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NOTIFICATION
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Following addition be made to Annexure-lI-A to the Ordinance V (2-A) of the
Ordinances of the University;

Add the following:

The following syllabi of Delhi School of Journalism under the Faculty of Social
Sciences based on Postgraduate Curriculum Framework 2024 are notified herewith
for the information of all concerned:

Department/ | Syllabi Annexure
Centre

Delhi School | Master of Journalism and Mass Communication for 1

of Journalism | Semester-II1/IV

W
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Annexure-1

Semester lll

TARAET & Heyifasw quene (sHise -4)

Course Title | Credits Credit distribution of the Eligibility Prerequisite
and Code course criteria of the course

Lecture | Tutorial | Practical

mm ﬁ 4 3 0 1 Passed NIL
. Graduation
: 3 o in required
K} discipline

UIeTFHH F 35a3:
1. HEIR HeTHET o HAs[d aaRon3t 3R FAeuidr s /s

2. HOR FREUTAT 3 AlSdl & Hedie 7 HeldacAs Hrd AR Faevoens sierd fasfaa
AT

3. ATEcah gferdr S Fu FHEAT3 3R Feal R HeHiTe erel o] FaT|

4. Heuifae ¢iSearol &1 39U &t R & Aifores A i FRET dUR =T 3R Ia garee
HL|

IISTHA F TROTH:

1. BT YHE FR fewidt 3R Alse! i qas g i s

2. BTF HAR ACET TX eI Elal &1 ITerdelTcA s Hedidhe T HeTTa1eT F3et 3 Tt gia|
3. BT HeHifces TRl &1 3uTeT Yk Hifore e T TN IR e IR 3T FaTerat
HLT|

4. BTF Ffee Heuifas JTUROMT HT THIE &1 § TS AT Sl &THaT 9 R=Rd HEaT|

e 1: HAR HoHeTe 1 aR= 10 Hours

- FOR 3TEUT &1 3aellehe



- AR HTHUT & TehIT (FFTHeT, HFgera 3R atesteh JregHere)

- HAR 3FAUT # Hetifaen iSehivr (Tegefdle, saredrdie, Herdelcas HeHid)

e 2: HUR & fAguid 10 Hours

- 3G AR yera o faeerd

- Afzar yama & fewia

- URE R FUR & feurd

- HAGATeHS HAN & TogTd

. T 15 Hours

- ATATCH eeere faferar (@efaror, gm)

- TUTIcHS 3 EHTe [aTerar (Faeriai, S T, HEicdR)

- fersrgaeq faeivor 3R gawe faeersor

- fafaa fafer sggerer

YR 4: HAR HegHeT 3 Soiel R 10 Hours

- HUR AT H HTelleaATcH e ¢TeeehlvT (@ARTaTr, IeR-3afaa e, sl feurd)

- dedieRtoT AR FER

- T Ffsar AR Bfeed #ar

- HOR HeTe H 39 T30 AR A

IS 30 Hours

1. freria woiter 97 : el wog@ Sar Reuia a1 Afsd &1 3raTes=cHes gHer fod, sudhr
et HR HaA3 F1 Apaicd F<|

2. 2y e : Rt e e, T T OX HeHifien el T S T §U Ueh QMY 9T o
H|

3. MY FEGf - YOI, TROTAT 3R fersshst Afed Hewifaen € fSeanror 1 3981 H3d §u A
QAT T |



4. WIfged WHIET : TaR AU # Bt wafad g o ves sar9ss wifgey aefen w3, fSas
v v, sgat ik Aier avu & #iAg) & ggare i

Hest oy :

Berger, C. R. (Ed.). (2014). Interpersonal communication (Vol. 6). Berlin, Germany: De Gruyter Mouton.

Griffin, E., Ledbetter, A., & Sparks, G. (2014). A first look at communication theory (9th ed.). New York, New
York, United States: McGraw-Hill Education.

Littlejohn, S. W., Foss, K. A., & Oetzel, J. G. (2017). Theories of human communication (11th ed.). Long Grove,
Illinois, United States: Waveland Press.

Chaffee, S. H., & Metzger, M. J. (2001). The end of mass communication? Communication Research, 28(4), 365—
379.



AEHHA-clleh [AHLT U GFHINGT (3T -4)

Course Title | Credits Credit distribution of the Eligibility Prerequisite
and Code course criteria of the course
Lecture | Tutorial | Practical
AFHA-AF 4 3 0 1 Passed NIL
] Graduation
faaret e _ 5o
in require
CECIEGI discipline
UISTHHA & 36T

1. elverdiaeh faael R fA0TT ofe &1 9fshar &1 3R & 7 STaTAd 1 313 T S gz

2. STAad, Hifzar A asRar & &g @t F1 Aoyt HeEr)

3. SfetAa 3R A e wfafaftica & Heaiea & sraraedcas | 3R FeevoneAs siere

AT ad S|

4. SAF R THHIAT 7 A Taeh gie1ar  Heal I ST er<l o] del|

9IGTshA & IROTH:

1. BT A 3R dSATeie 4T Hr aerRonsit 3R Reurar £ ga@s e ikia HiT|
2. BT SAH &I ITHR &o 7 AT 3R THHIRAT T AR T HTAATCHS Hoddhe] el A

TETH BT

3. BT didaias et 3R 9iamait ov Saaa & warg &1 faeeiyor |

4. BT STAA 3 THHTAT A TE TS gferdT & Heal I Heenifde gl o] 3|
gfere 1: SerAd Ao =t S ai=a

10 Hours




- ST T HAUROTT AR Fagyra (TRemTy, fF#Tor 3R Are)

- ATGSATeTeh 817 A ATt fereh IaT (FaRATH, 318e, 3R 3+3)

- ST 3 Ao T Y TR &Y % A iy sy

- SAAd 3R Ardsteres =t & fore getforar (gdemor, gevear AR smaAra)

AT 2: STeTad fator 3 A fEr AR weRar 11 hiosns
- AT wral & R (wotsr feRoT, s iR wsfEm)

- Mg yfafafeee 3k gaterg (wfearfear, fFarunT 3R w=R)

- TFRINET HR Aieha T (IR 1 {fFHe, feaarar 3R Samecs)

- 7T AfEar 3R SaAT (@era AT, diaenga gFwiar 3R AeTRE TR0
Afore 3: ST AR e T 14 Hours
- S1Ad 3R Afa-faator (verra, giafsan ik sfafafa)

- SAAd 3R TG (AT SagR, 3R wrifoar 3R e aftom)

- S AR e dees (@fraan, fay 3k amnfes afiade)

- SlrehcliTIes GEUT3T & forT Aol (Siehesasare, ift=rashdre 3R goER)
T 4: ST AR TR F FAFTNA G 10 Hours

- ot @at AR goaR (T, 9o AR FaTemE)

- FIfSar e AR ITATATcHS G (Hid! 31 Hedieha, qaas @1 qgure AR Faer & fageyon
- fafaerar R sfaf e @Afzar (& farfedr, w7 gfaftte 3k gfie o1 sreaem)

- STetEe AR IFHRIRET & 33 T3 R Hee: (ST IFHIRET, FATUI Taehrier 3R Az
HATER)

m. 30 Hours

1. ST fa2eivor : R e FefaTor a1 wdfaror i faveror &, o, IRom#AT 3R
fafeamat &1 Heareha |

2. AT wiafaATca eaa: e AT Fee A1 HHE & AT Aldided i ayaaed
Tareeryor Y, fearfear, garre ik ufafaitea i geaine H



3. TAHIRET 3 9oT : Heifaeh eral 3R Hrelrerareaes Ride Hierel F1 3Tl i gu, e
HIdSATeTeh #ee; 1 HHEIT 9 AT ¢ HR 0o TR H=awor ford|

4. i afered : STAAT IR TFFIRAT  fordl FATTARS Heg W U Aifd @fered ford, amare
g & fore deuifa eral 3R HTelaeaTcas fRide irel 1 3uaer H{|

Hestaier:
Berkowitz, D. A. (Ed.). (2010). Cultural meanings of news: A text-reader (lllustrated ed.). Thousand Oaks, California,
United States: SAGE Publications.

Entman, R. M. (2003). Projections of power: Framing news, public opinion, and U.S. foreign policy. Chicago, lllinois,
United States: University of Chicago Press.

Habermas, J. (1989). The structural transformation of the public sphere: An inquiry into a category of bourgeois society
(T. Burger & F. Lawrence, Trans.). Cambridge, Massachusetts, United States: MIT Press. (Original work published 1962)

lyengar, S., & Kinder, D. R. (1987). News that matters: Television and American opinion. Chicago, lllinois, United States:
University of Chicago Press.

McMedia Journal. (n.d.). McMedia Journal, 14(1), 1-20.



EfasteT gaarRar (hize -4)

Course Credit Credit distribution of the Eligibility Prerequisite of
Title and s course criteria the course
Code

Lecture | Tutorial | Practical

e 4 3 0 1 Passed NIL
Graduati
raauation
in required
discipline
QIGTHA & 36T
1. Ehfasre aaemiar & Ao faguial 3R oA HTOT H 50T {fHE 1 Fast=|
2. e, Rraiféar 3 seqfar wfea Selifasrsr waraR fastor A saragie siere o faa el

3. FATS 3N Sl d T ol fIsTed TIHINT & THTT FT FaRelyoT FHaT|

4. TSI AR & arediae giardr & Heal R A aid &1 o] |
3G A & GROTH:

1. BT ENTasTa T RdT & it 3R wamsit 6 goey wefkia Hir

2. BT 3T-I[UTG dTell Cellfasted HATIR HTHI TR A 7 FeTH giar, forast fEhce, Rure 3ik
EEGIERIRIEE RS

3. BT AT 3R AT 9T ol faaTel TIRIAT & THIS T fI2eryor Hian|

4. BT TRTAST TR 7 arediae gferar & Heal W detifae ard i o] Her|

AT 1: TS TaeHIRaT & IR=g 10 Hours



- CellaoTel YR T $faerd 3R e

- CellTaatel YeRTAT & faeenid 3R Afderar

- CollfasTeT gaahRT 1 AT 3R et

- TeN ST FATIR Tl (8T8 7T, HIeR TN, TeRr) &) aasrar

e 2: T TR fvaior 15 Hours
- TolifarsTel WATAR oregsT (ell, TRaaT 31K arga)

- Cellfaetel FATa ROifEaT (2, ameert 3R qeeer o)

- Celfastst FATER Seqfer (sreqfar, emiies s 3R Far watsreT)

- hERT Aeheileh T T2F HUTaTaA

gfAe 3: TehfasTr gAmar faersor e

- Collidotel HATAR geient 3R IeaT o Foeyar

- CETESTeT HATIR AT T FA2ereor (TotsT-frefiRoT, ST 3R geiorg)
- AT 3 AT IR el AT TR T T8

- CNasTe SATIR FAFHAT 3R ITRT A1 Fehem

AT 4: cefaster AT # 3evid vy 19 bleLs

- @i Reaiféar 3R gafers fasror
- arza Raféar 3t wamor
- grerer Hif2ar 3 eelfaste ggaiar

- Celtfarster SeRTRET # 381 Toia 3R Heg (T, Sisamiedsr 3R axjsrer Rafed, sifmies
Raferdr )

IHTSHAHT: (30 Hours)
1. wATR ROTE 3t : fopce, Aifzal 3R segfa afta v elifsT aamem Rt e Sam &



2. TSI FATIR FHHTe: Ueh HET FElel Aigd T ellidstel AR e ford 3R 33 et
H IEI

3. ToTASTeT FHTER fAReVOT : Ueh Cefarstel AR FTdsha i faeeryor &Y, @ra, J&dfd 3R
WHTE T HodTehe] Y |

4. A TAATOT : SENFAST TIRIRAT HIRIe 3R Thefiopl T ITATT I T Teh o eI IR
el

HEH IY:
Boyd, A. (2001). Broadcast journalism: Techniques of radio and television news (Reprint ed.). London, United Kingdom:
Taylor & Francis.

