SCHEME OF TEACHING AND EXAMINATION
MASTER OF BUSINESS ADMINISTRATION

| SEMESTER
Category Teaching hours/ week Duration Marksfor
Subject . . Practical / Total .
Code Titleof the Subject Lecture | Fidd Work /| Total of Exam IA | Exam | Marks Credits
: . (Hours)
Assignment

Management &
16MBA11 Organi zational Core Course 3 2 5 3 20 80 100 4

Behaviour
16MBA12 Managerial Economics Core Course 3 2 5 3 20 80 100 4
16MBA13 | Accounting for Core Course 3 2 5 3 20 | 80 100 4

Managers
16MBA14 Quantitative Methods Core Course 3 2 5 3 20 80 100 4
16MBA15 Marketing Management | Core Course 3 2 5 3 20 80 100 4
16MBAls | Managerid Core Course 3 2 5 3 20 | 80 100 4

Communications

Total 18 12 30 120 480 600 24

* Practical /Field Work / Assignment isa part of contact hoursfor thefaculty and must be considered in theworkload.




Il SEMESTER

Category Teaching hours/ week Marksfor
. Practical / Duration
gl:)l;]:d Title of the Subject Lecture Field Work / Total of Exam A Exam 'Il\;loat“all(s Credits
Assignment (Hours)
*
16MBA21 | Human Resource Core Course 3 2 5 3 20 | 80 | 100 4
Management
16MBA22 Financia Management Core Course 3 2 5 3 20 80 100 4
16MBA23 Research Methods Core Course 3 2 5 3 20 80 100 4
16MBA24 Business Law and Policy | Core Course 3 2 5 3 20 80 100 4
16MBA25 Strategic Management Core Course 3 2 5 3 20 80 100 4
16MBA26 Entrepreneurship Core Course 3 > 5 3 20 80 100 4
Devel opment
Total 18 12 30 120 | 480 600 24

* Practical /Field Work / Assignment isa part of contact hoursfor thefaculty and must be considered in the workload.




[l SEMESTER
(Core Specialisation)

Category Teaching hours/ week Marksfor
Subject Code Durati ¢
Practical / ulrz?(;?: 0 Total Credits
Marketi Ei Human Lecture Field Work / Total (Hours) 1A Exam Marks
arketing inance Resor ce Assignment **
16MBAMM301 | 16MBAFM301 | 16MBAHR301 Focugsra;'eon 3 2 5 3 20 80 100 3
16MBAMM302 | 1l6MBAFM302 | 16MBAHR302 F%ngt?f/l gn 3 2 5 3 20 80 100 3
16MBAMM303 | 1l6MBAFM303 | 16MBAHR303 Elective 3 > 5 3 20 80 100 3
16MBAMM304 | 16MBAFM304 | 16MBAHR304 FOEQS?;L on 3 2 5 3 20 80 100 3
16MBAMM305 | 16MBAFM305 | 16MBAHR305 F%ngt?s gn 3 > 5 3 20 80 100 3
16MBAMM306 | 1l6MBAFM306 | 16MBAHR306 Elective 3 > 5 3 20 80 100 3
1 *
16MBAIN307 Internship 0 8 8 i 50 50 100 4
Industria 0 0 0 0 0 00 00 0
Vigt

18 12 30 120 480 700 22

* | nternship will be carried out by students after second semester during vacation and the report submitted by the students will be assessed
internally during thethird semester. Total number of teaching hours per week is excluding inter nship wor kload.

** Practical /Field Work / Assignment isa part of contact hoursfor the faculty and must be considered in the workload.
Industrial visitisa mandatory activity with zero credits




Il SEMESTER
(Core Specialisation Subjects)

Marketing Specialisation Finance Specialisation Human Resour ce Specialisation
Subject Code Title of the Subject Subject Code Title of the Subject Subject Code Title of the Subj ect
16MBAMM301 | Consumer Behavior 16MBAFM301 Principles & Practices of Banking 16MBAHR301 | Industriad Relations & Legislations
16MBAMM302 | Retail Management 16MBAFM302 | Investment Banking & 16MBAHR302 | Recruitment & Selection
Financia Services
16MBAMM303 | Services Marketing 16MBAFM303 Investment Management 16MBAHR303 | Compensation & Benefits
16MBAMM304 | Marketing Research 16MBAFM304 | Advanced Financia Management 16MBAHR304 | Learning & Development
16MBAMM305 | Business Marketing 16MBAFM 305 Cost Management 16MBAHR305 | Knowledge Management
16MBAMM306 | Supply Chain Management 16MBAFM 306 Strategic Credit Management 16MBAHR306 | Conflict & Negotiation Management
[11 SEMESTER (Dual Specialisation)
Category Teaching hours/ week Marksfor
Subject Code .
. Duration of
Practical / Exam Total Credits
Marketing Finance &HR HR & Lecture | Fidd Work / Total (Hours) 1A Exam Marks
& Finance Marketing Assignment **
16MBAMM301 | 16MBAFM301 | 16MBAHR301 Focugsra;'eon 3 2 5 3 20 80 100 3
16MBAMM302 | 16MBAFM302 | 16MBAHR302 F(I)ELIJQS?S gn 3 2 5 3 20 80 100 3
16MBAMM303 | 16MBAFM303 | 16MBAHR303 Elective 3 2 5 3 20 80 100 3
16MBAFM301 | 16MBAHR301 | 16MBAMM301 Foggsrage on 3 2 5 3 20 80 100 3
16MBAFM302 | 16MBAHR302 | 16MBAMM302 F(I)Elljgc(:jt?f/l gn 3 5 5 3 20 80 100 3
16MBAFM303 | 16MBAHR303 | 16MBAMM303 Elective 3 2 5 3 20 80 100 3
1 *
16MBAIN307 Internship 0 8 8 50 50 100 4
Industrial 0 0 0 0 00 00 00 0
Visit
18 12 30 120 480 700 22

* | nternship will be carried out by students after second semester during vacation and thereport submitted by the students will be assessed internally
during the third semester. Total number of teaching hours per week is excluding inter nship workload.

** Practical /Field Work / Assignment isa part of contact hoursfor the faculty and must be considered in the workload.
Industrial visit isamandatory activity with zero credits




IV SEMESTER
(Core Specialisation)

Category Teaching hours/ week Marksfor
Subject Code Durati ¢
Practical / ulrz?(;?: 0 Total Credits
Marketing Finance Human Lecture | Fiedd Work / Total 1A Exam Marks
: (Hours)
Resour ce Assignment **
16MBAMM401 | 16MBAFM401 | 16MBAHRA01 Focugsra;'eon 3 2 5 3 20 80 100 3
16MBAMM402 | 16MBAFM402 | 16MBAHR402 F%ngt?s gn 3 2 5 3 20 80 100 3
16MBAMM403 | 16MBAFM403 | 16MBAHR403 Elective 3 > 5 3 20 80 100 3
16MBAMM404 | 16MBAFM404 | 16MBAHRA404 FOEQS?;L on 3 2 5 3 20 80 100 3
16MBAMMA405 | 16MBAFM405 | 16MBAHRA405 FCI)Elljggt?fll gn 3 > 5 3 20 80 100 3
16MBAMM406 | 16MBAFM406 | 16MBAHR406 Elective 3 > 5 3 20 80 100 3
16MBAPR407 Project 0 8 8 50 150 200 -
Work *

800 30

* Project work will be carried out after third semester and shall be evaluated during fourth semester. The internal assessment will be made for 50 marks. In the examination,
the total marks of 150 shall be allotted as follows: 50 marks each for report evaluation by internal and externa examiners respectively and remaining 50 marks for the viva

voce examination, jointly assessed by internal and external examiners.

** Practical /Field Work / Assignment isa part of contact hoursfor the faculty and must be considered in the workload.




IV SEMESTER
(Core Specialisation Subjects)

Marketing Specialisation Financial Specialisation Human Resour ce Specialisation
Subject Code Title of the Subj ect Subject Code Title of the Subject Subject Code Title of the Subject
16MBAMM401 Sales Management 16MBAFM401 | Mergers, Acquisitions & Corporate 16MBAHR401 | Public relations
Restructuring
16MBAMM402 Integrated Marketing 16MBAFM402 Risk Management and I nsurance 16MBAHR402 | Workplace Ethics & Vaue Systems
Communication
16MBAMMA403 E-Marketing 16MBAFM403 | Tax Management 16MBAHR403 International Human Resource
Management
16MBAMM404 Strategic Brand Management 16MBAFM404 Internationa Financial Management 16MBAHR404 | Organisation Change and Devel opment
16MBAMM405 Rural Marketing 16MBAFM 405 Financia Derivatives 16MBAHR405 | Strategic Talent Management
16MBAMM406 International Marketing 16MBAFM406 | Corporate Vauation 16MBAHR406 | Persona Growth & Interpersonal
Management Effectiveness
IV SEMESTER
(Dual Specialisation)
Category Teaching hours/ week Marksfor
Subject Code .
. Duration of
Practical / Exam Total Credits
Marketing Finance &HR HR & Lecture | Field Work / Total (Hours) 1A Exam Marks
& Finance M arketing Assignment **
16MBAMM401 | 16MBAFM401 | 16MBAHR401 Focugsra;'eo” 3 2 5 3 20 80 100 3
16MBAMMA402 | 16MBAFM402 | 16MBAHR402 F(IJELIJQ((:jt?f/I gn 3 5 5 3 20 80 100 3
16MBAMMA403 | 16MBAFM403 | 16MBAHR403 Elective 3 2 5 3 20 80 100 3
16MBAFM401 | 16MBAHR401 | 16MBAMMA401 FoCugSrage on 3 2 5 3 20 80 100 3
16MBAFM402 | 16MBAHR402 | 16MBAMM402 F%ngt?f/l é)n 3 5 5 3 20 80 100 3
16MBAFM403 | 16MBAHR403 | 16MBAMMA403 Elective 3 5 5 3 20 80 100 3
16MBAPR407 Project 0 8 8 50 | 150 200 12
Work *
800 30

e Project work will be carried out after third semester and shall be evaluated during fourth semester. The internal assessment will be made for 50 marks. In the
examination, the total marks of 150 shall be alotted as follows: 50 marks each for report evaluation by internal and external examiners respectively and remaining 50
marks for the viva voce examination, jointly assessed by internal and externa examiners.



IV SEMESTER

(Dual Specialisation Subjects)

** Practical /Field Work / Assignment isa part of contact hoursfor the faculty and must be considered in the workload.

Marketing & Finance Specialisation Marketing & Human Resour ces Specialisation Finance & Human Resour ce Specialisation
Subject Code Title of the Subject Subject Code Title of the Subject Subject Code Title of the Subject
16MBAMM401 Sales Management 16MBAMM401 Sales Management 16MBAFM401 | Mergers, Acquisitions & Corporate
Restructuring
16MBAMM402 Integrated Marketing Communication 16MBAMM402 Integrated Marketing Communication 16MBAFM402 | Risk Management and Insurance
16MBAMM403 E-Marketing 16MBAMM403 E-Marketing 16MBAFM403 | Tax Management
16MBAFM401 Mergers, Acquisitions & Corporate 16MBAHR401 Public relations 16MBAHR401 Public relations
Restructuring
16MBAFM402 Risk Management and Insurance 16MBAHR402 Workplace Ethics & Value Systems 16MBAHR402 | Workplace Ethics & Vaue
Systems
16MBAFM403 Tax Management 16MBAHR403 International Human Resource 16MBAHR403 International Human Resource
Management Management

Plan of action (proposed)

Ao bdhPRE

Implementation of CBCS for MBA Programme will be effective from next academic year, i.e.,, 2016-17
Review of Scheme of Teaching and Examinations being finalized
Award of Credits for various components of MBA Programme
Allotment of marks for the subjects/papers, seminar and summer project.

80:20 patterns of marks for externa examination and internal (I1A) marks respectively is to be adopted for al the subjects,
except Internship, for which the pattern will be 50:50 basis for internal and external assessments respectively.

Question paper for theory examination shall consist of Part A and B as under:

» Part A shall consist of 5 questions subdivided into a, b, ¢ in 3+7+10 mixed pattern
e Part B shall be acompulsory question on Case study/ Practical problem for 20 marks (may contain a maximum of 4 sub-questions).

|A Pattern: 20 marks in each subject, comprising of 10 marks for tests and 10 marks for assignments/seminars/practical exercises/quiz/oral
exams



SEMESTER |

MANAGEMENT & ORGANIZATIONAL BEHAVIOUR

Subject Code : 16MBA11 IA Marks
No. of Lecture Hours / Week: 03 Exam Hours
Number of Lecture Hours : 56 Exam Marks
Practical Component : 02 Hours / Week

Course Objectives.

: 20
1 03
: 80

* To make students understand fundamental concegdtpramciples
of management, including the basic roles, skillg] functions of

management

« To make students knowledgeable of historical deyaknt,
theoretical aspects and practice applications afagarial process
« To understand the basic concepts and theories Iymdgr
individual behavior besides developing better ihgginto one’s

own self

« To make students aware of Individual behavior irougs,
dynamics of groups and team building besides deusdoa better

awareness of how they can be better facilitators doilding

effective teams as leaders themselves
Cour se Outcomes:

At the end of the course students are able to:

» Comprehend & correlate all the management acts/itibich are
happening around them with fundamental conceptgandiples

of management.

» Get an overview of management, theory of managearant
practical applications of the same.

» Effectively use their individual skill to work inrgups to achieve

organizational goals and ability to lead groups/iea



» Demonstrate their acumen in applying managerialtaidavioral
concept in real world/situation.

Part A - Principles of Management

Unit 1. (8 Hours)
Introduction: Management: Introduction, Definition of management,
Nature, Purpose and Functions, Levels and typesmahagers,
managerial roles, skills for managers, evolutiomaihagement thought,
Fayol's fourteen principles of management, Recerénds in
management.

Unit 2: (12 Hours)
Planning and Organizing:

Planning: Nature of Planning, Planning Process, ObjectiwdBO,
Strategies, level of strategies, policies, methmas$ programs, Planning
Premises, Decision-making, Process of decision-nggkiTypes of
decisions, Techniques in decision-making.

Organizing: Organization structure, Formal and informal orgations,
Principles of organizations-chain of command, spafn control,
delegation, decentralization, and empowerment. framal, divisional,
geographical, customer based and matrix organiztioram based
structures, virtual organizations, boundary legmpizations.

Unit 3: (5Hours)
Controlling: Controlling, importance of controlling, controllipocess,
types of control, factors influencing control efigeness.

RECOMMENDED BOOKS
» Essentials of Management-Koontz, 8/e, McGraw Hill
 Management: Text and Cases-VSP Rao, Excel Books
« MGMT, An Innovative approach to teaching and Ieagni
Principles of Management, Chuck Williams, Cengage
Publications, 2010



* Principles and practices of Management, Kiran NerRélas
Chopde, Dreamtech Press, 2011

 Management Theory & practice — Chandan J. S, Vikadishing
House.

 Management Theory & Practice Text & Cases — Subha R &
Hima Bindu, Himalaya Publication.

REFERENCE BOOKS:

» Masters of Management Thought — Mahanand Charail &/

Munshi, Sapna Book House, Bangalore, 2015.

Part B - Organizational Behaviour

Unit 4: (6 hours)
Introduction: Organizational Behaviour: Introduction, definition,
historical development, fundamental principles oB,Ccontributing
disciplines, challenges and opportunities.

Unit 5: (15 Hours)
Foundations of Individual Behaviour: Individual behaviour:
Foundations of individual behaviour. Ability: Inkettual abilities,
Physical ability, the role of disabilities.

Personality: Meaning, formation, determinants, traits of pers$ibnebig
five and MBTI, personality attributes influencind8O

Attitude: Formation, components of attitudes, relation betwaititude
and behaviour.

Per ception: Process of perception, factors influencing peroeptlink
between perception and individual decision-making.

Unit 6: (10 Hours)
Motivation: Meaning, theories of motivation-needs theory, tfactor
theory, Theory X and Y, application of motivationlaéories.
Leadership: Meaning, styles of leadership, leadership thepriemst
theory, behavioural theories, managerial grid asitunal theories.



Note: Related case studiesto be discussed.

Practical Components:

o Studying organizational structures of any 10 conmgmmnand
classifying them into different types of organipat which are
studied in Unit 2 and justifying why such structuage chosen by
those organizations.

* Preparing the leadership profiles of any 5 busideaslers and
studying their leadership qualities and behaviavith respects to
the trait, behavioural and contingency theoriedistll

 |dentifying any five job profiles and listing theawous types,
abilities required for those jobs and also the qeafity
traits/attributes required for the jobs identified.

Note: Faculty can either identify the organizations/ leader g/jobs or
students can be allowed to choose the same.

RECOMMENDED BOOKS:

» Organizational behaviour, Stephen P Robbins, TisnéthJudge,
Neharika Vohra, 14th Edition, Pearson, 2012.
Introduction to Organisational Behaviour — Mich&eltler, Jaico
Publishing House,
Organization Behaviour — Ashwathappa, Himalaya ieabbn
House
ORGB - Nelson, Quick, Khanelwal, 2/e, Cengage Lieari2012.
Organizational Behaviour - Anada Das Gupta, Biztar2011.
Organizational Behaviour: A modern approach - Akumar and
Meenakshi, Vikas Publishing House, 2011.
Organizational Behaviour — Rao V. S. P, Excel BOQR@)9.

REFERENCE BOOKS:
* Organizational Behaviour - Fred Luthans, 12/e, NarHill
International, 2011.
« Management and Organizational Behaviour - Lauri®iullins,
Pearson education



 Fundamentals of Organizational Behaviour - Slocuiitiebel,
Cengene Learning
» Organizational Behaviour, Aquinas P. G, Excel Books

ECONOMICSFOR MANAGERS

Subject Code : 16MBA12 IA Marks : 20
No. of Lecture Hours / Week: 03 Exam Hours : 03
Number of Lecture Hours : 56 Exam Marks : 80
Practical Component : 02 Hours / Week

COURSE OBJECTIVES

 To introduce the fundamentals, tools and theoriemmanagerial

economics

« To orient on micro economic techniques as a datisiaking
process

 To understand various industrial policies esserfal business
managers

« To understand the vital characteristics of différemarket
structures

COURSE OUTCOMES

At the end of the course students are able to:

» Equipped with the skill to apply the theory of dematheory of
production and cost in decision making

» Differentiate between various markets structurectioning and
pricing decisions.

» Acquire the knowledge of Indian Industrial Poligigs impact on
industrial development so as to develop propetesisain day to
day management.



Unit 1. (12 hours)
Managerial Economics. Meaning, Nature, Scope. & Significance, Uses
of Managerial Economics, Objectives and alternahiypothesis of the
firm — Law of Demand, Exceptions to the Law of DemaElasticity of
Demand- Price, Income, Cross and Advertising Eagti Uses of
Elasticity of Demand for Decision Making, - Demalkarecasting:
Meaning and Significance.(problems on Elasticitypeimand only).

Unit 2: (10 hours)
Production Analysis. Concept, Production Function- Total, Average,
& Marginal Product —Law of Variable Proportions &D-Quants & ISO
Costs - Least cost factor combination- Returnsdalés Economies and
Diseconomies of Scale - Technological progresspaaduction function

Unit 3: (8 hours)

Cost and Revenue Profit Functions: Cost Concepts, Fixed and variable
costs- Total Cost, Average Cost, Marginal Costp@unity Cost. -
Short-run and Long-run Cost Curves

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

Break Even Analyss- Meaning, Assumptions, Determination of BEA,
Limitations and Uses of BEA in Managerial Econom{Esoblems on
BEP only)

Unit 4: (8 hours)
Market Structure: Perfect Competition: Features, Determination of
Price under Perfect Competition - Monopoly: Feaur@ricing under
Monopoly, Price Discrimination - Oligopoly: Featar&kinked Demand
Curve, Cartel, Price Leadership - Monopolistic Ceiitppon: Features,
Pricing under Monopolistic Competition, ProductfBrentiation

Pricing - Descriptive Pricing- Price Skimming, Rrieenetration.

Unit 5: (8 hours)
Indian Economic Environment: Overview of Indian Economy, Recent
changes in Indian Economy.



Measurement of National Income: Basic Concepts, Components of
GDP- Measuring GDP and GNP, Difficulties in measgriNational
Income, Growth Rate.

Business Cycle — Features, Phases, Economic Indicators, Inflation
Types, causes, Measurement, Kinds of Price Indices,

Primary, Secondary and Tertiary Sectors and thamtribution to the
Economy, SWOT Analysis of Indian Economy.

Unit 6: (10 hours)
Industrial Policies and Structure: A critical look at Industrial Policies
of India, New Industrial Policy 1991; DisinvestmantPSUs - Private
Sector- Growth, Problems and Prospects, SMEs -ifisiggmce in Indian
economy-problems and prospects

Economic Policies. Fiscal Policy: Objectives, Instruments, Union
Budget,

Monetary Policy: Objectives, tools for Credit Control.

Globalization: Meaning and Implications, Phases, Impact of
Globalization on Indian Economy.

Foreign Trade: Trends in India’'s Foreign Trade, Impact of WTO on
India’s Foreign Trade.

Note 1: Related case studiesto be discussed.
Note 2: 75 percent theory and 25 percent problemsfrom Unit 1 & 3

Practical Components:

» Assessment of Impact of advertisement or sales @iomon the
demand of a product (Preferably FMCG goods)
Study of demand elasticity for a product when thisrea price
Increase or price decrease.
Demand forecasting — Mini project may be given tiedents to
assess the demand for a product or a service asygiethod.
Preparing a project proposal for a new businesstuvento
understand the BEP using real time data.
An in-depth study of economic indicators on thevgforate



Analysis of recent budget, fiscal discipline andimivrestment
proposals of the GOI

A study on the effect of monetary policy on bankargl NBFCs

A futuristic study of leading Indian industries aaldservations of
CAG on major issues.

RECOMMENDED BOOKS:

Managerial Economics, D.N Dwivedi"&d., Vikas Publication.
Managerial Economics- Theory and Applications, .M
Mithani, Himalaya Publications.

Managerial Economics, H. L Ahuja, S. Chand, 2011

Indian Economy, K P M Sundharam and Dutt"&&dition, S
Chand Publication.

Indian Economy, Misra and Puri, Himalaya Publicasio
Business Economics, ML Jhingan and Upadhyaya, ¥rind
Publications

Business Environment Text and Cases by Justin BduEdition,
McGraw-Hill Companies.

REFERENCE BOOKS:

Managerial Economics- Principles and worldwide &gapions,
Dominick Salvatore, 6e, Oxford Publication, 2010

Managerial Economics, Jaswinder Singh, Dreamtediligaiions,
2013

Managerial Economics, Yogesh Maheswari, PHI, 2013
Modern Economic Theory, KK Dewett and MH NavalarChand
Publication, 2013

Managerial Economics: Case study solutions- Kaustall/e.,
Macmillan, 2011



ACCOUNTING FOR MANAGERS

Subject Code : 16MBA13 IA Marks : 20
No. of Lecture Hours / Week: 03 Exam Hours : 03
Number of Lecture Hours : 56 Exam Marks  :80
Practical Component : 02 Hours / Week

Objectives:

To explain fundamental accounting concepts and eatans.

To explain and use the accounting equation.

To prepare basic journal entries for business &@ins and
present the data in an accurate manner

To present financial statements in vertical andzontal format.
To analyze a company’s financial statements usergpus ratios
for decision making.

To understand emerging issues in accounting araditax

Cour se Outcomes:

At the end of the course students are able to:

» Acquire the knowledge about the concepts and fueakah

principles of accounting.

» Demonstrate theoretical knowledge and its appboai real time

accounting.

» Capable of preparing financial statement of s@ditrg concerns

and companies.

» Independently undertake financial statement arnakysd take

decisions.

» Comprehend emerging trends in accounting and taxati



Unit 1. (6 Hours)
Introduction to Accounting: Need and Types of Accounting, Users of
Accounting, concepts and conventions of Accountidg.counting
Equation (problems on accounting equation).

Unit 2: (10Hours)
Preparation of books of Accounts. Journals, three column cash book,
ledgers and trial balance. Depreciation- Straigie hnd Written down
Value Methods.

Unit 3: (14 Hours)
Preparation of Financial Statements. Preparation of final accounts of
sole traders. Preparation of final accounts ofgames, vertical form of
financial statements. (Basic problems Final Accelnt

Unit 4: (12 Hours)
Analysis of Financial Statements: Ratio Analysis, Preparation of
financial statements using ratios, Preparation a$iCflow Statement
(only indirect method).

Unit 5: (8 Hours)
Emerging issues in Accounting: Human Resource Accounting,
Forensic Accounting, Sustainability Reportifgceounting Standards
and | FRS: Nature and significance

Unit 6: (6 Hours)
Fundamentals of Taxation: Heads of Income, Deductions u/s 80C,
Income Tax Rates and Returns for Individuals ooy theory)

Practical Components:

« Collecting Annual reports of the companies and yamiag the
financial statements using different techniques presenting the
same in the class.

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

10



Exposing the students to usage of accounting sodtea
(Preferably Tally)

Filling up of ITR forms

Identify the sustainability report of a company asuidy the
contents.

Note 1: Related case studiesto be discussed.
Note 2: 25 percent theory and 75 percent problems

RECOMMENDED BOOKS:

Financial Accounting: A Managerial Perspective, &anaswamy
R, 5/e , PHI, 2014

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

Financial Accounting, Tulsian P. C, 1/e, Pearsoundation.
Accounting for managers, Madegowda J, Himalaya iBtibig
House.

Advanced Accountancy, Gupta R. L & Radhaswamy MjaBu
Chand Publications.

Financial Accounting, Jain S. P and Narang K L, y<al
Publishers.

Business Taxation, Akhileshwar Pathak and Savana@dada, 2/e,
McGraw Hill Education (India) Pvt. Ltd, 2013.

REFERENCE BOOKS:

Financial Accounting for Management: An Analytié&rspective,
Ambrish Gupta, 4/e, Pearson Education.

Introduction to Financial Statement Analysis, AshisK

Bhattacharya, Elsevier India.

Financial Accounting — Raman B. S,Vol | & Vol /€l United
Publishers, 2011.

Financial Accounting (IFRS update), Gary A. Po&ecCurtis L.

Norton, 6/e, Cengage Learning.

11



« Accounting For Management, Arora M. N, Himalaya Faliing
House.

» Essentials of Financial Accounting (Based on IFAEBattacharya,
3/e, Prentice Hall India.

« Comdex (Computer and Financial Accounting with {a8.0
Course Kit), Dream Tech.

« Comdex — Tally 9, Namrata Agrawal - DreamTech.

* IFRS: A Practical approach, Jasmine Kaur, McGraik Hi

QUANTITATIVE METHODS

Subject Code : 16MBA14 IA Marks : 20
No. of Lecture Hours / Week: 03 Exam Hours - 03
Number of Lecture Hours : 56 Exam Marks - 80
Practical Component : 02 Hours / Week

Objectives:

» To introduce statistics as a tool for businessdgieeimaking.

* To provide an analytical foundation for dealing iness situations.

» To learn how to take decision under various Situneti

» To familiarize the use of linear programming andj@ct
management evaluation techniques.

» To orient the students with statistical tools.

Course Outcomes:
At the end of the course students are able to:

» Understand and applying descriptive statisticalstan business
situations.

» Exhibit the skills in developing and applying probay
distribution concepts in business and real timeage.

» Develop the skills of decision making using Deaisitheory.

12



» Develop mathematical models using Linear Progrargmin
technique.

» lllustrate the use of network techniques for susftgsproject
Implementation

Unit 1 (10 Hours)
Descriptive Statistics: Measures of Central Tendency- mean, median,
mode, Measures of Dispersion- Standard deviatianamce, Co-
efficient of Variance.

Unit 2 (8 Hours)
Correlation and Regression: Scatter Diagram, Karl Pearson
correlation, Spearman’s Rank correlation (one vadyet only), simple
and multiple regression (problems on simple regoassnly)

Unit 3 (8 Hours)
Probability Distribution: Concept and definition - Rules of probability
— Random variables —Concept of probability disttidu— Theoretical
probability distributions: Binomial, Poisson, Norhaad Exponential —
Baye’s theorem (No derivation) (Problems only ondnial, Poisson
and Normal).

Unit 4 (10 Hours)
Decision Theory: Introduction — Steps of decision making procgges
of decision making environments-decision making amdncertainty-
Decision making under Risk- Decision tree analysmdy Theory)

Unit 5 (10 Hours)
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 maximizatiorbpgms.

13



Unit 6 (10 Hours)
Project Management: Introduction — Basic difference between PERT
& CPM — Network components and precedence reladtipss- Critical
path analysis — Project scheduling — Project timst-trade off —
Resource allocation, basic concept of project e¢ngsh

Theory 25 per cent and Problems per cent

Practical Component:(Student-Centered Learning)
« Students are expected to have basic Excel knowdedgds on
experience.
« Students should be able to relate the conceptsatdime business
situations.
» Student should demonstrate the application ofss$iedi tools.

