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Programme Outline : SYBMM (SEMESTER III) 

  

Course Code Unit 

No 

Name of the Unit Credits 

SBMMED301 

 

 

  INTRODUCTION TO CREATIVE WRITING 3 

1 Formal Aspects of the Short Story 

2 Formal Aspects of Poetry 

3 Formal Aspects of Drama 

4 Formal Aspects of Script/ Screen writing for Visual Media 

SBMMED302 

 

  
INTRODUCTION TO CULTURAL STUDIES 

3 

 
1  Introduction to Cultural Studies 

 

2  Factors in the Construction of Culture 

3  Re- Representation and Media Culture 

4  Globalisation and Cultural Studies 

5 Cultural Expressions and Media 



 

SBMMED303 

 

 
UNDERSTANDING CINEMA 

3 

 1 
Introduction to Cinema as a Medium, Language of Cinema, 
Cinema Narratives, Evolution of Cinema covering 
Hollywood as well as Indian Cinema from the early 
beginnings to its status today. 

 

 2 
Introduction to Genres, Understanding Diverse Film 
Genres, with a special mention of Italian Neorealism, 
French New Wave, Russian Cinema, Swedish and Polish 
Masters, and Indian Parallel Cinema. 

 

 3 In the Indian Context: Contribution and Impact of Regional 
Cinema 

 

 4 Basic Introduction to the technology used in Cinema  

 

 5 Introduction to a few important techniques employed by 
different film makers 

 

 6 Introduction and basic discussion to cover a broad range of 
films: Documentaries, Short Films etc 

 

SBMMED304 

 

 INTRODUCTION TO PUBLIC RELATIONS 
3 

1 Definition of Public Relations (PR) 

2 
Evolution of PR with a Special Focus on India 

3 
PR, Propaganda, Public Opinion & Publicity 



 

4 
PR and Marketing PR & Advertising, PR and Branding 

5 
Objectives, Functions of PR, Skills needed to be a PR 

Professional 

6 Corporate Image Management 

7 PR Tools 

8 
New age PR: Digital PR (To be taught with contemporary 

cases) 

9 
PR process with emphasis on developing a PR campaign  

10 
Crisis communication (With case studies) 

11 Social responsibility & PR (With case studies) 

12 
Ethics in PR: Code of Conduct (With case studies) 

 

SBMMED305 

 

 INTRODUCTION TO MEDIA STUDIES 
3 

 The Relevance of Media Studies in Contemporary Times 

1 
Exploring the Evolution of Mass Media: Print, Film, 

Broadcast, New Media 



 

2 
Critical Perspectives on Mass Media 

3 Media and Representation 

4 The Challenges in Contemporary Media 

SBMMED306 
 

 CONTENT CREATION AND MARKETING 
3 

1 Introduction 

2 Ideation and Storytelling in Content Marketing 

3 Planning a Long-Term Content Strategy 

4 Building Content Assets 

5 Content Writing and Content Re-purposing 

6 Content Promotion 

 
7 Measuring Content Marketing Performance 

 

 
8 Creating Topic Clusters and Pillar Pages: 

 

 

 

 

 

 

 



 

  



 

 

Programme Outline : SYBMM (SEMESTER IV) 

  

Course Code Unit 

No 

Name of the Unit Credits 

SBMMED401 

 

  INTRODUCTION TO JOURNALISM 3 

1 
Changing Face of Journalism from Gutenberg to New 
Media 

2 
Journalism in India 

3 The role of Technology Advancement in the Media 

4 New Media with Special Reference to the Rise of Citizen 

Journalism 

 5 Definition of News; Hard 
News / Soft News and 
Blend of the Two 

6 The News Process from the Event to the Reader 

7 Criteria for News Worthiness 

8 News Reports; Features; Editorials 

9 
Components of a News Story 

10 Role of Journalism with Special Emphasis on its Role to 
Educate 

11 Principles of Journalism 

12 Writing for the Print, Television and Online Platforms 



 

13 Latest Trends and Issues in Journalism 

14 
The Press Council of India and the Audit Bureau of 
Circulation 

SBMMED402 
    

 INTRODUCTION TO ADVERTISING 
3 

 

1 Integrated Marketing Communication 
 

2 Introduction to Advertising 
 

3 The Evolution of Advertising 
 

4 The Advertising Agency 
 

5 Advertising Platforms 
 

6 Creativity in Advertising 
 

7 Target Group Segmentation 
 

8 Advertising and Brand Communication 
 

SBMMED403 
    

 

 INTRODUCTION TO PHOTOGRAPHY 
3 

1 History of Photography 

2 Film Photography 



 

3 Basic Principles 

4 Exposure 

5 Concepts of Composition 

6 Cell Phone Photography and Social Media 

7 Ethics and Photography 

SBMMED404 
 

 

