_ Basic sikIis of telewision reporting, taam o ’ : ) -
WOTK, MEWS $ENEQ, AFArESEIVRRRSS, Fesoaran, . ” :
e .L.u sensiinily, cusiosiy . e . 3 C C i3 1 i i: 7
- 3.2 “.”r.a_nrcn”um of news baroas 2. . o i T i . 3
Live reporting, T T = PR : n"_ e _u_" >
reie and respomshlities of a reperter, ; m " _
5 w.w..ﬂnﬂz_._nm of picce 1o camera and vox sop o o o z! t 1 1 6;
taryigw - meaanin L"{mnm and preparatisn, _ : m _ : _
__”_E.:_ g and sequercing of guastions, .
e 3 d:respaqchy :_mu.m.ﬁ stories ano m_u.o..,.._.ﬁ stories 2 2 C " 1 H_ 2 m_
- T RS * Tcheiy —— - + ] . i
JRIT . Script-writing for TV news : . : _ . “
Tpihata scriabisfay .n,_.on.c_n“n.m..m_r.m.wﬂ.ouﬂs - i _ o " _ “
Laying o4z the teript, Readings, structor : . “ _
_JAL readablty, padses, .angLsge ) 2 ol ¥ 1 2 C 1 7
WLNE to stins, Seauence, Action siis, : : : [
e o rnlhulngﬁ-:.:sm. FHEMS 2 g c o 1 o : 5
' STiLnp o graphas, m_._o“”-:ﬂ__,_mﬂ Hriling H....;.i.. e . ; - ! “ i
pictures, Basic commentary o ctich, dJse! : : : !
sfarchive raterian, ELiding in tne pawses,
Selecting scund-bites, Cueimginto speogh, '
Speting, Coordinating Visuals and . . .
. 4.3 }md.._m_.:o?...i.u._umm 4! G iy i 2 o m_ q
Wiiting for o-fferent pregram-ne . _ T _ _ _ | - ._
e 4.4 formats, tatk shows ard interviews . 3 G Q. i 1 0 i &
i _ :
iy, o Enw._....n_:m the New's Builetin i I , , . ¢ _
truciure of abulletin, fun down, T “ . :
|
I

mportance of graphics and finai
51 prespstation
. SN
5.2 hews Presentation styles :

(%]
o




_Dcu_ﬁmm of a newscaster,

mmn.__m and Importance of an anchor, Volce
artalysis - pitch, volurme, termpo, vitality,
Jtackling cormman volee probiems - nasa’y
‘and denasallty, huskiness and sibilance,

3.2 Pronuncfation and articuiation praohiems

[

g 4!Use of tele-promptear, studio set up

v

K

&

3

"TOTAL HOURS

945




202 AVCAUDIOViSUAL COMMUNCATION AND Emu:njoz TECHN:AQUES : “ : . _
\ _ mx.ﬁ_.___._n:nd pattern 20:80 ] ! | _ ; _ .
Lrits Lecture  Twiarial  Seminar Workshop Demao ._"“m“qhﬂm._?anznmh ‘Total Hourg

e —— ..

LiST 2 .._._,_an._:___ m.ﬂ.nw._nﬂam?a_n,:f. u_._.m visual irn mr:.w

_Um_ﬂm.:"“uu conoepl afhisual imagery,

‘History of Friciograpny, Analog and Digital .
‘Fhotography, ‘ndia’s famous still
1.0 n_.._.m sgraphers, Phetojsarnalism

ad

sigeifizance of Lghe, P m_.n__._n_om“nm_. ang
Aestnotiz ﬂrm_{uh._m:: oracemert of the :
L__,_r FoEnlanins trecfinterest,
orogestive andview :._._: ba.ance, shape and |
2, rravement,
Aregronnd-hacegre .J_u. reiatianship :

L
r

D

I
rt

[

ks

f s af phoicgrapny: Nature and landscape |
phatcgraghy, portraits and produce

[ A .
c _L_...ﬂwﬂm_.} i

ra

s
[}
[

Ciack and white gicturas, celour £ ms,
nepatives, Wwansparoacy, Film Stress and Siraln,
Crocsing a Fiim Specd, Flor Exposure, How
anes Fim recora an mage, concegt of Contrast,

rd

L4 Exposire meter s Average and Spet Metering
Jegttand ol cu Properties; Incident and
Feticcted _Lq_.: Zeioit, fmpactof Liphting an
images, Cifferest Lighting Technigues, :
rMonachrome, Srey Staie, Zone Systern and

2.5 Cooaur Theorw, maaninp af cogur _

Fd

A5 " i

ety e e




.