Chantler, P. (2006). Television journalism: A guide to production. London, United Kingdom: SAGE Publications.
Harris, G. (2006). Getting into television journalism. London, United Kingdom: A. & C. Black.

Shook, F. (2005). Television field production and reporting. Boston, Massachusetts, United States: Allyn and Bacon.



HATIRYT T UTAHT3HT T TTHIRAT (hise -4)

Course Title | Credits Credit distribution of the Eligibility Prerequisite
and Code course criteria of the course

Lecture | Tutorial | Practical

Wqﬂ'a’ 4 3 0 1 Passed NIL
Graduation
gf¥esraitehr
A in required
discipline
TG & IR T:

1. FHTIR THATERROT, o8, Hue 3R Searea dfed THATER 93 AT GTEeHr qh1idr & e
faeurdr & gAgwET|

2. e #Aifzar & fov gaR 3 GRR @, §Ue 3R B3sd § caagie i [hiad
FAT

3. FATST HR Siehed 9 HATHR T 3R GTRT TR & F81d I faeeiyor |
4. FATAR 93 AT 9T3hT IRl & aredae gfarar & Heal TR Hewife ard &l 7] e |

ISAHA F IROTA:

1. 19 ATER 97 317 931 qaemRar & Reuidr 3R garst S gasr vefia #i9)

2. &7 T AT & fov gAraR AR Grer foas, guried w5t 3R Bomss ate # e i
3. BT HATS AR el T FATIR IF 3T GfFeT GFh1idT & weTe Al faeeiyor |



4, T FATIR 95 3R 93 qaemRar & areafas gfarar & Heal W detifas erd &l qe |

e 1: FHTAR TS Ta SfT G 1 R 1R
- GHTIR UF U 9T 9Ih1dT 1 3faerd 3R fawa

- ATER 97 U 9feht aaemar & faguia ve Afdsar

- GATIIR 9F U4 GT3eRT & TTE4T (FATAR, BreR, Gureehrd 3R €G8) & gastT

e 2: FATER ST AR e & o s 10 Hours
- FATIR 8T el 3R E==A1

- IR ST HR FEIeA! gt T ceheiien

- 2T ore 3R g

- A ffieeT aTaeh! AR IIEdT (FARIR, W, AR AR gl & fav daa

gfeie 3: AR 97 AR 9fT & e 3R B 15 Hours
- HTes fesa 3R 3rera (T, Fasedn AR fasgarar)

- 55 f3eimge 3R A3m3e (e 3R Bie)

- 73T FETeAT gt AT I (Prermdy, f&7or 3R semrenfrea)

e 4: FATAR T S TR TR 2 ot Ry ke,
- QTS et 3T ATETTeRR
- T I T (e, Rrest 3T wha)

- FATIR 9 AR af¥eht Rl # 33Rd Te7+ 31T g (SToree Aifear, dere #ifsar 3k
HaTSe FFHIAT)



IATSTIE : 30 Hours

1. HHATIR SgleT: [hEr FATIR 97 I1 9731 & folT U FATER FgEr fod 3R dufea 3, e
ofrep, FE 1T 3 T 7T anfaver gf|

2. Brax FerT: fre) §ATER 93 37 9T & fov U R Ter o 3 gufea =1, Sad ol
HET 19T A HET A1 AT gl

3. g3 e 3R Q33 fned FaATaR 93 21 9f3e & fow v s fBarse AR damse Y,
Towe eoree, o 3iiv mfthera enf&er gt

4. QIS AT TR TohdT AR 9= A7 9T & oI e ims a1 defchR o 3
wuried Y, Forae ofriers, s a1mer 3R ey sy anfAer 8|

HesT Ty
Brooks, B. S., & Pinson, J. (2009). Working with words: A concise handbook for media writers and editors. Boston,
Massachusetts, United States: Bedford/St. Martin's.

Clark, R. P. (2006). The elements of style: A guide to writing and editing. Boston, Massachusetts, United States:
Bedford/St. Martin's.

Fedler, F. (2007). Media ethics: Issues and cases. Oxford, United Kingdom: Oxford University Press.

Hachten, W. A. (2005). The troubles of journalism: A critical look at what's right and wrong with the press. Westport,
Connecticut, United States: Praeger.



AT HOR U9 dlh HaR ($HisT -4)

Course Credits Credit distribution of the Eligibility Prerequisite of
Title and course criteria the course
Code
Lecture | Tutorial | Practical
AT 4 3 0 1 Passed NIL
Graduation
U U9 ; .
in required
cicy discipline
HOX
UISTHH F 3ard:

1. AT R 3renfegen HOR, IREIRE TR 3R GHg HOR Gied Aled 9R & f8euidr 3T
wishaT3it &t FHSTAT|

2. STeFHd faAToT, egagi & wanfad s 3 awnfore aads & sear e & 59 Tar fr
e 1 faeeivor e

3. HrESIe1eh AT, T 3 AR 0T e & earagiien Fiere fasnfad e

4. AT HAR 3R ST TR & arectiaen gfeiar & Hegl I Herifeen aid &l o] e |
QISTshA & GROTH:

1. BT AlAd FaR & Heurar 3T afsrana fr gwet vefiid &3

2. BT ST A fHTOT AR cHagR I Ffad el H STl TUR T $fHeRT 7 AT 3 H FeH
gl

3. BT | ol feieh 0T, FEfd AR TR 0TS # caragRe Sl s ad i



4. BT A HAR IR el GOR 7 Aeciaeh gfwar & Jear ¥ Sgyifaen ar & e 3|

e 1 FT T R 10 Hours
- AT FAR 6T TReTsT

- FleTd HAR & Hisel 3R feyia (Y, 3Ha:frarcas 3R a2 geaeh)

- AT 3R 3renfees TR

- IRETREF HAR (ITcH-FeRETRIoT, Hele1f 3R Hed gaiers)

12 Hours

AT 2: W WuR AR Frdsiar o

- AHE TR (FHE Micriieldr, dded 3R Hor-faston)

- Frdsifateh 0T (AT, T fel i AT frzeryon)

- 31T AR were (Flgeid 3 Torhfaa)

- Faferer sitam3it (arepioren, SrATioes iR saraanties) & FHeT sedfa

e 3: FAHIR IR STTHS ol

- S R 3R SAHd &t afsmsm

- ST #ATOT & fguia (uaisT freiRoT, T 3k 3am)

- FST 3R 5ot Faw (A S, Grera HAf2ar 3k e @iz
- STl FER IOTATCHT (FereT, Tafiaor 3R Fedisa)

AT 4: AT HAR AR ST TR IovTaT Ao 10 Hours

- grATTo f3gore 31 Fareey gar



- qiaRoi gur 3N feurar

- 1T FAR AT e TR A 33 ST 3 g (Hreret Jfea, e gefimar 3R smemd
aredfassan

ISR 30 Hours
1. A REs HeR faeroT : Hewiferen ardt Y FTURUNHT I ¢13] FYd §U, Ueh cafFdird §ar
3787 T faeaoT &Y |

2. BT feteh HTYOT SR : T fel iRrer HR OIA T Y A g, T 9Reh FItforas 79T
gl

3. WIS foteh T BT : HEUTTeIeh 2elt R IOTATRH 1 A1) X §U, T Aefofereh Ha”
HTFT fSh AT |

4. % TN TAReAwoT : Heerifaeh grdt R JTUROM3T I #19] 3 U, HeTd FaR 3R Ardsiferen
TAR H Uh AR {deh gfel T & e TesT i faeeiyor HY|

TeH TY
Beebe, S. A., & Beebe, S. J. (2012). Public speaking: An audience-centered approach (8th ed.).
Boston, Massachusetts, United States: Pearson.

DeVito, J. A. (2013). Human communication: The basic course (13th ed.). Boston, Massachusetts,
United States: Pearson.

Griffin, E. (2012). A first look at communication theory (8th ed.). New York, New York, United
States: McGraw-Hill.

Littlejohn, S. W., & Foss, K. A. (2011). Theories of human communication (10th ed.). Belmont,
California, United States: Wadsworth.



AR 31THAT: Qe T g gt (FiRe -4)

Course Title Credit Credit distribution of the Eligibility Prerequisite
and Code s course criteria of the course
Lecture | Tutorial | Practical
W’ 4 3 0 1 Passed NIL
Graduation
flet: in required
maﬂ'ra- discipline
UISTHA & 36aRT:

1. HER 3T e 3R g & fReurat 3 uimansit o awemEn
2. FER HOFATAT 6 TR FIR A, 37 FhATTeae e 3R ST Hedishet aet & AT

Fiere faeiaa seaT|

3. STTHA [THIOT, STTER T THTTI it 3R AT IRGdT T araT &7 & o1 3fRam= &
AT T faeryoT FHE=T|

4. ArEafash gferdr & Hur i geifoat o Heuifae e ey e

IeTHA IRoTA:

1. T R 3T o2t 3R #rieags & feuidt 3R ufmanst fr awer weitia #36)




2. BT HAR AT HT FRAT AR A, g oharieaed atet 3R 3o Hediehd Fla 7 HaH
g

3. BT AT AT, STggR &l THITad it 3R Graferes gRad & gerar 8o F TR 3fHam&T
1 1fAeRT T faeeTyuT ST |

4. BT arEciaeh gierdT & HeR AT Jalfaal oy detiferen aier o) |

e 1 e S B e 10 Hours
- AR 3Tt Hr afemr

- FO FATAT & R (AdSifas Tareed, AT [a9uT, gdhred, 31fe)

- FAR AR & etrd 3R Afse (ARt # J0R, TSNS HATTcds hedid, 3fe)
I@EZ:S@'&WH\TW 12 Hours

- FAR 3T & [T Heaeet ahda (YR, Tfshalcae 3R AR Hodisha)
- g2t AR TEaeent & faeersor

- HAR 3egedl 3R TorAfa & s

- FAR AT AT ST

e 3: HeRT g 31 ever wet 12 Hours
- FHTET HELA AR FAT (FAva-a%], FaT 3R el

- HOR ATETAT S 99T (AT H 22, Grere AfEan, oreaRe, 3nfE)

- 31fFrare Tl s e (Rie, sifsal-fagsme, Bfaea, anfe)

- 33T gote AR wHRT-HAT F49=T

11 Hours

AT 4: FRAeadT 3R Fedina
- TR 3THATS &7 FraTea et



- 3iferaTe Fary=T 3R &Y F vy
- 3TRATeT yaTfey 2l AT H FHoarehe
- 3173 T waTERiTerar 3R weTE &7 ATIe

IHBAHE: 30 Hours

1. 3T TEATT : HTHUTH, I0TAI H ATSAAT Higd Ueh AR AT Tl faahfaa X1

2. w2 feamget AR Aorer T : HT Her f3oms & 3R ve fafdree gdfe iR sggem & fow
deTel I |

3. 31T PR AT : g9, TRT-HAT 3R gareEt §fd R 3f8ae & Fsaeaaa &
for weh faega st Rsfaa #Y|

4. AT Feaaa RO ; aredfas gforar & §ar 31 1 Jeaida Y, 36T gamasiear
3R 9T T AT Y|

HEH Ty

Atkin, C. K., & Rice, R. E. (2013). Public communication campaigns (4th ed.). Thousand Oaks, California, United States:
SAGE Publications.

