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Media Entertainment 
Vrije Universiteit Amsterdam 

Communication Science 
Course Syllabus 2017-2018 

Level: BSc 
Vakecode: S_ME 
Period: 2 
Credits: 6.0  
Language: English 
 
Lecturers:  
dr. Benjamin Johnson (coordinator) 
dr. Giulia Ranzini 
dr. Tilo Hartmann 
 
Workgroup Instructors: 
dr. Benjamin Johnson (WG1, WG5)  
drs. Esther Schagen (WG4, WG8) 
drs. Britta Brugman (WG2, WG6) 
drs. Ellen Droog (WG3) 
drs. Dimphy Severijnen (WG7) 
 
Contact: Daphne Pijnappel (student assistant) d.m.pijnappel@student.vu.nl 
 
Lectures: 
Mondays   HG-05A00    13:30-15:15  
Wednesdays  HG-12A00     13:30-15:15 
Thursdays  HG-12A00    13:30-15:15 (weeks 44, 46, 48) 
 
Thursday Workgroups (Weeks 45, 47, 49): 
Workgroup 1 (BJ) BV-0H36    13:30-15:15  
Workgroup 2 (BB) WN-F612    13:30-15:15 
Workgroup 3 (ED) HG-11A36    13:30-15:15 
Workgroup 4 (ES) WN-F637    13:30-15:15 
Workgroup 5 (BJ) BV-0H36    15:30-17:15 
Workgroup 6 (BB) WN-F612    15:30-17:15 
Workgroup 7 (DS) HG-11A36    15:30-17:15 
Workgroup 8 (ES) WN-F637    15:30-17:15 
 
Exam Dates: 
Exam   TenT blok 5 & 6   12:00-14:45 on December 20 
Resit Exam  TBD     TBD 
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Course Goals: At the end of the course, students will: 
• Have a clear overview of most important and well-discussed issues regarding media use 

and effects from a perspective of entertainment. 
• Be able to answer important questions about media entertainment that have intrigued the 

public for decades in a competent and scientifically appropriate way. 
• Be able to study the results of significant research and empirical studies published in the 

domain of media entertainment. 
• Develop a better idea of how knowledge is generated within social scientific research, in 

particular media and communication, theoretically and methodologically. 
 
Course Content: This class will provide an overview about the most important theoretical 
models and empirical findings in the field of media entertainment research and more recent 
theorizing on media use from an entertainment perspective. After a look into the history of 
(media) entertainment and the sociological notion of culture, the class will focus on the 
psychological underpinnings of media entertainment. We will discuss classic topics such as 
Escapism, Catharsis, Identification, Cultivation, Mood Management, Parasocial Interactions, 
Fandom, Horror, Humor, Suspense, Eudaimonia, Intrinsic Needs, and Social Media, among 
others. 
 
Furthermore, we will tap into related and more recently studied questions such as: Why do 
people seek enjoyment from sad and “negative” media? Why do we like “bad” characters? 
What makes a funny sitcom? Who is fascinated by video games and why? How do girls and 
boys differ in their preferences for entertaining media content? Is there entertainment value in 
the news? What is interactive entertainment and how does it differ from traditional media 
entertainment? 
 
Each week, students will read obligatory key articles about several of these topics. The class 
will consist of lectures that deal with these articles and also provide additional information 
about each topic. One focus of the class will lie on increasing students' theoretical 
understanding of highlighted topics in the field of media and entertainment, while another 
focus lies on the design and results of core empirical studies that illuminate media 
entertainment research. Accordingly, most lectures will discuss a selection of the best 
empirical studies related to the topic of the lecture. 
 
In addition to the reading of obligatory articles, students will share and substantiate their 
opinion about what has been addressed in class during the planned workgroup sessions, 
which consist of three group presentation assignments relevant to class goals. 
 
Form of Instruction: Lectures and workgroups.  
 
Workgroups: Students are enrolled in one of eight workgroup sections. Within the 
workgroup, each student is assigned to a team of 3 to 5 students, who work together on each 
presentation. Workgroup and team assignments must be finalized by Monday, 6 November, 
and cannot be changed after that date. Attendance is required at all three workgroup sessions. 
Any workgroup absence (for illness or official university business) must be approved in 
advance. In the event of an expected absence, please send a request to the student assistant as 
far in advance as possible. In the event of a coordinator-approved absence, students may be 
asked to compensate their work on a different presentation, or may be given an alternative 
assignment. 
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Presentations: During workgroup, each team will give a 7- to 10-minute presentation about 
current examples of media entertainment (e.g., a particular television episode, or a particular 
smartphone app) that illustrate a particular theory from lecture or readings.  
 

