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e Bﬂ°h°‘°f23m Miss 200 z‘a (f-M-M-_) and to this office Circular No.UG/22Z of
o002 dated 1;’ ¢ o t}w Principals of the affiliated colleges in Afts and
he Profcssor-cum-dlr_ec or, lnstitute of Distance Education are hereby informed
b tho rocommendationt mado by the Ad-hoo Board of Studies in Bachelor of
NS Media (BMM.) degree course at its meeting held on 17h Apsil, 2009 hes
heett accepted by the Academic Council at its meeting held on 21% April, 2009
de item No4.46 and that, in accordance therewith, the syllabus and reference
oks for 'ﬂ}c Bachelor OfM_aSS Media (Sem. V and VI) examination in the subject
¢ Advertising and Journalism is as per Appendix and that the same has been

0 . )
prought 1uto force with effect from the academic year 2009-2010.
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The Prinpipals of the affiliated colleges in Arts and the Professor-'cum-
Director, Institute of Distance Education. '

A.C/4.46/21.04.2009
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No.UG/194-A of 2009, MUMBAI400032 5% June, 2009

Copy forwarded with compliments for information to :-

1) The Dean, Faculty of Arts. | -
2) The Chairperson, Ad-hoe Board of Studies in Bachelor of Mass Media.

3) The Controller of Examinations.
4) The Co- Ordinator, University Computerization Cerlter. a
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(U.G./P.G.Section) &/

%
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Copy to :- 2

The Director, Board of College and Thniversity Development, the Deputy Registrar (Sligibility
and Migration Section), the Director of Students Welfare, the Personal Assistants to the Vice-Chancellar,
the Pro-Vice-Chancellor, the Kegistrar and the Assistant Registrar, Administrative, Ratnagiri for

information.

The contraller of examinations (10 copieﬂls), the Finance and Af:cmmts officer (2 copies), Record
n (5 copies), the Deputy Registrar, Enrollment, Eligibility and:

Section (5 copies), Publications Section (5 e L

Migration Section (3 copies), the Deputy Regisuar, Stanistical, Affiliation Seation (2 copies), the Dircctor
In..qt[tute of Distance Fducation, (10 copies) the Director University Computer Center (TDE Ruﬂding).,
k. K,dy . (> copicsy tho Deputy Registrar (Sposial Coll), tho Doputy Registrar, (PRO). Tho Assistant
y Bt Academic Authorities Unit (2 copics) and the Assistant Registrar, Executive Authorities Unit
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ENCLOSURE 10 ITEM NO. 4-° 46
21/04/2009

e

REVISED SYLLABUS
FOR THE
THIRD YEAR
(BACHELOR OF MASS MEDIA)
(SEM. V AND VI)
EXAMINATIONS
IN THE
SUBJECT OF .
ADVERTISING AND JOURNALISM

(with effect from the academic year 2009-2010.)

— — ‘\__/
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Semester-V

= .S/;{)/Ject : Advenising design

Paper: 111

Objective:

To expose students to

. the creat; .
art direction reative and technical aspects of

Syllabus

1. Introduction to the Art department in ad agency(2)

§ xg;gtdls Art Direction —Making of an Art Director (2)
. uction to colour(3)-colour harmonies

4 IntrOd}lCthI’l to Illusion (3)-Principles and elements

of design

Introduction to Photography(2)

6. Intrpduction to Typography/Calligraphy(3)-Word expression , Layot
designing Logo designing

7. Introduction to desktop publishing(4)

8. Introduction to Print Production(2)-stationary design

9. Working with copy —partner

10. Art direction in print media (3)

11. Art direction in outdoor (2)Transit/Ambient

12. Art direction in films /television(2)

13. Art direction in internet and new media (3)

14. Art direction in Direct Mailers (2)

15. Advertising campaign planning :Art (2)-Radio ,T.V,
Newspaper, magazine outdoor

16. Corporate Identity systems(3)- Packaging ,
Brochure,P.O.P ,etc.

17. How to brief the art direction and get the best out of

him(1)

W

The course material heavily depends upon examples.
The examples should be collected by the instructor
every academic year, since the trends in art direction

change as quickly as fashion does

20 hours to be used to familiarise students with the
concepts and theory of the subject and the rest 30
hours to be used to guide students in preparing
professional campaigns for the project work
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Sample format f;
St 11plL1[mnm( for campaipn:
+ Logo desi ack '
go design (black and white ,8-9 color design)

2 N 3

2. stationary

n )

3. newspaper

4. magazine

5. T.V. campai

o .V. campaign (story board)
). Merchandising

7. Outdoor
8. packaging
9. synopsis
10. sketch book
11. radio

There will be no written exam for this paper The
student will be evaluated on the basis of the
quality of campaign prepared. With 50 marks
t_zvnluation to be done by the internal faculty and
50 marks allotted to viva which will be conducted
by two external examiners (One faculty of the
BMM Ad design department from any other
college and second a professional from an Ad
agency ). The viva shall contain questions on the
Ad campaign prepared by the candidate.

Booklist
Ed.Andre ,graphic design in computer age —

series of 8 books
[llustration —Vicky Squires

Color —Andre Jute

Video graphics ~Hugh Skinner
Publications-Andre Jute
Presentations-BillMurphy

Design Solutions _Linda Reed
Typography-Grant Shipcott

Corporate image- Amanda Barrett

Conway Lloyd Morgan.Packaging design —
rotovision 1997
G.S.Rege _Advertis
Kathleen Ziegler an

A7

~\7\7~‘7\’/\7\7\7‘7\7

ing —art and ideas

d Nick Greco- Digitalink-
digital design and advertising —Dimensional
Jeanne Allen Designers guide to color —volumes
1,2 and 3-chronicle books 1986
Mike Quon _Business graphics

international publications 1995
Prints best 10g0S and symbols -R.C publications

Y Y

\Y

-PBC

/

\4

2005
The design library series —Rockport publishers

A\

1996
Hugh Marshall —Art directing Photography

quarts publishing p/c

\Y

b <d
whe
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y AR . ¥ .
quhi"d : /Aﬂ\ ertising in cnntcmp(,mry society

N

pap® r-l

M
. recognize the roles of advertising i modern society

tand the current dcvelopments and

X roblems ¢ i isi s an
e and social force. p oncerning advertising a
oot

ciate the increasingly internationg] nature of advertising
lyze the interdependent nature of advertising and popul:ar culture

To unders

Appre
To ana

Advertising in the Indian €conomy(10 lectures)

o Role of advertising in the Indjan economy

o Liberalization and the resultant changes in buying patterns.

e  Impact of global competition in the field of advertising.

o Present day economic issues & Policies & their effects on advertising

.

Advertising and culture(10 lectures)

e Role of advertising in bringing about changes in culture, customs and
traditions.

o The interdependent nature of advertising and popular culture (i.e., fashion,
music, films, slang).

o Effects of globalization on the Indian advertising

¢ The impact of advertising on commercialization of culture

¢ Making messages culture-specific

e Cross cultural psychological segmentation

* Need and benefits of for assimilation of universal ideas with local flavour.

e Cross-cultural Advertising

3. Advertising and the audience(6 lectures)

* Market power

* Marketer’s control on the media
* Impact of advertising on attitudes, behaviour, societal norms, perception,

needs, lifestyles
* Controversial advertising discuss with the help of current examples

* Social implications of advertising
* Gender, diversity issues, Generational issues-children, youth, elders

* Growing influence of advertising and its criticism

3
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Global advertising (16 lectures)

4. The s
1e scope and challeppee o
. l‘ I challenges of Intemationy) -
« Current global trends W advertising
« Multinational competitjop and its
S S mpac
e Product pdd\.\glng tor lnlcrn'niun-n ,i :
SR ‘ al marke
e Promotion for internationg) market e
3 H s
A Internet marketing (6 lectures)
5. y o
: e WWWasan ud\'crllsmg tool
( Social marketing (2 lectures)
1 ;

« Whatis social marketing?
« Need for and objectives of social marketing
e Tools and components of socjq] marketing

L. Ph;[hf()g() Cateora and John L. Graham, International marketing-Irwin McGraw
Hi :

D_Lqmont Handbook of global marketing-Identify books2000
William F arens and Courtland L Bovee, Contemporary advertising-Irwin 1994

Philip ?(otler. and Eduardo L Roberto, Social marketing-strategies for changing
public behaviour-The free press-1989

Paul Timmers, Electronic commerce — Strategies and models for business to

business trading-John Wiley and sons 1999 ‘

6. Dave Chaffey, Richard Mayer, Kevin Johnston and Fiona Ellis Chadwick.
Internet marketing —Financial times-Prentice Hall

7. Mica Nava, Andrew Blake. Iain Macrury and Barry Richards. Buy this book-
Studies in advertising and consumption-Routledge 1997

8. Jib Fowles, Advertising and Popular Culture. ~Sage Publications 1996

9. Mary Cross, Advertising and Culture-Prentice Hall 2001

10. Elioise Coupey, Marketing and the interner-Prentice Hall 2001

11. Roxanne Hovland and Gary B. Wilcox Lincolnwood Advertising in Society :
Classic and Contemporary Readings on Advertising’s Role in Society. NTC
Business Books. 1989.

