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PART-A

RESEARCH METHDOLOGY

UNIT1. Research: Meaning, Objectives, Types and Characteristics

e Meaning and Purpose of Research
o Definition of research
o Objectives of research (exploration, description, explanation, prediction, control)
o Role of research in knowledge building, innovation, and development
o Characteristics of Research
o Systematic, empirical, replicable, logical, objective, ethical, and critical thinking
e Types of Research
Basic/Fundamental and Applied Research
Action Research
Evaluation Research
Participatory Research
Interdisciplinary and Multidisciplinary Research

O O O O O

UNIT2. Research Paradigms: Positivism and Post-positivism

e Positivism
o Origins in natural sciences
o Characteristics: objectivity, measurement, hypothesis testing, observable phenomena
o Quantitative orientation
e Post-positivism
o Critique of positivism
o Emphasis on theory-ladenness of observation, probabilistic nature of truth
o Triangulation, falsifiability, critical realism
o Role of researcher’s reflexivity
o Comparative Analysis
o Ontological and epistemological assumptions
o Implications for methodology and data interpretation

UNIT3. Methods of Research

e Experimental Method
o Hypothesis formulation, variables (independent, dependent, control)
o Designs: pre-test/post-test, control group, true experimental, quasi-experimental
o Validity: internal and external
e Descriptive Method
o Surveys, case studies, observational methods
o Cross-sectional and longitudinal studies
o Historical Method
o Use of primary and secondary sources



o Document analysis, historiography
o Chronological reconstruction
e Qualitative Method
o Grounded theory, ethnography, phenomenology, narrative analysis, case studies
o Data collection: interviews, focus groups, observations, content analysis
o Caoding, thematic analysis, member checking
e Quantitative Method
o Structured tools: surveys, questionnaires, scales
o Sampling techniques: probability and non-probability
o Statistical analysis: descriptive and inferential statistics
o Hypothesis testing, regression, correlation, ANOVA
e Mixed Methods Research
o Integration of qualitative and quantitative data
o Sequential, concurrent, and transformative designs

UNIT4. Steps of Research

Identification of Research Problem

Review of Literature

Formulation of Research Questions/Hypotheses
Research Design and Methodology

Sampling Design

Tools and Techniques of Data Collection

Data Analysis and Interpretation

Findings, Conclusions, and Recommendations
Report Writing and Dissemination

UNITS. Thesis and Article Writing: Format and Styles of Referencing

e Thesis Writing
o Structure: Title page, Abstract, Acknowledgement, Table of contents, Introduction,
Review of Literature, Methodology, Results, Discussion, Conclusion, References,
Appendices
o Language and academic tone
o Plagiarism and paraphrasing
e Article Writing
o Research papers, review articles, theoretical papers
o IMRaD format: Introduction, Method, Results, and Discussion
o Referencing Styles
o APA, MLA, Chicago, Harvard, IEEE, Vancouver, etc.
o In-text citation and bibliography
o Reference management tools: Zotero, Mendeley, EndNote

UNIT6. Application of ICT in Research



o Digital Literacy for Researchers
o Using online databases: Scopus, JSTOR, PubMed, Google Scholar, etc.
o E-resources: e-books, e-journals, open educational resources (OERs)
o Software Tools
Word processing, spreadsheets, presentation tools
Reference management software (Zotero, Mendeley)
Statistical packages: SPSS, R, STATA, AMOS
Qualitative data analysis tools: NVivo, ATLAS.ti
o Plagiarism detection tools: Turnitin, Urkund
e Research Communication
o Publishing online, use of research identifiers (ORCID, DOI)
o Preprint servers and open access journals
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UNIT7. Research Ethics

o Definition and Importance

o Integrity, honesty, transparency, and accountability in research
e Ethical Principles

o Informed consent, privacy and confidentiality, voluntary participation, avoiding harm
e Plagiarism and Fabrication

o Types of academic misconduct

o Ethical guidelines of UGC, ICSSR, ICMR
o Ethical Clearance

o Role of Institutional Ethics Committees (IEC)

o Guidelines for research involving human subjects and animals
e Intellectual Property Rights (IPR)

o Copyrights, patents, trademarks

o Open Access vs. Commercial publishing

UNITS8- Research statistics

» Types of Data:

e Quantitative: Numerical (e.g., height, marks)
e Qualitative: Categorical (e.g., gender, religion)

