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ACADEMIC CALENDAR (2026-27)

Academic Event

Commencement of
Classes

Odd Semester (I & I11)

Tuesday, 4 August 2026

Even Semester (11 & 1V)

Monday, 4 January 2027

Mid-Semester Recess

Saturday, 7 November 2026
to Sunday, 15 November
2026

Sunday, 7 March 2027 to
Sunday, 14 March 2027

Resumption after Mid-
Semester Recess

Monday, 16 November 2026

Monday, 15 March 2027

Last Day of Regular
Classes

Friday, 27 November 2026

Thursday, 23 April 2027

Practical Examinations
and Preparation Leave

28 November — 13 December
2026 (approx. 2 weeks)

24 April — 9 May 2027
(approx. 2 weeks)

Commencement of
Theory Examinations

Monday, 14 December 2026

Monday, 11 May 2027

Winter Recess

Friday, 25 December 2026 to
Sunday, 3 January 2027

Summer Vacation

Tuesday, 1 June 2027 to
Monday, 20 July 2027 (7
weeks)




CREDIT AND HOUR JUSTIFICATION NOTE
Post Graduate Diploma in Marathi Journalism (PGDMJ)

Programme Duration: One Academic Year (Two Semesters)

Total Credits: 40 Credits
Total Teaching Hours: 810 Hours (Non- Credit hours- 90)

Semester Distribution

PROGRAMME SUMMARY
Category Papers Credits
PGDMJ001, PGDMJ002, PGDMJ003, PGDMJ006, PGDMJ007,
Core Courses (CC) PGDMJ008, PGDMJ009 30
Skill Enhancement Courses
(SEC) PGDMJ004, PGDMJ010 7
Ability Enhancement Course
(AEC) PGDMJO005 3
Total 10 Papers 40
CREDIT-HOUR FRAMEWORK
Component Credits Credit-Bearing Hours
Theory 26 390
Practical 14 420
Total Credit-Bearing Component 40 810
Additional Academic Engagement
Component Hours
Tutorial / Mentoring / Portfolio Guidance (Non-Credit) 90
Total Contact Hours of the Programme 900



Semester-wise Detailed Plan
COURSE STRUCTURE WITH CREDIT

Semester |
Theory Practical Tutorial Hours Total
Course Code Course Title Credit Credit (Non-Credit) Credit
(Hours) (Hours) (Hours)
Foundations in Communication,
PGDMJ001 Journalism and Research 3(45) 1(30) 6 4(81)
PGDMJ002 History of Journalism, Media Laws, 3 (45) 1(30) 5 4 (81)

Ethics and Digital Governance
PGDMJ0O03  Reporting and Newsroom Practice 3 (45) 2 (60) 12 5(117)
Digital Journalism, Emerging

PGDMJ004 Technologies and Al 2 (30) 2 (60) 12 4 (102)
Media Literacy, Fact-Checking and
PGDMJ005 Verification 2 (30) 1(30) 9 3(69)
Semester |
Total 13 (195) 7 (210) 45 20 (450)
Semester 11
Theory Practical Tutorial Hours Total
Course Code Course Title Credit Credit (Non-Credit) Credit
(Hours) (Hours) (Hours)
PGDMJ006 Editing and News Production 3 (45) 2 (60) 12 5(117)
Audio-Visual Journalism and
PGDMJ007 Broadcast Production 2 (30) 2 (60) 12 4 (102)
PGDMJ008 Public Af_fal_rs, Develqpment and 3 (45) 1(30) 5 4 (81)
Civic Journalism
PGDMJ009 Media Managerr_lent and Public 3 (45) 1(30) 5 4 (81)
Relations
Advertising, Brand Communication
PGDMJO010 and Event Management 2 (30) 1 (30) 9 3(69)
Semester 11
Total 13 (195) 7 (210) 45 20 (450)



Semester-1

PGDMJO001: FOUNDATIONS IN COMMUNICATION, JOURNALISM AND RESEARCH
(ST, TAFRTIRAT SATTOT HLTEATH AT )
Course Category: Core Course (CC) | Credits: 4 (Theory: 3 | Practical: 1)

Credits: 4
Theory Internal Total
70 30 100

Contact Hours:
Theory: 45 Hours
Practical: 30 Hours

Tutorial: 6 Hours (Non-Credit)
Total Contact Hours: 81

1. COURSE RATIONALE

This foundational course introduces students to the conceptual, social, cultural, and research dimensions of
communication and journalism. It provides an understanding of how communication processes shape public
discourse, democratic participation, media institutions, and journalistic practice. The course combines
classical communication theories with contemporary media realities, including digital communication
environments, audience engagement, and data-informed journalism.

Special emphasis is placed on Indian communication traditions, Media and Information Literacy, research
orientation, and critical thinking to prepare learners for advanced journalism courses. The paper serves as the
intellectual foundation of the programme and supports reporting, editing, digital journalism, Media and
Information Literacy, and public affairs journalism courses offered in subsequent semesters.

2. Course Objectives (COs)

COL1: Develop an understanding of communication concepts, processes, functions, and traditions.

CO2: Familiarise learners with major communication and media theories relevant to journalism and media
studies.

CO3: Examine the relationship between media, society, democracy, and public discourse.

CO4: Analyse audience behaviour, media influence, and contemporary communication environments.

CO5: Introduce media research, academic inquiry, data literacy, and responsible use of digital research tools.

3. Course Learning Outcomes (CLOs)

After successful completion of this course, learners will be able to:

CLO1: Explain communication concepts, models, functions, and traditions.

CLO2: Apply communication and media theories to analyse contemporary media phenomena.

CLO3: Evaluate the relationship between media institutions, society, democracy, and public opinion.

CLO4: Interpret audience behaviour, media consumption patterns, and media effects.

CLO5: Apply basic research methods, academic writing skills, and data interpretation techniques in
journalism and media contexts.

4. COURSE CONTENT
UNIT I: Communication in Contemporary Society (9 Hours)
» Meaning, nature, scope and significance of communication
* Elements and processes of communication
* Forms of communication: interpersonal, group, organisational and mass communication
* Barriers to communication



* Functions of communication

» Communication and social change

* Communication and public discourse

» Communication in networked societies

» Indian Saint Tradition and communication system

UNIT Il: Communication Models and Indian Traditions (9 Hours)
* Aristotle's Model
* Lasswell's Model
* Shannon and Weaver Model
* Flow Models of Communication
» Communication traditions in India
» Oral traditions and storytelling traditions (Shruti Parampara, Shastrarth and Samvad traditions)
* Folk media and community communication
* Indigenous Communication Traditions and their contemporary relevance, Concept of Sadharanikaran
and Sahridaya
« Strategic Communication of Shivaji Maharaj

UNIT I11: Media, Society and Communication Theories (9 Hours)
e Uses and Gratifications Theory

Agenda Setting Theory

Cultivation Theory

Framing Theory

Media and democracy

Media ownership and control

Media pluralism and diversity

Social responsibility of media

Public sphere and digital public sphere

UNIT IV: Audiences, Media Effects and Digital Cultures (9 Hours)
* Concept and evolution of audiences
* Audience behaviour and segmentation
* Media consumption patterns
* Media effects and media influence
* Participatory culture
» User-generated content
* Digital audiences
* Media convergence
* Networked publics

UNIT V: Media Research Methods and Emerging Approaches (9 Hours)
Meaning and scope of media research

Qualitative and quantitative research

Survey method

Interview method

Content analysis

Ethics in media research

Academic writing and referencing

Avoiding plagiarism



Data literacy for journalists

Interpreting data and public opinion

Digital research tools

Introduction to Digital Methods in Media Research

5. PRACTICAL COMPONENT (30 HOURS)

A. Media Theory Application Exercises (8 Hours)

* Application of communication models to media content

* Theory-based analysis of journalism and social media examples

B. Audience Analysis Assignment (6 Hours)
* Audience profiling

» Media consumption analysis

* Platform usage studies

C. Research Essay and Academic Writing Project (12 Hours)
Students shall prepare an academic essay on a topic related to communication, journalism, media studies,
audience behaviour, Indian communication traditions, or emerging media environments.

D. Presentation and Viva (4 Hours)
* Individual presentation

* Group presentation

» Discussion and defence of findings

6. INTERNAL ASSESSMENT (30 MARKS)

Component Marks
Media Theory Application Exercises 8
Audience Analysis Assignment 6
Research Essay / Academic Writing Project 12
Presentation and Viva 4
Total 30
7. UNIT-CO-CLO ALIGNMENT
Unit COs Addressed CLOs Addressed
Unit | Cco1 CLO1
Unit 11 C01, Co2 CLO1, CLO2
Unit 11 CO2, CO3 CLO2, CLO3
Unit IV C03, Co4 CLO3, CLO4
Unit VvV CO5 CLO5

8. Suggested Readings
o Tf. gTEIH (.., STAEaTe Hgid, Ia=F T, ars 2007

o TATE GTHT, HaTauTe HETd, ATAEATT TH1e, Tor 2002

o ST #fiuTE AT=R, HATE 9ATE, HIALT FHTIH, AL, 2001
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o WIETEHT T.., ATHTIS LT THAT, HgrTe ¥ [T #2es, 7T 1985

o T@AAHT THT, HATE HGTT, FILT THIL, ARTIT 2005

o ST deww, =1.f3e Mare, SHEATT | wreaH ATy HEgd, AT Trectherd, BT TG, 2018
o T.HHR Heww, =g aTes, Heas TEdl, Sud Tiedhe, T@a TIH g, 2021

o =T MaTes, darg suftr #faT Forew T5d, 9F Tlecherd, ST@Ia TqT Arg<i, 2025

o St U HIAM, S9 HaTa® | AT a1aT, FeI1e: THTer, o7 2025

e Dennis, M.Q. (2012). Mass Communication Theory, 6th South Asian Edition, Sage.

e Baran, S.J. & Devais, D.K. (2012). Introduction to Mass Communication Theory: Foundations, Ferment and
Future, 5th Indian Edition, Cengage Learning. /

e Schramm, W. & Roberts, D.F. (1971). The process and Effects of Mass Communication, Urbana, IL :
University of Illinois Press.

o  Fiske, J. (1982). Introduction of Communication Studies, Routledge, London.

