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COURSE CURRICULUM
FOR

POST GRADUATE DIPLOMA IN ADVERTISING &

PUBLIC RELATIONS
(THROUGH DISTANCE EDUCATION)

Paper | Basic Principles of Advertising & Public Relations
Paper Il Practice of Advertising

Paper 11l Advertising Ethics, Codes and Laws

Paper IV Practice of Public Relations

Paper VV Basic Principles of Marketing & Management

Paper VI Production or Assignment



PAPER -1
Total Marks-100
Pass Marks-40
Time-3Hrs

Basic Principles of Advertising & Public Relations
Part-1

Advertising: Introduction, Definition, Classifications, growth and development of
Advertising, Scenario of Indian Media, Process of Advertising and its need.
Motivational & persuasive communication of Advertising. Ten principles of Goebel’s,
Basic Models of Advertising Communication. Difference between Advertising, Public
Relations & Publicity, Extension Education.

Part-11

Social Advertising; Concept & Process
Part-111

Structure and function of an Advertising Agency, consultancy, empanelling, Revenue

and expenditure, space selling, Leading advertising agencies of India & World.

Public Relations: Definition, Function and Development; difference between Public
Relations and Corporate Communication, Its function and need. Public Relations in
Private and Public Sector. Corporate ldentity and Corporate Image building. Crisis
Communication, Lobbying, Public-lssue Communication. Government Public
Relations( Central and State)—with special reference of Directorate of Field Publicity

and Press Information Bureau.

Note: There will be 10 questions out of which five will have to be answered. All
questions carry equal marks. The students will have the option to write their answers
both in English or Hindi in the theory examination & assignment.



PAPER Il

Total Marks: 100
Pass Marks: 40
Time: 3 Hrs.
PRACTICE OF ADVERTISING

Newspaper, Magazine, Radio, Doordarshan, Film Internet, Poster, Banners, Hoarding,
Wall Writing, Transit Media, Other Miscellaneous Media. Advantages and
Disadvantages of various Media. Characteristics of Media. Emerging Media, Sponsored
Programmes, Road Show.

Internet Advertisement: Glossary of Internet Advertisement, History and Growth of
Internet, Kinds of Internet advertisement. Advantages and disadvantages of Internet
Advertisement. Traditional & Internet Advertisement. New Dimensions in Internet
Advertisement, Layout & Design; lIdea Generation, Kinds of Creativity, Creativity in
Advertising, Idea Generation Process. Style of Copywriting, Various kinds of
Visualization. Layout & Designing of the advertisement for Journal & Magazine:
Slogans, visual & copy, Balance & Harmony, Psychology of colors, symbols, cartoon

& Graphics; copywriting for Radio & TV.

Media Planning & Activities: Advertisement process for Radio & TV.

Advertising Campaign: Campaign Planning, Objectives, Target Groups;
Psychographics, Creative Strategies, Evaluation and Analysis, Budgeting.

Media: Structure, Media —option, media selection, case studies of Advertising
campaigns & structure of DAVP.

Note:- There will be 10 questions out of which five will have to answered. All
questions carry equal marks. The students shall have the option to write their answers

both in English or Hindi in the theory examination & assignment.



Paper-I11
Total Marks-100
Pass Marks- 40
Time-  3hrs.

Advertising Ethics & Codes of Laws

Advertising Ethics : Definition of ethics, what ethics of advertising ? Need and scope
of ethics for practice in advertising industry. Social responsibility & self regulation,
credibility in advertising, untruthful and fraudulent advertising; Government
regulations and ethics in advertising, consumer organizations and advertising, voluntary
control by advertising agencies, voluntary control by advertisers. Advertising Standards
Council of India.
Study in detail: Sex in advertising, Horror in advertising.
Case studies: Indian, Foreign Individual and corporate. Advertising codes for
publishing advertisement in India:-
i) For print media: Aims and objectives.
i) For electronic media: Radio (AIR), TV (D.D), Cinema & Internet.
Advertising code for U.K. & U.S.A. Product codes- Tobacco, Alcohol,
Arms and Ammunition, Drugs case study.
Part 11
Introduction: Need of advertisement laws and dimensions of advertisements business/
industries. Nature of Ad Laws in general. Constitutionality of restrictions and Ads.
- Laws relating to advertising.
- Advertising and article 19 (1 and 2) of Constitution.

- Drugs and Magic Remedies Act 1984.



