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Definitions of Keywords

The following are the definitions/descriptions that have been
followed for the different terms used in the Regulations of Master
of Business Administration (MBA) Programme:

1. Programme: [s an educational programme in Business
Administration leading to award of Degree. It involves
events/activities, comprising of lectures/ tutorials/ laboratory
work/ field work, outreach activities/ project work/ vocational
training/ viva/ seminars/ internship/ assignments/ presentations/
self-study/ quiz etc, or a combination of some of these.

2. Branch: Meansspecialization or discipline of MBA.

3. Semester: Refers to one of the two sessions of an academic year
(vide: serial number 4), each session being of sixteen weeks
duration (with working days greater than or equal to ninety).The
odd semester may be scheduled from August and even semester
from February of the year.

4. Academic Year:Refers to the sessions of two consecutive
semesters (odd followed by an even) including periods of
vacation.

5. Course: Refers to usually referred to as ‘papers’ and is a
component of a programme. All Courses need not carry the same
weight. The Courses should define learning objectives and
learning outcomes. A Course may be designed to comprise
lectures/ tutorials/ laboratory work/ field work/ outreach
activities/project work/ vocational training/ viva/ seminars/ term
papers/assignments/ presentations/ self-study/quiz etc. or a
combination of some of these.

6. Credit: Refers to aunit by which the Course work is measured. It
determines the number of hours of instructions required per
week. One credit is equivalent to one hour of lecture or two hours
of laboratory/practical Courses/ tutorials/ fieldwork per week
etc.

7. Audit Courses: Means Knowledge/ Skill enhancing Courses
without the benefit of a grade or credit for a Course.

8. Choice Based Credit System (CBCS): Refers to customizing
the Course work, through Core, Elective and soft skill Courses,
to provide necessary support for the students to achieve their
goals.
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10.

11.

12.

13.

14.

15.

Course Registration: Refers to formal registration for the
Courses of a semester (Credits) by every student under the
supervision of a Faculty Advisor (also called Mentor,
Counseloretc.) in each Semester for the Institution to maintain
proper record.

Course Evaluation: Means Continuous Internal Evaluation
(CIE) and Semester End Examinations (SEE) to constitute the
major evaluations prescribed for each Course. CIE and SEEto
carry 40 % and 60 % respectively, to enable each Course to be
evaluated for 100 marks, irrespective of its Credits.

Continuous Internal Evaluation (CIE): Refers to evaluation
of students achievement in the learning process. CIE shall be by
the course instructor and includes tests, homework, problem
solving, oral examination, group discussion, quiz, mini-project,
outreach activities and seminar throughout the semester, with
weightage for the different components being fixed at the
University level.

Semester end examinations (SEE): Refers to examination
conducted at the University level covering the entire course
syllabus. SEE is also termed as university examination.

First Attempt: Refers to a student who has completed all
formalities and has become eligible to attend the SEE and has
attended at least one head of passing, such attempt shall be
considered as first attempt.

Credit Based System (CBS): Refers to quantification of course
work, after a student completes teaching — learning process,
followed by passing in both CIE and SEE. Under CBS, the
requirement for awarding degree is prescribed in terms of total
number of credits to be earned by the students.

Credit Representation: Refers to Credit Values for different
academic activities considered, as per the Table.1. Credits for
seminar, project phases, project viva—voce and internship shall
be as specified in the Scheme of Teaching and Examination.

Table 1: Credit Values

Theory/Lectures (L) Tutorials (T) Laboratory/Practical (P) | Credits Total
(hours/week/Semester) | (hours/week/Semester)| (hours/week/Semester) (L:T:P) | Credits

4 0 0 4:0:0 4

3:0:0

2:1:0

2:0:1

2:1:1

(=31 SN S} \S) JOS}
(=3} SR} S ) Kl
[o N SIN S ) el )
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0:0:3
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16.

17.

18.

Letter Grade: It is an index of the performance of students in a
said Course. Grades are denoted by letters S, A, B, C, DD, Eand F.

Grading: Grade refers to qualitative measure of achievement of
a student in each Course, based on the percentage of marks
secured in (CIE plus SEE). Grading is done by Absolute Grading
[Refer: 18OMB6.0]. The rubic attached to letter grades are as
follows:

S — Outstanding, A — Excellent, B — Very Good, C — Good, D —
Above Average, E—Average and F — Fail.

Grade Point (GP): Refers to a numerical weightage allotted to
each letter grade on a 10-point scale as under.

Letter Grade and corresponding Grade Points on a typical 10 - Point scale

Letter Grade S A B C D E F
Grade Point 10 09 08 07 06 04 00
19. Passing Standards: Refers to passing a Course only when

20.

21.

22.

23.

24.

getting GP greater than or equal to 04 (as per serial number 18).

Credit Point: Is the product of Grade Point (GP) and number of
credits fora Coursei.e.

Credt points (CrP)=GPxCredits for the Course.

Semester Grade Point Average (SGPA): Refers to ameasure of
academic performance of student/s in a semester. It is the ratio of
total credit points secured by a student in various Courses of a
semester and the total Course credits taken during that semester.
[Refer:180MB6.0]

Cumulative Grade Point Average (CGPA): Is a measure of
overall cumulative performance of a student over all semesters.
The CGPA is the ratio of total credit points earned by a student in
various Courses in all semesters and the sum of the total credits of
all Courses in all the semesters. It is expressed up to two decimal
places. [Refer: 18OMB6.0]

Grade Card: Refers to the certificate showing the grades earned
by a student. A grade card shall be issued to all the registered
students after every semester end examination. The grade card
will display the Programme details (Course code, title, number of
credits, grades secured) along with SGPA of that semester and
CGPA earned till that semester.

University: Visvesvaraya Technological University (VTU),

Belagavi.
S
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180OMBI1.0

Title, Duration and Credits of the Programme of
Study

18OMBI1.1

The Programme shall be called Master of Business
Administration (Subject of Specialization)
abbreviated as MBA (Subject of Specialization).

18OMB1.2

The Programme shall be a full time programme
extended over a period of two academic year
duration divided into four semesters and each
semester shall be of 16 weeks duration.

180OMB1.3

Maximum Duration for Programme Completion:

A candidate shall be allowed a maximum duration
of 4 years from the first semester of admission to
become eligible for the award of the Degree, failing
which he/she may discontinue the program or
register once again as a fresh candidate to I
semester.

180OMB1.4

Prescribed Number of Credits for the Programme:

The number of credits to be completed for the award
of'degree shall be 100.

180OMBL1.5

The Calendar of events in respect of the Programme
shall be notified by the University in advance.

180OMB2.0

Eligibility for Admission (As per the
Government orders issued from time to time)

18OMB2.1

Admission to MBA Program shall be open to the
candidates who have passed recognized Bachelor’s
Degree of minimum of 3 years duration or
equivalent examination and obtained an
aggregate minimum of 50% marks taken
together in all the subjects including languages in
all the years of the Degree Examination and 45% of
marks in case of SC, ST and Category-I of
Karnataka candidates. (Reservation is applicable
only for Karnataka Candidates).
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180OMB2.2

For admissions under PGCET qualification and
Roaster system of Government of Karnataka:

There shall be an Entrance Examination (PGCET) for
admission to the MBA programme. A candidate
seeking admission to MBA Programme offered in any
of the Engineering Colleges affiliated to VTU shall
appear for this Examination. For admission under
Government quota, ranks obtained in PGCET
entrance examination, conducted by Karnataka
Examination Authority (KEA), shall be considered.

For admissions under Management Quota:

The candidates should have appeared for theEntrance
Examination conducted by KEA
(PGCET)/Karnataka Management Aptitude Test
(KMAT) or appeared and qualified under any
approved entrance examination conducted by the
authority recognized by Government of
Karnataka/VTU /any other University of Karnataka
state.

Further, there shall be an Admissions Committee for
the MBA Program consisting of the Principal of the
College as the Chairman, Head of the concerned
Department and one senior staff member of the
concerned Department. The Admissions Committee
conducts the interview and selects the candidates for
admission.

180OMB2.5

Admission to vacant seats:

Seats remaining vacant (unfilled), after the
completion of PG admission process by Karnataka
Examination Authority, shall be filled by the
Institution by inviting applications through Press
notification. The seats shall be filled by Candidates
preferably who have PGCET score. In the absence of
such Candidates, admission shall be based on merit
in the entrance test conducted at the Institution level.
An Admissions Committee, consisting of the
Principal of the College, Head of the concerned
Department and the subject experts, shall be in
charge of admissions.

180OMB3.0

Courses

180OMB2.3

(i) The candidates from Universities other than the
Universities of Karnataka shall have to obtain
Eligibility Certificate from the VTU to seek
admission to MBA program in any of the college
affiliated to VTU.

(i1) The candidates from foreign countries shall have
to obtain Eligibility Certificate from the VTU to seek
admission to MBA program in any of the college
affiliated to VTU. Further, they have to produce
equivalence certificate from the Association of Indian
Universities.

180OMB22.4

The intake under various categories (regular, SC/ST
and category I) shall be as sanctioned by the AICTE,
State Government and VTU, from time to time.
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18OMB3.1

The curriculum of the Programme shall be any
combination of following type of courses:

1) Professional Core Courses (PC) - relevant to the
chosen specialization/ branch [May be split into Hard
(no choice) and Soft (with choice), if required]. The
core course is to be compulsorily studied by a student
and is mandatory to complete the requirements of a
programme in a said discipline of study.

i) Professional Electives Courses (PE) - relevant to
the chosen specialization/ branch: these are the
courses, which can be chosen from the pool of
papers. It shall be supportive to the discipline/
providing extended scope/enabling an exposure to
some other discipline / domain / nurturing student
skills.

iii) Open Electives Courses (OE) - from other
technical and/ or emerging specialization areas.

iv) Project Work, Seminar.
v)Audit Courses (AC):

(a) The Audit course can be any credit course offered
by the program to which the Candidate is admitted
(other than the courses considered for completing the
prescribed program credits).

(b) The students interested in audit courses can

register for one audit course at a time during II to IV
semester.
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Students who have registered to audit courses,
considered on par with students registered to the
same course for credit, have to satisfy attendance and
CIE requirements. However, they need not have to
appear for SEE.

(c) Registration for any audit course, in writing, shall
be completed at the beginning of each semester. The
Institution should intimate the Registrar (Evaluation)
about the registration at the beginning of the semester
and obtain a formal approval for inclusion of the
audit course/s in the Grade cards/ Transcripts issued
to the students.

vi) Professional training/Internship (referred to as
Internship): Preferably at an industry/

R and D organization/IT company/ Government
organization/Business organization of significant
repute for a specified period mentioned in Scheme of
Teaching and Examination.

180OMB3.2

A candidate shall exercise his /her option in respect of
the electives and register for the same before the
beginning of the concerned semester. The candidate
may be permitted to opt for change of elective subject
within 10 days from the date of commencement of
the semester as per the calendar of the University.

18OMB3.3

The minimum number of students to be registered for
an Elective to be offered shall not be less than ten.

However, the above condition shall not be applicable
when the class strength is less than ten.

180MB4.0

Internship

180OMB4.1

Internship: The student shall undergo
Internship/Organization study as per the Scheme of
Teaching and Examination.

1. The internship shall be carried out in any
industry/R&D Organization/Research
Institute/Institute of national and international repute
Business organization/ recognized national and
international Professional Bodies, Societies or
Organizations.
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2. The Department/college shall nominate a faculty
to facilitate, guide and supervise students under
internship.

3. The students shall report the progress of the
internship to the internal guide in regular intervals
and seek his/her advise.

4. The Internship shall be completed during the period
specified in Scheme of Teaching and Examination.

5. After completion of Internship, students shall
submit a report to the Head of the Department with
the approval of both internal and external guides.

6. There will be 40 marks for CIE (Seminar: 20,
Internship/ Organization study report: 20) and 60
marks for Viva — Voce conducted during SEE. [To be
read along with 1I8OMB 8.1 and 9.3]

7. The internal guide shall award the CIE marks for
seminar and internship report after evaluation.
He/she will also be the internal examiner for Viva —
Voce conducted during SEE.

8. The external guide from the industry shall be an
examiner for the viva voce on Internship. Viva-Voce
on internship shall be conducted at the college and
the date of Viva-Voce shall be fixed in consultation
with the external Guide. The Examiners shall jointly
award the Viva - Voce marks.

9. (i) In case the external Guide is not available or
expresses his inability to conduct viva voce, the
Chief Superintendent shall be permitted to make
alternate arrangement. The examiner, in the order of
preference, shall be an industry person or a faculty of
another institution chosen from the list of University
examiners. The same shall be intimated to the
concerned BOE Chairperson.

(i1) In case the external Guide accepts to conduct
viva-voce examination from his/her workplace, it
shall be arranged via Video/web conferencing/
Webinar. The external Examiner shall send the
signed marks list, soon after the examination, via
email/any electronic media.
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10. The students are permitted to carry out the
internship anywhere in India or abroad. The
University will not provide any kind of Financial
Assistance to any student for internship.

project, name/s of the guide/co-guide at the time of
submission of project report to the University.

180MB4.2

Failing to undergo Internship: Internship is one of
the head of passing. Completion of Internship is
mandatory. If any student fails to undergo/complete
the Internship, he/she shall be considered as fail in
that Course and the prescribed credits shall not be
awarded in that Course. The student, however, can
submit the project dissertation and appear for viva
voce.

The student shall be eligible for the internship credits
only after satisfying the conditions prescribed for the
same during the subsequent academic year. The
reappearance shall be considered as an attempt.

180OMBS.2

Projectis one of the head of passing.

The candidate shall submit a soft copy (CD) of the
dissertation work to the University. The CD should
contain the entire Dissertation in monolithic form as
a PDF file (not separate chapters).

The Guide, after checking the report for
completeness shall upload the Dissertation along
with name, University Seat Number, address, mobile
number of the candidate, etc., as prescribed in form
available on online Dissertation evaluation portal.