Y

Scales of Measurement:

Nominal Scale — Labels/categories (e.g., blood group)

Ordinal Scale — Rank order without fixed intervals (e.g., class position)
Interval Scale — Equal intervals, no true zero (e.g., temperature in Celsius)
Ratio Scale — Equal intervals, true zero (e.g., weight, age)
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Descriptive Statistics

e Measures of Central Tendency:
o Mean (Average)
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o Median (Middle value)
o Mode (Most frequent value)
Measures of Dispersion:
o Range
o Variance
o Standard Deviation
Shape of Distribution:
o Skewness: Measure of asymmetry
o Kurtosis: Measure of peakedness or flatness

Inferential Statistics

Population vs. Sample

Parameter vs. Statistic

Sampling Error

Confidence Level & Confidence Interval
Significance Level (a): Generally 0.05 or 0.01
Hypothesis Testing in Research

Null Hypothesis (Ho): No relationship or difference
Alternative Hypothesis (H:): Assumes a significant relationship/difference

Types of Statistical Tests

A. Parametric Tests (Assume normal distribution and equal variances)

t-Tests:
o One-sample t-test
o Independent two-sample t-test
o Paired sample t-test
Analysis of Variance (ANOVA):
o One-way and Two-way ANOVA for comparing group means
Pearson’s Correlation Coefficient (r):
o Measures linear relationship between two variables
Linear Regression Analysis:
o Predicting value of a dependent variable based on independent variable(s)

B. Non-Parametric Tests (No assumption of normality)

Chi-square Test (?):

o Test of independence for categorical variables
Mann-Whitney U Test:

o Alternative to independent t-test for ordinal/non-normal data
Wilcoxon Signed-Rank Test:

o Alternative to paired t-test
Kruskal-Wallis H Test:

o Non-parametric ANOVA
Spearman’s Rank Correlation (p):

o Measures monotonic relationship in ordinal data



» Statistical Significance and p-value

o p-value: Probability of obtaining test results under the null hypothesis
o p < 0.05 indicates statistical significance
e Typel Error (a): Rejecting Ho when it is true
e Type Il Error (B): Accepting Ho when it is false
o Power of the Test: Probability of correctly rejecting a false null hypothesis (1 - )

e Recommended Readings

Kothari, C.R. — Research Methodology: Methods and Techniques

Creswell, J.W. — Research Design: Qualitative, Quantitative, and Mixed Methods Approaches
Kumar, Ranjit — Research Methodology: A Step-by-Step Guide for Beginners

Neuman, W.L. — Social Research Methods: Qualitative and Quantitative Approaches

UGC Guidelines on Research and Publication Ethics (RPE)
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PART-B

MASS COMMUNICATION & JOURNALISM

Unit-1
Introduction to Journalism and Mass Communication
a. Concept of Journalism and mass communication, mass communication in India.

b. History, growth and development of print and electronic media. Major landmarks in print and electronic
media in Indian languages. Media’s role in formulation of states of India.

c. Media criticism and media literacy, Press Council and Press Commissions of India, status of journalism and
media education in India. Media policies of the Government of India since Independence.

d. Models and theories of mass communication, normative theories, administrative and critical traditions in
communication, media and journalism studies, communication and theories of socio-cultural, educational
and agricultural change. Technological determinism, critique of Marshall McLuhan’s views on media and
communication and Marxist approaches. Information and knowledge societies.

e. Indian traditions and approaches to communication from the Vedic era to the 21stcentury. Western and
Eastern philosophical, ethical and aesthetic perceptions of communication - Aristotle and Plato, Hindu,
Buddhist, and Islamic traditions.

f. Media and culture - framework for understanding culture in a globalised world. Globalisation with respect
to politico-economic & socio-cultural developments in India.

