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Visvesvaraya College of Engineering and Technology, Hyderabad (VCET), an UGC Autonomous
Institution, which is affiliated to Jawaharlal Nehru Technological University Hyderabad (JNTUH) offers
Two Years (Four Semesters)full-time Master of Business Administration (MBA) Degree programme, under
CBCS.

Eligibility for Admissions

Admission to the MBA programme shall be made subject to eligibility, qualification prescribed by the
University from time to time.

Admission to the MBA programme shall be made on the basis of either the merit rank or Percentileobtained
by the qualified student in the relevant qualifying Examination/ the merit rank obtained by the qualified
student in an entrance test conducted by Telangana State Government (ICET) for MBA programme / an
entrance test conducted by JNTUH/ on the basis of any other exams approved bythe University, subject to
reservations as laid down by the Govt. from time to time.

The medium of instructions for MBA Programme will be ENGLISH only.

MBA Programme Structure

The MBA Programme of JNTUH is in Semester pattern, with Four Semesters consisting of Two
academic years, each academic year having Two Semesters (First/Odd and Second/Even Semesters). Each
Semester shall be of 22 weeks duration (inclusive of Examinations), with a minimum of 90 instructional

days per Semester.

The two-year MBA program consists of 102 compulsory credits and the student has to register for all 102
credits and earn all 102 credits for the award of MBA degree. There is NO exemption of credits in any case.

The student shall not take more than four academic years to fulfill all the academic requirements for the award
of MBA degree from the date of commencement of first year first semester, failing which the student shall
forfeit the seat in MBA programme.

UGC/AICTE specified definitions/descriptions are adopted appropriately for various terms and
abbreviations used in these PG academic regulations, as listed below:

Semester Scheme

Each Semester shall have 'Continuous Internal Evaluation (CIE)' and 'Semester End Examination (SEE)".
Choice Based Credit System (CBCS) and Credit Based Semester System (CBSS) are taken as 'references’ for
the present set of Regulations. The terms 'SUBJECT' and 'COURSE' imply the same meaning here and
refer to "'Theory Subject’, or '‘Lab Course’, or 'Seminar', or 'Internship’, or'Project’ as the case may be.

Credit Courses

All subjects/courses are to be registered by the student in a semester to earn credits which shall be
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assigned to each subject/course in an L: T: P: C (Lecture Periods: Tutorial Periods: Practical Periods:Credits)
structure based on the following general pattern:

One credit for one hour/week/semester for theory/lecture (L)/ laboratory/practical (P) or tutorials (T)courses.

Other student activities like study tour, guest lecture, conference/workshop participations, technicalpaper
presentations, and identified mandatory courses, if any, will not carry credits.

3.4.3 Subject Course Classification
All subjects/courses offered for the MBA Degree Programme is broadly classified as follows. The VCET
has followed in general the guidelines issued by INTUH/AICTE/UGC.

Broad Course Course Group/ L
S.No. Classification Category Course Description

CcC - Core | Includes subjects related to the management
Courses
Project Work MBA Project or PG Project or Major Project

1 Core Courses (CoC) Seminar  /Pre- | Seminar based on core contents related to
Submission management
Project Seminar /
Summer
Internship
PE - | Includes elective subjects related to the

Elective Courses Professional specialization
2 (EE) Electives
l OE -  Open | Elective subjects which include inter-disciplinary

Electives subjects

4.0 Course Registration

4.1 A ‘Faculty Advisor or Counselor’ shall be assigned to each specialization, who will advise on the MBA,
its Course Structure and Curriculum, Choice/Option for Subjects/ Courses, based on his competence,
progress, pre-requisites and interest.

4.2 The Academic Section of the College invites ‘Registration Forms’ from students within 15 days from the
commencement of class work through ‘ON-LINE SUBMISSIONS’, ensuring ‘DATE and TIME
Stamping’. The ON-LINE Registration Requests for any ‘CURRENT SEMESTER’ shall be completed
BEFORE the commencement of SEEs (Semester End Examinations) of the ‘PRECEDING SEMESTER”.

4.3 A Student can apply for ON-LINE Registration, ONLY AFTER obtaining the ‘WRITTEN APPROVAL’ from

4.4

4.5

his Faculty Advisor, which should be submitted to the College Academic Section through the Head of
Department (a copy of it being retained with Head of Department, Faculty Advisor and theStudent).

If the Student submits ambiguous choices or multiple options or erroneous entries during ON-LINE
Registration for the Subject(s) / Course(s) under a given/ specified Course Group/ Category as listed in the
Course Structure, only the first mentioned Subject/ Course in that Category will be taken intoconsideration.

