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MBA 2 Year: 3rd Semester (Total Credits: 34, Marks - 850)

After coinpleting 1st and 2nd Semesters, students can opt either dual specialization or super

specialization. Under the dual specialization scheme, the students are required to choose any two

specialization areas offered under the scheme (Marketing Management/ Financial Management/

Human Resource Management/ ()perations & Supply Chain Management). Under each

specialization opted, the student is required to study any two courses from each of the selected

specializations, in both, third & fourth semesters. The specialization area opted in the Third Semester

would remain the same in Fotilth semester also.

Under super specialization scheine, the students are required to study four courses pertaining to the opted

specialization area (Marketing Managelnent/ Financial Manaoement/ Human Resource

Management/ Operations & Supply Chain Management), in the third semester and three courses
pertaining to the same specialization in the fourth semester.

Note: For introducing a particular specialization in the third semester, there must be at least 10

students having opted that specialization.

Theory Marks
Practical Marks

Course Code

243MC,CC1

243MC,CC31

Course Title

Strategic Management

Business Law
(Blended Learning

Mode)

Integrated .Marketing
Communication

Course II)

External

Marks

Core Courses

Internal
Marks

30

30

30

External

Marks
Internal
Marks

24 1/V113A/CC3() I

241/MBA/CC302

24 1 /MBA/CC

70

70

70

Total

Marks

100

100

Credit

4

4

2



243MGCC32

243MGCC33

243MGCC34

243MGIDR1

243MGIDR2

243MGDSE1

243MGDSE2

Corporate
estructuring
And Business

Valuation

Strategic
Human
Resource

Management

Operations &
Supply Chain
Management

To be picked up
from the pool

To be picked up
from the pool

OR Equivalent
MOOC

Course*

To be picked up
from the pool
OR Equivalent

MOOC
Course*

Summer
Training

Project Report

Seminar/Live Project

241/MBA/CC304#
70

241/MBA/CC305#
70

241/MBA/CC306N
70

30

30

30

Multidisciplinary Course

Skill Enhancement Course

Value Addition Course

Internship/ Dissertation/ Research Project

241/MBA/lD301

241/MBA/1D302

Discipline Specific Elective Course

70

35

30

15

100

75

50

50

100

50

75

4

3

2

2

4

2

3

Digital

Ma rketing

Securit Anal
and

Portfolio Mana
Financial
Anal tics

sis

ement

241 (MBA/DS301

241/MBA/DS302

3

50

50

25

25



243MGDSE3

243MGDSE4

243MGMM1

243MC,MM2

243MC,FMl

243MGFM2

243MG11RM1

243MC,HRM2

243MC,OSCM1

Industrial

Relations &
Labour Laws

Total Quality
Managelnent

241/MBA/DS304
50

25

25

Specialization Specific Elective Courses: Marketing

Customer
Relationship
Management

Consumer Behaviour
Management

241/MBA/SS301
50

241
50

Specialization Specific Elective Courses: Financial Management
Security Analysis
and
Portfolio Management

Manaoement of
Financial Markets
and Institutions

241

24 1 /M

50

50

25

25

25

25

75

75

Specialization Specific Elective Courses: Human Resource Management

Compensation and
Benefits Management

Learning and
Development

241 /MBA/SS306

50

50

25

75

25

Specialization Specific Elective Courses: Operations and Supply Chain Management##

Procurement and
Logistics

Management

Supply Chain
Performance
,VIanage1nent

24 1 'MBA

241

Total

4

50

50

25

25

75

850

3

3

3

3

34



*Each student is required to opt at least one course frmn MOOC for equivalent course credits. It is

mandatory for the student to submit passing certificate or the same to the department, to be able to appear

•or the viva. For MOOC courses, 35 marks will be for the certificate earned (external practical) and 15

marks will be allotted on the basis or internal (internal practical) viva.

Student has to opt any one of the subjects from the tnentioned courses as per their respective

•pecialization.

# Student who is pursuing 'Dual Specialization', has to elect from the pool of specialization courses under

Core Courses, Discipline Specific Elective Courses and Specialization Specific Elective Courses in such a

way that by the end of the third semester, they should have studied two courses from cach of their opted

specializations. If a student has opted specialization specilic core course pertaining to their first

pecialization in the 3rd semester,then they are required to opt ror the discipline specific elective course
ertaining to the second specialization.

MBA 2 Year: 4th Semester (Total Credits: 28, Marks -

Course ID

700)

Practical Marks
Theory Marks

Total Marks
External Internal External Internal
Marks Marks Marks Marks

Course Code

244MGCCl

244MC;CC2

Course Title

Entrepreneurship and
Innovation OR

Equivalent MOOC
Course

Core Courses

241/MBA/CC401

Business Environment
& Sustainabilitv OR 241

Equivalent MOOC
Course

70

70

30

30

100

100

Credits

4

4

Multidisciplinary Course



244MGCC2
Business Environment
& Sustainability OR
Equivalent MOOC
Course

41/MBA/CC402#

70 100

Multicisciplinary Course

To be picked up
from the pool OR
Equivalent MOOC
Course*

4

3

Eæh student is required to opt at least one course from MOOC for equivalent course credits. It is mandatory for the

stucent to submit passing certificate of the same to the department, to be able to appear for the viva. For MOOC courses,
50 marks will be for the certificate earned (external practical) and 25 marks will be allotted on
the basis of internal (internal practical) viva.
Ability Enhancement Course

To be picked up from
the pool*

Internship/ Dissertation/ Research Project

Specializntlon ased 241/MBA ID40
Research Project

iscipl.ne Specific Elective

50

44
100

25

5

25

25

25

25

50

Iglta ar eting

244MGDSE I

lobal Marketing

44MGDSE5

150

75

2

3

244MGDSE2

244MGDSE6

244MGDSE3

244MGDSE7

Security Analysis
and Portfolio
Management

Financial
TechnologyPublic

Finance

Inchistrial Relations

Labour Laws

Tech Performance

Management

241/MBA/DS403

24 1/MBA/DS404"

241 [MBA/DS405

241/MBA/DS406"

50

50

50

50

50

50

6



244N4GFM I

244MGFM2

244MGFM3

2$4MCJFM4

Forex & Derivatives

Management

Corporate Tax
Planning

Project Management

Neuro Finance

241 MBA

241 BA/SS406

241/MBAiSS407

241 fMBA/SS408

50

50

50

25

25

25

25

75

Specialization Specific Elective Courses: Human Resource

7



244MGHRV'l I

244 M (G R 2

244MCil IRV13

244M(Gl IRM4

HR Analytics

Elliployee Relations
& Conlplianee

Management

Cross Cultural
Management

Neuro HRM

24 1/M BA/SS409

241 /MBA/SS410

241/MBA/SS41 1

50

241/MBA/SS412
o

25

25

25

25

Specialization Specific Elective Courses: Operations and Supply Chain

244MGOSCM I

244MGOSClV12

244MGOSC'V13

Logistics Management
and Warehousing

Operations Research

Service Operations
Management

World Class

Manufacturing

241/MBA!SS413

241;VlBA/SS414

50

241/MBA/SS415

50

50

Total

8

25

25

25

25

75

75

700

3

3

28



Note:
If thc students have opted discipline specific elective course pertaining to their first specialization in the

semester, then they are required to opt for the discipline specific elective course pertaining to their second

specialization in fourth semester.

##Student who is pursuing 'Dual Specialization', has to elect from the pool of specialization courses under

Core Courses, Discipline Specific Elective Courses and Specialization Specific Elective Courses in such a "

that by the end of the fourth semester, they should have studied atleast two courses from each or their opted

specializations.

###Student who is pursuing 'Super Specialization', is required to study two Core Courses, one course

from the Discipline Specific Elective Courses, pertaining to their area ofsuper specialization and two

courses from the Specialization Specific Elective courses, pertaining to their area of Super Specialization

from the pool of Courses.



Notes:

.
11 is Inandatory to teach at least two cases per subject per semester.

Spreadsheet is the recommended software for doing basic calculations in subjects applicable, hence shall
be used for teaching, practice, problem solving and assignments during all the four semesters.

. The duration of all the end term theory exatninations shall be 3 hours

Instructions for the Examiner:

Instructions for External Examiner: The uestion paper shall be divided in two sections as follows:

Section A

Section B

Theory Marks 70

Seven (7/6) short answer type questions 7*2=14
from whole of the syllabus carrying equal Marks
marks each, this section will be
connpulsory
8 questions (2 questions II-onl each unit). 14*4- 56
The students will be required to attennpt foul Marks
questions selecting one question from each
unit.

Total Theory Marks 70 Marks

50

Marks

I I 44
Marks

50 Marks

35

Xlarks

28
Marks

35 Marks
Instructions for Internal Examiner: The internal assessinent should be spread evenly throughout the
sennester and must include at least 3 independent components including a mid-temn exam. Below are the
suggested components for internal marks.

Total Marks

Internal Assessment

Marks out of

100

30

10

75

25

50

15

25

5



Attendance

Below 55= 0 Marks

Between 55 10 < 65= I Marks

Between 65 to < 7() = 2 Marks

Between 70 to < 75 —3 naarks

Between 75 to < 80= 4 Marks

80 and more than 80 5 Marks

Assignment/ Presentations! Seininars

Participation

Sessional Examination*

Total Marks

and Class

5

5

20

30

5

5

15

25

5

10

15

5

5

*Sessional will consist of class tests, mid-semester exannination(s), homework assigninents, class

presentations, case analysis, role play etc., as determined by the faculty in charge of the courses of study.



Detailed Syllabus
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Credits: 4

Type of Course: Core Course

Course Objectives:

Third Semester
Strategic Management

Course Code:
External Marks: 70

Internal Marks: 30

Time Allowed: 3 Hrs.

The course aims at imparting knowledge of forniulation, implementation and evaluation of business
strategies, for planning and to introduce key strategy concepts to the students tor facilitating
better decison making.

Course Outcomes: On the completion of this course the student will be able to:

COI : Develop understanding of the type of decisions taken at clilTerent levels ofmanagement.
C02: Apply various tools and techniques tor strategic decision noaking and problem solving through
critical thinking.
CC)3: Analyze the significance of strategies and policies for gaining competitive advantage globally.
C04: Evaluate the strategy which best fits in achieving the organizational goals under various scenarios.

DETAILED SYLLABUS:
UNIT 1

Strategy: Concept and Levels, Strategic Decision Making; Schools of thought on Strategy Fornnulation;
Strategic Management: Elements and Models in Strategic Management Process: Strategic Intent, Vision.
Mission, Goals and Objectives, Strategic Business Unit.
UNIT 11
Strategy Fortnulation: Environnnental Appraisal, Organizational Appraisal, Corporate Level and
Business Level Strategies.
UNIT 111
Strategic Analysis and Choice: Strategic Analysis, Tools and Techniques for Strategic Analysis - BCG
Matrix, Porter's Model, GE Matrix, SWOT Analysis; Strategic Choice - Process of Strategic Choice,

Factors in strategic Choice.
UNIT IV
Strategy Implementation: Activating Strategies, Structural, Behavioural, Functional and Operational
Iinplementation; Strategic Evaluation and Control.

SUGGESTEDREADINGS:

2.

3.

4.

Gupta, Gollakota and Srinivasan, Business Policy and Strategic Management —Concepts and
Appl:cations, PHI, New Delhi.
Jaucl; and Glueck, Business Policy and Strategic Managetnent, TMH, New Delhi.
Kazmi, Azhar, Strategic Managenlent and Business Policy, TataMcGraw Hill Publishing
Company Ltd., New Delhi.
Pearce and Robinson, Strategic Managennent—Formulation, Implementation and Control,

13



McGraw Hill Publishing, New Delhi.

Mapping Matrix of Course: Strategic Management
-rable l: CO-PO & CO-PSO Matrix for the Course: Strategic Management

cos

COI
C02
C03
C04
Average

POI

2.25

P02

2.25

P03 P04

2.25

P06

2.25

P07 P08

2.25

PSOI PS02



Credits: 4

Type of Course: Core Course

Business Law

Cou rse Code:

External Marks: 7()

Internal Marks: 30

Time Allowed: 3 Hrs.

Course Objectives: This course gives an exposure to the students of some of the major commercial laws
afTecting the businesses and equip them with the deeper understanding of various provisions of the laws
pertaining to businesses.

Course Outcomes:
On the completion of this course the student will be able to:

COI: Remember different laws applicable to a business.
C 02: Apply the knowledge of laws fijr solving business problems while following ethical code of
conduct.

C03: Analyze cases of law and develop critical thinking to formulate plans as per the regulatory
framework.

C04: Evaluate the existing business laws in India and analyse their relevance in today's globalized
environment.

DETAILED SYLLABUS:

UNIT 1

The Indian Contract Act, 1872: Meaning ofa Contract. Classification of Contracts, Essentials ofa Valid
Contract; Performance of a Contract; Discharge ofa Contract: Breach of Contract: Quasi Contracts.
UNIT 11
Contracts of Indemnity: Meaning, Rights of Indemnity holder, Time of comnnencennent or
Indemnifie-'s Liability Are Insurance Contracts the Contracts of Indemnity?
Contracts of Guarantee: Meaning & Features of Contract of Guarantee, Difference between a Contract
of Indemni.-y & Contract of Guarantee, Nature & Extent of Surety's Liability, Meaning & Revocation of
Continuing Guarantee, Rights of Surety against Principal Debtor, Creditor & Co-Surety.
Contracts of Bailment: Definition & Essentials of Contract of Bailment, Duties and Rights of Bailor
and Bailee, Duties & Rights of Finder of Goods.
Contracts of Agency: Meaning & Essentials of Contract of Agency. DiffZ•rent kinds of Agents-
Auctioneers, Brokers & Del Credere Agents, Extent of Agent's Authority — Actual, Apparent, Authority
in Emergency, Duties of Agent, Termination ofAgency

UNIT 111

The Sales of Goods Act, 1930: Meaning and essentials of a valid contract of sale, Distinction between
sale anc agreement to sell, Meaning of goods and their classification, Conditions and warranties, Doctrine
of Caveat Emptor, Rights of an unpaid seller, Rights of buyer.

15



UNIT lv
Negotiable Instrunnents Act: Meaning, Characteristics and Types ofNegotiable Instruments; Holder and
Holder-in-due-course; Negotiation by Endorsements: Crossing of Cheque and Dishonour of Cheque.

SUGGESTED READINGS:
Aggarwal, S. K.. Singhal. K.

, Business [.aws, Galgoua Publications, New Delhi.
Datey, V. S. , Business and Corporate Laws, Taxnnann Publications, New Delhi.
Gulshan, S. S., Business Law, New Age International Publication, New Delhi.
Kapoor, N. D. , Elements of Mercantile Law, Sultan Chand & Sons, New Delhi.
Kuchhal and Prakash, Business Legislation for Management, Vikas Publishing, New De hi.
Tulsian P. Business Law. Tata McGraw Hill, New Delhi.

Mapping Matrix of Course: Business Law
Table 1: CO-PO & CO-PSO Matrix for the Course: Business Law

cos

COI
C02
C03
C04
Averaoe

POI P03 P04 POS P08 PSOI

2.25

PS02

2 2.25 2.5

P07

2,251.5
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Credit: 4

Integrated Marketing Communications
Course Code:

External Marks: 70

Internal Marks: 3()

Time Allowed: 3 Hrs.

Type of Course: Core Course

Course Objectives:

Integrated Marketing Communication course enables the students to understand Marketing
characteristics, work for developing a business structure, use Integrated marketing communication study
for nwltiple goals within a larger marketing strategy, such understanding to enhance the quality of
marketing business work culture and performance in organizations at international level.

Course Outcomes:

On the completion of this course the student will be able to:

COI: Define and understand various tern)s and cornponents associated with the field of integrated
marketing communication.

C02: Develop and apply noarketing conununication strategy and the utility of various elelnents of
promotional mix.
C03: Analyze the effectiveness of various marketing connnnunicalion tools to find appropriate solutions
to problems like modes of advertising.

C04: Evaluate the impact of factors of the business environment on global marketing communication
strategy.

DETAILED SYLLABUS:
UNIT-I

Introduction — Concept of marketing conlmunication, Inarketing connnnunication mix, factor affecting
marketing communication mix, drivers of integrated marketing mix: models of marketing coinmunication
— Blade Box Model, AJDAS model, Lavidge Steiner nuoclel, DAGMAR model, PCB noodel: Inarketing
communication planning process
UNIT-II

Managing the Marketing Communication Process — Analysis of promotional opportunities. concepts of
segmentation and target marketing, promotional strategy of förnnulation and competitive positioning,
determination of promotional objectives, deciding promotional appropriation, integrating marketing
communication programme, commissioning and contracting extemal resources
UNIT-III

Advertising and Media Planning Advertising plan, creative strategy, advertising appeal, creative
förmats, stages of creative strategy — idea generation, copywriting, layout, copy testing and diagnosis;

media planning — traditional and contemporary media; media objectives — reach, frequency, cost etc.:

17



media strategy, media scheduling, media planning models, key issues in advertising — comparative
advertising, web advertising: advertising agency — functions and types, outdoor advertising

UNIT-IV

Wider Issues and Dinwnsions — Sales pronootions, personal selling. direct marketing. public relation.s,
publicity and corporate advenising, unconventional promotional media, marketing communication
budgeting, measuring pronu)tional perfornoance, global marketing communication, legal and etnieal
issues in integrated marketing communication

RECOMMENDED READINGS:

2.
3.

4.

5.