¢ Narula, U., Communication Models, Atlantic Publishers, 2006.

e Wimmer, R.D. And Dominick, J.R. (2005). Mass Media Research, Wadsworth Publishing: London.

e Wimmer, Roger. D. & Dominick, Joseph. R. (2009). Mass Media Research: Processes, Approaches and
Applications, New Delhi: Cengage Learning Wadsworth.

o Kothari, C. R. (2004). Research Methodology: Methods and Techniques, New Delhi: New Age International.

e Wimmer, Roger. D. & Dominick, Joseph. R. (2011). Mass Media Research: An Introduction, New Delhi:
Wadsworth (Indian Edition).

e  Treadwell, Donald. F. (2014). Introducing Communication Research-Paths of Inquiry, New Delhi: Sage.

e  Berger, Arthur. Asa. (2005). Media Analysis Techniques. (Third Edition), California: Sage.

e Springer, J. Fred. Haas, Peter. J., Porowski, Allan. (2017). Applied Policy Research: Concepts and Cases.
Routledge.

kehkhkhkhhhhdhdhdhdhdhdkhkhihihihihihkhkhkhihhihihihhhkhkhiihihihihihihkkhhhkhihihihkhikhkhkhikkkhihk



Semester-1

PGDMJ002: HISTORY OF JOURNALISM, MEDIA LAWS, ETHICS AND DIGITAL
GOVERNANCE

(T=reRTia=T SfagT, "TeaH Fas, Sfawwr srfor Rfses yam)
Course Category: Core Course (CC) | Credits: 4 (Theory: 3 | Practical: 1)

Credits: 4
Theory Internal Total
70 30 100

Contact Hours:
Theory: 45 Hours
Practical: 30 Hours

Tutorial: 6 Hours (Non-Credit)
Total Contact Hours: 81

1. COURSE RATIONALE

This course provides students with a comprehensive understanding of the historical evolution of journalism,
the legal and ethical frameworks governing media practice, and contemporary challenges arising from digital
communication environments. It examines journalism's role in democratic societies, traces the development of
the press in India and globally, and introduces key media laws, professional ethics, and regulatory
mechanisms.

The course further explores emerging concerns such as platform governance, digital rights, data protection,
content moderation, and Al-mediated communication. By combining historical perspectives with
contemporary regulatory issues, the course prepares students to practice journalism responsibly in an

increasingly complex media ecosystem.

2. Course Objectives (COs)

The course aims to:

CO1: Understand the historical evolution of journalism and its contribution to democratic societies.

CO2: Familiarise learners with constitutional, legal, and regulatory frameworks governing media.

CO3: Develop an understanding of media ethics, accountability, and professional standards.

CO4: Examine contemporary challenges relating to digital governance, platform regulation, and digital rights.
CO5: Apply legal and ethical principles to journalistic decision-making and media practice.

3. Course Learning Outcomes (CLOs)

After successful completion of this course, learners will be able to:

CLO1: Explain major milestones in the history of journalism and the press.

CLO2: Interpret media laws and regulatory provisions relevant to journalism.

CLO3: Evaluate ethical issues and professional responsibilities in media practice.

CLO4: Analyse contemporary debates concerning digital governance, platform regulation, and information
rights.

CLOS5: Apply legal and ethical reasoning in professional journalistic contexts.

4. COURSE CONTENT

UNIT I: Journalism, Democracy and the Public Sphere (9 Hours)
* Journalism as a social institution
« Journalism and democracy



* Freedom of expression and public discourse

* Journalism as mission, profession and industry
* Public sphere and democratic participation

* Journalism and public accountability

* Press freedom and contemporary challenges

« Journalism in networked societies

UNIT II: History and Evolution of Journalism (9 Hours)

* Origins and development of journalism

» Emergence of newspapers and periodicals

* Growth of journalism in India

* Press and the Indian freedom movement

» Contributions of key journalist-reformers in India

» Beginning and development of Marathi journalism.

* Various aspects of Marathi journalism

» Chief Editor: Balshastri Jambhekar, Lokmanya Tilak, Gopal Ganesh Agarkar, Dr. Babasaheb Ambedkar and
other social reformers' journalism

* Nature of journalism in various regions of Maharashtra — Vidarbha, Marathwada, North Maharashtra,
Mumbai, Pune, Western Maharashtra

* Evolution of digital journalism

UNIT I11: Media Laws and Regulatory Frameworks (9 Hours)
» Constitutional provisions relating to freedom of speech and expression
* Reasonable restrictions

* Defamation

* Contempt of Court

* Parliamentary privileges

* Copyright and intellectual property

* Key Provisions of BNS, BNSS, BSA

* Right to Information Act

* Media regulation in India

* Press Council of India

* Broadcasting and digital media regulation

UNIT IV: Media Ethics and Professional Standards (9 Hours)
* Concept and importance of media ethics

* Normative theories of the press

* Professional codes of conduct

* Truth, Accuracy, fairness and objectivity

* Privacy and public interest

* Ethical issues in visual journalism

* Ethical decision-making in journalism

UNIT V: Digital Governance, Platforms and Emerging Challenges (9 Hours)
» Digital governance and platform accountability

* Information Technology framework

* Digital Personal Data Protection Act

* Content moderation and platform regulation

* Digital rights and privacy

» Cross-border digital regulation
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» Artificial Intelligence and media governance
* Platform liability and accountability
* Future challenges in media regulation

5. PRACTICAL COMPONENT (30 HOURYS)
A. Media Law Case Analysis (8 Hours)

* Analysis of landmark judicial decisions

* Examination of media law case studies

B. Ethics and Professional Standards Exercises (8 Hours)
* Ethical dilemma discussions

* Professional decision-making exercises

* Analysis of media ethics violations

C. Policy and Media Law Review Assignment (10 Hours)
* Review of media regulation, digital governance, or platform policies.
* Preparation of analytical report

D. Presentation and Viva (4 Hours)
* Individual presentations

* Group discussions

* Viva voce

6. INTERNAL ASSESSMENT (30 Marks)

Component Marks
Media Law Case Analysis 8
Ethics and Governance Exercises 8
Policy and Media Law Review Assignment 10
Presentation and Viva 4
Total 30
7. UNIT-CO-CLO ALIGNMENT
Unit COs Addressed CLOs Addressed
Unit | Co1 CLO1
Unit 11 Cco1 CLO1
Unit I11 CO2 CLO2
Unit IV C03, CO5 CLO3, CLO5
Unit VvV CO4, CO5 CLO4, CLO5

8. Suggested Readings
o Gl ST, geUs 9 By, Wedl Ufeddhed, gor 1992
o SERIS TH, SAIGRIE! S qous a9, FHToT Yaler e, gor
® ofel X1, WIS JUATE Sfel, BIci<d UbleH, gor 1995
o HTTS AN, WIS Fradaferatar sfer, dlcd UHTe, gor 1934
o Gl fA.Pp.g ofel 1., geua=a S, UIe U9,aTs 1967
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Rao, M.C. (1974). The Press, National book Trust

Rangaswami, P. (1989). History of Journalism, Sterling Publications.

Natarajan, J. (2000). History of Indian Press, Publications Division.

Kiran, R.N. (2000). Philosophies of Communication and Media Ethics: Theory, Concepts and Empirical Issues,
Lbr. Publications.

Jeffrey, Robin. (2000). India’s Newspaper Revolution: Capitalism, Politics and the Indian-Language
Press. New Delhi: Oxford University Press.

Jain, M. P. (2023). Indian Constitutional Law (9th ed.). New Delhi: LexisNexis.

Rao, B. S. N. (2021). Press Laws and Ethics of Journalism. New Delhi: Unicorn Books.
Ravindranath, P. K. (2020). Press Laws and Ethics of Journalism. New Delhi: Authors Press.
Aggarwal, Vir Bala. (2019). Media and Journalism: Laws and Regulations. New Delhi: Concept
Publishing.

Nariman, Fali S. (2018). India’s Legal System: Can It Be Saved? New Delhi: Penguin Random House
India.

Singh, P. P. (2019). Media Laws and Ethics. New Delhi: Pearson India.

Justice Markandey Katju. (2015). Freedom of Speech and Expression. New Delhi: Universal Law
Publishing.

Press Council of India. (Latest Edition). Norms of Journalistic Conduct. New Delhi: Press Council of
India.

Press Council of India. Annual Reports (Latest Available Editions).

News Broadcasting & Digital Standards Authority (NBDSA). Guidelines and Advisory Documents.
Editors Guild of India. Reports and Statements on Press Freedom and Media Ethics.

Ward, Stephen J. A. (2019). Ethics and the Media: An Introduction. Cambridge: Cambridge University
Press.

Black, Jay, Steele, Bob & Barney, Ralph. (2017). Doing Ethics in Journalism. Boston: Allyn & Bacon.
Christians, Clifford G., Fackler, Mark, Richardson, Kathy & Kreshel, Peggy. (2020). Media Ethics:
Cases and Moral Reasoning (11th ed.). New York: Routledge.

Plaisance, Patrick Lee. (2020). Media Ethics: Key Principles for Responsible Practice (3rd ed.).
Thousand Oaks: Sage Publications.

Kovach, Bill & Rosenstiel, Tom. (2021). The Elements of Journalism (4th ed.). New York: Crown.
Ward, Stephen J. A. (2018). Disrupting Journalism Ethics. London: Routledge.

Siebert, Fred S., Peterson, Theodore & Schramm, Wilbur. (1963). Four Theories of the Press. Urbana:
University of Illinois Press.

Christians, Clifford G., Glasser, Theodore L., McQuail, Denis, Nordenstreng, Kaarle & White, Robert
A. (2009). Normative Theories of the Media. Urbana: University of Illinois Press.

McQuail, Denis. (2010). McQuail’s Mass Communication Theory (6th ed.). London: Sage
Publications.

Napoli, Philip M. (2019). Social Media and the Public Interest: Media Regulation in the
Disinformation Age. New York: Columbia University Press.

Gillespie, Tarleton. (2018). Custodians of the Internet: Platforms, Content Moderation and the Hidden
Decisions that Shape Social Media. New Haven: Yale University Press.

Van Dijck, José, Poell, Thomas & de Waal, Martijn. (2018). The Platform Society: Public Values in a
Connective World. Oxford: Oxford University Press.

Bucher, Taina. (2018). If...Then: Algorithmic Power and Politics. Oxford: Oxford University Press.
Suzor, Nicolas. (2019). Lawless: The Secret Rules that Govern Our Digital Lives. Cambridge:
Cambridge University Press.

