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Objectives:
The basic objectives of MBA Programme are:

1. To equip students with necessary knowledge aadagerial skills to occupy positions of
management and administration in business, indysitylic system and the government.

2. To inculcate appropriate ethical values andualtis among students to function effectively in
the work environment.

3. To provide a right mix of managerial and bustesposure to function effectively in various
domains of management.

Purpose:
Students who complete the Master of Business Adtnation should be able to:

* Understand business management concepts and pipdicadions to domestic and global
business setting

» Familiarize themselves with financial concepts,lgsia and reporting systems

* Identify customer needs and to participate in thec@ss of developing products and
services to meet their requirements

* Realize production models, distribution systems] #meir role in the value creation
process

» Understand the political, environmental, legal, azglilatory settings of the organization

» Appreciate the importance of multicultural, ethnethical and gender issues in the
organization

» Acquire leadership skills, understand group andaviddal dynamics, and be able to work
in teams

* Enhance oral and written communication skills

» Develop comprehensive problem solving and decisiaking skills

» Appreciate the interrelationships among functiarabs of management

REGULATIONS GOVERNING THE MASTER OF BUSINESS ADMINI STRATION
OMB 1 TITLE OF THE COURSE

OMB 1.1 The course shall be called Master of Bussné&dministration course which is
abbreviated as MBA.

OMB 2 DURATION OF THE COURSE

OMB 2.1 The MBA course shall be of two years’ digat extended over four semesters.



OMB 2.2 The candidates shall be allowed a maxim@ifowur years (8 semesters) of duration to
be eligible for the award of MBA degree, failing i he / she shall have to register once again
as a fresh candidate.

OMB 3 ELIGIBILITY FOR ADMISSION

OMB 3.1 Admission is open, to the Master of Busnégiministration Course, to all the
candidates who possess a Bachelor's Degree of mmithree years’ duration recognized by
this university or who have passed any other exatan recognized by this university as
equivalent thereto.

OMB 3.2 The candidates shall have passed the jvedcgualifying examinations with not less
than 50% of the marks in aggregate of all the yéasmesters of the degree examinations.
However, in the case of candidate belonging to $GRd any other groups classified by the
Government of Karnataka for such purpose from tiongme, the aggregate percentage of marks
in the qualifying examinations shall be not lesntd5%.

OMB 3.3 Government seats and Management seats lieges shall be filled as per the
Government Order issued from time to time in tegard.

OMB 3.4 All graduates other than the graduates @UUVshall have to obtain Eligibility
Certificate from the VTU to seek MBA admissionsaimy of the colleges affiliated to VTU.

OMB 3.5 The Calendar of events in respect of thasm shall be fixed by the University from
time to time.

OMB 4 ATTENDANCE REQUIREMENT

OMB 4.1 Each semester of the course shall be temtea separate unit for calculation of the
attendance.

OMB 4.2 A candidate shall be considered to havisfgad the attendance requirement if he / she
has attended not less than 85% of the classesimsedject of the respective semesters (Theory,
Seminars, Practical Training, etc) actually conddaip to the end of the semester.

OMB 4.3 A candidate, who does not satisfy the a@@ce requirement, mentioned as above,
shall not be eligible to appear for the Examinatibthe semester and shall be required to repeat
that semester along with regular students duriegsttbsequent year.

OMB 4.4 If a candidate, for any reason, discontintlee course after the first / third semester he
/ she may be permitted to register for the secdodrth semester, after one year with the
immediate subsequent batch, subject to the conditiat he / she shall complete the class work
and seminar including the project / internship witmaximum stipulated period of four years
from the date of commencement of the course.



OMB 4.5 The Principals of the concerned Collegeslistiisplay regularly, the list of such
candidates who fall short of attendance, on theeadtoards.

OMB 4.6 The list of the candidates falling shortadfendance shall be sent to the University at
least one week prior to the commencement of exaimma

OMB 5 INTERNAL ASSESSMENT

OMB 5.1 Each candidate shall obtain not less tha# 5f the marks prescribed for the Internal
Assessment of each subject, including seminars.

OMB 5.2 Internal Assessment Marks shall be basedssignments / tests / oral examinations /
Practical Components and seminar conducted in cagpesubjects.

OMB 5.3 Candidates obtaining less than 50% of thierhal Assessment marks in any subject
shall not be eligible to appear for the examinatiorthat subject. However, the Head of the
Department may arrange for the improvement of hakeAssessment marks in the subject /
subjects in subsequent semesters and the candidgbeovided an opportunity for taking the
examination at the end of the immediate subsegsemester to fulfill the provisions of OMB
5.1.

OMB 5.4 The student shall write the Internal Assssst Test in Blue Books which shall be
maintained by the Principal for at least one moafter the announcement of result for
verification by the University Officials.

OMB 5.5 Every sheet of Internal Assessment marks dhall bear the signatures of the
concerned faculty member, Head of the Departmentiaam Principal of the Institution.

OMB 5.6 The Internal Assessment marks list shalldisplayed on the Notice Board and
corrections, if any, shall be incorporated befaeding to the University.

OMB 5.7 No corrections of the Internal Assessmersrk®m shall be entertained after the
submission of marks list to the University.
OMB 6 PAPER SETTING AND EVALUATION OF THEORY ANSWERAPER

OMB 6.1 Question papers in theory subjects shalsdteby the Examiners appointed for that
purpose by the University.

OMB 6.2 There shall be double valuation of theoapgrs in the University Examinations. The
Answer Papers shall be valued by two examinersiapgabby the University.



OMB 6.3 If the difference between the marks awargiethe two Examiners is not more than 15
per cent of the maximum marks, the marks awardedg@andidate shall be the average of two
evaluations. If the difference between the markarded by two examiners is more than 15, the
script shall be evaluated by a third examiner. &lerage of marks of nearest two valuations
shall be considered as marks secured by the caadidawever, if one of the three marks falls
exactly midway between the other two, then the ésgjtwo marks shall be taken for averaging.

OMB 7 INTERNSHIP (PROJECT WORK)

OMB 7.1 All the candidates shall undertake an lmbip (Project Work) of ten weeks’ duration
at the end of the third semester but before thenmemeement of the fourth semester. The
Internship should have industry orientation and wek should be certified by the concerned
organization where the student has undertakemtieniship.

OMB 7.2 The Internship report shall be submitted thg students as per the guidelines
prescribed by the university from time to time.

OMB 7.3 For the Project work (Internship), the i Guide shall carry out the internal
assessment for 50 marks

OMB 7.4 An external examiner shall separately vahelInternship report for 50 marks. A Viva
voce examination for 50 marks shall be jointly cocteéd by a panel of examiners consisting of
an external and internal examiner. This examinatiasto be conducted in batches of 5 students.
The Internship marks will be included in the 4timester scheme.

OMB 7.5 A candidate shall secure a minimum of 5004narks in aggregate (in the internal
assessment, evaluation of Internship report and wwce examination). In the event of his
failing to secure the 50% marks, he shall haveetda the Internship.

OMB 8 ELIGIBILITY FOR PASSING
OMB 8.1 There shall be a university examinatiothatend of each semester.

OMB 8.2 A candidate shall obtain a minimum of 40%@rks in the University Examination
and a minimum of 50% of marks in the aggregateufiolg the Internal Assessment marks for
passing in a theory subject. The passing markisannternship shall be as provided under OMB
7.5 and 8.4.

OMB 8.3 There shall be no restriction for promotafra candidate from the first semester to the
second semester and from the third semester tfmtind semester provided he/she has fulfilled
the attendance requirement as per OMB 4.2.

OMB 8.4 A candidate who has not failed in more thaur heads of passing from the first and
second semester put together shall be eligiblepfomotion from the second semester to the
third semester.



OMB 9 AWARD OF CLASS & RANK
OMB 9.1 The candidates, who have passed in alkthgects of all four semesters and in the
internship, shall be declared to have passed theseo

OMB 9.2 Classes shall be awarded to the candidaltes have passed in all subjects at each
semester on the aggregate marks obtained by thém first attempt at the respective semester.

OMB 9.3 A candidate who secures 70% and above markggregate in first attempt shall be
declared to have passed in first class with disbnc

OMB 9.4 A candidate who secures 60% or more mauitddss than 70% in aggregate in first
attempt shall be declared to have passed in faissc

OMB 9.5 A candidate who secures 50% or more mauitddss than 60% in aggregate in first
attempt shall be declared to have passed in sexassl

OMB 9.6 Classes shall be awarded at the degreétietiee candidates who have completed the
Course based on the first attempt aggregate tdallsemesters taken together.

OMB 9.7 The number of ranks declared at degred kval be 10 or 1% of students appeared

for examination whichever is less. The ranks shalldeclared on the basis of the aggregate
marks of all the four semesters taken togethewigea the candidates has passed in all these
four semesters in first attempt only.

OMB 10 SPECIALISATION OF STREAMS
OMB 10.1 A student may opt for any one of the sgleration streams.

OMB 10.2 Every student shall be required to takepsipers in the specialization stream in the
third semester and four in the fourth semester.

OMB 11 REJECTION OF RESULTS

OMB 11.1 A candidate may at his / her desire repxt her latest semester results of University
Examination with respect to all subjects of thattipalar semester examination. Rejection of
result of individual subjects shall not be perndttRejection shall be permitted only once during
the entire course. Provided that earlier sessim@aks of the rejected semester shall be retained.
Provided further that in 4th semester the rejecsball not include Internship Work. If the
rejection of the University examination resultsioéd semester happens to be of an odd semester,
the candidate can take admission to the immedmte even semester. However, if the rejection
of the University result is of even semester, tAedidate cannot take admission to the next odd
semester.

OMB 11.2 Application for rejection shall be subradtto the Registrar (Evaluation) of the
University, through the Principal of the college,thin thirty days from the date of
announcement of results.



OMB 11.3 A candidate, who opts for rejection igyslie for the award of class and distinction,
but is not eligible for the award of ranks.

Note: Guidelines on Practical components: The divieof Practical components is to make the
students understand and comprehend how theorypigedpn real time business. This should
help the students to develop / hone their skillgured to become industry ready. Practical
component mentioned under each subject are onligatide. Faculty may adopt any other
relevant practical tasks / activities focusing eagtical application of the theory.

Important: Questions should not be set from prattomponents area in the University theory
examination of the concerned subject.

SCHEME OF TEACHING AND EXAMINATION
MASTER OF BUSINESS ADMINISTRATION

| SEMESTER
Teaching hours / week Marks for
}Dractlcal Duratio .
Subject | Title of the , n of Credi
Code | Subject Lectu |Field | Tot |f  °'| \ |Exa |Mark |
re Work /| al m S
; Hours
Assignme
nt
Management
14MBA | &
11 Organisation | 1 5 3 |50| 100 150 | 4
al Behaviour
14MBA | Economics
12 for Managers 4 1 S 3 50 | 100 | 150 4
14MBA | Accounting 4 1 c 3 0 | 100 | 150 .
13 for Managers
14MBA | Business
14 Analytics 4 1 5 3 |50|100| 150 | 4
14MBA | Marketing 4 1 c 3 o | 100 | 150 .
15 Management
Managerial
igMBA Communicati 4 1 5 3 50| 100 | 150 4
on
Total 24 6 30 71 600 | 900 | 24




Il SEMESTER

Teaching hours / week Marks for
Practical .

: . / Duratio Total .
Subject T|tIe_ of the Lectur | Field Tot |1 of Exa | Mark Credi
Code Subject Exam IA ts

e Work /| al m S
. Hours
Assignme
nt
Human
;i’MBA Resource 4 1 5 3 50| 100 | 150 4
Management
14MBA | Financial 4 1 5 3 50| 100 | 150 4
22 Management|
14MBA | Research
3 Methods 4 1 5 3 50 | 100 | 150 4
Business,
L4MBA Government 4 1 5 3 50| 100 | 150 4
24 .
and Society
L4MBA | Strategic 4 1 5 3 |50 100 150 | 4
25 Management|
Entrepreneur|
LAMBA ) 4 1 5 3 |s50| 100 150 | 4
26
Development
Total 24 6 30 | 600 | 900 | 24
I SEMESTER
Teaching hours / week Duration Marks for
Subject | Title of the Practical / Total .
i . of Exam Credits
Code Subject Lecture | Field Work / | Total H IA | Exam | Marks
: ours
Assignment
SLECTIVE L 4 1 5 3 |s50| 100 | 150 | 4
LECTVE L 4 1 5 3 |s50| 100 | 150 | 4
g LECTIVE 4 1 5 3 50 100 150 4
PLECTVEL g 1 5 3 |s50| 100 | 150 | 4
ELECTIVE 4 1 5 3 50 100 150 4
ELECTIVE 4 1 5 3 50 100 150 4
Total 24 6 30 300| 600 900 24




Marketing Specialisation Financial Specialisation Human_ R_esqurce
Specialisation
, Title of the , Title of the : Title of the
Subject Code Subject Subject Code Subject Subject Code Subject
Consumer Principles & Industrial
14AMBAMM301 . 14MBAFM301 | Practices of | 14MBAHR301| Relations &
Behavior ; .
Banking Legislations
14MBAMM302 | R 14MBAFRM302 | Financial 14MBAHR302 | Recrultmen
Management Services & Selection
14MBAMM303 | Services 14MBAFM303 | Investmen 14MBAHR303 | SOmpensatiol
Marketing Management & Benefits
Marketing Advancec Learning &
14MBAMM304 14MBAFM304 | Financial 14MBAHR304
Research Development
Management
14MBAMM305 | Business 14MBAFM305 | COSt 14MBAHR305 | Knowledge
Marketing Management Management
Supply Strategic Negotiation &
14MBAMMS306 | Chain 14MBAFM306 | Credit 14MBAHR306 | Conflict
Management Management Management

DUAL Specialization:

Marketing & Finance Marketing & Human Finance & Human Resource
Specialisation Resources Specialisation Specialisation
. Title of the . Title of the . Title of the
Subject Code Subject Subject Code Subject Subject Code Subject
14MBAMM30 | Consumer | | 14MBAMM30 | Consumer 14MBAFM30 | Principles &
. . Practices of
1 Behavior 1 Behavior 1 .
Banking
14vMBAMM30 | Re@! 14MBAMM30 | Retail 14MBAFM30 | Financial
Managemen .
2 t 2 Management 2 Services
14AMBAMMS30 | Services 14AMBAMMS30 | Services 14MBAFM3C | Investmen
3 Marketing 3 Marketing 3 Management
Principles & Industrial Industrial
14MBAFM301 | Practices of 14MBAHR301 | Relations & 14MBAH R30 Relations &
Banking Legislations Legislations
1AMBAEM302 Flnar_1C|aI 14MBAHR302 Recrunmen' 14MBAHR3C Recrunm_en'
Services & Selection 2 & Selection
Investmen . .
14MBAFM303 | Managemen| | 14MBAHR303 | Compensatio| | 14MBAHR30 | Compensatio
t n & Benefits 3 n & Benefits




IV SEMESTER

Teaching hours / wee Duration Marks for
Subject Title of the Practical / of Exam Total Credits
Code Subject Lecture | Field Work / | Total IA | Exam | Marks
! Hours
Assignment
PLECTIVE 1 4 1 5 3 50 | 100 | 150 | 4
g LECTIVE 4 1 5 3 50 | 100 150 4
5 LECTIVE 4 1 5 3 50 | 100 150 4
SECTVE |y 1 5 3 50 | 100 | 150 | 4
i‘ECTlVE 4 1 5 3 50 | 100 150 4
SECTVE L 4 1 5 3 50 | 100 | 150 | 4
Summel
14MBA47 Project - - - - 50 | 100 150 4
Total 24 6 30 18 300| 600 1050 28
. s . . e Human Resource
Marketing Specialisation Financial Specialisation Specialisation
. Title of the . Title of the . Title of the
Subject Code Subject Subject Code Subject Subject Code Subject
14MBAMMA407 | Sales 14MBAFM407 | Business 14MBAHRA407 | Public
Management Valuation relations
Analysis
14MBAMMA408 | Integratec 14MBAFM40¢ | Risk 14MBAHR40¢ | Workplace
Marketing Management Ethics
Communication and Insurance
14MBAMMA409 | E-Marketing 14MBAFM40¢ | Tax 14MBAHRA40¢ | International
Management Human
Resource
Management
14MBAMMA410 | Strategic Bran 14MBAFM41C | Internationa 14MBAHR41( | Organisatior
Management Financial Change and
Management Development
14MBAMM411 | Rural Marketin 14MBAFM411 | Financial 14MBAHR411 | Strategic
Derivatives Talent
Management
14MBAMMA412 | Internationa 14MBAFM41zZ | Strategic 14MBAHR41Z | Persona
Marketing Financial Growth &
Management Management Interpersonal
Effectiveness
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DUAL Specialisation:

Marketing & Finance
Specialisation

Marketing & Human Resources

Specialisation

Finance & Human Resource
Specialisation

. Title of the . Title of the . Title of the
Subject Code Subject Subject Code Subject Subject Code Subject
14MBAMMA40 | Sales 14MBAMMA40 | Sales 14MBAFM4C | Business
7 Management 7 Management 7 Valuation

Analysis
14MBAMMA40 | Intecrated 14AMBAMMA40 | Integratec 14MBAFM4C | Risk
8 Marketing 8 Marketing 8 Managemen
Communicatio Communicatio t and
n n Insurance
14MBAMMA40 | E-Marketing 14AMBAMMA40 | E-Marketing 14MBAFM4C | Tax
9 9 9 Managemen
t
14MBAFM407 | Business 14MBAHR407 | Public reations 14MBAHRA407 | Public
Valuation relations
Analysis
14MBAFM40¢ | Risk 14MBAHR40¢ | Workplace 14MBAHR40¢ | Workplace
Management Ethics Ethics
and Insurance
14MBAFM40¢ | Tax 14MBAHR40¢ | Internationa 14MBAHRA40¢ | Internationa
Management Human Human
Resource Resource
Management Managemen

t

11




SEMESTER |

MANAGEMENT & ORGANIZATIONAL BEHAVIOR

Subject Code : 14MBA11 IA Marks 150
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

 To make students understand fundamental concemtspéanciples of management,
including the basic roles, skills, and functionsranagement

« To make students knowledgeable of historical dguakent, theoretical aspects and
practice application of managerial process

e To understand the basic concepts and theories lyimdgindividual behavior besides
developing better insights into one’s own self

* To make students aware of Individual behavior iougs, dynamics of groups and team
building besides developing a better awarenes®wfthey can be better facilitators for
building effective teams as leaders themselves

Part A- Principles of Management

Module 1: (6 Hours)
Introduction: Management: Introduction, definition of managemen&ture, purpose and
functions, levels and types of managers, manageoviak, skills for managers, evolution of
management thought, Fayol's fourteen principles neéhnagement and recent trends in
management.

Module 2: (12 Hours)
Planning and Organizing:

Planning: Nature of planning, planning process, objectiWdBQ, strategies, level of strategies,
policies, methods and programs, planning premigsesjsion making, process of decision
making, types of decisions, techniques in decigiaking.

Organizing: Organization structure, formal and informal orgations, principles of
organizations-chain of command, span of controllegiion, decentralization, and
empowerment. Functional, divisional, geographicalstomer based and matrix organizations,
tram based structures, virtual organizations, bamtess organizations.

Module 3: (4 Hours)
Controlling: Controlling, importance of controlling, controllinpgyocess, types of control, factors
influencing control effectiveness.

RECOMMENDED BOOKS

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

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

* Management Theory & practice — Chandan J. S, kasdishing House.

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

Part B- Organizational Behaviour

Module 4: (4 hours)
Introduction: Organizational Behaviour: Introduction, definitiomistorical development,
fundamental principles of OB, contributing discif@s, challenges and opportunities.

Module 5: (16 Hours)
Foundations of Individual Behaviour: Individual behaviour: Foundations of individual
behaviour. Ability: Intellectual abilities, Physicability, the role of disabilities.

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

Attitude: Formation, components of attitudes, relation betwagéitude and behaviour.
Perception: Process of perception, factors influencing perceptiink between perception and
individual decision making.

Emotions. Affect, mood and emotion and their significandsgsic emotions, emotional
intelligence, self-awareness, self-managementakagiareness, relationship management.

Module 6: (10 Hours)
Motivation and Leadership:

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

Leadership: Meaning, styles of leadership, leadership thepriesit theory, behavioural
theories, managerial grid, situational theoriedléés model, SLT, transactional and
transformation leadership.

Module 7: (4 Hours)
Group Behaviour: Definition, types, formation of groups, buildingfesftive teams. Conflict:
Meaning, nature, types, process of conflict, cohfiesolution.

Power and politics: Basis of power, effectiveness of power tacticse Bthics of behaving
politically.

Practical Component
» Studying organizational structures of any 10 congsmrand classifying them into
different types of organizations which are studiedlodule 2 and justifying why such
structures are chosen by those organizations.
» Preparing the leadership profiles of any 5 busineaders and studying their leadership
qualities and behaviours with respects to the,tb@havioural and contingency theories
studied.
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 |dentifying any five job profiles and listing themous types abilities required for those
jobs and also the personality traits/attributesimegl for the jobs identified.

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

RECOMMENDED BOOKS:

» Organizational behaviour, Stephen P Robbins, TiméthJudge, Neharika Vohra, 14th
Edition, Pearson, 2012.
Introduction to Organisational Behaviour — MichBeitler, Jaico Publishing House,
Organization Behaviour — Ashwathappa, Himalaya ieabbn House
ORGB - Nelson, Quick, Khanelwal, 2/e, Cengage Lieagy2012.
Organizational Behaviour - Anada Das Gupta, Biztgr011.
Organizational Behaviour: A modern approach - AKumar and Meenakshi, Vikas
Publishing House, 2011.
» Organizational Behaviour — Rao V. S. P, Excel BOQRE9.

REFERENCE BOOKS:
» Organizational Behaviour - Fred Luthans, 12/e, MofHill International, 2011.
* Management and Organizational Behaviour - Lauhullins, Pearson education
* Fundamentals of Organizational Behaviour - Slocutiriegel, Cengene Learning
» Organizational Behaviour, Aquinas P. G, Excel BOOKS

ECONOMICS FOR MANAGERS

Subject Code : 14MBA12 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To introduce the fundamentals, tools and theoriesamagerial economics
» To orient on micro economic techniques as a datisiaking process
» To understand macro economic analysis essentilufgsiness managers

Module 1: (10 hours)
Managerial Economics: Meaning, Nature, Scope. & Significance, Uses of tgmarial
Economics, Objectives and alternative hypothesighef firm — Theories of firm-Baumol's
Model and Agency theory- Law of Demand, Exceptitmshe Law of Demand, Elasticity of
Demand- Price, Income, Cross and Advertising Elams, Uses of Elasticity of Demand for
Decision Making, - Demand Forecasting: Meaning Sighificance. Problems on Elasticity of
Demand.
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Module 2: (8 hours)
Production Analysis: Concept, Production Function- Total, Average, & §aal Product, —
Law of Variable Proportions & 1SO-Quants & ISO ®os Least cost factor combination-
Returns to Scale- Economies and Diseconomies ofeSca Technological progress and
production function

Module 3: (8 hours)

Cost and Revenue Profit Functions Cost Concepts, Fixed and variable costs- TottC
Average Cost, Marginal Cost, Opportunity Cost. e$tun and Long-run Cost Curves

Profits: Determinants of Short-Term & Long Term Profitsedsurement of Profit.

Break Even Analysis Meaning, Assumptions, Determination of BEA, Liatibns and Uses of
BEA in Managerial Economics. (Problems on BEP)

Module 4: (8 hours)

Market Structure: Perfect Competition: Features, Determination ofcd® under Perfect
Competition - Monopoly: Features, Pricing under Mpoly, Price Discrimination - Oligopoly:
Features, Kinked Demand Curve, Cartel, Price Ledxi@r Monopolistic Competition: Features,
Pricing under Monopolistic Competition, Product fBientiation

Pricing - Descriptive Pricing- Price Skimming, Rrieenetration.

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

Measurement of National Income:Basic Concepts, Components of GDP- Measuring GRP an
GNP, Difficulties in measuring National Income 0@th Rate.

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

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

Module 6: (8 hours)

Industrial Policies and Structure: A critical look at Industrial Policies of India,e@W Industrial
Policy 1991; Disinvestment in PSUs - Private Sed@rmowth, Problems and Prospects, SMEs —
Significance in Indian economy-problems and protgpec

A brief Industry Analysis: Textiles, Electronics, Automobile, FMCG, TelecoRharma. FDI

in Retailing, Infrastructure, Pharma, Banking &uinance

Globalization and Indian Business Environment:Meaning and Implications, Phases, Impact
of Globalization on Indian Economy across Sectors.

Foreign Trade: Trends in India’s Foreign Trade, Impact of WTOIlndia’s Foreign Trade.

Module 7: (6 hours)
Economic Policies: Fiscal PolicyObjectives, Instruments, Union Budget,

Monetary Policy: Measures of Money Supply, Monetary Policy in Ird@bjectives, tools for
Credit Control. Role and functions of ComptrolledaAuditor General of India (CAG)
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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 the price increase or price decrease.
» Demand forecasting — Mini project may be giventtalents to assess the demand for a
product or a service using any method.
» Preparing a project proposal for a new businestuveno understand the BEP using real
time data.
An in-depth study of economic indicators on thevgforate
Analysis of recent budget, fiscal discipline ansimvestment proposals of the GOI
A study on the effect of monetary policy on bankamgl NBFCs
A futuristic study of leading Indian industries aplolservations of CAG on major issues.

RECOMMENDED BOOKS:
Managerial Economics, D.N Dwivedi&d., Vikas Publication.

* Managerial Economics- Theory and Appllcatlons .M Mithani, Himalaya
Publications.
Managerial Economics, H. L Ahuja, S. Chand, 2011
Indian Economy, K P M Sundharam and Dutf" &tition, S Chand Publication.
Indian Economy, Misra and Puri, Himalaya Publicasio
Business Economics, ML Jhingan and Upadhyaya, ¥riablications
Business Environment Text and Cases by Justin PaUlEdition, McGraw-Hill
Companies.

