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SEMESTER I 

 

Paper – I: Communication: Theories and Models  

 

 

Total Marks 100 

Theory Exam 80 
Internal Assessment 20 

  

A. Course Objectives: 

The objective of this course is to sensitize the students to the concept and process of 
communication. The paper is designed to introduce the students to basic communication 
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 Unit – IV 

  Concept, Definition and Structure of Attitude; Concept of Persuasion  
• Two step Flow Model of Communication  and Introduction to Diffusion of Innovation Model of 

Communication  

• Basic models of Agenda setting Hypothesis and UG perspective 

• Concept of Media Determinism, Social Information Processing (SIP) Model, Social Identity 
Model of De-individuation Effects   

 

  

Essential Readings 

1. Holmes, D. (2005) Communication Theory: Media, Technology and Society, Sage Publications 

2.  Klyukanov, I.E. & Galina V Sinekopova (2017) Communication Theory: A Journey Through the 
Ages, Routledge 

3. Mattelart, A. & Michèle Mattelart. July 1998, Theories of Communication: A Short 

Introduction: Sage Publications 
4. McQuail, D. (2002), McQuail’s Reader in Mass Communication Theory, Sage Publications 

5. Windahl, S. & BennoSignitzer, Jean T Olson, (November 2008) Using Communication Theory: 

An Introduction to Planned Communication, Sage Publications 
 

Additional Reading 

1. Biagi, S. (2017) Media Impact: Introduction to Mass Media, CENGAGE 

2. Enghel, F. & Jessica Noske-Turner, (2018) Communication in International Development: 

Doing Good or Looking Good?, Routledge 

 

PAPER – II: GROWTH & DEVELOPMENT OF MEDIA INDUSTRY 

     

A374.
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Unit – I 

 

• Overview of the Contemporary Media Industry in India 

• Characteristics of Folk & Print Media  

• Characteristics of Radio, TV & Cinema 

• Characteristics of New Media 

 

UNIT – II 

 
Brief introduction of the evolution of early newspapers in UK & USA. 

   

• Early restrictions on press (with discussion on Aeropagitica) 

• Rise of new publications, growth of newspaper industry in UK 

• Colonial newspapers, American Revolution & Role of press     

• Party Press, Penny Press, Civil War Journalism and New Journalism  

 

UNIT – III 

 

Introduction to history of Press in India 

 

• The forerunners    : Hicky and Buckingham 

• Stage I            : Early restrictions 

• Stage II                       : Rise of nationalist press, Vernacular Press Act and other restrictions 

• Stage III          :  Assertive role of press in post-independent India 

 

UNIT – IV 

 

• Origin and Evolution of Radio 

• Origin and Evolution of Television 

• Origin and Evolution of Advertising & Public Relations 

• Origin and Evolution of New Media 

 

 

Essential Readings  

 
1. 
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10. Kannan, Indira (2016) Network18: The Audacious Story of a Start-up That Became a Media 

Empire, Penguin Random House India 
11. Kaul, Chandrika (2014), Communications, Media and the Imperial Experience: Britain and India 

in the Twentieth Century, Palgrave Macmillan 

12. Kumar Keval J. (1999), Mass Communication in India, Jaico Publishing House 

13. 
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11) 



8 

 

  

 

Unit – II 

• Structure and preparation of a Radio Bulletin (gathering, condensing, compiling and presenting 

Radio news) 

• Elements of news package  

• Production–Creative use of Sound; Listening, Recording (using archived and ambient sounds-

execution & challenges) 

• Post-production: sound transfer and editing software 

 

Unit – III 

• TV: Role, reach and future  

• Pre-production: idea conceptualization, research; basics of script writing  

• 
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4 Communication 

Theory Practical 
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PANJAB UNIVERSITY, CHANDIGARH 

 

Outlines of tests, syllabi and courses of reading for Post-graduate Diploma in Journalism & Mass 

Communication (Semester System) for the examination 2019-20 

 

Semester II 

 

 

Paper-I Media Ethics & Laws 

 

(100 Marks) 

Theory Exam = 80 

Internal Assessment = 20 

Paper-II Advertising 

 

(100 Marks) 

Theory Exam = 80 

Internal Assessment = 20 

Paper-III Public Relations 

 

(100 Marks) 

Theory Exam = 80 

Internal Assessment = 20 

Paper-IV Media Management 

 

(100 Marks) 

Theory Exam = 80 

Internal Assessment = 20 

Paper V Practical (100 Marks) 

 Media Ethics & Laws 20 

 Advertising  20 
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PAPER-I: Media Ethics and Laws   

 

(A) Course Objectives: 
 

The objective of the course is to sensitize students to the responsible use of the freedom of speech 
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UNIT-IV
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 PAPER – II: ADVERTISING       

 

Total Marks 100 
Theory Exam 80 
Internal Assessment 20 

  

A. Course Objectives: 
This paper offers students an introduction to the field of advertising. The paper provides an 

opportunity to understand the fundamentals of advertising. It includes introduction to advertising 

copy writing, advertising media and advertising design. The paper also helps students to understand 
the importance of advertising appeals and research.  

