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Preamble

1) Introduction

Bachelor of Arts in Multimedia and Mass Communication is a four year all-encompassing
degree program that is focused on imparting application based media education to craft
successful media personnel of tomorrow.

2) Aims

To impart knowledge and inculcate values that promotes integrity, credibility and social
responsibility in the learner.

To prepare learners for a variety of careers in media and allied business including, communication
advertising, public relations, journalism, research and more.

Objectives:

To equip the learners with professional skills essential for making career in Entertainment industry,
Cinema, Television, OTT Platforms, social media platforms etc.

This programme will also give them an improved sense of self-confidence and selfefficacy and an
awareness of their responsibilities as professionals in their field

They will be better equipped to grasp the complex relationship between communication/media
theories and a diverse set of individual, social, and professional practices

Learning Outcomes

Learners will acquire the knowledge and skills required to pursue a career in the specialization of
their choice.

Students would demonstrate the ability to apply rhetorical principles in a variety of creative,
cinematic, organizational, professional and journalistic venues

Learners would develop a global awareness of political, social and corporate issues influenced by
communication sensitivity and skills

Learners will understand mass media as a system of interrelated forces, including historical
foundations, technological advances, economic dynamics, regulatory constraints, and ethical
concerns.

Learners will be able to create and design emerging media products, including blogs, digital audio,
digital video, social media, digital photography, and multimedia.

Learners will understand the underlying philosophical assumptions of, and be able to apply,
communication research methods to address a range of media texts and audiences, production and
technological practices, and relevant social issues

Learners will comprehend the foundations, process, and practices of writing for and about the
media, and demonstrate proficiency in writing across platforms.

Learners will be able to conceptualize, design, and produce one or more works in media based on
effective principles and practices of media aesthetics for a target audience.



3) Credit Structure of the Program (Sem |, II, lll & V) (Table as per Parishisht 2 with sign
of HOD and Dean)

Under Graduate Certificate in MULTIMEDIA AND MASS COMMUNICATION

R: A
Level |Semester Major Minor | OE |VSC, SEC| AEC, OJT, | Cum.| Degree/
i VEC, FP, Cr./| Cum.Cr.
Mandatory| Electives (VSEC) IKS CEP
CC, RP Sem.
| [1.Evolution - Visual :(°~2EC)Z Ccc2 | 22
f cr
© . commu | ecs.
Communicati nication IKS:2
on (2 cr) VSC:2, '
2. Introduct
Fundamenta 2+2 | ionto
Is of Mass Comput UG
45 Communicati ers - |
on (2 cr) Certificate
3. 44
Contemporar SEC:2
y Affairs (2
Cr)
R: B
I [1.Overview Transla (AZEC): CC:2 22
of Print tion cr),
production 242 | Skills VEC:2
2. Basics of
Radio & VSC:2,
Television
3. Introduct
Introduction 2 ion to
to New Comput
Media ers - |l
SEC:2
Cum 12 - 2 8 | 4+4 4+4+2 4 44
Cr.
Exit option: Award of UG Certificate in Major with 40-44 credits and an additional 4 credits core NSQF course/
Internship OR Continue with Major and Minor

[Abbreviation - OE — Open Electives, VSC - Vocation Skill Course, SEC — Skill Enhancement Course, (VSEC), AEC — Ability
Enhancement Course, VEC - Value Education Course, IKS - Indian Knowledge System, OJT — on Job Training, FP — Field Project,

CEP - Continuing Education Program, CC — Co-Curricular, RP — Research Project ]
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Syllabus

B.A. MULTIMEDIA AND MASS COMMUNICATION

(Sem.- 1)
SEMESTERII
PARTICULARS COURSES CREDITS | TEACHING HOURS
OVERVIEW OF PRINT PRODUCTION 2 30
MAJOR (MANDATORY) BASICS OF RADIO & TV 2 30
INTRODUCTION TO NEW MEDIA 2 30
MAJOR (ELECTIVES) NIL - -
MINOR NIL 2 30
OPEN ELECTIVES NIL 2 30
VOCATION SKILL COURSE TRANSLATION SKILLS 2 30
SKILL ENHANCEMENT COURSE INTRODUCTION TO COMPUTERS - II 2 30




OVERVIEW OF PRINT PRODUCTION

Module | Topics Description Hours
01 The Print 1. Basics of Print - 10
e Hard copy from Hard
(Physical)

e Hard copy from Soft (Digital)
2. Production = Mass Print -
e Multiple impressions
e Master to inking & Impression
e (reating master
3. Early Printing -
e European (14t Century)
Gutenberg
e Japanese (597AD) Buddhism
e Indian (4th Century) Clay

tablets
e China - Print On paper
02 Technologies 4. Criteria - Mass printing

e Economy - Cost effectiveness

e Speed - Number of copies

e (Quality - How good & clear

e Consistency - From first to last

5. Job size - Minimum quantity required
6. Printing surface - Suitable to
technology
03 Technologies in 7. Mass Printing - 10
practice e Letterpress - Relief

e Gravure - Recessed

e Lithography (Offset) - plan-o-
graphic

e Flexography - Modern
letterpress

e Silk-screen (Screen printing) -
Screen making/ Stencil

e Digital - Free of all (Lazor,
inkjet, Plotter, Flex)

04 Stages 8. Pre-press -
e Compositing
e Colour separation
e Halftone
9. Resolution - Quality of Print
e DPI/LPI
e Publication Resolution
e Flex Resolution
e DPI-LPIv/s viewing distance
10. Press - Transfer of Impression
e One side direct/ Indirect




e Back to Back/ Indirect
(blanket)

e Progressive content (Digital)

e Sheet-fed v/s Web-fed
11. Post-press - Finishing

e Book Binding techniques

e C(reasing/ Die cutting/

e Packaging

e Labels, Stickers, Tags

e UV Coating, Lamination

e Embossing

05 Commercial 12. Costing & Economy 10
Aspects e Types of paper
e Base & Surface
e Thickness - GSM
e Types of Ink
e Job size - Minimum Quantity
13. Colour Printing
e Four colour CMYK
e Seven colour CMYK-RGB
e Foil print
e Fragrance & Texture Print
14. Future Trends - Brief comment on
Evolution in Print time to time as
current trends then, e.g.
e 3D Print etc.

BASICS OF RADIO & TELEVISION

Module Topics Hours

01 Evolution and growth of radio & Television 10

A. Evolution and growth of radio
Satellite radio — The evolution & growth
AIR and Community radio — Developmental &
Educational role
Internet radio & Private FM Channels broadcast on
Internet

B. Evolution and growth of TV
Evolution and growth of Private and Satellite channels
Growth of private International , National, Regional TV
Networks and fierce
Competition for ratings
Satellite Television Broadcast — Television channels for
niche audiences — entertainment, news, sports, science,
health & lifestyle. HDTV telecast
Proliferation of DTH services.