REFERENCE BOOKS:

* Managerial Economics- Principles and worldwide aggpions, Dominick Salvatore, 6e,
Oxford Publication, 2010
Managerial Economics, Jaswinder Singh, Dreamtebliqaiions, 2013
Managerial Economics, Yogesh Maheswari, PHI, 2013
Modern Economic Theory, KK Dewett and MH Naval8rChand Publication, 2013
Managerial Economics: Case study solutions- Kaudhale., Macmillan, 2011

ACCOUNTING FOR MANAGERS

Subject Code : 14MBA13 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» Explain fundamental accounting concepts, the elésnafifinancial statements, and basic
accounting vocabulary

» Explain and use the accounting equation in bas@&ntial analysis and explain how the
equation is related to the financial statements.
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* Prepare basic entries for business transactiongpeegknt the data in an accurate and
meaningful manner

* Prepare basic financial statements and explain atteulation between the basic
statements.

* To analyze a company’s financial statements andectwra reasoned conclusion about
the financial situation of the company.

Module 1: (4 Hours)
Introduction to Accounting: Need and Types of Accounting, Users of Accountemcepts
and conventions of Accounting, Accounting Equafjoroblems on accounting equation).

Module 2: (10 Hours)
Preparation of books of AccountsJournals, Subsidiary books, three column caslk,dedgers
and trial balance. Depreciation- Straight line &vicktten down Value Methods.

Module 3: (12 Hours)
Preparation of Financial Statements:Preparation of final accounts of sole traderspBration
of final accounts / statement of companies-bothizbatal & vertical form of financial
statements. (Basic problems on Final accounts mpemies)

Module 4: (14 Hours)
Analysis of Financial Statements: Comparative, common size and trend analysis, Ratio
Analysis, Preparation of financial statements usigps, Preparation of Cash flow Statement
(only indirect method).

Module 5: (6 Hours)
Accounting Standards and IFRS:Need for accounting standards. IFRS and propoladges
in Indian Accounting Standards.

Module 6: (4 Hours)
Emerging issues in AccountingCorporate Governance and clause 49 of the listgrgement,
Human Resource Accounting, Forensic Accounting,ddim Dressing- Sustainability Reporting

Module 7: (6 Hours)
Fundamentals of Taxation: Overview of Heads of Income, deductions u/s 80€pie Tax
Rates and Returns — For Individuals only (Only Tiggo

Practical Components:
» Collecting Annual reports of the companies and yaiad) the financial statements using
different techniques and presenting the same icltss.
» Analyzing the companies’ cash flow statements aedgnting the same in the class.
» Exposing the students to usage of accounting scéte/@Preferably Tally)
* Filling up of ITR forms
» Identify the sustainability report of a company atady the contents.

17



RECOMMENDED BOOKS:

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

* A Text book of Accounting For Management, Mahesw&riN,Maheswari Sharad K.
Maheswari , 2/e, Vikas Publishing house (P) Ltd.
Financial Accounting, Tulsian P. C, 1/e, Pearsoandation.
Accounting for managers, Madegowda J, HimalayaiBhiblg House.
Advanced Accountancy, Gupta R. L & Radhaswamy Mta®uChand Publications.
Financial Accounting, Jain S. P and Narang K L, yidal Publishers.
Business Taxation, Akhileshwar Pathak and Savanigwadh, 2/e, McGraw Hill
Education(India) Pvt. Ltd, 2013.

REFERENCE BOOKS:

» Financial Accounting for Management: An Analyti¢2¢rspective, Ambrish Gupta, 4/e,
Pearson Education.

* Introduction to Financial Statement Analysis, AshisBhattacharya, Elsevier India.

» Financial Accounting — Raman B. S,Vol | & Vol ll/el. United Publishers, 2009.

* Financial Accounting (IFRS update), Gary A. Po&eCurtis L. Norton, 6/e, Cengage
Learning.

» Accounting For Management, Arora M. N, Himalaya Ialting House.

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

» Comdex (Computer and Financial Accounting with yall0 Course Kit), Dream Tech.

* Comdex — Tally 9, Namrata Agrawal - DreamTech.

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

BUSINESS ANALYTICS

Subject Code : 14MBA14 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

* Tointroduce analytics as a tool for businessgiecimaking

» To learn multivariate statistical methods to explai predict the measured values
» To familiarize the use of project management eatébn techniques

* To orient the students with research tools

Module 1 (8 Hours)
Descriptive Statistics: Measures of central tendency - Problems on measirdgspersion —
Karl Pearson correlation, Spearman’s Rank coraelatisimple and multiple regression
(problems on simple regression only)
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Module 2 (6 Hours)
Probability Distribution: Concept and definition - Rules of probability — Bam variables —
Concept of probability distribution — Theoreticalopability distributions: Binomial, Poisson,
Normal and Exponential — Baye’s theorem (No deiorgt(Problems only on Binomial, Poisson
and Normal)

Module 3 (8 Hours)
Decision Theory: Introduction — Steps of decision-making procesgpes of decision-making
environments — Decision-making under uncertaintpe€ision-making under Risk — Decision
tree analysis (only theory).

Design of Experiments: Introduction — Simple comparative experiments —gkinfactor
experiments — Introduction to factorial designs

Module 4 (only theory) (6 Hours)
Cluster Analysis: Introduction — Visualization techniques - Principabmponents —
Multidimensional scaling — Hierarchical clusteria@ptimization techniques

Factor Analysis: Introduction — Exploratory factor analysis — Comfatory factor analysis
Discriminant Analysis: Introduction — Linear discriminant analysis

Module 5 (5 Hours)
Foundations of Analytics: Introduction — Evolution — Scope — Data for Analgt— Decision
models — Descriptive, Predictive, Prescriptive trdduction to data warehousing — Dashboards
and reporting — Master data management(only theory)

Module 6 (15 Hours)
Linear Programming: structure, advantages, disadvantages, formulafi&®B, solution using
graphical method. Transportation problem: Basicsifda solution using NWCM, LCM and
VAM, optimisation using MODI method.

Assignment Model: Hungarian method — Multiple solution problems —xuazation case —
Unbalanced — Restricted.

Module 7 (8 Hours)

Project Management: Introduction — Basic difference between PERT & CPRMNetwork
components and precedence relationships — Crjiathl analysis — Project scheduling — Project
time-cost trade off — Resource allocation

Instruction: Equal weightage is given for both theoy and problems in the ratio of 60:40
Practical Component:

» Students are expected to have a basic excel classes

» Students should be able to categorize the datéirahdut the basic statistical values
RECOMMENDED BOOKS:

« Business Analytics — Methods, Models and Decisidasjes R. Evans'kdition, Prentice
Hall, 2013, ISBN — 978-0-13-295061-9
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« Operations Research — Theory & Applications, J KarBfa, &' edition, Macmillan
publishers, 2013, ISBN 978-9350-59336-3

* Business Analytics — an application focus, PurbtathaRao, PHI Learning, 2013, ISBN
978-81-203-4819-6

« Quantitative Methods, N D Vohra"£dition, Tata McGraw Hill, 2010, ISBN 978-0-07-
014673-0

+ Fundamentals of Statistics, S.C Gupt&,e@lition, Himalaya Publishing House, 2007, ISBN
978-81-8318-755-8

REFERENCE BOOKS:

* Analyzing Multivariate Data, James Lattin, Dougl@srroll and Paul Green, Thomson
Learning, 2003, ISBN 0-534-34974-9.

» Business Intelligence: A Managerial Approach, Hrban, R. Sharda, J. Aronson, and D.
King, Pearson Prentice Hall, 2008, ISBN-13: 978302B4761-7.

* Quantitative Methods for Business, Anderson, Swgemad Williams, Thomson, 2005,
ISBN 981-240-641-7

MARKETING MANAGEMENT

Subject Code : 14MBA15 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

* To provide students an insight to basic conceptaarketing management.

* To help students understand various marketing fmoldels for solving marketing
problems in the changing business environment.

* To understand fundamental premise underlying mafieén strategies.

Module 1: (8 hours)
Introduction to Marketing: Introduction, Definitions of market and marketiridhe Exchange
Process, Elements of Marketing Concept, FunctidnMarketing, Old Concept or Product-
oriented Concept, New or Modern or Customer- oeeénConcept, Marketing Environment,
Techniques used in environment analysis, Charatteyi(Micro and Macro), Marketing to the
21st century customer

Module 2: (8 hours)
Consumer Behaviour Analysis:Meaning and Characteristics, Importance, Factaitadncing
Consumer Behaviour, Consumer Purchase Decisione®spBuying Roles, Buying Motives,
Buyer Behaviour Models
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Module 3: (8 hours)
Market Segmentation, Targeting & Positioning: Concept of Market Segmentation, Benefits,
Requisites of Effective Segmentation, Bases forn&sging Consumer Markets, Market
Segmentation Strategies.

Targeting - Bases for identifying target Custonaegét Marketing strategies,

Positioning - Meaning, Product Differentiation $égies, Tasks involved in Positioning.
Branding - Concept of Branding, Types, Brand EquBranding strategies.

Module 4: (8 hours)
Managing the Product: Concept, product hierarchy, product line, prodonx, product mix
strategies, Product life cycle and its strategidew Product Development, packing as a
marketing tool, Role of labelling in packing.

Module-5 (8 hours)

Pricing decisions: Significance of pricing, factor influencing prign(Internal factor and
External factor), objectives, Pricing Strategiedta based, Cost based, Market based,
Competitor based, Pricing Procedure.

Marketing Channels: Meaning, Purpose, Factors Affecting Channel Choitleannel Design,
Channel Management Decision, Channel Conflict, @esg a physical Distribution System,
Network Marketing,

Module 6: (10 hours)
Integrated Marketing communication: Meaning and Importance of Marketing
Communication, Communication Objectives, Stepseévdloping Effective Communication
Advertising - Objectives, Ad Budget, AIDA Model, &ertising Copy Deciding Media,
Evaluating Advertising Effectiveness,

Sales Promotion - Kinds of Promotion, Tools andhfegues of Sales Promotion, Push and Pull
Strategies

Personnel Selling - Concept, Features, Functiors Steps involved in personal Selling.
Publicity - Meaning, Objectives, Types, Functiom$ablic relations,

Direct Marketing - Meaning, Features, FunctionssiB&oncepts of E-Commerce, E-Business

Module 7: (6 hours)
Marketing Planning: Meaning, Concepts, Steps in#dlin Marketing planning,
Marketing Audit- Meaning, Feature, Various compadsesf Marketing Audit

Marketing Strategy-Analysis of Industry and Comieti, Strategic Planning Process,

Case Studies of Indian Context
Practical Components
* Analyze Product Life Cycle of few Products like-&i®nic goods, Computers.

* Analyze Packaging strategies used by FMCG companies
* Analyze Marketing strategies/planning used by awtoite cosmetic and FMCG companies
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RECOMMENDED BOOKS

* Marketing Management: A South Asian Perspectiuéotier, Keller, Koshy & Jha, 13/e,
Pearson Education, 2012

« Marketing Management, Ramaswamy V. S. & Namaku@®@adi/'e, TMH, 2014

* Fundamentals of Marketing Management, Etzel M.J\ABJker & William J. Stanton, 14/e,
TMH, 2012

» Marketing Management Concepts & Cases, S.A.SheatlelH

* Marketing Management, Tapan Panda, 2/e, Excel €atldn

« Marketing Management: An Applied Approach, Noel Ga® Siddharth Shekhar Singh,
Wiley, 2014

REFERENCE BOOKS

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

Applied Case Studies in Marketing — Shajahan $n&#siBOOKS, 2011.

Marketing Management — Karunakaran, HPH.

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

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

Marketing: Marketing in the 21st Century - Evan8&rman, 2/e, Cengage Learning, 2005.
Marketing: Planning, Implementation, and Control illdm M. Pride, Ferrell O. C,
Cengage Learning, 2010.

MANAGERIAL COMMUNICATION

Subject Code : 14MBAL16 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To familiarize learners with the mechanics of wgti
* To enable learners to write in English preciselg aeffectively

Module 1: (6 Hours)
Introduction: Meaning & Definition, Role, Classification — Purgo®f communication —
Communication Process — Characteristics of suagessfmmunication — Importance of

communication in management — Communication stradtu organization — Communication in
conflict resolution - Communication in crisis. Commication and negotiation. Communication
in a cross-cultural setting

Module 2: (6 Hours)

Oral Communication: Meaning — Principles of successful oral communicat- Barriers to
communication — Conversation control — Reflectiod &mpathy: two sides of effective oral
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communication. Modes of Oral Communication. Listgnias a Communication Skill, Non-
verbal communication.

Module 3: (8 Hours)
Written Communication: Purpose of writing — Clarity in writing — Princifgeof effective
writing — Approaching the writing process systemety: The 3X3 writing process for business
communication: Pre writing — Writing — Revising pegific writing features — Coherence —
Electronic writing process.

Module 4: (12 Hours)
Business Letters and Reportsintroduction to business letters — Types of Busniestters -
Writing routine and persuasive letters — Positivel d&Negative messages Writing Reports:
Purpose, Kinds and Objectives of reports — Orgéioiza& Preparing reports, short and long
reports Writing Proposals: Structure & preparathfiting memos

Media management:The press release — Press conference — Medigiewer

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

Meeting Documentation:Notice, Agenda, and Resolution & Minutes.

Module 5: (10 Hours)

Case Method of Learning: Understanding the case method of learning — Diffetgpes of
cases — Difficulties and overcoming the difficultief the case method — Reading a case properly
(previewing, skimming, reading, scanning) — Casalyamis approaches (Systems, Behavioural,
Decision, Strategy) — Analyzing the case — Dos @oruts for case preparation — Discussing and
Presenting a Case Study

Module 6: (6 Hours)
Presentation skills:What is a presentation — Elements of presentatiDesigning & Delivering
Business Presentations — Advanced Visual SuppoMémagers

Negotiation skills: What is negotiation — Nature and need for negoimatt Factors affecting
negotiation — Stages of negotiation process — Natgmt strategies

Module 7: (8 Hours)
Employment communication: Introduction — Composing Application Messages -tingi CVs

— Group discussions — Interview skills

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

Practical Components:

» Demonstrate the effect of noise as a barrier tonconication

* Make students enact and analyze the non-verbal cues

» Give exercises for clarity and conciseness in amittommunication.

» A suitable case is to be selected and adminisiartitk class sticking to all the guidelines of
case administering and analysis.

» Demonstrating using Communication Equipments li&®g, Helex, Intercoms, etc,
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Demonstrating Video conferencing & teleconferenaémthe class.

Conduct a mock meeting of students in the classtiigeng an issue of their concern. The
students should prepare notice, agenda and minftitee meeting.

Each student to give presentation of 5 minutess (iten be spread throughout the
semester)and to be evaluated by the faculty

RECOMMENDED BOOKS:

Business Communication : Concepts, Cases And Agitjdics — Chaturvedi P. D, & Mukesh
Chaturvedi ,2/e, Pearson Education,2011

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

Communication — Rayudu C. S, HPH.

Business Communication — Lesikar, Flatley, Rent2aade, 11/e, TMH, 2010

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

BCOM - Lehman, DuFrene, Sinha, Cengage Learnirg, 2212

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

REFERENCE BOOKS:

Effective Technical Communication - Ashraf Rizvi ViviH, 2005.

Business Communication - Sehgal M. K & KhetrapaEXcel BOOKS.

Business Communication — Krizan, Merrier, Jones, 8engage Learning, 2012.
Basic Business Communication — Raj Kumar, Excel BSQ2010.
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SEMESTER I
HUMAN RESOURCE MANAGEMENT

Subject Code : 14MBA21 IA Marks 150
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week

Objectives:

* To develop a meaningful understanding of HRM thetugctions and practices.
* To apply HRM concepts and skills across variougs$ypf organizations.

Module 1: (8 hours)
Human Resource Management

Introduction, meaning, nature, scope of HRM. Imance and Evolution of the concept of HRM.
Major functions of HRM, Principles of HRM, Organtian of Personnel department, Role of HR
Manager. HRM'’s evolving role in the Ztentury.

Module 2: (8 hours)

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

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

Module 3: (8 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.
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Module 4. (8 hours)
Training and development Training v/s development, Training v/s Educati@ystematic
Approach to Training, Training Methods, Executivev@lopment, Methods and Development of
Management Development, Career and SuccessionifRgnn

Module 5: (8 hours)
Performance Appraisal: Concept of Performance Appraisal, the Performanggpraisal
Process, Methods of Performance Appraisal, Essebhiaracteristic of an Effective Appraisal
System.

Compensation Objectives of Compensation Planning, Job Evaluati@ompensation Pay
Structure in India, Wage and Salary Administratibactors Influencing Compensation Levels,
Executive Compensation.

Module 6: (8 hours)
Employee Welfare Introduction, Types of Welfare Facilities andt8tary Provisions.

Employee Grievances Employee Grievance procedure, Grievances Manageme Indian
Industry.

Discipline: Meaning, approaches to discipline, essentialgd@d disciplinary system, managing
difficult employees.

Module 7: (8 hours)
Industrial Relations: Overview of industrial relations and industriahdlict.

Industrial disputes: preventive and settlement machinery, collectiaghining, industrial
relations scenario: current issues and future ehgés.

Practical Component

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

* Expose students to standard selection tests fotlowearious sectors.

* Exploring training and development practices.

* Exploring performance appraisal practices in vasisectors.

«  Exploring employee separation practices.

e Give a job analysis case and ask the students dpape job description and job
specification.

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

RECOMMENDED BOOKS:
* Human Resource Management — Rao V. S. P, Excel BYQ810
* Human Resource Management - Cynthia D. Fisher A3RD, Chennai.
* Human Resources Management: A South Asian Pergpe&inell, Bohlander, &
Vohra, 16th Rep., Cengage Learning, 2012.
* Human Resource Management - Lawrence S. Kleematgri®ia , 2012.
* Human Resource Management — Aswathappa K HPH

REFERENCE BOOKS:
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* 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 relationSuBba Rao, Himalaya Publishing
House, Mumbai.

FANICIAL MANAGEMENT

Subject Code : 14MBA22 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark400
Practical Component : 01 Hour / Week
Objectives:
. To explain the basic functions and responsibilibés financial department in a
business/ firm;
. To elaborate the key decision areas in financialnagament-investment,
financing, dividend and working capital management
. To explain the various techniques of evaluatiomeéstment proposals
. To discuss the various factors to be consideredesigning the target capital
structure.
Module 1: (10 Hours)

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

Indian financial system— Primary market, Secondary market — stocks & codities market,
Money market, Forex markets. (Theory Only)

Sources of Financing: Shares, Debentures, Term loans, Lease finanéiglrid financing,
Venture Capital, Angel investing and private equWarrants and convertibles (Theory Only)

Module 2: (10 Hours)
Time value of money—Future value of single cash flow & annuity, pragsealue of single cash
flow, annuity & perpetuity. Simple interest & Cooynd interest, Capital recovery & loan
amortization.

Module 3: (8 Hours)

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

Module 4: (10 Hours)
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Investment decisions— Investment evaluation techniques — Net presahe, Internal rate of
return, Modified internal rate of return, Profithlyi index, Payback period, discounted payback
period, accounting rate of return. Estimationadltflow for new project, replacement projects.

Module 5: (6 Hours)
Working capital management — factors influencing working capital requirement€urrent
asset policy and current asset finance policy. eDaination of operating cycle and cash cycle.
Estimation of working capital requirements of arfifDoes not include Cash, Inventory &
Receivables Management)

Module 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 affectthg dividend policy - dividend policies- stable
dividend, stable payout. (No dividend theoriebéccovered).

Module 7: (4 Hours)
Emerging Issues in Financial management:Derivatives, Mergers and Acquisitions,
Behavioural Finance, Financial Modelling, Financegineering, risk management. (Theory
Only).

Practical Components:

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

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

e Students can choose the companies that have gos&tk split and Bonus issue in the
last few years and study the impact of the sam@istock price.

RECOMMENDED BOOKS:

* Financial Management - Prasanna Chandra, 8/e, T2@H].

« Financial Management, Shashi K Gupta and R K Sha@h&evised Edition, Kalyani
Publishers, -2014

* Financial Management, Khan M. Y.& Jain P. K, 6/&H, 2011.

* Financial Management, Rajiv Srivastava and Anil fslisSecond edition, Oxford
University Press,2011

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

* Financial Management & Policy- Vanhorne, Jamed 2/e, Pearson, 2002

REFERENCE BOOKS:
« Financial Management, V K Bhalla® Edition- S.Chand 2014,
* Fundamentals of Financial Management, Brigham &dtion, 10/e, Cengage Learning.
» Corporate Finance, Damodaran , 2/e, Wiley IndiaL(&), 2004
* Financial Management, Paresh P., Shah 2/e, Biatantr
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* Fundamentals of Financial Management, Sheeba Kgélrson,2013
* Financial Management, Sumit Gulati & Y P Singh,M@® Hill, New Delhi - 2013

RESEARCH METHODS

Subject Code : 14MBA23 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

* To provide an understanding on the basic concdptsearch methods
* To expose the students to the role that statiptayss in business decisions

Module 1: (6 hours)
Business Research Meaning, types, process of research- managemebtepn, defining the
research problem, formulating the research Hypatheteveloping the research proposals,
research design formulation, sampling design, pranand collecting the data for research, data
analysis and interpretation. Research Applicationbusiness decisions, Features of good
research study.

Module 2: (8 hours)

Types of Business Research DesigBxploratory and Conclusive Research Design
Exploratory Research: Meaning, purpose, methods -—secondary resource sisaly
comprehensive case methpespert opinion survey, focus group discussions

Conclusive research Design Descriptive Research Meaning, Types — cross sectional studies
and longitudinal studies. —

Experimental research design —Meaning and classification of experimental desigRse
experimental design, Quasi-experimental design, e Trexperimental design, statistical
experimental design.

Observation Research- Meaning — Uses — Participation and Non-particgpa— Evaluation —
Conducting an Observation study — Data collection

Module 3: (6 hours)
Sampling: Concepts- Types of Sampling - Probability Sampkngimple random sampling,
systematic sampling, stratified random samplingster sampling -Non Probability Sampling —
convenience sampling- judgemental sampling, sndvdazahpling- quota sampling - Errors in
sampling.

Module 4: (6 hours)

Data Collection: Primary and Secondary data

Primary data collection methods - Observations,vesyr Interview and Questionnaire,
Qualitative Techniques of data collection.
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Questionnaire design — Meaning - process of dasggguestionnaire.

Secondary data -Sources — advantages and disageanta

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

Module 5: (8 hours)
Preparing the Data for Analysis: Editing, Coding, Classification, Tabulation, Valicn
Analysis and Interpretation

Module 6: (16 hours)
Hypothesis Meaning, Types, characteristics, source, Fornarabf Hypothesis, Errors in
Hypothesis

Parametric and Non Parametric Test: T-Test, Z-Test, F-Test, U-Test, K-W Test (Theory
Only)

Statistical Analysis Bivarate Analysis (Chi-Square only), Multivagafnalysis (Theory Only)
ANOVA: One- Way and Two Way Classification. (Theory Only)

Module 7: (6 hours)
Report writing and presentation of results: Importance of report writing, types of research
report, report structure, guidelines for effectl@zumentation.

Practical Components:

» Students are expected to write the research demigiexploratory and Descriptive
Research.

» Students are asked to prepare the questionnaireraotd awareness, effectiveness of
training in public sector organization, Investotsitade towards Mutual funds in any
financial institutions.

» Students are asked to conduct Market survey to kihenconsumer perception towards
any FMCG.

» |dentify the problem and collect relevant literasiand data for analysis

» Data Interpretation and report writing: Short amahg reports.

» Report presentation methods, ex: Power Point Ptatsem, etc

RECOMMENDED BOOKS

* Research Methodology- C R Kothari, Vishwa Prakas2002

» Business Research Methods. Donald R. Cooper & Rasn®thindler, 9/e, TMH /2007

» Research Methodology — concepts and cases — D&dpakla and Neena Sondhi -Vikas
Publication - 2014
Research Methods for Business, Uma Sekaran & Remegie, 8' Edition, Wiley, 2013
Business Research Methods-SL Guptah and Hetesth&ugtcGraw hill - 2012
Marketing Research- Naresh K Malhotr&-Edition, Pearson Education /PHI 2007
Business Research Methodology — J K SachdeV4 Edition - HPH, 2011

REFERENCE BOOKS
* Research Methods- William M C Trochi,- 2/e, Biztant2007
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* Methodology of Research in social Sciences- O Bhfraswami, M Ranganatham, HPH,
2007
* Research Methodology —C Murthy- Vrinda Publicatidt011

BUSINESS, GOVERNMENT AND SOCIETY

Subject Code : 14MBA24 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

* To enable students to understand the challengesanplexities faced by businesses and
their leaders as they endeavor maximize returngewlsponsibly managing their duties
to stakeholders and society.

* To help students to understand the rationale faregonent interventions in market
systems.

* To help students develop an understanding of S&=aponsibility and make their own
judgments as to the proper balance of attentionubiple bottom lines.

* To help students develop the skills needed to wWudugh ethical dilemmas

Module 1: (8 Hours)

The Study of Business, Government and Society (BGSmportance of BGS to Managers —
Models of BGS relationships — Market Capitalism Mbddominance Model, Countervailing
Forces Model and Stakeholder Model — Global petsgee Historical Perspective.

Module 2: (8 Hours)
Corporate Governance:Introduction, Definition, Market model and contmlbdel, OECD on
corporate governance, A historical perspective arfparate governance, Issues in corporate
governance, relevance of corporate governance, aegédmportance of corporate governance,
benefits of good corporate governance, the conokgbrporate, the concept of governance,
theoretical basis for corporate governance, obbgato society, obligation to investors,
obligation to employees, obligation to customeranagerial obligation, Indian cases

Module 3: (4 Hours)
Public Policies: The role of public policies in governing busine&gvernment and public
policy, classification of public policy, areas diilgic policy, need for public policy in business
and levels of public policy.

Module 4: (8 Hours)
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Environmental concerns and corporations: History of environmentalism, environmental
preservation-role of stakeholders, internationaués, sustainable development, costs and
benefits of environmental regulation, industriallpion, role of corporate in environmental
management, waste management and pollution coképistrategies for prevention of pollution,
environmental audit, Laws governing environment.

