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COURSEDESCRIPTIONANDREGULATIONS

Definition:

Visualcommunicationisthetransmissionofinformationandideasusingsymbolsandimagery. It is
believed to be the type that people rely on most and includes signs,
graphicdesigns,films,typography,andcountlessotherexamples. Thereisevidencetosuggestthatitis
theoldestformofcommunication.

Visual communication is the delivery of message through the use of visual elements, such
ascharts and graphs, clip art and electronic images, to convey ideas and information to
audience.Visualcommunicationplays animportantrolein ourdailylife.

B.Sc.VisualCommunication:

B.Sc. in Visual Communication is a 3-year full-time undergraduate course, the
minimumeligibility for admission to which is the successful completion of theSenior
SecondaryCertificate(10+2)or10+3yearDiploma qualificationfrom
arecognizededucationalboard, with a minimum required eligibility prescribed by the Periyar
University. The programisspread over3years,divided into 6semestersofé monthseach.

Idealcandidatesforthecoursewouldpossess:

© NGO WDNE e

Interestinconceptualizing,designing,and givinglifetocreativeideas.
interestin,andaptitudefor:

Typography

Photography

Signs

Drawing

graphicdesign

illustration

colorandelectronicresources.

Itmakesfor avastportionofvisual mediaandart.

Suchgraduatesarehiredincapacitiessuchas:

GraphicArtist
DesktopPublisher
DigitalPhotographer
WebDesigner
InstructionalDesigner
Animator



o Cartoonist

o ProductionAssistant
o AdPhotographer

o EventManager,etc.

Popularareasofemploymentforsuchgraduatesinclude:
o NewsandMedialndustry
o Advertising Industry
e FilmIndustry
o Websites
« RadioStations
o Collegesanduniversities
o Animation
o Gamingwebsites,etc.

Majorcomponentsofthecourseinclude:
e Humancommunication
o Graphicdesign
« Basicsofadvertising
o Photography

o Design

o Drawing

e Scriptwriting
e Acting

e Film

« Copywriting,amongotherssuch.

Successfulgraduatesofthecoursemayalsoopttospecialisein:

o Mediamanagement

o Internationalmedia

o Televisionproduction

o Visualdesign

« Radioprogramming

o Mediatrends.
The course also most often includes the mandatory completion of an internship, of 6-8
weekduration,in design or media-based organizations.



REGULATIONS

1. ELIGIBILITYFORADMISSION

A pass in Higher Secondary Examination or an Examination accepted as
equivalentthereto by the syndicate (10+2 or 10+3 year Diploma), subject to such conditions
as may beprescribed thereto are permitted to appear and qualify for the Bachelor of Science
in VisualCommunication Degree Examination of this university after a course of study of
threeacademicyears.

2. DURATIONOFTHECOURSE

The course shall extend over a period of three years comprising of six semesters
withtwo semesters in one academic year. There shall not be less than 90 working days for
eachsemester. Examination shall be conducted at the end of every semester for the
respectivesubjects.

3. COURSEOFSTUDY

The course of study shall comprise instruction in the following subjects according
tothe syllabus and books prescribed from time to time. The syllabus for varioussubjects
shallbe clearly demarcated into five viable units in each paper/subject. Part-1, Part-Il, Part —
I1landPart—IVsubjectsare asprescribed in theschemeofexamination.

4. EXAMINATIONS

The theory examination shall be three hours duration to each paper at the end
ofeachsemester. Thecandidatefailinginanysubject(s)willbepermittedtoappearforeachfailedsubje
ct(s)inthesubsequentexamination.ThepracticalexaminationsforUGcourseshould  beconducted
at theendoftheeven semester.

4.(a)Submission ofrecordnotebooksforpracticalexaminations

CandidatesappearingforpracticalexaminationsshouldsubmitbonafideRecordNotebooks’
prescribedforpracticalexaminations,otherwisethecandidateswillnotbepermitted to appear for
the practical examinations. However, in genuine cases where thestudents, who could not
submit the record note books, they may be permitted to appear
forthepracticalexaminations,providedtheconcernedHeadofthedepartmentfromtheinstitutionoft
hecandidatecertifiedthatthecandidatehasperformedtheexperimentsprescribed for the course.
For such candidates who do not submit Record Books, zero (0)markswill beawardedfor
record notebooks.

5. Revisionof RegulationsandCurriculum
TheUniversitymayrevise/amend/changetheRegulationsandSchemeofExaminations, if
found necessary.

6. (a). PassingMinimum-Theory

The candidate shall be declared to have passed the examination if the candidate
securenot less than 40 marks out of 100 (CIA — 10 marks out of 25 and EA — 30 marks out
of 75)in theUniversityexamination in each theorypaper.



6. (b).PassingMinimum-Practical

The candidate shall be declared to have passed the examination if the candidate
securenot less than 40 marks put together out of 100 (CIA — 16 marks out of 40 and EA-
24marksout of 60)intheUniversityexamination in each practicalpaper.

7. QuestionPaperPattern forB.Sc.VisualCommunicationCourse
7.1(a). THEORY-Question PaperPattern[EA](Total Marks:75)

PART-A(15 x1= 15Marks)
(AnswerALLquestions), (ObjectiveType-Three questionsfromeachunit)

PART-B(2x5=10Marks)
(Answer ANY TWO questions) & (One question from each unit with 2 out of
5questions))

PART-C(5 x10= 50Marks)
(AnswerFIVEquestions)&(EitherorPatterni.e.InternalChoice)

7.1(b). THEORY-Internal MarksDistribution[CIA](TotalMarks:25)
% Attendance:5Marks
% Assignment:5Marks
% InternalExaminations:15Marks

7.2(a).PRACTICAL — Marks Distribution & Question paper Pattern(Max. Marks:
100)[External[EA]: 60Marks&Internal [CIA]: 40Marks]

8. CommencementofthisRegulation

Theseregulationsshalltakeeffectfromtheacademicyear2020-2021,i.e.forstudents ~ who
are to be admitted to the firstyear of the course during the academicyear2020-2021 and
thereafter.



PERIYARUNIVERSITY
B.Sc. Visual
CommunicationOutcome Based

Education

PEOL1|:

Graduatesoftheprogrammewillhavesuccessfulcareerinallvisual

communicationandI\c@;ij;g)qﬁq(gggammwpuehighereducationandresear
ch.

PEO2|:

Graduatesoftheprogrammegsg yg@ﬁﬂg@ reatethesocialresponsibilitiesinthebr
oadwayasmediapersontoconstruct theethical practices.

PEOS|:

Graduatesoftheprogrammewillcontinuetodeveloptheirknowledgeandskill
s throughout their career.

PEO4|:

Graduatesoftheprogrammewillcontinuetodeveloptheirtechnicalperspectiveviewto
accomplish thenew technical innovations.

ProgramOutcomes(PO):

PO1

Applytheknowledgeofvisualcommunicationandmediafundamentalstothesolutiono

: fproblemsinVisual Communicationandmediaindustry.

PO2

Identify, formulate, research literature, and analyze Media and

: | Communicationproblems reaching substantiated conclusions using first principles

of Media andVisualCommunication theories and practice.

PO3

Design solutions for complex media and Visual Communication problems
anddesignsystemcomponentsorprocessesthatmeetthespecifiedneedswithappropriat

: econsiderationforthepublichealthandsafety,andthecultural,societal,and

environmental considerations.

PO4

Useresearch-basedknowledgeandresearchmethodsincludingdesignofexperiments,

: | analysis and interpretation of data,and synthesis of the informationtoprovidevalid

conclusionsrelated toMediaandVisual Communication

PO5

Create, select, and apply appropriate techniques, resources, and modern media

: | andcommunicationtoolstoMediaandVisualCommunicationactivitieswithanunderst

andingofthelimitations.

PO6

UnderstandtheimpactoftheprofessionalmediaandVisualcommunicationsolutions in

- | societal and environmental contexts, and demonstrate the knowledgeofmediaand

communicationandneed forsustainable development.

PO7

Applyethicalprinciplesandcommittoprofessionalethics,responsibilities,andnorms

| ofthe media practice.




Functioneffectivelyasan individual, andas amemberorleader

PO8 |: indiverseteams,and in multidisciplinarysettings.
Recognizetheneedformediaindustryandhavethepreparationandabilityto
PO9 |:|engage in independent and life-long learning in the broadest context

oftechnologicalchange.