Unit - 2

Communication for Development and Social Change

a. Concept and definition of development communication, role of media and journalism in society,
characteristics of Indian society — demographic and sociological impact of communication, media and
journalism. Media and specific audiences.

b. Development and social change. Issues and post-colonial conceptions.

c. Deconstruction of dominant paradigm of communication and development. Responses and critique of
dominant models.

d. Corporatisation of development - Corporate Social Responsibility, non-state actors in development, mass
campaigns by NGOs, Government of India, international agencies and corporates. Paradigms and discourse
of development communication.

e. Emergence of global civil societies, public sphere, global communication system - nation state-universal,
national communication policies.

f. Leading influencers of social reform in India - Raja Rammohan Roy, Pandit Madanmohan Malviya, Bal
Gangadhar Tilak, Mahatma Jyotiba Phule, Mahatma Gandhi, Acharya Vinoba Bhave, Dr B. R. Ambedkar,
Deendayal Upadhyay, Dr Ram Manohar Lohia etc.



Unit-3

Reporting and Editing

a. News-concepts, determinants (values), structure and perspectives. Reporting for print, radio, television
and digital media. Types of reporting. National and international news agencies and feature syndicates,
functions and role.

b. Writing for print, electronic and digital news media. Translation and transcreation.

c. Editing and presentation techniques for print, television and digital media.

d. Journalism as profession, reportage of contemporary issues, ethics of reporting.

e. Critique of western news values, effect of new technology on global communication flows.

f. Niche Reporting.

Unit -4

Advertising and Marketing Communication

a. Definition, concept, functions, types, evolution of advertising, standards and ethics in advertising. Theories
and models of communication in advertising.

b. Brand management.

c. Advertising management - agency-role, structure and function, client-agency relationship, media planning
and budgeting.

d. Advertising and creativity, language and translation.

e. Advertising campaign and marketing.

f. Advertising and marketing research.

Unit-5

Public Relations and Corporate Communication

a. Public Relations and Corporate Communication - definition, concept and scope.
b. Structure of PR in State, Public, Private and non-government sectors.

c. Tools and techniques of PR and Corporate Communication.

d. Crisis communication and crisis communication management.

e. Ethics of Public Relations.

f. International Public Relations, communication audit.



Unit - 6
Media Laws and Ethics
a. Concept of law and ethics in India and rest of the world.

b. The Constitution of India, historical evolution, relevance.
c. Concept of freedom of speech and expression in Indian Constitution.

d. Defamation, Libel, Slander-IPC 499-502, Sedition IPC 124(A), Contempt of Courts Act 1971, Official Secrets
Act 1923, Press and Registration of Books Act 1867, Working Journalists and other Newspaper Employees
(Conditions of Service) and Miscellaneous Provisions Act 1955, Wage Boards, Law of Obscenity (Section 292-
294 of IPC); the Miller test, the Hicklin test, Indecent Representation of Women (Prohibition) Act 1986,
Scheduled Castes and Tribes (Prevention of Atrocities) Act, 1989, Parliamentary Privileges. Famous cases
involving journalists and news media organisations.

e. Right to Information Act 2005, Copyright Act 1957, Intellectual Property Rights, Cable Television Network
(Regulation) Act 1995, Information Technology Act (relevant) 2000 and cyber laws, Cinematograph Act 1952,
Film Censorship, Press Council Act as amended from time to time, IPR, ASCI, Drugs and Magic Remedies
(Objectionable Advertisements) Act, 1954, Various regulatory bodies for print, TV, Advertising, PR, and
Internet.

f. Rules, regulations and guidelines for the media as recommended by Press Council of India, Information and

Broadcasting ministry and other professional organisations, adversarial role of the media, human rights and
media.

Unit-7

Media Management and Production

a. Definition, concept of media management. Grammar of electronic media.
b. Communication design theories and practice.

¢. Media production techniques — print and electronic.

d. Digital media production techniques.

e. Economics and commerce of mass media in India.

f. Principles and management in media industry post liberalisation.

