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Department of Management Studies
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Date: 09/04,2020

The onlne meeting of BOS held on 09/04/2020 at 3pm on the Zoom app. Following items
were discussed in the meeting:

Liem No, 2 Any other item with the permission of the chair.

In the 18% meeting of academic council held on 05/12/2019, it was suggested to revise the
MBA admission process. Considering this, the department prepared the proposal to revise the
admission process, and the approval for the same was taken from the competent authority.

As per the revised criterion process, from session 2020-21 onwards, admission to MBA
program will be conducted on the basis of eniramce test, group discussion and personal
mterview. Moreover, it is planned to conduct entrance test at 5 centres. The centres may be

merged depending upon number of applicants.
The house was apprised with the changes in MBA admission process.
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Annexure — 1 of BOS dated 09.04.2020

. The list of new courses introduced in the approved syllabus of MBA and MBA- 2
scheme has been attached.

. The new courses are also categorized into Employability/ Entrepreneurship and Skill
development (List attached).

. The following Table depict the %age revision in syllabus:

S. Program Name | %age revision in | Details

No. syllabus

1 MBA 35% List of revised/new courses is
attached.
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New courses introduced in MBA and MBA-2

Name of the Course Course Code
Business Statistics and Analytics for Decision Making | MS-106
Computer applications for business MS-108
communication and interview skills lab MS-109
project management MS-110
Strategic Management MS-201
Leadership and Teambuilding Lab MS-102
Industrial safety and Environmental Management MS-205A
Quality Management Tools MS-205B
Social Entrepreneurship MS-205C
Course of Independent Study MS-205D
Digital and media marketing MS-MM-207
Integrated marketing communications MS-MM-208
Marketing Analytics MS-MM-215
Alternative Study Credit Activities - Marketing MS-MM-216
Behavioural Finanace MS-FM-207
Managing Banks and Financial Institutions MS-FM-208




Fintech MS-FM-215
Alternative Study Credit Activities - Finance MS-FM-216
Global brand management MS-1B-208
Alternative study credit activities - 1B MS-I1B-216
E-Retailing MS-RM-208
Mall management MS-RM-215
Alternative study credit activities - RM MS-RM-216
Business Statistics and Analytics for Decision Making | MS-106
Computer applications for business MS-108
communication and interview skills lab MS-109
project management MS-110
Strategic Management MS-201
Leadership and Teambuilding Lab MS-102
Industrial safety and Environmental Management MS-205A
Quality Management Tools MS-205B
Social Entrepreneurship MS-205C
Course of Independent Study MS-205D
Digital and media marketing MS-MM-207




Integrated marketing communications

MS-MM-208

Marketing Analytics MS-MM-215
human resource metrics and analytics MS-HR-207
International HRM MS-HR-215
Behavioural Finanace MS-FM-207
Managing Banks and Financial Institutions MS-FM-208
Fintech MS-FM-215
Alternative Study Credit Activities - Marketing MS-MM-216
Alternative Study Credit Activities - HR MS-HR-2016
Alternative Study Credit Activities - Finance MS-FM-216
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DEPARTMENT OF MANAGEMENT STUDIES

ANNEXURE-1A

Program Maters of Business Administration (701) and MBA-2 (703)
Revised Scheme Course Index of the year 2020-21 (BOS Dated 09/04/2020)
Mapping of the course with the employability/Entrepreneurship/Skill Development

Course Skill Entrepreneurs | Employabil
S.N. Name of the Course Code development hip ity
Business Statistics and Analytics for
1 Decision Making MS-106 v
Vv v
2 Computer applications for business MS-108
communication and interview skills v v
3 lab MS-109
\ v
4 project management MS-110
Vv
5 Strategic Management MS-201
v v
6 Leadership and Teambuilding Lab MS-102
Industrial safety and Environmental \
7 Management MS-205A
v
8 Quality Management Tools MS-205B
v Vv
9 Social Entrepreneurship MS-205C
v Vv
10 Course of Independent Study MS-205D
v v
11 Digital and media marketing MS-MM-207
Integrated marketing v
12 communications MS-MM-208
v
13 Marketing Analytics MS-MM-215
Alternative Study Credit Activities - v
14 Marketing MS-MM-216
v
15 Behavioural Finanace MS-FM-207
Managing Banks and Financial v
16 Institutions MS-FM-208
v Vv
17 Fintech MS-FM-215
Alternative Study Credit Activities - v
18 Finance MS-FM-216
v
19 Global brand management MS-1B-208
v
20 Alternative study credit activities - IB | MS-IB-216




v
21 E-Retailing MS-RM-208
v
22 Mall management MS-RM-215
Alternative study credit activities - v
23 RM MS-RM-216
Business Statistics and Analytics for
24 Decision Making MS-106
v
25 Computer applications for business MS-108
communication and interview skills v
26 lab MS-109
v
27 project management MS-110
28 Strategic Management MS-201
v
29 Leadership and Teambuilding Lab MS-102
Industrial safety and Environmental
30 Management MS-205A
31 Quality Management Tools MS-205B
32 Social Entrepreneurship MS-205C
33 Course of Independent Study MS-205D
Vv
34 Digital and media marketing MS-MM-207
Integrated marketing
35 communications MS-MM-208
36 Marketing Analytics MS-MM-215
human resource metrics and
37 analytics MS-HR-207
38 International HRM MS-HR-215
v
39 Behavioural Finance MS-FM-207
Managing Banks and Financial
40 Institutions MS-FM-208
v
41 Fintech MS-FM-215
Alternative Study Credit Activities -
42 Marketing MS-MM-216
Alternative Study Credit Activities -
43 HR MS-HR-2016
Alternative Study Credit Activities -
44 Finance MS-FM-216
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VISION OF THE DEPARTMENT
To build aspiring managers and entrepreneurs possessing good analytical skills and leadership
qualities for effective decision making to contribute to the society and the nation.

MISSION OF THE DEPARTMENT
» To provide learning environment to young aspirants by introducing innovative industry-
based curriculum.
» To facilitate updated research facilities for inculcating analytical abilities.
» To educate effective managerial skills for transformation of raw minds into effective
managers and entrepreneurs.



OVERVIEW OF DEPARTMENT OF MANAGEMENT STUDIES

The Department of Management Studies is one of the faculties of J.C. Bose University of Science
and Technology, YMCA formerly known as YMCA University of Science and Technology. The
University is presently NAAC accredited ‘A’ Grade State Government University and most of the
University Teaching Departments (UTDs) are accredited by National Board of Accreditation.

The Department of Management Studies came into existence in the year 2008 with MBA program
offering specializations in Information Technology, Operations and Power Management. The
program was meant for technical graduates only. Since 2011, the MBA program has been opened
for all graduates. With an aim to promote academic growth at various levels, now department
offers following high-quality management programs:

MBA (with dual specializations)

MBA - Executive

e BBA

Ph.D.

The department follows international standard curricula which is developed in consultation with
eminent academicians and industry practitioners. The program delivery is done by well-qualified,
competent, research-oriented and experienced faculty and experts from industry.



Program Outcomes of the MBA Program
By the end of the program graduating students should:

PO1. Have awareness and knowledge about functioning of national and global business
environment and society. They should be able to identify and explore potential business
opportunities.

PO2. Be able to develop analytical skills for problem solving in functional areas, critical thinking
and decision-making.

PO3. Be able to demonstrate a global outlook with the ability to identify aspects of the global
business and cross-cultural understanding.

POA4. Be able to identify the contemporary social problems, explore the opportunities for social
entrepreneurship, design business solutions and demonstrate ethical standards in organizational

decision making.

PO5. Be able to develop effective oral and written communication especially in business
applications, with the use of appropriate technology.

POG6. Be able to collaborate and work in teams.



STUDY SCHEME

MBA — DUAL SPECIALIZATION

The MBA program is spread over four semesters of 16-18 weeks each. The courses covered in the
first two semesters are designed to give an insight into the various functional areas of management,
enhance communication skills and decision-making ability. At the end of the first two semesters,
the students go for an industry internship or summer training with an organization spanning eight
weeks. In the second year, the students shall take elective / optional courses to specialize in a
maximum of two functional areas. All specialisation packages, however, may not be offered, as
this would be determined by the number(s) of students showing interest in specializing in different

areas.
STUDY SCHEME
Semester | Semester 11 Semester 111 Semester 1V
No. of . No. of . No. of . No. of . Total
Type of course Credit course Credit course Credit course Credit Credit
Course s S s s S s s S s
Core 8 24 8 24 1 3 - - 51
Discipline-
centric - - - - 6 18 4 12 30
Electives
Open
Elective ) i i ) ) ) 2 6 6
Mandatory
Audit Course ) i i ) ) ) 1 0 0
Skill
Enhantcemen 1 2 1 2 1 5 i i 6
Lab
Industry
Internship/ - - - - 1 3 1 3 6
Field work
MOOCs One MOOC course of 12 weeks in any semester 3
TOTAL CREDITS 102




Semester — |

Contact

C c H ; Marks
S ourse ourse Course Credits ours in T
No Type Code a Int Xt.
Semester " | Prac
Management Principles
1 MS — 101 | and Organizational 3 30 25 75
Behaviour
2 MS _ 102 | Accounting for 3 30 25 | 75
Decision —making
3 MS — 103 | Managerial Economics 3 30 25 75
4 Ms _ 104 | Legal Aspects of 3 30 25 | 75
Business
Core
5 Ms _ 105 | Indian Business 3 30 25 | 75
Environment
Business Statistics and
6 MS — 106 | Analytics for Decision 3 30 25 75
making
7 MS _ 107 | Business 3 30 25 | 75
Communication
Computer Applications 20 (P)
8 MS —108 for Business 3 20 (Th) 25 [£
Skill Communication and
9 Enhanceme | MS — 109 . . 2 20 15 35
Interview Skills Lab
nt Lab
Total 26 280 850




Semester — 11

Contact
; Marks
S, Course Course Course Credits Hours in =~
No Type Code a Int Xt.
Semester " | Prac
1 MS — 110 | Project Management 3 30 25 75
2 MS — 111 | Corporate Finance 3 30 25 75
3 MS _ 112 International Business 3 30 o5 75
Management
4 Ms — 113 | Operations 3 30 25 | 75
Management
Core
Business Research
5 MS - 114 Methods 3 30 25 75
6 MS — 115 | Marketing Management 3 30 25 75
7 Ms — 116 | Human Resource 3 30 | 25| 75
Management
8 MS — 117 Entrepreneurship 3 30 o5 75
Development
Skill
9 Enhanceme | MS — 118 | Research Lab 2 20 15 35
nt Lab
Total 26 230 750