Johnston, K. A., & Taylor, M. (Eds.). (2018). The Palgrave handbook of institutional public relations. London, United
Kingdom: Palgrave Macmillan.

Rice, R. E., & Atkin, C. K. (2013). Public communication campaigns: A research agenda. In Public communication
campaigns (4th ed., pp. 3-22). Thousand Oaks, California, United States: SAGE Publications.

Sheth, J. N., & Keller, K. L. (2006). Handbook of marketing research. Thousand Oaks, California, United States: SAGE
Publications.



AT EF=iratall & AT TEFT h 2T -4)

Course Title and | Credit Credit distribution of the Eligibility | Prerequisit
Code s course criteria e of the
course
Lectur | Tutorial | Practica
e |
#Hfear
- 4 3 0 1 Passed NIL
TS & Graduation
Bl in required
F=sreg discipline
UIGTHH F 3T
1. #ifear vt & faera 3R 3REor o AT
2. TS AT e farfenat shr farLroremai 3 reguiei o farervor &a|
3. HR 3R fawar-aeq fawtor & fore fafes Aifzar dieaiffesat & saier # saesis sl

[CEaRGETGH

4. FATST AR T i 9 AfZar dieafaifaal & wwra & Aedieat aa|

IegH & TRUT:

1. o1 Hifzar dieaifieal & Qe 31t 3fPaxor fr gast yeiktia i)




2. BT ¥ Misar viegifaiiral S faaansit 3R g9 &1 fERayor e 7 gatd g

3. 91T EUR 3R fvg-avg @#ior & v faf@ea @fzar deaiffeat & sadr # saraefis
lerer e ad 9T

4. BT GATS 3R FEpir o Aifsar diegiafaat & s o1 HedieT |

10 Hours

AT 1: AfEar died@ifEFr = aier

- Az digzfaferat @ fawm (Rie, g, Bfee)
- s et iasat & srfdraor

- Rftea Afsar e et (fsan, eehfase, sexaie, Aramge) & v
- FaR AR ARl f@Hor # Afzar deafafegt & seyar

I 2: o7 IR Tea AR et pe

- s sttt (X, srsamieear, 3ifRer semem)

- Ty Hfsar dleaiRfar (Eefas, fther, 33T 3carea)

- Bfored aea 3R vea Afzar vieaffrar (€4 He, sifaarsa difsar, drre Aifsam
- HER 31 A 0T 8 e 3R ved g stezia et & ey

e 3: Bfoea AfEar vt 10 Hours
- S Afzar sleafafear etee, arere Aifsar, A Az
- FBforee AfEar wiezfafrar Getfaefad, smueaeaferd, F=asia)

- FA 3R A et  fBforee #fear st farfnar & st (@rae fagors, |erer #f3ar
faqure, sffaense g

- RBforee AifEar dteaIiendl # 3R Toi= (A gefuaaT, HTHE aediashar, #aftd
EETIELTI)



gfAe 4: 3l A vtefafeat A v tpshERE

- 3R iz gl fafear (saieaa, 56, eXae 31w )

- FaATST R FEher IR AfSar viganfaifaat s vema (amenfors, anfis, Teefom)
- AR 3R el fsTor 7 AfEar die@fisat i gemasfierdr s fearne

- FfEa giezfaifaat 1 srfasar 3R TaTs AR FEhicl W) 3eshT Gaiad geima

HESANT : 30 Hours

1. ArfEar gl fereersor : favely #fsar die@fErhT s faeevor Y, 3EehT faRIvdrsi, v
3R 9T T Hodleha H |

2. 3713 2 Fargparer e 3curest : fandly faferse AifEar gtezfarht s suier e v siifearar
ESECEIERIEICERIIY

3. F3fSree Fifzar 3rfdrare . @rerar AfEar 3R 3= RBioes Hifzar gee! o1 399t 7 s
TeToree Aifzar 3= ffwfaa F1

4. 3T A3 deafaeh KTt : Rre 3are AfZar gl o e ¥ AR v R geqd &,
e FATS 3R FEahicl 9 38 e TeTa &l Hediche [hdT ST
Tt I

Flew, T. (2014). New media: An introduction (4th ed.). Melbourne, Victoria, Australia: Oxford University Press.

Jenkins, H. (2006). Convergence culture: Where old and new media collide. New York, New York, United States: New
York University Press.

Manovich, L. (2013). Software takes command. New York, New York, United States: Bloomsbury Academic.

Pavlik, J. V. (2013). Media in the digital age. New York, New York, United States: Columbia University Press.



AR sh LN &7 U1 IFHUTeT (HiST -2)

60 Hours
Course Title Credits Credit distribution of the Eligibility Prerequisite
and Code course criteria of the course
Lecture | Tutorial | Practical
el [3; 2 0 0 2 Passed NIL

mtﬁﬁ Graduation
. in required
Ww discipline

gedeh ez oY el e & Tar & Hernifors waT g eer 3menia it

( 3TEATYS & ARG ) JIR FET IR




Semester -4

[T ST STaHTT G GHIG (shisT -4)

Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical
ERILGECT 1 3 0 1 Passed NIL
Graduation
qdAd 9
T in required
discipline
qI&gsha & 3¢9

i ﬁwémﬁﬁmﬁﬁawﬁ%wﬁsmﬁmﬁwaﬁmml

2. R & earaaie AEd Wﬂmaﬁwﬁwﬁmwﬁﬁmml

3. IUHIFAT3N 3R THTS G @29 & HIATSTR 3R HEhceh THTT ST HodTehel el |
4. Fa=TYeT 3T T Geasierdr @ e S F o0 MRS ar e
IEEarGicrel

qIGTSha & T UTTH:

1. O faaver & fAeurdl AR [a9orer Asor &7 s@ehT AT ST caredr sl # [aTH
gar|

2. o {args & sargur¥es Ase 3R TeEd Fidl W) A9 & 9979 &7 feeiyor e
I geTH giav|




3. mmﬁwﬁﬁmwﬁam%wmﬁmmmqmww
HLA H HETH BT

4. BT HTAIIATCHS T 1A T IYAT ek THIET [Sa9eT 3iFa= Refaa s &
[eTH giavl

gfae 1: Fa"a &1 9=y 10 Hours

- faraTTae &1 3rareliehat 3R faToTe fAsior 7 sEehr s
- Ta=me & sfaery

- a9 & geR (e, Bfaes, garo)

- fararaet 3T T FvEer 3R v et

afee 2: faTae saaw Aisd 1AL

- TSTET G (A9, 9raietd, 30916 Tl He)

- feratTaet weidr Aiser (qoi-dar, e, Rflrse)
- AT AT 3R @herdy

- TaaT9a weraiierar &1 A9

gfre 3: faardet &1 FrTfor 3R Wi e 12 Jieys

- fasTIe 3R 39sTear sgagR

- Tt 1 AT 3R Fiehicn gaira (sfearfedr, i ofa, fafawan)
- fagTHe ardrexoT (FTC, FCC, Wﬁﬁ?}ﬂﬂ)

- 79 & Afaspar

AT 4: gaTd g 3T sa=T 13 Hours

- a9 EareAs AT
- Heer e 3R frareager
- #if3ar Arser 3 @denr
- 3T AT 3R Hediehet

3ASAHC:
1. HHE YRATSAT: R8T AT 3c9re 1 /a1 & o faara=r s fasfad s

mmﬁﬁwwmﬁmmﬁaﬁﬁm S SToR 3regaTe,
SATEIT et T FreoT, T R, HRGT QT 3R aoTe JHTdesT AR BT

30 Hours

2. 3 T [ALelTOT: Teh Fhel fa=Tdel 3T3ATET T fagayor Y 3R orsay gedd a8
- BT U A% [dATTT JTHATA T TITeT il mﬁ@ﬁﬁaﬂ?fﬂm’rﬁﬁwﬁaw
Wmmmﬁﬁwﬁﬁﬁwmﬁ@amﬁwml



3. T99e YoarcAs aRAeErn &t 3eure @ Jar & fow e fT a7 Rfved A

Tae e e
mmﬂﬁmm%ﬁmﬂmmmﬁ%iﬁmﬁmaﬂﬁm forely

3Icq1E, a1 T & o v e ar Ries e ar 497

4, HTFA qretr: T araasnd AT S A S arelr sarges gl
- HfaA gltaT & geft Ursasha A enfae gl SrEe g grEel, carere 3R Tatd

QMTEeT &1

ot Ay
Arens, W. F., & Weigold, M. F. (2017). Comtemporary advertising and integrated marketing communications (16th
ed.). New York. New York. United States: MeGraw-Hill Education.

Belch, G. E., & Belch, M. A. (2017). Advertising and promotion: An integrated marketing communications
perspective (11th ed.). New York, New York, United States: McGraw-Hill Education.

O'Cuinn, T. C.. Allen, C. T., & Semenik, R. J. (2017). Advertising and integrated brand promotion (Tih ed.).
Boston, Massachusetts. United States: Cengage Learning.

Journal of Advertising Research. (n.d.). hups:/www.journalofadvertisingresearch.org/ (Note: Journals and websites

do not feature geographic locations).

