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	Program Educational Objectives (PEOs)

	After the successful completion of M.Sc. Visual Communication program, the students will be able to:

	PEO1
	Develop strong theoretical and practical knowledge in visual communication, media practices, design principles, and communication processes.

	PEO2
	Apply creative, analytical, and technical skills to design effective media messages across various media platforms.

	PEO3
	Understand and critically analyze visual culture, media representations, audience behavior, and contemporary communication trends.

	PEO4
	Use emerging technologies, digital tools, and innovative approaches for professional media production and visual storytelling.

	PEO5
	Demonstrate ethical, cultural, and socially responsible practices in visual communication and media industries.


	Program Specific Outcomes (PSOs)

	After the successful completion of M.Sc. Visual Communication program, the students will be able to:

	PSO1
	Demonstrate knowledge of visual communication theories, semiotics, visual culture, and media practices to interpret and create meaningful visual messages.

	PSO2
	Apply design principles, aesthetics, typography, and composition techniques to develop effective visual communication outputs.

	PSO3
	Analyze and evaluate media representations, advertising visuals, digital content, and contemporary visual communication trends.

	PSO4
	Use digital media tools and emerging technologies to create innovative visual content for print, film, television, web, and social media platforms.

	PSO5
	Create professional visual communication projects by integrating creativity, technology, ethical practices, and audience-centered approaches.


	Program Outcomes (POs)

	On successful completion of the M. Sc. Visual Communication program graduates will be able to:

	PO1
	Knowledge and Understanding: Apply knowledge of communication theories, visual language, media concepts, and design principles in professional contexts.

	PO2
	Creative and Technical Skills: Develop creative visual solutions using design concepts, digital tools, and media production techniques.

	PO3
	Critical Thinking and Analysis: Analyze media messages, media content, cultural representations, and communication strategies.

	PO4
	Problem Solving and Innovation: Apply creative thinking and technological skills to solve communication and design challenges.

	PO5
	Professional Ethics and Social Responsibility: Practice ethical, inclusive, and culturally sensitive approaches in media and visual communication.


BHARATHIAR UNIVERSITY: COIMBATORE 641 046
                  M. Sc. Visual Communication Curriculum
(For the students admitted during the academic year 2026 -27 onwards)
	Course Code
	Title of the Course
	Credits
	Hours
	Maximum Marks

	
	
	
	Theory
	Practical
	Exam
	CIA
	CEE
	Total

	
	FIRST SEMESTER

	13A
	Core Paper I- Introduction to Visual Communication
	4
	4
	-
	3
	25
	75
	100

	13B
	Core Paper II - Strategic Brand Communication and Advertising
	4
	5
	-
	3
	25
	75
	100

	13C
	Core Paper III - 

Media Laws and Ethics 
	4
	5
	
	3
	25
	75
	100

	13P
	Core Practical I - Graphic Arts & Design Techniques (Lab) 
	4
	-
	6
	6
	40
	60
	100

	13Q
	Core Practical II- Advertising Photography & Professional Imaging Techniques (Lab)
	4
	-
	6
	6
	40
	60
	100

	1EA
	Folk Arts and Performance 
	4
	4
	-
	3
	25
	75
	100

	1EB
	Development Communication
	
	
	
	
	
	
	

	1EC
	Media, Society & Culture
	
	
	
	
	
	
	

	Total
	24
	18
	12
	-
	180
	420
	600

	SECOND SEMESTER

	23A
	Core Paper IV - Communication Research Methods
	4
	5
	-
	3
	25
	75
	100

	23B
	Core Paper V- Film Studies
	4
	5
	-
	3
	25
	75
	100

	23P
	Core Practical III- Mass Media Writing and Visual Story Telling (Lab)
	4
	-
	4
	6
	40
	60
	100

	23Q
	Core Practical IV- Digital Filmmaking (Lab)
	4
	-
	6
	6
	40
	60
	100

	23R
	Core Practical V-Editing & Motion Graphics (Lab)
	4
	-
	6
	6
	40
	60
	100

	2EA
	Transmedia Story Telling
	4
	4
	-
	3
	25
	75
	100

	2EB
	Audio Production & Sound Design
	
	
	
	
	
	
	

	2EC
	Audience Research & Analysis
	
	
	
	
	
	
	

	
	Internship I*
	-
	-
	-
	-
	-
	-
	-

	Total
	24
	14
	16
	-
	195
	405
	600

	THIRD SEMESTER

	33A
	Core Paper VI - UI and UX Design 
	4
	4
	-
	3
	25
	75
	100

	33B
	Core Paper VII - Digital Marketing and Promotion 
	4
	5
	-
	3
	25
	75
	100

	33P
	Core Practical VI - 2D & 3D Visualization (Lab)
	4
	-
	6
	6
	40
	60
	100

	33Q
	Core Practical VII - Video Editing & Visual Effects (VFX) (Lab)
	4
	-
	6
	6
	40
	60
	100

	33R
	Core Practical VIII - 

Documentary Filmmaking & Television Production 
	4
	-
	4
	6
	40
	60
	100

	3EA
	Immersive Media
	4
	5
	-
	3
	25
	75
	100

	3EB
	Public Relation & Corporate Communication
	
	
	
	
	
	
	

	3EC
	Web Designing
	
	
	
	
	
	
	

	
	Internship II*
	-
	-
	-
	-
	-
	-
	-

	
	Health and Wellness
	1
	-
	-
	
	100
	-
	100

	 
	Total
	24
	14
	16
	 
	195
	405
	700

	FOURTH SEMESTER

	43A
	Core Paper VIII - Media Management & Entrepreneurship
	4
	6
	-
	3
	25
	75
	100

	43P
	Core Practical IX- Portfolio Production
	4
	-
	6
	3
	40
	60
	100

	4EP
	Generative AI

Practical (Lab)
	4
	-
	6

	3
	40

	60
	100

	4EQ
	Film Appreciation and Critical Analysis (Lab)
	
	
	
	
	
	
	

	4ER
	Web & Interactive Media Design Practical (Lab)
	
	
	
	
	
	
	

	
	Internship Viva Voce *
	2
	-
	-
	-
	40
	 60
	100

	47V
	Project Viva Voce
	4
	-
	12
	-
	80
	120
	200

	Total
	18
	6
	24
	 
	225
	375
	600

	Grand Total
	90
	 
	 
	 
	 
	 
	2500

	ONLINE COURSES**

	
	SWAYAM/MOOC/ NPTEL COURSES
	4
	-
	-
	-
	-
	-
	-

	
	
	Non-scholastic with Credits

	
	Value Added Courses /Job Oriented Courses**


  ELECTIVE PAPERS

	SEMESTER I
	SEMESTER II

	· Folk Arts and Performance
· Development Communication

· Media, Society & Culture
	· Transmedia Story Telling

· Audio Graphy & Sound Design

· Audience Research and Analysis

	SEMESTER III
	SEMESTER IV

	· Immersive Media
· Public Relation & Corporate Communication
· Web Designing
	· Generative AI Practical

· Film Analysis & Criticism Practical

· Web and Interactive Media Design Practical


*Internship is mandatory for students of Visual Communication. Instructed to do Minimum of 30 days internship in any media firms, based on their interest before IV semester and Viva-voce will be held at the end of IV Semester.

**ADD ON COURSES/SKILL BASED COURSES
 Additional Credit Course Additional       Credits: 4
	S.No
	Course
	Credit
	Total credits

	
	Any one MOOC Courses

	4 
	4

	
	
	Total
	4


Rules: The Students can earn additional credits only if they complete the above during the course period (I to III Sem) and also based on the following criteria. Proof of Completion must be submitted to the Office of Controller of Examinations through college before the commencement of the IV Semester.
**Massive Open Online Course (MOOC) should be completed during I to III semester. Any one MOOC available on SWAYAM-NPTEL / Coursera / any other MOOC portal.  The course must be of minimum 4 weeks duration. The Online Course to be completed at PG level should be different from the one completed at the UG Level. 
Guidelines for Evaluation
· Passing minimum marks for CE is 38 marks (50% of 75 marks) and CA + CE = 50 Marks.
· The pattern of CA and CE is as follows:
	Theory
Practical
	: CIA = 25 Marks
: CIA = 40 Marks
	&
&
	CE = 75 Marks
CE = 60 Marks

	
	
	
	

	Internship / Industrial Training
	: CA = 40 Marks
	&
	CE = 60 Marks


III. Components for Project : Continuous Assessment (CIA):

· Regularity / Attendance
-
20 Marks
· Review / Presentation
-
60 Marks
· [2 Reviews / Presentations are  compulsory
[image: image9.png]


     
Total
80 Marks


 SHAPE  \* MERGEFORMAT 



	Course Code
	13 A
	CORE PAPER I  - INTRODUCTION TO VISUAL COMMUNICATION
	L
	T
	P
	C

	Core
	
	4
	-
	-
	4

	Pre-requisite
	An ability to visualize and generate content based on visual language
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce the fundamental concepts, processes, and models of communication with emphasis on visual communication. 

2. To develop students’ ability to understand, analyze, and interpret visual messages, signs, symbols, and meanings. 

3. To familiarize students with visual culture, media representations, and the role of visuals in shaping perception and society. 

4. To impart knowledge of basic design elements, principles, aesthetics, typography, and visual composition techniques. 

5. To expose students to contemporary practices, digital tools, emerging technologies, and ethical aspects of visual communication.

1. 

	Expected Course Outcomes:

	  On the successful completion of the course, student will be able:

	1
	To explain the concepts, types, processes, and models of communication and visual communication.
	K1,K2

	2
	To Identify, decode, and interpret visual signs, symbols, and messages using semiotic principles.
	K2

	3
	Apply elements and principles of design to create effective visual compositions.
	K3

	4
	To Analyze visual culture, media representations, and the influence of visuals on society and identity.
	K4

	5
	Evaluate contemporary visual communication practices including digital media, branding, and visual campaigns.
	K5

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 - Create

	

	Unit:1
	Foundations Of Communication and
 Visual Communication
	15 hours

	Definition, elements, types, and process of communication. Functions and barriers of communication; Models of communication: Linear, Interactive, and Transactional; Introduction to Visual Communication: nature, scope, and evolution; Importance of visuals in human communication; Visual vs. verbal communication; Evolution of visual media from traditional to digital platforms.



	

	Unit:2
	Visual Literacy and Semiotics
	15 hours

	Concept of visual literacy; Visual perception and cognitive processes; Reading and interpreting images; Contented message and intended message in visual communication; Relationship between sender, message and audience interpretation; Introduction to semiotics; Saussure and Peirce concepts; Types of signs: Icon, Index and Symbol; Codes, meanings and myths; Barthes’ semiotic approach; Semiotic analysis of advertisements, films and digital media.

	

	Unit:3
	Visual Culture and Media Analysis
	14 hours

	Concept of visual culture; Historical and social perspectives; Representation, ideology, and identity in visual media; Media construction of reality; Visual communication across media: print, photography, cinema, television, and digital media; Stereotypes and cultural representation; Visual narratives in advertisements, photojournalism, memes, and social media.

	

	Unit:4
	Design Principles and Aesthetics
	15 hours

	Elements of visual design: line, shape, form, colour, texture and space; Principles of composition: balance, contrast, emphasis, unity, rhythm and hierarchy; Gestalt principles of visual perception: proximity, similarity, continuity, closure, figure-ground and common fate; Visual hierarchy and information organization; Typography fundamentals; Layout and visual arrangement; Concepts of aesthetics, harmony and proportion; Introduction to digital design tools.

	

	Unit:5
	Contemporary Visual Communication Practices
	14 hours

	Visual storytelling and digital platforms; Data visualization and infographics; Branding and visual identity; Visual communication in advertising and social campaigns; Emerging technologies: AR, VR, and AI-based visuals; Ethical issues in visual representation; Copyright, manipulation, misinformation, and cultural sensitivity; Analysis of contemporary visual campaigns.

	

	Unit:6
	Contemporary Issues
	2 hours

	Expert lectures, industry interaction, online seminars/webinars; Emerging trends and future developments in visual communication.

	Total Lecture hours
	75 hours


	Reference Books

	1. Lester, Paul Martin. Visual Communication: Images with Messages, 2022, Cengage.

2. Berger, John. Ways of Seeing, 2008, Penguin Books.

3. Barry, Ann Marie Seward. Visual Intelligence: Perception, Image, and Manipulation in Visual Communication, 1997, SUNY Press.

4. Hall, Stuart. Representation: Cultural Representations and Signifying Practices,2024, Sage.

5. Kress, Gunther & van Leeuwen, Theo. Reading Images: The Grammar of Visual Design,2021 Routledge.


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	S
	M
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	S
	S
	M
	S
	W

	CO5
	M
	S
	M
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	13B
	CORE PAPER II  - STRATEGIC BRAND COMMUNICATION AND ADVERTISING
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to understand marketing concepts and develop strategic communication ideas.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To understand the concepts, evolution, role, and importance of advertising strategies in marketing communication. 

2. To develop knowledge of strategic planning processes, consumer insights, market analysis, and brand positioning. 

3. To analyze creative strategies, message appeals, copywriting approaches, and visual execution in advertising. 

4. To understand media planning, integrated marketing communication, and digital advertising strategies. 

5. To evaluate advertising campaigns based on effectiveness, ethics, emerging technologies, and industry practices.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To Explain the concepts, evolution, functions, and importance of advertising strategies.


	K2

	2
	To apply strategic planning concepts such as STP, USP, consumer insight, and market research tools. 
	K3

	3
	To analyze creative strategies, message appeals, big ideas, and storytelling in campaigns. 
	K4

	4
	Evaluate advertising campaigns based on effectiveness, ethics, cultural sensitivity, and emerging trends.
	K5

	5
	Evaluate and create advertising campaigns based on effectiveness, ethics, cultural sensitivity, and emerging trends.
	K5 & K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Fundamentals of Advertising Strategy
	12 hours

	Nature, definition, scope, and importance of advertising; Advertising vs marketing vs branding; Evolution of advertising strategies; Functions and objectives of advertising; Types of advertising strategies: informational, emotional, comparative, persuasive; Advertising communication process; Consumer behaviour and audience understanding; Advertising strategy and strategic thinking. 