Semester — 111

Contact

Course Course Hours in Marks
,\Sl ~ | Type Code Course Credits a Int. | Ext./
° Semester Prac
1 | Core MS —201 | Strategic Management 3 30 o5 75
MS— 207 to | Elective 1
? 216 (Specialisation 1) 3 30 25 | 75
MS- 207 to | Elective 2
3 216 (Specialisation 1) 3 30 25 | 75
MS- 207 to | Elective 3
4 ves 3 30 25 | 75
Discipline 216 (Specialisation 1)
-centric
elective | Ms_207 to | Elective 1
> 216 (Specialisation 2) 3 30 25 75
MS— 207 to | Elective 2
° 216 (Specialisation 2) 3 30 25 | 75
MS— 207 to | Elective 3
! 216 (Specialisation 2) 3 30 25 | 75
Skl Leadership and Team —
8 | Enhancem | MS - 202 adership 2 20 15 35
building Lab
ent Lab
g | Internship/ | y1s 503 Management Training 3 - | 100
Field work
Total 26 260 950




Semester — 1V

Contact

Cour Cour H X Marks
S. ourse ourse Course Credits | oSN Ext/
NoO Type Code a Int XL
Semester " | Prac
MS — 204 A | Moral Values
Mandatory .
1 | Audit MS—204 B 'P”tmﬂ“f“on 0 i 30 25 | 75
Course* Sychology
MS_204 C Introduction to Health
Psychology
MS- 207 to | Elective 4
2 216 (Specialisation 1) 3 30 25 &
MS- 207 to | Elective 5
3 Discipline | 216 (Specialisation 1) 3 30 25 &
-centric
elective MS- 207 to | Elective 4
4 216 (Specialisation 2) 3 30 25 &
MS- 207 to | Elective 5
> 216 (Specialisation 2) 3 30 25 &
Industrial Safety and
MS — 205 A | Environmental
6 Management 3 30 o5 75
MS _ 205 B Quality Management
Open Tools
elective™
(two) MS — 205 C | Social Entrepreneurship
7 3 30 25 75
Course of Independent
MS -205D Study (For UTDs only)
Internship
8 | /Field MS-206 Research Project 3 - 25 75
work
Total 21 210 800

*A student will select one mandatory audit course from three courses offered by the department.
**A student will select two open elective courses from four courses offered by the department.




In dual specialization MBA program, following specializations will be offered:

Specialization offered in MBA | running at UTD (University Campus):
Resource Management.

Specialization offered MBA Il running at UTD (University Campus):
Marketing Management, Financial Management

Marketing Management, Financial Management, Human

Retail Management, International Business Management,

MBA program running at affiliating institutes: Marketing Management, Financial Management, Human Resource Management,
International Business Management, Information Technology Management.

o Department can decide about the combinations of specializations to be offered and minimum number of students required to offer any
specialization as well as elective course.
o The scheme and syllabi including specializations can be upgraded and modified by the University as per the requirement considering industry

and academic needs.

List of Electives

Specialisation 1
(Marketing
Management)

Specialisation 2
(Human Resource
Management)

Specialisation 3
(Financial
Management)

Specialisation 4

(International
Business)

Specialisation 5
(Information
Technology
Management)

Specialization 6
(Retalil
Management)

Digital and Social

Human Resource

Export Import

Multimedia and Web

Direct and Network

Media Marketing Metrcg and Behavioural Finance | Procedure ar_ld Development (MS— | Marketing (MS—
(MS—MM-207) Analytics (MS— (MS-FM-207) Documentation IT-207) RM-207)

HR-207) (MS-1B-207)

. Performance .
Integrated Marketing Managing Banks and | Global Brand ] -
Communications g/li?:r%esment Financial Institutions | Management (EMS(—]I:\’T'\-/IZOS) (EMRSe_tg'I\I/IrT%OS)
(MS-MM-208) (l\%lS—HR-ZOS) (MS-FM-208) (MS-1B-208)
. . Training and . International . Retail Institutional

Services Marketing Corporate Taxation . E-Business

Development Marketing Framework (MS—
(MS-MM-209) (MS—HR-209) (MS-FM-209) (MS—1B-209) (MS-IT-209) RM-209)




Consumer Behaviour Organisation Change | Working Capital Multinational Software Quality Agricultural and
(MS-MM-210) and Development Management Banking Assurance (MS— Rural Marketing
(MS-HR-210) (MS—FM-210) (MS-1B-210) IT-210) (MS-RM-210)
Mergers, . N
Sa_lles_ and_ Industrial Relations | Acquisitions and International Trade : Retail Organization
Distribution ; . Internet Marketing and Resource
and its legal aspects | Corporate Theory and Practice
Management MS_HR- 211 . MS_IB-211 (MS-1T-211) Management (MS—
(MS-MM-211) (MS-HR-211) Restructuring (MS-1B-211) RM-211)
(MS-FM-211)
Compensation and . . Search Engine Operation and
Product and Brand Benefits Foreign Exchange Global Strategic Optimization Merchandise
Management Management Management Management M%tho ds Management for
(MS-MM-212) (MS—HR-212) (MS-FM-212) (MS-1B-212) (MS—IT-212) Retailers (MS—
RM-212)
ey | pe o | e B i s
P and Insurance : and Sales Promotion
Management Management (MS-FM-213) Management Tools & Techniques (MS-RM-213)
(MS-MM-213) (MS-HR-213) (MS-1B-213) (MS-IT-213)
T Investment Analysis . Cyber Law and .
Retail Management 'I(;eam B w!dmg n and Portfolio :_n tefne}tlonal Business Regulatory IF? ter_r:gtlonal
(MS-MM-214) I\;Igsangzstlzoln : Management (MS— &%‘Stllésm 4 Framework I\(;Itgl Igll\%l 214
(MS-HR-214) FM-214) (MS-1B-214) (MS-IT-214) (MS-RM-214)
Cross-Cultural Data Base
Marketing Analytics | International HRM Fintech (MS- Human Resource Management Svstem Mall Management
(MS-MM-215) (MS-HR-215) FM-215) Management (MS—?T-215) y (MS-RM-215)
(MS-IB-215)
Alternative Study Alternative Study Alternative Study Alternative Study Alternative Study Alternative Study

Credit Activities —
Marketing (MS—
MM-216) (For
UTDs only)

Credit Activities —
HR

(MS-HR-216) (For
UTDs only)

Credit Activities —
Finance

(MS — FM-216) (For
UTDs only)

Credit Activities —
IB

(MS-1B-216) (For
UTDs only)

Credit Activities —
IT

(MS-I1T-216) (For
UTDs only)

Credit Activities —
RM

(MS-RM-216) (For
UTDs only)
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Notes:

1

After first year of the programme, the students will undergo a management training or
industry internship with an organization. The training spans over an eight-week period.
This is an essential element of the curriculum for the completion of the programme. It is
designed to provide exposure to organizational working, to develop an understanding of
business realities, and to learn to apply theory to real life business situations. Upon
completion of the internship programme, the student will submit a project report. The
submission guidelines will be intimated to the students prior to start of the training.

A student will opt for two specialization tracks in Semester Il and Semester IV
(Specialisation 1 and Specialisation 2).

A student will opt 3 courses each from Specialisation 1 and Specialisation 2 in Semester
I11, and 2 courses each from Specialisation 1 and Specialisation 2 in Semester IV.

A student will opt for two open electives in Semester IV.

A student from UTDs can opt for a Course of Independent Study (CIS) as an open elective
paper, which would be an area of study he would like to pursue based on his special interest
or educational background. Such courses will be taught through the combination of
reading, lectures, cases, group presentations, experiential exercises and class discussions.
A student can opt for only one CIS in IV semester.

Electives will be offered depending upon student choices and faculty resources.

A student from UTDs can opt for Alternative Study Credit Activities (ASCA) as alternative
to an elective course as specified in the curriculum. Such activities may include Outbound
Experiential Learning Programme (OELP), Social Sensitization Projects (SSPs),
Community Development Projects (CDPs), Rural Innovation Projects (RIPs) and Field or
Live Projects (FLPs) as available in the department. Such activities, many of which go
beyond the boundaries of the campus, would be non-traditional sources of learning with
major thrust on experiential learning. A student can opt for only one ASCA in Ill or IV
semester.

It is mandatory for students to enrol and complete one MOOC course from
NPTEL/Swayam portal of minimum 12 weeks as per university norms. The selected
MOOC course should not be same as the subjects/courses offered in MBA program.



MANAGEMENT PRINCIPLES AND ORGANIZATIONAL BEHAVIOUR
MS - 101
Total credits: 3
External marks: 75
Internal marks: 25
Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the principles and practices of management and contemporary issues related to
managing an organisation.
2. Analyse the behaviour of individual employees and its implications for the organisation.
3. Developing a critical insight into group and team dynamics.
4. Interpret the influence of various organisational development and change on the behaviour
of the employees.

Unit-I

Nature and evolution of management; managerial levels, skills and roles in an organization;
functions of management - planning, organizing, staffing, directing, controlling, problem solving
and decision making; management control; management information system (MIS).

Unit-11

OB - concept, importance and contemporary challenges; foundations of individual behaviour
differences; personality - concept, determinants and applications; values, ability, attitudes and
emotions; perception - concept, process and applications; learning and reinforcement; motivation
- theories and applications; job satisfaction; stress management.

Unit-111

Types of groups; stages of group development; group properties - roles, norms, status, size and
cohesiveness; group decision making; work teams and team building; conflict management; power
and political behaviour; leadership functions and styles.

Unit-1vV
Organizational structure and designs and behavioural implications; organizational climate and
culture; organizational change and its management; organizational development.

Suggested readings:
1. Robbins, S.P. and Decenzo, D.A. Essentials of Management, Pearson Education.
2. Stoner, J., Freeman, R. Gilbert, R. Management, Pearson.
3. Robbins, S.P. and Judge, T. Organisational Behaviour, Pearson Education.
4. Newstorm, J. and Keith Davis, Organisational Behaviour, TMH.
5. Pareek, Udai, Understanding Organisational Behaviour, Oxford University Press.