Lights and Lighting:

High Key and Lew Koy, Fiim Latitude, Weorking

with Daylight, Refiactors, Diffusion/Sceims,

iFeathering, Modifying Contrast, Flash, Flash |

‘synchranisation, Modfying Flash (On-camera _
1.6 Flash}, Studio Lightg, Accassarfes |

[

[

Compositlzr, Ruie of Thirds, Perspective, Foeal
;~ength and Perspective, Circle gf Confusion, |
lexposure, light sensitivity, depth of fleid, :
‘Aspect ratio, picture cutaff, Shot angles, types “
_of shats - extreme closeup, ¢loseup, mid m
_n“ammcnh r'd shot, mid long shat, lang shot, :
extreme long shot, central paint of interest and:

[ ]

[

Fa

1.7 warizontal balance i

Using a Camera {still and video} “

Introductian, Evaiution, SLR, Operating 2 ;
2.1 camera, Loading Fiims ;

[REY

[

P

‘Types of Lenses, fixed focus .
length versus zoam lenses, Fiters, UV Fiiters, |
Brack and White Fi'ters, Ca'laur Filters, Colour
Correcting and Campernsating Filters, Effect :

2.2 Filters, Characteristics of Lerses

[

Fa

[

aperture, Zane Focussing, Hyper Facal

Distance, Shutters

ard Skutter speed, Focal Plane and Controiling

[Mation with Shutter Spead, Shutter Cable

Release, Trpod/Monapod Camera, Camera
2.3;5hake ard Fiim Quality i

[

L3

b




Camgra MG ants and Carmera Dvn atians,
Mountng pates, heads, frictian beads, flaid

heads, cradie heaos,
troilios, cranes, Camera Touanis far
2.4 telepromplers

Gases - pedcsias, Hipods,

[

Understanging the Studio set L

Wodes CanmeEsa Dasics, image senRsors, [tienvew

get WL, Lk carern

farmmaty,

taking care

5

et un, Video recording
af equ pmient,

vides

mixars, Batterics, Tl L_u_.J: ard accessaries.,

audic rmxers and fypes o

3;&3 Shatgun

mikes, wireless mikes. 4.2ital SiEna processing
2.5 farviden cameras

[

]

1o

Shoolrga
ting (B, wnits, cermissions and

Eroadoas

it
uill

pors: Cencept of oatdaor

statutory Learances, shiooting inapuklc piace,

using medesand ©
aut_sm?nm_e
!

tyer, traf

. mv..: amk

.
il

fiean

ok
e

TET

OEN-CS

P
wd okl

satety of equipment,

soLnd,

cackLal ackors,
cial projects, the
e, crowds, maturs

[y

S I}

mm,ﬂ.._nm om.f_n_

co Editing

a1

..;._E, s oedit

CarhimAlty,

T

Creativity

np? Winyshoud a

wideo be edited

moverment, Yontage,
r, 20ie of Editorin a video

—-—

l-’l

\



Linear vs ngn Lingar, Onting and !
leyffline editing, creating an edit decision list,
liogging, Time codes, Pal and NTSC systems, :
_umm._:.mmum and imperting media on editing . |
|software, assemble edit and rough cLt, :

“mu_u_.x._:m transitions, commentary track and “ ;
_mﬂmn._m__ affects, using multimedia, Video
3.2 formats, VHS, Umatic, Beta, ete. “

Wideo Production Teckniques: Difference
between af ;
Fi'm editIng and Yideo Editing, Grammar of _
editing, Using tele-nremoters, Suitabie Videao “ ; ; :
IFormats for news and non-news, sound relaing . :
“m:m ed'ting, |ive recording of auvdio and videao, _ ; : : . :
a

3.3 phane-ins _ . _

Tk
it
)
-
Ll
=

‘Non-news preduction: Types of programmes,
Rea'ity Shaws, Serfals, Fiction, Shert Fims,
Documentaries, Chat Shows, Interviews,

3.4 Features, Lifestyie ' : i ) -

o me—]

Mews Productfon: The camera, Basic procedures
and checks, siating, shot rati, setting up, Types :
of shots, Fans and zaoms, $hooting order, _ . ;
Co-mpositian, Leading the action, Depth, Teling! .
ithe story Impactfully, pecple, cover . . : :
‘shats, reaction, sequence, Saund bites, Subject
matter, natural sound, cutaways, P20s,

3.5 recorded and live

._mn_:_,sm technigues, cuts, order, visual
-gontinuity, sousd, Putting it alt together, : _
funnaing order, final ancharing and gutzome, . :
“seripting and production overyiew for each
‘genre, construction of sets, costumaes, make up,

3.6 getting ready with anchars . A

(XY

€1
L]
b
Lo |
rd
.

s




. | : : ! -

UNTa Basics of Sound _ -~ : : _ ] . : —
Banies cfsgund roeseraing, iypes . i m _ .
of rigroghones and factars governing the : : .

