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Dated: 27.07.2026

NOTIFICATION
Sub: Amendment to Ordinance V
(AC dated 24.07.2026)

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 the Department of Hindi under the Faculty of Arts based
on Postgraduate Curriculum Framework 2024 are notified herewith for the information

of all concerned:

Department | Syllabi Annexure

Hindi (i) Two-Year M.A. Hindi Patrakarita (Semester 1&2
) and One-Year M.A. Hindi Patrakarita
(Semester-I).

(i) Pool of Generic Elective Courses offered by
the Department of Hindi for all PG
programmes other than M.A. Hindi
Patrakarita.

h
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Annexure-1
Structure 1: (Level 6.5): PG Curricular Structure with only course work.
e forer i 2020
Teh AT TR UTGasHA
S
FY AT FTARITR UTgAHA
TH.T, Tt (&)
fereett frafeamea
DSC Pool of DSE Pool of Pool of GE
(2 DSCO) (Any Three DSEs SBC (Anyone)
4 Credits Each Or (Anyone) | 4 Credits
Any Two DSEs & One GE) 2 Credits | [Offered by the Department of
4 Credits Each Hindi related to MA Patrakarita
(Hindi) Course for all the PG
Semester I of courses other than MA
One-year PG Patrakarita (Hindi).]
& DSC- | Fie Hifear sy | Hifear e e Hifea 3R AHaTERR
Semester IIL of | 7 TURUS | Ue gfftEt srefaE Frmfor
Two-year PG hfear
Structure 1 BERE]
(Level 6.5): PG | DSC- | €aR fefstea g TR, @St fothen 3T Hfifean forarefiear
Curricular 8 forgia o | sfifedi ook | SUMAIAGRR | ThIiET
Structure with Hed 3R TR
only course work

Sotees 3 | Hifear 3R TieRE | | Hifeam dew
wHifeam FHIINE IS | qohelieh
faedfaa | ST

wifear aer TorhTe H=m S AraTRsh e
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Structure 2: (Level 6.5): PG Curricular Structure with course work & Research.

g foverT Fifa 2020
Teh AT TR UTGasHA
s
Y effer FHATARITR TSR
.U, gehTiaT ()
fereett frafeamea
DSC Pool of DSE g wIe- Pool of GE
(2 DSC) (Any Two DSE or Any One Yeiel/3THRTEUE | (Anyone)
4 Credits Each DSE & One GE.) fEe- 4 Credits
4 Credits Each EaRIESIEL [Offered by the Department
6 Credits of Hindi related to MA
Patrakarita (Hindi) Course
Semester I of for all the PG courses other
One-year PG than MA Patrakarita (Hindi).]
& DSC- | ®uie | Hifearsmg | difeama foenfEigmr | Hffean st amaTfRRR
Semester ITL of | 7 TIRUS | ue yfafemt T3S ERIERAET)
Two-year PG Hifgam forser steam &
Structure 2 EERE T A Y-
(Level 6.5): PG | DSC- | €9IR fefsea g TR, FERReISCIA fqtheh 71T Hifeam foraeferar
Curricular 8 forgia AT ek | STHITHT FIER SR/
Structure with 3R Higet SR @k foreqa
course work & T H ST
Research. daha ot | Hifear stk e fenfaeett | oot difear dea
et e ST s 13.02 ?:2[5
frgadfaar | Soefe S
p Ordinance-V &7 e 5
Anneuxture-I >
TR TeeT i) e

e : T e i 2020 % e i T wa 2 ol e, e () Teasen i qel @EET (Structure 3)
a1 foraoT U8 wE 39 4 Tl
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g forer fifa 2020
. U, grehTiEt (&)
DSC
YUEEE-1 (TH AW ATGATHH)
LE)
YHEEL-3 (3T AT UTGATHA)
AT 1 TS 2

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and
Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSC-7 4 3 0 1 T Il
SN
ifear wetaw

Wéﬁﬁw (Course Objectives)

> fornfefa ot sidite Her ve Hifea Teer i STarmom, i, &1 T SaHTcHe HTaT i Terd Tt JaH il

» SN T=R o Jidiid Sfa fmior (Image Building), T8 (Identity) T SIig Ssie it Tfshamsti 1 fasguomenss
STER

> o= Sgiferer gfSenton (S Screar g, shfesid fasia e whast yeiem fagia) it awe faemfaa s aun e
AT SIS T T FHTAT)

> Fane Ger ud Hifeqr yeue & wHifa fFmtor, suson, fderdr, Trefiar te widite Tade & qecd S aug

> tiifear sam o foxdfia weiem, swife, difeda fasgwor, fames deensti (TAM, TRP, BARC 371fe) 9T SR STfehar
TS TTfHed TR ST SATATeHTeH forsgwor ferehferd s

RIGERER] ST o TR (Course Learning Outcomes)

> BT HANE HoR Ud HfEAT Fefo i STTEmon, Yehfd, &5 qoT SaHTcHeh ST Sl T8 €9 § gugH 7 fasguor
A T e gl

» B HUNE Ud HifSAT TS shT HrRIYuITe!, Jeier qfsharati qor WiHifae =R (Strategic Communication) T
STTCATEATCH STEI 3T TRl

» B &N Tea (Identity), B (Image) T ST (Reputation) 3 T Uk eier shi Ifshamay sl THgieRt ST
TorseIeToT T el

> BT T dgiien GEEhIv (S Schudt fhgia, shiesidt Rrgia ud wstifaen stefeaaeen fagia) i e 37+
°"-||°|'6|r‘\°h «gwlll Bl Hc\(’e'{i"h"i <l {‘lei’)”l

> o witen, difea yerum, Sfifea fasguon, 3fasrar, wie maqg, e geumsti (TAM, TRP, BARC 371fe) aer
ST ST Sl TSI ST T T frsdwor 7t @)

ZhTS 1 : ThIUNE TR Ust HfSaT Tereq (9 5)

o  HUNE TAR : 37 Wahfd udf &



EC (1283) - 30.07.2026

o Tiifear yeeH
o  FHUNC oK Ud HfaT Yaie : TTEAT
o  FUNC HUR Ud Hifgam Teier : B vdl ve=e

RS 2 : ThIUNE HOR Ue HITEIT Teier & fagia (12 ©¢)

o 3wl faGid (Excellence Theory) Td shfesidlt fa&id (Contingency Theory)

o  yfmT YsieH figid (Reputation Management Theory) Ts TsiHifdeh Tefearareer figid (Political Economy Theory)
o Ty Yaiyd fIgid (Relationship Management Theory) Ud BT Hetel firgid (Human Relations Theory)

o  THfhd H=R fagid (Integrated Communication Theory) T o= SR f&id (Diffusion of Innovation Theory)

FeRTS 3 : ThIUNE HAW : ST U I (12 &%)

e  HIUNE HuR i THIfT
®  HTUNE HIN % IUHT TS defeiloh
o  FHRUNS HIR, HRUNE Mo e YHE RIar

e g YsiuH Ud f4a9reh HEH (Investor Relations)

THIS 4 : HSAT T : FieT gat Wi (12 5¢)

o iifear v, e wrRifd ud siifedw fasgwor

o forit weig TH ISft IR (Capital Inflow)

o Jfceh e ud Wifear fames weurd : TAM, TRP, BARC, HITS

e SR WIfhAT (Market Forces) U EoTiHed & sgetd T®T (Changing Ownership Patterns)

TS &1 (30 ©2)

TN HR AISHT (Corporate Communication Plan) SR T
o ol dirad % forw werR Wi ST
o  If¥d SIEE (Target Audience) T fersguoT
wifear fasgor ftaé (Media Analysis Report)
o foret TumeR W/ et/ fefseet wiew ™ o1 sTera
o dhde, Wl ug SifeeE o fersmor
I I3 (Press Release) @
o el wiule geAn/3aars & fore I fiefisr dam e
o ot Ut il UE=I (Identity), BT (Image) T 5T7€ W T STea
TEQTRT (Presentation Skills)
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o  HUNE fowRll 0T PPT IR T SR AT
LI AN CES S|
o I TS A hidie/Hifean @i s oTem
v fifear vt seme
o el SIRMEM (Campaign) % fore whfean astar s
o 39 Hifear e vd e frefor
»  3fcrR qE R R
o U=, % =g, Hifean g it Ffea anfe W st v it craw
v SEydies a9 (A Ha )
o  Hifeam = HIURE ISR & sTa=ia
o Ul R T
v fefSea difear wsivm stwmg
o et Hifean i TR HEAT
o  TiISHE I ST

TETH TETh

@ ATEIF T

o  id, STATEETd. (2008). el THeRTIT T SR AT (2T TERIT), T ThTeH|

o TR, R (2015). SHEER: FHgia 37 ST, Aol Fohre|

o A, SRR, (2014). Hifea sTem. fagia 31 fomsl. STt afoerd Us fewdieyed|
o T, LR (2011). TR, HHTS ST HEHa. Tiient ufoererd! U fedieed|

o iy, oy o, (2018). SHEER TR Wk, WRe T i3]

o fiig, ST, (2016). SHEER AT Fagid 3T TR, TETHT FehTeH|

o sfter, famEm. (2020). wifear famst ik Ak, TvTd JehTMI

o Imi WIS, (2017). Hifgar 3R swa. Ty fredt yerrem

o T, fE FAR. (2016). SHEET: fhgid ud sqeen. Torwem féel tor sreprer|

® Balan, K. R. (2005). Corporate public relations. Mumbai: Himalaya Publishing House.

® Balan, K. R., & Raudu, C. S. (2008). Handbook of public relations and communication. Castle Books Pvt. Ltd.
® Dilenschneider, R. L., & Forrestal, D. J. (1990). Public relations handbook. Prentice Hall.

® Hakemulder, J. R. (2002). Future of journalism, mass communication and public relations. New Delhi: Anmol

Publications.
® Janowitz, M., & Hirsch, P. (Eds.). (1981). Reader in public opinion and mass communication. Free Press.

® Mehta, D. S. (2006). Handbook of public relations in India. New Delhi: Allied Publishers.
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® Moore, F. H., & Kalupa, F. B. (1985). Public relations: Principles, cases and problems. Surjeet Publications.
® Newman, G. (1999). Corporate communication. State University of New York Press.
®  Sahai, B. (2007). Public relations: A scientific approach. New Delhi: Himalaya Publishing House.
®  Shri, J., & Jethu, N. (2004). Public relations concept. Sterling Publishers Pvt. Ltd.
®  Venkataraman, (1998). Corporate communication. Sterling Publishers Pvt. Ltd.
ST STANT hl ST T&cioh :
® Herrick, D. F. (2012). Media management in the age of giants. Surjeet Publications.
® Holt, J., & Perren, A. (Eds.). (2009). Media industries: History, theory and method. Wiley-Blackwell.
® Jeffrey, R. (2000). India’s newspaper revolution. Oxford University Press.
® Khandekar, V. K. (2010). Indian media business. Sage Publications.
® Kiing, L. (2008). Strategic management in media. Sage Publications.
® [avine, J. M., & Wackman, D. B. (1988). Managing media organisations. Longman.
® Thomas, P. N. (2010). Political economy of communications
fidt fedrém
o T WU, T U ST HATSH. (2024). AT Tfcaiad 202324, FHT T& SEROT HATeR, TR 0w
e TOW WA (2024). AT Tfdee 2023-24. TR 9T
o I URyg WRA. (2024). Af¥ FfaE 2023-24. I Tig Rl
o T gLEEL farf-rarmeeh TTfRrheor. (2024). STt GLE Haraft shi afTfiieh Yesie Hodeh Sfdeiad. TRAL
o I fasmo wek Uiy, (2024). forgmos T-fFam we SuichT f¥reRmaa foard 2024, ASCL
o ol U 31K Ug I, (2025). AR Hifean uah A 3amT fdid 2025. FICCI-EY.
o SITIT US HiS3e UHITHUSH 3i7% $TeT. (2024). WA H 242 3UAT f4iE 2024, IAMAL
o Sitgwne JAifedy frae wefie $feam. (2024). efifest gier Ao wd Hifgar suatnt feaid. BARC India.
o =fifa 3. (2024). fefSee srdfeuaeen ua smem fravd., <fifa smnm)
o AEifd-—HuHSTH. (2024). Hifgam, Tiiehds T AT Faeor fard, deaiua
English Reports
® Edelman. (2025). Edelman trust barometer 2025. Edelman.
®  World Economic Forum. (2025). The global risks report 2025. World Economic Forum.
® Reuters Institute for the Study of Journalism. (2025). Digital news report 2025. Reuters Institute for the Study of
Journalism, University of Oxford.
® [UNESCO. (2024). World trends in freedom of expression and media development: Global report 2024. UNESCO.
®  PricewaterhouseCoopers. (2025). Global entertainment & media outlook 2025-2029. PwC.
® Deloitte. (2025). Digital media trends survey 2025. Deloitte Insights.
® [nternational Telecommunication Union. (2024). Measuring digital development: Facts and figures 2024. ITU.
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Organisation for Economic Co-operation and Development. (2024). Government at a glance 2024. OECD

Publishing.
World Bank. (2021). World development report 2021: Data for better lives. World Bank.

International Public Relations Association. (2024). Global public relations and communication management report.
IPRA.
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g forer fifa 2020
. U, grehTiEt (&)
DSC
YUEEE-1 (TH AW ATGATHH)
LE)

YHEER-3 (3T AT UTGASHA)
AT 1 TS 2
TR Rrgia ok diger

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSC -8

RIE)

R forgia o

4 3 0 1 T Il

TgAHA % 327 (Course Objectives)

>

>

>

>

>

T HAR Rl St TsteT §feT, WM, iRt figia ud TR SR (Diffusion of Innovation) 3 AT ¥ Hifsa
TS 3T 33Tk AR T fersmor |

WA U Sifrep wem oo, forsment ue fagiat s qerTonsh STera o STTeiTeIcHe @lel foreh o st qorT Her
Torgidi & TRt ST T &A1 TaH Tl

BT 1 AT o forfor=t Hieer (e, aeh Tef 3 feh/31et HiSer) shi Ferv{d SFTUROMST & T U1 a1 STeh!
T S RO Sl TH

TR Hisd shi Sgifaehl T AT STIIATT (Transmission, Ritual, Social Media T AI Models) ot wae fashfad
R HifEaT T it STEafees TisRaT i TaE FE

WIS, AT Ue QTR1Teh GIEehiv (GETid i, HrTiSreh ome] fHTor, HTesT=eh &5 HT() o SATER 0T = h
VIf¥HeRT T TS Rl EHEI)

UTGAHA 7T o TRUMH (Course Learning Outcomes)

>

>

B T EAR g (aster afe, S, i, Tarer s v v 7 wqfy fgid) % arem @ wffear yure v awin
TR ShT STEAT T Tkl

BT AT T ATRiTeh fogial (qeta fgia, oy el &1 fmfor, ardstien & o) % dav # H=m i e &1
GHTATETCH HeaTsh L el

BT TR T Afrer e st T gt st qeiTersh STEe o 3o THeRI Hecd i THe §¢ SATaeTie
ST L HeR)

T farfirT T Hiee (37, Sieae, SMCR, SivH-Sf1eR 31T1e) Y 6T, dedi T shrafsioieft T SeieRt b fersgeuT
Ezg:call

WWW@W@WW (Transmission, Ritual, Social Media s AI Models) T
HATATATH {1 L Hol|

TS 1; HOR fagia (09 ©e)

ffear f&aid (Dependency Theory), E=T %1 SaTe fgid Ta Tam=iR SR fgid (Diffusion of Innovations)

wsier-afdT frgia, i firgia ud shid-shoenet TereyH fagid



A T4gId (Public Opinion Theory) T8 SURT T& Eqf® RS54 (Uses and Gratifications)
grTiStes Zreme s fHmior (Social Construction of Reality)

TS 2: TOR fargia: wRd gifaeht uah w=mT (12 &%)

el AR g 1 e gt S TR HE v aremefie frgia
e, Frefe, YT U T A 29 o S g

S e o1 He gl s sty de frgid

T ferehTE T ET &I

TS 3: TR Higel (12 ©2)

T T HAR HISH Td SUTS AHeet T Higd
HER FT SMCR Hige Td ST o HoT HigeA (Berlo’s Model of Communication)

FATS AT e 1 St T Hied Lec) TR Higd (Gerbner Model of Communication)

et 3R Heed = 1 Hise Ud SHTETS - 29 Aed

ThRTS 4: TOR WIgT: Agifaehl ua T (12'52)

f{if?ﬂﬁ Hied (Ritual Model of Communication)

1@'34?8 Bl 1 FEwH Hied (Stuart Hall’s Reception Model)
INUT/HIT S T HTSe (Transmission Model)

ufecAf&rdl/&am AT Hige (Publicity Model) TS i@ 2fetehet Higel

TR (30 ©e)

T TS 2T TR0

forelt ueh T Hise (S SMCR, Head, SH-Sf1ar 311S) T =1e/aTad se o HTe & SEqd 1o
3 dd, TTshAT, SUFNT Ud HATet o7 fsgwor

21 HER HTSAl (S ST U STETS-2m) shi e

THATE, fir=Tard ve STt o fdd qRm s

forelt e wiRTet HifSam i i (S Seeeh, e, Zfey) 1 =
TR Hied (A2 fHe/aeiTs tieet) o SR W 36 fasgwor
forelt waIR, oo an el srishy ot ==

TSieT- A ue T fagid o e W farsgwor

fopeft wrmafoTeR/dfifea forser o ST waeaor (Survey Project) AT
ST AR AT, ST HUE TS Torwor St At

Wl G, JEIETd, & e o AT foashTa o forem &1 s7ea
3o Frgiit oht ATk Hifea/amTet o Ty o Fatd qam

EC (1283) - 30.07.2026
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T ST AT ieist i gt & weifera foret ameafares Sareor s s1eeH
T TRE T T H SRl aheoT

foreft uer T firgia (S8 SNt Ue wqfY, wrelstie & oTf) o wE & =t
TRt wfifea deerm/amaTore ST T STadis

T S5 3T frsdwor Ue Rate dRm e

UTSHA § He T foret Ueh for W foreqa WS (30005000 753)

WW :
@ ATEIF T
o i, WWR. (2015). TR % fagia o7t diga. 7% fecett: I yehtem
o fUg . wd. (2014). e fagid e SaeR. =3 fioet: yehTeH deum|
o fa, Tz (2016). R TR o, 73 faeedt: amoft gehrem|
o Wi THEE. (2013). TR figia: s uftem, 73 faceft: steaifss afsersmd|
o foaTE, WM. (2006). o= HTfeee (FFUl HEHIUT). HITHIT: S5 33|
o JSHIEE. (2000). THEARTHTTE. TREL: T Sl
®  TEANE <. (2004). T U ATTEST, STAET: RRHOT TegRT Yefereh HHl
o AR, (2002). AHIE. fawetl: Aidiere sHREeE
ST TN hT ST T&cioh :
® Baran, S. J., & Davis, D. K. (2015). Mass communication theory: Foundations, ferment, and future (7th ed.).
Cengage Learning.
® (Carey, J. W. (2009). Communication as culture: Essays on media and society (Rev. ed.). Routledge.
® DeFleur, M. L., & Ball-Rokeach, S. (1989). Theories of mass communication (5th ed.). Longman.
® Littlejohn, S. W., & Foss, K. A. (2009). Theories of human communication (9th ed.). Waveland Press.
®  McQuail, D. (2010). McQuail’s mass communication theory (6th ed.). Sage Publications.
® Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press.
®  Schramm, W. (1964). Mass media and national development: The role of information in the developing countries.

Stanford University Press.