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.

13



2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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ACCOUNTING FOR DECISION-MAKING
MS - 102
Total credits
External marks: 75
Internal marks: 25
Course outcomes:
After the successful completion of the course, students will be able to:
1. Gain critical understanding of various forms of accounting and management accounting
practices in an organization.
2. Analyse the financial position of a company through financial statements.
3. Develop operational understanding of cost accounting and cost sheet preparation.

4. Apply the concepts of cost control technique to facilitate managerial decision making.

Unit-1

Nature and scope of various forms of accounting; accounting principles and conventions; Indian
accounting standards; IFRS; final accounts of company with basic adjustments.

Unit-11

Financial statement analysis - importance and techniques; ratio analysis; cash flow analysis;
difference between cash flow and fund flow analysis; applications in financial decision-making.

Unit-111

Cost accounting — classification of costs, elements of costing; marginal costing; standard costing;
cost sheet preparation.

Unit-1vV

Cost control techniques; budgetary control; material and labour variance analysis; BEP; decision
making through make/buy, expand/ contract and accept/reject proposals.

Suggested readings:
Horngreen, Sundem and Stratton, Introduction to Management Accounting, Pearson
Education, New Delhi.

2. Maheshwari S. N., Maheshwari S. K., A Textbook of Accounting for Management, Vikas

Publishing, New Delhi.

Pandey, I. M., Management Accounting, Vikas Publishing House, New Delhi.

Khan, M.Y. and Jain, P.K., Management Accounting, TMH, New Delhi.

Jain, S.P and Narang, K.L., Advanced Cost Accounting, Kalyani Publishers, Ludhiana.

o~ w

Note:

D

Only latest editions of the above books are recommended.
In each unit, content will be covered with suitable practical problems and case studies.

N =

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.

15



MANAGERIAL ECONOMICS
MS - 103
Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Develop a critical understanding of different economic theories.
2. Take decisions about optimum production quantity which will minimize costs and
maximize returns.
3. Understand different market structures and apply decisions methodologies to decide the
best price of the product of the business.
4. Integrate economic theories with managerial practices to solve business problems.

Unit-1

Nature and scope of managerial economics; objectives of business firms; cardinal utility theory;
indifference curve technique; consumer surplus; price effect combination of income effect and
substitution effects.

Unit-11
Law of demand, demand elasticities, demand estimation and forecasting; production analysis, law
of variable proportions, laws of return to scale; isoquants, optimal combination of inputs.

Unit-111

Theory of cost: traditional and modern theory of cost in short and long runs; economies and
diseconomies of scale, revenue curves; market structures, price-output decisions under perfect
competition, monopoly, monopolistic competition and oligopoly, shut down point.

Unit-1V

Determinants of economic development, recent developments in Indian economy; business cycles;
inflation, types and control methods; monetary policy; fiscal policy; balance of payment of India;
trade deficit and remedies.

Suggested readings:

1. Hirschey, Mark, Managerial Economics, Thomson Learning, Bangalore

2. Monroe, Kent B., Pricing-Making Profitable Decisions, McGraw-Hill, New York

3. Keat, Paul B., and Philip K.Y. Young, Managerial Economics — Economic Tools for
Today’s Decision Makers, Pearson Education, Delhi

4. Salvatore, Dominick, Managerial Economics in a Global Economy, Thomson Learning,
Hyderabad

5. T.R.Jain, Managerial Economics, V.K. Publication.

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.
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Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.

17



LEGAL ASPECTS OF BUSINESS
MS - 104
Total credits- 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the legal framework regulating business, from the point of view of making the
operations of the organization legally compliant.
2. Develop a critical understanding of the implications of the changes in the provisions of
different business law and assess their impact.
3. Develop suitable adjustment strategies according to business law.
4. ldentify non-compliant practices and operations, and replace them with legally compliant
system.

Unit-I
The Indian Contract Act - essentials of a valid contract, void agreements, kinds of contracts,
performance of contracts, breach of contract and its remedies, quasi-contracts; The Sale of Goods
Act - contract of sale of goods, conditions and warranties, transfer of property, rights of an unpaid
seller.

Unit-II

Negotiable Instruments Act - nature and types of negotiable instruments, parties to negotiable
instruments, negotiation and assignment, dishonour and discharge of a negotiable instrument,
crossing and bouncing of cheques; Consumer Protection Act 1986.

Unit-I11

The Companies Act, 2013 - characteristics and types of companies; incorporation of a company,
memorandum and articles of association; director’s powers and duties, meetings prospectus,
winding up; Indian Partnership Act, 1932 - essential elements, formation of partnership,
registration, types of partners and partnership, rights and duties of partners.

Unit-1VvV
Competition Act 2002 - objectives, competition commission of India; Information Technology
Act 2000; Right to Information Act; overview of Foreign Exchange Management Act.

Suggested readings:
1. Kuchhal, M.C. and Kuchhal Vivek, Business Legislation Management, Vikas Publishing,
New Delhi.
2. Pathak, Legal Aspects of Business, McGraw Hill, New Delhi.
3. Kapoor, N. D. (2009). Elements of Mercantile Law, Sultan Chand & Sons, New Delhi.

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
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2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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INDIAN BUSINESS ENVIRONMENT
MS - 105
Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the dynamics of business environment to have a proper perspective of current
economic situation.
2. Develop a critical understanding of changes in business environment and assess threats and
opportunities emerging out of it.
3. Suggest strategic adjustments for an organisation which may be needed in changing business
environment scenario.
4. Assess the risks flowing from different business environment scenarios and develop suitable
adjustment and response strategies.

Unit-1
Nature and structure of business environment; macro and micro indicators; emerging sectors of
Indian economy; relative size and growth of public and private sectors.

Unit-11

Design and strategy of economic reforms; current state of growth and investment; interest rate
structure and present monetary policy; fiscal environment; current inflationary position and its
impact on business sector; legislation for anti-competitive and unfair trade practices.

Unit-111

Current industrialization trends and industrial policy; environment for the SME sector;
infrastructure development and policy; public sector reforms and performance; public -private
partnership; trends in service sector growth; business opportunities in the rural sector.

Unit-1V
Balance of payments trends; overview of GST; India’s competitiveness in the world economy,
Methods of environmental scanning: SWOT and ETOP.

Suggested readings:
1. Bedi S.K., Business Environment, Excel Books, New Delhi
2. Aswathpa, K., Business Environment, Excel Books, New Delhi.
3. Cherunelm, Francis, Business Environment, Himalya Publishing House, New Delhi.
4. Fernando A.C., Business Environment, Pearson Education.

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
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2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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BUSINESS STATISTICS AND ANALYTICS FOR DECISION MAKING
MS - 106

Total credits 3
External marks: 75
Internal marks: 25
Course outcomes:
After the successful completion of the course, students will be able to:
1. Apply application of quantitative techniques in business decision making
2. Analyse data using statistical techniques and able forecast under uncertain business
environment
3. Examine normality and apply its concepts in different sampling techniques
4. Apply quantitative technigues to business situations and optimize resources under
constraints

Unit-—I
Measures of central tendency and variations; types of measures; Karl Pearson’s coefficient of
correlation and spearman’s rank correlation.

unit-11

Correlation analysis; regression analysis -meaning and two lines of regression; relationship
between correlation and regression coefficients; time series analysis - measurement of trend and
seasonal variations; forecasting.

Unit-I11
Basic rules for probability, conditional probability; Bayes’ theorem; probability distributions —
types and applications of Binomial Poisson and Normal distributions.

Unit-1Vv
Tests of significance; hypothesis testing- large samples, small samples; chi-square test; analysis
of variance

Suggested readings:
1. Levin & Rubin. Statistics for Business, Prentice Hall of India, New Delhi.

2. Gupta S.P. & Gupta M.P. Business Statistics, Sultan Chand & Sons, Delhi.
3. Anderson. Quantitative Methods in Business, Thomson Learning, Mumbai.
4.Naval Bajpai. Business Statistics, Pearson Education India,
Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.
Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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BUSINESS COMMUNICATION
MS - 107

Total credits 3
External marks: 75
Internal marks: 25
Course outcomes:
After successful completion of the course the students will be able to:
1. Understand the critical importance of business communication from view point of
managerial efficiency.
2. Assess the different communication requirements and develop a suitable communication
strategy for enhancing efficiency.
3. Identify communication barriers and design suitable communication systems to eliminate
communication gaps.
4. Develop and strategize communication networks within and outside the organization.

Unit-1
Importance and role of communication in business organizations; 7 C’s of communication; process
of communication; barriers in communication.

Unit-11

Principles of effective written communication; types of business letters - commercial letters, sale
letter, routine letter; enquiries; inter-office memos; report writing; speech writing; preparing
agenda of meeting and minutes of meetings; writing positive, negative, persuasive and electronic
messages; non-verbal communication; oral communication: art of public speaking; listening
skills; team communication.

Unit-111

Cross-cultural dimensions of business communication; business etiquettes across cultures;
communication using technology; video conferencing; ethical & legal issues in business
communication; mass communication - advertisements, publicity and press releases; media mix;
public relations; newsletters.

Unit-1V

Negotiation process & its management; principles of designing presentations using audio- visual
aids; creating and delivering online presentations; writing a summer project report; writing CVs &
application letters; group discussions & interviews.

Suggested readings:

1. Chaturvedi P.D. & Chaturvedi M., Business Communication skills, concepts and
applications, Pearson education.

2. Lesikar, R. V., Flatley, M. E., Rentz, K. Business Communication: Making Connections
in a Digital World. Tata McGraw Hill Publishing Company.

3. Boove, C.L., Thill, J.V. & Chaturvedi, M. Business Communication Today, Pearson
education.

4. Krizan, A.C.B., Merrier, P., Logan, J. P. and Williams, K.S. Effective Business
Communication, Cengage Learning.

5 Scot, O. Contemporary Business Communication, Biztantra.

23



6. Chaney & Martin. Intercultural Business Communication, Pearson education

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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COMPUTER APPLICATIONS FOR BUSINESS

MS - 108 .
Total credits: 3

External marks: 75
Internal marks: 25
Course outcomes:
After the completion of the course, the students will be able to
1. Understand the concept of computers and its application in present time
2. Use database management system for managing their database
3. Solve the problems related to decimal, binary, octal and hexadecimal number systems
4. Understand the concept of internet, digital signals, bandwidth and email.

unit-1

Introduction to computers - characteristics, capabilities; limitations and applications of computers;
types of computers; computer hardware; software; block diagram of computer and overview of
working; types of computer language; generation of computer languages; MS word

Unit-11
Computer networks; computer topology - LAN, MAN, WAN; concept and components of DBMS
and RDBMS; MS Access

Unit-111
Number system - decimal, binary, octal, hexadecimal and their conversions operating systems; MS
power point and MS Excel

unit-1v

Internet - Internetworking and applications; internet protocol addresses; WWW pages and
browsing; security; analog and digital signals; bandwidth and packet transmission; long distance
communication via E-mail.

