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ARYABHATTA KNOWLEDGE UNIVERSITY
Near Bus Stand, Mithapur, Patna - 800 001

E-mail:. rr\.Urrj r,1 i),'iL gntril. uont

Notilication
In light of the direction received from the Govemor's Secretariat, Bihar

vide memo No. BSU (Regulation)-20l2019-2535/GS(I),dated-08.10.20i8,

resolutior\ taken by the Academic Council at Agenda no. 23115 in its 1 5tr'

meeting and the Executive Council at Agenda No. 07 /37 in its 37tr' meeting,

revised curriculum of Management (MBA) programme of choice based credit

system ( CBCS) at P.G level is adopted. 'l'wo new courses introduced i.e.

Masters in Marketing and Sales Management and Masters in Retail

Management, in light of the decision of subject expert committee constituted

vide University notification no.2757, dated 11.07.2019 w.e.f session 2019-20 is

hereby notified subject to approval of the state Govt. under relevant section of
AKU Act,2008.

By order ofthe Vice-Chancellor

sd./-
Registrar (l/c)

Aryabhatta Kaowledge University, Patna

Memo no. : 0121 Acad/01-07/AKU/201 9-3 355 Date: 11.10.2019

Copy to:

l. PA to the Vice-Chancellor, Pro Vice-Chancellor''s Office, Registrar's Office
and Controller of Examinations for information..

2. The Dean, Sohool of Engineering and Technology, AKU, Patna for
jnformation.

3. The Principals/Directors, All M.B.A colleges affiliated to AKU, Patna tbr
information and. needlul action.

4. The Principal Secretary, Govemer's Secretariat, Rajbhawan, patna.

s, The Director, Higher Education, Education Deptt.,govt. ofBihar, Patna.

@) u\tti'!"r
Registlrrr ( l)t: )

Aryabhatta Knowle dge University, Patna
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Aryabhatta Knowledqe University. Patna
MBA Syllabus under CBCS

Effective from Session: 2019-2021

Semester Course/
Paper
Code

Nature of Course/
Paper

Core/Elective Marks Credit Marks of
ctA

Marks of
ESE

Passing
Criterion

Qualifying
Criterion

SEMESTER I

a
UJF
c/)
UJ

=UJ
o)

MB- 101 Principles and

Practices of
Manaoement

Core 100 A
30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

M8- 102 Managenal
Economics

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

MB- 103 Statistical Methods for
Decision-Makino

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

MB-104 Accounting and
Financial Analysis

Core 100 4 30 70 45% in CIA

45% in ESE

Marls decide
class/ CGPA

MB- 105 Marketing
Manaoement

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
clasd CGPA

MB- 106 Human Resource
Manaoement

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

SEMESTER tI

=g
LUF
U'
UJ
E
UJ
a

MB- 201 0rganisational
Behaviour

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

MB- 202 Business Research
Methods

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide

class/ CGPA

MB- 203 Operatrons Research Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
clasJ CGPA

MB- 204 Management
Accounting and
Control

Core 100 4 30 IU 45% in Ch
45% in ESE

Marks decide
clas9 CGPA

MB- 205 Financial
Manaoement

Core 100 4 30 70 45% in CIA

45% in ESE

Marla decide
class/ CGPA

MB- 206 Project Management Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

SEMESTER III

=uul
q)
UJ

=LLIa

M8,301 Strategic
Manaoement

Core 100 4 30 70 45% in CIA

450/o in ESE

Marks decide
class/ CGPA

MB- 302 Legal Aspects
of Business

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

MB- 303 Project Study Core 100 8 45Yo Marks decide

clasd CGPA
MB- 304 Summer lnternship Core 100 8 45% Marks decide

class/ CGPA

FINANCE
MB.FC-01 Security Analysis and

Portfolio lvlanaqement
Core Elective 100 4 30 70 45% in CIA

4570 in ESE

Marks decide
class/ CGPA

MB-FC-02 Corporate Tax
Planning and

Manaqement

Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

H UMAzu RESOURCE MIANAGEMENT
MB.HC.O1 Labour and

Employment Laws in
lndia

Core Elective 1.00 4 30 70 45% in CIA

4570 in ESE

Marks decide
class/ CGPA

MB.HC-02 lndustrial Relations Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide
classi CGPA

MAR;(ETING
I\48-MC-01 Consumer Behaviour Core Elective 100 4 1n 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

Mts-MC-02 Services Marketing Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

SEN,IES TETT v
E
trlFOD-
LIJ 

=

=LU
tJi)

MB- 401

t/B- 402

bordrate --I
Governance and I.t
Busrness Elhtcs I

Core
I

100

I

4 30 70 450/" in CIA I Marks decide

45% in ESE I class/ CGPA

C*erbraejnrat,onl
and Management 

I

lnformatrcn SVste,n I
I

Core 100 4 30 70 45% in CIA I Marks decide

459i, rn ESE I class/ CGPA
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MB- 403 Comprehensive

Viva-Voce
Core ]UU 100 45% Murk dr.(

cdss/ CGPA

MB 404 Business
Communication

Core 100 4 30 70 45% in CIA

45% in ESE

Marks decide

class/ CGPA

FINANCE
MB-FC4,1 Banking and

Financial Services
Core Elective 100 4 30 70 45% tn CIA

45% in ESE

Marks decide
class/ CGPA

MB-FC-44 Financial Derivatives Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

HUMAN RESOURCE MANAGEMENT
MB.HC41 Management of

Chanqe
Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide
class/ CGPA

MB.HC44 Group Dynamics Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide
clasY CGPA

MARKETING
MB.MC-41 Sales and Distribution

Manaoement
Core Elective 100 4 30 70 450/o tn CIA

45% in ESE

Marks decide
class/ CGPA

MB-MC45 Strategic Marketing Core Elective 100 4 30 70 45% in CIA

45% in ESE

Marks decide

cIaSs/ CGPA

TotalCredits
l Credit

Semester-l

Semester-ll

Semester-lll

Semester-l

100

l0hours
24 Credits

24 Credits

32 Credits

20 Credits

240 hours

240 hours

240 hours

200 hours
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UX
Semesfer/

Prin and Practice of

Course Objective: Total Periods: 40 (4 Credits)

This course intends to develop the basic awareness of management functions and various dimensions
of organizational life. lt also attempts to provide exposure of the ethical dilemma in management
practices.

Course Structure:

Unit l- lntroduction: Concept and Goals, lntroduction to Management Discipline and Activity,
Managerial Roles and Skills.

Unit ll - Management Thought and Thinkers: Classical Organization Theory fienry Fayol),
Neo-Classical Theory (Human Relations Movementind Hawthorne ixperimlnts,
Behavioural Theory).

Unit lll - Decision'Making : Phases, Steps of Decision Making; Conditions of Certainty, Risk and
Uncertainty; Barriers to Decision-Making.

unit lv -rrtranagement Process (A): planning (lts nature and scope; steps; principles;
Types of Plans);
Organizing (Structural and Systemic dimensions; Authority, Responsibility & Accountability;
Coordination ; Form al and lnformal Org anizations).

Unit V - {ltlanagement Process (B): Communication (lts importance; Types; process; Channels;
Barriers; Communication Network in organizations-verticaland h'ohzontal).
Controlling (lts^ Meaning, Steps, lmportance, Sources, Designing the Control process,
Effectiveness of Control Systems),

Reference:

l. James F. Stoner, et al : Management, pearsons Education Delhi

2- Harold Koontz Heinz weihrich: Management, Tata McGraw Hill pub. co., Delhi
3. R. N. Singh: Management Thous.ht & Thinkers, S.C. & Co.. Dethi

4. S. K. Chakraborty : Management tsy r731,,"r. Oxfbrd Univ. press. Dclh.i

5. r..mitai Etzioni : tv{odern Orgarizal"ions, pHl, New Delhi

6' D' R' Prasad, V. S. Prasad & P. Satyana rayanai Administrative Thinkers, Sterling pub. Delhi
7. Principles of Management: George R. Terry & S.G. Franklin, AITBS, Delhi
8. Essentials of Management: Joseph L. Massie, pHI, New Delhi
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Semeste.r I

Course Objective: TotalPeriods: 40 (4 Creditsi

The basic objective of this course is to make the students aware of the various economic issues that they are expected to

face as *rrrg.r, at the firm level and to equip them with the tools and techniques of economic analysis for improving their

decision-making skills.

Course Structure:

Unit t- Nature and Scope of Managerial Economics: MicroEconomics and Macro-Economics, Managerial Egonomics

and its relevance in business-decisions, Fundamental Principles of Managerial Economics - lncremental Principle,

Mar$nal Principle, Opportunity Cost Principle, Equi-Marginal Principle'

Unit lt- Demand Analysis and Demand Forecasting: Types of Demand and their Characteristicq Utility Analysis,

Cardinal Utility and Ordinal Utility, Elasticity of Demand and its measurement, Price Elasticity, lncome Elasticity,

cross Elasticity and Advertising Elasticity, Techniquesof Demand Forecasting.

Unit lll- Indifference Curve Analysis: Concept and Properties of lndifference Curves, lncome Effect, Substitution Effect

aM Price Effect.

Unit lV- Cost Analysis: Concept of Cost and Cost Classification, Accounting Cost and Economic Cost,

Law of Vaiiable proportions - lncreasing Decreasing and Constant Returns, Cost output relationship in the

short-run, cost output relationship in the Long-run, Economies of scale.
profit Analysis and Profit Forecasting. Concept of Profit. Accounting, Profit and Economic Profit,

Theories of Profit, Dynamic Theory of Profit, Risk and Uncertainty-Bearing Theory of Profit,

lnnovation Theory of Profit.