10
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g forer fifa 2020
. U, grehTiEt (&)
DSE
YUEEE-1 (TH AW ATGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
Hifeam e et wiver wferferat

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE

Hifgar wier o

Sforat

4 3 0 1 ek Il

TTgAHA % 327 (Course Objective)

YV VYV

Y

BTAT i HfSAT 2T 3T STTETON, Fehfd, Heea o o= Sier Jerr Ueh =reon sht T8 THeT Ja )

HTATCH, TUTTeH T THf3r =T greenivl ol awe forshfrd ot Wi R1Te H 3ok ST ohi T8 Tl

ST TR <t UE, T =, Enfecy e, aiteheuT o ue it festtee it Ufshan st sameeites 39 JeT |
Suctse ATl it THEr TR JTHTIOTRT ST ekt BT U STeT wuE st fafv fafert (wmetter, waer, e el onfy),
Bufel qep-fent o Jerdt v forgafardr it aue foskfaa swem

greT farsduoT, aiftershar wietor, SPSS/Excel 3 ST, 3y fdie orfa, ey et (APA/MLA) T 3y Sfashar & ufd

o7 T e sl

UTGAHHA 7T o TRUMH (Course Learning Outcomes)

>

Y VvV

BT HITSAT 11T 3h 7 STTLTOMSAT, Fadl, Heed QT e 6 {1 ST Te =0T bl FHERL ST (24007 | H T
il

B HTATCHe, TOTTcHe: Tel T 1T GTEhivn o st STaX S0 ot 3Uh SN foIfer 3 == Tef STt o Sl

BT I G <t e, forser =i, anfec wefter, witehenn fmtor we wiver fesme fasrfira s < arman e i

B ST HE Sl fafr= fafert (ametter, adeqor, e e, vl A1fe) Ud St deh-iehl ST =R T e Ue
forgaier gTer Ut X TR

B BT forsgmor, Tifleaehia wiefor, SPSS/Excel 3 SUFNT qT Ier Fuld o (APA/MLA $eft) Us 3iier Afard 3 ITer
T qaFaT ITH |

ZehTS 1: Hitsam viver wfarferat (9%2)

TTe ST TICATNT, ST, ST U6 Hee
1T 3 S : HHeTeh, STTIH, SUHTCH, s qulTee Td SF=awuTTcHsh

11
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1T o FIEHION; HIATCHS I (Quantitative), TOTTHS USRI (Qualitative) Ta T3 3T (Mixed Methods) T
3 ferwereh wel sigforre 2y

STe FHET it qe=, =2, Ferior ud wnfecs aeite (Review of Literature)

gehTS 2: Hifgam viver ufarfer: dgifeshy va wamr (12 &¢)

I T, e T TehedHT
NI, ST, e fordwor e et forsgwor

N o o . o
\-‘:‘Ij{'{‘ﬁll"l H¥HheY : JIFTTcHh, JUHTcHSh T Joh{UT eI H[HheY

e (Sampling) : ETTewaT Ue SrETeTarT faftmat

ToRTS 3: Wit yner aekfieh (12%¢)

ST EIEY Aol : ST Wel fcftareh e, srermarett fomior, STqge, HTeTehi, STaciish, hishd g == Ud e el
AL (Survey) T8 FaRTTH dehieh (Ethnography)

s fafer, getiie smenfia Sushor U egeT (Obtrusive) Ta 39eTeT (Non-obtrusive) dehich

Trfefeass = (Plagiarism), Sier deheieh, (T el Frermdt fersgwor qerfieh

TRTE 4: I TS ARSI deheiieh (1282)

Hifeh1ar S qoheiieh : STeT Few s, S ohtoT, G, ITetoT, SREahtor, forsdur, SaTeaT e aieredHT wdtefor
HTO T T AT Aot ek : AT, SFHES, ST, ST AT, foraeiedT Te ST olierr Te SPSS, Excel 3R
w1y fdté cia qereiih Te Eavior Seft, Eaf wefee

TR &1 (30 ©2)

ey o 61 = Ue wHE Y uge

o i ¥ Heiferd IwRyeh forwer I 371 3iter wrwen et s
IMeT ST (Research Proposal) &R T

o 2w, uRehewT, Ty farftr ue snifira wftome srfirer s
arfeea weftedT (Review of Literature)

o T Forer ox el XM AT forsdwor Ue Hard I Tl
afteRedH T 1T (Hypothesis Formulation)

o 3Y % HATEYT ITYTh TRHTIATSA! T HHTOT FLATI

ST/ s T
®  HAETT &Y TS SATET AT ST AR AT
gaeaur (Survey) s{T

® AU FHH 3050 ITEEIS € S[eT §UE T

12



TR (Interview) ST HEAT

o el wfifea Uetav/aster w1 AeTeshi et FTaTe qRIm sl
% TET (Case Study)

o fopelt whifear dwurm e =1 foqa st e
GufedT qeheiieh T J0T

o WW%‘&IWWW&H*I °€4I°|6|r{°h SUINT h ATl
TTeT Ut v fasgwor

®  Excel AT SPSS H 21T UfAf¥ T =/ ST
TiRershi Teaor T STeITE

o T FuEifee/AT-Suifeer weror @m
1Ter T Wef St oo
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e Ui 37Ty AU (30005000 ¥168) AR AT T PPT o HTEAH & TEA(A a1 (APA/MLA Sieft # el |

HETI YHeh
T ST T
o ymi, =i, (2018). STHEER Us YT, T TfschyH|
® THT, TH. (2016). HE 3 o Ragia S forfra, R dowe)
o i 3. (2019). Hifear ser: fogia 3 v, sTwsfiay ufsaem|
o Ut . (2017). 3w vgfa. wfeeT wam|
o el T (2015). TSI T fafemt, forame mee)
o 3rET, &Y. (2018). HOR fagid ud Iy, et ufsafyiT gred|
o ATEST, TH. (2014). HTHTIS MY, T Tfociaherd]

HeRTaTHeR SN 2hl 1= Tedieh :

Berger, A. A. (2017). Media and communication research methods: An introduction to qualitative and quantitative

approaches. Sage Publications.

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

Bertrand, 1., & Hughes, P. (2018). Media research methods: Audiences, institutions, texts (2nd ed.). Red Globe

Press.

Allen, M., Titsworth, S., & Hunt, S. K. (2008). Quantitative research in communication. Sage Publications.

Berg, B. L. (2009). Qualitative research methods for the social sciences (7th ed.). Pearson.

Tracy, S. J. (2013). Qualitative research methods: Collecting evidence, crafting analysis, communicating impact.

Wiley-Blackwell.
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® Tan, A. S. (2018). Global communication and media research. Peter Lang.
®  Griffin, E. (2012). A first look at communication theory (8th ed.). McGraw-Hill.
®  McLuhan, M. (1964). Understanding media: The extensions of man. McGraw-Hill.

® Campbell, R., Martin, C. R., & Fabos, B. (2018). Media and culture: An introduction to mass communication (12th
ed.). Bedford/St. Martin’s.

® Baran, S. J.,, & Davis, D. K. (2015). Mass communication theory: Foundations, ferment, and future (7th ed.).

Cengage Learning.
® (Carey, J. W. (2009). Communication as culture: Essays on media and society (Rev. ed.). Routledge.
® DeFleur, M. L., & Ball-Rokeach, S. (1989). Theories of mass communication (5th ed.). Longman.
® Littlejohn, S. W., & Foss, K. A. (2009). Theories of human communication (9th ed.). Waveland Press.
®  McQuail, D. (2010). McQuail’s mass communication theory (6th ed.). Sage Publications.

® Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press.
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g forer fifa 2020
. U, grehTiEt (&)
DSE
YUEEE-1 (TH AW ATGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
Hifear =t arefome

Course title & Code Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course reference is in
Practice (if any)

DSE 4 3 0 1 ek Il
wifear &t sty

TTGAHA o 3294 (Course Objective)

> Tt s wifear sreferrer st staremom, S, wea q Hifea e ot BT SR SIS Al Herd SHe e LT

> ek gumreft o wifear i ﬂfﬁh‘r, ifgar stfirror (Convergence) Td Shig-Hifsar @t (Cross-media ownership) Eal
T foreRfa s

> wiifean sreivma & wra fagial (eifaes srefeme, wrsttes fed frgid, dienfos Sa ue F9-3amart gigenm) it
TersgwuTTereh STe= T

> efiertor wa feforeet I # Hifean 3evT & aaad Wy, Ieared, frarwT, e wtee aun sfoewelf s wtemT i ane

> OTT, fefSrea shifean, dierer whifean, fruex sohift, fommom, seqie wrehfen qen Afti 3einT o enfde diea iR g

o 3 o
TIShIATAT ohT ATAGTNh TEII h{IHTl

TGAHHA 7T o TRUMH (Course Learning Outcome)

> BT AT ST T et HSTUONSAT, Fehfdl T Hecal hl GHSHT HITSAT IENT shl ST S TSI = T fordwor 3

e

> WWW(Convergence)ﬁm-ﬁ%mwﬁaﬁ%ammﬁﬁ%m@%ww@w
ekl

> B TSI SR, BES e fod THaid, Aiehiieh SenT Ue 3171 SE fagidi 1 SATeATeHe Ud STTeemTeas oo
Ezg:call

> B SR SR feforeat wifean sTeieaeree & STl i §Heid ge HITSAT IeT H Icure, e, Tsted wigd ud
TR HTEHTST 3T 7L T Fehtl|

> B OTT WihiH, AT Hifear, fruet s, fsfoeet shie, TRehor, SRyueR ATehie Td THThHRR S 3T
TTffeh Wit ot farsdmor T gl

gehTS 1: Hifeam ot sreivmer (9 ©2)

o  tfifar i 1efeTE ; STTUNN U HEed

15
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Hifean e
Srfegereen | Hifgar
Hifear § weRIfeeR & I

TeRTS 2: it ot erehvrre : Agifershy vet v (12 ©2)

TrasTteh f&d fagia (Public Interest Theory)

Hieahfcreh ST fa&Td (Cultural Industries Theory) Td START 37 |qfe frgid (Economic Perspective)
hfean afaeraf fagia (Competition Theory)

Tefreet Hifear srefvme =1 fagia (Digital Media Economics)

TehTS 3: WITSAT IENT: IeUTEA, TeaTe S 3reivre (12 &%)

¥t tea o7t fiie =1 fefsreet wshemtor 37t FDI (Foreign Direct Investment)
S SATTRe STefeT, e 37X Hexfd S

Taed, wmgaf, fefsea whfim it afvfsd terdie

ToreE Hifea Uged, e 3R SATars AT 1 ae)

: OTT, fefRteer sde iR wvrer Hifsar tera sreisgareeT (12 &%)

T Hifear srefame
gEfsie Hige Ue §-hiHd, 1SS shod 3T OTT ich i 1 ATl Higer

UTETTTeR T : (30 ©¢)

g T2t fsgmor

o el U fobem/a didisr/Hifeam istee o1 =5 L

o 3T seie, TTEd, foawor udh ROI (Return on Investment) 3T farsmor &6y
OTT WeHH TR

o e U OTT wiewt (I Netflix, Amazon Prime 31{E) T <=

o 3k fosiY Higd, &Il AISHT, shee WHITT 3R TS Gidl shl TSI
greret Hifean ud fopuex sehiaft

o o TRITE TR H

o I% < Higd, SIS HEANT, 3 % G T ATTede stz 1 farsdwor
T wat e fersgwor

o foRt forgmue iR =t 1R

o IUMIH SHIRR, F1S TSTTIHT ST HA ST T ook
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= difean i e et
o foret U Hifea & ¢ T "I (RIS /ARRE/ATET) i =
o 3IU qe, ol it gvra w1 farsgeor

" guTE AT i S A e srem

o fopet =t e/ fe e wée 1 =R
o 3IUF UL Ui (FaqToH, TeEerdT), AT TTeT 3T SITSTR 0T 3T ST
" SATcTE AT A7 Ty Hifear s
o fore AT U9 AT TUEH i BT =T
o 3G USTE HI, ITATTERAT TR ST Foramwrer weegatt s fasgwor
» ey ofR feforea gram frsdwor
o forell feforeet wiewi <t STer rgerelt fifer 37T wTgere geam SRl 1 e
o  SUTNTRAl eTeT ok 1o Heed o fersgeor
»  fiee T/ yaTEe
o  TifSAT IUHIT (OTT, WRTE HifEAT, =S A1) T & IR L
o T HENE, forduur 3 foeshe S shi
» e f / wfa
o I forelt oft o o g A = feRTal st
o fafaq frard v wrerdEe W

T TEeh
@ ATEIF T

o fig, o . (2018). Hifear yeierm 3R e, 7% fawedt: aoft wehrm

o sfier, fasmIET. (2017). Hifeam w1 sIqetar aftge. siaTer: Heasest & 1ier sterrad|

o TR, R (2015). T HifEAT : A HE, 7% feeett: Aol wHRH|

o iy, THIROT. (2016). SHEER ATEAY : figid 3R IaeR. SAREE: AFIRAT T

® I, G (2019). HifSAT R AR, 73 fowett: Tume yHrRH|

o P, 310 FAR. (2018). Tefoea Hifear ik TS, 73 fowwedl: W e

o i, g, (2017). Hifeam wrem wd fergmo. 7 faweht: wnfeemmy

o =TI, SR, (2014). Tfifea stere : i si sraer. 78 foweft: smfi afsermd)
o TR, R, (2012). HSTRIT S Hifean, 78 fewedt: aroft wehmem|

o sffamda, TR, (2018). forsTom, ST e Hifear e, SR Teer fEd iy stewre
o SR, TR, (2011). Hifear fomet 3R e, 7% feeedt: Harfiredh

o v, . (2019). =1 Hifean si fefoea wwapfr. 7 feett: wme wehrem)

17



EC (1283) - 30.07.2026

o THT, TSR, (2021). W HfEAT : THIS, Tt 3R referawan. 7 fieeh: wnfwmm)

o o, AL (2016). TE, wepfr 7R whifean savr. 7% faeett: amoft wewrm

® Albarran, A. B. (2010). Media economics: Understanding markets, industries and concepts (2nd ed.). Wiley-
Blackwell.

® Doyle, G. (2013). Understanding media economics (2nd ed.). SAGE Publications.

® Picard, R. G. (2002). The economics and financing of media companies. Fordham University Press.

® Albarran, A. B., Wirth, M. O., & Picard, R. G. (Eds.). (2006). Handbook of media management and economics.
Lawrence Erlbaum Associates.

® Doyle, G. (2002). Media ownership: The economics and politics of convergence and concentration in the UK and
European media. SAGE Publications.

® Noam, E. M. (2016). Who owns the world’s media? Media concentration and ownership around the world. Oxford
University Press.

®  McChesney, R. W. (2008). The political economy of media: Enduring issues, emerging dilemmas. Monthly Review
Press.

® Flew, T. (2018). Understanding global media (2nd ed.). Palgrave Macmillan.

® Napoli, P. M. (2011). Audience evolution: New technologies and the transformation of media audiences. Columbia
University Press.

® Vogel, H. L. (2020). Entertainment industry economics: A guide for financial analysis (10th ed.). Cambridge
University Press.

®  Kohli-Khandekar, V. (2013). The Indian media business (4th ed.). SAGE Publications.

el S e

®  Federation of Indian Chambers of Commerce and Industry (FICCI), & Ernst & Young (EY). (2024). Shape the
future: Indian media and entertainment is scripting a new story. EY India.

®  Federation of Indian Chambers of Commerce and Industry (FICCI), & Ernst & Young (EY). (2025). Stories, scale
and impact: Unlocking India’s M&E economy. EY India.

®  PricewaterhouseCoopers (PwC). (2024). Global entertainment & media outlook 2024-2028. PwC.

® KPMG. (2023). Media and entertainment report: India’s digital future. KPMG India.

® Telecom Regulatory Authority of India (TRAI). (2023). Annual report 2022—23. Government of India.

®  Ministry of Information and Broadcasting. (2023). Annual report 2022-23. Government of India.

® Internet and Mobile Association of India (IAMAI). (2023). Digital in India report. IAMALIL

®  GroupM. (2024). This year, next year: India report 2024. GroupM India.

® UNESCO. (2022). Media development indicators: Assessing media development in the digital age. UNESCO
Publishing.

)

FICCI. (2023). FICCI FRAMES report 2023. Federation of Indian Chambers of Commerce and Industry.
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g forer fifa 2020
A, U, usreRTiar ()
DSE
YUEEE-1 (TH AW TTGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
feRrea eitfean weer

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE 4 3 0 1 ek Il
feftee sfifear

9TgATHA % 327 (Course Objective)

A\

BTl ol fefsrea sfifea sreer i ufcuran, werfer, staemon, weca vd sae UfeTiae: faema it awe ya™ e

> aafe MR WO ¥ TR Sryfes fefSrea sifea aremt ae & aitads T 3k AT Hetd T frsdwuredsh st

{1

fefSteat siifea soniftren § siifeat Wieawm, foawer st susiiv shi wfsranat shi sumues wwer fehite e

> AT i o, Te-ReT W, Ashenensl, Al U6 S §hi o " ¥ Hihaeh Te TS AT s
ST w1

> dreshTRET, Frerer Hifgan e wiewir, siifear e fmfor qe-fieh (forme oram, frrifem, ufefem), Alarm st

TS e ST St arenTel Aol oht Tt foreh R sl

A\

RIGRERRCI2REY = i (Course Learning Outcomes)

> B [ SHifear Foat i et SR, Fohid, Hecd a1 Sifear AT o Ufderies o (Hifesh 7o # e
TACH dek) T TH AR fr3 i 0 o werm g

> BT A U STy fe ST Arei o sfter defer 3R SR I Ug=d g WA 21fci-2rer U Hiflereh S wlo
T YT L bl

> BT YA S o T SR Te M1 S T o ANTEH 1 [T o #ifgeh @ fgidi st et SuinT
Ez:call

> O UeHRe UH Hivret Hifsar siifean wiewind w siifeat sz fmior, seqfa qun slifsan srewem (Reree, fepifd, ufsfe,
A1SE TesTTg) H derishl S&7dT ITd |

> o fefved sifea aremt & sfidr saer, g, wfefes, qur Afaewdr, widge, Al/HEd ST T b
At Sreft STt T AT forsdwor 3t TR
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zahTE 1: fefree sifeat weer (09 ©)

oo ~

o fefSiea Sifedt hoer : STaumon @ v
o fefeq sitfeat e : sl wd forrrer
o Tk R ryfer it wrem
o iffea sredm, farmor 3t 3aeim

TS 2: AT HAR ULORT SR AT EEhi (12 &%)

o WRdF qU #fd T{RT (Oral Tradition)
o  3IUfINE W
o  THHIEH, T Td Jar= T

o  HiHwTT

gehTe 3: Tefree siifea weer : Ggifadht wa wamT (12 &)

®  TEAT, Y[EAT Ud Hierwe 1 frgid (Clarity/Accuracy/ Brevity)

®  IYTHAT Ud HHISIGAT 1 FAGId (Appropriateness/Timeliness) 3R wuTaEficrar T fagid (Effectiveness)

o Tfeh srar 1 fgid (Active Listening)

e TR UF ITARI T fHGId (Tone & Pronunciation)

TS 4: Tefreer atifsat semr : ToTowes o=t wa wamT (12 &%)
o T Hifear i SHifear shde : T TR, Havr Sfshan
o UTSHIRIT Td W@ wiewhiH

o 3iifean fomior aefien

o  Tre fesTrsd wd Afcrk Aot

T &1 (30 =2)

" digewne fhe oreH
o foreft TmammReR forwer W 5-10 fie % digsmmee o fore fsrre dam s
v St fepifém ervma
®  TISHIH T TN FAd T | U T7% Hifear fentE & (Noise Control HiEa)|
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= Hife wfefen M
o f=ie for u Hifeat it ufee & (e, fiem, Seigee) ¥ Wided=® Audacity a1 Adobe Audition T
EepI|
" ufgwre uftdre fmir
o Ul TSHIE TIUHIE (321, e, RfSeh, STS) IR AT S T FAT]
» e wriw fmior
o 1015 e 1 e T (FHMER/ASH/ATE) TR
»  A/OTT shrdshm a1 ifea fsgmor
o Tt It T AT OTT e (3 Netflix) ¥ Hifear acat (Sfe, Sewurse =ifork, €13e 3%ae) & fasguom
" o Hifean sifear wie fmfor
o Tt HifeAr ©wich™ S Instagram AT YouTube 3 for 31t siifem /et e smm
" ST AT Ud T ST
o fafir=r oM, fumr ST wrerT=AY 3 G ST/ o7 v e SR fanifen|
v e it @ wse S
o ol T (I, HfeT, iRy a1ife) it wrwfaen eafrt i fehie e e fasgmom
n o fosdor ud fres fard
o IR fopu U SHifea/digeee W Avarstt il Ufafsham (Feedback) Tt st FdE S|

TETH TETh
T ST T

e YW . . (2012). SHEER HTEAH I THARTNAT. Tsreer fEdt Tier efenrer|
o iy, faenfram. (2010). st T 3K Ger, TTd TeRTemI

o T, WM Y. (2005). TR % fagia. ARt 5|

o sfiamdd, . (2015). AT T, AT SHTe|

o foardt, WehaT. (2018). TSI TSI, TSTehHS ThTeH|

o FUIATH, TN =5 (2014). TSI 6t wToT. ¢ facett: Temehsor Jehem|

® Berry, R. (2016). Podcasting: Considering the evolution of the medium. Routledge.

® Bottomley, A. J., & Lindgren, M. (Eds.). (2016). Podcasting: New aural cultures and digital media. Palgrave

Macmillan.
® (Crook, T. (2012). The sound handbook. Routledge.
® Kern, J. (2008). Sound reporting: The NPR guide to audio journalism and production. University of Chicago Press.
®  Zettl, H. (2017). Television production handbook (12th ed.). Cengage Learning.
eRTafiie SR o e O e

®  McHugh, S. (2017). Podcast journalism: The future of radio and storytelling. Columbia University Press.
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® Rumsey, F., & McCormick, T. (2014). Sound and recording: Applications and theory (7th ed.). Focal Press.
®  Watkinson, J. (2001). The art of digital audio (3rd ed.). Focal Press.

® Negroponte, N. (1995). Being digital. Knopf.

® PwC. (2023). Global entertainment & media outlook 2023-2027. PricewaterhouseCoopers.

®  Reuters Institute for the Study of Journalism. (2023). Digital news report 2023. University of Oxford.

® International Telecommunication Union. (2022). Measuring digital development: Facts and figures 2022. ITU.

® UNESCO. (2021). Reshaping cultural policies: Advancing creativity for development. UNESCO Publishing.
® Deloitte. (2023). Digital media trends survey 2023. Deloitte Insights.

