< =

RVS
MBA

RVS INSTITUTE OF MANAGEMENT STUDIES & RESEARCH
(AUTONOMOUS)

NAAC Accredited & 1SO Certified Institution
SULUR, COIMBATORE — 641 402.

MASTER OF
BUSINESS ADMINISTRATION

PROGRAMME DESIGN AND CURRICULUM

2008 Batch

2008
Batch | 1




RVS
MBA

PROGRAME STRUCTURE
MBA (Full =T1me)
2008 Batch




]

RVS
MBA
=

SCHEME OF EXAMINATIONS - MBA (FULL TIME)

2008 BATCH - BASED ON CHOICE BASED CREDIT SYSTEM

X
3 2
2 I
Tlel<
o S 5 | € Marks
7 8| 2|8
é Type Title of Paper 2|0 | U
172} S B
& = c
5| 2|2 =
(7] © ©
|- Lo () -_
3 A|CIA| & £
T > (o
[
M- | Management & Organizational 4 3 13| 25 | 75 | 100
Behaviour
M-l Managerial Economics 4 3 3 25 75 100
M -1l Accounting for Managers 4 3 3 25 75 100
M-IV Research Miaodology- | 4 313 25 75 | 100
I
M-V Quantitative Techniques 4 313 25 75 | 100
M -VI Executive Communication 3 3 3 25 75 | 100
MP- | Computer Applications in 4 3 3 40 60 100
Management
M - VI Managerial Skill Developmentl 3 3| - 50 - 50
M - VI Operations Management 5 3| 3 25 75 100
M - IX Financial Management 5 313 25 75 100
M - X Human Resource Management 5 3| 3 25 75 100
M - XI Marketing Management 5 313 25 75 100
I
M - Xl Research Methodologyll 5 3|3 25 75 | 100
M - XIII Comprehensive Assessmerit -- 2 2 - 50 50
M - XIV Managerial Skill Developmentll 5 3| - 50 - 50
MINI PROJECT (4 WEEKS)
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M - XV Management Information System| 5 3 25 75 100
M - XVI Business Environment 5 3 25 75 | 100
EL -1 Elective | 3 25 | 75 | 100
EL-1I Elective Il 3 25 | 75 | 100
10*
i EL-1I Elective llI 3 25 75 100
EL-IV Elective IV 3 25 75 100
MP -1l (PV) | Mini Project Viva Voce -- 4 50 - 50
M - XVII Managerial Skill Developmentll 4 3 50 - 50
MAJOR PROJECT (8 weeks)
M - XVIII Strategic Management 5 3 25 75 100
M - XIX Enterprise Resource Planning 5 3 25 75 100
EL-V Elective V 3 25 | 75 | 100
EL - VI Elective VI 3 25 75 100
v 10*
EL - VII Elective VII 3 25 75 100
EL - VI Elective VIII 3 25 75 100
MP - lII (PV) Major Project Viva Voce -- 5 40 60 100
M - XX Comprehensive Assessmerk -- 2 50 - 50
Total i W
* Refer Annexure |
M - Major EL - Elective
MP - Major Practical PV - Project Viva Voce
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1. Major Courses

The major coursesare compulsor for the students. There are djor coursespread

throughout th@grogramme

2. Elective Courses

Elective courses are offered to the students to specialize ieraiiff fields. The
department provides a range of electives to enable he students to have a wider
knowledge base in functional and sectoral areas. The students will have to undergo
eight elective courses and earn total credits of 20. Credits for indivedeetive
courses will vary dependiran the contendf the courseElective papers are offered in
functional areas and sectoral areasthe functional areasevenstreams are offered

with two each marketingHR, finance anane insystems. In the sectdrarea three
streams are offered viz., investment banking, banking and insurance and retail
marketing. Students may choose any two streams from the ten streams offered by the
department. The choice of the streams should be registered with the departiment a
end of the Il semestefhe chosen elective stream will preadthrough the third and

fourth semesterlf less than 15 students opt for a stream, the stream will not be
offered. However the final decision to offer the elective rests with the degarThe
General management stream courses may chosen for extra credits but not for

mandatory credits

Elective Streams offered for MBA (Full Time) - 2008 Batch

§ Elective Streams Credits § Elective Streams Credits
Stream M1: Marketing Stream M2: Marketing
Advertising & Media 2 Rural Marketing 2
1 | Management m
Consumer Behaviour 3 Sales Management 2
Services Marketing 3 Event Management 3
v Brand Management 2 v Distribution Management 3
Total 10 Total 10
2008
Batch 5
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Stream F1: Finance Stream F2: Finghee—  — ——
lll | Strategic Financial Management 3 Il | Corporate Finance 3
Capital budgeting and Financir 3 Project Appraisal Management 2
Decisions
IV | InternationaFinancial 2 IV | Working Capital Management 2
Management
Financial Institubns and Markets 2 Export Finance 3
Total 10 Total 10
Stream HR1: Human Resource Stream HR2: Human Resource
[ll | Global Human Resource 2 [l | Compensation Management 2
Management
Strategic Human Resource 3 Industrial Relations & Employe 3
Development Welfare
IV | Organization Change and 3 IV | Performance Management 3
Development
Training and Development 2 EmployeeRelations 2
Management
Total 10 Total 10
Stream IB: Investment Banking Stream BI: Banking and Insurance
Il | Security analysis andPortfolio 3 Il | Principles of Insurance 3
Management
Financial Services 3 Principles of Banking 2
IV | Fund Management 2 IV | Insurance Marketing 2
Bonds, Derivatives & Commodit 2 E-Banking 3
Market Management
Total 10 Total 10
Stream RM: Retail Management Stream IT: Systems
Il | Retail Environment 2 Il | Software Engineering 2
Retail operations, systems and 3 System Analysis & Design 3
inventory
IV | Merchandising Management 2 IV | Software Testing 2
Customer Relationship 3 SoftwareProject Management 3
Management
Total 10 Total 10
Stream GM: General Management (for extra
credits)
[l | Business Consulting 3
IV | Entrepreneurship Development 3
2008
6
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3. Managerial Skill Development
Managerial Skill Development courskeave been designéd provide strong practical
orientation to the students build their communicatiorinterpersonal and leadership
skills to increasdhe employment marketability and to compete successfully in the

business environment.

The courseoffered undeManageriaSkill Developmentre
1. Managerial Skill Developmenrt (Communication an@resentation Skills | Sem)
2. Managerial Skill Developmentll (Behavioural Skills- 1| Semester)
3. Managerial Skill Developmeritl (Placement Skills 11l Semeste)
Managerial skill development has 9 credits, spread through three sensrsietise
evaluation of the students takes place on a continuous basis and will be given marks
for a maximum of 50for each courseActive participation in activities, interest
displayed by the students in acquiring the necessary attributes and skills and the
commitment shown by them to improve in terms of skills are the main criteria for
evaluation which will be carried out through individual, group activities and programs.
The speific break up will be announced to the students at the beginning of the
semester by the faculty in charge of the caurse

4. Mini Project
Full time studats will undertake a project work forwleeks athie end of Il semester
to gain practical exposure the basic functional areas mfanagementA report of the
project work should be submitted to the faculty advisor within the stipulated time after
completing the project workViva voce for the project will be conducted the IlI
semesteby internal faulty committee The panel will award marks for a maximum of
50. The passing minimum is 25 marks. The break up of marks is as follows:
Report —30 marks; Viva Voce- 20 marks
Students who fail in the project work and viva voce examination/ who aenafor
the project viva voce/ who fail to submit the project report before the due date will
have to resubmit the project work and take up the viva voce examination during the

subsequent semester

2008
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5. Major Project
Major Project for 8 weeks will beaaried outat the end of 1ll semester a specialized
functional area A report of the project work should be submitted to the faculty
advisor within the stipulated time afteompleting theproject work. Public Viva voce
for the project will be conductad the IV semestepy faculty committee consisting of
internal and external memberfhe maximum mark will be 100 and the passing
minimum is 50 marks. The break up of marks is as follows:
Project Report 80 marks
Viva Voce - 20 marks
Students whdail in the project work and viva voce examination/ who are absent for
the project viva voce/ who fail to submit the project report before the due date will
have to resubmit the project work and take up the viva voce examination during the
subsequent year.
6. Practical Examination in Computer Applications in Management
Practical Examinations will be conducted with one internal examiner and one external
examiner for a maxiobm of 100 marks at the end ofsemester. 4@narks will be
given by Internal Examiner &lA and60 marks by the external examiner.
7. Comprehensive Assessment
The students will be assessedline, on their conceptual knowledge gained during
the previous semesters of the course and their application in business context.
Comprehensivassessent| & Il will be conducted at the end of Il semester and IV
semester respectivelfhe assessment will be based on objective questions in all the
courses undergone by the student. The maximum marks will Bgt&@ents who do

not obtain 50% have to reaggr forthe test when it is conducted the subsequently

2008
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MANAGEMENT & ORGANIZATIONAL BEHAVIOR

Objectives: To develop an understanding of the nature, functioning and design of

organization as social cotlavities. Also to develop a better understanding of behaviour of

people in the organizatido befacilitators for building effective teams and organizations

Unit I: Management Concept — meaning— nature— principles— Evolution of management

thought- Hawthorne experimentsFunctions of managementManagerial skills

Unit I1: Management Functions: Planning: Nature and purpos8etting objectives MBO -

Strategies, policies and planning premises Organizing: Nature and purpose

Departmentatio - Line and Staff Authority- Decentralization- Coordination- Controlling:

Process of controlling Control techniques Decision making: Nature and purpose
principles

Unit 111: OB concept & Individual Process: Meaning; significance contributing dsciplines
- Attitudes: sources and changing attitud®ersonality: personality traits; attributes
influencing OB; Perception: process, distortion, changing perceptiotivation: Theories

and techniques in practice

Unit 1V: Group Process: Leadership: eories, skills— Group dynamics: stages of group

development; group processes; challenges to groGpsflicts: sources, process, resolution

Unit V: Organizational Process: Organisational culture: Creation, maintenance and changing
organizational cultte — Organizational change: Sources, Approaches, resistance to change

Organizational power and political behaviour

References:

1. James A. F. Stoner R. Edward Freeman Daniel R. Gilbg2002 Management, Prentice
Hall: New Delhi

2. Robbins, S.P, 2001, Ongaational Behaviour, Prentice Hall: New Jersey

3. Aﬁwazﬁgggpa—ij 2007, Organizatioanl Behaviour, Himalaya: New Delhi
4[ Batch 10
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MANAGERIAL ECONOMICS

Objective: To provide essential knowledge in the relevant Micro & Macro economic theories

and concepts and to hightigtheir utility for effective managerial decisionaking.

Unit — I: Definition, nature and scope of Managerial Economignagerial Economics and
Micro-economics - Managerial Economics and Maeegonomics - Applications of

Economics in Managerial demss making

Unit — II: Types of Business OrganizationsProprietary Firms, Partnership Firms, Joint
Stock Companies, Public Sector Undertakings, Cooperative Societies;prdfdan

Organizations, Business Organizations in New MillenniuBmerging Businesklodels.

Unit — I11: Demand Analysis Determinants of Market Demand.aw of Demand Elasticity
of Demand- Measurement and its useDemand Forecasting Techniques of Demand
Forecasting Production and CostsMeaning of Production FunctionLaw of Supply and

Elasticity of Supply Costs and Cost Functions.

Unit — 1V: Pricing and output determinatierPricing decisions under different market forms

like perfect competition, monopoly, oligopolyPricing Methods.

Unit — V:Economic indicators- National Income— Inflation and Deflation— Structure of
Indian Economy- Economic Growth and DevelopmeAtBOP — GDP — GNP — Wholesale
Price Index.

REFERENCES

. Joel Dean- Managerial Economics : Sultan Chand & Sons, New Delhi.

. Koutsoyannis- A Modern Economis Macmillan, 2000

1

2

3. P.L Mehta— Managerial Economics, Sultan Chand & Sons

4. Varshney & Maheswar Managerial Economics Sultan Chand & Sons.
5

. J. Harvey, Modern Economics, Macmillan (ELBS), London

2008
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ACCOUNTING FOR MANAGERS

Objective:_To enable the students understand the fundamentals of financial, management
and cost accounting.

Unit I: Financial Accounting- Meaning— Journal- Ledger— Trial Balance- Trading, Profit

and Loss accountBalance sheet. Depreciation methedsportance.

Unit Il: Finangal statement analysisusing accounting raties liquidity- solvency

profitability- efficiency ratios fund flow statement interpretation.

Unit 1ll: Management accounting Marginal costing— BEP analysis— Managerial
applications of marginal costing- Profit Planning- key factor— production mix— make or

buy decisions.

Unit 1V : Budget— budgeting- budgetary controf types of budget preparation of budgets
— cash budget sales budget production budget flexible and master budget. Zero
base budgeting.

Unit V: Cost accounting- elements of cost preparation of cost sheet Activity based

costing— cost centre- an introduction to strategic cost accounting.

References:
1. Advanced AccountancyR.L. Gupta and Radhaswamy

Management Accounting Brown and Howard
Management AccountingKhan and Jain
Management AccountingS.N. Maheswari
Management Accounting Antony and Recece
Management AccountingJ. Batty

A A T I

Management AccountingP.S. Boopathi Manickam

2008
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RESEARCH METHODOLOGY |

Objective: To enable the students to learn the importance of the research, various methods of
analysis of data and its applications in the business management.