 
MASS MEDIA RESEARCH 3 

1 
Relevance, Scope of Mass Media Research 

2 
Steps involved in the Research Process III. Qualitative and 
Quantitative 

3 
Qualitative and Quantitative Research 

4 Data – Collection Methodology 

5 Designing Questionnaire and Measurement Techniques 

6 Sampling Process 

7 
Data Tabulation and Research Report Format 

8 
Application of Research in Mass Media 



 

SBMMED405 
  ORGANISATIONAL BEHAVIOUR 

3 

1 Nature of Organisational Behaviour 

2 Organisation Culture 

3 Motivation 

4 Group Dynamics in Organisation 

5 Decision Making 

6 Leadership 

7 Dynamics of Stress 

SBMMED406 
  RADIO & TV 

3 

1 Introduction 

2 Introduction to Sound for both TV & Radio 

3 Introduction to Visuals 

4 Introduction to Radio Formats 

5 Introduction to Television Programming 



 

6 Different Roles 

7 Other Requirements 

8 Broadcast Production 

 

 

  



 

 

 

Preamble:  

 

Strategic Communication and Journalism are essential disciplines that explore the dynamic realms of media, 

information dissemination, and societal narratives, emphasizing how communication shapes perceptions, influences 

decisions, and fosters societal cohesion. By studying these disciplines, individuals gain insights into the power of 

media, rhetoric, and storytelling, which are fundamental for navigating today's complex global landscape. 

The  B.A. in Strategic Communication and Journalism program aims to equip students with comprehensive 

knowledge and practical skills in media, journalism, and strategic communication. The curriculum covers diverse 

subjects, from journalistic ethics and media law to digital storytelling and public relations strategies, catering to 

students from diverse backgrounds. Through a hands-on learning approach that includes traditional lectures, 

experiential activities, guest lectures by experts, workshops, and internships, students develop critical thinking, 

effective communication, and media literacy skills essential for successful careers in journalism, public relations, 

digital media, and strategic communication. Graduates emerge as adaptable professionals prepared to contribute to 

the evolving field of media and communication. 

 

PROGRAMME OBJECTIVES 

 

 

 

 

 

PROGRAMME SPECIFIC OUTCOMES 

 

At the end of the programme, the learner will 

 

 

Prioritize 
the need 

for the ethical application of the ideas taught in the programme to become responsible consumers and producers of 

PO1 
 

To give learners in the programme a clear introduction to mass media as an all- encompassing 
ideological and communication experience globally 

PO2 To enable learners in the programme to understand the political, economic, social, cultural and 
environmental implications of consuming media messages 

PO3 To provide learners of the programme the opportunities to acquire the necessary skills to produce 
forms of media messages and content from strategic communication (including advertising, 
branding, public relations, media planning, and digital marketing) to journalism across different 
platforms 

PO4 To train learners in the programme through contemporary theory and practical application, in 
their role as future creators of media messages in a constantly evolving and demanding industry 

PO5 To teach learners in the programme the need for the ethical application of the ideas taught in the 
programme to become responsible consumers and producers of media content 

PSO1 Examine mass media as an all-encompassing ideological and communication experience 
globally 



 

media 
content. 
 
 
 
 
 

SEMESTER III 

NAME OF THE COURSE   INTRODUCTION TO CREATIVE WRITING 

CLASS SYBASCJ 
COURSE CODE SBMMED301 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To encourage and enable students to write short sketches, descriptive and narrative 

passages and to make them aware of their own ability to compose original and creative 

pieces of writing during class 

CO 2. To realise the above objective by exposing the students to different styles of narration and 

expression in various literary texts, eg., short stories, poems, and plays, so as to enable 

them to read sensitively and critically 

CO 3. To enable them to use these techniques in their own writing 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will identify and discuss the formal aspects of a short story 

2. The learner will analyse the formal aspects of poetry 

3. The learner will analyse the formal aspects of drama 

4. The learner will identify and discuss the formal aspects writing for audio-visual media 

5. The learner will write a short story based on a brief given to them 

PSO2 Discuss and investigate the political, economic, social, cultural and environmental implications 
of consuming media messages 

PSO3 Design and create media messages and content, from strategic communication (including 
advertising, branding, public relations, media planning, and digital marketing) to journalism 
across different platforms 

PSO4 Evaluate, through contemporary theory and practical application, their role as future creators of 
media messages in a constantly evolving and demanding industry 



 

 
 

UNIT 1 Formal Aspects of the Short Story 

1.1 Genre (science fiction, horror, romance) 

1.2 Theme 

1.3 Plot 

1.4 Character 

1.5 Setting 

1.6 Point of View 

UNIT 2 Formal Aspects of Poetry 

2.1 Theme 

2.2 Diction 

2.3 Imagery 

2.4 Symbolism 

2.5 Figures of Speech 

2.6 Rhyme and Meter 

2.7 Structure and Form 

UNIT 3 Formal Aspects of Drama 

3.1 Theme 

3.2 Character 

3.3 Plot 

3.4 Dialogue 

3.5 Form 

UNIT 4 Formal Aspects of Script/ Screen writing for Visual Media 



 