02 Regional channels
A. Rise of regional channels and Importance of regional
channels in India & Globally
B. Trends in regional radio and Television channels.
03 News and other non-fictional formats 10
A. TRP — breaking news on television and the TRP race
B. Panel discussions — How panel discussions can make the
public opinion
C. Interviews — Radio and Television interview technique
D. Anchoring — qualities of good anchor, voice modulation
E. Radio Jockey — Understanding your audience first, voice
modulation, clear diction, accurate pronunciation
04 Writing for Broadcast media - ( radio and Television)
A. Preparation of audio and video briefs — Idea generation,
scripting, storyboard
B. Scripting — Scripting for —
Interviews/Documentary/Feature/Drama/Skits on Radio
and TV
C. Ethics — Ethics including Censorship in presentation of
News, Code of conduct, Fact Checking.
05 Emerging Trends — Mobile technology, social media and Web: eg 10
A. Hotstar
B. Voot
C. Sony Live
06 Digital story telling/Features —
A. Story idea
B. Development and presentation
C. Web Series
07 Current and Emerging trends in electronic media

A. 24/7 news broadcast — Features/ Audience effectiveness,
advertisements and dumbing down of News

B. Convergence and Multimedia — Use of Facebook and
twitter handles by Radio and TV channels

C. Internet TV/Radio

D. Mobile TV/Radio




INTRODUCTION TO NEW MEDIA

PROGRAM BAMMC
YEAR F.Y.B.AMM.C
SEMESTER 1

COURSE CODE
PAPER
TOTAL MARKS 50 (30:20)

NO OF LECTURES 30

SEMESTER II
COURSE CODE COURSE NAME & DETAILED SYLLABUS

BAMMCEC-1-101 INTRODUCTION TO NEW MEDIA

COURSE OUTCOME:
Upon completion of this course, students should be able to:
e To familiarize students with the concept of new media and its significance in the field of multimedia
mass communication.
To explore the historical development and evolution of new media technologies.
To examine the impact of new media on society, culture, and communication.
To analyze the characteristics, functions, and uses of various new media platforms.
To develop practical skills in navigating, creating, and evaluating new media content.
To encourage critical thinking and ethical considerations in the use of new media.

1 Introduction to New Media

Definition and scope of new media

Distinction between traditional and new media
Historical overview of new media technologies
The convergence of media technologies

2 Cloud technologies and cloud services and its application in media

Content Storage and Delivery

Video Streaming and Distribution
Content Production and Collaboration
Media Asset Management

Live Broadcasting and Remote Production

[ ]
[ ]
[ ]
[ ]
[ ]
e Content Monetization and Analytics

3 10T and its Application in media

Smart Devices for Content Consumption,
Audience Measurement and Analytics
Content Distribution and Delivery
Personalized Advertising and Targeting:
Smart Production and Asset Management




e Interactive and Immersive Experiences.
e Smart Advertising Displays.

Augmented reality and virtual reality and its application in Media

Immersive Storytelling

Virtual Tours and Travel Experiences
Live Events and Broadcasting
Gaming and Entertainment
Advertising and Marketing

News and Journalism

Machine Learning and Artificial Intelligence (Al) and its application in media industry

Content Creation and Curation

Audience Insights and Personalization
Automated Transcription and Translation
Video and Image Analysis

Ad Targeting and Optimization

Automated Content Moderation

Voice Assistants and Chatbots

Predictive Analytics and Audience Engagement
Data Analytics and Decision-Making

Virtual Assistants and Automated Newsrooms

Creative Programming Technologies

Generative Adversarial Networks (GANSs)
Creative Coding Frameworks and Libraries:
Blockchain and Cryptocurrencies

Data Visualization and Infographics

Big data and application of big data in media

Audience Analytics and Segmentation

Content Recommendation Systems

Real-time Analytics for Content Performance
Ad Targeting and Personalization

Social Media Analytics and Sentiment Analysis
Content Optimization and A/B Testing
Predictive Analytics and Forecasting

Online Gaming and its application in Media

Esports

Game Streaming

Gaming Content Creation

Gaming Journalism and News

Integration of Gaming into Traditional Media

[ ]
[ ]
[ ]
[ ]
[ ]
e Advertising and Sponsorship.




e Community Engagement and Social Interaction

Reference Books:

1. "Cloud Computing for Media and Entertainment Industry" by Eshwar
Pittampalli
2. "The Internet of Things: Key Applications and Protocols” by Olivier Hersent,
David Boswarthick, and Omar Elloumi
3. "Augmented Human: How Technology Is Shaping the New Reality"” by Helen
Papagiannis -
4. "Artificial Intelligence for Media and Entertainment” by Edward Ross
5. "Data Science for Media and Entertainment™ by Maya R. Gupta, Ramesh Jain,
and Vishal Monga
6. "Data Science for Media and Entertainment” by Maya R. Gupta, Ramesh Jain,
and Vishal Monga
7. "Online Gaming in Context: The Social and Cultural Significance of Online
Games" by Garry Crawford and Victoria K. Gosling
SYLLABUS 1. DR. HANIF LAKDAWALA
DESIGNED BY: 2. MS. AMRIN MOGER
INTERNAL (any two to be selected- one individual and one group evaluation)
EVALUATION
METHODOLOGY: ORAL & PRACTICAL PRESENTATIONS

b W

PROJECTS / ASSIGNMENTS
DEBATES /GROUP DISCUSSION
OPEN BOOK TESTS

QUIZ




TRANSLATION SKILLS

COURSE OUTCOME:

to identify and discuss basic concepts and problems in the area of
Translation Studies.

to provide an opportunity for an in-depth and hands-on study of many
areas of applied translation and linguistics (e.g. semantics, pragmatics,
sociolinguistics, and others) in the context of interlingual and intercultural
transfer of meaning.

To introduce the students to several modes and types of translation, as
well as translation strategies and techniques

To familiarize students with the role and functions of
translator/interpreter in the process of intercultural communication.
To introduce the students to concepts of translation/interpreting for
specific purposes (legal translation and court interpreting; health care
interpreting; conference interpreting; technical translation; literary
translation; translation of advertising, entertainment and journalism
material

MODULE | TOPICS DETAILS Hours
BASICS OF A. What is Translation? How is itdonein | 5
TRANSLATION different modes and disciplines and

application in media.
B. Myths about Translation. Meaning of

Faithful Translation (The Task of the
Translator, Walter Benjamin's essay).

C. Learning how to translate:
Communicative translation. Transliteration as
the failure of translation

TYPES OF A. Formal translation and Word to Word | 10
TRANSLATION translation: Verbal, literal and lexical level
B. Semantic Translation
C. Grammatical level, including symbols,
images, literary devices and style in
translation.
D. Adaptation and Transfer of form or
Inter-Media Translation:
E. Media Transfer in fiction to film or

drama to film and so on. Elements of Style.
(practical and INTERNAL marks)

F. Use of imagery, non-verbal

communication and intonation in translation.

G. Free Translation: The Translator's

license and question of zero translatability
TRANSLATION AND A. Translating biographies of important
ADAPTATION personalities fin cinematic or dramatic style.