® Edison Research. (2023). The infinite dial 2023. Edison Research & Triton Digital.
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g forer fifa 2020
. U, grehTiEt (&)
DSE
YUEEE-1 (TH AW ATGATHH)
LE)
YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
S HOR, STHTHT TAER I TR

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and
Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)
DSE 4 3 0 1 e e |
S HER, SUHIRRT
AER AR ATAR

9TgATHA % 327 (Course Objective)

A\

A\

Torenfefa = ST HoR TS STHIH AR il STTLRM, Teh(d, Heed a1 SIS o AT o Siaeeel i qgl J&H Tl
e Ug= (Identity), ST B (Image) Td SUIRT foir wfshan it e Tmer forfoa st gl stie yeiem T amwar
fersmtera s

#is 3REE, IMC, AIDA, DAGMAR T ITHIH =EER % W@ #red (Howard-Sheth, Nicosia, EBM) T
TersgwuTTereh STe= T

SIS TSI, S TEATTore!, THTeHe TR, USP TF SiTE 99 o SATaelieh SulsT i §HeiH1l
%ﬁ?ﬂ@ﬁaﬁw,wﬁ?ﬁ@aﬁ%ﬁgﬁ,ﬁm@mﬂm@ngagemem)%mﬂwww
forshfra s it ST ST T

UTGAHHA 7T o TRUMH (Course Learning Outcomes)

YV VY

Y

BT FTE TR, ITHIHT AGER T TSR b1 7T STTLRUMS ol HHSHL Ik TRE Hefeii o T 0T T Tl

BT FE T, SIS BT Tk ITHIHT 01T s oht ST Jeaieh U ST 31 WrHifeat foshferd st wehll

B AIDA, DAGMAR, IMC Td 5if€ 3foaet S #ieat o |12 Howard-Sheth, Nicosia, EBM 3T(¢ SUIH =6&R
HTSTl ol THERL ITHT STTSRINT T Fohil|

BT F1S NS, e TATTE, USP, 517 Se3] Ta STHIRHT G0N 3 SATER T STeft ATehfe Wit Sam ot wehl
BT feftea uftaer # feforea sfe w=m, ST 1@ (Engagement), Hqf¥ wa 81 & mresm & deferferen site waieli &1
fmor ST fersgeom Rt werAll

THTS 1: TS TR, SUWIHT STAER IR AR (09 ¢)
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ST SRR : FTLION TS Fhfd
IR STTER TR TSR T Siaeerer
ST'g 9= (Brand Identity), SIS S (Brand Image) 3T 3usiiht 3o Ufsham (Buying Decision Process)

TS 2: ST W 3R IR & fgia ua Aiget (12 &2)

site sfaadt Hieet (Aaker, Keller) 3 Thishd fouur €= wigd (IMC)
AIDA H€d (Attention—Interest-Desire—Action) 3R DAGMAR Higal
site TifsreTtT fagia (Brand Positioning Theory) 3R sitg wETfadt fagia (Brand Personality Theory)

TeRTS 3: SUWITHT SHIAER 3T AR o Wiger (12 &2)

HEER PRI (Howard-Sheth Model) I -3 elE Higed (Howard-Ostlund Model)
Wid-scAshd - HiaTE Hige (Engel, Blackwell and Miniard Model)
Ufgamae BT (Andreasan Model)

Scieh ST HigeT (The Black Box Model)

ThTS 4: TS TAR, SUMIHT sTTER 3R TR : Te-TeHh WAt ueh T (12 &e)
® i€ Y&t Ud USP (Unique Selling Proposition)
o s THWH IR Tfeys
o IUNIH gfEanIoT oh1 el (Frereer gfeshior, o o wifet gfbenior, gfeshior st frmior, aftardsr ik worifa)
® e HJfY e IUMIH AR (ST, 8T 31X 3UIhT S[ST (Engagement)
TR T (30°52)

i farsgmor (Brand Analysis)

1. foreft o sife T = R

2. IUH TS TEAH, e B 3R USP 1 farsgwor ¢
IUHIHT FTER S (Consumer Behaviour Survey)

1. 20-30 T O ST AR

2. Tl GER, T6e S ot ufsra i fosdwor
o i eremem (Advertising Campaign Study)

1. foreft we foroe tfirm i ==

2. 36 ITANT foFT T AIDA a1 DAGMAR Higd &1 fasgwor
EISERERISERIIDISE (Market Segmentation Project)
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1. foreft Seame/@a & forg

2. Afdd SR (Target Market) SR AT WA IR
e Hife site sifee

1. Toreft siie o et tifean sterse &1 st

2. e, TINHE ST SHRIUER WHITA T fersgeor
IIRRT IRV fI23Wr (Attitude Study)

1. ot 3care 3 wfa SRt gfEeRTor s ote

2. PrEes g&aﬁw Hied (Cognitive, Affective, Behavioural) % TR 9T fersghwor
EIERISNIC R (Perceptual Mapping)

1. 2-3 giceqeff siie &1 ==

2. YR UROTT o TR TR Perceptual Map FIR AL
e T2l IUHRT o sk

1. foret arafess Tlie (S8 HETEd, FUS 1) T T

2. Need Recognition ¥ Post-purchase T G Tfsa T farsgwor
TUUER AThfT fersmor

1. Tore HreTer WS SRIUeR T ==

2. S HEAN, hée W TR STIhT T T S7eare
WH@% I (Customer Satisfaction Study)

1. Tl Qa/site o TTeent & Hress o

2. €M, T ST o o gare weqd

T Eeh

@ ATEIF T

YA, G T THT, T, (2018). T wefem) 7% feedt: T, e ¢ e

T, TR . (2017). ITHIH TR 3 foett: steaiies afoaem us ferdisged

fre, 3. dt. (2019). fagmom w& siie wetem| 8 foeet: amft yerrem

#ffaTead, TR, (2018). TorsTom, e U formor wem) SR Tereer i o sveprer)
ATEE, L. (2016). STARATE, HITSAT ST ITIHT HEhal| 75 FaedT: TETHT FhTe|
iea, GefiT. (2019). foraur w=m i forgmom) € faeeh: anfecmmy

e, €Y. . T TS ARR, T (2018). Tormor weive (fédt w73 foeelt: gean = i w@al

HFRT, T (2016). Toror sweier (fedt srgame wesmon)| =% faeed: Feh feet oo
aqAal, SFTEFR. (2014). Hifam, areir 3 S el 78 foeett: st afsemmd|
T, forie. (2020). fefsreet Hifsam, siig 3 Swvicen =8 feett: T9Td TehTem|

Braet, steur FAR. (2021). fefsea fomom ik derer ifear gam) =3 foeeht: widi grdie)
v, TR, (2017). SHEER, fOROT SR STSIR| SRS SRR TR

TR, T, (2015). STRATETE S Hifean wwpf) 75 et arft wewmm
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o SIIRf, TS, (2012). RN, AR TR EEpial 7% fawet: Teafred

o sfter, fasmem. (2018). wifeam, TaTt it aTeMR) WiuTer: wegesT et iy stenreH

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

®  Schiffman, L. G., & Wisenblit, J. (2019). Consumer behavior (12th ed.). Pearson.

®  Solomon, M. R. (2018). Consumer behavior: Buying, having, and being (12th ed.). Pearson.

® Belch, G. E., & Belch, M. A. (2021). Advertising and promotion: An integrated marketing communications
perspective (12th ed.). McGraw-Hill.

e Keller, K. L. (2013). Strategic brand management: Building, measuring, and managing brand equity (4th ed.).

Pearson.
® Aaker, D. A. (1996). Building strong brands. Free Press.
® Fill, C. (2013). Marketing communications: Brands, experiences and participation (6th ed.). Pearson.
® Percy, L. (2018). Strategic integrated marketing communications (3rd ed.). Routledge.
® Chunawalla, S. A. (2019). Advertising, sales and promotion management (5th ed.). Himalaya Publishing House.

®  Kohli-Khandekar, V. (2013). The Indian media business (4th ed.). SAGE Publications.

STeRTE iR IuAT s fare:

® Nielsen. (2023). Global consumer confidence and spending intentions survey. Nielsen.

® Kantar. (2023). BrandZ global brand equity report 2023. Kantar.

® Deloitte. (2024). Global marketing trends 2024. Deloitte Insights.

® McKinsey & Company. (2023). The state of consumer behavior 2023. McKinsey & Company.

®  PricewaterhouseCoopers (PwC). (2024). Global consumer insights survey 2024. PwC.

®  Accenture. (2023). Life trends 2023: Consumer behaviour report. Accenture.

®  Google. (2023). Think with Google: Consumer insights report. Google.

®  Statista. (2024). Digital consumer trends report. Statista.

® Boston Consulting Group (BCG). (2023). Customer engagement and personalization report. BCG.

® FICCI, & EY India. (2024). Shape the future: Indian media and entertainment report. EY India.
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g forer fifa 2020
. U, grehTiEt (&)
DSE
YUEEE-1 (TH AW ATGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
Hifgam arerar

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE 4 3 0 1 ek Il
wifear arerar

9TgATHA % 327 (Course Objective)

A\

BT a1 AT HTETAT Al qet STaanem, Wi, e & fefrea fompma qom sue wew i wne wee |

> Hifean &t TR Td TG o HTEAH o &9 UgEd gU 36 "TNSR YT quT Hifean sewd, Miede i Hifedw &
THTATCH fersehwoT i sl &TeaT farehfed e

»  guTAreHTeHs fidT (Critical Thinking) % dcdl- deh, farsgmor, fofer, wifet i ve=m e wwe gamem- &1 e &
&R Sfiar T 37k SUFNT T TETH ST

> ETCHE JEIIE, THTE S qohr ol a1 %eh ST, THes-hiHee, fSug-hHem Td NIUieT shi Te= Ud foswor i &t
fersrtera s

> wifear wewt & fafeq gow, framem v amfseh-arepfr et w anea g i i T a1 seenTs
farsgmror ot forie R Hifeam SusihT Ue STk ATHeh 1 <t 1T farenfed

RIGRER] ST o TR (Course Learning Outcomes)

Y

BT Hifea e i STaEon, Yefd, fic & fefSrea fasma qom 3aes arTiors Aec i THeTh ST forsdwoT o Feml|
> BT STl GR T THTE 6 HIEGH o T H Tgd gU 38eh HHTISeh, Wiehidsh T TSk THTE bl SATeAre-TcH
ST HTHH|

> BT AHTA TS feiae o gl i ST §U dTfeheh @i, fersgwor, Fofer e ue woeam SaTem siwret o1 et

ORI T HHA|

BT U JATE, ATt T Wb =T, fes=hiie, feus- it Us WIRTST dehilehi sh! T8 Ud Hedish H derl|

> BT e seed, Wifew Tawe wa Siifedta o fasgur & Arem @ wifear dewi # Fied g, formmem & wifts weem
A B frer 37 Strees Hifear swiet o= we)

A\

TTS 1; Wit wrerar (09 ©)
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39 @ Hifgar ok

HifEAT A& ; SFFTURON TS HeEed

wifeam wrerar : e @ feftea qe v Wifean 2ae o e e
HAerTE HifeaT : wrewdr we gt

RIS 2: AHTATHATCH ferd 21 HITSAT |TeRaAT : To-TceHe =0T (12 ©¢)

HHTATATcH e feia: ST Ud Agcd
GUTATTCHS foid & T dcd (Critical Thinking Essentials) : LED (Reasoning), Tersgywor (Analysis), Froter (Judgment),
wifeen (Fallacies) ST g S T qHTE (Problem Solving)

HHTCH GaTIE (Cognitive Bias) (SHTET T3 & el HiTSaT HawT oh1 deheieh ST oS o IR0 37K faifera)
HHTATEHTCH T<ide ; dehreh Ts STET ST HeaTdT

SeRTS 3: Hifeam wrerar = fagywor (12 ©2)

Hifear seedt fas3wor (Media Industry Analysis) (Hifeam Se&dt it demmr, frimom it e, smemnfaes feq 3 yam)
=
Hifear dreee fasgmor (Media Product Analysis) (rﬁ'%?ﬂ TR A EIEF%, SR (Genre) 3hT STTERO, T s fmor
(Construction of Message)
Hifear Aifedw farsgwor (Media Audience Analysis) (STfaTd g (Target Audience), g315hT & ST & €M, g3k i
WfireT, SAifese farmm)
o
ifgam aﬂﬁ Torameemr farsgmor (Media Values & Ideology Analysis) (HCT%TIT T ST e T 3T, 379 < @i,
e TR frETCmT, ST, TSTifeh, wiehioen i smeeTiie )

Hifgar srerer =1 farsgwor (Analysis for Media Skills) : %WQFT (Deconstruction), FEhEZaM (Reconstruction)

Hifeam 2o T ATATSHTCH fI2380T (Critical analysis of media texts) e fetar 37t 31ef fmfor fasgwor (Receiver &
Meaning Making Analysis)

: WA ATerET 3R FHTe AT i & fagia (12 &%)

Hifear greran w1 frgia 3w =T feia o1 fagia
fmforardt firgia (Constructionist Theory) 3R Tsiet afé figia
iy fagia

ST, 231 (Audience) 3R fefsreet sraer =1 fogia e fifear, wiftk 37 fammemn 1 fgid (Theory of Media,
Power and Ideology)

TR T (30 ©e)

Hifean doee fasgmor

o ol TR W, At TR A fEfoeet Tmm=R ST = X SHF ST, VTN, THHT 3T ULIITd (bias) T
ATATHTH foreor &)
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" e IS T TR
o Tt ifea ARt forEt @er st AT hl ST AT AT IHH Hld, i TR T hl IfE ATl
= Tifgar deEdt ereE
o Tt whifan Brew (et < et/=ISt diéer) Sht EaTice ST, ST fod ST FRITOITe! 1 ST )
v fifea e fasmor
o forult forgmum am fibem forerw ot ST, wRw fomifor it aeies wamer o Smerme ox farsgeror s
" e e e
o TSy 1Ty Tgel o axieni sht HifeaT 3Trad, woig ST fafsra 1 |el
" Cognitive Bias Tg=I 31518
o fopwlt Hifeam |l W HiS[E TS YaiE (Cognitive Bias) TR HifaaT (Fallacies) 31 9@= sl
" T fesmor
o foret formTo, TSifarer WTor a1 Wieret Hifea diee # ST SER s (Propaganda Techniques) 3T ST&RIT
F
»  difear e fmior sreme
o IO I Uk Uy, Fifear o wrerer Hifea wree Sam e o T T iR aftrd gl &)
»  {SoheZae ST (Deconstruction Task)
o foret Hifgam T = drge SHeh Teieh, Wt ferameeamr o7 32w ot forsdsor sveam)
®*  THE YK (Final Practical Project)
o TE § wH HXd U foret Hifeam qe (3 OTT e, Hivrer Hifear v, b =i T foreqa srefer 3 forest
fersgeron, feeped @it wmrere smfter 20

T TEeh
T ST T

o AT, SRR, (2019). Hifear wrerar iR wifear stemrM| 73 fwel: SHTiHeRT dfoetrd]|

o sfier, fasmIem. (2018). Hifeam i srgetar uftgwa waTet; HeargesT et ey srshreH]

® I, G (2016). HfSAT, TSR ST ITHITHT Tehicr| 7 fawet: TemHen Twmm|

o 3, fodie. (2020). fefrea Hifgam it gum =8 focett: TvTd Tehem)

o e, swwr AR, (2021). fefsreat Hifean, gamm s w=m 78 faeeht: vt gdie)

o SR, TR, (2013). Hifear fome 7% fecwett: tafired

o o, L (2016). TR, HERfr 3T Hifeam 78 e amoft weErm)

o uieH, GEfiT. (2018). STE=R Aream S wHrer| 7 fewet: wféwmm

® TR, F. . (2020). SHEEN : fagia wa srgyrm (féet wwmon)| =3 foeeht: s yehem|
o Tadl, SR, (2012). Hifear 3R feramemn 7% faeedt: iR ufserer)
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o TR, T (2010). 3T STy wifear foamet| 3 foewett: Aot wermm)

o sfiard, T, (2019). Hifear forsdwor 3R STreirarTee 3T SR Tseer fédt it stehraH|

®  Buckingham, D. (2003). Media education: Literacy, learning and contemporary culture. Polity Press.

® Baran, S. J.,, & Davis, D. K. (2015). Mass communication theory: Foundations, ferment, and future (7th ed.).
Cengage Learning.

® Berger, A. A. (2012). Media and communication research methods: An introduction to qualitative and quantitative
approaches (3rd ed.). Sage Publications.

® (Couldry, N. (2012). Media, society, world: Social theory and digital media practice. Polity Press.

® Fiske, J. (1992). Introduction to communication studies (2nd ed.). Routledge.

® Hall, S. (1980). Encoding/decoding. In S. Hall, D. Hobson, A. Lowe, & P. Willis (Eds.), Culture, media, language
(pp. 128-138). Hutchinson.

® Hobbs, R. (2010). Digital and media literacy: A plan of action. Aspen Institute.

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

FHTETH ITAT T T TEh ©

® Jenkins, H., Ford, S., & Green, J. (2013). Spreadable media: Creating value and meaning in a networked culture.
New York University Press.

® Kumar, K. J. (2013). Mass communication in India (4th ed.). Jaico Publishing House.

® Livingstone, S. (2009). Children and the Internet. Polity Press.

®  Masterman, L. (1985). Teaching the media. Routledge.

®  McQuail, D. (2010). McQuail’s mass communication theory (6th ed.). Sage Publications.

® Pariser, E. (2011). The filter bubble: What the Internet is hiding from you. Penguin Press.

®  Potter, W. J. (2019). Media literacy (9th ed.). Sage Publications.

®  Thussu, D. K. (2007). News as entertainment: The rise of global infotainment. Sage Publications.

® Wardle, C., & Derakhshan, H. (2017). Information disorder: Toward an interdisciplinary framework for research
and policy making. Council of Europe.

ITeRTEIeR SUAT i Rute:

® Council of Europe. (2017). Information disorder: Toward an interdisciplinary framework for research and policy
making. Council of Europe Publishing.

® International Association for Media and Communication Research (IAMCR). (2023). India digital report: Internet
and social media trends. IAMAI & Kantar.

® McKinsey & Company. (2022). The future of streaming and OTT platforms. McKinsey Global Institute.

®  Ofcom. (2023). Online nation: Online behaviour, media use and attitudes report. Ofcom.

)

Pew Research Center. (2021). News consumption across social media platforms. Pew Research Center.
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Reuters Institute for the Study of Journalism. (2024). Digital news report 2024. University of Oxford.

UNESCO. (2013). Media and information literacy curriculum for teachers. United Nations Educational, Scientific
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UNESCO. (2018). Journalism, fake news and disinformation: Handbook for journalism education and training.

United Nations Educational, Scientific and Cultural Organization.
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g forer fifa 2020
. U, grehTiEt (&)
SBC
YUEEE-1 (TH AW ATGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
hee fAmtor

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

SBC

shee fmtor

2 0 0 2 T Il

TgATHA % 327 (Course Objectives)

>

>

Torenoian o TR, BIeR, SANT, HIRTERR aUT THIEA o Gyt SATaRTiieh g ShisTel o1 foeht ST, difsh o fafimT
wfifea aremt & forg STt uet it St G S Ee

THTER Hured, 3 fmtor, S fasfe waiauor qem shde after it afshanett & fornffa v aftfaq o, e 3 fifean
Tl sh T, TTEAT ST STEfcr BT He ok T H We o Hohl

e, efifasr qen fefstea Hifsan 3 fog feree o 3t aedivifean shde fAmtor it samartiies gerar fasmfea e, arfe
Toremeff wweRTe Hifea ST ht TR o STTET H1d L qohl

forenfefart =t wrwrer Hifeam, S« weRTfaT, SEO 3tmenfia oiee ot fefsreat sée wrifat s ufirer yem s, few
fefSteat werewint & forg e, axfep-hisd wat iet-atehet amaft formfaa ah wehl

TEATCHERAT, TorwuTTereh Y, ST ShIRTet T URIER 3hee ATl FioT sht awar o1 forerrd e, foreer foremeft
Hifea, G ue shee N H SATSETieh e o foIg J9T & Hehl

RIGRE ST o TR (Course Learning Outcomes)

>

>

>

TUTET, FIeR, ST, TIHI3, HTEITehT T 317 HifgaT faemsti & foru guret, aeauisr 3R wTenss arft o1 fSmior st
Tohil AT farfir= orae Qifert st samareTies Ui T uTd|

THTER GaTed, e fmfor, I fosfe wuiaer qor shde fasgwor it der-fient st ST o dentt, foraer o Hifgar el
TS, HEehaT S SR H R A § qerd gl

e, efifosm wa fefsreat Hifean & forg fsre, wites qur aediifear shde am ot gt aut fafir= fifear wewmt
T HATARIHATSAT oh STTET At forahfera st o

Hreret Hifea, e TR 3 SEO e shee fmior 3 frgiat s derient o1 ToTelt SU=nT 2 wah, forad I fefiea
THHTHT % feTT a9 Teh-hiset 37 @S- ST ehet ATHfT SR T TRl

T T W e TRATSHIAT, TSIl T qerm Sqtertor st ot f-eaTe st Sehil qe Hifear us w=m & |

ST TEHATCH, [ 9urTcreh 71T sHTaETReh SeTdTSTl oht e o gl

TS 1: shee FAUTUT : THTER, IR U THTeHR oI (ATTeh i) (30 &)

