Criterion 1 — Curricular Aspects
Key Indicator- 1.3 Curriculum Enrichment

1.3.1 Institution integrates crosscutting issues relevant to Professional
Ethics, Gender, Human Values, Environment and Sustainability into the

Course Code & Name Cross Cutting Issues Relevant to
Professional
P Sr.No | Sem. E;r&l;saﬁa Gender
Refer Values
this 101 GC- 01 Managerial
1 1 . Y
nos on Accounting
below 2 1 | 102 GC - 02 Organizational v
doct. Behaviour
3 1 104 GC — 04 Business Research v
Methods
105 GC - 05 Basics of
4 ! Marketing Y
> 1 106 GC — 06 Digital Business i
107 GE - UL - 01 Management
6 1 Y
Fundamentals
7 1 109 GE - UL - 03 v
Entrepreneurship Development
110 GE - UL - 04 Essentials of
8 1 Y
Psychology for Managers
9 1 113 GE - IL - 01 Verbal v
Communication Lab
10 2 201 GC — 07 Marketing v v
Management
12 2 202 GC - 08 Financial v
Management
13 5 203 GC - 09 Human Resources v v
Management
14 2 204 GC - 10 Operations & v
Supply Chain Management
207 GE - UL - 07
15 2 Contemporary Frameworks in Y Y
Management
206 MKT SC — MKT- 02
16 2 Consumer Behaviour i
209 GE - UL - 09 Start Up and
17 2 New Venture Management Y Y
18 5 - Bu_smess ,Government & v
Society
214 GE - IL - 09 Industry
19 2 Analysis & Desk Research i Y
219 MKT SE - IL - MKT- 03
22 2 Personal Selling Lab ¢
301 GC — 11 Strategic
23 3
Management

Highlighted
syallbus
wiith this
colors



304 MKT SC — MKT- 03

24 Services Marketing
304 OSCM-Services Operations
25 Management-11
SC — RABM - 01 Agriculture
26 :
and Indian Economy
307 GE - UL - 14 International
27 . .
Business Environment
309 GE - UL - 16 Knowledge
28
Management
311-Management of Non-Profit
29 L
Organisations
SC — PHCM- 01 Fundamentals
of Pharma and Healthcare
30
Management
31 312 MKT SE - IL - MKT- 07
Business to Business Marketing
30 314 MKT SE - IL - MKT- 09
Digital Marketing - 1l
33 SE - RABM - 04 Rural
Marketing - |
SC — PHCM- 02 Pharma and
healthcare regulatory
34 . ? .
environment in India
SC — PHCM- 01 Fundamental
35 of Pharma and healthcare
Management
401 GC — 14 Enterprise
36
Performance Management
37 402 GC — 15 Indian Ethos &
Business Ethics
38 405 GE - UL - 19 Global
Strategic Management
408 GE - UL - 22 Corporate
39 Social Responsibility &

Sustainability




1.3.1 Institution integrates crosscutting issues relevant to Professional
Ethics, Gender, Human Values, Environment and Sustainability into the -

Cross Cutting Issues Relevant to

Year of Certification Name
SNr. Course Code | Offering Professional
0 Ethics

40 LBS2021-2204 2021-22 Cor.porate Etiquette &Business v
Ethics
SMART (Selling, Marketing and

41 LBS2021-2205 2021-22 Recruitment, Training) for Y
Agriculture Business Management

2 LBS2021-2206 5021-22 Agrl‘culture and Food I‘ndustry v
Environmental Analysis

43 LBS2021-2209 5021-22 Inte.IIectuaI Property Right for
Agriculture & Food Industry

44 LBS2021-2210 9021-22 Preser.ltatlon Skills and Public v
Speaking

45 LBS2021-2212 2021-22 Event Management Y
SMART (Selling, Marketing and

46 LBS2021-2221 2021-22 Recruitment, Training) for Pharma
and Healthcare management

47 LBS2021-2233 2021-22 Industry Environmental Analysis Y

48 LBS2021-2237 2021-22 Investment Advisor

49 LBS2020-2204 2020-21 Cor.porate Etiquette &Business v
Ethics
SMART (Selling, Marketing and

50 LBS2020-2205 2020-21 Recruitment, Training) for Y
Agriculture Business Management

51 LBS2020-2206 5020-21 Agrl.culture and Food I.ndustry v
Environmental Analysis

59 LBS2020-2209 5020-21 Inte.IIectuaI Property Right for
Agriculture & Food Industry

53 LBS2020-2212 2020-21 Event Management Y
SMART (Selling, Marketing and

54 LBS2020-2221 2020-21 Recruitment, Training) for Pharma Y
and Healthcare management

55 LBS2020-2222 5020-21 Pharmaceutl.cal and HeaIthcar(?
industry Environmental Analysis

56| 1BS2020-2232 | 2020-21 | SMART (Selling, Marketing and Y
Recruitment, Training)

57 LBS2020-2233 2020-21 Industry Environmental Analysis Y
Sales Process Planning and

58 LBSABM2015- 2019-20 | execution for agriculture and Food Y

21/03
Industry
LBSPHM2019- SMART for the Pharmaceutical and
>9 21/04 2015-20 Healthcare Industry \




LBS 301 2018-19 Social Media and Personal Branding Y
LBS 302 2018-19 Corporate Etiquettes and Grooming Y
60 LBS 304 2018-19 Ethics in Business Y
LBS 305 2018-19 Entrepreneurship Unleashed
LBS 306 2018-19 | SMART Y
LBS 201 2017-18 Life Skills
LBS 202 2017-18 | Social Media and Personal Branding
61 LBS 203 2017-18 Corporate Etiquettes and Grooming Y
LBS 205 2017-18 Ethics in Business Y
LBS 206 2017-18 Entrepreneurship Unleashed

Note: Syllabus copy of University/Value added program has been attached herewith

highlighting the relevant crosscutting issue which maps part of syllabus in that particular

course/certifications. Following color combination has used.

Cross Cutting Issues

Highlighted by

Professional Ethics

Yellow

Human Values

Gender

Environment and Sustainability
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ANMEXURE 11— COLERSE WISE EM TAILFI SYLLABLS = o
Gonedk Core Courses (Campulueyg] - Seeneyier | B0 |

Toememrt | 01~ Wamapedial Aecurting |
| % Credits TP 200 Compuliorng Genees Core Course |
Course Duteomes: On successiul comalotian af the pourse the learnes willl be akile fo

cow | CoGNTIVE ARILITIES COURSE TUTONMLS
[ cotoL - B AAT BARLRIMD ' [ SCRIBL the Basic eonrepls pedalpd i prcaunfing, Tmarnris Watermenls,
Cial furcoimt ing. BAnTginal Coslng, Budgeeary Lameal and Standarn (AT TS
COM0L T | UMDERSTANDING ENPLAIR] in deLal, all the thearetical contepts taught tRraugh the spllbus
C01.3 | APPLING PERFCHBA all the nesesbddy caleulations through the relewant numencs
probiems.
COI0L 4 | ANALYSING AMALYSE the stluation and decide the key financial a5 well sy fnen fireneial
plements involved inthe siuatien. o 1
CO10L & | EVALUATING EUALUATL the financial impact of the dedision,
1 Basic Concopts: Forms of Busingss Organization. Meaning snd Impartance of fcesunting n Busineis

Qrganization, Bags conteqits sl erme used in aciounbmg, Capital & Revenue Expendlture,{apltal & Feuerus Rooepis,
Ueprs of Acpaiinting ntermation. Accausnting Concepls and Corventsors, Fundamental Accaunting Equation, Journa,

Ledger and Trial Bslance, |&+2}

F Financlal Statements: Mpaning of Fmandal Statements, Importance and Obpectives of Finanozl Statements.
ereparation of Final Acounts of sole propaietary firm. (T + 2)
E Cost Accounting: Basie Concepts of Cast Arcounting. Objectives, importance and Advantages of Cost ACCounting

Lot Centre, Cost Unit, £lements of Cast, Classification and Analyss of Costs, Ralevant and Irrebevant Costs, Tifferentisl

Casts, Sunk Cost, Opporiunily Cost, Preparasion af Ciost Shest, (8 + 3}

4. Short Torm Business Decision Technigues - Marginal Costing: Meaning, Princhples, Advantages and Limitaiions,

Contribation, P Ratie, Break-Even Bainl [BER), Cost Wolume Profit (CWF) Anabysis, Shart Term Busimess Dention—
praduct Mix Dedsipng, Make o Buy (Cutsaurcng) Dedsions, ALLept of Reject Special Order Decisicns, Shigtting Dawn

Cecisions. (84 2)

5, Exercising Control — Budgetary control & Standard Costing: Budgetory fontral; Meamng af Budget ard
Budgeting, Impartance, Advantages and Disadvantages, Functional Budgets—Raw pasterial Purchase & Procurement
Budgst, Cash Budget and Flexibie Budget. standard Costing: Meaning, Importance, Advantages and Cisadvantages, Cost
Varianee Analysis, Material Variances—Material ot Variance, Material Rate Variance, Material Usage Variance, hlatensl
#ix Variance and baterial Yield Varlance. Labour Vasiances —Labowr Cost Variance, Labour Rate Vamanta, Lsbour
Efficiency Varance, Labour Mix Variance, iabaur e Time Yarianoe and Labauwr tield Yariance (& + 3

Note: Nurmerical Proflems will be asked an the following =

Final Accounts of Sote Proprietary Firm

Preparalion of Cost Sheet

Mergina! Costing and Shart-Term Business Dersions

Rzw hasterial Purchase & Procurement Budget, Cash Budget, Flexible Budget
fdsterial Variances and Labaler Varianoes

L

Suggesied Teal Books:

tAanagement Accounting, Ehan and Jain, Tala MACGraw Hill
Fundamenizds of Management Accourlng, H. V. Iharnkb

pAanagerial Arcounting, Or pAakesh Ahabe and D, Shriprakash Sond
tanagement Accounting, Or. Mahesh Kulicarm

Lo L B

Sugpested Reference Books:
1 Fingncial Cost and Management Accounting, P Periasamy
3 Financial Accounting for Management, Shankamarayanan Ramanath, CENGAGE Learning

3. Accoiwnting For Management, 5. N. Maheshwarn
It Ml L'n..-}‘_n._,-" Sapiiyhiiet
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SPPU - BBA Revived Curriculiom 2013 CBCGA & 10F Padjsen
Managemeni Acopianting. Madhuthj
Fundamentaly of Managemen Accaimting M W Dhamb

4

5.

G Costand Maisgemen] Accounling, M N Arees

T Financial Arcobing i Bamagers, Sanjay Dimsgs, Pesien Pl afines
8.

a

M-!ll'liﬁfﬂ"lr'l'l'l Accountimg, My Anlhoisy Atk imuosn, Bofsedl Fagilam Pearonn
Acrpuntivg Foe AMansgemeinl Dvoacbon |l

10 Accpurding, Shidls Grpwal
10 BAamapremenl Sroaimbing R Kialjad e
12 fecenmling foe Manaeees Deacden araf BRafacharga
107 Deganipatianal Rehdebngur

] Enmpulsney Gemerie fare Courss

| Semiesier |
| 3 crodits [ awe 2000
Ceirrse Dutvemes: On sicoesefol completion of The course the learmer will be shie 1o
T COGMNITIVE ARIFTIES COURSF QEITCORTS
i OIS T REMIMEL RINDG | DESCRIAE The majnd Iheonies, conoepds, berems, madels, [anewneks and
| | reaparch findings in the field off eganegatinnad hehawar
COINT 1 UNDERETANMNG | EXPLAN the smpdicatians of arganiraticnal behaving from the geripestipes of
employess, managers, leaders and the orpanizaton

: MAKE LISE OF the Thesnies, Madels, Principles and Framewnrks of

| pr_sanimrinn.ar _I:rh.winr in spr\:rlu: nrg;.:nr:aqlnn_.:# seftimgs,
DECONETRLICT the role of mdnadual, groups, managers and leader; in
influencing how peaple behawe and in Influencing arganizs ans! oultuee at

" COI023 | APPLYING

CO102.4  ANALYSING

| large,
COL02S  EVALUATIMNG | FORMULATE approaches to rearient indiwdual, team, managerial and
lesdarship behaviour inorder to sehieve arganizationsl goals
COl02.6 | CREATING | ELABORATE UPON the chalienges m shaping organizations! behaaar,
arganizational cufture snhd nrganlrarhnal change. :

1. Fundamentals of OB: Evodution of management thaught , five functions of management, Definitian, scops ang
impartance of 08, Refationship between 08 and the Indiwdual, Evalution of OB, Medefs of OB (Autocratic. Sustedial

Supportive, Colbegizl & SOBC), Limitations of OB Malugs, Attitudes and Emotions: (ntroduction, Valuss, Attituces
Definition and Concept of Emations, Emationzl Intelligence - Fundamentals of Emotianal Intalligence, The Emational

Comgpetence Framewark, Benafits of Emational intelligence , difference between EQ and |0, Persconality & Ariids
pefinition Personality, impartance of persanality in Performance, The Myers-Briggs Type Indicator and Tne Bg Five
tign

gercanahity moded, Johad Window , Transaction Analysis , Definition Mtiduge fmportance of attitsde in &0 arganizs
Right Attitude, Components of attitudie; Relationship batween behawviorand attitude. (7+2)

Z Perception: Meaning and EMEEﬁf_ﬂf—FII'I"IEFII'm Factars Influencing perception, Selective perception

Attribution theary, Perceptial process, Social perception (stereotyping and hala effect). Maotivation: Definition & Concagt
of Mative & Mativation, The Content Thesees of Motivation {Maslow's Need Hierarchy & Hersheng's Two Factor mocel
Thearyl, The Pracess Theorles (Vroom's expectancy Theary & Porter Lawder model), Contemparany Theories- Equity

Theory af Wark Moteation, (§+2)
L § Group and Team Dynamics : The Meaning of Group & Group behawior & Group Dynamics, Types of Groups, The
Five -Stage Model of Group Development Team Effectiveness & Team Building. Leadership: introduction, Managers

Vs Leaders. Oysrview ol Leadershig: Tratts and Types, Theories of Leadership« Traitand Bohavigealdnanies

+J

f ; Conflict Management - Cefinition and Mezning, Sources of Conflict, Types of Conflict. Conflict

Management Apgroaches. Ovganizational Culture: Meaning and Mature of Grganiration Cufture - Qrigin ol

Organization Cufture, Functions of Organization Eul’rureJM Creating and Maintaining

Organization Culture, Managing Cultural Diversity, [7+2) -

5 Stress at kplace: Wark Stressors — Prevention and Management of stress - Balancing work and Life,
dality Organizational Change: Meaning, definition & Nature of Organizational Change, Types of

Elrgainlz.;ﬂ-mai' change, Forces that acts as stimulants to change. Kurt Lewin’s- Three step madel, Haow ta overcome the
ganizational Change, Developing a Learning Organization, [5+2)

Resistance to Change, Methods u-ﬂmr:-lmnl_in!_Q[‘\
P e i = ot
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SPEL RS et | bl MR B G R P
iwerng Dyrlic gl pricing Beseiabin Priy i Frite | enibes iboap, Prigs \Aimnenica 17 aeialar qif fenA Fpivs Esbermemafion under
ﬂh’!{!fﬂl‘ﬂrﬂ'l ilapid e finn BAai ket pidl WA sk ef o ot e Pralios £ d mmgvetiiomses, Piiee 1 g 16 Esr it e o R #s
Ferler] Comprtitipg Shor) e ine lisrig Fogmidlibssae siieles Fefan o (s fEtEnie SFned e Fieen Faoiibeinam under Brrleed
|:'|'|'|'|'|I'|I."1I1II.'II'I- Ermg s delivilvy Dgoiblsisnes vpder Pealeg P § peviielifiom | o & ruip Panm Erpillibsmiirs cinder Brrbert
Comprtitinn  Pricing | inde e el Cmmnebifioen  Tslesidair ishin, Bomnpidy Free Biurrimimaiiom oandes Sl ey
Ritsl#ial BArnspeh hibnisnpndis by & vapefel s | Whigsiprinky, iy ity aeel Preee i eadler hig Fing B
Duppedy Edisly Anafysi Paphin Mealapy PAresh Favd pinalysis Prwlid Foees s ting Blead fnr Gisinmen) i epgset e s
Markets Poice Lpnlioh Soppoil Pede Preveistiomm and @ anis sl sl Al Sk ml Feial Peare §09 ¥
5 Cormumption Fumilien snd Inveatment Fums0inm: b orion, Tonyiseatinn £anebne e et | T IEY
Moarganal pificienry o cagpibal sl Buoinesy g winred Epfinias, Budpiplien, Arrelesaioe MBapansyy o JE IR IRy Fimst BASa e r
. 1 sl Majs sipes amrairs

andl Fearires. Theories of Mo Oy les, Meaian e 0o Conirsl B § wile s, Bumimes y Fogybe,
{T+1)

Sugprsted Tead Rooks

Managenal Foomamaes, Petervon, Leowss, Sodlsic Bain, Prarsisi, Presitice Hall

H d d

< Managenal Feomormcs, D Sabviatore, Meiaw Hill, New Beihi

3 Managrral Econpmics, Mearson snd Lewis, Prenlipe Hall, Mew Dl
4 Manageral Erpnomics, G5 Gupla, T M H, Mew Delhi

£ Edanaperial Econormes, Mote, Paul and Gupta, T M H, New Belhi

Sugpested Beference Ropks:!

1 Managesial Economics, Homas and Maurice, Tata McGraw Hill
£  Managerial Economics - Analysis, Problems and Cases, P_L. Mehta, Sultan Chand sar, Mew Dethi
2 Manggerial Econamess, Varshney and Maheshwari, Sultan Chand and Sans, Mew Delhi.
4 Managenal Economics, DoM.Mithani
3. Managerial Economecs, loel Dean, Premtice Hall, LS4,
& Manaperial Economics by H L Ahdja, 5 Chand & Co, New Dethi.
Semester | 104 - Business Research Metheds
3 Credits | LTP: 2:1:1 Compulsary Generie Care Course
Course Outcomes: On successful completion of the course the learner will be abie to
cos COGNITIVE ABILITIES | COURSE DUTCOMES
CO104.1 | REMERMEERING DEFINE various concepts & terms assotated with scientific Business
| research, I
CO104.2 | UNDERSTANRDING EXPLAIN the terms and concepds weed in all aspects of scientific business
research,
| C0104.3 | APPLYING MAKE USE OF sclentific princlples of ressarch ta SOLVE contemporiary
businecs recearch probfems, N
COM04.4 | ANALYSING EXAMIME the vanous facets af 3 researl:?ﬁ-pmﬂerrr and ILLUSTRATE the
relevant aspects of the research process from a data driven decision
perspective. o
JUDGE the switability of alternative research designs, sampling l;h:fa-lgn.’- data

colfaction instruments and data analysis options in the context of a given
| real-life business research problem from a data driven decision perspetive. |

COI04 .6 ,' CREATING | FORMULATE aiternative rasearch designs, samphing designs, data caflection
instruments, testable hypotheses, data analysis strategies and research
reports to address real-life business research problems.

(01045 | EVALUATING

1. Foundations of Research:  Definition of Research, Need of business research, Characteristics of saentific research
method, Typleal Research applications ln business and management. Questions ln Research: Farmulalion of Reseaich
Problem = Management Question = Research Guestion = Investigation Guestion, The process of business research;
Literature review - Concepts and theories - Research questions - Sampling - Data collection - Data analysis - Writing ug

- The iterative nature of business research process, Elernents of a Research Proposal. Practical considerations: Values -
igipants, Lack of informed consent, Invasion of privacy,

Page 36 ol 273
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[6+1)

1. Rewearch Desipn Conrepd. Feelures o p redusib oesepich desgn Peploraloey, Tiespipiive, fluay Bapasimends
Expeamental rporanch designs Comeept ol oo and Fed, Dilleeeare hetween Tareelatenn ind cnnatne Fipen sf
variablps - indppendeni Dependeml chepensl sl medisligg, snderating, ertranenis ganabien Rads knrwledge nf
Trgpimepng & Contred gropp, Coee aforly designe | rase aertmnnal snd Dangebudeal desians Clialifafoes and fuacttatoe
rpvpaneh approad by Pras and Cons of warinuy desgens, dBeide al @ devearch deggn Hypathesls Dedinifinn, ceseach
Hypothesis  Statitial bypoihess, Null sgoothesis, Atternative dhoothess, [heechinnal Hypatheos, Hon deeeebion

typethess (Jiualihies af 2 gand Hypathecis, Traming Bid Hypathei B ARefmative Hypathes Frneept o dysepthesp

Testing Lo’ K litspoi | smee |T41]

1 [Mats B Measurement Adpaming of d#la Meed for data Sedondary [ats Definfian, Saufees, Fharacierisho
fwtficsery, aderuary, reliakility ard

afvaniagrs and disadvantages over primary data, Quality af seepadary data
constency Primary Data: Defindion, Advantages and disadvantages over secandary data Meaweement: “uroegt of

mpsspEement. What i measuied 7 Problems In measarement in management research - Wahdity and BstigBility, Lepsts of
wigasarpment - Nomanal Oedingl, Interval, Ralio. Attiude Scaling Technlgues; Concept af Scale = Batng Seales o Likert
scales. Semantic Ovfferendial Scales, Constant Sum Scales, Graphic Asling Scales — Ranking %cales — Pawed Companson &
Forced Ranking - Concept and Application. Questiomnadre; Questionnaire Construction - Personal Intereews, Tetephore
sufvey Inferviewing, Onfine questionnaire taals. [8+1)

4. Sampling: Basic Concepts; Defining the Universe, Concepts of Statistical Papulation, Sample, Characteristics of a good
sample. Samplhng Frame, determining the sample frame, Slmplln,g errors, Mon Sampling evroes, Metheds 1o reducs the
errors, Skmple Size constraints, Non Response. Probabliity Sample: Simple Random Sample, Systematic Samale, Stratfied
Rangom Sample, Area bampling & Cluster Sampling. Non Frobabiity 5ample: Judgment Sampling, Canveniznoe Samoling,
Purposive Sampling. Quota Sampfing & Snowballing Samplng methods. Determining size of the sample: Practical
consderations in sampling and sample size, (sample size determination formulae and numericals not espected) [3<1]

5. Data Analysis & Roport Writing: Data Analyséiz Cleaning of Dats, Editng. Coding, Tabular representation of data
freguendy tables, Univariate anabysis - Interpretation of Mezn, Median Mode; Standard dewiation, Coefficient of Yariation
Graphical Representation of Data: Appropriate Usage of Bar charts, Fie charts, Line charts, Histograms Bivariate
Analysis: Cross tabulations, Bivarniate Correlation Amalysis - meaning & types of correfation, Karl Person’s cosfficent of
corredation and spearman’s rank correlation. Chi-square test including testing hypothesls of association, assocation of
attributes. Linear Regression Anabysis: Meaning of regression, Purpose and use, Linear regression; Inferpretation af
regression co-efficient, Applications n business seanarlos. Test of Significance: Small sample fests: © (Mean, proportion)
and F tests, I test. Mon-parametric tests: Binomial test af praportion, Randomness test, Snalysis of Variznoe: One way
and two-way Classifications. Research Reperts: Structure of Research report, Report writing and Presentation. {10+1)

Mote:
1. Itis desirable fo wse 845 Excal / SPSS f Systad for deffvery of unit 5.
2. Forunit 5, Formudae and calcwlations are not espected. Interpretation of the given data/Mest autcomes is especied

for appropriate managerial decisions  inferences.

Sugpested Text Baoks:;
Buginesy Research Methods, Donald Coaper & Pamela Schindler, TMGH,

1

1 Bysiness Research Methods, Alen Bryman & Emma Bell, Dxford University Press

3 Resegrch Methods for Social Wark, Allen, Earl B, Babbie, Cengage

4 Research Methods in Business Studies: A Practical Guide, Perver Ghauri, Dr Kjefl Granhaug, FT Frentice Hall

Suggested Reference Books:
1, Business Reseach Methads, William G, Zikmund, Barry L. Babsn, bon € Carr, Mitch Griffin, Cengage Learning

2. Approaches to social research, Royee Singleton, Bruce C. Straits, Margaret Miller Straits, Oxford University Press
3. Research Methads: The Basies, Micholas S R Walliman, Nicholas Walliman, Reutledge,

4. Research Methodology in Management, D\ P.Michael

Sanstha'«
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| BefeEEter | i LirS - Rasids af Marketing
3 Credits LTP: 2101 Compul ey fiomnric Core Courss

Course Dulcormos: Dn successiul complelion of the course the learner willl be able to

, Co¥ | COGNITIVE ARILITIES | COURSE QIUTEORALS
{01051 | REMEMBERING | RECALL and REPROOUCE the various coneepls, printiples, Framesiaric and
teamas related te the lunction and rale ol marksling
COI05.2 | UNDLRSTANDING OE MONSTRATE the relevance of marketing management eoneepts and

framewarks 10 a new or existing business across wide vasety of tectons and
ILLLISTRATE the rale that marketeng plays in the ‘toal kit of sy
nrgmi:r.:ltll;-r!:ll I_r:l:_l-r.r and manager.

Co108,3 : AFRLYING AFPLY marketing principles and '|‘|1|,'¢I;I.I:i.ﬁ to the demands of marketing
function and practice in contemporary real woeld soenarion,
CO105.4 | ANALYSING EXAMINE and LIST marketing issuses pertaining to segmentatian, targeting

and positioning, marketing environmsental forces, carsumer buying

| benaviar, marketing mix and Product Life Cycle in the conteet of neal world
marketing offering [commodities, poods, services, e-praducty) e-serdoes),
COL05.5 | EVALUATING EXPLOUN the intarreialicnships betwesn segmeniatson, Largetmg and
positioning, marketing enviranment, censumar buying behavier, marketing
mix and Product Life Cycle with read werld sxamples,

COI05.6 | CREATING DISCIUSS adternative approaches (o segmentadion, targeting and poditiening,
the markeling envirenment, oansumer buying behavior, marketing mix and
Praduct Life Cycle in the contest e real warld markating affering
{commodities, goads, services, e-products) e-services.|.

1. Introduction to Marketing: Definition & Functions of Marketing- Scope of Marketing, Evalution of Markeling, Core
concepts of marketing — Need, Wank, Demand, Custormer Walue, Exchange, Customar Satisfaction, Customer Delight,
Customer loyaity, Concepts of Markets, Marketing V/S Market Competition, Key customer markets, market places, market
spaces, Meta-markets, Digital Markets, Brick & Click Model, Impact of Glabalization, Technology and Sacial Responsibiity
an Marketing. Mew Consumer Capabslitics, New Company Capabdities. Functions of Marketing Manager. Linkage of
Marketing functions with il functions in the arganization. Company orientation towards market place: Product =
Production - Sales = Marketing =Societal — Relational, Halistic Marksting Orientation. Selling wersus marketing. Concept
of Marketing Myapla. Marketing Process, Understanding Marketing as Creating, Commusnicating, and Defivering Valus

-2
H"_‘ : ient: Eoncept of Environment, Macro Ervironment B Micro Ervironment = Components and
eharacterstics, Needs & Trands, Major forces impacting gronment 8icro Environment, Need for analyzing
the Marketing Environment. Analyzing the Pelitical, Econamic, Socig-cultural, Technical znd Legal Envirgnment.

: 1. Segmentation, Talrget Marketing & Positioning: Segmentation - Concept, Need & Benefits. Geographic, Demographic,
Psychographic, Behavigural bases of segmentatian far consumer goods and services. Bases for segmentation for business
markels. Levels of sagmentation, Criteria for effective segmentation, Market Patential & hMarket Share. Target Marke? -
Concept of Target Markets and criteria for selection, Segment Marketing, Niche & Local Marketing, Mazs marketing, Long
Tail Marketing. Pasilioning - Concept of differentiation & positioning, Value Propmsition £ Unigue Selling Proposition

7
f‘. : vior: eaning & importance of consumer behavior, Companson between Drganizational Buying
behawear and ¢pn'£1imer buying behaviar, Bisying roles, Flve steps consumer buyer gecisam process = Problem Recognition,
irfarmation Search, Evaluation of Altermatives, Purchase Decision, Post Purchase behaviar. Moment of Truth, Zero
pAoment of Truth, 2M0T, Maderating effects on consumer behavlor. [742)

5. Macketing Mix! Grigin & Concept of Marketing Mix, 7P - Product, Price, Place, Promation, Peaple, Process, Physical
evidence. Product Life Cycle: Concept & characteristics of Product Life Cycle [PLE), Redewance of PLC, Types of PLE and

Strategics across stages of the FLC {1042

Mote: Real warkd examples [ cases are expecied to be analyzed in the glass as well 33 Incluged in the examination

e
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Suggested Text Boaks
1
i idarketing BAanagemeni. Rajan Sawena, TAAGI

2. Marketmg, Lamb Haee Sharmn, M Darelel, Denpage Leaming

Supgpeited Beference Boaks,
1

I Makpting Management- Tead and Cases, Tapan & Panda, [wcel By
3 Marketing Management, Bamasueay & Namaksman, Macmillan

a Al keting Whitebank

£

Fldrkielmp Manageimeic. Philipp Kolle Eevei Lane Bellee, She abam Faoky S8 il e ar la Pesrne

Peincipes of Maskeling, Fhilip Koller, Gary femasdpeg, Poalalla ﬁﬁl’nhf‘llll. Fhiasan Flaque, Prarugn

106 - Digital Busineys
_Compulsary Generic Core Course:

ta

Semester! | - ——— = -
| 3 Credits [ 17p: 20100 S P W
Cowrse Dutcomes: On successful completion of tha course the leamer will ba able
cow COGNITIVE ABILITIES COURSE OUTCOMES

COI0E 1 | REMEMEERIMNG
and social commerce.

CO106.2 | UNDERSTANDING

SUIMBAARIZE the impact of intesmation, mabile, social, digisl, 10T and
related technobogies on soclety, markets & commarce

COL106.3 | APPLYIMNG
ensirpnment,

FLLLSTRATE walue creation & competitive advantage in 3 digital Business

COL0E4 | AMALYSING

EXAMINE the changing robe of intermadiaries, changing nature of supaly
chan and payment systems in the anline and affline world,

CD10G.5 EVALLUIATING
| their benefits and Bnitations.

