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Course Name: Media Management and Newspaper Production  
Course Code: JMC 406 
Level: 4 
Credits: 4   
 
Credits Equivalent: (One credit is equivalent to 10 hours of lectures / organized classroom 
activity / contact hours; 5 hours of laboratory work / practical / field work / Tutorial / 
teacher-led activity and 15 hours of other workload such as independent individual/ group 
work; obligatory/ optional work placement; literature survey/ library work; data collection/ 
field work; writing of papers/ projects/dissertation/thesis; seminars, etc.) 
 
Course Objectives: 
The course is designed to: 

 Understand the concepts, principles and functions of media management.  

 Describe the various types of ownership patterns of the media industry. 

 Discuss the organisational structures, economics and marketing of newspapers. 
 
Course Outcomes: 
Students should be able to: 

 Identify various media management principles, functions and features ofpress in 
India. 

 Learn about the working and co-ordinations of different departments of a 

newspaper organisation. 

 Understanddifferent forms of newspaper ownership pattern in India. 

 Identify several government media organisations and their specific areas of work. 

 Know about different techniques of marketing of newspapers. 
 
Attendance Requirements:  
Students are expected to attend all lectures in order to be able to fully benefit from the 
course. A minimum of 75% attendance is a must failing which a student may not be 
permitted to appear in examination. 
Evaluation Criteria: 
1. Mid Term Examination: 20% 
2. End Term Examination: 60% 
3. Continuous Internal Assessment : 20% 

 Class Participation:       5% 

 Home Assignments:       10% 



 Presentation:                              5% 
Course contents: 
UNIT I: Media Management: An overview                                         (8 hours) 

 The management process, Significance of management 

 Henry Fayol’sprinciples of management  

 Basic functions of management,Levels of management 

 Media management, media as an industry and profession 

 Changing nature of newspaper management 

UNIT II: Organizational Structure of a Newspaper                                    (8hours) 

 Functions of different departments of a newspaper: Editorial department 

 Advertising department 

 Circulation department 

 Printing and production department 

 Problems of small and medium newspapers 

 Circulation and readership of newspapers in India 

 Press Commissions 
 

UNIT III: Newspaper Ownership Patterns in India                      (8hours) 

 Newspaper ownership and its various types: 

 Sole proprietorship or Individual ownership 

 Partnership 

 Company 

 Cooperatives  

 Trusts and societies 

 Chain ownership 

 Cross media ownership  

 Conglomerate ownership 

 Vertical integration 

UNIT IV: Government Media Organisations                                                (8hours) 

 Organisational structure of All India Radio 

 Organisational structure of Doordarshan 

 The government’s print and related media organisations 

 Government run film medium  organisations 

 Government publicity organisations 

 Government-funded centres for media learning 
 

UNIT V: Economics and Marketing of Newspapers        (8hours) 

 Marketing mix 

 Brand promotion 

 Market survey techniques 

 Foreign equity in Indian media 

Text Books: 

 Kamath, M. V. (1992), Journalist’s Handbook, Vikas Publishing House, New Delhi. 



 Aggarwal, VirBala and Gupta, V.S. (2001), Handbook of Journalism and Mass 
Communication, Concept Publishing Company, New Delhi. 

 Aggarwal, VirBala (2006), Essentials of Practical Journalism, Concept Publishing 
Company, New Delhi.  

Additional Readings: 

 Kothari, Gulab(1995). Newspaper Management in India. Intercultural Open 
University, The Netherlands.  

 Kamath, M. V. (2009), professional Journalism, Vikas Publishing House, New Delhi. 

 I. A. guide for Newspapers, R. N.I. New Delhi. 

 Lingam TNM Circulation Problems in Indian Newspaper PII, New Delhi. 

 IGNOU notes. 

 
……………………………. END……………………………. 
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Course Name: Media Laws and Ethics of Journalism  

Course Code: JMC 415 

Level: 4 

Credits: 4   

 

Credits Equivalent: (One credit is equivalent to 10 hours of lectures / organized classroom 

activity / contact hours; 5 hours of laboratory work / practical / field work / Tutorial / 

teacher-led activity and 15 hours of other workload such as independent individual/ group 

work; obligatory/ optional work placement; literature survey/ library work; data collection/ 

field work; writing of papers/ projects/dissertation/thesis; seminars, etc.) 

 

Course Objectives: 

The course is designed to: 

 Know about basic features of the Indian constitution and its development. 

