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PG DIPLOMA IN ADVERTISING AND PUBLIC RELATIONS 

 

Outlines of tests, syllabi and courses of reading for the examination of 2018-19. 
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UNIT – IV: Writing for the Media 
 

• Concept and Definition of News and News Values 

• The news story structure, 5 Ws and 1H, News Story Writ
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PAPER – II: ADVERTISING       
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UNIT – IV: Advertising Agency 
 

• Definition of an Advertising Agency, Objectives and Functions of an Ad agency, Functions of 

Key Departments of an Ad Agency namely Accounts Dept, Research Dept, Creative Dept, Media 

Dept, Production Dept.  

• Types of Ad Agencies:  Classification on the basis of Structure ( Group and Department Type)  

and Purpose ( Full service agencies and Specialized ad agencies)  
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• The Spoken word: meetings, speaker’s bureau, telephone news line, open houses, information 

center and grapevine. 

• Audio and Visual : Television – News releases on TV, personal appearances on TV, Sponsored 

films and videos, Publicity in entertainment films, Outdoor Displays and Exhibits, Close Circuit 

TV. 

 

ESSENTIAL READINGS: 
1. Scott M. Cutlip & A.H. Genter, (8th edition), Effective Public Relations, ,Englishwood Cliffs, 

Prentice-hall  

2. Fraser P. Seital, (1984), The Practice of Public Relations. 2nd 
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2. Berelson, Bernard & Janowitz, Morris (Ed.), (1966), 
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UNIT IV: Production Techniques and IT tools 

 

• Pre Production, Production and Post Production Phases in Print, Electronic and New Media 

• Use of Basic design software 

 

ESSENTIAL READINGS: 

1. Venkateswaran, K.S., (1993), Mass Media Laws and Regulations in India, Asian Mass Comm. Singapore 

2. Aggarwal, S.K., (1993), Media and Ethics, Sipra Publications, N.D. 

3. 

 

 Prabhakar, Manohar and Bhanawat, Sanjeev, (1999), Compendium of Codes of Conduct for Media Professionals,   

University Book House, Jaipur. 

4. Trikha, N.K, (1986), The Press Council – A Self Regulatory Mechanism for the Press, Somaiya Publications, N.D 

5. Gupta, V.S. and Dayal, Rajeshwar (ed), (1998), Media and Market Forces: Challenges and Opportunities, Concept 

Publishing Co. N.D 

6. Olen, Jeffrey, (1988), Ethics in Journalism, Prentice Hall, New Jersey 

7. 
 T.B.Stanley, Techniques of Advertising Production, Prentice Hall, New York 

8. 
Alex W. White , Advertising Design and Typography (2006), Allworth Press, New York, 

9. 
Robin Landa, Graphic Design Solutions (2011), Clark Baxter, Wadsworth, Boston. 

10. 
Michael Bierut, William Drenttel, Steven Heller (2002), Looking closer: Critical writings on Graphic Design, 

Allworth Press, New York.  

ADDITIONAL READINGS: 

1. Flichy, Patrice, (1995), Dynamics of Modern Communication, Sage Publications, N.D. 

2. E.M. Rogers, (3rd Ed: 1983); (4th Ed: 1995), Diffusion of Innovations, New York: Free Press 

3. Wilbur Schramm, Donal F. Roberts (Ed.), (1997), The process and effects of Mass Communication; University Illinois 

Press, USA 

4. P.C. Joshi, (2002), Communication & National Development, Anamika Publishers & Distributors (P) Ltd 

5. K. Sadanandan Nair, Shirley A. White, (1993), Perspectives on Development Communication. SAGE Publication  

 

 

PAPER- II:  ADVERTISING 
 

A. Course Objectives: 
The objective of this paper is to provide students with an understanding of Advertising campaign and train 

them to produce advertising campaign in various media. The paper also introduces them with the 

characteristics of various advertising media and basic of media planning for advertising. Also the paper 

focuses on the relevance of research and evaluation in advertising and trains the students to use various 

methods of ad evaluation to measure the effectively of the campaigns produced. Keeping in mind the 

rapidly expanding market of new media advertising, the paper also introduces the students with the basic 
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Instructions for papersetters and candidates: 

 

1. 
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PAPER – III: PUBLIC RELATIONS      

 

Total Marks 100 

Theory Exam 80 

Internal Assessment 20 

  

A. Course Objectives: 
This module in Public Relations will train the students to device PR campaign, train the students to 

conduct research enhance the PR communication strategies. The paper introduces the basic concepts of 

corporate communications. Also the paper trains the students to use New Media as a tool for effective 
Public Relations Practice.  

 

B. Pedagogy of the Course Work: 
         80% Lectures (including expert lectures) 

20% Unit tests, snap tests, assignments, attendance and class room participation. 

 

Instructions for papersetters and candidates: 

 

1.    There shall be 9 questions in all. Time allowed will be 3 hours. 

2. The first question is compulsory compris ��1.
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PAPER – IV: PRACTICALS       

 

Total Marks 100 

Advertising 30 

Public Relations 30 

Project Work 20 

Industrial Visit 20 

  
 

(A)Advertising                   (Marks 30) 
 

• Designing an Ad Campaign for a hypothetical product in any medium             Marks 20 

• Evaluation and Analysis of an Advertisement Campaign             Marks 10 

          

 
 

(B) Public Relations               (Marks 30) 

 
 

a) Analyzing a Public Relations Campaign on the Basis of four stages of PR Process  a) 


