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RULES AND REGULATIONS OF M.B.A. PROGRAMME (2023-24 Onwar<ts)

The Master ol Business Administration (M.B.A.) is a Post-Graduate Programme offered as:

Two-year programme i.e., Four Semester Full Time programme.

1 Eligibility Conditions of M.B.A. Programme

Candidate seeking admission into Full Time M.B.A. progl.amme must be:

1. Bachelor degree holder of Mahatma Gandhi University or a degree recognized by

the univelsity as equivalent theleto and /(or) as per the rules laid down by the

U nivelsity;

2. The candidate seeking admission must quality in the Entrance Examination,

conclucted by the applopriate authority in the year of admission as per the norms

prescribed by the University.

3. The admission ofNon-resident Indians and candidates admitted in lieu ofthem will

be as per the University Rules in lorce on the date of the aclmission.

2. Instruction Schedule:

Instruction will be provided as pel the wolkload indicated in the stmcture, Rules and

regulations of M.B.A. Plogramme lbr all Theory, Practical and Project Work course

requirements. The almanac will be as follows Ibr all semester.s.

Duration of Instruction: l5 Weeks

Preparalion Holidays: 7- 10 Days

Total No of Houls (Theory + Practical)

Rules of Attendance

Students must att end,1 5%u ofthe total classes conducted for all the courses put togethel'

in a semester. Relaxation of 10o% of attendance might be given to a student onmedical

grounds based on a valid medical cerlificate and payment ofcondonation fee prescr.ibed

by the University.

3. Promotion Rules

A student will be promoted subject to the following rules:

a. I Semester to II Semester:

A student should put in a minimurn of 75% ofattendance in aggregate in all the

courses put together of the Term (65% in the case of medical exemption) and

should have registered fbr the University Semester I exarninations.

b. II Semester to III Semester

A student should put in a minimum of75% ofattendance in aggregate in all the

courses put together olthe Tenn (65% in the case,of medical exemption) and



should have passed at least 50% of Theory & Practical courses of I & II

Semesters put togethel'and should have legistered fbr the Univelsity Scmester

II exan.rinations.

c. III Semester to IV Semester: i.

A stude'rt should put in a tninimutn of75% of attenclance i, aggiLgate in alt the

coulsesputtogethcloftheTenn(65%inthecaseofrrredicalexelnption)and

having registercd for thc University Examinations'

Cancellation of Admission:

The adn.rission of a candidate admittcd to the MBA Programme stands cancelled if: He

/ She does not put in at least 40%o of attendance in Semester-l'

Or

He/Sheputsinatleast40o/oofattendanceinSemester_I,butfailedtoregisterforl'|

Semester Examinations
Or

He /She fails to 1'ulfilt all the requiren.rents for the award of the degree as specificd'

within 4 academic years fiom the time of admission in case of full tirne 2 year MBA

progfamrne.

5. Project Work:

The students shoulcl underlake the Ploject internship during the sumrncr vacation (For

6 weeks of dulation) intervening between Il & III Semesters of MBA Prograrntne'

Project Report Work should be carried out in thc Final Year of MBA Progtamtne i'e '

III & IV Sernesters for MBA Programme'

The students are required to do project work in any arca of Management under the

active guidance of Internal Faculty Member assigned to the student'

The Project work usually consists of selecting a Topic / Problem / Therne in any al'ea

of tnanagement, gathef relevant data, analyze and intelpret the same in a systematic and

scientific manner.

TlreProjectWorkshouldbeundefiakenunderthesupetvisionoftheFacultyMembcr.

assignedforthepurpose.Tl,reProjcctRepottslrouldbesubmittedtotl-reUniversity30

days (one rnonth) befote commencement of Final Semester Exatninations

6. Scheme of Evaluation:

1'AlttheorycoursesofMBAProgranrrrrewillcarryaMaxinrunrofl00Markseach.

2. Duration of the university exatnination fbl all the coulses is three hours each'

,,,,3.Allthecourseswillhave60%marksforuniversitySemesterendexaminationandvzJ-*([ffna]cE) jyY



For theorv Examinations:

The internal assessments will have weightages for class tests, assignments or seminars/

group discussions and attendance of the student fbr the concemed course. The class tests

and assignments or seminars/ group discussions for 4 credit courses ale to be donducted for

four times in a semester. The total weightage fol the intemal assessments in a particular

course is fo be 40oh of the overall assessment in a particulal course. Remaining 600%

weightage will be fol semester end examination to be conducted by the University.

Out of the 40% weightage for intemal assessments, approximately 10% weightage will be

given for attendance of student for the concemed course. Remaining weightage will be

given for class tests and assignments or seminars/ group discussions.

i) In terms of marks, each of the class tests has to be conducted lor 20 Marks with a

duration of one hour and with following Question paper pattem:

. Multiple Choice Questions/ Fill in the blanks: l0 Questions with I mark each.

o Shofi answer Concept questions: 5 Questions witl.r 2 marts each.

Similarly, assignments OR seminars/group discussions have to be conducted for 10 Marks.

There must be a fair distribution of assigmnents and seminars/ group discussions among

the 4 intemal assessments.

The marks obtained by the student (sum ofthe marks obtained in above two components

out of the total of 30 marks) in a pafiicular intemal assessment are to be uploaded to the

exarnination branch within the dates presclibed ttu'ough almanac. The total rnarks ofall the

four class tests and assignments or seminals/ group discussions in a course will be scaled

down to apploximately 30% ofthe total assessment, including semester end examination.

ii) Towards the l0% approximate weightage for attendance, 10 marks ale to be

awarded for overall attendance ofthe student in the concemed course with award

of I mark for every 10olo of attendance, by rounding off to nearest integer in case

of fractions and to be uploaded to the examination branch once at the end of the

semester belore the semester end examinations commence.

For Practicals / Proiects / Field Works:

The assessment of Practicals / Projects / Field Works will be done based on the final

Semester Examinatior/ Project / Field Work Report / Dissertation and the Viva-voce, if
applicable, at the end of the concemed semester. The criteria for pass in the Practicals /

"i."u'''o *'x:*'7 "':,'ilz* *':;': 
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Note: I/rc cttrtccntcd Llnit'crsity ttutlnrities will t'erify the (tttcndulca records oJ the

stuclettts,classtcstpopersutu)tutstterscripts'prttclicalrccords'recordspcrtaittitlgto

cotttluct of Sentittars/ Group discttssiotts' clc' v'herct'cr necessaty' The colleges are

requiretl to keep thosc recortls rertly for verificotion'

7. Question Paper Pattcrns for end Semester theory examinations:

The question papels fbr encl semester cxan]inations consist of two sectionsi Section-A

consisting of shofi auswer type ofquestions and Section-B consisting oflong answer type

of questions. The fbllowing ars lhe pattems of question papers 1br courses with difl-erent

number of units in the syllabus and with dilt'erent ctedits'

For 4 credit courses with 4 units of syllabusl

o Duration of the examination ' 03 h-r s.

. Maximum Marks ' 60 u.rat ks

o Scction-A: Eight (08) questions are to be given in section-A (two questions from

each unit) out of which the candidate has to answer five (5) questions Eac[T

questiot.r carries 4 marks, thus making 5 x 4 : 20 marks lbr section- A'

o Section-B: Two (2) questions fror-n each unit' with an intemal choice' are to be set

in this section. There will be a total ofeight (08) questions; two (2) from each unit

with an internal option of answering any one (l) from a given unit' Thus' the

candidate has to answer four'(4) qucstions' one (1) from each unit Each question

carries l0 marks'

8. Pass Crileria:

i) For theory examinations: 40% in end setnester with an overall 40%o in each course'

iD For practical examinations and projects/ field wolk: 50% in end semestet '

Award of Grades for Lab, Proiect Report and Viva Voce Examinations:

Lab: The assesstnent fbr laboratory courses will be done based on Content'

Communication, Presentatiot.t, ancl Ability to answel related questions These

labor.atory encl examinations will be conducted by tl.re University appointed extemal

exal1llnel.

Project work Assessment iu the Semcstcr lV

Marks distributed fol Projcct Assessrnent shall be as follows:

Disserlation inclucling presentation 4 Credits 100 Malks

Viva Voce during Final Pleseutation 2 Credits 50 Marks

vT---, M
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9. I[structional Workload for Theory, Practical Courses and 'Mentoring & Project

Work':

Each ofthe Theory Courses ofthe MBA Program shall have instluctional porkload of

4 peliods of60 Minutes duration per week in addition to mentoring and pioject work

as specified in the course cun'iculum. The Instructional workload for each ol the

Practical and Lab Courses shall be 4 Periods of 60 Minutes duration respectively per

week.

10. Conduct of Examinntions:

Examination will be conducted based on the existing rules of Examination Branch that are

applicable to other PG Courses

I l. Award of Degree and Grade:

Candidates will be awarded MBA Degree on successful completion of all Theory Courses,

Practical Courses, Viva Voce and Project Reporl. The Grade will be awarded as per the

University norms.

12. Readmission for Pursuing Additional Elective Courses:

A student can be given readmission for pursuing additional electives after completion of MBA

program subject to payment of requisite fee presclibed by the college / Deparlment. Such

candidates have to satisfy all the rules including attendance rule in vogue on par with regular

students.

a. The additional elective must be pursued in the sarne college in which the student studied

and completed the MBA Pt'ogramme.

b. The admission must be done within foul weeks of the commencement of the III

Semester.

13. Total number of credits to be completed to be eligible for the award of MBA degree:

Total nunrber ofcredits at the end offouth semester (MBA) :28 + 26+24+26 = 104

14. Awarding Cumulative Grade Point Average (CGPA) and Semester Grade Point

Average (SGPA):

14.1 Subject-wise Grading

Grades shall be awarded to indicate the pertbrmance of students in each of subjects

studied. Based on the percentage of marks obtained in both Continuous Internal

Evaluation and End Semester Evaluation, a corresponding letter grade shall be given as

shown in Table I .

i" -#J r{j%:z/**



14.2 Semester Grading

The Sernester Grade Point Average (SGPA) is calculated by dividing the sum ofcredit

points (ICP) secured from all sub.iects/courses tegistered in a Selllester, by the total

number of credits registered during that Semester. SGPA is rounded 1o &vo decimal

places and is computed as

SGPA = Fol each Semester, ICP/Total no. ofcredits

As a rrreasure of the perfblmance of a student. a l0-point grading system using tlre

following letter grades (as pel UGC/AICTE guidelines) and con'esponding percentage

of marks shall be followed.

Sl. No. Range of o/o o['Marks in a coulse Letter Grade Glade Point

I 85 to 100 o l0

2 70 to 8zl A+ 9

3 60 to 69 8

4 55 to 59 B+ 7

5 50 to 54 B 6

6 40 Io 49 C 5

7 Less than 40 F 0

A student who has obtained an 'F' glade in any subjcct shall be deemed to have 'failed'

and is required to reappear as a 'supplementary student' in the End Semester

Evaluation, as and when offered. In such cases, intelnal marks in those subjects shall

remain the same as those obtained earlier.

To a student who has not appeared fot an exantination in any subject, 'Ab' grade shall

be allocated in that subject, and he/she is deemed to have'failed'. A student shall be

required to leappear as a'supplernentary student' in the End Senrester Examination, as

and when a student earns grade point (GP) in each subject/course, based on the letter

grade secured in that sub.iect/course. Tlie corresponding 'credit points' (CP) are

computed by rnultiplying the grade point witl.r credits for that particular subject/course

as shown below.

Credit points (CP) = glade point (GP) x credits

Fol a subject/course a student passes the subject/course only when GP > 5 ('C' grade

or above)

52-> ---a
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14. 3 Cumulative Grade Point Average (CGPA)

The Cumulative Grade Point Average (CGPA) is a measure of the overall cumulative

performance of a student in all semestel's considered lbr registration. The CGPA is the

ratio of the total credit points secured by a student in all registered dolrses in all

semesters, and the total number of credits registered in all the semesters. CGPA is

rounded offto two decimal places. CGPA is thus computed from the I year II semester

onwards at the end of each semester.

Computation of SGPA and CGPA are done using the procedure listed above.

The lesult ofthe successful candidate who has cleared all the courses shall be classified

as follows:

CGPA from CCPA to Overall Grade

9.00 10.00 o

8.00 8.99 A+

7.00 7.99

6.00 6.99 B+

5.00 5.99 B

4.00 4.99 C

For Final % of Marks equivalent to the computed final CGPA, as:

o/o of Marks = (final CGPA - 0.5) x 10.

As a measure ofthe pelformance ofa studellt. a l0-point absolute grading systenl using

the following letter grades (as per UGC/AICTE guidelines) and conesponding

percentage of marks shall be fol1owed.

15. General Clause:

It may be noled that beside the above specified rules and regulations all the other rules

and regulations in force and applicable to semester system in Post-Graduate

programmes in Mahatrna Gandhi University will be applicable as arnended hom time

to time by the University. The students shall abide by all such Rules and Regulations.

This includes Plagiarism rules notified by the Uni
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Programme Educational Objectivcs :

. PEO l: Develop Strategic and Analytical Thinking: Equip students with the ability
to critically analyse business challcnges and formulate strategic solutions.

o PEO 2: Enhance Leadership and Management Skills: Prepare students to take on
leadership loles by developing their ability to manage tearns, i projects, and

organizations effectively.
. PEO 3: Foster Entrepreneurial and Inuovative Mindsets: Encourage students to

tliink creatively and entrcprcneurially, enabling them to identify business opportunities,
innovate, and drive growth in dynarnic rnarkets.

o PEO 4: Cultivate Global Business Acurncn: Provide students with a compreher.rsive
understanding of global business environnents, including the ability to operate in
divelse cultural and econoruic contexts.

. PEO 5: Promote Ethical and Sustainablc Business Practices: Instil a shong sense
of ethics and social responsibility in students, ernpliasizing the impofiance of
sustainable business pract iccs.

Programme Outcomes:

. PO l: Leadership, Tcamwork, and Communication: Gladuates will exhibit strong
leadership and tearnwork skills, with the ability to lcad diverse teams and communicate
eflectir ely in business enviroruuenrs.

o PO 2: Critical Thinking, Problem Solving, and Innovation: Graduatcs will possess

the ability to analyse and solve con.rplex business probleils using both quantitative and

qualitative approaches.
o PO 3: Ethical Responsibility and Global Awareness: Graduates will uphold cthical

principles and demonstlate social responsibility in their plof'essionaI conduct.
o PO 4: Entrepreneurial Skills and Lifelong Lcarning: Graduates will be equipped

with entrepreneurial skills necessaly for starting new ventures or innovating within
existing businesses.

. PO 5: Sustailtability and Societal Impact: Graduates will understand the impact of
business decisions on society and the envilonrnent.

Programnre Specifi c Outcomes :

. PSO l: Advanced Knowledge in Management Disciplines: Graduates will gain deep
insights into core managerrent disciplines enabling them to apply theoretical
knowledge to solve practical business challenges.

. PSO 2: Data-Driven Decision Making: Graduates will develop proficiency in
levelaging data analytics, fitrancial rnodelling, and business intelligence rools to make
infonned decisions that enhance ol'ganizational performance and drive sttategic
initiatives.

o PSO 3: Industry Readiness and Employability: Gtaduates will be well-pr.epared fbr
the colporate wolld with hands-on experience though intemships and disserlation
ensuring they meet the industry's expectations fbr ernployability and professional
exccllcnce.

. PSO 4: Innovation and Entreprencurial Competence: Graduates will be equipped

*-4



manage staft-ups ol entrepreneurial ventures successfully within both local and global

contexls.
. PSO 5: Global Business Acumen and Cross-Cultural Competency: Graduates will

possess a stlong understanding of intemational business environments and demonstrate

the ability to navigate cross-cultural differences, making them competer{t- to work in
diverse global settings and multinational organizations.

PEO - PO mapping

PO - PSO mapping

V=W BF:-*
2r/Y

PEO 1 PEO 2 PEO 3 PEO 4 PEO 5

POI Y Y Y

PO2 Y Y Y Y

POi Y Y Y Y

PO4 Y Y Y

PO5 Y Y Y

POI PO2 PO3 PO4 PO5

PSO I Y Y Y Y

PSO 2 Y Y Y Y

PSO 3 Y Y Y Y Y

PSo,+

PSO 5 Y Y



Faculty of Management

Department of Business Management

M.B.A. Syllabus - 2023-24

Year- I Semester- I
Sl. No. Course

Code
Course Title HPW

T
HPW

P

Credit
s

Max.
Marks
(CIE +
SEE)

I MB IO1 Management and Organizational
Behavior

4 4 40+60

2. MB IO2 Malragerial Economics 4 4 40+60
3. MB 103 Marketing Management 4 4 40+60
4. MB IO4 Financial Accounting and

Analysis
4 4 40+60

5. MB IO5 Statistics 1br Managernent 4 4 40+60
6. Elec MR I06 A Business Law and Environment 4 4 40+60

MB 106 B Managerial Communication
MB 106 C IT Applications tbr Managernent

7. MB 107 Infbnnation Technology Lab - I
(M.S. Office)

4 2 50

8. MB IO8 Business Communication Lab 4 2 50

Total Credits 28

Year- I Semester - II
S1. No. Course

Code
Course Title HPW

T
HPW

P

Credits Max.
Marks
(CIE +
SEE)

L MB 20I Human Resource Management 4 4 40+60
2. MB 202 Financial Managelnent 4 4 40+60
3. MB 203 Business Research Methods 4 4 40+60
4. MB 204 Opelations Research 4 4 40+60
5. MB 205 Operations Management 4 4 40+60

6. Elec MB 206 A Business Ethics and Colpotate
Governance

4 4 40+60

MB 206 B e-Business

MB 206 C Customer Relationship
Management

7. MR 207 Infornation Tecluology Lab - lI
(Statistical Tools using Excel)

1 2 50

Total Credits 26

Total Credits a1 tlie end of Semester- Il 54

olf
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Year- II Semester - lll

Year- II Semester - IV

T-Thcory,P-Practical /,v
ll

Sl. No. Course
Code

Course Title HPW
T

HPW
P

Credit
S

Max.
Marks
(CIE +
SEE)

l. MB 3OI Entreprcneurship Developtnent 4 1 40+60
2. MB 302 Total Oualitv Management 4 4 40+60
3. MB 303 Intemational Business 4 4 40+60
4. MB 304 Busincss ArTalytics 4 4 40+60

5. Splz MB 305 M Consumer Bel.ravior (M) 1 4 40+60
MB 305 F lnvestment Managetnent (F)

MB 305 H Labor Laws and El.nployee
Relations (HR)

6. Splz MB 306 MA /
MB 306 MB

Product & Brand Managernent /
Retail Marketing (M)

4 4 40+60

Mts 306 FA /
MB 306 FB

Corpolate Tax Planning/
Financial Selices & Systems (F)

MB 306 HA /
MB 306 HB

Organizational Devcloprnent/
Leadcrship & Change
Manaqement (HR)

Total Credits 74

Sl. No. Course
Code

Course Title HPW
T

HPW
P

Credit
s

Max.
Marks
(CIE +
SEE)

1 MB 401 Strategic Managelrcnt 4 4 40+60
2. MB 402 Supply Cliain Managetnel.It 4 4 40+60
3. MB 403 lnnovation Matragemcnt 4 4 40+60

4. Splz MB 404 M Services Marketing (M) 4 4 40+60
MB 404 F lntenational Finance (F)

MB 404 H Pcrlornancc Managerncnt (HR)

5. Splz MB 405 MA
MB 405 MB

Digital and Social Media
Marketing / Rural Malketing (M)

4 4 40+60

MB 405 FA /
MB 405 FB

Financial Institutions & Markets /
Financial Risk Manageurent (F)

MB 405 HA /
MB 405 HB

Compensation Management /
Strategic Human Resource
Managen.rent (HR)

6. MB 406 Project Dissertation 1 100

1. MB 407 Proiect Viva Voce 2 50

Total Clcclits 26

I otal Credits at thc end of ll Year r04

HPW - Hours Per Week. CIE - Continuous Inteual Exam, SEE - Semestcr End Exam

7*-,z
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MBA S€mester I
MB l0l - Managemcnt and Organizational Behavior

Course Objectives:
o Trace the evolution ol management thought and understand classical,

decision theory, systems, and contingency approaches.

ibehavioural,

o Study organization stlucture, communication processes, and decision-making
techniques.

o Examine foundations of individual behavior', motivation theories, and organizational
behavior concepts.

r Explore group dynamics, leadership styles, organizational culture, emotions, stress

management, and change management.
Course Outcomes: Students will be able to

o Apply cliverse management approaches to analyze organizational challenges and

enhance decision-making skills.
o Design etfective organizational structures, irnplove comrnunication, and make

inlormed decisions using applopriate tecliniques.
. Analyze and apply theot'ies of motivation, enhance understanding of individual

behavior t'actors, and implove organizational el'fectiveness.
o Foster efTective teamwork, apply leadelship theories, manage conflicts, and implernent

organizational development and cliange stl'ategies.

