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SEMESTER I     SEMESTER II      

Subject Code Subject Credits Subject Code Subject Credits 
SOMM 1002 Why Media Matters 3 

SOMM 1006 

The Indian Economy: Key 

Principles and Introduction 
2 

SOMM 1003 Exploring Foundations of 

Communication 

3 

SOMM 1005 

Writing and Reporting for 

Digital media 
3 

SMBA 1014 

Indian Polity: Democracy 

and the State 

3 

SOMM 1007 

Media laws: Regulation, 

governance, and Ethics 
2 

SDCS 1029 Creative Writing 3 MKTG 1004 Marketing Management 3 

SOMM 1004 Fundamentals of Social 

Media 

2 
SDGD 1002 Film and Video Photography 3 

SMBA 1013 Critical Analysis: Media 

Platforms 

3 

SMPC 1001 

Introduction to Digital 

networks: Social 

transformation and 

disruption 2 

SLLS 0102 Learning How to learn 2 SLSG 0101 Critical Thinking and Writing 3 

SLLS 0101 Living Conversations 2 SLLS 0103 Leadership and Teamwork 2 

CSEG 1115 Computer Lab I 2       

  TOTAL 23   TOTAL 20 

SEMESTER III     SEMESTER IV     

Subject Code Subject Credits Subject Code Subject Credits 
SMJM 2001 Media and Gender politics 3 SMJM 2004 Blogging and Web publishing 3 

SMJM 2002 The law and the journalist 3 SMJM 2005 

Multi-cam TV production and 

Floor management 
3 

SOMM 2003 

Strategic 

Communications 3 SMDM 2005 Introduction to data analytics 
3 

SOMM 2004 

MoJo: Producing Video 

and Audio Content 3 SPMC 2001 

OTT platforms and the media 

Business 
1 

SMJM 2003 Reporting the other India 1 MKTG 3025 

Digital branding, branded 

content, and content 

marketing strategies. 

3 

SOMM 2005 

How to build a Brand on 

Digital 3 SMDM 2004 

Search Engine Optimization 

and Platform Analytics 
3 

SOMM 2006 Media Production tools 1   Exploratory Elective  II 3 

SLLS 0201 Design Thinking 2   Exploratory Elective  III 3 

SLSG 0201 

Ethical Leadership in the 

21st Century 

3 
SLSG 0202 

Environment and 

Sustainability - Himalaya 

Fellowship 3 

  Exploratory Elective  I 3       

  TOTAL 25   TOTAL 25 

SEMESTER V     SEMESTER VI     

Subject Code Subject Credits Subject Code Subject Credits 

SMDM 3002 

Public policy and digital 

media 
3 

SMJM 3002 

Storytelling and Data 

Journalism 
3 

SMDM 3003 Motion Graphics 
3 

MKTG 3026 

How to Build a marketing 

Campaign 
2 

SPMC 3001 PR Communications 3   Exploratory Elective V 3 
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SMDM 3004 

Introduction to Python for 

content creators 
3   Exploratory Elective VI 3 

SMJM 3001 

Media platforms: 

Evolution and digital shifts 
3 

PROJ 3131 Capstone project 
3 

SMDM 3001 

How to build direct traffic 

on platforms outside 

Google + FB 

2   Choose from the basket 

3 

SLLS 0301 Persuasive Presence  2 SLSG 0302 Solving Complex Problems   
SLSG 0301 Start your Start Up  3 SLSG 0303 Technologies of the Future   

  Exploratory Elective  IV 3 SLSG 0304 Future Casting   

      
SLSG 0305 

Managing Relationships and 

Being Happy   

  TOTAL 25   TOTAL 17 

Total Credits of BA Journalism and Mass Communication (Digital) 135 
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BA Journalism and Mass Communication (Digital) 2021-24 

SOMM 1002 Why Media Matters L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites  

 

Course Objectives 

1. To enable an understanding of the media business globally and in India.  

2. To develop an in-depth understanding of changes brought to each sector of media with 

the rise of digital technologies.  

3. To enable students to identify the products and services that have emerged out of digital 

transformations in the media and entertainment business.  

4. To enable students to map and assess new patterns of production, distribution, and 

consumption in Indian media.  

5. To learn about challenges and contemporary debates on media policy.  

 

Course Outcomes (COs) 

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

CO1: Closely examine the major trends in media, cultural debates, and its link with society.  

CO2: Understand the historical background of and elucidate key fields in Indian media 

industries.  

CO3: Study the Indian media within this global context and examine the micro-aspects of Indian 

media – nationally and regionally – and its impact.  

CO4: Learn the context of conceptual ideas about media, communications and their evolution in 

tandem with the rise of media technologies historically 

CO5: Identify the patterns and future directions of the Indian media industries.  

  

 



 

  

  
        

This document is the Intellectual Property of University of Petroleum & Energy Studies and its contents 

are protected under the ‘Intellectual Property Rights’.  

 

 
 

Catalog Description 

This course provide students with an overview of the social, political and commercial dynamics 

that shape the Indian media and its emerging contours. It also introduces them to ideas about the 

media, its role in society and how media technologies have evolved and impacted societies 

globally. It studies the Indian media within this global context to provide perspective while also 

delving into micro-aspects of Indian media – nationally and regionally – and its impact.  

 

It is focused, in particular, on the social role, evolution, current state and future direction of 

Indian television, newspapers, advertising, telecommunications, digital media, OTT platforms, 

regulation and public policy. This will include key touch-points such as the symbiotic 

relationship between media and sport and other social practises which are intertwined with media 

businesses.  

The Indian story will discussed specifically in the context of conceptual ideas about media, 

communications and their evolution in tandem with the rise of media technologies historically. 

This includes comparative global trends – from United States to China -- on-going debates over 

linkages between print and politics, the relationship between liberal democracies and media, the 

uses of media in totalitarian states and the centrality of media in shaping global cultural forces 

like sport and music. It will also touch upon global conversation in academia and industry about 

the future of digital media, especially through mobiles and their impact on issues like citizenship, 

economic growth and development. This course is ideal for those interested in understanding 

modern India, political economy, emerging trends in media and its exploding opportunities.  

Course Content 

UNIT 1: Media Industries: An Overview    4 LECTURE HOURS 

Global overview of media industry- size, key players, future directions, and key debates.  

 

UNIT 2: Indian Television and newspaper                  6 LECTURE HOURS 

Television business, Economy of news production, TRP wars, digital shifts and news startups, 

hashtag journalism.  

UNIT 3 Sports media and Advertising                         6 LECTURE HOURS 

Sports broadcasting- history and key changes, Distribution of Sports on OTT platforms, Rise of 

e-sports, Indian advertising – satellite TV and ads, Digital advertising.  
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UNIT 4: Film business, telecom sector, and digital futures.     6 LECTURE HOURS 

Corporatization of Indian Cinema; Telecom policies, Rise of Social media, OTT platforms and 

economy 

 

UNIT 5: Public policy and regulation    6 LECTURE HOURS 

Broadcast regulation, Rules and guidelines on Digital media; GOI versus Twitter 

Recommended Text Books  

Lobato, Ramon. Netflix nations. New York University Press, 2019. 

Mertia, Sandeep. Lives of data: Essays on computational cultures from India. Institute of 

Network Cultures, 2020. 

Zuboff, Shoshana. The age of surveillance capitalism: The fight for a human future at the new 

frontier of power: Barack Obama's books of 2019. Profile books, 2019. 

Parker, Geoffrey G., Marshall W. Van Alstyne, and Sangeet Paul Choudary. Platform 

revolution: How networked markets are transforming the economy and how to make them work 

for you. WW Norton & Company, 2016. 

Modes of Evaluation: Continuous Evaluation using collaborative project, tests, AV projects, 

individual presentations, essay writing  . 

Examination Scheme: 

Components Attendance Video 

Essay 

Test Comparative 

long essay 

Weekly 

Blackboard 

discussion 

Final 

Project 

Weightage 

(%) 

20 10 15 15 10 30 
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SOMM 1003 Exploring Foundations of Communication L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites  

 

Course Objectives 

1. Develop a clear understanding of the basics of communication  

2. Examine theories, models & structures of communication  

3. Facilitate conversation around emerging trends in communication, media & culture 

4. Become well informed & read communication carriers and students 

 

Course Outcomes  

On completion of this course, the students will be able to 

CO1: Demonstrate a clear understanding of the basics of communication 

CO2: Understand the application of traditional communication theories to gain competitive 

advantage and take appropriate decisions is digital work environments 

CO3: Analyze the benefits delivered by understanding of models of communication, digital 

media networks & participatory communication 

CO4: Demonstrate how effective media theorization can integrate technological and human 

issues related to digital media organizational success. 

Catalog Description 

This course provides a survey of the basics of communication—from its definition to its various 

models and theories—that inform the media landscape including television, radio, film, mobile 

communication, and new media. The course examines the historical contexts and perspectives on 

media in the last century. Additionally, the course traces the interrelated nature of the media 

industries. 
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Course Content 

UNIT 1: Introduction to Communication                                              9 LECTURE HOURS 

What is Communication, Definitions, Process and Types; What Theory applies the most today? 

Barriers to Communication, 7Cs of Communication, Models of Communication – Basic and 

Advanced, Medium is the Message 

 

UNIT 2: Theories of Communication                                                     12 LECTURE HOURS 

                                                                                                                 

Bullet Theory, Two Step Flow theory, Multi Step Flow Theory, Cognitive Dissonance Theory, 

Uses and Gratification Theory, Cultivation Theory (Contemporary Advertising), Authoritarian, 

Libertarian, Soviet-Communist, Social Responsibility, Developmental, Democratic Participation 

 

 

UNIT 3: Introduction to Audio – Visual Communication                    12 LECTURE HOURS 

 

Socio-cultural history of visual communication, Forms of visual communication. Design 

principles and Visual thinking, Texts; Font, Typography, Language, Pictures; Algorithm and 

History, Evolution of Pictures, Evolution of Communication, Sound; Hubhopper, podcasting and 

radio; Video; AI,TikTok, Evolution of YouTube, Basics of Storytelling, Motion Storytelling 

 

UNIT 4: Future of Communication                                                        12 LECTURE HOURS 

Digital and Mobile Communication, Immersion, Interactivity, Narrative, Application technology, 

Data Communication & Networks, Visualization, Storytelling, Excavation, AR VR, Siri & Alexa 

 

Main Readings 

Marshal McLuhan; Medium is the Message 

Introduction to Mass Communication 
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Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

 

Components Show  

and tell 

Pop 

Quiz 

Class 

participation 

Weekly 

Blackboard 

discussion 

Media 

Reflection 

Final project 

Weightage 

(%) 

10 10 10 15 25 30 
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SMBA 1014 The Indian Polity: Democracy and the State L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites  

 

Course Objectives 

1. To enable an understanding of Indian political institutions and models of governance.   

2. To develop an in-depth understanding of key political parties and movements in Indian 

politics.  

3. To enable students to learn about key political debates on issues of caste, gender, 

coalitions, kisan movements, etc.  

4. To learn about the distinct character and challenges of the Indian polity’s 

 

Course Outcomes (COs) 

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

CO1: Understand and assess the governance systems in India, state institutions, and the political 

system.  

CO2: Understand the historical background of and elucidate key themes in Indian politics.  

CO3: Learn about the relationship between modern India, political economy, governance and the 

state and the challenges of public policy. 

CO4: Compare and distinguish the structures and key debates on the Indian polity with other 

global contexts.  

CO5: Identify the patterns and future directions of the Indian political system.  

Catalog Description 

This course will thematically introduce students to the evolution of governance systems in India, 

state institutions, the political system and its future direction. It will study the Indian polity, 

provide historical background and elucidate key themes in Indian politics such as federalism, 

Centre-State relations, the breakdown of the ‘Congress system’, the rise of Hindu nationalism,  

the profusion of regional and caste-based parties, coalition politics and the rise of new social 
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movements. It will critically analyse the evolution of key constituent organs of the state --

 Parliament, the judiciary, the bureaucracy and non-state actors -- and how they are evolving 

within a post-economic reform, post-media revolution context. While primarily drawing upon 

theoretical frameworks from political science, this is an interdisciplinary course covering a range 

of cross-cutting ideas. Relevant concepts and historical foundations will be provided in the 

course of discussing these issues.  

This course is ideal for those interested in understanding modern India, political economy, 

governance and the state and the challenges of public policy. This is an interdisciplinary course 

covering a range of issues cutting across various sectors. Relevant concepts, frameworks, and 

historical foundations will be provided in the course of discussing these issues.  

 

Course Content 

UNIT 1: Introduction to Indian Political Economy  6 LECTURE HOURS 

Global overview of political economy; key debates on political economy in India; Define and 

understand Indian nationalism, Indian Fedralism, Centre-State relations; Indian political makeup 

and key institutions 

 

UNIT 2: The Congress System                    8 LECTURE HOURS 

First Indian election, Nehru’s leadership and challenges of the independent India, The 

Emergency, rise and fall of UPA. 

 

UNIT 3 The Rise of the BJP                           10 LECTURE HOURS 

Origins of the BJP, Hindu nationalism, Coalition politics of the 1990s-2000s, Rise of Modi, 

politics of ideology.  