GHTET TR ST : forelt Torrefiar, &rsiter S7oralT TRy BfeT o SATIR X §HTE QIR 1| SHT=r § 3fie, ofte, 7er
Toraror eI sk T | ST )
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o THTHR HUTEH STVITH : T 7T THT=IR HEfle T HoTa Hid §T I, SATHLT, T2, Ik TR i § STaveeh G FE1l

o I foagfu & wwrem fwior : foret aent, faren sreram wraTiores e i Iu fogfi o 3mam o gHmEm fuie G s qur
ST I o 3T =l TSI

o hIER e : fRTe, TR, TataRoT, HEhfd AT ATHTISe HEi hIer o R AT T 36 A &, 2 3 forsgeor 1
GHTSIT AT

o ufthed-TenTid MwrEd oie : fordl) fXreren, shctTerie, THTISISh hrlend! 3T T ST fched ohT ETETTCRR et SAfthedl-
s B IR T

o SN TG STV ; FEETHe: forea, qrenfores et tora arstt & weiferd foreeli o seit foraa qem st i« 3
St T ST8ATE T

o 3fi¥er ug g21 fmior ; fafir ammed 3 oral o fore yareht, Strenseh ue wwufir sfdes 9o 321 (Lead) 991 4T

o HrETchT e : forelt forsiwy, f3veren, woren am wraTiSTeh shilehdt oAl HTETTeRR ehd TTaell QI ShiAT T HTeTTceh . FaTe
o

o TRI/HIER THIE ; FHTET T, TRIehT AT o TICe H NehTIRId [ohEll oI AT e T for=wor i g IHehT HTHT, HT=HT
I SRl T e ioh Tl

o HZ TSIt AT ; &5 3 SR J¥R forT T HHIT, IR, STt 3 TR hl GehfoTd ol SHIhITd i@ TIewhifcerar
AT AT T SEehT TR ThTT ATl

oS 2: Tefteet shee uet wedHitear famtor (umafires =) (30 ©¢)

o fea fispe o : 3 & 5 fie ot srarfer ot et sk, T e svera Yfedt eHTam ifed st ke dam el
o il THTAR fsre i : TefifersT HHTE ettt o foTw gt i, forsete €ond (Visual Cues) 3R darg-37a afed

fshee qm )

o Sffear RIS fmior ; forelt aTTiors, fereh 2 STTeehRdT forver vt a1 e o RRIaIS GRS a9 g3 STgeh
Frertfca swem

o vt wifear sz T : taeeh, U™, YT SR TR S TIZHTHT o AT T, S, @R S eI At Gar
T

®  SEO THTRa o9 T : IS =1o, HeT foraor, 3fitfer Hat qorm &l §59 17&e (SEO) ¥ fHgidl &1 ST 9id gu o
AG TR FE

o I GHTER ThEH : STATET FHTET TIed o oA AHTEI foRaT qelT 36H BTgwicish, &, 3uRiives iR fefSeet Wi
el ShT STFNT SHEAT|

® SRR shee forehmd : Forel SeT-STeTied forser ox it S SAiehet T Wb L ShITTGe o HieTH Te el et
AT SR

o  mlHiifeat iz FmiT : 013 (Text), for (Image), Hifeat iR difeat qea o1 STt Ftd g€ THferd feforea amft
fersmtera s

o o fsgur ud wEqft : foreft TR derETSe, ST, Tge e A1 FiTet HifSAT U 1 shee fersgor S SEehT W,
T, SATTeH WerHe ST SEO T 3hT 3T AT Qe S &1l

o U fefoieat shie ufeeT ; foret U farsmr 6T = o THTEI, ST, FTer HiTedT Uie, S-hither qeT difeaiAfsar
Tire afed wqut fSfore shie Torst I T ST e H Seqd LTl

Teh T:

o fam, 3. (1998). SR THEHTAT S TG FeT. SR, I Te: Afeed |
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FATHRL. (2004). e e, SR, TSeer: Tsee fédt ity st
WIHTE, TS, (2003). TR o 7ot FHEid. S, TSTE: Terd dfectehe]
T, F1FHAN. (2021). Fefoteat Hifeam i iz . 78 feeedt: TTd TerH|
FHTL, G FHER A S Hre. T8 foeed?: aroft wehrem)

ATEd, TSI, GSHTeHe ThaH. T3 fawell: TeihAe T

iy, sifrar. fefsreat difear st wrentftar. 7€ faeeft: sror firedt e

FHTL, 3707, HIfSHT ia Te B0 e, 73 foeett: I 71 Sehrem)

ISH, I, FI=R e we faifén. 78 feeett: qarfsrer germem

Kovach, B., & Rosenstiel, T. (2007). The elements of journalism: What newspeople should know and the public

should expect. Crown Publishers.

Rich, C. (2010). Writing and reporting news: A coaching method. Cengage Learning.

Itule, B. D., & Anderson, D. A. (2007). News writing and reporting for today’s media. McGraw-Hill.
Cappon, R. J. (2000). The Associated Press guide to news writing. Associated Press.

White, T. (2014). Broadcast news writing, reporting, and producing. Focal Press.

McLuhan, M. (1964). Understanding media: The extensions of man. Routledge.

Deuze, M. (2007). Media work. Polity Press.

Godin, S. (2007). The art of digital writing. (Conceptual essays compilation).
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g forer fifa 2020
. U, grehTiEt (&)
SBC
YUEEE-1 (TH AW ATGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
LIS ECA TG

Course title & Code

Credits Credit distribution of the course Pre-requisite Content of Course and
Lecture Tutorial | Practical/ of the course reference is in
Practice (if any)

SBC
LIS iR ECOIEG ]

2 0 0 2 e Id(uls

uwéaa%:w (Course Objectives)

> Tornfifat & @isft wrenTiar st staremon, Yehfd, sfoer iR fasmme it Sgifiaen awer fowfaa s, e 3 3@ faur 6
T HTEAT BTN WEed il qH ol

> GE o T |l S RTI, SETe, FTSTe {ohie ST fogaetaciiaR o ST ol qehri1ehi & foremfea ot aftfea
T, TR o FerareeFtar g dire L |l

> @ISl USRIt H 3y, Hiegesh, ATelTeeh 31 e e ST forsdwor shi e fasrfrd s, e faemeff e v
yETfoTeh e QR T Tehl

> forenfelar st oeenTieaT ot AfdeRdr, T ST qoT SRaw See o Yid STee Ta Holgmeiiel s, qifes o PR
TAHT % T T 1 L Teoh|

> Toenfeiat o wads @ISl e d@ 37T sy yeare fmior i et g foentta s, e 3 areatess Hifgar st
FTATEYT o ToTT F2I 21 G

W&T%W%WF{'U]W (Course Learning Outcomes)
> WISt UHAhTNAT oht Ao, 3faeTd, T ST RSO bl THT Tl qiT 36 &1 o Sgifaeh TR ohT forsdNor s arad)|

> RTI, TSI, AsTe {hTe, fogaereatasn 31t diee AIdt & GerT U T o sl T ST L deonl, e &
g ST rwTfoTeR ST ITe SR T

> SITH TS T SATAeTCH forswoT, Fufertor 37 ST o Hehtl, Qe q2 STeTia ke ferrer § e gl

> @it oI # e ARt 3R T ST T oTer sed 8¢ e ftfén s wsh, fed St et tfer
foraareftar s gefara 2

> T w9 Y st R, frer st S o Tl i SR R Hen, T ST HifSa il H garar ST )

TS 1: TSt TARTRAT ST Hgifieh T SATALTT HATUR (AR 1) (30 &)

o TSI TAERTINAT ohl STTUTUN U AGT TEATE ; WIS ISRIIAT shl TIRHTHT, Heed SN ST I o G Tl
o UfcEritren 3reuaT ; MRa SR o § @ISt wsrenrtian o forermg ot Efare sreaae faie S shem|
o WIS UAHTILAT o ThTT T ToruoT : ffs=y yehm ot @it e (wrthifrss, @1fien, TmmTioren) w1 SeTetvr |fed 27eaa

h{HT

o YIETHNI sh! TE=M : RTL, TTaIS, foeaaieciian ST HTasii-eh fehis S BT ohl Fefl G el
o UL I ; foret U Uit @iSf wereRticar faie et fersgwor svem|
o WeRITT H Afcerdr v == ; @it e § e gferett w we == 3t fid e
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o I T T LA ; AR HifSA F (Defamation, RTI Act 317E) 1 HETw Tear 411

o RIHIL YT HE, : WIS TRl o WH AT STed STEd 0 8 e IR 1)

o Y forer =R v forelt wiTierd @iisht forr (eI EeTet/aTaTTSTe: HeT) 3l =8 1)

. WWWW(Research Proposal) :@WWW@@WWWWWWI

TeRTS 2: WIS USTeRTIAT (AT ) (30 &%)

o RTI e AR AT : GoT SAThR Sl o T8 Ueh =it RTI e foral
e RTI ST T {3807 : ITH RTI 3T T 37621 oL Forseh framretam|

o e faifém sy : T TaT W SR Tufie SRR TR

o TTETTchR qohriieh ; foreft sarfeh/forsiost =t wiefera dmetTesh i o)

o TEATAS HeATIT ST : ff¥=T GodTaSti shT THTIOTRAT ht STl STl

o ST HUE IR FTHTOT ; Ueh FoRT TTT 2T T aTfershl/Avft § saferd sl

o Sy fasguor st - wted Ser @ fasewy ket ot fdie smm

o Hice AieH AR AT : Tt Fieront 37 AneTehRi o Nete T &l

o IS uTE TRE : U IO @IS TorehiiT Raie qom Tl

o HE Tl W : forelt wftg @St faté sh1 PP T/HREe: e oheoT Tl

Ta™eh T ¢

® W, WS, (2006). EIS\ TTHTHAT. SRITE, TSTET: Tad dfocishy|

o g, SNWTHT. (2007). GiSht TpTRAT: frgia 3 saaer. =€ fee): amft wehem)

o fam, 3. (1998). TRTIaT ST fraifém e, sTm: |fec wam|

o I, G, (2012). FHTAR THE T WIST TR, 75 fawel: THTehsT SR

o T, WK, (2015). HifeaT T SR TR, SRIqE: o Rt o sterar|

o iy, A, (2020). fefsreat Hifear i @isft fonfém, 73 foet: o firedt yermem
o T FUTFAR. (2021). Fefreet wramiiar 3R sz eia. 7% faeed: wwma wehrem)

o o, TSI, (2010). Wifgar Afcrerar it SRETIca. iuTer: T yawr f&d tier ershranfh|
o i, . (2018). hiee RUIET I TmTiaT qehriieh. T3 faeei: TETRTe Sehre|

® De Burgh, H. (2008). Investigative journalism. Routledge.

®  Houston, B. (2009). The investigative reporter’s handbook. Bedford/St. Martin’s.

® Spark, D. (2014). Investigative reporting: A study in technique. Focal Press.

®  Hunter, M. L. (2011). Story-based inquiry: A manual for investigative journalists. UNESCO.
® Kovach, B., & Rosenstiel, T. (2014). The elements of journalism. Crown Publishers.

® Randall, D. (2016). The universal journalist. Pluto Press.

®  Houston, B. (2009). Computer-assisted reporting: A practical guide. Macmillan.

®  Williams, K. (2010). Read all about it: A history of investigative journalism. Routledge.
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g forer fifa 2020
. U, grehTiEt (&)
SBC
YUEEE-1 (TH AW ATGATHH)
LE)

YWEE-3 (3T AT UTGATHA)
AT 1 TS 2
TSI TRt Ieh

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

SBC 2 0 0 2 T Il
BIECERCTICY

W%B%W (Course Objectives)

> HITSAT Miea st qehriieh! STshAT (ST-STSaR, HISavT 7R TRe-HISavT) i Herd §He! e id T a2 36
STARTI STTIRINT T ST

> T Eefei, Site S, FAT WIeH Te Wh{HT-shuifSer STEt G927 IeaTaH dehrIehl ohT THTE STINT LTl

» o1l Fa%T (Lighting Techniques) 3R ety fepifdm (Sound Recording) EXETica) RIS i ol TSI AT ‘\le%‘T
H AT

> fifea ufefé diveaer & arerm & post 3e1e, o, fafi, wiaafi ue fosjsrer sthaed ot SenTersh shivret foreh fd
Tl

> T EUl i dieee (311 fren/Sterpidt) o1 fmfor td g S oo, TomToRehaT ST SEqf hivTel T forehrd el

RICREREC O RE o gfor (Course Learning Outcomes)
> wiifea e st Equl iR (fi-Seawm, e 3 ae-Sieae) i ang fompfbd o i sror & 3ht sfiren &t
TIE FY H AR FH GH |
> hET T, TS TS, T U, SHHT Ue shuTfSTeT dehHieht T SRINT 3k TTelt g9 |t (Visual Content) 3T
famtor 3T TR
> T SHTET 3R A REniTET qefeieh T ST id gY 3= urard aTelt STifeal- e arut R o e
> Shfea affé diveae 1 SHRINT FTd §T B HuTeH, ISR, Tfthard, TS fifari Te el iawm 9 diee-MeawH

T FIAAT H L HH|
> |HE 4 A U gu NIl Uhon AT SRS St Hifeam wisiee st o, Seqieror U qeieh i shl saTaeTiish adt
forenfera s Tkl
37#7@'-1: HHSAT TS o TR IehT ShIvTeT TATTeRTS (Technical Production Skills) 30 El%)

o U ESfei T T (Basic Camera Operation)

o fafsr= wifew =1 s1vamar: &t Wife, e wife, FafisT-oTa
o I WIeH T IYANT: Al WA, BTS Wi, ATS-AAael

o TH{HT SR HUISIE qehefteh T v

o ZTEUTS ST TS AT qeheAeh T TN

o e ST HHW TehTeT H TR 3TvrrE

o ofi-UTEe TR HeaTd w1 YHfT g
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e TTSSHIBIA o SYANT S A5E Ranifem g
. 32'{3’{\5{;21 T YT 3T (On-Camera Interview)
o DI difear forera i S"\i‘ (Story-based Visual Recording)

37#7@'-2: uﬁ%‘a—uﬁwqa Hifgar deere fFator g (Post Production & Project Work) 30 El%)

o difean ufefin diveamr (é@ Premiere/Filmora/DaVinci) T IR=rT
o IS SIS I UISIHE HEHT T STRAH

o foru afd, fEfi ofi Hhedifii qeien

o ISR I fasfaTet Shaed T STFNT

o Siifea ufefen oik st fopae aoten

o IAHUEE WISIH SIS T VA

o T3, GECTEeH I Wiftherd ST

o THOR M TR SIf¥eh R AfeT

o XITE fohew T SRS o1 W Frmior

o TR TINEE T THAUIE 3T ST (Output & Screening)

Ta™eh U

o I 3T, (2005). SIS TISHeM. A9 Ufsatf3iT 8134,

e . % ML (2004). I ud et wApTRar. v Ue i dfserehyrd.

o ST fRRII. (2008). Hifeam Sreawm o fagia. amft wehmem.

e TH. F. . (2006). JifeA-difear dreawm. S ufserryr.

o Tz, TSie. efifosi wd afifeat TreavM. ST Terd ufecthy.

o  UHEq, Uslid, SHUTR Ud IS qehieh. S TEd EIESEMEH

o ITHT, 3TN, TYA-y=y it dep-fieh. T% facedt: amoft R,

o Sf, Yehel. fihew wd dfifean fAmtor s, 8 feeedl: T gehem.

®  Millerson, Gerald & Owens, Jim. Video Production Handbook. Routledge.

®  Zettl, Herbert. Television Production Handbook. Cengage Learning.
®  Musburger, Robert B. Single-Camera Video Production. Focal Press.
® Katz, Steven D. Film Directing Shot by Shot: Visualizing from Concept to Screen. Michael Wiese Productions.

® Dancyger, Ken. The Technique of Film and Video Editing. Focal Press.
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Structure 3 (Level 6.5): PG Curricular Structure with only Research.
g T it 2020
Tk AT TATAR TR UTGaSHA
LE}

FY T TR UTSAHH
TH.U, gereRTrar ()
feeett fergfermmea

One intensive problem

based
Semester I of

research
(DICRCFIHE, (10 Credits)
= ferenofel g =arfa et 22
Semester Il of EVERTEo ol S ) frgamy  gRfrsiiaeds O W ITE g
Two-year PG (3= foreqa To%T & st
B % fore faeeft
Toraferenes g famis
Structure 3 13.02.2025 =t srfergfera

Ordinance-V T
Anneuxture-I 8T %I)

(Level 6.5): PG

Curricular

Structure with IMer: 1826 N
only Research. | G R
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e forer fife 2020
. U, greRTiEt ()
DSC
Y- (T AT ATGAHH)
ey
YWEE-3 (3T AT UTGATHA)
HEAT3
Hifear frgia ue Tkt wifeam sirer

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSC1

MID)

Hifear fagia
HHRTAT HifeaT

4 3 0 1 ESIRERR L]

TTgATHA % 3274 (Course Objective)

>

>

ST, Hifear = o Hifear svra it afsramst wr weer wH

i, S, Sehd, @i, formem we wfaffiee o e weiet o1 fsdwor shed g usiet afé, ST qun weeawe
EEAGEIERIEU G R i e asscall

Thfean s, Hifgan st TeHifasw stefme ud Hifedn Ysiem & Geiftrd GemTcHe ST TEATTd STTTHT T ST L
wfifea HeT i FRITUTE i qe g

Feftertor, fefstea Hifean, werer ifean qon feforea areies & o 3wEd Tl 1 ST Fid g HHehlel A Her aieT
Ik ATHTISTR, TR fdeh ST STl THTa sh1 fersdwoT s Tehl|

0 FEwT (AI), ST e, form 2ot vt feforeet srqeam wfafer wfed awenrela wfear wite & FefiT &=
vaftrE & TR Sl T Te SR TS STae o e strerwrsh forsdwurersh 7T 3iTe shieret forepfid o wehll

RIGRER] ST o TR (Course Learning Outcomes)

>

>

>

qeTeHe, fersaoT ot wefl|

TSieT AT, T, e aw, SHAA i, wrestes & ud Hifea grre § Helfid steremomstt &1 SwT d ge Hitean
HITEHTS o STAHSTHT HT HATATHE T 19T HL Fl|

Hifeam Tafies, Uit el fifgar sem, wane fifgar e Hifean yeem i sremmett it afsramstt s fasgaor &
Tk GrHTTSTeR, STTien Uel Treiferen SwTell shY T oht eh|

Sefteror, = wifean, Wt Hifean, fefSeat weph qu fefrea ufscren THRR o THahTeIe STRITHI 3T ST L Hifear
ftged o 81 & aferdHl i samen wt wh|
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> 0 FGHT (AL, ST eI, fot S27 wd feforeet Stgeem STertont ot ST shid gu Hifsam 2y axenstt 1 ve=m,
fersQeror Qe Siver-smrented freehed S e o W

TRTS 1: HTTedw, HiTSAT SUANT Ueh THT 9TTer (Audience, Uses and Media Effects Research) (09 ©e)

o Siifea vy : Siifeaa e oot oy, qefer soarer ud sref-famor wfshan smer

o TifeAT IWINT Ue = e : IwANT ud Wy gt vty wet it wwm g

o  iifear wurer fhgia wiver : wricwerelt ST Rrgiar wiver wet wifer srTer el =g srrer 9y

o Hifear wvra we wuS iy ; Hifear wvre vy, HifEaT TuTe s TSR U6 AST Y T TS sTaRR 3T
Hifea e

RS 2: HITSAT, TWa U SerTies forwst viter (12 ©¢)

o  tiifeam usier 37X ST IMer : USeT AT S0 WS I Ier

o diemTicren HifEAT T Y : e idw I U Hifear ud HHifae e

o SHHd Ud cishditien faast wier : SHe fRmior wiver, |rdsii+es & (Public Sphere) Td @lehds T

o  TEHfa, foremumy ua wfaffere siver : diwhfrer, cenfirr dwenfar, formem, sfaffere e Hifear s

TeRTS 3: HITSAT HTEHT, TN Uat T {eieh STAITTET vIer (12 ©¢)

o  tifean s Usiifaes srefrrer viver we Hifeam wfica oy

o  tiifean e Ud iRdie StaAT oy : whfear SevT ey v s e s

o ST weie Ud Hite vy ; HifeAT yete wvg Te Hifea SeTi ol SeT U HeEored Y
o Jafiortor oI wifear wiver : Jefterror vd Hifear sy ve Afiek Hifear Heash ve wiewfaes vare sy

TS 4: Teforee wifean, Tavad= uet awented= viver (12 ©¢)

o =y Hifean v getie teae vy vd feforeat e witRufaeht s

o et Hifea us fefsrea wepla vy U fefsieet wrwTiivar U sAietre aqem i

o fefSeat ufoete Thrr U wmenTel Hifear sy : fefrea ufeesr Thr 2y e wwehreli= Hifean vafwt we oy

o It Sirenfirforat we sfifea wiver « wBm gfemar (A1) 3R wfifea v, S wERar vy v whfear sgee o e

e TS e
TN T (30 %2)
= Iiifede forsduor sy
o el gHMR Ia, NS = a1 Wiwred HifEar coiewid o g3leh! T TAeTT ST ekt HifEam ST 3Tt sh I
TR T T Fdie Gam e
" IR U Y
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o foenfit % e waractt stenf@ st R AR faedwor e R 3 fafe Hifear aremt w1 s R
HATaRIRATS! 3 g & F 8
» e = SRR My
o fopelt forfRre 1T et o AT o Hifsam =i o ol ue SrafeRaral st fordwomes =i e
»  fifeE g vt e ferseor
o forelt wHIiSTer TR, oo o SRR ShalsT o SIS T AT THTE o e Tl dar T &
|
" e Wfé ue kT sy
o  HHTER YA STET GHTER <A ST T Teh SHeTHIN: Te, i ST T JerTcHe [eIwoT T8 3|
= S et ue e Hifear
o ol TTESTIER TE TR WIRTCT HITSAT formel o ST ot SIwd HHIOT T isRaT 31 forsduor sl
»  fifear wficd Td ST ST aiEsE
o Tt wpE Hifew TE % T 3l ST Hise Ud HIfSHT Sca1al o1 ST o NaTe dam &)

o .

v fefrea @l wd sfiems aqe Wy

o foREt e HH (Facebook Group, X, Instagram, Reddit ITfe) it e, TR Ieft we H’I@fﬁiﬁ
[ENECISIEIRIPRCACE ]
" 3 TARINGT TS e
o ToHT TSI ST | (TR UIee, SHIUMT, TGRS SA1fE) T ST UehiAd L S-hIUTthed Usk THTER IMer
Td i R
» B e (AD) T Hifear s
o TR Scated, At fmfor, qear-stier am ifean forsdwor # AL STl & STINT i SATERTE STERIT T T&q(d
TS I HAT

TR TEdeh :
TG HTTYIE Yeleh :

o o, . (2014). Tefifersi shY s, Amoft geRteH)

o AT, SRR, (2005). Hifear fomet, St qfecrer]

o AT, SRR, (2008). HiFEaT, FHS ST HEpId. ST dfserRrE]
®  Thid, SETELAT. (2008). &t U=aRTRET T STSIR WTE, T JehTeM|

o iy, THIWOT. (2012). SHEER I : fogia 3 gfaferat. aroft gehrem
o T, FeflET. (2006). Hifear : AU R . ol wEEE)

o Uiy, R (2015). SHEER TS TR o fagid. TEmHT TR

o T, nfie, ud s, wate W, (2003). SHER & fagia w v (& deron). Ty fEredh

42



EC (1283) - 30.07.2026

TG ITANT T T TEh ©

®  Baran, Stanley J., & Davis, Dennis K. (2021). Mass communication theory: Foundations, ferment, and future (8th

ed.). Cengage Learning.