Unit V- Recent Economic lssues and Developments:

REFERENCE:

l. Thomas & Maurice: Managerial Economics-Concepts and Applications, Irwin Professional Publication

2. Haynes, Mote & Paul: Managerial Economics, McGraw Hill Publication

3. Dean Joel: Managerial Economics, Prentice-Hall

4. Gupta G.S.: Managerial Economics, Tata McGraw Hill Publication

5. Koutsoyiannis A: Modem Microeconomics. Macmillan,

6. Diwedi D. N.: Managerial Economics, Pearson Education India

7. Petersen, Lewis and Jain: Managerial Economics. Pearson Education India

8. Salvatore Domonik: Principles of Microeconomics, Prentice-Hall

9. \,/ar:hncv.p.'- Ivfahcshrvari: l,'lnnngcrial F,conomic, Srrltnn Chnnd 3;- Sons

10. Stonier & Hague: A Text Book of Economic Theory, Pearson

I l. Mankiw: Economics-Principles and Application. Cengage Learning'

12. Slowman &Sutcliffe: Economics for Business, Pearson Education

,..*t)

'.),"*1it,$



[s
Semester I

Course Objective: Total Periods:40 (4 Credits)

The objective of the course is to make the students familiar with basic statistical techniques and their applications in
managerial decision-makin g,

Course Structure:

Unit l- Statistics: An Overview-lmportance for learning statistics for Mangers, Types of Statistical Method.

Unit ll- Fundamentals of Probability: Concept of Probability, Definition of probability, counting rules for
determining the number of outcomes,The Bayes, Theorem.
Probability Distributions-Probability distribution function, Cumulative probability distribution function,
Expected value and variance of a random variable, discrete probability distributions - Binomial and poisson.

Unit lll- Measure of Central Tendency: Objectives of averaging, Requisites of measure of central tendency,
Mathematical averages - arithmetic mean (simple and weighted), geometric mean, harmonic mean,
quartiles, deciles and percentiles, Relationship between mean, median and mode,

Unit lV' Measure of Dispersion: Significance of measuring dispersion (variation), Classification of measure of
Dispersion, Variance and standard deviation, Coefficient of variation, Skewness, Moments and kurtosis; Measures
of Skewness.

Unit V- Test of Significance and lts Designing: Null Hypothesis and Level of significance.
Tests of Variables and Proportions: 'T' test in small samples. Application of )b test,
Testing of coefficients of Corelation, Analysis of Variance.

REFERENCE:

L Alan Bryman, Emma Bell : Business Research Methods, oxford University press

2. Donald R, Cooper, Pamela S Schindler : Business Research Methods, Tata McGraw-Hill Education

3. Mark Saunders, Philip,Lewis, Adrian Thornhill: Research Methods for Business Students,

Prearsons Education ildia
4. Levin R I & Rubin D. S. : Statistics for Management, pHI, New Delhi

5. Davis & Pecar: Business Statistics using Excel , Oxford University press

6. Sharma J. K.: Business Statistics, Pearson, New Delhi

7. R*Li: Slati:;t.it:s lbr h4anagcmcnt, l'fi.lll, Ncrl Delhi

8. Gupta S. P. & Gupta M.P. : Business Statistics, S. Chand & Sons, New Delhi.
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Semester I

MB 104 Accountinq and Financial S

Course Objective: Total Periods: 40 (4 Credits)

The main otrjective of this course is to acquaint the students with fundamentalconcepts and processes of accounting so that

they are able to appreciate the nature of item presented in the annual accounts of a firm. Further, it aims at familiarizing the

student with those significant tools and techniques of financial analysis, which are useful in the interpretation of financial

statements. These tools and techniques form an important part of management planning and control systems.

Thus, the course doesnot intend to make the studentsexpert accountant.

Course Structure:

Unit l- FinancialAccounting: Definition, Nature and Scope of Accounting. Accounting Principles,

Uflerence between accounting concepts and conventions, lndian Accounting Standards,

Difference between kad ition al an d modern accou n ti n g.

Unit ll- Orientation in Accounting: Double Entry Syslem and Recording of Transactions into the Journals,

Posting Transactions into Ledger, Preparations of Trial Balance, Capital and Revenue, Preparation of

Annual Accounts - Profit and Loss Account and Balance Sheet, Adjustment Entries.

Unit lll- Analysis of Financial Statement Financial Statements - Meaning, Nature and Limitations.

Techniques of FinancialAnalysis: Accounting Ratios - Meaning, Sigltificance and Limitations.

Funds Flow Statement - Meaning and Need. Preparation and lnterpretation. Cash Flow Statement - Meaning,

Need, Preparation and lnterpretation.

Unit lV. Valuation of Assets: Valuation of Shares - Need and Methods. Valuation of Goodwill -
Need and Methods, Valuation of lnventory - Need and Methods, First in First out (FIFO), Last in First out (LIFO).

Unit V- Current lssues: Forensic Accounting, Money Laundering, Financial intelligence.

REFERENCE:

1. H. G. Guthman: Financial Statements Analysis, PHI

2. Myer: Financial Statements Analysis PHI

3. Robert Anthony & Reece: Management Accounting - Text & Cases, Richard D. Irwin,

4. Morton Backer: Modem Accounting Theory, PHI

5. Roy, A. Foulke: Financial Statement Analysis, McGraw-Hill

6. Shukla & Grewal: Advanced Accounts, S. Chand & Company Limited

7. lvlukhcrjcc & Roy: Studics in Accounting Thcory, World lrcss Pvt. Ltd. Calcutta

8. Jain & Narang: Advanced Accountancy, Kalyani Publishers

9. Khan & Jain: Management Accounting, Tata McGraw- Hill Education

10. Bhandari & Kulshrestha: Essays in Accounting, Sahilva Bhawan

I I . Roy G.D. : A Survey of Accounting Ideas . Alpha Pub. Concern

12. Sehgal A., Sehgat D.: Taxman's Financial Accounting

13. Bhattacharya S.K. & Dearden: John: Accounting for Management, Vikas Pub House
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Semester I

MB 105 Marketi Ma
L
t

Course Objective: Total Periods: 40 (4 Credits)

This course intends to provide an experienced-based approach to marketing theory and its practical application. The course
is designed to enable the students to learn the basic of marketing. Topics of the syllabus shall be addressed and discussed
from an application oriented perspective.

Course Structure:

Unit l- Conceptual Framework of Marketing: Concept, Meaning, definition, nature, scope and
importance of marketing; Marketing concept and its evolution.

Unit ll- Core concepts of marketing: Customer Satisfaction, Customer Delight, Approaches to Marketino - product -
Production - Sales - Marketing - Societal - Relational. Concept of Marketing Myopia, Selling versus marketing,
Holistic Marketing Orientation & Customer Value, Adapting marketing to new liberalised economy -
Digitalisation, Customisation, Changing marketing practices.

Unit lll- Market Analysis and Selection: Nature, Process and Contents of Marketing Plan - Marketing environment -
Macro and Micro components and their impact on marketing decisions, Buyu Behaviour, 5 steps Buyer decision process,
Bases for market segmentation of eonsumer goods, industrial goods and services Niche & Local Marketing Target Markets,

differentiation strategies, Concept of positioning - Value Proposition and USP, Marketing lnformation System.

Unit lV- Marketing Mix: Product Decision: Concept of a product; Classification of products; Major product decisions;
Product line and product mix; Branding; Packaging and labelling; Product life cycle - strategic implications;
New product development and consumer adoption process.

Price Decislon- Concepl and Meaning of Price and Pricing, Significance of Pricing Decision, Factors affecting price
determination; Pricing Methods and Techniques, Pricing policies and strategies,
Place Decision- Nature, functions, and types of distribution channels; Distribution channel intermediaries;
Channel management decisions, Marketing channel system - Functions and flows; Selection, Training, Motivation and
evaluation of channel members;

Promotlon Decision- Communication Process; Promotion mix - advertising, personal selling, sales promotion,
publicity and public relations; Media selection; Advertising effectiveness; Sales promotion - tools and techniques.

Unit V- Emerging Concepts in Marketing Management:

REFERENCE:

l. Philip Kotler: Marketing Management, Pearson Education/PHl.

2. Stanton: Fundamentals of Marketing, McGraw Hill

3. Rajan Saxena : Marketing Management, Tata Mccraw Hill.

4 Philip Kotler and Gary Armstrong: Principles olMarketing l2.t'Edition, Pearson Fflucation. pHI

5. Ramasamy & Namakumari : Marketing Management, Macmilan India.

6. S, Jayachandran : Marketing Management, Tata McGraw Hill

7. Rampal and Cupta: Case and Simulations in Marketing, Golgatia, Delhi

ll. Etzel Walkcr: Fundarnentals olMarketrng Stanton, Tata-McGrarv Hill, New Delhi

9. McCarthy'E.J: Basic Marketing: A rnanagerial approach. [rrvin, New york.

10. Bovcc arrd John'l hill : Markcting. Mc(irau,-Ilill

I i Kotlcr. l.ilicn & lloonhy . iVlarkcrine \lotlcls. Prcnticc-tlall ol India

Il H.l(aLr\lr.ll ( usc Surdr SolutiLrrrs Nlurkcting. \laernillrrr I,Lrhlirh.:r: India I.td.

l.l \\rllilrrrr I) l,crretiLrlt.lr llirsic \llrrLctiilg. \le(i(ru-llrll ( ,,rrrttlrnrcr.lnc
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. Semestet I

MB 106 Human Resource Management

Course Obiective: Total Periods: 40 (4 Credits)

The present course aims at familiarizing the participants with various aspects of HRM. lt aims at providing a rich fund of
contemporary knowledge, time tested principles, basic concepts, emerging ideas, evolving theories, latest technique,
ever changing procedures & practices in the field of HRM in a comprehensive way.