Journal of Marketing Communications. (n.d.). tandfonline.com



HAR T ARATT RERTV (i3 -4)

Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical
IR fr 4 : 0 l Passed NIL
Graduation
AR
qUERTY m. re_qu.l red
discipline
UTSTshd & 36GRT:

1. 9 HoR RORI3AT & Werifen R aresfos dest wr gaeE|

2. meawﬁﬁmaﬁﬁwﬁmﬁwﬂ%@mml

3. mﬂﬁ%wqmaﬁwam?humqwaﬂé?mmﬂwml

4, Wﬁﬁﬂmwaﬂﬁmww&ﬁaﬁmm%%mﬁaﬂ
Pherer T o]

UTSIshH & RUTEA:

1. BT AR TR ROt & gl R aivgias gast 1 sarear e F gery
grer|

2. O R FATS 3R TR T 3ThR A H FAN T H{HFT 7 ARe0T et 3
TETH gl




[Ledlie [BIS | WEFE%

EIPhIRR] Rk (GRS fRIE led MR (221bS]h I [REILE ‘IRSIR) RIPIK Ios|ipeRote

E%EEEE % PRSI Pplkg *h U€I*hih b RIPME kG -
ﬁﬁﬁg%gggﬁﬁém&ggﬁgg%

[LeAlle 1RIS 13 EFEE%%E%K@E& el histel
1 99h-G P@,EE% @EF@%%%@FH@E@EEE%
B2} IakR3P] hteliol RIIE Iob ebtelle I €M BRIk L BB RIPMIE lopIK 'L

NoH 0¢ DipbdlRte

JRDIE M IR (4 €1tk MAB RIPMIE 2 1oh PO -
%EBE%&%EEE@%E

Letzlfe b (ULt ‘RO ‘RIe wi) IRS]IE tilhdih k M blel B -
bltgK 14 1RSIt RDIL|S| MIE Indtblpab dh AR RIPHIE -

SINOH G| Dlrhrh MMk RIPMEE 2|RbErh ,N_ME

lelzh€ Ide MRk 1D Yolfalle it tehlk ] te PO K BIELIEIR -
Lete(Te (g 1ol (DIEE [DIDDal} IPMEE ke 10D MUblEE (o [IEIRA YA MR -
12D€ 1te IDYIPER I LSlIe 2K ke DY -

bligK 1% DIPIRPIIKE 13218 2h MRR RIPME -

SINOH 0| ALMRYA NBE RPN ke Rl llpllhlle i€ 2k

B2F Ib QIR MIE L€l L (f4S -

Leotellg Iep 10w M€ Pljek E@EE
MEK ME HBB I LRI PR(DIE Phlig ME Diblhk -
bligh 1% [I€1bhth RN MIE IS bh MR RIPME -

SINOH 0L Alh}h MRR RIPMEE b Bl lolRidbkatkr 17 2kl

eplell |4 JIELlRebS MIE LDt ‘Wblate] ff MR RIPHIE -
HEK MiE MNBE I IEIB1) JAlMhY A kol MIE BB -

Dlrheh PR| MIE BB ‘PRI MIE Inkelleld (Old oltb|3ke -
E.E%EH.EE@E_EH@W-

I DlMhdh MER RIPME BIRIK 1) 210k

1eld kit f o2 Tolid (b €N }h MR RIPMEE dh [RR||IR e (Boke telpittet E16 P
lle3
I3 k fodep boblpSTe b BlIgK t IE1hh MRE RIPME Mh [i€llzk MR blelBIIE kIS ¢



3. MY WA TR # IRIRS ATCTAT & 39T R Uk g T faed
maﬂuﬁmﬂmwﬂmmﬁmﬁ@am Foqdell, H11e) & 39T W
Sqn—o"wéa—aﬁé‘rﬁ‘@fr mmqm%mmmﬁﬁwﬁaﬁwﬁw
S|

4. FRAT FaR W37 o¥ B5es Hifzar & gsia o3 ve 2T UTa1d SR ST
- B ARAY §9R WOt W Bfoed #ifEar & gee w ta 1Y ge5dqg 91 F39,
TSraaT gaeh Qmer geat, Iecedl, SR 3T 3rafara aRomat 93 gemrer srer siwe|

oo I
Arvind, R. (2013). Communication in India: A historical perspective. Sage Publications.
Desai, M. (2017). Indian traditions of communication. Routledge.-
Gopal, S. (2012). The Indian tradition of communication. Journal of Communication, 62(2), 245-258.

Jain, S. (2015). Bhakti movement and communication. Journal of Indian History
and Culture, 33(1), 45-60.

Raghavan, V. (2013). The power of communication: A study of Indian traditions.
Sage Publications.



Hrerel HIfSAT 3cTH cTaay (hf3e -4)

Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical
arerer AT 4 3 0 1 Passed NIL
Graduation
333‘““
ST |r! refqu_lred
discipline
qTSIHA &+ 38627

1. HRre FASAT 3eAfAdr & o Meurd 3R Bioee sricaarar 7 sadr sfasr &
HASAT|

2. HIRIS FSAT SHTH 0T Fedlet 3R I 9] L F hiereT [aepfa e

3. HTeAeTga gefeh aal Saliel 3R 318 S[3e1 T el V@A

4. Frerel MSAT W 9= I9RATT & UT FAT 3R U TARN qadqg ArSd a7 FT
TLHT FHSTAT|

qraehd & TROTH:

1. O WIS ATSTT IEIHAAT 6T HIUROT 3R $HS AT T FATTAT T G &
HETH BiaT




2. TIF Ueh Grered Af3ar caaa@y WHa @eiad e 3T e gra:l a5ar aqa &
HeTH giar|

3. BT 3felclgs a2ieh dd1 Fallel 3R 38 S[et 7 HaTA gian|

4. TT Brerer AT O 390 SURRATY F U Fo7ar 3N U TATAY qaaT AfseT ae
H geTH grav|

TieTe 1: WIS HTSAT IeITHAT &1 aR=T gl

mmmﬁmmﬁmmwm%ﬁmymmﬁsﬂﬁm

- Grerer AT cggart & TeR (THERATAT eatad, AT HATEr, 3iaomss giders,
317E)

- grerel #TSAT 3eATAAT & wrer 3R At forar

- Arerer TR cTaEr TG AT Flefeit 3R oy fa=me

IfFe 2: Ererer AT ) SUfRAfy S Ll

- 39T SHAHTY & ToIT HEY Hrerel #fSAT caewhia ot
- FTHAT TOTATET R HTEAT STAT FeATAT

- HloTelTgs geieht &1 fator 3R 378 Spzarr

- gerer #fEar faare 3 @l Jar

gfde 3: Al T AR Favee 15 Hasts

- FTH-I[0TET aTell WY (ars, o, g, nfe) awren
Wa—‘a‘tamaﬂiuﬂw

WHCIH 39T 3R YA

- T & T S AT 3-ﬁ?d-lo-|cho1d

giac 4: FRrer AISAT 9 IYTEIT T FIHIoT 10 Hours

- 3cqTer 3R AaT3T ST 3TTars feshr
- GEETAT AR Heradr-3maTRd Arger
- 3TeTee uTegsha 3R Bfeed 3cure s 3R S

NS 30 Hours

1. Ueh Frerer ASAT STGIRT AT IR Y
- BT Uah O9& TN AIfSAr 098 IS JOR e, forad v graelt woEifa,
Iferer geent T [a9eoT HR FHEIRIOT FrSTT AT g1

2. Uk |Yeret Hifear ArEelT Sholsy g1



- BT T& AR HfS3AT Selehia & [T veh @m#Hall Felst dar wier, 5w v A5,
AT & YR R S151a TorAfa amfae gref|

3. Ush grere AfEar ifzar gl IR &
mWﬁﬁwﬁww%ﬁﬁaﬂWﬁmmﬁm Ush Grerer Af2ar colehia
%mwmmmmm|

4. Wﬁ%mmﬁmwﬁwmﬁ :
W$ﬁ#wmmﬁ%mwmﬁmmm S 9a U SgaarT A,
TIHAT IUTATT 3 HERIOT ANSTAT QMM gaft|

Yoed] I+ :

Barker, M. S., & Barker, D. (2017). Social media marketing: A strategic approach (2nd ed.). Boston,
Massachusetts, United States: Cengage Learning,

Charlesworth, A. (2018). Social media marketing: A guide for businesses. London, United Kingdom: Routledge.

Evans, D. (2017). Social media marketing: The next generation of business engagement. Hoboken, New Jersey,
United States: Wiley.

Social Media Examiner. (n.d.). https://www.socialmediaexaminer.com/ (Note: Websites do not feature geographic
printing locations).

Social Media Today. (n.d.). socialmediatoday.com



AT AT 3regae (HisT -4)

Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical
ﬁ?n'qa' 4 3 0 1 Passed NIL
Graduation
IEELAEGI
ACTTT in required
discipline

qIaThA & 366

1. Taremaet faRrsrarar &731 & faeurar 31X wur3iT & Terr|
2. 9Tl faATI 0T FlTel 3R 308 oI Xet 3 il A Tad sia|
3. Tafdea AT coewiad 9T 3MEY a9 Qreeh s« 9|

4. TaaAT9=T 31TATAT & JoTe hY AT HR 3T Hediched T Hd |

UIegshH & JRUTA:

1. OTF faaA9= To=iar &741 & @gendr 3R a3t i sarear s 7 a7 g
2. B YT faaraer Yorhiferar e fa 3R oy et 7 Fate g

3. B fafdiest FTSAT corewhlA W 3Hs AT arelt = 7 Fet gio|
4. oTH At JTTAATAT & TG T ATTAT IR IHHT Hediehed a¥e) 7 TaTH giav|




10 Hours
gfere 1: Biaee faamve

- BfSee faamsT uRee T & /adisd

- BfSee e celewis (@1, arerd Jifzar, B, s, AlTsd)
- RS e arey (Soee, ofa, difsar, Afea)

- l3fStee faiaer Afaret 1 A AR 3ehes

gfae 2: §is geua 33 BT 10 Hours

- §15 99U & eud

- 913 Ugar 3R Eufa &1 e
- 978 a9 0TIl SATaT

- 18 Y& &TeT T ATY 3R FHodiane

gfere 3: faiTdet 3egaensT 3R fagaryor Ll

- e gy fafeat &1 o=
- I[OTTcHS B'ﬁTHHIcHd') Wﬂﬁaﬁﬁ#
-ﬁw:ﬁﬁ%aﬂ?ﬁﬂﬁww
- TFFgs et fAvT 9 & [T 327 &1 39t

gfee 4: Udhrehd [ 7faan 15 Hours

- U Ui faatmat 31T faesfae e

- Affea Az coewd W aAus vardt 1 a5eaT

- UehTehel faaATd=T 3TTRTTAT & WHIE ol AT 3R HodTehe
Wvﬁﬁﬁﬁwm%ﬂ@

EEAHC: 30 Hours

1. Bfeea fams afda=
- o1 &l 3cue a1 @91 F v v Bieed Taua 31 fsiag ik sifeaa
e, forad AT frufea, aefiawor 31T go7e 3nges enfarer gem|

2. 5 faamae g
- o 8T 3cure a1 a1 & AT Us eagss §5 A9 Wieia [Aeiad w3, Sad
afera goient o faeeryor, fEufa faemor 31t geer enfare grem|

3. faraTae 3eqHeT= e
- & fohl fafrse fa=mder fawe a1 Heg 9x ey e 3R 30e) foysenst &1 v fofad
RATE & sedd T, [Sad [aemaereransit & foe wrier enfde g



4. TR fa=get Jar gedra

mﬁ@mmﬁm%ﬁvwnﬁwﬁmﬂmmmmmﬁ
T SAT 7 F1H Fa, ’!‘G‘mﬁrzﬂ%maiaar SoTe 3aee 3 g fpefea enfier

grar|

oo T

Belch, G. E., & Belch, M. A. (2017). Advertising and promotion: An integrated

marketing communications perspective (11th ed.). McGraw-Hill Education.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education.

Ogilvy, D. (2013). Ogilvy on advertising.

