VISION

To evolve into a premier engineering institute in the country by continuous
enhancing the range of our competencies, expanding the gamut of our activities
extending the frontiers of our operations.

MISSION

Synepgizing knowledge, technology and human resource, we impart the best qua

ly
and

lity

education in Technology and Management. In the process, we make education more

objective so that the efficiency for employability increases on a continued basis.

ADITYA INSTITUTE O F TECHNOLOGY AND MANAGEMENT

(AUTONOMOUS)
Approved by AICTE, Accredited by NBA & NAAC, Recognized under 2(f)12(b) of UGC
Permanently Affiliated to JINTUK, Kakinada.
K.Kotturu, Tekkali,Srikakulam532201, Andhra Pradesh

Academic Regulationsdor MBA (Regular) 2016
(For the students admitted into firstyear from the academic year 2012017

(Effective for the students admitted into fiygtar from the academic year 202617)
The MBA Degree of the Aditya Institute of Technology and Management (AITAM), dleldhall be

conferred on candidates who are admitted to the program and fulfill all the requirements for the award of the

Degree:
1.0 ELIGIBILITY FOR ADMISSIONS
Admission to the above programme shall be made subject to the eligibility, qualificatioggeamalization

prescribed by the University from time to time. Admissions shall be made on the basis of merit rank obtai

ned

by the qualifying candidate at ICET examination subject to reservations prescribed by the Government of

Andhra Pradesh from time time.




2.0 AWARD OF MBA DEGREE
2.1 A Student shall be declared eligible for the award of MBA degree, if he pursues a course of study
completes it successfully for not less than two academic years and not more than four academic years.
2.2 A Student, whdails to fulfill all the academic requirements for the award of the degree within FOUFR
academic years from the year of their admission, shall forfeit his/her seat in MBA course.
3.0 ATTENDANCE
3.1 A candidate shall be deemed to have eligibility to wnité semester examinations if he has put in a
minimum of 75% of attendance in aggregate of all the subjects.
3.2 Condonation of shortage of attendance up to 10% i.e. 65% and above and below 75% may be give
the College Academic Committee consisting ohBipal , Head of the Department and two senior faculty
member.
3.3 Condonation of shortage attendance shall be granted only on genuine and valid reasons on represer
by the candidate with supporting evidence.
3.4 Shortage of attendance below 65% shatio case be condoned.
3.5 A candidate shall not be promoted to the next semester unless he fulfills the attendance requiremet
the precious semester.
3.6 A stipulated fee should be payable towards the condonation of shortage of attendance.
4.0 EVALUATION
The performance of the candidate in each semester shall be evaluatedvgiskjesith a maximum of 100
marks on the basis of the Internal Evaluation and End Examination.
4.1 External Evaluation : for the theory subjec80 marks shall be awardedd® on the performance in the
End Examination. There shall be Semester End examination with 180 minutes duration consisting of e
guestions out of which five questions to be answered.

Internal Evaluation: Out of 40 Internal marks30 marksare assigred for subject examgnd 5 marks for
subject assignmengts andrbarks for Seminar The internal evaluation for 30 marks shall be made based

on the average of the marks secured in the two mid term examination conducted, one in the middle o

and
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semsesteand the other immediately after the completion of class instruction. Each mid term examination

shall be conducted with duration of 120 minutes and question paper shall contain 4 questions. The stuc

should answer all the four questions.

4.2 For practical subjects 60 marks shall be awarded based on the performance in the End Semes

Examinations, 40 marks shall be awarded based on the internal

Examination at the end of the Semester in the lab Categorized as follows:
U Internal Exam 20 Marks

U Day to Dy Evaluation 20 Marks
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4.3 A candidate shall be deemed to have secured the minimum academic requirements in a subject
secures a minimum of 40% of marks in the End Examination and a minimum aggregate of 50% of the t

marks in the End Semester Exaation and Internal Evaluation taken together.

4.4 A Candidate shall be given one chance 4eegester for each subject provided the internal marks secured

by a candidate are less than 50% and he has failed in the end examination. In such case castlidate
reregister for the subject(s) and secure required minimum attendance. Attendance inethistered
subject(s) has to be calculated separately to become eligible to write the end examinationregibtered

subject(s).

The attendance of segisered subject(s) shall be calculated separately to decided upon the eligibility for

writing the end examination in those subject(s).In the event of taking another chance, the internal marks
end examination marks obtained in the previous attempt ardigtlllAt a given time a candidate is
permitted to reregister for a maximum of two subject(s) in addition to the subjects of a regular semester.
4.5 A Candidate shall be allowed to submit the project report only after fulfilling the attendance regsireme
of all the semesters.
4.6 The vivavoce examination shall be conducted at the end of the fourth semester end examinations.
4.7 Laboratory examination for MBA course must be conducted with two Examiners, one of them be
Laboratory Class Teacher and segg@xaminer shall be external examiner from outside the college.
4/8 PREPLACEMENT TRAINING

U Preplacement training is one among the compulsory courses and does not carry any grade point.

U Evaluation of Prgolacement training will be conducted on all the oied.
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0 Preplacement training shall be evaluated for 75 marks, on the basis of end (internal) examination.

There is no external examination
0 A candidate shall be declared to have passed iPREment training courses if he/she secures a

minimum of 50% aggegate marks.

5.0 EVALUATION OF PROJECT WORK

5.1 A Project Review Committee (PRC) of the MBA Department is to be constituted withpBliasi
chairperson,Head of the Department and two other senior faculty members of the department offering MB
5.2 Raistration of Project work: A Candidate is permitted to register for the project work after satisfying tt
attendance requirement of all the courses (theory and practical courses) up to Il semester.

5.3 Every candidate shall work on projects approved ®yRC of the Department.

5.4 A student has to undergo practical training for a periogl wéeks in a Corporate Enterprise after the
Second Semester/Summer vacations In training period, the candidates should work on a specific proble

the Management amse At the end of practical training, the student should submit a certificate obtained fro
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the organization. The student should prepare a Project Report under the supervision of a guide from
faculty of management of the concerned college. Howevessttltents who prepare Project Report in the
area of systems can also work under the guidance of Faculty member from Computer Science Departmet
5.5 Three copies of Project dissertation certified by the Project supervisor shall be submitted to
Departmen
5.6 The Chairman BOS, Department of MBA will prepare the list of qualified teachers to be examine
project guides and other similar evaluators, will place before board and pass on the approved list to
concern authority to execute such works.
5.7 The project report shall be adjudicated by one examiner selected from outside the
College. The Department will submit ansember panel who are eminent in that field of studio the
Principal. A summer project study will carry 100 marks of which 40kenahall be reserved for internal
assessment and the remaining 60 marks for-Vivee to be conducted by external examiner from the
outside college.

The project study will be evaluated on the basis of the following parameters

Internal Assessment (Btore PRC of the Department) 40 Marks
Internal Assessment will be done on following points
¢ Understanding the relevance 5 Marks
e scope and dimension of the project 5 Marks
e Methodology 5 Marks
¢ Quality of Analysis and Results 5 Marks
e Interpretations and Conclusions 10 Marks
e Presentatation 5 Marks
e Report 5 marks

External Assessment

Viva- Voce 60 Marks

Total 100 Marks

5.8 The vivavoce examination of the project report shall be conducted byl lwonsisting of the External
examiner (See section 5.7), the Head of the Department and Supervisor. The Candidate should have to ¢
minimum 40% marks in External assessment of Projectwiea. Head of the Department shall coordinate
and make arramgnents for the conduct of viwxaoce examination.

5.9 If the candidate fails to secure minimum 40% of marks in project and@oe the candidate will retake

the vivavoce examination after three months. If he fails to get minimum marks at the secomwbogva
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examination, he will not be eligible for the award of the degree, unless the candidate is asked to revise

resubmit. If the candidate fails to secure minimum marks again, the project shall be summarily rejected.
If the candidate fails to se@minimum 50% of (internal and external) marks in Theory subjects he/sh

has to reappear supplementary examination.

6.0 AWARD OF DEGREE AND CLASS

A candidate shall be eligible for the award of MBA degree if he satisfies the minimum academi

requirementsn every subject and in his project thesis/dissertation andwavge.
Method of Awarding Letter Grades and Grade Points for a Course
A letter grade and grade points will be awarded to a student in each course based on his/her performar

per the gradig system given below.

Table: Grading System for MBA. Programme

Course Grade Points Letter Grade
95-100% 10 0
85-<95% 9 A+
75<85% 8 A
65-<75% 7 B
55<65% 6 B
50-<55% 5 P

< 50% 0 F (Fail)

6.1 Calculation of Semester Grade Points Average (SGPA)* for semester
The performance of each student at the end of the each semester is indicated in terms of SGPA.

SGPA is calculated as below:

SGPA = E(ELCI?;P) (for all courses passed in semester

Where CR = Credits of a Course, GP = Grade points awarded for a course
*SGPA is calculated for the candidates who passed all the courses in that semester.
6.2 Calculation of Cumulative Grade Points Average (CGPA) and Award of Division for Entire
Programme.

The CGPA is calculated as below:

E( G&P) .
CGPA = ——— (For entire programme
ZCR ( prog )

Where CR = Credits of a course GP = Grade points awarded for a course

Table: Award of Divisions

and
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CGPA DIVISION
O 7.5 First Class with distinction
O 6. 578n First Class
O 5.5 ar Second Class
05.0 and <5.5 Pass Class
<5.0 Fail

7.0 WITHHOLDING OF RESULTS

If the candidate has not paid any dues to the Institution or if any case of indiscipline is pending against

him/her, the result of the candidate will bethviield and he/she will not be allowed into the next semester

The issue of degree is liable to be withheld in such cases.

8.0 TRANSITORY REGULATIONS

Candidates who have discontinued or have been detained for want of attendance or who have failed
having undergone the course are eligible for admission to the same or equivalent subjects as and v
subjects are offered.

9.0 GENERAL

9.1 The academic regulations should be read as a whole for purpose of any interpretation.

9.2 In case of any doubt of ambity in the interpretation of the above rules, the decision of the BOG is final
9.3 The Institution may change or amend the academic regulations and syllabus at any time and the ch
and amendments made shall be applicable to all the students with feff@ the date notified by the
Institution.

9.4 Wherever the word he, him or his occur, it will also include she, her and hers.

9.5 There shall be transfers within the affiliated colleges of Jawaharlal Nehru

Technological University, Kakinada asrggovernment of A.P. and University norms
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ADITYA INSTITUTE OF TECHNOLOGY AND MANAGEMENT
-532201, Srikakulam Dist. A.P.

