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Module 1: Entertainment Industry
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Market Structure, Competition, & Performance
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W4 3/15 Sex sells I. Obscenity

W5 3/22 Sex sells II. Freedom of Speech
Module 2: Media Branding
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R: Lai, C. H. (2023). From incidental exposure to COVID-19 coping. Journal of
Broadcasting & Electronic Media, 67(5), 651-672.
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R:

1. Spiggle, S., Nguyen, H. T., & Caravella, M. (2012). More than Fit: Brand
Extension Authenticity. Journal of Marketing Research, 49(6), 967-983.

2. Franke, C., Groeppel-Klein, A., & Miiller, K. (2023). Consumers’ responses to
virtual influencers as advertising endorsers: Novel and effective or uncanny and
deceiving? Journal of Advertising, 52(4), 523-539.
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R:

1. &Z#¢ P &% chapters 2 & 4

2. Yan & Yang. (2021). From parasocial to parakin. New Media & Society, 23(9),
2593-2615.

Module 3: Film Marketing: Event Film
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R: Lu, S., Dinner, 1., & Grewal, R. (2023). The ripple effect of firm-generated content
on new movie releases. Journal of Marketing Research, 60(5), 908-931.
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R: Hsiao, C. H., & Tang, K. Y. (2016). On the post-acceptance of mobile movie theme
game. Electronic Commerce Research and Applications, 18, 48-57.
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