Presentation 1 (Weeks 44-45, Selection): Choose one entertainment example, and 
explain it with a selection theory. 9 November. 

 
Presentation 2 (Weeks 46-47, Effects): Compare two similar entertainment examples, 

and compare how well each one is explained by an effects theory. 23 November. 
 
Presentation 3 (Weeks 48-49: Identities): Choose one entertainment example, explain 

it with a theory of identity, and explain how the example could be improved. 7 December. 
 
English or Dutch (or other) language entertainment examples are acceptable. The 
presentations are to be given in English. You must include a hyperlink (URL) to the story, 
example, or review of the media product. Images are optional. Provide a brief description of 
the content. Please don’t assume that your classmates or instructors are familiar with it. 
Explain the particular entertainment briefly. 
 
Next, identify ONE academic theory from the in-class readings and discussion that are 
relevant to your choice and selection of this content. Do not summarize the theory, but 
instead use the theory to help explain the nature of the example. For example, can a theory 
help answer some of the questions about why you select this content to watch? Or, can a 
theory provide an alternative perspective to your example? These are just examples, but use 
your creativity to apply the relevant theory or theories to the media entertainment example 
you’ve chosen. 
 
Briefly identity at least one unanswered question that could be addressed by media 
entertainment researchers in the future, and provide a short general conclusion. 
  
You have seven to ten minutes to present your content, theory, and conclusion. We 
recommend about one slide per minute. Please include a reference slide with the academic 
paper of the theory you use in APA style. You must upload your slides to Canvas. 
  
Please be very careful to properly indicate any quotations as such (by using quote marks or 
block quotes) and provide links to sources for any quotes or images. Keep any quotes very 
short, and primarily present your own original analysis and thinking, in your own words. 
  
Be original with your example: you will find it helpful if you look for a unique example that 
you think other students in the course wouldn’t think to present! 
 
You are responsible for communicating with and working with your team. Each team 
member must verbally present at least part of one presentation during the course. 
Your teammates will assess your contribution at the end of the course, which will be weighed 
in your final grade. Each presentation is worth 8% of your course grade. The presentations 
will be graded by the WG instructors. Further guidelines and the presentation grading sheets 
are available on Canvas. 
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Short Essays: For these individual assignments, you will write a 200 to 500-word response 
to three different prompts.  
 

Essay 1: You will be given a description of media entertainment content and its 
features. In your essay, you will reflect on the target audience for this content, and what 
motivations or needs are likely to lead them to choose this content. Due 17 November. 

 
Essay 2: You will be given a description of media entertainment content and how it 

affects people. In your essay, you will propose an original, practical solution or intervention 
to reduce harmful effects and increase beneficial effects. Due 1 December. 

 
Essay 3: You will be given a description of the results of a research study about media 

entertainment. In your essay, you will write a short discussion that explains and reflects on 
the results and what they mean. Due 15 December. 
 
Essay are to be written in English. We will grade based on the content of your writing, not the 
style (e.g., spelling, grammar). Please be very careful to properly indicate any quotations as 
such (by using quote marks or block quotes) and provide links to sources for any quotes, 
statistics, or examples. If you must use a quote, keep them to a minimum, and primarily 
present your own original words and your own original analysis and thinking.  
 
Your essay must be your own individual work; this is not a team assignment. Each essay is 
worth 5% of your course grade. Further guidelines and the short essay grading sheets are 
available on Canvas. 
 
Conduct Policy: Students are expected to meet the highest standards of academic integrity. 
This includes only submitting original work, properly citing and acknowledging the work of 
others, and maintaining honesty, accuracy, and transparency in all coursework. Please bring 
questions to your instructor and consult resources (https://www.vu.nl/en/about-vu-
amsterdam/academic-integrity/index.aspx) 
 
To facilitate classroom discussion, the recording of sessions is prohibited. Students are 
strongly encouraged to take extensive handwritten or typed notes during class. 
 