 

UNIT 4: The ‘other’       10 LECTURE HOURS 

Women and vote bank politics, Caste alliances, Dalit politics, Kisan Politics and reform 

movements.  



 

  

  
        

This document is the Intellectual Property of University of Petroleum & Energy Studies and its contents 

are protected under the ‘Intellectual Property Rights’.  

 

 
 

 

UNIT 5: Nationalism and Challenges                  4 LECTURE HOURS 

Regional parties and sub-nationalisms, Separatist movements,  challenges of governance and 

administrative structures.  

Recommended Text Books  

Jean Dreze, Amartya Sen, An Uncertain Glory: India and its Contradictions (New Delhi: 

Penguin, 2013) 

Ashutosh Varshney, India’s Improbable Democracy: Battles Half Won (New Delhi: Penguin, 

2013) 

Mehta, Nalin. The New BJP (New Delhi: Westland Publications, 2022) 

Christoph Jaffrelot, India’s Silent Revolution: The Rise of the Low Castes in North Indian 

Politics (New Delhi: Penguin, 2003) 

Modes of Evaluation: Continuous Evaluation using collaborative projects, group presentations, 

transcription, essay writing. 

Examination Scheme: 

Components Attendance Short 

Essay 

Final 

Project 

Weekly Blackboard 

discussion 

Group 

presentation 

Weightage 

(%) 

20 20 40 10 10 
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SOMM 1004 Fundamentals of Social Media L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure NA 

Co-requisites NA 

 

Course Objectives 

1. Develop critical thinking tools in understanding the basics of Social Media  

2. Examine how various social media debates & properties around us are changing culturally, 

economically & politically because of the immersive experience of the information society  

3. Encounter & address latest debates/controversies that surround these realms  

4. Read, Examine & Develop an Opinion on topics discussed through the semester 

 

Course Outcomes  

On completion of this course, the students will be able to 

CO1- Learn about the basics of social media advertising, marketing & reporting  

CO2- Effectively identify and explain how these platforms interact with audiences, the market & 

brands  

CO3- Learn about new ways of social media campaign planning  

CO4- Define the role of new age social media platforms  

CO5- Enable students to understand the dynamics of branding & product marketing  

CO 6- Enable students to understand the basic workflow for social media operations 
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Catalog Description 

This course is designed to provide students a comprehensive fundamental understanding of the 

social media world. What is it? How does it work? How is a campaign designed? How is it 

marketed & advertised are some of the questions we will be exploring through the semester. The 

basics of social media engagement and objectives along with its intersection with funding & 

marketing will prepare students to plan their content strategy for the influencer or corporate 

market. Social listening & learning for audience engagement and insights will help students to 

navigate the social media systems more concretely.  

Among other things, at the end of the semester, students will be able to understand the working 

of social media platforms, plan a 360 degree digital media campaign, examine the audience 

demographics & develop an understanding of analyzing social media insights to understand how 

talking, listening and reporting transition differently from offline to online. 

Course Content 

UNIT 1: Introduction to Social Media                                                   5 LECTURE HOURS 

History of social media marketing & advertising ● Why is social media engagement important? 

● Creating a customer-centric social strategy ● Exemplary brands in social media ● Inbound vs. 

outbound marketing ● Social technographics ladder ● How social networks spread and shape 

information and influence ● Rules of engagement: best practices for professional and ethical 

social media marketing ● Use the SMART objective 

framework                                                                                         

 

UNIT 2: Social Media Platforms; Marketing Strategies                      5 LECTURE HOURS 

Social Listening ● Introduction to social Listening ● How to Build a Social Listening Strategy  

● Tools for Social Listening Social media strategies ● Developing a social media strategy  

● Developing a social media channel strategy ● Developing a social media campaign strategy 

Selecting social platforms & funding them ● Aligning your audience and social platforms  

● Paid, Owned & Earned Media ● Funding your social media channels Influencer marketing  

● Research and identify your influencers ● Engaging influencers in your marketing campaign  

● Measuring influencer activity                                                                                    
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UNIT 3: Social Media for Campaign Planning & Customer Service    6 LECTURE HOURS 

 

Planning your social media content ● Defining content pillars ● Content format Planning social 

content ● Reactive and planned social media content development ● Tips for implementing your 

content plan Audience Engagement on social media ● Engaging with audiences & Interacting 

with customers on Social Media - blurring of roles ● Social media operations; social media for 

engagement & customer service ● PR disasters, recovery & contingency ● Compliance, 

regulation & grievance readressal mechanism 

                                                                                                     

UNIT 4: Social Media Toolkit; Analytics & Insights                             8 LECTURE HOURS 

Analytics & Insights I ● Introduction to social media analytics & insights ● Test & learn on 

social media; Analytics & Insights II ● Developing insights and communicating with 

stakeholders 

 

ASYNCHRONOUS TEACHING                                                                                 6 HOURS 

Main Reading 

SAGE Handbook of Social Media  

Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

Components Attendance Pop 

Quiz 

Class 

participation 

Design a 

campaign 

Mind map 

summaries 

Final project 

Weightage 

(%) 

10 5 10 25 10 35 
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SDCS 1029 

 
Creative Writing  

L T P C 

    3 0 0 3 

Pre-requisites/Exposure    

Co-requisites    

 

Course Objectives:   

 

1. To enable an understanding of creative writing and its significance in all forms of 

storytelling, multimedia formats and news journalism.   

2. To develop an in-depth understanding of the principles of writing and its application 

across multimedia platforms.   

3. Acquiring the skills in the art of an interview, learning about different points of view and 

how to incorporate into the writing.     

4. To understand that the fundamentals of creating news/content, learning empathy and 

sensitivity while being focused on the objective of completing the writing task 

satisfactorily, fulfilling all the criteria of collecting news and information and 

communicating it effectively.   

5. To learn about the ethical practices of writing, storytelling and its applications in 

news/media publishing.   

  

Course Outcomes (COs):  

CO1 - Learn how to observe and gather facts, before drafting an article/story.   

CO 2- Learning about oral history and how to conduct interviews/recording oral testimonies as a 

preliminary to a written piece.   

CO3 - Learn about ways of seeing / perspective.   

CO4- Learning methodology about writing, such as gathering information, creating a structure, 

offering analysis (if required) and concluding remarks.   

CO5 - Factchecking for nonfiction articles and fiction.   

CO6 - Ethics of writing.   

CO7 - Significance of storytelling and its impact.   

CO8- To briefly touch upon the “application”/ use of writing across formats using the skills 

acquired. The formats can vary from printed articles/newspapers, articles in print/ 

books/anthologies, essays, digital articles, podcasts, scripts, blogging, etc.   

  

Catalogue Description  

  

This course focusses upon the significance of skills required for creative writing, an essential 

component of media. It closely kinds of writing styles, its applications, its forms and its 

significance to media professionals across formats and platforms. It is an essential skill in the 

twenty-first century for effective communication and conveying information that is easily 

understood and consumed, across print and electronic devices. The impact of good storytelling 

techniques is immeasurable. Students will learn about the different kinds of storytelling, essay 
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writing, oral history, interviewing, fact checking, its applications in the newsroom and across 

multimedia platforms.   

  

  

Course Content  

UNIT 1: Creative writing: An Overview              6 LECTURE HOURS  

Features of creative writing: Fiction, non-fiction and other categories such as translation.   

  

UNIT 2: Types of creative writing w/ emphasis on autobiography     9 LECTURE HOURS  

Types of creative writing, with emphasis on autobiographies. Learning how to write 

autobiographical essays, making the pitch, peer review and receiving constructive criticism.   

  

  

UNIT 3: Ethics and elements of writing/storytelling  12 LECTURE HOURS  

Ethics of writing with special focus on non-fiction writing, fact checking, plagiarism and 

copyright. Elements of storytelling. Structure of an essay.   

  

UNIT 4: Art of an interview/oral histories    9 LECTURE HOURS  

Art of conducting an interview, documenting oral histories, acknowledging and including diverse 

perspectives.   

  

UNIT 5: Reportage and Project     9 LECTURE HOURS  

Interviewing, analysing and reporting in a brief article. Preferably avoiding the use of the first-

person technique. Sharing story pitches in class, peer review, constructive feedback etc.   

  

 

Computer lab:  Introduction to Basic Computer Applications (HTML, Website creation, and 

MS office tools) (SoCS) [To be updated by the end of the even semester] 
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SMBA 1013 Critical Analysis of Media Platforms L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure NA 

Co-requisites NA 

 

Course Objectives: 

1. Introduction to different media platforms 

2. Discover the difference between traditional and online platforms 

3. Create and operate different handles/accounts on social media 

4. Develop writing skills for social media platforms 

5. Learn how to manage and update social media handles 

 

Course Outcomes (COs): 

CO1- Learn the importance of tailoring messages depending on the platform and audience. 

CO2 – How to write the same message differently for platforms without losing the core idea. 

CO3- Learn different ways of communication using languages for impactful dissemination  

CO4 – Develop the ability to choose the right platform depending on content and audience 

  CO5- Enable the ability for lateral thinking and instinct for quick decision making in practical 

situations 

 

Catalogue description:  This course aims at practical training for the student to adapt to 

different mediums, be focussed on the audience and craft a message to suit the strengths of a 

medium or digital platform.  The course will create a broad framework of aspects that are 

essential for such a thinking process and offer a foundational understanding of key areas that can 

help experimentation in a digital environment. We will also explore emerging trends, including 

Artificial Intelligence, and how to create messaging in the future. A key aspect is to train the 

students to develop an instinct for lateral thinking in real life situations. 

Course Content: 

 Unit I:  THE CONTENT; What, Why, Where?  9 LECTURE HOURS 

Introduction to Basics of Content, Understanding what is content? What is “good” content? What 

is “exclusive” content? Learning how to write an article or record a video or create something 

out of it. 
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Unit II:  THE AUDIENCE; Who, When, Where?                  9 LECTURE HOURS 

Why is it important to know your audience? Introduction to BARC, TRP system, and Readership 

Surveys in India. How can you find your audience?  

Unit III: THE LANGUAGE;  It’s more than just words?      9 LECTURE HOURS 

What is language? Discussion on different types of languages. How does mixing languages 

work? Does good language depend on the audience? Analysis of real examples from online 

English and Hindi websites. 

Unit IV:  THE MEDIUM AND THE PLATFORM; Understanding them to exploit their 

potential                     9 LECTURE HOURS 

How is the same story done differently? Editorial challenges between the three platforms, ability 

to correct or delete etc. Writing a story for a TV, Online and Print platform. How to craft the 

same message for Twitter, FB, Instagram, Snapchat etc 

Unit V: What’s Next? Emerging trends for the future and being ready for them 

   9 LECTURE HOURS 

Practical Workshops on live posting of messages on social media accounts and blogs. How to 

assimilate feedback and learning. Emerging trends AI, and the challenges it poses. AI and what 

that does to our communication? 

Modes of Evaluation:  Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

Class Participation: 15% 

Weekly Blackboard Discussion: 20% 

Practical content creation exercise: 25% 

Unit wise test with real situations: 25% 

Final presentation: 15% 

Special Course Needs:  

All students need to create Facebook, Twitter, Instagram accounts and create a blog. These 

accounts and blogs will be evaluated at the end of the course. 
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SLLS 0102 Learning How To Learn L T  P  C 

  2 0 0 2 

Pre-requisites/Exposure -- 

Co-requisites -- 

 

Course Objectives:  

The objectives of this course are: 

• To facilitate the process of inquiry through a need to know and explore a wide variety of subject 

matter that may or may not be linked to the learners chosen specialism or area of interest.  

• To analyze and understand how learning takes place using both cognitive and motor skills. 

• To appreciate that the learning process is as important as the content. 

• To develop the knowledge and skills of becoming a competent learner 

 

Course Outcomes: 

 Knowledge & Understanding: 

After completing this course, you will be able to: 

CO1. Define the basic qualities of a life-long learner. 

CO2. Understand the process and elements of inquiry-based learning. 

CO3. Identify, contextualize and discuss the learning tools needed to be a lifelong learner of diverse 

subjects and self-driven goal-oriented learning. 

CO4. Respond to new learning content and develop concepts using the understanding of the learning 

process and tools 

Skills and Attributes: 

CO5: Use a range of basic inquiry-based techniques to draw on appropriate sources in the development of 

a response to a problem.  

CO6: Choose and employ appropriate practice tools in the execution of a project/coursework.  

CO7: Critique and articulate responses to project work undertaken by self and by others. 

 

Catalog Description: This course explores and attempts to equip learners to become conscious about the 

learning process beyond the cognitive functions of knowledge, understanding and application of subject 

content. It aims at enabling students to consciously use curiosity, deductive reasoning, inquiry, 
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perspective and argument in exploring a variety of diverse subjects and theories thereby developing a 

lifelong learning habit.   

 

Course Content 

1. Learning through inquiry                                                                                            8 hours 

a. Elements of inquiry based learning: question, investigate, use evidence (to describe, explain, 

and predict), evaluation and response/findings. 

b. Types of inquiry: Confirmation inquiry, Structure enquiry, Guided inquiry and Open inquiry  

2. The learning process                                                                                          6 hours 

a. Interactive components of the learning process: attention, memory, language, processing and 

organizing, writing and synthesizing.  