® Berger, Arthur Asa. (2018). Media and communication research methods: An introduction to qualitative and

quantitative approaches (5th ed.). Sage Publications.

® Blumler, Jay G., & Katz, Elihu (Eds.). (1974). The uses of mass communications: Current perspectives on

gratifications research. Sage Publications.

® Bryant, Jennings, & Oliver, Mary Beth (Eds.). (2009). Media effects: Advances in theory and research (3rd ed.).
Routledge.

®  (Carlson, Matt. (2023). Artificial intelligence and journalism. Routledge.

®  QGray, Jonathan, Bounegru, Liliana, & Chambers, Lucy (Eds.). (2012). The data journalism handbook. O’Reilly
Media.

® Habermas, Jiirgen. (1989). The structural transformation of the public sphere: An inquiry into a category of

bourgeois society (Thomas Burger & Frederick Lawrence, Trans.). MIT Press. (Original work published 1962)
®  Hall, Stuart (Ed.). (1997). Representation: Cultural representations and signifying practices. Sage Publications.
® Havens, Timothy, & Lotz, Amanda D. (2017). Understanding media industries (2nd ed.). Oxford University Press.

® Lister, Martin, Dovey, Jon, Giddings, Seth, Grant, lain, & Kelly, Kieran. (2009). New media: A critical
introduction (2nd ed.). Routledge.

®  Mandiberg, Michael (Ed.). (2012). The social media reader. New York University Press.

® Mayer-Schonberger, Viktor, & Cukier, Kenneth. (2013). Big data: A revolution that will transform how we live,
work, and think. Houghton Mifflin Harcourt.

®  McQuail, Denis. (2010). McQuail's mass communication theory (6th ed.). Sage Publications.
®  Mosco, Vincent. (2009). The political economy of communication (2nd ed.). Sage Publications.
® Rogers, Richard. (2013). Digital methods. MIT Press.

®  Sylvie, George, Wicks, Jan LeBlanc, Hollifield, C. Ann, Lacy, Stephen, & Sohn, Ardyth Broadrick. (2008). Media
management: A casebook approach (4th ed.). Routledge.

®  Thussu, Daya Kishan. (2007). Media on the move: Global flow and contra-flow. Routledge.
SreRTEieR IU=T Sh FEdie

1. International Reports

® Reuters Institute for the Study of Journalism. (2025). Digital news report 2025. Reuters Institute, University of
Oxford.

® United Nations Educational, Scientific and Cultural Organization (UNESCO). (2023). Guidelines for the
governance of digital platforms. UNESCO.
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3.

United Nations Educational, Scientific and Cultural Organization (UNESCO). (2023). Global education monitoring
report 2023: Technology in education. UNESCO.

World Economic Forum. (2025). Global risks report 2025. World Economic Forum.
World Economic Forum. (2025). Future of jobs report 2025. World Economic Forum.

Organisation for Economic Co-operation and Development (OECD). (2024). Digital economy outlook 2024.
OECD Publishing.

International Telecommunication Union (ITU). (2024). Measuring digital development: Facts and figures 2024.
ITU.

United Nations Conference on Trade and Development (UNCTAD). (2024). Digital economy report 2024. United

Nations.
Pew Research Center. (2024). News consumption across social media in 2024. Pew Research Center.
Pew Research Center. (2024). The state of local news, trust and democracy. Pew Research Center.

Edelman. (2025). Edelman trust barometer 2025. Edelman.

Indian Reports

Internet and Mobile Association of India (IAMAI), & Kantar. (2024). Internet in India report 2024. IAMALI

Telecom Regulatory Authority of India (TRAI). (2025). The Indian telecom services performance indicators report.
TRAL

Press Council of India. (2024). Report on the state of media in India. Press Council of India.

Ministry of Information and Broadcasting. (2024). Annual report 2023-24. Government of India.

NITI Aayog. (2024). India's Al strategy and policy framework report. Government of India.

Data Security Council of India. (2025). India digital outlook report 2025. DSCI.

National Crime Records Bureau. (2024). Crime in India 2024. Ministry of Home Affairs, Government of India.
Election Commission of India. (2024). General elections 2024: Statistical report. Government of India.

Broadcast Audience Research Council India (BARC). (2024). Television audience measurement report. BARC
India.

Registrar General & Census Commissioner, India. (2024). Sample registration system statistical report.

Government of India.

Al Big Data and Digital Journalism Reports

United Nations Educational, Scientific and Cultural Organization (UNESCO). (2023). Guidance for generative Al
in education and research. UNESCO.

Reuters Institute for the Study of Journalism. (2024). Generative Al and journalism report. Reuters Institute,
University of Oxford.

World Association of News Publishers (WAN-IFRA). (2024). World press trends outlook 2024-2025. WAN-IFRA.

International Center for Journalists (ICFJ). (2024). The state of technology in global journalism. ICFJ.
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Organisation for Economic Co-operation and Development (OECD). (2024). Artificial intelligence, data

governance and society.

g forer fifa 2020
. U, UrehTiaT ()
DSE
YUEEE-1 (TH AW ATGATHH)
LE)

YHEE-3 (3 AT UTGHRA)
HIEET 3
HifEar ue AR e viver

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE

HifeaT we waneT
FET viTer

4 3 0 1 T S0

qIgashH okt (Course Objectives)

>

>

wifea we TS ST ot ST, foe, wTSeh- iR e e qem TRdt e St e aige i wm e
forenferd st weh|

Hifgar s, saa|mr Hisd, HUNE it HSaT SR, STHIHT aER a7 TeHTeHe AT (Creative
Economy)é?ﬁ:@j?ﬁ ﬁtmnﬁﬁwﬁwwaﬁ|

e TiSRATAT o6t Tt el AR T Hehll

qehiTehT T SYFNT T Hal|

Fm Figw (Al), Fere fafardt (VR), s fafedt (AR), idirge, sitfge duat stierpm qom vt wffea
AR o SENT ST MG TG STt T T SATATCH e Toh L Fehl|

TTGAHA 7T o TRUMH (Course Learning Outcomes)

>

>

Hifea ve HA e Y T, e, foeRr yaftrRit qum Soeh wrieren, diehfoe ue e guat s fasgor
T H gy e

forgal o1 STaRTiE: ST L Hh |

Trem, Tefiferst, tea, feforea Hifeam we STt Semti o Scuted, fordor, forur qer axieh SHae € S e STERHT 1
TR Te ST L Fahl|

T, site W, Sfefsrdt teiEme, SRyaer ATehie, rerdt, Sifeea arae ue ws fouom it o s st
TR T3 i o 281 8l
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0 Ffer (AL, T fEfret (VR), stmice fafedt (AR), Fidise, sifgsh et STiRmepr qem v Hifsar

Toh{TehT & TR AHARTC AT 3T STTE T STATAHTHE (=0T el G T e TREATSIHTE foreh et st Hhl

: HifeaT e AR ST vty

e e aftss we wRete e g

wifeam e s wmforen, Tiekfae e e Hee Y
Tiie Hifeam e wa ten, iifear e mmy

T 3T wa Seftferst e fored s s

: Wifear relvirer ue sgaET Aiger ity

HiTSAT FETT, NS T@iHed o HifSAT §9g e

Hifear 3eare we Hifeam srem oy

i, S i whifear o e

Hifgar o7t TaTensh STefedeT MY (Creative Economy)

: Tohew Ust T 30T vier

T Tt S, et fommT ot Afies famm o
T Scare, forawor ue wenlH Ty
SiTer SHTToRE farseor siver

ftheH a3ieh STTRR 3TeaT Ty

: e ifere, s, fefree Hifean, femmam s oiver

Hrasti-eh, st s, St 3t ifesy qme wier

shee i, snf, fefied e s ud OTT a3 Ty

(09 ¢)

(12 &¢)

(12 &%)

(12 &%)

TR T

= ofifear TN MR 7€ (Media Industry Profile Study)

(30 &)

foreht Hifear de (wmmer o, At e, e ©em, OTT wiew 371fe) T forege Sierser o s

3G TETTHC, ST Higd, TATd aieh U TSk |IdT ahT {23507 LTl

»  fifgar aeR fsgwor Rt (Media Market Analysis Report)

forelt Hfifear Scute o1 HaT % ST 1 3TeH|
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o i, LA, Sfcedert us IuMIhT eIt o s
" I3l SHAER TE (Audience Behaviour Survey)

o fihom, e, AT AT OTT ikl W TTaeAT STENTd Faieror |
o T Twe, fasgwor va fuid duR |

" ST SHTRE Td shee JETH s (Box Office and Content Performance Analysis)

o el fohew, e e am Sieft swrishm & waeia 1 steerm|
®  TYieh YTshAT U SATIETIRISh GoheAdT ohT {29

= OTT @mﬁﬁgm I (Comparative Study of OTT Platforms)
o IATIMF OTT WIHM o o<, HITIdT HISH, ITANTHT FTHE Teh AGET T 36 JoiT Tl
= {9 U SE ER Ie 9RESET (Advertising and Brand Communication Research Project)

o ol forgmam sAfrm =t stemRmA|
o 3T A, AfT THE, T T GROTHT T fersgeom

= g difear we 3-‘4@1’{?{ IS ST (Social Media and Influencer Marketing Study)

o Torell 5Tie o Hrerer ST ST AT SoHIUER AT WiHAHfer T Heater|
o  TUNSTHE TS TS S forsgmor

= rermdy/eAifeda AT 22T fao3ur (Audience Measurement Analysis)

o Iucrey AR, SRR A1 feforeet wmfafeaa Ser 1 e

o sk wd v ot sEmeT e

" HdNIEE US sifge GUaT AR | Tl (Copyright and Intellectual Property Rights Case Study)

o  HifeaT ud A ST & weiferd forelt shidiurge forame ot it wiwiet a1 sTes|
o IGF FHIH T AT T 2T fersawon|

= iy afESET O ‘SIFS@EF{UT (Research Project and Presentation)

o e ud A SeNT & Heiferd forelt eehret = forer ox @7 =i )
o 3Ty RIS G T HeaT H SReefiehaoT a1l

TETH TETh
o o, wom. (2018). wifsam: Tu strm it . 75 fawedt: amoft e

o fam, 3. (2016). SHEER R HifSAT ST, T3 fewadl: Tshwet TrH|
o TR, G, (2015). HifeAT fomet. 78 fawedt: amoft wermm|

47



EC (1283) - 30.07.2026

o  TA, SRR, (2012). Hifam, TS ST EEpld. 75 fawel: SFTIHeRT qiserer]

o  Sft, THIREL (2014). Wifgar 3R areaTe. 78 foeedt: vior firedh

o fiy, o ol (2011). Hifeam ora ot wureq. 7% facett: wrdt sl

o g, TR, (2017). SR Rrgia 37K =7, 73 fowedt: R deam|

o fam, frgy ware (wwam). (2018). Hifear stezee: saemomd 3t uftie, 78 ot amft wehmem)

o  To, TAMEERAI. (2009). HAR 7 w1, T8 fewedl: Ferret ufsafyim ersa)

o Uy, foFIE FAR. (2019). HifAT Seie wat wifear srefwmar. 3 ot e afserehrr=)

STHRTIEH IUTANT T I TEah :

® Albarran, A. B. (2017). Media economics: Understanding markets, industries and concepts (2nd ed.). Wiley
Blackwell.

® Baran, S. J. (2021). Introduction to mass communication: Media literacy and culture (11th ed.). McGraw-Hill
Education.

® (Croteau, D., & Hoynes, W. (2019). The business of media: Corporate media and the public interest (3rd ed.). SAGE
Publications.

®  Cunningham, S., & Craig, D. (2019). Social media entertainment: The new intersection of Hollywood and Silicon
Valley. New York University Press.

® Doyle, G. (2013). Understanding media economics (2nd ed.). SAGE Publications.

® Hesmondhalgh, D. (2019). The cultural industries (4th ed.). SAGE Publications.

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

® Kiing, L. (2017). Strategic management in the media: Theory to practice (2nd ed.). SAGE Publications.

®  McQuail, D. (2010). McQuail's mass communication theory (6th ed.). SAGE Publications.

® Napoli, P. M. (2011). Audience evolution: New technologies and the transformation of media audiences. Columbia
University Press.

® Picard, R. G. (2011). The economics and financing of media companies. Fordham University Press.

®  Straubhaar, J., LaRose, R., & Davenport, L. (2022). Media now: Understanding media, culture, and technology
(11th ed.). Cengage Learning.

® Vogel, H. L. (2020). Entertainment industry economics: A guide for financial analysis (10th ed.). Cambridge
University Press.

®  Wirtz, B. W. (2022). Media and internet management (6th ed.). Springer.

°

Kotler, P., Kartajaya, H., & Setiawan, 1. (2021). Marketing 5.0: Technology for humanity. Wiley.
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e forer fife 2020
. U, gereRTiEt ()
DSE
Y- (TH AT ATGAHH)
LC)

YWEE-3 (3T AT UTGATHA)
HEAET 3
Hifeam awrer ue g e

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE 4 3 0 1 Hdeh IO
HifeaT g ue
YOI 91T

Wéﬁﬁw (Course Objectives)

> tiifean yame (Media Effects) T €0 (Perception) m%@ﬁ?@?ﬁ, ST Te TTer q{Ora Ty o1 SFreh T 16
LEall

» e, M (Cognition), TFER (Behaviour) Tl HIfSaT T ok THTET T WISk, WA U Hiehiqah dawt &
fepsoT T Feh|

> wsiETAfE, SR, e, i, 7w v, Effid e e ST ue wqfy v wifear g S e i v
forgidl 3 ST 0 IMeT A hT AT R fRrd T wehil|

> X1 SHIER, TS ST, FAIH T0T, FIATHE T, IO TaiIE (Confirmation Bias) T Hifea Susimm &
Tifera sver wfaRRrEt s SuE )

> oftfore wem, Stma faior, s, g, frean geer, fefsreet veem qen difsan amon & S @nebredi= qei
HATATCH, T ioh Td QUL 3T i H W& 2l

RICREREC Lo RE o gfor (Course Learning Outcomes)
wfifa e wet arom Sl e ST, STeremonst qom e SOt S ARG Ud oo (o wor i weh )
e HawTt o HFHTCH, ARSI, AT U6 SAaeToTd At i o= 2 giEehiv o STTEm Ot qeaish it aohll
TSIST |, THIET, STSIT, FredioRT, Z-8T el QT |fd STa S8 Fgidl T amediosh HiTSaT €awl § ST & Jefll
3ok SRR, ST TEVT, ST TSl Wy, ST fmior, S, gesrerme e foresm e & waiferd siver awemeti
TE=T oL ITehT STk STEAT T Hohl|
wfifa g, stef-fmior, Herdt, weftent, feforeet we=m o swehtet= Hem sfsrnett @ S[e fowii w wad, et
TS IO s or el il 3w gl
TRTS 1 : WifEaT guTe e eroT viver (09 ©2)

o  tfifear wuTd it T YO (Perception) IMET

YV VYV

A\

o TEW, UM N FaER I A THIT (B3I Hieer) e
o [ TN YATE (Z-HT TAN) WH AU TATet e
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Hfird g9 (Limited Effects) ST we faes farsgwor ser

: ATTeH (Cognitive) THTS IITEr (12 &%)

TR Te SR HifEaT Jmer 9iver
GHSTT (Persuasion) greehivr, Hifear sreer, e Hifear smmsherar wier

e[S TS HTHTISTR aTedioieheT TIel

: HTSAT oo, F9Teh Te ST vty (12°%2)

TRIATCHE AL, IATCHE T, TATCH T T&f JIEeH0T qaiIe 314 (Confirmation Bias)
SUANT U HqTY U WiohA TR fgia 2mg

TR ET, TS, TRt 3R SHH faior 3

I, SR ST firest e v

: EITUTT ITTeT : ATk, ATHTTAeh Uat iEhicieh SuTT (12°%2)

ThiHT, TeieT AfdT, ETcHe 37 fefSieet e sy

TR T (30 ©e)

Hifeam gome T (Media Effects Survey)

foreft T, forgmo = wverer Hifear armft & TTer Bt A0 AR T U forsdeor S

T3k UTT &I (Audience Perception Study)

foreht St shrishy, A TS, TATeR S9e a1 fefseet wiew i & ufa gefent st e = 3rege e

TSieT AT fasgwor (Agenda Setting Analysis)

forfre T At & forelt s w7e <1 SRl T STerfiehaT T qerTons T dwor T

D

WRfET fersgyeor frané (Framing Analysis Report)

forelt T TreAT it farfir difgem deemt gry i S T s st R

WW@@{% AT (Selective Perception and Memory Study)

Torfas=T AT =t o6 AT ot weh 2 Hifea dawr o Teor ud THROT T AR FHA|

I TS H?IQ'FQ I (Uses and Gratifications Research)

Tt Hifean, ST AT QHT= AT o SHANT 6 HRON Ue HfY & oh1 ST A1l

TR Ua fhrear BREUREEIE! qiISHT (Propaganda and Misinformation Project)
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o TS HifEAT AT FTET ATHT H SR, JOER U e =S o SaTeTUIT shi Tee U forsdeor )
" iR SR Ud SHA 37898 (Political Communication and Public Opinion Study)

o Torelt ATl Srfirr, Treifore forsToe = wreisTie He, o S fmior st ufsha st sver
»  IfEfEF (Semiotic) frswor afemsHT

o forelt forgom, fopem, dreet an feforeat stfvram  sRIeh wikal, Sefteht wet 37ei-fomior sfspa st fosdyor shem)
N NIPRTOISCIRC) EIF‘\IfrT (Mini Research Project and Presentation)

o Hifear wvT, G, 3¥ieh e A1 fefSed e & weifera forelt forver ot vt feote oo s witfares srefer <
HETI YHeh

o fadt, g (2018). Hifeam: 7w st i HAfeat. amft yer

o faml, 3%, (2016). =R 7R HifedT STeaH. TTHHA TR

o  TAcl, MR, (2012). SHEER AT fagia 3t Ty, it ufscreme]

*  FAR, IR, (2014). SHEER: fHEia ue =eeR. e Arem s el

o iy, THIROT. (2017). TR % fargia 7w wfoam. frafemmer wehmem

o Tz, ST, (2018). Hifeam srgeym: frgid wd wgf. T Redh

e ITEd, A, (2016). WA 3T THIS. TSThAT THIH|

o sffareqa, @51, (2019). Hifeam, Teanfa 3 guTs. aoft yeRrem|

o TAcT, ISR, (2014). HifeAT 3 I=ih. iRt wfecrers]

STRTIER IUANT T I TEah :

® Berger, A. A. (2014). Using mass communication theory (3rd ed.). Sage Publications.

® Bryant, J., & Oliver, M. B. (Eds.). (2009). Media effects: Advances in theory and research (3rd ed.). Routledge.
® (Croteau, D., & Hoynes, W. (2018). Media/society: Industries, images, and audiences (6th ed.). Sage Publications.
® Fiske, J. (1987). Television culture. Routledge.

® Fiske, J. (2011). Introduction to communication studies (3rd ed.). Routledge.

® Herman, E. S., & Chomsky, N. (1988). Manufacturing consent: The political economy of the mass media. Pantheon
Books.

® Lippmann, W. (1922). Public opinion. Harcourt, Brace and Company.

® Littlejohn, S. W., Foss, K. A., & Oetzel, J. G. (2017). Theories of human communication (11th ed.). Waveland

Press.
®  McLuhan, M. (1964). Understanding media: The extensions of man. McGraw-Hill.
®  McQuail, D. (2010). McQuail's mass communication theory (6th ed.). Sage Publications.

® Perse, E. M., & Lambe, J. (2016). Media effects and society. Routledge.
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® Severin, W. J., & Tankard, J. W., Jr. (2014). Communication theories: Origins, methods, and uses in the mass

media (6th ed.). Pearson.

® Stacks, D. W., & Salwen, M. B. (Eds.). (2014). An integrated approach to communication theory and research (2nd
ed.). Routledge.

® Treadwell, D. F. (2016). Introducing communication research: Paths of inquiry (2nd ed.). Sage Publications.