B. Film Adaptations: making films out of

literary stories, fiction or plays
CULTURAL KNOLEDGE | A. Translation as Transference of 10

AND COMPUTER Meaning, as Interpretation and as a Political,




ASSISTED
TRANSLATION (CAT)

Social Protest in the different streams of
writing (the Feminist, Post-Colonial and
Postmodern literature

B. Understanding differences between
people with different backgrounds. Moral,
spiritual values, customs and traditions
Idioms and phrases, references and slang,
etc

C. Translation in Social Media and
Literature: A Comparative glance

D. Understanding Computer Assisted
Computer softwares

\Y% JOBS AS TRANSLATORS

A. Roles and responsibilities
2. New possibilities in Literature,
National and International education,
International Affairs, law, business,
finance, science, technology and
medicine

SYLLABUS DESIGNED BY:

1. MS.SHAMALI GUPTA
2. MR. GAJENDRA DEODE

INTERNAL EVALUATION METHODOLOGY:

(any two to be selected- one individual and one group evaluation)
1. WRITTEN & PRACTICAL PRESENTATIONS
2. GROUP ASSIGNMENT ON ANY 10 PERSONALITIES AND THEIR BIOGRAPHIES
3. translate a literary text of about 1200 words from any Indian language to be translated
into English or the other way by the students and comment on the experiment with the
discussion on the original text, problems faced and the solutions found or not found in

the process of translation

REFERENCE BOOKS/JOURNALS/MANUALS:
1. Baker, Mona and Gabriela Saldanha, eds. Routledge Encyclopaedia of Translation

N AWN

publishing, Manchester, 1997

Studies. Routledge, London/New York, 1998.

Bassnett, Susan-McGuire. Translation Studies. Methun /Routledge, London, 1980.
Bassnett, Susan-McGuire and Andre Lefever (eds). Translation, History and

Culture. Pinter Publishers, London, 1990.

Lakshmi, H (ed). Problems of Translation. Hyderabad: Books links Corporation, 1993.
Mukherjee, Sujit. Translation as Discovery. Orient Longman, 1994.

Robinson, Douglas(ed). Western Translation Theory from Herodotus to Nietzsche. St Jerome

Introduction to Computers II

COURSE CODE COURSE NAME
Introduction to Computers I
Syllabus
Modules Details Hours
1 Photoshop: Advanced Image Editing
1. Working with Mixing 10
multiple images Selection marquee, Lasso, Magnetic lasso, feather




Slice tool, Erase tool
Pen tool and image tracing

Clone tool, Stamp tool

2. Image Effects

Editing

Burning, Dodging

Smudge, Sharpen, Blur
Eyedropper, Choosing colour
Swatches, Colour pick

Filters

3. Working with
Layers

Layer basics

Changing background, Gradient
Moving linking aligning layers
Applying Transformations
Masking layers

Masts and extractions

Layer effects,

Adjustment layers

4. Wonders of
Blend Modes

Blend modes
Advanced blending options
Layer blends

5. Fully Editable
Text

Text as art, Glyphs, Creative text
Type mask tool, Image in text
Text to path and Direct selection
Path selection (black arrow)

Creating Professional design using all the tools

Adobe lllustrator: Vector based Drawing software

1. Introduction to

[llustrator Interface,

10

Adobe Tool Box, Panels and Bars
lllustrator Importing files in illustrator,
Different file formats
2. Using text Artistic and paragraph text, Formatting Text,

Embedding Objects into text,
Wrapping Text around Object,

Linking Text to Objects

3. Creating Simple
designs

Text based logo replication, Shape based logo
replica, Creating new symbols, Fill colour, Outline

colour, Weight and opacity

4. Applying effects

Power of Blends,
Distortion and contour Effects, Envelopes,
Lens effects, Transparency,

Creating Depth Effects and Power Clips

5. Exporting in
Illustrator

Exporting,
Types of export,
Exporting for other soft wares

InDesign: Layout Software

1. Introduction to
Adobe In Design

List the menus,

List the tools, Palates
Benefits of using In Design,
Application of In Design

2. Text Edits in

Format of text,




InDesign

Character and Paragraph Bars

Purpose of text selection,

Aligning text in different design formats,
Text alignment with embedded images

3. Using palettes

Using palettes for different types of publications
made in InDesign,

Magazine in InDesign, Paragraph styles
Newspaper in InDesign,

Paragraphs type palate, Text wrap palate

4. Colour
correction in
InDesign

Embedding images in proper formats,
Colour correction on the images,
Adjusting according to the color tone of the

publication

5. Exporting files

Types of files,
Exporting for different publications/templates,

Newspaper, magazine, etc.

Managing quality while exporting,

Rendering and maintain file format,

Improving quality and time to render techniques

Adobe Dreamweaver: Web designing software

1. Introduction to
Dreamweaver

Workspace overview

Document toolbar, Document window, Panel
groups, Files pane, Property inspector, Tag
selector

Defining website in Dreamweaver

10

2. Working with
DW

Creating Dreamweaver template

Page layout in DW

CSS layouts: advantages and disadvantages
Creating HTML pages, Insert content and form

Creating Forms in DW

3. Linking pages

Using DW to accomplish basic web page
development,

Page properties

Title, Background image, BG colour, Text colour,
Links

4. Using Tables

Cell padding, cell spacing, Border

Table basics: Colour BG in cell, Invisible tables,
Changing span,

Making image into clickable link

5. Typo in DW

Changing Font typefaces, size, style, colours
Text to hyperlink

Total

Syllabus Committee Members

1. Prof. Arvind Parulekar (Convener)
2. Pro. lzaz Ansari (Subject Expert)
3. Mr. Ashish Gandhre (Industry Expert)

Sr. no. Project/Assignment Reason/Justification
01 Preparing a magazine or a Taking example of magazines or daily newspapers,
Print series of posters of different | students can come up with a sample. This will help

size (type of a campaign

them be industry ready with a fair hands-on-




promotion) using either experience.
InDesign of PS or Illustrator

02 Making a short clip with the Making a short video clip with premiere to edit out
Electronic | use of premiere a short clip (short film/ad/news reel, etc.)
Embedding video with Dreamweaver

Bibliography:

Photoshop Bible, McLeland ,Willey Publication

Adobe Illustrator Classroom in a book: Adobe House

InDesign: Classroom in a book Kelly Kordes and Tina Delarld Adobe
Adobe Premiere Pro: Practical Video Editing

Dreamweaver: Web designing made easy: Todd Palamar




CREDIT STRUCTURE AND WEIGHTAGE OF MARKS

SR. COURSE TEACHING INTERNAL EXTERNAL TOTAL
NO. CREDIT HOURS MARKS MARKS MARKS
1 2 30 20 30 50
2 3 45 30 45 75
3 4 60 40 60 100

PAPER PATTERN -1 (30 MARKS)

Semester End Examination: 30 Marks Time: 1.00 hr

QUESTION PAPER PATTERN

Attempt any 2 from Q1. -Q.3
Each question carries 15 Marks

Question No Questions Marks
Q1 Practical/ Case study 15
Q2 Practical/ Theory 15
Q3 Practical/ Theory 15
TOTAL 30
Note:

1. Equal Weightage is to be given to all the modules.

2. 15 marks question may subdivide into 7.5 marks each. Internal option shall be given,
i.e attempt any two out of three. For direct 15 Marks question option should be given.
Attempt any one out of two.

3. Use of simple calculator is allowed in the examination.

4. Wherever possible more importance is to be given to the practical problems.

Continuous Evaluation: Internal (20 marks)

Assessment/ Evaluation Marks
1 Practical based projects. 10
2 Participation in Workshop / Conference/ Seminar/ Live Case 10

Study/ Field Visit/ Certificate Course.

