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PAPER Il - COMMUNICATION THEORIES AND ISSUES

UNIT -1

Nature of Theory — Relationship between Theory and Research — Theorizing in Communication —
Western and Eastern perspectives.

UNIT -1

Theories in Communication: Normative Theories — Aristotle, Shannon and Weaver, Lazarsfeld, Lass
well, Berlo; Eastern approaches — response of Third World research Culture and alternative
approaches; Theories in Learning — perception, Persuasion, Attitude and Public Opinion formation
and Change — Dissonance — Balance and Congruity — Behaviouristic and Cognitive approaches —
Yale communication Research.

UNIT - 111

Effects of Mass Communication — Bullet Theory; Limited, Moderate, Powerful Effects Model,
Information Seeking Paradigm, Uses and Gratifications, Agenda Setting, Cultural Norms Theory;
Issues in Communication: Media Effects — Learning — Change — Socializing — Cultural Violence and
Cultivation aspects — Catharsis — Gender and weaker section perspectives.

UNIT -1V

Diffusion Theories — Elements, consequences and critique of diffusion of innovation model;
Communication Models — evolution of communication models in developing countries; Critical
evaluation of Schramm, Westley and McClean, Gerber, Jacobson New approaches to communication
theory —Dominant Paradigm, The paradigm shift.

UNIT -V

New Media Theory — perspectives, Technological Determinism, constructivism, Fuctionalism,
Postmodernism; Characteristics of New Media — Uses, Adoption ICT and Social Transformation —
socio-technical paradigm, Information co modification: new consumption norms — knowledge gap.
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PAPER I11- ADVERTISING

Unit I: Fundamentals of Advertising
What is advertising? - Definition & Concepts of Advertisement -Types of Advertising -

Classified- Corporate Financial -Education/ NGO/Public Service /Institutional /Advertorial-
Souvenirs / Promotional Ads. Embedded Ads- Online ads & types

Unit I1: Structure of advertising agencies
Types of advertising agencies- Advertising agency structure - Functions of various departments -

How agencies earn revenue

Unit 111: The Advertising Plan

Advertising Campaign- Detailed understanding of the steps involved in developing an
advertising plan

Situation analysis- Identify target audience- Determine communication objective- The creative
plan: designing the message- The media plan: selecting the communication channel-
Determining the advertising budget

Deciding on the communication mix- Evaluation

Unit IV: Advertising and Consumer Behaviour
The decision process- Low-Involvement decision process- High-involvement decision process-
Stages in the decision process

Unit V: How advertising works

Rational to emotional approaches- Advertising strategies- Generic- Preemptive- USP-
Positioning- Brand image approach- Resonance- Affective Semiotics & advertising- Concept of
an advertising brief
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Management Approach, Phi Learning (2009)



PAPER-IV: FILM STUDIES

Unit I: Language of cinema
Shots, camera angles, movements -Mise-en-scene -Dimensions of Sound: sync and non-sync,

sound effects, and silence, dialogues, ambient sound.

Unit 11: Scriptwriting
Narrative Composition: 3 plot structure-Characterization & Dramatic Structure-Scriptwriting
formats, step outline & shot break down-Screen Play, storyboarding

Unit 111: Production Overview
Three stages of Film Production: Pre-production, Production, Post Production-Lighting-Art
Direction-Departments and their role -Role and importance of the director

Unit IV: Editing Techniques
Linear & non linear editing-Online and offline editing-Basic transitions-Match cut, jump cut,
cut-in & cut-away Parallel cutting & inter cutting-Continuity editing & Montage theory

Unit V: Film Studies
Film Genre-Documentary Films-Feminist Film theory-Emergence of New Wave in Cinema-The

Auteur Theory Ideology and films-Qualitative study of cinematic text
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Paper — IV: Health Communication

Unit-1
Introduction to health communication - Mass media and health communication

Unit-2
Communication theories and health communication - Health Communication strategies-
Health policy in India, WHO- Health communication campaigns in India -
Health literacy

Unit-3
Health informatics: e-health communication, Edutainment health communication, peer-
peer health communication, Issues in health advocacy

Unit-4
Culture and health communication - Ethics in health communication - health promotion
& Campaign planning — evaluation of communication campaigns

Unit-5
Contemporary issues in health communication - Media in health promotion- Trends in
Health communication



Model Question paper
(JOURNALISM AND MASS COMMUNICATION R130601)
PRE-PH.D. EXAMINATION
Paper — Il: Research Methodology
(Regulation 2010-11, 2012-13&2014-15)

Time: 3 hours Maximum: 100 marks
Answer ALL questions. Each question carries equal marks. 5 x 20 = 100 marks
UNIT-1
1(A) Describe new trends in communication research in the current scenario.
Or
(B) Explain different problems in communication research with suitable examples.
UNIT-1I
2 (A) Differentiate hypothesis and null-hypothesis.
Or
(B) Describe qualitative research, and explain what constitutes good Variables.
UNIT-HI

3(A) Describe the Non-parametric Sampling Methods and drawing sample from the
population by using any one of the method.