®  Wimmer, R. D., & Dominick, J. R. (2014). Mass media research: An introduction (10th ed.). Cengage Learning.
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g forer it 2020
. . gerehTiET ()
DSE
YUEEE-1 (TH AW ATGATHH)

s
W3 (31 AT UTGATHA)
AT 3
&t arenTiaT e : 1826 & 7 dh

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and
Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)
DSE 4 3 0 1 oad e |
IREIREEAITGIRIC
1826 ¥ 319

l3I13:\*:|Eh'l=faﬁ@{'&'&r(Course Objectives)

Teft o o S, forerar we ferfir=r fcrefires =it (1826 & SHT 79R) T EEIh T ITH ShL FaRAI

Tt o ST STl TS, ST, TRER{d, TSgaTg qT AR TR o STaesre o frsgwor s el

ST ST H Tt Tt oAt o, Tegarral =i o raior o S f=ior 4 Saeh AT sh1 Ao L de|
TdAdT ITfH o e aag-fmfor, Arenaites fasrm, Terfifoss fomst qem e i amfsies e s ams ae
SR, Fef1ehTvT, HTURE TaTiiied, Soide - Hifeam, fefsrea fifear it wrwrer tifgen & ey o & werrfar &
T T, AR Te SHTETAT T STATeTcHe: ST 3 Horll

YV VYV VYV

RIGRERECLORE o gforr (Course Learning Outcomes)

Tet TRt % UfceTiteh fIeRTashy i FTaEgaR THE 3T SR S Tehill

T Tt EHTET O, TireRTatt S TRl o AT oh ST TaTcHe fIsaoT T Jehill

Tet wrahTicT o ATaTToreR, Ttk 7t Aieahfceh STMTET T STEE T Eomll

ST ST T ATl 1k forehTer 7 HTSAT shY $[fHehT T Heaish s ehll

TrERTel et whifean & sfsler, aeriieht 3t A=nfier TRl il werd 8¢ TeTeeh giveniT forenfd ot bl

YV V VYV

gonTs 1 : Tt umrentfiar : smifirer foreRmer 3R Trschter <raT smenfia smver (1826-1880) (09 =)

® 3T IS, ST, SHITH ST S =1 rfireh o
o et wreH, féet S Ue W I ohT oAk
o Tt TaIIIOT, WITST, Tgae AR AR

o Tt <A IR IH

TeRTS 2 : TCSIAT ATater 3T f&ET UsreRTiaT viver (1881 & 1920 ek 1920 & 1921 ¥ 1948) (12 5¢)
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TRTE 3 : TIAAT UTTH oh &g &at UsTahtiaT Iner (1949-1990) (12 62)

TRTS 4 : SETAHTUT, FLTRI0T TR TEEt usrerTiiaT oiver (1991 & 1T k) (12 &%)

T T :

o TS TTER foicieh, ST-+{T, THT, TEah(d, Taanft STiaIer TR wehTiar
o I TgaTE, TURT RieRt feremeff, Ue W S, FHAR

o  TETcHT TITEfY, THRTIT 3T TS <IaT

o &) umahIiaT 1 Uz TE

o g YHMHIOT ; EEhTIET I L

o {3, TuTaR USiE, Ak ST W
o TR R fEdt wmeTiar

o TR, Toriae famet 3 Sehfoush weRiT

o  HifeaT TR, SHURE T ST GHRIT O 32T I
o TEHW Shifd, foqmom, wu o7k Hfean wnfiea sy
o  Soidifeh tfear i fedt wrehrfeat wier

o fefSiea si e fedt whifean wrehrfiar witer

yrifiren &) aHmR Ui st AT st

® 3T IS, ST, S TSR AT hT LR

o ol w WA & 510 3feni T farsgwom)

o T, farvar-aeq SR HuTeehi gishior At Rt dam s

TElY Farstrmor 37t wereRTiaT W amy e

® TG I -ufehIAT T STer|

o WMV G, RTafT S AT Sierer | Haifera amat 7 forswon
® 2000 TeRT hl Tirer Rré TR A

T SAarer H féat wrshTieaT hi it o e w2t

o  IATY, FHHAR AT IESA ok ferelt o BT =

o ToHAAT HTEIT § Tsiford JehtiTa wreafy oAt farsgwom|

®  TRATET (Presentation) TR LTI

T fédt TR it Afehed T e STear

o . STt foRwTi S, TTorer SieRt foremeff, AraerTer sIqerd, sTer foroy wargaRt @nife # & foret Tk =M
o Sfied, THRITT-IY T ANTEH WX SN STeRG dIR HEAT|

AT S AT (et THehTIT T JerToreh ST

(30 &%)

54



® T ITAT-ITHT hICTEE! o THTE T T <]

o forya, v, formam S 3eva it g

o QQ’HICH‘* f@ﬁé H{"\;Id h{AT|
" STITART (1975-77) R &t I8 =t 3te
®  ITUTASHICT ShTcH - THTER At T L
o TERIY % ISTEUN HT IR
e 2500 TeaT hi fr=dworienah fate qam |
» T e TR e T e frsgor
o ol a1 v et ARl o1 U WHTE T STERH|
o e, f3teT, STuRTer, BRI TR forgmoet sht wfcreTa frrekrerm
o ITF UH drfererret afed furé Gam e
v T fefoea ifean i arere difean wremfar 1 sreem
o ol fedt i Wi, Agge =t A wTer wfifean werewh i o =)
o T2, UISsh HeWTHaT SR ferareierar shr farsymon
o I FIUTE FAR

v i Wi R FMNE THTE W/ Tisae
o difar wwg 1=l
o Tafiree T, foqo Aifey 3Tt wurashia e T fasgmon
®  GHE WEIN (Group Presentation) 3Tl

= Hiftges 3fe™ (Oral History) IRETSHT
o foreht afts TR, TTesks = Hifea faeie st wmatTehm)
o  TASHINGT § 7T Ufcrarfereh Titad=i ot T3 G el
o ifea/attean fapifem qom e Sfdere Seqa el

TETH TETh

o iy, o foerl. (2018). &t warerticar 1 sfrer, amoft werTer

o Afw, 37 WA, (2012). Rt vl : 3wa 3R forerr. Rt 9 Wew

o fqam, 3. (2015). AT THRTIAT o1 3hierd. foraforenera serrem|

o FHW, HI. (2010). SHEER : Frgia ST ST, WA w11

o TV, TR, (2001). &t wrehtiear i Uediar SiaTe. TsTehHet TehTeH|
o 7T, THTIAE. (1999). WA I I fedt TaTTOL. Tsfehwet Fehrem|

o =5, faftm. (2009). s 1 Tacaar wuw, & wTeay St e
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o T, G (2011). HifSAT fomet. Aol werRM

o TAcl, TR, (2014). HFSAT 3 THTS. SAATHERT dfocrrd]

e Ud, T, €Y. (2005). WA H I T SIIETE. THTIH UM, STRA TFR|

o TUSH, ST fory, (). et wrerTiia % farferer stmam)

e TN, . (2000). HATT THTIAT T Siererd. Jehrer foremm|

o fommeff, TorST SieRT, (TUT.). AT % wAfT HuTEshI|

o IA, ARG, (HT.). FHAT & =fd i@l

SHERTETHER JUART T 3T TEeh :

®  (Chandra, B., Mukherjee, M., Mukherjee, A., Panikkar, K. N., Mahajan, S., & Chandra, A. (2016). India's struggle
for independence (Revised ed.). Penguin Random House India.

®  (Chandra, B., Mukherjee, M., & Mukherjee, A. (2008). India since independence. Penguin Books.

® Jeffrey, R. (2000). India's newspaper revolution: Capitalism, politics and the Indian-language press, 1977-1999
(2nd ed.). Oxford University Press.

® Jeffrey, R. (2006). The press in India: From the beginnings to the present day. Oxford University Press.

® Kohli-Khandekar, V. (2021). The Indian media business (5th ed.). Sage Publications.

®  McLuhan, M. (1964). Understanding media: The extensions of man. McGraw-Hill.

®  McQuail, D. (2010). McQuail's mass communication theory (6th ed.). Sage Publications.

®  Parthasarathi, R. (2009). Journalism in India: From the earliest times to the present day. Sterling Publishers.

® Sarkar, S. (2014). Modern India: 1885-1947 (2nd ed.). Pearson Education.

® Severin, W. J., & Tankard, J. W. (2013). Communication theories: Origins, methods, and uses in the mass media
(6th ed.). Pearson.

°

O'Shaughnessy, M., & Stadler, J. (2012). Media and society: An introduction (5th ed.). Oxford University Press.
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g forer it 2020
. . gerehTiET ()
DSE
YUEEE-1 (TH AW ATGATHH)

s
W3 (31 AT UTGATHA)
AT 3
i R viver

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and
Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE 4 3 0 1 T S0
VFE o & . yﬁ_a_

l3I13:\*:|Eh'l=faﬁ@{'&'&r(Course Objectives)

> Siifedy v i sraeronst, yae gl qom vy woust & faenf s et s qor difear-siifeda deiui
Tt foreRfad

> fefSrea am # sffea i saerdt Yahf, Tevmit S, Teas aHTS Te AT Tt o [T ST 1 3T Tl

> wire wfea, verifen, sée fafafafad qon ifesda dismic @ deiftr amenreia v gt ve srasri i awe fasmfd
Eacil|

> as wTfates, fefsea S, iifeda amom qefient we distiie Bfde & Suai g SHifede suaer & fasdwor i emmar
foreRfira sveam

> wiifean wm, s o, Tertfaer SR, e IS T et @ wefta iy wenet & stem, foedh ud @i
1T T & ST IR [ iad Tl

RIGEER] ST o TR (Course Learning Outcomes)

> Siifedy st i e SAaEnens, fgidi, e wonst qur sifsdy e de gl w1 gy geieT
ERgcal

> fefSrea am & sdffeda &t SRl Wohfd, HewHTl SEhid, Hedeh HIS, AT THhTNGT Ud HTHaTe Jami & foshe &1
STTCATEHTCHe STEARI L Fohll

> wrre wifean, veniien, s ot qor siffeda tisrie @ deifera wy yafal SR sagiiie ST & farsdwor &
el

> o uATtated, fefSiear gar, Atfeda amm qeient Td Wistie Afda & Aresm O Hifedd SuaeR 1 STeIa Ud SAean
Al

> Hifea w9, Sad FHion, et @9R, B IS, HEsTHHR a9 el SAifedd ¥ wefid gEehted Jh
HATATCH, T 1o T ¢ T WY FRI A § Fead gl

ToRTS 1: ATTSIT 1eTTT : Tgifereh T SATIER TN (9 ©2)
o 3iifedw AU, YR U ATfId fawH Y
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o o1 P il g s s
Tt Siifedw frgia vy : arsueiie: Hiea faaid Ty, -8 wall Y, I U Afefhere s
Hifear dewr, 7 ey, Qe Hifedy ud ey o qear ofa.fsram sy

TohTE 2: g aAtTeaw, fefireet venfa vat wewfiaT vivg (12°%2)

TefSTeat I 4 Hifed™ : ioha (Active) T TS (Passive) Hifeda
T3 B T TanieT femhieht ud fmm

TR (A (Participatory Culture) 3% Feareh wTsl

AT TR, Tefoieet Tamil Te SAeTs wIRTAT 98 §HeTe = 21e

: Tefree difean, vemien ua eitfeea uietie wirer (12 ©¢)

T e wewird X ifedd aar Iy
diSTie Hfge : TTEe, IR, e, foeteh-9 1€ Ud ot <rgH e

: AT guTe, SHa e ATFEaa farsywor siver : aehdieh U wTaT (12 ©2)

39 TATferfear, fefsea Ser wat itfezia amom s
T TTe SUFTT TS AT SUERT IMer
S fmfor 4 Hifean we Sfifeda wy

TR T (30 ©¢)

et g W=, SeAifastT < e et fefoee wiew i it siifeda Niwrse dam
Hﬁ%mwwﬂgﬁ (Uses and Gratifications) T W@a@ﬁmﬁmmmﬁw Excil
T HISHT STANTHATSAT oh SHTER T STEAI L o ST HT FHTOT T ST HIE0T ATl

fopeft fefoteet Hifeam wiewi (YouTube, Instagram, Facebook 3Tf%) 3 3fifeaa tistie Bfga (Likes, Shares,
Comments, Views) T fSrsgsur |

T3 B o TahITSTT-Teapifer Hiee o TR o foreft wifean wmaft <t Aifea wfforam w1 stearem e
ERiECIERIEE] HHSTT (Online Community) W%%ZHH’HEW%?HR@WWI

e, ST 37T fES e § Heiferd et ereT a1 affezia e wat s forsgyor sk

fopeft stie am drrer Wifgam 1™ (Campaign) it SAifeza T@afiT (Audience Engagement) 3T 37e59 T faié dam
E2C|

S TSR 3725 |IRTe HITSAT STHTSCH (Analytics Dashboard) 3 3TiweT T fersgeor & ke seqd &l
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»  ifeeie sTer | et foret awehtel forvar ot @7 2 aiEiSHT (Mini Research Project) IR € 3ty faé wat
STECRT |

»  Sifeeie ud el Hifam wiewi (e aes/sEem) % SRl W He it RUIe Tar FT

" e e rferfin TRt Ust/oeT o USTHe (AITSeh, TR, ) S frsdwur SR

»  Shde et fmionferdt fomiy it wwe (g, wmion, Afee ) % fog shée T s

» iR O form Tt wifeam shde v axtent it wfdfsra wer o fog we == smifera e

" Focel: fordt aTeRe hée A e o SHifEHE SHaRR & g & s1eA

T JEeh :

o TR, R, (2010). HifSAT : 74T IR, 7€ 5. 7% Tt AToft whTRH|
o SR, TR, (2009). €A, GHIS SR HEhf. 75 faweft: Tor R

o  1eT, HIEEE. (2018). STHER Ue Hifgar e, 78 foet: T ufscrerera
o fiE, THWHTEI. (2016). THEER : Togia 3T HaR. 72 fdoeil: FATiiehel UfseAtIiT sHu|

o TR, foe. (2019). = fifean : fagia siv =reew. 7% feeett: Teemmet wehem|

o iy, THRIOL. (2017). SHEER STTEE. 7% faeel: e dfocrarl
o sfiameda, %, . (2015). Hifea i : fagia we vgfa. 78 feeet: amf yemm

FHTETH ITAT T 1T TEh ©

® The Audience Studies Reader. (2003). Edited by Will Brooker & Deborah Jermyn. London: Routledge.
®  Audience Analysis. McQuail, D. (1997). Thousand Oaks, CA: Sage Publications.
®  Mass Communication Theory. McQuail, D. (2010). London: Sage Publications.

® Media/Society: Industries, Images, and Audiences. Croteau, D., & Hoynes, W. (2019). Thousand Oaks, CA: Sage

Publications.
® The Practice of Social Research. Babbie, E. (2020). Boston: Cengage Learning.
® Media Research Methods. Gunter, B. (2000). London: Sage Publications.
®  Participatory Culture in a Networked Era. Jenkins, H., Ito, M., & Boyd, D. (2016). Cambridge: Polity Press.
® Convergence Culture. Jenkins, H. (2006). New York: New York University Press.
® Digital Methods. Rogers, R. (2013). Cambridge, MA: MIT Press.

® Research Methods for Media and Cultural Studies. Stokes, J. (2013). London: Palgrave Macmillan.
sravae e :
et vat W waet Y o

® Internet and Mobile Association of India, & Kantar. (2023). Internet in India report 2023. IAMAL.

®  Federation of Indian Chambers of Commerce and Industry, & Ernst & Young. (2024). Indian media and
entertainment industry report 2024. FICCI & EY.
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Telecom Regulatory Authority of India. (2024). The Indian telecom services performance indicators. TRAI
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Nielsen. (2024). The Nielsen audience report. Nielsen.
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e forer fife 2020
. T, gereRTiat ()
DSE
THT-1 (Teh AHTT ITGAHH)
LLC)

W3 (3T AT UTGATHA)
HEAT3

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE 4 3 0 1 ek Il
At go fagia
MID)

u@m%aﬁm (Course Objectives)

> TS gAST ST T SRS, T, Sier wre Y qoT ge- e S ok Sgifaes S & farenfie s it swwm

> Tew, efifasm, fefstea ifean e whi dwspfr o atef-fmfor, ifear sfafafrea qor armfser-aiepfae fomet fi meaes
et foenfad e

> TG SHST 3 AT, ST, T2 HCET, T Aohe1ehi, TR, T el €alf o forseour 8 STaresh SATAHTcH el RN hizTet
ferenfera e

> frem frgidi, Aeftenfearm, Tifea wrame, dierst qon gwr sted-fmior & weifera w Senfie wa iy gfvenmon o stera
h{HTI

> dured, fasere wriefe, sifeda feee, OTT we |ierer #ifean shée & farsgwor ST s w1, SATe=HTcis: edish qar
STRTETH TRE Al awraT forehfra s

RICRERRCLORE = gfor (Course Learning Outcomes)

> T ST T T T SRS, e AT T 3I-51 TR o gifcieh ATEN bl a1 et fersedwor o ertll

> Toew, efifasm, fefstea ifean vat whim dwhfa § stef-fmfor, Hifear ufafferea qom amfses-aiesfaen foawst
HATATATH HeaToh L Fohl|

> q‘fﬂsﬁﬁﬁw,@&{ddl,%ﬂﬂd*ﬂ%i,Mise-en-scéne,W,@T@wﬁ%mﬁﬁﬁﬁwaﬁrw&w
T GH|

> sftumfreraraTe, Aemdare, ST, SR, Hierst qo S S e fhen gt s s s gu fhew ud sfedt amf
EF[\"‘ll(’”"ﬂ‘ﬂ(‘H"h\"‘lwq"lWH"iﬁll

> Hured, foeeret el sifedd =M, OTT Ud |ivel HifedT shie o Heiferd e Sremetl i Tga T 3, 4
T U sTeRratie: FUTe A R | e gl

TS 1: Tl U LT : ATURUTCHE ITTe (9 ©T)
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T T shi SR TS ferehrer

fohew, eefifasm, Sifean va fefseet Shim epfa ot vt it wiow

-3 TR, wehfa, Wifean wfafafiea ua eref-fmfor (Meaning Making) W siver
T SHT : T, Wi ok T S T

FRTS 2: ATCHT 3T hY WTHT, SATHIUT T g Torgwor sner (12 ©2)

vite, ¥, Wierel, 3v ST, S e, qae, i v ge fsig (Point of View) 371
Mise-en-scéne, JehTeT, T, &, ATSSEHT T Udieh o 79-famfor

TYI-97 U138 (Audio-Visual Text) 3T frsgwor

T et Sfifat amft o1 aTew (SR 3Te) STem

TS 3: Tohew frgia, ftenfeas va Rfea vty (12 52)

SAU=TERATETE (Formalism) Td TeTdaTE (Realism) IMer

3T (Auteur) T SR (Genre) T

HieTS! FEid, g2 el FHioT Ue axieh TTE 01« 1S STTESIEEH, FomRie U Ja e
Yrffenfea (Semiotics), Hedre, Tk, weieh T J=ites e

: e, Wfea forgeret veamfa ua sififew fmor virer (12 &)

Hure fogia e Teieh T 3TeeH

Tor[eTet TR i Ue geshelt ST T ST
fefsrea sfifea, OTT & wiere Hifean shée it st
JAifeae N, e U wesTiiaT et s

TR T (30 ©¢)

forett =rarferat o, Safert o S-St o1 FfohT ST STe o gTEhioT & forsduuiteneh Nfdeia dam &l
Torelt qer-sre |t ¥ite, Wi, Wieed, S U, Harme Te ShiT sht STerr ot e Té Sreqa Tl
Tt fher/ifedt & Mise-en-scene, ThTeT, T, €S el Tciohi o STANT T for2eoT HT|

foreft fipew, forgmoet an feforea fifealt a1 SaRgaTa (Textual) Td G¥9-557 (Audio- Visual) Fors3wor s

H=TRERATETg (Formalism) STeaT FTEE (Realism) o SATUR T fHt fiher 1 SATe=mTons: STERI Ta S el
h Tl

forelt a1 (Auteur) 1 31 AT TRk oot T JoTTCH ST T IHehT IANTA fororaTat ot Ruie dom &l
forett fopeat o - eIt o1 SEiSAITee (Semiotic) forsdwoT htd BT Hord, fireren, Weffeh Uel S=ITitah 372ff ohl 0@ sttt
HieTSl Uet HATa qeheiIohi oh SIS 3T TR T 2q ThEll §9 (Scene) T s wuTTcHsh 3 T2 IR 4T

OTT WihH STeT T Hifear Sifed shie 3 g3ieh T8N (Audience Reception) 3T HA&T0T Uef frs3wor |
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. qﬁTsﬁG{ ST T Heifera forelt TmepTedi= WW@@HW@T (Mini Research Project) =R =T 3ier faid
SR TeRTOT & STl

T JEeh :

o TAcl, SR, (2014). w3 ST H, 78 fawett: srfiet oo

o i, FeftEr. (2010). Hifear : 7o IR, 7w, 7 fawedt: Aol wewwE

o FAR, foe. (2018). frew stem : fagia iR swemm. =% fawett: ot ufserererai

o sffaa, &, WH. (2015). SHEER us Hifgar sregem. 78 ot amft yermem

o T, STWYH. (2016). 379-91=7 TR : Fagia i saer, 7% facef: Fenfaenet ufsatyi o
o iy, THROT. (2017). Hifeam viver ; firgia wa ugfa. 7€ ot T ufscrsrerm)

o qd, HFEE. (2019). fheH, THTST 3 wEhfer. 78 facett: Tor faredh

I, TRTE. (2012). FeET : 17 ST S2meRtor, 718 et Tstehdet Jehrem|

SARTETHER JUART T AT TEah :
® Bordwell, D., & Thompson, K. (2020). Film art: An introduction (12th ed.). McGraw-Hill Education.
® Stam, R. (2000). Film theory: An introduction. Blackwell Publishers.
®  Monaco, J. (2009). How to read a film: Movies, media, multimedia (4th ed.). Oxford University Press.
®  Sikov, E. (2020). Film studies: An introduction (3rd ed.). Columbia University Press.
®  Wollen, P. (2013). Signs and meaning in the cinema (5th ed.). British Film Institute.
®  Bordwell, D. (1985). Narration in the fiction film. University of Wisconsin Press.
® Block, B. (2020). The visual story: Creating the visual structure of film, TV and digital media (3rd ed.). Routledge.
® Nelmes, J. (Ed.). (2012). An introduction to film studies (5th ed.). Routledge.
®  Chandler, D. (2017). Semiotics: The basics (3rd ed.). Routledge.