12. Neil Barrett, Getting your message across the World Wide Web

13. Advertising in Contemporary Society by Kim B Rotzoll, James E Haefner,

University of Illinois Press 1994.

T I B ]

N
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Semester v N

gubject \//q nd Building

: VI
pﬂpCf

obicctives

0 provide al

mfumgemcnt.

To underst
quity
2quit) | .

To learn to plan an effective advertising campaign,

1 introduction t
0 the concepts ang practices of contemporary brand

and the appropria .
an PPropriate strategies ang tactics to build, measure and manage Brand

Syllabus

The prand (Lectures 04)
What is @ Brand

grand Vs. Product

Why Brands Matter?

Car; anything be Branded?

Process of Branding .
Advantages And Limitations of Branding

Brand Building Blocks (Obstacles To/Difficulties In Building Strong Brands)
grand Vision with Respect To Generic Brand Status
product Vs. Corporate Branding

Branding Strategies ( Lectures 06)

Manufacturer Branding (National Brand) And Distributor Branding (Private/store Brand)

Multi-Product Branding Strategy
Multi-Branding Strategy
Mixed Branding
Brand Licensing
Co-Branding
Composite Co-Branding
Ingredient Co-Branding
Brand-Product Matrix
Brand Hierarchy

Introducing And Naming New Brands and Extensions (Lectures 02)
Physical And Psychological Dimensions

Cognitive And Emotional Benefits .
Developing Brand Identity And Personality

5
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Personality Vs. User Imagery

pral

d positioning (Lectures 08)

Br{ln
- Components
[0

Ler chmentatlon

sull .
C;?rlch(ual Mapping _
per” 4 penefits And Attributes

Bral'l

Omerstones of Positioning Strategy

C
prand E4

t of Brand Equity
¢ Brand Equity

pity (Lectures 08)

concep
gources ©

grand Loyalty
prand Awareness
perceived Qu_ality
prand Associations
Other Brand Assets

penefits of Brand Equity

Choos

Managing Brand Equity

prand Eq

Brand Equity Ten
BAV/Y &R
Equi-trend

Inter Brand

Brand Assets —

Brand Leveraging (Lectures 04)
Leveraging Process

Line Extensions
Brand Extensions
Creating Range Brands
MAd'HOC Brand Extension
oving The Brand Down

ing Brand Elements To Build Equity

uity Measurement Systems

How To Find Them Equity

C} Scanned with OKEN Scanner



ing A Brand Up
MO

e Process of Brand Orientation
The
\fanaging Brands Over Time (Lectureg 04)
i -
Rcinl'nrcing Brands

z,;vilulizing Brands

onsistency Plan

e pranding
:jmcriﬂg New Markets

Buildi“g Brand On Internet (Lectures 04)

ing Brand Building In Cyberspace And In Bri

User Segments n Brick & Mortar World
Objectives

uilding Dimensions

Compar
[nternet
website
prand B

Corporate Branding (Internal Assessment Only ) (Lectures 04)
visual and Verbal Identities

Name, Term, Sign, Symbol, Logos, Design, Phrase, Slogan Or Combination of These
More Visual Outputs

packaging
Showrooms
Advertising
Employee Uniforms

The Company’s Reputation Through Publicity

Campaign Planning (Internal Assessment Only) ( Lectures 04)

Marketing Operations For The Campaign
Target Audience Selection And Advertising Objectives
Planning Strategies And Media Characteristics

Creative Execution Of The Campaign
Campaign Evaluation And Measuring Effectiveness
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penct Book List:
fe

Havid. A Alker, Building, Strong 3y

" peirdre Breakenridhe, ¢ ands, The Free Press, 1996
) D‘:"‘mf 'H"L"\L(yn’l‘ld\l‘lfh (*} b_cr hm"(“"g = Financial Tim::s' — Prentice Hall 2001
. John't hilip Jones. What's in a brango - Building by ih . ! | ‘
i ‘“i\.'cnising. Fata MacGraw i) 2001 £ brand equity through
vies and Laura Ries. The
3 Al 1\'_‘.% = [he 1y Immutable {Laws OF Internet Branding, Happer
Coolins: 2001 '-
> Sus:}mh}h ”(\)l: l)dnd lohn Murphy7, Brands The Mew Wealth Creators, Macmillan
Business: | 198
. e P ol Q Aovnle npt .
6. humdl. Ramesh 5. Marketing and Branding : Indian Scenario; Pearson 2007

“oller. Kevin Larie- Stratevie her ' M
Keller. rategie brand management. Prentice Hall of India 2003

g. ICFALUnv Press — Corporate Branding: Concepts and Cases: [CFAT 2005
9. Parmeswara,. M.G. — Building Brand Valye : 5 Steps To Building Powerful
Brands: Tata Mcgrawhill; 2006 ' =
0. Harsh V Verma — Brand f‘Jl'anag(:n*.em; 2:\‘1; Excel Books: 2006
“Brad VanAukert — The Brand Managemen ’

[

t; Kogan Page
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\}bje/ct: Consumer Behavioy,
‘Cti\

; 'es:
obk jroduce the students to the complexitics of cop
ol . sumer behgvi
ol ehaviour

2% ”:‘buS: 11 t (-‘ ) 2y .
S jntroduction to Consumer Behavioyy

e Concept of Consumer Behavioy (2)
™ \
ced 10 Study Consumer Behavioyy

; ternal and Internal vari
X ¢

ables influenc;
N lng Consu . .
WprcSC"‘““O“) mer Behaviour (Diagr

ammatic

Communication _ 5
. w,cmems of Communication .
Emﬂfﬂunication Process (model)

(Ommunication strategy

4

S{Oe?saac Factors (Structure, Order Co de, appeal)

ypes of Appeals

fiational/emotlonal fear/ I—Iumour/Sex/prestige [Ego
yasion

ggftml and Peripheral Route

ELM
3. Perception : Physical Psychological : Subliminal perception 3)
4. Cultural = Suhcu!tl."e (concepts and its impact on consumer behaviour) )
5. Leaming - Cognitive Theory, Conditioning Theory (5)
6. Attitude N

Concept and Characteristics of Attitudes

Formation of Attitudes

Relationship between Attitudes and Behaviour

Attitude Models -Cognitive Dissonance, Tricomponent Theory, Multi attribute model

7. Motivation (5)
Definition
Nees and motives
Types of motives
Arousal of motives
Need Theories — concept and applilcation
Maslows. Alderfer, Herzberg

8. Personality ©)
Nature and Characteristics
Theories of personality — concept and application
Freudian theory, Trait theory, Jungian theory
Ifand self image concept
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market Segmentation
-|.mm'nphic Profile SRI Vals 1y

psyv e
10 Gocial Class

(‘nnt‘l'lj‘ _

~|-q<~:i1|cnllnn .

i cof social class on purchase beh

nituene aviour

{1, Groups
peference Groups
mﬂucncc {actors ‘
Consumer related reference groups
Rcfcrcncc group appeal

12. Family
pefinition (Traditional and Non Traditional)
pamily Life Cycle -
Its jmportance to advertisers

pamily decision making and consumption related roles

13. The Consumer Decision making Process

Consumer decision about brands and producsts

influence of opinion leadership on consumer decision making

i4. Adoption and Diffusion
Concept
Adoption process
Diffusion process

15. Indian Core Values
What are our Core Values
Its influence on decision making process

Effect of changes in the economic policies on our Core values

Book list:

(3)

(2)

(2)

(3)

(2)

1. Leon G. Schiffman, Consumer behaviour ; LeslieLazar Kanok
2 Loudon. David and Dela Consumer Behaviour — Bita Albert
3. Max Sutherland and Alice K. Sylvester, Advertising and the mind of the

consumer Krogen page 2000
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M~Scmcslor.v
(lbiccﬁ"cs:
To familiarize the studenys With the concept of
" iting

To develop their inherept Writing skills
To train students to generate, do

velop and expype. :

ahe s X SS i :
To familiarize students wit, contemp p : dcas effective|
Practices

Wherever possible)
Copywriting, Introduction, Responsibility of Copy writer.
o Attributes of a gooq COpywriter
o Principles of COpywriting

Creative Strategy: Planning and Development

* Developing an Advenising Plan

o Advertising Creativity: The five Stages of Creativity, Creative Thought
Process, Who is a creative person?