ELAGBDRATE upon the various Ty pes of digital business models and OLUTLIMNE

CASCLES the various applcations of Dig

COI0EE | CREATING
world.

ital Business in the present day

L

Electronic Commerce: The Digital Revalution and Society, The Digital and Social Wodds - The Digital Ecanomy,
The Digital Enterprise, Wirtual Communities, Online Commnities, Defining Electronic Commerce, Emerging E-Commerce

Platfarms, E-Business, Electronic Markets and Metwerks; The Content and Framework of E-Commerce, Classification of £-
Commerce by the Mature of the Transactions and the Aelationzhips Among Farticipants, E-Commerce Businass Madels,
Integrating the Markelplace with the Marketspace, Webk 2.0 Drivers, Benefits and Limitations of E-Commerce, lmpact of

E-Commerce on business, govermment, customers, citizens and socety, {7+2)
2

Mohbile Cammerce, Social Commerce and loT: Mokile Commerce, Attributes Apglications and Benefits of M-
Commerce, Mobile Marketing - Shopping and Advertising, Social Commerce: Social Commerce, Sacial Business

{Enterprize), Social Business Metworks and Social Enterprise, Sociad Mediz, PMlatforms for Sacial Networking; Socizl Medsa

fiarketing, Enterprise 2.0, mproved Business Models. Entreprenews Metworks, Enterprise Social Retwarks, The Benefits
gnd Limitations of Social Commerce, Benefits to Customers, Retallers, Emplayees, players in the ecosystern, Social
Colfabaration (Collaboration 2.0 - Essentiabs of Social Coflaboration, Consumer-to-Consumer Electronic Commerce (G20},
Person-ta-Person medels. Internet of Things: Concept of 10T, Smart Homes and Appliances, Smart Cities, Smart Cars,

Weardhie Compuling and Smart Gadgets, (T+2)
ES

Digital Business Ecosystem: Elecironic Commerce Mechanisms, Online Purchasing Process, E-Marketplaces
Types, Components and Particpants, Disintermediation and Reintermediation; Customer Shopping Mechanisms -

Webstores, Malls, and Portals, Webstores, Electronic Malis , Web (Information) Portale. Imtermediaries: Roles of

Intermediaries in E-Market places, Merchant Solutiens: Electrenic Catalogs, Search
Catalogs, E-Commerce Search Actiwities, Auctions - Traditional Auctians Versus

Emgimes, and Shoppang Caris, Electranic
E-Auctions, Dynamic Pricing. Changing

Supply Chains: Structure of the Supply Chain, EC Order Fullilment Process, speeding Up Deliveries, Partnering Efforts and
Outsgurcing Logistics, Order Fulfillment in Make-to- Order {MTO) and Mass Customization, Digital Payments: Smart

Cards, Stored-Value Cards, EC Micropayments, Payment Gateways, Mobile Pa
Security, Ethical, Legal, Privacy, and Technology lssues. (742}

yments, Digital and Virtual Currencies,
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| Generic Caurms [Fleetiaea] - Uinduse iy | ewel - Qematas IR N

RpmiEAbst | | 10F - Marsgemert Fondamestalt
3 Creins LFP- 2o0en fierieric Tleciees - Llmigerty el

Course Dhilepmipy: Din g rea bl ¢ aeajlelicn of the raurds (e lparnsd will he akle bn

o COGNITAT ARELITIFS  CEVLRSE DLTOORATS
COIAT 1 | AFKRATRAAT RIMG FHLIMERATE warinuy managrnal competenne and sppenar iy b e e e e
Coor 2 [ L RS T AN G [XPFIAIN gl sale and peed ol Plaapirg, Ofgansfmg Deecrpnn 8svonp e
I Confrolling
COI0T 3 AFPFLYING MAKE UAE OF the principles al gasl setting and planrmg Far umgie 35 wal g
conmples asks and semall projecis
COIOT A4 | ANALYHMNG COMATARE arsd CONTERALT wanous organipaisanal structures of vt of Business
| T gljgd_rq:t-i.:_l_r-pfgﬂl Entities in a real world context.
COIO7S | EVALLUATING BUILD a lizt af the dedsion making criteria used by practiomg manggers leadars

and entregrensurs in raiine and non-rautine decisan making Lituatarg and
EVALLMATE and EXPLAIN the same.

| colo7s | CREATING FORMLULATE ard DISCLISS a basic controfing modet in a real e husinass mam.
up and mat-for-profit arganizational contest

L Basic Concepts: Manager, Managing, Workplace, Organization, Mana i i
: , ; pement Functions, Mintzaerg’s Mzazgeria
H.nle:..lhr'imhner..iallt'rﬂ Management, Approaches to Managemest - Early Management, Classicad Appraach ll'm;-..ar:-
. ﬁli'm:jﬂhg ﬂwtr_la'ﬂ'-'t Approath, E_-:rm-mmry Appeaaches. Managesial Competencies: Communication /feamm wark
Tr:a?:"::ﬁ;d::w:ﬂmm:mr:yp: and global competencies; Managerial Skills: How s the Manager's ot h'é;g---gﬂ
ustomers Lo anagers Job, Importance of | i i Znce
h!tainabill'l'flnlhtmiﬂagef'slﬁ.m R
il Planning: Concept, need, nature, Management By Objectives (MBO) - Process of MBD - Benefits &f MED
P;;::igh::dt:;trfnrm;ml, Goals and Plans, Types of Goals, Types of Plans, Setting Goals and Developing Plans
o5 thing, Goals, Devaloping Flans, Approaches ta Planning. Planning Effectively in Dymamic Enviranments
Ia:l:ep.ir'l; l:lrpru:iﬁ-l.l: l::u;h;h:lfjm Crganlting, Organizational Structurss, Principles of Work Specislisstion
MmeerTLEs £atican, Commard, Span of Cantrol, Centralizatia d izaki
Mechenistic and Organie Structures, Factors: Affectin i ST LM e
: B Structural Choice - Skrat Size, Teckngl
Uncertainty, Tradiiona! Organizstional D ; EEY. Hie, Technalogy, Ervironments!
1gns - Smple Mructure, Functional Structus ]
i s B B e #, Divissanal Structure, Matry
# ' ] '.E I =, i i
::arnlngﬂrganlmimm. ekt Stg e grwamﬁa:;ﬁm ?;;Jndan.- bess Organization, Virtua! Organizations,
! Decision Making: i '
Weights to :;ug'iterla IE:MFE-CIE'“"'MEH""FW’”‘ - Identifying 2 Problem - Identifying Decision Criteria - Allacats
Aernative - Evaluating MT:&T;?;T;:;MMWAH?TIM mt'l:"m L A ||'|‘IDJE1"|1EI11M1; t:E
n;uﬂinlat:LEnudEn::-BaWd Manageme T-,-pe.: arberfsi;;ﬁ?u:ﬁ:;:::::;‘ e el Th e s
- Luantitative zp h, Erwi q
1 progac . mrenmiental Approach, System .ﬁppmach..uhh:al Aoproach Intuitive Approach, Case Stugy
» Decision-Making Biases and Errars. Effective

communication of Decisian, Participation In deelsian mmﬂ'lﬂwiernemat.;::r:::?:;: I:1.;]rn=mz of decision, EHective

I [ ||H Mg ﬂ rl ncpe I LB R P i n |:|1 BELSLONG n

Best Pragtices 5 Cantrels, infarmation Controls BBehmarking ol

Suggested Text Books:
L Fundamentals of ma
nagement by Robbins, 5.0 and
L Management, Knarz and Wechrich, ThGH nd Decenro, 0.4, Pearsan Education Asks, New Beli,

: Management, Honer, et al, Pren

v Hall of India, New Delki,

—
——

—
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Rale ol Small srale Indiistiies in Indian Teonmnimy, Paweily, Widnersilily andd Lrarganieed fecbar Fraplnyment fhe High
Degree of Correfation, Estimate of Ovganized and Uamrganized Wik e (&)

:- The Foredgn Trade of Indin; npaiisace of Foreign Trade for a Dewsoping € eonemy, Ouenses of Foregn Trards
incr ndeperdence, Compasition ol Indea’s Fodeijs Tostde, Directiom ol india's Tateign Teads imdia's Halanrs of Pagmenty

om Curenl Arcounl, Balance of Payments Crisls, Aalance of Paymenis Since the Bew Foonnmir Belorns af 1901, indias

Teade Prodscy, India's Foseign Trade Policy, &n Anahysis ol Tremdy in Liporty aedd Imporiy, Special Eronoemie Sanes, (ISEES] &0

Overmew. [B]

Suggested Texd Books:
Indiany EBcompmmy , Butt A and Sundharam K.PA, 5 Chand, Dedh

i Indian Economy, dgarwal &, N, Vikas Pishlishirg Bause, Drlhi

3. Indian Ecorsonry, Msra S8, aad Pury V., Himalaya Publishing Howse, New Geini
4. Business Envircnment . Bedi 3K, Excel Books

5 Economic Refarms in India - & Critigue, Dult Ruddar, 5 Chand, New Dedi
Suggested Beference Bopks:

1 Economic Eavirrent of usiness | Adhikary, Sultan Chand and 3ans

3 Business, Goverrment 3nd Society, Gearge A and Steiner G A, Macmillan

1. Eeonomes Enviranment of Business , Ghosh, Vikas

4 Dusiness Enrommend, Framels Cherumilam, Himalaya Pubkshing Howse, Bambay
5. industrial Econamy of india, Kuchhal 5.C., Chaftanya Publishing House, Allahahad

104 - Entrepreseurship tlm.;ulupnu'rt

Semester |
Generic Ebative = Uiniversity Lesel

| 1 Credits LTP: i

Course Outcomes: On successful completion of the course tha learmer will be able to
| cow COGNITIVE ABIITIES | COURSE OUTCOMES

01091 | REMEMBERING DEFINE the key terms, LIST the Attributes amd Charactenstics of
Entreprenears features and ENUMERATE the Factors influencing

| Entrapremeurship Growih

COL09.2 | UMDERSTAMDING DESCLISS various thearies of entreprencurship and the entrepreneurship
develppment ecosystem Inbndian conbesl |
APPLY the thearies of entrepreneurship and entreprensurship
developmant framework to analyze and identify entrepreneurial
| ) oppoetunities.
COL08.4 | ANALYIING DISCRIMINATE between potential options awailable for entrepreneus for
embarking an establishing 2 3art Up
EVALUATE the start up ecasyslemn and the entrepreneurial cppartunitiss in |
- light of requiremsents of @ business plan. -
T CDI0AG | CREATING CREATE 3 business plan that captures entrepreneurs and variety af
prireprenewr mativations, entrepreneur cutture and sectoral opportunities
| and financing apticans.

[ COl23 | APPLYING

C01005 | EVALUATING

L EntreprencurshipsConcent of Entrepreneur. Intraprener, Entrepreneurship and Manager. Difference between
Entrepreneus and intrapreneur, Entreprensur and Entrepréneurship, Afiribates and Charattensticn af duseeassiil
entrepreneurs. Functions of an Entreprencur, Classification of Entrepreneurs. Role of Entrepreneur in Endian Economy,
Deveboping entrepreneurial culture, Factors influgnting Enlrepreneurship Growth - Eoanamic, Men-Economic Factars, Far
profit or Mot for profil entrepreneurs, Constraints for the Grawth of Entrepreneurial Culturs, Entrepronpurship a5 3
career, Entreprensurship as 3 style of management, Emerging Medels of Conporate Entrepreneurship, India's start up
revolution=Trends, imperatives, benefits; the players Imvolved im the ecosystem, Business Incubatars-Rural

entrepreneurship, sotial entreprenewnshiggwemen entreprenpuns, € ases of Tata, Birlas, Wirlaskar and new generation
eritrepreneurs in india. (B)
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:;lr mml:r:rf::rm!ﬂihh: Irmnvation Theesy by Schuregicles & milafing, Ty ol fogh fehisseemend by
3 W htunl.tre un.:l l'*ﬂi"."hr'lr'lhrmmﬂ. Thenry ol Pualit by kraght, Theary of 5o lal change by et Higen (3]
el reurenrunmn i P SAvtopT [“h?rﬁr""“‘ Comprlendies, Dewwlopang Competence  Concept af
il 5;-'5!; I"I-;I'ﬂl‘fﬂ. Evdropeeneul Traiming ard drweinping, Role of Enfrepreneur Drvelapmsrt Brogran
i : EDN, MEESEUD, NEDR, EDP - ishjrrkives - conlenls - methads - pestutinn Bobe of Beniar,
fnnovation and  Enfreprepssurship, Design Thioking Process Acle of comillancy dganidations in promotieg
Entrepreneurs, Problems and difficulies of Entreprenewss - Marketing Finans g Wi REan b roducton, Reesrch .
external peoblenss, Mobdity of Evtrepeeneurs, Entrepreneurial change, sceupalsanal mobiity - |actor in makilitg 18]
.l. Rk of Certryl Gavernment and State Governmient i prosoting Entreprensurship: nlfeduclion be darous
intertees, subsadies and grants, Expart Crienled Unils, Flscal and Tax eancessions available ; s
Role, Protlems and Prospects, Reasons for low women Entreprencurs, Assiitance Programe lor Small Scale Unats -
Institutianal Frampwork — Bole of 551 Seclar in the Economy — 551 Units — Failure, Couses and Freventive Measges -
Turnarownd Strategies. Future of Entreprensurship Development and Govemmend, Stit Up bsdia, Make in Indie. {5)
-9 Ererprise Promotiom: Creating Entreprensunizl Venture, Entrepremseurship Develapment Cycle, Business
Flanning Process, The business plan & an entrepreneurial ¢ IBBlectives, Markit Analysss,
Develoarment of product § idea - Reiources, Capabélities, and strategies, identifying attnbutes of strategid resouroes.
Cipporiunity &nalysis, innewator or imitaton, SWOT analysis, internal ard Externsl Enyircrement Anabysis, Industry Anghyss,
Embryonic Companies and Spin off's, Porter's fve forces model, Identitying the right Business Model Canvas, Seven
Domains of faha Mulling, Opportunities in Emerging/Transition)Decline indusiries, Oppartunities st the bottom of the
pyramid, Opportunities in social sector, Oppartunities arlsing out of digitization, Marketing, Finance, Deganization &
Management, Ownership - Franchising, nebwarking and sfiances, Buying an existing Mlnmmm

ifithie propoesl, checkling and milestones. (8

Supgested Taxt Books:

1 Dynamics of Entrepreneurihip Development, Vasant Desai

2. Entrepreneurship; New Yenture Creation, Devid H Halt

3. Ensrepreneurship Bevelopment Mew Venture Creation, Sstish Taneja, 5 L Gupta
4. Project management, K. Megarajan.

L. Entrepreneurship: Sirategies and Respurces, Marg | Dallinger

Suggpested Relerence Books:

The Cufture af Entreprensurship, Brigitbe Berger

Innesation and Entreprenewrship, Peter F. Drucker

Errtrepreneurship, Rabert D, Hisrich, Michagl P, Peters, Dean &, Shepherd
Entrepremeurship As Strategy, &. Dale Meyer, Kurl A, Hepoard

Meew Vistas of Entrepreneurship: Chaflenges & Opporfunities, A Sahay, M.5.Chhikara
Entrepreneurship and Small Busingss Management, Sropolis

The Eptreprengurial Connection, Gurmeet Narols

Thought Leaders, Seven Brandt

Corporate Entrepreneurship, Wijey Sathe

Corporaie Entrepreneurships Entreprencurial Development Indsde Ongarezateans, Michael H Marris, Donald
F Kuratko

11 intrapremeurship: Giflard Pinchot

12 Lead Wi ar Entrepreneur, Neal Tharnberry

13, You Too Can Becoene an Entrepreneut, Nanaksha Mutsuddi

14, Make The Move: Demystifeing Entreprenewiship, Ishan Gupta, Rajat Knare

R

=
=

Semester | | [ » | 110 = Eﬂptialsn};sumlng}llni@;r?;g-ﬁﬂ
2 Credits I wizo | Generic Elective - University Level

Course Dwtcomes: On suecesstul completion of the coursn the leamer will be able ta

COn___| COGNITIVE ABIUTIES | CDURSE DUTCOMES |
Co11m HEMEMBERING D FisIE the basic concepts of paychology.

__'r_:n_im.z UINDERSTANDRIG EXPLAIN the sensing and PErCEINg processes, :
COL10.3 | APPLYING AFFLY princig [es f lepming and conditigning to human behaice

M Page &8 of 273
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| L0110 | ANALYSING

ILLLISTRATE e lirkagrrs helwesn learnirg, memory s infarmaten pracesing |
| €O1IDS | EvALUATING et I

FYFLASK (ke bimsic inbrapersonal proceuses that infuenes sacial prroeptiog

I:;'* Concepts: intradusction 1o Prychalagy, Defistlons of Paycholagy, Goals of Puychalogy, History of B hoiagy,
erm Psyihotogy, Piychology: Hs Grand lssuns and Key Poerspectives, Pugchalngy - Trends for the New Midennum
Biolegical Bases of Behavior; Neurons - Building Blocks of the Merwnus System, The M, System - it B Slnscture
and Functions, The Brain and Consticusness — states of constiousness, dreams, hallucinations, The Beain and Husnan
Brhavioe, Heredity and Behasdor - Geneties and Evalutionary Psythology. (6)

1. Sermations and Perceplion : Sensing snd perceiving, Sermory Thieshelds, Sensary Adaptation, The Senies - Hearng,
Wision, Perceplual Pradesses, Infarratics Pracessing = Bottam U Pracessing, Top Down proteiung, Botiem Up and Top
Down (together) processing Culture, Experience & Percapiion, Percopfual Canstancy, Perceptual Espectabans,
Ferceptual iBusions, Gestalt Theory, Perceptual Development and Learning. (B)

3. Learning and Canditioning: & Defirition of Learning, Clssical Conditianing, Instrumentsl Conditicring, Odssical i
Instrumental Conditioning Compared: Biofeedback and Reinforcement, Verkal Leaming, Basic Condilioreng and Learning
Phenamena, Beinforcement, Schedules of reinforcement, role of remlarcement in developing subordingte Social
Behavicr, Transfer of Training, Leaming by Observing Models, Biologicsl Linits. (8]

4. Memony Learning and Memory 35 intertwined Processes, Einds of Information Stored @ Memany, Measues of
Retention. The Three Components of Memony — Encading. Storage, Retrieval, Imerference Theary, Deciy Theary,
Inforrnation Processing |: Separate-Store Models, Infarmation Processing 112 Levels of Prapessing, 1ssues in remary. (6]
5, Cognition: Thinking - Mendal Imagery, Problem Solving, Decision Making. Concepl Formation, languige
development, Relationskip between language and thinking. Emetions Definiticn af Emotion, thie Prysiology af Emotion,
Emptianal Expression - Verbal & Nen Verbal, Labelling Emotiens, Thearies of Emotion ~ Comman sense theary od
emptian, lames Lang theary of emation, Cannnon Bard Theary al Emodion, Cogritive Arousal Theory of Emption|&)

Suggested Tent Books:
1. Paychology Ciccarelli, 5, K & Meyer, G.E Pearson Education Lid.
7 Introduction te Psychology, Clifford T. Borgan, Richard A King, John B Weis: snil Jokan Schapler, Indian Editien

Supgested Refefonie Books:
L Essentizls af understanding psychology, Feldman 5.F, Tata Mc Graw HE.
2. Paychology, Baron, RA and Misra, G. Pearson Educatian Lid.

Semester | g 111 - Legal Aspects of Business |
2 Credis LTP: 2:0c0 Emw_b:ﬂ::ﬂu—ﬂ-nluersm_h_mii
Course Outtames: On successhul comphetion of the course the learner will be able to
cow COGNITIVE ABILITIES | COURSE OUTCOMES .
T CO111.1 | REMEMBERING DESCHAIBE the by terms invcheed in pach Act.
01112 | UNDERSTABDING CUMPAARIZE the key bagal prauisions of sach Act. .
CO111% | APPLYING ILLSTRATE the use al the Acts In common bisingss siuatans. o
COL11.4 | ANALYSING OUTUNE the vamous facets of basie case baws of each Act from a legal and
managerial perspeclive. ] ) |
U co111s | EvALUATING DEVELOP oriticad thinking by making judgments related 1o use of various |
| pravisicns of the Acts in business situations

1, The Contract Acl, 1872: Essentisl Elements af Valid Contract, Essentisl elements pf Walid Camtracts, Condracts af
indempity & Guarantes, Costingent Contract, Quasi Contract, Dischange of contract, Breach af contract-Meaning &
remedies, Agency - Creation of Ageney = Agent and Principe! (Relationship/rights). Types of agency. |5+1)

2. %ale of Goods Act, 1930 Contract of sale of goods, Conditions & warranties, Transfer of property or ownership,
perirmance of 1he Contract of Sale, Rights of unpakd seller, Sabe by Auction, (5+1]

3, The Negotisble Instrument Act, 1883 Negatiable Irstraments - hbezning, Characteristics, Types. Parties, Hodder
and hakder in due course, Megatiation and Types of Endorsements, Dishonor of Negotiahle Instrument - Mating and
Pratest. [5+1)
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4 Dipital Rusimess Applicatinans  © Flecirnmic Belaskng B0 Fleetinpe Bt mbing hagarfenids
Linvitatiens, £ Tailing Buseness Waarels, | lnssific stioe of kandebs g Disaribstion § hannel Befrerig fiessiares Rl
Shared Sprvires Sorksd Shopping - Caneept, Reaelits sad D, Soeol Sieppiee A Eprpmene vl atine, Paedew,
Ratirgs and Markeipla ey, Riel Time Dnline Shapping The Dekae Merss 0 Lae fepmpeiilann, £ ligh and Arick Ll LU
Prodict and SEivicr Casipmialinn and Proonskratin  Fimteich | Banking Mnkele Fanking, fipe Widtuial Rank

insuranee, amd Slork Tradeg, (Ml RAnjile Finance Apphrstions  Hgits Gnasnmard Tnusdrment ta CibgEe
wnternal ElfrEncy ol

L FELLED L
5, will

Goverament 1o Buiness  Govesrment 10 Gmerrnmend, Grepinment b Frgpingees Bndel:
Eiecbuenrss | Gevernment and Soeial Hetworking, M Gourrment £ Leaming, £ Tralning, and F-Rooks fsirs oo
i paming, ¢ haracteristios, Advaniages, Limlatinns, Msisnie Eearnmi anil Fingmi Linerrities, Cinliae T aproals franing,
Spcial Netw ook soil | Logening, E Lesmring Mansgement Sydems, fleoirnan Rnoks [Te2]
L] Digtial Ruisimpss Applications - 11 Online Trawol and Tourlsm Serdees: ¢ haraeforinbics all Feden s Tragel, Anpefity,
Limifations and Competition in Daline Travel Senveps E-Tmpleayment Cinline ok BAarket, Saril pewarks Baeed Ioh
Rdarkets. Sorial Beoniling, Ynlual lob Fairs and Recnsting Peeats, Brrelis and Limelations af the Flaciamic inb Market

E-Health Dvfimitsan Chertipes Mediced Record Sysiems [EWARY, s tnrs Syslem, Patienly nppiney, Medical fedres and
Fatents Surviillance Ertertainenent, Media & Gaming Serice irelipsiry Comsimer Appheation Dagidal Praducls,
irdprnet TV and interrel Badio, Social Television {TV) pAukke £ niertairmment, Mobile Marketing, Motile SEreaming Mimic
arid Yiden Frowsders, Entertainmpnt in Cars; Gaming - dhobile Games, Sooial Games and Gamification, Business af wacial
Games Educatiornal Soral Games, Mobile Gambling, Mobifty and Sparts, Social Erteriainment (Tel)

Note: The Focus of the entire course should be on business isiues arl mok mierely an techrolGgy

Suppested Tead Books:
1 introduction toE Commerce & Social Commerce, Turban E _ Whiteside | , King [, Qutland | Springss
2 E-Eusipess and E-Commerce Management- SErategy, imalemantation and Fractice, Dawve Chafley, Pearmon

Educstian
3 Electronic Commesce - A Managerial Perspective, Efralm Turban, David King. Dennls Viehland, Jae Lee, PRAFson
Educatiom.
| Seemestar |l 201 - Marketing Manag.tmni
| 3 Credits LR 21 Compulsary Generic Core Coursa
Course Outcomes: On successful complation of the course the leamer will be able ta -
cos " COGNITIVE ABILITIES | COURSE OUTCOMES =
02011 | REMEMBERMNG DESCRIBE the key terms assatiztad with the 4 Ps of marketing.
001012 | UNDERSTANDENG | COMPARE and CONTRAST wanious approaches to pricing for & real wortd
| enarketing péfering (commodities, goods, services, e-products e-services.)
£O2013 | APPLYING DEMONSTRATE an understanding af vanaus channel aptians for a real
world marketing offering (tommeddities, goods, services, e-products/ e-
serdacps | |
CO2014 | ANALYSING EXAMINE the product ling of 3 real warld marketing oifering [eompnodities,
| goods, services, e-products’ o services )
COZ0LS | EVALUATING EXFLAIN the role of various cammurication mix elements for a real warld
E marketing pffering [commadities, goods, services, e-produsts) @-serdices.|
£O2016 | CREATING DESIGN a marketing pkan for a real world marketing offering (commodities,
|_ | pesnds, sErvices, E-Fd'ﬂl_i'l:ll:ﬁu" p-services. | .
1 Product: Mesning, The Robe of Product as a market effering, Goeds & Services Continuum, Classdfication af

pandumer products. conuensence, shoppmg, shopping. unsought goods. Classification of mdusinial products. malsfials
and parts, tapital iems, supplies and services, The Product Herarchy, Prodisct Systems and Mives, Product Lime Analysis,
Product Line Lengih, The Custamer Wakug Hierarchy, Mew Product Dayvelopment - Meed, Boar Allen & Hamiton
Classilication Scheme for Mew Products, New Product Development Progess - [dea Generation to commerdalizatsan.
Brandirg: Corcept, Gefinition, Cammadity Vs, Brand, Praduet Va Brand, Concept of Brand equity. [7 +2)

2. Pricing: Meaning, The Rale of Pricing, Importance and Factors influencing prieing decisions. Setting the Price;
Setting priong objectives, Determining demand, Estimating eosts, Analyzing competitons’ pricing, Selecting pricing
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IL::II:I:I:::“;:":"|I"':‘|" "':"'I:""l“'ﬂ' Price dupigtagiliic al g, Price dea anls & slérmante, Pramataanal prcag,
iy fovoneepl ol yansles pricing, Dynamm piing uege pricing, ation pricing], Prang in onkoe
£ ilee, premsim fieemium) Prive Chasngee: Ininialivg & i pesiidiog B peice ehare, (78 2]
X Face: Mesning, The Hole of Staaketing Chanewebs, & hanewd D ions & Rows, ©hapnel Deuely, Channel Detige
Brisioms  Aialydteg customprs' dosired erviee ik bevels, establishing obpeeties & eonstraints, identifyprg &
realuialing majoi chanivel allemaliees, Channel Oploes - Indrodiclion b Whlesaling, Betalng, Fraarhing, Duert
matkeling, Wirodsiction to Omal chanoel & hybeid chanel options Mebet Logisics Deevioes  Order pracssung,
Warrhaiing, liventory, and Logistics {7 + 2)
4 Promation: Meaning, The rebe of maeding communitabions i marketing elfoed Commurssation M Elements
Ietend e Lion Lo Adyis Ling, Sales Promation, Personil Selling, Pulilic Reksdions, Direed Markeling Condept of integrated
Maikelbng Commimicatioem [IMCY, Doveleping Eflecte Commuincation  Comminieation Pracess, Stops in Devslaging
eledlive markeling communication ( (denlifying lagel sudlence, didermiilig communicalion obgestives, desgning 3
i ag e, Ehu-mlng miedla, Selecting message source, Collecling Teedlbark, Shaping the pyorall promotion Mo
P amanl bnnal ke strabegy, pushe poll steategle. [74 2}
! Praduct Lovel Planmng: Preparation & eualsition of a protlict lisel marketing plan, Halure & conkents of
Bbarketing Plans - Exeoutive Summany, Siuatian Analyds, Makebing Seategy, financiab, Contral, Marketing Evaluation &

dilied - Cortepl, Profess & types of cortral - Senual Plam Conrel, Pralitability Cesdrol, Efidency Contral, Srateg
L oteod, Boban ket il {7 + 2)

Bote: Bral weorld eaamples | cases are expeched b be anabgeed i Ui s as well as included in ihe czaminabisn

Suggevied Teal Books:

I Maketsg Management, Philip Koiles, Eevin Lane Keller, Abiraham Eoshy, Mithdeshwar tha, Fearon
4 Maikeilng Management, Rajan Sacenn, TMGH

1 BMarketieg, Lamb Halr Sharma, Mc Banlel, Congnge Learming

Saggesied Referonce Books:

I Pinckples of Marketing, Phillp Koller, Gary Armsirong, Pralulla Agnihobrl, Ehasan Hague, Pearson
¢ Baiketing Managemend- Test and Ciies, Tapan K Panda, feel Baoks

I Barkeling Managemend, Bamaswanmy & Namakumarl, Macmillan,
#

Barketing Whitehook
| Sementer i 202 Financal Management |
3 Credity LT kil Compulsory Generic Core Course |
Courve Duicomes: On successful completion of the course the bearner will be able to -
o COGNITIVE ABILITIES | COURSE OUTCOMES
L0 T | REMEMBERING DESCRIBE he basle concepls related to Financal Management, Yarious

techniques of Financial Statement Analysks, Working Capital, Capital
Struglure, Lmsprages and Capetal Budypeding.

LM 7 | LR WS TANDHNG EXPLAIN |n detadd all theare lical concepts theauphow the syl
CERMRE Y T APFLYING PEEHIRME ald the requuired ealesilplbans theaigh relevant numenical problems,
LINZA | ANALYSNG AHALYZE the situatsam and

#  coammenl on linanclal posilion of the lim
#  putimile warking eapaial reguined

e (ecibe ideal copdld siructure

o plwete warlous proses L propmat pea— i
COAIE S | AALTAAE G EVALUATE impact of bosmess decisions on Finandal Slatements, Working
Capilal, Copatal Slowpiuee amil Capital Dudpeting of the firm

L Business Finance: Introduction to Business funance, Meaning and Delinitlen al Fmanclal Management,
Gbjectives of Financial Management. (Profit Masimization and Wealth Masimization), Modern hpproach o Finsncial

Ranigernent: (inwestment Deision, Finanerg Decision, Divdend Pakry l#:lmn],%ﬂq ulthrr
nne ey of Diance Mansgrs [3+2) o

P -
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Technlgnies of v
Rechaigues ol araby o el Sntement Analyaiu inbrads tinn, jertiues ol Ginanei sbatement analyiis, danme
Shaticrer. & YIF Lonsiman Sapp Y empnky 7 nivpared e Satementy, Trend Anadyais, Pl Aem, Fueds ¥l
; vl & i b Tl “H"'"r'ﬂl 11:“ i '” f

Working Capital
afleifimg Wi kit iﬁ|:T.H :HI.“M“.' Mraning nf Warkeng tagnisl ds rampneenb B e, Tipedating ©grie. Fariee
a4 Canilsl PR, smatiom ol 'AH'uil'nH Fapetal ey s e {Tntal Fast Pdmtbeed & ¢ 50 © e rAwtied) (B o+ 2
TS 1Evi of Cort rn. h‘:‘ﬂnl"ﬂ and Farieu alerving Tapital S0 birs, (8lFerenl wirees al Fenanee Frecnpd and

\ i

I types s 2) Al fmeanar empng o Sgiecilic € nul and WATE | Trarhng an Freuity, Caneept of | eimrapss and
5 Capinal udgetin
Wﬂlhlharﬂ n"-; & Mranig, Delnitson of Capaial Butdgeting, Time valus of maoney Treals of salasies o the
Pi & iRE 15‘_}4 PRl b II”"IUP" anid l11|:l|'|I'|r|| lr:hmﬂ"""s- m. P‘-I-thH-'r'nnﬂ-_.':.u-.rr_lun'u-u PaMark Perind nE i,

U LT TR VTR P a

Hote: Numerical Probiom s wili b ashed gn Following togies onky—

1 Comman Sze Statemems

. Comparative Statements

3 Trend Anglysis

4 Ratlo Anakysis (Calculation of ratios plis s interpretation)

L, Estimation of warking capital requirement (Tetsl Cost Methad & C3sh Cowl Metiga|

&, Operating Cyels

T Peasurement of Specific Cost {Cost of Equity, Preference, Retained Carrings and Debt] and Wacr
g Capital Structise

a Leverages

10 Capital Budgeting |A%R, Pavback Period, Discounted Payhack Period, NPV, P B 185

Suggested Test Books:

L Finangizl Manasgement, Shashi &, Gupta and BKE Shanma (Kstyani Publication)

L1 Basics of Financial Management, V K Ssxeng znd CDMNWashist {Suftan Chand & Sans)

3. Finantial Management, & Contemporary Approach, Rajesh Egthar [SAGE)

4. Financial Management, Dr. Mahesh Abale & Dr. Shriprakash Soei [Himalaya Publishing Houze Pyr L1d)
5. Working Capital Management, Theary and Practice. Dr. P, Periasamy (Himalaya Publshing House)
& Financial Management, | M Pandey {Vikas Pubfshing House Put, Lid)

7. Fundamentals of Financal Management, AP Rag [Everest Publishing House)

£ Advanced Financial management, N.M. Vechaleksr

Suggested Reference Bopks:

1. Financial Management, Rajiv Srivastava and Anil Misra [ORFORD Limiversity Pregs)

L. Financial Management, Ravi Kishore {Faomann)

1. Financial management, W.K. Bhalka {5. Chand)

4, Financial Management, lonathan Berk, Peter Defarzo and Ashek Thampy [Pearsen Pubiication)]

Semester I ' 203 - Human Resource Management |
3 Credits ] TP 2:1:1 Cmrqgggw'ﬁuneri Core Course
Cowrse Duteames: On surcessful completion of the course the learner will be able to
cow COGMITIVE ABILITIES | COURSE GUTCOMES B
02031 Flf-l:-'li MEERING LE E;E,HLHE' e rale of Human Resaurce Functen in an Qrgamization. h
0032 | REMEMBERING ENUMERATE the emerging Irends and practicesm MM,
COZ03.3 | UNDERSTANDING | ILLUISTRATE the different methods of HR Acquisition and retantion ,
CO203.4 | APPLYING DEMONS TRATE the use of diflerent appracal and training methads in an
1l . Drganization,
CO203.5 ANALYSING QUTLINE the compensation strategies of an organization
€0203.6 | EVALLATING INTERPRET the sampie jab descriptians and fob specifications far contemparary
) entry level rofes in real warld organizations,

Page 82 o1 273
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c¥ee Peformance and fo
Ape sl Peoiess ard Apprains] ddnthod
Teminimg aril Lidmlaprmeni

Perfnman: - Monagement, Patenisd fdanageemenr
alivig ard deselopeie g of Ernpileagnrs, Bole al Temnirg o Srganinatae,

il Lyl & freirsag, [affereece
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ink dedireigdenn 1 ok

B
st ARl Aevéfprmernd byes

[RURTE ST T T Vidieps 13
Frousyaripn et e i i
? Managing [rmpl
LA Parir iy Wit B, Fipc Lana e
PRrRCse. Peator mame A s W
befwpeen Training Il:lll:.lrlfr::: Pevriopmid Procews, Thsning Meed A
. apmeril, I learmdng Bemeflis of Eramiirg, Fvafialinn ol Traning § 14

M, Objectives, mporiante of Compersation Management, Bracsss, ©uaet

salary IFEent ey

el (&42)
4 Compenzation Management: Cance
in eampensation plan Wage! Salaey differentials, Lompannety ol
ployees Separation - Betirerment Termenatian SR

: 4]