4.1 Building a Character 

4.2 Endings and Beginnings 

4.3 The Sequence 

4.4 Writing the Screenplay 

4.5 Screenplay Form 

 

 

 

ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 of 6) 



 

 
SEMESTER III 

NAME OF THE COURSE   INTRODUCTION TO CULTURAL STUDIES 

CLASS SYBASCJ 
COURSE CODE SBMMED302 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To create awareness on cultural theories and its relevance in media 

CO 2. To discuss the importance of cultural studies and its role in mass media 
CO 3. To understand the cultural concepts and their impact on the media 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the evolution, need and significance of cultural 
studies as a discipline 

2. The learner will analyse cultural theory and its relevance to the media 

3. The learner will assess the factors in the construction of culture 

4. The learner will explore and examine the representation of cultural concepts and images 
in the media 

5. The learner will inspect the impact of globalisation on culture 

 

 

 

UNIT 1 Introduction to Cultural Studies 

1.1 
Evolution, Need and Significance of Cultural Studies 

Key Concepts in Cultural studies- Representation, Materialism, Non-Reductionism, 
Articulation, Power, Popular Culture, Texts and Readers, Subjectivity and Identity 

1.2 
Theories and Their Relevance in the Media 

a. Diffusionism- Alfred Kroeber 



 

b. Cultural Materialism- Raymond Williams 

c. Functionalism- B. Malinowski, and R. Brown 

d. Social Interaction- G.H. Mead and C. H. Cooley 

e. Popular and Mass Culture, Circuit of Culture, Encoding and Decoding - 
Stuart Hall 

f. Culture and Industry – John Fiske 

UNIT 2 Factors in the Construction of Culture 

2.1 
Social 

2.2 Economic 

2.3 Political 

2.4 Religious 

2.5 Technological 

UNIT 3 Re- Representation and Media Culture  

3.1 
Language 

3.2 Gender 

3.3 Race 

3.4 Class 

3.5 Ethnicity 

3.6 Kinship and Terminology 

UNIT 4 Globalisation and Cultural Studies 

4.1 
Popular Culture- Trends, Transformation and Its Impact on Society 

4.2 Commodification of Culture and Its Impact on Lifestyle 

4.3 Changing Values, Ideologies and Its Relevance in the Contemporary Society 

4.4 Global Economic Flow, Global Cultural Flows, Homogenisation and Fragmentation, 

4.5 Glocalisation, Creolisation, Globalisation and Power 



 

UNIT 5 Cultural Expressions and Media 

5.1 
Oral Traditions- Folklore 

5.2 Fashions and Fads 

5.3 Cuisine 

5.4 Festivals 

5.5 Sports 

5.6 Art and Architecture 

  

 

References: 

● Durham, Meenakshi Gigi, and Douglas M. Kellner. Media and Cultural Studies. 

Blackwell Publishing, 2012. 
● Barker, Chris. The Sage Dictionary of Cultural Studies. Sage, 2004. 
● Barker, Chris and Emma A. Jane. Cultural Studies: Theory and Practice. Sage, 2003. 

Nayar, Pramod K. An Introduction to Cultural Studies. Viva Books, 2016. 

● Keesing, Roger, and Andrew Strathern. Cultural Anthropology: A 

Contemporary Perspective. Harcourt Brace,1998 
● During, Simon. Editor. The Cultural Studies Reader. Routledge, 2007.  
● Miller, Barbara D. Cultural Anthropology. Pearson Education, 2015. 
● Crapo, Richley H. Cultural Anthropology: Understanding Ourselves and Others. McGraw 

Hill, 2001. 
● Schaefer, Richard. Sociology: A Brief Introduction. Tata McGraw Hill, 2006. 
● Storey, John. Cultural Theory and Popular Culture: An Introduction. Routledge, 2015. 

Storey, John. What is Cultural Studies: A Reader. Rawat, 2005. 

 

 

ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 



 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 of 6) 



 

 

 

SEMESTER III 

NAME OF THE COURSE   UNDERSTANDING CINEMA 

CLASS SYBASCJ 
COURSE CODE SBMMED303 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
This paper should aim to sensitise the students towards Cinema as a medium of Mass 
Communication and help them to become critical viewers of movies today. 

CO 2. The students should get to study the similarities and differences between various cinema 
cultures. 