3. Learning tools                                                                                                       6 hours 

a. Basic tools that help learning: reading, writing/annotating, exploring, experiencing, 

experimenting, applying, practicing, memorizing. 

b. Exploring learning tools: Focused modes of thinking, Chunking, Recall, Pomodoro 

Technique, Journaling 

4. Collaborative learning                                                                                         6 hours 
Learning through peer and self-exploration of  diverse and challenging subject 

a. Developing the lifelong learner 

b. Self-driven goal oriented learning 

5. PROJECT  and E- portfolio Submission                                                              4 hours 
 

 

Text Books / Reference Books:  

Textbooks 

¶ Stanley, J. (2011). Know How. Oxford University Press. ISBN: 9780199695362. 

¶ Oakley, B. (2017). Mindshift: Break Through Obstacles to Learning and Discover Your 

Hidden Potential. TarcherPerigee (Amazon/Kindle Ed.) 

Reference Books 

¶ Kosslyn, S.M., & Rosenberg, R.S. (2007). Psychology in Context. Pearson. ISBN: 

9780205507573 

¶ Minskey, M. (1986). The Society of the Mind. Simon & Schuster. ISBN: 978-0671657130 

JOURNALS AND ARTICLES (Will be uploaded on LMS) 

https://www.emeraldgrouppublishing.com/sites/default/files/2020-01/ejournal-subject-brochure-

HRLOS_0.pdf 

WEB SOURCES  

TED Talks: 

¶ The Life Long Learner – Bernie Dunlap  

¶ The Nerd’s Guide to Learning Everything Online – John Green 

How to learn a new language: 7 secrets from TED Translators 

https://www.emeraldgrouppublishing.com/sites/default/files/2020-01/ejournal-subject-brochure-HRLOS_0.pdf
https://www.emeraldgrouppublishing.com/sites/default/files/2020-01/ejournal-subject-brochure-HRLOS_0.pdf
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Modes of Evaluation: Quiz +e-portfolio + project 

Examination Scheme: 

Components QUIZ E-PORTFOLIO PROJECT Total 

Weightage (%) 20% 30% 50% 100 

Relationship between the Course Outcomes (COs) and Program Outcomes (POs) 

PO/C

O 

PO

1 

PO

2 

PO

3 

PO

4 

PO

5 

PO

6 

PO

7 

PO

8 

PO

9 

PO1

0 

P

O 

11 

PO1

2 

PSO

1 

PSO

2 

PSO

3 

CO1      -   -   3    

CO2      3   3   3    

CO3      3   3   3    

CO4      3   3   3    

CO5      3   3   3    

CO6      3   3   3    

CO7      3   3   3    

Avera

ge 
     2.6   2.6   3   

 

                

1=Weak        2=Moderate        3=Strong 
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SLLS 0101 Living Conversations L T  P  C 

  2 0 0 2 

Pre-requisites/Exposure -- 

Co-requisites -- 

 

Course Objectives: 

The objectives of this course are: 

• Encourage critical self-reflection so as to develop empathy and clarity of expression for 

exchange of individual and organizational ideas and information.  

• Enable qualities of deep listening and clear and concise communication skills.  

• Apply and practice varied platforms and tools of communication both formal and informal.  

• Appreciate and practice collaborative communication in a given environment and context. 

 

Course Outcomes: 

Knowledge & Understanding: 

After completing this course, you will be able to: 

CO1. Understand the importance of being empathetic and the role of clarity in the expression.  

CO2. Identify appropriate strategies to improve one's ability to express, listen and to understand people in 

a given situation and context. 

CO3. Use speaking, writing and listening skills to create more effective and productive professional and 

personal relationships 

CO4. Build collaborative relationships that emphasize cross cultural understanding. 

Skills and Attributes: 

CO5: Use a range of basic and advanced communication skills, both verbal and non-verbal to engage, 

inquire, ideate, collaborate and co-create.  

CO6: Choose and employ appropriate practice tools in the execution of a project/coursework.  

CO7: Critique and articulate responses to group and individual work undertaken by self and by others. 

 

Catalog Description: Living Conversations is a life skill course that empowers and enables learners to 

exchange, empathize, express, ideate, create and collaborate in any given situation - professional or 

personal. It aims at enabling students to converse confidently and participate in a variety of discussions 
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appropriately in different situational and cultural contexts, making them an influential communicator. 

 

Course Content 

6. Basics of Communication                                                                                                   6 hours 

Introduction to the course, Importance, use and its application in life (personal as well as 

professional), Basics of Communication with Practical Examples (need – principles - process – 

model), Introducing Types of Communication (Verbal & non-verbal), Types of non-verbal 

communication & its importance in overall communication. 

 

7. Setting Communication Goals & Avoiding Breakdowns                                               4 hours 

Communication goals, creating value in conversations, Internal & external factors impacting our 

conversations, Communication breakdowns and how to address them. 

 

8. Communication Styles                                                                                                         4 hours 

Recognizing your style and the styles of others, closing communication gaps, being flexible without 

compromising one’s identity. 

 

9. Listening for Improved Understanding                                                                             4 hours 

Importance, Active & Passive listening, Barriers, Benefits, Features & Examples of Active Listening, 

Verbal and non-verbal signs of active listening skills, Tools & Tips for Practicing Active Listening.                

                                                                                     

10. Emoting, Enunciating & Expressing                                                                                    4 hours 

Intonation, Enunciation & clarity, Expressions – verbal and written), Calibrating the variance between 

what you want and what you express, Speaking through silence.      

                                                                                              

11. Cross-cultural Communication: navigating beyond boundaries                                 4 hours 
Developing greater sensitivity to cultural differences, Building greater accountability and trust on 

virtual teams, Uncovering hidden assumptions, Recognizing filters in oneself and others. 

 

12. PROJECT  and E- portfolio Submission                                                                              4 hours 
 

 

Text Books / Reference Books:  

Textbooks 

¶ Hargie, Owen (ed.) (2018). The Handbook of Communication Skills. Routledge. London. 

¶ Anderson, Peter & Guerrero, Laura. Handbook of Communication and Emotion. 1st Edition. 

Elsevier. 

¶ Bordia Crossman, Bretag. Communication Skills. Tata Macgraw Hill.  

¶ Tuhovsky, Ian. The Science of Effective Communication. 

¶ Murphy, Herta, Thomas, Jane P. Effective Business Communication. Tata MacGraw Hill 

 

JOURNALS AND ARTICLES (Will be uploaded on LMS) 

¶ Patterson, Kerry et.al. (2011) Crucial Conversations Tools for Talking When Stakes Are High. 

MacMillan. Switzerland. 
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¶ A Theory of Goal Oriented Communication: 

https://www.researchgate.net/publication/220138297_A_Theory_of_Goal-

Oriented_Communication  

 

WEB SOURCES  

1) Effective Communication http://www.free-management-ebooks.com/dldebk/dlcm-effective.htm   

2) Active Listening http://www.free-management-ebooks.com/dldebk/dlcm-active.htm  

TED Talks: 

https://www.ted.com/playlists/211/the_art_of_meaningful_conversa 

 

Modes of Evaluation: Project + E-Portfolio + Mega Quiz  

Examination Scheme: 

Components PROJECT E-PORTFOLIO MEGA QUIZ Total 

Weightage (%) 50% 30% 20% 100 

 

Relationship between the Course Outcomes (COs) and Program Outcomes (POs) 

 

PO/C

O 

PO

1 

PO

2 

PO

3 

PO

4 

PO

5 

PO

6 

PO

7 

PO

8 

PO

9 

PO1

0 

P

O 

11 

PO1

2 

PSO

1 

PSO

2 

PSO

3 

CO1                

CO2                

CO3                

CO4                

CO5                

CO6                

CO7                

Avera

ge 
              

 

 

1=Weak        2=Moderate        3=Strong 

 

 

 

https://www.researchgate.net/publication/220138297_A_Theory_of_Goal-Oriented_Communication
https://www.researchgate.net/publication/220138297_A_Theory_of_Goal-Oriented_Communication
http://www.free-management-ebooks.com/dldebk/dlcm-effective.htm
http://www.free-management-ebooks.com/dldebk/dlcm-active.htm
https://www.ted.com/playlists/211/the_art_of_meaningful_conversa
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 CSEG 1115 Computer Lab I L T P C 

        4 2 

Pre-requisites/Exposure    

Co-requisites    

Course Description  

This lab deals with the introduction of HTML, XML, MS Word, MS PowerPoint, MS Access,  

Web programming.   

2. Course Content  

∙ Design a questionnaire using a word processing package to gather information. ∙ 

Design a presentation using MS PowerPoint to effectively showcase an idea.  ∙ 

Create a HTML web page to show personal information.  

∙ Creating mailing labels Using Label Wizard, generating label in MS WORD ∙ Create a 

database in MS Access to store the information with the required fields using  MS access  

∙ Design a form in MS Access to view, add, delete and modify the record in the database ∙ 

Creating invoice table using – MS Access  

∙ Information storage and retrieval using MS Access  

∙ Creating and working with queries in MS Access  

∙ Exporting Tables, Queries, Forms and Reports to web pages  

∙ Exporting Tables, Queries, Forms and Reports to XML pages  

3. Course Outcomes: At the end of course, the students will be able to - CO1: Design a 

questionnaire using word processing package to gather information and a form  in MS Access to 

store that information. 

1  

CO2: Create mailing labels, database, invoice table and queries in MS Access. CO3: 

Exporting tables, queries, forms and reports to web and XML Pages. CO4: Design form in 

MS Access to view add delete and modify the record in database.  
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4. Methodology  

∙ Participative lectures to set in conceptual clarity by power point presentation,  videos 

and white board.   

∙ Contextual Problems solving in tutorials.  

∙ Quizzes/ class test  

∙ Flipped Learning Classes  

∙ Anything that is relevant for the course  

5. Reference Book  

1. Computer Fundamentals – Sixth Edition – Pradeep. K. Sinha, Priti Sinha, BPB  Publications.  

2. Computer Fundamentals – Anita Goel, Pearson India Publications. 3. Microsoft office 

Access - 2003, Application Development Using VBA, SQL Server,  DAP and Infopath – 

Cary N.Prague – Wiley Dreamtech India (P) Ltd., 4435/7, Ansari  Road, Daryagani, New 

Delhi – 110002 
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SOMM 1005 Writing and Reporting for Digital Media 

Prerequisites/Exposure NA 

Co-requisites NA 

 

  

Course Objectives:   

1. The course offers a practical training program for the student to ideate and create a 

professional blog space which can be scaled up.   

2. The course teaches the student to understand the concept of a Target Audience and tailor 

content accordingly.   

3. Students will learn the importance of using the right language to engage with their 

audience and think differently in different languages.   

4. Students will create social media accounts and learn to tailor messages for different 

platforms to promote their blog content.   

5. Students will also learn to work in a team to professionally manage their digital 

publication.   

 

  

Course Outcomes (COs):  

 

CO1:  Learn structured ideation and information gathering before creating a Digital 

publication.    

 

CO2: Learn the importance of tailoring a message depending on the medium, 

platform and audience.    

 

CO3: How to re craft the same message differently for different platforms and 

languages without losing the core idea.   

 

CO4: learning to engage the audience, seek feedback and evolve the identity and 

content along with awareness of different ways of communication and languages to 

create more impactful dissemination    

 

CO5: Inculcate an instinct for lateral thinking and quick decision making in practical 

situations   

 

CO6: Make the student industry ready to ideate and mange digital platforms.    
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Catalogue Description:   

  

This is a hands-on course where the student creates a multi lingual digital entity, posts written 

content consistently and learns to promote it on social media platforms. In doing so, the student 

learns to think ‘out of the box’ and adapt to different circumstances and audience tastes. The 

student also learns to think differently in different languages and understands the relationship 

between the content creator, language and the audience. The student also learns essential 

elements that give content the potential to go viral and create audience engagement.  

   

 

Unit 1:    UNDERSTANDING BASIC CONCEPTS: CONTENT, AUDIENCE AND 

LANGUAGE    6 Lecture Hours   

  

Unit 2:  CREATING AN IDEA, TAILORING THE LANGUAGE AND CHOOSING A 

PLATFORM ON THE BASIS OF UNDERSTANDING THE TARGET AUDIENCE  

6Lecture Hours + 6hours of Workshops  

  

Unit 3:  RE THINKING AND RE CRAFTING THE MESSAGE FROM A MULTI LINGUAL 

APPROACH.  

6 Lecture Hours + 6 hours of Workshops   

  

UNIT 4: LEARNING A MULTI PLATFORM PRESENCE AND PROMOTION. LEARNING 

HOW TO IMPROVE IMPACT BY CROSS PROMOTING CONTENT THROUGH 

DIFFERENT PLATFORMS.    

  

6 Lecture Hours + 6 hours of Workshops  

  

UNIT 5:  HOW TO STAY AHEAD OF THE CRUVE: EMERGING TRENDS AND HOW 

CRITICAL THINKING AND ADAVANCE INFORMATION CAN HELP CONTINUED 

SUCCESS.     