Course Structure:

Unit l- Human resource management: Meaning, definition, scope, Ok4ectives and functions of Human Resource
Management, Evolution of HRM, Relevance of Study of HRM, Personnel Management Vs. Human Resource

Management, Challengesof HRM, HRM Environment; Strategic HRM.

Unit li- Human Resource Planning: Meaning, definition, importance, characteristics of good HR factors

affecting HR Planning, baniersof HR Planning, HR Planning process.

Job Analysis And Design- Meaning definition, process of job analysis, problems in job analysis, .iob design;

facto,rs #fecilng job desig, process of job design, contemporary issues in iob design.

Unit lll- Human Resource Acquisition:
Recruitment Meaning, definition, importance, factors governing recruitment, recruitment process.

Selection; Meaning, definition, stepwise sehction process, baniers to selection, selection in lndian context.

Placement; Meaning and purpose, problems in placement,

Unit lV- Training and Development: Nature of Training and Development; Training and Development as source of

cornpetitive Advantage, Training Process; lmplementation and Evaluation of the Training Program.

Unit V- Human Resource Management and Ethics: Nature, lmportance and Relevance of HRM ethics,

Ethical issues in HRM, HR Audit; nature, benefit, scope and approaches to HR Audit.

REFERENCE:

1. V. S. P. Rao: Human Resource Management, Excel Books, New Delhi

2. K. Ashwathappa: Text & Cases in Human Resources Management, Tata McGraw Hill

3. Arun Monappa: Managing Human Resources, McMillan

4. Kesho Prasad: Strategic Human Resource Management, Prentice Hall India

5. Ronald R. Sims: Human Resource Management, Indian Associated Press

6. Gary l)essler: Human Resource Management, Pearson Education India

7. Wai,'ne it,Iondy: Human Resource Management, Pea.mon Flducation India
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Course Objective:
Total Periods:40 (4 Credits)

The present course aims.to develop the interpersonal abilities in the students. It aims to develop an intimateunderstanding of the individual uri !.LupLJt urio*.

Course Structure:

Unit I- understanding organization, Behaviour and oB: organization as a Social unitconcept of Leaming organization, Roles and Skills oirfi*ugor, challenges *a 6ppo*nities of oB.
Unit II- Bases of Individual Behaviour: Basic individual differences (ability and biographical characteristics);Personality:JVleaning,,,Big _Five,, personality traits-

Perception: Meaning, Role of Object,

ilrffi;?H?#H;#::ff'' classical conditioning, operanr conditioning and Social Learning;

Unit III- Groups in organization-Groups: Types, their development stages, concept ofrore,Transactional Analys is,
Stress and conflict: Meaning and causes of stess, types of conflicts, copfng strategies forstress and conflict; negotiation skills.
Communication: process, types, barriers; Grapevine.

Unit IV- Leadership and organizational change: concept, Trait, Behavioural and contingency(Fiedler, Hersey and Blanchard) theorie{ brd".;hi;'rri"i ,r"r"rrt l and effectiGleadership,
unit v- organizationar change: concep! Resistance to and Managing change.

REFERENCE;

l. Laurie J. Mullins: Essentials of organizationar Behaviour, pearson Leaming

2. Ian Brooks: Organizational Behaviour, pearson Learning

3' stephen P' Robbins: organisationar Behaviour, prentice Hall Inc.

4' L' M. Prasad: organisational Behaviour, Sultan chand & Sons

5. Kieth Davis: Organisational Behaviour, McGraw Hill

6. Fred Luthatrs: Orgauisational Behavioui, McUraw Hill

t

- -Lii$v)
U-Sfi"lr'\"i/t l,\ i

Semester ll
isational Behaviour
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Semesterl/

MB 202 Business Research Methods

Course Objective: Total Periods:40 (4 Credits)

This course gives a comprehensive introduction to the subject ofbusiness research methods. The objective of

this course is to develop the research skills of the students in investigating the business problems with a view to

arrive at objective findings, interpretation of data and conclusions of their investigation in the form of systematic

reports. Further, acquainting students with all modern and universally applied research concepts, tools and

techniques and encouraging them to apply their acquired theoretical knowledge to real-life situations are

pararnount course objectives.

Course Structure:

Llnit I- Introduction to Business Research: Meaning and Significance of Research in Business;

Different Approaches to Research - Scientific Methods and Non-scientific Methods;

Types of Business Research; The Research Process; Ethics in Business Research.

Unit II- The Research Problem and Design: Formulation and Definition of BusinessResearch Problem;

Formulation of Research Hypotheses, Business Research Desigrr - Exploratory Research Design
(Secondary Data and Qualitative Research), Descriptive Research Desigrr (Survey and Observation)

and Causal Research Design (Experimentation); Potential Sources of Errors in Research.

Unit III- Sampling Design and Measurement Techniques: The Sampling Design Process;

Types of Sample Design -Probability and Non-probability Sampling Designs;

Size of Sample; Sampling Errors; Concept of Measurement and Scaling;

Important Scaling Techniques - Comparative and Non-comparative; Reliability and

Validity of Measurement.

Unit IV- Data Collection Tools and Data Processing: Questionnaire and Observation Forms; Questionnaire
Design Process; Collecting Primary Data through - Observations, Semi-structured Interviews,

In-depth Interviews and Questionnaire; Processing of Research Data - Editing, Coding
Classifi cation and Tabulation
Analysis of Data- Basic Data Analysis - Descriptive Statistics; Hypotheses Testing.

Unit V- Business Research Report: Importance of the Report & Presentation; Business Report Format;

Report Writing; Oral Presentation; Research Follow-up.

REFERENCf,:

1. Cooper and Schindler; Busincss Rcscarch Mclhorls. Tala McGrirlv Hill, Ncrv Delhi

2. Ivlalhotra N. I{.: Marketing Researel-r - an Applied Orientatiott, Pearsott Education, New Delhi

3. William G. Zikmund : Business Research Methods, cengage Leaming, New Delhi

4. Saunders, Lewis & Thornhill: Research Methods for Business Students, Pearson Education, New Delhi

5. Panneer Selvam: Research Methodology, Prentice Hall of India, Delhi

6. Beri G.C : Marketing Research, Tata McGraw Hill, New Delhi

7. I{arlinger, Fred N.: Foundations of Behavioural Research'

8. Mohsin. S.M.: Research Methods in Behavioural Research'

9. Tull & FIawl<ins : Nlarketing Research, Prentice Hall of India.Delhi
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Semesfer//

Course Objective: Total Periods:40 (4 Credits)

This paper intends to acquaint the student with the management of different operational aspects of organizations
especially with respect to the manufacturing, assembling and servicing processes with numerical and
quantitative technical value addition.

Course Structure:

Unit I- Introduction to Operation Research: Managerial Decision Making and, Different Models of
operation Research: Principles and Types, Nature and Scope of Relited to other Frurctional Area of
Business, Duties and Responsibilities of personnel.

Unit II- Introduction to Linear Programming: Formulation of Linear Programming problems Graphical
Solution to Two Variable Problems, Simplex Method and Its Applications, duality in linear
programming, Primal and dual Lp problems.

Unit III- Transportation problems: Introduction, Initial Basic Feasible Solution: North West comer rule,
Least Cost method, Vogel's Approximation method. optimality test, Modified Distribution (uobt1
Method and Stepping Stone Method.

Unit IV- Construction of.a Network Diagram: Application of Networks in project Management:
Program Evaluation and Review Techaique (PERT) Model, Determination of Crifrcal path,
Distribution of Project completion Time, critical path Method (cRM) Model,
Application of CPM and pERT Models.

Unit V- Game Theory: Introduction, Technology, Classification, PayoffMaking, Maximum and Minimum
strategies, saddle Point, Mixed Strategies - Games without Saddle poinl

REFERENCE:

l. Thompson W.W.: Operations Research Technique, Coloumbus, Ohio, C. E. Menill Books (1967)

2. Acoff & Susoni M.: Operations Research

3. Levin R. L, Rubin D. s. & Stinson J.p.: euantitative approaches to managemenl Mcgraw, Hill

4' Bierman H', Bonini C. P. & Houseman W. H.: Quantitative analysis for business Decision, Richard D. Irwin Inc. (,65)

5. Hiller F. S. & Lieberman G. J.: Introduction to Operations Research

6. 'l'aha FL A.: operations Research an Introduction, prentice Hall of India pw. Lts., New Delh

7. Grrpta P K and Hira D s . Oprrations Research, S.C. Chmd

8' Shenoy G. v., Sherma s. c. & Srivastava U. K.: operations Research for Managemcnt
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MB 204 Man Accountinq and Control

Course Objective: Total Periods:40 (4 Credits)

The objective of this course is to expose the students to the applied aspect of accounting and making them

familiar with the techniques of using Accounting inforrnation for decision making. Having been introduced to

these techniques and having acquired the ability to understand accounting language, the students should be in a
position to make effective use of accounting information in resolving the problems, which they may face as

managers. Applied side of the subject will be given more emphasis and attention as compared to its conceptual

aspect. Consequently, case-method of teaching will be used besides class lectures.

Course Structure:

Unit I- Introduction: Meaning Functions, Scope and Limitations of Management Accounting,
Financial Accounting Vs. Management Accounting.

Unit II- Break-Even Analysis: Meaning, Graphic presentation, Preparation of break-even charts and
their interpretation, Managerial uses of Break-even analysis.

Unit III- Marginal Costing: Meaning of Marginal Cost, Analysis of Incremental costs and revenues,
Management Application of Marginal Income Accounting.

Unit IV- Budgeting: Definition of a budget, Kinds of budgets, Preparation of a Budget, Budgetary Control,
Flexible Budgeting, Zero Base Budgeting, Performance Budgeting.

Unit V- Standard Costing: Meaning, Types of Standard and their revision, Difference between budgeting and
standard costing. Kinds of Variances, their use in making appraisal and fixing responsibility, Procedure
of setting standard cost - Material, Labour and Overhead.

REFERENCE:

l. Anthony Robert N. & Reece James S : Management Accounting, Irwin

2. Anthony Robert N & Welsch Glenn A: Fundamentals of Management Accounting, R.D. Irwin

3. Hongren Charles T.: Introduction to Management Accounting, Pearson Education India

4. Bhattacharya S. K. & Dearden John: Accounting for Management, Tata McGraw-Hill Pub. Co. Ltd., ND

5. Hingorani N. L., Ramanathan A. R. & Grewal T. S.: Management Accounting, Sultan Chand & Sons.

6. I(han M. Y. and Jain P. I(.: Management Accounting,Tata McGraw-Hill Publishing Co. Ltd., New Delhi

7. I(ishore Ravi M.: Taxman's Advanced Management Accounting
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Semester ll

Course Objective: Total Periods: 40 (4 Credits)

The present course aims at familiarizing the participants with the skills related to basic principles,
tools and techniques of financial management.

Course Structure:

Unit I- Concept of finance: Scope and objectives of finance, Functions of Financial Management.

Unit U- Concept and Principles of Capital Structure: Leverage Analysis - operating,
financial and combined leverage and its implications.

Unit Iil- Dividend Decision: Ploughing back of profits, forms of dividends, factors affecting dividend policy,
dividend payout decisions.

Unit IV- Time Value of Money: Risk and return analysis, Concept and sigrificance of cost of capital and
its computation Concept and Significance of Capital Budgeting.

Unit V- Working Capital Management: Meaning, Significance and factors influencing the level of working
capital management .Management of cash, receivables and inventory.

REFERENCE:

l. J Fred weston & Eugene F. Brigham: Managerial Finance, Axrog publications

2. Franklin R. Edwards & cindy w. Ma: Futures and options, McGraw-Hill, Inc.

3. James Van Horne: Essentials of Financial Management, prentice Hall

4. Walker E. W.: Essentials of Financial Management, prentice Hall

5. Srivastava, R. M.: Financial Management, Sterling Publishers Private Limited, New Delhi

6. Srivastava, R. M.: Essentials of Business Finance, Himalaya publishing House

7. Prasanna Chandra: Financial Management, Tata McGraw-Hill

8. Pandey, L M.: Financial Management, Macmillan India
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Course Obiective: Total Periods: 40 (4 Credits)

The objective ofthis course is to enable the students to gain basic knowledge about the concept ofproject,

project management, project life-cycle, project appraisal; to acquaint the students about various issues ofproject

management.

Course Structure:

Unit I- Basics of project Management: concept- Project Environment - Types of Projects- Project life Cycle

project proposals - Moniioring proiect p.ogr.r. - Project appraisal and project selection- Identification

oflnvestment opportunities- Sourci ofnew project ideas, preliminary screening ofprojects -
FeasibilitY studies and rePorts.

Unit II- Market feasibility: Market survey - categories of Market survey - steps involved in conducting arket

survey - Demand forecasting techniques' sales projections'

Unit III- Technical feasibility: hoduction technolory, materials and inputs, plant capacity, site selection, plant

layout, site preparatitn, Managerial Feasibility Project organization and responsibilities. DeveloPment

of progru.n11e bvaluation & Review Technique (PERT)- Benefits of PERT.

unit IV: Financial Analysis: capital Expenditure - criteria and Investment strategies - capital Investment

Appraisal Techn-iques (Non OCf and DCF) - fusk arialysis - Cost of project and means of financing -
Estimation of cash flows - Estimation of Capital costs and operating costs; Forecasting income -
Preparation of detailed financial projections Breakeven point'

Unit V: project Management: Project implementation and review - project planning - project control - human

aspicts of project management - prerequisites for successful project implementation - project review'

REFERENCE:

1. Gido: Effective Project Management, 2e, Thomson,2007 '

2. Prasanna chandra, "Projects, Planning, Analysis, Selection, Financing' Implernentation and Review",

TataMcGraw Hill Company Pvt. Ltd', New Delhi 1998'

3. Damodaran, "Corporate Finance", Johy Wiley Publications'

4. Erhardt & Brigham, "Principles of Corporate Finance", Thomson' 2006'

5. Singh M.K, "Project Evaluation and Management"'

6. Prasad l.l.K, ,'Principles and Practice of Cost accounting", B. Pahwa, IIPS, Ploject Irinancing'

7. Clifi"orci F. Gray, Erik Vr'. Larson, "Project Management, the Malragerial [mphasis", McCraw IIill' 2000'
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Semester lll

Course Objective: Total Periods:40 (4 Credits)

The present course aims atfamiliuizingthe participants with the important role that stategic management plays
in a business's success and enables them to develop analytical andionceptual skills. The-centre of attention is
the total enterprjse - the industry and competitive environment in which ii operates its long-term direction and
strategy, its resources and competitive capabilities, and its prospects for success. Class participation and case
discussion will be fundamental to the development of these skills.

Course Structure:

Unit I- . Introduction: Concept of Strategy & Strategic Management, Difference between Corporate planning & Strategic
Planning Strategic Management Model, Different levels of Strategies, Relevance of Strategic Management in 

-
2lst Century.

Unit II- Strategic Interrt: Vision & Mission Statcrrrcn! Organisational Ob.iectives, Setting objectives,
Organisational Values & its impact.

Unit III- External Environment & Analytical Tools: Evaluating the company's strategic environmen! SWOT Analysis,
PESTEL Analysis, Competitive Analysis: Porrer's Five Force Model.

Unit IV- Internal Assessment: Strategic Capability: Fit & Stretch Concept, Porter's Value Chain Analysis,
Core Competencies, Organisational Capabilities, Resource Analysis and Synergy.

Unit V- Business Level: Cost Leadership, Differentiation & Focus Strategies, Growth strategies,
Corporate Level-Integration, Diversification, Acquisition, Mergers& Joint Venture,
Short Term Corporate Strategies -stability Retrenchment, &Tumaround.

REFERENCE:

l. Andrews: Concept of Corporate Strategy, Irwin
2. Russel and Ackoff: Concept of Corporate Planning, New york: Wiley Inter science
3. Glueck: Business Policy, McGraw-Hill
4. Y. N. Chang & Filemon: Business Policy and Strategy, Goodyear publishers

5. Newmann & Legmon: Strategy, Policy and Central Management, South-Westem pub. Co
6. David E. Hussey: Introduction to Corporate Planning, pergamon press

7. R. M. Srivastava: Business Policy & Strategic Management, Himalaya
8. Mc Carthy and Others: Business Policy and Srategy, R. D. Irwin
9. Richard Lynch: Corporate Strategy, Pearson Educalion India
10. Basil W. Denning: Corporate Planning: Selected Concepts, McGraw-Hill
I l. Malville c. Branch: The corporate Planning process, American Management , Association
12. Bamard Taylor and John R. Sparket : Corporate Strategy & planning
13. Andrews: Concept ofCorporate Strategy, Irwin
14. Russel and Ackotl: concept of Corporate planning, Ncw york: wilcy Inter science
15. Glueck : Business Policy, McGraw-Hill
16. Y. N. Chang & Filcmon : Business Policy and Strategy, Goodyear publishers
17. David E. Hussey: Introduction to Corporate planning, pergamon press

16. l(. M. Snvastava : Busrness pohcy & Strategic Management, Himalaya
19. Michael E. Porter: Competitive Advantage, the Free press

20. Wright, Pringle and Kroll: Strategic Management, prentice Hall
2l Rober J Allio & Malcolm w Pennington: Corporate Planning: Techniques and Applications, University otMichigan.
22. Arthur A. Thompson Jr. & A.J. strickland: Strategic Management, Irw-in / McGraw Hill
23. Arsol}, tJ. Ighor: Implanting Straregic Management, prenticc Hall
24. G. tlarnel and C. K. Prahalad: Competing lbr the iuture, Tara McGraw I{ill
25. Fred t{. David. Strategic Management, pearson Education
26 'l'hompson. 

Strickland, Gamble & Jain: Cratiing and Executrng Straregy, McGraw Hill
27. I lit. lrcland & [ Ioskisson; Strategic N{iinagement. 'lhomson Learnrng
2ll. \\ilrcclcrr. llunger & Iiangara.jan: Stratcgic ltlanagement ald [.]usincss l)olicy. parson Hi.lucation
l(). I Iills & .lones. Strategic ivlanagcnrcnt. Illctantra
.l(). Upcrrdnt Iiuchru. Strarcgic Managcnlcnt. L:rccl L:iooks
I I I'culec & I{obins. Stratcgic \,latritgerrrcnl. r\l l'l}S
il .lLrlttlrLitr & Seirole: lr\plr)rin:r C'r,r1y111.,,. Sittiitcq\. [)rcniiic lllrll lntlitrll iit;Ir:irLl I rrt.lt ( rr;1-1r1111c \tlllle!\. l,ertr.r,rr I rlLralrii()r]
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Semester lll

MB 302 of Business

Course Objective: Total Periods: 40 (4 Credits)

The present course aims at familiarizing the participants with various legal aspects of business. It aims at

providing a rich fund of contemporary knowledge , time tested principles, basic concepts, emerging ideas,

evolving theories, latest technique, eyer changing procedures & practices in the field of Law in a comprehensive
way.

Course Structure:

Unit I- Law of Contract: The Indian Contract Acl" 1872; Nature and kinds of contract, Essential elements of a
valid contract, offer and acceptance, consideration, capacity to contract, free consent, legality and

object, Tlpes of Conhact, contingent contact, performance of contract, discharge of contract, quasi

contract, rernedies for breach of conhact, indemnity and guarantee, bailment and pledge, law of
agency.

Unit II- Law of Sale of Goods: The Sale of Goods Act, 1930; General principles, conditions and warranties,
dochine of caveat emptor, transfer of ownership, performance of a contract of sale, rernedial mezrsures.

Unit III- Company Law: The Indian Companies Act,2013; Company and its various forms, formation of a

company, memorandum of association, articles of association, prospectus, share allotment,
shares and share capital, promoters, membership of a company, meetings and proceedings,

directors, managers and their remuneration, secretary, prevention of oppression and
mismanagement, winding-up of a company.

Unit IV- Law of Negotiable Instrument: The Negotiable lnstrument Act, 1881; meaning and bpes of
negotiable instrument, parties to negotiable instrument, presentment of negotiable instrument,
negotiation of negotiable instrument, discharge of partieg liabilities of a banker, Hundis.

Unit V- Miscellaneous Laws: The Essential Commodities Act, 1955, The Consumer Protection Act, 1986,

The Co-Operative Societies Act, 1912, The Foreigrr Exchange Management Act, 1999,

The MRTP Act, The Information Technology Act, 2000.

REFERENCE:

l. Labour and Industrial Laws: P. K. Padhi, PHI Publication

2. Industrial Law: Arun I(umar, Atlantic Publishers & Dist

3. Business Law: Robert W, Emersion, Barron's Educational Series

4. lnhoductron to Busrness Law: Jelhey F. tseafi, Susan S. Samuelson, Cengage Leaming

5. Law for Business Students: Alix Adams, Pearson Education, Limited

$16'YJ
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Semester lll

Course Objective: 8 Credits

GUIDELINES FOR PROJECT REPORT
students of the MBA Programme are required to offer project report as one of the papers. lt is offered at{ef peme.s]er lll stage' They are required io prepare a reporion the topic of the project incorporating the detailsof their working and main findings and suggesiions.
since right from the selection of the topic for project work through preparation of synopsis and finally writingproject report involve compliance with certain procedures, it is advilabie for a MBA rtul"ni onering project reportto keep the following guidelines in their mind:
1. OBJECTIVE

The objective of the project study is to help the student develop ability to apply multi disciplinary concepts, toolsand techniques to solve organizational problems.
2. TYPE OF PROJECT

The project may be oflered in Finance, Marketing, Human Resource and general areas of Management.3. SUPERVISOR

The project work shall be done under the supervision of the Permanent Teacher of the Depariment concerned.4. DESIGN

The Project report as a Paper shall involve two aspects, viz.:
(a) Selection of title and preparation of synopsis in Consultation with the supervisor,

and
(b) Writing of the Project Report.
5. SYNOPSIS

A synopsis should include the following:
(a) Title of the Project study
(b) Rationale behind the study
(c) Objectives behind the study
(d) Methodology of the study
(e) Proposed Chapters

The synopsis shall be normally proposed in two to three foolscap Pgges in consultation with the supervisor.It should be recommended by the supervisor and, thereafter, submitted to the Director/Head of the lnstitution forits approval for the Convenience of ti're students, a list of topics for the project stuoy may ue procured from theOffice of the Director/Head of the lnstitution of the Department..
6. PROJECTREPORT

Students are required to keep in mind the following points while preparing the project report:(a) submission of the manuscript of the projcct repori preparecl hry ihe candiclate to the supervisor for hisComments and approval
(b) Before binding ihe project repori ihe students should ensure that it contains the following:(a) Supervisor's Certificate as follows:
Certified that Mr,lMs Class Roll No ............... Sessionprepared the project report under my general supervision in partial fulfillment of theProgramrne of the University concernedi

requiremenis of the MBA

Signature of the supervisor
lf any project report is received without the above documents, the Examiners will not examine it.7. LENGTH OF THE PROJECT REPORT
The lengih of the Project Report may be about seventy five double 

.spaced type pages (A4 size) excludingappendices and exhibits. However, ten per cent variation on either side rn permissible.
8. SUBMISSION

Two typed coples of the Project Reporl are io be submitted to the Direcior/Head of the lnsiitution. The candidatewill retain the third copy for the purpose of Examination.

17
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MB 304 Summer lnternsh

I CreditsCourse Objective:

ln the Third Semester, all students will have to undergo summer internship of and not less than M weeks with an lndustrial,

business or service organization by taking up a study on various aspects of the organisation. The conditions of successfully

compteting the course shall not be deemed to have been satisfied unless a student undergoes surnmer internship under the

supeMsion of the Department in organizations as approved by the Director/Head of the lnstitution from time to time. Each

student will be required to submit a internship report to the Progrramme DirectorlHead of the lnstitution of the work

undertaken during this period within one month from _the date of the cornpletion of the intern$rip for the purpose of

evaluation.

OBJECTIVE

The obiective of the summer internship programme is to impart intemship to the management students in bustness units.

During the period of internship a student undergoes rigorous internship in acquiring skills for managing business in the light

of the theoretical concepts, tools and techniqueg which they acquire in the class-room teaching.

TYPE OF INTERNSHIP

The lnternship may be imparted under the slpervision of the Department in organizations as approved by the Programme

Director/Head of the lnstitution or as suggesled by the organisation and approved by the DrectorlHead of the lnstitution.

SYNOPSIS

A Synopsis should include the foltowing:

(a) Title of the Summer lnternship Report

(b) Rationale Behind the Study

(c) Objectives Behind the Study

(d) Hypothesis

(e) Methodology of the Study

(0 Proposed Chapters

The synopsis shall be normally prepared in two to three foolscap Pages in Consultation with the Supervisor and, thereafter,

submitted to the Director/Head of the lnstitution for its approvalsubject to the recommendation of the supervisor.

The topic of the Summer lnternship Report shall be decided by the candidate in consultation with the supervisor/guide of the

organisation under whom the candidate shall undergo the internship.

INTERNSTIIP REPORT

Students are required to keep in mind the following points while preparing the internship report after undergoing the full

minimum of 4 weeks internship:

a) Submission of the manuscript of the internship report prepared by the candidate to the supervisor for his cornmenis

and approval.

b) Before binding the internship report ihe students should ensure that it contains the following:

" Photocopy of the letter of introduction issued by the Director.

, Work certiiicate of ihe organization in wlrich ihey have worked ftrr lull/ 04 weeks

" Supervisor's certificate as following:

CertifiedihatMr./Ms ClassRollNo.....-..'...... Session

prepared the internship report Entitled Under my general supervision in partial fulflllment of the requirements

of the MBA Programme of the University concerned.

Signaiure of the Supervisor

lf any internship report is received without the above documents, the Examiners will not examine it.

LENGTH OF THE INTERNSHIP REPORT

The lengih of the internship report may be about fifty-five double spaced iyped pages (A4 Size) excluding appendices and

exhibiis Holvever, ten per ceni variation on eilher side is permisstble.

SUBi\NiSSICN

T,lo t,v,,:ed copies cf the internship repori are io be submittecl io the Direcioi-/l-lead of the lnstiluiion ',vithin one rnonih irom

rne ciate of the Compleiioi'r of ine inieinship fire cancjidaie vrlli ieia;n ihe thii'o co1.ry ior' ihe purpose of ihe Viva ' \lcce
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Semester lll

MB FC 01 I Security Analysis and portfolio t

Course Objective: Total Periods: 40 (4 Credits)

The objective ofthis course is to expose the students to the concept, tool and technique applicable in the field of
Derivatives as a tool of investment and Derivative analysis.

Course Struqture:

Unit I- Introduction to Investment and Securities: Meaning of investment, Investment and speculation,
Investment and gambling. Investment objectives. The investment process, investment alternative-
Negotiable securities, equity shares preference shares, debenture, bond, government securities, money
market securities-Treasury bills, commercial paper, certificate of deposits. Non-negotiable securitieJ-
Bank deposits , post oflice deposits, NBFC deposit, Tax sheltered schemes, PPF,NSS, NSC, LIC, UTI,
N4utual fund, real eotato, art and antiquos.

Unit II- Systematic or market risk, interest rate risk, purchasing power risk, unsystematic risk- Business risk,
financial risk. Measurement of risk.

Unit III- Efficlent Market Theory: Fundamental Analysis- Economic analysis, industy analysis, company
analysis financial analysis. efficient market theory. Random walk theory, Weak from of EMH.
Semi-strong form and strong forms of EMH. Market inefficiencies.

Unit IV- Portfolio Analysis: Traditional portfolio analysis. Effects of combing securities. Markowitz
Risk- returns optimization.

Unit V- Capital Market Theory: Capital market theory (CAPM). CAPM and the real world.
Arbitrage Pricing Theory.

REFERENCE:

l. Fischer Donald E, & Jordan Ronald J: Security Analysis and Portfolio Management, Prentice-Hall

2' Pandian Punithavathy: Security Analysis and Portfolio Management, Himalaya Publishing House pvt. Ltd

3. Van Horne: Financial Management & Policy, Prentice-Hall

4. Weston i. F. & Brigham E. F.: Essentials of Managerial Finance, Hinsdale, IL: The Dryden Press

5. Wnlker F. W : F.ssentia! of Financial Management, Prentice-IIall

6. Gitman & Joehuk: Fundamentals of lnvesting, Pearson Addison Wesley
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MB FC 02 Tax Planning and Manaqement

Course Objective: Total Periods: 40 (4 Credits)

Course aims to provide understanding of Direct Tax including Rules pertaining there to and application to
different business situations &to understand principles underlying the Service Tax along with basic concepts of
VAT.

Course Structure:

Unit I- Assessment of Various Entities: Assessment of firms and their partners, Assessment of Companieg
Assessment of Co-operative Societies, Assessment of Local Authority, Assessment of Mutual
Concems, Assessment of Charitable Trusts (Theory and Problems).

Unit II- Miscellaneous: Income Tax authorities, Return of Income, Procedure for Assessment

Types of assessment, Appeals and Revision, Deduction of Tax at Source - Advance payment of Tax
Deduction and Collection of Ta< At Source- Interest and penalties, Offences and Prosecutions -
Refund of Tax,

Unit IIL Tax Planning: Meaning of ta:r planning and rhanagement, tax evasion and tax avoidance-Nature and

scope of ta,x planning and management in the corporate sector-Justification of corporate tax planning
and management. Tax Planning comiderations in relation to Business.

Unit IV- Levy and Collection of GST: Taxable event- Supply of Goods and Services; place of supply:
within State: lnterstate; Import and Export; Time of supply; valuation for GST- valuation rules,
taxability of reimbursement of expenses; Exemption from GST: small supplies and composition
scheme; classification of Goods and Services; Composite and Mixed supplies; Input Tax Credit.

Unit V- Procedures of GST: Tax invoice, Credit and Debit Notes, Returns, Audit in GST, Assessment:

. Self-Assessment, Summary and Scrutiny-

REFERENCE:

l. Vinod Singhania: Drect Taxes, Law and Practice, TaxMann Publications

2. Bhagawati Prasad: Drect Ta,res, New Age international Pub

3. Girish Ahuja and Ravi Gupta: Direct Taxes, Bharat Law House

4. T. N. Manoharan: Hand Book of Income Tax Laws, Institute of Chartered Accountants of India

5. B. B. Lal & N. Vashisht : Direct Taxes, Pemson

6. S. S. Gupta: Service Tax, Taxmann

7. R. Mohan Lavis: Service Tax, Bharat Publishers, New Delhi

8. The Central Goods and Services Tax,2017

9. The Integrated Goods and Services Tax,2017

1 C. The Goods and Services Tax (Compensation to States), 201 7

11. Gupta, S. S., Vastu and Sevakar, Taxmann Publication, 2017
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Semester lll

MB HC 01 | Labour and Employment Laws in lndia

Course Objective: Total Periods: 40 (4 Credits)

The Course intends to educate and create awareness among t}te students about various aspects ofLabour and
Employment Law and thus equip them to handle this delicate subject with maturity, objectivity and
tmderstandings.

Course Structure:

Unit I- The course consists of various Acts related to Labour and Employment Laws in India with respect to
their enactment, definitions and different provisions. The Acts are as follows:

j

Unit II- The Workmen's Compensations Act, 1923
The Employees State Insurance Act, 1948

Unit III- The Employees' Provident Fund and Miscellaneous Provisions Ac! 1952
The Payment of gratuity Act,1972
The Maternity Benefit Act, 1961

Unit IV- The Minimum Wages Act, 1948
The Industrial Employment (Standing Orders) Act,1946

Unit V- The Payment of Bonus Act,1966
The Apprentices Act, 1969

REFERENCE:

1. S. N. Mishra: Labour Laws, Deep & Deep Publications

2. S. C. Srivastava: Social Security and Labour Laws, Universal Delhi

3. Madhavan Pillai: Labour and Industrial Laws, Jain Book Depot

4. V. V Giri: Labour problems in Indian Industry, Asia Pub. House

5. N. D. Kapoor: Elements of Mercantile Law, Sultan Chand and Sons
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MB HC 02 lndustrial Relations

Course Objective: Total Periods: 40 (4 Credits)

In this course, the students are to be acquainted with the Industrial relations framework in our country, the

importance of the maintenance of Industrial peace and efforts to reduce the incidence of Strikes and Lockout
and Industrial Strike are to be emphasised. Further, the students are to be acquainted with Social Security
Frame-work prevailing in our Country. It is necessary to know the concept of social security, its importance and

also constitutional basis for the same in India.

Course Structure:

Unit I- Introduction to Industrial Relation: Concept, evolution, characteristics, scope, components,

factors affecting industrial relations, approaches to IR" IR in India, prerequisites ofsuccessful industrial
relation programme.

Unit II- Industrial Conflicts/Disputes: Meaning, essentials, classification, recognition of disputes,
impact of industrial disputes, factors of industrial disputes/conflicts, Skikes-forms, prevention of
strikes, lock-outs, gheraos, Ways to achieving industrial peace, Code of discipline in industry.

Unit III- Grievances Handling: meaning, nature, causes of grievances, procedure for redressal.
Collective Bargaining-meaning, principles, contents, forms, process and levels of collective
bargaining, formats of agreements, Typologies, productivity bargaining, pre-requisite of effective
collective bargaining, collective bargaining in India.

Unit tV- Trade Union: concept, purpose, functions, types, trade union and politics, trade union in India,
major all-India trade unions, employers' organizations, Trade Union Act, 1926- major definitions,
registration, rights, privileges, obligations and liabilities ofa registered frade union.
Settlement Machinery-Mediation and Conciliation- function, process, conciliation machinery,
Arbihation advantages disadvantages, t5ryes, qualification of arbitration, procedure of investigation,
submission of award, Adjudication-importance, types and three-tier adjudication, labour court,
industrial tribunals.

Unit V- Industrial Dispute Act, 19472 Causes of disputes, Authorities under the Act, Procedure and Power of
Authorities, Award and Settlement of industrial dispute.

BEFERENCE:

l. Owen, W. V. & Finston, H.V : Industrial Relations, Appleton-Century-Crofts

2. I. I. P. M. : Persoturel Mauagenent irt India

3. Heckman, l.L. &. Hunuyager, S. C : Management of Personnel Function, London: Business Publication Ltci

4. Mehrotra, S.N. : Labour Problems in India.

5. Sen, Ratna : Industrial Relations in India, Macmillan Publishers India

5. Memoria, C. B. : Industrial Relations, Himalaya Publication

7. Chhabara, T. N. ald R. I(. Suri :Industrial Relations- Concepts and Issucs, Dhanpatria & Co

8. Any book conccrned with Labour Acts and Inclustrial Larv 
I
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Semester lll

MB MC 01 Consumer Behaviour

Course Objective: Total periods:4O (4 Credits)

Objective of this course on Consumer Behaviour is to present a comprehensive coverage of the subject with
examples from the Indian Scenario. This course also challenges students to understand the complexities of
consumer needs and perceptions and translate them into effective Marketing Strategies. The course will be
based on real life case-studies from Indian environment.

Course Structure:

Unit i- Understanding Consumer Behaviour: Intoduction to Consumer Behaviour; Consumer Behaviour
and the Marketing Concepts; Factors influencing Consumer Behaviour.

Unit II- Consumer Decision making process: Concept of Consumer Decision; Levels of Consumer
Decision-Making; A Model of Consumer Decision-Making.

Unit III- Consumer Motivation: The concepts of motivation; Maslow's Theory of Motivation; Role of Motives
in Guiding Behaviour; Involvement of Consumer.

Unit IV- Influence of Culture on Consumer Behaviour: Concept of Culture; The measurement of Culture;
Indian Core Values; Cultural aspects of emerging markets.

Unit V- E- Consumer Behaviour: e-Business; Applications to Consumer Behaviour; The Computer Age.
Changing Indian Consumer Behaviour-Drivers of Change; Changing Consumer Trends;
Rural Consumer Behaviour; New Consumption Patons

REFERENCE:

1. D. L. Loudon, J. Albert Della Bitta : Consumer Behaviour; Concepts and Applications, Tata McGraw Hill
Pubtishing Company Limited

2' D.l. Hawkins, R, J. Best, and K. A. Coney: Consumer Behaviour: Building Marketing Strategy, Tata
McGraw-Hill Publishing Company Limited.

3. F. R. Kardes : Consumer Behaviour and Managerial Decision Making, Prentice Hall of India Private Limited

4. Henry A. : Consumer Behaviour and Marketing Action, Thomson Asia pte Ltd.

5. K. K. Srivastava, S. Khandai : Consumer Behaviour in Indian Context, Galgotia Publishing Company.

6. L- G' Schiffman, L. L. Kanuk, & S. R. Kumar: Consumer Behaviour, Pearson Education lnc.

7. M. Evans, A. Jamal, & G. Foxall : Consumer Behaviour, John Wiley & Sons LTD.

8. I\{. I(han : Consumcr Bchaviour, Ncw Agc lntcrnational }'ublishcrs.

9' M. R. Solomon : Consumer Behaviour Buying, Having and Being, PHI Learning Private Limited
10. R. Majumdar : Consumer Behaviour: Insights from Indian Market, PHI Learning piivate Limited.
I l. R. D. Blackwell, P. W. Miniard, & J. F. Engel: Consumer Behaviour, Cengage Learning India private

Limited.

12. S' R' Nair : Consumer Behavior Consumer Behaviour & Marketing Research, Himalaya pub. House.
13. W. D. Hoyer & D. J. Maclnnis : Consumcr Behaviour, Houghton Miftlin Co. USA.
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MB MC 02 Services Marketin

Course Objective: Total Periods: 40 (4 Credits)

The objective of this course is to develop insights into emerging trends in the service sector in a developing
economy like India. Further, the course in Services Marketing is intended to broaden students' view of
marketing to give an understanding of how marketing is practised in service organizations and how it will be

managed in the future.

Course Structure:

Unit I- Introduction to Services Marketing: Emergence of Services Economy; Nature and Definitions of
Services; Classification of Dfferent, Types of Services; Differences in Goods versus Services

Marketing; Services Marketing Mix; Trends in Services Marketing.

Unit II- Services Marketing Mix: New Service Development and Blueprint; Services Product Strategies;

Approaches to Pricing Services and Pricing Strategies; Designing the Service Communication Mix;
Branding of Services; Distributing Services- Context and Options; Physical Evidence of a Service.

Unit III- Effective Service Delivery Process: Understanding Capacity Constraints and Demand Patterns;
Strategies for Matching Capacity and Demand; Waiting Line Strategies; Desigrring and Managing
Service Processes; Employees' and Customers' Role in Service Delivery

Unit IV- Implementing Service Marketing: Service Quality Measurement and Improvement of Service

Qualiry; Consumer Complaint Behaviour; Consumer Response to Effective Service Recovery;
Principles of Service Recovery; CRM in Services"

Unit V- Contemporary Issues in Services Marketing: The content of the unit depends upon the recent
developments in the field of services marketing, which would be declared by the respective faculry
during the coverage ofsyllabus.

REFERENCE:

l. Lovelock, Christopher H. : Services Marketing, Pearson Education, New Delhi

2. Zeithaml V. A. & Bitner M. J. : Services Marketing, Tata McGraw Hill, New Delhi

3. Verma H. V. : Marketing of Services, Global Business Press, New Delhi

4. K. E Clow & David L Kurtz : Services Marketing, Biztantra

5. Govind Apte : Services Marketing. Oxford Publications

6. Swartz & Iacobucci : Handbook of Services Marketing & Management, Sage Publicaiions.

7. Hoffman & Bateson : Services Marketing, Cengage Learning, New Delhi
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Course Objective:

This course exposes the students to the various concepts of corporate Govemance
in-depth study ofvarious issues there under.

Course Structure:

Total Periods:40 (4 Credits)

and business ethics and provides an

Unit I: Corporate Governance: Concept - Meaning - Scope - Need - Corporate Governance mechanism -Corporate Govemance and stakeholders - Investors protection - obligation to investors obligation to govemment -Corporate governance and value maximization.

Unit II: Historical perspective of Corporate Governance: World Bank on Corporate Governance -Indian Committccs
and guidelines and corporate gnvernance- Naresh Chandra committee - Irlerayanamurthy Committcc
Kumar Mangalam Birla committee - corporate Govemance practices in India-

Unit III: Corporate Governance and role of Board of Directors: Govemance issues relating to the Board -Corporate Govemance Reporting and Best practices.

Unit IY: Corporate Governance and the role of Audit Committees: Role, Duties and Responsibilities ofAuditors
quality audit.

Unit V: Corporate Governance and Business Ethics: Meaning - Scope - Need for business ethics- roots of unethical
behaviour - unethjcal issues --corporate governance and ethiis - the Indian context- The future of Corporate
Govemance in India.

REFERENCE:

l. A. C. Femando, "Corporate Govemance" Principles, policies and practices, Pearson Education, New Delhi.

2. Dr. Singh, Corporate Governance; Global concepts and practices.

3. I C S I, Corporate Governance - Modules of Best practices.

4. Report on corporate excellence on a sustained basis, Dr. M. R. Rao, Director, IIMB.
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MB 402 tion and Management lnformation System

Total Periods: 40 (4 Credits)

U|IIT I: Introduction to Computer: Components of Computer System, Input-Output Devices, Memory,

Hardware & Software, Types of Software, Machine Language, Assembly Language, High Level

Language, Number System
Networking & Internet - What is Network, Types of Network, Topology & its type, Intemet & its
services, www, e-mail & web site, Protocol, FTP, TCP/IP, Telnet, Client/Server Concept, Mark-up

Languages, Concept of Distributed & Cloud Computing,

UNIT II: Operating System: Software Needs, Operating Systems basic and its type: Multi-tasking Multi-
processing Multi-programming MS-DOS, MS-Windows, LINUX,

UNIT III - Word Processing: Meaning and Role of Word processing in Creating of Documents,

Editing Formatting, Printing Documents, Using Tools such as Spelling Check, Thesaurus etc. in Word

Processor (MS-Word).
Electronic Spreadsheet: Structure of Spreadstreet and its Application to Accounting, Finance and

Marketing functions of Business. Creating a Dynamic/Sensitive Worksheet. Concept of Absolute and

Relative Cell Reference. Using Built-in Functions. Goal seeking and Solver Tools. Using Graphics and

Formatting of Worksheet. Sharing Data with other Desktop Applications. Strategies of Creating Error

Free Worksheet (MS-Excel). Practical knowledge in Wings Accounting (Software).

Power Point Presentation: Create a new presentation, modify presentation themes, add and edit text

to slides, add new slide to a presentation, insert images and shapes to slides, insert & modifu tables and

charts in the slid, insertion and edition of sound, animation and multimedia concept.

UNIT IV - Database Management System: Introduction to DBMS, DBMS Architecture, Data Organization,

Concept of Field, Record, File, etc, Table, Index, View; Concept of MS-Access

.RDBMS: Oracle - Inhoduction to Oracle, Database Query Language - SQL

UNIT V - Management Information System (MIS): Concept of Management Information System. Role

of Management Information System in Managerial Decision Making. System Approach and

Management Information System. Sources of Information. Computerized Management

Information System and its Advantages. Selecting a Computer Selection and Training of Computer
personnel. Organisational Aspects of Computerized Data Processing. Evaluation and Control of Data

Processing. Office Automation System, Decision Support Systems, Executive Support Systems,

Expert Systems. System Analysis and Design. System Life Cycle, Data Flow Diagram. Data

Dictionary. Simon's and Anthony's Models in Information System'

REF'ERENCE:

Management Infotmation SYstem.

Managing with Information.
Computers Concept and Luses.

: Computer Fundamentals

: Computer Fundamentals

l.
2.

3.
4.

5.

Goyal
Kanter
Summer, M.
B. Ram

Anita Goel
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Course Objective:
Total Marks. 100

comprehensive viva-voce carrying 100 marks shall be conducted by a duly constitutedexamination board' The comprehensive viva-voce shall encompass the entire course ofstudy.
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MB 4M Busi ness Commun ication

Course Objective: TotalPeriodsr 40 (4 Credits)

This course intends to develop good communication skills in students for their future jobs and endeavours in the

corporate word so that they can gain a cutting edge over their other counterparts within the country and across

the globe.

Course Structure:

Unit I- Meaning and Importance of Communication in businesg the process of Communication,
rnodels of Communication, types of information order, advise, suggestion, motivation, persuasion,
warning and education.

Llnit II- Channels of Communication: Their effectiveness and limitations, media of communication,
barriers of communication, approaches to effective communication, and tools of communication:
diction, sentence, paragraph, punctuation and report writing.

Unit III- Group Communication through Committees: Conference Seminar, Syrnposia and Other Formal
Communication with Fublic atLarge; Interviews and Group Discussion

Unit IV- Specific of Business Communication: Essentials of effective business Communication structure of
business correspondence: inquires and replies, orders and their executions, complaints and adjustments,
credit and status inquires, agency letters and sales letters.

Unit V- Strategies to Improve Reading Skills: Speaking skills, Iistening skills; guidelines to effective public
speaking; developing job application-covering letter, rdsum6, interviewing: negotiating the job offer.

REFERENCE:

l. Lesikar, Petit & Flately: Lesikear's Basic Business Communication, Tata McGraw Hill

2. Poe & Fruchling:Basic Communication; AITBS

3. Taylor: English Conversion Practice; Tata McGraw Hill

4. Dirvan & Aggarwal: Business Communication; Excel

5. Baugh, Frrayer & Thomas: How to Write First Class Business Correspondence; Viva Books
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Course Objective: Total periods:4O (4 Credits)

The present course aims to familiarize the students about banking and hnancial services and sfiengthen their
analltical understanding about Indian financial environmeni.

Course Structure:

Unit I- Introduction: Changing role of Banking in India
Reserve Bank of India-Objectives, Traditional and Development functions and lnstruments of
Monetary Policy used by RBL

Unit lI- Commercial Banks: Objectives, functions ofcommercial banks and recent developments and
challenges ofcommercial banks in India

Unit III- Management ofDeposits: Relevance of marketing approach to deposit mobilization in a bank
formulating marketing strategies for deposits mobilization by a bank in tndia.

Unit IV- Credit Management: Principles oflending, new credit policies ofcommercial banks in India and
their implementation, contents of credit poticy of a banlg credit appraisal by a commercial bank,
Assets Classification and Management ofNPA's, Concept and advantages ofassits securitization.

Unit V- Venture Capital Funds: Objective, policies and operations ofvenn:re capital in India
Credit Rating-ObjectiYe, functions ofcredit rating agencies and evaluatibn of oedit rating agencies in
India.

REFERENCE:

l. Hajela T. N.: Money Banking and International Trade, Ane Books pvt. Ltd
2. Nalini P. Tripathi: Financial lnshuments and Services, pHI Leaming pvt. Ltd
3. Batra and Dangwal: Financial Services, Deep and Deep publications

4. M. Y. Khan: Financial Services, Tata McGraw-Hill Education

5. David L. Hershan: Book ofHome Finance, Hershman Croup

6. Joetta Colquitt: Credit Risk Management, McGraw-Hill professional
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MB FC 02 Financial Derivaiives

Course Objective: Total Periods: 40 (4 Credits)

The objective ofthis course is to expose the students to the concept, tool and technique applicable in the field of
Derivatives as a tool of investment and Derivative analysis.

Course Structure:

Unit I- Derivative:Introduction to derivatives, meaning Classification, t5pe, and uses. The need for derivative

market, characteristics of forward transaction, Hedging and risk sharing Effects of derivatives markets

on the financial system.

Unit II- Futures: Futures market, future prices, future contracts and characteristic of future conEact,

forward priceg characteristic offorward contract, interest rate ofstandardization.

Unit III- Swaps and Options: Types of swaps, Basic uses of swaps, interest rate swaps, option marketg

characteristic ofoption, factors affecting option priceg option trading strategies.

Unit IV- Derivative pricing methodologies: Objective of risk management, risk in credit derivatives,

the black-scholes analysis: options on stock indexes; market risk management.

Unit V- Derivative in India: Prospects and policieg Commodit-v hading in India, Reasons for slow growth of
derivative in tndia, uses and its misuses of derivatives.

REFERENCE:

l. Rajeev P.V & Mathur H. P. : Fundamental of derivatives & Commodities Derivativeg Vijay Prakmhan

Mandir

2. P Vijay Bhasker & B.Mahapatra : Derivatives Simplified, Sage Publications

3. A. V. Rajwade : Currency Exposure and Derivatives, McGraw Hill

4. A. V. Rajwade : Handbook of debt Securities and Interest Rate Derivative, McGraw Hill Pub
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Course Objective;
TotalPeriods: 40 (4 Credits)

The course intends to develop an orientation towards the change. It shail coach tre students to be proactivetowards a planned change' It details the relevant aspects oi it *g" that help the students understand theimpofiance of managing change.

Course Structure:

Unit I- Introduction: overview of change, ISnoganc-e and impact of change, origins ofchange-Technological, Social, Behavioural, role of hum'an-r"ro*.. strategies in implementing change.

Unit II- organizational Structure, culture and change: The significance of structure for change,FrR implications of structural choice and changel o.ganizational cultwe -integration,differentiation and fragmentation; Linking or[anlzaionat .rtt*",1r*gr, nn-r[oig" inrr.r*ntions.
unit III- HR Processes & change: Relevance and development of recruitrnent and selection processes forplanned and unplanned change; HRD and organtiational change.

unit IV- Strategic reward lVlanagement and its role in changing employee behaviour; managing changethrough employee involvement.

unit v- Evaluating and Promoting change: Approaches to evaluate change; from evaluating to promotingchange; clarity ofpurpose and strategiei;-data collection for analysls;'analysis anJieeouact.

R4F'ERENQE:

' ffiHfftX;};rfffi;Hl'fl"*"re, 
&M' Saunders: Managing change: A Human, Resources srratesy

2. Basil & Cook: The Management of Change, McGraw Hill
3' Robert A' Paton : change Management: A Guide to Effective , Implementation Sage, South Asia Edition
4' K' Harigopal : Management of organ izationalchange: Leveraging Transformation, Response Books
5. V. Nilakant & S. Ramnarayan : Change Management, Response Books
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Course Objective: Total Periods: 40 (4 Credits)

To familiarize the students with the meaning, scope and significance of group and group dynamics, to examine

the factors and issues that influence group performance and group effectiveness, to identiff causes of intra-

group and intergroup conflict and ways and means of resolving the conflict and to cultivate skills for group

decision-making and teambuilding.

Course Structure:

Unit I- Introduction: Nature of groups and Group dynamics -Group formation - value of groups.

Unit II- Group Decision Making: Anatomy - groupthink - group polarization - Methods of group

Decision-Making.

Unit [I- Group Conflict: Sources of Conflict in Groups - Conflict process - Coalitions - conflict resolution;

Conflict between groups - sources - resolving inter-group conflict'

Unit tV- Crowds and Collective Behaviour: Crowds and collectives - Theoretical viewpoints -
De lndividuation Theory.

Unit V- Groups and Change: The Group as an agent of change - The effectiveness controversy -
Sources ofChange in groups.

REFEREN9E:

1. Forsyth, D. R. : Group Dynamics, Addison-Wesley,

2. Zxrder, A. : Making Groups Effective, Jossey-Bass

3. Davis : Group Performances, Addison-Wesley Publishing Co'

4. Dyer: Team Building: Issues and Alternatives, Addison- Wesley Publishing
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MB MC 01 Sales and Distribution Man

Course Objective:
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Total Periods: 40 (4 Credits)

L*

It aims to help management students understand the fundamentals of sales management and Distributionmanagement so as to recognize tle need of Business and to have the effective Sales aid Distribution ,t rt";i;;for the satisfaction ofchannel partners.

Course Structure:

Unit I- Evolution of Sales Management: Nature and Role of Sales Management, Sales Strategies:
Relationship Strategy; Hard Sale vs. Soft Sale Strategy, Sening personal r.irTrfou.;..tiu..

unit Il- Sales Training Program: Role of a trainer; Training Method; Designing sales faining progmm,
Motivating Sales Personnel, Financial Compensation Methods, No#naiciat MettroOs,
Sales Meeting, Sales contests; Managerial Evaluation of contesl

Unit III- Sales organization: Sales Organization Concepts - Structures, procedure; Types; Methods,
Territories: Size; Allocation; Designing; Allocating Sales Efforts, Sales rniormation System;
Planning; Reports, Evaluation of Sales Force: prociss

Unit IV- Marketing Channel- Imp.ortan-ce; structure; Flow, wholesaling: Functions; Classification; Key tasks,
Retailing; organized Retail in India; Types of Retailer; Role of Retail..; r-iuiliilg, Market Logistics:
Scope; Inventory Management; Warehousing; Transportation

Unit V- Designing Channel System: Channel Design; Channel Planning, Selecting Channel partxers: Change;Training; Motivating; Evaluating, Channel Management: Use of -power; 
Channel Confici,Channel Information System: Elements; Purpose, Channel performance Evaluation,

Intemational Channels: Mode of Enhy Decision.

REFERENCEi

I ' Panda T, Sachdev S, : Sales and Distribution Management, oxford University pres

2. Havaldar, Krishna K, : Sales and Distribution Management, Tata McGraw Hill
3' Gupta S. L, : Sales & Distribution Management: Text & Cases in Indian Perspectives, Excel Books
4. Still, I(undift Govoni, : Sales and Distribution Management, pHI,

5' L' Gorchels, C' West, E. J. Marien, :The Managers Guide to Distribution Channels, McGraw Hills,
6' Russell W. McCalley, : Marketing Channel Management: People, Products, programs, and Markets,

Greenwood, Prrhlishing Grorrp

7. Robcrt Hastirrs,s : Channel Sales &. Management ln L)rsiribution, Businossman pub.

t

ry$,( I

'))'.1. /: t1.-i
l-; zy ' ;; i i'-;:- / i ': I It '1

I
1

i1\
,L 1i f t

a1
-f -f



l,Ei

Semesfer'li

Course Objective: TotaI Periods: 40 (4 Credits]

The objective of the present course is to develop analytical skills for the formulation and implementation of
market driven sffategies. It also aims at recognizing, embracing, and managing change by focusing on higher-

level sffategic issues and decision making to deliver superior value to customers in global market and

competitive situations. Class participation through case discussion will be fundamental to the development of
these skills.

Course Structure:

Unit I- Introduction:An Introduction to Strategic Mmketing: The Changing Role of Marketing - Marketing in

2l't Century, Factors responsible for the change and their impact, Dimensions of Strategic Marketing,

Challenges of Strategic Marketing.

Unit II- Relationship Strategy:Market Segmentation Strategy - Creating New Market Space, Matching Value

Oppornrnities and Capabilities, Target Market Strategies, Positioning Stratery.

Unit III- Product Strategy:Product Strategies - Product Strategy Issues and Challenges, Product Life-Cycle
Strategies, Strategies New Product, Branding Strategieg Packaging Strategies.

Unit IV- Pricing Strategies: Analyzing Customer Price Sensitivity and Competitors' Response,

. Legal and Ethical Issues in Pricing, Price Positioning, Pricing Strategies and Pricing models.

Unit V- Distribution Strategy: Channel Objectives, Role Performed by Distribution System, Strategies at

different Channel Levels, Implementation Strategies.

REFERENCE:

l. Carol H. Anderson : Strategic Marketing, Houghton Mifflin Harcourt

2. D. W. Cravens & N. F. Piercy : Strategic Marketing, McGraw Hill/lrwin

3. O. C. Ferrell, Michael D. Hartline : Strategic Marketing, South-Western Cengage

4. Boyod Wlker, Mullins Larrech : Marketing Strategy, McGraw Hill

5. Colin, David J. : Strategic Marketing Management; Planning, Implementation & Control: Pearson Richard M. S. Wilson;

Gilligan, Oxford, Butterworth-Heinemann

6. Aaker, David : Strategic Marketing, Wiley-India

7. George S. : Market Driven Strateg-v Day; Process of Creating Value, Free Press

8. J. P. Guiltinan. G. W. Paul, T. J. Madden : Marketing Management Strategies and Programs, McGraw-Hill Companies

9. Jain, Subhash : Marketing; Planning and Strategy,South-Western College Pub

10. I(erin Roger, Peterson Robert : Strategic Marketing Management. Allyn and Bacon

11. P. Baines, R. Brennan & P Garneau : Contemporary Strategic Marketing, Palgrave
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