 

B. Pedagogy of the Course Work: 
80% 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 comprising 8 short answer type questions spread over the whole 
syllabus. The candidates are required to answer 4 questions in about 100-150 words each. Each 

question shall be of 4 marks.                (4X4 = 16 marks) 

3. Rest of the paper shall contain four units. Two questions shall be asked from each unit and the 

candidates shall be given internal choice. The candidates shall attempt one question from each 
unit. Each question will carry 16 marks.         (4X16 = 64 marks)  

 

Unit – I:  

• Advertising: Definition and place in marketing   

• Functions of advertising  

• Classification: Purpose Based  

• Classification: Media-based  
  
Unit – II:  

• Concept and Importance of Advertising Media 

• Characteristics of Individual Media  

• Advertising Media Characteristics: Carrier Media and Non-carrier Media 

• Concept of Media Planning and Media-Mix  
 

Unit – III:  

• Advertising copy: Definition, Objectives, copy formats, AIDA formula, copy elements  

• Types of advertising headlines; Do’s and Dont’s of writing effective copy for print, radio and TV 

•  Advertising design: concept of design and layout; design vocabulary  

• Design principles and stages of layout   

  

Unit – IV:  
 

• Introduction to advertising campaign  

• Definition, concept and types of advertising appeals 

• Client servicing: concept, role and importance 

• Advertising Research: pre-testing and post-testing methods  

 



14 

 

Essential Readings 

1. Belch, G. E. (2009) Advertising and Promotion, Richard D. Irwin Inc.  
2. Felton, G. (2006) Advertising: Concept and Copy, W.W. Norton&Co.  

3. Kaser (2013) Advertising and Sales Promotion, South-Western Publishing.  

4.  Moriarty, S. & William D. Wellsand Nancy Mitchell (2009) Advertising: Principles and Practice, 

Prentice Hall Inc.  

5.  O'Guinn, T. & Chris Allen and Richard J. Semenik (2006) Advertising and Integrated Brand 

Promotion, South-Western Publishing Co.  
 

Additional Readings  

1.  Altstiel, T.  (2010) Advertising Creative: Strategy, Copy and Design, Sage Publications, Inc. 

2.  Bendinger , B. (2009) Advertising and the Business of Brands: Media Revolution, Copy 
Workshop 

3. Frith, K. T.  (2010) Advertising and Societies, Peter Lang Pub., Inc. 

4. Parente, D.  (2006) Advertising Campaign Strategy, South-Western Publishing Co. 

5. Thorson (1999) Advertising and the World Wide Web, Lawrence Erlbaum Associates, Inc 

 

 

 

PAPER – III: PUBLIC RELATIONS      

 

Total Marks
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Unit – II:  

• Publics in Public Relations: Internal & External, their importance 

• Organizational Communication 

• Concept of Public Opinion and Opinion Leadership 

• Media Relations: Principles and importance  

 

Unit – III:  

• 
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Paper V: Practical       Marks: 100 

 

 

1 Media Ethics and 

Laws 

Students will create and enact multi-media 

simulations, street plays, role play on 

transgression and adherence to ethical codes by 

media.  

 

20 marks 

2 Advertising Identification and analysis of product promotion 

and institutional advertisements, different 

headline types and copy formats 

 

20 marks 

3 Public Relations Students will be required to prepare press 

releases, organize mock Press Conferences and 

prepare any promotional literature 

 

20 marks 

4 Media Management Preparation of charts related to major media 

houses; Participation in the management of 

events held in the department 

 

20 marks 

5 Computer 

Applications 

Assignments in the use of Design software 20 marks 

 
 

Paper VI: Int129( )-10(m)7.131(I)-2.304728(k4( )39( ))-2.3047(t)-14.828(a)21.746(i)1876.0.57( )-3010.87( )-3010.87( )-3010.87( )-3010.87( )-3010.87( )-3010.87( )-3010.87(M)9.21631(ar)-12.5228(k)34.262(s)-2.30341(:)6.91295100 

 