Klonick, Kate. (2020). The New Governors: The People, Rules and Processes Governing Online
Speech. Harvard Law Review.

Greenleaf, Graham. (2014). Asian Data Privacy Laws: Trade and Human Rights Perspectives. Oxford:
Oxford University Press.

Solove, Daniel J. (2021). Understanding Privacy. Cambridge, MA: Harvard University Press.
Richards, Neil. (2015). Intellectual Privacy: Rethinking Civil Liberties in the Digital Age. Oxford:
Oxford University Press.
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Government of India. (2023). Digital Personal Data Protection Act, 2023.
Government of India. Information Technology Act, 2000 (as amended).
Government of India. Information Technology Rules and subsequent amendments.
UNESCO. (2023). Guidance for Generative Al in Education and Research.
UNESCO. (2021). Recommendation on the Ethics of Artificial Intelligence.
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Semester-I1

PGDMJ003: REPORTING AND NEWSROOM PRACTICE

(aTatee sfor FaFeAT=T FTF THAT)
Course Category: Core Course (CC) | Credits: 5 (Theory: 3 | Practical: 2)

Contact Hours:

Theory: 45 Hours

Practical: 60 Hours

Tutorial: 12 Hours (Non-Credit)
Total Contact Hours: 117

1. COURSE RATIONALE

Reporting remains the core function of journalism. This course equips learners with the knowledge, skills,

Credits: 5
Theory | Internal | External | Total
practical
50 30 20 100

and professional competencies required for gathering, verifying, interpreting, and presenting information
across diverse journalistic contexts. It introduces students to news values, reporting techniques, interviewing,

beat reporting, investigative approaches, and long-form storytelling.

The course retains the strong reporting tradition of journalism education while incorporating emerging
practices such as data-informed reporting, mobile journalism, public records reporting, and collaborative
investigations. Emphasis is placed on accuracy, public interest, ethical reporting, and newsroom

professionalism.

2. Course Objectives (COs)
The course aims to:

CO1: Understand the principles, processes, and functions of news reporting.
CO2: Develop competencies in news writing, interviewing, and information gathering.

CO3: Familiarise learners with specialized and beat reporting.

CO4: Introduce data-informed, mobile, and investigative reporting practices.
CO&5: Strengthen feature writing, analytical writing, and long-form storytelling skills.

3. COURSE LEARNING OUTCOMES

Upon successful completion of the course, learners will be able to:
CLO1: Identify and evaluate newsworthy events and issues.

CLO2: Produce accurate, balanced, and professionally written news reports.
CLO3: Apply reporting skills across multiple beats and journalistic contexts.
CLO4: Utilize contemporary reporting tools and investigative approaches.

CLO5: Produce feature stories, profiles, analytical pieces, and long-form narratives

4. COURSE CONTENT

UNIT I: Foundations of News and Reporting (9 Hours)

* Concept, nature and definition of news

* News values and determinants of news worthiness
* Elements of news

* Sources of news

* News gathering techniques

* Functions and responsibilities of a reporter

14




* Accuracy, attribution and fairness
* Public-interest journalism
* Reporting in contemporary media environments

UNIT I1: News Writing and Interviewing Techniques (9 Hours)
» Structure of news stories

* Inverted pyramid style

* Leads and intro writing

* News story development

* Backgrounding and contextualization

* Interview planning and preparation

* Interview techniques

* Question framing

* Reporting from press conferences and public events

UNIT I11: Beat Reporting and Specialized Journalism (9 Hours)
* Political reporting

* Investigative political reporting

» Campaign reporting

* Court reporting

* Crime reporting

* Business and economic reporting

* Health reporting

* Science and technology reporting

* Environment and climate reporting
* Sports reporting

* International and crisis Reporting

UNIT IV: Data, Mobile and Investigative Reporting (9 Hours)
* Data Journalism and Data-informed Reporting

» OSINT and Digital Investigations

* Investigative journalism

* Records-based reporting and public information systems

» Collaborative and cross-border investigations

UNIT V: Feature, Opinion and Long-form Journalism (9 Hours)
* Feature writing

 Human-interest stories

* Profiles and personality sketches

» Editorials and opinion writing

* Reviews and critical writing

* Narrative journalism

* Explanatory journalism

5. PRACTICAL COMPONENT (60 HOURS)
A. Hard News Reporting Portfolio (20 Hours)
* Five hard news reports

« Event-based reporting assignments

15



B. Beat Reporting Portfolio (15 Hours)
* Political, civic, business, environmental or social sector reporting

C. Interview and Profile Writing (10 Hours)

* Personality profile
« Interview-based feature

D. Data Reporting Assignment (10 Hours)

* Data-supported report

E. Portfolio Presentation and Viva (5 Hours)

6. INTERNAL ASSESSMENT (30 Marks)

7. EXTERNAL PRACTICAL / VIVA (20 Marks)

8. UNIT-CO-CLO ALIGNMENT

Unit
Unit |
Unit Il
Unit I11
Unit IV
Unit V

9. Suggested Readings

Component Marks
Reporting Assignments 15
Class Test 5
Portfolio Review and Presentation 10
Total 30
Component Marks
Reporting Portfolio 10
Viva Voce 10
Total 20
COs Addressed CLOs Addressed
Cco1 CLO1
CcO2 CLO2
CO3 CLO3
CO4 CLO4
CO5 CLO5

o A Frle, ardieh, IoTed YT, oI 2005

o AT FEpIA ATl oiRgH, UIRe YHIRI, Hgs
o Sf. TR GR, AHIVT YFHIRGT, YaR YD PIcaldR

o G TH.SAMIAER, [Cad AR fdamis, gor

o S YRRIN ﬁ?’f AUTE Dl g ARA, da~d Yb1eH, ARG

o e oRfde, HureH, feas werme faands, gor

o F[AG TH.D., UTSel UFBINE], AHIS FBIR, Jor

o Parthasarathy, R. (1994). Here is the News: Reporting for Media, Sterling Publishers.

o Stovall, J.G. (2011). Journalism, Prentice Hall

e Stein, P. & Burnett (200), News Writer’s Handbook: An Introduction to Journalism, Blackwell

Publishing.

o Ttule & Anderson (2002), News Writing and reporting for today’s media, McGraw Hill Publication.
¢ Flemming and Hemmingway (2005), An Introduction to journalism, Vistaar Publications.
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o Joseph and Sharma (2006). The Media and Women’s Issues, Second Editions, SAGE Publication Pvt.
Ltd.
e Richard, K. (2000). The Newspaper’s Handbook, Routledge Publication.
o George, A.H. (1990). News Writing, Kanishka Publications.
e Frost, C. (2001). Reporting for Journalists, Routledge, London.
e Garrison, B. (2000). Advance Reporting, LEA.
o Hakemulder, J. & Singh, J.R. (1990), News Agency Journalism.
o Natarajan and Chakraborty: Oyvkucatuibs (1995): Defence Reporting in Indai: The Communication
Gap, Trishul Publications.
e Aamidor A. (2002). Real Feature Writing, Lawrence Erlbaum Associates Publishers.
e Thomas, EC (@001). Economic and Business Journalism, Sterling Publishers Pvt. Ltd.
e Kuhn & Neveu (2008). Political Journalism, Sterling Publishers Pvt. Ltd.
e Rogers, G. (1993). Editing for Print, Mocdonald Book.
e Prasad, S. (1993). Editors on Editing/HY, National book Trust.
¢ Hodgson, F.W. (1987). Sub editing: A Handbook of Modern Newspaper Editing & Production, Focal
Press.
e Click & Baird (1994). Magazine Editing & Production, WCB Brown & Benchmark.
e Hicks & Homes, (2001). Sub-editing for Journalists, Routledge.
e Bowles, A.D. (2011). Creative Editing, Wadsworth.
o Farrell, M. (2010). Newspapers: A complete guide to the industry, Peter Lang.

e Plaisance, Patrick Lee. (2020). Media Ethics: Key Principles for Responsible Practice (3rd ed.).

Thousand Oaks: Sage Publications.
e UNESCO. (2021). Journalism, Fake News and Disinformation: Handbook for Journalism Education
and Training.

FedededededededededededededededededededededodedodededededededededededededodeFodedededededededededededede e Tk ek e de e dededededede e dedede ke ko ke ek hedddhdehdehdkhkhkhkhhhhhhk
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Semester-I1
PGDMJ004: DIGITAL JOURNALISM, EMERGING TECHNOLOGIES AND Al

(RfSes weraiiRar, S d== sufor HHEw gigw)

Course Category: Skill Enhancement Course (SEC)
Credits: 4 (Theory: 2 | Practical: 2 Credits)

Credits: 4
Theory | Internal | External | Total
Practical
40 40 20 100

Contact Hours:

Theory: 30 Hours

Practical: 60 Hours

Tutorial: 12 Hours (Non-Credit)
Total Contact Hours: 102

1. COURSE RATIONALE

Digital technologies have transformed journalism, news production, audience engagement, and media
consumption. Journalists today are expected to work across platforms, understand digital publishing
environments, interpret audience analytics, and responsibly integrate emerging technologies into editorial
workflows.

This course introduces learners to the principles and practices of digital journalism while developing
competencies in digital storytelling, content management, audience development, analytics, and technology-
enabled news production. It further examines emerging technologies, including artificial intelligence, and their
implications for journalism, public communication, and media institutions.

The course emphasizes transferable skills rather than platform-specific training, ensuring long-term
professional relevance in a rapidly evolving media environment.

2. Course Objectives (COs)

The course aims to:

CO1: Understand the evolution, characteristics, and ecosystem of digital journalism.

CO2: Develop skills in digital storytelling and multimedia content production.

COa3: Familiarise learners with digital publishing systems, audience engagement strategies, and community-
building approaches.

CO4: Introduce analytics, data-informed decision-making, and emerging technologies in journalism.

CO5: Examine opportunities, limitations, and ethical implications of artificial intelligence in journalism.

3. COURSE LEARNING OUTCOMES

Upon successful completion of the course, learners will be able to:

CLO1: Explain the structure and functioning of digital journalism ecosystems.

CLO2: Produce digital-first journalistic content for multiple platforms.

CLO3: Apply digital publishing and audience engagement strategies.

CLO4: Interpret audience analytics and emerging technological trends.

CLO5: Evaluate the role of Al and other emerging technologies in journalism and media industries.