¢ Creative Strategy: Comp

in writing
Combining Creativity
Organizing the Creat;
* The Creative Plan
Phases of Campaig

onents of the Creative Strategy, Putting the Strategy
and Strategy

ve Task

(Copy Platform)
N creation

Phases of campaign creation:
o Understanding the
Finding out what t
Understanding the
Interrogating a pro
emotional benefit
Developing an ear for ‘human i
How to get an idea

Choosing the idea that effectively communicates the emotional/rationg|
benefit

psychographics of target audience
| ]

0 say

barriers to purchase
duct or service

. —Outlining the rational benefit anq

nsights’

\

(3 Scanned with OKEN Scanner



Briel

]

(]

Taking the brief
Product brief
Marketing brief
Agency brief

Converting into creatjye brief

The big idea

Arriving at the Proposition
From proposition to head line
Understanding tone of Voice
The positioning statement

6 Writing for print medig

7. Understanding the medium and w

Head lines

Base line

Sub headlines

Body copy

Slogan

Captions

Structuring the copy

medium, Internet, SMS

8 Principles of writing press release copy.

9, Writing copy for mail order, direct mail,

advertisement, B2B advertising

10.  Different types of copy

Booklist
1.

Advertorial

Infomercial

Comparative copy

Copy for different languages

riting for TV, Cinema, Radio, Innovative

yellow pages, trade directory, classified

Hey Whipple Squeeze this — A guide to creating great ads by Luke Sullivan

Cutting Edge Advertising — Jim Aitchison

One Show Annuals
D&AD Annuals
Luerzer’s Archive
Campaign Brief Asia
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-~ gter V

# edi ' '.‘
. a plannin .
'V & and buymg

d;;;c,r; knowledge of major med;
Jevelop an understanding of p

subject
pape’

a Chal’acterist

ssl®cdia planning (10)

I, The function of media p]
Role of Media planner
Challenges in media planning

Media Planning process

Media Planning for Consumer Goods
Media Planning for Industrial Goods

anning in advertising

5  Sources of media research(6)

' Audit bureau of circulation

Press audifs

National readership survey/IRS
Businessmen’s readership survey
Television

Audience Measurement

TRP

Nat ional television study
ADMAR satellite cable network study
Reach and coverage study

C|B listener ship survey

e © @ © e ¢ & & & & =

3. Selecting the suitable media options (12)
o TV
o Advantages of television
o Disadvantages of television
_ o Buying Television Space/Air time
¢ Radio
o Advantages of radio
o Disadvantages of radio
o Buying Radio slot
¢ Magazines
o Strengths of magazines

13

1es and buying advertising

space in

cnts, and techniques of media
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S0 N

11.
12.
13.
14.
15.

o Weaknesses pf,

o Typesof mapazineg

o Buying Magazine space
« Ncwspapers

o Strengths of nNewspaperg
o Weaknesses of newsp )

o Typesof newspapers

o Buying NEWspaper space
» Buying media space

o The internet
Billboards
Yellow pages
Direct response
Stadium
In-st ore

Place-based media
Newer Media Options

O 00O OO 00 O

Criteria for selecting the media vehicle

e Reach

e Frequency

o GRPs

o Cost efficiency

¢ Cost per Thousand

o Cost per rating

e Waste

¢ Circulation

o Pass-along rate(print)

Media timing (2)
¢ Flight

¢ Pulsing

e Scheduling

Nagazines
apers
for other medium [ike

and direct maj

Types of out-of-home advertising

Comparing and Evaluating continuity of media options/choices(1)

Deciding the ideal media mix(2)
The communications mix(2)
Media buying and negotiation(4)

Competitive media expenditure analysis

The concept of aperture(1)

Scheduling and budgeting allocation(3)

Media plan evaluation(1)

Media presentations to the client(1)

Media audit(2)
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K list . .
%75;146 Z. Sissors and Jim Surmanek, Adveriising Media Planning-Crain Books
1
~ James R Adams, Media Planning-Business books 1977
. Advanced M.P.-John R Rossister, Kluoer Academic Publications 1998
. Advertsing M.P., Jack Z Sissors McGraw Hill 6° Edission

S LN

!
i \
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gem
pape” v \

(spaper —Magazine making
Net

..eg: This paper shall introduce th

O‘ngn and will orient them towards the Practica| aspects o? ;teci\f;sf;)eWSpaper imgaine
esig aper - magazine
makmg s

(rod uction to the theoretical aspects:
In

l Graphic Communication — Past and Present

" Ppresent (3)
, Planning Stage
. Preparation Stage
. Production Stage

Past
o Improvements in Presses over the period of time
o Improvements in Typesetting
¢ Reproduction of Photographs

2. Why and how we read @)
'+ Reading and Information
* Human Information Processing

3. Graphic Reproduction Processes and Presses (5)
* Fundamentals of Offset
o Prepress Operations
* Fundamentals of Letterpress
o Prepress Operations
o Special Requirements of Rotary Letterpress
* Fundamentals of Gravure
* Fundamentals of Screen Printing
Fundamentals of Flexography

Computerised Imaging Systems — Jet and Electrostatic Printing

Type and Typesetting 3)
* Typesetting Terminology
* Typeface Terminology

Typeface Classification

Type and Typesetting Measurements
¢ Point
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The Pica

The Em

The Unit

The Agate Line
The Metric

llltrOduction to the practical aspects

3 USiﬂ

g Type Cieatively
visual Syntax

The New Typography
placing emphasis

The Layout

Headline Size

[nitial Letters

6. Electronic Copy Processing Systems

Bits and Bytes
[nput/Output Devices
Fonts and Font Sizes

5. preparation for Printing

Pasteups

Positives and Negatives
Plates —types

Graphics and haif tone

7. Principles of Magazine Layout

Planning the Layout
Preparing the Dummy
Designing the Template
Balance and Simplicity

8. Newspaper Design and Layout

Problems of Format

Changes in Approach to Newspaper Design

Contemporary / Modular Design
Arrangement of Ads in Newspapers
Preparing / Using the Stylesheet

Effects of New Production Technology

Preparing the Dummy
Appearance and Character 0

V7

f the Newspaper

(0)

@)

4

(©6)

(12)

C} Scanned with OKEN Scanner



(erﬂ“l Assessment : Individug) PrOject
n

qum of 10 to 15 hrs of Le

30 to 32 hrs to be dediCatedctf‘l‘es shoulq

\ Miﬂil
P 3 ted for
desi[,us print houses and screen printijy

yar

devot
repar; ed [
Preparing e layouts 1o discuss the newspaper

1 .
& Workshops, » Preparing dummies, visit
o pescription- Individual Project
pro.
ill prepare following ¢
ents W1 € types of
;“-l?snungs fiware and Adobe Photogp, news#om?at

calt shall guide the students on the con
e ladon the Design and Layout,

|. Four page Local Newspaper- A3 Size- Tablojq

ye)

Four Page National Newspaper- Broadsheet

Thirty-two page Magazine- A4 sjze

(W)

there will be no written exam‘inoﬁon for this

on the basis of the quality of newspaper/

ma g
evaluation fo be done by the interng facul gazine prepared. With 50 marks

ty and 50 marks allotted to viva which

Journalism department from any other ¢

ollege and .
he news making field ). ° second a professional from

The viva shall contain i
newspaper/magazine prepared by the candidate. questions on the

|&
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ised Syllabus for TY BMM (Journal;

eV ‘
I Semester V Subject: Reporting

sm) from June 2009
Paper 1

basic Pl.mciplcsz Accuracy. Objectivity, Clarity and speed
. as
in

0 verily news. On the spot coverage, checking with the sources, double checking for
The neet Jqal slories
nll'o\'t"’ ‘

: sw Values
lq-:lundlng New
Lnden .
"‘i"urwom: ¢ per its importance. the c
b o paterial as perits IMpOTANCe. he most important aspects should come first
H S e 3 NAQ 3T PN . i
W‘L“”ﬂ.implc style. short sentences and stick to facts without commenting on them
led> pgoplc. learn to use quotes effectively
10
Talk €
< and its Lypes: . -
o lead is winning half the battle, the lead should convey the importance of the news item
YO U ¢
A Et[;i\-c W's and one H concept
&hqu qeed not be stereotyped. different types of leads, even the most ordinary stories can come
eads

e witha lively lead, but avoid gimmickry. Leads should clearly explain what the story is all

]_c;ld

al
about

Gathering news: On — the — spot principle, talking to different people who were eye witnesses to an
incident, press conferences, the art of 'a§king brief, pointed questions which can lead to newsy

eplies. handling press notes apd r‘ewrltm.gllhem in journalistic style without missing the news
aspect. the role of news agencies in providing news, unraveling and trying to make sense of cliché-
luden government handouts. covering public meetings and retaining only the newsy sections of
speeches

New news writing style; 1) Using more actual quotes 2) Begin with individual case and expand
generally
Beat Reporting and developing sources
Beats are best sources of news. Getting experience in beats through long tenures. The importance
of sources, spotting. developing ana retaining their confidences, regular presence at beats, group
eporting and doing “exclusives” without antagonizing group members and not go by the obvious
and.\'vhat people tell you, look for news behind news. The role of major beats, Government. Police.
Political parties, Municipal Corporation, Health and Education, Environment and Law

1
i illlr?;vlfng::il g:c?ergroxgrt’\;'lcg hzs pltlbli}:: z:[ipeal nec:'jdts t?} be_ follovyed upJ ust reporting it once and
imolved iy 1 . ! gh Find out what happened to the issues in question and the people
exs o ven after the. main story hac} been publ.lshed.