Unit—-8

ICT and Media

a. ICT and media - definition, characteristics and role. Effect of computer mediated communication. Impact
of ICT on mass media. Digitisation.

b. Social networking.

c. Economics and commerce of web enabled media.

d. Mobile adaption and new generation telephony by media, ethics and new media.



e. ICT in education and development in India, online media and e-governance.

f. Animation - concepts and techniques.

Unit-9
Film and Visual Communication
a. Film and television theory.

b. Film and identity in Indian film studies, leading film directors of India before and after Independence.
Indian cinema in the 21st century.

c. Approaches to analysis of Indian television.
d. Visual Communication. Visual analysis.

e. Basics of film language and aesthetics, the dominant film paradigm, evolution of Indian cinema-
commercial and ‘non-commercial’ genres, the Hindi film song, Indian aesthetics and poetics (the theory of
Rasa and Dhvani).

f. National cinema movements: Soviet Montage cinema, German Expressionistic cinema, Italian Neo-Realistic
cinema, French New Wave cinema, British New Wave cinema, Indian New Wave cinema, Period cinema.
Cinema in the new millennium.

Unit - 10
Communication Research
a. Definition, concept, constructs and approaches to communication research process.

b. Research Designs - types, structure, components, classical, experimental and quasi experimental, variables
and hypotheses; types and methods of research; basic, applied, descriptive, analytical, historical, case study,
longitudinal studies.

c. Research in journalism, Public Relations, advertising, cinema, animation and graphics, television, Internet,
social media practices, magazines, children’s media. Communication, journalism and media research in India.

d. Levels of measurement: sampling-probability and non-probability, tests of validity and reliability, scaling
techniques. Methods and tools of data collection-interviews, surveys, case studies, obtrusive and non-
obtrusive techniques, ethnography, schedule, questionnaire, dairy, and internet based tools, media specific
methods such as exit polls, opinion polls, telephone, SMS surveys and voting with regard to GEC (general
entertainment content).

e. Data analysis, testing, interpretation, application of statistical tests-parametric and non-parametric, tests
of variance-univariate, bivariate and multivariate, tests of significance, computer mediated research.

f. Ethical considerations in communication, media and journalism research, writing research reports,
plagiarism.
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S JUd 3R HIRURE IR (Public Relations and Corporate Communication)
a. O AU SR HIRURE VAR — TRUTHT, SGYRUN 3R & |

b. 1S4, TGS, el 3R R-TRBRT &A1 H SF HUD B1 S|

c. S T 3R HRURE TR & JUBRUT 3R qH15 |

d. Gohe IR 3R b YIR Jae—|

e. O TUSD ot Afdpdrl

f. SRRITIY O Wb, TR 3Hfee|

TBIS — 6

WfEar &1 MR AfAHT (Media Laws and Ethics)

a. HRd 3R 3y & o7 Fwf § B SiR Afdewar & srayrom|
b. YRd P AII™, IHT URIBTRIS [ SR yrifiiesan|

c. YRdtg Afaem™ & sifeafaa 3R dTe Wa=d &1 Sfaeron|

d. AT, fired, TWiex - YR < Tiear &1 URT 499-502, AREIE URT 124(A), <ATITT Bt
ST SR 1971, SfArepTRe Tt SfAFFam 1923, I 3R Qe st AT 1867,
PHRRA TFHR 3R 3= AR U3 HHART (Ta1 B 2 3R fafay uraem ifdfAay 1955, a9 §is,
SIATAT BT (MU BT YRT 292-294); TR e, fRfae oxe, Afganatt &1 siy= fason (Foe)
SHferfaH 1986, 3T STIfd SR ST (SR far) i 1989, U faRwifeR |
PRI AR R DS G- A Gafiid uRig THa |

e. JET BT ISR 31T 2005, HIdRZE ifAfFay 1957, fGH Tuer AfUGR, Had aifaer
Fead (fafaem) iffam 1995, YemT Ui Sifafd 2000 (UTAIH) SR WEER A,
RAfems aifafaam 1952, fiver TR, wwmmwwm) 38 Ut 3R,
TOIRYarTS, &ﬁﬁrfﬁ&ﬁngs SURIR (3Mufreis fagmue) iAoy 1954, fife, Adt, fasiue, sduds
3R gexe & foru faftyd famss e