Shah, Kruti and Alan D'Souza, Advenising and Promotion — An IMC Perspective, Tata McGraw
Hill, New Delhi
Belch, George and Belch, Michael; Advertising and Promotion, TataMcGraw Hill, New Delhi
Moriarty, Sandra and Wells, William. Advertising and IMC, Pearson Education.
.Jethwaney, Jaishree and Jain, Shruti; Advertising Management; Oxford University, New Delhi
Kenneth E. Clow, Integrated Advertising, Pronu)tion and Marketing Conununications, Pearson
Education.

Mapping Matrix of Course: Integrated Marketing Communications
"I*able l: CO-PO & CO-PSO Matrix for the Course: Integrated Marketing Communications

cos

COI
C02
C03
C04
Average

POI

2.75

P02 P03 P04 P06 P07 P08 PSOI PS02

2.5 2.25



Credit: 4

Corporate Restructuring and Business Valuation
Course Code:

External Marks: 70

Internal Marks: 30

Time Allowed: 3 Hrs.
Type of Course: Discipline Specific Elective Course (Finance)

Course Objectives: Liberalized economy has generated Inany oppoflunities of combining businesses to

create wealth. The fundamental aim of the course is to prepare students to take advantage of the current
scenario and understand how mergers, acquisitions and corporate restructuring are implemented.

Course Outcomes: On the completion of this course the student will be able to:

COI: Define and understand the concepts and terminology of corporate restructuring and business

valuation under today's dynamic business environment.

C02: Apply knowledge to design financial restructuring plans tor Inergers, takeovers, amalgamation etc.

C03: Analyze the regulatory environment goveming financial resttucturing and valuation

C04: Evaluate restructuring and valuation plans through real world cases of mergers, acquisitions.
takeovers etc.

DETAILED SYLLABUS:
UNIT-I
Introduction to Mergers: Meaning, Types of Mergers, Merger Strategy-Growth, Synergy, Operating
Synergy, Firancial Synergy, Diversification, Other Economic Motives, Hubris Hypothesis ofTakeovers,
Other Motives, Tax Motives; Corporate Restructuring — Significance, Forms of Restructuring; Merger
Process.

UNIT - 11

Approach for Merger, Acquisition and Takeover: Defence Against Hostile Takeover, Poisson Pill. Bear
Hug, Greenmail, Pacman; Negotiation, Due Diligence: Five Stage Model, Types, Due Strategy and
Process, Challenges; Criteria for Negotiating Friendly Takeover. Financing of Merger; Post Merger H.R.
and Cultural Issues.

Unit — III

Legal Aspec--s of Mergers/ Amalgamation and Acquisition: Provisions of Companies Act: Regulation by
SEBI; Takeover Code: Scheme of Amalgamation, Approval fronn Court. Valuation ofa Business.

Unit -

Methods of Valuation: Cash flow Basis, Earning Potential Basis, Growth Rate, Market Price etc.,

Computation of Impact on EPS and Market Price; Deternunation of Exchange Ratio; Impact of Variation
in Growth of the Firms; MBO, LB(), Boot Strapping; Recent Case Studies of Merger and Acquisitions.

SUGGESTEDREADINGS:
19



Gaughan P.A., Merger, Acquisitions and Corporate Restructuring, Wiley India Pvt Ltd.
P. Godbole P.G., Mergers. Acquisitions and Corporate Restructuring, Vikas Publishing House Pvt. Ltd.

New Delhi.
3. Fred Weston J, Chung K,S., Hoag S.E., Mergers, Restructuring and Corporate Control, Prentice Hall of

India, New Delhi.
4. Rannanujan S, Mergers: the new Dinnensions for Restructuring, Mc Graw Hill Education.

Donald D, Merger, Acquisitions and other Restructuring Activities, Elsevier Incorporation5.

Mapping Matrix of Course: Corporate Restructuring and Business Valuation

Table 1: CO-PO & CO-PSO Matrix for the Course: Corporate Restructuring and Business
Valuation

cos

COI
C02
C03
C04
Averaoe

POI

2.5

P02 P03 P04

2.25

P05
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P06

2.25

P07 P08 PSOI PS02



STRATEGIC HUMAN RESOURCE MANAGEMENT

Course Code:

Credit: 4

Type of Course: Core course
External Marks: 70
Internal Marks: 30
Time Allowed: 3 Hrs.

Course Objectives:

Resource Management in the modern organizations. This will also impart the skills required in applying
theory to practice for effective decision making and change management.

Course Outcomes On the completion of this course the student will be able to:

COI: Understand the theories and concepts of Strategic Hillnan Resource Managetnent for strategic
human resource planning.
C02: Apply the knowledge ofSHRM concepts for holistic development ofan individual at group as well

as organizational level, to combat the global HR challenges.

C03: Analyze the significance of HR practices for the enhancement of competitive advantage in the

globalized environment by application of strategic hillnan resource managenlent techniques.
C04: Evaluate the HR policies and strategies under different scenarios and their effectiveness for goal
attainment, change managementand critical problelll solving.

UNIT-I

I-IR environment; I-IR-M in knowledge economy; concept of SHRM: investment perspective of SHRM, evolution of

SHRM, strategic HR vs. traditional HR, barrier to strategic HR, role of HR in strategic planning

UNIT-II

Strategic fit frameworks: linking business strategy and HR strategy, HR bundles approach, best practice approach:
business strategy and human resource planning; HRM and firm performance linkages — measures of HRM performance:
sustained competitive advantages through inimitable HR practices

UNIT-III

HR Systems: staffing systems, reward and compensation systems. employee and career developnunt systellls.
perfi)lmance management systems

UNIT-IV

Strategic options and HR decisions — Downsizing and restlucturing, donlestic and international labour market, mergers
and acquisitions, outsourcing and off shoring

SUGGESTEDREADINGS:
l. Mello, Jeffrey A. , Strategic Human Resource Management, Thomson Learning Inc.
2. Agarwala, Tanuja, Strategic Human Resource Management, OxfordUniversity Press, New Delhi
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o.

4.

5.

Dreher, George and Thonvas Dougherty, I Illinan Resource Strategy, Tata McGraw Hill
Greer, Charles, Strategic Human Resource Management, Pearson Education
Belcourt. Monica and Kenneth McBay. Strategic Human Resource Planning, Thomson Learnirg Inc.

Mapping Matrix of Course: Strategic Human Resource Management
Table l: CO-PO & CO-PSO Matrix for the Course: Strategic Human Resource Management

cos

COI
C02
C03
C04
Averaoe

POI

2.5

P02

2.5

P03

1.75

P04

2.25

P05

2.5

22

P06

2.5

P07 P08 PSOI PS02

2.25



Credit: 4

Type of Course: Core course

Course Objectives:

Supply Chain Management
Course Code:

External Marks: 70
Internal Marks: 30

Time Allowed: 3 Hrs.

This course is intended to provide an understanding of the components and processes of supply chain
design and management as well as the perförmance drivers of supply chain. This course will teach
every:hing one needs to know about supply chain managernent. In today's market, firms don't eotnpete
with each other; supply chains do. With this course, students will learn all about the main processes
involved in the production and distribution ofa product or commodity. It is also intended for the students

to learn about logistics, transportation, warehousing and outsourcing decisions.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Develop understanding of key concepts ofOperations and Supply Chain Management.
C02: Apply the integration among Supply Chain Partners for global competitiveness within ethical
paradigms.
C03: Analyze the logistics, tuanufacturing, and inventory policies with demand and cust0111er

satisfaction through real life cases.
C04: Evaluate the effectiveness of operations and supply chain policies to attain organizational goals.

Detailed Syllabus:
UNIT 1
Supply chain concepts, Objectives of supply chain. Stages of supply chain. Value chain process, Cycle
view of supply chain process, Key issues in SCM, Logistics & SCM, Supply chain drivers and obstacles,
Supply chain strategies, Strategic fit, Best practices in SCM, Obstacles of streamlined SCM.

UNIT 11

Logistics, Evolution, Objectives, Components and functions of Logistic Management, Distribution

related issues and challenges, Gaining conopetitive advantage through Logistic Management,
Transportation — Functions, Cost, and Mode, Network and Decision, Containerization, Cross docking.

UNIT 111
Supply chain performance, Bullwhip effect and reduction, Performance measurement: Dimension. Tools
of performance measurement, Scor model, Demand chain management, Global supply chain
Challenges in establishing global supply chain, Factors that influences designing global supply chain
network.

UNIT IV
23



Warehousing, Warehousing concept and types, warehousing strategy, warehousing facility location &
network design, reverse logistics, Outsourcing: nature, concept, strategic decision to outsourcing, third
party logistics, founln party logistics, Supply Chain and CRM, Linkage, IT infrastructure used fcr supply
chain and C RM, functional component for CRIVI, Green supply chain management, supp.y chain
sustainability.

SUGGESTEDREADINGS:
Supply chain managennent by Sunil Chopra, and Peter Meindl, Pearson
.Jere111YF. Shapiro. Modeling the Supply Chain. Duxbury Thomson Learning
D. Simchi-Levi, P. Kaminsky, F. Simchi-Levi, and Ravi Shankar, Designing and Maraging
Supply Chain concepts, Strategies and Case studies, Third Edition, TataMcGraw Hill, New Delhi,

2008

Mapping Matrix of Course: Operations and Supply Chain Management
Table l: CO-PO & CO-PSO Matrix for the Course: Operations and Supply Chain Management

cos

COI
C02
C03
C04
Average

POI

2.5

P02

2.25

P03 P04

2.25

P05 P06

2.25

24

P07 P08

2.25

PSOI

2.25

PS02

2.25



Credits: 3

Digital Marketing
C.ourse Code:

External Marks: 50

Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Discipline Specific Elective Course (Marketing)

Course Objectives:
Digital Marketing is a course which offers insights to understand Digital Marketing characteristics. work
digital structures, use digital marketing for multiple goals within a larger marketing and/or media
strategy. such understanding to enhance the quality of online advertising: Digital display, video, noobile,
search engine, and social media and performance in organizations.

Course Outcomes:
On the completion of this course the student will be able to:

COI: Develop the understanding of components of digital marketing used in today's globalized
environment.
C02: Apply digital marketing processes and tools for strategic decisions making for global market
leadership.
C03: Analyze and evaluate the digital nnarketing practices [Or coinpetitive positioning of' products or
services.
C04: Design a digital marketing strategy for a brand using innovative technologies.

DETAILED SYLLABUS:

UNIT-I
Introduction to Digital Marketing: Digital Marketing, Internet Users, Digital Marketing Strategy, Digital
Advertising Market in India, Skills required in Digital Marketing, Digital Marketing Plan. Display
Advertising: Concept of Display Advertising, Types of Display Ads, Buying Models, Display Plan,

Targeting, What Makes a Good Ad? € Programmatic Digital Advertising, Analytical Tools, YouTube
Advertising.

UNIT-II
Search Engine Advertising: benefits of paid Search Advenising, understanding Ad Placennent.
understanding Ad Ranks, Creating the First Ad Cannpaign, Enhance Your Ad Campaign, Perfornnance
Reports. Social Media Marketing: How to build a Successful Strategy. Facebook Marketing: Facebook
for Business, Anatomy of an Ad Campaign, Adverts, Facebook Insights, Other Marketing Tools, Other
Essentials.
UNIT-III
LinkedIn Marketing: Why it is Important to have LinkedIn Presence, LinkedIn Strategy, Sales Leads
Generation Using LinkedIn, Content Strategy, LinkedIn Analytics, Tal•gcting, Ad Calnpaign. Twitter
Marketing: Getting Started with Twitter, How is Twitter Building a Content Strategy, Twitter
Usage, Twitter Ads, Twitter Analytics, Twitter tools and tips for Marketers. Instagram and Snap chat:
Instagram-Content Strategy, Sponsored Ads, Snap chat, Digital Public Relations.

UNIT-IV
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Mobile Marketing: Mobile Usage, Mobile Advertising, Mobile Marketing Toolkit, Mobile Marketing
Features, Addressing the diversity in India through Mobile. Campaign Development Process, Tracking
of Mobile Campaigns. Search Engine Optimisation: Search Engine, Concept of SEO, SEO phases, On
Page and Off Page Optimisation, Social Media Reach, Maintenance. Web Analytics: Data Collection,

Key Metrics, Making Web Analytics Actionable, Multi-channel attribution, How to connect offline with
online, Types of Tracking Codes, Mobile Analytics, Universal Analytics, Competitive Intelligence.

RECOMMENDED READINGS:
Puneet Bhatia, Fundamental of Digital Marketing, Pearson Education
Seema Gupta, "Digital Marketing", McGraw Hill Education, New Delhi.
Philip Kotler, "Marketing 4.(): Moving flom Traditional to Digital", Wiley
Ryan Deiss and Russ Henne berry. Digital Marketing for Dummies,
Jason, McDonald. Social Media Marketing Workbook: 2()18 Edition - How to Use Social

Media for Business

Mapping Matrix of Course: Digital Marketing
Table l: C()-PO & CO-PS() Matrix for the Course: Digital Marketing

cos

COI
C02
co.3
C()4
Average

POI

2.5

P02

2.25

P03

1.75

P04 P05 P06 P07 P08

2.25

PSOI

2.25

PS02

2.25 2.5
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Credit: 3

Financial Analytics
Course Code:

External Marks: 5()

Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialization Specific Elective Course (Finance)

Course Objectives:
This course is designed understanding the foundations of accounting principles and financial
analysis, this understanding of' the subject ill also allow thc indrv iduals to dex elop the link een
accounting and finance. course will also help lhe students in understandinu how 'tirnfs \Ällue
creation is done. This is one of the Inost conlprehensive, d)'llanuc and practical courses.

Course Outcomes:
On the completion of this course the student will be able to:

COI: Knowledge and understanding of Python on Financial data, linancial statelncnl analvsls.
calculating liquidity, solvency, profitability and growth ratios.

C02: Apply various theories of capital structure and dividend policy, Liquidity, Solvency, Profitability
and Growth ratios of a conopany's perforinance.
C03: Analysis of risk in capital budgeting decisions and feasibility through the Net present value

technique end to perform industly analysis.
C04: Evaluation of cost of various sources of finance and working capital policy.

DETAILED SYLLABUS:
UNIT-I
Introduction to Python/Excel and Ternlinal for Working. Read and write Excel/ CSV tile. Introduction
to Different Libraries in PythonTxcel. Introduction to Dala branles, Introduction 10 Various [.oops in

Python/Excel. Discounting Cash Flows in PythonTxcel. Calculatine Internal Ratc 01 Return (IR R )

PY'thon'Excel, Using the PMT Function 10 (ftealc• a Conoplete Inan Schedule. [Building proléssional

using Matplotlib in python/ Excel. Working with Pivot Table &Slieer in Python/Excel. Building a flexible
model with multiple scenarios, Calculating Historical Percentage Ratios and Use INDEX and NIA -ICl I

for Scenarios. Building a Flexible Model using For LOOP, While LOOP. If Else LOOP.

UNIT-II
Present va_ue/'fllture value/ net present value Ternoinal value, Annuities and perpetuities. ('apital
Inarkets, Capital raising process/ Capital structure — debt financing, equity financing. 130110

financing, par value. coupon rate. yield to Inaturity. Precedents analysis, Discounted cash flow analysis.
Weighted average Cost of capital. Entelprise value, equity value multiples, Free cash flow 10 the
and free cash flow to equity. Net present value and internal rale of return.

UNIT-III
Building Balance sheets, Inconle stalenlents, cash Ilow statements ii•om scratch . Understandine concepi
of Assets iabilities, shareholders' equity . Understanding concept and inoplication of Pre pavnnents
accrued exnenses and unearned revenue on balance sheet cash investing cash IIou
financing cash flow, Depreciating methods.
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Discounted Cash Flow Analysls. IVIonthly ( •ash Flow 1:01ecasting, Scenario and Sensitivity Anaysis.
Dilution Analysis, Accretion. Lexæraged Buy ()ut, Merger & Acquisition, Industry Specific Financial
Modellinu. Incremental. Aeti\ity Based. Value Proposition, Zero Based Budgeting, Break Even
\nalysis. Margin of Safety, Quantitative Forecastinu — Moving Average, Simple/Multiple L:near
l{eeresqon. Variance Analvsis, Bilduetine (Goal Seek. Solver. Consolidate, Pivot Table

SUGGESTED READINGS:
l. The Financial Analyst's Handbook Subsequent Edition by Sulliller N. Levine
2. The Bank Analyst's Handbook Money, Risk and Conjuring Tricks Stephen M. Frost
3. Corporate Finance, The Ultilnate Guide to Financial Reporting, Business Valuation, Risk

Managetnent, Financial Management. and Financial Statements, Greg Shields
4. Best Practices for Equity Research Analysts: Essentials for Buy-Side and Sell-Side Analysts st

Edition by .lalnes .1. Valentine.
Mapping IVIatrix of Course: Financial Analytics
Table 1: CO-PO & CO-PSO Matrix for the Course: Financial Analytics

cos

COI
C02

C04
Average

POI

2.25

P02

2.25

P03

'1.75

P04

2.25

P05 P06 P07 P08

2.25
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PSOI

2.25

PS02

2.25



Credit: 3

Industrial Relations and Labor Laws
Course Code:

External IVIarks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Type ofCourse: Discipline Specific Elective Course (Human Resource Management)

Course Objectives:

This course is to sensitize and expose students to critical tasks, functions and issues of industrial
relations and to gain insight into the dynanlics of enlployee management relations on the different job
situations.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Develop understanding of different laws applicable to a business.
C02: Apply the knowledge of laws for solving industrial disputes while following ethical code of
conduct.

C03: Analyze legal case studies related to labor laws and develop critical thinking to formulate plans as

per the regulatory framework.