CorrelationbetweenthePOsandthePEOs

Program PEO1 PEO2 PEO3 PEO4
Outcomes

PO1 v

PO2 4

PO3 v v

PO4 v v

PO5

PO6 v v v

PO7 v v

PO8 4

PO9 v

ComponentsconsideredforCourseDeliverylistedbelow:

1. ClassroomLecture
2. Laboratorystudioand demo

6. Videotutorials
7. ExternalParticipation

3. Assignments 8. Seminar
4. MiniProject 9. Internship
5. Project
MappingofPOswithCourseDelivery:
Course
Program Delivery
Outcomes 1 2 3 4 5 6 7 8
PO1 v v v v v v v v
PO2 v v v v v v v v
PO3 v v v v v v v v
PO4 v v v v v
PO5 v v v v Vv Vv v v v
PO6 v v v v v v v
PO7 v v v v v v v
POS v v v v v v v v
PO9 v v v v v v v v v




(TheschemeofexaminationsunderCBCS(ChoiceBasedcreditSystem)fordifferentsemestersshallbeasfollows)

SCHEMEOFEXAMINATIONS

FIRSTYEAR
seEm| SUBJECT SUBJECTS TOTAL 1crepl| cia | Ea [TOTAL
CODE HOURS TS MARK
L | TP S
19UFTAO01 LANGUAGEI 6 T 4 25 75 | 100
19UFENO1 ENGLISHI-CommunicativeEnglish 6 T 4 25 75 | 100
20UVvCO01 COREI:FundamentalsofCommunication 6 T 4 25 75 | 100
| | 20UVvCO02 COREIlI:Conceptof Visualization (Theory) 5 T 4 25 75 | 100
20UVCAO01 | ALLIEDI:IntroductiontoSocialPsychology 5 T 3 25 75 | 100
19UESO1 ValueEducation:Yoga 2 T 0 25 75 | 100
Add-onCourse-ProfessionalEnglish 3 1 4 25 75 | 100
TOTALCREDITS&MA| 33 23 700
RKS
19UFTAO02 LANGUAGEII 6 T 4 25 75 | 100
19UFENO2 ENGLISHII-CommunicativeEnglish 6 T 4 25 75 | 100
NMSDC LanguageProficiencyforEmployability- 2 T 2 25 75 | 100
EffectiveEnglish
| | 20UVvCO03 COREI:WritingforMedia 6 T 4 25 75 | 100
| | 20U0VCAO02 | ALLIEDII:Indian 5 T 3 25 75 | 100
ConstitutionandMedial_aws
20UVCP01 | COREPRACTICAL I:Conceptof 5 P 4 40 60 | 100
Visualization
EnvironmentalStudies 2 T 0 25 75 | 100
Add-onCourse-ProfessionalEnglish 3 1 4 25 75 | 100
TOTALCREDITS&MA| 35 25 700
RKS
Firstinternship Trainingin Internshipreporttobeevaluatedin4™Semes
anyMedia/ProductionHousein30days/4weeks(tobeundertaken ter
duringsummerholidays)




SECONDYEAR

SUBJECT TOTAL TOTA
SEM CODE SUBJECTS HOURS CR| CIA| EA L
L [Tr| MAR
17UFTAO3 LANGUAGEIII 6 T 4 25 75 100
17UFENO3 ENGLISHIII 6 T 4 25 75 100
20UvCo4 COREIV:Photography 5 T 4 25 75 100
i 20UVCAO3 ALLIEDIII:Audiography 5 T 4 25 75 100
20UVCSBO01 | SBECI:MediaPresentationSkill 4 T 3 25 75 100
20UVCNO1 NMECI:SocialMediaManagementand 4 T 2 25 75 100
Marketing
Digital Skills for Employability- 2 T 2 25 75 100
NMSDC Microsoft office Essentials
TOTALCREDI| 32 23 700
TS&MARKS
CompulsoryField/In withintheState
dustrialVisit
17UFTA04 LANGUAGEIV 5 T 4 25 75 100
17UFENO04 ENGLISH IV 5 T 4 25 75 100
20UVCO05 COREV:Videography 4 T 4 25 75 100
20UVCPO2 COREPRACTICALII:Photography 4 P 4 40 60 100
20UVCPO3 COREPRACTICALIII:AudioandVide| 4 P 4 40 60 100
v oProduction
20UVCA04 ALLIEDIV:Visual Aesthetics 4 T 4 25 75 100
NMSDC Employability Skills-Microsoft 2 T 2 25 75 100
NMECII:CitizenJournalism
20UVENo2 (ANYONEFROMNMECLIST) 2 T 2 2 > 100
20UVCP04 FirstinternshipReportEvaluationandV| 0 T 3 40 60 100
iva
TOTALCRE| 30 31 900
DITS&MAR
KS

SecondInternship Training in anyMedia/Production
Housein30 days/
4dweeks(tobeundertakenduringsummerholidays).

Internshipreportto beevaluated

in6"Semester




THIRDYEAR

SEM SUBJECT  lggJECTS TOTAL | cre|cia| Ea | TOTA
CODE HOURS | DITS L
L [T/P MAR
KS
20UVvCO06 COREVI:MediaManagementandEntrepren| 6 | T 4 25 75| 100
eurship
20UVvCO07 COREVII:GraphicsandAnimation 6 | T 4 25 75 |100
v 20UVvCO08 COREVIII:DevelopmentCommunication 6 | T 4 25 75 |100
20UVCEO1 ELECTIVEI:MediaCampaign(PR,CC&CS| 6 | T | 4 | 25 75 (100
R
20UVCSB03 SI)SECIII:DesigningforNew Media 6 | T 3 25 75 |100
NMSDC- I\/IarlfeFing and Dgsign Tools — s 11l 2 |25 75 l|100
(other Arts) Digital Marketing
TOTALCREDITS| 32 600
&MARKS
CompulsoryField/Indu|OutsidetheS
strialVisit tate
20UVC09 COREIX:FilmStudies 5 T| 4 25 | 75100
20UVC10 COREX:MediaSocietyandCulture 3 T| 2 25 | 751100
20UVCP04 COREPRACTICALIV:GraphicsandAnima| 4 P 40 | 60 (100
tion
V| 20UVCPO05 COMPULSORYPROJECT (VideoMagazing, 4 P| 4 40 | 60 |100
20UVCE02 ?ELECTIVEII:E-ContentDeveIopment 4 T| 4 25 | 751100
20UVCEPO1 | ELECTIVEPRACTICALI:Advertising 4 P| 4 40 | 60 |100
20UVCSBO04 | SEBCIV:E-MediaMarketing 4 T| 3 25 | 75100
20UVCPO06 SecondInternshipReportEvaluationandViva| 0 P 3 40 | 60 |100
EXTENSIONACTIVITIES
(NCC/NSS/YRCetc..)
NMSDC Employability Skills 2 - ; - - -
TOTALCREDITS&MARKS 30 30 800




MappingofCourseOutcomeswithProgramOutcomes:

CourseO ProgramOutcomes
utcomes PO1 P02 P03 P04 P05 P06 P07 P08 P09
1 H H H L L L H H L
2 L H M H H H H L L
3 H H H H M H L H H
4 H H L L H L H H H
5 H H H H H M H H H




FIRSTYEAR

SEMESTERI
\2ouv001 ‘COREI:FundamentalsofCommunication | 6 \ T | 4 \ 25 \ 75 \ 100 \

Unitl:Communication:Meaning,definition, scopeand needforMassCommunication-Forms
ofCommunication:IntraPersonal Communication, InterpersonalCommunication,GroupCommun
ication,PublicCommunication,MassCommunication:Electronic,Satellite,Interactive,  Digital
Communication etc..

Unitll:Communicationprocess—sources,message,channel,receiver,feedback,Noise:typesofnoise-
encodinganddecodingprocess.Elementsandprocessofcommunication-
ModelsofMassCommunication:Berlo,Lasswell,ShannonandWeavermodels,Gerber'sModel,So
ciologicalModel,Gatekeeping Model.FunctionsofMassCommunication-
BarriersofMassCommunication.

Unitll1:ImpactofMassMedia: IntroductiontoMassMedia-ContentandNatureofMass
Media, Impact & Influence of Mass Media - The Indian Context: reach, access and nature
ofaudience- Differentiate between Mass Communication & Mass Media - Means & Tools
ofMass Communication: Traditional & Folk Media: Types, importance of traditional media -
Print: Books, Newspapers, Magazines - Broadcast: Television, Radio — Films — Internet -
Advertising, PublicRelations-Other outdoormedia

Unit IV: Introduction to Visual Communication: Visual language - Visual grammar-
perception,composition,groupingandorganization,balance,ratioandproportion,ruleofthirds,ligh
t,colourharmonyandcontrast-Principlesof visualgrammar-Film,video,ebooks,art,modernways

UnitV:SocioculturalhistoryofVisual Communication:Historyofvisualcommunication—
How to read visuals, Analysing designs and posters - Impact of Visual Communication
onsociety - Presentation Methods of Visual Communication:Forms of visual communication -
Approaches to visualcommunication. Design principles-Designprocesses

References:

1. Blakeetal. Taxonomyofconcepts ofinCommunication”. HastingHouse,NY,1979.
. McQuailDennis, “CommunicationModels ”,Longman,London, 198 1.
JohnR.Bitner “MassCommunication —Anintroduction”. PrenticeHall,NewJersey,1980.
Jaishrijethwaneyandshrutijain” Advertisingmanagement ”.Secondedition.
SeetharamK.S. “Communicationandculture—Aworldview” . McGrawHill, NewDelhi, 1991.
Shukla,SK.,, MassmediaandCommunication".CybertechPublishing, NewDelhi.2006.
KevalJ. Kumar “IntroductiontoMass Communication”, Vipul Prakashan, Bombay.1994.

No ok~ owd



20UVC02 | COREII:Conceptof Visualization (Theory) | 5 | T [ 4 [25|75] 100 |

Unitl:FundamentalsofDesign:Whatis Design?-Introductiontodesign- RoleofDesigninSociety—
Impact/functionofDesign-IndigenousDesignPractices-Roleofdesigninthechangingsocial
scenario-Role and responsibilityofDesigners.

Unit 11: Sketching and Drawing: Natural and manmade objects and environment- Elements
ofDesign:(Line,Shape,Forms,Space,Coloursetc.)-PrinciplesofDesign:Unity-
Harmony,Balance,Rhythm,Perspective,Emphasis,Orientation,Repetition and Proportion.

