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INTERNATIONAL BUSINESS (MBA 201)

Total: 100

Theory: 50
L-T-P Sessionals: 50
3- 1-0 Time: 3hrs

(Credits-3.5)
Course bjective

This course examines the international environment for business and offers theoretical and
practical background to implement strategies and marketing for successfully penetrating
international markets and managing international firms. This course will help the students to look
at strategic options for major firm functions such as marketing and finance and examine how
these functions relate to the firm's overall international strategy.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Globalization and International Business (Defining 1B, why study about Globalization, 1B, and
their relationship) the forces driving globalization and 1B, Why Companies engage in 1B (sales
expansion, resource acquisition, risk reduction), Types of International Organization. Factors
affecting the IB.

Unit-11

The cultural environment facing business: Culture’s importance in IB, influence on the cultural
formation and change, major Behavioural practices affecting 1B, guidelines for cultural
adjustment. The Economic environment facing Businesses: International Economic analysis, types
of economic systems (market, command, mixed economy), Elements of economic analysis.

Unit-111

Importance of International Trade and Factor Mobility Theory, Theories to explain national trade
pattern (how much does a country trade, what types of product does a country trade, with whom
do countries trade), the dynamics of export capabilities (Product Life Cycle Theory, the diamond
of national competitive advantage). Government influence on trade, Government trade
interventions, and Major instruments of trade control (Tariff and Non-tariff barriers).



Unit-1vV

Basic nature and determinants of Foreign Direct Investment, Multinational Corporations-
emergence, role in international business. Forex market mechanisms, exchange rate
arrangements, exchange rate determination, risks in the foreign exchange market, currency risk,
and Business implications of exchange rate movements.

Unit-V

Regional economic integration and trading agreements (India-Australia Economic Cooperation
and Trade Agreement (INDAUS ECTA), BRICS, APEC, SAARC, BIMSTEC, ASEAN),
Managing International operations (marketing globally, global operations and supply chain,
International HRM)

The outcome of the course:
After completing this course, the students will learn and understand how business is conducted

internationally. Students will also learn how managerial skills are used to meet the challenges
faced in the global workplace.

References Text Books

1. John Daniels, Lee Radebaugh, Daniel Sullivan, Prashant Salwan (2022). International
Business, 16" edition, Pearson publication

2. S. Tamer Cavusgil, Gary Knight, et al. (2020). International Business: The New Realities,
Fourth Edition, By Pearson publication

Reference Books

1. Hill, hult, Mehtani (2019) International business: competing in the global
marketplace, 11ed. McGraw hill,



ENTREPRENEURSHIP DEVELOPMENT (MBA 205)

Total: 100
Theory: 50
L-T-P Sessionals: 50
3-1-0 Time: 3 hrs

(Credits-3.5)

Objectives of the Course:

The Course’s main objective is to provide the basic conceptual framework for entrepreneurship
development and management of business enterprises. It will help students to understand the
contribution of small-scale industries in the growth and development of individuals and the
nation. Further courses will help students acquaint with the emerging challenges and concepts in
the field of entrepreneurship.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Introduction To Entrepreneurship- Concept and Types of Entrepreneurs, Significance of
Entrepreneur in Economic Development, Economic, social and psychological need for
entrepreneurship, Characteristics, qualities, and pre-requisites of the entrepreneur; Creativity and
innovation, the Life cycle of new business and relationship with large enterprise, Achievement
motivation, Environmental Factors affecting the success of a new business, Reasons for the
failure and visible problems for business.

Unit-11

Project Feasibility Study-Preparation of Feasibility Reports: Selection of factory location,
Demand Analysis, Market potential measurement, Capital saving and project costing, Working
capital requirements, profit and tax planning; Economic, Technical, Financial and Managerial
Feasibility of Project.

Unit-111

Sustaining Competitiveness in Entrepreneurship- Barriers to entrepreneurship process,
Maintaining Competitive Advantage, The Changing Role of the Entrepreneur: Mid-Career
Dilemmas, Harvesting Strategies versus Go for Growth.



Unit-1VvV

Government support to new enterprise- Incentives, Sources of Finance, Role of Govt. and
Promotional agencies in EDP, Role of DIC, Ministry of MSME, Various government support to
MSME, GOl Start-Up India Programme.

Unit-V

Entrepreneurship Development Programmes- Entrepreneurship Development Programmes; Role
of technical institutions in EDP, Role of various institutions in developing entrepreneurship in
India (Institute Technology Innovation and Incubation cell, EDI Ahmedabad)

Learning Outcome
Students will be able to define, identify and apply the principles of entrepreneurship. They will

also be able to apply the principles of the viability of businesses, new business proposals, and
opportunities within existing businesses. Students will also be able to understand and prepare a
start-up business plan emphasising financing, marketing, and organising. They will also be able
to define, identify and/or apply the principles of new venture financing, growth financing, and
growth financing for existing businesses.

References Text Books

1. by Robert D. Hisrich, Michael P. Peters, Dean A. Shepherd, Sabyasachi Sinha
(2020), Entrepreneurship, 11" Edition, McGraw-Hill Education India.

2. Abhik Kumar Mukherjee and Shaunak Roy (2019). Entrepreneurship Development and
Business Ethics. Oxford University Press

Reference Books

David H. Holt (2016). Entrepreneurship: New Venture Creation, 1* edition, Pearson India
Zero to One: Notes on Startups, or How to Build the Future — By Peter Thiel

Outliers: the story of Success — By Malcolm Gladwell.

Allen, W.H (2019). Stay Hungry. Stay Foolish.: Advice for the Rest of Your Life -
Classic Graduation Speeches

. Bansal, Rashmi. (2015). Stay Hungry. Stay Foolish. Hindi Edition.

6. Lincoln, John (2012). Connecting the Dots.

e



SUMMER INTERNSHIP/TRANINIG (MBA-207)

Internship Duration: 45-60 days Total Marks: 100
Credits- 4.0
Course Objective:
The objective is to:

e Provide students with orientation in a specific industry and help them acquire managerial
skills.
e ldentify, analyse and interpret real-time business problems.
e Provide students with hands-on experience working with real-time projects and contributing
to industry.

Course Description:
Students are required to undertake an internship in an organization for a duration of six to eight
weeks. During the internship, they are expected to develop an understanding of the organization’s
background, competitive landscape & SWOT analysis, and domain-specific aspects while also
gaining broader insights into the industry. Interns must diligently perform the tasks assigned by the
organization and acquire practical exposure to various management concepts. They should be able
to relate their experiential learning with theoretical knowledge gained during their academic
programme. At the end of the internship, students are required to submit an internship report
summarizing their work and key learning’s and deliver a presentation.
The mid-term review and end-semester viva-voce examination shall be conducted by a committee
constituted by the Head of the Department.
Evaluation Criteria:
The student will be evaluated by the panel based on the following criteria:

1) Relevance of the area of work

2) Performance of the task

3) Crucial learnings from the work

4) Report preparation

5) Presentation and response to questions

Course Outcome:
After completing this course, the student must be able to plan, manage and execute the work with
ethical considerations. They must be able to apply theoretical learning to real-world situations and

communicate the learning through report and presentation.



Format for the Summer Internship Report

* Introductory Pages (All these pages should be numbered in roman)
1. Title Page
2. Certificate from the Guide (Reporting Supervisor)
3. Acknowledgement (if any)
4. Declaration (from scholar as well as guide on same page)
5. Table of Contents with page numbers

* Project Undertaken

-

. Introduction (Min 10 pages-Max 15 pages)

Industry & Company/Group Profile

Introduction to the topic
. Review of Literature (Min 4 -Max 10 pages)
. Research Design (Min 8 pages-Max 10 pages)
. Statement of the problem
. Objectives
. Hypotheses (if any)

A WO DN P ODN

. Sample design

=  Type of Study
= Population
= Sampling Procedure
= Sampling Unit
Sample Size
Data collection Technique
. Data Analysis (Tabulation, Graphs, Interpretation) (Min 10-Max 20 pages)
. Discussion & Conclusion (Min 2 pages)
. Managerial Implications & Limitations (Min 2 pages)
. Bibliography in APA Format (Use scholar.google.com for this)
. Annexure: Questionnaire & Other supporting documents (if any)
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Other details:
* Fontsize=11
* Headings=14
* Line Spacing =1.5
* Font Type = Calibri
*  Page Margin = 1” on all sides
«  Typing on both sides of page
*  Mode of submission: soft copy of the project to be submitted to the office for Plagiarism
check (<15% permissible) and Al detection (<20% permissible)



Format for the Title Page

Summer Internship Report
On
Topic:

Submitted in partial fulfilment for the award of
Degree of Master of Business Administration

Scholar Name:
ABC

Submitted

to
DEPARTMENT OF BUSINESS ADMINISTRATION
NATIONAL INSTITUTE OF TECHONOLOGY
KURUKSHETRA-136119
APRIL-2026

Supervisor
XYZ




BUSINESS ANALYTICS (MBA-209)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course objective:
This course aims to equip students with advanced analytical skills to drive business decisions.

Students will learn statistical analysis, multi-criterion decision-making techniques, and analytics
applications in marketing, HR, and finance. By mastering these skills, students will be able to
analyze complex data, optimize business processes, and inform strategic decisions.

Note for paper setter:
The number of questions to be set will be six, at least one from each unit. Out of these, one question

will be compulsory. The examinee will be required to attempt the compulsory one and any four
questions. All questions shall carry equal marks.

Unit-1 Advanced Statistical Analysis
Logistics Regression- Revision of Cross Tabulation and its statistics, Binary regression,

Multinomial regression, Ordinal regression, ANOVA vs ANCOVA, Two-way ANOVA, Repeated
measure ANOVA

Unit-2 Multi Criterion Decision Making Techniques

Introduction to Interpretive Structure Modeling (ISM), TISM, FISM, Decision Making Trial
Evaluation Laboratory (DeMaTEL), Analytical Hierarchy Process (AHP), Best Word Method
(BWM)

Unit-3 Marketing Analytics

Marketing Mix Modeling, Analyzing the impact of marketing variables on sales and revenue,
Optimizing marketing mix for better ROI, Using regression analysis for MMM, Social Media
Analytics, Tracking social media metrics and KPIs, Analyzing social media campaign effectiveness,
Using social media listening tools for insights.

Unit-4 Human Resource Analytics

HR Analytics: Introduction & Need, Types and sources of HR Data, HR Data collection-The role of
Qualitative and Quantitative data, HR systems and data based decision making, Introduction to
basic HR Metrics and Terminology, HR Dashboards & data Visualization and communication with
stakeholders, Introduction to HR Analytics tools and techniques.



Unit-5 Financial Analytics

Role of financial analytics in corporate decision-making, Data extraction and financial data sources,
financial statements analysis (Income Statement, Statement of Financial Position, Cash Flow
Analysis) Key financial ratios and performance indicators, Time Value of Money.

Course Outcomes:

Upon completing this course, students will be able to apply advanced statistical analysis and
decision-making techniques to drive business insights. They will gain expertise in marketing, HR,
and financial analytics, enabling them to analyze complex data and inform strategic decisions.
Students will develop skills in data visualization, interpretation, and communication, allowing them
to effectively convey findings to stakeholders.

Reference Books:

1.

Edwards. M. and Edwards K. (2024). Predictive HR Analytics: Mastering the HR Metric.
Kogan Page Ltd; 3rd edition

Dipak Kumar Bhattacharyya (2023). HR Analytics, 2ed: Understanding Theories and
Applications. Wiley.

Guenole Nigel, Ferrar Jonathan & Feinzig Sheri (2017). Power of people: learn how
successful organizations use workforce analytics to improve business performance. Pearson
Education; First Edition

Waters, S. D., Streets, V. N., McFarlane, L., & Johnson-Murray, R. (2018). The practical
guide to HR analytics: Using data to inform, transform, and empower HR decisions. Society
for Human Resource Management.

Grigshby, M. (2022). Marketing analytics: A practical guide to improving consumer insights
using data techniques. Kogan Page Publishers.

Jeffery, M. (2010). Data-driven marketing: the 15 metrics everyone in marketing should
know. John Wiley & Sons.

Sponder, M. (2012). Social media analytics: Effective tools for building, interpreting, and
using metrics. McGraw Hill Professional,

Lipschultz, J. H. (2019). Social media measurement and management: Entrepreneurial
digital analytics. Routledge.

Bell, P. C., & Zaric, G. S. (2013). Analytics for managers: With excel. Routledge.
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FINANCIAL INSTITUTIONS AND MARKETS (MBA-213)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

The course seeks to make understood the students with the various aspects of money and
capital market of India namely its operating system, various instruments, participants and
legal framework. It seeks to develop the analytical skills required for the stock market analysis
and operations in the context of capital market.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-I

Indian Financial System — An Overview: Introduction: nature and role of Financial
System; Financial System and Financial markets; financial system and economic
development.

Unit-11

Financial Markets: Money and capital markets; Money market - meaning, constituents and
functions; Money market instruments — call money, treasury bills, certificates of deposits,
commercial bills, trade bills etc.; Recent trends in Indian money market; Capital market:
primary and secondary markets; Depository system; Government securities market; Private
Equity, Block Chain Technology & its Applications; Recent development in Indian capital
market; Role of SEBI — an overview.

Unit-111

Reserve Bank of India: Organization, management and functions; Credit creation and credit
control; Monetary Policy. Commercial Banks: Meaning, functions, management and
investment policies, E-banking and E-trading; Present structure and recent developments in
commercial banking.