180OMBS.0

Project

180MBS.1

Project work and Dissertation:

Each candidate shall carry out the project work
independently as per Scheme of Teaching and
Examinations under the guidance of one of the
faculty members of the Department in the Institution
of study. If the project is of inter-disciplinary nature,
a co-guide shall be taken from the other concerned
department.

The topic and title of the dissertation shall be chosen
by the candidate in consultation with the guide and
co-guide, ifany, during the 1l semester itself.

The subject and topic of the dissertation shall be from
the major field of studies of the candidate.
Modification of only the title but not the field of work
may be permitted at the time of final submission of
dissertation report during I'V semester. If dissertation
has to be carried out in any industry/R&D
labs/business organizations, outside the campus,
permission shall be taken from the Principal to that
effect.

The Principal, shall submit a list showing the name of
the student, University Seat Number, title of the

180OMBS.3

Plagiarism Check

Once the Guide uploads the dissertation, the same
shall be linked for plagiarism check. The allowable
plagiarism index is less than or equal to 25%.

If the check indicates a plagiarism index greater than
25%:

* For the first time, the candidate has to resubmit the
dissertation, to the Registrar (Evaluation), Regional
Center/Head Office, VTU along with the penal fees
ofRs. 2000/- (RupeesTwo thousand only).

* For the second time, the candidate has to resubmit
the dissertation along with the penal fees of Rs.
4000/- (Rupees four thousand only).

* If the dissertation is rejected again during second
resubmission with reference to plagiarism index, the
candidate shall redo the project and submit after a
semester’s time subject to provisions of ISOMB1.5.

180OMBS5.4

The dissertation shall be sent through email for
evaluation to two examiners - one internal examiner
(guide/co-guide) and one external examiner (first)
appointed by the University. The evaluation of the
dissertation shall be made independently by each
examiner.
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180MBS.5

Examiners shall evaluate the dissertation normally
within a period of not more than two weeks from the
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date of receipt of dissertation through email.

180MBS5.6 | The examiners shall independently submit the
marks through the specified link.

180MBS5.7 | Average of the marks awarded by the two
Examiners shall be the final evaluation marks for
the Dissertation.

180MBS5.8 | (a) Viva-voce examination of the candidate shall be

conducted as per 180OMBS5.10, if the dissertation
work and the reports are accepted by the external
examiner (first).

(b) If the external examiner (first) finds that the
dissertation work and the report are not up to the
expected standard and the minimum passing marks
cannot be awarded, the dissertation shall not be
accepted for SEE.

The external examiner (first) can recommend for
modifications/suggestions of dissertation or totally
reject the dissertation. The examiner shall offer
suggestions for improvement of the dissertation for
resubmission or list the reasons for rejection of the
dissertation.

(c) The resubmitted Dissertation incorporating the
modifications/suggestions [as per 18OMBS5.8 (b)]
of the external examiner (first) and satisfying the
provision 180MB5.3 shall be sent again to the
external examiner (first) for evaluation. If the
dissertation and the report are accepted by the
external examiner (first), Viva-voce examination of
the candidate shall be conducted as per
180OMBS5.10.

(d) In case of rejection of Dissertation by the
external examiner (first), the same will be sent to a
Second Examiner (external) approved by the
University. The decision oftheSecond Examiner
(external) is final. If the dissertation and the report
are accepted by the Second Examiner (external),
Viva-voce examination of the candidate shall be
conducted as per 180MBS5.10. If the Second
Examiner (external) rejects the dissertation and the
report, the candidate shall have to carry out the

dissertation work once again and submit the
dissertation subject to provisions of 18OMBI.5. In
such cases of rejection, the candidate shall redo the
entire procedure starting from the submission of
Dissertation in soft copy.

(e) In case of rejection of Dissertation, with reasons,
by the external examiner (first) [as per ISOMB5.8
(b)], the same will be sent to a Second Examiner
(external) [not necessarily the same examiner
considered under 180OMB5.8 (d)] approved by the
University. The decision of the Second Examiner
(external) is final. If the dissertation and the report
are accepted by the Second Examiner (external),
Viva-voce examination of the candidate shall be
conducted as per 180MBS5.10. If the Second
Examiner (external) rejects the dissertation and the
report, the candidate shall have to carry out the
dissertation work once again and submit the
dissertation subject to provisions of 18OMBI1.5. In
such cases of rejection, the candidate shall redo the
entire procedure starting from the submission of
Dissertation in soft copy.

180OMBS5.9

The candidate, whose Dissertation is rejected, can
rework on the same topic or choose another topic of
dissertation under the same Guide or new Guide if
necessary. In such an event, the report shall be
submitted within four years from the date of
admission to the Programme.

180OMBS5.10

Viva-voce examination of the candidate shall be
conducted by the external examiner and internal
examiner/ guide.

Internal examiner as per the direction of the
University shall have to arrive at a mutually
convenient date for the conduct of viva-voce
examination of the concerned candidate with an
intimation to the Registrar (Evaluation). In case one
of the examiners expresses his/her inability to attend
the viva-voce, the Registrar (Evaluation) shall

appoint a substitute examiner 1n his/her place.
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180OMBSs.11

The relative weights for the evaluation of dissertation
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and the performance at the viva voce shall be as per the
scheme of teaching & examination.

180MBS5.12

The marks awarded by both the Examiners at the viva
voce Examination shall be sent jointly to the
University immediately after the examination.

180OMBS5.13

Examination fee as fixed from time to time by the
University for evaluation of dissertation report and
conduct of viva voce shall be remitted through the
Head of the Institution as per the instructions of
Registrar (Evaluation) from time to time.

180MB6.2

SGPA=

Computation of SGPA and CGPA

The following expressions shall be used to compute
the Semester Grade Point Average (SGPA) and
Cumulative Grade Point Average (CGPA)
respectively:

(? [CourseCredits Grade Points] for all the Courses
in that Semester)

(? [Course Credits] for all the Courses in that Semester)

180OMBS.14

The candidates who fail to submit the dissertation
work within the stipulated time have to submit the
same at the time of next ensuing examination.

180MB6.0

Computation of SGPA and CGPA

180OMB6.1

(1) The University adopts absolute grading system
wherein the marks are converted to grades, and every
semester results will be declared with semester grade
point average (SGPA) and Cumulative Grade Point
Average (CGPA). The CGPA will be calculated for
every semester, except for the first semester.

(i1) The grading system with the letter grades and the
assigned range of marks under

absolute grading system are as given below:

Level

Outstanding | Excellent | Very Good Good Above Average Fail
Average

Letter Grade

S A B C D E F

Grade Points

10 9 8 7 6 4 00

Percentage of
Marks Scored

> 90 <90 <80 <70 <60 <55 <50
>80 >70 >60 > 55 >50

in a Course

(90-100) | (80-89) | (70-79) | (60-69) | (55-59) | (50-54) | (0-49)

(1ii) A student obtaining Grade F in a Course shall be
considered fail and is required to reappear in
subsequent SEE. Whatever the letter grade secured by
the student during his /her reappearance shall be
retained. However the number of attempts taken to
clear a Course shall be indicated in the grade cards/
transcripts.
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CGPA=

(' 3 CourseCredits x Grade Points] for all Courses
excluding @ those with F grades until that Semester)

> [ Course Credits] for all Courses excluding those
with F grades until that semester

(a) SGPA and CGPA Calculations: An Illustrative Example for one academic year

Semester - o o v -
Course o] <= < = =
0dd I, 3 g s £ S £ SGPA, CGPA
éver:: 1)} Rumber S o 5 = o=
I XX101 5:0:0=5 B 8 [5x8=40
1 XX102 3:2.0=5 Absent(F) | 0 5x0=00
1 XX103 3:0:0=3 A 9 3x9=27 117
I [XX104 [ 0:L:1=2 F 0 [2x0=00 [SGPA =&
I XX105 4:1:0=5 D 6 5xX6=30 =4.68
I XX106 :0: E 4 5x4 =20 -
Total Total 117

(18*): Total credits of the semester excluding the credits of the courses under F grade. Considered for
the calculation of CGPA of the two consecutive semesters under consideration.

1 XX107 3l:l=35 C 7 | 5x7=35 157

I | XX108 | 4:0:0=4 B 8 [ 4axg=3p |SGPA =—=

I [ XX109 | 3:0:0= 3 D 6 [ 3x6=18 468

I [ XX110 | 4:1:0=5 E 4 [ 5x4=20 =%

U [ XX | 2:1:1=4 A 9 | 4x9=36|CGPA

I [ XX112 | 2:0:0=2 F 0 [2x0=00] (117+157)

I | XX113 | 02:0=2 B 8 | 2x8=16 =573
Total | 25(23%) Total 157 —274/41 = 6.68

(23%*): Total credits of the semester excluding the credits of the courses under F grade. Considered for
the calculation of CGPA of the two consecutive semesters under consideration.

If the Student secures letter grades as detailed below after reappearance to SEE, then the SGPA and
CGPA shall be calculated as indicated below.

I XX102 3:2:0=5 D 6 5% 6 =30 | SGPA (I Semester)
_ 117 + 30 + 14
1 XX104 0:1:1=2 C 7 2x7=14 |~ 25
=161/25 = 6.44
2%6 SGPA (I Semester)
11 XX112 2:0:0= 2 D 6 = (157 +12)/25
=12 =169/25 = 6.76

CGPA at the end of the academic year after passing all the Courses of the two

consecutive semesters under consideration

_ 644Xx25+4+6.76x%25

- =6.60?
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(b) CGPA Calculation of the Programme:An Illustrative Example

Semester

I I 1 v

Credits of the semester 24 24 28 24

SGPA

7.00 8.50 9.20 6.86

CGPA

(24 x7.00 +24 x 850 + 28 X 9.20 + 24 X 6.86)

= 7947

100

180OMB6.3

Grade Card: Based on the secured letter grades,
grade points, SGPA and CGPA, a grade card for each
semester and a consolidated grade card indicating the

performance in all semesters shall be issued. ?

180MBS.2

CIE Marks shall be based on
a) Tests (for 25Marks) and

b) Assignments, Quiz, Simulation, Experimentation,
Mini project, oral examination, field work etc., (for
15 Marks)conducted in respective courses.

18OMB7.0

Conversions of Grades into Percentage and Class
Equivalence

180OMBS8.3

The CIE marks in a theory course, for 25 marks, shall
be based on two tests covering the entire syllabus. An
additional test may be conducted for the needy
students to provide an opportunity to improve their
CIE Marks before the end of the semester. The CIE
marks shall be the average of the marks scored in at
least two of the above tests.

18OMB7.1

Conversions of Grades into Percentage

Conversion formula for the conversion of CGPA into
percentage is given below:

Percentage of marks secured,
P=[CGPAEarned-0.75]x 10
Hlustration for a CGPA of 8.20:
P=[CGPAEarned8.2-0.75]x10=74.5%

180OMBS.4

The candidates shall write the Tests in Blue Book/s.
The Blue book/s and other documents relating to
award of CIE marks under 18OMBS8.2 (b) shall be
preserved by the Principal / Head of the Department
for at least six months from the date of
announcement of University results and made
available for verification at the directions of the
Registrar (Evaluation).

18OMB?7.2

Class Equivalence:

After the conversion of final CGPA into percentage
of marks (P), a graduating student is reckoned to
have passed in

(i) First Class with Distinction (FCD) if P=70%
(i1) First Class (FC) if P=60% but<70% and
(ii1) Second Class (SC) if P <60%.

180OMB8.5

Every page of the CIE marks list shall bear the
signatures of the concerned Teacher, Head of the
Department and the Principal.

180MBS.6

The CIE marks list shall be displayed on the Notice
Board and corrections, if any, shall be incorporated
before submitting to the University.

180OMBS.0

Continuous Internal Evaluation and Semester
End Evaluation

18OMBS.7

The CIE marks shall be sent to the university by the
Principals well in advance before the
commencement of Semester End Examinations. No
corrections of the CIE marks shall be entertained
after the submission of marks list to the University.

180OMBS.1

There shall be a maximum of 40 CIE Marks in each
theory.

A candidate shall obtain not less than 50% of the
maximum marks prescribed for the CIE of each
Theory course/ Internship /Project/Dissertation. [To
be read along with 18OMB&.8]
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18OMBS.8

Candidates obtaining less than 50% of the CIE marks
in any course (Theory/Internship/Project) shall not
be eligible to appear for the University examination
in that course/s. In such cases, the Head of the
Department shall arrange for the improvement of
CIE marks in the course when offered in the
subsequent semester subject to the provision of
180OMBI1.5.
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180MB8.9

Semester End Evaluation :@ There shall be a
University examination at the end of each semester.

Setting Theory Question Papers and Evaluation:
Question papers in theory courses shall be set by the
Examiners appointed by the University.

180MB9.2

For a pass in a theory course, the student shall secure
minimum of 40 % of the maximum marks prescribed
in the Semester End Examination and 50 % of marks
in CIE and 50 % in the aggregate of CIE and SEE
marks. The Minimum Passing Grade in a course is E.

180OMBS8.10

There shall be double valuation of theory papers. The
theory Answer booklets shall be valued
independently by two examiners appointed by the
University.

180OMBS8.11

If the difference between the marks awarded by the
two Examiners is not more than 15 per cent of the
maximum marks, the marks awarded to the candidate
shall be the average of two evaluations.

180OMB9.3

To a pass in Internship/ Project/Dissertation/Viva-
voce examination, a student shall secure

a minimum of 50 % of the maximum marks
prescribed for the SEE in Internship/

Project/Dissertation/Viva-voce. The Minimum
Passing Grade ina courseis E.