paigns interpretative and Analytical Reporting

hvestigatiye Reporting:

Explain Investigative reporting using Watergate and Harshad Mehta as a case study
2

W ale . o . i
]”Eicm ‘8l makes a good Investigative reporter? Tenacity, ability to spot news and ¢

end, arry it to its

cOmmitment to the best traditions in journalism (Patience, painstaking, hard work)

9
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K " y of investigative journalism, abro
Y iri of hismf'.‘ lism. Management u.mu‘xdc in reg
| l,,(i\'c _'mll_l:i‘;al pressure, difficulties in getting

;ﬂ‘,‘.$11‘»<' and PO “Juck mentality among bureaucracy g

e b ¢ v,
0 th n?

sl ng ratlo .

uf;‘ | I‘“S:: oingt 0&‘:11 specific reference to terrorist attacks
et ing §

'\‘1. 70‘1‘
e 1<l

o

ad and Ind;
ard to rego
confidentj
nd men in

a. The hurdles facing Indian
urces and man power, vested
al documents, element of secrecy
power How to get over these

d igative reporting and how it differs from yellow journalism
nves

ive j ism in bringi i i nt. Limitations
y finvestigatlve Journalism in brmgmg about changes in the establishme
0
Rolc

LR
i a
aind

f bei v
ollar Cri"le, Cyber crime and need or technical knowledge, cing computcr savy
\Vhite c

J ioations in the English and indigenous language pages.
Investig '

d i j .Sln i i ]ike,
‘ Stu ieS iIl illVeStigatl ve Journah ’ Should be explalned 1n the CIaSS

: ase

aJOI' C

gofors s

Tehelka Exp((;s?sinvolving former Chief Minister of Maharashtra, A. R. Antulay
canda
(ement S

pblar Scam
]COJ Death cases

i igati i this award
dees of Patrakar Sangh for best investigative stories or Analyse
jew 5 awar
fervIEW 9
yiming stories)

unabai Khadilkar investigative journalism award
; K:;Ear Bose investigative journalism award

1 20
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. N K - ey
| SEMESTER - v
{
' : Editing
i(l“.'“
. Il
pape’
. c(i\'t‘s: . .
Obje o allow improvement ia language skills
L)

To jmpart skills required of a sub-editor

o llabus:

gpcciﬁc Janguage inputs

Usage tips

words and phrases to avoid

cific grummntical problems

nd functions of the editorial set-up of a newspaper
f the sub-editor — Writing, editing, design

Spe
) Structure a
1 Functions 0

4 Editing ' o
, Understanding the publication — it’s audience, ideology, raison d’etre

. Style book
., Editing symbols and how the computer has revolutionized editing
. Editing to fit available space — cutting or expanding copy to fill space
« Reorganising or restructuring a story
+ Checking facts, names, figures
+ Checking for grammatical and other language errors or problems
+ Rewriting in style appropriate to publication
» Writing headlines — structure, working, types, use of typograph
of punctuation in headings.
Writing effective captions
¢ Intros and rewriting leads
5. Typography and design
¢ Principles of layout — balancing grey matter and w
balancing visuals and / or ads and cditorial content
* Planning the page — deciding weightage of story, positioning for optimum
effectiveness, balance in editorial content, preserving the format.
* Selecting visuals — image energy, lines of force, impact + information Ethical
considerations when selecting visuals for crime/death/gricf stories

* Cropping pictures
6 F. ] _F('quluting effective graphics
‘Editing on the computer using:
Photoshop
Pagemaker
Corel Draw
Mustrator

y,do’s and don’ts, role

hite space, understanding fonts,

Book List

a1
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TN e

Quinm

Tow
il Sourin; New Editing i, The
. The Art of Readable W, rmng oy and l’ractiCc; (1 992)
Harold Editing and Design;

D R; Newspaper Layoyt and

and Borden; Creative Eqjy;

Stephen; Digital Subedmng and D

ng 3!’(]

2&

edition;
esign;

- T TR TR Ry,

(.1984), State University Press

Wadsworth
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Vs TR ATV NN s e

Paper | Semesgey . A%

aper ‘o
U Featype and Opinign

. Commenting on diffe eneeg
. 5 p ! tl,l\l.t!\ betweey reporty
\ \Th) Al ¥ 3

o ceded for feature / ()pini‘
(

B and feature writhi P
NI . ature writhing, the special skills
Role of opinion writing the neeq fo; m F ’

N wWriting
ature thinki g
tking and professional experience

Syllabuys:

. ‘soft’ news. definitions 1t

R 18 and differepe

o rences,

; | (2)
g and “features” basie differenceg and role

.~1\d, Jevelop it from a news report, Do ) re

B \ vital role in the city newspaper
atures:
\

e

horts 'l" Journalism. The News feature and (5)
$ lead to news features? Uses of news

The poN-NEWS feature: Seasonal, Institutiong). nost

S Linformation, bits of co st
ddiuonal inforn olour, effective leads, creating images for the readers, the

'A\lc of human interest in feature writing, how o “dig’ for anecdotes and quotes, mor
i 2 otes, more

A(ense research than for a news report eye for off beat facts
m (G d

algia, city, Writing skills needed (5)

4§‘1€Ci31 types of features: The Interview form. diffe

“pé) preparing for ;n Interviews, getung information on the subject, supplementary

yPel 52 .

questions. amt‘ude uring dI; Interview, s.pecml needs for a TV interview and differences
with print the importance o asking the right kind of questions Use nf tape recorder

on techniques

rent types (third person. qn-answer (5)

tran Slati

< Obits a brief history, origin of the obit form. the superior form of obits in western (3)
qedia why our obits are always flattering and restricted mainly to politicians need to
giversify subjects and not too much of sugar coating

6 Reviews, mainly film, arts, dance, music, theatre. and books Qualities of a good critic  (3)
knowledge, passion, keen interest proper background, understanding of the audiences
and the role of commercial art in chasing away the blues special skills needed for reviews

7Columns, their role in journalism, different types of columns, how they reflect public  (35)
opinion, personal element in columns. Advisory columns and ethics .nvolved in them.
nle of celebrities in agony aunt columns

8 Trend stories, Life style journalism. focus on campus, youth style and layout New (3)
Journalism, growing importance of environmental features. the dangers of imitating the
West, strides in Business Journalism (briefly) ‘

9The Editorial page and op-ed page: History. evolvement, how much do editorials )
declined with managements calling the shots. qualities of a good editorial page Cd_‘m"‘

The editorial page layout, any need for frequent changes? The “Middle™ and how it had

been shifted around

10 Editorig] writing, special skills and analytical power

adanand. R.K Karanjia, M.J.Akber,  (3)

l ) ‘ o) . - - . . N
'Some famous editors in Indian journalism: S. S '
al Jain, N. Ram

Umar Ketkar. Talwalkar, Shekhar Gupta, Shyz}m Lal. Giril
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)
g
)

2,
¢
&

0
*
&

o,
e
)

o of language papers in fostering
. ilation
sjreulati®
dy intimacy between readers and language newspapers

INDIAN REGIONAL JOURNALISM

. the evolution, growth and role in moge d i
idy the € M-day India i
"t English o of Indian newspapers other
e studies of Hindi, Marathi, Telugy ang Urdu newpapers

socio — ; :
0C10 ~ cultura] development in their areas of

S\'Ilﬂhus
Overview of impact of important newspapers in Hindi PR

I Malayalam, Urdu and Kannada p ndi, Marathi, Tamil, Telugu,

) Use of.common faciiities like news pool, personnel, inputs and managerial expertise

- in media groups.

3 History and c!evelopment of newspaper in Bengali, Hindi, Urdu, Marathi, Malayalam,

' Telugu, Tamil and Kannada

" How Indian language newspapers have shaped outlook and cultural identities.
Renaissance in Bengal, Social reform in Maharashtra and Tamilnadu

5. Rise of ‘Hindi’ newspapers and their dominance in North India

6. The language press and local polities, including rise of communalism, regionalism,
irrationai beliefs.

7 Growth of regional newspapers like ‘Dainik Bhaskar’ ‘Dainik jagran’, ‘Malayala
Manoram’, ‘Dina Tharthi’, ‘Anand Bazar Patrika’ and ‘Lokmat’

8. Tendency to hunt for higher profits at sacrifice of standards of journalism.

9. Political role of newspapers before and after Independence — ‘Kesari’,
“Mathrubhummi’, ‘Ananda Bazar Patrika’, ‘Eenadu,’ ‘Saamna’, ‘Tarun Bharat’

10. " Role of editors in upholding standards of journalism e.g. Ramoji Rao, K.M.Mathew,
Kumar Ketkar, Kundan Vyas etc.

1. Study the role of Editor- campaigners like Raja Ram Mohan Roy, Bal Gangadhar
Tilak, Acharya P.K.Atre, K.P.Kesava Menon, H.R. Mahajani Dharam Vir Bharati,
Maulana Abul Kalam Azad, Abdul hamid Ansari etc.

