Digital Media Production B

Course Description & Credit
Digital Media Production B is an advanced, semester-long (20 weeks) course that builds on Digital Media Production A by combining higher-level production skills with a collegiate introduction to media theory, economics, and critical media literacy. Students will function as a class production company to plan, produce, and distribute professional-quality media projects while analyzing how profit motives, democratic values, and ownership structures shape the media landscape.Digital-Media-Production-A-Syllabus.docx+2​
· This course is aligned with Niagara University’s Introduction to Digital Media Production (CMS 245/CMS 215) outcomes and offers NUSTEP college credit for eligible 11th–12th graders.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· NUSTEP students follow Niagara’s academic expectations (workload, grading scale, academic honesty) and may have additional or leveled assessments, while non-NUSTEP students follow the high school grading scale using the same core projects.Digital-Media-B-Syllabus.docx+1​

Course Objectives & Required Tools
By the end of Digital Media Production B, students will:
· Demonstrate a working knowledge of theory, aesthetics, and production methods in advanced digital media (video, audio, and mixed media).Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Critically analyze media messages in terms of profit motive vs democratic motive, ownership, regulation, ethics, and labor conditions.Digital-Media-B-Syllabus.docx+1​
· Design, write, and produce effective messages for diverse platforms (broadcast, streaming, social media, web).Digital-Media-Production-A-Syllabus.docx+2​
· Collaborate within production teams that operate as a professional production company.Digital-Media-Production-A-Syllabus.docx+2​
· Build a small portfolio that demonstrates advanced technical skills and critical reflection on the media industry.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
Required Software/Tools (school lab primary; others by approval):
· Adobe Premiere Pro (primary editor), Photoshop and/or Adobe Express for graphics and posters.Digital-Media-B-Syllabus.docx+1​
· Optional: iMovie or CapCut (by request/approval), plus school-approved cameras or phones (via permission form) for field production.Digital-Media-Production-A-Syllabus.docx+2​
Classroom expectations (no-phones policy, professional conduct, deadlines, equipment care) remain consistent with Digital Media Production A.Digital-Media-Production-A-Syllabus.docx​