Fremds in Campensatian Fatlor
#nd Benefils - Financial & Monfinangial incentive, Fringe Benelds. B
Gaiden Mandshake, Suspension, Concends & Methads,
Emerging Trends In HRRBA: Hbs. MNged, .ﬁdunnl:é?:;?i.l::: af HRIS, HE .d.Emunh:g- Concepls, DhpEetys
_St-ulli“__&-che-ss. HR Shared Sarvicel- Corcept,

HE_Audil- Concept, Objeetie,
[E+2] =

Advantage, Lmitation & Method,
Objective, Bomefits, Bssues creating HR Shared Senaces

Suggested Test Books:
Human Resource Management, Dr. 5.5, Khanka, Sultsn Chanda . Delhi
Human Resaurce Management, Deepak Bhattachkarya, Sage Publishing Ltd.
Human Resource Maragement, Arun Monpga , Tata MoGraw Hil FulslFshing Comipary

H
2.
I

4. Human Resource Management, Mirza & Zalyadidin
5. Muman Resource Management, Dr. P.C. Pardeshi , Miramili Publication

b Human Resource Management, &5 Dwiwedi , Vikas Fublishing House,

7. Human Resource Management, CB. Marnaria Himalaya Publishing House

Human Hesource Management, Gary Dessler Darling Kindersiey Pyt Ltd.
Human Resource Management: Text and Cases, K Aswathappa , Tata McGraw Hill Pubdishing Compnay

8
a,
10 Performance Appraisal and Management, Himalaya Publishing House.
Suggested Relerence Books:
1. Human Resource Management in Organizations, Izabela Robinson, Jaico Publishing House,
2. Armstrong’s Essential Human Resource Management Practice - A guide to people management, Michazl
Armstrong, Kogangage. |
3. Applied Paychology in Human Resource Management, Cascio & Aguins, PHI, [ _%_‘
Semester Il | [ 204 — Operations & Supply Chain Managemant
| 3 Credits | LTP: 2::1 | Compulsory Generic Core Course

Course Dufcomes: On successful completion of the course the learner will be able to
P COGMITIVE ABILITIES || COURSE OUTCOMES
DEFIMNE Gasic terms and concepts related to Pradwction, Operations, Services,

coe
C0204.1 | REMEMBERING '

§. == T i : == =
C0204.2 || LINDERSTANDING | EXPLAIN the process characternistics and their linkages with process-product
matrix in 2 real world context. —
DESCRIBE the various dimensions of production planning and control and their |

| Supply Chain and Jduality Managemeant.

|.
|
| [
| | e
| CO204 3 | APPLYING

inter-finkages with forecasting,

F ) L‘- =
F;,g:-ﬂ-l‘ﬂl"?!

o
Swami Sévabnavi Sanstha's

Lotus Business Schog:
Pime . 413 pa2
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Competition Technodog 1::“('1 "merral. Clistoemer, Therami al TAM s LE g M.rq::u.m .:l' o
L mrrl e i P o
i Overal T Re. CRhACaH 2l E s e prvt il sy - - natt Al frios
Pt Processpe: Procew Ok Tl Sy Caam st 17437
Operations ArALYETIStCS In hparatinn: Weksmn i aroce
w O Siyelpm Comtnain Flowg = ) waneiy and Flerw Tigas ol [T
tth

Yilem and intermittent Mo MHiemL Pracess Broduch Matris

R ITETTT AT Fh:nulp‘-m=5$ and p bk Progd kb
of Service Systoms, ey wice Bhucprinting, [642) rodhact Layoul Service Syviem Diesign Matrin: e gn
= P"Hl-“:"ﬂﬂ Hiﬂﬁnlhcnrilﬂ 'Wq'

+ Raleand Functions of PRC Demand Eorecs
_ stin
Tood. Forecastng Time Horizan, Sources of Data far forecasting, hecura

; ; : £y of Farecast, Capacity Hanmng Produet
?ﬂlﬁm.ﬁmle proouction Flannirg, Attematives far Managing Domard and Supgly, Baster Brodurtan 5::*--*::

My Fanming - Overview of MAP, CRP, DRF | &P Il Production Control: Stheduling, Leading, Sehndyl
Shops and Floar Shops, Gantt Charts, (843 I

f"' inventory @Miumﬂm&nllmm and intermitkent demand SyStem, congept of wuentsry, nesd lar
inventory, types of inventory - seasonal, decoupling, and eydic, pipsine, safety - Implcations far wentar :Qrwr::
Methods. Inventory Costs - Concept and behavior of ardering cost, carying cost, and sharage cost E0O - Sefrizinn
bagic EOQ Model, EOQ with discounts. Inventory centrol - Classification of material - Agc Analyi VED, HML, TSN, G007
SO5. (Numericals expected on Basic £00, EOQ with discounts & ABC), Inuentony turns ratios, Fooed Order quantiey Mgds
- Pefiodic Review and Re-order Point, (8+2)

5 Supply Chain Management: Supply chain concept, Generalized Supgly Chaim Managemars Moded - Koy liiisy =
SCM = Collaboration, Enterprise Extension, responsiveness, Cash-to-Cash Conversian, Customer Service: Supgly Chan
Management and customer service linkages, Availabity service refiability perfect prder, custamer satisfaction. Enatises
of SCM - Facilities, Inmventory, Transpartation, Infommation, sourcing. Pricing, (6+2)

B Forecastirg a5 5 Plamerg

g of lom

Suppested Text Books:

1. Operations Management Theory & Practice, B.Mahadevan , Pearson

1. Operations Mow - Supply Chain Profitzbility & Ferformance, Byron ), Fnch, BcGres Hill,

3, Production and Dperations Management, BB Khanna, PHI, New Delhi

4. Production B Qperations Managemert, 5 0 Chary, BcGraw Hill,

5. Supply Chain Management - Strategy, Planning & Operation Sunil Chopra, Peter Meind, D, V. Kalra, Pearzas

Educatian.

Supgested Referance Books:

1. Supply Chain Logtstics Management, Donald Bowensax, D I, B Binby Cooper, Tata MoGraw Hill
. TWAGH.

2. Operations Management, Wiliam |, Stevenson, : : _

3. Operations Management, Lee Kraiewskl, Larry Ritzman, Mangj Malhatra, Pearten {:ur.:m: i

4 Introduction to Materials Management , LR, Teny annold, Stephen Chaminan, Ramakrahnan, Fe

Lotus Business Schoos
Pune - 411 032

Plge--l-'lﬂf m




PPL SR R i o

PIoilni ) Mew Peed L Fpr i g Pr o
Model St Foecan tep [303)

W islibm NV LU s

St el i slperent hnalyuis SEoarbee] Paoeey Sage Thatintiedd | Marrep

Supgreted Tewt Rpoks
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v Blaragery Slephan BErfaaun

Faipras
tmg Principles and Practer, Grorge Athanasenoubos sl Rak | Hyndenan

Prmaang §peg, msting fen
1

huggested Beference Ranks

' Findamentab of Demand Planning and Forecadting - Forecaslirg & Planreng, Chaman L la= o fack Malkesan
i _".i-E'_I'I_'H.'r_I:qr_II | = o 107 - Contapaporary Framesarks in Marpgemsent

1 Credits LTP: 2:0:00 | et —

Fenrm: Elective - Urepersity Llr.lFI

Course Outcomes: On suczesshul completion of the caurse the learner will be abie to
(Cor | COGNMIVEABILTIES | COURSE OUTCOMES =
Lo | REMEMBERING DEFINE Ematsanal Intelligence [ECY), IDENTIEY the benefits of smotional
inkelligence and RELATE the 5 Dimensicns of Trait £l Mods! fafhe
practice af emoticnal intelligence,
£0207.2 | UMDERSTANDING DESCRIBE how companie schieve tramsition from being gacd sompanes
to grezt companies, gad DISCOUSE why end how meost companies fal to
make the [ipniiticn. o .
CO0T.3 | APPLYING APPLY the 21 laws that make lesdershin work sucesslully Lo imarave
your leadership akility snd ILLUSTRATE its positive smpact on the whale
OF EANizaticn,
COE07A | ANALYSNG EXAMIME the fundarmental esuses of orgamcatanal poktics anc tesm
Tailurs.
COI075 | EVALLMATING EXPLAIN the approach to being effective in attaining goals by aligring
| oreself tothe "true nonh® principles based on a unnersal and Simeless
| tharsiter ethic,

1 Emotional imtelligence : What |s Emotional Imefgence, Benefits of E|, Understand the differerce between Trat
El and Abiity £1, 5 Dimensions of Trait €1 Model - Self Awsreness (58], Managing Emotions (ME), Motivation (M), Empathy
{E}, Sescial 5kills {55] - Self awareness {SA] - Splf Bwareness, Sesing the other sele, Greing in without giving up, Life Positions
- you and only you can choese your mindset, Mansging Emptions (ME] - Self-Repulation, Managng Emctions, The EQ
Erdin’” and haw it works, The science of emotiors, Understanding Emations, Findyour self-control, Using Copng Thoughts,
Lsing Relaxaticn Techrigues, Self-Matation (M) = Optimism, Pessimism, The balanee Between optimism and pessimism,
The power of re-framing, Empathy (E} - Empathy, Barriers 1o empatiy, Developing your smpathy. Seelal Skills (555 - Social
bkills, Making 2 impact, Creating 2 powerful ferst imgression, Assesting a situstion, Being zealous without being affersive,
Traits of 2 persan with high sacial skills, Determine your EQ

d: The 7 habits ol highly efiectave peaple: Paradigmis and prirgiples, Insde-out, The seven habas - 30 sesmdew -
Priwate victory Habil 1. Be proactse: pinclphes of persansd vision, Hahil 2. Begin with the end in mind: principles o
persoaal leadership, Habit 3. Pul lirst things first: principles of personad maregement, Public sictory. Paradigms of
interdependence, Habit 4. Think win/win: principies of interpertonal leadership, Habit 5 Seek first fo undenstand, than
to be wnderstond: peimciples of empathetic communication, Habit 6 Synergice: principles of mestive tooperation,
Renewal, Habit 7. Sharpen the sword; princpies of balanced self-reneael

| Five dystunctions of a teams; Absence of trust—unwilling to be subnerable withen the groun, Fear of conflict—
deisibing arlificial narmany ewer constructive passsonate debiate, Lack of commitment =l gigning bur-in for Froup decisions
eredles ambiguay threeghoud the organization, Aveidinte ol arcoundabity—duckag the respansibility Lo call peers on
tounterproductive behavior which sels low standards, Inattention to results—locusing on personal success, stalus and
&0 belore team success, i

4 The 21 irrefutable laws of beadership: The law of the lid, The law of influesce, The law af process, The law

of navigation, The Lew of addition, The lew of sabd ground, The law of tespecl, The law of intuition, The e of
magnetism, The law al cannection, The law of the inner circe, The law of empewarment, The law of the picture, The
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("Best 31717 Whial makes Yo meney |“drtdng rescance® it Ciltiiee of Dirpiae fieving the patiage eheeys, Terhandamy
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*upgested Reference Biooks:

1. Emctionsl intelkgence, Daniel Goleman

L. The 7 Habits of Highly EFective Prople: Powerful Lessons in Personal Change, Stephen 8, Coney
. The Fivg Dyshuncirons of 2 Team: & Leadership Fable , Pabrick M. Lencioni

4 The 21 iredutalds Law of Leadership-lohn C Macwel

5 Good to Great, jim Collins

Somester || 208 - Geapalitics & Warld Economic Systems
| 2 Credats LTP: 2:0:0 Generic Elective - University Level

Course Outcomes: At the end aof this course, the [earmer shall be able to

Cod COGMITIVE ABILITIES COURSE OUTCOMES
COE0E.1 | REMEMBERING EHUMERA'FfE‘ﬂrImIi elamnents of global egon cenic system
CO20B.E | UNDERSTAMDING EXPLAIN {he role of key trade organizations in the global conamic system.
| COR08.3 | AFPLYING IMDENTIFY the crucia] elesnents of mternations trade laws,
| OOJ084 | ANALYSING AMALYSE the forces that work for and zganst plobalization
COAS | EVALUATING ASSESE the Impact of the elements ef the Glabal Ezenomic System an the Indis
Economy.

1. Introduction to Global Econmic & political Systems: Meaning of Glabal Economy aad its Historg Sbuciune ang
Companents of Glabsd Econamy, Theory of Hegemonic Stability, Differences amang Metonal Ecamamess, Markst
Dvienled Capitalism, Developmental Capitalism, Social Market Capitslism, Comparative Analysts, Effects of
Globalization an Indian Economy. {6]

2. The Trading System: Debate over Free Trade = Functions of GATT amd WTIO, The Uruguay Round and Warld

_’._‘ Trade Qrganization, Trade Blocs — ELL QECD, OPEC, SAARC, ASEAN, MAFTA, Threats to Open Tradirg System,
Developments in bnternational Trade Theary, Bi-latersl, Multilateral Trade Agreemenss, Impact of Trade wars in
Eneralized econamy. [6)

5, Intermational Trade Laws International Contracts of Sale of Goods Transactians, Interrational Trade Bsurance,
Patents, Tredemarks, Copyright and Meighbaring Rights intellectual property Rights, Dispute settlement
Procedures under GATT & WTEQ, Payment systems in international Trade, Internatianal Labour Qrganizateon and
International Labaur Laws, |B)

4. Imternational Monetary System: The Internationsl Financisl System - Refoem of International Monetary Affairs
- The Bredton Wood System and the International Monetary Fund, Cortraversy aver Regulation of international
Finarce, Developing Countries’ Conterrs, Exchange Rate Paolicy of Developing Econarmies. [6)

% Contemparary lssues and Challenges in Glabe] Econamic Environment - Indian perspective: Globakiation and
Ite Acwecacy, Ghabalication and ity Impact on Indhia, Fair Globalization and the Need for Polioy Framework,
Globalization in Reverse Gear-The Threatened Re-emergence of Protectichism. Eure tone Crisis and its impact
on India, Bsles i Brexil, World recession, inflationany trends, impact of Mectusting prices ol erude ail, gald
i ih)

Suggested Teat Books:
L Glchal Political Economy, Robert Gipin, Princeton University Press
2 Internaticrad Trade Law An interdiscpinary, Raj Bhads, Non-Westem Texthook
1, Internations Trade Law, indirg Caer ard Peter Stang

——
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I:-:Id Hﬂa:l::*ﬁ:::d‘::h and Forpcadting: Blining internal custoemer ans sales data, Ik o s macketing r--.n_r
b, MArgin frend data, targeting best rstamers, identifgog mast eflizent and sitertiar adueefinng

and promalsan methods 1o reach euisling ronsumers, Consumer pansly, Cuntomer catislaitinn resmanch, Conesgt ql

Markel demiand and Markel poteniial, Forecasling, Farprasiing methods, Chaning 3 forersst model, faretast =ear

Moving Awerage and Dxponential Mothads, Decom pesitian Methads, Begression Medels

bl Wew Product Dewslopment and Test Marketing: marketing miarmafion for new marksts, nes peatuEl

Categones, new produtd concepts, now product desigh ard market valdatian research, test marketing - usel, Tom

methods, limetations. Cangaint analysis for undersianding consumer preferences and appication o produtt deugn

il Market Segmentation and Pasitioning: researching tradibanal market segments, defiring meansngful segments

assessing existing product strength and line extension patential, crestive postioning stralegy. fepos IORMg SIFATEEY

research, defining go-to-market strategy, current aad patential markets. Use of Factar anabysis and peroeptual mapes

(dl Pricing research: Pricing resesrch and pricing strategy decisions, optamum price-produtt-feature confgurations

and market pesitianing opportunities. [10+2)
5 Marketing Research Applications - [
(a} Brand Researche brand concepts, brand namses, brand p

Brand tracking studies

[b) Advertising Research: Contept testing research - pualuating advertising coneepts, ad thems pancepts and

appeals, a4 reca] surveys, message and theme salience, Impact measures, buying matlvation and associalion measures,

mediz resparch like readership surveys, Media audience tracking studies, TRP, Limitations af advertising research
international contest - Amporiance, Complesibes and

[4] International Marketing Research: Marketing research in
issups, International secandary data sources, Primary data collection methads and complexities of data colfection in

interrational marketing research, Caline data sources and research, ksues in multi-country data analysls - Data
comparability 2nd validity problems, major sources of prfors, Report preparation and presentation, {§+2)

I

cwer tesearch, brand equity survey mMEASUrEMENTS,

Suggestad Text Books:
1. Marketing Research, G C Beri, TMGH
1 Marketing Research - An Applied Drientation, Kizthotra and Dash, Pearsan Educatan,

3. Marketing Research, Churchill, Ir, G.A. and D, lacobui, South Western: Thamsan,
4. Marketing Ressarch, Zikmuind, Babin, Cengage Leaming

5. Marketing Research, Boyd, KPR Westall and 5. F. Stasch, Delni: A1 T.ES,

&  Marketing Research, Bums, G.A and D. Bush, Gouth Western: Thomson.

suppested Teut Books:

1, Marketing Research, Green, P.E., Tull, D5 and G, Abaum, New Delhi: Prentice Hall of India
2, Marketing Research, Suja Mair

A arketing Research, Luck, D, and 5. Fubin, Mew Delkd: Prentice Hall of india

4. warketing Resezrch, Tull, D.5. and 0.1, Hawkins, New Delki: Prentice Hall of India.

" semester | | _ ‘06MKT: Consumer Behavicr |

3 Credits |ETR: 2211 Subiject Core [5C] Course — Marketing Management
Courie Outcomes: On successful completion of the course the learner will be akbe to

cof COGNITIVE ABILITIES | COURSEOUTCOMES

COIOGMKT.1 | REMEMBERING ENUMERATE sotial and psychological factors and their influenice his her
| behauiar 25 3 consUmer, N o |
| CORIEMET.Z | UNDERSTANDING EXPLAIN fundiame sl epncepts assoclsted with consumer and
| organitational birying behivor. )
| COEMET 3 | APPLYING APPLY consumer behavics cancepts to real world strategic marketing

management decision making. ey
COZ0EMET4 | ANALYSING AMALYSE the dynamics of humin behavior and the basic factors LhE'
i = influence the consumer’s cerision process
COREMET.S | EVALUATING I EXPLAIN the consumer and organizational buying behavior process for a
| variety of products [geodi/services].

AV032 | & o
Bl Swami e S

E‘_’& Hﬂlﬂ.
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COMCMET & | CREATING | DISCUSS the use of the Intprnet, o tamemeree B nlarmatsan techralagy

wilh respect bo the dhanging cansumer marketplas s sad FLARTGRATE 5
| Uhe warinus aspecls ol the chargmg Indian Cansumesr

1 Introduction to Consumer Behaviar: Defiedtion, Consumer and Customers, Buyers and Usar, Drganidanom &
Baryers, Lise of Market Segreniation in Consumer Behawioe, Dimensions of Consumerism, The Changing =ateres ot
Consumer Behawior in the context of the svolving Indian Economy, The Internet, e-commerce, and sformation tathnslage
ard the changing cansumer marketplace, Consumer Biehavicr and its Applications i Marketing, [4+1]

2 bndividual Determinants of Consumsr Behavion: .
{3)  Consumer Persomality - Persanality, Self-concept, Overvew of Personality Thearies, Brand Persanalty,
Ematicrs

] Comsurmer Perception - Sensation |Exposure to stimulil, Perceplusl Selection, Perceptual Drgarization, Fatiers
that Distert Individual Perception, Price Perceptions, Percsvved Product and Service Quality, Comsumer Rigk Percegtiors
{)  Consumer Lesming, Memary and Involvement - Companents of Lesming, Behauioral Thaory, Lognte Learming
Theeory, Memory System, Memory Pracess, Concept of Involvement, Dimensians o Infmlumtnl. jreegvement and -.nnl-:s-
of Cansumer Behavinr, Cagnitive Response Modsl, Elaboration Likeihood Madel, So<ial ludgment Theary, firand Loyalty

nd Brand Equity. 3

EIII:I E l.'nEr':.u:ﬂ httitidas - Euncions of Attimude, Attiiude Modes, Relationshin between Atlitude, Selinfs, =g
snd Bshavior, Learning Mtitudes, Changing ALltudes, Attinade Change Sirategies farmarkeiers, _

{&l Consmmer Mothation - Neads and Goali, Motvatiomal Conflict, Defense Mechanisms, Mot Arpusal
Motivational Thearies, Oversiew of Maslow's hierarchy of nesds.[11+1)

3 Environmental Indlusnces on Consumer Behavior:

{s)  Cubtwral infuances on Comsumer Behavior - Cancept of Culture, Values, Sub-cultures, Influgnce af Indian Culture
o Cansumers, Multiplioty of indian Cultures and their influence on consumer behavior, Cross-cultural Irfluertes.

) Sacial Class and Growp Influences on Consumer Behavior - Concept of Sotial Chass, Social Sub-Cless, Manzy zno
Other “atus Symbots, A0 dassification of Lifestyle, VALS Typology, Source of Group Influences, Types & Nature of
Reference Groups, Reference Group Influences and Applicatices, Group Morms and Behavice, Family Lde Cycle Stages,
Feenily Purcheses, Family Decision-making, Purchasing Roles within family, Word-of-Mouth Commurications saathin
Grougs, Gpinion Leadership

e indian Consumen: Sacial casdes in India - old and new Socio-Econamsr Classes {3EC) in Urban & Rural Markets,
Characteristics of BoP Consumery, Ger £ Cansumers, HNI Consusens in India,

{d]  Diffusion of Innovation - Types of Inndvation, Diffusion Process, Factars Affecting the Diffusan of ianavation,
The Adaption Pracess, Teme Factar in Delfusion Pracess, Culture, Communication and Diffusion, (11+1)
4, Consummer Decisian Making Process;

fal Problem Recognition - Types of consumer decisions, types of Problem Recognition, Wiilizing problem recognition
irfermation

5] Search & Evaluation - Types of information, Seurces af Infermation Search, Search, Experience and Credence
HPEES ‘Marketing implications, Stuztional Influences on Purchase Decisions, Nature of Situatiorsd influsnce, Situaticnal
Warables

el Purchasing Protess - Why do people shop? Stare & Nen-stare Purchasmg Processes, Purchasing Patterrs

9]  Post-purchate Evakiation & Behavior - Consumer Satisfaction, Dissatisfaction, Custamer Delight, Consumer
Coemplzint Behaior, Post- Puichase Dissanance.

fel  Consumer Decisian Models - Types of Comsumer Decisions, Nicosia Model of Consumer Decision-making,
Hermard. Sheth Model, Engel, Blackwalt, Miniard Moded {11+

J Orgarizationa] Buying Behavior: introductian, Organizational Buyer Characteristics, Purchase and Cemand

Patierns, Factars influencing Organizational Buyer Behavior, organizatical Buyer Decisian Progess, Organizational Buyirg
Rokes [341]

Mot Live exzenples and cases 1o be dacumsed,

Suggested Tewt Books:

L Consumer Behidor, David L Louden & Alber ). Della Bitta, Ttz MeGraw Hill, 4th Edktan
L Conzwsner Behacr, Hawkins, Mathersbaugh, Tata MeGeaw Hill

:. Conaumer Behador, Batra, Kazri, Excel Bagks

Cerzumer Behaor, Leon schiffran, Leslie Karuk, 5.Ramesh Kumar, Pearsan, 140th Editice
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Development and Sustainabibty: India in 2 Global Perspectve edited by Sarmils Banerjes, Anjan Chakrabarty

Sugpested Reference Books:

1. International Econgmics, Paul Krugman, Maurice Obstfeld and Marc Melite, Pearson, Glebal Edition
1. Globakang Capital, A history of the international Monetary system, Barry Echengreen, Princeton Usiuerity

Press,

Semaster il [ 209 - Start Up and New Venturs Management
| 2 Credits LTP: 2:0:0 | Generic Elective = University Level
Course Dutcomes: On successful co on of the course the learner will be able to
| cow COGMNITIVE ABILITIES | COURSE OUTCOMES
F S —— -

COI09.5 | REMEREBERING DESCRIBE the strategic decmions imvolvad In establishing a skariup,

CO209.2 | UNDERSTANDING | EXPLAIN the decision making matrix of entreprencur in establishing @ siartup.
|

CO209.3 | APPLYING IDENTIFY the issues in developing a team to establish and grow a startup ,
| CD09.4 | ARALYSING FORMULATE 8 go to market strategy for a stariup.

CO208.5 | EVALUATING DESIGN & w-:nrlfah_le funding mudal_f?_r_?_p_rl_zl_:-:!_sﬂﬂ startup.
l_ CO209.6 | CREATING BEVELDR a conwincing business plan description to communicate value af the
| mew venture to customers, investors and other stakeholders.

1. Being an Entrepraneur: The entreprenaur, Profile anabysis, behaviour 2nd mobivations, Lean Star =up, The

entreprenedrial ecosystem, Entreprenswrs and strategic decisions , Sustainability of Entrepreneurships Dilemmas of an
entrepreneur for success; Handling doubis on swervival of business, Struggles-Cases of fallure=Froduct) market, financing,
managerial-Hesilionce. Legal Fundamentals - When, how and where to incorporate. [5)
2. Customer Discovery: Entreprencurial Opportunity Search and Identification;  Market intelligence, Rarket
analysis, Market research, Customer validation, developing your business model, Crafting your value proposition, Proaduct
Development , Managing the product develogsment process, Long Tail markats, Product launch goals, Go-lo-Market
Strategy, The role of selling in @ startup, Sales forecasting for startups, Mapping buyer response modes. Socizl madia
Fromotion toole, [T}
3, The Financial Road Map: Planning/Budgeting, Developing a financial roadmap, finandal ststements: the fous
romponents, How to budget for starlup success, Bockstrapging and alternative sources of funding, Informal capital-
Friends & Farnily, Rede of Government in ED, varisus schemas - FMEGR, CGTRISE, MIPDW, SFLRTI Role of MSDE: Schemes
by MSDE: PMEVY, SANKALF, STAR. Crowd funding, Venture cagital, Private Equity, Financing Mix and lh-E-fFInancing
:nntlnuu.m sharehalding- Cliff Vesting schedule-Relative importance of Operational Involvemant, The Pitch, Preparing
l.-:r your investor presentation, Elements of the perfect investment pitch. (8] :
: role of a successful board, Different board models fer different ventures, How to

:::r::;::ﬁ;infﬁm:m,;marmng leadership from management, Legal Matters- Crganizational form=partnership,

P, Tax, Legal expenzes, Rirlng the serviee providers. Employes management and leadership in the

:Ilﬂ.‘fﬂﬂ'.e. Recrinting, setection and hiring, Hiring the first employee. 15)
sl.mm;rllﬂu:!r:r:in :Ian: P:q-ed & Objsctives, '!'argu!. audience, Contents - Cover page and table ol contents, Executjve
i Rtion af the cwrrent sibuation; Basic company information, preducts/senvices, management leam

i

hu!'ul: £ aniza LT} ure Ak, v m".- a”d MHESan Fl
5 ﬂ m. tur Eﬂ [ 5 £5 .ﬂEStIIIJ tion of o FII:IITIJII“'H ="d |||-!Fh:|: Wi are Ille h'-l'p'ﬂli l'l'l:l
afe the :':'“lh:tltl:lls-_. what ama the |:|:||||FEI|H'||'E dﬂ'-lil'l[iﬂ&'- DI Tha Eﬂlllpillﬁ'i !H{"H Hﬂ” U' tllt humm‘l ‘h
|H-a|hE|-|“E ard .'|=||:‘5 Sirﬂlfgf Basic |-al:l5. (=14 IIE |IIIHJI{I-E|=.. ‘: Il Iw Ectipn ie lin e Lalement |bo
& t

possible exit strategies. Conclision ind appendizes: Résurmes, fitara
witeos, ete. [7)

Suggested Text Bogks:

i Mew Wanlure Maing m rs
Eement: The Entreprensur's B
Itfhr'i 5 Hamsb-,.-. Pearsomn FEhpatmap {Entrepreney ip Serias), Donaeld f Euratko and
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i The Manual Tor indian Start-ups: Tooks to S1art and Seale up ¥our Mew Venture, Vipaya Bumar Batus, Mesns
Ganerh, Penguin Bandom Hose |ndia

3 hianagng Mew Verlures, Anjan Raichoudhur, Prentice Mall af india P Lid

d Develop Your deal Gel O ko a Flying Start With ¥our Starlep. Guided Evereiies, Templates & fogaurces far
Explonng New Buseress Venlures, K N Kukayd

3 Managing Small Business by Longenecker, Moore, Petty and Palich, Cengage Learnang. india Editian

Entreprenevrship: New Venture Creation by David H. Haolt

The Dynamics of Entreprenpurial Development & Management by Desai, Vazant , Himalaya Publnbing Houss,

Diedha

B Entrepreneurship and Small Business Management by Siropolis

8. Lead bike an Entreprenewr by Neal Thornberry

- £

Sugpested Reference Books:

1 Fundarmantals of Entreprensurship, Nandan M, PHI

= Cases in Entrepreneurship by Morse and Mitchell, Sage South Asia Edition.

3 Entreprenswrihip — Indian Cased on Change Agents by K Ramchandran, TRGH.

4 Entreprensurship = The engine of growth, edited by Mark Rice and Timothy Habbershon, Pubfished by Praeger

Perspactivas,
Entrepreneurship: Theary, Process and Practice by Kuratko, D.F, & Hodgetts, R.M. Themson Press,

5

&, Entregreneurship Development; Small Business Enterprises by Charantimath, P., Pearson.

7 A Guide to Entrepreneurship by David, Otes |, Jaico Books Publishing House, Delhi

E. Indian Entregrenaurial Culture by A Gupta , New Age International,

g, Pdake The Move: Demystifying Entrepreneurship by [shan Gupta, Rajat Khare

r.i!'-.’!‘."_'.‘""" L | ' 210 - Qualitative Research Methods
| 2 Eredits | LTP: 2:0:0 | Generle Elective = University Level

Cowrge Outcomes: On successful completion of the course the learner will be able to

| Co# COGNITIVE ABILITIES | COURSE OUTCOME
_Loz101 | REMEMBERING ENUMERATE the key terms assoeciated with Qualitative research approach.
£0210.2 | UNDERSTANDING COMPARE and CONTRAST Qualitative research approach with the Quantitative
approach. |
CO210.% | APPLYING CONSTRUCT appropriate research and sampling designs for Qualitatie
) research work in real warld business and ron-business contexts
| 02104 | ANALYSING ILLUSTRATE the use of agpropriate qualitative research methods in real world |
el = — business and non-business contexts.
| CO210.5 | EVALUATING EVALUATE the quality of Qualitative Research work =
| COZ10.6 | CREATING COMEINE Qualitative and Quantitative research approaches in a real world |
L research project. |

1 Qualitative Research: Nature, Relevance, Need, Characteristics and Limitations of Qualitative Research, Elhics
in Qualdatve R:mr_ch. Hrterﬂ.:lflinﬁship of Qualitative and Quantitative Research, Linking Cluslitative and Quantitative
H.-r_:r.rar-:h i ﬂ”l? Design, Combining Qualitative and Quantitative Data, Combining Cualitative and Quantitative Methods
Linking Qualitative and Quantitative Resulls, Triangulation. (5] l
2z, Qualitative FIu:::th Design: Basic Qualitative Research Des igns, Case Studies, Comparstive Studies
Retrospective Studies, Longitudingl Quabtative Sudies, Appropriateness of the Approach te the fssue, Fitling l:\‘-u:.I
:-FI'F'F'E:EH_ into IhI_E' Research Process. Qualitative Research sampling - Theoretical Sampling, Gradual s-eieuianlas a General
Sr I'Il.'-l'::l ein Dua-ll_:atl'-'e l.igsear_ch, Purposive Sampling, Width or Depth as Aims of sampling, Case Constitution in the
3arrtpn e Sampde Size decisions in Qualitative Research, Princigle of Saturation, (5]

- o FOCLS =] Non- i iC i I
frmnded Theor, Metherioloay. € ups, Mon-participant Observation, Participant Observation, Ethnography.