2. Era of mass circulated regional newspapers. Necessary precautions against downslide
of social commitment and objectivity.

300K 157
ey,

Robin: Indja’s Newspaper Revolution, Oup, 2000

24
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Semester.y
Journalism ang pyj ;. Opinion Paper 1y

To examine critically he relationghy;

jectives R iy
¢ cdia influence public opinion Whic

bl

P betweey th

o ¢ media and public, how much doe
e the apencieg manipulati i > f
. t 5 Mantpulating this process o
mﬂuumng public Opinion = ’
hat is public opinion? Who coner:
What is p nstitutes the ublic,
c?

Which are the tools used to gauge public Opinion? How reliable are they? (2)
[¢ .
Ixamining the process where (e medj
e opinion? How far is this true? Examine the diversities i
W ed interests of the managements and how fur the
oste A N N « . .
b the public trust the opinions floateq by the med;

a1s said to have g role in influencing (5)

n the media, the prejudices,

Y manipulate the media? How then,
a

can
3 Same issues as dxscus§ed by opinion makers like Walter Lippman, Noam (5)
chomsky and Lasarsfeld Their views on public opinion, role of military industrial

mplex. big Corpora.tions and the Tl_link Tanks set up by them. the right wing money
wer and how they influenced public opinion in the

[" Vietnam and. Iraq wars
5 Agenda setting v/s Uses and Gratifications mode] (2)
6. Theincreased use of comment in re

porting, the highly biased methods in the (3)
tion through headlines and photographs

dian media). Provocative editorials and news

1ese influence public opinion

choice of news selection and their presenta
(illustrate these with examples from the In
aralysis during communal riots How al] t}

7. Political opinion as formed by th: media (10)
The manner in which our media portrayed political parties, leaders and events how often

these opinions changed and why? The unhealthy closeness between Journalists and

politicians leading to rewards like Rajya Sabha nominations etc

Election coverage. pre and post election, opinions of arm chair experts, the importance of
going on the field and doing on the spot coverage, influence of factors like caste, religion
money and muscle power. the changing role of the Election Commission and the Chief
Election Commissioner starting from T. N. Seshan., role of opinion and exit polls

Media comments on important policy matter Indo-US Nuclear treaty, Reservation,

Annual Budgets Role 0. vested interests in writing for or against such policies

?

8 Role of medig in times of war and how government tries to influence the media, (10)
“Mbedded ; Ournalism, manipulating intelligence reports, wrong body counts, why does
e sections of (e media succumb to these'Case Studies

Cham anq [raq Wars, Bangladesh liberation, the conflict at Gaza, Terrorist vs Freedom
I8hter Controvergy

[
122
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al Conﬂi.cts am} media reactiong to these

 terrorist. 18 media too much in sympagpy i
- oshrnir and Khalistan cnflicts Secessionism, the g
e Tamil sympathies for the LTTE megia apProach to the Naxalite problem

. imunal riots, ethnic pr .
covering con X ’ problems, the temptations to take sides and how to avoid

A

u
v

¢ Trends how does media react to chan

i : ging times. a society more influenced (3
power, obsession with celebrity trivia y (5)

10 Shapin
media portrayal of women in cinema,

T'\/ serxals

11 The CNN effect impact, does it still continue? Coverage of 2008 US presidential 4)

election and the coverage of Barack Obama and how it helped him to lead his rivals
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M
’ . ,] _
este! |
& -
' JAdvertising and marketing rese
Qubjc“t \ 5 l
pape”

arch

. ofive: - _
ob efmlss the foundations of research and audience a

10 d I advertising

e

is nalysis that is imperative to
szu

Fundamental of marketing research(5)
L Research techniques
gampling methods
Research design
. Questionnaire Development
. Report writing
. Data analysis

product Research(8)

« New product research

o Branding Research

o Pricing Research

» Packaging research

e Product testing

o Advertising content analysis

Ll

Copy research(8)

» Concept testing
¢ Name testing

¢ Slogan testing

(%)

4. Copy testing measures and methods (5)
¢ Free association tests
* Direct questioning
* Direct mail tests
Statement-comparison tests
Qualitative interviews
Focus groups
Rating Scales
Steps
Importance

27

C} Scanned with OKEN Scanner



0.

~a

Booklists

it retesting (1)
Br roadcast pretesting(3)
Trailer tests
Theater tests
ive telecast tests
Clutter tests
Television storyboard pretesting
Radio commercial pretesting
pm,ectlve techniques(2)
Consumer jury
Matched samples
, Word Association
. Completion
, Consultation
PhysxologlcaI rating scales(2)
pupil metric devices
Eye-movement camera
« Galvanometer
o Voice pitch analysis
o Brain-pattern analysis

Challenges to pre-testing. E.g. The halo effect (D

Post testing(6)

» Measuring advertising effectiveness

» Attitude change
e Recognition test
¢ Aided recall

e Unaided recall

. lnqmry tests

« Measurements of perception, communication, influence
» Using qualitative research in advertising

I. Harper W Boyd, Ralph Westfall and Stanley F. Stasch, Marketing
research-text and cases-Irwin 2000

2. Alan D. Fletcher and Tomas A Bower, Fundamentals of advertising

research-Wadsworth publishing 1991.

3. Advertising Pesearch, Neil Holbert American Marketing Association

1975, Joel Davis Prentice Hall 1997

28
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yllabus: Agency Mang

Bachelor of Mass Media (BMM)gemem

» Semester \% |

.08 s to the busi : .
liVE ose student Iness of advertjsjp,

W 10 E¥FL L ize students with the differeng 5
1' To famlll Spects of running an ad agency

g

I8¢ fan ad agency,

i p functions of dj
" Structure fferent departments, types of ad

agel Account Management —
K a. Role of Account Planner ang
b. Account planning process
c. Attributes of a good Account Planpey

Account Executive

, Client Serviemg
- Characteristics of services

Z 7 P’s of services

¢. Gap Model

d. Stages in the client-agency relationship

e. Issues in client service

f Understanding the clients business, key success factors, business mode
g Understanding the communication task

h. Negotiation process

i. Conflict resolution

| 3 Marketing plan of the client
' » Understanding client’s marketing strategy
e Outlining Marketing problem/opportunity
? o Marketing objectives as stated by the client
a. Profit objective :
b. Sales and market share objective
c. Setting advertising objective
e STP
¢ Constraints on strategy formulation and implementation

o Setting evaluation criteria

* Agency Finances
* Sources of income
* Expenditure heads of an agency .
* Modern systems of financial planning followed by leading agency
> Clients evaluation of the agency
* Areas of evaluation
a. Lxpertise
b. Objectivity
¢. Dedication
d  Staffing and Management

29
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Setting up an Agency:

% Nature of agency business
Stages in setting up a new businegg

a. Concept devclopmcnt\
b. Environmenral Scanning
Af[(u'kclfecmibility =

d. Financialfea.s‘ibilily

e. Making a bugine

88 plan

. Growing the Agency
e Agency Business Management
o New Business Development
a. CRM ( Customer re
b. Digital advertising
e  Growth with existing clients
e Growth with new clients
e Speculative Pitches

lattonship management)

8. Sales Promotion Management
Importance and role in marketing
Trade and Retail promotion

Consumer Franchise-building versus Non franchise-Building Promotion
¢ Cousumer Sales Promotion tools

a. Sampling
b. Coupons
¢. Refund Rebates and Premiums
d. Combination offer
e. Contest and Sweepstakes
| Bonus packs
g Games
h. Frequency Programs
¢ Trade Sales Promotion tools
a. POP
Trade Allowances
Sales training program
Sales shows
Sponsorships and Event Marketing

a0 o

Measuring the effectiveness of Promotional Tools

Bookljst

L. George Belch & Michael Belch-Advertising & Promotion, Mcgraw-Hill

2 Weg Perrin- Advertising Realities: A practical guide to agency management,
May Fj ishi -1992 - .
. ¢ Izlu;xlg \Ij\tlcb(;ldsil:g %&C;\ichard S Lesler- Advertising Management, Ronald
- Press, 1962 - ishi
4. N e . : , Advcrtising-lhmalaya publishing
5. M N Mishra-Sales Promotion & fimalaga publishing

Rathor B S- Advertising Management-

&0
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subject \/The Principle:

m]acl‘

aclives
object!

ro learn and understand :-
o let
| What Direct marketing is, including iv,
>, How direct marketing differs 2Ct mark
3

eting termino|
. ' rom “traditi ology
Direct marketing techniques aditional

marketing”
Syllabus

Definition and importance of direct
Economics of direct marketing (2)
Growing importance of Direct marketi
Understanding the DM business (8)

markéting (2)

S U o —

ng in IMC mix (N

Database marketing

Relationship marketing

Interactive marketing

Differerentiation from other forms of marketing

Strengths of direct marketing

Weakness of direct marketing

Stand-alone marketing channel or part of a multi-media st uiegy

Highly personalized messages and offers
Building Relationship value of brands
How is the direct marketing industry organized and why

5. Direct marketing strategies (8)

Customer level databases and lists, and how they are used to profile, segment and
prospect (for new ) customers
Sources of and uses for/of “electronic” data
Database marketing techniques — potential an
Database marketing on the Internet
elting up a database for database marketing
Steps in developing a database
M“”aging the database

Cating for DM — making the messages personal

d limitations.