(Physical/online mode)




PAPER PATTERN - 2 (60 MARKS)

Semester End Examination: 60 Marks Time : 2.00 hr
QUESTION PAPER PATTERN

Question.1. is compulsory

Attempt any 3 from Q2. -Q.5

Each question carries 15 Marks

Question No Questions Marks
Q1 Practical/ Case study 15
Q2 Practical/ Theory 15
Q3 Practical/ Theory 15
Q4 Practical/ Theory 15
Q5 Practical/ Theory 15
TOTAL 60
Note:

1. Equal Weightage is to be given to all the modules.

2. 15 marks question may subdivide into 7.5 marks each. Internal option shall be given, i.e
attempt any two out of three. For direct 15 Marks question option should be given. Attempt
any one out of two.

3. Use of simple calculator is allowed in the examination.

4. Wherever possible more importance is to be given to the practical problems.

Continuous Evaluation: Internal (40 marks)

Assessment/ Evaluation Marks
1 Practical based projects. 20
2 Participation in Workshop / Conference/ Seminar/ Live Case 20

Study/ Field Visit/ Certificate Course.
(Physical/online mode)

Letter Grades and Grade Points:

Semester GPA/ Programme CGPA % of Marks Alpha-Sign/ Grading
Semester/ Programme Letter Grade Result Point
9.00-10.00 90.0-100 O (Outstanding) 10
8.00-<9.00 80.0-<90.0 A+ (Excellent) 9
7.00-<8.00 70.0-<80.0 A (Very Good) 8
6.00 - < 7.00 60.0 - < 70.0 B+ (Good) 7
5.50-<6.00 55.0-<60.0 B (Above Average) 6




5.00 -<5.50 50.0 -<55.0 C (Average) 5
4.00-<5.00 40.0-<50.0 P (Pass) 4
Below 4.00 Below 40.0 F (Fail) 0
Ab (Absent) - Ab (Absent) 0
Sign of the BOS Chairman Sign of the Sign of the Offg. Dean

Dr. Navita Kulkarni
BoS in Mass Media

Offg. Associate Dean
Prof. Mala Lalwani
Humanities

Dr. Anil Singh
Humanities




Appendix B

Justification for B.A. (Multimedia and Mass Communication)

1. | Necessity for starting the course:

To meet the contemporary demand of
the media and communication
industry as well as to train the
students to become successful

journalists / advertisers / marketeers/

etc.
2. | Whether the UGC has recommended
. YES
the course:
3. | Whether all the courses have YES
commenced from the academic year
2023-24
4. | The courses started by the University YES
are self-financed, whether adequate
number of eligible permanent
faculties are available:
5. | To give details regarding the duration NO
of the Course and is it possible to
compress the course:
6. | The intake capacity of each course 60 Per Division per College
and no. of admissions given in the
current academic year:
7. | Opportunities of Employability / YES
Employment available after
undertaking these courses:
Sign of the BOS Chairman Sign of the Sign of the Offg. Dean
Dr. Navita Kulkarni Offg. Associate Dean Dr. Anil Singh
BoS in Mass Media Prof. Mala Lalwani Humanities

Humanities
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Sr. Heading Particulars
No.
1 Description the course: Introduction, relevance, Usefulness, Application, interest,
Including but Not limited to: | connection with other courses, demand in the industry,
job prospects etc.
2 Vertical: Minor
3 Type: Theory
4 Credit: 2 credits
5 Hours Allotted: 30 Hours
6 Marks Allotted: 50 Marks
7 Course Objectives: (List some of the course objectives)
1. To make the learners aware fundamentals of Business
2. To discuss the concept of business environment in detail and its constituents,
8 Course Outcomes: (List some of the course outcomes )

1. Develop understanding of the basic concepts of business,

2. Help interpret the recent developments in the business sector,

3. Develop understanding of various aspects of project planning,

4. Help understand the concept of entrepreneurship and its different types.




9 | Modules:- Per credit One module can be created
SEMESTER-II
Title : Fundamentals of Business |
Sub title - Introduction to Business ( 2Credits)
Module 1: Business and Business Environment (15)

a) Business: Concept, Scope and Significance of business. Objectives of Business and its
classification; CSR — Concept and Importance.

b) Business Environment: Concept and Importance of business environment, Internal and
External Environment, International Trading Environment — WTO and Trading Blocs
and their impact on Indian Business.

PEDAGOGICAL APPROACH: Lecture Method. Case studies, assignment
Module 2: Project Planning and Entrepreneurship (15)

a) Project Planning: Concept and importance of Project Planning; Project Report;
feasibility Study types. Concept and Stages of Business Unit Promotion

b) Entrepreneurship: Meaning and importance of entrepreneurship, factors Contributing to
Growth of Entrepreneurship, Types of Entrepreneurs, Competencies of an
Entrepreneur, Incentives to Entrepreneurs in India, ‘Make in India’ initiative; Problems
and Promotion of Women Entrepreneurs.

PEDAGOGICAL APPROACH: Lecture Method. Case studies
10 | Text Books:
1.
2.
3.
4.
11 | Reference Books:

e Service Marketing, Temani, V.K., Prism Pub

e Management Of Service Sector, Bhatia, B S, V P Pub

e Introduction To E — Commerce, Dhawan, Nidhi, International Book House

e Introduction To Retailing, Lusch, Robert F., Dunne,Patrick M., Carver,James R.,
Cengage Learning

e Retailing Management, Levy Michael., Weitz Barton A, Tata Mcgraw Hill

e The Information Technology Act, 2000.




12

Internal Continuous Assessment: 40% External, Semester End Examination

Individual Passing in Internal and
External Examination : 60%

13 | Continuous Evaluation through:
Quizzes, Class Tests, presentation,
project, role play, creative writing,
assignment etc.( at least 3)
14 | Format of Question Paper: for the final examination

Total 50 Marks: with 2 Credits
30 Marks External and 20 Marks Internal

30 Marks External

DURATION: 1 Hour MARKS: 30
Any 2 out of 3

Q. 1 Answer the following (15 Marks)

a.

b.

Q. 2 Answer the following (15 Marks)

a.

b.

Q. 3 Answer the following (15 Marks)

a.

b.

20 Marks Internal

1) Class Test (05 Marks)
2) Assignment (05 Marks)
3) Presentation (05 Marks)
4) Group Discussion (05 Marks)
5) Quiz (05 Marks)
6) Case Study (05 Marks)

Note: 1) Any Four out of the above can be taken for the internal Assessment.
2) The internal Assessment shall be conducted throughout the Semester.
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Sign of the

Offg. Associate Dean
Prof. Dr. Kishori
Bhagat

Faculty of Commerce
& Management

Sign of the

Offg. Dean

Prof. Kavita Laghate
Faculty of
Commerce &
Management
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Open Elective Courses

Name of the Course: Social Media Marketing

Sr. No.

Heading

Particulars

1

Description the course:

Introduction:

This course serves as an introduction to the dynamic
world of social media marketing, offering students the
foundational knowledge and practical skills needed to
thrive in this rapidly evolving field.

Relevance:

Social media marketing has become an integral part of
modern marketing strategies, as businesses increasingly
rely on platforms like Facebook, LinkedIn, and Twitter
to connect with their target audience, build brand
awareness, and drive sales. Understanding how to
leverage these platforms effectively is crucial for
success in today's digital landscape.

Usefulness:

The skills learned in this course are highly practical and
applicable across various industries and sectors.
Whether students aspire to work in e-commerce,
advertising, public relations, or entrepreneurship, a solid
understanding of social media marketing is invaluable.

Application:

Through hands-on exercises and practical assignments,
students will apply theoretical concepts to real-world
scenarios, such as creating Facebook ad campaigns,
optimizing LinkedIn profiles, and analyzing YouTube
analytics. This approach ensures that students develop
tangible skills that they can immediately put into
practice.