 Discuss about various constitutional Acts related to freedom of speech and expression 

and their significance. 

 Describe different aspects of media ethics and challenges related to it. 

 

Course Outcomes:  

Students will be able to: 

 Learn in depth about Constitution of India in general with special reference to mass 

communication. 

 Know about the Freedom of Speech and Expression, the guidelines of Press Council 

of India and rights of the working journalists. 

 Understand the Law of Defamation, Contempt of Court, Official Secrets Act, 

Censorship and Cinematographic Act, etc.  

 Know about the cyber space crimes, laws related to cable, satellite communication 

and government regulations, IT Act 2000 and cyber laws.  

 Recognize Regulations in Advertising, Intellectual Property Rights and others Acts 

like Indecent Representation of Women (Prohibition) Act, the Children Act, the 

Young Persons (Harmful Publications) Act, etc. related to media.  

 Develop media ethics in their professional career. 

  

Attendance Requirements:   

Students are expected to attend all lectures in order to be able to fully benefit from the course. 

A minimum of 75% attendance is a must failing which a student may not be permitted to 

appear in examination. 

Evaluation Criteria: 

1. Mid Term Examination: 20% 

2. End Term Examination: 60% 



3. Continuous Internal Assessment : 20% 

 Class Participation:    5% 

 Group Discussion:   10% 

 Home Assignments:   5% 

 

Course Contents: 

 

 UNIT I:                                (8 Hours)          

 Salient features of the Constitution of India, Preamble, Federal system, Fundamental 

rights, Fundamental duties, Judiciary, Main characteristics of Constitution of India. 

 Article 19(1) (a), Article 19(2), Article 361A of constitution.    

 The Official Secrets Act      

 The Press and Registration of Books Act 

 

UNIT II:                       (8 Hours)          

 The Working Journalists Act 1955    

 The Cinematography Act, 1952 

 Press and Publication (Parliamentary Proceedings) Act, 1977 

 Press Council Act, 1978 

      

UNIT III:                                            (8 Hours) 

 Law of Defamation, exceptions to offence of defamation 

 Contempt of Court Act, 1971      

 Censorship       

 Internet Law and Cyber crimes 

  

UNIT IV:                                            (8 Hours) 

 Information Technology Act, 2000  

 Laws Relating to Cable and Satellite Television    

 Regulations on Advertising 

 Intellectual Property Rights (IPR) 

 

 UNIT V:                                            (8 Hours) 

 The Indecent Representation of Women (Prohibition) Act, 1986  

 The Children Act, 1960 

 The Young Persons (Harmful Publications) Act 1956 

 Mass Communication Ethics  

 

Essential Readings:   

 Basu, D.D. (1996). Law of the Press Third Edition. New Delhi: Prentice Hall of India, 

Pvt.Ltd                                                                                     

 Manukonda. R. (2013). Mass Communication Laws and Ethics. Delhi: D.P.S. 

Publications. 

 Neelambar. M. (2010). Media laws and Ethics.  New Delhi: PHI Learning, Pvt. Ltd. 

  

Additional Readings:  

 Basu, D.D. (1993). Introduction to the Constitution of India. New Delhi:   Prentice-

Hall of India, Pvt.Ltd.. 



 Rayudu, C.S. & Nageswara, R (2010). Mass Media Laws and Regulations. New 

Delhi: Himalaya Publishing House 

                                     ……………………………. END……………………………. 
 

 

Department of Journalism & Mass Communication 

Central University of Himachal Pradesh 
(Established under Central Universities Act 2009) 

                         DHARAMSHALA, DISTRICT KANGRA – 176215 

HIMACHAL PRADESH 
www.cuhimachal.ac.in 

 

Course Name: Mass Media Research 

Course Code: JMC 421 

Level: 4 

Credits: 4   

 

Credits Equivalent: (One credit is equivalent to 10 hours of lectures / organized classroom 

activity / contact hours; 5 hours of laboratory work / practical / field work / Tutorial / 

teacher-led activity and 15 hours of other workload such as independent individual/ group 

work; obligatory/ optional work placement; literature survey/ library work; data collection/ 

field work; writing of papers/ projects/dissertation/thesis; seminars, etc.) 

 

Course Objectives:  

The course is designed to: 

 Comprehendthe concept and importance of communication Research. 

 Describe the elements and approaches of mass media research. 

 Discuss various research methods, tools for data collection and different statistical 

procedures. 