3. COURSE CONTENT

UNIT I: Digital Journalism Ecosystem and News Platforms (6 Hours)
* Evolution of digital journalism
* Characteristics of digital news environments

* Platform journalism
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* Online newsrooms

* News consumption in digital environments

* Creator economy and journalism

* Digital transformation of media organizations

UNIT II: Digital Storytelling and Multimedia Content (6 Hours)
* Principles of digital storytelling

» Writing for digital audiences

* Interactive storytelling

* Visual communication fundamentals

» Multimedia content planning

* Story formats across digital platforms

* Cross-platform journalism

UNIT I11: Digital Publishing and Audience Engagement (6 Hours)
» Content Management Systems (CMS)

* Web publishing workflows

* Newsletter journalism

* Audience development strategies

* Audience Retention and Membership Strategies

* Reader revenue models

UNIT IV: Analytics, Data and Emerging Technologies (6 Hours)
* Audience analytics and engagement metrics

» Web metrics and engagement indicators

» Search visibility and discoverability

* Automation in journalism

* Emerging media technologies

* Innovation in newsrooms

UNIT V: Artificial Intelligence and the Future of Journalism (6 Hours)
* Introduction to Al in journalism

* Generative Al applications

» Al-assisted editorial workflows

* Human oversight and accountability

» Ethical considerations in Al journalism

* Future implications of Al for media industries

5. PRACTICAL COMPONENT (60 HOURYS)
A. Digital Storytelling Portfolio (15 Hours)

* Digital news stories

* Interactive storytelling exercises

B. Publishing and Audience Development Project (15 Hours)
* CMS publishing exercises

* Newsletter creation

* Audience engagement plan

C. Analytics and Data Assignment (10 Hours)

* Audience analytics interpretation

* Data visualization exercise
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D. Al-Assisted Journalism Project (15 Hours)
* Al-supported research workflow

* Al-assisted editorial production exercise

* Ethical assessment report

E. Portfolio Presentation and Viva (5 Hours)

6. INTERNAL ASSESSMENT (40 Marks)

Component Marks
Digital Storytelling Portfolio 15
Publishing and Audience 10
Development Project
Analytics and Data Assignment 5
Presentation and Participation 10
Total 40

7. EXTERNAL PRACTICAL / VIVA (20 Marks)

Component Marks

Digital Portfolio 10

Viva Voce 10

Total 20

8. UNIT-CO-CLO ALIGNMENT
Unit COs Addressed CLOs Addressed

Unit | Co1 CLO1
Unit 11 CO2 CLO2
Unit NI COo3 CLO3
Unit IV CO4 CLO4
Unit VvV CO5 CLO5

9. Suggested Readings

o 3T HIH, Ze¥Ae AR AT Hodde, TsTad TH1erd, 07 1999

o NI AT, AU HITSHT, AAT THTH, BT

o =i fraTsht Strera, ol sHifers™, s afedary, = feeet

o ToradTy e, RiSed arawar afor ua .. a7, T+ Sah1er, IO

o Ty T, RfSEe w==1iaT, THAT TaHTere, o7

o Adornato, A. (2017). Mobile & Social Media Journalism: A practical guide. CQ Press.

e Burum, I, & Quinn, S. (2015). MOJO: The mobile journalism handbook: How to make broadcast
videos with an iPhone or iPad. Routledge.

¢ Dancyger, K. (2018). The technique of film and video editing: history, theory, and practice. Routledge.

e Quinn, S. (2011). MoJo-Mabile Journalism in the Asian region. KAS.

e Yadav, Anubhuti. (2022). New Media Journalism: Emerging Media and New Practices in Journalism,
Sterling.
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Briggs, Mark. (2022). Journalism Next: A Practical Guide to Digital Reporting and Publishing (4th
ed.). Washington, DC: CQ Press.

Bradshaw, Paul. (2018). The Online Journalism Handbook: Skills to Survive and Thrive in the Digital
Age (2nd ed.). London: Routledge.

Franklin, Bob & Eldridge, Scott A. (Eds.). (2019). The Routledge Companion to Digital Journalism
Studies. London: Routledge.

Deuze, Mark. (2020). Journalism and Digital Culture. Cambridge: Polity Press.

Bull, Andy. (2020). Multimedia Journalism: A Practical Guide (3rd ed.). London: Routledge.

Lambert, Joe. (2020). Digital Storytelling: Capturing Lives, Creating Community (5th ed.). New York:
Routledge.

Marconi, Francesco. (2020). Newsmakers: Artificial Intelligence and the Future of Journalism. New
York: Columbia University Press.

Kohli-Khandekar, Vanita. (2023). The Indian Media Business (5th ed.). New Delhi: Sage Publications.
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Semester-I1
PGDMJ005: MEDIA LITERACY, FACT-CHECKING AND VERIFICATION

(FTEAH TTALAT, T TUTEACT ST TSATSO(T)

Course Category: Ability Enhancement Course (AEC)
Credits: 3 (Theory: 2 | Practical: 1)

Credits: 3
Theory | Internal | External | Total
Practical
50 30 20 100

Contact Hours:

Theory: 30 Hours

Practical: 30 Hours

Tutorial: 9 Hours (Non-Credit)
Total Contact Hours: 69

1. COURSE RATIONALE

Contemporary societies are characterized by information abundance, algorithmic content distribution, and
rapidly evolving digital communication environments. Citizens and journalists alike must possess the ability
to critically evaluate information, identify misinformation, and verify digital content before dissemination.
This course introduces learners to Media and Information Literacy, information ecosystems, fact-checking
methodologies, verification practices, and emerging challenges posed by artificial intelligence and synthetic
media. It aims to develop critical thinking, responsible information consumption, and professional verification
competencies essential for journalism and democratic citizenship.

The course combines conceptual understanding with hands-on verification exercises, preparing students to
navigate complex information environments and contribute to trustworthy journalism.

2. Course Objectives (COs)

The course aims to:

COL1: Develop critical understanding of Media and Information Literacy and contemporary information
ecosystems.

CO2: Examine misinformation, disinformation, propaganda, and information disorder.

COa3: Introduce fact-checking principles and professional verification workflows.

CO4: Develop competencies in digital verification and source evaluation.

CO5: Analyse challenges posed by Al-generated content, deepfakes, and synthetic media.

3. COURSE LEARNING OUTCOMES

Upon successful completion of the course, learners will be able to:

CLO71: Critically evaluate media messages, information sources, and communication environments.
CLO2: Identify different forms of information disorder and manipulation.

CLO3: Apply fact-checking methodologies and verification techniques.

CLO4: Assess the credibility and authenticity of digital information.

CLO5: Evaluate emerging challenges relating to Al-generated content and information integrity.

4. COURSE CONTENT

UNIT I: Understanding Media and Information Ecosystems (6 Hours)
* Concept and significance of Media and Information Literacy

* Information literacy and news literacy

* Media ownership and influence

* Platform power and digital intermediaries
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* Algorithmic curation of information

* Attention economy

* Digital Citizenship and Information Resilience
* Critical consumption of media content

UNIT II: Information Disorder and Digital Manipulation (6 Hours)
* Misinformation

* Disinformation

* Malinformation

* Propaganda and persuasion

* Conspiracy communities and networked misinformation

* Echo chambers and filter bubbles

* Algorithmic amplification

* Manipulation in digital environments

UNIT I1I: Fact-Checking and Verification Workflows (6 Hours)
* Fact-checking principles

* Verification workflow

* Source evaluation

* Evidence assessment

» Fact-checking organizations

* Accountability and corrections

* Transparency in journalism

» Ethical responsibilities of fact-checkers

UNIT IV: Digital Verification and OSINT Techniques (6 Hours)
* Verification of user-generated content

*» Reverse image search

* Reverse video search

* Metadata awareness

* Geolocation fundamentals

*» Open-Source Intelligence (OSINT) concepts

* Verification of social media content

* Source authentication practices

UNIT V: Al, Deepfakes and Information Integrity (6 Hours)
* Artificial Intelligence and information ecosystems

* Generative Al and media production

* Deepfakes and synthetic media

» Al-generated misinformation

* Detection approaches

» Ethical challenges of Al-generated content

» Information integrity frameworks

5. PRACTICAL COMPONENT (30 HOURS)

A. Media and Information Literacy Exercises (6 Hours)
» Critical evaluation of news content

* Analysis of media narratives

» Examination of information sources
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B. Fact-Checking Assignments (8 Hours)
» Fact-checking of public claims

* Verification reports

* Evidence assessment exercises

C. Verification and OSINT Exercises (10 Hours)
* Reverse image search exercises

* Reverse video search exercises

* Geolocation practice

» User-generated content verification

D. Deepfake and Al Content Analysis (4 Hours)
» Identification and assessment of synthetic media
* Evaluation of Al-generated content

E. Portfolio Presentation and Viva (2 Hours)

6. INTERNAL ASSESSMENT (30 MARKS)

Component Marks
Media and Information Literacy Exercises 5
Fact-Checking Assignments 10
Verification & OSINT Portfolio 10
Presentation and Viva 5
Total Internal Assessment 30

External Practical/Viva (20 Marks)

7. UNIT-CO-CLO ALIGNMENT

Unit COs Addressed CLOs Addressed

Unit | Co1 CLO1
Unit 11 Cco2 CLO2
Unit 11 CO3 CLO3
Unit IV CO4 CLO4
Unit V CO5 CLOS

8. Suggested Readings
o 3T HIH, Te¥Ae AR AT Hodde, TsTad THh1erd, 07 1999
o IANICT AT, T HITSAT, AT T, THITH
o =i fraTsht Strera, el sHifers™, s afedary, = feeet
o TErsamTy T, RiSted arawar onfor ve 2. 3. —ST99 THTer, o
o ATy e, RfSEe ToaTiaT, AT TaHTere, o7
e 3 fI9 UaR, TER ATCTA ol 0T 3ToT, T Tehrelel ARG 03y

Adornato, A. (2017). Mobile & Social Media Journalism: A practical guide. CQ Press.
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Burum, I., & Quinn, S. (2015). MOJO: The mobile journalism handbook: How to make broadcast
videos with an iPhone or iPad. Routledge.

Dancyger, K. (2018). The technique of film and video editing: history, theory, and practice. Routledge.

Quinn, S. (2011). MoJo-Mobile Journalism in the Asian region. KAS.

Ward, M. (2013). Journalism online. Routledge.