180OMB8.12

If the difference between the marks awarded by the
two Examiners is more than 15 per cent of the
maximum marks, the answer booklet shall be
evaluated by a third Examiner appointed by the
University. The average of the marks of nearest two
valuations shall be considered as the marks secured
by the candidate. In case, if one of the three marks
falls exactly midway between the other two, then the
highest two marks shall be taken for averaging.

180OMB9 4

IV semester students having backlog courses are
permitted to upload the dissertation report and to
appear for SEE. The IV semester grade card shall be
released only when the student completes all the
backlog courses and become eligible for the award of
degree. [To be read along with 1I8SOMB11.2].

180MB9.0

Eligibility for Passing and Award of Degree

180OMB9.1

(1) A student who obtains any grade S to E shall
be considered as pass and if a student secures F
grade in any of the head of passing he/she has to
reappear in that head for the SEE.

(2) A student shall be declared successful at the end
of the Programme for the award of Degree only on
obtaining CGPA = 5.00, with none of the
Coursesremaining with F Grade.

(3) In case, the CGPA fall below 5.00, the student
shall be permitted to appear again for SEE for
required number of courses and times, subjectto the
provision of 18OMBI1.5, to make up CGPA = 5.0.
The student should reject the SEE results of the
previous attempt and obtain written permission from
The Registrar (Evaluation) to reappear in the
subsequent SEE.

180MB9.5

A candidate may at his/her desire reject his/her latest
semester, except the IV semester, results of
University examination in respect to all courses of
that semester. Rejection shall be permitted only once
during the entire Programme. The CIE marks of the
rejected semester shall remain the same.

Rejection of results of the University examination
including CIE marks is not permitted.

180MB9I.6

If the rejection of the University examination results
of the semester happens to be of an odd semester, the
candidate can take admission to the immediate next
even semester. However, if the rejection of the
University result is of even semester, the candidate
cannot take admission to the next odd semester.

18OMB9.7

Application for rejection shall be submitted to the
Registrar Hvaluation) through the Principal of the
college, within thirty days from the date of
announcement of results.
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180OMB9.8

A candidate, who opts for rejection of results of a
semester shall be eligible for the award of class and
distinction, but shall not be eligible for the award of
rank.
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180MB9.9

Eligibility for Award of Degree:

A student shall be declared to have completed the
degree of MBA, provided the student has undergone
the stipulated course work as per the regulations and
has earned the prescribed Credits, as per the Scheme
of Teaching and Examination, of the programme.

180OMB10.0

Attendance Requirement

180MB10.5

A candidate, who does not satisfy the attendance
requirement (in one or more Courses) as mentioned
in 180MB10.3 shall not be eligible to appear for the
SEE of that semester and shall not be permitted to
take admission to next higher semester. The
candidate shall be required to repeat that semester
during the subsequent year.

180MB10.1

Registration and Enrolment:

i) Except for the first semester, registration for a
semester will be done during a specified week before
the semester end examination of the previous
semester.

ii) The registration sheet shall have the Candidate
details, course name and code, number of credits and
category (core/elective/audit) for each course of that
semester.

iii) The Faculty Adviser, assigned by the Head of the
Department, will counsel the students in planning
their courses of study and provide guidance,
motivation, emotional support, and enable the
mentees to reach the desired professional and career
goals.

180MB10.6

Principals of the concerned colleges shall notify
regularly, the list of candidates who fall short of
attendance.

180OMB10.7

The list of the candidates falling short of attendance
shall be sent to the University at least one week prior
to the commencement of the examination.

18OMB11.0

Promotion and Eligibility

18OMBI11.1

Promotion:

There shall be no restriction for promotion from an
odd semester to the next even semester, provided the
student has fulfilled the attendance requirement.

180OMB10.2

Courses of each semester shall be treated as a
separate unit for calculation of the attendance.

18OMB11.2

(a) Candidates, with a maximum of four backlog
courses of first year shall be eligible for taking
admission to second year (III semester) .

(b) Each credit course shall be treated as a head of
passing.

180OMB10.3

The candidate has to put in a minimum attendance of
85% in each course with a provision to condone 10 %
of the attendance by the Vice-Chancellor on the
specific recommendation of the Principal of the
college where the candidate is studying, based on
medical grounds, participation in University/ State/
National/ International level sports and cultural
activities, seminars, workshops, paper presentation
etc., of significant value. The necessary documents
in support are to be submitted along with
recommendations to condone the shortage.

18OMB11.3

The Mandatory non — credit courses, if any, shall not
be considered for the Eligibility criterion prescribed
for promotion, award of Class, calculation of SGPA
and CGPA. However, a pass in the above courses is
mandatory before the completion of Degree.

180OMB12.0

Temporary Discontinuation/Break in the Program

180OMB10.4

In case of late admission, approved by competent
authority (Karnataka Examination Authority/VTU),
to [ semester of the programme the attendance shall
be reckoned from the date of admission to the
programme.

180MB12.1

(a) If a candidate, for any reason, temporarily
discontinues the Programme or take a break from
programme during any semester, he/she may be
permitted to continue in the programme by
registering to the same semester of the prevailing
scheme. The candidate shall complete all the
remaining course work subject to the provision
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TROMBT. 5 AlSo the Candidates may have 10

complete additional course/s, if any, as per the
decision of concerned Board of Studies and
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approval of Dean, Faculty of Engineering, on
establishing equivalence between two schemes. A
Grade card shall be issued to that effect. Additional
course/s shall not be considered for the eligibility
criterion prescribed for promotion. However, based
on the individual cases, it is considered to decide the
SGPA and CGPA to admit the student for the award
of degree.Such candidate shall not be eligible for the
award of rank.

(b) Candidates who takes admission to any semester
of the existing scheme from another scheme, as a
repeater/fresher because of various reasons have to
complete additional course/s, if any, as per the
decision of concerned Board of Studies and
approval of Dean, Faculty of Engineering, on
establishing equivalence between two schemes. A
Grade card shall be issued to that effect. Additional
course/s shall not be considered for the eligibility
criterion prescribed for promotion. However, based
on the individual cases, it is considered to decide
the SGPA and CGPA to admit the student for the
award of degree. Such candidate shall not be eligible
for the award of rank.

of'the programmesubject to a maximum of 10 ranks.
Ilustration:

a) If 150 students appeared for the IV semester, the
number of ranks to be declared will be 10.

b) If 84 students appeared for the IV semester, the
number of ranks to be declared will be 08.

(¢) In case of fractional number of ranks, it is rounded
to higher integer only when the first decimal place
value is greater than or equal to 5.

18OMB13.3

Ranks are awarded based on the merit of the students
as determined by CGPA. If two or more students get
the same CGPA, the tie shall be resolved by
considering the number of times a student has
obtained higher SGPA. If it is not resolved even at
this stage, the number of times a student has obtained
higher grades like S, A, B etc., shall be taken into
account to decide the order of the rank.

18OMB14.0

Applicability and Power to Modify

180OMBI14.1

The regulations governing the Degree of MBA of
Visvesvaraya Technological University shall be
binding on all concerned.

180OMB13.0 | Award of Prizes, Medals and Ranks

180MB13.1 | For the award of Prizes and Medals, the conditions
stipulated by the Donor shall be considered subject to
the provisions of the statutes framed by the
University for such awards.

180MB13.2 | (1) Foraward of rank in a Specialization of MBA, the

CGPA secured by the student on completion of the
programme is considered.

(2) A student shall be eligible for a rank at the time of
award of MBA, provided the student

i) Isnotarepeaterinany semester
ii) Hasnotrejected the results of any semester.

iii) Has passed I to IV semester in all the courses in
firstattempt only

(3) The total number of ranks awarded shall be 10 %
of total number of students appeared in IV semester

180MB14.2

i) Notwithstanding anything contained in the
foregoing, the University shall have the power to
issue directions/ orders to address any difficulty.

ii) Nothing in the foregoing may be construed as
limiting the power of the University to ammed,
modify or repeal any or all of the above. Programme
shall be called Master Of Business Administration
(Subject of Specialization), abbreviated as MBA.
(Subject of Specialization) Programme.

S S
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MBA Program Structure and Credits
Year Particulars Credits Total Credits

1 1 Semester 24 48

1T Semester 24

11 111 Semester 24
Internship (III Semester) 4 52

IV Semester 18

Project Work(IV Semester) 6
Total 100 100

PROGRAMME OUTCOMES STUDENT WILLBE ABLE CO (POS)

PO1. Acquire Sufficient theoretical knowledge and are enabled to apply
them to solve practical problems in business and other organizations /
institutions of importance.

PO2. Apply Effective communication skills with a high degree of lateral
and critical thinking that enhances learn ability, developed for being
continuously employable.

PO3. Demonstrate leadership qualities, ethically sound, enabled with
decision making skills that reflect a high degree of social consciousness

PO4. Recognise the need for sustained research orientation to comprehend
a growingly complex, economic, legal and ethical environment

POS5. Possess self-sustaining entreprencurship qualities that encourages
calculated risk taking.
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SCHEME OF TEACHING AND EXAMINATION

I Semester
Teaching hours per Marks for
Course | week 5
Sub Category £ 5 Total i
ubject i ; o £ ofal ]
Title of the Subject T E SED £
Code g_; g3 Total £ E CIE | SEE Marks 5
£ S E Hours | A5 2
9 =°
- &0
1gMBA1| | Management & Organizational Core | 4 4 3 40 |60 | 100 | 4
Behavior
I8MBAI2 | Managerial Economics Core 4 - 4 3 40 | 60 100 4
18MBAI3 | Accounting for Managers Core 4 - 4 3 40 | 60 100 4
I8MBAI14 | Business Statistics & Analytics Core 4 - 4 3 40 | 60 100 4
18MBAIS | Marketing Management Core 4 - 4 3 40 | 60 100 4
I8MBAI16 | Managerial Communications Core 4 - 4 3 40 | 60 100 4
Total | 24 - 24 - 240 | 360 | 600 | 24
Note:

1.Each course content has indicative case studies which can be dealt in the class by the course instructor. In addition to this the
course instructor may use an extra casefrom Harvard/Case Centre. The student cannot assume the same cases will be part of the
question paper.

2.0ne Industrial Visit per Semester is Mandatory. The Department shall insist on report submi ssion by each student and shall
maintain this as a documentary proof. Theformat of the report shall be prescribed by the department.

3. Course instructors are free to set the Course outcome and map with the Programme Outcome, subsequently attainment level may
be calculated.

11 Semester

Teaching hours “ Marks for
er week 58

. Course = PR 2
gk;]:“ Title of the Subject Category Y £, 3;::(5 3
£ 22 ol | F 5 = | CIE | SEE S

i i S5

S | &0 ARE
18MBA21 | Human Resource M ent Core 4 - 4 3 40 | 60 100 4
18MBA22 Financial Management Core 4 . 4 3 20 | 6 100 4
1SMBA23 Research Methodology Core 4 . 4 3 20 | 60 100 4
1SMBA24 Legal and Business Environment | Core 4 ) 4 3 20 | 60 100 4
1SMBA2S Strategic Management Core 4 . 4 3 20 | 60 100 4
1SMBA26 Entrepreneurship Development Core 4 . 4 3 20 | 6 100 4
Total | 24 - 24 - 240 | 360 | 600 24

Note:

1.Each course content has indicative case studies which can be dealt in the class by the course instructor. In addition to this the
course instructor may use an extra casefrom Harvard/Case Centre. The student cannot assume the same cases will be part of the
question paper.

2.0ne Industrial Visit per Semester is Mandatory. The Department shall insist on report submi ssion by each student and shall
maintain this as a documentary proof. Theformat of the report shall be prescribed by the department.

3. Course instructors are free to set the Course outcome and map with the Programme Outcome, subsequently attainment level may

be calculated.
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III Semester (Core Specialization)

urs

ter (Dual Specialization)

) . Teall]:l::njcl:‘;:urs é Marks for
Subject Code £ £
g - s & Total |
£182|=| =8 2
Marketing & Finance & HR HR & Marketing : ‘:=, .‘; 2 ‘E £ E £ E Marks 2
: 4 S| EE|=| EE © 7] 5
Finance 2 = |z 2 =2
9] 19} am
18MBAMM301 18MBAFM301 18MBAHR301
Consumer Banking and Recruitment & Elective | 3 5 40 60 100 4
Behavior FinancialServices | Selection
18MBAMM302 18MBAFM302 18MBAHR302 4
Retail Investment HR Analytics Elective | 3 2 5 3 40 60 100
M nent M
18MBAMM303 18MBAFM303 18MBAHR303 4
Services Direct Taxation Compensation & Elective | 3 2 5 3 40 60 100
Marketing Reward System
18MBAFM301 18MBAHR301 18MBAMM301
Banking and Recruitment & Consumer Elective | 3 2 5 3 40 60 100 4
FinancialServices | Selection Behavior
18MBAFM302 18MBAHR302 18MBAMM302 4
Investment HR Analytics Retail Elective | 3 2 5 3 40 60 100
M nent M
18SMBAFM303 18SMBAHR303 18SMBAMM303 4
Direct Taxation Compensation & | Services Elective | 3 2 5 3 40 60 100
Reward System Marketing
18MBAOS307 Organization study Core -- 8 8 -- 40 60 100 4
Industrial Visit Core - - - - - - - -
Total | 18 | 20 | 38 - 280 | 420 700 28

» Teaching hours Marks for
Subject Code % er week
y £ b b3 E Total =
S olelgEg|5E || w || i
# S| €2 |5 €8] o | B | s o
5 S| SE || FELE| Q| &
Marketing Finance Human Resource H - g3 532

9} ~ 0 =R

18SMBAMM301 1132_]:{(?;?]:;\:30] 18MBAHR301 Elective

Consumer anking Recruitment & 3 2 5 3 40 | 60 100 4

. Financial .
Behavior . Selection
Services

ISMBAMM302 | 18MBAFM302 18MBAHR302

Retail Investment HR Analytics Elective | 3 2 5 3 40 | 60 100 4

18MBAMM303 18MBAFM303 18MBAHR303 4

Services Direct Taxation | Compensation & | Elective | 3 2 5 3 40 | 60 | 100

Marketing Reward System

18MBAMM304 | 18MBAFM304 18MBAHR304

Marketing Advanced Learning & Elective 4

Research& Financial Development 3 2 3 3 401 60 100

Analytics M:

18MBAMM305 18MBAFM305 18MBAHR305

Business Cost Industrial Elective 4

2 4 1
Marketing Management Relations & 3 5 3 0|6 00
Legislation:

18MBAMM306 | 18MBAFM306 18MBAHR306

Supply Chain Project Appraisal | Conflict & Elective 4

Management Planning & Negotiation 3 2 3 3 401 60 100

Control M: nent

18MBAOS307 OrganizationStudy Core | 0 8 8 - 40 | 60 100 4

Industrial Visit Core | -- - - - - - - -
Total | 18 | 20 | 38 - 280 | 420 | 700 28

Note:

1.Each Course has a theory component of 3hrs (3credits) and a Practical component of 2hrs (Icredit). The Time-Table allotment
for each course should be (3+2) = Shours.
2.For the practical component, it is mandatory to maintain a practical record.