Course Structure
Department of MBA

K. Kotturu, TEKKALI

Semestetl
Subject Title L |P C | Internal | External | Subject
Code marks Marks Total
Management 4 | - | 4 40 60 100
16MBA1001 pe_rspgctlveand :
organizational behavio
16MBA1002 | Managerial Economics 4 | - | 4 40 60 100
16MBAL003 Financial A_ccountlng 4 | - | 4 40 60 100
and Analysis
Business 4 | - | 4 40 60 100
16MBAL004 | communication
16MBA1005 | Business Environmen| 4 | - | 4 40 60 100
Quantitative 4 | - | 4 40 60 100
16MBA1006 | Techniquesor
Business Decisions
16MBA1007 | IT lab-I - 4 | 2 40 60 100
Organisational -1 4] 2 40 60 100
16MBA1008 | Communication skills
Lab
Total 24 | 8 |1 28| 320 480 800

L - Lectures
P-Practicals
C- Credit




Semesterll

Subject Title L C | Interna | Externa | Subjec
Code P I | Marks | t Total
marks
16MBA2001 Financial 4 | - | 4 40 60 100
Management
16MBA2002 Marketing 4 | - | 4 40 60 100
Management
Human 4 | - | 4 40 60 100
16MBA2003 | Resource
Managenent
Productionang 4 | - | 4 40 60 100
16MBA2004 | Operations
Management
16MBA2005 Legal Aspects 4 | -1 4 40 60 100
of Business
Business 4 | -1 4 40 60 100
16MBA2006 | Research
Methods
16MBA2007 |IT Labll -1 4] 2 40 60 100
16MBA2008 |Companyand | - | 4 | 2 40 60 100
Industry
Analysis
Total 24| 8 | 28 320 480 800
L- Lectures
P-Practicals

C- Credit




Semestetlll

Subject : L | P | C | Internal | External | Subject
Code Tltle Marks Marks Total
16MBA3001 | Strategic Management 4 | - | 4 40 60 100
LevBAs0os | COSt anql Management 4 | - | 4 40 60 100
Accounting
1eMBA3003 | Management Information 4 | - | 4 40 60 100
Systems
Choose any two of the following electives
ELECTIVE | from each specialization in the beginning
of the third semester
Marketing
1.Consumer Behavior and 4 | - | 4 40 60 100
16MBA3004 | customer relationship
management
LOMBA3005 2. Advertising and Brand 4 | - | 4 40 60 100
Management
Finance
16MBA3006 | 1.InvestmentManagement 4 | - | 4 40 60 100
LOMBA3007 2.Fir_1ancial Institutions and 4 | - | 4 40 60 100
Savices
HRM
LOMBAZ008 1.StrategicHuman Resource 4 - 1 4 40 60 100
Management
LEMBA3009 2.Mar_1agement of Industrial 4 | - | 4 40 60 100
Relations
Banking & Insurance
16MBA3010 | 1.Risk Management 4 | - | 4 40 60 100
16MBA3011 | 2.Insurance Laws 4 | - | 4 40 60 100
Systems 4
LOMBAZ012 1.pgtaWarehousing andData| 4 | - | 4 40 60 100
Mining
16MBA3013 | 2.E-Commerce. 4 | - | 4 40 60 100
16MBA3014 | PrePlacement Training 4 | 2
Total 28| 4 30| 280 420 700
L- Lectures
P-Practical

C- Credit




SemesterlV

. Internal | External | Subject
SéJ:ngjeec: t Title L C | Mmarks | Marks Tota{l
LeMBA4coy | BUSINESS Ethicaand 4 4 40 60 100

Corporate Governance
1emMBA4002 | Entrepreneual Development | 4 4 | 40 60 100
LOMBAL003 Logistics & Supply Chain 4 4 40 60 100
Management
choose any Two of the following
electives from each specializatiof
in the beginning of the fourth
semester
Elective | Marketing
16MBA4004 | 3.International Marketing 4 4 40 60 100
4.Retail Management and
HOMBAA00S Service Marketing 4 4 40 60 100
Finance
3.International Financial
16MBA4006 Management 4 4 40 60 100
LOMBA4007 4 Financial Risk Management A 4 40 60 100
HRM
3.Global Human Resource
16MBA4008 Managemen 4 4 40 60 100
16MBA4009 | 4.Performancéanagement 4 4 | 40 60 100
Banking & Insurance
16MBA4010 | 3.Banking Laws 4 4| 40 60 100
16vMBA4011 | 4.Claims Management 4 4 | 40 60 100
Systems
16MBA4012 | 3.Systems Audit 4 4| 40 60 100
16MBA4013 | 4.Decision Support Systems 4 4 40 60 100
16MBA4014 | Project - 6| 40 60 100
Total 28 34| 320 480 800
L- Lectures
P-Practicals

C- Credit




The elective papers will be offered in the areas of Marketing, Finance, and Human Resourc

(HR), Banking & hsurance (B&I) and Systems. The students should choose any Two of the
following elective areas in the beginning of the third semester of MBA. Specialization will be
offered with minimum of 20 studentBual Specialization is provided with respect to saleadf Two
Elective Papers from each third &Fourth semester by all the students from the following areas
Marketing

16MBA3004 I. Consumer Behavior and customer relationship managemen
16MBA3005 [I. Advertising and Brand Management
16MBA4004 Il International Marketing
16MBA4005 IV. Service Marketing
Finance

16MBA3006 I. InvestmentManagement
16MBA3007 Il. Financial Institutions and Services

16MBA4006 lll. International Financial Management
16MBA4007 IV. Finarcial Risk Management

HRM
16MBA3008 |. Strategic Human Resource Management
16MBA3009 Il. Management of Industrial Relations
16MBA4008 lll. Global Human Resource Management

16MBA4009 |IV. Performance Management
Banking & Insurance

16MBA3010 | Risk Management

16MBA3011 Il Insurance Laws

16MBA4010 Ill Banking Laws

16MBA4011 IV Claims Management

Systems
16MBA3012 |. Data Warehousing and Data Mining
16MBA3013 II. E - Commerce.
16MBA4012 Ill. Systems Audit
16MBA4013 |V. Decision Support Systems

€s,



SUBJECT CODE: 16MBA1001 L|T|P|C|INT |EXT

OBJECTIVES:

MANAGEMENT PERSPECTIVES AND ORGANIZATIONAL BEHAVIOR

41 -1-14| 40 | 60

To develop an understanding mfanagement concepts with a focus on Management
functions and its implications on Organizations.

To enable students understanding the importance of planning, organizing, staffing,
directing and controlling.

To instill the ablities of motivation, communication and leadership.

To craft the students understanding the concept and applicatiorgaoizational
behavior

OUTCOMES:

Helps the student to learn how to practice Management concepts and functions.

Facilitates the students gain practical knowledge in Decision Making, Delegation of
Authority, decentralisation and departmentation.

Enables the students to become skilled at how to manage the conflicts and improve
negotiation skills.

Helps the students to learn the praciogorganizational behavior

Emphasizes on developing analytical skills, presentation skills, problem solving
skills by discussing relevant case studies in the class room.

UNIT -1.

Nature of Managementefinitions, scope and importancenanagerial role and
functions development of management thoughpproaches to management
Managing for competitive advantagéhe Challenges of Management

UNIT -II .

Planning: Nature and principles of planninghe Planning ProceddBO. Decision
making: role sigificance processmodern approaclse under uncertainity.
Coordinationprinciples.

UNIT -l

Nature of organizing principlesi organization level$ types- and span of
managementOrganizational design and structure, approaadihesgation of authority
- centralization and decentrzédition of authority and responsibility.

Controlling- Nature and importandeprocess feedback systerm Requirement for
effective control control techniques.

UNIT -IV

the



Organizational behavior: Nature and scopmkages with other social sciences
Individual perspectivé Perception and procesgalues, AttitudeslLearning and
learning theoriésPersonality, types and models

Transctional Aalysis-Johari windowApproactesto Organizational behaviour
Models d Organizational Behavior Organizational culture and development.
UNIT -V

Motivationi theories- Leadershig approaches to leadershipeadership behaviour
and styleg leadership skill§ leadership in crossultural environment women and
corporate ledershipi Group dynamic$ groupformation and developmé-conflict
management and negation skills.

UNIT -VI

Organizational culture and effectiveness: Definifiocreating organizational culture
approaches to organizational cultiirkearning of orgaraational cultureé
measurement of organizational cultiirerganizational effectivene$snature and
importance.

Relevant cases have to be discussed in each unit and in examination case is
compulsory from any unit.

REFERENCES

1.L . M. P r Rrisciples:and Rractice of Managemend Sultan Chand & Sons

New Delhj 2015.

2. Wil | i amGMTI(indugirg instryctor récourses)o Cengage Learning,
New Delhi, 206

3 Dr.P. Subba Rao an MafagemdntandBrgafiaationad s i Vv
Behaviour - (Text and Casesd) , Hi PRublislang Blouse, Mumbai

4 Griffin, Moor head: AManaging Organi
Delhi.2016.

5 Jeral d Gr eenber BehaviorihOrfganiratian® , APBh r b @&
Private Limited, New Delhi, 2009.

6Mu | i ns , Managenrtent and Ordanisational Behavioun, Pear son
Education, New Delhi, 26

7 Jennifer M. Geor gundestadling@adrMarnagingR. Jon
Organizational Behavioo , Pear son bPBahy208%x i on, New

8 Me e n a k s Principlésudgviareagemend |, PHI Private Lit
20009.

9 J S CMaaagehent Theofly and Practice, Vi kas Publ i sh
Limited, 2009

10 Anil BhatManagamgm , K©Oméawor di Uni ver sity

11 Jai BCulRire 8nd @igamizatorial Behaviouo , Sage Publ i c

Private Limited, New Delhi, 2008.

12 K. As w®tgdnagigna Behaviour-Text, Cases and Games, Hi mal
Publishing House, New Delhi, 2008,

16P a r e e k Undatstanding @rganizational Behaviour , Oxf osityg Uni
Press, New Delhi,

a [

€S

ni




MANAGERIAL ECONOMICS

SUBJECT CODE: 16MBA1002 L|T|P|C|INT |EXT
41 -1-14| 40 | 60

OBJECTIVES:
e To develop an understanding of Managerial Economics.

e To apply the principles of economics within a managerial decisiaking process.
e To andyze demand theory and its applications in making business decisions.

e To gain an overall understanding of the production and cost theories for manag
unanticipated risks.

ng

e To gain a complete conceptual and practical understanding over market, pricing and

profit management.

e To bridge the gap between theories and practice by discussing and analyzing relevant

Case studies.
OUTCOMES:
¢ Help Students to learn the overview of Managerial Economics.
e Hel p Studentsd6 to under st an dcalAgpleatiths.i n
e Familiari ze Soutpu elationrshiip invitie shiort renaasdtiong run.
e Enable Students to understand P@put determination in Perfect competition
e Familiarize Studentso with Psr of it Th
e Emphasize on developingnalytial skills, presentation skillsand problem solving

skills by discussing relevant case studies in the class room.

Unit | - Introduction to Managerial Economics. Managerial Economics Characteristics
and Scope Economic theries applied in business decisidRelationship with other areas in
Economics,- The Role & a Manaerial Economist The Responsibility ba Managerial
Economist

Unit 1l Theory of Demand: Meaning of Demand Analysisi Types of Demand
determinant®f Demand- Law of Demand shift in demand Extension and Contraction of
Demand Elasticity of demand, Price Elasticityincome Elasticityi Cross Elasticityi
Advertisement and Promotional Elasticity significance of Elasticity of Demand
Measurement oPrice Elasticity of Demandi Demand Forecasting,Types of Demand
forecastingDemand forecasting techniqué&iteria of a gooddemand forecastinghethod.
Suppy Analysisi The Law of Supply.
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Unit Il Cost theory and estimation: Cost concepts, determinanbf cost, cosbutput
relationship in the short run and long run

Unit IV Production Analysis: Production functionManagerial uses of ProductierCobb
Douglasi Laws of Production- Laws of Variable proportion Returnsto Scale- Economies
of scale- Diseconomies of scale Isoquafiiptimum Combination of Inputs Isocosts.

Unit V - Market Structure, Pricing: Features and Types of different Markefrice Output
determinationn Perfect competition and Monopolylonopolistic competition Oligopoly
and Kirked Demand. Pricing Objectives of Pricing- Pricing methods in practicé
Guidelines in Price fixing

Unit VI -.Profit Management: Profit-Theories of profit including Profit Policiesi Aims of
Profit Policy.

Note: Relevant Case Studies need to be disaigs each unit.

Text Books:
1. Thomas P.C: Madnagerial Economic® 1°[ edition 1997, reprinted 2005Kalyani

Publishers, New Delhi, 2005.
2Varshney, R. L arMdnaddaahEesomicoi ( 1Rt bh: e i t i
Chand and Son&lew Delhi, 2005.
References:
1. Narayan Nadar. E & Vijayan.8Managerial Economic® , " ¢dion) PHI Private
Limited, New Delhi, 202.
2.Mi t hani MaBagekil Ecénomic® ,5" révised and enlargeddition) Himalaya
Publishing House, Mumbai, 2009
3. Kaushal.T.L.fiManagerial Economic® , " révisededition) Kalyani, Publishers, New
Delhi, 2016
4. P. L . Maeayerial Economic® , " editidn) Pearson Education, 2008.
5. Siddi qui S Managefal Etahomicsi and FnarBial Arfalysie (4"
edition)New Age International Publishers, New Delhi, 2008.
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SUBJECT CODE: 16 MBA1003 L|T|P|C|INT |EXT

OBJECTIVES:

FINANCIAL ACCOUNTING AND ANALYSIS

To develop an understanding of financial accounting and analysis.
The objective of tis course is to provide the basic knowledge of book keeping and

accounting.