Module 5: (8 Hours)
Business Ethics:Meaning of ethics, business ethics, relation betwethics and business ethics,
evolution of business ethics, nature of businebg®t scope, need and purpose, importance,
approaches to business ethics, sources of ethieahlkdge for business roots of unethical
behaviour, ethical decision making, some unethissilies, benefits from managing ethics at
workplace, ethical organizations

Module 6: (6 Hours)
Corporate Social Responsibility: Types and nature of social responsibilities, CSRciples
and strategies, models of CSR, Best practices &, G&ed of CSR, Arguments for and against
CSR, CSR in Indian perspective, Indian examples.

Module 7: (14 Hours)
Business Law:Law of contract - meaning of contract, agreemesggestial elements of a valid
contract. Law of agency- meaning, creation and iteation of agency. Bailment and Pledge -
meaning, rights and duties of bailor and bailee.

Sale of Goods Act 1930Definition of Sale, Sale v/s Agreement to Sell, @aoCondition and
Warranties, Express and Implied Condition, “Doariof Caveat Emptor”, Right and duties of
Unpaid Seller.

Meaning, scope and objectives of - Intellectuabperty law, law relating to patents, law relating
to copyrights, law relating to trade mark.

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 betweenirgss, Government and Society in
Indian Context and relating the same with resgeeintodels studied in Module 1.
» Case studies/Role plays related ethical issueasmbss with respect to Indian context.

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

» Corporate Social Responsibility: A Study of CSRd#cs in Indian Industry, Baxi C. V

& Rupamanjari Sinha Ray, Vikas Publishing Hous€,20

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 respoitgibd Balachandran V, &

Chandrashekharan V, 2/e, PHI, 2011.

Corporate Governance — Machiraju H. R, HPH.

Business Ethics and Corporate Governance — PraralsrExcel BOOKS.
Corporate Goverance — Badi N. V, Vrinda Publicaticz012.

Civic Sense — Prakash Pillappa, Excel BOOKS, 2012.

STRATEGIC MANAGEMENT

Subject Code : 14AMBA25 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To explain core concepts in strategic managemedt @movide examples of their

relevance and use by actual companies

* To focus on what every student needs to know abwutulating, implementing and

executing business strategies in today’s market@mwents

» To teach the subject using value-adding cases fd@tires interesting products and
companies, illustrate the important kinds of sgatehallenges managers face, embrace

valuable teaching points and spark student’s iatere

Module 1 (8 Hours)

Meaning and Nature of Strategic Management, itsomamce and relevance. Characteristics of
Strategic Management. The Strategic ManagemeneBso®Relationship between a Company’s

Strategy and its Business Model.

Module 2 (8 Hours)

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

Vision, Objectives and Strategy into a StrateganPl

Module 3 (7 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 mpieimentation.

Module 4 (8 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 provi@gategy — Differentiation Strategy — Best
cost provider Strategy — Focused Strategy — Statdiances and Collaborative Partnerships —
Mergers and Acquisition Strategies — Outsourcingat8gies —International Business level
Strategies.

Module 5 (7 Hours)

Business Planning in different environments — Erraeurial 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.

Module 6 (10 Hours)

Strategy Implementation — Operationalizing strateégynual Objectives, Developing Functional
Strategies, Developing and communicating conciskcips. Institutionalizing the strategy.
Strategy, Leadership and Culture. Ethical ProcadsCorporate Social Responsibility.

Module 7 (8 Hours)

Strategic Control, guiding and evaluating strategkestablishing Strategic Controls. Operational
Control Systems. Monitoring performance and evahgateviations, challenges of Strategy
Implementation. Role of Corporate Governance

Practical Components:
» Business Plan: Students should be asked to prepBresiness Plan and present it at the
end of the semester. This should include the foligw
» Executive Summary
» Overview of Business and industry analysis
» Description of recommended strategy and justifarati
» Broad functional objectives and Key Result Areas.
» Spreadsheet with 5-year P&L, Balance Sheet, Cash ptojections, with detailed
worksheets for the revenue and expenses forecasts.
* Analysing Mission and Vision statements of a fewnpanies and comparing them
» Applying Michael Porter’'s model to an industry (RigtTelecom, 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.
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* Pick a company that has performed very badly coatpdo its competitors. Collect
information on why the company failed. What were tbsues in strategy and execution
that were responsible for the company’s failurahi@ 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 carby talking to them

RECOMMENDED BOOKS:

» Crafting and Executing Strategy, Arthur A. Thompsbn AJ Strickland Ill, John E
Gamble, 18/e, Tata McGraw Hill, 2012.

» Strategic Management, Alex Miller, Irwin McGraw Hil

» Strategic Management - Analysis, Implementatiomt@d, Nag A, 1/e, Vikas, 2011.

» Strategic Management - An Integrated Approach, @eaW. L. Hill, Gareth R. Jones,
Cengage Learning.

» Business Policy and Strategic Management, Subbd@REi&H.

» Strategic Management, Kachru U, Excel BOOKS, 2009.

REFERENCE BOOKS:
» Strategic Management: Concepts and Cases, David/R, PHI.
» Strategic Management: Building and Sustaining Cditipe Advantage, Robert A. Pitts
& David Lei, 4/e, Cengage Learning.
Competitive Advantage, Michael E Porter, Free PK6s
Essentials of Strategic Management, Hunger, J.d)&ve, Pearson.
Strategic Management, Saroj Datta, jaico Publishiogse, 2011.
Business Environment for Strategic Management, Adhappa, HPH.
« Contemporary Strategic Management, Grant, 7/e, WWidia, 2012
« Strategic Management-The Indian Context, R. Srsava ' edition, PHI

ENTREPRENEURIAL DEVELOPMENT

Subject Code : 14MBA26 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

* To develop and strengthen entrepreneurial quatityraotivation in students.

» To impart basic entrepreneurial skills and undeditags to run a business efficiently and
effectively.

* To provide insights to students on entrepreneurgpgortunities

Module 1: (8 Hours)
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Entrepreneur: Meaning of entrepreneur: Evolution of the concepunctions of an
Entrepreneur, Types of Entrepreneur, Intraprenean emerging class, Concept of
Entrepreneurship-Evolution of Entrepreneurship: @&epment of Entrepreneurship; The
Entrepreneurial Culture; Stages in entreprenepriatess.

Module 2: (6 Hours)
Creativity and Innovation: Creativity, Exercises on Creativity, Source of Nielea, Ideas into
Opportunities. Creative Problem Solving: HeuristiBsainstorming, Synectics, Value Analysis
Innovation and Entrepreneurship: Profits and Intioma Globalization, Concept and Models of
Innovation. Significance of Intellectual PropertigRs.

Module 3: (8 Hours)
Business Planning ProcessMeaning of business plan, Business plan procedsantages of
business planning, Marketing plan, Production/ojg@ma plan, Organization plan, financial plan,
and final project report with feasibility study,gmaring a model project report for starting a new
venture.

Module 4. (6 Hours)
Institutions Supporting entrepreneurs: Small industry financing developing countries, Aeb
overview of financial institutions in India, Cernitrdevel and state level institutions,
SIDBI,NABARD, IDBI,SIDCO, Indian Institute of Entpreneurship, DIC, Single Window,
Latest Industrial Policy of Government of India

Module 5: (6 Hours)
Family Business:Importance of family business, Types, History, pesibilities and rights of
shareholders of a family business, Successionnmiyffebusiness, Pitfalls of the family business,
strategies for improving the capability of familyudiness, improving family business
performance.

Module 6: (8 Hours)
International Entrepreneurship Opportunities: The nature of international entrepreneurship,
Importance of international business to the firntetnational versus domestic entrepreneurship,
Stages of economic development, Entrepreneurshiy ario international business, exporting,
Direct foreign investment, barriers to internatioimade.

Module 7: (10 Hours)
Informal risk capital and venture capital: Informal risk capital market, venture capital, urat
and overview, venture capital process, locating twen capitalists, approaching venture
capitalists.

Social Entrepreneurship: Social enterprise-need, types, characteristick kmmefits of social
enterprises-Social entrepreneurship, Rural entngpmship-need and problems of rural
entrepreneurship, challenges and opportunities-Bfoj@vernment.
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Case studies in Entrepreneurship Development (4hours)

Practical component:

Make a business plan for your intended businefis tdabankers to find out what they
look for in a business plan , modify accordinglylgmesent it in the class

Analyze the performance of listed family firms. Was 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/n@jor 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 adhe positive social impacts of the
business

Visit a trade show and try to compare the marketingvities of various stalls in that
show , make a list of good practices you come adrothe show

Research on innovation that has been done in tharrsetting that has alleviated the life
in rural India. Find out extent of its commercsaiccess and analyze the reasons behind
the same. Present your thoughts in the class

Choose an NGO in your locality. Interview the fden and present the case in class on
the motivations, challenges, ecosystem support taed impacts, arrive at possible
solutions and convey back to NGO.

RECOMMENDED BOOKS:

Entrepreneurship Development-Small Business EngeprPoornima Charantimath
Pearson Education, 2007

Entrepreneurship- Rober D Hisrich, Michael P Pet&san A Shepherd, 6/e, The
McGraw-Hill companies, 2007

Entrepreneurship Development , Khanka, S Chanddations

Entrepreneurship Development, B Janakiram

REFERENCE BOOKS:

Entrepreneurship Theory at crossroads - Dr.Math&ladimala, 2/e, Biztantra, 2007
Entrepreneurship Development and Management - VYd3asai, Himalaya Publishing
House, 2007

Entrepreneurship-Theory and Practice - Raj Shavikay Nicole Imprints Pvt. Ltd, 2006
Entrepreneurship - Rajiv Roy, 2/e, Oxford Universtress 2011
Entrepreneurship-Principles and Practices, Kuraki®, Thomson Publication , 2007,
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SEMESTER IlI
Marketing Specialisation

CONSUMER BEHAVIOUR

Subject Code : 14MBA MM301 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

 To understand the concept of consumer behaviorisidac making by consumers,
behavior variables and influences on consumer behav

» To comprehend the social and cultural dimensionscafisumer behavior, factors
impacting attitudes and behavior.

« To arm the budding marketers with an insight of tisychological and behavioral
concepts of consumers thus enabling them to acli@ieobjectives and excel.

Module 1: (4 Hours)
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.

Module 2: (8 Hours)

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.
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Models of Consumer Behaviour: Input-Process-Outg@atiel, Nicosia Model, Howard Sheth
Model, Engel-Kollat-BlackwellModels of Consumer Behaviour, Internal Influences: Motivaf
Personality, Perception, Learning, Attitude, Comroations, External Influences: Social Class,
Culture, REFERENCE Groups, Family members.

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 Behayiéour 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.)

Module 3: (10 Hours)
Individual Influences on Consumer Behaviour and CRM Part 1

A) Motivation: Basics of Motivation, Needs, GoaRopsitive & Negative Motivation, Rational
Vs Emotional motives, Motivation Process, Aroudainotives, Selection of goals.

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

B) Personality: Basics of Personality, Theoriedefsonality and Marketing Strategy(Freudian
Theory, Neo-Freudian Theory, Trait Theory), Applioas of Personality concepts in Marketing,
Personality and understanding consumer diversity$Gmer Innovativeness and related
personality traits, Cognitive personality factorsConsumer Materialism, Consumer
Ethnocentrisms), Brand Personality (Brand Persgatifin, Gender, Geography, Colour), Self
and Self-Image (One or Multiple selves, The exterskdf, Altering the self).

C) Perception: Basics of Perception & Marketing liocgiions, Elements of
Perception(Sensation, Absolute Threshold, DiffeaeénThreshold, Subliminal Perception),
Dynamics of Perception (Perceptual Selection, Réued 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 (Opeéoatl, Collaborative, Analytical),
Strategies for building relationship marketing, BN, Meaning, Importance of e-CRM,
Difference Between CRM & e-CRM

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

A) Learning: Elements of Consumer Learning, Moiimat Cues, Response, Reinforcement,
Marketing Applications of Behavioural Learning Thies, Classical Conditioning Pavlovian
Model, Neo-Pavlovian Model), Instrumental Conditiayy Elaboration Likelihood Model.

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

C) Persuasive Communication: Communications styatd@rget Audience, Media Strategy,
Message strategies, Message structure and presantat
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Module 5: (07 Hours)
External Influences on Consumer Behaviour: Part 1

A) Social Class: Social Class Basics, What is 3dC€lass? (Social class & Social status, the
dynamics of status consumption, Features of S@iads, Five Social-Class Categories in India
B) Culture and Subculture - Major Focus on Indi@nsPective

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

Subculture: Meaning, Subculture division and constion pattern in India,

Types of subcultures (Nationality subcultures, §elis subcultures, Geographic and regional
subcultures, racial subcultures, age subcultuesas a subculture)

Cross-cultural consumer analysis: Similarities diffitrences among people, the growing global
middle class; Acculturation is a needed marketimgwpoint, applying research techniques
Cross-cultural marketing strategy: Cross-culturarketing problems in India, Strategies to
overcome cross-cultural problems.

Module 6: (07 Hours)
External Influences on Consumer Behaviour: Part 2

Groups: Meaning and Nature of Groups, Types

Family: The changing structure of family, Familycd#@on making and consumption related
roles, Key family consumption roles, Dynamics ofsband-wife decision making, The
expanding role of children in family decision madi The family life cycle & marketing
strategy, Traditional family life cycle & marketingmplications, Reference Groups:
Understanding the power & benefits of referencaugsp A broadened perspective on reference
groups, Factors that affect reference group infteenTypes of reference groups, Friendship
groups, Shopping groups, Work groups, Virtual gsggu@onsumer-action groups, reference
group appeals, Celebrities.

Module 7: (08 Hours)
Consumer Influence and Diffusion of Innovations

Opinion Leadership: Dynamics of opinion leaderslpgpcess, Measurement of opinion
leadership, Market Mavens, Opinion Leadership & Réting Strategy, Creation of Opinion
Leaders

Diffusion of Innovations: Diffusion Process (Innadwe, Communication channels, Social
System, Time) Adoption Process: Stages, categofiadopters

Post Purchase Processes: Post Purchase Processtemé® Satisfaction, and customer
commitment: Post purchase dissonance, Product nse nan use, Disposition, Product
disposition.

Case studies in Indian context only (04 Hours)
Practical Component:

» Students can go to malls and unorganized retaletsuand observe the behavior of
consumers of different demographic segments whileng different category of goods.
Come back to class and present the findings / whsens followed with a group
discussion.
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» Students can prepare a questionnaire and do aysoinveonsumer 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 areplewy of advertisements regarding
most products — how do they deal with this inforigrabverload?

RECOMMENDED BOOKS:
* Consumer Behavior - Leon Schiff man, Lesslie Karlil{e, Pearson, 2010.
» Consumer Behavior: Building Marketing Strategy —I DeHawkins, & Others, 11/e
TMH,
» Consumer behavior - Jay D. Lindquist, Joseph Sitfg;, Cengage Learning.
* Consumer behavior — David L. Louden, Della Bitt&, McGraw Hill.
» Consumer Behavior — Raju M. S & Dominique Xardekas Publishing House.

REFERENCE BOOKS:

» Consumer Behavior - Henry Asseal, Cenage Learning.
Consumer Behavior in Indian Perspective — Suja,Nimalaya Publications
Customer Behavior: A Managerial Perspective — Shdittal, Cengage Learning.
Consumer Behavior- Satish K. Batra & S H H Kazmic& Books.
CRM - Alok Kumar, Chhabi Sinha, 7/e, Biztantra.
Customer Relationship Management - Peru Ahamedda&avan, Vikas Publishing.
Consumer Behavior — Kumar Rajeev, Himalaya Puhlishe

RETAIL MANAGEMENT

Subject Code : 14MBA MM302 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week

Objectives:
* To develop an understanding of the contemporailretanagement, issues, strategies
and trends in Retailing
* To highlight the significance of retailing and r@e in the success of modern business
houses
» To acclimatize with the insights of retailing, kagtivities and relationships.

Module 1: (7 Hours)
Introduction and Perspectives on Retailing -

World of Retailing, Retail management, introductioneaning, characteristics, emergence of
organizations of retailing - Types of Retailers f@eFormats) - Multichannel Retailing -
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Customer Buying Behaviour, Historical Perspectiade of retailing, trends in retailing, FDI in
Retail - Problems of Indian Retailing - Current a0

Module 2: (5 Hours)
Theories of Retailing
Wheel of retailing, The Retail Accordion, MeltingtPTheory, Polarization theory

Module 3: (10 Hours)
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®earch and Techniques, Objectives of Good
store Design.) — Human Resource Management, IntovmaSystems and supply chain
management & Logistics.

Module 4: (10 Hours)

Store management and visual merchandisingStore Management: Responsibilities of Store
Manager, Store Security, Parking Space ProblenetiRCentres, Store Record and Accounting
System, Coding System, Material Handling in Stodanagement of Modern retails -Store
Layout, design: Types of Layouts, role of Visual Merchandiser, Visual Merchandising
Techniques, Controlling Costs and Reducing Inveesotoss, Exteriors, Interiors Customer
Service, Planning Merchandise Assortments -Buyygjesns -Buying merchandise and Retail
Communication Mix

Module 5: (5 Hours)
Retail Pricing: Factors influencing retail pricing, Retail pricirgdrategies, Retail promotion
strategies

Module 6: (9 Hours)
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 and dwtion of International Retailing, Motives of
International Retailing, International Retail Eroniment — Socio-Cultural, Economic, Political,
Legal, Technological and issues in internationtdilieg

Module 7: (6 Hours)

Retail Audit and ethics in Retailing

Undertaking an audit, responding to a retail Aupihblems 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 succeédsipriofession.
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» 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.

» (o to at least three kirana stores in your neighbad (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
the customers? What are the retailer’s losses &@rstomer 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 againsgular 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? 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:
* Integrated Retail Management - James R. Ogden &sBdirodden, Biztantra, 2003.
* Retail Management - Levy & Weitz, 8/e, TMH, 2012.
* Retailing Management - Swapna Pradhan, 4/e, TMH#220
» Retail Marketing Management - Dravid Gilbert, Zearson Education.
* The Art of Retailing - A. J. Lamba, McGraw Hill.
* Retail Management: A Strategic Approach - BarryrBam, Joel R. Evans, Pearson.

REFERENCE BOOKS:
* Principles of Retail Management - Rosemary Varltfohammed Rafig, Palgrave
Macmillan, 20089.
Retail Management - Chetan Bajaj, Oxford Univerpityss.
Managing Retailing - Sinha, Piyush Kumar & Uniyalford University Press, 2010.
Retail Management — Arif Sheikh, HPH.
Sales & Distribution Management - Tapan K. Pand&Sénil Sahadev, 6/e, Oxford
University Press.
+ Retail Management, Functional Principles and Peasti Gibson G Vedamani,"4
Edition, JAICO Publishing House.
+ Retail Management, Global perspective, Dr.Harijithgs, 3° Revised Edition, S.Chand.

SERVICES MARKETING

Subject Code : 14MBA MM303 IA Marks : 50
No. of Lecture Hours / Week .04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks.00
Practical Component : 01 Hour / Week
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Objectives:
« To acquaint the students to the uniqueness of #reices characteristics and its
marketing implications.
» To discuss measure and analyze several facetg iaréa of services marketing essential
for the success of a service sector firm.
« To acquaint the students with the various modedstheir applications.

Module 1: (6 hours)
Introduction to services: Concepts, contribution and reasons for the grovitbeovices sector,
difference in goods and service in marketing, myhsut services, characteristics of services,
concept of service marketing triangle, service ratinig mix, GAP models of service quality.
Marketing challenges in service industry.

Module 2: (6 hours)
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-Factors that infteecustomer perception of service, Service
encounters, Customer satisfaction, Strategiesftrancing customer perception.

Module 3: (6 hours)
Understanding customer expectation through market esearch: Key reasons for GAP 1,
using marketing research to understand customescégon, Types of service research, Building
customer relationship through retention strategid®elationship marketing, Evaluation of
customer relationships, Benefits of customer refehip, levels of retention strategies, Market
segmentation-Basis & targeting in services.

Module 4. (10 hours)
Customer defined service standards:*Hard” & “Soft” standards, process for developing
customer defined standards

Leadership &Measurement system for market drivevice performance-key reasons for GAP-2
service leadership- Creation of service vision amglementation, Service quality as profit
strategy, Role of service quality In offensive aledensive marketing.

Service design and positioning-Challenges of sendesign, new service development-types,
stages. Service blue printing-Using & reading lpuats. Service positioning-positioning on the
five dimensions of service quality, Service Recgver

Module 5: (8 Hours)
Employee role in service designingmportance of service employee, Boundary spanrotes,
Emotional labour, Source of conflict, Quality- pumtivity trade off, Strategies for closing GAP
3.

Customer’s role in service delivery-Importance afstomer & customer’s role in service
delivery, Strategies for enhancing-Customer pgrdtion, Delivery through intermediaries-Key
intermediaries for service delivery, Intermediaontrol strategies.
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Module 6: (8 hours)

Role of marketing communication-Key reasons for GARnvolving communication, four
categories of strategies to match service promisigs delivery, Methodology to exceed
customer expectation.

Pricing of services-Role of price and value in pdev GAP 4, Role of non monitory cost, Price
as an indicator of service quality —Approachesrtoipg services, pricing strategies.

Module 7: (6 hours)
Physical evidence in servicestypes of service spaces- Role of service scapas)d-work for
understanding service scapes & its effect on bel@vGuidance for physical evidence strategies.

Case Studies in Indian context only (6 hours)

Practical component
» Ask students to choose a service industry of ttledice at the beginning of the semester.
» Ask them to do an in-depth study of the industrgl give a presentation at the end of the
every Module relating to the concepts of that Medwol the industry
» Students can prepare service blueprints for angcgeof their choice
» Students can do a role play on service recovery
* Identify any existing services. Locate loopholeshieir design and suggest modifications

RECOMMENDED BOOKS:
* Services Marketing-Valarie A Zeithmal & Mary Jo Batr, 5/e, TMH, 2011
« Services Marketing-Christopher Lovelock, Pearsondation, 2004
» Services Marketing: Operation, Management and &jyaKenneth E Clow & David L.
Kurtz, 2/e, Biztantra, 2007
» Services Marketing: The Indian Perspective-RavinRag Excel BOOKS, 2006

REFERENCE BOOKS:

» Services Marketing - Rajendra Nargundkar, 3/e, TI61,0
Services Marketing - Govind Apte, Oxford, 2007
Services Marketing - Hoffman & Bateson, 4/e, Cermrghagarning-2007
Service Marketing - Peter Mudie and Angela Pir3ie, Elsevier, 2006
Service Marketing - Jha S. M, HPH

MARKETING RESEARCH

Subject Code : 14MBA MM304 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:
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* To provide an understanding of the basics of margatsearch and to build a research
vocabulary, key terms and ideas.

» To provide a balance of the theoretical and prattispects of marketing research and
encourage the students to take up analytical atidatthinking through research.

» To highlight importance of research in management

Module 1: (8 Hours)
Introduction: Meaning, scope and importance of marketing rebearen vs. agency marketing
research; marketing information system; meaningdrend components, marketing information
system and marketing research; marketing reseamtegs-1 an overview; problem definition,
formulation and preparation of research proposal.

Module 2: (8 Hours)
Primary Data Collection: Primary data collection methods; mail survey,pgbtene survey and
interviews and their evaluation; observations; expental methods, questionnaire preparation
and administering, organizing fieldwork for collieg data.

Module 3: (8 Hours)
Research Design and Information SourcesMeaning and scope of research design; types of
research designs, exploratory, descriptive and lasive; sources and uses of secondary data,
collection of secondary data.

Module 4. (8 Hours)
Sample Design and Sampling:Determining universe, sampling frame and samplimif;
determining sampling method; non probability andobability methods; sample size
determination; sampling errors vs. non-samplingrstr

Sampling: Steps &Types: Probability / non probapili(simple, systematize; stratified
proportionate, disproportionate), Sample size datetion

Module 5: (8 Hours)
Questionnaire design:Steps in Q.D. with examples for each step. Ratica)eS, Juster, Likert,
Semantic Differential, Thurston, Attitude Scalesal®s for illiterate respondents

Module 6: (8 Hours)
Measurement Techniques:Nominal Scale, Ordinal Scale, Interval Scale, ®&&cale; Scale
Types: Comparative Scaling, Non-comparative ScalAititude Measurement, Self-Reporting
Methods, Methods for Rating Attributes, Data AnaysCustomer Research, Advertising
Research, Product Research, Distribution Rese8aths Research, Marketing

Environment Research, Internet Marketing Reseanuth International Marketing Research

Module 7: (8 Hours)
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Research trends, Behavioural Science Based Apprdamnomic and Competitive Pressures,
Consumer Insight Groups, Quantifying Emotions, Iotpaf the Social Media, Do-it-Yourself
(DIY) Research; Research ethics, typical reseandis Research and culture;

Practical Components:

» Choose 5 successful products or services and fgehé insight behind them through a
field survey.

» Do a comprehensive essay on the difference bete@esumer vs. trade vs. competition
insights & 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 Intentiesir 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 & Zindagnitegi & My name is Khan---and
interview consumers about the reasons for theicess: Similarly repeat this with 3
recent expensive flop movies and Present yourrigsglio the class

RECOMMENDED BOOKS:

» Marketing Research contemporary approach- Naragayrand GVRK Acharyalu, Excel
publications

* Marketing Research and consumer Behavior Saravheask Vikas publishing house

» Essentials of Marketing Research — 4/e, Tony ProBtdl, 2005

» Essentials of Marketing Research — William G. Zikdu et.al. 4/e, Cengage Learning,
2010.

» Research Skills for Students: Transferable andriegrSkills - Allison, et.al. 1996.

» Market Research — Aekar, 11/e, Wiley publicatidctt¥)2.

REFERENCE BOOKS:
» Market Research: a guide to planning, methodologgvé&luation - Paul Hague, Kogan
Page, 1996.
» Market Research Best Practice. 30 Visions of theréu- Peter Mouncey, et.al, 2007.

BUSINESS MARKETING

Subject Code : 14MBA MM305 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

» The purpose of this course is to develop an unaedgtg among the students about the
various concepts of Industrial Marketing, which drelpful in developing sound
marketing policies for Industrial goods.
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» The course prepares students for careers in ths afenarketing of Business products &
services.

* It enhances the ability of the students to undedsthe nature of B2B marketing & the
process involved in practice.

