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MBA Degree Program

(Mahatma Gandhi University Regulations PGCSS2048 f2019-20 Academic Year)

Aim of the Program:
i. To develop young MBA aspirants into professiomanagers who can contribute to
the growth of business and industry in India andath

ii. To develop leaders with a strong ethical baokgid who can efficiently and
effectively manage business amidst of environmeuntalulences

iii. To nurture entrepreneurial skills among yolugeneration and make them effective
change agents

iv. To contribute towards better management prastin the country by way of
offering quality management education.

Eligibility for Admission : A pass in any Bachelor's Degree Examination oh&tena
Gandhi University or an equivalent degree of arheptUniversities duly recognized
by Mahatma Gandhi University with not less than 5®#rks in the aggregate for all
parts of examination or a Master’'s Degree exanonatiith 50% marks in aggregate.
Under grading system, C Grade of Mahatma Gandhvéssity or equivalent thereto
from other recognized Universities with not lesarttb0% marks in aggregate is
required to become eligible for admission. Undey amcumstances, it shall be the
responsibility of the Director / Principal to ensuthat a candidate is having 50%
marks in aggregate in order to become eligibleafimission. For SC/ST students, a
pass in any Bachelor's Degree examination is needgbervation rules are
applicable as per Government of Kerala

norms for eligibility and admission.

Medium of Instruction and AssessmentEnglish
Faculty under which the Degree is AwardedFaculty of Management Science

Specializations offered, if any Finance, Human Resources Management, Marketing,
Operations, Information Systems and InternationaiBess

Note on compliance with the UGC Minimum Standarddor the conduct and award
of Post Graduate Degrees: In compliance with thene@f AICTE and UGC.



1. PREAMBLE
1.1 Nomenclature of the ProgrammeMaster of Business Administration (MBA)
1.2 Nature of the Programme

Master of Business Administration (MBA) is a twoaydull time Post Graduate programme
offered under semester system. The programme iigedsli under Choice based Credit and
Semester System (CBCSS) with grading system. TWiseae curriculum of MBA will come
into effect from the Academic Year 2019-20. Thd firhe MBA programme is developed
after considering the national requirements and pesctices in management education.
MBA curriculum is designed in line with the reconmdations in AICTE model curriculum
2018. The dynamism in educational environment, the auaghexpectations from students,
teachers, parents and other stakeholders were dewedi while developing the revised
curriculum. Also, utmost importance has been giventhe learning outcomes and
development of managerial acumen among the paatitsp"

1.3. Objectives of MBA Programme

= To develop young MBA aspirants into professionahagers who can contribute to
the growth of business and industry in India anca.

= To develop astute leaders with a strong ethicakdraeind who can efficiently and
effectively manage business amidst environmentautances.

= To nurture entrepreneurial skills among young gatem and make them effective
change agents.

= To contribute towards better management practicélsa country by offering quality
management education.

= To facilitate the Institutions to contribute towarthe management of non-corporate
sectors and social enterprises with main focuoal land regional level.

The accomplishments of the course objectives assiple only through synergized efforts of
stakeholders at the micro level of the affiliatedleges.

1.4. Programme Outcomes
» Application oriented Knowledge in Domain and Bussmé&nvironment (AKDBE)

e Critical Thinking, Business Analysis, Problem Salyiand Innovative Solutions
(CBPI)

* Social Responsiveness and Ethical Standards (SRES)
» Astute Leadership and Synergy (ALS)

» Effective Communication (EC)

* Global Exposure and Cross-Cultural Sensitivity (G}



2. ELIGIBILITY AND ADMISSION
2.1. Eligibility

A pass in any Bachelor's Degree Examination of Mia@a Gandhi University or an
equivalent degree of any other Universities dulyogmized by Mahatma Gandhi University
with not less than 50% marks in the aggregate flopats of examination or a Master’s
Degree examination with 50% marks in aggregate. edrgtading system, C Grade of
Mahatma Gandhi University or equivalent theretarfrother recognized Universities with
not less than 50% marks in aggregate is requireé@tome eligible for admission. Under any
circumstances, it shall be the responsibility of thirector / Principal to ensure that a
candidate is having 50% marks in aggregate in dadlbecome eligible for admission. A pass
in any Bachelor's Degree examination is neededSG/ST candidates. The Reservation
Rules are applicable as per the Government and ebity norms in all the affiliated
Colleges.

2.2 Admission Procedure

The admission procedure in the affiliated collegiesuld be based on the norms stipulated by
Admission Supervisory Committee (ASC) and approvgedlahatma Gandhi University. All
affiliated colleges are required to prepare thespectus in accordance with the approved
norms of Mahatma Gandhi University. The admissitmshe MBA full time programme
shall be strictly on the basis of merit as deteedifby the entrance examinations (KMAT
Kerala / CMAT / CAT), Group Discussion and Persomaderview conducted at the
institution level.

The rank list shall be prepared by affiliated imgtons on the basis of sum of following
components:

Admissions — Components of Rank List

Component Weight

Entrance Examination Score 80%
Group Discussion 10%
Personal Interview 10%

Based on the score in the entrance test, candidasdisbe short-listed for Group Discussion
and Personal Interview. The Group Discussion anddpal Interview shall be conducted by
a panel of senior Faculty Members deputed by tivecipal. While preparing the rank list, if
there are same index marks for more than one catedide/she will be ranked on the basis of
actual marks obtained in the qualifying examinatiéwen after this, if there is a tie, they will
be ranked on the basis of date of birth; i.e. fdereperson is to be ranked higher. Based on
the performance in the entrance examination, gdisgussion and interview, merit rank list
shall be prepared and notified duly signed by tmacipal/Director and Head of the
Department. An evaluation format for Group Discassand Personal Interview along with
the Rank List is attached as Annexure 1. The copi¢he duly filled Annexure |, the Rank
list and the list of selected students shall barstibd to the Dean, Faculty of Management
Sciences and Registrar of the University by} Bligust every year.



The Reservation Rules are applicable as per theethowent and University norms in all the
affiliated Colleges.

3. COURSE DURATION — ACADEMIC AND EXAMINATION CALEN DAR
3.1. Academic Calendar

The academic calendar has been designed to ehsiriné course will be completed within
the stipulated two years’ time. The commencementhefcourse shall be in the month of
June of the Academic Year. A semester comprisé&okorking days. The academic and
exam calendar published by the University shaktoetly followed by all affiliated colleges
in order to ensure timely completion of the coursmduct of examinations, project works
and declaration of results.

3.2 Examination Calendar

The calendar for University examinations and Cols&-voce are presented below. The
exam calendar has been prepared to ensure timelplebon of examinations, viva-voce,
evaluation of answer scripts, and timely publicatid results.

MBA Examination Calendar

Semester University Examinations and Viva-voce Bale

S1 Course Viva |  Week of November
University Examination S1 MBA "Bweek of November

S2 Course Viva I 1 Week of June
University Examination S2 MBA "$ Week of June

S3 Course Viva lll % Week of September
University Examination S3 MBA *{Week of October

S4 Course Viva IV 4 Week of February
University Examinations S4 MBA "$Week of March

The dates for Centralized Valuation Camp will beifred by the University after the
completion of examination.

3.3Internship and Research Project Calendar

The Summer Internship is scheduled during April yMaot less than eight weeks), every
year and shall be done in a reputed Manufacturigr¥ice organisation. The evaluation of
Internship shall be conducted during the monthuwy dn all affiliated colleges. The two-

4



month Problem centered Research Project is sclebdluleng April - May (not less than

eight weeks), every year and shall be done in ategppManufacturing / Service / Non-profit /
Government organisation. The Project Presentatieh\&va-voce shall be conducted by a
panel of external examiners, chaired by a FacutiynfUniversity Department, during the
month of June every year.

MBA Internship and Problem Centered Research Prdj&alendar

Semester Internship / Project Duration
S3 Summer Internship April- May
S3 Internship Presentation July

S4 Problem centereResearch Project April to May
S4 Research Project Presentation & Viva June

In addition to the Academic and University Examecalar, the tentative internal exam
calendar shall be prepared and published by thedBafaStudies during the month of May
every year. This is to facilitate and ensure timabynpletion of internal examinations and
viva voce.

3.4 Duration of the Course

The minimum time period for the completion of MBAogramme shall be two years and the
maximum period for securing a pass shall be foarydrom the date of admission. The
Principal/ Director of all affiliated colleges shalrovide Course Completion Certificate to
the candidates who have completed all coursesigulriculum.

4. MBA PROGRAMME SCHEME - CHOICE BASED CREDIT SEMES TER
SYSTEM

As per National Policy and academic practices, Wméversity have adopted Credit and

Grading system for MBA programme with effect froncadlemic Year 2019-20. Under the

Choice based Credit Semester System (CBCSS) studantaccumulate prescribed number
of credits to become eligible for the degree. Thenber of credits earned by the students
reflects their level of proficiency attained in timended outcomes of the course.

The curriculum comprises of courses at four levels:
»= Foundation Courses (No Credits)
= Full Credit Core Courses
= Full Credit Elective Courses
= Courses of Independent Study (No Credits)

Apart from foundation, core, and elective courghsere is one Summer Internship and one
Problem centereResearch Projeéh the MBA programme.

=  Summer Internship (not less than eight weeks)theaend of Second Semester

= Problem centere®&esearch Projedinot less than eight weeks) — at the end of Fourth
Semester



4.1 Foundation Programme

It is imperative to provide a foundation programioee the MBA aspirants since the
professional course in management is meant forestsdfrom different disciplines. It is
recommended to conduct the foundation programmaliaffiliated colleges based on the
course contents prescribed by the University. Thendlation programme consists of seven
(7) courses with specific number of hours allottet completion. The Principal /
Director/Head of the Department shall allocate tloeirses in foundation programme to
Faculty Members.

The framework for foundation programme is showthimtable given below.

Foundation Programme in First Semester

Course Code Course Title No. of Hours

MBA FC0101| Introduction to Management 6

MBA FC0102| Quantitative Foundation 8

MBA FC0103| Fundamentals of Economics

MBA FC0104| Fundamentals of Accountancy

MBA FCO0105| Introduction to Case Method

o @ o o

MBA FC0106| Introduction to Research & Projects

MBA FC0107| General Orientation Programme (GOP) 8

No. of Credits — 0 48

Note: The affiliated colleges may add more moddigsng the foundation programme with zero credit.

Suggested areas in General Orientation Programi®®)@re:
I.  Goal Setting
ii.  Attitude Formation
iii.  Self-discipline and Professionalism
Iv.  Leadership & Synergy
v.  Group Discussion & Presentation Skills
vi.  Self-Learning — Importance of Course Plan

For the Foundation Programme, a maximum of 48 haualotted (6 hours per day x 8
days). All affiliated colleges are required to cdete the foundation programme within the
stipulated time. The Principal / Director/Head log¢ tDepartment shall ensure the completion
of foundation programme with an element of evabratiThe documents pertaining to
foundation programme (Schedule, Content, and Etiahjaare to be submitted during
inspection by the University.



4.2 Core Courses

There are 19 core courses in the MBA programmesacfour semesters. Core courses
provide multi-disciplined domain knowledge and kskdt the basic and working level to the
participants. These core courses lay strong foumd& management concepts which can be
further studied in-depth during the elective phasesourse which carries 3 or 4 credits is

considered as a full credit course.

Semester | - Core Courses

Continual | University
Course Code Course Title Evaluation| Evaluation No. of
(Marks) (Marks) | Credits
MB010101 Management Concepts & Organizational 40 60 4
Behaviour

MB010102 Business Communication 40 60 4
MB010103 Managerial Economics 40 60 4
MB010104 Accounting for Management 40 60 4
MB010105 Quantitative Methods 40 60 4
MB010106 Legal Environment of Business 40 60 4
MB010107 Environment Management 40 60 4
MB010108 Course Viva | 50 2

The core courses in second semester are presenthd iTable given below. Certain core
courses in second semester are intended to prdadie level of knowledge while other

courses are expected to impart knowledge at th&imgptevel.

Semester Il - Core Courses

Continual | University
Course Code Course Title Evaluation | Evaluation No. of
(Marks) (Marks) Credit
s
MB010201 Financial Management 40 60 3
MB010202 Marketing Management 40 60 3
MB010203 Human Resources Management 40 60
MB010204 Operations Management 40 60 3
MB010205 Management Science 40 60 3




MB010206 Management Information Systems & Cyber 40 60 3
Security

MB010207 Business Research methods 40 60 4

MB010208 Entrepreneurship Development 40 60 4

MB010209 Course Viva ll 50 2

The core courses in third semester are presentie iable given below. There are two full
credit core courses in third semester, both intdrideorovide basic level of knowledge to the
participants. The course Business Ethics & Corgoi@bvernance shall be taught and
evaluated as a Case Study paper. The participemtequired to analyse case studies in the
Indian context. This recommendation is based ongthidelines provided by AICTE in the
Model Curriculum 2018.

Semester Ill - Core Courses

Continual | University

Course Code Course Title Evaluation | Evaluation No. of

(Marks) (Marks) Credits

MB010301 Big Data & Business Analytics 40 60 4
MB010302 Business Ethics & Corporate Governance 40 60 4
MB010303 Course Viva lll 50 2

There is only one core course in semester 4, wisiéxpected to provide working level of
knowledge to the participants. The core courseludieg viva-voce in fourth semester are
presented in the Table given below.

Semester IV - Core Courses

Continual | University
Course Code Course Title Evaluation Evaluation No. of
(Marks) (Marks) Credits
MB010401 Strategic Management 40 60 4
MB010402 Course Viva IV 100 2

4.3 Elective Courses

All elective courses across functional areas carcyedits each. The MBA Programme shall
be offered in Dual specialization scheme (two fioral areas are to be selected by a
student). Two courses from each of the opted faneti areas are to be selected during a



semester. In third semester, 2 x 2 = 4 and in foseimester 2 x 2 = 4 are to be selected by

the students.

Choice of Elective Area

A candidate is expected to select two functionaharsubject to the following criteria:

i) His/ Her own choice based on preference, skiltsagtitude

i) The availability of Faculty Members specialiseddifferent functional areas in the

affiliated colleges and required infrastructure.

iii) Job market realities and opportunities in a fun@larea

The final decision pertaining to offer of speciatisn choice shall be by the Director /

Principal of the affiliated colleges.

The following areas of specialisations are offdsgdhe University in the third and fourth

semesters.
List of Elective Areas

SI. No. Elective Area SI. No. Elective Area

1. Finance 4, Operations

2. Marketing 5. Information Systems

3. Human Resources Managemenf 0. InternatBusiness

Finance Electives

Course Code Elective Course Semester
MB80 03/0401 Security Analysis and Portfolio Management S3
MB80 03/0402 Financial Derivatives and Risk Management S3
MB80 03/0403 Management of Banks and Financial Institutions S3
MB80 03/0404 Corporate Taxation S3
MB80 03/0405 Project Risk Evaluation and Management S3
MB80 03/0406 Behavioural Finance sS4
MB80 03/0407 International Finance and Forex Management S4
MB80 03/0408 Management of Financial Services S4
MB80 03/0409 Rural Economy and Micro Finance S4
MB80 03/0410 Strategic Financial Management sS4




Marketing Electives

Course Code Elective Course Semester
MB81 03/0401 Sales Management S3
MB81 03/0402 Retail Business Management S3
MB81 03/0403 Services Marketing S3
MB81 03/0404 Digital and Social Media Marketing S3
MB81 03/0405 Integrated Marketing Communication S3
MB81 03/0406 Product and Brand Management S4
MB81 03/0407 Marketing Analytics sS4
MB81 03/0408 Consumer Behaviour sS4
MB81 03/0409 Agriculture Business and Rural Marketing S4
MB81 03/0410 Marketing Research S4

HRM Electives

Course Code Elective Course Semester
MB82 03/0401 Training and Development S3
MB82 03/0402 Performance and Talent Management S3
MB82 03/0403 Organisational Change and Transformation S3
MB82 03/0404 Compensation Management S3
MB82 03/0405 Global Human Resources Management S3
MB82 03/0406 Mentoring Coaching and Management Consulting S4
MB82 03/0407 Industrial Relations and Labour Laws S4
MB82 03/0408 Counseling Skills for Managers S4
MB82 03/0409 Human Resources Information System S4
MB82 03/0410 Leadership for Managerial Performance S4

10




Operations Management Electives

Course Code Elective Course Semester
MB83 03/0401 Supply Chain Management S3
MB83 03/0402 Total Quality Management S3
MB83 03/0403 Project Management S3
MB83 03/0404 World Class Manufacturing S3
MB83 03/0405 Service Operations Management S3
MB83 03/0406 Industrial Safety & Occupational Health S4
MB83 03/0407 Global Operations and Logistics Management S4
MB83 03/0408 Maintenance Management S4
MB83 03/0409 Materials and Purchase Management S4
MB83 03/0410 Advanced Operations Research S4

Information Systems Electives

Course Code Elective Course Semester
MB84 03/0401 Decision Support Systems S3
MB84 03/0402 E Business S3
MB84 03/0403 Enterprise Resource Planning S3
MB84 03/0404 System Analysis and Design S3
MB84 03/0405 Cloud Computing S3
MB84 03/0406 Database Management sS4
MB84 03/0407 E-Business Strategy S4
MB84 03/0408 Information Security Management S4
MB84 03/0409 Software Project Management S4
MB84 03/0410 Software Quality Management S4

11




International Business Electives

Course Code Elective Course Semester
MB85 03/0401 International Financial System S3
MB85 03/0402 International Marketing S3
MB85 03/0403 Import / Export Policies & Procedures S3
MB85 03/0404 International Human Resource Management S3
MB85 03/0405 Global Trade Practices S3
MB85 03/0406 International Economic Organisations S4
MB85 03/0407 International Logistics & Supply Chain Management 4 'S
MB85 03/0408 International Trade Promotion Strategies S4
MB85 03/0409 International Business Negotiations S4
MB85 03/0410 International Consumer and Industrial Buyer Behawio S4
4.4Viva Voce

The MBA Programme has both internal and externah-vioce as part of the curriculum.

Course viva-voce is considered as a half creditssin all semesters. A panel of not less
than two (2) external examiners shall conduct tberse viva-voce for all candidates in

affiliated colleges. The guidelines for course vine and evaluation format is included in
Annexure No. 5

For Summer Internship (Semester Il) and Problent&@edResearch Project (Semester V),
viva-voce shall be conducted by not less than t@)oekternal examiners. The Viva-voce
examination of Problem Centered Research Projegt bk chaired by a Faculty member
from University Department.

4.5 Summer Internship

At the end of the second semester, all studentshenle to undertake Summer internship for
a period of 8 weeks:or details of Summer Internship guidelines, rédeAnnexure No. 3.

4.6 Problem Centered Research Project

A research-based dissertation is compulsory focaididates at the end of semester 4 during
the months of April and May. The duration of Projeball be 8 weeks. The guidelines
pertaining to Problem center&&search project is included in Annexure No. 4.

12



Master of Business Administration
List of Courses (With Effect from Academic Year ZB20)

Semester | Core Courses

Continual | University
Course Code Course Title Evaluation| Evaluation No. of
(Marks) (Marks) Credits
MB010101 Management Concepts & Organizational 40 60 4
Behaviour
MB010102 Business Communication 40 60 4
MB010103 Managerial Economics 40 60 4
MB010104 Accounting for Management 40 60 4
MB010105 Quantitative Techniques 40 60 4
MB010106 Legal Environment of Business 40 60 4
MB010107 Environment Management 40 60 4
MB010108 Course Viva | 50 2
Course Summary — Semester |  Total Marks for Total Marks for No. of
Continual Evaluation University Evaluation Credits
Full Credit Courses — 7 280 470 30
Course Viva-1
Semester Il Core Courses
Continual University
Course Code Course Title Evaluation | - Evaluation No. of
(Marks) (Marks) Credits
MB010201 Financial Management 40 60 3
MB010202 Marketing Management 40 60 3
MB010203 Human Resources Management 40 60 K
MB010204 | Operations Management 40 60 3
MB010205 | Management Science 40 60 3
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MB010206 Management Information Systems & Cyher 40 60 3
Security
MB010207 Business Research Methods 40 60 4
MB010208 Entrepreneurship Development 40 60 4
MB010209 Course Viva ll 50 2
Course Summary — Semester |l
Full Credit Courses — 8
Course Viva-1 320 530 28
Semester Il Core Courses & Elective Courses
Continual University
Course Code Course Title Evaluation | - Evaluation No. of
(Marks) (Marks) Credits
MB010301 Big Data & Business Analytics 40 60 4
MB010302 Business Ethics & Corporate Governance 40 60
MB010303 | Course Vivallll 50 2
MB010304 Summer Internship 100 4
Elective Course 1 40 60 3
Elective Course 2 40 60 3
Elective Course 3 40 60 3
Elective Course 4 40 60 3
Course Summary — Semester |l
Full Credit Courses — 6
Course Viva-1 240 510 26

Internship — 1
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Semester |V Core Courses, Elective Courses & Vivaote

Continual University
Course Code Course Title Evaluation | - Evaluation No. of
(Marks) (Marks) Credits
MB010401 Strategic Management 40 60 4
MB010402 Course Viva IV 50 2
MB010403 Problem Centered Research Project 100
Elective Course 5 40 60 3
Elective Course 6 40 60 3
Elective Course 7 40 60 3
Elective Course 8 40 60 3
Course Summary — Semester IV
Full Credit Courses — 5
Course Viva-1 200 450 22
Research Project — 1
COURSE SUMMARY
Semester Course Details Total Marks for | Total Marks for No. of
Eomuntion | University | €74
Evaluation
| Full Credit Courses — 7
Course Viva -1 280 470 30
1 Full Credit Courses — 7
Course Viva-1 320 530 28
" Full Credit Courses — 6
Course Viva -1 240 510 26
Internship — 1
v Full Credit Courses — 5
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Course Viva-1 200 450 22

Research Project — 1

Total Marks & Credits 1040 1960 106
Grand Total of Marks 3000
Total Credits 106

4.7 Teaching Methods

Since the MBA Programme is a professional coufse téaching methods shall be carefully
designed at the Institution level. The teachinghods in MBA programme ideally include

the following components: (Faculty Members are fitee design appropriate teaching
methods).

Teaching methods

Lectures in Interactive Mode Practical lllustrasof Simulations
Case Studies Role Plays
Quizzing Class Seminars & Presentations

4.8Grading System

The performance of a student in each course isuated in terms of percentage of marks
with a provision for conversion to grade points.eTgrading system followed is that of
relative grading on a ten-point scale. The follagviable indicates the performance range and
the relative value of the grades (grade pointgherscale.

Range of % of Marks Grade Letter Grade Point

95 - <100 (0] 10

85 - <95 A plus o

75 - <85 A only 8

65 - <75 B plus 7

55 - <65 B only 6

45 - <55 C 5

40 - <45 P 4

<40 I 0

Absent Ab 0

16



Letter grade Performance Grade point
(@] Outstanding 10
A plus Excellent 9
A only Very good 8
B plus Good 7
B only Above Average &)
C Average 5
P Pass 4
F Fail 0]
Ab Absent (o]

Minimum grade for passing in a course or programme:The minimum for a pass in a
course is ‘P’ grade. The minimum credit point regomient (CGPA) for the programme is
five. 45% of mark is required for passing indivilurse and 50% is required for a
semester pass.

The evaluation of a candidate shall be based onirtdioes:
= Semester Grade Point Average (SGPA)
= Cumulative Grade Point Average (CGPA)
Calculation of Semester Grade Point Average (SGPA)

Credit Points for the Course = No. of Credits assijfor the course x Grade Point secured
for that course.

SGPA indicates the performance of a student irvargBemester. SGPA is based on the total
credit points earned by a student in all the caudigided by the total number of credits
assigned to the courses required in a Semester.

Note: SGPA is computed only if the candidate passeall the required courses (gets a
minimum required grade for a pass in all the regplitourses as per the specific curriculum).
Securing of SGPA in all semesters may not enahbesits to have minimum required CGPA
for a pass in the programme.

Total credit points earned by the student frontleirequired courses of a Semester
SGPA =

Total credits of all courses required seanester

Calculation of Cumulative Grade Point Average (CGPA

CGPA refers to the Cumulative Grade Point Averageagited across all the semesters (4
Semesters). CGPA is obtained by dividing the totahber of credit points earned by the
student in all the semesters by the total numbeeauiired credits of all the Semesters as per
curriculum.

CGPA = Total Credit Points of Semester-S1+2 +3 + 4.
Total Credits of Semester-S1+2 +3 +4..
OR

17



[SGPA of | Semester x Total Credits of | Sem] + [5Gof 1| Semester x Total Credits of I
Sem] + [SGPA of lll Semester x Total Credits of$km] + [SGPA of IV Semester x Total
Credits of IV Sem]

[Total Credits of | Semester + Total credits o6Bmester + Total credits of Ill Semester +
Total credits of IV Semester]

This formula shall be printed on the Grade Cardadsto the student with a note that it could
be used to convert the grades into mark-percentd@bs details of the grading system as
indicated above shall also be printed on the GGalel).

Conversion of CGPA to percentage

Equivalent Percentage = (CGPA obtained) X 100

Maximum CGPA (=10)

4.9 Assessment and Evaluation

The evaluation of students comprises of continualuation at the Institution level and
comprehensive evaluation by University.

4.9.1 Continual Evaluation

Continual Evaluation or internal assessment shaltdnducted throughout the semester. It
shall be based on internal examinations and vamoasponents as decided by the Faculty
Member who is handling the course. The followingnponents are suggested for continual
evaluation. However, the Faculty Members are feeentlude any appropriate component
with prior permission from Head of the DepartmeRtihcipal.

Components of Continual Evaluation

Internal Examinations Individual Assignments — Problem Solving
Written Examinations — Open Book Exams Group Assignments
Question & Answer Sessions — Online Exams Class Seminars

Spot Tests Case Study / Caselet Analysis and Presentation

Role Plays — Management Games — Story Telling So#vExercises — Soft Assignments

Internal Viva-voce — Quizzes — Group Book Reviews — Article / Research Paper
Discussions — Interview with Industry Experts | Reviews

Field Visits — Industrial Visits — Study Tour — | News Paper Reading
Observation Study (with brief Reports)

18



Continual evaluation shall be completed in a transpt and justifiable manner. The purpose
of continual evaluation is to facilitate the learigarticipant to achieve learning outcomes.
Faculty Members in all affiliated colleges are regd to conduct internal assessment strictly
in compliance with University prescribed criterim case of underperformance by the
candidates in any components due to various reasemedial measures shall be taken by
the Faculty Member so that the student will gatdfarmed by the time of award of continual

assessment marks. Head of the Department / Prirafiplae Institution should ensure that no

candidate is getting intimidated during continuahleation in all semesters. Any complaint /

grievance by the students pertaining to internaessment shall be submitted to the
Grievance Committee in the college and approprisgasures shall be taken by the Principal
for resolving the grievance. Faculty Members alan complain against the disobedience /
mistrust / negative attitude etc. from the studerside to the Head of the Department /
Academic Head. All processes in this regard shalicbmpleted before the publication of

internal assessment marks.

The Faculty Members, at the end of the semestall, glomit the continual evaluation marks
in the prescribed format to the Head of the Depantn Academic Head for verification and
corrections, if any. The HOD shall forward the ¢onél evaluation marks to the Principal /
Director for publication. The Faculty Members agguired to keep in safe custody a record
of internal assessment marks duly signed by HedtdeoDepartment / Dean Academics and
countersigned by the Principal. The Principal /ebior shall publish the Continual
Evaluation marks 5 days before the commencemenUrobersity examinations. After
resolving the complaints / grievances, if any, toamtinual evaluation document shall be
submitted to the University through uploading thke fas required before the end of
University examinations. This is to facilitate wriity in the internal evaluation process.
The distribution of continual evaluation shall [zefallows:

Criteria for Continual Evaluation

Sl. No. Component of Continual Evaluation Marks Pecentage
1. Test Papers (Subject to a Minimum of 2 tests 20 50%
including model exam for each course) (5 + 15)
2. Assignments — Other Components 10 25%
3. Class Participation, Punctuality, Discipline 10 25%
Total 40 100

4.9.2 Reappearance and improvement Examinations

Candidates in the 1st and 2nd semesters, who leaueesl the SGPA letter grade of ‘C’ or
‘P’ in the end-semester examination can improver tgeade by reappearing for all the
semester courses together along with the next inateetdatch provided the candidate has
applied for the same and paid the required fesuirh cases a candidate will be awarded a
new grade only if there is an improvement in gradéhe new examination; otherwise, the
candidate is eligible to retain the grade obtaimedthe previous examination before
improvement.
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Candidates in the 1st or 2nd semesters who hawveeska letter grade of ‘P’, ‘F’ or ‘Ab’ in
any of the courses can reappear for exams coussealong with the next immediate batch
provided the candidate has applied for the samepaitithe required fee. Candidates in the
3rd semester, who have secured the SGPA letteegrhdC’ or ‘P’ in the end-semester
examination can improve their grade by reappeaifongall the semester courses together,
along with the next immediate batch provided thedadate has applied for the same and paid
the required fee; in such cases a candidate wikvbarded a new grade only if there is an
improvement in grade in the new examination; otheewthe candidate is eligible to retain
the grade obtained in the previous examinationreafaoprovement.

Candidates in the 3rd semester who has obtaintdl ggade of ‘P’, ‘F’ or ‘Ab’ in any of the
courses can reappear for exams course-wise in@esapntary examination along with the
4" semester examinations provided the candidate ppbed for the same and paid the
required fee. After completing a semester progranfaiecourses with ‘P’ or above grade)
students will not have the facility of course-wisgrovement and they will have to reappear
for all the courses constituting the entire senredtst and 2nd semester SGPA cannot be
improved after the completion of the 4th semesParly 3rd and 4th semester SGPA can be
improved after the completion of a programme. Tharks/grades awarded for internal
assessment and that for the project/dissertationateébe improved. Improvement of the 3rd
or 4th semester must be done within a period ofyaae, that is, by reappearing for the third
semester examinations at the following semestertlamdourth semester examinations along
with the immediate lower batch. If the improveméntmeant to obtain minimum CGPA
requirement, a candidate has the option to decidehnsemester (3rd or 4th) is to be
improved; however, the grade given to the candightl be that obtained for the entire
semester improvement examination.

Candidates who could secure the grade of only A’ in a course in the 3rd or 4th
semester examinations will be given two additiotladnces for course-wise reappearance
even after the

completion of the programme; but it has to be deithin a period of two years after the
completion. In such cases a candidate has to &pptiie same as a supplementary exam and
pay the required fee (Fee for supplementary exammaf any course shall be full semester
examination fee irrespective of number of courseslved). In the case of students who
discontinued studies during a semester or on cdraplef a semester of the programme for
genuine reasons, with the prior permission of tirectbr of the School, he/she can be
permitted to complete the programme by taking #guired number of courses within a
maximum period of eight continuous semesters inotudhe period of his/her programme,
provided an amount equivalent to the semester fi@eall the intervening semesters have
been regularly paid and provided he/she has nat bemoved from the rolls by issuing a
Transfer Certificate. In all cases of discontinoatand readmissions, candidates must submit
applications countersigned by the HOD to the CS$i@eand obtain the required statutory
order for the same. Candidates who are readmitteeégdeat a course must follow the then
existing syllabus for the said programme and walén no assurance to do the repeat course
in the same syllabus which he/she had attemptédlipifor the course. They need to attend
classes along with new batch of students and shobtdin the required percentage of
attendance as usual.
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4.9.3Semester Promotion

Candidates for the MBA Degree shall be eligibleitalergo the courses of study in the next
semester and appear for the examination of thaestem irrespective of the results of the
examinations of the previous semester provided ktizeye completed all the requirements of
attendance, payment of all fees due to the Unityessid Institution and registration for the

examinations in the earlier semesters.

5 Academic Administration in Affiliated Colleges

5.1Registration and Attendance Norms

Every candidate should register for all subjectshef end semester examinations of
each semester. A candidate who does not registenotibe permitted to attend the
end semester examinations. He / she shall not Ibeiped to attend the next
semester.

No student shall be allowed to appear for the Usite examinations (written and
viva-voce), if he/she has not secured 75 % attereléor each course. In this regard,
it is required to note that prior application andhsequent sanction of leave will not
be considered as presence. Under any circumstathee®rincipal shall be the final
authority to decide upon the requests made by dnelidate to condone the absence
due to genuine reasons like medical case. In sasés¢ the candidate has to undergo
special / remedial sessions and complete all acadeeguirements in order to
become eligible for appearing in University exams.

5.2Faculty Advisory System

All candidates who are provisionally admitted te tMBA Programme, shall be
assigned to a Faculty Advisor who shall advise hilver about academic courses,
teaching learning process, self-development, choifcepecialisation, career focus,
and other required aspects for the holistic deval@ and transformation of the
candidate into a management professional.

5.3Course Plan

In the beginning of every semester, all teacheesraquired to submit their course
plans to the Head of the Department /Academic H&#&e course plans shall be
prepared with utmost care after considering thees¢en duration, holidays, non-
academic endeavours of the college and other mlleaspects. The course plans
should ideally include the following elements /tg@ts (not comprehensive) shown
in the Table given below. A soft copy of all evakth course plans is to be provided
to all participants before the commencement ofsclasrk during all semesters.

Components in Course Plan

Title of the Course, Semester, Course Code, Levelnt#hded knowledge, Course
Facilitator

Brief Description of the Course

Course Objectives

Session Plan with provision for Backlogs and AddisibSessions with Dates
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Assignment Plan with date of Submission and StatéwieEvaluation

Pedagogy for the Course — Elements

Learning Resources

Instructions to the Participants

Learning Outcomes of the Course

End Report Format— To be submitted to PrincipalugloHOD / Academic Head after

10 the completion of the Course

5.4 Academic Review

The academic progress and teaching learning pratedisbe reviewed by the HOD /
Academic Head during Class Committee Meetings hadReeport must be submitted
to the Principal / Director (Refer Class Commitssetion). The Representatives of
Students in Class Committee shall inform HOD / Asract Head about the progress
in teaching learning and also the problems that owour during the conduct of the
course.

All documents pertaining to Academics shall be rsanmed by the Head of the
Department / Academic Head. The documents shafirbduced on demand during
inspection by the University.

All academic related works including continual exalon and remedial measures
shall be completed before the last working day radicular semester.

5.5General Instructions

Academics and Academic Administration shall be wst&d fully to the Principal and
the Faculty Council. The Faculty Council consiststtee Principal and all Faculty
Members. Periodic Meetings of the Faculty Councg &€ be convened by the
Principal / Head of the Department / Academic Haad proper minutes shall be
maintained. The Management Representative may adend the meeting
periodically and ensure effective administration thie professional course in
management.

Grievance Committee as per statutory requiremertis lbe constituted in all affiliated
colleges. The complaints from the Students and I[§atMembers are to be resolved
through deliberations.

Library Hours are to be compulsorily allocated Ire tRegular Time Table of the
Institution. The teachers are expected to motitlageparticipants and ensure quality
library reference by the students throughout theAMBogramme.

Internet connectivity and Wi-Fi facilities are te pbrovided to students as per AICTE
norms.

It is the responsibility of the Management that durive environment exists for
effective teaching learning process. All issuedgieing to the administration of the
college are to be deliberated and resolved in GowgrBody Meetings and Advisory
Board Meetings.
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= All mandatory requirements stipulated by All Ind@i@auncil for Technical Institution
(AICTE) and the Government are to be strictly inmpdmted by the affiliated Colleges
offering MBA Programme.

5.6 Class Committee Functions

The Principal / Director shall constitute and notf Class Committee for each batch at the
beginning of every semester. This Committee shalli existence throughout for the
concerned semester. The Class Committee shallstarfsHead of Department / Academic
Head as Chairperson of the Committee, Faculty AdviBatch Coordinator / Class Faculty
of the class, a Senior Faculty Member of the Depant and four Student Representatives,
out of which two shall be lady Student Represeveati There should be at least two meetings
of the class committee every semester. It shallth®e responsibility of the Head of
Department / Academic Head to convene Class Comenitieetings and discuss academic
matters. The functions of Class Committee are ¢hewing:

» Toreview periodically the progress and condudtafients in the class.

* To ensure syllabus coverage within the stipulated.t

* To discuss any academic problems / matters retatady course in any semester.
* Maintain strict vigil AGAINST RAGGING.

* Any other relevant issues related to the condudiBA Programme at the Institution.

The Minutes of Class Committee Meetings are to hatained in safe custody by the Head
of the Department / Academic Head, duly signedniayHHOD and the Principal.

5.7 Examination Monitoring Cell

The Principal shall constitute an Examination Monitg Cell (EMC) at the college level in
the beginning of every academic year for the cohdun supervision all examinations,
especially the internal examinations. The Exam Mwoimg Cell shall be headed by a Senior
Faculty Member, not less than at the level of AgdecProfessor as Convener and the Cell
shall consists of minimum three Faculty Membersuding the Convener and one Member
shall be a lady. A clerical Staff Member having quter skills shall be assigned for assisting
the Examination Monitoring Cell.