Interest:

Social media marketing is a dynamic and creative field
that appeals to students with a passion for digital
communication, branding, and analytics. The course's
emphasis on practical learning and creativity will engage
students and foster their interest in exploring new
marketing strategies and techniques.

Connection with Other Courses:




This course complements other courses in marketing,
advertising, communications, and digital media by
providing a focused understanding of social media
platforms and their role in contemporary marketing
strategies. Students can apply the knowledge and skills
gained in this course to enhance their understanding of
broader marketing principles and practices.

Demand in the Industry:

With the increasing importance of digital marketing,
there is a growing demand for professionals with
expertise in social media marketing. Businesses of all
sizes are seeking skilled individuals who can effectively
navigate and leverage social media platforms to achieve
their marketing goals. By completing this course,
students will position themselves as valuable assets in
the job market.

Job Prospects:

Graduates of this course will be well-equipped to pursue
various roles in the field of social media marketing,
including social media managers, digital marketing
specialists, content creators, and marketing analysts. The
practical skills and industry-relevant knowledge gained
from this course will enhance students’ employability
and open up a wide range of career opportunities in the
rapidly expanding digital marketing sector.

Vertical: Open Elective

Type: Practical

Credits: 2 credits (1 credit = 30 Hours of Practical work in a
semester)

Hours Allotted: 60 hours

Marks Allotted: 50 Marks

Course Objectives (CO):

CO 1. To provide students with a comprehensive understanding of social media
marketing principles, strategies, and best practices.

CO 2. To familiarize students with the various social media platforms and their
respective features, audiences, and advertising capabilities.

CO 3. To equip students with the practical skills needed to create, manage, and
optimize social media marketing campaigns across different platforms.

CO 4. To cultivate students' ability to analyze social media metrics and use data-
driven insights to refine marketing strategies and enhance campaign

performance.




CO 5. To explore emerging trends and technologies in social media marketing and
their implications for future marketing practices.

CO 6. To encourage critical thinking and creativity in developing innovative social
media marketing solutions to meet business objectives.

Course Outcomes (OC):

After successful completion of this course, students would be able to -

OC 1. Demonstrate a solid understanding of social media marketing concepts,
including audience targeting, content creation, engagement strategies, and
campaign measurement.

OC 2. Identify the strengths and weaknesses of different social media platforms
and select the most appropriate channels for achieving specific marketing
objectives.

OC 3. Develop proficiency in using social media management tools and
advertising platforms to create and manage effective marketing campaigns.

OC 4. Analyze social media metrics to assess the performance of marketing
campaigns, identify areas for improvement, and make data-driven decisions.

OC 5. Demonstrate creativity and problem-solving skills by developing original
social media marketing concepts and campaigns that resonate with target
audiences.

OC 6. Effectively communicate their ideas, insights, and recommendations through
written reports, oral presentations, and collaborative group discussions focused
on social media marketing topics.

Modules:
Module 1: Introduction to Digital Marketing (30 hours):

Introduction to Social Media Marketing

Definition and purpose of Social Media Marketing (SMM)

Importance of SMM in the digital landscape

Overview of different social media platforms and their significance
Facebook Marketing

Creating and managing a Facebook business page

Strategies for engaging with the audience on Facebook

Utilizing Facebook advertising tools and creating effective ad campaigns

Practical: Create a Facebook business page for a fictional business and design a
sample ad campaign

LinkedIn Marketing
Leveraging LinkedIn for business marketing and networking
Crafting a LinkedIn marketing strategy to reach the target audience

Lead generation techniques and content strategy on LinkedIn




Practical: Optimize your LinkedIn profiles and develop a sample content strategy for
a professional networking scenario

Influencer Marketing
Understanding the role of influencers in social media marketing

Identifying and collaborating with influencers to amplify brand reach and
engagement

Practical: ldentify potential influencers for a given scenario and create a
collaboration plan

X Marketing (formerly Twitter Marketing)

Developing content strategies for X (replace X with any emerging platform)
Utilizing X advertising tools for promoting businesses

Engaging with the audience and building brand presence on X

Practical: Create sample tweets and design a mock X ad campaign targeting a
specific audience

Module 2 Advanced Digital Marketing Techniques (30 hours)

YouTube Marketing

Optimizing video content for YouTube

Promoting businesses through YouTube ads and sponsored content
Monetization strategies and leveraging YouTube analytics for insights

Practical: Create and upload a sample promotional video on YouTube and analyze
its performance using YouTube analytics

Email Marketing

Understanding different types of emails and email marketing tools

Building and managing mailing lists for effective email campaigns
Implementing email marketing automation and analyzing email deliverability

Practical: Design and send out a sample email campaign using an email marketing
platform and analyze the campaign metrics

Content Marketing and SEO

Introduction to content marketing and its importance in SMM

Creating and optimizing content for social media platforms

Overview of SEO techniques for improving website visibility and Google rankings

Practical: Create sample social media posts and develop a content calendar for a
content marketing campaign, with a focus on SEO optimization




Mobile Marketing

Exploring the role of mobile devices in marketing strategies

Understanding mobile advertising and engagement techniques

Developing mobile-specific campaigns and measuring mobile marketing ROI

Practical: Design a mobile-friendly ad campaign for a fictional product or service
and assess its performance metrics

Emerging Trends and Web Analytics
Exploring new and emerging trends in social media marketing

Understanding how to leverage trends like live streaming, augmented reality, and
chatbots

Introduction to web analytics and tools like Google Analytics

Practical: Analyze website performance using Google Analytics and identify areas
for optimization and improvement

10

Text Books
1. Digital Marketing, Seema Gupta, McGraw Hill Education, 2nd Edition

11

Reference Books

1. Fundamentals of Digital Marketing, Punit Singh Bhatia, Pearson, 2nd Edition

2. “Understanding Digital Marketing: MarketingStrategies for Engaging the
Digital Generation”, Damian Ryan, Calvin Jone. Kogan Page, 4th Edition

12

Internal Continuous Assessment: 409 | Semester End Examination: 60%o

13

The internal evaluation will be | A Semester End Practical

determined by the completion of practical | Examination of 2 hours duration for
tasks and the submission  of | 30 marks as per the paper pattern given
corresponding write-ups for each session. | below.

Each practical exercise holds a maximum
value of 10 marks. The total evaluation, | Certified Journal is compulsory for
out of 100 marks, should be scaled down | appearing at the time of Practical Exam
to a final score of 20 marks.

Total: 20 marks Total: 30 Marks

14

Format of Question Paper:

Total Marks: 30 Duration: 2 Hours
Question Practical Question Based On Marks
Q.1 Module 1 12
Q.2 Module 2 12
Q.3 Viva 06




Sign of the BOS Chairman Sign of the Offg. Associate Dean  Sign of Offg. Dean
Dr. Jyotshna Dongardive Dr. Madhav R. Rajwade Prof. Shivram S. Garje
Ad-hoc BOS (Computer Science)  Faculty of Science & Technology Faculty of Science & Technology
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OPEN ELECTIVE -1

Programme Name: B. Com (Business Economics)
Course Name: Economics of Mass Media
Total Credit: 2

University Assessment: 50 Marks

Pre-Requisite: This course requires students to have a foundational understanding of basic

micro-economics.