Unit-l: Evolution of Management Thought and Approaches: Nature of Management,

Functions, Process, Managerial Roles & Skills, Approaches-Classical (Scientific Management,

Administlative Management) - Behavioural Approach (Hawthome Experiments) Decision

Theory Approach-Systems & Contingency Approaches.

Unit-ll: Design of Organisation Structure, Communication & Decision Making:

Organisation structure & Design-Types, Authority, Responsibility, Centralisation,

Decentralisation and Span of Contlol, Line &Staff-. Communication-Types-Process-Baniet's.

Decision rnaking-Concept-Process-Approaches-Techniques.

Unit-III: Introduction to Organisational Behaviour: Natut'e of Organization Behaviour-

Significance, Foundations of Inclividual Behaviour- Personality, Big 5 Personality traits,

MBTI, Kelly's Personal Constmct Theofy-Pelception -Attribution-Attitude & Values-

Leaming-Transactional Analysis - Johari Window- Motivation- Content and Process Theories.

Unit-IV: Group Dynamics, Leadership and Emerging aspects: Nature of Groups -

Impofiance of Groups and Teams-Types of Cloups-Stages of Group Development-Group

Cohesiveness-Gtoup Behaviour -E1'fective Teamwotk. Leadership- Styles, Theories. Power,

Conflicts & Negotiation. Organisation Culture & Climate-Cross Cultural approacl.r, Ernotions

& Stress Management, Management of Change - Organisational Development-Organisational

Citizenship Behaviour.

Suggest€d Readings:
1. Daft, R. L. (2020). Manugement (l4th ed.). Cengage Learning.
2. Hersey, P., Blanchard, K. H., & Johnson, D. E. (2015). Montgement of organizcrtional

behavior: Leading humnn rcsotffccs. Pearson .lndifducation. -_---)V -WhYr!y-z/*-'7--H'--



3.

4.

5.

6.

Mullins, L. J. (2009). Managcntcnt und orgunisutirtnal bchaviour. Pearson Education,

Lirnited.
Robbins, S. P., & .Iudge, T. A. (201 9). Organizational Behavior (l8th ed.). Pearson

Education.
Luthans, F. (2018). Orgtutizntional Behut'ior: Art Etidence-Based Approuch (l3th
ed.). McGraw-Hill Education. t 

...

Martin, J., & Fellenz, M. (2010). Orgutiztttional behatiour and matlagenrc t- Cengage

Leaming.
7. Koontz, H., & O'Donnell, C. ( 1984). Essentials of Mtutagement: An Intenrutional

P ersp ccti,e (5th ed.). McGraw-Hill.

;7n -----l4- \a'W
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MB 102 - Managerial Economics

Course Objectives:
o Understand managerial economics's scope and interdisciplinary nature, and grasp

fundamental economic concepts crucial lbr decision-making.
o Analyze the basis and determinants of demand and supply, explore rnarkbt equilibr.ium,

and understand demand sensitivity through elasticity concepts.
o Study production f'unctions, laws of diminishing retums, economies of scale, and

productivity measurement to enhance operational efficiency.
o Dilferentiate between economic and accounting costs, understand cost-volume-profit

analysis, and examine pricing strategies under various market structures.
Course Outcomes: Sh.rdents will be able to

. Apply economic principles to analyze managerial decisions effectively.

. Utilize pdce, income, and cross-elasticity ofdemand in managerial applications.
o Apply production function estimation methods to optimize production processes.
o Apply cost analysis techniques to detemine optimal p cing strategies.

Unit - I: Nature & Scope of Managerial Economics: Meaning, Nature and Scope,

Managerial Economics with other Disciplines, Fundamental Economics Concepts:

Opporunity Cost, Discounting principle, Time perspective, Incremental leasoning, Equi-
marginal concept.

Unit - II: Demand & Supply Analysis: Basis fbr demand and supply. Market demand and

supply f'unctions and curves. Malket equilibrium. Demand Sensitivity Analysis: Price, lncome

& Cross Elasticity of demand. Managerial applications of elasticity arc of demand.

Unit - III: Production Analysis: Production Function; Laws of diminishing retums to a

factor. Retums to scale. Productivity Measurement, Output elasticity. Economies &
Diseconomies of scale. Economies ol scope. Learning curve, Break Even Point - Theory &
Problems. Estimation ofproduction function: Cobb Douglas and CES Production functions.

Unit - IV: Cost analysis: Economic & Accounting Costs. Role of time in cost analysis.
Minimum Efficient scale, Firm size & plant size. Cost-volume Profit Analysis. Price

detemination under perfect competition. Monopoly, oligopoly & Monopolistic competition.
Sophisticated malket plicing: pricing discrimination-using coupons & rebates for price

discrimination. Peak load pricing and two-part larilfs. Transfer pricing: A perfectly competitive
market for upstream ploduct. The global use of transt'er pricing.

Suggested Readings:
1. Keat, P. G., & Young, P. K. Y. (2017). Mctrutgeriul Economics: Dconomic Tools./br

Today's Decision Makers (9th ed.). Pearson Education.
2. Hirschey, M. (2018). Monageriol Econorrics (l4th ed.). Cengage Leaming.
3. Salvatore, D. (2016). Monagerial Economics: Economic Tools .fbr Today's Decision

Muktrs lSth ed.). Wiley.
4. Thomas, C. R., & Maurice, S. C. (2019). Managcrial Economics: Foundations of

Business Analysis and Sntrcg,, (l3th ed.). McGraw-Hill Education.
5. Truett, L. J., & Truett, D. B. (2014). Munageriol Ecctnomics: Anulysis, Problems, Cases'*;Y"'ffiy{1rc'fl*-,
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8.
9.

7.

Allen, W. B., Dolrerty, N. A., & Link, A. N. (2015). Managcrial Econontics: Tlrcory,
Applications, urul Cuses (gth ed.). Oxford University Press.

Wilkinson, N., & Klaes, M. (2012). Managcrial Econontics: A Problent-Solving
Approuch (3rd ed.). Cambridge Univelsity Press.

Maheshwari, S. N. (2019). Manageritrl Econonrio. Sultan Chand & Sons.

Melrta, P. L., & Mehta, S. L.(2Oll). Munugerial Economics: Principlelentt I'lrorttlwide
Applications. Sultan Chand & Sons.

10. Peterson, H. G., & Lewis, J. P. (2017). Manugerial Ecottontics (2nd cd.). PHI Learning
Pvt. Ltd.

I l. Varshney, R. L., & Maheshwari, S. N. (2019). Munagerial Economics: Text ond Cases.

Sultan Chand & Sons. ^ il
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MB 103 - Marketing Management

Course Objcctives:
o Understand the historical evolution, philosophies, and components of marketing,

including the marketing envirorunent.
o Explore markel segmentction. talgeting- positioning. and strategies relatld to product

development, branding, packaging, and pricing.
r Develop competitive, distribution, and promotional strategies, and apply methods for'

demand measurement and sales lbrecasting.
. Outline marketing planning processes, inch.rding understanding consumer behavior,

adoption processes, and strategies for seruices marketing.
Course Outcomes: Students will be able to

o Analyze the intel'face ol marketing with other functional areas and its impact on
organizational strategy.

r Implement el}'ective sttategies lor product life cycle management and understand
competitive dynarnics in the market.

. Evaluate the eff'ectiveness of distribution channels and promotional carnpaigns in
ach ieving rralketing object ives.

o Implement val'ious types of marketing controls and conduct marketing audits to ensure
strategic alignment and performance evaluation.

Unit - I: Introduction to Marketing: Origin ol Malketing, Evolution of Marketing,

Marketing Philosophies, Marketing Mix-expanded Marketing Mix, Marketing Environment -

Cornpany's Micro and Macro Environment, Interface with other functional areas.

Unit - II: Marketing Strategies-l: Market Segmentation, Market Targeting, Market
Positioning, New Product Development, Decisions Involved in Ploduct, Branding and

Packaging, Ploduct Line and Product Mix Decisions. Pricing Strategies, Ploduct Life Cycle.

Unit - III: Marketing Strategies-Il: Competitive Strategies, Distribution Strategies and

Plomotional Strategies, Demand Measurernent and Sales Folecasting Methods, Estimating the

Cunent and Future Demand.

Unit-IV: Marketing Planning & Control: Malketing Planning- Understanding Cgnsumer

Behavior, Seven Os Structure, Adoption Process, Selvices Marketing, Characteristics and

Strategies of Services Marketing.

Marketing Control- Types of Marketing Organization Stnrctures and Factols aflecting Global
rnarketing Organization, Marketing Control, Annual Plan Contlol, Efticiency Control,
Profitability Control and Stlategic Control, Marketing Audit

Suggested Readings:

1. Kotler, P., Keller, K. L., Koshy, A., & Jha, M. (2021). Markering management (16th
ed.). Pearson.

2. Larnb, C. W., McDaniel, C., & Hair, J. F. (2021). Marketing. Cengage Leaming.
3. Ferrell, O. C., Harrline, M. D., & Lucas, J. E. (2021). Marketing: Core concepts,

4. Pride, W. M., Ferell, O. C., & Fenell, J. D. (2021).

e'/-t 
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5.

6.

7.
8.

Kotler, P., Keller, K. L., Koshy, A., & Jha, M. (2020). Markcting Managenrcnt: A South
A.sicur Perspcctit'e ( I 5th ed.). Pcarson Education India.
Ranraswamy, V. S., & Namakurnari, S. (2017). Mcu.keting Managentent: Globol
Perspcctive Intliun Contcxt (7th ed.). Macrnillan Publishers India.
Saxena, R. (2019). Marke ting Matngement. McGraw-Hill Educarion.
Jha, M., & Meenakshi, N. (2018). Mu'kcting Mcutugeme nt: A Strtlte gic Decision-
Making Appxtucft. Oxford University Press.
Panda, T. K., & Sahadev, S. (2018). Mu.kcting Munngentcnt: Text and Casc.s. Vikas
Publishing House.

10. Ramanuj Majumdar. (2019). Marketing Moiulgcntcnt: Text ancl Cases. Excel Books.

9.
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MB 104 - Financial Accounting and Analysis

Course Objectives:
o Understand the l'undamental concepts and scope of financial accounting as a business

inlormation syslem.
o Learn the distinction between capital and revenue expenditures and prdpare financial

statements [ollowing the provisions of the Indian Cornpanies Act.
o Explore depreciation concepts and methods and pellorm financial statement analysis

using rat io analysis techniques.
e Understand funds flow analysis, including the statement ofchanges in working capital

and sources and uses offunds, and comprehend the advantages ofcash flow statement
under Accounting Standard 3 (AS3).

Course Outcomes: Students will be able to
o Apply double-entry system principles, classily accounts, and complete the accounting

cycle up to the preparation o1'a trial balance.
. Demonstrate the ability to measure business income, prepare profit and loss accounts,

and constluct balance sheets accurately.
. Calculate and interpret liquidity, activity, profitability, levelage, and structural ratios,

and conduct common size statement analysis efTectively.
. Apply f'unds flow analysis to assess business operations and linancial performance and

interyret cash flou, statements to evaluate liquidity and financial health.

Unit - I: Meaning & Definition of I'rnancial accounting-Scope of accounting science -
Accounting as a Business inlonnation system; Accounting concepts and conventions, their
implications on Accounting system; Double ently system-recording business transactions -
Classification ofAccounts - Accounting process-Accounting cycle - Primary entry (Journal
proper'fledgel posting - preparation of trial balance

Unit - II: Preparation and presentation of financial statements-Distinction between capital and
revenue expenditurrMeasurement of business Income, Pro{it and Loss account, Preparation
ofbalance sheet; plovisions ofthe Indian companies Act.

Unit - III: Depreciation concept- Causes & Methotls of depreciation; Financial Statement
Analysis-Ratio analysis-Rationale and utility of ratio analysis Classification of ratios-
Calculation and interpretation ofratios Liquidity ratios, Activity / tumover ratios-Prolitability
ratios-leverage and structural ratios- common size statement analysis.

Unit-IV: Funds flow analysis{oncept of funds flow-Statement of changes in working capital
Funds from business operations-Statement of sources and uses of funds-Advantages of funds
florv analysis- Cash flow statement-Accounting standald 3 (AS3).

Suggested Readings
1. PK Jain and K. L. Narang. Finoriul Accoutting & Arulysis. Kalyani Publications.
2. Maynard, J. (2013). Financial occotulting, reporting, ond analysis. OUP Oxford.
3. Banerjee, A. (2009). Financiol accounliirg. Excel Books.
4. Lal, J., & Srivastava, S. (2004). Finuttciul uccormting: Principles and proctices. S.

Chand, Limited.
5. Jonick, C. (2018). Principles of.firumcial uccorrling. University of North Georgia.
6. Lofius, J. (2020). Financiol reportirrg. John Wiley & Sons Australia, Limited.
7. Revsine, L., Collins, D., Jolmson, B., & Mittelstaedt, F. (2009). Financictl reporting

und unolysis. McGraw-Hill
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8. Chowdlrury, A. (2007). Ftutdtnrcrtuls of occoutltitlg curcl .fintncial analysrs. Pearson
Education India.

9. Kinrmel, P. D., Weygandt, J. J., & Kieso, D. E. (2020). Financictl ctccounting: Tools

.for business decision nukirtg. Wiley.
10. Carlon, S. Finunciul uccourtting: Reporting, urulysis utd decision making. (6tl' ed.).

John Wiley & Sons Australia, Limited. t 
,,.

I l. Elliott, B., & Elliott, .1. (201 l). Firutnciol uccounting nd reportittg. Finuncial Timcs.
Prentice Hall.
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MB 105 - Statistics for Management
Course Objectives:

o Understand tl.re impoftance and scope of statistics in business management.
o Deline probability and its types antl understand probability theorerns.
r Fonnulate hypotheses and outline the steps involved in hypothesis testingr
r Describe correlatiorr measllres and regression analysis.

Course Outcomes: Students will be able to
. Measure cenlral lendency and dispersion, and theil application in research analysis.
o Apply plobability concepts to solve problems involving adclition, multiplication, and

Bayes'theorem.
o Explain large sarnple tests and,small sample tests and understand the applications of

Chi-square and ANOVA in hypotliesis testing.
o Intrnduce time selies analysis and its application in business contexts.

Unit I: Statistics in Business Management: Statistics in business management, imporlance
and scope of statistics; Summarizing statistics - Measures of central tendency and dispersion
application in research analysis. (Theoly only); Probability conceprs, probability definition,
Plobability types- marginal, joint, and conditional probability.

Unit II: Probability Concepts and Probability Theorems: Probability theorems-ad<lition,
multiplication, Bayes theorem. Probability distribution - Introduction - Probability distribution
function - Discrete Probability distributions - Binon.rial distribution - Poisson distribution
Continuous probability distribution - Nonnal distlibution

Unit lll: Ilypothesis Formulation and Testing: Fonr.rulation of hypothesis and testing ol
hypothesis steps; Lalge sample test - Z test - Small sample test - t Test (Theory) - Application
of Chi-square and ANOVA (Theory only)

Unit IV: Correlation, Regression, and Time Serics Analysis: Correlation-measuring
methods Pearson-Speannan correlation coellicient Regression analysis - Linear Regression (2
variables); Introduction to time series and its application in business (Theory)

Suggested Readings:
1. Levin, R. I. (2008). Statistics.for nuntugenle t. Pealson Education.
2. Keller, G., & Wan'ack, B. (2003). Stotistics .t'br managenrent and economics.

Thon.rson/Brooks/Cole.
3. Arora, P. N. (2009). Stutistics uul mutlogement. S. Chand Limited.
4. Muthemutics ond stotistics .for nronogcntenl. (2009). Vikas Publishing House Pvt

Limited.
5. Slranna, A. (2009). Stutistic,s.fbr nrurugemett. Himalaya Publishing House.
6. Slivastava, T N (2008). Stotistics.for munagcment. Tata McGraw-Hill Education.
7. Stutistics in monogenent s/lrlias. Krislu.ra Prakashan.
8. Gatignon, H. (2010). Sttttistical utulysis o/ nttnagement r/ala. Springer New York.
9. Statistic.s for businass: Decision mal;ing and analysrs. (2010). Pear.son Education.
10. Chandrasekaran, N., & Umapawathi, M. (2016). Stunisics .t'br manugement. Prcntice

Hall lndia Pvt., Lirnited.
11. Waller, D. (2010). Statistics for busincrs. Taylor &v-w / <-7M a:'*,



MB 106 A - Business Law and Etrvironment
Course Objectives:

o Objcctivc: Understand the nature and scope of business environment, including
economic, political, govemmcntal, and technological aspects.

r Detlne contract and agreement, classily conlracts, and identify essential elements for a
valid conttacl.

o Explain the features of contracts such as agency, bailment, ple'dge, indernnity,
guarantee, and provisions undel tl.re Sale of Goods Act.

o Define a company, classify companies, and outline the process ofcornpany fonlation.
Coursc Outcomes: Students will be able to

o Explain the Consurncr Plotection Act, pollution control laws, and mechanisms for
consumcr redressaI and ar,valencss

o Describe the cornponents of a contract including offer, acceptance, consideration.
capacity, and consent. and discuss retnedies for breach and types of contracts.

o Differentiate between sale and agteement to sell, and discuss warranties, and aspects of
negotiable instlumcnts.

o Describe the roles and legal positions of directors, management, and key personnel in
company governance, including powers and rcsponsibilities under the Companies Act.

Unit- I: Business Environment and Laws: Nature and scope ofbusiness environrnent. Types

of business environment - Econotnic, political, Govt. envirorunent, Technological
environment - consumer protection Act - introduction to consumef plotection law in India -
Consumer councils - Redressal Machinery -Rights of consumers - Consutnel awareness.

Pollution control Act Pollution control law - Air, Watet'and Envirorunent pollution control.

Unit - II: Law of Contract: Definition of Contl'act and Agreeurent - Classitlcation of
Contracts, Essential elements of a valid Contract - Off-cr - Acceptance - Consideration -

Capacity to Contract - Free consent, void conttacts - Legality of Object - Perfounance of
Contract - Rcmedies fbr breach of Contlact - Quasi Contracts.

Unit - lll: Larvs relating to Spccial Contract: Salient features of Contruct of Agency,
Bailment and Pledge, Indemnity and Guarantee. Sale of Goods Act - Distinction between Sale

and agreernent to sell - Conditions and Warranties. Negotiable Instlument- Meaning,
Characteristics, Types, Negotiable instlument - Definitior.rs, Essential elements and

distinctions between Promissory Note, Bill of Exchangc, and Cheques - Types of crossing,
Negotiation and Types of Endorsemcnt, Dishonour of Negotiable lnstrumcnts.

Unit - IV: Companies Act: Definition of cornpany - Charactelistics - Classification of
Companics- Fonnation olCompany - Memorandum and Articles of Association - Prospectus

- Shareholders rneetings - Board meetings - Law relating to rneetings and proceedings-
Company - Managemcnt - Qualifications, Appointrnent, Powers, and legal position of
Directors - Board - M.D and Chaimlan - Thcir powcrs.

Suggested Readings:
l. Lieberman, J. K., & Siedel, G. J. (1993). Busine.ss krw and tlrc legal cnvironment.

Dryden Press.

2. La\T., & Johnson, L. C. (2024). The legal tntl etlticol anirortnter of business. Flat
World Knowledge, Incorporated.

3. Halsey, B. J., & Mclaughlin, J. (201l). Lcgal environnrcrt: Business lan and business



4. Schaffer, R., Agusti, F., Earle, B., & Dhooge, L. J. (2012). Intentationul btriness luw
and its cnvironmer?1. South-Westem Cengage Learning.