  

3 Lecture Hours   

  

  

  

Suggested Readings:   

  

Zuckerman, Ethan, Mistrust, W.W.Norton and Co., 2020  

  

Kane, Brendan, One Million Followers, BenBella Books, 2018  
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Special Course needs:   

  

All students to create one blog in English and another in any second language of their 

choice. They will also have to create accounts to promote the blog in social media platforms 

(These accounts and blog will be evaluated at the end of the course)  

  

  

Evaluation and grading breakdown:  

Class participation: 10%  

Practical content creation exercise / creating a blog and running social media handles and making 

a final presentation of work done : 40%  

Frequency of content and multilingual effort: 40 %  

Effort for engaging the audience and collating feedback 10%  
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SOMM 1006 

The Indian Economy: Key Principles and 

Introduction 

L T P C 

    3 0 0 3 

Pre-requisites/Exposure    

Co-requisites    

 

Course Objectives  

This course introduces students to key concepts, questions and themes that have animated the 

study of the political economy of independent India. It seeks to equip students with a conceptual 

tool kit that helps them get an overarching view of the federal institutions in India, political 

economy of centre-state transfers, reforms, urbanization and the neoliberal turn.  

 Course Outcomes (COs)  

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

CO1: Understand key moments of independent Indian economy  

CO2: Understand the structure, institutions and legacies in the shifts and continuities in the 

political economy of India since independence  

CO3: Situate the general trends against the regional political contexts  

CO4: Critically examine the economic moves, policies, and patterns by engaging with both 

the academic and journalistic writings.  

CO5: Go beyond the textbooks and engaging with grounded research to understand  

people’s opinions, engagement, and critique of the economic trends.  

Course Content  

UNIT 1:  

Introduction to political economy: key debates   3 LECTURE HOURS  

UNIT 2:   

Centre-state finances                                         3 LECTURE HOURS  
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UNIT 3:                                                                                               6 LECTURE HOURS  

Budget. 

UNIT 4:   

The Post-Independence Political Economy: select themes.                   6 LECTURE HOURS  

  

UNIT 5:                                                                                                  3 LECTURE HOURS  

 Agrarian questions, farm laws and farmers’ movements.                                                                  

UNIT 6:   

Politics of Reforms and Liberalization                                                    6 LECTURE HOURS  

UNIT 7:  

Urbanization and the new economy                                                        3 LECTURE HOURS      

UNIT 8:   

Social Welfare Schemes and Digitization.                                              8 LECTURE HOURS 

Recommended Text Books   

Jayal, N.G. and Mehta, P.B., 2010. The Oxford companion to politics in India. Oxford University 

Press.  

Mishra, N.K., 2017. R. Nagaraj and S. Motiram (eds.): Political Economy of Contemporary 

India.  

Fernandes, Leela. 2006 India's new middle class: Democratic politics in an era of economic 

reform. Minneapolis: University of Minnesota press.  

Mukherji, R., 2014. Political Economy of Reforms in India: Oxford India Short 

Introductions. OUP Catalogue.  

 

Modes of Evaluation: Continuous Evaluation using collaborative project, individual 

presentations, group presentations, short (op-ed style) and long research essay writing.  
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Examination Scheme:  

Components Class attendance, 

participation and weekly 

blackboard discussion 

In-class group 

presentation and 

individual op-ed style 

essay on assigned topic: 

Midsem 

Research 

Essay 

Final group 

project 

Weightage (%)  15 25 30 30 
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Course Objectives 

1. Develop a clear understanding of Regulations of top Social Media giants in the country  

2. Examine laws, bills & ethics related to media and journalistic professions  

3. Facilitate conversation around Cyber laws, Cybersecurity & Cyberbullying  

4. Become legally informed information and communication carriers and students 

 

Course Outcomes  

On completion of this course, the students will be able to 

CO1: Demonstrate a clear understanding of the concepts related to media laws in India 

CO2: Understand the application of new media regulations; especially in the OTT, space to gain 

competitive advantage and take appropriate decisions is digital work environments 

CO3: Analyze the benefits delivered by understanding of media ethics, regulation and 

sensitisation 

CO4: Demonstrate how effective media regulation can integrate technological and human issues 

related to digital media organizational success. 

Catalog Description 

 

This course is designed to introduce laws, bills and acts in India related to the functioning of 

different forms of Media. For this, we have developed a combination of resources of 

International discourse, latest case studies and up to date examples from across the world that 

give you a global perspective on the topics we study each week. Among other things, at the end 

of the semester, students should be able to examine and understand the laws regulating the social 

media platforms they interact with every day, associate media laws and regulations with 

Artificial Intelligence and have a broad understanding of how different laws, acts and bills 

regulate the media and journalistic professions in our country.  

 

Broadly, the course covers two themes: media law and your everyday relationship with it in 

relation to your activity on social media and regulations around it and laws, bills & acts in India 

SOMM 1007 

 
Media laws: Regulation, governance, and Ethics 

L T  P  C 

Version 0.0  2 0 0 2 

Pre-requisites/Exposure  

Co-requisites  
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related to various media and journalist professions. This further is spread in four Units. Unit 1, 

spread across first two weeks introduces students to the basics of legal studies; types of laws, 

sources of law etc. We also answer the question; why is it imperative for Media Professionals 

today to be aware of legal procedures in their country and outside of it. Further, in Unit 2, we 

dissect the contemporary Social Media platforms like YouTube, Instagram, Google and many 

more, and understand their regulatory framework globally and within India. Spread across 4 

weeks, dissects in details the policy and regulatory frameworks put in place by top giants in the 

Social Media world. After Unit 2, we focus on more technical aspects of Laws, Bills & Acts 

important to media professions, more specifically in Unit 3 and in Unit 4, we analyse the general 

regulations around media practices and the operation of the same in the digital domain touching 

on Netflix and other OTT Players 

 

Course Content 

UNIT 1: LAW & YOU                                                                               6 LECTURE HOURS 
Introduction, Understanding the Legal System, Sources of Law & Types of Law, History of 

Media Law in India, Introduction to Ethics, Introduction to the Indian Penal Code 

 

UNIT 2: Social Media: Regulation, Privacy and Guidelines                  5 LECTURE HOURS 
YouTube, Instagram, Facebook, WhatsApp, Twitter, Snapchat, Telegram, Google Chrome, 

Google Cloud, Gmail, Media Laws & AI, Introduction to Copyright Act 1957 

 

 

UNIT 3: Ethics & Journalistic Professions: Who controls the OTT? 

                                                                                                                      8 LECTURE HOURS 
Defamation & Legal Procedure in Defamation; Fake News, IT Act, Self-Regulation, NBA, IBF, 

NBSA, BCCC, OTT Platform regulation 

 

UNIT 4: Law, Bills & Acts related to Media Practice                             6 LECTURE 

HOURS 

Information Technology Act 2000, Freedom of Information Bill 1998, 2000 & RTI, Fake News, 

Self-Regulation & Norms of Journalistic Conduct – NBA, IBF & Digital Regulation, Case Study 

and Decisions – Arnab Goswami Case 100 Cr; Prashant Bhushan case, OTT Platform 

Regulation: Where do regulatory actions for these platforms get addressed, Case Study: Tandav 

& Mirzapur 

 

PRESENTATIONS                                                                                                   3 HOURS 

 

BB Discussions                                                                                                             2 HOURS    
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Main Readings 

Laws of the Press in India by Durga Das Basu Prentice Hall, Delhi  

Indian Press Laws by Radhakrishnamurthi India Law House 

Media & Press Laws by Gaurav Oberoi  

Press Laws & Media Ethics by Anil K Dixit Reference  

Press Media & Ethics by S. K Aggarwal Shipra Publication 

History of press, press laws and communications - By BN Ahuja  

Mass Media laws and regulations in India - Edited by Venkat Iyer  

Media Ethics - By Barrie MacDonald and Michel Petheram 

 

Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

Components BB 

Discussions 

Assignment 

10 

Attendance & 

Class 

Participation 

Law 

Case 

Study 

Surprise 

QA 

Final 

Assessment 

Weightage 

(%) 

15 10 15 20 10 30 
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Course Objectives 

1. Develop critical thinking tools in understanding Digital Media technologies  

2. Think about Digital Media debates for Industry, Culture and Interpersonal Relationships 

3. Encounter & address latest global issues/controversies that surround these realms  

4. Read, Examine & Develop discussion on topics discussed through the semester 

 

Course Outcomes  

On completion of this course, the students will be able to 

CO1: Demonstrate a clear understanding of the concepts related to new media 

CO2: Understand the application of new media technologies to gain competitive advantage and 

take appropriate decisions is digital work environments 

CO3: Analyze the benefits delivered by understanding of new media production, distribution and 

issues related to ethics, values and diversity in the new media industry. 

CO4: Demonstrate how effective leadership and management excellence can integrate 

technological and human issues related to organizational success. 

Catalog Description 

 

This course is designed for you to better understand the transformative nature of the digital 

landscape and question the disruption caused by it, specifically in the realms of Industry, Culture 

& Society. For this, we have developed a combination of resources of International discourse, 

latest case studies and up to date examples from across the world that give you a global 

perspective on the topics we study each week. Among other things, at the end of the semester, 

students should we able to define ‘new media’ as per their understanding, address its application 

in social life and introspect the cultural industries, which it is slowly changing.  

 

In the first Unit, spread over three weeks, we try to understand some key concepts around New 

Media, which will set the foundation to the course for the rest of the semester and equip you with 

principles and ideas that you will be able to apply in the remaining three units. Next, from weeks 

SMPC 1001 Introduction to Digital networks: Social 

transformation and disruption 

L T  P  C 

Version 0.0  2 0 0 2 

Pre-requisites/Exposure NA 

Co-requisites NA 
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4-5 we cover Unit 2 that has a direct relation to Industry; the economics behind it, working in it 

and the evolution of basic functions of production & consumption since the advent of New 

Media. In Unit 3, we touch upon the intersection of New Media with our everyday culture; with 

relationships, trolling, hatred, fandom & self-presentation. This unit becomes crucial in defining 

how our everyday relationship with new media (micro) is understood from a broader (macro) 

lens. Last, in Unit 4 we see the play of Politics, Privacy, Identity and Digital labor in the new 

‘Digital Society’ and make sense of how each of these ideas are shaping up in the new world of 

technology.  

 

We aim to churn out young professionals who are aware of New Media in its holistic nature and 

are equipped to solve real life problems as a result of studying this new age course, crafted, 

keeping in mind the utility of concepts in the New Information Age. 

 

Course Content 

UNIT 1: Introduction to New Media                                                        6 LECTURE HOURS 

Understanding the New Media Landscape, Interconnectedness between Social Life & 

Technology, Historicizing ‘New’ Media in Everyday Life, From Hypertext to Hype: The 

Internet’s Past 

 

UNIT 2: New Media & Industry                                                               8 LECTURE HOURS 
Digital Economics: Is Internet free? Reimaging Production & Distribution, Working in ‘New 

Media’, Platform Governance & Regulation 

 

 

UNIT 3: New Media & Culture                                                                 8 LECTURE HOURS 
Fandom & Participatory Culture, Interpersonal Relationships, Deviance, Hate & Trolling, Social 

Media & Self Presentation, Social Media Fame & Celebrity Culture 

 

UNIT 4: New Media & The ‘Digital’ Society                                           8 LECTURE HOURS 
Identity: Gender, Sexuality & Class, Politics: News & Information in the Age of Algorithm, 

Digital Labor & The Public Sphere, Privacy & Surveillance: Big Data & Tracking 

 

Main Readings 

 

SAGE Handbook of Social Media 

SAGE Handbook of New Media 

The Qualified Self 
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Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

¶ Attendance and Class Participation 20% 

¶ Intent of Improvement 10% 

¶ Weekly Discussions on Blackboard (12x5) 60% 

¶ Test/Essay 10% 
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MKTG2001 Marketing Management L T  P  C 

Version 0.0  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites  

 

Course Objectives 

 

1.  To understand the various marketing terms and concepts.  

2. To identify factors and processes essential for designing the marketing strategy. 

3. To apply marketing concepts and theories to realistic marketing situations. 

4. To analyse and examine the implementation of marketing mix and strategy in the overall 

business strategy of the organization. 

 

Course Outcomes  

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

CO1: Identify the various marketing variables and describe them in the marketing strategy of the 

business firms. 

CO2: Explain the relevance of various marketing environment variables and interpret them for 

designing marketing strategy for business organizations. 

CO3: Apply the appropriate combinations of marketing and consumer behaviour concepts to take 

appropriate decisions related to marketing. 

CO4: Analyze and integrate contemporary marketing environmental variables and consumer behaviour 

to develop an effective marketing plan within a specific context. 

 

Catalog Description 

Marketing is an important part of the business. Most aspects of the business depend on 

successful marketing. This is an introductory course in the marketing discipline, designed to 

provide students with the basic concepts, tools and techniques used in modern marketing so that 

you can apply them to real-life problem solving and decision-making. The course illustrates how 

various facets of the marketing function interact with other areas of the business. It presents an 

overview of where the marketing function fits within the context of the organization. The course 

explains the nature and purpose of marketing, followed by the fundamentals of each of the most 

important marketing tasks. It analyses the business need for customer orientation, the evaluation 

of markets and the targeting of market opportunities. There is then assessment of buyer 

behaviour and the role of market information. In addition, the course explains how to integrate 

product and service decisions with those on pricing, distribution and promotion - and why this is 

necessary. Students should be able to demonstrate their comprehension of marketing concepts 
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and knowledge by applying those in their written exams, case studies discussions, presentations 

and projects.  