- Sections relating to advertising in IPO code 1868, Indian Contract Act
1872.
- The Punjab Act 1914, MRTP Act 1984.
- Banking and Non Banking Financial Institutions Act.
- Young Person Harmful Publication Act 1986.
- Drugs and Cosmetics Act. 1940.
- Copyright Act 1987.
- Patent & Trade Marks Act.
- Defamation/ Libel Laws and Ad industries/ Business, The emblems &
names (Prevention of Improper Use) in ad business/ industry, Act 1980.
- Indian Food Act 1890.
- Censorship and Advertising.
- Lottery and prize competition Act.
- Contempt of Court by advertisement.
- Objectives and functions of (A.S.C.- Advertising Standards Council)
- Rejections of advertisements on specified /unspecified grounds.
Note:
There will be 10 questions out of which five will have to be answered. All
questions carry equal marks. The students shall have the option to write their answers

both in English or Hindi in the theory examination & assignment.



Paper-1V

Total Marks-100
Pass Marks- 40
Time- 3hrs.

PRACTICE OF PUBLIC RELATIONS & CODE OF ETHICS OF PUBLIC
RELATIONS

Practice of Public Relations: Principles and modes of public relations. Tools of
Public Relations, structure and functions of in House Public Relations, Structure and
functions of commercial public relations agencies. Planning and implementation of

public relations campaign.

Press Release: Writing and distributions, Press conference, Institutional public
relations & International public relations. Image building & Pressure groups. New

public relations & Internet. Pubic relations campaigns: case studies & evaluation.

Code of ethics of P.R.

Definition, conduct of Public relations professional,: code of conduct of
International Public Relations Association; code of All India Radio; Code of conduct of
Public Relations Society of India (PRSI). Code of TV (D.D.) Code of Professional
World; Internal & external code; Personal Code; Public Relations and Credibility; Role
of Public Relations is crisis management, Truth in Public Relations campaign, Public
Relations in Practice, Case studies of Public Relations:- with the reference to laws and

codes: Public Relations & Laws.

Note: There will be 10 questions out of which five will have to be answered. All
questions carry equal marks. The students shall have the option to write their answers

both in English or Hindi in the theory examination & assignment.



Paper-V

Total Marks-100
Pass Marks- 40
Time- 3hrs.

BASIC PRINCIPLES OF MARKETING & MANAGEMENT

Marketing:

Definitions and Core Concepts

Marketing tools

4 P’s-Product, Price, Place and Promotion

Market Segmentation-Targeting and Positioning

Analyzing the marketing environment

Study of Consumer behavior. Needs and motivation. Group dynamics.

Social surroundings. Consumer perception.

Promotion mix-Direct selling, Advertising, Sales promotion, Merchandising, Public

Relations.

Brand evaluation. Development of new brands.

New trends in Marketing-Experiential Marketing, Integrated Marketing

Communication, Relationship Marketing, Network Marketing, cyber Marketing , e/m

Commerce.

Ethics and Marketing

Management:

Definition and Concept

Planning, organizing, implementing, controlling and evaluating

Decision making process

Organization-Classical organization, Modern organization

Communication process, control process



Human Resource Management-The perceptual process, the learning Process, the
motivation process, Personality development.

Role & qualities of a good Manager.

Entrepreneurship- creating new ventures.

Future trends in Management

Note: There will be 10 questions out of which five will have to be answered. All
questions carry equal marks. The students shall have the option to write their answers

both in English or Hindi in the theory examination & assignment.



Paper-VI
Total Marks-100

Pass Marks- 40
Time-  3hrs.
PRODUCTION/ ASSIGNMENT (ADVERTISING & PUBLIC RELATIONS):

Each student will prepare a collection of following materials:-

1. Advertisement writing for Newspapers and Magazines

1. Classified ~ —mmeemee- - J— 3
2. Classified Display ~  ---------- - J— 3
3. Display e Y —— 10
Demographic & Psychographic profile
2 Radio spot & zingles =~ ---------- < T 6
(Script)
3 Pamphlets ~ —emeeeee 3 - 6
Brochures ~ -meeeeee- 3 e 6
Wall writing e  J— 3
Banners e < J— 3
Posters ~  emeeeeeees 5 e 10
Press Release =~ ----m-mee- L S— 5
News Letters ~ ----eeeee S Y— 5
(House Journals 24 pages ~ ---------- i (— 10
Direct Mail - y J—— y)
(Television Advertisement) =~ ---------- 1 1
Script for speech  --meeeeee-  — 5
Mission, Objectives ~ ---------- — 10
& Values of two Corporate
Sector
One Advertisement ~ ------m-o- — 10

Campaign & One Public Relations Campaign

Note: Students have option to resubmit the paper, but not revaluate the paper.