3.20% of marks should be allocated for application oriented questions in the SEE Question Paper, based on practical component.
4.Organization Study (Four Weeks) will be carried out by students after second semester during vacation and the report submitted
by the students will be assessed internally during the third semester.
5.0ne Industrial Visit per Semester is Mandatory. The Department shall insist on report submission by each student and shall
maintain this as a documentary proof. Theformat of the report shall be prescribed by the department.

6.Course instructors are free to set the Course outcome and map with the Programme Outcome, subsequently attainment level may

Note:

1.Each Course has a theory component of 3hrs (3credits) and a Practical component of 2hrs (Icredit). The Time-Table allotment
for each course should be (3+2) = Shours.
2.For the practical component, it is mandatory to maintain a practical record.
3.20% of marks should be allocated for application oriented questions in the SEE Question Paper, based on practical component.
4.Organization Study (Four Weeks) will be carried out by students after second semester during vacation and the report submitted
by the students will be assessed internally during the third semester.
5.0ne Industrial Visit per Semester is Mandatory. The Department shall insist on report submission by each student and shall
maintain this as a documentary proof. Theformat of the report shall be prescribed by the department.

6.Course instructors are free to set the Course outcome and map with the Programme Outcome, subsequently attainment level may

be calculated.
Rubrics for Organization Study Rubrics for Viva voce Examination
Particulars Marks Aspects Marks
CIE  |Assessment by the Guide- Interaction with the student | 20  [Communication skill 5
Report Evaluation by the Guide 20 |[Understanding the Industry 5
SEE  |[Viva-Voce Examination to be conducted by the Guide | 60 |Understanding the Corporate Functions/Company | 10
and an External examiner from the Industry/Institute rofile
Total | 100 |Mckensy’s 7S framework and Porter's Five Force | 10
Model

be calculated.
Rubrics for Organization Study Rubrics for Viva voce Examination
Particulars Marks Aspects Marks
CIE  |Assessment by the Guide- Interaction with the student | 20  (Communication skill 5
Report Evaluation by the Guide 20 |{Understanding the Industry 5
SEE  |[Viva-Voce Examination to be conducted by the Guide | 60 [Understanding the Corporate Functions/Company | 10
land an External examiner from the Industry/Institute rofile
Total | 100 Mckensy’s 7S framework and Porter's Five Force | 10
Model
SWOT analysis 10
Financial statement analysis 10
ILearning experience 5
Overall presentation 5
Total 60

SWOT analysis 10
[Financial statement analysis 10
Learning experience 5
Overall presentation 5

Total 60
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IV Semester (Core Specialization)

IV Semester (Dual Specialization)

Teaching hours

z Marks for
. H er week - g
Subject Code b N : £ ”
5 o| 28 EEE Total | 3
A HHERRESE
L8| FE €2 |V @
Marketing Finance Human Resource Qg = A 8 =
18MBAMM401 18MBAFM401 ISMBAHR401
Sales Mergers, Public Relations | Elective 3 3
Management Acquisitions & 3 3 40 | 60 | 100
Corporate
Restructuring
18MBAMM402 18MBAFM402 18MBAHR402
Integrated Risk Organizational | Elective 3 3
Marketing Management and | Leadership 3 3 40160 | 100
Communication | Insurance
18MBAMM403 18MBAFM403 18MBAHR403
Digital and Indirect Taxation | International Elective 3 3
Social Media Human Resource 3 3 160 100
Marketing Management
18MBAMM404 18MBAFM404 18MBAHR404
trategic B International izati Elective
Strategic Brand n.emallona Organization 1V 3 3 3 0 | 6 100 3
Management Financial Change and
Management Development
18MBAMM405 18MBAFM405 18MBAHR405
Rural Marketing | Financial Strategic Talent | Elective | 3 3 3 40 | 60 | 100 3
Derivatives Management
18MBAMM406 18MBAFM406 18MBAHR406
i Electi
Internagonal Corpoyate Personal Growth | Elective 3 3 3 0 60| 100 3
Marketing Valuation & Interpersonal
Management Effectiveness
18MBAPR407 Project Work Core | 0] 12 |12 40 | 60 100 6
Industrial Visit Core | -
Total |18 | 12 |30 280 | 420 | 700 | 24
Note:

1.Course instructors are free to set the Course outcome and map with the Programme Outcome, subsequently attainment level may

be calculated.

2. Project work(Six Weeks) will be carried out after third semester and shall be evaluated during fourth semester.

> 30 <

? Teaching hours Marks for
) perweek | =
Subject Code g : g )
v o8| |£E5 Total |
. . . 4 ’E%EEEE.@ g | w | Marks |2
Marketing & Finance & HR HR & Marketing H A1 g;e 5 g ¢
Finance v S| £ §lF|TH v
9]
ISMBAMM401 | ISMBAFM401 | 1SMBAHR401
Sales Mergers, Public Relations 3 3
Management Acquisitions& Elective | 3 3 40 | 60 | 100
Corporate
Restructuring
ISMBAMM402 | I8MBAFM402 | I8SMBAHR402
Integrat‘ed Risk Management Organlza?lonal Blective | 3 3 3 0 |60 | 100 3
Marketing and Insurance Leadership
Communication
ISMBAMM403 | I8MBAFM403 | ISMBAHR403
Digital and Social | Indirect Taxation | International . 3 3
Megdia Marketing Human Resource Elective | 3 3 4|60 100
Management
ISMBAFM401 | ISMBAHR401 | ISMBAMM401
Mergers, Public Relations | Sales 3 3
Acquisitions & Management Elective | 3 3 40 1 60 | 100
Corporate
Restructuring
ISMBAFM402 | ISMBAHR402 | ISMBAMMA402
Risk Management Organiza?ional Integra?ed Elective | 3 3 3 0 |60 | 100 3
and Insurance Leadership Marketing
Communication
ISMBAFM403 | ISMBAHR403 | 1SMBAMMA403
Indirect Taxation | International Digital and Social . 3 3
Human Resource Mfdia Marketing Electve | 3 3 4|60 100
Management
18MBAPR407Project Work Core 21 40 60| 100 |6
Industrial Visit Core | -
Total |18 | 12 |30 280 | 420 | 700 |24
Note:

1.Course instructors are free to set the Course outcome and map with the Programme Outcome, subsequently attainment level may

be calculated.

2. Project work(Six Weeks) will be carried out after third semester and shall be evaluated during fourth semester.
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I SEMESTER
MANAGEMENT AND ORGANIGATIONAL BEHAVIOR
Semester 1 CIE Marks :40
Course Code 18MBA11 SEE Marks  : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours :03
Credits : 04
COURSE OBJECTIVES:

1. To make students understand fundamental concepts and principles of
management, including the basic roles, skills, and functions of
management

2.  To make students knowledgeable of historical development,
theoretical aspects and practice applications of managerial process

3. To understand the basic concepts and theories underlying individual
behavior besides developing better insights into one’s own self.

4. Tomake students aware of Individual behavior in groups, dynamics of
groups, team building and interpersonal effectiveness besides
developing a better awareness of how they can be better facilitators for
building effective teams as leaders themselves

PART A - PRINCIPLES OF MANAGEMENT
Unit1:
Introduction: Management: Introduction, Definition of management,
Nature, Purpose and Functions, Levels and types of managers, managerial
roles, skills for managers, evolution of management thought, Fayol’s
fourteen principles of management, Recent trends in management.

Unit2:

Planning and Organizing:

Planning: Meaning, Nature of Planning, Planning Process, Objectives,
MBO, Strategies, level of strategies, policies, methods and programs,
Planning Premises, Decision-making, Process of decision-making, Types of
decisions, Techniques in decision-making.

Organizing: Organization structure, Formal and informal organizations,
Functional, divisional, geographical, customer based and matrix
organizations, tram based structures, virtual organizations, boundary less
organizations. Principles of organizations-chain of command, span of
control, delegation, decentralization, and empowerment.

Case Study: Principles of Management, Cengagelearning , William ,
Manjunath, Sandhya

Unit 3:
Controlling: Meaning, importance of controlling, controlling process,
types of control, factors influencing control effectiveness.
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RECOMMENDED BOOKS

. Management and Organizational Behaviors, Chuck Williams, James
Cambell, Manjunath &Sandhya Cengage Publications, 2018

. Essentials of Management-Koontz, 8/e, McGraw Hill

. Management: Text and Cases-VSP Rao, Excel Books

REFERENCE BOOKS:

. Masters of Management Thought — Mahanand Charati & M M
Munshi, Sapna Book House, Bangalore, 2015.

. Principles and practices of Management, KiranNerkar, Vilas Chopde,
Dreamtech Press, 2011

. Management Theory & practice — Chandan J. S, Vikas Publishing
House.

PART B - ORGANIZATIONAL BEHAVIOUR
Unit 4:
Introduction: Organizational Behaviour: Introduction, definition,
fundamental principles of OB, contributing disciplines, challenges and
opportunities. Evolution & Organizational Behavior in India.
Case study: Organizational Behavior by Steven L McShane, Mary Ann Von
Glinow and Radha R Sharma, TaTa McGraw Hill companies, Fouth Edition,
Pg-6.

Unit5:

Foundations of Individual Behaviour : Individual behaviour: Foundations
of individual behaviour. Ability: Intellectual abilities, Physical ability, the
role of disabilities.

Personality: Meaning, formation, determinants, traits of personality, big
five and MBTI, personality attributes influencing OB.

Perception: Meaning,Process of perception, factors influencing perception,
link between perception and individual decision-making.

Attitude: Meaning,Formation, components of attitudes, relation between
attitude and behaviour.

Unit 6:

Motivation: Meaning, theories of motivation-needs theory, two factor
theory, Theory X and Y, application of motivational theories.

Leadership: Meaning, styles of leadership, leadership theories, trait theory,
behavioural theories, managerial grid, situational theories.

Case Study: “Nuts and Bolts”, Principles of Management, Cengagelearning
, William , Manjunath , Sandhya Page no 531-532.

PRACTICALCOMPONENTS:
. Studying organizational structures of any 10 companies and
classifying them into different types of organizations which are
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studied in Unit 2 and justifying why such structures are chosen by
those organizations.

. Preparing the leadership profiles of any 5 business leaders and
studying their leadership qualities and behaviors with respects to the
trait, behavioural and contingency theories studied.

. Identifying any five job profiles and listing the various types, abilities
required for those jobs and also the personality traits/attributes
required for the jobs identified.

Note: Faculty can either identify the organizations/ leaders/job profile or
students can be allowed to choose the same.

COURSE OUTCOMES:

1. Comprehend & correlate all the management functions which are
happening around with fundamental concepts and principles of
management.

2. Understand the overview of management, theory of management and
practical applications of the same.

3. Effectively use their skills for self-grooming, working in groups and
to achieve organizational goals .

4.  Demonstrate their acumen in applying managerial and behavioral
concept in real world/situation.

5. Understand and demonstrate their exposure on recent trends in
management.

RECOMMENDED BOOKS:

. Organizational behaviour, Stephen P Robbins, Timothy A. Judge,
NeharikaVohra, 14th Edition, Pearson, 2012.

. Introduction to OrganisationalBehaviour — Michael Butler, Jaico
Publishing House.

. Organizational Behaviour - Anada Das Gupta, Biztantra, 2011.

REFERENCE BOOKS:

. Organizational Behaviour - Fred Luthans, 12/e, McGraw Hill
International, 2011.

. Management and Organizational Behaviour - Laurie J Mullins,
Pearson education.

. Organizational Behaviour, Aquinas P. G, Excel Books.

CO-PO MAPPING

Cco PO

POI1 PO2 PO3 PO4 PO5
Ccol X
CcO2 X
CO3 X X
CO4 X
CO5 X
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MANAGERIAL ECONOMICS
Semester I CIE Marks  :40
Course Code 18MBA12 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours :03
Credits : 04
Course Objectives:
1. To introduce the fundamentals, tools and theories of managerial
€conomics.
2. To provide an understanding of the application of Economics in
Business.

3. Tolearnthe basic economic concepts.
4. To have an understanding of Demand, Production, Cost, Profit and
Market competitions with reference to a firm and industry.

Introduction to Economics
Unit1:
Managerial Economics: Meaning, Nature, Scope, & Significance, Uses of
Managerial Economics, Role and Responsibilities of Managerial
Economist, Relationship of Managerial Economics with Statistics,
Accounting and Operations Research, The Basic process of decision
making.