	

	Unit:2
	Strategic Planning and Consumer Insight
	12 hours

	Client brief and communication objectives; Advertising planning process; Market segmentation, targeting, and positioning (STP); Brand positioning and Unique Selling Proposition (USP); Consumer behaviour and insights; Market research methods in advertising; SWOT analysis; Competitor analysis; Creative brief development.

	

	Unit:3
	Creative Strategy Development
	12 hours

	Role of creativity in advertising; Creative thinking and ideation; Advertising appeals: rational, emotional, moral, humour, fear; Message development and copy strategy; Big idea and brand storytelling; Copywriting techniques: headline, body copy, slogan, tagline; Visual strategy and execution; Advertising campaign case studies. 

	

	Unit:4
	Media Strategy and Campaign Integration
	11 hours

	Media strategy: objectives and selection; Traditional media: print, radio, television, outdoor; Digital media advertising: social media, search ads, display ads, influencer marketing; Media planning and scheduling; Media buying process; Integrated Marketing Communication (IMC); Budget allocation; Campaign performance tracking.

	

	Unit:5
	Campaign Evaluation, Ethics & Emerging Trends
	11 hours

	Advertising effectiveness measurement; AIDA and DAGMAR models; Brand recall, awareness, engagement, and ROI metrics; Ethical issues in advertising; Advertising standards and codes of conduct; Cultural sensitivity and representation; Sustainability and purpose-driven advertising; AI in advertising strategy; Data-driven and personalized advertising; Analysis of contemporary advertising campaigns. Case studies of successful advertising campaigns.

	

	Unit:6
	CONTEMPORARY ISSUES
	2 hours

	Expert lectures, industry interaction, online seminars/webinars; Current trends and challenges in advertising.

	Total Lecture hours
	60 hours


	Reference Books

	1. Belch, G. & Belch, M. - Advertising and Promotion: An Integrated Marketing Communications Perspective,2021,McGraw -Hill
2. Ogilvy, David - Ogilvy on Advertising,2023,Vintage Books
3. Jean Grow & Kim Sheehan - Advertising Creative: Strategy, Copy, and Design,2022,Sage Publications
4. Wells, Burnett, Moriarty -Advertising & IMC: Principles and Practice,2018,Pearson Education
5. Kotler, Philip & Keller, Kevin Lane - Marketing Management,2025, Pearson Education


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	S

	CO3
	S
	S
	S
	M
	M

	CO4
	M
	S
	M
	S
	           S

	CO5
	S
	M
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	13C
	CORE PAPER III - MEDIA LAWS AND ETHICS
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to understand basic concepts of media, communication, journalism, and the role of media in society.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To understand the fundamental concepts of media laws, ethics, and their role in democratic communication. 

2. To familiarize students with constitutional provisions, legal frameworks, and regulatory mechanisms governing media. 

3. To develop awareness about professional ethics, responsibilities, and legal issues in media content creation. 

4. To understand intellectual property rights, cyber laws, privacy, and digital media regulations. 

5. To analyze contemporary legal and ethical challenges in traditional and digital media practices.

	Expected Course Outcomes:

	On successful completion of this course, students will be able to:

	1
	Explain the basic concepts of media laws, ethics, and constitutional provisions related to communication.
	K2

	2
	Identify legal frameworks, regulatory bodies, and media-related acts governing media practices.
	K3

	3
	Analyze ethical issues and professional responsibilities in media communication.
	K4

	4
	To Apply legal and ethical principles in media production, journalism, and digital communication.
	K5

	5
	To Evaluate contemporary media issues including privacy, copyright, misinformation, and digital rights.
	K5

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	INTRODUCTION TO MEDIA LAWS AND CONSTITUTIONAL FRAMEWOR
	15 hours

	Indian Constitution: Preamble, salient features, fundamental rights and duties, directive principles of state policy; Freedom of speech and expression: Article 19(1)(a) and Article 19(2); Overview of media laws; Newspaper (Price and Page) Act 1956; Press Council Act; Role of TRAI and Prasar Bharati; Film censorship and Cinematograph Act; Media regulation and self-regulation.

	

	Unit:2
	GOVERNANCE, LEGAL SYSTEM AND MEDIA**
	15 hours

	Powers of Legislative, Executive, and Judiciary; Powers of Union and State governments; Election Commission and media regulations; Official Secrets Act; Indian Evidence Act: real, oral, documentary, primary and secondary evidence; E-media and free flow of information; Media laws beyond geographical boundaries; Common legal terminology: plaintiff, defendant, affidavit, evidence, prosecution, conviction, accused, acquittal, bail, prima facie, sub-judice.

	

	Unit:3
	MEDIA FREEDOM AND ETHICAL PRACTICES
	14 hours

	Freedom of media; Freedom of media in India; Fundamental Rights and Directive Principles; Media ethics and professional codes; Responsibilities of media professionals; Accuracy, objectivity, privacy, and confidentiality; Ethical issues in journalism, advertising, and entertainment media; Media accountability and public interest.

	

	Unit:4
	INTELLECTUAL PROPERTY RIGHTS AND MEDIA REGULATIONS
	15 hours

	Information and Communication Technology Act (2000) - Cybercrime- cyber Stalking-Cyber bullying. Cyber Crime Laws in IPC. Law of Copyrights; Intellectual Property Rights; TRIPS and TRIMS agreements; International IPR practices; Contempt of Courts Act 1971; Indian Penal Code related to media: Sections 124A, 495, 496–501; Criminal Procedure Code Sections 108 and 144; Obscenity laws: IPC Sections 292, 292A, 293, 294; Plagiarism and fair use.

	

	Unit:5
	Contemporary Issues and Case Studies
	14 hours

	Fake news and misinformation; Deepfakes and media manipulation; Media trials and ethical challenges; Freedom of press and public interest; Ethics in digital journalism; Media ownership and influence; Cyber Media Ethics and Responsible Digital Communication. Case studies of contemporary media issues. Cyberbullying, Trolling and Digital Harassment; Trial by media and media activism; Privacy vs. public interest

Case studies: Aarushi Talwar case, Nirbhaya case, Pegasus spyware, MeToo movement; Role of social media influencers and ethical disclosure.

	

	Unit:6
	DIGITAL MEDIA LAWS AND CONTEMPORARY ISSUES
	2 hours

	Expert lectures, industry interaction, online seminars/webinars; Current developments in media laws and ethical practices.

	Total Lecture hours
	75 hours


	Reference Books

	1. Media Ethics: Truth, Fairness, and Objectivity by Paranjoy Guha Thakurta,2011, Oxford University Press
2. Mass Communication in India by Keval J. Kumar,2020, Jaico Publishing House
3. Media Law and Ethics by M. Neelamalar,2025, PHI learning Pvt.Ltd
4. Relevant Government Acts & Policies (Press Council website, MIB, IT Ministry portals)


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	S
	S
	M
	M
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	M
	S
	S
	S
	S

	CO5
	S
	M
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	13P
	CORE PRACTICAL I - GRAPHIC ARTS DESIGN TECHNIQUES (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic design elements, visual composition, creativity, and familiarity with fundamental computer operations.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce students to the fundamentals of graphic design, visual elements, and design principles. 

2. To develop practical skills in creating visual communication materials using digital design tools. 

3. To train students in typography, colour application, layout, and image manipulation techniques. 

4. To enable students to apply creative design strategies for print, branding, and digital media outputs. 

5. To develop professional design practices by integrating creativity, technology, and ethical considerations.

6. 

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To Explain basic concepts of graphic design, visual elements, and composition techniques.
	K2

	2
	To Apply design principles, colour theory, typography, and layout techniques in creative works.
	K3

	3
	To Analyze and evaluate design concepts and visual communication outputs.
	K3

	4
	To Create graphic design materials using digital design software.
	K4

	5
	To Develop professional visual designs considering aesthetics, audience, and ethical practices.
	K5

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	INTRODUCTION TO GRAPHIC DESIGN AND VISUAL ELEMENTS
	

	Introduction to graphic design; Elements of design: Point, Line, Shape, Form, Texture, Colour, and Space; Principles of design: Balance, Contrast, Emphasis, Unity, Rhythm, Hierarchy, and Proportion. Visual composition techniques- Creative thinking and idea development; Introduction to digital design workflow.
Introduction to tools: pencil, ink, brushes, paper, and graphic instruments.

Hand-drawn exercises: logo sketching, shape exploration, type experiments.

      Practical Exercises:
Practical Exercises:
· Design composition using basic elements 

· Creative visual exercises 

· Layout arrangement practice



	

	Unit:2
	TYPOGRAPHY AND COLOUR DESIGN
	

	Typography fundamentals; Font classification; Serif and Sans Serif fonts; Typeface selection; Readability and legibility; Colour theory; Colour psychology; Colour harmony; Creating colour palettes; Application of typography and colour in design.

Practical Exercises:
· Typography poster design 

· Colour theme-based composition 

· Font pairing exercises



	

	Unit:3
	DIGITAL IMAGE EDITING AND GRAPHIC CREATION
	

	Introduction to graphic design software; Adobe Photoshop basics; Image editing techniques; Layers, masks, filters, and effects; Image correction and manipulation; Vector graphics basics; Introduction to Adobe Illustrator; Digital illustration techniques.

Practical Exercises:
· Photo enhancement 

· Image manipulation 

· Vector illustration 

· Creative artwork development 



	

	Unit:4
	LAYOUT DESIGN AND VISUAL COMMUNICATION MATERIALS
	

	Principles of layout design; Grid system; Alignment and white space; Poster design; Brochure design; Magazine layout; Advertisement design; Social media creative design; Brand identity basics.

Practical Exercises:
· Poster creation 

· Brochure design 

· Advertisement layout 

· Social media campaign design



	

	Unit:5
	ADVANCED GRAPHIC DESIGN APPLICATIONS
	

	Logo design and visual identity; Packaging design basics; Infographic design; Digital branding; Introduction to UI visual design; AI-assisted design tools and ethical practices; Portfolio development; Design presentation techniques.

Practical Exercises:
· Logo and brand identity creation 

· Infographic design 

· Packaging concept design 

· Final graphic design project 



	Total  hours
	90 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	M
	S
	S
	S
	M

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	13Q
	CORE PRACTICAL II - PROFESSIONAL PHOTOGRAPHY & IMAGING TECHNIQUES (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic photography concepts, visual composition, creativity, and fundamental camera operations.
	Syllabus Version
	2026-
2027

	Course Objectives:

	Course Objectives
The main objectives of this course are:

1. To introduce the techniques of professional photography and image processing techniques. 
2. To develop practical skills in camera handling, lighting techniques, composition, and image production. 

3. To train students in creating advertising photographs for products, brands, and commercial communication. 

4. To familiarize students with digital image processing, editing techniques, and professional imaging workflows. 

5. To develop creative and ethical approaches in producing effective photographic content for advertising and media industries.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able :

	1
	To Explain basic concepts of advertising photography, camera techniques, and visual composition.
	K2

	2
	To Apply photographic principles, lighting methods, and composition techniques for image creation.
	K3

	3
	Analyze advertising photographs based on creativity, aesthetics, and communication effectiveness.
	K3

	4
	Evaluate photographic outputs considering brand requirements, audience, and ethical practices.
	K4 & k5

	5
	To create a complete advertising photography campaign and professional portfolio integrating conceptualization, branding, and visual storytelling. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 - Create

	

	Unit:1
	Fundamentals of Advertising Photography
	

	Introduction to advertising photography; Role of photography in visual communication; Types of advertising photography: product, fashion, food, lifestyle, corporate, and commercial photography; Camera basics: DSLR/mirrorless camera functions; Exposure triangle: aperture, shutter speed, ISO; Composition techniques.

Practical Exercises:
· Camera handling exercises 

· Composition practice 

· Basic advertising image creation

	

	Unit:2
	LIGHTING AND STUDIO PHOTOGRAPHY TECHNIQUES
	

	Principles of lighting; Natural and artificial lighting; Three-point lighting technique; Studio setup; Light modifiers: reflectors, soft boxes, umbrellas; Shadows and highlights; Mood creation through lighting.

Practical Exercises:
· Portrait lighting 

· Product lighting setup 

· Creative lighting experiments



	

	Unit:3
	PRODUCT AND COMMERCIAL PHOTOGRAPHY
	

	Product photography techniques; Object arrangement and styling; Background selection; Food photography basics; Fashion and lifestyle photography; Brand-focused image creation; Visual storytelling in advertising photography.

Practical Exercises:
· Product advertisement shoot 

· Food photography 

· Fashion/lifestyle photo series



	

	Unit:4
	DIGITAL IMAGING AND PHOTO EDITING
	

	Digital image workflow; RAW image processing; Image correction; Colour correction; Retouching techniques; Background removal; Photo manipulation; Introduction to Adobe Photoshop and Lightroom; Digital asset management.

Practical Exercises:
· Image enhancement 

· Advertising photo retouching 

· Creative photo manipulation 



	

	Unit:5
	PROFESSIONAL IMAGING APPLICATIONS AND PORTFOLIO DEVELOPMENT
	

	Photography for print and digital advertisements; social media visual content; Campaign-based photography; Brand image creation; Ethical issues in image manipulation; AI-assisted imaging tools and authenticity; Portfolio development and presentation.