* It equips in the Development of B-2-B Strategied #reir implementation

Module 1: (6 Hours)

Nature of Business Marketing: Business Marketing Concept, Business vs. Consumer
Marketing, Economics of Industrial demand, Typesirafustrial Markets, Types of Business
Customers, Classifying Industrial Products & Sessic Business customers purchase
orientations, Organizational Procurement Charasties, Environment Analysis in Business
Marketing.

Module 2: (7 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.

Module 3: (8 Hours)
Buyer-Seller Relationship: Relationship in Business Marketing, Types of Relahips,
Developing & Implementing effective relationshi@rketing strategies, CRM.

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

Module 4: (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 Industriabduct Life
Cycle, Developing Strategies for new and existiragpcts, Branding process & Brand strategy.
Business Service MarketingSpecial Challenges

Module 5: (7 Hours)
Formulating Channel Strategy: Nature of Business Marketing channels, IntermeegiDirect
and Indirect Channels, Channel Objectives, Chamredign, Managing Channel Members,
Selection and Motivation of Channel Members, Chanagflicts, SCM, Logistics Management,
Customer Service, Major cost centres of Market &ticg.

Module 6: (8 Hours)

Pricing Strategies: Price Determinants, Factors that Influence theiRyiStrategies, Pricing
Methods, concept of learning curves, Pricing Stiat® Pricing Policies, Terms of Payment,
Competitive Bidding, Leasing

The Promotional Strategies: Communication Objectives, Role of B-2-B Advertisingales
Promotion in Industrial Markets, Trade shows andiBitions.
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Module 7: (8 Hours)
Management of Sales ForcePersonal Selling, The Selling Process, Key Accddimmagement,
Managing the Industrial Sales Force, Organizing andtrolling the industrial sales force
activity, planning for sales force Deployment, M@&sg the Effectiveness of Sales Force,
Customer relationship Management Strategies fom@ss Markets, Ethical Issues.

B2B through E-Commerce: Business-to-Business forms of E-Commerce, ModalBPB e-
commerce, Marketing strategy for the electronicketplace.

Case Studies in Indian context only. (4adirs)

Practical Components:

» Group presentations on organizational buying beira&i practices in purchase of raw
materials, capital & facilitating goods in Indiam'€ & MNC'’s operating in India.
Segmentation & Positioning of B2B Products.

Forecasting Techniques for demand of IndustriatiBects
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, Latest tigdi Tata McGraw Hill
Publication.
« Industrial Marketing — Robert R Reeder & Reedef? Edition; Prentice-Hall
International Publication.
* Business Marketing Management — Michael D Hutt, e W Speh, Latest Edition,
Cengage Learning Publication.

REFERENCE BOOKS:
* Business Marketing — Frank G Bingham Jr., Latesitiddd Tata McGraw Hill
Publication.
» Industrial Marketing — Mukherjee H S; Latest Editi&excel BOOKS Publication.
» Industrial Marketing — PK Ghosh, Latest Edition;f@x University Press.

SUPPLY CHAIN MANAGEMENT

Subject Code : 14AMBA MM306 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:
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* The objective of this course is to enable the stude understand the basic concepts,
processes and key elements of a supply chain amdH&y interact in supply chains.

e This subject provides information regarding theatstgies for establishing efficient,
effective, and sustainable supply chains.

* This subject is designed to explain the criticésoof technology in supply chain planning,
visibility, and execution.

Module 1 (8 Hours)
Introduction: Basic concepts & philosophy of SCM, essential festu decision phases —
process view, supply chain framework, key issueS@M and benefits.

Module 2 (8 Hours)

Designing the supply chain network Designing the distribution network, role of distrtion,
factors influencing distribution, design optionsstdbution networks in practice, network design
in the supply chain, factors affecting the netwoldsign decisions. Designing and Planning
Transportation Networks, role of transportation,de® and their performance, transportation
Infrastructure and policies, design options and tinede-offs, tailored transportation.

Module 3 (8 Hours)

Inventory Management: Concept, various costs associated with invento@QEbuffer stock,
lead time reduction, reorder point / re-order lefbehtion, ABC analysis, SDE/VED Analysis.
[Simple problems only for understanding the conjcept

Module 4 (8 Hours)

Purchasing and vendor managementCentralized and decentralized purchasing, funatibn
purchase department and purchase policies, veradimigt evaluation, single vendor concept,
management of stores, account for materials, justme & Kanban systems of inventory
management

Module 5 (8 Hours)

Logistics Management:Logistics of part of SCM, logistics costs, diffetenodels, logistics,
sub-systems, inbound and out bound logistics bugiwdffects in logistics, distribution and
warehousing management.

Module 6 (7 Hours)
Demand Management and Customer ServicdDemand Management, traditional forecasting,
CPFRP, customer service, expected cost of stockouts

Module 7 (4 Hours)

Recent issues in SCMRole of computer/ IT in supply chain managementMCRs SCM,
Benchmarking concept, features and implementatmstsourcing — basic concepts, value
addition in SCM — concept of demand chain managémen
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Case Studies in Indian context only. (5 Hours)

Practical Components:

* Students are expected to choose any 2 Indian Crgfgomi and study their supply chain in
terms of drivers of the Supply chain and submézort

» 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 particulas.typ

» Students can identify the various types of IT aggilons employed by Indian Organizations
in their Supply chain.

RECOMMENDED BOOKS:

* Supply chain management, Chopra Sunil and Petand¥eBrd edition, Pearson, 2007.

« A Logistic approach to Supply Chain Management yl€oBardi, Longley, T Edition,
Cengage Learning.

e Supply Chain Logistics Management, Donald J BowerBand J Closs, M Bixby Coluper,
2"! Edition, TMH, 2008.

« Supply Chain Management-A Managerial Approach,Anfitinha, Herbert, @ edition,
TMH.

REFERENCE BOOKS:

* Logistics and supply chain management, G. Ragh(rdui.A.), Macmillan, 2000
Harnessing value in supply chain, Emiko Bonafidlmhnwiley, Singapore, 1999

Material Management rearview, Dr. Gopal Krishnagai8on New Delhi, 2002

Supply Chain Management, B.S. Sahay, Macmillantdé@aEducation, 2004

A Text Book of Logistics and Supply chain managemekgarwal D.K. - £ edition,

Macmillan.
Finance Specialisation
PRINCIPLES AND PRACTICES OF BANKING
Subject Code : 14MBA FM301 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week
Objectives:

» To discuss the banking system and structure imInd

* To understand the nature of banker- customer oglstip.

* To comprehend the technological up gradation aptiGgtion in banking
* To provide an understanding of asset liability nggmaent in banks
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Module 1: (8 Hours)
Banking system and structure in India Evolution of Indian Banks-Types of banks -Public
Sector, Regional Banks, Performance of Public $dxanks, Private Sector Banks.

Commercial banking: Structure, Functions - Prim@argecondary function, Role of commercial
banks in socio economic development, Services reddeCredit creation and Deployment of
Funds.-Role of Reserve Bank and GOl as regulatdwaoking system — Provisions of Banking
Regulation Act & Reserve Bank of India Act

Module 2: (9 Hours)
Banker and customer — Types of relationship between banker and customeddankers
obligations to customers — Right of lean, setgbprapriation—Bankers legal duty of disclosure
and related matters

Customers™ accounts with banks- Opening- operation — KYC norms and operation p€ebyof
accounts and customers — Nomination — Settlemed¢ath claims

Module 3: (7 Hours)

The Negotiable Instruments Act 1881-Features ofdiafle instruments-Important concepts
and explanations under the Negotiable Instruments Ahe Paying Banker-Dishonour of
cheques-Negotiation-Endorsement- The CollectingkBeiNegligence-Bills of exchange and
promissory note-Discharge of Negotiable instrumétusadis.

Module 4. (8 Hours)
Banking Technology Concept of Universal Banking-Home banking — ATNtgternet banking

— Mobile banking- Core banking solutions — Debitedit, and Smart cards — Electronic Payment
systems-MICR- Cheque Truncation-ECS- EFT — NEFT-BTG

Module 5: (8 Hours)
International banking - International Banking: Exchange rates and Forexsifess,
Correspondent banking and NRI Accounts, Letter€rafdit, Foreign currency Loans, Facilities
for Exporters and Importers, Role of ECGC, RBI &M Bank

Module 6: (7 Hours)
Banker as lender— Types of loans — Overdraft facilities — Discoungtof bills — Financing book
debts and supply bills- Charging of Security biptedge — mortgage — assignment.

Module 7: (9 Hours)

Asset Liability Management(ALM) in banks: Comporemdf Liabilities and Components of
Assets, Significance of Asset Liability managemdhirypose and objectives. Prerequisites for
ALM, Assets and Liabilities Committee (ALCO)- Actiies of ALCO

Practical Components:
» Students can Understand Universal Banking & Cre&$kn§ concepts adopted by banks
» Students can Understand Customer Profiling aspeldgted by banks
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» Students can Understand Advertisement & Publidityres done 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 — Jyothsna SetiNighwan Bhatia, %' edition, PHI,
2009.

» Bank Management - Koch W, Timothy, & S. Scott, CayrgyLearning, New Delhi.

« Management of Banking and Financial Services, Péathe Suresh and Justin Padl® 2
edition, Pearson, 2011.

» Banking Theory and Practice, K.C. Shekhar and Lelsishekhar, 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.
* Management of Banking and Insurance — Sondhi N/riada Publications.
» Banking and Insurance — Aggarwal O. P, HimalayaliBling House.

INVESTMENT BANKING & FINANCIAL SERVICES

Subject Code : 14AMBA FM302 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

* To provide an understanding of the functioningmestment 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 explain the concept and developments in micnoarfce, credit rating and
securitization

Module 1: (8 Hours)
Investment Banking- Introduction-Functions of Investment Banks- Typésnvestment Banks-
Investment Banking Services- Merchant Banking SesAdlssue Management-Pre issue and Post
issue obligations-Changing landscape of InvestrBanking

Regulation of the Capital Market- SEBI regulatidios merchant bankers, brokers and sub
brokers, intermediaries and portfolio managers- ISEBue and Listing of Debt securities
Regulation 2008
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Module 2: (8 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- Recent amendments

Custodial services- The Stock Holding Corporatibindia Limited

Module 3: (7 Hours)
Housing Finance Role, Types of housing loans, Institutions anadhksaoffering Housing
Finance, Procedure and Interest rates. Incomemphdation. Reverse mortgage loan
Non-Banking Finance Companies Types, Growth, Functions, RBI Guidelines, Prudgnt
Norms.

Module 4: (7 Hours)
Factoring: Origin, Types, Factoring mechanism, advantagastofing charges, International
factoring, Factoring in India

Forfeiting: Origin, characteristics, benefits, difference bestw factoring and forfeiting, growth
of forfeiting in India

Module 5: (8 Hours)
Underwriting : Concept — Devolvement - Business model - Undéirvgiin fixed price offers
and book built offers.

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

Microfinance: The paradigm - NGOs and SHGs - Microfinance dejiveechanisms - Future
of micro finance

Module 6: (12 Hours)
Leasing: Concept, Steps in Leasing Transactions, Types eésé&, 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 Agreementp@dason of Hire
Purchase with Credit sale, Instalment sale andihga88anks and Hire Purchase. Problems
related to outright purchase, Hire purchase andibga

Module 7: (6 Hours)
Credit rating : Definition and meaning, Process of credit ratrfiginancial instruments, Rating
methodology, Rating agencies, Rating symbols ofedéht companies. Rating agencies for
SMEs

Securitization of debt: Meaning, Features, Special Purpose Vehicle, Tygesecuritisable
assets, Benefits of Securitization, Issues in Sgzation.
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(QUESTION PAPER: Full Theory Case study-Problem onleasing, hire purchase, outright
purchase.)

Practical Components:
» Students can study the procedure for the sancfibousing loans by a bank
e Students can study the Procedure to open a Dentauricand an Online Trading
Account.
Students can study the Calculation of EMI.
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 faciag service and submit a report.

RECOMMENDED BOOKS:
* Indian Financial System — Bharati V. Pathak, 3&grBon Education, 2011.
* Investment Banking- Pratap G Subramanyam, Tata kleGill, 2012.
* Financial services - Khan M.Y, 6/e, McGraw Hill,220
* Financial Markets and Services — Gordon & Natarajas, Himalaya publishing, 2011.
* Merchant Banking & Financial services - Vij & Dhawédl/e, McGraw Hill, 2011.

REFERENCE BOOKS:
* Indian Financial System — Machiraju, 4/e, Vikas1@0
* Indian Financial System—Khan M. Y, 7/e, TMH, 2011.
» Dynamics of Financial Markets and Institutions mdia — Srivastava R. M, Excel Books,
2010.
« Banking and Financial Services, Dr. Mukund ShardfH, T edition, 2014

INVESTMENT MANAGEMENT

Subject Code : 14MBA FM303 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

* To develop a thorough understanding of processwastments.

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

» To provide conceptual insights into the valuatibsecurities.

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

* To familiarise the students with the fundamentad &chnical analysis of the diverse
investment avenues

Module 1: (Theory) (6 Hours)
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Investment: Attributes, Economic vs. Financial Isiveent, Investment and speculation, Features
of a good investment, Investment Process.
Financial Instruments: Money Market Instrumentspi@d Market Instruments, Derivatives.

Module 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 Procedueesling Stock Exchanges in India.

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

Module 3: (Theory & Problems) (8 Hours)

Risk and Return Concepts: Concept of Risk, TypeRisk- Systematic risk, Unsystematic risk,
Calculation of Risk and returns.

Portfolio Risk and Return: Expected returns of atfpbo, Calculation of Portfolio Risk and
Return, Portfolio with 2 assets, Portfolio with radhan 2 assets.

Module 4: (Theory & Problems) (8 Hours)
Valuation of securities: Bond- Bond features, Typé€Bonds, Determinants of interest rates,
Bond Management Strategies, Bond Valuation, Bonchfian.

PREFERENCE Shares- Concept, Features, Yields.

Equity shares- Concept, Valuation, Dividend Valoatmodels.

Module 5: (10 Hours).
Macro-Economic and Industry Analysis: Fundameraablysis-EIC Frame Work, Global
Economy, Domestic Economy, Business Cycles, Industalysis.

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 Behavioural Finance: Randomlkwand Efficient Market Hypothesis,
Forms of Market Efficiency, Empiricial test for thfent forms of market efficiency.
Behavioural Finance — Interpretation, Biases ait@jaes. (Theory only)

Module 6: (Theory & Problems) (10 Hours)
Modern Portfolio Theory: Markowitz Model -PortfoliSelection, Opportunity set, Efficient
Frontier. Beta Measurement and Sharpe Single Iivitzdel

Capital Asset pricing model: Basic Assumptions, GAREquation, Security Market line,
Extension of Capital Asset pricing Model - Capitarket line, SML VS CML.

Arbitrage Pricing Theory: Arbitrage, Equation, Assation, Equilibrium, APT and CAPM.

Module 7: (Theory & Problems) (8 Hours)
Portfolio Management: Diversification- Investmerjectives, Risk Assessment, Selection of
asset mix, Risk, Return and benefits from diveratibn.

Mutual Funds:, Mutual Fund types, Performance ofdduFunds-NAV. Performance evaluation
of Managed Portfolios- Treynor, Sharpe and JenseasMres
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Portfolio Management Strategies: Active and PasBm#folio Management strategy.
Portfolio Revision: — Formula Plans-Rupee Costrageg

(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 manage 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 axcfe.
Students should study of the stock market pages frasiness press and present their
observations
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 almilabthe market and do their
Performance evaluation.

RECOMMENDED BOOKS:

Investment Analysis and Portfolio management —d&maa Chandra, 3/e, TMH, 2010.
Investments — ZviBodie, Kane, Marcus & Mohanty,, 8/&H, 2010.

Investment Management — Bhalla V. K, 17/e, S.Chafd1.

Security Analysis & Portfolio Management — Fishedadordan, 6/e, Pearson, 2011.
Security Analysis & Portfolio Management — Punitaty Pandian, 2/e, Vikas, 2005.
Investment Management — Preethi Singh, 17/e, HiyaaRblishing House 2010.
Security Analysis & Portfolio Management- KevinFSl, 2011.

Investments: Principles and Concepts — Charlesries] 11/e, Wiley, 2010.

Security Analysis & Portfolio Management — FalgthiPandya, Jaico Publishing, 2013.

REFERENCE BOOKS:

Fundamentals of Investment — Alexander, SharpdeBad/e, PHI, 2001.

Security Analysis & Portfolio Management — Naganaia& Jayabal G , % Edition, New
Age international, 2011.

Investment — An A to Z Guide, Philip Ryland! Edition, Viva Publishers, 2010.
Guide to Investment Strategy-Peter Stany&rE2lition, Viva Publishers, 2010.
Security Analysis & Portfolio Management — Sayesh BYat, ' Edition, Biztantra,
2011.

Security Analysis & Portfolio Management— Dhaneshat(i, ' Edition, Macmillan,
2010.

Security Analysis & Portfolio Management — Avadh¥niA, HPH.

Investment Analysis & Portfolio Management— ReiBye, Cengage Learning.
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ADVANCED FINANCIAL MANAGEMENT

Subject Code : 14MBA FM304 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark400
Practical Component : 01 Hour / Week
Objectives:
. To understand the management of working capital ahdrt term
financing.
. To understand the techniques of cash, inventory aeckivables
management
. To comprehend the capital structure and dividenatyof the firm
. To enable the student to appreciate the role ahfial management in an
organisation.
. To develop planning skill and monitoring skill im&ncial management

functions effectively, so that the students be dblapply the appropriate management
strategy to face the company challenges.

Module 1: (8 Hours)
Working capital managemen — 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.

Module 2: (6 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.

Module 3: (7 Hours)
Receivables Management- Credit management through credit policy varigblmarginal
analysis, Credit evaluation: Numerical credit segriand Discriminate analysis. Control of
accounts receivables, Problems on credit grantogstbn.

Module 4: (7 Hours)
Inventory Management Determinations of inventory control levels : ardg, reordering,
danger level. EOQ model. Pricing of raw materilonitoring and control of inventories, ABC
Analysis.

Module 5: (10 Hours)
Capital structure decisions— capital structure & market value of a firm. ®hes of capital
structure — NI approach, NOI approach, Modiglianilléd approach, traditional approach.
Arbitrage process in capital structure. Planning tlapital structure: EBIT and EPS analysis.
ROI & ROE analysis. Capital structure policy
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Module 6: (8 Hours)
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 behaviour. Legal and
procedural aspects of dividends Corporate DividEsuxl

Module 7: (10 Hours)
Special issues in financial management

Corporate financial modelling Agency problem andsideration. Effect of inflation on Asset
value, firm value, returns Financial planning — iBay financial planning, sales forecast method,
pro-forma P & L account method, pro-forma balaniceet method, determination of External
Financing Requirement (EFR).

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.

RECOMMENDED BOOKS:
* Financial Management - Prasanna Chandra, 8/e, T2AH].
* Financial Management - M.Y. Khan & P.K. Jain, G/&|H, 2011.
* Financial Management - I.M. Pandey, 10/e, Vika4,120

REFERENCE BOOKS:
* Financial Management: Theory & Practice - Brighark8rhardt, 10/e, Cenage Learning,
2004.
Corporate Finance: Ross, Westerfield & Jaffe,— TM8fe, 2010
Financial Management & Policy - Vanhorne, 12/e,rBea
Principle of Corporate Finance— Brearly and Myé&¥e, TMH, 2012.
Corporate Finance: Theory & Practice — Ashwath Daanan, 2/e, Wiley India Pvt. Ltd.,
2009.
» Cases in Financial Management - Pandey & Bhatt,T2v#H, 2012.
* Financial Management: Comprehensive Text Book @iise Studies — Ravi M. Kishore,
7/e, Taxmann.

COST MANAGEMENT

Subject Code : 14MBA FM305 IA Marks : 50
No. of Lecture Hours / Week .04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks.00
Practical Component : 01 Hour / Week
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Objectives:

. To describe the cost concepts, cost behaviorsgastdaccounting techniques that
are applied to manufacturing and service businesses

. To provide an understanding of the use of costrimétion in support of different
strategies

. To demonstrate costing methods and techniques pipgi® to a variety of
businesses

. To prepare and interpret budgets and operatindtsebuough variance analysis

To describe the use of balanced scorecard andiexpmav the balanced scorecard
supports strategic cost management

Module 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

Module 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 Uraher Over absorption of Overhead)

Module 3: (8 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.

Module 4. (8 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 .

Module 5: (8 Hours)
Demerits of Traditional Costing, Activity Based €ling, Cost Drivers, Cost Analysis Under
ABC ( Unit level, Batch Level and Product SustagiActivities), Benefits and weaknesses of
ABC, Simple Problems under ABC.

Module 6: (5 Hours)

Cost Audit,-objectives,, Advantages, Areas and 8cay Cost Audit , Cost Audit in India --
Practical—Read the contents of the report of @aslit and the annexure to the Cost Audit
report.

Management Audit- Aims and the objectives, Saupdanagement Audit.

Module 7: (7 Hours)
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Reporting to Management — Purpose of reporting-iR#gs of a good report,, Classifications of
Report, Segment reporting, Applicability of Accwmg Standard 17, Objectives, Users of
Segment reporting. Cost Reduction, and Cost Chritewget Costing — its Principles, Balanced
Scorecard as a performance measure- Features-deyp@asons for use of Balanced scorecard.

Proportion of problems to theory 50%

Practical components:

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

RECOMMENDED BOOKS:

. Cost Accounting: Theory and Practice - BhabatosteBae, 18 Edition, PHI.
A Text book of Cost and Management Accounting —and. N, 11" Edition, Vikas.
Financial Statement Analysis and Reporting - MohRaa P, PHI, 2011.
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, piath, M.G. Krishnamurthy
and Anita S. Yadav, Paramount Publishing House3201

REFERENCE BOOKS:

. Cost Accounting — Khan M. Y and Jain P. K, TMH.

. Principles and Practice of Cost Accounting - Bratgayya, ' Edition, PHI.

. Cost and Management Accounting- Arora M. N, 3rdasygd and Revised
Edition, HPH.

. Managerial Accounting- James Jiambalv¥$, Edition, Wiley India Pvt. Ltd.

. Management Accounting - Khan M. Y and Jain P. & Hlition, McGraw Hill,
2012.

. Advanced Cost Accounting — Madegowda J, HPH.

. Cost and Management Accounting — Arora M. [ Rlition, HPH.

STRATEGIC CREDIT MANAGEMENT

Subject Code : 14MBA FM306 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

* To provide an overview of the sound lending decisiby a bank
» To explain the process of evaluation of the loappsal
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» To provide an insight into the different types @dihs
* To describe the aspects of NPA management

Module 1: (8 Hours)
Credit management in banksScreening of applications-Appraisal of credit-Sanc 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.

Module 2: (8 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 unsécadvances- Short term and long term
advances.

Module 3: (7 Hours)
Evaluating consumer loans- Types- Credit analysis of consumer loans- Rigkirneanalysis of
consumer loans- Customer profitability analysis kxash pricing- Fixed Vs floating rates

Module 4. (8 Hours)

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

Module 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

Module 6: (8 Hours)
Financing to small scale industries and large scaladustries- Term lending- Syndicated loan
system- Role of development banks in industriahrice- Working capital finance- Turnover
method — Modified version of MPBF — Cash budgetrapph- Long term finance-Project
financing —Industrial sickness and BIFR.

Module 7: (9 Hours)
NPA management— Introduction- Identification of NPAs- Asset cldgstion- Prudential
norms- Capital adequacy — International Banking URaegn-Basel Il — 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, Lok Adalats, Debt Recové&rjpunals, Corporate Debt
Restructuring, Willful defaulters, SARFAESI Act, $et Reconstruction Companies-CIBIL
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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 BP&ks and two private banks.

RECOMMENDED BOOKS:

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

« Banking Theory and Practice - Shekar and ShekdrEtition, Vikas Publishing House,
2009.
Bank Management - W. Koch Scott, Timothy, Cengagarhing, New Delhi.
Commercial Banking -Benton Gup & James Kolafl,Bition, Wiley India, 2010.
Indian Financial System, Bharati V. Pathak,Bition, Pearson, 2012.
Bank Credit Management, G. Viajayaragavan, HimaRwyhlishing House, 2009.

REFERENCE BOOKS:
* Industrial Finance - Vishwanathan R, Macmillan, N@alhi.
 Banking and Financial System - Prasad K, Nirmalal @&handradas. Himalaya
Publishing House, Mumbai.
* Managing Banking Risks - Cade, Eddic, WoodheadiBtudis, England.

Human Resources Management

INDUSTRIAL RELATIONS AND LEGISLATIONS

Subject Code : 14MBA HR301 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To enable students to grasp and apply the priripldR 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 imgari sustaining Industrial peace
anchored on harmonious Employee-Management retation

PART A:

INDUSTRIAL RELATIONS (40 hours)

MODULE 1: (8 hours)
Introduction:

Background of Industrial Relations — Definition,ope, objectives, factors affecting IR,
participants of IR, importance of IR. Approachedrtdustrial relations, system of IR in India —
Historical perspective & post independence perade of Discipline and historical initiatives
for harmonious IR, Government policies relating labor, ILO and its influence on Legal
enactments in India.

63



MODULE 2: (8 Hours)

Collective Bargaining & Negotiation:

Collective Bargaining: Definition, Meaning, Nature, essential conditiors the success of
collective bargaining, functions of collective baigng, importance of Collective Bargaining,
collective bargaining process, prerequisites fotlectve bargaining, implementation and
administration of agreements.

NegotiationsTypes of Negotiations-Problem solving attitude,cliiques of negotiation,
negotiation process, essential skills for negatgtWorkers Participation in Management

Module 3: (8 Hours)

Trade Union

Trade Unions: Meaning, trade union movement in India, Objectivele and functions of the
Trade Unions in Modern Industrial Society of Indi@rocedure for registration of Trade Unions,
Grounds for the withdrawal and cancellation of ségition, union structure, Rights and
responsibilities of TUs, Problems of trade unidasiployee relations in IT sector

Module 4: (8 Hours)

Grievance procedure and Discipline management:

Grievance - Meaning and forms, sources of grievance, approathegievance machinery,
Grievance procedures, model grievance procedure.