The following are the responsibilities of ExamioatiMonitoring Cell:

= Schedule and conduct all internal examinations -CHMve to schedule all internal
examinations as per the guidelines issued by Bob&tudies from time to time. The
internal exam schedule has to be notified, dulyhestig by EMC Convener and
Principal.

= To coordinate various forms of students’ applicadioelated to examinations to the
University.

= To make all arrangements for conducting examination

= To Act as the Examination Squad to keep a vigilabninternal and University
Examinations — EMC Members have to act as a Sqoiagréventing malpractices.
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Any form of malpractice has to be reported to thénd¥pal immediately and
appropriate disciplinary action shall be initiated.

To receive complaints from students regarding isdike out of syllabus questions,
printing mistakes etc. The Cell shall investigdtese complaints and if necessary,
forward the same to University with specific comitsen

To receive complaints from students regarding m@kexaminations, award of marks
and any allegation of victimization. The Cell shatiquire such incidents and give a
report to the Principal for necessary action.

To coordinate timely submission of Project Reptwtthe University as per norms.

To function as a wing of the University Office ob@roller of Examinations at the
Institution level.
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Annexure 1

Mahatma Gandhi University, Kerala

GROUP DISCUSSION & PERSONAL INTERVIEW SCORE SHEET

Name of the College:

Number

Admission

Name of the Candidate

N Group Personal

Entrance Examination . X .
Discussion Interview

80 10 10

Category

Admitted / Rejected

Rank

100

Head of the Department

Certified that all entries are verified with no errors

Principal

Note:The template in Annexure 1 is for submission bbfisdmitted candidates with particulars
related to Entrance Score, GD, Interview and Catggath Rank.
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Annexure 2

lahatma Gandhi University, Kerala

e e CONTINUAL EVALUATION RECORD - MBA Name of the College:
Assignments & P rtf:llassf Overall Remark by Faculty
Register N fthe Candidat Sertes Test1 | Model Exam Other :ur:gﬁzl;:yn' Advisor - Satisfactory / Not Total
Number ame ot the Landidate Components Discioline. Satisfactory
5 15 10 10 40

Head of the Department

Certified that all entries are verified with no errors Principal

Note: The Continual Evaluation marks are to be sttieshto the HOD and Principal in this format as
per the Guidelines in MBA Regulations 2019
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Annexure 3
SUMMER INTERNSHIP

At the end of the second semester, all studentdaite to undertake Summer internship for a period
of 8 weeks. The Summer Internship carries 100 mailts 4 credits. This internship is expected to
provide the participants elements of experient@ring pertaining to managerial functions. The
following are the objectives of Summer Internship:

» To provide practical insights to MBA students inmagerial functions and processes.
= To provide short term training on managerial skalhgl application of management concepts
= To analyse an industry by using standard procegindeunderstand the status of the business

The Summer Internship is envisaged to provide #igipants practical knowledge in managerial
functions and processes. The purpose is to expas®&BA participants to the business world and
make them understand how various managerial fumEtere performed in an organisation. The
students are expected to gain practical insightstire application of various management concepts i
an organisation.

= The students will have to undergo Summer Internshgmy reputed National or International
organization, where they can get practical expedem various functional areas of
Management. The organisations either from manufactuor services sectors may be
selected by the students for internship. PSUs, iisg#ons in Co-operative Sector, SMEs,
Private and Public Limited firms may be selectadtfigs.

» The students can give more importance to the fanatiareas where they plan to specialize in
the second year during Summer Internship.

Guidelines for Report Submission and Evaluation

» The candidates shall submit periodic working reptintough e-mail to the Faculty Guide in
the Institution and External Guide, if any in timeliistry / Organisation. Periodic reviews and
discussions are compulsory and Faculty Guideseapained to submit brief report to the Head
of the Department / Academic Head. The Head ofD@epartment has to consolidate the
Reports by the Faculty Members and submit a Rdpathie Principal, specifically showing
whether the learning outcome through Summer Ink@onsand Industry Analysis is
satisfactory / not satisfactory.

= The Summer Internship Report shall be typed in ‘@3MNew Roman” font by using 12 font
size with 1.5 spacing. All chapter headings shallrbfont size 14 in bold. All main headings
shall be in font size 12 in bold and all sub-hegdiare to be in 12 font size. The cover page
of the Report shall be in white with colour / bla&kvhite printing with college emblem.

= The candidates are required to subrsbé copyof draft report of Summer Internship to the
Faculty Guide within the stipulated date. Facultyide, after corrections and suggested
changes, shall direct the candidates to submiR#ngort in the prescribed format as a PDF
File. The Head of the Department / Academic Heaall sterify all Reports submitted by
registered candidates and forward the same to lila@@an of Board of Examiners for Third
semester MBA appointed by the University. The cdatdis are also required to take one hard
copy of the Summer Internship Report with the caatiph certificates from the Organisation
and the College. The hard copy of the Report hdetsigned by the Faculty Guide, Head of
the Department / Academic Head, and the Princifairéctor. The duly signed hard copy
Report has to be submitted to the External Exarsingékternal Examiner has to sign the
Report and return it to the candidate

= The evaluation of the Summer Internship Report Bnelsentation shall be based on the
criteria given in the evaluation format.
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Reg. No.

Name of the Candidate

SUMMER INTERNSHIP & INDUSTRY ANALYSIS - MBA Name of the College:
. Overall . ;
Overview of the Industry . Project Presentation &| Total
; SIIA Report Learning o .
Industry Analysis Communication Skills [ Marks
Outcome
20 30 10 10 30 100

Additional Examiner

Countersigned by Chairperson

The Summer Internship work has to be evaluatelisrformat.
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Annexure 4

At the end of the fourth semester, all student$ lwéil’e to undertake a Research Project for a period
of not less than 8 weeks. The research projecpi®blem centered study in management where the
students are expected to follow the basic processsearch. A specific managerial problem from any
industry shall be selected by the candidate in wtation with the Faculty Guide. The candidate can

PROBLEM CENTERED RESEARCH PROJECT

select any area of specialisation for the researofect. The following are the objectives of Reshar

Project:

»= To provide basic insights into the process of resem management.

» To provide practical experience on identifying anangerial problem in any industry and

carrying out a study

= To provide basic knowledge in data collection, pssing, analysis and report writing using

appropriate methodology.

The suggested chapters / sections in the Reseairtrare presented in the Table given below:

Sl. No. CHAPTERS
01. Introduction
1.1 Background of the Study
1.2 Statement of the Problem
1.3 Relevance & Scope of the Study
1.4 Obijectives of the Study
02. Review of Literature
2.1 An Overview of Earlier Studies
2.2 Uniqueness of Research Study
03. Methodology of the Study
3.1 Research Approach and design
3.2 Sources of Data
3.3 Sampling Design — Reliability & Content Validity
3.4 Data Analysis Tools
3.5 Report Structure
3.6 Limitations of the Study
04. Data Analysis, Interpretation and Inference
05. Findings and Conclusion
06. Suggestions
Appendix
Bibliography
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The Research Project has to be carried out foriacgpef not less than 8 weeks, during April
and May every year. This period is inclusive oflpeon formulation, discussions, survey,
data analysis and report writing.

Guidelines for Report Submission and Evaluation

The candidates shall submit periodic working repotttrough e-mail to the Faculty
Supervisors in the Institution. Periodic reviewsl aliscussions are compulsory and Faculty
Supervisors are required to submit brief reporthi® Head of the Department / Academic
Head. The Head of the Department has to consolithetdReports by the Faculty Members
and submit a Report to the Principal, specificahowing whether the learning outcome
through Research Report is satisfactory / notfsatisry.

The Research Report shall be typed in “Times New&d© font by using 12 font size with
1.5 spacing. All chapter headings shall be in f®ré¢ 14 in bold. All main headings shall be
in font size 12 in bold and all sub-headings arbéddn 12 font size. The cover page of the
Report shall be in white with colour / black & wéiprinting with college emblem.

The candidates are required to subm#oé& copyof draft report of Research Report to the
Faculty Supervisor before the cut-off date. FacuBiypervisors, after corrections and
suggested changes, shall direct the candidatestoisthe Report in the prescribed format as
a PDF File. The Head of the Department / Acadengadishall verify all Reports submitted
by registered candidates and forward the sameetcCtiairman of Board of Examiners for
fourth semester MBA appointed by the UniversityeTdandidates are also required to take
one hard copy of the Research Report with Projectptetion certificates from the College.
The hard copy of the Report has to be signed by#oelty Guide, Head of the Department /
Academic Head, and the Principal / Director. Théy diigned hard copy Report has to be
submitted to the External Examiners. External Exemhas to sign the Report and return it to
the candidate

The evaluation of the Research Report and Preganttall be based on the criteria given in
the evaluation format.

Evaluation of Research Report and Presentatioresat®0 marks each and the candidates are
required to score separate minimum of fifty per¢@06) in both the components.

An unsatisfactory Research Report by the candiafiés corrective measures and reminders
shall be summarily rejected by the Principal areld¢hndidate has to repeat the course in the
next academic year.
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8 RESEARCH DISSERTATION EVALUATION SHEET Name of the College:
o it Reafarera, dve
Problem Formulation &| Literature [Methodology &| Research |ProjectPresentation &| Total
Reg. No. Name of the Candidate Objectives Review Tools Report Communication Skills | Marks
20 10 40 30 100 200
Additional Examiner Countersigned by Chairperson

The Research Dissertation evaluation has to be wcted as per University norms using this format.
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Annexure 5
FORMAT FOR COURSE VIVA-VOCE

Mahatma Gandhi University, Kerala
e " "% COURSE VIVA - EVALUATION SHEET $1 /S2 / S3 / S4 Name of the College
Subject Communication Total marks
Register Number Name of the Candidate Knowledge Skills
35 15 50
External Examner 1
External Examiner 2 Certified that all entries are verified with no errors Counter Signed by Chairperson

Note:
The Course Viva-voce in all Semesters S1 / SZ 583as to be evaluated in this format.
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MBA SYLLABUS
SEMESTER — |
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Course Code | Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB010101 | MANAGEMENT CONCEPTS S1 Basic Core Course 4
AND ORGANISATIONAL
BEHAVIOUR

Course Objective

1 To provide the participants conceptual frameworkin Management functions and

practices
2 To provide basic insights into Individual and Graup Behaviour in Organisations
3 To introduce framework of Organisation Structure, Climate

Module | Title & Contents

No.

No. of Sessions
LT (Indicative)

1. MANAGEMENT AND DECISION MAKING

11

1.2

13

1.4

15

Changing Job of a Manager in the light of Technpldy

Digitization, Organisational & Managerial Ethigs,

Competitiveness, Security Threats — Managing Ditxers

Role of Importance of Customers, Social Media, \ratmn and
Sustainability to Manager’s Job

Decision Making Process — Decision Making Condgioof
Certainty, Risk & Uncertainty

Decision Making Perspectives — Rationality, Boun
Rationality, Intuition, Evidence Based Management

Effective Decision Making — Big Data & Decision Mag

5+1

ded

2. MANAGERIAL FUNCTIONS

2.1

2.2

2.3
24

2.5

Planning —Types of Plans — Goals and Plans — Manageby
Objectives (MBO) — Contemporary Issues in Planning

Designing Organisational Structure — Departmergtibs —
Cross Functional Teams — Mechanistic & Organic Gtmes —|
Contingency Factors affecting Structural Choicen-Q@verview
of Contemporary Organisational designs

Importance of HRM — HRM Process
Leadership — Contingency Theories of Leadership
Contemporary Views of Leadership
Controling — Control Process — Tools for Measur

Organisational Performance — Contemporary Issu€sirirol

5+1

ng

3. MANAGING INDIVIDUAL BEHAVIOUR

3.1

Personality — MBTI — Big Five Model —Self-esteemSelf-
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monitoring — Proactiveness & Resilience

3.2 Attitudes & Its Components — Cognitive — Affective
Behavioural — Cognitive Dissonance Theory

3.3 Emotions & Emotional Intelligence — its Implicat®n
3.4 Perception — Factors Influencing Perception

3.5 Learning — Operant Conditioning — Social Learnin8haping as
a Managerial Tool

5+1

MOTIVATION

4.1 Early Theories of Motivation —Needs Hierarchy The®heory
X and theory Y — Two Factor Theory — Three Needsodri

4.2 Contemporary Theories of Motivation — Reinforcem&héory —
Expectancy Theory

4.3 Current Issues in Motivation — Motivating in Chailggng
Economic Circumstances — Cross Cultural Motivatig
Challenges — Motivating Unique Group of Workers &vérse
Workforce

4.4 Motivating Professionals — Motivating Low Skilledriployees

na

5+1

GROUP BEHAVIOUR & CONTEMPORARY
ORGANISATIONAL ISSUES

5.1 Group — Stages of Group Development — Group Dynamic
5.2 Work Teams — Types — Creating Effective Work Teams
5.3 Managing Global Teams — Team Skills & Social Networ

5.4 Managing Change — Types of Change — Resistanchaode —|
Changing Organisational Culture — Employee Stress

5.5 Creativity Vs Innovation — Stimulating & Nurturirignovation —
Managing Diversity — Types of Diversity

5+1

Suggested Readings

1. Stephen P. Robbins, Mary Coulter — ManageméhEdtion — Pearson
2. Stoner J.A.F., Freeman R,E, Daniel R. Gilbert — Mmment — B Edition — Pearson
3. Aswathappa K. — Essentials of Business Adminiginati Himalaya Publishing House
4. Harold Koontz, Heinz Weihrich — Essentials of Mag@agnt — McGraw Hill
5. Tripathy P.C., Reddy P.N. — Principles of Managetmehata McGraw Hill
Learning Outcomes
1 The participants will get basic insights into Mamgement concepts and Functions
2 At the end of this course, participants are expéed to acquire basic knowledge about role of
individual and group behaviour in organisations
3 The participants are expected to gain knowledgebaut recent trends in Managerial Process




Course Course Title Semester Type of Course& No. of Credits
Code &L evel of
Knowledge
MB01010 | BUSINESS S1 Basic Core Course 4
2 COMMUNICATION
Course Obijective
To familiarize the participants with the basics ofbusiness communication
1 To make the participants appreciate the applicatn of these concepts in business
environment
2 To sensitize the participants to non-verbal commication and effective utilization
of the same.
No. of Sessions
Module Title &Contents LT (Indicative)
No.
1. INTRODUCTION TOCOMMUNICATION
1.1 Communication in a business environment
1.2 Types of communication, Principles of effectivanmunication 2+1
1.3 Reading, listening and notemaking / notetakingskil
2. NON — VERBAL COMMUNICATION
2.1 Nonverbal communication — significance
2.2 Body language — concept of power distance 4+3
2.3 Cross cultural communication — concept of celtutand
elements of cultural differences across Nations
2.4 Barriers to effective communication
3. ORAL SKILLS
3.1 Oral skills - Interpersonal communication, Key kkit listening
and speaking skills 4+3
3.2 Group Discussion
3.3 Debate - Extempore
3.4 Meetings
3.5 Formal speeches — Introduction, Vote of thanks
4. WRITTEN SKILLS

4.1 Letters — Form (layout of letters), Differentpés of letters
including application letter, curriculum vitae, effof employment
letter of acceptance, resignation letter, letterr@éommendatior
(testimonial), sales letters, invitation lettersceptance and refus

Il
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letters 4
4.2 Notices, Circulars, Memos

4.3Agenda and Minutes

4.4 Newsletters — Publicity material — Press Releases

4.5 Legal aspects in communication

5. REPORTS

5.1Formal Reports — content
5.2 Content of the different types of reports 3+2
5.3 Types of Formal Reports

Practical Sessions on Report Writing is recommenagdart of
Continual Evaluation

Suggested Readings:
1. Shirley Taylor, V. Chandra — Business Communicatigh Practical Approach — Pearson
2. Raymond V Lesikaret. al. — Connecting in a Digitédrld, 13e — Tata McGraw Hill

3. Courtland L. Bovee, John V Thill — Business Comngation Today - Prentice Hall
International

4. P.D. Chaturvedi and Mukesh Chaturvedi — The Art @a@nce of Business Communication
4™ Edition — Pearson

R.C. Bhatia — Business Communication — Ane’s Studelition
Rajendra Pal, J.S. Korlahalli — Essentials of BessnCommunication — Sultan Chand & Sons

Learning Outcomes

1. The participants will be able to understand thenuances of communication including
body language

2. The participants will be able to utilize all foms of communication effectively for
their professional purpose and growth.

NoteExercise on mind mapping method of note making, ptdy for non — verbal communication,
cross cultural communication, and practical sessidor drafting letters, notices/circulars/ memos,
agenda and minutes, press release etc. are straagbmmended for this course.
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This Course requires more practical questions ithamntinual and comprehensive

evaluation.
Course Course Title Semester &Level of Type of Course& No. of
Code Knowledge Credits
MB010103 | MANAGERIAL S1 Basic Core Course 4
ECONOMICS
Course Obijective
1. To familiarize the participants concepts and tdmiques in Economics
2. To make the participants appreciate the applicabns of core concepts in economics fd
managerial decision making
3. To sensitize the participants how economic endinment affects Organizations
Module | Title &Contents No. of Sessions
No. LT (Indicative)
1. INTRODUCTION TO ECONOMICS — MANAGERIAL
ECONOMICS
1.1 Managerial Economics and Decision Making
1.2 Fundamental concepts in Managerial economics tidatecision A+ 2
making: Incremental Principle, Opportunity Cost,s&iunting
Principle, Time Concept, Equi-Marginal Principle
1.3 lllustrations on fundamental concepts in Managdt@nomics
2. DEMAND ANALYSIS AND FORECASTING — EQUILIBRIUM
OF CONSUMER
2.1 Demand Analysis — Types of Demand — Law of Demandts&
Exceptions
2.2 Elasticity of Demand — Price Elasticity, Income #leaity, Cross
Elasticity, Advertisement Elasticity 6+3
2.3 Applications or Uses of the concepts of ElastieityPrice Floor
Elasticity of Demand and Business Decision Making
2.4 Demand Forecasting— Process — An overview of Fetigy
Techniques — Statistical & Non-Statistical Methods
2.5 Utility Analysis & Consumer Behaviour — Equilibriurof the
consumer using Cardinal & Ordinal Utility (Indifemce Curve
Theories
3. SUPPLY & PRODUCTION
3.1 Theory of Production — Production function
3.2 Production function with one variable input — Law \dariable
Proportions — Returns to Scale
6+3
3.3 Production function with two variable inputs — Igoants —
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Producers’ Equilibrium
3.4 Economies of Scale — Types — Economies of Scope
3.5 Theory of Costs — Classification of Costs — Deteants of Cost
3.6 Short Run & Long Run Cost Curves — Graphical Priediem
3.7 Revenue Curves

4. MARKET STRUCTURE

4.1 Classification of Markets — Markets based on Coitipat

4.2 Theory of Firm — Profit Maximization Rules

4.3 Price & Output Determination under Perfect Comjutit

4.4 Monopoly — Price & Output Determination 7+3
Monopoly Power — Monopoly Price Discrimination

4.5 Price & Output Determination under Monopolistic Guetition

4.6 Price & Output Determination under Oligopoly — Ka@tk Demand
curve model only

5. PRICING PRACTICES & STRATEGIES

5.1 Factors affecting Price Determination — Pridhigcess
5.2 Pricing Strategies — Cost Oriented 4+2
5.3 Pricing Strategies — Competition Oriented

5.4 Pricing based on other economic considerations
5.5 Pricing in large enterprises — Pricing in srbalsiness

Suggested Readings
1. Mote V.L., Paul Samuel, Gupta G.S. — Managerialnbogics — TMH New Delhi

2. Keat, Yong, & Banarjee — Managerial Economics: Eeoit Tools for Today’s Decision
Makers — Pearson

Dwivedi D.N — Managerial Economics — Vikas Publicas (ISBN 8125910042)
Pearson & Lewis — Managerial Economics — Prentiak, Mlew Delhi

P.L. Mehta — Managerial Economics Analysis, Prolslemd Cases — Sultan Chand & Sons
(ISBN 81-7014-386-1)

6. Gregory Mankiw — Principles of Micro Economics —-uBoWestern Cengage Learning
Pindyck, Rubinfield — Micro Economics — Pearson

K.K. Dewett — Modern Economic Theory: Micro & Macfmalysis — Orient Book
Distributors, New Delhi

9. Gupta G.S. — Managerial Economics — TMH New Delhi

10. Homas, Maurice — Managerial Economics — Tata McQriliv
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Learning Outcomes

The participants will be able to understand ecommic concepts used for managerial decision
making

Appraise how demand and supply interact in varias market structures to determine price and
quantity of goods and services produced and consuihe

At the end of this course, the participants wilpet conceptual clarity and logical aspects of
economic behaviour of individuals, firms and markes.

Course
Code

Course Title Semester &Level of Type of Course& No. of
Knowledge Credits

MB010104 | ACCOUNTING FOR S1 Basic Core Course 4

MANAGEMENT

Course Obijective

This basic course aims to introduce the nature angurpose of financial statements in
relation to decision making

The course aims to develop the ability to understal a basic accounting system; to
record, classify, and summarize financial data.

To sensitize the participants about different tges of accounting used for decision
making

Module
No.

Title &Contents No. of Sessions
LT (Indicative)

INTRODUCTION TOBRANCHES OF ACCOUNTING
1.1 Financial Accounting

1.2 Cost and Management Accounting 3+1
1.3 Concept of Inflation Accounting

1.4 Introduction to Human Resources Accounting, Foensi
Accounting

1.5 Responsibility Accounting
1.6 Introduction to IFRS

FINAL ACCOUNTS AND FINANCIAL STATEMENT
ANALYSIS

2.1 Preparation of Final Accounts —Trading, Profit dra$s Account
and Balance Sheet with adjustment entries

2.2 Comparative Financial Statements
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2.3 Common Size Financial Statements 7+4
2.4 Cash Flow and Funds Flow Statement Analysis
2.5 Understanding Corporate Financial Statements & Repo
3. FINANCIAL RATIO ANALYSIS
3.1 Meaning & Significance of Ratios
3.2 Classification of Ratios — Income Statement Ratidster
Statement Ratios
3.3 Liquidity, Profitability & Turnover Ratios 744
3.4 Solvency & Leverage Ratios
3.5 Dupont Analysis
3.6 Trend Analysis
4. FUNDAMENTALS OF COST AND MANAGEMENT
ACCOUNTING
4.1 Cost Accounts - Classification of manufacturingestC
Accounting Systems
4.2 Job Order Costing 644
4.3 Marginal Costing — Budgetary Control — Variance Kees
4.4 Applications of Marginal Costing — Fixing Sellingi€, Make or
Buy, Accepting a Foreign Order, Deciding Sales Mix
4.5 Break Even Analysis
5. 5.1 Types of Budget — Flexible Budget and MaBtaiget
5.2 Performance Budgeting & Zero based Budgeting
5.3 Significance of Computerised Accounting System
5.4 Prepackaged Accounting software- GNUKhata (GST Giamip 4+4
Software)
5.5 Create Organisation, Coding and Grouping of Acceubédgers
Vouchers, Reports

Suggested Readings

1. Arora M.N — Accounting for Management, Himalaya Rahing House, New Delhi.

N o o bk

R.Narayana Swamy, Financial Accounting — A manadeeérspective, PHI Learning, New
Delhi, 2008

Gupta R.L. & Gupta V.K. — Principles & Practice Afcountancy — Sultan Chand &
Sons, New Delhi

Jain S.P. & Narang K.L. — Advanced Accountancy 4y&ai Publishers, Lucknow
Khan & Jain — Management Accounting — Tata McGrally New Delhi

Ashish K. Bhattacharyya, Introduction to Finan@shtement Analysis, Elsevier, 2007.
Blocher, Chen, Cokins & Lin — Cost Management: Aattgic Emphasis — TMH, New Delhi
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Learning Outcomes

1. | By the end of the course, students are expectedtate the uses and users of accountin
information

2. | After the completion of this course, the students iV be able to analyse, interpret and
communicate the information contained in financialstatements

Course Code| Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB010105 | QUANTITATIVE METHODS S1 Basic Core Course 4

Course Obijective

1. To familiarize the participants with Mathematical and Statistical techniques applied
in Management.

2. To familiarize the students to solve statisticgbroblems for summarizing, analysing,
and interpreting Data

3. To impart fundamentals of Hypothesis Testing
Module | Title &Contents No. of
No. Sessions
LT
(Indicative)

1. MATHEMATICAL FUNCTIONS

1.1 Matrices — Basic Operations — Solving System okhimEquations with
Matrix Methods

1.2 Applications of Ratio and Percentages 24 4

1.3 Simple Interest & Compound Interest in Finance

2. CORRELATION AND REGRESSION ANALYSIS

1.4 Correlation — Types of Correlation - Karl Pearsortsrrelation
coefficient - Spearman’s Rank correlation coeffitiee Coefficient of
Determination

1.5 Regression Analysis —Prediction using Regressiarafons
1.6 Concept and Applications of Multiple Regressions

3. | TIME SERIES ANALYSIS
3.1 Components of Time Series

3.2 Smoothing Techniques — Moving Average, Exponei@mbothing
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3.3 Trend Analysis
3.4 Applications of Time Series in Business Forecasting

3.5 Index Numbers — Price (Consumer Price Index, Vahaex Number,
Quantity Index Number)

4+3

PROBABILITY CONCEPTS

4.1 Probability Theory — Marginal, Joint and ConditibRaobability
4.2 Bayes’ Theorem and its Business Applications

4.3 Probability Distributions — Binomial, Poisson, Naim

6+3

HYPOTHESIS TESTING
5.1 Hypothesis Testing — Confidence Level and Signmicealevel
5.2 Parametric & Non-Parametric Tests

5.3 Tests involving One Sample and Two Sample Meansestz t-test, chi-
square test, F-test

5.4 One Way and Two Way ANOVA

5.5 An Overview of Multi-Variate Statistical Tests

6+3

Suggested Readings

1. Richard L. Levin & David S. Rubin — Statistics fbfanagement — Prentice Hall of India,
New Delhi
2. K.B. Akhilesh & S. Balasubramanyam — Mathematicd Statistics for Management — Vikas
Publishing House
S.P. Gupta — Statistical Methods — Sultan Chanad&sSNew Delhi
Anderson — Quantitative Methods for Business — IS@iestern Educational Publishing
Donald R. Cooper and Pamela S. Schindler, BusiResgarch Methods, Tata McGraw Hill,
India
6. Gupta S.C., - Fundamentals of Statistics — HimaRwalishing House
Learning Outcomes
1. By the end of this Course, the participants wilgjet basic insights into the statistical techniques
used in the process of managerial decision making
2. The participants will be able to solve basic l&f problems in business by using statistical
techniques
3. At the end of this course, the participants wiljet basic knowledge in hypothesis testing
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Course Code | Course Title Semester & Level off Type of Course &

Knowledge No. of Credits

MB010106 | LEGAL ENVIRONMENT OF S1 Basic

BUSINESS

Core Course 4

Course Obijective

To provide the participants basic framework of laws applicable to Business

To provide basic insights into provisions of bueess laws

To sensitize the participants legal framework rguired for starting a Business

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

INTRODUCTION TO LAW & CONTRACTS

1.1 Introduction to Legal System: Sources of Law — Sifasation of
Law-Natural Justice

1.2 The Indian Contract Act 1872 - Nature and Classifan of
contracts Essential elements of a valid contradffer and
Acceptance Consideration - Capacity of Parties eviBions
relating to free consent, void agreements - PromisiRelating tg
Performance

1.3 Discharge of Contracts - Quasi contracts — Bre&coatract and
its Remedies.

5+1

SALE OF GOODS

2.1 Sale of Goods Act Sale of goods Act, 1930- Gmttof sale of
goods-Meaning essentials of a contract for sale

2.2 Formalities of a Contract of sale - Provisiordating to
Conditions and Warranties

2.3Provisions Relating to Transfer of Property own@rship -
Provisions Relating to performance of contractadé s

Rights of unpaid Seller - Rules as to delivery ob@s.

3+1

NEGOTIABLE INSTRUMENT & PARTNERSHIP ACTS

3.1 The Negotiable Instruments act, 1881-Negotidbiruments-
Meaning, characteristics, types, parties - holded holder in due
course

3.2 Negotiation and types of endorsements, Dishonbumegotiable
instruments - noting and protest - liability of #a&8 on negotiablé
instrument

3.3 Indian Partnership acct, 1932 - Important festu Formation o

D

i

partnership firms, Kinds of partners - Rights amdies of partners
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Dissolution of partnership

4. COMPANIES ACT

4.1 The Companies Act, 2013 - Company definition, megni

features and types of Companies 6+ 2

4.2 Incorporation of a Company - Memorandum of Assdaigt
Articles of Association and Prospectus

4.3 Management and Meetings

4.4 Winding up of companies

5. LAWS RELATED TO BUSINESS
5.1 Consumer Protection Act 1986
5.2 Foreign Exchange Management Act 1999 5+2
5.3 1T Act 2000

5.4 Competition Act, 2000

5.5 Intellectual Property Rights
5.6 GDPR - Indian Perspective

Suggested Readings

1. ND Kapoor — Elements of Mercantile Lav8ultan Chand & Sons
Tejpal Seth - Business Law — Pearson Publication
Akhileshwar Pathak — Legal Aspects of Businessta McGraw Hill
Kuchchal M.C. — Business Law — Vikas Publishing BlauNew Delhi

Gulshan S.S. & Kapoor G.K. — Business Law Includi@ggmpany Law — New Age
International (P) Ltd.

a > w DN

6. B,S, Moshal — Mercantile Law — Ane Books, India

Learning Outcomes

1. The participants will be able to understand franework of law applicable to business

2. The participants will get insights into provisias of business law

3. At the end of this course, the participants wilbe aware of legal requirements for the
pursuing a business
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Course Code | Course Title Semester &Level of | Type of Course&

Knowledge No. of Credits

MB010107 | ENVIRONMENT S1 Basic

MANAGEMENT

Core Course 4

Course Obijective

To familiarize the participants framework of Natural Environment and Importance

of Protection of Natural Resources

2.

To make the participants aware about pollution ad waste management

3.

To sensitize the participants about Business Emenment framework

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

INTRODUCTION TO ENVIRONMENT & ECO SYSTEM
1.1 Components of Environment

1.2 Eco System — Biotic & Abiotic Components

1.3 Bio Diversity — Principles — Bio Diversity in India

1.4 Natural Resources — Depletion of Natural Resources

1.5 Energy Sources — Conventional & Renewable Sourc@ere
Carbon Energy

IMPACT OF INDUSTRY AND BUSINESSPOLLUTION
SUSTAINABLE DEVELOPMENT

2.1 Environmental Degradation — Industrial PollutionTypes and
Impact

2.2 Managing Industrial Pollution — Electronic Wastendgement
2.3 Waste Management — Developing Recycling Technology

2.4 Sustainable Development — Guidelines & Principles
Environment Impact Assessment — ISO 14000

2.5 Eco-friendly Manufacturing & Packaging — Zero Canlities

MACRO ECONOMIC ENVIRONMENT

3.1 National Income — Its Significance — MeasuremeniNational
Income

3.2 An Overview of Fiscal Policy & Monetary Policy india
3.3 Inflation in India — Its Implication on Business

3.4 Trade & Business Cycle — Recessionary Impact onamn
Economy

3.5 Balance of Trade & Balance of Payments — Disequiirh in

6+3
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BOP — Corrective Measures

3.6 Analysis of Economic Survey in India — Union Bud@eKerala
Budget — Implications on Business

POLITICAL LEGAL ENVIRONMENT

4.1 Role of Government in Business Environment — Ecaoom
Roles — Role of FDI in Indian economy

4.2 The Rationale of Public Private Partnership (PRP) i

Sustainable Development — The Build Operate Tran
(BOT) Model

Impact of Globalisation, Privatisation on Small Biess

sfe

3+3

5.1 Discussion on Impact of Privatisation in iB&&ectors and Naturs
Resources — Water, Electricity, Telecommunicatiams, Transport
(Roads & Highways, Railways)

5.2 Globalization of Indian Business and Firms — Copinttp Global
Competition

5.3 Industrial Development — Rural & Urban Dynamics

al

3+3

Suggested Readings

1.

R O

Pandey G.N. —Environmental Management — Vikas Bhinlj House

Bala Krishnamurthy — Environmental Management: Tad Cases, PHI

Kaushik & Anubha — Environmental Studies, New Agieinational

N.K. Uberoi — Environmental Management — Excel Book

Michael V. Russo — Environmental Management: Reggléa Cases — Sage Publications

John Steiner & George Steiner — Business Govern&a&uciety: A Managerial Perspective

— Tata McGraw Hill

Douglas E. Gheer — Business Government & Sociétentice Hall 8 Edition

David P. — Business and its Environment —Intermati&dition

Learning Outcomes

The participants will be able to understand theneed for protection of natural environment

The participants will get basic insights into tle problem of pollution and waste management

prevailing in the country

At the end of this course, the participants wilget an overview of the business environment
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Course Code | Course Title Semester &Level of | Type of Course&

Knowledge No. of Credits

MB010201 | FINANCIAL MANAGEMENT $2 Working Core Course 3

Course Obijective

This Course aims to Introduce Objectives and Functins Financial Management, its

importance, its applications in business

This Course aims to understand the relationship ofFinancial Management with the

business environment and the role of Financial Marger.

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

NATURE & SCOPE OF FINANCIAL MANAGEMENT

1.1 Nature & Scope of Financial Management - Objectives
1.2 Primary Objective of Corporate Management

1.3 Principle — Agency problem

1.4 Organisation of Finance Function

1.5 Emerging Role of Finance Managers

3+2

WORKING CAPITAL MANAGEMENT

2.1 Factors Affecting Composition of Working Capital
2.2 Management of Cash & Marketable Securities

2.3 Receivables Management — Inventory Management
2.4 Float Management — Operating Cycle

2.5 Working Capital Financing

FINANCE& INVESTMENT DECISIONS
3.1 Time value of Money

3.2 Practical Applications of Compoundingand Presedtu®a
Techniques

3.3 Conceptual Framework of Risk and Return

3.4 Cost of Capital, Cost of Different Sources of FioeWeighted
Average Cost of Capital

3.5 Leverage, Operating Leverage, Application of opegaleverage
Financial Leverage, Combined Leverage

3.6 Capital Budgeting Decisions and Techniques

6+2

CAPITAL STRUCTURE AND DIVIDEND DECISIONS
4.1 Capital Asset Pricing Model (CAPM)
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4.2 Capital Structure, Factors Affecting Capital Stunet
4.3 Theories of Capital Structure 5+2

4.4 Dividend Decisions, Dividend Policies, Dividend & Forms —
Objectives of Dividend Policy — Dividend Payout iRat

4.5 Dividend Yield — Stock Split, Reverse Split, Buykaxd Shares

CORPORATE FINANCE

5.1 Business Valuation — Approaches of Valuation — Mdth of
Valuation

5.2 Valuation of Bonds & Shares — Tobin’s Q

5.3 Corporate Restructuring, Merger and Demergers, ILegal

Procedural Aspects of Mergers 6+2
5.4 Amalgamations and Acquisition or Takeovers

5.5 Other Forms of Corporate Restructuring, Memorandom
Understanding (MoU), Disinvestment

Suggested readings

1. Richard A. Brealey, Stewart CMyers, Franklin AlleRjtabas Mohanty — Principles of
Corporate Finance — Tata McGraw Hill India.
2. Chandra Prasanna — Financial Management: TheomaétiPe, Tata McGraw Hill.
3. James C Vanhorne, John M WachowiczJr. — FundansewnfalFinancial Management —
Pearson Education Limited, New Delhi.
4. Lawrence J Gitman, Principles of Managerial FinarcPearson Education limited. New
Delhi.
5. Pandey I. M. — Financial Management — Vikas Pubigiiouse.
6. Reddy, G Sudarsana — Financial Management — Himdaplishing House.
7. Van Horne James — Financial Management Policy rtleeeHall India
8. Aravind M. — Principles of Financial Managementa®ice & Decisions—Viva Books Pvt.
Ltd. 2018
9. Khan M.Y., Jain P.K. — Financial Management: TexP&blems — Tata McGraw Hill, New
Delhi
10. Lawrence D. Schall, Charles W. Haley —IntroductionFinancial Management — McGraw
Hill Inc. New York
Learning Outcomes
1. The participants will be able to understand both tke theoretical and practical role of
financial management in business.
2. The participants may be enabled to apply the funda®ntal concepts and tools
of Financial Management.
3. This course will help the participants to analyselie finances of firms in terms of their

performance and capital.
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Course Code | Course Title Semester &Level of

Knowledge

Type of Course&
No. of Credits

MB010202

MARKETING MANAGEMENT $2 Working Core Course 3

Course Objective

To introduce the key business function of Markeng with modern realities

To provide the participants conceptual frameworkof Marketing

To impart key insights into the practical aspea of Marketing in different type of

Organisations

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

INTRODUCTION TO MARKETING&CAPTURING
MARKETING INSIGHTS

1.1 Marketing as the top line function in Organizatiors New
Marketing Realities — Company Orientation towareé tarket
place— Marketing Myopia — Marketing Management Bask

1.2 Marketing as Creating, Communicating, and Delivgriralue —
Value chain — Customer satisfaction as the entdefalue chain

1.3 Marketing Environment — Internal and External eomiment —
Introduction to Marketing Research & Marketing Infation
System

1.4 Market Strategic Planning — Elements of MarketitenP

4+4

ANALYZING BUYER BEHAVIOUR & SELECTING
MARKETS

2.1 Types of Consumer Buying Behaviour — Factors fectihg
Buyer Behaviour - Buyer Roles — Consumer Buying iSlen
Process

2.2 An overview of Organizational Buying Decisions
2.3 Segmentation, Targeting & Positioning — Strategies
2.4 Tapping Global Markets

2.5 Competitive Strategies for Market

3+3

ELEMENTS OF MARKETING MIX 1 - PRODUCT
DECISIONS

3.1 Product — Product Levels — Customer Value Hierarchy

3.2 Product Classifications — Product & Service Diffdaration —
Product Systems & Mixes — Product Line Analysis

4+3
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3.3 Product Life Cycle Strategies — lllustrations

3.4 An overview of Brand Management — Co-Branding, éutient
Branding

3.5 Packaging & Labeling Decisions — Warranties & Guoégas

3.6 New Market Offerings — New Product Success & FailuiNew
Product Development Decision Process — Consumerptfao
Process

ELEMENTS OF MARKETING MIX 2 — DISTRIBUTION &
PROMOTION DECISIONS

4.1 Distribution as a part of Value Delivery

4.2 Role of Marketing Channels — Channel Functions &wH —
Channel Levels — Channel Management Decisions —\&NHAS
— E-Commerce & M-Commerce

4.3 Introduction to Retailing & Wholesaling — Franahg — 4+2
Teleshopping — Shopping through Internet

4.4 Communicating Value — Marketing CommunicationMixSteps
in Developing Effective Communication Mix — Concept
Integrated Marketing Communications

4.5 Marketing Communication Mix Management — An ovewie

MARKETING CONTROL - MODERN TRENDS IN
MARKETING — CHALLENGES

5.1 Marketing Implementation & Control — Marketing Mies —
Marketing Audit

5.2 Future of Marketing — Emerging Trends

5.3 Marketing Challenges in Globalized Erdmpact of Digitization 2+1

& Information Technology on Marketing — Marketingrough
Social Network — Nano Marketing

5.4 Green Marketing

Suggested readings

1.