Practical Exercises:
· Advertising campaign photoshoot 

· Brand photography project 

· Professional portfolio creation



	Total  hours
	90 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	M
	S
	S
	S
	M

	CO5
	S
	S
	S
	S
	M

	*S-Strong; M-Medium; L-Low


	Course Code
	1EA
	FOLK ARTS AND PERFORMANCE
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	An ability to understand basic concepts of culture, communication, traditional art forms, and interest in performing arts and creative expression.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce students to the origin, evolution, and significance of folk arts and performance traditions. 

2. To develop an understanding of regional, cultural, and social aspects of traditional art forms. 

3. To analyze folk performances as a medium of communication, storytelling, and cultural expression. 

4. To familiarize students with the role of folk arts in media, contemporary performance, and creative industries. 

5. To evaluate the preservation, adaptation, and ethical representation of folk traditions in modern media.

6. 

	Expected Course Outcomes:

	On the successful completion of the course, student will be able to:

	1
	Explain the concepts, characteristics, and importance of folk arts and performance traditions.
	K1 & K2

	2
	Identify different folk-art forms and their cultural significance.
	K3

	3
	Analyze folk performances as tools of communication, identity, and social expression.
	K4

	4
	Apply knowledge of folk elements in media production, storytelling, and creative practices.
	K3

	5
	Evaluate contemporary adaptations and ethical issues related to folk arts representation.
	K5

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 - Create

	

	Unit:1
	INTRODUCTION TO FOLK ARTS AND CULTURE
	12 hours

	Definition, nature, and characteristics of folk arts; Folk culture and traditional knowledge systems; Evolution of folk arts; Overview of regional folk traditions across India (Tamil Nadu, Kerala, Rajasthan, Bengal, North-East, etc.);Role of folk arts in preserving community identity and oral traditions; Visual and performance elements in folk expressions.
Relationship between folk arts, society, and communication; Oral traditions and community practices; Role of folk arts in preserving cultural identity.

Activity: Documentation of a local folk-art form

	

	Unit:2
	INDIAN FOLK ART FORMS AND TRADITIONS
	12 hours

	Major Indian folk-art forms; Regional folk traditions; Visual folk arts: Madhubani, Warli, Pattachitra, Kalamkari; Folk music traditions; Folk dance forms: Karagattam, Kummi, Oyilattam, Theyyam, Bihu, Garba; Traditional costumes, symbols, and rituals.

Activity Folk artist interview and report.

	

	Unit:3
	FOLK PERFORMANCE AND COMMUNICATION
	12 hours

	Folk performance as communication; Storytelling traditions; Theatre and folk drama forms; Street theatre and social awareness; Puppetry traditions; Folk narratives, myths, and legends; Performance elements: music, dance, costume, and expression. Indian folk dances - costumes; Rehearsal methods: warm-up, group sync, improvisation; Adaptation of folk narratives into short performances; Roles: Performer, Director, Choreographer, Musician, Designer.
Activity: Analysis of folk elements in cinema/advertising

	

	Unit:4
	Adaptation and Stagecraft
	12 hours

	Modern interpretation of traditional folk themes; Integrating folk elements into contemporary storytelling; Stage design, lighting, sound, props, and costume adaptation for indoor performance; Use of multimedia to support traditional elements. Representation of folk arts in cinema, television, and digital media; Folk arts in advertising and branding; Cultural festivals and tourism; Fusion of traditional and modern performance; Documentation and archiving of folk traditions; Digital preservation of cultural heritage.
Activity: Design and plan a stage performance integrating folk elements.

	

	Unit:5
	CONTEMPORARY ISSUES AND PRESERVATION OF FOLK ARTS
	12 hours

	Challenges faced by folk artists; Globalization and cultural change; Commercialization of folk traditions; Intellectual property rights and traditional knowledge; Ethical representation of indigenous and local art forms; Role of media in promotion and preservation;
Activity: Live performance, Case studies of contemporary folk adaptations.

	Total Lecture hours
	60 hours


	Reference Books

	1. Tamil Folk Traditions - R. Muthulakshmi,2010, New Century Book House
2. Folk Performing Arts of Tamil Nadu" - S. Raghavan,2015, South Zone Cultural Centre
3. Indian Folk Theatres - Julia Hollander,2013, Routledge
4. An Introduction to Indian Folk Art - Nandini Dev Sen,2021, Lalit Kala Academy
5. Traditions of Indian Folk Dance - Shanta Rao,2010, Clarion Books
6.  Folk Arts and Social Communication - Madhusudan Rao,2017, Publications Division, Ministry of Information and Broadcasting, Government of India.



	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	M
	S
	S
	S
	M

	CO5
	S
	M
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	1EB
	DEVELOPMENT COMMUNICATION
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	An ability to understand basic communication concepts and recognize the role of media in social development.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce the concepts, theories, and evolution of development communication. 

2. To familiarize students with communication approaches, models, and strategies used for social development. 

3. To analyze the role of media in addressing social issues, empowerment, and behavioural change. 

4. To develop knowledge of development campaigns, participatory communication, and community media practices. 

5. To evaluate contemporary development communication initiatives and their impact on society.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	 To Explain the concepts, evolution, theories, and approaches of development communication.
	K1

	2
	To Identify communication strategies and media approaches used for development initiatives.
	K2

	3
	To Analyze the role of media in social change, community participation, and empowerment.
	K3

	4
	To Apply development communication principles to design awareness and social campaigns. 
	K4

	5
	To Evaluate development programmes, campaigns, and media interventions based on social impact.
	K5

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 - Create

	

	Unit:1
	Introduction to Development Communication
	12 hours

	Definition, scope, and importance; Historical evolution of development communication; Major theories and models: Diffusion of Innovations, Participatory Communication; Role of media in development

	

	Unit:2
	Development Communication and Media
	12 hours

	Print, radio, television, and digital media in development; Community radio and grassroots media; Case studies on media-led development campaigns; ICTs for development 

	

	Unit:3
	Agencies and Institutions in Development Communication
	12 hours

	Role of government agencies, NGOs, and international organizations (UNESCO, UNICEF, WHO, etc.); Communication policies and development programmes in India; Panchayat Raj and communication at the local level

	

	Unit:4
	Communication Strategies and Campaigns
	12 hours

	Designing development communication campaigns; Social marketing and behavior change communication (BCC); Interpersonal and group communication in development; Participatory approaches and community mobilization

	

	Unit:5
	Issues and Challenges in Development Communication
	12 hours

	Ethics and responsibilities in development communication; Cultural and linguistic barriers; Evaluating impact and sustainability of communication interventions; Emerging trends: mobile communication, social media, AI in development

	Total Lecture hours
	60 hours


	Reference Books

	1. Uma Narula – Development Communication: Theory and Practice,2019,Har-Anand Publications Pvt Ltd
2. S. Melkote & H. Leslie Steeves – Communication for Development in the Third World,2015,Sage publications
3. Jan Servaes – Handbook of  Communication for Development and Social Change, 2020,Sage publications
4. Everett M. Rogers – Diffusion of Innovations,2003,2022(Digital),Free Press
5. Nalini Visvanathan et al. – The Women, Gender and Development Reader,2011,Zed Books
6. UNESCO Publications – Communication and Development Series,2026


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	M
	S
	S
	S
	M

	CO5
	S
	M
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	1EC
	MEDIA, SOCIETY & CULTURE
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	An ability to understand basic concepts of media, society, and culture, and analyze their interrelationship.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To understand the relationship between media, society, culture, and communication processes. 

2. To analyze how media reflects, constructs, and transforms cultural identities and social realities. 

3. To explore media theories related to ideology, power, representation, audience, and globalization. 

4. To examine the impact of digital media, globalization, and emerging technologies on cultural practices. 

5. To evaluate media content and audience behaviour using sociocultural perspectives.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	 To Explain the concepts, functions, and relationship between media, society, and culture.
	K1

	2
	 To Identify cultural concepts, media theories, and their influence on audience behaviour.
	K2

	3
	 To Analyze media representations, identities, ideologies, and social issues.
	K3

	4
	To Apply sociocultural perspectives to examine globalization and changing media practices.
	K4

	5
	  To evaluate the impact of digital media on participation, identity, privacy, and cultural transformation.
	K5

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Media and Society
	12 hours

	Meaning and concepts of media, society, and culture; Relationship between media and society; Nature and characteristics of mass media; Functions and dysfunctions of media; Media as a social institution; Media and everyday life; Culture and communication; Defining culture: high culture, popular culture, and subculture; Cultural communication and transmission; Media as a carrier of culture; Role of media in cultural formation.

	

	Unit:2
	CULTURE, COMMUNICATION AND MEDIA THEORIES
	12 hours

	Contemporary importance of media in modern society; Functions of media; Media influence on audience thinking and social behaviour. Media effects and audience studies; Media consumption patterns; Mass-mediated culture; Popular culture and social change; Encoding and decoding theory (Stuart Hall); Cultural production and media industries; Hegemony and ideology (Antonio Gramsci); Introduction to media theories: Hypodermic Needle Theory, Uses and Gratifications Theory, Agenda Setting Theory, Cultivation Theory, Spiral of Silence Theory, Social Learning Theory; Media effects and public opinion.


	

	Unit:3
	MEDIA REPRESENTATION AND IDENTITY
	12 hours

	Media and democratic processes; Role of media in public opinion formation; Socialization and status conferral; Mediated role of media; Politics and industrial powers in media; Media ownership and influence; Pluralistic media and Indian society; Media representation and meaning; Construction of reality through media; Gender representation; Race, caste, class, and identity in media; Stereotypes and ideology; Cultural studies approach; Stuart Hall’s representation theory; Audience interpretation and decoding.

	

	Unit:4
	GLOBALIZATION AND MEDIA CULTURE
	12 hours

	Media globalization: flows and contra-flows; Cultural imperialism and hybridization; Globalization and localization of content; Digital media and changing cultural practices; Social media culture; Online communities and participatory culture; Digital identity and self-presentation; OTT platforms and changing media consumption patterns; Media, politics, and ideology; Market-oriented media and social dilemmas; Culture and communication; Communication and social conflicts; Religion and communication; Media representation of social issues; Contemporary relevance of Gandhian model of communication; Media ethics and social responsibility.



	

	Unit:5
	MEDIA, TECHNOLOGY AND INFORMATION SOCIETY
	12 hours

	Communication across cultures; New communication technologies; Digital media and changing social relationships; Trends in mass communication in the internet era; Social media culture and audience participation; Knowledge society; Information-rich and information-poor communities; Digital divide; Challenges of emerging media technologies; AI, algorithms, and media influence; Privacy and digital identity.



	Total Lecture hours
	60 hours


	Reference Books

	1. Denis McQuail – Mass Communication Theory, 2020, Sage Publication
2. John Fiske – Understanding Popular Culture,  2010 ,Routledge
3. Stuart Hall – Representation: Cultural Representations and Signifying Practices,2024, Sage   Publication
4. Arjun Appadurai – Modernity at Large: Cultural Dimensions of Globalization,1996,  University of Minnesota Press
5. David Morley & Kevin Robins – Spaces of Identity: Global Media, Electronic Landscapes,2002, Routledge
6. Meenakshi Gigi Durham & Douglas Kellner – Media and Cultural Studies: KeyWorks,2012,  Wley-Blackwell
7. Jan van Dijk – The Network Society: Social Aspects of New Media, 2020, Sage Publication
8. Sundar Kaali (Ed.) – Media and Society in India,2006,  Oxford University Press India



	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.
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	Course Code
	23A
	COMMUNICATION RESEARCH METHODS
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to understand basic research concepts, communication principles, and the role of media in society, along with familiarity with visual communication tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To introduce the meaning, scope, and importance of research in communication.

2. To explain research problems, hypotheses, and variables in communication studies.

3. To familiarize students with research design, methodologies, and data collection techniques.

4. To develop skills in data analysis, interpretation, and use of research software.

5. To train students in report writing, citation styles, visual presentation of data, and ethical research practices.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To explain the fundamentals of research, its scope, and role in visual    communication. 
	K1

	2
	To formulate research problems, questions, hypotheses, and define variables with validity and reliability. 
	K2

	3
	To apply appropriate research designs, sampling methods, and data collection techniques in communication studies. 
	K3

	4
	To analyze and interpret research data using basic statistics and software tools, including visual data analysis. 
	K4

	5
	To write research reports, present findings visually and orally, apply proper citation styles, and adhere to research ethics. 
	K5

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	Introduction to Research in Communication
	15 hours

	Meaning, Definition and Scope of Research; Types of Research: Basic, Applied, Descriptive, Analytical, Historical, Exploratory, Experimental; Importance of Research in Visual Communication; Role of Theory in Research; Research Process and Steps in Research; Ethics in Communication Research

	

	Unit:2
	Research Problem and Hypothesis
	15 hours

	Identifying and Defining Research Problems; Review of Literature: Purpose, Process, and Sources; Formulation of Research Questions and Objectives; Concept of Hypothesis: Definition, Types and Characteristics; Variables: Types and Operational Definitions; Validity and Reliability in Research

	

	Unit:3
	Research Design and Methodology
	15 hours

	Research Design: Meaning, Need, Types (Qualitative, Quantitative, Mixed Methods); Sampling Methods: Probability and Non-Probability Sampling; Data Collection Methods: Observation (participant and non-participant) Survey, Interviews (structured, semi-structured, unstructured), Focus Group Discussions, Case Studies; Content Analysis in Visual Media; Experimental Research in Communication

	

	Unit:4
	Data Analysis and Interpretation
	15 hours

	Measurement Scales: Nominal, Ordinal, Interval, Ratio; Coding and Tabulation; Use of Statistics in Research: Descriptive Statistics: Mean, Median, Mode, SD, Inferential Statistics: t-test, Chi-square, ANOVA (basics); Use of Software in Research (SPSS, Nvivo basics, Excel) Interpreting Visual Data (Photos, Video Content, Graphic Data); Writing Results and Drawing Conclusions

	

	Unit:5
	Research Report Writing and Presentation
	15 hours

	Structure of a Research Report/Thesis; Abstract, Introduction, Literature Review, Methodology, Analysis, Conclusion; Citation Styles: APA, MLA, Chicago (Basics); Visual Representation of Data (Charts, Graphs, Infographics); Plagiarism and Academic Integrity; Research Presentation Techniques (Oral and Visual). Ethical and Responsible Use of Artificial Intelligence in Research.