Course Content 

 

Unit 1: Introduction        8 Lecture Hours 

Definition, Concept of exchange, needs, wants & demand, Evolution of Marketing, Selling vs 

Marketing, Significance of Marketing, Marketing Environment: elements and their impact, 

Concept of customer value and satisfaction. Marketing mix & impact of digital technologies on 

marketing mix. 

 

Unit 2: Market Segmentation and Consumer Behaviour   8 Lecture Hours 

Concept and importance of Market Segmentation, Bases of segmenting consumer markets, 

Market selection strategies, Positioning - concept and strategies. Importance of understanding 

Consumer Behaviour, Determinants of consumer behaviour, Types of consumer buying 

behaviour, Consumer decision-making process.  

 

Unit 3: Product        8 Lecture Hours 

Product: concept & classification, Product line and Product mix, Product Life Cycle (PLC); PLC 

marketing strategies, Development of new product, New product adoption process, Branding: 

types and importance, Brand building strategies, Packaging & Labelling. 

 

Unit 4: Price         4 Lecture Hours 

Pricing as a marketing variable: Its role and importance; Price vs. Non-Price competition; 

Factors influencing price determination; Pricing methods; Price policies and strategies. Concept 

of Freemium. 

 

Unit 5: Marketing Channels and Distribution    4 Lecture Hours 

Nature of marketing channels, Functions of marketing channels, Factors influencing channel 

design decision, determining the intensity of distribution, emerging trends in retailing and 

wholesaling, E-tailing, B2B, B2C. 

 

Unit 6: Promotional Mix       7 Lecture Hours 

Managing marketing communications, Promotional mix – Advertising, Sales Promotion, Public 

Relations, Publicity, Personal selling and their relative advantages & disadvantages, WOM Vs 

eWOM; Online reputation management. 
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Unit 7: Emerging trends in Marketing     6 Lecture Hours 

Legal, ethical and social aspects of Marketing, Consumerism, Emerging trends in Marketing: 

Service Marketing, CRM, E-Commerce, Green Marketing, Rural marketing, Digital Marketing, 

Consumer Dynamics in changing marketing environment. 

Text Books 

1. Kotler Philip, & Keller, K. L. (2016) Marketing Management, Pearson education, 15th 

edition, ISBN: 9780133856460 

2. Kotler, P., Keller, K., Koshy, A. & Jha, M. (2012). Marketing Management: A South 

Asian Perspective, Prentice Hall 14th Edition. ISBN: 9788131767160 

3. Saxena, Rajan. (2019). Marketing Management, 6th Edition. McGraw Hill. ISBN: 

9789389538335 

  

Reference Books 

1. Armstrong, Gary. (2017). Marketing: An Introduction. Pearson Education. ISBN: 

9789332584471 

2. Etzel, Michael, Walker, Bruce, Stanton, William & Pandit, Ajay (2009). Marketing, 14th 

Edition, McGraw Hill Publishing (Special Indian Edition). ISBN: 9780070151567 

 

Modes of  Evaluation: Quiz / Assignment / Case Study / Presentation / Group Project / Written 

Examination 

Examination Scheme: 

Components 

Internal Assessment 
(Quiz, Assignment, Case study, 

Presentation) 

Mid Semester 

Exam 

End Semester 

Exam 

Weightage 

(%) 
30 20 50 
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SLSG 0101 Critical Thinking and Writing L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites -- 

 

Course Objectives 

. The objectives of this course are: 

¶ To introduce the essential tools and approaches of critical thinking. 

¶ To realize how the fallacies and biases hinder the process of critical thinking and how to 

overcome them.  

¶ To understand and the various components and conventions of critical writing and create 

appropriate documents. 

 

Course Outcomes  

 

On completeing this module, the student should be able to:  

CO 1 identify, understand and define the various arguments in different contexts   

CO 2 to draw logical conclusions 

CO 3 introspect and reflect on their thought processes 

CO 4 identify the errors in reasoning 

CO 5 listen, read and write critically 

Catalog Description 

 

The ability to think clearly and rationally is important in whatever we choose to do. Critical 

thinking is the ability to think clearly and rationally about what to do or what to believe 

and includes the ability to engage in reflective and independent thinking. Critical Thinking and 

Writing skills are important to help the one progress in their professional and personal life 

effectively. This course aims to introduce the various tools and methods available to develop 

their critical thinking. It will equip students to utilize critical thinking concepts and strategies in 
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learning, and apply those skills for effective written communication, thus developing the ability 

to think critically and communicate effectively 

 

Course Content 

 

Unit 1 – Heading – 0 Lectures  

Module-1 Understanding the process of critical thinking 

Å What is critical thinking: definition and theories 

Å Importance of Critical Thinking 

Å Critical thinking Structures  

Å Metacognitive skills; understanding our minds 

 

Unit 2 – Heading – 0 Lectures 

Module-2 Barriers to critical thinking 

Å The critical thinking model 

Å Information Literacy 

Å Cognitive Biases 

Å Logical Fallacies 

Unit-3  

Module-3 Approaches for Critical Thinking 

Å Arguments and Rationality 

Å Reasoning and Persuasion 

Å Six Thinking hats 

Å Simplification 

Unit-4 

Module-4 Critical thinking and writing 

Å Critical thinking and clear writing  

Å Presenting and communicating ideas 

 

 

Text Books / Reference Books 

 

¶ Lewis Vaughn, The power of critical thinking, effective reasoning about ordinary and 

extraordinary claims, second edition, Oxford University Press 

¶ Walter Sinnott Armstrong and Robert Fogelin, Understanding Arguments: An Introduction to 

Informal Logic. 8th Ed., Wadsworth Cengage Learning.  

¶ Edward de Bono, Six Thinking Hats, ISBN 0-316-17831-4 

¶ Richard Paul and Linda Elder, The miniature guide to critical thinking, concepts and tools, 

the foundation for critical thinking 
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¶ Encourage critical thinking with 3 questions: 

https://www.youtube.com/watch?v=0hoE8mtUS1E 

¶ Wile E Coyote Into- Introduction to critical thinking: 

https://www.youtube.com/watch?v=xOjl3jm-GrA 

¶ Psychologist Diane Halpern on Critical Thinking: 

https://www.youtube.com/watch?v=rn_7aJP5BTw 

 

Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written 

Examination 
Examination Scheme: 

Components QUIZ E-PORTFOLIO PROJECT Total 

Weightage (%) 20% 30% 50% 100 

 

Relationship between the Course Outcomes (COs) and Program Outcomes (POs) 

 

PO/

CO 
PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 

PO1

0 

PO 

11 

PO1

2 

CO1         2 2  3 

CO2         2 2  3 

CO3         2 2  3 

CO4         2 2  3 

CO5         2 3  3 

CO6             

CO7             

Aver

age 
        2 2.5  3 

 

1 = weakly mapped,   2 = moderately mapped,   3 = strongly mapped 

 

 

https://www.youtube.com/watch?v=0hoE8mtUS1E
https://www.youtube.com/watch?v=xOjl3jm-GrA
https://www.youtube.com/watch?v=rn_7aJP5BTw
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SLLS 0103 Leadership And Teamwork L T  P  C 

  2 0 0 2 

Pre-requisites/Exposure -- 

Co-requisites -- 

 

Course Objectives: 

The objectives of this course are: 

• Formulate and articulate a personal point of view about the meaning of leadership and teamwork, and 

why they are important.  

• Explore and appreciate the scope of leadership and teamwork in one’s day to day life.  

• Understand the concepts of effective leadership and teamwork in organizations.  

• Identify and assess the skills and motivations associated with effective leadership and teamwork.  

• Improve effective communications in groups and manage team conflict to resolve issues.  

• Learn how to perform in teams to achieve results on personal and professional levels. 

Course Outcomes: 

Knowledge & Understanding: 

After completing this course, you will be able to: 

CO1. Understand the importance of being an empathetic leader and a collaborative team member. 

CO2. Understand the skills of leadership and teamwork – including analysis of leadership and teamwork 

theory, as well as how they are assessed in the professional and social process. 

CO3. Build collaborative relationships that emphasize team building and problem solving. 

 

Skills and Attributes: 

CO4: Use a range of basic reflective practice techniques, to evaluate their own teamwork and leadership 

skills.  

CO5: Use leadership and teamwork skills to create more effective and productive professional and 

personal relationships. 

CO6: Choose and employ appropriate practice tools in the execution of a project/coursework. 

CO7: Critique and articulate responses to group and individual work undertaken by self and by others. 

 

Catalog Description: Leadership and teamwork are the essence of community living both social and 

professional. The aim of this course is to explore and appreciate the scope of both these attributes in 

varied aspects of one’s day to day working. When taking this course, you will raise your own self-

awareness and gain self-confidence for a better leadership. 
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Course Content 

13. Leadership: Introduction, Self Awareness & Leadership Examples                                 5 hours 

Introduction to the Course, Importance and Its Application in Life, Self Awareness and Leadership 

Examples from Different Walks of Life, Personality Assessment through (i) BIG 5, (ii) MBTI. 

 

14. Defining Leaders and Leadership                                                                                            3 hours 

Defining Leaders and Leadership, Historical Perspective, Contemporary Perspective, Types of 

Leaders and Leadership Styles. 

 

15. Leadership Toolkit                                                                                                                      6 hours 

Leadership Tools - Locus of Control, Goal Setting, Time Management, Interpersonal Relationship, 

Role of Perception, Powerful First Impression, Body Language, Elevator Pitch, Small Talk, 

Constructive Criticism, Assertiveness Skills, Dealing with Difficult People. 

 

16.  What is a Team?                                                                                                                        6 hours 

What is a Team? Why is a Team needed? 4 Phase Model of Team Formation, What to Do as a Leader 

and What to Do as a Team Member in Each Phase? Effective Teams and Solving Problems as a Team 

– Brief Introduction to  The Six Thinking Hats  

 

17. Positive Leadership & Team Building Activity                                                                      6 hours 

Positive Leadership - Communication, Appreciation, Empathy, Feedback, Leaders and Teams: 

Working Effectively towards Common Goals, Team Building Activity. 

 

18. PROJECT  and E- portfolio Submission                                                                                  4 hours 
  

 

Text Books / Reference Books:  

Textbooks 

¶ Carroll, John, and Sachi Hatakenaka. "Driving Organizational Change in the Midst of 

Crisis." MIT Sloan Management Review 42, no. 3 (Spring 2001): 70-79. 

¶ Senge, Peter M., Art Kleiner, Charlotte Roberts, Rick Ross, and Bryan Smith. "The Ladder of 

Inference." In The Fifth Discipline Fieldbook. New York, NY: Currency Publishers, pp. 242-250. 

ISBN: 0385472560. 

¶ Organizational Behavior, Stephen P. Robbins, Timothi A. Judge and Seema Sanghi, 12th ed, 

Prentice Hall India.  

¶ Organizational behavior-Human behavior at work by John W Newstrom, 12th edition, 

McGrawHill  

 

Additional Reading/Viewing:  

¶ Stephen R. Covey, The 7 Habits of Highly Effective People: Powerful Lessons in Personal 

Change 

¶ Katie Shonk (2018, June 19). 3 Types of Conflict and How to Address Them.  Harvard Law 
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School. 

climerconsulting.com/episode-23-how-conflict-impacts-team-creativity  

¶ Charas, S. (2013, February 27). Boardroom conflict: Productive or not? Business Insider. 

businessinsider.com/boardroom-conflict-productive-or-not-2013-3?r=AU&IR=T  

¶ Mitchell, R. (2014, January 21). Team innovation and success: Why we should fight at work. The 

Conversation 

theconversation.com/team-innovation-and-success-why-we-should-fight-at-work-20651  

 

WEB SOURCES:  

¶ NACE Job Outlook Report, 2020  

¶ https://www.stjohns.edu/sites/default/files/2020-05/nace_job_outlook_0.pdf  

¶ Ten Leadership Theories in Five Minutes 

¶ https://courses.lumenlearning.com/wmopen-organizationalbehavior/chapter/the-history-of-
leadership-theories/  

¶ https://toughnickel.com/business/The-History-of-Leadership-Studies-and-Evolution-of-
Leadership-Theories 

¶ https://courses.lumenlearning.com/principlesmanagement/chapter/10-5-contemporary-
approaches-to-leadership/   

¶ https://www.bumc.bu.edu/facdev-medicine/files/2010/10/Leadership-Matrix-Self-Assessment-
Questionnaire.pdf  

¶ https://www.tuw.edu/business/what-kind-of-leader-are-you/ 

¶ https://www.thebalancesmb.com/smart-goal-examples-2951827  

¶ https://examples.yourdictionary.com/examples-of-measurable-goals-and-objectives.html 

¶ https://www.youtube.com/watch?v=0Mi9_XEXQqc  

¶ https://www.youtube.com/watch?v=zc8zCSQxBhM 

¶ https://www.youtube.com/watch?v=vlpKyLklDDY&t=296s 

 