.| L 2 oselcsise, sound miking, sound maniou woatior 1 H_ C a 1l Qi 1 4
Amhlent sounds, . . : . _ “ .
outdoar dnu_,n.“jm vs studio recording, vaining ; ! ; “
the sound, digits. sampiing, recording tound ! _ “ i _ : ;

. a.2 offotss and us m 1! 2 & o' 1 1 1 5.
Fecort ng sownd on _ _ _ : _ ! _ e

' camera, in-tu.t muoraphenes ina camera, ' : )
adiugting augio channes recording live sounds : . _

) 4.3 graTard _ ) i & 5. a 1 G i 4.

! ! \ i i

LhTs Vardeare . . . m !

! Fumdarestas of Tewvisicn ) . : i "

sigture mn:maﬁ on, Video Signal Processing | : i : :
; m_ummnu..u:,.m_._". ra:op 3ng Dipitel Video Systems 2 C- nm o Q 0 am |u.

. T orE Ay and e roctrial Wansimissian, ; _
Microwave resester, Sipital Transmissicr, . : _ ;

Sare’hie Transemission, Reception and ' _ _. |

mostribution througt cabie Neatw o, CAS and m _ !

5.2 DT _ 2 0 o o 0 1l 0, 3

.|.. Sourd B mﬁfm.:r TechimGues, _ ! _ ! _

,fm_c Arnp.fiers and Distrioltors, Aioalsgand i _ ; i M_
Tpital audic System, Fecording, Editing and : 4 ; _ |
Audis Measiremerts, Radio Reay and ! ; | “
Trapsrission, Badio Fregoencies, Al and Fii :
B 5.3 Transmission I, 2 £ c. 1, s 2
: T Sroathand, 50N, ATH, Modem, : :
Nebvearks, Routers and Switches, Server ard i
: Bamote Access TeChnoIOgY, Wire.oss, GFS : _ ;
E.d SyrtcT . 2 (g a1 G a it g 3
e
A
N e
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203 MODEEN MANAGEMENT APPROACHES :

Examination pattern 20080 :
) Jrits tLecture  Tutorlal
LNIT L Understanding the modern erganization _ e

ECR TS i te i Synfe Sl O el

_5_,_;3 is an organlatian? _

1
! -~ B T T = P e —

L 1 — s

Seminar WorkshogDerg  Field VisiiPractical Totai Hours
_

———ir— e .

JWhat is business? Individual contribuetian
_E profit making, Role of individuals inan: :
_Emmummmﬂo:m_ set up, Drgarizational
: goais vs self-interest, al'gning self with
; _Emm:_uuﬂa? persenal contribution to
u_:u.moﬂmm..._mmm:c:m; E0ais

Bights and

respons’hilties of emplayees 1a moedern . ; q h :
; grganisatians — private vs public, | :
: : 1.2 understanding corperate policy i .
. ‘Emergence of Modern Managemert _ ' : _ :

Thaught, Early Ma~agemert Apnroaches,

|__-.
tl

o
La
L]
i

———

Key management thoupht leaders, |
1.3 World's best CEDs and their styles 2
Plarning, Orgarlzirg, Staffirg, Leadicg, |
; 1.4 Control'ing - : 1
_ Differgnces between Indian and :
_ multinatioral corperations and their
_ 1.5 work cuitures -
1.6 The Japanese Management System :
; 1.7 The American Management Systemn ! H
t.8 The European Management System [ 1

2] 2 0 0 © J

[ |

L]
L2
2
L]
[
[y

[ .

Lo ]
L]

Lo}

[ R
Lo

£
Pl | Pd | Bd | s

>
ot
4]

————— e e e

TINIT 2 m_.mmu‘m_.min and deglsion-making ﬂE_nﬂ_.hm.m
2.1 Whois aleader? 1 0 L, & 1; — _




Crpanizatizna Cammang Structure,
wesizign MmaKing, Ladder of nieErarchy, . .
vertizal 2nd jatera; LEImMUnicatcr, oyort .
and covert nigra reby, accounts bility and .
responsit;ity, deizgating FESpCnability, :
SC.cagues, Frers, Juniars, Senlors, '
u_ﬂn_‘m_ﬂ.,_um.:.m ware-iog 2 J

2

—_— i —_—

o 3.3 p_um_mePmeH“fme.rmgumhmw.w

“ovenrand Polities in Grganjzaticn, : :
tamage contrp.,
2.4 prisis fmaragesent

—— s o P (L e frd e R oy

pMNodeis 2 o

Ercup nelavisr, Erdupiderntising ang .
g Ferscracties, Rewards ard

inTertives fgr rerformanco, toam SR

cmotivation, Ercopperfarmunce s
250 Ingivigsga! performanze ; 2 C

P e R —

S8 Mepatiatie s syl s ; 2. C
— T e G | s|.|s.|.|.|§|:.|.|!|.|...-|..|..|.| —_—

SNT 3 Corporate Cyi
v|||...|_|||.l.| ! —_— - : —

Bus.ness SL3uelle, wark piage tierarchy

"ard roes, telegnore cliguette, facing an

Interview,

Lres, mmnEJ.u"E

,.mm.m daptability

T — .