® Hole,K. L., Jelaéa, D., Kaplan, E. A., & Petro, P. (Eds.). (2017). The Routledge companion to cinema and gender.
Routledge.

®  Chion, M. (1994). Audio-vision: Sound on screen (C. Gorbman, Trans.). Columbia University Press.
®  Manovich, L. (2001). The language of new media. MIT Press.

® Elsaesser, T., & Buckland, W. (2015). Studying contemporary American film: A guide to movie analysis (2nd ed.).

Bloomsbury Academic.
® Nichols, B. (2017). Introduction to documentary (3rd ed.). Indiana University Press.

® Pramaggiore, M., & Wallis, T. (2020). Film: A critical introduction (4th ed.). Laurence King Publishing.

AT AR TN <ht RATe :
& e R wew 6 e
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Ministry of Electronics and Information Technology. (2023). Digital India annual report 2022-23. Government of
India.

Internet and Mobile Association of India, & Kantar. (2023). Internet in India report 2023. IAMAL
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g forer it 2020
. U, greRTiEt ()
DSE
YUEEE-1 (TH AW ATGATHH)
LE)
W3 (3T AT UTGATHA)
HEAT3
wHifea st Aiews Towa g

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course reference is in

Practice (if any)

DSE

HifeaT 1 Aiehidn
e Ty

4 3 0 1 ek Il

TgAHA % 327 (Course Objectives)

>

>

TG areie, Teh, TR Ue |HTST o e Heltli oh1 ST hid g Ueltal UTiT o Hieapiaeh a=iedl sid ar
wenfa-fmtor it wfsramatt i e gfy & gue a6

whifean i, wiepiaen T, wfgerear, o, s, o v werr & waifiq fomt w1 et fagwo #d g
whifean o wifch ST foremeeam st ftrenT T sTerem T geh|

TS YT F AT T 0 (ISA), Forerreaman, 71, wifes v formmet wefeft frgiat 3 wresm @ wfifean i ammfoss wwammett %

ST T qeATH L Fohll

TR (ST EEah cf, ST, TS FHoaL, JaT Sl To e TTqe shi SRS T SR I Y HIEhiaoh
ST, STHEHI qT S Hefeft sope fagiai 1 wiverer vast o wwe we )
Seftartor, TefSTeat Hepicr, ATt HifeaT, Jeas: quTs], TrshaTgsie qoT fefoeet Sfatr i Tisranstt &1 fadwor id §¢

guehTeii Hifea, @ehfr 7R wfth STemTetl o Taed T I STATEHICHE STET L TRl

UTGAHHA 7T o TRUMH (Course Learning Outcomes)

>

>

Hiehfoeh e, foramem, S, ATTites Jarst qor T & Heifir s it i S qins 1 STe et g
T §U HEPId ST HT o ST i T F Fohil|

whifean wfafferes, wtepfaes T, wfesraar, o, Sfd, foim ve wers def fomeit @1 steram w e § fifea denfes
AT qAT FATh Hefell T T S AT L Hohll

TR, STER, Thohthe Tha AT HiEahideh STEe Tl o S Fogidi ot eehreti= Hifam Ud Hitap(eh aiereratt
feregheror 3 rreft & & g A weH |
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> AIHIRT HEhd, STEEEHIA, ST e, JaT HEah{ qoT Aehieh STaRrg o fafr Tredl &1 3T it Johfoush Team,
wfcrier 37 Highferer aftad it afsrarstt st ame TR

> iR, fefoeet depfa, g ifean, Teas: aare, ismargse we fefrea wfata & weferd anenref 1 o aawes
e fomRfa e gu Ead foredwor, stieiemTene fefe o sTerafis STTee™ e e 2

TS 1 : WiERToreh sree Tt viver woRnd O %)

®  HiEHfds J=ed (Cultural Hegemony) Te U2 UM 7 Aihicieh areieal fagid o ST
o ST WHIS, Ty HI T Ue weafet o sht ufsher st srer
o oy, wiits sf Hifear sy

FHIS 2 : WITSAT WA TS ST HTEh (oeh- T T viver (12 &e)

o  Hifean, Hiwenfaer Tstif 3R Afafere (Representation) e

o TG (Stereotyping), 3, S, foft i wgamr s Hifea sie
o X AE 3R A= TS 7 (ISA) T

o Ik, I, fFoRIRERT (Ideology), Srmfier fAmior ofiT formst iver

THIS 3 : TGRS TEehTd, IUHEHIT SR FfoRre T sveaam (12 ©2)
o TR TR (Popular Culture), STHEH{T (Subculture) Te I FHewk M

o TG Tiaue, TaT HEhld TR Jehfoueh T i TR

o TS Thel T SR THEId (Mass Culture Theory) T8 ®i&hideh 37 fid (Cultural Studies Theory) 3T

YA
o  3IUEEH{T FIEIT (Subculture Theory) Td Sfatiel fHgid (Theory of Resistance) T 3T
TS 4 : Fefteor ffeet weenta, wiorer #ifear o vif dremmett & sreaam (12 ©2)

o Ifies wifean, vorfa G%hf, HeROT (Hybridization) 3R TeIheITgIeT TEr
o  Jafierur, fefreat Teapfa wdf Jeash wwret oy

o e Hifan, writh T ue fefsreat wfadier siver

o fefored dearid, Feash @9t (Network Society) 3R Ifash Hifear my

UTATTTeR T (30 &)
" iR T ST
o foreft guTeT oo, Tt =it tor feforeet whifean e ot wrmaft ot forsoor st withfh s=ie & SaTeTull Al ve= :id g§u
e Gam =
»  fifgar wfaffeee fasgwor
o foreft fhew, ot EfT, forTot o wwmee wmwtt # o, sifer, fofim svera wgamy o wfaffores st stem s weqf @l
= EfgagaT (Stereotyping) STEIIH
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o forfire wifea AT & T Sieas Sl 1 Heher T 3ok ATHTISI THTET T M-I dam )
» TR o HiEEp e dered i T AT
o forelt GweRTeie |THTISToR, TSHITaeh ST2ra HifEam ST s UTreft o fgid o SR W fqedwurcnes e il
" RIS daee
® IET3AT o Sf< A Fieapiaen Yafeat (e, Efta, He, |Rret Hifsam i) T et ST geerer . et
& il
u m@f&f(Subculture)W
o foreft forfRre Swerepicr (S8 AT wHaT, B shoer, STt EE 31Q) 1 e TSt IR il
»  gywre Hifear fmet fasyaor
o foreft T amTfSies o Teifaes fosmr ot dierer Hifean awe, fevafor war 2w st o1 fasgwor =)
v feforea vl stfirm = sremm
o forelt SATaTsT TmTfSTeR STierer o fefsieet aferier AR (S8 wataor, ifies e, frer snfe) 1 siawes st
ey
n JefieRtor Ud T SR T AR
© TR o TS § TATT TG, HTH, HISH, TS AT THOSTT H ST qiEi oht & T it fare o i
" R0 OIS T WA ST
© TSN ¥ waifeq forelt forver ot e wreteT, ST Henet Ue forswut o SATHT O e S0 SRR R AR H S il

T T :

o UTRM, T (2014). S AT § TAMT oI (TG T, T3 et Heorfred.
o EE, TSE. (§.). (2010). Heahfdr, Hifeam it wwrsr. 7€ facett: amoft yerrem.
®  To, TIMIRI. (2008). HEHf T wwrer. 73 fewedl: IRy geaeh =,

o TN, R, (2015). TAHIT HEHd. 73 feett: TTHAe T

o TR, G, (2012). HifeaT fomet, 78 fawedt: amoft wermem.

o W, fomwE. (2018). Sefterwor, Hifean si wepfr. 7% faweft: F w0 WM,

o fiig, SuM. (2016). TiEHfeR 3T : fogia it aftie. 78 faoeft: S Jehmem.
o iy, THIRW, (2017). SHEET, HEHf 3R THIST, T3 faeeft: TR e

o =TI, SR, (2011). Tifeam st i wiwpfaen fomet. 78 foeeht: smfi afsermm.

o T, 3 FAR. (2019). feforee depfa 37k drerer wfifean. 78 foeett: amoft wehmm.
TRTIEH IUART Y 317 T&ah :
®  Althusser, L. (1971). Lenin and philosophy and other essays. New York, NY: Monthly Review Press.

® Barker, C. (2021). Cultural studies: Theory and practice (6th ed.). London, England: Sage Publications.
® (Castells, M. (2010). The rise of the network society (2nd ed.). Oxford, England: Wiley-Blackwell.
® Fiske, J. (2011). Understanding popular culture (2nd ed.). London, England: Routledge.

®  Gramsci, A. (1971). Selections from the prison notebooks. New York, NY: International Publishers.
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® Hall, S. (Ed.). (1997). Representation: Cultural representations and signifying practices. London, England: Sage
Publications.

® Hall, S., Hobson, D., Lowe, A., & Willis, P. (Eds.). (2005). Culture, media, language. London, England: Routledge.

® Hebdige, D. (1979). Subculture: The meaning of style. London, England: Routledge.

® Horkheimer, M., & Adorno, T. W. (2002). Dialectic of enlightenment: Philosophical fragments. Stanford, CA:
Stanford University Press.

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

® Kellner, D. (1995). Media culture: Cultural studies, identity and politics between the modern and the postmodern.
London, England: Routledge.

®  Storey, J. (2021). Cultural theory and popular culture: An introduction (10th ed.). London, England: Routledge.

® Tomlinson, J. (1999). Globalization and culture. Chicago, IL: University of Chicago Press.

® (Couldry, N., & Hepp, A. (2017). The mediated construction of reality. Cambridge, England: Polity Press.

® van Dijck, J. (2013). The culture of connectivity: A critical history of social media. Oxford, England: Oxford
University Press.

STeRTE R ST shi Fdie :
T2t et W daet Y e .

® WA UL, FET Ud SHIT HATER. (2024). e Nidelad 2023-24. 7% fawedl: MRd @i

o T WU, SO el FeT Teliireh! HATer. (2024). TefSeat gfean anfier i 2023-24. 78 fwedl: wa @

o W AT S (2024). TRA ¥ HfeAT vd TR & i Reorfer fete. 7% faweft: Wi wem

o STIE S WiETEA THITHERM AT 37T (IAMAI), T KANTAR. (2024). Internet in India Report 2024. H8s: IAMAL

o ife ST, (2023). wRa # fefoea ufad it gamasft fasm frard. 78 feeett: yia wem

International Reports:

International Telecommunication Union. (2024). Measuring digital development: Facts and figures 2024. Geneva,

Switzerland: ITU.

Organisation for Economic Co-operation and Development. (2024). OECD digital economy outlook 2024. Paris,
France: OECD Publishing.

Pew Research Center. (2024). Social media use and digital engagement report 2024. Washington, DC: Pew

Research Center.

Reuters Institute for the Study of Journalism. (2024). Digital news report 2024. Oxford, England: University of
Oxford.

United Nations Conference on Trade and Development. (2024). Digital economy report 2024. Geneva, Switzerland:

United Nations.

United Nations Development Programme. (2023). Human development report 2023/2024: Breaking the gridlock—

Reimagining cooperation in a polarized world. New York, NY: United Nations Development Programme.
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United Nations Educational, Scientific and Cultural Organization. (2021). Re|Shaping policies for creativity:
Addressing culture as a global public good. Paris, France: UNESCO.

United Nations Educational, Scientific and Cultural Organization. (2022). Journalism is a public good: World

trends in freedom of expression and media development. Paris, France: UNESCO.

United Nations Educational, Scientific and Cultural Organization. (2024). Global media and information literacy

assessment framework. Paris, France: UNESCO.
World Bank. (2021). World development report 2021: Data for better lives. Washington, DC: World Bank.

World Economic Forum. (2024). Global risks report 2024 (19th ed.). Geneva, Switzerland: World Economic

Forum.

DataReportal. (2024). Digital 2024: Global overview report. Singapore: DataReportal.
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g forer it 2020
. U gerehTiET ()
DSE
YUEEE-1 (TH AW ATGATHH)

s
YHEE-3 (31 AT UTGATHA)
AT 3
Hifear TrmsTer viter

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE -7 4 3 0 1 T 3ot
Hifgam woRver

W%B%W (Course Objectives)

> HITSAT URIeR shT S{HRT, STRETIc U ek Wiehi hl §He foreh e AT dTfeh foremell TrehTi, HaTaH, FHTE < qofT
Hifear Sram-Hfedr o fasidi 1 AT eHTeHS ST T T

> HITSAT WS % AT Te GHTE 3cATe NIoRATSTT ohT ST T e foremedf et e, it wored, =it
TTSHRT T AT TEah(d oh FHTIT TR S| Al SfsRanstt sht eme el

> fefsrea Hifean ua 73 d=m et o e 1 faduumenes I Y& G arfes foremeff aedisifea wremar, g
Hifear disme, o1 SiHfcrsw, Seae-aifshT qe HAies shée fmtor i awshTef Taftr st sTeem o el

> wifean o wifvh, wlaffee, fafeme oo arsmier it afsrmst 1 sreiemTeTs Jedie e e o e w@nfia,
TS T, ST HEpId, I it Td YT SATE o AIHTISh-TSH e STTATHT 1 §He Hohl

> I GIEaIVT, T wuTTeHer 1T Ue SATARTIE hixTe ohi forehTel AT qTieh forermeff Hifea & Heifer wwemstt, Fte e
A el T HRIA T T I, TS, ST T oo qei Hifean At 1 STeii=Tedsh Jedish L 9ehl

RIGEER] ST o TR (Course Learning Outcomes)
> e IRIeR 3T $fHeRT, STRETHCd, SATaETTIsh ST qeT Hifear et & frgidt st forswor sid gu wmehriar 7 fegerr,
I, ferarafierdT ue SHATeEl & Heed i T FT Fohil|
> fifean gt i RS, GHR Hehe, Geamdd, Suted, e ue gmTem Icured Iishansty o1 STTei=HTcHeh 1833 T
Tt Hifeam i T i FRITTTe T e F qehill
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> fefSea whifea, aeditifean wemiar, der Hifsan gum, ot sHicsT U thee-=fshT & Heiforg STaaroneit, der-ieh Te Te
TGt T TITET STFRT HT FHA|

> e =g, Hifea farfeme, Hifean wanfica, Hidie TTe, 21Tt Spi qom <iethiH it SEt Srenrel Hifear gttt
TorseeoT St §T 379k WIS, TSH e Ta Hieapideh SHTaT T Jeaieh s dell

> Thfear defeft forat oz siver, et farsdmor, oS, Gt fersdwor e s Fare oiae o Hie 8 Tod, AT
TS STIHTII giEshIvT e T gem|

FohTE 1 : HifEam Ut st sifirent, STRaTRIcT U TR STTeRuT vty (9 ©2)
o  HifEaAT USRI ST ATV, TeetdT T 371 USTaK TR (Professional Conduct) T ST&
o uriiteh v fefSreat ifear & wrt-am wirer
® UM HehoH, HeaTo GuTeshiy fofr ud aumem === <t ufskam s

o wiifea fekar, SATE wfeqr, Frerar, RqHEd & s ud ST e
THIS 2 : HITSAT HIETUITEA, AHTAR ICATEA TS AR TS HERIT T I (12 ©2)

o  Hifear wrAyUe), TS, THTER &7 (Newsroom) 3T HTEHT ohT STEI

o T HUE Y HHIER o el TeT HIE ohl qohri 1o UL 71T
o HuTeH, I Usfe, Renfén it Fiee 7% : Hehe, W wd e watelt it =t st

® I ISR I R 7 el I AT HEpid Ty

3hTS 3 : eftee ifsan, 78 wrd wonferat uat shee fmior uv i (12 52)

o fefSree tifean, 7€ whifgan, fefSea v wiitRufasht ve neditiifean wemfiar 1 srermm

o Ty Hifean Wiewie ud Aifedd solamm ; Taee, 3iife, difean, mithes ud aediHifear wriefer = fasdwor
o 2T SHfcTSH ST Fae-aART : SeT we, farsgur, fosatamssive % e

o IS shee MM, il (Framing) 3T fea fmfor 1 steerm

THIS 4 : HTSAT hT AHHTEAH G, faframe get ories €= oy (12 ©2)

o tifean fremm, g =, e =g 31 e w e s e siie W) sy

o ot 37 FRUNE qaTa : STSTHIeRToT, STt Teanfa, Hifear wanfie wdh shiuie fedl ot otem

o TR ol GRAT SN e : W, STueT SR wagARiiet &t  feaifé o vera

o e eT, wiewd ST Tl : TeT Aented w=R, T dSfiame (Surveillance Capitalism) ST FEHT YA &1 3Te

T (30 52)
= wfifee URraRl st ViR T STRETRIc T ST
o fordlt fiie, Sieft an fefotee ifean dxum 3 wwerry/EvTEs o1 |rerTeh i |
o 3 A, ITETRIC, Afcieh T Tof URTa AT 3 forsquTTerah Sfcraie dam i

" AR 99T (News Verification) 3Teqd
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T & FHTER I H-9-1 i i Hifean wewmt (e, 6, fefea) # @
q2, B, Sl et e i qerTonss wter Seqa i
THTER =7 U Hurgehi forr wfsra et fasdwor
Torelt GrTeIT-oT AT =S U1t oh YW YB/EIHUS T Ush WHTE doh 3T i
TG THTERI o = o HHEE 1 Y-S fersguor s 4
ISR ETHT Ta HRIOTTE 3T 3 T2
Torelt wifea wma st —Isrest e, FRl-FrToi Te §HTem SeaTes Ifsha i 8 el dam )
TSI =Te (Organizational Chart) ¥t Sfiret &3
Fiee frarfém ufemsrr
T forhrer, arfercor, fRTetT, wameest A1 ATt S § Heifid for I hies fte dam il
TTEATCRTT, HIST TS ST shT ITeT AT o &9 § Hel il
AR §EHTT (Popular Culture) fersgwsor
foreht amere arerer Hifean Fe, aa |, fvew, forqmom = ki wieehfaen seaT T 31eae il
3T WIS TS Aiehfeh TTa ot farsworener e dam
TeHifear wriefeT T
forett e forwer ot 2o, wiet, sffea, dfifeat ua sehinfthae i ST shid §u AediHifear R dam i
sifee wieme i wHifa ot T
ere- TR U e I STeI
HreTe Hifean W i forelt wifeve qeremy/aTe i = i
TSI il AT STUTRL JTehT T hl ST 3l T Shere-=ih AT IR |
T SIS Ui ST
forelt TTelStioh <21 &I (SATOT, TR R te, Tt et 31fe) & ties Tt il
2T s guT UE fos[aTamTs IR (ST, U1, ShITTtheh) AT ot HHTaR-TTEi fate ford|
Hifgam nfirea, wiew™ w1tk Td SHiaie 9T 3TeT=H

forelt s wifea g o = ot U TTiHed af, SaTemTTae fedi T ATl ot sford STl <61 S-S forsgeor
Eal

Tt o e watires, ST, FrsToe ueh shiie JalTa o Teeqat! i e il

eI Tk

STreft, T =5, (2008). HifeAm S aremEs. 78 fwwdt: i fiedh

FAR, foF1e. (2018). SFEER ; frgia 3 saer. 78 feeft: Tsiewme TR

firg, 37of foram. (2019). smegfreh werspTfea. srmrS: ferafermmer wermmI

#ftert, TorsRIaT. (2020). THHTRET e, ST ARG =qaal T R FhTiaT U6 dam forafommer
1ed, FHE T (2017). Hifear fomet, 7% faeedt: amoft wepmem)
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o iy, swor forrl. (2016). Tt worentiva : sfoemer ok aweRTeli= uftgw, € feoeft: Rt gadial
o TS, VW, (2014). SHEUR 3R TR, 75 faweft: Temepsm werrem|

o S, wfadr. (2018). fefsea fifgar it wreriiar. 78 foeett: wnfeemmy

o TS, TSR, (2019). Hifgam Afcerar 3 i SuteTtied. 7% foeet: Tama Jermem|
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mmiﬁw:
et vet st waed < feare:
o U FEThT ATH IMEAT. (2023). THRINGAT =R Giwar val Ig it el garef anfier uftraeq. =8 fooett: J0 Ffoa e
gfeam
o I SHHTR HEIAM. (2023). WRe Hifeam ufgwr v fefree difear s fdid, 73 feeeft: wwetr ske=m geum|
®  ATGTATS Tqaal TSR TehTIAT Ue Ea fopaferenmer. (2022). W ThTiNaT Ue S STea fte. wiiTer: AReare
EREERURRECI IR R N E R BICR ]
o ife s, (2022). fefstea feam: denfireht vet w=m foeme fraie. =8 et wra wm)
o S U GO SEfeh! HATer. (2023). WA # fefSea Hifear ua dmrer wifear swint fdt. 78 feett: wrd aerl
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g forer it 2020
. U, urehTiaT ()
DSE
YUEE-1 (TH AW ATGATHH)
LE)