Projective Techniques: Princ iBCti
: : ple of prajection, applications, a i i

techniques, design and interpretation, Zaltman's hMetaphor Elicitation Tuh:;::“:;;' SRy, SYNeSAn: e
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5 Quality Criteria In Qualitative Research: Reliabikty, Validiny, Objsetivry, Aliernatee Crderia, Coters for
Evaluating the Buillding of Thearies, Guality Assessment as a Challenge Tor Quahtatne Bedearch, Thangulalem, Anabfo

indwictson, Genesalization in Cualitative Research, The Constant Comparative Methad, Process Eealustion and Tuality
Management |5)

sSugpested Tewl Books:
1 an Intreduction to Qualitative Research, Uwe Flick, 4™ Editian, 5AGE
1 Research Methods in the Sotial Sciences, Bridget Somekh & Cathy Lewin, 5™ Edtion, SAGE Indis

Sugpested Reference Books:
L Qualitative Research Methods In Public Rzlstions and Marketing Communications, Christine 8ayman & immry
Hallpway, Routledge
2 Quwabtative Jourmeys, Minkchiello & Kottler, 54GE
_ Semester 211 - Business, Govarnment & Society
2 Credits | e 20 Generic Elective — Univarsity Leval
Course Dutcomes: On sucoessiul oo on of the course the learner will be able to
co¥ COGNITIVE ABILITIES | COURSE DUTCOME
Ci0711.1 | REMEMBERING DELSCRIBE the econgmic roles of El:l-'-'-&'l'nmEﬂt In th:_lnd-l.!n context.
CO211.2 | UNDERSTANDING EXPLAIN the macrosconamic crises around the weeld.
£0211.3 | APPLYING ILLUSTRATE the interlinkages between sconomic growth , poverty and
ineguality.
COXLd | AMALYSING EXAMIME the rationale, swocess and failures of Pubdic Private Parinerships in tha
Indian conlext. i
02115 | EVALUATING ASSESS the forces for and against Globalization and the secio-ecanamic impact
of Globalizatlon, ST
CO211.6 | CREATING DISCUS the interplay between technolog JRtUHRESE SRd OBt
Raoles of Business, Government, and Society: Interdependence and Conflict, Regulation of Business, Functions

of &tate; Economic roles of government; Government and legal emdronment; Ecanomic roles of Government in India;
indian experience with cverall and sectoral growth, Inter-sectaral linkages and role of forelgn direct investmant, The
Constitutional envirenment , Macrosconomic crises since 1990s- Indian and global expesiences,

S Poverty, Inequality and Economic Growth: Industrial Development, Rural-Urban Dynamics, Papulation and
Devetopment, Finance for Dewelopment, Trade and Development, Siate and the Market, Privatization and Regulation,
Institistions and Growth,

3 Public Private Partnerships: The Rationale for Public Private Partnerships, Different Kinds of Public Private
Partnerships with 2 special emphasis on the Build Operate and Transfer Moded [BOT), Issues in Regulation that come
abaut with privatizatian, Pricing mechanisms available to 2 regulator to ensure universal access and efficiency, Diseussion
of the privatization experbence in different sectors, water, electricity, telecommiunication, and railways with a special
emphagis on India,

A, Multinational Corporatians: Perspectives on Clobalizatien, Globalization: The BMNE and THC Cirganizations,
Glabafization of Brands, Globalization of the Indian Business and Firms, Coping with Global Competition, Conflict with
Mation States. Damestic and Glabal forces - far and against Globalization, Brexit and latect developments

5. Business in a Glabal Environment: Business a5 Blending of People Technology and Ethical Behaviour, Achieving

Butiness Success I:!'lrl:-ugh social Responsibilities, Changing Workplace - Influence af demopraphy, influence of beg hinclegy,
Render issues, sodal justice and affirmative action, Intuestnial Relations,

Supgested Text Books:

L Business Government and Soclety: & Managerisl Perspectivg bislohin Steiner

.8 Eus_lnr_u. Government, and Saciety by Douglas £, Greer, Prentice Hall
3. Business and Its Envirorment by David P, International Editian

» George Steiner, Tata MoGraw Hill

Fage 5:5_1.-4 I.'i

B
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5. Dickonary of Commen Errars, Turton, N.O and Heaton, | B, Addision Wesley Langman Lid

o iy e ke

| RCredits | LTPz0an i ~ Generle Elective - Institute Ll';!'i

Cowrse Outcomes: On successful completion of the course the learmer will be able to

| COM | COGNITIVE ABILITIES | COURSE DUTCOMES _ TE—
C0214.1 | REMEMBERING | DESCRIBE the key characteristics of the players in an industry _
C0214.2 | UNDERSTANDING SLIMMARZE the man:,gerntﬁ?e.[h_:;&':_ar'ld'n'rﬂusmh-p of the players in th
| industry
CO214.3 | APPLYING DEMOGHETRATE an understanding of the regulstary forces acting an the
sty _
L0144 | AMALYSING COMPARE and CONTRAST, using tables and charts, the market and finanoal
perfarmance of the players in an industry.,
(D215 | EVALUATING ASSESS the impart of recent developmerits on the industry and its key players.
| COZ186 | CREATING FREDICT the future trajectary of the evelution of the intustry in the immediate
future (1 ta 3 years),

1 Indwstry Analysis = the Basics: Nature of the Indusiry, Players i the industry, Meture of compelition, 1'i-larkﬂ
shares of fop 5 & bottom 5 players, Possible Classilication of players imto Leaders, Challengers, F!:nllmr.s, Hichers,
Pasitianing & Differentiation strategles of key players. Branding strategles, Pricng Policies, Cartelization if any and
camments thereon, Capacity analysis - todal capacity of the industry 2nd break up capacity amongst ke players, {'il"'t_"[
Capacity Utilization rates, Planned future capadity additions, Geographical spread of plants/facilities” capacitics
{Domestics 2 well as Global|, Demand Supply batanoe in the industry = at glodal, national and regional level, Key factors
atfecting demand, Key supphy tide constramts, Professionsl Trade bodies of the Industry, Business Functiors carrled aut
Dinline by the key players. Online presence of the players, Incrementzl Innovations in the industry, Disruptive Inmovations
in the industry. |5
2 Promoders & Management [&qﬁ?::kgrnmd‘ of promoter groups of top 5 and battem 5 players in the industry,
Mianagement ethos and philasophy, Brief profiles of CMDs, CEQs, and key top management persanned with their career
highlights, Detailed profile of one distinguished top management personnal each from any two players in the Indusisy,
;;_hﬁ.a, palicy Corporate Govemance Initistives, Initistives towards social inclusion, Initigtives tewards environment;
: | .
3, J_ﬂw Eondroliing ministry and [/ or regulator if amy for the Industry, Regulatory Policies at the
state, natignal and g,ln:ab.:] Iu-ﬂ and thelr impact o the mdustry as 3 whaole weth analysis of impact on tep S players and
bottom 5 players, ey Mational and Global issues affecting the indusiry, Key initiatives by the Gavernment to promote
the industryy ERvirenimental fsues, SR initiatives, Regulatory actions against the players for eg. Actian by SEBI,
Competition Commission of kndia, MTRP Commission, FO&, etc. agzinst imegularities ; legal violations if any. [5)
i Financials: Frofitabiity, Revenues, Marging of top 5 & bottom 5 players over the last 5 years and trends/changes
Eherein, Sick players if amy and their fumaround strategies, if any, Key factors contributing to costs, Ratio analysis of
Financial data for last 5 years for tap 5 and battom 5 companies in the industry. [5)
% Recent Developments: Impact of key refevant provisions of the latest Fiscal peficy on the industry and various
players therein, Analysis of Eey refevant provisions of [ztest Exim Policy in case of industries that are focused on Glabal
Markets for exports or industries that have significant impeet components, Key Alliances in the past 5 wears and their
perormance & impact on other players in the industry, Mergers & Acquesitions, if any. Technological developments,
Latowr unnest f any = reasons thereal and impact on the partieulsr plager and the industry as & whaole, emerging first
generation enirepreneurs, if any, in the industry, Corparate wars & Feuds in the industry, @ any. (5)

Mate:
L. Students shewld werk in groups of 3 ta 5 each under the guidance of a faculty, ;
& Students shall carey out an indepth study of any TWO industries of their chaice. - i ;,,f”ff

3. Industries selected should ke distinct from each ather.
4 Students shadl submit a strustured detailsd remorit

abnavi Sanstha'y
Latuz Business Schoos
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Sugpestod Text -!nuhs:

Product Management, [ ehimann & Winer, TRAGH
awtally Ihﬂ‘l"'l’"r‘." |"\II|‘l||'\--|||r||: Pl
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1.

2. Provdiec Mamagemenl, 8 & Chyn

i strategic Brand r"""'“"'le'!"""-"“l Kpwin Lane Keller, Prasson

d.  Etrategs Brand Managrimeint, | W Kapleger, Kngan Pagr

5. Prand Mianagoment, v 51 fmipla |‘|I|I'I..-||.l-'|.l.ll |"I:||.'|||-\-|'r|.ll|:|_ Henpyie

Sugpested Beference Books:

L Product Management, v © Ansndan, TRAGH

2. Product & Brand Management, U Mathin, Fveel books

i Badlcding B and Eqinity, Dawd Aaker

4. Branding Cencepts & Process, Debashish Parl

5 Brand Positioning Sieategies for Caompelitive Advantage. Subrals Sen Gugla

- s———T T T T1IMET; Fersanal Salling Lab
| Subiject Elective (3€] Caurse — Markating Managamant

2 Credits | 17P: o1
Course Dutcomes: Dn successful complotion of the course the learmer will he able to
cor | COURSEOUTCOMES o

LIST the key terms in selling and DESCRIBE the guakties af Winning Sales

I COGMITIVE ABILITIES

} con EE I el ookl i i,
CO2IonET. ] | BRERMEMEERIMNG

| Professionals —

j_f{ﬂ.ﬂ.lrd thie thepries and cancepls that are EEﬁtril_‘El_E-Ef‘":ﬂﬂ-eﬂ SEINE

Apply the interpersonal and team skills necessary in succesaful

| COZIFMKT.Z | UNDERSTANDHNG
COZ19MKT.3 | AFFLYING
refationship selling.
[ ILLLISTRATE the wie of various sales technigues needed to achieve a
| prafitable gale in a reaf world scenario for a real world product/ service /

' COISMKT.A | ANALYSING
|
| e-product [ e-serdice
" DEVELDF a customer plan that identifies all elements of personal sefling,
| sespntial Lo ereating successful sales in & real world seenaris for & rezl

| world procfucty sendice £ a-praduct § e-serlce,
[ CREATE sales presentation for a real world producty’ service § e-product §

| e-service and far wariety of selling situatians.

COZ19MET.S | EVALLATING

|
COZ19MKT .6 "I?'tﬁ'iliﬂms

| |
Personal Selling & Salesmanship: Defiring Personzl sefling and salesmanship, Selling as a profession, Objectves

B
and impartance of perscnal selling, Essentials of Persgnal Selling, Traditional & Modern Selling Appraach, Ethical aaa
Legal Considerations in Personal Safling Role of Selling in Plarketing, Types of selling, Gualities of 'Winning Sales

Proficssionals = Physical, Mental, Social and Characbef Traits. Theofies of Selling: AlDa, Right set of cifcurmstances heory
of =efling, Buylng Formula theory of seléng Behawvioral Equation theory, Career In Personal Selling / Sales;, What

Companies Leck for in New Salespeople. (4)

2 Parsonal Selling Process: Prospecting- objecthes, sources and methods, Lead Generation, Getting appointment,
Sales Responsibilities and Preparation;  Pre approach-step toward sales planning-elements of sales call planning,
Cuwstomer need giscovery & Analysis; Approach- sales presentation demonstration- selection of appropriate presentation
method, essentials of presentation, sales presentation mix- persuzsive communication, wiswal presentation and
dramatization, Use of questions- Direct questions, non- directive questions, rephrasing, redirect guestions, Sales Leads,
Account Management, Building long-term parinership by Sefling, Strategic Understanding of Company, Products,
Competition, and Markets Strategic Understanding of Company, Sirategic Understanding of Products. [7)

Personal Selling Process: Handling objection- hidden, stalling, no need, money abjection, etc., objection handling

1
compliment, the sumrmary, the continuous, the miror peint, the tea account, the standing reom and the probability;

Foliow up after sales- Discuss service requirements, handling complaints, Key Account Management. Customer Service
meaning of Customer Service, Importance of Customer Satisfaction Customer Follow-Up Strategies, Customer Service
¥ with Diverse Customers - Meaning of

technigues, Closing the sale- réading buying signals, closing techniques- the allernative choice, assumptive, the

Questionnaire, Evaluating Customer Service. {7)
4, Personal Selling Skills: Negotiation, Communicating Efiectivel
Skills, essentials of Effective Communicator, Communication Styles, making

Communication, Developing Communication
choice of Communication Style, Communi a1 Budlding , Listening Skills, Presentation and Demonstration, ,
Bage 84 of 173
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.E;Ifl Languape Space, Momseids, Eye Comdaiin B Posiun u, Ferlloaw oip € alls, Writmg FEPeitiee Tales LelTRrS anrd v i,
Prkitie Mol J'l.1'll1l||r|e'-. il Sl leng, Fllerfive Mipasing, Manaping ¥om 2l Managang Lime anil Fernbeeg ELS
Wanagemsent EHectivencss and £ ilicency Sales Ativiiies, Serting Prionilses Areound &nd Territesy Management, Wodong

Smarter, Cold Call BAechanism, Tooks and Techmial aidh lar Selimp £1) 1
5, Personal Selling Applications. and Shwations:  Selling of sereices fimaneial, 1
advertising, education; Selling ol industrial predicty raw material, tapital gaods, supplies, Slling of cartumes Hf'r'_d:'

conwersence, shogping and spetially goods, Wntermstionad selng, Selling n rural markets, Selling figh '"dﬂ::
irnvelveiment |:|111I!Ih.'|:1. 5,.""“ Lo ey g puisting rustomeny Polizarind ; Lalling 1o o ey, il e aries, By ¥

departents and agend ies, Selling individual and groaps. [4)

ard felermimmiinieal s,

Sugpested Towt Books:
Fundamentats of Selling by Charles M, Futredl, Tata McGraw Hill 10th Editigf

BB T 4 of Selling by Charles M. Futrell, AITES, New Dk,
World Class Selling by Roy Chitwood, 1iC0 Publizhing House
successiul Selling Solutkons by bulian Clay, Viva Beaks

Value Added Selling by Tom Reilly, TMGH

U B U R e

Sugpested Roference Books: :
AtFiaving Sales Exorlience by Heward Stevers, Yiva Books Pl Lid,

; Pewer Sales Presentation by Stephan sehiffman, Adams Media Cesporatans.
3 Sabes Essentiais by Stephan 5rhiiﬁn.h1,:utn ::f;:::::i
Il Keith Dupdaled Lambert, ;
;j :ﬁ:ﬁsﬁf&t ﬂrllll::it Resuilts Fast _IF-;::M:: Fl;:::z Viva Books,
ills by Kichard Denny, wnelay

:. ﬁitfnﬂ:ad?;::nr H:gul'i-a-tl-un by ::Iﬂ'a H, Cambridge; Briknap/Harvard Press

B, Getting to Yes by Fisher R and Ury W, Harmendswarth Middlesex, GB Penpuin Books

Semester | 220MKT: Digital Marketing -1

| 2 Credits LTP: 0:3:1 Subject Elective {SE) Course — Marketing Managemant

Course Outcames: On successful completion of the eourse the learmer will be able to

o COGNITIVE ABILITIES | COURSE OUTCOMES
| COZ20MKT.1 | REMEMBERING DEFINE various concepts related to Digital Marketing. _
T COZ20MKT 2 | UNDERSTANDING EXPLAIN the role of Facebaok, Gaoghe Ad words, Youtube and Email in
| digital marketing.

" CDZIOMET.E | APFLYING MAKE USE OF Facebook, Google Ad words, Youtube and Email for
carryng out digital mafkmj_ﬁ of real life procucts.

| COI20META | ARALYSING ILLUSTRATE the use of Facelook, Googhe Ad words, Youluoa and Email in
varigus cantexts of Digital Marketing.

| CO2I0MKTS | EVALUATING DESIGH digital media compaign using appropriate mix of Facebook, Google |
Ad words, Youtube and Email :

|_Ef::'éz'|:'nr}'1ﬁ.ﬁ | CREATING CREATE appropriate content for Facebook, Google Ad words, Youtube
| and Emall carmpalpns.

L Digitad Marketing Planning and Structure: inbound vs Outhound Marketing, Content Marketing, Understanding
Traffic, Understandeng Leads, Strategic Flow for Marketing Activities. W\WW, Domains, Buying 2 Domain, Website
Languzge & Technology, Core Objective of Website and Flow, Dne Page Website, Strategic Design of Home Page, Sirategic
Design of Products & Services Page, Strategic Design of Pricing Page, Partfolio, Gallery and Contact Us Page, Call 1o Ackion
(Real Engagement Happens), Designing Other Pages, SEQ Ovirview, Google snabtics Tracking Code, Website Auditing,
Designing Wordpress Website. [5+1)

L Facebock Marketing Fundamentals: Profiles and Pages, Business Categories, Getting hssets Ready, Creating
Fa.n:ebnak Pages, Fage Info and Settings, Facebook Page Custorm UAL, Invite Fage Likes, Featured Video, Pin Post and
Highlights, Scheduling Posts, Facebook Events, Reply and Message, Facebook Insights Reparts I:n-mpehiiﬂr's. Fatebogk
i:rg:. Ban User on Facebaok Page, Connect with Twitter. Facebook Ad Campaigns: Organic v/s 1:;;.;[} Defining Ad Objective

frmance Matrk, Ad Components, Desl reative image, Facebook Ad Structure, Setting Up Facebook Ad Actourit
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l'. Semester 11 angd 1w Syllakbuy

)
| Generde Core (GE] Cowrses - Semester I

Semester i 1 Sirategic Managerment
Credis | LTP; 2:1:1 [ Carmpuliney Ganarie Core Couedee |

Cowrse Outcomes: On suecesstul completion of the course the learner will be able to

Cow | COGMITIVE ARILITIES COURSE QUTCOMMES
CO301.1 | REMEPABERING DESCRIBE the basic perms and ooncepts in Stratege Management

EXPLAIN the variows facets of Strategec Management in a real world contest
farmudstion,

CO301 2 | UNDERSTANDING

C0301 3 | UNDERSTANDING and  across  Strategy

DESCRIBE the trade-offs within
implementation, appraizal.
INTEGRATE ihe aspects of various functienal aread of management to

davalop B strateglc perspoctive. B -
EXPLAIN the nature of the problems and challenges confronted by the

L3015 | AMALYSING
management team and the approaches required to function effectvely 2

| w the fm in it totakty in the content of 5

CO301.6 | CREATING

COX014 | APFLYING

dm i

strategists.

- L Ldr e
.._,,:,:: x] :;J-.-'J:' e

atEgit

1. Understanding Strategy: Concepl af strategy, Levels of Strategy - Corporate, Business and Functionsl. Str
Managemenl - Meaning and Characteristics. Distinction between strategy and tactics, Strategic Management

Process, Stakeholders in business, Roles of stakeholder in strafegic management. Strategic intent = Meaning,
Hierarchy, Attributes, Concept of Vision & Mission - Process of envisioning, Difference between ision & mizsan
Charactenstics of good mission statements, Business definltion using Abell's three dimensions. Objectives and
paals, Unking objectives to misslon & wislon. Critical success factors (C5F), Key Performance Indicators (XF(], Ky
Fesull Areas (KAA]. Componentd of a strategic plan, Analyzing Company™s External Environment; Envircnmental
appraisal, Scenarie planning — ProgEring & ;,_.;._ nmental : :ﬂlﬂ'-'ﬂ:pﬁnftunll.jl Feofsle JEFOPL #inakyzing
industry Environment; Industry Analysis - Porter's Five Forces Model of com petition, Entry & Exit Barniers, (7+2)

2, Analyzing Company's Internal Environment: Resource based view of a firm. Analyzing Company’s Rescurces and
Competitive Position - meaning, types & sources of competithve advantage, competitive parity & competitue
disadvantage. VAID Framewark, Core Competence, characteristics of core competencies, Distinctive
comgetitiveness. Benchmarking as a method of comparative anabysis, Value Chain Analysis Using Porter's Maodel
primary & secondary activities, Organizational Capability Profile: Strategic Advantage Profile, Concepts of stretch,
leverage & fit, wiays of resource leveraging - concentrating, accemulating, camplementing, consendng, fecaviring
Fortfolio Analysis: Business Portfiolio Analysis = BOG Matrik — GE 9 Cell Model. {7+2)

4. Generic Competitive Strategies: Meaning of generic competitive strategies, Low cost. Differentiation, Foous —
when to use which strategy. Grand Strategies: Stability, Growth [Diversificatian Strategies, Wertical Integration
Strategies, Mergers, Acquisition & Takeover Strategies, Strategic Alliances B Collaborative Partnerships|,
Retrenchment — Turnaround, Divestment, Liquidation, Outsourcing Strategies, (7+2)

4. illrr::::::r‘l:::r;:lmnlimr Barsiers to |mplemen|...1:iun of strategy, Mintzberg's 5 Ps ~ Deliberate & Emergent
i E Piaees naey's ¥s Framework. Organization Structures for Strategy Implementation entrepreneurial,
oot ore, 50, Maleix, Network strucures, Celar/ Modula erganiaton, mlching stuciure t
Gt B Er R _ ; - lurbulent environment, Budiness Continuity Planning. Changing
Sl v OEESSES; EEnﬂ:lnE'E-l'lﬂ.E & strategy implementation — Pringiples of Reengineering. Corporate

ure: Buriding Learning organizations, prometing participation through technique of Management by Objectives

(MBO). Strategy Evaluation: Operations Control and i
2 strategic Control - Symptoms of malfunetioni
5 Eluncepl of Balanced scorecard for strategy evaluation. [7+2) R DT
’ E;I:Nﬂre;n:l;-auﬂ: Difference bgtween blue & red ocean strategies, principles of blue oeean strategy, Strat
* & Value Curves, Four Action framework. Business Models: Meaning & components of hu5m§i; m:rdi%:
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|
Semester 1N | 5C = MKT-03 114 BAF T Grrgires Marketing
L3 Creghits [LTr 21

i Subyinct Cowe (S0 Cmaee - Mareting Managsmen?

Course Outcomes. On suceessful complelion of the coive, he [Parner will e ahie 1

o | CORGMITIVE ABILITIES CEWIRSE CHUTCORAES

i
[ CO304 MET T | REMEMBERING | RECALL the key condepds in services marketing
CO304 MKT.2  UNDERSTANDING EXPLAIN (he rode of Extended Marketing Mix in Sera2s
DEMONMSTRATE the new Paradigm and Perspectves in Marketing of

CO3W MET.E | APPLYING

it [
ANALYSE the significance of services marketing in ihe indian and global

: CO304 MKT 4 | ANALTSING
cconarny i —
ing & Positioning of Services in cynamic

EVALUATE Segmentation, Targeti

O304 PMET.S | EVALUATING
3 _|_n1a~rietir_'|_g_enu'irmmenfr_
| DEVELDP marketmg mix for various services offering )

CO304 MET.6 | CREATING

1. Services Marketing- An Insight into Emerging Sector of Ecomomy _
& Servipes; Service-Cantinuum, ey

Infradicthon, Mature & Defindion ol Servoes, Differonce between goads
aditional elements of Services Mix: Mepd Tor extanded

dassifications of the Serviges, Service Characteristics; r

marketing mix elements in Services. Need to study Seryice Marketing: Evofution of Sendces ai VaElusE
Contributors, Sarvice Sectar beyond 2020 - Indian, Asian & Global perspectives [B+2]

Aole of Process, Peaples Physical Evidence in Services harketing:

Proceis - Service systern - enmos system, Servicescaps and Seryuction systam, importance of Process i Senvices
Seruice Blueprint; Mapping the Process- Horizontally & wertically, Varisty in Service Process; Value additian in
anslans in Services Marketing; Serice Encountert: High-

Litpations; Service Profit Chain; Sarvice Culture Fagsical
igence m

PoOG S5
People- The Hey to 3 Service paarketing: People Dim

Contact & Low-Contact Services; Emotiong in 3erice : ;
Fuidenea- Contributian of Physical Evidence ta the Service Understanding, Managing the Physical E¥

Sereice Marketing [8+2)
Managing Consumer Behaviour® Service Quality: .
Undarstanding Our Customers & Collabarstors in senices,

Cansumer and Organfsational Behavieur in Services —

stages of service consumption Service Quality- Levels & Dimensions; Service Quality hModels - Sendual, GAP
tdadsl and Critical incident Modal. Managing dermand and capacity - capacity constraints, understanding
demand pattarns, strategies for matching and adjusting capacity and demand Service Apcovery, Service Recovery
Process, impact of Service Failures, Nature of Complaining Behaviour-Complaint Resodition]7+2]

4. Segmentation, Targeting & Positioning of Sarvices in Modern Era; Bases for Segmentation of Services; Selecting
Target Market & Approaches; Techniques of Positioning Services, Managing of Relationships In Services
parketing, senice markoting triangle, Current custamer retention and customer [ifetime value,

Seryice Marketing Strategies for Small and Medium Enterprises: importance & Challenges [2+2]

5 Marketing of Sarvices: New Paradigm and Perspectives:

Custamer s the Centre of Atiention; Servces as ey Differentiators; New Service Opportusities: Emergence of
Wark fram Home, Autemation & New Technolegies in Services; Service Marketing Oppartunities in India
Applications of Service Marketing: Marketing in Tourism, Retail, Hospaality, Arlines, Telecom, IT & ITES, Sports
& Endertainment, Logistics, Health Care Sector, Event Managemant Services and Banks & Financial Sector, Non-

Profil D.rganiu!mns&.y
[Felpvpnt cones munl be diicussed for the pbove o units]

Sugpested Text Baoks
Sorvice Marketing Concepls Applications & Cates Mk Rampal 3 Gupta, Galgatia Publishing Company

L
2. Serviges Marketing: People Technology Stategy, by Wirtz Jochen [Authar), Lovelock Christopher {Author),

Chatterjee layanta, Pearson Education; E¥edition (2017}

Services Marketing by Zeithard, Bitner, Gremler& Pansit, TMGH, d1h Edition
r Lovelock (Author), Jochen Wirtz, Pearson Education; 7 Edition

i

4. Zervices Marketing: Global Edition
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r Subject Core [SC) Coursas - Semastar
. Specialization: Operatsans & Supply Chaln Management
Semester I ' 304 OSCM- Sarvices Dperatinns Mansgement - i
| 3 Credits NFS T ___ﬁjt_jar;ﬁ:;cm_pmmiuns& Supnly Chain Managemant

Course Outeames: Dn suceedstul completion of this course, the learer will be able fo

| con COGRITIVE ABILITIES | COURSE DUTCOMES
COMOSCM .1 | REMEMBERHNG [JF FISE the key concepts in Servces Operalions Management
I e
COA04045CM .3 | UNDERSTANDING DIFFERENRTIATE between various Sendca Lralegan. S8 :tnls::l i
| dimersians, and customer relationships based on I-[etnme_fa_ -
COBADECM 3 | APPLYING [DENTIEY the soiprces of value B 3 serdce suppty relatianship aﬁn
three factars that drive profitability for a professianal service Bm
COADACECM 4 | ANALYSING CATEGORIZE a service firm accarding ta its stage af
mrnggl:_il:ivenﬁs. i | e
'_Eli'EDlDIM g E'-'.ulun.TIHﬁ MDIfIIF'n' the Service sirategies al &n grganizasion for schieving the
strategic service Wi S0P,
i COE05CM 6 | CREATING S0LVE the relevant numerical in the scope of the subject.

L Service Strategy: Sirategic Service VEsian, Compatitive Enviranment of Services, Compesitive E’E“‘I‘rﬁ"‘:'r"a:ﬁ:e
Erverall Cost Leadership, Differentistion & Focus approaches. Winning Customaers in the l"‘if"ﬂ‘P‘_iW : '1": ;illemr'u.-
weirmers B Serce Losers. The Competitive Role of Information in SErvaces. Frea:mn of Barriers to Entry, msn';
Gsreration, Database Asset, Productivity Enhancement, The wm:f:: VaLwH l:tll1auni1_Flr.|st Es;:g; [Mew Prosecses],
rodusts). Fourth Stage (New Relatiorships}.
sgf?l'ﬁ::;i‘:;iﬁﬂ;;mng:::mﬁpgjm,bir:i-ﬂenshan“:ed Semice lllu.'ni.!-,-. Gaps in Service uality, ".I'l'EEIiI..lIIrIIg
Sarvice Cuality, SERVOUAL. Quakty Service by Design, incorporation of Quality in the Se.ruke package. Poka-¥ake (Fail-
salel. Quality Eunction Deployment, Walk-Through Auds, ﬂﬁi!ﬁ"ﬂ"ﬁ'ﬂ'“fmlfh Audit, The Walk-Theough Uit 359
Pisgnestic Imstnament. Cost of Quality, Unconditional Service Guaraptes Service Recovery, Approathes to Service
ey, Comgdaing Handing Pollcy, Overdew of Mumerical on Condrol Chart far Variables | ¥-chart andR-chart), Control
Chart fior Attrubes |p-chart], [F+2] _
kN Sorvice Supply Relationships: Supply Chain Management, Metwark Btaded, M.amging. Lrnr.erl.ant-,-. Service
Supnly Relationships, Customer-Supplier Duality, Servce Supply Relationships Are s, Mot l;halrrs, Lervice {ap.al:ll'-' Is
Analogous to dmventory, Customer Suppked Inputs, Managing Servce Relationships, Bldlrr:'-lﬁpﬂ UD'DF"'H_“B"-
Productive Capacity, Perishability, Professionsl Service Firms, Mtributes of Professional Services, Operational
CRaractenstics, Outsourcing Senvces, Benefits and Rk of Dulscurcing Services, Classification of Business Semices,
tarsgerial Considerations with Service Cutsourcing, (F+2)
8, Service Design Principles; Basics of Service Design , Holistic service design, servite deign and overall Dusiness
chenge, Scope and flow of service design, Vahue to the business; Comprehersive and integrated cervioe design, The four
Py, Service compesition, Selting direction, policy and strategy laf IT services, Opimizng design performance, Service
design gasls, Balanced design , Identifying service reguirement . Designing mezsurement methods and metrics. {742
L Customer in service Industry: Buyer charactenisties, buyer decision-making process (EKB model], customer
iividvement in serdce prodess, customer behaviowr in service settings. Relationship marketing, esclution of relationchip
migkeling, degree of relalionshep building, the importance of cuskomer retention, enhancement of internal and external
relgtionship change, 7-5 Fremework, determining the value of customer, lifetime value of customer, custamer
refationship management stretegies, customer delight and customer Inyalty. Case study on Asis Bank, [7+32)

Suggested Teat Boaks:

E. Successful 3ervice Opesations Management, Metier, King-Metters, Pulliman® Wallon, Thomsen |ndka
2. Services Businass Maragement, Dr Abhay Kufcarmi aad D Sudhir Hasaminls, Himilays Pulblicakion

3, Services Marketing Cperations and Management, Vianie | Jubari, Kirti Dutta, Oxford Unluersity Press
&. Service Managemnent, Fitzsimmons and Fitzsimmons, 1rwinMAcGraw-Hil

; \
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Syllabus for Rural & Agri Business Management [MINOR ONLY SPECIALIZATION)

l. SE'EE“E “.1. . [ e i | G0 = RARN -1 j;”;uh-urp arel imdian Feanarmy
[T | LTP: 2:1:1 Rural & Agri Business Managemen®

Course Qutcomes: On successtul completion of the course the learner witl be able 1o g
Cit COGMITIVE COURSE DUTCOMES -

= BBILITIES LY
AABMOLL | REMEMBERING  DEFINE the key terms in Indian Agricuiture/Land Refaems/ econarmic helding

WABMOL2 | UNGERSTANDING  EXPLAIN the key terms in The place of agriculture in the national ecanaemy/ The
';:reu-nt position of Indizn Agriculture wilth zn advanced management persgeclive

AABMOLI | AFPLYING DENTIEY the varlous issues in the Agriculture industry in fndia. DEMOMNSTRATE
farmer & Indian Econormiy &

heir significance from the perspective aof indian
usimess decision making.

FABMOLA | AMALYSING WTINE 1he inter relationships between various facets of Agriculture &
omy from the perspective of & farmer, Labour, firm, industry, market,

ompetition and business cycles. ‘|

perational haldings in India, Farms size, Productivity/ Profitability and fzrm
Ficiency
CREATIMG & HTICIPATE haw other firms in an industry and consumers wall respand Lo |
laconarmic decisiont made by a busness, and how ta incorporate these reipdnses
| nto thelr own decisions.

RABMOLS | EVALUATING EVELOP eritical thinking based on changing pattern of awnershap and J

RABNOLE

i irdian Agriculture under the Five Year Plans : The Green Revolution, The place  of agriculture in the national

econamy, progress of agriculture under the Five Year Plans. Present pasition af Indian Agriculture ; Looming Crisis, New

Thrust Areas in Agriculture, National Commissions of Esrmersand mﬂmluw bnadisa senece Lika 1.
7. Epod Seewrity in India; lutipn, Second Green Bevalution = the fulure  prospects, Concept of Foad

Security . Faod self-sufficiency and food security, Poverty and need for Public Distribution Systems, Policy Gations for
relarms of POS, Foad Insecurity af Global level, Foed Security Act— Salient featwres and imphications

3. Irrigaticn and other agricultural inputs: drrigation, rultipurpese river valley project < 3 controversy, iMigation in
the 1211 plan, privale sector particpation i irrigation, fertilizers and manures, improved seeds, sl conservalion and
reclarmation, livestock and dairy development, mechanization of agricubiure

4, Land Refarms: The need and scape for land referms in a developing econcmy, the abedition of intermedianes,
tenancy redorms, cefling on land holdings, an appralsal of land reforms. Size of Farma and Productive Efficiency: Meaning
of ‘economic holding, changing pattern of ownership and operational holdings i india, Farms size, Productivity)
Profitability and farm afficiency, the problem af sub division and fragmentation ol holdings, cooperative farming.