HarperCollins.- Journal of Advertising Research. https://www.journalofadvertisingresearch.org/

Journal oPME?Q&ting Communications. https://www.tandfonline.com/toc/rjmc20/

current #if e (H3e -4)
Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical

=TT oner 4 3 0 1 Passed NIL
Graduation
in required
discipline

qISTHH & 3642T:

1. ot &= & Af3ar 3gHuT= & Heged S THHAT|

2. sﬂ%mawﬂwzﬁw%@ﬁmamﬁﬁm|

3. AT TeT U ) 3R 3G RALATOT I 3 HhereT T F|
4. AT TOTAIT T FiAd el & T ever fosehsit st wrey e

qTagsha TILOT:

1. o7 AfSTr g & fAeurdr ik fafeat s gash)
2. mﬁ%mmﬂmmmaﬁ%a@mmamﬁmmﬁm
3. o7 AT 327 &1 ARervuT 3R caTEaT e T g




4. T FTSAT 0T ot 7 Qe feysepst sl o) e
gfere 1: M7 3rgaene &1 aR=y 10 Hours

- FM3AT AT FT FAged
-;h%mm%w(aﬂa%wmqm)
-mmq%maﬂ?%aﬁ?r

- HFHYT A Afdaar

ﬁ 2 _-,‘ xR 10 Hours

- F&T0T 3 ge=ATaelr

- BIhy HHE 3R AT
- faagaed faersor

- GAEcHS f3aTsaT

e 3: 37 HorgoT 3R Rgdror 13 baurs

- 3T AT fAferaT (3iaarss, 3T, & 3e)

- 37 TReIWOT dehellsh (FOTTcH, ITATATcHS, HifETH)

- 327 fargg3remgster 3 Raiféar
WWWWWW (I, SPSS, Excel)

afere 4: aer orsest & 3AuTET 12 Hours

- AT Tt st i st & ToIT 2ver s 39T
- #ifzar fEaea iR e
- AT TTERATeTeT T FHedTehe

JHSAHC ¢ 30 Hours
1. 2eT &g

- Qe YR=AT, 3egdl HR ST Aied U HTSIT THUTH FEATT IR F|

2. GI&ToT YeaATael s
- AT IYHNET FT H1Edl IR 3T UhT el & [T Ueh HATOT HRATT T [SoATST i

3. | faeeyor
- TordlT Aifear 13Tl (S, FATAR 94, EIdT delel, daHTSC) &1 HAT [aevor H|

4. e R
- U AT ST Jreaae Y 3R AwRet aftd ve Rfea R 7 e wegd
|



el 7Y :

Journal of Broadcasting & Electronic Media. (n.d.). tandfonline.com

Journal of Media Psychology. (n.d.). hogrefe.com

Kerlinger, F. N., & Lee, H. B. (2000). Foundations of behavioral research (4th ed.). Fort Worth, Texas, United
States: Harcourt College Publishers.

Krippendorff, K. (2013). Content analysis: An introduction to its methodology (3rd ed.). Thousand Oaks,

California, United States: SAGE Publications.

Wimmer, R. D., & Dominick, J. R. (2014). Mass media research: An introduction (10th ed.). Boston,

Massachusetts, United States: Cengage Learning.

HITSAT IcTH Faa (13T -4)
Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical
iz segaHr 4 3 0 1 Passed NIL
Graduation
3 CE3IE S
(a?ﬁ’:ﬂ' -4) ln_ re'qu.lred
discipline
UISTHH & 36037
1. Fif2ar 3191 3R 36& TSATAT I GHSTAT|
2. Af3ar 3¢TA & OIT U cgaary ASTell dar S|

3. Rygure Hi¥ feier seere e g
4. AT STHY H 3EIHATETAT SHierel T G FHIAT|

qI&shH & qROTA:

1. BT ASAT 35T IR 39F FSAT F TASA |

2. BT HIfSAT 3¢TH & [T Ueh caaTT ToialT Taehad el H H&TH il
3. BT TA9uTe 3R o Uaeie shiere &1 JI1eT et & T&TH giaT|




4. BT FfSAT ATETT YT A H F&TH giar|
il 1: HIfSTT 3531 aaidhe

- FT3TT 3T & T 3R gaAtfaar

- HIfZar exadr il & R (IRURS 3R Bf5e)
- FSAT 37FAETOT 3R AT

- HIf3T 3eaeT H 3aEl 3R T

T 2: egaar QST

- SHTHTT ISTAT Fishar

- TSI far2eivoT 3R Jregeenst

- cqdHTY HISel eholdTH

- SHATT TNSTAT TE AT IR JE T el

giete 3: [auor 3R e gaersT

- AT sggarl & fore fagure oifaar
- fodi veus 3R I

- TSI Hiel 3R Fdraor

giae 4: AT AT YE HLAT

1. 3T 3eArer faeervor

10 Hours

12 Hours

12 Hours

11 Hours

30 Hours

- ST 39T TR e T 3R T 3R AT e e

2. SIIETT ATT=T

- AT 3¢TA & ToIT Ush <I19eh cqaary it A id e

3. [A9uTsT Ira=AT

- AIfZar 3care a1 Far & v v fauure araar Rsfag s

4. gEdideor

-%Q‘ﬁmm%%w*wﬁm%mwwﬁwmﬁml



o T

Briggs, M. (2016). Entrepreneurship in media. London, United Kingdom: Routledge.

Kiing, L. (2015). Innovators in digital media. London, United Kingdom: Routledge.

Journal of Media Business Studies. (n.d.). https:/www.tandfonline.com/toc/rmbs20/current

Media Management and Economics. (n.d.). tandfonline.com

Picard, R. G. (2011). The economics and financing of media companices (2nd ed.). New York, New York,
United States: Fordham University Press.

HIR AT a1t (3¢ -4)

Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course
Lecture Tutorial Practical
O 3R 4 3 0 1 Passed NIL
Graduation
IGoicC
(FRT -4) in required
discipline
qIeahH & 3669

1. TOR RIS FAT & fAcendr s FHs=T|

2. 31T BT & AT ety 3R Reeror He 7 Flerer R s

3. SHTT HTHATH 0T AR Feer =T d|
4. 3TTRATS T THTGMTETAT T HodTehel el T |

qI&Ishd ROTH:

1. B TR ATHI $ Iraar g1 3R 39 rariead 3 & eiH g
2. o1 AT T & o aver 3R 32T see 7 Teta g




3. BT wHIEr HiHATH WEHITT 3R Feer s 7 Fa g
4. BT JTAGTT S THTGMToIc T Hedishe ¥l H HaTH gidT|

giete 1: A st #1 aR=y 10 Marks

- AT IS afshar &1 Saared

- FOR ATFHIAT & TR (Fa89en, faamaa, drerer @ifsam)
- AT & 8T AR 3T

- 31fFaTe e Atse 3l e

gfere 2: ener 3R fygaryor 10 Hours

- A T & forT emer sar
- 3T &7 faewuT 31 ferg gefent i qgaret T
- ST & cag 3T TChI0T & GHSTAT

gfeie 3: AT 3R weer ey 1 o

- T WHAITaar 3R Geer A fad e
- T fafree fasne geara (Fuadn) S a1
- TTdT AFFATT FHEU IR FLT

- HITSET TSt1 3R Aol T

e 4: 3T FEieagss 3N AedichsT 15 Hours
- 3T AFAT3T F FRTTITT 3N Faeaga

- 3iferaret gemrasfierdr & faRTed 3R FAearae

- 37377 & aRoTAT 3R 94T &1 A9

- JTTRLITEAT TSGR TeATel o ToIT Hediehel TRUTAT T 3TN
IHTSAAT

1. 31T rggerT Rare
- ol 3113t fawer a1 #eg o) ey &Y 3R U Rie ford|
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Course Title Credits Credit distribution of the course Eligibility | Prerequisite of
and Code criteria the course

Lecture Tutorial Practical

qHRREr & 2 0 1 1 Passed NIL
Graduation
SIagIiRe
FeTReITeT 15 Hours | 30 Hours | in required
discipline
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SEMESTER 111

Theoretical Research in Communication Studies

Course Title Credits Credit distribution of the Eligibility | Prercquisite
and Code coursc Criteria of the
course
Lecture | Tutorial | Practical
Theoretical 4 3 0 1 Passed NIL
Rescarch in Graduation
Communication In required
Studics discipline

Learning Objectives:

1. Understanding the Basic concepts and principles of communication research.
2. Devcloping critical thinking and analytical skills in evaluating theories and models of
communication.
3. To apply a theorcetical framework to the world's realistic communication problems and
issucs.
4. Conducting fundamental rescarch in communication using theoretical approaches and
then execution.
Outcomes:
l. Student will be able to demonstrate understanding of main communication theories
and modecls
2. Students will be able to critically evaluate and apply theoretical frameworks to
communication issucs.
3. Students will explore important issucs using theoretical approaches and will design
and conduct the rescarch.
4. Students will demonstrate the ability to effectively communicate theoretical concepts.
Unit 1: Introduction to communication research 10 Hours
e Overview of communication research
® Types of communication rescarch (basic, applied and (Customer Rescarch)
® Theorctical approaches in communication research (positivism, interpretivism, critical
Principles)
® Rescarch Standards and Methods
Unit 2: Communication principles
Principles of persuasion and influcnce
® Theorics of the Media Lffect
® Mutual Principles of Communication
® Organizational Communication Principles




Unit 3: Research methods in Communication
® Quantitative research methods (survey, experiment)
Qualitative research methods (Anthropology, Case Studies, Interviews)
Content analysis and discourse analysis
Mixed methods of rescarch

Unit 4: Advances in Communication Rescarch
® Critical approaches in communication research (feminist, post-Tnvestor, homosexual
thcory)
® Globalization and Communication

® New Media and Digital Communication
® [imerging trends and issucs in communication rescarch
Assignments:
I.- Theory Review: Write a critical review of a major communication theory or model,

and cvaluate the strengths and limitations.

2. Research Proposal: Prepare a research proposal applying a theorctical framework to a
communication issuc or problem

3. Rescarch Presentation: Present your research using a theoretical approach with
methodology, outcomes and conclusions

4. Literature Review: Conduct a comprehensive literature review on a selected topic in
communication resecarch, including identifying key themes, debates, and gaps in
existing research.,

References:
Berger, C. R. (2014). Interpersonal communication: Emerging perspectives,
Griffin, E. (2012). A first look at communication theory,
Littlejohn, S. W, & Foss, K. A. (2011). Theorics of human communication,
Mc-Communication Rescarch, 38(1), 3-20.



1. Journalism in Public Mind and Public Discourse

Course Title and | Credits Credit distribution of the Eligibility Prerequisite
Code course Criteria of the course

Lecture | Tutorial | Practical

Journalism in 4 3 0 1 Passed NIL
Public Mind and Graduation
Public Discourse in required

discipline

Learning Objectives:

1. To understand the role of public opinion in shaping the process of Democratic
Discussion and decision.

2. To analyze the relationship between media, Public opinion and journalism.

3. To develop Critical thinking and analytical skills in evaluating Public opinion and
mecdia representation

4. Applying a theoretical framework in Public Opinion and media to rcal-world issues in
the future.

Outcomes:
1. Students will demonstrate an understanding of the concepts and principles of public
opinion and public debate.
2. Students will be able to critically evaluate the role of media and journalism in shaping
public opinion.
3. Students will analyze the impact of public opinion on democratic institutions and

processcs.
4. Students will apply theoretical frameworks to real-world issues in public opinion and
Journalism.