Unit I: Research meaning- scope and significanceTypes of researchResearch Process
Characterigscs of good research Scientific method- Problems in research Identifying
research problem concepts, constructs and theoretical framework.

Unit I11: Hypothesis: meaning- sources Types- formulation Research desigiypes— case
study- featuresof good design measurementmeaning need Errors in measurementests
of sound measurement Techniques of measurensealing Techniquesmeaning- Types of
scales scale construction techniques.

Unit 111: Sampling desigh meaning- concepts steps in sampling criteria for good sample
design- Types of sample desigagProbability and nofprobability samples. Data collection:
Types of data sources Tools for data collection methods of data collectioanstructing
guestionnaire Pilot stug - case study Data processingcoding— editing- and tabulation of
data- Data analysis.

Unit 1V (Theory Only) Test of Significance: Assumptions about parametric and fion
parametric testdarametric Test T test, F Test, Z test, Chi Square testi ZANOVA (one
and two way) Non Parametric TestU Test, Kruskal Wallis, sign test and Chi Square test
(Goodness of fitness and Test of ). Multivariate anaffgisor, cluster, MDS, Discriminant
analysis. SPSS and its applications.

Unit V: Interpretatio - meaning Techniques of interpretatiorReport writing: Significance

- Report writing: Steps in report writing Layout of report- Types of reports- Oral
presentation executive summary mechanics of writing research repertPrecautions for
writing report- Norms for using Tables, charts and diagrandgpendix: norms for using
Index and Bibliography.

REFERENCE

1. Rao K.V.Research methods for management and comn®steréing

2. Zikmund, Business Research Methods

3. Kothari C.R- Research metidology

4. Donald R.Cooper and Pamela S.SchindRusiness Resech Methods- Tata McGraw Hi

5. Uma Sekaran, Research Methods for Business, Wiley Publications.

6. Krishnasamy & Ranganathan, Research Methods

2008
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QUANTITATIVE TECHNIQUES

Objective: To enablstudents to acquire the knowledge of Statistics and Operations Research

and their use in business decision making.

Unit I: Introduction— application of statistics in managerial decision makihglex Numbers
- Basic concept of index numbers classificaion of index numbers- problem inthe
construction of index numbers methods of constructing index numberssimple and
weighted index numbers the chain index numbersconcept of weights- types of index

numbers- business index numberCPT, WPI, Sesex, Nifty, Production index.

Unit 11: Probability - Basic concepts and approacheaddition and multiplication rules
Bayesian Theorem Probability distribution— meaning, types and applicatiorBinomial,

Poisson and Normal distributions.

Unit 111 Time series analysis Concept of time series analysisSecular trend, Seasonal
variation, Cyclical variation and Irregular variatienmethods used for determining trerd
freehand, sermverage, moving average and method of least squares methdusr
applications in business decision making.

Unit 1V: Transportation & Assignment Mathematical Models- Operations Research and
optimization models- Transportation modet Initial basic feasible solutions optimum
solution (only for nordegeneracy) Assignment Model simple problems.

Unit V: Waiting Line & Simulation Models- Waiting Line Models— structure of modet
M/M/1 for infinite population— Simulation— types of simulatior- Monte Carlo simulatior

simple problems for business decisions.

Reference:
1. P.R. Vittal, Business Mathematics and Statistics, Margham Publications.
2. Richard I, Levin & David S Rubin, Statistics for Management, Macgraw Hills.
3. R P Hooda, Stastics for Business and Economics, Macmillan India Limited.
4. S C Gupta & V K Kapoor, Ehdamentals of Mathematical Statistics
5. Kanti Swarup, Gupta and Manmohan, Operations Research
6. Dharani Venkatakrishnan, Operations Research

2008
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EXECUTIVE COMMUNICATION

Objective: To develop written and oral communication skills in students and to groom them

aseffective management professionals.

Unit I: Fundamentals of Business Communicatidvieaning & Nature— Objectives —
functions — Principles of communicatiestages in communication cycle, Barriers to

communication.

Unit 1l: Written Communication: Rulesf good writing, layout of a business letter
Application letter, curriculum vitae, interview, references, offer of employment, letter of
acceptance, letter of resignation Correspondence with bamgency— import — export

correspondence press releses— notice— advertisement copies

Unit 111: Verbal Communication principles of oral presentatiorQualities and profile of a
good speaker drafting speech— practising delivery of the presentation Dyadic

communication- dialogue skills.

Unit IV: Conducting meetings- preparing agenda, minutes and resolutiensypes of

meetings- group discussions, seminars and conferepgesticipating in meetings norms.

UNIT V: Report writing— planning, technique of writing a report, characteristicbusiness
reports, common types of reports, purposes of repontsal and informal reports report
presentation-writing and presenting in international situations: Intecultural factors in
interaction
References:
1. Lesikar R V and Pettit Jr J-DBusiness Communication: Theory and Application
(TataMcGrawHill,2002)
2. Tayler Shinley Communication for Business (Pearson Education, 2002)
3.Rajendra Paul and KoralahallBusiness communication.
4.Elizabeth B.Hurlock- Personality Development, Tata M@y Hill, New Delhi.
5.Dana May CaspersenPower Etiquette, Magna Publishing Co., Ltd., Mumbai.

6.Krishnamoham & Meera Banaerjfe®eveloping Communication Skills, McMillan

2008
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OPERATIONS MANAGEMENT

Objective: To introduce the basic concepts of productitemagement

Unit | : Operations Managemenrt meaning— importance— Historical contributions—
Systems view of OM- Functions of OM—- Basic functions, Promoting productivity,
Efficiency and Effectiveness Models of production systemgOptimisation modks — Linear
programming— formulation — graphical solution— simplex solution— Dual of Linear

Programming Problem.

Unit Il : Production Planning and ContrelMeaning— Functions— Aggregate planning —
Network Model — networking— CPM — PERT - Time Estimates- Crashing- Master
production schedule (MPS} Material requirement planning (MRP) BOM — Capacity
requirement planning (CRP)Techniques- Problems in MRP and CRPMRP II.

Unit I11: Production controt Inventory control- Types of Invatory — Safety stock-Re-
Order point— Service level- Inventory control systems Perpetual- Periodic— JIT —

KANBAN - Bottlenecks in implementing JIT in Indian Industry.

Unit IV: Inspection and quality contrelPurposes- Control charts for measung variables-
Control charts for measuring attributeg\cceptance sampling Problems- Quality Circle-
An introduction to New Concepts such as TQM, Six Sigma Concept, ISO 9000.

Unit V: Ergonomics- Meaning— Importance- Work study— Time study— Motion study—
Charts— Standard time- Time study analysis Problem— Job designs.
References:
1. Operations ManagementlLee / Schinederjans All India Publishers and Distributors
Ltd, First Indian Edition.
2. Operations Management (Theory and Problenrigseih G.Monks—McGraw Hill
3. Production and Operations ManagemeRannerselvam, PHI

4. Muhlemann, Oakland & LockerProduction & Operations Mgt. Macmillan.

2008
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FINANCIAL MANAGEMENT

Objective: To introduce the basic concept of financial management and thair fisancial
decision making.

Unit | : Introduction : Objectives and functions of financial managemeBasic decisions
of finance manager Indian financial systems an overview- sources of long term finanee
capital market trends primary — secondarymarket— SEBI and its role- an introduction-
Introduction to derivatives and commodity market.

Unit 11: Financing Decision: Cost of capital- computation of cash source of finance and
weighted average cost of capitaproblems— EBI — EPS— Break everEBIT - leverages-
Financial and Operating leverag@roblems.

Unit 111: Capital structure — factors determining- capital structure- optimum capital
structure— features of sound capital structur€apital structure theoriesNet Income— Net
operatirg income- MM approach.

Unit IV : Investment Deision (Long term & Short term) : Long term investment factors
— Capital budgeting- techniques (Problems) Capital rationing- risk analysis- shortterm
investment— working capital management factors — inventory — cash — receivables
management.

Unit V: Dividend Decision: Dividend — types — Factors— Dividend policy — Dividend
theories— Walter model- Gordon model MM model. Stability of Dividends- Forms of

dividend- corporate dividend behaviour.

References:

1. * Principles of Corporate Fi geasnMcéraw Hili c har d
New York.

2. Financi al Management & PRmideHalyWéwDklaimes C. Va
3. “Financi al DecCiosniceerpt Ma k iPrgp bl e ms and cas
Prentice Hall of India Pvt. Ltd. New Delhi (1994).

4. " Financi al —™Maearge memd Practice” PrHilsanna
New Delhi (1994).

5. * 1l ntroduction to Financi al Management E
Gryden Press.

6. “Fi nanaigelmeMan , | . M. Pandey Vi kash Publ i sh

2008
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HUMAN RESOURCE MANAGEMENT

Objective: To facilitate learning of various concepts and skills required for utilization and
development of human resources for organizational functions and their interictibe

execution of managerial functions.

Unit I: Concept of HRM — HR philosophy- changing environment of HR Evolution and
development of HRM- functions of HRM— Organisation of HR departmentRole of HR

managers.

Unit 1l: Procurement: Job analysis Methods, processs Human Resource Planning

Recruitment: sources, procesSelection: Process, tests, interviewBlacement Induction.

Unit Ill: Training & Development: Need analysis, training process, techniques,
Management developmenrt Performage appraisal: Methods, performance interviews
potential appraisal Managing careers: Career planning and developn®entnotions and

transfers.

Unit 1V: Compensation: Factors determining pay rateslob evaluation- Wage system in
India- Minimum Wage Fair Wage, Living Wage Productivity Linked wages and Incentives
- state Regulation of payment of wages$-inancial incentives: Plans for Operatives and

Executives

Unit V: Maintenance & control: Welfare and Fringe benefits Employee turnover and
retenton — Quality of work life - Employee grievances managemedtiggestion Schemes
Administration of discipline- HRIS —HR audit and HR accounting
References:

1. Rao VSP 2000, Human Resource Management, Text and cases, Excell: New Delhi

2. Tripathi 1999 Personh&lanagement and Industrial Relations, Himalaya: New Delhi

3. Pattanayak, B.2001, Human Resource Management, PrétaticéNew Delhi.

4. Venkataratnam & Srivastava. Personnel Management & Human Resources. Prentice

Hall: New Delhi.

2008
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RESEARCH METHODOLOGY 1I

Objective: To enable the students to learn the application of Statistical Tools in research and
to prepare them to understand the relevance of its application in business management.

(Theory carries 20% and problem carries 80% of marks)

Unit I: Introduction to Statistics in Business. Application of Statistics in Business
Planning the survey executing the survey measures of central valueMean, Median,
Mode, Geometric mean and Harmonic meadfieasure of Dispersion.

Unit I1: Correlation and Regression Analysis. Significance of the study of Correlatien
Kar | Pear son’ s Co-erdnk dorcelateom tegresdgion analysisregression o n

equations.

Unit 11l: Testing of Hypothesis. Hypothesis Testing of Proportion and measingle and
two tailed tests— errors in hypotheses testirg measuring the power of hypothesis test.
Parametric tests Z, t, f and Chi square test, ANOVA (one and two way)

Unit IV: Non-Parametric Tests Sign test- MannWhitney U test- KruskalWallis test— Chi

square tesfgoodness of fitness test and Test of independence).

Unit V: Multivariate Analysis (Theory Only) Discriminate analysis- Factor analysis-

Cluster analysis Time series analysis Conjoint analysis.

Reference:
1. Amir D. Aczel, Complete Business Staitist 5" edition, Irwin McGrawHill, 2001.
2. Richard I.Levin and David S.Rubin, Statistics for Manageméhtedition, Pentice
Hall: New Delhi, 1997.
3. S.P. Gupta, Statistical Methods ™3&dition, Sultan Chand & Sons, New Delhi.
4. David M.Levine, Timothy CK e hbi el and Mark L.Berenson
First Course”, Ped%dtongNewbehi208t i on Asi a, 2
5. Bruce L. Bower man, Richard T. O Connell an
Practice, 2 Edition, McGrawHill / Irwin, 2001.
Hooda,R.P., Statistics for Business anegimmics, Macmillan2001.
David F. Groebner, Patrick W. Shannon, P h
Statistics”: A De d"ediionpPrenticeaHall, 2061. appr oac h,

2008
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MARKETING MANAGEMENT

Objective: To inculcate in the students the conceptual framework and the practical intricacies

of marketing management and to imbibe in them the need for market orientation.

Unit I: Marketing concepts & tasks, Defining & delivering customer value & satisfaction
value chain Marketing Environment,marketing interface with other functional areas

marketing in a globalised environment

Unit I1: Buyer behaviour, Market segmentation & targeting, Positioning & differentiation
strategies, Nature, Importance and Procddslarketing Researchdentifying & analysing
competitors, Designing competitive strategies for leaders, challengers and nichers;
Controlling of marketing efforts

Unit 111: Marketing Mix decision: Product Decisions, New Product Development; Product
Mix, Branding and Packaging Decisions; Product Life Cycle; Pricing Decisions: Objectives
and Determination, Methods of SatiiPrice and pricing strategies

Unit 1V: Promotion: Promotion MbAdvertising, Sales Promotion, Personal selling; and
Public Relations: Dect Marketing & Relationship Marketing; Channels of distribution:

Levels and types of channels, functions and management of channel members

Unit V: Emerging Trends & Issues in Marketing: Rural Marketing, CRM, Services
marketing, B2B Marketing, Intern&farketing, Consumerism Social Marketing - Supply

chain management.