Course Objectives:

» To equip with knowledge and relevance of various aspects of economics of mass media.

» To analyze and interpret the process of disseminating and exchanging information
through diverse media platforms to reach the masses.

» To comprehend the techniques, processes of mass media in the economic perspectives.

» To acquire knowledge about the current trends in the mass media.

Course Outcome:

CO1: Apply economic principles to analyze and solve real world mass media issues effectively.
CO2: Explore the media institutional trends and practices.

COa3: Evaluate the economic theories and concepts and apply to the mass media in India and the
world.

CO4: Use the economic perception of media for business decision making, allowing learners to

make more informed choices in the knowledge economy.



Lecture

and practices comprising copyright, piracy and

circulation.

Current trends of mass media in India: Growth and

market dynamics of new media firms.

Modules Units
Hours
1: Introduction | Mass Media and the weightless economy; Mass
to Mass Media | Media as the cornerstone institution in the
Economics Knowledge economy
The role of Mass Media in the economic
development of India; Mass Media penetration:
assess the impact of the spread of ICT and press 15
freedom on corruption, inequality and poverty.
Media Economics: the economic policies and
practices of media companies and disciplines
including journalism and the print media, outdoor
media, broadcasting media and digital media.
2: Current Digital competencies, Digital divide and connecting
trends of Mass | to unconnected; The internet’s effects on the media
Media in the industry.
Dynamic World | n1onopolies, oligopolies and the lack of diversity in
media ownership or content; mass media laws: ethics 15

Reference Books:

1. Boukes, M., Damstra, A., & Vliegenthart, R. (2019). Media effects across time and subject:
How news coverage affects two out of four attributes of consumer confidence. Communication

Research, 48(3), 454-476.

2. Chadwick, A. (2017). The hybrid media system: Politics and power: Oxford University Press.

3. Doms, M., & Morin, N. J. (2004). Consumer sentiment, the economy, and the news media.

(Working Paper Series 2004-09): Federal Reserve Bank of San Francisco.

4. Evolving Research and Theories in Media Economics,Brendan M. Cunningham, Routledge,

2018




5. Fengler, S. (2021). A comparative analysis of media analysis across the globe. Models,
Frameworks, Perspectives. In S. Fengler, T. Eberwein, & M. Karmasin (Eds.), The global
handbook of media accountability. London: Routledge, pp. 549-602.

6. Handbook of Media Management and Economics, edited by Alan B. Albarran, Sylvia M.
Chan OlImsted, Michael O. Wirth, Lawrence Erlbaum, 2006

7. Media Economics: Theory and Practice, edited by Alison Alexander, James E. Owers, Rod
Carveth, C. Ann Hollifield, Albert N. Greco, Lawrence Erlbaum, 2004

8. Picard, R. G. (2002). The economics and financing of media firms. New York: Fordham
University Press.

9. The Indian Media Business, Vanita Kohli Khandekar, Response, 2010.
10. Understanding Media Economics, Gillian Doyle, Sage, 2013



INTERNAL CONTINUOUS ASSESSMENT: 40% (20 MARKS)

Continuous evaluation pattern
1 |[Class Test based on objectives on-line/offline 10 marks
2 |Assignment / Project / Presentation 10 marks
3 [Book review / Newspaper review (in any language) / Case 10 marks
Study writing
Take best of TWO out of THREE from above 20 Marks

SEMESTER END EXAMINATION: 30 MARKS

Format of Question Paper
Time: 1 Hour Marks: 30
Note: 1. Attempt any Two questions out of Three.
2. Figures to the right indicate full marks.
Q1 | Answer the following question (Any 1) 10 Marks
B.
Q2 | Answer the following question (Any 1) 10 Marks
B.
Q2 | Write Short Notes (Any 2 out of 3) (5 Marks 10 Marks
Each)
B.
Sign of the Sign of the Sign of the Sign of the
Offg. Dean Offg. Associate Dean Offg. Associate Offg. Dean
Prof. Kavita Laghate Dr. Ravikant Dean Prof. Kavita Laghate
Faculty of Commerce Balkrishna Sangurde Prin. Kishori Bhagat Faculty of
& Management Faculty of Commerce Faculty of Commerce &

Management Management
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Sr. Heading Particulars
No.
1 Description the course : Introduction, relevance, Usefulness, Application, interest,
Including but Not limited to : connection with other courses, demand in the industry, job
prospects etc.
2 Vertical : Major/Minor/Open Elective /Skill Enhancement / Ability
Enhancement/Indian Knowledge System ( Choose By )
3 Type : Theory / Practical
4 Credit: 2 credits (1 credit = 15 Hours for Theory or 30 Hours of
Practical work in a semester )
5 Hours Allotted : 30 Hours
6 Marks Allotted: 50 Marks
7 Course Objectives: ( List some of the course objectives )
1. To sensitize the students about context in which they are embedded i.e. Indian culture and
civilisation including its Knowledge System and Tradition.
2. To help student to understand the knowledge, art and creative practices, skills and values in ancient
Indian system.
3. To help to study the enriched scientific Indian heritage.
4. To introduce the contribution from Ancient Indian system & tradition to modern science &
Technology.
8 Course Outcomes: ( List some of the course outcomes )
1. Learner will understand and appreciate the rich Indian Knowledge Tradition
2. Lerner will understand the contribution of Indians in various fields
3. Lerner will experience increase subject-awareness and self-esteem
4. Lerner will develop a comprehensive understanding of how all knowledge is ultimately intertwined
9 Modules:-

Module 1: ( 10 Hours)

1.

4.

5.

Introduction to IKS
(What is knowledge System, Characteristic Features of Indian Knowledge System)

Why IKS?
(Macaulay’s Education Policy and its impact, Need of revisiting Ancient Indian Traditions)

Scope of IKS
(The Universality of IKS (from Micro to Macro), development form Earliest times to 18th Century CE)

Tradition of IKS

(Ancient Indian Education System: Home, Gurukul, Pathashala, Universities and ancient educational centres)

Relevant sites in the vicinity of the Institute
(Water Management System at Kanheri, Temple Management of Ambarnath, etc.)




Module 2: ( 10 Hours)

arwdE

Medicine (Ayurveda)

Alchemy

Mathematics

Logic

Art of Governance (Arthashastra)

Module 3: (10 Hours) (Select Any FIVE out of the following)