Fundamental Concepts of Managerial Economic
Unit2:
Opportunity Costs, Incremental Principle, Time perspective, Discounting
and Equi-Marginal principles, Theory of the Firm: Firm and Industry, Forms
of Ownership, Objectives of the firm, alternate objectives of firm.
Managerial theories: Baumol’s Model, Marris’s Hypothesis, Williamson’s
Model. Behavioral theories: Simon’s Satisficing Model, Cyert and March
Model, Agency theory.
Case Study: Dabur India Limited: Growing Big and Global.
Source: Managerial Economics — Geethika, Ghosh & Choudhury, 2/e,
McGraw Hill. 2011. Pp 64-65.

Demand analysis
Unit 3:
Law of Demand, Exceptions to the Law of Demand, Elasticity of Demand
—Classification of Price, Income & Cross elasticity, Advertising and
promotional elasticity of demand. Uses of elasticity of demand for
Managerial decision making, Measurement of elasticity of demand. Law of
supply, Elasticity of supply, Demand forecasting: Meaning & Significance,
Methods of demand forecasting. (No problems)
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Cost Analysis & Production analysis
Unit4:
Concepts, Types of cost, Cost curves, Cost— Output Relationship in the short
run and in the long run, LAC curve. Concepts, production function with one
variable input - Law of Variable Proportions. Production function with 2
variable inputs and Laws of returns to scale, Indifference Curves, ISO-
Quants & ISO-Cost line, Least cost combination factor, Economies of scale,
Diseconomies of scale. Technological progress and production function
Case Study: Automobile Industry in India: New Production paradigm.
Source: Managerial Economics — Geethika, Ghosh&Choudhury, 2/e,
McGraw Hill. 2011. Pp 234-236.

Market structure and pricing practices
Unit5:
Perfect Competition, Features, Determination of price under perfect
competition, Monopoly: Features, Pricing under monopoly, Price
Discrimination. Monopolistic Competition: Features, Pricing Under
monopolistic competition, Product differentiation. Oligopoly: Features,
Kinked demand Curve, Cartels, Price leadership.
Descriptive Pricing Approaches: Full cost pricing, Product line pricing,
Product life cycle pricing, Pricing Strategies: Price Skimming, Penetration
Pricing, Loss leader pricing, Peak Load pricing.
Case Study: David Fights Goliath: The Nirma Story.
Source: Managerial Economics — Geethika, Ghosh & Choudhury, 2/e,
McGraw Hill. 2011. Pp 349-351.

Unit 6: Profits

Profits: Determinants of Short-Term & Long Term Profits, Measurement of
Profit.

Break Even Analysis — Meaning, Assumptions, Determination of BEA,
Limitations, Uses of BEA in Managerial decisions.

PRACTICALCOMPONENTS:

. Assessment of Demand Elasticity — Price, Income, Cross, Advertising.

. Demand Forecasting

. Preparing a Project proposal for a Business Venture.

COURSE OUTCOMES:

1. The student will understand the application of Economic Principles in
Management decision making.

2. Thestudent will learn the micro economic concepts and apply them for

effective functioning of a Firm and Industry.

The Student will be able to understand, assess and forecast Demand.

4.  The student will apply the concepts of production and cost for
optimization of production.

W
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5. The student will design Competitive strategies like pricing, product
differentiation etc. and marketing according to the market structure.

6.  The student will be able to identify, assess profits and apply BEP for
decision making.

RECOMMENDED BOOKS:

. Managerial Economics — Geethika, Ghosh & Choudhury, 2/e,
McGraw Hill. 2011

. Managerial Economics — Dominick Salvotore, 7/e, Oxford Publishers,
2010.

. Managerial Economics — R. Panneerselvam, P. Sivasankaran, P.
Senthilkumar, Cengage,2018.

REFERENCE BOOKS:
. Managerial Economics—Samuelson & Marks, 5/e, Wiley, 2009.
. Managerial Economics —Hirschey, 2/e, Cengage Learning, 2010.

. Managerial Economics: Case Study solutions — Kaushal H, 1/e,
Macmillan, 2011.

CO-PO MAPPING

Cco PO

PO1 PO2 PO3 PO4 PO5
CO1 X
CO2 X X
CO3 X X
CO4 X
CO5 X
CO6 X
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ACCOUNTING FOR MANAGERS

Semester I CIE Marks  :40
Course Code 18MBA13 SEE Marks  : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours :03
Credits : 04
Course Objectives:

1. Explain fundamental accounting concepts, the elements of financial
statements, and basic accounting vocabulary.

2. Explain and use the accounting equation in basic financial analysis and
explain how the equation is related to the financial statements.

3. Prepare basic entries for business transactions and present the data in an
accurate and meaningful manner.

4.  Prepare basic financial statements and explain the articulation between
the basic statements.

5. To analyze a company’s financial statements and come to a reasoned
conclusion about the financial situation of the company.

Unit1:

Introduction to Accounting: Need and Types of Accounting, Users of
Accounting, concepts and conventions of Accounting, Relation of
Accounting with other disciplines, Capital and Revenue Expenditure and
Receipt, Accounting Equation.

Case study: Problem on Accounting Equation .

Unit2:
Preparation of books of Accounts: Journals, ledgers 3 column cash book

and trial balance, Depreciation- Straight line and Written down Value
Methods.

Case Study on Change of Method of Depreciation.

Unit 3:

Preparation of Financial Statements: Preparation of final accounts of sole
traders in horizontal form, Preparation of final accounts of companies in
vertical form as per Companies Act of 2013 (Basic problems of Final
Accounts), Window dressing.

Case Study problem on Final Accounts of Company and Firm.

Unit4:

Analysis of Financial Statements: Ratio Analysis, Preparation of financial
statements using ratios, Preparation of Cash flow Statement (only indirect
method).

Case Study on Ratio analysis.
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Unit5:

Emerging issues in Accounting: Human Resource Accounting, Forensic
Accounting, Sustainability Reporting. Accounting Standards and IFRS:
Nature and significance.

Unit 6:

Fundamentals of Taxation: Basic concepts of Direct & Indirect Tax.
Heads of Income, Deductions u/s 80C, Rate of Income Tax of current
assessment Year for Individuals only (only theory) .

PRACTICALCOMPONENTS:
*  Collecting Annual reports of the companies and analyzing the financial
statements using different techniques and presenting the same in the

class.

*  Analyzing the companies’ cash flow statements and presenting the
same in the class.

*  Exposing the students to usage of accounting software’s (Preferably
Tally).

*  Fillingup of ITR forms.
*  Identify the sustainability report of a company and study the contents.

COURSE OUTCOME:

1. Demonstrate theoretical knowledge and its application in real time
accounting.

2. Demonstrate knowledge regarding accounting principles and its
application.

3. Capable of preparing financial statement of sole trading concerns and
companies.

4. Independently undertake financial statement analysis and take
decisions.

5. Comprehend emerging trends in accounting and taxation.

RECOMMENDED BOOKS:

*  Financial Accounting: A Managerial Perspective, Narayanaswamy R,
5/e,PHI, 2014.

e A Text book of Accounting For Management, Maheswari S.
N,Maheswari Sharad K. Maheswari , 2/e, Vikas Publishing house (P)
Ltd.

*  Financial Accounting, Tulsian P. C, 1/e, Pearson Education.

REFERENCE BOOKS:
*  Financial Accounting for Management: An Analytical Perspective,
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Ambrish Gupta, 4/e, Pearson Education.

Introduction to Financial Statement Analysis, Ashish K Bhattacharya,
Elsevier India.

Financial Accounting — Raman B. S,Vol I & Vol 1I, 1/e, United
Publishers, 2009.

CO-PO MAPPING

PO
co PO1 PO2 PO3 PO4 POS
Co1 X
CO2 X
CO3 X
CO4 X
COs X X
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BUSINESS STATISTICS & ANALYTICS

Semester I CIE Marks :40
Course Code 18SMBA14 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:

1. Tomake the students learn about the applications of statistical tools and
techniques in decision making.

2. To emphasize the need for statistics and decision models in solving
business problems.

3. Toenhance the knowledge on descriptive and inferential statistics.
To familiarize the students with analytical package MS Excel.

5. To develop analytical skills in students in order to comprehend and
practice data analysis at different levels.

Unit1:

Introduction to Statistics: Meaning and Definition, functions, scope and
limitations, Collection and presentation of data, frequency distribution,
measures of central tendency - Mean, Median, Mode, Geometric mean,
Harmonic mean.

Measures of dispersion: Range — Quartile Deviation — Mean Deviation -
Standard Deviation — Variance-Coefficient of Variance - Comparison of
various measures of Dispersion.

Unit2:

Correlation and Regression: Scatter Diagram, Karl Pearson correlation,
Spearman’s Rank correlation(one way table only), simple and multiple
regression(problems on simple regression only).

Unit3:

Probability Distribution: Concept and definition - Rules of probability —
Random variables — Concept of probability distribution — Theoretical
probability distributions: Binomial, Poisson, Normal and Exponential —
Baye’s theorem (No derivation) (Problems only on Binomial, Poisson and
Normal).

Unit4:

Time Series Analysis: Introduction - Objectives Of Studying Time Series
Analysis - Variations In Time Series - Methods Of Estimating Trend:
Freehand Method - Moving Average Method - Semi-Average Method -
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Least Square Method. Methods of Estimating Seasonal Index: Method Of
Simple Averages - Ratio To Trend Method - Ratio To Moving Average
Method.

Unit5:

Linear Programming: structure, advantages, disadvantages, formulation
of LPP, solution using Graphical method. Transportation problem: basic
feasible solution using NWCM, LCM, and VAM unbalanced, restricted and
maximization problems.

Unit6:

Project Management: Introduction — Basic difference between PERT &
CPM — Network components and precedence relationships — Critical path
analysis — Project scheduling — Project time-cost trade off — Resource
allocation, Concept of project crashing.

PRACTICAL COMPONENT :( Student-Centered Learning)
»  Students are expected to have a basic excel classes.

»  Students should be able to relate the concepts which can highly enhance
an application scenario in your profession.

*  Student should demonstrate the application of the techniques covered

in this course.

COURSE OUTCOMES:

1. Facilitate objective solutions in business decision making under
subjective conditions.

2. Demonstrate different statistical techniques in business/real-life
situations.

3. Understand the importance of probability in decision making.
4. Understand the need and application of analytics.
5. Understand and apply various data analysis functions for business

problems.
RECOMMENDED BOOKS:
*  Business Statistics and Analytics — Pannerselvam, Nagesh,

Senthilkumar, Cengage Learning, 2018.

+  BStat: A South Asian Perspective with Course Mate — Keller & Arora
Cengage Learning, 2016.

*  Quantitative Methods for Business, Anderson, Sweeney and Williams,
Thomson, 2005 ISBN 981-240-641-7.
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REFERENCE BOOKS:

Statistical Method s — Dr S. P Gupta, Sulthan Chand & sons, fourth
Edition, ISBN 81-8054298-X.

Fundamentals of Statistics, S.C Gupta, 6th edition, Himalaya
Publishing House, 2007, ISBN, 978-81-8318-755-8.

Analyzing Multivariate Data, James Lattin, Douglas Carroll and Paul
Green, Thomson Learning, 2003, ISBN 0-534-34974-9.

CO-PO MAPPING

PO
co PO1 PO2 PO3 PO4 POS
Cco1 X X X
CO2 X X X
Co3 X X X
CO4 X
COs X
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MARKETING MANAGEMENT

Semester 1 CIE Marks :40
Course Code 18MBA15 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:

1. Make students have an understanding of the fundamental concepts of
marketing & the environment in which marketing system operates.

2. To analyze the motives influencing buying behaviour & Describe
major bases for segment marketing, target marketing, and market

positioning.

3. Identify a Conceptual framework, covering basic elements of the
marketing mix.

4. To understand fundamental premise underlying market driven
strategies.

Unit1:

Introduction to Marketing: Introduction, Definitions of market and
marketing, Selling Vs marketing, The Exchange Process, Elements of
Marketing Concept, Functions of Marketing, Old Concept or Product-
oriented Concept, New or Modern or Customer- oriented Concept,
Marketing Myopia, Marketing Environment analysis, (Micro and Macro),
Marketing in the 21st century opportunities, challenges & Ethics.

Unit2:

Buyer Behavior Analysis: Meaning and Characteristics, Importance,
Factors Influencing Consumer Behaviour, Consumer Purchase Decision
Process, Buying Roles, Buying Motives. The black box model of consumer
behaviour. B2B marketing Vs Consumer Marketing.

Case Study on “ Barista Lavazza”, Marketing Management, Arun Kumar &
Meenakshi N, 2/e, Vikas, 2012.Pg 33-34.

Unit3:

Market Segmentation, Targeting & Positioning (STP): Concept of
Market Segmentation, Benefits, Requisites of Effective Segmentation,
Bases for Segmenting Consumer Markets, Market Segmentation Strategies.

Targeting - Bases for identifying target Customer target Marketing
strategies, Positioning - Meaning, Product Differentiation Strategies, Tasks
involved in Positioning. Branding - Concept of Branding, Types, Brand
Equity, Branding strategies.

Case Study on “ Marketing of Tata’s Nano in India ”, Marketing in India:
Text and Cases- Neelamegham S, 4/e, Vikas. Pg 335-354.
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Unit4:

Managing the Product: Concept, product hierarchy, product line, product
mix, product mix strategies, Product life cycle and its strategies, New
Product Development, packing as a marketing tool, Role of labeling in
packing. Services Marketing & its Characteristics.

Case Study on “ American Express ”, Marketing Management: A South
Asian Perspective—Kotler, Keller, Koshy & Jha, 14/e, Pearson Education,
2012.Pg257-259.

Unit-5:

Pricing decisions: Significance of pricing, factor influencing pricing
(Internal factor and External factor), objectives, Pricing Strategies-Value
based, Cost based, Market based, Competitor based, Pricing Procedure.
Marketing Channels: Meaning, Purpose, Factors Affecting Channel
Choice, Channel Design, Channel Management Decision, Channel
Conlflict, Designing a physical Distribution System, Network Marketing.