Reference:

1. Philip Kotler , Marketing Management, Prentice Hall, 2001

2. Rajan Saxena , Marketing Management

3.. Case studies in MarketinB. Srinivasan

4. Stanton Wimdntaan sl .qgf “Namklet i ng” , Mc Gr aw Hi

2008
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COMPUTER APPLICATIONS IN MANAGEMENT

Objective: To introduce the concepts of Information Technology and their applications in

management decision making.

Unit | : Components of a computer Hardware— Software— OS — Directories and file
properties- Introduction to Windows 2000 File management in Windows 2086QJsing MS
Dos prompt— MS OFFICE — Introduction to WORD- creating a new document with
templates and wizards using key board shb cuts — Symbols and pictures- Text

management working within tables.

Unit Il Introduction to EXCEL- Working with worksheets- calculation using formulas
work sheet formatting Types of charts- formatting and printing chart elements. Introduction
to MS Accesscreating and updating databasesating reports

Unit 111: Introduction to POWER POINTF creating new presentatiorsPresentation using
graphics— Animating — slide transition and managementAdding sounds using action
buttons.

Unit IV : Internet and world wide web : Introduction to Interrdhternet access Internet
sources- Internet Addressing www — web pages and HTME web browsers- searching
the web: Electronic ma# Introduction and use of E mail working of-r&ail — E-mail names

and addressmailing barriers.

Unit V ; Accounting package tally : Introduction to tallycreate a company creating
groups & ledger accounts Account voucher creatior Inventory vouchers creation
Accounting reports display Statement of acemts— Inventory reports display movement
analysis- Statement of Inventory.
Reference:

1. OFFICE 2000 complete BPB

2. Windows 98 complete BPB

3. Using Microsoft Office-ED Bott—PHI

2008
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MANAGEMENT INFORMATION SYSTEM

Objective: To equip the students with thkeowledge of managing information systems in

organisations.

Unit | : Foundations of Information Systems: A framework for business udeode of MIS:
Strategic advantage with MIS; Systems approach to problem solving; Internet worked
enterprise in MIS: riternet, Intranet, Extranet; Enterprise communication and collaboration

Components of Information Systems$S Activities— Types of IS.

Unit I1: IS for operations and decision making: Marketing IS, Manufacturing 1S, Human

Resource IS, Accounting IS afkthancial IS- Transaction Processing Systems

Unit 111: DSS and Al: DSS models and software: The decision making process: What if
analysis, Sensitivity analysis, Gesgeking Analysis and Optimising Analysis, data mining
for decision support. Overviewf dAl, Neural Networks, Fuzzy logic Systems, Genetic

Algorithms— Expert Systems

Unit IV: Managing Information Technology: Managing Information Resources and
technologies IS architecture and manageme@entralised, Decentralised and Distributed

EDI, Business Process Reengineering (BPR).

Unit V: Security and Ethical Challenges: IS contrelfacility control and procedural control

— Risks to online operationsDenial of Service, Specifying Ethics for IS professional.

References :

1. James A O®OaBaigement Il nf ormati on Systems”
Edition, 1999.

2. Effy Oz, “Management | nformation Systems”’
3. Laudon & Laudon, “Management I nformati ol
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BUSINESS ENVIRONMENT

Objective: To facilitate the students to understand the various constituents of business

environment and their impact in the globalised scenario.

UNIT-I: Business Environment Concept and Significance Constituents of Business
Environment— Businessand Society- Social Responsibility of BusinessPolitical System

and its Influence on Busines8Business Ethics.

UNIT - II: Economic Environmert Nature of the Economy Economic Indices- Impact
on Business- Structure of Economy Economic Polices- Legal Environment Companies
Act — Companies (Amendment) Act 2000.

UNIT — I1l: Competition Act 2002- Foreign Exchange Management A€SEBI — Act —
Information Technology Act Intellectual Property Rights Act.

UNIT - IV: Globalisation of World Ecomay — meaning Dimensions- Stages of
Globalisation— Globalisation of Indian BusinessMNCs — MNCs and International Trade
FDI.

UNIT - V: World Financial Environment Working of Foreign Markets- Convertibility —
Exchange Restrictionsinternational Mirketing Systems.

REFERENCE:-
1. Daniels .D and Radebangh . H “Internationa
Delhi 2002.
2. Subba Rao, “International Business” Hi mal
3. International Business Text and cases Francis Cherunilam PHI.
4. International BusinessV.K.B. Bhalla & S. Shiva RAmy Anmol Publications.
5. Philip R. Cateora, International Marketing, Irwin Mcgraw Hifl! &€dn.
6. Francis Cherunilam, International Business, Wheeler Publications.
7. Charles W.L. Hill International Hill Busings Irwin—McGraw Hill, 1998.
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STRATEGIC MANAGEMENT

Objective: Students are expected to integrate their knowledge gained in various functional
areas to make effective planning and to cope up with ever changing competitive business
environment.

Unit | : Introduction : Corporate strategic plannirgmission— vision of the firm— Strategic
planning process- stages— Hierarchical levels of planning merits and limitations of
strategic planning strategic planning in the Global context.

Unit 11: Analysis : General environmental scannirge TOP — competitive environmental
analysis— Industry Analysis— Mi c ha el p 0 F tAssessing interioald environment
through functional approach value chain approach SWOT analysis- core competency
analyss—st ak e h ol de-scerariomanpimpgi n g

Unit 111 : Strategic Formation : Generic strategies Grand strategies stability — growth—
retrenchment- combination strategies- Functional strategies- operations— Finance—
Marketing and Human resousse strategies of leading Indian companies.

Unit 1V : Tools of Strategic Planning Experience curve effect BCG approach- IABS
matrix—-AD Littl e’ s | i—fFmancalyevdluationaop g strateggstrategic
funding.

Unit V : Strategic Implementation & Control : Various approaches for strategy
implementation-7 ° S matdatdic control processquantitative and qualitative tools
strategic audit- Balanced score cardMi ¢ h a e | porter’ s apbuueach f c
of strategic managment.

References :

1. Pearce & Robinson, Strategic Management, All Indian Travellors ND.

2. C.Hax and NS, Strategic Management: An integrative Perspective, Majifu, Prentice Hall.

3. Michael Porter, competitive strategies.

4. Amul C.Certo and J.Paul Pet8trategic Management: Concepts & Application, McGraw
Hill.

. Gregory G.Dess and Alex Miller, Strategic Management, McGraw Hill.

. Gerry Johnsons & Kevan scholes, Exploring Corporate Strategy: Text & Cases, Prentice
Hall India.

7. Lauch L.,Rajive Gupt& William F. Glueck, ,Business Policy and Strategic Management,

Frank Bros & Co..,2003.
8. Ired R.David, Strategic Management Concepts & Cases, Pearson, 2003.
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ENTERPRISE RESOURCE PLANNING
Objectives: The aim of the paper is give an overview and broateptualunderstanding

about the ERP
UNIT I: Introduction: ERP Concepts- Enterprise System Evolution of ERP- Tangible

and Intangible Benefits Emerging Trends in ERP adoptietERP Implementation Stages
case Study.

UNIT II: Pre — Implementation Stage : Need Analysis— Competitive Environment
Analysis — Gap Analysis— Cost Elements- Feasibility Analysis— ERP Modules—- ERP
Industries verticals- ERP Architecture-ERP Software- SAP - Baan-— IFS — Oracle—
people Soft Comparison of ERP SoftwarBERP Package Evaluation CriteraPackage Life
Cycle — Request for Informatior- Functional Requirement Specificatioh Request for
Proposal- Vendor Selectior- ERP Consultants Case Studies.

Unit I11: Implementation: Business Process Reengineering CorscefReengineering and
Process Improvement BPR Steps- AS-IS and TO- BE Analysis— Modeling Business
Process— Successful BPR- Reengineering- Organisational Readiness Implementation
Approaches.

Unit IV: Project Management: Project ManagemenrtProjed¢ Team— Steering Committee
Project Manager Functional Team- IS Team— Security Specialists. Project Deliverables
Change Management System integratior- Systems Integration standardsMiddleware
Development- Forward and Reverse EngineerirgeRP Infrastructure Planning System
Architecture

Unit V: Post Implementation: Organisational Transformational Model of ES Success
Cross Functional, Organisational and Industrial Impacts. Measuring Business Benefits
Balanced Score card Method ABCD Chedklist Framework — Capability Maturity
Framework- case study.

References

1. Mahadeo Jaiswal and Ganesh Vanapalli, Text Book of Enterprise Resource Planning,
Macmillan India Ltd., Chennai 2005.

2. Alexis Leon, Enterprise Resource Planning Demystified, Tata Me®tidl Publishing
Company Ltd., New Delhi, 2004.

3. Vinod Kumar Grag and N.K. Venkitakrishnan, Enterprise Resource Plan@ongcepts
and Practice, Prentice Hall of India, New Delhi, 1998.
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MANGERIAL SKILL DEVELOPMENT - |
Communication and Presentation Skills

Objective: To build self confident students through enhancing the oral communication

skills and presentation skills

Oral Communication: Communication skills, Current English usage, oHe- one
communication, discussion in small groups, ligtgniskills, giving feedback, asking
guestions, self presentation

Body Language: Awareness of body languag&inesics, ProxemigsBody posture,
enhancing the body language, reading others body language, using body language to build
rapport.

Formal short speeches: Welcome address, introducing the chief guest, vote of thanks

Preparation and practice sessions

Business Presentations: Introduction to effective presenting, common fears, preparation
and planning the presentation, Structure of presentationganprg visual aids,
presentation delivery skills, using the voice and body language effectively, Influencing

audience, dealing with questions, developing spontaneity, Practice sessions.

References:
1.Mc Grath S J, 1994, Basic managerial skills for aknBce Hall: New Delhi
2. Presentation skills, Tech Media: New Delhi, 2002

3. Peters Urs Bender, 1991, Secrets of power presentations, Mac Millan: New Delhi
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Objective:
inter-personal skills, team management skills and leadership skills.

MANAGERIAL SKILL DEVELOPMENT - 11

To develop all

Behavioral Skills

round personality of

<]

the students by mastering

RVS
MBA
=

Team SkKills: Team building and leadership, evolution of group into a team, group

dynamics, emergence of leadds intragroup dynamics, integroup dynamics, conflict

management, assertiveness

Time Management:

Pareto’

S

principle,

Prioritization, goal setting, effective time management.

Leadership Skills: Conceptf leadership, leadership styles, Essential leadership attributes,

insights from great leaders.

Par ki

nson

Etiquettes: Intercultural business etiquettesptail étiquette, Telephone étiquettiice

Protocol, Business function and meal etiquettes

References:

1.Gary Kroehert, Taming time, Tata Mc Graw Hill: New Delhi, 2004

2. John Maxwell, The 21 Irrefutable laws of leadership, Magna: Mumbai 1991

3. Murty, Soft skill for success, ICFAI: Hyderabad, 2004

4. Stephen Covey, Principle centered leadership, Simorh&sser: London, 1991
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MANAGERIAL SKILL DEVELOPMENT - 111

Placement Skills

Objective: To enable the students develop a broad career plan, evaluate the employment
market, identify the organization in getting good placement avadching the job

requirement and skill sets

Career Visioning and Planning: Career goalsCareer opportunities in functional areas,

sunrise industries, choosing the industry, Industry analysis

Selection process: Overview of selection process, effectivesume writing, practice of
psychological tests, aptitude test, dealing with placement consultants and headhunters,

references.

Group Discussions: Concepts & Practice.

Interview Techniques: Effective interview techniques, FAQs, mock interviews, stress

interviews, review and feedback.

References:

1. Interviews at a glance competition successes review, 2003
2. Group discussions at a glanceompetition successes review, 2002

3. Mathew Deluca, Nanette, F. DelLuca, Best answers to the 201 most frequently asked

interview questions, McGraw Hill : NewYork
4. Quantitative Skill Builder, IMS Publication Division

5. Max Eggert, The Perfect CV, Random : Newzealand 1992
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ADVERTISING & MEDIA MANAGEMENT

Objective: To educate the students about advertising and the media planning and
management

Unit I : Advertising & The Marketing function: History of advertising- definitions— costs

— advertising and the marketing mixadvertising a® communication processbasics of an
advertising campaign— promotional management- the promotional mix — The

communication processsignificance and importaneeDAGMAR.

Unit Il : Advertising Agency Types of advertising The advertising managerother title—
appointing an agency working with an agercRole of advertising agency functions and
structure— types — Agency compensatior evaluating agencies specialised services

gualities involved.

Unit I11: Creating the advertising: Researchn advertising creating the copythe total
concept: words and visualgrint production the TV commercialthe Radio commerciathe
complete campaigrappeals and execution styleseative tactics.