1. Aesthetics 9. Yoga and Wellbeing
2. Town Planning 10.  Linguistics
3. Strategic Studies 11. Chitrasutra
4. Krishi Shastra 12.  Architecture
5. Vyakaran & Lexicography 13. Taxation
6. Natyashastra 14. Banking
7. Ancient Sports 15. Trade and Commerce
8. Astronomy
10 | Reference Books
1. Concise history of science in India- D.M. Bose, S.N Sen, B.V. Subbarayappa.
2. Positive sciences of the Ancient Hindus- Brajendranatha seal, Motilal Banrasidas, Delhi 1958.
3. History of Chemistry in Ancient India & Medieval India, P.Ray- Indian Chemicals Society, Calcutta 1956
4. Charaka Samhita- a scientific synopsis, P. Ray & H.N Gupta National Institute of Sciences of India, New
Delhi 1965.
5. MacDonnell A.A- History of Sanskrit literature
6. Winternitz M- History of Indian Literature Vol. I, Il & I
7. Dasgupta S.N & De S.K- History of Sanskrit literature Vol. I.
8. Ramkrishna Mission- cultural heritage of India Vol. I, 1l & III.
9. Majumdar R. C & Pushalkar A.D- History & culture of the Indian people, Vol. I, Il & IlI.
10. Keith A.B- History of Sanskrit literature.
11. Varadachari V- History of Sanskrit literature Chaitanya Krishna- A new History of Sanskrit
11 | Continuous Internal Assessment: 20 Marks Semester End Examination : 30 Marks
12 | Continuous Evaluation through:
Assignment/ Presentations/ Projects
(Group/Individual) / Field Visit Report
10 Marks,
class Test/ MCQ Test 5 Marks,
Overall Conduct and Class Participation 5 Marks
13 Format of Question Paper: for the final examination
Q1. Attempt any TWO Questions out of FIVE. 6 Marks
Q2. Attempt any THREE Questions out of SIX 12 Marks
Q3. Attempt any THREE Questions out of SIX. 12 Marks
Sign of the BOS Sign of the Sign of the
Chairman Offg. Associate Dean Offg. Dean
Name of the Name of the Associate Name of the Offg. Dean
Chairman Dean Faculty of
Name of the BOS Faculty of Interdisciplinary Studies Interdisciplinary Studies

Name of the Faculty Name of the Faculty
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Sr. Heading Particulars

No.

1 | Description the course: 2=t 9T ; BIITA & TR

neluding but Notlimied 0| mjglwww% j;jmm gﬁw Qimfi

FEAT ARAael | 79 Sfen ST ardia, Hrl-STaER §
Tt sre o1 &t s e 2 forg <Y T i ATneA( o Sfia
Tt =1 a1feaca €, 39 3fF @ TRt ot oot Fafer=T ek o il
g 37 e S aehd ) fernffan o o fet wer ammm=r s
B % G TR 7T el o STt @ W 7 i o mremm @ o
e § Mahg i, [ o AT 9 TSR o g STTE &l
T | 36 38 T UTShA HTid ATaeieh 37 Suit fog gl
&t v o et foeRre it i TTEATd § S vt &
forfir=t ST 73 g & ST Stem-Srent fammstt # 3w S wehd €
aTeshH TermiRIT § TieH, AT hiRTet ohi SATHaRE - o a1
TSR 3T JE T 2l

2 Vertical : Open Elective

3 Type : Theory

4 Credit: 2 credits (1 credit = 15 Hours for Theory in a semester
)

5 | Hours Allotted : 30 Hours

6 Marks Allotted: 50 Marks

7 | Course Objectives: ( List some of the course objectives )

1. forenfela st Siee, SITreF ShisTel o1 19 ST e TSR o A8l 9 STeT|

2. Toremfelat sl e, STe shisret | Titert shid g ATeafth i Al 31 faehre )
3. foremfefari =Rt stror SR <k farfore &t ot wmerHT, Hiforshan # S1fvrafs o we fomrssrar fearmm)
4. Toremfelat sl #reror shteret i foreoaratl & e #d §U SeT0T hiRTet o SATHI § TeTd LI




Course Outcomes: ( List some of the course outcomes )

CO-1) fornfRat =61 i, T hISTet o I I1T o 91 Hiferes STf=Ifs O seard e
CO-2) fornfefa =61 S, e sivTer gRT A foremd 81T, Ya-31fE, Sieft o1 farshra g
CO-3) fernfefa =t diw, sor et & wirives-31feh, Sifert 1 daredT arm fasrssrar s
CO-4) Tt =it G, e, SFeoT, TT90T ShisTe <hi forIaTatt ST SU=ATdT 1 T 979 2

Modules:-

kS T ST 6T

3HTS -1 1. TG 1T T 37 Ug &Y M- 15
2. TG I Sl STICT Uef Haedl hiee- 01
3. A v i fofet

4. AT A o U Ua fereand

5. ITE SIS o7 379, T U foeiamd
6. ST SIS T STANCT

7. I e 1 forfet ue foreraamd

3FTS -2 8. TSUT h1TTA T 7Y T &Y TEIH- 15
9. TYUT SIS T Teed Td AT hige- 01
10. SISO 1T hl faRToaTd

11. SITSOT ShiTed st fafert

12. 19T SITTA T Y T W&

13. %1991 1T ST Heed Ue IUATAET
14. 1907 19Tt <ht farramd

1. & v freror & fafay smam - greamges €1 18R, foret ufeem
2. IfHT o A - € 31 fig

3. Tot o ARG €9 - < A Aieal, THeed TR, H6s

4. T T TG ST - AT AfocTohy STEae f[ftiee




11 | Internal Continuous Assessment: 40% External, Semester End Examination 60%
Individual Passing in Internal and
External Examination
12 | Continuous Evaluation through:
Hodiohd ITEq
HATARE HedTeh- 20- 3HF
TeATcHe 1, Tohed 3cATIe- 10 37,
7 TTe1T o SR AT 3efs - 05 3ieh
TeforferT- 05 3P
FAINT -20 37k
13 | Format of Question Paper:
e Hodierd- TerRad adien- 30- 3 gRterT Aafe- 01 de1
fferfaa @7 9 @ feregi 1 T2 o I ferlau 30 3%
FAN- 30 3k
/756/%
Sign of the BOS Sign of the Sign of the
Chairman Offg. Associate Dean Offg. Dean
Name of the Name of the Associate Name of the Offg. Dean
Chairman Dean Name of the Faculty

Name of the BOS Name of the Faculty
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Sr.

No Heading Particulars
1 | Description the course : AR hITTEITe SUTTAT — ¢
Including but Not limited to : (mmaﬁéa:r i
' T (U1 GROT- R0 30 THI TEef=aT o i et TohT T
amar fosre TSRy (Ability Enhancement Course) 3T
SifeRicrTa ST AT W 3T a3t
AR, YR R WINET TR SR 9 SRR
TG WIS ST forshe sl STerd, S9! 1 €iond T9g
FOAM A HAR, WS AT FIEICHAT  FIAA
Fareantan sl #1511 aueiioran afea ad 201 did 4
I ATCHETT FAUITe Teft ST e 07 SR TR,
7 I WO F HoeT IRl AT 3 AR hlRreiEr
UfiET FET UM E ST AR, AT STATHIGIRAT
HERIATT WO o [HoreT=! Ty, farforer shrishw o srer-sreifi=h
ol 9 feew, fafowr sawui=ar vmwor 9 fHeert gea,
ST AEYTS gqUaT d dAar F WINeh-SAiReh-artaeh
FITTAET T SEET, S I TR, AT Ty
e =T fermeataed wmyor & gl Sor 9 e
forerfir Eréet, B AT S SR STkt STrgft ST
STTEAT 3T,
2 Vertical : Ability Enhancement Course
3 Type : Theory + Practical
4 Credit: 02 (1 credit = 15 Hours for Theory in a Semester)
5 Hours Allotted : 30 Hours
6 Marks Allotted: 50 Marks
7 Course Objectives :
8. Torferer srrishn o EreT-Srefi=a ITSoTT=! Ta&q Swsie |,
3. Tarfere s s faeHTer Ty wasTe @i,
3. TV ATHOT SHUATHTST STk STHUMAT &7t SATOT = qier s qu,
¥, el e FUATETdt ATavaeh STFUIT=AT &THT SATT aTi= IR & Qo
. TcTeT TS ATIOT feiee sntoarT=li Teft Suctsy e 3o,
8 Course Outcomes :

8. Toremeian fafay Selshn o SreaT-STt sFre=T=aT AT Sy T,

2. forameatar fafay wrfswn a srear-yeht Steem=n fRaeT @&y wod.