To enable the studentos t o under st at
methods, Inventory valuation, issue of shares, forfeituréssiee, Amalgamation,
absorption, recatruction.

To make analyzing Financial Accounts of a Company.

To bridge the gap between theory and practice by discussing and analyzing relevar

Case studies.

OUTCOMES:

Understand the basic knowledge of bookkeeping and accounting.
Learn the accounting cyglfinal accounts preparation.
Learn depreciation methods, inventory valuation.

Understand issue of shares, forfeiture,-issaie, Amalgamation, absorption,
reconstruction.
Understand financial statement analysis.

Emphasize on developing analytical Ekipresentation skills, problem solving skills

by discussing relevant case studies in the class room.

UNIT -l

Introduction to Accounting: Importance, Objectives and Principles, Accounting Concep

and conventions, and The Generally Accepted AccountingciBlas (GAAP),

Accounting Standards issued by Institute of Chartered Accountants of India.

UNIT -II
The Accounting Process: Overview, Books of Original Record; Journal and Subsidia

books, ledger, Trial Balance, Classification of capital and revenue sagefnal

Accounts with adjustments.

\ry




UNIT -1l

Valuation of fixed assets: Tangible vs Intangible assets, depreciation of fixed assets

methods of depreciation. Inventory Valuation: Methods of inventory valuation an

valuation of goodwill, methods of wahtion of goodwill.
UNIT -IV
Issue of Shares and Debentures: Entries for Issue of shares, fodfdégsue of shares at
Discount and premium. Alteration of share capital and reduction of share capit
Classification andissue and Redemption of Debenture
UNIT -V
Accounting for Amalgamation, Absorption and Reconstruction: Accounting treatment
the books of transferor and transferee. Simple problems.
UNIT -VI
Financial Analysis: Statement of Changes in Working Capital, Funds flow and cash flc
statement Analysis and interpretation of financial statement from investor and compar
point of viewi analysis through different rati®sDu Pont Chart.

Note: Compulsory. Relevant cases have to be discussed in each unit

TEXT BOOKS:

1. Dhanesh k. Khatri, Financal Accounting and Analysis, Tata mcGrahill Publications,
New Delhi, 2012.

2Maheshwar i S N, FidMhachelAbcaumtng , SVKkas Publ i s

House Private Limited, New Delhi, 26.

REFERENCES BOOKS:

1. Asi sh K. B h &dsentals bf &inapcgyabAccounting PHI Private Limited,
New Delhi, 2012.

2. Paresh Shah: Basic Financial Accounting for Management Oxford University
Press, New Delhi, 2®.

3. Robert N Anthony, David F AdawingTas, Ke
McGraw-Hill Publishing Limited, New Delhi, 2012.

4. St i c e & Firfancial Aecounting Reporting and Analysis Cengage Learning,
New Delhi, 2012.

and
d

al,

n

)W

ly

3 h




5. Subhash Shar mdainandfai Acdoanting ot MBrniagement MacMillan
India Limited, New Delhi, 2008.

6. Kaustubh Ar vi Rmhnci8 éctauatikgk Himalaya Publishing House,
New Delhi, 2012.

7.Bel verd E. Ne e d| €&isancialMacountang) BiZtaotra,eNevs Delhi,
2012.

8. As h ok B a Rimancjalédecounting, Excel Books, New Delhi, 2012.

9. Ambar i s h HFbaanpda Accounting for Management Pearson Education,
New Delhi, 2012.

10.Varma KK : Finhancial Accounting and Analysis Excel Books, New Delhi, 2012.

11. B.K. Banerjee- Financial Accounting i Prentice Hall of mdia Pvt. Ltd., New
Delhi,2012.

12 Prasantha Athma Financial Accounting, Himalaya Rblishing House, New Delhi,
2015




BUSINESSCOMMUNICATION

SUBJECT CODE: 16MBA1004 L|T|P|C|INT |EXT

OBJECTIVES: 4|-1-14] 40| 60

e To develop an understanding of Organizational Communication.

e To compare and contrast major theories of organizational communication.

e |dentify and analyzefunctions and structure of organizational communication,
including verbal, nonverbal, formal, informal, and communication networks.

e To understand routine correspondence in organizational communication.

¢ To understand the contextual application of motivatizeories.

e To bridge the gap between theory and practice by discussing and analyzing relevant
case studies.

OUTCOMES:

o Help students to learn the overview of Organizational Communication

e Helps in improvement of the behavioral, listening, perceivingsskillorganizational
context.

e Application of major theories of communication in organizations from three
perspectives: traditional, interpretive, and critical.

e Able to criticize past and current practices involving organizational culture,
technology, divesity, and leadership in organizations.

¢ Analyze both internal and external organizational communication trends.

e Emphasize on developing analytical skills, presentation skills and predabmmg
skills by discussing relevant case studies in the class.room

UNIT -

Role of Communication in Businegbjective of Communication The

Process of Human CommunicatibMedia of Communication, Written
Communicationr Oral Communication Visual Communication, Audio Visual
Communicatiori SilenceDeveloping Listemg Skillsi Improving Nonverbal
communication skills

UNIT -II

Managing Organization Communicatioriormal and Informal

Communication Intrapersonal CommunicatianModels for Inter Personal
Communication Exchange Theory.

UNIT -l

Important Parameters Communication. The Cross Cultural Dimensions of Business
Communication. Ethical & Legal Issues in Business Communication .Mass Communication:
Mass Communication & Promotion Strategies, Advertisements, Publicity, and Press




Releases. Media Mix, Public Réions,Newsletters. Negotiation Process & its Management.
Employeremployee communicatioProblemsand challenges.

UNIT -1V

Managing Motivation to Influence Interpersonal Communicatlater-

Personal communicatidnRole of Emotion in Inter Personal Camnication

I Communication Styles Barriers to Communicatioh Gateways to Effective
Interpersonal Communication.

UNIT -V

Business Writing SkillsSignificance of Business Correspondence,

Essentials of Effective Business Correspondence, Business Letteoans,
Meeting, Telephone Communicatiorse of Technology in Business

UNIT -VI

Communication. Report Writin Meaning and Significance: StructureRéports-
Negative, Persuasive and Special Reporting: Informal Répooposals. Formal
Reports.Preseation skillsi techniques of presentatidértypes of presentatioivVideo
Conferencing and formatsinterview1 formal and informal interview

techniques Communication etiquettes.

Relevant cases have to be discussed in each unit and in examination ¢ase

compulsory from any unit.

REFERENCES:

1. Lesikar et al (2009). Business Communication: Making Connections in a Digital World
Tata McGraw Hill Publishing Company

2Mal | i ka Nawal : ABusiness Communicationo
New Delhi, 2012.

3. Kuberdu B and Sr i nBusisesssConimumicatiom a K : i

and Soft Skill® , Ex c e | Books, 2008.

4. Me e n a k sBasinesR @ommunicafion , Oxford University
Press, New Delhi

5. C.S.G. Krishnamacharyulu and Dr. Lalitha Ramakrishnan, Business

Communication, Hiralaya Publishing House, Mumbai

6. Paul Ofganrsati@enal Cominunication , JAI CO Publ i shing
House, New Delhi.

7. Sat hyaSwar oop De bBusinessh , agaban Daso
8. R. K. MaBddinask @ommunigatioo , Vi kas Publishing
House, New Delhi, 2012.

9.KellyM Qui nt ani | | aBusitgssamwdirroféssifia h | : o
Communicationo, SAGE, New Del hi, 2012.

100. Sangi ta Meht Businebse€Cenmmurifcatioss ,hi s h: i
University Science Press, New Delhi, 2010.

11. Anj al i BuUBihes:mGCorknaunicatiofiSkills , &t er
Publishing House, New Delhi, 202011




SUBJECT CODE: 16 MBA1005 L|T|P|C|INT |EXT

OBJECTIVES:

OUTCOMES:

Unit-1 Business Environment: Components and Significané&Eonomic Scopé& Cultural,
Political, Technological and External Factors Influencing Business Emaent i
Dimensions of International Business Environnie@thallenges.

Unit-1l: Structure of Indian Economy ; Economic systelaBsonomic plans with reference t
last three plans, public, private joint and cooperative sectors.

Unit-11l: Industrial Policyof the Government Policy Resolutions of 19586nd Amendments
1991 Industrial Policy and Economic Policy, Monetary and fiscal pdNdyAyog.

BUSINESS ENVIRONMENT

41 -1-14| 40 | 60

To develop an understanding of Business Environment.
To apply the economic practices for business decisiaking process
To analyze economic plans and its applications in making business decisions.

To gain an overall understanding of the Industrial policies and economic plans for
managing unanticipated risks.

To gain a complete conceptual and practical understanding ovieorment.

To bridge the gap between theories and practice by discussing and analyzing relevant

Case studies.

Help Students to learn the overview of Business Environment.
Hel p Studentsdé to understand t hent. pract.i
Familiarize Studentsodé with I ndustri al

Enable Students to understand Global competition and challenges.

Famil|liarize Studentsod with Trade mecha

Emphasize on developing analytical skills, preagon skills and problem solving

skills by discussing relevant case studies in the class room.




Unit-1\vV

Development, Ethics in Busiag Competition Act 2002- Emerging Trend in Indian
Business Environment.

Unit 7 V: International Trade Theories, Balance of Paymén®oncepts, Disequilibrium in
BOP: Methods of Correction Trade Barriers and Trade Strategy. World Financial
Environmen: Foreign Exchange Market Mechanism, Exchange Rate Determination
Euro Currency.

Unit 7 VI: Globalisation: International Economic Integration, International Trading Blocks

Their Objectives; WTO Objectives, Organisation Structure and FunctidnWgrO and
India.

Suggested Books:

A A

o

Chidambaram, Indian Business Environment, Vikas, New Delhi

Suresh Bedi: Business Environment, Excel, New Delhi.

K.V.Sivayya and VBM Das: Indian Industrial Economy, Sultan Chand Publishers, D
Pandey G.N., Environmentilanagement, Vikas Publishing House.

Sundaram& Black, International Business EnvironménfThe Text and Cases,
Prentice Hall of India.

Ghosh PK., Business Environment,Sultan Chand & Sons, New Delhi

7. Daniel John D and Redebough, Lee. H., International BssjnAddision Wesley

© o

India
Saleem, Business Environment, Pearson, New Delhi.

Publications

Indian Companies -Competitiveness, Changes and Challenges, Sustainable

an

elhi.

. Bhalla, V.K., & S. Sivaramu, International Business Environment and Business, Annual




QUANTITATIVE TECHNIQUES FOR BUSINESS DECISIONS

SUBJECT CODE: 13MBA1006 LITIPlCINT |EXT

- -T4] a0 60

OBJECTIVES:

e To make the students familiar with principles and techniquegtirhization and
their applications in decisiemaking and also to make the students familiar with
sampling techniques of Probabilitpé Statistics and their applications in P.G
courses.

e To dovelop this course introduces fundamental concepts and techniques for
analyzing risk and formulating sound decisions in uncertain environments.

e To introduce the study of decision theory is enricheddme theory, competitive
analysis, and mukHgtriteria decisioamaking.

e To make the queuing theory and inventory management are also examined.

OUTCOMES:

e Learn the course combines mathematical concepts and the use of software in an
integrated way.

o Clealy identify an otherwise unstructured business problem and its components.
e Employ effective techniques for addressing the major challenges presented.
e Provide a solution to the decision process.

e Develop this course is intended to provide students witic Baswledge of
analyzing data using Various statistical techniques whose final goal is to enable
better reporting for decision Makirge discussed in each unit.

UNIT -I
Basic Statistical TechniqueMeasures of Central TendentyMeasures of Dispersion
Probability DistributionsBinomial, Poisson, Normal Distributions.

