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Topics & Schedule

1~ [9/21] SREEN 475 [9/28] {53 —IX
2 ~ [10/5] BUA BB 57 e [] i S 81 I

o LR : ASHINEBAA A BORE BB BT o R ERET B GERE I iR R S A E I R
(B=BRE+LE) -

e Graber, D.A. & Smith, J. (2005). Political communication faces the 21st century. Journal of Communi-
cation, 55 (3) , 479-507.

o WARHA » 2005 » HHERMEE - B EHHE IR > Chapters 1,2 & 3

3 ~ [10/12] g4 & R BRI BT SRR DL
o MEEHARAER » 2003 » HFHENQ&A, B EHitE IR » Chapters 11, 12, 13, & 14

e Rogers, E.-M. (2004). Theoretical Diversity in Political Communication. In Handbook of Political Com-
munication Reseasrch. Kaid, L.L.(Ed.) , 3-16. Mahwah, NJ: Lawrence Erlbaum Associates.

4~ [10/19] BB 228 « JTERIZ e (The Spiral of Silence )
o HE AR MR HRBERE  WEHAR » ARELEHEITHWER ~ SEHHK - DIRGE
EH -

e Noelle-Neumann, E. & Petersen, T. (2004). The Spiral of Silence and the Social Nature of Man. In
Handbook of Political Communication Reseasrch. Kaid, L.L.(Ed.) , 339-356. Mahwah, NJ: Lawrence
Erlbaum Associates.

e Huang, H.P. (2005). A cross-cultural test of the spiral of silence. International Journal of Public Opin-
ion Research, 17 (3) , 324-345.

5~ [10/26] BEHSHIR R - HEEREMME (Agenda Setting)

e Abbe, O.G.; Goodliffe, J.; Herrnson, P.S. & Patterson, K.D. (2003). Agenda setting in congressional
elections: The impact of issues and campaigns on voting behavior. Political Research Quarterly, 56 (4)
, 419-430.

e Kiousis, S.; McDevitt, M. & Wu, X. (2005). The genesis of civic awareness: Agenda setting in political
socialization. Journal of Communication, 55 (4) , 756-774.
6~ [11/2] BEESFCE - MEZLE (Framing) SHE7EIEYS (Ambivalence)

e Price, V.; Nir, L. & Cappella, J.N. (2005). Framing public discussion of gay civil unions. Public Opin-
ion Quarterly, 69 (2) , 179-212.
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— Craig, S.C.; Martinez, M.D.; Kane, J.G. & Gainous, J. (2005). Core values, value conflict, and
citizens’ ambivalence about gay rights. Political Research Quarterly, 58 (1) , 5-17.

— Basinger, S.J. & Lavine, H. (2005). Ambivalence, information, and electoral choice. American
Political Science Review, 99 (2) , 169-184.
7~ [11/9] B2 2 - 5= A& (Third Person Effects)

e Mutz, D. & Martin, P. (2001). Facilitating communication across lines of political difference: The role
of mass media. American Political Science Review, 95 (1) , 97-114.

e Park, S.Y. (2005). The influence of presumed media influence on women’s desire to be thin. Communi-
cation Research, 32 (5) , 594-614.



8~ [11/16] BB EH 5 ?
o FXT - SOMES ~ MAEFESEE > 2003 » JHTBUA L F R E » Chapter 6.

e Huckfeldt, R.; Ikeda, K. & Pappi, F.U. (2005). Patterns of disagreement in democratic politics: Com-
paring Germany, Japan, and the United States. American Journal of Political Science, 49 (3) , 497-514.

9 ~ [11/23] 2R 2 HREHE BB KA KR ?

e Mutz, D. (2002). Cross-cutting social networks: Testing democratic theory in practice. American Politi-
cal Science Review, 96 (1), 111-126.

o EA - 2005 » BHEMHIE > Chapter 10

10 ~ [11/30] 38 B anrr R B SR B B 51 2

e Sotirovic, M. & M., M.J. (2004). Knowledge as Understanding: The Information Processing. In Hand-
book of Political Communication Reseasrch. Kaid, L.L.(Ed.) , 357-394. Mahwah, NJ: Lawrence Erl-
baum Associates.

e Oliver, M.B. (2002). Individual differences in media effects. In Media Effects: Advances in Theory and
Research. Bryant, J. & Zillmann, D.(Eds.) , 507-524. Mahwah, NJ: L. Elbaum Associates.

11 ~ [12/7] ;B8 (Selective Exposure) BEEIFMENC (Selective Perception) FITF AT

e Zillmann, D.; Chen, L.; Knobloch, S. & Callison, C. (2004). Effects of lead framing on selective expo-
sure to Internet news reports. Communication Research, 31 (1) , 58-81.

e Knobloch, S.; Callison, C.; Chen, L.; Fritzsche, A. & Zillmann, D. (2005). Children’s sex-stereotyped
self-socialization through selective exposure to entertainment: Cross-cultural experiments in Germany,
China, and the United States. Journal of Communication, 55 (1) , 122-138.

12 ~ [12/14] BURTTH#HIH 5T

e Newman, B.I. (2002). Editorial: Broadening the boundaries of marketing: Political marketing in the
new millennium. Psychology & Marketing, 19 (12) , 983-986.

e Newman, B.I. & Perloff, R.M. (2004). Political Marketing: Theory, Research and Applications in Hand-
book of Political Communication Reseasrch. Kaid, L.L.(Ed.) , 17-44. Mahwah, NJ: Lawrence Erlbaum
Associates.

o R : AEERIHFORE E BRGS0 R M m LRI S L 'R -

13 ~ [12/21] RE ~ RFJ BB

e Son, Y.J. & Weaver, D.H. (2006). Another look at what moves public opinion: Media agenda setting
and polls in the 2000 US election. International Journal of Public Opinion Research, 18 (2) , 174-197.

o AR 5 2005 » iR > Chapters 6,7, 8, & 9 °
o REIR1Z > 2006 > & E RARATRE D RSTRST - ToMES T 88 2 WOA R R 4 TBua
RRELGEENE | > H3-28 -
14 ~ [12/28] J& 7 BLIB0R 5 Y @ i

e Kaid, L.L. (2004). Political Advertising. In Handbook of Political Communication Reseasrch. Kaid,
L.L.(Ed) , 155-202. Mahwah, NJ: Lawrence Erlbaum Associates.

o SHHIE) > 2006, BUAE S © PEEELEBS > Chapters 1, 12, & 13.

o SHHIE, 2006 » 2004 4F K152 BR 35 P 2% S50 058 8 25 SRS 2 RO AT » WU R R 4 TBUR Bk
PRIBEMS 1 0 EH247-297 ©



15 ~ [1/4] £ B 5 U BT FT

e King, J.D. & McConnell, J.B. (2003). The effect of negative campaign advertising on vote choice: The
mediating influence of gender. Social Science Quarterly, 84 (4) , 843-857.

e Stevens, D. (2005). Separate and unequal effects: Information, political sophistication and negative ad-
vertising in American elections. Political Research Quarterly, 58 (3) , 413-425.
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16 ~ [1/11] SREEARAS & SIS B S

o 2% : BEREFE > 2006 > 20044 & A AR KBRS - A BB o WoR R 5
TR E RS BRI L » H75-108 ©

o R - BIRWITHEBULR MR 1/15 T 5% -
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