Subject/ Course Options exercised through ON-LINE Registration are final and CANNOT be changed, nor
can they be inter-changed; further, alternate choices also will not be considered. However, if the Subject/
Course that has already been listed for Registration by the University in a
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Semester could not be offered due to unforeseen or unexpected reasons, then the Student will beallowed to
have alternate choice either for a new Subject, if it is offered, or for another existing Subject (subject to
availability of seats). Such alternate arrangements will be made by the Head of Department, with due
notification and time-framed schedule, within the FIRST WEEK from the commencement of Class-work
for that Semester.

Attendance Requirements

The programmes are offered on the basis of a unit system with each subject being considered a unit.
Attendance is calculated separately for each subject.

Attendance in all classes (Lectures/Laboratories) is compulsory. The minimum required attendance in each
theory including the attendance of mid-term examination / Laboratory etc. is 75%. Two periods of
attendance for each theory subject shall be considered, if the student appears for the mid- term examination of
that subject. A student shall not be permitted to appear for the Semester End Examinations (SEE), if his
attendance is less than 75%.

Condoning of shortage of attendance (between 65% and 75%) up to a maximum of 10%
(considering the days of attendance in sports, games, NCC, NSS activities and Medical grounds) in each
subject of a semester shall be granted by the College Academic Committee on genuine reasons.

Shortage of Attendance below 65% in any subject shall in no case be condoned.

A Student, whose shortage of attendance is not condoned in any subject(s) in any semester, is
considered detained in that subject(s) and is not eligible to write Semester End Examination(s) of such
subject(s) in that semester, and he has to seek re-registration for those subject(s) in subsequent
semesters, and attend the same as and when offered.

A student fulfills the attendance requirement in the present semester, shall not be eligible for
readmission into the same class.

A prescribed fee per subject shall be payable for condoning shortage of attendance after getting the approval of
College Academic Committee for the same. The College Academic Committee shall maintain relevant
documents along with the request from the student.

A Candidate shall acquire minimum required attendance subject-wise in at least THREE theorysubjects
in each semester for promoting to next Semester.

Academic Requirements

The following academic requirements have to be satisfied, in addition to the attendance requirements
mentioned in item no. 5. The performance of the candidate in each semester shall be evaluated subject-
wise, with a maximum of 100 marks per subject/course (theory / laboratory), on the basis of Internal
Evaluation (for 40 marks) and Semester End Examination (for 60 marks).

A student shall be deemed to have satisfied the academic requirements and earned the creditsallotted to
each subject/course, if he secures not less than 40% of marks (16 out of 40 marks) inthe Continuous
Internal Evaluation (CIE), not less than 40% of marks (24 out of 60 marks) in the Semester End
Examination (SEE), and a minimum of 50% of marks in the sum total of CIE (Continuous Internal
Evaluation) and SEE (Semester End Examination) taken together; in terms of Letter Grades and this
implies securing ‘B’ Grade or above in a subject.

A student shall be deemed to have satisfied the academic requirements and earned the credits allotted to a
subject/ course, if he secures not less than 50% of the total marks. The student is
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deemed to have failed, if he does not submit a report on summer internship or does not make a
presentation of the same before the evaluation committee as per schedule, in such a case, he hasto reappear
for the same during the supplementary examinations as and when the notification isissued, subject to item
3.2.

A student shall register for all subjects for total of 102 credits as specified and listed in the coursestructure
for the chosen specialization, put in the required attendance and fulfill the academic requirements for
securing 102 credits obtaining a minimum of ‘B’ Grade or above in each subject, and all 102 credits securing
Semester Grade Point Average (SGPA) 2 6.0 (in each semester) and final Cumulative Grade Point Average
(CGPA) (i.e., CGPA at the end of MBA Programme) 2 6.0, to complete the MBA Programme
successfully.

Note: (1) The SGPA will be computed and printed on the marks memo only if the candidate passes

6.4

6.5

6.6

6.7

in all the subjects offered and gets minimum ‘B’ grade in all the subjects.

(2) CGPA is calculated only when the candidate passes in all the subjects offered in all the

semesters

Marks and Letter Grades obtained in all those subjects covering the above specified 102 creditsalone shall
be considered for the calculation of final CGPA, which will be indicated in the GradeCard /Marks Memo
of second year second semester.

If a student registers for extra subject(s) (in the parent specialization or other specializations of
Management) other than those listed subjects totaling to 102 credits as specified in the course structure,
the performance in extra subject(s) (although evaluated and graded using the same procedure as that of the
required 102 credits) will not be considered while calculating the SGPAand CGPA. For such extra subject(s)
registered, percentage of marks and Letter Grade alone will be indicated in the Grade Card/Marks Memo, as a
performance measure, subject to completion of the attendance and academic requirements as stated in items 5
and 6.1-6.3.