UNIT -II

Theory of Estimation & Testing of Hypothesis

Point Estimationi Interval Estimationi Confidence Internal for parameter in normal
populationt concept of hypothesis errors in esting of hypothesi$ Large sample tests
(meanproportion testsktudent {Test(single mean& difference of mean€hi-Square test
for independence of Attributes

UNIT -1l

Correlation & Regression




Concept of correlatidritypes of correlatiorscatter digramKarl-Pearson correlation
coefficient method and its propertieegressiofLinear regression and its propertiesn
linear regressiocurve fitting.

UNIT -IV

Linear Programming: Formation of mathematical modeling, Graphical method,
the Simplex Methd; Justification, interpretation of Significance of All
Elements In the Simplex Tableau
UNIT -V
Transportation & Game theory: Definition and
application of the transportation model, solution of the transportation
problem, Game Theory:Introductidn Two Peson ZereSum Games, Pure Strategies,
Games withSaddle Point, Mixed strategies, Rules of Dominance, Solution Methods
games without Saddle pointAlgebraic, matrix and arithmetic methods.
UNIT -VI
P.E.R.T. & C.P.M. and Replacement Model: Drawing networkintifying
critical pathi probability of completing the project within given tinq@oject
crashingi optimum cost and optimum duration. Replacement models
comprising single replacement and group replacement

1. Relevant cases have to be discussed in eaxctit and in examination case is

2. compulsory from any unit.

3. REFERENCES

4. 1. N . D .Quantitativee Techhiques in Managememt, -Tat a

5. McGraw Hill Private Limited, New Delhi, 2011.

6. 2. J. K OpefatioasrResaarch: Theory and Applicatians

7. Macmillan GupteS . Fstatistical Methodes, S. Chand and Sons
8. New Delhi,

9. 3. An andQuamittiveniachnigities for Business decision

10.Makingo Hi mal aya Publishers, New Del hi
114 . D POpératibneResedich and Quantitative Techniqaes

12 Excel Publication, New 8lhi, 2013

135 . Ha md y ,OpekatiohaResearch:fiAn Introductian ,

of
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INFORMATION TECHNOLOGY LAB -l

SUBJECT CODE: 16MBA1007 L|T|P|C|INT |EXT
-|-14|12| 40 | 60

OBJECTIVES:
e To develop an understanding of Information Technology. Concepts & itEaims

to Business management.

e To explain in detail about M®ffice and its variant MS word,Excel,Power point

e To develop better understanding of DBMS RDBMs concepts and their applications
business

e To bridge the gap between theories and practicgisgpussing and practicing relevant
applications in daily lifes and business.
OUTCOMES:
e Help Students to learn the Overview of Information Technology.

e Demonstrate proficiency in Microsoft Office and Windows File Management, as well
as digital literacy.

¢ Help students to learn applications of spread sheet in daily life and businesses.

e Help students to learn applications of database management concepts.

e Emphasize on developing analytical skills, presentation skills, and problem solving
skills by hands on exgience the IT Lab.

SYLLABUS:
UNIT-1 Fundamentals of Computers:

CPU, Computer Memory and Mass storage devices, Input Technologies, Output
Technologies, Application and System Software, Programming Languages and their
Classification, Assemblers, Conigris and Interpreters, Process of Software Development,
Operating Systemg-unctions of Operating Systems, Types of @pirg Systems.

UNIT -II : Software Packages:

MS WordMail Merge, MS ExceFormulae, Graphs, Basis Statistical Formulae, MS
PowerPoint Creating Effectiveness presentations.

UNIT -Ill EXCEL Lessons:

1. Customizing the Quick Access Toolbar. Creating and Using Templates.

2. Working with Data: Entering, Editing, Copy, Cut, Paste, Paste Special. Formatting Datz
and Using the Right Moussick. Saving, Page Setup, and Printing.

3. Using Headers and Footers.

4. Manipulating Data, using Data Names and Ranges, Filters and Sort and Validation List
5. Data from External Sources. Using and Formatting Tables.

6. Basic Formulas and Useedinctions. Data Analysis Using Charts and Graphs.

—+
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Managing, Inserting, and Copying Worksheets. Securing the Excel Document (Protect Cells

and Workbook).

UNIT -1V DESCRIPTIVE STATISTICS i MS EXCEL:

Tabulation, bar diagram, Multiple Bar diagram, Pie diagisi@asure of central tendency:
mean, median, mode, Measure of dispersion: variance, standard deviation, Coefficient of
variation.

UNIT - V Database Management Systems :

Concept of files, file management; organization and types of Access, Drawbacks in file
based system. Database; types of Database, components of a Database system. DBMS,
components of DBMS; DBMS language, Advantage and limitations of Database, Databas
models, Advanced Database: Distributed, Object oriented Database, Multimedia Databast
systens, Mobile Databases.

UNIT -VI SQI:

Queries and sub querie®ata queries Basics- computations group by- multiple tables
sub queriesjoins - SQL- testing queries.

Recommended Books

e Coxet alt 2007 Microsoft Office System Stdypy- Step, First Edion, PHI.

e David WhigamBusiness Data Analysis Using Excel, First Edition, Oxford
University Press..Mc. Fadden, Database Management Systems, Additio
Wisely

e Peter: Databases, Tata Mc.Graw Hill Ltd

D
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Organisational Communication skills Lab

SUBJECT CODE: 16 MBA1008

L|T|P|C|INT |EXT

OBJECTIVES:

To develop the English language communication skills.

The language lab focuses comptaéted multtmedia instruction and language
acquisition taachieve the following targets:

To expae the students to a variety of s@ltructional, learnefriendly modes of
language learning.

To help the students cultivate the habit of reading passages from the computer
monitor, thus providing them with the required facility to face compliésed
competitive exams such GRE, TOEFL, GMAT etc.

To enable them to learn better pronunciation through stress on word accent,

intonation, and rhythm.

OUTCOMES:

Help Students to learn how to speak and write good English.

To train them to use language effective face interviews, group discussions,
public speaking.

To initiate them into greater use of the computer in resume preparation, report
writing, formatmaking etc.

However, depending upon the available of infrastructure and budget, the above
targets ca also be achieved by procuring the minimum required equipment
suggested for the establishment of Conventional Lab the details of which are
given below. The lab should cater to the needs of the students to build up their
confidence to help them developdieaship qualities througtheir communicative

competence.




1. Introduction to Phonetics, Introduction to Vowels and Consonants and associated
Phonetic symbols, . Introduction to Accent, Intonation and Rhythm.

2. Verbal and Non Verbal communication, Barriayeffective communication
Written communication

3. Presentations, Types of presentatigoarticipation in meetings chairing

sessions.

Situational Dialogues/Role Play.

Debate

Public Speaking.

Group Discussions

© N o 0 B

Formal and Informal Interviewss Interviewing in different seithigs and for
different purposesResume preparation

9. Business Writing Etiquette: Agenda and Minutestices and circulardMemos
Reports Business Letter writing

10. ET correspondence

Text Books and Software for Lab tasses :
1. Essentials of Business communication, Rajendra Pal, Sultan Chand
and sons, Oxford Advanced Learneros
2. Language in Use, Foundation Books Pvt Ltd
3. Learning to Speak Englistd CDs, Microsoft Encarta
4. Mur phyoés Engl miwitge Gr ammar , Ca




FINANCIAL MANAGEMENT

SUBJECT CODE: 16MBA2001 LITIPlcINT |EXT

OBJECTIVES:
e To develop an understanding of Financial Management.
e To provide the necessary basic financial tools for the students.
e To understand the shortrte and long term finance needs of the organization.
e To understand the practices for dividend decisions and debt management.
To understand the applications of financial planning with reference to the current as
management.
e To bridge the gap between thgand practice by discussing and analyzing relevant
Case studies.

OUTCOMES:

e Help Students to learn the overview of Financial Management.

e Understand the time value of money.

e Develop problem solving and prompt decision making for long term projects.
e Defineand describe the process and the practice of financial planning.

e Student can able to understand effective credit management.

e Emphasize on developing analytical skills, presentation skills, problem solving skil
by discussing relevant case studies mdlass room.

UNIT -

The Finance Function Objective: Profit or Wealth Maximization and EPS Maximization,
An overview of Managerial Finance functieniBime value of money, present value, future
value of money and the basic valuation models.

UNIT -II
Costof Capital: Concept and measurement of cosiagital, Debt vs.Equity, Different types

of Cost of Capital)mportance of cost of capital in capital budgeting decisions Investment

decisions: Nature of Capital Budgeting decisietschniques of capital loigeting: Pay back
method, Average rate of return and Tiddjusted methods: IRR and NPV, profitability
index, and excess present value index. Advanced problems and cases in capital budgetin

UNIT -l

- Capital structure Decisions: Capital structure wsaficial structure- Capitalisation,
financial leverage, operating leverage and composite leverage.-HBST Analysis,
Indifference Point/Break even analysis of financial leverage, Capital steutieories

set
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UNIT -IV

Dividend Decisions: Dividends and valwf the firm- Relevance of dividends, the MM
hypothesis, Factors determining Dividend Polityidends and valuation of the firthe
basic modelPeclaration and payment of dividends. Bonus shares. Rights issuesphtse
Employee stock option and $at Equity Walter Model and Gordon Model.

UNIT -V

Working Capital Management, components of working capital, gross vs. net workir
capital, determinants of working capital needs the operating cycle approach. Planning
working capital, .Financing of wonkg capital through Bank finance and Trade Credit.

UNIT -VI

Management of current asset$: Management of cash, Basic strategies for cash
management, cash budget, cash management techniques/processes. Marketable sect
characteristics, selection it@rion, Marketable security alternatives. Management of
receivables Management of inventofiy credit policies.

Note: Relevant Case Studies need to be discussed in each unit.

TEXT BOOKS:
1.1 . M P aFindneigl Mandgemend , " editidn), Vikas Publishig, 2015.
2. M. Y Khan, P Finakcial JManagementfiext and Problems |, (6

edition)Tata McGraw Hill, New Delhi. 2012.

3.G. Sudh ar s &inancRleMadagementi , * gdion), Himalaya Publication,
2015

REFERENCES:

1. Sr i v at s &imancialMsinageriend 2"{ edition) Himalaya Publishing House,
Mumbi,2015

2.Pr adeep KuRmancial Management Tdols and Techniques , * efition)
Excel Books, New Delhi,2012.

3.S. N. Ma hFRenaneial Manageniend , 16" ( edition) Vikas Publishers, New
Delhi, 2012.

4. CA.C. Ra ma Flanpiad Managémend , *efition) New Age International
Publisher, New Delhi, 2012.

4. Sudhi ndr RAnanBid &anagenient Principles and Practice |, (2 ec
Excel Books, New Delhi, 2012.

5. Pradeep K u mRnanciaB Management Moot and Techniques , 5 ( 1
edition) Excel Books, New Delhi.

6.P. V. Kul karni , B. G. Satya Prasad AFiI na
House,Mumbai (2015).
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MARKETING MANAGEMENT

SUBJECT CODE: 16 MBA2002 L|T|P|C|INT |EXT

OBJECTIVE S:
e Todevelop anuncderstanding of Marketing Management.
e Provide a framework within which studcents will be able to study theories on
e Marketing Management.
e Provide themwith tools to understand the framework within which today marketers
e create succesdul marketing programs for their Brards.

Provide thema brief understanding on retail management.

e To bridge the gap between theories and pradice by discussirg and analyzing
relevant case gudies.
OUTCOMES:

e Students will be able tearn the overview of Marketing Management.

e Students will be able tdevelop a sourd knowledge of conventional marketing idess,
and of the theorieson which these theoriesarebased.

e Students will be able talevelop pradicesin defining and working out integrated
marketing and communicaion strategies.

e The students canable to actautonamously in planning, implementing and refleding at
a professioral level, on the development and use of marketing strategies to address
organizaional problems.

e Students will be able temphasize on developing analytical skills, presentation skills and

problem-solving skills by discussng relevant casestudiesin the class room.

UNIT-I
Introduction to Marketing: Neeals Wants Demands Pioduwcts, Exchange,

Transadions  Market- Marketing Concept Produwction Concept, Product
Concept, Sdes ncept, Societal Marketing Concept-Marketing Mix-Indian
Marketing Environment- Role and Functions of Marketing DepartmenrEmerging

dimensionsand marketing Trendsin India.




UNIT-II
Mar ket Research: Marketing Information system, Concepts of Demand, Market
researchi Forecasting andMeasurement 1 Marketdaa analysis.

UNIT-I
Product Management: Market Sementation and Targetingi Positioning
strategiesi ldentificaion of Market segments - marketing strategies- Product Life
Cycle, Prodwct mix and line T Branding classficaion. New Product

Development - Market Testing-Commerdali zation.

UNIT-1V
Pricing Strategy: Objedives-Methods and processes of pricing- Fadors influencing
the pricing-Adopting price- Initiating the price cutsimitating price increases
Respondimg to Competitords price changes.

UNIT-V
Distribution Strategy: Sdes Tedniquesfor Consumer/Industial clientele-Channel

Function and Flows-Channel Levels-Channel Management Dedsions - The growth
and trends in Wholesaling - Sdesforce Management.

UNIT-VI
Promotion Dedsions Communicaion ProcessPromotion mix 1 advetrtising,
persoral selling, sales promotion, publicity and public relations-Detemmining
advertising budget-Copy designing and testingMedia seledion-Adverttising
effedivenessSdespromotion i Tools andtedniques-Sales force structuréntegrated

Marketing communication.




Note: Relevant Case Studies need to be discussed in each unit.
TEXT BOOKS:
1. Phillip Kotler & Kevin Lane Keller (2@4). Marketing Management %' Edition).
Pearson Education
2. Dr. K.Karunakaran (200). Marketing Managemesiiexts and Cases in Indian Context
(2" Edition). Himalaya Publishing House
3. M.Govindarajan (2009). Marketing Manageme&incepts, Cases, Challenges &
Trends (2° Edition). PHI Learning Private Limited.
4. Rajan Saxena (2009). Marketing Management (4th Edition). Tata Mc.Graw Hill
5. Tapan K. Panda (2008eprint. Marketing Managemeitexts & Cases (2 Edition).
Excel Books.
REFERENCES:
1. David L. Kurtz & Louis E. Boone (2IB). ContemporarMarketing (8" Edition).
SouthWestern College Publication
2. Neeru Kapoo(2013). Principles of MarketingPHI Learning India Private Limited
3. Adrian Palmer (2009). Introduction to MarkegiTheory & Practice (¥ Edition).
Cengage Learning.
4. Michael R. Czinkota & Masaaki Kotabe (2007). Marketing Managemefit (2
Edition). Thomson Learning.
5. S.H.H. Kazmi (2007). Marketing Manageméléxt and Cases {1 Edition). Excel

Books.




HUMAN RESOURCE MANAGEMENT

SUBJECT CODE: 16 MBA2003 L|T|P|C|INT |EXT

OBJECTIVES:

« To developanunderstanding of Human Resource Management

« To effectively manage and plan key human resource functions within organizations

. To examine current issudgsends, HR practices, and processes in HRM

« To contribute to employee performance management and organizational effectiveness
. Tomake aware dfiuman resouce challenges and Problesolving

« To bridge the gap between theory and practice by discussing alydiag relevant Case
Studies.

OUTCOMES:

¢ Help Students$o learn Definition, Nature and Scope and total concept of HRM.
e Help Students to understand the Principles of HRM and its practical Applications.
e Enable Students to understand duties & responsdsilaf the manager.

e Enable Students to understandd implement Manpower planningses benefits
problems and limitations.

e Hel p Students to understand o6the com
with importance of performance, Industrial RelagpTrade Unions and resolution of
disputes.

e Enables to understand functions in HR department and different style of
organizations.

UNIT -I

HRM: Significance- Definition and Functions evolution of HRM Principles

- Ethical Aspects of HRM- HR policies, Strategies to increase firm

performance Role and position of HR departméraligning HR strategy

with organisational strategyHRM at global perspectivehallenges

crosscultural problem$ emerging trends in HRM.

UNIT 71l

Investment perspectives HRM: HR Planning demand and supply

forecasting- Recruitment and Selectiorsources of recruitment Tests andinterview
Techniques Training and Developmeiitmethods and

p e



techniques training evaluation- retention - Job Analysisi job description and
specifications Unique Job ldentificationManagement developmenrtHRD conceptsi
mechanism$ career planning and counseling.

UNIT -l

Performance Evaluation: importanicenethodd traditional and modern
methods Latest trends in performance appehisCareer Development

and CounselingCompensation, Concepts and Principlefluencing

Factors Current Trends in Compensatidviethods of Payments

compensation mechanisms at international level.

UNIT -IV

Wage and Salary Administration: ConceytageStructure Wage and Salary
PoliciesDeterminants of Payment of Wagé&¥age

Differentials- Job design and Evaluationincentive Payment Systems.

Welfare management: Nature and concémtatutory and nostatutory

welfare measures .

UNIT -V

Managing Imustrial RelationsTrade Unions Employee Participation
SchemegCollective BargainingGrievances and disputes resolution
mechanims.

UNIT -VI

Safety at work nature and importandework hazards

safety mechanismsManaging work place stress. HR aagoting and

auditing: Nature and significané@roblemsi HR audit- process HRIS .
Relevant cases have to be discussed in each unit and in examination case is
compulsory from any unit.

REFERENCES

1. K As wHumbhneRegowrce and Personnel Management

Tata McGraw Hill, New Delhi, 2013

2 . N. Sambasi va Rao Hamath Rd3aurce Ni r ma l Kumar :

Management and Industrial Relation® , Hi mal aya Publ i shing
House, Mumbai

3. Mat hi s, JHuwnknsResoyrcé Managamehty : 0

A southtAsian Perspective ,  C e legrrang, &lew Delhi, 2013

4. Subb ®erdRran@ anB Huméan Resource Management

Textand Cases, Hi mal aya Publications, Mumbai
5. Madhuri ma Lal |l ,HuntanResourae Qasi m Zasi di
Managemenb , EXx c e | Books, New Delhi, 2010

6. Muller_Camen.@ u c her a HuwnarLResogde: 0

Management A Case Study Approach, J Al CO Publ i shing, De l
7 . S. Seet har aman, Bum¥reRedowrdee s war a Pr ased:

Managemenb, SCI TECH Publication (Il ndia) Li
20009.

8. Gary Des s |Haman ReBaurceuWamagekeny,: i

Pearson Education, New Delhi, 2011
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9. Uday Ku iHanran Resolrcedevelopiment, Oxf or d

University Press,New Delhi, 2012.

10. Nar e nHuman R&ourcgManagemet,
Press (India) Private Limited, Hyderabad, 2011
11. B. B. Marhaa ResdurceoMadagemeat,
International Publishers, New Delhi, 2011

12. R. S.HDuvmavre dRel ait i ons
MacMillan Business Books, New Delhi, 2013.

Uni versities
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PRODUCTION & OPERATIONS MANAGEMENT

SUBJECT CODE: 16MBA2004 L|T|P|C|INT |EXT
41-1-14| 40 | 60

OBJECTIVES:
e To develop an understanding of production and operations management.

e To explain mass, process, batch and job order production systems.

To make an understanding of thele of LOB, Group technology and production
planning and control and Inventory management.

To explain productivity and its improving techniques,work study,method study and
time study.

To develop better understanding of Quality control, Total Quality Mamagt, control
charts.

To bridge the gap between theory and practice by discussing and analyzing relevant
Case studies.

OUTCOMES:

e Help Students to learn the Overview of Production and Operations Management.

e Familiarize Students with Production plannargd control in different production
systems.

e Help Students to understand the concept of productivity, Work Study, Method Study
and Work Sampling.

e Enable Students to understand the concepts of EOQ and other inventory control
techngues.

e Enable Students to understand Quality Standards ,ISO 9000, Six Sigma etc. and
Quiality control, Total Quality Management, and compute control charts.

(92}

e Emphasize on developing analytical skills, presentation skills, problem solving skill
by discussig relevant case studies in the class room.

UNIT -
Introduction: Nature and scope of Production and Operations Management

(POM), Historical Development, Production Function, difference between
manufacturing and servicgpes of production systems, POM scenario Today.




UNIT -l

Facilities planning: Product and process selection, Location and Layout facilities.

Manufacturing process Technology, CAD,CAM & CIM, Flexible Manufacturing
System,Group TechnologBusiness Prass Reengineering

UNIT -1l

Aggregate PlanningAggregate planning proce$3reparation of aggregate demand
Forecast, Strategies for aggregate planning. Inventory Managdvieetial Requirement
Planning (MRP), EOQ, Inventory control techniques.

UNIT -1V

Scheduling: Scheduling In Job, Shop Type Producti®moplLoading, Assignment and
Sequencing. Scheduling In Mass, Continuous Produdtioe balancing (LOB), Methods
of Production Control.

UNIT -V

Productivity : Concept of Productivity, types of Rhactivity, Total Productivity Model.
Work Study Method study, Work measurement, Work Sampling, Job Desigiue
analysis, Total Productive Maintenance.

UNIT -VI

Quality Management: Inspection and quality Control, Economics of Quality Assurance,
Acceptince Sampling, Theory of Control Charts, Control charts for variables and control
charts for attributesTotal Quality ManagemeAS0O 9000 series standards, Six Sigma
Quality circles

Note: Relevant Case Studies need to be discussed in each unit.
TEXT Books:

1. Adam, EE &Ebert RJ production and Operations Management 6thed.New Dell
Prentice hall of India 1995.

2. SN Ch &noduction iand Operations Managemenb Tata McGr a
Delhi, 2008.
3. R. P anne oduttionaand Opérations Managementii , HI Bearning

Private Limited, New Delhi, 2009.

i,

4. B. S . GRragluctiomand Operations Managemenmd , A Pr agat i Edi t i

References:




1. El wood S. Buffa a n dModeiRR a Predudiion/Operattoasr i
Managemenb |,
India, New Delhi, 2008.

2.Amrine Harold T.etc Manufacturing Organisation and Management, Englewoc
Cliffs, New Jersey, Prentice Halllnc.199

3 Aswat h ®&pdquaion knd Operation Managemend |, Hi mal aya
House, Mumbai.

4. Chase, AqguOpétrations Manabenenbfdr Eampdfitive Advantaged, Tat a
McGraw Hill, New Delhi, 2007
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SUBJECT CODE: 16 MBA2005 L|T|P|C|INT |EXT

OBJECTIVES:

OUTCOMES:

LEGAL ASPECTS OF BUSINESS

To develop an understanding of Legal aspects of Business Environment.

To acquaint students with business laws affecting the operation of business enterpr
in India.

To provide an understanding of contract law and its applications in Business.

To familiarize the student regarding aspects of indemnity and guarantee acyg age
all business transactions.

To familiarize the students to know about the sales of goods and negotiable instrum
act.

To provide an idea about the formation of company, its resolutions and impact
company law of India.

To bridge the gap betwedheories and practice by discussing and analyzing relevan

Case studies and Court judgments.

Help Students to learn the Overview of Contract Law of India.

Familiarize Students with an idea on indemnity, guarantee and surety in business
domain.

Help Students to understand the concept of agency law.

Enable Students to understand the concepts of Sales of Goods Act, 1930.

Help Students to understand the concept of Negotiable Instruments Act, 1881.

Familiarize Students wh an idea of Company Law, 848 and 2013.
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e Emphasize on developing analytical skills, presentation skills, and problem solving

skills by discussing relevant case studies in the class room.

UNIT I Importance of Business Law: The Indian Contracts Act, 1872, Nature of the Act
and Clasification of Contracts, Essentials of a Valid Contract, Offer and Acceptance,
Capacity, Consideration, Free Consent, Legality of Object, Performance of Contract,
Discharge of Contract, Breach of Contract and Remedies, Quasi Contracts.
UNIT Il Special Contracts of Indemnity & Guarantee: Contracts of Indemnity, Meaning
and Nature, Right of Indemnity Holder and Indemnifier, Contracts of Guarantee, Meaning,
Nature and Features, Types of Guarantee, Various types of Guarantee, SuretysanetyCo
Rights and Liabilities, Discharge of surety from his liability.
UNIT Il Rights of Agency in Business: Agency Meaning, Agent and Principal, Creation
of Agency, Classification of Agents, Relationship between Principal and Agent, Agent's
authority, Revocationand Renunciation, Rights, Duties and Liabilities of Agent and
Principal, Termination of Agency.
UNIT IV Sales of Goods Act 19401introduction to Sale of Goods Act, Distinction between
Sale and Agreement to Sell, Conditions and Warranties, Performanaentb@&@ of Sale,
Transfer of Ownership, Rights of an Unpaid Seller.
UNIT V Negotiable Instruments Act, 1881:Negotiable Instruments Aetl881: Negotiable
Instruments Promissory Note, Bills of Exchange & Cheque and their definitions and
characteristicsTypes of endorsements, Holdétolder in due course, Discharge of Parties.
UNIT VI Companies Act 2013 Steps and procedure for incorporation of the company
Appointment of Directors, Powers, duties & liabilities of Directors, Company Meetings,
ResolutionsWinding-up of a Company.
Note: Relevant Case Studies need to be discussed in each unit.
Text Books:

1. N. D. Kapoor , Elements dflercantile Law Sultan Chand & Sons, New Delhi, 31/e,

2009
2. Gulshan, S. S, Business Law, Excel Publications, New Delhi2G0% (reprint)




References:

1. K.R.Bulchandani, Business Law for Management, Himalaya Publishing, Mumbai,
5/e, 2008

2. Ravindra Kumar, Legal Aspects of Business, Cengage learning, New Delhi, 2/e,
2009

3. Akhilesh Pathak, Legal Aspects of Business, Tata McGraw KNy Delhi, 3/e,
2009

4. Satish B MathurBusiness LawTata Mc graw Hill, New Delhi, 1/e, 2009

5. P.K.Padhi, Legal Aspects of Business, PHI, 2013




BUSINESS RESEARCH METHODS

SUBJECT CODE: 16MBA2006 L|T|P|C|INT |EXT

41-1-14| 40 | 60

OBJECTIVES:

e To develop an understanding of Business Research Methods.

e To have a general understanding of statistics applicable to business

e To provide insight into the application of modern analytical tools and techniques for
the purpose of management demmsmaking.

e To make Students gaining the knowledge in Preparing a research plan

e To bridge the gap between theory and practice by discussing and analyzing
relevant case studies.

OUTCOMES:
¢ Help students to learan overview of Business Research Methods.
o Conduct a preliminary literature review of the concepts comprising the research
guestions

Set out the main elements of a potential research instrument for testing the hypothe
including a critical and comparative analysis of the proposed instrument

Understand how to classify , interpret and present data

Prepare a mindissertation research proposal research plan

Emphasize on developing analytical skills , presentation skills and problem
solving skills by discussing relevant case studies in trss ctzom.
UNIT -I
Introduction : Nature and Importance of research, The role of business research, aims of
social research, research process, pure research vs. applied research, qualitative researc
guantitative research, exploratory research, desceipéisearch and experimental research,
ethical issues in business research. Research Pio¢gpss of ResearcdiDefining
Research ProbleinFormulation of Hypothesis Testing of Hypothesis.
UNIT -II
Data Base: Discussion on primary data and secondarytdals and techniques of
collecting data. Methods of collecting data. Sampling design and sampling procedures.
Random Vs. Nosrandom sampling techniques, determination of sample size and an
appropriate sampling design. Designing of Questionndfteasurerant and Scaling
Nominal Scalé Ordinal Scalg Interval Scalé Ratio Scald Guttman Scalé& Likert Scale
I Schematic Differential Scale.
UNIT -l
Survey Research and data analysis: media used to communicate with respondents, perso
interviews, telepone interviews, selidministered questionnaires, selection of an
appropriate survey research design, the nature of field work, principles of good interviews
and field work management. EditingCodingi Classification of Data Tables and Graphic
Presemdtion
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UNIT -IV

Statistical Inference: Tests of Hypothesis, Introduction to Null hypothesis vs alternative
hypothesis, parametric vs. nparametric tests, procedure for testing of hypothesis, tests of
significance for small samples, application.

UNIT -V

Multivariate Analysis: Nature of multivariate analysis, classifying multivariate techniques,
analysis of dependence, analysis of interdependence. Bivariate atedysisf differences
test for comparing two means antkest for comparing two propooins and ANOVA for
complex experimental designs.

UNIT -VI

SPSS and Report PresentatianJse of Statistical Package for Social Sciences, report
writing - Mechanics of report writing, preliminary pages, main body and appendices
including bibliography, oral msentation, diagrammatic and graphical presentation of data.
Preparation and Presentation of Research Report.

Relevant cases have to be discussed in each unit and in examination case is
Compulsory from any unit.

TEXT BOOKS:

1.C. R. K ®Reésdaech NMethalafogyd , Wi s hwa Pr & Editienh a n , 2 0
2. Panneer s BdseammMetRadolagy |, PHI Learning Priva

Delhi, 2009, &' Edition.
3. Wi I | am G. BusikessiResdarch Methods, Cengage Learni
2006, 9" Edition.
4. S. S h a jRadearam Methods for management, J Al CO Publ i shi
Delhi, 2009, 2 Edition.
REFERENCES:

1. Bat t ac h aRegearch MBtiKodologp , Ex c e | Boo¥®s, New

Edition..

2. Al an Br y man ,BusthessRReseBrehIMethodsy Oxf or d Uni

PressNew Delhi, 2008, Z' Edition.
3.Cooper R. Donal d an 8usiBessReseatch Blethods, @A
Tata MCGraw Hill, New Delhi, 12 Edition.

enf

4. CR Ko t Research Metliodology Methods and Techniqués, New AgQge

International Publishers, New Delhi, 20@° Edition.
5. Aj ai S. Gaur a n ftatiSieahMethodsafor Bractca and : i
Researcb, Sage Publ i cat i’ &ditsn New Del hi




SUBJECT CODE: 16MBA 2007 L|T|P|C|INT |EXT

OBJECTIVES:

OUTCOMES:

COURSE DETAILS:

INFORMATION TECHNOLOGY LAB -l

To understand concepts & its applications in Business decision.
To explain in detail about MS project and mathematical simulations from statistics.
To develop better understandings of techniques quality management by using comp

To explain and demonsteaSQL & PLSQL concepts applications.
To bridge the gap between theories and practice by discussing and practicing r
applications in daily lifes and business.

To explain and demonstrate online training systems SEBI links.

Help Students ttearn the Overview of Information Technology.

Demonstrate proficiency in Microsoft project and its applications in project Managen
as digital literacy.

Help students to learn applications of MS project mathematical simulations.

Help students to learrolw to prepare charts, flow diagrams for six sigma, learning
management etc.

Help students to participate online trading on different products of SEBI & other fina
institutions.

Emphasize on developing analytical skills, presentation skills, and praakring skills
by hands on experience on IT Lab.

MS Project:
Unit I. Getting Started with Microsoft Project: Managing your Projects with
Microsoft Project, Starting Microsoft Project, Exploring Views, Exploring Reports,

Creating a New Pject Plan, Setting Networking Days, Entering Project Properties.

Unit Il. Getting a Task List: Entering Tasks, Project Management Focus; Defining
the Right Tasks for the Right Deliverable, Estimating Durations, Project Managen
Focus; How do you comgp with Accurate Task Durations, Entering a Milestone,
Organizing Tasks into Phases, Project Management FocuZ)dwp and Bottordip
Planning, Linking Tasks, Documenting Tasks.

Unit Il . Setting Up ResourcesSetting Up people Resources, Setting up equipme
Resources, Setting up Material Resources, Entering Resource Pay Rates, Projec
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management Focus: Getting Rasce Cost Information, Adjustment Working Time f
Individual Resources, Documenting Resources.

Unit IV. Assigning Resources to TasksAssigning Resources to Tasks, Assigning
Additional Resources to a Task, Project management Focus: When should Effort
Driven Scheduling Apply, Assigning Material Resources to Tasks.

Research Methodology & SPSS
Unit V.
Assignmentl: Learning the Basics of SPSS.
Assignment2: Looking at Frequency Distributions and Descript8tatistics.
Assignment3: Presenting Data in GraplaicForm, Correlation Regression
Assignment4: Testing Research Hypotheses for Two Independent Samples.
Assignment5: Testing Research Hypotheses about Two Related Sampled.

Unit VI.

Assignment6: Compamg Independent Samples with Givay ANOVA.
Assignment7: comparing related Samples with Gvay ANOVA.

Assignment8: Measuring the Simple Relationship between Two Variables.
Assignment9: Describing the Linear Relationship between Two Variables.
Assignment10: Assessing the Associatidbetween Two Categorical Variables.

ERP: Open Source Software
Recommended Books 1.Microsoft Office Project 2007, Marmel, Wiley

Recommended Books:

1. Ready, Set, GO! A Student Guide to SPSS, Thomas Pavkov, Kent Pierce, TMH.
2. SPSS for Windows ep by step,George & Mallery,Pearson

3. Data Analysis with SPSS, Carver and Nash, Cengage.




INDUSTRY AND COMPANY ANALYSIS

SUBJECT CODE: 16MBA2008 L|T

INT

EXT

40

60

Industry survey analysis consists of the conddigrarticipation of students in various industri
physically as well as online and finding out the productive with observation and interactior
The objective of the course is to equip students to gain ample knowledge of the follc

areas:

e Overall functoning of the different industries with reference to the performance and

challenges of that industry.

¢ Interaction with the practical managers working in the industry to attain fruitful

knowledge how differentiated the practical work is from theory.

e Covera@ of live challenges and problems occurred in different industry and supplem

the solutions.
e Conduction of surveys and formulation of live case studies.

e Comparison of Industry and company analysis and preparation of report.
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STRATEGIC MANAGEMENT

SUBJECT CODE: 16 MBA3001 L|T|P|C|INT |EXT

41 -1-14| 40 | 60

OBJECTIVES:

e To develop an understanding of Strategic Management concepts,research and theories

e To develop better understanding of the present and future Environment and e émaihy
to develop the best strategy.

e To develop an understanding of types of strategies, formulation of corporate, business

functional strategies by strategic choice.
e To develop better understanding of strategy implementation in different situ
including strategic leadership, resource allocation and balance score card.

atior

e To discuss on strategy evaluation and control by using qualitative &quantitative criteria

and Strategic Information System.
OUTCOMES:
e To sharpen students abilities to think catlly, logically and strategically

e To help them learning to diagnose situations from a strategic perspective and
practice SWOT analysis

e To develop analytical and decision making skills to implement the chosen
strategy.

e To bridge the gapetween theory & practice by developing an understanding of
when and how to apply the earlier learned topics on marketing, finance, HRM,
and production management.

¢ Identify the strategic problems of a firm and develop ethical solutioti®te
problems.

e Emphasizing on developing analytical skills, presentation skills, problem solving skil
discussing relevant case studies in the class room.

UNIT -
Introduction: Concepts in Strategic Management , Strategic management aseadPro

Developing a strategic vision, Mission, Objectives, Politiastors that shape a
companyods strategy.

UNIT -II
Environmental Scanning: External Environment Analysis,Internal Environment

Analysig SWOT Analysi® Industry and Competitive Analysis, valakain analysis.
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UNIT -1l
Strategy Formulation: Types of Strategies. Exit and Entry Barri€i@emulation of

strategy at corporate, business and functional lev&lsiloring strategy to fit specific
industry. Strategic Analysis and choice: ToolsandteplesP or t er 6 s f i v
BCG Matrix, GE Model.

UNIT -1V
Restructuring and Diversification Strategies :- types of diversification strategies, the

concept of core competence, strategy and competitive advantage. Turnaround strat
Strategies for Maers, Acquisitions, Takeovers and joint Ventures. strategies for
competing in Globalizing markets and internet econadwignagement of strategic
Change.

UNIT -V
Strategy Implementation: Strategy and structure. Strategy and Leadership, Strategy

culture conectioni Organizational values and their impact on strategy. Resource
Allocation. strategy Leadership and sti/lRole of TopLevel manager&ey strategic
Leadership Actiondetermining strategic Directionr®eveloping Human Capital and
Social Capital Balanced Scorecard.

UNIT -VI

Strategy Evaluation and Control:- strategic control process, MeasuringPerformance usi

gualitative and quantitative criteria. Benchmarking ,role of the strategist, problems in
measuring performanédestrategic information systenisstrategic surveillance audit.

Note: Relevant Case Studies need to be discussed in each unit.
TEXT BOOKS:
1. Strategic Management and Business Policy: 3rd Edition Azhar Kazmi Tata MeGlidw
Education (2008)
2. Strategic Management: The Indian ContexBRnivasan, PHI Learning (2010)
3. Strategic Management (Paperback) Alpana Trehan ,Dreamtech Press (2010)
4. Strategic Management : Text and Cases 3 Edition (Paperback) Alan Eisner, G.T.
Lumpkin, Gregory Dess ,Tata McGrawlill Education (2009)

REFERENCES:
1.Concepts in Strategic Management and Business Policy.Thomas L.Wheelen, J Davi
Hunger.Eighth Edition (2003),Pearson Education

2.Strategic Managemenfnand Prakash ,Sonali Publications (2012)
3.Strategic Management : Concepts And Cases (PaggrBhadtare ,PHI LEARNING PVT
LTD (RS) (2010)
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4.Strategic Management (Paperback) N. Chandrasekaran, P. S. Ananthanarayanan, Oxford

University Press (2011)




COST AND MANAGEMENT ACCOUNTING

SUBJECT CODE: 16MBA3002

L|T|P|C|INT |EXT
41 -1-14| 40 | 60

OBJECTIVES
e To develop an understanding of Cost and Management Accounting.
e To Use the four steps of activibased management to reduce costs and increase cus
value.
e To ldentify opportunities for cost reduction by undertaking value analysis.
e To bridge the gap between theory and practice by discussing and analyzing relevan
Studies.
OUTCOMES
e Help Students to learn the overview of Cost and Management Account

tom:

t Ca

¢ Demonstrate an understanding of the various types of costs which a business incurs

e Undastand the significance of calculating the breaken point
e Select activitybased performance measures to manage cost, time and other sour
customer value;

e Emphasize on developing analytical skills, presentation skills, and problem solving

skills by dscussing relevant case studies in the class room.
UNIT T |
INTRODUCTION: Management accounting vs. Cost accounting vs. financial accounting,
of accounting Information in planning and control. The management process and account
analysis and adrol- direct and indirect expenses
UNIT 7 1
OverheadsAllocation and appointment of overheads, calculation of machine hour rate. An
introduction to activity based costing and life cycle costing.
UNIT -1l
COSTING FOR SPECIFIC INDUSTRIES: Unit costing job costing, cost sheet and tender
and process costing and their variants, Treatment of normal losses and abnormal losses,
process profits, costing for by products and equivalent production.
UNIT T IV
MARGINAL COSTING: Introduction, Application bMarginal Costing in terms of cost
control, profit planning, closing down a plant dropping a product line charging general and
specific fixed costs, fixation of sellings prices
Make or buy decision, key or limiting factor, selection of suitable productaesired level of
profits, diversification of products, closing down or suspending activities , level of activity
planning , break even analysis, application of BEP for various business problems.
UNIT -V
BUDGETARY CONTROL : Budget, budgetary control, $iein budgetary control, Flexible
budget, different types of budgets, sales budget, cash budget, production budget, master

CeS

role
ng «

inte

bud




performance budgets, material vs. purchase budgets, zero based budgeting. An introduction
cost audit and managementlau
UNIT - VI

STANDARD COSTING: Standard cost and standard costing, standard costing vs. budgetary
control, standard costing vs. estimated cost, standard costing and marginal costing, analysis ¢
variance, material variance, labour variance, sales arfidl ymgance. Interfirm comparision.
Note: Relevant Case Studies need to be discussed in each unit.

TEXT BOOKS:

S.P. Jain, K.L. Narang, Cost Accounts, 2012, Kalyani Publishers, New Delhi.

REFERENCE S:
1. P.Periasamy, A text book of Financial Cost and Managment Accounting, 2014,

Himalaya Publishing.

A

Colin Drury (2012) Management and Cost Accountin§Bdition,2012Cengage , India.

. M.Y. Khan, P.K. JaiCost Accounting Theory and Practict Bdition,2012Tata Mc
Graw Hill, New Delhi.

4. Babatosh Bannerjee, €oAccounting Theory and Practice,Médition, Prentice Hall o0f

india, New Delhi, India.

Asish K. Bhattacharya, Cost Accounting for Business Manag#Eslition,2012 Elseiver.

. V.K. Saxena & C.D. Vashist, Advanced Cost and Management Accounting (Vexit) (
1 & 2), 8" Edition Sultan Chand & Sons

7. M.N.Arora, Costand Management Accounting, 2015Himalaya Publishing.
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SUBJECT CODE: 16MBA3003 L|T|P|C|INT |EXT

OBJECTIVES:

OUTCOMES:

MANAGEMENT OF INFORM ATION SYSTEMS (MIS)

41-1-14| 40 | 60

To gain krowledge on formulation and implementation best practices on techn

management policies by managers

olog

To develop any organization in a sustainable manner by the usage tools of technology

strategy in an effective manner

To identify the crucial indicatrs related to process management and channe

technology flow for the development of the organization

IS C

To identify and implement the innovation factor in every process for enhancing euttin

edge performance by the organizations

Help Students$o learn the overview of Managemelntformation Systems.

Students will able to adapan experiential learning perspective in the stream of

information technology

Studentswill be ableto create and expand an interface between human intelligenc

systemgdo an artificial intelligence system

Studentswill be able to act autonomously in planning, implementing and reflecting

at

professional level, on the development and use of technology to address organizatic

problems

Emphasize on developing analyliskills, presentation skills, and problem solving sk

by discussing relevant case studies in the class room.
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UNIT 1: Management Information Systems

Information and System ConcepStructure and Classification of Ml3nformation system a
an Endler Information SystemFrameworkimportance of MIS-Management Informatior
systemsConcept Nature and Scope of MiStructure of MISMIS Classification Types of
Informationtinformation QualityDimensions of Informatioi®ystemsKinds of SystemsSystem
Related Concept€£lements of éSystemmHuman as an Information Processing Systehanging
concepts of I9S as an Enabler

UNIT 2: Basics of Computer system

A computer SysterComputer Hardware Classificatigomputer Software Programming
Languages - Database ManagementintroductionDatabase Hierarchy The Traditional
ApproachDatabasesThe Modern Approacibatabase Structwi@atabase Management Syste
Types of Database Structures or Data Mod&thk/ances in Database Technology

UNIT 3: Telecommunications and Networks

Telecommunication3ypes of  Signal€ommunication Channd&Tharacteristics o
Communication ChannelSommunications Hardwart€ommunication Networksomputer
Networks in IndiaApplications of Communicatian

UNIT 4: E-Business ance-Commerce

IntroductiorCross Functional Enterprise Information systeiB-CommerceDecisionMaking
and DecisiorSupport SystemBecisionrMaking: A ConcepiSi mon 0 s Mo d e
Making-Types of Decisiondethods for Choosing among Alternativd3ecision Making ard
MIS-Decision support Syster#s FrameworkCharacteristics and Capabilities of DSgstem
Development ApproacheSystem Development Stag8gstem Development Approache
Systems Analysis and Design Systems Analjsioductionrequirement Determination
Strategies for Requirement Determinatidstructured Analysis Tools Systems Desi@resign
Objectives conceptual Desigibesign Methodetailed System Design

UNIT 5: Implementation, Maintenance, Evaluation and Security of IS

Implementation Proceddardwareand SoftwareselectionSystem MaintenaneEvaluation of
MIS-IS SecurityProtecting Information System IS Contrédtdormation System Planning
Planning TerminologyThe Nolan Stage Moddlhe fourStage Model of IS Planning
Methodology Selectiotinformation Resource Management (IRNDrganization Structure an
Location of MIS
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UNIT 6: Managing Global Information Systems

Global IT ManagemerCultural, political and geeconomics challeng&slobal business/IT

applicationsBusiness Intelligenc&lobal systems delopment-Decision Support System:
Business Expert Systensgtificial IntelligenceEnterprise Business SysteitG®RM-E-
CommerceERP-The business backboi®CM-The business network

TEXT BOOKS:
1. Management Information systems, Managerial Perspectives, D&, &acmillan Publishers

India Ltd.
REFERENCES:

1. Management Information systems, Conceptual foundations, structure and developme
Gordon Davis, Margrethe H. Olson, TMH

3. Management Information systems, Mahadeo Jaiswal, Monika Mital, Oxford eH
Education

4. Management |l nf or mati on systems, 9/ e,
TMH.

5. Management |l nf or mati on systems, The
TMH.

6. Managing Information Technology, 6/e, Carol V. Brovidgniel W. DeHayes, Jeffrey A
Hoffer, Martin, E. Wainright, and William C. Perkins. 2008, PHI
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7. Information Technology for Management: Transforming Organizations in the Digita

Economy, Turban, Efraim, Ephraim McLean, and James Wetherbe. 2007, Johi&\Sibers.
8. Information Technology for Managemed(i@lobal Text Project edition, c20Q¥y Henry C.
Lucas (PDF at Global Text Project)

9. Information Systems Foundations: Constructing and Critici$#@05) ed. by Dennis N. Har

and Shirley Diane Gregor (ttiple formats with commentary at ANU E Press)

10. Information Systems: A Manager's Guide to Harnessing Technédlegiywed from Creative

Commons licensed edition published bytRldorld Knowledge, ca. 2010py John Gallaughe

(PDF at saylor.org)

1)

=



http://www.saylor.org/site/textbooks/Information%20Systems.pdf
http://www.saylor.org/site/textbooks/Information%20Systems.pdf

SUBJECT CODE: 16MBA3004

OBJECTIVES:

OUTCOMES:

CONSUMER BEHAVIOUR & CUSTOMER RELATIONSHIP M ANAGEMENT
L|T|P|C|INT|EXT

4-1-14] 40 60

To develop anunderstanding of Consumer Behaviour.

To provide a integrative psychologicdramework and appropriate tools for analyzi

consumers.
To emphasize a crossiltural perspective that considers how consumer betiaveries
around the world.

To introduce a holistic perspective that integrates our own consumption approach

experences with theoretical and conceptual models of consumer behavior.

To have a knowledge of the legal framework with relation to the consuarets

multifaceted side of CRM.

To bridge the gap betweentheory and prectice by discussirg andanalyzing relevant Case
Studies.

Students will be able to lean the ovewiew of Consumer Behaviour and Custon
Relationship Management.
Students will be able to acquire an understanding of the psychological process
underlie the effectiveness of marketingagdgy in terms of impact on consumer behavic
Students will be able to do critical assessment of current and future metrics, re
technologies and research data output with relation to CRM.

Students will be able tonghasize on developing analytical skills, presentation skills,

and problensolving skill s by discussirg relevant casestudiesin the class room.
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UNIT-

Introductio n to Consume Behaviour: Understandig consumes and marketsegments

Evolution of consume behaviorconsume analyss and busness strategy-Models of

Buyer Behavia, Howard Model, Howard Sheth Model, EKB Modelebster andVind

Model, Famiy Decision Making ModelSheth Industrial BuyeBehaviouModel.
UNIT-II

PsychologicalFoundations of Consumer Behavior: Consumemotivation-Perception,
Personalityand Behavia-Learningand Behavior Modification-Information Processing
Memoty Organization and FunctionAttitude Formation and Attitude ChangeSocid ard
Culturd Environmem Economic, Demographi¢ Cross Culturd and Socid Cultural
Influences Social Stratification-ReferencésroupsandFamily-Personainfluence.

UNIT -l

Communication and Consumea Behaviowr: Component of communicatios
processdesignirg persuasie communicatiom andDiffusion of Innovations Consume
Decisim Processe High anmd Low InvolvementPre-purchag Processefod
Purchas processes Consumptim and evaluationBrand Loyalty and Repea
PurchaséBehaviou.

UNIT-IV

Relationship Marketing: The roots of consumerism consume safef, consumer
information environmenth concerns consume privacy, legislative responsesto
consumerismand marketer responseso consumerissues ConsumerProtection Act
1986 Centralconsumer protectionouncil, stateconsumeiprotectioncouncilsconsumer
disputes redressal agenciesconsumer disputes redressal forum-National Consumer
DisputesredressaCommission

UNIT -V

Customer Relationship Management(CRM) Fundamentals Theoretical Perspectives

Evolution of relationship marketinGRM cycleSuccess factors in CRM CRM

ComprehensionCRM Implementation.




UNIT VI
Customer Relationship Managemeni{CRM)-Technology Dimensionse i CRM-Features
, Advantages Voice Portals’ Web Phone$ Virtual Customer RepresentativeCustomer
Relationship Portals CRM Important Softwares.
Note: Rdevant CaseStudiesneed to bediscussdin eachunit.
TEXT BOOKS:
1.Dr. Ajay Kumar & Kamal Singh (2013). Consumer Behaviour and Marketing
Communication An Indian Perspective {1Edition). Dreamtech Press.
2.Delbert I. Hawkins & David L. Mothersbaugh (2012)orGumer BehaviouBuilding
Marketing Strategy (12Edition). Tata McGraw Hill.

3.Ramanuj Majumdar (2010). Consumer Behavidumsights from Indian Market. PH
Learning India Private Limited.

4.Jay D. Lindquist & M. Joseph Sirgy (20@@print). Shopper, Buyeand Consumer
BehaviourTheory and Marketing Applicationst2Edition). Biztantra.

5.Leon G. Schiffman & Leglie Lazar Kanuk (2008). Consumer BehaviollrE@ition).
Pearson Education.

REFERENCES:
1. Michael R. Solomon (2009). Consumer BehaviBuring, Having& Being (8" Edition).

Pearson Education.
2. S. Ramesh Kumar (2008). Conceptual Issues in Consumer BehaWieundian Context
(1* Edition). Pearson Education.
3. Roger D. Blackwell, Paul W. Minlard & James F. Engel (2006). Consumer BehaviBur(1C
Edition). Thomson South Western.
4. K. K. Srivastava & Sujata Khandai (2006). Consumer Behaviour in Indian contéxt (1
Edition). Galgotia Publishing Company.
5. Loudon & Della Bitta (2002). Consumer BehavidDoncepts & Applications {%
Edition). Tata McGraw Hill.




ADVERTISEMENT AND BRAND MANAGEMENT

SUBJECT CODE: 16MBA3005 LITIPICIINT |EXT

OBJECTIVES:

e To make students gaining the knowledge on advertising and brand managementt.
e To assist Students to gain knowledge on advertising agencies anskith&$r services

e To contribute to Students gaining knowledge Awlvertisement budgets. Advertisement

media and various media strategésual layout, art work and production copy.
e To Help Students to gain knowledge on branding strategies
OUTCOMES:
e To Aid students to put on the practical disclosure on advertising managemen
developing economy.

e To adjoin some practical assignments with reference to the making of advertisem
different Medias for better understanding of the concept.

¢ To help studets to gain knowledge on advertising management in various industries

t in

ents

e To help Students to evaluate how Advertisement effectiveness and measurements

deliberated by the companies

e To enable Students to learn practically Brand equByand Extensions, Brand
Revitalization and Elimination and Brand valuation.

e To enable Students to prepare and solve cases so as to bridge the gap between tt
practicability.

UNIT -

Introduction to Advertising Management Advertising - Publicity - Public Relations
Advertising classification & current issues- Theories of Advertising The Starch Mode
AIDA - The DAGMAR Model- Theory of Cognitive DissonanceFunctions of Advertising

Consumer Expectation of Advertising. Advertising in Historical ConteRble of Media and
Brand Building.

UNIT -II

Advertising Agency structure & Processe€bypes of Advertising Agenciess Agency
relationshipg Public Relations.

Major Media buying companies in IndiaPitch Process strategy & planning Process

advertising campignsElements in a marketing plarThe Planning Cycle Internal and externa
processes and tasks for an ad t€aommon methods of setting ad budgé&onsumer Behavio
& Advertising Research
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UNIT-11I .
Media strategy & planningMedia CharacteristiecMedia Brief - Media Plan and Media
Strategy-Sources of Media Informatieharget Audience objectivesMedia Terms- Media
Weight Theories Timing Strategiedviedia Innovations Digital media & advertisingRural
advertising in Indiaglobalization in lmlian advertising

UNIT -1V

Creative strategy & creative developmemtdea generatiorCreative brief Creating an Appeal
Creativity: layout & productiorThe key personnel in the Layout departme¥Xarious steps in
the layout- Elements in a layotitypogmaphy- Criteria for selecting typeCreative Approvals
Process

UNIT -V

Branding and marketing communicatiefzand strategie®Managing brand architecturBrands
over time Brands in a borderless world

UNIT -VI

Brand equity Researching for brand equityleasuring brand equity

Consumer behaviour and brand buying decisiddiand positioning

Branding and the marketing prograr-branding- building the brand online

Note: Relevant Case Studies need to be discussed in each unit.

TEXT BOOKS

1. Jethwaneyaishri and Jain Shruti, Advertising Management, Oxford
University Press 2nd Edition, November 2012

2. Dutta Kirti, Brand Management: Principles and Practices, Oxford University
Press 2nd Edition, January 2012

3. S.A.Chunawalla: Foundatiomd Advertising,. Himalaya Publishing House,
New Delhi,2010

4. Kazmi, SHH and Batra .K. Satish Advertising and Sales Promotfon, 3
Edition, Excel Books, New Delhi, 2010

REFERENCES
1. Eliott Richard: Strategic Brand Management, Oxford UrsitgrPress, New
Delhi, 2008
2. Keller Kevin Lane Strategic Brand Management Building, Measuring, and
Managing Brand, @ Edition, Global Edition, Pearson, New York1®)
3. Percy Larry: Strategic Advertising Management, Oxford University$ires
New Delhi, 2009
4. Shimp: Advertising and Promotion, Cengage Learning, New Delhi, 2008
5. Shah, Alan D Souza: Advertising and Promotion, TMH, New Delhi, 2009
6. Lane Ronald, Advertising Procedure, Pearson Education, New Delhi, 2008
7. Gupta,S.L. Brand Management, Himalaya Publishing House, New Delhi,
2010
8. Moorthy YLR, Brand Management, Vakas Publishing House, New Delhi,
2009




SUBJECT CODE: 16 MBA3006 L|T|P|C|INT |EXT

OBJECTIVES:

OUTCOMES :

UNIT -

Investments: Definition of investment, Investment Decisfoocess; Sources of investment
information; Real investment vs. financial investment, Investment vs. Speculation; Factors
considered in investment decision: Liquidity, Return, Risk, Maturity, Safety, Tax and Inflat

UNIT -1l

The concept and nmasurement of realized return and expected returare and exost
returns. Measurement of risknge. Riskreturn tradeoff. Risk premium and risk aversion.
Approaches to investment analyisndamental and Technical Analysis; Efficient Market
Hypothess.

INVESTMENT MANAGEMENT

To develop amnderstanding ahvestment management

To improve decision making skills in management of investment through better
understanding of modern theories on portfolio management and functioning of capit
markets

To get better return on portfolio with lessask

To enlighten the students with the Concepts and Practical apptis of investment
Management

To make students to understand investment decision rules

To bridge the gap between theory and practice by discussing and analyzing relevan

case studies

Help students to learsn overview of investmentlanagement

Analyze the major investment instruments.

Explain the the roles and workings of the securities markets locally and abroad.
Evaluate the factors influencing investment decisions.

Apply basic portfolio theory to managing investment portfolios.

Apply portfolio and capital market theories in investment analysis and decisions in
a practical setting.

Evaluate and design appropriate portfolio management strategre=et

I nv e ®lijectives and needs.

Emphasize on developing analytical skills , presentation skills and problem solving s
by discussing relevant case studies in the class room.
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UNIT 711l

Fixed Income SecuritiesAnalysis, Valuation and Management Features and types of debt
instruments, Bond indenture, factors affecting bond yield. Bond yield measur€meant
yield, holding period return, YTM, AYTM and YTC. Bond vatian: Capitalization of income
method, Boneprice theorems, Valuation of compulsorily/optionally convertible bonds,
Valuation of deep discount bonds. Bond d
duration. Bond immunization, active and pas$iead portfolio management strategies.

UNIT-IV
Common Stocks Analysis and Valuation: Basic Features of Common Stock, Approaches t

O

valuatiori Balance sheet model, dividend capitalization models; earnings capitalization models

Price Earnings multiplieapproach and capital asset pricing model, Free Cash flow model,
relative valuation using comparable4,P/BV, P/S; Security Market Indexes, their uses;
computational procedure of Sensex and Nifty.

UNIT TV

Portfolio Theory: Concept of portfolio. Pootfl i o r et urn and ri sk.
theory, construction of minimum risk portfolio, the singhelex model. Capital market theory:
Introduction of riskfree asset, Capital Market Line (CML), Security Market line (SML). Cap
asset pricing imdel (CAPM): ovetpricing and undepricing securities. Arbitrage pricing theor
(APT): The Law of one price, two factor arbitrage pricing, Equilibrium-reskirn relations. A
synthesis of CAPM and APT.

UNIT -VI

Mutual Funds and Portfolio Evaluation:utial funds: genesis, features, types and schemes
NAVSs, costs, loads and return of mutual funds, Problems and prospects in India, Regulati
mutual funds and investorods pBbaepedsnre
variability index, Teynor 6 s reward to volatility ind
decomposition of returns. Relevant cases have to be discussed in each unit and in exami
case is compulsory from any unit.

REFERENCES
1. Prasanna Chandsaandl Roest méendt MNManahyger
2016

2. Preeti Singh, Alnvestment Management o
3. Punithavathy Pandian, #ASecurity Analy
House, New Delhi.

4. Alexander.G,J Shar pe. W. F and Bail ey. J. V, n F
5. Reilly, Brown: AAnalysis of I nvest men
New Delhi, 246

6. Charles.P.Jones, fAlnvestments: AmM®AEdsI:I
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7 . Franci s. J. C. & Tayl or, R. W. , ATheory
Series, TMH, New Delhi,
8 . Peter L . Bernstein and Aswath Damodar ar
Finance.
9. Shashi and Roesy: amB8edworittfpwl AmalManageme
Kalyani Publishers, New Delhi 3rd edt.
10. Dhanesh Khatri, Al nvest ment Management
Macmillan Publishers. New Delhi, 2011
11. Sudhindra Bhatd, Pa6etali byMAnabegmeat an
12. V. K. Bhall a: AFundament al s of | nMbest mer




SUBJECT CODE: 16MBA 3007 L|T|P|C|INT |EXT

OBJECTIVES:

OUTCOMES:

UNIT 7 | : Structure of Financial Systeimrole of Financial System in Economic Developmier
Financial Markets ah Financial Instrument$ Capital Marketsi Money Marketsi Primary
Market Operation$ Role of SEBIi Secondary Market OperatioinsRegulationi Functions of
Stock Exchanges Listing T Formalitiesi Financial Services Sector Problems and Reforms.

UNIT 7 II: Financial Services: Concept, Nature and Scope of Financial Seiivieegulatory
Frame Work of Financial ServicésGrowth of Financial Services in India.

FINANCIAL INSTITUTIONS AND SERVICES

41-1-14| 40 | 60

To dewelop an understanding of financial institutions and services.

To understand about Financial system its role

To analyze Mutual fund services in india.

To gain an overall understanding of the Merchant Banking its operations.

To gain a complete conceptuabfnework of demat services and understanding
market mechanism.

To bridge the gap between theories and practice by discussing and analyzing releve
studies.

Help Students to learn the overview of financial institutions and services.

HelpSt udent s6 to understand the stock e
Familiarize Studentsdé with merchant b
Enable Students to understand credit rating mechanism.

Familiarize Studentso with dmat serv
Emphaize on developing analytical skills, presentation skills and problem solving

by discussing relevant case studies in the class room.
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