Unit-1vV

Development Banks: Concept, objectives and functions of development banks; Operational
and promotional activities of development Banks; IFCI, ICICI, IDBI, IRBI, SIDBI, state
development banks and state financial corporations.

Unit-V

Non-Banking Financial Institutions and Mutual Funds: Meaning & Functions of NBFlIs,
Assets Reconstruction Companies, Concept, performance appraisal and regulation of mutual
funds (with special reference of SEBI guidelines); Designing and marketing of mutual funds
schemes; Latest mutual fund schemes in India — an overview.



Course Outcome:

The course seeks to enable the students to apply the knowledge gained relating to the various
topics of financial market and institutions in corporate, government and other real situations.

Reference:

Text Book

1. Khan, M.Y. (2019). Indian Financial System. ed.11, Tata McGraw Hill, Delhi.

2. Bhole, L M. & Jitendra, Mahakud (2017). Financial Markets and Institutions. Ed.
6, Tata McGraw Hill, Delhi

3. Avdhani, (2017). Investment and Securities Markets in India, Himalaya
Publications, Delhi.

4. Pathak, Bharti (2014). Indian Financial System., Pearsons

5. P.N. Varshney (2017). Indian Financial System, Sultan Chand & Sons.

References Book

1. Goldsmith, Raymond W. (1 969). Financial Structure and Development. Yale
University Press, New Haven.

2. Bascom, Wilbert 0. (1994). "The Economics of Financial Reform in
DevelopingCountries". St. Martin's Press. Inc. New York.



MERCHANT BANKING AND FINANCIAL SERVICES (MBA-223)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

The course seeks to familiarize the students with the various concepts and aspects of
traditional and emerging financial services. It would enable the students in understanding the
various aspects of issue management namely issue pricing, preparation of prospectus, book
building process, underwriting etc. The course would also enable the students in
understanding the conceptual framework of various fee and fund based services namely
leasing, hire purchase, credit rating, credit syndication, factoring etc.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks

Unit-I

Merchant Banking: Introduction — An Over view of Indian Financial System — Merchant
Banking in India — Recent Developments and Challenges ahead — Institutional Structure —
Functions of Merchant Banking — Legal and Regulatory Frameworks — Relevant Provisions of
Companies Act-SERA — SEBI Guidelines — FEMA, etc. — Relation with Stock Exchanges,
OTCEI and NSE.

Unit-11

Issue Management: Role of Merchant Banker in Appraisal of Projects, Designing Capital
Structure and Instruments — Issue Pricing — Pricing — Preparation of Prospectus, selection of
Bankers, Advertising Consultants, etc. Role of Registrations — underwriting Arrangements.
Dealing with Bankers to the Issue, Underwriters, Registrars, and Brokers — Offer for Sale —
Book — Building — Green Shoe Option — E-IPO, Private Placement — Bought out Deals —
Placement with FIs, MGs, Flls, etc., off

— shore Issues — Issue Marketing — Advertising Strategies — NRI Marketing — Post Issue
Activities.

Unit-111
Other Fee Based Management: Mergers and Acquisitions — Portfolio Management Services —
Credit Syndication — Credit Rating (CBM) — Mutual Funds (FIM) — Business Valuation.

Unit-1vV
Funds Based Financial Services: Leasing and Hire Purchasing — Basics of Leasing and Hire
Purchasing — Financial Evaluation — Tax Implication.



Unit-Vv
Other Fund Based Financial Services: Consumer Credit — Credit Cards — Real Estate
Financing — Bills Discounting — Recent Developments in Factoring — Venture Capital.

Course Outcome:

The course seeks to enable the students to apply and use the insight and theoretical
knowledge gained of the concepts and analytical aspects of financial services in corporate,
government and real situations.

References Text Book

1. Khan, M.Y. (2019). Indian Financial System. ed.11,Tata McGraw Hill, Delhi.

2. Bhalla. V. K. (2009). Management of Financial Services. Anmol, New Delhi.

3. Varshney P.N. & Mittal D.K. (2014). Indian Financial System. Sultan Chand and
Sons, New Delhi.

Reference Book

1. J.C. Varma, Credit Rating, Bharat Publishing House, New Delhi (latest edition).
2. VermalJ.C. 1995, Corporate Mergers Amalgamations & Takeovers, Barat Publishing
House, NewDelhi.



SECURITY ANALYSIS AND PORTFOLIO MANAGEMENT (MBA-233)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

The course seeks to develop the understanding about the various concepts and theories of
security analysis and investment management. It would enable the students in acquiring the
requisite skills required to manage the fund in competitive environment.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

UNIT -1

Introduction to Investment: Meaning of investment, Investment speculation and gambling.
Investment objectives. Investment process, investment alternative, Impact of taxation on
Investments Relationship between primary and secondary market. Function of primary
market, Parties involved in new issues _ Managers, Registrars, underwriters. Bankers,
statutory agencies. Private placement bought out deals. Book building. Function of stock
exchanges. Share groups-group A,B and C. Settlement cycle. Carry forward system. Over the
counter exchange of India (OITCEI). Listing of securities.

UNIT - 11
Capital Markets: Over view of capital market, Capital market theory (CAPM). CAPM and the

real world. Arbitrage pricing theory. Securities and Exchange Board of India - Origin,
function, organization and activities. Dematerialization process and re-materialization process.
National securities depository Ltd (NSDL) AND Central depository services Ltd. (CDSL).
Stock market indices-BSE Sensex, NSE 50 (NIFTY). S& P CNX 500.

UNIT - 1l

Valuation of Securities: Valuation of Securities-The three steps process of valuation-
economic analysis, industry analysis, and company analysis. General framework of valuation.
Value- price relationship. Valuation of fixed income securities. Valuation of preference share
and valuation of equity shares. Risk - Meaning, systematic-market risk, interest rate risk,
purchasing power risk, unsystematic risk- Business risk, financial risk. Measurement of risk.

UNIT - IV

Efficient Market Theory: Fundamental Analysis- Economic analysis, industry analysis,
company analysis. Earning of company, Growth in earnings. Technical analysis. Tools of
technical analysis. Dow Theory, tread — primary intermediate and short term trends.
Indicators — volume of trade, breadth of market, short sales. Odd lot trading. Moving average.
Oscillators. Relative strength index (RSI). ROC, Charts- Point and figure charting, Bar
charting, efficient market theory. Random walk theory, Weak from of EMH. Semi strong form
and strong forms of EMH. Market inefficiencies.



UNIT -V

Portfolio Management: Traditional portfolio analysis. Effects of combing securities.
Markowitz Risk- returns optimization. Risk and investor preference, calculation of risk and
return for portfolio of securities, optimizing the portfolio. Sharpe simple portfolio
optimization. Significance of ‘Beta’ in portfolio, traditional portfolio selection. Meaning of
portfolio revision. Need of portfolio revision. Portfolio revision strategies. Portfolio revision
practices. Constraints in portfolio revision.

Course Outcome:

The course seeks to enable the students to apply and use the various theories and principles of
security analysis and fund management in corporate, industrial and real situations.

References Text Book

1. Fabozzi, Frank, Modigliani, Franco (2009). Capital Markets: Institutions and
Instruments Prentice-Hall.

2. Sasidharan K (2011). Security Analysis and Portfolio Management. Tata McGraw-Hill.

3. Martin J. (2009). Modern Portfolio Theory and Investment Analysis. Wiley Publications.

4. V.K. Bhalla (2006). Investment Management. S. Chand and Company Ltd.

5. Punithavathy Pandian (2015). Security Analysis & Portfolio Management.

Vikas Publishing

Reference Book
1. Fischer Donald E& Jordan Ronald J. (1991). Security Analysis and Portfolio

Management. Prentice-Hall.
2. Kevin S. (2006). Security Analysis and Portfolio Management. Prentice-Hall.



INSURANCE AND RISK MANAGEMENT (MBA-243)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1-0 Time: 3 hrs

(Credits-3.5)

Course Objective:

The course seeks to acquaint the students with the various concepts and principles of
insurance relating to risk, uncertainty, typology, hedging tools and other financial aspects
thereof. It seeks to develop the analytical skills for the risk management in the context of
insurance.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

UNIT - |

Risk — Conceptual Framework-Meaning of risk, Risk versus Uncertainty. Risk distinguished
from peril and hazards. Classification of Risk — Financial and Non-financial Risks & Static
and Dynamic Risk. Scope of Risk management, Process, Identification and Risk Control. Risk
Retention and Transfer, Alternatives to buying commercial Insurance.

UNIT -1

Insurance — An Introduction-Meaning and significance of Insurance. Cost and Benefits of
Insurance. Principles —Indemnity, Utmost good faith, Subrogation and Insurable Interest.
Basic Principles of Insurance — utmost good faith, Insurable Interest, Indemnity, Corollaries of
Indemnity, Proximate Cause.

UNIT -1

Classification of Insurance Business-Life and General Insurance Business, Personal and
Commercial (Business) Insurances, Group Insurance, Linked Insurance Plans, Voluntary
(Private) and Compulsory Insurance, Reinsurance. Types of Life Insurance — Whole Life,
Endowment, Assurance for children, Term Assurance, Participating and non-participating
policies, Termination of Life Insurance policies — surrender, lapses and paid-up, Classification
of General Insurance Business — Standard Fire and Special Peril Policy, Marine, Motor,
Employee

Compensation, Miscellaneous etc.

UNIT - IV
Insurance Devices-Probability theory and its usage in Insurance. Dual application of the
law of Large Numbers. Pooling in Insurance — forms, cost, benefits and advantages.



UNIT -V

Financial Aspects of Insurance-Share Capital — Authorized, Issued & subscribed and
Called-up& Paid-up, Reserves - General and Specialized, Solvency of an Insurance

company.

Course Outcome:

The course seeks to enable the students to apply and use the theoretical knowledge gained of
the various principles and concepts of insurance and risk management in corporate, industrial,
government and other real situations.

References

Text Book

4.

5.

P S Palande (2013). Insurance in India. Sage Publications India.

Ajay Kumar, D.P. Chatterjee, C. Chandrasekhar D.G. Patwardhan Ajay Kumar
(2005). Risk Management. Macmillan India.

E. Rejda George, McNamara Michael (2017) Principles of Risk

Management and Insurance, Pearson Education

Mishra M.N. & Mishra S.B. (2016) Insurance Principles and Practice, 22nd
Edition, S Chand

Prava Nalini Tripathy and Prabir Pal (2006). Insurance Theory and Practice. PHI.

Reference Book

no

George, E. Rejda (2011). Principles of Risk Management and Insurance. (Publisher).
Dinsdale, W. A (1949). Elements of Insurance. Pitman.

Bakerwelford, A.W. and W.W. Otter Bany (1948). Law Relating to Fire-
Insurance Butterworth and Co. Ltd., London.

James S. Reichmann, Robert Hoyt (2012). Risk Management and Insurance.
South-Western and David Sommer College Pub.

Julia Holyoake (2002). Insurance. Chartered Institute of Bankers.



PROJECT FINANCE (MBA-253)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)
Course Objective:

The course would enable the students in understanding the various aspects of project
finance namely sources of financing, project appraisal, financial analysis, economic and social
cost benefit analysis, risk analysis, infrastructure financing and other emerging topics of
project finance.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-I
Introduction: Fundamental Topics: Project Management and corporate planning, Corporate
financial objectives, Time Value of money, Interest rate and basics of cost of capital, Cost of
capital.

Unit-11
Concept Stage: Strategic Investment decisions and project ideas, Project feasibility study,
Project financing.

Unit-111

Analysis Stage: Cost benefit analysis, financial analysis, Critical examination of evaluation
techniques, Required Rate of return from projects, Economic and social cost benefit analysis,
Project risk management, Project risk analysis, Project portfolio risk.

Unit-1vV
Planning, Execution and Completion Stage: Allocation of limited capital, Network analysis
and execution plan, Project execution and Control, Post completion audit.

Unit-V
Special Topics: Inflation and project investment, Economic life of projects and Replacement
theory, Infrastructure projects.



Course Outcome:

The course seeks to enable the students to apply and use the theoretical knowledge gained of
the various aspects of project financing and management in corporate, industrial, government
and other real situations.

References Text Book

1. B.M. Patel (2012). Project Management. VikasPublishing House, Delhi.

2. Gopalan (2006). Project Management. Wiley India.

3. Vikas Srivastava, V. Rajaraman (2017). Project and Infrastructure Finance:
Corporate Banking Perspective. Oxford University Press

4. Pradeep Pai (2019). Project Management. Pearson Education

Reference Book

1. Burke (2009). Project Management. Wiley India.
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INTEGRATED MARKETING COMMUNICATION (MBA-215)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

This course will help a student in acquainting with marketing communication aspects. The
students will be aware of the Concept of Creativity and will learn the art of copywriting. This
will teach the implementation of advertisement making to practical life.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-1

Introduction to IMC: Advertising: Concepts, types and importance, Role of IMC in the
marketing process; Legal, ethical and social aspects of advertising, Primary and selective
demand, Theory of cognitive dissonance and clues for advertising strategist — Case studies

Unit-11
Facilitators of Promotion: Advertising Organization: selection, compensation and appraisal of
an agency; Electronic media buying, Case studies

Unit-111
Media Planning: Conventional and Emerging Medias, Media plan development, Media
scheduling, Evaluation of Media — Case studies.

Unit-1V
Budgeting and Evaluation: Budgeting of an advertising campaign; Evaluation: rationale of
testing opinion and aptitude tests, measurement of advertising effectiveness — Case studies

Unit-V

Advertisement Programme and Public Relations: Campaign planning, Designing of an
advertisement: copywriting, creative strategy; Campaign Building Program. Introduction to
publicrelation, Publicity, Sales Promotion, Corporate advertising — case studies.



Course Outcome:

After the completion of the course the students will have the art of ad making for an analysed
business product and situations they will understand that how highly paid and rewarding the
careerof advertising is. It will also acquaint them with an art of influencing more in fewer
words.

References:
Text Books

1. Belch, G. E., Belch, M. A. (2021). Advertising and promotion: An integrated
marketing communication perspective. McGraw-Hill Education.

2. Shah. K. (2017), Advertising and Integrated Marketing Communications, McGraw-
Hill Education.

Reference Books

1. Belch, G. E., Belch, M. A. (2020). Loose leaf of Advertising and promotion. McGraw-
Hill Education

2. Bhupathi, M. M. (2016). Integrated Marketing Communications. In Strategic
Marketing Management in Asia: Case Studies and Lessons across Industries (pp. 425-
445). Emerald Group Publishing Limited.

3. Dutta, K. (2016). Integrated marketing communications. Oxford Higher Education

4. Thomas O'Guinn, Chris Allen, Richard Semenik (2014). Advertising and Integrated
Brand Promotion 7th edition, Cengage Learning, Stamford USA



SALES AND DISTRIBUTION MANAGEMENT (MBA-225)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

The prime objective is to teach the students the basics and fundamentals of selling in order to
makethe student adopt the habit of selling. This course will also make the students understand
that distribution activity in itself is an entire industry and will teach them the power of
distribution network.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-I
Meaning and Functions: Nature, scope and objectives of sales management, theories of
selling, functions of sales manager, selling operations— case studies.

Unit-11

Sales Force Management: Personal selling, salesmanship, sales forecasting, determination of
sizeof sales force, sales organization: recruitment and conducting sales training programmes.
Designing and administering compensation plan, motivating and supervising sales personnel,
sales meetings and contests, direct marketing, sales display and sales promotion — case studies.

Unit-111
Sales Volume and Territory Management: Designing territories and allocating sales efforts,

salesquota, sales evaluation programme, sales budgeting and control, International Sales
management
— case studies.

Unit-1vV
Distribution Management: Distribution Channel Management- an introduction, Designing
customer-oriented marketing channels, logistics management warehousing, transportation,

inventory, communication, managing channel member behaviour — Case studies.



Unit-V

Managing Marketing Intermediaries: Introduction, Wholesaler, Intermediaries, Merchant
Wholesalers, Sole Distributors, Supermarkets, Retail Outlets, Department Stores, Channel
design Case studies.

Course Outcome:

After the completion of the course the students will adapt the art of selling an ethical product
in an competitive market. This will also give them the motivation to adapt selling as a
rewarding career.They will learn the managerial skill of implementation of quota and territory
designing techniquesto real life.

ReferencesText Books

1. Gupta, S. L. (2020). Sales and Distribution Management. Excel Books India..
2. Panda, T.K., Sahdev, S. (2019) Sales and Distribution Management. . Oxford
Higher Education

Reference Books

1. Havaldar (2017). Sales & Distribution Mgmt - Text & Cases, Tata McGraw Hill
Still, R.R., Govoni, A. P., Cundiff , E. W., Puri, S., (2016). Sales and Distribution
Management, 6™ Edution, Prentice-Hall

3. Sales, M. I. S. I. (2017). Sales & Distribution Management.

4. Agnihotri, R. (2018). Ramendra Singh: sales and distribution management: a
practice-based approach.

5. Lancaster, G., & Massingham, L. (2017). Sales management. In Essentials of Marketing
Management (pp. 243-269). Routledge.



PRODUCT AND BRAND MANAGEMENT (MBA-235)

Total: 100

Theory: 50
L-T-P Sessionals: 50
3- 1-0 Time: 3 hrs

(Credits-3.5)

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Course Objective: Identify the critical information needed to develop a product and brand
strategy that generates both quick-wins and long-term value. The course will provide insights
into how profitable brand strategies can be created by building, measuring and managing brand
equity. This course will provide appropriate theories, models and other tools on which to make
better product and branding decisions.

Unit-1

Product planning and Management: Product Concepts and levels, product line and product mix
decisions, product life cycle and marketing strategy implications. New Product Development
Process: Developing product strategy, financial analysis of product management— case studies.

Unit-11

Fundamentals of Brand: Introduction, elements, importance, types and basic branding concepts-
brand awareness, brand personality, brand image, brand identity, brand loyalty,

brand equity, product versus corporate branding— case studies.

Unit-111

Major branding decisions: selecting a brand name, brand extension decision, Handling brand
name changes, family versus individual brand names, multiple branding, private versus national
branding— case studies.

Unit-1vV

Brand positioning and repositioning: brand building and communication. Brand equity: sources &
benefits, designing marketing programme to built brand equity, measurement of brand equity —
case studies.

Unit-V
Strategic brand management process, Brand visioning, ageing and revitalization of brands



Outcome of the course:

As a result of studying this course, students will have better understanding of building and
maintaining strong and powerful brands, one of the most valuable asset a company can have today.
Through this course, students will have relevant skills and abilities needed to have competitive
advantage within the corporate world.

References:
Text Book

1. Kevin Lane Keller (2020) Strategic brand management: Building, measuring, and
managing brand equity(5e). Pearson Education India.

Reference Books

1. Michael Beverland (2018) Brand Management: Co-creating Meaningful Brands.
SAGE Publications Ltd

2. Kapferer, J. N. (2012). The New Strategic Brand Management: Advanced Insights and
Strategic Thinking (New Strategic Brand Management: Creating & Sustaining Brand
Equity). Kogan page publishers.

3. Keller, K.L., & Swaminathan, V. (2019). Strategic Brand Management: Building,
Measuring and Managing Brand Equity (5th Ed.). Prentice Hall



CONSUMER BEHAVIOR (MBA-245)

Total: 100

Theory: 50
L-T-P Sessionals: 50
3- 1-0 Time: 3 hrs

(Credits-3.5)

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Course Objective:

The objective is to gain an understanding of the theoretical and conceptual concepts of buyer
behavior and apply them to real life marketing situations and practices. This course will help
students to become familiar with consumer behavior models of decision-making, taking a closer
look at how consumers process information, develop preferences and make choices and how
different marketing tactics are used by business/organizations to influence consumers.

Unit-1
Origin and Meaning of Consumer Behaviour- Process and Strategic applications of Consumer
Behaviour, Consumer Research and Market Segmentation — Case studies.

Unit-11
Meaning and Definition of Consumer Adoption Process, Stages, Factors affecting consumer
adoption, Role of behavioral intention in consumer adoption, Consumer Involvement, Personality
and Consumer Behaviour, Consumer Perception and its formation, Consumer imagery- Case
studies.

unit-111
Consumer learning- Learning theories, Theories of Consumer Attitude formation and Change

Changing Attitude — Theory of Reasoned action, Theory of Planned behavior, Behavior
reasoning theory, Consumer values, Communication and Consumer Behaviour— Case Studies.

Unit-1V

Consumer Groups, Interpersonal Communication and influence, Opinion Leadership Reference
groups influence on Consumers, Family influence, Influence of Culture and Social class on
Consumer behaviour — Case Studies.

Unit-V

Consumer Behaviour Models, Consumer decision making in the 21% Century, Diffusion of
Innovation, Technology acceptance model, Unified theory of acceptance and use of technology
model, Analyzing Rural consumers behaviors in present day environment (through
studies), Emerging Concepts in Consumer Behaviour — Case Studies.



Outcome of the course:

At the end of the course, the student will have an understanding of the behavior of the buyer in
the marketplace. The course will help the students take a holistic view of the buyer, which will
help them with knowledge of vario

us models and framework in understanding buyer’s behavior and align the knowledge with

formulation of appropriate marketing strategies.
References Textbooks
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EMERGING CONCEPTS IN MARKETING-II (MBA-256)

Total: 100
Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

Marketing is constantly evolving. It can be hard to keep up with ongoing changes. With the
help of this course student will learn latest marketing concept like Political Marketing, Rural
Marketingand industrial marketing.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-1

Concepts and Components of Rural Markets, Classification of Rural Markets, Rural versus
Urban Markets, Rural Marketing Environment, Rural Consumer Behavior — Characteristics of
Rural Consumer, Researching Rural Market — Case studies.

Unit-11

Nature of Industrial Marketing- Meaning, Industrial v/s Consumer Marketing, Original
Equipment Marketing, Understanding Industrial Markets- Types of Industrial customers,
Classification of Industrial products and services, Marketing Implications for Industrial
products and services, Industrial segmenting, Targeting and Positioning, analysis of Buyer
Seller Relationships inIndustrial markets — case studies.

Unit-111

Political marketing — Origin, Concept, Scope; Political marketing strategy, Political marketing
consumers; Political branding —Political and democratic issues; Internal marketing, Campaign
designing, Political marketing internationally, Role of Digital Marketing & social media in
political marketing — Case studies

Unit-1vV

Concept and Importance of International Marketing, Strategies for Domestic and International
marketing, Factors influencing Export Marketing, Logistics in Export Marketing, Export
Pricing Strategies, Exports Documentation and Procedure.



Unit-V

Contemporary Marketing Modes- Content Marketing, Guerrilla Marketing, Word-to-mouth
Marketing, Surrogate Marketing, Umbrella Marketing, Event Marketing, Ambush Marketing,
Reverse Marketing- Case Studies.

Course Outcome:

After completing this course the students will learn and understand different tools, techniquesand
methods in political, rural and industrial marketing

References Text Books

1. Pradeep, K., (2016). The Rural Marketing 3" Edition. Pearson Education.

2. Lees-Marshment, J., Conley, B., (2019). Political marketing: principles and
applications. Routledge.

3. Chakrabaorty, D., Dhara, S.K., (2021), Rural Marketing in India, Text ad Cases,
Atlantic.

4. Phadtare, M. T. (2018). Industrial marketing. PHI Learning Pvt. Ltd..

Reference Books

1. Wright, R. (2004). Business-to-business marketing: a step-by-step guide.
Pearson Education.

2. Robert P. Ormrod, Stephan C. Henneberg & Nicholas J. O'Shaughnessy (2013).
Political marketing: Theory and Concepts. Sage Publication.

3. Ellis, N. (2010). Business to business marketing: Relationships, networks and
strategies. Oxford University Press.
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LABOUR LAWS (MBA- 211)

Total: 100

Theory: 50
L-T Sessional: 50
3-1 Time: 3hrs

(Credit-3.5)
Course bjective:

This course is offered as a human resource management elective in the second year. This
paper aims to help the students understand the legal aspects of human resources in the
organisation which governs employment relationships. The paper will develop an awareness
amongst students about the various acts and existing legislative provisions related to wages,
health, safety, compensation, settlement of disputes, bonuses, provident funds and many
more required for the smooth functioning of an organisation.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these, one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

UNIT-I
Laws Related to Working Hours, Conditions of Services and Employment-The Factories

Act, 1948; the Mines Act, 1952; the Contract Labour (Regulation and Abolition) Act,
1970

UNIT-II
Laws Related to Industrial Relations-The Trade Union Act, 1926, The Industrial Disputes

Act, 1947. The Industrial Employment (Standing Orders) Act, 1946; The Shops and
Establishments Act, 1948.

UNIT-II
Laws Related to Wages-The Payment of Wages Act, 1936 & The Payment of Wages

(Amendment) Act,2001. The Minimum Wages Act, 1948: The Payment of Bonus Act,
1965.



UNIT-IV

Law Related to Equality and Empowerment of Women, Deprived and Disadvantaged
Sections of Society-The Maternity Benefit Act, 1961, The Equal Remuneration Act 1976,
The Child Labour (Prohibition and Regulation) Act, 1986.

UNIT-V
Laws related to Social Security-The Employee's State Insurance Act, 1948; The

Unorganized Worker's Social Security Act, 2008. The Workmen Compensation Act, 1923;
Employees’ Provident Funds and Miscellaneous Provisions Act, 1952; Payment of
Gratuity Act, 1972.

Course Outcome:

Upon completing the course, students will possess awareness of the employer's obligations
under statutes and the rights bestowed upon employees/workers by the Acts. They will also
comprehend the powers of the government/authorities under the Acts and the potential
consequences of noncompliance with the statutes. Furthermore, students will be able to apply
their understanding of fundamental principles to navigate labor-related issues effectively and
prevent conflicts. Importantly, students will demonstrate knowledge of labor laws designed to
safeguard minimum labor standards, improve working conditions, provide social security
benefits, and enhance the general welfare of workers.

References

Text Books

1. Kapoor, N. D. (2020). Elements of Mercantile Law (38th ed.). Sultan Chand & Sons.

2. Malik, P. L., & Malik, S. (2013). PL Malik's Handbook of Labour and Industrial
Law. Eastern Book Company.

3. Padhi, P. K. (2010). Labour and Industrial Laws. Prentice Hall of India.

Reference Books
1. Venkataratnam, C. S. (2009). Industrial Relations. Oxford University Press.
2. Mamoria, C., Mamoria, S., & Gankar, S. (2009). Dynamics of IR. HPH.

3. Sinha, P. R. N., et al. (2009). Industrial Relations, Trade Unions, and
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Labour Laws. Tata McGraw Hill Publishing India.



ORGANISATIONAL CHANGE AND DEVELOPMENT (MBA- 221)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3hrs

(Credit-3.5)

Course Objective:

An elective course of human resource management in the second year introduces students to
the social science techniques and change interventions used to improve organizational
effectiveness and also to enhance the personal development of individuals. It focuses on the
philosophy, history, and evolving approaches associated with organizational change and
development, with a special focus on initiating and managing change. This paper also
introduces methods which are commonly used to identify organizational problems,
understand the underlying causes for these problems, collect information and data about the
causes or problems, and present diagnostic results.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks

Unit-1

Organisational Change- Concept, Forces for Change, Types of Change in Organisations.
Process, Resistance to Change, Overcoming Resistance to Change, choosing strategies for
Change, Change management communication plan, and change management training and

Support.

Unit-11
Introduction and Foundations of Organisational Development-Concept, Scope, Definition and
Important Characteristics of OD, Role of OD Practitioner, Values, Beliefs and Assumptions

Underlying the field of OD. System Theory, Parallel Learning Structure.

Unit-111

Theories of planned change: lewin’s change model, action research model, the positive
comparisons of change model approaches/models of diagnosis: 7 s framework, adkar
framework, force field analysis, change readiness assessment.



Unit-1vV

OD Interventions-overview, Team Building Interventions and their Rationales; Intergroup
team building and the Organization Mirror Intervention; Strategic change interventions
(Transformational change, organization design, Integrated strategic change, culture change);
Role of Work-Life Center to deal with changes in personal and family life.

Unit-V

Organization Development for Economic, Ecological, and Social Outcomes, Sustainable
management organizations (Design guidelines, Application stages), Global Social Change,
and Trends within organizational development.

Course Outcome:

Upon completing the course, students will demonstrate their comprehension by effectively
explaining organizational change processes. They will also acquire knowledge and skills in
various approaches and strategies for managing organizational change. Furthermore, students
will significantly enhance their ability to synthesize, articulate, and share information and
knowledge regarding organizational change through engaging in dialogue and constructive
critique with others.

References Text Books

1. Cummings, T. G., & Worley, C. G. (2015). Organizational Development and Change
(10th ed.). Cengage Publication.

2. French, W. L., Bell, C. H., & Vohra, N. (2017). Organization Development (16th ed.).
Pearson India Education Services Pvt. Ltd.

Reference Books

1. Jones, G. R., & Mathew, M. (2022). Organisational Theory, Design and Change
(7™ ed.). Pearson India.



MANAGEMENT OF TRAINING AND DEVELOPMENT (MBA-231)

Total: 100
Theory: 50
L-T Sessionals: 50
3-1 Time: 3hrs

(Credits-3.5)

Course Objective:

This course aims to cover the essential concepts in training and development to provide a
sound foundation for understanding the key issues and to provide an in-depth understanding
of the role of training in human resource development. This course enables the
manage training processes and systems for developing the organizations; Human Resource.
This course will help the students to gain an understanding of management development and
evaluation of training programmes.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these, one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

UNIT-I
Introduction: Training concept, types, need, principles - Training and Development-

Training Process - an overview. Role and responsibilities of the training manager. Training
and Development in India. Training Needs Analysis (TNA): The Process, Approaches,
Scope of TNA, and Organizational Analysis: Training Process Design, Output of TNA.

UNIT-II
Training Program Designing: Considerations in Designing Effective Training Programs:

Selecting and Preparing the Training Site, Selecting Trainers& Trainees, Learning
Environment, Pre-training Communication, Facilitation of Training with Focus on Trainee
(Motivation of Trainee, Reinforcement, Goal setting) Methods /Techniques: Training
Climate and Pedagogy -Different training methods and techniques.

UNIT-I11
Evaluation: Evaluation of Training Programmes - Need, Principles, Criteria, Levels, and

Types & Methods/Techniques of evaluation- Traditional and modern methods, Transfer of
Training: Strategies for effective training transfer.



UNIT-IV
Management Development: Need, Importance, Process, Methods/Techniques, Evaluation of

Management Development Programs. Mentoring and Coaching: Concept, Need, Importance
and Styles, T & D during the time of Crisis (COVID-19), Calculating the Training Return
on Investment.

UNIT-V
Contemporary Approaches/Issues in Training & Development: E-Learning & Use of

Technology in Training, Future Issues in Training & Development: New Technologies,
Virtual Work Arrangement, Multiple Delivery Methods, Outsourcing Training, Future
Trends in Trainers' Skills and Competencies.

Course Outcome
Upon completion of this course, students will demonstrate comprehension of the significance

of training and development for both the organization and employees. Additionally, they will
acquire knowledge about contemporary approaches and issues in the field of training and
development.

References Text Books
1. Uppal, N. (2023). Training and Development. Pearson Publication.
2. Noe, R., & Kodwani, A. (2018). Employee Training and Development (7th ed.).
McGraw Hill Education, New Delhi.
3. Varkkey, B., & Dessler, G. (2021). Human Resource Management (16th ed.).
Pearson India.

References Books

1. Blanchard, P. N., Thacker, J. W., & Ram, K. (2015). Effective Training Systems,
Strategies and Practices (5th ed.). Pearson Publication.



PERFORMANCE MANAGEMENT (MBA-251)

Total: 100
L-T-P Theory: 50
3- 1-0 Sessionals: 50
(Credit-3.5) Time: 3 hrs

Course Objective:

This course observes the significance of an efficient performance management system in
helping organizations describe and attain short and long-term aims. It gives detail and
strengthens the idea that performance management is not a one-time managerial event but an
in-progress process of planning, assisting, measuring and improving individual and
organizational performance. In addition, the course highlights the importance of evaluating
the usefulness of human resource activities intended to augment individual and organizational
performance.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt
the compulsory one and any other four questions. All questions shall carry equal marks.

UNIT-I

Introduction to Performance Management- Concept, aims and role of the performance
management system, contribution, challenges of performance management, theoretical
foundations of performance management.

UNIT-II

Overview of Performance Management Process- Performance management process:
prerequisites; performance planning, execution, performance assessment, performance review
and performance renewal and reconstructing.

UNIT-I

Performance Management and Strategic Planning-definition and objective of strategic planning,
the process of linking performance management to the strategic plan: strategic planning,
developing strategic plans at the unit level, job descriptions, individual and team performance



Unit-1V

Implementation- defining performance and choosing measurement approach: determinants of
performance, performance dimensions and approaches to measuring performance; measuring
results and behaviours: systems of measuring results and behaviour; gathering performance
information: criteria of determining performance; implementing a performance management
system. Performance management skills; measuring performance during the crisis (covid-19).

Unit-V

Key issues-reward-based performance management; team-based performance management and
leadership-based performance management-concepts, significance, interventions and drivers;
role and challenges of hr professionals in performance management; legal issues and ethics in
performance management.

Course Outcome:
Upon successful completion of this course, students will reliably demonstrate the ability to apply

their knowledge by devising a performance management procedure for an organization that is
compliant with the law and supports the organizational mission and goals. They will also be able
to critically evaluate and differentiate between different organizational performance
management programs, identifying the most effective practices. Additionally, students will be
able to comprehend and describe the essential qualities of effective performance management
systems.

ReferenceText Books

1. Saks, A. M., & Haccoun, R. R. (2020). Managing Performance through Training
and Development (6th ed.). Cengage Publication.

2. Bhattacharyya, D. K. (2011). Performance Management, Systems and Strategies (1st
ed.). New Delhi: Pearson.

Reference Books
1. Buckingham, M., et al. (2023). HBR's 10 Must Reads on Performance Management.
Harvard Business Publishing.



EMOTIONAL INTELLIGENCE AND WELL-BEING (MBA-271)

Total: 100
L-T Theory: 50
3-1 Sessionals: 50
(Credit-3.5) Time: 3hrs

Course Description

This course focuses on developing emotional intelligence (EI) for workplace excellence. Students
will learn to foster positive work environments, enhance employee well-being and happiness, and
build resilient, high-performing teams. By mastering EI, students will cultivate emotional
resilience, identify signs of distress, and promote a culture of well-being and organizational success
through emotional and social intelligence.

Course Objective

On successful completion of the course, participants should be able to:
e To understand the significance of EIl at the workplace and learn how to improve and apply
Emotional intelligence at work
e To identify benefits of developing and leveraging EI in the workplace for the employee and
the organization; training initiatives used to support the development and use of employee EI.
e To comprehend the importance of emotional intelligence (EI), emotional and social
intelligence (ESI), and EI resilience in enhancing well-being and happiness in the workplace.

Teaching Pedagogy
Application-based exercises, individual and group assignments, research articles, and case studies
will supplement classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit one-I [Introduction to Emotional Intelligence]
Emotions: Meaning and Significance of Emotions, Consequences of Emotions

Emotional Intelligence (EI): Introduction to Emotional Intelligence, Why EQ Matters More than
1Q? Difference between EI and Emotional Social Intelligence (ESI), Significance of ESI, Roles of
Emotional Quotient (EQ) in the workplace, Application of Affective Event Theory, Reflection on
Self-Assessments.

Unit-I1 [Knowing Emotions]

Becoming aware of your emotions, how emotions work, being sensitive to yourself and others,
using emotion regulation techniques, and developing EI abilities and competencies.



Unit—111 [How Emotional Intelligence You Are?]

El Test, improve your El, How Developing EI will impact on all areas of life, Workforce Diversity
and EI in the Workplace, EI & Leadership Emotional Labor, Emotional Dissonance.

Unit-1V [Managing and regulating emotions]

Self-management, relationship management (self & Others), State of emotional mastery, Managing
Other People’s Emotions, Relationship Building at Work, Concept of Emotional resilience and its
significance.

Unit-V [Well-being & Happiness at the Workplace]

Defining well-being, EI resilience, mental health and well-being, how working environment and
management approaches affect well-being and EI resilience, HR responsibility and influence on
well-being, Practical exercises and techniques to support well-being.

Happiness at the Workplace: Meaning and Significance of Happiness, Happiness at both personal
and professional levels.

Course Outcome:

Upon completion of this course, students will be able to:

e Develop a strong foundation in emotional intelligence (EI) and emotional social intelligence
(ESD).

o Effectively manage personal emotions and build strong interpersonal relationships.

e Apply El to enhance leadership, decision-making, and teamwork.

e Create positive and supportive work environments that prioritize employee well-being and
happiness.

Video
1. Daniel Goleman Introduces Emotional Intelligence | Big Think (youtube.com)
2. Emotion Regulation with James J. Gross, PhD (youtube.com)

3. 6 Steps to Improve Your Emotional Intelligence | Ramona Hacker | TEDXTUM
(youtube.com)

4. How Emotional Intelligence Makes Leaders More Impactful | Gemma Garcia Godall |
TEDXIESE Barcelona (youtube.com)

5. How to increase your happiness (youtube.com)

Reading

1. Clark, J. M., & Polesello, D. (2017). Emotional and Cultural Intelligence in Diverse
Workplaces: Getting Out of the Box. Industrial & Commercial Training, 49(7/8), 337-

349. doi:10.1108/1CT-06-2017-0040.

2. Cherniss, C., Grimm, L., & Liautaud, J. P. (2010). Process-designed training: A new approach
for helping leaders develop emotional and social competence. Journal of Management
Development, 29, 413-431.

Reference Text Book

1. Daniel Goleman (1998) Working with Emotional Intelligence. Bloomsbury India.
2. Daniel Goleman (1997) Emotional Intelligence: Why It Can Matter More Than IQ.
Bloomsbury India.

3. David R. Caruso, Peter Salovey (2004). The Emotionally Intelligent Manager. John Wiley
& Sons


https://www.youtube.com/watch?v=Y7m9eNoB3NU
https://www.youtube.com/watch?v=Yd6hR1qCfSM&t=150s
https://www.youtube.com/watch?v=D6_J7FfgWVc
https://www.youtube.com/watch?v=D6_J7FfgWVc
https://www.youtube.com/watch?v=75obHtjUsG8
https://www.youtube.com/watch?v=75obHtjUsG8
https://www.youtube.com/watch?v=75obHtjUsG8
https://www.youtube.com/watch?v=m4Ics03xzUQ
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STRATEGIC MANAGEMENT (MBA-202)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)
Course Objective:

The course will help understand strategic management's nature and competitive and institutional
context. It will also try to appreciate the strengths and limitations of strategic analysis and how it
fits into the overall strategy process. Further, it will help to master a range of methods and
techniques of strategic analysis and have a clear appreciation of their theoretical and
empiricalfoundations, range of applicability, qualifications and limitations.

Pedagogy
Application-based exercises, individual and group assignments, Case-studies will
supplement classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt
the compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Strategic management — a concept as a field of study, Stages of Strategic Management; Vision —
Mission statements, External Opportunities and threats, Linking Strategic Management with
Ethics and Social Responsibility, Strategic Management models, why some firms do no
strategic planning.

Unit-11
Environmental factors — Global Environment for MNCs — Industry Analysis: Porter’s Five
Forces Model — Assessment of Organization’s Resources and Capabilities — Internal

Resources and
Capabilities — Core Competencies — Value Chain Analysis.

Unit-111

Alternative Grand Strategies: Stability, Growth, Retrenchment, means for achieving strategies -
Cooperation among Competitors, Joint Venture and Partnering, Mergers Acquisitions —
Strategic Alliance — Strategy and Competitive Advantage. Process of Strategic Choice —
Different Tools and Techniques in Strategy Formulation- Role of Board of Directors: Corporate
Governance.



Unit-1vV

Important Issues in Implementation — Resource Allocation, Leadership Implementation — Structural
Consideration: Structure and Strategy, Organizational Design. Functional Strategies: Marketing,
Human Resources, Production, R&D, Technology, Finance/Accounts. Strategy Evaluation
Framework — Criteria for Strategy Evaluation — Measuring and Monitoring Performance: The
Balanced Scorecard approach.

Unit-V
Role of Technology in Implementing the Strategy, Twenty-First-Century Challenges in strategic
management, Recent Trends and Ethical Issues in Strategic Management.

Course Outcome:

Upon successfully completing this course, students will have the ability to recognize and showcase
the key components of the strategic management process. They will also understand how to apply this
process in organizations to enhance value propositions for all stakeholders. Furthermore, students will
demonstrate effective communication skills by effectively conveying change management strategies
to different audiences in various forums, ensuring accuracy, clarity, specificity, and professionalism.

References Text Books

1. Thompson, A., Peteraf, M., Gamble, J., & Strickland, A. (2023). Crafting and Executing
Strategy (22nd Edition). McGraw Hill.
2. Wheelen, T. L., Hunger, J. D., Hoffman, A. N., Bamford, C. E., & Kansal, P. (2018). Strategic
Management and Business Policy: Globalization, Innovation and Sustainability (15th Edition).
Pearson.

Reference Books

1. Rothaermel, F. T. (2021). Strategic Management (4th Edition). McGraw Hill.



PROJECT (MBA-206)

L-T-P Total Marks : 100
Credits- 6.0

Course Objectives:

The Course aims to provide students with an opportunity to apply management theories, research

methods, and analytical tools to real-world business problems. The course enhances critical thinking,

problem-solving, decision-making, and professional communication skills through independent research

and project execution.

Course Description:

Students are expected to identify a contemporary real-world problem and apply the knowledge and skills
acquired during the programme to develop suitable solutions. The suitability and relevance of the
selected project topic will be assessed and approved by the supervising faculty member assigned to the
student. The evaluation process shall be conducted in accordance with the guidelines prescribed for
MBA Project evaluation. Students must also submit a plagiarism report confirming that the similarity
index does not exceed 15%, and 20% for Al detection. The MBA Project work shall carry a total of 100
marks, distributed according to the various weightages.

The mid-term review and end-semester viva-voce examination shall be conducted by a committee

constituted by the Head of the Department.

Course Outcome:

After completion of the Major Project Course, the students will be able to:

1. Identify and formulate a relevant business problem/opportunity by applying appropriate management
concepts, theories, and analytical frameworks.

2. Analyze and evaluate organizational, financial, marketing, human resource, or operational data using
suitable research methodologies and statistical tools for managerial decision-making.

3. Design and develop feasible, innovative, and sustainable business solutions or strategic
recommendations to address real-world managerial challenges.

4. Apply critical thinking and problem-solving skills to interpret research findings and derive
meaningful managerial implications in dynamic business environments.

5. Demonstrate effective communication and professional presentation skills through preparation of
structured project reports and oral presentations using appropriate academic and managerial standards.

6. Integrate ethical, social, technological, and managerial perspectives while executing independent and

collaborative research projects for organizational and societal benefit.
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BUSINESS & CORPORATE LAW (MBA-208)

Total: 100

Theory: 50
L-T-P Sessionals: 50
3-1-0 Time: 3 hrs

(Credits-3.5)

COURSE OBJECTIVE:
The course is designed to provide an understanding of legal processes involved in management of an
organization. The main focus is on understanding basic laws affecting the operation of a Business

Enterprise

Note for the Paper Setter: The number of questions to be set will be six, at least one from each unit. Out
of these one question will be compulsory. The examinee will be required to attempt the compulsory one

and any other four questions. All questions shall carry equal marks.

Unit 1
Contract Act and Sales of Goods Act.

Unit 2
Company Act: Memorandum of Association, Article of Association, and Comparative Provisions related

to Public and Private limited Companies, Board Meetings.

Unit 3
Negotiable Instrument Act and Intellectual Property Rights (Patent, Trademark and Copy Right).

Unit 4
Cyber Law and Competition Act.

Unit-5
Goods and Services Tax (GST)- Applicability, Registration, Return and Penalties, Tax Incentives for
Export Business.

Course Outcome:

After completing this course, the students will have an understanding of various aspects and dynamics of
legislation that affect any business.



References:

1.

Tulsian P.C. (2014) Business Law, McGraw Hill.

Reference Books

ok~ owd e

Kapoor, N. D. (2011) Handbook of Industrial Law, S.Chand.

Gonga, P. P. S. (2016). A Text book of Company law. S. Chand.

Pathak, Akhileshwar(2017) Legal Aspects of Business 5/e, McGraw Hill Education
Singhania(2008), Direct Taxes Ready Reckoner, Taxmann Publications Pvt. Ltd.

Sen, A. K. &Mitra, J. K. (2013) Commercial Law (including Company Law) and Industrial
Law, World Press Pvt Ltd.

Mitra, S.D. & Choudhary T. G. (2017), Mitra'sLegal and Commercial Dictionary, Eastern
Law House.

Taxmann (2018), GST Manual with GST Law Guide (7th Edition 2018).
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INTERNATIONAL FINANCIAL MANAGEMENT (MBA-214)

Total: 100
L-T Theory: 50
3-1 Sessionals: 50
(3.5 Credits) Time: 3hrs

Course Objective:

The paper aims to provide students with a comprehensive understanding of the international
financial system and the operational dynamics of multinational corporations.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

UNIT - |

Overview of Global Market and Risk: Environment of International Financial Management,
functions of international financial management, International monetary system.

Foreign exchange markets, exchange rates, exchange rate theories — Interest parity,
Purchasing Power Parity (PPP), interest rate and inflation rate Fischer Effect, Balance of
Payments theory, Stable and flexible exchange rate, International fisher effect.

UNIT - 11
Exposure and Risk Management: Concept of exposure and risk. Types of exposure —
transaction, transnational and economic exposure. Measurement of transaction exposure.
Managingtransaction exposure. Hedging Strategies. Benefits of international equity and bond
investing. International capital asset pricing model (ICAPM), The national FDI policy
framework.

UNIT -1l

International Capital Budgeting: Basic framework for analysis, Issues and strategic in
international capital budgeting, The adjusted present value approach (APV). Financial risk and
cost of capital, Exchange risk and cost of capital, Political risk and cost of capital, Impact of
hedging on cost of capital. Tax consideration — Branch vs. subsidiary, withholding tax,
Foreign sales corporations, Benefits for Holding-Subsidiary in tax havens.

UNIT - IV

International Working Capital Management: International cash management: The cash
positioning decision, Advantages and disadvantages of centralized cash management,
Multilateral netting, Intra corporate transfer of funds, Transfer pricing, problems of
international cash management. International Receivables management: Domestic v/s
International receivables management, Letter of credit, International factoring & Accounts
receivables. International inventory management: Advance inventory purchases, Stockpiling.



UNIT -V

International Financing Decisions: Euro-money and Euro bond Markets. Size of the Euro
currency market, Growth of Euro Dollar market, Instruments and rate of Euro Currency
Markets, Creation of Euro deposits, Syndicated Euro currency loan Market. International
Bond Markets, Multi-currency bonds and their types. Rationale for multi currency bonds.
International Equity markets: Foreign equity market and their comparative performance.
Recent developments and innovations in international capital markets. Recent developments
in the Euro bond market.

Course Outcome:

By the end of the course, the students should be able to understand international capital and
foreign exchange market, identify risk relating to exchange rate fluctuations and develop
strategies to deal with them, identify and appraise investment opportunities in the international
environment, develop strategies to deal with other types of country risks associated with
foreign operations and express well considered opinion on issues relating to international
financial management.

References Text Book

1. Apte, P. G. (2020). International Financial Management. Tata McGraw-Hill Pub.
2. Sharan, V. (2012). International Financial Management. PHI Learning private Limited.
3. Eun, C. S., & Resnick, B. G. (2017). International Financial Management. McGraw-Hiill.

Reference Book

1. Click, R. W., & Coval, J. D. (2002). The theory and practice of International
Financial Management. Prentice Hall.

2. Shapiro, A. C. (2004). Foundations of Multinational Financial Management. Wiley.

3. Levi, M. D. (2005). International finance. Routledge.



WORKING CAPITAL MANAGEMENT (MBA 224)

Total: 100
L-T Theory: 50
3-1 Sessionals: 50
(3.5 Credits) Time: 3hrs

Course Objective:

The objective of the course is to acquaint the students with the significance of working capital
and the techniques utilized for effective working capital management.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-1

Conceptual Framework- Tradeoff between liquidity and profitability, Operating Environment
of Working Capital, Determinants of working capital, Determination of Working Capital,
Theories and Approach.

Unit-11

Receivable Management- Determining the Appropriate receivable Policy, Marginal Analysis,
Credit Analysis and Decision, Heuristic Approach, Discriminant Analysis, Sequential
Decision Analysis. Inventory Management Kinds of Inventories, Benefits and Costs of
Holding Inventories, Inventory management and Valuation, Inventory Control Models.

Unit-111

Management of Cash- Motives for Holding Cash and marketable securities; Cash System
Managing the Cash Flows, Types Collection Systems, Cash Concentration Strategies
Disbursement Tools, Investment in marketable Securities, Forecasting Cash Flows; Managing
Corporate Liquidity and Financial Flexibility; Measures of Liquidity, Determining the
Optimum Level of Cash Balances — Baumol Mode, Beranek Model, Miller-Orr Model, Stone
Model

Unit-1V
Bank Credit- Basic Principles and Practices, Bank Credit — Methods of Assessment and
Appraisal, Other Sources of Short Term Finance

Unit-V
Payables Management, Short-Term International Financial Transactions, Integrating Working
Capital and Capital Investment Process, Emerging Trends in Working Capital



Course Outcome:

By the end of the course, the students should be able to evaluate comparative working capital
management policies and their impact on the firm's profitability, liquidity, risk and operating
flexibility, evaluate the importance of effective working capital management and its
role in

meeting the firm's strategic objectives and its impact in value creation, investigate funds flow
cycles and their impact on working capital management objectives, apply corporate cash
management, accounts receivable management, bank relations, and inventory management
techniques to maximize the share holders' value and write a plan for a balanced integration of
cash, credit and other short-term funding and policies.

References Text Book

Khan, M. Y. (2019). Indian financial system (11th ed.). Tata McGraw-Hill.

Bhalla, V. K. (2014). Working Capital Management Text and Cases. Anmol Publications.
Bhattacharya, H. (2014). Working Capital Management . PHI Learning.

Rustagi, R. P. (2021). Working Capital Management. TAXMANN.
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Reference Book
1. Baker, H. K., Filbeck, G., & Barkley, T. (2023). Working Capital Management:
Concepts and Strategies. World Scientific.



DERIVATIVES MANAGEMENT (MBA-234)

Total: 100
L-T Theory: 50
3-1 Sessionals: 50
(3.5 Credits) Time: 3Hours

Course Objective:

The course seeks to facilitate a comprehensive understanding of derivatives and introduce the
analytics involved in derivative valuation and application of derivatives in formulating basic
corporate financial management strategies.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-I

Introduction: Derivatives —Definition -Types — Forward Contracts — Futures Contracts —
Options

- Swaps — Differences between Cash and Future Markets — Types of Traders — OTC and
Exchange Traded Securities — Types of Settlement — Uses and Advantages of Derivatives —
Risk in Derivatives — Cases.

Unit-1I

Futures Contract: Specifications of Futures Contract — Margin Requirements — Marking to
Market

— Hedging using Futures — Types of Futures Contracts — Securities, Stock Index Futures,
Currencies and Commodities — Delivery Options — Relationship between Futures Prices,
Forward Prices and Future Spot Prices.

Unit-111

Options: Definition — Exchange Traded Options, OTC Options — Specifications of Options —
Call and Put Options - American and European Options — Intrinsic Value and Time Value of
Options

— Option payoff options on Securities, Stock Indices, Currencies and Futures —Options pricing
models — Differences between future and Options contracts.

Unit-1vV

SWAPS: Definition of SWAP — Interest Rate SWAP — Currency SWAP —Role of Financial
Intermediary — Warehousing — Valuation of Interest rate SWAPs and Currency SWAPS
Bonds and FRNs —Credit Risk.



Unit -V

Derivatives in India: Evolution of Derivatives Market in India — Regulations —Framework —
Exchange Trading in Derivatives — Commodity Futures — Contract Terminology and
Specifications for Stock Futures and Index futures in NSE- Contract Terminology and
Specifications for Interest Rate Derivatives.

Course Outcome:

Upon completion of this course, students should be able to understand the structural
differences among derivative instruments, understand how derivatives are traded in exchanges
and/or OTC markets, price derivative securities with different pricing models and use
Derivatives for hedging and/or speculation purposes.

References Text Book
1. Bhaskar, P. (2003). Derivatives Simplified. Sage Publishing.

2. Gupta S.L. (2017). Financial Derivatives. PHI Learning.

Reference Book
1. Hull, J. (2016). Options, Futures and other Derivative Securities. Prentice Hall.
2. Redhead, K. (1997). Financial Derivatives. PHI Learning.
3. Bouchaud, J.-P., & Potters, M. (2009). Theory of financial risk and derivative pricing:
From statistical physics to Risk Management. Cambridge University Press.



MICROFINANCE (MBA-244)

Total: 100
L-T Theory: 50
3-1 Sessionals: 50
(3.5 Credits) Time: 3Hours

Course Objective:

The course aims to acquaint the students with the significance of microfinance models and
policies, particularly focusing on their application in India.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-1
Overview of Microfinance and its Evolution-Genesis and evolution of microfinance: Definition
of micro finance - Products and Services: Lending and Saving Products.

Unit-11

Micro finance different models in India and International context- SHG Bank Linkage,
Grameen model, Banking correspondent and facilitator model, Major opportunities and
challenges of Indian microfinance sector.

Unit-111

Major policy initiatives taken by government in the area of social banking- Evolution of
concept of priority sector, regional rural banks, nationalization of commercial banks, subsidy
based credit facility, setting of NABARD, Introduction of Lead Bank scheme.

Unit-1vV
Measuring micro finance performance and impact assessment, managing the viability Legal
and regulatory issues in micro finance sector in India.

Unit_V

Operational Aspects of Micro-Finance-Commercial Banks as Micro lenders, The
Technological Base: Payment Systems and Banking Software, Building the Market for
Investing in Microfinance, Operating Costs, Risk Management.



Course Outcome:

The students would be able to apply the knowledge about various models, practices and
policies of micro-finance for the effective management of micro finance institutions
References Text Book

1. Panda, D. K. (2009). Understanding microfinance. Wiley India.
2. Srinivasan, N. (2008). Microfinance india. SAGE India.
3. 1IBF. (2008). Micro-Finance: Perspectives and Operations. Macmillan.

Reference Book

1. Armendariz, B., & Morduch, J. (2005). The economics of Microfinance. MIT.
2. Jayadev, M., & Krishna Sundar, D. (2016). Changing contours of microfinance in
India. Roultage.



COMMERCIAL BANK MANAGEMENT (MBA-254)

Total: 100
L-T Theory: 50
3-1 Sessionals: 50
(3.5 Credits) Time: 3Hours

Course Objective:

This course aims at enabling the students to comprehend and actively contribute to the strategic
operational policies and practices of commercial bank management within a competitive
environment.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-I

Indian Banking System: Evolution of Commercial banking in India, Banking Structure in
India, Appraisal of present Banking system, Banking Sector reforms, Payment and Settlement
System, emerging trends, issues and challenges in Banking System.

Unit-11
Bank Balance Sheet Structure: Accounts - Categories, Analysis, Prudential Norms, Capital
adequacy, Cost of funds, RBI guidelines for implementation of Basel |1l Capital Regulations
in India.

Unit-111

Credit Management: Credit Appraisal - Assessment of Credit Requirements, Credit Rating,
and Pricing of Loans. Loan Delivery and Monitoring of Accounts, Management of Guarantees
and other Fee based business.

Unit- IV

Management of NPAs: Prudential norms on Income Recognition, Asset Classification and
Provisioning pertaining to Advances. Legal and Non-legal Measures, Credit Risk Models and
Credit Derivatives.

Unit- V
Investment Management in Banks: Management of SLR and non-SLR securities, Asset-
Liability Management, Risk Management in Banks.



Course Outcome:

As a result of taking this course, the student should be able to critically evaluate the role of
banking in the economy, their structure, and the regulatory environment in which they operate.
They will also able to discuss the analytical foundations related to the asset-liability
management (ALM) of financial institutions, the risks involved, and the impact on the
valuation of financial institutions. After that they will able to analyze and evaluate the
management of the lending, investment and trading activities of financial institutions, the
related risks and the management of these risks. Finally they will able to understand the role

and the risks of off-balance sheet activities.

References Text Book

1. Tannan, M. L., & Chandrachud, Y. V. (2008). Banking Law and Practice Wadhwa
& Company. Wadhwa and Company Nagpur.
2. 1IBF. (2010). Advanced Bank Management. Macmillan.

3. Padmalatha, S., & Justin, P. (2020). Management of banking and financial service.
Pearson.

Reference Book

1. Koch, T. W., & MacDonald, S. S. (2009). Bank Management. South-Western
Cengage Learning.
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RETAIL MANAGEMENT (MBA-216)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3hrs

(Credits-3.5)

Course Objective:

The main objective is to make students learn the basics and fundamentals of retailing concept in
India. Toacquaintthestudentswiththeartofdesigningaretailoutletandteachthemthe  concept of
supply chain

and logistics in retailing. Il teach the implementation distribution planning and cross docking
strategy in retailing, It will provide the basic understanding of the new technology like RFID and
Big data used in retailing.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1
Introduction to Retail: Retailing definition, structure, different formats, marketing concepts in
retailing consumer purchase behavior, cultural and social group influence—Case Studies.

Unit-11
Key Marketing Factors in Retailing: Retailing Mix-Social forces, economic forces, technological
forces, competitive forces, The oriesin retailing management—Case Studies.

Unit-111

Retail Location: Retail store location- store site selection, site selection models, return on per
square feet of space; Exteriors and layout-creativity display; Merchandise Planning-stocks turns,
credit management, Retail pricing—Case Studies.

Unit-1V
Retail Promotions: Staying ahead of competition Ware housing, Franchising, Direct
marketing/Direct selling—Case Studies.

Unit-V
Major Retailing Decisions: Emerging formats- issues & options, Retail equity, Technology in
retailing, Retailing through the Internet, HRM in retailing, International retailing—Case Studies.



Course Outcome:

Upon completing this course, students will attain a comprehensive understanding of retail outlet
operations. They will recall and comprehend the intricacies of retailing, including the term
"creativity" and its significance in driving sales. Students will analyze and evaluate different
career opportunities within the retail industry, considering factors such as job prospects, financial
rewards, and personal motivation. They will apply their knowledge to generate creative solutions
and strategies in retailing, fostering innovation and maximizing sales potential. By utilizing
higher-order thinking skills, students will synthesize their understanding and demonstrate the

ability to effectively navigate the dynamic and competitive world of retail.

References Text Books

1.

2.
3.
4.

Berman, B., Evans,J.R.,& Mathur, M.(2017).Retail management: a strategic
approach, Pearson Education

Swapna, P. (2020). Retail management — 6" edition. McGraw hill publication.

Levy, M., & Barton, A. Weitz (2015). Retailing Management 8/e, Tata McGraw Hill
Vedamani G. G., (2018), Retail Beyond Detail, Sage

Reference Books

1.

2.

Fernie, J., & Sparks,L.(2014). Logistics and retail management: emerging issues and
new challenges in the retail supply chain. Kogan page publishers.
Varley, R., & Rafig, M.(2014). Principles of retailing. Palgrave Macmillan.



RELATIONSHIP MARKETING (MBA-226)

Total: 100

Theory: 50

L-T Sessionals: 50
4- 1 Time: 3hrs

(Credits-3.5)
Course Objective:

The course aims to develop a clear understanding of customer relationship management concepts
and frameworks. This will also help the students by touching upon the areas of relationship
marketing, customer behavior, customer satisfaction and loyalty. It will provide a rigorous
understanding in learning effective CRM strategies used by companies to align business process
with customer centric strategies using people, technology and knowledge.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Conceptual foundation of Relationship Marketing- Nordic school approach, Six markets model,
Relationship marketing versus Transactional marketing, Customer Relationship management,
Customer Retention and experience Management, Concept of Customer Lifetime Value— Case
Studies.

Unit-11

Customer Satisfaction- Meaning and definition of Satisfaction, Concept of consumer satisfaction,
Identification of determinants of customer satisfaction, Assessing customer satisfaction,
relationship between customer satisfaction and service quality—Case Studies.

Unit-111

ustomer Loyalty-Meaning and definition of Customer Loyalty, Customer Loyalty formation,
Customer Loyalty outcomes, Emotion quadrant model of Customer Loyalty, Customer Loyalty
Assessment-Case Studies.

Unit-1vV

Enablers of Relationship Marketing-CRM Technologies, Role of Call Centres, Enterprise
Marketing management, People factor in relationship marketing, Customer centric recruitment,
selection and development of employees, Informational technology and Relationship marketing,
Profitability and Relationship marketing—Case Studies.



Unit-V
CRM Software’s-Data Warehousing and Data Mining, Artificial Intelligence and its role in
CRM, Future of Relationship marketing and its implications on organizations—Case Studies.

Course Outcome:

Upon completion of this course, students will demonstrate a comprehensive understanding of
relationship theory and relationship economics. They will analyze these theories from both the
customer's and organization's perspectives, evaluating the dynamics of customer-organization
relationships. Students will critically assess an organization's relational strategies with diverse
stakeholder groups, employing higher-order thinking skills to analyze and evaluate their
effectiveness. They will formulate and assess strategic, operational, and tactical Customer
Relationship Management (CRM) decisions, synthesizing their knowledge to develop
effective CRM strategies. Students will gain the ability to think critically, analyze
relationships, and formulate and assess CRM decisions in real-world scenarios.

References Text Books

1. Parvatiyar, A., and Sheth, J.N. (1999). Handbook of Relationship Marketing, Sage
publications.

2. Parvatiyar, A., and Sheth, J.N. (2001). Customer relationship management: emerging
practice, process, an discipline. Journal of Economic and Social research, 3(2), 1-34.

3. Sheth, J.N., & Shainesh, G. (2021) Customer Relationship Management 1st Edition: A
strategic prespective Laxmi Publications Pvt Ltd

Reference Books

1. Godson, M. (2009). Relationship marketing. Oxford University Press.

2. Zikmund, W.G., McLeod, R., and Gilbert, F.W. (2003). Customer relationship
management: Integrating marketing strategy and information technology. Wiley.

3. Baron,S.,Conway,T.,and Warnaby, G.(2010). Relationship marketing: A consumer
experience approach. Sage Publications.

4. Biswas, S. (2011). Relationship marketing: Concepts, theories and cases. PHI Learning
Pvt.Ltd.



MARKETING OF SERVICES (MBA-236)

Total: 100

Theory: 50
L-T Sessionals: 50
5-1 Time: 3hrs

(Credits-3.5)

Course Objective:

This will make students learn the basics and fundamentals of service industry and acquaint
them with the art of pleasing a customer for satisfaction and loyalty. This will teach them the
concept of SERVQUAL and how important the concept is to the industry and why. This will
also provide the basic understanding of designing of service blueprints.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal
marks.

Unit-1

Introduction to Services Marketing: Services economy-evaluation and growth of service
sector, nature and scope of services, characteristics, classification, service market potential,
expanded marketing mix for services, service quality, introduction to gaps model — Case
Studies.

Unit-11

Focus on Customers: Assessing service-marketing opportunities, customer expectations and
perceptions of services, customer behavior specific to usage of services, service markets
segmentation, market targeting and selection — Case Studies.

Unit-111

Service Design: Levels of service product, service life cycle, new service development,
service blue print, physical evidence and service scope, competitive differentiation of services,
pricing of services- methods and specific issues — Case Studies.

Unit-1V

Service Delivery: People in service, service process-direct distribution, channel functions,
channels selection, impact of information technology, designing communications mix for
promoting services, building service customer relationships and service recovery, role of

internal marketing in service delivery — Case Studies.



Unit-V

Marketing Services for Different Industries: Formulating service marketing strategies for
health, hospitality, tourism, logistics, financial, information technology, educational,
entertainment and public utility services — Case Studies.

Course Outcome:

Upon completion of this course, students will recall and comprehend the key factors that
contribute to the rewarding nature of the service sector. Students will analyze and evaluate the
terminology used in the field of service, employing critical thinking skills to understand and
apply these concepts effectively. They will demonstrate the ability to implement quality in
services and strive for excellence in their own work, synthesizing their knowledge and skills to
deliver exceptional service experiences. Students will gain a deeper understanding, critically
analyze concepts, and apply them in their own professional practices.

References Text Books

Lovelock, C. (2016). Services Marketing, 8/e. Pearson Education India.
. Zeithaml (2011). Services Marketing — Sie, Tata McGraw-Hill Education.
3. Zeithaml, V. A,, Bitner, M. J., & Gremler, D. D. (2006). Services marketing: Integrating
customer focus across the firm. McGraw-Hill/Irwin
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Indian Experience, Macmillan Publishing Co.

2. Shanker, R. (2002). Services Marketing in Indian Perspective. Excel Books India.

3. Wilson, A., Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2012). Services
marketing: Integrating customer focus across the firm 6/e, McGraw Hill.

4. Mudie, P. & Pirrie, A. (2012). Services Marketing Management, Routledge.

5. Kapoor, T. (2011). Service Marketing: Concepts & Practices, Tata McGraw Hill.



SUPPLY CHAIN MANAGEMENT (MBA-246)

Total: 100

Theory: 50
L-T-P Sessionals: 50
3- 1-0 Time: 3 hrs

(Credits-3.5)

Note for the Paper Setter: The number of questions to be set will be Six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Course Objective:

From corporate giants to small businesses, product-manufacturing industries operating within all
verticals constantly attempt to enhance logistics and operations techniques and practices. This
course introduces the concept of supply chain management and evaluates the core fundamentals
of supply chain. Students develop the ability to conceptualize, design, and implement supply
chains aligned with product, market, and customer characteristics. With the help of this course
students develop the ability to evaluate how information flows can substitute for the stock of
physical resources, such as inventory.

Unit-I

Introduction to Logistics & Supply Chain Management, Definition, Objectives, Significance,
Decision Phase, Supply chain characteristics & Relationships. Drivers of SCM Performance,
Bullwhip effect, Demand forecasting and planning _ Case Studies

Unit-11
Inventory Management- defining, costs of keeping inventory, EOQ-Approach, ABC
Analysis, Risk & Uncertainty Models, Lead time — Case Studies

Unit-111
Facility decision, location, transportation and warehousing in supply chain management -Case
Studies

Unit-1V
Supply chain risk and performance, Global supply chain management, Role of IT in SCM,
importance of communication at each level — Case Studies

Unit-V

JIT philosophy, Quick response logistics, Defining package & packaging: importance to
customer service, unitization: importance in SCM, Role of information processing at each step,
distribution control and performance evaluation — Case Studies.



Outcome of the course:

Upon completion of this course, students will demonstrate the ability to analyze and evaluate the
design and performance of supply networks and processes in diverse business contexts. They will
recall and comprehend the key concepts and principles related to forecasting, coordination for
supply chain integration, inventory management, procurement, Just-in-Time (JIT), product and
process design, and global supply chain management. Through the application of higher-order
thinking skills, students will synthesize their knowledge and develop capabilities in these areas.
They will be able to formulate strategic decisions and operational plans for supply chain
management, critically analyze supply network performance, and propose improvements to
enhance efficiency and effectiveness. This course equips students with the skills necessary to
excel in supply chain management roles and contribute to the success of organizations in an ever-
evolving global business landscape.

References Text Book

1. Chopra, S. Meindl , P. Kalra, D. V. (2018) Supply Chain Management (7¢), Pearson
2. David, C. Levi, S. Kaminsky, P., Levi, E. S. (2022) Designing & Managing the Supply,
Tata McGraw Hill.

Reference Book

1. Wisner, J. D. Tan, K. C. Leong, G. K. (2019) Principles of Supply Chain Management: A
Balanced Approach (5e), Cengage
2. Hugos, M. H. (2018) Essentials of Supply Chain Management (4e), Willey



EMERGING CONCEPTS IN MARKETING-II (MBA- 256)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3hrs

(Credits-3.5)

Course Objective:

The major aim of this paper is to familiarize the students the emerging marketing concept. The
students understanding of the concept of green marketing and Neuro marketing will increase
to the level providing inputs to the organisation on the matter related to it in an organisation.
Social marketing these days is enjoying as limelight in the corporate sector. This course aims
to teach how to uses ocialand cause related factors for the benefit of company profitability.

Note for the Paper Setter: The number of questions to be set will be six, at least one from
each unit. Out of these one question will be compulsory. The examinee will be required to
attempt the compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1
Neuro Marketing- The Rationale, The Human Brain and Marketing, Nervous System and
Brand Communication, Brand Communication and Memory, Advertising and Seven Sins of
Memory, Applications of Neuro Marketing, Neuro Marketing and Product Life-Cycle — Case
studies.

Unit-11

Green Marketing-An overview of Green Marketing, Strategic Green Planning, Sustainable
Marketing- The Environment and Consumption, The Environmental Effects of Consumption,
Discovering Value via Market Analysis, Delivering Value via Sustainable Supply Cycle
Strategies, Monitoring and Reporting Sustainability Efforts—Case studies

Unit-111

Cause Related Marketing- Meaning, Concept and Impact of Cause Related Marketing,
Understanding Social Marketing- Defining Social Marketing, 10 Stepsin the Strategic
Marketing and Planning Process, 7 Ps of Social Marketing—Case Studies

Unit-1vV

Social Marketing Environment- Determining Research Needs and Options, choosing a Purpose
and Focus for your Plan and Conducting a Situation Analysis. Selecting Target Audiences,
Objectives and Goals -Segmenting, Evaluating and Selecting Target Audience, Setting
Behavior Objectives and Goals—Case Studies.



Unit-V

Marketing Analytics- Concept and Importance, Disruptive technologies, Big Data-Brief
Introduction, Introduction to Machine Learning & Deep Learning, Text Mining, Recent Advances
in Marketing Analytics — Case Studies

Course Outcome:

Upon completion of this course, will recall and comprehend the principles and practices of sustainable
marketing, understanding the psychological factors that influence customer behavior in both technical
and logical aspects. Students will analyze and evaluate the impact of social factors on customer
psychology, utilizing higher-order thinking skills to comprehend how these factors can be harnessed to
enhance or tarnish the reputation of organizations. Through the application of their knowledge in neuro
marketing and skills, students will develop the capability to understand and manipulate consumer
psychology better. Students will develop the capability to strategically utilize sustainable marketing
techniques and navigate the intricate relationship between customer psychology, social factors, and

organizational reputation.
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4.
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Grant, J. (2009). The Green Marketing Manifesto, John Wiley & Sons

Reference Books

10.

11.

12.

Robert Dahlstrom (2011). Green Marketing Management, Cengage Learning
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John Wiley & Sons

Patrick Renvoise (2007). Neuro marketing: Understanding the Buy Buttons in Your
Customer's Brain, Thomas Nelsoninc

Leon Zurawicki (2013). Neuro marketing: Exploring the Brain of the Consumer, Springer
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of Customer Centricity.

Jeffery, M. (2010). Data-driven marketing: the 15metrics everyone in marketing should
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Analytics:UnderstandingVisitorBehavior."O'ReillyMedia,Inc.".

Hemann, C., & Burbary, K. (2013). Digital marketing analytics: Making sense of
consumer data in a digital world. Pearson Education.

Kaotler, P.,& Zaltman, G.(1971). Social marketing: an approach to planned social change.
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DIGITAL MARKETING & E-COMMERCE (MBA- 266)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

This course will update the knowledge of the concept of advertising on new-age medium and make
them aware of basic fundamentals of the E-commerce industry. This course will teach them about
fundamental rules for advertising on digital platform. This will also provide knowledge for
designing a marketing campaign for social media platforms and how is it differentfrom traditional
media.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

E-Commerce — Concept, Framework, Classifications; Data Warehousing — Data Storage &
Processing, OALP & Data mining; Networking Infrastructure — IP, TCP HTTP, HTML-
Cryptography — Case studies.

Unit-11
Digital Marketing — Concept, Need in 21% Century, Planning; Related concepts—Email Marketing,

Mobile Marketing, Social Media Engagement, Search Engine Optimization, Online Public
Relation — Case studies.

Unit-111

E-Tailing, E-Supply Chain Management, Electronic Payment System, E-Auctions— Case Studies.

Unit-1vV

E-Commerce Impact on — Job Market, Growth, Trade, International Co-operation; Application of
E- commerce in different sectors — service, industry, domestic; Multidisciplinary approach to E-
commerce—Case studies.

Unit-V

Contract law for E-commerce, Warranties and New Products, Cyber law issues—Privacy and
Trans-border flows, Frauds; E- Security—Case Studies.



Course Outcome:

Upon completion of this course, students will acquire knowledge about the fundamentals of
advertising on digital media and the various aspects and approaches associated with different
digital media vehicles and social media platforms. They will develop a comprehensive
understanding of the future of business in the digital world and the significant presence of digital
media, which is growing at a rapid pace. Moreover, students will be equipped with the ability to
adapt and keep up with the speed of advancements in the digital landscape.

References Text Books
1. Gupta, S. (2022). Digital Marketing (3rd edition). McGraw Hill.
2. Laudon, K. C., & Traver, C. G. (2017). E-Commerce (Thirteenth Edition). Pearson.
3. Deiss, R., & Henneberry, R. (2020). Digital Marketing For Dummies. Atlantic Publishers.
4. Diamond, S. (2020). Digital Marketing All-In-One For Dummies.
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1. Bhatia, P. (2019). Fundamentals of Digital Marketing. Pearson Publishers.

2. Malik, R., & Aggarwal, R. (2021). Digital Marketing Tools, Techniques & It's Aspects -
An integrated approach on online marketing. Blue Rose Publishers.

3. Joseph, P. T. (2012). E-Commerce: An Indian Perspective. PHI Publishers.



MARKETING ANALYTICS (MBA-276)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

To equip students with analytical tools and techniques to make data-driven marketing decisions
across customer segmentation, forecasting, pricing, and digital marketing domains.

Note for the Paper setter:

The number of questions to be set will be six, at least one from each unit. Out of these, one question
will be compulsory. The examinee will be required to attempt the compulsory one and any four
questions. All questions shall carry equal marks.

Unit 1: Marketing Segmentation and Positioning

Market Segmentation: Demographic, Psychographic, Behavioral, and Geographic Segmentation,
Profiling Consumers using Cluster Analysis: Hierarchical Clustering, k-means Clustering, Creating
Meaningful Segments and Personas Development, Positioning using Multi-Dimensional Scaling
(MDS) and Perceptual Maps, Introduction to Open-Source Analytics Tools

Unit 2: Forecasting and Predictive Analytics

Sales Forecasting Techniques: Linear, Curvilinear, and Exponential Relationships, Time Series
Forecasting: Trend and Seasonality Modelling, ARIMA, Prophet, Forecasting for New Products and
Market Scenarios, Correlation and Regression: Simple and Multiple; Assumptions of Linear
Regression, Model Evaluation Metrics: MAPE, RMSE, Cross-Validation Techniques

Unit 3: Customer Analytics and Pricing

Customer Lifetime Value (CLV) and Customer Acquisition Cost (CAC), Churn Prediction and
Relationship Marketing, Customer Relationship Management (CRM) Strategies, A/B Testing for
Product, Pricing, and Campaign Design, New Product Development: Conjoint Analysis, Pricing
Analytics: Demand Curves, Price Elasticity Estimation, Dynamic Pricing Strategies

Unit 4: Retail and Sentiment Analytics

Retail Analytics: Market Basket Analysis, Lift, Cross-Sell/Upsell Strategies, Customer Journey
Analytics: Understanding Touchpoints and Drop-offs, Recommendation Engines: Collaborative
Filtering, Content-based Filtering, Sentiment Analysis and Text Analytics



Unit 5: Digital Marketing Analytics

SEO & SEM: Search Engine Algorithms, Local SEO, Keyword Planning, Campaign Tracking, Web
Analytics: Google Analytics, Tag Management, Funnel Analysis, Email Marketing: RFM Analysis,
Campaign Scheduling and Optimization, Email Performance Metrics, Mobile Marketing: App-
based Marketing, App Store Optimization (ASO), Mobile Analytics Tools, Attribution Models:
Last-Click, Linear, Time-Decay, Position-Based, Performance Metrics: CTR, CPC, CPA, ROAS

Course Outcome:

Upon successful completing of Marketing Analytics, the student will be able to: demonstrate the
ability to segment and profile markets, apply forecasting models and to analyze market trends,
predict sales, and support data-driven marketing decisions to optimize marketing strategies and
analyze digital marketing performance.

Textbook

Gupta, S. & Jathar , A. (2025) Marketing Analytics, Wiley Publications

Hair, J. F., Harrison, D. E., & Ajjan, H. (2022). Essentials of marketing analytics. McGraw-Hill.
Reference Books

Sorger, S. (2013). Marketing analytics: Strategic models and metrics. San Bernadino, CA: Admiral
Press.

Miller, T. W. (2015). Marketing data science: Modeling techniques in predictive analytics with R
and Python. FT Press.

Hemann, C., & Burbary, K. (2013). Digital marketing analytics: Making sense of consumer data in
a digital world. Pearson Education.

Jeffery, M. (2010). Data-driven marketing: the 15 metrics everyone in marketing should know. John
Wiley & Sons.
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HUMAN RESOURCE DEVELOPMENT: STRATEGIES AND SYSTEMS (MBA-212)

Total: 100
Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

Course Objective:

The course objective is to extend a planned understanding of the function of HRD in modern
business organisations, with prominence on the association between HRD, the on whole company
objectives and its incorporation with other strategic human resource management strategies and
practices.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

HRD Introduction- Concept, goals, challenges, HRD methods, the Changing paradigm of HRD-
Concepts-Scope-Objectives, Principles, Framework, HRD Climate, Global perspectives on HRD,
Contribution of sub-systems to HRD goals, Planning and Organizing HRD System- Principles in
Designing HRD system.

Unit-11

Human Resource Succession Planning (HRSP): Introduction, objectives, concepts, components,
need, benefit, important components of HRSP, Methods and HRSP Practices in Public Sector
Undertaking in India. Emerging trends and Limitations of HRSP

Unit-111

Human Resource Audit: Meaning, Features, Objectives, Benefits and Limitations, Process,
Components and Approaches of HR Audit, Principles of Effective HR Auditing, Role of HR
Auditor, Methods of Conducting HR Audit — Interview, Workshop, Observation, Questionnaire,
HR Audit and workforce issues, Challenges of HR Audit.



Unit-1vV

Developing HRD Strategies: Approaches: Strategic HR Framework Approach, Integrative
Framework, Human Capital Appraisal Approach, HRD Scorecard Approach, People Capability
Maturity Model (PCMM) Approach.

Unit-V

HRD for Special Groups: HRD for Workers, HRD for other special groups; HRD Interventions
Strategies; HRD Approaches for coping with Organizational Changes, Challenges of future HRD
professionals- Roles and competency requirements of HRD professionals, Future of HRD in India

Course Outcome

The outcomes of the course will provide students with a deep understanding and professional
competence in various aspects, including comprehending the fundamental aspects and practices
of HR. They will develop the knowledge and skills to critically evaluate existing paradigms and
practices in HRD, through the examination of current HRD programs and their theoretical
foundations. Moreover, students will recognize the significance of HRD in contributing to the
improvement of organizations and the workforce. They will also gain an understanding of the role
of HRD as a collection of technologies for facilitating and managing organizational change in

today's dynamic business climate.

References Text Books

1. Aswathappa, K. (2021). Human Resource Management: Text and Cases (9th ed.). New
Delhi: McGraw-Hill.

Reference Books
1. Sharma, E. (2019). Strategic Human Resource Management and Development (1st ed.).

Pearson India.
2. Gopala Krishna, D. (2021). Case Incidents in Human Resource Management:

Understanding Cases with Cartoons (1st ed.). Wiley Publications.



DYNAMICS OF INDUSTRIAL RELATIONS (MBA-222)

Total: 100

Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

Industrial Relations play an important role in organizations. Organizational efficiency and
performance are intricately interlinked with industrial relations. This course will expose
students to the conceptual and practical aspects of industrial relations, industrial conflicts and
disputes, grievance handling, trade union and worker's education.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will
supplement classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt
the compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Introduction to Industrial Relation-Concept, Evolution, Characteristics, Scope, Components,
Factors Affecting Industrial Relations, Approaches to IR, IR in India, Prerequisites of
successful industrial relation programme. Emerging issues in IR: Industrial Relation and
Technological Change. Major Incidents of Industrial unrest in India. Main Recommendations
of the Second National Labour Commission, International Labour Organization (ILO) and
Industrial Relations, The Future Direction of Industrial Relations.

Unit-11

Industrial Conflicts/Disputes- Meaning, essentials, classification, recognition of disputes,
impact of industrial disputes, factors of industrial disputes/conflicts, Forms of disputes:
Strikes and Lock-outs, Laid-off, Right to strike and lock-out, Prevention of strikes and lock-
Outs, Laid-off, Gheraos.

Unit-111

Negotiation and collective bargaining- Preventive Machinery-Grievances handling, Meaning,
Nature, Causes of Grievances, procedure for Redressal. Collective bargaining-meaning,
principles, contents, forms, process and levels of collective bargaining, Theories and types of
collective bargaining, pre-requisite of effective collective bargaining, collective bargaining in
India. Standing orders. Code of discipline Settlement Machinery-Mediation, Conciliation,
Arbitration, Adjudication.



Unit-1v

Trade Union- Concept, Purpose, Functions, Types, Trade Union and politics, Problems of
Trade Unions in India, NCL's recommendations for Trade unions. Major Central trade unions
in India, Employers' Organizations, Recent Trends in Trade Union Movement in India.

Unit-V

Workers' Participation in Management- concept, determinants, form and levels of
participation, schemes of workers' participation in management in India. Workers' Education-
content, significance, rationale behind workers' education, workers' education scheme in
India- objectives, functions and problems.

Course Outcome:

Upon completing this course, students will gain a solid understanding of the concept,
evaluation, and scope of Industrial relation. They will also acquire knowledge regarding
collective bargaining, settlement machinery, grievance handling, and the significance of
maintaining industrial peace. Furthermore, students will become familiar with recent trends in
the trade union movement in India and explore the concept of workers' participation in
management.

References Text Books

1. Mamoria, C., Mamoria, S., & Gawker, A. (2009). Dynamics of Industrial Relations
(16th Revised ed.). Himalaya Publishing House.
2. Sharma, R. C. (2016). Industrial Relations and Labour Legislation. Prentice Hall of India.
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2. Sinha, P. R. N., et al. (2009). Industrial Relations, Trade Unions, and Labour
Legislation. Pearson Education.

3. Padhi, P. K. (2010). Labor and Industrial Laws. Prentice Hall of India.

4. Sen, R. (2009). Industrial Relations: Text and Cases. Macmillan India.



COMPENSATION MANAGEMENT (MBA-242)

Total: 100

Theory: 50

L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

This course would enable the students to understand new developments as well as established
approaches to compensation decisions. Students will explore the theory, concepts, and methods
used to design compensation and benefits systems in a way that contributes to achieve the goals
of the organization.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will
supplement classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt
the compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Introduction: Compensation: concept, definition and objectives, Forms of pay: Base,
incentives and benefits. Determination of inter and intra-industry compensation differentials,
internal and external equity in compensation systems.

Unit-11

Determining the Structure: Internal Alignment: Structures vary among organisations, Factors
shaping internal structures, Strategic choices in designing internal structures, and Gender pay
discrimination issues in India and worldwide.

Unit-111

Determining Pay Level: Labour market forces: demand side, supply side, organisation factors,
relevant markets, competitive pay policy alternatives, Designing pay levels, mix and pay
structures: the purpose of the survey, select relevant market competitors, design and interpret
the survey.



Unit- IV

Determining Individual Pay: Employee contributions: pay-for-performance plans: short-term,
team incentives, long-term plans. International compensation: global convergence of
practices, Problem, objectives and elements of expatriate’s compensation packages. Employee
compensation

benefits around the world.

Unit- V

Employee Benefits: Benefit determination process, Statutory benefits including health care,
employee welfare and retirement benefits. Trade union role in wage and salary administration.
Government and legal issues in compensation management, role of Wage boards and Pay
commissions in Compensation management. Recent trends in compensation management in
India and abroad.

Course Outcome:

By the end of the course, students will be able to showcase their knowledge of the different
components of total compensation and comprehend the methods and objectives of diverse
payment systems. They will develop a comprehensive understanding of the complexities
involved in designing reward systems and determining various pay rates. Moreover, students
will gain insight into the obligations that employers have under labor statutes governing wage
and salary administration. They will also learn about the implications of strategic compensation
and explore potential employer approaches to manage legally required benefits effectively.

References Text Books
1. Newman, J. M., Gerhart, B. A., & Milkovich, G. T. (2020). Compensation (12th

ed.). McGraw-Hill Education India Pvt. Ltd.
2. Martocchio, J. J. (2017). Strategic Compensation: A Human Resource Management
Approach (9th ed.). Pearson Publication.

Reference Books
1. Milkovich, G. T., & Newman, J. M. (2005). Compensation: Tata McGraw Hill, New
Delhi (8th ed.).

2. Berger, L. A., & Berger, D. R. (2008). The Compensation Handbook: A State-of-the-
Art Guide to Compensation Strategy and Design. McGraw Hill Education.



CROSS CULTURAL MANAGEMENT (MBA-252)

Total: 100
Theory: 50

L-T Sessional: 50

3-1 Time: 3 hrs

(Credits-3.5)

Course Objective:

This course will facilitate the students to comprehend the complexities of managing human
resources in an international context. At the end of the course students would be able to give
explanation the significance and application of international HRM practices that assists global
companies to increase competitive improvement.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit-1

Introduction-The genesis and concepts of culture, Dimensions and determinants of organisational
Culture, and Importance of cross-cultural management in globalised business environment,
Globalisation — Increasing Intercultural Interactions.

Unit-11

The Cultural Dimension: Culture and its effect on the organization, Geert Hofstede and GLOBE’S

Cultural Dimensions, Internet and culture, Organizational culture and Individual personality,
Mapping cross-cultural differences and similarities across nations.

Unit-111

Implications of Cross-Cultural Management- in Globalization, Diversity, Values across cultures,
Cross-cultural decision-making, Factors affecting decision-making authority, Cultural differences
and comparable examples of decision-making, International assignments and Expatriate
management (Complexities of the recruitment process in host countries), International HRM and
cultural sensitivity.



Unit-1V

Training of specific skills, culture shock, Expatriation and Repatriation; Communicating across
cultures (Cultural Variable in Communication), managing culturally appropriate leadership style;
designing result-oriented motivational tools, negotiation and conflict management across culture.

Unit-V

Women as International Managers, Factors influencing the success of a Foreign Assignment,
Challenges faced by Expatriates, Reasons for declining an International Assignment, Repatriation
issues across cultures, Developing competencies for a global manager, Ethics and Global
manager.

Course Outcome:

By the end of the courses, students will demonstrate their ability to analyze and identify human
resource concerns to achieve successful results in contemporary business situations. They will
think strategically and understand the fundamental aspects of business and organizations,
enabling them to effectively manage change in the global business environment. Additionally,
students will acquire a comprehensive understanding of human resource management in an
international context and enhance their capacity to develop solutions to complex business
problems.

References:

Text Books
1. Kandula, S. R. (2018). International Human Resource Management. Sage Publication.

2. Madhavan, S. (2018). Cross-Cultural Management: Concepts and Cases (2nd ed.).
Oxford University Press.

Reference Books
1. Dowling, P. J., Festing, M., & Engle, A. D. (2017). International Human Resource

Management (7th ed.). New Delhi: Cengage Learning.



COMPETENCY MAPPING (MBA-262)

Total: 100

Theory: 50
L-T Sessional: 50
3-1 Time: 3hrs

(Credits-3.5)

Introduction

This course examines the concepts, practices, and issues associated with an organization's
competency-based approach and its applications to human resource management functions. It
includes designing organizational and individual competency frameworks and implementing
competency models at the workplace.

Course Objectives
= To comprehend the concepts, perspectives, and issues associated with

competency development for organizational success.

= To understand competency-based approaches, the design of competency models, and
their applications within contexts of an evolving business environment.

= To Understand how to integrate competency profiling with HR functions effectively.

Pedagogy

Application-based exercises, individual and group assignments, Case-studies will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

Unit _ |

Competency Mapping Introduction, why is Competency Assessment Required? Competency-
based approach (significance) in the changing workplace contexts; Competencies and Talent
Management; Challenges of Competency Mapping.

Unit _ 11

Approaches of Competency Mapping, Processes of Competency Mapping, Preparing
Organizations for Competency Mapping, Identifying Jobs/Functions for Competency Mapping,
Setting Performance Effectiveness Criteria.

Unit _ 111

Competency Model Basics: Elements, Requirements, Developing Competency Models, Methods,
elements of a Robust Model and its Significance; Discussion on Knowledge Skills Ability and
Other characteristics (KASOs).



Unit_ IV

Competency-Based Recruitment and Selection, Competency-Based Training and Development,
Competency-Based Compensation Management System, and Competency-Based Performance
Management.

Unit_V

Competency-Based Career and Succession Planning System, Role of Assessment Centres and
Technology Intervention in Competency Assessments; Ethical Issues in Competency Mapping.
Course Outcome

Upon completing the course, students will comprehend the significance of Competency-based
talent management. Furthermore, they will be able to apply their knowledge to explain the
process of creating a valid competency model and analyze its strategic link with the firm.

Text Book:

1. Kandula, S. R. (2013). Competency-based Human Resource Management: A Complete Text
with Case Studies on Competency Mapping, Modelling, Assessing and Applying. PHI Learning.

Reference Books:
1. Sanghi, S. (2016). The Handbook of Competency Mapping. Sage Publication.

2. Spencer, L. M., & Spencer, S. M. (1993). Competence at Work. John Wiley & Sons Inc.



HUMAN RESOURCE ANALYTICS (MBA-272)

Total: 100
Theory: 50
L-T Sessionals: 50
3-1 Time: 3 hrs

(Credits-3.5)

INTRODUCTION

This course is designed to provide you with an understanding of the role of data and technology in
human capital management. HR analytics is a data-driven approach to managing people at work. In
this course, we will explore how and when people-related data is used to make soft decisions about
people management in organisations so that you as a practitioner, will be better equipped to position
yourself as a strategic partner in your organisation’s people management decision-making.

COURSE OBJECTIVES: The Course aims to

e To develop the ability to retrieve, analyse and interpret HR data to support people-related
decisions.

e To provide an overview of different HR metrics to conduct HRM-related statistical analyses.

e To apply both quantitative and qualitative techniques to understand and forecast patterns in
human resource data.

PEDAGOGY
e Case discussions and hands-on exercises on SPSS, Excel and Tableau will supplement
classroom discussion.

Note for the Paper Setter: The number of questions to be set will be six, at least one from each
unit. Out of these, one question will be compulsory. The examinee will be required to attempt the
compulsory one and any other four questions. All questions shall carry equal marks.

UNIT I: Introduction to HR Analytics

HR analytics: Introduction, Process, Benefits and Challenges, Level of HR Analytics, HR
measurement and purpose, Application of Factor Analysis, comparison of Mean, and ANOVA in
HR processes.

UNIT II: Application of HR matrices

Importance and usefulness of HR Metrics, Demonstration and calculation of significant HR
matrices (Recruitment and Selection, Training and development, performance appraisal, turnover,
Employee Engagement and others)

UNIT I11: Application of Text Analysis in HR
Meaning and significance of Text analysis, Rationale of using text analysis, explaining how text
analytics is useful in the HR process.



UNIT IV: Decision-making in HR
Meaning, steps and processes of decision-making in HR, Significance and usability of
Classification and Regression Tree Analytics (CART).

UNIT V: HR Analytics Applications, Limitations and Emerging Trends
Understanding the problems in various HR functions (Talent Acquisition, Management,
Development, and Retention), Emerging trends, ethics and limitations

Course Outcome

Upon successfully completing the course, students will have the ability to apply their HR analytics
knowledge and competencies in the identification and resolution of HR-based industrial problems.
They will demonstrate the skills to analyze these problems and evaluate potential solutions.

Textbook:
= Pratyush Banerjee, Jatin Pandey and Manish Gupta (2019), Practical Applications of HR
Analytics: A step-by-step guide, 1st edition Sage Publishing.

Reference Book:
= Motwani, B. (2021) HR Analytics: Practical Approach using Python. Wiley Publishing.