C04: Evaluate the existing business laws in India and analyze their relevance in today's globalized
environment.

DETAILED SYLLABUS

UNIT 1

Introduction: Concept, objectives, functions, significance & aspects of Industrial Relations Ennerging
challenges of IR in India, Linking Industrial Relations with economic growth of a country, Trade
Unionism: Development of trade unionism, functions, type and structure, problems & suggestive
remedial measures of trade unions, The Trade Unions Act 1926- objectives, recognition and registration,
Industrial Democracy & Participative Management
UNIT 11

Collective Bargaining: Significance, types & Procedure of collective bargaining Discipline: The
Industrial Ennploynrnt (Standing Orders) Act 1946, Misconduct, Disciplinary Action. Types of
punishments, Code of Discipline, Domestic Enquiry, Grievance Function in IR: Grievance Settlennent
Procedure, Industrial Disputes: Preventive & Settlement Machinery in India

UNIT 111

The Factories Act, 1948 & The shop & Establishment Act 1948 The Payment ofWages Act, 1936 ,The
Workmen's compensation Act, 1 923 ,The Industrial Disputes Act, 1947
UNIT IV
The Payment ofMinimum wages act 1948 . The Contract Labor (Abolition & regulative) act , The ESI
Act, 1948 ,The Trade unions act, 1926 , The payment of Bonus Act, 1965 The payment of Gratuity Act,
1972 The Maternity Benefit Act, 1961 Employee's Provident tund & Miscellaneous Provisions Act,
1 952
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SUGGESETDREADINGS:
l.

2.

3.

4.

5.

6.

Mamoria CB, Mamoria, Gankar - Dynamics of Industrial Relations (Himalayan Publications.
1 5th Ed.)

Singh B.D. - Industrial Relations & Labour Laws (Excel, 1st Ed)
Srivastava SC - Industrial Relations and Labour Laws (Vikas, 2000, 4th Ed.)

Venkata Ratnam — Industrial Relations (Oxford, 2nd Ed.)

Venkataratnam, C.S. and Sinha, Pravin, Trade Union Challenges at the Designingof2 1 st

[IRA -Excel Books, New Delhi.
Monappa, A . Industrial Relations, TataMcGraw Hill, New Delhi.

Mapping Matrix of Course: Industrial Relations and Labor Laws
enable l: CO-PO Matrix for the Course: Industrial Relations and Labor Laws

cos

COI
C02
C03
C04
Average

POI

2.5

P02 P03 P04 P05

2.25

P06 P07 P08

2.25

PSOI

2.25

—entry,

PS02

2.252.25
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Credits: 3

Total Quality Management
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Discipline Specific Elective Course (Operations and Supply Chain Management)

Course Objectives:

Currently, compames must compete on the global market for customers who expect nothing less than

perfection. A modern managementconcept such as Total Quality Managelnent (TQM) helps the students

to improve the quaity of products and services to achieve maximum customer satisfaction. The concept
ofTQM is most apolicable to companies and organizations that are heavily department- focused. In such
organizations, the left hand often doesn't know what the right hand is doing, as the saying goes, and inter-

department struggles negatively affect how customers' needs and wants are met.

Course Outcomes.
On the completion of this course the student will be able to:

COI : Memorize alki understand the tools and techniques of Total Quality Management.
C02: Apply the philosophy and techniques of TQM in organizations' endeavor for continuous
improvement.

importance of continuous improvement in process for maximizing customer'sC03: Analyze the

satisfaction and employee involvement.
C04: Evaluate the ofTQM practices optilnum performance and benchinarking.

Detailed Syllabus

UNIT-I

Basics Concepts of' Quality: Definition of Quality, Dimensions of Quality, Quality Planning, Quality
costs -Analysis Techniques for Quality Costs, Basic concepts of Total Quality Management, Historical
Review, Principles of TQM, Leadership - Concepts, Role of Senior Managennent, Quality Council,
Quality Statennents, Strategic Planning, Denling Philosophy, Barriers to TQM Itnplennentation.

UNIT-II
TQM Principles: Customer satisfaction - Cust011)er Perception of Quality, Customer Complaints, Service

Quality, Customer Retention, Employee Involvement - Motivation, Empowennent, Teams, Recognition
and Reward, Performance Appraisal, Benefits, Continuous Process Improvement - Juran Tiflogy, PDCA
Cycle, 5S, Kaizen, Supplier Partnership - Partnering, sourcing, Supplier Selection, Supplier Rating,
Relationship Development, Performance Measures - Basic Concepts, Strategy, Performance Measure.
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UNIT-III

Statistical Process Control: The seven tools of quality, Statistical Fundamentals - Measures of central
Tendency and Dispersion. Population and Sample, Nonnal Curve, Control Charts for variables and
attributes. Process capability, Concept of six signva. New seven Management tools.

UNIT-IV

TQM Tools: Benchmarking - Reasons to Benchmark, Benchmarking Process, Quality Function
Deployment (QFD) - House of Quality, QFD Process, Benefits, Taguchi Quality Loss Function, Total
Productive Maintenance (TPM) - Concept, Improvement Needs. Quality System: Need for ISO and
Other Quality Systems, ISO 9000:2000 Quality System - Elements, Implementation of Quality Systeln,
Doctllnentation, Quality Auditing, TS 16949, IS() - Concept, Requirements and Benefits.

RECOMMENDED READINGS:

2

4.

5.

7.

9.

Bestertield Dale H, Quality Control, Pearson Education.

Charantimath, P. , Total Quality Management, Pearson Education.

Bedi, Quality Managennent, Oxford University Press.

Juran J. M. and Gryna, Jr. F.M., Quality Planning and Analysis, TMH, New Delhi
Ronald G Day, Quality Function Deployment, TMH, New Delhi..

Evan LR. , Total Quality Management, Excel Book, New Delhi.
Hansan B.L. andGhare, P.M. Quality Control and Application, PHI.

I-lagan, Managennent of Quality, Oxford University Press.

Juran .1 M and Frank M Gryna, Quality Planning andAnalysing, TMH, New Delhi.

Mapping Matrix of Course: 243MGDSE4
erable l: CO-PO & CO-PSO Matrix for the Course 243MGDSE4: Total Quality Management

cos

COI
C02

C04
Average

POI

3

3

2

3
2

P03

2

2

2
3

2

2

2

3

2.25
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p 06

3

2

2

P07

2

2

2

1.75

P08
2

2
2

3

2.25

PSOI

3

2

2
2

2.25

PS02

2

2
2

3

2.25



Credits: 3

Customer Relationship Management
Course Code:

External Marks: 50
Internal Marks: 25

Tilne Allowed: 2 Hrs.
Type ofCourse: Specialization Specific Elective Course (Marketing)

Course Objectives:

This course aims to enable the students to apply the idea of custonner relationship management 101'

customer benefits and the growth of businesses. It emphasizes the critical role played by information
technology in identifying, acquiring, and retaining the customers, and thereby managing a healthy
relationship with them.

Course Outcomes:

On the completion of this course the student will be able to:

COI : Undcrstand the concept of customer relationship management and its significance in a globalized
environment.
C02: Apply theoretical knowledge for effective implementation of CRM processes at organizational
level.
CC)3: Analyze and evaluate the clTectivencss of CRM practices for managing custotner relationships
within the boundaries of ethical conduct.
C04: Evaluate the CRM plans on various qualitative and quantitative parameters.

DETAILED SYLLABUS:
UNIT-I
Introduction — Orig:n, evolution and concept of CRM, strategic illiportance ofCRM, goals of C'RM,
types ofCF.M, CRM Architecture
UNIT-II

field forceOperational CRM — Sales force automation: lead management, contact management,
automation, enterprise marketing automation: market segmentation, campaign management, customer
service and support. contact and call centre operations
UNIT-III
Analytical CRM — Managing and sharing customer data: customer information database, ethics and

legalities of data use, data warehousing and data mining; types of data analysis — online analytical
processing, click stream analysis, collaborative filtering, CRM and business intelligence collaborative

CRM
UNIT-IV
CRM Implementation — Establishing CRM performance monitoring. CRM readiness assessment, systeln.

CRM audit, CRM project managen)ent, enlployee engagernent in CRM project, CRM budget. key

account Inanagement, evaluating CRM return on investinent.
SUGGESTEDREADINGS:

l. Buttle, Francis, Customer Relationship Management — Concept and Tools, Elsevier Butterworth
— Heinemann, Oxford, UK

2. Payne, Adrian, Handbook ofCRM — Achieving Excellence in Cust01nerManagement,
Butterworth — Heinetnann, Ox ford, UK
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3.

4.

Dyche, Jill, The CRM Handbook — A Business Guide to Customer Relationship Management,
Pearson Education, New Delhi
Knox. Siluon, Stan Maklan, Adrian Payne, .Joe Peppard and Lynette Ryal, Customer
Relationship Management, Butterworth — Heinemann, ()xford, UK

Mapping Matrix of Course: Customer Relationship Management
Table I : CO-PO & CO-PSO Matrix for the Course: Customer Relationship Management

cos

COI
C02
C03
C04
Averaoe

POI

2.75

P02 P03

2.5

P05 P06

2.5

34

P07

2.5

P08

2.25

PSOI PSOA-

2.5



Credit: 3

CONSUMER BEHAVIOUR MANAGEMENT
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.
Type ofCourse: Specialization Specific Elective Course (Marketing)

Course Objectives:

The goal of this coarse is to enable the students to improve customer service, customer retention and to

drive sales grow-h through deeper understanding of the process behind consumer buying behavior. It

enables the students to analyze customer data col lected through different channels, or points of contact,
between the customer and the conopany. which could include the company'swebsite, telephone, live chat,
direct mail, marketing materials and social networks.

Course Outcomes:

On the completion of this course the student "ill be able to:

COI : Understand the concept and components of constilner behavior and its relevance in competitive
markets.

C02: Apply theoretical knowledge flor strategic decision Inaking for global market leadership.
C03: Analyze the individual, group and social aspects of consunner behavior for devising strategies to

attain customer delight.
C04: Evaluate ccnsumer behavior under difTerent scenarios for designing a connprehensive marketing

strategy.

DETAILED SYLLABUS:

UNIT-I

Significance and underlying principles of consumer behavior; the basic consumer decision process;
methods of studying consumer behavior; using consunner analysis to build consunner relationships and

loyalty

UNIT-II
Pre-purchases processes; consumer resources and purchase decision process; post-purchase behaviour;
consumer demographics and psychographics: personality factors in consumer behaviour; constituer

motivation and its challenges: managing consumer knowledge: consumer behaviour towards new and
innovative products

UNIT-III
Impact of culture, ethnicity, and social classification on consumer behaviour; family influences;
household consumer behaviour; group influences; influence through dyadic exchanges

UNIT-IV
Approaches to attracting consumer attention: managing consumer exposure; process of customer opinion
formation; approacnes to changing consumer opinion; improving consumer memory though cognitive
learning and retrieval; brand recognition and recall measures.
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SUGGESTEDREADINGS:
Blackwell,R E et. al, Consutner Behaviour, Th01nson, South-Westem, New Delhi

Kardes K, Consumer Behaviour and Managerial Decision Making, Pearson Education, New
Delhi

Schiffman, L G and Kanuk, L L, Consumer Behaviour, Pearson Education, New Delhi

Ward, Scott and Robertson, T S (eds.), Consumer Behaviour; Theoretical Sources,
Prentice-Hall, Englewood Cliffs, N J

Mapping Matrix of Course: Consumer Behaviour Analysis
Table 1: CO-PO & CO-PSO Matrix for the Course: Consumer Behaviour Analysis

cos

COI
C02
C03
C04
Average

POI

2.75

P02 P03

2.5

POS P06 P07 P08 PSOI

2.25

36

PS02



Credit: 3

Security Analysis and Portfolio Management
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Discipline Specific Elective Course (Finance)

Course Objectives: This course enables the students to calery out the analysis of various tradable

financial instruments, to help a financial expert or a security analyst to determine the value of assets in a

portfolic. Security analysis is a method which helps to calculate the value of various assets and also find
out the efféct of various market fluctuations on the value of tradable financial instrulnents (also called
securities).

Course Outcomes: On the completion of this course the student will be able to:

COI: Develop understanding of working of the financial markets for preparing financial plans at

individual and organizational level.

C02: Apply theoretical knowledge for computation of risk and return on securities for sound financial
decisions.

COB: Analyze and evaluate the profitability of the porttölio through fundamental and technical analysis
for measur ng trends of the market.

C04: Crea-.e an optimum portfolio using ethical practices and to revise as per the market situation.

Detailed Svllabus:

UNIT I

Introduction: Basic concepts, Investnoent Objectives, Investnoent Process: Investment Styles: Contrarian
and Momentum Styles; Investment Opportunities; Types of Securities; Real Assets and Mutual Funds:
Risk and Return Analysis: Systematic and Unsystematic Risks, Risk Measurement, Minimizing Risk
Exposures; Investment vs. Gambling and Specialization.

UNIT 11

Theories of portfolio selection and management- Markowitz portfölio theory: optimal portlölio, meanino
and construction of efficient frontier, investors' utility; CAPM: capital asset pricing model, risk-free and
risky lending and borrowing, market portfolio; capital market theory: CML, SML and Sharpe Single
Index Model; Arbitrage Pricing Theory (APT).

UNIT Ill

Bond portfölio managementstrategies —bond characteristics, fundamentals of bond valuation, bond &
equity portfolio managementstrategies: passive portfolio strategies & active portfolio strategies.

UNIT IV

Portfolio Revision: Need and Constraints, Portfolio Revision Strategies and Formula Plans Portfolio

Performance Evaluation: Risk adjusted methods - Sharpe, Treynor's and Jenson's Performance Index;
Componen-.s of Portfolio Performance: Market Tilliings, Stock selectivity and Diversification.
Benchmark Portfolio.

SUGGESTEDREADINGS:
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Bhalla, V. K. , Investment Management: Security Analysis and Portfolio Analysis, S. Chand,
New Delhi.
Chandra, Prasanna, Investment Analysis and Portfolio Management, McGraw Hill Education,
New Delhi.
Fischer, Donald E. and Jordon Ronald J., Security Analysis and Portfölio Management, PHI,
New Delhi.
Ranganatham, M. &Madh111nathi. R.. linesllnent Analysis and Portfolio Management, Pearson

Mapping IVIatrix of Course: Security Analysis and Portfolio Management
Table 1: CO-PO & CO-PSO Matrix for the Course: Security Analysis and Portfolio Management

cos

COI
C02
C03
C04
Aun•age

POI P02 P03 1>04 P05 1)07 1)08 PSOI PS02

2.5 1.5 2.25 225
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Credit: 3

Management of Financial Markets and Institutions

Course Code:
External Marks: 50
Internal Marks: 25

Time Allowed: 2 1-Irs.
Type of Course: Specialization Specific Elective Course (Finance)

Course Objectives: Financial markets have been increasingly influenced in recent times by financial
innovatioms in terms of products and instruments, adoption of modern technologies, opening up of the
market to the global economy, streaming of the regulatory framework and so on. Many innovative
financial products are introduced to cater to the varied requirements of both corporate and individual

customers. In this changing financial scenalio, this course will equip thc students with the understanding
and application of the broad framework of the financial system, its constituents, their linkages and the
regulat01-y mechanism under which it operates. The course content includes a study of the financial
markets, financial intermediation and different financial services.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Understand tae structure of thc Indian Financial System and regulatory frannework.
C02: Apply knowledge to interpret thc role of financial institutions for inclusive econonnic developnnent.

C03: Analyze the role of regulatory bodies in protecting the financial interest of the public within the
boundaries of ethical conduct.
C04: Evaluate the functioning of financial institutions and franle strategies for increasing their global

competitiveness.

DETAILED SYLLABUS:
UNIT-I
Financial Services: salient features, scope and problems; mutual fimds; venture capital financing;
regu atory and theoretical framework of leasing; issue managennent activities/procedures of Inerchant
banking.
Unit-II

Credit rating; factoring and forfeiting; housing finance: merger/anmlgamation and acquisition/takeover;
debt securi--ization
UNIT-III
Development Banks - operational policies and practices of IDBI- ICICI, IFCI, SIDBI•, EXIM BANK:
UT I; LICI; segments/instruments ofmoney market.
tJNIT-rv
Mechanism of security trading, NSE, OTCEI, scripless trading, deposit01Y system and custodial

services; SEBI— its objectives, functions and powers. mechanism of Connnodities trading.
SUGGESTEDREADING:

2.

3.

4.

5.

Bhole, L. M., Financial Institutions and Markets , Tata McGraw Hills, New Delhi
Khan, M. Y., Financial Services, Tata McGraw Hill, New Delhi
Pathak, Indian Financial System, Pearson Education
Khan, M. Y. , Indian Financial System, TataMcGraw Hill, New Delhi
Machiraju, H.R., Indian Financial System, Vikas Publishing House
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Mapping Matrix of Course: Managementof Financial Services and Institutions

Table l: CO-PO & CO-PSO Matrix for the Course: Management of Financial Services and
Institutions

cos

COI
ccn
C03

Average

POI

2.25

P02

2.25

P03 1>04

2.5

P05 P06 P07

1.5

P08

2.25

PSOI PS02

2.25



Credit: 3

Compensation and Benefits Management
Course Code:

External Marks: 50

Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Human Resource Management) Course

Objectives:

Course is designed to provide the students with a thorough knowledge of various methods and practices
of Compensation Management. It enables students to understand and perform job evaluation for various
job positions of different fields. It also serves to develop and strengthen the overall analytical skills 01'
students Related to various HR Functions.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Explain the iundamental components, tools, and techniques of compensation systems.