Unitlll:CalligraphyandTypography:Historyof typography-Typographyfordigitaluses—
PageLayOut-Fonts,Body, Measurements,Spacing,Pointsystems,and
families.Essentialsof Typography—Typestyle,Usage,Bit MappedFonts, PostScript fonts.

UnitlV:DesigningSoftwares:Vector graphics— BasicsofVector— IntroductiontoDrawing,
Text,Image,PageLayoutandDesign.RasterGraphics—BasicsofRaster—Introductiontodigital-
Drawing, Tools,Arrangingobjects,Layers,Effects and itsinterface.

UnitV:Designinglogos, businesscards,letterheads, Brochure,Danglersetc.

Referencebooks:

1. DesigningEffectiveCommunications(2001):CreatingContextsforClarityAndMeaning.byJorgeFrasc
ara(Editor)Publisher:Allworth Press.U.S.A. First edition

2. Golden trends in Printing Technology (1996);by V S Krishnamurthy. Sage publications. New
delhi.First edition.

3. GraphicCommunication(1999)byAruthurTurnbull.Sagepublications.NewDelhi,INDIA.Firsteditio
n.

4. How To Be a Graphic Designer Without Losing Your Soul (1997) by Adrian Shaughnessy -
Publisher:Princeton Architectural Press. Fockland.Second edition.

5. In Design Type : Professional Typography with Adobe InDesign CS2 (1995 ) by Nigel French-
Publisher:AdobePress.Netherland.Second edition.

6. Newspaperdesign(2000)N YHarlodEvans.Sagepublications.London,First edition



20UVCAO1 | ALLIEDI-Introduction toSocialPsychology | 5 | T | 3 |[25]75[100 |

UNITI
TheNatureandScopeofSocialPsychology. TheMethodsofSocialPsychology. TheDevelopment of
Social Psychology: Early Beginnings — the Contributions of Sociologists
andPsychologists:Comte;LeBon;Durkheim; Cooley;G.H.Mead; McDoughall;.

UNITII
Socialization:SocialLearningProcess.SocializationandMotivation;dependency;Aggression;Co-
operation,Acculturation,Accommodation,NeedAchievement;affiliation;etc.Social Factors in
perception.Societyand Personality.

UNITIII
Attitudes and Opinions - The Nature and Dimensions of Attitudes.The Formation and
ChangeofAttitudes.Communication and Persuasion.Public opinion — Nature, measurement,
formationandchange.RoleofMass communication in PublicOpinionFormationandchange.

UNITIV
GroupsandgroupProcesses;Natureand Typesofgroups;ConditionsConclusivetoDevelopment  of
Groups; group Dynamics; Group norms and conformity; Social

Facilitation.Groupstructureandgroupperformance;Cooperation andcompetition.

UNITV
MassPsychology;AudiencesandCollectiveBehaviour.ClassificationofCollectivemasses.Casual
Audiences, Intentional Audiences and Audiences and Mass Media. CollectiveBehaviour—
themobsandtheDifferentkindsofMobs. ThePsychologyofMass Movements.

ReferenceBooks:
1. McDavidandHarris, “AnlntroductiontoSocial Psychology” . Harper&Row, 1968
2. DCrytchfold, RSandBallachey,EL “IndividualinSociety”.McGrawHill. NewYork
3. Sherif,NandSherifC.W. ”AnOutlineofSocial Psychology ”Harper&Row.NewYork,
4. IntroductiontoSocialPsychology,Prof.B.Kuppuswamy,MediaPromotors&PublishersPvt.Ltd.-
Mumbai,2004 / Amazon.



FIRSTYEAR

SEMESTERII

| 20UVCO03 | COREIII:WritingforMedia | 6 | T | 4 | 25 | 75 | 100 |

UNIT-I: Print Medium: Nature and characteristics of a Newspaper- Readers™ perception —

Informationmedium-Deadline—contentvariety—Editorialpolicyandstyle—
InvertedPyramidStyle:Headlines,Lead,Body-writing featuresandarticles-
ComparativeanalysisofTamiland English dailies— Freelancing.

UNIT-11:Magazines:Generalandspecialized magazines—contents—targetreaders—language

—writingstyle—picturesandillustrations —featuresandspecial articles—Regional
MagazinesvsEnglish magazines: a comparativeanalysis— Freelancing.

UNIT- I11;: Radio: Nature and characteristics of Radio — Radio for information, education

andentertainment-Timeanddeadlinefactor—Newsheadlinesandhighlights—Newsfeatures—Talk
Shows — Interviews — Radio Audiences — Audience Participation —Language And Style —
NewWaveFMRadio—RadioJockeying-TargetAudience—ContentVarietyandStyle—-Music-
Competition— Script Writing.

UNIT — IV: Television: Nature and characteristics of Television — Audio and Visual elements —

writingTelevisionNews-TimeFactor—Informationalandeducationalprogrammes—
General AndSpecial AudienceProgrammes—LanguageandStyleofPresentation—
VideoJockeying—Script Writing-Entertainment Programmes—AudienceParticipation.

UNIT-V:WebWriting: Internetasamedium-natureandcharacteristics—Newspapersonline

—contentsonline:informational ,educationalandentertainment—
authenticityandpiracyissues— regulations.

Reference:

1.
2.

Mencher, Melvin. “NewsReportingand Writing”.NewYork.
McGrawHillPub.2003.NavinChandra&Chaughan.,,JournalismToday . NewDelhi.Kanishka
Pub.1997.

Shrivastava,K.M.,, RadioandTVJournalism . NewDelhi.SterlingPublishers, 1989
Hilliart,Robert., WritingforTelevision,radioandNewmedia(8thed.).Belmont.WadsworthPub.
2004

White, Ted. ,, Broadcast news writing, Reporting and Producing " (4th ed.).Oxford.
FocalPress. 2006.



20UVCAQ2 | ALLIEDII:IndianConstitutionandMedial aws | 5| T| 3 [25]75]100|

Unitl:Indian Constitution

Nature and Scope ofindian constitution - Preamble, Salient Features, FundamentalRightsandDuties,
Directive Principle Of State Policy, Freedom of Speech and Expression: Article 19 (1) (a)
andReasonableRestrictionsArticle19(2)-Emergencies-PressFreedomduringEmergency-
Citizenship,Functions of Executive,Judiciary,Legislature.

Unit2:Indian Constitution andMediaLaws

Union Government and its Administration: Federalism, Centre-State relationship, President:
Role,powerandposition,PMandCouncilofMinisters,CabinetandCentralSecretariat,LokSabha,RajyaSab
ha.StateGovernmentanditsAdministration:Governor:RoleandPosition,CMandCouncilofministers, State
Secretariat:Organisation, StructureandFunctions.LocalSelfGovernment

—PanchayatRaj -ElectionCommission:RoleandFunctions.

Unit3:FundamentalsofMedialaws

MediaActs:OfficialSecrets Act—-CopyRightAct,Censorship, ContemptofCourt-Libel&Slander
-Defamation—WorkingJournalistActs—Press&RegistrationsofBooksAct—PatentRight-
PressCommission -PrasarBharatiAct- IndianEvidenceAct-Press Council.

Unit4:CyberLaws inIndia

Cyber laws - The need for cyber -laws, nature and scope of cyber laws - Information Technology
Act2000; IntellectualPropertyRights(IPR)—
Hackers,CyberTerrorism,CyberStalking,SpammingCryptographyandDigitalSignature, ComputerVirus
es.,Piracy,Privacy,plagiarism,softwarepiracy,andinternet,pornography-MediaConvergenceBill.

Unit5:MediaLaw &Ethics

Right to Information Act — Indian Cinematograph Act 2006 - Human Rights - Indian Penal
Codepertaining to media — Sec.144 etc. Media Ethics - Code of ethics, Journalist ethics during
Pandemic -economicpressuresandsocialresponsibility,basiccomponentsofmediaethics-truth-
telling,credibility,accountability,justice,fairness,freedom-
EthicsofPhotoandVideoJournalism,manipulatingnews, AdvertisingEthics, Ethics inCyberspace..

References

1.Basu,LawofthePressinindia.Prentice-Halllndia

2. Basu.IntroductiontolndianConstitution.Prentice-HallIndia

3. Zelezny,E(1997):CommunicationLaw:Liberties,RestraintsandtheModernMedia. Thom
sonLearning

4. Basu.ShorterConstitutionofindia.Prentice-Halllndia

5. Na.Vijayshankar.Cyber-lawsinIndia.Citizen,, sguide

6. Hameling,Cess(2001).EthicsofCyber-Space.SagePublications



7. Day,E(2000):EthicsinMediaCommunications:CasesandControversies.ThomsonLearning
8. Leslie(2000).MassCommunicationEthics.ThomsonLearning

9. Belsey,AandChadwick,R(1992).Ethical IssuesinJournalismandtheMedia

10. Gillmor,E(1998):Masscommunication Laws:CasesandComments.ThomsonLearning
11. Gillmor(1996)FundamentalsofMassCommunicationLaws. ThomsonLearning



| 20UVCPO1 | COREPRACTICALI:ConceptofVisualization | 5 | P | 4] 40 [60] 100 |

Digital Portfolios encourage students to showcase their accomplishments, works in progress,
orpersonal history when applying for a job or for college entrance. They will build a portfolio that
featurestheworktheyhavecompletedthroughouttheyearusingdesigningsoftwares.