TRt e S - o T s et L
e 2

et i iy R 2 T e i

- T ——.

o L, 3
—_—

[

R e EE—— e | TR - M

J

™
oy

I
|
a

T

Q.

3.2 making a presartat'an 4 _ _
—_— . ..I.l.. e 4..|:|...I.:|.||.||r—| — —_— ;- 1
Jrderstandng diverse cilenrs, _ . ! .
= mea'ng with diffioL oeap'e ._ a 0 G 0! 1. 2, 1
..|||_|||.|.|.| . Bt —t— | FRN— — t 4 e Ll
Corpcrate Notwar L : | :
‘mairtaining a prafessional image, . | " _ | | _
commdnication F3r socialzing ang _ _m .
1
i3 MEINITRINRE i g 1 2 i o 0.




Gender bias, Warkpiace Diversity:
Prafessionaism, Qualities of agood
professional, Warking with peaple :
from diverse social, roi'glous, communa!
and economic backgrounds, Work place
diversity, warking with physically _
_n__._m_,__mumm& a1d ecancmically weaker '

3.4 0ersons

[ X3

B

L)

‘Qral and written communication,
_muu_ﬁnlmﬁmeE of language, forma’ m:n_
Urfermal tone of communization, on'
3.5 m:a aff!’ne communication

11

[

e -—

D_,_mmm:._m cor~fortably and

‘appropriately, occasion-bhased dressing,

power-dressing, colour, texture of fabric,

‘cuts and fit, choite of accessories - shoos,
3.5 bags, jewei'ery, use of cosmetics

[

La

kA

VL

ra

:Office Parties, Poiitical correctness 'n
behawviaur, ;
urawritten code of cordurt, use of
crganisation’s facl!ties, perrissible i
soclal behavicur at office ar afficial _
events/engagements, managing personal

3.7 and professional refationships '

UNTE

mn: -Devetopment for organlzational mmmnzﬂmzmﬂ

4.1 Understand; ng the Se/f, SWOT mjm__ﬁ_m .

4
“

[

v

Perscrality Devel iopment, Learningand
Behaviadr ModiEcation, Perception ard
“Eﬂ_.cmﬁ_.nzﬁ Ermotioral and Rational
mmm:mso ur, Objectivity vs. subjoctivity,
imatching personmality types with husiness

4.1 'situations

Fa

[




mm: -dg8vE oprmens, anger man ‘agersent,
crfidence vs arropance, Lsing
m_.nz?rrm,m fanguage, conflicts of
Iierest, pesscnal v professiona; e,
PONCUINE the thin i'ae betwenn
4.3 parranai and orof _.rmm_u.;_.w“ coandact

]

P
L]
[

vhderstand.ng a~3@ maintaining work L fe
.,T.“m__..w_,:um.h
Keeping acalm mind, seifdevelapment
exercises, Continuous skil's
[ cevo.apment and coatribition to
+4 arganizatioral effectivencss

TR
e
L

Explaring cpportanities s an

; Srgasisabion: Seling soeselfasa
candidate, wmn_.}.m the interview, asking
e NENT guestians,
Biving the sppropriate repiies, attitude,
cxpestaticrs, Lomrunicating verkaly
and ron-verbaly, creating ar impression,
StmMLnicating saary and fnancia)

4.3 detals, walking the talk

Ch
Fa
b

Ethice, Corporate Governance and Valy
based Maneagement: Krowie: fge af
naian

phiosophy, concept of numan va.des,
ethics, ethos, moratity, personai vs
professicnal ethics, vaes, saciety and

.

5

resgien, velef systems, harmony in

natiie ard existence

i
[

Jj

)

Ib\

F
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S S T

Sandhian values, Valves _
‘propagated by different faiths, corporate
governance principles, workplace _
_muw._Em__E the sefence of value systems _
and hetefs, goad parenting and

4.7 mﬂﬁuﬁwmﬁ_ﬁnﬂmsmmmzmu

———— T T | e e Bk s s i e mm b ey

1%

I b mEat A Rt v = —)

- Jan—

‘Managing today's complex warkplace

ONITS

:Harassment at the warkplace:

iWhat corstitites harassment? common -
farmme of harassment —sexual, emotiona’
Jhilackrsat, diserimination based an ;
_mm:umn or any other criteria, favoritism,
‘flirtfng, unacceptable communication i
and presence, hostlie working
enviranment, warkpiace bu'lying, !
ohysical orverbal abuse, yelling,
screaming or offensive language,

5.1 excluding orisolating emplayees

5

o
]

Psychoiggical harassment, intiridation,
i3551gNINg Mmean neiess tasks unrelated to
the job, giving employees impossible
iobs, deliberately inconvenience _
empipyees, undermining work by |
__Qm..n.wma”m__.__ witkhald =z infarmation .
ywital for effective work perfarmance,
grievange redressal mecharisms,
organization's polley towards barassment”
complalnis, legal recourse

E.