Discipline - Causes of Indiscipline - Maintenance of discipli Principles of Natural Justice,
Judicial approach to discipline, Domestic enquijriBssciplinary procedures, approaches to
manage discipline in Industry, Principles of Haiv& rule.

Module 5: (8 Hours)

Industrial Conflicts:

Industrial conflict — perspectives, Nature of carfl and its manifestations causes and types of
Industrial conflicts, prevention of Industrial ctinfs, industrial disputes act of 1947, settlement
Machinery of Industrial disputes.

Paradigm shift from industrial relations to empleyeelations — shift in focus, difference,
employee relations management at work, culture emgloyee relations, future of employee
relations.

RECOMMENDED BOOKS:

» Employee Relations Management, P N Singh, Sing¥. R.Pearson Publications, 2011.

* Dynamics of Industrial Relations, Mamoria & Mamgridimalaya Publications, 2012,
ISBN: 9789350514306

* Human Resource Management Principles & Practicejrfss, Vikas Publication.

* Personnel Management & Industrial Relations, NaiGNNair L, S. Chand Limited,
2001, ISBN: 8121918081, 9788121918084

» Essentials of Human Resource Management and ImmluRelations, Subba Rao, 3rd
Revised edition, Himalaya Publishing House, 208BN: 8184886225, 9788184886221

REFERENCE BOOKS:
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The Law of Industrial Disputes, O.P Malhotra, Lekiexis India; Sixth edition (2004),
ISBN: 978-8180380495

A Guide to Settlement of Industrial Disputes, AryaR, Oxford and IBH Pub. Co.
Gherao and Industrial Relations, Aggarwal, Dr. Arfa. and Larki, H., Trade Unionism
in the New Society.

Modern Labour Laws and Industrial Relations, SrikamMishra, Deep and Deep
Publications, 1992, ISBN: 8171004350, 9788171004355

PART B:

Module 6: (8 Hours)

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

Child Labour (Prohibition & Regulation) Act, 1986

Module 7: (8 Hours)

Minimum Wages Act, 1948

Payment of Wages Act, 1936

Payment of Gratuity Act 1972,

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

Employees Compensation Act in 2013

RECOMMENDED BOOKS:

Labor Laws for Managers, BD Singh, Excel Books, @00SBN: 9350621436,
9789350621431

Industrial Relations and Labor laws, SC Srivat&th,Edition, Vikas Publications
Elements of Mercantilie Law - N. D Kapoor, Sultan a@fi, 2004, ISBN13:
9788180549748

Labor Industrial Laws, Dr. V. G. Goswami, Eighth ificth, Central Law Agency,
Allahabad

REFERENCE BOOKS:

Industrial Relations, Trade Unions & Labour Ledisla, P R N Sinha et al, Pearson
Education, 2004, ISBN: 9788177588132

Bare Acts

Industrial Relations and labor laws, Arun Monapanjeet Nambudiri, Patturaju

Selvaraj, TMH, 1997, ISBN: 1259051102, 97812590%110

Industrial relations, trade unions and labor ledishs, P R N Sinha, Indu Bala Sinha,
Seema Priyadarshini Shekar, Pearson Education, PORBI: 9788131731642
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RECRUITMENT & SELECTION

Subject Code : 14MBA HR302 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

* To enable students to understand and apply theipl@s of recruitment and Selection
trends in the industry.

» To provide a conceptual and Application of Selecfvocedure in the Industry.

* To give an understanding of the components and imgaf Latest Selection Tools in the
corporate sector.

Module 1: (6 Hours)

Job Analysis: Meaning, definition and purpose. Methods of jobalgsis: job analysis
interviews, job analysis questionnaire, task anslys/entory, position analysis questionnaire,
subject expert workshops, critical incident teclweiq Fleisclunann job analysis survey,
functional job analysis, job element method, reggrgrid, critical incident technique

Module 2: (9 Hours)

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

Module 3: (7 Hours)

Hiring internally: Meaning and definition of internal recruitment,dvantages and
disadvantages in terms of cost, time, quality anthbility.

Sources of internal recruitment: - circulars, ingh advertisements, employee referrals,
Appointment or promotion, Policy guidelines andamsettlements.

Module 4: (10 Hours)

External Hiring: Meaning and definition of external recruitment.

Sources of recruitment:- advertisement, in newspdp&Radio, Internet, search on the internet,
wanted signboards, consultants, employment exchaegepus recruitment, employee referrals
and unsolicited applications. Advantages and digathges of the above sources in terms of
cost, time, convenience, reach of the targetedlptpn, and quality of applicant pool.

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

Module 5: (8 Hours)

Screening the candidates:Application Forms: bio-data / resume / curriculuritae and
weighted application blanks: meaning definitiontgmse, advantages and disadvantages — taking
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a Behavioural approach to recruitment: spottingeality patterns, making basic assumptions,
predicting the future, strategy Vs. Technique, Rigndown what is needed: targeted
interviewing, focusing on behaviour, assessing Ipenson performs, assuming they have been
hired. — Identifying the ingredients of succesg: Winning candidate profile, challenges in the
interview, the starting point, day to day executiaealing with people, the inner person,
additional characteristics. Studying the CV.

Module 6: (8 Hours)

Testing: Meaning, definition, purpose, advantages and smadges, Ability tests clerical

ability test, mechanical ability test, mental dbpilitest, physical ability test, personality
assessment test, typing test, shorthand test, dcemmuoficiency test

Interviewing: Planning the interview, Interview pess - getting started, examining the 5
interview areas, examining the strengths & wealegdgstening to what are being said, digging
for Behavioural gold, probing for specifics, spotfi patterns, using an interview checklist,
Allowing candidates to ask questions at the engblagming the procedure of selection and
concluding with a happy note, making the decisimerview in public sector undertaking,

statutory requirements.

Module 7: (8 Hours)

Reference checking & Appointment orders:meaning, definition and purpose. Verification of
character, criminal antecedents, previous work Wehaand education qualifications.
Verification of community certificates in publicder companies

Meaning, definition, and purpose. Statutory requeats (under the Shops and commercial
establishments Act). Contents of appointment Iettard copy (or soft copy), method of delivery
and retrieving the acknowledgement copy. Medicahraixation & acceptance of offer for
joining.

Practical Component:

. Students need to identify two jobs in the collegd aeed to do job analysis for
those positions using any of the job analysis nagho
. In teams students can be asked to give preserdadioout various types of jobs

(regular, temporary, full time, part time, appreaticontractual, and outsourcing) in
different industries along with its advantages disddvantages

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

. Obtain online access to the resume data base diriN\anm or Monsterindia.com
for a week give at least four Job Descriptions spekification to each student, to search
and download from the data base at least five resudor each positions.

. Students can identify 4 or 5 jobs of their interastl can create Advertisements
for the same imaging that they are Proprietorshef ¢companies and hiring for these
positions.

. Debate on Advantages and disadvantages of hiritgrred and Internal for the

selected jobs like Police Constable, Doctor, CE@¢cMnical Engineer, Professor etc.,
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. Role play : Students can do the role play for thére process of hiring and
selecting 3 or 4 selected roles in a specific itrgus

RECOMMENDED BOOKS:

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

« Staffing Organization, Herbert G. Heneman IlI, TtmpA. Judge, 8 Edition, McGraw
Hill International.

* Recruitment and Selection, Elearn, Revised Editiddgutledge, 2009, ISBN:
1136369317, 9781136369315

* Online Recruiting and Selection: Innovations in erdl Acquisition, Douglas H.
Reynolds, John A. Weiner, John Wiley & Sons, 2008BN: 1444315951,
9781444315950

» Effective Recruitment and Selection Practices, R. Compton, William J.
Morrissey, Alan R. Nankervis, Bill Morrissey, CCHustralia Limited, 2009, ISBN:
1921485779, 9781921485770

REFERENCE BOOKS:
» Employee Selection, Lilly M Berry, 1 edition, CemggalLearning, 2002, ISBN 13 - 978-
0534580957
» Hiring & keeping the best people, HBS Press, 208BN: 1422131785, 9781422131787
* Human Resource Planning, Dipak Kumar Bhattachargyal edition, Excel Books,
2009, ISBN: 8174464980, 9788174464989
» High performance hiring by Robert W. Wendover, gi&iblication, California, 1991.

COMPENSATION AND BENEFITS

Subject Code : 14MBA HR303 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives

» To discuss the strategic importance of compens&tidhe achievement of organizational
goals. And the identify links between compensatibjectives and business strategy.

» Discuss the role of compensation in attracting,ivating, and retaining a high-quality
workforce.

» Discuss recent theoretical and practical develoggnanthe area of compensation and
benefits.

» Develop the basic competencies required for theeldpment and management of
compensation systems.
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» Discuss how compensation management can becomagetitive advantage.
» Discuss the role of compensation management asgbaithe new mandate for HR
executives.

Module 1: (6 Hours)

Introduction To Compensation: Definition of Compensation, The Pay Model, StgatePay
Policies, Strategic Perspectives of Pay, Strat@gig Decisions, Best Practices vs. Best Fit
Options

Module 2: (6 Hours)
Defining Internal Alignment: Definition of Internal Alignment, Internal Pay r8ttures,
Strategic Choices In Internal Alignment Design, @hinternal Structure Fits Best?

Module 3: (10 Hours)
Job Analysis and Evaluation Why Perform Job Analysis?, Job Analysis Procesiud®b
Analysis Data Collection Process, Job DescriptioDgfinition of Job Evaluation, Major
Decisions In Job Evaluation, Job Evaluation Methétisal Result — Pay Structure

Module 4. (8 Hours)
Determining External Competitiveness and Benefits Mnagement:

Competitiveness Definition of Competitiveness, Pay Policy Altetives, Wage Surveys,
Interpreting Survey Results, Pay Policy Line, Pagdes

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

Module 5: (10 Hours)
Performance Based Compensation System:

Employee Contributions: Pay For Performance (PFP): Rewarding Desired BehgavDoes
Compensation Motivate Performance?, Designing R&RsPMerit Pay/Variable Pay, Individual
vs. Group Incentives, Long Term Incentives. Compgas of Special Groups: Who are Special
Groups?, Compensation Strategies For Special Groups

Module 6: (8 Hours)
Legal & Administrative Issues in Compensation Legal Issues, Pay Discrimination,
Comparable Worth, Budgets and Administration

Module 7: (8 Hours)
Global Compensation Recognizing Variations, Social Contract, Cultl&ePay, Strategic
Choices In Global Compensation, Comparing Syst&xgatriate Pay

Practical Components
» Students must prepare a comprehensive compengalaonto be offered to a Sales
Executive, A General Manager and The CEO of anrorgéion.
» Students to collect information from an IT orgatiza regarding the Cost To Company
of an employee.
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» Students have to prepare questionnaire for conuyietiage survey and carry out wage
survey for any selected sector and prepare a régdtie same.

» Solve various case studies.

» Students must compare and analyze compensatioticesam different countries.

» Students to calculate the bonus amount eligibleatoemployee working as a HR
Executive for the past 10 years in a automobileufenturing organization.

RECOMMENDED BOOKS:

« Compensation & Reward Management, BD SingH, étlition, Excel BOOKS, 2012,
ISBN: 9350620111, 9789350620113

« Compensation, Milkovich & Newman, "6 edition,  Irwin/McGraw-Hill, ISBN:
0256259658, 9780256259650

» Compensation and Benefit Design, Bashker D. Bisw@s, Press, 2012, ISBN:
0133064859, 9780133064858

* An Introduction to Executive Compensation, StevesisBm, Academic Press, 2002,
ISBN: 0080490425, 9780080490427

REFERENCE BOOKS:
» Strategic Compensation, Joseph J. Martocchio, 8litio, Prentice Hall, 2004, ISBN:
0131918737, 9780131918733
 Compensation Management in a Knowledge based we®ilkthard I. Anderson, 10th
edition, Pearson Education
» Compensation Management, Er Soni Shyam Singh, B&oeks, ISBN: 8174465766,
9788174465764.

LEARNING AND DEVELOPMENT

Subject Code : 14MBA HR304 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week
Objectives:
* To make students learn how to design a trainingrenment to maximize learning at
workplace.

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

* To make students understand how assessment, nslaifis, courses, and job experiences
can be used for development.

Module 1: (8 Hours)
Introduction to Employee learning and Developmentlearning, Meaning and significance,
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The Forces Influencing Working and Learning, clasaiion of learning capabilities, learning
theories- Reinforcement Theory, Social LearningdFfige Goal Theories, Expectancy Theory,
Adult Learning Theory, pedagogy and andragogy; ddsic principles of learning, The Learning
Process , Mental and Physical Processes, The bga@ycle, Instructional Emphasis for
Learning Outcomes.

Module 2: (6 Hours)
Training and Learning: Introduction, Relationship, meaning, DesigningeEfive Training,
Forces influencing working & learning, Strategicaifing, Work EnvironmentCharacteristics
influencing transfer of training, organizationav@onments encouraging transfer;

Module 3: (7 Hours)

Training Needs Analysis: Meaning and significance of training needs, typdésneeds,
components of needs, data collection, analysisiatedpretation. Meaning and significance of
training design and development, principles ofnireg design, design process, identifying the
training objectives, determining structure, contelotation, method, learning activities,

Module 4: (11 Hours)

Training implementation & Methods: Meaning and significance of implementation, makang
buying decision, implementation process for makamgl buying decisions, skills of effective
trainer.

Training Methods: Presentation Methods, Hands-on Methods, GroupldBgi Methods.
Choosing Training methods. E-Learning & Use of Tesbgy in Training: Technology's
Influence on Training, Technology & Multimedia, Cpuoter-Based Training, Developing
Effective Online Learning, Blended Learning, Sintidas, Mobile Technology & Training
Methods, Intelligent Tutoring Systems, Distancerbeay, Technologies for Training Support,
Technologies for Training Administration, LearniManagement Systems (LMSs), Systems for
Training Delivery, Support & Administration, ChoagiNew Technology Training Methods.
Outward bound methods Meaning and significance of outward bound leagnifOBL)
methods, process of OBL, risk, safety and ethgsies. Training aids.

Module 5: (8 Hours)

Training Evaluation: Meaning, Reasons for Evaluating Training and sigaifce of training
evaluation, Donald Kirkpatrick’'s Evaluation Mod&eturn on investment in Training, Types of
Evaluation Designs, Considerations @hoosing an Evaluation Design, data collection for
training evaluation, Threats to Validity, Deternmgi Costs, Evaluation Practices in different
organizations, Measuring Human Capital and Traiiotyvity

Module 6: (8 Hours)

Executive development/ Management development

Need, factors affecting MDP, methods, process, i@dtration, delivery, costing & pricing,
Company Strategies for Providing Development, laseel Use of New Technologies for
Learning, Increased Demand for Learning for Virtitdbrk Arrangements, Increased Use of
Training Partnerships & Outsourcing Training,

Module 7: (8 Hours)
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Careers and Career ManagementIntroduction, Importance, Career: meaning, A Modk
Career Development (Career Stages), Career Manage8ystems, Roles of Employees,
Managers, Human Resource Managers, and CompargreeCManagement, Evaluating Career
Management Systems. Special Challenges in Careeadéanent.

Practical Components:

» Study training programs and processes in differemganizations and analyze their
effectiveness.

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

» Students are expected to conduct a mock trainisgi@e including need identification
and a set of students to evaluate the effectiveofab®e same.

» Give atraining needs analysis case and ask tderstsito find out the training needs.

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

RECOMMENDED BOOKS:

« Effective Training, P Nick and Blanchard“2Edition, Pearson Education/PHI, 2005

» Training & Development, Dr. B. Janakiraman, BiztafiViley Dreamtech, 2005

« Employee Training & Development, Noe A Raymond® 2dition, McGraw Hill
Publication, 2011, ISBN: 0072436611, 9780072436617

« Management Training and Development, Gupta B Elition, Vrinda Publications,
2011.

« Training and Development Methods, Dr. RishipdlEtlition, S. Chand, 2011.

« Personal Growth and Training & Development, Ruchv&®tava, I Edition, Vrinda
Publications, 2011.

REFERENCE BOOKS:
» Training for development— Rolf Lynton & Udai Pare8lage Publications, 2011.
» Effective HR Training Development Strategy — RaRaddy, HPH, 2005.
« Training in organizations - Goldsteir" £dition, Cengage learning.

KNOWLEDGE MANAGEMENT

Subject Code : 14MBA HR305 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To understand the fundamental concepts in the stidynowledge and its creation,
acquisition, representation, dissemination, userangse, and management.

» To critically evaluate current trends in knowledganagement and their manifestation in
business and industry.
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» The purpose of this course is to acquaint studertts some of the organizational and
management issues surrounding the emergence amafion and knowledge as key
factors in developing and maintaining a competitideantage for firms.

* Analyze and build communities of practice to cdnite and share knowledge

Module 1: (8 hours)
Introduction: What Is Knowledge Management, Multidisciplinary & of KM, Drivers of
KM, The Two Major Types of Knowledge, The Concephadysis Technique, History of
Knowledge Management, From Physical Assets to Kedgs Assets, Organizational
Perspectives on Knowledge Management, Why Is KMairigmt Today?, KM for Individuals,
Communities and Organizations, Future Challenge&M.

Module 2: (8 hours)
Understanding knowledge: the core of businessKnowledge, Intelligence, Experience,
Common sense. Cognition and KM. Types of Knowledgigert Knowledge, Human Thinking
& Learning. Organization Knowledge Management dexture and Implementation Strategies.
Knowledge creation and capture Knowledge Creation, Nonaka’'s Model, Major Theimagt
KM Models, Takeuchi Knowledge Spiral Model, Knowtgd Conversion, Knowledge Spiral.
Knowledge Architecture, Other knowledge capturémegques.

Module 3: (8 hours)

The knowledge management cycleKnowledge Management System Life Cycle, Major
Approaches to the KM Cycle, The Zack KM Cycle, Bukowitz and Williams KM Cycle, The
McElroy KM Cycle, The Wiig KM Cycle, An IntegratediM Cycle,

KNOWLEDGE CODIFICATION:  Explicit Knowledge Codification, Cognitive Maps,
Decision Trees, Knowledge Acquisition and ApplioatiTools.

Module 4: (8 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 DiscoueBlogs, Content Management Tools,
Knowledge Sharing and Dissemination Tools, Netwagki Technologies, Obstacles to
Knowledge Sharing, Organizational Learning and &dCapital, How to Provide Incentives for
Knowledge Sharing

Module 5: (8 hours)
Knowledge application: Knowledge Application at the Individual, Group & @anizational
Levels, Characteristics of Individual Knowledge \Wfens, Task Analysis and Modelling, EPSS,
Knowledge Reuse, Knowledge Repositories, Strat&gRractical Implications of Knowledge
Application

The role of organizational culture: Different Types of Cultures, Organizational Cudtur
Analysis, Culture at the Foundation of KM, The Effe of Culture on Individuals, Cultural
Transformation to a Knowledge-Sharing Culture, @rgational Maturity Models, KM Maturity
Models, CoP Maturity Models,
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Module 6: (8 hours)

Km strategy and metrics: Knowledge Management Strategy, Knowledge Audit, Gaplysis,

The KM Strategy Road Map, The Management of Orgditimal Memory, Balancing
Innovation and Organizational Structure, Histori€alerview of Metrics in KM, KM Metrics,
The Benchmarking Method, The Balanced Scorecardhddet

Module 7: (8 hours)

The km team & learning organizations: learning orgaization: The mystique of learning
organization, learning and change, RICE Model. Mdaategories of KM Roles, Senior
Management Roles, KM Roles and ResponsibilitiehiwiOrganizations, the KM Profession.
ETHICAL, LEGAL AND MANAGERIAL ISSUES.

Practical Components:

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

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

* To do a comparison on the KM Life Cycle Models aeking their applicability in
organizations.

* To organize a group discussion for students antlertaem to go through the knowledge
acquisition phases.

» Asking students to compare and contrast on difteZ€pPs.

RECOMMENDED BOOKS:

. Knowledge Management, Elias M Awad, Hassan M Ghaitl, 3¢ Edition.

. Knowledge Management in Theory and Practice, Kibaikir, 2" Edition, PHI.

. Knowledge Management: Tool for Business DevelopmentB. Rathan Reddy,
Himalaya Publishing House.

. Knowledge Management, Sudhir Warier, Vikas Pubfightiouse.

REFERENCE BOOKS:
« Knowledge Management, Ratnaja Gogula, ICFAI Unitgrdress, 2002, ISBN:
8178810026, 9788178810027
» Handbook on knowledge management, Holsapple, Sgrivgrlag, 2003, ISBN 978-3-
540-24746-3
 Knowledge Management: Systems And Processes, Flndrma Becerra, Sabherwal
Rajiv, Prentice Hall India

CONFLICT AND NEGOTIATION MANAGEMENT

Subject Code : 14MBA HR306 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
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Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:
* To understand the nature of various dimension®ofiict
* To learn various strategies and techniques to neaoawgflicts
* To understand the importance and role of negotiatiaconflict resolution
» To understand the importance of cross-culturalgemter dimensions of negotiation

Module 1 (8 Hours)
Introduction: Understanding conflict, components, perspectivesanfflict, types of conflict,
models of conflict — Process and Structural Modéis)ctional & dysfunctional conflict,
relationship between conflict and performance iante levels of conflict — intrapersonal,
interpersonal, group & organizational conflictsysmes of conflict - intrapersonal, interpersonal,
group & organizational sources.

Module 2 (8 Hours)

Conflict Management Design:Nature of conflict Management, contingency appno@onflict
management process, the conflict domain, confleatds, conflict distribution, conflict mapping
and tracking.

Module 3 (10 Hours)

Managing Conflict: Managing interpersonal conflict: Thomas conflict resolution approach,
behavioral style and conflict handling, the Coskechank model of conflict resolution,
collaboration & conflict resolution, dealing withfficult subordinates, boss & colleagues, 1 to 1
dispute resolution.

Managing team & organization conflict: techniques to resolve team conflict, strategies to
resolve organizational conflict, effective listegirand dialogue skills, humor and conflict
resolution, negotiation as a tool for conflict region.

Module 4 (6 Hours)

Conflict resolution and Cost: Conflict resolution models, framework model, cleakideas,
new developments in conflict resolution. Environta¢ronflict resolution, gender and conflict
resolution. Assessing the cost of workplace conflic

Module 5 (8 Hours)
NegotiationsTypes of Negotiations, negotiation process, factimr successful negotiations,
essential skills for negotiation, tricks used irgogation process, psychological advantage of
negotiations, Techniques of negotiation, issuaggegptiations.

Module 6 (8 Hours)
Negotiation strategies:Strategy and tactics for distributive bargainingategy and tactics for
integrative negotiation, negotiation strategy atahping. Finding and using negotiation power,
sources of power, Ethics in negotiation.
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Module 7 (8 Hours)
Managing difficult negotiations: Third party approaches: Third party interventiofmmal
intervention methods — Arbitration, Mediation andéess Consultation, Informal intervention
methods, best practices in negotiation.

Practical Components

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

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

* Reading: 8 Habits of Highly Effective People; appihe concepts to understand how
people approach negotiation through different mirsits.

» Conduct Role Plays for different scenarios.

» Solve various case studies dealing with confli¢thieen teams and organizations.

» Ask students to identify three unconscious factivat may affect their negotiation
effectiveness and ask them to explain why or hat plhenomenon may occur.

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

RECOMMENDED BOOKS:

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

» Negotiations, Roy J. Lewicki, David M. Saundersu®&xr Barry, 5/e, Mc Graw Hill, 2005,
ISBN: 9780072973075.

» Contemporary Conflict Resolution, Oliver Ramsboth&iugh Miall, Tom Woodhouse
3" edition, Polity publishers, ISBN 0745649734, 9788649733, 2011.

* Handling Conflict and Negotiation, Manchester Opkesarning, illustrated edition,
Kogan Page, 1993, ISBN 0749411406, 9780749411404

REFERENCE BOOKS:
« Managing conflict and negotiation, B.D. Singf{,elition, Excel books, 2008.
» Conflict Management: Practical guide to develop atiagjon strategies, Barbara A
Budjac Corvette, Pearson Prentice Hall, 2006, ISBIN':4466428, 9788174466426
« Managing Conflict in Organizations, M. Afzalur Rahi4" Edition, Transaction
Publishers, 2011, ISBN 1412844258, 9781412844253.

SEMESTER IV
Marketing Management
SALES MANAGEMENT

Subject Code : 14AMBA MM407 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
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Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:
* To provide an understanding of the concepts, teglas and approaches required for
effective decision making in the areas of Sales &gament.
* To emphasize on the practicing manager's problemsigdemmas.
» To develop skills critical for generating, evalugtiand selecting sales strategies.

Module 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.

Module 2: (6 hours)
Selling skills & Selling strategies:Selling and business Styles, selling skills, giares, selling
process, sales presentation, Handling customectides, Follow-u action.

Module 3: (6 hours)

Management of Sales Territory & Sales QuotaSales territory, meaning, size, designing, sales
guota, procedure for sales quota. Types of saletagiethods of setting quota. Recruitment
and selection of sales force, Training of salesdor

Module 4. (8 hours)

Sales force motivation and compensationNature of motivation, Importance, Process and
factors in the motivation, Compensation-Meaningpds of compensation plans and evaluation
of sales force by performance and appraisal process

Module 5: (6 hours)
Sales management jobStandard sales management process-internatioleal isnagement -
international market selection-market survey apghaar strategy - case study in Indian context.

Module 6: (8 hours)

Sales Manager and Sales PersoRole of sales manager and sales people; functibssales
manager, functions of sales person, types and cfesistics of sales manager and sales people-
Time management for sales manager and sales person.

Module 7: (8 hours)

Selling on the internet: Selling agents for internet trading-net sellingyextising in net trading,
payment system in internet trading-smart card, itredrd, debit card- payment by card:
advantages and disadvantages; How to make intese#ling safe-Digital signature, biometric
method and legal or regulatory environment; Grogftinternet trading in India.

Case Studies in Sales Management (6hours)

Practical component:
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* Interview a salesperson and write a brief repodualwhat 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 apairegular shop. Group the products
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 exposwards 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 thelnagdising planning in retail outlets and
to make a small report.