Kotler Philip, Keller Kevin, Koshy Abraham & Jha tileshwar, MARKETING
MANAGEMENT A South Asian Perspective — Pearson Edion 4th edition

Ramaswamy V.S. & Namakumari S, MARKETING MANAGEMENTGlobal Perspective,
Indian context — MacMillan2edition

Rajan Saxena - MARKETING MANAGEMENT — Tata McGravillH 4™ edition

Kotler Philip & Armstrong Gary, Principles of Martkeg (15th Edition) — Pearson Prentice
Hall

Etzel, MJ, BJ Walkerand William J Stanton., Markgti(Fourteenth Edition).McGraw Hill,
2007.

Neelamegham, S., Marketing in India: Text and Cék3. Vikas Publishing House, 2012.

Panda, Tapan K., Marketing Management: Text ande&asdian Context. Excel Books
India,

2009.
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Learning Outcomes

The patrticipants will be able to understand thdramework of Marketing Function in

Organisations

The participants may be able to solve Strategidarketing Problems

At the end of this course, the participants wilbe able to specialise in various element

of Marketing

|72}

Course Code | Course Title Semester &Level | Type of Course&

of Knowledge No. of Credits

MB010203 | HUMAN RESOURCES S2 Working Core Course 3

MANAGEMENT

Course Obijective

To provide participants a synthesized frameworlof Human Resources theory &

practice

2.

To impart practical insights into HR Practices n Organisations

3.

Learn to align HR Systems with the Strategic Busess Objectives of a Firm.

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

1.

INTRODUCTION TO HUMAN RESOURCES MANAGEMENT

1.1 Human Resources Management — Line & Staff AspefctdRo—
Trends Shaping HRM

1.2 Line Managers’ HR Management Responsibilities
1.3 Roles and Skills of New Human Resources Manager
1.4 HR and Strategy — Business Integrated HRM

3+2

RECRUITMENT, PLACEMENT AND TALENT
MANAGEMENT

2.1 Talent Management Process — Job Analysis — Usegdobf
Analysis

2.2 Writing Job Descriptions & Job Specifications (Rieal
Exercises)

2.3HR Planning — Recruitment — Sources — Recruitingld
Pyramid — Succession Planning

2.4 Employee Testing — Type of Tests — Selection — dsem
Employee Background Investigation

2.5 Interviewing Candidates — Types of Interviews

3+2

TRAINING AND DEVELOPMENT,PERFORMANCE
MANAGEMENT

3.1 Employee Orientation / Onboarding

3.2 Training — ADDIE Training Process — Training Neexdalysis
(TNA)
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3.3 Designing a Training Programme — An Overview of &ypof 4+3
Training — Evaluation of Training Programmes

3.4 An Overview of Management Development Programme

3.5 Performance Appraisal Process — Techniques for sAsipig
Performance

3.6 Performance Management — Elements — Career Plannipg
Employee Life Cycle Management; Promotion, Transé&er|
Retirement

COMPENSATION MANAGEMENT
4.1 Compensation — Factors Determining Pay Rates

4.2 Job Evaluation Methods — Ranking, Job Classificati®oint
Method, Computerized Job Evaluation

4.3 Market Competitive Pay Plan — Pricing Managerial &
Professional Jobs — Broadbanding

4.4 Brief Outline of Employee Incentives & RecognitiBrogrammeg

4.5 Statutory & Non-Statutory Benefits — Insurance &iRgnent
benefits — Quality of Worklife (QWL)

4+2

EMPLOYEE RELATIONS & RECENT TRENDS IN HRM
5.1 Meaning of Employee Relations — Industrial Relation
5.2 Industrial Disputes — Causes, Forms of Industriapltes
5.3 Preventive Machinery — Collective Bargaining 5+2
5.4 Trade Unions — Objectives, Functions — Employeefavel

5.5 Grievances Handling & Employee Discipline — Griesan
Procedure — Disciplinary Procedure

5.6 Strategic Human Resources Management — Strategis,TAn
Overview of HR Analytics — Downsizing

Suggested readings

1.

Dessler Gary, Varkkey Biju -HUMAN RESOURCE MANAGEMH -
Pearson1fedition

Aswathappa K. — Human Resources Management: Té&dades — Tata McGraw Hill
V.S.P. Rao — Human Resources Management: Text &Gagxcel Books

Robert L. Mathis, John H. Jackson — Human Resoltagagement — Thomson South
Western

R. Wayne Mondy — Human Resource Management — Rearso
Raymond Noe — Employee Training and Developmerata McGraw Hill

Mizra S. Saiyadain — Human Resources Managemdngdit— Tata McGraw Hill.
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Learning Outcomes

The participants will be able to get ConceptuaClarity in Human Resources
Management

At the end of this Course the participants may et insights into HR Practices in
Organisations

The participants will understand the interrelationship between HRM and Business
Processes

Course Code | Course Title Semester & Level of | Type of Course &

Knowledge No. of Credits

MB010204 | OPERATIONS MANAGEMENT |Working Core Course 3

Course Objective

To provide basic understanding of the Production Operations Management function
in Organizations.

To make the participants aware of the quality tols in Operations Management.

To sensitize the participants about the current Op&tions Management Process and
Strategies followed in India and abroad

Module
No.

No. of Sessions
Title & Contents LT (Indicative)

INTRODUCTION TO OPERATIONS MANAGEMENT
1.1 Operations Management: Introduction and overview
1.2 Operations Management in manufacturing sector 4+2
1.3 Non-Manufacturing operations

1.4 Elements of Operations Strategy

1.5 Operations Strategy as a Competitive Weapon

PROCESS DESIGN & PRODUCT DEVELOPMENT:
OPERATIONS STRATEGY

2.1 Product Strategy and integrated product development

2.2 Process Strategy Capacity Planning Decisions EasilLocation
Strategies.

2.3 Systems: Aggregate planning and Master SchedMiR, CRP
2.4 Facilities Layout and Material Handling Strategy

4+ 2

2.5 Group Technology, Flexible manufacturing system

MATERIALS MANAGEMENT AND VENDOR
MANAGEMENT
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3.1 Materials Requirement Planning.
3.2 Manufacturing Resource Planning 4+1
3.3 Production Planning & Control

3.4 Materials Management using ERP tool

3.5 Vendor selection criteria and vendor retention.

3.6 Managing materials in JIT(Just In Time) Manufaatgri

LEAN SUPPLY CHAIN MANAGEMENT & IT ENABLED
OPERATIONS MANAGEMENT

4.1 Lean Supply chain management concepts
4.2 Make the vendors lean
4.3 Rules for lean cell design 3+1

4.4 Lean concepts: Push & Pull system,5S , Total Ptéxen
Maintenance(TPM),Kanban System.

4.5 Manufacturing Information system and Operations &¢gment.
4.6 DSS for Operations Management

LEAN OPEARATIONS & QUALITY MANAGEMENT

5.1 Concept of Lean Production, Value added and wdstenation
- Types of waste — Lean principles — basic leafstowerview.

5.2 Statistical quality control — Integrated qualitynt@| 4+1
5.3 Seven Tools of Quality

5.4 Toyota Production System

5.5 Zero Waste Management concept

5.6 Six Sigma in Quality Management

Suggested Readings

1.
2.

Mahadevan B, Operations Management Theory andi€aBtearson Education, 2007

Aggarwal L.N, Parag Diwan (1997), Management ofdamtion Systems, Global Business
Press

Aswathappa K and Shridhara Bhat K, Production apér&ions Management, Himalaya
Publishing House, Revised Second Edition, 2008.

Lee J. Krajewski et al, Operations Managemétrocess and Supply chairklth Edition
Pearson India Education Services Ltd. India.

Khalid Sheikh (2001), Manufacturing Resources FlagniMRP 11) with introduction to ERP,
SCM, and CRM, Tata Mc Graw Hill.

Chase, Jacobs and Aquilano (2005), Operations Msmeagt for Competitive advantages,
Tata Mc Graw Hill

Harold T Amrinal, John A Ritchey and Oliver S Hyll€1983) Manufacturing Organization
and Operation Management, Prentice Hall, Inc

Ramamurthy P (2005), Production and Operation Mamegt, New Age international
Publisher
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Learning Outcomes

1. The participants will be able to understand varmus concepts and theories related tg
operations management.
2. The patrticipants will get basic insights regardig the various operations
management strategies adopted by global firms.
3. The patrticipants will be able to understand emeaging concepts and best practices
followed in manufacturing firms.
Course Code| Course Title Semester & Level off Type of Course &
Knowledge No. of Credits
MB010205 | MANAGEMENT SCIENCE S2 BASIC Core Course 3
Course Objective
1. To Familiarize the participants with the scope ad applications of Operations
Research in Managerial decision making
2. To impart basic insights to students about usef @arious Scientific Tools and Models
in OR for Business Analysis
3. To provide basic insights into Decision Sciencand Decision Environment
No. of Sessions
Module Title & Contents LT (Indicative)
No.
1. INTRODUCTION TO OPERATIONS RESEARCH
1.1 Introduction to Operations Research, Concefipifmization
1.2 Importance of Decision Science 3+2
1.3 Decision making through Operations Research
1.4 Research, Models and Modeling in OR, Generathbbtis for
solving OR models
1.5Application and Scope of OR — Basic OR models.
2. LINEAR PROGRAMMING PROBLEM
2.1 Formulation and Graphical Solutions — Simplextivbds
2.2 Maximization Problems — Minimization Problems 7+3
2.3Problems involving Artificial Variables - Big Method
2.4Sensitivity Analysis
3. ASSIGNMENT & TRANSPORTATION MODELS
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3.1 Assignment Problems — Methods of solution, Huiagn Method -
Impossible Assignment

3.2Transportation Problem - Formulation, Methofiiraling initial
solution (North West Corner Rule, Least Cost Methnd Vogel's
Approximation Method)

3.3 Test for optimality (MODI Method)

7+4

NETWORK ANALYSIS

4.1 PERT & CPM — Time Estimation — Critical Path
4.2 Basic Concepts of Crashing

4.3 Resources Leveling — Resources Smoothing 6+3

4.4 Replacement Problem&eplacement of assets that deteriorate
with time, Replacement of assets that fail compjete

DECISION THEORY AND SIMULATION
5.1 Concept of Decision Making — Decision MakingrEDnments

5.2 Simulation — Basic Concepts of Simulation — KkéorCarlo 6+4
Simulation — Scope & Limitations

5.3 Game Theory — Concept — Two Person Zero SumeGaRure &
Mixed Strategy — Saddle Point

Suggested Readings

1.

Sharma, J K. Operations Research: Theory and Agifits (5/€). New Delhi: Laxmi
Publications, 2013.

G. Srinivasan, Operations Research Principles gpdidations — PHI Learning
R. Paneer Selvam — Operations Research — PHI logarni

Frederick S. Hillier, Gerald J. Lieberman — Opienrag¢ Research: Concepts & Cases — Tata
McGraw Hill

Rathindra P. Sen — Operations Research — PHI Lrearni
Vohra, N D. Quantitative Techniques for Managemé&ata McGraw Hill Education, 2015
S. Kalavathy — Operations Research with C Prograsna\kas Publishing House

58



Learning Outcomes

1. At the end of this Course, the participants maget basic insights into Applications of
Operations Research in Managerial Decision Making

2. The Participants will get familiar with Scientific Tools and Models in OR for
analysing the Business

3. The participants will be able to understand basis of Decision Science

Course Code | Course Title Semester | Type of Course&
&L evel of No. of Credits
Knowledge
MB010206 | MANAGEMENT INFORMATION S2 Basic Core Course 3
SYSTEMS AND CYBER SECURITY
Course Objectives
1. To understand the Importance of InformationSysten in Business

To make the participants familiarize with the InformationTechnologies and Methods

used for effective Decision making in an organizati.

3.

To understand the security and ethical issues imformation systems.

Module
No.

Title & Contents

No. of
Sessions

LT
(Indicative)

FOUNDATION OF INFORMATION SYSTEM

1.1 Information System - Components of informatsystems and |
activities

1.2 Roles of information systems and impact of i wganization
1.3 Types of IS
1.4 Emergence of Digital Firm - Internet of things (JoT

4+2

INFORMATION SYSTEM IN BUSINESS

2.1 Business Information systems - Marketing Informati®ystem,
Financial Information System, Manufacturing Infotioa System and
Human resource Information System

2.2 Transaction Processing System
2.3 Office automation system, KWS and GIS
2.4 Enterprise wide systems, E- Business ApplicationsE-governance
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MANAGEMENT AND DECISION SUPPORT SYSTEM
3.1 Decision Support Systems — Types — Web based H3SS
3.2 Management Information Systems — MIS Implementation

3.3 Expert systems-Knowledge based expert systems axetuive 4+2
Information Systems

3.4 Artificial Intelligence Technologies
3.5 Data Mining and Data Warehousing

4. STRATEGIC ROLES OF IS
4.1 Strategic Uses of Information Technology-IT in thalue chain-
Business change models-
4.2Business Process Re-engineering (BPR)-BPR versugtinoous
improvement-Seeking and gaining competitive advgata 4+ 2
4.3Drivers of IT investments-Measuring the value of ifivestments
Justifying IT investments
4.4 Challenges of Strategic IS
5. CYBER SECURITY
5.1 Securing Information Systems - System vulnerabditg abuse.
5.2 Wireless security challenges - malicious softwanackers and cyber
vandalism - computer crime and cyber terrorism.
5.3 Business values and ethics of security and confnawalls — intrusion 4+2

- detection systems - anti-virus software.

5.4 Securing wireless networks - encryption and puksig infrastructure —
ensuring system availability.

5.5 Security issues for cloud computing and the matidgtal platform.

Suggested Readings:

1.

7.
8.
9.

James A O’Brien, George M Marakas and Ramesh Belnldgement Information Systems,
Ninth edition, Tata McGraw Hill Education Privatédl,.2012

Kenneth C. Laudon and Jane Price Laudon, Managemmmation Systems — Managing
the digital firm, 14 edition, PHI Learning / Peandéducation, PHI, Asia, 2012.

Robert Schultheis and Mary Summer, Managementrmtion Systems — The Managers
View, Tata McGraw Hill, 2008.

Rahul de, MIS in Business, Government and Socifiley India Pvt Ltd, 2012

Gordon Davis, Management Information System : Cpnad Foundations, Structure and
Development, Tata McGraw Hill, 21st Reprint 2008.

Haag, Cummings and Mc Cubbrey, Management Infoonelystems for the Information
Age, McGraw Hill, 2005. 9th edition, 2013

Laudon - Management Information System - Pearsarc&iibn Asia, 11 Edition
Davis and Olson - Management Information Systerata McGraw Hill

Journal — MIS Quarterly, University of Minnesota

10. Journal — CSI Communication, Computer Society @fdnMumbai
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Learning Outcomes

1. The patrticipants will get basic insights into tie Flow of Information in an
Organisation
2. The participants will understand how data and ifiormation is used in the process of
managerial decision making
3. The participants are expected to get basic ingigs into the security aspects in
Information Systems
Course Code | Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB010207 | BUSINESS RESEARCH S2 Basic Core Course 4
METHODS
Course Objectives
1. To prepare the students for projects through preiding basic aspects of Research
Methodology
2. To make the participants familiar with different phases of Research
3. To Equip the participants basic insights into D& Analysis and Report Writing
Module | Title & Contents No. of Sessions
No. LT(Indicative)
1. INTRODUCTION TO BUSINESS RESEARCH
1.1 Role of Business Research kformation and Competitiv
Advantage
1.2 Characteristics of Good research 4+3
1.3 Steps in Problem Formulation
1.4 Value and Cost of Information
1.5 Research Process with Illustration
1.6 Ethics in Business Research
2. RESEARCH DESIGN
2.1 Research Design: Meaning — Broad ClassificatioDedigns
2.2 Exploratory Studies — Secondary data Analysis, Egpee
Surveys, Focus groups, Two Stage Designs 6+ 3
2.3 Descriptive Studies — Causal Studies
2.4 Qualitative Vs Quantitative Research — Process oéliative
Research — Qualitative Research Methodologies
2.5 Observation Studies — Uses, Types - Surveys
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3. MEASUREMENT AND SAMPLING
3.1 Measurement Concept — Classification of MeasurerSeates |
Characteristics of Good Measurement
3.2 Rating Scales — Simple Attitude, Likert & Semariiferential 6+ 3
Scales
3.3 Questionnaires — How to Design a Good QuestiondairPhases
with an lllustration
3.4 Sampling — Good Sample — Steps in Sampling Design
3.5 Probability Vs Non-Probability Sampling (Sample &jz
Determination Formulae and Calculation not expécted
4. SOURCES AND COLLECTION OF DATA- DATA ANALYSIS
4.1Primary and Secondary Data Collection Methods -©Overview
4.20bservation Method — Interview Method — Casalytdethod &
Content Analysis
4.3Data Preparation using EXCEL — Use of Statikttbaftware — 543
SPSS (Practical Sessions Recommended)
4.4Parametric & Non-Parametric Tests — An Overvi&eory only
— Formulae & Calculation not expected)
4.5Basics of Multivariate Analysis
5. REPORT WRITING & APPLICATION OF BUSINESS
RESEARCH
5.1 Written Research Report — Short & Long Reports
5.2 Components of Research Report 4+3
5.3 Writing the Research Report
5.4 Report Presentation
5.5 Application of Research in Business — An Overview

Suggested Readings:

1.

Donald R. Cooper, Pamela S. Schindler, J.K. SharmBaisiness Research Methods 12e, -
McGraw Hill 2019 (Special Indian Edition)

Deepak Chawla, Neena Sondhi — Research Methodeldikas Publications
Alan Bryman, Emma Bell — Business Research MethoO@gford University Press

K.N. Krishnaswamy, Appa lyer Sivakumar, Mathiraja., Management Research
Methodology, Integration of Principles, Methods &chniques — Pearson Education

C.R. Kothari — Research Methods and TechniqueswAlge International, New Delhi
Sachdeva — Business Research Methods — Himalaysiitog House

William G. Zikmund, Barry J. Babin, John C. Carr,itéh Griffin — Business Research
Methods — Cengage Learning

SPSS Handbook — Himalaya Publications
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Learning Outcomes

1. The participants will get basic insights into tle Process, Methods and Techniques use
in Business Research
2. The patrticipants will understand how data is cdected and analysed for decision
making
3. The participants are expected to get basic indigs into the use of Statistical Software
and MS Excel in Business Research
Course Code| Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB010208 | ENTREPRENEURSHIP S2 Basic Core Course 4
DEVELOPMENT
Course Objectives
1. To Provide the Participants basic understandingbout the Role and Significance of
Entrepreneurship in an economy
2. To Instill a Spirit of Entrepreneurship among the Student Participants
3. To make the Participants aware about the Manageent of Small and Medium
Enterprises
Module | Title & Contents No. of Sessions
No. LT(Indicative)
1. INTRODUCTION TO ENTREPRENEURSHIP
1.1 Entrepreneur and Entrepreneurship
1.2 Characteristics of Entrepreneurs — Entreprene@iahpetencies
—  Creativity, Problem  Solving, Decision  Making, 343
Communication, Leadership, Self-Analysis, Persoié#icacy,
Culture & Values, Risk Taking Behaviour, Technoldpckup
1.3 Types of Entrepreneurs
1.4 Role of Entrepreneur in Economic Development
1.5 Factors Affecting Entrepreneurial Growth in India
2. ENTREPRENEURIAL PROCESS
2.1 Steps in Entrepreneurial Process — Deciding, Deiedp
Moving, Managing, Recognizing
2.2 Identification of Business Opportunities for Smalsiness - 6+ 3
Project Ideas, Screening of Project Ideas; Enviemn$canning
and Opportunity Analysis; Technical Analysis
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2.3 Entry Strategies — New Product, Franchising, Paxt@mentum,
Sponsorship & Acquisition

2.4 Intellectual Property — Creation & Protection

SMALL ENTERPRISES AND ENTERPRISE LAUNCHING

3.1 Meaning of Small Scale — Rationale, Objective & [gzof SMEs
— Role of SMEs in Economic Development of India A |A
overview of Women Entrepreneurship in India — Peold &
Prospects 6+3

3.2 SME - Floating of SMEs — Registration — NOC fromlmn
Board — Machinery & Equipment Selection

3.3 Methods of Project Appraisal —Economic ViabilitydaMarket
Feasibility

3.4 Requirement of Financial Institutions — ProjectethaRcial
Statement Preparation

ROLE OF SUPPORT INSTITUTIONS FOR SMEs
4.1 Government Policies for Small Scale Industries $5SI

4.2 Role of DICs, SFCs, SIDBI, Entrepreneurship Develept
Institutes (EDIs)

4.3 Khadi and Village Industries Corporation / Board

2+3

4.4 Critical Appraisal of Support Institutions & GoRolicies

CASE STUDIES ON ENTREPRENEURSHIP

5.1 Case Studies — Successful & Unsuccessful Entreprene
5.2 Key Variables explaining Success / Failures 2+4
5.3 Industrial Sickness — Reasons

5.4 Discussion on Future of SMEs in India

Suggested Readings:

1.

o o ko

Desai Vasant — The Dynamics of Entrepreneurial gveent and Management —Himalaya
Publishing House

Donald F. Kuratko & Hodgetts — Entrepreneurshipediy, Process & Practice — Cengage
Learning

K. Ramachandran — Entrepreneurship: Indian Cas&hange Agents — TMGH New Delhi
Morse, Mitchell — Cases in Entrepreneurship — S3meh Asia Edition
Gupta C.B. and Srinivasan —Entrepreneurship Dewedop in India — Sultan Chand & Sons

Vasant Desai — Project Management & Entreprengursiimalaya Publishing House
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Learning Outcomes

The Participants will be provided basic insightanto the Process of Entrepreneurship
and its Nuances

The Participants mayget inspired by the Spirit & Entrepreneurship

The Participants will get an idea about the Stats of Entrepreneurship Ventures in
India including Women Entrepreneurship
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Course Code

Semester &Level
of Knowledge

Course Title

Type of Course&
No. of Credits

MB010301

BIG DATA AND BUSINESS S3 Basic

ANALYTICS

Core Course 4

Course Obijective

Understand what Business Analytics is, why it issed, and by whom

Understand the key concepts of Business Analysi@and its Practical Application in

Decision Making

Apply relevant Analytics tools and techniques tsolve real worldBusiness Problem

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

1.

INTRODUCTION TO ANALYTICS

1.1 Introduction — Business Analytics — Role of Anadgtin Industry|
— Current trends — Technologies & Domains involvied
Analytics

5.6 Different types of Analytics — Descriptive, Predret and
Prescriptive Analytics

1.2 Types of Data — Structured, Semi-structured andtridcisired
Data. Scales of Measurement — Nominal, Ordinakria and
Ratio.Big data analytics. Framework for Data drivi@acision
Making.

1.3 Descriptive, Predictive, and Prescriptive Analyflaxhnique

1.4 Introduction to R and Excel

3+3

DESCRIPTIVE ANALYTICS
2.1 Framework for Data driven Decision Making
2.2 Data Preprocessing — Imputing Missing Values usSRfSS/R

2.3 Measure of central tendency — Mean, Median and M@asure
of Variation — Range, IQR, Variance and Standardi&mn.
Measure of Shape — Skewness and Kurtosis, Cenfralt L
Theorem

2.4 Data Visualization — Univariate, Bivariate and Niairiate

3+3
(SPSS Exercises

PREDICTIVE ANALYTICS — SUPERVISED

3.1 Simple Linear Regression. Multiple Linear Ragien (MLR) —
Assumptions of MLR, Interpretation of MLR Coefficits, Statistical
significance of Individual Predictors (t-Test), Q@ak model
Validation (F-Test), MLR metric — R-Squared and RMS

3.2Residual Analysis in MLR. Multi-Collinearity and/ariance
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Inflation Factor (VIF) (Theory only) 4 +2

3.3Classification — Logistic Regression, Decisiozes — CART angd  (MLR using
CHAID (Theory only) SPSS)

4. PREDICTIVE ANALYTICS — UNSUPERVISED

4.1 Introduction to clustering. Distance and DissinilaMeasures in
Clustering

4.2 Clustering Algorithms — K means and HierarchiCtustering 4+3
(Theory only)

4.30ptimal Number of Clusters. Cluster Validatidin¢ory only)

5. PRESCRIPTIVE ANALYTICS AND APPLICATIONS OF
ANALYTICS

5.1Introduction to Prescriptive analytics. Lineangtamming Mode
Building, Assumptions of Linear Programming. (Theonly)

5.2Roadmap for Analytics Capability Building — Clealges in Datar
driven Decision Making and future

4+2

5.3 Importance of Analytics inFinance, Marketing&&M

Suggested Readings:
1. U. Dinesh Kumar - Business Analytics —Wiley
2. Foster Provost & Tom Fawcett — Data Science foirgss — O'reilly

3. Anasse Bari, Mohamed Chaouchi, and Tommy Jung di@ge Analytics for Dummies —
Wiley

Hadley Wickham & Garrett Grolemund — R for Datae®cie — O'reilly

5. James R. Evans, Business Analytics: Methods, Mo#&leBecisions, first edition,
Prentice Hall

Learning Outcomes

1. Use R to create basic plots

2. Identify and apply appropriate Analytic Technique to solve Business Problem

3. Derive Actionable insights from data for Decisin Making

Notes:

The following tools are recommended based on popugage in Industry and to give practical
exposure to Management Students in affiliated @elePractical Training Sessions with evaluation

on these Software shall be part of Continual Evatign.

68



L o

MS Excel: Data Cleaning tools, Pivot Table, AdvahEermulas, Power Pivot\

Power BI
Tableau

R Programming
SasS (optional)
Python (optional)

Course Code

Course Title

Semester &Level
of Knowledge

Type of Course&
No. of Credits

MB010302

BUSINESS ETHICS AND S3 Basic

CORPORATE GOVERNANCE

Core Course 4

Course Objective

To introduce Ethics as an important Component irBusiness Administration

To provide the Participants the Relevance and Re of Indian Practices in Business

To Discuss and Analyse relevant Case Studiesatdd to Indian Ethos and Values

from the Business World

Module
No.

Title &Contents

No. of Sessions
LT (Indicative)

INDIAN ETHOS FOR MANAGEMENT
1.1 Relevance of Indian Ethos and Values
1.2 Principles practiced by Indian Companies

1.3 Management Lessons from Vedas, Mahabharatb& BiQuran
— An Overview - Kautilya’s Arthashastra

1.4 Indian Heritage in Business Management — Ptimc&
Consumption

3+3

INDIAN PRACTICES
2.1 Indian Vs Western Management
2.2 Work Ethos and Values for Indian Managers

2.3 Stress Management — Meditation for Mental HealtRcle and
Importance of Yoga

2.4 Contemporary Approaches to Leadership

2.5Indian System of learning — Gurukul System — Img@oce of
Karma to Managers

3+3

INDIAN VALUE SYSTEM
3.1 Work Ethos and Values for Indian Managers
3.2 Relevance of Value Based Management in Glod@nGe —

3+2
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Importance of Value on Stakeholders
3.3 Value System in Work Culture
3.4 Secular Vs Spiritual Values

4. NEED FOR ETHICS

4.1 Understanding the Need for Ethics
4.2 Ethical Principles in Business

4.3 Theories of Ethics — Absolutism Vs Relativism 3+2
4.4 Kohlberg's Six Stages of Moral Development (CMD)

4.5 Managing Ethical Dilemma — Characteristics — Ethiacision
Making, Ethical Reasoning

5. CORPORATE GOVERNANCE

5.1 Corporate Governance Initiatives in India — Guttees &
Commissions

5.2 Corporate Governance — Theories and Models rpdCate
Disclosure -

5.3 Corporate Social Responsibility (CSR) and itgnficance in
Business

5.4 Concept of Social Audit and its Relevance — &hiBlowing —
Privacy Trade Secrets

5.5Scams and Scandals in Corporate Governanceia In

Suggested Readings:

S.K. Bhatia — Business Ethics & Managerial Valu€3eep and Deep

Joseph A. Petrick, John F. Quinn — Management &thiBage Publications, New Delhi
Sherlekar — Ethics in Management, Himalaya Puliggilew Delhi

C.V.S. Murthy — Business Ethics & Corporate Finandé¢imalaya Publishing House

a > wnh e

Manisha Paliwal — Business Ethics — New Age Inteonal, New Delhi

Learning Outcomes

1. The Participants will understand the importanceof Ethics in Business Administration

2. | Atthe end of the Course, the Participants wilunderstand the relevance of Indian
Practices in Management based on Ethical foundation

3. The Case Studies on Indian Ethos and Values wilirow light into the richness of
Indian tradition in Corporate Governance

Notes:

This course on Business Ethics and Corporate Gawemis a Case Study oriented subject. Case
studies from Indian Ethos and Values are to beudsed in the class room.
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Course
Code

Course Title Semester &Level of | Type of Course& No.
Knowledge of Credits

MB010401 | STRATEGIC MANAGEMENT |S4 Working Core Course 4

Course Obijective

To expose students to various concepts and peestives in the field of Strategic

Management

To help participants develop skills for applyingthese concepts in various contexts to

solve business problems

To enable to students to use traditional and ce@mporary analytical tools of Strategic

Management

Module
No.

Title & Contents

No. of Sessions
LTP (Indicative)

UNDERSTANDING STRATEGY

1.1Introduction to Strategic Management: Introduction
Strategy,overview of strategic management, meaaiig
characteristics of strategic management, strategitagement
process model

1.2 Hierarchy of Strategic Intent: Meaning & attiies of strategic

intent, meaning of vision, meaning of mission, elifnce
between vision & mission, characteristics of goodssion
statements, objectives and goals, Critical SucEastors (CSF)
Key Performance Indicators (KPI), Key Result Ar@aRA).

4+2

ANALYSING THE ENVIRONMENT

2.1Analysing company’s external environment:  Exabl
environmental analysis, Macro environment and itrguy
analysis, Porter’s Five Forces analysis, compegitalysis

2.2 Analysing company’s internal environment: SWOT Arsid,
Resource based view of a firm,competitive advantagwe
competence, characteristics of core competenciesie
competence as the root of competitive advantage

2.3 Value chain analysis using Porter's model: Primaagd
secondary activities

2.4 Business Portfolio Analysis: BCG Matrix, GE 9 Céllodel,
Strategic analysis and choice

[%2)

¢ 4+2

TYPES OF STRATEGIES

3.1Strategic alternatives: Corporate, businessfamctional levels of
strategy

3.2Corporate level strategies: Stability strategi®@sowth strategie

U7

(Diversification Strategies, Vertical Integrationtr&egies,
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Mergers, Acquisition & Takeover Strategies, Strateyliances
& Collaborative Partnerships), Retrenchment stiateg
(Turnaround, Divestment, Liquidation, Outsourcirtgp&gies).

3.3 Business levestrategies: Generic competitive strategies, Cost
leadership, Differentiation, Focus

IMPLEMENTATION, EVALUATION AND CONTROL OF
STRATEGY

4.
4.1 Strategy implementation: Resource allocatiozadérship ir
strategic management
4.2 Strategy, structure and organisation culturgategies for
managing change 4+2
4.3 Strategic evaluation and control: Evaluationstsitegy, use of
Balanced Score Card, Six Sigma process (concephg), on
controls, premise, surveillance, implementation atdhtegic
alert control
5. RECENT DEVELOPMENTS IN STRATEGY

5.1 Blue ocean strategy: Difference between bluerefl ocear
strategies, principles of blue ocean strategytesfyacanvas &
value curves, four action framework

5.2 Business models: Meaning & components of bssimaodels
new business models for internet economy, E-comenerc
business models and strategies,internet stratégiesaditional A4+92
business

5.3 Sustainability and strategic management:Cotporaocial
responsibility and sustainability, integrating sdci &
environmental sustainability issues in strategicnaggement
meaning of triple bottom line, people-planet-pmfit

Suggested Readings:

1.

Hill, Charles W.L. and R. Jones, Gareitrategic management: An integrated approach,
Cengage

Wheelen, Thomas L and Hunger, DaviConcepts in Strategic Management & Business
Policy, Pearson

Azhar Kazmi,StrategicManagementTata McGraw Hill
Srinivasan RStrategic Management: The Indian Contékgntice Hall of India

Mason Carpenter, Gerard Sanders, Prashant Saliwacepts and Cases Strategic
Management- A dynamic Perspectisearson Education, India

Glueck,W F and Lavch, L. Business policy and Strategic ManageméfeGraw Hill, New
Delhi.

Gregory G.Dess and Alex Millegtrategic ManagememtjcGraw Hill, India
Srivastava RMStrategic Management: Concepts, Skills and Prastieeentice Hall of India
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LEARNING OUTCOMES

The Participants will be able to understand the&oncepts and perspectives in the area of
Strategic Management

Participants will acquire the necessary skillsnusingtraditional and contemporary
Analytical tools of Strategic Management

At the end of the course, Participants will devep the ability to take the right Managerial
Decisions and solveBusinessProblems
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FINANCE ELECTIVES

Course Code | Course Title Semester & Level of | Type of Course & No.
Knowledge of Credits
MB80 SECURITY ANALYSIS AND | S3 Working Elective Course 3
03/0401 | poRTFOLIO
MANAGEMENT

Course Objectives

To have an in depth knowledge of the theory aselN as practice of investment decision

making

2.