Modes of Evaluation: Project + E-Portfolio + Mega Quiz  

Examination Scheme: 

Components PROJECT E-PORTFOLIO MEGA QUIZ Total 

Weightage (%) 50% 30% 20% 100 

 

 

 

 

 

 

https://climerconsulting.com/episode-23-how-conflict-impacts-team-creativity/
https://www.businessinsider.com/boardroom-conflict-productive-or-not-2013-3?r=AU&IR=T
https://theconversation.com/team-innovation-and-success-why-we-should-fight-at-work-20651
https://www.stjohns.edu/sites/default/files/2020-05/nace_job_outlook_0.pdf
https://www.youtube.com/watch?v=XKUPDUDOBVo
https://courses.lumenlearning.com/wmopen-organizationalbehavior/chapter/the-history-of-leadership-theories/
https://courses.lumenlearning.com/wmopen-organizationalbehavior/chapter/the-history-of-leadership-theories/
https://toughnickel.com/business/The-History-of-Leadership-Studies-and-Evolution-of-Leadership-Theories
https://toughnickel.com/business/The-History-of-Leadership-Studies-and-Evolution-of-Leadership-Theories
https://courses.lumenlearning.com/principlesmanagement/chapter/10-5-contemporary-approaches-to-leadership/
https://courses.lumenlearning.com/principlesmanagement/chapter/10-5-contemporary-approaches-to-leadership/
https://www.bumc.bu.edu/facdev-medicine/files/2010/10/Leadership-Matrix-Self-Assessment-Questionnaire.pdf
https://www.bumc.bu.edu/facdev-medicine/files/2010/10/Leadership-Matrix-Self-Assessment-Questionnaire.pdf
https://www.tuw.edu/business/what-kind-of-leader-are-you/
https://www.thebalancesmb.com/smart-goal-examples-2951827
https://examples.yourdictionary.com/examples-of-measurable-goals-and-objectives.html
https://www.youtube.com/watch?v=0Mi9_XEXQqc
https://www.youtube.com/watch?v=zc8zCSQxBhM
https://www.youtube.com/watch?v=vlpKyLklDDY&t=296s
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Relationship between the Course Outcomes (COs) and Program Outcomes (POs) 
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SMJM 2001 Media & Gender Politics  

 

L T  P  C 

Version 0.0  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites  

 

Course Outcomes (COs):  

CO 1: Understand and engage with key theories of and debates in gender studies  

CO 2: Learn what it means to apply a gendered lens-to primary theoretical texts, secondary texts 

across disciplines, and the world around us.  

CO 3: Students will be better prepared to participate in and contribute effectively to a larger 

public conversation about the role of gender in society; and to apply these critical tools in their 

academic, personal and occupational lives.  

CO 4 : Develop and strengthen critical thinking, writing and analytic skills   

Course catalog:  

Grounded in key concepts from the field of gender studies, the Media and Gender Politics course 

will draw on interdisciplinary and cross-cultural sources. Students will critically engage with 

gender as it intersects with work, health, economy, participation, etc. and how it plays out in 

traditional, legacy and new media spaces. The course will equip students with the awareness to 

deploy the lens of gender and why it is crucial to whichever media or discipline they choose to 

work in. The classes will be grounded in theory, practice, real-world examples and situations 

from traditional and contemporary new media sources. We will explore the ways that “gender” is 

employed as a theoretical framework or as a tool of inquiry through which to view and 

understand social-cultural constructs and explore gender as it intersects with caste, class, family 

and sexuality.  

 

Course Outline:  

Unit 1: Introduction to Gender  

Unit 2: Social Constructions  
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Unit 3: Intersectionality  

Unit 4: The Institution of the Family  

Unit 5: Labour and Work  

Unit 6: Gender and Media   

Unit 7: Political and Legal Systems  

Unit 8: Access, Mobility and Spaces   

Unit 9: Violence  

Unit 10: Queerness  

  

All through these units, examples from mass media, pop culture, sports, film, and history will be 

interspersed. Students will engage, observe, debate, address and bring awareness to 

stereotyping, visibility and representation, the Gaze and objectification, consumer culture and 

advertising, imagery and the digital world, and more.  

Evaluation: Lectures, screenings, individual presentations, discussions, research, writing, 

leadership and feedback, interviewing, problem solving.   

Evaluation and Grading Breakdown:  

Attendance: 20%  

Class participation: 20%  

Final Project: 60%   

¶ Abstract (10%) |   

¶ Presentation (10%) |   

¶ Office Hours (10%) |   

¶ Final project submission (30%) |   
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SMJM 2002 The law and the journalist L T  P  C 

Version 0.0  3 0 0 3 

Pre-requisites/Exposure  

Co-requisites  

  

Course Objectives:    

1. To introduce the student to legal foundations and frameworks that journalism and digital 

platforms operate under.   

2. To expose the student to practical consequences and dangers of being ignorant of these 

frameworks.   

3. To introduce the student to frameworks in the US and Europe and the varying frameworks 

for speech and expression  

4. To explore the challenges a digital environment and the internet pose to conventional legal 

frameworks and issues regarding social sensitivities  

5. To introduce the student to emerging issues like data privacy, the legal frameworks for social 

media and search engines and the challenges posed by the internet.   

  

Course Outcomes (COs):  

CO1- Learn the importance of legal issues and the consequences while making a 

public expression.   

CO2 – Understand the fluidity of the law across borders and the importance of 

international issues.   

CO3- Learning to identify potentially controversial or dangerous content.   

CO4 – Understand the evolution and need for defining the relationship between 

digital platforms, the state and the law   

CO5- Enable students to understand the complexity of expression in a multi lingual 

and multi- cultural Indian context   

CO6- Expose the students to potential legal and social changes on the anvil and 

challenges posed by AI  

 

Catalogue Description:   

This course introduces the student to fundamental legal frameworks essential for the safe 

and efficient functioning in a digital framework. It also helps the student enquire into 

contentious and emotive debates with a strong legal foundation. We will also explore these 

issues from an international perspective and anticipate the key issues for the foreseeable 

future. As part of this course the student will also be exposed social sensitivities and we will 
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attempt at developing an instinct for spotting potentially controversial content and the 

importance of language and facts while reporting on emotive and controversial issues.    

Course Content   

Unit I, Introduction to the Article 19 of the Indian constitution: Exploring concepts like 

Contempt, Privilege, Defamation and Sedition.         

10 Lecture hours  

Unit II, Nations and Laws: Exploring Freedom of Speech from an international perspective and 

understanding the first amendment in the US, laws in the UK and exploring real life international 

cases like Wikileaks, Edward Snowden.   

10 Lecture hours   

Unit III, The Digital Challenge: The internet as a fundamental right. The challenges that the 

digital world bring and the battle ween the state and the social media. Focus on key debates in 

India   

8 Lecture hours   

Unit IV, Evolving frameworks: GDPR and Privacy issues, attribution issues and creating a 

framework and defining relationships between Big tech, State and the Citizen.   

8 Lecture Hours   

Unit V, Social structures and being aware of consequences in the digital space. Exploring how 

being legally right could have social repercussions and being socially right could have legal 

repercussions.     

8 Lecture hours   

  

Recommended Readings   

  

Chandrachud, Abhinav; The Republic of Rhetoric, Penguin Random House India, 2017  

  

Bakshi, P.M, The Constitution of India, 13th Edition, Universal Law Publishing Co. Ltd  
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Gaur, K.D , Textbook on Indian Penal Code, Universal Law Publishing, 2016   

  

Abrams, Floyd, The Soul of the First Amendment, Yale University Press, 2017  

  

Dibble, Suzzane, GDPR for Dummies, For Dummies, 2020   

  

Evaluation and grading breakdown:  

  

Class participation: 10%  

Weekly blackboard discussion: 30%  

Quiz and written assignments: 20%  

Final Project: 40%  

Final presentations: 20%  

Final research report:20%  
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SOMM 2004 
MoJo: Producing Video and Audio Content L T  P  C 

Version 0.0  3 0 0 3 

Pre-requisites/Exposure NA 

Co-requisites NA 

Course Objectives: 

1. Discover the multimedia functions on a smartphone 

2. Develop basic writing skills for Audio and Video 

3. Produce audio and video content using the smartphone 

4. Learn how to edit audio and video content on the smartphone 

Course Outcomes (COs): 

CO1- Ability to write SEO friendly headlines and descriptions for digital platforms 

CO2- Ability to use smartphones to report on news developments 

CO3 – Impactful photography using smartphones for digital content 

CO4 – Hands on experience of recording audio and video using smartphones 

CO5 – Basic understanding of editing and post producing audio and video content using 

smartphone apps 

CO6 – Ability to use basic text and graphics on video 

 

Catalogue Description:  This course aims at teaching the basics of new age journalism, which 

now requires students to have a 360-degree understanding of the tools required for content 

creation. The students will study the basics of visual language and audio acoustics and then each 

one will put it into practice by learning and creating their own content in both forms. Students 

will learn about using the mobile phone to shoot and edit video and audio content. The course 

will also include how to use text to enhance storytelling and all the factors that contribute to 

creating engaging content. 
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Course Content: 

¶  Unit I: Introduction to Mobile Journalism 

9 LECTURE HOURS 

Introduction to Print, TV and Digital. How is digital expanding? Size of big social media 

platforms – globally and in India. What makes MoJo a unique proposition? Global newsrooms 

and the larger digital ecosystem. 

¶  Unit II: Importance of smartphones in creating content 

 9 LECTURE HOURS 

Why smartphones are key to creating multimedia content. Introduction to basics of digital 

photography. Rule of thirds. What makes a great story? Elements of developing story ideas: 

Planning, Research, Storyboarding 

¶ Unit III: Record audio interviews using microphone from smartphones 

 9 LECTURE HOURS 

How to use a smartphone to record audio. Introduction to Hubhopper tools. Learning how to 

approach podcasting. Best ways to plan and write audio stories. Creating audio stories of their 

own. 

¶ Unit IV: Video recording and picture composition on smartphones 

 9 LECTURE HOURS 

How to use a smartphone to record video. Learn how to create video stories using the 

smartphone. Basics of framing, lighting and audio. Best practises for preparing for interviews. 

‘Live’ interview techniques. 

¶ Unit V: Edit, post produce and create original content using smartphones 

 9 LECTURE HOURS 
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Practice on-camera presence, basics of message, how to say, framing, camera composition and 

lighting. Video editing using mobile apps. Practice how to edit your own reports on editing apps 

on the smartphone. Learn how to use text on video stories effectively. 

Modes of Evaluation:  Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

Class Participation: 15% 

Weekly Blackboard Discussion: 10% 

Creating a photo gallery: 15% 

Doing their own Podcasts: 15% 

Producing Mobile Video Reports: 15% 

Final Project: 30% 

Recommended Readings: 

1. Canavilhas, João (2021). “Epistemology of mobile journalism. A review”. Profesional de 

la información, v. 30, n. 1, e300103. https://doi.org/10.3145/epi.2021.ene.03 

 

 

2. Salzmann A, Guribye F, Gynnild A. Adopting a mojo mindset: Training newspaper 

reporters in mobile journalism. Journalism. February 2021. 

https://doi:10.1177/1464884921996284 

 

 

3. Anoop Kumar & M. Shuaib Mohamed Haneef (2018) Is Mojo (En)De-Skilling?, 

Journalism Practice, 12:10, 1292-1310, DOI: 10.1080/17512786.2017.1389291 

 

   

 

 

 

 

https://doi.org/10.3145/epi.2021.ene.03
about:blank
https://doi.org/10.1080/17512786.2017.1389291
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 SMJM 2003 REPORTING THE OTHER INDIA  L T P C 

       1 

Pre-requisites/Exposure    

Co-requisites    

Course Objectives  

1. To develop the sensibility and skill required to detect the ‘Otherness’ and ‘Othering’ in media 

narratives about deprived and disadvantaged people. And realise that the latter are citizens of 

‘The Other India’, which is underreported and misreported.    

2. To recognise that professional and mindful reportage of ‘The Other India’ is needed to reshape 

and foreground stories of the impoverished and marginalised identities it houses.   

3. To enable insightful media reporting of ‘The Other India’. One, by learning a framework to 

structure its reportage. Two, by understanding certain social science concepts, and using them, to 

ground and consolidate stories of the disjointed identities who inhabit ‘The Other India’.  

  

Course Outcomes (COs)  

CO1. Define and identify ‘Others’, ‘Otherness’, and in turn ‘The Other India’— as concepts and 

as manifest in media narratives  

CO 2. Detect the media’s gaze as it creates narratives about ‘Others’, and ‘The Other India’.   

Both types of gaze, the uncaring, insensitive and callous, as also the activist and patronising   

CO 3. Learn to structure reporting and storytelling from and of ‘The Other India’ using a 

framework and certain grounding concepts  

 

Catalogue Description  

This course will enable insightful media reporting of ‘The Other India’ that coexists with the one 

we inhabit. Underreported, little understood and largely unheeded, this deprived and 

disadvantaged version of India holds our most vulnerable and marginalised citizens. It comprises 
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relegated ethnicities, minority religions, castes deemed untouchable, unskilled labour, sexual 

diversities, unconventional lifestyles, and the poor. And it exists variously in spaces unfamiliar to 

us, in villages, urban slums, shrouded within ghungats and purdahs, orphanages, in wheelchairs. 