Fb

[

s




— e o,

stross Management: dndesstandin
BITESY,

madical, manggerial, psychoiogica,
nositive vs nepative sTress, S0USIeS o
_mﬂnmm._ wepoases toentress, link between
‘stross and performance, ways 1o manage

u.w"m.nmmm

Fr——

m.h__;mm tyie and he m._.m”:u:u__ SEZEMErt

[

C1| o

Tirre Management Managing time,
_.,.a.,_?mm cfimie, goairsetling, manapging
Ud.nn; m:u. commitments, priorities in
the wearkplace, personul vs,
En.mww_u:m ALY _,n_...n.,nm,_,.._:_mH paanning
zo vime, muti-tasking, tracking
VDK ang H..mz..na sutzomes effective,
gresuts, efficiency vs

5.5 effectivenoess, monetary vaue citime

r o
SNl

T

e+

Zrisis Menagement ASSLTINg

;f,nn.smu Ay, risk manapgement,
continuity processes and

managtTianst, managing corporate and

serss nhl emeriensios, cammunicating

HLSITESS

Y
smserstanding cnags theory,

argan.sathornd E..Q to meet oris
ﬂmm_?”g:{”,_u_ WEETHINE from Lrises,

o syshemE and [roLesses,

sonael

ey coarily, stakehoiders and thels ro.es,

CEE

TGTALHOURS

! 135
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, 204 | RESEARCH METHODOLGGY T T ” P P
: ‘Examination pattern 20:80 _ . _ _ . : . ;
. __c_n“."u Ttorial  Sew/nar iwaorkshop 'Dema  Fleld VisiyPractical Total Hours
WhNTL J[ntroductfon to Research : e
) 1.0 Meaning, Objectives and Motivatizn 2 2 u_ n, _u a G N
1.2 Types, Approaches, tetbads 2: 0 o £ G a C 2.
Quaitiesofa good researcher, : _ ) _ _
1.3 impertance of research in media 2 ] 1 c_ 0i 0 C, 3!
. The precess of human inguisitiveness . . _ _ ; : :
. 1.4 andeng.ring mind ] e ] e m_ _u” 0 0 2|
1.5 Toncept ol Wariakies ] gl -_u_ n n” o, o ur
JNT2 Rosearch Peocoss o o _ i P . ; -~
Seleeting Tonlcs, ) _ "
Formang dypotnesis, Csmasishing :
2.1 Chioctves 2 0! € C G i T4
_ ummmmnﬂum Suitabie Metnods, bnu{:m_ i . ; . _ :
methods, : ; : '
— 1.2 fyg.uating Recpasen, feechalk 2 z ¢ ) 1 b H 5
S Sara Corectian: n:uummum Sampies, _ ! _ _ _
2.3 samping Tecnnigdes z G L C ¢ . 1 4
. Forus Groups, interviews, : ) : : . " _
Coestioringros, Symboc 5 _
cntaraciions, : '
_ 2.4 Desciiptive Analysis, Ghsurvation 2 % sm. C 2 1 I 6.
1 : : m |
"Overview of Cammun.cation and “ B _ _ _
JHTS i s _?._E:p Research e ' : :
FAESLERS 3O YEE, [MEGILI anmyss, ) : !
3.1 Zontent Analysiz . S 2 c 2 % 0 £




Representation, Autience and Polic

iBesearch,
3.2:1erary Research

£

:Popuiarity Ratings, mmmmm:ﬂw,
3. 3iCirculatian

[

Typography, Electroric Media,
'Advertising Research, Audience
Analysis,

3.4:programme Ratings, etc

LM

m._._.___iﬂ_.:w Research Reports
:and Ethical [ssues

o

‘Structure, Language,
4.1 Oata Presertatior

7

4.1 Use of Graphics, Foolhetes

Lol Ml

|3

£

‘Ethical issues in Research: Plagiarism,
‘Capyrlght violation, Frivacy concerns,

4,31

i3

LUnveri‘ied data, Inadeguate data,
Bias in rosearch,
4.4 Ohlectivity inirterpreting resu’ts

[y

£y

L)
]

LNITS

‘Basle Statistlcs for Research

Why do we need statistical methods

far data analysis?
5.1iWhat is probabiilty?

w2
)

.Descriptive statlstlos

‘(data distrlbution ~central terdency

5.2 and data dispersior}

[

‘Inferential statlstics

L)

[y

5.2 {hypothesis testing)
5. 4iPredictiva statistlcs {modellng)




g

Data Measurgmen:, Gata i
distribution, Data Clspersion, Centra,
Terndencies, Standard Ceviation, .
Precision arnd cocuracy of Data, Errors”
5.4 . Tyoe Zand Typo 2