* Roles and functions of sales manager and salesepampdifferent in every organization
Sales people view the roles of sales managersindlvn way and vice versa. You are
the sales manager of a company. You make an analys/hat 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 @nmtissue in internet trading is : how to
make internet selling safe. Different methods hagen suggested for safety or security
of internet trading. You have to analyze differergthods and recommend a method for
your company.

RECOMMENDED BOOKS:
« Sales Management by Charles, Futrell, 6/e, ThorSsuth Western, 2003.
« Sales & Distribution Management, Tapan K.Panda& ilS@ahadev, 6/e, Oxford
University Press.
» Sales & Distribution Management, A. Nag, McGrawiHiD13

REFERENCE BOOKS:

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

« Sales & Retail Management, an Indian perspectiv®b$.L Gupta, 1/e, Excel Books,
2007.

e Salesmanship and Sales Management-P.K Sahu & K @&, R#&, Vikas Publishing
House3.

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

+ Sales & Distribution Management- Text and Cas&sEd, McGraw Hill.

INTEGRATED MARKETING COMMUNICATIONS

Subject Code : 14MBA MM408 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objective:
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* The general purpose is to build a comprehensivendveork that fully integrates the
various aspects of managerial decision making eelab marketing communications
strategy and tactics.

» This course provides an integrative approach tsthey of the promotion mix, including
advertising, publicity, personal selling, and sadesmotion.

* This course aims at increasing one’s knowledgenierging trends in advertising in
global environment

Module 1: (8 Hours)

Role of IMC in marketing process, IMC planning mhddarketing and promotion process
model. Communication process, steps involved iretiging IMC programme, Effectiveness of
marketing communications Purpose, Role, Functidiypes, Advertising Vs Marketing mix,
Advertising appeal in various stages of PLC

Module 2: (7 Hours)
Advertising Agency: Type of agencies, Services offered by various agencCriteria for
selecting the agencies and evaluation.

Module 3: (6Hours)
Advertising objectives and Budgeting:Goal setting — DAGMAR approach, various budgeting
methods used.

Module 4. (8 Hours)

Media planning: Developing Media plan, Problems encountered, BleBvaluation-Print,
Broadcast media, Support media in advertising.

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

Module 5: (8 Hours)

Direct Marketing: Features, Functions, Growth, Advantages/Disadvastaghnd Direct
Marketing Strategies.

Promotion: Meaning, Importance, tools used, Conventional/uaentional, drawbacks, push
pull strategies, Co-operative advertising, Integratvith advertising and publicity

Public relation/ Publicity:- Meaning, Objectives, tools of public relations, Rulrelation
strategies, Goals of publicity, Corporate Advenisi— Role, Types, Limitations, PR Vs
Publicity.

Module 6: (7 Hours)
Monitoring, Evaluation and control: Measurement in advertising, various methods used fo
evaluation, Pre-testing, Post testing.

Module 7: (12 Hours)
International Advertising: Global environment in advertising, Decision argasnternational
advertising
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Internet advertising: Meaning, Components, Advantages and LimitationgyeByof Internet
advertising

Industrial advertising: B 2 B Communication, Special issues in Industredirsg.

Case studies in Indian context only

Practical Components:

. Study the IMC programs adopted by various colldgestudents applying for an
MBA course? Is the tactic adopted by your collegght? If no, what are your
suggestions?

. Study the role of newspapers, radio, televisiofibdérds, internet and other
media in the marketing of mobiles. cold drinks ngamobiles etc.

. Observe a marriage in your family and write abootvhyou would ‘event
manage’ it?

. Take an advertisement introducing a new produet $&ap, biscuit etc and find

the media in which it was advertised. Ask your rfde if they can recall this
advertisement and the message. Analyse if theydvoulvould not buy the product on
the basis of this advertisement? And why?

Students can do a survey on effective media coneations.

RECOMMENDED BOOKS:
» Advertising and Promotions IMC Perspectives: Belad Belch, 9/e, Tata McGraw Hill,
2012.
» Advertising & Integrated Brand Promotion - O’Guirkilen, Semenik, Cenage Learning.
* Integrated Advertising, Promotion, and Marketingn@ounications, Clow, Baack, 3/e,
Pearson Education, 2007.
* Integrated Marketing Communications — Niraj KuntdPH.

REFERENCE BOOKS:
* Foundations of Advertising, Chynawalla & Sethia,HHR007
» Advertising management - Rajeev Batra, John G M§edsker, 5/e, PHI, 2007.
» Event marketing and management- Sanjaya Singh s\Rk#blication, 2003.
» Advertising Basics, Vilanilam, Varghese, Respon€sJKS, 2007
* Advertising, Sangeeta Sharma & Raghuvir Singh, RB06.

E-MARKETING
Subject Code : 14MBA MM409 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:
* To understand the important concepts related t@ekating
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» To learn the use of different electronic mediadonstructing marketing activities.
* Tointroduce to the students the current tools maeketing space

Module 1: (8 Hours)

Introduction to E-Marketing: Landscape — Past — Today — Future — Internet Martke
Paradigm — Internet Infrastructure Stack

Business Models & Strategies: Strategic Plannirrategy to Electronic Planning — Strategic
Drivers of the Internet Economy — Business ModelgBusiness Models — E-Business Models
— Performance Metrics — The Balanced Scorecard

Module 2: (8 Hours)
E-Marketing Plan: Overview of the E-Marketing Planning Process —afing an E-Marketing
Plan — A Seven-Step E-Marketing Plan

Module 3: (8 Hours)

The E-Marketing Environment: Overview of Global E-Marketing Issues — Countrydan
Market Opportunity Analysis — Technological Readmenfluences Marketing — Wireless
Internet Access — The Digital Divide

Ethical and Legal Issues — Privacy — Digital Proper Online Expression — Cyber Security —
Cyber Crime

Module 4. (8 Hours)

E-Marketing Research: Data Drive Strategy — Marketing Knowledge Manageime
Monitoring Social Media — Technology-Enabled Apmibes — Real-Space Approaches —
Marketing Databases and Data Warehouses — Datayg\sahnd Distribution — Knowledge
Management Metrics - Consumer Behaviour Online —gn@mtation — Targeting —
Differentiation — Positioning Strategies

Module 5: (8 Hours)

E-Marketing Management: Product — Products on Internet — Creating Custoviadue Online

— Product Benefits — E-Marketing Enhanced Produstdlbpment — Price — Change in Pricing
Strategies — Buyer and Seller Perspectives — Pay@mions — Pricing Strategies — Distribution
— Online Channel Intermediaries — Distribution QGimainLength and Functions — Channel
Management and Power — Distribution Channel MetricBromotion — Integrated Marketing
Communication (IMC) — Internet Advertising — Markegt Public Relations — Sales Promotion
Offers — Direct Marketing — Personal Selling — IN&trics

Module 6: (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 Mairkg — Stakeholders — Three Pillars of
Relationship Marketing — Customer Relationship Mgamaent (CRM) — CRM Building Blocks
— Ten rules for CRM Success

Module 7: (8 Hours)
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Evaluating Performance and Opportunities: Measuring and evaluating web marketing
programs — Social and Regulatory Issues — PrivaBgeurity — Intellectual Property — Mobile
Marketing — Media Coverage

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 &mogs & its Marketing Implications

» Students can choose a Website for analysis baseils ocontent, 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 fess in the online world.

RECOMMENDED BOOKS:

« E-Marketing, Judy Strauss and Raymond Frost, Retall, 6" Edition, 2013

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

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

» E Marketing — The essential guide to online mangtiRob Stokes, Flat world
knowledge, 2010.

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

REFERENCE BOOKS:

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

» The New Rules of Marketing and PR: How to Use Sddiadia, Blogs, News Releases,
Online Video, and Viral Marketing to Reach Buyersebtly, David Meerman Scott"®
Edition, Jan 2010.

« E-Commerce: An Indian Perspective, P. T. JosegmtRe Hall, 4 Edition, 2013.

» Electronic Commerce: A Simplified Approach, Muneshandra Trivedi, Jaico
Publishing House, 2011.

* Online Display Advertising: Targeting and Obtrusiess, Marketing Science, Goldfarb
and Tucker, May-June 2011.

STRATEGIC BRAND MANAGEMENT

Subject Code : 14AMBA MM410 IA Marks : 50
No. of Lecture Hours / Week .04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks.00
Practical Component : 01 Hour / Week
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Objectives:

* To help the students appreciate the relationshipvden corporate strategy and Brand
Management.

 To explore the various issues related to Brand Mement and to enhance the
understanding and appreciation of this importamarigible strategic asset including
brand association, brand identity, brand architectleveraging brand assets, brand
portfolio management.

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

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

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

Branding- Meaning, Creation of Brands through goods, sesjipeople, Organisation, Retail
stores, places, online, entertainment, ideas, ergdis to Brand builders

Brand ManagementMeaning & Definition.

Strategic Brand Management Proces$/eaning, Steps in Brand Management Process
Strong Indian Brands (Case study)

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

Customer Based Brand Equity-Meaning, Model of CBBE

Brand Equity: Meaning, Sources, Steps in Building Brands, Bramitbimg blocks-Resonance,
Judgments, Feelings, performance, imagery, saliBnaed Building Implications, David
Aaker’s Brand Equity Model.

Brand ldentity & Positing: Meaning of Brand identity, Need for Identity & Pwsning,
Dimensions of brand identity, Brand identity prism,

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

Module 3: (8 Hours)
Choosing Brand Elements to Build Brand Equity:

Criteria for choosing brand elements, options &itacfor brand elements-Brand name, Naming
guidelines, Naming procedure, Awareness, Brand @&asons, Logos & Symbols & their
benefits, Characters & Benefits, Slogans & BeneglRckaging.

Leveraging Brand Knowledge:

Meaning of Brand Knowledge, Dimensions of Brand Wilezlge, Meaning of Leveraging
Secondary Brand Knowledge & Conceptualizing thetage process.

Module 4: (6 Hours)
Measuring & Interpreting brand performance:

Brand Value chain- Designing Brand Tracking studies, Establishingnior Equity Management
Systems.
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Module 5: (8 Hours)
Measuring Brand Equity:

Methods for measuring Brand Equity- Quantitative Techniques & Quantitative Techniques,
Comparative methods-Brand based comparisons, nragkdbased comparisons-Conjoint
Analysis, Holistic methods.

Managing Brand Equity:

Brand Reinforcement, Brand Revitalization, BrandsiSr

Module 6: (8 Hours)
Designing and sustaining branding strategies:

Brand hierarchy, Branding strategy, Brand extensiod brand transfer, Managing Brands over
time. Brand Architecture and brand consolidation.

Brand Imitations:

Meaning of Brand Imitation, Kinds of imitations, ¢tars affecting Brand Imitation, Imitation Vs
Later market entry, First movers advantages, Fréer reffects, Benefits for later entrants,
Imitation Strategies.

Module 7: (8 Hours)
Making Brands go Global:

Geographic extension, sources of opportunitiesgfobal brand, single name to global brand,
consumers & globalization, conditions favoring nedikg, barriers to globalization, managerial
blockages, organization for a global brand, pattsatayglobalization.

Luxury Brand Management:

Luxury definition and relativity, luxury goods antuxury brands, basic psychological
phenomena associated with luxury purchase, luxuayketing mix, luxury retail, International
luxury markets: historical leaders and emerginghtaes.

Case studies (2 Hours)

Practical Components:

» Go to a supermarket and find the brand elementsiious brands of soaps, mobiles,
jeans, and other products

» If you would start an MBA College, what would thesgtioning 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 tike ayd appraise alternative approaches
to luxury brand management.

» Students can select any two popular brands andifigleand examine the criteria for
success in the luxury brand industry.

RECOMMENDED BOOKS:
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» Strategic Brand Management, Building Measuring &nliging Brand Equity — 2nd Ed
Phi / Pearson Education — Kevin Lane Keller.

Brand Management -The Indian Context — Y L R MoiottWikas Publication.

Strategic Brand Management — Jean, Noel, Kapfekgan Page India.

Brand Imitations — Dr S Kaplan, Dr S Pandey , HieH, 2004.

Brand Management, Tapan Panda, 2/e, Excel Puldlicati

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.
READINGS:
» Catry, B.(2003).The great pretenders: The magiprestige goods, Business strategy
review, 14(3), 10-17.
» Bastein Vincent, Kapferer Jean-Noel, 2009.
* The Luxury Strategy: Break the Rules of Marketiogbuild the Luxury Brand, NY:
Kogan Page-384 pages.

RECOMMENDED BOOK FOR CASE STUDY:
* Brand Management- Text and Cases- U C MathurMaemillan.

RURAL MARKETING

Subject Code : 14MBA MM411 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

» The objective of the course is to provide concdptwaderstanding on the Rural
Marketing with special reference to Indian contextd develop skills required for
planning of Rural Products.

* To create awareness about the applicability ofcthrecepts, techniques and processes of
marketing in rural context.

3. To familiarize with the special problematated to sales in rural markets.

Module 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,
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infrastructure facilities, rural credit institutisnrural retail outlets, print media in rural &ea
rural areas requirement, rural demand and rurakenamdex, problems in rural marketing.

Module 2: (8 Hours)

Rural Consumer behaviou: Consumer buying behaviour models, Factors affgaConsumer
Behaviour, Social factors, Technological Factors;ortbmic Factors, Political Factors,
Characteristics of Rural consumer- Age and StaddébeoLife cycle, Occupation and Income,
Economic circumstances, Lifestyle, Personality &ndnd Belief, Information Search and pre
purchase Evaluation, Rise of Consumerism, ConsuBuging Process, Opinion Leadership
Process, Diffusion of Innovation, Brand Loyalty.

Researching Rural Market: Sensitizing rural market, Research design- refareframe,
Research approach, Diffusion of innovation, Develept studies, PRA approach, The need for
PRA, Sampling, Operational aspects of data cobecti

Module 3: (8 Hours)

Rural Marketing of FMCG'’s: Indian FMCG industry, characteristics of Indian €M sector,
Challenges in the FMCG industry, Rural MarketingMCG’s: Select case studies

Rural Marketing of Consumer durables: Issues related to consumer durables in the rural
market, Rural Marketing of Consumer durables: Sealase studies

Rural marketing of financial services Marketing objectives and approaches, Evolutiorucdl
banking after independence, Challenges in markétinganking services in rural, opportunities
for banking in rural areas, marketing strategiednking services

Module 4. (9 Hours)
Marketing of agricultural inputs: Indian tractor industry: A brief overview, Challggs for
Indian tractor industry, factors suggesting befititure prospects for tractor industry, marketing
strategies for tractor industry

Fertilizer industry in India: Marketing of fertilizer industry, classification &rtilizer industry,
Challenges for marketing of fertilizer industry, meting strategies for fertilizer industry.

Indian agrochemical market: Marketing environment for agrochemicals in Indiactbrs
affecting agro chemicals market growth, structurbhllenges faced by Indian agrochemical
industry, marketing strategies for agro chemicals.

Module 5: (6 Hours)
Marketing of agricultural produce: Profiling of Indian agricultural produces markegin
challenges in marketing of agricultural produceategies to promote marketing of agricultural
produce

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

Module 6: (12 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#eé Distribution, Haats/Shandies, Public
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Distribution System, Co-operative Societies Behavi®f the Channel, Prevalent Rural
Distribution Models- Distribution Models of FMCG @panies, 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

Communication strategy: Challenges in Rural Communication, A view of Conmication
Process, Developing Effective- Profiling the Tdrdeidience, Determining communication
objectives, designing the message, selecting thememication channels, deciding the
promotion mix, Creating advertisement for rural i@ades rural media- Mass media, Non-
Conventional Media, Personalized media, Rural Metliree importance of the two-step flow of
communication Media Typology, The Media Model, Medhinovation, Influence of Consumer
Behaviour on Communication strategies

Module 7: (5 Hours)
Corporate sector in agri-business:Reasons for increased interest of corporate sattagri-
business, opportunities, in the agri-business, fitenaf corporate driven agri-business system-
involvement of corporate sector in agri-businestea case studies.

Digitalizing the Indian rural markets-e-rural matikg: select live case studies-ITC e-choupal,
TARA haat, EID Parry’s Indiaagriline, Kandhamal Ap&pices Association for Marketing
(KASAM)

Practical Components:

* Visit to the various Micro Finance Institutes, waxtend their services in catering rural
market.

» Approaching the FMCG companies which have alreadgred in Rural and Understand
the approach strategy (What is that innovative eph¢he company has adopted in
successfully catering in to rural markets)

* Visit to a village and understand the market strreeand also understand the functioning
part of the rural markets

» Students should come up with new product desigwiitig 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 Kashyap & Siddhartha Riatantra.
* Rural Marketing - Gopal Swamy T. P, 3/e, Vikas Fsibhg House.
» Rural Marketing - Dogra & Karminder Ghuman, 1/e, IM
* Rural Marketing - Sanal Kumar Velayudhan, 2/e, Resp Publication, 2007.

REFERENCE BOOKS:
* Rural Marketing — Mathur U. C, 1/e, Excel BOOKS.
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 Rural Marketing — Krishnamacharyulu C. G & LalithRamakrishnan, Pearson
Education.

Rural Marketing — Habeeb Ur Rahman, 1/e, HPH, 2004.

Rural Marketing —Sukhpal Singh, Vikas Publishers

Rural Marketing — Minouti Kamat & R. Krishnamoortt8/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 Koldsd Joseph N. Uhl, 9/e, PHI.

Rural Marketing — R.V.Badi, N.V.Badi, HPH.

INTERNATIONAL MARKETING MANAGEMENT

Subject Code : 14AMBA MM412 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week
Objectives:
* To introduce students to the international markgtinanagement process, design and
theories

» To develop skills relating to the design of intd¢roiaal marketing strategy.

» To familiarize the essential ingredients of depeig international marketing strategy

» To provide basic knowledge about export — impousibess and countrywide
implications

Module 1: (8 hours)
International Marketing — Definition and Scope —aRens and Motivations — Global Vs
Domestic Marketing — Concepts related to the mamage of international marketing function —
World Trade and India’s foreign trade: an overviewnstitutional framework for exports in
India.

Module 2: (8 hours)
International Trade Theories- Absolute cost-comipaaCost- H-O Theorem- New Trade
Theories- Porter’s Diamond Theory- Managerial lrcgtions

Global marketing environment — cultural EnvironmeRblitical and Legal Environment
Economic Environment.- Modes of entry in to forelgrsiness

Module 3: (8 hours)
India’s Export — Import policy — procedure and Domntation - INCO terms - balance of trade
and payments

Module 4: (8 hours)

International Product Policy and Planning — Priciiog exports and logistics — International
Promotion: Advertising, other forms & Sales forc8election of Channels and Distribution.
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Module 5: (8 hours)
International Market selection — International Metitkg Research — International marketing
Planning and control.

Module 6: (8 hours)
International product decisions- International iogc decisions-International promotional
decisions-Evaluation of international marketing fpenance- coordination of international
marketing performance

Module 7: (8 hours)
International distribution strategy: Internatio@tannels — Channel alternatives — Importance of
Channel decision — Factors influencing the Chamlgglision — Channel Selection decision —
International Retailing — Role of Logistics

Practical Component:

. You are required to develop a comprehensive intenmal Marketing plan in this
group project. Form groups of 4 members and follogvsteps discussed below.

. Pick a leading company-product combination of ychwice.

. Decide upon a country where your company-produntlgoation will be marketed.

The country selection decision would involve makegon-trivial comparison of the
international marketing opportunities in at leasb t(or more) countries of the world
where the chosen company currently does not haeebpns.

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

. Finally, develop a comprehensive international reaing plan and discuss upon
decisions related to the 4Ps of marketing.

. Review detailed guidelines for developing an in&ional marketing plan

. Analyse international marketing environment to usténd opportunities and threats
that a company underlying the behaviors of inteomal consumers and business
associates.

. Conduct international marketing research to gemenafiormation on consumers,
competitors and other aspects of the internatioraaketing environment.

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

. Market segmentation, targeting, and positioningtstyy for international markets

. Collect data to study globalization versus adaptatof marketing mix for

international markets including product, pricingstdbution and promotion decisions.
Dealing with international associates, employeeas @artners including topics such
as international business negotiations, personabgement etc.

RECOMMENDED BOOKS:
. International marketing Management — An Indian Pectve, Varshney and
Bhattacharya, Sultan Chand & Sons, New Delhi.
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Global Marketing Management, Keegan, Prentice bfdihdia, New Delhi.

. International Marketing, Philip Cateora and Johmtam,Tata Mc Graw Hill, New
Delhi.

. Export Management, D.C.Kapoor, Vikas Publishing s&9tNew Delhi.

REFERENCE BOOKS:
« Essentials of International Marketing, Donald LaBy, £' Edition, Jaico Publishing
House, 2011
» Export: What, Where, How, Para Ram, Anupam PublgH2elhi.

Finance Specialisation

MERGERS, ACQUISITIONS AND CORPORATE RESTRUCTURING

Subject Code : 14MBA FM407 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To facilitate understanding of corporate merger aadquisition activity and
restructurings

* To examine the role that M&A plays in the contengwgrcorporate world, and its use as
a strategic tool to provide growth, enhance contigetposition, transform a company or
industry, and create shareholder value.

* To compare and contrast the various forms of catearestructuring.

* To provide the student a framework for analyziransactions including understanding
strategic rationale, deal structures, bidding sg&s, and the need for a value
proposition.

» To assess human and cultural aspects of M&A’s.

Module 1: (8 Hours)
Mergers- types of merger — theories of mergers- operafingncial and managerial synergy of
mergers — value creation in horizontal, vertical aonglomerate mergers — internal and external
change forces contributing to M & A activities- lagt of M & A on stakeholders.

Module 2: (5 Hours)
M & A — A strategic perspective- industry life cycle gmoduct life cycle analysis in M&A
decision, strategic approaches to M&A- SWOT analyBICG matrix, Porter’s five forces model

Module 3: (9 Hours)
Corporate restructuring — significance - forms of restructuring — jointrieres — sell off and
spin off — divestitures — equity carve out — leys@ buy outs (LBO) — management buy outs —
master limited partnerships — Limited Liability Bearship (LLP) in India: Nature and
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incorporation of LLP-De merger- strategic alliancbuyback of shares-employee stock
ownership plans (ESOP)

Module 4: (7 Hours)

Merger Process Dynamics of M&A process - identification of tatge- negotiation - closing
the deal. Five-stage model — Due diligence — Typese diligence strategy and process - due
diligence challenges.

Process of merger integration- organizational and human aspects — managerddlealges of
M&A

Module 5: (12 Hours)
Methods of financing mergers— cash offer, share exchange ratio — mergers eap#al
budgeting decision

Synergies from M&A: Operating and Financial synergy

Accounting for amalgamation—amalgamation in the nature of merger and amalgamia the
nature of purchase- pooling of interest methodclpase method — procedure laid down under
Indian companies act of 1956

Module 6: (7 Hours)
Takeovers types, takeover strategies, - Takeover defencé@rancial defensive measures —
methods of resistance — anti-takeover amendmeptgsen pills

Module 7: (8 Hours)

Legal aspects of Mergers/amalgamations and acquisitakeovers- Combination and
Competition Act- Competition Commission of IndiaGl)- CCl Procedure in Regard to the
transactions of Business Relating to combination Régulations 2011- Scheme of
Merger/Amalgamation-essential features of the seherh amalgamation-Approvals for the
scheme-Step wise procedure- Acquisitions/Takeouasting agreement-The SEBI Substantial
Acquisition of Shares and Takeover code.

Practical component:
Pick up any latest M&A deal. Generate the detdilhe deal and then study the deal in the light
of the following.

* Nature of the deal: merger, acquisition, or takeolfet is a merger, what type of merger

is it?

» Synergies likely to emerge to the combining andcthrabined firm(s) from the deal

* The valuation for the merger

» The basis for exchange rate determination

RECOMMENDED BOOKS:
* Mergers, Restructuring And Corporate Control, F¥éeston, Kwang S Chung, Susan E
Hoag, 4/e, Pearson Education.
» Corporate Finance-Theory And Practice — Aswath Ddaren — John Wiley & Sons.
» Takeovers, Restructuring And Corporate Governawéeston, Mitchell And Mulherin -
4/e, Pearson Education, 2003.
* Advanced Accounts Vol. 2 — Shukla & Grewal, S.Ch&n8ons.
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* Mergers and Acquisitions, Rajinder S. Aurora, KavitShetty and Sharad R. Kale,
Oxford University Press, 2011.

REFERENCE BOOKS:

* Value Creation from Mergers And Acquisitions, SuBlidarsanam — 1/e, Pearson
Education, 2003.

» Merger Acquisitions & Corporate Restructuring — @thashekar Krishna Murthy &
Vishwanath. S.R — Sage Publication.

* Mergers, Ramanujam et al, TMH, 2003.

» Handbook of International Mergers & Acquisitionser@rd Picot, Palgrave Publishers
Ltd.

* Mergers, acquisitions and Corporate Restructuidighikant Jha, Himalaya Publishing
House, 2011.

» Corporate Restructuring, Bhagaban Das, Debdas Rasith Sathya Swaroop Debasish,
Himalaya Publishing, 2009.

* Business Legislation for Management, M.C. Kuchhad &ivek Kuchhal, 4/e, Vikas
Publishing House, 2013.

RISK MANAGEMENT AND INSURANCE

Subject Code : 14MBA FM408 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week
Objectives:

. To provide an understanding of risk and metrafdsandling risk

. To provide an understanding of the risk identificatand measurement

. To comprehend insurance contracts such as headtirance, fire insurance,

marine and health insurance and life insurance

. To provide an understanding of the managementsofrance companies

Module 1: (8 Hours)

Introduction to Risk Management: Risk-Risk and Uncertaintfypes of Risk-Burden of Risk-
Sources of Risk-Methods of handling Risk-Degre®isk-Management of Risk

Risk ManagementRisk Management Process-ldentification Loss expmsséAnalyzing Loss
exposures-Objectives of Risk Management-SelecApgpopriate 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.
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Module 2: (6 Hours)

Risk Identification-Business Risk Exposures-Individual Exposures-Exgmssuwf Physical
Assets -Exposures of Financial Assets -ExposuredHuinan Assets -Exposures to Legal
Liability - Exposure to Work-Related Injury-Basiorepts form probability and Statistics.