Course Outcomes:  

Students will be able to: 

 Understand the nature of mass media research, its development and research 

procedures. 

 Know the basic elements of research process like concepts, constructs, measurement, 

Variables and scales. 

 Describe the basics of the sampling methods used in mass media research. 

 Learn about different qualitative research methods like field observations, focus 

groups, intensive interviews, case studiesand ethnography. 

 Use various quantitative research methods like content analysis, survey research, 

longitudinal research and experimental research. 

 Apply different tools for data collection and different statistical procedures for doing 

communication research. 

Attendance Requirements:  

Students are expected to attend all lectures in order to be able to fully benefit from the course. 

A minimum of 75% attendance is a must failing which a student may not be permitted to 

appear in examination. 

Evaluation Criteria: 

 



1. Mid Term Examination: 20% 

2. End Term Examination: 60% 

3. Continuous Internal Assessment : 20% 

 Assignments: 10% 

 Group Discussion: 5% 

 Presentation: 5% 

Course contents: 

UNIT I: The Mass Media Research Process  (8 hours) 

 Research process, Communication research:Its need and importance 

 Different areas of mass media research,  Development of mass Media research 

 Two sectors of research: Academic and private research 

 Research Procedures –Selection of research problem, Review of literature, Statement 

of hypothesis or research questions,  

 Determination of appropriate methodology and research design, Data collection, 

Analysis and interpretation of data, Presentation of results. 

 

UNIT II:  Elements of Research                                                      (8hours) 

 Understanding of concepts, constructs and variables 

  Levels of measurements 

 Scales of measurement 

 Population, Sampling, Probability and nonprobability samples and their types 

 

UNIT III: Various Research Approaches                                                     (8hours) 

 

 Qualitative and Quantitative Research 

 Field observations,  

 Focus groups  

 Intensive interviews  

 Case studies 

 Ethnography  

UNIT IV: Research Methods and Tools for Data Collection                     (8hours)                

 Content analysis 

 Survey research 

 Longitudinal Studies: Trend Studies, Panel Studies, Cohort Analysis  

 Experimental and Quasi Experimental Studies 

 Tools for Data Collection: Questionnaire and Schedules 

 Diary Method, People’s Meter 

UNIT V: Introduction to Statistics                                                                  (8hours)  

 Coding and Tabulation 

 Statistical Methods-Nonparametric Statistics, Chi-square Test, Contingency Table 

Analysis 

 Parametric Statistics, The t-Test, Analysis of Variance (ANOVA), Basic Correlation 

Statistics 

 



 

Essential Readings:                                                                                              

 Wimmer, Roger D. &Dominick, Joseph R. (2009), Mass Media Research: Processes, 

Approaches and Applications, New Delhi: Cengage Learning Wadsworth. 

  Kothari, C. R. (2004), Research Methodology: Methods and Techniques, New Delhi: 

New Age International. 

 

Additional Readings: 

 Wimmer, Roger D. & Dominick, Joseph R. (2011), Mass Media Research: An 

Introduction, New Delhi: Wadsworth (Indian Edition). 

 Treadwell, Donald F.  (2014), Introducing Communication Research-Paths of 

Inquiry, New Delhi: Sage.  

 Berger, Arthur Asa. (2005). Media Analysis Techniques. (Third Edition), California: 

Sage.  

 Rubin, Rebecca B. et al (Eds.) (2009). Communication Research measures: A 

Sourcebook, New York: Routledge.  

 Sparks, Glenn B. (2006). Media Effects Research. (Third Edition), Boston: 

Wadsworth (International Edition).  

 Stacks, Don W. and Michael B. Salwen. (Eds.) (2009). An Integrated Approach to 

Communication Theory and Research. New York: Routledge.  

 National and international communication journals, monographs, conference papers 

etc. 
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Course Name: Development Communication 
Course Code: JMC 430 
Level:   4 
Credits: 4   
 
Credits Equivalent: (One credit is equivalent to 10 hours of lectures / organized classroom 

activity / contact hours; 5 hours of laboratory work / practical / field work / Tutorial / 

teacher-led activity and 15 hours of other workload such as independent individual/ group 

work; obligatory/ optional work placement; literature survey/ library work; data collection/ 

field work; writing of papers/ projects/dissertation/thesis; seminars, etc.) 

 

Course Objectives: 

The course is designed to: 

 Understand various concepts, definitionsand ideas of development. 