CO 3. The students should get to study Indian cinema through its similarities and differences 
with both Indian & Western traditions of art and culture 

 

 

 

COURSE LEARNING OUTCOMES: 

 

CLO 1. The learner will identify and discuss the formal aspects of filmmaking 

CLO 2. The learner will inspect and analyse the use of a specific language in cinematic 
storytelling 

CLO 3. The learner will identify and compare the different genres of cinematic narratives 

CLO 4. The learner will discuss the contribution of Indian filmmakers to world cinema 

CLO 5. The learner will synthesise their understanding of cinematic language by breaking down 
and unpacking key sequences in films 

 

 

UNIT 1 Introduction to Cinema as a Medium, Language of Cinema, Cinema Narratives, Evolution of 
Cinema covering Hollywood as well as Indian Cinema from the early beginnings to its status 
today. 

UNIT 2 Introduction to Genres, Understanding Diverse Film Genres, with a special mention of Italian 
Neorealism, French New Wave, Russian Cinema, Swedish and Polish Masters, and Indian 
Parallel Cinema. 



 

UNIT 3 In the Indian Context: Contribution and Impact of Regional Cinema 

UNIT 4 Basic Introduction to the technology used in Cinema  

UNIT 5 
Introduction to a few important techniques employed by different film makers 

UNIT 6 Introduction and basic discussion to cover a broad range of films: Documentaries, Short Films 
etc 

 

 

References: 
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Press, 2008. 
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Berger, John. Ways of Seeing. Penguin UK, 2008. 

● Kurosawa, Akira. Something like an Autobiography. RHUS, 1983. 

● Joo, Woojeong. The Cinema of Ozu Yasujiro: Histories of the Everyday. Edinburgh University Press, 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

  



 

 

 

 

SEMESTER III 

NAME OF THE COURSE INTRODUCTION TO PUBLIC RELATIONS 

CLASS SYBASCJ 
COURSE CODE SBMMED304 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To prepare students for effective & ethical public communication on behalf of 

organisations 

CO 2. To help students acquire basic skills in the practical aspects of media relations and crisis 

management 

CO 3. To equip students with basic skills to write & develop press releases & Other PR 

communication 

CO 4. To design a public relations campaign 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the evolution and significance of public relations as a 
discipline 

2. The learner will inspect and analyse the use of propaganda in public relations 

3. The learner will evaluate the tools and skills needed to be a PR professional 

4. The learner will examine the importance of crisis communication in public relations 

5. The learner will design a public relations strategy and campaign 

 

  



 

 

UNIT 1 Definition of Public Relations (PR) 

● Nature 

● Scope 

● Stakeholders 

UNIT 2 Evolution of PR with a Special Focus on India 

UNIT 3 PR, Propaganda, Public Opinion & Publicity 

UNIT 4 PR and Marketing PR & Advertising, PR and Branding 

UNIT 5 Objectives, Functions of PR, Skills needed to be a PR Professional 

● In-house PR and PR Consultancy: Advantages & Disadvantages 

● Internal and External PR: With focus on Corporate Communications 

UNIT 6 Corporate Image Management 

UNIT 7 PR Tools: 

A. Media tools 

● Press release 

● Press conference 

● Others 

B. Non-Media 

● Seminars 

● Exhibitions / trade fairs 

● Sponsorship 

● Others 

C. Content Development in PR: 

● Development of profile: Company / Individual 

● Drafting a Pitch note/ Proposal 

● Writing for Social Media 

UNIT 8 New age PR: Digital PR (To be taught with contemporary cases) 

UNIT 9 PR process with emphasis on developing a PR campaign 

UNIT 10 Crisis communication (With case studies): 

● Preparing a crisis plan 

● Handling crisis 



 

UNIT 11 Social responsibility & PR (With case studies) 

UNIT 12 Ethics in PR: Code of Conduct (With case studies) 

 

 

 

References: 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 



 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 
 
 
 

 

SEMESTER III 

NAME OF THE COURSE   INTRODUCTION TO MEDIA STUDIES 

CLASS SYBASCJ 
COURSE CODE SBMMED305 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To introduce the students to critical perspectives that have evolved within and around the 
discipline of mass media 

CO 2. To discuss the impact of media in society, its role in informing and shaping socio- 
political and cultural discourse the world over 

CO 3. To get them to engage with the history of, and current trends, in various mass media 
platforms 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the evolution and significance of media studies as a 
discipline 

2. The learner will inspect and analyse critical perspectives on mass media 

3. The learner will evaluate the impact of the media in social representation 

4. The learner will examine the challenges in contemporary media 

 

 



 

  



 

 

 

UNIT 1 The Relevance of Media Studies in Contemporary Times 

UNIT 2 Exploring the Evolution of Mass Media: Print, Film, Broadcast, New Media 

UNIT 3 Critical Perspectives on Mass Media: 

● Propaganda: its evolution and use in political discourse 
through the 20th Century; Noam Chomsky and Edward 
Hermann’s Propaganda Model 