To Know the theory and practice of portfolio mamgement

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

INTRODUCTION TO INVESTMENT

1.1 Investment -meaning and definition-Objectives ofestment -
types of investment

1.2 Types of investors — Speculation, gambling - soumfe
information for investments

1.3 Security markets; Primary market/new issue marketctions of
primary market; right issue, book building, privalacement;

Organised stock exchanges; functions of stock exgdm

4+2

INSTITUTIONAL ARRANGEMENT FOR SECURITY
INVESTMENT

2.1 SEBI and its functions
2.2 Trading and settlement process in stock marBS& and NSE

2.3 Depositories and Depository participants; fiomst of depository;
Dematerialization; NSDL and CSDL

3+3

RISK AND RETURN

3.1 Concepts of risk and return - factors contiitguto risks - risk
and risk aversion

3.2 Types of risks - systematic and unsystemagic ri
3.3 Measurement of risks — Capital Asset PricinglMCAPM)

3.4 Return and risk of securities and portfolio azadculation of
security and portfolio beta to be covered.

4+2
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SECURITY ANALYSIS
4.1 Fundamental analysis: economic, industry amapamy analyses
4.2 Technical analysis : meaning of technical agialy

4.3 Basic principles of technical analysis; Dow Oilye chart patterns
Elliot wave theory;

4.4 Efficient market theory

4+2

PORTFOLIO MANAGEMENT

5.1 Portfolio analysis — Theories, risk and retofra portfolio
5.2 Portfolio construction and portfolio selection

5.3 Markowitz theory — Efficient frontier

5.4 Sharpe single index, Multi index models

5.5 Portfolio performance evaluation — Sharp, Togyand Jensen’s
measure

5.6 Portfolio revision (theory only)

4+2

Suggested Readings:

1. Security Analysis and Portfolio Management, 6eclivés DE & Jordan R J (Prentice Hall).
2. Investments, 6e, Bodie, Zvi; Kane, Alex; MarcusailJ; Mohanty, Pitabas (Tata McGraw
Hill Publishing Co. Ltd.)
3. Modern Investment Theory, 5e, Haugen, Robert ArgegaEducation) Investments: Analysis
and Management, 8e, Jones, Charles P (John WilBgr)
4. Prasanna Chandra: "Investment Analysis and Partfdlanagement”, Tata McGraw Hill
Education Private Limited, New Delhi
LEARNING OUTCOMES
1. Understand the various alternatives available foinvestment
2. Learn to measure risk and return. Find the relatonship between risk and return
3. Find the relationship between risk and return
4, Gain knowledge of the various strategies follovaeby investment practitioners
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Course Course Title Semester & Level of Type of Course & No.
Code Knowledge of Credits
MB80 FINANCIAL S3 Working Elective Course 3
03/0402 | DERIVATIVES AND RISK
MANAGEMENT
Course Objective
1. To make the students understand about Financi&erivatives such as Forwards,
Futures, Options & Swaps and providing the skills ér valuing these financial
instruments.

2. To Provide guidelines for useful treatment of thse financial instruments.
Module | Title & Contents No. of Sessions
No. LT (Indicative)

1 UNDERSTANDING FINANCIAL DERIVATIVES

1.1 Introduction to Derivatives: Derivative markets anstruments
1.2 Forward contracts, Futures contracts, Options,pSveand other 1 +2
derivatives, The underlying asset
1.3 Structure of derivative markets
1.4 Exchange traded markets
1.5 Over the counter markets
2 DERIVATIVE INSTRUMENTS
2.1 Types of traders, Role of derivative markets isuses
2.2 Overview of the Indian derivatives markets
2.3 Specification of a futures contract: Contraee sDaily settlement
and margins 3+3
2.4 Marking to market using margin accounts, Delive
2.5 Types of futures contracts: Commodity futu@strency futures
Interest rate futures
2.6 Stock index futures; Forward and futures pri¢éses of futures
and forward contracts.

3 OPTION

3.1 Options, swaps and credit derivatives: Opteminology, Types
of options, Specifications 3.2 Option premium, Hég/from options,
Put-Call Parity, Exchange traded options, Overdbenter options

3.3 Options on trading, Strategies involving Ops&ipOption pricing
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models, Binomial Option Pricing Model 4+2

3.4 No arbitrage pricing argument and Risk neutediation, Black-
Scholes Option Pricing Model

3.5 Options on Securities, Stock indices; Currencaad futures|
Embedded options in debt instruments

4 WARRENTS AND SWAPS
4.1 Warrants, Caps, Floors, Collars

4.2 Terminology and structure of swap, Comparatadvantage
argument, Interest rate swaps, Currency swaps, tEEgawaps,

Valuation of swaps, Credit default swaps, Swaponysti 4+2
4.3 Forward rate agreements
5 HEDGING TECHNIQUES
5.1 Risk management: Sources and types of riskemsic risk and
unsystematic risk.
5.2 Different approaches to risk management, Riskhagement
process, Risk management techniques, Risk managemih
derivatives 5+2

5.3 Hedging with forward, futures and options, tBdledging, Value
at risk, Real options.

Suggested Readings:

1. D. M. Chance and R. Brooks, Amroduction to Derivatives and Risk Manageméiih, ed. South-
western Cengage Learning, 2013.

2. J. C. HullOption Futures and Other Derivative3th ed. Pearson, 2015.
3. S. S. S. Kumafginancial DerivativesPearson, 2010.

LEARNING OUTCOMES

1. Develop conceptual knowledge on derivatives, tiang mechanism and variables that
determine their market values.

2. Ability to compare and contrast different typesof derivative instruments.

3. Develop an understanding on the reasons and egphtions for corporate hedging
activity.

4. Identify and evaluate the nature and extent of @ompany’'s exposure to types of risk

and its management.
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Course Code| Course Title Semester & Level of Type of Course &

Knowledge

No. of Credits

MB80

03/0403

MANAGEMENT OF S3 Working
BANKS AND
FINANCIAL
INSTITUTIONS

Elective Course 3

Course Obijective

To acquaint the students with concepts of Banksramaincial Institutions.

To familiarize various Techniques of Managing Baakd Financial Institutions.

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

INTRODUCTION

1.1 Classification of banks, Types of banking, Banksygtem in
India, Central bank, functions, method of creditcol, RBI

1.2 Functions of NBFI-Recent trends in Indian Bank8egtor.

BANKING CUSTOMERS

2.1 Deposits- Banker and-Customer relations - Kgour Customer
[KYC], types of accounts - services rendered bylBarBanker’s lien
- right of set off - Payment and collection

of Cheque, responsibilities of customer and bargwaprsements,
bouncing of cheques

2.2 Types of customers; NOSTRO and VOSTRO acceuS/IFT,
CHIPS, CHAPS, FEDWIRE, NRI Bank accounts

CREDIT AND DOCUMENTATION

3.1 Credit- Principles of lending - various crdéibducts/ Facilities -
working capital and term loans - Credit Appraisathniques, credit
management, Different types of documents;

3.2 Documentation Procedures, Different modes afgihg - types
of collaterals and their characteristics, Prio8sctor Lending -
sectors - recent developments - Financial Inclusion

Correspondent Banking

FINANCIAL MANAGEMENT OF BANK
4.1 Bank Balance Sheet Structure - Components-

Asset Liability Management (ALM) in Commercial baniGap
method; Value at Risk method.

4.2 NPA Management- Calculation of provisions fétANand risk
weights for Basel Norms-

Interest calculation, Evaluating bank performanétefitability
Analysis, Balanced Scorecard.

4+2
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5. BANKING RELATED LAWS
5.1Recovery of Debts due to Banks and Financial Lntibihs

Act, 1993(DRT Act)- Objective of the Act, Constitut of Tribunal,
Procedure to be followed,

5.2 Enforcement process. Securitisation and Reeangin of
Financial Assets and Enforcement of SecuritiegésteAct
(SARFAESI)-Constitutional Validity; Definitions; Rylation &

Reconstruction; Enforcement of Security Interegnital Registry;
Offences & Penalties;

5.3Miscellaneous Provisions. Banking Ombudsmen i&ehe
Purpose; Extent; Definitions; Establishment; PoywBrscedure for
Redressal Grievance

5+2

Suggested Readings:

1. Peter S Rose and Sylvia C HudgiBank Management and Financial Servic€ata

McGraw-Hills, 7th Ed, 2010.

2. Indian Institute of Banking and Finan&ank Financial managementaxmann

Publication, ND, 2004.

. Jha SMBank MarketingHimalya PH ,2011
. Vasant DesaBank ManagementHimalya P H , 2010.

© 00 N OO O A~ W

New Jersey, PHI.

. Muraleedharan.Modern banking: Theory and PractideH| Learning, 2010.

. Raghu PalaRetail Banking Cortlandt Rand Consultancy Private Ltd, Mumbail@

. Bhattacharya KM and Agarwdasics of Banking and Financdimalya PH, 2011.

. Shekhar KC, and Lekshmy shekiBanking Theory and Practic®&ikas PH, ND, 2010.
. Hempel, George H and Yawitz Jesg-Biancial Management of Financial Institutigns

10. Vij, Madhu,Management of Financial Institutions in IndidD, Anmol Publication.

LEARNING OUTCOMES

1 Develop conceptual knowledge on Banking practiceand functioning of Financial
Institutions
2 Ability to manage various processes in Banks ar€inancial Institutions.
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Course Code| Course Title Semester & Level of | Type of Course & No.

Knowledge of Credits
MB80 CORPORATE TAXATION | S3 Working Elective Course 3
03/0404
Course Objective
1 To acquaint the students with the corporate taxabn laws in the country
2 To gain enough knowledge to manage corporate taxe
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1 UNDERSTANDING CORPORATE TAXATION
1.1 Income tax: Introduction, Definitions, Residentisfatus ang
taxation 3 42
1.2 Heads of Income, Corporate taxation; Computationtax@ble
income
1.3 Taxation of companies, Special provision in compaoitaof profit
from business.
2 TAXATION UNDER DIFFERENT HEADS
2.1 Deductions from gross total income, Amalganmatioof
companies and fiscal incentives
2.2 Minimum alternate tax on companies, Speciavigions relating
to tax on distributed profits of domestic companies
2.3 Tax planning; Concepts relating to tax avoidaaed tax evasior 2 *3
Tax planning with reference to Location of Undeimak
2.4 Type of Activity, Ownership Pattern, Dividendligy, Issue of
bonus shares, Inter-corporate dividends and tressfe
3 TAX MANAGEMENT
3.1Tax planning: Tax avoidance; Tax evasion; Taxagament; Ta
planning with reference to specific managerial siecis like make o
buy decisions, own or lease decisions
3.2 Repair or Replace decisions and Shut Down ontiQue
Decisions. 5 +2
3.3 Tax planning relating to amalgamations and ewsrgof
companies.
4 DECISION MAKING UNDER TAX MANAGEMENT
4.1 Tax considerations in respect of specific managdecisions likeg
Make or Buy, Own or Lease, Close or Continue, Sal®omestic
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Markets or Exports, Capital Budgeting Decisions, niigerial
Remuneration 4+2

4.2 Foreign Collaboration and Joint Ventures.

5 TAX ASSESSMENT

5.1 Tax Management; Filing of Returns and Assessndtenalties
and Prosecutions, Appeals and Revisions 5492

5.2 Advance Tax, TDS, Advance Rulings, Avoidance Dgiuble
Taxation Agreements.

5.3 Implications of double taxation avoidance agrents.

Suggested Readings:
1. R. N. Lakhotia, and S. Lakhati@grporate Tax Planning Hand Bodith ed. Orient, 2006.

2. E. A. SrinivasHand Book of Corporate Tax Planningnd ed. State Mutual Book & Periodical
Service, USSR, 1989.

3. V. K. Singhania, and M. Singhanitudents Guide to Income Td&axmann, 2005.
4. B.B. GoenkaCorporate Taxation — Planning & Managemeshree Mahaveer Book, 1986.
5. G.K. Ahuja, and R. Gupt&ystematic Approach to Income Ta3rd ed. Bharat Law House, 2015.

LEARNING OUTCOMES

1 Understand key concepts of corporate taxation andax planning in corporate
decision-making process

2 Acquire knowledge of principles of taxation, itsethical constraints and analyse the
impact of taxation on businesses

Course Code| Course Title Semester & Level of | Type of Course & No.
Knowledge of Credits
MB80 PROJECT RISK S3 Working Elective Course 3
03/0405 EVALUATION AND
MANAGEMENT

Course Obijective

1. To introduce the students to a blend of contempaeademic theory and techniques to
provide crucial insights and practical tools in mgimg projects, portfolios and complex
systems.

2. To empower the students to Conduct project planaatiyities that accurately forecast
project costs, timelines, and quality. Implememigeisses for successful resource,
communication, and risk and change management
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Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

PROJECT RISK EVALUATION AND MANAGEMENT

1.1 Project Risk Evaluation and Management (PRAM) :imgbns,
Background to project risk management

1.2 Hard benefits of project risk management, Soft benef project
risk management; Threats to effective risk manageniisk as
threat and opportunity

1.3 Different phases of the PRAM process: Identifimatdf project
objectives, scope, stakeholders and success ariteri

1.4 Application of project management tools and packadeab
exercises

RISK ASSESSMENT

2.1 Risk Assessment: Identification of risks, Assesks qualitatively
and quantitatively

2.2 Selection of appropriate risk response stiegedependent o
importance of the risk event and cost benefit @& thsponse(Cos
benefit analysis means the total cost of applyingsponse (includin
direct cost and the expected value of any secondsky against the
benefit of the expected reduction in the expectddevof the risk

L

D

QL

3+3

RISK REDUCTION

3.1 Control of the risk - risk management plank niggister, risk
analysis, risk status reports, risk reviews, lesdearnt

3.2 Project contingency or management reserve;alisication; risk
responses

3.3 Human factors in risk management: Potentiadibgaeffect of the
triple strand of influences on risk attitude (ahdrefore judgment if
risky situations).

RISK MANAGEMENT AND ASSESSMENT TECHNIQUES
4.1 Introducing risk management into an organizatio

4.2 Getting and maintaining buy-in to risk manageméJses ang
benefits of different risk identification technicuie

4.3 Uses and benefits of different qualitative rigksessmer
techniques

RISK VALUATION
5.1 Risk breakdown structures; Uses and benefitsdifferent

guantitative risk assessment techniques: MonteoCBecision trees
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Sensitivity analysis, Expected value

5.2 Use of probability distributions specific to ke Carlo:
Triangular, Uniform, Beta, Discrete, Correlatiomijticality index,
cruciality; Net present value and internal rateedéirn

5.3 Uses of different techniques for respondingis&s, Simulation
exercises.

Suggested Readings:

1. C.Chapman, and S. Ward, Project Risk Managenkntesses, Techniques and Insights, 2nd ed:
John Wiley and Sons Ltd, 2003.

2. D. A. Hillson and R. Murray-Webster, Understangdand Managing Risk Attitude 2nd ed. Gower
Publications Ltd, 2007.

LEARNING OUTCOMES

1. Explain and illustrate the nature of risk and its impact on the project environment
2. Define, explain and illustrate the limitations 6 a risk management tool and techniquesg
3. Estimate the quality of a project risk managemenframework in real-life scenarios
4. Ability to apply a risk management tool set
Course Code | Course Title Semester & Level of Type of Course & No.
Knowledge of Credits
MB80 BEHAVIORAL S4 Working Elective Course 3
03/0406 FINANCE

Course Objective

1 To gain knowledge about how individuals makes fancial decisions

2 To improve financial decision making themselvesral others

3 To help students identify persistent or systematibehavioral factors that influence
investment behavior

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. INTRODUCTION TO BEHAVIORAL FINANCE
1.1 History of Behavioral Finance,
1.2 EMH and Prospect theory 6+ 2
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1.3 Behavioral Finance Micro versus Behavioral Finakieero
1.4 Fundamental anomalies
1.5 Rational Economic Man versus Behaviorally BiasecnMa

Standard finance theory Vs Behavioral finance.

INVESTOR BEHAVIOR AND ASSET ALLOCATION
PROCESS

2.1 Risk tolerance of individual investor.
2.2 ldentification behavioral biases of individlayestors,
2.3 How to apply bias diagnoses when structurisgteallocations 4+3

2.4 Quantitative guidelines for incorporating bebeal finance in
asset allocation

INVESTOR BIASES —-OVERCONFIDENCE
3.10verconfidence and individual investors.

3.2 Factors affecting investors’ overconfidencepéit of
overconfidence bias

3.3Methods to identify overconfidence bias 4+2
3.4 Overconfidence and professional investors

3.5 Emotions and investment decisions

INVESTOR BIASES
4.1 Representativeness, Anchoring and adjustments

4.2 Cognitive Dissonance Bias, Self attributiorshidlusion of
control bias ,Mental accounting bias , Confirmatiias 4+2

Familiarity and representativeness

PRACTICAL APPLICATION OF BEHAVIORAL FINANCE 5+2
5.1 Gender, Personality Type, and Investor Belavio
5.2 Investor Personality Types

5.3 Social interaction

5.3 Behavioral biases and corporate decision-making

5.5 Wealth management and behavioral finance

Suggested Readings:

1.
2.

Forbes, W. (2009), Behavioural Finance, 1st editimtn Wiley, ISBN: 9780470028049

Ackert, L. and Deaves, R. (2010), Behavioral Fimafsychology, Decision-Making, and
Markets, 1st edition, South-Western, ISBN: 05386628

Baker, K. and Nofsinger, J. (2010), Behavioral Rr& Investors, Corporations, and
Markets, John Wiley, ISBN: 9780470499115.

Montier, J. (2010), Behavioural Finance, John Wil&BN: 9780470844876.
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5. Behavioral Finance: Understanding the Social, Qdgniand Economic Debates, by Burton
and Shah Beyond Greed and Fear:

Understanding Behavioral Finance and the Psychadyvesting, by Shefrin

Pompian, Michael M. 2006. Behavioral Finance analfteManagement. Wiley: New
Jersey. ISBN: 0-471-74517-0.

LEARNING OUTCOMES

1. | Describe the differences between a behavioral finae perspective and a traditional
finance perspective.

2. | Analyze factors behind a particular behavior ofan investor

3. | Analyze and interpret the reasons for diérent biases of investors

4. | Develop a wealth management plans to irsters based on behavior analysis

Course Code| Course Title Semester & Level | Type of Course & No.
of Knowledge of Credits

MB80 INTERNATIONAL FINANCE | S4 Working Elective Course 3

03/0407 & FOREX MANAGEMENT

Course Objective

1. To understand the significance of InternationabRtial Management and operational
aspects of foreign exchange markets.

2. To develop knowledge, capability, and skills neegg for making sound investment and
financial decisions for a multinational firm

3. To define and measure Forex Risks and to ideriskymanagement strategies.

Module | Title & Contents No. of Sessions
No. LT (Indicative)

INTERNATIONAL FINANCIAL ENVIRONMENT &
INTERNATIONAL SOURCES OF FINANCE

1 1.1 Overview of international economic institunso
1.2 Regional economic integrations

1.3 Bond financing — Loan financing — Securitizedghhcing — Equity
financing

INTERNATIONAL FINANCIAL MARKET

2.1Creation of Euro — Euro Currency Market Europknetary
System

2.2Basic concept of International Monetary market
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2 International money market instruments
2.3 Forex Market — Spot Market - Future & Optioarket 3+3
International Stock Markets and Bond Markets

INTERNATIONAL INVESTMENT AND FINANCING
DECISIONS

3.1 International Capital Budgeting - Foreign Dirkwvestment and
cross border acquisitions, International Portfahieestment.
3 International project appraisal.

3.2 International Financing Decisions: Financiabicks for an MNC 4+2
Capital and Money Market Instruments.

FOREX MANAGEMENT

4.10rigin and concept of Foreign Exchange — Diffieeebetween
fixed and floating rate — Exchange rate movements

4.2 Factors influence exchange rate — Purchasingipparity — Real

4 interest parity— parities conditions and managémglication 4+ 2
4.3Forecasting Exchange rates- Time sources fdieganodel —
International Fisher’s effect
CURRENCY DERIVATIVES
5.1Forex transactions and derivatives instrumentsttad Forex
5 market such as Forward, Future, Swaps and Optiorr¢@cy Future
market and Currency Options market)
5.2 Managing financial risk with derivatives, corate governance
and ethical business strategy.
5+2

Suggested Readings:

International Financial Management — Cheol Eun &d® Resnik —-Mc Graw-Hill
International Financial Management —PG Apte-Tat&skéov Hill

Shapiro A C, Multinational financial managementH ANew Delhi

Buckley Adrian Multinational finance — PHI, New D¢l

Levi D, Maurice, International finance — Routledge

L o

Krugman Paul R, Obstfeld, Maurice and melitz madnternational economics — Pearson
India
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LEARNING OUTCOMES

The participants will be able to understand ecormic concepts used for managerial
decision making

The participants will get basic insights into derand and supply side of markets

At the end of this course, the participas will get conceptual clarity and logical
aspects of economic behavior of individuals, firmand markets.

The participants will be able to understad economic concepts used for managerial
decision making

Course Code| Course Title Semester & Leve| Type of Course & No.

of Knowledge of Credits

MB80
03/0408

MANAGEMENT OF S4 Working Elective Course 3
FINANCIAL SERVICES

Course Objective

To give an appreciation and understandingf the fundamentals of financial services
industry in India

To give an insight into the impact of finacial services industry in the overall financial
system.

Module
No.

Title & Contents No. of Sessions
LT (Indicative)

BASIC THEORETICAL FRAMEWORK

1.1 Indian Financial System- structure of financialteys- financial
market-financial institutions-financial instrumentsfinancial 6 +2
services- intermediaries

1.2 Financial services Industry-emergence and develafsne
financial innovation

1.3 Current scenario and challenges in the financialiees sector ir
India.

FEE BASED FINANCIAL SERVICES

2.1 Merchant Banking-functions and role of merchantdeas- SEBI
guidelines on merchant bankers- Merchant Bankirigdia

2.2 Credit Rating- Concept- process of Credit ratingedit rating

agencies in India

2.3 Securitization of debt/assets- parties to secatitpn transaction- 3+3

process -mechanism- securitization in India
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FUND BASED FINANCIAL SERVICE
3.1 Mutual Funds-concept- growth- types-producesad-functions
of AMC-regulations regarding mutual funds-mutuaidundustry in
India
3. 3.2 Venture Capital- Dimensions- scope- stages arfture capital
financing- Guidelines for venture capital compann India. 4+2
FUND BASED FINANCIAL SERVICE
4.1 Factoring mechanism-Types- functions- forfgjtindifference
between factoring and forfeiting- Bill discounting
4.2 leasing — types of lease — regulatory framewbikasing in India
4. 5+ 2
( Theory only)
3.4 Hire Purchase - legal framework- differencemMeein leasing and
hire purchase.
INSURANCE SERVICES
5.1 Concept of insurance- principles- objectiveésicure if insurance
5 industry
5.2 Types of Insurance- classification of policies 542
5.3 Regulation of insurance service — IRDA- rold &mctions
5.4 Recent Trends in Insurance Business

Suggested Readings:
1. Khan .M.Y. Financial Services, TATA MCGRAW Hill Plikhing Co. Itd. New Delhi

2. Albert. J. Fredman, Russwiles , How Mutual fund kepiPrentice Hall of India pvt Ltd, New
Delhi.

Shanmugham. R. Financial Services , Wiley Indial®dt, New Dehi , India

Pandey I.M. , Venture Capital in Indian experierResntice Hall of India Pvt. Ltd, New
Delhi.

5. Varshney.P.N., Mittal D.K. Indian Financial SysteBulthan Chand & Sons, New Delhi
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LEARNING OUTCOMES

1. Understand the role and function of the financibsystem in reference to the macro
economy.
2. Demonstrate an awareness of the current structe and regulation of the Indian
financial services sector.
3. | Evaluate and create strategies to prortefinancial products and services.
Course Code| Course Title Semester & Level of | Type of Course & No.
Knowledge of Credits
MBS0 RURAL ECONOMY & S4 Working Elective Course 3
03/0409 MICRO FINANCE
Course Obijective
1 To understand the role and significance of itrofinance in rural development
2 To gain knowledge on rural financial servicgin India
3 To learn microfinance in a broader way
Module | Title & Contents No. of Sessions
No. LT (Indicative)
INDIAN RURAL ECONOMY
1.1 Characteristics of Indian Rural Economy—Rural Depetent in
India, Phases and Approaches of rural developmelntia. 7 49
1 1.2 Social sector development—Poverty and Unemployntées)th
and Nutrition, Education and Literacy-Role of woniersocial
development.
1.3 Rural development policy of the government sincé7t3Impact
of economic reforms.
RURAL FINANCIAL INSTITUTIONS
2.1Rural financial services in India—Role of RBHaNABARD in
the rural economy, Rural credit institutions-Rofénaligenous
bankers, Grameen Banks, scheduled banks, foreigtsba
2 2.2 Role of communication and technologies—Subkidked
programmes of the government. 3+3
2.3 Economic Theories for rural development.
MICRO FINANCE —FUNDAMENTALS AND EVOLUTION
3.1 Micro finance as a development strategy andsirg- Salient
features of micro finance.
3.2 Evolution of micro finance-Concepts-Approached Financial
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inclusion.

3.3 Models of micro finance operating in India-Legad Regulatory 4+2
compliance in micro finance.

3.4 Role of ethics in micro finance.

MICRO FINANCE AND MICRO CREDIT

4.1 Intermediaries for micro finance in India-Miaredit-lmportance
and Limitations.

4.2Micro finance and Microcredit-Micro finance pras. 4+2

4.3Role of self-help groups-Micro finance and Women
empowerment.

4.4 Impact of micro finance activities on rural depment.

FINANCIAL EVALUATION OF MICRO FINANCE
INSTITUTIONS

5.1 Financial Statement Analysis of Micro finanastitutions in 542
India.

5.2 Analysis of financial performance Ratios.

5.3 Benchmarking and Rating Micro finance instaos.

5.4 lllustrations on financial performance of Midnsance
institutions.

Suggested Readings:

1.
2.
3.

Bandyopadhyay S.C ,Rural Banking.
Beatriz and Jonathan, The Economics Of Micro fieafrentice Hall of India.

Indian Institute of Banking and Finance, MicroficanPerspectives and Operations,
Macmillan India Ltd., 2011.

2.Datt,Sundaram,IndianEconomy,S.Chand&Sons,

K.C. Shekhar & Lakshmi Shekhar - Banking Theory &d?ice, Vikas Publishing House
Pvt. Ltd.

LEARNING OUTCOMES

development.

Participants will be familiar with the Indian ru ral economy, its features and

financial inclusion and also the role of women inacial development.

Participants will be able to comprehend the corept of micro finance in detail,

sector in rural development and also provides an gight into the performance of

The course thus makes the participants fully awa about the role of Indian banking

micro finance institutions in India.
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Course Code| Course Title Semester & Level of Type of Course & No.

Knowledge of Credits

MB80

03/0410

FINANCIAL
MANAGEMENT

STRATEGIC S4 Working Elective Course 3

Course Obijective

To acquaint the students with concepts of Finam&hagement from strategic

perspective.

2.

To familiarize various Techniques and Models oatgtgic Financial Management.

Module
No.

Title & Contents

No. of
Sessions

LT
(Indicative)

UNDERSTANDING FINANCIAL STRATEGY
1.1 Link between financial policy and strategic plargin

1.2 Objectives and goals of strategic planning proc&ssmponents o
financial strategy,

1.3 Investment decisions under risk and uncertainty
1.4 Techniques of investment decision: Risk adjustedaiint rate

1.5 Statistical methods and sensitivity analysis

f

2+ 2

CORPORATE FINANCIAL STRATEGY

1.6 Corporate strategy and high technology investmezascept
and guidelines of Project and corporate evaluation.

1.7 Venture Capital: Concept and developments in Ifdiacess

and methods of financing.

3+3

FINANCIAL RESTRUCTURING
3.1 Leasing: Meaning, importance and types, Evaluatidease
from the point of view of lesser and lessee, Lesseses buy decision
3.2 Expansion and financial restructuring: Mergard acquisitions
3.3 Corporate Restructuring, Expansion strateggt-Benefit analysis

3.4 Evaluation of Merger proposals.

FINANCING STRATEGIES

4.1 Introduction to Financing Strategy

4.2 Hybrid securities namely convertible and nonvestible securities
4.3Deep discount bounds, Secured premium noteferpnee shares
4.4 Option financing warrants, convertibles andhameable bonds.

4+2
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FINANCIAL STRATEGIES
5.1 Corporate strategy, Financial policy and shaldkdr value creation

5.2 Linkage between corporate strategy and finaistiategy, Implications
of Capital budgeting

5.3 Capital structure and dividend policy on Cogterstrategy
5.4 Shareholder value creation

5.5 Managing financial risk with derivatives, corgte governance and
ethical business strategy.

5+2

Suggested Readings:

1. W. C. Kester, R. S. Ruback, and P. Tufddase Problems in Financ&2th ed. Tata McGraw Hill,
2007.

2. D. Hillier, M. Grinblatt, and S. Titmankinancial Markets and Corporate Strateg®nd ed.
McGraw Hill, USA, 2012.

3. R. A. Braeley, S. C. Myers, and F. Alld®rjnciples of Corporate Financ&th ed. McGraw Hill,
USA, 2008.

4. Weaver Samuel, C., and Weston J. Fr&drategic Corporate Finante2nd ed, South Western
(Cengage Learning), New Delhi (2009)

LEARNING OUTCOMES

1. Develop skills in strategic management of finamg assets and an understanding on
various strategic financial decisions and corporateisks

2. Ability to understand the economic environment n which financial instruments
operate and employ theoretical valuation methods tprice the financial instruments

3. Understand management of corporate capital struare, capital budgeting and
resource allocation and to evaluate corporate profs

4, Acquire knowledge of good financial practice, déical, social and professiona
responsibility in corporate investment decision-makg and risk management.
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MARKETING ELECTIVES

Course Code| Course Title Semester &Level of Type of Course& No. of

Knowledge Credits

MB81
03/0401

SALES MANAGEMENT S3 Working Elective Course 3

Course Obijective

To Develop an Understanding and Appreciation ahe Sales Process in Organisationg

To Provide practical insights into Personal Selig Process and its Managerial Aspects

3.

To Provide Insights into Sales Administration

4,

To Provide Skills related to Selling of differenGoods and Services

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

UNDERSTANDING SERVICES
1.1 Role of Sales Management in Organisations
1.2 Marketing Strategy Development and Sales Management

1.3 Personal Selling and Salesmanship — Objectives goftance of
Personal Selling

1.4 Types of Selling

1.5 Qualities of Winning Sales Professionals — Physidaéntal,
Social and Character Traits

THEORIES OF SELLING AND PERSONAL SELLING
PROCESS

2.1 AIDA - Buying Formula Theory — Behavioural Equatidheory

2.2 Personal Selling Process — Prospecting — Objectibesrces &
Methods — Lead Generation, Getting Appointment

2.3 Pre-Approach — Sales Planning, Customer Need Disgo&
Analysis — Approach — Sales Presentation / Demainsir

2.4 Handling Objections — Closing the Sale
2.5 Follow Up After Sales

2+2

PERSONAL SELLING SKILLS

3.1 Negotiation — Communication — Listening Skills

3.2 Presentation & Demonstration Skills

3.3 Body Language — Space, Moments, Eye Contacts SuRasst
3.4 Follow-up Calls — Writing Effective Sales LetteEsMail, SMS
3.5 Cold Call Mechanism

4+2
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3.6 Positive Mental Attitude (PMA) — Goal Setting — &gdfive
Dressing — Managing Self and Time

4. SALES ADMINISTRATION

4.1 Objectives & Types of Quotas
4.2 Quota Setting Procedure

4.2 Administering the Quota System — Sales Team Foomati 4+2

4.3 Designing Sales Territories & Allocating Sales Ef$oto Saleg
Territories

5. PERSONAL SELLING — APPLICATIONS & SITUATIONS

5.1 Selling of Services — Financial Services, IT,
Telecommunications, Advertising, Education (Coaghén
Institutions)

5.2 Selling of Consumer Goods — Convenience, Shopping &
Specialty Goods

5.3 Selling of Industrial Products —Raw Material, Captboods,
Component Parts, Supplies

5.4 Selling in Rural Markets — Selling High and Low @ivement 543
Products

5.5 Corporate Sales — Selling to Government — Sellinggencies

(The Application of Sales theoretical frame is nated in this
Module. Short Internship & Sessions by Profess®aad
recommended for this Module )

Suggested Readings:
1. Charles M. Futrell — Fundamentals of Selling — TdtaGraw Hill
Charles M. Futrell — A B C s of Selling — AITBS, Wéelhi

Kapoor R. — Fundamentals of Sales Management — MiacMndia

P WD

Richard R. Still, Edward W. Cundiff and Norman AGovani - Sales Management: Decision
Strategy and Cases — Pearson Education

Roy Chitwood — World Class Selling — Jaico PubhghiHouse
Julian Clay — Successful Selling Solutions — Vivaoks (P) Ltd.
Tom Reilly — Value Added Selling — TMGH

Howard Stevens — Achieving Sales Excellence — WBoaks (P) Ltd.

© © N o v

Stephen Schiffman — Powerful Sales Presentatidkdams Media Corporation

10. Journal of Personal Selling and Sales Management

11. Raiffa H. Cambridge — The Art and Science of Nemain — Belknap / Harvard Press
12. Pawline Rowson — Successful Sales: Get BrilliarguRs Fast — Viva Books (P) Ltd.
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LEARNING OUTCOMES

1. The Participants will get Working Level Insightsinto the Art and Science of Selling

2. The Participants will understand the Intricaciesof Personal Selling Process

3. | At the end of this course Participants are expéed to gain Insights into Selling of
different types of Goods and Services

Course Code| Course Title Semester &Level of Type of Course& No. of
Knowledge Credits

MB81 RETAIL BUSINESS S3 Working Elective Course 3

03/0402 MANAGEMENT

Course Obijective

1. To Introduce Concepts and Practices in Retail BassirtManagement

2. Demonstrate an Understanding of how Retailers develRetail Mix to build a
Sustainable Competitive Advantage

3. To sensitize the participants about store managepsespectives

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. THE RETAIL FUNCTION
1.1 Introduction to Retailing — Role of Retailing

1.2 Organised vs Unorganised Retailing — ClassificatidnRetail
Stores — Growth of Retail Formats — Observatiord$ion Mall
Management (Mall Visit Required) — Retail Life Cgcl

1.3 An Overview of Retail Industry in India — Proble®&sProspects
of Retailing in India

1.4 Multi-Channel Retailing — Franchising — Non-Storest&ling
Indian Scenario

1.5 Functions of Retailing

2 UNDERSTANDING RETAIL CONSUMERS & STORE
FORMATS

2.1 Factors Influencing Retail Shopper
2.2 Types of Retail Stores 4+3
2.3 Factors affecting Retail Location — Location Anadys

2.4 Store Positioning — Store Design & Visual Merchairdi

2.5 Retail Image Mix — Retail Space Mix — Floor Spacardgement
— Store Layout — Display
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RETAIL PRICING AND PROMOTION

3.1 Retail Pricing — Pricing Policies —Factors uefhcing Pricing -
Elements of Retail Price

3.2 Price Sensitivity and Mark Down Policy

3.3 Retail Pricing Strategies — Every Day Low PricirfgD{P) —
Discussion on Retail Pricing Strategies of MajotaieGroups in
India — Case Studies

4+2

3.4 Retail Sales Promotion Strategies

STORE OPERATIONS AND RETAIL STRATEGY

4.1 SCM — Supplier Relations — Merchandise Buyinyl&agement
4.2 Logistics in Retailing — Warehousing — InvegtGontrol
4.3Franchisee Operations — International Retailing 4+2
4.4Vendor Relations

4. 5Strategic Retail Planning Process

TECHNOLOGY AND RETAIL DECISIONS
5.1 Integrated Systems & Networking - EDI
5.2 Bar Coding — RFID — Its Applications in Retagi 2+2
5.3 Electronic Retailing — Role of Online Retailing

5.4 Retail Finance — Retail Statutory Obligations

5.5 Consumerism & Ethics in Retailing

Suggested Readings:

1.