5. Beatty, J. F., Samuelson, S. S., & Bredeson, D. (2012). Business law and the legal
.'nriron tdtt. Cengage Leaming.

6. Valbrune, M., de Assis, R., & Cardell, S. (2019). Business luw essentiuls.l2th Media

7. Halbert, T., & Ingulli, E. (2014). Law and ethics in the business environment. Cengage
Leaming.

8. Prenkert, J. D., Barnes, A. J., Per'ry, J. E., Haugh, T., & Stemler, A. R. (2021). Br.sires.s
law: The ethicul, globul, und digitul environment. McGraw-Hill Higher Education.

9. Wetherly, P., & Otter, D. (2010)..The Business Environment Thames und Issues.
Oxford University Press.

10. Kurnar, R. (2011). Legal Aspects o/'Busine.s.s (2nd ed.). Cengage Leaming.
11.S. Chand Publishing. (2016). A Textbook of Compuny Luw (LLth ed.). S. Chand

Publishing.
12. Cherunilam, F. (2010). Business Envirortment. Himalaya Publications.

{@2--
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MB 106 C - IT Applications for Management

Course Objectives:
. Understand the components and role of computers, software types, and IT applications

in business;.Explore IS categories and functional systems. 
Io Learn about network types, topologies, components, and applications like Intemet,

Intranet, Extranet, and teleconferencing; explole databases and search engines.
r Recognize the impoftance ol IT seculity, threats, and attacks; understand security

mechanisms; explole ethical and legal aspects.
o Explore global information systems and emerging technologies and e-commerce

applications.
Course Outcomes: Students will be able to

o Gain knowledge of IT's impact across management levels and functional areas like
manufacturing, sales, marketing, accounting, finance, and HR.

o Develop an understanding of network structures, data communication methods, and
various web conferencing platforms.

r Acquire skiils in implementing security measules, understanding cyber laws, and
addressing cyber security issues eflectively.

o Stay updated on the latest trends in IT, including cloud computing, grid computing, and
their applications in modem business and govemance contexts.

Unit-I: Information Systems and Management: Computers - Definition, Characteristics,
Components of Computers, Hardware, Software; Application and System Software,
Programning Languages and their Classification, Role of IT in Business, Opportunities and
Challenges in lT, Categories of IS, Management Levels and Functional Systems;
Manufacturing and Production, Sales and Mar*eting Systems, Accounting and Finance, and
HR Systems; Information Systems Planning and Development: Systems Planning - Traditional
system development lifecycle (SDLC) - altemate methods lor system development.

Unit-II: Communications and Networks: Definition, Introduction to Networks, Types of
Networks, Network Topologies, Components of Networks, Intemet, Intranet, Extanet, Search
Engines, DaIa Communication, Teleconference, Web Conferencing platforms, Types of Data
Bases-

Unit-III: Security and Ethical challenges in IT: Need for Security - Security Thrqats and

Attacks, Malicious Software, Hacking, Security Services - Security Mechanisms -
Cryptography, Digital signatule, Firewall - Types of Firewalls - Identification &
Authentication - Biometric Techniques - Security policies - Need for legislation, cyber laws,
cyber security issues, salient fearures of IT Act.

Unit-IV: Emerging Trends in lT: Global Information Systems, Artitlcial Intelligence,
Intelligent Systems, Machine Leaming, Robotics, Virtual Reality, Intemet of Things (IoT),
Mobile Apps and Computing, Data Analytics, Big Data, Electronic Data Interchange (EDI),
Electronic Funds Transfer (EFT), E-Commerce Overview- E-commerce Applications, M-
Commerce Services & Applications, E-Govemance- Emerging Trends in Computing - Cloud
Computing, Grid Computing (Definitions only).

Suggested Readings:

I . Shrivastava, N . (2018). Computer Applicutions in Mmrugement. DreamTech Press.
2. Goel, R. (2003). Computer Applications in Menogerflerl. New Age Intemational.
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3. Kournpis, A. (2012). Marngentent lnformation Systents .for Enterprise Appliccnions:
Busine.ss Is.sucs. Research ontl Solution.t. Business Science Reference.

4. Behl, R. (2012). htformation Tcchnologl,.for Manttgemenl. Tata McGraw Hill
Education.

5. Tulban, E., Pollard, C. (2013). htformatiott Technologt.for Manogetnatt: Advuncing
Susktinablc, Profituble Business Growth. Wiley. i

6. Lucas, H. C. (2000). Infonnatiort Tcchnolog,,.ior Munagcment. h'win/McGraw-Hill.
7. Laudon, K., Laudon, J., & Dass, R. (t.d.). Mutagement Inforntutiort Sys/erzs (1ith ed.).

Pearson.
8. Turban, E., Volonino, L., & Wood, G. R. (n.d.). lnfonnatiort Technttlogt.for

Managenrcnt - Adt cutcing Sustttirutblc, Profittrble Business Groulh. Wrley -

9. Mutl.tukunrar an. B. hforntution Technologt.fbr Monugcnrcri. Oxfotd.
10. Williams, B. K.. & Sawyer, S. C. Usirtg Informutiort Tecltnologtt: A Practical

Inlrocluction to Computcrs & Comnnuriuttion.s. McGt'aw Hill Education.
1 1. Behl, R. Informatiort Technologt.fbr Munugcment. McGraw-Hill Companies.<-7
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MB 107 - Information Technology Lab - I

(M.S. Office)

Course Objectives:
r Learn to create, format, edit, and save documents using advanced featur.e

graphs, mail merge, and web publishing.
r Develop skills to create professional presentations using templates, slide designs, and

graphics lol valious business conlexts.
r Understand worksheet creation and editing, cell fbnnatting, fomulas, macros, data

sorling, querying, and financial tools for data analysis.
o Leam to create databases, tables, folms, and reports; use queries fbr data manipulation

and filteling.
Course Outcomes: Students will be able to

. Master document preparation and management for professional use, including
advanced editing and publishing techniques.

o Produce visually appealing and ellective presentations tailored to business plans,
institutions, products, and personnel.

. Apply Excel functions for cornprehensive data analysis and financial calculations,
enhancing business decision-making.

e Develop the ability to manage and manipulate large datasets efficiently using Access,
irnproving data handling and reporting skills.

Unit- I: MS-Word - Creation of Documen! Fonnat DocumentText editing and saving-
Organising infonnation with tables and outlines, Lists, Page numbers, Inser.ting Gr.aphs,

Pictures, Watennarks, Endnotes, Footnotes, Citations, Table of Contents, Protecting
Documents, Creating Mailing List and Mail Merge, Publishing documents on Web.

Unit II: MS PowerPoint- Creation of slides-Use of templates and slide designs fbr creating
powerpoint slides- use of drawings and graphics- Developing a Professional presentation on
Business Plans, Institutions, Producls, People etc.,

Unit- III: MS Excel- Creating and editing worksheets-Cell Fomatting-Creating and using
formulas and functions-Use of Macros -Sorting and querying data-Working with gr.aphs and

chafts. Use ofFinancial Tools-Use ofother finctions in Excel for data analysis.

Unit IV: MS Access-Create Databases, Tables, Relationships- Create forms to enter data-filter
data-use of queries in data manipulation-Generating repofis.

Suggested Readings

l. Whigham, D. Business tlotu utalysis using Excel (lndian ed.). Oxford University Press.
2. Cornell, P. Accessing & analyzing dutu with MS-Exccl. McGraw Hill.
3. R & D. IT tool.s und applications. Macrnillan India Ltd.
4. Saxena, S. A.first course in contputers: Based on Wintlov's O/fice XP (2nd ed.). Vikas

Publishing House.
5. Sudhalsan, P., & Jeyaalan, I. Computer systems & applicntions (Jaico student ed.).

Jaico Publishing House.
Apte, D. P. Statistical tools /br
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MB 108 - Business Communication Lab

Course Objectives:
. Understand the communication plocess, Rpes, and barriers, and leam virtual meeting

eliquette and participatior.r.

o Develop skills in cralting cff'ective business emails, memos, repofts, an4 proposals with
a focus on etiquette, tone, and fornatting.

o Enhance confldent speaking skills for business situations and deliver impactful
presentations.

. Lealx nonverbal communication cues, active listening, entpathy, conflict lesolution,
and negotiation techniques.

Course Outcomcs: Students will be able to
. Master thc basics of effective communicatior.r and viftual lneeting pafticipation.
. Produce clear and profbssional wlitten business cornmunications.
. Communicate eflectively in varjous business scenarios.
o Develop strong intelpersonal skills.

Unit I: Introduction to Business Conrmunication: Communication Process, Types, Barrier.s;
Technology in Business Communication: Viftual Meetings- Etiquette, Preparation and
Participation; Ice-breaking activities to tbster a collaborative learning envirorunenr.

Unit Il: Written Communication Skills: Cralling eflbctive business emails: etiquette, tone,
and lbrmatting. Writing professional memos and reporls -Memos, Minutes, Notice, Circulars;
Business Reports and Proposals- Steps in writing Business repor.ts; Peer review and editing
exerc ises fol written doculnents.

Unit III: Oral Communication Skills: Developing confident speaking skills for various
business situations. structuling and delivering concise and irnpactful presentations- Seminar
Prescntations, Reading Busincss Magazines and News Papers, Externpore Practice sessions
with fbedback fiom peers and inshuctor.

Unit IV: Interpersonal communication: understanding nonverbal comrnunication cues.
Active listening techniques and empathy in business interactions. Role-playing exercises for
conllict resolution and negotiation, Group Discussion.

Suggestcd Readings:
l. Quintanilla, K. M., & Wahl, S. T. (2020). Business mrd pxfessional conununication

(4th ed.). Sage Publications.
2.

3.
4.

5.

6.

7.

Nawal, M. (2020). Busine.ss contmturictiion (2nd ed.). Cengage Leaming.
Kumar, V., & Raj, B. (2019). Businc.ss con l tnication (6th ed.). Kalyani publishers.
Newnran, O. (2015). Conmuuticating in business. Cengage Leatning.
Howard, R. M. (2018). Writing nrctters (3rd ed.). Mc Graw Hill Education.
Butterileld, J. (2017). Soft skills f,r ct'c'iyoric. Ccngrge Lear.ning.
Pal, R., & Korlahalli, J. S- (2013). Essantfuls ofbusiness contnttutication. Sultan Chand
& Sons.<21. Yr'W4-
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MBA Semester II

MB 20f - Human Resource Management

Course Objcctivcs:
. Understand the evolution, role, 1'unctions, models, and recent tr.ends in HhM.
r Leam about human resoulce planning, recruitment, job analysis, and compensation

strategies.
o Explore training methods, HR accounting, HR audits, and car.eer planning.
o Study perfomance management, knowledge management, employee engagement, and

industrial relations.
Course Outcomes: Students will be able to

r Gain a comprehensive overview of HRM, its strategic aligrunent, and conlemporary
HR plactices.

r Acquire skills in planning, recruiting, job evaluation, and designing effective retention
stralegies.

o Develop the ability to conduct training needs analysis, apply HR accounting models,
and plan career development pt'ograms.

. Enhance performance measurement techniques, manage talent and employee relations,
and handle industrial disputes effectively.

Unit-I: HRM Evolution: Introduction of HRM, HR Role and Responsibilities, Functions of
HRM, HRM Models, Human Capital Management, Aligning HR Strategy with Corporate
Stlategy, HRIS, e- HRM, HRMS, HR Analytics, Intelactive HR dashboards, Competency
framework for HR, Value dt'iven HRM Approach, Innovative HR Practices, Green HRM,
Strategic HRM, International HRM. Recent Trends in HRM.

Unit-II: Human Resource Planning: Human Resource Planning, Recruitment and Selection,
Cohort Analysis, Yield Ratio Analysis, Induction, Job Analysis, Competency Modelling, .Iob

Design, Job Evaluation, Natule of Compensation-Types of Compensation- Towers Perrin
Model olTotal Reward, Attlition, Retention Stlategies.

Unit-III: Human Resource Development: Training need analysis, On{l.re Job Training: Job
Instruction, Job Rotation, Apprenticeship, Demonstration. Psychodrama and Role Play, Off-
the Job Training: Vestibule, Simulation, Case Study, Design thinking, Behaviour Modelling,
Business games, Adventure And Action Leaming, HR Accounting- Models (Lev & Schwartz,
Flamholtz, Morse, Likert, Ogan's), HR Audit- Model (phillip ROI Model), Career planning

and Development

Unit-IV: Performance Management and Industrial Relations: Organizational model of
Performance Management, Pelfonnance lneasures criteria, Approaches to measuring
Performance, Knowledge Management, Talent Management, Employee Engagement and
Work Life Balance; hrdustrial Relations-Concept, Impofiance, Trade Unions, Industr.ial
Disputes, Machinery for settlernent olDisputes, Employee Grievance handling and Discipline,
Workers Participatior.r in Management.

Suggested Readings:
l. Annsttong, M. (2010). Harum rasotn'ce ma ogcment.
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2.
,.
4.

Mathis, R. L., & Jackson, J. H. (2009). Hunrnt resourcc nrutrtgcnrcttt. Cengage.
Decenzo, A. D., & Robbins, S.P. Hunrun rcsource nrutngcmot. John Wiley & Sons.

Rao, P. S. (2014). Esscntittls of ltuntm resource nrunugenleti t(l irttlusn'ial relalions.
HPH.

India.
7. Aswathappa, K. (2006). Hunruu resou'cc nnnagenrcnt (4th e
8. Monappa, A. Inclustrial relalions. TMH.

d.). rMH.

9. Gornez-Mejia, L. R., Balkin, D. 8., & Cardy, R. L. (2010). Managirtg hruttiut rcsourccs.
PHI.

10. Wayne, S. J., & Casio, W. F. (2010). Murugittg luuttutt rcsotu'ccs. TMH.

5. Noe, R. A., Hollenbeck. J. R., Gerbart, B., & Wright, P. M. Huncut rasolt'cc
nlotngemcnt. Tata McGraw Hill. t

6. Dessler', C. (2006). Huntatt resottrce nnnttgantutt (lOth ed.). Pearson / Pientice Hall of
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MB 202 - Financial Management
Course Objectives:

. Understand the nature, scope, and evolution of finance functions along with key
financial goals and concepts.

r Learn about the investment decision process and various evaluation criteria for capital
budgeting.

. Study the measurement and elfects ofoperating and financial leverage and understand
capital structure theories.

r Explore different dividend policies and the management ofworking capital.
Course Outcomes: Students will be able to

o Grasp the fundamentals offlnance, including the agency lelationship, risk-retum tr.ade-
off, and time value of money.

o Develop skills to evaluate and select investment projects using NPV, IRR, PI, Payback
Peliod, and ARR methods.

o Gain insights into the impact ofleverage on profit and learn to detennine optimal capital
structul'es.

o Acquire knowledge ofdividend relevance and irrelevance theories and leam to estimate
and manage working capital requirements elfectively.

Unit - I: The Finance function: Nature and Scope; Evolution of finance function - Its new
role in the contemporaly scenalio -Coals of flnance I'unction - maximizing vs. satisfying;
Profit vs. Wealth vs. Welfare; the Agency relationship and costs; Risk-Retum trade off;
Concept of Time Value of Money - Futule Value and Present value.

Unit-II: Capital Budgeting - Nature of Investment Decisions Investment decision process-

Project genelation, project evaluation, project selection and project implementation -

Investment Evaluation cliteria - Net Present Value (NPV), Intemal Rate of Retum (IRR),
Profitability Index (PI), Payback Peliod, Accounting Rate ofl Retum (ARR) - NPV and IRR
comparison.

Unit-III: Operating and Financial Leverage - Measulement of Leverages - Effects of
Operating and Financial Leverage on Profit {ombined Financial and Opelating Leverage
Capital Structure Theories - Tladitional approach - M.M. Hypotheses - without Taxes and with
Taxes - Net Income Approach (NI) - Net Operating income Approach (NOU - Deremining
capital structure in practice.

Unit- IV: Dividend Policies Issues in Dividend Decisions - Relevance Theory - Walter's
Model - Goldon's Model - Irelevance Theory - M-M hypothesis - Dividend Policy in Practice

- Fonns of Dividends. Management of Wolking Capital - Sources of Working capital -

Significance and types of Working Capital - Calculating Operating Cycle Period and

Estimation of Working Capital Requirements

Suggested Readings:
l. Belk, J., DeMarzo, P., & Thampy, A. (2010). Financial Management. Pearsot
2. Brigharn, E. F., & Ehrhardt, M. C. (2006). Finuncial Management Theo4t and Practice

(I0'l' ed.). Thomson South-Weslem.
3. Ross, S., Westerfield, R., & Jafl'e, J. (2005). Corporatg

Publishels.
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Vishwanath, S. R. (2007). Co:orutc Financc: Theory utd Ptucticc (2"'t ed). Response
Books, Sage Publications.
Chandta, P. Financial Mltldgenrcnt Tlrcory tutl Pructice (7tt'etl.). Tata McGraw Hill.
Pandey, I. M. (2010). Fincutciul Munogcnrcnt (lOtt' ed.). Vikas Publishing House.

4.

5.

6.
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MB 203 - Business Research Methods

Course Objectives:
o Understand the meaning, objectives, and role of business research in managerial

decision-making
. Leam about data collection methods, sampling designs, and measurement Scales.
. Master data preparalion and analysis lechniques using non-parametric tests.
o Develop skills for preparing, wliting, and presenting research reports while adhering to

ethical standards.
Course Outcomes: Students will be able to

r Ability to identify research ploblems, formulate hypotheses, and design research
methodologies.

r Proficiency in designing questionnaires and ensuring the reliability and validity of
scales.

o Capability to apply various statistical tools and multivariate analysis in research.
. Competence in creating well-structured, ethical, and relerenced research repofis.

Unit - I: Introduction to Business Research: Meaning and Objectives of Researrh - Concept

of Business Research - Need and Role of Business Research in Managerial Decision Making.
Types of Research - Research Design and Classification of Research Designs. Stages in
Research Process. Identification of Research Problem and Hypothesis Formulation.

Unit - II: Research Methodology: Data Collection - Sourbes of data/information, Methods

of Data Collection. Sampling Sampling Design, Sampling Methods, Measurement and

Scaling - Concept and Types of Scales - Reliability and Validity of a Scale, Questionnaire
Design.

Unit - III: Data Analysis: Preparation ofdata lbr processing -Editing, Coding and Tabulation.
Data Analysis - Tools - Parametric Vs Non-Parametric tests - Mann- Whitney U test, Wilcoxon
Signed Rank Test, Kolmogorov-Smimov test, Kruskal Wallis test, Multivariate Analysis
(MVA) - Application.

Unit - IV: Report Writing: Report Preparation - Dilferent Types of Reports - Contents of
Report -Essentials of a Good Report, Concepts of a Report, Repofi Presentation. Ethics in
Research - Ethical Behavior ofResealch Plagiarism - Essentials ofRefelencing.

Suggested Readings:
1. Cooper, D. R., Schindler, P. S., & Sharma, J. K. Brr.slne.ss Rcsearch Methods. Tata

McGraw Hill.
2. Bryrnan, A., & Bell, E. Business Research Methocls. Oxford University Press.

3. Zikmund, W. G., Babin, B. J., Carr, J. C., Adhikari, A., & Griffin, M. Business

Resaorch Methotls: A South Asian Perspective. Cengage Leaming.
Green, R., & Tull, D. S. Research fttr Marketing Decisiorts. Tata McGlaw Hill.
Beri, G. C. Marketing Reseorclr. Pearson Education.

Kotlrari, C. R. Research Methotlologv. S. Chand

4.

5.

6.
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MB 204 - Operations Rescarch
Course Objectives:

r Introduce the origin, nature, and uanagerial applications of Operations Research (OR),
arrd develop skills in Lineal Programming Problern (LPP) fonnulation and solutions.

r Undersland the mathernatical models and solution methods fbr Transpottation and

Assigrunent Ploblems, including IBFS and optimality tests. i

o Leam the fundamentals of network analysis, including CPM and PERT techniqucs for
sclieduling activities.

r Explore concepts of queuing thcory and game tlieory, including types of queuing

models and strategies in games.

Coursc Outcom€s: Students will be able to
o Ability to fonnulate and solve LPP using graphical and sirnplex methods.
r Proficicncy in solving transpoltation and assignmcnt ploblems using various rnethods

and understanding their managerial applications.
. Capability to apply CPM and PERT for project scheduling and dctemining the clitical

path.
o Ability to analyze queuing systerns and solve garnes using graphical solutions and

dominance rules.