 Develop the knowledge of the various theories and approaches of development and 
development communication.  

 Explain the role of various media in development communication.  

 Discuss the role & impact of new communication technologies forimparting development 
communication. 

 
Course Outcomes:  
Students will be able to: 

 Analyze various problems and issues of development. 

 Acquire the proficiency to make communication strategies for development. 

 Understand how the development communication can help in the growth of democracy, 
health, education, awareness, environment, agriculture etc. 

 Learn about the use of several mass media including folk & traditional media for 
development communication. 

 Identify the appropriate utilization of community radio and modern technology driven 
media for development communication and promotion of participation society. 

 
Attendance Requirements: 
Students are expected to attend all lectures in order to be able to fully benefit from the 

course. A minimum of 75% attendance is a must failing which a student may not be 

permitted to appear in examination. 

Evaluation Criteria: 

1. Mid Term Examination:20% 

2. End Term Examination:60% 

3. Continuous Internal Assessment : 20% 

 Home Assignments: 10% 



 Presentation: 5%  

 Class Participation: 5% 

 
 
Course contents: 
 
UNIT I: Concept, Theories and Practice of Development Communication             (8 hours) 

 Concept of development, Measurement of development, Economic development, Physical 
quality of the life index, Human Development Index, sustainable development. 

 Various problems and issues of under development, Definition and concept of development 
communication. 

 Different theories of development communication: The modernization paradigm, the 
dependency paradigm, the participatory paradigm. 

 Strategies in development communication 
 

UNIT II: Development Support Communication.               (8hours) 

 Health Communication 

 Communication for Education  

 Environmental communication and public awareness 

 Communication for population control and family welfare 

 Democratization, decentralization  

 Panchayati Raj and promotion of participation society 
 

UNIT III: Community Radio and Traditional Media for Development           (8hours) 

 Community radio: Supporting local voices through the airwaves 

 Folk & traditional media for development communication 

 Integrated use of traditional and communication media with modern technology driven 
media 

 Political economy of mass media and development 

 

UNIT IV: Developmental Agencies and Communication Technologies              (8hours) 

 Governmental, semi-governmental and non-governmental organizations 

  Communication in agricultural extension 

 Communication for rural development - Role of print, electronic, traditional media 

 Role of information and communication technologies (ICT) for development: Issues and 
challenges.  

 E-governance 
 

UNIT V: Communication in the Changing World                                        (8hours) 

  Digital divide and digital opportunities 

 Digital India programme for development.  

 United Nations Sustainable Development Goals 

 Various institutions of Development. 
 

 
Essential Readings: 

 Prasad,Kiran (2009). Communication for Development: Reinventing Theory and Action (in 2 
Vols.). B.R. Publishing Corporation, New Delhi.  



 E.M. Rogers (1971). Communication and Development: A Cross-Cultural Approach. New York, 
Free Press. 

 Mefalopulos, Paolo (2008). Development Communication Sourcebook: Broadening the 
Boundaries of Communication. Washington, DC: World Bank. 

 Hamid Mowlana and Lawrie J. Wilson (1990). The Passing of Modernity: Communication and 
the Transformation of Society. New York and London, Longman. 
 

 

Additional Readings: 

 Karin Gwinn Wilkins, Thomas Tufte, Rafael Obregon (2014). The Handbook of Development 
Communication and Social Change. Wiley-Blackwell. 

 Srinivas Melkote and H. Leslie Steevs (2001). Communication for Development in the Third 
World 2nd Edition. Sage, New Delhi. 

 Joshi, P.C. (2002). Communication and National Development.Anamika Publishers & 
Distributors, New Delhi. 

 Jan Servaes, Thomas Jacobnson and Shirley White (1996). Participatory Communication for 
Social Change. Sage, New Delhi. 

 McLuhan, Marshall (1964). Understanding Media. New York: Mc Graw-Hill. 

 McQuail, Denis (2002). Mass Communication Theory. London: Sage.  

 Schramm, Wilbur (1971) .The Process and Effects of Mass Communication. Urbana: 
University of Illinois Press. 
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Course Name: Science and Environment Journalism 
Course Code: JMC 502 
Level: 4 
Credits: 4 
 
Credits Equivalent: (One credit is equivalent to 10 hours of lectures / organized classroom activity / 
contact hours; 5 hours of laboratory work / practical / field work / Tutorial / teacher-led activity 
and 15 hours of other workload such as independent individual/ group work; obligatory/ optional 
work placement; literature survey/ library work; data collection/ field work; writing of papers/ 
projects/dissertation/thesis; seminars, etc.) 
 