Yadav, Anubhuti. (2022). New Media Journalism: Emerging Media and New Practices in Journalism,
Sterling.

e Johnson, C. A. (2015). The Information Diet. O’Reilly Media.

e Pariser, E. (2012). The filter bubble: How the new personalized web is changing what we read and how
we think. Penguin Books.

e Yadav, A. (n.d.). Media and information literacy. Available at https://ebooks.inflibnet.ac.in/lisp20/.

¢ Singh, J., Grizzle, A., Yee, S. J., & Culver, S. H. (Eds.). (n.d.). Media and Information Literacy for the
Sustainable Development Goals. UNSEDOC.

e Mass Media: Being Media Literate. (2022). Central Board of Secondary Education, Delhi. Available at

https://cbseacademic.nic.in/web material/Curriculum23/publication/MassMedia VIVIIl.pdf

e Silverblatt, A., Yadav, A., & Kundu, V. (2022). Media Literacy: Keys to Interpreting Media Message.
Kanishka Publishers.

e UNESCO. (2023). Media and Information Literacy Curriculum for Educators and Learners. Paris:
UNESCO.

e UNESCO. (2021). Media and Information Literate Citizens: Think Critically, Click Wisely. Paris:
UNESCO.

e UNESCO. (2024). Think Critically, Click Wisely: Media and Information Literacy Resources. Paris:
UNESCO.

o Hobbs, Renee. (2021). Media Literacy in Action: Questioning the Media. Lanham: Rowman &
Littlefield.

e Potter, W. James. (2022). Media Literacy (10th ed.). Thousand Oaks: Sage Publications.

e Silverblatt, Art. (2018). Media Literacy: Keys to Interpreting Media Messages (5th ed.). Santa Barbara:
Praeger.

o Aufderheide, Patricia. (2018). Media Literacy: A Report of the National Leadership Conference on

Media Literacy. New York: Routledge.

IFCN (International Fact-Checking Network). Code of Principles.

Poynter Institute. Fact-Checking Resources and Training Modules.

Reuters Institute. Trust in News Reports and Fact-Checking Studies.

UNESCO. (2021). Journalism, Fake News and Disinformation: Handbook for Journalism Education

and Training.

o Silverman, Craig (Ed.). (2020). Verification Handbook: A Definitive Guide to Verifying Digital
Content for Emergency Coverage. European Journalism Centre.

e Posetti, Julie & Bontcheva, Kalina. (2020). Disinfodemic: Deciphering COVID-19 Disinformation.
UNESCO.

e Chesney, Robert & Citron, Danielle. (2019). Deep Fakes: A Looming Challenge for Privacy,
Democracy and National Security. California Law Review.

e Vaccari, Cristian & Chadwick, Andrew. (2020). Deepfakes and Disinformation. Social Media +
Society.
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Semester-11
PGDMJ006: EDITING AND NEWS PRODUCTION

(GRIESE UL E IRGIREIE )
Course Category: Core Course (CC) | Credits: 5 (Theory: 3 | Practical: 2)

Credits: 5
Theory | Internal | External | Total
Practical
50 30 20 100

Contact Hours:

Theory: 45 Hours

Practical: 60 Hours

Tutorial: 12 Hours (Non-Credit)
Total Contact Hours: 117

1. COURSE RATIONALE

Editing is central to journalistic credibility, accuracy, readability, and audience engagement. Editors play a
critical role in shaping news narratives, ensuring factual accuracy, maintaining ethical standards, and
organizing content for diverse media platforms.

This course introduces students to the principles and practices of editing and news production across print,
digital, and converged media environments. It develops competencies in copy editing, headline writing, news
selection, page design, content packaging, and editorial decision-making. The course further examines
emerging newsroom workflows, audience-centric editing, and technology-assisted editorial practices while
preserving the core values of professional journalism.

2. COURSE OBJECTIVES

CO1: Understand editorial functions, responsibilities, and newsroom workflows.

CO2: Develop proficiency in copy editing, rewriting, and headline writing.

COa3: Familiarise learners with news selection, content organization, and editorial judgment.
CO4: Introduce principles of page design, visual presentation, and news production.

CO5: Examine digital editing practices, audience engagement, and emerging editorial trends.

3. COURSE LEARNING OUTCOMES

Upon successful completion of the course, learners will be able to:

CLOL1: Explain editorial structures and newsroom production processes.

CLO2: Edit journalistic content for clarity, accuracy, coherence, and readability.

CLO3: Demonstrate effective headline writing, news packaging, and content presentation skills.
CLO4: Apply design and production principles to journalistic outputs.

CLO5: Evaluate contemporary editorial practices and digital newsroom innovations.

4. COURSE CONTENT

UNIT I: Foundations of News Editing (9 Hours)
» Meaning, scope and importance of editing

» Editorial functions and responsibilities

* Editorial structures and newsroom workflows

* Gatekeeping and editorial judgment

* News selection and prioritization

» Editorial values and standards

* Role of editors in democratic societies
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UNIT II: Copy Editing and Headline Writing (9 Hours)
* Principles of copy editing

* Language, style and readability

» Editing for clarity and precision

» Fact-checking during editing

* Rewriting and restructuring stories

* Headline writing

« Sub-heads, decks and summaries

» Photo editing, Captions and cutlines

UNIT I11: News Packaging and Editorial Presentation (9 Hours)
* News organization and content hierarchy

» Story placement and prioritization

» Editorial balance and diversity

* Packaging of news content

» Editorial planning

* Multi-platform news packaging

* Special pages and thematic content

» Magazine and feature presentation

UNIT IV: Page Design and News Production (9 Hours)
* Principles of page design

* Layout and makeup

*» Typography fundamentals

* Visual hierarchy

* Graphic elements in journalism

* Infographics and visual communication

* Print and digital production workflows

 Contemporary newsroom production systems

UNIT V: Digital Editing and Emerging Editorial Practices (9 Hours)
» Editing for websites and mobile platforms

* Audience-centric editing

» Search visibility and discoverability

* Cross-platform content creation

* Live blogs and explainers

* Multimedia editing workflows

» Al-assisted editing and automation

» Editorial accountability in digital environments

5. PRACTICAL COMPONENT (60 HOURYS)
A. Copy Editing Exercises (15 Hours)

* Editing news reports

« Editing feature stories

* Rewriting assignments

B. Headline Writing Portfolio (10 Hours)
* Headlines

* Sub-heads

* Captions and summaries
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C. News Packaging Exercises (10 Hours)
* Story placement

* Editorial planning

* News presentation

D. Page Design and Production Portfolio (20 Hours)
* Page layout exercises

» Magazine layout

* News page design

* Infographic integration

E. Portfolio Presentation and Viva (5 Hours)

6. INTERNAL ASSESSMENT (30 MARKS)

Component Marks
Copy Editing Assignments 10
Headline and Packaging Exercises 5
Production Portfolio 10
Presentation and Participation 5
Total 30

7. EXTERNAL PRACTICAL/VIVA (20 MARKS)

Component Marks
Editing and Production Portfolio 10
Viva Voce 10
Total 20

8. UNIT-CO-CLO ALIGNMENT

Unit COs Addressed CLOs Addressed
Unit | CcOo1 CLO1
Unit Il COo2 CLO2
Unit 111 CO3 CLO3
Unit IV Co4 CLO4
Unit V CO5 CLO5

9. SUGGESTED READINGS
o A Frle, ardich, IoTed YT, JoT 2005
o TR FEPId ATl oRkgH, UIRel YHIR, Hgs
o S @I GR, YT YFBIRAT, TR TDHIA HIeaTR
o GG TS AMIAER, [Cad Aerre fdamis, gor
o Sf. g} fAd, HUEH Bl g AR, TqT YHIRM, ARITETE
o T RfdE, HueH, fead werTe fqands, gor
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o FHAG TH.B., UTSel UFBINE], AHIS FBIR, Jor

o Parthasarathy, R. (1994). Here is the News: Reporting for Media, Sterling Publishers.

e Stovall, J.G. (2011). Journalism, Prentice Hall

e Stein, P. & Burnett (200), News Writer’s Handbook: An Introduction to Journalism, Blackwell
Publishing.

o Itule & Anderson (2002), News Writing and reporting for today’s media, McGraw Hill Publication.

e Flemming and Hemmingway (2005), An Introduction to journalism, Vistaar Publications.

¢ Joseph and Sharma (2006). The Media and Women’s Issues, Second Editions, SAGE Publication Pvt.
Ltd.

e Richard, K. (2000). The Newspaper’s Handbook, Routledge Publication.

o George, A.H. (1990). News Writing, Kanishka Publications.

o Frost, C. (2001). Reporting for Journalists, Routledge, London.

e Garrison, B. (2000). Advance Reporting, LEA.

o Hakemulder, J. & Singh, J.R. (1990), News Agency Journalism.

o Natarajan and Chakraborty: Oyvkucatuibs (1995): Defence Reporting in Indai: The Communication
Gap, Trishul Publications.

e Aamidor A. (2002). Real Feature Writing, Lawrence Erlbaum Associates Publishers.

e Thomas, EC (@001). Economic and Business Journalism, Sterling Publishers Pvt. Ltd.

e Kuhn & Neveu (2008). Political Journalism, Sterling Publishers Pvt. Ltd.

e Rogers, G. (1993). Editing for Print, Mocdonald Book.

e Prasad, S. (1993). Editors on Editing/HY, National book Trust.

e Hodgson, F.W. (1987). Sub editing: A Handbook of Modern Newspaper Editing & Production, Focal
Press.

e Click & Baird (1994). Magazine Editing & Production, WCB Brown & Benchmark.

e Hicks & Homes, (2001). Sub-editing for Journalists, Routledge.

e Bowles, A.D. (2011). Creative Editing, Wadsworth.

o Farrell, M. (2010). Newspapers: A complete guide to the industry, Peter Lang.

kkkkkkhkhhkkkhkhkkhkhhhkkhhhkhhhkkhhhkhkhhhkkhhhkhkhhhkkhhkhkhhhkkhhhkhkhhhkkhhhkhkhhhkhhhkhkhhkkkhkhhkkhhkkkk
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Semester-11
PGDMJ007: AUDIO-VISUAL JOURNALISM AND BROADCAST PRODUCTION

(FF-rrex TR, fAfdt smfor s )
Course Category: Core Course (CC) | Credits: 4 (Theory: 2 | Practical: 2)

Credits: 4
Theory | Internal | External | Total
Practical
40 40 20 100

Contact Hours:

Theory: 30 Hours

Practical: 60 Hours

Tutorial: 12 Hours (Non-Credit)
Total Contact Hours: 102

1. COURSE RATIONALE

Audio-visual journalism occupies a central place in contemporary media ecosystems. Journalists today are
expected to produce content across radio, television, digital video, streaming platforms, podcasts, and mobile-
first environments. This course introduces students to the principles and practices of audio-visual journalism
and broadcast production. It develops competencies in broadcast writing, audio production, video production,
presentation, interviewing, storytelling, and multimedia content creation.