As also in places known, and closer home, where ‘The Other India’ services us as maids and 

nannies, live-in and part-time domestics, maalis, drivers and guards.   

Students will learn how to tell stories of this ‘Other India’ in the age of digital media, when 

waning attention spans are caged in virtual echo chambers. We will discuss how media 

constructs intellectual, linguistic and visual narratives about fragmented and impoverished 

identities. Narratives that perpetuate and reinforce otherness.  How these accounts are distorted 

by a news-gaze that is either detached and indifferent, or zealously activist or patronising. And 

how indeed the students’ own reportage can be trained to reconceive and foreground these 

narratives, by communicating equality and solidarity with ‘The Others’, thereby vesting diversity 

with dignity.  Towards doing so, the course will teach a framework to structure storytelling into 

pre-field, field and post-field exercises to facilitate an organised and consolidated understanding 

of the disjointed ‘Other India’.   

Course Content  

UNIT 1.  Definitions of ‘Other’, ‘Otherness’, ‘Othering’, and ‘The Other India’          

    3 LECTURE HOURS  

¶ Course introduction: Identifying and defining ‘Others’ and ‘Otherness’  

¶ Concept of ‘Others’ and ‘Othering’ as defined in various social science 

disciplines  

¶ ‘The Other India’: Where is it? Who are its citizens?    

UNIT 2. Does ‘The Other India’ find authentic and adequate representation in media?   

                              3 LECTURE HOURS  

¶ ‘Others’ and ‘Othering’ as manifest in media reportage   

¶  ‘Us’ and ‘Others’: How the media tells stories of others.   

How we like the media to tell stories about ‘Us’  

¶ An assignment to evaluate whether students can ‘un-other’ the stories of people 

and/or groups who the media has ‘othered’  

UNIT 3. A framework to consolidate storytelling of the fragmented identities of 

‘Others’                                                                                               

16.5 LECTURE HOURS  

¶ Introduction to a framework that grids reporting into pre-field, field and post-

fieldwork exercises. And learning to conduct these exercises:  
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¶ Pre-field: Studying context by analysing  secondary information-data; Designing 

methodology for storytelling; Identifying interview subject/s, key-informants; 

Sampling for quantitative reportage; Framing interview-discussion guides, survey 

questionnaires    

¶ Field work: Conducting interviews, focus group discussions (FGDs); 

Administering surveys; Documenting observations. Note taking, recording. 

Organising logistics  

¶ Post-fieldwork: Organising and analysing collected information and data. 

Transcribing-translating; Coding; Computing; Analysis; Playing back; Fact checking  

¶ An assignment to evaluate whether students are able to apply their knowledge of 

the  framework to assess media stories about ‘The Other India’  

UNIT 4. Concepts that are fundamental to reporting ‘The Other India’   

1.5 LECTURE HOURS  

¶ Understanding and applying the concepts of Agency and Choice to construct 

narratives of deprived lives and diverse lifestyles that inhabit ‘The Other India’  

UNIT 5: Objective in Reporting ‘The Other India’                              

                                                                                                                 6 LECTURE HOURS  

¶ Advocacy for development as ambition while reporting stories of the 

disadvantaged and deprived in ‘The Other India’   

¶ Administering an assignment to evaluate whether students are able to apply the 

skills and sensibilities taught in the course to report stories from and about ‘The Other 

India’ that can impact public discourse and policy   

 

Recommended Texts   

¶ Development as Freedom. Amartya Sen  

¶ Poor Economics: Rethinking Poverty & the Ways to End it. E. Duflo & A.    

Banerjee   

¶ Everybody Loves a Good Drought: Stories from India’s Poorest Districts. P. 

Sainath    

¶ Despite the State: Why India Lets Its People Down and How They Cope   

            M. Rajashekhar  

¶ Lewis, S. C. (2020). The objects and objectives of journalism research during the 

coronavirus pandemic and beyond. Digital Journalism, 8(5), 681-689  

https://www.tandfonline.com/doi/full/10.1080/21670811.2020.1773292  

¶ BBC’s pointers on difference between serious versus tabloid journalism 

https://www.bbc.co.uk/bitesize/guides/zc3nmnb/revision/3  
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Modes of Evaluation: Continuous evaluation. Participation in class as evidenced through 

student’s involvement in class debates and discussions, demonstrable leadership and team spirit 

in group work and performance in quizzes. Group and individual assignments and 

presentations.   

  

Examination Scheme:  

Components  
Class 

participation  

Mini- Evaluation 

1  

(Group work)  

Mini- Evaluation 

2  

(Group work)  

Final Evaluation  

(Individual work)  

Weightage (%)  20  15  15  50  
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 SOMM 2005 How to build a Brand on Digital L T P C 

    3 0 0 3 

Pre-requisites/Exposure    

Co-requisites    

 

Course Outcomes (COs):  

 

CO1- Learn how to build a brand that will stand out in an overly-saturated market  

CO2- How to grasp the attention of users on the internet  

CO3- How platforms like Google, Facebook, Instagram, etc. work: their algorithms, how they 

decide which content gets ranked.  

CO4- How to use modern tools on the internet to make your content reach a wider audience.  

CO5- Learn how to figure out what kind of content resonates with the users and make a content 

promotion plan.  

CO 6- Understand what makes the newsrooms run, how business models affect the work 

journalists do and how students can raise money for their projects  

 

Course calatog:   

This course is designed to prepare students for the digital newsroom. We will focus on all 

aspects like brand marketing, brand discovery, content management, audience acquisition, social 

media management, Search Engine Optimization, analytics and more. Students will learn about 

the different business models media organisations use and focus closely on creating content that 

users engage with and pay for.  

 

Course outline:  

Unit I, What is a brand: Understanding how to find Product-Market fit  

Unit II, How to find the right audience and build a content strategy  

Unit III, How to reach the your audience: Search Engine Optimization, Social Media, 

Newsletters and Advertising  

Unit IV, New Media vs. Old Media: How the business model is evolving and what’s in store for 

the future  

  

Evaluation and grading breakdown:  

Class participation: 20%  

Weekly discussion: 10%  

Weekly assignments: 10%  

Four comparative essays: 20%  

Final Project: 40%  
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 SOMM 2005 Media Production Tools L T P C 

    3 0 0 3 

Pre-requisites/Exposure   NA 

Co-requisites   NA 

 

Course Objectives 

1. Develop critical thinking tools in understanding the basics of Media Production  

2. Examine how various social media messaging around us is changing the way media properties 

are designed  

3. Encounter & address latest creative innovation in dynamic messaging of creative media 

products 4. Read, Examine & Develop media properties through the semester 

Course Outcomes  

On completion of this course, the students will be able to 

CO1- Learn about the basics of social media creative designing  

CO2- Effectively identify and explain digital media tools to make social media knowledge 

products  

CO3- Learn about new ways of social media campaign planning  

CO4- Learn how to make creative content for social media engagement  

CO5- Enable students to create digital products for branding & marketing purposes 

 

Catalog Description 

This course is designed to provide students a comprehensive view on media production tools by 

giving them a chance to practice the learnings, first hand. How are posters and gifs made? What 

needs to be kept in mind while making formal presentations? How should a CV be designed? 

What elements are essential in social marketing products? Are just some of the questions we will 

be exploring through the semester? This course will teach students how to design posts & stories 
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for Instagram, creatives for Facebook, Email Marketing content, Infographics, and CV’s and lots 

more.  

Among other things, at the end of the semester, students will be able to understand the working 

of social media platforms, formulate a media message using visual imagery tools and be 

equipped to design any creative social media visual content for any medium. 

Course Content 

UNIT 1: SOCIAL MEDIA MARKETING ; USING CANVA & GIPHY  

                                                                                                                      6 LECTURE HOURS 

Understanding the Grammar of Visual Imagery ● Instagram Post ● Instagram Story ● Facebook 

Post/Banner ● Facebook Story, YouTube Thumbnail ● YouTube Intro ● YouTube Channel Art● 

Poster ● Logo ● Flyer, Email Marketing (Newsletter, Text & Image) ● GIFS/Short 

Videos/Boomerangs ● Memes 

 

UNIT 2: CORPORATE MARKETING; USING INFOGRAM & CANVA  

                                                                                                                      6 LECTURE HOURS 

● Making effective Presentations ● Infographics ● Business Proposals/Reports * ● Graphic 

Organizer ● A n n o u n c e m e n t s ● R e s u m e 

ASYNCHRONOUS TEACHING                                                                        3 HOURS 

Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

Attendance (measuring regularity in class)  

10% Class Participation (measuring proactivity in class) 10%  

Topical Poster Designing 5%  

Marketing Tools on Canva Competition 10%  

The New you! A CV Update Activity 10%  

Presentation 20%  

Final Project: Individual 35% 
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Course Objectives 

This course aim to inspire the essential element of creativity, the ability to take an abstract 

idea and create something with it. The course stresses on innovation by creative problem 

solving process, keeping humans at the centre.  

The objectives of this course are to: 

¶ Understand human centred design/problem solution 

¶ explore and apply design thinking process by using tools that are collaborative, 

innovative and effective 

¶ develop a framework for solving complex problems 

¶ Learning by doing, engaging, exploring and experimenting 

¶  

Course Outcomes  

On completion of this course, the students will be able to 

 

Course Content 

 

This is a hands on project driven course that may look to integrate learning from other courses in 

the students selection of signature courses for identification/problem definition and ideation. The 

content will be driven more by practice rather than definitive text book based theory learning. 

Broadly the areas that will be covered are: 

¶ Understanding human centred design through identifying needs 

¶ Interviews and empathy building techniques 

¶ Observations and insights 

¶ Definition, dissections and discussions 

¶ Ideation 

¶ Prototypes development 

¶ Experimenting and viability 

SLLS 0201 Design Thinking L T  P  C 

  2 0 0 2 

Pre-requisites/Exposure Knowledge of analyzing society problems and product 

usage problems and a zeal to improve the current situation, 

in addition to knowing to using laptop/computers, internet, 

social media interaction, file sharing and uploading, email 

and communication etiquettes. 

Co-requisites -- 
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¶ Feedback, critiques and feed forward 

¶ Solutions and variations  

 

Reference Books 

 

Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

 

Examination Scheme: All evaluation on the online course is done based on continuous basis for 

each of the 5 units throughout the semester. The assignment submission formats are in the form 

of qualitative discussion boards and online submissions of research data and developed product 

lifecycle and originally designed/redesigned prototype images. 

Components Internal 

Assessment 

MSE ESE 

Weightage (%) 0 0 100 

 

 

 

 

 

 



 

  

  
        

This document is the Intellectual Property of University of Petroleum & Energy Studies and its contents 

are protected under the ‘Intellectual Property Rights’.  

 

 
 

 

SLSG 0201 Ethical Leadership in the 21st Century L T  P  C 

  3 0 0 3 

Pre-requisites/Exposure Critical Thinking & Writing 

Co-requisites -- 

 

Course Objectives: 

The objectives of this course are to: 

¶ Explore and define the concepts of integrity and ethics 

¶ Develop an understanding of the varied culture specific values in society 

¶ Appreciate ideas of values, ethics and morality in a multicultural context 

¶ Explore a deeper understanding of values and ethics based on case studies. 

¶ Articulate and defend a preferred position on the relationship between ethics and 

society while appreciating its limitations 

Course Outcomes : 

After completing this course, Students will be able to: 

1. Understand the concepts and challenges of ethical practices related to everyday life involved 

in aligning Ethics, Law, Morality through interactions and discussions.  

2. Recollect concepts necessary for ethical practices and leadership through objective exercises 

to evolve as a global citizen.  

3. Apply ethical concepts to challenging situations faced in a personal, community and 

national context through direct observation and discussions.  
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Catalog Description 

The course  aims at developing values and ethics as an inherent part of individuals 

development in the social and professional context as a global citizen.  This course 

providing holistic perspective to the students towards life, profession and happiness based 

on value-based living. 