5.5 Use of statietiss 'n decision making

TCTA_AGUAS

T ]
LI ]
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| 205, MULTIMEDIA APPLICATIONS _ T m
| Examinatlon pattern 20:80 _ _h ! " _
’ MR 'Lecture [Tuterial |Seminar (WarkshopDemo IFleld VisitPractical Tetal Hours
UNITL Introduction to multimedia _ _ : ! _ m | T
_ ; Corrept and : A i “ ; ! . )
_ n1levo'ution of multimed:a | 2. 1, 0, 0. 1 3, 3 4
: . ‘Hardware ! ; ] : :
| _ﬁmnu:m_ﬂmn" and gadgetsy for _ _ _ _ _ :
_ : 1.2 mutimedia _ il 1 3 c s S, 3 4
_, _Cmm of multimedia in | ._ “ : : “ ! : !,“
- ; 1.3:Electronic media ,_ L 9, d € = & s £
Components of _ : | . _ _q _
_muitimedia : Graphics, text, _ _ _ : _ . : :
1.4 video and sound Z a nh B 0 o 2 2
i : : : o
LT 2 i Amage and Graphlcs “ - _ _ :_. o .lrm[.-. . o
! lIntreductior to digital 'mage, | k ! m ;
. 2.1iType and properties of graphics _ 2 i 9 3 H_ o . 5
_ .Calar theory: _ . _ _ _ ; o i
: “ 2.2 modeis and modes ) : 13 ¢ 0} 0: £ 3 2;
m ‘Fundamental digital Image _ : : “ m _ .
m 2.3 and fite formats | 3. 2: 0! o' e, 1 6
_, m 2.4 Scarner: function and type : i 0! T c & 4
” 2.5 Introduction to Adobe lustrater L2 o C o 2 C: 2 2
; : : _ ;
SEN Anlmation _ ” i m T _ “ T
m ; 3.1;Anmation; meanirg and types 2 G 3 1 ) C: s . B
| _ Ciasslflcation: Film animation & _ : ” : : i
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UNIT1

Understanding the audio medium

L
_

1
L

1.1 Characteristics of radio, thernas and topics
suited to radio, factoring in lack of visuals In

storytelling

2! r.

b eoncept of sound and noise, the theory of
ME:.E. sound effects, Hive sound vs. recorded -
sound, physics of sgund, aesthetics of sound,
.fn genera! and radio sound fn partizular,
hierarenhy of sound, the economy rule and
mc:_m continuity in broadcast

2 i
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1.3 nm{nrc_nm,,_, of __ﬁm,.::m, Listen'ng vs, rmm_:um,
characteristics, differernces, carscious
listering; specific sensations; impressions,
_na:%ﬁn_m:ﬂm lstening; memories

1.4 j_ﬁ_mm of sounds; effects; dialogue;
atmospheres; acoustics; perspective;
__m__m:nmmh rivthm; music and underscorin
‘medium, how people listen, holding listemer
iattention

music; layers-levais-soundscapes of the audia-
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i

UMIT 2

.Radio Broadcasting and Radio Programming

2.1 Research for cantent, Beveloping Rad'o
Cantent, Radlo Formats, signature tunes,
audia identities, Internet radio, Podcasts,
streaming and live-on-alr radia content

z.2iQualities of Radio Broadeaster, Racdio
Jockeylng
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_ 2.3 News on radic, characteristics, advantages X 3l o, 0 o 0 ¢! ¢! 2.
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e Botumarlary Pl genre, agproaches adonted bv nan-flevgr filmmakers : i h ol
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5.2 Making a corparata filrm, bransing, corpa v messago, products and
services, core proposition

5.3, Propaganda fitms: Politica) ideology, hurman interest issves and
 promotional films

5.4 Service messages, pubfc interest service METsages, working an
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through films

==

oy

LF

[==

P

ra

51

(TOTAL HOLRS




f:_‘m?_ﬂ.._u_ m_.:.._D

mxmu._jmz_u: pattern 20:87

LIrits

Locture

.?_Ezm"

:Seminar

_____.,____Exm

hofDema

1
_
_n“._..._ﬁ_Eh;.uEn:nu__ ,_.o_m_:u:m

LHIT 2

_..:35._2_._..5 to D.umn._m

i alis w0 o

11 oWhatis cinema? Convept sf produred creation; why

de peopic watch Bims?
3m.«m1 F Rl |

LN Vi ..L_.

Who watshes f

157 Wheo

L]

—
r

[

1.2 Flirn _mm:_cs rm:_u__un_%_p_ 3ty
Tecnniques, Fij
tFuence of tochnalapy inf

rovic-making

5 - _.a.ru:q::m_oﬂmw{ and Classics,

raking

L3 Riztory of Indiar and
Tinera, Serman Expriess/onism
Freach New WWavo

wrernaticnal Cinema, Early

Ly tadan Neoreanso

«Burcpean A Cinema, Mew

JHoibnwooo, ard Fastraderaist Film

]

(3]
P

T RERS Lo bet ”m_.