C02: Apply compensation concepts to address and solve real-world organizational challenges.

C03:Analyze and evaluate organizational compensation structures using relevant industry cases and
benchmarks.

C04: Design equitable and strategic compensation systems that balance organizational goals with
employee expectations.

DETAILED SYLLABUS:

UNIT -I: Introduction to Compensation and Job Analysis

Concept and objectives of compensation management. Components of total rewards: monetary and non-
monetary. Strategic role of compensation. .10b analysis: process, methods of data collection. preparation
of job descriptions and job specifications. Designing job analysis questionnaires. Guidelines for
conducting job analysis interviews. Role ofjob analysis in compensation decisions.

UNIT-II: Job Evaluation and Pay Structure Design
Job evaluation: objectives, methods (ranking, classification, point factor, factor comparison. Development
and application of compensable factors. Designing base pay structure: internal equity and external

competitiveness, establishing pay grades, pay ranges, single and multi-tier pay structures. Broad banding
and pay compression. Pay policy line and market pricing. Factors affecting pay structure decisions.

UNIT-III: Performance-Based Pay and Incentive Systems
Linking pay to performance. Designing performance appraisal systems for compensation purposes. Types
of pertörmance-based pay: merit pay, individual and team incentives, sales incentives. Short-tern)
incentive plans: bonuses, piece-rate systenns, profit-sharing, Scanlon and Gainsharing plans. Long-terna
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3.

4.

5.

6.

incentives: defened compensation, stock options, ESOPs, retention bonuses. Legal and ethical issues in
perfornnance-linked pay.

UNIT-IV: Benefits and Social Securitv
Statutory benefits: provident fund, gratuity, enil)loyee state insurance, maternity benefits, leave policies.
Voluntary benefits: health insurance, wellness progranos, flexible benefit plans. Designing and managing
en)ployee benefits plans. Retirement and pension plans: defined benefit vs. defined contribution,
superannuation, NPS. International perspectives on compensation and benefits. Emerging trends in
conlpensation management.

SUGGESTED READINGS:

C01npensation Management in a knowledge- based world, Richard I. Henderson, Pearson
Education

Connpensation planning, George T Millkovieh & Jerw Newmann, McGraw Hill Publication
Compensation and reward Inanagement, B. D. Singh, Fxcel Publication
Aswathappa. K. (2()01 ). Human resource & personal management(text & cases). New Delhi: Tata
McGraw-Hill.
Vlamoria, C. B., & Gankar, S. V. (2002). Personal management(text & cases). New Delhi: Tata
McGraw-Hill.
Rao, T. V. (2() 15). Perförmance Managelnent: Toward organizational excellence. Sage
Publication.

Mapping Matrix of Course: Compensation and Benefits Administration
Table 1: CO-PO Matrix for the Course: Compensation and Benefits Administration

cos
COI
c02
C03

Averag
e

POI
3

3

2

2.5

P02
2

2
3

3

2.5

P03

2

2
2

1.75

P04
2

2

2.25

P05
2
3

2

3

2.25

1>06

3

2
3

2.5

P07
2
3

2

2

2.25

P08
2

3
2
3

2.5

PSOI
2

3
3
2

2.5

PS02
2

3
2

3

2.5
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Credit: 3

Learning and Development
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Human Resource Management)

Course Objectives:
Learning and development is a systematic process to enhance an employee's skills, knowledge, and
competency, resulting in better performance in a work setting. Specifically, learning is concerned with the
acquisition of knowledge, skills, and attitudes. Development is the broadening and deepening of
knowledge in line with one'sdevelopment goals. The goal of learning and development is to develop or
change the behavior of individuals or groups for the better, sharing knowledge and insights that enable
thenn to do their work better, or cultivate attitudes that help them perförm better.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Develop an understanding of training and development methods and their suitability in learning

organizations.
C02: Apply knowledge to convert a mechanistic organization into a leaming organization for its

environmental adaptability.
CC)3: Analyze the significance ofon job and olTjob training noethods under different scenarios value
based learning.
C04: Evaluate the various training models and design sound training plans for global leadership.

UNIT-I
Introduction to Employee leaning and Development, leaming, Meaning and significance, The Forces
Influencing Working and Learning, classification of learning capabilities, learning theories-
Reinforcement Theory, Social Learning Theory, Goal Theories, Expectancy Theory, Adult Learning
Theory, pedagogy and andragogy; The basic principles of learning, The Learning Process , Mental and

Physical Processes, The Leaming Cycle, Instructional Emphasis for Learning Outcomes.
UNIT -11
Training and Learning: Introduction, Relationship, meaning, Designing Effective Training, Forces
influencing working & learning, Strategic Training, Work Environment, Characteristics influencincy

transfer of training, organizational environments encouraging transfer.
Training Needs Analysis: Meaning and significance of training needs, types of needs, components of
neecs, data collection, analysis and interpretation. Meaning and significance of training design and
development, principles of training design, design process, identifying the training objectives,
determining structure, content, duration, method, learning activities,

UNIT - 111

Training implementation & Methods: Meaning and significance of ilnplementation, making or buying
decision, ilnplementation process for Inal<ing and buying decisions, skills of effective trainer.Training
Methods: Presentation Methods, Hands-on Methods, Group Building Methods. Choosing Training
methods. E-Learning & Use ofTechnology in Training: Technology's Influence on Training, Technology
& Multimedia, Computer-Based Training, Developing Effective Online Learning, Blended Learning,
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Simulations, Mobile Technology & Training Methods, Intelligent Tutoring Systems, Distance Learning,
'Fechnologies for Training Support, Technologies Training Adnninistration, Learning Management
Systems (LMSs), Systems for Training Delivery, Support & Administration, Choosing New Technology
Training Methods. Outward bound methods: Meaning and significance ofoutward bound learning (OBL)
methods, process ofOBL, risk, safety and ethical issues. Training aids.

UNIT-IV
Training Evaluation: Meaning, Reasons for Evaluating Training and significance of training evaluation.
Donald Kirkpatrick's Evaluation Model, Return on investment in Training, Types of Evaluation Designs,

Considerations in Choosing an Evaluation Design, data collection for training evaluation, Threats to

Validity, Determining Costs, Evaluation Practices in different organizations, Measuring Human Capital

and Training Activity

Recommended Readings:

3.

4.

5.

7.

8.

9.

10.

II.
12.

Robbins, S.P. and Decenzo, D.A. Fundamentals ofManagement, Pearson Education

Hellreigel. Management, Thomson Learning, Bombay
Koontz, H and Wechrich, H; Management, Tata McGraw Hill
Stoner, J et. al, Management, Pearson Education
Robbins and Coulter, Management, Pearson Education
Pravin Durai, Principles of Management, Pearson Education.
Satya Raju, Management — Text and Cases, PHI, New Delhi
Richard L. Daft, Management, Thomson South-Westenl
Nelson. Debra L and James C Quick, Organizational Behavior, Thomson Leaming
I lellgiegel, D and J.W. Slocum, Organizational Behavior, Thomson Leaming
Luthans, Fred, Organizational Behavior. McGraw Ilill, New York
New Storno and Keith Davis, Organization Behavior. T VIVI, New Delhi

Mapping Matrix of Course: Learning and Development
Table 1: CO-P() & CO-PSO Matrix for the Course: Learning and Development

cos

COI
C02
C03
C04
Average

POI

2

2

2.5

p02

3

3

2.5

P03 P04

3

2

2

3

2

2.25

P05

2

2

3

2.5
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P06

3

2.5

P07
2

3

2

2

2.25

P08

2

3
2

3

2.5

PSOI

2

3

3
2

2.5

PS02

2

3

2

3

2.5



Credit: 3

Type of Course:
Management)

Course Objectives:

Procurement and Logistics Management
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Specialization Specific Elective Course (Operations and Supply Chain

Procurement and Logistics Management includes a broad area that covers both manufacturing and service

industries, involving the functions of sourcing, materials managennent, operations planning, distribution,
logistics, retail, demand forecasting, order fulfillnnent. and Inore.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Acquire knowledge on Procurement and Logistics Managelnent for managing the supply chain.
C02: Apply the tools and techniques of procurennent and logistics for sn)00th tunctioning ofvalue based
supply cha-n.
C03: Analyze the role of various logistics strategies for relationship development in Supply Chain
Management.
C04: Evaluate the dynamics of physical procurement and distribution functions.

Detailed Syllabus:
Unit -I

Introduction to Procurement and Logistics Management; Factors affecting Procurement and Logistics

Management, Decision making in Procurement and Logistics Management; P & L strategies; Denland
Forecasting, Qualitative & Quantitative Forecasting methods: Designing of processes and types of
Process.
Unit-II

Facility Capacity : Capacity Strategies; evaluation of capacity alternatives: analyzing capacity planning
decisions; facility location; Factors, types and location planning Inethods, facility layout; Operation
facility layout; types and layout decision models, Material Handling and packaging and Managing
Quality, JIT and Lean production in operations Inanagement.
Unit-III
Introduc:ion to supply chain management; global optimization; future trends in supply chain
management; increasing supply chain responsiveness, Logistics; logistical operation in supply chain
management, Supply chain synchronization, model and data validation, Logistic renaissance and logistics
strategy & Decision Models, Logistic design and operational planning, network integration, managing
operation across the supply chain.
Unit-IV

Procurement Process and sourcing decision; procurement process perspective, strategies & trends in

procurement, The sourcing decision and strategies, E- Procurennent, risk and benefits of outsourcing.
Inventory, role and importance of invent01Y in supply chain Management. Customer value and supply
chain Management, perföl*lnance measure Ineasurement along supply chain, Social issues & Relationship
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dexælopment in S.C.M.

SUGGESTEDREADINGS:
l. Bozarth, Cecil C. & Handfield, Robert B.; Introduction to Operations and Supply Chain

Management: Pearson Education: New Delhi
2. Wisner, Joel D, , Leong, G. Keonu& Tan, Keah- Choon: Principles ofSupply Chain

Managelnent — A balanced approach; Tholuson Learning; New Delhi
3. Gaither, Norman & Frazier, Greg; Operations Management; Thomson Learning; New Delhi
4. Mahadevan, B.; Operations Management — Theory and Practice; Pearson Education; New Delhi
5. Krajewski, Lee J. & Ritzman, Lat-ry P.; Operations Management— Processes and Value Chains;

Pearson Education; New Delhi
Mapping Matrix of Course: : Procurement and Logistics Management

Table I: CO-PO & CO-PSO Matrix for the Course: Procurement and Logistics _Management

1.5

cos

COI
C02
C03

Averaoe

POI

2.25

P03

2.25 2.25

P06

2.25

P07

2.25

P08

2.25

PSOI

2.252.25
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Credit: 3

Supply Chain Performance Management

243MGOSCM2
External Marks: 5()

Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Operations and Supply Chain
Management)

Course Objectives: Supply chain Perfönnanee Inanagement is a vital part of a cornpany's efficiency. A
reliable supply chain strategy prevents downtime and helps to forecast future success. As we consider
how raw materials and the product lifecycle affect areas like the environment, population growth, and
the =uture of a company, we must consider how components of supply chain network are perfomling by

bringing all the work together to produce sustainability.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Understand the key concepts and models of supply chain performance management and functions

of elements of the supply chain.

C02: Apply the techniques of demand planning and forecasting, inventory nnanagement, and

transportat on for smooth functioning of the supply chain.

C03: Analyze the role of technology in supply chain performance management.

C04: Evaluate the effectiveness of design performance metrics.

DETAILED SYLLABUS:

UNIT-I

This includes the definition of supply chain management, its evolution, and key components like
sourcing, manufacturing, logistics, and customer service, strategic alignment, competitive cost analysis,
capacity s zing, and the strategic role of different supply chain decisions. Understanding demand
patterns, fcrecasting techniques, and managing demand variability in a supply chain

UNIT-II

Inventory models (Newsboy, Base-stock, (Q,r)), multi-echelon inventory, and the bullwhip
effect. Transportation, warehousing, order processing, and the role of information technology in
logistics. Supplier selection, contract negotiation, and managing relationships with supplier. Production
plai*J1ing, capacity management, and the different types ofmanufacturing processes.

UNIT-III
Identifying key performance indicators (KPIs), using tools like the balanced scorecard, and measuring
performance in different functional areas. Supply Chain nnetrics related to cost, delivery, quality, and cust01)) v

service.

UNIT-IV

Idertifying best practices, using benchnnarl<ing techniques, and implementing continuous innprovenn It

initiatives. Identifying, assessing, and mitigating potential risks in the supply chain. use of ERP systel s.
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warehouse Inanagement systems, and other technologies to improve efficiency and visibility application of I

principles and six sigma methodologies to improve efficiency and reduce waste.

SUGGESTEDREADINGS:
Arntzen, B. (2013) MIT Center for Transportation & Logistics, Hi-Viz Research Project.

Fisher, M. (1997) "What Is the Right Supply Chain 'for Your Product?" Earvard Business

Review.

Olavsun, Lee, &DeNyse (2()1()) "A Poltfolio Approach to Supply Chain Design,"

Supply Chain Management Review. Adapted from Sheffi (2010) ESD.260 Course Notes

Mapping IMatrix of Course: Supply Chain Design and IVIanagement

Table I: CO-PO & CO-PS() Matrix for the Course: Su I Chain Design and Mana ement
cos

COI
C02

C04
Average

POI

2.5

P02

2.25

P05 P06 P07

2.25

P08

2.25

PSOI

2.25

PS02

2.252.25
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Credit: 4

Fourth Semester

Entrepreneurshipand Innovation

Course code:
External Marks: 70
Internal Marks:

Time Allowed: 3 Hrs.

Type of Course: Core Course

Course Objectives:

The course provides a framework for comprehending the process of forming and leading creative
businesses. This will prepare students to deal effectively with changing market and client needs as they

become more sophisticated and knowledgeable. Entrepreneurship has a significant impact on the
countrys economic growth and development. The dynamic of the corporate world is shifting in tandem
witli the global econolny. The goal of this course is to instill and ignite an entrepreneurial spirit in pupils.

Course Outcomes:
On the completion of this course the student will be able to:

CO : Identify and understand various constituents and environmental factors for innovation and

entrepreneurship development.
CC)2: Apply SWOT analysis for internal and external environmental asscssnnent for devising a creative
strategy for feasible business plans, within ethical boundaries.
CC)3 : Analyze feasibility of businesses under the constantly changing global environment for sustainable
global competitiveness.
COL: Evaluate the altematives in order to be able to create successful business plans.

DETAILED SYLLABUS:
UNIT-I
Entrepreneurship: India's stanup evolution, Concept, trends, benefits; Rural entrepreneurship, social
entrepreneurship, women entrepreneurship; role of entrepreneurship in economic development;

Entrepreneur: characteristics, Entrepreneurial decision process, functions, need for an entrepreneur, types
of entrepreneurs.
UNIT-II

— sources of new ideas, methods of generating ideas,Star-ing the venture: generating business idea

creativc problem solving, opportunity recognition; environmental scanning, competitor and industry

analysis; feasibility study — market feasibility, technical/operational feasibility, financial feasibility:
drawing business plan; preparing project report; Business plan- How to develop it, what all should it

have, what it shouldn't have presenting business plan to investors

UNIT-III
Need for finance, sources of finance, Venture capital, Nature and Overview, Venture capital process,
locating venture capitalists; Functional Plans: Marketing Plan- Market Segmentation, Market sizing,
pric;ng strategy; Organizational Plan- f01-m of ownership, designing organization structure, job design,

manpower planning and Financial Plan.
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UNIT-B'
Project Planning & Project appraisal: legal issues — Intellectual property rights patents, trademarks,
copyrights, trade secrets, licensing and franchising; Teann Fornnation, Teann Work Planning; Role of
Governnunt in Pron10ting Entrepreneurship; Entrepreneurial environment: factors affecting

entrepreneurship growth, entrepreneurial motivation: Digital haves and Have-nots, Digital economy as a
resource.

DETAILED SYLLABUS:
l, Holt, David H. Entrepreneurship: New venture creation. prentice hall, 1992.
2. Entrepreneurship in Action, PHI B.K. Mohanty, Sangram Publication, 2005
3. Jayshree Suresh, Entrepreneurial Developinent, Margham Publications, 2015
4. Poornima M Charantimath, Entrepreneurship Development Sinall Business Enterprises, Pearson

Education, 2()06.
5. Mohanty, Sangram Keshari. Fundamentals of entrepreneurship. PHI Learning Pvt. Ltd., 2005.

Mapping Matrix of Course: Entrepreneurship and Innovation

Table l: CO-PO & CO-PSO Matrix for the Course: Entrepreneurship and Innovation
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COI
C02
co-3

Average

POI

2

2

2.5
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2.25
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Credits:4

Business Environment and Sustainability
Course Code:

External Marks: 70

Internal Marks: 3()

Time Allowed: 3 Hrs.

Type of Course: Core Course

Course Objectives:

With sustainability Increasingly becoming a pan of corporate strategy and operations in today's business
world, this course aims to instill the core concepts of sustainable Ilianagenunt in its students and to enable
them to spread sustainability through the development of innovative products, solutions, and business
models alongside learning about the core business environment.
The course focuses on skill development and a thorough understanding of topics that will aid in the

implementation of tuture sustainable company development methods.

Course Outcome:

COI : Understand the internal and external components ofthe business environment for global sustainable
development.
C02: Apply the knowledge of the business environment for creating sustainable ecosystenns and

application of sustainable practices at both individual and organizational levels.
C03: Analyze the risks and opponunities that globalization brings to company, as ell as the push

towards more sustainable corporate practices.
C04: Evaluate how to put essential sustainable business ideas and practices by profiling business
instances in various areas.