Assessment: The final grade will consist of an individual digital examination with multiple 
choice and short answer questions (60%), plus 3 group presentations (25%) and 3 short 
written assignments (15%). Students must pass the exam (5.5) at a threshold of 26/40 items, 
in addition to attempting the assignments. Students who fail an assignment will have the 
opportunity to make a second attempt.  
 
Target Group: 2nd year bachelor, minor, and exchange students. 
 
Other Information: The class will be entirely in English, including all lectures, 
correspondence, assessments, and assignments. Foreign exchange students are very welcome. 
In this course you cannot enroll yourself for the tutorials, but you will be assigned by the 
course coordinator. You will find to which tutorial you are assigned in your personal 
schedule in VUnet. Note: You do have to register for the course, with the remaining 
corresponding parts! 
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Course Schedule: Every student is expected to finish the assigned readings in advance of 
each class meeting. You are responsible for accessing journal articles online. Book chapters 
are posted to Canvas. All readings are obligatory. See the list in the week-by-week syllabus 
below for the readings and deadlines for each week.  
 

Date/Time Docent Session Advance Prep Room 
Week 44 

M, 30 Oct 
13:30-15:15 

BJ 1. Introduction to media 
entertainment:  
What is entertainment? 

Read Oliver (2009) HG05A00 

W, 1 Nov 
13:30-15:15 

GR 2. Media entertainment as culture: 
An ideological perspective 

Read Barker & Jane 
(2016) 

HG12A00 

R, 2 Nov  
13:30-15:15 

BJ 3. Entertainment selection: Uses 
and gratifications 

Read Rubin (2009) HG12A00 

Week 45 
M, 6 Nov 
13:30-15:15 

BJ 4. Entertainment selection: Mood 
management 

Read Robinson & 
Knobloch-Westerwick 
(2017) 

HG05A00 

W, 8 Nov 
13:30-15:15 

BJ 5. Entertainment selection: News 
and advertisements as 
entertainment 

Read Stroud & 
Muddiman (2013) 
Read Gillispie & 
Joireman (2016) 

HG12A00 

R, 9 Nov 
13:30-15:15 
Groups 1,2,3,4 
 
15:30-17:15 
Groups 5,6,7,8 

 
 

Workgroup 1:  
Entertainment selection 
Team presentation #1 due 

Prepare and upload 
group presentation 

(room for 
assigned 
WG) 

Week 46 
M, 13 Nov 
13:30-15:15 

TH 6. Entertainment effects: 
Disposition theory and humor 

Read Zillmann & Bryant 
(1991) 
Read McGraw & Warren 
(2014) 

HG05A00 

W, 15 Nov 
13:30-15:15 

BJ 7. Entertainment effects: 
Suspense, horror, drama 

Read Hoffner & Levine 
(2005) 
Read Knobloch-
Westerwick & Keplinger 
(2006) 

HG12A00 

R, 16 Nov 
11:00-12:45 
 

BJ 8. Entertainment effects:  
Social media as entertainment  

Read Quan-Haase & 
Young (2010) 
Read Alhabash & Ma 
(2017) 

HG12A00 

F, 17 Nov 
17:00 

 Short essay #1 due  Canvas 

Week 47 
M, 20 Nov 
13:30-15:15 

BJ 9. Entertainment effects: Gaming, 
aggression, and addiction 

Read Prot et al. (2014) 
Read Leung et al. (2017) 

HG05A00 

W, 22 Nov 
13:30-15:15 

TH 10. Entertainment effects: 
Eudaimonic appreciation and 
existential insight 

Read Oliver, Bartsch, & 
Hartmann (2014) 

HG12A00 
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R, 23 Nov 
13:30-15:15 
Groups 1,2,3,4 
15:30-17:15 
Groups 5,6,7,8 

 
 

Workgroup 2:  
Entertainment effects 

Prepare and upload 
group presentation 

(room for 
assigned 
WG) 

Week 48 
M, 27 Nov 
13:30-15:15 

GR 11. Entertainment and identity: 
Individual differences 

Read Kilian et al. (2012) 
Read Zayer et al. (2012) 

HG05A00 

W, 29 Nov 
13:30-15:15 

BJ 12. Entertainment and identity: 
Making friends with the screen 

Read Woods et al. 
(2018) 