Suggested readings:
1. Leon & Leon, Introduction to Computers, Vikas Publishing House, New Delhi.

2. June Jamrich Parsons, Computer Concepts 7th Edition, Thomson Learning, Bombay.
3. Comer, Computer networks and Internet, Pearson Education
4. White, Data Communications & Computer Network, Thomson Learning, Bombay

Note:
1. Only latest editions of the above books are recommended.

2. In each unit, content will be covered with suitable practical problems and case studies.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.

2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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COMMUNICATION AND INTERVIEW SKILLS LAB
MS - 109

Total credits- 2
Practical marks: 35

Internal marks: 15

Course outcomes:
After the successful completion of the course, students will be able to:

1. Learn and apply communication skills for day-to-day business activities.

2. Understand the importance of correct body-language and business etiquettes.
3. Develop presentation skills, inter-personal skills and public speaking skills.
4. Develop critical thinking and confidence to face interviews.

Unit-1
Interpersonal skills; group discussion; presentation skills; listening skills; negotiation and
persuasion skills; public speaking skills.

Unit-11
Written communication; circulars, notices; memos; agenda and minutes of meeting; report writing;
creative writing; resume writing; writing business letters and its types

Unit-111
Business etiquettes across cultures; digital communication; social media communication; video
conferencing.

Unit-1vV
Body Language — postures, gestures, handshake, gaze, smile, eye contact; use of expression;
interview and its types; interview etiquettes.

Suggested readings:
1. Boove, C.L., Thill, J.V. & Chaturvedi, M. Business Communication Today, Pearson, New
Delhi.
2. Lesikar, R. V., Flatley, M. E., Rentz, K. Business Communication: Making Connections
in a Digital World. Tata McGraw Hill, New Delhi.

3. Allan and Barbara Pease. The Definitive Book of Body Language. Pease International,
Australia.

Note: In each unit content will be covered only through role plays/ presentations/
discussions/management games/any other related activity.
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PROJECT MANAGEMENT

MS - 110 .
Total credits: 03

External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to

1. Understand about the various aspects related to planning and analysis of the projects.
2. Analyse project ideas

3. Apply various financial applications in project appraisal.

4. Check the feasibility of project ideas

unit-1

Project Identification analysis - concept ot project, search for business idea, project identification,
project planning formulation and analysis, project screening and presentation of projects for
decision making; socio-economic consideration in project formulation; project management cycle.

unit-11

Market and technical analysis - market and demand analysis; market survey, demand forecasting,
uncertainties in demand torecasting ; technical analyslis; product mix, plant capacity, materials
and inputs, machinery and equipment; financial analysis; cost of project, projected cash flow,
means of financing project in India, role of financial institution in project finance, Break Even
Analysis.

unit-111

Project appraisal - methods; economic analysis, tinancial analysis, technical teasibility,
management competence, project appraisal techniques; payback period, accounting rate ot return,
net present value, Internal rate ot return, benetit cost ratio; social cost benetit analysis, risk
analysis; measures of risk, sensitivity analysis, stimulation analysis, decision tree analysis.

unit-1v

Project Scheduling/Network Techniques In project management: CPM and PERT analysis; tloat
times; crashing ot activities; multiple projects; constraints in selection ot projects; project
dependence - capital rationing; project indivisibility; project completion report.

Suggested readings:
1. Chandra. P. Projects, Tata McGraw Hill

2. Pinto, Project Management, Pearson Education.
3. Panneerselvam. R. and Senthilkumar. P,Project Management PHI Learning.
4. Choudhury, S, (2007). Project Management, Tata McGraw Hill Publishing.
5. Bhavesh, M. Patel (2009). Project Management: Strategic Financial Planning Evaluation
and Control, Vikas Publishing.
Note:
1. Only latest editions of the above books are recommended.
2. In each unit, content will be covered with suitable practical problems and case studies.

Instructions for question paper setting: Question paper will be divided into two parts:
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Part A will consist of 10 short questions, each carrying 1.5 marks.

Part B will consist of 06 questions, includin(l] a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is

compulsory. All questions carry 15 marks.
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CORPORATE FINANCE
MS - 111
Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand key decisions like Investment, Financing and dividend in financial Management.
2. Use their best knowledge in long term investment decision towards the value creation for the
organization
3. Understand the value creation through capital structure its decisions, dividend policy and
applications of leverages in financing decisions.
4. Aware about working capital and its management in business

Unit-1
Financial management scope finance functions and its organization, objectives of financial
management; time value of money; sources of long-term finance.

Unit-11

Investment decisions importance, difficulties, determining cash flows, methods of capital
budgeting, risk analysis (risk adjusted discount rate method and certainty equivalent method); cost
of different sources of raising capital, weighted average cost of capital.

Unit-111

Capital structure decisions, financial and operating leverage; capital structure theories- NI, NOI,
traditional and M-M theories; determinants of dividend policy and dividend models - Walter,
Gordon & M.M. models.

Unit-1V
Working Capital meaning, need, determinants, estimation of working capital need; management
of cash; inventory management; receivables management.

Suggested readings:
1. Pandey, .M., Financial Management, Vikas Publishing House, New Delhi
2. Khan M.Y, and Jain P.K., Financial Management, Tata McGraw Hill, New Delhi
3. Keown, Arthur J., Martin, John D., Petty, J. William and Scott, David F, Financial

Management, Pearson Education

4. Chandra, Prasanna, Financial Management, TMH, New Delhi

Van Horne, James C., Financial Management and Policy, Prentice Hall of India

6. Brigham & Houston, Fundamentals of Financial Management, Thomson Learning,
Bombay.

7. Kishore, R., Financial Management, Taxman’s Publishing House, New Delhi.

o

1. Only latest editions of the above books are recommended.
2. In each unit, content will be covered with suitable practical problems and case studies.
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Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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INTERNATIONAL BUSINESS MANAGEMENT
MS - 112
Total credits: 3
External marks: 75
Internal marks: 25
Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the international business and analyse the different risks involved in it.
2. Apply the competitive strategies for international business
3. Critically evaluate the role of FDI and its various approaches for international business.
4. Imbibe the role of various international bodies and trade blocks in international business

Unit-I
International business environment; domestic vs. international business, stages of
internationalization, tariff and non-tariff barriers, risks involved in international business.

Unit-11

International strategic management - cost reductions and local responsiveness; competitive
strategies for international business, international strategy, multi-domestic strategy, global
strategy, transnational strategy.

Unit-111
Foreign Direct Investment (FDI) theories - market imperfection approach, international product
life cycle theory, transaction cost theory, the eclectic paradigm.

Unit-1V

Free trade zones; bilateral and multilateral trade laws - general agreement on trade and tariffs,
(GATT), world trade organization: IPR, TRIPS, TRIMS, GATS; regional economic integrations -
NAFTA, EU; Trade Blocks - ASEAN, SAARC, BRICS.

Suggested readings:
1. Lasserre, Philippe Global Strategic Management, Palgrave MacMillan.
2. John D Daniels, Lee H Radebaugh Daniel P Sullivan, Prashant Salwan, International
Business Environments and Operations, Pearson Education.
3. Tamer Cavusgil, Gary Knight International Business: Strategy, Management and the New
Realities, Pearson Education.
4. K Aswathappa, International Business, Tata Mcgraw Hill.

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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OPERATIONS MANAGEMENT
MS - 113

Total credits: 3
External marks: 75
Internal marks: 25
Course outcomes:
After the completion of the course, the students will be able to:
1. Gain a conceptual understanding of the manufacturing and services Operations
2. Apply best practices for managing operations
3. Measure and manage quality of manufacturing and services operations
4. Utilize resources in optimum manner by using various techniques

Unit-1

Concept and scope of operations management; systems perspectives of operations management;
operations as a competitive strategy; emerging trends and implications for operations; facility
location; types of manufacturing system; plant layouts; line balancing; material handling:
principles and equipments.

Unit-11

Capacity planning; aggregate planning and master production scheduling; maintenance
management; material management: material requirement planning, inventory control, purchase
management, stores management.

Unit-111
Just-in-Time manufacturing; business process reengineering; enterprise resource planning; lean
manufacturing; poka yoke.

Unit-1V
Definition of quality; quality management; cost of quality; kaizen; 5‘s’; ISO (9000 and14000
Series); six sigma; statistical quality control: variable and attribute process control.

Suggested readings:
1. Panneerselvan, R., Production and Operations Management, PHI, India
2. Mahadevan,B., Operations Management, Pearson Education, India
3. Chary, S. N., Production and Operations Management, TMH, New Delhi
4. Buffa, E. S. and Sareen, R.R., Modern Production Management, John Wiley, New York
5. Nair, N.G., Production and Operations Management, TMH, India
Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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BUSINESS RESEARCH METHODS
MS - 114
Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Design a quantitative survey for business problems
2. Evaluate qualitative and quantitative research approaches to business decision making.
3. Relate ethical and philosophical consideration in business research.
4. Explain the role of research in business decision making and business performance

Unit-1
Managerial value of business research; theoretical framework; hypothesis development; literature
Survey; process of research and structure of research proposal.

Unit-11

Research design — exploratory; descriptive; diagnostic; experimental; sampling design and
techniques; measurement scales — types and construction of scales and reliability and validity
aspects in measurement; ethics in research.

Unit-111

Methods of data collection; data analysis and interpretation; editing; coding; tabulation; hypothesis
testing — an overview of parametric and non-parametric tests- ANOVA, Wilcoxon Matched pair
signed; rank test; Mann Whitney test.

Unit-1vV

An overview of dependent and interdependent methods -multiple regression; factor analysis;
cluster analysis; ingredients and constructions of research report; procedure of preparation of
reference and bibliography.