	Total Lecture hours
	75 hours


	Reference Books

	1. Berger, A. A. (2013). Media and Communication Research Methods: An Introduction to Qualitative and Quantitative Approaches,2020,  Sage Publications
2. Wimmer, R. D., & Dominick, J. R. (2013). Mass Media Research:An Introduction,2015,  Cengage Learning
3. Babbie, E. (2015). The Practice of Social Research,2021, Cengage Learning
4. Hansen, A., Cottle, S., Negrine, R., & Newbold, C. (1998). Mass Communication Research Methods,  New York University Press
5. Stokes, J. (2021). How to Do Media and Cultural Studies, Sage Publications


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes
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	Course Code
	23B
	FILM STUDIES
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to visualize and generate content based on visual language
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To introduce the evolution of world and Indian cinema and basic film language.

2. To provide knowledge of cinematic techniques, film grammar, and visual storytelling.

3. To familiarize students with major film theories and perspectives of film criticism.

4. To develop an understanding of Indian cinema’s history, regional diversity, and socio-political context.

5. To train students in practical film appreciation, critique writing, and basic production techniques.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To recall and explain the evolution of cinema, major film movements, and essential film terminology. 
	K1

	2
	To understand and interpret the language of cinema through camera techniques, editing styles, sound design, lighting, and visual symbolism. 
	K2

	3
	To apply major film theories—auteur, feminist, psychoanalytic, Marxist, and reception theory for film analysis. 
	K3

	4
	To analyse Indian cinema in terms of historical development, regional diversity, censorship, politics, and globalization. 
	K6

	5
	To evaluate films and create basic production elements including reviews, scripts, storyboards, and short film concepts. 
	K6

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	Introduction to Film Studies
	12 hours

	Evolution of cinema: From silent films to digital era; Basic film terminology: Shot, scene, sequence, mise-en-scène, montage; Major film movements: German Expressionism, Soviet Montage, Italian Neorealism, French New Wave; Indian cinema overview: From Dadasaheb Phalke to parallel cinema and mainstream Bollywood; Understanding genres and film narratives

	

	Unit:2
	Language of Cinema
	12 hours

	Cinematic techniques: Camera angles, movements, framing, composition; Editing styles: Continuity editing, montage, jump cuts, cross-cutting; Sound design: Diegetic vs. non-diegetic sound, background score, Foley; Lighting and Colour theory in film; Visual storytelling and semiotics

	

	Unit:3
	Film Theory and Criticism
	12 hours

	Auteur theory and the director’s vision; Feminist film theory, Psychoanalytic film theory; Marxist film analysis; Reception theory and audience studies; Narrative structure: Todorov, Propp, Barthes. Representation and ideology in cinema.

	

	Unit:4
	INDIAN CINEMA AND SOCIO-CULTURAL CONTEXT
	12 hours

	Historical development of Indian cinema: pre-independence to contemporary period; Regional cinemas: Tamil, Malayalam, Bengali, Marathi, and other Indian film traditions; Mainstream and parallel cinema; Cinema and social change; Censorship and political influence; Globalization and Indian film industry; OTT platforms and changing film consumption.



	

	Unit:5
	Practical Film Analysis and Production Basics
	12 hours

	Film appreciation and analysis of Indian and international films; Writing film reviews and critiques; Basics of scriptwriting and screenplay structure; Storyboarding techniques; Introduction to cinematography and direction; Fundamentals of short film and documentary production; Digital filmmaking and emerging technologies.

	Total Lecture hours
	60 hours


	Reference Books

	1. Bordwell, David & Thompson, Kristin – Film Art: An Introduction,2024, McGraw-Hill Education
2. Monaco, James – How to Read a Film,2009,  Oxford University Press
3. Andrew, Dudley – The Major Film Theories,1976, Oxford University Press
4. Ray, Satyajit – Our Films, Their Films,2014, Penguin India
5. Rajadhyaksha, Ashish & Willemen, Paul – Encyclopedia of Indian Cinema,2014, Routledge/Taylor & Francis Group


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.
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	Course Code
	23P
	MASS MEDIA WRITING AND VISUAL STORY TELLING (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	4
	4

	Pre-requisite
	An ability to write clearly and understand basic concepts of media communication.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To develop practical writing skills for print, audio, visual, and digital media platforms. 

2. To familiarize students with media writing formats, script structures, and storytelling techniques. 

3. To develop creative skills in scripting, visualization, and storyboarding for media production. 

4. To train students in professional writing practices for fiction, non-fiction, and digital content creation. 

5. To enable students to create audience-oriented scripts and visual narratives using contemporary media platforms.

6. 

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To Explain the principles and formats of writing for print, audio, visual, and digital media.
	K1

	2
	Identify appropriate writing styles, script formats, and storytelling techniques for different media platforms.
	K2

	3
	Apply scriptwriting methods to develop creative media content and production scripts.
	K3

	4
	To Analyze scripts and convert written concepts into visual narratives through shot division and storyboarding.
	K4

	5
	To Create complete media scripts, treatments, and storyboards using professional production approaches.
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Writing for Print Media
	

	Principles of media writing: accuracy, clarity, brevity; News writing structure; Headlines, leads, captions, and copy editing; Feature writing; Editorial writing; Magazine writing: columns, reviews, and human-interest stories; Writing for digital publications.

Practical Exercises:
· News report writing 

· Feature article preparation 

· Headline and caption writing 

	

	Unit:2
	Writing for Audio Media
	

	Introduction to radio scripting; Audio script structure, duration, and formats; Writing for radio talks, interviews, radio drama, and features; Audio storytelling techniques; Sound effects and audio cues; Podcast scripting; Writing for digital audio platforms.

Practical Exercises:
· Radio programme script 

· Podcast script preparation 

· Audio story development

	

	Unit:3
	Writing for Visual Media
	

	Basics of television writing; TV news, features, talk shows, and entertainment formats; Visual grammar and time-based storytelling; Writing for documentaries; Fiction and non-fiction formats; Web series writing; OTT and YouTube content creation; Short-form digital storytelling.

Practical Exercises:
· TV programme script 

· Documentary concept writing 

· Digital video script

	

	Unit:4
	Scriptwriting Techniques
	

	Elements of scriptwriting: idea, theme, plot, character, conflict, dialogue, scene, and sequence; Fiction and non-fiction scripting; Logline, synopsis, and treatment writing; One-minute, five-minute, and long-format scripts; Screenplay formatting; Introduction to scriptwriting software: Final Draft, Celtx, and digital writing tools.

Practical Exercises:
· Short film script 

· Advertisement script 

· Screenplay format practice

	

	Unit:5
	Storyboarding and Visualization
	

	Concept and purpose of storyboarding; Types of storyboards; Visual composition for non-artists; Shot breakdown; Camera angles, movements, transitions, and framing; Converting scripts into visual narratives; Storyboarding for advertisements, short films, PSAs, music videos, and digital content; AI-assisted visualization tools and ethical considerations.

Practical Exercises:
· Advertisement storyboard 

· Short film storyboard 

· Scene visualization exercise



	Total  hours
	75 hours


Lab Component / Practical Work:

Students should prepare:

1. News writing assignment 

2. Feature article 

3. Radio/podcast script 

4. TV/video script 

5. Short film screenplay 

6. Advertisement script 

7. Complete storyboard project

	
Mapping with Programme Outcomes
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	Course Code
	23Q
	DIGITAL FILMMAKING (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic media concepts, visual language, storytelling principles, and creative expression through digital media.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To provide practical knowledge of digital filmmaking processes including conceptualization, planning, production, and post-production. 

2. To develop skills in visual storytelling, cinematography, direction, sound recording, and editing techniques. 

3. To familiarize students with digital filmmaking tools, equipment, and professional production workflows. 

4. To enable students to create fiction, documentary, and digital video content using creative and technical approaches. 

5. To develop professional filmmaking practices through project-based learning and critical evaluation. 

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To recall fundamental concepts, terminology, and stages involved in digital filmmaking. 
	K1

	2
	To understand and interpret pre-production elements such as scripting, storyboarding, planning, and scheduling. 
	K2

	3
	To apply production techniques including camera operation, lighting, actor direction, and audio recording. 
	K3

	4
	To analyse footage and evaluate post-production processes such as editing, sound design, and colour correction.
	K5

	5
	To create a complete short film by integrating pre-production, production, and post-production skills.
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Digital Filmmaking
	

	Basics of filmmaking: concept, theme, script, and storyboard; Types of films: fiction, documentary, experimental, and short films; Stages of production: pre-production, production, and post-production; Digital video formats; Camera types and recording systems; Introduction to digital cinema and OTT video content.

Practical Exercises:
· Film idea development 

· Story concept preparation 

· Analysis of film production workflow



	

	Unit:2
	Pre-Production Process
	

	Idea development and research; Scriptwriting techniques; Character and narrative development; Screenplay formatting; Storyboarding and shot planning; Location scouting; Budget preparation; Crew responsibilities; Production scheduling; Call sheets and production documentation.

Practical Exercises:
· Script preparation 

· Storyboard creation 

· Production plan preparation



	

	Unit:3
	Production Techniques
	

	Camera operation and handling; Shot composition and framing; Camera movements; Cinematography techniques; Lighting for digital video; Three-point lighting; Directing actors and managing production crew; Audio recording techniques; Microphones, ambient sound, and sync sound.

Practical Exercises:
· Camera shooting exercise 

· Lighting setup practice 

· Scene production exercise



	

	Unit:4
	Post-Production Workflow
	

	Introduction to video editing software: Adobe Premiere Pro, DaVinci Resolve; Editing principles: continuity editing, montage, transitions; Timeline management; Sound editing and mixing; Background score and effects; Colour correction and colour grading; Visual effects basics; Digital media export formats.

Practical Exercises:
· Video editing project 

· Sound design exercise 

· Colour correction practice



	

	Unit:5
	Final Film Project & Evaluation
	

	Production of short film/documentary (5–10 minutes); Application of complete production pipeline; Film screening and presentation; Peer review and critique; Analysis of creative, technical, and storytelling aspects; Portfolio development; Ethical considerations in digital filmmaking and AI-assisted production.

Final Project:
1. Short film / documentary production 

2. Production journal submission 

3. Final film presentation

	Total hours
	90 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	S
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	23R
	EDITING & MOTION GRAPHICS (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic visual concepts and operate fundamental computer/software tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce students to the principles and practices of video editing and motion graphics production. 

2. To develop practical skills in editing workflows, visual composition, sound integration, and post-production techniques. 

3. To familiarize students with motion graphics tools, animation principles, and compositing techniques. 

4. To enable students to create professional digital content for film, advertising, broadcasting, and online media platforms. 

5. To develop creative and technical skills required for industry-oriented post-production projects.



	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To Remember the fundamental concepts of video editing, workflows, and basic cuts. 
	K1

	2
	To Understand advanced editing techniques including continuity, montage, transitions, and audio-video synchronization.
	K2

	3
	To Apply motion graphics techniques using keyframing, typography animation, and compositing tools. 
	K3

	4
	To Analyse edited sequences and motion graphic elements to improve pacing, visual clarity, and storytelling. 
	K4

	5
	To Create complete edited videos integrating motion graphics for professional output and portfolio development. 
	K6

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	Fundamentals of Video Editing
	

	Introduction to video editing and post-production; Editing workflow and production pipeline; Digital video formats and codecs; Basic editing concepts; Types of cuts: L-cut, J-cut, jump cut, match cut; Timeline management; Introduction to editing software: Adobe Premiere Pro, Final Cut Pro, DaVinci Resolve.

Practical Exercises:
· Basic video editing exercise 

· Timeline organization 

· Scene arrangement practice



	

	Unit:2
	Advanced Editing Techniques
	

	Multi-layer editing; Continuity editing principles; Montage theory and visual rhythm; Shot arrangement and pacing; Audio-video synchronization; Sound editing and mixing; Transitions, titles, subtitles, and captions; Editing for digital platforms.

Practical Exercises:
· Montage creation 

· Dialogue editing 

· Short video editing project 



	

	Unit:3
	Introduction to Motion Graphics
	

	      Concept of motion graphics; Difference between motion graphics and visual effects; Introduction to Adobe After Effects and motion graphics tools; Keyframes and timeline animation; Creating lower thirds, title sequences, logo animation, and visual elements.

Practical Exercises:
· Title animation 

· Logo reveal 

· Lower-third design 

      Motion; Keyframing basics and timeline animation; Creating lower-thirds, intros,

      and logo reveals            

	

	Unit:4
	Design & Animation Principles
	

	Principles of animation: timing, spacing, easing, and motion paths; Typography animation and kinetic text; Shape layers and masks; Alpha channels; Layer management; Compositing techniques; Visual effects basics; Colour correction and visual enhancement.

Practical Exercises:
· Kinetic typography project 

· Motion poster creation 

· Basic compositing exercise



	

	Unit:5
	Final Project & Output
	

	Complete editing of short film/video content with motion graphics; Rendering and exporting techniques; Video formats for television, OTT, and social media platforms; Quality control; Peer review and critique; Professional presentation; Portfolio and showreel development; Ethical use of digital assets and AI-assisted editing tools.

Final Lab Project:
· Edited short video with motion graphics 

· Showreel preparation 



	Total hours
	90 hours


	
Mapping with Programme Outcomes

	Cos
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	L
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	M
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	2EA
	TRANSMEDIA STORYTELLING
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	Basic understanding of storytelling, media platforms, and narrative concepts.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To introduce the fundamentals and evolution of transmedia storytelling.