When a student is detained due to shortage of attendance in any subject(s) in any semester, no Grade
allotment will be made for such subject(s). However, he is eligible for re-registration of such subject(s) in the
subsequent semester(s), as and when next offered, with the academic regulations of the batch into which he is
re-registered, by paying the prescribed fees per subject. In all thesere-registration cases, the student shall have
to secure a fresh set of internal marks and Semester End Examination marks for performance evaluation in
such subject(s), and SGPA/CGPA calculations.

A student eligible to appear for the Semester End Examination in any subject, but absent from itor failed
(failing to secure ‘B’ Grade or above), may reappear for that subject at the supplementary examination as and
when conducted. In such cases, his Internal Marks assessed earlier for thatsubject will be carried over, and
added to the marks secured in the supplementary examination, for the purpose of evaluating his
performance in that subject.

6.8 A Student who fails to earn 102 credits as per the specified course structure, and as indicated above, within

7.0

7.1

four academic years from the date of commencement of his first year first semester, shall forfeit his seat in
MBA programme and his admission shall stand cancelled.

Evaluation - Distribution and Weightage of Marks
The performance of a student in each semester shall be evaluated subject- wise (irrespective of credits
assigned) for a maximum of 100 marks. The MBA project work (main project viva voce) will also be

evaluated for 100 marks.

For the theory subjects 60 marks shall be awarded for the performance in the Semester End
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Examination and 40 marks shall be awarded for Continuous Internal Evaluation (CIE). The Continuous
Internal Evaluation shall be made based on the average of the marks secured in the two Mid-Term
Examinations conducted, first Mid-Term examinations in the middle of the Semester and second Mid-Term
examinations during the last week of instruction.

In CIE, for theory subjects, during a semester, there shall be two mid-term examinations. Each Mid- Term
examination consists of two parts i) Part — A for 10 marks, ii) Part — B for 20 marks with a total duration of 2
hours as follows:
1. Mid-Term Examination for 30 marks:
a. Part - A: Objective/quiz paper/Short Note questions for 10 marks.
b. Part - B: Descriptive paper for 20 marks.

The objective/quiz paper is set with multiple choice, fill-in the blanks and match the following type of
questions for a total of 10 marks. The descriptive paper shall contain 6 full questions out of which, the
student has to answer 4 questions, each carrying 5 marks. The average of the two Mid Term Examinations
shall be taken as the final marks for Mid Term Examination (for 30 marks).

The remaining 10 marks of Continuous Internal Evaluation are distributed as:
2. Assignment for 5 marks. (Average of 2 Assignments each for 5 marks)
3. PPT/Poster Presentation/ Case Study/Video presentation/Survey/Field Study/Group discussion
/Role Play on a topic in the concerned subject for 5 marks before Il Mid-Term Examination.

While the first mid-term examination shall be conducted on 50% of the syllabus, the second mid-term
examination shall be conducted on the remaining 50% of the syllabus.

Five (5) marks are allocated for assignments (as specified by the subject teacher concerned). The first
assignment should be submitted before the conduct of the first mid-term examination, and the second
assignment should be submitted before the conduct of the second mid-term examination. The average of the
two assignments shall be taken as the final marks for assignment (for 5 marks).

PPT/Poster Presentation/ Case Study/Video presentation/Survey/Field Study/Group discussion
/Role Play on a topic in the concerned subject for 5 marks before Il Mid-Term Examination.

e The Student, in each subject, shall have to earn 40% of marks (i.e. 16 marks out of 40 marks)in CIE,
40% of marks (i.e. 24 marks out of 60) in SEE and Overall 50% of marks (i.e. 50 marksout of 100
marks) both CIE and SEE marks taking together.

The student is eligible to write Semester End Examination of the concerned subject, if the student
scores = 40% (16 marks) of 40 Continuous Internal Examination (CIE) marks.

In case, the student appears for Semester End Examination (SEE) of the concerned subject but not
scored minimum 40% of CIE marks (16 marks out of 40 internal marks), his performance in that
subject in SEE shall stand cancelled inspite of appearing the SEE.

The details of the end semester question paper pattern are as follows:

The semester end examinations (SEE), for theory subjects, will be conducted for 60 marks consisting of two

parts viz. i) Part- A for 10 marks, ii) Part - B for 50 marks.

e Part-A is a compulsory question which consists of ten sub-questions from all units carrying equalmarks.

e Part-B consists of five questions (numbered from 2 to 6) carrying 10 marks each. Each of these questions
is from each unit and may contain sub-questions. For each question there will be an “either” “or” choice,
which means that there will be two questions from each unit and the student should answer either of the
two questions.

e The duration of Semester End Examination is 3 hours.