_n I_.|.___.._,._ does (el

B e paETt A o

underst

ard tho

:.dmmn:_ FHaow Bave filmimaker

rs, fram

a. eras vsed nrowa

tories more pffopt

n
Betwaaan Molics and Lo
.um i fm history, and s

M e ekt

L 5% the past 1o tel their own
VENy? Move have the 3ifferences
are m.ﬂmﬂmmﬁ_ as the certral
i d:¥erenace

wriany

15 Fim
Maiorinn n{m”n.a __:
cortribching
SOk, BLGns
o oo

diar Maturp of f

caan flmandosiny, mmnuoa

NE T3 Wne growih and devesooment, offe
g and po

o chm obe, mﬁ___.u..,._._.qﬂhu Vi,

16 _u.._n 1m..r

hetive 2er Fiim and :.qmo* froints

1.7 Socia, _nn__.n_
;..__uu_,__,_ss_ oisoc

..__E”“

Ll _ﬁm_

m3, Clnema as
aoncers

o rm_aru_:,
imsas,

L]
e

[

LE Working oFthe £

G ndus

Al u.._

Froducaors, ©

ihLtors,

Thoate

LR [a

m;_n c",._nﬂ

tasehoiders, Zonceptof

=

Teretorics, The rs nm s

Cermers o Fit

Firt ousisy,

[y

o)

[e——

UKIT 2

_
f
i
1

Aspests of il




P omar b rm— e

2.2|Tools of fi.m production: Camera, Lights, Editing Suite,

M.H_mﬁmmmm of fiim production, Story, Screenpiay and

Backeround, Castlag and Post praduction, _
Chorepgraphing

Diatague, Direction, Production, Music, At Direction,

]

Sound Recording System, Mixers

L]

[y

L

b
£

2.3jEditing: Graphlc redated sets, Shots A & 8, Rhythrle

Inelatfons, Temporal Relatfons, Spatial Reiations,

:and Space in Editing

‘Scene Transition, 180 degree rule, Concept of Time

I

wa

L2

[
o

m.n_ﬁmo_m of the Director, Criticallty of Directign to Fim-
|=aking, Conception to Execution, Emergence of Actor-

“Jirectors, Multi-tasking Needs, new trends

1= —pma L ru— e

2.5 Fiim farm: flemerts of fim language, montage,
winematograghy

..... i A P TR 111 s o o et e s =

2

(3]

[y
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I
2.6iMise-en-scene: Camera movement, placermer: of

‘characters within frarme, Basic Framing technigues,
Lighting, Make vp, setting within miliewu of characters
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b m

T Ty P |
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m_”__m_m_.mﬁn._mﬂ of fiim, language, sound, Role of sound,
‘rrusic, diaiogue, timing, effects, digetle and non-
digetic sound:

b
-9

——— -

2.8 Formvs Style, Roie of Form in Marsative and Non-
narrative systems, Cause and Effect, Beginning,
‘Middle and End movementin time and space -

2
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LUNIT 3

_Ea_._:mhuq films

w.u.mEJ_,m:m Screen Piay, Developing a story idea,
Adapting plays and other works of fietlen

k4

Femm =

3.2 Kinds of Scripts, Evolving a Screenplay, Dialogun
writing styles, importance of a good script in fims

3.3 Visuailzing a scene and tronsiating i into words,
‘thallenges in adapting literature work on sereen

[

=)

(¥}
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[
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3.4 Drafting, editing, doetoring and revising screenplays

[

3.5 Conventianal and upconyventional screenplays -
axarmpies
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£
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|Business and Flnanclal Reporting

5
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1:Understanding business news, insights into financiai NeEws

T

H..__

T

1. u_ﬂ_unw markets, organisations and bodies such as REI, IRDA, banking
Isector repuiations, declaratlon of financial resuits, reading a balance

Ishegt

[E ]

-

3 |z

T

L]

1.3 Undesstanding the state and union budgets

%

)
i

[
L

L4 Eeonamic surveys and analyzing economic fews and deconstric
"them far the readers, humanize complex goverqment decisions and

ecangels proposals
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L
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L5 Understamding taration, tax structurg and the roie of monoy in
everyday life, writlng features, Hafsing with PR far stary ideas
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UNIT 2

—Political, Givic Affairs and Legal mmuo:q:m

2.1 Understanding poiitics and power structures, loca m?__m:.__.:?._
democracy and elections, Executive, legislature and judiciary, Hoidiag
-the goveramen? to account, understanding of lacal and natlens’ leve!
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indusiry, gevernance issues, rale of institctions, cUltivating soUrees in
poditical parties and tracking poiitical devalopments
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2'legal: Understanding of the legai systerm and how courts in fndia
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5.3 Understand how and where bg aceess important Investigative
itocurents Including Propersy records, court recorcs, search warrants
and police reports, forensic reports, obtalr 2ensitive information
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‘Brand Strategy: Brand _
_q_.mwoi:@ Brand Architecture, !
|Retaller brandng strategies,
[Brand Personality, Brand Fower