The course preserves the traditional strengths of radio and television journalism while incorporating digital
video journalism, podcasting, mobile journalism, and converged newsroom practices. Emphasis is placed on
storytelling, production quality, audience engagement, and professional ethics.

2. COURSE OBJECTIVES

CO1: Understand the nature, characteristics, and evolution of audio-visual journalism.

CO2: Develop competencies in broadcast writing and audio-visual storytelling.

COa3: Familiarise learners with audio and video production processes.

CO4: Build skills in presentation, interviewing, and broadcast news production.

CO5: Examine emerging practices in digital video journalism, podcasting, and mobile journalism.

3. COURSE LEARNING OUTCOMES

Upon successful completion of the course, learners will be able to:

CLO1: Explain principles and practices of audio-visual journalism.

CLO2: Produce scripts and storyboards for broadcast and digital media.

CLO3: Apply audio and video production techniques effectively.

CLO4: Demonstrate professional presentation and interviewing skills.

CLO5: Produce content suitable for contemporary digital and mobile environments.

4. COURSE CONTENT

UNIT I: Foundations of Audio-Visual Journalism (6 Hours)
* Nature and characteristics of audio-visual journalism

* Broadcast journalism and public communication

» Converged newsroom environments

» Ethics in audio-visual journalism

* Evolution of broadcast and streaming media

UNIT I1: Broadcast Writing and Storytelling (6 Hours)
* Writing for the ear and the eye
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* Broadcast news writing

* Script writing for radio and television

* Storyboarding

* Visual storytelling

» News bulletins and programme formats
+ Audio-visual narrative structures

UNIT I11: Audio Production and Podcast Journalism (6 Hours)
* Fundamentals of sound recording

* Audio production workflows

» Voice and narration techniques

* Interview recording

* Audio editing concepts

* Podcast journalism

* Audio storytelling and audience engagement

UNIT IV: Video Journalism and Broadcast Production (6 Hours)
» Camera fundamentals

* Shot composition and visual grammar

* Lighting principles

* Video production workflows

* Video editing concepts

» News packaging

» Studio, field and remote production workflows

UNIT V: Digital Video Journalism and Emerging Practices (6 Hours)
* Mobile Journalism (MoJo)

* Short-form video journalism

* Live streaming

* Social video storytelling

 Multi-platform content production

* Al-assisted production tools

* Future trends in audio-visual journalism

5. PRACTICAL COMPONENT (60 HOURS)

A. Broadcast Script Writing Portfolio (10 Hours)
« Radio scripts

* Television scripts

* Audio-visual story planning

B. Audio Production Exercises (15 Hours)
* Voice recording

* Interview recording

* Audio story production

* Podcast creation

C. Video Production Exercises (20 Hours)
» Camera exercises

 News package production

* Field reporting
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* Video story production

D. Mobile Journalism Project (10 Hours)
» Smartphone-based story production

* Social video content

E. Portfolio Presentation and Viva (5 Hours)

6. INTERNAL ASSESSMENT (40 MARKS)

Component Marks
Broadcast Script Portfolio 10
Audio Production Assignments 10
Video Production Portfolio 10
Presentation and Participation 10
Total 40

7. EXTERNAL PRACTICAL/VIVA (20 MARKS)

Component Marks
Audio-Visual Portfolio 10
Viva Voce 10
Total 20

8. UNIT-CO-CLO ALIGNMENT

Unit COs Addressed CLOs Addressed
Unit | COo1 CLO1

Unit Il COo2 CLO2

Unit 111 CO3 CLO3

Unit IV Co4 CLO4

Unit V CO5 CLO5

9. Suggested Readings

o BIRS YwNRH, THIEmll Areem, sifder yebrer, gor

o SIS 3MHTeN-g, fermarofl A, gor 1995

o IIBIHR FHRYI, JHTSTAT S AR, IISTed UBIRI, Yo 2002

® IH HIYY, ol DI HaMI, IoThHA THIH

® HHAR (BT, Cell@Iol UFABINAT, TSRS YD

® T, JXIBT Olal, Tell@Ior FHMER o 31X dre, favaldarerd Yebrer, aRTorRil.

e Elwyn, E. (1977). Radio : A Guide to Broadcasting techniques, Barrie and Jenkins.
o Masani, M. (1976). Broadcasting and the People, National Book Trust.
e Saksena, G. (1996). Television in India: Changes and challenges, Vikas Publishing.
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o White, T. (1996) Broadcasting News Writing, Reporting and Producing, Focal Press.
o |vor Y. (1995). Television News, Focal Press, Oxford.
¢ Boyd, A. (2000), Broadcasting Journalism: Techniques of Radio & television News — 5th Edition, Focal
Press, NewDelhi
e Srivastava, K. M. (2005), Broadcast Journalism in the 21st Century, Sterling Publications, New Delhi.
e Thompson, R. (2004). The Broadcast Journalism Handbook: A television news survival guide, Oxford.
o Papper, R. A. (1995). Broadcast News Writing style book, 5th Edition, Pearson Education, London.
¢ Rober. M (2000). An introduction to writing for Electronic Media; script writing essentials across the ,
Focal Press, Oxford.
¢ Jassph, K. V (2010). Economics of Culture Industry: Television in India. Shipra Publications, New Delhi
o Luthara, H. K (1987). Indian Broadcasting, Publications Division, New Delhi.
¢ Boyd, Andrew, Stewart, Peter & Alexander, Ray. (2020). Broadcast Journalism: Techniques of Radio and
Television News (8th ed.). London: Routledge.
o  Zettl, Herbert. (2022). Television Production Handbook (13th ed.). Boston: Cengage Learning.
e Bull, Andy. (2020). Multimedia Journalism: A Practical Guide (3rd ed.). London: Routledge.
e Rabiger, Michael. (2020). Directing the Documentary (7th ed.). New York: Routledge.
e Burum, Ivo & Quinn, Stephen. (2016). MOJO: The Mobile Journalism Handbook. New York: Focal
Press.
e Briggs, Mark. (2022). Journalism Next: A Practical Guide to Digital Reporting and Publishing (4th
ed.). Washington, DC: CQ Press.
e Briggs, Mark. (2022). Journalism Next: A Practical Guide to Digital Reporting and Publishing (4th
ed.). Washington, DC: CQ Press.
o Beckett, Charlie. (2023). Generating Change: A Global Survey of What News Organisations Are
Doing with Al. London: Polis, London School of Economics.
e Marconi, Francesco. (2020). Newsmakers: Artificial Intelligence and the Future of Journalism. New
York: Columbia University Press.
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Semester-11
PGDMJ008: PUBLIC AFFAIRS, DEVELOPMENT AND CIVIC JOURNALISM

(FTEsTie =agT, e sfor At w=rTiRa)
Course Category: Core Course (CC) | Credits: 4 (Theory: 3 | Practical: 1)

Credits: 4
Theory | Internal | Total
70 30 100

Contact Hours:

Theory: 45 Hours

Practical: 30 Hours

Tutorial: 6 Hours (Non-Credit)
Total Contact Hours: 81

1. COURSE RATIONALE
Public-interest journalism plays a vital role in strengthening democracy, accountability, citizen participation,
and informed public discourse. Journalists are increasingly expected to interpret governance processes, public
policies, development challenges, environmental concerns, and civic issues for diverse audiences.
This course introduces learners to public affairs journalism, development journalism, policy reporting,
environmental journalism, and civic engagement. It examines journalism's role in promoting transparency,
accountability, and democratic participation while exploring contemporary approaches such as solutions
journalism and constructive reporting.
The course combines traditional public affairs reporting with emerging concerns, including climate change,
sustainability, social justice, and citizen-centred journalism.

2. COURSE OBJECTIVES
CO1: Understand the concepts, scope, and significance of public affairs journalism.
CO02: Examine development processes and development communication perspectives.
CO3: Develop competencies in governance, policy, and civic reporting.
CO4: Analyse environmental, sustainability, and social justice issues from journalistic perspectives.
CO5: Introduce solutions-oriented and citizen-centred approaches to journalism.

3. COURSE LEARNING OUTCOMES
Upon successful completion of the course, learners will be able to:
CLO1: Explain the role of journalism in governance, development, and public affairs.
CLO2: Interpret development and public policy issues critically.
CLO3: Apply reporting skills to civic, governance, and public-interest issues.
CLO4: Analyse environmental, social, and sustainability concerns through journalistic frameworks.
CLO5: Produce solutions-oriented and community-centred journalistic content.