Unit 6:

Promotion Strategy: Integrated Marketing Communications (IMC)-
communication objectives, steps in developing effective communication,
Stages in designing message. Advertising: Advertising Objectives,
Advertising Budget, Advertising Copy, AIDA model, Traditional Vs
Modern Media- Online and Mobile Advertising, Social Media for
Advertising.

Sales Promotion: Tools and Techniques of sales promotion, Push-pull
strategies of promotion. Personal selling: Steps/process involved in
Personal Selling. Publicity/Public Relation-word of mouth, sponsorships.
Database marketing: Basic concepts of e-commerce, e-marketing, m-
Commerce, m-marketing, e-networking, CRM, MKIS.

Marketing Planning: Meaning, Steps involved in Marketing planning.
Marketing Audit- Meaning, components of Marketing Audit. Marketing
Strategic Planning Process.

Case Study on “ Facebook ”, Marketing Management: A South Asian
Perspective—Kotler, Keller, Koshy & Jha, 14/e, Pearson Education, 2012. Pg
503-504.

PRACTICALCOMPONENTS:

*  Marketing Games and quiz for Students.

*  Analyze Product Life Cycle of few Products like-Electronic goods,
Computers etc.

*  Study Packaging strategies used by FMCG companies.

*  Understand Marketing strategies, plans used by automobile, cosmetic,
FMCG companies etc.
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COURSE OUTCOME:

1. Develop an ability to assess the impact of the environment on
marketing function.

2. To formulate marketing strategies that incorporate psychological and
sociological factors which influence buying.

3. Explain how companies identify attractive market segments,
differentiate and position their products for maximum competitive
advantage in the market place.

4. Build marketing strategies based on product, price, place and
promotion objectives.

5. Synthesize ideas into a viable marketing plan.

RECOMMENDED BOOKS

*  Marketing Management: A South Asian Perspective—Kotler, Keller,
Koshy & Jha, 14/e, Pearson Education, 2012.

*  Marketing- Lamb, Hair, Mc Danniel, 7/e, Cengage Learning 2012.

*  Marketing Management, Tapan Panda, 2/e, Excel Publication.

REFERENCE BOOKS

. Marketing Management, Arun Kumar & Meenakshi N, 2/e, Vikas,
2012.

*  Marketing in India: Text and Cases- Neelamegham S, 4/e, Vikas.

e Fundamentals of Marketing Management, Etzel M.J BJ Walker &
William J. Stanton, 14/e, TMH, 2012.

CO-PO MAPPING

PO
CcO

PO1 PO2 PO 3 PO4 PO5
1 X X
2 X X
3 X
4 X
5 X
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MANAGERIAL COMMUNICATION

Semester 1 CIE Marks :40
Course Code 18MBA16 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours :03
Credits : 04
Course Objective:

1. To enable the students to become aware of their communication skills
and sensitize them to their potential to become successful managers.

2. To enable learners with the mechanics of writing and also help them to
draft business letters in English precisely and effectively.

3. To introduce the students to some of the practices in managerial
communication those are in vogue.

4. To prepare students to develop the art of business communication with
emphasis on analysing business situations.

5. Totrain Students towards drafting business proposals.

Unit1:

Introduction: Meaning & Definition, Role, Classification — Purpose of
communication — Communication Process — Characteristics of successful
communication — Importance of communication in management —
Communication structure in organization — Communication in conflict
resolution — Communication in crisis. Communication and negotiation
—Communication in a cross-cultural setting.

Unit2:

Oral Communication: Meaning — Principles of successful oral
communication — Barriers to communication — Conversation control
—Reflection and Empathy: two sides of effective oral communication.
Modes of Oral Communication — Listening as a Communication Skill, Non-
verbal communication.

Unit3:

Written Communication: Purpose of writing — Clarity in writing —
Principles of effective writing — Approaching the writing process
systematically: The 3X3 writing process for business communication: Pre
writing — Writing — Revising — Specific writing features — Coherence —
Electronic writing process.

Unit4:

Business Letters and Reports: Introduction to business letters — Types of
Business Letters — Writing routine and persuasive letters — Positive and
Negative messages Writing Reports: Purpose, Kinds and Objectives of
reports — Organization & Preparing reports, short and long reports Writing
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Proposals: Structure & preparation — Writing memos Media Management:
The press release — Press conference — Media interviews

Group Communication: Meetings — Planning meetings — objectives —
participants — timing — venue of meetings.

Meeting Documentation: Notice, Agenda, and Resolution & Minutes

Unit5:

Presentation skills: What is a presentation — Elements of presentation —
Designing & Delivering Business Presentations — Advanced Visual Support
for managers.

Case Methods oflearning: Understanding the case method of learning.
Negotiation skills: What is negotiation — Nature and need for negotiation —
Factors affecting negotiation — Stages of negotiation process — Negotiation
strategies.

Unit 6:

Employment communication: Introduction — Composing Application
Messages — Writing CVs—Group discussions — Interview skills

Impact of Technological Advancement on Business Communication—
Technology-enabled Communication-Communication networks—
Intranet-Internet—E-mails—SMS—teleconferencing — videoconferencing.

Note: Course Instructors are free to set their own cases or use cases from
Harvard /Case centre.

PRACTICALCOMPONENTS:

*  Make students enact and analyze the non-verbal cues.

*  Demonstrating using Communication Equipments like Fax, Telex,
Intercoms, etc.

*  Demonstrating Video conferencing & teleconferencing in the class.

*  Conduct a mock meeting of students in the class identifying an issue of
their concern. The students should prepare notice, agenda and minutes
ofthe meeting.

*  Each student to give presentation of 5 minutes (this can be spread
throughout the semester) and to be evaluated by the faculty.

*  Organize a mock press conference addressing to the launch of new
product by an organization.

*  Students should be given an assignment to draft a proposal to undertake
research project.

COURSE OUTCOMES:

1. The students will be aware of their communication skills and know
their potential to become successful managers.
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2. The students will get enabled with the mechanics of writing and can
compose the business letters in English precisely and effectively.

3. The students will be introduced to the managerial communication
practices in business those are in vogue.

4. Students will get trained in the art of business communication with
emphasis on analysing business situations.

5. Students will get exposure in drafting business proposals to meet the
challenges of competitive environment.

RECOMMENDED BOOKS:

*  Business Communication: Concepts, Cases And Applications —
Chaturvedi P. D, & Mukesh Chaturvedi ,2/e.

e Pearson Education,2011.

*  Business Communication: Process and Product — Mary Ellen Guftey,
3/e, Cengage Learning, 2002.

*  *Communicating in Business with CourseMate- Ober/Newman-Latest
Edition-2018.

*  Business Communication — Lesikar, Flatley, Rentz & Pande, 11/e,
TMH, 2010.

REFERENCE BOOKS:
e Effective Technical Communication—Ashraf Rizvi M, TMH, 2005.
*  Business Communication—Sehgal M. K & Khetrapal V, Excel Books.

. Business Communication — Krizan, Merrier, Jones, 8/e, Cengage
Learning, 2012.

CO-PO MAPPING

PO
co PO1 PO2 PO3 PO4 PO5
CO1 X
Cco2 X X
COo3 X X
CO4
COs X
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II SEMESTER
HUMAN RESOURCE MANAGEMENT

Semester 1I CIE Marks :40
Course Code 18MBA21 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
COURSE OBJECTIVES:

*  Tounderstand the HRM concepts and theory.
*  Toobtainan overview of various HRM functions and practices.
*  Togainaninsightinto the basic statutory provisions.

Unit1:

Human Resource Management: Introduction, meaning, nature, scope of
HRM - Importance and Evolution of the concept of HRM - Major functions
of HRM - Principles of HRM.

Case Study on “ Enterprise Builds on People”, Human Resource
Management, Angelo S Denis / Ricky W Griffin / Anita Sarkar, Cengage
Learning, Page 22-23.

Unit2:

Job Analysis: Meaning, process of Job Analysis, methods of collecting job
analysis data, Job Description and Job Specification, Role Analysis.

Human Resource Planning: Objectives, Importance and process of
Human Resource Planning, Effective HRP.

Unit3:

Recruitment: Definition, Constraints and Challenges, Sources and
Methods of Recruitment, Recent trends and Approaches to recruitment.
Selection: Definition and Process of Selection.

Placement: Meaning, Induction/Orientation, Internal Mobility, Transfer,
Promotion, Demotion and Employee Separation.

Case Study on “ Jayram’s Dilemma”, Human Resource Management,
Angelo S Denis / Ricky W Griffin / Anita Sarkar, Cengage Learning, Page
123.

Unit4:

Training and development: Training v/s development, Systematic
Approach to Training, Training Methods; one the job and off the job.

Case Study on “ Training Program at ABC Cement”, Human Resource
Management, Angelo S Denis / Ricky W Griffin / Anita Sarkar, Cengage
Learning, Page 140.
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Unit5:

Performance Appraisal : Concept of Performance Appraisal, the
Performance Appraisal Process, Methods of Performance Appraisal.
Employee Turnover & Employee Retention: Meaning, Strategies to
manage employee turnover, Employee retention strategies.

Compensation: Meaning of Job Evaluation, Objectives of Compensation
Planning, components of compensation, Compensation Pay Structure in
India.

Unit 6:

Employee Welfare: Introduction, Types of Welfare Facilities and Statutory
Provisions in India.

Employee Grievances: Employee Grievance procedure, Grievances
Management in Indian Industry.

Discipline: Meaning, approaches to discipline, essential of a good
disciplinary system, managing difficult employees.

PRACTICALCOMPONENTS:

* Give a case and ask the students to prepare the recruitment
advertisement for a newspaper.

*  Expose students to standard selection tests followed in various sectors.

*  Exploring training and development practices.

*  Exploring performance appraisal practices in various sectors.

«  Exploring employee separation practices.

*  Give ajob analysis case and ask the students to prepare job description
and job specification.

*  Ask the students to prepare an appointment letter for the post of office
manager of acompany known to you.

COURSE OUTCOME:

1. Understanding of HRM functions, principles, Job analysis that
facilitates students to design a job description and job specification for
various levels of employees.

2. Synthesize knowledge on effectiveness of recruitment process, sources
& understanding of systematic selection procedure.

3. Identify the various training methods and design a training program.

4. Understand the concept of performance appraisal process in an
organization.

5. Listoutthe regulations governing employee benefit practices.

RECOMMENDED BOOKS:

* Human Resources Management: A South Asian Perspective,
Denski/Griffin/Sarkar- Cengage Learning, 2012.

. Human Resource Management—Rao V. S. P, Excel BOOKS, 2010.
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¢ Human Resource Management— Dr. T.P RenukaMurthy HPH.

REFERENCE BOOKS:

. Human Resource Management - John M. Ivancevich, 10/e, McGraw
Hill.

*  Human Resource Management in practice - Srinivas R. Kandula, PHI,
2009

e Managing Human Resources - Luis R Gomez-Megjia, David B. Balkin,
Robert L. Cardy,6/e, PHI, 2010.

CO-PO MAPPING

PO
co PO1 PO2 PO3 PO4 PO5
co1 X
Co2 X
Co3 X
CO4 X
COs X X
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FINANCIAL MANAGEMENT

Semester 1I CIE Marks :40
Course Code 18MBA22 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:

1. To familiarize the students with basic concepts of financial
management and financial system.

2. Tounderstand concept of time value of money and its uses.

3. Toevaluate the investment proposals.

4. Toanalyze capital structure and dividend decision.

5. Tounderstand the management of working capital in an organization.
Unit 1:

Financial management — Introduction to financial management, objectives
of financial management. Changing role of finance managers. Interface of
Financial Management with other functional areas.

Emerging Issues in financial management: Risk management, Behavioral
finance and financial engineering.

Introduction to Financial System. Financial markets, Financial Instruments,
Financial institutions and financial services. Introduction to derivatives.

Unit2:

Time value of money —Future value of single cash flow & annuity, present
value of single cash flow, annuity & perpetuity. Simple interest &
Compound interest, Capital recovery & loan amortization. (Theory &
Problem).

Case Study on Loan amortization.

Unit 3:

Sources of Financing: Shares, Debentures, Term loans, Lease financing,
Hybrid financing, Venture Capital, Angel investing and private equity,
Warrants and convertibles (Theory Only).

Cost of Capital: Basic concepts. Cost of debenture capital, cost of
preferential capital, cost of term loans, cost of equity capital (Dividend
discounting and CAPM model) - Cost of retained earnings - Determination
of Weighted average cost of capital (WACC) and Marginal cost of capital.
(Theory & Problem).

Case Study on WACC.

Unit4:
Investment decisions — Capital budgeting process, Investment evaluation
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techniques — Net present value, Internal rate of return, Modified internal rate *  Financial Management ,I M Pandey, 11th Edition, Vikas Publishing

of return, Profitability index, Payback period, discounted payback period, House.
accounting rate of return (Theory & Problem). Capital rationing; Risk
analysis in capital budgeting (Theory only). REFERENCE BOOKS:
Case Study onreplacement of capital project. e Principles of corporate finance, Brealey and Myers, 9/e, TMH.
*  Financial Management,Rathod,Babitha Thimmaiah,Harish Babu,
Unit5: HPH.
Working capital management — factors influencing working capital *  Fundamentals of Financial Management,Brigham & Houston, 10/e,
requirements - Current asset policy and current asset finance policy- Cengage Learning.

Determination of operating cycle and cash cycle - Estimation of working
capital requirements of a firm. (Does not include Cash, Inventory &

Receivables Management). CO-PO MAPPING

Case study on Working Capital Determination. PO
co PO1 PO2 PO3 PO4 PO5
Unit 6: CO1 X
Capital structure and dividend decisions — Planning the capital structure. CcO02 X
(No capital structure theories to be covered) Leverages, EBIT and EPS CO3 X
analysis. ROI & ROE analysis. Capital structure policy. Dividend policy — CO4 X X
Factors affecting the dividend policy - Dividend Policies- Stable Dividend, CO5 X

Stable Payout (No dividend theories to be covered).
Case Study on EBIT-EPS analysis & Leverages.