Module 3: (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

Module 4: (8 Hours)
Introduction to Insurance

Risk and Insurance- Definition and Basic Characteristics of Insurafaguirements of an
Insurable Risk-Adverse Selection and Insurancerérsze vs. Gambling Insurance vs. Hedging-
Types of Insurance-Essentials of Insurance Costract

Indian Insurance Industry -Historical Framework of Insurance, Insurance @eé&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.

Module 5: (8 Hours)

Life Insurance

Basics of Life InsuranceGrowth of Actuarial Science-Features of Life Iresure-Life
Insurance Contract-Life Insurance Documents-Instgdfremium Calculations.

Life Insurance Classification-Classification on the Basis —Duration-Premium Pagt
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.

Module 6: (10 Hours)
General Insurancelaws Related to General Insurance-General Insur&@waaract-General
Insurance Corporation(GIC)-Performance Private Ruolic General insurance companies.
Health Insurance-Individual Medical Expense Insurance — Long TerrareC Coverage —
Disability Income Insurance — Medi-claim Policy —+a8p 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.
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Marine Insurance-Types of Marine Insurance — Marine Insurance ppies Important Clauses
in Marine Insurance— Marine Insurance Policies rivaRisks-Clauses in Marine Policy.

Motor Vehicles InsuranceNeed for Motor Insurance, Types of Motor Insurarfeagtors to be
considered for Premium Fixing.

Module 7: (8 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 Lifen$urance, Underwriting in non-
life Insurance.

Claims ManagementClaim Settlement in General Insurance-Claim Seitet in Life
Insurance.

Insurance Pricing-Insurance Cost and Fair Premiums, Expected ClawmstsC 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 Successors 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. Harringt@regory R Niehaus, (2007),
Second Edition, Tata McGraw Hill Publishing Compéamyited, New Delhi.

« “Introduction to Risk Management and Insurance”,rfd@n, Mark S. (2008), 18
Edition, Prentice Hall India, New Delhi.

* “Principles of Risk Management and Insurance”, @eoE Rejda, (2009),Twelfth
Edition, Pearson, New Delhi.

* ‘“Insurance and Risk Management”, P.K. Gupta, (201B)yst Edition, Himalaya
Publishing House, Mumbai.

* Principles and Practice of Insurance”, P. Periasg2§09), Second Edition, Himalaya
Publishing House, Mumbai.

* “Risk Management-Insurance and Derivatives”, G.r&shwar, (2011), First Edition,
Himalaya Publishing House, Mumbai.
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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 : 14MBA FM409 IA Marks : 50

No. of Lecture Hours / Week : 04 Exam Hours 3: 0

Total Number of Lecture Hours : 56 Exam Mark<4.00

Practical Component : 01 Hour / Week

Objectives:

. To develop a thorough, critical understanding ef ¢kntral concepts in the law of
income tax, including the capital gains provisicamsg fringe benefits tax

. To enable students to develop experience in idengftax issues and applying
the income tax law to arrive at reasoned solutionzoblems.

. To develop ability to calculate taxable income wdividuals, partnerships and
companies

. To familiarize the students with CST and VAT

Module 1: (7 Hours)

Basic concepts assessment year, previous year, person, assésseme, charges on income,
gross total income, capital and revenue receipssgdential status, receipt and accrual of income,
connotation of income deemed to accrue or aridada. Tax Planning, Tax Evasion and Tax
Management. (Problems on residential Status avithahl assessee)

Module 2: (8 Hours)
Explanation under various heads of income. Inctoma salary (Basic problems), Income from
House Property (Theory Only)

Module 3: (10 Hours)
Income under the head Profit and Gains of Busioned3rofessions and its computation- basis-
method of accounting- scheme of business dedu¢taimsvance- deemed profits- maintenance
of books, Depreciation (Problems on computationinmfome from business/ profession of
Individual assessee and Depreciation).
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Module 4. (8 Hours)
Income under capital gain, basis of charge, trarffeapital asset, inclusion & exclusion from
capital asset, capital gain, computation of caph( theory & problems), deductions from
capital gains.

Module 5: (6 Hours)
Income from Other Sources (Theory Only) Permissd#ductions under section 80C to 80U.
Setoff and carry forward of losses and clubbinghocbmes

Module 6: (7 Hours)
Computation of tax liability of a firm and partners

Module 7: (10 Hours)
Computation of taxable income of a company withcggdereference to MAT. Corporate
dividend Tax.

Central Excise Act, Customs Actand Central Sales TaxandVAT: objectives and important
provisions of the acts. (Theory only)

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 — Vinod Singhania and Kapil Singhaiiemann Publications.
* Indirect Taxes —V S Datey, Taxman Publications.

REFERENCE BOOKS:
» Students Guide to Income Tax — Vinod Singhaniafax Publications.
» Direct Tax — Mehrotra, Sahitya Bhavan.
» Students Guide to Income Tax — Manoharan T. N, Svtnite.
* How to deal with VAT- Kul Bushan, 1/e, Pearson Eatian/PHI, 2004.
» Direct Taxation — Meena Goyal, Biztantra publicafio

INTERNATIONAL FINANCIAL MANAGEMENT

Subject Code : 14MBA FM410 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives

» To provide an understanding the international ento@nd financial environment.
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* 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 mat&end institutions.

Module 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

Module 2: (8 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 Stard, Bretton Woods system, the flexible
exchange rate regime, the current exchange raémgaments, the Economic and Monetary
Union (EMU).

Module 3: (8 Hours)
Foreign Exchange Market: Function and Structure of the Forex markets, oreixchange
market participants, Types of transactions andlédeints Dates, Exchange rate quotations,
Nominal, Real and Effective exchange rates, Detaatron of Exchange rates in Spot markets.
Exchange rates determinations in Forward marketsh&hge rate behaviour-Cross Rates- -
Arbitrage profit in foreign exchange markets, Swiftechanism. Triangular and locational
arbitrage.

Module 4: (8 Hours)
International Financial Markets and Instruments: - Foreign Portfolio Investment.
International Bond & Equity market. GDR, ADR, Croksting of shares Global registered
shares. International Financial Instruments: For&gnds & Eurobonds, Global Bonds. Floating
rate Notes, Zero coupon Bonds, International Mdvaykets

International Banking services —Correspondent B&dpresentative offices, Foreign Branches.
Forward Rate Agreements

Module 5: (8 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

Module 6: (8 Hours)
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Foreign Exchange exposure - Management of Transaction exposure- Managenwént
Translation exposure- Management of Economic exgeddanagement of political Exposure-
Management of Interest rate exposure.

Module 7: (10 Hours)
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 curginvoicing —Country risk analysis.
International Capital Budgeting: Concept, Evaluation of a project, Factors affeGtiRgsk
Evaluation, Impact on Value, Adjusted Present Vallethod

Practical Component:

» Students can study the Balance of Payment statisfidndia 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 mewteon the stock Index.

e Students can predict exchange rates using techrdnalysis and find arbitrage
opportunities using newspaper quotes present the sathe class.

» Students can visit a bank and study the foreigh@&xge derivatives offered by them.

RECOMMENDED BOOKS:
* International Finance Management - Eun & Resnigk, lata McGraw Hill.
* Multinational Business Finance — Eiteman, Moffettl &Stonehill, 12/e, Pearson, 2011.
* International Financial Management - Jeff Madurengage Learning 2008.
* International Financial Management — Vyuptakeshr&na/e, PHI, 2011.
* Multinational Financial Management—Alan C. Shapit@/e, Wiley India Pvt. Ltd., 2011.
* International Financial Management — Madhu Vij, EX8O0OKS, 2010.

REFERENCE BOOKS:
* International Financial Management — Siddaiah &, Rearson, 2011.
* International Finance — Imad Moosa, 3/e, Tata Me@GHl, 2011.
* International Finance — Shailaja G, 2/e, UniverBitgss, 2011.
* International Financial Management — Apte P. G, BH, 2011.
* International Finance — Maurice Levi, 5/e, Routked?009.
* International Financial Management — Jain, Peygakhdav, Macmillan 2010.
* International Finance — Thomas O’Brien, Oxford Unsity Press, 2010.

FINANCIAL DERIVATIVES

Subject Code : 14MBA FM411 IA Marks : 50
No. of Lecture Hours / Week .04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Marks.00
Practical Component : 01 Hour / Week
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Objectives:

» To describe the characteristics of the relevanarfcial derivative instruments

* To explain how the instruments covered can be useidhplement basic market risk
management strategies, appropriate for corporgticapons

» Explain the use of options and futures contramtsdctical portfolio strategies purpose

* To provide an understanding of pricing financiatidatives, including familiarity with
some central techniques, like the binomial modwd, the Black-Scholes model

* To explain the fundamentals of credit risk manageraed Value at Risk

Module 1: (4 Hours)

Financial Derivatives - Introduction, economic benefits of derivatives &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 mankédhdia

Module 2: (10 Hours)

Futures and forwards - differences-valuation of futures, valuation ofit§ and short forward
contract. Mechanics of buying & selling futures, mgias, Hedging using futures -
specification of futures - Commodity futures, Indexures, interest rate futures - arbitrage
opportunities.

Module 3: (8 Hours)
Financial Swaps -features and uses of swapllechanics of interest rate swaps — valuation
of interest rate swaps — currency swaps — valuai@urrency swaps.

Module 4: (12 Hours)

Options: Types of options, option pricing, factors affegtioption pricing — call and put
options on dividend and non-dividend paying stquliscall parity - mechanics of options -
stock options - options on stock index - optiondnres — interest rate options. Concept of
exotic option. Hedging & Trading strategies invalyioptions, valuation of option: basic
model, one step binomial model, Black and Scholeslél] option Greeks. Arbitrage profits
in options.

Module 5: (7 Hours)
Commodity derivatives: commodity futures market-exchanges for commoditiyres in
India, Forward Market Commissions and regulatiomowdities traded — trading and
settlements — physical delivery of commaodities.

Module 6: (7 Hours)

Interest rate markets - Type of rates, Zero rates, Bond pricing, DeteingnZero rates,
Forward rules, Forward rate agreements (FRA), Tmgabond & Treasury note futures,
Interest rate derivatives.
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Module 7: (8 Hours)

Credit risk - Bond prices and the probability of default, Hrstal default experience,
reducing exposure to Credit risk, Credit defaulap®; Total return swaps, Credit spread
options, Collateralized debt obligation.

Value at Risk (VAR) - Measure, Historical simulation, Model buildingpapach, linear
approach, Quadratic model, Monte Carlo simulatstress testing and back testing

Practical Components:
» Students can visit a financial institution dealingcommodity derivatives and study
the products offered by him.
» Students should individually select various futuress options and watch the
behaviour of these futures and options on a daayofor 15 days to see how futures
and options might help mitigate the risks of inoest

RECOMMENDED BOOKS:

* Options Futures & Other Derivatives - John C.IHdfle, Pearson Education.

» Derivatives and Risk Management, Rajiv Srivast&seord University Press, 2010

e Options & Futures- Vohra & Bagri, 2/e, TMH

» Derivatives- Valuation & Risk Management - Dubofskwiiller, Oxford University
Press, 2005.

* Financial Derivatives- Bishnupriya Mishra and Sath§waroop Debashish, Excel
BOOKS, 2007.

REFERENCE BOOKS:
» Derivatives, Principles and Practice, Sundaram &,D4c Graw Hill, 2013
* Risk Management & Insurance — Harrington & Nieh&is, TMH.
« Risk Management, Vaijanath Babshetti & Prakash Bragol, ' edition, Kalyani
Publishers, 2014.
* Risk Management & Derivative — Shulz, Cengage Liagrn
* Principles of Risk Management & Insurance — GeoEgeRejda, 11/e, Pearson
Education, 2011.
» Introduction to Derivatives and Risk Managementen/. Chance, Cenage Learning,
2008.
* Introduction to Risk Management & Insurance — M&KkDorfman, 9/e, Pearson,
2008
International Risk & Insurance —Skipper, TMH.
Options & Futures —Edwards & Ma, 1/e, McGraw Hill.
Derivatives & Financial Innovations - Bansal, TMH.
Credit Risk Management - Andrew Fight, 1/e, Elsevie
Financial Derivatives —Kumar S. S. S, PHI, 2007.
Risk Management — Kotreshwar, HPH.
Futures, Options and Swaps — Robert W. Kolb, 5igyhdia Pvt. Ltd. 2011.
Risk Management and Insurance, Treishumann, Jam&&/8, Cengage Learning.
Risk Accounting & Risk Management for AccountantShorafas D, 1/e, Elsevier.
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CORPORATE VALUATION

Subject Code : 14AMBA FM412 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark400
Practical Component : 01 Hour / Week
Objectives:
. Identify the purpose of corporate valuation andlitain an overview of the basic

corporate valuation process
To familiarize the students with the standard tépiees of corporate valuation.

. To develop analytical skills and communication tetgees for discussing
corporate valuation.
. To assess a firm’s business and competitive styad@d whether it is creating

value for shareholders

Module 1: (6 Hours)
Corporate valuation-an Overview-Context of valuati&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.

Module 2: (12 Hours)
Enterprise DCF Model-Analysing historical performarEstimating the cost of Capital-
Forecasting performance-Estimating the continuirjue-Calculating and interpreting the
results-Other DCF models: Equity DCF Model: Dividediscount model, free cash flow to
Equity (FCFE) model-Adjusted present value modedteaenic profit model-Applicability and
Limitations of DCF analysis

Module 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.

Module 4: (6 Hours)
Other Non DCF Approaches-Book Value approach-Stak Debt approach-Strategic approach
to valuation-Guidelines for corporate valuation

Module 5: (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

Module 6: (7 Hours)
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Value Based Management- Methods and Key premise¥BN-Marakon approach-Alcar
approach-Mckinsey approach-Stern Stewart appro&B-Bapproach-Lessons from the
experiences of VBM adopters.

Module 7: (7 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

Practical Component:

Obtain last three years’ balance sheet of any firat has debt and equity and find out the free
cash flow to the firm and free cash flow to theiggtor the last three years. Also determine if
there is any growth in the cash flows to the finnd &0 the equity holders. Find beta of the firm
and compute cost of equity and WACC to finally fihe value of the firm

RECOMMENDED BOOKS
» Corporate Valuation and Value Creation, Prasanren@ta, Tata McGraw Hill, 2011.
* Valuation, Aswath Damodaran, Damodaran, 2/e, Joheywsnd Sons, 2006.

REFERENCE BOOKS

» Corporate Valuation: A Guide for Managers and Ihwes Philip R Daves, Michael C.
Ehrhardt, and Ron E. Shrieves, , Cengage Learrfi0g,2

» Corporate Valuation Financial Times, David Frykmaaiob Tolleryd, Prentice Hall,
2003.

e The Valuation Handbook: Valuation Techniques froaudy's Top Practitioners, Rawley
Thomas, Benton E. Gup, John Wiley & Sons, 2010

* Financial Management, Rajiv Srivastava and Anil dli2/e, Oxford University Press,

2011
Human Resource Management
PUBLIC RELATIONS
Subject Code : 14MBA HR407 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark4.00
Practical Component : 01 Hour / Week
Objective:

To provide an understanding of the fundamentalks tobpublic relations practice and to provide
a multidisciplinary understanding of the emergirents in the field of public relations
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Module 1: (8 Hours)

What is Public Relation? — Proactive and Reactive Approaches — PublictidetaProcess —
Behavoiural Public Relations Model — Persuasion &lod Two way symmetrical
Communications Model — When communications is maiugh — 20 great truths about Public
Relations

Module 2: (8 Hours)

Theoretical basis for Public Relations Fheories of Relationships —Systems Theory —
situational Theory — Theories of Persuasion andabtefluence — Social Exchange Theory —

Diffusion Theory — Social Learning Theory — ElaltechaLikelihood Theory - Theories of Mass

communication — Uses and Gratification Theory — rdge Setting Theory — Public Relations

roles — Models of Public Relations — Approache€dmflict Resolutions

Module 3: (8 Hours)
Employee communications -Role of employee communication — concept of Orgaional
culture — Establishing Communication Policy — Oigational change — Importance of

employee communication — Special employee Commtiaic&ituations — Media of Employee
communications — Objectives of Internal media —tBtg internal media — controlling internal
media - Occasional and Special media

Rules of Effective Employee Relations. Frontlinpenwisors 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 Traggd HT)

Kodak Communicates One - on - One with All of itafiloyees (CJSS)

Module 4. (8 Hours)

Community Relations — Importance of Public Relations — Community Hels Process —

Guidelines for Effective Relations Programs -Spedtiunctions of Public Relations — Criteria
for Community relations Activities — Corporate Sadresponsibility & Philanthropy-Emerging
Challenge of Community Activism

Case: Community Relationships Maintained During pita$ Closing (CJSS)

Module 5: (8 Hours)

Media Relations — Media Relations —Role of Media in Public Relafo- Social Media —
working with the media —Media Relations Programeri#¢nts —Role of Technology in Public
Relations

Case: Fatal Tiger Attack at San Francisco Zoo (LpHT

Case: There’s a Syringe in My Pepsi Can (CJSS)

Module 6: (8 Hours)

Issues in Public Relations- public relations challenges —Types of Issuesrgd@t audiences-
Public Service as Preventive Public Relations -cBpénterests — Importance of Compromise —
Issue Anticipation — Scenario Technique

Case: Take your choice — Tobacco or Health (CJSS)
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Module 7: (8 Hours)

Crisis Management —Understanding how people typically react to issudduman Nature —
Role of communications — Types of crises — Newsiagdluence - Fundamental guidelines
Case: Bhopal — A Nightmare for Union Carbide (CJSS

Case: Sir Ganga Ram Hospital — Disaster managephant(1S) )

Pedagogy:Lecture+ Case Studies + Seminars. Faculty shouldybatest issues concerning
public relations in class discussions.

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 repomeidia personalities about the event
held in the college. Different styles of reportitige same event can be discussed in the
class with its possible reactions from the media.

Collect the newspaper articles about various messdgpm organizations through
spokespersons and analyze the effect of each fygivery 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 infaiiords about various challenges these
organizations face during such community orientegjyammes.

RECOMMENDED BOOKS

“Public Relations — The Profession and Practiceditimore, Laskin, Heiman & Toth,
third edition, Tata McGraw Hill, 2012 (LLHT)

“Public Relations Practices — Managerial Case $8idind Problems” Center, Jackson,
Smith and Stansbury, Seventh Edition, Prentice éfdihdia, 2008 (CJSS).

Public Relations - Paul Baines, John Egan, Frafikinte Routledge, 8 edition, 2007,
ISBN - 1136370773, 9781136370779

Public Relations: Concepts, Practice and Critigaequie L'Etang, SAGE, 2007, ISBN -
1446234878, 9781446234877

Public Management — Organizations, Governance agrfiofmance, Laurence J. O’
Toole Jr, Kenneth J Meier$'®tdition, Cambridge Publications, 2011.

REFERENCE BOOKS:

Public Relations — Principles and Practices, lgBalchdeva, *1 edition, Oxford
University Press, 2009 (IS).

Strategic Planning for Public Relations, Ronald $mith, revised edition, Taylor &
Francis, 2004, ISBN - 1135606080, 9781135606084

Public Relations: A Practical Guide to the Baskhjlip Henslowe, ¥ edition, Kogan
Page Publishers, 2003, ISBN - 0749440724, 9780 07 E!

An Overview of the Public Relations Function - Sham A. Bowen, Reprint Edition,
Business Expert Press, 2010, ISBN - 16064910081 &¥&191003

Public Relations Practices, Managerial Case Studies Problems, Allen H Center,
Patrick Jackson, Stacey Smith, Frank R StansbétinyEdition.
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WORKPLACE ETHICS AND VALUE SYSTEMS

Subject Code : 14MBA HR408 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

 To make students understand the meaning of goddsettioing things right and the
obstacles to making good ethical decisions

 To enable students to identify and critically asséise principles and values they
personally embrace and use in addressing the ethstees which arise in their working
lives.

» To acquaint students with some of the major kindstloical problems encountered while
performing work assignments and some possible whyassponding to them.

Module 1: (8 Hours)
Workplace Ethics: Introduction, Needs, Principals, Development afsBeal Ethics, Workplace
Ethics for Employees-Ethical behaviour in workplag&ofessionalism, Ethical violations by
employees, Employee Attitude and Ethics, EmploydejuEttes. Benefits of ethics in
Workplace- employee commitment, investor loyaltystomer satisfaction, profits

Module 2: (8 Hours)
Professionalism at Workplace: Unethical Conduct for employees and employers.tdfac
leading to Unethical Behaviours. Different unethiobahaviours. Measures to control unethical
behaviours. Rewarding ethical behaviour

Module 3: (10 Hours)

Business Ethics and Corporate GovernanceOverview of Business Ethics, Corporate
Governance, Ethical issues in human resource mareage The principal of ethical hiring,

Firing, worker safety, whistle blowing, Equality @pportunity, Discrimination, Ethics and

remuneration, Ethics in retrenchment. Ethical Dilems at workplace, Ethical issues in global
business, corporate responsibility of employers.

Module 4: (8 Hours)

Workplace Privacy & Ethics: Watching what you say and what you do in the wiag,
Hardware, Software and Spyware, Plagiarism and @tenCrimes, Convenience and Death of
Privacy, Defence of employee privacy rights.

Module 5: (8 Hours)

Teamwork in the Workplace & Ethics: Teams, Elements of team, Stages of team
development, team meetings, team rules, and tearisamd professional responsibility, rules of
professional responsibility, ASME code of ethics.
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Module 6: (8 Hours)

Managing Change in Workplace through Ethics Introduction to Change Management,
Models of change, the Ethics of Managing Change,rtie of ethics and responsibilities in
leading innovation and change, ethics based madatifange management, ethics and risks of
change management

Module 7: (6 Hours)

Ethics, Discrimination and Harassment at Workplace Discrimination, sexual harassment,
Creating awareness about workplace harassmentakésibutta vs. State of Rajasthan —
Supreme Court directions, Compulsory workplace ejines.

Practical Components:

» To solve case studies on Workplace Ethics

» To visit organizations and find out the problemsl aauses for unethical behavior at
workplace.

» To visit organizations and find out the measurespéetl 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 workplaeagy.

RECOMMENDED TEXT BOOKS:

. Et'ﬁhical Theory and Business, Tom L. Beauchamppniéor E. Bowie and Denis Arnold,
8" Edition.

« Business Ethics, O.C. Ferrell, John Fraedrich, Einda Ferrell, 8' 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 Gotesgage Learning, 2011.

REFERENCE BOOKS:

« Ethics in 2% Century, Mary Alice Trent, Oral Roberts Universikgngman.

» Ethics in workplace, Elizabeth P Tierney, Oak fpeess

» Ethics in Workplace: System Perspective, WilliarRéth, 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

106



INTERNATIONAL HUMAN RESOURCE MANAGEMENT

Subject Code : 14MBA HR409 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

» Critically analyse the impact of contemporary issaed global imperatives on Human
Resource concepts, policies and practices in natitinal organizations

» Compare, contrast and explain a variety of strategiproaches to the management of
Human Resources in multinational organizations.

» Apply concepts and knowledge about the range of &umesource functions to the
deployment of expatriate employees and expatréligrés on international assignments.

» Critically evaluate the effects of different HumBResource and International Industrial
Relations strategies adopted by multinational im@Bonal organisations operating in
various regions of the world.

Module 1: (10 Hours)
Introduction to IHRM Definition, The drivers of internationalization béisiness. The different
setting of International Human Resource Managemebdevelopment of IHRM. Difference
between IHRM and Domestic HRM. Models of IHRM-Maittg model, Harvard Model,
Contextual Model, 5P Model European Model. SHRM:oldtion of MNE'’s, Business
strategies, IHRM Strategies, SIHRM. Barriers ireefive global HRM. Socio-cultural context,
Organizational dynamics and IHRM: Role of culture International HRM, Country and
Regional Cultures, Country Culture versus MNE Q@ltuCulture and employee management
issues/ impact of Country culture on IHRM.

Module 2: (7 Hours)
Strategies for International Growth: Exploiting global integration-The logic of global
integration, differentiation, Mastering expatriatidoeyond the traditional expatriate model, the
limits of global integration. Becoming locally respsive: The roots of responsiveness,
understanding diversity, responding to diversitye tchallenges of localization. Managing
alliances and joint ventures - IHRM and InternagioAlliances, IHRM and International Joint
Ventures.

Module 3: (10 Hours)
International Workforce planning and staffing: International labour market International
Recruitment function; head-hunters, cross-natioadVertising, e-recruitment|nternational
staffing choice, different approaches to multinadibstaffing decisions, Types of international
assignments, Selection criteria and techniquespiiselection tests, interviews for international
selection, international staffing issues, Succésskpatriation, role of an expatriate, female
expatriation, repatriation, re-entry and careargss
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Module 4. (7 Hours)
Developing Global Mindset: Global Leadership,Cross cultural context and international
assignees, Current scenario in international tngiaind development, training & development of
international staff, types of expatriate traininggnsitivity training, Career Development,
repatriate training, developing international staffl multinational teams, knowledge transfer in
multinational companies.

Module 5: (6 Hours)
Performance Management Performance Management and MNE, Constraints i@l go
attainment, performance management cycle, Perfarenaklanagement of International
Assignees, third and host country employees, isand<challenges in international performance
management, country specific performance managepmnadtices.

Module 6: (20 Hours)
International Compensation and International Employment Laws: International
compensation and international assigneBsyms of compensation, key components of
international compensation, Approaches to inteomali compensation, compensation practices
across the countries, emerging issues in compensaianagement. Establishment of labour
standards by International Institutions, The gloleglal and regulatory context of MNE, The
International framework of Ethics and Labour staddaKey issues in International Industrial
Relations, Trade Unions and MNE’s, Response of @fddions to MNE’s, Non-Union worker
representation.

Module 7: (6 Hours)
International Workforce and International HRIS: Working with multicultural and ethnic
groups,Health and safety and International Assignees,iCNwanagement, Global HR Shared
Services, Managing HR in virtual organization, HRI8eaning, Role of IT in HR, Designing of
HRIS, Applications of HRIS in Employee Managemémtitation of HRIS.

Practical Component:

» Study the Socio-Political-Economic System in U.SKWapan 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 challenges tag organizations in evaluating the
performance of international assignees.

» Study and compare Recruitment, Selection and Trgipractices in various countries.

e Study Indian and US legal aspects involved whenloyépy an employee on an
International Assignment.