Course Objectives:  
The course is designed to: 

 Understand the concept of science journalism, sourcing of science and environment news 
and impact of science journalism on social attitudes.  

 Know about science reporting, writing of features and articles on various science and 
environment issues. 

 Understand the role of science communication for human welfare, achievement of                                         
Sustainable Development Goals and environment conservation. 

 
Course Outcomes: 
Students should be able to: 

 Learn the difference between general reporting and science reporting. 

 Know the role of media in conservation of natural resources, prevention of pollution and 
disaster management. 

 Learn about different laws for environment protection. 

 Develop an understanding of science and environmental issues that enables them to include 
these issues in their media productions and develop an understanding to the solutions of the 
problems related to the environment degradation.  

 Choose the professional career as science and environmental writers, reporters and editors 
in the media industry, research institutions and environment related organizations. 

 
Attendance Requirement:  
Students are expected to attend all lectures in order to be able to fully benefit from the course. A 
minimum of 75% attendance is a must failing which a student may not be permitted to appear in 
examination. 
 
Evaluation Criteria: 

1. Mid Term Examination: 20% 
2. End Term Examination: 60% 



3. Continuous Internal Assessment : 20% 

 Home Assignments: 10% 

 Presentation: 5%  

 Class Participation: 5% 
 
Course Contents: 
 
UNIT- I: Concept of Science and Environment Journalism                                            (8 Hours) 

 Science, technology and science journalism.  

 Media and public environmental awareness 

 Impact of science journalism on social attitudes 

 Sources of science and environment news 

 Various institutions of research and development in India 

 Persons who matter in science  and technology 
 
UNIT - II: Writing in Science Journalism                                                                            (8 Hours) 

 Language in science reporting for popular appeal: Words, sentences and readability 

 Report structure, human interest, avoiding exaggeration and sensationalism, the importance of 
rewriting 

 Writing features  and articles on science and technology 

 Role of information and communication technologies for environmental protection 

UNIT - III: Media for conservation of natural resources   (8Hours) 

 Role of media in conservation of natural resources 

 Forest resources 

 Water resources 

 Mineral resources 

 Food resources 

 Energy resources 

 Land resources 
 

UNIT- IV: Environment Journalism and Lawsfor Environment protection         (8 Hours) 

 Role of media in prevention of environmental pollution, its causes and effects: 

 Air pollution, water pollution  

 Soil pollution, marine pollution  

 Noise pollution, thermal pollution, nuclear hazards. 

  Role of media in disaster management: foods, earthquakes, cyclones and landslides 

  Laws for environment protection 
 
UNIT- V: Communication for Human Welfare                                                      (8Hours) 

 Sustainable Development Goals and Environment  

 Environment and human health, smoking and cancer 

 Weather and agriculture 

 Climate change and global warming 

 Growing need of energy, Conventional and non-conventional sources 
 

 
 
Essential Readings: 



 N. K. Uberoi, (2010), Environmental Studies, Excel Books, New Delhi, ISBN 978-81-7446-886-
4  

 IGNOU, (2008), Specialised Reporting, Communication Division, New Delhi.  

 P. C Joshi &Namita Joshi (2009), A Text Book of Environmental Science, A. P. H. Pub. New 
Delhi, ISBN 81-313-0456-3 

 

Additional Readings:  

 Dr B. S. Chauhan, (2008), Environmental Studies, Laxmi Publication, University Science 
Press, New Delhi.  

 Anubha Kaushik & C. P. Kaushik( 2010), Environmental Studies, New Age International  

 Hindi and English Newspapers and Journals. 
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Course Name: Principles of Mass Communication 
Course Code: JMC 414 
Level: 4 
Credits: 4   
 
Credits Equivalent: 4 Credits (One credit is equivalent to 10 hours of lectures / organized 
classroom activity / contact hours; 5 hours of writing work / practical / field work / tutorial / 
teacher-led activities and 15 hours of other workload such as independent / group work / 
house journals; obligatory / optional work placement; literature survey / library work;  
writing of papers / presentations / seminars, etc.) 
 
Course Objectives: The Course is designed to: 

 Introduce the students to the field of mass communication.  

 Apprise the students of fundamentals of mass communication.  

 Enable the students to understand multifarious ways in which mass 
communication affects daily lives of human beings.  