HG12A00 

R, 30 Nov 
13:30-15:15 
 

GR 13. Entertainment and identity: 
Social identity and fandom 

Read Jenkins (2007) HG12A00 

F, 1 Dec  Short essay #2 due  Canvas 
Week 49 

M, 4 Dec 
13:30-15:15 

TH 14. Entertainment and identity: 
Video games as need satisfaction 

Read Przybylski, Rigby, 
& Ryan (2010) 

HG05A00 

W, 6 Dec 
13:30-15:15 

GR 15. Entertainment and identity: 
User-generated entertainment 

Read Kim (2012) 
Read van Dijk (2009) 

HG12A00 

R, 7 Dec 
13:30-15:15 
Groups 1,2,3,4 
15:30-17:15 
Groups 5,6,7,8 

 
 

Workgroup 3:  
Entertainment and identity 

Prepare and upload 
group presentation 

(room for 
assigned 
WG) 

Week 50 
M, 11 Dec 
13:30-15:15 

BJ 16. Response lecture: Exam 
review and sample questions 

Re-read articles. Prepare 
questions regarding all 
topics in the course 

HG05A00 

F, 15 Dec  Short essay #3 due  Canvas 
Week 51 

W, 20 Dec 
12:00-14:45 

BJ  
et al. 

Exam (over all lectures, readings, 
and presentations) 

 TenT Blok 
5,6  

TBD BJ  
et al. 

Resit Exam  TBD 

 
Reading List:  
 
1. Introduction to media entertainment: What is entertainment? (read before 30 October) 
Oliver, M. B. (2009). Entertainment. In R. Nabi & M. B. Oliver (Eds.) The Sage handbook of 

media processes and effects (pp. 161-177). Thousand Oaks, CA, USA: Sage. 
 
2. Media entertainment as culture: An ideological perspective (read before 1 November)  
Barker, C., & Jane, E. A. (2016). Questions of culture and ideology. In C. Barker & E. Jane 

(Eds.), Cultural studies: Theory and practice (pp. 44-84). Thousand Oaks, CA: Sage. 
 
3. Entertainment selection: Uses and gratifications (read before 2 November) 	
Rubin, A. M. (2009). Uses and gratifications: An evolving perspective on media effects. In R. 

L. Nabi & M. B. Oliver (Eds.). The Sage handbook of media processes and effects 
(pp. 147-159). Thousand Oaks, CA, USA: Sage. 	
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4. Entertainment selection: Mood management (read before 6 November)	
Robinson, M. J., & Knobloch-Westerwick, S. (2017). Mood management through selective 

media use for health and well-being. In L. Reinecke & M. B. Oliver (Eds.), The 
Routledge handbook of media use and well-being (pp. 65-79). New York, NY, USA: 
Routledge. 

 
5. Entertainment selection: News and advertisements as entertainment (read before 8 
November) 
Stroud, N. J., & Muddiman, A. (2013). Selective exposure, tolerance, and satirical news. 

International Journal of Public Opinion Research, 25, 271-290. 
doi:10.1093/ijpor/edt013 

 
Gillespie, B., & Joireman, J. (2016). The role of consumer narrative enjoyment and 

persuasion awareness in product placement advertising. American Behavioral 
Scientist, 60, 1510-1528. doi:10.1177/0002764216660136  

 
6. Entertainment effects: Disposition theory and humor (read before 13 November) 
Zillmann, D., & Bryant, J. (1991). Responding to comedy: The sense and nonsense of humor. 

In B. Jennings & D. Zillmann (Eds.), Responding to the screen: Reception and 
reaction processes (pp. 261-279). Mahwah, NJ, USA: Lawrence Erlbaum Associates. 

 
McGraw, A. P., & Warren, C. (2014). Benign violation theory. In. S. Attardo (Ed.), 

Encyclopedia of humor studies (pp. 75-77). Thousand Oaks, CA, USA: Sage. 
 
