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CIRCULAR /SU/CM/Revised Syllabus/NEP/88/2025

Itis hcn:tiy inform to ‘all concerned that, on the recommendation of
the Dean, Faculty of Commerce & Management; the Academic Couneil
at its meeting held on 09t May, 2025 has been accepted the
Level as per the National Education Policy-2020 under the Faculty of
Commerce & Management run at all Affiliated Colleges, Dr. Babasaheb
Ambedkar Marathwada University.

abus of Under Graduat:

Sr.No. Courses Semester
b B.Com o Mrd &IV |
2. B.Com (E-Commerce) Mird & IV 1
e B.B.A Iilrd & IV
a. B.C.A . |INrd&IV |
B. B.C.M MIrd & IV
This is 526 and
Onwards as per appended herewith.

All concerned are requested to note the contents of this circular and
bring notice to the students, teachers and staff for their information and

necessary action.
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University Campus, b —— -
Chbisérantt Sribhiirisgnr - ) o7
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REF.NO. SU/CoM/2025-26 | 19| - gaa * s Section.
Date:- 03/ 07 /2025. *
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Copy forwarded with to Information and Necessary Actlon:-

1] The Head, concerned Department,
2] The Director, Board of Examination & Evaluation,
3] The Director, University Network & Information Centre, UNIC, with a

. Ch.hltnpa]tl

on_ s |
Psmbeﬁkar Marathwada University |

|
}




{Three Year/Four Years(Hons)/Four Years (Hons with Research) |

B.B.A.

IIIrd and IVth Semester

As per National Education Policy-2020
o For Affiliated Colleges Only

Faculty of Commerce & Management Science.

From the Academic Year 2025-26 & Onwards.
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B.B.A. Second Year (3rd Semester) Subject Structure
Note:_"Retail Management" course will be offered in the third semester as GE/OE-3 for
students ather than Commerce Management Faculty.

Sr.No. T Course Type Third Semester Total
o o Credits
Course | Course Name Credits
Caoile
Major (Core) Mandatory ]
| Gipoup-A: (Hnman Resouree DSC-7 Employability skills 4
| Management) DSC-3 | Human Factor in Business 4
1 Ciroup-B: (Finance) DSC-7 Direct Taxation 4 8
o DSC-8 Financial Moadeiling 1
Group-C: {(Marketiog} DSC-7 | Behavioural Marketing 4 |
DSC-8 | Brand Management 4 o
_ 1 | Miajor. Elective - B S =
Minor {Chovse any one Group ather
| than Major Group} ) o
Group-A (Human Resouree MH-1.1 | Basics of Employability skills | 2
Management) MH-1.2 | Fundamentals of Human Factor | 2
) - in Business
3 Group-B: (Finange] MF-1.1 Basics of Direct Taxation 2
MF-1.2 | Introduction to Financial 2 4
Muodelling
Group-U: (Marketing) MM-1.1 | Fundamenials of Behaviowral 2
Markeding B
MM-1.2 | Fundamentals of Brand 2
— | Management |
GE/OE (Generie/Open Flective) GEOE-3 2
4 (Choose any one from pool ef courses) 2
It should be chusen compulsorily from
the faculty other than that of Major .
VSO (Vocational Skill Courses) VSC-2.1 | Job Design & Amalysis 2
§ | (Choose any one from pool of courses) VSC-2.2 | Fund Flow Cash Flow Amalysis |2 | 2
! VSC-13 | Market Survey 2
6 I’ SEC - ==, = —
: —_
| ARC (Ability Enhancement AEC-3 English (To be offered common | 2 2
| Courses) (Common for all faculty) by University)
g | VEC VEC-2 | Environmental Studies 2 2
g | IKS - - — e
o oI = - = -
i FI* (Field Project) = B .
12 | CEP - — - f—
3 CC (Co-curricular Couwrses) CC-3 Cultural Activity/M88, NCC 2 2
{Commaon for all faculty) o
14 |BRM - — - —
15 |RP . £ = -
S S 22




| Subject Title rﬁn}tlng{ahiliu Skills.
Suhjeel Reference | DEC-T -

MAJOR (CORE ] MANDATORY
GROUP *A’: HUMAN RESOURCE MANAGEMEN |

Mo ol Ceedibs o

I [ o S N Oﬁ"ﬁodsf_w_t& ;4
: Assignment/Sessional |
| Semester Examination | ol

Course Objectives
At ihe end of the course, students will be able to
T exhibit i|npfb\-m_l;ch—nwaré|";e1's,_pl‘¢sonr&tian abilities, and personal growih through
_| the cultivation of behavioral skills. -

Toapply effective communication strategies, and they will desnonstrare compeience in
f verbal as well as nonverbal communication. =
Toeffectively transition from campus 10 the professional workplace by demonstrating
essential networking abilities, including the use of social and professional netwaorking
skills and job portals

-i
|
{
f
i

To utilize basic computer applications and intemet to take advantage of 11
developments in the industry.

i
_to enhanee their employability and career unitics, [

Swudents should have basic communication skills and Mumber
Pre-Requisite | familiarity with using computers and the ability to browse | of |
| internet. - | Lectures |
© | Behavioral Skills: - | |
Uniit-1 Emotional Intelligence-Personal Strength Analysis: Sclf- | 15 {
awareness, Confidence Building - Perception Management: |

Values C Etiquette: Punciuality, Law nbidingness and
workplace  behavior and  professional  ethics- Role |
Modeling: Adopting best practices md draw inspiration from | I
individual | |

s%&maﬁj._ml_mmnmLm : |

|
Display Professionalism a1 institute and workplace- Lthics, | |
]

Unit-11 | Communication

Communication Process- Barriers o Communication- |

Verbal Communication: writing of Job application, cover 15
letters and Business fetters — Office Drafting: Motice,

Circular, Memo-Business Report — Listening  Skills- | !
Public  Speaking C  Presentations.  -Non-Verbal |
Communication:  Mainin  Personal  Hygiene  and
Professional Appearance-  Body Langunge for positive |
impression- Different spatial [
zones- Role of tone in communication

Work with MS Office viz., word, excel, PowerPoint etc.- Use | 10
of intemet for finding ow various data pertaining to the |
trade- Use of’ Job Portals for finding opportunities




()

Unit-1V

MAJOR [ CORE ) MANDATORY
GROUP *A": HUMAN RESOURCE MANAGEMENT

| C‘nm_pu:! to Work: w

Interview  basics, Planning for  interview, preparing
appropriate Resume for the job, Prepusing fur esscntisl
Selection Tests- Networking Skills: Fssentials of Social |
Eﬁw\cing Skills. Essential Netwarking Skills for the

 Unii- ¥

Critical Thinking s Prablem Solving: W

Problem solving- Decision making- Lateral Thinking- Time
Management
and Priorilization

| Recommend
el Books

*  Daniel Goleman, Emotional Tntelligence: Why it Can Malier
More Than (G, Bantam books. 1995 New York

+ Shital Kakkar Mehra, Business Etiquette: A Guide for the Indian
Professional, HarperCollins India. 2012

= Courtland L. Bovee C John V., Thill, Business Communication
Today, Pearson Education, 1 5th Edition (Global Edition). 20720

*  Moeenakshi Raman C Prakash Singh, Business
Communication, Oxford University Press, Znd Edition. 2012

+  Gangadhar Joshi, From Campus to Corporate: Your Roadmap s
Employability, SAGE Publications India Pyt Lid. 20 5

+_ "Creative Problem solving for Managers™ by Tony Procio




MAJOR ( CORE ) MANDATORY
GROUP A" HUMAN RESOURCE MANAGEMEN1

Sdl;jnct Thle " Human Factor in Business.
[Subject Ref. No. | | DSC& [ No. of Credits [ 74
i T T ReeiPelom i Wek T4
ll-—.....——- —f I. i
| Assignments / Sessinnul | | an
Semester Examination | | 60
.............. Py . B S
Al the end of the course, studenis will be able w:
i 1) I T have the basic understanding people behaviowr in Business.
et ) . — i
) ) T know the change and adaptability is the foundation of Business.
3 Understanding Rofe of Emotional Factor in Business.
4) To know Corporate social Responsibility . (CSR).
5) To understand handling responsibility is the important part of working J
s 1 e s i o on !
P b ber o
I “:I wisite | 1he students are expected ta know the Basic Human factors required G ll_?:mr::r ]
Business, |
| Unit-1 Introduction : Basic understanding the role of People—Employees, 15 i
@ ; managers, customers, and stakeholders—play in the success, culture, |
and operations of a business, :
Businesses that consider user and employee needs in processes, |
products, and environments 1end o perform better. [
Engaged employees are mare productive, innevative, and committed ! |
Low engagement leads 1o low wrmover, poor performance, and low
Umit -1 Motivation and Rewards B
Reeognition, compensation, and career opportunities boost morale, ' |
Teamwork and Collabaration :strong teamwork leads to synergy and! E
better problem-solving. | i
l




Unit-101

Umit-1V

MAJOR (CORE ) MANDATORY
GROUF *A”: HUMAN RESOURCE MANAGEMENT
| Poor collaboration :can result n iﬁél_l'ﬁcnuy }h?dnwurk;m:r.v conllicl
| Unfzir reatment or lack of incentives demotivates employees
|

Ethical and Social Responsibiliy:

Social responsibility (CSR) refers 1o going beyond profit w eontribuie
positively to society and the environment—oflen seen through
community service, sustaineble practices, ethical supply chains.

| Ethics and Responsihility.

Business ethics encompasses luws, norms, and values that guide
corporate belavior—for example: no bribery, fair reatment of
employees, Honest customer dealing,

Individual responsibility is about recognizing and acting on ethical

prineiples within one's role, accepting consequences for our chaices

whistleblower protection. and ethical culture help ensure responsible
GComes

I Adnplahi_ﬁijr o Chunge

People’s willingness and ability 1o udapt to change 15 cruciul during
transitions (e.g.  digital transformation, mergers, )

Individual responsibility is about recognizing and aeting on ethical
principles within ane's role, accepting consequences for our choices

whistle blower protection, and ethical eulture help ensure responsible
oulcomes

Text Books

Human Factor in Management -Organisational Behaviour,

| M.N., Rubrabasavarj — Himalaya Publication.

I }Organisation Development skills for competitive Edge:
Biswajeet Ruvishankar

Interventions for Organisation, Wendell. L . French .
Cecil M. Bell Veena Vohra,

Leadership plays a critical role: elear codes of conduct, ethics training.