● The Lippmann vs. Dewey Debate on Information and 
Public Opinion in a Democracy 

● The Two-Step Flow Model of Information and Influence by Paul 
Lazarsfeld 

● The Uses and Gratification Theory 

● Agenda Setting and Its Impact on News Dissemination 

● Michel Foucault’s Notion of Power and Authority, and 
his Model of the Panopticon 

● Marshall McLuhan’s Views on Digital Media 

UNIT 4 Media and Representation: 

● Representations of Race 

● Representations of Gender and Sexuality 

● Representation of Ethnicity and Religion 

UNIT 5 The Challenges in Contemporary Media: 

● Current Trends in Media Platforms 

● Media and Consumerism 

● Intellectual Property and New Media 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 of 6) 



 

 

 

SEMESTER III 

NAME OF THE COURSE   CONTENT CREATION AND MARKETING 

CLASS SYBASCJ 
COURSE CODE SBMMED306 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To introduce students to the wider discipline of content creation surrounding  

mainstream advertising and marketing 

CO 2. To introduce students to the wider discipline of content creation surrounding  
mainstream advertising and marketing 

CO 3. To help them identify and understand diverse audience needs and perceptions when  
creating a content marketing strategy 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the key concepts in content creation and marketing 
 

2. The learner will inspect the importance of ideation and storytelling in content marketing 

3. The learner will identify the elements of a long-term content strategy 

4. The learner will examine the use of different types of content assets 

5. The learner will outline the ways to measure content marketing performance 

  



 

 

 

 

UNIT 1 Introduction 

1.1 • What is content marketing? 

1.2 • The importance of content based communication today 

1.3 • Using content marketing to improve business goals 

1.4 • The role of content marketing in long-term branding 

 
UNIT 2 Ideation and Storytelling in Content Marketing 

2.1 • The need to tell brand stories: exploring storytelling techniques 

2.2 • Generating stand out brand content: researching and unpacking high-quality ideas 

UNIT 3 Planning a Long-Term Content Strategy 

3.1 • Identifying and organising initiatives and campaigns that demand content creation 

3.2 • Creating realistic goals for the target audience: building buyer personae 

3.3 • Performing audits to identify content needs and gaps to build a relevant content journey for 
the personae 

3.4 • Generating a content creation roadmap 

3.5 • Steps to Create a Content Marketing Strategy: identifying missions and goals |  
establishing KPIs | identifying TG | assessing current business position and competition  

| identifying suitable content channels | identifying content assets | allocating resources  

| creating a content calendar | creating content | measuring results 
UNIT 4 Building Content Assets 

• Blogs/ Vlogs 
• E-newsletters 
• Videos (pre-prepared and live streaming) 
• Illustrations/photos 
• Infographics 
• Online presentations 
• Content hubs 
• Mobile apps 
• Books 
• Podcasts 
• Social media content 



 

UNIT 5 Content Writing and Content Re-purposing 

5.1 • Exploring ideas and shaping them into effective content writing opportunities 

5.2 • Re-purposing existing content into different formats 

UNIT 6 Content Promotion 
 

6.1 • Techniques to make content visible on digital distribution channels: email and social  
media 

UNIT 7 VII. Measuring Content Marketing Performance 

7.1 • Understanding ROI on the Basis of Key Performance Indicators 

7.2 • Platforms used to measure Content Marketing Performance 

UNIT 8 Creating Topic Clusters and Pillar Pages: 

8.1 • Building comprehensive online content on specific topics 

8.2 • Grouping keyword-focused content into topic clusters 

8.3 • Creating interconnected networks of information and insights to act as definitive guides 

to topics 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 

 

  



 

 

 

 

SEMESTER IV 

NAME OF THE COURSE   INTRODUCTION TO JOURNALISM 

CLASS SYBASCJ 
COURSE CODE SBMMED401 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To help media students to acquaint themselves with an influential medium of journalism 
which holds the key to awareness and opinion formation 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the evolution and significance of journalism as a 
media discipline 

2. The learner will inspect the role of technology and new media in the growth of 
journalism 

3. The learner will compare and contrast hard news and soft news 

4. The learner will examine the process of news gathering and dissemination 

5. The learner will explain the criteria for newsworthiness 

6. The learner will analyse the components of a news story 

7. The learner will write a news story 

 

 

 

UNIT 1 Changing Face of Journalism from Gutenberg to New Media 

UNIT 2 
Journalism in India: 

2..1 
Earliest publications 



 