Suggested readings:
1. Zikmund, Millian G., Business Research Methods, Thomson Learning, Bombay
2. Cooper, Donald R- and Pamels Schindler, Business Research Methods, Tata McGraw
Hills,New Delhi
3. Sekran, Uma, Business Research Method, Miley Education, Singapore
4. Kothari, C.R., Research Methodology

Note:
1. Only latest editions of the above books are recommended.
2. In each unit, content will be covered with suitable practical problems and case studies.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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MARKETING MANAGEMENT
MS - 115

Total credits: 3
Internal marks: 25
External marks: 75

Course outcomes:
After the completion of the course, the students will be able to:
1. Understand the process of marketing by which companies create value for customers and
capture value from customers in return
2. Make the strategies related to 4Ps and understand the significance of consumer behaviour
3. Know the contemporary issues of marketing
4. Face the challenges in the market and ways to tackle them in an effective manner

Unit-I

Nature and scope of marketing; philosophies of marketing management; attracting, retaining and
developing relationship with customers; marketing environment; marketing research and
marketing information system; ethical issues in marketing

Unit-11

Understanding consumer behaviour; factors influencing consumer buying behaviour and
organizational buying behaviour; market segmentation, targeting and positioning; marketing
strategies at the different stages of the product life cycle; new product development process

Unit-111

Marketing mix; product classification, product mix and product line decisions; branding and
packaging decisions; pricing strategies and practices; factors affecting selection of marketing
channels; introduction to wholesaling and retailing; promotion mix: advertising, sales promotion,
public relations, personal selling

Unit-1V

Marketing organization structures; implementation and control of the marketing program; sales
forecasting methods; green Marketing; event marketing; direct marketing; network marketing;
holistic marketing; permission marketing; social marketing

Suggested readings:
1. Kotler, P. and Armstrong, G., Principles of Marketing, Pearson Publication, India
2. 2.Kotler, P., Keller K., Koshy A. and Jha, M., Marketing Management in South Asian
Perspective, Pearson Education, India
3. Etzel M., Walker B., Stanton W., and Pandit A., Marketing, TMH, India
4. Panda T., Marketing management: Text and cases Indian context, Excel Books, India.
5. Kumar, A. and Meenakshi, N., Marketing Management, Vikas Publication, India

Note:

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.
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Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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HUMAN RESOURCE MANAGEMENT
MS - 116
Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the basics of human resource management with roles and responsibilities of a
human resource manager.
2. Analyse the human resource challenges in present scenario.
3. Know the essentials of employing, maintaining and promoting a motivated workforce in
an organisation.
4. Develop critical understanding of contemporary issues of human resource management.

Unit-1

Human resource management - concept, evolution, scope, challenges and strategic objectives; line
and staff responsibilities of HR manager; human resource planning & forecasting - significance
and process; human resource information system.

Unit-11

HR sourcing and recruitment; selection process; job analysis - job description and job
specification; job design approaches; job evaluation - concept & methods; employee compensation
management & determinants of wage/salary fixation; incentives, bonus, ESOPs, fringe Benefits.

Unit-111

Performance appraisal methods - limitations and problems; human resource development; training
- process, methods and evaluation; capacity building; career planning and development; potential
appraisal and succession planning.

Unit-1vV

Industrial relations; grievance handling; employee welfare; employee separations, downsizing &
outplacement; dispute resolution; international human resource management; contemporary issues
in HRM - knowledge management, HR audit & accounting, HR in virtual organizations, ethics &
corporate social responsibility.

Suggested readings:

1. Aswathapa,K. Human resource management: Text and cases, Tata McGraw Hill
Education.
Haldar, U. and Sarkar Juthika, Human Resource Management, Oxford University Press.
Decenzo, D. & Robbins S.P., Human Resource Management, Wiley India Private Limited.
Gary, Dessler, Essentials of Human Resource Management, Pearson.
Tanuja, Agarwala, Strategic Human resource Management, Oxford University Press
Rao,V.S.P., Human Resource Management, Cengage Learning India

ook W

Note:
1. Only latest editions of the above books are recommended.
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2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting:Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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ENTREPRENEURSHIP DEVELOPMENT
MS - 117

Total credits: 03
External marks: 75
Internal marks: 25
Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the dynamics of entrepreneurship to develop proper perspective of current
entrepreneurial practices.
2. Develop a clear understanding about business plan formulation
3. Analyse economic, technical, financial and managerial aspect of feasibility study.
4. Suggest suitable entrepreneurship development programmes for improvement of
entrepreneurial skills.

Unit-1
Concept of entrepreneur; characteristics, qualities of entrepreneur, difference between
entrepreneur, manager and leader; entrepreneurial motivation; barriers to entrepreneurship.

Unit-11

Definition of project, types and importance, phases of project; procedure to set up a small business
enterprise: identifying the business opportunity, stages for setting up of a small enterprise Business
plan; opportunities in various sectors.

Unit-111
Feasibility study; preparation of feasibility reports: economic, technical, financial and managerial
feasibility of project; methods and procedures to start and expand one's own business.

Unit-1V
Government support to new enterprise; entrepreneurship development programmes; role of
various institutions in developing entrepreneurship in India.

Suggested readings:

1. Khanka, S.S., Entrepreneurship Development. S. Chand.

2. Desai, A N. Entrepreneur & Environment. Ashish, New Delhi.

3. Drucker, Peter. Innovation and Entrepreneurship. Heinemann, London.

4. Jain, Rajiv. Planning a Small-Scale Industry: A Guide to Entrepreneurs. S.S. Books, Delhi.

5. Kumar, S A. Entrepreneurship in Small Industry. Discovery, New Delhi.

6. McClelland, D. C. and Winter, W G. Motivating Economic Achievement. Free Press, New
York.

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
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2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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RESEARCH LAB
MS - 118

Credits: 2
Practical Marks: 35
Internal Marks: 15

Course outcomes:
After the successful completion of the course, students will be able to:
1. Learn data management using software.
2. Perform various statistical tests using software.
3. Analyse quantitative data.
4. Conduct research work with the help of software.

Unit-I
Introduction and functions of statistical softwares; data coding, entry and checking; descriptive
statistics; tables and graphs.

Unit-11
Using SPSS - reliability testing, parametric tests — types of T-tests, one-way ANOVA; non-
parametric tests — chi-square.

Unit-111
Using SPSS - correlation, simple linear regression; multiple regression analysis, step-wise
regression.

Unit-1V
Using SPSS - factor analysis, cluster analysis.

Suggested readings:

1. Field, Andy. Discovering Statistics Using IBM SPSS Statistics, Sage Publisher, Delhi.

2. Morgan, G. A., Leech, N. L., Gloeckner, G.W. and Barrett, K. C. SPSS for Introductory
SPSS — Use and Interpretation, Lawrence Erlbaum Associates, London.

3. Hair, J.F.,, Black, W.C., Babin, B. J. and Anderson, R. E. Multivariate Data Analysis,
Pearson, Delhi.

4. Chauhan, Ajay. Research Analytics: A practical Approach to Data Analysis, Dreamtech
Press, Delhi.
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STRATEGIC MANAGEMENT
MS - 201

Total credits: 03
External marks: 75
Internal marks: 25

Course outcomes:
After successful completion of the course the students will be able to:
1. Get clear understanding of basic concept of strategy and its relationship with the firm’s
vision, mission and objectives for the organisations’ SUCCESS.
2. ldentify different strategic options available and their relation with dynamic environment.
3. Sketch the strategy to be followed by the organization and to effectively implement the
strategy that will help the organization to become successful in the market.
4. Evaluate strategies in an effective manner by applying different techniques.

Unit-1
Strategy - levels of strategy; strategic planning; strategic management; process of strategic
management; strategic indent: company’s vision, mission and objectives.

Unit-11

Strategic formulation - environmental and organisational appraisal; types of strategies; strategic
analysis and choice, BCG matrix, general electric matrix and balance score card approach, value
chain analysis.

Unit-111
Strategy implementation - designing organizational structure; structural, behavioural, functional
and operational implementation.

Unit-1vV
Strategy evaluation and control - strategic and operational control; techniques of evaluation and
control.

Suggested readings:

1. Kazmi A., Business Policy and Strategic Management, TMH publication.

2. Jauch L.R. & Glueck W.F., Business Policy and Strategic Management, TMH publication.

3. Thompson A. A. and Strickland A. J., Strategic Management - Concept and cases, TMH
publication.

4. David, Fred R. Strategic Management — Concept and Cases, Pearson Education.

5. Kenneth, A. Andrews, Concepts of corporate Strategy, Dow Jones-Irwin

6. John A. Pearce Il and R.B. Robinson, Strategic Management - Strategy Formulation and
Implementation, McGraw-Hill Education.

Note:

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.
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Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical
problem. A student will attempt 04 question, attempting case-study/practical/numerical
problem is compulsory. All questions carry 15 marks.
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LEADERSHIP AND TEAM-BUILDING LAB

MS — 202 .
Total credits- 2

Practical marks: 35
Internal marks: 15

Course outcomes:
After the successful completion of the course, students will be able to:

1. Define effective team leadership and its impact on the organization and business success.

2. Develop and strengthen interpersonal leadership and teamwork skills.

3. Analyze a series of team leadership challenges and determine the most effective actions
for team leaders or members to take

4. Evaluate and understand that how to manage different personalities, cultural and teams for
desired output.

unit-I
Types of leadership; characteristics of a leader; leader development; leadership attributes and
behaviour; issues of leadership.

Unit-I1
Leadership games to understand leadership roles at various levels of the organization; leadership
styles of Indian manager; women and leadership; organizational leadership.

unit-I11

Profile study and presentation about great international and national business leaders like: Bill
Gates, Steve Jobs, Jett Bezos, Satya Nadella, Sundar Pichal, Ratan Tata, Dhirubhai Ambant,
Narayan Murthy, Aziz Premji, etc.; analyse leadership dilemmatic situation.

unit-1v

Team building; types of team; teams work for individuals and organizations; managing conflict
and diversity; team etftectiveness; enhancing teamwork within group; leading team for high
performance.