Unit 1: Introduction to public opinion and public debate
e Concepts and theories of public opinion (definitions, construction, and mecasurement)
e Public sphere and public discussion (Habermas, Arendt, and others)
e The role of media in shaping public opinion and public discussion
e Challenges to public opinion and public discussion (polarization, propaganda, and
incquality)

Unit 2: Role of media and journalists in forming public opinion

e Theorics of media influence (agenda setting, profiling and prime-sceking)
Media representation and bias (stercotypes, ideology and propaganda)
Journalism and democracy (the role of watchdogs, impartiality and accountability)
New media and public opinion (social media, online journalism and citizen
Journalism)

Unit 3: Public opinion and democratic institutions
e [Public opinion and policy-making (influence, reaction and representation)



e Public opinion and clections (voting behaviour, campaign strategies and election
outcomes)

e Public opinion and social movements (activism, protest and social change)
Challenges to democratic institutions (populism, authoritarianism and propaganda)

Unit 4: Contemporary issucs in public opinion and journalism

e Iake news and propaganda (causes, consequences and solutions)

e Mecdia literacy and critical thinking (evaluating sources, identifying bias and
analysing information)

e Diversity and representation in media (stercotypes, underrepresentation and
marginalisation)

e limerging trends and issues in public opinion and journalism (data reporting, solutions
reporting and media innovation)

Assignments:
1. Public Opinion Analysis: Analyze a public opinion poll or survey, evaluate the
methodology, results, and implications.
2. Mecdia Representation Study: Conduct a content analysis of media representation of a
social issue or group assessing stercotypes, biases, and representation.
Journalistic Investigation: Rescarch a public issuc or problem using theoretical
frameworks and critical thinking skills and write a journalistic investigation.
4. Policy Brief: Write a policy bricf on a contemporary issue of public opinion and
journalism, using theoretical frameworks and critical thinking skills to suggest
solutions.

(8]

References:
Berkowitz, D. (2011). Cultural meanings of news: A text-reader.
Entman, R. M. (2010). Projections of power: Framing news, public opinion, and US
foreign policy.
Habermas, J. (1989). The structural transformation of the public sphere.
lyengar, S., & Kinder, D. R. (1987). News that matters: Television and American
public opinion.
Mc-Media Journal. (n.d.). Mc-Mecdia Journal, 14(1), 1-20.



2. Television Journalism

Course Credit Credit distribution of the Eligibility Prerequisite
Title and S course criteria of the
Code course
I.ecture | Tutoria | Practica
1 |
Television 4 3 0 1 Passed NIL
Journalism Graduation
in required
discipline

Learning Objectives:
To understand the basic principles of television journalism and its role in public

To develop practical skills in television journalism, including writing, reporting, and

To analyze the impact of television journalism on society and democracy.

To apply the theoretical framework of television journalism to real-world issues.

Students will demonstrate an understanding of the principles and practices of

Students will be able to producce high-quality television news content, including

Students will analyze the impact of television journalism on socicty and democracy.
Students will apply the theoretical framework of television journalism to real-world

Introduction to the structure of the tally scale

History and development of television journalism

Principles and Iithics of television Journalism

Roles and responsibilities of television journalists
Understanding television news formats (hard news, feature stories, documentaries)

Television Newswriting (Style, Structure and Tone)
Television news reporting (research, interviewing and script writing)
Television News Presentation (Presenting, Body Language and Voice Coordination)
Camera Techniques and Visual Storytelling

Understanding Television News Decades and Ratings

Analysis of television news content (agenda-setting, profiling and bias)

Impact of television on socicty and democracy

1
opinion formation.
2
presentation.
2F
4.
Outcomes:
15
television journalism.
7.
scripts, reports, and presentations.
3
4.
1ssucs.
LInitsl
L]
L ]
<]
o
Unit 2: Television News Production
[ ]
®
[
]
Unit 3: Television News Analysis
[
]
L ]
[ ]

Reviews of television news programmes and journalists




Unit-4: Advanced Topics in Television Reporting
e [nvestigative reporting and documentary production
e Live reporting and broadcasting
e Social media and television journalism
e Lmerging trends and issues television journalism Streaming, podcasting and virtual
reality, augmented reality

Assignments:

1. News Report Package: Preparce a television news report package including script,
video and presentation.

2. Television News Script: Write a television news script with a main story and present
it to the class.

3. Television News Analysis: Analyze a television news program, evaluating the
content, presentation, and impact.

4. Documentary Production: Make a small documentary by using skills and techniques
of Television journalism.

References:
- Boyd, A. (2001). Broadcast journalism: Techniques of radio and TV news.
- Chantler, P. (2006). Television journalism: A guide to production.
- Iarris, G. (2006). Getting into television journalism.
- Shook, F. (2005). Television ficld production and reporting.



3. Print Journalism in Newspapers and Magazines

Course Title and Code Credits Credit distribution of the Eligibility Prerequisite
Course criteria of the course
Lecture | Tutorial | Practical
Print Journalism in 4 3 0 1 Passed NIL
Newspapers and Magazines Graduation
in required
discipline

Learning Objectives:
To understand the basic principles of newspapers and journalistic work including

1.

Sk
4.

news gathering, writing, editing and production.

To develop practical skills in writing, editing and designing news and features for

print media.

Analyzc the impact of newspapers and journalism on society and democracy.

Apply the theoretical framework of newspapers and journalism to real-world issues.

Outcomes:

1

Unit 1:

Unit 2;

Unit 3:

Students will demonstrate an understanding of the principles and practices of

newspaper and journalistic work.
Students will be able to write, edit, and design news stories and features of print

media.

Students will analyze the impact of newspapers and journalistic work on society and

democracy.

Students will apply the pattern up to Saiidhan on the issues of Vast Vak Du Naya in
newspapers and magazines.

Introduction to Newspaper and Magazine Journalism

Newspapers and MP newspapers criticize and describe Rata
Principles and ethics of newspaper and magazine publishing

Roles and responsibilities of newspaper and magazine journalists

Understanding newspaper and magazine formats (news, features, editorials and

columns)

Writing for newspapers and magazines
Newswriting Style and Structure
Featurc Writing and Storytelling Techniques

Title Writing and Editing

Writing across different audiences and formats (news, sports, entertainment and

lifestyle)

Editing and design of newspapers and magazines

LEditing principles and practices (accuracy, clarity, and fairness)




e Copy cditing and proofreading
e Page Design and Layout (Print and Digital)
e Visual storytelling and graphics (photography, illustration, and infographics)

Unit 4: Advanced Topics in Newspaper and Journalism
e Investigative reporting and in-depth features
e Profiles and interviews
e Reviews and criticism (books, [1lms and music)
e Emerging trends and issues in newspaper and magazine journalism (mobile
journalism, Digital media, social media)

Assignments:

1. News Story: Write and edit a news story for a newspaper or magazine, including the
hcadline, body, and cover.

2. Feature Story: Write and cdit a featurce story for a newspaper or magazine, including
the title, body, and cover.

3. Page Design and Layout: Design and layout a page for a newspaper or magazine,
including text, picturcs, and graphics.

4. Profile or Interview: Write and edit a profile or interview for a newspaper or
magavine, including the title, body, and cover.

References:
- Brooks, B. S., & Pinson, J. (2009). Working with words: A concise handbook for
media writers and editors.
- Clark, R. P. (2006). The clements of style: A guide to writing and editing.
- Fedler, F. (2007). Media ethics: Issues and cases.
- Hachten, W. A. (2005). The troubles of journalism: A critical look at what's right
and wrong with the press.



4. Human Communication and Mass Communication

Course Title and Code Credits Credit distribution of the Eligibility Prerequisite
course criteria of the course

Lecture | Tutorial | Practical

Human Communication and 4 3 0 1 Passed NIL
Mass Communication Graduation

in required

discipline

Learning Objectives:

I. Understanding the principles and processes of human communication, including
verbal and nonverbal communication, interpersonal communication, and group
communication.

2. To analyse the role of mass communication in shaping public opinion, influencing
behaviour and promoting social change.

3. Develop practical skills in public speaking, presentation, and communication
strategies. Apply theoretical frameworks to real-world issues in human
communication and mass communication.

Outcomes:
I. Students will demonstrate an understanding of the principles and processes of human
communication.

2. Students will be able to analyze the role of mass communication in shaping public
opinion and influencing behavior.

3. Students will develop practical skills in public speaking, presentation and
communication strategics.

4. Students will apply theoretical frameworks to real-world issues in human
communication and mass communication.

Unit 1: Introduction to Human Communication
e Dcfinition of human communication
Models and theories of human communication (linear, interactive, and transactional)
Verbal and nonverbal communication
Interpersonal communication (sclf-disclosure, empathy, and conflict management)

Unit 2: Group Communication and Public Speaking
e Group Communication (Group Dynamics, Leadership and Decision-Making)
® Public Speaking (Preparation, Presentation, and Audicnce Analysis)
® Persuasion and Influence (Principles and Strategics)
e Presented to a diverse audience (cultural, social and professional)

Unit 3: Mass Communication and Public Opinion




® Definition of mass communication and public opinion

e Principles of public opinion formation (agenda selting, design and preparation)

® Media and Mass Communication (Mass Media, Social Mcdia and Digital Media)

® Public communication stratcgics (message, targeting, and evaluation)

Unit 4: Advanced Topics in Human Communication and Mass Communication

e Crisis Communication and Risk Management

e Social Marketing and Health Communication

e [Lnvironmental Communication and Sustainability

® Emerging Trends and Issues in Human Communication and Mass Communication
(Social Media, Reality, Virtual intelligence and virtual)

Outcomes:
Assignments:

I. Interpersonal Communication Analysis: Analyze an cxperience by applying
theoretical frameworks and concepts.

2. Public Speaking Presentation: Deliver by applying presentation skills and strategics.

3. Public Communication Campaign: Develop a campaign by applying theoretical
frameworks and strategics.

4. Casc Study Analysis: Analyzc a real-world case study in communication by applying
theoretical frameworks and concepts. including debate, current issues, limitations in
present rescarch.

References:

- Beebe, S. A., & Becebe, S. J. (2012). Public speaking: An audience-centered approach.
- DeVito, J. A. (2013). Human communication: The basic course.

- Griffin, E. (2012). A first look at communication theory.

- Littlejohn, S. W., & Foss, K. A. (2011). Theories of human communication.



5. Communication Campaign: Planning and Implementation

Course Title and | Credits Credit distribution of the Eligibility Prerequisite
Code course criteria of the course

L.ecture | Tutorial | Practical

Communication 4 3 0 1 Passed NIL
Campaign: Graduation

Planning and in required
Implementation discipline

L.earning Objectives:

1. Understand the principles and processes of communication campaign planning and
implementation.

2. Deveclop practical skills in designing, implementing, and evaluating communication
campaigns.

3. To analyses the role of communication campaigns in building public opinion,
influencing behavior and promoting social change.

4. Applying theoretical frameworks to real-world communication campaign challenges.

Outcomes:

1. Students will demonstrate an understanding of the principles and processes of
communication campaign planning and implementation.

2. Students will be able to design, implement and evaluate communication campaigns.

3. Students will analyze the role of communication campaigns in shaping public opinion,
influencing behavior, and promoting social change.

4. Students will apply theoretical frameworks to real-world communication campaign
challenges.

Unit 1: Introduction to Communication Campaigns
e Decfinition of Communication Campaigns
e Types of communication campaigns (public health, social marketing, advocacy, etc.)
e Communication campaign planning process (rescarch, strategy, design,
implementation, cvaluation)
e Thcorics and models of communication campaigns (diffusion of innovations, social
cognitive theory, etc.)