f. O URwg, Yo Ud UIRUT HATY 3R 30 URIaR M1 gRT SRifyd Hifsar & fore fam,
faf o o fazntdwr, Hifear & ufauelia YT, aFaieR ok Hifsan
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HifEar yeaeq 3R fAATT (Media Management and Production)

a. HIfSAT Uaie o1 aRHTST 3R S[aURUN| 3alae -d HIfSaT &1 STHhRU |
b. GO feuie Riaid ¢k =aER|

. fife 3R soae e Hifsar & fog Hifsar afo daid|

d. feforea Hifgan fmfor ae-ies |

e. YRA H O AR HT IR 3R a1fory |

f. SERIBRUT & I1G HifsAT ITN H Teie & Rigid 3R yeied|

ECOER:
TIAT Te FaR Wenfiast (1cT) $iv Wifsan

a. ICT 3R Hifgar — afuTen, =g $iR YT | HeR Areafiie TR & YHTE | S JaR AT
TR ICT &1 gH1d | f&fsredionrun

b. Qe Aeafb|

c. 99 T&m HfSTT BT SRR SR FIforsy|

d. Tfsar gRI AeaTRd 3@ 3R s Uigl &t celiwiAT, 78 Mfsar iR Afaewan
e. YR H fR1eM 3R fawma T 1IcT &1 YfiyenT, sifars- Hifsar 3R -] |

f. THIHRI — SfAYRUME 3R Tehilah |

THIG - 9
firew IR T TR (Film and Visual Communication)
a. fired 3R efifaom Rigial

b. YR fihed sieqa= # fhed 3R Uga, Wadl ¥ gd 3R 4T HRd & UHE fihed fAdie | 216
I BT HRAT =]

¢. HRAH ecifasH & fazeur & efdai|




d. T TIR | = fazayun|

e. Thed @1 HTWT 3R Tigd=IRd & Jd a1d, U9 e ufaam, YR R &1 fder - aaaiis
3R TR-sraue: ey, fedt fred 1ta, YR Ticdema iR HTouemd (9 3R @f &1 Rigia) |

f. ST R 3ficle: Fifdad Aiers R, S veu=iiRes R, gerferd Ta-gurddrdl
%mﬁ%,ﬁﬁqaaﬁﬁm,mqaaﬁﬁm YR Ta-arex R, difas Rean 78 gearsdl #
|

gPTS - 10
AR HYTH (Communication Research)
a. TRUTHT, SGUROT, TEAE SR AR 8T Ufehar & i

b. 3IHUT FEHTE — YR, W, Uceh, URURSD, YR 3R 3is-Uraifies, @R 3R URSB I,
ST & UbR 3R faferT, g, sryrgad, auiHTeres, fases e, Bfagiiie, 4 s, Sdaifas
ST

c. UFBIRET, Y, fagmas, Rmmn, TiaRe iR mfthay, TofifasH, gexe, Iiwra difsar yursf,
gferafl, s=af & Hifsar & srdu | HRd ® YR, TAHIRdT 3R Hifsar s |

d. ATIA 3 TR ST - TTiehar 3R 3umfiesdn, JUdT 3R fag=adT ot uRief, Whieit dop-iiah |
ST HYE i fAfel SR SUPRY - &P R, YUl B e, a@el o ardl 3R IR-a@e o arelt
qdh1dp, TARTGIH, ST, THTaeh, SR 3R Sexe TR Jussur, Hifsar fafkmy fafdat o
%uﬁa, 3T Uie, T, TIUHTY derur 3R T FARe It (GEC) § Tefdd

|

e. ST fa=aIvoT, Tie0T, SRenT, AiReT® 19 URTefuN &1 U — IRTHICH 3R Ai--URHife s, aked
TIef0T - TR, fgmeR SR a8, Ui & URTefur, hex At SgaeH|

f. TR, TSTT R THAHINGT g™ & Afae faur, s Ruid aaq, el ARt
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