Detailed syllabus:

UNIT- 1

Nature and structure of business environment; macro and noicro indicators; assessing risk in business
environment; enlerging sectors of Indian econolny•, relative size and growth of public and private

sectors and sustainability.
UNIT-II
Design and strategy ofeconomic reforms; current state of growth and investment; interest rate structure

and
present monetary policy; fiscal environment; current inflationary position and its impact on business

sector; competitive environment; legislation for anti-competitive and unfair trade practices: sustainable

consumer
and investor protection.

UNIT-III
in Cras tructu reCurrent industrialization trends and industrial policy: environinent tor the SME sector;

development and policy: public sector refonns and performance; public -private partnership; intellectual
propeny regime and the R&D environment; trends in service sector growth; banking reforms and

challenges; business opportunities in the rural sector with sustainability goal.
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UNIT-IV
Globalization trends and challenges; balance of payments trends; environment for foreign trade and
investment: exchange rate movements and their impact; India's competitiveness in the world economy:
external influences on India's sustainable business environment.
SUGGESTED READINGS:

3.
4.

Pritwani, K. (2019). Sustainability of Business in the context of environmental management.
CRC Press.

Molthan-Hill,P. (2017). 2tldEdition. The business student's guide to sustainable management:
Principles and practice. Routledge. Green Leaf Publishing.
Cherunilam, F. (2021 Business environment. Himalaya Publishing House Pvt. Ltd.
Weybrecht, G. (2010). The SustainableMBA: The manager's guide to green business. John
Wiley & Sons.

Starik. M.. Kanashiro, P.. & Collins, F. (2() 17). Sli.stainability managementtextbooks:
Potentially necessary, but probably not sufficient.

Mapping Matrix of Course: Business Environment and Sustainability
Table 1: CO-PO & CO-PSO Matrix for the Course: Business Environment and Sustainability

cos

COI
c02
C03
C04
Averaue

POI P02 P03 P04 POS

2.25
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Credits: 3

Global Marketing
Course code:

External Marks: 50
InternalMarks: 25

Time Allowed: 2 Hrs.

Type of Course: Discipline Specific Elective Course (Marketing)

Course Objectives:
The basic objective ofthis course is to acquaint the students with environmental, procedural, institutional and
decisional aspects of global marketing.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Understand and describe the concept & need of global marketing and basic global market entry
strategies. C02: Apply their knowledge to identify the emerging issues and developments in global

marketing.
C03: Analyze and differentiate the marketing practices at domestic and global level. C04: Evaluate the
marketing mix strategy of a company connpeting at global level.

DETAILED SYLLABUS:

UNIT-I
(ilobal Marketing- Introduction, Drivers towards globalization, Global marketing objectives; Initial modes
of entry; Process of international marketing Cillture and Global Marketing- Cultures across countries,
Culture and negotiations.
UNIT -11

Country Attractiveness- Environmental research, Entry evaluation procedure, Country data sources,
Forecasting country sales and market share. Local Marketing- Understanding local customers, Local
tuarketing in mature markets and growth markets.
UNIT-III
Global Segnwntation and Positioning- Global noarket segnnent, •pargeting segnoents, (Global product
posit.oning. Global products- Standardization versus Adaptation, Developing new global products, Global
brand management.
UNIT-IV
Global Pricing- Pricing policy and strategy, Transfer pricing, Counter trade. Global Distribution Local
channels, Wholesaling and retailing, Global logistics, EtTects ofparallel distribution. Global Advertising
and Promotion- Global advertising decision, Elements of global advertising, Global sales promotion: E-

commerce as a tool of global marketing.

RECOMMENDED READINGS:
l. Warren, J. Keegan, Global MarketingManagement, Pearson Edu/PHl, New Delhi
2. Johansson Johny, Global Marketing: Foreign Entry, Local Marketing and Global Manctgement,
McGraw Hill.
3. Sa« Onkvisit and John Shaw, International Marketing (analysis ancl Strategy), PHI.

4. Phillip R. Cateora, International Marketing, TataMcGraw Hill.
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5. Vern Terpestra and Ravi Sarathy, International Marketing, Thomson
6. R. L. Varshney and B. Bhattacharya, International Marketing, Sultan Chand Publications.

Mapping Matrix of Course: Global Marketing

Table l: CO-PO & CO-PSO Matrix for the Course: Global Marketing

cos

COI
C02
C03
C04
Average

POI

2.5

1>02

2.25

P03

1.75

P04 P05 P06

2.25

POI

2.5
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2.25
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2.25
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2.5



Financial Technology

Course code

Credits: 3
External Marks: 50

Internal Marks: 25

Time Allowed: 2 hours

Type of Course: Discipline Specific Elective Course (Financial Management)

Course Objectives:

Course is designed to provide the students with a thorough knowledge of various methods and practices of Financial

Technology. It enables students to understand and use financial technologies for solving financial problems. It also serx es t

develop and strengthen the overall analytical skills of students global fintech sector problelns.

Course Outcomes

On completion of this course, the student will be able to:

COI: Understand fundamental concepts in financial technology and its ecosystem.

Apply core fintech technologies in solving financial problenns and designing digital solutions.

COB: Analyze various fintech domains, einerging business 1110dels, and regulatory frameworks.

C()4: Evaluate strategic challenges, risks, and trends impacting the global fintech sector.

Unit 1: Introduction to Fintech and Digital Transformation

Foundations of fintech, Fintech ecosystem and stakeholders, Regulatory fi•atneworks and conlpliance basics

Digital financia_ infrastructure (open banking, APIs, payment systen)s)

Unit 2: Core Fintech Technologies and Applications

Data analytics in finance, Progranuning basics for finance (Python; R ), Financial in fornhltion systems

Blockchain, cryptocurrencies, DeFi, and tokenization, Cybersecurity in fintech

Unit 3: Fintech Domains and Emerging Business Models

Digital banking and payments, Lending and credit innovation, WealthTech and InsurTech, Regulatow technology (RegTec

KY C/AML automation

Unit 4: Strategic Challenges and Future Trends

A1 and machine learning in finance, Fintech product nnanagennent and design, Risk manauennent and legal aspects, Global

trends, CBDCs, sustainable and ethical fintech
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uggested Readings

3.

4.

5.

6.

7.

Arner, Douglas W., Barberis, Janos, & Buckley, Ross P., The RegTech Book

SchuefTel. Patrick, Encyclopedia of Financial Technology and FinTech
Chishti, Susanne, & Barberis, Janos, The FINTECH Book

Innan, Nick, Introduction to FinTech: Transliorming "l echnology, Transforming Finance

Tapscott. Don & Alex, Blockchain Revolution

Hull, John C., Risk Management and Financial Institutions

Narayanan, Arvind et al., Bitcoin and Cryptocurrency Technologies

lapping Matrix of Course :242.......
'able 1: CO-PO & CO-PSO Matrix for the Course •

Financial Technology
cos

COI
C02
C03

vera e

POI P02 P03

2.25

04

2.25

P05

2.25
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56

P07 P08

2.5

sor PS02

2.25



I-ilk-TECH
Course Code:

edits: 3

ximumTheory Marks: 75
External Marks: 50 marks
Internal Marks: 25 Marks
Time Allowed: 2 Hrs

urse Type: Discipline Specific Course

urse Description:
is course explores the integration of technology in Human Resource Management, with an emphasis on dizi
nsförmation, automation, analytics, and legal frameworks. It equips students with both conceptual clarity and practi
Ils to manage and lead HR tech implennentations across diverse organizational setups. The course also critical

T

sl

tl

sl

C

II
(l

U

R

T

lillines emerging platforms and their impact on workforce engagement, recruitment, developnent, and conlpliance
digital age.

tructions for Paper Setter: The question paper shall be divided into two sections. Section 'A' shall conoprise fi
_)rt

answer type questions from the whole of the syllabus carrying two marks each, which shall be coynplllsory. -l

•wer to each question should not exceed 100 words normally. Section 'B' shall comprise 8 questions (2 questio s

m each unit) 10 marks each. All the questions need to bc mapped with Course Outcomes (COs) and need to

•cilied in the question paper against each question. The students will be required to attempt four questions
ecting one question from each unit. All questions will carry equal marks.

urse Outcomes: - After completing the course, students will be able to:

) l: Explain the evolution, components, and scope of HR Tech in digital HR management.
)2: Analyze and compare the functionality ofmajor I-IR Tech tools (HRIS, ATS, CMS, etc.)
3: Apply data aralytics and HR dashboards för decision-making across employee lifZ•cycle.
)4: Evaluate the ethical, strategic, and legal aspects of A1 and automation in HR practices.

C )URSF. CONTENTS:

it 1: Foundations of HR Technology and Digital HR
4.() and the Digital Shift in People Management, HR Tech Ecosystem- Startups, SaaS, and Enterprise Sollitil

Lillian Resource Information Systems)- Features & Implementation, Cloud-based HR Platforms- Workday, Oracle, I
SAP SuccessFactors,Digital Employee Experience (DE X) Design.

it 2: Talent Acquisition, Performance & Engagernent Tech

in Recruitment- Chatbots, Resume Parsers, and Video Interviews, Applicant Tracking Systems (AT S)- Freshteatn.

cruitee, Gamification & Real-Time Feedback Tools (Empuls, OfficeVibe, Glint), OKRs, Continuous Feedback Sy.
ch-based Appraisals, Virtual Onboarding and Engagement Analytics.

it 3: HR Analytics, Learning Platforms & Future Work Tools
57
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II

R

B

S

4

6

II

Data- Collection, Analysis, and Visualization, People Analytics: Attrition prediction, Sentiment analysis, Power
.xeel HR Dashboards: Hands-on intro, Learning Management Systems (LMS): Moodle, Coursera for Business,
aptive learning, A1-based L&D planning, HIR Tech in Metaverse and Blockchain in Credentialing.

it 4: Strategic, Ethical & Legal Aspects of HR Tech

le of HR in Tech Strategy- HRBP 2.0 Tech-led Organizational Culture & Change, Responsible A1 and Algorith
IS in HR. Data Protection Laws- GDPR, India DPDP Act. Workplace Surveillance. Vendor Selection & R

E aluation of HR Tech.

ggested Reading:

Stone, Raymond A. , Human Resource Management, Wiley.
Bisen, V.K. and Srivastava, R., "HRD: A Strategic Approach to Human Resource Management", Excel Books.
mt/-Enz, Jac (2()10), The New HR Analytics: Predicting the Economic Value of Your Company's Human Capi II

AMACOM.
Dessler, G. (2020). Human Resource Managelnent, Pearson Education.
Marv, Bernard (201 8), Data-Driven HR: How to Use Analytics and Metrics to Drive Periörmance, Kogan Page.
Digital HR: A Guide to Technology-Enabled Human Resources by Deborah D. Waddill (201 8), CRC Press.

truetions for Internal Examiner: The internal assessnnent should be spread evenly throughout the semester and m st

lude at least 3 independent components including a mid-term exam. Below are the suggested components for 3() Inar s.

teacher has a choice to change these con)ponents as per the need except for the mid-term exam. All the questions
el-terno Exams need to be mapped with Course Outconnes (C()s) and need to be specified in the question paper agai
•h cuestion.

Course Assessment Components
o.

Assessnnent l: Class Participation(CP) And Individual Assessment

Assessinent 3: Case Analysis / Presentation (CAP)/ Group Project (GP) / Role Play /

Live Projects/ Simulation / Worksheet Assessment

Internal Assessnoent (IA) (1+2+3)

End-Term Exaniination (EE)

upping Matrix of Course:
l: CO-PO & CO-PSO Matrix for the Course:

Total Marks (IA+EE)

03

POI

2

2

2

3

2

2

PC)3

2

3

2

P04

2

2

5

P05

3

3
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PC)6

2

2

P07

2

2

2

PSOI

2

3

2

2

Marks/Weightage

10

10

5

670/0

1000/0

PS02

2

3

3

2
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redi(s: 3

Technology and Supply Chain IVIanagement

Course Code:
External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

p

C

C

.S

T
S

T

F

Type of Course: Discipline Specific Elective Course (()perations and Supply Chain Management)

urse Objectives:
is course will equip MBA students with a comprehensive understandingofthe role and integration ofemerging technolo
supply chain nnanagcment, enabling them to analyze, design. and manage supply chains for enhanced efficien
nsparency, and competitiveness in a dynamic global business environment.

•tructions for Paper Setter: The question paper shall be divided into two sections. Section 'A' shall compr:se five sh

wer type questions from the whole of the syllabus carrying two marks each, which shall be compulsory. The answer
•II question should not exceed 100 words nonnally. Section 'B' shall comprise 8 questions (2 questions from each un
I Inarks. All the questions need to be mapped with Course Outcomes (COs) and need to be specified in the questi

per against each question. The students will be required to attelnpt four questions by selecting one question fronn ea
l. All questions will carry equal Illarks.

urse Outcomes: On the completion of this course the student will be able to:

) I : Understand the fundannental concepts and conlponents of supply chain management.
Analyze the impact of technology on various supply chain functions and processes.
Evaluate different digital tools and technologies used in supply chain operations.

)4: Design a technology-enabled supply chain strategy for inoproved performance.

urse Contents:

UNIT 1

ppl)' Chain Management: Concept. objectives of SCM, Key components and processes in a supply chain; Supply chain
Ile chain: Drivers of Slipply chain perforinance: Global trends in SCM: Introduction to Technology in SCM

UNIT II

ehnology and Infornution Systelns in SC M: Role of IT in supply chain integration; Enterprise Resource Planning (E
ppl.y Chain Infonnation Systems (SCIS); Electronic Data Interchange (EDI); Warehouse Management Systems (WMS) ' ld

tnsportation Management Systems (TMS); Applications of technologies in SCM

UNIT Ill
lerging Technologies in Supply Chain: Internet of Things (10T), Arti licial Intelligence (A1) and Machine Learning in SC

B bckehain technology for transparency and traceability, Big Data analytics in forecasting and dennancl planning, Robotics ld

onnation in warehousing and logistics, Cloud coinptlting and SaaS platforms in SCM

S

C

UNIT
ategie and Sustainable SCM: Technology-driven SCM strategies. Supply chain network design and optimization us
ital tools. Risk Inanagement and cyber security in tech-enabled supply chains; Sustainability and green supply chains us

hnology; Ethical and societal implications oftechnology in SCM; Future trends: Digital twins, autonomous vehicles, drol •s:
pstone: Designing a tech-enabled SCM model for a business.
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S READINGS:
Chopra, S.. & Meindl, P. (2021 ). Supply c/lain managenlent.• Strategv, planning, and operation (7th ed.). Pearson.

Pagano, A. M., & Liotine, M. (2019). Technology in supply chain managementand logistics: Current practice

applicat:ons (1st ed.) [Kindle edition]. Elsevier. ISBN 978-0128159569.
Hugos, M. H. (2018). Essentials Q/'supply c/lain managenl('/lt (4th ed.). Wiley.
Stactler, H. , K lger, C. , & Meyr, H. (Eds.). (2()15). Suppl.v chain /nanage;nent and advanced planning: Conce
models, software, and case studies (5th ed.). Springer.

5. Raman, A. IEd.). (2020). Technology in supply chain management and logistics: Current practice and /111

applications. Elsevier.

Instructions for Internal Examiner: The internal assessinent should be spread evenly throughout the setnester and

include at least 3 independent coinponents including a mid-term exann. Below are the suggested components for 25 tuar

A teacher has a choice to change these components as per the need except for the mid-term exam. All the questions of In

term Exams need to be mapped with Course Outcomes (COs) and need to be specified in the question paper against e•, h

question.

S. No. Course Assessment Components

2

3

Assessment l: Class Participation (CP) And Individual
Assessment
Asseslnent 2: Mid-Term Exam (MT E)

Assessment 3: Case Analysis / Presentation (CAP)/ Group
Project (GP) / Role Play Live Projects/ Silnulation /

Worksheet Assessment

Internal Assessment (IA) (1+2+3)

End-Term Examination (EE)

Total Marks (IA+EE)

Marks/ Weightage (0/0)

10 (40% of IA)

10 (40% oflA)

5 (20% of IA)

1000/0

Mapping Matrix of Course: Technology & SCM

T ble 1: CO-PO & CO-PSO Matrix for the Couse: Technolo
cos

COI
C02
€03
C04
Average

POI

3

2

2

2

2.25

1>02

2

2

3

2.25

P03

1

2

2

2

1.75

P04

2

2

3

2.5

P05

3

2

2.25
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& SCM
P06

3

2

2

2.25

P07

2

2

2

2

2

P08

2

2

2

3

2.25

PSOI

2

3

2

2

2.25

PS02

2



Credit: 3

Marketing Analytics

Course code:

External Marks: 54)

Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialization Specific Elective Course (Marketing)

Course Objectives:
Organizations large and snaall are inundated with data about consumer choices. But that wealth of
inforlnation does not always translate into better decisions. Knowing how to interpret data is the challenge
and marketers in particular are increasingly expected to use analytics to inform and justify their

decisions. Marketing analytics enables marketers to Ineasure, manage and analyze marketing
perfornnance to maximize its effectiveness and optimize return on investment (ROI). Beyond the obvious
sales and lead generation applications, marketing analytics can offer profound insights in-.o customer
preferences and trends, which can be further utilized for filture marketing and business decisions.

Course Outcomes:
On the conll)letion of this course the student will be able to:

CO I : Understand and build a brand architecture and how to measure the impact of marketing efforts on
brand value over time, for attaining market leadership.
C02: Apply the concepts of marketing analytics to measure customer lifetime value and use that

infortnation for decision making.