Unit 1 : Introduction to the concepts and definitive theory of Integrity and Ethics 

¶ define the concepts of integrity and ethics 

¶ major theoretical approaches in integrity and ethics 

¶ ethical dilemmas 

¶ the concept of personal integrity 

 

Unit 2:  Ethics and Universal Values 

¶ Human rights 

¶ Gender Equality 

¶ Values, ethics and morality in a multicultural context 

 

Unit 3 : Ethics and Society 

¶ Define the concept of society 

¶ The relationship between ethics and society 

¶ Social Values, Moral Values and Ethics 

Unit 4: Ethical Leadership 

¶ Defining Ethical Leadership 

¶ Responsibilities of Ethical Leadership 

¶ Scope and limitations of Ethical Leadership 

¶ Effective Ethical Leadership 
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Unit 5 : Ethics, diversity and Pluralism 

¶ Define diversity, tolerance and pluralism 

¶ Value of cultures, identities, histories and points of view other than one's own 

¶ Case studies/role models of values of tolerance and pluralism 

¶ Diversity, identity and subcultures 

Unit 6:  Challenges of Ethical Living in the 21st Century 

¶ Ethics and Business 

¶ Media Integrity and Ethics 

¶ Public Integrity and Ethics 

¶ Gender and Ethics 

¶ Professional practice and Ethics 

 

 

 

Text Books / Reference Books 

1. R.R Gaur, R Sangal, G P Bagaria, A foundation course in Human Values and 

professional Ethics, Excel books, New Delhi, 2010, ISBN 978-8-174-46781-2 

2. R.R Gaur, R Sangal, G P Bagaria, A foundation course in Human Values and 

professional Ethics – Teachers Manual, Excel books, New Delhi, 2010 

Reference Books: 

1. B L Bajpai, 2004, Indian Ethos and Modern Management, New Royal Book Co., 

Lucknow. Reprinted 2008 

2. Subhas Palekar, 2000, How to practice Natural Farming, Pracheen(Vaidik) Krishi Tantra 

Shodh, Amravati 

3. A.N. Tripathy, 2003, Human Values, New Age International Publishers. 

Relevant websites, movies and documentaries  
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1. Value Education websites, http://uhv.ac.in, http://www.uptu.ac.in  

2. Story of Stuff, http://www.storyofstuff.com  

3. Al Gore, An Inconvenient Truth, Paramount Classics, USA  

4. Charlie Chaplin, Modern Times, United Artists, USA  

5. IIT Delhi, Modern Technology – the Untold Story  

6. Gandhi A., Right Here Right Now, Cyclewala Productions 

Modes of Evaluation: Quiz/Assignment/ presentation/ extempore/ Written Examination 

Examination Scheme: 

 

Formative Assessment Methods 

Type 

 

Class & Online Discussions and 

practice sessions 

Description 

(online Portfolio & Project Presentation) 

¶ Interim Reviews 

¶ Reflective Blog/ Journal (on-line – LMS or physical) 

¶ Discussion Forum (on-line - LMS) 

¶ Quiz  

 

Summative Assessment Methods 

This indicates the type and weighting of assessment elements in the course 

Weightage Type Description 

20% ¶ Quiz To evaluate understanding of the definitive theory of 

http://www.uptu.ac.in/
http://www.storyofstuff.com/
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30% 

 

 

50% 

 

 

¶ Portfolio  

 

 

¶ Group 

Project 

learning processes 

 

Compilation of work done through the semester in the 

course.  

 

Composite exercise/s using different media/platforms that 

demonstrate the understanding and application of learning 

methods and tools 
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 SMJM 2004 Blogging and Web Publishing   L T P C 

    3 0 0 3 

Pre-requisites/Exposure    

Co-requisites    

 

Course Objectives  

¶ To enable an understanding of blogging and web publishing and its critical importance in 

digital media sector.   

¶ To develop an in-depth understanding of the principles of writing, blogging, and its 

application across multimedia platforms.   

¶ To understand that the fundamentals of creating news/content, its mass production and 

dissemination is centuries-old practice but with advancements in technology, the speed at 

which these processes happen changes rapidly. Thus, affecting human behavioural and 

consumption patterns too.   

¶ To learn about the ethical practices of news/media publishing while using digital tools to 

disseminate information accurately.   

  

Course Outcomes (COs):  

¶ CO1 – Learn about discipline and rigour it is required to be digital media professional.  

¶ CO2 –Identify and effectively use the different methodologies required to create reliable and 

authentic content on digital platforms.   

¶ CO3 – Learn about significance of mass production and distribution, and consumption and 

behavioural patterns of readers. Also, learn about responsibility of being content creators.   

¶ CO4 – Enable students to learn that modern day digital media creations and consumption 

patterns are a function of the new advancements in technology; not necessarily a new 

practice. It has a history.   

¶ CO5 – Learning about the inter-connectedness of micro-blogging and other forms of digital 

media platforms through the practice of creating content for UPES properties such as School 

of Modern Media Studies and EDGE as well as maintaining their own blogs.   

¶ CO6 – Creating a blog, populating it with content, understanding target audience, 

contextualising it, and recognising/evaluating competition in the same space and sharing their 

short-term (for the duration of the course) and long-term goals (beyond the course).  
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Catalogue Description  

This course focusses upon the significance of skills required for blogging, an essential 

component of digital media and web publishing. It closely examines the history of printing, 

publishing and mass production and dissemination of content through the centuries. It’s 

interconnectedness and relevance to the 21C with advancements in digital technology and 

creation of social media platforms such as Meta, Twitter, Instagram etc. The empowering of 

citizens to become journalists and opinion makers by using their smartphones and its 

applications. Students will learn about the new modes of production, distribution, and 

consumption, targeting audiences and SEOs resulting in multiple categories of digital news.   

  

Course Content  

UNIT 1: Blogging and Web Publishing: An Overview      9 LECTURE 

HOURS  

Overview of blogging and web publishing and its key features.   

UNIT 2: History of printing and advancements in technology                 12 LECTURE 

HOURS  

History of printing and publishing, mechanization, mass production and dissemination, growth of 

literacy, reader’s markets, lending libraries, development of computers, invention of the internet, 

smartphones and ereaders.   

UNIT 3: Significance of storytelling, index, copyright    6 LECTURE 

HOURS  

Types of storytelling – oral, written and visual; key characteristics, fundamental principles of 

storytelling in these modes and its application in blogging/digital media.   

UNIT 4: Categories of digital journalism and its application          12 LECTURE HOURS  

Categories of digital journalism such as politics, Parliament/legislature, international affairs, 

gender, conflict, economy, business, healthcare, entertainment etc.   

  

UNIT 5: Ethics of digital publishing & project    6 LECTURE HOURS  

Define ethical rules of publishing, quotes, replays, attribution, fact checking, verifying, taking 

notes, network of contacts etc.   
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SMDM 2005 Introduction to Data Analytics L T P C 

    3 0 0 3 

Pre-requisites/Exposure   NA 

Co-requisites   NA 

 

Course Objectives: 

1. The importance and objectives of data analytics 

2. Applications of data analytics 

3. Different kinds of data analytics 

4. Various analytics tools 

 

Course Outcomes (COs): 

CO1- Introduction to the world of analytics 

CO2- Learn about the various applications of analytics 

CO3- Study the analytics project methodology through a real-world case study 

CO4- Learn how to use R for data analytics 

CO5- How to manage and manipulate data and datasets using R 

Catalogue Description:  

This course offers a deep dive into data analytics with basic knowledge about the various 

applications of data analytics. Students will learn how to use R to work with data using a case 

study. Real world data mostly has missing data points, incorrect data, variables needing to be 

changed or created in order to analyse etc.This course focuses on teaching the the techniques 

required to be successful in this aspect.Students will learn how to create a hypothesis, test and 
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validate it through data within a statistical framework and present it with clear and formal 

numbers to support decision making. 

Course Content: 

Unit 1:  Introduction to data and business analytics 

Why data and why is data analytics so important? The applications of data analytics in the real 

world. Different kinds of analytics, various analytics tools and the analytics project methodology 

Unit 2: Fundamentals of R 

Installation of R & R Studio, getting started with R, basic & advanced data types in R, variable 

operators in R, working with R data frames, reading and writing data files to R, functions, loops, 

special utility functions in R, merging and sorting data. 

Unit 3: Data preparation and cleaning using R 

Needs & methods of data preparation, handling missing values, outlier treatment, transforming 

variables, derived variables, binning data, modifying data with Base R, data processing with 

dplyr package, using SQL in R 

Unit 4: Understanding the data using univariate statistics in R 

Summarising data, measures of central tendency, measures of variability, distributions, using R 

to summarise data, case study on univariate statistics using R 

Unit 5: Hypothesis testing and ANOVA in R to guide decision making 

Introducing statistical inference, estimators and confidence intervals, central limit theorem, 

parametric and non-parametric statistical tests, analysis of variance (ANOVA), conducting 

statistical tests 

Modes of Evaluation:  Self learning/Assignment/ presentation/ Capstone project 

Examination Scheme: 

Attendance: 15% 

Self Learning: 30% 

Capstone Project: 40% 
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Presentations: 15% 

Recommended Readings: 

1. Morales-Serazzi M, González-Benito Ó, Martos-Partal M. Achieving useful data 

analytics for marketing: Discrepancies in information quality for producers and users of 

information. BRQ Business Research Quarterly. March 2021. 

doi:10.1177/2340944421996343 

     

1.  Kobayashi VB, Mol ST, Berkers HA, Kismihók G, Den Hartog DN. Text Mining in 

Organizational Research. Organizational Research Methods. 2018;21(3):733-765. 

doi:10.1177/1094428117722619 
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 MKTG 3025  Digital branding, branded content, and content marketing 

strategies. 

L T P C 

    3 0 0 3 

Pre-requisites/Exposure    

Co-requisites    

 

Course Objectives  

1. To enable an understanding of digital branding and branded content.   

2. To develop an understanding of how brands are imagined and the purposes they serve  

3. To enable students create meaningful and engaging brand stories   

4. To enable students to understand the effectiveness of branded content and branded 

content campaigns in a digital world  

5. To help students independently craft branded content campaigns  

  

Course Outcomes  (COs)  

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

¶ CO1- Learn about brands and how brands are created  

¶ CO2- Develop a clear understanding of the audience    

¶ CO3- Develop a clear understanding brand strategy and how to maximise reach of 

conversations   

¶ CO4- Enable students to have a clear understanding of branded content market    

¶ CO5- Give a practical exposure to students on how to create a successful brand 

conversation  

¶ CO 6- Enable students to apply brand theories in a practical world   

  

Catalog Description  

This course is an introduction to the world of brand conversations and how to craft stories around 

brands. We are surrounded by brands. Almost anything we buy or consume, whether a product or 

a service is packaged and presented with the identity of a brand. Brands reach out to audiences in 

different ways, through different conversations in a multitude of forms and across a plethora of 
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platforms. The new digital world has carved new boundaries of engagement through customised, 

targeted conversations. How does one curate the right brand conversations for brands so that they 

reach the right audiences? How can one craft convincing brand stories that would lead to new 

customer relationships and ultimately translate into transactions? These are some critical 

questions that would be explored in this course. It would look at the processes that would lead to 

better audience engagement and how different tools help brands establish trust and craft new 

relationships.   

Course Content  

UNIT 1: Understanding Brands – What is a brand and its purpose.   8 LECTURE HOURS  

What are brands and their purpose, Imagining the purpose of the brand, understanding the need 

for its existence and the gap it fulfils, why should a brand connect and engage with its audience  

  

UNIT 2: The Brand and the Audience                                                8 LECTURE HOURS  

How should a brand define its audience and why should it communicate to a defined audience, 

finding an audience avatar, creating dynamic conversations with audience, the consistency of 

conversations   

UNIT 3 Brand Strategy – How can brands reach audiences               8 LECTURE HOURS  

What are the different ways in which brands can reach audiences, content strategies need to be 

applied for consistent engagement and building relationships  

UNIT 4: Content to Consumption: Understanding the Brand Story   8 LECTURE HOURS  

Elements of brand story, connecting audiences to messages, drawing the contours of a brand 

story  

UNIT 5: Brand Stories to Branded Content                    6 LECTURE HOURS  

Branded content as a marketing conversation, branded content architecture and universe   

Recommended Text Books   

Designing Brand Identity: An Essential Guide, Alina Wheeler  

Branding in Five and a Half Steps: Michael Johnson, Thames and Hudson  

Brand Storytelling in a Digital Age, SMA Moin, Palgrave Macmillan  

How Brands Grow: What Marketeers Don’t Know, Byron Sharp, Oxford  
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Storybranding: Creating Standout Brands Through The Purpose Of A Story, Jim Signorelli, 

Greenleaf Book Group  

Branded Content: The Fateful Merging of Media and Marketing, Jonathon Hardy, Routledge  

  

Modes of Evaluation: Group and Individual Presentations   

  

Examination Scheme:  

Components Class Participation Individual 

Presentation 

Group 

presentation 

Weightage (%) 20 60 30 
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 SMDM 2004 Search Engine Optimization and Platform Analytics L T P C 

    3 0 0 3 

Pre-requisites/Exposure    

Co-requisites    

  

Pedagogy: Lecture, pop-quizzes and reports.   

Course Outcomes (COs): 

    CO1- Learn how to extract data to understand day to day functioning of your brand 

    CO2- Learn to make sense of what multiple data points mean 

    CO3- Learn how to predict changes in algorithms by looking at data 

    CO4- Learn how to use data responsibly 

 

Course Catalog:   

This course is designed to help students understand and break down data collected by Google, 

any website or social media platform, and how to use that data to understand their audience 

better and grow their brand.  

COURSE PLAN  

Unit 1: Google Analytics: Overview  

Unit 2: Understanding different aspects of Google Analytics like Audience, Acquisition, 

Behaviour, etc.   

Unit 3: Understanding Facebook and Twitter Analytics  

Unit 4: Understanding Instagram and YouTube Analytics  

Unit 5: Guest lecture on data protection and how to responsibly use data  

Unit 6: Final project and presentations.  
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Evaluation and grading breakdown: 

Class participation: 20%  

Pop quizzes: 60%  

Final essay on legal aspect of data protection: 20%  

  