Leadership plays a critical role: clear codes of conduct, ethics training,

| 20

2)Business Ethics-Manisha Paliwal : Mew Age International Publication |
3)Chapter 14- of Organisational Development-Behavioral Science |



MAJOR ( CORE ) MANDATORY
_GROUP'B’- FINANCE

|
\mlum.l Title | Direct Taxation

| bull]:l.l Hef. "iu, } DEC -7 ND. u[(.rﬂllh
! Nu. of PeriodsWeek
Anignmwlr Smhan-il
Semester Exam
COURSE ORIECTIVES

1961,

To crble the students 1o compute the net total taxable i income of m individusl,

4

[y

T Tas enable the susdents 1o fdentily fhe busic concepts, defnitions and terms related o Incame Tax
T crable the students to determine the residential status of an individual & scope of ol income
Vo enable (he students fo discuss the varlous deductions under Chapter ¥I-A of the income Tax Act

Pre-requisite : Students should have basic knowledge of Taxation

TUnit -

| Contenls
]
I

Number of

Lectures

Unit-1:

Unit-2:

Unit-3:

[ntroduction o income Tax: Inwodocton of Income Tax Ack 1961 |

Definitions and features of taxes. Income tax concepls: Assesse, Deemiod |

Assesse, Assessment Year, Previous Year, person, Income, Total income. |

C-pnr.nl v Revenuc receipts. Residentinl Status & its effeer on toatien, |
exempl rom Tax. Agriculture ine

" Heads of Tncame-Part I: Salaries: Definition & Concepts, Basis of charge. |

permissible  deduetion’s, Compatation of solary  income, (Theory &
Mumerical). House propeety: Basia of charge, Permissible deductions and |
computation of income from house X & Mumerical

[ Heads of Income-Part 1:Capital gains: Definition & Concepts, Basis or

charge, Permissible deductions and computation of income from capital gins ;
(’Thm-y & aneri:ai). !
i 0 o fession; Definition & Concepts, Basis |
ofchnlm pmmmihle Ml:uum, Cnmpmnun of income from Profits amd
gains from Mmﬂmhmmlﬁmﬁﬂl |
: Definition & Concepis, Basis of charge,
Permissible daduoﬂwﬂim & Numerical].




Unit4: Gross Totl Income & Tox Masugement:Compatation of Gross. Mot o 15
| neome based on 5 heods, Set-off and camy forward of losses, Deduction
! umder See. 80, Computation of Income Tax Liabiliey, Advanced Payment «
| Tax, TDS, Tax Planoing & Tax Evasion, Deductions to be made in compuling
toal income, Deductions in respeet of certain payments and Deductions i

' respect of cetain incimie, |
i Text Books Text Bowks:- Dircet Teves — El'_.ﬂa-u Kivhors, Ay il’hupmﬂ' Prasad, ! P Joklive
| & Reference Books: - Direct Taves — Lew and Practice - by Dr, Vinge! £ Sinelemia & (i

| Additicnal Manica Singharie

“'r‘;:““ Direct Tax Lavws and Practice - by T.N. Manoharan
Hou! Direct Taxetion - by CA Ahuja & Dr. Ravi Gupta

! A dncome Tux Law & Practice™ by Gawr & Narang




MAJOR (CORE ) MANDATORY
_GROUP“B* - FINANCE

Subject Title [ | Financial Modeluug
%ﬁuhjrtl Ref.No. Ir:( # | Mo of Credits ' 4
o No. of PeriodyWeek ' Loa
Assignment/ Su;iun ul i | 40 ;
] S-:murcr['ltl;n_ . ik I
COURSE OBJECTIVES |

1. | To understand the concepts and importance of firancial modeling in business decision- :
making.
2 [T o npply Exeel tools and functions to develop integrated financial mndv.-l.-, |
3 [Ta analyze historical data and forccast future financial p-crfnrmnncc using finasciml modeling ||
| technigues, I_l
4. | To evalunte business valuation using various methods through models.
§ Ta design and present investment or project-hased fnancial models 1o hl(l ki |J|_|,,|c chpﬂm]-:-

muaking.
Pre-requisite: Students should have bagic knowledge of Finoncial Munugemen
| P A—— T S R S
Unit Contenis \llmlmr al |
!l._l‘LIHI‘t‘\ |
| Unis-1 [ntroduction to Finencial Modeling: i

Meaning, basics, Benelits and Uses of Financial Modeling. Impoan. e
and Applii.‘.llion in Business, Tﬂta of Financial Models, Excel as 4 |
Muodeling Tool, Best Practices in Maodeling, Introduction 10 | “"l
[unctions: Financial, Logical, Lookup, and Statistical :

§

Unit-2 | Building Finencial Statements Model: s
tmput Sheet and Assumptions, Modeling the Income Stateaent |
Modeling the Balance Sheet, Modeling the Cash Flow Statemen. | |
| Linking Financinl Statements, Error checking and model validation !
Umit-3 Financial Ratios: | ] |
Ratio analysis of industries, Du point Analysis, Peer 1o peer analysis. | |
o | Preparation of Financial Analysis report on an industry. ) | |
Unit—4 . Financial Management: [T i
I Time value of money, Long term financing, Cost of capital, Measure | |
[ of Leverage, Budgets, Types of Budgets, i |
|




Unit-% [ quity Research Modeling: B 1

Prepare an Income Statement, Balance sheer, Cash Flow Statcment

Cengraphic Revenue Sheet, Segment, Revenite Sheel, Cast Stateren:
| Db Sheer, Analyze Revenue Drivers, Foreeast Creographic & Segmem

| Revenues, Cost Statement, Debi, Income Statement, Batance Shect,
Cash Flow Suement, Performa Adjustments, Income Sistemen |
Compute  Margins, Dalance Sheet <Compute Ratios, Cash [ lon
Statement Projection, Valuation- Discounted Cash Flow Method (DCF), |
Valugtion - Relative Valuation {Football Field Chart), Valustion |
Assumptions for Valuation Model, Prepare Valustion Model, Propure
| Presentation Sheet, Prepare Company Overview Sector Overview
| Text Hooks & Text Books:-
| Addirional
Reference HFinancial Modeling Using Fxcel and VA by Chandan Sengupts. Johin Wiley &
Haonks Sons

2) Mastering Financial Modeling in Microsofl Excel — Alustair | L3ty
3} Practical Financinl Modeling — Jonathoan Swan

1} Business Data Analysis using Exeel - David Whigham — Oxford University Press |

2) Building Financial Modcls with Microsoft Excel: A Cuide for Fusipes
Professionals, K. Scott Proctor, 20d Edition, John Wilew & Sons |

3) Advanced Modeling in Finance using Excel and VBA By Muary Jackson, Mike
Stauntan, John Wiley & Sons |

___I__ﬁi) Financial Modeling Module, NSE Academy. -




MAJOR { CORE) MANDATORY
GROUP “C* - MARKETING

‘wl:jl.'cl Title ': ﬂehn\-mml Marketing
Subject Rt-!._r;t;. " ._’; J Db(' o __-_-_ ] I‘{b_‘_-nf_{..‘l_-*ft_ils I ! 4
Mo of PeriodsWeek : 4
Assign ment! S;£1;nul 40 '
Jsomesertian 1w

COURSE OBJECTIVES

Understand the basies of the behavioral marketing and difference between the teaditional and |
belavioral marketing.

ws .Hi

5

Analyae huw ma.rkctmg slm‘.egles can be taifored using insights from consumer behavior

!

T TP — E— |

Apply key behavioral theories and models to explain reat-world markering scenarios |
i

Evaluate the stages of the consumer d:{!ll:lun-mnklng process, from problem recopnition Lo post- |
purchase evaluation and the changes happening in the customer behavior sccordingly |
Conduct a basic consumer behavior study (€.g., surveys, focus groups) and present datiedriven f

marketing recommendations as per the concepts of Behavioral Markening. |

Pre-requisite: Students Basic understanding of marketing principles and consumer behavior is cesential
ko grosp how psychn]ugluf and social factors infueence buying dccrsmm

Unit-3: Reference Groups and Opinion Leaders, Socizl Class and Consumer Behavior |

Conlents | Mupalwer

I Unit : i of !
J Lectupes
Unit-1; Introduction to Behavieral Marketing: Definition, characteristics and Seope | 12
' of Behavioral Marketing; Imponance of understanding consumer beluvior,
Difference between traditional and behaviora! marketing: Consumer |
behavior research methods; Role of marketing in influencing consumes
decisions
-l-' -‘_2 . Psychological Influences in Behavioral Marketing: Perception; Process ||1r! 12
1 Unit-

- Umplications in Marketing, Learning Theories: Classical and Operoni
Conditioning; Mativation and Consumer Meeds (Maslow's Hierarchy ol
Meeds), Attitudes and Awtitude Change; Personality and Sell-concepy i
) nner Chices

Social and Coltural Influences Affecting Behavior: Group ilnﬁm.nu. 2




[Culiure, Sub-cubure snd Cross-cultural Differences, Family |ife el

hl&""b Behavior, Role of Social Media in she l[Hl'Ih Consumer Be Iu-. it :
1

P Consumer Declsion- Mnlr.lng Process: bm,gm in the Decisivn-Muking 12

LRI
[ ‘rocess; Problem  Recognition. Informativn Sl and Evalustion of
! fternatives; Purchase Decision and Post-Purchase Behavior: 1vpes .-11
| onsumer  Declsion-Making: Routine, Limited, and Extensive: Fale of
I “motions and Cognitive Hiases in Decision- Mnllmg
| Unit -8 pplications and Emerging Trends in Bebavioral Marketing: bl 12
| entation and Targeting: Behavioral Pricing Strategies; Markcting]
ralegies as per the Behaviour of consumers; Behavioral Insights i Digial i
arketing; Nudging and Choice Archivecire; Ethical tssues in Bohus ol i
| arketing. [ |
S _j
Text Hooks | Text Boaks:- - ]
& I. Loudon, 2. L., & Della Bitea, A, 1, (dth ed.). Consnmer Befunvione Tats MeCiraw-11i11
| Additional | 2. Schiffman, L. G., & Kanuk, L. L. (8th ed.). Comsumer Behaviowr. Prentice Hall
Reference | 3. Nair, S, R. (2020). Consumer behaviour in Indian perspective (2nd ed ). Himalays
Hooks Publishing House,

4. Mair, 8. R. (2025). Cowsmmer behaviour: Text and cases (15 ed. ). imalayi
Fublishing House,

5. Kumar, N., & Nalr, 5. R. (201 7). Consumer behaviaiur aned marketing:
comareticertion, Himataya Publishing House

1. Hawkins, D. L, Best, R. )., & Coney, K. A. (9th ed.). Comsumer Bofrvionr _Hrufurrr.k'.

Murketing Strategy. Tata MeGraw-Hill,
1. Solomon, M. R. Constamer Behavior, Pearson,
3. Mathersbaugh, D. L., & Hawkins, D, 1. Consamer Behavior. MoGrow-Hil),
4. Kumara, R. (2010). Convumer befaviour, Himalayn Publishing House
5

|

. Tyagh, C. L., & Kumar, A. (2004), Comsumer behavionr, Atlantic Publishers & |

Distributors,

6. Kumar, 5. R. (2013). Consumer behaviour: The Indian conext Feawrcepts g coves ) |

(2nct ed.). Pearson Education Indiz,

Sultan Chund & Sons.

| 7. Gupta, 5. L., & Pal, 8. 2001}, Consumer belviowr: An Indian perspeciive (2nd ed ), !