2.2 The rise of nationalist press 

2.3 Post 1947 

2.4 The Emergency 1975 

2.5 Post Emergency 

2.6 Post liberalisation of the economy boom in magazines niche journalism 

UNIT 3 
The role of Technology Advancement in the Media 

UNIT 4 
New Media with Special Reference to the Rise of Citizen Journalism 

UNIT 5 
Definition of News; Hard News / Soft News and Blend of the Two 

UNIT 6 
The News Process from the Event to the Reader 

UNIT 7 
Criteria for News Worthiness 

UNIT 8 News Reports; Features; Editorials 

UNIT 9 Components of a News Story 

9.1 Finding a new angle 

9.2 Writing a lead 

9.3 Types of Lead 

9.4 Inverted pyramid format 

UNIT 10 
Role of Journalism with Special Emphasis on its Role to Educate 

10.1 
Interpretation 

10.2 Transmission of values 

10.3 Development 

10.4 Entertainment 

UNIT 11 Principles of Journalism 

11.1 
Objectivity 



 

11.2 Accuracy 

11.3 Without fear or favour 

11.4 Balance 

UNIT 12 
Writing for the Print, Television and Online Platforms 

UNIT 13 
Latest Trends and Issues in Journalism 

UNIT 14 The Press Council of India and the Audit Bureau of Circulation 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 



 

  



 

 

 

SEMESTER IV 

NAME OF THE COURSE   INTRODUCTION TO ADVERTISING 

CLASS SYBASCJ 
COURSE CODE SBMMED402 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. To enable the students to see Advertising as a form of strategic communication by which 
they can target readers and audiences 

CO 2. To introduce students to the various aspects and processes involved in Advertising 
CO 3. To get them to recognise the role played by Advertising in integrated marketing 

communications 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the evolution and significance of advertising as a 
media discipline 

2. The learner will inspect the role of advertising in the integrated marketing 
communication process 

3. The learner will identify the key concepts and players in advertising 

4. The learner will examine the departments in an advertising agency 

5. The learner will explain the types of advertising and advertising platforms 

6. The learner will categorise audiences into segments 

7. The learner will create an advertising campaign 

 

 

UNIT 1 Integrated Marketing Communication 

1.1 The Marketing Mix: Product, Price, Place, Promotion 



 

1.2 Definition and Elements of the IMC Process 

1.3 Why Advertising has a Key Role in IMC 

UNIT 2 Introduction to Advertising 

2.1 Definition of Advertising 

2.2 The Basic Roles and Functions of Advertising 

2.3 The Key Players in the Advertising Process 

2.4 Types of Advertising 

UNIT 3 
The Evolution of Advertising 

3.1 Broad Eras of Advertising: From the Advent of Printing Technology to the Social Media 
Revolution 

3.2 Changes and Developments in Contemporary Advertising Communication 

UNIT 4 
The Advertising Agency 

4.1 The Role of the Advertising Agency 

4.2 Types of Advertising Agencies 

4.3 Departments in a Full-Service Agency: Account Management, Creative, Media Planning and 
Buying, Print Production, Account Planning 

UNIT 5 Advertising Platforms 

5.1 Print (Newspaper and Magazine) 

5.2 Out-of-Home (Traditional and Ambient) 

5.3 Broadcast (TV and Radio) 

5.4 Digital (The Internet and Social Media) 

UNIT 6 Creativity in Advertising 

6.1 Marketing Communication Plan and Strategies 

6.2 The Creative Process: Preparation, Incubation, Illumination, Verification, Revision 

6.3 Writing a Creative Brief 



 

6.4 Building Message Strategies 

6.5 Managing Creative Strategies 

6.6 Visual and Verbal Creativity in Advertising Messages 

UNIT 7 Target Group Segmentation 

7.1 Segmentation and Targeting Audiences for Strategic Communication 

7.2 Types of Segmentation: Demography, Psychographic, Behavioural 

UNIT 8 Advertising and Brand Communication 

8.1 What is Brand Communication and How It Works 

8.2 The Facets Model of Effects: Perception, Emotion, Persuasion, Behaviour, Association and 
Cognition 

8.3 The Impact of Brand Communication in Society 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 



 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 
  



 

SEMESTER IV 

NAME OF THE COURSE   INTRODUCTION TO PHOTOGRAPHY 

CLASS SYBASCJ 
COURSE CODE SBMMED403 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To help students understand the principles and practice of photography 

CO 2. To enable students to enjoy photography as an art 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the evolution and significance of photography as a 
discipline 

2. The learner will compare and contrast still and film photography 

3. The learner will examine the basics of lighting and exposure and composition 

4. The learner will explore the impact of new media on modern photography 

5. The learner will investigate the social and political impact of photography 

 

 

 

UNIT 1 History of Photography 

1.1 
The pioneers of photography and photo journalism 

1.2 The role of photography in historic events such as World War I, and II, The Bhopal Gas 
Tragedy, and more recently with the refugee crisis in Greece 

UNIT 2 Film Photography 

2.1 
Loading film, shooting, developing film 

2.2 The difference in form, texture, and mood of film vs. digital photography 



 