5. ire Lobair Preent position of agricultural Labour in india, Agricultural  Labewr and Minimum Wages,
Abp#tinn of Bonded Labour, Recommendations of Wational Commissiens on Rural Labour [MCRL)

Suggested Tewt Books:
1. Indian Econcey, Datt and Sundharam, & Chand
2. Indian Econpmy Since independence, edited by Urna Kapila, Academic Foendation
3. Indizan Agriculture - I.'iSI.i-ESv-?“Ii perspectives, Edited by M lanardhana Ran, ICFAL University Presy

Suggested Reference Books:
1. Adhikary b, 1986 Ecovarmic Emaranment of Busingsd. 5. Chand & Sans.
2. hswathappa K. 1997, Egsentiok of Business Environment, Himalaya Publicotions
3. Francls Cherunilam 2003 Business Environment. Himalaya Publications
: YWa
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Remembesing Recall amd Neviviss g ke
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CC 307 7 Undprytan
dll'lﬂ Wtnderuland dbee releane ¢ ol Middinatannal § nrpEraRine (RANT o | im glnkd
1 ] Iiade
COP 3 '
Aipplying Deitsnnatnate (kb signilicdne of 10 and §P)in pespedt of deurlnpicg
| | FLaney
. |
CD 07 A AMII."‘"IR | Nmabene the lswues Dplaled 1o Labor, Eniranmsental and filohal Yalie tham

| SE—

{23075 Evalualing Forwulabe and discuss the case refated bo warious Agreements undgsr WG

| and cordemporary glohal husipess prviranment
| introduction to imternational Business: impostance, nature and scape af International business, rmades af mrrhry
irta Irfernational Buciness, nternaticralization process, Globalizaticn: Meaning, Implicabians, Gliehakzaton &) 8 Ao
of Internationg Business. The Multinasanal Covparations [MMCs) = ewolutian, festunes nd dynarwcs e the Global
Erterprises. Conseguences of Economee Globalization, Brexit, Reverse globalizatian. (5+1f

7 internationsl Busingss Environment: Poddical Ecanermy of Interrational Business, Exonomal gnd Poitical yatemmi,
Lega! Environeent, Culharsl Emvironment, Ethics and CSR in International Business (51}

1 international Financial Environment; Foreign Invessments - Patiem, Structure and effects. Theones of Farpgn
Diirect Irwestenent, Traditional and Modern theories of 70, Modes of FOI - Greenfield, Brownfield Imvesimanis, Margers

and hequisitions, Motives of FIE, FOI contrasted with FPL Sasics of Forex biarket. [3+1]
& imernational Economic institutions and Agreements: 'WTC, IMF,  World Bank, UMCTAD Tarff and Mor-tariff

Barriers, Balance of Payment Account: Conceph and significance af balance of payments, Current and capital aciount

companeris, Introdwetian te Basic Coneept of IFRS, {5+1]
L. Emerging lsswes in intemational Business Environment: Groming roneern for ecalogy, Digitalisation; Outsgurcng

and (abal Walue chains Ambor and stfer Enviranmental lssges; impact of Pandemic COVID-13 gn internations! tracs
(5+1]

Suppesed Tywt Boplo:
1. Glohal Business Management by Adhikary, Manab, Macmillan Fuhlishers, Hew Dethl,

Insprnaticrsl Business Environment &y Black and Sundaram, Prentice Hall af India, Mew Dedhi

s
3 Economc Enviranment Of Business by Gosh, Eswanath, Sauth Asla Book, Mew Delhd
4 International Busmess by Aswathappa Tata Me Graw Hill publcations, Mew Delhl,
5 internations! Easiness by P. Subba Rao
Suggested Refersnce Boaks:
by Ehattachanya.8, Wheeler Fublishing Co. New Delhi

I Gaing International Besponse Strategies For Indian Sector
¥ Ipfernational Economies by DU, Krithani.

3. Internationsl Business by Aoger Bennett

4 Easiness Environenent by CB. Gupta

. internations Butiness by Francis Cherundlam

[ ' 308 - Project Management |

| Semester il |
[2Credits | LIe:200 I Generic Elective - University Level |
Caurie Outeomes: On surcessiul completion of the course the learner will be able to o
=4 | OO | COGMITIVE ARILITIES COURSE OUTCOMES |
: et e et |
DEFINE 1he key (enms and concepts in project management i

Co308.1 | Rernembaering

EXELAIN Lhe Impurtan{éni prq;mﬁe;wﬁi r-l:ln.!{hnldﬂ-uﬂ.i.tslln;laﬁﬂk a
the distinct stages inthe Praject’s life oycle

i [
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[to a3 Al :
pihab | ILLASTRATE the dmpentland o of PR in mayd et iies and brsines e

; 0308 4 Anial | :

| ViR FEASENE the impariante al leadership e iically in hetsrngenaiy and

| COI0N & o sArLal ieama, a5 widl a5 prweerans e ared apgraaches fo condlict freadiiony
| ] waluaking [ 5B clasksbmanil, status repnet and e for Fioy Bernirmane e lrdicarnrs

L ] al prgect far the Managemien

L Overview of Project Mansgement: Cancept of Project, Attrbutes of » Proyect, impostance of Progee
Management, Praject Managesent Process, Praject Lifecyele, Profect Stakehalders, Project pharagemenl ructaes
Chapsing Appropriate Project Management Struclure, Implcations of Organizational Culture, Mai Fauses of Projecd
Faillure. Project Definition: Defining Stope, Estabfisheng Priorities, creating the Work Breakdown gerarture [WES)
integrating the WES wilh the organization, [ ockng the WES for imformatiin sysherm, Projeet Roll Ug, Process reakdown
Sirigcture, Respansibility Matrices. [5+1]
3 Project Planeing; Estimating Praject Times and Costs: Factors Influenting Guahiy of Estimalss, Eqtimatan
Guldelines for Tirme, Costs and rescurces, Macro versus Ricro Exfimating, pheihods for Extimatng Propecl Times sl Zmal5,
Lewnl aif detail, Develaping Budpes, Types of Losts, Relinng sstimates and contingency funds. Devsloprg Praject Mas
Developing the Profest Network, Erom wiork Package to Network, Construcking @ Progect Mstwark, ACEiwTy-Gen-Mode
Fundamentals, Network Comgutation process, Using the Forward and Backwsd pass infarmation, Lews of Detad far

sctivities, Bxtended Metwark technigues, (5+1]

] Project Schaduling & Risk Management: Scheduling REsources and Reducing Project Dyration: Tyoes of Praject
Eanstraints, Classification of Scheduing Brekdem, Resourte Allocakion pMathods, Salitting. Multitassking, Banefits of
schedufing rrsounies, Aasigning Project work, Mt Propecl fasouie Schedules, Ratianale for reduring project duratian,
Optians for acesleraiing Progct Campletian, Contept and construction of a Project Cost = Duralion Graph, Pracical
onsiderations . Managing Risk Rk Managerment process = Risk Identificetion, Risk Assgsasnent, Aisk Resgonse

Development, Confingency Fanning, Risk F:q.punstcﬂnl:rairﬂ-nnae[mrul Management. [521)
f ihe project Manager. Planning,

4. Project Orgarization: The Prowec Manager: Aole and Responsibities o

Organizing, Controlling. Skils of the Froject Manager - Lpadership Abilitas, Coathing & mentoring ALlTES,
Communicstion Skills, Interpersonal Skilts, Ability to Handle Saress, problem Solvng Skils, Time Maragement Exilis,
Dgfegation, Management of Change, Maraging Project Teams: The e stzge team deveiopment maadel, Siwatianal
faciors affecting team development, Team effectiversss, Confilct in projecls, sources of Conflet, Handbng Lonflict

Niansging Virtusl Praject teams, Project team pltfalls. {5+1]

5. Projoct Eviluations Progress and Perfesmance Management and Evaluation: Struckure af & Project rdonitoring
Irdnrmation Sysiem, Praject Feniral Brocess, Monitoring Time Perfarmance, Hepd for an Inbegrated bfoemation System,
peveloping 2 deshbosrd, statul report ani index to monitar progress. Forecasting firal project cost, OUher pantigl issues
Project At and Closaure: Broject Audit, Pregect Audd Froosss, Project Closure, Team, Team member and Project Managar

Evaluations. [3+1)
uggested Test Books:
1, ChHord Gray, Enk Livson and Gautam Desal, Froject Mansgement, The Managerial Frocess, Tata MOGraw Hik
% Efective Project Managsment, Clements and Gidda, Thomson = India Edition
3 Samued Mariel, Jack Meredith, Scott ghaler, Margret Suttan nd WE Gopalan, Project Management, wiley India
4 Presanma Chandra, Projects, Flanning, Amalysis, Selecton, Firanong, Implementation and Reaaiw, Tata MoGraw
Hil
Suggested Roference Books:
1. Project menagement isiifuts, The Guide 1o the Praject Management Body of Enowledge (PRIEQE Guade|, FRAI
Fulldication
Semestar Il 304 - Knowledge hhﬂag.men_l:
| 2 Credits | LTPe 20 — Generk Elective—University Level |
Cosrse Ducomes: On swcressiul complotion of the pourse the learner will be able ta
| Cox | COGNITIVE RBRITIES | COURSE OUTCOMES
(0309 1 | Remembering DEFENE the by Lerms 2nd concrpls in Knpwiedge Mansgement,
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L OUTLINE the imginrtance of «apturing knawisrge siementy and it structures
039 5 - : AP alion # & compelithe advantape o buniness
aaite E""’I'-'ﬂ_"!"ﬂ EXPLAIN 1hve Pytimar amel Biusiness, awpeets of krawledge manasgemeni

%' Intraduction to Knowlodge: Meanirg of data, information, knewledge and eraeriee, Mearicg of spiemalogy,
¥pes of knawledge - Subjective & Objective views of knowledge, procedural Vs, declocative, taed W sxphod, geresad
wpeniic, Types af evperise — assodiational, mator skil, theoeetieal, Characteritics of kmawledge - erplicdnes
codifiability. teachability, Speciicity, Seservairs af knowledge, {5+1)
L WM and KM Cycle: Why KB, EM system life cycle, and aligning KM and business steategy, KM Cyeie. ¥rowledgs
creation,  capturing  Lait  knowledge, Types ol  knowledge and s iemplicstions  far MM
Knowledge codification and system development: codification, system testing snd degloyment, Knowdsdgn transter and
knowdedge shanng- the roke of cullure and structure (541}

R KM system | Analysis design and development: Knowledpe mfrastructure, Enpadedge sudil, and inowledge
team, Analysis, desigi sad develapment of KM system, Kb teods and Portsfs; inferences from data, dsta mming and
knawdedge portals (541

i KM Indrastructume: Organdaticnal Strueturs, m‘amamal Culture, Communities of Practics, nfarmaton
Technotogy Infrastrocture, Common Knowledpe (5+1)
a Evaluation of KM affectiveness: Kid Impact: Dimensions of KM Impact - People, Processes, Producs &

Organizatianyl Perfarmance, Factors Influencing impact = ureversalistic B contingency views, Assessment af Kb impac—
Ozl itative B quantitative measures, identication of sppropeiate KM sohations, Ethical legal and mansgaral ssass. €6
enpefigficel [omm indian companies, KM Innewation and Leaming organdzation, The future of KM, [5+1)

Sugpested Tex Books:

1, Fermendez | B. and Sabherwal, B, (2000), €nowledge Managemsnt: System aad Resparces. PHI Delki

2. Tiwans Amrit {1995 The Enowledge Mansgement Toplkit. Prentice Hall FTR.

3. Irma Becerra-Fernandes, Avelmo Gonzales, Ragly Sabherwal (2004), Knoededge Management Challenges, Salutions
and Techsalopies, Prerdics Mall. 1SBM: 0-13-005851.0

4, Ekzs M. Awad, Hassan M. Ghaziri {2004), Enowledge Managemsent. Prentios Hel . BAN: 0.13-02482001,

Suggestod Reference Boolks:

1. Donald Hslop, Enowledge Mansgement in Organizations, Ouford 2nd Edition

& kan Watson (2002]. Applying Knowledge Management: Techniques for Building Corporate Bemaries. Margan
Kaufmane, ISEN: 155BE07E0D.

3. Madanmohan Rap {2004). Encradedge Mansgement Tools snd Technigues: Praciitiorers and Ewxperts Evaluste K
Solutions, Butterworth-Hememann, (58N; 075057R 186

£ Stuart Bames (Ed. ) (2002). Knowledge Management Systems Theary and Practice, Thamsan Lesming.

. Hamiz Dslkir, Rmowledge Management in Theory and Practice, Elsevier, Butteraorth-Hinemann,

B Shelda Debowski, Knowledge Management, Wiley India £ditian.

| Semester i _

= ___ 3W0-Corparate Govermanca |
2 Credits LTP: 2:0:0

Generic Elective — University Lovel |

Course Outcomes: On successful complation of the course the leamer will be able to

o COGMITIVE ABIUTIES | COURSE DUTCOMES R
CO310.0 | REMEMEBERING | ‘RECOGNAZE and REMEMBER the scape of Corparate Gavernance. =

| (0310.2 | UNDERSTANDING UNDERSTAND the role of Buard of Directors and Commatiess in Goad |

Corposate Governance znd key mechanism,
02103 APRLYING APPLICATION of empirical methads af Corporate Governance and |t!.im|]-i-:L1.
L o an the Firms.
€03104 | AMALYSING Analyze the legal framework of Corporate Governante and fermulate |
[_Internal control palicies, ) |
——, q .-\. I i oy =l
Pige 128 04273
L
Ly e L] i
: u“ﬂﬂh &'hml
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[ co3105 EVALUATING Ewaluate th legal Irarmewerk and g.j'-r.::-l':;rp-rr'.prrr:-.'-r' of Corporate
DI TIART & =
CoA10.6 CREATING FORMULATE and DISELISS Cases eelatod 1o 06 [Madels), thear SUCCESS &
FAILLIRES [ |

1. Conceptusl Framework of Corporate Governance: Introduction, Meed and Scope Evolution of Corporais
Governance. Developments in India. Corporate Governance Code and Agency Theary. Flementy of Good Corporals
Governance, Aecent Corporate Gowemance Commitiee reports like N A Narayan Murthy Commitbes, 1. ) dran {
Committee etc. 5410 _ . p
2. Board Eectiveness & Varkous Board Committees: lssues and Challenges © Board Compation, Diversity in Board
Room; Types of Directors; Board's Baole and Responsibilities, Chairman, CED, Separation of Rel r:*.._F!elnl:mln-.h-p bﬂ'l#:i: i
Derectors and Executives, Vidionary Leadership, Board Charter, pieatings and Processes, Directors '-I'r:m:rl:th-”
Devalopment. Perlprmance Evaluation of Board and Directors Bosrd Cr.vmmiulees “arious Board Committees, the

ian nisibilities, Contribution to Board Gavernance. |5+1
;:amn::l;:r;::mme EMr'::!.:i:i':I ::.d Other Stakeholders: Sharghalders: Rights of Shareholders, Challenges in E"E"“":E
tharehodders Rights Ownership structure & firm Performance, Legal Protectian of 5r_nall ﬂarehn-.idcr”i. .eﬂ'::*i';ar:
Governance issues with regard to Related Party Transactions, Role of Inwestor Associations in Securing :hirZ;n;;
Rights, Rale of mnstiutional mwestors in Corporate. Governande. Corperate Governance and Ofhar Stake
Ernployees, Customars, Lenders, Vendors, Government, Saciety. {5+1]
4 Legislative Framewaork of Corporate Governanoe in India: Under Listing Agres s
Act, Corporate Governance in PSUs, Banks, Insurance Companies, Servce Secior, IT Sector .Ftls-H Pdanagenen =r'rI
internal Control: Rick Management and Oversight, Enterprise Risk Management, Agles and Functions of intermal Contra
Disclacure about Risk, Risk Management and Intemal Control. Global Perspective of Corporala Gowernance. AR
International Perspective Australia, Singapore, South Africa, United Kingdom, Contempaorary Developments in the Gloibal
Argna. (5+1) .
- 5. Recent Cases om Conporate Govermance in lndia: Corporate governance failure at Ricoh India: rebullding lost trust,
ICIE] Bank- case of Chanda Kochhar, Corporate Governance at Infosys = A benchmark for Corporate Governanca.
Corparate Governance in ndia: Case Study of Satyam, Tata Group & Cyrus Mistry dispute, PNE, Kingfisher Airlings, Foris

elc. (5e1)

mant, SER Guidelines, Companies

Suggested Tewt Books

1. 5 M, Dewan, Corporate governance in public sector enterprises, Pearson Longman, 3006,
2. Corporate Gowvernance in Indis = &n Evaluation by 5 C Das, PHI - Eastern Economy Edition.
3. Corporate Gavernance by Christing A dallin, Oxford University Prass

4. Corparate Governance = Global Concepts & Practices, Or, 5§ Singh, Excel Books.

Suggested Reference Boolks:

- Cerporate Gavernance, Principles, polides and Practices = A C. Fernanda, Pearson Education
Carporate Governance = [CA, Tasmann.

The Arl ¢f Corporate Governance = Or, Jolly George.

The Essential Book of Corparate Governance by G. N, Bajpai,

Comganeed Act 2012 and Railes,

SEBI [Listing Obligations and Disclosure Reguirements) Repulations, 2015

Case Sudies on Ethics and Corporate Gavernance Vol | and i, ICFA| Books.

e T

Semester )i rE— . o
| 2 Credits LTE: 2:0: 311-Management of Non-profit organizations
e : Generic Elective — University Level

Course Dutcames: On successul completion of the course the learnor will be able to

COou COGMITIVE ABILITIES | COURSE OUTCOMES

£0311.1 , |
REMEMBER G DESCRIEE the basic concepts and framewarks in the field of Mom-Prafit |
sector & Non-Profit Organization l

£0311.2 | UND i T EXPLA i s
i ERSTANDING IrE:{F'LA.IN the Fh:mctﬂtlstlcj of Non-Prafit arganizations, summarizing the
| factors affecting developrment of Mon-Profit organization,

:r}t' ——
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coaaa APRLYING MAKE wise of thearelical coneeply, framewarks while registration process of
. Mo Profil Drgandration
C0311.4 ANALYSING EXAMINE the rode of any pubilie podic e whie kb belp BP0 @ deoision I
making I
C0311.5 EVALLIATING EVAILIATE the perlormanee of Mon Profi orgamiratinns, the critical J
| limancial conideratinne of the Ban Profit T ani datinn |
t Fundamentals of Non-profit organization: Inlraduction ol Man: Prolit Sectar & Non- Profit Geganizations, Define

the Non- Profit Organization and describe its dimensions, Key concepts in Man-Profit management meluding board of
governance, siafling. regulation, and veludlesr management. Cancept of Man-Pralit leadership and gevernance and the
functions of boards inorganizational gavernance, the Board's Role and Responsibilities, Roles of board memhers in M-
Profit organizations, recponsibélities of Mon-Profit Organizations. Elements of board behaviour for effectiveness ot
argemzation. Developing Leadership and Impraving Governance in Mon-Frofit Qrganizations, impraving the Effectiveness
ot Boards of Directors and the tools wed to facilitate assessments of boand performance. (S41)
L Basics of Non-Profit Organization: Difference between For-Profit and Man-Profit organizations, Characanisbics
of Non-profit Organizations. Factors affecting development of Non-Prafit organizations, Challenges of managng # Mon-
Frofit organizations, Factors responsible for success of Mon-Profit organizations, Skills and abilities of the leaders of Mon.
profit organizatians, wisian, mission, valwes and goals of Non-Profit organizations. (3+1)
E Registration and Formation of Non-Profit Organization: Mature, ebjectives, logal procedures, farmehines nd
documentations required for registration. Different lypes of Mon-Profit Organizations: NGOs, Trudt and Society, 15
siphificance, differences and relationships. Ovarview of Sodeties Registration Act, Indian Trust Act, Indisa Cormpanies A,
Charitabile Endowment Act, Memoarandum of Assocation, Rules and Bye-laws of Non-Prafit Organizations, Tax Benefit
and Exemptions under different acts, (5+1)
4. Managing Non-Profit Organizations: Asde of executives in building effective and sustainable crganizations
Standards and code of conduct appropriate Lo professionads in the sector, Accowntability and "managing the mision ',
volunteernsm, conflicks of interest in various situations. Rales of Mon-Prafit arganizations in the public palicy framing
process, Examples of Key pulblic pofdicies, Ethical issues, in management of NP0, developing a sustainable business maodei
bazed on the social need, (5+1)
5. Performance of Mon-Prafit Organization: Evaluating the perfformance of Mon-profit Organizations, Ethical
Decuion making in Non Profit Organizations, volunteers and their fole in Non Profit organizations. Incentives and contral
in the non-profit context. Non-profit governance, Non-profit organizations and market competition, sales promation and
Pubiic Relations for Nan- profit Organization, Managing Finandial Resource, Donor Marketing. [S+1)

Suggested Text Books:

I Mon-Profit Management! Principles and Practice... [Paperback] by Michasl 1. Worth

2 How to Start, Run & Grow a Successfd Mon- Prafit organization by Aaron Sanders

3. Non-Prafil organizations: Theary, management, policy by Helrmut k. Anheler

4. Developing Mon-Profit and Human Sendce Leaders: Essential Knowledge and Skilks, Watson, Larry D, Hoeler,

Richard, 2014
i :ﬂ;i?:tl?ﬁ:foﬂ 5. L. {2005]. Administration and Management of NGOs: Text and Case Studies. Deep and Deep
Suggested Reference Books:
L :?;:ﬂ::?ﬁ- D, (2012). NGOs: Isues in Governance- Accountability Policies T Principles. Neha Publishiers &

2 Draiid L . e izati
. A;u;ssg;iiﬂ.“r:n Gavern tal Organizations, Management and Development Routledge Publicati
i LFARE: Mew Research Approaches David Le i : e
A wWweih and M. A

4. Markeling of Non-Prodit Crpanizations by Philip Kotler ensen Rse]
3. Elements of Marcantile Law, N.O.Kapoor

Femester W
2 Credits TR A0S - Global Strategic Management |

LTP; 2:u0)
Generic Elective — University Levﬂ_|

Course O 3
BB Uutfomes: On sucoessiul completion of the course the learmer will be abie

S T to

" Page 130 of 273

-

navi Sansthy'
us Business Schoa =

A . A9

g




5

rf_} -

SPPU - MBA Revied '.'.urnn.ll._m H0IHCBOGS & OBF Patism
L. Introduction: Mesning, Maturs, 5e,

opE and o —
cantext of Internations darketing it o o i WaLEPENE Ot 4 e

et R - EPRG Framework; Ovesview of international Marketing Management Frocess:
g ronment and s Effecd on Internstiansd Marketirg - Leanomee Frvirmnment, Trade

Ervirpaimen i
e mmt, NS:EHI and t:'udlurnl Emtranment, Political Emvisanment, | efal and Hegulatory Frvicnnement, Demapraghic
2n1.l;lr|:|=1 t, Matiral Ervironsnent, Terkmalegcal Erwirnnment [de1+1]

Ppraahing International Marketing; Internatianal Parketing Information Syudern and Interaatinnal Marketing

Research. intemnational Market Segmentation; Tangel farkes Selection, Intemnatinnal Market Entey Srategies;
International Positioning Strategies 132141

3. International Marketing Mix |:

3 Intemational Product Planning: fajor Procucl Decrinns Producs Fratures
and  Quallty,  Produet  Design, Branding,  Packsgng, labeling,  and  Product  Supsort
aervices; Product Sandardization s, Adsgtation; Mow Producl Dewelopment B8 baded, International Bradact
Life Cycle; Maraging Froduct Mix and Product Line.

k) Pricing for Internatianal Markels: Factors affecting Interpatinna Brice
Determinatian; Pricing Strategies for Internationsl Markeds; Price Cuatations and Terms afl Sale, Celivary and
Payment; Dumping, Gray Market: Transier Pricing [#+141]

4. International Marketing Mix |k

.b M’“iﬂhﬂ Internathanad Promaotion: Internationsl Pramation i Decisions: Advertising, Sales Promation, Public
Relations and Publicity, Perconal Sefing, Direct Marketing: Standardization vs. Adaptation issus; Developing
Irternaticnal Promation Campaign.,

b Managing Intemational Distrbution: Desigring Intematiomal Dustributies Charnels, Maragement  af
Internaticnal Distribitian Channel; Distribution Chanmel Dynamics; International Logistics Managemant [5+1+1]

5. Managing International Marketing in 21" Cemtury: Patterns of Intermational Marketing Organization, Leaderihip

Digital Revolution and International Marketing; Developing tnternational Compettiveness; Ethics, C58 and Sacial

Respansweness in Globalization Era, [441+1)

suggested Texl Books:

Glodal Marketing Maragement by Kesgan Warren | andGreen B.C. Prarson Education,
Imtermational Marketing: Anahysis ard Strategy by SakQnkvisit and John Shaw, Frentice Hal af indin.
Intermational Marketing by Catesra, Graham and Satwan, BACGraw-Hill,

International Markating Management by Subhash Jain, CB5 Publishers & Distributars.

International Marketing by Rakesh Bahan Joshi, Owford University Press.

international Marketing by Eajpopel, vikas Publishing House.

LB i e

Supgested Reference Bonks;

L Internationsl Marketing by CeinkataandRonkanen, Cengage Leaming.

Z, Global Markeding Management by Kotzbe and Helsen, Wiley Publication.

3. International Marketing by Terpstra Vern and Sarathy Az, The Dirpden Press.

4. Glohal Marketing by Svend Hollensen, Prentice Hall,

5, International Marketing: An Indian Perspective by Varshimey R L and Bhattacharya B, Sultan Chand and Sons.
& Internaticnal Marketing by BK Vasudevs, Froel Books.

| Semngster il [ SE-IL-MKT-09 314 MKT: Digital Marketing il |

| 2 Credits LTR: 1:1-1 Subject Elective [5E) Cawrse = Marketing Marugrn:ent _|

Course Dutcomes: On successiul completion of the courie the learner will be sble to

| €O¥ | COGNITIVEASIITIES | E COURSEOUTCOMES 1

CO314METT | REMEMBERING DE FINE the kiey terms and canceqts related with digital marketing

| COIMMKT 2 | UNDERSTANDING EXPLAIN various tools of digital marketing.

| CO3LMKTE | APPLYING | MAKE USE OF various tooks of digital marketing, -
CLASSIFY the different tooks and Lechnigues of digital Marketine with

eting with
Iil:l LAMETA | ANALYSING respect to SED, SEM and SMM ta increase the customer acquisition amd |
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DEVE L op AR GaFi e eigital mrke Mg campaigin . i

1-1IJ::|H=I 'I'-'larlqmng and it H:ulehﬁlnhaltnrﬂuut |

ONCEpL, Relp and Impartance af |

Frﬂ-re'.-s, Phygital marki] Mg, Diming e "-"lﬂfh!."l"ﬂﬂ. £l Ry

R Y5 Tradilkna Mlarlies g

new Irerids, i Flifrop|
forimeni, Undw':-l.lnrfmq Micro

ing, |
"8 Ervironmeny, oy ok Sl

R Bicrs B
Marketing condext i
1.3 Digjyat Macrn eironment jn Indi

DTRG0 podiy Glohal Perspo

K, Diagatad Marketing
e af bl wpnela
MArketing elaments im the digataA
A, PESTAL Anatysis, Matianal fartor, Erabal lachrs
Clive of Cagital PMarketing (4+1)

. Applying !ta.mehtilim, Targeting ang Fositioning to igital Marketing:

L1 Segmentatian: Concept, Need &

Benefits, Criteria far SERmenting Digetal Audients - Ge anhi
& Dam
Fsv:hugfapmt. I:'-Ehauil:talsﬁtmrnt.'ntlm. £.4 -
2.2 Targeting Online Customers -

S roke ol ey pakty ame digiegl

raphse
Busimess, Grewernment and Cletomer Markpts,
BETSpective in digital marks 1

3. Saarch Engine Optimization [SEQ) Took and Technéques:
3.1 Introduction ta 560 eancept and role in digita) marigting:

Understanding Search Engine Diptimization: Search Crgine
Dptimization [S£0), Features af SEo, Signilicance of sEQ,

« Content Drilldawn

» Boogle my business, Google Searek Consele, Grogle Trands,
Googhe Tag managar, SEM Rush, Domizin Authority Scare, inbeurd Marketing.
34 Owerview of Inbaund Marketi

ng: Essentials of an Etfective in
SearchEngines, Comysrt Visilors bn

bound Strategy, Optimiting Your Weasts far
Lead and Corverting Visiars intp

Leads, Creating Content with 3 Purpase, Lead & its generatian onling, Belgvant
Lead, Conwerting Loads into Safes, i5+2)

4, Saarch Engline Marketing [SEM) Tooks:
4.1 Search Enging Marketing [SEM), Lomparison between 560 and SEM, SMIM and Keywords, Terrminclogies sssaaated
o 5EM, Fay Per Cligk [PPL], Cost per Chick [CPC), Search

Ergine Besults Fage (SERF), Click-Through Bate (£T8)
Imaressions, Goagle Display Metwark [ﬁDH].unde-s:andlhg Web and Mabile Marketing persaective.
4.2 Key SEM toals, Applications snd functions, Google Ads, Gavgle Analylics, Gaogle Admoh Go

pgle Adspmze, Gongle
ing Campaign, Word stream afviEnr,
4.3 The Fundamentals of Blogging, Am

4.5 Afiliate Marketing, Influsnces marketing,
What is Tralfic? Type of Traffic Haw o analyze & Track Traffie 1Google analytics), Ways to Increase Traffic What is
affiliate Marketing, Coun PEf Action (CRA] [5+2)

&, Sacial Media Hirhttin,ﬂSHM], B oL Perspective, B io B Perspective:

5.1 Introduction to Secial Media, Advaniages Over Ordire Marketing, Sacial Media Strategy Understanding Web and
Mabile Marketing perspective,

3.2 Facetook Marketing: Understanding
Facebaok, Setting Campaign and apli
Shopping Marketing, Facebsak ad lik

5.3 Twitker Advertising: Twitter Advertising, Types of Twi
and optimization, Create cenversian code, Twitter
Advertising fncregse Tallowers, Twitter Marketing, Str

of Facebaak Marketng, Types of Facebook
mizatkan, Facebook Powar Editar, Fac
rary, Traffic and Leads Generation,

Advertisng, Creating first ad an
etock Yideo Marketing, Facebook App &

wither Seiting Campaign
Wideq Advertising Leads & Traffic
, Tracking = Conversipn

App Advertising, Twitier
ategy and Plannd
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S RARM - 84 Rural Marketing - |

(semester W |
|2 Credits HH '
e LTP:ia:d Fiuiral B Al Musines Managemsad
Course Outcomes: On successful completion of the course the learner will b abide 1 .
co¥ | coGNITIVE COUASE OUTCOMES ' ]
ARILITIES

REERING .Y RE MERIEL RN RECALL ol BRI PRCSOLICE The wariaus cosdapts, principles, frameaarks arr bermd [

related ta this functinn anil rale of rarketing in Bural aneas

RARMOS 7 | UNDERSTANDING  DISCUSS the Rural versus Liban parksting contept and ILLLGS
knarketing plays i the ool kit' of a Aural Marketer

TRATT fhe rode That

|
Rﬂ-ﬂ?.'lm.a APPLYIMG {APPLY the models af camsumes behaor in the rufal skt

| RABMOS 4 | ANALYSING "EXAMINE and LIST thfferent aspeets of segmentation, targeting and
Lositinning, markesing environment ol forees, comsumer uying behanar

n the contest of rural marketing

| MEr:'II]d_E. EVALILATIMG VALUATE thwe challenges af Rural ntarh;ling resegsch with different
. Enprn:chﬁ and [oois e
| BABEMDE B CREATING . CREATE 3 now CONSUMEr hehavior el on fhem fiErad Comsd mer with the REiE

1 of eases with reral Markeling Experenoes —

7. Taxanamy of the Aural Markel, Go Rural Decision, Rural
amid Approach, integrated, Innowation
Becoming a Rural Marketer TESLIRE

1. Rural Marketing Opportunities: What |5 a Rural Market
inkibiting fariors, Approach Declslan Aural BAGFEetiag ptpdals, Bottgm of thie Pryr

and Inclusive - Growth Model, Evolution and Scope, Rural versus Urban Marketing,

Fural marketing potential,
Understanding the Aural Economy
technological environment, innowatians, politha

marketers
7. Rural marketing experignces: Lase of HUL — Project Shaktl, Case of CFEL — Uttam Bandhan, Case gf ITC = g-Choupal

Caue of Colgate = Education, Case of HLL — Social Marketing, lessons from experience
3 pural Consumer Behaviar: Rasral consumer on the growth, models of consumes behavior, buying decision process,
Dpinion Leaders, Environmental factors infiisencing the decision making e oCess, buyer characteristics, buying benawias

patterns, brand loyalty, innovation adoption

& Bueal Marketing Research: Significands of information, souUrdes of information, markeling faspgrch = key decisions,
approaches and lools = case far innovation, participatory approaches, innovative tools, meral versus urban marketing
resgarch, rural research business, challenges in rural marketing research

5 salecting and Attracting Markets: Concepls and process, case for segmentation, bases for segmEntation ETErgmg

. puides to affective segmentation, targeting, pasitianing Case Study

enviFomment, sLanomic Ervifonment,

Risral rmarketing Envirenment, sacial
jtigtives, implications &n fuTral

| emiranment and development in

Suggested Text Books:
1. Rural Marketing — Text and Cases, Krishnamachanmulu and Ramakrishnan, Pearsen

7. Furad Marketing = Concepl and Practices, Dogra and Ghuman, TMGH
3 Bural Marketing, Velayudhan, Sage

4 Bural Marketing, Gopalaswarmy, Vikas Publishing house

©  Rural Marketing in India, Habeeb - ur - Rahman, Himalaya Pultlishing Houte
£ Rura! Marketing Text and Cases, § L Gupta, Wisdom Publications

Sugpested Reference Book:
1 Singh AK EPandey §. 2005, kural Masketing. New Age SinghSukhpal . 2004.