N o g &

Chetan Bajaj, Rajnish Thuli, Nidhi Varma SrivastaveRetail Management — Oxford
Publishing, India

Michael Levy, Barton Weitz, Retail Management, Ma@rHill

Barman, Evans &Mathur — Retail Management- A Sgiatdpproach, Pearson
Publications

David Gilbert — Retailing Management — Pearson Btian
K.V.S. Madaan — Fundamentals of Retailing — Tat&skéov Hill
Berman B., Evans J.R. —Retail Management — Pe&doaation

Newman A.J. & Kullen P. — Retailing: Environment@perations — Vikas Publishing
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LEARNING OUTCOMES

1. | Atthe end of this Course, the Participants wilbet basic insights into the Nuances of
Retailing, its Concepts and Framework

2. The Participants will understand the Managerialaspects of Retail function

3. The Participants will also get basic knowledge bout Store design, Layout and
Merchandising

Course Code| Course Title Semester &Level of Type of Course& No. of
Knowledge Credits

MB81 SERVICES S3 Working Elective Course 3

03/0403 MARKETING

Course Objective

1. To provide key insights and working knowledge tarticipants in marketing of services

2. To provide the conceptual frame of services magking

3. To discuss marketing practices in key service dustries
Module | Title & Contents No. of Sessions
No.

LT (Indicative)

1. UNDERSTANDING SERVICES
1.1 Services Marketing — Characteristics — Tangibiifyectrum
1.2 Classification of Services 3+2

1.3 Services — Contribution to GDP — Generation of Jeb
Competitive Advantage

192}

1.4 Services — Distinct Marketing Challenges

2. BUYER BEHAVIOUR & SELECTING SERVICE MARKETS

2.1 Three Stage Model of Service Consumption — PretrRase Stage,
Service Encounter Stage, Post-Encounter Stage

2.2 Customer Expectations & Zone of Tolerance — Deteamis of
Customer Expectations

2.3 Customer Driven Services Marketing Strategies — t@uer,
Competitor, and Company Analysis

2.4 Managing Demand & Capacity

2.5 Segmentation Targeting & Positioning (STP) in Seesi
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3. ELEMENTS OF SERVICES MARKETING MIX
3.1 Inadequacy of 4Ps — Extended Services Marketing Mix

3.2 Creating Service Products - The Flower of Serwvic&ervice
Product Development — Role of Customer in ValueaGoa

3.3 Branding of Services — New Service Developmenter&tichy of 4+2
New Service Categories

3.4 Distributing Services through Physical & Electrofibannels

3.5 Pricing of Services — Cost, Value & Competition 8a#ricing

3.6 Service Marketing Communications — Process — Sesvic
Marketing Communication Mix

4. SERVICES MARKETING MIX AND SERVICE QUALITY
4.1 Process in Services — Service Blueprint

4.2 Crafting Service Environment — The Servicescape élflod

Dimensions of Service Environment 4+92

4.3 Managing People for Service Advantage — Cycle ofufg
Mediocrity & Success

4.4 Developing Customer Relationships — Wheel of Lagyakt
Service Recovery

4.5 Service Quality — Measuring Service Quality — GAMSdel —
SERVQUAL Model — Measuring & Improving Servige
Productivity

5. APPLICATION OF SERVICES MARKETING FRAME TO
SERVICE INDUSTRIES

5.1 Marketing of Tourism, Travel & Transportation Sees

5.2 Marketing of Financial Services — Banking, Insumndutual
Funds

5.3 Communication & Information Services — Telecom,tBhs
Courier, Cable TV Services

5.4 Marketing of Professional Services — Healthcareysdtancy, IT,
Promotion 54+ 2

5.5 Marketing of Educational Services — Charity & So8arvices
Marketing

(The Application of services marketing theoretitame is intended
in this Module. Fieldwork and other Group Activitiare strongly
recommended for continual evaluation)

Suggested Readings:

1. Christopher Lovelock, Jochen Wirtz, Jayanta Chigter Services Marketing: People
Technology Strategy Pearson 8e

2. Harsh V. Varma -Services Marketing Text & Cases —"2Ed. — Pearson
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Marie J. Bitner, Valarie A. Zeithaml Services Marketing Tata McGraw Hill

Helen Woodruffe -Services Marketing MacMillan

Adrian Payne The Essence of Services MarketinBrentice Hall India

Ravi Shankar -Services Marketing: The Indian PerspectivExcel Books, New Delhi
Govind Apte -Services Marketing Oxford University Press

Rampal M.K. & Gupta S.L. Services Marketing Galgotia Publications, New Delhi
Journal of Services Marketing — ISSN 0887-6045 -etatd Publishing

10. Baron S & Harrisk -Services Marketing: Text and Casd3algrave

LEARNING OUTCOMES

1. The Participants will understand the Role and Inportance of Services Sector and the
intricacies in Marketing of Services
2. The Participants will get basic insights into tle framework of Services Marketing and
how to apply the concepts in Practice
3. At the end of this course Participants are expéed to acquire insights into Marketing
of Services in different Industries
Course Code| Course Title Semester &Level of Type of Course& No. of
Knowledge Credits
MB81 DIGITAL AND SOCIAL S3 Basic Elective Course 3
03/0404 MEDIA MARKETING
Course Obijective
1. To introduce Key Concepts of Digital Marketing
2. To develop Essential Skills related to Digital Mrketing Platforms
3. To enable the Participants to use New Media su@s Search Engine and Social
Networking in Marketing
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. DIGITAL MARKETING CONCEPTS

1.1 Understand the term Digital Marketing — Scope

1.2 Digital Marketing Concepts — Content Marketing, abdvedia
Marketing, E-mail Marketing, Mobile Marketing, Alifate
Marketing, Search Engine Marketing (SEM), Searchgif
Optimisation (SEO)

1.3 Goals of Digital Marketing

4+2
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1.4 Advantages & Limitations of Digital Marketing

1.5 Understanding a Digital Consumer

WEB PRESENCE OPTIONS

2.1 Web Presence Options — Blogs, Information Webs8ecial
Media, Mobile Site, Mobile Application, E-Commer#ebsite,
Business Directory

2.2 Web Presence Creation — Steps — Register Websitiress|
Website Hosting Service, Build Your Site — Site siba —
Promote Your Website

2.3 Content Management System (CMS) — Contents of asitéeb

2.4 Good Practices in Website Content Creation —AudieRocus,
Clarity & Conciseness, Key Words, Branding, Quatifyimages
& Videos, Update of Website

2.5 Website Promotion — Methods

SOCIAL MEDIA PLATFORMS

3.1 Elements of Social Media Marketing Campaign — Chup
Platforms for Target Audience — Content PlanningCg&ation,
Tracking Campaign, Evaluating Campaign Performance

3.2 Social Media Accounts — Types of Profiles: PerspBaisiness
Groups, Events

3.3 Social Media Profile — Social Media Actions - PoS8pmment,
Share, Like, Tag, Hashtag

3.4 Social Media Management Services : An Overview

Marketing & Promotion Activities: Video Marketing
Reviews, Referrals, URL Shortener, Viral

Good Practices in Social Media Marketing

12

],

ONLINE MARKETING AND PROMOTION
4.1 Search Engine Marketing (SEM) Platforms

4.2 Search and Display on Search Engines — Pricing Mautdine —
Google Ad Words Analytics — Trends in SEM

4.3 Types of Online Advertisements - Floating, Pop-yfideo,
Image, Banner, Text.

4.4 E-Mail Marketing Applications

4.5 Mobile Marketing — Uses of Mobile Applications indvketing -
Advantages, Limitations

SEARCH ENGINE OPTIMISATION, ETHICAL ISSUES
5.1 Search Engine Optimisation (SEO) — Basics &dRlist
5.2 Key Words for Optimisation

5.3 Measuring SEO Impact

5.4 Ethical & Legal Issues in Digital Marketing

3+2

102




Suggested Readings:
1. Ted Schadler, Josh Bernoff, and Julie Ask, The Mdidind Shift: Engineer Your
Business to Win in the Mobile Moment (ISBN 978-0961007)
Strauss J. and Frost R. — E-Marketing — Pearsondidun

Deepak Bansal , A Complete Guide To Search Engptaration , B.R Publishing
Corporation, 1Edition, 2009

4. Grienstein and Feinman- E-commerce —Security, Riakagement and Control(TMH,The
Consumer Decision Journey, McKinsey Quarterly, NetE)9

Ramsey — Seven Guidelines for Achieving ROI frorci&ioMedia — e-Marketer 2010

Godfrey Parkin — Digital Marketing: Strategies f@nline Success — New Holland Publishers
Ltd.

7. Damian Ryan, Calvin Jones — Understanding Digitathéting: Marketing Strategies for
Engaging Digital Generation — Kogan Pagé Elition 2014

8. Alan Charles Worth — Internet Marketing: A Practidaproach — Butterworth-Heinemann
Elsevier

9. The Big Data-Driven Business: How to Use Big Dat&\tin Customers, Beat
Competitors, and Boost Profits - Russell Glassn&esdlahan, John Wiley and sonsinc.

LEARNING OUTCOMES

1. After completion of this Course, the students Wiget basic insights into the
Conceptual framework of Digital Marketing

2. The Participants will understand the Processesvolved in Digital Marketing
3. The Participants will get basic skills relateda Digital Marketing
Course Code | Course Title Semester &Level of | Type of Course& No.
Knowledge of Credits
MB81 INTEGRATED MARKETING S3 Working Elective Course 3
03/0405 COMMUNICATIONS

Course Objective

1. To ProvidePracticallnsights to Participants carkéting Communications

2. To Understand the Planning, Implementation,Eveluation process of Marketing
Communication

3. To Discuss Modern Practices on Promotion witipeet to Digital and Online platforms
Module | Title & Contents No. of Sessions
No. LT (Indicative)

103



INTRODUCTION TO INTEGRATED MARKETING
COMMUNICATIONS

1.1 Marketing Communication: An Integrated Approach MC
Components: Integrated Marketing Communication Mix

1.2 Managing IMC Process: Communication process, Stepsved
in Developing IMC programme

1.3 Organisational Approaches and Barriers to Integnati
1.4 Value Addition through IMC

4+2

ADVERTISING STRATEGIES IN MODERN MARKETING

2.1 Advertising Agency — Choosing An Agency — Criteriar
selecting the agencies and evaluation

2.2 Advertising Objectives
2.3 Advertising Budget — Media Selection

2.4 Advertising Design — Designing a Message — CopyngiPros &
Cons of Advertisement

2.5 Discussion on Celebrity Endorsements — Internetefiise ment:
Components, Advantages, Limitations

4+2

SALES PROMOTION, DIRECT MARKETING & PERSONAL
SELLING

3.1 Consumer Oriented & Trade Oriented Sales Promotion
3.2 Exhibitions and Event Management — Crating Woriofith
3.3 Direct Marketing and its Integration with IMC

3.4 Personal Selling — Publicity & Public Relations jRRPromotion
through Customer Relations — Role of Internet in PR

3.5 Database Marketing — Managing Big Data and Promotio

MANAGING INTEGRATED MARKETING
COMMUNICATIONS

4.1 Budgeting for Marketing Communication

4.2 Objectives of IMC Campaign - Corporate objectivearkiting
objective, Sales objective, Communication objecti@AGMAR
Approach

4.3IMC Measurement — ROl — Measuring Communication

Effectiveness
4.4 Communication Strategy — Creative Strategy — M&diategy
4.5 Budgeting for MARCOM - Steps in MARCOM Evaluation

4+2

INTERNATIONAL ADVERTISING, PRMOTIONAL
AGENCIES & ETHICS IN PROMOTION

5.1 International Advertising — Global Environment inlvertising —
Decision Areas in International Advertising

5.2 Advertising Agencies - Sales promotion AgenciefR-Hrms &
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Interactive Agencies 3+3

5.3 Ethics and social responsibility in IMC Campaign&tkics in
Advertisement

5.4 Impact of technology on MARCOM
5.5 Future of IMC — Recent Trends

Suggested Readings:

1. Kenneth E. Clow& Donald E. Baack - Integrated Atigeng, Promotion & Marketing
Communication 8e—Pearson Education, New Delhi
Semenik Richard J. — Promotion & Integrated MarngtCommunications — Thomson
Batra Myers & Aaker David —Advertising ManagemerRearson / Prentice Hall
Belch George E & Belch Michael A. — Advertisementddromotion: An Integrated Marketing
Communication Perspective — Tata McGraw Hill
Kruti Shah, Alan D’Souza — Advertising & Promotiods IMC Perspective — Tata McGraw Hill
Journal of Marketing Communications — Taylor& Frisnc
S.A. Chunawalla — Foundation of Advertisement Theand Practices — Himalaya Publishing
House
8. Don S. — Sales Promotion Essentials — McGraw Hill
LEARNING OUTCOMES
1. The Students will be Equipped with the PracticaElements of Marketing
Communication
2. The Participants will be enabled to understand He Promotion Process through
Integrated Marketing Communications
3. At the end of this Course, the Students may benabled to handle Integrated
Marketing Communications Elements
Course Code | Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB81 PRODUCT AND BRAND S4Working Elective Course 3
03/0406 MANAGEMENT
Course Objective
1. To highlight the Strategic Role of Product Managment in Organisational and
Functional context
2. To provide a framework within which participants will able to understand the
variables that drives the success of Brands
3. To make the students appreciate the various faiseof Product and Brand decisions in
Organisations
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No. of Sessions

Module | Title &Contents LT (Indicative)
No.
1. ROLE OF PRODUCT MANAGEMENT
1.1Product Management as a basis for Marketing r@sgton
Structure
1.2 Role of Product Manager — Skills Required for Paidu
Management
1.3 Discussion on Product Mix and Product Line Straaegdf any| 3+2
Organisation
1.4 Product Management in Consumer Products and Industr
Products
2. PRODUCT PLANNING AND STRATEGY
2.1 Methods of Determining Competitors — Managerialghodnt &
Customer based Measures
2.2 Assessment of Competitors’ Current Objectives &atefjies —
Differential Advantage Analysis — Predicting Compumes’ Future
Strategies
2.3 Category Attractiveness Analysis, Competitor Anilys 4+3
Consumer Analysis
2.4 Developing Product Strategy — Setting Objectivesle&ion of
Strategic Alternatives, Differentiation and Posiiitg
3. NEW PRODUCT DEVELOPMENT
3.1 Categories of New Product —Consumer Adoption Poces
Diffusion of Innovation — Discussion with Recertfitrations
3.2 Stages in New Product Development
3.3 New Product Success — New Product Failure 3+3
3.4 Product Life Cycle Strategies — Discussion with&C&gudies
3.5 Marketing Metrics — Product-market based Metrics
4. BRAND MANAGEMENT DECISIONS
4.1 Strategic Brand Management Process — Concept ofdBEguity
— Sources of Brand Equity
4.2 Four Steps of Brand Building 4+2
4.3 Understand Brand from Customers’ Perspective — d@fan
Positioning
4.4 Brand Personality
4.5 Product Vs Corporate Branding
5. GROWING AND SUSTAINING BRAND EQUITY

5.1Brand Extensions — Advantages & Disadvantages
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5.2 Reinforcing Brands — Revitalizing Brands
5.3Brand Failures
5.4Co-branding — Celebrity Endorsements

5.5 Discussion on Top Ten Brands in India — Success/Sto

4+1

Suggested Readings:

1. Lehmann, Winer — Product Management — TMGH
U.C. Mathur — Product management, Excel Books, Beiti, India
Anandan C — Product Management — TMGH

Aaker David A. — Managing Brand Equity — Free Pré&mswv York

© © N o g s~ w D

10. The Economic Times — Weekly Brand Equity Supplement

K S Chandrasekar — Product Management: Text anesCeémalaya Publishers
Kevin Lane Keller — Strategic Brand Management r&@aaEducation, India
Chaturvedi M. — New Product Development — Wheeldslieations, New Delhi

Kumar, S. Ramesh — Marketing and Branding: Theaim@cenario — Pearson Education

Kapferer Jean Noel — Strategic Brand ManagemergakKd@age, New Delhi

Learning Outcomes

1. The participants will be able to understand theRole and Importance of Product

Strategies and Decisions in an Organisation

2. The participants will get basic insights into N& Product Development Success and
Failure
3. At the end of this course, the participants willget an overview of Nuances in Brand
Management
Course Code | Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB81 MARKETING ANALYTICS S4Working Elective Course 3
03/0407
Course Objectives
1. To familiarise a student to the processes and t#obies that
enable marketers to evaluate the success of tlekeating initiatives.
2. To provide conceptual skills to focus on develommayketing strategies and resource allocatjon

decisions driven by quantitative analysis.

Module | Title &Contents
No.

No. of Sessions
LT (Indicative)
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INTRODUCTION TO MARKETING ANALYTICS
1.1Marketing database analytical process, Data

Collection, Coding, Screening and Purification, iBigMarketing
Measurement Metrics.

1.2Market/Product Analysis Methods; Market Entrg &xit Decisions;

Product Portfolio Models. 3+2
NEW PRODUCT DECISION MODELS, MARKETING
DECISIONS
2.1Product Design Ratings Based Conjoint modetschsting the sales
of New Products. Measurement of association ,Canaé
and Correlation , Regression Analysis : Simple lslnttiple Regression,
Logistic regression,
2.2Cluster analysis ,Conjoint Design, MultidimemsibScaling , Multiple 4+2
Discriminant Analysis
DATA VISUALIZATION, CUSTOMER PROFILING
3.1Data mining, Behavioral predictions & predietianalytics,
3.2 Factor analysis and perceptual mapping , Gwesthifetime Value
Assessment
3.3 Loyalty data and customer Value model and tegci@s. 4+3
ANALYTICS
4.1Text analytics, Search Engine Optimization Cagsm Google
Analytics, Display
4.2Advertising Analytics. Customer Retention, Cr8sdling, Up- 4+2
selling and optimization. Social
4.3Media Measurement, Social Media Analytics, Retting, Content
Marketing. Trust, Privacy,
and Ethics in Marketing Analytics.
RESOURCE ALLOCATION
5.1Promotional Analysis Planning promotional budmgimal level of
promotional spending. Price planning measuringeppiomotion
effects. Advertising
budgeting with a linear response function, estingationlinear
response models, Profit Models.
4+1

5.2Resource Allocation-Sales Force Allocation Mlitiative Models
sales force size and allocation.
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Suggested Readings:

1. Field, Andy (AF) (2012)Discovering Statistics Using, Bt ed., London et al.: Sage

2. Hair, Joseph F. Jr.; Black, William C.; BabirgrB/ J. & Anderson, Rolph E. (HBBA)
(2010),Multivariate Data Analysis. A Global Perspectivi¢h ed., Upper Saddle River et
al.:Pearson.

3. Stock, James H, Watson, Mark W (200ii)roduction to Econometri¢2nd ed.,
Boston:Pearson.

4. Banasiewicz, Andrew DMarketing Database Analytics: Transforming Data for
Competitive Advantag@013, Routledge, New York, NY and London, UK

5. Dawn lacobucciMarketing Models: Multivariate Statistics and Matikey Analytics

6. Mike GrigsbyMarketing Analytics: A Practical Guide to Real Mating ScienceKogan
page

7. RajkumarVenkatesa@utting Edge Marketing Analytics: Real World Caaed Data Sets

for Hands On Learning?earson Education

Learning Outcomes

1. | Ability to evaluate the success of Marketing iniatives.

2. | Ability to develop marketing strategies with thesupport of analytics

Course Code | Course Title Semester &Level of | Type of Course&

Knowledge No. of Credits
MB81 CONSUMER BEHAVIOUR S4Working Elective Course 3
03/0408

Course Obijective

1. To Sensitize the Participants about the Role anldnportance of Consumer Behaviour
in Marketing Process

2. To study the Impact of Environmental and Individual Influences on Buyer Behaviour
3. To Discuss about Consumer Behaviour in Indian Guext
Module | Title &Contents No. of Sessions

No. LT (Indicative)

1. UNDERSTANDING CONSUMER DECISION MAKING
1.1Relevance of Consumer Behaviour in Marketingifleas

1.2 Discussion on Factors Determining Consumer Buyiegifion —
lllustrations
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1.3 Consumer Buying Decision Process — 5 Stage Model
1.4 Buyer Decision Roles — Levels of Consumer Decisitakking

1.5 Consumer Decision Models — Howard Sheth Model —ekrj
Kollat & Blackwell Model — Hedonic Consumption Mddor
Aesthetic Products

3+4

INDIVIDUAL DETERMINANTS OF CONSUMER
BEHAVIOUR

2.1 Personality and Self-concept — Role in Purchasésioers

2.2 Personal Values & Consumption — Modern Trends fedtyles

of Consumer — Indian Scenario 3+3
2.3 Role of Memory, Learning, and Perception in Consume
Behaviour
2.4 Motivation and Consumer behaviour
2.5 Attitudes & Beliefs — Its Impact on Consumer Beloawvi
SOCIOLOGICAL INFLUENCES ON CONSUMER
BEHAVIOUR
3.1 Culture & Sub-Culture — Its Impact on Consumer Beétnar 4+3
3.2 Promotions & Communication by Marketers based ohu@a in
India — Case Studies
3.3 Social Class and its Relevance on Consumer Behaviou
3.4 Discussion on Many Facets of Changing Indian Comsum
GROUP INFLUENCES ON CONSUMER BEHAVIOUR
4.1 Reference Groups & Its impact on Consumer Behaviour
4.2 Consumer Relevant Groups — Factors Affecting Glalpence 4+2
4.3 Family Life Cycle and Purchasing Decisions — Rdi€&amily in
Buyer Behaviour — Indian Scenario
CONSUMER RIGHTS & INDIAN CONSUMER
5.1 Consumerism — Concept & Evolution
5.2 Consumer Rights in India 3+1

5.3 Recent Trends in Consumer Rights Protection

5.4 Indian Consumer — Demographic and Socio-Economi@aBieur
5.5 Living Standard Measures (LSM)

5.6 Characteristics of Bop Consumers in India
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Suggested Readings:

1.

Schiffman Leon. and Kanuk Leslie Lasar. — ConsulB®raviour — Pearson Education, New
Delhi.

RamanujMajumdar, Consumer Behaviour, Prentice éfdidia, New Delhi, 2011

3. Jay D. Lindquist, M. Joseph Sirgy (2009), ConsuBwhaviour, Latest Indian Edition,

Cengage Learning

4. Henry Assael — Consumer Behaviour and Marketingofscét Kent Publishing Company
Berkman & Gilson — Consumer Behaviour: Conceptsti&tBgies — Kent Publishing
Company
Hawkins, Best and Coney — Consumer Behaviour — Mataraw Hill
Suja R. Nair — Consumer Behaviour in Indian Perspee Himalaya Publishing House,
New Delhi

8. Solomon, Michael R., - Consumer Behaviour — Buyldgying and Being — Pearson
Education, New Delhi

9. Batra, Kazmi — Consumer Behaviour — Excel Books

10. S.L. Gupta, Sumithra Pal — Consumer Behaviour:eian Perspective — Sultan Chand &
Sons

11. Wikipedia — Hedonic Consumption Model

Learning Outcomes
1. The Participants will understand the RelevancefdConsumer Behaviour in Marketing
2. The Participants will have conceptual and practial knowledge on Factors affecting
Buyer Behaviour
3. The Students may understand Indian Scenario on @sumer Behaviour and its
Trends
Course Code | Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB81 AGRICULTURE BUSINESS S4Working Elective Course 3
03/0409 AND RURAL MARKETING

Course Objective

1. To make the Participants understand Agricultureand Rural Marketing System
2. To discuss Agricultural and Rural Marketing Strategies
3. To sensitize the Participants about emerging Rat Markets with Agricultural

Marketing Potential
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Module | Title &Contents No. of Sessions
No. LT (Indicative)
1. UNDERSTANDING AGRICULTURE MARKET
1.1 Agriculture Marketing — Objectives
1.2 Organisations and Functions of Agriculture Marketin India
1.3 Nature and Scope of Agriculture Marketing in India 3+3
1.4 Methods of Agriculture Marketing
1.5 Scope of Agri based Industries in India
2. RURAL MARKETS
2.1 Rural Markets — Evolution
2.2 Structure of Rural Markets in India
2.3 Rural Environment - Demographic, Physical, SocRdlitical, 3+3
Economic, Technological — Profile of Rural Consumer
2.4 Consumer Buying behaviour
3. RURAL MARKETING DECISIONS — PRODUCT AND PRICE
3.1 Segmenting, Targeting and Positioning
3.2 Product Decisions — Product and Branding Stratietarketing of 3+3
Services
3.3 Pricing Decisions — Challenges, Pricing StrategRRimal Market
4. RURAL MARKETING DECISIONS - PLACE AND
PROMOTION
4.1 Distribution Decisions — Channel Behaviour, Chaijles 3+2
4.2 Distribution Models
4.3 Promotion Decisions — Process, Challenges, MethMisdia
Mix, ICT in Rural Markets
5. FUTURE OF RURAL AND AGRI BUSINESS MARKETING
5.1 Rural Boom- New Opportunities in Rural markets
5.2 Focused Marketing Strategies — Market Research cludive 4+3

Marketing - E-Rural Marketing

5.3 Innovations in Consumer Finance — Innovations istdibution,
Retailing

Suggested Readings:

1.
2.

Kashyap, P., Rural Marketing — Pearson, New Delhi.

Krishnamacharyulu C.S. &Ramakrishnan L., Rural Mgirlg-Text and Cases — Pearson,
New Delhi.

Arora R.C., Integrated Rural Development — McGraill; New Delhi
Badi&Badi — Rural Marketing — HimalayRublishingNew Delhi
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5. S.S. Acharya, N.L. Agarwal — Agriculture Marketiimgindia — Oxford & IBH Publishing
Company Ltd. New Delhi

Learning Outcomes

1. The Participants will understand the RelevancefeAgriculture and Rural Marketing

2. The Students may understand the Rural and Agridture Marketing Strategies

3. The Participants will understand the emerging Rual Markets and how to adapt
Marketing Functions suitable to Rural Consumers

Course Code Course Title Semester &Level of | Type of Course&
Knowledge No. of Credits
MB81 03/0410 | MARKETING RESEARCH  |S4Basic Elective Course 3

Course Objective

1. To Provide the ParticipantsBasic Insights into Rsearch Process in Marketing
2. To Provide the Participants Basic Skills to conact Marketing Research
3. To make the Participants aware the Role and Imptance of Research in Marketing
MOduIe Title &Contents No. of Sessions
0.

LT (Indicative)

1. RESEARCH IN MARKETING

1.1 Marketing Research — Scope of Research in Marketing
1.2 Role of Information in Marketing Decisions 3+2
1.3 Industrial Vs Consumer Marketing Research

1.4 Problem Formulation in Marketing — Translating DRission
Problem into Research Problem

(9

1.5How to Prepare a Marketing Research Proposal? t{€ah
Exercise)

2. MARKETING RESEARCH PROCESS & RESEARCH DESIGNS
2.1 Steps in Marketing Research Process

2.2 Research Designs — An Overview of Exploratory, Dipsee and
Causal Research Designs in Marketing 4+2

2.3 Qualitative Research — Application of Depth Inteiv$ in
Marketing — How to conduct a Depth Interview (PieadtExercise
Suggested)

2.4 Application of Focus Groups in Marketing
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MARKETING RESEARCH TOOLS

3.1 Longitudinal Studies — Applications of Longitudin&ltudies in
Consumer Panels, Retail Shop Audit, Media Audiemcacking
Studies like TRP, Brand Tracking Studies

3.2 Designing Questionnaires and Observation Forms different
Marketing Research Situations — Consumer Behaviuwertising 4+3
Copy Research, Media Research (Readership Surv@yspjon
Polls, Retail Surveys to understand Market Potentnannel
Behaviour, Mystery Shopping

3.3 Scale Construction — Specifying Domain, GeneraSogle ltems
Number of Scale Points, Odd Number Vs Even NumhgatioDs,
Balanced Vs Unbalanced Scales, Verbal & Pictoriegdiption of
Response Items (Practical Exercises Suggested)

3.4 Scale Purification Process — Deleting Scale itemsingd
Correlation, Face, Content, Construct, Converggrjscriminant
Validity (Using SPSS & Excel only)

4. DATA ANALYSIS AND APPLICATIONS
4.1 Conjoint Analysis — Conceptual Basis, Type of Daquired, Key|
Decision, How to Interpret Output, Applications €dny only)
4.2 Factor Analysis — Conceptual Basis, Type of Datguired, 5+3
Procedure, Factor Naming — Applications (Theorypllxercises
in SPSS suggested
4.3 Cluster Analysis — Conceptual Basis, Type of Datguired,
Procedure, Clustering Methods, Applications (Themrly)
4.4 Multi-Dimensional Scaling & Perceptual Mapping - ri@eptual
Basis, Type of Data required, Key Decision, Hovintierpret Data
Applications (Theory only) Practical Exercises sesjgd using
SPSS
5. APPLICATIONS OF MARKETING RESEARCH
5.1Market Potential Studies — Market Segmentatioli8s
5.2New Product Research — Brand Positioning Releardrand
Perception Research — Brand Equity Research 341

5.3Advertising Research — Effectiveness of Pronmstiee Consumer
Behaviour Research

5.4Pricing Research — Distribution Effectiveneasdits
5.5Customer Satisfaction Studies

Suggested Readings:

1.

a > DN

Naresh K. MalhotraMarketing Research: An Applied OrientatidriviH, New Delhi
Cooper & Schindler, Marketing Research, Concepta&&s, Tata McGraw Hill, India
G.C.Beri,Market ResearctRearson Education, New Delhi

Zikmund, Babin -Marketing Research Cengage Learning

D.S. Tull & D.lI Hawkins -Marketing Researck Prentice Hall of India
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6. D.J. Luck & R.S. Rubin Marketing ResearchPrentice Hall of India

Learning Outcomes

1. The patrticipants will be able to understand thdramework of Marketing Research

2. The patrticipants will get basic insights into Aplications of Marketing Research

3. At the end of this course, the participants wilget basic knowledge on various tools ¢
Marketing Research

HR ELECTIVES

Course Course Title Semester &Level of | Type of Course& No. of
Code Knowledge Credits

MB82 TRAINING AND S3 Working Elective Course 3
03/0401 DEVELOPMENT

Course Objective

1. To provide key insights into the HR function ofTraining and Development
2. To impart Conceptual base with respect to diffegnt types of Training and development
Programmes
3. To discuss Training and Development Practices imdustries
Module | Title & Contents No. of Sessions

No. LT (Indicative)

1. TRAINING AND DEVELOPMENT AS HR FUNCTION

1.1 Concept of Training & Development, Importance o&ifing &
Development in Organizations — Objectives of Tragni

1.2 Linking Training & Development to Company’s Strats)

1.3 Benefits of Training to Employees and OrganisatioNeed for

Development Programmes 3+2
1.4 Requisites of Training — Problems of Training

1.5 Learning theories and principles-Learning outcomesring
style- VAK Model-Principles of Learning

2. TRAIINING NEED ASSESSMENT AND ANALYSIS
2.1 Meaning & purpose of Training Need Analysis (TNA)

2.2 Process of training-Training Needs Analysis ateddht levels-
Organizational Analysis, Requirement Analysis, Undlial

Analysis 3+2
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2.3 Methods used in Training Needs Analysis

2.4 Output of Training Needs Analysis — Motivation féraining —
Trainee Readiness

TRAINING AND DEVELOPMENT METHODS

3.1 Overview of Methodologies, Criteria for method stien —
Designing Training Program

3.2 Qualities of a good Trainer, Use of Audio-Visualsin Training

3.3 Internal Training Vs External Training, Training Meds: On the
Job & Off the Job, Induction training, Cross-Cuttuilraining,
Team Building Training 4+2

3.4 Development methodologies: Case study, In- basketcise,
Games, Multiple Management Programs, Action MazeleR
Play, Experience Learning and Discovery Learningnsgivity
Training

EVALUATION OF TRAINING AND DEVELOPMENT
PROGRAMMES

4.1 Training Evaluation Process, Reasons for Evialgd raining and
Development, Constraints in Training Evaluation

4.2Models of Evaluation: Kirkpatrick’s,Kaufman’sJRO’S and Philip’s 3+2

Models- Methods used for collecting data for TragnEvaluation

4.3Cost Benefit Analysis, ROl on Training

CAREER DEVELOPMENT
5.1 Human Resource Development Concept- Sub-Sysiems

5.2 Human Resource Development, Role of Human Resou
Development Function

5.3 Concept of Career, Career stages, Career R&mnand
Development, Need , Steps in Career Planning, Misttad Caree
Planning and Development, Career development Asti@nd
programs, Career Problems & Solutions, guidelines €areer 54+3
Management

5.4 Management Development : Concept, Need and ritampze of
Management Development, Methods of Management Dprent -
Models of Management Development — Technology basaithing

5.4 Emerging Trends in Training and Development — C3tselies

Suggested Readings:

1.

a M w D

Goldstein Irwin L, Training In Organizations-Needsssessment, Development &
Evaluation, Wordsworth Publication

Lynton & Parekh,Training for Development, Sage Riation

Rao TV, Readings in HRD,Oxford & IBH

Robert L.Craig, ASTD Training and Development , Ma® Hill Publication
Dugan Laird — Approaches to Training and DevelopmeBasic Books
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LEARNING OUTCOMES

A1

1. The Participants will understand the Role and Inportance of Training and
Development as a HR function
2. The Students will understand how to Analyse Traiing requirements in an
Organisation
3. At the end of this Course, the Participants wilget and Overview of different types of
Training and Development programmes
Course Course Title Semester &Level of | Type of Course& No. of
Code Knowledge Credits
MB82 PERFORMANCE AND S3 Working Elective Course 3
03/0402 TALENT MANAGEMENT
Course Objective
1. To apprise the participants about the importanceof Performance Management in
Organizations and impart an understanding of the pocess of managing performanct
toachieve the organization’s current and future obgctives.
2. To give insights on how to identify, integrate &retain talent in an organization to
deliver high performance.
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. CONCEPT OF PERFORMANCE MANAGEMENT
1.1 Performance Management: concept & process — Obgsct&
importance of Performance Management System inrrgdons
1.2 Prerequisites and characteristics of Effective d&tarhnce
Management — Organizational, Functional and IndialdKey
Result Areas, Key Performance Indicators 3+2
2. PERFORMANC MANAGEMENT SYSTEM

2.1 Performance Management and Performance Apprai§i@ehce
between Performance Appraisal &Potential Appraisal

2.2 Performance Appraisal Methods: Traditional &Modéfethods, 4+2
Designing Appraisal Forms

2.3 Performance Measurement and Evaluation

2.4 Appraisal Communication: Feedback, Counseling & cbaosg —
Performance Linked Reward System
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3. IMPLEMENTATION AND ISSUES IN PERFORMANCE
MANAEMENT

3.1 Developing Implementing & Maintaining Performance
Management System

3.2 Performance Management Issues — Role of HR Profeasi in
Performance Management System 4+2

3.3 Performance Management as a tool for Employee Erapuoent

3.4 Technology and E-PMS — Performance Management 18yste

4. TALENT MANAGEMENT

4.1Talent Management: Concept &Approaches, Scopéj&sdives
of Talent Management

4.2Talent Identification, Integration & RetentionGonsequences of
Failure in Managing Talent

4.3Tools for Managing Talent, Effective Talent Mgement System

4.4Building Blocks of Effective Talent Managemelystm in Public
and Private Organizations

5. PRACTICES AND PROCESS OF TALENT MANAGEMENT
5.1Factors and Aspects of Talent Management

5.2Talent Management Process, Stages of Talent déament,

Essentials of Talent Management Process 4+3

5.3Talent Management System, Critical Success Fadto Create
Talent Management System

5.4Talent Management Practices in India — Casei&tud

Suggested Readings:

1. Armstrong M & BaronA., Performance Managemerd Brevelopment — Jaico Publishing House,
Mumbai

2. G K Suri, C.S Venkataraman, N K Gupta, Perforreadeasurement and Management, Excel
Books (P) Ltd.

3. Robert B, Performance Management, McGraw Hili&dion India.
4. Berger L.A and Berger D.R — The Talent managermandbook — McGraw Hill Education India

LEARNING OUTCOMES

1. The Participants will understand the Conceptual frane of HR Core Function
Performance and Talent Management

2. At the end of this Course, the Participants will gean understanding of Performance
Management Process in Organisations
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Course
Code

Course Title Semester &Level of | Type
Knowledge Credi

of Course& No. of
ts

MB82
03/0403

CHANGE AND
TRANSFORMATION

ORGANISATIONAL S3 Working Elective Course 3

Course Objectives

To make students understand the meaning of Chaagand need for Organizational

Change

2.

To provide the participants intricacies of Chang Management

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

NATURE OF CHANGE
1.1 Necessity for Change, Factors affecting chaBgganizational

Factors affected by change, Impact of change oructie,
Communicative patterns and human relations

1.2 Human Resources Development (HRD)

3+3

CHANGE PERSPECTIVES
2.1 Different perspectives related to change; changesStrategic
Management tool

2.2Change for internal rerganization; impact of change on Hum
Resources Planning

2.3Global perspectives related to change; quaditysciousness as &
emerging catalyst for change

2.4Determinants of Change, Types of change

4+2

AN

TEAM INERVENTION STRATEGIES
3.1Teams and Groups
3.2 Team building interventions; Leadership skills feam building

3.3 Sensitivity training (T - groups); Transactionalalysis;
communicating skills and group dynamics

3.4 Developmental Activities based on Simulations, Riéys and
Games

4+2

ORGANISATIONAL DEVELOPMENT FOR PLANNED
CHANGE

4.1 Organisational Development — Definition, Meaning
4.2 Historical Development and nature of OD

4.30D and MD, Diagnosis, Diagnosis Models

4+2

4.40D intervention strategies; - Grid O.D, LikeBystem Training, T
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Group/Sensitivity Training, Survey Feedback, Predgésnsultation 8

5. ORGANISATIONAL TRANSFORMATION

5.1Transaction and transformation; First Degree @edond Degre
Changes

D

5.2 Transformation Leadership styles; Change cydesmdership
patterns and Transformational strategies
5.3 Resistance to Change; Forces for change-Ovangdresistance 4+2
5.4 Model of Organizational Change; Kurt Lewin Mba@ad Force
Field Analysis,7 Stage models, Burke-Litwin mod®&lorras ang
Robbortson, Kubler roos, Growth model, Kotter Model

Suggested Readings:

1. Wendell L. French, Cecil H. Bell, Jr., Robert Avzacki; (2012); Organization Development
& Transformation — Managing Effective Change;4thtiad; Tata McGraw —Hill Publishing
Company Ltd, New Delhi.

2. Cummings & Worley: (2011); Organization Developm&nthange; 7th Edition; Thomson;
South Western Publication.

3. Gareth R.Jones, ‘Organisational Theory’, Designtg&afge, Pearson Education.

4. Adrian Thornhill, Phil Lewis, Mike Millmore and M&rSaunders, ‘Managing Change: A
Human Resource Strategy Approach’, Wiley.