PRACTICALCOMPONENTS:

*  Study the different financial services offered by a bank.

*  Identifying the small or medium sized companies and understanding
the Investment evaluation techniques used by them.

»  Using the annual reports of selected companies, students can study the
working capital management employed by them. Students can also
compare the working capital management of companies in the same
sector.

*  Students can choose the companies that have gone for stock split and
Bonus issue in the last few years and study the impact of the same on the

stock price.
COURSE OUTCOME:
1. Understand the basic financial concepts.
2. Apply time value of money.
3. Evaluate the investment decisions.
4.  Analyzethe capital structure and dividend decisions.
5. Estimate working capital requirements.
RECOMMENDED BOOKS:

. Financial Management -Prasanna Chandra, 9/e, TMH.
*  Financial Management,Khan M. Y.& Jain P. K, 7/e, TMH.
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RESEARCH METHODOLOGY

Semester I CIE Marks :40
Course Code 18MBA23 SEE Marks  : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:

1. Tounderstand the basic components of research design.
2. ToGainan insight into the applications of research methods.

3. To equip students with various research analytical tools used in
business research.

Unit1:

Business Research — Meaning, types, process of research- management
problem, defining the research problem, formulating the research
Hypothesis, developing the research proposals, research design
formulation, sampling design, planning and collecting the data for research,
data analysis and interpretation. Research Application in business decisions,
Features of good research study.

Case Study 1: Business Research Methods: S.N.Murthy & U.Bhojanna.
Excel Books-page 458.

Unit2:

Business Research Design: Meaning and significance - Types: Exploratory
and Conclusive Research Design.

Exploratory Research: Meaning, purpose, methods- Literature search,
experience survey, focus groups and comprehensive case methods.
Conclusive Research Design - Descriptive Research - Meaning, Types —
Cross sectional studies and longitudinal studies.

Experimental Research Design — Meaning and classification of
experimental designs- formal and informal, Pre experimental design, Quasi-
experimental design, True experimental design, statistical experimental
design.

Case Study 2: Business Research Methods: S.N.Murthy & U.Bhojanna.
Excel Books-page 455.

Unit3:

Sampling: Concepts- Types of Sampling - Probability Sampling — simple
random sampling, systematic sampling, stratified random sampling, cluster
sampling -Non Probability Sampling —convenience sampling- judgemental
sampling, snowball sampling- quota sampling - Errors in sampling.

Case Study 3: Business Research Methods: S.N.Murthy & U.Bhojanna.
Excel Books-page461.
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Unit4:

Data Collection: Primary and Secondary data Primary data collection
methods - Observations, survey, Interview and Questionnaire, Qualitative
Techniques of data collection, Questionnaire design — Meaning - process of
designing questionnaire. Secondary data -Sources — advantages and
disadvantages.

Case Study 4: Business Research Methods: S.N.Murthy &U.Bhojanna.
Excel Books-page 457.

Measurement and Scaling Techniques: Basic measurement scales-
Nominal scale, Ordinal scale, Interval scale, Ratio scale. Attitude
measurement scale - Likert’s Scale, Semantic Differential Scale, Thurstone
scale, Multi-Dimensional Scaling.

Case Study 5: Business Research Methods: S.N.Murthy & U.Bhojanna.
Excel Books-page 452 & 463.

Unit5:

Hypothesis - types, characteristics, source, formulation of hypotheses,
errors in hypotheses. Parametric and Non-Parametric Tests- t-test, z-test, f-
test, u-test, K-W Test (problems on all tests) Statistical analysis- Bivariate
and Multivariate Analysis- ANOVA-one-way and two-way classification
(theory only).

Case Study 6: Business Research Methods: S.N.Murthy & U.Bhojanna.
Excel Books-page 301.

Unit 6:

Data Analysis and Report Writing: Editing, Coding, Classification,
Tabulation, Validation Analysis and Interpretation- Report writing and
presentation of results: Importance of report writing, types of research
report, report structure, guidelines for effective documentation.

Case Study 7: Business Research Methods: S.N.Murthy & U.Bhojanna.
Excel Books-page 470.

PRACTICALCOMPONENTS:

*  To identify research problem and collect relevant literatures for data
analysis.

e To write the research design by using Exploratory and Descriptive
Research methods.

e To prepare the questionnaire on brand awareness, effectiveness of
training in public sector organization, Investors attitude towards
Mutual funds in any financial institutions.

e To conduct Market survey and to investigate consumer perception
towards any FMCG.
*  Todemonstrate Report writing and Presentation methods.
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COURSE OUTCOME:

1. Understand various research approaches, techniques and strategies in
the appropriate in business.

2. Apply a range of quantitative / qualitative research techniques to
business and day to day management problems.

3. Demonstrate knowledge and understanding of data analysis,
interpretation and report writing.

4. Develop necessary critical thinking skills in order to evaluate different
research approaches in Business.

RECOMMENDED BOOKS

*  Business Research Methods: A South-Asian Perspective with course
Mate William G.Zikmund/Barry J.Babin/Jon
C.Carr/AtanuAdhikari/Mitch Griffin, Cengage learning.

*  Business Research Methods: S.N.Murthy&U.Bhojanna. Excel Books.

*  Business Research Methods. Donald R. Cooper & Pamela s Schindler,
9/e, TMH /2007.

REFERENCE BOOKS

*  Research Methodology — C.R.Kothari, Vishwa Prakashan.

*  Research Methods — M MMunshi& K Gayathri Reddy, Himalaya
Publishing House, 2015.

*  Marketing Research- Naresh K Malhotrs- 5th Edition, Pearson
Education/PHI2007.

CO-PO MAPPING

PO
co PO1 PO2 PO3 PO4 PO5
Co1 X
CO2 X
COo3 X
CO4 X
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LEGAL AND BUSINESS ENVIRONMENT

Semester 1I CIE Marks :40
Course Code 18MBA24 SEE Marks : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:

1. Toprovide insights into the core concepts of incorporation of company.

2. Tounderstand various policies and procedures of the company Act.

3. To gaininsights into various procedure of Investigation &Winding up
of Companies.

Part-A (Legal Environment)
Unitl:
Indian Contract Act, 1872-Meaning of contract, agreement, essential
elements of a wvalid contract. Law of agency-meaning, creation and
termination of agency.

Unit2:

Corporate Incorporation and Management

Definition of company, characteristics, types of company, lifting of
corporate veil (i) Incorporation of company (ii)) Memorandum and Articles
of Association (iii) Doctrine of Ultra Vires (iv) Doctrine of Indoor
Management and constructive notices Management - (i) Directors:
Appointment, Removal, Position, Powers and Duties of Directors. (ii)
Auditor and audit Committee: Its Role. Directors — qualification and
Appointment, Liabilities and duties.

Mini case Presentation and Discussion on Saloman v/s A Soloman &
Company Ltd.

Unit3:

Oppression, Mismanagement and Investigation:

(1) Prospectus, membership and shareholding in an company.(ii) Prevention
of Oppression (iii) Prevention of Mismanagement (iv) Role & Powers of the
Company Law Board (v) Role & Powers of Central Government. Meeting :
(1) Types of Meetings (ii) Procedure of calling for a meeting (iii) Company’s
resolutions and its kinds, proxies.

Corporate Liquidation: (i). Winding up of Companies (ii). Mode of
winding up of the companies (iii). Compulsory Winding up under the Order
of the Tribunal (iv). Voluntary winding up (v). Contributories (vi). Payment
ofliabilities.

Mini case Presentation and Discussion on Rule in Foss v. Harbottle.
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PRACTICALCOMPONENTS:

*  Students to collect analyze and discuss MOA, AOA & Prospectus of a
company.

*  Students to produce a report on the working of reputed agency
including its formation, nature of relations with the outside world and
such other issues of relevance.

COURSE OUTCOME:

1. Students should get clear idea about the concept of incorporation of
company, its relevance, characteristics, types of company, lifting of
corporate.

2. Student to acquire knowledge about conducting meeting, duties of
directors and Investigation of the company.

3. To give the students an insight on Winding up of the companies , Mode
of winding up of the companies.

RECOMMENDED BOOKS:

. Elements of Mercantile law, Sultanchand publications, 34th Edition,
2014

*  Legal & Business Environment, Racvindra Kumar & Renukamurthy,
Cengage learning, 2018.

e Saleem Sheikh & William Rees, Corporate Governance & Corporate
Control, Cavendish Publishing Ltd., 1995.

REFERENCES BOOKS:

e Charles Wild & Stuart Weinstein Smith and Keenan, Company Law,
Pearson Longman, 2009 2. Institute of Company Secretaries of India,
Companies Act 2013, CCH Wolter Kluver Business, 2013.

*  Lexis Nexis, Corporate Laws 2013 (Palmtop Edition) 4. C.A. Kamal
Garg, Bharat’s Corporate and Allied Laws, 2013. Taxmann,
Companies Act2013.

CO - PO MAPPING.

PO
co POI1 PO2 PO3 | PO4 PO5
Co1 X
CO2 X X
CO3 X X
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Part-B (Business Environment)

Course Objectives:
1. To provide an understanding about the Macro Economic Environment
of Business.

2. Tohave anunderstanding of the basic macro-economic concepts.
3. Tostudy the various economic policies of our country.

Unit-4

Indian Business environment: Nature and Scope, Structure of the Business
Environment — Internal and External environment. Political and Legal
Environment, Economic Environment, Socio — Cultural Environment,
Global environment: WTO and global relations.

Basic economic Concepts: Open and Closed Economies, Primary,
secondary and Tertiary sectors and their contribution to the economy. SWOT
Analysis for the Indian economy. Measuring the Economy: Measuring GDP
and GDP Growth rate, Components of GDP, Business Cycle- Features, and
Phases.

Unit-5

Industrial Policies and Structure: Planning- Problems in industrial
development during the plan period, Classification of industries based on
ownership. Industrial policies, Industrial strategy for the future, New
Industrial policy 1991.

Structure of Indian Industry: Public and Private Sector Enterprises,
Objectives of PSUs, Performance and shortcomings. Private Sector—
growth, problems and prospects. SSI — Role in Indian Economy. Startups
and their current state in India.Privatisation-Problems and prospects,
Disinvestments in Indian public sector Units since 1991.

Case Study : Privatization of Airport and Airline Industry, Source: Business
Environment: Text and cases — Justin Paul, 2/e, McGraw Hill. 2008. Pp 166-
168.

Unit-6

Economic policies: Fiscal Policy: Objectives, Instruments, Union Budget,
Taxes, Role of Government.

Monetary Policy: Money, Measures of money supply, Monetary system
inIndia, Tools for credit control. Structure of the Banking system, RBI and
its functions, Banking structure reforms —Narasimham committee
recommendations.

India Foreign Trade Policy: Objectives, Features, Policy of 2015-2020-
salient features.

PRACTICAL COMPONENTS:
e Students are expected to give a report on how the economic
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environment has affected the performance of any five large Indian
Business Houses.

*  Students are expected to analyze the major economic and financial
indicators such as GDP, Inflation, CPI, BSE, NSE, Currency, Gold rate,
Oil barrel price etc., for a particular period of time and submit the report
on the same.

COURSE OUTCOMES:

1. To student will have an understanding of the macro environment of
Business and various macroeconomic concepts.

2. The student will understand the industrial policies of the past and the
present and the evolution over time, and how Indian Industrial structure

evolved over time.

3. Thestudent will be exposed to various economic policies of the country
and the state of economy.

RECOMMENDED BOOKS:

e Economic Environment of Business —Misra S. K &Puri V. K. , 6/e,
Himalaya publishing house, 2010.

*  Business Environment : Text and Cases - Justin Paul, 3/e, McGrawHill,
2011.

*  Business Environment - Fernando, 1/e, Pearson, 2011.

REFERENCE BOOKS:
e Principles of Macro Economics —Mankiw, 4/e, Cengage
Learning,2011.

e Macro Economics —Andrew. B. Abel, & Ben S. Bernanke, 7/e,Pearson
Education, 2011.

CO-PO MAPPING

PO
co PO1 PO2 | PO3 PO4 PO5
Col X
C02 X X
Co3 X X
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STRATEGIC MANAGEMENT

Semester 11 CIE Marks :40
Course Code 18MBA25 SEE Marks  : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours :03
Credits : 04
Course Objectives:

1. Toprovide insights into the core concepts of strategic management.

2. To evaluate various business strategies in dynamic market
environments.

3. To gaininsights into various strategic management models.

Unit1:

Meaning and Nature of Strategic Management, its Importance and
relevance and . Characteristics of Strategic Management, The Strategic
Management Process. Relationship between a Company ° s Strategy and its
Business Model.

Minicase Presentation and Discussion: Business model of Amul and
KMF , Suggested questions for case presentation: a. Discuss competitive
strategy of Amul b. what are the difference between Amul business model
and KMF.

Unit2:

Strategy Formulation- Understand strategic management process business
definition & Organization values that build mission statement. Describe
strategic vision, mission, goals, long term objectives, short term objectives
and discuss their value to the strategic management process. Balanced
Score card.

Minicase Presentation and Discussion: Shanghai GM , Suggested
questions for case presentation: a. Introducing China’s auto industry,
including opportunities & threats b. Why joint venture with SAIC? c. What
makes Shanghai GM successful? d. Lessons learnt to other Western MNEs.

Unit3:

Analyzing a Company’ s External Environment — The Strategically
relevant components of a Company’s External Environment — Industry
Analysis - what factors are driving industry change and its impact -
Porter’s dominant economic feature - Competitive Environment Analysis
- Porter’s Five Forces model — Key Success  Factors concept and
implementation.