Unit 1V: Media Planning and Strategy: Basic media sategy planning, research, buying;
media plan components, schedule, budget; TV as a meditating point system; Radio
challengesrate classifications; Newspaperategoriescirculation analysis; magazines; eut

of-home advertising; direct mail advisihg- database marketingele marketing.

Unit V: Other Environments of Advertising. Retail advertising; legal and other restraints

on advertising; economic and social effects of advertising; advertising ethics.

References:
1. Betch E.George B Betch AiMc hael , “Advert i"setitom Tafa Pr om
McGraw Hill, New Delhi, 2004
2. Frank Jef ki ns"editioa tMeMillantindia litdy elhi, 1999.3
3. Bovee & Hill, “Advertising Excellence, Mc
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CONSUMER BEHAVIOUR

Objective : To familiarize the students with a comprehensive understanding of the consumer

and concepts relating to ConsurBahaviour

Unit I: Introduction. Consumer behaviour concepts- dimensions of consumer behaviours
— application of consumer behaur knowledge in marketing decisiorsapproaches to the
study of consumer behaviour.

Unit Il: Consumer as an Individual. Consumer needs and motivespersonality and
consumerbehaviour— consumer perceptior learning — consumer attitudes- attitude
formation and change communication and persuasieself image- life style analysis

Unit I11: Consumers in Their Social and Cultural Settings. Group dynamics and consumer
reference groups Family — Social class cultural and sw@loiltural aspects- cross cliural
consumer behaviour.

Unit 1V: Consumer Decision Process and Post-Purchase Behavior. Personal influence and
opinion leadership- diffusion of innovations- consumer decisior making process models
of consumer decision process Nicosia Howard Shét and EngeKollat modetl post
purchase behaviow Consumer expectation and satisfactienmanaging dissonance
consumer loyaltytypes of loyalty programmes.

Unit V: Trends in Consumer Behaviour. Consumerism- consumer protectior difficulties
and chaknges in predicting consumer behaviodr online consumer behaviour
organizational and industrial buyer behavieurconsumer behaviour in Indian context
emerging issues

References:

1. Leon G. Schi ff man, L e sBleihea vl aozua MelHK do@2nkr ,s 0“nC o |
2. David L. Loudon, Al bert BE hRBeli loa r Belhi 2002.,.Gr “a@o rH:

3.Jay D. Lindquist and M. Joseph sirgy, “Shop|
and Marketing application”, Biztantra Publi
4., ShethMittd , “ Consumer Behaviour A Manageri al Pe
Singapore, 2003.

5. K. K. Srivastava, “ Cons uamwxetr” ,BeGddanDal2002i an: | ndi
6. S.L. Gupta & Sumitra Pal, “Consumer, Behavi
New Delhi 2001.

7. Ms. Raju, Dominique Xavedel, ®“Consumer beha

Vikas publishing house (P) Ltd., New Det2004.
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RURAL MARKETING

Objective: To enable the students to understand the marketing strategies in tisectoal

Unit I: Introduction Rural Marketing- Definition — characteristics- scope and importance

rural market- Rural V/s Urban marketing.

Unit 1l1: Rural Marketing Environmernt Rural demand- challenges in rural marketing
consumer behaviour in rair marketing - Characteristics of rural marketing in India

influencing factors- Marketing Nature- prospects-issues.

Unit 11l: Marketing surplus estimation, factors affecting marketable surplus, regulated
markets, ceop marketing, role of Govt & statty mechanisms, soceconomic— political
environment and its impact on rural marketingroduct strategies Role of new products

packaging for rural marketsrole of pricing.

Unit IV: Channel & Management: Methods and problems of physical distibuatstorage
and warehousing retailing— market communication methods, constraints, message delivery

media selection, personal selling, and opinion leaders.

Unit V: Marketing of agricultural inputs, agricultural produce, consumer products, consumer
durables, marketing of rural / cottage industry / produdtends in rural marketing.
References:
1. Gopalswamy T.P. Rrual marketinrgEnvironment problems and strategies, Wheeler
Publishing, 2000
2. Rajagopal, Indian Rural Marketing, Rewat Publication, 1993
3. Acharya S.S. Agarwal N.L. Agricultural Marketing in India, Oxford & IBH Publishing
Co. Pvt. Ltd. 1999.

4. Rajagopal Rural Marketing Developments Policy, Planning & Practice, Rewat
Publications, 1998.
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EVENT MANAGEMENT

Objective: To enable the studento learn the significance of events management and its
strategic planning.

Unit I: Events—nat ure definition and scope, C's of
importance. As a marketing toel various needs addressed by events, focusing and

implementing events, advantages and disadvantages of events.

Unit Il: Elements of events event infrastructure, target audience, organizers, venue, media
activities to be carried out. Concept of market in events, segmentation and targeting of the

market evers.

Unit I11: Positioning in events and the concept of event property. Events as a product,

Methods of pricing events, Events and promotion, various functions of management in events.

Unit IV: Strategic market planning, Development and assessment kodthpéan.

Unit V: Strategic alternatives arising from environment, competition and defined objectives,
pricing, objectives, Evaluation of event performarameasuring performancescorrecting

deviations.

References:
1. Gaur S.S. and Saggere S.V. Event kéting Management.
2. Panwar J.S., Marketing in the New Era, Sage Pub., 1998
3. Kaotler P., Marketing Management, Analysis, Planning, Implementation and Control.,
Prentice Hall, 1997.
4. Avrich Barry, Event and Entertainment, Delhi, Vision Books, 1994.
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SALES MANAGEMENT

Objective: To familiarize the students about the various aspects of sales management from

the perspective of people management and market approach

UNIT I: Meaning and Functions Introduction- Meaning and Objectivesresponsibilities
of sales maagers- sales management Vs. Marketing managenf@rganization of the Sales
Department structures- Objectives - determination of functions s al e s depart me
integration with other departments.

UNIT II: Sales Force Management: Salesmanship- Meaning— importance- process of
selling - focus on customer satisfaction and building seller customer relatiersstgs Force
Management Quantitative and qualitative planning of sales-foeceuitment and selectien
training motivation compensationappraisl of performance and promotiodirection and
control of sales force

UNIT I1I: Sales Volume and Territory Management: Objectives of sales forecasting
methods and procedures of sales forecassatps budgets, designing Sales Territories and
Quotas assgning territories reasons for selling and using quetbges of quotas and quota
selling proceduresadministering the quota system

UNIT IV: Sales Promotion: Sales Promotion TechniquesCustomer oriented techniques
salesman oriented techniguateale oriented techniquesggovernment department oriented
techniques. Direct marketinrgdefinition - scope and importance of direct marketindjrect
marketing mode- telemarketing catalogue marketingnetwork marketing and data base
marketing challengesn direct marketing

Unit V: Industrial Selling: Concepts of Industrial Sellingnature and characteristic of
industrial goodsprocedures in buying industrial goedsle of service in industrial selling
Sales Polices and Proceduréerms and conditionsf sale handling complaints

References:

1. Richard R.Still, Edward W.Cundiff, Noan A.P.Goveni,Sales Management Decisions,
Strategies & Cases, Prentice Hall, 5th Edition, 2005.

2. Charles M. Futvell , Sales Management, Team work, Leadership and Teghnolo
Thomson learning, South Western, Sixth Edition, 2003.

3. Ramneek KapogFundamentalsf Sales Managemerni¥lac Millan India Pvt Ltd.

4. P.K.Sahu, K.C.RautSalesmanship & Sales Managemehtkas Publications, Third
Revised Edition.
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SERVICES MARKETING

Objective: To acquaint the students with various service organizations, its functioning and
marketing of their services.

Unit | - Introduction Service economyEvolution and growth of service sectarature and
scope of services-Characteristics Classfication —Service market potentialBxpanded
marketing mix for servicesService quality-Introduction to gaps model and SERVQUAL
dimensions.

Unit Il — Focus on Customers Assessing service marketing opportunitieSustomer
expectations and perceptionisservices-Customer Behaviour specific to usage of serviees
Service markets segmentatieklarket targeting and selection.

Unit 111 — Service Design Levels of service productService life cycle- New service
development— Service blueprinting -Physi@l evidence and service scop€ompetitive
differentiation of services-Service positioning strategiE¥eveloping positioning maps
Pricing of servicesMethods and specific issues.

Unit 1V-Service Delivery People in servicesServices process distribuing service direct
distribution, Channel functions, channels selection, impact of information technology
designing communications mix for promoting servicesuilding service customer
relationships and service recoverple of internal marketing in senadaelivery.

Unit V — Marketing Strategies for Different Services Formulating service marketing
strategies for health, hospitality, tourism, logistics financial, information technology,

educational, entertainment and public utility services.

References:

1. Chiristropher H.l ovelock, Jochen wirtz,”S
New Delhi, 2004.

2.. Hal en Woodroffe,” Services Marketing *“, M
3. Nimit Chowdhary and Moni ka Choudhatey, “Te

Indian experience, MacmillaiNew Delhi,2005.

4. Bhattacharjee, &vices Management, An Indian Resp t i v eChendaad0@50 :

5. S. M. Jha *“Services Marketing”, Hi mal aya P
6. Ravi Shankar , “Services Marketing”, Ex el
7.

Valerie Zeithaml & Mary Jo Brintner Tata McGraw Hill, New Delhi
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BRAND MANAGEMENT

Objective: To familiarize the students with a comprehensive understanding of the brand and
concepts relating to Brand Management.

Unit I: Meaning of brand- brand concept- strakgic brand positioning- positioning
guidelines- defining & establishing brand values

Unit II: Brand Positioning and Values identifying and establishing brand positionirg
positioning guidelines defining and establishing brand values.

Unit 11l: Criteria for choosing brand elementsoptions and tactics for brand elements.
Overview of marketing communication options developing integrated marketing
communication programs.

Co-branding- licensing— celebrity endorsement

Unit IV: Brand value chair designing brand tracking studiesestablishing a brand equity
management system.
Measuring outcomes of brand equit€omparative Method Holistic Method.

Unit V: Designing and implementing brand strategiesBrandProduct mix — Brand
Hierarchy— desigring brand strategy New product & Brand Extension advantages and
disadvantages evaluating brand extension opportunities.

Reference:
1. Kevin Lane Keller, “Strategic brand Man:
2003.
2. Lan Batey Asian Branding® A ¢gr eay to fly”, Prentice
Singapore 2002.
3.Jean Noel, Kapferer, “Strategic brand M:
1992.

4. Paul Tmeporal, Branding in Asia, John Wiley & sons (P) Ltd., New York, 2000.

5. S. Ramesh Kumar , *“ MaVYikagpublighingHowe (B)htd.Br and s’

New Delhi, 2002.
6. Jagdeep Kapoor, Brandex, Biztantra, New Delhi, 2005.
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DISTRIBUTION MANAGEMENT

Objective: To give an overview to the students about channel planning management and

marketing logistics.
Unit I: Marketing Channels — An Overview: Meaning, Rationale for using intermediaries,
Functions and flows in channels, Primary and Secondary participants, Analysing Channel
structure, Channel relationships and competition, channel environment.
Unit Il: Channel Planning and Organization : Designing channel system objective,
Length, Width and types of intermediary requirements, Allocation of Channel tasks, channel
modification, Conventional channel, Vertical marketing systei@orporate, Administered
and Contractual nmketing system- E marketing.
Unit 111 : Channel Management : Channel policies, Channel information systeialements
and Impact on channel system, Channel Power and Domirddeatifying channel conflicts
and resolution, channel @peration and satisfion, Assessing channel performanee
Facets, measures and evaluation. Auditing service quality, Improvement of channel
productivity through partnership and Efficient Consumer Response.
Unit 1V: Marketing Logistics and Transportation : Marketing logistis — importance and
approaches— customer, management, cost Logistics information system. Transport
infrastructure planning, Modes of transport and intermodal transportation, containerisation.
Organisation of transport department, planning, computensatTransport Insurance and
claims.
Unit V: Warehouse Management: Role and importance, Operations, Types, Location,
Design and Policy, Order: Processing, Finished Product Inventory cenfotumentation
and communication. Material handling system design. Packaging in Distribution.
References:

1. Marketing Channels Stern, Ansary and CoughlarPrentice Hall of India /Pearson .
Marketing Channels Barry Berman-John Wiley & Sons, Inc.
Physical Distribution- Logistical approachk K.K.Khanna— Himalaya Publishing
Sales and Distribution Managemer®.L.Gupta— Excel Books, Delhi.
Strategic Channel ManagemenBowersox and CooperMcGraw Hill. Inc.

Basics of Distribution ManagementSatish Kapoor & Purva Kansal, P, 2003.

N o g s~ w D

Marketing Channels Peltan & Shrurton- McGraw Hill.
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CORPORATE FINANCE

Objective: To create awareness on corporate governance and practices with the foeus on E
governance.

Unit I: Financial Forecasting and Profit Planning: Demand forecasting forecasting
financial requirements estimating external fund requiremdimancial planning Break even
analysis and profit volume analysismarginal analysis future EPSeffect of inflation on
profit - profit - profit planningunder inflationary conditions Replacement decisions and
Capital rationing: Mutually exclusive projects with different liveptimum replacement
cycles- Replacement by different assets.