Unit 2: Research and Strategy
e Conducting research for communication campaigns (initial, procedural and summary
evaluation)
Analysis of decadces and stakcholders
Development of communication objectives and strategies
Planning a Communications Campaign

Unit 3: Message Design and Channel Sclection



Crafting an effective message (content, tone, and style)

Selection of communication channels (mass media, social media, interpersonal, ctc.)
Designing campaign materials (print, audio-visual, digital, etc.)

Creating a campaign budget and timeline

Unit 4: Implementation and Evaluation
e Implementation of communication campaign
e Managing campaign resources and teams
e Monitoring and Evaluation of Campaign Progress
e Measuring the clfectiveness and impact of the campaign

Assignments:

1. Campaign Proposal: Develop a communications campaign proposal, including
rescarch, strategy, and planning.

2. Message Design and Channel Selection: Design the campaign message and select
channels for a specific decade and objective.

3. Campaign Implementation Plan: Develop a detailed plan for implementing the
communication campaign, including budget, timeline, and resources.

4. Campaign Evaluation Report: Evaluate a real-world communication campaign,
analyzing its effectiveness and impact.

References:
Atkin, C. K., & Rice, R. E. (2013). Public communication campaigns.
Johnston, K. A., & Taylor, M. (2018). The Palgrave handbook of communication
rescarch.
Rice, R. E., & Atkin, C. K. (2013). Public communication campaigns: A research agenda.
Sheth, J. N., & Keller, K. L. (2006). Handbook of marketing research.



6. Different Forms of Media Technology.

Course Title Credits Credit distribution of the Eligibility Prerequisite
and Code course criteria of the
course
Lectur | Tutoria | Practica
¢ | 1
Different Forms 4 3 0 1 Passed NIL
of Media Graduation
Technology in required
discipline

Learning Objectives:
1. Understand the evolution and convergence of media technologies.
2. Analyze the features and applications of various media technologies.

3. Develop practical skills in using various media technologies for communication and

content creation.
4. To cvaluate the impact of media technology on socicty and culture.
Outcomes:

1. Students will demonstrate an understanding of the evolution and convergence of

media technologies.

2. Students will be able to analyze the features and applications of various media

technologics.

3. Students will develop practical skills in using various media technologies for

communication and content creation.

4. Students will be able to evaluate the impact of media technologics on society and

Culture.

Unit 1: Introduction to Media Technologies
e Decvelopment of media technologies (print, broadcast, digital)
The convergence of media technologics

Application of media technologies in communication and content creation

Unit 2: Audio and Visual Media Technologies
e Audio technology (radio, podcasting, audio production)
Visual media technologics (television, film, video production)

Characteristics of various media technologics (radio, television, internet, mobile)

o
e Digital audio and visual media technologies (streaming, online vidco, social media)
e Application of audio and visual media technologies in communication and content

creation

Unit 3: Digital Media Technologies
e Digital media technologies (Internet, social media, mobile media)
e Digital media technologies (interactive, hypertext, convergence)

e Applications of digital media technologies in communication and content creation

(content marketing, social media marketing, onlinc journalism)

e Emerging Trends in Digital Media Technologies (A Reality, Artificial intelligence,

virtual reality, connected)




Unit 4: Emerging Media Technologies and Impact

e [merging media technologics (blockchain, 5G, Internet of Things)
e Socicty and culture Impact of media technologies on life (social, economic, political)
e [valuating the ceffectiveness of media technologies in communication and content
creation
e The future of media technologies and socicty and culture, their potential impact on
naturc
Assignments:
1. Mecdia Technology Analysis: Analyze a media technology, evaluating its features,
applications, and impact.
2. Audio or Visual Media Production: Create an audio or visual media product using a
specific media technology.
3. Digital Media Campaign: Develop a digital media campaign using social media and
other digital media technologics.
4. Emerging Mcdia Technology Report: Prepare a research report on an emerging media
technology cvaluating its potential impact on society and culture.
References:

Flew, T. (2014). New media: An introduction.
Jenkins, H. (2006). Convergence culture: Where old and new media collide.
Manovich, L. (2013). Softwarc takes command. - Pavlik, J. V. (2013). Media in the

digital age.



7. Research on the Theoretical Aspects of Communication

Course Title Credits Credit distribution of Eligibility Prerequisite
and Code the criteria of the
course course
Lectu | Tutori | Practic
re al al
Research on the 2 0 0 2 Passed NIL
Theoretical Graduation
Aspects of in required
Communication discipline

Every Student in the 11Ird Semester will have to prepare a thesis on Research on the

Theoretical Aspects of Communication under the supervision of the Faculty.




SEMESTER 1V

1. Advertising Business and Impact

Course Title Credits Credit distribution of the Eligibility Prerequisite
and Code Course criteria of the course
Lecture | Tutorial | Practical
Advertising 4 3 0 1 Passed NIL
Business and Graduation
its Impact in required
discipline

L.earning Objectives:

1. To understand the basic principles of advertising and its role in the marketing mix.
2. To analyze the business model of advertising and the impact of advertising on
revenue sources.
3. To evaluate the social and cultural impact of advertising on consumers and society.
4. To develop critical thinking skills to assess the cffectiveness of advertising
campaigns.
Outcomes:
1. Students will be able to explain the principles of advertising and its role in the
marketing mix.
2. Students will be able to analyze the business model of advertising and the impact of
advertising on revenue sources.
3. Students will be able to cvaluate the social and cultural impact of advertising on
consumers and society.
4. Students will be able to use critical thinking skills to develop effective advertising
campaigns.
Unit 1: Introduction to Advertising
e An overview of advertising and its role in the marketing mix.
e History of advertising.
e Types of advertising (print, digital, broadcast).
e Structure of the advertising industry and major players.
Unit 2: Advertising Business Model
e Rcvenue sources (advertising, sponsorship, product placement)
e Advertising agency models (full-service, digital, and elite)
e Media planning and buying
e Measuring advertising c{fectiveness
Unit 3: Social and Cultural Impact of Advertising




e Advertising and consumer behaviour

e Social and cultural impacts of advertising (raw materials, physical health, and
slaughter)

e Regulatory environment (F1TC, FCC, industry sclf-regulation)

e [Ethics in advertising

Unit 4: Creating Effective Advertising Campaigns

e Advertising creative strategy

e Message development and implementation

e Media planning and buying

e (Campaign measurcment and cvaluation

Assignments:

1. Group Project: Developing an advertising campaign for a new product or service
Students will work in groups to develop a comprehensive advertising campaign,
including market rescarch. This will include analysis of target decades, message
development, media planning and budget allocation.

2. Casc Study Analysis: Analyzc a successful advertising campaign and present findings
Students will sclect a successful advertising campaign and analyze its strengths and
weaknesses and present their findings in a written report and oral presentation.

3. Advertising creative project: A print or digital advertisement for a product or develop
service. Students apply the principles of advertising and creative strategics learned in
class to create a print or digital advertisement for the product or service.

References:

Arens, W. I., & Weigold, M. F. (2017). Contemporary Advertising and Integrated
Marketing Communications (16th ed.). McGraw-Hill Education.

Belch, G. Ii., & Belch, M. A. (2017). Advertising and Promotion: An Integrated
Marketing Communications Perspective (11th ed.). McGraw-Hill Education.

O'Guinn, T. C., Allen, C. T., & Semenik, R. J. (2017). Advertising and Integrated Brand
Promotion (7th ed.). Cengage Learning.

Journal of Advertising Research (JAR)

Journal of Marketing Communications (JMC)



2. Indian Traditions of Communication

Course Title and | Credits Credit distribution of the Eligibility Prerequisite
Code Course criteria of the course
Lecture | Tutorial | Practical
Indian Traditions 4 3 0 1 Passed NIL
of Communication Graduation
in required
discipline

Learning Objectives:
1. To understand the historical and cultural context of Indian communication traditions.

2. To analysc the role of communication in shaping Indian society and culture.

3. To evaluate the influence of Indian communication traditions on modern

communication practices.
4. To develop critical thinking skills to apply Indian communication traditions to

contemporary issues.

Qutcomes:

1. Students will be able to explain the historical and cultural context of Indian
communication traditions.

2. Students will be able to analyse the role of communication in shaping Indian socicty

and culture.

3. Students will be able to evaluate the influence of Indian communication traditions on
modern communication practices
4. Students will be able to apply Indian communication traditions to contemporary
issues and challenges.

Unit 1: Ancient Indian Communication Traditions
e Vedic period: Oral traditions, storytelling and debates

Unit 2: Indian Communication Traditions in the Medieval Period
e Influence of Islamic and Persian Traditions on Indian Communication

Unit 3: Indian communication traditions in the Colonial period
e Impact of British colonialism on Indian communication

Risc of provincial media and newspapers in India
The role of the Indian nationalist movement in shaping communication traditions
Gandhiji's use of communication as a tool of social change

Epic period: Ramayana and Mahabharata, oral and written traditions
Buddhist and Jain traditions: transmission and dissemination of teachings
Role of myths, legends and folktales in Indian communication

Sufism and the Bhakti Movement: Transmission and Dissemination of Teachings
Role of poetry, music and art in Indian communication
Risc of regional languages and litcrature




Unit 4: Contemporary Indian Communication Traditions

Impact of Globalization and Digital Media on Indian Communication

Role of traditional media (folk theatre, puppetry, etc.) in modern India

Risc of new media and its impact on Indian society

Challenges and Opportunities of Indian Communication Traditions in the Digital Age

Assignments:

L.

Write a critical analysis of the role of oral traditions in ancient Indian communication
Students will write a 5-page essay analyzing the role of oral traditions in ancient
Indian communication, highlighting its importance and limitations.

Preparc a multimedia presentation on the impact of the Bhakti movement on Indian
communication traditions

Students will prepare a multimedia presentation (video, audio or podcast) exploring
the influence of the Bhakti movement on Indian communication traditions,
highlighting its key features and significance.

Write a case study on the usc of traditional media in modern Indian communication
Students will writc a 5-page case study on the use of traditional media (folk theatre,
puppetry, ctc.) in modern Indian communication, analyzing its cffectiveness and
challenges.

Preparing a rescarch proposal on the impact of digital media on Indian
communication traditions

Students will prepare a research proposal on the impact of digital media on Indian
communication traditions in which its rescarch questions, objectives, methodology
and cxpected results will be highlighted.

References:
Arvind, R. (2013). Communication in India: A Historical Perspective. Sage
Publications.
Desai, M. (2017). Indian Traditions of Communication. Routledge.
Gopal, S. (2012). The Indian Tradition of Communication. Journal of
Communication, 62(2), 245-258.
Jain, S. (2015). Bhakti Movement and Communication. Journal of Indian History and
Culture, 33(1), 45-60.
Raghavan, V. (2013). The Power of Communication: A Study of Indian Traditions. Sage
Publications.



3. Social Media Entrepreneurial Businesses

Course Title Credits Credit distribution of the Eligibility Prerequisite
and Code course criteria of the course
Lecture | Tutorial | Practical
Social media 4 3 0 1 Passed NIL
Entreprencurial Graduation
Business in required
discipline

Learning Objectives:
Understand the fundamentals of social media entreprencurship and its role in the

=

2

digital cconomy.