MAJOR ( CORE) MANDATORY
GROUP *C' - MARKETING

' Subject Title Title: Brand Management

Sulbiject Ref. No. FJSC-H No. of Crodiis 4

4
H 1
Assignment! Sessional | A0

|
|
Mo, of Periods/Week ‘

P

SRS e —— i 1 sl

COLRSE OBJECTIVES

.| Tounderstend the fundamental concepts of branding ead brand developiment. Il

2| Toonalyze the rbe of hranding in consumer decision-making.

3. | To explore brand positioning, equity, and personality stentegics.

4. | To study the brand lifecycle and techniques of brand communication,

5. | Ta introduce the role of digital branding and brand management in 3 global comex,

Pre-requisite: Students should have basic knowledge of Banking and Indian Fingncial System

1 Contenis o o . MNu mé)er ol
Unit | Laetures
Unit-1: Introduction 1o Branding § 15
- Definition and scope of brand management |
I
{

- Importance of branding in merketing
- Brand ve Product _
- Types of brands and brand elements
Unit-2: Brand Positioning and Equity 15 |
- Brand positioning strategies |

- Building strong brands |
- Sources and measures of brand equity
| - Keller's Brand Equity Model

Unit-3: Brand Identity and Architecture ' 5|
| - Brand personality and identity !




| i -"i.lll';;luli-;l_m!gr Vs ld-\;rl_hly . o
l ! - Brand architecture (house of bramds vs branded hustise)
J | - Brand extension and stretching - i
| Unit-4: Brand Communication and Trends 5
| - Integrated brand communication

- Co-branding, rebranding, and brand revitalization
I - Measuring brand performance |
| | = Digital branding and socisl media
i | - Cilobal branding strategies S i
| Text Books | Text Books:- - Kevin Lane Keller - Strategic Brand Management, Pearson

& - Kapferer Jean-No#l - The New Strategic Brand Management, K ogan Page
Additional ‘
Reference | Reference Boaks: -
Roarks
- 8. Ramesh Kumar — Managing indian Prands, Vikas Publishing

- Harsh V. Verma - Brand Management; Text and Cases, Exeel Bocks

=
=
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Subject Title

Subject Reference No, | MH LI

MINOR

Group "A'-Human Resource Management

[ Basies of Employability I a |
L1 . EU—— 1. ]
—INn, of Credits 2
- | No. of Periods/Week - 2
[ Assignment sessional 1 20 i,
) [Semester Examination | £
Course Objectives -

At the end of the course, smdents will be able ta:

behavioural skills.
2. Apply fundamenal communication strategies an

well as non-verbal communication

|
!‘ {. Exhibit improved self-awarcness an
[

1. Lhilize basic IT skills and undersiand how to keverage

| Pre-requisite

employability. ) - e il
[ Siudents Basic understanding of Human Resource Manugement

and Soft Skills

Unit-1: Behavioural Skills - Emotional Intelligence: Definition and its
Fundamentals of | importance
! Behavicural Ethics and Values: Basic workplace behaviour, ethics, values, and
skills and etiquetle
Communication | Communication Skills: Concepl, Elements and steps in the
Skills | communication process, barriers (o communication,
Office Drafting Basics: Notice, Agenda, Circular, and Memo
(Formats and purposc)
Umit-11: Basic Professional Writing: Writing a Job application and Cover
Professional | letters
Communication | Public Speaking and Presentation Basics: Planning and delivering |

presentations

Interview Preparation: Intervicew basics and planning for an
interview. Requisites for Preparing an appropriate Resume for the
Jjob

Decision Making: Concept, Process

Time Management: Concept, need and Prioritization

d personal growth through the cultivation of basic

d demonstrate competenee in verbal as |
job portals o enhance their

T Noof
| lectures |

Lectures |

[2

| Lectures |

Unit 0l
| Fundamental 11
| Skills

[ Rn:ummnhd_:d
Books

MS Office Bastes: Introduction to the use of MS OFffice applications
(Word, Excel, PowerPoint).

Job Portals: Introduction 1o the concept and basic use of Job
Portals for finding opportunities

Networking Skills: Concept, necd and advantages of networking,
Essential Networking Skills for the Job

10
Lectures

1. Emotional Inelligence: Daniel Goleman
I 2 Business Communication {Second Edition]): Mallika Mawal

3. Fundamentals of Information Technology: Anoop Mathew & S Kavitha

| Murugeshan
| 4. Business Communication (3" ed); Bell'Smith/Istam




Kumara, R. {2010}, Consumer behaviour, Himalaya Publishing House

Tyagi, C. L.. & Komar, A, (2004}, Consumer behaviour, Atlantic Publishers & Distributors
Kumar, 5. R, (2013). Consumer behaviour: The Tndian context (coneepts and cases) (2nd
ed.). Pearson Education India

Gupta, 5. 1., & Pal, 5. (201 1). Consumer hehaviour: An Indian perspective (2nd ed.). Sultn
Chand & Sons



Subjeet Title

[ Subject Reference Mo,

MINOR

Group 'A*-Human Resource Manuagement
i Fund;;rnlils af g .

| Human Factor in
L Business : ot
Mo, of Credits

Assignment sessional

Semester Examination

L]

Course Objectives

Al

[

e end of the course, students will be able to:

I, Ciain a basic understanding of the role of people (employees, managers, cuslomers, and
stakeholders) in business success.
Understand the fundamental concepts of motivation and teamwork in a business setting

 Know the basics of Corporate Social Responsibility (CSR), business cthics. and

challenges in
_HFB

| behaviour and CSR

| expectations, Technology transformation, Promoting ethical

[ Recommenied
Books

e adaptability o change. I R _—
Pre-requisite Knowledge of basics of Organisational Behaviour and Human Noof
I | Resource Management | lectures
Umit-1: Human Behavionr in Organisations- Concept, cuses, 12
Foundations of | Personality- Types, Determinants, The Big Five Model Lectures |
| Humuan Pereeption- Process, Organisational apphications of Perception,
| Behaviour | Impression Management
| Attitades- Coneept, Funciions of Attitudes, Work related attiludes,
Changing attitudes
- Vilues- Concepl, types, Attilude-Value relationship B
Unit-11: Group Dynamics: Concept, nature, types, stages of group ood
| Giroup | development, sdvantages & pitfalls of group. Determinants of group | Lectures
| Dynnmics behaviour , conflicts
Unit 111: Globalisation of workplaces, Managing employee diversity, I
Emerging Changing demographics of workforce, Changed emplovee i Lectures

TTiuman Faclor in Management - Organisational Behaviour - M.N,
Rushrabesavaraj - Himalaya Publication

| 3, Organisation Development skills for competitive Edge - Biswajeer
Pattanayak, 5. Ravishankar

2. Organisational Behaviour- John W Newstrom — MoeGraw Hill Publication

4. Organizational Behaviour @ K . Aswathappa - Himalaya Pubfication |




| subject Title RE II Basics of Direct Taxation |

[Subject w,',emef:anﬁj-.'!aﬁmmﬁup'amnsaﬁh,r' No.ofCredits BE
e bl """ 'No.of Periods / Week '--'. 0/ 2 )
! ,Lx;ssg?..gag [Sessional | ¢ 20

| Femester Brammination. | |

P = IR e R e — 1 |
| Course Objective: To develap foundational understanding of the hasic concepts, residential status, raxable income, and
| camputation framewark of direct taxes,

i
|

co# Course OQutcome BTL
ol Explain the fundamental concepts and companents of the Indian direct taxation BTL 2 - Understand
| system.
: e i
| coz Classify residential status and determine incidence of tax for individuals using basic g 5 apogy _
provisions. |
% . 1. ! 1 |
co3 Compute gross tatal income and simple taxable income under relevant heads using g 4 apaivce |
__foundational rules. R _— sy ccul)
}
|FnltH I Unit Contents o ' - . ! Lectures funit |
o oot Diec Taxaion (Foundational Gonceptsl 0 l
«  Meaning, nature, and scope of direct taxes |

‘ «  Owerview of the Indian Tax System | |
| « Important definitions under the Income-tax Act, 1961 [ |
| «  Assessment year, Previous year |
| |« Person, Assesse, Income, Gross Total Income | |
«  Exempted Incames (basic understanding anly) !
A ... flole of CADT & Administration of Direct Tawes i B |
Unit—1 | Residential Status 8 Tax Incidence | 10 |

Cancept of Residential Status (ind ividual onhy) |
riteria for Resident, Resident but Not Ordinarily Resident (RNOR), Non-Resident ! |

| .
Gl +  Incidence of tax based on residential status | '
b o Basic rules for income deemed to accrue or arise in India |
«  Simple numerical lustrations for classification [ |
|
Unit~ 1l ‘ Computation of Gross Total Income (Basic Level] ' 10

« Basic conceptual understanding of heads of income |
o Income from Salary (introduction + simple problems)
»  Income from House Property (onty seff-occupiedylet out basics} |
= Income from Other Sources (commaon [termns only) |
« Deductions under Chapter VI-A [only commanty used sections — BOC, BOD, B0G:
overview) |
| « Simple computation of Gross Tatal Income [GT1) and Taxable Income [very basic
| level) ‘
| » Introduction 1o new tax regime vs old lax ruglm_elmnr.epluall
F&ﬁnﬁh&ﬂnn‘ds-ﬂn Additional Resources :

singhania, V.K. & Monica Singhanla = Students’ Guide to income Tax (Basle Concepts Edition]
Gaur &Marang — Income Tax Law

Ahujs & Gupta = Simplified Approach to Income Tax

income-tax Act, 1961 (Bare Act — Student Edition)

CBDT Official Website (for basic circulars and FACs)

+ MCERT / CBSE Commerce basics for tax concepts (as supplementary reading)

o P e




| + | Introduction to Financial Modelling

—
| subject Title

| I

i Subject Type/Ref. Mo. | |"!'aﬂrr_mn;ﬁ_r|:;u;+_i-l:ﬁn;n_r.n:hf_MFi..l - _ﬂln.;\‘-c're:l}é 2 '|
I it s o of Perlods | Week 3072 :
| s fowionl |7 | '
[ semester Examination | 30 |

|' Course ﬁhiect-i;a: ﬁénmt.\a_rn_érs E;nae_rst_aﬁﬁr;e' lg-:milafiﬁ_ﬁii 'm;'li:épts:r;l' financial modelling for business |

decision-making.

! At the end of the course, students will be able to:

| caw. Course Outcome

| co Explain the fundamental concepts, structure, and purpose of financial models used
| in business decision-making.

| o1 Apply essential spreadsheet functions to build simple financial calculations and

templates.

canstruct a basic financlal medel using step-by-step logic for a business scenaric.