C03: Design and analyze basic experiments to assess the marketing efforts. interpret outputs,
confounding effects and biases.

C04: Evaluate the economic and statistical significance of strategic marketing altelnatives.

DETAILED SYLLABUS:
UNIT I

Marketing Analytics, Introduction to the Marketing Process, Airbnb N'larketing Process, Airbnb's
Strategic Challenue, Airbnb's Marketing Strategy with Data, Using Text Analytics, Utilizing Data to

Illiprove Marketing Strategy, linproving the Marketing Process with Analytics.
UNIT 11
intro to Metrics for Measuring Brand Assets. Snapple and Brand Value, Developing Brand Personality.

Brand Architecture, Measlil'ing Brand Value. Revenue Premium as a Measure of Brand
Equity L Calculating 13rand Value.

Ill
Custotner Lit-etinw Value (C L V), Calculating CLV, Understanding the CLV Formula, Applying the C LV
I-ornillla. Extending the C LV Forn1Llla, CLV to Make Decisions.

[)eternlining Cause and Effect through Expernnents, Designing Basic Experilnents. Designing Betöre -

,After Experilnents, Designing Full Factorial Web Experilnenls, Calculating Projected Lifi, Pitfalls of
Marketinu IExperinnenls.
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Regression Analysis, Interpreting Regression Outputs. Multivariable Regressions, Omitted Variable
Understanding Log-Lou Models. Malketine MixBias. Using Price Elasticity to Evaluate Marketing.

Models.

Mapping Matrix of Course: Marketing Analytics
Table 1: CO-PO & CO-PSO Matrix for the Course: Marketing Analytics

cos

cor
C02
C03
C04
Average

POI

2.25

P02

2.25

P03 P04 P05

2.25

63

1>06 P07 P08 PSOI

2.25

PS02

2.25



Credit: 3

Sales & DistributionManagement
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialization Specific Elective Course (Marketing Management)

Course Objectives:
Sales and Distribution Management is a course which ofTers insights to understand Marketing and sales
distribution characteristics, work for develop a business structure, use Sales and Distribution

Managelnent study for multiple goals within a larger marketing strategy, such understanding to enhance
the quality of marketing and distribution channel work culture and performance in marketing and
distribution channel at different level.

Course Outcomes:
On the completion of this course the student will be able to:

COI: Understand and define the concepts of sales and distribution management, to explain thc role,
functions, and methods of the selling and distribution process.
C02: Apply the concepts to solve practical sales and distribution problems.
C03: Analyze diftu•ent methods used for sales and distribution related decision making and implement
decisions for sales and distribution management.
C04: Develop and evaluate strategies that help in taking strategic decisions.

DETAILED SYLLABUS:
UNIT-I
Sales Management: Role of Sales Management in Marketing, Nature and Responsibilities of Sales
Management, Modern Roles and Required Skills for Sales Managers. Theories ofSelling. Sales Planning:
Ill)portance, approaches and process of sales planning; Sales forecasting; Sales budgeting. Sales
Organization: Purpose, principles and process of setting up a sales organization; Sales organizational
structures; Field sales organization; determining size of salesforce.

UNIT-II
Territory Managelnent: Need, procedure for setting up sales territories; Time management; Routing.
Sales Quotas: Purpose, types of quotas, administration of sales quotas. Managing the Salesforce:

Recruitment, selection, training, compensation, nnotivating and leading the salesforce; Sales meetings
and contests.

UNIT-III
Control Process: Analysis of sales, costs and profitability; Management of sales expenses; evaluating
sales lörcc performance; Ethical issues in sales management.

UNIT-IV
Distribution Channels: Role ofDistribution Channels, Number of Channels, Factors Affecting Choice of
Distribution Channel, Channel Behaviour and Organization, Channel Design Decision; Channel
Management Decisions; Distribution Intensity; Partnering Channel Relationship.

SUGGESETD READINGS:
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l.

2.

3.

4.
5.

6.

Still, Cundiff, Govoni and Sandeep Puri, Sales and Distribution Management, Pearson
Education.
Anderson R, ProfZ•ssional Sales Management, Englewood Cliff, New Jersey, Prentice Hall, India.
Dalrymple, Douglas J. , and Willian) L.. Sales Management: Concepts and Cases, New York.

NY: Wiley
Panda, T. K., Sahadcv, S., Sales And Distribution Management, Oxford Publishing, India
Hughes, G. David, Daryl McKee, Charles H. Singler, Sales Management: A Career Path
Approach, Cincinnati, OH: South-Western College Publishing
Peppers, D. and Rogers, M. , 'The shott way to long-term relationships', Sales and Marketing

Management

Mapping Matrix of Course: Sales & Distribution Management
Table I: CO-PO Matrix for the Course: Sales & Distribution Management

cos

COI
C02
C03
C04
Average

POI

2.25

P02 P03 P04 P05 P06 P07

2.5

P08

2.25

PSOI

2.5

PS02

2.5 2.5 2.5



Credit: 3

Brand Management
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialization Specific Elective Course (Marketing Management)

Course Objectives:
SThe objective of this course is to illipart in depth knowledge to the students regarding the theory and practices of brand

management.

Course Outcmnes:
On the completion of this course the student will be able to:

COI : Understand basic branding concepts, outl ine Inajor branding issues and identify branding challenges
and opportunities.
C02: Apply marketing programme to build brand equity.
C03: Analyze and implement different branding programmes.
C04: Evaluate brand perfonnance and evaluating brand extension opportunities.

DETAILED SYLLABUS:
UNIT-I
Branding terminology, basic branding concepts- brand awareness, brand personality, brand image,
brand identity, brand loyalty, brand equity, major branding decisions: selecting a brand name, brand

extension decision, fainily versus individual brand names, multiple branding, private versus
national branding, importance of branding
UNIT II

Branding challenges and opportunities, concept of brand equity, sources and benefits of brand
equity, Customer based Brand equity, designing marketing programme to build brand equity,
Illeasurelnent of brand equity, Strategic brand management process, concept of Brand positioning
and repositioning, Identifying and establishing brand positioning and values.
UNIT 111
Planning and implementing brand marketing programmes, designing marketing programmes,
Ineasuring and interpreting brand performance, Legal aspects of Branding, Copyright, Trademarks
and IPR, designing and implementing branding strategies; Brand building and communication, E
Branding, handling brand name changes.
UNIT IV
New pl'0ducts and brand extension, evaluating brand extension opportunities, reinforcing brands,
revitalising brands, managing brands over geographic boundaries and market segments, rationale
for going international, global marketing progranunes- advantage and disadvantage, standardisation

versus customisation, global brand strategy. Branding in rural marketing, branding in specifie
sectors: retail, industrial, service brands

SUGGESETDREADINGS:
l, Kavin lane Keller, Strategic Brand A,ltl/lagelnent, Pearson Education.
2. David A Aaker, Managing Brand Equit.v, New York, Free Press.

3. Don Cowley, Understanding brands, Kogan page
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4. J.N. Kapferer, Strategic Brand Management, Free Press.

Mapping Matrix of Course: Brand Management
Table 1: CO-PO Matrix for the Course: Brand Management

cos
COI
C02
C03
C04

Average

POI

2.25

P02

2.5

P03 1>04 P05

2.5
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P06

2.5

P07

2.5

P08

2.25

PSOI

2.5

PS02

2.5



Name of Subject: Neuro Marketing
External Marks: 50
Course Code: 244MCJMM4
Credits: 3

Course Objectives:

Maxilnum Marks: 75
Internal Marks: 25
Time Allowed: 2 Hours
Disci line S ecific Course

Neuronlarketing course introduces students to the fundamentals of neuromarketing, exploring the neuroscience
behind consunner behaviour and decision-making. It equips students with tools, technologies, and insights to apply
neuromarketing strategies in real-world marketing contexts.

Instructions for Paper Setter: The question paper shall be divided into two sections, Section 'A' shall comprise
five short answer type questions froin the whole of the syllabus canying two marks each, which shall be
cotnpulsory. The answer to each question should not exceed words normally. Section 'B' shall comprise 8

questions (2 questions from each unit) marks each. All the questions need to be mapped with Course
()utcomes (C()s) and need to be specified in the question paper against each question. The students be

required to attempt four questions by selecting one question from each unit. All questions will carry equal marks.

('ourse Outcomes: On the completion of this course the student will be able to:

I : Understand basic concepts and ethical aspects of neuronuu•keting.
C02: Analyze constilner behavior through the lens of neuroscience.

COB: Apply neuronoarketing tools and interpret insights from data.

C()4: Evaluate and design neuromarketing strategies för branding and promotional effectiveness.

Cou rse Contents:

UNIT
neurotmarketing; Interdisciplinary rature:Neuronnarketing: Introduction, definition, origin and scope of

Inarketing. neuroscience, and psychology; Brain anatomy and its relevance to marketing; Cognitive vs emotional
processing in constilners•, Ethical concerns and criticisins

UNIT 11

Neuroscience of consumer behavior.' Decision-noaking processes in the brain, Role of emotions, memory,
attention. and perception, Neurological triggers of buying behavior. limplicit vs explicit responses: Case studies

on consunner behavior

UNIT 111
Neuromarketing Tools and Research Methods: Tools used: EEG, fMRI, Eye-tracking, Biometrics, Facial ceding,

usability, application); Designing neuromarketing experiments:comparative analysis of tools (cost,etc.,

Interpreting neuromarketing data: Limitations of' netli•o research labour. stress management: Motivation concept
and applications.

UNIT IV
Application of neuronnarketing: Product design, Pricing, Marketing communications and Retail; Sensory
nvarketing and engagement; Digital and social Inedia Inarketing implications ofneuromarketing; Case studies and
real-world campaigns

SUGGESTED READINGS:

68



6. Dutta- T. , & Mandal, M. K. (2()22). Neuronlarketing in India: Understanding the Indian constilner (1st ed.).

Routledge.
7. Singh. D. , Shanna, J. K., Deepak, K. K., & Agarwal, D. P. (n.d.). Neuromarketing: A peep into customers. PHI

Learn•-ng

8. Genco, S.
, Pohlmann, A., & Steidl, P. (2023). Neuronlarketing for dummies (2nd ed.). Wiley Publications

9. Ramsøy, T. Z. (2015). Introduction to neuromarketing & consumer neuroscience. Neurons Inc.
10.
Page.

Bridger, D. (2017). Neuro design: Neuromarketing insights to boost engagement and profitability. Kogan

Instructions for Internal Examiner: The internal assessment should be spread evenly throughout the senrster

and musz include at least 3 independent components including a nnid-term exam. Below are the suggested

components for 25 marks. A teacher has a choice to change these components as per the need except for the mid-

term exam. All the questions of mid-term Exams need to be mapped with Course Outcomes (COs) and need to

be specified in the question paper against each question.

S. No. Course Assessment Components

2

3

Assessment l: Class Participation (CP) And Individual
Assessment

Assessment 2: Mid-Telm Exam (MTE)
Assessment 3: Case Analysis / Presentation (CAP)/ Group

Project (GP) / Role Play / Live Projects/ Sillilllation

Worksheet Assessincnt

Internal Assessment (IA) (1+2+3)

End-Term Examination (EE)

Total Marks (IA+EE)

Marks/ Weightage (%)

10

10

5

670/0

100%

MappingMatrix of Course
Table l: CO-PO & CO-PSO Matrix for the Course: Neuromarketin

cos

cor
C02
C03
C04

Average

POI

3

3

2

2

2.5

2

2

3

3

2.5

P03

1

2

2

1.5

P04

2

2

3

3

2.5

2

2

2

2

2
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P06

3

2

2

2

2.25

P07
2

2

2

2

2

P08

2

2

2

3

2.25

PSOI

2

3

2

2

2.25

PS02

2

2

2

2

2



Credit: 3

Forex & DerivativesManagement
Course Code:

External Marks: 50
Internal -Marks: 25

Time Allowed: 2 Hrs.
TY'pe of Course: Specialisation Specific Elective Course (Finance)

Course Objectives: This subject will enrich students with the mechanism of the foreign exchange
Illarkets, measurementof exposure and hedging against risk through derivative management.
Course Outcomes:
()n the completion of this course the student will be able to:

CO I : Describe and understand the concepts and terminologies of financial and commodity derivatives,
valuation, explanation ofmodels used for pricing/valuation of derivatives.

C02: Apply innovations in financial and cominodity markets for valuation, analysis and application for
hedging, speculation and arbitrage for Financial Derivatives.

Evaluate derivative pricing and hedging practices, mechanics, concepts of valuation, and trading

strategies of the derivative market.

CC)4: Develop basic risk Inanagelnent and trading strategies using derivatives in a volatile market.

UNIT-I

Foreign Exchange Markets and Transactions, Quoting Foreign Fxchange Rates, Spread, Official and Free
market rates. Direct, Indirect and Cross Rates, Forward Rates: Quoting and Structure, Forward Exchange
Rates versus Expected Future Spot Rate, Outright Forwards versus Swaps, Cunency Futures, Marking
to Market, Futures Contract Versus Forward Contract, the link between the Future and the Forward
Contract Currency Options, Exchange Traded Options, Quotation Conventions and market organization,
deternnining market value of Options, Over the Counter (OTC) Options.

UNIT-II

The Balance of Payment Accounts, The net International Investment Position, Supply and demand View
of Exchange Rates, Modern Theories of Exchange Rates, Alternative Systems of Exchange Rate, Hybrid
Systenn and Target Zone Arrangenlent, The nature of Exchange Rate Risk and Exposure, Types of
Foreign Exchange Exposure, Alternative Strategies for Exposure Management. Exposure Management
Techniques. Hedging Risk and Exposure.

UNIT-III
DilTerent Forms of Taxes, Import Duties. Withholding Taxes and Branch vs Subsidiary Taxes.
Organizational structures for reducing taxes. Tax Reliefs. Tax Treatment of Foreign Exchange Gains and
Losses. Foreign Exchange Market in India. Carbon Credits.

UNIT IV

Interest rate Forwards & Futures: FRA — Introduction, settlelnent, Pricing, Hedging, Speculation &
Arbitrage with FRA and T -Bills, Euro dollars, Treasury bond futures, Pricing T-Bonds, Duration &
Modification, Interest rate futures in India. Interest rate & currency swaps: Features of Swap, Need, swap
dealer, Applications, Rationale, Types, hedging, Features, Valuing Interest rate and currency swap,
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Commodity swaps, equity swaps.

Options —Basic: Terminology, call, Put, Quotations, Trading & settlelnent, Margins, Adjustinent for

colporate actions, Options other than stocks/indices, Difference options & futures/ forwards. Option
Pricing: Irtrinsic value & time value, Boundary conditions for option pricing, arbitrage-based
relationship of option pricing, Put call parity.

SUGGESTEDREADINGS:
I

. Derivatives & Risk Managenlent, Rajiv Srivastava, 4th Edition, Oxford Publication House
Futures and Option Markets, John C. Hull, Pearson Education

3. Risk -Vlanagement & Derivative, Rene M. Stulz, Cengage

Mapping Matrix of Course: Forex & Derivatives Management
Table 1: CO-PO & CO-PSO Matrix for the Course: Forex & Derivatives Management

cos

COI
C02
C03
C04
Average

POI

1.75

P02 P03 P04 P05 P06 P07 P08 PSOI PS02

2.25 2.25
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Credit: 3

Corporate Tax Planning
Course code:

External Marks: 50

Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialisation Specific Elective Course (Finance)

Course Objectives: This course aims at making students conversantwith the concept of the corporate
tax planning and Indian tax laws, as also their implications for corporate management.

Course Outcomes:
On the completion of this course the student will be able to:

C 01: Memorize theoretical knowledge in the field of tax planning and understanding the meaning and
scope of taxation policy and basic concepts of taxation.
C02: Apply, master and reinförce skills in calculating tax savings and in applying methods of tax
planning in companies and financial institutions.
C 03: Analyze the rationale, benefits and costs of various tax incentives offered by the government.
C04: Evaluate tax implications while taking business decisions.

DETAILED SYLLABUS:
UNIT l:

INTRODUCTION TO CORPORATETAX PLANNING: -

Corporate Tax Planning: Meaning, objectives and types of tax planning and tax management, tax evasion
and tax avoidance; Factors on the Basis of which Tax Planning is done, Methods used by Companies to

Minimise Tax Liability, Definition of Company, Types of Companies, Residence ofa Company [Section

Computation of Total Income ofa Conapany. Computation of Tax Liability ofa Company. Tax on
the Inconne Received from Venture Capital Conopanies!Venture Capital Funds [Section 115U and Rule
12C']. Carty Forward and Set Off of Losses in Case of Certain Companies [Section 79]

UNIT 11:

TAX PLANNING AND DECISION MAKING
"Fax Planning for New Business: Location, Nature, and Size of Business, Form of Business Organisation;
Tax Planning and Financial Management Decisions:
Tax Planning Relating to Capital Structure Decision: Dividend Policy, Inter-Comorate Dividends and
Bonus Shares; Tax Planning and Managerial Decisions: •raxPlanning with respect to own or Lease, Sale

ofAssets used for Scientific Research, Make or Buy Decisions, Repair, Replace, Renewal or Renovation
of an Asset. Shut-down or Continue Decision.
Unit 111

Special Tax Provisions:

Tax Provisions in respect of Free Trade Zone, Tax Provisions in respect of Infrastructure Development,
Tax Provisions in respect of Backward Areas, Tax Provisions in respect of Tax Incentives to Exporters,
Purchase by Instalment or Hire, Amalgannation and Demerger. Tax Payment: Tax Deduction at Source,
Tax Collection at Source, Advance Payinent of Tax, Tax Planning in respect of Managerial
Remuneration, Tax Planning in respect of Foreign Income: Selling in Domestic or Foreign Market,
Avoidance of Double Taxation Agreements, Foreign Collaborations and Joint Ventures.
UNIT
TAX PLANNING WITH REFERENCE TO BUSINESS RFSTRUCTURING
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Adyance Rulings, Some other aspects ofTax Planning: Receipt of Insurance Compensation, Distribution
of Assets at the Time of Liquidation of Company, Slump Sale Conversion of Sole Proprietary

Cor,cern/Pa1tnershipFirm into Company, Conversion ofA Private Company, Transfer ofAssets Between
Holding and Subsidiary Companies.
SUGGESTEDREADINGS:

1.5

2.