2. Eural Marketing, Vikas Publishing Howse
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Semaster Iv ] | .S'E-H-I'[H 01? Pharma and Healthe ara regulatony ;nuirﬂ;meﬂ'r in
|l

I--I Credits | LTP: 2:1:) | Pharma and Healtheare Manasgemant

Course Dutcames: On successiul completion of the course the learmer will be able to

1

Co# _! COGRITIVE ARILITIFS i COURSE DUTEORAES
| PHCMOZ 1 | REMEMBE BING IDEMTIFY warinus ensiranemes|
inductg
| FHCKOZ 2 I L I.'I-E:RE'.I'A elple | UMOERSTAMND warinis L apphitabile to Pharmia and Healtheare inadiag iy
PCaaa [ APPLANG | Understand the situation and idemtity right legal way 13 salve 1he prabim
| _PHCMOZA | ANALYSING ANALYSE steps invalved in Intelectiual Propesty Rights regteatrans f
' ' " CHOOSE th: right type of 10K 3% par the content and work 3uaitable 1o

PHCMOZ2.S | EVALUATING
[ | protect. - s i oo,
PHCMOZ.6 | CREATING | Elaborste the different laws developed by constiutions to suppart and
| ] protect Pharma snd Healthcare sector

al fartars affecting on Pharma and Healihears

1. Erviranmental Scanning: Ecanamic Enviranment, Competitive Enviranment, Political Legal Enviranment, Sscig Cultursl
Environment, international and Technological Environment.
Essentials of a Contract = Ciffer and accepiancs — Capacity &f Parties Fres

2. General Laws: Goneral Law of Contract:
Conzent = Cansideratian and legality of object - Void argument and
Centingent Contract, Law of privilaged communications.

3. Introduction of Laws applicable to Hospitaks: Functioning of hospitals and Medico — legal respansibilities cases and
problems, Madico- Legal Prablems In redation te health administration, Provision of comem issioning of hospitals
Registration of companies act 2013 with referance to Incorporation of hospitals 35 a eompany, Indian medecal councl 3ot

1956
4. Laws related to drugs and Pharmacy: Narcotic Drugs and Psychotroplc Substances Act and Rulas, Drugs and Cosmetics
tong under Drugs and cosmetic rules), Pharmacy Act 1948 Consumer Frotachon Aot —

Act, 1840 | {Blood Bank regulat
Definition, Consumer Protection Council, Consumar Disputes Aedressal Agencies — Other Salignt features - Application

aff Consurmer, Protection Act in Hospital, Recent judgment of Suprame Court, Implication for Health Professionals
5. Role of IPR in Pharma Business: intellaciusl Froperty Rights: Ideas to Assets, Types ol IFE | their term; eristesig 3ns
relevance: Patent, Trademarks, Design, Copyright, Trade seerpte

Suggested Text Bopks:
1 New Drug Approval Process, edited by Richard A. Guarino

2.The Pharmaceutical Aeguilatory Process, edited by Ira K. Berry
3 Medical Product Regulatony Affairs, edited by 1. 1. Tobin and G. Walsh

4.Pharmaceutical lurispridence by G K land
5.0fficial wabsites related to varios Auidelines - waw CH.Org 73 NIPER HYDER&BAD

E.Comphance Quality Standards in the Pharmaceutical and Regulated industries,

7.FOA Regulatary Affairs, edited by Coruplas | Pisann
E.The Pharmaceutical Regud tory Process edited by Ira E.Eerry, Mareel Dekker,

Suggested Reference Books
L. The Pharmacy Act, 1945
2. The Drugs and Cosmptics Act, 1940,
3. The Drugs and bagic Rem- edles [Objectionable Advertisement ACL), 1054,
4. DPEO, 1995
4. Patents Act, 2005/
& Infant Milk substituges feeding botties [
; gulations pi Production, supply and tr

F. Chinical trial application FEGuirement in Indig. il RERten R
B.IND, NO&, ANDA gpplication in Indign contexg
a.p ;.

revention of Food Adulteration Act. 10, Narcaties Drugs and Fsychotropie Substance, 1985, 11. Latest am endmients

o the Drugs & Cosmeties Act. Recommended bagks:
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Syllabus for Pharma & Health Care Managemernt (MINGR ORNLY SPECIALITATION)

| Semester W)
SC-PHOM- 1 Fundamental of Pharma snd Healtheare |
e — - Managemeni
3 t"&_ _I.'!F_':_EI'.I_. ) J h Pharma and Healtheare Management i
Course Dutcomes: On successtul completion of the course the leamer will be able 1o
|COF  COGNITIVE ABHITIES | COURSE OUTCOMES
| PHCMOL1 | REMEMBERIBG | DESCRIBE concept .:||'F'harnTa Mn_healtl:u;.are maragement and FIMDSGE Eha
» ' o different rofe and responsibilities of managers. -
F'Hl:lu!:_ll_._! | WNDERET AMNKIG | UNDERSTAND the diflerend rnqna;enal fumctions ﬂm:_rla_g_l-_l‘i
PHOMOL.3 | ARELYING IDENTIFY right the mediuation for right etakeholder in the heaithcare sectar
fer eifective delivery of service, —
 PHCMIOLA | ANALYSENG ANALYZE modern Pharma and Wealthesre madels
PHCMDL S | EVALLATING. EXFLLIN government Inibatives to prowide healthcare Facilities in each part
of country I
PHOMD1 5 | CREATING | CONSTRUCT 10 Pe G2 Detipm i o

1. Introduction: Introduetion of Pharmacoutical Industry, Health Care Mansgement, Classical Menagement & Healtheare
Services. Concept of 1eaith Care Industry & its rver-changing character, Managerial activities lor sfiactis funchaning,
Diriles and responsibikiies. of Managers, Quafities of el ective Managers . .
2. Health Systems in India: Health planning in india inthudkng wanous comimittees and National Health Poiicy and Healtn
Goak 564 from kime 1 time. Organised sector with referance ta Centrs, State, District and Block kel sbnactures an_-j focal
bodies and Panchayell R Organization and lunetians of commumity health centres 2nd Primary Health Cenires =8
Hpalth Manpewsr, Primary Health care and concept, Alternative Systems of medicing, ll!i.ﬂwnvd:.. Hamappathy, e':
Halistic Approach Non-Governmenial Organssations (NGOZ] ard Private Yoluntary Organisations PG| Unarganiged
:nl::nm Resource Management in Pharma and Healthcare Organization: Rrorutment procnss, _Trl_l'f"rlg end
development , Managerial Role: & Framewark for Thinking a well & in Practices. Concept of Motivaban, Significance of
Motivating Peaple in Health Care Delivery, Different Motivational Thecries. Groups and Teams Organizationad Learning,
Innovetion and Change, )

&, Prarma and Bealthcare markating: Markeling Wi in Fharma and Healtheare, 5TF, CRM Concepl, Rale ard Signitirance
of Customer Eelationship Management (CRM ) in Phamma and Healthcene irdustry.

5. Modern Phasma and Healthcare modefs- Modicsl tourism, Tele Diagnasis and Tele medicine, Artificial intelligence in
Phgrea and Healtheare, Use of Robodics in Pharma and MIIHM.W Dizgnaostics and

Chemist chasm

Suggestad Tewt Books: y
1, Organmng Oesign and Behevierd in Health Care Serdces: Stephen M. Shertell, Arold 00 Kalumny: CENGAGE
Lermingy

2, Healthcare Management Ruchl Singh Himalaya Publishing Howse.
Suggested Reference Baoks
1. Hospital Management by 5, M Jha
2. Oganization Design and Behavior in Health Care Services: Cengage Learning Stephen M Shoatel|

Sevabnavi Sanstha's
411033 | 2 [l otus Business Schoos
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[ : Generlc Core [GC) Courses - Semester IV

= , .
Semester IV o 401 - Entesprise Pedformance BManagemesd
| 3 Credits ‘ LTP: 2:0:1 | Camputuary Generit Core Caurse

Course Duteames: On succesthul compietion of the course the learner will be ahle to

!__Eﬂl';l- COGNITIVE ABILITIES | COVRSE OUTCOMES

CO401.1 | REMEMBERING '-I'Er;:ir-r;f:i;l'hé diflerent paramnelers & Ficels of management cantrol of an
[ | B i
i {04012 | UNDERSTANDENG [ iustrate the vanious techniques of enterprise perlormante management
| oo - ) Teveelsedoes . e
CO401.3 | UNDERSTANDING Determime the spolicability of various tnofs and metrics a3 4 perfarmanca
| pvaluation & management loals. -
| CDADLA | APPLYING Anighpie the key financial B nen-financal atributes ta evaluate nterprise
| perfomance -
[ CoM015 | ANALYSING Farmulate the varous parameters to eviluate enterprise perfarmance
| | aHactively through implementatian of strategy. R

1. Pesformance Management: Congept, Nead, Linkages with Strategic Planning, Management Canira and Spertt o7 =
Cantrol. Performance Evaluation Parameters: Financial - Respoesibiity Accounting ~Cancepl of es ol Cencers:
Avenue Cenre, Expense Centre - Engineered and Discretionary costs — Committed casts, N e ITE“NI:
Comters. o0, B, MVIS, EVA — DUPoRt anatysis. [Numerical Nat exgected —interpeetatian dnly} LimiLicions sTHTETE

Mdpasuwest (B+1)

= papformance Evaluation Paramseters: Nor-Financial Pearfamrmance measures = Bafarced scorecard, Malcolm Baldrigs

Framework, Measuring SBU Lewel Performance: Concept, Meed, and Linkages with Enterprise Ferfan:::::
Management — Goal Congrience. Transler Pricing - Objective, Contept, and ppthods — Cost based, Marke price bas
& Negotiated, Applicability of Transfer pricing. (Numencs [ Caseis peciad] [F+1) _ I
3 Capital Expenditure Control Concept, Mead, Process of Capital &:_dgen-g. Types of ca_mta'l axpe o
pre-sanchion, coerational and past-sanction conbred of capital arpenditure. Tools & Technigues of Capl =E penditure
Conteod: Perlormance index, Technicl Forfeempnce hh-!-s:.u'lmunt.ﬁustcnrrwlelh:m sudit Pufmm:rrm mnn
Parameters for Projects: Project Comrol Process: Setling base line plan, Measuring progress and pe mma1 A
camparieg plan against action, Taking actan, schedule variance [tims cverruns], Project Cost Varance o5 !
?Eﬂmnn Eaaluation Pargmaters for Banks: Customer Base, WPAS, Deposits, ROY Fn.mm:ial In:hLiT.AE:;:H.d.
Credit Appraisal, Investmenis, Parformance Evabustion Paramseters for Retail: ARC analyss, Sl Thraug -:sré-
Mudtiple Atiribute Method, Gross Margin Rasturn o Investment [ShiE00, GMADH &5 Gross Haﬁﬂvﬂ'aau |r!|'|'E'l"|.-:II'!|'
at Coet, Performante Evaluation Parameters for man-Profit: Fealures nf.Han-pmﬁr oeganizations, furd Fccaurting,
govérnance, product pricing, Sirategic planning & budget preparations, social audit (842} 4
& Parformence Evaluation Parameters for E-Cammeree: Fepiures of [ commerce, Need of evilugtion, Metsics far
performene evaluation: Business matrics, Traffic metrics, Conversian matris & Audience In_unlutrr'en'r metrits Various
KP wsed by £ Comimsrop industry ! wipbsit=(raflic, referral braffic, conversion rﬂenplirrumlw_-l._bbunce rate al website,
fEpeEat wsit, £art abandan ra1E, (oGt per CoMVErsion, aversge order vilise, revenue 0f sduerlising spend, cuslomer h_iu
rime value, Set promoter score, churn rate, Audit Fumctlon a5 a Performance Measurement Toal: Financial Audit,
intrrned Aadit. Coul Audit, Management ALt - Prindples ared Dbl DAdiE Reports [ Faimats are expeched o be
distiesed in the cles rom a perlopmance moasuremsent perenecivel, [3+] |

Suppeatad Texl Books:
1. Management Controf Syslem by Rabert Anthosy & Wijay Gavindrajan, Tata MeGras Bl Publishing Co Lid.

2. Mamzgement Control in Non Profit Organizations by Robert Anthany B David Young, MoGraw Hill Internateansl
Publicabicn i

3 Eetailng Management by Swapna Pradhan, TMGH e -

Sugpested Roferancn Hoaks:
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11. :,?Jmlmmajrm.'lh'q' Rﬂagfa}m. M Age Wnternationa Publicalinn:
. Principles and Practices of Auditing by Ravindar Kumar & Vieendar Sharma PHI

3 Printiples and Practices of Banki
g, by Indian bstitute of Rk [
&, Fmantal Management by Prasanna Chandea, TMGH o Sl |

5. Ehusiness: & Canadian perspective for a Metworked Wield | Gerald Tntes. | Fiéim fotits Fraran

| Semestes I
(Credits | TR 407 - Indian Fthas & Buwness Fthics

Comgadunry hareric Coen Courie
Course EWEEQEEHLM tg-l_'nEl_E_llu_n af the tourse the leamer will be abie to
| Co¥ COGMITIVE ABHITIES | COURSE OUTCOMES o

|I C0402 1 | REMEMBERING

DESCRIBE major theories, tomcepts, terms, modek and framewaré af Indian
pthes and Bsinma sl DISCOVER the coniempacang baues & Suneil
| | i
| [D4D21 | UNDERSTANDING CLASSIFY and RECOGNIZE Karma, Karma foga and distmwer it relevaace 1
| | usiness seiting, ILLUSTRATE the business ethical declsian ratanss darued
| from Iradian Heritagn Scriptunes. S,
| COMLY | URDERSTANDING AFPLY Princepies, Thwexies, Models andl Framesark of Indyan a¢fas and
l | busingss ethics in ofder ko meEorporate Ve Sysiem n wnrk culfure ang
fs . wirtk place. )
C04a02.4 | APPLYING DIEVELOF and EXHIBIT anabytical, problem sabving skills, and wath ssnes 2y
| COMEREHENSICH and PRACTICE of indian pibes and walue syabers
COMILS | ANALYSING AFLEMENT. EVALLIATE, and FACILITATE ethcal business behawcs 854
| promate sustarable business scolegy, improve prafitabiey, fester Busingss
| | relation and emphoyee productiity,
| Co4025 | CREATING ELABCRATE Etkical diemmasin different business areas of marketing, =AM
| and Finamce and ADAPT dilemma resclution mierentions bry referring 12
l. | | et pin norms, Eheories and madels of Eastemm Management,

1 iedian EEhos aed Values o M relevince at Waorkplace: Indian Ethes- Rlesring, Features. Mpgo. Evilubos
Belvante, Principles Practsced by indian Companies, Requis s, Ebsrverits. Mol of Indiisn Ethotin Managsrisl Saccces.
Triguné Theory-05HA Model, Wank Ethos meaning. dimensaons of 'Work Efhes. Values - Coneepts, VaRES In Busingd
Vel szt in work cultre, and alues of incian Managers, Relevance of Value Based Menagement i Ghobal Changs
impact of values o@ &rakshelders: Trans-Cultural Hamin Values, Ethics s Eikios, Eastern Menagement s Wester
Management. [#+1])

4 indan Model of Mansgament: Conceptof indizn Mol of RAanagement in the Indiae sacio-political ervronment
L of Tamma and it relsvance in Business settings, Indian Heritage in Biysingss-Management. Prodution sod
Consumplios. Management bessons from Indlan hevitage scriptunes (ike Mahabbarsta & Remayana|, Lesdarship
Foinyers fram Lautilya's Arikaghaztr, VEDA Riodel of Leadership, Conporate Riski Fhodel, Theony K, 'WE theory | West
East Theary} {3+1)

3, Buumes Fiibes o Appled ethics: hAeaning, Characlénstics al Business Ethics, impartance of Busingss Ethics [Lang
Terms growth, Cost raduction, Risk mivigetion, Limited resources, exc) Types of Busness Ethics [Transactanal Ethics,
Pirticipedory Ethics, Recognition Ethics], Factors influencing trsness ethics Categories of Ehics (Persanal Profeisenadl,
feanagenisl} Business Code of Conduecth, Appragches to Dusiacs Ethics: Consequerdialist & Som- Consegquentiabst
Theaiies ol Ethics - Drontologcal Theory & Teleoogicel Theary, Kishl berg Six s1aps moral Sevrcgenent (B+1

& Ethirstdacivion making n bvness mateiic Framesck of Exicsl decison makeng, Bhical dammak in difterp

furicna sregs ol Balney [Finance, Mirkeling HRM snd Inteimanional Banessl, Inteleciual Property Rights pnd

Bipneis Eihicy, friveal challenges B Mansgers, fihicod Becivon Making process, Hi's Mode| -STER tccdel, PLLIS Filler

Moded [6el|

5. Applications of fthical Principled bo: Conkemporary, porad and Ethical probiesms [ lssues related bo Business)

Contemporany Cases an Corpoeate Srategy and Chmate Change, Carporabe Strategy and Watural respuroe deple b,

Conparate Social fespoamb by, Lasspanency ani socountabiity, Soclal Mesdia gnd £-Halbamns, Currend pical issues
ifue Ban scams, Arines ele (3+1]

AT

z Sanstha'y
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suggested Taxt Boaks:

L

bt

Business Ethics (Concept, Application, Framework and Cuiltural Impact) k Avwathappa, | Ushar Bani, Sunands
Gundavajhala, Himalaya Publshing Howse

Ethics in Management and Indian [ihos, Biswanath
Indizn Ethas of Management, Tushar Agarawal and
Indian Ethas and Values fee Managers, Khandelw

(hash | Wikas Pubfishing Howye

Hidhi Chasnidarkar, Hirmalaya Publicarinn Hoee
il Himalaya Publishing Honse

Suggested Reference Baoks:

1
r

Indian Ethos & Yalues In Management, Nandagopal A, Ajilth Sankar, Tata Meteaw Hill Pblishing fo (1
New Mantras in Corporate corridars From Ancient REoutes 1o Glabal Roats, Subikes Sharma, Mes Age
Internatianal Publshers

Business Ethics: Concepls and Cases, Velasques, Pearson Fducation india

Corporate Chanakya , Radhakrishnan Fillal | Jaboo Publishing Howse
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To3il3 | APPLYING

|

[Tto3t1A | ANALYSING

I

| 03115 |E'~|'MIJATII"I'E

| |
| T— |

L

peganization, Devebaping Lezdership and

MAKE use of thearetical coneepts, rameworks while registration process of |
Man-Profil Organization

EXAMINE the role of amy public policies which helps NP( in decivian |
making

EVALLIATE the prsturmance of Non Prodil arganizations, the cribca
tinancial comsiderations of the Non - Pralit oganization

Fundamentals of Non-profit crganization: introduction of Mon- Prafit Sector & Non- Prafit rgamzation, ehee

the Man. Prafit Organization and describe its dimendéans. ey concepts in Noe-Proft management inchading
gowerrante, s1affing, regulation, and volunteer m

functians of boards in afganizational goemmante,
Profit organitatipes, responsibifties af Mon-Profit Organizat

hnard af
anzgement. Concept ol Hon prafit leadrrshio and geernante and the

(ke Board's Aol arvd Respansibalities, Rales of hoard membar, in Kan
jons, Elements of hoard Eshawour for effectreness of

Improving Govermance in oe-Prafit Qrganirations, improning The Effagtnenass
o Beards of Directors and the tooks wed Lo facilitate assessments of board perfer

mance. [3+L)

i Baties of Mon-Brofit Owganization: Difference between Eor-Prafit znd Man-Frofit organizabas, Chargctenstic
of Nosrprofit Organizations. Factors affecting deyglapment of Hon-Frofi erganizalions, Chetlenges af managrg 3 oo
Profil orgasizations, Factors respocsible for SuCCess af Hon-Prodi prganizations, 3kils and abilities of the leaders of M-

profi arganizations, uision, mission, values 3

nud gouals of Non-Profit organizetions. [5+1]

i Begutration and Formation of Hos-Profit Qrganizations Miture, phjectives, legal prur_e‘l_ﬂ,lm:, formaliied ar?
dncumnentations reqared for registration, Different types of Hon-Rrafit Drganizations: WGCs, Trast 4nE '-‘“f"-’-“fﬁ't
sigeificance, differences and relstionships. Ouervisew of Saseties Ragistration Act, Indidn Trist Act Wnidizn Companees FCL
Chanilzile Endowment At pAEmorandum of Assaciation, Rules b Byedaws of pon-Prodil Orgamizations, T3 Benefias

and Exemptioes under different acts, (5+1]

i1, Managing Nen-Profit Drganizations: fole of executives in buildng eﬂ'a:ﬁ-._-e and 51.:51=i.-|am erganIaLion.
standards and code of tonduct spgEmprate 1o professianals in the sector, Acepunkatility a!'u] mandgirg the Essign
yelyntesrrsm, conflicts of imeresl in varis situations. Roles of Non-Frofit prparezalions in thc_p-.t:n: palicy rram-dng
process, Bramples of Key public poficies, Ethical issups, in mansgement of NFOS, drveloping & sustainable buginess mozE

hzsed on the socil need, (341

g Peiformance of Por-Prof Qrganization: Evakaling the perfomanee of Hn-profil Drganizasions, Ethice
Dipcision mafking i Moo prafa O panizations, Volusieer g their rele i Hon Profif ceparizations, INCEATIES and conkigd
in ke non-profit coniit. Nof-profil govemdnie, pon-profil orgarasatiens anil market competion, sl profation 3
Wbl Reiations for Kon- profn Qeganization. pitanzging Finascaal Bespurie, panar Marketing [5+1]

".iunﬁildfﬂ’chnh:

Men-Profs Manageement Prindples and Practics._(Papeshack) by ffachael J. Warth

Min-Profit rganizefioes: Thedry, management, policy by Helmeat b Anheser

L

3 Howbo Wit Run B Grow b Secceshl Weoe- Profit orpaedzation By Aaran Sanders
3.

4

Beveloping on-Profit and Humen sanvics Leaders: Essential nowledge and Skills, Watson, Lamy 0., Hoefer,

§l, 5. L (2006} ddministralion and Managament of KEs: Text and Case Shucdes. Dewp and D2ep

Governanie- Acooutability Folices T Frimcipis. eha Publshes &

GovsrnEental Organitations, Maragement e Deelopment, Futledge Fublicabion.

o5 Darvid Lewws s N, Avichandran [Eds. )

F ]

Richard. 2004
5, Eumar, A, G0
Pulbdizabons
Leggesied Ralarance Bocks:
L Benerjes, G, 0, (30130, NGDs: beses in
[Distavbastons
T Duzsed Lwis (I014) Mo
4 HiOs AND SOCIAL WELFARE: Mew Ressarch Approach
4. M:uunn;ulHun-ﬁnﬁlnrﬁrﬁm:mhymlnﬂuhn
t  Elpments of Meccankio Law, B0 Kapoor
| Semester 1Y 5|
2 Credils LTP: 2:0:0
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"cos COGMITIVE ABILITIES. | COURSE QUTenmere
. T RSE OU
04051 Remembering, ‘I TCOMES ——

Defing the ra
nepl amd key | s
ALAnagem i plerms associated with the glabal strategic

C0405.2 Understanding
ing I'erml-milr-ladgh.h.ﬂ steatee alliance, metees snd acauial
i - LHASE LT 5

COM053 | Apphang
| Demonidrale variown tabal anganisation maiels m plohal sieaiepic
Mianagemeni contpxl | '

= N

EM." | N‘lﬁ|'ﬂirﬂ

L
Examine variaus entey and busine leyrl srateges Irom Ehabal strategy
Eus 5_E = managemenl prespestive
waluati
e Explaini giobalization, innpuwation, and sustanatalitg and chafleng=: 12
Slrlcgn managemenl .

o |
LOE0%.G r
Creating Design glohal stratepies and understand Theis refative mevits and demerin,

1. Introduction: The phensmenan of Glabatsation Localisation and Glocalization, Factars that push glotalsation
The 1_"9"'51“5*“ globalisation, factars that work against globalization, The localisation pushes, The henefits of
!_““H“““‘“ and Globalisation, The Gloksl Integration/Local Respansiveress Grid. Strategy making sIm1egy
implementing and strategic managing; Globalization and strategie management, Strategic Hexibiliy and learnung
arganization, Campetitive strategy and competitive sdvantage in global market, Assessing Cauntries’ Albractizenssa
Coauntry attractive Market and mdustry opportunities, Assessing imdueiry epperiunities, Counbry sk anatis 15+1)
1 Market Intelligence amd Designing a Global Strategy : Market intelligence: Crivers and Benefits, Key Sucoms
Factors of Waorld Class Market intelligence, Intelbgence Scope, Infelligence Froces, intelkgenive Toply — Celiecting,
Etaring, and Communicating Intelligente. Designing 3 Global Strategy: Entry sirategies, Direcl Exparting, LCEMENE,
Parnering, Ioint Ventures, Baying an organizstion, Piggybacking, Turnkey Projects, Greenfield investments lngrezied
Plarkst 5izp, Return o Ivestment, Economies af Seale znd Learning, Location Advantages. (341
3. Global Strategic Allisnces and Resources and Busingss-Level Sirategy: Hrategic Afiances: Global werius loca
kances, typelopy snd framewark, Value patential, Partner analysis, Megotiation and design, Implementation of
slliance management, Global multilatersl alfiances, alliance cansteliasion management, Creteria for successis
Allinheas, Glabal Mergers and Apquisitions: The ratianale for crass-border MEAS, Cross-border acquisitions
periprmance, Deciding on the MéA, Integrating the companies the integration phase, Integrating the companias the
transition phase, Integrating the companies: the corsplidation phase [Case studies af global strategic almness and

global mergers and arquisitions are expected), (5=1}
glabal Functicnal madel, geagraphical model

4, Designing a Global Onganisatiom: Sruriune, processes and cultae,
single matric madel, muti-business glabsl product division maded, multi-business geagraphical madel, multi-busingss

matrix modul, Hybrid structural models, fransnational madel. |5+1]

Giokalization, Taovation, nd Sustainabiitys Challerges to Strategic Managemant: Impact g R G,
W i stional Adaplaiiong Cresting a Learning Organitation, Enviesamentsl 5
i e _mma:mantmw.ﬂmmmm v

NI S LOre Lo ! , Buisding Core Competencies, Four Criteria of Sustaingble Competdive Advantage,
#0in ploBal strstegy implemeniation; strategy pualuaticn and coatrol, [5+1]

Suggested Text Boaks:
1 Lasserre, Phifippe, Glabal Strategic Management [4th Edition|, Palgrave Macmillan, Baistol, Great Aritain, 2003

7 Michasl Fitt, Duane reland and Robert Hoshision, Concepls Strategic Management Competitveness &
Globalization {31k Edition|, South-Western Cengage Learning Miaspn, LS4, JOLL.
3 Hens Hedin, irmeh Hireensaio, Markka Vaarnas, The Handbook of Market Intelligence Understand, Compete and

Grow in Glohal Markets, John Wiley & Sand Lig, West Sussex, United Kingdom, 2011.

Lorange, P.and |, Boas, Strategic Alisnces; Formulation, Implementation, and Evchition, Biackwet, Oxford.

Gerardo A Ungsan and Yim-Yu Wong, Global Strategic

Management, Segment Baoks New Debhi, 2005, i
Global Strategic Management, kamel Meilahs, | George Frymas, and Paul Firlay, Dwlord University Press, Rew

Yark, 2005,
Globalization and Business, lohnd Daniels, teeh. Radebaugh, and Danéed F. syllivan, Prentice Hall of India Privats

Lisnited, Mow Delhi, 2003
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emission, Alr & Water Poltion and Ciimyge Ch::?n

Eco-tracking, carbon - _
rnar‘l:ng, carban eredits, F:h”l fASA | Lrnn'PT"-l.H"lﬂ'irrg't - T

W‘*‘_. . B supply chain, Fegulatian, (by e PrEies of sustainatility, Desiging: fir rhl'ﬁ'ﬂ&'-:a footarine:

egradation, Nature 35 ap BEOnOmic pyp Romic; Achipving economir grovth with n:rnfr:i:‘nmr and

. ronmen|al

f‘:'ﬂr“-"'r. BLOnmamic apportismity
sEnan| :
E fivekhnods (o Iritsal canmmunipie, [e) Social Peacp Sevunty. Socis

h mat I
i fature, Muman Narur
ers Engagemong, tudy af bisiness mogel, fog :U'Iullr:.:;:“;::lsl i

gremth models for rural developmeny 5,

elapmens

Lecurity, Non - o : .
rEIM*HLhi:EETwﬂ:r:EMa" :::E:EUHA;.TJ:: <4 high Thirking, Rights and Duties, FiMecs in Wark ude ol

€, Allituoes ard Beliafs, . . e
crisis, do a desk research and fubmit the repest. |541) Projec Siciont o shidy tha Cvid-19/ sy et curent

Sugpested Text Boaks:

C3R & Sustainability by Michae! Hopkins

Corporate Social Respensibility by David Crowther and Guler Aras

Corporate Social Respansibifity in india by Sanjay K Agarwal

Triple Bottom Lire Reporting and Corporate Sustalnabibty by S Simgh, PHI = Eastern Ecancmy Editan
Ethics, Businiess & Society Edited by Ananda Das Gupta, Response Baoks

Business Ethics by Crane and Aatten, Onfiord Lirdversity Press, 2nd Edition.

Business Ethice = An Indian Perspective, by Ronald Francis and Mukti Mishra, TMGH.

~ R el e

Supgested Aeference Books .
Corporate Sacial Besponsibility in Irdia, Cases and Dewelopments after the fegal Mandate, Neyars Mitrs and

1.
Rene Schmidpeter
1 iR Uratepies-for a competitive edge in emerging markets by 5rl Urip
e
3. The Sustainable Enterprise —Profiting from best gractice by Simmons and Simmons, Kogen Page.l Edition
. ol

& Husiness Ethées = Text and Cases by O3V Murthy, Himalkaya Publications, & Revised Edithan.

& Case Stuckes on Ethics and Corparate Gevemance Yol | and II, ICFAF Books _

G Target 3 Bilion- nnovative Solubions Towards Sustainsble Devnlopment , AF.J, Abdul Kalam, Srijgn Fal Singh
Wabsites
Jourrals

1. Birsines & Society

2 Jowmal of Business Ethies
Ethics & Accountability in 8 Context of Governancoe & Mew Pubiic Mansgement

3,
E-Riosources
1
Varkaes Pt il P4l [ I |
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Lo

"CPP Code LBS2021-2204

Title of Course o | Certificate  Course  in 7 C()rﬁ(n‘:ﬂ&
& X Etiquettes & Business Ethics
| Course Credit _,,7:,7,4__ o J 2
| Course Teaching Hours 30

Pr;u‘tic::.I/I’lqjccl/Tl"aininf_' Hours 10

Evaluation hours B _ﬁ " ] N
| No. Of Proposed Students 180

Course Coordinator Prof. Prajakta Gajare

Content of Proposed Course
- Introduction to concepts of Corporate Etiquette |
- Developing Professional behaviour for different interactions
- Participants can acquire basic concepts and standards of Business Ethics and to develop
their skills in identification, analyses and permission of ethical dilemmas on workplace.

Justification of Course . ;

B (How this course is separate from existing Syllabus)
( This course is not covered in the syllabus of Corporate Etiquettes & Business Ethics
Specifically the content of this certificate is focus as per Industry and more practical. The

delivery of the content is done by the industry experts with practical and live examples and
case study method.