Suggested readings:
1. Hughes, R., Ginnett, R. and Curphy, G., Leadership: Enhancing the Lessons of Experience,

McGraw Hill Education,
2. A. Chandramohan, Leadership and management, Himalaya Publishing House
3. Bhargava & Bhargava, Team Building & Leadership, Himalaya Publishing House
4. Peter G. Northhouse, Introduction to Leadership, Concepts & practices, Sage Publication

Note: In each unit content will be covered only through role plays/ presentations/
discussions/management games/any other related activity.
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MANAGEMENT TRAINING
MS - 203

Credits:3
Practical Marks:100

At the end of second semester, every student of MBA will undergo 8 weeks training. During the
course of training, the organisation (where the student is undergoing training) will assign a
problem/project to the student. After completion of training, the student will submit a report to the
university, which will form the part of third semester examination. The tentative content of the
report is given below:
1. Cover Page
2. Acknowledgement
Certificate from organization/company
Introduction
Company profile
Literature Review (if any)
Research Methodology (Objective of the Research, Type of data, Sample design,
Hypothesis, Analytical Tools, Limitations of Study)
Data Analysis
. Findings
10. Conclusions
11. Recommendations
12. References
13. Appendices — to include questionnaire etc. (if any)

S Al

© ©

The report must be submitted within one month from commencement of third semester. One
chapter must be included about history of the organisation, its structure, products and services
offered. The average size of report will be 60 to 100 typed pages in standard font size 12 and one
half spacing on A4 size papers. It is mandatory that student will make presentation in presence of
teachers and students. For external evaluation, Presentation / Viva voce will be conducted by the
external examiner.
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MORAL VALUES
MS - 204 A
Total credits- 0
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand moral Values
2. Understand the rationale of social responsibility
3. Recognize and appreciate ethical considerations and values relevant to business activity
4. Maintain balance in their personal and professional life

Content

Human values; morals values; values and ethics; basic etiquettes; integrity — work ethics — honesty
—courage — empathy — self-confidence — character; positive attitude and beliefs; balanced approach
professional and personal life; social responsibilities and rights

Suggested readings:
John, R. Boatright. Ethics and the Conduct of Business, Pearson Education, New Delhi.

2. Edmund, G. Seebauer and Robert L Barry, Fundamentals of Ethics for Scientists and
Engineers, Oxford University Press, Oxford.

3. Hartman, Laura P. and Joe Des Jardins, Business Ethics: Decision-Making for Personal
Integrity & Social Responsibility. McGraw-Hill/lrwin

4. Arthur, John. Studying Philosophy: A Guide for the Perplexed. Pearson/Prentice Hall

Note:
1. Only latest editions of the above books are recommended.
2. Content will be covered with suitable practical problems and case studies.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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INTRODUCTION TO PSYCHOLOGY
MS -204 B

Total credits-0
External marks: 75
Internal marks: 25

Course outcomes:

After the successful completion of the course, students will be able to:
1. Understand the basic concept of psychology
2. Understand the applications of psychology
3. Use concepts of psychology managing in different situations
4. Develop their overall personality

Content

Psychology - concept and its applications; stages of life span development - prenatal development,
birth and infancy, childhood, adolescence, adulthood; the perceptual processing and determinants
of perception; stages of memory; types of memory - sensory, short term and long term; concept of
forgetting; thinking and reasoning - concepts, categories; problem solving: solution strategies.

Suggested readings:

1.Baron, R. & Misra. G. Psychology. New Delhi: Pearson.

2. Chadha, N. K. & Seth, S. The Psychological Realm: An Introduction. New Delhi: Pinnacle
Learning.

3.Kavita Singh, Organisational Behaviour: Text and cases. New Delhi: Pearson Education

Note:
1.0nly latest editions of the above books are recommended.
2.Content will be covered with suitable practical problems and case studies.

Instructions for question paper setting: Question paper will be divided into two parts:

1.Part A will consist of 10 short questions, each carrying 1.5 marks.

2.Part B will consist of 06 questions, including a case-study or a practical/numerical problem. A
student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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INTRODUCTION TO HEALTH PSYCHOLOGY
MS -204 C

Total credits-0
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the concept of health psychology
2. Gain awareness about the health enhancing behaviours
3. Understand the influence of different behaviours on health
4. Understand the importance of different psychological factors

Content:

Introduction to health psychology - components of health: social, emotional, cognitive and
physical aspects; mind-body relationship; goals of health psychology; behaviour and health -
characteristics of health behaviour; barriers to health behaviour; theories of health behaviour and
their implications; health enhancing behaviours - exercise, nutrition, safety, pain, stress
management; health and well-being - happiness; life satisfaction; optimism and hope.

Suggested readings:

1. Allen, F. Health psychology and behaviour. Tata McGraw Hill Edition.

2.Kindersley. Misra, G. Stress and Health. New Delhi: Concept.

3. Routledge. Dimatteo, M. R., & Martin L. R. Health psychology. India: Dorling.

4. Sarafino, E.P. Health psychology: Bio psychosocial interactions (4th Ed.). NY: Wiley.

5. Snyder, C.R., Lopez S. J., &Pedrotti, J. T. Positive psychology: The scientific and practical
explorations of human strengths. New Delhi: Sage.

Note:
1.0nly latest editions of the above books are recommended.
2.Content will be covered with suitable practical problems and case studies.

Instructions for question paper setting: Question paper will be divided into two parts:

1.Part A will consist of 10 short questions, each carrying 1.5 marks.

2.Part B will consist of 06 questions, including a case-study or a practical/numerical problem. A
student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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INDUSTRIAL SAFETY AND ENVIORNMENT MANAGAEMENT

MS - 205 A .
Total credits: 3

External marks: 75
Internal marks: 25
Course outcomes:
After the completion of the course, the students will be able to:
1. Know the standards of professional conduct published by professional safety organizations

and certification bodies.
2. Understand the importance of safety of employees while working with machineries.

3. Assess safety essentials in various industrial hazard zones.
4. Analyse environment problems and its management in industrial scenario.

unit-1
Importance ot satety, health and environment - general safety rules; tundamentals ot satety; health

sarety and environmental policy; classitication oOf accidents; management responsibility;
objectives and principles ot satety management; national satrety council; employees state insurance
act 1948; satety auditing; measurement ot satety pertformance; industrial accidents and prevention.

unit-11
Process satety management - process satety management (P.S.M) as per OSHA,; legal aspects ot

sarety; satety with respect to plant and machinery; the explosive act 1884, personal protective
equipment; classitication ot hazards, protection Ot respiratory system, satre working practices,; sare
working environment; satety device and tools.

Unit-111

Satety In hazardous area - hazard In Industrial zones; mechanical, chemical, environmental and
radiation hazards, environmental hazards; control measure; sarety and risK analysis; r1SK
Mmanagement; Tirst ald; satety measures to avold occupational diseases.

unit-1v

Environment management - definition and types ot environment of pollution; pollutant and
signiticance ot poliution control; 15O 14000 environment standards; EIMS model; needs 1or EIA
and metnods; signiticance ot environment audit; audit regulations; standards and protocols;

sustainable development.

Suggested readings:
1. Nicholas P. Cheremisinoff & Madelyn L. Graffia, Environmental and Health and Safety

Management, A guide to compliance, Elsevier
2. L. M. Deshmukh, Industrial safety management, Tata McGraw Hill publication, New Delhi.
3. R. K. Jain & Sunil S. Rao, Industrial safety health and environment management system,
Khanna Publications.
4. Amit Gupta, Industrial Safety and Environment, Firewall Media

Note:
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1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.

2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.

A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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QUALITY MANAGEMENT TOOLS

MS - 205 B .
Total credits: 3

External marks: 75
Internal marks: 25
Course outcomes:
After the completion of the course, the students will be able to:
1. Understand the concept of quality management, control and assurance
2. Assist in strategic decision making and competitive analysis
3. Solve real time problems with the help of check sheet, histogram, pareto charts, fishbone
diagram, scatter diagram and control charts for quality control, data envelopment analysis
and quality function deployment
4. Determine process capability index with the help of collected samples

Unit-1
Introduction and evolution of quality management; dimensions of quality; quality control; quality
assurance; total quality management

unit-11

Quality as a Strategic Decision - meaning of strategy and strategic quality management; quality
policy; quality objectives; strategic planning and 1mplementation; McKinsey 7s model;
competitive analysis

unit-111

Quality control tools - check sheet, histogram, shapes of histogram, drawing a histogram, pareto
chart, tishbone diagram; scatter diagram, control charts, data envelopment analysis and quality
function deployment

Unit-1vV
Statistical quality control; variations and its causes; sampling methods - probability and non-
probability-based sampling; process capability and process capability index; six sigma.

Suggested readings:
1. Wankulu C.A., TQM: A Road Map, Tata McGraw-Hill India

2. Ahuluwalia J.S., Total Total Quality Management, Tata McGraw-Hill India
3. Crosby P., Let us Talk Quality, Penguin Publications

4. Davenport S., Kimberly & Others, Focused Quality, John Wiley

5. Oakland J.S., TQM: Text with Cases, Butterworth — Heinmann

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.

2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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SOCIAL ENTREPRENEURSHIP
MS -205C

Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the completion of the course, the students will be able to:

1. Learn the different perspectives of social entrepreneurship.

2. Analyse the impact of environment on social entrepreneurship.
3. Develop the business plan for setting up social enterprise.

4. Apply the business model for starting a social enterprise.

unit-1

Perspective of social entrepreneurship; characteristics and role of social entrepreneurs; difference
between soclal enterprise and business enterprise; drivers of social innovation; social value; social
change.

Unit-11
Corporations and social entrepreneurship; different forms of capital; role of different forms of
capital in the process of social value creation; opportunity identification, discovery, recognition.

unit-111

Business plan; structural and Iegal 1ssues for planning a social business; social marketing;
Government support/ initiatives for social entrepreneurship development; social and economic
impact.

Unit-1Vv
Social enterprise and the enterprise environment; different business models for different markets;
recent developments in the field of social enterprise; contemporary issues in social engagement.

Suggested readings:
1. Alex Nicholls (Ed.), Social entrepreneurship: New models of sustainable social change,
Oxford University Press.

2. David Bornstein, How to change the world: Social entrepreneurs and the power of new
ideas. Oxford University Press.

3. David Bornstein and Susan Davis, Social entrepreneurship: What everyone needs to know,
Oxford University Press.

4. Macmillan, I. C. and James D Thompson. The social entrepreneur’s playbook, Wharton
school press.

Note:
1. Only latest editions of the above books are recommended.

2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
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Part A will consist of 10 short questions, each carrying 1.5 marks.