3.

4.
5.

E.A. Srinivas, Corporate Tax Planning, Tata McGraw Hill.
Vinod K. Singhania, Taxmann's Direct Taxes Planning and Managennent.
V.S. Sundaram, Commentaries on the Law of Income- Tax in India, Law Publishers, Allahabad.
A.C. Sampath lyengar, Law of Income Tax, Bharat Publishing House, Allahabad.
Taxman, The Tax and Corporate Law Weekly.
Bhagwati Prasad, Direct Taxes Laws Practice, Wishwa Prakashan

Maoping Matrix of Course: Corporate Tax Planning
Tahle 1: CO-PO & CO-PSO Matrix for the Course: Corporate Tax Planning

cos

COI
C02
C03
C04
Average

POI

1.75

P02

2.25

P03 P04

1.75

POS P06

2.25

7.3

P07

1.5

P08

1.75

PSOI PS02



Credit: 3

Project Management
Course Code:

External Marks: 5()

Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialisation Specific Elective Course (Finance)

Course Objectives: The basic purpose of this course is to understand the framework for evaluating capital expenditure
proposals, their planning, finance, appl'aisal and management in the review of the projects undefiaken.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Understand the ilnportance, scope, flinctions and L-ifZ• Cycle of any given project.
C'02: Apply the techniques of estimation for Time, Costs and Resources required for Project Management by
applying different methods.
C03: Analyze the Scheduling Resources and Reducing Project Duration,

C04: Evaluate Role and Responsibilities of the prqject Manager, Planning, Organizing, Controlling, Skills of
the Project Manager.

Detailed Syllabus:

UNIT-I
Project Analysis: Meaning, Overview, Capital Budgeting and Strategic Issues, Generation and Screening of
Project Ideas.

UNIT-II
Feasibility Reports: Market and Demand Analysis; Technical Analysis; Financial Analysis; Analysis of
Project Risk', Risk specific to individual firm and Market Risk; Decision under risk and Risk Analysis in

Practice.
UNIT-III
Social Cost and Benefit Analysis: UNIDO approach and L-M Approach; Multiple Projects and Constraints,

Financing ofProjects, Sources of Risk capital, Recent development in India.
UNIT-IV
Project Managenu•nt: Project Planning and Control, Hillnan aspects of Project Managennent; Project Review
and Adnninistrative Aspects; Problem of Time and Cost Overrun.

SUGGESTEDREADINGS:
I

. Chandra, Prasanna, Projects: Preparation, Appraisal, Budgeting and Implelnentation, TataMcGraw Hill.
2. Dhankar, Raj S.

, Financial Managennent of Public Sector Undertakings, Westville.

3. Little I.M.D. and J.A. Min-lees, Project .Appraisal and Planning for Developing Countries, Hienemann
Educational Book.
4. OCED Manual of Industrial Project Analysis in Developing Countries- Methodology and Case Studies,
OCED, Paris.
5. Planning Commission, Guidelines for Preparation of Feasibility reports of Industrial Projects, Controller
of Publication.
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Mapping Matrix of Course: Project Management
Table 1: CO-PO & CO-PSO Matrix for the Course: Project Management

1.5

cos

COI
C02
C03
C04
Average

POI

1.75

P02

2.25

P03 P04 POS

1.75

75

P06

2.25

P07

1.5

P08

1.75

PSOI PS02



Name of Sullject: Neuro-Finance

Code•.244MGFM4

Credits: 3

Maximum Theory Marks: 75 (50+25)

Time Allowed: 3 Hrs

Discipline Specific Course

Description of Course: Neuro Finance is an interdisciplinary course that explores how neuroscience and behavioral
econolllics inform financial decision-making, focusing on the neural mechanisms underlying risk, reward, and uncertainty.
.Stude11ts learn to apply neuroscience methodologies such as fMRI and EEG to analyze financial behaviors, while also
exatnining how emotions and cognitive biases shape saving, investing, and trading decisions. The curriculum covers key
phenonnena like the disposition effect, home bias. and financial bubbles, providing insights into their neural and
psychological roots. Through case studies and practical exercises, students develop the ability to design and intemretneuro-
finance experilnents. The course prepares participants to apply neuroscientific perspectives to real-world financial

challenges.

Instructions for Paper Setter: The question paper shall be divided into two sections. Section 'A' shall comprise five
short answer type questions from the whole of the syllabus carrying two marks each, which shall be compuls01Y. The

answer to each question should not exceed 100 words normally. Section 'B' shall comprise 8 questions (2 questions
fronl each unit) 10 marks each. All the questions need to be mapped with Course Outcomes (COs) and need to be

specified in the question paper against each question. The students will be required to attempt four questions by
selecting one question from each unit. All questions will carry equal marks.

Course ()utcomes: - After completing the course, students will be able to:

CO I: Recall the foundational concepts, Inethods, and significance of neuro-finance.
CC)2: Understand the neural and emotional mechanisms underlying risk, uncertainty, and inter-temporal choices in financial

decision-making.
( Apply knowledge of neural and behavioral biases to analyze real-world financial phenomena.
( Evaluate lhe impact of social, emotional, and cognitive processes on Individual and market-level financial behavior.

COURSE CONTENTS:
U nit . Introduction to neuro-finance and neuro-econonoics: history, scope, and significance;

Key brain regions and neural circuits involved in financial decisions; Neuroscience methodologies: fMRI, EEG,

eye-tracking, and experitnental paradigms; Critical evaluation ocneuro-linance research: nrthodological standards

and linnitations

Unit 2: Neural basis of choice under risk and uncenainty: reward processing, loss aversion, and neural valuation;

Asset pricing fronn a neural perspective: how brain activity relates to nnarket prices; Inter-temporal choices: neural

Ineehanislns of discounting and patience: The role of enu)lion in financial decision-making: fear, greed, and

enlotional regillation; Social and contextual influences on financial choices

IJ11it 3: The disposition effect: neural underpinnings and behavioral evidence: The repurchase effect: psychological

and neural luechanisllls: Experilnental gaine theory and strategic choice in financial contexts; Social preferences and
• their neural basis: trust. fairness. and reciprocity
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Unit 4: I-Ionle bias in investment: neural and psychological explanations: Financial bubbles: neural nnechanislns 01'

herding and speculative behavior; Reinforcement learning and adaptive behavior in Inarkets; Practical applications:

neuro-finance in trading, portti)lio management, and financial regulation

Suggested Reading:

l. Neuroeconomics, Decision Making and the Brain. 2nd Edition (Glimcher& Fehr, 2014)
2. Neurofinance: How Brain Research Inlluences Investors and Financial Markets (.lason Zweig)
3. The Brain and the Market: Neural Foundations of Economic and Financial Behavior (John R. Nofkinger)
4. Advances in Behavioral Finance, Volume II (Richard H. T haler)

I Lectures

Instructions for Internal Examiner: The internal assessment should be spread evenly throughout the semester and Illust include at

least 3 independent components including a mid-term exam. Below are the suggested components for 25 marks. A teacher has a choice

to change these connponents as per the need except fijr the mid-terlll exam. All the questions of mid-term Exanns need to be nnapped

with Course Outcomes (COs) and need to be specified in the question paper againsl each question.

s.
No.

2

3

Course Assessment Components

Assessment l: Class Participation(CP) And Individual Assessi1Äent

2: Mid-TeFln Exam (MTE)

Assessment 3: Case Analysis / Presentation (CAP)/ Group Project (GP)

Projects/ Simulazion / Worksheet Assessment

Internal Assessment (IA) (1+2+3)

End-Tenn Examination (EE)

/ Role Play / Live

Total Marks (IA+EE)

Marks/ Weightage

10

5

100%

Mapping Matrix of Course:

Table 1: CO-PO & CO-PSO Matrix for the Course:

cos

COI

C02

COB

C'04

Average

POI

3

3

2

2.25

P02

3

3

2

2

2.5

P03

2

2

1.5

P04

2

2

1.5

POS

1.5
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P06 P07

2

1.25

PSOI

3

1.5

PS02

2

2

1.75

PS03

3



Credit: 3

HR Analytics

Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Human Resource Management)

Course Objectives:

HR .Analytics is a rapidly moving and an advanced field. Effective managers must understand how data

can be used to leverage people's skills, talents and insights. They use data to make better decisions about
how to nnanage and develop people. This course equips students with requisite knowledge and brings
new perspectives and practical ideas for HR and Analytics proféssionals. As part of the evolution ef thc
tünction towards being Inore strategic, there is elmphasis on scorecards, engagement surveys and strategic
workforce planning. Today, all these activities are grouped under the umbrella of HR Analytics.
Course Outcomes:
On the completion of this course the student will be able to:

CO I : Understand the concept and importance of HR Analytics in the current context.
C02: Apply the competitive role of digital HR techniques and their impact on workforce analysis.

Analyze the role of workforce analytics and the matrices used for strategic alignment ofHR with
business.
C 04: Evaluation of various techniques and statistical methods of HR data analysis for strategic decision
nnaking.

DETAILED SYLLABUS:
UNIT-I
Future of work, HR becomes digital, The Why, What and blow ofmeasuring HR Data, Understanding
HR/People Analytics: Setting the Context, HR Metrics
UNIT -11

Data Discovery. Collection and Preparation of Data, Analyzing HR Data: Analysis Strategies,
Descriptive statistics/Statistics in HR, Predictive Analytics, Workforce Planning & Recruitment,
Workförce issues: Predicting Enoployee Turnover
UNIT-III
Workforce Planning & Recruitlnent, Workföree issues: Predicting Employee Turnover , Retention
Analysis, Measuring effectiveness of recruitment Diversity Analytics, On boarding and Culture Fit

UNIT-IV
Motivation & Engagement, Training & Development, Analytical Performance Management,
Compensation & Benefits, Linking Human Resources to ROI, Future of HR/People Analytics

SUGGESTEDREADINGS:
l. Edwards, Martin & Edwards, Kirsten :Predictive HR Analytics: Mastering the HR Metric

Paperback, Kogan Page, 2019
2. Diez, Bussin & Lee, Fundamentals of HR Analytics: A Manual on Becoming HR Analytical,
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3.
Publication, 2017
Soundararajan & Singh, Winning on HR Analytics: Leveraging Data for Competitive4.

Advantage, Sage

Mapping Matrix ofCourse: HR Analytics

Table 1: CO-PO & CO-PSO Matrix for the Course: VIR Analytics

2. 25

Emerald Publishing, 2020
Bhattacharya. HR Analytics: Understanding Theories and Applications, Sage Publications, Sage

cos

COI
C02
cog
C04
Average

POI P02

2.25

P03 P04

2.25

POS P06 P07

2.25
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2.25
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Employee Relations & ComplianceManagement
Course Code:

Credit: 3 External Marks: 50

Internal Marks: 25

Time Allowed: 2 Hrs.
Type of Course: Specialization Specific Elective Course (Human Resource Management)

Course Objectives: This course is designed 10 provide the student with a thorough knowledge of various
methods and practices of Employee relation and compliance. It enables students to understand and
perform jobs for various positions while maintaining healthy relationships at different areas of the
organization. It also serves to develop and strengthen the overall analytical and interpersonal skills of
students Related to various HR Functions.

Course outcomes:
On the completion of this course the student will be able to:

CO I : Understand and describe the concept of enoployee engagement and standards of compliance.
(1'02: Apply the techniques of employee engagement for identifying and addressingproblems associated

with both ovel=engagemcnt and disengagement.

C03: Analyze the extent to which emotional and aesthetic labor are positioned in some contemporary
organizations.

C()4: Evaluate the effectiveness of various employee engagement methods in times of
organizational change, including the role of effective communications during organizational
change.

DETAILED SYLLABUS:

UNIT-I
Employee Relations: Meaning and scope, Theoretical Background of ER, Parties to ER, Industrialization
Strategy and ER. ER in India: Labour Policy in Five Year Plans, Bipartism, Tripartism; Role of
government and State: Role of management; Role of Trade Unions. Industrial Disputes: Causes, Types,
Trends. Labour Welfare and ER: Concept, Purpose, Statut01Y and Non-statutory provisions, ILO
Conventions.

UNIT - 11
Globalisation and ER. Background: Industrial Relations vs Employee Relations, Assumption
Traditional vs New. Organizational and Behavioural Aspects of Employee Relations Nature and Type of
Enoployees (needs, desires, aspirations, drive, motivation), Managerial Assumptions about Employees.
Managelnent of Enoployee Relations Practices in Industry, Power & Authority Structure, Organizational
Politics, Conflict Handling, Consultation, Counselling, Mentoring, Building Positive Employee
Relations, and Work Culture.

UNIT - 111

Changing Concept ofmeaning of discipline from ancient period to Modern era (Oriental and Occidental)
with reference to Social, Econonlic, Political and Psychological Perspective. Discipline as a process of
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3.

4.

5.

6.

7.

learned behaviour - Socialization - Role of institutions - family, educational institutions, society,
organization. Reward and punishnnent as reinforce. Employee Involvement: Meaning, Methods, fornis
of involvement and participation, Planning for involvement and participation, etc.

UNIT - IV
Understanding of Employment Practices: Terins and references of employment in terms of etnployrnent
contracts, Transfer policy and procedure attitude of the employees, Promotion procedure,
Managing workforce diversity, Biographical characteristics, and employment.
Disciplining and Communication - Interpersonal, communication - Barriers Organizational Culture and
discipline Managerial and Leadership practices and discipline Self-discipline reference to our bodily

system, Techniques ofmodifying behaviour

SUGGESTEDREADINGS:

2.5 1.5

C. V.Venkata Ratnam: Industrial Relations,
E.A.Ramaswamy & Uma Ramaswamy: Industry and Labour,
A. Monappa: Industrial Relations, TataMcGraw Hill
ILO: Collective Bargaining
B D Singh: Industrial Relations, Excel Books
Govt. of India: The National Commission on Labour ( 1969)

A Handbook of Personnel Management Practices - M. Artustrong

Mapping Matrix of Course: Employee Relations & Compliance
Table 1: CO-PO & CO-PSO Matrix for the Course: Employee Relations & Compliance

cos

COI
C02
C03
C04
Average

POI

3

3

2

2

P02

2

2
3

2

2.25

P03

2

2

1>04 P05 P06
3

2

3

2

2.5

P07

2

3

2

2

2.25

1>08 PSOI

2

2
2

2

2

2

3

2
2

2.25
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2
2

2

2

2
2

3

2.25

PS02

2

2
2

2.25



Cross Cultural Management

Course code:
Credit: 3 External Marks: 50

Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Human Resource Management)

Course Objectives: The objective of this course is to develop a diagnostic and conceptual understanding of
the cultural and related behavioral variables in the management of global organizations

Course outcomes:
On the completion of this course the student will be able to:

CO I : Understand and memnnorize di [Terent ternns used in cross-cultural management.
C02: Apply conceptual framework of cross-cultural management in line with the process of global

management.
C03: Analyze the cultural aspects in global management.
C04: Evaluate practical solutions of problelns in cross-cultural management.

DETAILED SYLLABUS:
UNIT-I
Human and Cultural Variables in Global Organizations; Cross Cultural Differences and Managerial

Inoplications, Conlplexities of international firnns, staffing policy, Process of recruitment and training.
UNIT - 11
Cross Cultural Research Methodologies and Hofstede's Study, Structural evolution of Global
Organizations; Cross Cultural Leadership and Decision Making.
UNIT-III
Cross Cultural Communication and Negotiation, Human Resource Management in Global Organizations,
Management of industrial relations.
UNIT-IV
Ethics and social responsibility in international business, Western and Eastern Management thoughts in
the Indian Context, Management of cultural diversity

SUGGESTEDREADINGS:
I

. Adler, N L, International Dimensions Behaviour, Kent Publishing.

2. Bartlett, C and Ghoshal, S. , Transnational Management: Text, Cases and Readings ir Cross Border
,AMunage1nent. Irwin.
3. Dowling. P J. , International Dimensions (2/ Human Resource Management, Wadswofi-h.
4. Holktede. G. , Cultures Consequence: International Di/jerences in VVor/c Related Va/ues, Sage.
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Mapping Matrix of Course: Cross Cultural Management
Table l: CO-PO & CO-PSO Matrix for the Course: Cross Cultural Management

Cos

COI
C02
C03
C04
Average

POI

25

P02 P03

2.25

P04 POS

2.25
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P06 P07 P08

2.25

PSOI

2.25

PS02

2.25



Name of Sub'ect: Neuro-HRM
Course Code: 244MGHRM4
Credits: 3

Maximum Theo Marks: 75 (50+ 25

Time Allowed: 3 Hrs
Disci line S ecific Course

Course Description: The Neuro HRM course introduces students (o the application of neuroscience principles in

understanding enlployee behavior, enhancing leadership, illiproving decision-Inaking, and designing brain-friendly HR
Insights to apply neuroscience for developingpractices. It equips students with relevant tools. Inodels, and practical

effective IIR interventions and workplace well-being initiatives,

Instructions for Paper Setter: The question paper shall be divided into two sections. Section 'A' shall comprise five

short answer type questions from the whole of the syllabus carrying two marks each, which shall be compulsory. The
answer to each question should not exceed 1()() words normally. Section 'B' shall comprise 8 questions (2 questions
from each unit). All the questions need to be mapped with Course Outcomes (COs) and need to be specified in the

question paper against each question. The students will be required to attenlpt four questions by selecting one question

from each unit. All questions will carry equal marks.