3}
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" arketing concepts (8)

6' Ofthe Customer (LVC (9-

gion rOSPCCting
C l ? . n
e . - .
ets for individual mediym
J(ke 7€ . S and strateg;
W in,mrb . ation ategies
tion : current state and future potentiq| of m
ass custo

juc omiza .
Mization using

P eling and experimentation
o gen eration, circulation, relationship/loyalty Programes, st
» Store traffic/site

q on . .
re-selling, selling (cross selling as we]] as

gl = :
furld ralhsl:n é organization of usable data
Ic

(%) g
F‘ dCr’

selling-up), and post-selling

7 yarious direct marketing methods and media (5)

selling

Di
pirect respOnS

pirect response
(atalogs

nternet
Telemarketing

Inaserts

Videos

email

Trade shows

Peparing Direct marketing plan
Peparing an integrated DM Plan (5)
| Maketing plans

| Media strategies

Sales promotions

Public relations
Globa]

e television
Print Advertising

8. Future of direct marketing (5) current and future Scenario

j Glob .
: I Direct Marketing: the current state and future

utll[‘e ' .
By rieréJ fospects for database marketing in India i
iy Preventing more extensive uise of database marke g

L) Cnt la\ 7 : . .
| Prnrac\,, ‘\Sregardmg direct marketing
- e key issues
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) Customer relationship management (6)

nce of CRM

The i”‘pom tomer mix and n i
jying the cus . hanaging the key custor
Sudy " T g roducts to different needs BEES

<l|<tonllz ' l M y -
stot = nd developoing customer relationships

lw]j[]l““:

HOOK LIS[
Martin Christopher, Adrian Payne and David Bal! 5. pa :
" /Buttereworth Heinemann 1991 id Baltantyne, Relationship marketing
7. Robin Fairlie, Database marketing and direct mail — Exley pub
Jim Sterne alnd }/i‘“lthfm)’ Priore, E-mail marketing — John Wiley and son
Francis Buttle, elationship marketing — theory and practice —

R g Limited 1996 y practice — Paul Chapman
Ken Burnett, The hanQbook of keyk customer relationship management —
Financial times —Prentice Hall 2001
Alan Tapp; Principles of direct and database marketing —

Prentice Hall 2000

7. Drayton Bird, Com
g. Adrian Payne, Martin Christopher, Mo

marketing for competitive advantage —

Buiterworth Heinemann -1995
Direct and database marketing — Kogan page 1997

lications 1990
s 2000

Pl W

n

Financial Times —

— Kogan page 1996

monsense direct marketing
k, Relationship

ria Clark and Helen Pec
Winning and keeping customers -

9. Graeme Corkell,

C} Scanned with OKEN Scanner



-

of Mass Media (Advertising),

10
l%:lcllt-lwr—\’ I p ial M
_‘“t" ] s - inancia anage
e plabu gement for Markcting and A
dver

prit

Pt i

tising.

Cla s LS

. to Marketing and Advertising Fi
, _|ntr9d£;il$lllatn — Definition — Con\::rot:f;::i Finance
ﬂuff:lcss plan for Marketing and Advertising {j:
l}.”’.:ﬂcial plan Its Meaning and impo rtanceg nits,
Find (12 Lectures)
_ Types of Budgets

Budgcts

8 and Distribution Cost Budget

Bfmg Ag . .
prep deet, Capital Budget using Net Present Vajye and Pay Back p
ck Period methods

d application)

planning for Agency Funds
(1 Long Term Finance .—Sourc_es of Long Term Finance
a) Equity Share Capital - Nature - Merits - Rights of Equity
share holders
b) Preference Share capital - Nature - Types - Merits - Rights of
preference share holders
(10lectures)

¢) Retained Earnings - Nature Merits

d) Debentures - Nature - Types - Merits - Rights of Debenture
| Holders

. ¢) Term Loans - Nature - Types - Merits

f) Lease finance — Nature — Types — Merits.

[II. Short Term Finance —
| Sources of Short Term Finance
Working Capital requirements of a Marketing / Advertising

unit.

| Working Capital - Nature — Importance
(4 Lectures)

Factors influencing the determination of working ‘capital.requirements.
Working Capital cycle for a Marketing / Advertising Unit.

;;.]V- Financial Statements —

' Meaning — Importance of Financial Statements (12 Lectures)

Income Statement — Position statement — Nature and contents (Theory)
Evaluation of Financial Performance using Ratio Analysis — (Theory and

;épplication) -
G‘r‘;rent Ratio — Debt Equity Ratio
%5 Profit Ratio - Net Profit Ratio (After

- rietary Ratio — . .
. Tag) Ratio — Operating Ratio —Stock to

=4

(} Scanned with OKEN Scanner



. - btors Turn over 'I“'
.1 Ratio - Debtor r (Times and pey; .
l(Times and Period) - Selling & Distributi";:lﬂg)-Credltors Turn over/

cap
“Xpenditure Ratiq

ita
vl
kinE ,‘|-|Od
) o:m‘“t .
\;'('\ . COStS . .
| ing jmportance of Costing in Marketin

on — Fixed Costs, Variable C

el

o an .
¢ a7,
15155‘ﬁcatl

st
(0° Costs . )
ariad e ion of costs on the basis of Functions, Trac

pssif 1 d Change in .Level of Activity —
{Copmduc}i/larginal Costing (Theory),
Concept Oe on Analysis(Theory al?d problems)- (12 Lectures)
faJob Order Quotation — Service costing (Cost

, l\mfk

: : gand AdVeﬂising,
) mlll

osts and Semj

eability

jon O

anagement — S. C. Kuchal..
. ancial Management — Khan and Jain.
F!nan al Management ~L M: Pa}ndey.
Finan ] Management — Ravi Kishore. .
Fine ent Accounting — S. N. Maheshwarl.
Managzzen’c Accouniing — Manmoh?n & Goyal.
l(\Illcilsriaf’gxccounting ~ S..N.& M]gl::rlllwarl.
Cost Accounting — Jain y g.
Cost Accounting — Wheldon. -
0. Cost Accounting — B. Banerjee.

FinanCial
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Drﬂft RCViSCd Sy"a us for Legal En
ent g

Sem nd
ester I, TY[;MM Advcl‘tising Ethics,

N
ibi@',"/“‘ g i
" pro\’ldc a perspective on the Legal Epy:
In India

8

{

ide students of media
I To gui¢ ¢ through the various eth
. e i
ICs connected to Advertising

_harashtrd state centric ca -
I. Mahare ses to be discussed ip 1
Class as the situati
€ situation dema
nds

| Jegal Environment 06
' ition and Scope from Indi
ndian and in ;
ternational Per: i
spectives

a. Defin
p. Effect of Legal Environment on the Individual, Co

Other) , Corporate Sector, Media (Press,
c. Government Policies that govern advertising

on, Ethics and the Law 04
between Self-Regulation, Ethics and the Law
The Prasar Bharati Bill for Advertising on AIR and Doordarshan

2, Se[ngegulati
o. The relation

p. Case Study:

3. Laws tha! affect Advertising in India 08
a. Drugs and Cosmetics Act
b. Drugs Price Control Act
¢. Drugs and Magic Remedies (Objectionable Advertisements) Act
d. Emblems and Names (Prevention of Improper Use) Act
e. Copyright Act
f Trademarks Act
g. Patents Act
- Introduction to Intellectual Property Rights
prohibition) Act

h. Indecent Representation of Women (

4. Ethics 08
2. The importance Of
b. Advertising Ethics 2
- Racial
- Religious
- Gender
- Ethnic

Ethics
nd Minorities

26
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Caste-based
gexualitics
j,ﬁising Ethics for Children
Adve Advertising
. . v, Controversial, Subliming] an
: l)uﬁ:i:)}u‘lmion of Advertising Researclii Purogate Advertising
; l;:;‘llicﬂl watchdogs of Advertising ip India-

and Senjor Citizen
“ political

ASCland ApA|

airTra de Practices and the Competition Act 4
ynft

Unfair Trade Practfces fowards Consumers
a Unfair Trade Practices in Businesg
|

: i ill as a check a :
. Competition B nd contro] mechanism for Unfaj; Trade Practices

— Rights and Laws 08

6. The rise of consumerism and the need for co
a.

e nsumer awareness- Government and
Government Initiatives

Non- R .
b standardization of Products, practices ang processes

. Need and Relevance of Standardization
. Standardization Organizations (Indian and Inte
FPO, ISO, CE, FDA, Six Sigma, CMM levels.
Government Initiatives