Part B will consist of 06 questions, includin(l] a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is

compulsory. All questions carry 15 marks.
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COURSE OF INDEPENDENT STUDY
MS - 205D
Total credits: 3
External Viva voce: 75
Internal Marks: 25

Course outcomes:

After the completion of the course, the students will be able to:
1. Develop an understanding of the chosen area.
2. Get hands-on experience and exposure of the chosen area.
3. Apply pertinent concepts, theories and principles.
4. Enhance critical thinking and problem-solving skills.

Course of Independent Study Is an area of study, which a student would like to pursue based on
his special interest or educational background. It is an individual study, which is not a part of the
ongoing study scheme, on an approved topic under the supervision of a faculty member. The
course will be taught through the combination of cases, lectures, group presentations, experiential
exercises and class discussions. The course will be planned and managed by the faculty supervisor
according to the objectives proposed by the student. Detailed guidelines for the course shall be
given by the allocated faculty supervisor, under whose guidance the study shall be undertaken.

The student will submit assignments and a study report for the completion of the course. The
evaluation will be done on the basis of assignments, report and external viva voce.
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RESEARCH PROJECT
MS-206

Credits:3
Practical Marks: 75

Internal Marks: 25

Every student will be assigned a project topic in the third semester from their area of specialization
and it will be pursued by him/her under the supervision of an internal supervisor. The students are
required to interact with their supervisor on regular basis and prepare a project report. The tentative
content of the project report is as follows:

Cover Page

Acknowledgement

Certificate from supervisor

Introduction

Literature Review

Research Methodology (Objective of the Research, Hypothesis, Research Design etc.)
Data Analysis

Findings

. Conclusions

10. Recommendations

11. References

12. Appendices — to include questionnaire etc. (if any)

CoNoA~WNE

The student will submit project report in fourth semester as per the schedule announced by the
department/University for assessment. The student will submit two hard bound copies of the
report, one softcopy in CD/DVD along with the requisite fee. The project report shall be evaluated
by both Internal and External Examiners. For external evaluation, Viva voce will be conducted by
the external examiner tentatively in the month of April before the start final semester practical
examination.
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ELECTIVES
(MARKETING MANAGEMENT)
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DIGITAL AND SOCIAL MEDIA MARKETING

MS-MM-207 _
Total credits: 3

External marks: 75
Internal marks: 25
Course outcomes:
After the completion of the course, the students will be able to:
1. Understand digital marketing concepts and models
2. Gain understanding of digital marketing platforms
3. Apply search engine optimization (SEO) in business
4. Develop strategies for marketing goods and services digitally

unit-1

Evolution of digital marketing; the digital consumer & communities online; digital marketing
landscape; drivers of the new marketing environment; digital marketing strategy; digital marketing
models; RSS feed.

unit-11

Digital marketing mix; Impact ot digital channels on Integrated marketing communication; search engine
marketing: Ad placement, Ad ranks, Ad campaigns creation; display marketing: types ot display Ads;
YouTube marketing; pay per click (PPC); web analytics

unit-111

Introduction to social media plattorms; social media marketing strategy; Facebook Marketing: Business
through Facebook marketing, creating advertising campaigns, Facebook marketing tools; social media
analytics; Mobile marketing: Mobile advertising, forms of mobile marketing, mobile campaign
development.

unit-1v

Search engine optimization (SEO); googleAd and Google Adsense; banner advertisement and e-
mail marketing: banner concept, banner placement, e-mail campaign, newsletter campaign, press
release; affiliate marketing: affiliate networks, In-house affiliate programs.

Suggested readings:
Heinze, A., Fletcher, G., Rashid, T., & Cruz, A., Digital and social media marketing: a

results- drlven approach. Routledge.

Vandana A., Digital Marketing, Oxford University Press, India
Bhatia P.S., Fundamentals of Digital Marketing, Pearson, India
4. Gupta, S., Digital Marketing, Mc-Graw Hill, India

@ N

Note:
1. Only latest editions of the above books are recommended.

2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
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2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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INTEGRATED MARKETING COMMUNICATIONS

MS-MM-208 .
Total credits: 3

External marks: 75
Internal marks: 25

Course outcomes:
After the completion of the course, the students will be able to

1. Understand elements of communication mix and develop IMC program
2. Interact with customers effectively

3. Implement a multi-channel approach

4. Optimise the promotion channels effectively

unit-1

Introduction to integrated marketing communication; developing an IMC programme; significance
of IMC; factors In setting marketing communication mix; elements of marketing communication
mix; characteristics of marketing communication mix; measuring effectiveness ot various
elements of marketing communication mix.

unit-11

Purpose, role, functions and types of advertising; advertising objectives and goal setting;
advertising agencies; advertising budgeting; message development; types of media; media
planning and buying; media measurement; measuring advertising effectiveness.

Unit-11
Meaning and importance of sales promotion; integration with advertising and publicity; prominent
sales promotlon tools; push-pull strategles; decisions com‘rontlng sales promotlon; meaning and
importance of public relations; objectives and goals; prominent PR Tools; public relation decisions
and strategies; PR V/S publicity.

Unit-1Vv
Meaning and importance of direct marketing; prominent direct marketing tools; direct marketing
decisions and strategies; designing sales force; managing the sales force.

Suggested readings:
1. Shah, K., Advertising and Integrated Marketing Communicatons. Tata McGraw-Hill

Education, India

2. Clow and Baack, Integrated Advertising, Promotion, and Marketing Communications,
Pearson Education, India.

3. O Guinn and Allen Semenik, Advertising and Integrated Brand Promotion, Cengage
Learning.

4. Murthy, S N and U Bhojanna, Advertising- An IMC Perspective, Excel Books India.

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
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Part A will consist of 10 short questions, each carrying 1.5 marks.

Part B will consist of 06 questions, includin(l] a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is

compulsory. All questions carry 15 marks.
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SERVICES MARKETING
MS-MM-209

Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the completion of the course, the students will be able to
1. Learn to create customer value by apply services marketing concepts and principles
2. Understand unique challenges and opportunities of services marketing
3. Measure and manage service quality by using GAP model and SERVQUAL scale
4. Understand the significance of people, process and physical evidence in context of
services

Unit-1

Concept of service marketing; distinctive characteristics and classification of services; service
marketing mix; emergence and growth of services; service leadership; unique challenges in
marketing of services; consumer behaviour in services; applications in areas of telecom, health
care, banking and insurance sector.

Unit-11

GAP model and SERVQUAL scale for the measurement of service quality; service quality
dimensions; customer expectations of service; customer perceptions of service; measuring
customer satisfaction; service encounters; service failure and recovery; service guarantees.

Unit-111

Challenges of service design and development, types of new services, stages in new service
development; concept of service blueprinting; customer defined service standards; physical
evidence; services cape.

Unit-1V

Role of employees and customers in service delivery; delivering service through intermediaries
and electronic channels; integrated services marketing communications; pricing of services;
concept of self-service technologies.

Suggested readings:

1. Zeithaml, V.A., Bitner, M. J., Service Marketing — Integrating Customer Focus Across the
Firm, Tata McGraw Hill, New Delhi

2. Lovelock, C., Wirtz, J. and Chatterjee, J., Service Marketing — People, Technology,
Strategy, Pearson Education, New Delhi

3. Verma, H., Services Marketing — Text and Cases, Pearson Education

4. Apte, G., Services Marketing — OUP, New Delhi

5. Jauhari, V. and Dutta, K., Services: Marketing, Operations and Management, Oxford
University Press, New Delhi
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Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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CONSUMER BEHAVIOUR
MS-MM-210
Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course; students will be able to:
1. Understand the behaviour and buying decision process of consumers.
2. Evaluate the impact of internal determinants on consumer behaviour.
3. Analyse the impact of external factors on consumer behaviour.
4. Apply various aspects of communication and diffusion of innovation in marketing.

Unit-1

Consumer behaviour - nature; scope and application of consumer behaviour; buyer behaviour;
buying decision process; problem recognition; information search; alternative evaluation; decision
rules and selection; outlet selection and purchase; post purchase behaviour and customer
satisfaction; role of involvement; types of buying behaviour.

Unit-11

Individual determinants of buyer behaviour; motivation; perception; learning and memory;
personality and self-concept; consumer attitudes; formation and change; consumer values and
lifestyles.

Unit-111

External determinants of buyer behaviour; social class; status; reference groups and family
influences on consumer behaviour; different roles in buying behaviour; influence of culture and
subculture on consumer behaviour.

Unit-1VvV
Communication and consumer behaviour; consumer influence and the diffusion of innovation;
consumer research; consumer markets.

Suggested readings:

1. Schiffman, Leon G., Kanuk, Leslie. Consumer Behaviour. Pearson Education. New Delhi

2. Blackwell, Roger, Miniard, Paul & Engel, James. Consumer Behaviour. Cengage
Learning. New Delhi

3. Loudon, David J. & Dellabitta, Albert. Consumer Behaviour. Tata McGraw Hill. New
Delhi

4. Soloman, Michael R. Consumer Behaviour- Buying, Having and Being. Pearson
Education. New Delhi

Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
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2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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SALES AND DISTRIBUTION MANAGEMENT
MS-MM-211

Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the completion of the course, the students will be able to
1. Learn and apply theories, techniques and practices related to sales and distribution
management.
2. Manage the different aspects of distribution channels
3. Motivate the sale force and design appropriate compensation structure for them
4. Learn the challenges in international sales and distribution.

Unit-I
Obijective of sales management; personal selling objectives; personal selling process; theories of
selling; sales forecasting; sales budget; determining the size of sales force; staffing the sales force

Unit-11

Motivation of sales force; sales force compensation; management of sales territories and sales
quotas; sales contests; evaluating and controlling the performance of salespeople; emerging trends
in sales management

Unit-111

Distribution management and marketing mix; marketing channels; channel formats; prominent
channel systems; retailing: role and types of retailers, retail strategies, retail performance measures,
electronic retailing; wholesaling: functions, classification, key tasks, strategic issues, major
wholesaling decisions, managing distributors

Unit-1V

Channel management; channel power; channel conflict; channel policies; channel information
system; channel performance evaluation; market logistics and supply chain management;
international sales and distribution management

Suggested readings:

1. Havaldar, K. K. and Cavale, V. M.; Sales and Distribution Management, Tata McGraw
Hill, New Delhi

2. Still, R. R., Cundiff, E. W. And Govoni, N.; Sales Management — Decision, Strategies and
Cases, Pearson Education/Prentice Hall of India; New Delhi

3. Panda,T. K. and Sahadev,S ; Sales and Distribution Management, Oxford University Press,
India

4. Dalrymple, D. J., Cron, W. L. And Decarlo, T., Sales Management; John Wiley & Sons
(Asia) Pvt. Ltd; New Delhi

Note:
1. Only latest editions of the above books are recommended.
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2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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PRODUCT AND BRAND MANAGEMENT
MS-MM-212
Total credits 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Gain operational understanding of product development process and product strategies.
2. Design, implement and take appropriate branding decisions.
3. Implement the branding strategies in current scenario.
4. Measure the sources of brand equity.