Unit 11: Evaluation of risky investments: Meaning and measuremeott risks - Nature and
sources of risk sensitivity analysis of NPV Selection of a project Risk adjusted discount
rate method Certainty equivalent methodRisk analysis in Portfolio contextRisk analysis

in practice-Capital asset pricing modeMeaning- Systematic and unsystematic risk security
market live- calculation of Beta CAPM and Cost of capital CAPM and Capital gearing
CAPM and share pricesCAPM and Capital budgetingassumption of portfolio theory and
CAPM.

Unit 111 Designing the financing mix: Probability aspects. EBIT/EPS analysis coverage
ratios - liquidity aspects- factors having a bearing on capital structur€uantitative
assessment of debt capacity. Timing of isscegpital structure of new company.

Unit 1V Dividend Policies: Different models- Formulating dividend policy Corporate
dividend behaviour Legal and Conceptual aspects of dividerdstability of dividends-

Capital market considerations Effects of inflation- Leasing: Meaning Lease of buy
decisims - operating and financial leases factors affecting leasingeveraged leas
evaluating leasing proposals

Unit V Mergers: Meaning- Types- Reasons for merger_egal and Procedural aspeetBax
implications- benefits and costs of mergersconomicmplications- Take over strategies
Business failure and reorganization: Meanincauses: Symptoms- Voluntary remedies
Reorganisation Liquidation.

References:

. Financial ManagemenM Y Khan and P K Jain

. Essentials Managerial Financ&Fred, Weshan and Eugene F Brigham.
. Financial ManagementT M Pandey

. Financial Management Theory and PractiPeasana Chandra

. Financial Management Text and CasEgsmpton

. Basic Financial ManagememArthur J Keown and others

. Corporatd-inance K- Moshe Ben Horim

. Financial ManagemenE&mile Woolf and others.
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PROJECT APPRAISAL MANAGEMENT

Objective: To familiarise the students the concepts of project management, forecasting costs

& analysis of benefits, and project systemslengentation

Unit | : Projects- Capital expenditure importance and difficulties phases of capital
budgeting - Project development cycle Implementation- Identification of investment

opportunities Market and technical appraisal.

Unit 11: Forecashg costs and benefits of ProjeetBroblems in valuation means of Project
financing- Assessing the tax burderFinancial projections Appraisal criteria- sensitivity

analysis- project evaluation under uncertainties.

Unit 111: Social Cost BenefiAnalysis - Measurement of social costs and benefiocial

discounting rate of returnMultiple projects.

Unit 1V: Project Management Network techniques Information, system for Project
monitoring - multiple projects- scheduling- Resource scheduling Project Management

Software- Instaplan |ll.

Unit V: Organising systems for projectsproject planning- Human aspects of Project
managementProject cost overruns and cost contrBroject Audit.

Unit VI: Cases seminars Article reviews.

References:
1. Prasanna Chandr&roject Appraisal & Managementata McGraw Hill.
2. Gopalakrishnan & Ramamoorth{?roject Management, Macmillan

3. Unido- Guidelines for Project Evaluation, Oxford, IBH.
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INTERNATIONAL FINANCIAL MANAGEMENT

OBJECTIVE

To provide a clear understanding of IFM. To emphasize on the International Monetary
system. To provide knowledge on Foreign exchange and its significance in a developing

economy.

Unit - I: IFM — Nature and Scope, IFM and Domestic Financial Managem®&alarce of
Payments— Significance— preparation of BOP statementLink between BOP and the

economy.

Unit- I1: International Monetary SystemGold standard- IMF and World Bank Exchange
Rate mechanism factors influencing exchange ratePurchasing power pi&y and Interest

Rate parity theorems.

Unit — 111: Foreign Exchange Market Transactions- Spot, Forward, Futures, Options and
Swaps— Arbitrage and speculation in Foreign exchange marké&xchange arithmetic,

Spread, premium and Discount.

Unit — IV: Foreign Exchange Exposuremanaging transaction, translation and operating
Exposure— Techniques for covering the foreign exchange rshnternal and external

techniques of risk.

Unit — V: International financial market instrumertinternational Equies— ADR and GDR

— Foreign Bond and eurdbondShortterm and medium term instruments.

References:

1. V. Sharan, International Financial Managemelitedition, Prentice hall of India
2. Alan .C. Shapiro, International Financial Management, PHI.

3. Levi, Intemational Finance, McGraw Hill International series.

4. Adrian Buckley, Multinational Finance, PHI
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STRATEGIC FINANCIAL MANAGEMENT

Unit — I: Mergers and AcquisitionsBasic forms of acquisitions, tax forms of acquisition,
Accounting, Synergy from an adsitions, and sources of synergy, calculating value of firm
after acquisition, cost to stockholders from reduction in risk, the NPV of merger, defensive
tactics. Takeover and Buyouts.
Unit — Il: Financial Distress and Restructuringntroduction, Causeand effects of
financial distress, Operational cutback€auses and effects, Divestiture Vs. asset sales,
Financial restructuring, Reforming governance (or) Management structures (or) Replacing
management Debt restructuring, Bankruptcy liquidagaeorganization.
Unit — I11: Merchant Banking Introduction to merchant banking, merchant bankers/lead
managers— registration, obligation and responsibilities, underwritergegistration and
obligation, bankers to an issue, brokers to an issue. Issumgement activities and
procedure pricing of issue, issued of debt instruments, book building green shoe option,
services of merchant banks SEBI Guidelireprogress of merchant banking in India
Problems- Scope of merchant banking in India.
Unit — IV: Private Equity and Venture Capital Introduction, Rudiments of valuing and
financing a venture, Stages of venture development and financing, Financial analysis Venture
capital firms (VCS), Structuring the deal/Financial Instrument, Investment mgytur
valuation of VS portfolio, Stages of investment, Debit instruments, limited partnership, exit,
Indian venture capital scenario.
Unit — V: Credit Rating Definition and meaning functions of credit rating, Benefits, credit
rating agencies in India EBI guidelines, limitations of rating, future of credit rating in India.
Reference Books:

1. Pearce & Robinson, Strategic Management, All India Travellors ND

2. C. Hax and NS, Strategic Management: An Integrative Perspective, Prentice Hall.

3. Amul C Certo and J. &l Peter, Strategic Management: Concept and Application,

McGraw Hill.
4. Gerry Johnsons & Kevan scholes, Exploring Corporate Strategy: Text & Cases,

Prentice Hall India.

2008
Batch | 43




RVS
MBA

< =

CAPITAL BUDGETING AND FINANCING DECISIONS

Objectives: To provide a focus on capitakpenditure appraisal methods.

Unit — I: Nature of Long term financial decisiorsSources of long term finaneepublic

issues- institutional finance- innovative modes of financing.

Unit — Il: Estimation of cash flows evaluation techniques Projed evaluation under risk
and uncertainty- sensitivity analysis- certainty equivalent Decision tree approach Risk

adjusted discount rate approachnalysis of norfinancial aspects.

Unit — I11: Capital Structure decisionsCost of capital and capitatructure determination

optimum capital structure.

Unit — IV: Leverage— Types— operating and financial leveragecombined leverages

Financial forecasting determination of the ratio between debt and equity.

Unit — V: Leasing— meaning— Lease or by decisions— operating and financial leases

factors affecting leasingleveraged leasesevaluating Leasing proposals.

References:

1. Prasanna Chandra, Financial Management, Tata McGraw Hill
2. Pandey .M. Financial Management, Theory and Practice MeGxaw Hill

3. Pandey, Financial Management, Vikas
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WORKING CAPITAL MANAGEMENT

Objectives: To educate the importance of working capital management concepts in

corporate finance.
Unit- I: Working Capital Management Theories and approachesRaio Analysis— Fund
Flow and Cash Flow Analysi€ash flow forecasting and Budgeting.

Unit — Il: Financing of working capitat Money market instruments Bank Finance-

Assessment and AppraisaManaging corporate liquidity and financial flexibility.

Unit — I11: Receivables ManagementCash Managementinventory Management.

Unit — IV: Instruments of international money markefuro notes- Euro commercial paper
—MTNs and FRNs.

Unit — V: Working Capital Control and Banking PolieyCommittee recomnrelations on

working capital- New system of assessment of working capital finance.

Refrences:

1. V.K. Bhalla, Working Capital Management, Text and Cases, sixth edition, Anmol
publications.
2. Prasanna Chandra, Financial Management, Theory and Practice, datavivHill.

3. Pandey, Financial Management, Vikas.
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FINANCIAL INSTITUTIONS AND MARKETS

Objectives: To educate the importance Bihancial Institution and Markets

Unit — I: Financial System- Introduction, Components, Structure, Features ofiamd
Financial System, Deficiencies and Recent Developmenhajor Indian Institutions- IDBI,
|l FCI1 , I Cl CI , I R C4Manage@ént, Workang, @pefatiois@nderformance

and Recent Developments.

Unit — Il: Investment Bankers- UTI, LIC, GIC ard Mutual Funds and Their Role,
Investment Policy, Performance and Recent Developmentslon-Banking Financial

Companies- Objectives, Functioning, Regulations, and Recent Developments.

Unit — I11: Role of Commercial banks in Industrial Finare®licro Finance- Co-operative
Banks and Regional Rural Banks Financial Markets— Concepts, Nature, Features,

Functions, Structure Types, Role of Financial Markets in Economic Development

Unit — IV: New Issue Markets- Nature, Features, Functions, Methods of N&sueés,

Underwriting, Arrangements and Recent Developments, SEBI Guidelines.

Unit — V: Secondary Markets Nature, Features, Functions, Role of Stock Markets, Stock
Exchanges, OTCEI, NSE, Recent Developments and SEBI Guidelines.

Reference:-

Khan M Y —Indian Financial Theory and Practice

Goldsmith R W~ Financial Institutions

Srivastava R M- Management of Indian Financial Institutions

Harbert, Dougall E and Jack GaumnitZapital Markets and Institutions
Avadhani V A— Marketing of Financial Services

Desai Vasant The Indian Financial System and Development.
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EXPORT FINANCE

Objective: To equip the students with the updated information on various methods and

procedures of financing, costing and pricing for exports.

Unit — |: Export Finance & payents— export credit— Financing foreign receivables
FEMA — Institutional support for export finance in Indi&RBI guidelines- ECGC guidelines
— Foreign exchange dealing association of India guidelirdaternational chamber of

Commerce- stages of xport finance- new schemes of export Finance.

Unit — Il: Export Costing— Marginal, fixed, total, relevance of variable cost for export
duty draw back, DEPB, Concessional customer tariffs, terminal excise duties, sales tax octroi

—deemed exports anebefits.

Unit — I11: Terms of payment Advance payments documents against payment, document
against acceptance Incoterms; Exworks/FOB/CFR/CIF/CIFE Cost sheet for exports

freight calculation- Insurance premise calculation overseas commission.

Unit — IV: Pre shipment finance- packaging credit—- advance against incentives
Discounting of documentsinterest rate structureFall convertibility— Financial institutions
— Commercial Bank, EXIM Bank, exchange rate mechanigfarward exchange cover

Unit — V: Port shipment finance post shipment credit Negotiation of export documents
under letters of credit purchase/Discount of foreign bills post shipment export credit

guarantee and export finance guarantee.

Reference:
1. International Markeéng —M.L. Varma & Agarwal

2. Export Import Finance Parasram
3. International Finance Magrice D Levi.
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INDUSTRIAL RELATIONS AND EMPLOYEE WELFARE

Objective: This course is an attempt to understand the conceptual and practeszibaxp

employee relations and legal framework at the macro and micro levels.

Unit I: Industrial relations: concept— conditions for good IR- Effects of poor IR—
Industrial disputes: forms machinery for settlement.

Unit I1: Trade unions: Theories- objectives- functions— structure- Indian Trade Unions
collective bargaining: Levels, styles. Workers Participation: Objectivesorms of

participation prerequisites for effective participatienRoles and methods of participation.

Unit 111 : Legal framework for IR : The Payment of Wages Act, 1936The Industrial
Disputes Act, 1947 The employment (Standing) Orders Act, 194@rade Unions Act,
1926.

Unit IV: Labour welfare: Welfare facilities- statutory and nostatutory Industrial health:

Facbrs affecting industrial healthhealth hazardsRole and duties of labour officer.

Unit V: Legal framework for labour welfare: Factories Act, 1948 Wor k man’ s
Compensation Act, 1923 The ESI Act, 1948- The EPF & Miscellaneous Provisions Act,
1952- Payment of Gratuity Act 1972The Maternity Benefits Act 1961

References:
1. Tripathi & Gupta, 1990, Industrial relations and Labour laws. Sultan chand: New
Delhi.
2. Mamoria, Mamoria & Ganker, 2000, Dynamics of Industrial Relations, Himalaya:
New Delhi.
3. SarmaA.M. 1996 Industrial Relations Himalaya: New Delhi.
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STRATEGIC HUMAN RESOURCE DEVELOPMENT

Objective: The course intends to make the students appreciate various issues associated with

HRD systems in planning and implementation of strategic responses.

Unit I: Perspective of Strategic HRD: Significance of HRD— HRD for competitive
advantage- Business strategy and HRDBLife cycle of organization and HRB HRD and

organizational performance.