4. COURSE CONTENT

UNIT I: Public Affairs, Governance and Journalism (9 Hours)
* Concept and scope of public affairs journalism
» Journalism and democratic governance
* Transparency and accountability
* Public institutions and governance systems
* Journalism and public participation
» Citizen-centred journalism
* Public-interest reporting
* Journalism and democratic responsibility
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UNIT I1: Development Communication and Development Journalism (9 Hours)
* Concept of development

» Development communication approaches

* Development journalism

* Rural and urban development issues

* Health journalism

* Education journalism

* Inclusion, equity and development

* Sustainable Development Goals (SDGs)

* Inclusive development perspectives

UNIT I11: Public Policy, Institutions and Civic Reporting (9 Hours)

Public policy processes

Legislative reporting and parliamentary processes

Election reporting

Local governance and municipal reporting

Federalism and Centre—State relations

Judiciary and public institutions

Budget and public finance reporting

Civic engagement and citizen participation

Public Accountability Institutions (CAG, Lokpal, Information Commissions, Regulatory Bodies)

UNIT IV: Environment, Sustainability and Social Justice Reporting (9 Hours)
* Environmental journalism

* Climate change reporting

* Sustainability reporting

* Disaster reporting

* Human rights reporting

* Social justice journalism

* Reporting marginalized communities

» Ethical considerations in sensitive reporting

UNIT V: Solutions Journalism and Community-Centred Storytelling (9 Hours)
» Principles of solutions journalism

* Constructive journalism

« Community-centred reporting

* Evidence-based storytelling

* Impact-oriented journalism

* Public engagement and trust-building

* Journalism for social change

* Future directions in public-interest journalism

5. PRACTICAL COMPONENT (30 HOURS)
A. Public Affairs Reporting Assignment (8 Hours)
» Governance-related reporting
* Civic issue reporting

B. Development Reporting Project (8 Hours)
* Health, education, rural affairs, agriculture, women and child development or human development reporting
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C. Policy and Institution Reporting Exercise (6 Hours)
* Policy analysis
* Budget or institutional reporting

D. Solutions Journalism Case Study (4 Hours)
* Analysis of successful solutions journalism projects

E. Presentation and Viva (4 Hours)

6. INTERNAL ASSESSMENT (30 MARKS)

Component Marks
Public Affairs Reporting Assignment 10
Development Reporting Project 10
Solutions Journalism Case Study 5
Presentation and Viva 5
Total 30

7. UNIT-CO-CLO ALIGNMENT

Unit COs Addressed CLOs Addressed
Unit | COo1 CLO1
Unit I CO2 CLO2
Unit 111 CO3 CLO3
Unit IV CO4 CLO4
Unit V CO5 CLO5

8. SUGGESTED READINGS

o =t areeaHe 3. 1. fAshTe Harar=t At farfasr, Jq=T whree $isaTs, 2000

o 7. AT faTE, ST.9eH<, ST.EE, ATEAH ATI0r ATHTISTR 95T, THd Teot [h9Td, TBa 30 9

o St.9eHT , T.FAaTe fATe, =1 91T, YT HIETH SATT0r FHT, STTd TeeiIherd, SaaTa TIH geizo ¢4
o 37 fao1g var, faget 3o JaR ATETH, oY Jehrele ARIgY 03y

o T1. AT AT (R0 3%), A Harg afor {9, orra Jactiehe™, Saa

e Uma Narula (1995) Development communication - Theory and Practice, Har Anand Publication

¢ Rogers Everett M (2000) Communication and Development- Critical Perspective, Sage, New Delhi

e Murthy, D.V.R (2001) Development Journalism, What Next? Kanishka Publication

e Sainath, P.(1996).Everybody loves a good drought: stories from India’s poorest districts, Penguin Books,

Delhi.

e Kovach, Bill & Rosenstiel, Tom. (2021). The Elements of Journalism: What Newspeople Should Know
and the Public Should Expect (4th ed.). New York: Crown.

e McNair, Brian. (2022). An Introduction to Political Communication (7th ed.). London: Routledge.

e Dahlgren, Peter. (2021). Media and Political Engagement: Citizens, Communication and Democracy.
Cambridge: Cambridge University Press.

o Habermas, Jirgen. (1991). The Structural Transformation of the Public Sphere. Cambridge, MA: MIT
Press.

e Waisbord, Silvio. (2020). The Communication Manifesto. Cambridge: Polity Press.
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¢ Voltmer, Katrin. (2013). The Media in Transitional Democracies. Cambridge: Polity Press.

¢ Quebral, Nora C. (2006). Development Communication. Los Bafios: University of the Philippines Press.

e Servaes, Jan. (2020). Handbook of Communication for Development and Social Change. Singapore:
Springer.

e Melkote, Srinivas R. & Steeves, H. Leslie. (2015). Communication for Development: Theory and
Practice for Empowerment and Social Justice (3rd ed.). New Delhi: Sage Publications.

e Mody, Bella. (1991). Designing Messages for Development Communication. New Delhi: Sage
Publications.

e Manyozo, Linje. (2012). Media, Communication and Development. London: Sage Publications.

¢ Citizen-Engaged Press. New York: Routledge.

o Merritt, Davis. (1998). Public Journalism and Public Life. Mahwah: Lawrence Erlbaum Associates.

¢ Nip, Joyce Y.M. (2006). Exploring the Second Phase of Public Journalism. Journalism Studies.

¢ Princeton University Press.

e Dreze, Jean & Sen, Amartya. (2020). India: Development and Participation. New Delhi: Oxford
University Press.

e Thussu, Daya Kishan. (2018). News as Entertainment: The Rise of Global Infotainment (2nd ed.).
London: Sage Publications.

¢ Ninan, Sevanti. (2021). Headlines from the Heartland: Reinventing the Hindi Public Sphere. New Delhi:
Sage Publications.

¢ United Nations. (2015). Transforming Our World: The 2030 Agenda for Sustainable Development.

¢ United Nations Development Programme (UNDP). Sustainable Development Goals Resources.

¢ UNESCO. Communication and Sustainable Development Resources.

o World Bank. World Development Reports (Latest Editions).

e OECD. Development Co-operation Reports.
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Semester-11
PGDMJ009: MEDIA MANAGEMENT AND PUBLIC RELATIONS

(FTETH SHEEITI ATTOr STTETh)
Course Category: Core Course (CC) | Credits: 4 (Theory: 3 | Practical: 1)

Credits: 4
Theory | Internal | Total
70 30 100

Contact Hours:

Theory: 45 Hours

Practical: 30 Hours

Tutorial: 6 Hours (Non-Credit)
Total Contact Hours: 81

1. COURSE RATIONALE

Media organizations today operate in highly competitive, technologically dynamic, and economically complex
environments. Journalists and communication professionals increasingly require an understanding of media
management, organizational structures, revenue systems, stakeholder engagement, and strategic
communication processes. This course introduces learners to the principles and practices of media
management and public relations. It examines media ownership, organizational structures, business models,
public relations processes, corporate communication, and emerging trends in media entrepreneurship.

The course aims to develop managerial awareness and communication competencies required for leadership
roles in media organizations, public institutions, corporate sectors, and communication industries.

2. COURSE OBJECTIVES
CO1: Understand principles and functions of media management.
CO2: Examine media organizations, ownership patterns, and business models.
CO3: Develop competencies in public relations and stakeholder communication.
CO4: Analyse corporate communication, reputation management, and crisis communication practices.
CO5: Explore media entrepreneurship, innovation, and emerging trends in communication industries.

3. COURSE LEARNING OUTCOMES
Upon successful completion of the course, learners will be able to:
CLO1: Explain management functions and organizational structures in media institutions.
CLO2: Analyse media economics, sustainability, and revenue models.
CLO3: Develop professional public relations and stakeholder communication strategies.
CLO4: Apply corporate communication and reputation management principles.
CLO5: Evaluate innovation, entrepreneurship, and emerging developments in media industries.

4. COURSE CONTENT

UNIT I: Media Organizations and Management Principles (9 Hours)
* Nature and scope of media management

* Functions of management

* Planning, organizing, staffing, directing and controlling

* Media ownership patterns

* Organizational structures of media institutions

* Leadership and decision-making

» Human resource management in media organizations

» Media governance and organizational culture
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UNIT Il: Media Economics and Sustainable Business Models (9 Hours)
* Media economics

* Revenue models in print, broadcast and digital media

* Reader revenue models

* Crowdfunding journalism

* Non-profit and philanthropic journalism

* Audience markets and sustainability challenges

UNIT I11: Public Relations and Stakeholder Communication (9 Hours)
* Concept and evolution of public relations

* Public relations process

» Stakeholder identification and engagement

» Media relations

* Press releases and media briefs

* Public relations campaigns

* Government and institutional public relations, PIB, State DGIPR

* Ethics in public relations

UNIT IV: Corporate Communication and Reputation Management (9 Hours)
* Corporate communication

* Internal communication

* Corporate identity and image

* Reputation management

* Crisis communication

* Corporate social responsibility communication

» Digital public relations

» Communication during organizational change

UNIT V: Media Entrepreneurship and Emerging Trends (9 Hours)
* Media entrepreneurship

* Entrepreneurial journalism

* Media startups

* Independent journalism ventures

* Creator economy and media businesses

* Innovation in communication industries

* Artificial intelligence and media management

* Future trends in media and communication

5. PRACTICAL COMPONENT (30 HOURS)
A. Public Relations Writing Portfolio (8 Hours)
* Press releases
* Media briefs
* Background notes

B. Stakeholder Communication Project (6 Hours)
» Communication planning
» Stakeholder mapping

C. Crisis Communication Exercise (6 Hours)
* Crisis response planning
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* Communication strategy development

D. Media Startup Business Canvas (6 Hours)
* Media venture planning

* Entrepreneurial journalism proposal

E. Presentation and Viva (4 Hours)

6. INTERNAL ASSESSMENT (30 MARKS)

Component Marks
PR Writing Portfolio 10
Stakeholder Communication Project 5
Media Startup Business Canvas 10
Presentation and Viva 5
Total 30

7. UNIT-CO-CLO ALIGNMENT

Unit COs Addressed CLOs Addressed
Unit | COo1 CLO1

Unit 11 CO2 CLO2

Unit 111 CO3 CLO3

Unit IV Co4 CLO4

Unit V CO5 CLO5

8. SUGGESTED READINGS
o Sf. g DY .o, ST WHIT, RIS YT, 3RS

o QX1 R, SEYD HeheddT AT Regie, fagehord Uabrer, ARITeTs, 1984
o Ul faar, STHUD, MSTEd YHhTed, gor

o Bl YeH R, U1 famie, HIURe HRIFHR, URId Usiih R, ST Td  HUH ST 02§

e Jaishri Jethwaney (2010). Corporate Communication Principles and Practice, New Delhi, Oxford

UniversityPress.