-L} co3

[Unitd | Uit Contents

Tunit=1 | Fundamentals af Financial Madelling

Meaning, scope, and applications of financial mioclelling
Types of financial models {intra only: projection model, valuation maodel,
budgeting model)
«  Structure and logic of a financiai model
s Steps in building a miodel
l « importance of assumptions & scenario logic
.  Dverview of spreadsheets as a modelling tool

spreadsheet Skills far Financial Modelling (Hands-on Basics)

/} « spreadsheet interface & layout: cells, ranges, formulas
« Essential functions for modelling:
= Basic math functions (SUM, AVERAGE, COUNT])
o Logical functions [IF, AND, OR)
= Date & tdme functions (TODAY, EQMONTH)
o Financial functions (PMT, RATE, Fv—intro anly)
«  Datavalidation, formatting, absolute vs refative referencing
‘ « PBuilding simple templates: revenue shept, cost sheet

uTat—ﬁ} Buliding a Simple Financial Mode! (Application]

« Identifying model objective and assumptions

Strucluring input sheet, calculation sheet, and outpul sheet
Creating a basic projection model:

Sales projections

Cost estimates

»  Profit & loss summary

. Simple scenario analysis (best case & worst case —conceptual]

Bloom's Level [BTL)

BTL 2 - Understand

BTL 3 — Apply

BTL4- |
Analyse/Create llntmi
level) ) -

i Lectures fUnit l

'|10 - |



%)

Fundamenials of Behavioral Marketing Syllabus
(Minor, Group 'C'-Marketing)

[Detail | Specification ]

'__Mf_ll - | Fundamenmals u_l‘i-k:hilviuurq.llh{arkming I

| Subject Ref. No. MM-1.1

| No of Credits 2 S
[N, of Periods/ Week 1z - |
[AssipnmentScssional Marks (20 .
!Ec'.m__:s[cr Exam Marks o o )
Course Objeetives

o To understand the behavioral aspects influencing consumer decisions.
o To explore the factors shaping marketing behavior.
o To upply behavioral insights for effective marketing strategies.

Pre-requisite
Sdents' Basic understanding of marketing principles and consumer befavior is essential to
grasp how peychological and social factors influence buying decisions.
Syliabus Content N -
Unit | Topic Details Mumber of
N S ) | Lectures
Unit-1: " Concept, scope, and significance of behavioral 10
[mroduction to marketing, Difference between behavioral and
Behavioral raditional marketing, Undersianding consumer
Marketing psychology and behavior, Role of behavioral insights in
| marketing sirategies
i
[ Unit-2: Consumer | Consumer decision-making process , Behavioral 1o
| Decision making &  segmentation and targeting sirategies
| Influences | Role of family, reference groups, and opinion leaders,
L | Cultural and social trends influencing consumer choices
| Unit-3: Recent Impact of social media and digitai behavior 1
| Trends in | Meuromarketing as a tool for understanding consumer
Behavioral | responses,
Marketing Ethical Issucs in Behavioral Marketing o
Text Tooks

Loudon, [, L., & Della Bitta, A. J. (4th ed.). Consumer Behaviour. Tata McGraw-Hill.

Schiffinan, L. G., & Kanuk, L. L. (8th ed.). Consumer Behaviour. Prentice Hall.

Nair, 5. R, {2020). Consumer behaviour in Indian perspective (2nd ed. ). Himalaya Publishing

House,

Nair, §, R (2025). Consumer behaviour: Text and cases (1st ed.). Himalaya Publishing

House.

Kumar, N., & Nair, $. B (2017). Consumer behaviour and marketing communication.

Himalaya Publishing House.
Reference Books

Hawkins, D. 1., Best, K. 1., & Coney, K. A. {9th ed.). Consumer Behaviour: Building

Marketing Strategy. Tata MeGraw-Hill
Solomon, M. It Consumer Behavior. Pearson.
Mothersbaugh, 0. L., & Hawkins, D. 1. Consumer Behavior, McGraw-Hill




Brand Management Syllabus {Minor, Group "C - Marketingh

(Dl [Spedfiion ___ 1
[SubjectTule Fundamentals of Hrand Management R
Subject Ref No. |MM-i2 o 1
No, of Credits 2 B e |
NeofPmiodewes 12~ ——
Assignment/Sessional Marks 20 e
[Semester Exom Marks  [30 ——— |
Course Dhjectives

T understand the fundamental concepts of brand, branding and hrand management
T'o explore brand positioning and equity.
To understand the branding strategics and eihical issue in brand management.

Pre-requisite

Srudents should have basic knowledge of Brands.

Syllatws Contents B -
| Unit T T Tapie Details Number nL\
I S — Lectures

Unit-1: "Brand-Meaning- Characteristics, Brand vs Product;

Introduction o Types of brands and brand glements. 0

Branding Definition and scope of Brand management; Impotiance |

o of branding in marketing: o . I

TUnit-2: Brand Process af brand creation and brand development,

Positioning and frand identity and image —concepts, Brand positionidg 0

Equity | and differcatiation, Keller's Brand Equity Model. | |
Minic: Branding | Brand extension, co-branding, and rebranding strategies, |

Stratcgies Managing global and local prands, Ethical issues in | 10
\ brand management I PE—

Text Books

Kevin Lane Keller - Strategic Brand Management, Prearson
Kapferer Jean-Nodl - The New Sirategic Brand Management, Rogan Page

Reference Books

§, Ramesh Kumar - Managing Indian Brands, Vikas Publishing
flarsh V. Verma - Brand Management: Text and Cases, Excel Books
v L. Moorthi - Brand Management: The Indian Confext, Vikas Publishing



VOUATIONAL SKILL COURSE

(5 RUI.II" A" = HUMAN RESOURCE MANAG EMENT

| \uhjnr Title
'-\ubjtu Hti '\u

| Job Design & Analysis

 V8C-21 T No. Of Credits !
o = _. No. ||I'P_eﬁt_n'l.-|._’;cl.:k_ .
Aﬂlgnmnlsu" Seassional i i
B Semester h.;_umhnl'lmn | i
Course Objectiv Ohjective

At the end of the Conrse, students will be able to:

b

‘ To un-d:rsund the fundamental uunccg:ls of J‘ﬂh dt‘*ll.,rl sl jubr anol ysis

':"ﬂ. g
in

TDd‘CWEﬁp analytical \kl“!» ﬁ:nr ﬂOI’IdIJﬁ.iII‘le(ﬂ:I unnl,-\n anml diesig “"“‘B"”"“-’“

| job roles.

To apply job design principles in crenting productive and motivating work
environments,

| Pre Requsite | Stwdent are expected to know about job through job anglysis | Noof
! Leetures
Introduction to Job Design ond  Analysis: Concept and i BTl

‘ Unit -1
{

significance of Job Design and Jobh  Analysis. 1fisodcal |
evolution and theories of job design (Taylor., Hereberp,
Hackman & l'}ldhun}.Typu of job  designs: Mechanistic,

Motivatianal, Biological, Perceptual, Importance of job wnalysr
in HRM, Job enalysis vs. job evaluation

Methods and Process of Job Analysis: Steps in the job analy=is | 0

Ll 2

| process, Methods of data collection: interviews, guestionnaines, |

i observation, work  diary/log,  Job  Description  and  Job |
Specification, Uses of job amalysis: recruitment, trainine

! performance appraisal, compensation. fssues and challenpes in

Lo |obanalysis !

{ Unit 3 Applications of Job Design 10

| |

1

| Application of job design to enhance employee mativation, |
Ergonomics and job design, Flexible job designs: lob rowtion. |
job enlargement, job enrichment, telecommuting, Rale of |
technology and Al in job design, Comtemporary issucs and |

) | trends in job design,
| Text Book T.V. Rao - Job Analysis Handbook — Tats MeGraw-Hill

Edueation :
Gary Dessler — Human Rexourve Management - Pearson !
Eduecation

| Additional Reference
Book

Milkovich & Bouwdrean - Persomsel/Humon  Besowroe {
Menagement — AITBS Publishers |
Decenzo & Robbins — Himnan Resource Management - Wiley
Indin

| Stephen P. Robbins & Timothy A. Judge - Orgomizonionsi



2

———

VOUATIONAL SKILL COURSE

[ Belwrviar - Pearson Education
Aswathappa, K. - Humion Resowrce Managesiem
Hill Education

_ GROUP A’ = HUMAN RESOURCE MANAGEMENT

Ml Carabin



Subject Title

VOUATIONAL SKILL COURSE.
GROUP*B" - FINANCE

Funi Flow & Cush Flow Analysis

Subjeet Rel. No. || VEC L2

N, of Credits

No. of Periods/Week

| Assignment! Sessional

Semester Exam

COURSE OBJECTIVE

-

b

0

M

decision-

making.

The objective of this course is to equip students with the knowledge and analsiical skills
nﬂm%ﬁ_’):_lq_k_l_n_qgl_‘m[rﬁ. ptrpin.undﬁ‘llml@ Mew and fund Now statements,
- | I'he course aims (o enable students o apply these tools for efTective managerial

Pre-requisite: The students are expected to know the basic concept of Balance Shee s "'"“l'"“""'"::

Lnit

and Operating eyele.

Contents

Lmie 1

Tnrroduction to Cash Flow Analysis:

Meaning and importance of cash flow, Objectives and benefits of
Cash Flow Stalement, Managerial uses. Cash and cash equivalenis
definition under AS-3 / Ind AS-7, Classification of cash flows -
Dperating Activities, Investing Activilies, Financing Activities.
Difference between cash flow and fund low statements.

Preparation and Interpretation of Cash Flow Statements:
Procedure for preparation of Cash Flow Sttement (as per AS-3/ 1o
ST}, Direct and Indirect methods of computing cash flow from
eperating activities, Adjustments for non-cash items, changes in
working capital, Preparation of compleie Cash Flow Siatement with

__practical problems, Limitations of Cash Flow Statements.

Mumber of |

I
i _Leetures
|
.
|
.




| Tntroduction to Fund Flow:
Unit-lit | Meaning and definition of funds, Objective of Fund Flow
| Statement, Managerial wses and significance of fund Now anaty..
Limitations of Fund flow statement, Concepl of working capital sl |
|_ | Mow of funds, Sources and Application of Funds, |
- oimputation of Fund flow Statement |
Unit-IV Steps in preparation of Fund Flow Statement - Caleulation of Fuid-
from Operations, Adjustments for depreciation, reserves, |
| gainsflosses. working capital: gross vs. net working capital,
| Preparation of Statement of Changes in Working Capital, Preparation
~of Fund Flow Statement with practical problems I

[Suggested | 1) Financial Management - Prasanna Clandrm -
| Reference 2) Financial Management - [.M, Pandey
) | books | 3) Fineneial Managessent - Khan & Jain N



YOUATIONAL SKILL COURSE.
. SROUPC’ - MARKETING
Subject Title ! Murket Survey

|

NSRS i 1 |

Subject Ref. No. vSC-2. 3 [m of Credits | 2 |
' No. of Periods/Week | 2
| Mﬂgimuu Sm”n al | 20

Semester Exam : k1] :

COURSE ORECTIVES

| 1. | Tointroduce students to the fundamentals of market survey techmiques and methodologics. |
2. | Todevelop prac:l:li skills in designing, conducting. and analyzing markel surveys, |
A Tl:l enable students to identify targel markets and assess consumer nocd: lhmuwh pnnmr, dgm |
| wollestion, if
4. | To equip students with data interpretetion and reporting skills relevant to business decisions, !

5. | Tuin still the importance of ethical considerations and professionalism while umdm::m;_
field surveys.

i

: - !