2.3 Using 35mm film to decipher mood 

UNIT 3 
Basic Principles 

3.1 
Properties of light, reflection, transmission, refraction, types of light sources and their 
properties, controlling light, types of light, forms of light 

3.2 Types of cameras, virtual image formation, types and uses of lenses – wide angle, telephoto, 
normal, zoom) 

UNIT 4 Exposure 

4.1 Mechanism of aperture, shutter, ISO 

4.2 
Correct exposure 

UNIT 5 Concepts of Composition 

5.1 
Looking at photo-books 

5.2 Photo appreciation 

UNIT 6 
Cell Phone Photography and Social Media 

6.1 
Working with new tools and developing an eye 

6.2 Working on photo essays on Instagram, self-portraits, and creating a portfolio on Instagram 

6.3 The rise of cell phone photography with photographers using Iphones to shoot covers, 
including reputed publications like Time Magazine 

6.4 Studying popular photography handles on social media that are doing path-breaking work. 
(The Nepal Photo Project, Humans of New York, Somewhere Magazine, Burn Diary etc.) 

UNIT 7 
Ethics and Photography 

7.1 
The impact of photography as a medium of power 

7.2 Using photography consciously 

7.3 Use examples of The Steve Mccury Photoshop scandal, The World Press Photo 2018 scandal, 
and The Vulture and the Little Girl as case studies 

7.4 Being aware that there’s a fine line between invading one’s space, and documentation 

7.5 Commercial Aspects of Photography 

7.6 Learning the difference between editorial, fashion, commercial, and documentary styles 

 



 

 

 

ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 

 

 

 

 

  



 

 

 

 

SEMESTER IV 

NAME OF THE COURSE   MASS MEDIA RESEARCH 

CLASS SYBASCJ 
COURSE CODE SBMMED404 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To introduce students to debates in Research approaches and equip them with tools to 

carry on research 

CO 2. To understand the scope and techniques of mass media research 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the relevance and scope of media research 

2. The learner will identify the steps in the media research process 

3. The learner will compare and contrast qualitative and quantitative research techniques in 
media research 

4. The learner will examine the basics of data collection in media research 

5. The learner will design a questionnaire to conduct a survey on a media-related issue / 
question 

6. The learner will examine the process of sampling 

7. The learner will outline steps in tabulation of research data and report writing 

 

 

UNIT 1 Relevance, Scope of Mass Media Research 

UNIT 2 Steps involved in the Research Process III. Qualitative and Quantitative 



 

UNIT 3 Qualitative and Quantitative Research 

UNIT 4 Data – Collection Methodology: 

4.1 
Primary Data – Collection Methods 

i. Depth interviews 

ii. Focus group 

iii. Surveys 

iv. Observations 

4.2 
Secondary Data Collection Methods 

UNIT 5 Designing Questionnaire and Measurement Techniques: 

5.1 
Types and basics of questionnaire design 

5.2 Biased vs unbiased questions 

5.3 Open ended and closed ended questions 

5.4 Ranking and rating questions 

5.5 Projective techniques 

5.6 Measurement scales 

UNIT 6 Sampling Process 

6.1 
Universe vs Sample 

6.2 Types of sample : random, stratified, cluster 

6.3 Standard and relative error 

UNIT 7 
Data Tabulation and Research Report Format 

UNIT 8 
Application of Research in Mass Media 

8.1 
Indian readership survey 

8.2 BARC TV survey 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 

 

 

  



 

 

 

 

SEMESTER IV 

NAME OF THE COURSE   ORGANISATIONAL BEHAVIOUR 

CLASS SYBASCJ 
COURSE CODE SBMMED405 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To impart knowledge of the basic concepts and facets of organisational behavior 

CO 2. To highlight the role of psychological factors and process at work 
CO 3. To foster management skills among students 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will outline the concept of organisational behaviour, its scope and the 
environments in which it is applicable 

2. The learner will compare and contrast different organisational cultures 

3. The learner will examine the theories of motivation and their use in management 

4. The learner will explore the impact of group dynamics in an organisation 

5. The learner will investigate the importance of leadership in an organisation, especially in 
times of stress 

 

 

UNIT 1 Nature of Organisational Behaviour 

1.1 
Definition of Organisation & Types 

1.2 Concept of Organisational Behaviour & Its Scope 

1.3 Models of Organisational Behaviour 



 