2. To develop skills in narrative design, world-building, and nonlinear storytelling.

3. To enable understanding of media-specific storytelling techniques across platforms.

4. To foster critical evaluation of audience participation, engagement, and fan culture.

5. To train students to plan and create integrated transmedia projects with strategic content deployment.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To understand fundamental concepts and evolution of transmedia.
	K2

	2
	To apply narrative design and world-building across media platforms. 
	K3

	3
	To analyze platform-specific storytelling techniques. 
	K4

	4
	To evaluate audience participation and engagement in transmedia. 
	K5

	5
	To create a transmedia project integrating platforms, strategy, and timelines. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Transmedia Storytelling
	12 hours

	Definition and origin of transmedia storytelling; Difference between transmedia, multimedia, and cross-media; Henry Jenkins’ principles of transmedia storytelling; Media convergence and media ecology; Evolution of narratives across platforms; Contemporary digital storytelling practices.

	

	Unit:2
	Narrative Structure and World-Building
	12 hours

	Story, narrative, and discourse; Narrative design and character development; Designing story worlds; Character arcs and narrative expansion; Fragmentation and extension of stories; Non-linear storytelling; Interactive narratives; Canon, extensions, and user-generated story development.

	

	Unit:3
	Platforms and Media Forms
	12 hours

	Platform-specific storytelling techniques: film, television, web series, games, comics, podcasts, VR, and AR; Social media storytelling; Mobile-based narratives; Gamification and Alternate Reality Games (ARGs); Immersive experiences; Platform synergy and audience flow.

	

	Unit:4
	Audience Participation and Engagement
	12 hours

	Participatory culture and fan communities; Audience engagement and agency; Prosumer behaviour; Collective intelligence; User-generated content; Remix culture; Fan fiction and fandom studies; Digital communities and online storytelling; Role of audiences in expanding narratives.



	

	Unit:5
	Case Studies and Project Development
	12 hours

	Case studies: The Matrix, Harry Potter Universe, Marvel Cinematic Universe (MCU), Game of Thrones, Coca-Cola Happiness Factory Campaign; Analysis of successful transmedia campaigns; Designing transmedia concepts; Platform selection; Content scheduling and timeline planning; Project pitching and presentation; Ethical considerations in digital storytelling and AI-assisted content creation.

	Total Lecture hours
	60 hours


	Reference Books

	1. Henry Jenkins – Convergence Culture: Where Old and New Media Collide,2008,New York University Press
2. Henry Jenkins – Spreadable Media: Creating Value and Meaning in a Networked Culture,2013, New York University Press

3. Carlos Alberto Scolari – Transmedia Storytelling: Implicit Consumers, Narrative Worlds, and   Branding in Contemporary Media Production,2009,International Journal of Communication
4. Elizabeth Evans – Transmedia Television: Audiences, New Media and Daily Life,2013,Routledge
5. Andrea Phillips – A Creator’s Guide to Transmedia Storytelling,2012,McGraw-Hill Education


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	S
	M
	M

	CO3
	M
	M
	S
	S
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	2EB
	AUDIOPRODUCTION AND SOUND DESIGN
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	Basic understanding of media production, visual storytelling, and familiarity with audio-visual equipment.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce the principles of audio production, and its role in visual communication. 

2. To develop knowledge of sound recording techniques, audio equipment, and production practices. 

3. To familiarize students with sound editing, mixing, and digital audio processing techniques. 

4. To analyze the aesthetics of sound, Foley, ambience, and sound design in visual narratives. 

5. To enable students to create professional soundscapes for film, television, digital media, and multimedia applications. 

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the fundamental concepts, nature, and properties of sound used in visual media.
	K1

	2
	To understand sound recording techniques, microphone types, and recording environments for media production. 
	K2

	3
	To apply sound editing, mixing, and processing techniques using digital audio software.
	K3

	4
	To analyze and evaluate sound aesthetics, Foley, ambience, and genre-based sound patterns in visual storytelling. 
	K4/K5

	5
	To create original soundscapes, Foley tracks, and complete sound design outputs for film and multimedia projects. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Sound and Audio Production
	12 hours

	Nature and properties of sound: frequency, amplitude, pitch, timbre; History of sound in cinema and broadcasting; Types of sound: diegetic vs non-diegetic; Elements of sound: dialogue, music, effects, ambience, silence; Audio production as a discipline in media production; Sound perception and psychoacoustics

	

	Unit:2
	Sound Recording Techniques
	12 hours

	  Microphones: types (dynamic, condenser, ribbon), polar patterns; Microphone placement; techniques for dialogue and ambiance; Sound recording formats and equipment (Zoom, Tascam, Boom pole, etc.); Studio vs. location recording; Field recording practices and challenges; Sync sound vs post-synchronized sound

	

	Unit:3
	Sound Editing and Mixing
	12 hours

	Introduction to digital audio software: Audacity, Adobe Audition, Pro Tools, Reaper; Audio editing workflow; Dialogue editing and noise reduction; Layering and mixing audio tracks; Equalization, compression, filtering, and effects, Convolution Sounds; Sound continuity; Loudness standards and mastering.

	

	Unit:4
	A Sound Design for Visual Media
	12 hours

	Principles of sound design; Foley sound creation and synchronization; Ambient and environmental sound design; Sound motifs and leitmotifs; Sound symbolism and emotional impact; Use of silence and negative space; Genre-based sound aesthetics: horror, thriller, drama, action; Sound and visual storytelling.

	

	Unit:5
	Advanced Applications and Case Studies
	12 hours

	Surround sound mixing: 5.1 and 7.1 systems; Binaural and immersive audio; Spatial audio technologies; Sound design for animation, games, VR, and digital platforms; Case studies of sound design in films; Analysis of professional soundtracks; Group project: creation and presentation of original soundscape/film soundtrack; Ethical use of sound assets and AI audio tools.

	Total Lecture hours
	60 hours


	Reference Books

	1. Rick Altman – Sound Theory, Sound Practice,1992, Routledge
2. Michel Chion – Audio-Vision: Sound on Screen,2019, Columbia University Press
3. David Sonnenschein – Sound Design: The Expressive Power of Music, Voice, and Sound Effects in Cinema,2001, Michael Wiese Productions
4. Jay Rose – Producing Great Sound for Film and Video,2017, Routledge/Focal Press
5. Tomlinson Holman – Sound for Film and Television,2012, Routledge/Focal Press
6. Andy Farnell – Designing Sound, 2010, The MIT Press
7. Online Tutorials: Berklee College of Music (Coursera), A Sound Effect blog, Pro Sound Effects library


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	2EC
	AUDIENCE RESEARCH AND ANALYSIS
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	An ability to understand basic research methods and fundamental concepts of media audiences.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To understand the evolution, concepts, and theoretical foundations of audience studies.

2. To explore audience typologies, segmentation approaches, and media consumption patterns.

3. To analyze major audience theories and interpret audience behaviour.

4. To apply quantitative and qualitative research methods for audience analysis.

5. To evaluate audience data for media planning, content creation, and campaign assessment.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the fundamental concepts, evolution, and theories of audience studies. 
	K1

	2
	To understand audience typologies, segmentation strategies, and media behaviour patterns. 
	K2

	3
	To apply quantitative and qualitative research methods to analyse audience data.
	K3

	4
	To Analyze audience responses, media effects, and theoretical perspectives. 
	K4

	5
	To create a structured audience research report using real-world data and analytical tools.
	K5 & K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Audience Studies
	12 hours

	Definition of audience and its historical evolution; Passive vs active audience: from hypodermic needle to uses & gratifications theory; Audience in the digital age: from mass to niche

Reception theory (Stuart Hall); Participatory culture and media convergence

Changing notions of viewership in OTT/social media

	

	Unit:2
	Audience Typologies and Segmentation
	12 hours

	Audience demographics and psychographics; Audience targeting and segmentation in media planning; National vs transnational audiences; Subcultures, fandoms, and online communities

Children, women, and marginalized group audiences; Case studies of targeted media content

	

	Unit:3
	Theoretical Approaches to Audience Analysis
	12 hours

	Uses and Gratifications Theory; Cultivation Theory (George Gerbner); Encoding/Decoding Model (Stuart Hall); Agenda Setting Theory; Framing Theory; Reception Analysis; Cultural Studies approach; Active audience theory; Media effects and audience interpretation.

	

	Unit:4
	Research Methods in Audience Study
	12 hours

	Quantitative methods: surveys, questionnaires, experiments; Qualitative methods: focus groups, interviews, ethnography; Rating systems (TRP, BARC, TAM); Online analytics: reach, impressions, engagement (social media metrics); Designing audience research: sampling, ethics, validity; Tools: SPSS, Excel, NVivo, Google Analytics, Meta Insights

	

	Unit:5
	Applications and Case Studies
	12 hours

	Audience analysis in advertising and marketing; Media planning and campaign evaluation; Political communication and public opinion tracking; News consumption behaviour; OTT platform audience analytics; Social media audience research; AI-based audience insights and recommendation systems; Case studies of media campaigns; Mini audience research project and report preparation.

	Total Lecture hours
	60 hours


	Reference Books

	1. Audience Analysis, Denis McQuail, 1997, Sage Publications
2. Media Audiences: Is Anybody Watching, Sue Turnbull, 2020, Red Globe Press
3. Understanding Audiences: Theory and Method –Andy Ruddock, 2001, Sage Publications
4. Ratings Analysis: Audience Measurement and Analytics – James G. Webster, Patricia F. Phalen & Lawrence W. Lichty, 2014, Routledge

5. Media Audience Research: A Guide for Professionals – Graham Mytton et al.-2016, Sage Publications
6. Mass Communication Research Methods-Anders Hansen, Simon Cottle & Chris Newbold,2009, Sage Publications

7. McQuail’s Mass Communication Theory – Denis McQuail ,2020, Sage Publications


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


INTERNSHIP I
The students have to undergo two internships for a minimal period of 4 weeks during their course of study, preferably during the semester holidays. It is mandatory for the students to intern in media organizations.  The department will give directions regarding the time and schedule of internship.  At the end of the internship the students have to produce a certificate from the media organization.  A record of evidence (Internship report) for the work done has to be submitted in at least 40 pages with the profile of the organization and the diary of assignments carried out and published reports to the department.  There will be a viva-voce examination (with Internal & External examiners) at the end of the II semester). The first and second internships can be done after the respective semesters. 

 SHAPE  \* MERGEFORMAT 



	Course Code
	33A
	UI AND UX DESIGN
	L
	T
	P
	C

	Core/Elective/Supportive
	
	4
	-
	-
	4

	Pre-requisite
	An ability to understand basic design principles and observe user behavior in digital interfaces.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce the concepts, principles, and evolution of User Interface (UI) and User Experience (UX) design. 

2. To develop understanding of human-centered design approaches, user research methods, and design thinking processes. 

3. To familiarize students with information architecture, wireframing, prototyping, and interaction design techniques. 

4. To enable students to apply visual design principles and usability concepts in creating digital interfaces. 

5. To develop skills in designing accessible, user-friendly, and industry-oriented digital products using professional tools.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember core concepts of UI/UX, design thinking, and user-centered design. 
	K1

	2
	To understand user research methods, personas, scenarios, and journey maps. 
	K2

	3
	To apply IA, navigation flow, and wireframing techniques in interface design. 
	K3

	4
	To analyze and evaluate visual design elements and interaction patterns. 
	K4/K5

	5
	To create functional prototypes and test usability for diverse users. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to UI/UX Design
	15 hours

	Meaning and scope of UI and UX; Evolution of user-centered design; Difference between UI and UX; Role of UX in digital communication; Design thinking process; Double Diamond model; Principles of human-centered design; Case studies of effective and ineffective interface designs.

	

	Unit:2
	User Research and User-Centered Design
	15 hours

	Understanding user needs and behaviour; User research methods: interviews, surveys, observation, and usability studies; User personas; Empathy maps; User stories and scenarios; Customer/user journey mapping; User experience analysis.

	

	Unit:3
	Information Architecture and Wireframing
	15 hours

	Introduction to Information Architecture (IA); Content organization and navigation structures; Sitemap creation; User flow diagrams; Wireframing concepts; Low-fidelity and high-fidelity wireframes; Digital prototyping tools; Designing interface layouts.

	

	Unit:4
	UI Design and Interaction Design
	15 hours

	Visual design principles for interfaces; Colour theory and typography; Layout, grid systems, alignment, and white space; Design consistency and design systems; Interaction patterns; Responsive design for web, mobile, and tablet; Introduction to UI tools: Figma, Adobe XD, Sketch

	

	Unit:5
	Prototyping, Usability Testing, and Accessibility
	15 hours

	Interactive prototype creation; Usability testing methods: A/B testing, heuristic evaluation, user feedback analysis; Accessibility principles; WCAG guidelines; Inclusive design; Designing for diverse users; Final UI/UX project development; AI-assisted UX tools and ethical considerations.

	Total Lecture hours
	75 hours


	Reference Books

	1. Universal Principles of Design by William Lidwell, Kritina Holden & Jill Butler – 2023, Rockport Publishers. 

2. The Elements of User Experience by Jesse James Garrett, 2010 –Pearson Education.

3. Designing Interfaces by Jenifer Tidwell -2020, O’Reilly Media. 

4. Designing and Prototyping Interfaces with Figma, Fabio Staiano –Pact Publishing. 

5. Wireframe Sketchbook / UX/UI Wireframe Design Sketchbook -2020, UX/UI Designer Books


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	33B
	DIGITAL MARKETING AND PROMOTION
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to use basic computer applications, understand internet platforms, and possess fundamental knowledge of marketing and communication concepts.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To provide foundational knowledge of digital marketing tools, platforms, and trends.