¢ Joseph Fernandez (2004). Corporate Communications: A 21 st Century Primer, Response Books,
New Delhi.

e Dalmar Fisher (1999). Communication in Organisations, Jaico Publishing House, Mumbai.

e Scott Cutlip (1995). Effective Public Relations, et al, London.

e Ghoshal Subhash And McMillan (2002). Making of Advertisement.

e Jaishri Jethwaney and N Sarkar (2015). Public Relations Management, Sterling, New-Delhi.

e Oliver Sandra (2008). Public Relations Strategy, Kogan Page, Social Sector Communication in
India -Concepts, Practices and Case Studies.

e Jaishri Jethwaney, (2016) Social Sector Communication in India — concepts, Practices and Case

Studies, Sage, New Delhi, 2016.
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e Cees, B.M., Riel, Van, Fombrun and Charles J. (2007). Essential of Corporate communication:
Implementing Practices for Effective Reputation Management Reputation, Routledge Publication.

e C.S. Rayudu. Media and Communication Management

e Albarran, Alan B. (2022). Media Management and Economics (3rd ed.). New York: Routledge.

o Sylvie, George, Picard, Robert G., Lacy, Stephen, Sohn, Ardyth & Guskin, Alan. (2019). Media
Management: A Casebook Approach (6th ed.). New York: Routledge.

o Kung, Lucy. (2017). Strategic Management in the Media: Theory to Practice (2nd ed.). London: Sage
Publications.

e Croteau, David & Hoynes, William. (2023). Media/Society: Industries, Images and Audiences (7th
ed.). Thousand Oaks: Sage Publications.

e Doyle, Gillian. (2013). Understanding Media Economics (2nd ed.). London: Sage Publications.

e Picard, Robert G. (2011). The Economics and Financing of Media Companies (2nd ed.). New York:
Fordham University Press.

e Grunig, James E. & Hunt, Todd. (1984). Managing Public Relations. New York: Holt, Rinehart &
Winston.

e Grunig, James E., Grunig, Larissa A. & Dozier, David M. (2002). Excellent Public Relations and
Effective Organizations. Mahwah: Lawrence Erlbaum Associates.

e Heath, Robert L. (2013). Encyclopedia of Public Relations (2nd ed.). Thousand Oaks: Sage
Publications.

e Johnston, Jane & Zawawi, Clara. (2019). Public Relations: Theory and Practice (5th ed.). London:
Routledge.

e Cornelissen, Joep. (2023). Corporate Communication: A Guide to Theory and Practice (7th ed.).
London: Sage Publications.

e Argenti, Paul A. (2022). Corporate Communication (9th ed.). New York: McGraw-Hill.
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Semester-11
PGDMJ010: ADVERTISING, BRAND COMMUNICATION AND EVENT MANAGEMENT

(STiRTa, s d@are arfor Mg SqaeTa)
Course Category: Skill Enhancement Course (SEC)
Credits: 3 (Theory: 2 | Practical: 1)

Credits: 3

Theory | Internal | External | Total
Practical

50 30 20 100

Contact Hours:

Theory: 30 Hours

Practical: 30 Hours

Tutorial: 9 Hours (Non-Credit)
Total Contact Hours: 69

1. COURSE RATIONALE

Advertising and brand communication have evolved significantly in the digital era. Contemporary
communication professionals must understand how brands engage audiences through integrated campaigns,
digital platforms, content strategies, experiential communication, and events. This course introduces students
to advertising principles, brand communication strategies, campaign planning, digital advertising, and event
management. It develops creative and strategic competencies required for communication industries while
maintaining relevance for journalism graduates who increasingly work in integrated media and
communication environments.

The course also examines emerging developments such as influencer communication, creator economies,
personalized communication, and Al-enabled advertising practices.

2. COURSE OBJECTIVES
CO1: Understand the principles and processes of advertising and brand communication.
CO2: Develop competencies in creative communication and campaign planning.
CO03: Examine integrated communication strategies across traditional and digital platforms.
CO4: Introduce event planning, experiential communication, and audience engagement practices.
CO5: Analyse emerging trends in advertising, branding, and communication industries.

3. COURSE LEARNING OUTCOMES
Upon successful completion of the course, learners will be able to:
CLO1: Explain advertising, branding, and communication concepts.
CLO2: Develop creative communication messages and campaign strategies.
CLO3: Design integrated communication plans across media platforms.
CLO4: Apply event management and experiential communication principles.
CLO5: Evaluate emerging developments in advertising and brand communication.

4. COURSE CONTENT

UNIT I: Foundations of Advertising and Brand Communication (6 Hours)
» Concept, nature and evolution of advertising

* Functions of advertising

* Advertising ecosystem

* Brand identity and brand positioning

+ Consumer behaviour fundamentals

* Brand perception and audience relationships
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« Advartising agency
» Ethics and regulation in advertising

UNIT II: Creative Strategy and Advertising Production (6 Hours)
» Creative communication process

» Campaign planning

* Advertising appeals

» Copywriting fundamentals

* Visual communication in advertising

* Advertising formats and media

* Evaluation of creative campaigns

UNIT I1I: Integrated Communication and Digital Advertising (6 Hours)
* Integrated Marketing Communication (IMC)

* Digital advertising

* Content marketing

* Social media campaigns

* Influencer communication

* Audience targeting and engagement

» Communication across multiple platforms

UNIT IV: Event Management and Experiential Communication (6 Hours)
» Concept and scope of event management

* Event planning process

* Budgeting and logistics

* Corporate events

* Public and cultural events

* Hybrid and virtual events

* Experiential communication

» Risk management and event evaluation

UNIT V: Emerging Trends in Advertising and Brand Engagement (6 Hours)
+ Data-driven communication

* Personalization and customer journeys

* Branded content

» Artificial intelligence in advertising

* Emerging communication technologies

» Future of advertising and brand engagement

5. PRACTICAL COMPONENT (30 HOURS)
A. Advertising Copywriting Portfolio (8 Hours)
* Print advertisements
* Digital advertising copy
» Campaign slogans and taglines

B. Brand Communication Project (8 Hours)
* Brand audit

* Brand positioning exercise

» Communication strategy development

C. Integrated Campaign Design (6 Hours)
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» Campaign planning
 Multi-platform communication strategy

D. Event Management Project (4 Hours)
* Event proposal
* Budgeting and execution plan

E. Portfolio Presentation and Viva (4 Hours)

INTERNAL ASSESSMENT (30 MARKS)

Component Marks
Advertising Copywriting Portfolio 10
Brand Communication Project 10
Campaign/Event Project 5
Presentation and Viva 5
Total 30

7. EXTERNAL PRACTICAL/VIVA (20 MARKYS)

Component Marks
Campaign and Event Portfolio 10
Viva Voce 10
Total 20

8. UNIT-CO-CLO ALIGNMENT

Unit COs Addressed CLOs Addressed
Unit | COo1 CLO1
Unit Il Co2 CLO2
Unit 111 CO3 CLO3
Unit IV Co4 CLO4
Unit V CO5 CLO5

9. SUGGESTED READINGS
o SRl Aure sfTereiy, SR AlHRATE, AT FHIRr Jehrered, ARTR

o UTWH 3o, IrESadl Fell (SNRAT dF HY), dded Fhier, e
o I, AW TNIITHT AT THTE FAF0IT (2024), TSt A1 R Toreer ATehter, or

o . I FAMAR T U, &, IS, TAATE ATYAT TIEF (00%) HATeZTIT ITHF, TTAHT
afeereher=d o0

e Chunawalla, Advertising Theory and Practice, Himalaya Publishing House

o Jethwaney Jaishri, Advertising, Phoenix Publishing House
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Jefkins, Frank. Advertising Made Simple, Rupa& Co.

Ogilvy, David. Ogilvy on Advertising, Pan/Prion Books.
Goldman, R. Reading Ads Socially, London Routledge, 1992.

e  Jaishri Jethwancy and Shruti Jain, (2012) Advertising Management, Oxford University Press, New
Delhi.

e  Ghoshal Subhash and McMillan (2002). Making of Advertisement.

e  Ogilvy David (1997). Ogilvy on Advertising, Prion Books, London

e  Jaishri Jethwaney, (2016) Social Sector Communication in India — concepts, Practices and Case
Studies, Sage, New Delhi, 2016.

e Goldman, R. Reading Ads Socially, London Routledge, 1992.

e Belch, George E. & Belch, Michael A. (2024). Advertising and Promotion: An Integrated Marketing
Communications Perspective (13th ed.). New York: McGraw-Hill Education.

o  Wells, William, Moriarty, Sandra & Burnett, John. (2021). Advertising: Principles and Practice (11th
ed.). Boston: Pearson.

e  Moriarty, Sandra, Mitchell, Nancy & Wells, William. (2021). Advertising and IMC: Principles and
Practice (12th ed.). Boston: Pearson.

e Bovee, Courtland L. & Arens, William F. (2022). Contemporary Advertising and Integrated
Marketing Communications (16th ed.). New York: McGraw-Hill Education.

o Arens, William F., Weigold, Michael F. & Arens, Christian. (2021). Contemporary Advertising (16th
ed.). New York: McGraw-Hill Education.

o Keller, Kevin Lane. (2020). Strategic Brand Management: Building, Measuring and Managing Brand
Equity (5th ed.). London: Pearson.

o Kapferer, Jean-Noél. (2021). The New Strategic Brand Management (6th ed.). London: Kogan Page.

o Heding, Tilde, Knudtzen, Charlotte & Bjerre, Mogens. (2020). Brand Management: Research,
Theory and Practice (3rd ed.). London: Routledge.

e Shimp, Terence A. & Andrews, J. Craig. (2024). Advertising, Promotion and Other Aspects of
Integrated Marketing Communications (11th ed.). Boston: Cengage Learning.

e Percy, Larry. (2018). Strategic Integrated Marketing Communications (3rd ed.). London: Routledge.

e Kitchen, Philip J. & Burgmann, Inga. (2023). Integrated Marketing Communication: Making It Work
at a Strategic Level. London: Routledge.

e Kotler, Philip, Keller, Kevin Lane & Chernev, Alexander. (2022). Marketing Management (16th ed.).
London: Pearson.

e Solomon, Michael R. (2023). Consumer Behavior: Buying, Having and Being (14th ed.). London:

Pearson.

Schiffman, Leon G. & Wisenblit, Joseph. (2022). Consumer Behavior (13th ed.). London: Pearson.

Ryan, Damian. (2024). Understanding Digital Marketing (6th ed.). London: Kogan Page.

Chaffey, Dave & Ellis-Chadwick, Fiona. (2022). Digital Marketing (8th ed.). London: Pearson.

Van der Wagen, Lynn & White, Lauren. (2020). Event Management for Tourism, Cultural, Business

and Sporting Events (6th ed.). London: Pearson.

o Goldblatt, Joe. (2018). Special Events: Creating and Sustaining a New World for Celebration (8th
ed.). Hoboken: Wiley.

e Shone, Anton & Parry, Bryn. (2019). Successful Event Management (5th ed.). Andover: Cengage
Learning.

o Getz, Donald & Page, Stephen J. (2019). Event Studies: Theory, Research and Policy for Planned
Events (4th ed.). London: Routledge.
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