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LEARNING OBJECTIVES

|
By the end of the semester, students will be able to:

Examine the foundations of the concept of Public Opinion in contemporary democracies.

Acknowledge the main categories and practices associated with the idea of political Public Spheres.
Understand the influence of political marketing strategies in the context of our democratic system.
Comprehend how public opinion polls are crafted, applied, and interpreted regarding their impacts.
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CLASSROOM METHODOLOGY PROCEDURES
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Each week, students will be expected to:

Attend the lectures.

Read mandatory texts.

Participate in the discussion in all class sections.
Complete and submit all assignments by due dates.
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COURSE SCHEDULE

___________________________________________________________________________________________________________________|
Unit 1 — The Concept of the Public Sphere: Historical Foundations.

Unit 2 — Media and the Public Opinion.

Unit 3 — The Public Sphere, the Public Opinion, and Deliberative Democracy.

Unit 4 — Political Marketing and Public Opinion Polls.
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GRADING

Evaluation of students enrolled in this course follows the criteria stated below:
- Midterm Exam: 40% of the final grade.

- Final Exam: 40% of the final grade.

- Take-Home Exercise 1: 10% of the final grade.

- Take-Home Exercise 2: 10% of the final grade.
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