"re-requisite: Students Basic understanding of marketing concepts and elementary knowledpe ol [
husiness communication ane essential. Familiarity with data collection methods will be an added

advaniage. e }

Unit Cnnu'nu I Number of |

i 1.m:lurm |

ERE

Fundamentals of Market Survey - Definition of M.Il‘h:l ‘;ur'ﬂ:y - Pawie | |
and Applied Survey —Market research vs. Survey research Process - ! |
Research Design - Data Sources - Market Information System, i
Questionnaire design principles (clarity, neutrafity, order of guestions )

Sample Dmgn Smnplmg Process in Market Survey, Snmplin,h 1
Methods — Non probabilistic sampling Technigues — Probabilistic {
sampling Techniques - Sample Size determination, Reliability and |
validity in surveys |

Unit-1:

Lrnit-2:

Sm'cy modes (onling, face-1o-face, lerephunh.‘l pms&_ cons in Indian | 10 .
context. Pilot testing and pre-testing questionngines, Dt entry, coding
L) and simple wbulation, Descriplive statistivs: requensics, percentages.

Uimit-3:




~d

| cross-tabs.

| &

| Additional
| Reference
| Books

R ]
| Text Books | Text Books:- -

Naresh K. Malhotra, MARKETING RESEARCH: AN APFLI )
CQRIENTATION, Pearson Education, Asia

Faul E. Green & Donald S. Tull, RESEARCH FOR MARK!I TING
DECISIONS, PHI Learning Private Limited, New Delhi, 2000

Bonald R. Cooper & Schindler, MARKETING RESEARCH CONCEPT &
CASES, Tata MeGraw-Hill Publishing Company Limited, now Delhi, 2006
5.C. Gupta, MARKETING RESEARCH, Excel Books India. 2417

B S —



B.B.A. Second Year (4'" Semester) Subject Structure
Mote: " Projeet Proposal” course will be alfered in the fourth semester as GE/OE-4 for
students other than Commerce & Management Faculty.

Sr. | Course Type Fourih Semester Tutal
N, | . Credits |
Course Course Name Credits
i Codde -
| Major (Care) Mandatory . B
Ciroup-A: (Human Resouree D& Training & Development 4
Management) RSC-10 Industrial Relations 4
I Group-B: (Finpnce) | DSC-9 Working Capital M nt 4
{DSC-10 | Banking & Indian Finmncial 3 8
S System
Grroup-C: (Marketing) [8C-9 Marketing Research 4 |
o ¥SC-10 Digital Entreprensurship i
2 | Major. Eleclive —_— = P —_—
L S S
Minor (Choose any one Group oller
than Major Groap)
Giroup-A (Human Resource | MH-2.1 Rasics of Training & Development 2
i MH-2.2 Basies of Industrial Relations | 2
3 Ciroup-B; (Finanee) MF-2.1 Fundamentals of Working Capital 4
Management 4
MF-2.2 Introduction te Banking & Indian o
i Financial % ~
Ciroup-C: (Marketing) MM-2.1 Basics of Marketing Research 2
: MMi-2.2 Hasics of Digital Entrepreneurship 2
GEOE (Generic/Open Elective) GEOE-4
{Choose any one from pool of
4 | courses) 1t should be chosen 2
compulsosily from the faculty other
than that of Major —
VEC (Vocational Skill Courses) - -
% | {Choose any one from pool of - i
[ COUTSEs) - B
| SEC SEC-2.1 Case Study Analysis 2
3 SEC-2.2 | Accounting for Managers 2 2
- SEC-23 Applieations of social Networking 2
T AEC (Abllity Enhancement AEC-4 MIL-2 (To be offered common by 2 2
Courses) (Common for all faculty) University})
8 | YEC .- naa ama —
Ty | IKS - = s
m | T - s -
11 | FP {Field Project) FP-1 Field Project-1 2 2
12 | CEP - - it e,
13 CC (Co-curricular Courses) CC-4 Fine/Applied/Visual/Performing - 2
{Commen for all faculty) Aris =
14 | BM —— — s i
15 | RP —— new s . |
22|




| subject Title

|
Subjeet Hel.

1)

1)

)]

4)

3)

[ -?I‘.l.'
! Requisite

(Uit

| Unit— 11

. .

| Development, Edvention, and Leaming, Evolution and Growth of

| Training Needs Assessment and Designing the Program f 15

MAJOR ( CORE) MANDATORY
GROUP A HUMAN RESOURCE MANAGEMENT

| | Training and Development.

[hscy

Na. of Credits T3
No. of Periods | Werk 14

T{;ﬁ‘i“:l‘l‘iﬂlﬂltﬂt‘l:.’itn!iulﬂ' i 40

N,

Semester Examination | !hﬁ]

" Course Objectives
At the end of the course, students will be able 1o

To understand the fundamentals of fmining and dn.wclnpm:m amd Qs imiportance in
nrgamrmmnul eilectivencss, ‘
|
‘

To identify the mclhods md I.echmqm used in lmmmg PrOgrams acioss indusiries.

o devetop skills for cnndl.u:ting Teaining Needs Analysis (TNA) and ov uiuslmg training |
cllectiveness. ~|
B

To dm]up skills for conducting Training Needs Anabysis (TNA) wnd cvabusting tainin
effectiveness,

g ——— '
| 0 !-I'Lﬂi:m: the role of t::hnulcgy in trummg and the evolution of c-learning, :
]

) .'\; u_n_l.k;r:r of 1|
The students are expected Lo know the Tel:lmutu:snl' Training and | Lectures
Development. : '

| Introduction to Training and Develapment.

15

Concept and Definition of Training & Development, Importance anl
Objectives of Training in HRM, Difference between Trmining,

Training and Development in Indie, Strategic Role of Training and |
Development, Roles and Responsibilities of Training Professionals N

| Steps in Training Need Assessment {TNA)Organizational, Task, and
Person Analysis, Methods of Datn Collection for TNA, Designing | .
Training Programs — Principles of Leaming, Training Objectives | |

|
SMART Format, Developing Training Modules and Instructional Desizn | |
|



L Umie-=101

DtV

| Books

MAJOR { CORE) MANDATORY

GROUP “A'- HUMAN RESOURCE MANAGEMEN]

rn!_ir;;I; Methods and Delivery

Fypes of Training: Ou-the-Job and OF-the-Job Training, Classroon
Methods: Lectures, Case Studies, Role Plays, Group Discussion.
Maodem Methods: E-learning. Simulation, Gasification , Blended
Leamming, Use of Technology in Training (LMS, Virtual Classroom:
| Al-based Tools), Trainer Competencies and 5=Im.um1 Leaming

Management Systems (LMS)

| Evaluation of Training and Dmr_lnpmm

Training Evaluation: Impontance and Purpose. Kirkpatrick's Four [euvel.
{ of Evalustion, ROI in Training - Cost-Benefit Analysis, Feedback

Tools and Technigues, Career Development Programs. |
|

| Mechanisms

] Future Trends in Training & Development

Text Rooks | Raymond A. Noe =Emploves ?f'ﬂmmgmdbewiapmem
- MeGraw Hill Education, Latest Fdition

-

P. Nick Blanchard & James W. Thacker

Effective Training: Systems, Strategies and Praciices

— Pearson Edueation, Latest Edition

Additional
eference

Lyntan, P, & Pareck, 1,
Training jor Development
- SAGE Publications

B.Janakiram

Fraining and Development: Indian Texi and Caves

- Cengage Learning

P.L. Rao

Fraining and Development
Excel Books

K. Aswathappa

IHuman Resource Management (Relevant Chapters on T&D)

- MeGraw Hill Education

15




MAJOR { CORE) MANDATORY
GROUP *A"- HUMAN RESOURCE MANAGEMENT

[ Subject Title o ! ‘ Industrial Relutions.
| Suhjeet Ref. No. 1 | DSC-10 ' [ Now of Credits |
i - I No.of Periods / Week | |
xs_;ugnmmh!‘-‘u“umul { : A0
Semcster Examinntion | : i)
Course Ohjectives

At the end of the course, students will be able to:

i 0y I Ta have the tusn, lltldtralnmﬂ'ln.g ol Indumna! relation.

2 To know the busu: I'l:lum:lulm of Trade unjons.

k]| | Undenlﬂ:rbdmg Ro[c of collective Bargnmlng and Hegolmhm

4) To know the Industrial Relations and laws that shapes the workplace,

5} Use the knowledge properly about Grievances Handling and Industrial Dispure,

[ Pre ) [ Namber of
Requisite | Ihe students are expecied to know the Imponanee of Industrial Relaion, Licfores
|
Unit-1 Introduction to Industrial Relation: Definition &Meaning ('.uru;:.']'uli : | 12
Factors of Industrial Relations ;Objective of Industrial Relation |
JApproaches to industrial relation ,Chameteristie of Indian Labour.
Unit—1 | Trade Unions : Functions of Trade unions; ahjective and importance ol 12

Trade union, Trade union movement; Reasons for empolyees to join |
Trade unions Problem of Trade unions@&Remedies ; Trade union Act |
P 1926; Trends in Trade union movement in India. |

Limit-111 Collective Bargaining( It ensures democracy at work place). Meaning
&definition of collective bargaining .concept of collective bargaining
Principles of collective Bargaining Fssential conditions for the success
of Collegtive bargaining Collective Bargaining in Indin.

Empolyces Negotiation and wapges implementation.

I . N



MAJOR ( CORE) MANDATORY
- GROUP *A"- HUMAN RESOURCE MANAGEMEN
Uipit-iv | 12
{ Girievance Handling ond Indusinal Discipline:Concepts, Causes of
| Grievance ;Procedure for setilement:Indiseipline /misconduct; Cascs o
Misconduct: Types of Punishment ander standing order.

1inie- |r Industrail Dispute:meaning of Industrial contlicts, Causes of Indusirial 12
! Conflicts- Strikes and Lockouts Machinery for resolving Industrial |
| DMispute under the Industrial Dispute Act 1947, Arbitration A hiulicaiion |
i Prevention of Industrial Conflicts, Approaches 10 setthement of coniliv

| Labour laws and Relation: how law shapes the workplace.

Text Boaks | lndusimail Relation: P.subba Rao: Himalaya Publication. L
Additional | Essential of HRM and Industrial Relation: Text cases amd Cames - |
Reference | "subba Rao Himalaya Publication House.

Boalks

—

|
Industrail Relation : A.M Sharma : Himataya Publication. [ .!







MAJOR ( CORE) MANDATORY
GROUP‘B’-FINANCE

Subject Title Working Capital Management

Subject Reference No DSC-9 | No of Credit 4

e e e =Nb"r_:'l"iae'riﬁd"per-"week —
Assignment / Sessional | | 40
Semester Examination | | 60

Course Objectives

| capital and its role in business operations.

2 | Explain the waﬁiiug {,ap]l,.dl_ cycle, uper:-,iﬁﬁg cyele and planning techniques in di fferent

business situations.
|

3 | Apply appropriate cash management, receivables management and inventory
' management techniques to ensure liquidity and operational efficiency.

4 | Analyze the impact of excess and inadequate working capital on profitability, liquidity
and risk of an organization.