2. To develop skills in content creation and social media campaign management.

3. To equip students with knowledge of SEO, SEM, and paid advertising strategies.

4. To train students in email marketing, automated workflows, and analytics interpretation.

5. To enable students to plan, execute, and evaluate an integrated digital marketing campaign.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To explain the concepts, tools, and platforms used in digital marketing. 
	K2

	2
	To create and manage effective social media content and campaigns. 
	K3

	3
	To apply SEO, SEM, and paid promotional techniques to improve reach and conversions. 
	K3

	4
	To design email marketing campaigns and interpret digital analytics dashboards. 
	K4

	5
	To plan, execute, and present an integrated digital marketing campaign.
	K6

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	Introduction to Digital Marketing Tools and Platforms
	12 hours

	Overview of digital marketing concepts and trends; Introduction to tools: Google Ads, Meta Business Suite, Canva, Mailchimp, etc.; Setting up business accounts on major platforms (Facebook, Instagram, YouTube, LinkedIn); Introduction to website platforms (Wix, WordPress) and landing page creation

	

	Unit:2
	Social Media Marketing and Content Strategy
	12 hours

	Creating and managing content calendars; Designing promotional creatives (image, video, reels, stories); Running social media campaigns (organic and paid); Influencer marketing and user engagement strategies; Case study analysis of successful social media campaigns

	

	Unit:3
	SEO, SEM, and Paid Promotions
	12 hours

	Basics of Search Engine Optimization (on-page and off-page); Introduction to Google Ads – search and display campaigns; Keyword research using tools like Google Keyword Planner, Ubersuggest; A/B testing and campaign optimization; Budget planning and bidding strategies

	

	Unit:4
	Email Marketing and Analytics
	12 hours

	Designing email campaigns using platforms like Mailchimp; Segmentation, personalization, and automation in email marketing; Understanding Google Analytics and Meta Insights; Interpreting KPIs: impressions, clicks, CTR, conversions, bounce rate; Preparing campaign performance reports

	

	Unit:5
	Integrated Campaign Project
	12 hours

	Planning and executing a real-time digital marketing campaign; Integrating social media, email, SEO, and paid ads; Campaign documentation: goals, strategies, tools used, results; Peer review and presentation of campaign outcomes; Portfolio development

	Total Lecture hours
	60 hours


	Reference Books

	1. Digital Marketing — Seema Gupta, 2022, McGraw Hill India
2. Fundamentals of Digital Marketing — Utkarsh Sinha, 2020, Cengage Publication.
3. Digital Marketing Explained — Rishikesha T. Krishnan & N. K. Krishnan 2023, Pearson India
4. Digital Marketing: Strategic Planning & Integration — Ashok Charla,2023, Notion Press
5. Social Media Marketing: Indian Perspective — A. K. Sharma, 2020, Wiley India
6. Digital Marketing — Dave Chaffey & Fiona Ellis-Chadwick,2025- Pearson Education
7. Marketing 4.0: Moving from Traditional to Digital — Philip Kotler, Hermawan Kartajaya & Iwan Setiawan, 2023, John Wiley & Sons.
8. Digital Marketing Essentials — Jeff Larson & Stuart Draper,2023, Cengage Learning
9. Social Media Marketing: A Strategic Approach — Melissa Barker, Donald Barker, Nicholas Bormann & Krista Neher ,2022, Cengage Learning


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	Cos
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	L
	M
	L
	M

	CO2
	M
	S
	S
	L
	S

	CO3
	M
	M
	S
	L
	S

	CO4
	L
	M
	M
	L
	S

	CO5
	M
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	33P
	2D & 3D VISUALIZATION (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic design principles and familiarity with computer-based creative tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To introduce fundamental tools and techniques used in 2D visualization and digital design.

2. To develop skills in layout design, typography, and vector illustration through hands-on practice.

3. To provide foundational knowledge of 3D modeling, texturing, and lighting techniques.

4. To train students in basic 3D animation, rigging, and simulation workflows.

5. To enable rendering, compositing, and post-production of 2D and 3D visual outputs.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the basic tools, interfaces, and techniques used in 2D visualization. 
	K1

	2
	To apply 2D design principles in creating layouts, typography, and vector illustrations. 
	K3

	3
	To understand and apply fundamental concepts of 3D modeling, texturing, and lighting. 
	K2/K3

	4
	To apply animation and simulation techniques using keyframing, rigging, and dynamics. 
	K3

	5
	To create rendered and composited 2D and 3D visual projects suitable for professional presentation.
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to 2D Visualization
	

	Introduction to 2D visualization; Digital design concepts; Interface and tools; Image formats and resolutions; Vector and raster graphics; Basic drawing and illustration techniques; Colour management; Digital composition principles; Introduction to software tools for 2D design.

Practical Exercises:
· Digital illustration 

· Image manipulation 

· Basic composition design



	

	Unit:2
	2D Design Projects
	 

	Layout design principles; Typography and font selection; Visual hierarchy; Grid systems; Poster and brochure design; Vector illustration techniques; Logo and icon creation; Digital artwork development; Creative design projects.

Practical Exercises:
· Poster design 

· Typography artwork 

· Vector illustration project 



	

	Unit:3
	Fundamentals of 3D Modeling
	

	Introduction to 3D visualization; 3D workspace and tools; Basic geometry and primitives; Polygon modelling; Object creation and transformation; UV mapping; Texturing techniques; Materials and shaders; Lighting concepts and scene setup.

Practical Exercises:
· 3D object modelling 

· Material application 

· Lighting setup 



	

	Unit:4
	3D Animation and Simulation
	

	Principles of animation; Keyframing techniques; Timeline animation; Character basics; Rigging concepts; Motion paths; Camera animation; Dynamics and simulation; Particle systems; Introduction to 3D motion graphics.

Practical Exercises:
· Object animation 

· Camera movement exercise 

· Basic simulation project



	

	 Unit:5
	Rendering and Compositing
	

	    Rendering concepts; Render settings and output formats; Scene optimization; Lighting and camera effects; Compositing workflow; Layer integration; Introduction to post-production; Visual effects basics; Preparing content for film, advertising, gaming, and digital platforms.

Final Project:
· Complete 2D/3D visualization project 

· Rendering and presentation



	Total hours
	90 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	S
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	M

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	33Q
	VIDEO EDITING & VISUAL EFFECTS (VFX) (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic visual communication concepts and familiarize with fundamental digital media and audio-visual tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To understand the fundamentals of video editing and post-production workflow.

2. To develop practical skills in non-linear video editing and audio–visual synchronization.

3. To introduce the principles and tools of visual effects and compositing.

4. To apply advanced editing, color grading, and effects integration techniques.

5. To create professional-quality edited videos with integrated visual effects for portfolio development.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember and understand the basic concepts of video editing systems, workflows, and software tools. 
	K1/K2

	2
	To apply advanced editing techniques including multi-track editing, audio mixing, and color correction. 
	K3

	3
	To apply fundamental visual effects techniques such as compositing, masking, and keyframing. 
	K3

	4
	To analyze and integrate visual effects elements using chroma keying, tracking, and stabilization.
	K4

	5
	To create a complete edited video project with visual effects suitable for professional presentation. 
	K6

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	Introduction to Video Editing
	

	Basics of video editing and the post-production workflow; Introduction to non-linear editing systems (NLE); Overview of editing software (e.g., Adobe Premiere Pro, Final Cut Pro, DaVinci Resolve); Importing and organizing media; Basic timeline editing: trimming, cutting, splitting, and rearranging clips

	

	Unit:2
	Advanced Editing Techniques
	

	Multi-track editing and transitions; Working with audio: syncing, mixing, and leveling; Color correction and color grading fundamentals; Title creation and lower thirds; Project management and media export settings

	

	Unit:3
	Introduction to Visual Effects (VFX)
	

	Overview of VFX in post-production; Introduction to VFX software (e.g., Adobe After Effects, Blender); Basic compositing and layering; Keyframing and motion paths; Masking and rotoscoping basics

	

	Unit:4
	Compositing and Effects Integration
	

	Chroma keying (green screen techniques); Tracking and stabilization; Working with visual elements: smoke, fire, light flares, etc.; Integrating 3D/2D elements into video; Scene enhancement and digital manipulation

	

	Unit:5
	Final Project and Workflow
	

	Conceptualizing and planning a short edited video with VFX; Applying learned techniques in editing and visual effects; Rendering and output for different platforms; Review and critique sessions; Portfolio preparation and project documentation 

	Total  hours
	90 hours


	
Mapping with Programme Outcomes

	Cos
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	L
	L
	L
	L

	CO2
	M
	S
	M
	L
	M

	CO3
	M
	S
	M
	L
	M

	CO4
	S
	S
	M
	M
	M

	CO5
	M
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	33R
	DOCUMENTARY FILMMAKING & TELEVISION PRODUCTION (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	4
	4

	Pre-requisite
	An ability to understand basic visual communication concepts, operate camera and audio equipments, and use fundamental digital media and editing tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To provide students with a clear understanding of documentary and television production formats and workflows.
2. To develop practical skills in researching, scripting, planning, and organizing factual media productions.
3. To train students in the effective use of camera, lighting, sound, and studio/field production techniques.
4. To enhance storytelling abilities through visual, audio, and narrative integration in post-production.
5. To prepare students for professional roles by fostering teamwork, ethical practice, and technical competence in the media industry.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To understand the history, formats, and production roles in documentary filmmaking and television production. 
	K2

	2
	To apply research, scripting, budgeting, and pre-production planning techniques for factual media projects. 
	K3

	3
	To operate cameras, lighting, and sound equipment effectively for studio and field production. 
	K3

	4
	To analyze and integrate visual, audio, and narrative elements during post-production for broadcast and streaming formats.
	K4

	5
	To create and present a complete documentary and television program meeting professional and ethical standards. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Documentary and Television Formats
	

	History and evolution of documentary filmmaking; Characteristics of documentary films; Types of documentaries: Expository, Observational, Participatory, Reflexive, Poetic; Television production formats; Studio and field production; Role of producer, director, cinematographer, editor, and production crew; Contemporary documentary formats for OTT platforms.

	

	Unit:2
	Research and Pre-Production
	

	Topic selection and research methods; Audience analysis; Documentary proposal and treatment writing; Factual scriptwriting techniques; Story structure and narrative planning; Interview preparation; Budgeting and scheduling; Location scouting; Production planning; B-roll planning and shot list preparation.

	

	Unit:3
	Production Techniques
	

	Camera operations and composition; Cinematography techniques for documentary production; Lighting techniques; Sound recording and audio management; Single-camera and multi-camera production; Field production practices; Interview techniques; Capturing live events; Studio production basics; Set design, teleprompter, and production control.

	

	Unit:4
	Post-Production
	

	Non-linear editing techniques; Organizing footage and project management; Editing interviews and visual sequences; Narrative construction through editing; Voice-over, music, sound design, and graphics integration; Colour correction and grading; Audio mixing; Export formats for television, OTT, and digital platforms.

	

	Unit:5
	Project Work and Evaluation
	

	Production of short documentary and television programme; Application of complete production workflow; Screening and peer review; Critical evaluation of content, creativity, and technical quality; Broadcast standards and regulations; Documentary ethics; Distribution through television channels, OTT platforms, and digital media.

	Practical Exercises:
Students should prepare:
1. Documentary concept note 

2. Research report 

3. Documentary proposal and treatment 

4. Interview recordings 

5. Short documentary film 

6. Television programme segment 

7. Final edited production portfolio 


	

	Total  hours
	60 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	3EA
	Immersive Media
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to understand basic digital media concepts, visual communication principles, and operate computers and multimedia tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To introduce the concepts, evolution, and scope of immersive media technologies.

2. To provide foundational knowledge of VR, AR, MR, and XR platforms and tools.

3. To develop skills for designing immersive user experiences and interactive narratives.

4. To explore practical applications of immersive media across industries.

5. To encourage ethical awareness and future-oriented thinking in immersive media practices.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the fundamental concepts, terminology, and evolution of immersive media technologies. 
	K1

	2
	To understand immersive platforms, hardware, and software tools used in VR, AR, and XR environments.
	K2

	3
	To apply immersive design principles to create basic VR and AR experiences using industry tools.
	K3

	4
	To analyze user interaction, storytelling, and spatial design in immersive environments.
	K4

	5
	To create a prototype immersive media solution while considering usability, ethics, and emerging trends.
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 - Create

	

	Unit:1
	INTRODUCTION TO IMMERSIVE MEDIA
	15 hours

	Evolution of immersive media; Meaning and concepts of Virtual Reality (VR), Augmented Reality (AR), Mixed Reality (MR), and Extended Reality (XR); Differences and convergence of immersive technologies; Immersive media ecosystem; Hardware components: Head Mounted Displays (HMDs), sensors, motion controllers, tracking systems; Overview of platforms and tools: Unity, Unreal Engine, ARCore, ARKit; Applications in film, gaming, communication, education, healthcare, and advertising.

	

	Unit:2
	VIRTUAL REALITY (VR) AND IMMERSIVE STORYTELLING
	15 hours

	Concept and types of Virtual Reality; Non-immersive, semi-immersive, and fully immersive environments; 360-degree video production; VR cameras and workflow; Spatial storytelling techniques; User experience design in VR; Interaction design principles; Creating basic VR environments using Unity/Unreal Engine; Case studies of VR applications.

	

	Unit:3
	AUGMENTED REALITY (AR) DESIGN AND APPLICATIONS
	15 hours

	Principles of Augmented Reality; Marker-based, markerless, and location-based AR; Mobile AR and headset-based AR; AR interface design; AR content creation tools: Spark AR, Vuforia, Lens Studio; AR in advertising, branding, education, and retail; Designing a basic AR experience.