3. Taferer wrisy o sear-gt sFteRT=aT AN SATevah STHUMT §THT ST dr fermeiar
gt BIEa.

¥, fafay wEdsm g G-yt e et savae ST SEar AT

Toremeiar ufe B1ga.

G, formmeatar geaer wmwor efor fded srroar=h deft Sucisy B o A &mar fasrfaa gidie.




9 Modules (3T+ITH ¥<Ch)
Module 1 (SIgeh- 08) : WTNUT ShIve
8. VTYUT ; HehoUHT, HTNUT : T Jfed, W90 oK.
R. WTHT SHIRTET=! SIS : HTYUIT=N qaqerl, W diear (fARad & Hifash),
(&o THfTei=a ¢« aTférent, SRR - )
Module 2 (Ieeh- o) : g Sivea
R TaeT : HeneaT, e ey dfaey, feer T,
3. o et IHTSH : feaHT=ht qeaart, fHeew diedt (fifaa 3 wWiftgs),
(8o Tufei=ar Ly arfiremr, S=rfeR -9)
10 | Text Books : N.A.
11 | Reference Books:
3. RSB TN, G : HTHT ST WITHAER, FEFH JHIEH, IO, R000.
R. TR et (§fdTo), ISt ATfve hizred fohme, 7o foctoh=, 4es5, R08¢.
3. TTETEHR To To SATARTING HUST, HTHT HIMNEM 3, HITET, 2033,
¥, Shoseht 3TITeh, HEIWT ;| MTST STTOT MTNTIaER, FRIST WI9T 77107 1fersh 37—, Hedn Uiy
T, U1, ¢RRE,
Y. AT TSI STTOT SIS, TS e, ST fR7e, st ardi, 3t Sehrem, o, 023
12 | Internal Continuous Assessment: 40% External, Semester End Examination 60%
Individual Passing in Internal and
External Examination
13 | Continuous Evaluation through:
AT FEAT : R0 T
Trerft Wi / Wiftash wer / Jeheaered, T &t
(Assignment) / HTELIRLIT/ HWEIT
SR D e 1 R P o R o e o R L
T T AT,
(e Iuferdt fohar ST Tgat)
14 | Format of Question Paper: (af&ta wdiégreat asatrera wwEw)
ST T 3o T (I35 T A1)
o TH A W femEa.
® RIS ETHER A T et YT Lo TOTe 3 & forrmrar.
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PROGRAM BA /BSc/ BCom
SEMESTER |
COURSE TITLE Law related to Intellectual

Property Rights
VERTICLE /CATEGORY E (Value Education

Course)

COURSE LEVEL 50
COURSE CODE
COURSE CREDIT 2
HOURS PER WEEK THEORY 2

HOURS PER WEEK PRACTICAL/TUTORIAL

COURSE
OBJECTIVE

0 Learners will be enabled with the knowledge of the branch of the
law thatrights given to persons over the creation of their minds.
They usually givethe creator an exclusive right over the use of

his/her creation for a certain period.

To impart knowledge on identification of diverse types of Intellectual
Properties (IPs), the right of ownership, scope of protection as well as
the ways to create and to extract value from IP.

Learners will be able to recognize the crucial role of IP in
organizations of different industrial sectors for the purposes of
product and technology development.

To facilitate students to identify activities and constitute IP
infringements and the remedies available to the IP owner and describe
the precautious steps to be taken to prevent infringement of
proprietary rights in products and technology development




COURSE OUTCOME

COL1: Learners will be able to study development and reform of intellectual
propertyright institutions and their impact on creativity and innovation.

CO2: Learners will be able to critically analyze the principles of Tortious
liability, develop familiarization of process of
Management (IPM) andvarious approaches for IPM and conducting IP and

IPM auditing and explain how

IP can be managed as a strategic resource and suggest IPM strategy

Intellectual

Property

COa3: Learners will be well equipped with the expensive characteristics of
judicialtrend related to IPR and the remedies provided under the

mechanism set up by the
Government Convention of IPR

ORGANISATION OF THE COURSE

UNIT COURSE HOURS
NO UNITS PERWEEK
1 | Nature, Concept and forms of Intellectual Property and 10
Patents
2 | Patents and Trade Marks 10
3 | Copy Rights and Geographical Indicators 10

TOTAL HOURS

30




COURSE

DESIGN
UNIT TITLE OUTCOME DESCRIPTION PEDAGOGICA
L APPROACH
Intellectual Learners will Nature& Concept Lecture and
Property: understand the seminar

Meaning,Nature

and Significance

concept of IPR
andanalyze the

of Intellectual

Property, General

method,Case
laws

ﬁggi(l:ifig?f Principles of
P
Various forms Learners will be Copyright, Patent, | Lecture and
ofintellectual ableacquire the Trademark, seminar
Properties: knowledge of the Design, method,Case
fundamentals of Geographical laws
Intellectual indication, Semi-
property right and Conductor and
judicial perspective | Plantvariety
towards persons
and
properties.
Learners will be The Paris Lecture and
Major ableto evaluate the | Convention,1883, seminar
international process_of IPR the Berne method,Case
mechanism set by | Convention, laws
instruments thegovernment. 1886, The WIPO
Convention,

relatingto the
protection of
Intellectual
Properties:

1967,The TRIPS
Agreement, 1994
andrecent
amendments.




CONTINUOUS ASSESSMENT TESTS (CAT) & SEMESTER END
EXAMINATION (SEE)
NATURE OF MARKS METHODOLOGY COURSE
ASSESSMEN OUTCOME
T

CAT 1* 10 Online Quiz, Open Co1
booktest, Class test,
Assignment and Viva

CAT 2* 10 Online Quiz, Open CO1, CO2
booktest, Class test,
Assignment and Viva

CAT 3* 10 Online Quiz, Open COs3
booktest, Class test,
Assignment and Viva

SEE 30 Four questions of 10 Co1,
markseach (from each | CO2,CO3
course unit), to be
attempted any 3, 10
marks may be
subdivided into two sub
guestions of 5 marks

*Any two.

ofthe Course

Practical Activities and Aspect

Analysis of landmark cases, Field

visit patent office, Visit to

Trademark office,Workshop on IPR.

ESSENTIAL
READINGS

W.R.Cornish and D. Llewelyn, Intellectual Property:
Patents, Copyrights, Trademarks and Allied Rights,
Sweet& Maxwell.
P. Narayanan, Intellectual Property Law, Eastern Law
House




ADDITIONAL
READINGS

V.K. Ahuja, Law Relating to Intellectual Property
Rights,
LexisNexis

Syllabus Drafting Committee -

Dr. Rajeshri N.Varhadi, Professor and In-Charge Director
(UMLA)Dr. Gouri Gargate, Professor of IIT Kharagpur.
Dr. Swati Rautela, Professor and Head Department of
Law.Dr. Sanjay Jadhav, Associate Professor

Department of Law.

Prof. Uma Nehare, Assistant Professor, University of Law Academy.

Signature:
Prof. Kavita Laghate
Chairman of Board of Studies in Value Education