- Essential Commodities Act
- Consumer Protection Act
Standards of Weights and Measures Act
Standards of Weights and Measures (Packaged Commodities) Act
Prevention of Food Adulteration Act
d. Non-Government Initiatives
CERC

- CFBP

- CGSI

- Grahak Panchayat

- Customer Care Centres and BPOs

mational): ISI/BIS, AGMARK

e

C.

|

1,

Advertising and Society 04

% Manipulation by Advertising
Socio-Economic Criticisms of Advertising
Advertising and Social Responsibility

2"‘”‘1“@ ofAdvertising 06
* Vance Packard: The Hidden Persuaders
‘?aomi Kline: No Logo
- omi Walf: The Beauty Myth
%0m Chomsy- Understanding Power

_7
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jean Kilbourne: Can’t Byy My Loy
e

JJch, GeorE® and Belch, Michael. 4dyey;q;

. ; ) r i
nications Perspective, McGraw Hj]| Publ; caﬁonsﬂmotlon. An Integrateq Marketing
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SliM[?.ST;:.R Vi
proadcast Journalism

11

To understand the dcf'elopmcm of
.can skills and techniques require
1;0 learn how to handle e Quipmen,
Regional Ia_nguage broadcas
flourishing field

dbroadcastjnumalism in India
for broadcasl journalism

) .t- a cat_ncord r and fecorder —
Journalism 4, €Xaminaed

for a story
35 a growing and

History of the development of radi
current decline; current develq
underdevelopment of radig with the coming of Ty

The potential of radio as g broadcast mediy

po ) X ° S M — international| and nationally:
examining radio audiences in the fegion (AIR’s reach and popu)llarity) and in tge
nation

pme:tgouyr;lansm; BB_C 3 case study; radio boom to
Wit FM ang Independent radiq channels; the

Radio news.formats ~ the SPoL, the report, feat“m, documentafy, docudrama, talk
show, interview

4 Writing news for radio

n

Skills of speaking over the radi

0 as reporter,
conversation: Outside broadcasts

Ppresenter, Interviewi
and radio confe

ing, Narrating,
rencing

6. Principles of sound and production techniques in radio journaiism
[

History of the development of TV Journalism — internationally and in India
8. TV journalism — local

» regional, national and international; Exploring the potential
of the local cable news

network; studying CNN as case study. .

% TV news in the regional languages — reach, popularity |, special‘coverage

0. Ty Jjournalism formats ; evolution and popularity of new forms on TB - the lon
feature or documentary, the panel discussion arid its functions, the news talk show.

1. Scripting news for TV-News, Personality, Event, Interview

L Principles of video camera use

. Skills of anchoring or presenting — Voicing and delivery, on camera delivery

4,

Videotape editing

39
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.\‘ll:ﬂ‘”s:

o

BroadcaSt Journalism

1l

0 understand the de\./elopmem of broadea
ean skills and t;chrclllques r.equired for broadcagt ;
7o learn how to handle equipment- a camcordaSt Journalism
ional language broadeast jo rder and recorder — for
a story

: urnali
hing field lism to pe €Xaminaed g5
. a grOWing and

st journal;

alism ; .
$M in Indja
flouris

History of tl_]e development of radio journalism-

current decline; current developmentg withal}l:sl\r/‘[" BBQ as cas

underdeveloplme?t of radio with the coming OfT%nd i
ntial of radi

The po_t: 2 o audil: as a broadcast medium — internati

e_xa.mml g nces in the region (AIR’s reach fonally and nationally;

pation and popularity) and in the

e study; radio boom
) to
ndependent radio channels; the

Radio news formats — the spot, the report, f
show, interview port, feature, documentary, docudrama, talk

Writing news for radio

skills of .speakmg' over the radio as reporter, presenter, Interviewing, Narrating
conversation: Outside broadcasts and radio conferencing ,

principles of sound and production techniques in radio journaiism

History of the development of TV Journalism — internationally and in India

onal, national and international; Exploring the potential

TV journalism — local , regi
CNN as case study. -

of the local cable news network; studying
s — reach, popularity , special coverage

rms on TB — the long
the news talk show.

TV news in the regional language

ularity of new fo

evolution and pop '
arid its functions,

TV journalism formats ; 3
feature or documentary, the panel discussion
nt, Interview

Scripting news for TV-News, Personality, Eve

Principles of video camera use

e - Co— mera delivery
Skills of anchoring or presenting ~ Voicing and delivery, O

Videotape editing

34
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amining Broadcast Journalism ang allegations of
’ ‘\ole’ impact on print journalism
5 ‘\'hderéta” ding the power of the imj
Un Jcast coverage in times of confljc

3 .
dumbing goyp: of news as a

ge and therefore

i the ethical considerar:
tand disaster stories, nsiderations of

]6 broa

KU -
1 MacGregor, Brent; Live, Direct and B Making TV neys in the Satellite Age;
L (1998); Amold :

- parthasarthy, Ramaswamy; Here is the News: (1994); Sterling

par . Jim; Interviewing for Radio; (2000,

eaman, Jim; Interviewing for Ra 110; (2000); Rout ledge

Bhattel’j i, P.C; Broadcasting in India; (1987); Sage

¢ rbert, John; Journalism in the Digital Age; (2000); Focal Press
B and Brittner; Radio Journalism (1977); Prentice- Hall

er 1a; Audiovisual Journalism; (1988); Surjeet

ﬁqlllijar’d' writing for TV, Radio and New Media, 7" edition; Wadsworth

1 H

— O L A L D
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Subject: Contemporary Issues

Semester - VI

b :z"""-: .
dents © the environment around them
5

(1s¢

Yy

_aetive towards issue
g 8 PEF spect! § related to the marginalizeq sections of the societ
it society

. .1 system, services and Economi S
! ,;w;?ﬁ:;;:llcqéhangc: omies of Environmental Protection.  (12)
2 l.) (IPPO Effect
) Ozone Depletion
3) pollution
4) ) yeforestation Desertification and Dereliction
5 (;lobal warming — Carbon credits

6) ostal Regulatory Zone (CRZ)

penewal and Non-renewable resources,

b
amption and sustainable Development.

Cons

vl {pvitonmental movements and summits
(itfatives by Government & Private Organization

o eleyant e stdies on the nbove issue. (Such as ~ Sunder bans, Maldives, Attic Region

el
/

: N b
(s of homan dghtsand eivil Tiberties (12)

a) Cindversnd Declaration of Tuman Rights and sumunits

i) CIC and CEDAW
¢ DD (Deehation for the

) 1) caneep

Right 1o Development)

O i Copeermns & leprislative measires in the Tndian Content
A duciton

o Headth

o W

i hildien

M
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S e e

) Gays

])O]iticul Rights:
q)  Ruleof Law- Police Refey
p) ~Corruption & Politicizatio;tf C
l'ime

A
hj

) Accoul\lablllty- Government & Corpo
(Relevant case studies) e Accou"tab“ity
nal issues = Economics, Social, Politica|

duction to Mabharashtra Economy —
nomy - chief agriculpyre patterns o
, Nature & extent of

g e
An ItrO h with
al Growth wit specific referenc
€ to the MIDC &
SE

Industri :
1o\vement, the textile Industry. 2, Co-operative banks
Economic Movements = .
ot ction to Sugar, milk & Cotton Co-operati
Ives, Peasant and workers party, shetkari

T d Pawar, Sharad Joshi’
pindi of Shara , oshi’s Shetkari San
ghaatana, the trade union
] movement

with special reference to Mumbai textiles & engineering i
chetkari Kashtakari Kamgar Mukti Sanghatana) ring industry, SSKKMS (Shoshit

Sugar Lobby, operation Flood (12)
Self — determination, secession, -

Migration & Displacement, Resettlement & Identity vision

, Terrorism, tribal Movement, Naxalism.

Booklist:
International theory of Human Rights -OUP

Social Ecology - GuhaR - OuUP
State of the world series — world watch institute series

State of India’s environment — CSE - 2000

Branded by law — Penguin — D’souza Dilip
Unheard voices — Mander, Harsh — Penguin, 2001

432
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SEMESTER \%!