Unit Il: Strategic HRD practices: HRD department- Role analys — Executive
development— Performance appraisal Career planning and developmentSuccession
planning- Strategic HRD facilitators

Unit 11l: Strategic responses and SHRD - Portfolios and SHRD: HRD in Mergers,
acquisitions, takeovers, diversificatiaigint ventures; Processes and SHRD: HRD in TQM,
JIT, six sigma, quality certification benchmarking and technology; Structures and SHRD:

SBU, Matrix, Delayering organization structure

Unit IV: Issues in SHRD: Blocks in effective SHRD- Solutions for effeive SHRD —
SHRD in quality improvement of products and servie&HRD in global firms

Unit V: Trends in SHRD: Knowledge management Peoples capability Maturity Model

(PCMM) — creating learning organizationgompetency mapping

References:
1. Kandula, SR. 2000, Strategic Human Resource Development, Prentice Hall : New
Delhi.
2. Gilley, JW & Maycunich, A 1998, Strategically integrated HRD. AddiSdesley :
Reading.

3. Chandra, A & Kabra, S.2000, Human Resource Strate§ychitecture for change,
Response: NeWwelhi.

4. Rao, T.V,Silveira, Srivastava & Vidya sagar, 1996IRD in the new economic
environment. Tata McGraw: New Delhi.

2008
Batch | 50




< =

RVS
MBA

COMPENSATION MANAGEMENT

Objective: The course is designed to promote understanding of issues related to the
compensation in ganizations and to impart skills in designing, analyzing and restructuring

compensation packages related systems, policies and strategies.

Unit I: Introduction: Compensation Defined, Goals of Compensation System,
Compensation Strategy Monetary & Nbfonetary Rewards, Intrinsic Rewards Cafeteria

Style Compensation, Fringe Benefits and Supplementary Compensation

Unit I1: Internal Alignment: Definition of internal alignment Internal pay structures
Strategic choices in internal alignment designchoosng the best internal structure
Job evaluation/Persdmased structures: Definition of job evaluatioMajor decisions in job
evaluation- Job Evaluation MethodsFinal result- Pay structure

Unit 111: Determining External Competitiveness: Definition of competitiveness Factors
influencing compensation levelLegal frameworkPayment of Wages Act, 1936, Minimum
Wages Act, 1948, Payment of Bonus Act, 1965, Equal Remuneration Act, 1976.

Unit IV: Reward and Compensation Strategies: Performance tsd pay Skill based pay
Team based payBroad banding Profit sharing- Executive compensationVariable pay-
Designing PFP Plans

Unit V: Executive compensation: Concepts— components— incentives — executive
compensation in Indian contextperonal income tax implications of salary: sec 88, 54E,

80C, Companies Act provisions relating to remuneration for senior executives.

References:
1. Mamoria, C. B. 2003, Personnel Management, Himalaya: Mumbai
2. Tripathi, P. C. 1995, Personnel Management anddimél Relations, Sultan Chand
New Delhi
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GLOBAL HUMAN RESOURCE MANAGEMENT

Ojective: To give an understanding to the students the impact of HRM within a global

business context and to act as effective HR managers in international area.

Unit I: Global management environment: Introduction— Global mega trends- Global
corporate evolutiordistinguishing features of global organizatio@obal HRM— Purpose

— objectives- Global HRM approachesGlobal HR challenges.

Unit I1: Global recruitment and selection: Approaches in global recruitmeAttracting and
engaging global managers sourcing global managers selecting global managers

assessment centres for global managers

Unit I11: Global training and development: Building global competenciesNeed fa cross
cultural training— areas of training- Methods of training Managing expatriate managers

Challenges of working overseaglobal career development

Unit IV: Global compensation: International compensation framework compensation
patterns- rewads in global organizatior expatriates compensationchallenges in global

compensatior- strategic global compensation

Unit V: Managing Diversity: Significance ofcultural diversity, crossultural differences
individual and interpersonal behaviour global perspective global strategic options
challenges in cultural diversity

References:

1. Joynt, Pat and Morton, B, 2005, The global HR Manager, Jaico: Mumbai

2. Mandanhall, M. Punnet, B. J. & Rick, D, 1995, Global Management, Oxford:
Blackwell.

3. Beadwell, I & Holden, | 1995, Human Resource Management, Macmillan: New
Delhi.

4. Armstrong, N, 2004, Human Resource Management Practices, Kogan: New Delhi.
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ORGANISATIONAL CHANGE AND DEVELOPMENT

Objective: To familiarize the students the process and dyoswrf organizational change and

development.

Unit I: Organizational change: Natureforces for change Resistance to changeMethods

of change introductior Levels of change Types of organizational change.

Unit Il : Managing change : Theories diange— Motivating change Creating a vision-
Developing support— Managing the transition- Sustaining change- key roles in

organizational change.

Unit I11: Organizational Development: Natuwé/alues— OD process- Action research and
oD

Unit 1V: OD interventions: Personal interventiors group interventions— inter-group

interventions- comprehensive interventionsstructural interventions.

Unit V: OD issues: Conditions for success of ©ssues in consultardient relationship-
Impact of OD- Future of OD

References:
1. French, W.L. & Bell, C.H, 2003, Organizational Development, Prentice Hall: Delhi.
2. Cummings, T.G & Worley, C.G, 1993, Organization Development and change, West

Publishing : LA
3. Shandilya, 2001, Management of Change and Organizatidevelopment, Galgotia :
Delhi

4. Champonx, J.E., 2001, Organizational Behaviour, SBgstern : Singapore
5. Fench, W.C. Bel, C.H & Zawacki, 2001, Organization Development, Universal Books
: Delhi
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PERFORMANCE MANAGEMENT

Objective: The objective of theaurse is to apprise the students about the importance of

managing the performance of employees in the organization.

Unit I: Performance Management: Definition — purpose— principles of performance

management concerns- scope- Ethical considerations gferformance management.

Unit 11: Performance Planning: Strategic Planning— Tactical planning— Upward
communication in performance planninglanning and budgetingestablishing performance

goals—kinds of performance goaisperformance dimensions

Unit 111: Performance Measurement: Objectives— process of measuremeniperformance
criteria — Techniques of measurementindividuals & groups involved in measurement
Biases in measurement Benefits of performance measurement computer aided

performance appraisal program (CAPA).

Unit IV: Performance Review: Significance- Interview skills and behaviour pre interview

preparationt conducting the interview feedback and performance counselling.

Unit V: Performance Improvement: Appraising for Recogtion & Reward- Identifying the
performance gaps creating conditions for improving performance performance

improvement strategiesOngoing mentoring and protégé development

References:
1. Henderson, R.l. 1984, Performance appraisal, Prentice Hall: dlsey]

2. Armstrong, M 2004, Human Resource Management Practice, Kogan: New Delhi.
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EMPLOYEE RELATIONS MANAGEMENT

Aim: To enable the students to understand the significance of employee relations in

organisations and the strategies to build the same.

Unit I: Introduction: Importance- objectives- factors influencing employee relations
Morale: Meaning significance- determinants measurement increasing industrial morale:

Job satisfaction: factors measurgdb satisfaction and job behaviour.

Unit I1: Employee Discipline : objectives forms of discipline- Acts of Indiscipline- causes
of indiscipline- Principles of Maintenance of discipline Guidelines for disciplinary action

Procedure for disciplinary actierPenalties and punishments.

Unit 111: Employee Grievances and redressal: causes of grievanceggrievance redressal
machinery- Basic elements of a grievance procedutegislative aspects of the grievance

redressal procedure in India.

Unit 1V: Employee benefits: Meaning- objectivesof fringe benefits Principles of employee

benefit programmesclassification- coverage of benefits.

Unit V: Employee stress & counselling: sources of stressconsequences of stressoping
strategies for stresEmployee counsellingpurpose andlgectives- counselling techniques.

References:
1. Ghanekar, A. 1997, Human ResourceManagement, Everest: Pune.
2. Mamoria, C.B. 1998, Personnel Management Himalaya: Mumbai.
3. Venkata Ratnam, C.S & Srivastava 19%ersonnel Management and Human

Resources. Tata 8Graw Hill: New Delhi.
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TRAINING AND DEVELOPMENT

Objective: This Course aims at educating students on important of training needs and issue of
human resource development in organization. Specifically this focuses on issues of design and

delivery and reiew of training requirements

Unit I: Introduction: Defining training and development training vs development
training vs educatios significance of training objectives of training- skill development and
business performaneePrinciples of learimg — Role of trainer Training process

Unit I1: Training need identification: Purpose- Methods of need analysisthree levels of
need assessmenfissessment centerslraining objectives- Motivating employees for skill

development.

Unit 111: Design and organizing Training programs: Determining the objectives of
training program Identifying and preparintarget group- Deciding the content and structure
— Identifying Trainers- Location— Planning and allocating resources Presentation.

Unit IV: Training and development Methods: Coaching and mentoring Apprenticeship
training— Job rotation Discussions Case Study Role play- Management gamedn-basket
exercises— sensitivity training- Outbound training programs Experiential learning-

simulation- Computer based training

Unit V: Training Evaluation: -Purposes of training evaluations Levels of training
evaluation -Methods of training evaluation - Measuring training outcomesAssessing
training impact on business improvemerROI for training.

References:

1. Graig, R.L, 1976, Training and development Handbook, McGraw Hill: NewYork.
2. Lynton and Pareek, 1990. Training for Development, Vistaar: New Delhi.
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SOFTWARE ENGINEERING

Objectives:

On successfuicompletion of the course the students should have understood the concepts and
principals of software design and analysis

Unit- I: The evolving role of software Software— Software Crises and MythsSoftware
Engineering: Layered Technology The softwae process modet Evaluating Software
process modelss Component Based developmentThe formal methods model 4GT —
Software project planning: Project planning objectivesSoftware Scope- resource—
Software Project estimatieGnDecomposition Techniges— Empirical estimation models.

Unit — Il: Analysis concepts & Principles: Requirement Analysifnalysis Principles-
Software Prototyping- Specification. Analysis modelling: Data modelling Functional
modelling & information flow— Behavioural modéihg.

Unit — 111: Design concepts & Principles: The design proeeBesign Principles- Design
concepts— Effective modular design. Architectural design: Software architectui2ata
design— Analysing alternative architectural designMapping requiremeninto software
architecture- Transform mapping Transaction mapping.

Unit — 1V: Component level Design: Structured programmingomparison of design
notations. Objects- Oriented design: Design for objeetOriented systems- the system
design process The object design process.

Unit — V: Advanced Software EngineerindCASE Tools and EnvironmenbDifferent types

of CASE tools- When do we stop analyzing or how much to analyze (related to software
project management and estimaticnCASE-based exampk — Overview of Component
based software engineering, Clisarver Software Engineering, Web engineering &
Reengineering

Reference Books :-
1. Software Enginering- Richard FairleyMc Graw Hill, 2005.

2. Software Engineeringeconomics Engle Wood Cliffs Prentice Hall
3. Software EngineeringA Pr acti ti oners’ Approach: Rogel
2005.
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SYSTEM ANALYSIS AND DESIGN

Objective: To familiarise the students the concepts of systems, systems analysis, systems

design and systems implementation

Unit | : System Concepts & Information System Environment : System conedpfmition,
characteristics of a system, Elements of a system, TypeSystam, Introduction to System
Analysis and Desigr- System Analysis, System design, System Life Cydechnology
drivers for today’s information systems
Unit Il : The Information System Analysis : Introductierwhere does the system analysis
come fron? — What does it do? Preparing for Career as a System AnalystTechnical
Skills — Role of system Analyst Views of knowledge and process by system owners, users
and designers system development process
Unit 111 : System Analysis : Problems who Syst®evelopment Life Cycle approach, Need
for a Structured approach, Information Gathering. PIECES Framevpodblem solving
approach- basic principles of object orientatierData Flow diagrams, Data modelling with
logical entity relationship. Processdelling with logical data flow diagram, Data dictionary,
decision tree, Decision tables.
Unit IV : System design : Introduction, The process of Logical & Physical dedigodern
Computer Databases Different kinds of databases E R Models— E R diagram
Normalization. Computer outputs and controls, computer inputs and controls, Code design,
Computer based methods, procedures and controls.
Unit V : System Implementation : Post Implementation review Software maintenance
Hardware / Software selection Setydisaster / recovery and ethics in system development.
Reference:

1. System Analysis and DesigiElias M.Awad.

2. System Analysis and Designlerry L.Whitten, Lonnie D.Bently & Victor M.Bar.

3. System Analysis and DesigA case study approaehRobert J Therauf.

4. Data base System Conceptslenry F. Korth, Abraham Silberchatz & Sudharsan.

5. System Analysis and DesigiKendall. Pearson, 2002.
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SOFTWARE PROJECT MANAGEMENT

Objective: To educate the students about software projects, activity planning, aesour
allocation and software maintenance

Unit | : Introduction to Software Projects : Introductiensoftware projects- software
projects versus other types of projeetBrojects ManagemenrtRequirements specification
An overview of project planning Project evaluation : Strategic and technical assessment

Risk evaluation- Project Analysis and Technical planninéoftware Estimation.