1. Functionsof Design

2. GraphicDesignProcess

3. TypesofDrawing

4. ColouranditsTheories

5. ElementsofComposition

6. Typesof LayoutandaCompleteDesign forPublication.

7. Typesof Digitallmages,EditingandPrinting

8. AdvertisementDesignPlanning

9. Meansof CampaignDesigning

10.  TypesofVisualCommunicationandDesignaPoster/Hoarding/Book-cover etc.

11.  Layoutof aWebsiteHome- Pageon
aChosenField.(Institution/organization/sports/art/ev
entetc.)

Portfolio:

1. Oneworkfromeachconcept
2. Onecompletesketch bookof atleast100sketches



SECONDYEAR

SEMESTERIII
| 20UVC04 | COREIV:Photography | 5 | T | 4 |25]75] 100 |
UNITI

UNITI

UNITI

Photography-Definition&concept;Nature&FunctionsofPhotography;Historicaldevelopment
ofPhotography;Camera:Introduction to camera-Human Eye& Camera-Concept of Visual
Perception; Basics of Camera: Different types of Camera- Box, TLR, SLR,DSLR &Mirrorless
Cameras; Parts & Functions of Camera- Aperture, Shutter, Lens & Film;CameraAccessories.

|

Lens - Definition & Concept; Nature & Characteristics of Lens; Types of Lens- Wide
Angle,Normal & Tele; Special Lens- Zoom, Fish eye & Macro Lens; Focus- Definition &
Concept;Types of Focus- Split Image & Macro Image Focusing; Focal Length- Types of
Focal Length-Short, Long & Variable Focal Length; Exposure - Depth of Field- Aperture
Priority & ShutterPriority - ISO - Filter- Definition & concept; Characteristics of Filters;
Types of Filters- UV,Polarizing Filter, Grey Grad Color Balancing Filter, Neutral Density
Filter & SoftFocusFilter.

I

Lighting- Definition & concept; Nature of Light; Characteristics of Light;
UnderstandingLight- Indoor & Outdoor; Types of Light- Natural & Artificial; Three
PointLighting- Key,Fill&BackLight; TypesofLightingEquipments-Pro-
lit,SoftBox&etc;Differentaccessories of Lighting- Umbrella, &etc; Flash- Functions of Flash;
Light Meter- Definition &concept;Functions ofLight Meter.

UNITIV

AestheticsofPhotography;Framing-CharacteristicsofFraming;Composition-Characteristics  of
Compositions, Typesof Composition- Rule of Third, Frame within Frame& Etc.; Scope of
Photography; Types of Photography- Photo Essay, Photo Documentary,Photo-Journalism,
Advertisement Photography, Natural Photography, Wild life
Photography,FashionPhotography&Industrial Photography.

UNITV

Introduction to Digital Imaging: Define Photoshop— Photoshop work space — Palettes —
Buttons — choosing colour — Brush shape — operations and usage of tools — Pencil tool —
PaintBrush tool — Air Brush tool — Text tool — Paint Bucket tool — Gradient tool — smudge tool
—Focal tool — toning — Eye dropper — Zoom tool — Morgue Tool — Lasso Tool — Magic Wand —
ArtMarks—ArtLayers—LayerMark—Create Layer—Filltool-Trashcan—Cloning—Clone



Align—ArtFilter—Plugins—RuleofThumb—Kerning—leadingdigitalimageonvariousmedia.

Referencebooks:
1. Photojournalism —Bytheeditors of time—life books NewYork.
2. Basicphotography— John HedgeCoe. London:Collins&brown, 1993.
3. Thecolourbookof photography— L.Lorelle.London:Focalpress, 1956.
4. Newintroductoryphotographiccourse,JohnHedgecoe s, MitchellBeazley, 1 990.
5. Photo- journalism,RotovisionSA, Terry AOPE,2001.
6. MichaelLangford:BasicPhotography,FocalPress,UK,2000
7. LindaGood,Teaching
andLearningWithDigitalPhotography,SagePublications,NewDelhi,2009
8. JamesCurran, ThePhotographyHandbook,Routledge,USA,2013
9. BenLong,CompleteDigital Photography,CourseTechnologyPTR,USA,2010



20UVCAO3 | ALLIEDIII:Audiography | 5 | T | 4 [25]75] 100 |

UNIT- I:Perceptionofsound-hearingsensitivity-frequencyrange-sound-wavelength;
the speed of sound; measuring sound; psychoacoustics - dBA and dBC concepts ;
musicalsounds, noise - signal dynamic range - pitch - harmonics-equalization-
reverberation time,Sabineformula.

UNIT —I1: Sound isolation and room acoustics- means of control- treatments- studio layout —
roomdimensions-Basicset-upofrecordingsystem-analog,digital -
cablesandconnectors,interference,microphone,musicalstands,equipmentinter-connection—
input,outmeters-the essenceofrecordingengineering.

UNIT-111:Theproductionchainandresponsibilities -recordingsession,productioncharts
andlog,layingtracks,mono,stereo,panning,surround,filtersandpad-
studiocommunication,environment,headphones:typesanduses,ambiencenoise,dolbyA,B,C,
SR,bdx.LFE.

UNIT-1V:Microphonestypes-directionpickuppattern,phantom power, noise,choosing
therightmike,technique-Soundreproductiondevices-zerolevel,monitors,specifications
listening test- Compression ratios -various sound file extensions- time
code,synchronization—positioning of microphones—speech-musicalinstruments-
standardrules,1/3rule, careand handling-foley& sound effectcreation.

UNIT-V: Mixing console - Echo and reverberation - special effects units- equalizers
&compressors,plug-ins-digitalrecordingsoftware-editingtechniques. Inputdevices-Storage-
Outputdevices- filetransferprotocols-networkingofstudio-streaming- basicsofbroadcasting-
AM,FM,mobileradio,internetradios,communityradio,educationalradiobroadcasts, audio
publishing.

References:

1. PhilipNewell,Elsivier.RecordingStudioDesign.Oxford:Focalpress.2005.Strutt,JohnWillia
ms,Baron.
TheTheoryofSound.Rayleigh.1996.Fahy,FrankFoundationsofEngineeringAcoustics.Acade
micPress. 2001
AcousticsandPsychoacoustics (2nded.).Oxford:FocalPress,2001.
Morfey,ChristopherL.DictionaryofAcoustics..Academicpress.2001.

Holman, Tomlinson.SurroundSound:UpandRunning..Oxford: Focalpress.1999.
AlecNisbet. TheUseofMicrophones.Oxford:Focal Press,2004.
Salkin,Glyn.SoundRecording andReproduction.Oxford:FocalPress,1996.
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20UVCSBO1 | SBECI:MediaPresentationskill | 4 | T | 3 |25|75| 100 |

Unit 1: What is presentation? - Why we need training? — Boring presentation — Common cases
ofinfectivepresentation —Stepstomakeaneffectivepresentation —communication isthekey

Unit 2: Introduction to Voice: - Introduction to Human Voice -5 P’s of Voice. i.e. - Pitch - Pace —
Pause - Projection —Punch. Breathing :- Breathing & Voice relationship - How to Breathe —
Controlling the Airflow - When to breathe - Noisy breathing - The diaphragm -
BreathingExercises,Pranayama

Unit 3: Introduction to the Art of Public Speaking & Presentation: - Understanding the Audience —
Preparation of Subject - Scripting - Presentations; Reading for Microphone & Presentation: -
Introduction to Micro-phone - Use of Mike - Voice Modulations - Characterization -
Language &Dialects.

Unit 4: Voice-Over: - Voice Over for different Audio-Visual genres i.e. Documentaries, Walk-
through, Programsetc- VVoice Over for Audio Programs - VVoice Over for Commercials -
Techniques of Voice recording & editing. Dubbing: - Introduction to dubbing -
Understandingof Character - Dubbing as Art - Role of Dubbing Artist - Introduction to
Dubbing Studio’s -DubbingExercises-ReviewingDubbedFilms& othergenre

Unit 5: New Media: - Sparklers - Promo’s - Hello Tunes - IVR (Interactive VVoice Response)
&Voice Artist - Audio Branding Opportunities. Industry & Opportunities - Introduction
tolndustry - Preparing Individual Profile - Preparing Commercial Projects etc - Social
MediaStrategies — What is social media? - Build relationships - Separating
business/personalprofiles.-Online Presenting: Showreel.

References:

1. IntroductiontoBroadcastVoice—JennyMill

2. TheArtofPublicSpeaking-McGraw-HiLLInternational Edition

3. IntroductiontoBroadcast Journalism-Dr.KeshavSathaye

4. BiographiesofdistinguishedPerformers&ActorslikeShreeramLagoo,DadaKondke,AmitabhBach
hanandmanymore.

5. IntroductiontoAdvertising-OxfordUniversityPress



20UVCNO1 | NMECI:SocialMediaManagementandMarketing | 4 | P | 2 [ 25|75/ 100 |

UNIT- I: New media- Definition & Introduction; Characteristics of New Media; New
Mediatechnology;CommunicationRevolution;NewMediaVsOldMedia;DifferencesbetweenNe
w Media; Digital divide; E-Governance- Process, Social & Legal Frameworks; New
Media&Visual Culture.