5 | Evaluate alternative working capital financing sources and credit p(_:-lic.ies.

Pre-requisite: Students should have basic knowledge of fundamentals of accounting and
financial statements Profit and loss account and Balance sheet and basics of financial
management.

Unit

Content

Number of
Lectures
required

Unit |

Fundamentals of working Capital Management: Meaning, definition &
scope of working capital, Objectives and importance of working capital,
determinants. components. Types of working capital. Determinants of
working capital, impact of Excess working capital and inadequate
working Capital. Working capital cycle and  operating  cyvele
concept(Basic numerical problems). Planning of working capital.

12

Unit I1

(Basic concept of Baumol and Miller-Orr model), Cash Planning.
| Receivable Management :Meaning ,objectives . various costs associate

Unit 111

| meaning. nature , goals, optimum credit policy, credit Terms.

Liquidity Management - Cash Management : Meaning and objectives of
cash management, Motives for holding cash, Meaning of Cash Flow,
Determination of optimum cash balance, Cash Management Models

12

with account receivables ., factors affecting policies for managing
accounts receivables, Credit Management process , Credit Policy —

Unit IV |

Inventory Management : Meaning, Objectives , Need for :hhlding
Inventory. Inventory Management Techniques and models.

Unit vV

. Sources of Long Term and short-term finance of Working capital,

Note : Inclusion of mini case studies and corporate exaiﬁpies are .EX.IJECI.&.IEZI to include in

teaching.

©




Books and references:

b L —

Bhalla,V.K.,Working Capital Management: Text and cases .Anmol, New Delhi
Pandey.l.M.. Iinancial Management, Vikas Publishing House New Delhi
Jain,N.,Working Capital Management, APH Publishing Corporation, New Delhi.
Dr.P.Periasamy .Working capital Management , Himalaya Publishing House Pvt.Ltd.
Bhattacharya, Hrishikes, Working Capital Management : Strategies AndTechniques
fourth edition . PHI

Prasanna Chandra , Financial Management -Theory and Practice , New Delhi, Tata
Mac Graw Hill Education

MY Khan and P.K. Jain , Financial Management , McGraw Hill



MAJOR ( CORE) MANDATORY
. g GIROUP ‘B’ - FINANCE
Subject Title r!nlﬂdﬂg and Indian Financial System,
s it Sy - .
| Subject Ref, No, PJSCJE No. of Credits [ 1

No. of Periods/Week | 1

Assignment/ Sessional il

—

Semester Exam | ] i)

COURSE OBJECTIVE
At the End of Couwrse, students will be able fo:
.| To describe the structure and role of the Indian financial system, including key components and |
1‘,} | repulators,

and financial I‘I!.-'Iﬁlm_ - -
n banking and their impact on fnancial
systems. M 1

i
|
|
4
I
|

Pre-regubsite: Students should have basic knowledge of Accounting and Financial Manusement

Contents

| Muniber of
I Lectures

introduction'to Indian Financinl System :Market instruments, R i

Unit-1 of Indian Financial System in Bconomie Strueture and components of .
the Indian Financial System, Role and functions of financial markets ;
and financial institutions, Regulstory Bodies: RBI, SEBI, [RDAL, |
[ PFRDA, Financial instruments: Money market & capital |
< | Development . -
! Umit-11 Banking System in India: Evolution and structure of banking in | 15
india, Types of Banks & NBFCs: Central Bank, Mationalized & o |
! Operative Banks, Regional Rural Banks, Scheduled Banks, Privaie

Banks & Foreign Banks, Mudm Bank, Small Finance Banks,

Specialized Banks, NBFCs. Types of Banking: Wholesale and Retnif
Banking, Investment Banking, Comporate Banking, Private Banking,
Development Banking. Functions of Banks — Primary and Seconcdary.

of RBI - mw‘m o |

Unit-111

Unit1V [ Winancial Institutions and Services: Development Fimnciul_j I
Institutions (DFis): NABARD, SIDBI, EXIM Bank, Non-Basking |
Finaneial C'n (NBFCs) Mutual Funds: Structure and types. |

o m & Finanee:Digita 12

Unit-¥




Supgested
Readings

Cybersecurity in Banking, Challenges and Opporunities in the Indis
Financial System

B. Sunthanam — Banking and Financial System (Margham Publications}
Bharti Pathak — fndian Fimaneial Sysiem (Pearson Education)

Financial services of India, Dr. D

M.Y. Khan ~ fndian Financial System (Tata McCraw-Hill)

Financial Services In India, Avadhani, V. A

uh.hl...r..,_—.-

1. L.M. Bhole & Jitendra Mahakud — Financial fnstitutions anet Morkets {MeGraw-

Hilly
2, Sundoram and Varshney - Banking Theory, Law & Praciice (Sultan Chand)

* R.M. Srivastava & Divya Migam — Memagement aof Indian Financiol fstitntiony




MAJOR { CORE ) MANDATORY,

s GROUF ‘C’ - MARKETING
Subjeet Title Murketing Rescarch
SubjectRef.No. | | DSC9 No.of Credits ‘ ’
l o No. of PeriodsWeek | ‘ -1
[r—r——
e S TS
COURSE OBIECTIVES

I
{
1. | To understund the fundamental coneepts and seope of marketing rescaveh ond its oole in ||
- managerial decision-making ncross different business environments, 1l
: _~
3
4
5

To develop the ability to identify marketing problems and design appropriate rescarch

methodologies to address them effectively,

To impart knowledge of datn collection methods {qualitative and quantitative), sampling

| techniques, and tools for primary and secondary data. |
|

.| Toenable students to analyze and inferpret marketing datn using statistical iols,

_| drawing actionable insights from ch findings. |
To build skifls in preparing and presenting comprehensive marketing vesearel reporls
that suppor sirategic marketing deeisions. |
re-requisite: Students Basic knowledge of marketing principles and an understanding of satistical
ethods nre essentinl to Brasp ﬂ'."" analytical and practical aspects of marketing research.

Unit Contents I Nll:::ll:r-.::i' '
S o { Lodtores
iR I'he Marketing Research System - Definition of MR - Basic and Applied |5
L esearch — The Marketing Research Process - Types of Research - Siejre
n Marketing Rescarch Process - Research Design - Dara Sources
IMarketing Information System. |
—_— - |
Unid-2: =
IApplication of Marketing Research: Product Research — Motivation |
rosearch - Advertising Research - Sales Control Hescarch — Huol :
Marketing research - Export Marketing research, i
]"_i;_;_ | Sampling Process in Marketing Research— Sampling Design and } =




&

Procedure — Sampling Methods Non probabilistic sampling Technioued

Unit-d:

Probabilistic sampling Technigues - Sample Size determination
f &

uta Instruments - Data Collection- Online data collection - Collsetion u||

ary Dita - Collection of Primary Data Metheds - Report Writing/

| 15

l nd Presentation of Data,
|ﬂ‘xl Books | Text Bogks:- - .
& *  Naresh K. Malhotra, MARKETING RESEARCH: AN APPLIE
Additional ORIENTATION, Pearson Education, Asia.
Reference *  Paul E, Green & Donald 5. Tull, RESEARCH FOR MARE FTING
Baooks DECISIONS. PHI Learning Private Limited, Now Delhi, 2000
* Donald R. Cooper & Schindler, MARKETING RESEARCH CONCEPT & |
CASES, Tata McGraw-Hill Publishing Company Limited, new Delhi, 2000 |
*  5.C Gupta, MARKETING RESEARCH, Excel Books India, 2007



®

5ul.mcl Hrl' o DSC-10

' | Suhject | Iﬂn

MANIR { CORE) MANDATORY
) GROUP "C" - MARKETING
l'lligiul Entreprencurship

No. af{_mﬂh

Nl:u n! P'enm:lm‘\fmlc

A.lsignm en n’ bl,!wmlml |

L. *.-!.!.'!' |

COURSE OBJECTIVES

4

ol

R —

To introduce siudents to the fundamentals of market survey technigues and lm:ﬂmdrdmgu-\.

To dmlup practical skifls in designing. conducting, and analyzing market | surveys.

To enuble students to identify target markets and assess consumer needs through |1rt|1\.|ry daa
| eollection,
T equip students with data interpretation and reporting skills m]cvn.ni 1o busincss decisions

w|

T in still the importance of ethical considerations and prnrc-uiun alism while conducting

field surveys.

[Pre-requisite: Students Basic understanding of marketing concepts and elementary knowledge of
|h"'ﬁ“'H"" omrmginication are essential. Familiarity with data coflection methads will be an added advantage

Conlents | Number of |
kil . lectires
) Intreduction 1o Digital Marketing the Intemet and Qs developiment, Bereliin | g4
! Unie-1: and Challenges of Digital Marketing and its Comparison with Conventicnal
: Marketing, Ten Cs for Internet Marketers, Marketing Funnel in digital contes). |
| |
I I
{ . Cenline Buyer Belavior : introduction , benefits and challenges | understanding | 2
Unit-2: uyer Behavior , Online Customer Expeciations , Online Customer B0 Buyer |
wier, Online 820 Buyer Behavior. i
. Online Shopping/emiling ;Emergence und benefits of Gnline Retnifing. Type | 1%
m :

f Omline Reailers, Bisiness Modeis of Online retailing: Opportumitics and
hallenges of Online Revailing. |




| Unit-4:

SEO and SEM, Importance of business website, Online Social Influence 15
Marketing ,Introduction to Social Media Marketing .Its benefits and challenges:
Types of Social Media Marketing ,Facebook Marketing, Instagram Marketing,
YouTube Marketing X Marketing, Google marketing, LinkedIn Marketing.

Text Books f Text Books:- -

&
Additional
Reference
Books

Naresh K. Malhotra, MARKETING RESEARCH: AN APPLIED ORIENTATION,
Pearson Education, Asia.

Paul E. Green & Donald S. Tull, RESEARCH FOR MARKETING DECISIONS. PHI
Learning Private Limited, New Delhi, 2009

Reference Books: -

Donald R. Cooper & Schindler, MARKETING RESEARCH CONCEPT & CASES,
Tata McGraw-Hill Publishing Company Limited, new Delhi, 2006
8.C. Gupta, MARKETING RESEARCH, Excel Books India, 2007




MIONR

Group A- HUMAN RESOURCE MANAGEMENT

Subject Title

Basics of Train ing
and Development

| Subject Ref.No

MH- 2.1 No. Of Credits

[

No. Of periods /week
Assignments/ Sessional

Semester Examination

L3 | 1| 12
=]

Course Objectives

At the end ol the course , Students will be able to:

1 To understand the fundamentals and importance of Tra-i_r'ﬁng and Dewlo;ﬂﬁﬁé_rit._

To learn various training methods, technigues, and delivery approaches.

To develop skills in Training Needs Assessment and designing training programmes.

To evaluate training effectiveness using tools and modern technigues..

| x| Lad| b2

To understand the role of technelogy in training and modern T&D trends. '

Pre-
Requisite

Students should have a basic understanding of Human Resource
Management concepts.

Familiarity with arganizational processes and employee development
activities will be helpful.