Unit I1: Activity planning : Objectives- Project schedules and activitie®ifferent planning
models- Sequencingnd Scheduling projectsNetwork planning modet shortening project
duration— Identifying critical activities— Risk Management Nature of ridanagement risk

evaluation risk.

Unit 111 : Resource Allocation : Nature of resourcefRkesource requirement Creating
critical path and counting the cost Monitoring and control : Responsibilityssessing
progress- setting check points taking snap shots collecting data- visualizing progress.

Cost monitoring- Priority monitoring— Managing people anorganizing teams.

Unit 1V: Software Configuration Managemenrt Basic Functions— Responsibilities—
Standards- Configuration managementPrototyping— Models of Prototyping- Planning for

small projects: Introductior Some problem with student projeet€ontent of project plan.

Unit V: Software maintenance and configuration Management: Mainterattaracteristics
— Management tasks Maintenance side effects Maintenance issues Configuration

Management Sources code metrics

Text Books :

1. Mike Ca t erel |, Bob Hughes, “Software proje
Computer Press, 1995.

2. Darr el |l nce, H. Sharp and M. Woodman, “Intr
and Quality Assurance”, Tata McGraw Hill,
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SOFTWARE TESTING

Objectives: Onsuccessful completion of the course the students must baderstood the

concepts of Software Testimgdexposed to software testing tools.

Unit — |: Purpose of Software testirngsome Dichotomies- a model for testing- Playing
pool and consulting acles— Is complete testing possible The Consequence if bugs

Taxonomy of Bugs.

Unit — II: Software testing FundamentaisTest case Desigr Introduction of Black Box
Testing and White Box testing Flow Graphs and Path testingPath testing Basics
Predicates, Path Predicates and Achievable Rafah Sensitizing Path Instrumentation

Implementation and Application of Path Testing.

Unit — I1l: Transaction Flow testing Transaction Flows- Technigues - Implementation
Comments- Data Flow Teshg — Basics— Strategies- Applications, Tools and effectiveness

— Syntax Testing- Why, What, How— Grammar for formats Implementatior- Tips.

Unit — IV: Testing GUIs— Testing Client— Server Architecture- Testing for Reatime
System— A Strategic Approach to Software testing issues— unit testing— Integration
Testing— Validation testing- System testing The art of Debugging.

Unit — V: Software Quality Management Objectives— Quality Management Activities
Process ad Product Quali#yQuaity assurance and standardsnportance- quality planning
and control- software meters and measurements.
References:
1. Boris Beizer, Software testing techniques, Dreamtech Press, Second EQifi08.
2. Myers and Glenford .J., The Art of Software Testihghn Wiley & Sons, 1979.
3. Roger .S. Pressman, Software Engineeridlg Pr act i ti oner’ s Appr oa
5™ edition, 2001
4. Marnie .L. Hutcheson, Software Testing Fundamentals, Wildia, 2007
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RETAIL ENVIRONMENT

Objectives: To enable the students to learn the basics in retailing, evolution and trends in
retailing. On successful completion of the course the students should have: understood the
features of retailing learnt the theories of retail develept learnt retail development in India

and global retail markets

Unit | Retail: Meaning— Functions and special characteristics of a Retail®easons for
studying. Retailing- MarketingRetailer Equatior- Marketing concepts applied to retailirg
Retaling as a career Trends in Retailing.

Unit Il Retail Model and Theories of Retail Developmenife cycle and phase in growth of
retail markets- Business models in retatlother Retail models.

Unit 11l Strategic Planning in Retailing: Situation Arnsil/ — Objectives — Need for
identifying consumer needs Overall strategy, feedback and controbonsumer decision
making process.

Unit IV Retail in India: Evolution and Size of retail in IndiaDrivers of retail change in
India— Foreign Direct Investrmd in retail—- Challenges to retail developments in India.
Unit V Global retail markets: Strategic planning process for global retaili@hallenges
facing global retailers- Challenges and Threats in global retailiadg-actors affecting the

success of global retailing strategy

References:
1. Swapna Pradhan Retailing Management Text and Cases, Tata McGraw Hi 2"

edition, 2004

2. Barry Berman and Joel R EvanRetailing Management A Strategic Approach, Prentice
Hall of India, 8th Edition, 208.

3. James R. Ogden, Denise Ogdenintegrated, Retail Management Biztantra 2005
Annex.55.kBBM (Retail)- 200708 - SDE Page 4 of4

4. Gibson G Vedamant Retail Management Functional Principles and Prectice, Jaico
Publishing House, Second editi@04.
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RETAIL OPERATIONS, SYSTEMS AND INVENTORY

Objective: To provide an understanding of the retail operations, its systems and inventory
management

Unit- I: Choosing a Store Location: Importance of location to a retaileading Area
Analysis-* Re g i o n a |- Chanaatdristics iofghe trading areas

Unit -11: Site selection: Actual site analysis and selectid@hoice of a general location
characteristics of the available sitdetail store layout the circulation plar- space mix and

effective retail space managemerfloor space management

Unit- 111: Operations Management: Operating a retail busiregserations Blueprint store
maintenance, Energy management and renovatitmgentory managementstore security-
Insurance- Credt management Computerisationr- Outsourcing- Crisis

Management

Unit 1V: Evaluating a retail operation: Store operating parameteldsing the strategic

resource model in retailingdesigning a performance programme

Unit V: Retail Inventory: InventoryPlanning— Return on inventory investments and stock
turnover— Inventory Management Physical and perpetual inventory systenrstail method
of inventory valuation.
References
1. James R Ogden and Denise T Ogdémtegrated Retail Management, Biztan2805
2. Barry Berman and Joel R EvansRetail Management+ A strategic Approach,
PrenticeHall of India, Tenth edition, 2006
3. Gibson G Vedamant Retail Management Functional Principles and Practice, Jaico
Publishing House, Second edition. 2004
4. Swapna Pradin — Retailing Management : Text and Case§ata McGraw Hill
Publishing Company Ltd., 2004

2008
Batch | 64




RVS
MBA

< =

MERCHANDISING MANAGEMENT

Objective: To enable the students to understand the various merchandising functions

Unit I: Merchandising— meaning— concept— factors affecting merchandising function
merchandise managérnctions— merchandise hierarchy merchandise mix 2components

of merchandise managementerchandise strategies

Unit 1l: Merchandise planningteps involved- merchandise controt the open to by —
assortment planning steps involved- merchandising stagesnerchandise budgets and

forecasting

Unit Il1l: Merchandise buying- types of buying— sources of supphdentifying and
contracting— evaluating sources branding strategies category mangement— components
of category management category management and business proeesse of category

captain.

Unit 1V: Merchandise performance retail pricing— elements— merchandise allocation
analysing merchandise performaneeethods- integraing dollar and unit concept gross

margin return on investmentmark ups and downsshrinkage in retail management.

Unit V: Visual merchandising- types of display- display planning— characteristics of
effective display- selling power of display- methods of display- window display and
interior display- space managemenplanning layout.
References:
1. Chetan Bajaj And Ranjith- Retail Management Oxford University Press, second
edition 2005
2. Gillespie. Hecht and Lebowitz Retail Business ManagentemcGraw Hill Book
company, Third edition 2002
3. Gibson G. V edamant Retail Management: Functional Principles and Practices, Jaico
Publishing House, Second Edition 2004
4. James R. Ogden. Denise T.Ogddntegrated R&il Management, Wiley2005
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CUSTOMER RELATIONSHIP MANAGEMENT

Objective: To provide an overview of customer relationship management in the retail sector

Unit I: Overview of Relationship MarketingBasis of Riilding Relationship- Types of
Relationship Marketing Customer Life Cycle.

Unit I1: CRM — Overview and Evolution of The ConcepCRM and Relationship Marketing
— CRM Strategy- Importance of Customer Divisibility In CRMCRM and place ifBusiness
World.

Unit I11: Sales Force Automation Contact Managemenrt Concept— EnterpriseMarketing
Managemert The Core Beliefs- CRM in India.

Unit 1V: Value Chain- Concept- Integration Business Process ManagemeRenchmarks
andMetrics— Culture Change- Alignment with CustomeEcosystem- Vendor Selectior-
Implementation Strategy.

Unit V: Database Marketing Prospect Database Data Warebuse and Data Mining
Analysisof Customer Relationship TechnologieBest Practices In Marketing Technology

Indian Scenario

References
1. S.Shajahar Relationship Marketing McGraw Hill, 1997
2. Paul Geen Berg- CRM, Tata McGraw hill, 2002
3. Barry Berman and Joel R Evanfetail Management A strategic Approach,
PrenticeHall of India, Tenth edition, 2006
4. Philip Kotler, Marketing Management, Prentice Hall, 2005
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FINANCIAL SERVICES MANAGEMENT

Objective: To facilitate an understanding of the concepts, methods and practices of Financial

Services Management

Unit | : Nature and scope of merchant bankingegulation of merchant bankirgoveniew
of current Indian merchant banking scenariprocedural aspects of primary issuepre-
issues decision makirgSEBI guidelines for public issuespricing & timing of public issues

— post issue management.

Unit Il : Mutual funds— operation— perfaomance— SEBI guidelines for mutual funds
securitization— concept, securitization as a funding mechanism, securitization of residential

real estate- mortgages & mortgage investmert&PMs— PAMs - ARMs — SAMs— CMOs.

Unit 111 : Concept of factoring- forms of factoring Vs Bill discounting Factoring Vs credit
financing — factoring Vs forfeiting— Evaluation of a factor legal aspects of factoring
Introduction of factoring services in IndiaBill of exchange- Definition — features- steps in

Bill discounting-Bill market in India—fraudulent practices in Bill financing.

Unit IV : Learning — History & Development— concept & classification- types —
Advantages- disadvantages legislative framewerkupplier, lessor, lessee relationshigub
lesse— Default & remedies-| ease evaluati on +Ieasdegatugtiendi s p o

l essor’s point of view

Unit V : Hire purchase- concepts & characteristicsrate of interest- legal aspects- tax
implication frame work for financial evaluatie- credit rating— concept- types— advantages

& disadvantages credit rating process credit rating agencies.

References:
1. Financial Services, MY Khan McGraw Hill Prentice Hall

2. Introduction to Futures & Options Market, John Hill
3. Futures Meket, Sunil .K. Tata McGraw Parameswaran
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BONDS, DERIVATIVES & COMMODITY MARKET MANAGEMENT
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MBA

Objective: To introduce the students to commodity markets and apprise them of the recent

developments in terms of tools, techniques and markets.

Unit | : Bonds Attributes- Bond returns and pricesRisk Structure of bonds Forecasting
interest rate bonds the term structure of interest rates. Bond Management Strategies:
Passive- Semi Active- Active - Passive and Active strategie®New Innovations in bids.
Bond Portfolio Management: Bond Market Efficiency Bond Pricing theories, Duration
Bonds Vs Stocks.

Unit 11 : Introduction to Derivatives:Definition - Types- market index- types of index =
Introduction to futures and options : Forwarchttact- Limitations - Features, Futures Vs
Forward contract. Introduction to option®istinction between futures and options, pay off

for Derivative contracts.

Unit 111 : Futures and options trading systetyasis of trading eligibility of stock forfutures
and options trading clearing and settlement : Clearing entitiesnembers- banks -

mechanism settlement mechanisaRegulatory framework.

Unit IV : Introduction to commaodity trading : Commodity Derivat&Sommodity exchanges
in India- types of instrument available for tradingricing - commodity derivatives, hedging,

speculation, arbitrage in commodity derivative markets.

Unit V : Clearing , settlement and risk management in commodity trad@aglender and
settlement schedule Position determination- Settlement mechanism settlement price
margining- Final settlement Exception handling Regulatory framework.

References:

1. Introduction to future & options market : John Hall Prentice Hall

2. Future markets Sunil .K. ParameswarataTMcGraw
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SECURITY ANALYSIS & PORTFOLIO MANAGEMENT

Objective: The focus is to make the students appreciate various issues associated with

securities and investment strategies for a comprehensive overview of portfolio management.

Unit | : Investment sources of investment informatieftnvestment scenariocharacteristics
of Investment objectives of investor Risk & Returns types of risk- stock market in India

Security market indicators.

Unit 11: Overview of Investment Bankingcredit markés - money markets Debt markets
capital markets ma n a g e me n t- priihg ol VAr@ussnvestments Rights issues

Bonus issuesprivate placementsBought out deals

Unit 11l : Fundamental Analysis Economic Analysis- Economic forecasting &tock
investment decisionIndustry Analysis Company Analysis Internal information External

information- forecasting earnings.

Unit 1V: Valuation of securities Equity stock valuation modetsBond valuation Efficient
market hypothesis Techrical analysis Advanced technical toolsoptions, futures, markets

& convertibles.

Unit V: Capital market theory portfolio analysis portfolio selectiornt Investment strategies

using options; Applications of Index futures in portfolio managemeportfolio revision.

References:

1. V.A Avadhani, Security Analysis & Portfolio Management, Himalaya Publishing Housing
Co. Ltd.
2. Prasanna Chandra, Investment Analysis and Portfolio Management, Tata Mc Graw Hill
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FUND MANAGEMENT

Objective: This subject provides a framework and basic knowledge of the concept and
working of mutual funds.