UNIT- I1: Social Media- Definition & Concept; Why Social Media; Characteristics of Social
Media;RoleofSocialMedia; TypesofSocialMedia-
Blog,SocialNetworks,ContentCommunities,Wikis, Tweeters&Podcasts; TheEvolutionofSocial
Media;AttributesofSocialMedia;ImpactofSocialMedia. TheSocialMediaMix:-Tallying
theBottomLine-PlottingSocialMediaMarketingStrategy-ManagingCybersocial Campaign-
LeveragingSearchEngineOptimization(SEO)forSocialMedia-UsingSocial Bookmarks, News,
and Share Buttons.

UNIT- I11: Social Media & Communication; Social Media tools- social networking, Blogs, Micro-
blogging,Wiki,Contentsharing&socialbookmarking; SocialMedia-
Creating&Connecting,Creating&Managinggroups,Privacy&Safety;Blog-

FeaturesofBlog; TypesofBlogs-
Personal,Political,Business,AlmostMedia&MainstreamMediaBlogs;ReadingBlogs;Bloggingc
ulture:presence,credibility,identity,reputation,authority, andinfluence;

UNIT- IV: Social Media & Society- Performing Relationship & community, performing
identitythrough social media, social media strategies & planning; Reaching Consumers-
Ethicallssues,Privacy,Labour&IldentityRegulations; TechnologicalConvergence;SocialMedia-
Activism,Diplomacy,GroundSourcing&DigitalDivide;User-
generatedcontent(UGC),Consumer-generatedMedia (CGM),Social Bookmarking &Social
MediaOptimization.

UNIT- V: Challenges in social media- content, advertising & marketing; limitations & influence
onindividual&society;social mediaaudience&behavior; TrendsofSocialMedia-
Communities,Audience&Users;Domainsofapplication-
SocialMedia&Crowdsourcing;SocialMedia&Organizations;SocialMedia-
Government&Diplomacy;SocialMedia-Activism,Race, Class & Digital Divide.

Reference:

1. TerryFlew,NewMedia:AnIntroduction,Oxford,2011

2. AlexNewson, Blogging andotherSocial Media, GowerPublishing Limited,England,2009
MartinLister,NewMedia:ACritical Introduction, Routledge,NewYork,2003
BarrieOxford,New mediaandPolitics,SagePublications, NewDelhi,2001
HamidMowlana,Globallnformation&WorldCommunication, SagePublications,
NewDelhi, 1997
6. SocialMedia Marketing All-in-OneforDummiesbyJanZimmerman
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7. SocialMedia MarketingforDummiesbyShivSingh
8. SocialMediaMarketing.TheNextGenerationofBusinessEngagementby DaveEvans



SECONDYEAR

SEMESTERIV

| 20UVCO05 | COREV:Videography | 4 | T | 4 |25]|75] 100 |

UNITI:BasicTelevisionStudioStructure,ElementsofStudioProduction,ElementsofFieldProduction,
Studio Layout and Design.

UNITII:Digital Television —Cameraparts,Operationsandfunctions,
Accessories, TypesofVideocamera, Video Formats, Picture Compositions, Various types of
shots, Framing, effectiveShots, Lights and lighting, Camera angle, lighting instruments,
Techniques of televisionlighting.

UNITIII:Preproduction-
planning,Scheduling,ScriptFormats,Scriptwriting,Visualizationandsequencing, Production
crew, Television Talent, Acting Techniques, Auditions, Makeup,Costuming, Difficulties
inIndoor and OutdoorShooting.

UNIT 1V: Postproduction - Editing modes, Basic editing systems, Non-linear Editing features
andTechniques, Editing Procedures, Online Editing, Editing Softwares, Special effects,
AudioSound Control.

UNITV:Videorecordingand storagesystems, designingand UsingTelevision
Graphics,Singlecamera set up, Multi Camera set up, Live coverage, other communication
system —Communicationsystems,Signal Transport.

Referencebooks:

1. Zettl,H.(2006).TelevisionProductionHandbook: ThomsonWadsworth.Ma.USA.

2. Wootton,C. (2005).APracticalGuidetoVideoandAudioCompression.FocalPress.NY.
3. Angell,D.(2008). TheFilmmaker “'s GuidetoFinal CutProWorkflow.FocalPress.NY.

4. Magoun, A. B. (2007). Television - The Life Story Of A Technology.
GreenwoodPress.London:

5. GenreinAsianFilmandTelevision-New Approaches.(2011).
PALGRAVEMacmillan.UK.



[ 20UVCP02 | COREPRACTICALII:Photography

4

|

4

| 40| 60| 100 |

1)
2)
3)
4)
5)
6)
7)
8)
9
10)
11)
12)
13)
14)

15)

Outdoor-Single /Group-people
Composition -Normal, Wide,Tele
Nature-Landscape-Wide,Closeup
Stilllife

Silhouette

NewsPhotography
IndustrialPhotography
FoodsandBeverages
WildlifePhotography
AdvertisingPhotography
Architecture(Interior&Exterior)
Actionphotography(Pan&Freezeframe)

Indoorphotography(Portrait-Single&Group)
Lighting(TopLight,KeyLight,Back Light,SideLight,
LowL.ight,FillLight,DiffusedLight,SpotLight)

MultipleExposures.

*Take4Pictureswith

theentireSpecificationsnotedown,printandpreparerecordnotebook.Record should

containminimum of 50 pictures.



20UVCP03 | COREPRACTICALIII:AudioandVideoProduction |4|P| 440 60 |

Audioproduction:
1. Addvocalstopreviouslyrecordedrhythm tracks.
2. Correcterrorsandaddnewparts(fortheabovetrack)
Doover dubbingprocedures foranythreetypes ofmusical instruments.
Blendsoundtocreatemoods.
Dosoundrecordingfordifferentformats
Recordlivedrums usingmultiplemikes.
DoSignalprocessingtoshapesoundthroughtheuseofreverberationunits,digital delays
andechoproduction — (usingeither software/hardware)
9.DosSignalProcessingwithlimiters,compressors,noisegates,andexpanders,chorusingunits,
flangersandharmonizers.—(usingeithersoftware/hardware)
9. Experimentanddiscover yourownunigquesoundsandspecialeffects
10. Createasignaturetune,aPSA,aradiospot, aradioad,ajingle.
11. Produceprogrammesindifferentformats(Talk,compering,announcement,anchoring,interv
iewsetc.)
12. Createanaudio storybook withBGM,ambienceandeffects (duration 10to 15minutes).

No ok~ ow

VideoProduction:
1. Script
Storyboard
Cameramovements
Shots
Angles
Multicamerasetup
Editingtechniques
LinearandNon-linearediting
Capturing-Rendering—StorageMedia-TransitionsEDLpreparation
. Basiclightingtechniques
. Atmosphericlighting
. Anchoring
. Titling
. Shortfilm
. TVcommercial
. Montage
. Interview
. Newsproduction
. Talkshow
a) Three-ActStructureShortFilm
b) Documentary(5 to10min)

©oo N O WDN
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ReferenceBooks:

1. JimOwens, TelevisionProduction, FocalPress,UK,2012

2. HerbertZettl, TelevisionProductionHandbook,WadsworthLearning,UK,2012
3. GeraldMillerson, TelevisionProduction,FocalPress,UK,2009

4. HerbertZettl, TelevisionProduction-Handbook, ThomsonWadsworth,UAS,2006



20UVCA04 | ALLIEDIV:VisualAesthetics | 4 | T | 4 |25][75] 100 |

Unitl
Visual message and meanings. The six perceptions of visual message: Personal, Historical,
Technical,Ethical,Cultural Critical perspectives.

Unit2

Semiotic Analysis — Aspects of sign and symbols. The sign and the meaning making processes.
Wayof describing signs. Paradigmatic and syntagmatic aspects of sign.Signs and codes, referent
systemsandmythologies.Slipperysigns.AudienceandInterpretation.

Unit3

Psychological and visuality.Subjectivity, Sexuality and the unconscious.The castration complex
andvisualpleasure.Phallocentrism.VVoyeurism.Lancanian gazes: other ways of seeing — Laura
Mulveyandvisual pleasure.

Unit4

Marxiananalysisofvisuals.Baseandsuperstructure.Class Conflict. Theroleofideology.Alienation.

Unit5
Feminist approaches to visuals. Women and representation.Stereotyping.Gender discrimination.
PostModernismandvisual analysis.Application ofvisualanalysistoolstodifferentmediatexts.

Reference:

1. ArthurAsaBerger,MediaAnalysis Techniques. SagePublications, London,2001.

2. GillianRose.VisualMethodologies. Routledge,London,2000.
PhilipRayanandMediaStudies: TheEssentialIntroduction. Routledge,London,2001.
TheoVan. HandbookofVisual Analysis. SagePublication, London,2003.
Barthes,R. Mythologies,Paladin.London 1973.
Berger,John.WaysofSeeing,BBC,London.1972.
Mitchell,Juliet.PsychoanalysisandFeminism,Allenlane,London.
Mirzoeff,F.AnlIntroductiontoVisualCulture.Routledge,London.
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20UVCNO2 | NMECII:CitizenJournalism \ 2 \ T \ 2 \25\75| 100 \

UNIT I : Citizen — definition -Society - Community — Society Vs Community - Culture
andcommunication — Access to knowledge & Culture — Public Sphere- Politicalsphere -
Mediated communication (Historical context) — Mediated communication on modern culture -
Newsinflation and filtering

UNITII:Designoftechnologies(controlanddesire), Inequalitiesofdesign,control ofpublicspace
— laws and regulation - Media stereotypes and bias - Media ecology (Tribal age, Literacy
agePrint age, Electronic age, New media age), Media in transition, Technological
convergence,Media identity, Introduction of participatory culture, Disruptions (New
Technologies, NewAudiences,NewRhetorics, New Authority)

UNIT I11: Digital Revolution- Media literacy — Content analysis in modern context- Democracy
inVirtualWorld-Activism&CivilDisobedience—
Activismandcivildisobediencewithoutmedialiteracy-SocialJustice—Vigilantism-Safespace—
Politicalcorrectness-post-truth-Technological determinism, MobileJournalism (MOJO)

UNIT IV: Internet as Human right (net neutrality) - Social Networks and participatory culture —
onlineprivacy andcitizensurveillance—Crowdsourcing-Non-fictiondocumentaries-Advocacy
Films - Alternative journalists and their agenda - Parody news shows — significanceand
context.