2.5%Fallures.in product-brang
._ﬁm_.mﬂ_.o:m:_nmﬁ Corporate brands

land product brands, Mu'ti-
-brand portfolios
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[UNIT 4
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ICreative Strategy
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Planning Framewark, Situation
[Analysis, Marketing Plan,
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IAdvertising Plan, Segmentation
and Positienng

Advertising Stratepy: Planning, “
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A.2iCraating a Campaign
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|Approach, Endorser,
; Distraction Effects
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Understanding the Brief,
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+[MEDIA LAWS AND ETHICS

i Examination pattern 20:80

.__.._::w -

ar Workshap Deme _n._m..“.u Visit Practleal TotalHours

UNIT1 ~ [taws and Ethies governing medla communication

1.1 Ovarview of 'ndian Lega'Systom, Freade~y ofspepch,
‘Constitutional Provisions, Cencapt of Truth and Ealsel oad
ungder [ndian Law
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1.2 Libei: Estabiishing a Case, Proof of Fault, Defences and
‘Damages
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¥
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| 1.3 Media Censorship, Censor Board and Censor _.mm.ﬁ
:mn,{mq?_._._mnﬂm Role in Media Freedam

T
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1.4 Media Ethics: Identifying personal and professiomal ethics,
Wa'ues: Professional vs. porsenal
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1.5i~troduction to ethical declsion making models, Foundations
i of Ethical Thaught: Virtue, Duty and Consequences and
 tustice theories, virtue-based, \iitarian, duty-based, care-
Dased, or communitarian decisions
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1.6 Privacy concerns, medla e¢enomics and profits thraugh
aouraatism, concept of meral adu™hood, motive vs,
fonseguence?
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2.2|Trademark Reglstration, Symbols and Logos, Infringement
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: _ u.w__mcnwm_ enterprise - nonprof? or Lusiness, examp'es of sacial _ | G g+ c o o g 3
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business in utliizing rescurces, social enterprise seetorin | _
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'MEDIA RESEARCH AND PLANNING

~—

‘Examination pattern 20:80

[Units

Lecture | Tutorlal

Seminar |Workshop Demo  Field Visit Practical

|
_ -
iTotal Hours .

Introduction to Media Planning

T

1.1

Media planning as a marketing
function, role of media planningin
tadvertising, Challenges and scopein
'med|a planning, Rote of med'a planner|

3

1

&

0

4]

1.2

Media planning process _

B

33
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1.2

‘Media planning for consumer goads, _
‘Media pianning for ‘ngustrial goods
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Trfiuence of technology in media

\planning, designing a media pfan/
ischedule for a real-time B2B and |
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UNITZ

:Media Research
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' Audit Bureau of Circu'ation, Press
Audits, National readership survey/
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_jﬂ_u, National television study,
ADMAR satellite cable network _
?En_ﬁ Reach and coverage study
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__qmmn_wmnF Tools and Technigues
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3.3 Mapazine, St rer.gths of magazines,
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‘Media Strategies
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‘of media options/choices: Deciding
-the ideal media mix, The
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[
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a 3 ﬁcjumﬁzm media expenditure
__m_:m:.._,ma_ The concept of media
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L_Emn__m plar evaluation, Media
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CFinanciais, Competition
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Media Marketing

- 2.1:Concept of Medfa Buying and Med:a

Selling, Setting values for sicts,
‘Media buying and negotiation
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5.2.Media Budgeting
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- 5.3 Financial Evaiuation of Media
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IMEDIA EVENTS ARD ENTERTAINMENT MANAGEMENT
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e e
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m 2.6 Emerging structural changes in the advertisament i |
: ‘market, Advertisernant mix and effectivenass of _

_ advertisenents _
2.7 Media mix and planning strategles, " o 2
Digital vs, printed, oniine vs, offl'ng; oid vi new, cansumer : ;
‘groups, media communities

UNIT 3 Managing Events and Uslng Events as a Media tool
3.1|Need, Feasibliity Study, Evert Proposal, Identifying : 2 o
Clients, Carparate Events — e :
"3.2/Event Budgeting and Financials, Event Coordnation, 4 9
Décor, Entertainment and Perfzrmance, Guest :

I Coordration, Verue Management, Security and Protocal,
Vender Managemert, Registration and Admizsion _ _
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"3.3iEvert Marketrg through Modia, Audience Acquisition
‘and Partic’nants Management, Evert Spansorship
Strategy, Sponsarship Proposals, Event Setiing, Event _
Sponsorship Agreements, Evert Promations, [nvitations,
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vand Public Relations
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‘UNIT4  ‘Medla Marketing Strategles _
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‘media marketing, viral marketing, werd of mouth and |

_c:::m marketing, sozial media as a marketing tool, _
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