Mini-Case Presentations and Discussions: Jet Blue Airlines Suggested
topics for case presentation and discussion: a. Analyzing the general
(national/global) environment b. Assessing five forces of the industry c.
Identifying opportunities & threats of the industry d. Jet Blue’s capability
analysis.
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Unit4:

Analyzing a company’s resources and competitive position—Analysis ofa
Company’s present strategies - SWOT Analysis — Value Chain Analysis -
Benchmarking . Generic Competitive Strategic — Low cost provider
Strategy - Differentiation Strategy - Best cost provider Strategy - Focused
Strategy - Strategic Alliance and Collaborative Partnerships - Mergers
and Acquisition Strategic - Outsourcing Strategic - International Business
level.

Minicase presentation and discussion: Wal-Mart Stores Inc. Suggested
topics for case presentation and discussion: a. what competitive strategy
does the firm use? Why? b. How does the firm achieve competitive
advantages via four-building blocks (quality, innovation, efficiency and
customer responsiveness)? c. Any evidence or efforts about value-chain
activities? d. Recommendations?

Unit:5

Business planning in different environment - Entrepreneurial level
Business planning — Multistage wealth creation model for entrepreneurs —
Planning for large and diversified companies — brief overview of
Innovation, integration, Diversification, Turnaround Strategic — GE nine
cell planning girdand BCG matrix.

Minicase Presentation and Discussion: Siemens’s Global Development
Strategy Suggested topics for presentation and discussion: 1. Why does
Siemens need global coordination and integration? 2. How did Siemens
coordinate and orchestrate project development and operations dispersed in
various regions? 3. Do you think that different foreign subsidiaries should
vary in their autonomy and corporate support, why and how? 4. Takeaway
lessons and your recommendations.

Unit:6 Strategy Implementation

Organizational design, structures and controls. Importance of integrating
strategy implementation and strategy formulation. Organizational structures
used to implement different business level strategies. Organizational
structures used to implement different corporate level strategy. How
corporate culture promotes implementation of strategy, types of control
systems.

Minicase presentation and discussion: Infosys Pvt Itd. Suggested topics
for case presentation and discussion: a. Discuss strategy formulation and
implementation of recent year.

PRACTICALCOMPONENTS
*  Analyzing the Mission and Vision statements of selected Indian
companies.

*  Applying Michael Porter’s model to an industry (Retail, Telecom,
Infrastructure, FMCG, Insurance, Banking etc.

*  Pick a successful growing company. Do a web-search of all news
related to that company over a one-year period.. Analyze the news
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items to understand and write down the company’s strategy and
execution efficiency.

*  Pick a company that has performed very badly compared to its
competitors. Collect information on why the company failed. What
were the issues in strategy and execution that were responsible for the
company’s failure in the market; Analyze the internal and external
factors.

*  Map out GE 9-cell matrix and BCG matrix for some companies and
compare them.

*  Conduct SWOT analysis of companies around your campus.

COURSE OUTCOME:

1. Students should get clear idea about the concept of Strategic
Management, its relevance, Characteristics, process nature and
purpose.

2. Student to acquire an understanding of how firms successfully
institutionalize a strategy and create an organizational structure for
domestic and overseas operations and gain competitive advantage.

3. To give the students an insight on strategy at different levels of an
organization to gain competitive advantage.

4.  To help students understand the strategic drive in multinational firms
and their decisions in different markets.

5. To enable the students to gain knowledge of strategy implementation
and the control measures for effective decision-making.

RECOMMENDED BOOKS:

e Crafting and executing Strategy. A Thompson Jr, Margaret A. and John
E Gamble. Mc Graw Hill Publication, New Delhi.

»  Strategic Management — Hitt & Manikutti, Cengage learning,2018.

*  Strategic Management — Fred R David, PHI Learing Private Ltd, New
Delhi.

REFERENCE BOOKS:

«  Strategy and the Business Landscape — Pankaj Ghemawat.

»  Strategic Management — Competitiveness and Globalization: Michael
A. Hitt, Duane Ireland, Robert E. Hokinson, : South Western, Thomson

Learning.
e Crafting and Executing Strategy, Arthur Thompson, A.J.Strickland,
Arun Jain, Mc Grawhill.
CO-PO MAPPING
PO
co PO1 PO2 PO3 PO4 POS
Cco1 X
CO2 X
CO3 X X
CO4 X
COs X
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ENTREPRENEURSHIP DEVELOPMENT

Semester 11 CIE Marks :40
Course Code 18MBA26 SEE Marks  : 60
Teaching Hours / week (L:T:P) 4-0-0 Exam Hours : 03
Credits : 04
Course Objectives:
1. To develop and strengthen entrepreneurial quality and motivation in
students.

2. To impart basic entrepreneurial skills and understandings to run a
business efficiently and effectively.

3.  To provide insights to students on entrepreneurship opportunities,
sources of funding and institutions supporting entrepreneurs.

4. To understand the contribution of the entrepreneurs towards Rural,
Society and Socio Economic Development of the country.

Unit1:

Entrepreneur & Entrepreneurship: Meaning of entrepreneur - Evolution
of the concept - Functions of an Entrepreneur - Types of Entrepreneur -
Intrapreneur- an emerging class - Concept of Entrepreneurship - Evolution
of Entrepreneurship - Development of Entrepreneurship - Entrepreneurial
Culture - Stages in entrepreneurial process.

Unit2:

Business Planning Process: Meaning of business plan - Business plan
process - Advantages of business planning - Marketing plan -
Production/operations plan - Organization plan - Financial plan - Final
Project Report with Feasibility Study - preparing a model project report for
starting a new venture.

Unit3:

Institutions supporting Entrepreneurs: Small industry financing
developing countries - A brief overview of financial institutions in India -
Central level and state level institutions - SIDBI - NABARD - IDBI -
SIDCO - Indian Institute of Entreprencurship - DIC - Single Window -
Latest Industrial Policy of Government of India.

Unit4:

Family Business: Importance of family business - Types - History -
Responsibilities and rights of shareholders of a family business -
Succession in family business - Pitfalls of the family business - strategies
for improving the capability of family business - improving family business
performance.
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Unit5:

International Entrepreneurship Opportunities: The nature of
international entrepreneurship - Importance of international business to the
firm - International versus domestic entrepreneurship - Stages of economic
development - Entrepreneurship entry into international business -
exporting - Direct foreign investment - barriers to international trade.

Unit 6:

Informal Risk Capital and Venture Capital: Informal risk capital market -
venture capital - nature and overview - venture capital process - locating
venture capitalists - approaching venture capitalists.

Social Entrepreneurship: Social enterprise-need - types - characteristics
and benefits of social enterprises-Social entrepreneurship - Rural
entrepreneurship-need and problems of rural entrepreneurship - challenges
and opportunities-Role of government. Make in India, Smart India,
Digitalized India.

Case studies in Entrepreneurship Development.

PRACTICALCOMPONENTS:

*  Make a business plan for your intended business - talk to bankers to
find out what they look for in a business plan - modify accordingly and
presentitin the class.

*  Analyze the performance of listed family firms. How is their
performance compared to the performance of other firms? Does a
family firm successfully manage to create wealth for non-family
investors?

* Interview a local entrepreneur to find out his’her major motivations to
start a business - which of the skills and characteristics do you find in
the entrepreneur?

«  Study a local for-profit business and try to list out the positive social
impacts of the business.

*  Visitatrade show and try to compare the marketing activities of various
stalls in that show - make a list of good practices you come across in
the show.

*  Choose an NGO in your locality. Interview the founder and present the
case in class on the motivations - challenges - ecosystem support and
their impacts - arrive at possible solutions and convey back to NGO.

COURSE OUTCOMES:

1. Display keen interest and orientation towards entrepreneurship,
entrepreneurial opportunities in order to setup a business.

2. As an entrepreneur learn to think creatively and understand the
components in developing a Business plan.

3. Become aware about various sources of funding and institutions
supporting entrepreneurs.
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4. Gain consciousness towards social entrepreneurship and rural
entrepreneurship opportunities.

RECOMMENDED BOOKS:

*  Entrepreneurship- A South-Asian Perspective, D.F.Kuratko, T.V.Rao —
Cengage Learning -2018.

*  Entrepreneurship Development-Small Business Enterprise- Poornima
Charantimath Pearson Education- 2007.

*  Entrepreneurship- Rober D Hisrich - Michael P Peters - Dean A
Shepherd - 6/e- The McGraw-Hill companies - 2007.

REFERENCE BOOKS:

*  Entrepreneurship Theory at crossroads - Mathew J Manimala - 2/e -
Biztantra- 2007.

*  Entrepreneurship - RajivRoy - 2/e- Oxford University Press 2011.

*  Entrepreneurship-Principles and Practices - Kurakto- 7/e- Thomson
Publication - 2007.

CO-PO MAPPING

PO
co PO1 PO2 PO3 PO4 PO5
cot X
Cco2 X X
COo3 X
CO4 X
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MARKETING SPECIALISATION

I SEMESTER
CONSUMER BEHAVIOR
Semester I CIE Marks :40
Course Code 18MBAMMB301 SEE Marks : 60
Teaching Hours / week (L:T:P) 3-0-2 Exam Hours :03
Credits : 04

Course Objectives:
1. Tounderstand the concept of consumer behaviour, decision making by
consumers, behavioural variables and its influences on consumer

behaviour.

2. To comprehend the social and cultural dimensions of consumer
behaviour.

3. Toprovide an insight of the psychological and behavioural concepts of
consumers.

Unit1:

Introduction to the study of Consumer Behaviour: Meaning & Definition
of Consumer Behaviour, Difference between Consumer & Customer,
Nature & characteristics of Indian Consumers, Consumerism: meaning,
Consumer Movement in India, Rights & Responsibilities of consumers in
India, Benefits of consumerism.

Unit2:

Models of Consumer Behaviour: Input-Process-Output Model, Nicosia
Model, Howard Sheth Model, Engel-Kollat-Blackwell Models of
Consumer Behaviour, Internal Influences, External Influences.

Consumer Decision Making: Consumer Buying Decision Process, Levels
of Consumer Decision Making — Four views of consumer decision making.
On-line Decision Making: Meaning & Process/Stages.

Situational Influences- Nature of Situational Influence, Situational
Characteristics and consumption behaviour.

Part1
Unit 3:
Individual Influences on Consumer Behaviour and CRM
A) Motivation: Basics of Motivation, Needs, Goals, Positive & Negative
Motivation, Rational Vs Emotional motives, Motivation Process, Arousal of
motives, Selection of goals. Motivation Theories and Marketing Strategy -
Maslow’s Hierarchy of Needs, McGuire’s Psychological Motives.
B) Personality: Basics of Personality, Theories of Personality and
Marketing Strategy (Freudian Theory, Neo-Freudian Theory, Trait Theory),
Applications of Personality concepts in Marketing, Personality and
understanding consumer diversity, Brand Personality, Self and Self-Image.
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C) Perception: Basics of Perception & Marketing implications, Elements of
Perception, Dynamics of Perception, Influence of perception on CB,
Consumer Imagery, Perceived price, Perceived quality, price/quality
relationship, Perceived Risk, Types of risk, How to consumers’handle risk.

Part 2
Unit4:
Individual Influences on Consumer Behaviour
A) Learning: Elements of Consumer Learning, Marketing Applications of
Behavioural Learning Theories, Classical Conditioning — Pavlovian Model,
Neo-Pavlovian Model, Instrumental Conditioning.
B) Attitude: Basics of attitude, the nature of attitude, Models of Attitude and
Marketing Implication, (Tri-component Model of attitude, Multi attribute
attitude models. Elaboration Likelihood Model).
C) Persuasive Communication: Communications strategy, Target
Audience, Media Strategy, Message strategies, Message structure and
presentation.

Unit 5:

External Influences on Consumer Behaviour

Social Class: Social Class Basics, What is Social Class? (Social class &
Social status, the dynamics of status consumption, Features of Social Class,
Five Social-Class Categories in India.

Culture: Basics, Meaning, Characteristics, Factors affecting culture, Role
of customs, values and beliefs in Consumer Behaviour. Subculture:
Meaning, Subculture division and consumption pattern in India, Types of
subcultures. Cross Culture - Cross-cultural consumer analysis - Cross-
cultural marketing strategy: Cross-cultural marketing problems in India,
Strategies to overcome cross-cultural problems.

Groups: Meaning and Nature of Groups, Types Family: The changing
structure of family, Family decision making and consumption related roles,
Dynamics of husband-wife decision making, The family life cycle &
marketing strategy, Traditional family life cycle & marketing implications,
Reference Groups: Understanding the power & benefits of reference groups,
Factors that affect reference group influence, Types of reference group,
Reference Group Appeals.

Unit 6:

Consumer Influence and Diffusion of Innovations

Opinion Leadership: Dynamics of opinion leadership process,
Measurement of opinion leadership, Market Mavens, Opinion Leadership &
Marketing Strategy, Creation of Opinion Leaders.

Diffusion of Innovations: Diffusion Process, Adoption Process: Stages,
categories of adopters, Post Purchase Processes.

Customer Relationship Management- Meaning & Significance of CRM,
Types of CRM Strategies for building relationship marketing, e-CRM,
Meaning, Importance of e-CRM, Difference Between CRM & e-CRM.
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PRACTICAL COMPONENT:

*  Students can go to malls and unorganized retail outlets and observe the
behaviour of consumers of different demographic segments while
buying different category of goods. The students need to present the
findings / observations followed with a group discussion.

*  Students have to prepare a questionnaire and conduct the survey on
consumer buying behaviour and present the findings in the class.

*  Find three advertisements that appeal to the need for power, affiliation
and achievement. Discuss their effectiveness. Rewrite these for
persons in different levels of Maslow’s Hierarchy?

*  Meet your friends and conduct a survey to find what are the important
factors in their purchase of mobiles, shoes, bags etc.

*  Conduct a study on advertisements regarding a specific product and
find out how consumer deal with the information overload?

COURSE OUTCOMES:

The