Unit I: The concept and role of mutual fundgvolution of mutual funds types of mutual
funds in India- legal structure- other fund constituents . Fund merg and scheme takeovers
Unit Il : Legal and regulatory framewotskrole of regulators in India role of self regulatory
organisations- Investors rights and obligations

Unit 11l : The offer documents- Contents of offer documents the key Information
memorandum- Investors of mutual funds in IndiaDistribution channels- sales practices
Unit IV : Accounting, Valuation, taxatior Application and redemptior Investment plans
and services- Equity portfolio management Debt portfolio management invesment
policy and restrictions

Unit V : Measuring mutual fund performanee Evaluating mutual fund performance
Tracking mutual fund performaneeRisk in fund investing.

References:

1. D.C.Anjaria- AMFI Mutual fund testing programmeWorkbook, & Edition, May 2006.
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INSURANCE PRINCIPLES & MANAGEMENT

Objective: To familiarise the students with the various intricacies of insurance business and

to update them on the best practices in the industry.

Unit I: Defining Risk and Uncertaintysources, classification and types of risk. Insurance
meaning, nature, significance and principles. Privatisation of Insurance Business in India.
Insurance Regulatory Development Authority Act (IRDA). Recent developmantbe

Insurance sector. Reinsurance.

Unit II: Life Insurance - Principles - Economic, Legal and Actuarial principles.
Organisational set up and functions of LIC of India. Elements in computation of Life
Assurance PremiumHuman Life values and lifesurance. Financial planning and taxation.
Claims management. Insurance produdalient features assignment, nominationriders.

Health related Insurance.

Unit I11: General InsurancelLaw, Principles and types of general insurance. Fire Insara
Contract- policies, disclosure, risks covered, subrogation, double insurance, terminations of
coverage, policy conditions, claim procedure. Insurance legislation, General Insurance
Business (Nationalization) Act 1972, The Insurance Act 1938. ScopEiref Marine,

Accident, Aviation, Engineering and Agricultural Insurances.

Unit 1V: Marine Insurance ContraetOrigin and growth, Evaluation of marine insurance
business in India basic elementisurable interest utmost good faihmplied warranties.

Policy document types of marine insurance contradtreight cargo, and vesseProcedure

for obtaining marine protection policy; marine policies and conditions. Nature of Coastal
marine insurance, Perils coveredProtection available, procedure foreparation and
presentation of claim. Payment of compensation by insurer. Marine loSetd loss, partial

loss, particular average loss and general average loss, preparation of loss statement payment
of marine losses Requirement of the insured, docemts needed procedure for presentation

of claim. Valuation of loss salvagd.imits of liability: attachment and termination of risk.

2008
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Unit V: Miscellaneous InsuranceMotor Vehicle Act and Motor InsuranceMotor Vehicle
Act, 1939— Scope- Types of Mobr Vehicles- Type of policies- Motor accident claims-
Tribunals, Insurance of PersonBersonal Accident (PA)Gramin Accident Scheme (GAS)
Janatha Personal Accident (JPAPersonal accident for school going childrerGroup
personal accident insance. Insurance of ProperyBurglary Insurance and its different types
- Baggage InsuranceMoney-in-Transit Insurance All risk policy Insurance of Liability and
Interest- Public Liability - Professional indemnity Different types of fidelity guantee-
Worker' Compensation Insurance. Package Pelidpmestic Multirisk Insurance Traders'

Combined InsuranceBankers' Blanket PolicyJewellers' Block Insurance

References:
1. Fundamentals of Insurance, P.K.Gupta, Himalaya Publishing Househalum
2. Insurance Principles and Practice, M.N.Mishra, S.Chand &Co Ltd., New Delhi.
3. Insurance Theory and Practice, Nalini Prava Tripathi & Prabir Pal, Prentice hall of

India, New Delhi.
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BANK MANAGEMENT

Objective : To enable the studés to learn the process of banking and its management.

Unit | : Introduction to banking business: The banking environmdeternal- internal on

account of banking reformsAn overview of Banking in India- Definition and functions
Organisational fye - Structure- services— P S B’ s and pri-Reguldorysect or
framework for banks Bank financial statements and evaluation of Bank performance.

Unit Il : Assetliability management: Concept of risk in Bank ManagemeXitvl — Interest

Rate Rsk Management- fixed /floating rates AIM — Duration gap analysis & credit risk
management Balance sheet analysis for the purpose of lending. Managing bank sources of
funds: Designing and Pricing of Deposit Servieesubsidiary services Managing Ba k * s

Equity capital and sources of funds.

Unit I11: Investment portfolio liquidity management: Functioars Management of
investments in Bankstreasury and overseas operatiehsquidity and Reserve Management

- capital adequacy (CRR)oan portfolio maa g e me nt & control of NP A
policies & procedures- various business segment$ricing of loans / advances PLR -

Loans recovery manag eIDBTh-tSechritisatiomactrAssét recoferyNP A’
management.

UnitIV: Managi n g peat@om-lcantrol &service outlets: Global financial/banking

services- Banking services- ATM - Credit Card— Demat- IT and banks- The changing

scenarioc CRM & HRD in banks- MICR Technology- Core Banking Solutions and Internet

Banking.

Unit V : Central banking : Instruments of monetary contrBleserve requiremenigublic

debt- Role of central bank (RBI in supervising) Role of DBODevelopment banking

personal banking Agri finance Corporate Banking- Small and Marginal Enterprise.

Markeing — Cross Selling of products and Bank Assurance.

Reference

1. Investment Management: V.K.Bhalla, S.Chand
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INSURANCE MARKETING

Objective: To introduce to the students the concepts and principles of insurance marketing

Unit I: Definition of Sales &Marketing - Differences- Basic Principles of Marketing
Services Marketing Basic Principles Analysis of the Market Place: Segmentatiofarget
Positioning- Product Life Cycle and Marketing Strategie®8usiness Strategic Planning
Competitive Andysis - Marketing Information System Market Intelligence System

Marketing Research.

Unit 1l: Consumer Behaviour: Cultural FactorsSocial Factors Psychological Factors
Personal Factors Consumer Decision Process Relationship Marketing- Permision

Marketing-Customer Relationship Management.

Unit Ill: Distribution Channels in Insurance Agents - Brokers - Direct Sales -
BancassuranceAssurance Banking Internet- Call Centers- International Dimensions of

Distribution

Unit 1IV: Compensatio for Distribution Channels Calculations- Typical Problems-
Motivational Aspects of Distribution Channels Regulations Governing Distribution

Channels in IndiaRegulations with respect to Rural Markétuture of Insurance Marketing

Unit V:Insurane Promotion- Personal Selling Public Relations- Customer Meets

Customer ServiceSocial obligations Sales Promotion MethodsAdvertising- Publicity.

References:
1. Palav G.V and Balachandran $§rsurance Salesmanship 4&1.
2. Adrian Pyne- Prentice Hall of India, New DelhiEssence of Services Marketing.
3. Joithamil.S.E.- Services Marketing.
4. Palmer, Prentice HallServices Marketing Princigdes & Practice.
5

. Woodruffe Mcmillan - Services Marketing.
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E-BANKING

Objective: To provide necessary knowledge and skills to analyze the opportunities and threats

facing banking industry due to the emergence and proliferation of new technology and also
de<ribe the consequences of these innovations on theory of banking

Unit 1: Different approaches to bank Mechanization: Core Banking solutioBtand alone
computer systems, LAN and WAN, Local processing and batch Concepts; Online systems
minicomputers andainframe networking Systems.

Unit 2: Electronic payment systems: Teller machines at the bank counters, cash dispensers,
ATMs, Anywhere Anytime banking, Home banking (Corporate and Personal), online enquiry and
update facilities personal Identificatiodumbers and their use in conjunction with magnetic cards

of both credit and debit cards, smart cards, signature storage and display by electronic means,
cheque truncation, Micro fiche, note and coin counting devices.

Unit 3: Electronic fund transfers sgsnplaying massages (telex or data Communication)
structured massages (SWIFT etc.), RTGS Information Technology: Current trends, Bank net RBI
net, Demat, Nic net -tet, Internet, Enail etc, Role and use of technology up gradation, global
development# banking technology, IT in finance and service delivery

Unit 4: Impact of technology and banks protecting the confidentiality and secrecy of data effect
on customers and service quality. Audit Trails : Rangarajan, Saraf and Shree committee
recommendatio. Technology Management RTGS : Infrastructure requirement, RTGS
transactionsSecurity features SFMSFormats of SFMS , SFMS transaction, Security aspects;
RAS : Requirements of RAS , Application, security features of RBIgjtal Certificate PKI,

CCA, CA, RA- Types of digital Certificates , application of digital Certificate , legal stdius.

Act : Electronic Records , Digital Signature , application of Electronic transactions ; Cyber law

Its application , ECommerce; IP Addressing: IP Addresses Bebbmask

Unit 5: Core Banking Concepts , benefits , branch coverage schedule , creation of primary data
centre, disaster recovery site , formation of steering committee , core compRitieeary
functions, formation of project management teams , imefgation , specialized consultancy,
Infrastructure, software hardware networking

Recommended books:

1. Managing with information by H.Jerome Lenter
2. Computer information Technology Global business by Puri and Vipin Puri

3. Fundamentals of data bases®yns by Jerome Lenter, Pearson

4. Law of InfnrmatiuT Technology, D.P.Mittal, Tax Man.
2008
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ENTREPRENEURSHIP DEVELOPMENT

Objective: To educate and develop the management students with the aptitude of

Entrepreneurial Qualds.

Unit | : Entrepreneur meaning— importance— Qualities, nature types, traits, culture,

Similarities and differences between entrepreneur and intrapreneur.

Entrepreneurship and economic developmeits importance- Role of entrepreneurship

entrepeneurial- environment.

Unit 11: Evolution of entrepreneurs entrepreneurial promotion: Training and developing

motivation: factors— mobility of entrepreneurs- entrepreneurial change occupational

mobility — factors in mobility— Role of consultancyrganisations is promoting entrepreneurs

— Forms of business fefentrepreneurs.

Unit Ill: Project management: Sources of business ideRroject classifications—

Identifications— formulation and desigr feasibility analysis- Preparation of Project Rep

and preparation.

Financial analysis- concept and scopeproject cost estimate operating revenue estimate

Ratio analysis- investment Process B E analysis— Profit analysis— Social cost benefit

analysis- Project Appraisal methodsProject Reprt preparation.

Unit 1V: Project finance: Sources of finaneelnstitutional finance— Role of IFC, IDBI,

ICICI, LIC, SFC, SIPCOT, and Commercial Bank Appraisal of bank for loans.

Institutional aids for entrepreneurship developmemole of DICS, SIDCONSICS, IRCI,

NIDC, SIDBI, SISI, SIPCOT, Entrepreneurial guidance bure&ypproaching Institutions for

assistance.

Unit V : Setting small scale industrieslocation of enterprise- steps in setting SSI unit

Problems of entrepreneutsSickness in smalhdustries- reasons and remediedncentives

and subsidies- Evaluating entrepreneurial performane&ural entrepreneurship Women

entrepreneurship.

References :

1. Vasanth Desai : Dynamics of Entrepreneurial Development and Management Himalaya
Publishing House.

2. N.P. Srinivasan & G P Gupa€Entrepreneurial developmentSultan chand & Sons.

P. Saravanaveld Entrepreneurship development Eskapee publications.
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BUSINESS CONSULTING

Objective: To familiarise the students about the consulting @gsecmethods and areas

Unit I: Nature and Purpose of Management Consulting: Defining consulting Reasons for
using Consultants Ways Consultants are usedConsulting Approach Consulting and

Change Consulting and CultureConsulting and Ethics.

Unit Il: Consulting Process: Entry - Diagnosis- Action Planning- implementation-
Termination.
Unit 111 : Consulting and Functional Areas of Management : Strategic Management

Financial Management- Marketing Management- Production Managemén- HR
Management IT Management.
Unit IV : Consulting Methods : Consulting Tools & Techniques (Destgmerviews
Questionnaires Data Gathering Data Analysis Presentation ) Training and Development
in Consulting- Research Methods in Corsng - Psychology of ConsultingCase studies in
Consulting- Communication in ConsultingReport writing in Consulting.
Unit V: Consulting in special areas : Consulting in small business managemefbnsulting
for the informal sector Consulting fo the public sector Consulting in privatization
Consulting for performance improvement.
Unit VI : Consultancy as a profession : Institute of Management Consultants of India
(IMCI) - International Council of Management Consulting Institutes (ICM@&yolution and
Practice of Management Consultandyianaging Consultancy Organisation
Reference
1. Milan Kubr, Management Consulting, ILO®&dition - second Impression (2000)
2. Barry Cumow & Janathan Reuid (Editors), International Guide to Management
Corsultancy, Kogon Page, Second Edition (2004)
3. Wood- Peter (Editor) Consultancy and Innovation: The Business Service Routledge
4. Nash, Susan, Starting and Running A Successful Consultancy Business, An insider
Guide. How to Books Pub. 2002.
5. Peter block, flandss Consulting, Josseass/Pfeiffer, 1999
6. Elaine Biech, The Business of Consulting, Jos€gss/Pfeiffer, 1998
7. Edgar H. Schein, Process Consultation, Volume Il (First Edition), Addison Wesley
Longman, 1999
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