Develop skills in creating and implementing a social media business strategy.

[earning how to create and join online decade groups.

Understand how to monctize your social media presence and build a sustainable

business model.

Outcomes:
1. Students will be able to understand the concept of social media entreprencurship and
its opportunities and challenges.
2. Students will be able to develop a social media business strategy and create a content
plan.
3. Students will be able to create and join online groups.
4. Students will also be able to monctize their social media presence and build a
sustainable business model.
Unit 1: Introduction to Social Media Entreprencurship
e An overview of the social media industry and its role in the digital economy
e Types of Social Media Businesses (Influencer, Content Creator, Online Trainer, etc.)
e Benefits and Challenges of Social Media Entreprencurship
e Sctting Up a Social Media Business: Legal and Financial Considerations
Unit 2: Build a Social Media Presence
e Choosing the right social media platform for your business
e (reating a content strategy and content plan
e Building and engaging online audiences
e Social media advertising and paid promotions
Unit 3: Content Creation and Curation
e (reating high-quality content (text, images, videos, etc.)
e Content curation and aggregation
e Rcusc and repurposc materials
e Measuring and optimizing content performance




Unit 4: Monetizing social media presence

Affiliate marketing and sponsored content

Online sale of products and scrvices

Membership and subscription-based models

Creating and selling online coursces and digital products

Assignments:

14

Create a social media business plan: Students will develop a comprehensive social
media business plan, including a content strategy, analysis of target decades, and a
monectization plan.

2. Students will create a content calendar for a social media platform, including a
schedule, this will include content types and engagement strategies.

3. Creatc a social media video content: Students will prepare a short video content for a
social media platform applying principles of content creation and customization

4. Present a Social Media Business Idea: Students will present a social media business
idca to the class, including a business plan. This will include a content strategy and
printing plan.

References:

Barker, M. S., & Barker, D. (2017). Social Media Marketing: A Strategic Approach.
Cengage Learning.

Charlesworth, A. (2018). Social Mcdia Marketing: A Guide for Businesses. Routledge.
Evans, D. (2017). Social Media Marketing: The Next Generation of Business
Engagement. Wiley.

Social Media Examiner (online magavine) - Social Media Today (online magazinc)



4. Advertising Specialization Study

Course Title and Credits Credit distribution of the Eligibility Prerequisite
Code course criteria of the course
Lecture | Tutorial | Practical
Advertising 4 3 0 1 Passed NIL
Specialization Graduation
Study in required
discipline

Learning Objectives:
I. To understand the principles and practices of advertising specialization areas.
2. Develop skills in creating and implementing effective advertising strategies.
3. Leamn to create compelling advertising content on various media platforms.
4. Lcamn to measurc and cvaluate the cffectiveness of advertising campaigns.

Outcomes:

1. Students will be able to explain the principles and practices of advertising specialty

arcas.
2. Students will be able to develop and implement effective advertising strategics.
3. Students will be able to create attractive advertising material on various media
platforms.

4. Students will be able to measure and evaluate the impact of advertising campaigns.

Unit 1: Digital Advertising
e Overview of the digital advertising landscape

Digital advertising platforms (scarch, social media, display, email, mobilc)

o
e Digital ad formats (text, image, vidco, ncws)
e Mecasuring and optimizing digital advertising campaigns

Unit 2; Brand Management and Advertising
e Principles of Brand Management

Developing Brand Identity and Positioning
Developing Brand Advertising Strategy
Measuring and Evaluating Brand Performance

Unit 3: Advertising Research and Analysis
e Introduction to Advertising Rescarch Methods

Qualitative and Quantitative Research Techniques
Advertising Meters and Analysis Tools
Using Data to Make Advertising Decisions

Unit 4: Integrated Advertising Campaign
e Developing an integrated advertising campaign
e Coordinating advertising cfforts across different media platforms




e Mecasuring and evaluating the impact of integrated advertising campaigns
e Casc studics of successful integrated advertising campaigns

Assignments:

1. Digital Advertising Campaign: Students develop and implement a digital advertising
campaign for a product or service. This will include ad creation, targeting, and budget
allocation.

2. Brand Advertising Strategy: Students will develop a comprehensive brand advertising
strategy for a product or service, in which the analysis of the target audience along
with the positioning and messaging must be included.

3. Advertising Research Report: Students will research a specific advertising topic or
issuc and present their findings in a paper. The report will include clearing points for
advertisers.

4. Integrated Advertising Campaign Proposal: Students will work in teams to develop
and present an integrated advertising campaign for a product or service, including
media planning, budget allocation, and advertising creation.

References:
Belch, G. E., & Belch, M. A. (2017). Advertising and Promotion: An Integrated
Marketing Communications Perspective. McGraw-11ill Education.
Kotler, P., & Keller, K. L. (2016). Marketing Management. Pcarson Education.
Ogilvy, D. (2013). Ogilvy on Advertising. HarperCollins.
Journal of Advertising Research (JAR)
Journal of Markecting Communications (JMC)



5. Media Entrepreneurship Business

Course Title Credits Credit distribution of the Eligibility
and Code course criteria

I.ecture | Tutorial | Practical

Prerequisite
of the course

Media 4 3 0 1 Passed

Entreprencurship Graduation

Business in required
discipline

NIL

Learning Objectives:

1. Understanding the importance of media rescarch in decision making.
2. Learning rescarch methods and techniques used in media research.
3. Develop skills in collecting and analyzing media data.
4. Apply rescarch findings to inform media strategies.
Outcomes:
1. Students will understand the principles and methods of media research.
2. Students will be able to design and conduct media rescarch studies.
3. Students will be able to analyse and interpret media data.
4. Students will apply rescarch findings to media decision-making.
Unit. 1: Media Industry Overview
e Mecdia Industry Trends and Challenges
e Types of Media Businesses (Traditional and Digital)
e Media Convergence and Innovation
e Opportunities and Threats in the Media Industry
Unit 2: Business Plan
e Business Plan Process
e Market Analysis and Research
e Business Model Canvas
e Dcsigning and Presenting the Business Plan
Unit 3: Marketing and Financial Management
e Marketing Strategics for Media Businesses
e linancial Management and Planning
e Rcvenue Sources and Monctization
e Budgeting and Pre-Importance
Unit 4: Starting a Media Business
e Starting a media startup
e Building a team and partnerships
e Managing risk and uncertainty
e Lixpanding and growing a media business




Assignments:
1. Media Industry Analysis: Researching the media industry and presenting trends and
challenges.
2. Business plan: Developing a comprchensive business plan for the media venture.
3. Marketing plan: Developing a marketing plan for a media product or service.
4. Presentation: Presenting media business ideas to investors or industry experts.

References:
Wimmer, R. D., & Dominick, J. R. (2017). Mass Media Rescarch: An Introduction.
Cengage Learning.
Kerlinger, F. N., & Lec, H. B. (2000). Foundations of Behavioral Research. Harcourt
College Publishers.
Krippendorff, K. (2013). Content Analysis: An Introduction to Its Methodology. Sage
Publications.
Journal of Broadcasting & Electronic Media - Journal of Media Psychology



6. Communication Campaign Planning

Course Title Credits Credit distribution of the
and Code course

I.ecture | Tutorial | Practical

Eligibility
criteria

Prerequisite
of the course

Communication 4 3 0 1
Campaign
Planning

Passed
Graduation
in required
discipline

NIL

Learning Objectives:

1. To understand the principles of communication campaign planning.
2. To develop skills in conducting rescarch and analysis for campaign planning.
3. Learn to create cffective campaign strategics and messaging.
4. Learn to evaluate the cffectiveness of a campaign.
Outcomes:
1. Students will be able to plan and exceute a communication campaign.
2. Students will be able to conduct research and analysis for campaign planning.
3. Students will be able to create effective campaign strategics and messaging.
4. Students will be able to evaluate the cffectiveness of a campaign.
Unit 1: Introduction to Campaign Planning
e An Overview of the Campaign Planning Process
e Types of communication campaigns (public relations, advertising, social media)
e A Goals and objcctives of the campaigns
e Campaign Planning Models and I'rameworks
Unit 2: Rescarch and Analysis
e Conducting Rescarch for Campaign Planning
e Analyzing data and identifying target decades
e Understanding the behavior and attitudes of the decades
e Decveloping Campaign Insights and Strategics
Unit 3: Stratecgy and Message Development
e Developing Campaign Strategics and Messages
e Developing a unique sclling proposition (USP)
e Crafting cffective campaign messaging
e Mcdia Planning and Channel Selection
Unit 4: Campaign Implementation and Ivaluation
e I[mplementation and cxccution of campaign plans
e Monitoring and cvaluating campaign cflcctivencess
e Measurement of campaign results and impact
e Usc cvaluation results to improve campaigns




Assignments:

1. Campaign Rescarch Report: Rescarch and write a report on a campaign topic or 1ssuc.

2. Campaign stratcgy and message development: Develop a campaign strategy and
message for a product or scrvice.

3. Media plan: Create a media plan for a campaign, including channel selection and
budget allocation.

4, Campaign Evaluation and Presentation: Evaluate the effectivencess of a campaign and
present the results to the class.

References:
Briggs, M. (2016). Entreprencurship in Media. Routledge.
Picard, R. G. (2011). The Economics and Financing of Media Companies. Fordham
University Press.
Kiing, L. (2015). Innovators in Digital Mcdia. Routledge. - Journal of Media Business
Studies

Media Management and FEconomics



7. Media Research

Course Title | Credits Credit distribution of the Eligibility
and Code course criteria

lL.ecture Tutorial | Practical

Prerequisite
of the course

Media 4 3 0 1 Passed
Rescarch Graduation

in required
discipline

NIL

Learning Objectives:

1. Understanding the importance of media research in decision making.
2. Learning rescarch methods and techniques used in media research.
3. Develop skills in collecting and analyzing media data.
4. Apply research findings to inform media strategics.
Outcomes:
1. Students will understand the principles and methods of media research.
2. Students will be able to design and conduct media research studies.
3. Students will be able to analyse and interpret media data.
4. Students will apply research findings to media decision-making.
Assignments:
Unit [: Introduction to Media Rescarch
e Importance of Mcdia Rescarch
e Types of media rescarch (decade, theme, impact)
e Rescarch Process and Design
e [Ethics in Media Rescarch
Unit 2: Research Mcthods
e Surveys and questionnaires
e Focus groups and intcrvicws
e Content Analysis
e Expcrimental Design
Unit 3: Data Collection and Analysis
e Data Collection Mcthods (Online, Offline, Bug Data)
e Data analysis techniques (descriptive, inferential, statistical)
e Data visualization and reporting
e Use of research tools and software (e.g., SPSS, Excel)
Unit 4: Application of rescarch findings
e Usc of research to inform media strategies
e Mecdia Planning and Buying
e Evaluation of media cffectivencess
e (Casc Study Assignments of Successful Media Research




References:
Rice, R. E., & Atkin, C. K. (2013). Public Communication Campaigns, Sage
Publications.
Kotler, P., & Lee, N. R. (2011). Social Marketing: Influencing Behaviors for Good. Sage
Publications.

Shechan, K. B. (2014). Controversics in Contemporary Advertising. Sage Publications.
Journal of Advertising Rescarch (JAR)
Journal of Public Relations Rescarch (JPRR)
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