Internet and |
d issues |
St in the gl
obal med;
é dia

Sul’jcd
Y%

la_lpC r

nhiccli"cS :

o Examine global journalism as a new|
strengths and weakness yeme
To examine the journalistic scene in § Asi
Learning about the Internet as a news ;n:;{

Equipping stuetns wi ic ski it
quipping vith basic skills required for internet reporting and editing

rging reality - it’s implications,

00 O

Sy”ﬂbllS:

Global journalism
o Agents of globai journalism - inte i : .
broadcasting rnet, international news agencies, international

] !memetjournalism
i Internetjoumahsm

1
i
Y

A

Journalism in ‘real time’
Interactivity
Global — problem of global audiences
" Democratizing communication — Vertical to horizontal communication

Shift from news gathering to news packaging/ information packaging

O=0=0-"02=0

Reporting and editing for the net
o Difference between newspaper writing and writing for t

o Brevity and providing appropriate links
o Special internet writing on the net

o2

he net

Ly Developing your own web site

o Target audience
Content and services developing

~ o
v gLl

4 Internet design . . A

. Issues of authenticity, propaaanda and regressive communication on the net: lack
failure of regulatory laws iy - ies: olobal

6. Access to primary documents of government and international agencies: S1O0E

platform for activist groups

News Agencies
International news flow
o The global news agencies iri
o Griwing global monopolies and their impac
NWiCO. Mac Bride repor!
Non-aligned news agcncies

t on news

r d()\\’nf&“

O

and thei

o
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-

ics of represent_ation of the ‘thi
PO]'“ Political or ideological bia;rd worl

Cultural bias

d’ini
N international press

ntemational reporting

, [nternational politics

chortini: . -

i lnternatlonal conflict — Bosnia
, Disasters
I poverty — Ethiopian famine

Reporting national events internationall
y

(¢}

Challenges to international journalism
. Problems of parachute journalism’
The need for depth research
, Operating in hostile conditions
nal law and the rol o
e of Western media in defining human rights, and rethinking

Imernatio )
t of human rights from a Third World media perspective

the concep

Asian region and the need for grater connectivity

o Focuson agencies in Asia
Case study of Japan which has the greatest rate of news diffusi

China and state control of news
[ndia — mixed pattern

on world —wide

o 00

Book List

0 B b —

Bagdikien, Ben; Media Monopoly; 6" edition; Beacon Press

Herbert, John; Practising Gl_obal Journalism; (2001); Focal Press
vadava, J.S; Politics of News — Third World Perspectives; (1984); Concept Pub

Hall, Stuart; On-line Journalism; (2001); Pluto Press

Merrill, J.CL; Glbal Journalism; (1983); Longman
1999-2000); UNESCO Publication

World Communication and Information Report _(
ies on the Press; (1977); Royal Commisston on the Press
unication;

Barrett and Tunstall; Stud
Media Monitors in Asia; Asian Media Information Centre and Comm

(1996)
Chakravarty, Suhas; Press and Media; The
Media and Democracy in Asia; (2000); As
Communication Centre o

Masterton, Murray; Asian Values in Journalism; (1996); Asia

and communication Centre

Global dimensions: (1997); Kanishka
jan Media [nformation and

n Media Information

pr

(} Scanned with OKEN Scanner



, Semester.yy
ress Law ancL Ethics (Syllabus)

. Law
(5)

_mdgc ary Law
(‘”Su:.?n‘(ir;l and Adjectival Law
Subs ¢

of press freedom in India

o
.1'1“5101' .
; i fonomous regulati)}:y body
(oran® il of India — the'rationale and vis; :
S0 Counc : ; and vision behind t i
W : ;r cture, functions, history he establishment of the PCI
: >,, < —the debate over punitive powers
|e in ensuring freedom of the Press and regulating it
f conduct for journalists
\fafor cases handled by the PCI
}veftineﬂt research reports of the PCI for example on monopoly etc.

Indian Constitution Study of Article 19

Indian Penal Code
IPC 124A, 153A & B, 292, 293, 295A 499, 505
Defamation (Civil and Criminal),
Obscenity, Sedition, Contempt of Court, Invasion of Privacy

Classification of Laws:
_ )
nformation Act 2005, Hurdles for Indian media in collecting infermation, RTI under the

Rightto | h .
pretext of national security Does the Act need amendments

(5)
Copyright Act and Intellectual property Rights: Details of the 1957 Act as applicable to
jumalism, creative writing, books, movies, songs, computer graphics Lack of awareness in
India Seeking copyright permission

(5)
Official Secrets Act: Implications
: _ )
Press Council of India act 1978: History, PCI Act of 1965, details on chairman, members
and functions. Self Regulation
5)

Contempt of courts Act, 1971

A . e
U361 Indian Constitutional Privilege Rules and regulations for covering legislarure

hS
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Other Laws aimed gt curbj

Newsprint Supplie
Newspaper (Price and P
Newspaper (Price Cont

N press freedom 2
S contro|

age Act) of 1954

rol Act) of 1972

Laws relative to NeWspaper publicatioy:

The Press and Registration of Books Act
Introduction of T i : )
on o he Irdian Evidence Act 1877
Whatis eviden(‘»‘?- the types of e\.llc.lence, those which are applicable in a court of law and
those which are nf)t Obt.am_mg documents under Right to Information Act.
primarys secondary, direct, indirect evidence Importance of documentary evidence
)

B Ethics

Advertiser and Ownership influence and interference
Conflict of interest
How Much Shock value in journalism
Fakery and fabrication of news
Cheque book journalism
Need to protect identity of sources

Recommended Books:

Law of the Press by Durga Das Basu Prentice Hall of India, publishers
Facets of Media Law by Madhavi Goradia Divan, Eastern Book Co., Lucknow

I. News Brodcaster’s Association Code of Ethics
2. Prasar Bharati
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NEWS MEDIA MANAGEMENT

ke students aware of the structure, function

(s of media orgainsations ing and responsibilitics of

- '

‘\.-C(“\ 1o ma i

. A C Cl
¢ panage™

_ .reate awarencss of laws governing medi = ‘
[o credt® : 3 1a orgainsations and their
o omplexities in a globalised world in the wake of an information explosion

Types of ownership and their agendas

[ management structure to ensure free flow of information, informed

Jdea ; ;
d analysis for an ideal newspaper or broadcast channel

>

Management role in ensuring editorial freedom.
organisational structure, delegation of responsibilities and coordination
¢ petween departments

. Financial management

5. a. Break up of expenditure for the year
b, Raw material costs, human resource inputs, various allocations
.. Fixed and variable costs
4. Unforeseen factors

Specialized training for skilled workers, HRD

7 Marshalling ~ resources, augmenting  advertising  revenues, without
compromising quality or commitment to high, professional standards.

8.  Marketing strategies:
a. Meeting consumer demands without pandering to baser instincts.

b. Public relations, brand building

¢. Identification with readers’/ viewers’

d. Eschew exaggeration or debasement O
integrity

e. Creation of goodwill, brand building

f. Sales promotion

f truth, honesty or professional

Challenges of globalization, liberalization

a. Foreign Direct Investment [FDI]

b. Convergence

¢. Cross — media ownership

d. Digital revolution and its impact on media
€. Commercialisation of media

Legal aspects

“l
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a.
b.

The pres and registration of Book
. S A
Company Law as applicable ¢, “1ediact 1867

Case Studies

a.

b.

BBC
‘Eenadu’, ‘Malayala Manoramg® Loimat:

" ¢ Lomat’ and Raias y
ETV a-nd CNN IBN for their marketing and dcvcﬁdj::th?n leatriRG BBk,
Organisational bodies: IENS.NRS, [LNA. A o roieetes

Ben Badgikian: Media Monopoly
Rucket and Williams: Newspaper Orgranisation and management, IOWA
State University Press, 1974

Nicholas Coleridge: The Paper Tigers

p.K.Ravindranath: News media management. English Edition, Mumbai 2004
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r Semester. y

5 <iness and Magazine
s

J
ournaligy, (comhinnﬂon of Nji
rtance of business journalism

1 (

mn
gl p

che [and I1)
» & brief history

(2)
financial management in the ¢

(" e of Ount ing wi :
! clure 0 .racy. RBI governor, leming Co Y ,sm'”‘"g With the Finance Minister, (5)
L "_leu‘ mmlssmn, SEBI. Bank: SSSEY
ﬂ“ﬁhcl “Bl, Banking sector
a0 aration and presentation, facior ; ;
{ epard + 1C1ors Inflyene
.nudk'ci 1':1rrcign exchange reserves "8 the annual budget, role of (5)
1 and

- palance sheets, AGMs window dregsip
55,

A€
et
» (45

et

g of balance sheets, the loopholes (5)

change, Sensex and its ups and downs, need for gy;
X ¢

.\l cter monitoring, howto (5
‘S‘OCE[C) cii Fxchanges, qualities of a good stock exchange rep ; ©)
* el O ¢

orter

£
@

_ pusiness journalism. Should it be a watch ¢

. 0g or servant of busj
bElhiCs_ cbies, junkets, five star attractions and neeq tness houses? (3)
of iré ’

to resist them

e ournalism: T!le Indian scene, ecl.ips? of the general interest magazines, (5)
gi? of news magazines, scope for special interest magazines. The role of the
slﬂ?“ﬂt: :15 purchasing power more important than editorial content
nstime

ies during post emergency boom Success of ‘India Today’
MagaZ vith the challenge posed by TV which now covers sports,
gompeted‘busine ss. How to find out if there is a niche for new mag
?;“;,Se?nHe alth, Technology and career-guidance magazines

. How can magazines (5)
celebrities, life style,
azines. Comment on

guesam e 2 S glossy women’s magazines, Better fare offered by regional (5)
jomen’s magazines

) Writing and editing for magazines, special skills needed. Importance of the rewrite  (4)

fesk

Il Role of Alternative media to deal with people’s issues. Scope for magazines devoted  (4)
wenvironment and civic issues

1.2
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