 Assist the students in developing theoretical and conceptual understanding 
of the field.  
 

Course Outcomes: After successful completion of this course the learners will be able to:  

 Understand and appreciate the theoretical contexts of the process of 
communication.  

 Describe the theoretical frameworks which are used to understand 
multifarious types of human communication.  

 Use the conceptual understanding gained while pursuing this course to 
design better and more perspicuous communication material in the 
profession of their choice such as journalism, advertising or academic 
research.  

 Pursue further research in the field of communication theories. 
 

Attendance Requirements: 
Students are expected to attend all lectures in order to be able to fully benefit from the 
course. A minimum of 75% attendance is a must failing which a student may not be 
permitted to appear in examination. 
 
Evaluation Criteria: 



1. Mid Term Examination:20% 
2. End Term Examination:60% 
3. Continuous Internal Assessment : 20% 

 Home Assignments: 10% 

 Presentation: 5%  

 Class Participation: 5% 

 
COURSE CONTENTS  
UNIT I: An Introduction to Mass Communication    (08 hours) 

 Definingcommunication. 

 Elements and process of communication.  

 Types of communication.  

 Need, functions and significance of communication.  

 Concept of Mass. 

 Media Audiences: Elite, General & Specialized / Active & Passive 

 Defining Mass Communication.  

 Mass Media, Mass Society and Mass Culture.  

 Demassification 

 Democratization  

 Marshall McLuhan: Global Village 

 
UNIT II: Models of Communication                     (08 hours)                  

 Aristotle’s Model of Communication 

 David K. Berlo’s SMCR Model 

 Harold D. Lasswell’s Model 

 Shannon and Weaver’s Model 

 Theodore M. Newcomb’s Model 

 Charles E. Osgood’s Model 

 Johari’s Window Model 

 George Gerbner’s Model 

 Westley& McLean’s Model 

 Frank Dance’s model 

 Wilbur Schramm’s Model 

 
UNIT III: Theories of Mass Communication-I    (08 hours)                          

 Bullet theory.  

 Individual Difference theory. 

 Personal Influence theory.  

 Cognitive Dissonance Theory 

 Sociological Theories: Cultivation Theory, Agenda Setting Theory, The Uses and 

Gratification Theory, Dependency Theory 



 Social Identity Theory 

 
 
UNIT IV: Theories of Mass Communication-II    (08 hours)     

 Normative Theories: Authoritarian Theory, Free Press Theory, Social Responsibility 

Theory, Communist Media Theory, Development Communication Theory, 

Democratic-Participant Media Theory 

 Comparative Media Systems Theory: Polarized Pluralist Model;  Democratic; 

Corporatist Model; Liberal Model 

 Information Processing theory 

 Political-Economic Media Theory 

 Hegemony Theory 

 Framing 

 Neil Postman: Media Ecology 

 
UNIT V: Theories of Media Power                                                                            (08 hours) 

 Jean Baudrillard: Hyperreality and Simulation 

 Perspectives on Media Power  

 Manuel Castells: Mass Self-Communication and Network Society 

 Manuel Castells: Forms of Media Power 

 Henry Jenkins: Convergence Culture/ Participatory Culture 

 
Prescribed Text Books 

 McQuail, D. (2010). Mass Communication Theory - An Introduction (6th ed.). London: 
Sage. 

 Baran, S. J., & Davis, D. K. (Eds.). (2010). Mass Communication Theory - Foundations, 
Ferment & Future (6th ed.). United States: Wadsworth Cengage Learning. 

 Freedman , D. (2015). Paradigms of Media Power. Communication, Culture & 
Critique, 273-289. 

 Stevenson, N. (2002). Understanding Media Cultures: Social Theory & Mass 
Communication (2nd ed.). Sage Publications. 

 Hallin, D. C., & Mancini, P. (2004). Comparing media systems: Three models of media 
and politics. Cambridge university press. 

 
Prescribed Research Papers 

 Daniel C. Hallin & Paolo Mancini (2016): Ten Years After Comparing Media Systems: 
What Have We Learned?, Political Communication, DOI: 
10.1080/10584609.2016.1233158 

 Chakravartty, P., & Roy, S. (2013). Media pluralism redux: Towards new frameworks 
of comparative media studies “beyond the West”. Political Communication, 30(3), 
349-370. 
 

Suggested Additional Reading 

 Castells, M. (2009). Communication Power. Oxford University Press. 
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