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The course was delivered in a well-orchestrated approach as various terminologies in Psychology and mass media were studied. The connections between the two aspects revealed how mass media apply psychology when targeting the audience.  Three most compelling topics included the effectiveness of mass media is in campaigns and decision making. Others included violence in media, news and politics as well as Advertising. Mass media have much influence on the audience based on their contents (Harris & Sanborn, 2014). Therefore, there is a link related to these mass media towards the way of thinking of the targeted audience, which is used by politicians, manufacturers, and producers to make an impact. 
The series of discussions conducted during the course played a critical role in sharpening my understanding of how politicians and manufacturers have utilised the mass media platforms to gain influence and followership. I did not know that some politicians can have much control through media until one of the members highlighted that in some countries, some renowned politicians own media station during the campaign period. In some cases, some politicians bribe the presenters to air their biased stories to gain political mileage. However, the persuasion theories were not clear and more explanations would have made it better for my understanding.
The tutor could have given more tests in some topics on Persuasion Theories and other theories as well as forming groups to expound on the same (Perloff, 2017). The application of these theories also required more realistic examples to make them clear to the students. Lastly, the use of different and updated textbooks would have yielded diverse information about the course content, which will be valuable in future careers. Use of more real-life examples and case studies were required.
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