	

	Unit:4
	MIXED REALITY AND XR EXPERIENCES
	15 hours

	Concepts of Mixed Reality and Extended Reality; Spatial computing; Immersive interface design; Gesture-based and voice-based interaction; Immersive narratives and world building; Spatial audio and binaural sound; XR applications in entertainment, communication, and industries; Developing basic XR prototypes.

	

	Unit:5
	FUTURE TRENDS AND ETHICAL CONSIDERATIONS
	15 hours

	Future of immersive media; AI integration in VR/AR/XR; Haptic technology and sensory experiences; Metaverse concepts and virtual environments; Ethical issues: privacy, data protection, digital identity, accessibility, and user safety; Career opportunities in immersive media; Emerging industry trends; Group project: Design and presentation of VR/AR/XR prototype.

	Total Lecture hours
	75 hours


	Reference Books

	1. Sherman, W. R., & Craig, A. B. (2018). Understanding Virtual Reality: Interface, Application, and Design. Morgan Kaufmann.

2. Jerald, J. (2016). The VR Book: Human-Centered Design for Virtual Reality. ACM Books.

3. Aukstakalnis, S. (2017). Practical Augmented Reality: A Guide to the Technologies, Applications, and Human Factors for AR and VR. Addison-Wesley.

4. Singh, S., & Kaur, R. (2021). Virtual Reality and Augmented Reality: Concepts, Applications and Research Trends. PHI Learning.

5. Sharma, R. (2022). Emerging Technologies: AR, VR and MR. McGraw Hill India.

6. Unity Technologies. (2020). Unity Virtual Reality Projects. Packt Publishing.

7. Craig, A. B. (2013). Understanding Augmented Reality: Concepts and Applications. Morgan Kaufmann.

8. Madathil, K. C. (Ed.). (2020). Immersive Technologies in Healthcare. Springer.

9. Verma, P., & Raina, A. (2020). Augmented and Virtual Reality: Applications and Future Directions. Sage Publications India.

10. Agarwal, N. (2021). Introduction to XR and Immersive Media. BPB Publications.


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	3EB
	PUBLIC RELATIONS AND CORPORATE COMMUNICATION
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to understand basic communication principles, media literacy, and visual communication techniques relevant to organizational and corporate contexts.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To provide a comprehensive understanding of public relations as a strategic communication   process.

2. To equip students with the skills required to design, manage, and evaluate PR campaigns.

3. To understand corporate communication strategies in visual branding and stakeholder engagement.

4. To develop practical skills in writing PR content like press releases, speeches, and media kits.

5. To examine PR applications in crisis communication, digital platforms, and CSR.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the key concepts, history, and theoretical models of Public Relations. 
	K1

	2
	To understand and apply PR tools, media relations techniques, and visual communication for corporate messaging.
	K2

	3
	To analyze corporate communication strategies, stakeholder engagement, and brand-building practices. 
	K4

	4
	To apply digital PR techniques, crisis communication strategies, and social media management in practical scenarios. 
	K3/K4

	5
	To create and present integrated PR campaigns, including CSR initiatives, using strategic planning and visual communication.
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Foundations of Public Relations
	15 hours

	Definition, nature, scope, and functions of Public Relations; Historical development and evolution of PR in India and globally; Public relations vs. advertising, publicity, and propaganda; Roles and responsibilities of a PR professional; Models and theories of PR: Grunig & Hunt’s Four Models, Systems Theory, Excellence Theory

	

	Unit:2
	PR Tools and Media Relations
	15 hours

	Press releases, media kits, backgrounders, Q&A documents; Organizing press conferences and media briefings; Visuals in PR: use of photography, video content, infographics; Building media relations and journalist outreach; Event planning, exhibitions, and sponsorships; Role of visual communication in PR messaging

	

	Unit:3
	Corporate Communication Essentials
	15 hours

	Definition and scope of corporate communication; Internal communication: employee relations, newsletters, corporate intranet; External communication: investor relations, government relations, consumer affairs; Corporate branding, identity, and image building; Communication audits and strategic communication planning

	

	Unit:4
	Digital PR and Crisis Communication
	15 hours

	Online reputation management (ORM); Social media as a PR tool (Twitter, LinkedIn, Instagram, blogs); Influencer outreach and digital storytelling; Crisis communication: planning, response, media handling; Case studies: PR success and failure in digital crisis management

	

	Unit:5
	Campaign Planning and CSR Communication
	15 hours

	Steps in PR campaign planning: research, objectives, messaging, tools, evaluation; Audience segmentation and stakeholder analysis; Corporate Social Responsibility (CSR) and sustainability communication; Measuring PR effectiveness: media tracking, sentiment analysis& KPIs    Student project: Plan and present a visual PR campaign for a product/brand/NGO; Campaign development and visual presentation ; Case study analysis and evaluation

	Total Lecture hours
	75 hours


	Reference Books

	1. Wilcox, Dennis & Cameron, Glen T. – Public Relations: Strategies and Tactics,12 th Edition, 2025, Pearson Publication.
2. Jaishri Jethwaney & N.N. Sarkar – Public Relations Management,2nd Edition, Sterling Publishers
3. Paul A. Argenti – Corporate Communication7 th Edition, 2022, McGraw-Hill.
4. Cutlip, Center & Broom – Effective Public Relations, 2013, Pearson
5. Seitel, Fraser P. – The Practice of Public Relations, 2017, Pearson
6. IPRA Code of Conduct, PRSI Guidelines,2011


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	L
	L
	L
	M

	CO2
	S
	M
	M
	L
	M

	CO3
	M
	M
	S
	M
	S

	CO4
	S
	S
	S
	M
	S

	CO5
	S
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	3EC
	WEB DESIGNING
	L
	T
	P
	C

	Core/Elective/Supportive
	
	5
	-
	-
	4

	Pre-requisite
	An ability to understand basic visual communication principles, computer fundamentals, and familiarity with graphic design tools.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. To introduce the visual principles of web design within the context of communication and media.

2. To develop skills in designing user-centered websites with appealing visual aesthetics.

3. To understand basic front-end web technologies such as HTML, CSS, and JavaScript.

4. To apply user experience (UX) and user interface (UI) principles in web layout and    navigation.

5. To build and publish responsive, accessible websites suitable for various screen sizes and platforms.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the basic concepts of web design, website types, and internet structure. 
	K1

	2
	To understand HTML elements, semantic structure, and accessibility for web content. 
	K2

	3
	To apply CSS styling, layouts, and responsive design techniques in web projects. 
	K3

	4
	To analyze and implement UX/UI principles, wireframes, and prototyping in web design. 
	K4

	5
	To create interactive, tested, and deployable websites, including a visual portfolio. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Web Design and Internet
	15 hours

	What is web design? Role in visual communication; Structure of the web: websites, browsers, servers, domain, and hosting; Static vs. dynamic websites; Introduction to visual hierarchy and navigation; Types of websites: personal, portfolio, corporate, e-commerce; Elements of visual design on the web: layout, color, typography

	

	Unit:2
	HTML – Content Structuring
	15 hours

	Introduction to HTML5 and document structure; Tags and attributes: headings, paragraphs, links, lists, images, tables; Embedding audio, video, and YouTube content; Introduction to semantic HTML for accessibility and SEO; Creating basic multi-page websites

	

	Unit:3
	CSS – Styling and Layout
	15 hours

	Introduction to CSS: inline, internal, external; Selectors and properties: colors, fonts, margins, padding, borders; Box model, positioning, float and clear; Responsive layout: media queries, fluid grids; Introduction to CSS frameworks (Bootstrap basics)

	

	Unit:4
	Web Design Principles and UX/UI
	15 hours

	Principles of good web design: contrast, balance, alignment, consistency; Understanding user experience (UX) in web design; User interface (UI) design components: buttons, forms, menus; Wireframing and prototyping tools (Adobe XD / Figma); Introduction to accessibility and inclusive design; Color theory and typography for the web

	

	Unit:5
	Interactivity, Testing, and Publishing
	15 hours

	Introduction to JavaScript: events, DOM basics; Form validation and simple interactivity; Testing websites for responsiveness and cross-browser compatibility; Tools: VS Code, browser developer tools, GitHub; Deploying websites (GitHub Pages / Netlify / hosting platforms);     Final project: Design and publish a visual portfolio website

	Total Lecture hours
	75 hours


	Reference Books

	1. Jon Duckett – HTML and CSS: Design and Build Websites, 2011, Wiley
2. Jennifer Robbins – Learning Web Design,2025, O’Reilly Media
3. W3Schools – https://www.w3schools.com, 2026- Online Web Tutorials.
4. MDN Web Docs (2026) – https://developer.mozilla.org

5. Adobe XD / Figma tutorials for UI/UX wireframing, (2026)


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	L
	L
	L
	M

	CO2
	M
	M
	L
	L
	M

	CO3
	S
	M
	M
	L
	S

	CO4
	S
	S
	S
	M
	S

	CO5
	S
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


 SHAPE  \* MERGEFORMAT 



	Course Code
	43A
	MEDIA MANAGEMENT & ENTREPRENEURSHIP
	L
	T
	P
	C

	Core/Elective/Supportive
	
	6
	-
	-
	4

	Pre-requisite
	An ability to understand basic media concepts, organizational structures, and principles of communication.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce the concepts, principles, and functions of media management in different media organizations. 

2. To develop understanding of media economics, business models, marketing strategies, and audience management. 

3. To enable students to apply managerial skills in media planning, budgeting, workflow, and resource management. 

4. To develop entrepreneurial skills required for innovation and startup opportunities in media industries. 

5. To create awareness about legal, ethical, and emerging trends influencing media management and entrepreneurship.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the fundamentals of media management, types of media enterprises, and organizational structures. 
	K1

	2
	To understand media economics, revenue models, audience analysis, and marketing strategies.
	K2

	3
	To apply media planning, budgeting, resource allocation, and operational management techniques. 
	K3

	4
	To analyze entrepreneurship principles, startup culture, and innovation in the media industry.
	K4

	5
	To create strategies and solutions considering media laws, ethical practices, and emerging trends. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Media Management
	15 hours

	Definition, scope, and need for media management - Characteristics of media organizations. Types of media enterprises: Print, Broadcast, Digital. Structure and functions of media companies. Functions of Media management – Roles and responsibilities of Media managers. 

	

	Unit:2
	Media Economics and Marketing
	15 hours

	Basics of media economics-  Cost structures in media organizations: Revenue models in media (advertising, subscriptions, syndication); Audience analysis and TRPs; Media marketing - strategies and branding . Media ownership and concentration.

	

	Unit:3
	Media Planning and Operations
	15 hours

	Media planning and budgeting; Branding and positioning of media organization: Scheduling and workflow management: Media planning: Budget Preparation ;  Human resource management in media; Workflow and operational efficiency.

	

	Unit:4
	Entrepreneurship in Media
	15 hours

	Concept and significance of entrepreneurship: Characteristics of a media entrepreneur -      Characteristics of successful media entrepreneurs - Startup ecosystem in India; Startup culture and innovation in media. Design thinking for media startups -  Case studies of successful media ventures.

	

	Unit:5
	Legal, Ethical, and Future Trends
	15 hours

	Media laws and regulatory framework -  Ethical considerations in media management -Challenges in the digital age - Influencer entrepreneurship .  OTT and subscription economy.  Future trends in media entrepreneurship and management.

	Total Lecture hours
	75 hours


	Reference Books

	1. Albarran, A. B. (2013). Management of Electronic and Digital Media. Cengage Learning.

2. Arora, R. (2019). Media Management. Kalyani Publishers.

3. Bagdare, S., & Maheshwari, R. (2021). Entrepreneurship in Media Industry. Sage Publications India.

4. Paul, S. (2020). Media Management and Entrepreneurship. McGraw Hill India.

5. Wimmer, R. D., & Dominick, J. R. (2014). Mass Media Research: An Introduction. Cengage Learning.

6. Sharma, R. (2018). Media Economics and Management. PHI Learning.

7. Bhatnagar, S. (2019). Digital Media Entrepreneurship. Orient Blackswan.


	Teaching- Learning Process
	Chalk and talk, audio, video tools, Blended and face-to-face class

	Assessment Methods
	Assessment method includes problem-based assignments, oral presentations, seminars, presentations, and AI quizzes.



	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	43P
	PORTFOLIO PRODUCTION
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to apply visual communication principles, design skills, and media production knowledge in creating professional work.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To introduce the concepts, purpose, and importance of professional portfolio development in creative industries. 

2. To develop skills in selecting, organizing, and presenting creative works with thematic and professional coherence. 

3. To enable students to apply design principles, layout techniques, and digital tools for portfolio creation. 

4. To develop professional branding, presentation, and communication skills for career advancement. 

5. To prepare students to create industry-oriented portfolios showcasing their creative, technical, and production abilities. 