RECOMMENDED BOOKS:
« Statistical Methods, S. P Gupta, Sulthan Chandod#&ssNew
Edition,
« Quantitative Techniques in Management, N D Vohtia,Etition,
Tata McGraw Hill, 2010.
« Fundamentals of Statistics, S.C Gupta, 6th edittbmalaya
Publishing House, 2007

REFERENCE BOOKS:
» Operations Research — Theory & Applications, J ldr8ta, 5th
edition, Macmillan publishers, 2013.
* Quantitative Methods for Business, Anderson, Sweanel
Williams, Thomson, 2005.
* Analyzing Multivariate Data, James Lattin, Dougldarroll and
Paul Green, Thomson Learning, 2003.

14



MARKETING MANAGEMENT

Subject Code : 16MBA15 IA Marks : 20
No. of Lecture Hours / Week: 03 Exam Hours : 03
Number of Lecture Hours : 56 Exam Marks  :80
Practical Component : 02 Hours / Week

Objectives:

* To provide an insight to basic concepts of markgtimanagement.

 To understand various marketing models for solvngrketing
problems.

« To understand fundamental premise underlying mardketen
strategies.

Course Outcome:
At the end of the course students are able to:

« Acquire knowledge regarding basic concepts and tiome of
Marketing Management.

* Apply various marketing concepts to solve day-tg-darporate
problems.

» Learn various strategies which enable decision ngpgrocess.

« Study ever-changing environment and use of apmtgpmodels
and techniques of Marketing.

« Synthesize ideas into a viable marketing plan.

Unit 1. (10 hours)
Introduction to Marketing: Introduction, Definitions of market and
marketing, The Exchange Process, Elements of MatkeConcept,
Functions of Marketing, Old Concept or Product-ented Concept,
New or Modern or Customer- oriented Concept, Mankget
Environment, Techniques used in environment amgly@haracteristics
(Micro and Macro), Marketing to the 21st centurgtmumer
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Unit 2: (8 hours)
Consumer Behaviour Analysiss Meaning and Characteristics,
Importance, Factors Influencing Consumer Behavio@onsumer
Purchase Decision Process, Buying Roles, Buyingivdst Buyer
Behaviour Models

Unit 3: (10 hours)
Market Segmentation, Targeting & Positioning: Concept of Market
Segmentation, Benefits, Requisites of EffectiverBegtation, Bases for
Segmenting Consumer Markets, Market Segmentatiategies.
Targeting - Bases for identifying target Customargét Marketing
strategies, Positioning - Meaning, Product Diffdiaron Strategies,
Tasks involved in Positioning.Branding - ConceptBsanding, Types,
Brand Equity, Branding strategies.

Unit 4: (8 hours)
Managing the Product: Concept, product hierarchy, product line,
product mix, product mix strategies, Product lijele and its strategies,
New Product Development, packing as a marketing, tBwmle of
labelling in packing.

Unit-5 (10 hours)
Pricing decisions. Significance of pricing, factor influencing prign
(Internal factor and External factor), objectivesicing Strategies-Value
based, Cost based, Market based, Competitor bBsethg Procedure.
Marketing Channels. Meaning, Purpose, Factors Affecting Channel
Choice, Channel Design, Channel Management Degist@mannel
Conflict, Designing a physical Distribution SystelNetwork Marketing,

Unit 6: (10 hours)
Marketing Planning: Meaning, Concepts, Steps inedlin Marketing
planning, Marketing Audit- Meaning, Feature, Vagsocomponents of
Marketing Audit Marketing Strategy-Analysis of Ity and
Competition, Strategic Planning Process,

16



Case Studiesin Indian Context

Practical Components:

* Analyze Product Life Cycle of few Products like-&i®nic goods,
Computers etc.

» Study Packaging strategies used by FMCG companies

 Understand Marketing strategies, plans used by nanhde,
cosmetic, FMCG companies etc.

RECOMMENDED BOOKS

« Marketing Management: A South Asian PerspectivealdfoKeller,
Koshy & Jha, 13/e, Pearson Education, 2012

* Marketing Management, Ramaswamy V. S. & Namakur8ar/e,
TMH, 2014

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

* Marketing Management. An Applied Approach, Noel Qap&
Siddharth Shekhar Singh, Wiley, 2014

REFERENCE BOOKS

* Marketing Management, Arun Kumar & Meenakshi N,, 2/&as,
2012

* Applied Case Studies in Marketing — Shajahan SnisiBOOKS,

2011.

Marketing Management — Karunakaran, HPH.

Marketing in India: Text and Cases- Neelamegha#’&,Vikas.

Marketing- Lamb, Hair, Mc Danniel, 7/e, Cengagernéag 2012.

Marketing: Planning, Implementation, and Control itdam M.

Pride, Ferrell O. C, Cengage Learning, 2010.

* Marketing Management, Tapan Panda, 2/e, Excel €atluin
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MANAGERIAL COMMUNICATION

Subject Code : 16MBA16 IA Marks : 20
No. of Lecture Hours / Week: 03 Exam Hours : 03
Number of Lecture Hours : 56 Exam Marks  :80
Practical Component : 02 Hours / Week

Objective:

To enhance students communication skills througibale non-verbal,
correspondence, presentations, interviews and iadigot

Course Outcomes:
At the end of the course students are able to:

» Describe and develop written and oral communication

* Independently prepare business letters and reports.

« Exhibit, develop and apply negotiation strategies.

« Gain exposure to media management and demonstetskil in
analyzing business situation.

Unit 1. (10 Hours)
Introduction: Meaning & Definition, Role, Classification — Purgosf
communication — Communication Process - Charatteyisof
successful communication — Importance of commuimpatin
management — Communication structure in organizatie-
Communication in conflict resolution - Communicatian crisis.
Communication and negotiation - Communication ircrass-cultural
setting

Unit 2: (8 Hours)

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

Unit 3: (8 Hours)
Written Communication: Purpose of writing — Clarity in writing —
Principles of effective writing — Approaching theritlng process
systematically: The 3X3 writing process for bussx@@mmunication:
Pre writing — Writing — Revising — Specific writifgatures — Coherence
— Electronic writing process.

Unit 4: (12 Hours)
Business Letters and Reports. Introduction to business letters — Types
of Business Letters - Writing routine and persuadetters — Positive
and Negative messages Writing Reports: Purposalskamd Objectives
of reports — Organization & Preparing reports, slaord long reports
Writing Proposals: Structure & preparation - Wigtimemos

Media Management. The press release — Press conference — Media
interviews

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

M eeting Documentation: Notice, Agenda, and Resolution & Minutes

Unit 5: (10Hours)
Presentation skills: What is a presentation — Elements of presentation —
Designing & Delivering Business Presentations — &ubed Visual
Support for managers.

Case Methods of learning: Understanding the case method of learning.
Negotiation skillss What is negotiation — Nature and need for
negotiation — Factors affecting negotiation — Ssag@é negotiation
process — Negotiation strategies.

Unit 6: (8 Hours)

Employment communication: Introduction — Composing Application
Messages - Writing CVs — Group discussions — Imeenskills
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I mpact of Technological Advancement on Business Communication
— Technology-enabled Communicati@Qemmunication networks—
Intranet—Internet—E-mails—SMS- teleconferencingdeaconferencing

Practical Components:

» Demonstrate the effect of noise as a barrier tonsomcation

* Make students enact and analyze the non-verbal cues

» Give exercises for clarity and conciseness in mmitommunication.

* Demonstrating using Communication Equipments lilex,FTelex,
Intercoms, etc,

 Demonstrating Video conferencing & teleconferenamthe class.

e Conduct a mock meeting of students in the classtiigeng an issue
of their concern. The students should prepare @otgenda and
minutes of the meeting.

 Each student to give presentation of 5 minutess (tan be spread
throughout the semester)and to be evaluated biatudty

RECOMMENDED BOOKS:

 Business Communication : Concepts, Cases And Agqipias —
Chaturvedi P. D, & Mukesh Chaturvedi ,2/e, Peaisduacation,2011

» Business Communication: Process and Product — Hieyn Guffey,
3/e, Cengage Learning, 2002.

* Business Communication — Renuka Murthy T P and igh@handra
M S, HPH.

* Business Communication — Lesikar, Flatley, RentZ&nde, 11/e,
TMH, 2010

» Advanced Business Communication — Penrose, RaslMysrs, 5/e,
Cengage Learning, 2004.

¢ BCOM - Lehman, DuFrene, Sinha, Cengage Learnimg,22/12

* Business Communication — Madhukar R. K, 2/e, Vikablishing
House.

REFERENCE BOOKS:
» Effective Technical Communication - Ashraf Rizvi MiIMH, 2005.
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Business Communication - Sehgal M. K & Khetrapal EXcel
Books.

Business Communication — Krizan, Merrier, Jone®, &engage
Learning, 2012.

Basic Business Communication — Raj Kumar, Exceld3p8010.

*kk*x
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SEMESTER I
HUMAN RESOURCE MANAGEMENT

Subject Code : 16MBA21 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To understand the HRM concepts and theory
* To obtain an overview of various HRM functions gméctices
* To gain an insight into the various statutory pstms

Course outcome:
At the end of the course studentswillbe able to:
» Synthesize information regarding the effectivenessecruiting methods & selection
procedures
» ldentify the various training methods and desigraming program
> Design a job description and job specificationvfarious levels of employees.
» List out the regulations governing employee berphttices.

Unit 1: (8 hours)

Human Resource Management

Introduction, meaning, nature, scope of HRM - Imtgoce and Evolution of the concept of
HRM - Major functions of HRM - Principles of HRM

Unit 2: (10 hours)

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

Human Resource Planning Objectives, Importance and process of Human Resd@lanning,
Effective HRP.

Unit 3: (10 hours)
Recruitment: Definition, Constraints and Challenges, Sourced Blethods of Recruitment,
New Approaches to recruitment.

Selection:Definition and Process of Selection.

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

Unit 4: (8 hours)
Training and development Training v/s development, Training v/s Educati®ystematic
Approach to Training, Training Methods.

Unit 5: (10 hours)
Performance Appraisal: Concept of Performance Appraisal, the Performanggpraisal
Process, Methods of Performance Appraisal



CompensationObjectives of Compensation Planning, Job Evalmati@ompensation Pay
Structure in India.

Unit 6:

(10 hours)

Employee Welfare Introduction, Types of Welfare Facilities andt8tary Provisions.

Employee Grievances Employee Grievance procedure, Grievances Managgeme Indian
Industry.

Discipline: Meaning, approaches to discipline, essentialgdad disciplinary system, managing
difficult employees.

Practical Components

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

Expose students to standard selection tests followgarious sectors.

Exploring training and development practices.

Exploring performance appraisal practices in vagisectors.

Exploring employee separation practices.

Give a job analysis case and ask the students @papr job description and job
specification.

Ask the students to prepare an appointment lettetHe post of office manager of a
company known to you.

RECOMMENDED BOOKS:

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

Human Resource Management — Rao V. S. P, Excel BR)Q8&10

Human Resource Management - Lawrence S. Kleematgridia , 2012.

Human Resource Management — Dr. T.P RenukaMurtR¥ H

REFERENCE BOOKS:

Human Resource Management - John M. Ivancevicle, M¢Graw Hill.

Human Resource Management in practice - SrinivdsaRdula, PHI, 2009

Managing Human Resources - Luis R Gomez-Mejia, @aBi Balkin, Robert L.
Cardy,6/e, PHI, 2010.

Human Resource Management & Industrial relationfSuBba Rao, Himalaya Publishing
House, Mumbai.

Human Resource Management — Aswathappa K HPH



FINANCIAL MANAGEMENT

Subject Code : 16MBA22 IA Marks : 20
No. of Lecture Hours / Week :03 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks30:
Practical Component : 02 Hours / Week

Course Objectives:

» To familiarize the students with basic conceptérancial management.

* To understand time value of money and cost of ahpit

» To analyze capital structure, capital budgeting @dinalend decision.

* To understand the short term and long term finapaimd working capital management.

Course Outcome:
At the end of the course studentswillbe able to:

Understand the basic financial concepts

Apply time value of money

Evaluate the investment decisions

Analyze the capital structure and dividend decision
Estimate working capital requirements.

YVVVY

Unit 1: (8 Hours)

Financial management — Introduction to financial management, objectivak financial
management — profit maximization and wealth maxaton. Changing role of finance
managers. Interface of Financial Management wilerofunctional areas.

Sources of Financing: Shares, Debentures, Term loans, Lease finanélglrid financing,
Venture Capital, Angel investing and private equWarrants and convertibles (Theory Only)
Emerging Issues:Risk management, Behavioral finance and Finanaigineering.

Unit 2: (10 Hours)

Time value of money-Future value of single cash flow & annuity, prasealue of single cash
flow, annuity & perpetuity. Simple interest & Cooynd interest, Capital recovery & loan
amortization.

Unit 3: (10 Hours)

Cost of Capital Cost of capital — basic concepts. Cost of debertapstal, cost of preferential
capital, cost of term loans, cost of equity cagifdVidend discounting and CAPM model) - Cost
of retained earnings - Determination of Weightedrage cost of capital (WACC) and Marginal
cost of capital.

Unit 4: (12 Hours)



Investment decisions— Capital budgeting process, Investment evaluatemhniques — Net
present value, Internal rate of return, Modifiedemal rate of return, Profitability index,
Payback period, discounted payback period, acaoginéite of return.

Unit 5: (8Hours)
Working capital management — factors influencing working capital requirement€urrent
asset policy and current asset finance policy- D@tetion of operating cycle and cash cycle -
Estimation of working capital requirements of arfifDoes not include Cash, Inventory &
Receivables Management)

Unit 6: (8 Hours)
Capital structure and dividend decisions- Planning the capital structure. (No capitaicture
theories to be covered) Leverages — Determinatiaperating leverage, financial leverage and
total leverage. Dividend policy — Factors affectitigg dividend policy - Dividend Policies-
Stable Dividend, Stable Payout (No dividend theottebe covered)

Practical Components:

* |dentifying the small or medium sized companies amdlerstanding the Investment
evaluation technigues used by them.

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

» Students can choose the companies that have goseotk split and Bonus issue in the
last few years and study the impact of the sam@stock price.

RECOMMENDED BOOKS:

* Financial Management -Prasanna Chandra, 8/e, TNIH] .2

+ Financial Management,Shashi K Gupta and R K Sha#fi®@evised Edition, Kalyani
Publishers, -2014

* Financial Management,Khan M. Y.& Jain P. K, 6/e, HM2011.

» Financial Management,Rajiv Srivastava and Anil MljsiSecond edition, Oxford
University Press,2011

« Financial Management ,| M Pandey™Bdition, Vikas Publishing House -2014

* Financial Management & Policy-Vanhorne, James &/g,1Pearson, 2002

* Financial Management, PralhadRathod, Babitha&SdH&abu, Himalaya Publishing
House, 2015

REFERENCE BOOKS:
« Financial Management,V K Bhalla® Edition- S.Chand 2014,
» Fundamentals of Financial Management,Brigham & ltwouslO/e, Cengage Learning.
» Corporate Finance,Damodaran , 2/e, Wiley IndiaL{&), 2004
* Financial Management,Paresh P., Shah 2/e, Biztantra
» Fundamentals of Financial Management,Sheeba Kegiélrson,2013
* Financial Management, Sumit Gulati & Y P Singh,Ma@rHill, New Delhi - 2013



RESEARCH METHODS

Subject Code : 16MBA23 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To understandthe basic components of researchrdesig
* To Gain an insight into the applications of resbanethods
» To equip students with various research analyta@k used in business research

Course outcome:
At the end of the course students are able to:
» Understand various research approaches, technaptestrategies in theappropriate in
business.
> Apply a range of quantitative / qualitative reséatechniques tobusiness and day to day
management problems
» Demonstrate knowledge and understanding of datéysasainterpretation and report
writing
» Develop necessary critical thinking skills in ordeto evaluate different
researchapproaches in Business.

Unit 1: (8 hours)

Business Research Meaning, types, process of research- managemebtepn, defining the
research problem, formulating the research Hypathefeveloping the research proposals,
research design formulation, sampling design, ptanand collecting the data for research, data
analysis and interpretation. Research Applicationbusiness decisions, Features of good
research study.

Unit 2: (10 hours)

Business Research Designvleaning and significance Fypes Exploratory and Conclusive
Research Design.

Exploratory Research: Meaning, purpose, methods- Literature search, éxpes survey, focus
groups and comprehensive case methods.

Conclusive Research Design - Descriptive ResearchMeaning, Types — Cross sectional
studies and longitudinal studies.

Experimental Research Design Meaning and classification of experimental desigonsmal
and informal, Pre experimental design, Quasi-expental design, True experimental design,
statistical experimental design.

Unit 3: (8 hours)
Sampling: Concepts- Types of Sampling - Probability Sampkngimple random sampling,
systematic sampling, stratified random samplingster sampling -Non Probability Sampling —



convenience sampling- judgemental sampling, sndwdzahpling- quota sampling - Errors in
sampling.

Unit 4: (12 hours)

Data Collection: Primary and Secondary data

Primary data collection methods - Observations,vesyr Interview and Questionnaire,
Qualitative Techniques of data collection, Questare design — Meaning - process of
designing questionnaire. Secondary data -Soureelyantages and disadvantages.

Measurement and Scaling TechniguesBasic measurement scales-Nominal scale, Ordinal
scale, Interval scale, Ratio scale. Attitude meswment scale - Likert's Scale, Semantic
Differential Scale, Thurstone scale, Multi-Dimensab Scaling

Unit5: (20 hours)

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

Unit6: (8 hours)

Data Analysis and Report Writing: Editing, Coding, Classification, Tabulation, Valita
Analysis and InterpretatiorReport writing and presentation of results: Importance of report
writing, types of research report, report structgrgdelines for effective documentation.

Practical Components:
* To identify research problem and collect relevéetatures for data analysis
» To write the research design by using Exploratowy Bescriptive Research methods
* To prepare the questionnaire on brand awarenefes;tieéness of training in public
sector organization, Investors attitude towardsudutunds in any financial institutions.
* To conduct Market survey and to investigate consyraeception towards any FMCG.
* To demonstrate Report writing and Presentation atksth

RECOMMENDED BOOKS

» Business Research Methods: A South-Asian Perspeetith course Mate William
G.Zikmund/Barry J.Babin/Jon C.Carr/AtanuAdhikaritbh Griffin, Cengage learning

* Business Research Methods: S.N.Murthy&U.BhojanxaeEBooks

* Business Research Methods. Donald R. Cooper & Rasngthindler, 9/e, TMH /2007

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

« Research Methods for Business, Uma Sekaran& RogegiB, &' Edition, Wiley, 2013

* Business Research Methods-SL Guptah and Hetesh&ujdGraw hill - 2012

« Marketing Research- Naresh K Malhotr&-Edition, Pearson Education /PHI 2007

REFERENCE BOOKS
* Research Methods- William M C Trochi,- 2/e, Biztant2007



* Methodology of Research in social Sciences- O Bhfraswami, M Ranganatham, HPH,
2007

* Research Methodology — C.R.Kothari, VishwaPrakashan

« Business Research Methodology — J K SachdeV4 Edition - HPH, 2011

» Research Methodology — concepts and cases — D&dpakla and NeenaSondhi -Vikas
Publication - 2014

BUSINESS LAW AND POLICY

Subject Code : 16MBA24 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To understand the legal environment of businesscantplexities faced by businesses.
* To learn various legal provisions under Indian Cames Act.
* To understand the importance of Corporate SociapBesibility

Course Outcome:
At the end of the course students will be able to:

» Demonstrate awareness towards legal and regulebmtgxt of business

» Recognize and appropriately respond to ethicahllagd strategic concerns relating to
human resource and organizational management.

» Gain insights into various acts and understanditp@ficance of corporate governance

Unit 1 (10 Hours)

Indian Contract Act, 1872-meaning of contract, agreement, essential elemehta valid
contract. Law of agency-meaning, creation and teation of agency. Bailment and Pledge-
meaning rights and duties of bailor and bailee.

Unit 2: (10 Hours)
Companies Act 1956Meaning and features, kinds of companies, registrand incorporation,
Memorandum of Association,& Articles of Associatidrospectus. Winding up of companies

Unit 3: (10 Hours)
Miscellaneous ActsMeaning, scope and objectives of: (a) IntellecRiaperty Law (relating to
patents, copyrights and trademarks): (b) Consumete&tion Act 1986 and (c) Environment
Protection Act 1986,

Unit 4: (10 Hours)

Indian Partnership Act 1932 - THE NATURE OF PARTNERSHIP- Introduction of a pantne
Admission of the partner -Retirement of a partriexpulsion of a partner - Insolvency a partner -
Liability of estate of deceased partner



Unit 5: (8 Hours)

Corporate Governance:Introduction, Definition, Issues in corporate gawamnce, relevance of
corporate governance, need and importance of caggovernance, benefits of good corporate
governance. Obligation to society, investors, elyg#s and customers, managerial obligation,
Indian cases

Unit 6: (8 Hours)

Corporate Social Responsibility: Types and nature of social responsibilities, CSiRcjples
and strategies, models of CSR, Best practices &, G&ed of CSR, Arguments for and against
CSR, CSR in Indian perspective, Indian exampletedtdrends in CSR

Practical Components:

« Students are expected to study any five CSR inéatby Indian organizations and
submit a report for the same.

* A group assignment on the relationship between ri&assi, Law and Society in Indian
context

» Case studies/Role plays related ethical issueasmbss with respect to Indian context.

» Students to collect, analyse and discuss MA, AAr@&sipectus of a company.

* Organize a programme on consumer awareness andneensghts.

RECOMMENDED BOOKS:

» Business, Government, and Society: A Manageriapg&ative, Text and Cases — John F.
Steiner, 12/e, McGraw-Hill, 2011.

* Business and Government — Francis Cherunilam, HPH.

» Corporate Governance: principles, policies andtpras — Fernando A. C, 2/e, Pearson,
2011.

» Business Ethics and Corporate Governance - Ghosh Bata McGraw-Hill, 2012.

» Business Law for Managers, Goel P. K, Biztantrd, 20

» Corporate Social Responsibility: A Study of CSRd#s in Indian Industry, Baxi C. V
&Rupamanjari Sinha Ray, Vikas Publishing House, 201

REFERENCE BOOKS:
» Business and Society - Lawrence and Weber, 12ta, NleGraw- Hill, 2010.
» Business Ethics - Bajaj P. S & Raj Agarwal, Biztan2012.
» Corporate Governance - Keshoo Prasad, 2/e, PHI.
» Corporate Governance, Ethics and social respoitgibit Balachandran V,
&Chandrashekharan V, 2/e, PHI, 2011.
Corporate Governance — Machiraju H. R, HPH.
Business Ethics and Corporate Governance — PrabalaiExcel BOOKS.
Corporate Governance — Badi N. V, Vrinda Publigaid®2012.
Civic Sense — Prakash Pillappa, Excel BOOKS, 2012.



STRATEGICMANAGEMENT

Subject Code : 16MBA25 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To provide insights into the core concepts of styett management.
* To evaluate various business strategies in dynamar&et environments.
* To gain insights into various strategic managemeodels

Course Outcome:
At the end of the course students will be able to:
» Formulate a strategic plan that operationalizegtias and objectives of the firm.
» Use management concepts to analyze complex busiteasons
» Associate with various Strategic Management moidelBusiness situations
» Ability to evaluate and critique theories and madalcorporate environment.

Unit 1 (8 Hours)

Meaning and Nature of Strategic Management, itsomamce and relevance. Characteristics of
Strategic Management. The Strategic ManagemeneBso&kelationship between a Company’s
Strategy and its Business Model.

Unit 2 (8 Hours)

Strategy Formulation — Developing Strategic Visiand Mission for a Company — Setting
Objectives — Strategic Objectives and FinancialeOtoyes — Balanced Scorecard. Company
Goals and Company Philosophy. The hierarchy oft&jra Intent — Merging the Strategic

Vision, Objectives and Strategy into a StrateganP|

Unit 3 (10 Hours)

Analyzing a Company’s External Environment — Theatggically relevant components of a
Company’s External Environment — Industry Analysitndustry Analysis — Porter’'s dominant
economic features — Competitive Environment AnalysPorter’s Five Forces model — Industry
diving forces — Key Success Factors — concept mapieimentation.

Unit 4 (10 Hours)

Analyzing a company’s resources and competitivatipos— Analysis of a Company’s present
strategies — SWOT analysis — Value Chain Analys®&rchmarking

Generic Competitive Strategies — Low cost provifgategy — Differentiation Strategy — Best
cost provider Strategy — Focused Strategy — Stafdiances and Collaborative Partnerships —
Mergers and Acquisition Strategies — Outsourcingat8gies —International Business level
Strategies.



Unit 5 (10 Hours)

Business planning in different environments — Birgaeurial Level Business planning — Multi
stage wealth creation model for entrepreneurs—nitignfor large and diversified companies —
brief overview of Innovation, integration, Divelisition, Turnaround Strategies - GE nine cell
planning grid and BCG matrix.

Unit 6 (10 Hours)

Strategy Implementation — Operationalizing stratefgynual Objectives, Developing Functional
Strategies, Developing and communicating conciskcips. Institutionalizing the strategy,
Strategy, Leadership and Culture

Practical Components:

* Analysing the Mission and Vision statements of\a é®mpanies

* Applying Michael Porter’'s model to an industry (Ri&tTelecom, Infrastructure, FMCG,
Insurance, Banking etc

» Pick a successful growing company. Do a web-seafretl news related to that company
over a one-year period. Analyse the news items rtidetstand and write down the
company’s strategy and execution efficiency.

* Pick a company that has performed very badly coetpdo its competitors. Collect
information on why the company failed. What were tbsues in strategy and execution
that were responsible for the company’s failurehie market; Analyse the internal and
external factors

» Map out GE 9-cell matrix and BCG matrix for somenganies and compare them

» Conduct SWOT analysis of your institution and valalit by discussing with faculty

* Conduct SWOT analysis of companies around your aamp

RECOMMENDEDBOOKS:

» Strategic Management:. A South-Asian Perspective hWiEourseMate Michael
A.Hitt/R.Duane Ireland/ Robert E.Hoskisson/S.MatiikiEdition:9", Cengage Learning

» CraftingandExecutingStrategy, Arthur A Thompsodlr., Stricklandlll, JohnE
Gamble,18/e, TataMcGrawHill,2012.

» StrategicManagement - Analysis,Implementation,GinNag A,1/e,Vikas,2011.

» StrategicManagement -AnintegratedApproach, CharleswW
L.Hill,GarethR.Jones,Cengagelearning.

* BusinessPolicyandStrategicManagement, SubbaRaoR,HPH

» StrategicManagement, KachruU,ExcelBOOKS,2009.

REFERENCE BOOKS:
» StrategicManagement:Conceptsand Cases,DavidRPHi/e,
» StrategicManagement:BuildingandSustainingCompetitiv Advantage,RobertA.Pitts&
DavidLei,4/e,CengageLearning.
» CompetitiveAdvantage,MichaelE Porter,FreePressNY
» EssentialsofStrategicManagement,Hunger,J. David#arson.
» StrategicManagement,SarojDatta,jaicoPublishingHo2@#1.
« ContemporaryStrategicManagement,Grant,7/e,Wielya, 2012
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» Strategic Management-The Indian Context, R. Srava 4 edition, PHI
ENTREPRENEURSHIP DEVELOPMENT

Subject Code : 16MBA26 IA Marks : 20
No. of Lecture Hours / Week :03 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks30:
Practical Component : 02 Hours / Week

Course Objectives:
» To develop and strengthen entrepreneurial qualistudents.
» To impart basic entrepreneurial skills and undediteg to run a business efficiently and
effectively.
* To provide insights to students on entrepreneopgabrtunities.

Course Outcomes:
At the end of the course students will be able to:
> Display keen interest and orientation towards @néeeurship
» Develop a business plan
» Become aware about various sources of funding rioerarepreneur including financial
institutions, venture capitalists and Angel Investo
» Gain consciousness towards social entrepreneursimg rural entrepreneurship
opportunities

Unit 1: (10 Hours)
Entrepreneur &Entrepreneurship: Meaning of entrepreneur - Evolution of the concept
Functions of an Entrepreneur - Types of Entrepreneilntrapreneur- an emerging class -
Concept of Entrepreneurship - Evolution of Entrepreship - Development of Entrepreneurship
- Entrepreneurial Culture - Stages in entrepreaéprocess.

Unit 2: (10 Hours)

Business Planning Procesdvleaning of business plan - Business plan procésds/antages of
business planning - Marketing plan - Productionfapens plan - Organization plan - Financial
plan - Final Project Report with Feasibility Studgreparing a model project report for starting a
new venture.

Unit 3: (8 Hours)

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 Institutef Entrepreneurship - DIC - Single
Window - Latest Industrial Policy of Governmentlodlia

Unit 4: (8 Hours)

Family Business:Importance of family business - Types - HistoriResponsibilities and rights
of shareholders of a family business - Successgidiamily business - Pitfalls of the family
business - strategies for improving the capabdftfamily business - improving family business
performance.
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Unit 5: (10 Hours)

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

Unit 6: (10 Hours)

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

Social Entrepreneurship: Social enterprise-need - types - characterisincsbenefits of social
enterprises-Social entrepreneurship - Rural ergregurship, MSME Policies.