7. Entertainment effects: Suspense, horror, drama (read before 15 November) 
Hoffner, C. A., & Levine,  K. J. (2005). Enjoyment of mediated fright and violence: A meta-

analysis. Media Psychology, 7, 207-237. doi:10.1207/S1532785XMEP0702_5 
 
Knobloch-Westerwick, S., & Keplinger, C. (2006). Mystery appeal: Effects of uncertainty 

and resolution on the enjoyment of mystery. Media Psychology, 8, 193-212. 
doi:10.1207/s1532785xmep0803_01 

 
8. Entertainment effects: Social media as entertainment (read before 16 November) 
Quan-Haase, A., & Young, A. L. (2010). Uses and gratifications of social media: A 

comparison of Facebook and instant messaging. Bulletin of Science, Technology, & 
Society, 30, 350-361. doi: 10.1177/0270467610380009 

 
Alhabash, S., & Ma, M. (2017). A tale of four platforms: Motivations and uses of Facebook, 

Twitter, Instagram, and Snapchat among college students? Social Media + Society, 
3(January-March), 1-13. doi:10.1177/2056305117691544 

 
9. Entertainment effects: Gaming, aggression, and addiction (read before 20 November) 
Prot, S., Anderson, C. A., Gentile, D. A., Brown, S. C., & Swing, E. L. (2014). The positive 

and negative effects of video game play. In A. Jordan & D. Romer (Eds.), Media and 
the well-being of children and adolescents (109-128). New York, NY, USA: Oxford 
University Press. 

 
Leung, L., Liang, J., & Zhang, Y. (2017). Media addiction. In P. Rössler, C. A. Hoffner, & L. 

van Zoonen (Eds.), The international encyclopedia of media effects. New York, NY, 
USA: John Wiley & Sons. doi:10.1002/9781118783764.wbieme0173 
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10. Entertainment effects: Eudaimonic appreciation and existential insight (read before 22 
November) 
Oliver, M. B., Bartsch, A., & Hartmann, T. (2014). Negative emotions and the meaningful 

sides of media entertainment. In W. G. Parrott (Ed.), The positive side of negative 
emotions (pp. 224-246). New York, NY, USA: Guilford Press. 

 
11. Entertainment and identity: Individual differences (read before 27 November) 
Kilian, T., Hennigs, N., & Langner, S. (2012). Do Millennials read books or blogs? 

Introducing a media usage typology of the internet generation. Journal of Consumer 
Marketing, 29, 114-124. doi:10.1108/07363761211206366 

 
Zayer, L. T., Sredl, K., Parmentier, M. A., & Coleman, C. (2012). Consumption and gender 

identity in popular media: Discourses of domesticity, authenticity, and 
sexuality. Consumption, Markets & Culture, 15, 333-357. 
doi:10.1080/10253866.2012.659437 

 
12. Entertainment and identity: Making friends with the screen (read before 29 November) 
Woods, K., Slater, M. D., Cohen, J., Johnson, B. K., & Ewoldsen, D. R. (2018). The 

experience of narrative in the permanently online, permanently connected 
environment: Multitasking, self-expansion, and entertainment effects. In P. Vorderer, 
D. Hefner, L. Reinecke, & C. Klimmt (Ed.), Permanently online, permanently 
connected: Living and communicating in a POPC world (pp. 116-128). New York, 
NY, USA: Routledge. 

 
13. Entertainment and identity: Social identity and fandom (read before 30 November)  
Jenkins, H. (2007). The future of fandom. In C. Harrington, J. Grey, & C. Sandovoss (Eds.), 

Fandom: Identities and communities in a mediated world (pp. 357-364). New York, 
NY, USA: NYU Press.  

 
14. Entertainment and identity: Video games as need satisfaction (read before 4 December)  
Przybylski, A. K., Rigby, C. S., & Ryan, R. M. (2010). A motivational model of video game 

engagement. Review of General Psychology, 14, 154-166. doi:10.1037/a0019440 
 
15. Entertainment and identity: User-generated entertainment (read before 6 December)  
Kim, J. (2012). The institutionalization of YouTube: From user-generated content to 

professionally generated content. Media, Culture, & Society, 34, 53-67. 
doi:10.1177/0163443711427199 

 
van Dijk, J. (2009). Users like you? Theorizing agency in user-generated content. Media, 

Culture, & Society, 31, 41-58. doi:10.1177/0163443708098245 
 
 
 
 
 
 
 
 
 
Note. Thanks are due to Dr. Allison Eden for sharing elements from her syllabi for a previous version of this course. 