Course Outcounes: - After completing the course, students will be able to:

CO I : Understand Ihe fundamental concepts of neuroscience relevant to hillnan behavior and HR practices.
C02: Analyze enoployee ni0tivation, decision-making. and behavior through the lens of neuroscience.
COB: Apply neuroscience principles Ibr leadership developnwnt, tealli building, and workplace well-being.
C'04: [E\tiluate and design HR interventions and policies using neuroscience insights for organizational effectivelrss.

COURSE CONTENTS:
Unit l: Introduction to Neuro IIIRM: Definition, origin, and scope of Neuro HRM; Interdisciplinary nature:

HRM, neuroscience, and psychology: Basic brain anatonny and its relevance to litilnan behavior; Cognitive

and enuntional processing in the workplace: Ethical considerations in applying neuroscience to HR.

Unit 2: Neuroscience of Etnployee Behavior: Decision-Inaking processes in the brain; Role of emotions,

Illenlory, attention, and perception at work; Neurological foundations of motivation and engagement; Implicit

vs explicit responses in einployee interactions: Case studies on workplace behavior and neuroscience.

Unit 3: Neuroscience Tools and Practical Insights for HR: Overview of tools like EEG, fMRI, Eye-:racking,

Bionnetrics, etc., understanding human behavior: Applications in recruitment, training, and perl'onnance

management: Brain-friendly learning and development design; Neuroscience of stress management and

etnotional regulation.

UJnit 4: Applications of Neuro I IRM in Organizations: Neuroscience in leadership development

(Neuroleadership): Enhancing tealnwork, ennpathy. and conununication using neuroscience: Change

Ilianagement through brain-based approaches; Workplace well-being progranls based on neuroscieree: Case

studies and real-world IIR interventions.
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Suggested Reading:

2.

3.

4.

5.

Rock. D. (2()2()). Your Brain at Work. Ilarper Business.
Zak, ?. J. (2012). The Moral Molecule: How Trust Works. Penguin.

Ringleb, A.. & Rock, D. (Various editions). NeuroLcadership Journal. NeuroLeadership Institute.

(ioletnan, D. (201 1). Emotional Intelligence. Bantalll.

Hawkins, P. (2021 Leadership Team Coaching: Developing Collective Transformational Leadership. Kogan Page.

Instructions for Internal Examiner: The internal assessment should be spread evenly throughout the senwster and must include at

least 3 independent components including a mid-term exam. Below are the suggested components for 25 marks. A teacher has a choice

to change these components as per the need except for the mid-term exam. All the questions ofmid-terlll Exams need to be Inapped

with Course Outcomes (COs) and need to be specified in the question paper against each question.

S.

No.

2

3

Course Assessment Cornponents

Assessment I: Class Participation(CP) And Individual Assessment

Assessment 2: Mid-Term Exam (MT E)

Assessment 3: Case Analysis / Presentation (CAP)/ Group Project (GP)

Simulation / Worksheet Assesstnent

Internal Assessment (IA) (1+2+3)

End-Term Examination (EE)

/ Role Play / Live Projects/

Total Marks (IA+EE)

Mapping Matrix of Course:
Table 1: CO-PO & CO-PSO Matrix for the Course:

cos

COI

C02

co.;

Average

POI

3

3

2

2

2.25

P02

2

2

3

3

2.5

P03

2

1.5

P04

2

2

3

1.5

P06

3

2

2

PSOI

2

2

2

1.5

Marks/ Weightage

10

10

5

330/0

100"/0

2

2

105

P05

2

2

2

1.5

85

P07

2

2

2

I .25



Credit: 3

Logistics Management and Warehousing
Course code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Operations and Supply Chain

Management)

Course Objectives: The aim of this course is to know how a logistic strategy fits into an organization's
broader decisions, understand the role of logistic providers. and realize the meaning of customer service

and understand its importance to logistics management.

Course Outcomes:
On the completion of this course the student will be able to:

CO I : Memorize and understand the concepts and importance of logistics and warehousing for managing
the supply chain.
C02: Apply the concepts of logistics for supply chain management.
C03: Analyze the role of various logistics strategies for an uninterrupted supply chain.
C04: Evaluate the dynanlic,s of physical distribution functions.

DETAILED SYLLABUS:
UNIT 1

Logistics Management-Definition-Achievement of conunetitiveadvantage through logistics Framework
-Role of Logistics Management-Integrated Logistics Management- Evolution of the concept- model
process-activities (in brief). Outsourcing Logistics-Reasons-Third party logistics Provider-Fourth party

Logistics providers (4 pl)-Stages-Role of logistics providers.

UNIT 11
Logistics Strategy-Strategic role of Logistics-Definition-role of logistics managers in strategic decisions-

Strategy options, lean strategy. Agile Strategies & Other strategies- Designing & implementing logistical

strategy. Quality cust01ner service & integrated logistics-customer service-importance elements- the

order cycle system-distribution Channels.

Unit 111

Warehousing-Definition-nature and importance-role of warehousing in logistic system types-basic
conoponents-functions-warehousing layout and design-warehousing decisions & operations-warehouse

productivity. Packaging-importance-advantages-objectives and principles-types ofpackaging materials

Used-Bar coding.
Unit IV'

Warehouse and its Operations: Introduction, Objectives, Warehouse Structure, Warehouse Operations,
Receiving inventory, Picking inventory, Locating inventory, Organising inventory, Despatching

inventory, Equipnlent Used tör a Warehouse.
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SUGGESTEDREADINGS:

l. David J. Bloomberg, Stephen LeMay &: Logistics, Prentice-Hall of India Pvt Joe B. Hanna
Ltd. New Delhi, 2003.

2. Donald J. Bowersox & David J. Closs: Logistical Management, TataMcGraw Hill Publishing
Co. Ltd, New Delhi, 2004
3. Satish C. Ailawadi & Rakesh Singh: Logistics Management, Prentice-Hall of India Pvt Ltd.,

New Delhi, 2005
4. Donald Waters: Logistics. Palgrave Macnlillan, New York, 20()4

5. Krishnaveni Muthiah : Logistics Management & World Sea borne Trade, Himalaya Publishing
House, Mumbai, 1999

6. Warehousemanagement— Student Study Guide — by Gwynne Richard
7. Essentials of inventory management by Max Muller—Publishers-Harpe1Collins
8. Warehouse distribution & operations handbook by DAVID E MULCAHY
9. Inventory strategy by Edward H Frazelle

Mapping Matrix of Course: Logistics Management and Warehousing
Table l: CO-PO Matrix for the Course: Logistics Management and Warehousing

Cos

COI
C02
C03
C04
Average

POI

2.25

P02

2.25

P03

1.5

P04

2.25

P05

2.25
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P06

2.25

P07

2.25

P08

2.25

PSOI

2.25

PS02

2.25



Operations Research
Course code:

Credit: 3 External Marks: 50
Internal Marks:25
Time Allowed: 2 Hrs.

Type of Course: Specialization Specific Elective Course (Operations and Supply Chain

Management)

Course Objectives: The Course is designed to introduce the students to the principles of operat.ons research
techniques and their applications in decision making. Students will also be required to u-se computer
packages for data processing purposes.
Course Outcomes:
On the cmnpletion of this course the student will be able to:

COI : Memorize and understand the concepts and importance of operations research.

C02: Apply the tools and techniques of operations research solving the business problems related to

allocation of the scare resources.
COB: Analyze the problems of optimising the given objectives subject to constraints, in order t) find the best

alternative in a decision-lilak ing environnnent,

C04: Evaluate the the models describing the indusuy related problenus.

DETAILED SYLLABUS:
UNIT -1

Introduction to Operations Research and Modeling Linear Programming: Formulation, Solution
Methodologies, Sinoplex Method, Two Phase Method, Dual Simplex Method and Modified Simplex
Method. Duality Theory; Post Optimal Analysis of LP models, Parametric Linear programming
UNIT -11

Transportation 1110dels, Transshipment models and Assigninent Models; Integer Programming:
formulations, Cutting Plane method, Branch and Bound Algorithm, Additive algorithm for Zero one
progranM1)ing.

UNIT-III
Dynanoic Progranuning: Stages, states, Principle recursive relationship. Capital Allocation
model, Knap sack Model, Traveling salesmen's model and other related model Decision Theory:
Decision under Ceftainty, Risk and Uncertainty,

UNIT-IV'
Ganne Theory: Two-Person Zero Sum Game, graphical Inethod, Linear-programming formulation of
Ganne Queuing theory: characteristics, Single server and noulti-server models, Self-service syse-em, Finite
Population Network Inodels: Minilnunl spanning tree, shortest path nwdel, Maximal Flow Introduction
to (Goal Programming.

SUGGESTEDREADINGS:

l. Ahuja A K. et al., Network Flows, Engl ewood CliiTs, Prentice Hall Inc.
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2. Gould, F J. et al., Introduction to Management Science, Englewood Cliffs, Prentice
Hall Inc.
3. Gupta, M P. & Sharma J K., Operations Research för Managelnent, National Publishing
House
4. Taha Hamby A., Operations Research: An Introduction, Macmillian.
5. Mathur, K & Solcw D. , Management Science. Englewood ClifTs,Prentice Hall Inc.
6. Sham I a, S. J K., Operations Research: Theory and Applications, Macmillian
7. Srinath, L S., Operations Research./br Executive, East West Press.
6. Paneerselvan, R. Operations Research, , Prentice Hall of India.
7. Hamdy A. Taha, Operations Research - an Introduction, Prentice Hall of India.

Mapping Matrix of Course: OperationsResearch
Table 1: CO-PO Matrix for the Course: Operations Research

1.5

Cos

COI
C02
C03
C04
Average

POI

2.25

P02

2.25

P03 P04

2.25

P05

2.25
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P06

2.25

P07

2.25

P08

2.25

PSOI

2.25

PS02

2.25



Credit: 3

Service Operations Management
Course Code:

External Marks: 50
Internal Marks: 25

Time Allowed: 2 Hrs.

Type of Course: Discipline Specific Elective Course (Operations and Supply Chain Mantgement)

Course Objectives: Through this course the learner will understand the growing significance and impact
of services on the growth and economy and the scientific ways to run the operations so as to cptimize thc
business and brand returns.

Course Outcomes:
On the completion of this course the student will be able to:

COI : Memorize and understand the nature and characteristics of services in the global digital scenario.
C02: Apply the concept of service blueprinting for mapping a variety of real life service processes to

achieve global competitive advantage.
C03: Analyze the types of service operations and operational parameters that are imperative for
organizational success.
C04: Evaluate and compare strategies leading to improvement of service operations quality.

DETAILED SYLLABUS:
UNIT-I
Understanding Service Operations: Introduction; Nature & Role of Services in Economy; Service
Operations and their Management Fundannentals; Service Strategy; Positioning of ServQs in the
Organization Value Chain
UNIT-II
Service Operation Infrastructure: Service Facility Design, Layout & Location, Off-shoring &
Outsourcing; Technology in Services, Front-office Back-office Interface; Human Factor in Services;
External Associates in Service Processes
UNIT-III
Service Process Management: Service Encounter Design and Contrcl; Managing Service Processes;
Experience -Management in Service Operations; Service Quality and Reliability Assurance; Service

Process Improvement & the Associated Methodologies; Experience Innovation Paradigm; New Service
Development
UNIT-IV
ltnproving Service Delivery Propositions: Service Growth and Globalization; Forecasting Demand for
Services: Capacity and Demand Management: Cust01)1er Expectations and the Planned Provision in

Service Delivery; Legal Aspects of Expectation-Delivery Gaps; Service Waiting Line and Customer
Relationship Management; Inventory Management for Improved service Delivery

SUGGESTED READINGS:

4.

Deborah (20()8), Conuoetitive Strategies tl»r Service Businesses,New Delhi: Jaico

Fitzsilnnnons & Fitzsimmons (2()()6). Service Management, Tata McGraw-Hill
I-laksever, et al. (2()()6), Service Managennent and Operations, Pearson Education
Hollins (2()07), Managing Service Operations, Sage Publications
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Johnston & Clark (2009), Service Operations Management, Pearson Education
Metters, et al. (2006), Service Operations Management, Cengage Learning
Davis & Heineke (2003), Managing Services: People and Technology, TataMcGraw Hill.

Mapping Matrix of Course: Service Operations Management
Table 1: CO-PO Matrix for the Course: Service OperationsManagement

Cos

COI
C02
C03
C04

POI

2

P02 P03 P04 P05 P06 P07

Average 2.5 2.25 2.25 2.25 1.75

P08

2.25

PSOI

2.25

PS02

2.25
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Name of Subject: World Class Manufacturing

Course Code:

Credits: 3

Maximum Theory Marks: 75 (50+ 25)

Time Allowed: 2 Hrs

Specialization Specific Course

Description of Course: World Class Manufacturing (WCM) is a philosophy and methodology focused 01

achieving operational excellence in manufacturing by integrating principles like lean manufacturing, tota

productive Imaintenance, and total quality managennent to eliminate waste, improve efficiency, and enhance produc
quality. It's a journey of continuous improvement aimed at making a company a leader in its industry. Through cas
studies and practical exercises, students develop the ability to design and interpret best manufacturing practices
The course prepares participants to apply efT01ts to identify and eliminate losses, defects, and inefficiencies in al

processes through case studies.

Instructions for Paper Setter: The question paper shall be divided into two sections. Section 'A' shall connpris
live short answer type questions the whole of the syllabus carrying two marks each, which shall b

conapulsory. The answer to each question should not exceed 100 words normally. Section 'B' shall comprise
questions (2 questions from each unit). All the questions need to be mapped with Course Outcomes (COs
and need to be specified in the question paper against each question. The students will be required to attemp
four questions by selecting one question from each unit. All questions will carry equal marks.

Course Outcomes: - After completing the course, students will be able to:

I : Understand recent trends in manufacturing.
C02: Demonstrate the relevance and basics of World Class Manufacturing.
COB: Apply knowledge of world class noanufacturing practices
CC)4: Evaluate the impact of implementation of new WCM technologies.
COURSE CONTENTS:

Unit l: Introduction to world class manufacturing: history, scope, and significance;

Models for manufacturing excellence: Schonberger, Halls, Gunn and Maskell models,
Business Excellence, Value Added Manufacturing, People involvement, Productivity

Quality Delivery SafZ*ty Cost Morale (PQDSCM Approach).

Unit 2: Six signna concept-DMAIC Methodology

Define phase- Project definition, project charter,Translating Customer Needs into

Requirennents (CTQs) through QFD, diagram, define phaseSpecific

review, case studies. Measure phase- Process Mapping, Data Attributes, Measurement

System Analysis, Process Performance (Cp. Cpk, Pp, Ppk), Calculating Process

Signia Level, Measurement Phase Review, Case studies. Analyze phase- Cause &
effect analysis, verification of root causes, Analyze phase review, case studies.

Iinprove phase- Quality function deployment (House of quality), Failure mode and

effect analysis (FMEA), Improve phase review, case studies. Control phase-
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Statistical process control (SPC), developing a process control plan, control phase

review, case studies

Unit 3: Lean Manufacturing or Lean Production-History of waste reduction thinking,

Types ofwaste-3M, Toyota production system, Total Productive Maintenance, Lean
tools-5S Kaizen, Kanban, Poka Yoke, just in time, Value stream mapping, Heijunka,
SMED, Visual control.

10

Lectu res

Unit 4: Total Quality Management origin, evaluation & key elements- Quality 10

Lectures
managementdefinition, expens view on quality, Dimension of quality, Cost of quality

and quality cost audit, The Deming cycle, Statistical Process Control (SPC), Statistical

Qualizy Control, Control charts, TQM, Six sigma, ISO 9000 and other ISO series,

Indus-.rial safety, Quality circle

Suggested Reading:
l. World Class Manufacturing Strategic Perspective Sahay B.S., Saxena KBC. and Ashish Kumar Mac Mi n

Publications New Delhi
2. Just In Time Manufacturing Korgaonkar M.G MacMilan Publications

3. World Class Manufacturing- The Lesson of Simplicity Schonberger R. J Free Press 1986
4. The Toycta Way — 14 Management Principles Jeffrey K. Liker Me-Graw Hill 2003

Instructions for Internal Examiner: The internal assessment should be spread evenly throughout the seineste

and must include at least 3 independent components including a mid-term exam. Below are the suggeste

components for 25 marks. A teacher has a choice to change these components as per the need except for th

need to be specified in the question paper against each question.

S.

No.

2

Course Assessment Components

Assessment l: Class Participation(CP) And Individual Assessment

Assessment 2: Mid-Teln Exam (MTE)
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Marks[Weightage

10

10



3 Assessment 3: Case Analysis / Presentation (CAP)/ Group Project

(GP) / Role Play / Live Projects/ Simulation / Worksheet

Assessment

Internal Assessment (IA) (1+2+3)

End-Term Exalnination (EE)

Total Marks (IA+EE) 1000/0

IVIapping Matrix of Course:

['able l: CO-PO & CO-PSO Matrix for the Course:

cos

04
Average

POI

2.25

P02 P03

2.5

1304 P05 "06
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P07 PSOI PS02

1.75

PS03