No.of
Lectures |

Unit 1

Fundamentals of Training & Development

Concept, definition and importance of T&D; objectives of
training in organizations; differenec between training,
development and learning: evolution and growth of T&D;
strategic role of training: roles and responsibilities of training
professionals.

Unit II:

Unit I1T:

Training Needs Assessment & Programme Desigr_!

Steps in Training Needs Assessment (TNA);
organizational, task and person analysis; data collection
methods; designing training programmes; SMART
objectives, principles of learning; developing training
modules and instructional design.

10

Training Methods, Delivery & Evaluation

Training methods (on-the-job & off-the-job); lectures,
case studies, role plays, simulations, e-learning, blended
learning; trainer competencies; use of LMS and
technology: training evaluation models, ROI in training;
feedback tools; future trends.

10

Text Book

* Raymond A. Noe — Employee Training and Development, McGraw
Hill Education.

Additional
| Relerence

. Nick Blanchard & James W. Thacker — Effective Training: Systems,

Strategies and Practices, Pearson Education.

Ty




Books

! = B. Janakiram = Training and Development: Indian Text and Cases,
Cengage Learning.

|« Lynton R.P. & Pareek U. — Training for Development, SAGE

| Publications.




MIONR

Group A- HUMAN RESOURCE MANAGEMENT

Subject Title

' Basics of Industrial |
Relations |

Subject Ref.No | | MH-22 | No. Of Credits

2
No OfperiodsTweck | 13
| Assignments/ Sessional 20
| Semester Examination 30

Course Objectives

At the end of the course , Students will be able to:

' 1| To develop a basic understanding of Industrial Relations and its significance

To understand the foundation, functions, and role of Trade Unions in India.

L...am]

To analyse the process, principles, and practical aspects of Collective Bargaining and
Industrial Dispute Resolution.

To understand grievance handling procedures and industrial discipline mechanisms.

|

To gain knowledge of Industrial Laws and how they shape workplace relations.

| Pre-
! Requisite

Students should have a basic understanding of Human Resource
Management concepts and general organizational practices, They are
expected to be familiar with essential labour-related terms and
workplace interactions.

MNo.of
Lectures

Unit |

TUnitll:

Unit 111

Basics of Industrial Relations (IR)

Meaning, definition, and importance of Industrial
Relations.

Key factors influencing IR.

Approaches to Industrial Relations (only overview).
Introduction to industrial conflict: meaning & major
causes.

Role of labour laws in maintaining IR (brief).

| Trade Unions and Collective Bargaining

Meaning and functions of Trade Unions.

Importance of Trade Union movement in India.

Basic features of Trade Union Act, 1926 (summary only).
Collective Bargaining: meaning, process. and essentials.
Collective bargaining in India (short overview).

Crievances, Discipline & Industrial Disputes

Employee grievances: meaning and simple grievance
handling procedure.

Discipline: meaning, importance, and basic types of
misconduet.

Standing orders and types of punishment (brief).
Industrial Disputes: meaning. types (strike/lockout), and
basic causes.

Simple overview of dispute settlement methods:

10

¢



| conciliation, arbitration, adjudication.

Text Book

| Induserial Relations — P. SubbaRao

| Publisher: Himalaya Publishing House B
Additional Industrial Relations and Labour Laws — A, M. Sharma
Reference Publisher: Himalaya Publishing House
Books 2. Industrial Relations: Emerging Paradigms — B. . Singh

Publisher: Excel Books

! 3. Dynamics of Industrial Relations — C. B. Mamoria& S.
Mamoria
Publisher: Himalaya Publishing House




MINOR
GROUP-B FINANCE

Subject Title [] -li"{l_tic.l-amcntaisuét_‘_Wnrking Capital Management i
Subject Reference No MF.2.1 | No of Credit _ | 2
| No of period per week 1 2]

Assignment / Sessional R 20
Semester Examination ' 30
_____ Course Objectives

! business organizations.

' 2 | Explain the working capital cycle and operating cyele concepts in simple business

I situations. - N
| 3 | Apply fundamental cash. receivables and inventory management techniques to ensure

i liquidity. -

| 4 | Evaluate allernative working capital financing sources and credit policies. , -

| Pre-requisite: Students should have basic knowledge of fundamentals of accounting

| and financial statements Profit and loss account and Balance sheet and basics of
financial management.

Unit Content Number of
Lectures
! | required
I

| UnitT | Foundations of Working Capital: Concept, scope, objectives, and | 10
! importance of working capital.Components, determinants, and

types of working capital Execess and inadequate working capital —

impacts on business (with examples).

' Working Capital Cycle - Concept of Operating Cycle, Working |
| Capital Cycle, Calculation of Operating Cycle. (basic numerical

| problems). -

'_Unit IT | Liguidity Management — Cash, Receivables, and Inventory: . 10|

j Cash Management: Meaning, objectives, motives for holding |

i 'cash: determination of optimum cash balance (conceptual |

’ | overview of Baumol model). |

i ' Receivables Management: Meaning, objectives; credit policy and |

' credit terms, Factors influencing credit policy, Basic evaluation of |

| credit decisions

! Inventory Management: Meaning, objectives, and need; inventory |

| control techniques (Introductory level): :

+  EOQ (basic numerical)

«  ABC Analysis (conceptual)

« Reorder Level (basic concept) '

Unit Il | Working Capital Financing: Meaning and need for working | 10|
capital finance.Sources of short-term working capital finance :

(Trade credit ;

Bank credit (Cash Credit, Owverdraft). Bills discounting, '

Commercial paper (basic overview); Indian examples like TReDS

platform).

| lE



Note :Topic wise Inclusion of mini case studies and corporate examples are expected to
include in teaching to explore the applications of the concept in real business world.,

Books and references:

W

il

Bhalla,V.K..Working Capital Management: Text and cases ,Anmol. New Delhi
Pandey,I.M., Financial Management, Vikas Publishing House .New Delhi
Jain,N.,Working Capital Management. APII Publishing Corporation, New Delhi.
Dr.P.Periasamy . Working capital Management , Himalaya Publishing House Pvt.Ltd.
Bhattacharya, Hrishikes. Working Capital Management : Strategies AndTechnigues .
fourth edition , PHI

Prasanna Chandra , Financial Management -Theory and Practice , New Delhi, Tata
MacGraw Hill Education

M Y Khan and P.K. Jain . Financial Management McGraw Hill



MIONR

Group B- FINANCE

Subject Title

| Introduction
toBanking and Indian
Finance System

Subject Ref.No

MF -2.2 - No. Of Credits

No. Of periods /week

Assignments’ Sessional

Semester Examination

Led | b | b | B2
o=

Course Objectives

At the end of the course , Students will be able to:

| Explain the structure of the Indian Financial System

| Identify financial markets and instruments in India

Explain digital banking systems and financial technologies.

2

3 Describe the types and functions of banks and financial institutions.
4 -

5

Analyze the role of regulators and monetary policy in India.

' Requisite

Unit I

Students should have basic knowledge of commerce
fundamentals and an understanding of elementary economics.
Familiarity with accounting basics will help in better

comprehension of banking operations.

No.of
Lectures

Indian Financial System — Structure & Components

Overview and significance of the Indian Iinancial System (IFS).
* Components of IFFS: Financial institutions, financial markets,

| financial services, regulatory bodies.

*» Market instruments: Money market & capital market — features
and key instruments (Call money, T-Bills, CP, CD, Equity,
Bonds).

* Financial regulators: RBI, SEBI, IRDAIL PFRDA — roles &
functions.

* Structure & role of financial markets (Primary & Secondary).

Unit IT:

Banking System in India

Evolution and development of Indian banking.

* Types of Banks: Scheduled & Non-scheduled, Public
sector, Private sector, Foreign banks, Regional Rural
Banks.

* NBFCs: Types. role, differences from banks.

= Development Financial Institutions (DFIs): NABARD,
SIDBI, EXIM Bank.

« Functions of Banks: Primary, secondary & modemn
functions,

* Types of Banking: Retail, Wholesale, Investment,
Corporate, Private, Digital banking.

» Monetary policy & role of RBI in regulation,




Unit L1:

Financial Markets, Instruments & Technology in Banking | 10

Money market & capital market in India - structure and
functioning.

« Stock exchanges: BSE, NSE —role, primary vs
secondary markets, depositories: NSDL, CDSL.

» Financial instruments: Mutual funds - structure, types:
Insurance sector overview (Life & Non-Life).

« Digital Banking: UPI, IMPS. NEFT, RTGS.

= FinTech innovations: Blockchain, Al in banking, Digital
payments ecosystem.

» Financial inclusion initiatives: Jan DhanYojana,
PMIDY.

* Cvbersecurity challenges & opportunities in Indian
financial system.

| BhartiPathak — Indian Financial System. I_’eari-:fon Education

Text Book
Additional .
Reference .
Books

M.Y. Khan — Indian Financial System, Tata McGraw-Hill

B. Santhanam — Banking and Financial System. Margham '
Publications |
L.M. Bhole&JitendraMahakud — Financial Institutions and |
Markets, McGraw-Hill |




Minor Group — C Marketing

.Su bjectTitle Basics of Marketing Research
| SubjectRef.No. MM 2.1 | No. of Credits _ 2
No. of Pcriud;f%’\"cck | 2
Assignment/Sessional 20
- Semester Exam 30

COURSEQOBJECTIVESAfter completion of the course, students will be able to:

I. | Explain the concept and importance ol marketing research.

2. | ldentify and formulate marketing research problems.

3. | Design basic research tools and collect primary & secondary data.

Pre-requisite: StudentsBasic knowledge of marketing principles and an understanding of statistical |
methods are essential to grasp the analytical and practical aspects of marketing research.

Number of

; Contents
_Umt Lectures
) Introduction to Marketing Research:-Meaning, Definition and Scope of | 19
Unit-1: Marketing Research, Role of Marketing Research in Decision Making,
Marketing Research vs Market Research, Marketing Research Process,
Marketing Research in Business. I
. Research Design & Problem Formulation:- Defining the Research 10
Unit-2: Problem. Types of Research -Exploratory Research - Descriptive
Research - Causal Research, Research Design — Meaning &Types,
Sampling: Census vs Sample
Unit3: Data Collection Methods:- Primary Data Collection Methods 10

Observation Method, Survey Method, Interview Method, Questionnaire

Semantic Differential Scale, Rating Scales.  Secondary Data Sources.

Method, Designing a Questionnaire. Secaling Techniques: Likert Scale,

@)



Text Books | Text Books& references:-eMarketing Research: An Applied Orientation — Naresh
& K. Malhotra, Pearson Education.

Additional
Relerence
Books

sharketing Research — Aaker, Kumar & Day, Wiley India.
sharketing Research: Text and Cases — Rajan Saxena, McGraw Hill Education.

sResearch Methodology: Methods and Techniques — C.R. Kothari, New Age
International.




Minor Group-C Marketing

Unit-3:

entrepreneurs.