Outcome for Students after completion of Course |

e Participants will be able to understand the minimum accepted standards of etiquette in
interaction inside and outside of the organization

e To develop the professional behavior required in day to day operations.

e Reasons of emergence of Business Ethics concept and the main stages of their origin

Syllabus

> Introduction to Corporate Etiquette
Introduction to Business Etiquette, The ABC’s of Etiquette, Developing a Culture of
Excellence, The Principles of Exceptional Work Behaviour, The Role of Good Manners in

Business,Enduring Words

Business Attire and Professionalism
Business Style and Professional Image, Dress Codes, Guidelines for Appropriate Business

Attire, Grooming for Success, Multi-cultural Dressing

> Telephone Etiquette
Cell Phone Etiquette, Telephone Etiquette, Mastering the Telephone, Answering the

Telephone, Active Listening, Putting Callers on Hold, Transferring a Call, Taking a Message,
Closing the Call, Handling Rude or Impatient Callers

» Internet and Email Etiquette
Internet Usage in the Workplace, Fimail Issues, I;Ieﬁquet‘te, Online Chat Issues, Online Chat
y

v

Guidelines
Decorm, Recciving Guests in Oflice, Decorum with visitors, consultants, seniors & other
professionals, Appropriate Greetings — Handshakes and others Torms ol grecting, Making
introductions, self introduction, Lxchanging Business Cards
~ Business Lthics
Ethics in the Workplace
The Challenge of Business EthjesyGreatingian Ethical Gompassy  Business Ethics Advantages
Ethical Issues, Preventing Sexual Harassment, Conllict Resolution Strategicsy Ghoosingsthe,
Appropriate Gift in the Business Enyironment - il 7J

N Z
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[ CPP Code _’__’ _ 1.1382021-2205

] Title of Course “Certilicate Course in SMART (Selling, Marketing And
Recruitment, Training) for Agriculture Business
Minagement

—

| Course Credit R _

| Course Teaching Hours 10

{ Pl:ac'tEaI/'Préject—/Tréﬁniﬁg Hours 20 .
| Evaluation hiou’l?rk S 1 A

| No. Of Proposed Students 120 '

| Course Coordinator Prof. Sudarshan Babar

| Content of Proposed Course
- Introduction to sales & marketing for Agriculture and Food Industry
‘ - STP for agricultural products & services
- B2B & B2C concepts for Agriculture and Food Industry
- Recruitment & Training of Agriculture and Food Industry sales people
Justification of Course |
e This course is not covered in the syllabus of Agribusiness Management. This Course Use stories and
real-life scenarios that resonate with farmers. Learn techniques to guide agri students to look at issues
from different points of view.
e Develop methods to capitalize on an agribusiness’ unique strategic advantage.
« Build confidence to convey how the agriculture sales rep’s solution will be perfectly suited to meet the
customer’s needs — and obtain commitment to close the deal.
Outcome for Students after completion of Course
e Describe the various concepts related to sales, marketing, recruitment and train
e The student will learn step-by-step sales techniques, stage presencejsel uation
abilities in sales, and understanding of sales career. -
e This program will help students make decisions as to whether or not they are qualified in sales, and
prepare them for a sales career if they choose that vocation.
e The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Agri

Sales and Marketing.
e The Agriculture Sales, marketing, recruitment & training will develop and expand the student’s

knowledge of Agriculture Business.
Deconstruct the pros and cons of sample real world sales calls for products of agriculture & food

L
industry in B2B & B2C domain.
Syllabus
( » Introduction- Introduction to SMART module, Importance of SMART module at entry level in
Industry.
~ Segmentation, Targeting & Positioning: STP for Agricultural and Food products & services.

l Segmentation, Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP).
Components of sales action plan, Different Templates for effective SAP.

» Marketing & Sales — Introduction to Rural marketing, Business to Business marketing in

agriculture and Food industry, Business to consumer marketing in agriculture and food industry.

Business to Business Sales (activity based), Business to consumer Sales (activity based) in agriculture

and l'ood industry,

Sales Process (7 steps): Prospecting, Preparation, Approach, Presentation, Handling objections,

~
Closing, Follow-up. Rural Consumer Behavior, Rural Product Categories, Challenges for Rural
Communication: Massage & Media for Rural Communication,

> Recruitment & Training — Job analysis, screening the candidaltes, [Hiring process & hiring decisions,

testing, reference checking, Training need assessment, Training methods, training evaluation.
Evaluation Method
> Test- 30 MCQ based test for the evaluation of Remembering and Understanding
> Field Work- Field activity will be conducted in both B2B & B2C method at actual marketplace.
50 Marks activity based on Analyzing, Applying, Cremjng, Evaluating. =

Swaml Sevabnavi Sanstha's
Lotus Business Schooi
Pune -411 033
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[ CPP Code LBS2021-2206
Title of Course Certificate Course in Agriculture & Food
Industry Environmental Analysis
\‘ Course Credit 2
Course Teaching Hours 10
| Practical/Project/Training Hours 20
Evaluation hours 1 N
No. Of Prbposed Students 120 '
| Course Coordinator Prof. Chandrakant Thorat
' Content of Proposed Course

; - Role of agriculture and Food Industry in Indian economy o
- Agro processing, agricultural marketing, agricultural finance etc. in the country, Impact of globalization on
agribusiness sector, Structure of agriculture
‘ - Agribusiness policies-concept and formulation, new dimensions in Agri business environment and policy.
- Policy controls and regulations relating to the industrial sector with specific reference to agro-industries.

Justification of Course 5 J

« This course is not covered in the syllabus of Agribusiness Management. This Course Use stories and real-
life scenarios that resonate with farmers. Lean techniques to guide Agri students to look at issues from
different points of view.

« Develop methods to capitalize on an agribusiness’ unique strategic advantage.

+ To summarize and build confidence about the recent developments on industry and its key players.

*

Outcome for Students after completion of Course |

Syllabus describe the key characteristics of the players in an Agri and Food Industry. It helps to understand and
summarize the management ethos and philosophy of the players in Agri and Food Industry. It demonstrate an
understanding of the regulatory forces acting on the Industry It compare and Contrast, using tables and charts, the
market and financial Performance of the players in an industry. Creates and Assess the impact of recent developments
on the industry and its key players. Predict the future trajectory of the evolution of the industry in the immediate future

Svllabus
~  Agriculture Industry Analysis —Nature of the Agriculture Industry, Players in the Agriculture Industry,
Pricing Policies, Capacity analysis — total capacity of the Agriculture Industry and break up capacity
amongst key players, Current Capacity Utilization rates, Planned future capacity additions, Geographical
spread of plants/facilities/ capacities, Demand Supply balance in the Agriculture Industry — at global,
national and regional level, Professional Trade bodies of the Agriculture Industry, Business Functions

carri_ed out Online by the key players. Online presence of the players, Incremental Innovations in the
Agriculture Industry, Disruptive Innovations in the Agriculture Industry.

~ Promoters & Mapagement L:thos in Agriculture Industry: Management ethos and philosophy, CSR palicy,
Corporate Governance: Initiatives, Initiatives towards socialvinclusionf Initiatives towards environment
conservation, o .

r

.Exlcmal Environment: Regulatory Policies at the state, national and elobal level and their impact on the
!H.dl-lhl-l')’ as a whole with analysis of impact, Key National and Global issues allecting the industry, Key
initiatives h).' the Government to promote the industry, Environmental issues, CSR iniiimivcs RL’L’;II’LIIUI"\/
acllons. against the players for e.g. Action by SEBI, Compelition Cominission of ‘ln’din ) MTRP
Commission, FDA, etc. against irregularities, legal violatjons if any. ’

> Financials: Proﬁtab.ility,‘ Revenues, Margins of top 5 & bottom 5§ players over the last 5 years and
t ends/changes lherelp, Sick pla)'/ers if any and their turnaround strategies, if any, Key factors contributing
s, Ratio analysis of financial data for last 5 years for top 5 and bottom 5 companies in the industry.

Cto, Recent Developments: Impact of key relevant provisions of the latest Fj i }

. . i scal policy on the

‘wam| sey bnavi 55"”5 players therein, Analysis of Key relevant provisions of latest Exim Polify in)(’:ase ?Lﬂ‘f‘{i-
Lotus By iness P gﬁbﬂé@s%d on Global Markets for exports or industries that have significant import

heeees in the past 5 ye i i
ars and tl y . .
Pune 411 03\% st p y and their performance & impact on other players in the in
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CPP Code LBS2021-2209

Title of Course Certificate Course in Intellectual Property
Rights for Agriculture and Food Industry.

Course Credit 2

Course Teaching Hours 20

Practical/Project/Training Hours 20

Evaluation hours [ 1 ]
No. Of Proposed Students 120

Course Coordinator Dr. Dhananjay Deshpande

Content of Proposed Course

¢ Principles of IPR in Agriculture and Food Industry

e Patent Law and Practices in Agriculture and Food Industry

e Copyright Law and Practices in Agriculture and Food Industry

o Trademark Law and Practices in Agriculture and Food Industry

¢ Emerging Issues and Challenges in Agriculture and Food Industry

e Future Aspects of Intellectual Property R|0hts in Agriculture and Food Industry

Justification of Course |

e To introduce fundamental aspects of Intellectual property Rights to students who are going to play a
major role in development and management of innovative projects in Agriculture and Food Industry

e To disseminate knowledge on patents, patent regime in India and abroad and registration aspects

¢ To disseminate knowledge on copyrights and its related rights and registration aspects

e To disseminate knowledge on trademarks and registration aspects
To disseminate knowledge on Design, Geographical Indication (GI), Plant Variety and Layout Design
Protection and their registration aspects in Agricuiture and Food Industry.

¢ To aware about current trends in IPR and Govt. steps in fostering IPR in Ag1 1culture and Food

Industry o

Outcome for Students after completion of Course I e

The course is designed to provide comprehensive knowledge to the students leoardmn the general pnncxplus
of IPR, Concept and Theories, Criticisms of Intellectual Property Rights, [nlelmtlonal Reonne Relating to
IPR in concern with Agriculture and Food Industry. '

Syllabus

» Introduction to Intellectual Property Rights Concept and Theories Kinds of lntellectual Property Rights
Economic analysis of Intellectual Property Rights Need for Private Rights versus” Public Interests
Advantages and Disadvantages of IPR. International Regime Relating to IPR TRIPS and other Treaties
(WIPO,WTO, GATTS) in Agriculture and Food Industry

»  Research exemption Introduction to Patents Overview Historical development Concepts, Novelty, Utility
Inventiveness/Non-obviousness in Pharma and Health care sector,Patent Act 1970 — amendments of 1999,
2000, 2002 and 2005 Patentable subject matter, Patentability criteria, non-patentable inventions
Agricultural  products and process and patent protection Software Patents Patenting of Micro-organism,
Rights of patentee Procedure for granting a patent and obtaining patents Grounds for opposition Working
of Patents, Compulsory J.icense Acquisition, Surrender, Revocation, restoration Transfer of patent rights.

»  Copyright and Neighboring Rights Concept and Principles Historical background and Development of
Copyright Law Leading International Instruments, Berne Convention, Universal Copyright Convention,
International Copyright under Copyright Act WIPO , Copyright Act, 1957 Terms of Copyright conditions
for grant of copyright, extent of rights exception to copyright protection, fair use provision, assignment and
licensing. Copyright Registrar and Copyright Board-Power and Procedure Copyright Societies, Ownership,
Assignment, Licence, Translation of Copyright, Compulsory Licences in Agriculture and Food Industry

> Introduction to Trademarks Need for Protection. Kinds of trademarks Concept of Well known trademark in
Agriculture and Food Industry. Registration of trademark Grounds of refusal of registration-A bsohute
ground Relative ground Procedure of registration of trademarlj opposfiig®. and-its grounds/: :
0 N
Evaluation Method | ol

twam! Sevabnavi Sanstha's
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CPP Code LBS2021-2210
| Title of Course - - Certificate Course in Presentation
- ) Skills and Public Speaking
Course Credit 2
Course Teaching Hours 15
Practical/Project/Training Hours 20
_Evaluation hours - 1 .
| No. Ot Proposed Students ! ' 120 ¥
Course Coordinator Prof. Prajakta Gajare
Content of Proposed Course :

- Introduction to Public Speaking
- Understand communication concepts that serve as a basis for effective speaking
- Important things for effective presentations

Justification of Course -

(How this course is separate from existing Syllabus)
This course is not covered in the syllabus of Presentation Skills and Public Speaking
Specifically the content of this certificate is focus as per Industry and more practical. The
delivery of the content is done by the industry experts with practical and live examples and
case study method.

Outcome for Students after completion of Course |

¢ Participants will be able to have Excellent Audience Engagement, A Strong Body
Language and able to Positioning On The Stage

e Able to plan and prepare speeches that inform, convince, or fulfil the needs of event

e Able to prepare Outline of speeches in a logical way

Syllabus ; 2
> Introduction to Public Speaking

Objectives, Outline, and Introduction, Benefits of Public Speaking, Models of
Communication, Elements of the Communication Process, Types of Speeches and Speaking
Occasions, Speaking Competencies, Conclusion, Review Questions, and Activities

> Presentation Skills .
Know about Your Audience, Mastering Communication Skills, Confidence Building
Positioning On The Stage, Strong Body Language, Successful content and Elements of
Speech, Speech Preparation, Learn Great Transition Words, Excellent Audience
EngagementyDéVEloping leadership quality*?

~ Delivering a Presentation

presentation pattern , eye contact, gestures, peak loudly and clearly gighest answer to a question

from an audience '

\

» IT Skills required for presentation

twaml Sevabnavi Sanstha’s
Lotus Business Schoot
pune - 411 033




1 LBS2021-2212

CPP Code
Title of Course - | Certifiente € ,"«;llvrTc-irll_lff\.'—c-ll_l_lVl_nﬁlngcm ent
Course Credit 2z B ' - '
Course Teaching Hours 10 - -
Practica I/iPrrBjieict/Tra'irn ing?Ho urs R |20 - -
‘L Evaluation hours - 1
' No. Of Proposed Students 60

| Course Coordinator |

Prof. Pranita Arbat

| Content of Proposed Course

Event Communication & Presentation Skills

L ]

e Special Events, Research & Planning

e Advance Event Accounting & Costing

e Event Marketing, Advertising & PR

e Event Production & Logistics

e Event Laws & License

e Advance Aspects of Event Management

| Justification of Course : |

In SPPU syllabus, event management subject is only for Tourism and Hospitality Management
specialization, so this certification course will provide event management knowledge to other

To provide a conceptual overview and a systematic study of event programming, management,

[ ]

' specialization students too.
L ]

[ and marketing, and practical applications.
[ ]

To interpret and apply principles of both business and not-for-profit management to the special

needs of event organizations.
To foster professionalism in event management, covering the knowledge base, theory,

methodologies and ethics.

Outcome for Students after completion of Course ]
o Understand basic framework of planning an event.
} e Demonstrate ability to execute events through project.
¢ Understand industry trends based on guest lecturers' expertise.
e Demonstrate ability to collaborate for event execution.
¢ Evaluate events for effectiveness and success based on unique goals,
] Syllahus
: » INTRODUCTION AND IMPORTANT ASPECTS OF EVENT MANAGEMENT:
| Events and principles of event management, Events — type and Size, Event planning and execution —
| an overview, Legalities, permissions and licenses, The role of an event manager, important
| characteristics of an event manager, Event management industry in India, Concept Designing
Theme, Lvent Objective and content development, Pre Event Preparation: Budgeting, Event design.
~ STRATEGIC MARKETING FOR EVENTS
Understanding the client requirement — Research, customer focus, product focus ,ldeation and
planning (creating a master plan for execution, concept and theme development, making and
delivering presentations), Introduction (o sales and sales pitches (sales calls, sales pitches), Strategic
budgcting and negotiations, Sponsorships — sponsor types / categories, identifying potential sponsors,
preparing sponsorship decks, Media plan— designing a media plan, Introduction 10 email marketing
and copyright.
» PROJECT PLANNING AND MANAGEMENT
Planning an event — steps, Feasibility study, site survey and inspection, venues, time and scope of
work, Understanding event and stage design and layouts — putting ideas on paper, Vendor
management and planning with vendors, budget allocation and work delegation
> EVENT PRODUCTION AND LOGISTICS .
Elements of production, Stage construction and elements, Infrastructure, Framing a e
Parking, travel and logistics, Sanitation and hygiene, Safety and securi
> EXECUTION OF ACTUAL EVENT AND ITS EVALUATIO‘N\';\" . .S))‘)(/
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CPP Code L13S2021-2221
Title of Course S ~ | Certificate Course in SMART (Selling, Marketing And
Recruitment, Training) for Pharma & Healthcare

i ) | Management

Course Credit 2 o

Course Teaching Hours - |10

Practical/Project/Training Hours |20

Evaluation hours 1

No. Of Proposed Students 60

Course ¢oordinator Prof. Prajakta GajﬁJre

Content of Proposed Course

- Introduction to sales & marketing for Pharma & Healthcare Industry
- STP for Pharma & Healthcare products & services
- B2B & B2C concepts for Pharma & Healthcare Industry
- Recruitment & Training of Pharma & Healthcare Industry sales people
Justification of Course : jii |
e This course is not covered in the syllabus of Pharma & Healthcare Management. The Marketing &
Sales function in Pharma Industry is different from that in consumer goods or industrial products
segment. Learn techniques to guide Pharma & Healthcare students to look at issues from different
points of view.
« Customer base (Medical practitioners, stockiest & retailers) is relatively small but spread over a large
geographical area.
o Drues & Cosmetics Act prohibits advertising of pharmaceutical products in mass media.
Outcome for Students after completion of Course |
e Describe the various concepts related to sales, marketing, recruitment and training. )
e The student will learn step-by-step sales techniques, stage presence; sclf-evaltiation ofrvoice, habits, |
abilities in sales, and understanding of sales career. o !
o This program will help students make decisions as to whether or not they are qualified in sales, and
prepare them for a sales career if they choose that vocation.
e The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Pharma
& Healthcare Sales and Marketing.
e The Pharma & Healthcare Sales, marketing, recruitment & training will develop and expand the
student’s knowledge of Pharma & Healthcare Industry.
o Deconstruct the pros and cons of sample real world sales calls for products of Pharma & Healthcare
industry in B2B & B2C domain.
Syllabus ‘ i
> Introduction- Introduction to SMART module, Importance of SMART module at entry level in
Industry.
> Segmentation, Targeting & Positioning: STP for Pharma products & services, Segmentation,
Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP), Components of sales
action plan, Different Templates for effective SAP.
~ Marketing & Sales — Introduction to Pharma & Healthcare marketing, Business to Business
marketing in Pharma & Healthcare industry, Business to consumer marketing in Pharma & Healthcare
industry. Business to Business Sales (activity based), Business to consumer Sales (activity based) in
Pharma & Healthcare industry, Retail Chemist Prescription Audit (RCPA), MustMaster see list
(MSL)
» Sales Process (7 steps): Prospecting, Preparation, Approach, Presentation, Iandling objections, Closing,

d

Follow-up.
Pharmaceutical marketing channels:
Designing channel, channel members, selecting the appropriate channel, conflict in channels, physical
distribution management: Strategic importance, tasks in physical distribution management, Over the
counter (OTC) brand, Prescription brand.
» Recruitment & Training — Job analysis, screening the candidates, Hiring process & hiring decisions,
n \Ltestirlg,/reference checking, Training need assessment, Training methods, training evaluation.
luption Method

7ot Test- 30 MCQ based test for the evaluation of Remembering and Understanding
Swami Sev3 na\% S g‘ Aglt(;' Work- Field activity will be conducted at actual marketplace (RCPA/on field call)
s S0M ivi ing, Applying, Creati -
Lotus Busfness Schoor arks activity based on Analyzing, Applying, Creating, Evaluating.
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CPP Code I LBs2021-2233
Title of Course - Cerlificate Course inIndustry Environmental

} Analysis

\

CoumseCredt |2

| Course Teaching Hours 10

| Practical/Project/Training Hours :7 - 20

| Evaluation hours \ 1

| No. Of Proposed Students ' 60 '
Course Coordinator B Prof. Pranita Arbat

| Content of Proposed Course

- Role of Industry in Indian economy

- Help understanding Existing Environment

- Industry Environment analysis should provide necessary data for strategic decision making

- Industry Environment analysis should facilitate and foster strategic linking in organizations.-industries.

Justification of Course Sl I
« The learning objective of industry analysis is to determine the opp

within a competitive environment.
« To summarize and build confidence about the recent developments on industry and its key players.

|
I
! e Helps to detect threats at an early stage, and assist the organization in developing strategies for its survival.

ortunities and threats that exist for firms

« Helps to understand the various aspects and predict trends of the industry better, and helps in many other

ways.
|

Outcome for Students after completion of Course |
Svllabus describes the key characteristics of the players in an industry. And helps to understands and summarize the
management ethos and philosophy of the players in the industry.
It Demonstrate an understanding of the regulatory forces acting on the industry. Compare and Contrast, using tables and
charts, the market and financial performance of the players in an industry. Assess the impact of recent developments on
the industry and its key players. And Evaluate and Predict the future trajectory of the evolution of the industry in the

immediate future

Syllabus
»~  Industry Analysis: Nature of the Industry, Players in the industry, Nature of competition, Market shares of top 5 & bottom
\ 5 players. Branding strategies, Pricing Policies, Cartelization if any and comments thereon, Capacity analysis — total
‘ capacity of the industry and break up capacity amongst key players, Current Capacity Utilization rates, Planned future
capacily additions, Geographical spread of plants/facilities/ capacities (Domestics as well as Global), Demand Supply
balance in the industry — at global, national and regional level, Key factors affecting demand, Key supply side constraints,
Professional Trade bodies of the Industry, Business Functions carried out Online by the key players. Online presence of the
players. Incremental Innovations in the industry
~  Promoters & Management Ethos: Management cthos and philosophy, Brief profiles off CMDs, CLOs. and key  top
management personnel with their career highlights, Detailed prolile of one distinguished top management personnel cach
from any two players in the Industry, CSR policy, Corporate Governance Initiatives, Initiatives towards social inclusion,
Initiatives towards environmmenl conservation
~  Taternal Envirenment: Controlling ministry and / or regulator if any for the Industry, Regulatory Policies at tl
set on the industry as a whole with analysis ol impact on top S players and botton 3
the

e state,
national and global level and their imp:
players, Key Natonal and Global issues alfecting the industry, Key initiatives by the Government o promote
industry. Environmental issues, CSIC initiatives, JRepulatory actions against the players for e.g. Action by SEBL, Competition
Commission of India, M1TREP Commission, DA ¢l

argins ol top players trends/changes therein, Sick players ifany and their irnaround

»  Financials: Profitubility, Revenues, M
to costs, Ratio analysis of linancial duta for last 5 years for top 5 and bottom 3

strategics, Key factors contributing
companics in the industry.
>  Recent Developments: Impact of key relevant provisions of the latest Fiscal policy on the industry ,Analysis ol Key
relevant provisions of latest Ixim Policy in case of industries that are Tocused on Global Markets for exports or industries
that have significant import components, Mergers & Acquisitions, Technological development.
Evaluation Method
> Test- 30 MCQ based test for the evaluation ofRemembering a wd Un

Lotus Business Schoor
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CPP Code R T ) L13S2021-2237 )
TitlcofComrsse | Certificate  Course in Investment
! Adviser
| Course Credit el 2
Course Teaching Hours 30
Pt.nnmlﬂ’mwciﬂl.unmv Hours -
| Ev .Illl.li!illllls)ll rs 1 '
| No. Of Proposed Students 60
' Course Coordinator Dr. Anil Poman
Content of Proposed Course

Understanding Securities Markets and Performance
Knowing Operational Aspects of financial transactions
Personal Financial Planning

Comprehensive Financial Planning

Product analysis and selection

Regulatory and Compliance Aspects

Case studies in Comprehensive Financial Advice

[ Justification of Course

Indian is one of the largest democraphy having 74% literacy rate. It is also said out
of 2 literate person 1 person is financially literate & Financial inclusion also less in
the country. This fact creates good opportunity in the field of Investment Advisor. A
Investment advisor is specialists & professionals in the field who offer services on
financial advice to various clients. To meet the goals stated by their clients, they.offer
investment strategies and financial products A financial adviser has an opportunity
either to work independently and start ones’ firm or work for a recognizable brand or.
a company.

People need financial advice in several situations such as marital concerns, buying
accommodation, and for tax, college payment, and retirement planning. It is a general
opinion that many individuals feel more secured when a licensed professional takes
care of financial matters. It is also important to get professionalyadvice when
investing money. -

It also allows initiating own business to provide financial services to diverse types
of population. Another reason for choosing this career is the ability to select from a
variety of offers to work for individuals or big corporations.

F()u[mme for Students after completion of

(UI..IJ\(.

Its hdps for understanding the basic concepts related to Investment Advisor taught in the

Course. Develop understanding of various financial avenues available for Investment?

| To develop financial plan for individual. Helps to analyse the risk associated to each

~Sylabus

- Personal Financial Pl mlunu - Role & ]lll])()ll nee of Investment Advisor, \mm,
Understand CAMI? model, Understanding Securitics Markets and Perlormance,
Knowing Operational Aspects of financial transactions, Comprehensive Financial

investment class? Helps to evaluate performance of various asset class?

Planning, Product analysis and selection, Regulatory and Compliance Aspects

- Types of investments: Equity , Investment characteristics and role, Listed versus
unlisted ,Fixed Income, Investment characteristics and role, Covunmenl Versus—

stjent /<o

Corporate High yield versus investment grade, Commodities ,

toi
Swam]| Sevabnayi Sanstha's
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characteristics and role, Real Estates, Investment characleristics and role,
Structured products, Investment characteristics and role, Distressed Securitics,
Investment characteristics and role ,Other investment opportunities ,Art/Paintings
cte. . Know the channels for making investments , Direct investments
\Understanding the Role of R1As, Investments through managed portfolios o
Mutual Funds (MFs) o Alternative Investment Funds (AlFs) o Portfolio
Management Services (PMS), Compare and Contrast between MFs, AIFs and PMS
Understanding Risk & return of Investment Products

Fundamental Analysis: Top Down approach versus Bottom up Approach, Buy
side research versus Sell Side Research, Sector classification, Stock Analysis
process . Economy Analysis, Industry/Sector Analysis o Company Analysis,
Fundamentals Driven model, Discounted Cash Flow Model o Asset Based
Valuation , Market driven Model - Relative Valuation, P/E Ratio, P/B Ratio, P/S
Ratio, PEG Ratio, EVA and MVA, EBIT/EV and EV/EBITDA Ratio, EV/S Ratio,
Dividend Yield, Earning Yield, Industry/sector specific valuation metrics.
Technical Analysis: Assumptions of technical analysis, Technical versus
Fundamental Analysis, Advantages of technical Analysis, Technical Rules and
Indicators, Fixed income securities and Technical analysis

Casc studies in Comprehensive Financial Planning

\\
//(\/ o/ \\\ Directoy
(;‘ Ny Swaml Sevabnavi Sanstha's
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CPP Code 1.13S2020-2204 '

Title of Course Certificate  Course  in
RS Ltiqueties & Business Ethics
| Course Credit 2
. Course Teaching Hours 30
| Practical/Project/ T'raining Hours 10 -

Evaluation hours o +

Corporate

tion o I
 No. Of Proposed Students 180 o
| Course Coordinator Is Dr.Dhananjay Deshpande )

L Content of Proposed Course -

r - Introduction to concepts of Corporate Etiquette -
- Developing Professional behaviour for different interactions

Participants can acquire basic concepts and stand

their skills in identification, analyses and permis

Justification of Course ~

(How this course is separate from existing Syllabus)

This course is not covered in the syllabus of Corporate Etiquettes & Business Ethics
Specifically the content of this certificate is focus as per Industry and more practical. The

delivery of the content is done by the industry experts with practical
case study method.

|
| -
|

ards of Business Ethics and to develop
sion of ethical dilemmas on workplace.

and live examples and

Outcome for Students after completion of Course |

* Participants will be able to understand the minimum accepted standards of etiquette in

interaction inside and outside of the organization
* Todevelop the professional behavior fequired in day to day operations.
- \" P ] - . ..
* Reasons of emergence of Business Ethics coricept and the main stages of their origin

Svllabus »
# Introduction to Corporate Etiquette

Introduction to Business Etiquette, The ABC’s of Etiquette, Developing a Culture of

Excellence,The Principles of Exceptional Work Behaviour, The Role of Good Manners in

Business,Enduring Words

Business Attire and Professionalism

Business Style and Professional Image, Dress Codes, Guidelines for Appropriate Business

Attire, Grooming for Success, Multi-cultural Dressing

» Telephone Etiquette

‘ Cell Phone FEtiquette, Telephone Etiquette, Mastering the Telephone, Answering  the

Telephone, Active Listening, Putting Callers on Hold, Transferring a Call, Taking a Message,

Closing the Call, Handling Rude or Impatient Callers

# Internet and Email Etiquette
Internet Usage in the Workplace, Email Issues, Netiquette; OunlinesChat Issucs, Online Chat
Guidelines

\

Decorum, Receiving Guests in Office, Decorum with visitors, consultants, seniors & other
professionals, Appropriate Greetings — Handshakes and others forms ol grecting, Making
introductions, self introduction, Exchanging Business Cards

> Business Ethics

Ethics in the Workplace o . - ’
The Challenge of Business Ethics, Creating an Ethical Compass, Business Ethics Advantages

Ethical Issues, Preventing Sexual Harassment, Conflict Rcsolul55)\;1mlc Jies, Choasink the N
Appropriate Gift in the Business Environment R Vi : \
flcalis ey " ] “‘[:’,J U
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CPP Code i LBS2020-2205

Title of Course Certificate Course in SMART (Selling, Marketing And
Recruitment, Trhining) for Agriculture Business
Management

Course Credit o W -

Course TE;(:Eing Hours - o 10

PracticaI/PFo_jEétAﬁ';a‘iﬁi;giHbiuris‘ - o 20

Evaluation hours - 1

No. Of Proposed Students 120

Course Coordinator L] Prof. Pranita Arbat |

Content of Proposed Course

- Introduction to sales & marketing for Agriculture and FoodIndustry

- STP for agricultural products & services

- B2B & B2C concepts for Agriculture and FoodIndustry

- Recruitment &Training of Agrlculture and FoodIndustry sales people

Justification of Course |

e This course is not covered in the syllabus of Agribusiness Management. This Course Use stories and
real-life scenarios that resonate with farmers. Learn techniques to guide agri students to look at issues
from different points of view.

¢ Develop methods to capitalize on an agribusiness’ unique strategic advantage.

« Build confidence to convey how the agriculture sales rep’s solution will be perfectly suited to meet the
customer’s needs — and obtain commitment to close the deal.

Outcome for Students after completion of Course |

e Describe the various concepts related to sales, marketing, recruitment and training.

e The student will learn step-by-step sales techniques, stage presence, self-evaluation of voice, habits,
abilities in sales, and understanding of sales career.

e This program will help students make decisions as to whether or not they are qualified in sales, and
prepare them for a sales career if they choose that vocation.

o The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Agri
Sales and Marketing.

e The Agriculture Sales, marketing, recruitment & training will develop and expand the student’s
knowledge of Agriculture Business.

e Deconstruct the pros and cons of sample real world sales calls for products of agriculture & food
industry in B2B & B2C domain.

Syllabus
> Introduction- Introduction to SMART module, Importance of SMART module at entry level in
Industry.

» Segmentation, Targeting & Positioning: STP for Agricultural and Food products & services.
Segmentation, Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP),
Components of sales action plan, Different Templates for effective SAP.

Marketing&Sales —Introduction to Rural marketing, Business to Business marketing in agriculture
and Food industry, Business to consumer marketing in agriculture and food industry. Business to
Business Sales (activity based), Business to consumer Sales (activity based) in agriculture and Food
industry.

» Sales Process (7 steps):Prospecting, Preparation, Approach, Presentation, Handling objections,
Closing, Follow-up.Rural Consumer Behavior, Rural Product Categories, Challenges for Rural
Communication: Massage & Media for Rural Communication.