UNIT V: Open data and open governance - New forms of civic media - Access to information
indigitalworld-Availabletoolsforcitizenjournalist-Indiangovernmentandcivicmedia—
impartialityincitizenjournalism —sourcejournalism, Citizenmedia,
Participatoryjournalism.Hyper Local Journalismin today‘s media market.

References

1. HoffmannDavid,(2014),
CitizensRising:IndependentJournalismandtheSpreadofDemocracy.Delhi,India:Prakash Books
India Pvt. Ltd.

2. MohamedAliSayed,(2013),CitizenJournalismandDemocraticTransformationinEgypt.Saarb
ricken,Germany:OmniScriptum.

3. ParamjeetSinghDhawal,(2001),International
EncyclopaediaofNewMedia:CitizenJournalism. Bengaluru, India: Anmol

Publications.



THIRDYEAR

SEMESTERV

| 20UVC06 | COREVI:MediaManagementandEntrepreneurship [ 6| T| 4] 25| 75| 100 |

UNITI:Management-Meaning,Nature,Scope,Objectives&Functionof Management;Definition

& Concept, Fundamentals of Management; Hierarchy of Management; Functions
&Structureof Management; Principles of Management; Media Management- Nature,Scope,
Objectivesof Media Management; Principles of Media Management; Structure & Functions of
MediaDepartments-
Administrative,Financial,Circulation,Marketing,Personal&Productiondepartment;Mediaas
alndustry&Profession.

UNIT II: Ownership- Definition & Concept; Licensing & Franchising; Rules & Regulations-

UNIT

Monopolies,Oligopolies,Conglomerates, Mergers, & Acquisitions;Mediaownership-
Concept&Structures; TypesofMediaOwnership-
SoleProprietorship,Partnership,PrivateLimitedCompany,PublicLimitedCompanies, Trusts,Coo
peratives,Religiousinstitutions&Franchises;

I11: Media Organization- Concept & Structure; Functions of Media Organization-
Organizing,Leading,Communicating,Coordinating,Controlling,Planning,Scheduling,Budgetin
g,Production, Monitoring, Distribution & Documentation; Organizational Behavior- Nature
&Theories of Organizational Behavior; Organizational System & Individual Behavior-
Ability,Personality, Attitude, Learning & Perception; Group Dynamics & Organizational
Behavior;Leadership& LeadershipQualities.

UNIT IV: Media Economics- Definition & Concept; Economics of Print & Electronic Media;

MediaBusiness-Legal&Financial;MediaRevenues-

MediaSales,Advertising&Capital Cost;Sponsorship-
Definition&Concept;Principlesofsponsorship,ReasonforCompaniestoSponsor;ElementsofSpo
nsorship;ldentifyingappropriate Sponsors&Sponsorships;ManagingSponsorship
Relationships.

UNIT V: Event Management- Need for Event Management; Principles of Event Management-

Planning,Creativity,Briefing, Time linesandbudgeting; Types of
Event&EventManagement;UnderstandingEvents; GrowingimportanceofEvents-
Exhibitions,Audio&ProductLaunch, MovieRelease&AdvertisingCampaign.

ReferenceBooks:

1)
2)

AlanB.Albarran,ManagementofElectronicMedia,Wadsworth,USA,2010
AlanB. Albarran, TheMediaEconomy, Routledge, NewYork, 2010



3) GeorgeSylvie,MediaManagement:ACasebookApproach,LawrenceErlbaumAssociates,USA,
2009

4) LucyKeung,StrategicManagement intheMedia,SagePublications,NewDelhi,2008

5) PeterPringle,ElectronicMediaManagement, FocalPress,UK,2006)

20UVCO07 | COREVII:GraphicsandAnimation | 6 | T | 4 |25|75| 100 |

Unitl:WhatisANIMATION-EARLYSTUDIOSANDANIMATION PIONEERS-
EARLY APPROACHES TO MOTION IN ART- Types of Animation - cell
animation,classic characters, cut out animation, stopmotion effects, puppet stop motion,
pixilation,optical printing, vector / keyframed animation, sand animation, silhouette
animation, pin-screenanimation, Chineseshadowpuppetryandrotoscope— 2Dand 3D

Unitl1:HISTORYOFINDIANANIMATION,INDUSTRIESANDSTUDIOS-emerging
trendsinIndiananimationindustryandoutsourcingdemands

Unit I11: Clay animation, Flip Books. Stop motion techniques. White board stop animation,
Cutoutpaperanimation,Animationsetdesigning(Tabletop).Clay-
charactermodeling, TabletopModel lighting, ClayAnimation, Technique of workingin
team.

Unit IV: Creating 2D animation: Animation basics, creating motion, creating key
frames,Representationsofanimationinthetimeline,Framerates,Framebyframeanimation,Oni
on skinning, Extend still images, Mask layers. USING timeline effects,
TwinnedAnimation,Specialeffects,Filtersandanimationoffilters, filterlibraries,workingwitht
ext, workingwith Sound, Workingwith video.

Unit V: Interface of 3D, Understanding the concept of four view ports, Aligning object in
theeachviewportinX,Y,Zaxis,Usingthemenus,Floatinganddocking. Commandpanel,customi
zing the interface.Introduction to different workspaces,"Geometry,Sub
objects,Extruding,Welding,bridgingetc,Recognizingtheworkspaces".Introductiontostandar
dandextended primitives.

References:

1. Stephencavalier

(author) “Theworldhistoryofanimationhardcover “Disneyanimation, Disneyeditions 1, 9
Sep2011.

2.Frankthomas “theillusionoflife ”, Disneyanimation(Disneyeditionsdeluxe) hardcover—
import, 5oct 1995



3. “CartoonAnimation”, PrestonBlair, WalterT.Foster, ApplePress, Limited, EighthEdition, ISBN
1560100842

4. “HistoryofAnimation”:FactsandFicgures, Bredson, Philps Cardiff, PearsonPubln, 1972

5. Flashcharacteranimation:appliedstudiotechniquesByLeePurcell(Samspublishing).

6. TheCompleteBookofScriptwritingBy-J.MichaelStraszynski

7. Frompencil topixelbyTonyWhite

8. AnimationprocesshbyPerstenBlair.

9. 3dsMax2016BiblebyKellyMurdock(JohnWiley&Sons).

10. 3dsmaxastep bystepapproach byKurtWendt.

20UVC08 | COREVIII:DevelopmentCommunication (6] T|4]25]75] 100 |

UNIT I: Concepts of Development: Approaches to development ( Gandhian, Western,
Eastern,Schumaker,Communist),Complexitiesofdevelopmentindicators;Economicgrowththeo
ries;Paradigmsofdevelopment-dominantand alternative paradigms;Self-
reliancetheory,Culturalmodel, Participatorymodel.

UNIT II: Social development - Economic development - Political development -
Culturaldevelopment-
meaning,nature,directionandprocess; Theoriesofsocialchange,Factorsofsocialchange;Roleofco
mmunicationinsocialchange, Diffusionofinnovationconceptofmodernization and post-modern.

UNITIII:PanchayatiRaj-planningatnational,state,regional,district, blockandvillagelevels.
Ingredients of development a) Education b) Health c) Population Planning b) Agriculture
e)Mediaf)GoodGovernanceg)Water-Casestudiesinagriculture,populationandenvironment
empowerment  of  the impoverished communication  experimentsin India
andotherdevelopingcountriesondevelopmentprojectsandcommunicationstrategies,Developmen
tsupportorganizations;Governmentalandnon-
governmental;DifferentexperimentsinindiaandAsia.

UNIT 1V: Development Communication, Media and National Development, Community
Radio,Definingdevelopmentcommunicationdevelopmentcommunicationpoliciesandpracticesi
nindia; Indianmediaanddevelopmentcommunication;Developmentsupportcommunication;Role
offolk andICT in development.

UNIT V: Prospects and challenges of Development Communication, Planning
DevelopmentCommunicationCampaign,AlternativeTheoriesofCommunicationforDevelo
pment:Developmentof\WhatandWhom?Strategiesforparticipatorycommunication;Ethicalp
erspective,Needforalternativecommunication.



References:

1. Altafin,l.(1991)ParticipatoryCommunicationinSocialDevelopmentEvaluation.CommunityDeve
lopmentJournal, 26 (4), 312-314.

2. Atkin C.&Wallack L. (Eds.) (1990) Mass Communication and Public Health:
ComplexitiesandConflicts.NewburyPark: SagePublications.

3. E.M.Rogers(Ed.)Communicationanddevelopment:Criticalperspectives(pp.15-42).Beverly
Hills: Sage. Bowes, J.E. (1997) Communication and community development forhealth

4. Communicationasculture : essaysonmediaandsociety. Boston:UnwinHyman.
Diaz,Bordenave,J.(1977)Communicationandruraldevelopment.Paris:Unesco.GlanzK.&Rimer
B.K.(1995)Theory at a glance.

5. Hornik,R.C.(1989)Channeleffectivenessindevelopmentcommunicationprograms.InRice,
R.E.&Atkin,C.K.(Eds.)Publicinformationcampaigns,2ndedition,(pp.309-330).NewburyPark:
Sage.

6. Melkote, S.R. (1991) Communication for development in the Third world. Newbury
Park:Sage.

7. Mita, R. & Simmons, R. (1995) Diffusion of the culture of contraception: Program effects
onyoung women in rural Bangladesh, Studies in family planning, 26 (1), 1-13. Mlama,
P.M.(1991)

8. Mody,B(1991)Designingmessagesfordevelopmentcommunication: Anaudienceparticipation-
basedapproach. Newbury Park, CA: Sage

9. Quarmyne,W.(1991)Towardsamoreparticipatoryenvironment:Cross-
linkingestablishmentandalternativemedia,InK.Boafo(Ed.),Communicationprocesses:Alternativ
echannels andstrategiesfordevelopmentsupport.Ottawa: IDRC.

10. RockefellerFoundation(1999)Communicationforsocialchange:Apositionpaperandconferencer
eport. New York:Rockefeller Foundation.

11. Rogers,E.M.(1976)Communicationanddevelopment: Thepassingofthedominantparadigm,Com
munication research3(2), 213-240.

12. Rogers,E.M.(1983)Diffusion ofinnovations,3rdedition.NewYork:FreePress.

13. Rogers, E.M.& Kincaid, D.L. (1981) Communication networks: A paradigm for new
research.NewYork:FreePress.

14. Rogers, E.M. &Singhlal. A. (1989), India“s information revolution. California, United
States:SAGEPublishing

20UVCEO1 | ELECTIVEI:MediaCampaign (PR,CC&CSR) (6| T|4]25]75] 100 |

UNIT I:Communication basics — Understanding Corporate Communication - Types
ofCommunication-BusinessCommunication—components—
EmployeeCommunication:network—Workteamcommunication—variables—goal—
conflictsolution—non—verbalcommunication — Crosscultural communication —
ManagingGovernmentRelations.

UNITII:CorporateCommunicationinBrandPromotion—Financial Communication—Crises



Communication - Report writing: Characterizing & business reports — Types and forms
ofreports — Project proposals — collection of data — team presentation - writing the report —
documentingthesources—proofreading-BusinessPresentation:Writtenandoralpresentation —
work —business presentation visual aids — slides — electronic presentation —hand-outs—
deliveringthepresentation.

UNIT — I11:Public Relations — Definition - Purpose & Philosophy of Public Relations, Elements
ofPublicRelations,HumanRelations,ObjectivesofPublicRelations,FourStepsofPublicRelations
Process,EmergenceofPublicRelations,PublicRelationsandPropaganda,PlanningandProgrammi
ng,EvaluatingtheProgram,Writingfor Mediaand Media Relations,.

UNIT-1V:FunctionsofPublicRelationsDepartment,Policy,Publicity,ProductPublicity,Relations,
Community Relations, Shareholders Relations, Promotion Programmes,
Donations,EmployeePublications,GuestRelations,EstablishmentofRelationswiththePublic, The
needforPublicRelations,ScopeofPublicRelations,Professional Code-PublicRelationstheories.

UNIT -V: Ethics and Challenges of Public Relations, International Public Relations
Association(IPRA)CodeofConduct, TheEuropeanCodeofProfessional Conduct,MarketingandP
R,PR and Advertising, PR as a Component of Communication and Strategies,
StrategicManagement,HumanActionApproach,PRasaProfession,ReportWriting,Copyrightand
otherLegallssues, PR inIndia..

References:

1. AdvertisingandPromotion—-GerogeE-Belch&Michael.A.Belch-TateMcGraw-Hill-Sixth
Edition.
AdvertisingandPromotion—KrutishahandAlanD “souzaTataMcGraw-Hill
PrinciplesofAdvertisingandIMC-TomDuncan-TataMcGraw-HillSecondEdition
ScotOber,Contemporarybusinesscommunication,fifthedition, biztantra.
Lesiler&Flatlay,BasicBusinesscommunication.TataMcGraw Hill.
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20UVCSB03 | SBECIII:DesigningforNewMedia | 6 | T | 3 |[25]75] 100 |

Unit I: Basic Principles of Page Design — Research — Ideation - Progressive Proofing -
Placinggraphicsintoadocument-Creatinggraphicsforplacement-
CMYKvs.RGB,rastervs.vector-WorkingwithFonts, flowingtext, typography.

Unit 1I: Terminology and Creation Basics Introduction - Psychology of Colours - Hex Codes
andColour Palettes - Understanding Licenses - How to Find Images and Videos -
TerminologyandDesignDosand Don'ts.

Unitlll:Social mediadesignoverview-createastoryin socialmedia—optimize yourstory—
designaninspirational post—multipagepost — covervideo—impactfulad —animatedad

Unit IV: Creating templates — board covers — Image cut-outs — channel art — creating

thumbnailsUnitV: Business and webmaterial — designinge-book-compression file formats

Reference:
1. VisualExplanations, EdwardTufte
2. InfographicsDesigners'Sketchbooks:RickLandersandStevenHeller
3. Information Graphics, RobertL. Harris8.
4. VisualFunction:AnIntroductiontolnformationDesign,PaulMijksenaar
5. TheFunctional
Art:AnintroductiontolnformationGraphicsandVisualization,AlbertoCairo



THIRDYEAR

SEMESTERVI

[ 20UvC09 | COREIX:FilmStudies [ 5 | T | 4 [25]75] 100

UNIT- I: Film studies- definition & Concept; - Culture & Art; Film as a medium; Characteristic of
FilmStudies; Film theory & Semiotics; Formalism and Neo Formalism; Film Language; Film
&Psychoanalysis; Film & Cultural Identity; Aesthetics & Film interpretation.History of Cinema-
MotionPicture-PioneersofCinema-
TheBirthoftheTalkies,GreatDepressionera,SecondWorldWarera, TheWesternEra,ColdWarEra,Box-
OfficeEra,NewTechnologyEra,SpecialEffectsEra,DigitalEra&High Definition Era(HD).

UNIT- I1: World Cinema- Different Schools of World Cinema; German Expressionism- Style
&Characteristics-FritzLang-TheGoldenAgeofGermanCinema;Frenchimpressionism,Surrealism&New
Wave Cinema; Montage- Definition & Concept; Origin of Montage; Soviet Montage- LevKuleshov,
VsevelodPudovkin& Sergei Eisenstein; Italian Neo Realism- origin &development-
VittorioDeSica;JapaneseCinema-AkiraKurasova; Latin Cinema; ThirdworldCinema.

UNIT- I11: Mise-en-scene- Definition & Concept; Film Genre- Definition & Concept; Types of Film Genres-
MainFilmGenres,SubFilmGenres&HybridsGenres;.NarrativeCinema-
Definition&Concept;Story, ThreeActStructure&Plot;NonNarrativeCinema-Avant-
garde&Experimentalfilm; Typesof Non Narrative Cinema- Documentary, Abstract, Music Videos &
Live Cinema (Performance); Style& Ideology.

UNIT- IV: Development of Cinema- The Birth of the Talkies, Great Depression era, Second World War
era, TheWesternEra,ColdWarEra,Box-
OfficeEra,NewTechnologyEra,SpecialEffectsEra,DigitalEra&HighDefinitionEra(HD)-IndianCinema-
Arrivalof theCinema;PioneersofIndianCinema-DadaSahebPhalke; Talkie Indian Cinema; Studio
System- New Indian Cinema- SatyajitRay&MrinalSen; EmergingTrendsofDigitalFilm&ShortFilms.

UNIT- V: Emergence of Indian Regional Cinemas. Tamil cinema- Development of Tamil Talkies;
TalkieStudio-
ModernTheatres,Jupiterpictures, AVMStudio,Geministudio,VahiniStudio,L.V .Prasad; Writer’sera-Film
Institutes,NewDimensionofTamilCinema-Marketing&DistributionFilmFestivals-
International &NationalFestivals;FilmAwards-
International &NationalFilmFestivals;GovernmentandindianCinema-
CBFC,NFDC,FilmDivision,NationalFilmAwards,NFAI,FTII&FilmSociety;.
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1. AshishRajadhyasha,PaulWileman,2005.Encyclopediaofindiancinema.OxfordUnivers
ityPress. New Delhi.
Rabiger,Michael.2004.Directing theDocumentary.4thedition.Oxford.Focalpress.
Proferes,Nicholas.2001.FilmDirectingFundamentals.Oxford:FocalPress.
Mamer,Bruce.2000.FilmProductionTechnique.2ndEdition.
BelmontWadsworthPublication.Nelmes,Jill.1996.Introductiontofilmstudies.Routledg
e.London.EditedbyGerald Mast,CohenMarshallandBraudyLeo. 1992.
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6. FilmTheoryandcriticism:IntroductoryReadings.4thEdition.OxfordUniversityPress.NewDel
hi. Jill Nelmes, Introduction toFilmStudies,Routledge, USA,2012

7. JohnHill, TheOxfordGuidetoFilmStudies,OxfordUniversityPress,UK,2011

8. WarrenBuckland,FilmStudies: TeachYourself, McGraw-Hill, USA,2010

9. SarahCaseyBenyahia, AsFilmStudies,Routledge, USA,2008

10. RichardDyer,FilmStudies:Critical Approaches,Oxford UniversityPress,UK,2000

11. JarekKupsc,HistoryofCinemaforBeginners,OrientBlackswar,2011

12. GeoffreyNowell-Smith, TheOxfordHistoryofWorldCinema,OxfordUniversityPress,UK,
1999

13. SowmyaDechammaC.C,CinemasofSouthIndia,Oxford UniversityPress,UK,2010

14. AristidesGazetas,AnlIntroductionto WorldCinema,McFarland,NewYork,2008

15. SteveNeale,ContemporaryHollywoodCinema, Routledge, USA,1998
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UNIT- I: Mass Media- Definition, Nature & Scopes; Historical Development of Mass
Media;UnderstandingMassMedia;CharacteristicsofMassMedia;Significanceofmedialmpactof
MassMediaonindividual,societyandculture;PowerofMassMedia;FunctionsofMassMedia; Type
sofMassMedia-

Print,Electronic, Traditional & NewMedia;MediaandSocial Institutions;Sociologyof
MassMedia-CulturalStudies, Multiculturalism&MediaCulture.

UNIT- I1: Media Audiences- Interpretation & Resistance; Media Audiences Analysis-
Mass,Segmentation, Product & Social Uses; Public & Public Opinion; Mass Media &
PublicOpinion;MediainSociety;EffectsofMassMedia;MassMedia&IndianFamily;MediaWorld
VsNativeCulture;Mass Media &Women;ViolenceinMedia;Audience Making-
ActiveVsPassiveaudience; Theoriesofaudience-UsesandGratificationTheory-
Uses&EffectsTheory.

UNIT- I11:Media& Popular Culture- Commodities, Culture and Sub-Culture; Popular texts:
PopularDiscrimination;Politics&PopularCulture;PopularCultureVsPeople'sCulture; Acquisitio
n&transformationof popular culture;Celebrity Culture- FilmIndustry;Personality &
BrandManagement; Hero-worship & etc.; Film, Television & Visual Culture; Advertising
&CommercialCulture;Literacy&MediaL iteracy;ImportanceofMedia
Literacy;Youth,Television&Socialization.

UNIT-1V:Psychoanalysis-
definition&concept;psychoanalytictechniques;Psychoanalyticprocess;Feminism-definition
&concept;historical&CharacteristicsofFeminism;Modernism-
definition&concept;Modern&Modernity;Historical&CharacteristicsofModernism;Modernism
VsPostmodernism;Marxism-
definition&concept;historyofMarx’stheory;CriticismsofMarx’sTheory;Marx’sUnderstanding
ofGlobalization.

UNIT-V:AudienceAnalysis-Ratings inAdvertising,Ratingsin Programming&Ratings Services;



Audience Rating- Rating Points- GRPs & TRPs; Reach Vs GRP; Types of Audience Rating-
Average Audience Rating, Total Audience Rating & Cumulative Audience Rating; CPM
andCPP; Ratings Data Collection Methods; Audience & Marketing Trends; Selling
Space&Time.

Reference:

1.

5.

RaviSundaram,MediaStudies:NoLimits,OxfordUniversityPress,UK,2012

2. ADictionaryofMedia andCommunication,Oxford University Press,UK,2011
3.
4

AsaBerger,MediaAnalysisTechnique, SagePublications, India, 1998 (Unit IV&V)
Lawrence Grossberg, Media-Making: Mass Media in a popular culture, Sage
Publications,1998(Unit I11)

Richard Collins, Media, Culture & Society- A Critical Reader, Sage Publications Ltd,
1986(Unitl&Il)
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Animationexercisesonfollowingprinciples:
a) SquashandStretch,
b) Anticipation,
c) Staging,
d) Straightahead andposetopose,
e) Followthroughand
f) overlappingaction,
g) slowin and slow out,
h) Arcs,
i) Secondaryaction,
j) Timing,
k) Exaggeration,
[) Soliddrawing,
m) Appeal,
n) Massandweight,
0) Characteracting,
p) Volume.

Createawhiteboardanimationwithstopmotiontechnique.

CreateaPaper cut outAnimation

Animatetextandapplyfilters andeffects.

Animatedwebbanners.

Framebyframeanimations (Butterfly,Birdfly,bipedwalks, quadrupedwalks).

Cut out animations (Character animations, lip-sync animation, walks, body movements
withdialogues).

Experiments withinteractivitycreate button symbolsand exploreyourcreativitywith them.

(Student will create and submit a short 2D Animation film individually or in group under
thesupervision of project guide. This project will be evaluated by a panel of internal faculty members
aswell as byexternal examiner.)
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Unit I: Introduction to development for the content - ient/Server Request/Response Web Browser —
Lookandfeel-DynamicContent -Dynamicrequest/response

Unit I1: Content Creation Process— Idea, Outline — promotion & Include Influencers — Create
Imagesandcontent — Content review— Mixed Media— Publish Content—Promotion

Unit I11: Content Marketing — Content Strategy — Research / Editor — Copy and Paste —
PromotingContent— Outsourced design and development—Advertising

Unit IV: Content Marketing Tools: Ideation and Research — Outline — Writing and rewriting —
promotionalelements(quotes,Reference data..)-Customimages—Review —addingMixedmedia—
upload and publish

Unit V: Promotion: content for social media ads — customer audience — lookalike audience —
Mobileaudience— PromotingthroughEmail content-build relationships.

Reference:

1. DianeElkinsetal.(2015).E-LearningFundamentals:APRACTICAL GUIDE.

2. NickRushbyetal.(n.d.)WileyHandbookofLearningTechnology. WileyEducation.
3. WileyEpicContentMarketing:HowtoTellaDifferentStory,byJoePulizzi

4. ProfitWithSocialMediabyBenitaBhatiaDua&DeepaJayaraman
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. Produceclassifiedadvertisements

. Designearpanels

. Designavisualdominantadvertisement

. Designacopydominantadvertisement

. Designasolusadvertisement

. Designanadvertisementforaconsumerproduct
. Designaretailadvertisement.

. Designacorporateadvertisement

. Designapublicserviceadvertisement

10. Designatestimonialadvertisement

11. Designacomparativeadvertisement

12. Designanadvertisementforbrandpromotion
13. Designanadvertisementwithemotionalappeal
14. Designanadvertisementwithfearappeal
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15. Designanadvertisementwithhumorasappeal

(Digital Portfolios encourage students to showcase their accomplishments, works in progress,
orpersonal history when applying for a job or for college entrance. They will build a portfolio
thatfeatures the work they have completed throughout the year using designing softwares. Record
shouldcontain the thumbnail, rough and comprehensive artwork and printed copy for all the items
listedabove)
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Unit I: Marketing — Definition — Marketing Mix elements — Globalisation — competition- need
foreffectivemarketing—MarketingandSelling-Newtrendsinmarketing—
Corporatesocialresponsibilities — Greenmarketing-social marketingand otherconcepts.

Unitll: Targetedmarket-nichemarketing —typesof market—characteristicsofthelndianmarket
—Needformarketstudy—globalbrandsandmarketperception—
Demographic,psychographicandgeographicsegmentationofmarkets—
Testmarketing:objectives,planning and execution. Customer Service-Disadvantages- Time
intensive - TrademarkandCopyrightlssues-Trust,PrivacyandSecuritylssues -User-
GeneratedContent (UGC).

Unit I11: Introduction — Content — Context - Social MediaMarketingandltsfeatures—Advantages—
Cost-Sociallnteraction—Interactivity-SocialmediaSites(Facebook)—Micro-
bloggingsites(Twitter)—Publishingtools(Wordpress)—ReviewSites—PhotoSharingsites— Video
SharingSites— Personalbroadcastingtools

Unit IV: Social Media marketing trends — Social Media Executive - Organic reach - pay to play —
mergingchannels—mergingtools-Advertisingoptions-audiencetotarget—integration—goinglive.

Unit V: Integrated Marketing Communication — Need for integrated approach — cross
culturalmarketingprogrammes — challenges in multinational marketing - Future trends —
SocialAnalytics — adverts—case studies - Media Monitoring - Campaign Analysis - Image
Analytics -AudienceAnalysis -—ethicalissuesinsocialmediamarketing—consumer
rightsandforums.

Reference:

1. SocialMediaMarketingbyTracyLTutenMichaelRSolomon
2. SocialMediaMarketing2019byClarkeGary
3. SocialMediaAnalyticsStrategybyAlexGoncalves
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munication — an integrated approach (4th edn.) by PR Smith and Jonathan
Taylor,KoganPagepublisher 2005.
. Principlesof

AdvertisingandIMC(2ndedn.)byTomDuncan, TataMcGrawHillcompanyLtd.,New Delhi
2008.
. AdvertisingandPromotion,anintegratedMarketingCommunicationsPerspective (7thedn.)by
George E Belch, Micheal A Belch and KeyoorPurani, Tata McGraw Hill company
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