	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the purpose, types, and structure of professional portfolios. 
	K1

	2
	To understand content selection, thematic coherence, and narrative storytelling in portfolio development.
	K2

	3
	To apply design principles, layout techniques, and software tools in producing portfolios. 
	K3

	4
	To analyze and evaluate portfolio aesthetics, user experience, and branding effectiveness. 
	K4 & K5

	5
	To create a professional portfolio (print/digital/multimedia) for career and academic purposes. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	Introduction to Portfolio Development
	

	Understanding the purpose and types of portfolios (print, digital, multimedia); Identifying strengths and areas of expertise; Researching industry expectations (media, design, film, etc.); Planning portfolio structure and themes; Collecting and reviewing previous works

	

	Unit:2
	Conceptualization and Content Selection
	

	Selecting best works across specializations (films, designs, scripts, photos, VFX, etc.); Storytelling through portfolio – narrative and thematic coherence; Project description writing – goals, roles, tools used, outcomes; Revising and refining selected content

	

	Unit:3
	Design and Layout
	

	Designing digital and/or physical portfolio; Visual aesthetics, typography, layout principles; Creating an interactive user experience (for digital portfolios); Integrating branding (logo, personal style, color scheme)

	

	Unit:4
	Production and Technical Execution
	

	Tools and software for portfolio creation (Adobe Suite, Canva, Behance, etc.); Creating showreels/demo reels (for video/film students); Website creation (optional: Wix, WordPress, or custom HTML); Proofing, reviewing, and editing portfolio content

	

	Unit:5
	Presentation and Review
	

	Presenting portfolio to peer and faculty panels; Receiving and incorporating feedback; Final submission (print/digital); Career preparation: Resume writing, LinkedIn, portfolio websites; Mock interviews and self-promotion strategies

	Total  hours
	75 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	M
	S
	M
	M
	M

	CO3
	M
	S
	S
	M
	M

	CO4
	M
	M
	S
	S
	S

	CO5
	S
	S
	S
	S
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	4EP
	GENERATIVE AI (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic digital media concepts, and apply fundamental knowledge of visual communication and content creation.
	Syllabus Version
	2026-
2027

	Course Objectives

	The main objectives of this course are:

1. To introduce the concepts, evolution, and applications of Generative Artificial Intelligence in media and creative industries. 

2. To develop practical skills in using AI tools for text, image, audio, video, and multimedia content generation. 

3. To enable students to apply prompt engineering techniques for effective AI-assisted creative workflows. 

4. To develop the ability to integrate Generative AI tools with design, storytelling, and media production processes. 

5. To create awareness about ethical, legal, and social implications of AI-generated content.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the basic concepts, terminology, and evolution of Generative AI tools and models. 
	K1

	2
	To understand the applications of Generative AI in text, image, audio, and video content creation. 
	K2

	3
	To apply prompt engineering and AI tools for generating creative media content. 
	K3

	4
	To analyze and evaluate ethical, aesthetic, and practical implications of AI-generated media. 
	K4/K5

	5
	To create AI-assisted multimedia projects and portfolios using Generative AI platforms. 
	K6

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	Introduction to Generative AI
	

	Basics of Artificial Intelligence & Machine Learning; What is Generative AI: Concepts and Terminology; History and evolution of generative models (GANs, VAEs, Transformers); Applications of Generative AI in media, design, and content creation; Overview of popular tools: ChatGPT, Midjourney, Runway ML, Sora, DALL·E, etc.

	

	Unit:2
	Text Generation and Storytelling
	

	Prompt engineering and fine-tuning language models; Content creation using ChatGPT and similar tools; Scriptwriting, storytelling, dialogue generation; AI in journalism and creative writing; Ethical concerns: plagiarism, bias, misinformation

	

	Unit:3
	Visual Content Generation
	

	Image generation using tools like DALL·E, Midjourney, Stable Diffusion; Concept art, character design, and storyboarding with AI; AI-assisted photo editing and enhancement (e.g., Photoshop with AI); Style transfer and visual aesthetics

	

	Unit:4
	Audio, Music, and Video Generation
	

	Music and sound effects using tools like AIVA, Soundraw, and Suno; Voice cloning and speech synthesis: Murf AI, Eleven Labs; AI video generation: Pika, Runway ML, Sora (OpenAI); Integrating AI in post-production workflows

	

	Unit:5
	Ethics and Future of Generative AI
	

	Understanding AI copyright, data ethics, and responsible use; AI in future media production workflows; Human creativity vs AI creativity; 
Preparing a portfolio showcasing AI-generated work                                                                                                                                                Mini project: Create a multimedia campaign using Generative AI

	Total  hours
	60 hours


	
Mapping with Programme Outcomes

	Cos
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	L
	L
	L
	M

	CO2
	M
	M
	M
	L
	M

	CO3
	S
	S
	S
	M
	S

	CO4
	S
	M
	M
	M
	M

	CO5
	S
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	4EQ
	FILM APPRECIATION AND CRITICAL ANALYSIS (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic concepts of cinema, visual storytelling, and media appreciation, along with familiarity with watching and discussing films critically.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:
1. This course is designed to cultivate critical thinking and analytical skills in students through the close viewing, discussion, and evaluation of films. 

2. It emphasizes understanding the artistic, cultural, technical, and theoretical aspects of cinema. 

3. Students will engage in writing critiques, participating in discussions, and presenting in-depth analyses of films from different genres, eras, and regions.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To Develop the ability to critically analyze film language, narrative structures, and visual style.
	K4

	2
	To Understand key concepts in film theory and criticism.
	K2

	3
	To Evaluate films in relation to social, political, and historical contexts.
	K5

	4
	To Express informed opinions through written reviews, oral presentations, and academic critiques.
	K3

	5
	To Appreciate a diverse range of cinematic forms, styles, and movements.
	K2

	K1 – Remember; K2 – Understand; K3 – Apply; K4 – Analyze; K5 – Evaluate; K6 – Create

	

	Unit:1
	FUNDAMENTALS OF FILM ANALYSIS
	

	Introduction to film language; Mise-en-scène, cinematography, editing, sound, and visual composition; Film narrative structures: linear and non-linear storytelling; Film genres and conventions; Visual symbolism, motifs, and themes; Scene-by-scene film analysis.
Lab Activity:
· Scene analysis of selected films



	

	Unit:2
	FILM THEORY AND CRITICAL APPROACHES
	

	Introduction to film theories; Auteur theory and director’s style; Formalist and realist approaches; Feminist film theory; Psychoanalytic approach; Marxist film criticism; Reception theory and audience interpretation; Applying theories in film analysis.

Lab Activity:
Theory-based film interpretation

	

	Unit:3
	CINEMA, CULTURE AND SOCIETY
	

	Cinema as a cultural text; Historical and social contexts of films; National cinemas: German Expressionism, Italian Neorealism, French New Wave, Indian Parallel Cinema; Representation of gender, identity, class, and social issues; Mainstream cinema and alternative cinema; Global cinema and OTT film culture.

Lab Activity:
· Comparative analysis of regional and international cinema

	

	Unit:4
	PRACTICAL FILM ANALYSIS PROJECT
	

	Meaning and importance of film criticism; Difference between film review and academic critique; Structure of critical writing; Developing arguments and supporting evidence; Analysis of direction, performance, cinematography, editing, and sound; Writing reviews for cinema and digital platforms.

Lab Activity:
· Film review writing 

· Critical essay preparation

	

	Unit:5
	Practical Application and Presentation
	

	Independent film analysis project; Selection and study of films from different genres and cultures; Presentation techniques; Seminar and group discussions; Creating film critique portfolio; Peer evaluation and feedback.

Practical Output:
Students prepare:

· Film analysis report 

· Scene breakdown study 

· Film review collection 

· Critical presentation 

Film appreciation portfolio

	Total hours
	60 hours


	
Mapping with Programme Outcomes

	Cos
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	S
	M
	M
	L
	M

	CO2
	S
	L
	M
	M
	M

	CO3
	S
	M
	M
	M
	S

	CO4
	M
	L
	S
	M
	M

	CO5
	M
	S
	M
	L
	S

	*S-Strong; M-Medium; L-Low


	Course Code
	4ER
	WEB AND INTERACTIVE MEDIA DESIGN (LAB)
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	6
	4

	Pre-requisite
	An ability to understand basic web concepts, visual communication principles, and operate digital design tools.
	Syllabus Version
	2020-
2021

	Course Objectives:

	The main objectives of this course are:
1. To introduce principles of web and interactive media design.

2. To develop skills in UI design, prototyping, and interactive layouts.

3. To apply design tools for creating functional and aesthetic web interfaces.

4. To integrate design prototypes with content management systems.

5. To encourage usability testing and user-centered design practices.

	

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To remember the fundamentals of web design, interaction, and visual hierarchy.
	K1

	2
	To understand UI/UX concepts, wireframing, and prototyping workflows. 
	K2

	3
	To apply design tools to create interactive web pages and prototypes. 
	K3

	4
	To analyze usability, navigation, and user feedback in interactive media.
	K4

	5
	To create complete interactive web projects integrating design and content. 
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	
	LIST OF PRACTICALS
	

	List of Practicals

1. Create a Moodboard and Color Palette

2. Design Low-Fidelity Wireframes for a Website (Figma)

3. Design High-Fidelity UI Screens for Home & Inner Pages (Figma)

4. Develop Clickable Prototype for Website Navigation (Figma)

5. Set up a WordPress Website Using a Visual Theme

6. Design a Homepage Using Elementor Page Builder

7. Create a Multimedia Gallery Page (Images, Audio, and Video)

8. Design a Contact Page with Form and Map Integration

9. Embed Figma UI Designs into a WordPress Website

     10. Design and Publish a Blog Post with Visual Content

     11. Develop an Interactive Resume or Portfolio Page

     12. Conduct Usability Testing and Peer Feedback Review

     13. Create a Mini Campaign Site or Brand Showcase (Final Project)

     14. Prepare Documentation with Screenshots and Sitemap



	
	Total  hours
	60 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	L
	L
	L
	M

	CO2
	M
	M
	M
	L
	M

	CO3
	S
	S
	S
	M
	S

	CO4
	S
	M
	M
	M
	M

	CO5
	S
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


	Course Code & Title
	
	INTERNSHIP AND VIVA
	L
	T
	P
	C

	
	
	
	-
	-
	-
	3

	Major Course

	Pre-requisite
	
	Academic year
	2023-24 onwards

	Class
	II M.Sc. Electronic Media
	Semester
	IV

	Course 
Outcomes
	On completion of this course, student will be able to
	K level

	
	CO1: Compose media assignments adhering to professional standards in the field.
	K6

	
	CO2: Build a portfolio to meet the requirements of the field along with a list of references from the media firms they underwent internship.
	K6

	
	CO3: Adapt to the changing trends in the media industry.
	K6


SYLLABUS
	Contents

	Guidelines
The students have to undergo internships for a minimal period of 30 days during their course of study, preferably during the semester holidays. It is mandatory for the students to intern in media organizations.  The department will give directions regarding the time and schedule of internship.  At the end of the internship the students have to produce a certificate from the media organization.  A record of evidence (Internship report) for the work done has to be submitted in at least 40 pages with the profile of the organization and the diary of assignments carried out and published reports to the department.  There will be a viva-voce examination (with Internal & External examiners) at the end of the IVsemester. 




Mapping

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	M
	S
	L
	M

	CO2
	M
	S
	S
	M
	S

	CO3
	M
	M
	M
	S
	S

	*  1 = Low ; 2 = Medium ; 3 = Strong



	Course Code
	47V
	PROJECT & VIVA VOCE
	L
	T
	P
	C

	Core/Elective/Supportive
	
	-
	-
	  12
	4

	Pre-requisite
	An ability to apply research methodology, communication theories, data collection techniques, and media production skills to undertake independent research/project work.
	Syllabus Version
	2026-
2027

	Course Objectives:

	The main objectives of this course are:

1. To enable students to identify research problems and develop a systematic research/project proposal in communication and media studies. 

2. To apply appropriate research methods, tools, and techniques for conducting independent research. 

3. To develop skills in data collection, analysis, interpretation, and documentation of research findings. 

4. To enhance students’ ability to prepare a dissertation/project report following academic standards and ethical practices. 

5. To develop presentation and communication skills for defending research/project outcomes through viva voce.

	Expected Course Outcomes:

	On the successful completion of the course, student will be able:

	1
	To understand research problems, objectives, methodologies, and project planning processes in communication studies.
	K1/K2

	2
	To apply appropriate research methods, data collection tools, and analytical techniques for project execution. 
	K3

	3
	To analyze and interpret research findings using suitable qualitative and quantitative approaches.
	K4

	4
	To evaluate the research/project outcomes, limitations, and relevance to media practices.
	K5

	5
	To create and present a complete dissertation/project report and defend the findings through viva voce.
	K6

	K1 - Remember; K2 - Understand; K3 - Apply; K4 - Analyze; K5 - Evaluate; K6 – Create

	

	Unit:1
	RESEARCH PROPOSAL AND PROJECT PLANNING
	

	Selection of research/project topic; Identification of research problem; Formulation of title, objectives, research questions and hypothesis; Review of literature; Research gap identification; Selection of research design and methodology; Preparation of synopsis/proposal; Project planning and timeline preparation.

	

	Unit:2
	DATA COLLECTION AND PROJECT EXECUTION
	

	Selection of sample and respondents; Development of research tools; Data collection techniques: Survey, Interview, Observation, Content Analysis; Fieldwork and documentation; Media production/project execution process; Ethical considerations in research; Copyright and plagiarism awareness.

	

	Unit:3
	DATA ANALYSIS AND INTERPRETATION
	

	Data organization and classification; Coding and tabulation; Qualitative data analysis techniques; Quantitative data analysis basics; Use of research software tools (Excel/SPSS/NVivo basics); Interpretation of findings; Presentation of tables, charts, graphs and visual data.

	

	Unit:4
	DISSERTATION REPORT PREPARATION
	

	Structure of dissertation/project report; Abstract; Introduction; Literature review; Methodology; Analysis and interpretation; Findings and discussion; Conclusion and recommendations; Referencing styles; Formatting and documentation standards.

	

	Unit:5
	PROJECT PRESENTATION AND VIVA VOCE
	

	Preparation of project presentation; Research/project demonstration; Communication of findings; Answering research questions; Defense of methodology and outcomes; Internal review and corrections; Final submission and external viva voce evaluation.

	Total  hours
	180 hours


	
Mapping with Programme Outcomes

	COs
	PO1
	PO2
	PO3
	PO4
	PO5

	CO1
	M
	M
	L
	M
	M

	CO2
	S
	S
	M
	M
	M

	CO3
	S
	M
	S
	S
	M

	CO4
	M
	S
	S
	S
	S

	CO5
	S
	S
	S
	M
	S

	*S-Strong; M-Medium; L-Low


M. Sc. Visual Communication
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