YHEE-3 (3 AT UTGHATRA)
HIEAT 3
wreRa (afserer ThI) virer

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and

Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)

DSE - 4 3 0 1 T S0
A (TfocTeh
THIER) v

l3I13:\*:|Eh'l=faﬁ@{'&'&r(Course Objectives)

> Qe (dfecsh THR -Public Sphere) i STaremom, frgidt e Ufetiaes foarenm o1 3Tea Fid g€ e, AT |,
SHA frmtoT qe wretien fomst % we e ht wHe

> ke, ST, HTee T Ud Hresi e ot & deferd s fagi, aemonsty e wire worstt &1 frsguoners u
SATATHTCH STEFIT HTAT|

> TS, ST T, TS |, ST TR qeiT RTich-Eet shi SRSl 3h ST hiid gC Tocteh Thiar H Hifear s s[fh
T G Th LT

> Sfeae Hifsa, aaTRie Hifsa, FwTes et 7o fefiea afecte Thien & 3wid Tl T e amTiseh-Tsifaesh
TTET T IR STETFH HLHTI

> e Hifean, e =, fragep e, el fontem we weisien & & STemmarstl SEft eweptet it
TR foroT e BU foremfelar & o 2, et fasdwor v STemafires oia shieret T forshre el

RICRERECLORE o gfor (Course Learning Outcomes)

> e (dfoctsh THRI), TR, T GHIS, S AT Td HraisTie (st & Seferd S sterumonai, fagidr qem g
OIS ShT ST U ferseor T wehl

> I eI o ufecih TR fagia afed T Seniies G AT r=HTcHe IUshivT o Hedieh Fid ¢ 3ok HHahTcl
qrTioes UE Hifea vt § ST ol que wa|

> Hifga, Sma i, weier afé, gfaffiee, sifh-weie ae ATl araiiar 3 e Siqds i ST 3Te e
fepsggeor R FaHA|
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> it i, Senfeaes Hifea, amaThien wHifsar, FnTies e iar qo fefsea afscrer wwhie i vifie, s va Hfaar
EaRiEicR Rlc EatiEall

> %% =g, fragewe i, fefSreat forrem, arnfors sremmarstt vd ewenel aeses fomel & 3 78l 7 Sy e fafem
T ST L 5T 2T IR, Frsoor, Fite oie ue STehTafieh S Iehtor i H W 2l

TS 1:

THIS 2:

3hTE 3:

TR (UfscTeh ThIAY) ST FTieh ST Uat Ggifah wier (9 ©T)

AR (dfecteh THRIT) hT ST AT SR, Tk, TRTHE TS Ue S=Hd fmior

I BT (Jiirgen Habermas) Te Afocish ThI T fgia

UfecTeh ThIR T UfeTiies foshre : STl 8139, ¥ (Salon), fiie Hifgar ua amfies fomst 1 sreem
Tk (Public) T =i (Private) &1 : ST, 37aT Ue Siaqdiales o1 73

TR, TR 3 ATaweh formst smer (12 ©2)

Frast(e T (Public Opinion) : 31T ue fomfor st wfshar

Hifen, stma Rt wa Areraifies g

femst (Discourse), TS Ue GTaST{~eh &5 § TR sha

HifeaT iR Aeha : Fagia ve weaeTe (12 &2)
SArehad Ue Uik Hifear & fasia 1 st

GUTER, SHHd HH10T Ud ddsii-eh Teiel (Agenda Setting) 3T farsgor

eh e wifea, amgarfies wifea, ArTies weRiar STk ake

Hifeam, wifts wd ufafafere : stretramTerss gfsenmn

: FHERTA Areha: Tsfeet aftad T, Iwedt gtaat ge virer (12 ©2)

fefSreat arera : fefsreat wiew, temfen ud ardsifes Sem 1 aTema

ivTer Hifean, Seash TuTsy, AT HeTRdT, STTHcTE Hishadl Ud HiesT-eh [SHS] ot ST
e, I, g e, fems=hineT Ue et e Heielt 3ie

TArehad | AT : o, Sfer, fod, & wat feforea fawts (Digital Divide) Hefeft wier

TR &1 (30 ©2)

Fﬁﬁﬁ (dfocTeh THIFR) T SO UX ATfec THie (Literature Review)

AR (dfocTeh THRIR) ¥ Hiferd 0 & 7 10 I I/ JEdshi T STEIA L HTTecd FHIET fTé dam i

I AT o Tfocteh Th AL THgId T SAT=HTCH 0T

BT o gl shl T SATEROTAT, AT T SHehTe 1 STt 9 IMe-STeTiE fdié dam )

WISk T TSt &7 T JerTesh ST

ToreT |THTISTeR, TTifek AT fSfSreet 1 % € # |reseh (Public) 3TR i (Private) &1 o Sqesdl &1 o TSI IR
ey
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S frator o) e e s aeer

= fore! AHRTC AR AT TSHITeh fore T 50 STRETATSAT il oaq0] L SIAq wior 7 Hifeam st sifeht 1 forsgwor i)
qresTie formst (Public Discourse) =T formst farsgpor (Discourse Analysis)

» ol wmTeT o, el e o werer Hifsar st i fomet fpsdwor s et sreqa
TSter afér (Agenda Setting) 3EIIT

» 37 EHTEr ATe (TS, et o fforea) i u wwTe sl aHTa At 1 shie frsdNur 9 I8 ST T o TR R b
SrerfireRaT 34
HraTRes Hifear a1 Arfes wewTar i & steme

= forell TRt (e, ST SHTER QIea AT TG ToehTIaT He ohT ST ot 3Heh! |THTISTE Sfeh T 3y Ruie
ey
o Wifgar ua aresttaes fomst w1 feforeet vemmfte stem

» R BRI AN, STATET HARITH AT AT HITSAT THE 1 ST HL AT HeHTiar T Arase omel &1
[EEEERERT
e =I5 Td a1 (Fact-Checking) Tr@sHT

» T Ererer Hifeam et W SR 10 ST SHTSR/ARET T AT TS {uie aR i qoT ST qeT
TR TehT T 0T hi|
fefoteat favis (Digital Divide) Te ufecteh THRIT H STHHATST T STETH

=, S, fof, SRy A arfio-sTed STeR W fSied uge we Ariert @ St srerfien At e STt i fasgwr
Iy e G &

TR TEch:

o TACT, TR, (2014). HifeaAT stearem: fagia A fommet. stfirent afocrerd de ferdieed|
o TAdl, SIEHAR. (2011). WA, HHIS TR € f, STiient afsermd te feedteqed|
o  SISfl, THIRUL. (2012). Hifam, TS 3R Alehdl. TsThA THTIH|

o firy, ey ol (2018). SHETR TR Wk, WRe T Fdia)
o TN, FeflE. (2015). SEER: gl TR st ot wwrE|
o TR, IR, (2019). TT HITSAT T FHTSIIITH, TSTRAS S|

o g, STHYH. (2016). SE=R ATeAH: fgia 31t =R, TemHwT FehTeH|
o Imi WIS, (2017). Hifgar 3R swa. Ty fredt yehrrem
o ffer, fomEs. (2020). Hifean fomst 3R SAishd=r. T TehTH|

TG ITAT T T TEh ©
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society (T. Burger & F. Lawrence, Trans.). MIT Press.

® Habermas, J. (1996). Between facts and norms: Contributions to a discourse theory of law and democracy. MIT
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JTeRTETeR SUAT i Rute:
T2t et W waet Y e

o T T, FEAT To SARYT HATTH. (2023). WA H H{TSAT T SHROT &1 6T A1fiah NI 202223, G2 T SHROT
REINEI

o I uRwg WA, (2023). AfH Ffea 2022-23. 39 Tiwg HRdl

o  ifar 3T, (2024). YR H fefSiea aHTER v fefSiee wmem gereht foard, fifa smam)

o STFRIHEE TR FEAT W Harerd. (2023). fefotea Siean smishm: amfier fdte 2022-23. WRA HR

o NI Hiflewehl FRTer. (2023). R H HHTToRR 3T Reft vd fefSteat wg=r waieror frare., wiftereht vef s
[ERICRER PR

o  THN 9T (2023). I1Mek TfcaeT 2022-23. TOR 9|

o TSR AR STRITT. (2023). WA TS Gl deh Ug e Heell aTftieh RIe. T AaTierhi ST

o 3IIC Ug HiwTEe UHITHUI 1% 3ET. (2024). YA H $eE 3T fUiE 2024, IAMAL

o TrHifd—HuHEITH. (2024). Hifsam, Siehd= T S0 a0 fare, Huaiva

o N 3ITEH T, (2023). TSt TTae e ARTHE SewTRIAT FaTe. Seiarg e e TeT STeNfirh! Harer|

International Reports:
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UNESCO. (2021). World trends in freedom of expression and media development: Global report 2021/2022.
UNESCO.

Reuters Institute for the Study of Journalism. (2025). Digital news report 2025. Reuters Institute, University of
Oxford.

Freedom House. (2024). Freedom on the net 2024: The struggle for trust online. Freedom House.
World Bank. (2021). World development report 2021: Data for better lives. World Bank.
Organisation for Economic Co-operation and Development. (2024). Government at a glance 2024. OECD
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®  United Nations Development Programme. (2023). Human development report 2023/2024. UNDP.
® International Telecommunication Union. (2024). Measuring digital development: Facts and figures 2024. ITU.
®  World Economic Forum. (2024). Global risks report 2024. World Economic Forum.
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e forer fife 2020
TH. U, gereRTiat (&)
wrrer afarfer uet viver aeRteR
YUEEE-1 (T AW ATGATHH)
LC)
YHEE-3 (31 AT UTGHAA)
G 3
Hifear siver : wferfer e qendien

Course title & Code | Credits Credit distribution of the course Pre-requisite | Content of Course and
Lecture Tutorial | Practical/ of the course | reference is in
Practice (if any)
Hifegar yer : it | 4 3 0 1 e e |
LekETicT

TTgAHHA o 3299 (Course Objective)

> fornfela ot HifeaT e 6 g STTEROTSAT, FHi, Feed qoT o= Sohmi (T, AT, FuHTeH, forswurers Te
STYUITCTR) shT TS & LTI

> YO ST Sl UE, S, Wifgcd THleTT qei I W, Sed Ue fteheqqr fmior it erar fashfed sem

> Tomnfeit =t fafv s gfespiot (Amrmeesh, ToTersh e ffe) qorm sy stfished (STeTTesh, JuiHTeRs Ud e €eeh) i
TR THE 1|

> ST U AR S T, AR, STaaw, Bt TE, Taa Ud JavTiaq el 1 s 3 fomfea
h Tl

> ifeshir foredwor, ST SHTHIoT, HTOH Ud hiehT dehieh qeim STYfeh TTe 3Rl (SPSS, Excel, AL for Se1 wd wefiw
AT % U= At erma ferkte

RIGEER] ST o TR (Course Learning Outcomes)

> forameff difeam siter Y sraerROTS, TRl Ue SH Sgifern SR R A Ier % A= ST Al e S §

& gl

Torameff wiver g Y ugeE, |TfecT GHien, Ty T, SeTd Ue TRehe T o1 (HAT0T SFTies @1 § ot Fahl|

foremeff ferfir=r <iver gfenTort (srermesh, TomTenes wd firfra) qerm vt stfirered s = TE SRR S § e gl

> Tormelf ST SR T i Aol (P, AR, ST, BIohd e, FAE0 311q) 1 el U
LEall

> fommeff wiftershi fsdwor, So7 same, fté Te q ATl Y TR (SPSS, Excel, Al Td fort o1 deeiah) 1
Tt IR T TR

Y VvV
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ZehTS 1: Hifeam viver : afarfer (9 ©2)

e ST TICATHT, ST, ST U6 Hee
11T 3 S ; HHeTeh, STTH, SUHTCH, s qulTee Td SawuTTcHsh
ST AT : qEH, =, frerieor e wrfee aHter (Review of Literature)

IS ?{@?ﬁ'ﬂT: HEATCHSR gﬁaﬁw (Quantitative), TOTTcHeh ?{@Tﬁ'ﬂT (Qualitative) T fufsra gﬁaﬁw (Mixed Methods) T
3 Forereh Ue o qMg

gehTS 2: Hifegam viver : Rrgia, v ua ufarfer (12%¢)

I T, I TS TRhedHT

HTHHT HATHHTT : TATICHE, FUHTHE Tal ST R Shed
AT, STadeq forsdwor ua wardt fasdor

FrestT (Sampling) : HuTeTaT U stETST faftmat

Fonte 3: Whfean Wer ; aeReteR (12%2)

AL (Survey) T8 FaRTTH qehieh (Ethnography)

ST EIEYT Aol : ST Wel fcfareh e, srermarett fomior, STqge, HTeTehi, STaciish, hishd g == Ud e &2l
T fafer, Sexde stmenfid Sushior Ueh weIet (Obtrusive) T& 3T9edeT (Non-obtrusive) Tehieh

wifefcash S (Plagiarism), SiT=r debeiieh, Yo wal 3Tt forsgwor aeien

TeRTS 4: HiTSaT viver : |ieaehIa aehieh (1282)

FiREThT I Tohr{ 9 : ST HEH, ST, GRATHHA, STRL0T, SEEHLOT, Torswur, ST e qiehes T aieor
HTO T ST qefet ek : AT, SRHES, ST, ST AT, fraeiedT Te ST olierr T SPSS, Excel 3R

AT T Tt : Hi g, TorT STeT, STeT THTfeA e, Wi AN qehedioh Tl FATSS et 1oh

el <

Heur $ieft, def weier we faie e qehien

TR (30 ©e)

STy fersr <Rt 5o Ue e Sl U
o i & Heiferd IRy forwer I 37 wier wwen feifea s
o foret um Hifgam forar v wiver T <t e S SEehT GfTH TEaTe (Research Proposal) 9T ET|

NIEREICH (Research Proposal) AR HET
o 3y, ulteheuT, Iy fafYr we sTafara wftemms mfirer s
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= gifeer @HteT (Review of Literature)
o T Forer ox el XM AT forsdwor Ue Hard I Tl
o  wfd fawar wt anfeca @Hfietm (Review of Literature) d8T T
= gfieheuHT T (Hypothesis Formulation)
o 3Y % ST ITYH TNFHTIISA! 1 0T ATl
" e/ i
o TSI Bq TSl STl AT FATT AR AN
= FI&T (Survey) FHET

® Y FHN 3050 ITSTAT ¥ STeT HUE ATl
" GreehR (Interview) ST ST

o fort e URtaw/asier T HTeTTeh R TeRt FLaTd GRS
= 3@l (Case Study)

o fopelt whifear deerm e =t forega st el
»  ufchT qehHieh T SERT

o ITH HOIAT forfer o = X IEeHT TR ITANT AT
LI IR IR ACER |

®  Excel a7 SPSS H 2reT Wfaf¥ ot =1d/ume s

®  THDIA S SPSS AT Excel § He¥d fas3uor (Mean, Percentage, Graphs) Tl
= giftereh wlie & e
o T THifeE/AT-Se e wieor ARy T
" i i T
e Ui 37Ty R (30005000 ¥16%) AR AT T PPT o HTEAH & TEGIA a1 (APA/MLA Seft & el |
o  uF uf 3t fXutE (Research Report) T T o skl wel gmmar st 2

T TEh
T ATavaeh TEdeh:

o i, =Y. (2018). SHHTR Te UHTIAT. TET YfsctohyH|

o THT, TH. (2016). G 30y o frgia S farfr, R dowsm)

o g, TR (2019). Hifgar e fagia ik v, ssivay ufsesrE
o Turdt, . (2017). 3w vgfa. wfeeT wam|

o IRl . (2015). TR Iy i, forarer mee

o 3raT, &Y. (2018). B figid ud Iy, SET ufsafyiT gred|

o ATEST, TH. (2014). HTHTISI I, T Tfocisherd]

81



EC (1283) - 30.07.2026

FTRTIER IUANT T I T&ah :

Berger, A. A. (2017). Media and communication research methods: An introduction to qualitative and quantitative

approaches. Sage Publications.

®  Wimmer, R. D., & Dominick, J. R. (2014). Mass media research: An introduction (10th ed.). Cengage Learning.
® Bertrand, 1., & Hughes, P. (2018). Media research methods: Audiences, institutions, texts (2nd ed.). Red Globe
Press.
® Allen, M., Titsworth, S., & Hunt, S. K. (2008). Quantitative research in communication. Sage Publications.
® Berg, B. L. (2009). Qualitative research methods for the social sciences (7th ed.). Pearson.
® Tracy, S. J. (2013). Qualitative research methods: Collecting evidence, crafting analysis, communicating impact.
Wiley-Blackwell.
® Tan, A. S. (2018). Global communication and media research. Peter Lang.
®  Griffin, E. (2012). A first look at communication theory (8th ed.). McGraw-Hill.
® McLuhan, M. (1964). Understanding media: The extensions of man. McGraw-Hill.
® Campbell, R., Martin, C. R., & Fabos, B. (2018). Media and culture: An introduction to mass communication (12th
ed.). Bedford/St. Martin’s.
® Baran, S. J.,, & Davis, D. K. (2015). Mass communication theory: Foundations, ferment, and future (7th ed.).
Cengage Learning.
® Carey, J. W. (2009). Communication as culture: Essays on media and society (Rev. ed.). Routledge.
® DeFleur, M. L., & Ball-Rokeach, S. (1989). Theories of mass communication (5th ed.). Longman.
® Littlejohn, S. W., & Foss, K. A. (2009). Theories of human communication (9th ed.). Waveland Press.
®  McQuail, D. (2010). McQuail’s mass communication theory (6th ed.). Sage Publications.
® Rogers, E. M. (2003). Diffusion of innovations (5th ed.). Free Press.
Hifsar wiryr Rute vet e weEh:
o IHFHRMA A% 3. (2010). ¥ =S W I9-afufa Hi fare. 75 fooett: Ta wRfie i 3feam
o 9T et s, (i o). e we Hifean et R, 8 feeedt: wia et smim)
® T . (1%!'&1:[ Er‘sf). afer wfcaeT (Annual Report). 7% foeeft: Tam TR
o fifa 3R, (2022). wa # fefSeet uftad ua g=n fasm fard. 7% et i wwm
o A SHETR HEAM. (2021). Fifer-19 T TR Hifear: veh e, 73 fKoelt: TR SHE=m S|
® Reuters Institute for the Study of Journalism. (2024). Digital news report 2024. University of Oxford.
® TUNESCO. (2022). World trends in freedom of expression and media development: Global report 2021/2022. Paris,
France: UNESCO.
® Pew Research Center. (2024). State of the news media 2024. Washington, DC: Pew Research Center.
°

World Bank. (2016). World development report 2016: Digital dividends. Washington, DC: World Bank.

82



EC (1283) - 30.07.2026

Newman, N. (2024). Journalism, media, and technology trends and predictions 2024. Reuters Institute for the Study

of Journalism, University of Oxford.

Isaak, J., & Hanna, M. J. (2018). User data privacy: Facebook, Cambridge Analytica, and privacy protection.
Computer, 51(8), 56-59.

Howard, P. N., & Hussain, M. M. (2013). Democracy's fourth wave? Digital media and the Arab Spring. New
York, NY: Oxford University Press.

Mendes, K., Ringrose, J., & Keller, J. (2019). Digital feminist activism: Girls and women fight back against rape
culture. Oxford, UK: Oxford University Press.

sWorld Health Organization. (2020). Managing the COVID-19 infodemic: Promoting healthy behaviours and

mitigating the harm from misinformation and disinformation. Geneva, Switzerland: WHO.

83



EC (1283) - 30.07.2026 Annexure-2

Pool of GE
(Any One GE)
4 Credits

[Offered by the Department of Hindi related to MA Patrakarita (Hindi) Course for all the PG
courses other than MA Patrakarita (Hindi).

Semester I of One-year PG fifa oty ATarTersn
&
Futhes 2R Hitgam feraraaar
Semester III of Two-year PG 3
Structure 1
(Level 6.5): PG Curricular Structure with only course work HRNeA ‘q"]‘%a‘ra—{{:r

&

Structure 2 Torera T @R ATETRes e

(Level 6.5): PG Curricular Structure with course work & Research

g forer it 2020



EC (1283) - 30.07.2026

TH. U, ymrehtiear ()
GE
TTTEL-1 (TH T UTGAHH)
w
YHEE-3 (3 AT UTGHRA)
Hifgar i ATt R
Course title & Credits | Credit distribution of the course Pre- Content Of (?Ourse and
Code Lecture | Tutori | Practical/ requisite of reference s in
al Practice the course
(if any)
GE 4 3 0 1 w0 |
Hifeam st
TR

TGAHA 3299 (Course Objective)

Y V V V

A\

ferenffatt nt TaTfereR o o7, wefd, aTeifaek STrem we Yfcratiaes foenma it oy Twer g

TR wferer, wifereh STfererr o Seiferd weematt 1 sfieT 1 THET 5T Ik AR Heed o Tif=d Ol

e s <=t T o T ST 5 I9h! e, TTE, et ue ATeT R ERet § AMET w1 ST |
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