1.4 Organisational Structure & Its Environment 

1.5 Organisation and Its environment 

1.6 Formal Organisation: Design & Structure 

1.7 
Divisions of Work and Task Interdependence 

UNIT 2 Organisation Culture 

2.1 
Sources of Organisational Culture 

2.2 Types of Organisational Culture 

2.3 Manifestation & Managing Organisational Culture 

2.4 Work Force Diversity - Gender, Ethnic & Community issues & Personality Factors 

UNIT 3 Motivation 

3.1 Theories of Motivation – Need & Process Theory 

3.2 Application of Motivation Theories 

UNIT 4 Group Dynamics in Organisation 

4.1 
Concepts of Group & Types of Group 

4.2 Group Norms & Group Cohesion 

4.3 Concept of Team Work 

UNIT 5 Decision Making 

5.1 
Decision Making – Definition & Process 

5.2 Group Think, Risky Shift & Polarisation 

5.3 Techniques for Improving Decision Making- MIS (Management Information System) 

UNIT 6 Leadership 

6.1 
Importance & Characteristics of Control 

6.2 Qualities of an Effective Leader 



 

6.3 Leadership Style & Effective Communication 

UNIT 7 Dynamics of Stress 

7.1 
Concept. 

7.2 Causes & Effects 

7.3 Coping Strategies 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 

 
 
  



 

 
SEMESTER IV 

NAME OF THE COURSE   RADIO & TV 

CLASS SYBASCJ 
COURSE CODE SBMMED406 

NUMBER OF CREDITS 3 
NUMBER OF LECTURES PER WEEK 3 
TOTAL NUMBER OF LECTURES 
PER SEMESTER 

45 

EVALUATION METHOD 
 
TOTAL MARKS 
PASSING MARKS 

INTERNAL ASSESSMENT 
25 
10 

SEMESTER END 
EXAMINATION 

75 
30 

 

 

 

COURSE OBJECTIVES 

 

CO 1. 
To acquaint students with the working of two powerful media, i.e., radio and television. 
The content is useful for both advertising and journalism students in order to further their 
careers in their respective fields. 

 

 

 

COURSE LEARNING OUTCOMES: 

 

1. The learner will discuss and outline the relevance and scope and history of radio and TV 
in broadcast media 

2. The learner will identify the importance of sound and video in radio and TV 

3. The learner will compare and contrast the different radio and TV formats 

4. The learner will explore the process of television programming 

5. The learner will assess the different roles in the process of radio and TV production 

 

 

UNIT 1 Introduction 

1.1 
A Short History of Radio & TV in India 

1.2 All India Radio 

1.3 Doordarshan 

1.4 Prasar Bharti 

1.5 Convergence Trends 



 

UNIT 2 
Introduction to Sound for both TV & Radio 

2.1 
Types of Sound: Natural, Ambient, Recorded 

2.2 The Studio Setup 

2.3 The Sound Equipment: Mixer, Control Panel 

2.4 Tape Recording (Overview only) 

2.5 Digital Recording (DAW) 

2.6 Outdoor Recording and sync sound. 

2.7 Types of Microphones (Condenser, Dynamic, Cardioid, Bi-directional and Omni- directional). 

2.8 The Editing Suite 

UNIT 3 Introduction to Visuals 

3.1 The Power & Influence of Visuals 

3.2 The Video-camera: types of shots, camera positions, shot sequences, shot length 

3.3 Lighting: The importance of lighting 

3.4 Television setup: The TV studio, difference between Studio & on-location shoots 

UNIT 4 Introduction to Radio Formats 

4.1 
News 

4.2 Documentary 

4.3 Feature 

4.4 Talk Show 

4.5 Music shows 

4.6 Radio Drama 

4.7 Sports Broadcasting 

UNIT 5 
Introduction to Television Programming 



 

5.1 
Broad guidelines and classification 

5.2 News 

5.3 Documentary 

5.4 Feature 

5.5 Talk Shows 

5.6 TV serials & Soaps 

5.7 Sports 

5.8 Reality 

5.9 Animation 

UNIT 6 
Different Roles 

6.1 
Community Radio-role and importance 

6.2 Contribution of All India Radio 

6.3 The Satellite and Direct to Home challenge 

UNIT 7 
Other Requirements 

7.1 
Story board 

7.2 Linear and Non-Linear Editing 

7.3 On-line Editing and Offline Editing 

7.4 Educational TV with reference to Jamia-Milia, etc. virtual classrooms 

UNIT 8 
Broadcast Production 

8.1 
Pre-Production 

8.2 Production 



 

8.3 Post-Production 
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ASSESSMENT DETAILS 

Internal Assessment (25 marks)  

Part 1: Project Work (20 Marks) 

Part 2: Attendance – 05 marks  

Semester End Examination – External Assessment (75 marks) 

● The duration of the paper will be two hours. 

● There shall be four compulsory questions 

● Q1-3 shall correspond to the three units. Q1-3 shall contain an internal choice (attempt any 2 of 3). Q1-3 shall 

carry a maximum of 20 marks 

● Q4 shall be a short note from Unit 1 to 3. Q4 shall carry a maximum of 15 marks (3x5 marks) (attempt any 3 

of 6) 