5. Robert A Paton, James McCalman, ‘Change Managemanijde to effective
implementation’, Response books

6. Kavita Singh, Organisational Change and Developntextel Books, 2006

Cummings, Thomas G. and Christopher G. Worley, Qisgdion Development and Change,
Cengage Learning, 2007

W Warner Bruke, Organizational Change: Theory arattite, Sage Publications, 2008

Ramnarayan S., T.V. Rao and Kuldeep Singh, OrgbdmisBevelopment Interventions and
Strategies, response Books, New Delhi, 1998

LEARNING OUTCOMES

1. At the end of this Course, the Participants wilunderstand the essence of Change
and the Need for Organisational Change

2. The Participants will also understand the Nuancgof Organisational Change and itg
Managerial Aspects
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Course Code| Course Title Semester &Level | Type of Course& No. of

of Knowledge Credits

MB82
03/0404

MANAGEMENT

COMPENSATION S3 Working Elective Course 3

Course Objective

To make the Participants aware about Managerial\spects of Compensation as part

of HR Functions

To Inform the Candidates about Components of Copensation

To Discuss about the Laws related to Compensati@and Trends in Compensation

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

INTRODUCTION TO COMPENSATION

1.1 Compensation: Concept of Wage and Salary — Factors
Affecting Compensation

1.2 Base and Supplementary Compensation

1.3 Wage Components —Minimum Wage, Fair Wage, Livingg&/a

1.4 Wage Theories, Types of Wages: Time Rate, Piece, Ratbt
Method & Wage Differentials

4+2

JOB EVALUATION

2.1 Job Evaluation: Nature & Scope —Methods of Job &atadn,
Computer Aided Job Evaluation

2.2 Industry Compensation Differentials: Concept o&mial Equity
and External Equity, Pay Surveys, Type of Pay Sires

3+2

COMPENSATION COMPONENTS

3.1Components of Compensation Package: Fringe Benef
Definition, Objectives, Types of Fringe Benefitslrdividual and
Group Variable Compensation: Pay for Performancay By
Seniority, Group Piece Rate, Production Sharingn,PEmployee
Stock Ownership

3.2Incentives: Definition, Types of Incentives: iWidual Incentives,
Measured Day Work, Piece Work, Standard Hour, Galiaring-
Advantages & Disadvantages, Organisation wide ltieesrScanlon
Plan, Kaiser Plan, Profit Sharing, Non-financial céntives.
Allowances — Types, Computation of CPI & Dearned®wiance,
Retirement Benefits, Voluntary Retirement SchemR%Y, Executive
Compensation — Expatriate Compensation

5+2
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4. LAWS RELATED TO COMPENSATION
4.1Statutory Provisions related to Wages — Soa@au8ty Laws: An
Overview
4.2Welfare Legislation: Payment of Bonus Act, Migim Wages 4+2
Act, Payment of Wages Act, Maternity Benefit Act
4.30Dbjectives & Scope of Reward System like WagarBs, Pay or
Central & State Government
5. EMERGING ISSUES AND TRENDS IN COMPENSATION
MANAGEMENT
5.1Components of Pay: Pay Structure for Start-Uga@isations
5.2Pay Restructuring in Mergers and Acquisition&lkances and
Turnarounds — Board Room Pay
4+2

5.3Compensation Management in Public, Private amderging
Sectors

5.4Emerging Issues in Compensation Management -uriBiit
Trends

Suggested Readings:

1. Belchor, David W. “Compensation Administration” efatice Hall, Englewood Cliffs.

2. Milkovich.G; Newman.J and Ratnam, C.S.V, Compensaflata McGraw Hill, Special
Indian Edition.

3. Armstrong, M. &Murlis, H. Reward Management: A H&odk of Salary administration,
London: Kegan Paul.
Bhattacharya, Compensation Management, Oxford Press
Henderson, R.l. Compensation Management in a KrdgyeleBased World. New Delhi:
Pearson Education.

LEARNING OUTCOMES
1. The Students will understand the Various Comporgs of Compensation
2. | Atthe end of the Course, the Participants wiljet Managerial Insights into
Development of Compensation Packages
3. The Participants will also get an overview of Mjr Labour Legislations related to

Compensation
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Course Code| Course Title Semester &Level | Type of Course& No. of

of Knowledge Credits
MB82 GLOBAL HUMAN S3 Working Elective Course 3
03/0405 RESOURCES
MANAGEMENT

Course Objective

1. To give exposure to the students to Internationdluman Resource Management
2. To make students understand various issues in GlabHuman Resource Management
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. INTERNATIONAL HRM
1.1 Defining International Human Resource Manageémen
Difference between International HRM and HRM
1.20rganisational Context of International HRM 4+2
1.3The Path to Global Status
1.4Talent Management, International Talent Manage@gcle
2. MANAGING & SUPPORTING INTERNATIONAL
ASSIGNMENTS
2.1Linking International Assignments with Organiaatl Strategy
2.2Staffing International Operations 3+3
2.3Recruiting and selecting for International Agsignts
2.4International Training and Development
2.5The role of Expatriate, Repatriation Process@acter issues
3. KEY AREAS ON INTERNATIONAL HUMAN RESOURCES
3.1lmportance of PrBeparture Training, Developing Staff throu
International Assignments
3.2Components of an International Compensation 4+92
3.3Approaches to International Compensation
3.4Performance Management in Multinational Orgaiusea,
Performance Management of International Employégpraisal of
International Employees.
4. MANAGING HR IN VIRTUAL ORGANISATIONS
4.1Meaning, Types of virtual organization
4.2Differencebetweentraditional&virtualorganizatton- Advantages 3+2

& Disadvantages of Virtual Organisations
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4.3Featuresof virtualorganization

4.4Managing HR in virtual organization

5. INTERNATIONAL LABOR ORGANIZATION (ILO) AND
INTERNATIONAL LABOR RELATIONS

5.1Trade unions and International HR

5.3Issue of Social Dumping

5.2The response of Trade unions to multinationals

5.4lmpact of Digital Economy - Various Agreementsloternational
Labor Standards

Suggested Readings:

1. N. Sengupta & Mousumi S. Bhattacharya — Internafidduman Resource Management -

Excel Books

2. Dowling, P.J and Welch, D.E — International Humas&urce Management, Cengage
Learning, Thompson.

3. Paul Sparrow., Chris Brewster and Hillary HarriGlebalizing Human Resource
Management. Rout ledge Taylor & Francis Publication

P.L. Rao — International Human Resource Manageriewgl Books.

International Human Resource Management by K.Asagih and Sadhana Dash, Tata

McGraw Hill

LEARNING OUTCOMES

1. The Students will be Exposed to Intricacies of tilnan Resources Management at the

International Level

2. The Participants will Understand the Problems inGlobal Human Resources

Management

Course Code

Course Title

Semester &Level
of Knowledge

Type of Course& No. of
Credits

MB82 MENTORING COACHING S4 Working Elective Course 3
03/0406 AND MANAGEMENT
CONSULTING
Course Objective
1. To give insights into the Art and Science of Mdnring, Coaching and Consulting
2. To make students understand the Process involvéd Mentoring and Various types of

Mentoring
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Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

MENTORING

1.1Definition ofMentoring; Formal mentoring; brmal
Mentoring — Historicalperspective of Mentoring

1.2Mentor; Protégé;Characteristics of mentor;
CharacteristicsofMentee

1.3Functions of Mentoring- Career function ,Psyduos function
and Role Modelling function

4+2

TYPES OF MENTORING

2.10ne-to-onementoring,Mentoringhubs,On-siteMentpri
Off-site Mentoring

2.2Groupmentoring,Peermentoring, Tele-
mentoring,Networkmentoring, ReverseMentoring

2.3Phases of Mentoring:Initiation, Cultivation, Segtion,
Redefinition

3+3

POTENTIAL BENEFITS OF MENTORING
3.1Mentoring Benefits for Mentors, Mentees and @iggtion
3.2Potential Problems in a Mentoring Relationship

3.3Mentoringmodels-Cyclicalmentoringmodel;
DoubleMatrixmentoringmodel; TheFlow Model;JennyRisge
model;Egan’s Skilled Helpermodel; Hay’s Mentoringiab

COACHING
4.1ExternalCoaching,InternalCoaching;BenefitsofCaag

4.2CoachingModels-
TheGrowModel, ERRModel, TheJohariWindow

4.3CoachingToolsSDOC
Tool,EmployingPsychometrictools;Co-
CoachingandTeamCoaching

4.4Differencebetween mentoringandcoaching

3+2

CONSULTANCY

5.1Whatismanagementconsulting?Consulting
Industry:Overview andchangesahead — Tools & Framkeswo

5.2Consulting Process: Contracting,Data gathenmajaisand
Synthesis/presentations — Life in Consulting — &hi

5.3Impact of Digital Economy - Various Agreementsloternational
Labor Standards
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Suggested Readings:

1. ShirleyPeddylheArtofMentoring:Lead,FollowandGetOutofthe \WBuyllionBooks
2. BelleRoseRagins, David Clutterbuck,Lisa Matthewrive@mtoring and Diversity
Taylor&Francis Group,2016
3. David Megginson, David Clutterbuckurther Techniques for Coaching and Mentoring
Routledge, 2010
Nadine Klasen, DavidClutterbudiyplementing Mentoring Schemé&®outledge, 2016
TatianaBachkirova, PeterJackson, David Cluttertiteiiching and MentoringSupervision:
TheoryandPracticeOpenUniversityPress, 2011
6. PeterBlock, PfeiffeFlawless Consulting: AGuideto Getting Your Expeittlsed3™ Edition,
ISBN # 978-0-470-62074-8)
LEARNING OUTCOMES
1. The Participants will get an overview on Mentomg, Coaching and Consultancy
2. At the end of this Course, the Participants maget basic insights into the Nuances of
Mentoring
Course Code| Course Title Semester &Level | Type of Course& No. of
of Knowledge Credits
MB82 INDUSTRIAL RELATIONS S4 Working Elective Course 3
03/0407 AND LABOUR LAWS

Course Objective

1 To providethe Participants Conceptual insights intahe domain of Industrial
Relations
2. To discuss various Legislations related to Labourrad Industrial Relations in India
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. INDUSTRIAL RELATIONS
1.1Industrial Relations — Meaning — Nature and dasi
Approaches to Industrial Relations — Human Relatidpproach,
Gandhian Approach, Dunlop’s System Approach
1.2Unitary, Pluralistic, and Marxist Perspectivésnalustrial 4+2
Relations
1.3Discussion on Current Industrial Scenario indrdProblems
and Remedies
2. INDUSTRIAL DISPUTES

2.1Industrial Disputes Act 1947: Objects of the &dimportant
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Definitions

2.2Types of Industrial Disputes — Strikes, Lockoussyoff, 3+3
Retrenchments

2.3Reference of Disputes to Boards, Courts, oruhaits
2.4Procedure for Dispute Resolution
2.5Discussion on Unfair Labour Practices

3. TRADE UNIONS AND PARTICIPATIVE MANAGEMENT
3.1Trade unions: Objectives & Importance

3.2Trade Unions Act 1926- Discussion on Rights &lilides of

Registered Trade Unions in India 4+92

3.3Participative Management: Forms &Levels of Rgrtition

3.4Process of Negotiation, Collective Bargainingeréquisites of a
Collective Bargaining

3.5Tripartite and Bipartite bodies,Joint Managemeouncil,
Conciliation, Mediation, Arbitration and Adjudicati

4. LABOUR LAWS |

4.1The Employees Provident Fund & MiscellaneouwiBians Act
1952: Definitions and schemes: provident fund sahepension
scheme, deposit linked insurance scheme

4.2Employees State Insurance Act 1948: Objectiledinitions:
Personal injury, Factory, Manufacturing process,géga Partia 4+3
and Permanent Disablement, Standing Committee &babdi
benefit council, Adjudication of disputes and claim

4.3Payment of Gratuity Act 1972: Definitions: Emyde,
employer, continuous service, payment of gratuityfeiture of
gratuity, employer’s duty to determine & pay graturecovery of
gratuity, penalties

5. LABOUR LAWS I

5.1Factories Act, 1948: Definitions, Authoritieseddth Safety
Welfare, Provisions related to Hazardous Processkg hours
for Adults, Employment of Young Persons, Annual veawith
Wages, Penalties &Procedures. 3+2

5.2 Issue of Social Dumping

5.3 Impact of Digital Economy — Various Agreements
International Labor Standards

Suggested Readings:

1. Venkataratham C.S., Manoranjan Dhal-Industrial fma: Textand Cases,
OxfordUniversityPress, New Delhi

2. Sinha P.R.N., Indu Bala Sinha, Seema Priyadar$tkhar - Industrial Relations, Trade
Unions and Labour Legislation — Pearson
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Sharma R.C. - Industrial Relations and Labour Uatjan - PHI Learning

P.SubbaRao— Human Resources Management&IR , SACRawDelhi.

Malik K.L. —IndustrialLawsandLabourLaws,EasternBdo@mpany,Lucknow
SrivastavaS.C.—Industrial Relations &LabourLawsagi Publishing House(P)Ltd.
Garry Dessler, Biju Varkey - Human Resource Managef®' Ed — Pearson

Websiteshttps://labour.gov.in/industrial-relationshttpstdiwebs.com/news.htm

LEARNING OUTCOMES

1. The Participants will get an overview of Industral Relations Scenario in India
2. The Participants will get basic insights into tle Labour Laws in India and the Role of
Trade Unions in Industrial Relations
Course Course Title Semester &L evel of Type of
Code Knowledge Course&
No. of
Credits
MB82 COUNSELING SKILLS FOR S4 Working Elective
03/0408 | MANAGERS Course 3

Course Objective

1. To Provide a clear understanding about the Cong#s, Methods, Techniques and
Issues involved in Counseling as a HR Function
2. To Impart basic skills in Counseling to the Paiitipants
Modul | Title & Contents No. of Sessions
e No. LT (Indicative)
1. INTRODUCTION TO COUNSELING
1.1Meaning, Functions and Type of Counseling
1.2Goalsof Counseling —EmergenceandGrowthof Coumgs8lervices
1.3Approachestocounseling 4+2
1.4Counseling Skills, Verbal & Non- Verbal commuation, Listening
Barriers, Counselor Qualities
2. COUNSELING PROCESS
2.1Beginning,DevelopingandTerminatingaCounselingRahshipandf
ollowup
2.2Counseling Procedures 4+3
2.3The Counseling Environment
2.4Intake, Referral procedures, Guidelines for &ffe Counseling
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COUNSELOR’S ATTITUDE AND SKILLS FOR COUNSELORS

3.1Counselors—ClientRelationship—UnderstandingCiBehavior—

AssessingClients problems 342

3.2CounselingTherapies-Insight Oriented TheraphaBmr Therapy

4. SELECTING COUNSELING STRATEGIES AND
INTERVENTIONS
4.1Adaptivestrategies— 349
ChangingBehaviorthroughCounselingintheEducationtggs
4.2Special Areas in Counseling— HandlingSituatioos Strikes,
Disputes through Counseling

5. SPECIAL PROBLEMS IN COUNSELING

5.1Need of Counseling Cell in the Organization, Wgation of

Counseling to Organizational 4+ 3

5.2 Organizational Application of Counseling

5.3 Skills In Change Management : Downsizing, Méntpand Team
Management, Conflict Resolution.

Suggested Readings:

1.

a M DN

avitaSingh — CounselingSkill forManagers,Pears Btian,2007

Robert S Feldman— UnderstandingPsychology, McGrian24i07
NarayanRaoS.—Counselling&Guidance, TataMcGrewHid/19

JeffreyKotter A. — Counselling Theories and PragjcCengage Learning, 2011
Robert Carson C. — Abnormal Psychology, TataMcGridiw2007
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LEARNING OUTCOMES

The Participants will get an overview on Counsglg and its nuances

The Participants may gain insights into the Proesses and Procedures involved in

Counseling

Course Code| Course Title Semester &Level | Type of Course& No. of

of Knowledge Cred

its

MB82
03/0409

INFORMATION SYSTEM

HUMAN RESOURCES S4 Working Elective Course 3

Course Obijective

1.

To learn Fundamental Principles of Human Resourcerformation System.

2.

To Develop specific Human Resource Information Systn Skills, Competencies needed

by Professionals.

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

INTRODUCTION TO HUMAN RESOURCE INFORMATION
SYSTEM

1.1Evolution of Human Resource Information Systems

1.2TheRole of Information Technology, Database @pteand
Applications in Human Resource Information Systems

1.3Systems considerations in the Design of HumaoiRee
Information Systems, Planning for implementation

HUMANRESOURCEINFORMATION SYSTEMNEEDS

2.1 Human Resource Information Systems need Analygsteshs
Design and Acquisition

2.2 HR Metrics and Workforce Analytics

2.3 Cost justifying Human Resource Information Systems
Investment.

4+2

HUMANRESOURCEINFORMATION
SYSTEMIMPLEMENTATION&ACCEPTANCE

3.1 Human Resource Information Systems Project Nament,
Change Management

3.2 Implementation, integration and Maintenance of Huma

Resource Information Systems
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4 HUMANRESOURCEINFORMATION

4.1

4.2

4.3

4.4
4.5

APPLICATIONS

SYSTEMS

Human Resource Administration and Human

Information System

Talent Management, Job analysis and Human Res&lao@ing
— Application of Human Resource Information Sys{gfRIS)

Resour

Recruitment and Selection in an Internet ConteXpplication 4+2

of HRIS

Training & Development Issues and HRIS Applications

Performance Management, Compensation, Be nefitgolay
and Human Resource Information Systems, Internaltid®R and

Human Resource Information Systems

5 RECENT TRENDS IN HUMAN RESOURCE INFORMATION
SYSTEM

5.1 Information Security & Privacy in HRIS
5.2 Future of HRIS, Emerging Trends in HRIS, HRIS & MAri&s

3+3

Suggested Readings:

1.Dr. Michael Kavanagh and Dr. Mohan Thite ,Humas®urce Information Systems-Basics,
Application, Future and direction. 11

2.P.K Gupta and Sushil Chhabra ,Human Resourcenhafion System, Himalaya Publishing

3.Gary Dessler , Human Resource Management, PeBrgaitation.

4 Michael Armstrong, A Handbook of Human Resourcaniement Practice, Kogan Page

LEARNING OUTCOMES

1. At the end of this Course, the Students will unefstand the Intricacies of Human

Resources Information System

2. The Participants will Comprehend the various Apgications of Human Resources

Information System in an Organisation

Course Code

Course Title

Semester &Level
of Knowledge

Type of Course& No. of
Credits

MB82 LEADERSHIP FOR S4 Working Elective Course 3
03/0410 MANAGERIAL
PERFORMANCE
Course Objective
1. To Examine and Analyse various Approaches and Theis of Leadership and its Role in

Managerial Performance
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2.

To Discuss the issues related to Leadership ing context of Management Profession

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

LEADERSHIP CONCEPT

1.1Different views of Leadership —~Ways of Concelisireg
Leadership

1.2Trait versus Process Leadership- Assigned vé&sesgent
Leadership

1.3Leadership & Power — Leadership & Coercion
1.4Leadership & Management

4+2

APPROACHES TO LEADERSHIP

2.1 Trait approach — Five Factor Personality Model beddership —
Emotional Intelligence

2.2 Skills Approach to Leadership — Style Approach

2.3 The Ohio State Studies - The University of Michigtndies
2.4 Blake and Mouton’s Managerial (Leadership) Grid

2.5 Paternalism/Materialism/ Opportunism — Situatica@pbroach
2.6 Psycho Dynamic Approach

LEADERSHIP THEORIES
3.1 Contingency Theory — Path-Goal Theory
3.2 Leadership Member Exchange Theory

3.3 Leadership Styles —Transactional Leadership-Tramsftonal
Leadership -Servant Leadership-Authentic Leadership

WOMEN AND LEADERSHIP
4.1 Gender, Leadership Styles and Leadership Effeats®n
4.2 The Glass Ceiling

4.3 Effect; Empowerment; Discussion on Women Leaders

3+3

CULTURE AND LEADERSHIP

5.1Leadership Behavior and Dimensions of Culture
5.2Universally Desirable and Undesirable Leadersttipbutes
5.3Leadership Ethics- Principles of Ethical Leabgrs
5.4Heifetz's perspective on Ethical Leadership

5.5Burn’s perspective on Ethical Leadership

3+ 3
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Suggested Readings:

1. Peter .G. Northouse, Leadership: Theory and Pea¢@®AGE Publications India Pvt.
Ltd.,2016

J.C.Rost, Leadership for the Twenty First CentBrnaeger Publishers, New York 1991.

J.P.Kotter, A Force for Change: How Leadership @#gffrom Management , Free Press, New
York,1990

4. Burns J.M, Harper & Row, Leadership, New York.,2012

LEARNING OUTCOMES

1. The Participants will understand about Leadershp Approaches and Styles and the
Role of Effective Leadership in Organisations

2. The Participants will be able to comprehend théssues related to Leadership and the
Status of Women Leadership

OPERATIONS MANAGEMENT ELECTIVES

Course Code | Course Title Semester & Level of Type of Course
Knowledge

MB83 SUPPLY CHAIN S3 Working Elective Course 3

03/0401 MANAGEMENT

Course Obijective

1. To gain a working understanding of logistics Pnciples and to expose students to the
basic concepts the language of logistics and supmlain management.

2. To refine applied data analysis skills by analymg and using supply chain data to
evaluate supply chain performance and to make buséss decisions

3. To understand current challenges faced by supplghain professionals and to provide
a basis for thinking through these challenges

No. of Sessions

Module | Title & Contents LT (Indicative)
No.

1. INTRODUCTION TO SUPPLY CHAIN MANAGEMENT 3+2
1.1Concept of supply chain.

1.2 Growth of Supply chain

1.3 Function of SCM

1.4 Value chain for Supply Chain Management
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1.5 Bull Whip Effect: Causes and Solution

1.6 Supply Chain Drivers — Facilities, Inventory, Trpogation,
Information, Sourcing, Pricing.

2. SUPPLY CHAIN AND PROCUREMENT 4+3

2.1 Procurement Planning & Implementation. Suppliees@bn,
vendor management, vendor rating.

2.2 Contract negotiation and management, StrategicsayrOut
sourcing Benefits and risks, Global sourcing — Daid Don'ts.

2.3 E-Procurement- Types of E-markets, Framework faichiag E
Procurement strategies

3. LOGISTICS 4+3
3.1 Theory of Production — Production function

3.2 Logistic management and how it creates value .ltiogi
partnerships 3PL, 4PL and emergence of 5 PL.

"2

3.3 Reverse Logistics, Global logistics- Basic conceBtinciples of
warehouse design, type of warehouses, Warehousigndes
considerations, Warehouse decisions.

3.4 Role of transportation in a supply chain, Modesrafisportation
and its choice, Design options for transportatietworks.

4. SUPPLY CHAIN DESIGNING

4.1 Designing Distribution Networks — Role of distrilmrt in supply 4+2
chain. Factors influencing Distribution network idgs Design
Options in Distribution network.

4.2 Price & Output Determination under Perfect Compmatit

4.2 E business and Distribution networks, Designingpgumghain
Network — Design Decision in supply chain netwoHactors
influencing network design.

4.4 Risk management in Global supply chains, Pracasglects of
global supply chain design decisions

5. SUPPLY CHAIN TRENDS 2+1

5.1 Virtual supply chains, Green Logistics, Agilethe new lear
supply chain, Closed loop or Cradle to Cradle spmbiain, Omni
channel supply chain.

5.2 Technology (IT) Support System for Effectivepply Chain
Decision Making.

5.3 Postponement Strategies in supply Chain.

Suggested Readings:
1. Supply Chain Risk Management, Vulnerability andiRasce in Logistics, Donald Walters
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2. Manufacturing Operations and Supply Chain Operatidiine Lean Approach, David Taylor
and David Brunt

Donald J Bowersox, David J Closs, M Bixby Cooperp@y chain Logistics Management.

David Simchi- Levi, Philip Kaminsky, Edith Simchi kevi, Designing &Managing the
supply chain concepts strategies & Case studies

LEARNING OUTCOMES

1. Acquiring data analysis skills by analyzing andising supply chain data

2. Ability to undertake supply chain designing

Course Code| Course Title Semester & Level of Type of Course &

Knowledge No. of Credits
MB83 TOTAL QUALITY S3 Working Elective Course 3
03/0402 MANAGEMENT

Course Objective

1. To familiarize the participants concepts and techrgues in Total Quality Management

2. To develop skills to use Quality control tools andechniques in solving

quality problems.

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. INTRODUCTION TO QUALITY 3 +2
1.1 Quality Management — Concept, Features, DimensidQuality.

—_

1.2 Key elements of total quality, TQMstrategies, Custome
satisfaction, Employee Participation

1.3 Quality Gurus — Deming’s Principles on Total Qualit
Management.

1.4 Juran’s Trilogy, Crosby’s principles on Quality Magement

2. SEVEN TOOLS OF TQM 4+2+0
2.1 Statistical Quality Control (SQC) Concepts

2.2 Seven Tools of Analysis —Control Chart, Pareto Eday Ishikawa
Diagram, Histogram, Flow Charts, Scatter Diagramal &tratification
— New Seven Analysis tools.

3. TOM PRACTICES 4+3+0
3.1 Benchmarking - Types, Reasons, Process.

3.2 Quality Function Deployment (QFD) —Benefits, QFBocess
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House of Quality.
3.3 Failure Mode and Effect Analysis (FMEA).
3.4 Tauguchi Quality Loss Functions.
3.5 Total Productive Maintenance (TPM) — Concepts, Cibjes,

Fundamental Elements, Total Preventive Maintenance,
Components.
4. SIX SIGMA AND TQM
4.1 Six Sigma-Origin, Goals of six Sigma, Root causalisis, Need 4 + 2 + 0
for six sigma
4.2 Role of Six Sigma green belts, Black belts, Mastieick belts,
Champions in Six sigma implementation
4.3 Six Sigma Methodology-DMAIC Approach, SIPOC congept
Voice of Customer, concept of sigma rating.
4.4 Six sigma in Service sector-Successful implemeutadi’ six
sigma in global companies.
4.5 Cost of Quality — Quality planning — Quality farmation
feedback- Internal customer concept.
5. TOM AWARDS AND AUDIT 2+1+0
5.1 Quality awards — Rajiv Gandhi National Quality Adia
5.2 Deming Application Prize
5.3 European Quality Award, and Malcolm Baldrige Natib
Quality Award.
5.41S0O 9001, 1S0O14000, Future of quality system aulitdit
objectives, Types of Quality audit, Quality Auditéwdit performance
Suggested Readings:
1. Dale H BesterfieldTotal Quality Managemerearson Education, New Delhi.
2. Juran Joseph Motal Quality ManagemenkicGraw Hill.
3. Jain,Quality Control and Total Quality Managemefiata McGraw Hill Thomas Pyzdek, Six

Sigma Handbook, McGraw Hill Education India Pvt | 2015
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LEARNING OUTCOMES

1. Ability to do Quality management practices

2. Ability to do quality planning activities

Course Code | Course Title Semester & Level off Type of Course &

Knowledge No. of Credits
MB83 PROJECT MANAGEMENT S3 Working Elective Course 3
03/0403

Course Objective

1. To introduce the students to a blend of contemporaracademic theory and techniques to
provide crucial insights and practical tools in maraging projects, portfolios and complex
systems

2. To empower the students to Conduct project planningctivities that accurately

forecast project costs, timelines, and quality. Imf@ment processes for successful

resource, communication, and risk and change managent.

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. INTRODUCTION TO PROJECT MANAGEMENT 3+2

1.1 Projects- Defining Projects, Characteristics ofjgets, Projects v$
Operations, Types of Projects

1.2 Project life cycle, Determinants of Project Succe$¥oject
stakeholders

1.3 Project Management- Defining Project Managementpjelet

Manager- Project managements Skills& Leadership
traits,Understanding terms Program Management aodfoko
management.

2. PROJECT SELECTION AND PLANNING 4+2

2.1 Generation and screening of project idea

2.2 Project Selection- Theoretical knowledge in the MNamancial
techniques of Project Selection- Check list meth&implified
Scoring model, Analytical Hierarchy Process, Peofilodel.

2.3 Project Planning —Elements of Project Planjget@rganization
Structure- Project organization and matrix orgaitreadvantages and
limitations.

2.4 Project Risks — Analysis of project risk, Firisk and Market risk,
Cost benefit analysis, Steps in Risk managementddis of Mitigating
risks
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3. PROJECT IMPLEMENTATION 4+3

3.1 Project implementation: Estimating Project BudgBtecess of cost
estimation, Scheduling: Gantt Charts —ConstrudBiagtt charts.
Advantages and limitation of Gantt charts.

3.2 Network Techniques PERT and CPM, Risk analysiisg simulation,

3.3Project Control Process, Purpose of Project Exeouand
Control.

4. PROJECT PROCESS

4.1 Planning - Monitoring - Controlling cycle, Peot control: types 4+2
of control processes.

4.2 Project Evaluation Project performance evaluation Tools- S
Curve, Milestone analysis.

4.3 Conceptual knowledge of Earned value managemetitod.
Project auditing: Construction and use of audibrefProject audit
life cycle, Essentials of audit and evaluation

5. PROJECT COMPLETION 2+1

5.1 Project TerminationTypes of termination, Natural Terminatior
The Closeout process- Handing over, gaining acoeptaharvest
benefit, Review, record and Disbanding team

5.2 Hindrance to effective close out. Early Teration— Decision
rules for early termination, shutting down

projects, Emotional issues, Claims disputes anteptions available
to organizations.

5.3 Project Final RepoerObjectives and importance of Final report,
Elements in Final report.

Suggested Readings:

1. A Guide to the Project Management Body of Knowledg®MBOK® Guide (Fifth
Edition)Juran Joseph Motal Quality ManagemenkicGraw Hill.

Project Management — Achieving Competitive Advastalgffrey Pinto.
Advanced Project Management- A Structured appro&claderick Harrison and Denis lock.

Project Management — A Systems Approach to Plan@aigeduling and Controlling, Harold

Kerzner
LEARNING OUTCOMES
1. Ability to Conduct project planning activities
2. Ability to manage project activities
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Course
Code

Course Title Semester & | Level of
Level of Knowledge
Knowledge

Type of
Course

MB83
03/0404

WORLD CLASS S3 Working | Advanced
MANUFACTURING

Course Obijective

Get an in depth appreciation of the “state-of-tk-art” philosophy, disciplines and
techniques available to enable every manufacturingnterprise to perform at

worldclass level

Gain insights into seamlessly integrating the plosophy and practices of Wrld class

manufacturing with the daily manufacturing routine

Understand the importance of Total Employee Invivement, Labour and Human

resource aspects of WCM.

Module
No.

Title & Contents

No. of Sessions
LTP

INFORMATION AGE AND GLOBAL COMPETITIVENESS

1.1 Information Age and Global Competitivened&/orld Class
manufacturing and Information age competition,,

1.2 Manufacturing Challenges of Informatior-agime based
competition,

1.3  Problems in manufacturing- Problem of Camation,
Gaining completive edge through World Class Contipeti
Cutting Edge Technologies Hall's framework of Vaadded
manufacturing,

1.4 Schonberger’'s Framework of WCM, Gunn’s gloaf WCM.

EVOLUTION OF WCM

2.1 Evolution of WCM, First Principles of WCM, Rti&es in WCM
— World Class practices in the factory, Productieveling ,
Cellular Manufacturing, PP Systems, New prod
development,

2.2  Quality in WCM- Deming’s, Shingo’'s Approach tuality
management,

2.3  Toyota production System ( TPS)- Wastaiektion -The 7+1
non value adding wastes in Business,

2.4 The culture behind TPS: The 14 Pringiple

4+2

uct

INFORMATION MANAGEMENT

3.1 Information Management tools — Proguad Process desig

4+3
n
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tools-CAD, CAE, CAPP, PDM,

3.2 Lean Production Tools — JIT, KANBANQS,TPM & OEE,
3.3 Decision support execution and businestsMRP, ERP
MES, SCM, Data warehousing and data mining,

34 Material Processing and Handling 40elFMS, CNC

machines, Industrial robots, AGV , AS/RS,
3.5 Lean Production tools- SMED, Poke Yokapid

Prototyping, Manufacturing Strategic Intent Framekyo
Strategic use of IT in manufacturing, Value Stream
Mapping, validation, recommendations,

3.6 Benchmarking: Definition, mission and alijees, managing
benchmarking process, training and code of condutiire
scope and benchmarking process.

4 BUSINESS STRATEGY AND GLOBAL COMPETITIVENESS

4.1 Business Strategy and Global competitiveneSgneric 4+2
manufacturing strategies for Information age — imatmn,
Mass Production, Mass Customization, and Continuous
Improvement Strategies,

4.2  Strategic Thinking in Manufacturing & Issuas Strategic
Planning for WCM, Strategic Planning Methodology WCM,
Implementing WCM Plan,.

4.3 Performance measurement — The PO-P sy3t@omRP System|
AMBITE System, Cycle time and Delivery Performanreed
Customer service, Financial performance, Balanceegard.

5 MANAGING PLATFORM AND PORTFOLIO OF 2+1
TECHNOLOGY

51 HR dimensions in WCM, Morale and team wokigh
employee involvement,

5.2 Cross functional teams, Human Integration Manzant, Total
Employee Involvement and the factors that affece |th
involvement of the people,

5.3 Manufacturing strategic Intent ClassificatidANSI)- World
class 95 players, Transitional Players, Inertiay@ta License
regime survivors,

5.4 Translating Manufacturing Strategic IntenAtdion.

Suggested Readings

1. Rother, M., Shook, J., Learning to See: Value Str&#apping to Add Value and
Eliminate MUDA.

2. BS Sahay, KBS Saxena &Ashish Kumar, World Class Waturing — A Strategic
Perspective,. Macmillian India

Jeffrey K. Liker, The Toyota Way: 14 ManagementPEiples
Richard J Schonberger, World Class Manufacturiitne- Lesson of Simplicity,
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LEARNING OUTCOMES

Capability to identify and solve problems in manfacturing.

Ability to develop Strategic Thinking in Manufacuring

Course
Code

Course Title Semester | Level of
& Level of | Knowledge
Knowledge

Type of Course

MB83
03/0405

SERVICE OPERATIONS S3 Working
MANAGEMENT Working

Course Obijective

To increase students’ understanding of the naterand importance of the service

sector in the economy of any country.

To aid students in effective decision making ithe management of a service

organization

To give students a conceptual knowledge on thanous service operations practices

in services industries across the globe.

Module
No.

Title & Contents

No. of Sessions
LTP

SERVICE PROCESSES

1.1 Characteristics of services, Classificajdl'ypes of Service
& Service Processes, Service Concept, Service Ewequ
Service experience,

1.2  Strategies for Service Capacity Plannieyige and
Economy.

SERVICE DESIGN FRAMEWORK

2.1 Service design framework- Technology: Its iotpan services
and their management, Service delivery system, dbeand
development of Services,

2.2 Designing New Service — New Service dgwelent process
Tools for decision making in new service design,

2.3 Designing the Service layout strategiexdBct Layout,
Process Layout, Office layout,

2.4 Analyzing Processes, Service Blueprinti@grvice Quality,
Off shoring and Outsourcing Services.

4+2

141




3 SERVICE DELIVERY 4+3

3.1 Service Delivery — Service processesyiSerpeople,
Resource utilization, Network technology and infation,

3.2 Service Capacity Planning — strategiessknvice capacity
planning, Managing Service Experience, Managingtingi
lines and queues, Revenue and Yield management,

3.3 Global Service Systems International TradeServices,
Customer as the focus in Global service management,
Service strategies for competitiveness in globakets.

4 PURPOSE OF PERFORMANCE MEASUREMENT

4.1 Purpose of performance measurement, Targets rewdrds, 4+2
Benchmarking, Service performance networks, Worldsg
Service,

4.2 Approaches to operation improvement, Servesmvery ang
Service guarantee, Data Envelopment Analysis anotir®c
System.

5 STRATEGIC POSITIONING 2+1
5.1 Strategic Positioning and Service Strategy,

5.2 Supply chain in Service€haracteristics and Manageme
Internet Strategies, Environmental Strategies,

5.3 Sustainable service Operation, Leadershébteams in servic
operations, Not for profit and public service opienas,
Electronic Service Operations Management,

D

54 Survey of Service industry practicesAirines, Hospitality,
Healthcare, Financial  services, Entertainment, IT,
Communication, Education and Environmental Services

Suggested Readings:
1. Successful Service Operations, Richard D Metteesigage Learning India Private Ltd
2. Service Operations Management — The total expezjddavid Parker.
3. Service Management: Operations, Strategy, andrivdton Technology

4, James A. Fitzsimmons, Mona J. Fitzsimmons — MeGHill

LEARNING OUTCOMES

1. Acquiring skills to manage service operations

2. Ability to measure employee performance in serge organisations
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Course | Course Title Semester & | Level of Type of

Code Level of Knowledge | Course
Knowledge
MB83 INDUSTRIAL SAFETY & S4 Working | Working

03/0406 | OCCUPATIONAL HEALTH

Course Obijective

1. To provide the students a basic understanding dhdustrial safety, Hygiene and
Occupational Health.

2. To provide conceptual knowledge to the variousspects of Industrial Hygiene and
Occupational health that would enable them to appreiate and motivate them to make
the work place a better place for all employees

3. To plan and execute productivity improvement irtiatives through reduction in
human error and improvement in safety

No. of Sessions

Module | Title & Contents LTP
No.