Unit - I: Introduction to OR: Origin, Nature, definition, Managerial applications and

lirnitations of OR. Lineat Programming: Mathernatical model, Fotmulation of LPP,

assumptions undellying LPP; Solution to LPP by the Craphical method, Exceptional cases,

Solution to LPP Simplex Method (Fonnulation of sirnplex table and practical problen,

without degeneracy).

Unit - II: Transportation Problem (TP): Mathen-ratical model, IBFS using nolthwest

corncr rule. Row and Column Minimutn tnethods, Matrix minimum method (LCM) and

Vogel's approximation method, Unbalalrced TP, Degeneracy, Optimality Test. Assignment

Problem (AP): Mathematical rnodel, Unbalanced AP, Rcstticted AP, Travelling salestnan

problem, Managerial applications of AP and TP.

Unit - III: Network Analysis: Network fundamentals- scheduling the activities -

Fulkerson's Rule {PM -detennination of ES and EF in the Forward Pass-LS and LF in

backward pass, detennination of Critical Path, PERT Analysis, Applications of CPM and

PERT.

Unit - IV: Queuing Thcory: Concepts of Queue, Types of Queuing models- detenninistic

Queuing rnodels - Probabilistic Queuing Model -mixed Queuing model (Theory only). Cost

Analysis - Single C}rannel Queuing model - Poisson arrival and exponential service times

with infinite population. Garne Theory: concepts, saddle point, Dominance rule, Types of
strategy - pure and rr.rixed, graphical solutions for (rn x 2) and (2x n) gan.res.

Suggested Readings:
I . Votu'a, N. D. (2010). Quantitatire Tcclmiqtrcs ilt Managenrctlt (4th ed.). TMH.
2. Slranlra, J. K. (2009). Operutious Rcscarch Theory and Applications (4th ed.).

Macmillan.
3. Kasana, H. S., & Kun.rar', K. D. (2008). lntroductory Opcrutions Research

app I i cot i ons. Springer.<7 ,,'V 4-et
,-,
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4. Chakravarty, P. (2009). Quuntitutive Methotls .for Murutgement antl Economics (lsl
ed.). HPH.

5. Render, B., Stair, R. M. Jr., & Hanna, M. E. (2007). Quantit ive Analysis for
Management (9th ed.). Pearson.

6. Pannerselvam, R. (2006). Operotions Reseurch (3rd ed.). PHI. 
I

7. Selvaraj, R. (2010). Munagement Science Dccision Modeling Approaoh (1st ed.).
Excel.

8. Ravindren, A., Phillips, D. T., & Solberg, J. J. (2000). Operations Research: Principles
and Pructice (2nd ed.). John Wiley and Sons.

9. Hillier, F. S., & Lieberman, G. J. (2010). Introcluction to Operations Research:
Concepts and Cases (8th ed.). TMH.

10. Gupta, P. K., & others. (2010). Operations Research. S. Chand.
11. Chawla, K. K., & Gupta, V. (2008). Operations Research. Kalyani Publications.
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MB 205 - Operations Managcment

Coursc Objectives:
o Provide a comprehensive introduction to Opel'ations Management, distinguishing it

from Production Management, and explore process technologies and plant-r'elated
decisions.

o Explain the concepts ol production
sequencing, and quality management,

Quality Managernent (TQM).

{

plaru.ring ar.rd control, scl.redirling, ploduct
including statistical quality control and Total

o Discuss the importance and measurement of productivity, work-study, maintenance
management, and rnethods to improve productivity.

. Cover the impofiance, objectives, and rnethods of ilrventory rnanagement, including
Economic Order Quantity (EOQ), inventory analysis, and store management.

Coursc Outcomcs: Students will gain
o Undcrstanding ofoperations management lirndarnentals, various process technologies,

and the strategic aspects ofplant capacity, layout, and location.
o Proficiency in production scheduling, product sequencing, quality assurance

tcchniqucs, and application of control charts and TQM principles.
r Ability to measure productivity, conduct work studies, understand maintenance

management objectives and types, and apply productivity improvement techniques.
o Competence in managing inventoly, conducting inventoly analysis, and applying

efficient store management practices, including the use ofEOQ and various inventory
analysis methods.

Unit - I: Introduction to Operations Management: lntloduction to Operations Management

- Objectives and charactelistics of Operations Management, Production Management vs

Operations Management, Plocess Technologies.- Project, Job Shop, Assernbly, batch and

Continuous. Interface with other functional areas of Management, Plant Capacity, Plant layout,
plant Location.

Unit - II: Operations Planning & Quality Management: Production Planning and Control,
Scheduling, Product Sequencing- Sequencing ofproducts with sirnple problems. Standards and

specifications, Quality Assurance, Quality Circles. Statislical Quality Control {ontrol Charts

for Variables- Average, Range and S.D, Control chal'ts fo[ Attributes- Fraction Delective and

Number of Defects, Concept of TQM.

Unit - III: Productivity Improvement: lmportance of Productivity, Measurement of
Productivity, Acceptance Sarnpling, Work Sludy - lmportance, Objectives, Advantages.

Methods Study, Work rneasurernent, Tirne Study. Maintenance Management - Objectivcs and

Typcs.

Unit -IV: Inventory Management: Impoflance, Objectives, Economic Ordel Quantity.
Inventoty Analysis Methods - ABC, VED and FNSD analysis. Value Analysis. Stores

Management - Requirements fbr efficient Management of Stot'es, Safety Stock, and Reorder
Level.

Suggested Rcadings:
1. Aslrwathappa, K., & Bhatt, S. (2021). Productiou cutd operatiorts mamgement (2nd

ilv,'
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2. Chaly, S. N. (2019). Protluctions and operotions monagement. Mc Graw Hill.3. Heizer, J., & Render, B. (2016). Operations nrunagement (.llrr,ed.). pearson.
4. Panneerselvam, R. (2012). Protluction antl operations ntaieagement 13'd ed.). pHL
5. Garg, A. K. (2012). Production and operatiorts *rrnrrg"nrnrL TMH.
6. Boyer, K., & Verma, R. (201l). Operutions munagentent. Cengage Learains.
7. Mahadevan, B. (2010). Operations *r,r,go.nit, Th"ory iril pruc'tice' l2',d ed..).

Pearson Education.
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MB 206 A - Business Ethics & Corporate Governancc

Course Objectives:
o Explore the levels ofbusiness ethics, debunk myths about business ethics, and discuss

stages of moral development according to Kohlberg and Caro[ Gilligan.
. Introduce plofessional ethics across various domains including production, marketing,

HRM, finance, accounting, advertising, media leporling, and healthcare \ervices.
r Define coryoratc governance and its purpose, discuss theories and philosophies, and

explore cotporate governance structures including directors, cornmittees, institutional
investors, and auditors.

o Highliglit the irnportance of corporate govenlance, focusing on board stluctures,
processes, evaluation, directol independence, and board committees.

Course Outcom€s: Students will be able to
o Understanding ofbusiness ethics principles, moral development stages, and debunked

myths, fostering ethical decision-making skills.
. Awareness & understanding ofethical issues in dill'erent professional contexts.
r Knowledge of cotporate govetnance principles, shxctures, and the role of stakeholders.
o Understanding ofthe irnplementation ofcolporate governance in India.

Unit I: Business Ethics the Changing Environment: Business Ethics - levels ofBusiness Ethics.
Five Myths about Business Ethics - stages of Moral development, Kohlberg's study - Carol
Gilligan's Theory - Principles ofEthics.

Unit II: Professional Ethics. Introduction to Professional Ethics - Ethics in Production and

Prcduct Management - Ethics of Marketing Prolessionals - Ethics in HRM - Ethics of Finance
and Accounting Professionals - Ethics of Advcftisement - Ethics of Media Reporling - Ethics
ofHcalthcare Sewices - Ethical issues.

Unit III: Corporate Governance Meaning, Purpose - Theories and Philosophies of Corpor.ate

Governance Colporate Govemance Struclures: Directors, Committees, Institutional investors

- Auditors. Colporate Social Responsibility: Stakeholders - Environment - Social
Developmcnt.

Unit IV: Corporate Govemance: Importance of Corporate Govemance - Colporate
Govemance in India - Board Structures Processes and Evaluation - Director Indcpendence -
Board comrnittees, Indian model of Corporate Govelnance.

Suggested Readings:
I. Femando, A. C. (2012). Corporatc gortcrnfitce: Principles, policics und practiccs-

Pearson.
2. Murtlry, C. S. V. (2012). Busirtcss cthics. Hinalaya Publishing House.
3. Balasubramanian, N. (2012). Corporalc governunce and stewttrdship. TMH.
4. Weiss. J. W. Btrsines.s cliics. Thornson.
5. Hartman, L. P. Perspcctittcs in business ethics.Tata McGraw Hill.
6. Ghosh, B. Etltics in tllalagemcnt and Intlion c/m.r. Vikas.
7. Tticker, B. Corporate govemurtcc. Oxtbrd.

?---/- /w'
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NlB206B-e-Business

Course Objectives:
o Dellne E-business and trace its evolution, highlighting its significance in the

contemporary business envirorunent.
r Formulate E-business strategies focusing on digital marketing, social meJia marketing,

Intemet adverlising, and E CRM.
o Design and develop secure E-business websites, emphasizing webpage design, UI/UE

principles, web hosting, domain registration, and webpage development tools.
. Manage E-commerce operations including supply chain management, inventory

management, fulfilment, and CRM systems.

Course Outcomes: Students will be able to
. Understanding of E-business models (B2B, BzC, C2C), E-marketplaces, online

intermediaries, and infrastructure components like ISP backbones and Intemet
technologies.

r Knowledge of E-business strategy development, including E-procurement, E SEM, and

E-payment systems, with an emphasis on security and legal aspects in E-commerce.
r Prohciency in designing and testing E-business websites with a focus on user

experience and security measures.
. Understanding of E-business analytics, data analytics for decision-making, KPIs,

metrics, predictive analytics, and customer profiling in E-commerce settings.

Unit I: Introduction to E-business - Definitions and concepts of E-business, Evolution of E-

business, Impofiance ofE-business in the modem business landscape. E-business Models: B2B
(Business-to-Business) E-commerce, B2C (Business-to-Consumer) E-commerce, C2C

(Consumer-to-Consumer) E-commerce, E-marketplaces and online intermediaries.

Infrastructure Components, ISP Backbones - Intemet technologies and protocols, Intemel

Applications, Extranet Applications, Sollware Applications.

Unit II: Developing E-Business Strategy- Marketing: Digital marketing strategies and social

rnedia marketing, Intemet Advertising - E CRM: Meaning, Technology for CRM and

Application - E-Procurement: Meaning, Drivers, Risks and implementation * E SEM:

Meaning, Focus and implementation - E Payment Systems: Pre and Post-paid payments

systems - e-cash, Payment security, and fi'aud prevention, E-Commerce Law.

Unit III: E Security Website - Types, Webpage designing, User Interface (UI) and User

Experience (UE) Principles. Web hosting and domain registration, Website design, web page

development tools, Testing and Evaluating websites.

Unit IV: E-business Operations: - Supply chain management in E-commerce, Inventory

management and fulfillment. Cuslomer relationship managernent (CRM ) syslems. E-business

Anall.tics: Data analytics for E-business decision-making, Key performance indicators (KPIs)

and met cs, Predictive analytics and customer profiling

Suggested Readings:
1. Chaff'ey, D., & Hemphill, T. Digitul husiness und e-commerce nanogeflent Pearson.
2. Laudon, K. C., & Traver, C. G. (2020). E-commerce 2020: Business, technologt,

so( rc[y. Peal'son Education.
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3.

4.

5.

6.

7.

Cltaudhury, A., & Kuilboer, J.-P. E-business untl c-contnrcrce infi'dstructurc. McGraw
Hill.
Krug, S. l)on 'l rnukc ntc think, rct,i.silcd: A connttt-sctr.se upprouch b u.eb usubil.ity.
Pealson Education.
Deiss, R., & Hcnneberry, R. Digitul nrurkcting.for duntntics. Wlley.
Cliopra, S., & Meindl, P. Suppl.v clruin tnutogune t: Strutcg_\1, . pltnniug, orul
opcrdliul. Pearson.
Osterwalder, A., & Pigneur, Y. Bttsiness modcl gcncrution: A hortdbook.t'br

_<_Z visionaries, game changers, and challengers. Wiley
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MB 206 C - Customer Relationship Management

Course Objectives:
r Explore the evolution of Customer Relationship Management (CRM), its definition,

and factors contlibuting to its growth.
o Understand customer value, customer expectations, perceptions, salisf'action, and

loyalty.
o Develop strategies for CRM, lbcusing on building customer centricity, defining data

requirements, ancl planning desired outputs.
o Implement CRM efI'ectively using analytical and technological tools such as E-CRM,

data rnining, market basket analysis, and personalization.
Course Outcomes: Students will be able to

o Understanding ofCRM processes, CRM cycle, fi.ameworks, benefits, and various types
oICRM systems.

o Prol-rciency in customer profiling, customer centricity, customel' acquisition, customer
lifetime value, and metrics such as customer equity and prrcfitability.

o Knowledge ofCRM as a business strategy, steps in CRM planning, and the customer
strategy grid.

o Ability to create a CRM implementation roadmap, address operational issues, and apply
CRM in various business sectors like health services, llnancial services, insurance,
aviation. and retail.

UNIT - I: Evolution of Customer Relationship: CRM - definition, Emergence of CRM
Practice, Factors responsible fbr CRM growth. CRM process, CRM cycle, l'ramework of CRM,
Benefits olCRM, Types of CRM.

UNIT - II: CRM Concepts & Performance Metrics: Customer Value, The Value Pyramid.
Customer Expectation and Perception, Customer Satislhction - Customer Profiling, Customer
Centricity, Customer Acquisition, Customer Lifetime Value, Customer Retention. Customer
Loyalty, Customer Equity, Customer Profitability. Customer Experience Management,
Customer Satislaction Measurements, Customer Life Cycle Management, Customer Touch
Point, Performance metrics of CRM.

UNIT - III: CRM: Plan and Strategy: Steps in planning- Building Customer Centricity,
CRM Objectives, Defining Data Requirement, Planning Desired Output, Relevant issues while
planning the Output, Elements of CRM plan. CRM as a Business Strategy, The Development
Process, Customer Strategy Grid.

UNIT - IV: CRM Implementation & Application: Analytical/technological tools for CRM,
E-CRM, Data Mining and Warehousing, Market Basket Analysis (MBA), Click Stream
Analysis, Personalization and collaborative Filtering. CRM implementation Roadmap,
Operational issues in CRM. Application ol CRM in Business Mar.kets - Health services,
Financial Selices, Insurance, Aviation and Retail.

Suggested Readings:
1. Heggde, G., & Shainesh, C. (Eds.). Sociol Media Morketing: Emerging Concepts and

App I i ca t i on s. Palgrave Macmillan.
2. Shaineslr, G., & Sheth, J. N. Customcr Rclcrtionship Mturogetncnt - A Strategic

fr92*--t
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3. Sheth, J. N., Parvatiyar, A., & Shainesh, G. (Eds.). Custonrcr Relationship
Matrugement - Etnerging Concepts, Tools antl Applicarlons. McGraw Hill Education.

4. Buttle, F . CRM: Concapts and Tcchnologiis. Elsevier.
5. Rai, A. K. Cttstomer Rclationship Mutrugenlutt: Cotrcepts artd Cascs. PHI.
6. Chaturvedi, M., & Chaturvedi, A. Customcr Relationslip Managcnrctt: An lndion

Perspective. Excel Books. lr.

7. Bhat, K. G. Custonrcr Rclalionship Monogcnrut. HPH.
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MB 207 - Information Technology Lab -II
(Statistical Tools using Excel)

Course Objectives:
. Intl'oduce the uses, functions, ancl features of MS Excel, including navigl{on and key

functionalities.
. Leam to create and use templates, manage data, and apply basic and advanced formulae

and functions.
o Understand and apply basic data analysis techniques using Excel.
o Pelfonn advanced data analysis using Excel.

Course Outcomes: Students will be able to
r Proficiency in basic Excel operations.
. Ability to enter, edit, fonnat, and manipulate data and petform data analysis using pivot

tables and pivot charts.
o Skill in tabulation, creating diagrams, and calculating measures ofcentral tendency and

measures ofdispersion, as well as perlbrming con'elation and regression analysis.
o Capability to conduct statistical tests with the ability to infer and discuss results.

Unit - I: Introduction to MS - EXCEL: Uses, Functions and Features Getting starled with
Excel, Highlights and Main Functions: Home, Insefi, Page Layout, Formulae, Data, Review,

View. Add-ins. Using Help Function.

Unit - II: Creating and Using Templates: Working with Data: Entering, Editing, Copy, Cut,

Paste, Paste Special, Formatting Data, Saving, Page Setup, and Printing, Using Headers and

Footers, Manipulating Data, Using Data Names and Ranges, Filters and So(, Using and

Fonnatting Tables, Basic Formulae and Use of Functions, Managing, Inserting, and Copying
Worksheets, Securing the Document, Advanced Formulae and Functions, Worksheet Features,

Data Analysis using Pivot Tables and Pivot Charls.

Unit - III: Data Analysis - I: Tabulation, Bar Diaglam, Multiple Bar Diagram, Pie Diagram,

Measures of Central Tendency: Mean, Median, Mode. Measures of Dispersion: Variance,

Standard Deviation, Coet-ficient of Variation. Conelation and Regression Lines.

Unit - IV:, Data Analysis - Il: t-test, F-test, ANOVA One-way classification, Chi-squale

Test, Independence of attributes. Time series: Forecasting Method ol Least Squares, Moving
Average Method, Inference and Discussion ofResults.

Suggested Readings:

Panneerselvam, R. (2022). Business Statistics Using MS Excal. Sage Publications.
Davis, G., & Pecar, B. (2014). Business Statistics Usi g Excel (2nd ed.). Oxford University
Press.
Apte, D. P. (2012). Statistical Tools for Mctnagers Using MS Excel. Excel.
Levine, D. M., Stephan, D. F., & Szabat, K. A. (2015). Statistics.for Manugers - Using MS
Excel. PHl.
Gaur, A. S., & Gaur, S. S. (2009). Statistical Methodsfor Practice and Reseorch. Response.
Alexander, M., Decker, J., & Wehbe, B. (Eds.). (2010). Microsoft Business Intelligence Tools

.for Excel Analysts (1st ed.). Wiley.
Shelly, C. 8., Cashman, T. J., & Venr.raat, M. E. Olfice 2007. Cengage.

1.

2.

3.
4.

5.

6.

1.
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M.B.A. Two Years Prograrnme
Mahahna Gandhi Univclsity, Telangana, India

MBA Semester III
M830l - Entrepreneurship Development

Course Objectives:
o To provide a comprehensive understanding

and types of entreprcneurs, as well as the

development.

of the concept, evolution, chalacteristics,
theories and tlends in entreprencurship

o To analyze the various factors influencing entrepreneulial growth.
o To equip studerlts with strategies for generating and evaluating entreprencurial ideas,

and to introduce design thinking.
. To leach lhe importance and components ofa business plan and business models, with

an ernphasis on social er.rtlepreneurship.

Course Outcornes: Students will be able to
. Students will be able to explain the significance of entreprencursl.tip in econon.ric

developmcnt and identify thc unique challenges and opporlunities in rural
entrepreneurship.

. Students will be able to evaluale the efI'ectiveness of Entrepreneurial Development
Programs (EDPs) and understand the phased developrnent oIEDP cunicula.

. Students will be able to conduct feasibility analyses for products/selices and assess

industry and compctition, as well as financial viability.
o Students will be able to create comprehensive business plans and differentiate between

business and social entrepreneurship.

Unit I: Entreprcneur and Entreprcneurship: Undelstanding Concept of Entrepreneulship,

Evolution of Entrepreneurship, charactcristics of Entrepreneur, Types of Entrepreneurs,

Theories of Entrepreneurship; Recent Trends in Entrepreneurship Developtnent, Role of
Entrepreneurship in Economic Developurent in Indiat Rural Entrepleneurship, Need for and

impoflance ofRural Enhepreneurship Problems and Pcrspectives of Rut'al Entrepreneurship.