Unit-I

Introduction to product; product life cycle; new product development process; difference between
branded and unbranded product; branding concept; branding challenges and opportunities;
strategic brand management process; brand identity; customer-based brand equity

Unit-11
Identifying and establishing brand positioning; defining and establishing brand mantras; internal
branding; brand audits brand personalities; choosing brand elements to build brand equity;
designing marketing programs to build brand equity; integrating marketing communication to
build brand equity: information processing model of communication; marketing communication
options.

Unit-111

Leveraging secondary brand associations to build brand equity; conceptualizing the leveraging
process; country of origin; co-branding; licensing; celebrity endorsement; sporting; cultural and
other events; third party sources.

Unit-1V

Measuring brand equity; designing and implementing branding strategies; brand-product matrix;
brand hierarchy; introducing and naming new products and brand extensions; tactical branding
decisions; pre-launch and launch management; product recalls.

Suggested readings:
1. Keller, Kevin Lane. Strategic Brand Management; Pearson Education, New Delhi.
2. Kirti Dutta. Brand Management: Principles and Practices, Oxford University Press.
3. Kapferer, Jean Noel. Strategic Brand Management, Kogan Page, New Delhi.
4. Kapoor, Jagdeep. Brand Mantras, Sage Publications; New Delhi
5. Sengupta Subroto. Brand Positioning: Strategies for competitive advantage, Tata McGraw
Hill, New Delhi.
Note:
1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.

66



2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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CUSTOMER RELATIONSHIP MANAGEMENT
MS-MM-213

Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the goal and strategic significance of Customer Relationship Management.
2. Acquire operational understanding of techniques of CRM and use of information
technology for the same.
3. Apply various strategies of customer relationship management and take appropriate
decision.
4. Analyse the value of customer on the basis of analytical CRM.

Unit-I

Evolution of CRM; CRM and e-CRM,; strategic importance of CRM; goals of CRM; types of
CRM; CRM architecture; application service providers (ASP); customer lifetime value; economics
of building customer relations.

Unit-11

Concept of operational CRM; components of operational CRM — sales force automation, lead
management, contact management, field force automation, enterprise resource planning, campaign
management, customer service and support, contact and call center operations; relationship
building strategies in CRM.

Unit-111
Concept of analytical CRM, data warehousing and data mining; types of data analysis — online
analytical processing, click stream analysis; CRM and business intelligence; collaborative CRM.

Unit-1V
CRM project management; employee engagement in CRM project; key account management;
guarding against CRM failures; scope of CRM; ethical issues in CRM

Suggested readings:

1 Dyche, Jill, The CRM Handbook — A Business Guide to Customer Relationship
Management, Pearson Education, New Delhi.

2 Ed Peelen, Customer Relationship Management, Pearson Education, New Delhi.

3. Buttle, Francis, Customer Relationship Management — Concept and Tools, Elsevier
Butterworth — Heinemann, Oxford, UK.

4. Payne, Adrian, Handbook of CRM — Achieving Excellence in Customer Management.
Butterworth — Heinemann, Oxford, UK.

5 Greenlers, Paul, CRM at the Speed of Light, Tata McGraw Hill Publishing Ltd., New
Delhi.

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.
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Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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RETAIL MANAGEMENT
MS-MM-214

Total credits- 3
External marks: 75
Internal marks: 25

Course outcomes:

After the successful completion of the course, students will be able to:
1. Understand the nature and importance of retail management.
2. Understand various formats of retailing.
3. Develop an understanding of merchandise management.
4. Learn about retail store operations and management.

Unit-I

Definition, nature, scope and functions of retailing; global scenario of retailing; trends in retailing;
growth of organised retail in India; understanding the retail consumers; retail strategy, ethical
issues in retailing.

Unit-11

Retail formats, retail store location and site selection, retail store planning, design and layout, retail
management information systems - retail technology and automation, customer service; customer
relationship management in retailing.

Unit-111
Basics of retail merchandising; merchandise management; national brands or private labels; visual
merchandising and displays, retail communication mix; store maintenance and store security.

Unit-1V
Retail store operations; retail human resource management; supply chain management in retailing,
retail research, retail audit; financial aspects of retail management; future of retailing.

Suggested readings:
. Pradhan, S. Retailing Management: Text and Cases; Tata McGraw Hill, New Delhi

2. Bajaj, C., Tuli, R. and Srivastava, N. Retail Management, Oxford University Press, New
Delhi

3. Berman, B. and Evans, J. R., Retail Management — A strategic approach; Pearson
Education, New Delhi

4. Levy, Michael &Weitz, Barton A.; Retailing Management; Tata McGraw Hill; New
Delhi

5. Newman, Andrew J. & Cullen, Peter; Retailing Environment and Operations, Cengage
Learning, London.

6. Gibson, G.V. Retail Management: Functional Principles and Practices, Jaico Publishing
House.

Note:

1. Only latest editions of the above books are recommended.
2. At least four cases will be discussed, one from each unit.
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Instructions for question paper setting: Question paper will be divided into two parts:
1. Part A will consist of 10 short questions, each carrying 1.5 marks.
2. Part B will consist of 06 questions, including a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is
compulsory. All questions carry 15 marks.
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MARKETING ANALYTICS
MS-MM-215

Total credits: 3
External marks: 75
Internal marks: 25

Course outcomes:
After the successful completion of the course, students will be able to:

1. Acquire operational knowledge of datasets of marketing to make data-driven decisions.

2. Understand customer framework to develop marketing strategies

3. Manipulate and summarize data for marketing decisions

4. Develop skills in analytical software packages such as Excel, SPSS and utilise open
source software tools.

unit-1

Marketing Analytics; understanding customer wants and needs; understanding data sources; data
cleaning; approaches available tor dealing with missing data; imputation methods; various types
of charts and dashboard in Excel.

unit-11

Market Segmenting based on categories; identification of demographic and psychographic
segmentation; targeting strategies; profiling the customers using clustering analysis; basket
analysis; positioning analytics — perceptual maps; MDS; developing differentiation strategies.

unit-111

Collaborative filtering; classifying customers using linear discriminant analysis; product
development using conjoint analysis; measuring ettectiveness of advertising; demand forecasting
using multiple regression, product management; marketing-mix allocation.

Unit-1Vv
Recommendation engine; recommender problem; retail analytics, RFM; market basket analysis
customer churn; customer life time value; overview of text mining and sentimental analysis.

Suggested readings:
1. Hair F Joseph, Multivariate Analysis, Pearson Education, New Delhi.

2. Fairhurst Danielle Stein, Using Excel for Business Analysis, Wiley, New Delhi.
3. Wayne L. Winston Marketing Analytics: Data-Driven Techniques with Microsoft Excel,
Wiley, New Delhi.

Weblinks
1. https://nptel.ac.in/courses/110105142/

Note:
1. Only latest editions of the above books are recommended.

2. At least four cases will be discussed, one from each unit.

Instructions for question paper setting: Question paper will be divided into two parts:
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Part A will consist of 10 short questions, each carrying 1.5 marks.

Part B will consist of 06 questions, includin(l] a case-study or a practical/numerical problem.
A student will attempt 04 question, attempting case-study/practical/numerical problem is

compulsory. All questions carry 15 marks.
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ALTERNATIVE STUDY CREDIT ACTIVITIES (ASCA)

MS-MM-216 _
Total credits: 3

External Viva voce: 75
Internal Marks: 25
Course outcomes:
After the completion of the course, the students will be able to:
1. Develop causal thinking and analytical prowess.
2. Explore new ways of learning and development.
3. Get hands-on experience and exposure of the chosen area.
4. Develop communication and networking skills.

Alternative Study Credit Activities (ASCA) are an alternative to an elective course. Such activities
may Include Outbound Experiential Learning Programme (OELP), Social Sensitization Projects
(SSPs), Community Development Projects (CDPs), Rural Innovation Projects (RIPs) and Field or
Live Projects (FLPs). Such activities, many of which go beyond the boundaries ot the campus,
would be non-traditional sources of learning with major thrust on experiential learning.

ASCA would be undertaken under the supervision of an allocated faculty member. Students from
UTDs will perform four ditferent activities in the chosen domain and will submit a written report
of each activity. The evaluation will be done on the basis of assignments, report, presentation and
external viva-voce.

74



ELECTIVES
(HUMAN RESOURCE MANAGEMENT)
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HUMAN RESOURCE METRICS AND ANALYTICS
MS-HR-207

Total credits: 3
External marks: 75

Internal marks: 25
Course outcomes:
After the successful completion of the course, students will be able to:
1. Understand the importance using data-based reasoning to support HR decisions.
2. Interpret statistical output involving HR data.
3. Develop effective surveys for use in an organizational setting.
4. Translate research findings into practical conclusions and recommendations.

unit-1

Understanding HR Indicators; HR metrics and analytics; concept, components, need and
Importance; current state of HR metrics and analytics capabilities; data - collection and
measurement; business balanced scorecard & KPIs; HR scorecard and related metrics

unit-11

IT requirements to meet HR needs; linking HR strategy to HR metrics; relational databases and
HR systems; planning and implementing a new HRIS; security and privacy considerations;
building support for metrics; impact metrics & dashboards

unit-111

Statistical analysis for HR - regression analysis, measures of central tendency, graphs, tables,
spreadsheets, data manipulation (using excel); selection ot right methodology; usage of root cause
analysis

unit-1v

Benchmarking HR metrics - concept, types and challenges; statting - supply and demand
torecasting; total compensation analysis, cost justitication-return on investment; communicating
recommendations

Suggested readings:
1. Fitz, Jac. How to Measure Human Resource Management. McGraw Hill.

2. Mukherjee. J. Designing Human Resource Management Systems: A Leader’s Guide.
Response Books, SAGE Pu