Course Units & Major Projects
Each unit combines: (1) foundational/critical concepts, (2) technical demonstrations and labs, and (3) a major project or production sprint.Barner-CMS-245-Syllabus-FALL-23.pdf+2​
Unit 1 – Foundations & Media Motives (Weeks 1–4)
Focus: Collegiate-level understanding of digital media, media institutions, and why media exists (profit vs democratic motives).Digital-Media-B-Syllabus.docx+1​
Key Topics:
· History and evolution of digital media and convergence (broadcast, streaming, social media).Barner-CMS-245-Syllabus-FALL-23.pdf​
· Media profit motive vs democratic/public interest motive; how advertising and ratings/subscribers shape content.Digital-Media-B-Syllabus.docx+1​
· Market-driven content, target audiences, branding, and platform logic (YouTube, TikTok, streaming).Digital-Media-Production-A-Syllabus.docx+2​
· Basic forms of digital media: photography, audio, video, web portfolios (Niagara foundational concepts).Barner-CMS-245-Syllabus-FALL-23.pdf​
Major Integrated Projects:
· Iroquois/WNY Landmark Video Essay/Documentary
· Students research a local landmark or WNY/Iroquois community topic and produce a short documentary or video essay that balances storytelling with civic/democratic information.Digital-Media-B-Syllabus.docx+1​
· Emphasis on pre-production (research, proposals, scripts, storyboards) and critical reflection: who benefits from this story, and how might it be framed differently by commercial vs public media?Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Short written/media reflections connecting landmark project to concepts of public interest vs commercial appeal.Digital-Media-B-Syllabus.docx+1​
Unit 2 – Ethics, Regulation & Ownership (Weeks 5–8)
Focus: Ethical/unethical production practices, governmental regulation, and how media ownership and monopolization shape the media options audiences see.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
Key Topics:
· Ethical vs unethical media practices (misrepresentation, deepfakes, clickbait, manipulation in editing and advertising).Digital-Media-B-Syllabus.docx+1​
· Governmental regulation and public interest: basics of FCC-style thinking, libel/slander in news, advertising standards, and protections for students.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Legal protections/restrictions across formats: news, advertisements, and entertainment (fair use, copyright basics, consent/releases).Digital-Media-B-Syllabus.docx+1​
· Monopolization and consolidation: media conglomerates, studio buyouts, and how ownership affects diversity of voices and viewpoints.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
Major Integrated Projects:
· News Media – Corporate vs Local vs Non-Profit
· Students compare coverage of the same or similar issue by a corporate national outlet, a local outlet, and a non-profit/public outlet.Digital-Media-Production-A-Syllabus.docx+1​
· Production: a short news-style segment or explainer video that breaks down the differences in framing, sources, and interests, plus a written or on-camera reflection on regulation, ethics, and ownership.Digital-Media-B-Syllabus.docx+1​
· Ongoing ethical case-study discussions tied to their own shoots (permissions, representation, bias).Barner-CMS-245-Syllabus-FALL-23.pdf+1​
Unit 3 – Financial Incentives & Labor (Weeks 9–12)
Focus: How money flows through the media industry and how that affects companies, workers, and audiences.Digital-Media-B-Syllabus.docx+1​
Key Topics:
· Revenue models: advertising-supported, subscription, sponsorship, branded content, algorithmic recommendation.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Financial incentives for media companies vs incentives for consumers (price, content quality, convenience, data/privacy).Digital-Media-B-Syllabus.docx+1​
· Workforce in the media industry: job roles, freelance vs staff, working conditions, unionization, and recent strikes/protests.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Connection from Digital Media A’s intro-to-business concepts to a deeper understanding of media economics.Digital-Media-Production-A-Syllabus.docx+1​
Major Integrated Projects:
· Commercial Advertising Project
· Students develop a brand, product, or service and create:
· A 30-second traditional “TV-style” commercial.Digital-Media-Production-A-Syllabus.docx​
· A 15-second social-media-optimized version (vertical or square).Digital-Media-Production-A-Syllabus.docx​
· Emphasis: target audience, persuasive techniques, ethical boundaries in messaging, and how ad revenue drives content decisions.Digital-Media-Production-A-Syllabus.docx+1​
· Social Media Marketing/Content Production
· Students design a mini-campaign for a school club, event, or original brand with planned posts, visual identity, and analytics goals (hypothetical).Digital-Media-Production-A-Syllabus.docx+1​
· Optional tie-in: simple budgeting exercise—estimating costs, ad spend, and expected outcomes.Digital-Media-B-Syllabus.docx+1​
Unit 4 – Competition, Monopolies & Entertainment Media (Weeks 13–16)
Focus: Competition vs monopolization in entertainment media; streaming, studios, and how consolidation affects price, quality, and innovation.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
Key Topics:
· Competition in media markets: how more diverse media sources can lower costs, increase innovation, and improve quality for consumers.Digital-Media-B-Syllabus.docx+1​
· Monopolization: mergers, studio buyouts, and oligopolies in entertainment (e.g., major streaming platforms and legacy studios).Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Consumer impacts: subscription “stacking,” price increases, content removals, and reduced choice.Digital-Media-B-Syllabus.docx+1​
· Innovation vs risk-aversion: sequel culture, franchise reliance, and trend-chasing in streaming/cable/theaters.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
Major Integrated Projects:
· Entertainment Media – Monopolization, Studio Sales, Trends
· Students produce a video essay, mini-doc, or visual explainer on a topic such as streaming wars, a specific studio sale, or a trend like cinematic universes or reboots.Digital-Media-B-Syllabus.docx+1​
· Required: clear thesis about how ownership and competition affect price, diversity of content, or innovation, supported by examples.Barner-CMS-245-Syllabus-FALL-23.pdf+1​
· Class Production Company Project (extends into Unit 5):
· Class chooses one ongoing series focus (e.g., weekly news show, advertising agency model, or episodic entertainment series) and produces installments informed by their analysis of competition and audience demands.Digital-Media-B-Syllabus.docx​
Unit 5 – Portfolio & Capstone (Weeks 17–20)
Focus: Refinement, reflection, and portfolio creation aligned with Niagara’s emphasis on a digital portfolio. ​
Key Topics:
· Curating work: selecting and revising best projects (documentary, news segment, ads, social content, entertainment analysis).
· Writing brief project statements that explain purpose, audience, and key technical/theoretical decisions.
· Introduction to simple web portfolio tools (e.g., Adobe Express pages or a basic web template similar to Niagara’s Wix portfolio).Major Integrated Projects:
· Final Digital Media Portfolio
· Includes:
· Iroquois/WNY Landmark video essay/documentary.
· Commercial Advertising pieces (TV + social)
· Social Media Marketing content set.
· News Media Corporate vs Local vs Non-Profit segment.
· Entertainment Media monopolization/trends project.
· NUSTEP students will include a short written reflection connecting their portfolio to Niagara’s course outcomes and critical media literacy goals. 1​

Assessment & Policies (Aligned to A & Niagara)
Assessment will use a point/percentage system similar in structure to Digital Media Production A, but with additional emphasis on critical analysis and portfolio quality.
Sample Breakdown:
· Major Projects (5 listed above): ~70–75% combined.
· Quizzes on media concepts (profit vs democratic motive, ethics, regulation, ownership, labor): 
· In-class exercises, labs, and participation in the production company: ~10–15%.B
· Reflection and portfolio documentation: ~5–10%.
NUSTEP students use Niagara’s letter-grade scale and academic honesty policy; the same assignments may be weighted or evaluated with additional criteria to match college standards. The school’s policies on phones, conduct, and deadlines from Digital Media Production A also apply in this course, with added expectations of professional behavior appropriate to a college-accredited class.