Unit-II: Factors affecting Entrepreneurial growth: Economic Environment-Economic,

Non-Econornic and Psychological Factors-Gl'owth of Entrepreneurship in lndia-Role of
Government in promotion of Entrepreneurship; Entrcpreneurial Motivation, Role of Higher

learning Institutes in Entrepreneulial capacity building -lmpottance of workshops;

Entrepreneurial Development Programs (EDPs) - Need, Objectives course content and

instruction-Evaluation of EDPs - Phase wise development of EDP Curriculum.

Unit-lll: ldea gcncration and evaluation: Idea Generation strategies, Entrepreneurial

Oppoftrnity tecognition and Evaluationl Design thinking for linding solution, prototyping,

idea evaluation, entlepreneurial Outlook, value proposition design, custotner insight, ideas

developn.rent. Product /Service Feasibility analysis, Industry & Competition analysis,

environment analysis, fi nancial feasibility analysis.

Unit-IV: Writing a business plan: Meaning and significance of a business plan, components

of a business plan, itelating the MVP, Digital Presence for ventures, Guidelines fol Writing

BP, pre-r'equisites from the pelspective ofinvestor, Business Models, Business Model Canvas.

Social Entrepreneurship: Meaning, definition & Characteristics of Social Entrepreneurship.

Differences between Business and Social ontrepreneur, Entrepreneulship and social

entrepreneurship, Models of social entetprises.

7*-= V
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Suggested Readings:
1. Desai, Vasanth. (2009). Dynamics of entrcpreneuriul tleyelopnent oncl manogement.

Himalaya Publishing House.
2. Khanka, S. S. (2006). Entrepreneurial det'elopntent. S. Chand Publishing.
3. Desai, Vasanth. Small Scale Industty and Entrepreneurship. Himalaya Publishing

4. Charantimath, Poomima. M. (2013). Entrepreneut.ship developntent und smoll
br n i n ess enterpris es. Pearson Education India.

5. Bornstein, D., & Davis, S. (2010). Sociul entrepreneurship: l[/hut everyone needs to
/orowG). Oxford University Press.

6. Prahalad, C. K. (2005). The Fortune at the Bottom of the Pyrumid. Financial Times/
Prentice Hal[.
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M8302 - Total Quality Management

Course Objcctives:
o Understand the evolution, definitions, and principlcs of Total Quality Managernent.
o Leam various TQM tools and techniques for quality improvement and management.
r Explore advanced quality tools and the Six Sigma metl.rodology for process

improvement. \.

r Understand the implementation and benefits of Quality Managetnent Systerns like ISO
standards.

Course Outcomes: Students will be able to
o Explain the contributions ofkey quality gurus and the plinciples ofTQM, lbcusing on

customcr and supplier lelationships.
. Apply tools like check slieets, Pareto cliafis, and FMEA to real-world quality issues.
o Utilize Six Sigma mcthodologies and the seven new rnanagement tools to enhance

proccss efficiency.
. Implement and docurncnt quality management systems, recognizing the benefits of ISO

registration and TQM in various sectors.

Unit-I: Introductiou: Evolution of Quality, Quality Definition, Need for Quality, Dimensions

of Ploduct and Seryice Quality, Basic Concepts of TQM, Quality Philosophies, Contlibutions

of Deming, Juran and Crosby, Feigenbaum, Ishikawa and Taguchi, Bariers to TQM, TQM

Principles, Customer Focus, Supplier Pat-tnership, Costs of Quality. Benefits and Costs of
TQM.

Unit-ll: Tools and Techniqucs of TQM: Check Sheets, Run Charts, Cause and Effect

Diagrams, Pareto's Chart, Process Mapping. Resource Utilization and The Five Why's.

Kaizen, JIT, Quality Circles, Forced ficld Analysis, Gantt Chaft, Network Diagram, The PDCA

cycle, Failure Mode Effect Analysis (FMEA), Statistical Process Control (SPC), Quality
Function Deployment (QFD), Benciunarking, Balanced Scorecard, Kanban and Activity
Based Costing (ABC). Taguchi methods: Quality loss function.

Unit-III: Quality tools and Six sigma: Seven New Management Tools for Process

Improvement: Affinity diagrarn, Interelationship Diagrarn, Tree Diaglam, Matrix Diaglam.

Matrix Data Analysis, Anow Diagrarn, Process Decision program Chart and POKA YOKE.

Six Sigrna Methodologies: DMAIC, DFSS, Six Sigrna Belts, Six Sigma Organization: roles

and responsibilities.

Unit-IV: Quality Management Systerns: Introduction, Benefits of ISO Registration, ISO

9000 Series of Standards, Implementation, Docurnentation, Quality Auditing, ISO 14000 -

Requirements and Benefits, TQM Implementation in Manufacturing and Seruice Sectors,

Quality System Awards.

Suggested Readings:
I . Bester filed, et al. (2006). Total Quatity Matugenlent. (3'd ed.). Pearson Education Asia.
2. Beckford, J. (2016). Quulity: A triticul intxxluction. Routledge.
3. Ron Basu. (2006). Implcnrcrttirtg Quality: A Pructicctl Guidc to Tools and Techrtiques.
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6. Suganthi, L. and Samuel, A. (2006). Total Quality Manqgement. pr.entice Hall (lndia).
7. Janakiraman, B., & Gopal, R. K. (2006). 'l'otal quality munagement: Text crncl cases.

PHI Leaming Pvt. Ltd.
8. Evans, J. R. (2005). WM, Lindsay, The Management and Control of euality. Soaflr_

ll/$tL nt, Mds()n. OH. I9. Oakland, J.S. (2006). TQM Text *.ith Case.r (3,.r Ed). Butterworth - Heir\'ernann Ltd.,
Ox lord.

10. Mohanty, R. P., & Lakhe, R. R. (2008). TQM in tha Sen,ice Sector.. JAICO publishing
house.

11. Howard S Gitlow, Alan J Oppenheim, Rosa Oppenheim and David M Levine. euality
Management. (3'd Ed.). Tata McGraw-Hill.

w--fu-{,ff:-Y
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M8303 - International Business

Course Objectives:
o Understand the concepts, need, ar.rd importance of international busincss and

globalization.
o Analyze the role of goverrunent interycntion and regional economic integration in

international business. ',.c Learn the strategies and organizational structures used in international business.
o Undelstand the various aspects of intemational business operations, including

exporting, irnporting, and global ploduction.
Course Outcomes: Students will be able to

o Explain the theoretical loundations and contemporary issues in international business.
o Describe the fonns and examples of legional integration and the loles of major

intclnat ional economic organ izations.
o Develop ently stlategies and stlategic alliances lbr interlational business operations.
r Manage global marketing, human resources, accounting, and financial aspects of

international business.

Unite I: Introduction to Intcrnational Business: Concept, Need, and Impodance of
International Business - Globalization and it's impoftance in world economy - EPRG & LPG
framework - Intemationalization Stages - Intemational Business Orientation -Theoletical
Foundations of Intcrnational Tlade - lnternational Business Environrnent - Contempolaly
Developmcnts and Issues in Intemational Business

Unit II: Rcgional lntegration: Covernmcnt Intervention in lnternational Business - Regional

Economic Inleglatiol'r - Fon.ns ofrcgional integration: Integration effbfts amongst countries in
Europe, Norllr America and Asia- EU, NAFTA, SAARC and ASEAN. Intetnational Econornic

Organizations: WTO, UNCTAD, World Bank and IMF.

Unit III: The Stratcgy and Structure of International Business: Strategy ol Intemational
Business - Organization of Intemational Business - Entry Strategy ar.rd Stlategic Alliances

Unit IV: International Business Opcrations: Exporting, hnpofting, and Countefirade -

Global Production, Outsourcing, and Logistics - Global Marketing and R & D Globa -l Human
Resource Management - Accounting in the International Business -Financial Management in
the Intemational Business.

Suggested Readings:
l. Charles, E. Hill. (2015). htenntional Busirc.ss: Contpating in the Global Markctplace.

(10'r'ed.). Mc Graw Hitt /Lwin.
2. Carusgil, S.T., Knight, G., & Riesenbelger, J.R. (2012). htunotionul Business: Thc

New Rettlitics. (2"d Ed.). Prentice Hall.
3. Michael R. Czinkota, LLkk. A. Ronkainen and Michael H. Moffett. (2009).

International Busincss. (7tl' Ed). Cengage Leaming, New Dclhi.
4. Alain Verbeke. (2009). Intenntional Business Strategies. 1"tedition. Cambridge
5. Rakesh Mohanh Joshi. (2009). International Business. Oxford University Press.
6. David H. Holt and Karen W. Wigginton. (2007). hxernutionol Managemetrt. Thomson.
7. Jeanett and Hennessey. (2005). Globul Marketing Strategies. Jaico, New Dell.ri.
8. Subba Rao. (2010). International Bu.rlness. Himalaya Publications, New Delhi.
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9. John D. Daniels & Lee H. Radebaugh. (2006). Internationol Business. pearson
Education.

10. Hodgetts, Luthans and Doh. (2006). Internationul Munogement Ct hre, Strategy antl
Befuwiour. Tata McGlaw-Hills, New Delhi.

II. Anan t. K. Sundaram and J. Stewaft Black. (2009). The Intentatignal Businel;s
Enttironment., Test and Cases. PHI Leaming, New Delhi.

12. Aswathappa, K. (2010), Internationcrl Bttsrresr. Tata McGraw Hill, New Delhi.
13. Cherunilam, F. (2020). Intanuttionul busrrcrs. PHI Learning Pvt. Ltd..
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M8304 - Business Analytics

Coursc Objectivcs:
r Understand the importance ofdata and analytics in business, and the process cycle of

business analytics.
o Leam techniques for data visualization and descriptive statistics fol lsumrnadzing and

exploring data.
o Understand pledictive r.nodeling techniques including trend lines, regression analysis,

and data rnining.
o Leam optimization teclrniques and decision analysis methods, along with an

introduction to ptogramn.ring in R.
Course Outcomes: Students will be able to

r Explain the integration of analytics with business for. competitive advantage.
o Utilize data visualization mcthods and statistical tools to summarize and analvze

business clata.
. Apply predictivc analytics techniques to forecast and classify business data.
o Implen.rent prescriptive analytics methods and use R programming for data analysis and

decision-making.

Unit-I: Introduction to Business Analytics: Introduction to Data, hnpofiance of Analytics,
Data for Business Analyics - Dilferent Sources ofdata and diffcrent types ofdata, Big Data,
Data Exploration in Business Analytics, Integrating Analytics witli business, Business
Analytics for Cornpetitive Advantage, Business Analytics process Cycle.

unit-Il: Descriptive Analytics: ovewiew of Descriptior, statistics (centr.al rendency,
variability), Data visualizatio,-Definition, Visualization Techniques -Tables, cross
Tabulations; charts, Data Quelies, Statistical Methods fol Summarizing Data, Explor.ing Data
using Pivot Tables, Data Dashboards.

Unit-lII: Predictive Analytics: Trcnd Lines, Regression Analysis-Linear & Multiple,
Predictive rlrodelling, forecasting tecl.uriques, Data Mining - Definition, approaches in Data
mining- Data exploration & rcduction, Data mining and business intelligence, Data rnining for
busincss classifi cation, Association, Cause efl'ect rnodelling.

unit-lv: Prescriptive Analytics: ovcrview of linear optimization. Nonlinear progr.anrnring,
lnteger optirnization, cutting plane algorithm and other melhods, Decision Analysis-Risk and
uncertainty rnethods- Text analylics, web analytics. lntroduction to programnring using R, R
Environrnent, R Packages, Reading and writing data in R, R functions, control statements and
Flames.

Suggested Readings:
l. Camrn,.I. D., Cocluan,.T..1., Fr.y, M..1., Ohln.rann. J. W., Andcrson. D. R., Sweeney, D.

J., & Williarns, T. A. (2015). Essentiuls of bu.siness anulytics. USA: Cengage Lear.ning.
2. Evans, J. R. (2013). Busitrcs.s Analvtics: Pcorson N..,l Internutionc Edition. pearson

Higher Ed.
3. Albright, S. c., & winston, w (2015). Busirtcss utalvtics: Dutu onulvsi.s cuul dec:i.siort

nr*i ng. Cengage Learling.
4. Sahil Raj. Busincss Anulytics.
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M.B.A. Two Years Programrne
Mahatn.ra Gandhi University, Telangana, India

MB305M - Consumer Behaviour

Course Objectives:
. Understand the concept of consumer behavior and its link to marketing.,
. Leam about the internal factors such as motivation, attihrdes. and percefrjon that

in fl uence consurnet behaviol.
o Explore the concepts oflearning, personality, and sell'-concept in the context of

consumer behavior.
. Understand the extemal influences on consumer behavior, including group, social,

and cultural l'actors.
Course Outcomes: Students will be able to

o Explain valious consumel behavior models and the impact of digitalization on
consumer profiling.

. Apply theories of n.rotivation, attitude fomation, and perception to analyze consumer
behavior'.

o Utilize leaming theories and personality theories to understand consumer involvemenl
and behavior.

o Analyze the impact olsocial class, culture, and family dynamics on consumer
purchasing decisions.

Unit I: Introduction to Consumer Behavior: Consurner Behavior Concept- The link between
Marketing and Consumer Behavior - Consumer vs Customer - The consumer decision process

- Factors affecting Consumer Behavior- Models of consumer behavior - economic model,
leaming theory, Psychoanalytical theory, Sociological, Howard -Sheth model, Nicosia model

- Consumer profiling - Digitalization and the changing consumer

Unit II: Internal Influences: Motivation Concept - Consumer needs - Motivation and Goals-
Motivation Theories- Maslow's - Hefizberg - Mc Clelland * ERG; Attitude Concept -
Components - Attitude Fonnation - Change in Attitude Behavioral changes; Perception
Concept - Role in Consumer Behavior - Selection - Organization - Intelpretation - perceptual
mapping

Unit III: lnternal Influences: Learning Concept and process- Leaming and consumer
involvement - leaming theories - Classical - Instrumental and Cognitive ; Personality and
consumer behavior - Theories ol personality - Self concept - SR approach - trait and factor
theories

Unit IV: External Influences: Group influences - group contbrmity - ref'erence groups and
their relevance - opinion leadership; Class- social stratification class system - social class
and consumer behavior'; Culture- Sub - culture- Cultural lelevance to mal.keting deoisions-
Characteristics of cultule, Cultulal Values, Cultural Changes, Cross cultural under.standings.
Family - Role & Structure, Family Life Cycle, Pulchasing decisions, changing role offarnilies.

Suggested Readings:
I . Schiffiran, L. G., & Kanuk, L. L. Consumer hehut iotu-. Prentice Hall of India.
2. Bennet, D. P., & Kassarjian, H. H. Consumet behatiorrr. Prentice Hall of India.
3. Loudon, D. L., & Della Bitta, A. l. Consmner bahaviour. Tata McGraw-Hill.
4. Nair, S. R. Consruner behot'iour.
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5. Blackwell, R. D., Minlard, P. W., & Engel, J. F. Consumer behatiour. Cengage

Learning.
6. Bennet, D. P., & Kassarjian, H. H. Consumer beht:iour. Prentice Hall of India.
7. Solomon, M. R. (2011). Conswner behaviour. PHI Leaming Private Limited.
8. Majurntar, R. (2011). Constuncr behavic,ur. Prentice Hall oflndia. i,
9. Berkrnan, H. W., & Gilson, C. Consumer behaviour: Concepls & itrategies. Kent

Publishing Company 
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MB305F - Investmcnt Management

Course Objectives:
. understand the concepts of investments, investment decision process, and factors

influencing investment decisions.
o Learn the methocls lor measuring risk and unde'stand the risk-retdm trade-off in

investments.
r Understand the analysis, valuation, and management offixed income securities.
r Leam the principles of potfolio theoly and capital market theory tbr effective portfolio

management.
Course Outcomes: Students will be able to

o Explain the concepts of retul'n and risk and distinguisl.r between different types of
investluent and speculation.

o Apply statistical measures to evaluate risk and analyse investment oppoftunities using
various approaches.

o Perfom bond valuation and yield measurement and analyse factors aflecting bond
yields and durations.

. construct and evaluate pofifolios and apply perlb,nance measures to assess pofifolio
perlbnnance.

Unit - I: Investments: Concepts; Real vs. Financial assets; Investment decision process;
Sources of investment information; Investrnent vs. Speculation; Factors to be considered in
investment decision-Liquidity, Retum, Risk, Maturity, Safety, Tax and Inflation. The concept
and rneasurement of return-r'ealized and expected retufir. Ex-ante and ex-post retums. The
concept of risk. Sources and types of lisk.

unit - lI: Measurement of risk-Range, standard Deviation and Co-Efficient of variation.
Risk-retum trade-off. Risk premiurn and risk aversion. Approaches to investment analysis-
Fundamental Analysis; Technical Analysis; E1'licient Market Hypothesis.

Unit - III: Fixed Income Securities - Analysis, valuation and Management: Features and types
of debt instruments, Bond indenture, f'actors affecting bond yield. Bond yield measurement-
cunent yield, holding period return, YTM, AYTM and YTC. Bond valuation: capitalization
of income method, Bond-price theorems, Bond duration, Macaulay.s dur.ation and ntodified
Macauhy's duration. Bontl eonvex ity.

unit- IV: Portfolio Theory: concept of po.tfolio. Portfolio return and risk. Harry Markowitz.s
Portlolio theory, construction of minimum risk portfolio, the single-index model. capital
market theory: Intloduction of risk-f'r'ee asset, Capital Market Line, Separation theorem. capital
asset pricing model (GAPM): Security Market Line. Identifying over-priced and under-pricecl
secu ties. Arbitrage pricing theory (APT): The Law of one price, two factor ar.bitrage pricing,
Equilibrium risk-return relations. A synthesis of GAPM and Apr. portfolio Evaluation:
Performance measures-Sharpe's reward to variability index, Trey.or's reward to volatility
index, Jensen's differential index, Fama's decornposition of returns.

Suggested Readings:
l. Alexander, G. J., Sharpe, W. F., & Bail , J. V. (3rd ed.). Frudamentals of investment:r.

Prentice Hall ol India.
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2. Bodie, 2., Kane, A., Marcus, A. J., & Mohanty, p. (8th ed.). lnvestments. Tata

McGraw-Hill.
3. clrandra, P. (3r'd ed.). Int'est,tcrtt urulysis and portfblio murugenlent. Tata McGraw-

Hilt.
4. Jones, C. P. (9thed.). lnvcs lntents: Anulysis tmtl rncurugenrcnt. John Wiiey & Sons. Inc.
5. Francis, J. C., & Taylor, R.W. Theory and problenrs ofinveslrzenls. Schaum,s Outline

Series. McGraw Hill.
6. Mayo, H. B. (9th ed.). hnestrnents: An introductiort Thomson - South Westem.
7. Kiatri, D- {2010). securit.y anulysis and portfolio ntanugentcnr. Macmillan publisliers.
8. Bhat, S. (2009). Seutrit_v cuulysi.r tnl pot.tfblio tttnogctttcnt. Excel Books.
9. Singlr, P. (2010). Invc.stntant mo ogcnlent (l7th revised ed.). Himalaya publishing

House.
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M.B.A. Trvo Years Programme
Mahatrna Candhi University, Telangana, India

. MB305H - Labor Lalvs and Employee Relations

Course Objectives:
o Understand the classification, evolution, and administration oflaboul laws in India.

r Leam about employee benefits and the various wage-related legislations in India.

. Understand the functioning, issues, and goverrunent policies related to tr14$e unions and

collective bargaining.
. Leam the concepts, evolution, and factols influencing industrial relations in India.

Course Outcomes: Students will be able to
e Explain the role ofjudiciary, ILo, and govemment in labour administration, including

child labour and public interest litigation.
o Apply knowledge of acts such as the ESI Act, Matemity Benefit Act, and Minirnum

Wages Act to employee benefits and wage administration.
o Analyze the role of trade unions in industrial relations and the effectiveness of

collective bargaining in promoting industrial peace

o Evaluate the machinery lbr pr.evention and settlement of industrial disputes and the

future of employee relations.

Unit- I: Labour Legislation Adrninistration: The classification oflabour laws-The scheme for

the structured study ofthe Acts-Labour Administration-Evolution of labour administration in

India-labour policy in India-Jucliciary and the child labourRight to education and child

labour-Public Interest litigation and child labour- labour administrative machinery of the

government the role of ILO In laboul administration-Recommendations of the Second

National Commissioner on Labour-2002.

Unit - II: Employee Benefits-Defining and exploring employee benefits-The ESI Act 1948-

the matemity benefit act-I961-the payment of gratuity act- 1972-Ernployee provident l'unds

and miscellaneous provisions act-1952. Retirement, health and life insurance. wage

Legislation and Administration: The need lor wage legislation-payment ofwages act- 1936-

the minimum wages act-1948-the payment ofbonus act-1965-equal remuneration act-197 6.

Unit - III: The Tr.ade Unions Act 1926-the trade union leadership and linkage of trade union-

with potential parties-problems of trade union recognition and govemment policy-trade and

collective bargaining-problems and issues involved in collective bargaining-extent'of success

of collective bargaining process ,collective bargaining in promoting industrial amity and

peace-Industrial Employment (Standing Orders) Act-1946.

Unit - lV: Industr.ial Relations-basic concept and philosophy olindust|ial rclations-evolution

and growth of industrial relation in India-factor inlluencing industrial relations in India-

Industrial relations to Employee Relations-differences in perspectives-employee relations at

work place-culture and employee relations-future of employee relations industrial conflict

types and causes of industrial disputes machinery for the prevention and settlement of
industrial disputes.

Suggested Readings:
1. Singh, P N., & Kurnar, N (2010) Emplol'ee relutions monagement' Pearsotr

Education.
2. Marlocchio, J. J. (2010). Employee benelits.Tata
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3. Padhi, P . K. (2009). Labour and industrial laws . PHI Learriing Pr.t. Ltd.
4. Srivastava, S. C. (2008). htdustrial relations and labour laws.Yikas Publishing House.
5. Venkat Ratnam, C. S. (2009). Industrial relatiors. Oxfotd University Press.
6. Singh, B. D. (2009). Labour laws for ntanagers. Excel Books.
7, Sivarathna Mohan, R. (2010). Industrial relations and labour welfare. PHI Leaming
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M.B.A. Two Years Programme
Mahahna Gandhi University, Telangana, lndia

MB306MA - Product & Brand Management

Course Objectives:
r Understand product levels, hierarchy, classification, and strategies for new product

development.
r Learn about market structul'e, segmentation, and the innovation diffusion and adoption

process.
o Understand the meaning, evolution, and signilicance of brands for consumers and

firms.
o Leam about brand equity, bland extension, and various strategies for brand

management.
Course Outcomes: Students will be able to

o Apply product portfolio analysis and develop strategies for new product developrnent,
including concept generation and testing.

o Conduct market structure analysis and manage product launching and test malketing.
. Create and select effective brand names and understand different types ofbrands.
o Implement brand repositioning, rejuvenation, and global brand building strategies,

including brand licensing and loyalty proglarns.

Unit - I: Product, Product Levels, Ploduct Hielarchy, and Product Classification, Product Mix,
Ploduct line. Product Strategy and Planning. Nerv Product Development: Introduction, Growth

Strategies, Intensive, Intelactive, Diversification stlategies. Product Poftfolio analysis BCG.

GE, Ad little. Risk-r'etum analysis. Idea generating device. Role of R & D. Ploduct Maps,

Market Maps and Joint Space Maps. Idea- Screening. Ptoduct Concept genel'ation, concept

selection, and Concept Testing, Product architecture, Design for manufacturing, Prototype

Product.

Unit - Il: Market Stlucture Analysis: Prelerence Segmentation, Business Analysis-Cost

Behaviour-learring curve analysis. Innovation diffusion and adoption process-First Purchase

and repeat pulchase, trial and repeat models. Product Launching, Test marketing.

Unit - III: Understanding Brands: Meaning, Definition, Evolution of Blands, Different Types

ofBrands, Creation oflBrands, significance ofBranding to consumels and firms, selecting the

Brand names.

Unit - IV: Brand Equity, Brand Extension, Co-branding Strategies, Bland Repositioning,

Brand Rejuvenation and Re-launch - Brand Development through Acquisition, Takeover and

Merger - Brand Licensing and Franchising -Brand Loyalty Programs - Building Global Brand.

Suggested Readings:
l. Ulrich, K. T., & Goyal, A. (2010). .Product design and clet,elopment McGraw Hill.
2. Pessemier, E. (1982). Procluct mutagement. Joln Wiley & Sons.

3. Keller, K. (2008). Strutegic brund tnonogenent (3rd, ed.). Pearson Education.
4. Murlhy, S. J., & Lilien, G. L. (2006). Morketing models. PHl.
5. Edwards, H. (2009). Creating passion brands. KoganPage Publishers.
6. Chunnawala, S. A. (2008). Compendiunt ofbrtuul mcmogement. HPH.
7. Mathur, U. C. (2009). Product and brund munugenrcnt. Excel Books.
8. Wind, Y. (1982). Product policy. A{dison-Wesley
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MB306MB - Retail Marketing

Coursc Objectives:
o Understand the basics ofretailing, including its characteristics, functions, and strategic

planning.
o Leam lhe importance of store location, layout, and merchandise managprnent in retail

business. 'r.r Understand the role of customel relationship managemcnt and prnrnotion in retailing.
o Explore emergir,g trends ar.rd the impact of digital teclrnologies in retail marketing.

Course Outcomes: Students will be able to
o Explain the retail market strategy. organized retailing fonnats, and the oppor-tunities

and challenges in the retail sector.
. Apply mediods for merchandise planning, inventory evaluation, and pricing strategies.
o Develop strategies for letail prornotion, in-store customer service, and enhancing

customer loyalty and satisfaction.
o Analyze new retail fomats, globalization effects, and tlie tole of online retailing and

expedential marketing.

Unit-I: Introduction to Retailing: Mear,ing and Definition of Retailing, Characteristics of
Retailing, Functions of Rctailing, Retailing in India, Organized Retailing, Retailing Fonnats,
Retail Market Strategy, Strategic Retail Planning Process, Intemational Retailing,
Opportunities and Challenges in Retail scctor.

Unit-II: Rctail Business Management: Retail Store Location and Layout- Iu'tporlance of
Location and Layout, Trading alea Analysis, Stole design and layout, Mer.chandise
Management -Planr.ring merchandise needs and merchandise budgets - Methods for
detennining inventory evaluation - Assoftmcnt planning, buying and vendor relations -
Merchandise pricing - Price stlategies

Unit-III: Customer Relationship Management in Retailing: Communicating with the retail
customer - Retail promotion mix- Adveflising, Sales prornotion, Publicity, Retail selling
plocess, Retail database, In-store customer selice, Customer Loyalty and Customer
Satislaction

Unit-IV: Emerging Trends in Retail Marketing: Globalization and changing retail fonnats,
online retailing, expericntial markcting, Market entry formulas, Role of digital rechnologies
in retailing, New cuslomized fbnnats (custornized stores, poftable storcs, rnerchandise depots,
retail theater, service rnalls, custorner-made stores. interactivc kiosk'shopping arcades,).

Suggcsted Readings:
I . Bajaj, C., Tuli, R., & Srivastava, N. (2010). Rctoil nnnugcttten t. Oxford University

Press.
2.

3.

Hasty, R., & Reardon, J. Rctail nrunugenzcnt. McGraw Hill Publication, International
Edition.
Pradhan, S. (2008). Retoil mculagenrcnt: Text & cases. Tata McGraw-Hill publishing
Co.
Chaudlrary, P. Retail murlictitlg i the modern oge. SAGE Publications India pvt Ltd.4.

5. Sivakunrar', A. Retuil markctl[g. Excel Books.
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MB306FA - Corporate Tax Planning

Course Objectives:
. Understand the basics of corporate taxation, including key concepts, definitions, and

inconre classi fi cat ions.
. Leam the computation methods for various income sources and wealth i& applicable

to companies.
. Undel'stand the concepts oftax planning, tax management, and differences between tax

evasion and tax avoidance.
o Explore tax planning strategies lbr mergers, amalgamations, exporl promotion, and

lbreign collaborations.
Course Outcomes: Students will be able to

r Explain the residential status, scope of total inco[re, and tax-exempt incomes for
companies.

. Calculate total income, tax liability, and wealth tax liability for.corporate assessee.

. Appty tax planning strategies in financial management decisions, such as capital
structure and dividend distribution.

o Develop tax-efficient strategies for setting up new industrial undertakings and
managing capital gains investments.

Unit- I: Direct and Indirect Taxes - Significance of corporate taxation - Basic Concepts and
definitions - Residential Status and Scope of Total Income of a Company - Classification of
companies lor tax purpose - Incomes exempt I'r'om tax applicable to company.

Unit - II: Computation of Income from House Property - Income from Business - Capital
Gains - Other Sources (Ploblerns) - Setoff and carry fbrward of losses - Deductions from GTI
u/s.80 applicable to companies - Computation of Total Income and Tax Liability (problems). -
New Provisions of MAT. Wealth Tax - Scheme of Wealth Tax - Valuation Date, Net Wealth,
Assets lbr wealth tax purpose, Deerned Assets, Exempted Assets applicable to companies -
Con.rputation of wealth tax liability of Corporate Assessee (Pr.oblems)

Unit - III: Tax Planning - Meaning and Scope ofTax Planning and Tax Management - Tax
Evasion vs. Tax Avoidance - Special Provisions relating to Avoidance ofTax - Tax Planning
with reference to Financial Management Decisions-Capital Structure decision - Dividend -

Bonus shares.

Unit - IV: Tax Planning in respect of Mergers and Amalgamations - Tax considerations in
setting up New lndustrial Undertaking - Tax planning in l.espect ofExpofi prornotion - Capital
Gains Investments - Tax planning and foreign collaborations.

Suggested Readings:
1. Gaur, V. P., & Narang, D. B. (2009). Income tar luw uncl practice. Kalyani publishers.
2. Lal, B. B., & Vashisht, N. Direct taxcs. Pearson Education.
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MB306FB - Financial Serviccs & Systems

Course Obiectives:
. Understand the concept, impoftance, and classification offinancial services within the

financial system.
. Leam the concepts, legal aspects, and llnancial evaluation methods of leasing and hire

pu rc hase.
o Understand the conccpts, lunctions, and financial evaluations of factoring and bill

discounting.
o Explore the roles and processes in merchant banking and understand the concept and

rnelhodology ofcredit rat ing.
Course Outcomes: Students will be able to

r Explain tl.re need for imovation in tinancial selices and provide an overview of the
Indian financial seliccs sector.

e Perform financial evaluations for leasing and Iiire purchase decisions, using NPV, IRR,
and interest rate calculations.

o Apply decision analysis for factoring and calculate discount charges lol bill
discounting, understanding the legal aspects involved.

o Manage new issue plocesses, apply SEBI guidelines, and understand tlie dimensions
and benefits ofcledit rating, along witl.r the functioning ofcredit rating agencies.

Unit - l: Financial Seruices concept and meaning-Financial system-Glowing imporlance of
financial services in financial system{lassification-Traditional and Modern view-Fund based

and non-1'und-based services Financial engineering-Necd lbr innovation-New financial
products and seruices-An overview of Indian financiaI serices sector scenalio.

Unit - II: Concept of leasing{lassification-Raliol ale, advantages of leasing-Legal aspects-
Lease documentation and contract-Tax and accounting aspects ofleasing-Financial evaluation
of leasing- NPV and IRR approaches-Br eak even lease rental- Lease v/s buy dccisions. Hire
purchase concept and features-Legal and tax t'r'amework-Financial evaluation of hire
Purchase-H.P. mathematics-Flat and ef1'ective interest rates.

Unit - III: Factoling concept and features{lassification-Functions of factor-Legal aspects-
Financial evaluation of factoring-Decision analysis lor factoring-Factoring scenario in India-
Kalyan Sundararn Cornmittee - RBi guidelines. Bill discounting{oncept and characteristics-
Process of bill discounting-Lcgal aspects-Pafties involved and their legal obligations-
Financial aspects{alculation ofdiscount charges and elfective interest rates.

Unit - IV: Merchant Banking concept and evolution-Functions of M.B. eligibility norms-
Lead manager'-Underwriter-Brokers and Bankers to issue-Registrar-portfolio managers-New
issue management process and stages involvcd-pricing of public issues-Book building
ptocess-Green shoe option- Initial public offering-Promote r"s contribution-Prei'erential
issucs-SEBl guidelines relating to new issues of securities. Credit rating concept and
advantages of ratings-Types of ratings-Symbols of r.atings and grades- Dimensions of credit
rating rnethodology and process-Credit rating agencies in India and tl,eir rationale.

Suggested Readings:
l. Kohn, M. (2009). Fiuutrciol

Press.<->
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(2nd ed.). Oxford University
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2. Khan, M. Y. (2010). Financiul senices (5th ecl.). Tata McCraw-Hill Pvt. Ltd.
3. Gordon, 8., & Natalajan, K. (2009). Finuncial narkets ond sert ices (7th ed,.).

Himalaya Publishing House.
4. Pathak, B. (2010). IndiutJinancial systcn (3rd ed.). Pearson Education.
5. Avadhani, V. A. (2009). Financial services in hdiu (lst ed.). Himalaya Publishing

6. Gurusamy, S. (2009). Financiul services (2nd ed.). Tata Mccraw-Hill Education.
7. Desai, V. (2009). Financiul markets on(l .finuncial sen ices ( I st ed.). Himalaya

Publishing House.
8. Pandian, P. (2009). Finonciol sen,ices and murkets. Vikas Publishing House.
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MB306HA - Organizational Development

Course Objectives:
o Understand the concept. characteristici, neecl, and evolution of Organizational

Development.
. Leam strategies for OD intelentions and the process of planning, selecting, and

irnplernenting inteffention strategies. .\.
r Undelstand personal and interpelsonal OD interventions to empower individuals and

teams.
o Explore organizational plocess apploaches and strategic intetventions for

olganizatioral lt ans lonnalion.
Course Outconrcs: Students will be able to

o Explain OD rnodels and the role olOD practitior.rers in fonning client relationships and
conduct ing d iagnosis.

. Apply various OD intervention techniques and evaluate the conditions ibr optirnal
success of OD plograms.

. Utilize techniques like Rolc Analysis, Force Field Analysis, and tearn-building
interventions to enhance team dynamics and individual growth.

. Analyzdand impletnent intel'ventions fbr organizational learning, culturc change, and
developing high-pefonning teams, while addr.essing future trends in OD.

Unit-I: Organizational developmcnt: An intr.oduction, concept, characteristics, Need,
Evolution of OD, OD Assurlrptions & Values. OD Models: 5 stage model of OD, Action
Research model of OD & its featut'es, Appreciative Inquiry rnodel OD practitioners, Role and
style ofOD practitioners, Fonnation of Plactitioner and client relationship, relationship modes
and issues in relationship, Diagnosis: process, models and skills required; rnethods ofobtaining
diagnosis infonnation Plocess

Unit-Il: OD Interventions: Definitions, Str.ategies for OD Intervention: Basic Strategies to
change, integration of changc strategies, sh'eam analysis, selecting OD interventions, Major
oD intervention techniques. Plamring, choosing. and implementing of an interention strategy-
Evaluating and institutionalizing OD intenentions-The progl.am management component-
Conditions for optimal success ol OD

Unit-IlI: OD personal & Interpersonal lnterventions: E,.rpowering the individuals and
employees, Labolatory learning, Interpersonal styles, Carecr Life planning Interventions.
Team interventions-Techniqucs and exercises used in Team interventions: Role Analysis
Tecl.rnique-Role Negotiation Tecll.rique-Responsibility Qharling-Force Field Analysis-Br.oad
Tearn Building intelentions.

Unit- IV: organizational process approachcs: olganization confi'ontation-Intcr-group
Relations interucntions- Grid OD. Strategic Interventions: Organizational Transfonnation
and its characteristics-culturc change Self - designing organizations- High perlbrming

Teatns and organizational Learning. oD for Future: organizations for the future, monitoring
and slabilizing action programs, emerging issues and

q*-H \"'
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Suggested Readings:

1. Cummings, T. G., & Worley, C. G. (2007). Organization development and change (8th
ed.). Thomson.

2. French, W., Bell, C. H., Jr., & Vohra, V. (2006). Organization development. Pearson
Education. i

3. French, W., & Bell, C. H., Jr. {2006). Organization developmenL (6th eil)). Prentice
Hall of India.

4. Brown, D. R., & Harvey, D. An experiential approach to organization development-
Pearson LPE (latest edition).

5. Dale, R. (2006). Organization & development: Strategies, stuctures, and process.
Sage Publications.

6. Singh, K. (2005). Organization change & development. Excel Books.
7. Sullivan, R., & Mclean, G. (2006). Practicing organization development. Jossey-Bass.
8. Ramanarayan, S., Rao, T. V., & Singh, K. (2006). Organizcttion development:

Intervention and strategies. Response Books. / r
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MB306HB - Leadership & Change Management

Course Objectives:
r Understand the fundamentals of leadership, including roles, functions, and

characteristics ol' cllect ive leadet s.

e Explore contingency theories and diverse leadership styles such as tlensfonnational,
transactional, and sewant leadership. .rG

. Leam the role of a leader in managing organizational change and the different types of
organizational change.

o Understand the managernent of organizational change, focusing on shucture, culture,

and ernployee responses.

Course Outcomes: Students will be able to
r Analyze various leadership styles and bchaviors, and their impact on leadership

effectiveness, ref'erencing studies such as those by Lewin, Ohio State, and Michigan.
r Apply leadership theories and styles to real-world scenarios, recognizing the

importance of ethics, empowerment, and competency models.
o Evaluate change management Inodels and the impact of change on organizations,

identifying qualities and competencies of effective change leaders.
o Develop stt'ategies to manage resistance to change and integrate change management

practices eflectively witliin otganizations.

Unit - I: Introduction to Leadership: Leadership, Role and Functions of a Leader,

Leadership Motives Characteristics of an Effective Leadet', Leadership as a Process, The

Complexities of Leadership, Efl'ective Leadership Behaviours and Attitudes. Leadelship and

Power, Coercion, Trait Apploach, Leadership Behaviout and Styles. Lewin's Leadership

Styles" Ohio State Leadelship Study, The University of Michigan Study, Blake and Mouton's

Managerial Grid.

Unit - II: Leadership Theorics and Styles: Contingency Tlreolies of Leadersliip: Fiedler's

Contingency Model, The Path-Goal Theory, Leader Member Exchange Theory (LMX), The

Hersey - Blanchard Situational Leadership Theory. Transactional Leadership and

Transformational Leadership Approaches, Charisrnatic Leadership, Authentic Leadership"

Seruant Leadership, Adaptive Leadership, Team Leadership, Leadership and Empowennent,

Leadership and Ethics. Competency Models for Leadership at All Levels.

Unit - III: Leadership & Organizational Change: Role of a Leader in Changing Business

Environment, Qualities & Competencies of a Change Leader, Leader as a Change Agent.

Change, Nature & Sources of Organizational Change, Airns and Importance of Change'

Environmental Triggers of change, Levers of Change, Types of Changes: Planned,

Developmental. Tlansitional and Trans lorrnational. Irnpact oIChange on Otganizations. Select

Change Management Models: Kuft Lewitr's Three-step Model, McKinsey's 7-S Model, Action

Researcli Model, John Kotter's Eight-step Model, Organization lntelligence Model, ADKAR

Model, Edward de Bono's Six Thinking Hats.

Unit - IV: Management of Organizational Change: Organizational Structure and Change,

Organizational Culture: lts Sources, Dimensions and Lnpact on Organizational Change. Power

& Conflict in Tirnes of Change, Leadership in Times of Change. An Integrated Approach to

---grganizational 
Change, Change Strategies. Respopd
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Opposing Change and People with Positive Response, Resistance to Change and Management

of Resistance to Change.

Suggested Readings:
l. Northhouse, P. G. (2016). Leader.ship theoryorul pnrttic'r'(lst ed.). Sage Publications.
2. Raina, R. (2018). Change management & OD (1st ed.). Sage Publicationd.,-
3. Kotter, J.P. (2012). Leading change. Harvard Business Review Press.

4. Senior, B., & Fleming, J. (2010). Organiz,ttional change (3rd ed.). Pearson

Publications.
5. Anderson, D. L. (2021). Orgonizutionul development (5th ed.). Sage Publications.
6. Mittal, R. (2015). Leadership: Personal efectiveness antl teom building. Yikas

Publications.
7. Senior, B., & Fleming, J. (2010). Organizational change (3rd ed.). Pearson

Publications 
t .--r-)
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M8401 - Strategic Management

Course Objectives:
o Understand the funda,rental concepts and process of strategic management, including

vision, mission, and environrnental scanning.
o Leam and apply various tools and techniques for. str.ategic analysis, in;luding SWOT,

Value Chain Analysis, and Por.ter.'s rnodels.
o Explore different types of strategies and tlieir in.rplications across various industry life

cycle stages and cornpetitive situations.
e Understand strategic altelnatives, including melgers, acquisitions, and diversification.

and their irnplernentation and evaluation.
Course Outcomes: Students will be able to

o Analyze a colnpauy's external environnrent and identify the factors shaping its strategy.r Evaluate company resources and competitive capabilities using strategic analysis tools.. Fomulate tailored strategies for ernerging, maturing, and flagmented industries, as well
as for industry leaders and struggling businesscs.

o Develop and implement strategic alternatives, establish strategic controls, and conduct
strategy evaluation and audits.

Unit-I: Introduction: Concepts in Strategic Management, Strategic Management process,

developing a Strategic Vision, Mission, objectives. Factors tliat Shape a company's strategy.
A rnodel of elements ol strategic Management. Environmental Scanning: Evaluating a

company's External Environment- Relevant components ofExternal Enviromlent.

Unit-Il: Tools and rechniqucs for strategic Analysis: L.rdustry and Cornpetitive Analysis.
Evaluating conrpany's Resources and conipetitive Capabilities by using SWor Analysis,
Value chain Analysis and competitive Advantage, Porter's Five Force Model, BCG Matrix,
GE Model. TOWS Matrix. IE Matr.ix. Porter's Diantond Model, Strategic groups.

Unit-III: Strategy Formulation: Generic Strategies, of'lensive stl'ategy, Defensive strategy.
Industry Life cycle Stages, Strategic In.rplications: Tailoring strategy to fit specific industry
and company situations - Strategies for cornpeting in Emelging industries, Turbulent and high
velocity markets, Maturing Industries, stagnant industries, and Fl.agmented industries.
Stlategies for Industly leaders, Runner-up fimrs, weak and cr.isis ridden Business.

Unit-IV: Strategic Alternatives: Tumaround strategy, Strategies 1br Mergers and
Acquisitions, Diversification Strategy: Why Finns Diversify, Different Types of
Diversification Stmtegies, outsourcing strategies: growth and driver.s ofoutsourcing, strategy
Implementation: Strategy and Shuclule, Strategy and Leadership, Strategy and culture
connection, strategy Evaluation and Control: Establishing Strategic controls for Measur.ing
Performance, Guidelines for Proper control, strategic Surueillance, Strategic Audit, Strategy
and Corporate Evaluation.

Suggcsted Readings:

l. Thompson, A. A., Str.ickland, A. .t., Garnble, .I. E., & Jain, A. K. (2012). Crtfting untl

<-.> McGraw Hill Education Private Limited.2{---z VM
executing sh'ateg): The quest.for competitivc : Cottcepts and cases. Tata
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2. Kazmi, A. (201l). Strotegic nnnagement antl business policy (3rd ed.). Tata McGraw
Hill Education Private Limited.

3. Wheelen, T. L., & Hunger, J. D. (2001). Strategic monogemcnt and bu.siness policy.
Pearson.

4. Hitt, M. A., Ireland, R. D., & Hoskisson, R. E. (2013). Strutegic munugqment: A Soutlt

Asitm perspectiv? (9th ed.). Cengage Learning. !.:".

5. Dess, G. G., Lumpkin, G. T., & Eisner, A. B. (2009). Strategic management: Taxt uncl

czses. Tata McGraw Hill Education Private Limited.
6. Subba Rao, P. (2010). Business policy oncl strategic tnonugement (Text an(l cases).

Himalaya Publishing House.

7. Lynch, R. (2021). Strriegic mrtnugarrc'rr (9th ed.). Sage Publications.
8. Clegg, S. R., Pitelis, C., Schweitzer, J., & Whittle, A. (2020). Strategl theory urul

practice (3rd ed.). Sage Publications.
9. Carpenter, M. A., Sanders, W. G., & Salwan, P. (2017). Strategic management: A

dynamic perspectn,e (2nd ed.). Pearson.
l0. Rao, V. S. P., & Krishna, V. H. (2012). Strotegic menogenenr. Excel Books.
I l. Adrian, M., & Alison, R. (2010). Strategic management: Theory & upplicotions.

Oxford University Press.

12. Sarangi, S. K. (2012). Modern strategic management. Everest Publishing.
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M8402 - Supply Chain Managemcnt

Course objectives:
o Undelstand the fundamentals of logistics management and its

rnanagement.
o Learn the concepts, objcctives, and functions of supply chain

strategic framework.

role in supply chain

management and its

o Explore the challenges and pelformance lneasures in managing supply chains,
including warchousing and supplier integtation.

o Understand the impact of recent technological and methodological trends on supply
chain management.

Course Outcomes: Students will be able to
o Explain the functions and evolution of logistics nanagernent, including transportation

fonnats and integrated logistics concepts.
o Develop strategies to enhance supply chain effectiveness and understand the value

delivery systems.
o Analyze the bull-whip effect, evaluate warehousing types, and understand the

integration processes in global supply chains.
o Apply concepts oflean, digital, gleen. and agile supply chains, and utilize technologies

like RFID and bar coding in SCM.

Unit-I: Logistics Management: lntroduction to logistics, meaning of logistics management,

objectives, Evolution of logistics management, concept, functions ol logistics managelnent,

Role of logistics in supply chain management, difference between logistics and supply chain

rnanagen'rent, 3PL,4PL, Inbound and outbound logistics, Integrated logistics tnanagernent,

Reverse logistics, Logistics planning and strategy, Role and irnportance of transportation in

logistics, Transpoltation fomats, Factors influencing their choice.

Unit lI: Supply Chain Management: Concept, Objectives and Fr.rnctions of SCM, Evolution
of supply chailr with respect to its origin, Conceptual fi'amework, Supply chain strategy and

structure, Steps in supply chain management, Drivers enhancing el'fectiveness ofsupply chains,

Value chain, Value delivery systems

Unit-III: Managing supply chains: Bull-Whip Effect, Measures of supply chain performance,

Warehousing-Types of warehousing, Walehousing operations, Warehouse Management

Systerns, Role ol Distribution Centers, Supplier integration- Forward integration, Backward

integration, Divelsification, Global supply chains

Unit-lV: Recent trends in SCM: Role of IT in SCM, Lean Supply Chains, Digital supply

Chains, Green Supply Chains, Circular Supply Chains, Agile Supply Chains, FMS, RFID, Bar
coding, Trends in supply chain managcmcnt

Suggested Readings:
I. Shah,.f. (2009). Supplyclninm urgamant (lst ed.). Pearson Education.
2. Shridhara Bhat, K. (2017). Logistics tutcl .supply clruin mcutagentcrl. Hirnalaya

Publishing Housc.
Clandall. R. E., & othels. (2010). Priuciplc.s of supply clruin tndnugcnrctt. CRC Press.

Mohanty, R. P., & Deshmukh, S. G. (2009). Essentiols qf supply chctirt ntcutagcmeri
3.

4.

<--> (lst ed.). Jaico.
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5.

6.
7.

8.

9.

M.B.A. Two Years Programtne
Mahatn.ra Gandhi University, Telangana, India

Chandrasekaran, N. (2010). Supply chain munogement process, system an(l proctice

( lst ed. ). Oxlord.
Altekar, V. R. (2005). Supply chain management. PH[.
Leenders, M. R., & othels. (2010). Purchusing and xtpply chain management.TMH.

Coyle, J. J., Bardi, E. J., & others. (2009). A logistics upprouch to p,upply chuin

man(1gement. Cengage.
Li, L.12009). Supply chain management: Concepts' tcchniEtes and practices (lst ed')'

Cambridge.
10. Kachru, U. (2009). Exploring the supply chain theory and practice. Excel byF-2
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MB403 - Innovation Managcment

Course Objectives:
. Understand the valious dimensions and factors that influence creativity, including

personality, motivation, envirorunent, and teclrnology.
. Leam and apply models and techniques for creative problern solving, including

mechanisms ofdivergent and convergent thinking. '.r.
o Explole the abilities and traits associated with creative intelligence, and stratcgics to

ovelcome blocks to creativity.
o Understand the concepts and levels of innovation and explore ideation methods and

theories related to new product development.
Course Outcomes: Students will be able to

. Evaluate and improve the quality of creativity using credible evaluation criteria and
methods-

o Ef1'ectively structure and solve ill-defined problerns using
tecl.rniques.

creative problem-solving

o Enhance creative intelligence by designing enviromnents conducive to cleativity.
o Manage innovation processes efl'ectively, from incrernental to radical innovation.

Unit - I: The Creativity Phenomenon: Creative Cereblation- Creative Personality and

Motivation {reative Environment- Creative Technology- Creativity Training- Puzzles of
Creativity- Spiritual and social roots of creativity- Essence, Elaborative and Expressive

Creativities- Quality ofCleativity- Existential, Entrepreneurial and Empowennent Creativities

- Cliteria for evaluating Creativity- Credible Evaluation- Imprnving the quality of our
creativity.

Unit - II: Mastering Creative Problem Solving: Structuring of ill- defincd problems-

Creative Ploblem solving- Models of Creative problcm solving- Mechanisms of Divergent
thinking- Useful mechanisms of convergent thinking- Techniques of Creativity Problem

solving

Unit - lll: Creative Intclligence: Creative lntelligence abilities - A model of Creative

Intelligence- Convergent thinking ability - Tmits Congenia[ to creativity - Creative Personality

and forms of creativity- Motivation and Creativity- Blocks to creativity- fears and Disabilities-
Strategies for Unblocking- Energy for your creativity- Designing Cleativogenic Enviromrent.

Unit - IV: Innovation Management: Concept of Innovation- Levels of Innovation-
Incremental Vs Radical Innovation-lnbound and Outbound ldeation- Open and Other
Innovative ldeation Methods- Theories ofoutsourcing New Product Developrnent: Transaction
Cost, Resource Based, Resource Dependence, Knowledge Based Theories.

Suggested Readings:
1. Klrandwalla, P. N. (2004). r,Fe1ong a'eotitiry: An utrcnding quest. Tata McGraw Hill.
2. Jaulrari, V., & Bhushan, S. (2014). Innowtio motrugement. Oxfiord Higher Education.
3. Krishnarnachaq,ulu, C. S. G., & Lalitha, R. (2010). In orotion onqgement. Hnnalaya

Publishing House.
4. Timpe, A. D. (2003). Creatiyity. Jaico Publishing House.
5. Clegg,8., & Birch, P. (2009). Creatitity. Kogan Page.

exccl I errce. Macrnillan.
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MB404M - Services Marketing

Course Obiectives:
. Understand the fundamental concepts, scope, and characteristics of services and the

seruice marketing mix.
o Develop strategies to address the

inconsistency, and inseparability.
unique challenges of seruices such asl intangibility,

o Explore the dirnensions and measurement of service quality and custorner satisfaction.
r Examine the marteting strategies specific to various selice industties like retail,

healthcare, and hospitality.
Course Outcomes: Srudents will be able to

. Apply segmentation, targeting, and positioning strategies effectively in service
marketing.

o Build and implement efl'ective customer relationship and retention strategies in the
service industry.

. Utilize the SERVQUAL and GAP models to monitor and enhance service quality.
o Implement tailored marketing strategies for different sectors within the service industry

to enhance seruice delivery and customer satisfaction.

Unit - I: Foundation of Service Marketing: Services Concept, Imponance and Scope of
Services, Characteristics of Sewices, Classification of Services, Crowth ol Services in India

and Global,4Is of Services, Service marketing Mix-Product, Price, Place, Promotion, People,

Physical Evidence and Process. Segmenting, Talgeting and positioning for services marketing.

Unit - II: Strategies for Services Marketing: Overuiew, Strategies for dealing with
Intangibility, Inventory, Inconsistency and Inseparability. Challenges in Distribution of
Services, Building customer Relationship through Segmentation and retention strategies.

Unit - III: Service Qrrality: Dimensions of Service Quality. Understanding Quality
Management. Measuring service Quality. Service Triangle-Extemal Marketing, Internal

Marketing, Relationship Marketing and Interactive Marketing. Monitoring and measuring

customer satisfaction -SERVQUAL & GAP model.

Unit - IV: Marketing of Services: Marketing of with special reference to Organized

Retailing, Health care industry, Hospitality Services including Travel, Hotels and Tourism -
Professional Services - Public Utility Services - Communication Seruices - Educational

Services.

Suggested Readings:

1. Rampal, M. K., & Gupta, S. L. (2000).,Senlces murketing concepts, applications and
cases. Galgotia Publishing Company.
Bhattacharjee, C. (2010). Services marketing, concepts and plannr'ng. Excel Books.
Jha, S. M. (2009). Services marketing. HPH.
Lovelock, C., & Chatterjee, R. (2006). Services marketing: People, technologt,
strategy (5th ed.). Pearson.

5. Jauhari, V., & Dutta, K. (2014). Services. Oxlord University Press.

2.

3.
4.
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MB404F - International l-inance

Course Objectives:
o Undelstand the evolution, importance, and scope ofthe intemational financial system

and the globalization impact on multinational finns.
o Explore thc stlucture, pafticipants, and mechanisms ol the lbreign exchange mal'ket,

including spot and forward markets. ' ,.

. Investigate the modem theories of exchange rate determination and the intemational
flow offunds, lbcusing on Balance ofPaylnents and foreign exchange exposufe.

o Examine the objectives and techniques fot optirnizing cash flows in multinational
corporations and assess political risks.

Course Outcomes: Students will be able to
e Analyze the historical and cunent exchange rate regimes and their implications on

international finance.
. Apply parity conditions to understand and predict currency movements.
o Develop strategies to manage foreign exchange exposur€ and make informed foreign

investrnent decisions, particularly in FDL
. Implement ef'fective cash management ptactices in MNCs and evaluate political risks

to safeguard intemational investments.

Unit-I: International Financial Systerlr: Evolution of intemational financial system-
Importance -Scope and Nature of International Finance. Globalization and Multinational finn-
Reasons- Privatization Multinational Corporations growth. Multinational Financial
management. International Financial Systern- A Brief review of the International Monetary
System Gold star.rdard, Gold standard, Bretton woods systcm-collapse of Bretton woods

system, Smithsonian Agrecment, European Monetaly systern, Jarnaica Accord, Plaza Accord,
Louvre Accord. Cun ent exchange rate t'egimes.

Unit-II: Foreign Exchange Market and Intemational Parity Relationships: Participants in
foreign excl.range malket, structure of foleign exchange rnartet in India; quotes in spot market
and forward market, Cross Rates, Currency Atbitrage, triangular arbitrage; Parity Conditions-
Purchasing Power Parity, Interest Rate Pality, International Fisher Effect, Unbiased Forward
Rate Theory.

Unit-III: Modern Theories of Exchange rate deteflnination: Long Run Theolies, Shoft Run
Theories. International Flow of Funds Balance of Payments. Foleign Exchange Exposure-
Managing Foreign Exchange Exposure. Foreign investment decision-Foreign direct investment
(FDl)-motives, FDI theories theory of comparative advantage.

Unit-IV: Multinational Cash Management: Cash Management in MNC-Objectives, techniques
to optimize Cash Flows, Investing Excess Cash, and Political Risk- types-evaluation.

Suggested Readings:

l. Eun, C. S., & Resnick, B. G. (2010). Intenrutional Jinancial ntanogenrcnt (4th ed.,
Special Indian ed.). Tata Mcctaw Hill Education Pvt. Ltd.

2. Levi, M. (2009). Interuational./itrance (5tl1ed.). Routledge, Taylor & Francis Group.

zrr.--.....r.\ 3. Shailaja, G. (2010). International finarrce \2nd ed). Orient B-1 a-'"'-/ \.,-' G,r-/ s X
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4. Van den Berg, H. (2009). Internationul Jinance tnd open economy macroeconomics
( I st ed.). Cambridge.

5. Sharan, V. (2009). Internationol jintncial mantgemenl (5th ed.). PHL
6. Madura, J. (2010). Internationol .financial uanugement (4th ed.). Cengage Leaming.
7. Apte, P. G. (2008). Internntion Jinance (2nd ed.). McGraw Hill.
8. Indian Institute of Banking & Finance. (2006). Risk man(tgen ent.Macm{i[an.
9. Vij, M. (2010). International.finuncial managenrcnt (3rd ed.). Excel Books.
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MB404H - Perforrnance Management

Course Objectivcs:
r Understand the definition, concelns, scope, and detenninants ofjob peribrmance, and

the process olperfonnance management including planning and lole clality.
o Explore various perlbnnance appraisal methods, including psychometric tests, 360-

degree appraisals, and perfonnance improvement lechniques. '.:..

r Study human intbnnation processing, performance loops, colporate perfonnance
rnanagement, and various benchmarking rnodels.

o Learn about competency mapping, perfbnnance metrics, and various competency and
perfonnance assessment rnodels.

Course Outcomes: Students will be able to
o Develop the ability to map and sequence the PM process, set perlonnance targets, and

measure perfbnnancc through various approaches including trait, behavior, and results.
o Gain proficiency in conducting comprehensive perfbrmance appraisals, utilizing

critical incident worksheets, and applying tl.reories like attribution tl.reory flor'

perfonnance analysis and improvement.
o hnplernent benchrnarking teclniques to diagnose perforr:nance issues and improve

perfonnance management systems, while understanding their impact on managers and
employees.

o Apply cornpetency n.rapping techniques and perlbmance measures to evaluate and
enhance organizational performance.

Unit - I: Introduction: Deflnition, concerrrs and scope of PM. Perfbrmance appraisals,

Determinants ofjob perfonnance. Mapping, process, sequence and cycle of PM. Performance

planning and Role clarity. KPAS- Performance talgets, Trait, Behavior and results app|oaches

to measuring perfonnance. Tlie in.rpact of HRM practices on perlbrmance.

Unit - II: Pcrformance appraisal: Assessrnent center-psychometfic tests. Role play-self
appraisal, 360 degree appraisals- Ratingless appraisals for tl.re future of PMS, Critical incidents

worksheet, Combining behavior and outcomes, Attlibution theory-Causal matlix, Diagnosis

and performance irnprovement, Perfonnance review, Perfonnance analysis.

Unit - lll: Performance bench marking: Human infonnation plocessing and perfounance

loop, perfomance shaping factors-Yelkes-Dodson's Law, Corporate perfonnance

management, EFQM cxcellcnce modcl, Diagnostic and process bench matking, PM Audit, PM
pathway analysis. The in,pact ofPerlorrnance lnanagement on line managers and ernployees.

Unit - IV: Competency mapping and Performance rnetrics: Competency mapping-Mercer's
human capital wheel, Human asset wolth estimatol' and accession rate, CIPD hurnan capital

framework, The McBer generic rnanagerial competency model- Competency causal flow
model, Competency gap, Competency Assessment-Balanced score card framework.
Perfonnance measul'es pylarnid, Gilberl's perfonnance matrix and Behavior Engineering

n.rodel, Spangenberg's integrated model of PM, Sears model for organizational perfonnance.

Suggested Readings:
l. Armstrong, M. (2010). Perfonnance nranogen ent. KoganPage.
2. Catdy, R. L. (2008). Perforntance nanagement. PHI.

--_-----_--__ 
3. Kohli. A. S.. & Deb, T. (2Q09). Perfornt4hce manogement. (fford.Z'--a V{,,W
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4. Aguinis, H. (2009). Performfince management. Pearson.

5. Rao, T. Y . (2008). Performance management & appruisal syslem. Sage.

6. Sama, A. M. (2010). Performance munagement systenr.s. HPH.
7. Singh, B. D. (2010). Performance management systems. Excel books.
8. Bagchi, S. N. (2010). Performance man gement. Cengage.

9. Armstrong, M. (2010). ierformance maiagement & tlevelopment. Jaicf,,s

10. Chadha, P. (2009). Performance managemenl. Macmillan.
I l. Wiilmore, J. (2004). performance bqsics. ASTD ,:.:tt 
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MB405MA - Digital & Social Media Marketing

Course Objcctives:
o Glasp the concept and con.rponents of digital rnalketing, understand its scope, and

recognize the bencfits and platfom.rs involvcd.
o Understand the impoftance of audience segmentation in digital r.narteting, and explore

methods to acquire and retain new customers using digital mcdia. ' ...