Make-In India, Start-Up India, Staridp India.

Case studies in Entrepreneurship Development

Practical Components:

* Make a business plan for your intended businesaslk to bankers to find out what they
look for in a business plan - modify accordinghd present it in the class

* Analyze the performance of listed family firms. Wds their performance compared to
the performance of other firms? Does a family fsutcessfully manage to create wealth
for non-family investors?

* Interview a local entrepreneur to find out his/negjor motivations to start a business -
which of the skills and characteristics do you findhe entrepreneur?

» Study a local for-profit business and try to lisit dhe positive social impacts of the
business

» Visit a trade show and try to compare the marke#tingvities of various stalls in that
show - make a list of good practices you comesxin the show

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

RECOMMENDED BOOKS:

» Entrepreneurship: A South-Asian Perspective — TAb/Ronald F.Kuratko, Cengage
Learning

» Entrepreneurship Development-Small Business EngserftoornimaCharantimath
Pearson Education - 2014

» Entrepreneurship- Rober D Hisrich - Michael P Pete Dean A Shepherd - 6/e - The
McGraw-Hill companies - 2007

» Entrepreneurial Development — M M Munshi, Prakashtd® & Ramesh Khathri,
Himalaya Publishing House -2015

» Entrepreneurship Development - S S Khanka - Si@Raiblications

REFERENCE BOOKS:
» Entrepreneurship Theory at crossroads - Mathewdirklza - 2/e - Biztantra - 2007
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» Entrepreneurship Development and Management - Yd3asai - Himalaya Publishing

House - 2007
* Entrepreneurship-Theory and Practice - Raj Shakkjary Nicole Imprints Pvt. Ltd -
2006

» Entrepreneurship - Rajiv Roy - 2/e - Oxford Unsir Press 2011
» Entrepreneurship-Principles and Practices - Kurakide - Thomson Publication - 2007

*kkk

SEMESTER I
MARKETING SPECIALISATION

CONSUMER BEHAVIOR

Subject Code : 16MBM301 IA Marks : 20

Number of Lecture Hours/Week: 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/keWe

Objectives:

 To understand the concept of consumer behaviorisidac making by consumers,
behavioral variables and its influences on consurebavior.

* To comprehend the social and cultural dimensioroosumer behavior.

* To provide an insight of the psychological and vébral concepts of consumers.

Outcomes:
The student should be able to:
> Explain the background and conceptsvital for undeding Consumer Behaviour.
> ldentify the role of variables that determines Goner Behaviour in Social
&culturaldomain.
> ldentifying the psychological and behavioral prees adopted by organizations to
enhance the ConsumerBehaviour.

Unit 1: (5 Hm)
Introduction to the study of Consumer Behaviour Meaning & Definition of CB, Difference
between consumer & Customer, Nature & charactesistif Indian Consumers, Consumer
Movement in India, Rights & Responsibilities of somers in India, Benefits of consumerism.

Unit 2: (9 Hos)y

Role of Research in understanding consumer behaviou Consumer Research: Consumer
Research Paradigms (Qualitative & Quantitative BRede Methods) Developing research
objectives, collecting secondary data, designinghgmy research, data analysis and reporting
research findings.

Models of Consumer Behaviour:Input-Process-Output Model, Nicosia Model, How&tketh
Model, Engel-Kollat-Blackwell Models of Consumer H&iour, Internal Influences:
Motivation, Personality, Perception, Learning, Aitie, Communications, External Influences:
Social Class, Culture, REFERENCE Groups, Family trens
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Levels of Consumer Decision Making — Consumer Bgyiecision Process, Complex Decision
Making or Extensive Problem Solving Model, Low Ihv@ment Decision Making or Limited
Problem Solving Model, Routinised Response Behayi®our views of consumer decision
making. On-line Decision Making: Meaning & Proc&tafes

Situational Influences- Nature of Situational Iifhce (The communication Situation, The
Purchase Situation, The usage situation, The disposituation) Situational Characteristics and
consumption behaviour (Physical features, Socialobadings, Temporal Perspectives, Task
Definition, Antecedent States.)

Unit 3: (10 M)
Individual Influences on Consumer Behaviour and CRM Part 1

A) Motivation: Basics of Motivation, Needs, Goals, Positive & Hidge Motivation, Rational
Vs Emotional motives, Motivation Process, Aroudainotives, Selection of goals.

Motivation Theories and Marketing Strategy - Maskwierarchy of Needs, McGuire’s
Psychological Motives (Cognitive Preservation Mesly Cognitive Growth Motives, Affective
Preservation Motives, Affective Growth Motives).

B) Personality: Basics of Personality, Theories of Personality Biadketing Strategy (Freudian
Theory, Neo-Freudian Theory, Trait Theory), Applicas of Personality concepts in Marketing,
Personality and understanding consumer diversitpngmer Innovativeness and related
personality traits, Cognitive personality factorsConsumer Materialism, Consumer
Ethnocentrisms), Brand Personality (Brand Perscation, Gender, Geography, Colour), Self
and Self-Image (One or Multiple selves, The extenskdf, Altering the self).

C) Perception: Basics of Perception & Marketing implications, mkents of Perception
(Sensation, Absolute Threshold, Differential ThiddhSubliminal Perception),

Dynamics of Perception (Perceptual Selection, Péued Interpretation, Perceptual
Organization ,perceived price, perceived qualityicgdquality relationship, Perceived Risk,
Types of risk, How consumers’ handle risk.

Customer Relationship Management

Meaning & Significance of CRM, Types of CRM (Opéoatl, Collaborative, Analytical),
Strategies for building relationship marketing, BM, Meaning, Importance of e-CRM,
Difference Between CRM & e-CRM

Unit 4: (08 )
Individual Influences on Consumer Behaviour: Part 2

A) Learning: Elements of Consumer Learning, Motivation, Cuessg®nse, Reinforcement,
Marketing Applications of Behavioural Learning Thies, Classical Conditioning Pavlovian
Model, Neo-Pavlovian Model), Instrumental Conditrayy Elaboration Likelihood Model.

B) Attitude: Basics of attitude, the nature of attitude, ModefsAttitude and Marketing
Implication, (Tri-component Model of attitude, Miudtttribute attitude models.

C) Persuasive Communication:Communications strategy, Target Audience, Mediat&gy,
Message strategies, Message structure and presantat

Unit 5: (12 Hos)
External Influences on Consumer Behaviour

Social Class: Social Class Basics, What is Social Class? (Sadads & Social status, the
dynamics of status consumption, Features of S@iasds, Five Social-Class Categories in India
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Culture and Subculture - Major Focus on Indian Perspective

Culture: Basics, Meaning, Characteristics, Faciffiescting culture, Role of customs, values and
beliefs in Consumer Behaviour.

Subculture: Meaning, Subculture division and consumption pattén India, Types of
subcultures

Cross-cultural consumer analysis:Similarities and differences among people, thewgig
global middle class; Acculturation is a needed ratnlg viewpoint, applying research
techniqgues Cross-cultural marketing strategy: Coodsiral marketing problems in India,
Strategies to overcome cross-cultural problems.

Groups: Meaning and Nature of Groups, Types

Family: The changing structure of family, Familycdgon making and consumption related
roles, Key family consumption roles, Dynamics ofsbhand-wife decision making, The
expanding role of children in family decision makinThe family life cycle & marketing
strategy, Traditional family life cycle & marketingnplications,

Reference Groups:Understanding the power & benefits of referenceugsp A broadened
perspective on referencegroups, Factors that atéetence group influence, Types of reference
groups, Friendshipgroups, Shopping groups, Workugsp Virtual groups, Consumer-action
groups, referencegroup appeals, Celebrities.

Unit 6: (08 Hdws)
Consumer Influence and Diffusion of Innovations

Opinion Leadership: Dynamics of opinion leadership process, Measurénwnopinion
leadership, Market Mavens, Opinion Leadership & Réting Strategy, Creation of Opinion
Leaders

Diffusion of Innovations: Diffusion Process (Innovation, Communication chelanSocial

System, Time) Adoption Process: Stages, categofi@slopters Post Purchase Processes: Post
Purchase Processes, Customer Satisfaction, andneerstcommitment: Post purchase
dissonance, Product use and non use, DispositroduEt disposition.

Case studies in Indian context only (04 Hosj

Practical Component:

» Students can go to malls and unorganized retaletsuand observe the behavior of
consumers of different demographic segments whileny different category of goods.
Come back to class and present the findings / whsens followed with a group
discussion.

» Students can prepare a questionnaire and do aysarveonsumer buying behavior and
present the findings in the class.

» Find three advertisements that appeal to the needdwer, affiliation and achievement
and discuss their effectiveness. Rewrite thes@dosons in different levels of Maslow’s
Hierarchy?

* Meet your friends and conduct a survey to find wéwat the important factors in their
purchase of mobiles, shoes, bags etc. There arepfewy of advertisements regarding
most products — how do they deal with this inforiorabverload?.
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RECOMMENDED BOOKS:

* Consumer Behavior - Leon Schiff man, LesslieKarliie, Pearson, 2010.

» Consumer Behaviou: A Managerial Perspective, Deddaj Sharma, Jagdish N Sheth,
Banwari Mittal,1/e, Cengage Learning

» Consumer Behavior: Building Marketing Strategy + Délawkins, & Others, 11/e,
TMH,

» Consumer behavior - Jay D. Lindquist, Joseph Sitfg;, Cengage Learning.

» Consumer Behavior in Indian Perspective — Suja,Ntimalaya Publications

REFERENCE BOOKS:
» Consumer Behavior - Henry Asseal, Cenage Learning.
Consumer Behavior- Satish K. Batra& S H HKazmi, &x8ooks.
CRM — Alok Kumar, Chhabi Sinha, 7/e, Biztantra.
Customer Relationship Management - Peru Ahamed&®agen, Vikas Publishing.
Consumer Behavior — Kumar Rajeev, Himalaya Publishe

RETAIL MANAGEMENT

Subject Code : 16MBA MM302 IA Marks : 20
Number of Lecture Hours/Week: 03 Exam HouBs: 0
Number of Lecture Hours : 56 Exanrk4a 80
Practical Component : 02 Hours/keWe
Objectives:
* To develop an understanding of the contemporailretanagement, issues, strategies
and trends.

* To highlight the importance of retailing and itéerin the success of modern business.
» To acclimatize with the insights of retailing, kagtivities and relationships.

Outcomes:
The student should be able to:
» Find out the contemporary retail management, isaresstrategies.
» Evaluate the recent trends in retailingand its ichpa the success of modern
business.
> Relate store management and visual merchandisawjiqes for effective retailing.

Unit 1: (8 Hw)
Introduction and Perspectives on Retailing World of Retailing, Retail management,
introduction, meaning, characteristics, emergenteorganizations of retailing - Types of
Retailers (Retail Formats) - Multichannel Retailifgustomer Buying Behaviour, Historical
Perspective, role of retailing, trends in retaili@l in Retail - Problems of Indian Retailing -
Current Scenario

Unit 2: (5 Hos)
Theories of Retailing
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Wheel of retailing, The Retail Accordion, MeltingtPTheory, Polarization theory.

Unit 3: (14 Hos)
Retailing strategy for Setting up Retail organizaton and planning: Retail Market Strategy -
Financial Strategy - Site & Locations (Size and cgpallocation, location strategy, factors
Affecting the location of Retail, Retail locatiore®arch and Techniques, Objectives of Good
store Design.) — Human Resource Management, IntovmaSystems and supply chain
management & Logistics.

Retail Pricing and Promotion: Factors influencing retail pricing, Retail pricirgjrategies,
Retail promotion strategies.

Unit 4: (10 M)
Store Management and Visual Merchandising:

Store Management: Responsibilities of Store Manggare Security, Parking Space Problem at
Retail Centres, Store Record and Accounting Systeading System, Material Handling in
Stores, Management of Modern retails —Store Laydesjgn: Types of Layouts, role of Visual
Merchandiser, Visual Merchandising Techniques, €dliig Costs and Reducing Inventories
Loss, Exteriors, Interiors Customer Service, PlagmMerchandise Assortments -Buying systems
-Buying merchandise and Retail Communication Mix.

Unit 5: (9 Hos)
Relationship Marketing & International Retailing: Management & Evaluation of
Relationships in Retailing, Retail Research in Rat Importance of Research in Retailing,
Trends in Retail Research, Areas of Retail Resed&adstomer Audits, Brand Management in
retailing, Internationalization of Retailing anddution of International Retailing, Motives of
International Retailing, International Retail Emonment — Socio-Cultural, Economic, Political,
Legal, Technological and issues in internationtditieg

Unit 6: (6 Hos)
Retail Audit and ethics in Retailing

Undertaking an audit, responding to a retail Augligblems in conducting a retail audit. Ethics
in retailing, social responsibility and consumerism

Case Studies (4 Hours)

Practical Components:

* Interview a salesperson in a retail store and veitgief report about what they like and
dislike about their jobs, their salary, travellialpwances, sales quotas, why they chose a
sales career, and what does it take to succeddsipriofession.

» Go to a kirana store and a supermarket and contpar®mllowing: a) store arrangement
b) No of brands carried c) pricing policies — aigcdunts given? d) Service — personal or
impersonal? Etc.

* Go to at least three kirana stores in your neighbod (around 2 kms) and discuss with
them the importance of location, pricing, creditipg etc. What percentages of goods
are sold ‘loose’ in each locality and compare thith the approximate income range of
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the customers? What are the retailer’s losses \ahmrstomer defaults in payment? Does
he make up for it by increasing his prices to othestomers?

Ask your friends if they would buy certain goodgeligroceries, vegetables, socks,
mobile, pens etc from the roadside vendor as apainsgular shop. Group the products
into low risk and high risk ones. Does this buyibghavior also depend on the
personality of the individual doing the buying? t®e one doing the selling?

Student can make a presentation on any producherservices of student choice,
covering selling strategies and one day work exfotawards merchandising in any big
retail outlets of respective places where institateperating. Rural colleges can send the
students to the city nearby to observe the merdbemgdplanning in retail outlets and to
make a small report.

RECOMMENDED BOOKS:

Retail Management - Levy &Weitz, 8/e, TMH, 2012.

Retail Management - Chetan Bajaj, Oxford Univerpitgss.

Retailing, James R Carver, Patrick m Dunne, Rdbénisch,8/e

Retail Marketing Management - Dravid Gilbert, ZZearson Education.
The Art of Retailing - A. J. Lamba, McGraw Hill.

REFERENCE BOOKS:

Integrated Retail Management - James R. Ogden &sBdirodden, Biztantra, Latest
Edition.

Principles of Retail Management - Rosemary Vardghammed Rafiq, Palgrave
Macmillan, 2009.

Managing Retailing - Sinha, Piyush Kumar &Uniyal&f0rd University Press, 2010.
Retailing Management - Swapna Pradhan, 4/e, TM#220

Retail Management: A Strategic Approach - BarryrBam, Joel R. Evans, Pearson.
Retail Management, Functional Principles and PrastiGibson G Vedamani"4
Edition, JAICO Publishing House.

Retail Management, Global perspective, Dr. Harjimgh, 3rd Revised Edition,
S.Chand.

SERVICES MARKETING

Subject Code : 16MBA MM303 IA Marks : 20
Number of Lecture Hours/Week: 03 Exam HousBs: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/eWe

Objectives:

To acquaint the students with the characteristicervices and their marketing
implications.

To discuss and conceptualizethe service qualitdymstivity in services, role of
personnel in service marketing and to manage clsangée environment.

To familiarize the students with the GAPS model ammdtegizing towards closing the
GAPS for effective services marketing.

Outcomes:
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The student should be able to:

» Develop an understanding about the various conegqatsmportance of Services

Marketing.

» Enhance knowledge about emerging issues and trenifeservice sector

» Learn to implement service strategies to meet rfeallenges
Unit 1: (10 M)
Introduction to services: Concepts, contribution and reasons for the growWtkeovices sector,
difference in goods and service in marketing, ottaréstics of services, concept of service
marketing triangle, service marketing mix, GAP med#d service quality.
Consumer behaviour in services:Search, Experience and Credence property, consumer
expectation of services, two levels of expectatidone of tolerance, Factors influencing
customer expectation of services.
Customer perception of services-actors that influence customer perception ofisenService
encounters, Customer satisfaction, Strategiesfarencing customer perception.

Unit 2: (8 How)
Understanding customer expectation through market esearch: Key reasons for GAP
1,using marketing research to understand custompeceation, Types of service research,
Buildingcustomer relationship through retentiorattgies —Relationship marketing, Evaluation
ofcustomer relationships, Benefits of customer ti@tship, levels of retention strategies,
Marketsegmentation-Basis & targeting in services.

Unit 3: (10 Hos)
Customer defined service standards:*Hard” & “Soft” standards, challenges of matching
supply & demand in capacity, four common types afstraints facing services, optimum v/s
maximum use of capacity, strategies for matchirgacay & demand.

Yield management-balancing capacity utilizationicipg. Waiting line strategies- four basic
Waiting line strategies.

Leadership &Measurement system for market drivenice performance-key reasons for GAP-
2service leadership- Creation of service vision antblementation, Service quality as
profitstrategy, Role of service quality In offensignd defensive marketing.

Unit 4: (8 Hos)
Employee role in service designingmportance of service employee, Boundary spanrofes,
Emotional labour, Source of confli@uality- productivity trade off, Strategies for siog GAP 3.

Customer’'s role in service delivery-Importance ofistomer & customer’s role in
servicedelivery, Strategies for enhancing-Customparticipation, Delivery through
intermediaries-Keyintermediaries for service delyyéntermediary control strategies.

Unit 5: (8 Hos)
Role of marketing communicationKey reasons for GAP 4 involving communication, rfou
categories of strategies to match service promigthsdelivery, Methodology to exceedcustomer
expectation.
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Pricing of services-Role of price and value in pdev GAP 4, Role of non-monitory cost,
Priceas an indicator of service quality —Approadiogsricing services, pricing strategies.

Unit 6: (6 Hos)
Physical evidence in servicesTypes of service spaces- Role of service scapesnd-mwork
forunderstanding service scapes& its effect on WelbaGuidance for physical evidence
strategies.

Case Studies in Indian context only (6 hours)

Practical component
» Ask students to choose a service industry of ttiedice at the beginning of the semester
» Ask them to do an in-depth study of the industryg give a presentation at the end of
theevery Module relating to the concepts of thatiMe to the industry
» Students can prepare service blueprints for angcgeof their choice
» Students can do a role play on service recovery
» |dentify any existing services. Locate loopholeghieir design and suggest modifications

RECOMMENDED BOOKS:
» Services Marketing-Valarie A Zeithmal& Mary Jo Batn 5/e, TMH, 2011
» Services Marketing-Christopher Lovelock, Pearsondaton.
REFERENCE BOOKS:
» Services Marketing - RajendraNargundkar, 3/e, TG0
» Services Marketing - GovindApte, Oxford.
» Services Marketing - Hoffman & Bateson, 4/e, Cermgagarning-2007
» Services Marketing: Operation, Management and &jyaKenneth E Clow& David L.
Kurtz, 2/e, Biztantra, 2007

MARKETING RESEARCH

Subject Code : 16 MBA MM304 IA Marks : 20

Number of Lecture Hours/Week: 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/eWe

Objectives:

» To provide an understanding of the basics of margetsearch process.

* To orient on the theoretical and practical aspettaarketing research.

* Encourage the students to take up analytical thmkirough research.

* To highlight importance marketing research for emirag marketing strategies.

Outcomes:
The student should be able to:
» Comprehend the objectives of Market research &piplication in solving marketing
problems
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» Appreciate the use of different data collection moes, sampling design techniques,
measurement methods to analyze the data.

» Generalize and interpret the data with the helpapibus measurement techniques.

» To understand the emergence of new trends in @sear

Unit 1: (8 Hours)
Introduction: Meaning, scope and importance of marketing reseaostn vs. agency
marketingresearch; marketing information systemamreg, need and components, marketing
informationsystem and marketing research; marketesgarch process-an overview; problem
definition,formulation and preparation of reseapcbposal.

Unit 2: (10 Hours)

Research Design and Data Collection

Research DesignMeaning and scope of research design; types oficdseasigns, exploratory,
descriptive and conclusive

Secondary Data: Sources and uses of secondargalbgetion of secondary data.

Primary Data Collection: Primary data collection methods; mail survey, tetape survey
andinterviews and their evaluation; observationgpeemental methods, questionnaire
administering, organizing fieldwork for collectimigta.

Unit 3: (9 Hours)

Sample Design and Sampling:Determining universe, sampling frame and samplimg; u

determining sampling method; sample sizedeterminatsampling errors vs. non-sampling
errors.

Sampling: Steps &Types: Probability / non probapili (simple, systematize;

stratifiedproportionate, disproportionate), Sangi#e determination

Unit 4: (9 Hours)
Questionnaire design:Steps in Q.D. with examples for each step. Ratiegl€s, Juster,
Likert,Semantic Differential, Thurston, Attitude&es, Scales for illiterate respondents

Unit 5: (10 Hours)

Measurement Techniques: Nominal Scale, Ordinal Scale, Interval Scale, RaS8oale;
ScaleTypes: Comparative Scaling, Non-comparativalil®f; Attitude Measurement, Self-
ReportingMethods, Methods for Rating Attributes, tdbaAnalysis, Customer Research,
AdvertisingResearch, Product Research, DistributioResearch, Sales Research,
MarketingEnvironment Research, Internet Marketings@arch, and International Marketing
Research

Unit 6: (10 Hours)

Research trends Behavioral Science Based Approach, Economic anompgtitive
Pressures,Consumer Insight Groups, Quantifying Emst Impact of the Social Media, Do-it-
Yourself(DlY) Research; Research ethics, typicakagch errors, Research and culture;

Practical Components:
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Choose 5 successful products or services and fgdehg insight behind them through
afield survey.

Do a comprehensive essay on the difference betwsmmsumer vs. trade vs.
competitioninsights & how best to exploit them.

Take 5 recent digital innovations e.g. twitter acé book and identify the insights.
Locate 5 non-users of search or mail and Intentieair reasons.

Choose 5 recent successful campaigns and idertdy insights through consumer
interviews. Present your findings to the class

Choose 3 successful movies e.g. Dabang&Zindagiegngil My name is Khan---and
interview consumers about the reasons for theicess: Similarly repeat this with 3
recent expensive flop movies and Present yourrgglto the class

RECOMMENDED BOOKS:

Marketing Research contemporary approach- Naragyreahd GVRK Acharyalu,
Excelpublications

Marketing Research and consumer Behavior Saravheask Vikas publishing house
Essentials of Marketing Research — 4/e, Tony PrpBtdl, 2005

Essentials of Marketing Research — Willam G. Zikduet.al. 4/e, Cengage
Learning,2010.

Research Skills for Students: Transferable andriiegrSkills - Allison, et.al. 1996.
Market Research — Aekar, 11/e, Wiley publicati®@92.

REFERENCE BOOKS:

Market Research: a guide to planning, methodologyesaluation - Paul Hague,
KoganPage, 1996.
Market Research Best Practice. 30 Visions of thereu- Peter Mouncey, et.al, 2007.

BUSINESS MARKETING

Subject Code : 16MBA MM305 IA Marks: 20
Number of Lecture Hours/Week: 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/keWe

Objectives:

To develop an understanding of the various conagfdtsdustrial Marketing.
To understand the buying process and marketingnehsufor industrial goods.
To acquaint with B-2-B-2-C Strategies and their lenpentation.

To analyze various pricing strategies of indusig@bds & their implications.

To understand the significance of E-commerce inigss Marketing.

Outcomes:
The student should be able to:

> Describe the nature of business markets and tagedetoncepts.

» Familiarize the business buying behavior of indakttustomers.

» Analyze business situations in the context of bisgtler relationships.
» Apply concepts of pricing strategies for indudtgaods
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» To evaluate the significance of E -Commerce in Bess Marketing.

Unit 1: (8 Hours)
Nature of Business Marketing:Business Marketing Concept, Business vs. Consumer
Marketing, Economics of Industrial demand, Types lodustrial Markets, Types of
BusinessCustomers, Classifying Industrial Produd&s Services, Business customers
purchaseorientations, Organizational Procuremenar&eristics, Environment Analysis in
Business Marketing.

Units 2: (10 Hours)
Organizational Buying Behaviour: Organizational Buying Process, Types of purchases /
buying situations, Buying Centre Concept, Inter sBeal Dynamics of Business Buying
Behaviour, Roles of Buying centre, Conflict Resmntin Decision, The Webster & Wind model
of Organizational Buying Behaviour, Ethics in Puasimg.

Business Marketing Research:Differences between B2C & B2B Marketing Research,
Marketing Research Process, The Standard InduSitadsification (SIC), Research Methods,
Sales Forecasting Approaches, Top-Down, Bottompypaaches.

Unit 3: (8 Hours)
Market Segmentation: Segmenting, Targeting and Positioning of Busineaskigt, Value based
segmentation, Model for segmenting the organizatitMarket.

Product & Brand Strategy: Developing Product Strategy, Analyzing Industrialodtuct
LifeCycle, Developing Strategies for new and erigtiproducts, Branding process & Brand
strategy.

Business Service MarketingSpecial Challenges

Unit 4: (8 Hours)
Formulating Channel Strategy: Nature of Business Marketing channels, Intermeegari
Directand Indirect Channels, Channel Objectivesar@iel Design, Managing Channel Members,
Selection and Motivation of Channel Members, Chéngenflicts, SCM, Logistics
Management,Customer Service, Major cost centrésanket Logistics.

Unit 5: (8 Hours)
Pricing Strategies: Price Determinants, Factors that Influence the iRyicStrategies,
PricingMethods, concept of learning curves, PrictBgategies, Pricing Policies, Terms of
Payment,Competitive Bidding, Leasing

The Promotional Strategies: Communication Objectives, Role of B-2-B Advertising
SalesPromotion in Industrial Markets, Trade shomds Exhibitions.

Unit 6: (10 Hours)
Management of Sales ForcePersonal Selling, The Selling Process, Key Accddamagement,
Managing the Industrial Sales Force, Organizing aahtrolling the industrial sales
forceactivity, planning for sales force DeploymeMegeasuring the Effectiveness of Sales
Force,Customer relationship Management StrategreBusiness Markets, Ethical Issues.

B2B through E-Commerce: Business-to-Business forms of E-Commerce, ModetsB@B
ecommerce,Marketing strategy for the electronickeiaplace.
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Case Studies in Indian context only. (4 Houys
Practical Components:

» Group presentations on organizational buying befrag practices in purchase of

rawmaterials, capital & facilitating goods in Indi€o’s& MNC’s operating in India.

* Segmentation & Positioning of B2B Products.

» Forecasting Technigues for demand of IndustriatiBcts

* Visit to Trade shows & Exhibitions

* Industry visit in 2-3 Industries

» Competitive Bidding Process

» Preparation of quotation.

* Industry survey in the context of B2B Marketing

* Case studies

RECOMMENDED BOOKS:
» Business Marketing — Krishna K Havaldar, Latestigdj Tata McGraw HillPublication.
* Industrial Marketing — Robert R Reeder & Reeder;d 2&dition; Prentice-
Hallinternational Publication.
* Business Marketing Management — Michael D Hutt, nik® W Speh, Latest
Edition,Cengage Learning Publication.

REFERENCE BOOKS:

* Business Marketing — Frank G Bingham Jr., Latestitild Tata McGraw
HillPublication.

* Industrial Marketing — Mukherjee H S; Latest Editicexcel BOOKS Publication.
* Industrial Marketing — PK Ghosh, Latest Edition;f@x University Press.

SUPPLY CHAIN MANAGEMENT

Subject Code : 16MBA MM306 IA Marks : 20
Number of Lecture Hours/Week : 03 Exam HouBs: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/keWe

Objectives:

* To understand the basic concepts, processes areldmgnts of a supply chain.
» To provide insightsfor establishing efficient, effiee, and sustainable supply chains.
» To explain the role of technology in supply chalamqming, visibility, and execution.

Outcomes:
The student should be able to:

» Demonstrate knowledge of the functions of logisting supply chain management.

> To relate concepts and activities of the supplyrchaactual organizations.
» Highlight the role of technologyin logistics andpply chain management.
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» Evaluatecases for effective supply chain managearhits implementation.

Unit 1: (7 Hours)
Introduction: Basic concepts & philosophy of SCM, essential festu decision phases —
process view, supply chain framework, key issueS@M and benefits.

Unit 2: (8 Hours)

Designing the supply chain network Designing the distribution network, role of
distribution,factors influencing distribution, dgsi options, distribution networks in practice,
network designin the supply chain, factors affegtime network design decisions. Designing and
PlanningTransportation Networks, role of transgata modes and their performance,
transportationinfrastructure and policies, desigptioms and their trade-offs, tailored
transportation.