Or
(B) Explain the different types of scales with suitable examples.
UNIT-1V
4(A) Analyze the media research is a tool of reporting with suitable examples.
Or
(B) Describe the application of research in electronic media with examples.
UNIT-V
5(A) Describe the different styles in thesis reporting and explain the majority followed
style.
Or

Write short notes on any two of the following:
Ethics in research
Questionnaire
Simple Random Sampling
Tabulation

Note: Each question may have sub-questions. Again the sub questions may have sub-sub-
question).



Model Question paper
(JOURNALISM AND MASS COMMUNICATION R130602)
PRE-PH.D. EXAMINATION
Paper — I1I: COMMUNICATION RESEARCH
(Regulation 2010-11,2012-13&2014-15)

Time: 3 hours Maximum: 100 marks
Answer ALL questions. Each question carries equal marks. 5 x 20 = 100 marks
UNIT-I
1(A) Differentiate the relation between theory and research.
Or
(B) Explain the western theories applied in Indian communication research.
UNIT-II
2(A) Analyse the role of social responsibility theory in Indian context.
Or
(B) Explain the role of cognitive approach in communication research.
UNIT-III
3 (A)Explain the Impact of mass communication on people with suitable model.
Or
(B) Analyse the media effects on common man with suitable theory.
UNIT-IV
4 (A) Explain the evolution of communication models in developing countries.
Or
(B) Discuss the criticism of diffusion of innovation model.
UNIT-V

5(A) Explain the role of new media in political communication in India
Or

(B) Write short notes on any two of the following:

i) Constructivism

i) Uses of ICT

iii) Paradigm Shift.

iv) Postmodernism
Note: Each question may have sub-questions. Again the sub questions may have sub-sub-
question).



MODEL QUESTION PAPER
(JOURNALISM AND MASS COMMUNICATION R130603)
PRE-PH.D. EXAMINATION
Paper — IlI: FILM STUDIES
(Regulation 2012-13 &2014-15)
Time: 3 hours Maximum: 100 marks

Answer ALL questions. Each question carries equal marks. 5x 20 =100 marks
UNIT-I

1(A) Elaborate the different shots and camera angles being used in the process of film making with
suitable examples.
Or
(B) Substantiate different sound effects citing suitable examples.

UNIT-II

2(A) Describe the different formats in Script writing.
Or
(B) Elucidate the concept of story boarding with the suitable examples.
UNIT-III
3(A) Explain the importance of Pre-Production work in film making.
Or
(B) Illustrate and describe the formats of lighting styles in indoor shooting.

UNIT-IV

4(A) Explain the role of On-line editing in developing the quality of film production.
Or
(B) Describe the basic transitions with suitable examples.

UNIT-V

5 (A) Explain the film genres in making films with suitable examples.
Or
(B) Write short notes on any TWO of the following:
i) New Wave Cinema
i) Documentary
iii) Film theory.
iv) Cinematic Text.

Note: Each question may have sub-questions. Again the sub questions may have sub-sub- question).



MODEL QUESTION PAPER
(JOURNALISM AND MASS COMMUNICATION R130604)
PRE-PH.D. EXAMINATION
Paper — Ill: ADVERTISING
(Regulation 2012-13&2014-15)
Time: 3 hours Maximum: 100 marks

Answer ALL questions. Each question carries equal marks. 5x 20 =100 marks
UNIT-I

1(A) Explain the concepts of advertising.
Or
(B) Describe different types of online ads with examples.

UNIT-II
2(A) Explain the functions of various departments in advertisement agencies.
Or
(B) Explain the elements in an advertisement copy with suitable examples.
UNIT-III
3(A) Explain the detailed understanding of the steps in Advertising plan.
Or
(B) Analyse the media planning in launching a new car in the market.

UNIT-IV

4(A) Explain the role of Advertisements in the process of customers’ decision making.
Or
(B) Describe the stages in the decision making.

UNIT-V

5(A) Design the Advertisement copy on new car to launch in market.
Or
(B) Write short notes on any TWO of the following:
i) USP
ii) Brand Image
iii) Emotional approach.
iv) Advertisement Positioning.

Note: Each question may have sub-questions. Again the sub questions may have sub-sub- question).