. Leam tl.re significance of search enginc marketing (SEM), understand web search
fundarnentals (keywolds, HTML tags, inbound links), ar.rd difl'elentiate online
advcrtising fi'om traditional rnethods.

o Explore various social rnedia platfbnns (Facebook, Linkedln, Twitter, YouTube) for
customer engagement, acquisition, and retention in digital marketing strategies.

Course Outcomcs: Students will be able to
o Ability to distinguish between traditional n.rarkcting channels and digital rnarketir.rg.
o Develop a digital rnarketing plan and in.rplerr.rentation.
o Ability to apply different payment methods in online advertising. select appropriatc

display ad fonnats, and understand the impoftance of landing pages in digital
campaigns.

o Gain skills in measuring digital media perfbmance and social media metrics to
optimize digital rnarketing effolts.

Unit I: Understanding Digital Marketing: Concept, Components of Digital Marketing, Need

and Scope of Digital Marketing, Benelits of Digital Marketing, Digital Marketing Platfonr-rs -

Channels of Digital Marketing: Digital Marketing, Website Marketing, Search Engine

Marketing, Online Adveltising, Ernail Malketing, Blog Malketing, Social Media Marketing,
Audio, Video and Interactive Marketiug, Online Public Relations, Mobile Marketing,
Migrating l'r'om Traditional Channels to Digital Channels. Cornparison of Marketing and

Digital Marketing, Digital Marketing Trends.

Unit II: Marketing in Digital Era: Segmentation lmportance of Audience Segn.rentation -

Using Digital Media to Reach, Acquisition and Retention of new customers, Digital Media for
Customer Loyalty. Need of a Digital Marketing Plan, Elements of a Digital Marketing Plan -
Marketing Plan, Executive Summary, Mission, Situational Analysis, Opportunities and lssues,

Goals and Objectives, Marketing Stlategy, Action Plan, Budget, Writing the Marketing Plan

and In.rplementing the Plan.

Unit lll: Search Engine Marketing and Online Advertising: lmportance of SEM,

understanding Web Search - ke)'words, HTML tags, lnbound Links, Online Advertising vs.

Traditional Advertising, Payrnent Methods of Online Advertising - CPM (Costper-Thousand)

and CPC (Cosrper-click), Display Ads - choosing a Display Ad Fomat, Landing Page and its

inrpoflance.

Unit lV: Social Media Markcting: Understanding Social Media, Social Networking with
Facebook, Linkedln, Blogging as a social medium, Microblogging withTwitter, Social Shaling
with YouTube, Social Media for Custorner Reach, Acquisition and Rctention. Mcasurement of
Digital Media: Analysing Digital Media
Analysing Advertising Performance.

57-*7
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Suggested Readings:
1. Miller, M. (2014). B2B digitul markelirg (1st ed.). Pearson.
2. Alruj a, Y. (2015). Digit{rl marketing. Oxford University Press.
3. Solomon, M. R., & Tuten, T. (2015). Sociul media ntarketing (lst ed.). Pearson.
4. Strauss, J., & Flost, R. (2016). E-marketing. Pearson. 

I5. Gay, R., Charlesworth, A., & Esen, R. (2007). Onlirte marketinc: A'a6tom(r-lei
a pp roach. Oxfbrd University Press.

6. Varma, A., Budhwar', P. S., & De Nisi, A. S. (2016). Digitul markcting. Wiley.vwh{w%
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MB405MB - Rural Marketing

Course Objectives:
. Understand rural market concept, scope, economy, and consumer behavior.
o Develop product and pricing strategies for rural markets.
o Design effective promotion and distr.ibution strategies for rural marketp.
o Analyze rural consumer behavior, FMCG sector, agricultural mar.k6ts, and sales

methods.
Course Outcomcs: Students will be able to

r Ability to analyze rural market potential, disparities, and recent trends.
. Competence in adapting product mix, con.rpetitive strategies, and innovative pricilg.
o Proliciency in selecting media, pr.omoting products, managing logistics, and using

Electronic Choupal.
. Understanding ofrural lifestyle, consutnel goods classification, and agricultural mal'ket

dynamics.

unit - I: Rural Markeling - concept and Scope - Nature of rural rnarkets - Ru.al Econorny -
Rural - Urban disparities - Charactcristics of Rural consumcls - Buying decision plocess-
Potential and size of the Rural Markets - The Development ofrural markets in recent years -
trends.

Unit - II: Selection of Martets - Product Strategy - Product mix Decisions - Competitive
product strategies for rual markets. Pricing strategy - pricing policies - innovative plicing
methods fot rural markets - Diffelence in products development and pdcing lor urban vs rur.al
malkets.

unit - III: Prornotion strategy - approptiate media - Designing the right promotion rnix -
promotional campaigns - Role of Advertising in rual markets. Distribution - Logistics
Managernent - Problems encountered - selcction of appropriate channels - New approaches to
reach out tural markets - Elecuonic choupal applications.

Unit - IV: Issues in Rural Marketing - Rural Consurner behavior. - features - factors
influencing behavior - Lifestyle ofrural consumer - FMCG sector in Rural India -- concept and
classification of consumer goods - Agricultural Marketing - types of Agricultulal Markets -
Marketing channcls - Methods of Sales - Market functions.

Suggested Readings:
1. Dogra, B., & Ghurnan, K. (2008). Rurol marketing: Concepts & cuses. Tata McGraw-Hill

Publishing Company.
2. Singh, A. K., & Pandey, S. (2007). Rrral nuu'keting: lrtclian perspectit,e .New Age lntemational

Publishers.
3. I(rishnatnacharylu, C. S. G., & Ratnakrishna, L. (2009). Rut'trl nuuketittg. Pearson Education

Asia.
4. Kotler, P. (2008). Marketing xanagenlent. prentice-Hall India Ltd.
5. Agarwal, A. N. (2008). 1ndtur ecotlonry. Vikas publication.
6. Dutt, R., & Sundararn, K. (2008).lnelicut econonq. Tata McGraw Hill publishers.
7. Badi, R. V., & Badi, N. V. (2010). Rurql nwrketing. Hirnalaya publishing House.
8. Gopalaswamy , (2008). Rtwrl martetlrg. Vikas Publishing House.
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MB405FA - Financial Institutions & Markets

Course Objectives:
. Understand the structure, evolution, and role ofthe Indian financial system.
r Comprehend the nature, scope, and functioning ofthe Indian money market.
o Explore the structure, characteristics, and operations ofthe Indian cafilal market.
o Analyze the roles and progress of development banks and investment institutions in

India.
Course Outcomes: Students will gain

o Ability to analyze changes post-1991, r'oles ofinstitutions, markets, and instruments.
r Proficiency in identifying market segrnents, institutions, drawbacks, and RBI's role.
. Understanding of stock exchanges, calculation of SENSEX, derivatives, and OTCEI's.
. Competence in understanding the functions, structures, distinctions between banks and

NBFCs, and their contributions to the financial system.

Unit - I: Indian Financial System- Structure of the Inclian Financial system Changes in the

Structure of the lndian Financial System after 1991. Financial Institutions-Regulatory,
Intermediaries, Non-Intermediaries, Financial Markets-Plimary and secondary markets,

Financial instruments, Financial Services, Indicators of Financial developments Role of
Financial system in economic development.

Unit-II: Indian Money Market- Nature and scope of Indian Money Market, Structure and

Characteristics of Indian Money Market, Segments of Indian Money Market, Institutions of
Indian Money Market, Drawbacks of Inclian Money Market, RBI and Indian Money Market

Unit-III: Indian Capital Market - Structure of Indian Capital Market, Characteristics of
Indian Capital Market, National Stock Exchange - Working of NSE, Bombay Stock Exchange

- Wolking of BSE Calculation of SENSEX and derivatives, Over the Counter Exchange of
India - Advantages, objectives and working ol OTCEL

Unit-IV: Development Banks in India & NBFCs: Working and progress of the following:
Industrial Finance Corporation of India, Industrial Investmenl Bank of India, Small Industries

Development Bank ol India, State Finance Corporations, State Industrial Development
Corporations. Investment Institutions in lndia - Working and progress of the following: U nit
Trust of India, Life Insurance Corporation of India, General Insurance Corpotation of India,

Post Office Small Saving Schemes, Plovident Funds; Definitions, its structure and

characteristics, Distinctions between bank and NBFCs.

Suggested Readings:
I . Bhole, I-. M. (2009). Finunctul in-stitltio s otkl murket (5th ed.). Tata McGraw-Hill Education.
2. Klran, M. Y. (2009). htclion.financiul s1,.star.s (6th ed.). Tata McGraw-Hill Education.
3. De Haan, J., Oosterloo, S., & Schoenmaker, D. (2012). Financiul murkets ancl institltions.

Cambridge University Press.
4. Avadhani, V. A. (2008). ln,estme t ond Securitics Murlrt,ts in lndia. Hinalaya publishing

house.

5. Mittal, A. (2003). Econonic Rcforns unel Cqpitol Market in htdiu. Galgotia Publishing
Cornpany.

6. I(aur, P. (2023). Financiol markets untl institxllor?.s. Sultan Chand & Sons.
7. Shete, S. (2015). Finuncid nturket and institutions in Inclia: Reference boot. Success

Publication.
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MB405FB - Financial Risk Management

Course Objectivcs:
o Understand the concept, nature, scope, and sources ofrisk in financial institutions.. Leam quantitative risk measures like Value at Risk (VaR) and Cash flow at Risk (CaR),

and non-insurance metlrods of risk management. 
Io Explore detivatiles suclt as lotwald contracts. lululcs contlacls, atrd their lole in risk

management.
o Study swaps, including interest rate swaps and cunency swaps, their rnechanics"

valuation, and pricing.
Course Outcomes: Students will gain

o Ability to identify, measur.e, evaluate dil'fer.ent types ofrisks, and con.rprehend the risk
reporting process.

r Proficiency in applying vaR and caR for invcstment decisions, rnanaging interest rate,
liquidity, credit, and exchange rate risks, and understanding Asset-Liability
Management.

o Ability to dilferentiate bctween types of derivatives, understand their use fbr risk
rnanagement and relurns enhancemenl, and identify participants in the derivatives
market.

. Competence in understanding different types of swaps, valuing interest rate and
crx'r'ency swaps, and applying them effbctively in risk management stl.ategies.

Unit - I: lntroduction to fusk Manageme,t: The concept of fusk, Nature, Need and scope of
risk. Source, measurement, identification and evaluation of Risk. Types of r.isk-pr.oduct market
risk and capital martet risk. Possible Risk events, Risk Indicators, Risk cornprehensive view
of Risk in Financial Institutions. Risk reporting process-intemal and extemal.

Unit - II: Measurement and Management of Risk: Value at risk (VaR): The concept,
computation, stresses testing, back testing. Cash llow at risk (CaR): VaR and CaR to make
investnent decisions. Managing risk when risk is measured by vaR or caR Non-lnsur.ance
methods of Risk Manageme,t-Risk Avoidance, Loss control, Risk Retention and Risk
Transfer. AsserLiability Management (ALM), Management of interest rate risk, liquidity risk,
credit risk and excliange ratc risk.

unit - III: Techniques and rools of Risk Managernent: Forward contracts and Futures
contracts. The concept ofDerivatives and types ofDerivatives. The role ofDerivative securities
to manage risk and to exploit opportunities to enhance retums. Individuals, speculators,
hedgers, albitrageurs and other participants in Der.ivatives Market.

unit - IV: Techniques and rools of Risk Managernent: SWApS Definition, types of swaps.
Intel'est rate swaps, curency swaps. Interest rate Swaps: Mechanics of interest mte swaps.
valuation of interest rate swaps. Pricing of Interest rate swaps at origination and valuing of
Inter€st rate swaps aller origination. currency Swaps: Types of currency Swaps. valuation of
curTency swaps.

Suggested Readings:
l. Dun & Bradstleet. (2007). Financial risk manugentctrl. TMH.
2. Hopkins, P. (2010). Ftntlontotuls ofrisk nmnagentent. Page.



Muh"t-uGu,dX'B*"*&:;:il"::XT:ilil:

3. Dubofsky, D. A., & Miller, T. W., Jr. (2003). Derivatives valuation and risk
management. Oxford University Press.

4. Bouchaud, J.-P., & Potters, M. (2009). Theory offinancial risk and derivative pricing
(2nd ed.). Cambridge University Press.

5. Hull, J. C., & Basu, S. (2009). Options, Jittures, and other deriyarives (]h ed.). Pearson
Education. ,"

6. Indian Institute ofBanking & Finance. (2006). Theory and practice of tearury and risk
man a gement in b an ks.'[ axmarln.

7. Stulz, R. M. (2003). Risk management & derivatives. Thomson Southwestem.
8. Varma, J. R. (2008). Derivatives and risk management. TMH.
9. Dempster, M. A. H. (2002). Risk management: Value at risk and beyond. Cambridge

University Press.b__-w,{r7
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MB405HA - Compensation Management

Course Objectives:
o Understar.rd compensation concepts, determinants, wage theories, and types of

conrpensation.
o Develop compensation strategy, manage payroll, link compensation to motivation, job

design. and evaluat ion.
o Learn wage administration. wage structuies in sectors. and employee benefits design.
o Explore executive compcnsation tlieories, I'actors in intemational compensation.

Course Outcomes:
. Ability to differentiate and apply base pay, valiable pay, benefits, incentives, and grasp

non- fi nanc ial cornpensalion syslems.
. Cornpetence in stmcturing pay, conducting surueys, creating salary matrices,

implementing perfonnance-based pay.
o Proficiency in adrninistering wages, understanding wage boards, designing benefits

ptoglams.
o Analyze executive pay management, intemational compensation strategies, expatriate

compensation challenges.

Unit I: Fundamentals of Compensation: Concept of Compensation; Different perspectives

of Compensation - Stakeholders and detenninants of compensation; Compensable Factors;

Wage Differentials and Types of Compensation - Base pay, Variablc Pay, Benefits, Inccntives;

The concepts of Minimum wage, Fair wage, Living wage, Money and real wages; Wage

Thcories Macro and Micro. Non- Financial compensation system.

Unit II: Compensation Planning and Employee Contributions: Developing a total

Compensation Strategy and Pay Roll Management System - Cor.r.rpetitive Advantage -
Compensation Structule - Wagc and Salary surveys, the wage curue, Pay gtades and Pay

ranges, Preparing Salary matrix; Compensation management's association with Ernployee

Motivation, Job design and Job evaluation; Seniority and Longevity pay, Perfomance-related
compensation, Individual and team-based compensation.

Unit III: Wage Administration and Employee Benefits and Services: Wage

Administration, Wage Structul'e in different Sectol s - in Centlal Government, in State

Go\errment and in PSEs. Wagc Boalds - Pay Cornrnissions. Employee Benefils and Serviccs

- Legally required and Discretionary employee benefits; Employee services; Designing,

Planning and Adrninistratior.r ofbenefits plograrn; Totally integlated employee benefits; Fringe

Benefits and Voluntaly Retirernent Schemes.

Unit IV: Executive and International Compensation: Nature and management ofExecutive
compensation; Executive Compcnsation lheories - Agency theory, toulnament theory and

Social comparison theoly. lntemational Cornpensation - Factors that altect Intemational
Compensation, Compensalion for Expatriates, Repatriates and third country nationals-

Strategic issues and choices in contingent and flexible workers, Cl.rallenges ol intemational
compensation.<2
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Suggested Readings:
l. Martocchio, J. J. (2011). Strotegic compensation: A humon resource management

app roach. Pearson Education lndia.
2. Henderson, I.R.(2006). Compensation ntanogement in a lorcwledge-based torld.(l}th

edn.). New, Jersey: Pearson Education.
3. Sharma, R. C., & Sharma, S. (2019). Compens(rtion management.Sage {ublications.
4. Chingos, P. T. (2002). Payingfor perJbrmance: a guide to compensation management.

John Wiley & Sons.
5. Gomez-Mejia, L. R., & Wemer, S. (2008). Global compensation: Foundations and

p e rsp e c t iv e s. Routledge.
6. Bhattacharya, D. K. (201 5). Compensation management. Oxford University Press.
7. Milkovich, G. T., Newman, J. M., & Gerhart, B. A. (2011). Compensation (1Oth ed.).

Tata McGraw-Hill.
8. Bhatia, S. K. (2009). New compensation management in changing environment:

Managerial remtmeration and wage & sakty administration (3rd ed.). Deep and Deep
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MB405HB - Strategic Hurnan Rcsource Management

Course Objectivcs:
o Understand SHRM concepts, approaches, models, and challenges.
r Align HR with corporate strategy, develop and irnplernent HR strategies.
. Implement strategies fbr employec engagement, resourcing, talenf management"

leaming and development, rewards, and cmployee relations.
o Address contemporaty HR issues like change nlanagement, corporate ethics, divelsity.

and competencies of HR professionals.
Course Outcomes: Students will be able to

r Ability 1o differentiate universalistic, contingency, and configurational approaches,
apply best fit and best practice approaches, and. analyze the resource-based view oltlie
firm in SHRM.

. Competence in crafting HR stratcgies for or.ganizational capability, perfonnance
rnanagement, knowledge management, and corporate social responsibility.

o Ploficiency in dcsigning and executing HR strategies, rnanaging tumover, retention,
global assignments, and responsible restlucturing.

o Analyze h'ends in HR resoufce utilization, integr.ate cthics and diversity in SHRM
practices, and cvaluate the impact ofSHRM stralegies.

Unit-I : Strategic Human Resource Management (SHRM): Meaning. Nature, Significance
and the conceptual framework; SHRM Apploaches & Models: Univcrsalistic, Contingency and
Configurational Approaches, Models, Best Fit and Best Practice Approach, Resource- Based
view of the firm, Challenges of Stlategic HRM

Unit-II: The Strategic rolc of HR: Necd of Aligning HR with Corporare Srraregy; HRM
Strategy: Its Nature, Developrnent of HR Strategy and implementation of HR Strategy; HRM
strategies related to Organizational Capability and Organizational and Individual perfounance:
Oryanization Development stt'ategy, Hurnan Capital Managcment Strategy, Knowledge
Management strategy, Corporate Sooial Responsibility strategy, Organizational perfonnance

strategy, Individual Perlomrance Management sttategy.

Unit-IlI: Specific HRM strategies: Employee engagement strategy, Resourcing strategy,
Talent tnanagement strategy, Leaming and development strategy, Reward strategy, Enployee
relations strategy. Ernployee separation - Reductions in workforce. Lay off, Downsizing, -
Strategies for responsible restructuring, Strategic management of turnover and retention,
Retirement, Global HRM - Stlategic HR Issues in global assigrunents.

Unit- IV: Contemporary Issues: C}range, trends in tl.re utilization of hurnan resources,
Cotporate Ethics, Values and SHRM. Diversity & SHRM. Competencies of HR pr.ofessional

in a SHRM Scenario. Approaches for evaluating and rneasuring the impact of Strategic HRM

Suggested Rcadings:
l. Grcer, C. R. (2007). Strotagic HRl,t. Pearson Education Asia.
2. Annstrong, M. (2020). Handbook of Strutcgic Hunan Re.sourcc Management. Kogan

Page.

3. Storey, J., Wright, P. M., & Ul'ich, D. (2009). The Routledgc comportion to strategic
hmtrcut resourca rnatrugcment. Routledge.

<'--> 4. Mello, J. (2019). Strategic Human Resource Management.Y:'=- V"- S-
-;
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Project Viva Voce

The students should underlake the Project intemship during the summer vacation (For 6 weeks

of duration) intervening between II & Ill Semesters of MBA Programme. Project Report Work

should be carried out in the Final Year of MBA Program i.e., III & IV Semesters for MBA

Programme.

The students are required to do project work in any area of Management under the active

guidance of Internal Faculty Vember assigned to the studenl.

The Project work usually consists of selecting a Topic / Problem / Theme in any area of

management, gather relevant data, analyze and interpret the same in a systematic and scientific

manner.

The Project Work should be undeftaken under the supelvision ofthe Faculty Member assigned

for the purpose. The Proj ect Report should be subrnitted to the University 30 clays (one month)

before commencement of Final Semester Examinations. The submitted thesis will be tested for

Similarity Check with appropriate tool.
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