Unit 3: (10 Hours)

Inventory Management: Concept, various costs associated with inventor@QE buffer
stock,lead time reduction, reorder point / re-ortkrel fixation, ABC analysis, SDE/VED
Analysis.[Simple problems only for understanding toncept]

Unit 4: (8 Hours)

Purchasing and vendor management:Centralized and decentralized purchasing, function
ofpurchase department and purchase policies, vemdbng/ evaluation, single vendor
concept,management of stores, account for matengast in time & Kanban systems of
inventory management

Unit 5: (10 Hours)

Logistics Management: Logistics of part of SCM, logistics costs, diffetemodels,
logistics,sub-systems, inbound and out bound lmgisiullwhip effects in logistics, distribution
andwarehousing management.Demand Management andontus Service: Demand
Management, traditional forecasting, CPFRP, cust@®erice, expected cost of stockouts.

Unit6: (8 Hours)

Recent issues in SCM:Role of computer/ IT in supply chain management,MCR's
SCM,Benchmarking concept, features and implemeamtatoutsourcing — basic concepts,
valueaddition in SCM — concept of demand chain rganeent

Case Studies in Indian context only. (5 Hosj

Practical Components:

» Students are expected to choose any 2 Indian Cagigon and study their supply chain
interms of drivers of the Supply chain and subnri@ort

» Students can study different logistics companiessanvices provided by them.

» Students can identify any product/service and sthdytype of distribution system used and
understand the reason for using that particulag.typ

e Students can identify the various types of IT agilons employed by Indian Organizations
in their Supply chain.
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RECOMMENDED BOOKS:
* Supply chain management, Chopra Sunil and PetemdWleBrd edition, Pearson, 2007.
* A Logistic approach to Supply Chain Management y€dardi, Longley, &
Edition,Cengage Learning.
» Supply Chain Logistics Management, Donald J BowerBand J Closs, M Bixby
Coluper,adEdition, TMH, 2008.
» Supply Chain Management-A Managerial Approach,ArSSithha, Herbert, idedition, TMH.
REFERENCE BOOKS:
» Logistics and supply chain management, G. Raghgrdui.A.), Macmillan, 2000
Harnessing value in supply chain, Emiko Bonafidlehnwiley, Singapore, 1999
Material Management rearview, Dr. Gopal KrishnagaBon New Delhi, 2002
Supply Chain Management, B.S. Sahay, Macmillantge@aEducation, 2004
A Text Book of Logistics and Supply chain managetneAgarwal D.K. - &
edition,Macmillan.

Semester: Il
Finance Specialisation

PRINCIPLES AND PRACTICES OF BANKING

Subject Code : 16MBA FM301 IA Marks: 20
Number of Lecture Hours/Week: 03 Exam Houss: 0
Number of Lecture Hours : 56 Exararks: 80
Practical Component : 02 Hours/keWe

Course Objectives:
» To discuss the Structure and System of Bankingdinal
* To discuss the features of Negotiable InstrumentoAd881
* To familiarize the students with Universal Banking
» To discuss the Asset Liability Management in banks
Course Outcomes:
At the end of the course students are able to:
Understand the banking system in India
Know the nature of banker — customer relationship
Make use of Negotiable instruments practically
Have familiarity in using banking technologies likeernet banking, Mobile banking,
NEFT, ECS etc.
» Understand the concept of international bankingraadagement of asset and liability in
banks
Unit 1: (10 Hours)
Banking system and structure in India Evolution of Indian Banks-Types of banks -
PublicSector, Regional Banks, Performance of Pudictor banks, Private Sector Banks.
Commercial banking: Structure, Functions - Prim&rgecondary function, Role of commercial

banks in socio economic development, Services redde€redit creation and Deployment of

YVVYVY

26



Funds.-Role of Reserve Bank and GOI as regulattyanoking system — Provisions of Banking
Regulation Act & Reserve Bank of India Act.

Unit 2: (10 Hours)

Banker and customer — Types of relationship between banker and customer
Bankersobligations to customers — Right of leampf§eappropriation—Bankers legal duty of
disclosure and related matters.

Customers™ accounts with banks- Opening- operation — KYC norms and operation -€Byp
of accounts and customers — Nomination — Settlewietitath claims.

The Negotiable Instruments Act 1881:The Paying Banker and The Collecting Banker-
Negligence-Bills of exchange and promissory notsebarge of Negotiable instruments-
Hundis.

Unit 3: (10 Hours)

Banking Technology- Concept of Universal Bankingaio banking—ATMs-Internet banking—
Mobile banking-Core banking solutions—Debit, Creaitd Smart cards— Electronic Payment
systems-MICR- Cheque Truncation-ECS- EFT — NEFT-BTG

Unit 4: (9 Hours)
International banking—International Banking: Excpan rates and Forex Business,
Correspondent banking and NRI Accounts, Letter€refdit, Foreign currency Loans, Facilities

for Exporters and Importers, Role of ECGC, RBI &X¥IM Bank.

Unit 5: . (8Hours)
Banker as lender — Types of loans — Overdraftites|— Discounting of bills — Financing

book dates and supply bills- Charging of Securiligpledge — mortgage — assignment

Unit 6: (9Hours)

Asset Liability Management (ALM) in banks: Compoteermf Liabilities and Components of
Assets, Significance of Asset Liability managemdhirpose and objectives. Prerequisites for
ALM, Assets and Liabilities Committee (ALCO)- Actiles of ALCO

Practical Components:
» Students can study Universal Banking & Cross Sgltioncepts adopted by banks
» Students can study Customer Profiling aspects addpt banks
» Students can analyze Advertisement & Publicity mdfalone by banks using ATMs
(making a checklist of the publicity material foumdan ATM — preferably in a private
bank ATM )

RECOMMENDED BOOKS:
* Principles and practices of Banking - IIBF, 2/e,dvdllan, New Delhi.
* Elements of Banking & Insurance — JyothsnaSethi&iNen Bhatia, PHI, 2009.
» Bank Management - Koch W, Timothy, & S. Scott, CageyLearning, New Delhi.
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 Management of Banking and Financial Services, P&th® Suresh and Justin Paul,
Second edition, Pearson, 2011

» Banking Theory and Practice, K.C. Shekhar and LekShekhar, Vikas Publishing
House,2011.

* Modern Banking: Theory and Practice, Muraleedh&aRHI,2013.

REFERENCE BOOKS:
» Banking Theory, Law and practice - Sunderaram aatshhey, Sultan Chand & Sons,
New Delhi.
» Banking and Financial System - Prasad K, Nirmalsar@radas J. Himalaya Publishing
House, Mumbai.
« Banking and Financial services- Sharma, Mukund,etiition, Himalaya Publishing
House, Mumbai.

INVESTMENT BANKING AND FINANCIAL SERVICES

Subject Code : 16MBA FM302 IA Marks: 20
Number of Lecture Hours/Week : 03 Exam Ho(QBs:
Number of Lecture Hours : 56 Exam Ma&G:
Practical Component : 02 Hours/ Week

Course Objectives:
» To provide an understanding of the functioningmveistment banking
* To explain the role of depositories and custodians
 To provide an in depth understanding of the finahservices like factoring, venture
capital, leasing and hire purchase.
* To familiarize the students with working of Housifigance and non banking finance
companies
« To explain the concept and developments in micnoarfce, credit rating and
securitization
Course Outcome:
At the end of the course, the students are able to:
» Understand the functioning of Investment banking
» Be aware of operation connected with deposit@mescustodians
» Know how financial services likefactoring, ventwapital, leasing and hire purchase are
provided in the financial system.
» Understand the working of Housing finance and nanking finance companies.
> ldentify the developments happening in micro firgncredit rating and securitization
system.

Unit 1: (10 Hours)

Investment Banking Introduction-Functions of Investment Banks- Typésnvestment Banks-
Investment Banking Services- Merchant Banking S&s+dlssue Management-Pre issue and Post
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issue obligations-Changing landscape of InvestrBamking. Regulation of the Capital Market-
SEBI regulations for merchant bankers, brokers sural brokers, intermediaries and portfolio
managers.

Underwriting : Concept — Devolvement - Business model - Undéirnvgiin fixed price offers
and book built offers.

Unit 2: (9 Hours)

Depository System Objectives, activities, interacting systems, rofedepositories and their

services, Advantages of depository system -NSDL @mfL. The process of clearing and
settlement through Depositories, Depository Paudiots.

Regulations relating to Depositories-SEBI (Depogit® and Participants) Regulations 1996-
Registration of depository and participant- Rigrded Obligations of depositories and
Participants.

Unit 3: (7 Hours)

Housing Finance Role, Types of housing loans, Institutions anadhksaoffering Housing
Finance, Procedure and Interest rates. Income mphkdation. Reverse mortgage loan.
Non-Banking Finance CompaniesTypes, Growth, Functions, RBI Guidelines, Prudggnt
Norms.

Unit 4: (9 Hours)

Factoring: Origin, Types, Factoring mechanism, advantagegofing charges, International
factoring, Factoring in IndiaForfeiting: Origin, characteristics, benefits, difference betwe
factoring and forfeiting, growth of forfeiting inndlia. Securitization of debt: Meaning,
Features, Special Purpose Vehicle, Types of seable assets, Benefits of Securitization,
Issues in Securitization.

Unit 5: (9 Hours)

Venture Capital: Concept, features, Origin and the current Ind@aanario. Private equity-
Investment banking perspectives in private equity

Microfinance: The paradigm - NGOs and SHGs - Microfinance deliveechanisms — Future
of micro finance.

Credit rating : Definition and meaning, Process of credit ratridinancial instruments, Rating
methodology, Rating agencies, Rating symbols ofedkht companies. Rating agencies for
SMEs.

Unit 6: (12 Hours)

Leasing: Concept, Steps in Leasing Transactions, Types ddsée Legal frameworks,
Advantages and disadvantages of Leasing, Contehta tease Agreement, Matters on
Depreciation and Tax, Problems in leasing, Factoflfuencing Buy or Borrow or Lease
Decision.

Hire Purchasing: Concepts and features, Hire Purchase Agreement,p@uson of Hire
Purchase with Credit sale, Instalment sale andihga88anks and Hire Purchase. Problems
related to outright purchase, Hire purchase andibga
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(Question Paper: Case study-Problem on financial valuation of leasing and hire
purchase.)

Practical Components:
» Students can study the procedure for the sancfibousing loans by a bank
» Students can study the Procedure to open a Dencaumtc and an Online Trading
Account.
» Students can visit a NBFC and study their operation
» Students may visit a SHG/NGO and study the migrarfce aspects
» Visit a bank/financial institution providing factag service and submit a report.

RECOMMENDED BOOKS:
* Indian Financial System—Khan M. Y, 7/e, TMH, 2011
* Indian Financial System — Machiraju, 4/e, Vikas1@0
* Financial Markets and Services — Gordon & Nataraja® Himalaya publishing, 2011.
* Financial services - Khan M.Y, 6/e, McGraw Hill,720

* Banking and Financial services- Sharma, Mukundedlidgon, Himalaya Publishing House,
Mumbai.

REFERENCE BOOKS:
* Dynamics of Financial Markets and Institutionsridlie — Srivastava R. M, Excel Books, 2010.
* Indian Financial System — Bharati V. Pathak, 3&grBon Education, 2011.
* Investment Banking- Pratap G Subramanyam, Tata kledill, 2012.
* Merchant Banking & Financial services - Vij&Dhavdre, McGraw Hill, 2011.

INVESTMENT MANAGEMENT

Subject Code : 16MBA FM303 IA Marks: 20
Number of Lecture Hours/Week : 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Exam Marks: 80
Practical Component : 02 Hours/ Week

Objectives:

* To develop a thorough understanding of the procéss/estments.

» To familiarize the students with the stock marketsdia and abroad.

» To provide conceptual insights into the valuatibsecurities.

» To provide insight about the relationship of trekrand return and how risk should be
measured to bring about a return according to tpeatations of the investors.

» To familiarize the students with the fundamental &thnical analysis of the diverse
investment avenues

* To learn the Theories of Portfolio management dad the tools and techniques for
efficient portfolio management.

Course Outcome:
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At the end of the course, the students are able to:

Understand the process of investments.

Get an insight into functioning of stock marketdndia and abroad.

Have insight into the relationship of the risk aeturn.

Have familiarity of the fundamental and techniaahlysis

Learn the Theories of Portfolio management and #isotools and techniques for
efficient portfolio management.

VVVVYY

Unit 1: (Theory) (6 Hours)
Investment: Attributes, Economic vs. Financial Istveent, Investment and speculation, Features
of a good investment, Investment Process. Finamcgtuments: Money Market Instruments,
Capital Market Instruments, Derivatives. Mutual 8snFunctions of Investment companies,
Classification of Investment companies, Mutual Fugpes, Performance of Mutual Funds-
NAV.

Unit 2: (Theory) (6 Hours)
Securities Market: Primary Market - Factors to basidered to enter the primary market, Modes
of raising funds, Secondary Market- Major Playarsthe secondary market, Functioning of
Stock Exchanges, Trading and Settlement Procedueasling Stock Exchanges in India.

Stock Market Indicators- Types of stock market ¢redi, Indices of Indian Stock Exchanges.

Unit 3: (Theory & Problems) (10 Hours)
Risk and Return Concepts: Concept of Risk, TypeRisk- Systematic risk, Unsystematic risk,
Calculation of Risk and returns of individual segyrPortfolio Risk and Return

Unit 4: (Theory & Problems) (10 Hours)

Valuation of securities: Bond- Bond features, TypésBonds, Determinants of interest rates,
Bond Management Strategies, Bond Valuation, Bondafan. Preference Shares- Concept,
Features, Yields. Equity shares- Concept, Valuafiovidend Valuation models

Unit:5 (Theory& Problems) 12(Hours)
Macro-Economic and Industry Analysis: Fundameraablysis-EIC Frame Work, Global
Economy, Domestic Economy, Business Cycles, Ingdustalysis.

Company Analysis- Financial Statement Analysisjdranalysis.

Technical Analysis — Concept, Theories- Dow The&lot wave theory. Charts-Types, Trend
and Trend Reversal Patterns. Mathematical IndisatorMoving averages, ROC, RSI, and
Market Indicators. (Problems in company analysi§ethnical analysis)

Market Efficiency and Behavioral Finance: Randomkwand Efficient Market Hypothesis,
Forms of Market Efficiency, Empirical test for défient forms of market efficiency. Behavioral
Finance — Interpretation, Biases and critiquese@r only)

Unit 6: (Theory & Problems) (12 Hours)

31



Modern Portfolio Theory: Markowitz Model -Portfoli®election, Opportunity set, Efficient
Frontier. Capital Asset pricing model: Basic Asstimps, CAPM Equation, Security Market
line, Extension of Capital Asset pricing Model -p@al market line, SML VS CML. Arbitrage
Pricing Theory: Arbitrage, Equation, Assumptionuigprium, APT AND CAPM.

Portfolio Management: Diversification- Investmerjectives, Risk Assessment, Selection of
asset mix, Risk, Return and benefits from diveration. Portfolio Management Strategies:
Active and Passive Portfolio Management strategyrtfélio Revision: Portfolio Revision
Strategies — Objectives, Performance plans.

Portfolio Evaluation: Holding period’s returns, Memes of portfolio performance. Sharpe’s,
Treynor’s and Jenson’s.

(QUESTION PAPER- 50% Problems, 50% Theory)

Practical Components:

» A Student is expected to trade in stocks. It ineslan investment of a virtual amount of
Rs.10 lakhs in a diversified portfolio and managihg portfolio. At the end of the
Semester the Net worth is to be assessed and markbe given (to beat an index).

» Students should study the functioning of stock exge.

» Students can do:-

* Macro Economic Analysis for the Indian economy.
» Industry Analysis for Specific Sectors.

» Company Analysis for select companies.

» Practice Technical Analysis

» Students can study the mutual funds schemes alailabthe market and do their
Performance evaluation.

RECOMMENDED BOOKS:
* Investments — ZviBodie, Kane, Marcus &Mohanty, 8/®H, 2010.
* Investment Analysis and Portfolio management —dmaa Chandra, 3/e, TMH, 2010.
» Security Analysis & Portfolio Management- KevinFSl, 2011.
* Investment Management — Bhalla V. K, 17/e, S.Cha6d.l.
» Security Analysis & Portfolio Management — Fished dordan, 6/e, Pearson, 2011.
» Security Analysis & Portfolio Management — Punithtny Pandian, 2/e, Vikas, 2005.
* Investment Management — Preethi Singh, 17/e, HiyaaRaiblishing House 2010.
REFERENCE BOOKS:
* Fundamentals of Investment — Alexander, Sharpdefed/e, PHI, 2001.
« Security Analysis & Portfolio Management — Naganaia&Jayabal G , ¥ Edition, New
Age international, 2011.
« Security Analysis & Portfolio Management— Dhaneshatfi, ' Edition, Macmillan,
2010.
« Security Analysis & Portfolio Management— Talwat,Bdition, Cengage, 2016.

ADVANCED FINANCIAL MANAGEMENT

Subject Code : 16MBA FM304 IA Marks : 20
No. of Lecture Hours / Week : 03 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks30:
Practical Component : 02 Hours / Week
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Objectives:
* To understand the management of working capital.
* To understand the techniques of cash, inventoryeceivables management
e To comprehend the capital structure
* To assess the dividend policy of the firm
Course Outcome:

At the end of the course, the students are able to
> Realize the importance of management of workirggtabin an organization.
> Be aware of the techniques of cash, inventory andivables management
» Get an overview of capital structure theories
» Understand and assess the dividend policy of the fi

Unit 1: (8 Hours)

Working capital managemert — Determination of level of current assets. Sesror financing
working capital. Bank finance for working capitédNo problems on estimation of working
capital). Working capital financing: Short terrmdncing of working capital, long term
financing of working capital. Working capital leage.

Unit 2: (10 Hours)

Cash Management— Forecasting cash flows — Cash budgets, long-teash forecasting,
monitoring collections and receivables, optimal hcdmlances — Baumol model, Miller-Orr
model, Strategies for managing surplus fund.

Unit 3: (9 Hours)

Receivables Management- Credit management through credit policy varigblmarginal
analysis, Credit evaluation: Numerical credit segriand Discriminate analysis. Control of
accounts receivables, Problems on credit grantogstn.

Unit 4: (9 Hours)

Inventory Management Determinations of inventory control levels : andeg, reordering,
danger level. EOQ model. Pricing of raw materilonitoring and control of inventories, ABC
Analysis.

Unit 5: (10 Hours)

Capital structure decisions— capital structure & market value of a firm. ®hes of capital
structure — NI approach, NOI approach, Modiglianillé approach, Traditional approach.
Arbitrage process in capital structure. Planning tlapital structure: EBIT and EPS analysis.
ROI & ROE analysis. Capital structure policy

Unit 6: (10Hours)

Dividend policy — Theories of dividend policy : relevance andl@vance dividend decision.
Walter’'s & Gordon’s model, Modigliani & Miller appeach. Dividend policies — stable dividend,
stable payout and growth. Bonus shares and stditkcepporate dividend behavior. Legal and
procedural aspects of dividends Corporate DividEsuxl
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(Question paper: 40% theory and 60% problems)
Practical Components:
» Study the working capital financing provided by anR and submit the report on the
same
» Study the annual report of any two companies argdgre a cash budget for next year.
» Study dividend policy of companies and its impatsbareholders’ wealth
e Study implications of bonus issues/stock splitsmhpanies

RECOMMENDED BOOKS:
* Financial Management - M.Y. Khan & P.K. Jain, &/&JH, 2011
» Financial Management - Prasanna Chandra, 8/e, T2aH].
» Financial Management - I.M. Pandey, 10/e, Vika4,120
» Financial Management: Comprehensive Text Book @itlse Studies — Ravi M. Kishore,
7le, Taxmann.
» Principle of Corporate Finance— Brearly and Myé&t¥e, TMH, 2012

REFERENCE BOOKS:

» Financial Management: Theory & Practice - Brighaihghardt, 10/e, Cenage Learning,
2004.

» Corporate Finance: Ross, Westerfield& Jaffe,— TM8{e; 2010

» Financial Management & Policy - Vanhorne, 12/e ,rBea

» Corporate Finance: Theory & Practice — AshwathDaanan, 2/e, Wiley India Pvt. Ltd.,
2009.

» Cases in Financial Management - Pandey & Bhatt, TiViH, 2012.

COST MANAGEMENT

Subject Code : 16MBA FM305 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To describe the cost concepts, cost behaviors,castlaccounting techniques that are
applied to manufacturing and service businesses
* To provide an understanding of the use of costrinftion in support of different
strategies
* To demonstrate costing methods and techniques pip@i®to a variety of businesses
* To prepare and interpret budgets and operatingdtsebuough variance analysis
 To describe the use of balanced scorecard and iexptav the balanced scorecard
supports strategic cost management
Course Outcome:
At the end of the course, the students are ahle to
> Understand the cost concepts, cost behaviorsg@stcaccounting techniques
> Get an insight into the use of cost informatiorsupport of different strategies
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> Comprehend costing methods and techniques apptepto a variety of
businesses
> prepare and interpret budgets and operating retsutisgh variance analysis

Unit 1:(10 Hours)

Introduction to Cost Management- Cost Accountin@tst Management- Elements of costs-
Classification of costs-Methods of costing-Cost Big@ment Tools- A Strategic View to Cost
Management- Preparation of a cost sheet

Unit 2:(10 Hours)

Overheads, Classification and Collection, Differenbetween Cost Allocation and Cost
Apportionment, (Full fledged Problems on Primaryd asecondary distribution, Simultaneous
equations, Absorption of Overhead, Theory on Urahel Over absorption of Overhead)

Unit 3:(10 Hours)

Marginal Costing — Nature and Scope- Applicatiomegk even charts and Point, Decision
Making (all types with full problems) Differenti@ost Analysis, Advantages and Disadvantages
of Marginal Costing.

Unit 4:(10 Hours)

Budgetary Control:- Objectives of Budgetary contflnctional Budgets, Master Budgets, Key
Factor Problems on Production Budgets and FleBhbiggets.

Standard Costing:- Comparison with Budgetary adnamalysis of Variances, Simple Problems
on Material and Labour variances only .

Unit 5:(8 Hours)

Demerits of Traditional Costing, Activity Based €Ting, Cost Drivers, Cost Analysis Under
ABC ( Unit level, Batch Level and Product SustagiActivities), Benefits and weaknesses of
ABC

Unit 6: (8 Hours)

Cost Audit& Reporting to Management:-objectives aadantages of Cost Audit, Cost Audit
report .Management Audit- Objectives and Scope.

Reporting to Management — Purpose of reporting-Régs of a good report,, Classifications of
Report, Segment reporting, Cost Reduction anst GZontrol, Target Costing — its Principles,
Balanced Scorecard: Features and Purpose

(Question Paper:50% Theory and 50% Problems)

Practical components:

» Students can take up a product and get detailstaheuactual cost of raw material,
wages and other cost and prepare a cost stateStantlard cost of each component has
to be obtained and the variance can be calculatefthd the efficiency of Purchase,
Operations and Production in charge.
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RECOMMENDED BOOKS:

» Cost Accounting — Khan M. Y and Jain P. K, TMH.
Management Accounting - Khan M. Y and Jain P. KFglition, McGraw Hill, 2012.
A Text book of Cost and Management Accounting —rAfd. N, 11" Edition, Vikas.
Cost Management: A strategic Approach - Vaidya ,SS@eera Gill, Macmillan, 2010.
Cost Accounting- Jawaharlal, & Seema Srivastal&dition, TMH.
Accounting & Costing for Management — Sinha P. K¢@ Books, 2010.
A Textbook of Cost Management- G.V Kesava Rao, piGath, M.G. Krishnamurthy
and Anita S. Yadav, Paramount Publishing House3201
REFERENCE BOOKS:

« Principles and Practice of Cost Accounting - Bratsayya, &' Edition, PHI.
Managerial Accounting- James Jiambalvo, Edition, Wiley India Pvt. Ltd.
Advanced Cost Accounting — Madegowda J, HPH.
Cost and Management Accounting — Arora M. [ Rlition, HPH.
Cost Accounting: Theory and Practice - BhabatosheBae, 18 Edition, PHI.

STRATEGIC CREDIT MANAGEMENT

Subject Code : 16MBA FM306 IA Marks :20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To provide an overview of the sound lending decisiby a bank
* To explain the process of evaluation of the loayppsal

» To provide an insight into the different types @dihs

* To describe the aspects of NPA management

Course Outcome:
At the end of the course, the students are able to:

» Understand and evaluate the lending decisioreslimnk

> Realize the process of evaluation of the loan @sapby banks

» Get an insight into the different types of loans

» Understand management of NPA
Unit 1: (10 Hours)
Credit management in banksScreening of applications-Appraisal of credit-Samc limit-
Post sanction compliance — Monitoring supervisiGteview- Government policies for credit
extension- Credit institutions- Principles of gdedding- Borrower study and bankers opinion-
Credit policy by banks- Government regulation edit -Prudential norms.
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Unit 2: (10 Hours)

Over view of credit policy and loan characteristicsThe credit process —Characteristics of
different types of loans- Evaluating commercialnagquests — Financial statement analysis-
Cash flow analysis- Projections-Management of thma find other factors —Feasibility study —

Fundamental credit issues - Credit analysis-Diffetgpes of borrowers — Balance sheet analysis
for lending — Forms of advances secured and unseécadvances- Short term and long term
advances.

Unit 3: (8 Hours)
Evaluating consumer loans- Types- Credit analysis of consumer loans- Ridkirneanalysis of
consumer loans- Customer profitability analysis kxash pricing- Fixed Vs floating rates

Unit 4: (8 Hours)

Loan and advances against pledgeHypothecation- Mortgage — Lien- Advances agagusids-
Document to title to goods — Life insurance pokcie Stock exchange securities-Fixed deposit
receipts —Book debts- Supply bills- Real estat@slvance against collateral securities

Unit 5: (8 Hours)
Agricultural finances and Retail lending- Crop loans- Crop insurance schemes- Dairy-
Sericulture- Poultry- Animal husbandry — Horticudu— Gobar gas — Kissan credit cards —
NABARD initiatives — Lead bank schemes — Retail kiag advances — Concept — Retail
banking products — Consumer credit financing

Unit 6: (12 Hours)

NPA management— Introduction- ldentification of NPAs- Asset cldgstion- Prudential
norms- Capital adequacy — International BankinguRegpn-Basel Norms — asset classification
provisioning — effect of NPA on profitability - Aessment procedure- Pre-sanction appraisal —
Post sanction supervision- Monitoring systems fasteng and likely NPAs—Tools to manage
NPAs —Compromise scheme, LokAdalats, Debt Recovénpunals, Corporate Debt
Restructuring, Willful defaulters, SARFAESI Act, #et Reconstruction Companies-CIBIL

Practical Components:
» Students can visit a bank and study the lendinglead appraisal system relating to
Agricultural loan, consumer financing etc.
» Students can study the NPA status of leading twd P&ks and two private banks.
» Students can study and submit a report on diffextatl banking products

RECOMMENDED BOOKS:

» Strategic Credit Management in Banks, Popli.G.& Rwuri S. K. , PHI, 2013

« Banking Theory and Practice - Shekar and Shek&rEtition, Vikas Publishing House,
2009.
Bank Management - W. Koch Scott, Timothy, Cengagarhing, New Delhi.
Commercial Banking -Benton Gup & James Kolafl,Biition, Wiley India, 2010.
Indian Financial System, Bharati V. Pathalk,Bition, Pearson, 2012.
Bank Credit Management, G. Viajayaragavan, HimaRyhlishing House, 2009.
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REFERENCE BOOKS:
* Industrial Finance - Vishwanathan R, Macmillan, Neelhi.
 Banking and Financial System - Prasad K, Nirmalal @&handradas. Himalaya
Publishing House, Mumbai.
* Managing Banking Risks - Cade, Eddic, Woodhead iBtuis, England.

SEMESTER IlI
Human Resource Management Specialisation

INDUSTRIAL RELATIONS AND LEGISLATIONS

Subject Code : 16MBA HR301 IA Marks :20
Number of Lecture Hours/Week : 03 Exam Hous&s: 0
Number of Lecture Hours : 56 Exam Marks: 80
Practical Component : 02 Hours/ Week

Course Objectives:
* To enable students to understand and apply theipl@s of IR and develop an awareness
of the significance of industrial peace.
* To provide a conceptual basis of Industrial Retegio
* To give an understanding of the components and imgaf sustaining Industrial peace
anchored on harmonious Employee-Management retation
» To discuss the various Industrial acts.

Course Outcomes:

The students should be able to
» Gain the insights of IR practices in the industry.
> Develop the knowledge related to employee-manageretations
» Implementation of various industrial acts

PART A:
INDUSTRIAL RELATIONS (32 hours)
Unit 1 (8 hours)

Introduction:

Background of Industrial Relations — Definitionope, objectives, factors affecting IR, participants
of IR, importance of IR. Approaches to Industrialations, system of IR in India —Historical

perspective & post-independence period, Code dfiplise and historical initiatives for harmonious

IR, Government policies relating to labor, ILO atslinfluence on Legal enactments in India.

Unit 2 (8 Hours)
Collective Bargaining & Negotiation:

Collective Bargaining: Definition, Meaning, Nature, essential conditionsr fthe success of
collective bargaining, functions of collective bamgng, importance of Collective Bargaining,
collective bargaining process, prerequisites forlectve bargaining, implementation and
administration of agreements.
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Negotiations Types of Negotiations-Problem solving attitudecHAmiques of negotiation, negotiation
process, essential skills for negotiation, Work@asticipation in Management

Unit 3 (8 Hours)

Trade Union

Trade Unions: Meaning, trade union movement in India, Objectiade and functions of the Trade
Unions in Modern Industrial Society of India, Prdaee for registration of Trade Unions, Grounds
for the withdrawal and cancellation of registratiamion structure, Rights and responsibilities of
TUs, Problems of trade unions, Employee relation§ isector

Unit 5 (8 Hours)

Grievance procedure and Discipline management:

Grievance - Meaning and forms, sources of grievance, approathegrievance machinery,

Grievance procedures, model grievance proceduriinary procedures, approaches to manage

discipline in Industry, Principles of Hot stoveeul

RECOMMENDED BOOKS:

* Employee Relations Management, P N Singh, Sindi. R Pearson Publications, 2011.

» Dynamics of Industrial Relations, Mamoria&Mamgritéimalaya Publications, 2012

* Human Resource Management Principles & Practigajnas, Vikas Publication.

* Personnel Management & Industrial Relations, Ne@, Nair L, S. Chand Limited, 2001

* Essentials of Human Resource Management and lmaluRelations, Subba Rao, 3rd Revised
edition, Himalaya Publishing House, 2010.

REFERENCE BOOKS:

Industrial Relations, Trade Unions &Labour Legiglat P R N Sinha et al, Pearson Education, 2004.
* Bare Acts

* Industrial Relations and labor laws, ArunMonapRanjeetNambudiri, PatturajuSelvaraj, TMH,
1997.

* Industrial relations, trade unions and labor d&gions, P R N Sinha, InduBala Sinha, Seema
PriyadarshiniShekar, Pearson Education, 2013, |1SB188131731642

PART B: (24 Hours)
Unit 5
INDUSTRIAL LEGISLATIONS (16 hours)

Only basic objectives and major provisions of thiéofving legislations:
» Factories Act 1948,
* Industrial Employment (Standing orders) Act, 1946
* Employees’ State Insurance (ESI) Act, 1948,
» Maternity Benefit Act, 1961
» Contract Labour Act,
» Shops and Establishments Act
e Child Labour (Prohibition & Regulation) Act, 1986
* Industrial disputes act of 1947

Unit 6 (8 Hours)
*  Minimum Wages Act, 1948
+ Payment of Wages Act, 1936
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* Payment of Gratuity Act 1972,

* Employees’ Provident Fund and Miscellaneous PromsiAct 1952;
» Payment of Bonus Act, 1965.

* Employees Compensation Act in 2013

NO PRACTICAL COMPONENT

RECOMMENDED BOOKS:
» Labor Laws for Managers, BD Singh, Excel Books,200
Industrial Relations and Labor laws, SC Srivat®th,Edition, Vikas Publications.
Elements of Mercantile Law - N. D Kapoor, Sultana@ti, 2004.
Industrial Relations and Labour Legislations, Rig@tiosh &ShefaliNandan, TMH.
Labor Industrial Laws, Dr. V. G. Goswami, Eighthitah, Central Law Agency, Allahabad

REFERENCE BOOKS:
* Industrial Relations, Trade Unions &Labour Legiglat P R N Sinha et al, Pearson
Education, 2004.

» Bare Acts
* Industrial Relations and labor laws, ArunMonappanjeetNambudiri, PatturajuSelvaraj,
TMH, 1997.

* Industrial relations, trade unions and labor legishs, P R N Sinha, InduBala Sinha, Seema
PriyadarshiniShekar, Pearson Education, 2013.

RECRUITMENT & SELECTION

Subject Code : 16 MBA HR302 IA Marks : 20
Number of Lecture Hours/Week : 03 Exam Hours:03
Number of Lecture Hours : 56 Exam Marks: 80
Practical Component : 02 Hours/ Week

Course Obijectives:

To understand and apply the policies and procedofreecruitment

» To provide a conceptual framework of Selectioadedure in the Industry.

» To understand the new concepts and techniquescnfitment and Selection in the
Corporate.

Course Outcomes:
The students should be able to
» Learn the various recruitment policies and proceslur
» Equip with conceptual framework of selection praoed.
» Gain insights of the latest concepts and technigsed in recruitment and selection.

Unit 1. (6 Hours)

Job Analysis: Meaning, definition and purpose. Methods of joblgsia: job analysis interviews, job
analysis questionnaire, task analysis inventorysitpm analysis questionnaire, subject expert
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workshops, critical incident technique, Fleisclungb analysis survey, functional job analysis, job
element method, repertory grid, critical incidesttinique

Unit 2: (9 Hours)

Hiring Process & Hiring decision: Nature of hiring: regular, temporary, full time, rpdime,
apprentice, contractual, and outsourcing, Existiogt or new post to be created, Need analysis, cost
analysis and job analysis.

Unit 3: (7 Hours)

Hiring internally: Meaning and definition of internal recruitment, Adhtages and disadvantages in
terms of cost, time, quality and suitability. Sascof internal recruitment: - circulars, intranet
advertisements, employee referrals, Appointmentpomotion, Policy guidelines and union
settlements.

Unit 4: (10 Hours)

External Hiring: Meaning and definition of external recruitment. 8®s$ of recruitment:-
advertisement, in newspaper, TV/Radio, Internegrade on the internet, wanted signboards,
consultants, employment exchange, campus recruifmemployee referrals and unsolicited
applications. Advantages and disadvantages oftibeeasources in terms of cost, time, convenience,
reach of the targeted population, and quality @liapnt pool.

Job advertisement: drafting, size and contents. Contents of publid@enecruitment: single or
multiple sources and choosing the best source

Unit 5: (8 Hours)
Screening the candidatesApplication Forms: bio-data / resume / curriculuitag and Weighted
application blanks: meaning definition, purposejaaddages and disadvantages — taking a Behavioral
approach to recruitment: spotting personality pagemaking basic assumptions, Predicting the
future, strategy Vs. Technique, Pinning down whsahéeded: targeted interviewing, focusing on
behavior, assessing how person performs, assunhieg have been hired. — Identifying the
ingredients of success: the winning candidate’$ilprahallenges in the Interview, the startingrgoi
day to day execution, dealing with people, the inperson, additional characteristics. Studying the
Cv.

Unit 6: (16 Hours)
Testing,Reference checking & Appointment ordersMeaning, definition, purpose, advantages and
disadvantages, Ability tests clerical ability testechanical ability test, mental ability test, plogs
ability test, personality assessment test, typ@sg, shorthand test, computer proficiency test
Interviewing: Planning the interview, Interview pess - Interview in public sector undertaking.
Statutory requirements.

Reference checking: meaning, definition and purpose. Verification of aghcter, criminal
antecedents, previous work behavior and educatwsalifigations. Verification of community
certificates in public sector companies.

Appointment orders: Meaning, definition, and purpose. Contents of appeent letter, hard copy
(or soft copy),

Practical Components:

» Students need to identify two jobs in the collegel meed to do job analysis for those
positions using any of the job analysis methods.
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* In teams students can be asked to give presergagibout various types of jolfeegular,
temporary, full time, part time, apprentice, cootual, and outsourcing) in different
industries along with its advantages and disadgasta

* In Teams, select and analyze any two of the Jobingssadvertisements in Newspapers to
know more about job description and job specifaratmentioned in each advertisement for
every post.

» Obtain online access to the resume data base driNaum or Monsterindia.com for a week
give at least four Job Descriptions and specificatp each student, to search and download
from the data base at least five resumes for easttigns.

e Students can identify 4 or 5 jobs of their inter@stl can create Advertisements for the same
imaging that they are Proprietors of the compaareshiring for these positions.

» Debate on Advantages and disadvantages of hiritegreat and Internal for the selected jobs
like

» Police Constable, Doctor, CEO, Mechanical EnginBesfessor etc.,

* Role play: Students can do the role play for thi&remprocess of hiring and selecting 3 or 4
selected roles in a specific industry.

RECOMMENDED BOOKS:

* Human Resource Selection, Robert D. Gatewood ameti. I, South western Cengage
Learning, Mason, Ohio, 2001.

* Recruitment and Selection -Theory and Practicea®kumar Bhattacharya Cengage
Learning.

» Staffing Organization, Herbert G. Heneman lll, TtmpA. Judge, #Edition, McGraw Hill
International.

* Recruitment and Selection, Elearn, Revised Edifoytledge, 2009.

* Online Recruiting and Selection: Innovations inerdlAcquisition, Douglas H. Reynolds,
John A. Weiner, John Wiley & Sons, 2009.

» Effective Recruitment and Selection Practices, RCampton, William J. Morrissey, Alan R.
Nankervis, Bill Morrissey, CCH Australia Limited0@9.

REFERENCE BOOKS:
* Employee Selection, Lilly M Berry, 1 edition, Cemygalearning, 2002.
» Hiring & keeping the best people, HBS Press, 208BN: 1422131785, 9781422131787
« Human Resource Planning, Dipak Kumar Bhattachari/adition, Excel Books, 2009,
ISBN: 8174464980, 9788174464989
» High performance hiring by Robert W. Wendover, @ifsiblication, California, 1991.

*k%x

COMPENSATION AND BENEFITS

Subject Code : 16MBAR303 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hour93:
Total Number of Lecture Hours : 56 Exam Marks0
Practical Component : 02 Hours / Week

Course Obijectives
*» To know the theoretical and practical developraémthe area of compensation and benefits.
 To discuss the strategic importance of compemsdtir the achievement of organizational goals.
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* Tounderstandthe relationship between compensalitiives and business strategy.
» To discuss the role of compensation in attragtingptivating, and retaining a high-quality
workforce.
Course Outcomes:
The students will be able to
» Gain insights of various conceptual aspects of Gomation and Benefits.
» Determine the performance based compensation systdmsiness excellence.
» Understand the Legal & Administrative Issues in @emsation Global Compensation

Unit 1: (7 Hours)
Introduction to Compensation. Definition of Compensation, Basic concepts of
Compensation(wages, salary, benefits, DA, conselilpay, Equity based programs, commission,
reward, remuneration, bonus etc.,), Types of Comsgiion Management - The Pay Model, Strategic
Pay Policies, Strategic Perspectives of Pay, $fi@tBay Decisions, Best Practices vs. Best Fit
Options

Unit 2: (5 Hours)
Internal Alignment: Definition of Internal Alignment, Internal Payr8ttures, Strategic Choices In
Internal Alignment Design, Internal Structure

Unit 3: (7Hours)

Job Evaluation: Definition of Job Evaluation, Major Decisions Job Evaluation, Job Evaluation
Methods, Final Result — Pay Structure- various wathof calculation of compensation: Straight
Piece Rate Method, Flat Time Rate Method, Halseynikrm Bonus Plan, Rowan Premium Bonus
Plan, Taylor Differential Piece Rate Method

Unit 4: (8Hours)

Determining External Competitiveness and Benefits Mnagement:

Competitiveness Definition of Competitiveness, Pay Policy Altetivas, Wage Surveys,
Interpreting Survey Results, Pay Policy Line, Pagdas

Benefits Benefits Determination Process, Value of Bengliejally Required Benefits, Retirement,
Medical, & Other Benefits

Unit 5: (9 Hours)
Performance Based Compensation System:

Employee Contributions: Pay For Performance (PFP): Rewarding Desired BelgvDesigning
PFP Plans, Merit Pay/Variable Pay, Individual vsio@ Incentives, Long Term Incentives.
Compensation of Special Groups, Compensation §iest¢or Special Groups

Unit 6: (20 Hours)
Legal & Administrative Issues in Compensation Globh Compensation Legal Issues, Pay
Discrimination, Comparable Worth, Budgets and Adstmtion: Recognizing Variations, Social
Contract, Culture & Pay, Strategic Choices in Gldbampensation, Comparing Systems, Expatriate
Pay
Practical Components

» Students must prepare a comprehensive compengéaiono be offered to a Sales

Executive, A General Manager and The CEO of anrozgéion.
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» Students to collect information from an IT orgati@a regarding the Cost To Company of
an employee.

» Students have to prepare questionnaire for conuyetage survey and carry out wage
survey for any selected sector and prepare a répdtie same.

» Solve various case studies.

» Students must compare and analyze compensatioticesam different countries.

» Students to calculate the bonus amount eligibEntemployee working as a HR Executive
for the past 10 years in an automobile manufaajuohganization.

RECOMMENDED BOOKS:
» Compensation & Reward Management, BD Singledition, Excel BOOKS, 2012.
* Compensation, Milkovich& Newman®é&dition, Irwin/McGraw-Hill.
» Compensation and Benefit Design, Bashker D. Biswasress, 2012.
* An Introduction to Executive Compensation, SteveitsBm, Academic Press, 2002.

REFERENCE BOOKS:
« Strategic Compensation, Joseph J. Martocclfl&Edition, Prentice Hall, 2004.

» Compensation Management in a Knowledge based wRrtdhard 1. Anderson, 1oedition,
Pearson Education

» Compensation Management, ErSoniShyam Singh, Exaeks8

LEARNING AND DEVELOPMENT

Subject Code : 16MBAIR304 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hour93:
Total Number of Lecture Hours : 56 Exam Marks0
Practical Component : 02 Hours / Week

Course Obijectives:

* To enable students to be aware of the field ohiegrand development and its role in
optimizing performance.

* To make students understand the process of anglytzaining needs and evaluating training
programs

» To provide the students an overview of the varibining and Management Development
Method

Course Outcomes:
The Students will be able to
» Understand the concepts of learning and developarahtts role.
» Learn various contemporary methods of learningdewtlopment.
» Gain insights of various training evaluation methaad career planning.

Unit 1: (8 Hours)
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Introduction to Employee learning and Development learning, Meaning and significance, The
Forces Influencing Working and Learning, classiima of learning capabilities, learning theories-
Reinforcement Theory, Social Learning Theory, Gatories, Expectancy Theory, Adult Learning
Theory, pedagogy and andragogy; The basic prirgipfdearning, The Learning Process , Mental
and Physical Processes, The Learning Cycle, Irt&tnat Emphasis for Learning Outcomes.

Unit 2: (6 Hours)
Training and Learning: Introduction, Relationship, meaning, DesignindeEfive Training, Forces
influencing working & learning, Strategic Training/ork EnvironmentCharacteristics influencing
transfer of training, organizational environmemsauraging transfer.

Unit 3: (7 Hours)
Training Needs Analysis:Meaning and significance of training needs, typesegds, components
of needs, data collection, analysis and intergmetaiMeaning and significance of training desigd an
development, principles of training design, desgmocess, identifying the training objectives,
determining structure, content, duration, methedrriing activities,

Unit 4: (11 Hours)
Training implementation & Methods: Meaning and significance of implementation, makarg
buying decision, implementation process for making buying decisions, skills of effective trainer.

Training Methods: Presentation Methods, Hands-on Methods, GroupdBigi Methods. Choosing

Training methods. E-Learning & Use of Technology Tnaining: Technology's Influence on
Training, Technology & Multimedia, Computer-Basedaifing, Developing Effective Online

Learning, Blended Learning, Simulations, Mobile Aiealogy & Training Methods, Intelligent

Tutoring Systems, Distance Learning, Technologeesltaining Support, Technologies for Training
Administration, Learning Management Systems (LMSg)stems for Training Delivery, Support &
Administration, Choosing New Technology Training thieds.

Outward bound methods Meaning and significance of outward bound leagn{®BL) methods,
process of OBL, risk, safety and ethical issueairiiing aids.

Unit 5: (8 Hours)
Training Evaluation: Meaning, Reasons for Evaluating Training and sigaifce of training
evaluation, Donald Kirkpatrick's Evaluation Modd®eturn on investment in Training, Types of
Evaluation Designs, Considerations in Choosing aaluation Design, data collection for training
evaluation, Threats to Validity, Determining CodEsjaluation Practices in different organizations,
Measuring Human Capital and Training Activity

Unit 6: (16 Hours)
Executive Development/ Management Development/Careblanagement

Need, factors affecting MDP, methods, process, adtnation, delivery, costing & pricing,
Company Strategies for Providing Development, laseel Use of New Technologies for Learning,
Increased Demand for Learning for Virtual Work Argements, Increased Use of Training
Partnerships & Outsourcing Training,

Careers and Career Managementintroduction, Importance, Career: meaning, A MaafeCareer
Development (Career Stages), Career ManagemerdrSyst
Practical Components:
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» Study training programs and processes in differerganizations and analyze their
effectiveness.

» Students to design a training program for a spejub role.

» Students are expected to conduct a mock trainisgi@e including need identification and a
set of

» Students to evaluate the effectiveness of the same.

» Give a training needs analysis case and ask therstsito find out the training needs

* Implement various training methods, observe andngd report on its effectiveness.

RECOMMENDED BOOKS:

» Effective Training, P Nick and BlanchardwZdition, Pearson Education/PHI, 2005
Training & Development, Dr. B. Janakiraman, BiztaitViley Dreamtech, 2005
Employee Training & Development, Noe A Raymondiezlition, McGraw Hill Publication.
Management Training and Development, Gupta BsiEdition, Vrinda Publications, 2011.
Training and Development Methods, Dr. RishipalEdlition, S. Chand, 2011.

Personal Growth and Training & Development, Ruchivé&tava, i Edition, Vrinda
Publications,
+ 2011.

REFERENCE BOOKS:
» Training for development— Rolf Lynton & Udai Pare8age Publications, 2011.
» Effective HR Training Development Strategy — Ra®addy, HPH, 2005.
» Training in organizations - Goldsteiny Edition, Cengage learning.

*k*

KNOWLEDGE MANAGEMENT

Subject Code : 16 MBAIR305 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hour93:
Total Number of Lecture Hours : 56 Exam Marks80
Practical Component : 02 Hours / Week

Course Objectives:

* To understand the fundamental concepts of Knogdadanagement.

 To discuss the current trends in knowledge mamagé and their manifestation in business
» To analyze and build communities of practicedatabute and share knowledge

Course Outcomes:
The students will be able to

» Gain insights about the concepts of knowledge mamagt.

» Enable with the architecture and models of knowdgethginagement

> Learn knowledge management lifecycle and disseimnmat
Unit 1. (9 hours)
Understanding knowledge: the core of business:What Is Knowledge Management,
Multidisciplinary Nature of KM, Drivers of KM, Th&@wo Major Types of Knowledge, The Concept
Analysis Technique, History of Knowledge Managemdftom Physical Assets to Knowledge
Assets, Organizational Perspectives on KnowledgenagementKnowledge, Intelligence,
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Experience, Common sense. Cognition and KM. TydeKrmwledge, Knowledge Management
architecture and Implementation Strategies.

Knowledge creation and capture Knowledge Creation, Nonaka's Model, Major Theimadt KM
Models, Takeuchi Knowledge Spiral Model, Knowled@enversion.

Unit 2: (7 hours)
The knowledge management cycle:Knowledge Management System Life Cycle, Major
Approaches to the KM Cycle, The Zack KM Cycle, Bukowitz and Williams KM Cycle.

Unit 3: (6 hours)
Knowledge sharing and communities of practiceThe Social Nature of Knowledge, Sharing
Communities, Types of Communities, Roles and Resipdities in CoPs, Knowledge Sharing in
Virtual CoPs, Data Mining and Knowledge Discovetlogs, Content Management Tools,
Knowledge Sharing and Dissemination Tools.

Unit 4: (12 hours)
Knowledge application: KM for Individuals, Communities and Organizatioiajture Challenges
for KM. Knowledge Application at the Individual, @up & Organizational

Levels, Characteristics of Individual Knowledge \Wens, Task Analysis and Modelling, EPSS,
Knowledge Reuse, Knowledge Repositories, Stratd€gi®ractical Implications of Knowledge
Application

The role of organizational culture: Different Types of Cultures, Organizational Cult#ealysis,
Culture at the Foundation of KM, The Effects of ué on Individuals, Cultural Transformation to a
Knowledge-Sharing Culture, Organizational Matufitpdels, KM Maturity Models, CoP Maturity
Models,

Unit 5: (12 hours)

KM strategy and metrics: Knowledge Management Strategy, Knowledge Audit, @agalysis, The
KM Strategy Road Map, The Management of OrganinaticMemory, Balancing Innovation and
Organizational Structure, Historical Overview of tides in KM, KM Metrics, The Benchmarking
Method, The Balanced Scorecard Method.

Unit 6: (10 hours)

The KM team & learning organizations: learning organization: The mystique of learning
organization, learning and change, RICE Model. Mafdategories of KM Roles, Senior
Management Roles, KM Roles and ResponsibilitieshiwitOrganizations, the KM Profession.
Ethical, legal and managerial issues.

Practical Components:

* To expose and make students to prepare a repoknowledge management practices
implemented by successful companies.

» Make a team of 2-3 students and asking them touwzina telephonic interview or survey
regarding local businesses familiarity with andelesf literacy in KM.

e To do a comparison on the KM Life Cycle Models aseking their applicability in
organizations.

* To organize a group discussion for students antblerthem to go through the knowledge
acquisition phases.
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* Asking students to compare and contrast on difteC&DPs.

RECOMMENDED BOOKS:
» Knowledge Management, Elias M Awad, Hassan M Gha2Hil, 3dEdition.
* Knowledge Management in Theory and Practice, KiralkD, 2nd Edition, PHI.
* Knowledge Management: Tool for Business DevelopmBnt B. Rathan Reddy, Himalaya
Publishing House.
* Knowledge Management, Sudhir Warier, Vikas Pubtighilouse.

REFERENCE BOOKS:
* Knowledge Management, RatnajaGogula, ICFAI Univgmress, 2002.
» Handbook on knowledge management, Holsapple, Sgrivigriag, 2003.
* Knowledge Management: Systems and Processes, Bem&ima Becerra, Sabherwal Rajiv,

Prentice Hall India
*%k%

CONFLICT AND NEGOTIATION MANAGEMENT

Subject Code : 16MBAIR306 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hour93:
Total Number of Lecture Hours : 56 Exam Marks0
Practical Component : 02 Hours / Week

Course Objectives:

* To understand the nature of various dimensioreooflict

* To learn various strategies and techniques tcagpaonflicts

* To understand the importance and role of negotiah conflict resolution

* To understand the importance of cross-culturdlgender dimensions of negotiation

Course Outcomes:
The students will be able to
» Gain insights of various dimensions of conflictsaamorganization
» Know the various strategies and techniques of magampnflicts.
» Learn the process of negotiation and its relevamcenflict resolution.

Unit 1: (8 Hours)
Introduction: Understanding conflict, components, perspectivescatflict, types of conflict,
models of conflict — Process and Structural Modeisctional & dysfunctional conflict, relationship
between conflict and performance in team, levelsaniflict — intrapersonal, interpersonal, group &
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organizational conflicts, sources of conflict -ragersonal, interpersonal, group & organizational
sources.

Unit2: (8 Hours)
Conflict Management Design: Nature of conflict Management, contingency approaanflict
management process, the conflict domain, confleids, conflict distribution, conflict mapping and
tracking.

Unit 3: (10Hours)
Managing Conflict: Managing interpersonal conflict: Thomas conflict resolution approach,
behavioral style and conflict handling, the Costdréhk model of conflict resolution, collaboration
& conflict resolution, dealing with difficult subdmates, boss & colleagues, 1 to 1 dispute
resolution.

Managing team & organization conflict: techniques to resolve team conflict, strategieetolve
organizational conflict, effective listening andaldigue skills, humor and conflict resolution,
negotiation as a tool for conflict resolution.

Unit 4: (8 Hours)
Conflict resolution and Cost: Conflict resolution models, framework model, classiideas, new
developments in conflict resolution. Environmentednflict resolution, gender and conflict
resolution. Assessing the cost of workplace conflic

Unit 5: (14 Hours)
Negotiations/Negotiation strategies-Types of Negotiations, negotiation process, fiactéor
successful negotiations, essential skills for negoh, tricks used in negotiation process,
psychological advantage of negotiations, Techniglieggotiation, issues in negotiations.
Negotiation strategies: Strategy and tactics for distributive bargainingategy and tactics for
integrative negotiation, negotiation strategy ananping. Finding and using negotiation power,
sources of power, Ethics in negotiation.

Unit 6: (8Hours)
Managing difficult negotiations: Third party approaches: Third party interventiorisymal
intervention methods — Arbitration, Mediation andodéess Consultation, Informal intervention
methods, best practices in negotiation.

Practical Components

» Survey the conflict resolution techniques adopted itdividuals based on individual
personality types.

» Dividing students into groups and give a scenariodgotiate and reach conclusion.

» Reading: 8 Habits of Highly Effective People; apfitg concepts to understand how people
approach negotiation through different mind — sets.

e Conduct Role Plays for different scenarios.

» Solve various case studies dealing with confli¢tMeen teams and organizations.
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* Ask students to identify three unconscious facttdrat may affect their negotiation
effectiveness and ask them to explain why or hat phenomenon may occur.

* Management games like two dollar game, cross tteedames can be played in the class to
develop negotiation skills among the students.

RECOMMENDED BOOKS:

» Corporate Conflict Management - Concepts and Sigliene Leela Rout, Nelson Omiko,
Prentice India, 2007.

* Negotiations, Roy J. Lewicki, David M. Saunders, & Barry, 5/e, Mc Graw Hill, 2005

» Contemporary Conflict Resolution, Oliver Ramsbothatagh Miall, Tom Woodhous&rd
edition, Polity publishers, 2011.

» Handling Conflict and Negotiation, Manchester Opearning, illustrated edition, Kogan
Page, 1993.

REFERENCE BOOKS:
* Managing conflict and negotiation, B.D. Singkietition, Excel books, 2008.
* Conflict Management: Practical guide to developatiegjon strategies, Barbara A Budjac
Corvette, Pearson Prentice Hall, 2006.
* Managing Conflict in Organizations, M. Afzalur Rahi4n Edition, Transaction Publishers,

2011.
SEMESTER IV
MARKETING SPECIALISATION
SALES MANAGEMENT
Subject Code : 16 MBA MM401 IA Marks : 20
Number of Lecture Hours/Week : 03 Exam Houss: 0
Number of Lecture Hours : 56 Exanrk4a 80
Practical Component : 02 Hours/keWe
Objectives:
» To provide an understanding of the concepts, tegles and approaches in Sales
Management.

* To emphasize on the Sales Manager’s problems demmias.
» To develop skills for generating, evaluating aaldsting sales strategies.

Outcomes:
The student should be able to:

» Know the distinction between the skills requireddelling and sales management.

» Develop a plan for organizing, staffing and tragthe sales force.
» Organize sales territories to maximize selling @ffeeness.
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» Evaluate sales management strategies

Unit 1: (8 hours)
Introduction to sales management Meaning, Evaluation, Importance, Personal Selling
Emerging Trends in Sales Management, elementady siti sales organizations, qualities and
responsibilities of sales manager. Types of salganizations.

Unit 2: (8 hours)
Selling skills & Selling strategies: Selling and business Styles, selling skills, sitre,
sellingprocess, sales presentation, Handling custatnjections, Follow-u action.

Unit 3: (8 hours)
Management of Sales Territory & Sales Quota:Sales territory, meaning, size, designing,
salesquota, procedure for sales quota. Types s sgliota, Methods of setting quota.
Recruitmentand selection of sales force, Trainihgates force.

Unit 4: (20 hours)

Sales force motivation and compensation:Nature of motivation, Importance, Process
andfactors in the motivation, Compensation-Meaniiigpes of compensation plans and
evaluationof sales force by performance and apgrpi®cessSales management jobStandard
sales management process-international sales nrapage-international market selection-
market survey approach or strategy

Unit 5: (8 hours)

Sales Manager and Sales PersorRole of sales manager and sales people; functidns
salesmanager, functions of sales person, typeschahcteristics of sales manager and sales
people-Time management for sales manager and saiesn.

Unit 6 (8 hours)
Selling on the internet: Selling agents for internet trading-net sellingyvextising in net
trading,payment system in internet trading-smard,ca&redit card, debit card- payment by
card:advantages and disadvantages; How to makenetteselling safe-Digital signature,
biometricmethod and legal or regulatory environm@&@rbwth of internet trading in India.

Case Studies in Sales Management (6hours)

Practical component:

* Interview a salesperson and write a brief repoduélwhat they like and dislike about
their jobs, their salary, travelling allowanceslesaguotas, why chose sales career, and
what does it take to succeed in this profession

» Ask your friends if they would buy certain goodgeligroceries, vegetables, socks,
mobile, pens etc from the roadside vendor as apainsgular shop. Group the products
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into low risk and high risk ones. Does this buyibghaviour also depend on the
personality of the individual doing the buying? t®e one doing the selling?

» Students can make a presentation on any produtheoiservices of student choice,
covering selling strategies and one day work exfotawards merchandising in any big
retail outlets of respective places where the tuntiif operating. Rural colleges can send
the students to the city nearby to observe the maeising planning in retail outlets and
to make a small report.

* Roles and functions of sales manager and saledepampdifferent in every organization
Sales people view the roles of sales managersin akwvn way and vice versa. You are
the sales manager of a company. You make an asalsvhat you feel should be roles
of a sales manager and a salesperson for maxinsaieg of the organization.

* Your company is active in internet trading. A cutressue in internet trading is : how to
make internet selling safe. Different methods hlagen suggested for safety or security
of internet trading. You have to analyze differerthods and recommend a method for
your company.

RECOMMENDED BOOKS:
» Sales Management by Charles, Futrell, 6/e, ThorSauth Western, 2003.
« Sales & Distribution Management, TapanK.Panda& Burahadev, 6/e,
OxfordUniversity Press.
» Sales & Distribution Management, A. Nag, McGrawi HiD13

REFERENCE BOOKS:

* Managing of Sales Force by Spiro Stanton Rich,,TINH, 2003.

 Sales & Retail Management, an Indian perspective DnS.L Gupta, 1/e, Excel
Books,2007.

 Salesmanship and Sales Management-P.K Sahu& K Ct, R8e, Vikas
PublishingHouse3.

» Sales Management-Douglas J Dalrymple, William Lv@ralohn Wiley & Co.

» Sales & Distribution Management- Text and Cased,Eoh McGraw Hill.

INTEGRATED MARKETING COMMUNICATIONS

Subject Code : 16MBA MM402 IAMarks 02
Number of Lecture Hours/Week : 03 Exam Hous8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/eWe

Objectives:

* To build a comprehensive framework for integratetketing communications.

 To the study the advertising, publicity, personallisg, direct marketing and sales
promotion.

* To enhance knowledge of emerging trends in intedratarketing communications.

Outcomes:
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The student should be able to:
» Define and apply knowledge ofvarious aspects ofaganal decision making related to
marketing communicationsstrategy and tactics.
> Ability to create an integrated marketing commuticmas plan which includes
promotional strategies.
» Explain the role of IMC in the overall marketing && effectiveness measures to
evaluate IMC strategies

Unit 1: (10 Hours)
Role of IMC in marketing process, IMC planning mbdéarketing and promotion
processmodel. Communication process, steps involveddeveloping IMC programme,
Effectiveness ofmarketing communications Purposale RFunctions, Types, Advertising Vs
Marketing mix,Advertising appeal in various stagé®LC

Unit 2: (8 Hours)
Advertising Agency: Type of agencies, Services offered by various agencCriteria
forselecting the agencies and evaluation.

Advertising objectives and Budgeting:Goal setting — DAGMAR approach, various budgeting
methods used.

Unit 3: (8 Hours)
Media planning: Developing Media plan, Problems encountered, Bledivaluation-
Print,Broadcast media, Support media in advertising

Media strategy: Creativity, Elements of creative strategies andnitglementation, Importance
of Headline and body copy.

Unit 4: (8 Hours)

Direct Marketing: Features, Functions, Growth, Advantages/Disadvastag And
DirectMarketing Strategies.

Promotion: Meaning, Importance, tools used, Conventional/umeational, drawbacks,
pushpull strategies, Co-operative advertising,gragon with advertising and publicity

Public relation/ Publicity:- Meaning, Objectives, tools of public relations, Rub
relationstrategies, Goals of publicity, Corporatévartising — Role, Types, Limitations, PR Vs
Publicity.

Unit 5: (8 Hours)
Monitoring, Evaluation and control: Measurement in advertising, various methods used
forevaluation, Pre-testing, Post testing.

Unit 6: (10 Hours)
International Advertising: Global environment in advertising, Decision areas i
internationaladvertising

Internet advertising: Meaning, Components, Advantages and Limitations,peBy of
Internetadvertising

Industrial advertising: B 2 B Communication, Special issues in Industredirsg.
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Case studies in Indian context only (4 Hours)

Practical Components:

» Study the IMC programs adopted by various colleggestudents applying for anMBA
course? Is the tactic adopted by your college ?igihmo, what are yoursuggestions?

» Study the role of newspapers, radio, televisiollhderds, internet and other media in the
marketing of mobiles. cold drinks, jeans, mobiles e

» Observe a marriage in your family and write abdmaw you would ‘event manage’ it?

» Take an advertisement introducing a new produetsidap, biscuit etc and find the media
in which it was advertised. Ask your friends if yhean recall this advertisement and the
message. Analyse if they would or would not buy preduct on the basis of this
advertisement? And why?

» Students can do a survey on effective media comeations.

RECOMMENDED BOOKS:
* Advertising and Promotions IMC Perspectives: Betid Belch, 9/e, Tata McGraw
Hill,2012.
» Advertising & Integrated Brand Promotion - O'Guirillen, Semenik, Cenage Learning.
* Integrated Advertising, Promotion, and Marketing n@ounications, Clow, Baack,
3/e,Pearson Education, 2007.
* Integrated Marketing Communications — Niraj KumdRH.
REFERENCE BOOKS:
» Foundations of Advertising, Chynawalla&Sethia, H2A07
Advertising management - Rajeev Batra, John G M&eAaker, 5/e, PHI, 2007.
Event marketing and management- Sanjaya Singh s\Rkiblication, 2003.
Advertising Basics, Vilanilam, Varghese, Respon€sXKS, 2007
Advertising, Sangeeta Sharma &Raghuvir Singh, RB06.

E-MARKETING
Subject Code : 16MBA MM403 IA Marks : 20
Number of Lecture Hours/Week : 03 Exam Hou&s: 0
Number of Lecture Hours : 56 Exanrk$a80
Practical Component : 02 Hours/keWe

Objectives:
* To understand the important concepts related t@ekating

» To learn the use of different electronic mediadesigning marketing activities.
* To acquaint the students with the latesttechnigfiesmarketing.

Objectives:
The student should be able to:

» Recognize appropriate e-marketing objectives.
> Appreciate the e-commerce framework and technology.
> lllustrate the use of search engine marketingnerdidvertising and marketing strategies.
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Unit 1: (10 Hours)
Introduction to E-Marketing: Landscape - Past — Today - Future - Internet
MarketingParadigm — Internet Infrastructure Stack

Business Models & Strategies: Strategic PlanningStrategy to Electronic Planning —
StrategicDrivers of the Internet Economy — Busindsslels to E-Business Models — E-Business
Models— Performance Metrics — The Balanced Scodecar

Unit 2: (12 Hours)
E-Marketing Plan: Overview of the E-Marketing Planning Process — @mngaan E-
MarketingPlan — A Seven-Step E-Marketing Plan

The E-Marketing Environment: Overview of Global E-Marketing Issues — Country lsiagket
Opportunity Analysis — Technological Readinessuefices Marketing — Wireless

Internet Access — The Digital DivideEthical and bedssues — Privacy — Digital Property —
Online Expression — Cyber Security —Cyber Crime

Unit 3: (8 Hours)

E-Marketing Research: Data Drive Strategy — Marketing Knowledge Managemen
Monitoring Social Media — Technology-Enabled Apmibes — Real-Space Approaches —
Marketing Databases and Data Warehouses - Data y#saland Distribution -
KnowledgeManagement Metrics - Consumer Behavioui®n- Segmentation — Targeting —
Differentiation — Positioning Strategies

Unit 4: (10 Hours)
E-Marketing Management: Product — Products on Internet — Creating Custoraéue Online—
Product Benefits — E-Marketing Enhanced Product dbsment — Price — Change in
PricingStrategies — Buyer and Seller Perspectivdzayment Options — Pricing Strategies —
Distribution— Online Channel Intermediaries — Dimition Channel Length and Functions —
ChannelManagement and Power — Distribution Chamelrics — Promotion — Integrated
MarketingCommunication (IMC) — Internet AdvertisirgMarketing Public Relations — Sales
PromotionOffers — Direct Marketing — Personal $glk- IMC Metrics

Unit 5: (8 Hours)

Customer Acquisition and Retention: Profile of Consumers — Browsing Behaviour Model —
Elements of Social Media — Social Media StrategieSocial Media Performance Metrics —
Building Customer Relationships — Relationship Maikg — Stakeholders — Three Pillars
ofRelationship Marketing — Customer Relationship nslgement (CRM) — CRM Building
Blocks — Ten rules for CRM Success

Unit 6: (8 Hours)
Evaluating Performance and Opportunities: Measuring and evaluating web marketing
programs — Social and Regulatory Issues — PrivaBgeurity — Intellectual Property — Mobile
Marketing — Media Coverage
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Emerging Issues: Online Governance and ICANN -sdigiion — Fraud — Consumer Loyalty of
Website-Services — The Quadratic Effect of Flow eleRof Technology Readiness in
Developing Trust and Loyalty for E-Services in Diexgng Countries

Practical Component:

» Students can form a team and identify Internet &nogs & its Marketing Implication

» Students can choose a Website for analysis baseisocontent, design, usability,
attractiveness and other website properties

» Students can conduct a survey on Consumer whontesaét marketing to identify the
pros and cons of e-marketing.

» Students can do a project on branding strategieg ugernet marketing.

» Students can write a report on Google advertisirajegies

» Students can discuss about traditional offline iess in the online world.

RECOMMENDED BOOKS:

» E-Marketing, Judy Strauss and Raymond Frost, Reetall, 6th Edition, 2013

* Internet Marketing: Integrating Online and Offlistrategies. M. L. Roberts and Debra
Zahay, 3rd edition, Cengage Publishing, 2013

» Digital Marketing: Strategy, Implementation and ¢iee, Chaffey D., Ellis-Chadwick,
5th Edition, F., Pearson, 2012.

« E Marketing — The essential guide to online margti Rob Stokes, Flat
worldknowledge, 2010.

» E-marketing in Developed and Developing Countriémerging Practices, Hatem El-
Gohary and Riyadh Eid, 1GI Global, 2013

REFERENCE BOOKS:

* The Essential Guide to Online Marketing, Rob Stspkauirk, ISBN: 9781936126323

» The New Rules of Marketing and PR: How to Use Sotfedia, Blogs, News
Releases,Online Video, and Viral Marketing to ReBdlyers Directly, David Meerman
Scott, 2%Edition, Jan 2010

 E-Commerce: An Indian Perspective, P. T. Josemntiee Hall, 4th Edition, 2013

» Electronic Commerce: A Simplified Approach, MunesiChandra Trivedi,
JaicoPublishing House, 2011.

 Online Display Advertising: Targeting and Obtrusiees, Marketing Science,
Goldfarband Tucker, May-June 2011.

STRATEGIC BRAND MANAGEMENT

Subject Code : 16MBA MM404 IA Marks : 20
Number of Lecture Hours/Week : 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/keWe

Objectives:

» To appreciate the relationship between corporastesty and Brand Management.
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* To explore the various issues related to Brand Mgament, brand association, brand
identity, brand architecture, leveraging brand ssd¢wand portfolio management.

 To develop familiarity and competence with the tsigges and tactics involved in
building, leveraging and defending strong branddifferent sectors.

Outcomes:
The student should be able to:

» Develop skills for managing brands strategically.

» Compare and contrast the elements of product aartbmanagement.
» Assess growth-opportunities for brands, e.g., beatdnsion strategies
» Critique the different measures of brand equity.

Unit 1: (8 Hours)
Introduction to the concept of Brand Management:

Brand —Meaning, Definition, Evolution of Brands, Funct®omf Brand to consumer, Role
ofBrand- Advantages of Brand, Product Vs Brand,

Branding- Meaning, Creation of Brands through goods, sesjicpeople, Organisation,
Retailstores, places, online, entertainment, idef@s|enges to Brand builders

Brand ManagementMeaning & Definition.

Strategic Brand Management Proces$#leaning, Steps in Brand Management Process Strong
Indian Brands

Unit 2: (8 Hours)
Customer Based Brand Equity:

Customer Based Brand Equity-Meaning, Model of CBBE

Brand Equity: Meaning, Sources, Steps in Building Brands, Brandlding blocks-
Resonance,Judgments, Feelings, performance, imagaiignce-Brand Building Implications,
DavidAaker’s Brand Equity Model.

Brand Identity & Positioning: Meaning of Brand identity, Need for Identity &
Positioning,Dimensions of brand identity, Brandntiy prism,

Brand positioning — Meaning, Point of parity & Point of differenceggitioning guidelines
Brand Value: Definition, Core Brand values, Brand mantras, m&branding,

Unit 3: (10 Hours)
Choosing Brand Elements to Build Brand Equity:

Criteria for choosing brand elements, options &titac for brand elements-Brand name,
Namingguidelines, Naming procedure, Awareness, @rassociations, Logos & Symbols &
theirbenefits, Characters & Benefits, Slogans & &is, Packaging.

Leveraging Brand Knowledge:

Meaning of Brand Knowledge, Dimensions of Brand Wilerlge, Meaning of
LeveragingSecondary Brand Knowledge & Conceptuadizhe leverage process.

Unit 4: (10 Hours)

Brand Value chain Designing Brand Tracking studies, Establishirgnior Equity Management
Systems.
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Methods for measuring Brand Equity- Quantitative Techniques & Quantitative
Techniques,Comparative methods-Brand based coroparianarketing based comparisons-
ConjointAnalysis, Holistic methods.

Managing Brand Equity: Brand Reinforcement, Brand Revitalization, BrantiSr

Unit5: (8 Hours)
Designing and sustaining branding strategie®rand hierarchy, Branding strategy, Brand
extension and brand transfer, Managing Brands iovertBrand Architecture and brand
consolidation.

Brand Imitations: Meaning of Brand Imitation, Kinds of imitations, ¢tars affecting Brand
Imitation, Imitation VsLater market entry, First weys advantages, Free rider effects, Benefits
for later entrants,Imitation Strategies.

Unit 6: (8 Hours)

Making Brands go Global:Geographic extension, sources of opportunitiesgiobal brand,
single name to global brand,consumers & globalratconditions favoring marketing, barriers
to globalization, managerialblockages, organizatior a global brand, pathways to
globalization.

Luxury Brand Management:

Luxury definition and relativity, luxury goods ahakury brands, basic psychologicalphenomena
associated with luxury purchase, luxury marketing, mMuxury retail, Internationalluxury
markets: historical leaders and emerging countries.

Case studies (4 Hours)
Practical Components:
* Go to a supermarket and find the brand elementsvanous brands of soaps,
mobiles,jeans, and other product
* If you would start an MBA College, what would thesttioning be with POP’s and
POD’s?
» Pick up your college, analyse its positioning and lwwould you reposition it?
* Pick a multiproduct company and as completely assipte analyze its brand portfolio
and brand extensions?
» Consider some groups like Tata’s , Birla’s, Infosys— what is their branding strategy
» Students are supposed to assess the product diie @yd appraise alternative approaches
to luxury brand management.
» Students can select any two popular brands andifgleand examine the criteria for
success in the luxury brand industry.

RECOMMENDED BOOKS:
» Strategic Brand Management, Building Measuring &nliging Brand Equity — 2nd Ed
Phi / Pearson Education — Kevin Lane Keller.
Brand Management -The Indian Context — Y L R MoiortNikas Publication.
Strategic Brand Management — Jean, Noel, Kapfekgan Page India.
Brand Imitations — Dr S Kaplan, Dr S Pandey , HeH, 2004.
Brand Management, Tapan Panda, 2/e, Excel Puldlicati
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REFERENCE BOOKS:
* Brand Management- Harish V Verma, 2/e, Excel BOOKS.
* Compendium Brand Management — Chunnawalla, 1/e,,12B63.
* Managing Indian Brands — S Ramesh Kumar — Vikas.
» Strategic Brand Management- Richard Elliott & LaPgrclu, 1/e, Oxford Press.
» Creating powerful brands — Chernatony, 1/e, ElseRiélication.

RURAL MARKETING

Subject Code : 16MBA MM405 IA Marks 20
Number of Lecture Hours/Week : 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/keWe

Objectives:

» To provide a conceptual understanding on the Ruaekbting with special reference to
Indian context.
* To create awareness about the applicability ofdbecepts, techniques and processes
ofmarketing in rural context.
» To familiarize with the special problems relategs#ébes in rural markets.
Outcomes:
The student should be able to:

» Highlight the characteristics of Indian rural maskand describe the differences between
rural and the urban economy

» Analyze the roadblocks of Indian rural market addazate solutions for the problems of
rural markets.

» Emphasize the different strategies adopted by indampanies for rural markets.

» Apply the strategies to be adopted for influendimg rural consumers.

Unit 1: (8 Hours)
Introduction to Indian Rural Marketing : Definition, scope of rural marketing, concepts,
classification of rural markets, rural vs. urban rkess. Rural marketing environment:
Population, occupation pattern, income generatiocation of rural population, expenditure
pattern, literacy level, land distribution, landeupattern, irrigation, development programs,
infrastructure facilities, rural credit institutisnrural retail outlets, print media in rural areasl
areas requirement, rural demand and rural markeiirproblems in rural marketing.

Unit 2: (8 Hours)

Rural Consumer behaviou: Consumer buying behaviour models, Factors affgct
ConsumerBehaviour, Social factors, Technologicaktdta, Economic Factors, Political
Factors,Characteristics of Rural consumer- Age @ratjes of the Life cycle, Occupation and
Income,

Economic circumstances, Lifestyle, Personality @rnd Belief, Information Search and
prepurchase Evaluation, Rise of Consumerism, CoesuBBuying Process, Opinion
LeadershipProcess, Diffusion of Innovation, Bramyélty.
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Researching Rural Market: Sensitizing rural market, Research design- referenc
frame,Research approach, Diffusion of innovatioeyv&opment studies, PRA approach, The
need forPRA, Sampling, Operational aspects of daltaction,

Unit 3: (8 Hours)

Rural Marketing of FMCG's: Indian FMCG industry, characteristics of Indian F&IC
sector,Challenges in the FMCG industry, Rural Mankeof FMCG's: Select case studies

Rural Marketing of Consumer durables: Issues related to consumer durables in the
ruralmarket, Rural Marketing of Consumer durab&sect case studies

Rural marketing of financial services Marketing objectives and approaches, Evolution of
ruralbanking after independence, Challenges in etandg for banking services in rural,
opportunitiesfor banking in rural areas, markestrgtegies for banking services

Unit 4: (10 Hours)
Marketing of agricultural inputs: Indian tractor industry: A brief overview, Challergy
forindian tractor industry, factors suggesting é&etfuture prospects for tractor industry,
marketingstrategies for tractor industry

Fertilizer industry in India: Marketing of fertilizer industry, classification ofertilizer
industry,Challenges for marketing of fertilizer usdry, marketing strategies for fertilizer
industry.

Indian agrochemical market: Marketing environment for agrochemicals in India,
factorsaffecting agro chemicals market growth, dtmal challenges faced by Indian
agrochemicalindustry, marketing strategies for ad@micals.

Unit 5: (8 Hours)
Marketing of agricultural produce: Profiing of Indian agricultural produces
marketing,challenges in marketing of agriculturedquce, Strategies to promote marketing of
agriculturalproduce

Marketing of rural artisan products, Characterssti€ Indian handicrafts industry, Challenges for
rural artisan sector, Government policy towardsdnamafts sector, marketing strategies for the
development of rural artisan sector

Corporate sector in agri-business:Reasons for increased interest of corporate santor
agribusiness, opportunities, in the agri-busindsmefits of corporate driven agri-business
system involvement of corporate sector in agri-hess

Unit 6: (14 Hours)
Distribution Strategy: Introduction Accessing Rural Markets, Coverage UStain Rural
Markets, Channels of Distribution, Evolution of RUDistribution Systems- Wholesaling, Rural
Retail System, Vans, Rural Mobile Traders: The M#é Distribution, Haats/Shandies, Public
Distribution System, Co-operative Societies Behavi@f the Channel, Prevalent Rural
Distribution Models- Distribution Models of FMCG @mpanies, Distribution Model of Durable
Companies, Distribution of fake products, EmergiDigtribution Models- Corporate —SHG
Linkage, Satellite Distribution, Syndicated Distriton, ITC’s Distribution Model, Petrol pumps
and Extension counters, Barefoot agents, Agricaltagents, Agricultural input dealers, Other
channels, Ideal distribution model for Rural
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Digitalizing the Indian rural markets-e-rural matikg: select live case studies-ITC e-choupal,
TARA haat, EID Parry’'s Indiaagriline, Kandhamal ApeSpices Association for
Marketing(KASAM)

Communication strategy: Challenges in Rural Communication, A view of
CommunicationProcess, Developing Effective- Pnofjlithe Target Audience, Determining
communicationobjectives, designing the messagegctiety the communication channels,
deciding thepromotion mix, Creating advertisementréiral audiences rural media- Mass media,
Non-Conventional Media, Personalized media, Ruradid: The importance of the two-step
flow ofcommunication Media Typology, The Media Mdd&edia innovation, Influence of
ConsumerBehaviour on Communication strategies

Practical Components:
» Visit to the various Micro Finance Institutes, wextend their services in catering rural
market.
» Visit to a village and understand the market stmeeand also understand the functioning
part of the rural markets
» Students should come up with new product desigwitig the rural marketing mix 4 As
(Awareness, Acceptability, Adaptability and Affoladlity)
» Students can do a survey on corporate farming eneéffect on income of the rural
farmer.
RECOMMENDED BOOKS:
* Rural Marketing - Pradeep Kashyapé& Siddhartha Riatantra.
* Rural Marketing - Gopal Swamy T. P, 3/e, Vikas Fsibhg House.
* Rural Marketing - Dogra &KarminderGhuman, 1/e, TMH.
* Rural Marketing - Sanal Kumar Velayudhan, 2/e, Resp Publication, 2007.

REFERENCE BOOKS:
* Rural Marketing — Krishnamacharyulu C. G &LalitharRakrishnan, PearsonEducation.
* Rural Marketing — Habeeb Ur Rahman, 1/e, HPH, 2004.
* Rural Marketing — MinoutiKamat& R. Krishnamoorti8/e, HPH.
» Agricultural Marketing In India — Acharya , Oxfotd H.
» Advertising & Marketing in Rural India- Tej K. Bhat 2/e, Macmillan.
» Marketing of Agricultural Products - Richard Kofaed Joseph N. Uhl, 9/e, PHI.

INTERNATIONAL MARKETING MANAGEMENT

Subject Code : 16 MBA MM406 IAakks : 20
Number of Lecture Hours/Week : 03 Exam Hou8s: 0
Number of Lecture Hours : 56 Examrk$a 80
Practical Component : 02 Hours/eWe

Objectives:

 To introduce students to the international markgtmanagement process, design
andtheories

» To develop skills relating to international trade.

* To familiarize the steps involved in import expddcumentation.
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Outcomes
The student should be able to:

» Be aware of the differences between domestic matkand international marketing.
> Draft international marketing Strategies
> Note down the import export documentation.

Unit 1: (8 hours)
International Marketing — Definition and Scope —aBens and Motivations — Global
VsDomestic Marketing — Concepts related to the mameent of international marketing
function —World Trade and India’s foreign trade: everview — Institutional framework for
exports inindia.

Unit 2: (8 hours)
International Trade Theories- Absolute cost-comjpaa Cost- H-O Theorem- New
TradeTheories- Porter’s Diamond Theory- Managénmglications

Global marketing environment — cultural Environmen®olitical and Legal
EnvironmentEconomic Environment.- Modes of entryarioreign business

Unit 3: (20 hours)
India’s Export — Import policy — procedure and Domntation - INCO terms - balance of trade
and payments

Unit 4: (12 hours)
International Product Policy and Planning — Need gooduct planning, Product adaptation,
Product Standardization, Cross country segmentatnoduct life cycle in International
Marketing, International Packaging,

International Market selection — International Metrkg Research — International marketing
Planning and control.

Unit 5: (9 hours)
International Pricing and Promotion decisions- fin&ional pricing decisions-International
promotionaldecisions-Evaluation of international rkesing performance- coordination of
internationalmarketing performance

Unit 6: (9 hours)
International distribution strategy: Internatio@iannels — Channel alternatives — Importance of
Channel decision — Factors influencing the Chadeeision — Channel Selection decision —
International Retailing — Role of Logistics

Practical Component:

» Select the best method of entry for doing busiriesthis country and decide on the
relevant market segments to target in the selectmghtry and overall marketing
approach.

* Review detailed guidelines for developing an inéional marketing plan
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* Analyse international marketing environment to ustind opportunities and threats that
a company underlying the behaviors of internati@e@sumers and business associates.

 Conduct international marketing research to gererainformation on
consumers,competitors and other aspects of thenattenal marketing environment.

» Select countries for international expansion andappropriate method of entry for
international markets ranging from indirect exptot joint venture to foreign direct
investment.

* Market segmentation, targeting, and positioningtetyy for international markets

RECOMMENDED BOOKS:
* International marketing Management — An Indian pPective, Varshney and
Bhattacharya, Sultan Chand & Sons, New Delhi.
* Global Marketing Management, Keegan, Prentice bfdihdia, New Delhi.
* International Marketing, Philip Cateora and Johat@am,TataMcGraw Hill, New Delhi.
* Export Management, D.C.Kapoor, Vikas Publishing siguiNew Delhi.

REFERENCE BOOKS:
 Essentials of International Marketing, Donald L. a8y, 1st Edition,
JaicoPublishingHouse, 2011
« Export: What, Where, How, Para Ram, Anupam PubigHgelhi.

SEMESTER IV
Finance Specialisation

MERGERS, ACQUISITIONS & CORPORATE RESTRUCTURING

Subject Code : 16 MBA FM401 IA Mark20
Number of Lecture Hours/Week : 03 Exam Hous&s: 0
Number of Lecture Hours : 56 Exam Marks: 80
Practical Component : 02 Hours/ Week

Course Objectives:
* To facilitate understanding of corporate merger acguisition activity and restructuring
* To communicate to the students the role that M&ayplin the contemporary corporate
world.
» To understand how to use M & A as a strategic tool.
» To compare and contrast the various forms of catfearestructuring.
* To assess human and cultural aspects of M&A’s.

Course Outcome:

At the end of the course, the students are able to
» Understand corporate merger and acquisition agtivit
» Analyze the mergers & acquisition deals that haken place in the recent past.
» Understand synergies of mergers & acquisitiondeal
» Compute the valuation associated with M&A.
» Understand the human and cultural aspects of M&A'’s
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Unit 1: (9 Hours)
Mergers- types of merger— theories of mergersraipgg, financial and managerial synergy of
mergers — value creation in horizontal, vertical aonglomerate mergers — internal and external
change forces contributing to M & A activities- lags of M & A on stakeholders.

Unit 2: (7 Hours)
M & A — A strategic perspective- industry life cgchnd product life cycle analysis in M&A
decision, strategic approaches to M&A- SWOT analyBICG matrix.

Unit 3: (10 Hours)
Corporate restructuring — significance - formsestructuring — joint ventures — sell off and spin
off — divestitures — equity carve out — leveragey louts (LBO) — management buy outs —
master limited partnership— Limited Liability Pagtship (LLP) in India: Nature and 91
incorporation of LLP-De merger- strategic allianbeyback of shares.

Unit 4: (8 Hours)

Merger Process: Dynamics of M&A process - idendifion of targets — negotiation - closing the
deal. Five-stage model — Due diligence— Types - diigence strategy and process - due
diligence challenges. Process of merger integrationrganizational and human aspects —
managerial challenges of M & A.

Unit 5: (12 Hours)
Methods of financing mergers — cash offer, shachamge ratio — mergers as a capital budgeting
decision Synergies from M&A: Operating and Finahsymergy Accounting for amalgamation —
amalgamation in the nature of merger and amalgamati the nature of purchase- pooling of
interest method, purchase method — procedure @idhdinder Indian companies act of 1956

Unit 6: (10 Hours)
Takeovers, types, takeover strategies, - Takeoe&ndes — financial defensive measures —
methods of resistance — anti-takeover amendmeptsgsen pills

Legal aspects of Mergers/amalgamations and acquisitakeovers- Combination and
Competition Act- Competition Commission of IndiaG{, The SEBI Substantial Acquisition of
Shares and Takeover code

Practical component:
* Pick up any latest M&A deal.
* Generate the details of the deal and then studglebkin the light of the following.
* Nature of the deal: merger, acquisition, or takeolét is a merger, what type of merger is it?
* Synergies likely to emerge to the combining andcthabined firm(s) from the deal
e The valuation for the merger
* The basis for exchange rate determination
RECOMMENDED BOOKS:
* Mergers, Restructuring And Corporate Control, Fvédston, Kwang S Chung, Susan E Hoag,
4/e, Pearson Education.
* Corporate Finance-Theory And Practice — AswathDarem— John Wiley & Sons.
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* Takeovers, Restructuring And Corporate Governalé¢eston, Mitchell And Mulherin - 4/e,
Pearson Education, 2003.

* Mergers, Ramanujam et al, TMH, 2003.
e Advanced Accounts Vol. 2 — Shukla & Grewal, S.ChRasbns.

* Mergers and Acquisitions, Rajinder S. Aurora, KavBhetty and Sharad R. Kale, Oxford
University Press, 2011.

REFERENCE BOOKS:

* Value Creation from Mergers And Acquisitions, Sudi8rsanam - 1/e, Pearson Education,
2003.

* Merger Acquisitions & Corporate Restructuring — @tieshekar Krishna Murthy &Vishwanath.
S.R — Sage Publication.

* Mergers, acquisitions and Corporate RestructurfighikantJha, Himalaya Publishing House,
2011.

* Corporate Restructuring, Bhagaban Das, DebdasRashthiSathyaSwaroopDebasish, Himalaya
Publishing, 2009.

* Business Legislation for Management, M.C. Kuchhad &ivekKuchhal, 4/e, Vikas Publishing

House, 2013.
RISK MANAGEMENT AND INSURANCE
Subject Code : 16MBA FM402 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks30:
Practical Component : 02 Hours / Week
Objectives:

* To provide an understanding of different typesis.r
» To provide an understanding of the risk identificatand measurement
» To give an overview of role of Insurance in riskmagement.
» To comprehend insurance contracts such as Lifednse, general insurance and marine
insurance.
* To provide an understanding of the managementsoirance companies
Course Outcome:
At the end of the course, the students are able to
Understand the process of identifying the risk.
Recognize the complexities involved in risk identtion and measurement
Be acquainted with the function of Insurance ik ngnagement.
Be aware of various types of insurance contracts.
Understand working of insurance companies.

YVVVVYYVY

Unit 1: (10 Hours)

Introduction to Risk Management and Risk Identification: Risk-Risk and Uncertaintyfypes

of Risk-Burden of Risk-Sources of Risk-Methods ahtlling Risk-Degree of Risk-Management
of Risk
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Risk ManagementRisk Management Process-ldentification Loss expsséAnalyzing Loss
exposures-Objectives of Risk Management-SelecAgpopriate Risk Management Technique-
Implement and Monitor the Risk Management ProgrdskRlanagement by Individuals and
Corporations-Risk Management objectives-Need foRationale for Risk Management in
Organizations- Understanding the cost of Risk-lidlial Risk Management and the Cost of
Risk-Risk Management and Societal Welfare.

Risk ldentification-Business Risk Exposures-Individual Exposures-Exmssuwf Physical
Assets -Exposures of Financial Assets -ExposuredHuinan Assets -Exposures to Legal
Liability - Exposure to Work-Related Injury-Basiorepts form probability and Statistics.

Unit 2: (8 Hours)

Risk MeasurementEvaluating the Frequency and Severity of Losses-RControl-Risk
Financing Techniques-Risk Management Decision MigHeooling Arrangements and
Diversification of Risk.

Advanced Issues in Risk ManagementThe Changing Scope of Risk Management-Insurance
Market Dynamics-Loss Forecasting-Financial AnalysiRisk Management --Decision Making-
Other Risk Management Tools

Unit 3: (8 Hours)

Introduction to Insurance

Risk and Insurance- Definition and Basic Characteristics of Insuraf@guirements of an
Insurable Risk-Adverse Selection and Insurancerfrste vs. Gambling Insurance vs. Hedging-
Types of Insurance-Essentials of Insurance Corstract

Indian Insurance Industry -Historical Framework of Insurance, Insurance @e&eforms in
India-Liberalization of Insurance Markets-Major yas of Insurance.

Regulation of Insurance Insurance Act 1938- eligibility-Registration a@apital requirement-
Investment of assets-Approved investments-Licensihgisurance agents- IRDA-Duties and
powers of IRDA-IRDA Act 1999-IRDA regulations foregeral insurance-reinsurance, life
insurance, micro insurance, licensing of insuraagents, registration of insurance companies
and protection of policyholders interest.

Unit 4: (8 Hours)

Life Insurance

Basics of Life InsuranceGrowth of Actuarial Science-Features of Life Irere-Life
Insurance Contract-Life Insurance Documents-Instgdfremium Calculations.

Life Insurance ClassificationClassification on the Basis —Duration-Premium Paytn
Participation in Profit-Number of Persons AssuregqRent of Policy Amount-Money Back
Policies-Unit Linked Plans.

Annuities-Need of Annuity Contracts, Annuity V/s Life Insae, Classification of Annuities.

Unit 5: (12 Hours)

General Insurancelaws Related to General Insurance-General Insur&@wmsract-General
Insurance Corporation(GIC)-Performance Private Ruolic General insurance companies.
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Health InsuranceIndividual Medical Expense Insurance — Long TerrareC Coverage —
Disability Income Insurance — Medi-claim Policy —+d@p Medi-claim Policy — Personal
Accident Policy — Child Welfare Policy-Employee @plinsurance — Features of Group Health
Insurance — Group Availability Plan.

Fire Insurance-Essentials of Fire Insurance Contracts, Typesia Fsurance Policies, Fire
Insurance Coverage.

Marine Insurance-Types of Marine Insurance — Marine Insurance ppiesi Important Clauses
in Marine Insurance— Marine Insurance Policies FiWaRisks-Clauses in Marine Policy.

Motor Vehicles InsuranceNeed for Motor Insurance, Types of Motor Insurarfeagtors to be
considered for Premium Fixing.

Unit 6: (10 Hours)
Management of Insurance Companies

Functions and Organization of Insurers- Types of Insurance Organization, Organizational
Structure of Insurance Companies-Functions of Brsur

Underwriting -Principles of Underwriting, Underwriting in Lifex$urance, Underwriting in non-
life Insurance.

Claims ManagementClaim Settlement in General Insurance-Claim Seitlet in Life
Insurance.

Insurance Pricing-Insurance Cost and Fair Premiums, Expected Clamsts Investment
Income and the timing of claims Payments, Admiaiste Costs, Profit Loading, Capital Shocks
and Underwriting Cycles, Price Regulation.

Insurance Marketing: Marketing of Insurance Products, Critical Sucdessors for Insurance
Players, Marketing Strategies in India.

Practical Component

* Analyze the insurance potential in India basedemosdary data

* Meet Insurance advisors. Agents and have a disoussl requirements of insurance
selling.

» Select insurance company of your interest and sthdyrisk management procedures
followed by that company.

* Analyze risk management techniques used by thksbaement companies, automobile
companies.

* Visit the IRDA website and identify the rules arefulations governed by IRDA with
respect to Marketing of insurance in rural markets

RECOMMENDED BOOKS

* Risk Management and Insurance, Scott E. Harring@regory R Niehaus, (2007),
Second Edition, Tata McGraw Hill Publishing Compamyited, New Delhi.

« Introduction to Risk Management and Insurance, iarf, Mark S.(2008), 18 Edition,
Prentice Hall India, New Delhi.

* Principles of Risk Management and Insurance, GebBréejda, (2009), Twelfth Edition,
Pearson, New Delhi.

* Insurance and Risk Management, P.K. Gupta, (20Ai3t Edition, Himalaya Publishing
House, Mumbai.
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* Principles and Practice of Insurance, P. Periasd@009), Second Edition, Himalaya
Publishing House, Mumbai.

REFERENCE BOOKS:

* Risk Management and Insurance, C. Arthur Williadrs,Peter Young, Michael Smith,
(2007), Eighth Edition, Tata McGraw Hill Publishi@pmpany Limited, New Delhi.

* Risk Management and Insurance, James Trieschmabert ®loyt, David Sommer,
(2008), Twelfth Edition, Cengage Learning, New Delh

* Risk management and Insurance: New Perspective Gtobal Economy”, Harold D.
Skipper, W. Jean Kwon, (2008), First Edition, Wilegia, New Delhi.

* Fundamentals of Risk and Insurance, Emmett J. Vaugfherese Vaughan, (2007),
First Edition, Wiley India, New Delhi.

TAX MANAGEMENT

Subject Code : 16 MBA FM403 IA Marks :20
Number of Lecture Hours/Week : 03 Exam Hours: 03
Number of Lecture Hours : 56 Exam Marks: 80
Practical Component : 02 Hours/ Week

Course Objectives:
» To provide the students with a comprehensive utaletding of residential status in tax laws
» To acclimatize the students with process of comgutiax liability of Individuals
e To understand corporate taxation system in thetcpun
» To know the deductions and exemptions availabtbértax laws
e To Provide Insight into GST
Course Outcome:
At the end of the course, the students are able to
Understand the process of computing residentifsta
Realize the complexities involved in tax liabilay Individuals
Know the corporate tax system.
Be aware of deductions and exemptions of taxes
Understand working of GST system in the country
Unit 1: (8 Hours)
Basic concepts assessment year, previous year, person, assésseme, charges on income,
gross total income, capital and revenue receipssdential status, receipt and accrual of income,
connotation of income deemed to accrue or arideada. Tax Planning, Tax Evasion and Tax
Management. (Problems on residential Status oviddal assessee)

YVVVY

Unit 2: (10 Hours)
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Explanation under various heads of income. Incomm fsalary (Basic problems), Income from
House Property (Theory Only)

Unit 3: (10 Hours)
Income under the head Profit and Gains of Busiomed3rofessions and its computation- basic
method of accounting- scheme of business dedu¢talmsvance- deemed profits- maintenance
of books, Depreciation (Problems on computationinmfome from business/ profession of
Individual assessee and Depreciation).

Unit 4: (12 Hours)
Income under capital gain, basis of charge, traraffeapital asset, inclusion & exclusion from
capital asset, capital gain, computation of capyh( theory & problems), deductions from
capital gains. Income from Other Sources (TheorjyORermissible deductions under section
80C to 80U. Setoff and carry forward of losses.

Unit 5: (10 Hours)
Computation of tax liability of a firm and partnersComputation of taxable income of a
company with special reference to MAT. Corporateddind Tax

Unit 6: (6 Hours)
Introduction to GST, Levy and exemption, Time aradue of supply, Administration of GST.
Introduction toCustoms duty.

Practical Components:
» Understanding the usage of software package waltailating different taxes
* Preparation of Income tax returns of Individualesses.
* Preparation of sales tax returns
» Studying the online submission of Income tax return

Recommended Books :
» Direct Taxes Law and practice, Vinod Singhaniad dapil Singhania, ,Taxman

Publications,

» Direct Tax — Lal &Vashisht — Pearson Ed. 28E.

» Students Guide to Income Tax Vinod Singhania angilK&inghania, — Taxman
Publications

* V S Datey — Indirect Taxes — Taxman Publications.
Reference Books:

* Mehrotra- Direct Tax — SahityaBhavan
* T N Manoharan- Students Guide to Income Tax — Svithite
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INTERNATIONAL FINANCIAL MANAGEMENT

Subject Code : 16MBA FM404 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours/ Week

Objectives

» To provide an understanding of the internationaheecnic and financial environment.

* To explain the foreign exchange rate determinatiociuding the foreign exchange and
derivatives markets.

» To describe foreign exchange exposure measuremdmhanagement.

» To provide an understanding the financial manageémspects of the MNC.

* To explain the functioning of world financial matgend institutions.

Course Outcome:

At the end of the course, the students are able to

Be aware of international economic and finaneralironment.
Understand foreign exchange rate determination.

Know foreign exchange exposure measurement andgearent.
comprehend the financial management aspects dfiNe.

Understand the functioning of world financial metidcand institutions.

YVVVVY

Unit 1: (6 Hours)

International financial Environment - The Importance, rewards & risk of internationabhce-
Goals of MNC- International Business methods — Expe to international risk- International
Monetary system- Multilateral financial institution

Unit 2: (10 Hours)
International flow of funds and International Monetary system-

International Flow of Funds: Balance of PaymentsRB Fundamentals of BoP, Accounting
components of BOP, Factors affecting Internationedde and capital flows, Agencies that
facilitate International flows. BOP, Equilibrium &isequilibrium. Trade deficits. Capital
account convertibility (problems on BOP)

International Monetary System: Evolution, Gold S$tard, Bretton Woods system, the flexible
exchange rate regime, the current exchange ratmgements, the Economic and Monetary
Union (EMU).

Unit 3: (10 Hours)

Foreign Exchange Market: Function and Structure of the Forex markets, Foreixchange
market participants, Types of transactions andlédetints Dates, Exchange rate quotations,
Nominal, Real and Effective exchange rates, Detgation of Exchange rates in Spot markets.
Exchange rates determinations in Forward marketsh&hge rate behaviour-Cross Rates- -
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Arbitrage profit in foreign exchange markets, Swiftechanism. Triangular and locational
arbitrage.

Unit 4: (10 Hours)
International Financial Markets and Instruments: - Foreign Portfolio Investment.
International Bond & Equity market. GDR, ADR, Croblsting of shares Global registered
shares. International Financial Instruments: For&gnds & Eurobonds, Global Bonds. Floating
rate Notes, Zero coupon Bonds, International Mdviaykets

International Banking services —Correspondent B&dpresentative offices, Foreign Branches.
Forward Rate Agreements

Unit 5: (10 Hours)
International Parity Relationships & Forecasting Faeign Exchange rate - Measuring
exchange rate movements-Exchange rate equilibridractors effecting foreign exchange rate-
Forecasting foreign exchange rates .Interest RaigyPPurchasing Power Parity & International
Fisher effect. Covered Interest Arbitrage

Unit 6: (10 Hours)

Foreign Exchange exposure - Management of Transaction exposure- Managenwént
Translation exposure- Management of Economic exgeddanagement of political Exposure-
Management of Interest rate exposure.

Foreign exchange risk ManagementHedging against foreign exchange exposure — Horwa
Market- Futures Market- Options Market- Currencyapgrinterest Rate Swap-Hedging through
currency of invoicing- Hedging through mixed curgmnvoicing —Country risk analysis.
(Question Paper: 50% Theory and 50% Problems)

Practical Component:
» Students can study the Balance of Payment statisfié¢ndia for the last five year and
present the same in the class.
» Students can carry out a survey of Exporters ambrtethe foreign exchange risk
management practices adopted by them.
» Students can study the impact of exchange rate meweon the stock Index.
» Students can visit a bank and study the foreigh@&xge derivatives offered by them.

RECOMMENDED BOOKS:
* International Financial Management - Jeff Madurangage Learning 2008.International
Finance Management - Eun& Resnick, 4/e, Tata McG+dlv
* International Financial Management — MadhuVij, BX8®0KS, 2010.
* International Financial Management — Apte P. G, BMH, 2011
* Multinational Business Finance — Eiteman, Moffettl &Stonehill, 12/e, Pearson, 2011.

REFERENCE BOOKS:
* International Financial Management — Siddaiah &, Bearson, 2011.
* International Finance — ImadMoosa, 3/e, Tata McGrilly 2011.
* International Financial Management — Vyuptakeshr&heb/e, PHI, 2011.
* Multinational Financial Management—Alan C. Shapit@/e, Wiley India Pvt. Ltd., 2011.
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* International Financial Management — Jain, Peyrar@&lav, Macmillan 2010.
* International Finance — Thomas O’Brien, Oxford Wmsity Press, 2010.

FINANCIAL DERIVATIVES

Subject Code : 16MBA FM405 IA Marks :20
No. of Lecture Hours / Week : 03 aBxHours : 03
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:

* To understand the features of financial derivative

* To hedge risk and practice risk management wd@niyatives.

» Explain the use of options and futures contramtgdctical portfolio strategies purpose

* To provide an understanding of pricing financiatidatives, including familiarity with
some central techniques, like the binomial moded, the Black-Scholes model

* To explain the fundamentals of credit risk managemead Value at Risk

Course Outcome:
At the end of the course, the students are able to:

» Know the features of financial derivatives.

» Understand the risk management process usingatiegs.

» Realize use of options and futures contracts

» Understand the pricing of financial derivatives.

» Be aware of fundamentals of credit risk managerardtValue at Risk
Unit 1: (6 Hours)

Financial Derivatives - Introduction, economic benefits of derivatives p&g of financial
derivatives - Features of derivatives market - &i@ctcontributing to the growth of
derivatives - functions of derivative markets - Bange traded versus OTC derivatives -
traders in derivatives markets - Derivatives mamkdhdia

Unit 2: (12 Hours)

Futures and forwards - differences-valuation of futures, valuation ofi§ and short forward
contract. Mechanics of buying & selling futures, mgias, Hedging using futures -
specification of futures - Commodity futures, Indeures, interest rate futures - arbitrage
opportunities.

Interest rate markets - Type of rates, Determining Zero rates, Forwari r@greements
(FRA), Interest rate derivatives.

Unit 3: (10 Hours)

Financial Swaps -features and uses of swapllechanics of interest rate swaps — valuation
of interest rate swaps — currency swaps — valuaii@urrency swaps.
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Unit 4: (12 Hours)

Options: Types of options, option pricing, factors affegtioption pricing — call and put
options on dividend and non-dividend paying stgulscall parity - mechanics of options -
stock options - options on stock index - optiondutnres — interest rate options. Concept of
exotic option. Hedging & Trading strategies invaolyioptions, valuation of option: basic
model, one step binomial model, Black and Scholesldl] option Greeks. Arbitrage profits
in options.

Unit 5: (8 Hours)
Commodity derivatives: commodity futures market-exchanges for commoditiyres in
India, Forward Market Commissions and regulatiomowdities traded — trading and
settlements — physical delivery of commaodities.

Unit 6: (8 Hours)

Credit risk - Bond prices and the probability of default, Hrgtal default experience,
reducing exposure to Credit risk, Credit defaulap®; Total return swaps, Credit spread
options, Collateralized debt obligation. Basicsloferest rate risk and risk management
strategies.

Value at Risk (VAR) - Measure, Historical simulation, Model buildingpapach, linear
approach, Quadratic model, Monte Carlo simulatstress testing and back testing
(Question Paper: 50% Theory and 50% Problems)

Practical Components:
» Students can visit a financial institution dealingderivatives and study the products
offered by them
» Students should individually select various futune®ptions and watch the behavior
of these futures and options on a day to day fodags to see how futures and
options might help mitigate the risks of investors.

RECOMMENDED BOOKS:
» Options Futures & Other Derivatives - John C. Hel&, Pearson Education.
» Derivatives and Risk Management, Rajiv Srivast&weprd University Press, 2010
* Options & Futures- Vohra & Bagri, 2/e, TMH
» Derivatives- Valuation & Risk Management - Dubof8kiiller, Oxford University
Press, 2005.
« Anintroduction to derivatives and risk managem@ftance, Cengage" @dition.

REFERENCE BOOKS:

» Derivatives, Principles and Practice, Sundaram&, MasGraw Hill, 2013

« Risk Management, VaijanathBabshetti& Prakash B.ayal, ' edition, Kalyani
Publishers, 2014.

* Introduction to Derivatives and Risk Management enDM. Chance, Cenage
Learning, 2008.

* Financial Derivatives- Bishnupriya Mishra and SatBwaroopDebashish, Excel
BOOKS, 2007.

* Options & Futures —Edwards & Ma, 1/e, McGraw Hill.
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« Derivatives & Financial Innovations - Bansal, TMH.
* Financial Derivatives —Kumar S. S. S, PHI, 2007.
» Futures, Options and Swaps — Robert W. Kolb, 5igyVndia Pvt. Ltd. 2011.

CORPORATE VALUATION
Subject Code : 16MBA FM406 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks$0:
Practical Component : 02 Hours / Week

Objectives:
» To identify the purpose of corporate valuation &mabtain an overview of the basic corporate
valuation process
* To familiarize the students with the standard tepiees of corporate valuation.
« To develop analytical skills and communication tefgges for discussing corporate
valuation.
» To assess a firm’s business and competitive stratad whether it is creating value for
shareholders
Course Outcome:
At the end of the course, the students are able to
» Get an overview of the basic corporate valuati@mtess
» Be familiar with the standard techniques of cogp@waluation.
» Understand analytical skills and communicationtstyees for corporate valuation.

Unit 1: (8 Hours)
Corporate valuation-an Overview-Context of valuatf&pproaches to Valuation-Features of the
valuation process: Book value approach, Stock aeldt épproach, discounted cash flow
approach, Relative valuation approach, option ‘alnaapproach-Features of the valuation
process-Corporate valuation in practice.

Unit 2: (12 Hours)
Enterprise DCF Model-Analysing historical performarEstimating the cost of Capital-
Forecasting performance-Estimating the continuirajue-Calculating and interpreting the
results-Other DCF models: Equity DCF Model: Dividediscount model, free cash flow to
Equity (FCFE) model-Adjusted present value modedteenic profit model-Applicability and
Limitations of DCF analysis

Unit 3: (10 Hours)
Relative valuation-Steps involved in Relative valo-Equity valuation multiples-Enterprise
valuation multiples-Choice of multiple-Best praescusing multiples-Assessment of relative
valuation.
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Other Non DCF Approaches-Book Value approach-Ssmak Debt approach-Strategic approach
to valuation-Guidelines for corporate valuation

Unit 4: (8 Hours)
Advanced issues in valuation-Valuation of comparaéslifferent kinds-valuation in different
contexts-Loose ends of valuation-Valuation of igite assets: Patents, trademarks, copyrights
and licenses; Franchises; Brands

Unit 5: (10 Hours)

Value Based Management- Methods and Key premise¥Bifl-Marakon approach-Alcar
approach-Mckinsey approach-Stern Stewart appro&B-Bapproach-Lessons from the
experiences of VBM adopters.

Unit 6: (8 Hours)

Case studies in Valuation - Bharat Hotels compaBlyarat Heavy Electricals Limited - Bhoruka
Power Corporation Limited - Valuation in the Mergeir ICICI with ICICI Bank - Sasken
Communication Technologies - Valuation of Infosysiil

(Question Paper: 50% Theory and 50% Problems)

Practical Component:

» Obtain last three years’ balance sheet of any tivah has debt and equity and find out the
free cash flow to the firm and free cash flow te #yuity for the last three years. Also
determine if there is any growth in the cash flaawghe firm and to the equity holders.
Find beta of the firm and compute cost of equitg 8WACC to finally find the value of
the firm

RECOMMENDED BOOKS
» Corporate Valuation and Value Creation, Prasanren@ta, Tata McGraw Hill, 2011.
* Valuation, AswathDamodaran, Damodaran, 2/e, JoHayéind Sons, 2006.

REFERENCE BOOKS

» Corporate Valuation: A Guide for Managers and Itwes Philip R Daves, Michael C.
Ehrhardt, and Ron E. Shrieves, , Cengage Learrfi0g,2

» Corporate Valuation Financial Times, David FrykmaakobTolleryd, Prentice Hall,
2003.

* The Valuation Handbook: Valuation Techniques froaddy's Top Practitioners, Rawley
Thomas, Benton E. Gup, John Wiley & Sons, 2010

» Financial Management, Rajiv Srivastava and Anil igli2/e, Oxford University Press,

2011.
SEMESTER IV
Human Resources Management
PUBLIC RELATIONS
Subject Code : 16 MBAIR401 IA Marks : 20
No. of Lecture Hours / Week : 03 Exam Hour93
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Total Number of Lecture Hours : 56 Exam Marks80
Practical Component : 02 Hours / Week

Course Objective:
» To provide an understanding of the fundamentalks toopublic relations practice
* To provide a multidisciplinary understanding of therging trends in the field of public
relations.
Course Outcomes:
The students will be able to
» Gain the insights of Public relations principlesl gmactices.
» Learn the various theories of mass communication
» Understand the various issues in crisis management

Unit 1: (8 Hours)

Public Relation: Meaning, Concepts of PR -Proactive and Reactiverégrhes — Public Relations
Process — Behavioral Public Relations Model — Resism Model — Two way symmetrical
Communications Model — 20 great truths about PuRéations

Unit 2: (8 Hours)
Theoretical basis for Public Relations Fheories of Relationships —Systems Theory — sitnati
Theory — Theories of Persuasion and Social Inflaen&ocial Exchange Theory — Diffusion Theory
— Social Learning Theory — Elaborated Likelihoodedty - Theories of Mass communication — Uses
and Gratification Theory — Agenda Setting Theoryublic Relations roles — Models of Public
Relations — Approaches to Conflict Resolutions

Unit 3: (10 Hours)
Employee communications -Role of employee communication — concept of Orgational culture

— Establishing Communication Policy — Organizatlomhange — Importance of employee
communication — Special employee Communication atns — Media of Employee

communications — Objectives of Internal media +t8tg internal media — controlling internal media
- Occasional and Special media Rules of Effediwgployee Relations. Frontline supervisors as the
key communicators

Case: Investing in Employees Pays Off (CJSS)

Case: Southwest Airlines — Where Fun, LUV, and P& Hand —in Hand (CJSS)

Case: Employee Retention: It is the employer whaniprobation (LLHT)

Case: Maintaining Employee Relationship in a TragédHT)

Kodak Communicates One - on - One with All of itafiloyees (CJSS)

Unit 4. (8 Hours)
Community Relations — Importance of Public Relations — Community Relasi Process —
Guidelines for Effective Relations Programs -Spediunctions of Public Relations — Criteria for
Community relations Activities — Corporate SociakdRonsibility & Philanthropy-Emerging
Challenge of Community Activism

Case: Community Relationships Maintained During pita$ Closing (CJSS)

Unit 5: (8 Hours)

Media Relations— Media Relations —Role of Media in Public RelatienSocial Media — working
with the media —Media Relations Program Elementsle-&f Technology in Public Relations
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Case: Fatal Tiger Attack at San Francisco Zoo (LLHT
Case: There’s a Syringe in My Pepsi Can (CJSS)

Unit 6:

(14 Hours)

Issues in Public Relations/Crisis Management public relations challenges —Types of Issues -
target audiences-Public Service as Preventive @#lations — Special Interests — Importance of
Compromise —Issue Anticipation — Scenario Technique

Crisis Management —Understanding how people typically react to issuékiman Nature — Role of
communications — Types of crises — News media@nfte - Fundamental guidelines

Case: Take your choice — Tobacco or Health (CJSS)

Case: Bhopal — A Nightmare for Union Carbide (CJSS

Practical Component:

Related cases for each module to be discussee icldbses and presentation can be done for
each case by group of students.

Team of students can be made and asked to repariddia personalities about the event
held in the college. Different styles of reportiing same event can be discussed in the class
with its possible reactions from the media.

Collect the newspaper articles about various messiigm organizations through
spokespersons and analyze the effect of each fygielivery and impact on the audience.
Conduct a CSR Programme for the college like Bldodation, Eye camps in association

with Lions, Rotary clubs etc and gather the infaiords about various challenges these
organizations face during such community orientegyammes.

RECOMMENDED BOOKS

“Public Relations — The Profession and Practiceditimore, Laskin, Heiman &Toth, third
edition, Tata McGraw Hill, 2012 (LLHT)

“Public Relations Practices — Managerial Case &sidnd Problems” Center, Jackson, Smith
and Stansbury, Seventh Edition, Prentice Hall dfdn2008 (CJSS).

Public Relations - Paul Baines, John Egan, Frafiin¥s Routledge, 3 edition, 2007.

Public Relations: Concepts, Practice and Critigaequie L'Etang, SAGE, 2007.

Public Management — Organizations, Governance aniifhance, Laurence J. O’ Toole Jr,
Kenneth J Meier, sledition, Cambridge Publications, 2011.

REFERENCE BOOKS:

Strategic Planning for Public Relations, Ronalddmith, revised edition, Taylor & Francis,
2004.

Public Relations: A Practical Guide to the BaskBilip Henslowe, & edition, Kogan Page
Publishers, 2003.

An Overview of the Public Relations Function - Sham A. Bowen, Reprint Edition,
Business Expert Press, 2010.

Public Relations Practices, Managerial Case StualielsProblems, Allen H Center, Patrick
Jackson, Stacey Smith, Frank R Stansberry, 7thoadit

WORKPLACE ETHICS AND VALUE SYSTEMS

Subject Code : 16MBAIR402 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hour93
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Total Number of Lecture Hours : 56 Exam Marks80
Practical Component : 02 Hours / Week

Course Obijectives:
* To understand the ethical practices at workplace.
» To address the ethical issues which arise in thé& evironment.
* To acquaint students with various ethical probletsork place.

Course Outcomes:

The students will be able to
> Learn the principles and practices of workplacécsth
» Understand the concepts of corporate governancetaras.
» Gain insights of Discrimination and Harassment airkjglace

Unit 1: (8 Hours)
Workplace Ethics: Introduction, Needs, Principles, Development ofs@eal Ethics, Workplace
Ethics for Employees-Ethical behavior in workplacBrofessionalism, Ethical violations by
employees, Employee Attitude and Ethics, EmploygquEttes. Benefits of ethics in Workplace-
employee commitment, investor loyalty, customeisattion, profits

Unit 2; (8 Hours)
Professionalism at Workplace:Unethical Conduct for employees and employers.diadeading to
Unethical Behaviors. Different unethical behavioMeasures to control unethical behaviors.
Rewarding ethical behavior

Unit 3: (10 Hours)
Business Ethics and Corporate Governancéverview of Business Ethics, Corporate Governance,
Ethical issues in human resource management- Theigml of ethical hiring, Firing, worker safety,
whistle blowing, Equality of opportunity, Discrimation, Ethics and remuneration, Ethics in
retrenchment. Ethical Dilemmas at workplace, Ethissues in global business, corporate
responsibility of employers.

Unit 4: (10 Hours)
Workplace Privacy & Ethics: Watching what you say and what you do in the wa&e)
Hardware, Software and Spyware, Plagiarism and @tenpCrimes, Convenience and Death of
Privacy, Defence of employee privacy rights.

Unit 5; (12 Hours)
Teamwork in the Workplace, Ethics, Discrimination and Harassment at Workplace & Ethics:
Teams, Elements of team, Stages of team developteamh meetings, team rules, and teams work
and professional responsibility, rules of profesalo responsibility, ASME code of
ethics.Discrimination, sexual harassment, creaéwgreness about workplace harassment, Vishaka
Dutta vs. State of Rajasthan —Supreme Court dinestiCompulsory workplace guidelines.

Unit 6: (8 Hours)
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Managing Change in Workplace through Ethics Introduction to Change Management, Models of
change, the Ethics of Managing Change, the roletlits and responsibilities in leading innovation
and change, ethics based model for change managestteos and risks of change management

Practical Components:

To solve case studies on Workplace Ethics

To visit organizations and find out the problemsl azauses for unethical behavior at
workplace.

To visit organizations and find out the measuregpsetl to control unethical behavior of
employees.

To compare and contrast the various ethical coflesrmluct practiced in organizations.

To study the recent cases on breach of workplagaqgy.

RECOMMENDED TEXT BOOKS:

Ethical Theory and Business, Tom L. Beauchamp, Mori|B. Bowie and Denis Arnoldih8
Edition.

Business Ethics — Ethical Decision making and c&s€s Ferrell, John Fraedrich, and Linda
Ferrell, 9 Edition, Cengage Learning.

How technology is compromising Workplace Privacsedfick S Lane 111, AMACOM Div
American Mgmt Assn, 2003

Ethics in the Workplace, Dean Bredeson, Keith Go@esgage Learning, 2011.

REFERENCE BOOKS:

Ethics in 2%tCentury, Mary Alice Trent, Oral Roberts Universillgngman.

Ethics in workplace, Elizabeth P Tierney, Oak {peess

Ethics in Workplace: System Perspective, WilliaRdéth, Pearson, 2014.

Ethics in the Workplace: Tools and Tactics for Qugational Transformation - Craig E.
Johnson - SAGE Publications, 2007

Business Ethics: Fairness and justice in the wadel Volume 2 of Business

Ethics, Fritz Allhoff, ISBN 1412902541, 97814129@P5 SAGE Publications, 2005

INTERNATIONAL HUMAN RESOURCE MANAGEMENT

Subject Code : 16MBAIR403 IA Marks : 20
No. of Lecture Hours / Week 103 Exam Hour<3
Total Number of Lecture Hours : 56 Exam Marks30
Practical Component : 02 Hours / Week

Course Objectives:

To analyze the impact of contemporary issues anbaglimperatives on Human Resource
concepts

To learn the policies and practices in multinatl@rganizations

To compare, contrast and explain a variety of afjiatapproaches to the management of
Human Resources in multinational organizations.

Course Outcomes:
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The students will be able to

» Apply the concepts and knowledge about the rang¢uofian Resource functions.

» Deploy the expatriate employees and expatriaterisl on international assignments.

» Evaluate the effects of different Human Resournd mternational Industrial Relations
strategies adopted by multinational organizations

Unit 1. (10 Hours)
Introduction to IHRM Definition, The drivers of internationalization biusiness. The different
setting of International Human Resource Managemnigaetelopment of IHRM. Difference between
IHRM and Domestic HRM. Models of IHRM-Matching mddelarvard Model, Contextual Model,
5P Model European Model. SHRM: Evolution of MNEBusiness strategies, IHRM Strategies,
SIHRM. Barriers in effective global HRM. Socio-auial context, Organizational dynamics and
IHRM: Role of culture in International HRM, Countind Regional Cultures, Country Culture
versus MNE Culture. Culture and employee managerissutes/ impact of Country culture on
IHRM.

Unit 2: (7 Hours)
Strategies for International Growth: Exploiting global integration-The logic of globaitegration,
differentiation, Mastering expatriation, beyond thaditional expatriate model, the limits of global
integration. Becoming locally responsive: The roofsresponsiveness, understanding diversity,
responding to diversity, the challenges of locdiora Managing alliances and joint ventures - IHRM
and International Alliances, IHRM and Internatiodalnt Ventures.

Unit 3: (10 Hours)
International Workforce planning and staffing: International labour market International
Recruitment function; head-hunters, cross-nati@uertising, e-recruitment; International staffing
choice, different approaches to multinational staffdecisions, Types of international assignments,
Selection criteria and techniques, use of selectests, interviews for international selection,
international staffing issues, Successful expabmatrole of an expatriate, female expatriation,
repatriation, re-entry and career issues.

Unit 4. (7 Hours)
Developing Global Mindset: Global Leadership, Cross cultural context and international
assignees, Current scenario in international imgirand development, training & development of
international staff, types of expatriate trainisgnsitivity training, Career Development, repagriat
training, developing international staff and mudtional teams, knowledge transfer in multinational
companies.

Unit 5: (8 Hours)
Performance Management Performance Management and MNE, Constraints &l gtiainment,
performance management cycle, Performance Managerhbriernational Assignees, third and host
country employees, issues and challenges in irtierrad performance management, country specific
performance management practices.

Unit 6: (14 Hours)
International Compensation and International Employment Laws and HRIS: International
compensation and international assignees, Fornesrapensation, key components of international
compensation, Approaches to international comp&msatcompensation practices across the
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countries, emerging issues in compensation managerastablishment of labour standards by
International Institutions, The global legal andyukatory context of MNE, The International
framework of Ethics and Labour standards, Key issnelnternational Industrial Relations, Trade
Unions and MNE’s, Response of Trade Unions to MNE®@n-Union worker representation.

HRIS: Meaning, Role of IT in HR, Designing of HRI@pplications of HRIS in Employee
Management, Limitation of HRIS.

Practical Component:

» Study the Socio-Political-Economic System in U.¥/Wapan and India and prepare a
comparative analysis.

» Visit an MNE organization and study the HR sharedises operations performed.

* Solve a case study to understand the challenged facorganizations in evaluating the
performance of international assignees.

* Study and compare Recruitment, Selection and Trgipfactices in various countries.

* Study Indian and US legal aspects involved whenogém an employee on an International
Assignment.

RECOMMENDED BOOKS:

* International Human Resource Management - Pef@owling, MavinFesting, Allen D
Englesr Cengage Learning.

* International Human Resource Management - Monif&yeb, Oxford University Press,
2005.

* Human Resource Information Systems: Basics, Apjptiea, and Future Directions: Basics,
Applications, and Future Directions, Michael J. Kasgh, Mohan Thite, Richard D. Johnson
SAGE, 2011, 2/e.

e Strategic International Human Resource Managen@hidices and Consequences in
Multinational People Management - Stephen J. Psrl8asan M. Shortland — Kogan Page
Publishers, 2006.

» Strategic Human Resource Management, Schulef\2ley.

REFERENCE BOOKS:

* International Human Resource Management: Text amse€ By P. L. Rao, Excel Books,
Reprint

* International Human Resource Management: Policies Rractices By Dennis Briscoe,
Randall Schuler, IbraizTarique, Taylor & Francike,£2012.

* International Human Resource Management - Annefdiizing, Joris Van Ruysseveldt -
SAGE, 2004.

* International human resource management: thinkadj\pbact locally — Derek Torrington -
Prentice Hall, 1994.

ORGANISATION CHANGE AND DEVELOPMENT

Subject Code : 16MBAIR404 IA Marks : 20
No. of Lecture Hours / Week :03 Exam Hour93
Total Number of Lecture Hours : 56 Exam Marks30
Practical Component : 02 Hours / Week
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Course Obijectives:
 To understand the concepts of change managementoaadquire the skills required to
manage any change effectively.
* To understand the various components and congravilved in Change management.
* To learn the various tools & techniques for Orgatian Development
* To understand the different OD interventions aseftectiveness.

Course Outcomes:

The students will be able to
» Gain insights of change management componentsegsand its functions
» Enable with various OD diagnosing models
> Ability to handle various OD interventions.

Unit 1: (8 Hours)
Organizational change- Introduction, nature of change, Internal & Extermdlanges, types of
change, Models of change Lewis's Force field, Systems Model, Action resfarmodel,
organizational vision and strategic planning.

Unit 2: (8 Hours)
Resistance to changereasons for the resistance, overcoming resistemdde change, change and
person and manager, systematic approach to makiagge- factors for effective change, skills of
leaders in change management, designing the change.

Unit 3: (8 Hours)
Organization developmentintroduction, history, evolution of OD, OD intemtgons: Definition,
actors to be considered, choosing and sequenamervéention activities, classification of OD
interventions, results of OD, typology of intervients based on target groups.

Process of Organization DevelopmenEntering into OD relationship, developing a cantr

Unit 4: (8 Hours)
Diagnosing Organizations Need for diagnostic models, organization, groupividual level
diagnosis, Collecting and analyzing the diagnostformation, Feeding Back of diagnostic
information, Designing interventions, overview oitérventions, evaluating and Institutionalizing
OD Interventions.

Unit 5: (12 Hours)
Human Process Interventions Human process interventions (individual, groum anter-group
human relations):Individual based: coaching, counselling, training, behavioral mode)i
delegating, leading, morale boosting, mentoring, tivation, etc., Group based conflict
management, dialoguing, group facilitation, groeprhing, self-directed work teams, large scale
interventions, team building, and virtual teams.

Inter-group based Organization mirroring, third party peacemakintgrventions.

Unit 6: (12 Hours)
Techno-structural Interventions and Future of OD. Restructuring Organizations, Employee
Involvement, work Design, Balanced scorecard; lmssnprocess reengineering; downsizing and
outsourcing; Strategic Interventions Competitive and Collaborative Strategies, Orgainin
Transformation.
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The Future of OD: The changing environment, Fundamental strengtlfSxf Implications of OD
for the client, ethical standards in OD, OD’s fe&u®D Consultant’s role, issues in consultant-
client relationship, Power, Politics & OD, ReseaothOD.

Practical Component:

To conduct Force field analysis for MBA department

Group activity-ldentify the need for OD interventidor your college and call the director/
principal of your college to the classroom to exelthe possibility for OD intervention.
Presentation by students: Identify and explore gbssibility for OD intervention in your
college level, group level and individual level.

Hold a debate in the classroom about downsizingvtré&force.

Organization change questionnaire data collecti@hamalyzation.

Group Presentation: Health care, FOO, Educatiobl, Retail, Manufacturing Industries.

Design a role play event for students, so that thidlyplay it out to mobilize support for a
change implementation programme.

RECOMMENDED BOOKS:

Theory of Organization Development and Change. Tdso®. Cummings, Christopher G.
Worli, Cengage Learning.

Understanding the theory and design of organizafichard L Draft, Cengage Learning.
Organization Development, behavioral science imetions for Organization Improvement,
Wendell French, Cecil H.Bell, Veena, Jr, Pearsdil, P

Organization Change and Development, Kavith Sikgttel BOOKS.

REFERENCE BOOKS:

Change & Knowledge Management-R.L. Nandeshwar, Ratna Jayasimha, Excel
BOOKS, 1st Ed.

Management of Organizational Change — K Harigop@esponse BOOKS, 2001
Organizational, Design, and Change-Gareth R. J&tlegdition, Pearson Education

STRATEGIC TALENT MANAGEMENT

Subject Code : 16 MBAIR405 IA Marks : 20
No. of Lecture Hours / Week : 03 Exam Hour93
Total Number of Lecture Hours : 56 Exam Marks30
Practical Component : 02 Hours / Week

Course Objectives:

To aware the challenges of acquisition and retantictalents for the competitive advantage
of the organization.

To develop a conceptual understanding of the manage of talents in the competitive
environment.

To understand how important is to develop and mets best talents in the industry.
To understand the concepts of competency andaigeus evaluating a person’s work.
To get an idea about different tools in identifymegjuired competencies in a person.
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Course Outcomes:

The students will be able to
» Gain the insights of talent management practicesganization.
» Learn the techniques and retail the best taleimduastry.
» Prepare competency mapping.

Unit 1: (20 hours)
Basics of Talent Management.Talent- engine of new economy, difference betwesdents and
knowledge workers, leveraging talent, the talentue&zachain, elements of talent friendly
organizations, talent management proc&agent Management System- Components and benefits
of Talent Management System; creating TMS, chalengf TMS, Building blocks of talents
management competencies — performance management, condugbeiormance reviews,
Appraising executive talent, selecting the rightrajsal.

Unit 2: (8 hours)

Talent Planning — Concept, succession management process, Integiaiccession planning and
career planning, designing succession planning rpng strategic accountability approach in
developing the workforce, balanced scorecard, tafl@velopment budget, contingency plan for
talent; building a reservoir of talent, compengatimanagement within the context of talent
management, CEO Succession planning,

Unit 3: (6 hours)
Developing and Retaining Talent —Potential identification and development, coachifog
sustained &desired change, integrating coachignitrg and development with talent management
,employee retention- motivation and engagementurRebn talent; age of analytics, making
outplacement as a part of talent strategy, devetpiailent management information system.

Unit 4: (6 hours)
Competency mapping:Concepts and definition of competency; types of pei@ncies, competency
based HR systems, competency and performance,eb dempetency model, developing various
competency models, how competencies relate torcdeselopment and organizational goals.

Unit 5: (14 hours)
Methodology of competency mapping :competency model development ,competency models,
people capability maturity model ,developing comepey framework , competency profiling ,
competency mapping tools , use of psychologicaingsn competency mapping , competency based
interviewing , assessment of competencies throuifh dgree feedback, BEI, CIT, validation of
competencies.

Unit 6: (12 hours)
Measuring Performance, Assessment and Developmentefitre: background and approaches to
performance assessment, competency based perf@massessment, diagnosing reasons for
performance problems, designing an effective perémrce management systems, sources of errors in
performance measurement.

Assessment and Development Centreconcepts , importance and uses of assessmertte @en
selecting employees , difference between assessamehidevelopment centre, assessment centre
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approach to competence building , profile of theeasors, steps in assessment centre, designing the
assessment centre.

Practical Component:

» Students are expected to conduct a study on hantsalare acquired and retained — in
various industries — and various strategies folble the respective companies.

» Discussion on “How to have/ evaluate the perforreawfdhe MBA students”

» Ask the students to find out the best employer eygvconducted during the past one year
and make a presentation.

» |dentify the important positions in your college amy other organization and ascertain the
measures if any taken to develop second line ofeleship

» Ask the students to collect data about the posiioprincipal, director, and other teachers in
your college and prepare a competency dictionaryhi® said positions

» Presentation by students about the competencytaliyeprofiling of various positions.

* Ask the students to role play the behavioural evueterview to collect data for competency
mapping for the position of management professor.

» Presentation by students about the competencytaliyegrofiling of various positions.

RECOMMENDED BOOKS:
» The Talent Management Hand Book — Lance A. Berg&okothy R. Berger, Tata McGraw
Hill
» Competence at work — Lyle M. Spencer, Signe M. Seerdohn Wiley, 1993.
* A Handbook of Competency Mapping — Seema Sangp&tese BOOKS, 2004.
» Competency mapping, Assessment and Growth — N&k IGHRM, 2010.

REFERENCE BOOKS:
* The Talent Era, Chowdhary, Subir, Pearson Educatiew Delhi.
» Appraising & Developing Managerial Performance- HRa¥, Excel BOOKS
» Performance Management — Herman Aguinis, Pearsandidn, 2007.
» Performance Management, Rao, Wiley.

PERSONAL GROWTH AND INTERPERSONAL EFFECTIVENESS

Subject Code : 16 MBAIR406 IA Marks : 20
No. of Lecture Hours / Week :03 Exam Hour93
Total Number of Lecture Hours : 56 Exam Marks30
Practical Component : 02 Hours / Week

Course Objectives:

 To identify strengths and weaknesses as an indillidas a member of a
group/organization using personality types.

* To understand the concepts of self awarenesssselém, NLP and Locus of Control.
* To understand Interpersonal growth and effectivenes

Course Outcomes:
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The Students will be able to:
» Understand the components of personal growth.
» Gain insights in the aspects of interpersonal dgnoatd handling conflicts, managing
time, self analysis to name a few.

Unit 1: (12 Hours)
Personal growth: Meaning, nature and scope of personal growth. &etfreness and self-
esteem, life roles, social roles and organizatioon#és, role clarity and role boundaries. Ego
states- Id, ego and super ego and defense meclwgmisueloping a self improvement plan.
Interpersonal Trust: Discovering facets of interpersonal trust througbhari Window
(Openness, confidentiality, blind spot and unknown

part of personality); Self disclosure, seeking fmerk, self reflection and practicing new
behaviors.

Unit 2: (8 Hours)
Understanding Human Personality Personality — Meaning & Determinants; Personality
theories, Carl Jung's theory of personality Typss Blyers Briggs Type Indicator test (MBTI),
Trait theories- Guilford Peogut, PF 16 and Typendl 8 Personalities; Emotional intelligence —
Meaning, Dimensions, and Emotionally intelligeng@nizations.

Unit 3: (8 Hours)
Attitudes, beliefs, Values and their impact on behaor; Personal change- meaning, nature
and requisites. Locus of contrdflabit Formation - Habits of personal effectiveness. Seven
habits of highly effective people.

Unit 4: (8 Hours)

Basic functions of mind Creativity and innovation. Blocks to creativit@reativity processes
and tools- convergent and divergent thinking. &irking Hats, Neuro Linguistic Programming
(NLP).

Unit 5: (6 Hours)
Interpersonal relations and personal growth Interpersonal needs for openness, inclusion and
control. Discovering the interpersonal orientatitmough FIRO-B. Conflict resolution and
negotiation, Time management and honoring the comenits

Unit 6: (14 Hours)
Transactional Analysis Ego states, types of transactions and time sirungf. Life position,
scripts and games; strokes and stamps

Experiential learning methodologies T-group sensitivity training, encounter groupsdan
appreciative enquiry.

Practical Components
» Students are expected to conduct an in depth stiidyt various personality traits & TA
and submit a detailed report.
» Students have to undergo psychometric test like MBIRO-B, Big Five etc , conduct
SWOT analysis and prepare a personal growth plaadan the results
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Ask the individual students to seek multisourcedbsek about their interpersonal
effectiveness from peers, teachers, and parentierstand and reflect the feedback and
prepare a development plan for interpersonal effexcess.

Discuss a Johari Window case in the class to iffehtw it can help each individual
student to promote his/ her personal growth.

Organize a workshop on MBTI for the students tovkrbeir type and to understand the
type dynamics.

Organize a neuro linguistic programming workshop ftiee participation of all HR
students.

RECOMMENDED BOOKS:

Organizational Behaviour: Human Behavior at worldehn W. Newstrom and Keith
Davis, 11/e, Tata McGraw Hill, 2003.

Human Relations in organizations - Robert N. Lus$i&, Mc-Graw Hill Education.
Development of Management Skills - Whetten& Cameiide, PHI.

Competency Mapping Assessment and Growth - Naik [B-RM, 2010.

REFERENCE BOOKS:

Understanding OB - Udai Pareek, Oxford Universitgd3.

Theories of Personality- Calvin S Hall, 4/e, Wilagia Pvt. Ltd.

Seven habits of highly effective people - Stephdddvey, Pocket Books.
Training in interpersonal Skills- Stephen Robbisarson Education.
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GUIDELINES FOR INTERNSHIP STUDY (16MBAIN307)
(BETWEEN 2"° AND 3%° SEMESTER MBA)

OBJECTIVE

To expose the students to understand the workiligreuof the organization and
apply theoretical concepts in real life situationtlae work place for various
functions of the organization.

STRUCTURE
The Internship shall consist of Study of an orgaiion for 4 weeks.
GENERAL GUIDELINES

» The Internship shall be for a period of 4 weeksnadiately after the
completion of ¥ Semester Examinations but before the commenceofient
the 3% semester classes

» The Subject code of the project work report shallBMBAIN307 and shall
be compulsory for all the students.

» No two students of an institute shall work on thee organization.

» The student shall seek the guidance of the integnale on a continuous
basis, and the guide shall give a certificate éodfiect that the candidate has
worked satisfactorily under his/her guidance. Stadeeed to identify an
external guide (Working in the organization) arekls guidance from
him/her.

Format of the internship report shall be prepared using the word processor viz.,
MS Word,Times New Roman font sized 12, on a pageuaof A4 size with 1”
margin all sides and 1.5line spacing. The intemskport shall not exceed 60
pages.

Submission of Report:Students shall submit one hard copy of the remothé
college and a soft copy in PDife (Un-editable Format).

Evaluation:
* Internal evaluation will be done by the internaidgu
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* Viva-Voce / Presentation: A viva-voce examinatidrals be conducted at
the respective institution where a student is etqueto give a presentation
of his/ her work. The viva —voce examination wik ltonducted by the
respective HOD or Senior Professor or internal @wfithe department and
an external evaluator drawn from industry. In cateon availability of
industry person, a senior professor or a faculih wiore than 10 years of
experience may be invited to conduct the viva-vdaernship work carries
100 marks consisting of 50 marks for internshipréefevaluated by internal
guide and 50 marks for viva-voce examination)

Contents of the Internship Report

* Cover page

» Certificate from the Organization (scanned copy)

» Certificate from the guide, HOD and Head of thetitn8on( scanned
copy ) indicating bonafide performance of interpghy the student

» Declaration by the student ( scanned copy)

» Acknowledgement

» Table of contents

» List of tables and graphs

» Executive summary

Chapter 1: Introduction about the internship, InduBrofile.

Chapter 2: Organization Profile:
I. Back ground,
ii.  Nature of business,
ii.  Vision mission, quality policy
Iv. Product/service profile
v. Ownership pattern
vi. Achievements/awards if any
vii.  Future growth and prospects

Chapter 3: Mckensy’s 7S framework with special refiee to organization under
study.

Chapter 4. SWOT Analysis
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Chapter 5: Analysis of financial statemantbrief.

Chapter 6: Learning experience.

Bibliography

Annexure relevant to the Internship stuglich as figures, graphs, photographs etc.,
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GUIDELINES FOR 10 WEEK PROJECT WORK (16MBAPR407)

(BETWEEN 3RD AND 4TH SEMESTER MBA)

OBJECTIVE
To expose the students to understand the workingheforganization/
company / industry and take up an in-depth studgrofssue / problem in
the area of specialization.

GENERAL GUIDELINES

The project work shall be for a period of 10 weekmediately after the
completion of 3rd Semester Examinations but befleeecommencement
of the 4th semester classes

The Subject code of the project work report shallBMBAPR407 and
shall be compulsory for all the students optingdibspecializations.

The University shall receive 3 copies of projecpams prior to the
commencement of the 4th semester examination. €ayi¢he project
report should be sent to the concerned Regionatéifith an intimation
to the Registrar (Evaluation)

No two students of an institute shall work on tlaene problem in the
same organization

The student shall seek the guidance of the inteynigle on a continuous
basis, and the guide shall give a certificate &dfiect that the candidate
has worked satisfactorily under his/her guidance.

On completion of the project work, student shadigare a report with the
following format.

The Project report shall be prepared using wordgssor viz. MS Word
with New Times Roman, 12 font size

All the reports shall be printed in the A4 sizemdrgin on all the sides.
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» The report shall be hard bound facing sheet ingigahe title of college

and month & year of admission (spiral binding netrpitted)

» A certificate by the guide, HOD and Head of thditaon indicating the

bonafideperformance of the project by the student to béosed.

* An undertaking by the student to the effect thatwlork is independently

carried out by him.

» The certificate from the organization.

* Acknowledgement

» Executive Summary

Schedule to be followed before commencement Bfoject

Activity

Time line

Remarks

* ldentifying the

organization

First two weeks

Student individual
identifies an organizatio

ly

and identifies problem

« Problem identification for his/her  study,
according to his/her
interest.

Problem statement 3rd week His/ Her interests | are
discussed with selected
guides

Research Design 4th week Discussion with Internal

Guide to decide on
suitable design for

the research

Synopsis Preparation

5th and 6th week

Preparati@yrmmpsis*

incorporating the
objectives

9
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Presentation of Synopsis

7th and 8th week

The stwdd present
the synopsis with the

detailed execution plan to

the Internal Guide and
HOD who will review

and may:
a. Approve

b. Approve with
modification

or

c. Reject for fresh
synopsis

Approval Status

9th and 10th week

The approval ustais
submitted to HOD wh
will officially give

concurrence for th
execution of

the Project

*Synopsis: It is a three page document or hard dopye submitted to the HOD

with the signatures of the Guide and the student.

Page 1| Title, Contact Address of student- with itketd Internal and External

Guide

Page 2| Short introduction with objectives and sumni@00 words). Review

9
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of Articles / Literature about the topic with soeraf information

Page 3

Time Activity Chart

Schedule to be followed during Project work

Activity

Time Line

Remarks

Understanding Structure

Culture and functioning
of the organization

,First 2 weeks of

Project

Student should understand
products/services and the
problems of the
organization.

Preparation of Research
instrument for data

collection

3rd and 4th week of

Project

Discussion with the guide
for finalization of research
instrument in his/her
domain and present the
same to the guide. (First
Presentation)

Data collection

5th and 6th week of

Project

Date collected to be edited,
coded, tabulated and
presented to the guide for
suggestions for analysis.

(Second Presentation)

Analysis and finalization
of report

7th and 8th week of

Project

Students must use
appropriate and latest
statistical tools and
techniques for analyzing
the data. (It is must to use
Statistical Package whose

174
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result should be shown in
the report) (Third

Presentation)

Submission of Report 9th and 10th of Final Report should be

submitted to the University
before one week of the
commencement of theory

Project

examination

Evaluation:

Internal evaluation will be done by the internaidgu

External valuation shall be done by a faculty membike other institute
drawn from VTU affiliated institute with minimum ofl0 years of
experience.

Viva-Voce / Presentation: A viva-voce examinatibalsbe conducted at
the respective Institution where a student is etqueto give a presentation
of his/ her work.

The viva —voce examination will be conducted byréspective HOD /
Senior Professor of the department and an expavtrdfrom the VTU
affiliated institutes with minimum of 10 years ofperience as appointed by
the University.

Project work carries 200 marks consisting of 5@ksidor internal valuation
by the internal guide, 50 marks for external eviaduneand 100 marks for
viva-voce examination.

Format of the project report shall be prepared using the word

processor viz., MS Word, Times New Roman font sir2don a page layout
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of A4 size with 1” margin all sides and 1.5 lineaspg. The Project report
shall not exceed 100 pages.

Submission of Report: Students should submit the Project Report in
electronic data form only, iRDF file (Un-editable Format) to the Institute.
The Institute in turn shall submit all the CD’stbkir students along with a
consolidated master list as per specializationanimg USN, Name of the
student, and Title of the Report to Registrar (Eaabn) one week before
the commencement of the Theory Examinations.

Plagiarism: Plagiarism is considered as academically fraudulemd an
offence against University academic discipline. Theiversity considers
plagiarism to be a major offence, and subject ¢éoctbrrective procedures.

It is compulsory for the student to get the plagmarcheck done before
submission of the project report. Plagiarism oftoi25% is allowed in the
project work and report should consist 75% ofiaatjcontent/work.
Publication of Research Findings:Students are expected to present
their research findings in Seminars/Conferences$iiieal/Management
Fests or publish their research work in Journals@seociation with their
Internal Guide. Appropriate Weightage should be=gito this in the internal

evaluation of the project report.

Contents of the Project Report

Cover page
Certificate from the Organization (scanned copy)
Certificate from the guide, HOD and Head of theitagon (scanned copy)

indicating bonafide performance of Project by thalent
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Declaration by the student (scanned copy)

Acknowledgement

Table of contents

List of tables and graphs

Executive summary

Chapter 1. Introduction

Introduction, Industry profile and company profil®romoters, vision,
Mission & Quality Policy. Products / services plefareas of operation,
infrastructure facilities, competitors’ informatio®WOT Analysis, Future
growth and prospects and Financial Statement

Chapter 2: Conceptual background and Literature review

Theoretical background of the study, Literatureieevwith research gap
(with minimum 20 literature reviews).

Chapter 3: Research Design

Statement of the problem, Need for the study, Qives, Scope of the
study, Research methodology, Hypotheses, Limitati@mapter scheme.
Chapter 4. Analysis and Interpretation

Analysis and interpretation of the data- collectdth relevant tables and
graphs. Results obtained by the using statistizds tmust be included.
Chapter 5: Findings, Conclusion and Suggestions

Summary of findings, Conclusion and Suggestionesddfmmendations
Bibliography

Annexure relevant to the project such as figures, graphstggnaphs etc.,

Marks allocation for IV Semester Project Report

97



Evaluation by Internal guide

SL. No | Aspects Marks

01 First Presentation 05

02 Second Presentation 05

03 Third Presentation 10

04 Introduction and Methodology 05

05 Industry and Company Profile 05

06 Theoretical background of study 05

07 Data analysis and interpretation 10

08 Summary of findings, suggestions and conclusioh
Total 50

Evaluation by faculty member drawn from VTU institutions.

SL. No Aspects Marks

1 Introduction & 10
Relevance of the project

2 Conceptual background 05
and literature review

3 Research design 05

4 Analysis and 20
interpretation

5 Summary of findings, |10
suggestions and
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conclusion

TOTAL

50

Viva voce conducted by HOD/Internal Guide and an Egert from VTU.

SL. No Aspects Marks
1 Presentation skill 10
2 Communication skills | 10
3 Subject knowledge 20
4 Objective of the study or20
methodology
5 Analysis using statistical20
tools and statistical
packages
6 Findings and appropriate20
suggestions
TOTAL 100

Formats for Project Report and Evaluation
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