Marketing, Social Media Marketing (Facebook, Instagram, LinkedIn
basics), Content Marketing fundamentals, Basics ol SEO & SEM,
Influencer Marketing. Email Marketing hasics , Personal branding for

SubjectTitle Basics of Digital Entrepreneurship |
' SubjectRef.No. MM 2.2 No. of Credits 2 |
No. of Periods/Week 2
Assignment/Sessional 20
Semester Exam 30
COURSEOBJECTIVES:- After completing this course, students will be able to:
L. Explain the concept and importance of digital entrepreneurship.
2. | Identify digital business opportunities &startup ideas.
3. | Associate digital marketing and online branding fundamentals. _ J
Unit I Contents Number of
| Lectures |
. Introduction to Entrepreneurship & Digital Economy:- Meaning and :
Unit-1: concept of entrepreneurship, Characteristics of entrepreneurs, Types of
entrepreneurship (Traditional vs Digital), Concept of Digital Economy, | 10
Role of internet and technology in business, Overview of startup -
ecosystem in India. - B
. Digital Business Models & Opportunity Identification:- Digital business| 1g
Unit-2: models, B2B, B2C, C2C, D2C , Subscription model , Freemium model,
E-commerce [undamentals. Identifying digital business opportunities,
|Idea generation techniques, Basics of market research for digital startup |
Digital Marketing & Online Branding:- Introduction to Digital 10

q



Text Books | Text Books& references:-Hisrich, R. D., Peters, M. P., & Shepherd, D. A.

& Entrepreneurship ,Publisher: McGraw-Hill Education (India / International Edition.

Additional . .

Refe r::-m:e Kotler, Philip, Kartajaya, Hermawan & Setiawan, lwan

Book Marketing 4.0: Moving from Traditional to Digital Publisher: Wiley India Pvt. Ltd.
ooks

Chaffey, Dave & Ellis-Chadwick, Fiona Digital Marketing: Strategy, Implementation and
Practice Publisher: Pearson Education.

Gupta, C. B. & Srinivasan, N. P. Entreprencurial Development Publisher: Sultan Chand &
Sons (Indian Edition)




SKILL ENHANCEMENT COURSES
Subject Title cmr ﬁual_ﬁﬁ ALl e da ol

| Subject Reference | SEC -2.1 No.of Credits
| Ma.
' | No.OT PeriodsiWeelk

""" Cuurse Objectives
At the end of the eourse, students will be able o

i

i 2 —— i, £ i St

[ 1 | Gain insight into the fundamentals of business case analysis design and
| | signilicance of case studies within management education.

1 | Develop the ability 1o recognize business problems, interpret relevant data
. propose practical solutions. I
i | Apply management theories and models 10 real-life business scenarios.

Assignment/Sessional
| Semester Examintion

arml

__.r__
Las |
= SN

Students should have basic llndl.:l‘slunding ol mitragement ]
concepts, analytical thinking, and familiarity with busines
Pre- Reqguisite | terminology is essential for effective participation in case |
study discussions and
analyses,

concepl and purpose of case study in management education. |
Linir-1 how o read and appeoach a ¢nse- Key elements of a good |
analysis- Types of Business Case: Stratepic, Operational,
Functional ete. — Steps in case

analysis- Comparing individual snalysis with group-based

Unit-11 Problem ldentification and Analysis -Distinguishing
symptoms from core problems-Understanding the business
environment=-SWOT and basic PESTLE analysis-Internal

| vs, external factors- Rool Cause Analysis: Fishbone, 5
b Whys

b Unit-11 Generating Alternatives and Making Decisions:
Developing selution options- Criteria for evaluation
Choosing the best alternative,

Unit-1¥ Wril ing and delivering an eflective case mwiysls presentation: |
Executive summary and report writing-Organizing analysis

logically-Tips for
impactiul group presentations-LUse of visuals and data,

PR

Mo be
rof
Lecture




- EC\T':U and SEM, Impm‘la.:_mc-u-ﬂun.um website, Online Social Influence

Marketing | latroduction 1o Social Media Marketing s benelits and chalicn

Pypes of Social Medin Marketing Facebook Marketing, Instagram Markeiin: i
[YouTube Marketing X Marketing, Google marketing, Linkedin Marketing |

| Text Books | Text Books:- - A .

| & = Naresh K. Malhotrs, MARKETING RESEARCH: AN APPLIED COR1ENTATION, |
| Additional Pearson Education, Asia. |
| Reference +  Poul E Green & Donald S, Tull, RESEARCH FOR MARKE TTNG DECISIONS. #HE

| Dok Leaming Private Limited, Mew Delhi, 2009

Reference Books: - ;

&

Limii—:

[

+  Daonald R. Cooper & Schindler, MARKETING RESEARCH CONCEPI & CASES |
Tatn MeGraw-Hill Publishing Company Limited, new Delhi, 2006
* S0 Gupta, MARKETING RESEARCH, Excel Books India, 2007




Subject Title

Subject Ih'!l' Nl}. | |SEC22

SKILL ENHANCEMENT COURSE

Amnnrinn for Mnrmgcrl

No. ul‘(‘Mdm

Nu ol'i’:riuds.f\’-’rnlt

.ﬂ.ni;:n mmU Sessionul

Smatcr Exam

COURSE ORJECTIVES

(=]

(&)

1]

To understand the varions accounting concepts and conventions

To learn the inventory valuation technigues.

7o equip students with knowledge of preparing financial stalements

To learn preparing cost sheets

Pre-requisite: The students are expected to know the basic concept of Accounting

Unit —

Unit -

2

3

‘7 Contents

| Mumber |

af |
Lectures |

|Advantages and Limitations of Accounting, Users of accounting information

nireduction to Accounting:
ceount, Accountancy and Accounting — Meaning and Definition, Book Keeping
Accountancy, Nature of Accounting. Meed, Scope and lmporiance ui‘
conumting, Classification of Accoonts — Traditional and Modem Approach,
olden Principles of Accounting, Methods of Accounting System, liporiant
erms wsed in accounting, Classification of Accounting. Accounting Uoncepis
inciples and Conventions, National and International Accoumting Standands)

nancial Accounting
e Entry Accounting Systen, Accounting Cyele, Preparation of Juuna'l’.a
ion of Ledger, Preparation of Trial Balance, Preparation of Trading a "‘i
rofit & Loss Account, Preparation of Balance Sheet )
Inu Mwnn‘ling& !m’mh:r, Vl.Euu!luni
euning, DufinEl:mn of Depreciation, Methods employed by Indian (11||lp.1uw_'i
with Mumerical), = Meaning. Definition & Types. 1 Invemony
Valuation Method Po:lmm of Indian Compankes. )

§



Recommended +  Textbook: "Fhe Case Study Handbook h:,' Wikl L5t
Roabs «  The Case Study Handbook: A Student's Guide- Willian 1 1et
! |+ Business Policy and Strategic Manngement: Coneeprs and
| Applications-Azhar Kazmi
«  Management Case Studies- Ramesh Reddy
+  Coses in Indian Meanagement: Dr, BA, Chamsarkar, Himalay

1)

| Publication
Cose Method, Coases in Management: Mecta Baporikar . Fimalaya
.k Publishing House. T




|

SKILL ENHANCEMENT COURSE

] AR i T -
| Subjuet Tithe _ Apglication of Social Networking
|Snb]utm=[.ﬁu SEC23 %um '] 2
1.
2.
3
4,
-

Pwmmmmﬂwm -dcntn-hlmndnh maddern business
and communication.

-arketing .
Contents Number of
o <5 | Leetwes
Uit Imwdmﬁm social Networking:Evalution of social Networking . Types| 6
i af social Media Platform -Facchook, Instageam Einkedin X ( Twitier), 11
Tube,whats app , Telegram, Role of social Media in Business and current]
trends in social Networking.
Unis. | Business Application of social NetworkingBasic social Marketing ,| § |
) m@am.ummmﬂmwmm:
—_— demw-ﬂlbhﬂl 3

reating Pusiness pages : Facebook , Instagram and linkedin.
isks Eihics and Challenges: cyber security risks in social media. | ¢




{ands an creation of contents (post reels and blogs),
Lirossp Discussion on future trends in social networking

WA fab scund Mecia and Memverse snd its Renefits.

Text Books | Texi Books:- -

& Soclal Media Marketing : The Next Generation of Business Engngenmient : Shiv singh
Additional | by wiley India PviLid 2012,

| Reference
Books Sociol Media Analytics: Effective Tools for Building, Interpreting. ond Using Metrics
— Marshall Sponder

= Social Media Stirategy — Keith A. Quesenbemy

» Latest research papers from Journal of Social Media Studies

= Online resources; Google Scholar, Hootsuite Academy, Meta Blucpring




s 20 respondents (for survey-based projects)
OR
» 2 detailed interviews (for case study projects)

Project Report Format
f Structure of Report
1. Cowver Page
2. Certificate
3. Declaration
4. Acknowledgment
5. Index
6. Introduction of the Study
7. Objectives of the Study
8. Research Methodology
9. Profile of Organization (il applicable)
10. Data Analysis & Interpretation
1. Findings
12. Suggestions
13. Conclusion
14. Bibliography
15. Annexure (Questionnaire / Photos)

Evaluation Pattern (Total 50 Marks Example)
I Internal Evaluation by Guide (Marks 20)

Component Marks
Field visit completion, Attendance and interaction 10
Overall Report quality 10
Total 20

i) External Evaluation (Marks 30)

Cumpanent' " ‘ Marks
Objectives, Literature Review, Methodology, ﬁa'ta o | -
Analysis, Conclusion and Recommendations
Overall ProJeE:_t Repurrf-.';’.c_r;&:r'e and Style ‘ 5
, E&l_‘l;atior;Skills & Communication | 10
|
i r:. . ‘ =

.
D




FIELD PROJECT TO ALL MAJOR

Subject Title | | Field Project |
Subject RelNo FP-1 No., Of Credits 2]
| No. Of periods fweek 2
Internal Assessment 2
External Assessment 30

At the end of the course . Students will be able to:
I Understand real business functioning

Course Objectives

Apply basic research methodology

Develop communication and interpersonal skills

Analyse practical business problems

LA e | | B2

Prepare professional reports

Pre-
Requisite

Students must have basic knowledge of management, business communication,
research methodology, and elementary statistics before undertaking the field
project.

They should also possess communication, data collection, and report-writing
skills, along with adherence to ethical and academic guidelines.

(Common to All Major Ei‘égffves) &

Nature of Field Project

« [tis a short-term field-based study

« Students must select a general business-related topic

= The project should NOT be related to any specific specialization

= [t should focus on:
Business operations .Customer behaviour, Small business study,
Startupecosystem, Local market study. Service quality, Digital business
practices, Entrepreneurial practices, Business ethics. Supply chain
practices, Retail management. Social entrepreneurship ., Business
sustainability
Project Duration

« It will be Individual Project

«  Minimum Field Work: 10-15 Days

« Data Collection: Primary / Secondary
Field Work Requirements

Students must:

+  Visil business organization(s)
o Conduct interviews (Owner / Manager / Customers)

« Collect data through: .

o (Questionnaire
= Observation

o Interaction

o Secondary data

Minimum:




