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About Program

The MBA programbeing offered by Departmentof ManagemenStudies,Schoolof Liberal Arts and
Management, DIT University offers euttingedge curriculum with blend of sound theoretical and
practicalfoundations.For effective teachinglearning, the programwill follow Harvard Casebased
pedagogyso as to give students an opportunity to learn thght approach for business decision
making. The students will get éhanceto pursuea combinationfrom Marketing, Finance,HR and
BusinessAnalyticsasareasf their specializationsn Major andMinor Mode.

Program Educational Outcomes

PEOL1: Studentswill imbibeability to demonstratenderstandingf conceptsandarticulate real
businesproblems.

PEO2:Studentswill developmanageriabndleadershigskills requiredto succeed irglobalbusiness.
PEO 3: Studentswill developcritical thinking to integratedifferent functional areasof
managementoevaluatebusinesgproblems.

PEO 4: Students will develop competencies to drive entrepreneurship

initiatives.

PEOS5: Studentsvill inculcatetheattitudefor researctandperennial learning.

Program Outcomes(PO):

Oncompletionof MBA program Studentsat Facultyof Management StudieB|T Universityshall

POl:.Demonstrate the awareness about busi ness v
employedreadilyin industry.

PO2: Communicateeffectively at various business situations such as public presentations, seminars,
conferencesetc. Further, studenshall be able to negotiatewith different stakeholderdor
busines®rganizationsheyrepresent.

PO3:Think critically to solve complex [@iness problems and propose a workable solution to take
betterbusiness decisions

PO4: Exhibit EffectiveLeadershigskills by providingvision, motivationanddirectionto team

PO5: Show entrepreneuriakhinking by coming up with innovative product ideas and take up
startup$o exploit business opportunities.

POG6:Exhibit great commitment to ethics and set morally high standards while handling any business
situation

PO7: Becomealife-longlearnerfor providingsolutionsto newerbusiness challenges.

Program SpecificOutcome (PSO)

Specifically, MBA programwill helpstudents

PSO 1: Learn foundations of management in the form of how functions of plaorgagjzing,
staffing,leadershigand controllingakes place in businessganizations.

PSO 2: Understand marketing related challenges and suggest right course of action by designing
effectivamarketingstrategies.

PSO 3: In understanding Human resource related issues such as Manpower planning, recruitment
Selection,Induction & Orientation, performanceappraisalsystems,grievancehandling, employee
training& developmenetc. and provideffective solutions.

PSO4: Know aboutfinance and accountingrelatedissuessuch as legally correctrecord keeping,
maintainingfinancialrecordsyaisingfinds, employingundsand distributingprofits.

PSO5: Understangowerof analyticsandprovidedatadrivensolutionsto businesgroblems
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Summary of Credit

Category Credits
Core Courses 48
ElectiveCourses 27
FreeElectives 9
Skill Enhancementourses 8
Industrial Training Project/Dissertati&Viva Voce 12
Summer Internship Repao& Seminar 4
Total 108

Category Wise Credit Summary Across

Trimester
Trimester (Number of Coursesto be offer) Total
Category _ . No.of | Total
One | Two | Three | Four | Five | Six | Courses| Credits
(Max)
Core Courses 4 4 4 2 2 16 48
ElectiveCourses - - 2 4 3 9 27
FreeElectives 1 1 - - 1 3 9
Skill Enhancemen
Courses § ! 1 1 i 4 8
Industrial Training
Project/Dissertatio& Final Trimester -
Viva Voce 12
Summer Internship : .
Report& Seminar After completionof First Year ) 4
Total Credits 108

* Student can earn 20% of total credits requirement for the award of degree through MOOC Courses.
The credit transfer of such courses can be done as péiriversityd policy.
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List of Core Courses

S. No.| Course Code] Course | Credits
Trimester |
1 MB602 Busines€Economics 3
2 MB603 Financial AccountingndAnalysis 3
3 MB604 OrganizationaBehavior 3
4 MB605 MarketingManagement 3
Trimester Il
5 MB606 Statisticsfor Management 3
6 MB609 Corporatd-inance 3
7 MB610 ConsumeBehavior 3
8 MB613 PeopleManagement 3
Trimester 1l
9 MB612 DecisionModelingusingSpreadsheets 3
10 MB614 BusinesEnvironment 3
11 MB617 BusinesRResearctiMethods 3
12 MB619 CostandManagement Accounting 3
Trimester IV
13 MB625 Digital Marketing 3
14 MB701 Busines£thics& CorporateGovernance 3
Trimester V
15 MB704 StrategidManagement 3
16 MB705 EntrepreneurshipevelopmentindinnovationManagement 3
Total Credits 48
List of Elective (Marketing)
S. No. Coursg Elective Course Credits
Code
1 MB731M | IntegratedMarketingCommunication 3
2 MB732M | MarketingResearch 3
3 MB733M | RetailManagement 3
4 MB734M | ProductandBrandManagement 3
5 MB735M ServicedMarketing 3
6 MB736M | B2B Marketing 3
7 MB737M | SalesandDistributionManagement 3
8 MB738M | SocialMediaMarketing 3
9 MB739M | CustomelRelationshigManagement 3
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List of Elective (Finance)

S. No ng(;‘ze Elective Course Credits
1 MB731F SecurityAnalysisandPortfolio Management 3
2 MB732F FinancialDerivatives 3
3 MB734F Business AnalysiandValuation 3
4 MB735F Financial Institution@ndMarkets 3
5 MB736F FinancialPlanningandWealthManagement 3
6 MB737F InfrastructuraFinance 3
7 MB738F Working CapitalManagement 3
8 MB739F BehavioralFinance 3
9 MB740F Forensic Accounting and Auditing 3
10 | MB741F Goods and Services Tax (GST) 3
11 MB742F Corporate Tax Planning 3

List of Elective (HR)
SNo. Course Elective Course Credits
Code
1 MB731H Training& Development 3
2 MB732H OrganizationaDevelopmenandChangeManagement 3
3 | MB733H | TalentManagemenandDevelopment 3
4 | MB734H | HumanResourcénformationSystem 3
5 | MB735H | IndustrialRelations 3
6 MB737H CompensatioManagement 3
7 MB738H Labour Laws 3
8 MB739H InternationaHumanResourcéMlanagement 3
9 MB740H Performance Management 3
List of Elective (Business Analytics)

N gggrese Elective Course Credits
1 MB731A BusinessAnalytics Fundamentals 3
2 MB732A MarketingAnalytics 3
3 MB733A Businesdntelligence& DataWarehousing 3
4 MB735A HumanResourcéAnalytics 3
5 MB738A Retail Analytics 3
6 MB739A PredictiveAnalytics 3
7 MB740A TextMining andSocialMediaAnalytics 3
8 MB741A Time SeriesForecasting 3
9 MB742A | WebAnalytics 3
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List of Skill Enhancement Courses

SNo. Course Code Course Credits
1 MB641 DataAnalysisusingExcel 2
2 MB642 DataAnalysis usingSPSS 2
3 MB643 DataAnalysisusingR 2
4 MB644 DataAnalysis usingPython 2
5 MB645 DataVisualizationusingTableau 2
6 MB646 Data Visualzation using Power BI 2
7 MB706 BusinessSimulation 2
List Free Elective Courses
SNo. | Course Code Course Credits
1 FES01 ggmgnetiglncgélon for ~ Enhancing Professiona 3
2 FE802 DesignThinking 3
3 FE803 PersonaFinancialPlanning 3
4 FE804 ManagemenParadigmdgrom Indian Mythology 3
5 FE805 Workshopon Campus taCorporate 3
6 FE806 Spirituality andSelf Development 3
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Subject Subject . .
Code MB602 Title BusinessEconomics
LTP 300 Credit 3 Subject DC | Year 1% Trimester I
Category

CourseObjective

The course is aimed at building a perspective necessary for the application of modern economic concepts, tools
and techniquesin evaluating businessdecisionstaken by a firm. The coursewill also look at recent
development businesdn thecontextof economicheory

CoursePre/Co- requisite (if any): None

UNIT 1

Managerial Economics

Introduction, Nature and Scope, Objectives of the Firm, Theories of the, Bemand Meaning, Types and
Determinants, Demand Function, Law of Demand, Law of Supply, Market equilibrium, Elasticity of Demand,
DemandForecasting

UNIT 2

Production Analysis

Production FunctionLaw of Variable Proportions, Isoquant and Isodostves, Least Cost Combination, and
Law of Returns t&cale, Cos€Concepts

UNIT 3
Market Structure
Market StructuregPerfectCompetition Monopoly, Oligopoly andMonopolisticCompetition) ,Output

UNIT 4

Pricing & Profit Decisions:

Pricing and ProfiDecisions under different market structures, Cost Oriented Pricing Methods, Skimming and
PenetratiorPricing

UNIT 5

Measuring National Income

Concept of National Income, and Methods of measurement of National Income, Inflation and its types,
Measuredo Controlinflation

Learning Outcomes
At theend ofthis coursethe studentsvill beableto

0 Understandlemandandsupplyrelatedissuedor variousproductsandservices
0 Solveproductionrelatedissues
0 Differentiate between different forms of market stanes and their resulting implications for taking

pricingand profitrelated decisions.
0 Understandheconcepibf nationalincomeandits measurement techniques.

Text books
0 PetersonH. Craig,Lewis, W. ChrisandJain,SudhirK. Managerial Economics

Referencebooks
0 Dwivedi, D.N.(2015)fi Ma n a dee roin @ InVikas Bublication,8e

0 Piyali Ghosh Geetika, Purba Roy Chowdhury (2017), "Managerial Economics", 3rd Edition,
McGrawhill
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Subjec Subject

t MB603 Title Financial Accounting and Analysis
Code
: Subject .
LTP 300 Credit 3 Catejgory DC| Year 1St Trimester I
CourseObijective

This course aims to provide basic understanding of fundamental accounting concepts, the elements of
financialstatements, and basic accounting vocabulary ssthdénts will be able to understand what

Is accounting ands role in making businessdecisions.It also explainsthe role of basicfinancial
analysisof financial statements. Students can also present the data in an accurate and meaningful
manner and atsprepare andomparebasicfinancial statements anidterpret basidinancialdata.

CoursePre/Co- requisite (if any): None

UNIT 1:ConceptualBasisof Accounting

Meaning and Importance of Accounting; Accounting Principles; Accounting concepts and
conventions; Thé&enerally Accepted Accounting Principles (GAAP); Indian Accounting Standards
(Ind-AS); IFRS; Users oficcountinginformation; Accounting equation,effect of transactions on
accountingequation.

UNIT 2: Mechanicsof Accounting:

Classificaton of accounts, The Journal and its slifision, Ledger, Trial balance, Classification of
capital andrevenue expenses; Financial statements: Incoi@tatement andBalance Sheet;
Rectificationof errors.

UNIT 3: Valuation of Assetsand Inventories
Depreciation & Amortization; Methods of Depreciation; Valuation of Goodwill; Methods of
InventoryValuation; Recentrends incorporatereporting.

UNIT 4: Financial StatementAnalysis-|
Meaningand Importanceof Financial StatementAnalysis; Analysis and Interpretationof
FinanciaBtatementsyertical vs. Horizontal AnalysidnternalVs. External Analysis; Ratio Analysis.

UNIT 5: Financial StatementAnalysis-ll
Statementn Changef Working capital; Preparatiorand Analysisof FundFlow andCashFlow
Statement§;rendAnalysis; The DuPontldentity.

Learning Outcomes:
At theend ofthis coursethe studentsvill beableto
An ability to recognizerecord,andclassifynewaccountinglata.

An ability to analyzea ¢ o m dimancialétatements.
An ability to interpret the financial position of a company with the help of different financial
analysisools.

O¢ O¢ O¢

Text books
0 Godwin/ Alderma/ Sanyal,Financial Accounting A South Asian Perspective(Financial

ACCT),Cengagd.earning, 2E, ISBNL3:978-81-31520246.

Approved by the Academic Council at its 22 Meeting held on 6.03.2023



Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Referencebooks
0 R. Narayanswamy, Financial AccountiAgMianagerial Perspective, PHI, 5E,ISBN

978-81-203-494900.
0 SamuelC. WeaverJ. FredWeston,Financeand Accountingfor Non-financial Managers,
TataMcGraw-Hill PublishingCo. Ltd., 2002.
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“Cone | MBe0a | Spect Y tador
LTP 300 | Credit |3 Cs;gge:rty DC| Year 18t Trimester

CourseObjective

To acquaint the student with the determinantsof intra-individual, interpersonaland inter-group
behaviorinorganizationakettingandto equipthemwith behaviorakkills in managingpeople at work.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to OB
Evolution of OB OrganizationaBehavior Introduction, Models of OB; Determinantsof Individual
Behavior,PerceptionLearning,Attitude, Value& Job Satisfaction

UNIT 2: Foundationsof Individual Behavior
Transactional Analysis; Johari Window; Personality; Conflict management,Motivation: Concept,
processandheories

UNIT 3: Group Behavior & Leadership

Organizational Culture & Climate, Organizational Learning, Workforce Diversity, Defining and
Classifying Groups, stages of group development, Group Behaviour: Group Norms, Group Cohes
Group Role; Group DecisiorMaking, GroupDynamics,Groupv/s Team;LeadershipStyle & theories;
OrganizatiorPowerand Politics

UNIT 4: Culture and Climate
OrganizationaCulture& Climate,OrganizationalLearning WorkforceDiversity

UNIT 5: Organizational Changeand StressManagement:
Forcesfor Change Resistancdéo Change,approache$o managingorganizationalkchange,Work stress
anditsmanagement

Learning Outcomes:
At theend ofthis coursethe studentsvill beableto
1 Describehow people behavanderdifferentconditionsand understandhy people behavas they
do
1 Understandndividual behaviorandtheoriesof motivationandtheir application
1 UnderstandsroupBehavior andearningskills concernindeadershipwith theories
1 Understandhe natureof humanbehaviorin individuals,groupsandthe organization
1 Apply theconceptf organizationabehaviorin variousfields of management

Text books
1 StephenP. Robbins, Timothy A Judge,SeemaSanghii Or gani Bah a v rPaaisono ,
Education,13th Ed.,2009
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ReferenceBooks

T

=4 4 -4 -4

Johns, G., and Saks, Organizational Behavwerderstanding and Managing life at work,
7th Ed.Pearson.
GerardH. Seijts,Casesn OrganizatiorBehavior,1stEdition, Sage.

JeraldGreenbergBehaviorin Organizations10thEdition, PrenticeHall.
Organizationabehaviour 9th editionby StepherP. RobbinsPrenticeHall Internationalnc.
Luthans Fred,andOrganizationaBehavior:An evidencebasedapproach]12thedition. Tata
McGrawHill

UdayPareeklUnderstandingdrganizationaBehavior,3rd Edition, Oxford University Press,
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Subject Subject .
Code MB605 Title Marketing Management
LTP 300 Credit 3 Subject | o | vear 1° Trimester I
Category
CourseObijective

This course focuses on developing an understandimgaoketing concepts, theories, principles and
practicesamongst students. In this course students will be exposed to different decakiomy
situations pertaining tsegmentationtargeting,positioningand Product,Price, Place,Promotionin
Indianaswell as global context.

CoursePre/Co- requisite (if any): None

UNIT 1: Marketing Concepts:
Natureand Scopef Marketing, CoreMarketingConceptsand CompanyOrientation towardsthe
Marketplace

UNIT 2: Marketing Enablers:
Marketing EnvironmentAnalyzing Consumer Markets Analyzing Business Market8uying Decision
Process, Participants in the Buying Process.

UNIT 3: Strategic Marketing:
Strategic Planning, Marketing Planniniglentifying Market Segments and Selectinggtr marketsi
Differentiation and Positioning Strategies

UNIT 4: Marketing Mix:
Product DecisionsSetting the PricePricing Methods and Strategies, Promotion Mix, Place, Marketing
Plans Implementation, Evaluation and Control

UNIT 5: New Age Marketing Tools
GoogleAdword, FacebookMarketing, Twitter marketing,LinkedIn Marketing

Learning Outcomes

At theend ofthis coursethe studentsvill beableto

0 Understandvhatmarketingis andhow firms todayaremarketingtheir productsandservices
Analyzetheenvironmentafactorsfor developingSWOT for firms
Understanduyingbehaviorandresultingimplicationsfor marketers

Carryout marketingesearcHor facilitating businesslecisionamaking
LearnanddevelopSegmentationTargetingandPositioningstraegies

Apply tools and techniques to take effective decision with regards to product, price,
place angromotionwith ethicalconsideration

O« OC OO« O« O

Text books
0 Kotler,P,i Mar kMa n a ge m3hed.,Bearsorindia, 2016.
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Referencebooks

O« O

(@]

Grewal,D.andLevy, M. Marketing, TataMcGrawHill EducationPrivateLimited (2017)
Ramaswamy, V. S. and Kumari, N., Marketing Manager®anning, Implementation and
ControlMcMillan India (2016)

SaxenaR., MarketingManagementTata McGrawHill (2003)
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Subject MB606 S_llfitt)ljee(:t Statisticsfor
Code Management
. Subject .
LTP 300 Credit 3 Category DC| Year 1St Trimester| |l

CourseObijective

This courseaimsto provide basicunderstandingf the statisticaltools & its applicationsn business.
It covergentraltendencylinearcorrelation& regressionprobability, hypothesigestingandtime
seriesanalysis.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to the Practice of Statistics:
Meaning and Definitionfunctions, scope and limitations, Collection and presentation of data, frequent
distribution, measures of central tendendgasures of Dispersion, Skewness and Kurtosis

UNIT 2: Probability Distribution:
Probability Distribution Concept: Normal distation, Binomial distribution and Poisson distribution

UNIT 3: Concept of Correlation and Regression:
Linear correlation, Regression, Multiple Correlation and Regression

UNIT 4: Hypothesis Testing:
Estimation Theory and Hypothesis Testing, FormulatiomypbthesisParametric and neparametric tests

UNIT 5: Time Series Analysis:
Concept and applications of time series in business, Component of Time Bmikeds of Estimating
Trend

Learning Outcomes:
At theend ofthis coursethe studentsvill beableto
0 Understandheimportanceof statistican decisionmaking

Understandhebasicstatistical toolsisedin data analysis
Understandhe hypothesigesting& its applicationin research
Selectright statistical tool$o be usedin dataanalysis
Understandhow to interpret andeporttheresults

O« O« O« O« O

Text books
0 Applied business statistics: Making better business decisions (7th edition) by Ken Black,

PublisherWiley.

Referencebooks
0 Statistics for Managers Using Microsoft Excel and Student CD Pa¢kdyggdition) by
David M Levine, David Stephan, Timothy C. Krehbiel, Mark L. Berenson, Hardcover:

880 pages, Publish&renticeHall
BusinessStatisticsusingExcel, Glyn DavisandBrankoPecar Oxford UniversityPressUSA.

(@]
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Subject Subject
Code | MB6 | “Tite Corporate
09 _ Finance
LTP 300 | Credit c?a‘{ggeg}y DC | Year St | Trimester| 1
CourseObjective

The coursefocuseson making studentsunderstandasic fundamentalsfinancial concepts,and
principleselementf financialstatements, frameworlsdtools necessaryor analyzingfinancial
decisions.

CoursePre/Co- requisite (if any): None

Unit 1: Introduction to Corporate Finance

Introduction to corporate finance, Importance of cash flows; Goal of financial management; The
Agency problem and control of corporation; changingrole of finance managersn globalized
environment.

Unit 2: Valuation and Capital Budgeting

Time Value of Money; Discounted cash flow valuation; Interest Rates and Bond Valuation; Capital
investmentlecisions;InvestmentRulesNPV, PaybackPeriod Method, DiscountedPaybackPeriod
Method,IRR, Profitability Index.

Unit 3: Capital Structure and Costof Capital

The elements and role of financial planning; Long term financing; Cost Vs Earning theories of
capitalization, Capital structure decisions and theories, Trading on Equity, Capital Gearing,
Leverage Computationof Cosbf capital& WACC

Unit 4: Dividend Decisionsand Short-term Financing

Different types of Payouts; Procedural aspectd@dlaration & payment of dividend, Dividend
policy, Factorsaffecting dividend policy; Dividend Models; The Clientele Effect; Workaapital
management; Factoegfectingworking capitalrequirementCashand Inventorymanagement.

Unit 5: Risk Management

Option valuation, CAPM model, Black Scholesmodel, derivatives and its types, International
Financeinternational financialmanagementpreign exchangexposureand riskmanagement.

Learning Outcomes
At the endof this coursethe student willbeableto -
6 Understandindanalyticalandpracticaltoolsessentiafor corporatdinancialdecisions

Evaluateac o r p o rirvésimentécisiondrom afinancialperspective
Recommenda courseof financialactionfor a givenbusiness situation

Provide @ramework, concepts, and tools for analyzing financial decisions based on
fundamentgdrinciplesof financialtheories.

O« O« O« O

Text books
0 RossWesterfield JaffeandKakani, CorporateFinanceMcGraw Hill. 2014.
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Referencebooks

O« O¢ O« O«

O«

FinancialManagementiM PandeyVikas Publication

MegginsonW. L., CorporateFinanceTheory.AddisonWiley, 2001

KhanandJain, Financial Management.

The New CorporateFinance WhereTheoryMeetsPractice Ed. by D.H. Chew,Jr. McGraw
Hill. 1999

Reilly K.F., Brown K.C. InvestmentAnalysisand Portfolio Management6™ Edition. The
DryderPress.
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Subject MB610 Su_bject ConsumerBehavior
Code Title
LTP 300 Credit 3 CSUbJeCt DC Year 13 Trimester | Il
ategory
CourseObijective

The course focuses on makistudents gain a thorough grasp of psychological principles which
govern thenfluence of marketing mix on the consumer behavior, identify key psychological reasons
for how and whyconsumers respond in particular situations and utilize the above undergtand
order to make an effectivaarketingmix decision.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Marketing & Consumer Behavior
Marketing Orientations, Segmentation, Targeting and Positioning, Consumbtasketing Research and
Consumer BehaviouModels of Comprehensive Buyer Behavior

UNIT 2: ConsumerBuying Process
Types of consumerbuying behavior: extensive problem solving, limited problem solving, routine
problensolvingand dissonance reducibghavior;Stagesof consumedecisionmakingprocess.

UNIT 3: External Influence to buyer behavior
Culture, Social Class Variables, Sub Culture, Reference Group Family Variables Impacting
ConsumeBehavior.

UNIT 4: PsychologicalFactors Determining Buyer Behavior
ConsumeMotivation, LearningandMemaory, PerceptionPersonalityandSelf-conceptAttitude.

UNIT 5: Organizational Buying
Nature of Organizational Buying, Influences on Organizational BuBielgavior, Organizational Buying
Decision

Learning Outcomes
At theend ofthis coursethe studentsvill beableto
Understandhe natureof consumer behavi@ndvarioustheoriesunderlyingthesame

Developadeepunderstandingnto variousfacetsof consumer behavior
Correlatehetheoreticalandpracticalaspect®f consumebehavior

Think like business and marketing professionals involved in the strategic and operational
activities otonsumer behavior within arganization

O¢ O« O¢ O«

Text books

~

0 Solomon,Michael, Gary Bamossy,SgrenAskegaard and MaragrethHogg (2009),
ConsumeBehaviour: AEuropean Perspective? Edition, Pearson

Referencebooks

6 RogerD Blackwell ,PaulW Miniard ,James- Engel,’” C o n s uBneehra viflndia¢ ,
Edition, 2008 SouthWestern
ConsumemBehaviourand Branding: Concepts Readingsand CasesThe Indian Context, S
RamesKumar
Hoyer,WayneandDeborahMclnnis. ConsumeBehavior Boston:HoughtonMifflin
Kardes Frank(2008),Consumer Behavior Science darhcticeS p u Wéstern
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Sgg{jeect MB612 S#ﬁljee(:t DecisionModeling Using Spreadsheets
LTP 300 | Credit (3| Catomst | DC | Year| gst | Trimester | Il
CourseObijective

Themainaim of this courseis to introducestudentgo thetechnique®f decision modeling. provide
studentsvith basicskills and knowledg®f decisionmodelingandits applicationin themanagement
field.

Course Pre/Cao requisite (if any): None
UNIT 1: Introduction to Decision

Modeling

(F?verviewon Decision Modeling, Types of Models, Steps involved in Decision Modelling
rocess,

Formulationof Decision ModelModelingthrough Spreadshedtiands on Examples.

UNIT 2: Linear Programming basics
An Introductionto Linear Programing:Concept, Assumptionsand Applications,Formulatinga
linearProgrammindviodel, GraphicaBolutionto LPP, Simplex Algorithm.

UNIT 3: Transportation Models
An introductionto TransportatiorModels, NWCM, LCM, VAM and MODI Methods,Overview
ofAssignment Model, Hungariahlgorithm.

UNIT 4: DecisionAnalysis & Queuing Theory
Overviewon DecisionAnalysis,Stepsnvolvedin DecisionAnalysis,DecisionTreeAnalysis,
QueuingViodels.

UNIT 5: Network Analysis
ProjectScheduling:PERT/CPM,GameTheory, An Overview on SimulationModeling, Monte
CarloSimulation.

Learning Outcomes:

At theendof thiscoursethe studentsvill beableto

Identify anddevelopoperational researahodelsfrom the verbaldescriptionof thereal system.
Understandhe mathematicatoolsthatareneededo solveoptimizationproblems.
Usemathematical softwar® solvethe proposednodels.
Developareportthatdescribeshemodel andhesolvingtechnique

O¢ O¢ O¢ O«

Text books

0 ManageriaDecisionModelingwith Spreadsheetsy- NagrajBalakrishnaret al,Pearson
Publication.

Referencebooks

& Taha,Hamdy,OperationResearchiedition,(USA: Macmillan PublishingCompany)2011.
6 WayneL. Winston,PracticalManagemen§cience:spreadsheehodelingandapplications
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Subject Subject
Code MB613 Title PeopleManagement
. Subject st ;
LTP 300 Credit 3 Category DC Year 1 Trimester | 1l
CourseObijective

The objectiveof the courseis to familiarize the studentsaboutthe different aspectof managingpeoplein
theorganizationgrom thestage ofacquisition to development and retention.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to PeopleManagement
PeopleManagementtntroduction;ManpowerPlanning:importanceProcessBarriers& Forecasting
Methods.

UNIT 2: Manpower Procurement

Job Analysis, Job Design & its techniques, Recruitment: ProceS®Wices, Scientific Selection
Process. Oboarding; Inductiormand orientation,

UNIT 3: Training & Performance Management

Promotionsand Transfers,Retrenchmentand VRS. Conceptof GoldenHand Shake;Training and
Development: Training need assessment, besthof Training; Performance Management: Different
elementof PerformancéManagementprocessandevaluationtechniquesPotentialAppraisal:Steps

of PotentialAppraisal

UNIT 4: Rewarding Employees
EmployeeRemuneration: Monetary & Neklonetary benefits, Remuneration PlansZoncepts of
Wages Ethical Issuesn Human resourcesmanagement,

UNIT 5: Employee Welfareand recenttrends in HRM
Empl oyee Healt h, Safety & Wel fare, Grievanced
and trends HRM;

Learning Outcomes:

At theend ofthis coursethe studentsvill beableto

0 Understandheimportanceof humanresourcesndtheir effectivemanagement inrganizations.

0 Develop the knowledge, skills and conceptsneededto resolve actual human resource
managememiroblemsor issues.

Analyze the key issues related to administering the human elements such as motivation,
compensatiomppraisalcareemplanning, diversity, ethics, arichining

Manage the employment relationship, which is a shared responsibility between
employersnanagementjuman resources specialisiad employees.

Learn the responsibilities of management, HRM specialists, managers, and employees in
managing themployment relationshijm a unionized oa norunionized environmne

(@]

~

(@]

(@]
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Text books
0 GaryDesslerHumanResourceManagement, Pears&uucation Indig2017).

Referencebooks

6 Armstrong, M. (2006). A handbook of human resource management practice.
Kogan PagBublishers.

6 Armstrong, Michael, and Stephen Tay(@020). Armstrong's handbook of human
resourcenanagement practickogan Page Publishers.

0 Human ResourceManagemenfext & Cases,by Rao, V.S.P, Publisher: Excel Books, New
Delhi.

0 HumanResourceManagement byAswthappaPublisher,TMH, New Delhi

0 ManagingHumanResourceby RamaswamyE., Publisher: OxfordJniversityPressNew Delhi
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Subject Subject . ,
Code MB614 Title BusinessEnvironment
LTP 300 Credit 3 Subject DC Year 13 Trimester I
Category
CourseObijective

Themain objectiveof this courseis to givestudentsunderstanding ahe emerging trends business
environment. Studentswill learn how to analyze businessenvironmentalvariablesto identify
possibleexpansionopportunitiesand warding off potentialthreatsin t o d aglplialzed business
environment.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction

Approaches to organizations and management, organization structures, Aspects of functional
managemenBusinesorganizationsandits environmentthe generalor contextualenvironmentthe
immediateand operational environment, Emerging trends in busirassronment, Analyzing the
business environmenkigechnique®f environmentnalysis

UNIT 2: EconomicEnvironment-I

Economic EnvironmentEconomic System,econo ¢ pl anning in I ndia, [ n
Policy- Measures to regulate money supply, Techniques of Fiscal Policy, Economic Ttaddmn
Financial SystemMoney and CapitalMarket, Stock Exchangein India, Industrialization and
EconomicDevelopment

UNIT 3: EconomicEnvironment-I

National Income National income estimates in India; Poverty and inclusive growth; Unemployment
and Underemployment;Inflation-Measuresof inflation, DemandPull Vs. CostPush Inflation,
HumanDevelopment; RuraDevelopmensstrategiesor rural developmentRegionalimbalances
Technologicaknvironmerntfeaturesjmpactandtechnologytransfer

UNIT 4: Legal Environment

LegalEnvironment IndustrialPolicy- Evaluationof the New IndustrialPolicy, CompetitionAct,
2002]ndustrial Licensingpolicy

Social Environment Social Responsibilityof Business,ConsumerProtectionAct 1986, the
EnvironmenProtectionAct 1986 &i t Idpact

UNIT 5: Global Environment

Foreign Trade Policy and Balanceof PaymentsForeigninvestment,Multinational Corporations,

I n d impdrtsand Export Policy, SEZs in India, Trading Blocs and Free Trade Agreements,
International InstitutionrSVTO, IBRD (World Bank), IMF, andFC

Learning Outcomes
At theend ofthis coursethe studentsvill beableto

1 Analyzetheworking of anorganizatiorundervariousenvironmentatonstraints.
Evaluatetheimpactof governmenpoliciesin generab r g a n i enaiftonmem. 6 s
Identify various legal frameworks for runnigousiness.
Know the socialresponsibilitief thebusiness.
Familiarizewith the globalenvironmentandvariousinternationainstitutions.

= =4 =4 =
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Text books
6 JustinPaul Busines€EnvironmentText & CasesTataMcgraw-Hill Education

Referencebooks
Hill, CharlesW., Arun K. Jain,International Busines3ataMcGraw Hill (2008).

Richard,M.S. and LuciaraN., Managingn the Global EnvironmentPHI (2006).
CherunilamF., Busines€EnvironmentHimalayaPublishingHouse(2007).

O¢ O¢ O«
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Sg(k)){jeect MB61 Sttfﬁjtfec BusinessResearch
7 Methods
LTP 300 | Credit (:Si;le’gegrty DC | Year| qst | Trimester| Il
CourseObjective

This course aims at empowering studemtgh knowledge and ability to generate requisite
information forbusinesglecisionmakingthroughcarryingout effectiveresearchStudentswill learn
various tools andtechniguesnecessaryto create knowledge and information that will aid in
manageriatecisionmaking.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to BusinessResearchMethods

Research Methods Fundamentals, Types of Business ResBasdgarch Process for applied and
basic researchApplications of Research Methods Business, Ethical Issues in Research, some
softwarebs used in business research

UNIT 2: ResearchDesigns
Exploratory,DescriptiveandExperimentaResearcibesigns Choosing arAppropriate Research
Designfor aResearcliProblem.

UNIT -3: Sampling Design, Measurement and@ata Collection Method
Sampling Process, and Technigues, Determination of SampleEsines in samplingPrimary and
Secondary Data, Scaling Techniques, Questionnaire Déigdelines for questionnaire design.

UNIT -4. Statistical Techniques for Data Analysis
Getting Data ready for data analysis, Data Analysis using descriptive Statistics and Inferential
Statistics,Testing of Hypothesis, Multivariate Techniques for Data Analysis.

UNIT -5: Report Writing
Types of Repds, Integral parts of repartReferencing and Bibliography, Intellectual Property
Rights, Plagiarism.

Learning Outcomes:
At theend ofthis coursethe studentsvill beableto
Understandasicsof research.e., researchtesearchypes,approaches;onceptstc.

Learnandcarryout effectiveresearctusingexploratory,descriptiveandexperimental designs
Developanacumerto suggesanappropriatagesearcliesignfor a givenbusinessituation
Understand@ndapplyvariousstatisticaltoolsandtechniquedor dataanalysis
PrepareandpresentesearcHinding in awell-structuredormal report.

E N I ]
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Text Books

0 BusinesRResearciMethod,W. Zikmund ThomsonPublication

ReferenceBooks
0 SaundersM. andLewis, P.,ResearciMethodsfor BusinessStudentsPrenticeHall

w

0 UmasekaramB., ResearciMethodsfor BusinessJohnWiley and Sons (2005).
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Subject Subject :
Code MB619 Title Cost & ManagementAccounting
. Subject .
LTP 300 | Credit |3 Catejgory DC | Year| st | Trimester| il
CourseObijective:

Themain purposeof this courses to apprisestudentsabout variouspproachesf costingandbudgeting.
CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Cost Accounting

MeaningandScopeof CostAccounting,its objectivesandsignificance,ts relationshipwith financial
accountingand managemengccounting;Cost Objects, Cost centersand Cost Units; Elementsof
cost;Classificationof costs

UNIT 2: CostAscertainment

Material Costs: Procurement, Inventory Management &mhtrol, Inventory Accounting &
Valuation; Labor Cost: Labor Turnover, Overtime and idle time, Principles and methods of
remuneration and incentive scheni@gect Expenses)verheads

UNIT 3: Methods of Costing
Job Costing; Batch Costing; ContraCbsting; Process Costing Normal and abnormal losses,
equivalentproduction Jointandby Products

UNIT 4: ManagementAccounting
ManagementAccounting and managerial decisions, Role and responsibilities, strategies and
applicationdlarginal Costing, StadardCosting& Variance AnalysisBudget and Budgetai@ontrol

UNIT 5: Responsibility Accounting

Concept and various approaches to responsibility accounting, Concept of investment center, Cost
center, Profitcenter and responsibility center and its managerialimplications, Transfer pricing:
multinational transferpricing, marketbased transfguricing andcostbased transfer pricing

Learning outcomes
At the end ofthis coursethe studentsvill beableto
9 Describetheelement®of cost andtlassificationof costs

1 Understandhe costascertainmentaterial costdaborcostsandoverheads

1 Understand different methods of costingb costing, batch costing, contract costing,
process costirgndjoint andby products

1 Learntherole andsignificanceof managemerdccountingn manageriatiecisions

1 Understandhevariousapproachesf responsibilityaccounting

Text Books

~

6 Principlesof ManagemenAccounting ManmoharandGoyal

ReferenceBooks
6 Managemenfccountingprinciplesandp r a c tRiKcSharmaandS.K. Gupta
6 Management AccountingndFinancialcontrol R.L.Gupta
6 Management Accountingl.M. Pandey
6 Managemenfccount RobertAnthony
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Subject Subject - .
Code MB625 Title Digital Marketing
LTP 300 Credit 3 Subject DC Year 2nd Trimester | IV
Category
CourseObijective

The main objective of this course is to make students aware about what, why, and how of major
online marketing approaches, including online listening and monitoring, search engine optimization,
PPC, search ademail marketing, and participating social media such as FacebookTwitter,
LinkedIn etc.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Digital Marketing

Digital Marketing Fundamentals, Historical evolutioniofernet, Digital Marketing Industry, scope
of Digital marketing(Applications),Digital Marketing Plan, Revenueor BusinessModels, Digital
MarketingEnvironment.

UNIT 2: Digital Marketing Strategy

Digital Marketing Research, Online Consumer Behavi@nline Buying Process, Online buying
Behavior models, Segmentation, Targeting and Positioning (STP) in online environment,
conceptualizingn onlineproduct and Developing\Website, Websitdesigningools

UNIT 3: Digital Marketing Communication Tools-|
IntegratedViarketingCommunication(IMC), IMC toolsi SEO,SEM (handson sessioron Google
AdWords)nteractiveAdvertising),

UNIT 4: Digital Marketing Communication Tools-II
E-Mail Marketing,Online PublicRelation,Affiliate Marketing

UNIT 5: Marketing Through SocialMedia
Marketing througlSocialMediasuchasFacebook Twitter, LinkedIn, Google+,Role of Virtual
CommunitieandBlogs, SociaMedia for Consumer Insight, Socidledia Metrics.

Learning Outcomes

At theend ofthis coursethe studentsvill beableto

Understand what digital marketing is and how firms today are marketing their products and
servicesnline

DifferentiatebetweerSEOandSEM andImplement PP@ds(Specificallygoogleadwordads)
Designemailmarketingcampaign

Understandow affiliate marketings done

Learntheimportanceof onlinepublic relationand onlinereviewsandhow to respondo them
Understandhowto designsocial mediadampaign®n facebookjwitter andlinkedin

O«

O¢ O¢ O¢ O¢ O«

Text Books
0 e-Marketing:StrassFEl-Ansary,Frost,Pearsorpublication(2017)
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RefgrenceBooks

Social Media Marketing: Strategies for Engaging in Facebook, Twitter & Other Social Media
by LianalLi Evans,PearsorPublication.

SocialMediaMarketingBook; By Dan Zarrel, O'Reilly Media2009.
Digital Marketing: StrategymplementatiorandPractice 5/E, DaveChaffey,Pearson.

o
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Subject MB701 Su.bjeCt BusinessEthics & Corporate Governance
Code Title
. Subject nd ;
LTP 300 Credit Category DC Year | 2 Trimester \Y
CourseObjective

The main objectiveof this subjectis to deliver awarenessboutethical behavior,dilemmasin taking
businesdecisions.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Business Ethics

An understanding of Ethics, Importance and Scope of Ethics, Ethics and Business Objective o
Business EthicsFactors influencing Business Ethics, Moralityand Ethics, Ethical Performance,
SustainabilityandCSR

UNIT 2: Managing Ethics

Ethical Activities, Ethical Dilemmas,Whistle Blowing, And Ethical Decision:Making therole of Moral
Philosophies in Decision Making, Ethical Issues that arise for Mangers, Ethical Organisation,
Ko hl e nModel,QaorddGi | | iModeln 6 s

UNIT 3: Ethical Practicesin BusinessManagement

Application in Marketing, Advertising, Financ&ax Evasion, Lack of Transparency, Preparing False
FinancialStatement, Speculation and Insider Trad#ugplication in HRM area like Compensation, and
Work RaceHarassment of Employee

UNIT 4: Corporate Governance

Concept and Need for Corporate Governance, Parties to Corporate Governance, Role of Independe
Directors, Board of Directors duties and responsibilities, Executive remuneration, Agency Theory,
Stewardship TheoryPopularModel for Governance

UNIT 5: CapstoneProject
Studentin groupswill completea projectbasedn understandingf the subject

Learning Outcomes:

At theendof thiscoursethestudents wilbe ableto
1 Gaininsightandawarenessf ethicalbehaviorin businesslecisionmaking
1 Learnhowto dealwith ethicaldilemmasin businesslecisions
1 Learnabout corporatgovernanceracticesandits importanceor business

Text Books
1 AndrewCrane& Dirk Matten,BusinessEthics, 2" Edition, Oxford universitypress

ReferenceBooks
1 A.C.FernandoBusiness Ethicsand Corporate Governance, 2/ePearson Education.
1 CSV Murthy,Business EthicéText andCases)Pub.By HPH
1 JohnR. Beatright, Ethicend theconductof businessPub.By PearsorEducation
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S(‘:‘g‘de;t MB704 S#ﬂg"t Strategic

Management
LTP 300 | Credit |3 ga‘{ggegrty DC | Year| ond| Trimester| V
CourseObijective

The main objective of this courseis to learn how to apply the strategicmanagemenprocessto
analyzeandmproveorganizationaperformance.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction

Basic concepts of strategic management. Strategic decma&mg. levels. & Process of strategic
managementstrategic intent: Vision,Mission, Goals and Objectives. Organization Appraisal
organizational capabilities imarious Functionalareasand StrategicAdvantageProfile. Methodsand
techniquesisedfor organizationappraisal.

UNIT 2: Environmental Appraisal

Concept of environment, component®f environment (Economic, legal, social, political and
technological) Environmental scanning techniqué&sTOP, QUEST and SWOT (TOWS)., External and
internal assessments o r tfieerfoéce model, IFE, EFE CPM matrix used foasgssments

UNIT 3: Corporate levelstrategies

Stability, Expansion, Retrenchment and Combination strategies. Corporate restructuring. Concept ¢
Synergy.Businesslevel strategied Cost leadership,Differentiation and Focus StrategiesStrategic
Analysis and choiceThe input, matching (TOWSSPACE, BCG IE, & grand strategy matrix) and
Decision stages (QSPM) sfrategicanalysischoice.

UNIT 4: Strategiclmplementation

Nature of strategic implementation, polices, resource allocation, managing conflictgjmgasteucture
with strategy (functional structure, divisional structure, SBU), restructuring, Reengineering& E-
engineering,managingresistanceto change,strategicbudget allocation, Human resourceconcerns
while implementingcorporate cultur& LeadershipLeadingthe strategic executigmrocess.

UNIT 5: Strategyreview evaluation and Control

Nature of strategy evaluationstrategyevaluationframework, measuring organizationglerformance,
taking corrective actions. Levels of strategic controbntingency planning & auditing. Managing
strategic changerocessdeterminingneedfor changestylesandtactics ofchangemanagement

Learning Outcomes:
At theend ofthis coursethe studentsvill beableto
1 Know, understand, and apply the strategianagement process to analyze and improve
organizationgderformance.
1 Conduct and draw conclusionsfrom internal and external analyzesof an organization's
environmentandperformSWOT for a firm.
1 Developandchoosestrategicalternativedasedon SWOT analysis.
1 Developimplementatiorplansto executehosestrategies.

Text Books
1 Fred.R.David(2016%trategicVlanagementoncepts casesPrenticeHall Publication
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ReferenceBooks
1 A Thompson,Mararet A Peteraf, John E Gamble, A J Strckland JAiik Crafting & Executing
strategyconceptsand cases
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Ségge;t MB705 S#t)IJsCt Entrepreneurship Developmentand Innovation
Management
. Subject ,
LTP 300 Credit 3 Catejgory DC Year| ond | Trimester V
CourseObijective

Themainobjectiveof this course igo Identifyand createntrepreneuriabpportunities.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Entrepreneurship
Entrepreneurs; entrepreneurial personality and intentiorcharacteristics, traits antehavioral,
entrepreneuriathallenges.

UNIT 2: Entrepreneurial Opportunities

Opportunities. Discovery/ creation, Pattern identification and recognition for venture creation: prototype
and exemplar model, reverse engineering, Entrepreneurial Process a&oisioD Making:
Entrepreneurial ecosystenideation, development and exploitation of opportunities; Negotiation,
decision making process and approack&gctuationand Causation.

UNIT 3: Crafting businessmodelsand Lean Start-ups

Introduction to busines models; Creating value propositi@mmventional industry logic, value
innovation logic; customer focused innovation; building and analyzing business models; Business
model canvas, Introduction teanstartups, BusinesRitching.

UNIT 4: Organizing Business ancEntrepreneurial Finance

Forms of business organizations; organizational structures; Evolution of Organization, sources an
selection ofventure finance options and its managerial implications. Policy Initiativefoand; role of
institutionsin promotingentrepreneurship.

UNIT 5: CapstoneProject
Studentn groupswill completea projectbasedn understandingf the subject

Learning Outcomes
At theend ofthis coursethe studentsvill beableto
1 Identify entrepreneuriabpportunities
1 Createentrepreneuriabpportunitiesthrough the invention, developmentand exploitation of
entirelynewideas products and services,

1 Inculcate entrepreneurialcompetenciesincluding self-confidence, goal setting, planning,
informationseeking problemsolvingand plannedisk taking.

1 Provideintensive personalcounsellingto developa competententrepreneuand a successful
businesexecutiveof tomorrow.

Text books

1 Ries, Eric (2011), The lean Startup: How constantinnovation createsradically successful
businesseBenguinBooks Limited

Referencebooks
1 Blank, Steve (2013), The StartupO w n e Mangal: The Stepby-Step Guide for Building a
GreaCompanyK&S Ranch.
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LIST OF ELECTIVE COURSEST MARKETING

Subject Subject . L
Code MB731M Title Integrated Marketing Communication
LTP 300 | Credit | 3 CS“b‘eCt DE | Year [/l [Trimester| VIV
ategory
CourseObijective

The main objective of this courseis to understandntegratedmarketingcommunicationyvarious
promotionatools etc.

CoursePre/Co- requisite (if any): None

UNIT 1: The IMC Foundation
IntegratedMarketing CommunicationsCorporatelmageand Brand ManagementBuyer Behaviors,
Promotion®©pportunityAnalysis

UNIT 2: IMC Advertising Tools
Advertising ManagementAdvertising Design: Theoretical, Frameworksand Types of Appeals,
AdvertisingDesign: Message Strategi@sd ExecutionaFrameworks

UNIT 3: IMC Media Tools
AdvertisingMediaSelectionactiveMarketing,AlternativeMarketing.

UNIT 4: IMC Promotional Tools
DatabasendDirect Respons®arketing,SalesPromotionsPublicRelationsandSponsorshigPrograms

UNIT 5: IMC Integration Tools
RegulationsandEthical ConcerndvaluatinganIntegratedviarketingProgram

Learning Outcomes:
At theendof thecourse studentswill be ableto

1 Understandvhatintegratednarketingcommunicationis andhow it createsetter
communicatiommpact.

1 Appreciatetherelativestrengthof variouspromotionaltools such asadvertising sales
promotionpersonakellingand direcimarketingetc.

1 FormulateaIMC planfor agivencommunicatiorproblem

Text Books
1 Advertising and Promotion: An IntegratedMarketing CommunicationsPerspective(SIE)
by Georgéelch,MichaelBelch Keyoor PuraniTata Mcgrabhill.

ReferenceBooks
1 IntegratedAdvertising, Promotionand Marketing Communications4/e by KennethE. Clow
Donald E.BaackPearsorPublication
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S(‘:‘g‘de;t MB732M S}’itt’lf"t Marketing
Research
. Subject
LTP 300 Credit | 3 | category | DE| Year| I/l | Trimester | N/IV/V
CourseObijective

Themain objectiveof this course igo conductingnarketingresearch.

CoursePre/Co- requisite (if any): None

UNIT 1: Marketing Research

Introduction to Marketing researchMarketing ResearchProcess,Role of Marketing researchin
marketingdecision making, Marketing Research Industry, Careers in Marketing Research, Ethics in
Marketing Researchnternational MarketindgResearch.

UNIT 2: ResearchDesign
Introduction to Research design, Exploratory Research, Descriptive research, Causal/ Experiment
ResearciDesign,Selectionof appropriategesearch design, validity experimentation.

UNIT 3: Data Collection Methods
Primary& SecondarnyData,Observation& QuestionnairalesignprocessPDevelopmenbf
guestionnairé€;hoosingguestionnaire structure, Analysisléterpretatiorof Data.

UNIT 4: Sampling Designand procedure

SamplePlan, Probability& Non- Probability Sampling,Determinationof SampleSize, Attitude
Measuremerthroughdifferenttypesof scalesMeasurement and Scalingeport writing, APA Style
Referencing.

UNIT 5: Introduction to Multivariate Techniques
Factoranalysis Clusteranalysis conjoint analysisMDS, Logistic Regressio\nalysis.

Learning Outcomes
At theendof thecourse studentswill be ableto
1 Understandasicsof conductingmarketingresearch.
1 Designamarketingresearclstudyfor a givenmarketingsituation.
1 Conductappropriatedataanalysisandprepareareportfor facilitating business decisiomaaking

Text books
MarketingResearchAn Applied Orientation NareshK. Malhotra,Pearsor(7™" edition).

ReferenceBooks
1 Researclior MarketingDecisionsPaulE. Green, Donald. Tull
1 MarketingResearchTextandCases HarpeW. Boyd Jr., RalphWestfall
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Subject Subject ,
Code MB733M Title Retail Management
: Subject .
LTP 300 Credit | 3 Category DE | Year | I/l [Trimester | HI/IV/V
CourseQutcomes

The main objectiveof this courseis to deliver basicsof retail managementifferentiatebetween
organizedandunorganizedetailingandtheir respective implications.

CoursePre/Co- requisite (if any): None

UNIT 1: Nature and Importance of Retailing:

Retailing and Retailers, Place of Retailing in Marketing Mix, Retailing Economical and Social
Importance, Sizeof Retail Market, Operating Expensesand Profits. Retailing in India. Classifying
Retail Firms: Firm of Ownership,Operational Structure, Servi@nd PriceOrientation, Merchandise
Offering.

UNIT 2: Store & Non-Store Retailing

Type of Merchandiser, Single Line Store, General Store, Variety Store, Departmental Store,
SupermarketSuperstore, Combination Store, Hyperkedy Discount Store, Warehouse Showroom,
Catalogue Storing, I'Home Retailing, Retailers -SponsoredCooperative Chain, Manufacturers-
SponsoredFranchisingSystem.

UNIT 3: Retall Strategy and Planning
Retail Perspectivelnderstandinghe Retail CustomerStoreLocations

UNIT 4: Merchandise Managementand Retail Decisions

Target Market Selection, Merchandise MerchandisePlanningand ManagementMerchandiseBuying,
RetailPricingand Merchandise Performanté®cation, Size, Storemage, Designl.ayout

andShop Design.

UNIT 5: Creating & SustainingValue and Trends in Retailing
Retail Marketing Communication, Servicing the Retail Customer, Supply Chain Management,
Growth ofshoppingmalls, FactoryOutlet, Discounaind DiscounMalls.

Learning Outcomes:
At theendof the course studentswill be ableto
1 Understandasicsof retail management.
1 Understandthe difference between organized and unorganizedretailing and their respective
implications.
1 Designmarketingstrategiegor carryingout successfubrganizedetail operations.

Text Books
1 David Gilbert, RetailMarketingManagementPearsorindia.

Referencebooks
1 ManagingRetailing,2/e,PiyushKumar Sinha& DwarikaPrasadJniyal, Oxford UniversityPress
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Sggbeect MB734M S-lI-Jitt)feeCt Product and Brand Management
. Subject .
LTP 300 Credit |3 Category DE | Year |/l [Trimester|I/IVIV
CourseObjective

The objectiveof this courseto differentiatebetweena productanda brandandknow the challenges
andprocessf building successfubrands.

CoursePre/Co- requisite (if any): None

UNIT 1: Understanding Product and Brands

Productandbrandstrategy,Productstrategyover thelife-cycle, Customeranalysis,Competitor
analysis Desigrof manufacture, Produtife cycle & portfolio analysis, new produdevelopment
process

UNIT 2: SalesForecasting
Forecastindgargetmarketpotentialandsales Methodsof estimatingnarketandsalespotential,Sales
forecasting,

UNIT 3: Managing Brands

Brands and Brand Managemesignificance of a brantbrand mark and trade maildifferent types of
brandi family brand, individual brand, privatbrandi selecting a brand naniiefunctions of a brand
brandingdecisions influencingfactors.

UNIT 4: CustomerBasedBrand Equity

Custometbased Brand Equity, Brand Positioning and Brand equity, Choosing Brand Elements to Build
Brand Equity, Designing Marketing Programs to Build Brand Equity, Integrating Marketing
Communications to BuildBBrand Equity, Developing Brand Equityleasurement and Management
System, Measuring Sources of Brabguity, measuringOutcomes of Brand Equity

UNIT 5: Brand Loyalty

Branding impact on buyeiiscompetitors, Brand loyalty loyalty programme$brand equityi role of
brandmanagefi Interrelations with manufacturing, marketing, finance, purchase and R i&kdband
audit, branddevelopment through acquisiticiakes oveand merger

Learning Outcomes:

At theendof the coursestudentswill be ableto
1 Understandasicddifferencebetween groductanda brand.
1 Knowthe challengeandprocessf building successfubrands
1 Suggesstrategiegor building sustainablendsuccessfubrands

Text Books
91 KevinLaneKeller,” St r aBrangMacn a g e RexsorEdicationNew Delhi, 2003.
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ReferenceBooks

1 JearNoel,Kapferer,” St r aBrangMacn a g e irhefrdelressNew York, 1992.

1 Product managemenDonal R. LehmanrRusselS. Winer

1 S.RamestKumar,” Ma n a dgndian@® r a n\WkasgyblishingHouse(P) Ltd., New Delhi, 2002.
1 JagdeeKapoor,Brandex Biztantra,New Delhi,2005
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Sggfe"t MB735M S%kt’lf“t Services
Marketing
: Subject .
LTP 300 Credit 3 Category DE Year|l/ll Trimester [1I/IVIV
CourseObjective

The objectiveof this courseto make studentunderstandhe basicdifferencebetweena physical product
and aserviceproductwith their resultingnarketingmplications.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction

Difference betweenProduct and Services Marketing, Characteristicsof Services Classification of

ServicesRaradigmsn ServicesMarketing,Importanceof CustomeiRelationshipManagementSpecific
for Servicdndustry.ServiceMarketingSystem:ServiceQuality, UnderstandingCustomelExpectations
andZoneof Tolerance Segmentatiomnd Zone off olerance Targetingand Positioningf Services

UNIT 2: ServicesMarketing Mix

Augmented Marketing Mix, Developing the Service Product/ Intangible Product, Service Product
Planning,ServicePricing Strategy ServicesPromotionsand ServiceDistributions.PhysicalEvidence:

Role of Communicationin Service Marketing, People and Internal Communication, Process of
Operationsand Deliveryof Services, Role ofechnologyin ServicedMarketing.

UNIT 3: Marketing of Financial Services

Deciding theService Quality, Understanding the Customer Expectations, Segmenting, Targeting and
Positioningof Financial Services, Devising Financial Services, Marketing Mix Strategies with Special
Reference to CrediCards,Home Loans, Insurancand Banking, Marketig of Telecom/Insurance
Services.

UNIT 4: Servicesin Global Perspective
International Marketing of Services Recent Trends, Principal Driving Force in Global Marketing of
Services, Keecisionsn Global Marketing, ServiceStrategyand Organizindor Global Marketing.

UNIT V: CapstoneProject
Studentn groupswill completea projectbasedn understandingf the subject

Learning Outcomes:
At theendof the course studentswill be ableto
1 Understandbasic differencebetweena physicalproduct and a service productwith their
resultingmarketingimplications.
1 Suggesstrategiesor makingsuccessfumarketingstrategiegor services.

Text Book

9 Wirtz, J., & Lovelock, C. (2021)5ervices marketing: People, technology, strategy. World
Scientific
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Reference book

1 Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2018ervices marketing: Integrating customer
focus across the firm. McGrafill.

1 Lovelock, C., & Patterson, P. (2019ervices marketing. Pearson Australia.

1 Lovelock, C. H., & Wirtz, J. (2004). Services marketing: People, technology, strategy.
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Subject Subject :
Code MB736M Title B2B Marketing
LTP 300 credit | 3 | SUPIECt | pe | vear |11 fTrimester | VIV
Category
CourseQutcomes

The objective of this courseis to make studentsunderstandasicthe implications of marketing
productsandservicesn Businesgo-Businesgontext.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to B-2-B Marketing
Meaning, Definition, importance,BusinessModels - B-2-B marketing, B-2-C, C-2-C marketing,
Typicalchallengesn B-2-B Marketing

UNIT 2: BusinesBuyer Behavior:
Businessuyingyvs. individual buying, Businessuying processBusinessuyingsituations,
Businesduyingoles,marketingresearch

UNIT 3: Segmentation,Targeting and Positioningin businessbuying
Segmentationf businessnarketstargetingstrategiesgevelopingpositioningstrategiegor business
markets

UNIT 4: Product and Pricing decision
Productclassificationin businessmarkets,productdecisions,brandingdecisions,Productlife
cycles,newproduct development

UNIT 5: Distribution and marketing communication:
Settingup Distributionchannel Channekypes,Designingcommunicatiorfor businesduyers.

Learning Outcomes:
At theend ofthecourse studentawill beableto
1 Understandasictheimplicationsof marketingproductsandservicesn Businesgo-Business
context.
1 Suggesstrategiesor makingsuccessful marketingfrategiesn B2B context.

Text Books
1 KrishnaHavaldar BusinessViarketing, TMH publishers

ReferenceBooks
71 IndustrialMarketing,Milind t. Phadtare PHI
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Subject Subject o
Code MB737M Title Salesand Distribution Management
LTP 300 | Credit | 3 | SUOCt | pE | vear | 1l |Trimester N/VIV
Category
CourseObjective

The objective of this course to deliver basics of sales management and explain the challenges and pro
of salesnanagement.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to SalesManagement

Concept, Nature, Role of Sales Management in Marketing, Salesmanship, Specific Characteristics of
successfubalesmanThe Evolving Faceof PersonalSelling. Applicationof AIDA Model in Personal
Selling.

UNIT 2: SalesProcess

Prospecting, Prapproach, Approach, Presentation and Demonstration, Handling the objections,
Closing theSales, Post Sale Activities, Qualities of a Successful Sales perstmneference to E-B,

B-2-C Marketing,tools for personalselling, SalesAids i Use of technologyin saleseffective selling
techniquesTeleMarketing.

UNIT 3: SalesForecasting
Concept of Forecasting, Sales Forecasting methods, QuantitativeQaaldative methods, Sales
Budget, SaleQuotas SalesTerritories, Sale€ontrollingand Sale€ostAnalysis

UNIT 4: Managing Saled~orce

Procedures and criteria extensively used as selection tools for recruiting and testing sales ability, Sal
Force Jb Analysis and Description, Training and Development, Compensation and Innovation,
Motivating the Sales Teamtotivation Programs Sales Meetings, Sales Contests, Sales Compensating
(Monetary compensation, incentipeogramsas motivators,Norn-Monetary conpensatiori fine tuning

of compensation packageerformancé\ppraisal of Sales Personnel.

UNIT 5: Managing distribution through salesforce

Distribution conceptand definition, stepsin distribution, changingrole of Distribution in current
contextPistribution function, distribution audit, related functions Physical distribution system, logistics,
managemeniistribution as link between Sourcing and Marketing, Distribution as Service function its
needs and levelsstandardcosts and control of key activities, designing a Distribution system
Warehousing,InventoryManagement.

Learning Outcomes:
At theendof the course studentswill be ableto
1 Understandasicsof salesmanagement.
1 Knowthechallengesandprocesf sales management
1 Understandhowto makesalesforecastsisingvarioustechniques
1 Learnhowto managalistributionchannel andalesforce

Text Books
i SalesManagement; Richar@still, Edwardw. Cundiff
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ReferenceBooks

1 TapanK. Panda& Sunil SahadevSalesand Distribution Management2/e, 2011, Oxford
UniversityPress

f RosannL. Spiro, William J. Stanton,GregoryA. Rich; 11" ed., Managemenbf a Sales
Force, TataMcGrawHill, New Delhi 2008

1 KrishnaK Havaldar& VasantM Cavale,Salesand Distribution ManagementText and
CasedylcGrawHill Education, Eighth Edition
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S(‘:‘g‘de;t MB738M S#ft’lf“t Social Media
Marketing
. Subject .
LTP 300 Credit | 3 Category DE Year | I/ Trimester| II/IV/V
CourseObjective

The main objective of this course to explain thlevance of social media marketing today in business
and how texecutesocialmediamarketingon differentplatformssuch as Facebootwitter, Instagram
etc.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to SocialMedia Marketing
Introductionto Blogging, SocialMedia, Prosand Cosof beingon socialmedia,Major Playersin Social
MediaLeveraginghe power okocialmedia.

UNIT 2: Marketing on Facebook
Creatinga businespage,ChannelAdvertising,managingcampaignstrackingandmaximizing

UNIT 3: Marketing on Twitter
Understandinghe power of Micro-Blogging, creatingbusinesgpageon twitter, Managingchannel
advertisingandcampaigns, Leveragingitter for maximizingrevenue.

UNIT 4: Marketing on Google+and LinkedIn
Creatinga businespageon Google+ andLinkedIn, Creatingwinning strategies

UNIT 5: Marketing on Instagram and Pinterest
AdvertisingthroughlnstagramandPinterestmaximizingrevenuefor business.

Learning Outcomes:
At theendof the course studentswill be ableto
1 Understandherelevanceof social medianarketingtodayin business
1 Executesocial medianarketingon different platformssuchasFacebookiwitter, Instagrametc.

Text Books
1 Funk,T. (2013).Advancedsocialmediamarketing:How to lead,launch,andmanagea
successfusociamediaprogram.

Referencebooks

1 Evans, D., & McKee, J. (2010). Social media marketing: The next generation of business
engagemenindianapolisnd: Wiley Pub.
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Subject Subject : :

Code MB739M Title Customer Relationship Management

LTP 300 | Credit | 3 | SUPCt | pE | vear | U] Trimester | VIV
Category

CourseObjective

The main objective of this course to provide the basic understanding of Customer Relationshi
Management antlow to adapt th&€RM practices in business organizations. The course also aims to
enhance the knowledgewardsthe differentechnologydimensions oCRM.

CoursePre/Co- requisite (if any): None

UNIT 1: Customer Relationship ManagementFundamentals

Theoreticalperspectives of relationship, Evolution of relationship marketing, Stages of relationship,
Issues ofrelationship,Purposeof relationshipmarketing, Approachtowards marketing: A paradigm

shift, HistoricalPerspectives, CRM Definitions, Emergence of CRidctice, CRM cycle, Stakeholders

in CRM, Significance ofCRM, Typesof CRM, Succesg-actorsin CRM, CRM Comprehension, CRM
Implementation.

UNIT 2: Customer Satisfaction

Meaning, Definition, Significance of Customer Satisfaction, Components of Custorigia&ion,
CustomerSatisfaction Models, Rationale of Customer Satisfaction, Measuring Customer Satisfaction,
Customer satisfactioand marketing program evaluation, Customer Satisfaction PracticeSases of
CustomeirSatisfaction.

UNIT 3: ServiceQuality

Concept of Quality, Meaning and Definition of Service Quality, Factors influencing customer
expectation angyerception, Types of Service Quality, Service Quality Dimensions, Service Quality
Gaps, Measuring Servic@uality, Service QualityMeasuremen$cales.

UNIT 4: Customer Relationship Management: TechnologyDimensions

E- CRM in Business, CRM:A changing Perspective, Features e€RM, Advantages of -€RM,
Technologiesof eCRM, Voice Portals, Web Phones, BOTs, Virtual Customer Representative,
Custoner Relationship Portaldsunctional Componentsof CRM, DatabaseManagement:Database
Construction,Data Warehousingarchitecture,Data Mining. CharacteristicsPata Mining tools and
techniques, Meaning.

UNIT 5: Customer Relationship Management: Emerging Perspectives

EmployeeOrganization Relationship, Employee Customer Linkage, Factors effectinge mp | oy e e
customer oriented behavior, Essentials of building employee relationship, Employee customer
orientation, Service Failur&ervice Recovery Manageme®ervice Recovery Paradox, Customer Life
time value, customer profitabilitygustomerrecall managementcustomerexperiencemanagement,

Rural CRM, , customer relationship managemenpracticesin retail industry, hospitality industry,
bankingindustry,telecomindustry, aviationindustry.

Learning Outcomes
At theendof thecoursestudentawill be ableto
Learnthe Basic oCRM

Learnhowto ImplementCRM
ToolsandTechnique®f CRM
Applicationsof CRM in various Industries

O¢ O« O¢ O«
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Text Books
1 Alok KumarRai: CustomeRelationshipManagementConceptsaand CasegSecond
Edition)}PHILearning.

ReferenceBooks
1 SimonKnox, Adrian Payne StanMaklan: Customer RelationshilglanagementRoutledgenc
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LIST OF ELECTIVE COURSEST FINANCE

Sggéeect MB731F S_Itfi?IJ:Ct Security Analysis and Portfolio
Management
LTP 300 | credit | 3| Syl | DE | Year|Ull [Trimester |l VIV

Course Objective:

The objective of this course is to explain what institutional investors arecamthey operatnd
identify the characteristics of the principassetlasses.

CoursePre/Co- requisite (if any): BasicKknowledgeof Financial Statememnalysis

UNIT 1: Investment

Attributes, Economic vs. Financial Investmembvestment andspeculation, Features of a good
investment,InvestmentProcess.Financial Instruments:Money Market Instruments,Capital Market
InstrumentsPerivatives.

UNIT 2: SecuritiesMarket

Primary Market- Factors to be considered to enter the primary maiMetles of raising funds,
SecondaryMarket Major Playersin the secondarymarket, Functioningof Stock ExchangesTrading
andSettlemen®roceduresl.eadingStockExchangesn India. StockMarket Indicators Typesof stock
marketIndices,Indiceof Indian StockExchanges.

UNIT 3: Risk and Return Concepts

Concept of Risk, Types of RiskSystematic risk, Unsystematic risk, Calculation of Risk and returns.
Portfolio Risk and Return: Expected returns of a portfolio, Calculation of Portfolio Risk and
Return, Portfolio with 2assetsPortfolio withmore than Zssets.

UNIT 4: Valuation of securities

Bond Bond features, Types of Bonds, Determinants of interest rates, Bond Management Strategie:
Bond Valuation, Bond Duration. PREFERENCE Shar€oncept,Features, Yields. Equity shares
Concept, ValuatiolividendValuation models.

UNIT 5: Portfolio Management

Diversification Investmenbbjectives Risk Assessmenelectionof asseinix, Risk, Returnandbenefits
from diversification.Mutual Funds:Mutual Fundtypes,Performancef Mutual FundsNAV.
Performancevaluationof Managed PortfoliosTreynor, Sharpe antensen Measures

Learning Outcomes:
At theendof the course studentswill be ableto

1 Understandwhat institutional investorsare and how they operateand identify the
characteristicof theprincipalassetlasses
Identify anddistinguishbetweerthe principalinvestmenproducts
Understandhebasicprinciplesof portfolio construction
Distinguishbetweeractiveandpassiveportfolio strategieandstyles
Differentiatebetweerequityandfixed incomemanagemergtyles
Understandheinteractionbetweernnstitutionalinvestorsandbrokers/investmertianks

E E EEE

Approved by the Academic Council at its 22 Meeting held on 6.03.2023



Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Text books
1 Essential®f Investments@th edition,by Bodie,Kane,andMarcus,lrwin McGraw-Hill, 2009.

ReferenceBooks
1 Hirt, G. & Block, S. (2012). Fundamentals of investment management. (10th ed.). New
York, NY:McGraw-Hill Irwin.
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S(‘:‘g‘de;t MB732F S#ﬂg"t Financial
Derivatives
LTP 300 Credit |3| Subiect DE | Year | Il |Trimester |INV/V
Category
Course Objective

The main objectiveof this courseis to analysesandprice diversederivativesproductstogeneraten
optimalrisk managemergtrategy.

CoursePre/Co- requisite (if any): None

UNIT 1: Options Markets: Introduction

Options Trading / American and European Options / Adjustments in Option Contract Terms / The
OptionsClearing Corporation /Index Optiodg=uturesOptions/ Foreign Currency Optionsinterest

Rate Options\Valuesof Options at Expiration, Option Strategies,The PutCall Parity Relationship,
CallableBonds / ConvertibleSecurities Warrants/ CollateralizedLoans / Levered Equitgnd Risky

Debt.

UNIT 2: Option Valuation

Intrinsic and Time Values / Determinants of Optidalues, Restrictions on Option Values, Binomial
Option Pricing Black-Scholes Option Valuation, Hedge Ratios and the BBdkoles Formula /
Portfolio Insurance HedgingBets on Mispricedptions.

UNIT 3: Types ofFutures and Swaps

Foreign Exchange Futes(The Markets / Interest Rate Parity / Direct versus Indirect Quotes / Using
Futures toManage ExchangeRate Risk), StockIndex Futures(The Contracts Creating Synthetic
Stock Positions:An Asset Allocation Tool / Index Arbitrage / Using Index FuturesHedge Market
Risk), Interest Rate FutureSwaps.

UNIT 4: Options asHedging Tools and other Derivatives

Delta hedging, delta covered positions, gamma and trading volatility, kappa and the costs- of miss
estimatingvolatility, theta and time value, rhe@at Derivatives, Exotic Options, Weather, Energy and
Insurance Derivativeg\sian Options/ Barrier Options/ Look back Options/ CurrencyTranslated
Options / Digital Options.

UNIT 5: CapstoneProject
Studentn groupswill completea projectbasedn understandingf the subject

Learning Outcomes:
At theendof the course studentswill be ableto
1 Analyzeandpricediversederivativesproductsto generatenoptimalrisk managemendtrategy.
1 Demonstrateritical thinking, analyticalandproblemsolvingskills in the contextof derivatives
pricing anchedgingpractice.
1 Explainthebinomial modeklndits extensiorin continuoudime to the BlackScholesnodel.
1 Demonstrat@anunderstandingf pricing forwards futuresandoptionscontracts

Text Book [TB]:
9 JohnHull, Options,FuturesandotherDerivatives,PearsorEducation
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ReferenceBooks[RB]:

T

E R

S.L.GuptaFinancialDerivatives,PrenticeHall.
ParameshwarafkjnancialDerivatives Mcgraw Hill.
PunithavatPandianSecurityAnalysisandPortfolio Managementyikas PublishingHouse.
Prasann&handraSecurityAnalysisandPortfolio ManagementTataMcGrawHill.

NCFM Derivatives(DealersModule 9. NCFM CurrencyDerivativesModules
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StUbJeC MB734F S%tzljgct BusinessAnalysis andValuation
Code
. Subject .
LTP 300 Credit 3 Categor DE Year | /Il | Trimester| I/IVIV
y

Course Objective: The main objective of this courseis to explain the impact on financial and
operationgberformancef specific businesgrocesses/models.

CoursePre/Co- requisite (if any): None

UNIT 1: Basisfor Valuation
Introduction,PrinciplesandTechnigue®f Valuation,Role of Valuation

UNIT 2: Valuation Models
Introduction, Discounted Cash Flow Valuation, Relative Valuation 8.40~ree Cash Flow Valuation,
Valuatiorof Firm 1 OtherValuationBasis Contingen€laim Valuation

UNIT 3: Valuation of Assetsand Liabilities

Forms of Intellectual Property and Methods of Valuation 10.1 10.2 Valuation of Fixed Assets,
Valuation ofInvenbries, Valuation of Investments, Valuation of Share, Human Resource Accounting,
Valuation of Goodwill Patentsand Copyrights, Valuatioof Brands

UNIT 4: Mergers and Acquisitions:

Valuation Basics of Merger & Acquisition, Theories of Merger Acquisition, Strengths and
Weaknesses dfarious Methodsof BusinessvValuation, Conceptsof Value in the Contextof Mergers
andAcquisition,Approaches to Valuation in Case of M&A, Selection of Appropriate Cost of Capital for
Valuation, Forms ofConsiderabn and Terms of Acquisition Implication of Regulations for Business
Combinations, Takeover Pedflerger Integration Process

UNIT 5: CapstoneProject
Studentswill carry outagroupproject basedn understandingf thesubject

Learning Outcomes:
After completionof the course student will beable
1 Appraisetheimpactonfinancial andoperationaperformancef specificbusinesgprocesses/models.
1 Articulatetheimpact ofproposedhangego all majorstakeholdersndlevelsof the organization.
1 Evaluatecurrent global businesssuesandtheirimpact onvariousenterprises.
1 Integrate appropriate information and other technologies, both existing and emerging, in
developindpusinesgprocesses and business models.

Text book [TB]:
1 Business Analysis and Valuen-by Krishna G. Palepu (Author), Erik Peek (Author),

Victor L.Bernard (Author), PaulHealy (Author)

ReferenceBook [RB]:
1 Thelntelligentinvestorby BenjaminGraham
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StUbJeC MB735F Stljﬁjtleec Financial Institutions and Markets
Code
LTP 300 | Credit | 3 Csa“tg‘e‘:t DE | Year |l [Trimester
gor
y /v

Course Objective: The objective of this courseto explain the functionsof financial markets,interest
ratechangesandeffectsof asymmetric information ofinancialmarket.

CoursePre/Co- requisite (if any): None

UNIT 1: Financial Market: An Introduction

Meaning, Nature and Role of Financial System; Financial Markets @snaonent of Financial
System; Financial systemand Economic Growth; Financi@ystem Designs: Bank - basedand
Marketbased.

UNIT 2: Non-Banking Financial Institutions and Statutory Financial Organization

Small Savings,provident funds angbension fundsjnsurancecompaniesUnit trust of Indian and
mutualfunds, miscellaneous ndranking financial intermediaries, public Deposits with 4bamking
companies, amverview of norbanking statutory financial Organizations i.e., IFCI, NIDC, ICICI,
IDBI, EXIM bank, TFCletc

UNITD 3: Money Market
Meaning, Characteristics and Functions of Money Market; Role of the Reserve Bank in the Money
Market; Intermediariesn the MoneyMarket; Developmenbf MoneyMarketin India

UNIT 4: Capital Market
An overview CapitaMarketsi Functions, Organization and instruments, Indian debt market; Indian equit
marketi primary and secondary markets; Role of Stock exchange in India.

UNIT 5: CapstoneProject
Studentswill carry outagroupproject basedn understandingf the subject

Learning Outcomes:
After completionof the course studentswill be ableto
f Understandhe functionsof financial markets,interestrate changesand effectsof

asymmetricnformationon financialmarket.
7 Understand and analyige money market and its instruments
1 Analyse capital market, debt market and understand the role of stock exchange in India.

Text Book [TB]:
T M.Y.Khan," | n d FirmnctialSystemMcGrawHill, 6th Edition.
ReferenceBooks[RB]:
1 Anthony SaundersFinancial InstitutionsManagementA Risk Managemen®pproach,7th
EditionMcGrawHill Education, 2011.
1 Siddhartha&ShankarSaha ndian FinancialSystemandMarkets,1st Edition, McGraw Hill
EducationNew Delhi,2012.

1 Benton E. Gup, Banking and Finandiastitution: A guide for Directors, Investors and
BorrowersWiley Finance, 2011.
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StUbJeC MB736 Stu_IPthleec Financial Planning and Wealth
Code F Management
. Subject .
LTP 300 Credit | 3 Category DE Year " Trimester| I/IVIV

Course Objective: The mainobjectiveof this courseis to explainfinancial Planningprocesswith
prescribedodeof ethics, practice standardad professionalonduct.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction
PersonaFinancial Planning Concepts & Meaning, Its Elements, understanding financial planning
process, Development of personal financial plans, Wealth manage@entepts & Meaning

UNIT 2: Fundamentals of Finance and Investments
Personal Financial Statements, Managing Insuranddnvestments, Retirement and Estate Planning,
Investment Basics, SEBI Guidelines, Data gathering and analysis

UNIT 3: Types of Investment Vehicles
Fixed income bearing securities and investments: understanding fixed income, Government bonds,
corporatebonds, Investment in Equity, Gold ETF, ULIP, IPOs, mutual funds

UNIT 4: Tax Planning
Income from Salary, Income from capital gain, Income from House Property, Income from other source
Tax Liability Management Strategies & Consumer Protection

UNIT 5: I ncome Tax Procedure and Management

E-filing of income tax, Advance Payment of tax, TDS[®S, TCS, Interest Payable by
Assessee/Government, Refund of Excess Payments, Return/Assessment of Income, Appeals, Revisiol
References, Penalties and Prosecution

Learning Outcomes:
At the end of the course, student will be able to

1 Demonstrate of the understanding of the overall role and importance of financial planning and wee
management

1 Create and analyse the personal financial statements

1 Understand and comape different investment vehicles

9 Identify the relevance of tax planning with reference to various heads of income tax

1 Understand the income tax procedure and management

Text Books
1 WealthEngine: IndiarFinancial PlanningndWealthManagement HandboeBy Sankarars.

ReferenceBooks
1 CapitalWithout Borders: WealtManagers and th®ne Percerit By BrookeHarrington

1 TheNew WealthManagementBy - By Harold Evensky StepherM. Horan,Thomas R. Robinson
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Subject Subject .
Code MB737F Title Infrastructure Finance
LTP 300 Credit | 3 | Subect DE | Year | UIl| Trimester | NV
Category
Course Objective:

The main objectiveof this courseis to explainthe conceptof the complexityand naturef
infrastructure financing.

CoursePre/Co- requisite (if any): None

UNIT 1: Infrastructure Development
Introductionto infrastructurdinancing;Role of governmentsi.conomicmultiplier effectsof infrastructure

UNIT 2: Public Private Partnership (PPPmodel)

Means offinancingpublic finance and private finance, Procurement of infrastructure projects through
Public Private PartnershigRoute Types of PPP models, Contractual structure of PPP projects, value
for moneyevaluation Lifecycle of PPP projects, PPP procurernprocess;

UNIT 3: Concessions irProject Finance
Design and award, Allocation of responsibilities, Price setting, Penalties and bonuses, Dispute
resolution;Financinginfrastructure projects witprivate capital

UNIT 4: Risk Management

Analyzing project viability, designing security arrangementsStructuring the project, Preparing
project financing plan; Risk managemenbf infrastructureprojectsRisk associatedwith various
infrastructureprojects, Risk identification techniques, Riskllocationframeworks, Riskmitigation
strategies;

UNIT 5: Credit Rating of Infrastructure Finance
Ratings of infrastructur@rojectsRole of credit ratings in financial infrastructure projects, Rating
Frameworkssedby nationaland internationatreditagencies

Learning Outcomes:
After completionof the course studentwill be ableto
1 Understandhe complexityandnatureof infrastructurdinancing.

1 Understandboutvariousoptionsavailableto financeinfrastructure.

Textbooks
1 Merna,T., & Njiru, C. (2002).Financinginfrastructureprojects(Firsted.).London: ThomasTelford.

ReferenceBooks
1 Akintoye, A., Beck, M., & HardcastleC. (Eds.).(2003).PublicPrivatePartnerships
Managingrisksandopportunities. Oxford: Blackwetcience Limited.
1 Finnerty, JD. (1996). Project financingAssetbased financial engineering. New York: John
Wiley &Sons, Inc.
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Subject Subject : .
Code MB738F Title Working Capital Management
LTP 300 | Credit | 3 | SUECt | pE | vear | M| Trimester |maviv
Category
Course Objective:

The main objectiveof this courseis to explainthe meaningandimportanceof managingvorking capital
management.

CoursePre/Co- requisite (if any): Basicunderstandingf accounting

UNIT 1: Introduction to Working Capital Management(WCM)

Working capital meaning definition, determinantsandimportanceof managingworking capital,
Objective®f WCM. Overcapitalizationyndercapitalization, zenworking capital, Shortermvs long
termfinancing

UNIT 2: Determinants of working capital
Factors determining working capital requirements, Forecasting working capital requirements,
Operating cycland itsrelevance

UNIT 3: Managing Accounts Receivables
Credit Policy, Nature and Goals, credit evaluationof individual accountsand its monitoring
receivabledactoring: typesaind benefits.

UNIT 4: Inventory Management
Nature and typesof Inventories,Needto hold inventories,objectivesof inventory management,
inventoryManagement techniques, inventongnagemenprocess.

UNIT 5: CashManagementand Working Capital finance

Facets of Cash Management, Motive for holding cash, managing cash collection and disbursements,
investing surplus, cash in marketable securities, cash budgeting. Working Capital Finance: Trade
Credit, Bank Financand Commercial Papers

Learning Outcomes:
After completionof the course studentwill be ableto
1 Understandhe meaningandimportanceof managingwvorking capital management

1 Understand/arioustoolsandtechniqueshat carbeusedto managevorking capital

Text Book [TB]:
1 Working CapitalManagement bidrishikesBhattacharyalPHI publication

ReferenceBooks[RB]:
1 Working CapitalManagement bjr.P.Rustagi,TaxmanPublication.
1 FinancialManagemenby Prasann&handraMcGrawPublications.
1 FinancialManagemenby I.M. PandeyVikas PublishingHouse.
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Subject MB739F Su.bJeCt Behavioral Finance
Code Title
LTP 300 | credit |3| Subiect DE Year | I/l | Trimester | N/IVIV
Category
Course Objective:

The main objectiveof this courseis to explainthe conceptf the complexityand natureof
BehavioralFinance.

CoursePre/Co- requisite (if any): BasicUnderstanding of Investment Analysis

UNIT 1: Introduction to Behavioral Finance
Introductionto behavioralFinance;Importanceof behavioralfinance; Applications of behavioral
financejnvestment decisionycle

UNIT 2: Efficient Market Hypothesisand Random Walk Theory

Efficient Market Hypothesis meaningand assumptionsRandomWalk Theory meaningand
assumptiongfficient MarketHypothesisvs. RandomNalk Theory;Failing EMH. Evidenceof motivating
phenomena

UNIT 3: Behavioral Economicsand Financel
Introductionto micro economicprinciples: motivationsand incentives,heuristicsand bias, prospects
andegrets]earning,socialityand identity time andplans,personality, moodand emotions

UNIT 4: Behavioral Economicsand Finance-ll
Behavioralpublic policies, Neuraeconomicsprinciplesandevidence behavioralanomaliesn
financecorporatanvestmentandfinance,emotionaltrading

UNIT 5: CapstoneProject
Studentswill carry out agroupprojectbasedn the understandingf thesubject

Learning Outcomes:
After completionof the course studentwill be ableto
1 Understandhe concept obehaviorafinanceandits applications.

1 Impart theunderstandingf efficient market hypothesend randonwalk theory.
1 Identify themicroandmacreeconomigorinciplesfor financial decisionmaking.
1 Apply what theylearn inthis coursein theform of capstongroject.

Text books
1 ChandraP. (2016)BehavioralFinance McGraw Hill Ltd. May 2016

ReferenceBooks

1 BaddeleyM. (2018).BehavioralEconomicsandFinance Routledge; 2ditions(30 October2018).
1 ForbesW. (2009). Behavioral Finance. JoWiley & Sons (26August2009).

Approved by the Academic Council at its 22 Meeting held on 6.03.2023



Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject Subject . . .
Code MB740F Title Forensic Accounting and Auditing
LTP 300 Credit Subject DE Year I/l | Trimester v
Category

Course Objective:
The main objective of this course is to impart knowledge and understanding to the students about
emerging role and scope of forensic accountii

Course Pre/Cao requisite (if any): None

UNIT 1: Introduction

Forensic Accounting, Fraud examination, role and responsibilities of forensic accountants,
legislation and regulatory requirements, financial fraud and its various forms, financial statement
fraud

UNIT 2: Fraud Risk Management
Fraud risk governance, The Three lsnglodel Essentials of a robust Fraud Risk Management
Programme (FRMP), Fraud risk assessment, Fraud risk mitigation

UNIT 3: Forensic Investigation

Planning A Forensic Investigation Engagement, Conducting the Forensic Investigation, Red Flags
in Fraud Detetion, Digital Forensic, Transforming Digital Media into Forensic Evidence,
Collecting evidence; physical, documentary, observations, interviews and interrogation, Forensic
Investigation: Reporting and Communications

UNIT 4: Auditing - |

Nature, Objective and Scope of AudKudit Strategy, Audit Planning and Audit Programme
Audit Documentation and Audit EvidencRisk Assessment and Internal ContrBlaud and
Responsibilities of the Auditor in this Regard

UNIT 5: Auditing - II
Audit of ltems of Financial StatemeniBhe Company AudjtAudit of Banks Audit of Different
Types of EntitiesAudit Report

Learning Outcomes:
After completion of this course, students will be able to
1 Understand the concept of forensic accounting and the responsibility of forensic accountants.
9 Critically evaluate fraud risk management, assessment and mitigation
1 Conduct the forensic investigation and evaluate the reporting and communication of forensic
investigation
1 Apply knowledge of auditing procedures to businesses

Text Books
1 Forensic Accounting foDummies, Frimette KasShraibman and Vijay Sampath, Wiley
Publishers
1 A Guide to Forensic Accounting Investigation, Thomas Golden, Steven Skalak and Mona
Clayton, Wiley Publishers
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https://resource.cdn.icai.org/66597bos53774-cp1.pdf
https://resource.cdn.icai.org/66598bos53774-cp2.pdf
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https://resource.cdn.icai.org/66609bos53774-cp13.pdf
https://resource.cdn.icai.org/66609bos53774-cp13.pdf

Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢
Reference Books

i Litigation Services Handbook The Role of the Financidtxpert, Roman Weil, Michael
Wagner and Peter Frank, Wiley Publishers
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject MB741F Su!oject Goods and Services Tax (GST)
Code Title
LTP 300 | Credit Subject | ne | vear |11 | Trimester | AV
Category

Course Objective
To gain knowledge regarding provisions of CGST/SGST ACT 2016. To provide adequate
knowledge in the application of Goods and service tax irtokalay Business.

Course Pre/Cao requisite (if any): None

Unit | Goods and Service Tax An Introduction
Goods and Services Tax in Indidntroductioni Concept of GST Need for GSTi Advantages of
GST. Subsuming of Taxes, Structure of GST in India: Dual Cofic€@ST SGSTF UTGST-IGST.

Unit Il Structure and Functions of GST

GST Rate Structuranilndia. GST Council: Structure and Functions, GST portal, Registration: Legal
provisions applicable for registration, registered dealer, unregistered, casual dealer, composite deale
provisions relating to TDS and TCS, GST Identification Number (GSH&9pe of supply of goods

and services, HSN code and SAC code

Unit Il Levy of GST & Composition Levy

Levy of CGST & IGST (Levy residing in two statuégs CGST and SGST and working
simultaneously (replace SGST with UTGST to show parallel)), Place, Time and value of supply of
goods and service Classification of goods and services, taxabldaxadle, exempt, nil rated,
composite, mixed. Composition leviMeanirg and ApplicabilityProvisions relating to eligibility

limits for composition scheme.

Unit IV Input Tax Credit

GST Rate slablnput Tax credi Eligibility, Conditions and Provisions for availing I'FBocuments
for claimingi Apportionment of credit and Btked credits Reverse Charge Mechanism (RCM)
under GST, Input Service Distributor (ISD), Non availability of ITC.

Unit V Procedural Aspects and GST Returns

Rules, Format and contents of GST invoice, Bill of Supply, Credit Note, Debit Note, GST Returns,
GSTR-1, GSTR2A, GSTR2B, GSTR3B, GSTR4, GSTR5, GSTR6, GSTR7, GSTR8 format

and filing, EWay Bill-applicability, format and generation, Assessment, refund, Interest and
Penalties

Workshop on Payment under GST, Assessment under GST, Refund of Tax, pgals and
Revisions

Practical Training - in group (Under CA 1 Capstone Project)
1. Activate GST for a company using an accounting software
2. Enter purchase details with GST using an accounting software
3. Creating GST sales and printing invoices
4. Restarting voucher numbering for GST transactions
5. ldentifying the place of supply and filveay bill details using an accounting software
6. Enter transactions that are intra state and show the GST Tax ledgers using an accounting
software.
7. Enter trasactions with discount along with GST using an accounting software
8. Preparing stock summery with GST
9. Filing GSTR 1, GSTR2, GSTR3
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Learning Outcomes:

At the end of the course, student will be able to

Gain knowledge about goods service tax.

Createemployability to the students in the commercial tax practices.
Understand the procedure for registration, payment, and refund of GST.
know tax related with movement of goods.

Understand the appeals, offences, and penalties with respect to GST.

= =4 =4 -4 -4

Textbooks
M Goods and Service Tax in India, CA Pritham Mahure, Sultan Chand Publications2017
1 Laws and Practice, S.S. Gup@ST1 Taxmanns Publications, New Delhi, 2017.

Reference Books

1 Handbook on Service tax & Goods and Service Tax (Finance Act-Fatbk Shah, (ang
with amendments of Finance Bill, 2017.

1 Commercial GST The Game ChangérMonish Bhalla Commercial Law Publishers (India)
Pvt. Ltd, New Delhi. 2018

Related Online Contents [MOOC, SWAYAM, NPTEL, Websites etc.]
https://idtc.icai.org/gstopic-wise-study-materiatlist.html
https://www.gst.gov.in/

https://www.gstindia.com/links/
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject Subject :
Code MB742F Title Corporate Tax Planning
LTP 300 | Credit Subject DE | Year | Ul | Trimester | /VV
Category
CourseObjective

The main objective of this course is to explain what business income is and when it gets taxed and
the difference between tax avoidance and tax planning.

Course Pre/Cao requisite (if any): None

UNIT 1: Introduction
Tax Planning, TaManagement, Tax Avoidance and Tax Evasion, Corporate Tax in India,
Residential Status & Tax Incidence, Taxation of Companies

UNIT 2: Tax Planning with Reference to Specific Business Decisions

Location of a business, Nature of Business, FormOdajanizéion, Tax Planning & Financial
Management Deci si ons, T a X Pl anning & Manage
Remuneration

UNIT 3: Tax Planning with Reference to Specific Business Decisions$

Sale of Scientific Research Assets, Receipt of Inseranmpensation, Distribution of assets by
companies in liquidation, Tax planning in respect of-resident, double taxation relief, transfer
pricing

UNIT 4: Business Restructuring

Restructuring business, amalgamation, demerger, conversion of solefarydousiness or firm into
company, slump sale, transfer of assets between holding and subsidiary company, conversion of
company into limited liability partnership

UNIT 5: Business Tax Procedure and Management

Advance Payment of tax, TDS,T®S, TCS, Interest Payable by Assessee/Government, Refund of
Excess Payments, Return/Assessment of Income, Appeals, Revisions, References, Penalties and
Prosecution, Settlement Commission and Dispute Resolution Committeeh,S&izure and
Assessment

Learning Outcomes:

After completion of this course, students will be able to

1 Understand tax planning, tax avoidance, tax evasion and tax management

1 Identify the significance of tax planning with reference to specific basidecisions
1 Impart the understanding of tax planning with reference to business restructuring
9 Understand the business tax procedure and management

Text Books
f Singhania, V.K. & Singhania, M., Corporate Tax Planning & Business Tax Procedufes, 25
Edition, Taxman Publication.

Reference Book
I Lal &Vashisht, Direct Taxes, 29th Edition, Tata McGraw Hill.
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

LIST OF ELECTIVE COURSEST HR

Subject Subject o
. Subject
LTP 300 | Credit | 3 | category DE | vear| 1Nl [Trimester|lli/nv/v

Course Objective: The main objective of this course is to explain the concepts, principles and process
of traininganddevelopment.

CoursePre/Co- requisite (if any): None

UNIT 1: -Introduction:
Training and Development: Meaning & Concepisaportance & Objectives of Training &
Development, ProceaadSignificantof T&D, theories underpinnet@&D

UNIT 2: Training NeedsAssessmen{TNA)
Meaning and purpose of TNA, TNA at different levels, Approaches for TNA, output of TNA, methods
used inTNA.

UNIT 3: Training & DevelopmentMethods
Types of Training & Development Methods, Virtual Training, Role of External Agendyaming and
Development, Resistanag Training

UNIT 4: Designing& Implementing Training Programs
Developing Effective Trainers, Designing & Implementing Training ProgramsApproaches to
ManagemenbDevelopment, Team Building Exercises

UNIT 5: Modelsof T&D

Evaluationof Training and DevelopmentPrograms Criteria, Problemand Stepsinvolved in Evaluation.
Kirkpatrick Model of Evaluation, CIRO Model, CeBenefit Analysis of Training, Recent Development in
Training and Development.

Learning Outcomes:
After completionof this course studentwill beableto
9 Understandheconceptsprinciplesandprocessf traininganddevelopment.

1 Know howto assess$rainingneedsanddesigntrainingprogramsn anorganizationaketting.
1 Understandevels,toolsandtechniquesnvolvedin evaluationof trainingeffectiveness.

Text Books
9 Craig Robertd Tr a andD envge | o MaGeaw Hilh New York

ReferenceBooks[RB]:

Dayal,I6 Ma n p Graméngino r g a n i PranticeHalho§Irddia, New Delhi
Lynton,R.PandU.Pareeld T r a andD envge | o pwime Doresy,Hopwood

Reddyé E f f édamanResmurcdrainingandDevelopmenSt r a Himalaya®ublications
Goldsteind Tr ain@r g g ni £engagdoearsings

RadhaSharma 360 Degred-eedback, CompetentyappingandAssessmententres
BiswajeetPattanayak Human Resourcddanagement

ArmstrongM.A. : Handbookof HumanResourceManagement Practice CogRage,London

A _A-A_8_9_49_-2
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Course Structure & Syllabus of

MBA (Trimester)

Applicable for Batch: 2023202¢

Subject Subject .
Code MB732H Title Organizational Developmentand ChangeManagement
. Subject
LTP 300 Credit | 3 DE | Year .
Category I/l | Trimester H/IVIV
Course Objective:

The objective of this courseis to describethe elementsthat facilitate and constrain changen
organization development.

CoursePre/Co- requisite (if any): None

UNIT 1: Organizational Development

Definition, growth and relevance, history and evolutibheories of planned change, general model

of planneahange, different types of panned change and critique of planned change. OD practitioner
role.

UNIT 2: OD interventions

HRM interventions: performancenanagemengoal setting,performancecoachingappraisingand
rewarding. Career planning, workforce diversity interventions,wellness and work-life balance.
Strategic interventions: Competitive strategies, collaborative strategies, organizational
transformation, culture changself-designingorganizaions, learningand knowledgenanagement
New Trends in organizational development.

UNIT 3: Organizational change

Introduction to organizational change: Nature of change, forces of change, Classification of
Change;Modelsof Organizational Chang&urt Lewin Three Stage Model and Force Field Analysis,
Systems theory, Streafmnalysis.

UNIT 4: ChangeAgent
Change AgenTypes and Effectiveness; Leadership
ChangeRecipientof Change FromEagerAcceptanceo Resisance;Minimizing the Resistance.

an

UNIT 5: Coping with change
Coping with Change; Measuring ChangeDesigning EffectiveControl Systems;DICE Model,
Recent Trends in Change Management

Learning Outcomes
After completionof this course studenwill beableto
1 Understandand describethe elementsthat facilitate and constrainchangein organization
development
1 Understandnanagerial/leadershiplesin facilitating positivechange
1 Incorporatanformationaboutethicaldilemmaswhenstudyingchangenterventions
1 Proposechangestrategiegor enhancingnstitutionalizationof change

Text Books
1 ManagingOrganizationalChangePalmerDunford Avin, TMH

ReferenceBooks
1 SteherP. Robbins and Mary Mathew, Organization TheStsucture Design and
Applications, FEdition, Mathew, Pearson.
1 V. Nilakant and S. Ramnaraya, Change Management: Altering Mindsets in A Global
Context, Sag2006.
§ PalmerDunford Avin, ManagingOrganizational Changé®! Edition, TataMcGrawHill.
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject Subject
Code MB733H Title Talent Management andDevelopment
. Subject
LTP 300 Credit | 3 Catejgory DE | Year | I/l [Trimester| I/IV/IV
CourseObijective:

Theobjectiveof this courses to explainthe concepof talentacquisitionandhiring of resources.
CoursePre/Co- requisite (if any): None

UNIT 1: Talent Acquisition

Concept,differentiatesourcing from selection, Acquisition work Flow, Job analyBistson Jolf-it
andPerson Organization Fit, Selection Methods, Legal Compliance, Halo Effect and Regency Effect,
Interview, Interview QuestionDesignCandidateEvaluation, Orboarding, Orboardingldeas

UNIT 2: Basicsof Talent Management
Talent engine of new economyifference between talents and knowledge workers, leveraging
talent, thetalent value chairglementsf talentfriendly organizationstalentmanagement process.

UNIT 3: Talent ManagementSystem

Componentsand benefits of Talent ManagementSystem; creating TMS, challengesof TMS;
building blocks of talents management:. competencieperformance managementevaluating
employeepotential

UNIT 4: Talent Planning

Concept,successiormanagemenprocess;crossfunctional capabilitiesand fusion of talents;talent
development budget, contingency plan for talent; building a reservoir of talent, compensation
managemenwithin the contexbf talentmanagement

UNIT 5: Developingand Retaining Talent

Potential identification and development, employetention motivation and engagement, engaging
talentthroughcoachingand mentoring,return on talent; developingtalent managemeninformation
system

Learning Outcomes:
After the completiorof thecoursethe students willbeableto
1 Understandhe processf talentmanagement arapplications

1 Understand the method and importance of hiring the best man for the job with minimum
number ofesourceswvailable.

1 Learnthebuilding blocksof talent management

Know the compensatiomanagemenwithin the contextof talentmanagement

1 Understand the motivation and engagement related to employee retention and developing
talentmanagement information system

=

Text Books
1 TheTalentmanagementandBook, Lance A Berge& DorothyR Berger,TMH

ReferenceBooks
1 ChowdharySubir,TheTalent Era, Pearson Educatiddew Delhi

1 ChowdharySubir,Managemen21C, FinancialTimes/Prenticédall International
1 Capelli Peter (2008). Talent on Demand: Managing Talent in Age of Uncertainty. Harvard
Busines®ress.

1 Allan Schweyer (2004). Talent Management Systems: Best practices in Technology

SolutionsforRecruitmentRetention.
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject Subject .
Code MB734H Title Human Resourcelnformation Systems
. Subject
LTP 300 | Credit | 3 Catejgory DE Year | /Il | Trimester | I/IV/V
Course Objective

The mainobjectiveof this courseis to developan understandingf basicsystemsandthecriteriafor
success in usingR softwarein organizations.

CoursePre/Co- requisite (if any): None

UNIT 1: HRIS Introduction
HRIS T Meaning,applicationSoftwarefor the Strategic,Operationaland Administrative Roles of the
HRFunction,benefits of HRIS.

UNIT 2: Componentsof HRIS
Databasenanagemenilime & labormanagemen®ayrollfunction, Benefits, Employeenterface.

UNIT 3: E-recruitment & Selectione-recruitment
Meaninganddefinition, processmethodstalentpool, challengesandbenefits drawbacks.

UNIT 4: HRIS Self-Service
Conceptof Self-Servicein HRIS andHR Portals, HRIS E-Learning& Training, HRIS
Performancklanagement

UNIT 5: HRIS Systems
HRIS systemsChallengesandopportunitiesAcceptance FutureTrends

Learning Outcomes:
At theend ofthis course studentswill be ableto
1 Understandheuseof HR softwarein organizations

1 UnderstandHumanResource$nformationSystemsrends
1 Detailedvariousapproacheto HumanResourcegnformationsystemsiesign

Text Books
1 Torres,T. (2004).E-HumanResourcedanagement-ersheyPA: ICl Global GueutalH. (2005).

ReferenceBooks
1 TheBrave NewWorld of EHR. Hoboken, NJwiley
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject MB735H Su_bject Industrial Relations
Code Title
. Subject
LTP 300 Credit DE Year .
Category I/Il | Trimester H/IVIV
Course Objective

The objective of this courseis to explainthe interactionpatternamonglabourmanagemerdndthe
State.Developawareness dafertainimportantandcritical issuesn IndustrialRelations.

CoursePre/Co- requisite (if any): None

UNIT 1:Industrial Relations
Definition - Scope- Functions- Industrial relations irpostindependence periodindian Code of
Industrial Relations- Three actors and their roles in IR: Approaches tdHR Relations approaeh
Rpprodcln PtandinQiBlegrss t e ms

Gandhian approaeMarxiana p pr oac h

and

UNIT 2: Industrial Relation Machinery to Solvelndustrial Dispute
Negotiation, Mediator. ArbitrationWork Committees, Conciliation, Board of Conciliation, Court of
enquiry, Labour Court, Industrial Tribunal, National Tribunal, Role of Judiciary & its impact on

industrial relation.

UNIT 3: Collective Bargaining
Definition Structure,Scope,- Role of Governmenin collective bargaining,Worker participationin

managementpefinition, Nature,Objectivesi Functions, WorksCommittee, Jointmanagement,
CouncilsShopcouncils,Jointcoundls, Indianconditionsin collective bargaining.

UNIT 4: Industrial Unrest
Co-operation and conflict, implications of industrial unreE mp | oyeed s
complaintsand grievances Disciplinary action- Domestic enquiry- Strikes - Lock - outs -
Prevention of strikes arldckouts- Settlement of dispute.

UNIT 5: Industrial Peace
Role of Human Resource Development in Developing Industrial Reldtidostrial peace, Recent
Changes in Industrial Relations

Learning Outcomes:
At the endof this course studentswill beableto
1 Understandheinteractionpatternamongabour, management atioke State
1 Developawarenessf certainimportantandcritical issuesn IndustrialRelations
9 Exhibit knowledge of the Indian Industrial RelatidBygstem and its distinctive features in

comparisoto othercountries

Text book [TB]:
1 Arun Monappa,RanjeetNambudiri & PatturajaSelevraj,Industrial Relations& labour
Laws, TataMcGraw-Hill, Second Edition, 2012, New Delhi.

ReferenceBook [RB]:

1 Industrial Relationsn IndiaandWorkersinvolvementin ManagementMichael,V.

Approved by the Academic Council at its 22 Meeting held on 6.03.2023
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Sgggeect MB737H S#Eljeec'[ Compensation
Management
: Subject
TP 300 | Credit |3 Catejgory DE Year |/ll | Trimester | I/IVIV

Course Objective

The objective of this courseis to explain issuesrelatingto compensatiorfor humamesources.
CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Compensation

Compensation, dimensions, Conceptual Framework and components of Compgnsaiamme,

Wage vs.Salary; Fringe benefits, Salary Structure, Components, Time rate system, Piece rate
System, Wage and salaagiministrationPayroll Administration.

UNIT 2: WagesTheoriesand Wage Determination

Theoriesof wages: Economictheories,Marginal Productivity theory, Bargaining theory, Equity
theory, Tournament Theory, Agency Theory; Wage Survey, Wage Policy in India, Process of wage
determination irindia, Criteria for wage fixation, wage differentials.

UNIT 3: Job Evaluation
Concept,Saope, Methods and techniques the ranking method, factor comparisonmethod, point
ratingmethodsHay guide chari profile method.

UNIT 4: Legal Framework of Compensation Administration

Definition of wages under various Legislations, The Minimum Wages1Ad8, The Payment of
Wages Act1936, The Payment of Bonus Act 1965, The Equal Remuneration Act 1976, Machinery
for Wage settlementWageBoards, Legislationslhe PayCommission, an@€ollective bargaining.

UNIT 5: ExecutiveCompensation

ComponentsContingent pay: Pay for performance; Knowledge based pay system & rhadest

pay systemincentive based pay systems and types of incentive plans, Profit Sharing and Stock
Options, Compensatiomanagemenand impact on job satisfaction,motivation and productivity.

Human ResourcAccounting,ROI.

Learning Outcomes:
At theendof thiscourse studentswill beableto
1 Understandheissuegelatingto compensatioffior humanresources.

1 Impart skills in designing, analyzing and restructuring reward managesystems,
policies andtrategies.
Text Books

1 BergesslLenardR.i Wage& SalaryAdministration,London,CharlesEvami

ReferenceBooks

1 BarryGerhartSara LRynes, CompensatioBage

1 HendersonCompensatiodManagement ima KnowledgeBased world Pearson
1 Sinha P.R.N.WageDeterminatiorin India

1 Martocchioi StrategyCompensatiorearson.
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

S(‘:‘g‘de;t MB738H S#ft’lf“t Labour
Laws
. Subject
LTP 300 Credit DE Year
Sategor /M| Trimester |I/IV/V

Course Objective

The objective of this courseis to explain labour relatedlaws that are applicabletobusiness
organizatioratworkplace.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction
Objectives, Principles, Classification and Evolution. International LaBoganization, Social Justice and
Labour Legislation, Indian Constitution and Labour Laws

UNIT 2: Industrial Disputes Act ,1947

Definition, Authorities for the settlementof disputes, methodsof settlement,collective bargaining,
conciliation, arbitratiorand adjudication, strikes and lockouts, lay off and retrenchment, change of servi
conditions. Industrial Employment standing orders) Act, 1946: Certificate, applicability, interpretatio
appealdisciplinaryactions and grievanqgegocedure

UNIT 3: The Trade Unions Act, 1926

Evolution, Objective, appointment of registrar, mode of registration, application of registratio
Registration, Cancellation of registration, Emerging role of trade unions in India, Problems of trade uni
in India, latest amendmen

UNIT 4: Law Relating to Industrial Relations
Factory Act 1948, The Employeroés | iabil
1986 The Contract Labour (Regulation and Abolition) Act, 1970, the Mines Act, 1952.

ity Act

UNIT 5: Law Relating to Social Security& SafelyMeasures

Wor kmends Compensation Act, 1923, Empl oyees p
Maternity Benefit Act, 1961. The Minimum Wages Act, 1948, The PaymerGrafuity Act, 1972,
Employee state ingsance act 1948, Latest amendments in labour laws

Learning Outcomes
At theendof this course studentswill beableto
1 Understandabourrelatedawsthat areapplicableto business organizaticat workplace

1 Appreciaterationalebehindthelawsandpossibleenforcement problems
1 Adviseorganizationselatedto relevantiaws applicabléo a givenorganization

Text books
1 P.K PadhilLabour& Industrial LawsSecondedition, PHI, 2012,New Delhi.

ReferenceBooks
1 Arun Monappa,RanjeetNambudiri & PatturajaSelevraj,Industrial Relations& labour
Laws, TatavicGraw-Hill, Second Edition, 2012, New Delhi.
1 H.L Kumar, Labour Laws-Everybodyshould know, Sixth Edition, Universal Law
Publishing,201INew Delhi.
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Course Structure & Syllabus of
MBA (Trimester)
Applicable for Batch: 2023202¢

Subject Subject .
Code MB739H Title International Human ResourceManagement
. Subject
LTP 300 | Credit | 3 Catejgory DE | Year I Trimester | /IVIV
CourseObjective

To copewith complexconcernsandnumerougisks, the coursetakesa broadercomparativeand
internationaapproacho HRM.

CoursePre/Co- requisite (if any): Basicknowledgeof Human Resource Management

UNIT 1: Introduction to IHRM

Defining international HRM, Difference between International and domestic HRM, The different
setting of International Human Resource Management.Developmentof IHRM. Why Study
InternationaHRM, Organizational Structuri@ MNC

UNIT 2: IHRM Strategies

Modelsof IHRM model,HarvardModel, ContextuaModel, and5P Model EuropearModel. SHRM:
Evolution of MN E 6Businessstrategies|HRM Strategies,SIHRM. Barriers in effective global
HRM.

UNIT 3: Culture in International HRM

Socio-cultural environment,Culture'sRole in InternationalHRM, Country and Regional Cultures,

and Country vs. MNE Culture Issues relating dolture and personnel management, as well as the
impact ofcountryculture on IHRM.

UNIT 4: International Workforce planning

International labour market International Recruitment function, different approaches to multinational
staffing decisions, Selectim: criteria, techniques, selection tests, interviews for international
selectionjssuein international staffing,

UNIT 5: Performance Managementand labour relation

Performancemanagementycle, issuesand challengesin internationalperformancemanagement,
countryspecificperformance managemepriactices.

Internationallnstitutionsaredevelopingabournorms.MNEs in the worldwide legalandregulatoryarena,
theinternational ethicahndlabourstandard$ramework,International IndustriaRelationsKey Issues,

Learning Outcomes:
At the endof this course studentswill beableto
0 Getthe knowledgeaboutimportantterminologies,theories/conceptsand practicesin the
field ofIHRM

6 Understandhestrategyof IHRM

0 Describetherole of theculturein aninternationaHRM context

6 Understandheconcepif Internationaworkforceplanning

6 UnderstandhePerformancenanagemerandemployment lawn internationakcontext.
Text books

1 JacksonT. (2002).International HRMA crossculturalapproachSage.
ReferenceBooks

1 Pucik,V., Evans,P.,& Bjérkman,l. (2017).Theglobal challengeinternationahuman

resourcenanagement.

1 Armstrong,M. (2011). Armstrong'shandbookof strategichumanresourcemanagement.
Kogan Pagéublishers.
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Course Structure & Syllabus of

MBA (Trimester)

Applicable for Batch: 2023202¢

Subject Subject
Code MB740H Title Performance Management
. Subject
LTP 300 Credit Catejgory DE Year | /Il | Trimester | I/IV/V

Course Objective

The objective of this courseis to define the conceptof performancemanagemenpreparatiorof
performanceppraisal.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Performance Management

Evolution of Performance Management- Performance appraisal meaning and definition,
performancemanagementPlanningManagePerformanceand Development Monitoring Manage
Performanc& MentoringManage DevelopmenAnnual StockTaking

UNIT 2: Managing organizational andindividual performance

Organizational and individual performance plans, Components of Managee performance and
developmentplan, setting mutual expectationsand performancecriteria, Planningfor Manager 6 s
performanceindDevelopment

UNIT 3: Monitoring, Mentoring and Stocktaking
Supervision and Monitoring process, periodic feedback, problem solving, Judgment vs analysis,
efficientfeedback;Tools for stocktaking

UNIT 4: Performance Appraisal
Purpose, methods, 360 Degree performance appraisal, designing and implementing performance
appraisabystemsManagingrewardson appraisals

UNIT 5: DevelopingHigh Performers
Leadershimndtheirrole, ChangeAgents, Teamorientedorganizationsgevelopinghigh performingteams

Learning Outcomes:
At the endof thiscourse studentswill beableto
1 UnderstandPerformancappraisameaninganddefinition

1 UnderstandComponent®f Managegerformancenddevelopment plan.
1 Understandhe processof periodicfeedback.
1 Understandmportanceof 360 Degreeperformanceppraisal

Text Books
1 Michael Armstrong &AngelaBaron,PerformancéManagementThe New Realities Jaico
PublishindHouse, NewbDelhi, 2002.

ReferenceBooks
1 PremChadha: PerformanddanagementMacmillanIndia, New Delhi, 2003.
1 T.V.Rao,AppraisingandDevelopingManagerialPerformanceTV RaoLearningSystems
PviLimited, ExcelBooks, 2003.
1 David WadeandRonad Recardd;orporatePerformancéanagementButterHeinemann,
NewDelhi, 2002.
1 Henderson: Compensatiddanagement im KnowledgeBasedWorld 9/e Pearson Education.
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LIST OF ELECTIVE COURSESI BUSINESS ANALYTICS

Subject Subject . :
Code MB731A Title BusinessAnalytics Fundamentals
. Subject
LTP 300 Credit Catejgory DE Year | I/l |Trimester | H/IV/V

Course Objective: The main objective of this course is to explain the fundamentals of data analytics
andvariousdata analytics tooland algorithms.

CoursePre/Co- requisite (if any): None

UNIT 1: Overview of Analytics

What is analytics? Types of problems in analytics, Case studies of application of analytics in business,
whenanalytics does not work, Analytics vs. data warehousing, OLAP, Statistics, Wgkayanalytic
software,Companies using analytics, Dag the life of a business analyst, Career path in analytics,
Qualities of abusinesanalyst

UNIT 2: Statisticsand Probability Distributions
Introduction to statistics, Summary statistics (Mean, Medan, Mode, Variance), Probability,
Probabilitydistribution(Binomial, Poisson, Normal),

UNIT 3: HypothesisTesting Fundamentals:
Sampling basics, Central Limit Theorem, Hypothesis testing using with one and two samples,
ANOVA, Non parametridesting Chi-squardest

UNIT 4: Other Data Analysis Techniques:

Correlations, Regression (Basics of Regression, Linear Regression, Logistic Regression,
Interpretation of modelling results, Violation of regression assumptions, Decision -TrBasa
preparation fotrees, creating tiee,Measure of effectivenesBgecisionTreeusingR-Rattle.

UNIT 5: Data Analysis Techniquesusing R:
Introductionto R, DescriptiveAnalysisusingR, HypothesigestingonR...

Learning Outcomes:
At theend ofthis course studentswill be ableto
1 Understandhe dataanalyticsfundamentals

1 Understancand apply variousdataanalyticstools and algorithm suchas Regressiongluster
analysisgecisiontree.

Text Books
1 RN PrasachndSeemaAcharya,Fundamentalsf BusinessAnalytics, Wiley India.

ReferenceBooks
1 Minelli (2013), Big Data, Big Analytics: Emerging Businessintelligence and Analytic
trendsfort o d dusidess, ' Edition, WileyIndia.
T Levin andRubin, (2013),Statisticsfor Management7™ edition, PearsorPublication
f Hair andAnderson(2013),Multivariate Data Analysisp™" edition, PearsorPublication

Approved by the Academic Council at its 22 Meeting held on 6.03.2023



Course Structure & Syllabus of
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Subject Subject . ,
Code MB732A Title Marketing Analytics
, Subject
LTP 300 Credit | 3 Catejgory DE Year | I/l | Trimester | N/IV/V

Course Objectives

In this course we will combine various concepts of marketing and business analyiosyielling
and problem solving. Real life marketing problems are often solved through a sequenceof
quantitative approaches. Identifying that sequence in the context of syamatketing problems is
important.This course willhelp the students ipuilding the same.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction
MarketingAnalytics meaningneedandimportancedatadriven decisionmakingprocessMarketing
procesand metrics.

UNIT 2: Analytics for Marketing Strategies
Developingmarketingstrategiesprofiling customerdasedon DiscriminantandLogit analysis.

UNIT 3: Product analysis
Segmentatiorand Targetingusing Analytics Developing marketing strategies,Segmentation&
TargetindClusterand Conjointanalysis)

UNIT 4: Marketing mix analytics
Multiple regressionn marketingmix model,designof priceandelasticitymodels.

UNIT 5: Customer Analytics
CustomerLifetime value; presentvalue of the future cashflows attributedto the customer
relationshipRetentionandcustometifetime value.

Learning Outcomes
At the end ofthis course studentswill be ableto
1 Understandhe marketingprocessandmetrics.

1 Apply various data analytics toasd algorithm such as Regression, Discriminant
Analytics andLogistic Regressiotfior solvingthe classification problem.

1 Apply cluster and conjoint analysis to solve marketing related problems such as product
analysis andew productlevelopment.

1 Understad themetricsrelatedto customeranalytics

Text Books
1 CuttingEdge Marketing Analytics, Rajkumar Venkatesan, Paul Farris, and Ronald T.
WilcoxPublishedoy Pearson Educatioinc 2015.

ReferenceBooks
1 MarketingAnalytics: StrategicModels and Metrics, by StepharSorger, CreateSpace
IndependerRublishingPlatform;1stedition (2013)
1 MarketingAnalytics: DataDriven Techniqueswith Microsoft Excel, by WayneL. Winston
Wiley; 1stedition(2014)
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Subject Subject . : .
Code MB733A Title Businesdntelligence and Data Warehousing
. Subject
LTP 300 | Credit | 3 Catejgory DE Year | Ul |Trimester| II/IVIV

Course Objective: The mainobjectiveof this courses to explainthe meaningandimportanceBl and
DW inbusiness.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Bl and Data Warehousing

Definition of Business Intelligence (Bl), Data Warehousing (DW) and Corporate Performance
Managemen{CPM), Evolution of Bl, Role of DSS, EIS, MIS and dashboards, Data Warehouse and
Bl, Drivers for BlandDW, Bl componentrameworkandArchitectures.

UNIT 2: Digital Data

Structureddata, UnstructuredData, Managingand storing unstructureddata, StorageChallengesof
Unstructured Data, Extraction of information from unstructured data, UIM Architedture
unstructured date&SemiStructured Data, Sources of Semi Structured Data. Managing, Storing and
extracting information fronsemistructureddata,XML as a solution foBemistructured data.

UNIT 3: OLAP and OLTP

OLTP, Advantages, challengesShortcomings of OLTP, OLAP, Dimensions of Dat®ne
Dimensional, TwoDimensional and ThreBimensional Data, Beyond Third Dimension, MOLAP,
ROLAP, HOLAP, OLAPversus OLTP, Data Models for OLAP and OLTP, OLAP Operations on
multi-dimensional data: Slicindicing, Roll Up, Drill Down, Drill Across, DrillThrough

UNIT 4: Datalntegration

Need for War ehouse, Data Mart, OoDS, Ki mball o
warehousingGoals of Data Warehouse, Data Sources for Data Warehouse, ETL, Datagndptan
staging, Approaches Rata integration, needs and advantages, Data Integration Technologies, Data
Quality, maintaining data qualifpataProfiling.

UNIT 5: Multi -Dimensional Data Modeling

Data Modeling Basics: Entity, Attribute, Cardinality, Bgof Data Models: Conceptual data model,
Logical data model, Physical model, Normalization modelling, Dimensional modeling, Fact Table,
Dimension TableHierarchies and Types, Star and Snowflake Schema, Designing a dimensional
model. MS Excel 2010 Basedctivity, Performance Management &nterprise Reporting
MeasuresMetrics,KPIs

Learning Outcomes:

At theend ofthis course studentswill be ableto-
1 Understandhe meaningand importance Band DW inbusiness
1 Understandow Bl and DW toolscan beapplied

Text Books
1 David Loshin,Businesdntelligence MorganKaufmannPublishers.

ReferenceBooks
1 Cindi Howson,SuccessfuBusinesdntelligence: Secret® makingKiller Bl Applications,TMH
1 StepherFew, Informationdashboardaiesign:The Effective Visual Communicatiorof Data,
O'ReillyMedia.
1 Mike Biere,Businessntelligencefor theenterprise|BM Press
1 Hoffer Jeffrey,PrescotMary, ModernDatabaséManagementPearson.
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Subject Subject .
Code MB735A Title Human ResourceAnalytics
. Subject
LTP 300 | Credit | 3 Catejgory DE Year | Il | Trimester | I/IV/V
CourseObijective

Themain objective othis courseis to explainthe relevance dfluman ResourcAnalyticstoday.

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Human ResourceAnalytics
The Era/evolutionof HR Analytics, CurrentStateof HR Analytics, why analyticss important
Understandingf Evidence based management, Meaning, Definifigpes,Scope,

UNIT 2: HR Metrics
Key Metrics to measureperformanceof HumanResourceat workplaceregardingtheir behavior,work
andcontribution

UNIT 3: Human Capital Management
Purposeof HCM, Conceptand methodologies)ssuesand challengesHCM data usedfor
measuremempproacheso measurement, Human intellectual capatadl ROI.

UNIT 4: Reporting and data visualization
Dataexploration visualization correlationandreporting.PredictiveAnalysis Trendanalysis Ratio
analysis.

UNIT 5: AdvancedToolsfor HR Management
Markov Analysis,Work Load AnalysisWork StudyAnalysis,ContemporaryPracticesn HR analytics.

Learning Outcome
At theendof thiscoursethe student will bableto -
1 Understandherelevanceof HumanResourceAnalyticstoday.

1 Understand/arioushumanresourcebehaviorandperformanceelatedmetrics
1 CalculateROIl onHuman Capital
1 Developdescriptive predictiveandprescriptivemodelfor HR relatedissuegn theorganizations.

Text Books
1 HumanCapitalAnalytics,Gene Peasd&Yiley

ReferenceBooks
T RN PrasacandSeemaAcharya,Fundamentalsf BusinessAnalytics, Wiley India.
9 Levin andRubin,(2013),Statisticsfor Management7" edition, PearsorPublication
1 HairandAnderson(2013),Multivariate Data Analysisp™" edition, PearsorPublication
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Subject Subject , .
Code MB738A Title Retail Analytics
. Subject
LTP 300 Credit | 3 Catejgory DE Year | I/l | Trimester | I/IV/V

Course Objective: The main objectiveof this courseis to definethe basicoperationsandfunctionsin a
retailbusiness

CoursePre/Co- requisite (if any): None

UNIT 1: Introduction to Retailing
Retailing overviewMeaning,types,retailing marketplacegshanging retailing landscapesindia,
IntroductiontoR and R studio, STP ipricing

UNIT 2: Product, Pricing and Promotion in Retailing

Marketing Basket Analysidyierchandising, Price theory: elasticity, profit and revenue maximization,
pricing strategies, value pricing, pricing new produatsgasuringprice responses, adapting price,
Promotion in retailingpromotionresponse,

UNIT 3: Location Decision
Factoranfluencingr et ai | e rdeciGionspmachmdearmngin retailing,

UNIT 4: Managing Store operations
StoreManagementStoreLoyalty, StoreExperiments

UNIT 5: CapstoneProject using R
Studentswill submit aretail analyticsprojectin groupsto showthe understandingf thecourse

Learning Outcomes
At theendof this coursethe student will beableto
1 Understandhebasicoperationsand functionsn aretail business

1 Understandndapplyanalyticstoolsfor retail marketinglecisions

Text Books
T Retail Analytics:The Secret Weapo(Wiley andSASBusiness Series Boals) by Emmett Cox

ReferenceBooks

9 Retail Analytics: IntegratedForecastingand Inventory Managemenfor PerishableProducts
inRetailing by AnnaLena Sachs
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Subject Subject I ,
Code MB739A Title Predictive Analytics
. Subject
LTP 300 Credit | 3 Catejgory DE Year | Ul | Trimester [I/IV/V
Course Objective

The main objectiveof this courseis to imparts t u d knowleslgiof predictiveanalyticsandits
applications.

CoursePre/Co- requisite (if any): None

UNIT 1: Overview of Predictive Analytics

AnalyticsMeaning, Conceptof predictive Analytics, Supervisedand Unsupervised_earning,
PredictiveAnalytics Vs Businesdntelligence Challengesn usingPredictiveAnalytics, Application of
predictiveAnalytics

UNIT 2: Data Understanding
What the datalooks like, Single variablesummary,Mean, StandardDeviation, Normal distribution,
applyingsimplestatistican dataunderstanding, datasualization Multiple variablesummary

UNIT 3: Data Preparation
VariableCleaning,Simplevariabletransformationfixing andkissingdata,variableselectionprior to
modeling

UNIT 4: Predictive Modeling
DecisionTree,Logistic Regressionk NearesiNeighbourNaiveBayes

UNIT 5: Model Deployment
GeneraldeploymentonsiderationdDeploymeniSteps Casestudies.

Learning Outcomes
At the endof this coursethe student will beableto
Learnthefundamentabf predictiveanalytics

Developpredictivemodel fora givenproblem
Apply predictiveanalyticstechniques

O¢ O¢ O«

Text Books

1 Applied PredictiveModeling, Max KuhnandKjell JohnsonSpringerScience Businessviedia
(2013)

ReferenceBooks
1 PredictiveAnalytics: Microsoft Excel.[ConradGeorgeCarlberg]
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Subject Subject - , . ,
Code MB740A Title Text Mining and SocialMedia Analytics
: Subject
LTP 300 Credit | 3 Catejgory DE Year| Ul | Trimester [II/IVIV

Course Objectives

The objective of this course is to help students develop critical thinking skills, prsblemg
abilities, and communication skills, as well as foster an appreciation for the interdisciplinary nature of
text mining and social media analytid$ie course will also cover case studies, hardgrojects, and
group assignments to give students practeglerience in applying text mining and social media
analytics techniques to reafborld problems.

CoursePre/Co- requisite (if any): None

Unit 1: Introduction to Text Mining

Overview of the field, definition of terms and concepts, use casespatidations.

Text Data Collection: Techniques for collecting text data from various sources, including social media
platforms, blogs, news articles, etc.

Unit 2: Text Pre-processing
Cleaning and preparing text data for analysis, including tokenizatemysng, removing stop words,
and transforming text into numerical representations.

Unit 3: Text Analysis

Techniques foranalyzingtext data, including sentiment analysis, topic modelling, word frequency
analysis, and text classificatiomext Visualizaton: Techniques for visualizing text data, including
word clouds, bar charts, and heat maps.

Unit 4: Social Media Analytics
Overview of social media platforms, methods for collecting and analysing social media data, and
applications of social media anabgi

Unit 5: Text Mining Tools and Technique
Application of analytics modelling on text data using temmhing tools including Python.

Learning Outcomes:

At the end of the course, students will be able to:
1 Collect text data from various sourcas;luding social media platforms, blogs, and news
articles.
1 Preprocess text data for analysis, including cleaning, transforming, and normalizing the data.
9 Analyse text data using techniques such as sentiment analysis, topic modelling, and text
classificaton.
1 Visualize text data using tools such as word clouds, bar charts etc.
1 Apply text mining and social media analytics techniques teweald problems and interpret
results.
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Textbooks

1 Text Analytics with Python [2016]: A Practical Réaforld Approach to Gaining Actionable
Insights from Your Data" by Dipanjan SarkaApress,Sold and fulfilled byUniversity
Bookstores Boston INDIAhrough Amazon.

91 Data Science for Business [2013]: WhaiuyNeed to Know about Data Mining and Data
Analytic Thinking" by Foster Provost and Tom FaweditReilly Media - through Amazon

Reference Books

1 Data Mining: Practical Machine Learning Tools and Techniques by lan H. Witten, Eibe Frank,
and Mark A. Hall [®11} Elsevier Inc.

1 Applied Text Analysis with Python: Enabling Languaeare Data Products with Machine
Learning" by Benjamin Bengfort, Rebecca Bilbro, and Tony Ojeda [20Q8eilly Media- -
through Amazon
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