1 THE IMPORTANCE OF SAFETY AT WORK 3+2

1.1  Understanding the importance of safetyak: Concept of
Safety-Applicable areas- Recognition,

1.2  evaluation and control of physical hazakzard Analysis,
Human Error and Fault Tree Analysis

1.3  Emergency Response-Hazards and theiratomtdifferent
manufacturing and processing industries.

2 INDUSTRIAL ACCIDENTS 4+2

2.1 Industrial Accidents: Causes and effects diugtrial accidents
Impact of accidents on employees, union,

2.2 Management and society- OrganizationdeRand
Responsibility in the Prevention of Accidents- Bifnt
models.
3 STANDARD OF SAFETY NORMS 4+3
3.1 Standard of Safety Norms-Indian scen&sfety Protection),

Safety Policy, Personal safety, Responsibilities | of
management in health and safety,

3.2 Functions of National Safety Council nCept of health an
occupational health,

|

3.3 Spectrum of health, Occupational andkwelated diseases
Levels of prevention,
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34 History of occupational health, Gitderistics of
occupational diseases, Essentials of occupatiomrallth
service, personal protective equipment (respiratand
nonrespiratory)

CONCEPT OF WORKPLACE AND ITS DESIGN

4.1 Concept of workplace and its design, mprg safety and
productivity through work place design control meas,
Technical and engineering control measures.

4.2 Control measures against human error, Prexentaintenance.

Role of Preventive maintenance in safety and he&éfety
and good housekeeping, Typical accidents due tor
housekeeping, Clean-up campaigns, Inspectionslaakdist

4.3 Result of good housekeeping, Plantgafieservation, Plan
Safety Inspections, Safety sampling, Safety Surv&gdety
Inventory System, Product Safety, Permit to worktaems,
Safety tag systems.

poo

ACCIDENTS IN WORK PLACE

5.1 Accidents in work place-Types, Investigatioatiods, Analysis
Reporting and Recording,

5.2 Injuries - First aids- Health problemsdifferent types of
industries — construction,

5.3 Textile, steel, food processing and pharmidea, Fire- Causes
Types of fire, Extinction of fire, Prevention oféi

2+1

Suggested Readings:

1. Dr.NaseerElahi, Industrial Safety Management, GBablication, New Delhi

2. L.M. Deshmukh, Industrial Safety Management, TatzGvaw Hill.

3. R.K.Trivedi, Pollution Management in Industies, Ba@d Publishing, New Delhi.

LEARNING OUTCOMES

Ability to appreciate and motivate employees tmake the work place a better one

Ability to plan and execute productivity improvement initiatives
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Course
Code

Course Title

Semester &
Level of
Knowledge

Level of
Knowledge

Type of
Course

MB83
03/0407

GLOBAL OPERATIONS &
LOGISTICS
MANAGEMENT

S4 Working

Working

S4 Elective

Course Obijective

Have a very good understanding of the terminologiescepts and tools needed to

analyse global operations

Be able to analyze the risks associated with ojp@sand logistics in global context

and effectively manage it.

Be able to objectively measure and evaluate thiemmeance of global logistics and

develop effective structure to achieve excellencglobal operations.

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

1.

INTRODUCTION TO GLOBAL OPERATIONS
1.1 Global Operations & Logistics Evolution and design.

1.2 Forces of globalization, integrative approach tonagang flows in

Global operations

1.3 Globalization of Operations Strategies — Introdurti

Global operation strategies, a conceptual framesfauk driving forces

of globalization process.

1.4 Global markets, Technological forces, Global costés, Political
and macroeconomic forces, current and future ahgdls.

1.5 Global Marketing strategies- Geographical IntegratiGlobal

versus Local market.

3+ 2

GLOBAL OPERATIONS DESIGN

2.1 Supplier Network Development- Evolving concept aft€burcing.

2.2 Architecture of a physical distribution Networkarglobal operation
Logistics Service firms and 3PL, @lobperations
Differendeetween
Operations management and International operasimategy.

approach.
Strategy -

2.3 Logistics Service firms and 3PL, Global operati®isategy — Basic
concepts, Differencéetween International Operations management

Basic concepts,

and International operations strategy.

2.4 Basicprinciples  of

firm.

Global

operations

Strategy-
Coordination, trade off and focus, Globalization@perations of &

Internations

dnédion,

U7y

4+2
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2.5 Globalization of manufacturing: Model Factory Copi;e
manufacturing in multiple locations

RISK MANAGEMENT
3.1 Concept of Operating Exposure
3.2Pricing Strategies for Exporting Firms.

3.3 Exchange rate uncertainty.

4+2

INFORMATION MANAGEMENT FOR GLOBAL LOGISTICS

4.1 Information Management for global operations —1@bteristics of
Logistics information and Telecommunication syst&d(S)

4.2 Logistics organization and its relationship.[0S.

2+1

PERFORMANCE

5.1Measuring performance in functional and sectoragration,
Organization structure for Global Logistics Excede.

5.2 New organizations related to manufacturing lagitics Operations,
sectoral logistics cooperation, International fesia

Global organizations.

4+2

Suggested Readings:

1.

Global Operations Texts and Cases — Phillippe-®Bornier, Richardo Ernst, Michel

Fender, John Wiley and Sons(p) Itd.

Managing Global Operations — Cultural and Techrscakess factors, Scott T Young, and

Winter Nie. Quorum books UK.

Global Operations Strategy, Fundamentals and eactieming Gong, Springer

LEARNING OUTCOMES

Ability to analyze the risks associated with operabns and logistics

Ability to measure and evaluate the performance oflobal logistics
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Course
Code

Level of
Knowledge

Semester &
Level of
Knowledge

Course Title

Type of
Course

MB83
03/0408

MAINTENANCE Working

MANAGEMENT

S4 Working

Course Objective

To familiarize the participants concepts and tdmiques of Materials Management

Provide an understanding to the advanced concepaind practices in Purchasing and

Material Planning

Module
No.

Title & Contents

No. of
Sessions

LTP

INTRODUCTION TO MATERIALS AMANAGEMENT

1.1Introduction to Materials Management, Conceptificance and
strategic role of Integrated Materials Management.

1.2 Materials planning and forecasting, Materiahélang:

1.3 Material Planning — Factors affecting Mateplkanning —
Techniques of material planning Materials Requingime
Planning (MRP).

3+2

INVENTORIES
2.1 Definition-Classification of Inventories- Need fimwentories,

2.2 Inventory Planning and Control Models —EOQ Mpd@uantity
Discounts, Reorder point

2.3 Lead Time Analysis — Safety stocks — Q Systef® System —
System.

2.4 Classification, Codification, Universal producbde, RF Id System
ABC analysis —VED, GOLF, FSN, HML.

3

PURCHASING FUNDAMENTALS

3.1 Purchasing Fundamentals , Make or Buy, Soustec&on , Vendol
Rating and Vendor Development , Value Analysis, cRase
Negotiations,

3.2 Purchase Timing Purchase Contracts, Purchasealmce , Purchasin
Capital Goods, Seasonal Goods, Imported Goods.

3.3 Deferred Payment Schemes — Lending Institulieasing Trends.

4+3

STORES MANAGEMENT
4.1 Stores Management Concepts, Location and lafoMarehouses —

4.2 Different typical models, Stores Procedures Bedords for Receip
Inspection, Issue, Reorder checking.

4+2
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4.3Materials handling Equipments Cranes, Tower agan Lifting
equipment, Series lifting equipment, Lifting platfts, Continuous

mechanical handling equipment,

4.4 Monorail conveyors, Belt, chain and overheadvegors, Industria

trucks.

STORES AUDIT
5.1 Stores audit.

5.2 Management of dead stocks, surplus stocks@agss

5.3 Systems & Procedures for disposal and Control.

Suggested Readings:

1. Gopalakrishnan P &Sundarasan M, - Materials Mamege: An Integrated Approach,
Prentice Hall of India

Datta A.K, - Materials Management Text and Casemtite Hall

J.R.Tony Arnold & Stephen N. Chapman, IntroductoMaterial Management, Pearson
Education

4. Gopalakrishnan P, - Handbook of Materials Manaay#, Prentice Hall.

LEARNING OUTCOMES

1. Ability to manage inventories
2. Ability to develop skills in purchasing and manging stores
Course Course Title Semester & | Level of Type of
Code Level of Knowledge | Course
Knowledge
MB83 MATERIALS AND PURCHASE | S4 Working | Working
03/0409 MANAGEMENT
Course Objective
01. | To familiarize the participants concepts and techrjues of Materials Management
02. | Provide an understanding to the advanced conceptsid practices in Purchasing and
Material Planning
Module | Title & Contents No. of Sessions
No. LTP
1. INTRODUCTION TO MATERIALS AMANAGEMENT 3+2

1.1Introduction to Materials Management, Concegniicance and
strategic role of Integrated Materials Management.
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1.2 Materials planning and forecasting, Materiahélang:

1.3 Material Planning — Factors affecting Matepknning —
Techniques of material planning Materials Requineime
Planning (MRP).

INVENTORIES
2.1 Definition-Classification of Inventories- Need fiowentories,

2.2 Inventory Planning and Control Models —-EOQ Mpd@auantity
Discounts, Reorder point

System.

2.4 Classification, Codification, Universal produ€ode, RF Id
System, ABC analysis —VED, GOLF, FSN, HML.

2.3 Lead Time Analysis — Safety stocks — Q SystefSystem — $

4+2

PURCHASING FUNDAMENTALS

3.1 Purchasing Fundamentals , Make or Buy, Soumlecfon |,
Vendor Rating and Vendor Development , Value Arialy
Purchase Negotiations,

3.2 Purchase Timing Purchase Contracts, Purchaseraimce

Goods.

3.3 Deferred Payment Schemes — Lending Institutibessing
Trends.

Purchasing Capital Goods, Seasonal Goods, Imported

4+3

STORES MANAGEMENT
4.1 Stores Management Concepts, Location and lafotarehouses

4.2 Different typical models, Stores Procedures &wtords for
Receipt, Inspection, Issue, Reorder checking.

4.3Materials handling Equipments Cranes, Tower esarlifting
equipment, Series lifting equipment, Lifting platfts,
Continuous mechanical handling equipment,

4.4 Monorail conveyors, Belt, chain and overheachvegors,
Industrial trucks.

4+2

STORES AUDIT
5.1 Stores audit.
5.2 Management of dead stocks, surplus stocks@ags

5.3 Systems & Procedures for disposal and Control.

2+1

Suggested Readings:
1. Gopalakrishnan P &Sundarasan M, - Materials Mamegé: An Integrated Approach,

Prentice Hall of India

2. Datta A K, - Materials Management Text and Casestite Hall
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3. J.R.Tony Arnold & Stephen N. Chapman, IntroductioMaterial Management, Pearson
Education

4. Gopalakrishnan P, - Handbook of Materials Manageninentice Hall.

LEARNING OUTCOMES

1. Acquiring Purchasing and Material Planning skills
2. Ability to conduct stores auditing
Course Course Title Semester & | Level of Type of Course
Code Level of Knowledge
Knowledge
MB83 ADVANCED OPERATIONS S4 Working | Working
03/0410 RESEARCH
Course Obijective
1. To provide a formal quantitative approach to prdlem solving and an intuition about
situations where such an approach is appropriate.
2. To learn the advanced tools to solve such managent problems.
No. of Sessions
Module | Title & Contents LTP
No.
1. REVIEW OF BASIC OPERATIONS RESEARCH 3+2

TECHNIQUES

1.1 Simplex Directions and Matrix method of solvinigear
Programming Problems (LPP), Bounded Variables Tigci@s in

Solving LPP, Revised Simplex Method, Interior Pdvtgthods of
solving LPP (Karmarkar's Method), Chance Constrdibigear
Programming

1.2 Non linear programming problems of general reatone
variable unconstrained optimization Multi variableconstrained
optimization, Karush Kuhn Tuker (KKT) conditions

for constrained optimization and its ApplicationdMlanagement,

1.3 Separable programming and its Applications anikbement,
Quadratic Programming, convex programming, geowetri
programming, Fractional programming and its Apglmain
Management.
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MARKOV MODEL AND QUEUEING MODELS 4+2

2.1 Markov chains, Formulation, Kolmogorov Equafisteady
state conditions, Markov chain modelling througla@rs,
communication networks, weighted diagraphs, Empheéri

Queueing models

INTEGER PROGRAMMING 4+3

3.1 Integer Programming, Branch and Bound Technaukits
applications to Binary Integer Programming and Mixeteger
Programming,

3.2 Branch and Cut Approach to solve

Binary Integer Programming (BIP), Applications dPBn the
Areas of Investment Analysis, site selection, Deisig a
production and Distribution network

DYNAMIC PROGRAMMING

4.1 Dynamic Programming (DP), Applications in capit 4+2
budgeting, Reliability Improvements, stage-coaeingo loading,
single machine scheduling,

4.2 Solving LPP using Dynamic programming Technjque
Stochastic Processes, Introduction, Markov Prosesse

Martingales, Random Walk, Brownian Motion, Queueing
Processes

NETWORK MODELS 2+1

5.1 Network Models, Terminologies, shortest patideip
minimum spanning tree problem,

Maximal flow problem, Minimum cost flow problem, Rlacement
and maintenance Analysis,

5.2 Types of Replacement problem and decisionster®énation
and problems of Economic life of

an Asset, Fuzzy Logic and Systems, Fuzzy MultieZiat Decision
Making, Multi-objective

Fuzzy Linear Programming

Suggested Readings:

1.

Gopalakrishnan P &Sundarasan M, - Materials Mamegé: An Integrated Approach,
Prentice Hall of India

Datta A.K, - Materials Management Text and Casemtite Hall

3. J.R.Tony Arnold & Stephen N. Chapman, IntroductimMaterial Management, Pearson

Education

Gopalakrishnan P, - Handbook of Materials Managéninentice Hall.
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LEARNING OUTCOMES

Ability to make quantitative decisions

Ability to solve managerial problems using quaritative approach

INFORMATION SYSTEMS ELECTIVES

Course Code | Course Title Semester &Level of | Type of Course&

Knowledge No. of credits

MB84
03/0401

DECISION SUPPORT S3 Working
SYSTEMS

Elective Course 3

Course Objective

To understand the components of DSS

To know the appropriate model to be used for ampblem

To get theknowledge of designing DSS for specijproblems

Module
No.

Title & Contents

No. of Sessions
LTP

1.

INTRODUCTION
1.1 Phases of Decision- Making Process

1.2DSS Overview - Characteristics and Capabilities S,
Components of DSS

1.3 Knowledge - Types
1.4 Defining Knowledge Management — Evolution of KM

3+2

BUSINESS DATA AND MODEL MANAGEMENT SYSTEMS
2.1 Data Collection, Data Warehousing and Data Mining

2.2 Data Visualization, Modeling, Static and dynamic

2.3 Optimization, Heuristic and Simulation

2.4 Multidimensional Modeling.

4+2

GSS, ENTERPRISE DSS AND KMS
3.1 Group support system, Technologies
3.2 Enterprise DSS

3.3 Knowledge Management — concepts — Basic KM Disogpind
emerging trends

3.4 Knowledge management methods, Technologies angTool

4+3

152




4 DECISION SUPPORT SYSTEMS DEVELOPMENT

4.1 Introduction to DSS development, The Traditional sty 4+2
Development Life cycle, Alternate Development Melblogies.

4.2 Prototyping: The DSS Development Methodology, DSS
Technology Levels and Tools.

4.3 DSS Development Platforms, DSS Development Tod&en.

4.4 Team-Developed DSS, End User-Developed DSS, Puthieg
System Together.

5 ADVANCED INTELLIGENT SYSTEMS 2+1
5.1 Neural Computing - Fuzzy Logic

5.2 Intelligent Agents — Implementation - Integration
5.3 Intelligent DSS

5.4The impact of MSS: An Overview, MSS impacts [on
organizations, Impact on individuals

5.5 The future of Management-Support Systems

Suggested Readings:

1. Efraim Turban and Jay E. Aronsobecision Support System and Intelligent Systems
Prentice Hall International, 9th Edition 2010

2. Janakiraman V. S and Sarukesi&cision Support Systenfrentice Hall of India, 6th
Printing 2006

3. Lofti, Decision Support System and ManagemiglniGraw Hill Inc, International Edition,
New Delhi 1996.

4. MarakasDecision Support Systetrentice Hall International, Paperback EditiomN2elhi,
2003

5. Haag, Cummings and Mc Cubbréfanagement Information Systems for the Information
Age McGraw Hill, 2005. 9th edition, 2013

A Thohothathri RamaKnowledge Management — AResource khiewéel Books, 2004.
Elias M. Awad and Hasan M. Ghazfinowledge Managemer®earson Education

H. W. Gottinger and H.P. Weimann - Intelligent 3&mn Support Systems

© © N o

Journal of Soft Computing and Decision Support &yst UTM
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LEARNING OUTCOMES

1. Through this course the students will be able teustandappropriate modellin
techniques for supporting semi-structured busidesssion making

2. The students will also be able to understand theldpmental process of DSS
Course Code| Course Title Semester &Level of Type of Course& No.
Knowledge of Credits
MB84 E BUSINESS S3 Working Elective
03/0402

Course Objective

1 This course is aimed at developing an understandj of e-business, with reference to
various issues and concerns imperative toimplemertian of e-business strategies

Module | Title & Contents No. of Sessions
No. LTP

1. INTRODUCTION TO E BUSINESS 3+2
1.1 Origin, Overview of E-Business

1.2 Need and factors affecting Electronic Business

1.3 Features of Electronic Business

1.4 Information Services; Shopping Services; Virtuatétprises
1.5 Development and the economic influence of the edegs.

2. ECOMMERCE BUSINESS MODELS 4+2
2.1 Retailing in E-Commerce - Introduction

2.2 Business to Consumer (B2C), Business to Busines2B)B
Consumer to Consumer (C2C), Peer to Peer Businesgls] M-
Commerce Business Models

2.3 Sharing economy, Value Proposition, Revenue Mobidrket
Opportunity

2.4 Competitive Advantage, Market Strategy, Organizatiq
Development

3. ELECTRONIC PAYMENT SYSTEMS 4+3
3.1 Electronic Data Interchange

3.2 Paying via the Net, Payment Protocols, Payment &ais
Payment and Content Management

3.3 Role of Application Service Providers (ASPs) in Payt via the
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Internet

3.4 Electronic Payment Systems (Cash, Check, Credid,C3tored
Value, Accumulating Balance)

3.5 Working of Online Credit Card

BUSINESS APPLICATIONS
4.1 E-Commerce and retailing - On-line retail industgnamics 4+2

4.2 On-line mercantile models from customer perspertive
Management challenges in on-line retailing

4.3 E-Commerce and on-line publishing: On-line publighi
approach from customer perspective

LEGAL, PRIVACY ISSUES, SECURITY AND FUTURE 2+1
5.1 Web security: Introduction; Firewalls and transactsecurity

5.2 Indian e-Commerce Scenario; IT Act, Legal issues inE
commerce

5.3 Indian Convergence Bill; Cyber Appellate and PKlipdyCycle,
Attribution Modelling

Suggested Readings:

1.

SR L

9.

Laudon & Traver -Electronic Commerce Business, Technology, Sqciegarson
Education, 3rd Ed.

Kalakota R-Electronic Commerce - Frontiers of E-CommerBearson Education, 2007,
3rd Ed.

Jae K Shim et al., The Handbook of e-commerce.
Bharat Bhaskarklectronic — commerce- Framework, Technologiesapulications
Krishnamurthy-E-Commerce Managemeriiext and CasesVikas Publishing House

Vince, C., & Cripe, B. (2008). Reshaping your basswith web 2.0. New Delhi:
McGraw Hill Computing

Rayudu E-Business Himalaya Publications

E Government, E Business and National EconomicoRednce journal: Communication
from AIS, Shirish Shrivastava

Journal of Electronic Commerce Research

10. International Journal of EectronicCommerce

LEARNING OUTCOMES

1. Through this Course the students will be able tanderstand the E-Business
Technology
2. The students will also acquire advanced knowledgof technical and business issues

related to E-Business and E-Commerce
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Course Code | Course Title Semester &Level of | Type of Course& No.

Knowledge of

Credits

MB84

03/0403

PLANNING

ENTERPRISE RESOURCE S4 Working Elective 3

Course Objective

To Understand how Enterprise Resource Planningo$tware is used to optimize

business processes

To grasp the activities of ERP project managememycle

To understand the emerging trends in ERP developents

Module
No.

Title & Contents

No. of Sessions
LTP

1.

INTRODUCTION
1.1 Defining ERP, Origin and Need for an ERP System
1.2 Risks and benefits of ERP

1.3 Issues to be consider in planning design and imgfeation of
cross functional integrated ERP systems.

1.4 Reasons for growth of ERP — Scenario and justiticavf ERP
in India

3+2

ERP SOLUTIONS AND FUNCTIONAL MODULES

2.1 Overview of ERP software solutions- Small, mediund darge
enterprise vendor solutions,

2.2 Business Process Re-engineering and best busimasices -
Business process Management

2.3 Data Warehousing - Data Mining

2.4 Functional modules

4+2

ERP IMPLEMENTATION

3.1 Planning Evaluation and selection of ERP system
Implementation life cycle

3.2 ERP implementation - Implementation Challenges RPE

Transition Strategies
3.3 Methodology and Frame work - Training - Data Migyat
3.4 People Organization in implementation-Consultants,

Vendors and Employees

\*2)
1
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POST IMPLEMENTATION
4.1 Maintenance of ERP 4+2
4.2 Organizational and Industrial impact;

4.3 Success and Failure factors of ERP Implementation

EMERGING TRENDS ON ERP 2+1
5.1 Extended ERP systems and ERP add-ons -CRM, SCM

5.2 Business analytics - Future trends in ERP sysigeb enabled
Wireless Technologies, Cloud Computing

Suggested Readings:

1.
2.

N o g &

Alexis Leon, ERP demystified, second Edition TateGviaw-Hill, 2008
Ray , Enterprise Resource Planning, Tata McGraw-2il11

Sinha P. Magal and Jeffery Word, Essentials of iB2s8 Process and Information System,
Wiley India, 2012

Jagan Nathan Vaman, ERP in Practice, Tata McGrdiwz808
Alexis Leon, Enterprise Resource Planning, secdiittba, Tata McGraw-Hill, 2008
Mahadeo Jaiswal and Ganesh Vanapalli, ERP Macniitidia, 2009

Vinod Kumar Grag and N.K. Venkitakrishnan, ERP- Ggpts and Practice, Prentice Hall of
India, 2006.

Summer, ERP, Pearson Education, 2008

Enterprise Resource Planning (ERP): A review of tiberature by Young B Moon,
International Journal of Management and Entergtéeseslopment, Vol 4

10. Journal of Enterprise Resource Planning Studies

LEARNING OUTCOMES

1. Through this course the students will be able toomprehend the technical aspects of
ERP systems

2. Students will develop a clear and meaningful uretstanding of the steps and activities
in the ERP life cycle

3. The students will understand the current trendsand issues related to Enterprise

Systems
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Course Course Title Semester &Level of | Type of Course& No.

Code Knowledge of Credits

MB84 SYSTEM ANALYSIS & DESIGN | S4 Working Elective

03/0404

Course Objective
1. This course is designed to provide a clear ingigto students on system analysis

and design, which is the foundation of business ggms development and
implementation.

Module | Title & Contents No. of Sessions

No. LTP

1. OVERVIEW OF SYSTEM ANALYSIS AND BUSINESS 3+2

MODELING

1.1 Introduction to Systems Development

1.2 Systems Development Life Cycle;

1.3 Guidelines for Systemdevelopment,

1.4 Roles and responsibilities of a Business Analyst

2. SYSTEM ANALYSIS 4+2

2.1 Systems documentation consideration: Principles ysiéns
Documentation, Types of documentation,

2.2 Requirement gatheringtechniques: Interviews, Group,
Communication Questionnaires,Presentations & Sigitsy SRS
documentation.

2.3 Tools for Analysis andDesign of Business Systemdelng,
prototyping, CASE tools;

2.4 Methodologies: Structured analysis, Object orientawlysis,
agilemethods.

2.5 System analysis activities, techniques: JAD, RAD,
Agilemethods.

2.6 Modelling tools: DFDs, Functional decompositipn
diagrams,CASE tools, UML;

2.7 Data and process modelling: DFDs, Data DictiondPiescess
description tools: Decision Analysis; Decision Tsesad Tables

3. BUSINESS MODELLING 4+3
3.1Business Modelling with UML, Components of UMlsad in

BusinessModelling, RUP, IDEF, and BPMN 2.0 basics.

3.20Dbject modelling: Objectoriented analysis, Objaodelling with

UML: Class diagram, Objectdiagram, State chart rdiag Activity

diagram, Sequence diagram,Collaboration diagrame Usmse
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diagram, Component diagram,Deployment diagram.

4. OUTPUT AND USER INTERFACE DESIGN
4.1 Output design, input design, user interfacegdes-ile Design , 4+2
Data design concepts, DBMS components,
4.2 ER diagrams, Documentation Tools ; Testing Thaples
Available ;
4.3Systems control and Audit trails ; Systems Adstiation and
Training ;
Conversion and Operations Plan
5. SYSTEMS CONTROL AND QUALITY ASSURANCE 2+1

5.1Hardware and Software Selection, Hardware Adipmns; Bench
marking , Vendor Selection , OperatingSystem Sielect Languags
Processors.

5.2 Performance and AcceptanceTesting Criteriapd?ieg User
Manual. Maintenance Activities and Issues.

Suggested Readings:

1.
2
3.
4.
5
6

Elias M. Awad,System Analysis & Desig@Galgotia Publications. India
SennAnalysis & Design of Information SysterivicGraw Hill International

Hoffer, Modern System Analysis & DesjdgPearson Education
Rambaugh, Jacobson, Booch, UML- Reference Maneaksen
. Journal of Information System Management

Shelly, Rosenblatt, System Analysis & DesiGengage Learning, Eighth edition

LEARNING OUTCOMES

Through this course the students will be able tanderstand the Principles and Tools

of Systems Analysis and Design

The students will also be able to understand thBevelopmental Process of

Systems.

Quiality
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Course Course Title Semester &Level of | Type of Course&
Code Knowledge No. of Credits
MB84 CLOUD COMPUTING S3 Working Elective Course3
03/0405
Course Obijective
1. This course is aimed at developing an understandirgpbout the basics of Cloud
Computing for Business Management
No. of Sessions
Module | Title & Contents LT (Indicative)
No.
1. INTRODUCTION TO CLOUD COMPUTING
1.1 Introduction to Cloud Computing, Evolution - CloGdmputing
1.2 Hardware, Internet and Software, Virtualization
1.3 Cloud service Attributes: Access to the cloud, @lddosting,
Information technology support 342
1.4 Characteristics of Cloud Computing: Rapid ElasticlPay per
use, Independent Resource Pooling, Network Access
1.5 Web Services on Cloud
2. CLOUD SERVICES APPLICATIONS
2.1 Cloud Delivery Models: Infrastructure-as-a-ServiBégatform-as-
a-Service, Software-as-a-Service
2.2 Cloud Categories: Public Cloud, Private Cloud, HybCloud,
Community Cloud
2.3 Applications — Online Planning and Task Managemefvent 3+2
Management — CRM
2.4 Cloud service development tools -word processirgfalthses
storing and file sharing on cloud
3. CLOUD COMPUTING FOR MANAGERS
3.1Centralizing Email Communications — Collaborgtom Schedules
3.2To-Do Lists, Contact Lists
3.30nline Community development 3+3
3.40nline collaboration tools for projects
3.5Cloud Computing for Business
4. CLOUD MANAGEMENT
4.1Privacy and its relation to Cloud-based InfoioraSystems
4.2Security in the Cloud: Data Security and ContRyovider
Loss, Subpoenaed Data, Lack of Provider Securitgryption

160




4.3Common Standards in the Cloud
4.4 End-User Access to the Cloud Computing 4+3
4.5 Legal and Ethical dimensions— Cloud Pricing Models

5. VIRTUAL OFFICE MANAGEMENT
5.1 Web-based communication tools
5.2 Web Mail Services

5.3 Web Conference Tools 4+3
5.4 Social Networks and Groupware
5.5 collaborating via blogs and Wikis
5.6 IBM, Amazon Ec2

5.7 Google Apps for Business, Salesforce.com, Ramc®émand

Suggested Readings:

1. John W. Rittinghouse and James F. Rans@ioeid Computing Implementation, Management and
Security CRC Press, Taylor & Francis Group, Boca Ratondoor 2010.

2. Kumar Saurahiloud Computing — Insights into new era infrastruet Wiley India, 2° Edition,
2012

3. Michael Miller,Cloud Computing: Web-Based applications That ChahgéNVay You Work and
Collaborate OnlineQue Publishing, 2009

4. Haley BeardCloud Computing Best Practices for Managing and 8esg Processes for On-
demand Computing, Applications and Data CenterthénCloud with SLAsEEmereo Pty Limited,
July 2008.

5. Alfredo MendozaUtility Computing Technologies, Standards, and egees Artech House INC,
2007

6. Bunker and Darren Thomsddelivering Utility Computing John Wiley & Sons Ltd, 2006.
7. George Rees€loud Application Architecture®©'reilly Publications, 2009.

LEARNING OUTCOMES

1. Through this course the students will be able tanderstand the usage of cloud
computing in business management

2. The students will also be able to understanithe various cloud computing models and
services
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Course Course Title Semester &Level of | Type of Course&
Code Knowledge No. of Credits
MB84 DATABASE MANAGEMENT S4 Working Elective Course
03/0406
Course Objective
1. To help the student validate skills in buildingand implementing databases
acrossOrganisations
2. To be aware of recent trends in database managemt
3. It aims at providing the participants an opportunity to study the hands-on
implementation of a data base in corporate environmnt.
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. INTRODUCTION
1.1 Data, database — meaning, DBMS — DBMS models
1.2 Querying data with SQL, Developing SQL Databases 4+2
1.3 Manipulating Data using data manipulation langug@aL)
Expressions - Reporting .
1.4 Normalization- types and need for Normalization
2. DATABASE IMPLEMENTATION
2.1 Query Processing basics and optimization - Hearjsti
Optimization
2.2 Transactions Models 543
2.3 Concurrency Control — Recovery
2.4 Security and Authorization — Storage
2.5 Indexing and Hashing - ISAM
2.6 B-Trees — Kd Trees — X Trees
2.7 Dynamic Hashing
3. DISTRIBUTED DATABASES
3.1Distributed Databases — Queries
3.20ptimization Access Strategies 3+2
3.3Distributed Transactions Management
3.4Concurrency Control — Reliability
4. OBJECT ORIENTED DATABASES
4.10bject Oriented Concepts — Data Object Modelsje€d Oriented
Databases 3+2
4.2Issues in OODBMS - Object Oriented Relationaltabases -+
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Object Definition Languages — Object Query Langsage

5. EMERGING TRENDS

5.1Data Mining — Data warehousing — Star, Snowflakact
Constellation. 4+92

5.20pen source database systems.
5.3Scripting Language, JDBC, ODBC

5.4Big data and analytics

Suggested Readings:

1. Peter Rob and Carlos CoroneDatabase System and Design, Implementation and
Management7"edition, Cengage Learning.

2. Ramez Elmasri and Shamkant B. NavetRendamentals of Database Systerd¢h ,
PearsonEducation, 2004.

3. Jeffrey A Hoffer et alModern Database ManagemeritOth Edition, Pearson Education,
2012.

4. Abraham Silberchatz, Henry F. Korth and S.Sudardasabase System Concepﬁh
Edition, McGraw-Hill, 2010.

5. Thomas M. Connolly and Carolyn E. Bedgatabase Systems — A Practical Approach to
Design, Implementation and Management edition, Pearson Education, 2003.

6. C.J. DateAn introduction to Database SysterAgdison Wesley, 2000.

LEARNING OUTCOMES

1. | Through this course the students will be able weustandthe way of building and
implementing databases across the organisation

2. | The students will also be able to understand thgsvim managing database in @n
organisation.

Course Code| Course Title Level of Knowledge Type @@ourse& No. of
Credits

MB84 E-BUSINESS STRATEGY | S4 Working ElectiveCourse 3

03/0407

Course Obijective

1. To describe and evaluate predominant e-businessodels and strategies as well as to
describe activities involved in formulating and impgementing e-business strategies.

2. To describe the challenges and business opportties of mobile commerce and social
networks.
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3. To develop strategic plan for e-business initiates.

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. INTRODUCTION TO E BUSINESS STRATEGY
1.1 Overview of e-business and e-business strategy

1.2 External and internal analysis- Five Forceslyaism - SWOT
analysis, segmenting/targeting markets, valueinclzand value
networks

1.3Sustaining competitive advantage - building uarribrs to
imitation, dealing with threats of disruptive irvations in E-
business.

2. STRATEGY OPTIONS IN E BUSINESS MARKETS

2.1Strategy fundamentals, e-business revenue mofielbetween
strategy and value chain

2.2Exploiting new market spaces - value curve, nale creation
early mover advantages/disadvantages,

2.3Strategy for internal organization: make-or-bwecisions,
organizational structure for e-business activities

3. STRATEGY FOR INTERACTION WITH SUPPLIERS
3.1E-procurement, e-SCM,
3.2 B2B business models, B2B marketplaces andlppa@actions, 3+3

3.3Enhancing E-service collaboration with enforcetmeand
relationship management.

4. STRATEGY FOR INTERACTING WITH CUSTOMERS
4.1Consumer behaviour and market segmentation, 3+2
4.2e-CRM, e-marketing, social networking strategies

4.3Market research, role of intermediaries.

5. E - BUSINESS IMPLEMENTATION
5.1Creating effective web presence- customer-cewbsite design.,

5.2Website usability testing/evaluation frameworlexamples of
winning e-business websites.

5.3Technology infrastructure -Web 2.0 Environmemtd aSocial
Networks.

5.4M-Commerce, cyber trust, ethics, security arbpy.

Suggested Readings:

1. Dave Chaffey, E-Business and E-Commerce Management: Strategyl|ernmeptation and
Practice Prentice Hall.
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2. Efraim Turban, Jae Lee, Michael Chung and DavidgKElectronic Commerce: A Managerial
PerspectivePearson/Prentice Hall

3. Mayer R, Chaffey D., Ellis-Chadwick, F and Johnstdfy Internet Marketing: Strategy,
Implementation and Practic®rentice Hall

LEARNING OUTCOMES

1. Through this course the students will be able tanderstand various e-business models and
strategies

2. The course will also equip the students to forntate and implement the E-Business strategies
in an organisation

Course Course Title Semester | Type of Course& No of Credits
Code &Level of
Knowledge

MB84 INFORMATION | S4 Working | Elective Course 3
03/0408 | SECURITY
MANAGEMENT

Course Objective

1. To identify and discuss the benefits of implemeimg an information security
management system in an organization.

2. Be able to identify assets and threats, and asserisks.

3. To plan and implement a ISMS in an organization.

Module | Title &Contents No. of Sessions
No. LT (Indicative)
1. INTRODUCTION TO INFORMATION SECURITY

1.1The business need for security:
1.2Confidentiality, availability, integrity et al 3+2

1.3Components of an information system: SoftwaeedWare, data,
people, procedures

1.4System and security development lifecycles

2. RISK MANAGEMENT

2.1 Risk Management terminology: Agents, threats, walbiities,
etc

2.2 Risk Identification, assessment (quantitative qualitative) 4+92
2.3 Risk appetite and residual risk

2.4 Selecting a risk control strategy

2.5 Risk management frameworks — NIST,ISO 31000
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PLANNING FOR SECURITY

3.1 Methodologies for Information Security Evaluationnda
Assurance 3+3

3.2 ISO 27000, Common Criteria, NIST Framework
3.3 Security education and training
3.4 Business Continuity strategies

SECURITY TECHNOLOGIES
4.1Firewalls and VPNs

4.2Intrusion detection, scanning and analysis tools 3+3
4.3Penetration testing approaches and tools

4.4Physical security controls

IMPLEMENTING INFORMATION SECURITY
5.1Information security project management 3+3
5.2Technical aspects

5.3Non-technical aspects

Suggested Readings:

1. Eric A. Fisch ,Gregory B. WhiteéSecure Computers and Networks: Analysis, Desigd, an
Implementation CRC Press

2. Harold F. Tipton and Micki Krausdnformation Security Management Handbp@&ixth
Edition, , Auerbach Publications.

3. Michael E. Whitman and Herbert Mattorlinciples of Information Security®" Edition, ,
Cengage Learning (2012)

4. Ron A. Weber|nformation Systems Control and Auydiearson Education India (2002)

LEARNING OUTCOMES
1. Through this course the students will be able tanderstand the importance of
information security management in an organisation.
2. The students will also be able to understand thearious information security threats

and ways to manage it .
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Course
Code

&Level of
Knowledge

Course Title Semester Type of Course& No. of Credits

MB84
03/0409

SOFTWARE
PROJECT

MANAGEMENT S4 Working | ElectiveCourse 3

Course Obijective

To equip the students with the tools and techniges of Software Project Management

To support the student community to design andiplement information system

witheffectiveness and efficiency

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

1.