Recruitment & Training — Job analysis, screening the candidates, Hiring process & hiring decisions,
testing, reference checking, Training need assessment, Training methods, training evaluation.

v

Evaluation Method

A

> Test- 30 MCQ based test for the evaluation ofRemembering and Understanding PP
> Field Work- Ficldactivity will be conducted in both B2B & B2C methoq atactual mar ketplace N
50 Marks activity based on Analyzing, Applying, Creating, Ev u.lu N\

ctou ARV
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;"cp'p Code 1.8S2020-2206

Title of Course Certificate Course in Agriculture & Food
Industry Environmental Analysis

' Course Credit 2

: Course Teaching Hours 10
Practical/Project/Training Hours 20

~ Evaluation hours 7 o T - -

~No. Of Proposed Students - 71267—“__7 7 -
CE»uirs;e (Eoordjnﬁat(:)r_l 77 7 ;: 7; ;7 7_6}-7@5'13 Purohit Lik, i
Content of Proposed Course -

- Role of agriculture and Food Industry in Indian cconomy
- Agro processing, agricultural marketing, agricultural finance ec. in the country, Impact of globalization on
agribusiness sector, Structure of agriculture
- Agribusiness policies-concept and formulation, new dimensions in Agri business environment and policy.
- Policy controls and regulations relating to the industrial sector with specific reference to agro-industrics.
Justification of Course | 7
«  This course is not covered in the syllabus of Agribusiness Management. This Course Use stories and real-
life scenarios that resonate with farmers. Learn techniques to guide Agri students to look at issucs from
different points of view.
« Develop methods to capitalize on an agribusiness’ unique strategic advantage.
«  To summarize and build confidence about the recent developments on industry and its key players.

| Outcome for Students after completion of Course |

Syllabus describe the key characteristics of the players in an Agri and Food Industry. It helps to understand and
summarize the management ethos and philosophy of the players in Agri and Food Industry. It demonstrate an
understanding of the regulatory forces acting on the Industry It compare and Contrast, using tables and charts, the
market and financial Performance of the players in an industry. Creates and Assess the impact of recent developments on
the industry and its key players. Predict the future trajectory of the evolution of the industry in the immediate future

' Syllabus i w

~  Agriculture Industry Analysis —Nature of the Agriculture Industry, Players in the Agriculture Industry,
Pricing Policies,” Capacity analysis — total capacity of the Agriculture Industry and break up capacity
amongst key players, Current Capacity Ulilization rates, Planned future capacity additions, Geographical
spread of plants/facilities/ capacities, Demand Supply balance in the Agriculture Industry — at global,
national and regional level, Professional Trade bodies of the Agriculture Industry, Business Functions
carried out Online by the key players. Online presence of the players, Incremental Innovations in the
Avriculture Industry, Disruptive Innovations in the Agriculture Industry.

"~ Promoters & Management Ethos in Agriculture Industry: Management ethos and philosophy, CSR policy,
. Corporate Governance Initiatives, Initiatives towards social inclusion, Initiatives towards eavironment

conservation,

- Dxternal Laviromment: Regulatory Policies at the state, national and global Tevel and their impact on - the
: industry as a whole with analysis of impact, Key National and Global issues altecting the industry, Key
initiatives by the Government 1o promote the industry, Environmental issues, CSR initiatives, Regulatory
actions against the players for c.g. Action by SEBIL Competition Commission ol India, MTRP
Commission, FDA, eftc. against irregularitics, legal violations if any.

Financials: Profitability, Revenues, Margins of top 5 & bottom 5 players over the last 5 years and
Ms/ehanges therein, Sick players il any and their turnaround strategies, it any, Key factors contributing
Osts, Ratio analysis of financial data for Tast 5 years for top 5 and bottom 5 companies in the industry.

i
”~

twaml SevsPnavResertHdeyelopments: Impact of key relevant provisions of the latest Fiscal policy on the i”‘dllﬁil‘_v\umlx

Lotus|Busines¥asidysalayers therein, Analysis of Key relevant provisions of latest Exim Policy in cgse of industries (hat \l)
puhne - 4113p3 4ocused on Global Markets for exports or industries that have significant impokt components, Key

{dusli‘y‘ Mergers &

Alliances in the past 5 years and their performance & impact on other players in the i
Acquisitions.
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CPP Code -  ups20202200 . ]
Title of Course Certificate Course in'Intellectual Property
Righitsfor Agriculture and Food Industry. \

' Course Credit - 2 .
Course Teaching Hours 2 -
I Practi&l/ﬂo]eicﬂTr?ainiiﬁg' Hours ' - |20 o ]

Evaluation hours 1

No. Of Proposed Students R R ‘
| Course Coordinator

— o Dr. ManishaPurohit I ‘
| Content of Proposed Course _l

e Principles of IPR in Agriculture and Food Industry
e Patent Law and Practices in Agriculture and Food Industry
e Copyright Law and Practices in Agriculture and Food Industry
| . Trademark Law and Practices in Agriculture and Food Industry
¢ TEmerging Issues and Challenges in Agriculture and Food Industry
e Future Aspects of Intellectual Property Rightsin Agriculture and Food Industry
Justification of Course il T R

e To introduce fundamental aspects of Intellectual property Rights to students who are going to play a
major role in development and management of innovative projects in Agriculture and Food Industry

e To disseminate knowledge on patents, patent regime in India and abroad and registration aspects

e To disseminate knowledge on copylgig‘htds“landnsrela‘tednghts angd registration aspects

e To disseminate knowledge on trademarks and registration aspects

o To disseminate knowledge on Design, Geographical Indication (GI), Plant Variety and Layout Design
Protection and their registration aspects in Agriculture and Food Industry.

"« To aware about current trends in IPR and Govt. steps in fostering IPR in Agriculture and Food

| Industry
i Outcome for Students after completion of Course = I

The course is designed to provide comprehensive knowledge to the students regarding the general principles
of IPR, Concept and Theories, Criticisms of Intellectual Property Rights, International Regime Relating to
IPRin concern with Agriculture and Food Industry.

Svllabus
' » Introduction td I:n_tg]'lep'tllél‘Piéﬁgﬂyzf{jggﬁ;;(}oﬁcept and Theories Kinds of Intellectual Property Rights
| Economic analysis of @m;lmt@@?fé‘%?@’gilghls Need for Private Rights versus Public Interests
Advantages and Disadvantages of PR International Regime Relating to IPR TRIPS and other Treaties
| (WIPO,WTO, GATTS) in Agriculture and I'ood Industry
\ » Research exemption Introduction to Patents Overview Historical development Concepts, Novelty, Utility
Inventiveness/Non-obviousness in Pharma and Health care sector,Patent Act 1970 — amendments of 1999,
\ 2000, 2002 and 2005 Patentable subject matter, Patentability criteria, non-patentable inventions
‘ Agricultural products and process and patent protection Soltware Patents Patenting of Micro-organism,
Rights of patentee Procedure for granting a patent and obtaining patents Grounds for opposition Working
of Patents, Compulsory License Acquisition, Surrender, Revocation, restoration Transler of patent rights.
> Copyright and Neighboring Rights Concept and Principles Historical background and Development of
Copyright Law Leading International Instruments, Berne Convention, Universal Copyright Convention,
International Copyright under Copyright Act WIPO , Copyright Act, 1957 Terms of Copyright conditions
for grant of copyright, extent of rights exception to copyright protection, fair use provision, assignment and
licensing. Copyright Registrar and Copyright Board-Power and Procedure Copyright Societies, Ownership,
Assignment, Licence, Translation of Copyright, Compulsory Licences in Agriculture and F_ood'ln,al‘l*sll'}’
3  Introduction to Trademarks Need for Protection. Kinds of trademarks Concept of Well known tradema rkiin

Agriculture and Food Industry. Registration of tradeaark G )f refusal of regis’t'rﬂ.l}i,o,nlAbso‘]’gn"@
ground Relative ground Procedure of registration of tra ' v

oy |

sition and its groundsi ., ] 0
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CPP Code

Title of Course
Course Credit

' Course Teachmg Hours
Practlca]/PrOJect/Tralnmg Hours .
| Evaluation hours
No. Of Proﬁéd Students

Course Coordinator

b 2

1.3S2020-2212

Certificate Course in Event Management

60

Prof. Pranita Arbat

Content of Proposed Couyse

—

L]
e Special Events, Research & Planning
e Advance Event Accounting & Costing
e [Event Marketing, Advertising & PR
e Event Production & Logistics
e Event Laws & License
e Advance Aspects of Event Manaoement

Event Communication & Presentation Skills

\ Justification of Course ~ |

\ .
to other specialization students too.
i L]
and marketing, and practical applications.
|
| °

In SPPU syllabus, event management S'le_] ect is only for Tourism and Hospitality
Managementspecialization, so this certification course will provide event management knowledge

To provide a conceptual overview and a systematic study of event programming, management,
To interpret and apply principles of both business and not-for-profit management to the special

needs of event organizations.
To foster professionalism in event management, covering the knowledge base, theory,

methodologies and ethics.
Outcome for Students after completion of Course’ |
e Understand basic framework of planning an event.
e Demonstrate ability to execute events through project.
¢ Understand industry trends based on guest lecturers' expertise.
e Demonstrate ability to collaborate for event execution.
« Evaluate events for effectiveness and success based on umque goals.
Syllabus
1 > INTRODUCTION AND IMPORTANT ASPECTS OF EVENT MANAGEMENT:
| Events and principles of event management, Events — type and Size, Event planning and execution —
‘ an overview, Legalities, permissions and licenses, The role of an event manager, important
| characteristics of an event manager, Event management industry in India, Concept Designing —
Theme, Event Objective and content development, Pre Event Preparation: Budgeting, Event design.
» STRATEGIC MARKETING FOR EVENTS
Understanding the client requirement — Research, customer focus, product focus ,ldeation and
planning (creating a master plan for execution, concept and theme development, making and
delivering presentations), Introduction to sales and sales pitches (sales calls, sales pitches), Strategic
budgeting and negotiations, Sponsorships — sponsor types / categories, identilying potential sponsors,
preparing sponsorship decks, Media plan — designing a media plan, Introduction to email marketing
and copyright.
» PROJECT PLANNING AND MANAGEMENT
Planning an event — steps, Feasibility study, site survey and inspection, venues, time and scope of
work, Understanding event and stage design and layouts — putting ideas on p'1pe1 Vendor
management and planning with vendors, budget allocation and work delegation -~ ;\c\h ST
> EVENT PRODUCTION AND LOGISTICS S e ) . “,’
Elements of production, Stage construction and elements 21 r“tmmg and ql\Ung,
Parking, travel and logistics, Sanitation and hygiene, Safety ‘J‘ { P’ iu“t“ \ ‘_{; i
> EXECUTION OF ACTUAL EVENT AND ITS EVALUATIOND ctm I 411033
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CPP Code - 1.3S2020-2221

Title of Course 7 ' Certifi sate Course in SMKI{'ITSciIing, Marketing And
Reeriiitment, Training) for Pharma & Healthcare
Minagement

Course Credit o 7 12 i ) -

Course 'Ii'ea'chiinéHfburs o - - -
Practical/Project/Training Hours _ l20 - ;
Evaluation hours S |1 S ’
No.Of Proposed Students 60 -
Course Coordinator - Prof. Pranita Arbat

Content of Proposed Course .
- TIntroduction to sales & marketing for Pharma & Healthcare Industry
- STP for Pharma & Healthcare products & services
- B2B & B2C concepts for Pharma & Healthcare Industry
Recruitment & Training of Pharma & Healthcare Industry sales people
Justification of Course S |
o This course is not covered in the syllabus of Pharma & Healthcare Management. The Marketing &
Sales function in Pharma Industry is different from that in consumer goods or industrial products
segment. Learn techniques to guide Pharma & Healthcare students to look at issues from different
points of view.
li e Customer base (Medical practitioners, stockiest & retailers) is relatively small but spread over a large
\ geographical area.
|« Drugs & Cosmetics Act prohibits advertising of pharmaceutical products in mass media.
Outcome for Students after completion of Course I

e Describe the various concepts related to sales, marketing, recruitment and training.

o  The student will learn step-by-step sales techniques, stage presence, self-evaluation of voice, habits,
abilities in sales, and’understanding of sales career.

e This program will help students make decisions as to whether or not they are qualified in sales, and
prepare them for a sales career if they choose that vocation.

e The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Pharma
& Healthcare Sales and Marketing.

e The Pharma & Healthcare Sales, marketing, recruitment & training will develop and expand the
student’s knowledge of Pharma & Healthcare Industry.

e Deconstruct the pros and cons of sample real world sales calls for products of Pharma & Healthcare
industry in B2B & B2C domain.

Syllabus
» Introduction- IntIOdlgM;@JSMART module, Importance of SMART module at entry level in
Industry. —

> Segmentation, Targeting & Positioning:STP for Pharma products & services, Segmentation,
Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP), Components ol sales
\ action plan, Different Templates for effective SAP.

» Marketing&Sales —Introduction to Pharma & Healthcare marketing, Business to Business
marketing in Pharma & Healthcareindustry, Business to consumer marketing in Pharma & Healthcare
industry. Business to Business Sales (activity based), Business to consumer Sales (activity based) in
Pharma & Healthcare industry, Retail Chemist Preseription Audit (RCPA), Must/Master see list
(MSL)

> Sales Process (7 steps):Prospecting, Preparation, Approach, Presentation, Handling objections, Closing,
FFollow-up.

Pharmaceutical marketing channels:
Designing channel, channel members, selecting the appropriate channel, conflict in channels, physical
distribution management: Strategic importance, tasks in physical distribution management, Over the
counter (OTC) brand, Prescription brand.

‘Pvmﬁecru'_ment & Training= Job analysis, screening the candidates, Hiring process & hiring decisions,
testing, reference checking /lfaining need assessment, Training methods, training evaluatione—"__ X

dhiation Method

4 Test- 30 MCQ based test for the evaluation ofRemembering and Understanding

jfjisogc::ﬂgwlarks activity based on Analyzing, Applying, Creating, Evaluating.




L

CPP Code - | LBS2020-2222
Title of Course Certificate Course in Pharmaceutical and
Healthcare Industry Environmental Analysis

Course Credit ) 2

Course Teaching Hours D

_Practical/Prbject/TraiHing Hﬁouﬁrrs:' B - B | 20 7‘:4 o // > L0y,
Evaluation hours - o 1 /i
No. Of Proposed Students 60 [[of Pur =
Coursg Coordinator Dr. ManishaPurohit ) 2\ 4000w 1
Content of Proposed Course ¥/

e To Discuss the threats and strengths of the industry 4

\
;’ e To impart fundamental knowledge on pharmaceutical product development s
| e To know different Laws and Acts that regulates pharmaceutical industry.

e To understand the approval process and regulatory requirements for drug products.

Justification of Course : e

|« This course is not covered in the syllabus of Pharmaceutical and Healthcare Management. This Course Use
real-life scenario.

|« The environmental impact of the pharmaceutical and Healthcare industry in general and its products

e To summarize and build confidence about the recent developments on industry and its key players.

| Outcome for Students after completion of Course |

Syllabus helps to Remember and describe the key characteristics of the players in an Pharmaceutical and Health
Industry. Helps to Understand and summarize the management ethos and philosophy of the players in Pharmaceutical
iand Health Industry. It demonstrates an understanding of the regulatory forces acting on the Industry. Syllabus compare
and contrast, using tables and charts, the market and financial

Performance of the players in an industry. Its creates the impact of recent developments on the industry and its key
lplayers. And Predict the future trajectory of the evolution of the industry in the immediate future

Syllabus ; ;

' > Pharmaceutical and Healthcare Industry Analysis —Nature of the Pharmaceutical and Healthcare Industry ,
} Players in the Pharmaceutical and Healthcare , Pricing Policies, Capacity analysis — total capacity of the
‘ Pharmaceutical and Healthcare and break up capacity amongst key players, Current Capacity Utilization
\ rates, Planned future capacity additions, Geographical spread of plants/facilities/ capacities, Demand
‘ Supply balance in the Pharmaceutical and Healthcare — at global, national and regional level, Professional
| Trade bodies of the Pharmaceutical and Healthcare , Business Functions carried out Online by the key
players. Online presence of the players, Incremental Innovations in the Pharmaceutical and Healthcare ,
Disruptive Innovations in the Pharmaceutical and Healthcare .

»  Promoters & Management Ethos in Pharmaceutical and Healthcare: Management ethos and philosophy,
CSR policy, Corporate Governance Initiatives, Initiatives towards social inclusion, lnitiatives towards
| environment conservation.

»  Lxternal Environment: Regulatory Policies at the state, national and global level and their impact on the
industry as a whole with analysis of impact, Key National and Global issues allecting the industry, Key
initiatives by the Government to promote the industry, Environmental issues, CSR initiatives,

A\

Regulatory actions against the players Regulatory affairs: Introduction, Regulatory authorities, Role of
Regulatory affairs department, Responsibility of Regulatory Aflfairs Professionals. Regulatory requirements
r drug-approval: Drug Development Teams,

\

b

waml Sevpabnavi
Lotus Business Schooi

Pune|- 4% 03 nancials: Profitability, Revenues, Margins of top 5 & bottom 5 players over the last 5 years and

Quality management systems: Quality management & Certifications: Concept of Quality, Total Quality
Management, Quality by Design (QbD), Six Sigma concept, Out of Specifications (OOS), Change control,
“ion to 1SO 9000 series of quality systems standards, 1SO 14000, NABL, GLP
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CPP Code —[uBs2020-2232

Title of Course

| Certilicate Course in SMART (Selling, Marketing And
“{_Recruitment, Training)

Course Credit - B 7 1z
Course Teacﬁing Hours o ; - __; 7_10 s
PracticaI/Projecti/?réimﬁé_ari_;:i 777777 r,L
Evaluatikoiﬁgugiliiﬁ o - 1
No. Of Proposed Students B 60

Course Coordinator
| Content of Proposed Course

Prof. Pranita Arbat
]

Introduction to sales & marketing for various industries.

STP for various industry’s products & services
B2B & B2C concepts for various industry’s products & services

Justification of Course e |

Recruitment &Training of various industry’s sales people

This course is not covered in the syllabus of Management. This Course Use stories and real-life
scenarios that resonate with customers. Learn techniques to guide management students to look at
issues from different points of view.

Ability to collect, process, and analyze consumer and market data to make informed decisions.
Ability to create branding and integrated marketing communications plans that include value
propositions.

Ability to formulate and implement traditional and digital marketing and communications strategies.
Build confidence to convey how the sales rep’s solution will be perfectly suited to meet the
customer’s needs — and obtain commitment to close the deal.

Outcome for Students after completion of Course &

Describe the various concepts related to sales, marketing, recruitment and training.

L]
e The student will learn step-by-step sales techniques, stage presence, self-evaluation of voice, habits,
abilities in sales, and understanding of sales career.
e This program will help students make decisions as to whether or not they are qualified in sales, and
prepare them for a sales career if they choose that vocation.
‘ e The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Sales
and Marketing.
e The Sales, marketing, recruitment & training will develop and expand the student’s knowledge of
various Businesses.
¢ Deconstruct the pros and cons of sample real world sales calls for products of various industries in
- B2B & B2C domain.
Syllabus o RS

Ve ]ntroductioéﬁ_-m;;ﬁjdu'cﬁ@m to SMART medule, Importance of SMART module at entry level in
Industry.

> Segmentation, Targeting & Positioning: STP for various industriesproducts &  services.
Segmentation, Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP),
Components of sales action plan, Different Templates for effective SAP.

»  Marketing&Sales —Introduction to marketing, Business to Business marketing in various industries,
Business to consumer marketing in various industries. Business to Business Sales (activity based),
Business to consumer Sales (activity based) in various industries.

> Sales Process (7 steps):Prospecting, Preparation, Approach, Presentation, Handling objections,
Closing, Follow-up.Consumer Behavior, different  Product  Categories, ~ Challenges for
Communication: Message & Media for Communication.

> Recruitment & Training - Job analysis, screening the candidates, Hiring process & hiring decisions,
testing, reference checking, Trainingneed assessment, Training methods, training evaluation.

Evaluation Method TN

> Test- 30 MCQ based test for the evaluation ofRemembering and Undgrst y 74 S —\ N

> Field Work- Fieldactivity will be conducted in both B2B & B2C methqd narketplace.., N -
50 Marks activity based on Analyzing, Applying, Creating, Evalua (= { Tune
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CPP Code T 7LBS2020-2233

Title of Course | Certificate Course inIndustry Environmental
Analysis

Course Credit - 4? o 7”;”;_“—_ 2

Course Teaching Hours _'W;iii ) ' 10

Practical/Proj ect/Traini ﬁgil-E)_urs - 20

Evaluation hours - 1

No. Of Propos_ed Students 7 60

Course Coordinator ) Dr. ManishaPurohit [

Content of Proposed Course

- Role of Industry in Indian economy

- Help understanding Existing Environment

- Industry Environment analysis should provide necessary data for strategic decision making

- Industry Environment analysis should facilitate and foster strategic linking in organizations.-industries.

Justification of Course e ]
¢ The learning objective of industry analysis is to determine the opportunities and threats that exist for firms
within a competitive environment.
«  To summarize and build confidence about the recent developments on industry and its key players.
« Helps to detect threats at an early stage, and assist the organization in developing strategies for its survival.
o Helps to understand the various aspects and predict trends of the industry better, and helps in many other

ways.

Outcome for Students after completion of Course |
Syllabus describes the key characteristics of the players in an industry. And helps to understands and summarize the
management ethos and philosophy of the players in the industry. T ¥
It Demonstrate an understanding of the regulatory forces acting on the industry. Compare and Contrast, using tables and
charts, the market and financial performance of the players in an industry. Assess the impact of recent developments on

the industry and its key players. And Evaluate and Predict the future trajectory of the evolution of the industry in the
immediate future E

Syllabus : R ;

>  Industry Analysis: Nature of the Industry, Players in the industry, Nature of competition, Market shares of top 5 & bottom
5 players. Branding strategies, Pricing Policies, Cartelization if any and comments thereon, Capacity analysis — total
capacity of the industry and break up capacity amongst key players, Current Capacity Utilization rates, Planned future
capacity additions, Geographical spread of plants/facilities/ capacities (Domestics as well as Global), Demand Supply
balance in the industry — at global, national and regional level, Key factors affecting demand, Key supply side constraints,
Professional Trade bodies of the Industry, Business Functions carried out Online by the key players. Online presence of the
plavers, Incremental Innovations in the industry

»  Promoters & Management Ethos: Management ethos and philosophy, Brief profiles of CMDs, CEOs, and key top
management personnel with their career highlights, Detailed profile of one distinguished top management personnel each
from any two players in the Industry, CSR policy, Corporate Governance Initiatives, Initiatives towards soeial inclusion,
Initiatives towards enyironment conservation

»  External Environment: Controlling ministry and / or regulator il any for the Industry, Regulatory Policies al the state,
national and global level and their impact on the industry as a whole with analysis of impact on top 5 players and bottom 5
Players, Key National and Global jssues affecting the industry, Key initiatives by the Government to promote  the
industry, Environmental issues, CSR initiatives, Regulatory actions against the players for e.g. Action by SEBI,
CompetitionCommissionoflndia, MTRPCommission,FDA, etc

> Finam_-ials: Profitability, Revenues, Margins of top players ,trends/changes therein, Sick players if any and their turnaround
strategies, Key factors contributing to costs, Ratio analysis of financial data for last 5 years for top 5 and bottom 5
companies in the industry.

> Recent Deve.lolpments: Impact of key relevant provisions of the latest Fiscal policy on the industry ,Analysis of Key
relevant provisions of latest Exim Policy in case of industries that are focused on Global Markets for exports/ordndust&ies

o . o \

that have significant import components, Mergers & Acquisitions, Technological LcheIO}mnu s e
Evaluation Method A l >
N
»  Test- 30 MCQ based test for the evaluation ofRemembering and Unddxgbarmding
ectot
Swami Sevabnavi Sanstha's
Llotuc 1 \ N
Pune- 411033 S
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CPP Code [ LBSABM201921/03 l
Title of Course —— [ Certificate Course in Sales process Planning and
| R _execution for Agriculture and Food indust
| Course Credit 2. I
w}éééhﬁhg Hours ' |10 - |
Practical/Project/Training Hours - |20 |
Evaluation hours |1
No.Of Proposed Students 120
Course Coordinator ____________|prof. Pranita Arbat
Content of Proposed Course ) | '
~ TIntroduction to sales & marketing for Agriculture and Foodlndustry
4 - STP for agricultural products & services }
‘. - B2B & B2C concepts for Agriculture and FoodIndustry
- Recruitment &Training of Agriculture and FoodIndustry sales people
Justification of Course R L |

«  This course is not covered in the syllabus of Agribusiness Management. This Course Use stories and
| real-life scenarios that resonate with farmers. Learn techniques to guide agri students to look at issues
\ from different points of view.
« Develop methods to capitalize on an agribusiness’ unique strategic advantage.
« Build confidence to convey how the agriculture sales rep’s solution will be perfectly suited to meet the
customer’s needs — and obtain commitment to close the deal.
| Outcome for Students after completion of Course |

[

e Describe the various concepts related to sales, marketing, recruitment and training,

e The student will learn step-by-step sales techniques, stage presence, self-evaluation of voice, habits,
abilities in sales, and understanding of sales career.

e This program will help students make decisions as to whether or not they are qualified in sales, and
prepare them for a sales career if they choose that vocation.

e The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Agri
Sales and Marketing.

e The Agriculture Sales, marketing, recruitment & training will develop and expand the student’s
knowledge of Agriculture Business.

e Deconstruct the pros and cons of sample real world sales calls for products of agriculture & food
industry in B2B & B2C domain.

Syllabus
> Introduction- Introduction to SMART module, Importance of SMART module at entry level in
Industry.

> Segmentation, Targeting & Positioning: STP for Agricultural and Food products & services.
I Segmentation, Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP),
Components of sales action plan, Different Templates for effective SAP.
> Marketing&Sales —Introduction to Rural marketing, Business to Business marketing in agriculture
and Food industry, Business to consumer marketing in agriculture and food industry. Business to
r Business Sales (activity based), Business to consumer Sales (activity based) in agriculture and Food
| industry.

»  Sales Process (7 steps):Prospecting, Preparation, Approach, Presentation, IHandling objections,
Closing, Follow-up.Rural @onswmensi3ehavior RUtAlRioduetsGategosics, Challenges for Rural
Communication: Massage & Media for Rural Communication. :

> Recruitment %ﬁl’iﬁ‘g‘@’]ob analysis, screening the candidates, Hiring process & hiring decisions,
testing, reference checking, Training need assessment, Training methods, training evaluation.

Evaluation Method

$  Test- 30 MCQ based test for the evaluation ofRemembering and Understanding
> TField Work- Fieldactivity will be conducted in both B2B & B2C method atactual marketplace. —=—.
50 Marks activity based on Analyzing, Applying, Creating, Evalualinsl Ty Lo

0o m

W
Swaml Sevabnavi Sanstha's

Lotuc Business Schoon
Pune- 411033
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CPP Code LBSPIHM2019-21/04 |
Title of Course Certificate Course in SMART (Selling, Marketing And
Rééruitment, Training) for Pharmaceutical &

- o Mealtheare Industry
Course Credit 2

Course Teachlng Hours ' 10 B
PractlcaI/PrOJect/Tralnlhé Hours 7 ' 20 B
Evaluation hours - 1

No. Of Proposed Students - 160

Course Coordinator ' R Prof. Pranita Arbat

Content of Proposed Course
- Introduction to sales & 111'11l\etn'uT for Pharma & Healthcare Industry
- STP for Pharma & Healthcare p1oducts & services
- B2B & B2C concepts for Pharma & Healthcare Industry
\ - Recruitment &Training of Pharma & Healthcare Industry sales people
| Justification of Course 2 ]
| e This course is not covered in the syllabus of Pharma & Healthcare Management. The Marketing &
Sales function in Pharma Industry is different from that in consumer goods or industrial products
‘ segment. Learn techniques to guide Pharma & Healthcare students to look at issues from different
points of view.
e Customer base (Medical practitioners, stockiest & retailers) is relatively small but spread over a large
geographical area.
» Drugs & Cosmetics Act prohibits advertising of pharmaceutical products in mass media.
l Outcome for Students after completion of Course l

<+

e Describe the various concepts related to sales, marketing, recruitment and training.

e The student will learn step-by-step sales techniques, stage presence, self-evaluation of voice, habits,
abilities in sales, and understanding of sales career.

l e This program will help students make decisions as to whether or not they are qualified in sales, and

l prepare them for a sales career if they choose that vocation.

l e The student will develop knowledge and skills sufficient to gain and hold entry-level Jobs in Pharma

“ & Healthcare Sales and Marketing.

‘ e The Pharma & Healthcare Sales, marketing, recruitment & training will develop and expand the

student’s knowledge of Pharma & Healthcare Industry.
| ¢ Deconstruct the pros and cons of sample real world sales calls for products of Pharma & Healthcare
| industry in B2B & B2C domain.

Syllabus ‘ ‘ '
» Introduction- Introduction to’*‘SMART module Importance of SMART module“at entry level in
Industry.

~ Segmentation, Targeting & Positioning:STP for Pharma products & services, Segmentation,
Targeting & Positioning for strategic Business Unit (SBU), Sales Action Plan (SAP), Components of sales
action plan, Different Templates for effective SAP.

» Marketing&Sales —Introduction to Pharma & Healthcare marketing, Business to Business
marketing in Pharma & Healthcareindustry, Business to consumer marketing in Pharma & Healthcare
industry. Business to Business Sales (activity based), Business to consumer Sales (activity based) in
Pharma & Healthcare industry, Retail Chemist Prescription Audit (RCPA), Must/Master see list

(MSL)
» Sales Process (7 steps):Prospecting, Preparation, Approach, Presentation, Handling objections, Closing,
Follow-up.

Pharmaceutical marketing channels:
Designing channel, channel members, selecting the appropriate channel, conflict in channels, physical
distribution management: Strategic importance, tasks in physical distribution management,@venihe

nter (OTC) brand, Prescription brand. \\Q\ha S{,
\)E\E \}gmﬁmmt & Trammg Job analysis, screening the eandidates, Lliring process- decmonS‘
( Sting, reference checking, Training need assessment, Tr'umng methods, training eyalia Vﬁl‘a ino )\
DIk luation Method T\ 5 \ 411034 ) 5;}’
Swaml SevaPnayl Sangfhiait MCQ based test for the evaluation ofRemembermg and Understanding \\ % &7
Lotus Business SqheR Work- Fieldactivity will be conducted atactual marketplace (RCPA/on field call)y, #

Pune - 417 0330 Marks activity based on Analyzing, Applying, Creating, Evaluating.
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Certificate
No.

Name of Certificate

Contents

Hours

LBS 301

Social Media and
Personal Branding

s

s

Social Media Revolution
Overview of social media

Social Medial Classification

SMM and benefits, Assignments
Exercise on setting up campaigns
Social Media Analytics

Personal Branding Concept
Personal Branding Exercise

» Get started on your Brand print

»>

R/
'

>
'0

D)

>
‘0

®
9 o

53

!

>

R/
*

L)

*

L)
*

3

30 Hours

LBS 302

Corporate
Etiquettes and
Grooming

“* Personal Appearance

% Personal Hygiene

+* Self-Assessment

“* Conversational Techniques

** Small talk and networking, developing Business
Relation

30 hours

LBS 304

Ethics in Business

% Introduction to Business Ethics

** Roles of Business ethics in Various Types of
business Structure

% Structure of Business Ethics

Durationéﬁ; 'w&rkplace

Code of conducts, Code of ethics

CSR

Ethic’s positive impact on Business
»_Corporatelifitégrity

<!

* Consumer rights
Study of Indian Business Houses

* >
0'0 0‘0

*
g

)
0.0

%

L)

* +0

)

*

30 hours

LBS 305

Entrepreneurship
Unleashed

LBS 306

)
o

L)

5 steps entrepreneurship

Entrepreneur ecosystem in India

Financial Institution and Legal Environment
Study of Indian Business Houses

Entrepreneurship and legal forms of Business using
relevant case studies

*
‘0

L)

X3

o

\/
°e

e

Cd

D)

30 hours

SMART

% Theory steps of selling

’0

« Demo and Class exercises Practical exposure and
projects and performance analysis

Introduction exchange of business cards

Work station etiquettes

Email etiquettes

Business etiquettes

Managing meetings
Telephone etiquettes
Presentation etiquettes
Dining etiquettes Swaml $éGabnavi Sanstha's

Bathr i Lotus Business School
oom etiquettes Pune - 411 033

)
0..

o
L X

*,
0.'

R/
0.0

)
.0

.

L)
0.0

L
0’0

*
0.0

%e

*

)
0'0

Dressing and Grooming

30 hours
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Certificate
No.

Name of Certificate

Contents

Hours

LBS 201

Life Skills

¥

l,*;* Understanding self concept of Social Environment

% Concept of self and public image. Workshop on
how to bridge the gap between Self and Publi.c imageyd
leading to Happiness:

30 hours

LBS 202

Social Media and
Personal Branding

% Social Media Revolution

%+ Overview of social media

% Social Medial Classification

SMM and benefits, Assignments

) Exercise/on setting up campaigns
% Social Media Analytics

% Personal Branding Concept

%+ Personal Branding Exercise

¢ Get started on your Brand print

4
)
.0

30 Hours

LBS 203

Corporate Etiquettes
and Grooming

¢ Personal Appearance
* Personal Hygiene
| Self-Assessment
¢ Conversational Techniques
+ Small'talk and networking, developing Business *
Relation 9

30 hours

LBS 205

Ethics in Business

% Introduction to Business Ethics

«» Roles of Business ethics in Various Types of
business Structure

¢ Structure of Business Ethics

++ Duration ethics in workplace

Code of conducts, Code of ethics

» CSR

» Ethic’s positive impact on Business
g,‘ Corporate integrity.

4 Consumer rights

% Study of Indian Business Houses

*
* 0‘0‘

.0

oo

30 hours

LBS 206

Entrepreneurship
Unleashed

¢,
L4

5 steps entrepreneurship
Entrepreneur ecosystem in India

o
e

G

» Financial Institution and Legal Environment
Study of Indian Business Houses

%+ Entrepreneurship and legal forms of Business
using relevant case studies

o
*
<

.

30 hours

Al

(2]
>

)

ov
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