RECOMMENDED BOOKS:
* International Human Resource Management - Monif&yeb, Oxford University Press,
2005.
* International Human Resource Management - Pef2owling, Denice E. Welch,
Cengage Learning.

108



Human Resource Information Systems: Basics, Apjpting, and Future

Directions: Basics, Applications, and Future Diregs, Michael J. Kavanagh, Mohan
Thite, Richard D. Johnson SAGE, 2011, 2/e.

Strategic International Human Resource Managen@hdices and Consequences in
Multinational People Management - Stephen J. Pgri8asan M. Shortland - Kogan

Page Publishers, 2006.

Strategic Human Resource Management, Schulery\2ley, ISBN: 9788126515899.

REFERENCE BOOKS:

* International Human Resource Management: Text axs€BYy P. L. Rao, Excel
Books, Reprint

* International Human Resource Management: PolicidsPaactices By Dennis
Briscoe, Randall Schuler, Ibraiz Tarique, TayloFg&ancis, 4/e, 2012.

* International Human Resource Management - AnneH&fking, Joris Van
Ruysseveldt - SAGE, 2004.

» International human resource management: thinkagiigtact locally - Derek
Torrington - Prentice Hall, 1994.

ORGANISATION CHANGE AND DEVELOPMENT

Subject Code : 14AMBA HR410 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

To help the students to gain knowledge about timeejots of change management and to
acquire the skills required to manage any chanigetefely.

To understand the various components and congriavblved in Change management.
To give the knowledge of various tools & technigéesOrganization Development to
students.

To understand different OD interventions and helpdents explore the different
approaches and techniques involved in OD.

Module 1: (8 Hours)
Organizational change-Introduction, nature of change, Internal & Extéralaanges, types of
change,Models of change Lewis’'s Force field, Systems Model, Action restamodel,
organizational vision and strategic planning.

Module 2: (8 Hours)

Resistance to changereasons for the resistance, overcoming resistiordde change, change
and person and manager, systematic approach tonghakiange- factors for effective change,
skills of leaders in change management, desigmaghange.
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Module 3: (8 Hours)

Organization developmentintroduction, history, evolution of OD, OD interv#&ons:
Definition, factors to be considered, choosing asequencing, intervention activities,
classification of OD interventions, results of Ofpology of interventions based on target
groups.

Process of Organization Developmen€Entering into OD relationship, developing a cantr

Module 4: (8 Hours)

Diagnosing Organizations Need for diagnostic models, organization, graagjvidual level
diagnosis, Collecting and analyzing the diagnostiormation, Feeding Back of diagnostic
information, Designing interventions, overview ofntdrventions, evaluating and
Institutionalizing OD Interventions.

Module 5: (8 Hours)

Human Process Interventions Human process interventions (individual, groug arter-group
human relations)individual based: coaching, counselling, training, behavioural mbdeg)
delegating, leading, morale boosting, mentoring,tivation, etc., Group based conflict
management, dialoguing, group facilitation, groe@rhing, self-directed work teams, large scale
interventions, team building, and virtual teams.

Inter-group based Organization mirroring, third party peacemakinterventions.

Module 6: (8 Hours)
Techno-structural Interventions: Restructuring Organizations, Employee Involvemewrk
Design, Balanced scorecard; business process msamgig; downsizing and outsourcing;
Strategic Interventions  Competitive and Collaborative  Strategies, Orgainn
Transformation.

Module 7: (8 Hours)

The Future of OD: The changing environment, Fundamental strengtfGf Implications of
OD for the client, ethical standards in OD, OD’sufe. OD Consultant’s role, issues in
consultant-client relationship, Power, Politics &(Research on OD.

Teaching Methods:

Lectures, Management Games, Exercises, Assignnigistyjssions, Case study, Seminars, Role
Play & Process lab.

Labs:

* To conduct Force field analysis for MBA department

» Group activity-ldentify the need for OD intervemtidor your college and call the
director/ principal of your college to the classro®o explore the possibility for OD
intervention.

» Presentation by students: Identify and explorepibgsibility for OD intervention in your
college level, group level and individual level.

» Hold a debate in the classroom about downsizingvibr&force.

» Organization change questionnaire data collectimhamalyzation.

* Group Presentation: Health care, FOO, Educationl,PRetail, Manufacturing
Industries.
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» Design a role play event for students, so that thidyplay it out to mobilize support for
a change implementation programme.

» Students are expected to study the changes that th&en place in various industries
over a period of ten years and submit a report.

RECOMMENDED BOOKS:
* Theory of Organization Development and Change. Td®®@. Cummings, Christopher
G. Worli, cengage Learning.
* Organization Development, behavioral science imetions for Organization
Improvement, Wendell French, Cecil H.Bell, VeerraP&arson, PHI.
» Organization Change and Development, Kavith Sigicel BOOKS.

REFERENCE BOOKS:
» Change & Knowledge Management-R.L. Nandeshwar, Baishna Jayasimha, Excel
BOOKS, 1st Ed.
* Management of Organizational Change — K Harigog@ésponse BOOKS, 2001
» Organizational, Design, and Change-Gareth R. Jé&tle€dition, Pearson Education

STRATEGIC TALENT MANAGEMENT

Subject Code : 14AMBA HR411 IA Marks : 50
No. of Lecture Hours / Week : 04 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark€.00
Practical Component : 01 Hour / Week

Objectives:

» To make the students realize the challenges ofisitign and retention of talents for the
competitive advantage of the organization.

* To develop a conceptual understanding of the manageof talents in the competitive
environment.

* To understand how important is to develop andmeta 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.

Module 1: (10 hours)

Basics of Talent Management:Talent- engine of new economy, difference betweaénts and
knowledge workers, leveraging talent, the talenlue&achain, elements of talent friendly
organizations, talent management procdsdent Management System- Components and
benefits of Talent Management System; creating T&i@Jlenges of TMSBuilding blocks of
talents management competencies - performance management, condugigrfprmance
reviews, Appraising executive talent, selectingrigat appraisal.
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Module 2: (8 hours)

Talent Planning - Concept, succession management process, Integiaiccession planning
and career planning, designing succession planmiogram, strategic accountability approach
in developing the workforce, balanced scorecaréntadevelopment budget, contingency plan
for talent; building a reservoir of talent, compatien management within the context of talent
management, CEO Succession planning,

Module 3: (6 hours)

Developing and Retaining Talent -Potential identification and development, coachiog
sustained &desired change, integrating coachinginitry and development with talent
management ,employee retention- motivation andgasmgant, Return on talent; age of analytics,
making outplacement as a part of talent strategyeldping talent management information
system

Module 4: (6 hours)

Competency mapping: Concepts and definition of competency; types of petancies,
competency based HR systems, competency and pericen 5 level competency model,
developing various competency models, how competenelate to career development and
organizational goals.

Module 5: (10 hours)

Methodology of competency mapping competency model development ,competency models,
people capability maturity model ,developing corepely framework , competency profiling ,
competency mapping tools , use of psychologicdingsn competency mapping , competency
based interviewing , assessment of competenciesighr 360 degree feedback, BEI, CIT,
validation of competencies.

Module 6: (6 hours)

Measuring Performance background and approaches to performance assessumpetency
based performance assessment, diagnosing reasomerformance problems, designing an
effective performance management systems, souf@soos in performance measurement.

Module 7: (10 hours)
Assessment and Development Centreconcepts , importance and uses of assessmerits e
selecting employees , difference between assessandrdevelopment centre, assessment centre
approach to competence building , profile of theeasors, steps in assessment centre, designing
the assessment centréssessment techniques at a glancdlanagement games , in basket
exercises , role plays , written exercises, jomugations , individual presentations ,
psychometric tests , interviews ; documentatioratypical assessment centre; preparation of
assessment centre report.

Teaching Methods:
Lectures, Management Games, Exercises, Assignnigistgjssions, Case study, Seminars, Role
Play & Process lab.
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Lab:

» Students are expected to conduct a study on hamttabhre acquired and retained — in
various industries — and various strategies follblg the respective companies.

» Discussion on "How to have/ evaluate the perforraafdhe MBA students”

» Ask the students to find out the best employereys\conducted during the past one year
and make a presentation.

» Identify the important positions in your college amy other organization and ascertain
the measures if any taken to develop second litesatership

» Ask the students to collect data about the positbrprincipal, director, and other
teachers in your college and prepare a competdaontgrtary for the said positions

» Presentation by students about the competencytaliyegrofiling of various positions.

» Ask the students to role play the behavioural evetgrview to collect data for
competency mapping for the position of managemesfepsor.

» Presentation by students about the competencytaliyegrofiling of various positions.

RECOMMENDED BOOKS:
 The Talent Management Hand Book - Lance A. BergeDé&othy R. Berger, Tata
McGraw Hill
» Competence at work - Lyle M. Spencer, Signe M. $penJohn Wiley, 1993.
* A Handbook of Competency Mapping — Seema Sangpétese BOOKS, 2004.
* Competency mapping, Assessment and Growth - NaX B1RM, 2010.

REFERENCE BOOKS:
* The Talent Era, Chowdhary, Subir, Pearson Educaiemw Delhi.
» Appraising & Developing Managerial Performance- Ra¥, Excel BOOKS
» Performance Management - Herman Aguinis, Pearsacdfidn, 2007.
» Performance Management, Rao, Wiley, ISBN: 978932802.

PERSONAL GROWTH AND INTERPERSONAL EFFECTIVENESS

Subject Code : 14MBA HR412 IA Marks : 50
No. of Lecture Hours / Week 104 Exam Hours 3: 0
Total Number of Lecture Hours : 56 Exam Mark<.00
Practical Component : 01 Hour / Week

Objectives:

» To identify the student strengths and weakness&sdasdual, as a member of a group/
organisation using personality typing.

* To enhance one’s own self awareness and to unddrdta concepts of Neuro-Linguistic
Programming (NLP), Resilience & Locus of control.

» Equip him/her with the skill and competence to gpmsitive psychology principles in a
range of environments to increase individual artective wellbeing

» To explore feelings and behaviour using the TA nhgdeas to discover the inner springs
of one’s behaviour system.
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Module 1: (20 hours)
Personal: Self awareness, Role, Role efficacy, Role strdé$) Test, Emotional Intelligence,
Locus of control

Module 2: (6 hours)

Positive Cognitive States and ProcesseResilience- Developmental and clinical perspestive
Sources of resilience in children; Sources of iesile in adulthood and later life; Optimism-
How optimism works; variation of optimism and pesisim; Spirituality and well-being;

Module 3: (8 hours)
Personal growth: Ego states, types of transactions and time stiagtuLife position, scripts
and games, Strokes and Stamps

Module 4: (8 hours)

Personal effectiveness-l:Understanding our Thinking Process , Managing btuernal
Dialogue , Perceptual Positions for AssertiveneS&anaging Conflicts , Creating Rapport ,
Powerful Persuasion Strategies.

Module 5: (10 hours)

Personal effectiveness-ll  Personality theories, Personality Typing usingn&gram , Carl

Jung\'s theory of personality types and Myers Briggpe Indicator test (MBTI), Trait theories-
Guilford Peogut, Seven Habits of Highly Effectiveeople , Effective Life and Time
Management , Spiritual Foundations of Personaldiffeness

Module 6: (8 hours)
Interpersonal relations and personal growth:Interpersonal needs, motivation and behaviour-
FIRO-B and Johari Window, Defense Mechanism in gsp’-Group, human process labs

Module 7: (6 hours)

Nurturing Relationships: Meaning of relationship, Changing concepts andesolin
relationships, Relationship with self — Self cort¢&elf acceptance, self esteem, self confidence,
Power of self talk. Relationship with others — fating open communication, Adjustments,
compromises, give and take, empathy& Prioritization

Teaching Methods:
Lectures, Management Games, Exercises, Assignnigistgjssions, Case study, Seminars, Role
Play & Process lab.

Practical Componenets
* NLP Workshop for students.
* MBTI Workshop for students and can test their inpensonality.
» Loco Inventory scale assessment on students andesartheir personality traits with
their performance in exams.
» Presentation by students on Resilience and cartedstheir resilience level.
* FIRO-B(interpersonal relationship orientation) asseent on students.
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» Activity on JOHARI window and assessment of studendlividually and then in groups.
» A sshort trip to spiritual foundations for a talkali personal effectiveness.

RECOMMENDED BOOKS:
* Development of Management Skills - Whetten & CameBie, PHI.
* Human Relations in organizations - Robert N. Lus$if, McGraw Hill Education.
+ Understanding Orgamizational B - Udai Pareek, Qkfoiniversity Press, edition,
2012.
» Competency Mapping Assessment and Growth - NaiR, GHRM, 2010.

REFERENCE BOOKS:

» Handbook of positive psychology. (eds.), SnydeR.@& Lopez, S.J. (2002), New York:
Oxford University Press.

» Science: Achieving behavioral excellence for susc8mgh, A. (2013). Behavioral. New
Delhi: Wiley India Pvt. Itd.

* Theories of Personality- Calvin S Hall, 4/e, Wilagia Pvt. Ltd.

» Seven habits of highly effective people - Stephe@dvey, Pocket BOOKS.

» Training in interpersonal Skills- Stephen Robbidsarson Education.

GUIDELINES FOR 10 WEEK INTERNSHIP / PROJECT WORK (1 4MBA48)
BETWEEN 3RD AND 4™ SEMESTER MBA

OBJECTIVE
To expose the students to understand the workitigeobrganization/ company / industry
and take up an in-depth study of an issue / proloetime area of specialization.

STRUCTURE
The project work shall consist of two parts
Part - A - Corporate Exposure — Approximately 4 kee€¢0% of the marks is allocated
Part - B - Study of an Issue / Problem Approximatélweeks 60% of the marks is
allocated

GENERAL GUIDELINES

» The project work shall be for a period of 10 weakmediately after the completion of
3“ Sem Examinations but before the commencemetieoft semester classes

» The Subject code of the project work report shallBMBA48 and shall be compulsory
for all the students opting for all specializations

» The University shall receive 3 copies of projegars prior to the commencement of the
4™ semester examination. Copies of the project repsmuld be sent to the concerned
Regional Office with an intimation to the Regist(Bwvaluation)

* No two students of an institute shall work on thee problem in the same organization.
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The student shall seek the guidance of the integnale on a continuous basis, and the
guide shall give a certificate to the effect thad ttandidate has worked satisfactorily
under his/her guidance.

On completion of the project work, student shakpgare 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 sizemiargin on all the sides.

» The report shall be hard bound facing sheet intligathe title of college and
month & year of admission (spiral binding not peted)

» A certificate by the guide, HOD and Head of thetitnfon indicating the
bonafide performance of the project by the student to lxosed.

* 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 of Imteship

Activity Time line Remarks
* |dentifying the First two weeks | Student individually identifies an
organization organization and identifies
+ Problem identification problem for his/her study,

according to his/her interest.

Problem statement Rveek His/ Her interests are discussed

with selected guides

Research Design Maveek Discussion with Internal Guidle

to decide on suitable design for
the research

Synopsis Preparation "@nd 8" week | Preparaton  of  Synopsis*

incorporating the objectives

Presentation of Synopsis| " and § week | The student will 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 B®and 10' week | The approval status is submitted

to HOD who will officially give
concurrence for the execution |of
the internship
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*Synopsis: It is a three page document or hard cppe submitted to the HOD with the
signatures of the Guide and the student.

Page 1| Title, Contact Address of student- with itketaf Internal and External
Guide
Page 2| Short introduction with objectives and sumn(@00 words). Review 0

Articles / Literature about the topic with sourdardormation

—h

Page 3

Time Activity Chart

Schedule to be followed during Internship

the organization

of the organization.

Preparation of Research
instrument for data
collection

3%and 4" week of
Internship

Discussion with the guide for
finalization of research instrumen

in his/her domain and present the

same to the guide. (First
Presentation)

Data collection

B and &' week of
Internship

Date collected to be edited, code
tabulated and presented to the

guide for suggestions for analysis
(Second Presentation)

Analysis and finalization o
report

f7" and &' week of
Internship

Students must use appropriate a
latest statistical tools and

techniques for analyzing the data.

(It is must to use Statistical
Package whose result should be
shown in the report) (Third
Presentation)

Activity Time Line Remarks
Understanding Structure, | First 2 weeks of Student should understand
Culture and functioning of| Internship products/services and the problems

—+

Submission of Report

"and 18 of

Internship

Final Report should be submitted
to the University before one weel
of the commencement of theory
examination

N

Evaluation:

Internal evaluation will be done by the internaidgu
External valuation shall be done by a faculty mendf@ther institute drawn from VTU
affiliated institute with minimum of 10 years offerience.

Viva-Voce / Presentation: A viva-voce examinatibalsbe conducted at the respective
institution where a student is expected to gipeesentation of his/ her work. The viva —
voce examination will be conducted by the respedd®D / Senior Professor of the
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department and an expert drawn from the VTU aféliginstitutes with minimum of 10 years
of experience as appointed by the University.

* Internship (project) work carries 150 marks comsgsbf 50 marks for internal valuation by
the internal guide, 50 marks for external evaluatiod 50 marks for viva-voce examination.

Format of the internship report shall be prepared using the word processor vi&, \Mord,
Times New Roman font sized 12, on a page layo#4size with 1” margin all sides and 1.5
line spacing. The internship report shall not edc&@0 pages.

Submission of Report: Students should submit the Internship Report ictedaic data form
only, in PDF file (Un-editable Format) to the Institute. Thestitute in turn shall submit all the
CD’s of their students along with a consolidatedstea list as per specialization containing
USN, Name of the student, Title of the Report t@iRear (Evaluation) one week before the
commencement of the Theory Examinations.

Publication of Research Findings:Students are expected to present their researdmds in
Seminars/Conferences/Technical/Management Fegtshbish their research work in Journals in
association with their Internal Guide. Appropriddéeightage should be given to this in the
internal evaluation of the project report.

Contents of the Internghi(Project) Report

» Cover page

» Certificate from the Organization ( scanned copy)

» Certificate from the guide, HOD and Head of thstilmtion( scanned copy ) indicating
bonafide performance of internship by 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, Tagiosen for the study, Need for the study,
Objectives of the study, Scope of the study, Metihogly adopted . Literature review(latest),
Limitations of the study

» Chapter 2: Industry profile and company profileofpters, vision, Mission & Quality
Policy. Products / services profile areas of openainfrastructure facilities, competitors’
information, SWOT Analysis, Future growth and press and Financial Statement

» Chapter 3: Theoretical background of the studiab&rative information on the subject
chosen for better understanding and usage in thilg<as

» Chapter 4: Analysis and interpretation of the datdlected with relevant tables and graphs.
Results obtained by the using statistical toolstrhasncluded.

» Chapter 5: Summary of findings, Conclusion and &stigns / Recommendations

» Bibliography

* Annexure relevant to the project such as figuresplys, photographs etc.,
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Marks allocation for IV Semester Internship Report

Evaluation by Internal guide

SL. No Aspects Marks
1 First Presentation 05
2 Second Presentation 05
3 Third Presentation 10
4 Introduction and Methodology 05
5 Industry and Company Profile 05
6 Theoretical background of study 05
7 Data analysis and interpretation 10
8 Summary of findings, suggestions and conclusion 5 0
TOTAL 50
Evaluation by faculty member drawn from VTU institutions.
SL. No Aspects Marks
1 Introduction and methodology 10
2 Industry and Company Profile 05
3 Theoretical background of study 05
4 Data analysis and interpretation 20
5 Summary of findings, suggestions and conclusion 0 1
TOTAL 50
Viva voce conducted by HOD and an Expert drawn fromvVTU.
SL. No Aspects Marks
1 Presentation skill 05
2 Communication skills 05
3 Subject knowledge 10
4 Objective of the study or methodology 10
5 Analysis using statistical tools and statistjzatkages 10
6 Findings and appropriate suggestions 10
TOTAL 50
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Formats for Internship (Project) Report and Evaluation

Format of Cover Page

Format of certificate by College/Institution

Format of Declaration Page

Format of Contents

Format of List of Tables and Charts

Format of Bibliography

Format for Internal Evaluation, External Evaluatead Viva voce

Internship Report on

(Title of the Report)
BY

(Student Name)
(USN)

Submitted to

VISVESVARAYA TECHNOLOGICAL UNIVERSITY,
BELGAUM

In partial fulfillment of the requirements for the award of the degree of

MASTER OF BUSINESS ADMINISTRATION

Under the guidance of

INTERNAL GUIDE EXTERNAL GUIDE
(Name) (Name)
(Designation) (Designation)

(Institute Logo)
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Department of MBA
(Institute Name with Address)

(Batch)

CERTIFICATE

This is to certify thatName of the Student)bearing USN (xxxx), is a bonafide student of
Master of Business Administration course of thetitate (Batch), affiliated to Visvesvaraya
Technological University, Belgaum. Internship repon “(Title of Report) ” is prepared by
him/her under the guidance (fame of the Guide),in partial fulfillment of the requirements
for the award of the degree of Master of Businedsiiistration of Visvesvaraya Technological
University, Belgaum Karnataka.

Signature of Internal Guide Signature of HOD Sigature of Principal
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DECLARATION

I, (Student Name) hereby declare that the Internship report eutit(@itle)” with reference to
“(Organisation with place)” prepared by me undex guidance of (Guide Name) , faculty of
M.B.A Department, (Institute name) and externalistaace by (External Guide Name,
Designation and Organisation).

| also declare that this Internship work is towattle partial fulfillment of the university
regulations for the award of degree of Master ofiBess Administration by Visvesvaraya
Technological University, Belgaum.

| have undergone a summer project for a period wélle weeks. | further declare that this

project is based on the original study undertakemb and has not been submitted for the award
of any degree/diploma from any other Universitgstitution.

Place: Signature of the student
Date:
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BIBLIOGRAPHY

BOOKS:
1. Name of the Author, Title of the Book, Name of #gblisher, Edition, year of
Publication.

ARTICLES:
1. Name of the Author, Title of the article, Name loé tJournal, Volume Number, Issue

Number, Year, Page Number (pp)

WEBLIOGRAPHY
1. Name of the Author, Title of the article, retrievad mm/dd/yy, from URL

« GUIDELINES FOR DETERMINATION OF INTERNAL ASSESSMEN T MARKS
(1A) (50 MARKS PER SUBJECT)

« |A MARKS CONSISTS OF 3 PARTS

| PART: SESSIONAL TESTS: 20 MARKS

= Three tests to be conducted, one each at the erfl ofeek, § week and at the
end of the term

=  Maximum Duration: 90 Minutes; Maximum Marks: 50

= Questions to cover at-least two modules and mixed;

= Questions to be in the same pattern as main examtwo questions from Section
A (3Marks), Section B (7 Marks) and Section C (10k&x and One question
from Section D (10 marks) or a combination of thes

» To be answered in blue books only

» Average of BEST TWO (tests) is to be consideredAoand marks to be reduced
to 20

I.LPART: ASSIGNMENTS : 20 MARKS

= Questions from previous main exam, model Questagepdrawn by the
faculty, mini-projects, market surveys, field sesli organization studies,
case studies, business plans, practical exercisb##ms etc may be
given, preferably before thé'éveek of the term;

» To be submitted by the students at the end ofethre for evaluation;

=  Maximum Duration: 4-6 Weeks; Maximum Marks: 20

» To be submitted in blue books for record purpose;

lll. PART SEMINARS : 10 MAES
= To be arranged every week as part of the time jtable
* Minimum duration: 30 minutes for every presentatimiiowed by
guestion and answer / clarification/ remarks/ femttby faculty in charge
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» | & Il Semester classes - by group of two studehts& IV Semester
classes —individual presentations;

= Hard copies to be collected for record purpose;

= Topics for seminars:

e | Semester - Industry Analysis (one specific indgservice
sector for each group)

e |l Semester — Company Analysis (one specific copganeach
group)

e |l Semester — Literature Review (one or a set opids/
articles/cover stories from journals/books etc tezla to
specialization area to be reviewed by each stiident

* |V Semester — Current Topics (one specific topic &ach
individual student, related to likely/proposed pwijwork)

* QUESTION PAPER PATTERN: BUNCHING (OF QUESTIONS) METHOD IS TO
BE FOLLOWED:

a) Section A- Seven 3 Marks Questions - Students to Answert4b7 Questions

b) Section B- Seven 7 Marks Questions - Students to Answert4b7 Questions

c) Section C- Seven 10 Marks Questions - Students to Answert4f 7 Questions

d) Section D- 20 Marks - Compulsory - Questions to be baseG@ase Study/ Analytical /
Quantitative / Practicalphpations

* % * * * %
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Visvesvaraya Technological University
Internal Evaluation Mark Sheet for Internship Report

Name of the Institution:

Marks Allocation

SL. No Aspects Marks

1 First Presentation 05

2 Second Presentation 05

3 Third Presentation 10

4 Introduction and Methodology 05

5 Industry and Company Profile 05

6 Theoretical background of study 05

7 Data analysis and interpretation 10

8 Summary of findings, suggestions and conclusion 05

TOTAL 50

Marks Sheet:
SL.No USN 1 2 3 4 5 6 7 TOTAL

1
2
3
4
5
6
7
8
9
10

Signature of the Guide with Date

126



Visvesvaraya Technological University
External Evaluation Mark Sheet for Internship Report

Name of the Institution:

Marks Allocation

SL. No Aspects Marks
1 Introduction and methodology 10
2 Industry and Company Profile 05
3 Theoretical background of study 05
4 Data analysis and interpretation 20
5 Summary of findings, suggestions and conclusion 10
TOTAL 50
Marks Sheet:
SL.No USN 1 2 3 4 B 6 7 TOTAL
1
2
3
4
5
6
7
8
9
10

Signature of External Examiner with affiliation
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Visvesvaraya Technological University
Viva voce Mark Sheet for Internship Report

Name of the Institution:

Marks Allocation

SL. No Aspects Marks

1 Presentation skill 05
2 Communication skills 05
3 Subject knowledge 10
4 Obijective of the study or methodology 10
5 Analysis using statistical tools and statistjzatkages 10
6 Findings and appropriate suggestions 10

TOTAL 50

Marks Sheet:

SL.No

USN 1 2 3 4 D 6

7 8 | TOTAL

'SCOOO\IG)U'I-hOOI\)H

Signature of External Examiner with affiliation

Signature of HOD
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