INTRODUCTION

1.1Software engineering and management: Functibnsanagement;

Need for software management, Conventional softwaneagement,
1.2Evolution of software Economics

1.3Improving software Economics, conventional aratlern software
engineering

3+2

SOFTWARE DEVELOPMENT AS A PROCESS

2.1 Building the software development team - Tearidng as &
process, The Apollo syndrome, Management Styles,

2.2A maturity model for software project managemd®iocess of

team building

2.3 Developing and maintaining project plan — Softwaegelopment
plan, using the work break down structure, optimizihe project
plan using the design structure matrix, risk manzseys

MANAGEMENT METHODS AND TECHNOLOGY

3.1Selecting a software development life cycle rhedthe software
quality life cycle, modeling process, life cycle dads,

3.2Selecting a software development life cycle dklmg the targe
system — requirements modeling methods, requiresvaaralysis using
self-interaction matrices, Realtime systems.

3.3Estimating project size, cost and schedule irgpsand sizing
software projects, software lifecycle managemebt,f@nction point
method, cost variance method ,

3.4Tracking the software project plan — trackindgpesnes, Earne
Value Management (EVM), precedence diagramming clwst and
schedule control, tracking remedial action.

[

5+3
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4. MANAGING SOFTWARE PROFESSIONALS

4.1 Improving team performance — basics, relativgpadrtance of
workplace, models of motivation, managing high perfance teams.

4.2Evaluating software development team — classihrtiques fol
valuating individuals.

4.3Strategy Based Evaluation methods (SEM), the Skbtess
traditional performance evaluation methods, evalgathe software
development team.

4+2

5. FUTURE OF SOFTWARE MANAGEMENT
5.1Modern project profiles, Next generation sofevaconomics

5.2Modern process transitions Agile, SCRUM appreacbf project] 2+2
management

Suggested Readings:

1. Lawrence J Petergzetting results from software development tedvtisrosoft Press
2. Walker Roycesoftware project Managemertddison-Wesley

3. Sanjay Mohapatra, Software Project Managemesig&ge Learning

LEARNING OUTCOMES

1. Through this course the students will be able tanderstand the development process
of software.

2. The students will also be able to understand the&arious ways to manage software ang
software professionals in an organisation.

Course Course Title Level of Knowledge Type of Course 7 No
Code of Credits

MB84 SOFTWARE QUALITY S4 Working ElectiveCourse 3
03/0410 | MANAGEMENT

Course Objective

1. To provide a sound knowledge about software qué among management students

2. To know software quality tools and testing procgses in software development
environment

Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. INTRODUCTION
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1.1Software Quality: Meaning and definition of Sadte Quality.
1.2Quality control v/s Quality Assurance, Qualityssiirance in
Software at each Phase of SDLC.
1.2 Quality Management System in an organization. 4+2
1.5 Need for Software Quality Assurance group.
1.5Software CMM and other Process improvement Model
2. SOFTWARE QUALITY MEASUREMENT AND METRICS
2.1Product Quality Metrics: Defect Density, Custonferoblems
Metric, Customer Satisfaction Metrics,
2.2In-Process Quality Metrics: Defect Arrival PattePhase-Based 442
Defect Removal Pattern, Defect Removal Effectivenes
2.3Metrics for Software Maintenance: Backlog Mamaget Index,
Fix Response Time, Fix Quality
3. BASIC QUALITY TOOLS
3.1llshikawa’s Diagram, Pareto Diagram, Histogram,
3.2Run Charts, Scatter Diagram, Control Charts,s€af Effect 2+2
Diagram,
3.3Relations Diagram,
4. SIX SIGMA METHODOLOGY
4.1Define Six sigma. Tracking Xs and Ys.
4.2Six ingredients of Six Sigma.
4.3 Three ways to Six Sigma — Process ImprovemBnbcess
Design/Redesign, Process Management. 543
4.40rganizing for six sigma — Leadership Group jédatoSponsors &
Champions, Implementation leader, Master Black ,Belack Belt,
Team, Process owners.
4. 5DMAIC Vs DMADV process
5. SOFTWARE VERIFICATION, VALIDATION & TESTING
5.10bjectives and Limits of Testing, Value Vs Caftesting.
5.2Test Planning, Static Testing, Functional TegstirStructural 3+3
Testing, Performance Testing.
5.3Testing Environment, Automated Testing Tool.
5.4Analysing and Interpreting Test Results.

Suggested Readings:
1. Nina S Godbol&software Quality Assurancilarosa Publishing House Pvt. Ltd

2. Stephen H. Kan, KarMetrics and Models in Software Quality Engineerif@gcond
Edition, Pearson Education, Inc.
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3. Gerald D. Everett, Raymond McLeo&oftware Testing- Testing Across theEntire
Software Development Life Cyclmhn Wiley & Sons , Inc Publication.

4. Pankaj JaloteCMM in Practice. Processes for Executing Softwarejdets atinfosys
Pearson Education

LEARNING OUTCOMES

1. | The participant will be able to the software quality tools and testing processes in
software development environment.

2. | The participant will be able to understandthe quality requirement of a software.

INTERNATIONAL BUSINESS ELECTIVES

Course Code| Course Title Semester &Level of Type of Course& No. of
Knowledge Credits

MBS85 INTERNATIONAL FINANCIAL S3 Working Elective Course 3

03/0401 SYSTEM

Course Objective

1. To provide an introduction about international financial system to the participants.

2. To familiarize the participants concepts of extange rate determination and foreign
exchange markets

3. To familiarize the participants on international financial markets, instruments and
debt crisis.
Module | Title & Contents No. of Sessions
No.

LT (Indicative)

1. INTERNATIONAL FINANCIAL SYSTEM

1.1Introduction to International Financial Systertelnational
Monetary System: Features and requirements

1.2System of exchanging currencies — From Brettaod¥ system td 4+92
free float and convertibility

1.3Pegging of currencies —Target Zone Arrangement
1.4European monetary system; International liquidit

2. EXCHANGE RATE

2.1Exchange Rate Determination — Exchange raterndigtgtion in
spot and forward market — Interest Rate Parity JJRRurchasing
Power Parity, Fisher open equation Monetary andf@mr balance
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approaches 4+2

2.2Short run demand and supply theory, BOP theang Growth
theory

1.6 Forecasting Exchange Rate

3. FOREIGN EXCHANGE MARKETS
3.1Foreign Exchange Markets and its Activities Eagye rate
Quotations and Practices
3.2Foreign exchange market activities; Forex Expmsand Risk 4+2
Management
3.3Arbitraging, hedging, forward contracts, forfegt and speculation
4. INTERNATIONAL FINANCIAL MARKETS AND
INSTRUMENTS
4 linternational Financial Markets and Instrumen@&hanging
Scenario
4.2International Capital and Money Market Instrutsen 5+2
4.3International Development Banking; Euro — CuckeMarkets
4 .4international Securities Markets and InstrumerBond and Noteg
Market; Equity Market, GDR,ADR, EDR
5. INTERNATIONAL DEBT CRISIS
5.1International Debt crisis Causes and impacdherDeveloping
and Developed Countries 342

5.2Challenges of International Debt Crisis
5.3Case Studies on Debt Crisis

Suggested Readings:

1.

© 0 N o 0 b~ DN
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Sharan V, International Financial Management, Rrerall of India Private Ltd, New Delhi
Seth A.K., International Financial Management,|&lde

Jeff Madura, International Financial Managemertt,Edition, Thomson India

Levi, Maurice, International Finance, McGraw Hiticl, New York

Shapiro C, Alan, Multinational Financial Managemeéftiley India

Apte, P.G. International Financial Management, Boedition, Tata McGraw-Hill

Aswath Damodaran, Corporate Finance -Theory anctiPea Wiley & Sons Inc,2nd Edition
Aswath Damodaran, Investment Valuation , Wiley ,BEdition

Indian Journal of International Business and Fieanc

. Asian Economic Bulletin
. Asian Journal of Management Cases
. Global Journal of International Business Research

. Economic and Political Weekly
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LEARNING OUTCOMES

1. The participant will be able to understand the wrking of International Monetary
System

2. The patrticipant will be able to understand Forejn Exchange Markets.

3. | At the end of this course, the participants willget conceptual clarity and logical
aspects of foreign exchange markets, internationfihancial markets and instruments.

Course Code| Course Title Semester &Level of Type of Course& No. of
Knowledge Credits

MB85 INTERNATIONAL S3 Working Elective Course 3

03/0402 MARKETING

Course Objective

1. To familiarize the participants basic conceptsndéinational Marketing.

2. To familiarize the participants on factors decidinggrnational Product and its Pricing

3. To familiarize the participants basic conceptsariaus International Promotional Strategies

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. INTRODUCTION TO INTERNATIONAL MARKETING
1.1 Nature, importance and scope of international margge

1.2 International market orientation and involvememtetnational
marketing management process — an overview. 4+92

1.3 Influence of physical, economic, socio, culturaglifical and
legal environments on international marketing, apens;

1.4 Scanning and monitoring global marketing environtnen

International marketing information system.

2. INTERNATIONAL MARKET SEGMENTATION

2.1 International Market Segmentation and Positioninge&ning
and selection of markets;

2.2 International market entry strategies. Internatiédtraduct
R . - 4+2
Planning: Major Product and Services decisions.

2.3 Product standardization vs. adaptation;
2.4 Managing product line
2.5 International product life cycle (IPLC
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PRICING FOR INTERNATIONAL MARKETS
3.1Factors affecting international price determorat
4.2International pricing process and policies

4.3 Delivery terms and currency for export price quiota 4+2

4.4 Transfer pricing. International Distribution Decigk:
Distribution channel strategy — International disition
channels, their roles and functions

4.5 Selection and management of overseas agents
4.6 International distribution logistics inventory maesent

INTERNATIONAL PROMOTION STRATEGIES
4.1 Communications across countries complexities asukss,

4.2 International promotion tools and planning —Advsrt,
personal selling, publicity and sales promotion;

4.3 Developing international promotion campaign;

4.4 Planning for direct mail, sales literature, tradeird and
exhibitions.

INTERNATIONAL MARKETING PLANNING

5.1International Marketing Planning, Organising &uahtrol 4+2
Emerging trends in International Marketing;

5.2International Marketing through Internet;

5.3Ecological concerns and International Marke#tigcs

Suggested Readings:

1.

IR

Francis Cherunilam, International Marketing, Hinyad@ublishing House, Mumbai.
Jain, Subash C., International Marketing, South{éfes

Rajagopal, International Marketing, Vikas Publighiouse.

Kumar, V., International marketing research, PHaireng

Rakesh Mohan Joshi, International Marketing, Oxfdrdversity Press, New Delhi,2005.

J. S. Rathor& B. S. Rathor, Export Marketing, Hiaya Publishing House,
Mumbai,2016.

Malhotra, N. K., International marketing resear@mn-applied orientation, Person
Education.

Schmidt, M.J., Hollensen, S., Marketing researamimernational approach, Prentice
Hall.

Craig, C.S., and Douglas, S.P., International ntargeesearch, John Wiley, New York

10. Malhotra N. K., and Dash, S., Marketing researchafiplied orientation, Pearson

Education, India.
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LEARNING OUTCOMES

1. | The participant will gain knowledge on factors di#g International Product and it's
Pricing

2. | The participant will understand basic conceptsasfous International Promotional
Strategies

3. | The participant will be familiarized with the IntextionalMarketing Research Process

Course Code| Course Title Semester &Level of Type of Course& No. of
Knowledge Credits
MB85 IMPORT EXPORT S3 Working Elective Course 3
03/0403 POLICIES AND
PROCEDURES

Course Obijective

1. | To familiarize the participants basic conceptsngbort/export formalities.

2. | To familiarize the participants on important int&tional trade terms.

3. | To familiarize the participants processing of apant/export order.

Module | Title & Contents No. of Sessions
No. LT (Indicative)

1. REGISTRATION FORMALITIES FOR EXPORTS/IMPORT

1.1 EC Code, DGFT,CB, Regional Licensing authasijtexport

Promotion Councils, Tax, Excise Authorities.

1.2Various types of Exports: Merchant/Manufacture, 4+92

1.3 Government regulation on Export/Import - Banneohited,
canalized, restricted items; Status house holdengfiis.

2. INTERNATIONAL TRADE TERMS
2.1 INCOTERMS 2010-FOB,CIF,EXW
2.2 UCPDC-UCP 600; Trade contract and Trade elements;

2.3 Export Payment Terms: Credit Risk Management arytheat 4+2
terms;

2.4 Main features of payment terms Advance paymentnOpe
Account, Documentary Credit;

2.5 Letter of Credit and parties involved; Types of I-C;
Documentary bills for collection —DP and DA,
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2.6 Marine and Credit Insurance

IMPORTS

3.1 Preliminaries, Procedures & Policies, Governmerguragions on
Import- Negative lists;

3.2 Categories of Importers- Actual/Non-Actual useelise, Special
schemes for Importers-EPCG, Duty exemption and Sgiomn,
DFIA,DBK,EOUs, SEZ,STPs etc;

3.3 Documentation-Transport documents, bill of entriyway bill,
Certificate of Inspection, Certificate of MeasuremeFreight
Declarations

4+2

PACKING AND LABELING OF EXPORT CONSIGNMENTS

4.1 Central Excise Rules, Cargo Insurance and Clairmdeiures,
Declaration of Exports and forms GR/SDF/PP/SOFTEX,

Custom Clearance of Export Cargo; 4+2

4.2 Quality Control and Pre-shipment Inspection;
4.3 EIA/EIC; ISO 9000/BIS 14000

PROCESSING OF AN EXPORT ORDER
5.1 Documents — ADS-commercial and Regulatory Documents

5.2 Transport Documents, Invoices, Bill of exchangd,, Bhipping 4+2
bill, certificate of origin-GSP, Customs House Agen

5.3 Pre-Shipment Export Documents, Letter of CreditcDuents
relating to it, Export Incentives, Export Housesiga.

Suggested Readings:

1.
2.

10.

J. S. Rathor & B. S. Rathor, Export Marketing, Hiaya Publishing House, , Mumbai,2016.

Khushpat S. Jain, Export Import Procedures & Docuaten, Himalaya Publishing House,
Mumbai, 2015.

Export- Policy, Procedures and Documentation by.Mlahajan, Show white, 24th Edition,
2010 International Business Management, Text amg&dutta, Excel Book

Ram Paras, Exports: What, Where and How?, Anupastidations, New Delhi

Export Import Procedures & Documentation by Dr. Kpet S. Jain, HPH, 5th Revised
Edition, Aug. 2007

Export Marketing by B. S. Rathor & J. S. Rathor H{Brd Revised & Enlarged Edition,
2006

Export Management by T. A. S. Balagopal, HPH, 18#&vised Edition, 2006 Export
Management by D.C. Kapoor, Vikas Publishing Ho28§9

Ministry of Commerce, Handbook of Procedures, Vagrhand Il, Government of India,
New Delhi.

Export Procedures and Documentation by M.D. Jitendajat Publications, Delhi.

Export Markets and Foreign Trade Management byiR&#adia, Kanishka Publications,
New Delhi.

11. www.eximbankindia.com
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LEARNING OUTCOMES

The patrticipant will understand basic concepts famport/export formalities.

The student will gain knowledge on important inérnational trade terms.

The participant will be able to comprehend the pcessing of an import/export order.

Course Code| Course Title Semester &Level of Type of Course& No. of

Knowledge Credits

MB85

03/0404

RESOURCE
MANAGEMENT

INTERNATIONAL HUMAN S3 Working Elective Course 3

Course Objective

To provide a conceptual base on International Hman Resources Management

To familiarize the participants techniques for aiking up global HR assignments

To familiarize the participants concepts on pratices and programs for global HR

management

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

HR AND GLOBAL BUSINESS CHALLENGE

1.1 The differences between domestic and internatidoahan
Resources

1.2 The Various perspectives and approaches of InienatHuman
Resource Management

3+2

THE ROLE OF CULTURAL UNDERSTANDING

2.1 Culture and HR functions in a global subsidiarynRiag
Recruitment and Selection, Staffing Policies

2.2 Performance Management of international employees
2.3 Performance Appraisal in a global context
2.4 Recent innovative methods in HRM.

ORIENTING AND TRAINING EMPLOYEES FOR GLOBAL
ASSIGNMENTS

3.1 Approaches to Training

3.2 Integrating business strategy with internationaihing &
development.

3.3 Compensation-various approaches

3.4 Factors affecting compensation systems benefits
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3.5 The Adjustments and Incentives

4. ILO AND INTERNATIONAL LABOR RELATIONS

4.1 Key issues, Various Agreements International Lalsbamndards

4.2 Safety and fair Treatment, Repatriation: ProcesshlPms and
Solutions.

4.3 International Labour Organisation and Internatidredour
Laws — International Labour Standards — Internation
Programme on Elimination of Child Labour (IPEC)atinal
Initiatives on Child Labourwith prioritygiven to ¢hurgent
elimination of the worst forms of Child Labour

5. MNC's and HR Policies

5.4 Human Resources Practices and Programs adoptesldn U

5.5 HR Practices in Major European (Russia, FranceGerthany) 4+2
and Major Asian countries (Japan, China and India).

Suggested Readings:

1.
2.

P.L Rao, International Human Resource managemeng| Books.

Arun Monappa, Ranjeet Nambudiri, Patturaja Selvamaustrial relations & Labour Laws. Tata
McGraw Hill. 2012

Dowling PJ and Welch DE, International Human ReselManagement, Cengage Learning,
Thompson.

Pawan Budhwar, Managing Resources in Asia-Pagtiitledge Taylor & Francis Publication.

Paul Sparrow, Chris Brewster and Hillary Harrisplllizing Human Resource Management,
Rout ledge Taylor & Francis Publication.

Randal Schuler & Susan Jackson, Managing HumanurResoin Cross-Border Alliances,
Rutledge Taylor & Francis Publication.

Monappa, Nambudri and Selvaraj, Industrial Relatiand Labour Laws, 2nd Edition, Tata
McGraw-Hill, 2012.

Websiteswww.india-laws.comwww.lawinfo.com

Journals — Management and Labour Studies, IntematlLabour Review

LEARNING OUTCOMES

1. The patrticipant will understand the global HR management challenges

2. The patrticipant will analyze the techniques fotaking up global assignments.

3. The participant will gain thorough knowledge onpractices and programs for global
HR management.
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Course Code| Course Title Semester &Level of Type of Course& No. of

Knowledge Credits

MB85

03/0405

PRACTICES

GLOBAL TRADE S3 Working Elective Course 3

Course Obijective

To familiarize the participants concepts of intdioaal trade.

To familiarize the participants on India’s foreigade and policies.

To introduce participants about Indian Governmetd in fostering international trade in

India.

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

INTERNATIONAL TRADE

1.1 Need and Importance of International Trade - Legdountries

1.2 Pattern and Structure of Global Trade, Major Trddlecks:

NAFTA, EEC, ASEAN, Tariff and Non-tariff Barriers
1.3 Recent Trends in World Trade

4+ 2

INDIA'S FOREIGN TRADE AND INVESTMENTS

2.1 Pattern and Structure of India’s Foreign Trade;

2.2 Terms of Trade

2.3 Foreign Investment Flows — FDI

2.4 India’s Balance of Payments Account and Corred#olicies.

3+ 2

INDIA’'S FOREIGN TRADE POLICY
3.1 FTP 2015-20 highlights-MEIS,SEIS etc.

3.2 Export Promotion — Import Policy and Control — Fgre
Investment Policy — Policy Framework for FDI in iap

3.3 Nature and Characteristic Features of Exim docusaé&idl and
Documentation;

3.4 EXIM Policy Framework: DGFT, Legal framework, Objee
of EXIM policy;

3.5 Policy Overview — Facilities and Restrictions.

4+2

ROLE OF GOVERNMENT IN INDIA’S FOREIGN TRADE
4.1DGFT — FEMA-EPC;EQOU — EPZ — SEZ in India, Goweemt
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support for International Trade-Schemes and Incesti

4.2Credit Risk Management: Export Credit Insuran€zoncept and
importance

4.3Role of Export Credit Guarantee Corporation (EX,GCovers
issued by ECGC

4.4 Financial Guarantees

4+2

4.5 Coverage of Commercial and Political risks — Proces and
Documentary requirements.

INTERNATIONAL TRADE BODIES AND REGULATIONS
5.1 WTO,WIPO-TRIPS, TRIMS, GATS,GSP;

5.2 India’s Trade relationship with major Trade Blonstlie world —
India’s Trade agreements with various blocs.

5.3 International Trade Laws: International Contracfs Sale of

Goods Transactions 5+2

5.4 International Trade Insurance—Patents-Trademarkss@t
and Neighbouring Rights

5.5 Plant Variety Protection, Traditional Knowledge pBdiversity,
Geographical Indications

Suggested Readings:

1.

© 0o N o 0 b~ WD

Francis Cherrunilam, International Trade and Exptahagement, Himalya Publishing
House, 2009.

Indian Economy by Ruddar Datt & K.P.M. Sundaranst@dition, S Chand& Sons

H. Elhanan, International trade and trade policyT Mress

Ram, Paras, Exports: What, Where and How?,Anupastidations, New Delhi.
Salvatore D, International Economics, John Wile$@éns.

SubbaRao P, International Business, Himalya PuhtisHouse

Indian Economy by Misra & Puri, 4th Edition, Himgé&Publishing House

Ministry of Commerce, Handbook of Procedures, Vagrhand 1l, Government of India

http://www.wto.org/

10. http://www.imf.org/external/index.htm

LEARNING OUTCOMES

1. The participant will be familiarized with the concepts of international trade.
2. The participant will be able to understand the ole of government in foreign trade
3. The student will have a thorough knowledge on &de laws and trade insurance.
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Course Code| Course Title Semester &Level off Type of Course& No. of

Knowledge Credits

MB85

03/0406

ECONOMIC
ORGANISATIONS

INTERNATIONAL S4 Working Elective Course 3

Course Objective

To provide an introduction on relevance of intenational economic organizations.

To provide an introduction on important international trade agreements and

economic integration.

To familiarize the participants on important regonal trade blocs and its impact on

India’s global trade.

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

INTERNATIONAL ORGANISATIONS
1.1 International Monetary Fund (IMF):

1.2 World Bank Group-International Bank for Reconstimctand
Development (IBRD)

1.3 International Development Agency (IDA)
1.4 International Finance Corporation (IFC)
1.5 Multilateral Investment Guarantee Agency (MIGA)

5+2

INTERNATIONAL AGREEMENTS ON TRADE & SERVICE
2.1 General agreement on Tariffs and Trade (GATT);
2.2 World Trade Organisation (WTO);

2.3 WTO Agreement, Tariff and Non- Tariff restrictioriayestment
and transfer of technology, Quota restriction amig @umping,
permissible regulations, Dumping of discarded tetbgy and
goods in International Markets.

2.4 United Nations Conference on Trade and Development
(UNCTAD)

2.5 International Labour Organisation(ILO).

4+ 2

ECONOMIC INTEGRATION AND COOPERATION
3.1 Meaning and Scope, rationale and objectives
3.2 Forms of Integration, Integration Theory

3.3 Benefits and Disadvantages of RIAs

3.4 Economic Integration of Developed Countries andddeving
countries.

4+2
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4. SELECTED REGIONAL BLOCKS
4.1 NAFTA, EU, ASEAN, SAARC, SAPTA
4.2 Indo-Lanka Free trade, Indo -Singapore CECA 4+2
4.3 Globalization vs. Regionalization.

5. India and International Economic Organisations

5.1 India’s Trade relationship with major Trade Bloonghe world
5.2 India’s Trade agreements with various blocs;
5.3 India and Regional cooperation 4+2

5.4 Impact of international economics organisationitian’s trade
and service — WTO, WIPO etc.

Suggested Readings:

1. Cherunilam Francis, International Economics, TAT&Gtaw-Hill Publishing Company Ltd,
New Delhi.
Pugel, Thomas, International Economics, 13th editidcGraw-Hill-Irwin, 2007
International Economics Theory and Policy , 6/EIlRaugman, Maurice Obstfeld, Pearson
Education
International Economics, 9/E, Robert Carbaugh, @gag- South Western
International Business , 12/E, John Daniels, LedeRaugh, Daniel Sullivan and Prashant
Salwan, Pearson

6. Edward Leamer, editor, International Economics, #W&eries in Outstanding Contributions,
Worth Publishers, 2001

7. Jagdish N. Bhagwati, Arvind Panagariya, and T. fhi®san, Lectures on International
Trade, second edition (Cambridge, MA: MIT Pres€8)9
Krugman P.R and M. Obstfeld , International EcorasmiTheory and Policy, Pearson.
Salvatore D, International Economics, Wiley India

10. Friedman, Thomas, The World is Flat, 2nd editicaryr&r, Strauss and Giroux, New York,
2006

11. Paul R. Krugman, Rethinking International Tradert®edge, MA: MIT Press, 1990).

12. Websiteshttp://www.wto.orghttp://www.imf.org/external/inddxm

13. Journal - Asian Economic Bulletin

LEARNING OUTCOMES
1. The patrticipant will understand the relevance binternational economic
organizations
2. The participant will understand important intern ational trade agreements and
economic integration.
3. The patrticipant will gain knowledge on regionakrade blocs and its impact on India’s

global trade.
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Course Code| Course Title Semester &Leve

of Knowledge

Type of Course& No. of
Credits

MB85

03/0407

INTERNATIONAL LOGISTICS S4 Working
AND SUPPLY CHAIN
MANAGEMENT

Elective Course 3

Course Objective

To provide an introduction on concepts and releance of logistics and supply chain

management in international trade.

To familiarize the participants concepts of variousmodes of transport and

warehousing of merchandise goods.

3.

To familiarize the participants concepts of supplychain drivers.

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

MARKETING LOGISTICS

1.1 Concept, objectives and scope;

1.2 Relevance of logistics in international marketing;

1.3 International supply chain management and logistics
1.4 Concept of customer service;

1.5 Third and Fourth Party Logistics

1.6 Total cost approach to Logistics.

4+2

GENERAL STRUCTURE OF SHIPPING AND AIR
TRANSPORT

2.1 Characteristics, liner and tramp operations;

2.2 Code of conduct for liner conferences;

2.3 Freight structure and practices;

2.4 Chartering principles and practices

2.5 UN convention on shipping

2.6 Air transport — Air freight — IATA — Cargo handling
2.7 Freight structure and operations

2.8 Carrier consignee liabilities.

DEVELOPMENTS IN OCEAN TRANSPORTATION

3.1 Containerization-types;

3.2 CFS and ICD; Dry ports;

3.3 Multi-modal transportation and CONCOR;

3.4 Role of intermediaries including freight bookingjging
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3.5 Inventory control and Warehousing: Inventory mamaget —

3.6 Significance and types of warehousing facilities

agents, C&F agents, Ship owner and shipper cottisulta 4+2
arrangements.

concepts and application to international marketing

4. SUPPLY CHAIN
4.1 Definition — scope and importance of supply chain
4.2 supply chain drivers and metrics — 3+2
4.3 Designing supply chain network: Distribution netkor
4.4 Factors influencing distribution
4.5 Transportation decision in supply chain management
5. FORECASTING AND PLANNING IN SUPPLY CHAIN

MANAGEMENT

5.1 Measuring Logistics Costs and Performance-
5.2 Co-ordination in supply chain management-
5.3 Role of IT in supply chain management.

5.4 Global Merits of Logistics Management

4+2

Suggested Readings:

1.

© © N o

12.
13.

K. ShridharaBhat, Logistics and Supply Chain Mamaget, Himalaya Publishing House,
Mumbai, 2014.

Sudalaimuthu S, Raj S. Anthony, Logistics Managednf@minternational Business: Text
and Cases, Prentice-Hall of India Pvt. Ltd.

Ronald H. Ballou and Samir K. Srivastava, Busirasgistics and Supply Chain
Management, Pearson education, Fifth Edition

Sunil Chopra and Peter Meindl, Supply Chain ManagerStrategy Planning and
Operation, PHI Learning / Pearson Education, 2007.

Branch Alan, Global supply chain management aretmattional logistics, Routledge,
2009

David P, International Logistics, Biztantra, Newlile 2006.
Ballau, R.H., Business Logistics Management, Peeritiall, Englewood Cliffs.
Murphy, Paul R. and Donald F. Wood, Contemporargigtics, Prentice Hall.

Marks, Daniel, Shipping Cartels. 9. Shapiro, R gistics Strategy: Cases and Concepts,
West Publishing, St. Paul.

. Coughlan, A.Anderson, E. and Louis W. Stern, MangeChannels, Prentice Hall.
11.

Bowersor, Donald J and David J Closs, Logisticsagament and IntegratedSupply
Chain Management, Tata McGraw Hill.

Christopher, M., Logistics and Supply Chain ManagetnPrentice Hall

Journals - ICAO Journal, New York., Indian Shippargd Transport, Mumbai, The
Marine Times, Mumbai, International Journal of Lstgis Management Foreign Trade
Review
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LEARNING OUTCOMES

1. The participant will gain knowledge on conceptand relevance of logistics and supply
chain
2. The participant will understand various modes otransport and warehousing of
merchandise goods.
3. The participant will analyze the concepts of sypy chain drivers
Course Code| Course Title Semester &Leve| Type of Course& No. of
of Knowledge Credits
MB85 INTERNATIONAL TRADE S4 Working Elective Course 3
03/0408 PROMOTION STRATEGIES
Course Obijective
1. To familiarize the participants concepts of Intenational Advertising, Media Planning
and analysis.
2. To familiarize the participants on International Sales Promotion and information on
International Trade Promotion Organizations.
3. To familiarize the participants on Government Rgulations/Incentives on
import/export of promotional materials.
Module | Title & Contents No. of Sessions
No. LT (Indicative)
1. GLOBAL ADVERTISING
1.1Global market segmentation and advertisingegat
1.2 Advertising media, branding, selecting of atisgrg agency
1.3 Branding decisions in International trade 4+2
1.4 Brand piracy.
2. MEDIA PLANNING AND ANALYSIS
2.1 Tactical considerations, specific media information
2.2 Media limitation legal and tax consideration
2.3 language limitation, cultural diversity productiand cost 4+2
limitation
2.4 International control of advertising
3. SALES PROMOTION
3.1Sales Management for exporters, Export Sales Qrgaons
3.2Government Regulations for Import and Export 4+2
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3.3 Export Salesman — characteristics, recruitrardttraining
routing of salesman, Foreign language skills

3.4Sales Promotion Restrictions.

EXPORT PROMOTION
4.1Export Promotion Organization
4.2Foreign Embassy Support 3+2

4.3 ITPO,DGFT,DGCI&S, CGPDTM,SEZ,APEDA,FIEO, IIFT,
MPEDA

4.4 Commodity Boards and Export Promotion Councils

INTERNATIONAL AGENCIES FOR TRADE PROMOTION
5.1Major Global Trade Fairs/Exhibitions
5.2Commodity/Sector 4+3
5.3Government support for trade promotion-incerstive
5.4Use of Internet for Trade Promotion

5.5Emerging trends in International Trade Promotion

Suggested Readings:

1. Francis Cherunilam, International Marketing, Hinyadublishing House, Mumbai.
2. Rakesh Mohan Joshi, International Marketing, Oxfdrdversity Press, New Delhi, 2005
3. Rathor J S & Rathor B S, Export Marketing, Himal®ublishing House, Mumbai, 2016.
4. Books 1. Keller: strategic Brand Management, PeaEshication, 2010
5. Belch & Belch : Advertising & Sales Promotion, Ta&laGraw Hill 2009
6. Advertising & sales promotion by Kazmi & Batra (EEkdooks)
LEARNING OUTCOMES
1. The participant will be familiarized with the concepts of International advertising,
media planning and analysis.
2. The patrticipant will gain knowledge on International sales promotion and
International trade promotion organizations.
3. The participant will understand the Government Regulations/incentives on

import/export of promotional materials.
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Course Code

Course Title

Semester &Leve
of Knowledge

Type of Course& No. of

Credits

MB85
03/0409

INTERNATIONAL BUSINESS

S4 Working

Elective Course 3

NEGOTIATIONS

Course Objectives

To familiarize the participants concepts of Intenational Business negotiations

To familiarize the participants on Cultural Aspects of International Business

Negotiation

To familiarize the participants on Frameworks am Support for International

Business Negotiations

Module
No.

Title & Contents

No. of Sessions
LT (Indicative)

NATURE OF INTERNATIONAL BUSINESS NEGOTIATIONS
1.1 Framework for international business negotietio

1.2 Background factors - Impact of national cultureganizationa
culture and personality on

buyer-seller interaction

1.3 Model of the negotiation process with differestitategies an
planning

1.4 Distributive bargain and integrative negotiaio

4+2

CULTURAL ASPECTS OF INTERNATIONAL BUSINESS
NEGOTIATION

2.1 Role of culture, patterns of cross-culture éraand
communication

2.2 Importance of understanding the negotiatingrentions
2.3 Expectations between foreign counterparts

2.4 Comparative and inter-cultural studies of niegioiy behavior

INTER-FIRM NEGOTIATION STUDIES
3.1 Buyers’ negotiating strategies in internatics@lrcing

3.2 Negotiating sales export transaction and agegreements
Negotiating licensing agreements

3.3 Negotiating international joint ventures, pobge

3.4 Cooperative negotiation for mergers and actjins.

4+2
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4. FRAMEWORKS AND SUPPORT FOR INTERNATIONAL
BUSINESS

NEGOTIATIONS 3492
4.1 Mutli-national, bilateral trade agreements
4.2 Government supported trade delegations
4.3 International trade fairs, international traghouses, industry

associations.

5. ETHICS IN NEGOTIATIONS

5.1 Differences from an ethical perspective of the ingace of
relationship development 4+3
5.2 Negotiating strategies, decision making methodstraoting
practices, illicit behaviours such as bribery

5.3 Best practices in negotiations, business etiquegesonality

and negotiation skills

Suggested Readings:
1. Claude Cellich, Subhash Jain -Global Business Natimis: A Practical Guide ,
South-Western Educational Publishing 2004

2. Pervez N. Gauri and Jean Claude Usunier, IntematiBusiness Negotiations, Elsevierltd
2008

Robert T. Moran and William G. Stripp, Successfuernational Business gotiations,2004
Leigh L, Negotiation Theory and Research. Thomp2603

LEARNING OUTCOMES

1. The participant will be familiarized with the concepts of International Business
negotiations

2. The participant will gain knowledge on Cultural Aspects of International

Business Negotiation

3. The participant will understand the importance d Ethics in Negotiations
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Course Code| Course Title Semester &Leve| Type of Course& No. of

of Knowledge Credits

MB85 INTERNATIONAL S4 Working Elective Course 3

03/0410 CONSUMER AND
INDUSTRIAL BUYER
BEHAVIOUR

Course Objectives

1. To familiarize the participants concepts of Intenational Consumer and Industrial

Buyer Behaviour

2. To familiarize the participants on Cross-Culturd Consumer Behaviour

Module | Title & Contents
No.

No. of Sessions
LT (Indicative)

1. INTRODUCTION

1.1 Consumer Behaviour Theory and its Applicatmiviarketing
Strategy

1.2 Consumer Buying Process: Extensive, Limited and

Routine Problem Solving Behaviours.

4+2

2. INTERNAL DETERMINANTS OF BUYING BEHAVIOUR
2.1 Individual differences among customers and etark
segmentation; Needs, motivation and Involvement

2.2 Information processing and consumer perception

2.3 Learning; Attitudes and attitude Change

2.4 Personality and psychographics (values andtyfie analysis).

4+ 2

3. MODELS OF CONSUMER BEHAVIOUR
3.1 Organisational Buying Behaviour Process

3.2 Buying Behaviour model

4+2

4. CROSS-CULTURAL CONSUMER AND INDUSTRIAL
BUYING BEHAVIOUR

4.1 Economic Demographic and socio-cultural tresmts
consumer behavior

4.2 Globalisation of consumer markets

4.3 International marketing implications

5. Innovation Diffusion and Consumer Adoption Psxe
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5.1 Diffusion of Innovation Across Nations/Cultures
5.2 Consumer Satisfaction and Other Feedbacks 4+3

5.3 Cross-Cultural Consumer Research — Complexatiésissues

Suggested Readings:

1. Francis Cherunilam, International Marketing, Hinyadublishing House, Mumbai.

2. Rakesh Mohan Joshi, International Marketing, Oxfdrdversity Press, New Delhi, 2005
Rathor J S & Rathor B S, Export Marketing, Himal®ublishing House, Mumbai, 2016.
Books 1. Keller: strategic Brand Management, PeaEstucation, 2010
Belch & Belch : Advertising & Sales Promotion, TataGraw Hill 2009
Advertising & sales promotion by Kazmi & Batra (Ekdooks)

o g bk~ w

LEARNING OUTCOMES

1. The patrticipant will be familiarized with the concepts of Individual Consumer
Behaviour.

2. The participant will gain knowledge on International consumer Behaviour.

3. The participant will understand the models of casumer behavior and Cross cultural
consumer behavior.
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