7.3

7.4

7.5

7.6

VR24 MBA Academic Regulations

For practical subjects there shall be a Continuous Internal Evaluation (CIE) during the semester for40 marks

and 60 marks for semester end examination. Out of the 40 marks for internal evaluation:

1. A write-up on day-to-day experiment in the laboratory (in terms of aim, components/procedure, expected
outcome) which shall be evaluated for 10 marks

2. 10 marks for viva-voce (or) tutorial (or) case study (or) application (or) poster presentation of the course
concerned.

3. Internal practical examination conducted by the laboratory teacher concerned shall be evaluated for 10
marks.

4. The remaining 10 marks are for Laboratory Project, which consists of the Project design / Program
execution / field study submission which shall be evaluated after completion of laboratory course and
before semester end practical examination.

The Semester End Examination shall be conducted with an external examiner and the laboratoryteacher.
The external examiner shall be appointed from the cluster/ other colleges which will be decided by the
examination branch of the University.
In the Semester End Examination held for 3 hours and total 60 marks are divided and allocated asshown
below:

1. 10 marks for write-up
15 for experiment/program
15 for evaluation of results
10 marks for presentation on another experiment/program in the same laboratory course
10 marks for viva-voce on concerned laboratory course

abrwn

e The Student, in each subject, shall have to earn 40% of marks (i.e. 16 marks out of 40 marks)in CIE,
40% of marks (i.e. 24 marks out of 60) in SEE and Overall 50% of marks (i.e. 50 marksout of 100
marks) both CIE and SEE marks taking together.

The student is eligible to write Semester End Examination of the concerned subject, if the student
scores = 40% (16 marks) of 40 Continuous Internal Examination (CIE) marks.

In case, the student appears for Semester End Examination (SEE) of the concerned subject but not
scored minimum 40% of CIE marks (16 marks out of 40 internal marks), his performance in that
subject in SEE shall stand cancelled inspite of appearing the SEE.

For conducting laboratory end examinations, one internal examiner and one external examiner from the list of
5 experts given by head of the department are to be appointed by the Principal/ Chief Controller of
Examinations before commencement of the lab end examinations. The external examiner should be
selected from outside the College concerned but within the cluster. No external examiner should be appointed
from any other College in the same cluster/any other cluster which is run bythe same Management. A
candidate has to secure a minimum of 50% of marks to be declared successful. If he fails to obtain the
minimum marks, he has to reappear for the same during the supplementary examinations as and when
conducted, subject to item 3.3.

There shall be a summer internship during the summer vacation of | Year Il Semester and the evaluation
is done in Il Year | Semester. Summer internship Report has to be submitted to the department after
approval by the concerned supervisor/mentor and the Head of the department. Summer internship Report is
evaluated for 100 marks. The report has to be evaluated by the Head, Supervisor/ mentor and a senior faculty
of the department. A candidate has to secure a minimumof 50% of marks to be declared successful. If he
fails to obtain the minimum marks, he has to reappear for the same during the supplementary examinations
as and when conducted, subject toitem 3.2.

Every candidate shall be required to submit a thesis or dissertation on a topic approved by the
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Project Review Committee.

A Project Review Committee (PRC) shall be constituted with the Head of the Department as Chairperson,
Project Coordinator and one senior faculty member of the Departments offering the MBA programme.

Registration of Project Work: A candidate is permitted to register for the project work at the beginning of
I Year Il Semester after satisfying the attendance requirement in all the subjects, both theory and laboratories
upto Il Year | Semester. The duration of the project work is one semester.

After satisfying 7.8, a student, in consultation with his Project Supervisor, has to present the title,objective,
and plan of action of his project work to the Project Review Committee (PRC) for approval within two
weeks from the commencement of Il Year Il Semester. The student can initiate the Project work after
obtaining the approval of the PRC. The Supervisor and PRC will examine the progress of the Project
Work during pre-submission project seminar. For the subject ‘pre- submission project seminar’, there will
be only internal evaluation for 100 marks. Evaluation shall be done by the PRC for 50 marks and the
Supervisor shall evaluate the work for another 50 marks. A candidate has to secure a minimum of 50% of
marks to be declared successful. If he fails to obtainthe minimum marks, he has to reappear for the same
during the supplementary examination as and when notification is issued, subject to item 3.3. Pre-submission
project seminar has to be conducted along with 1%t and 2" mid-term examinations.

If a candidate wishes to change his supervisor or topic of the project, he can do so with the approval of the
PRC. However, the PRC shall examine whether or not the change of topic/supervisor leadsto a major
change of his initial plans of project proposal. If yes, his date of registration for the projectwork starts from
the date of change of Supervisor or topic as the case may be.

A candidate is permitted to submit project thesis with the approval of PRC not earlier than 16 weeks from
the date of commencement of fourth semester. For the approval of PRC, the candidate shallsubmit the draft
copy of thesis to the Head of the Department and make an oral presentation before the PRC during the Pre-
submission project seminar at 2" mid-term examinations.

After approval from the PRC, a soft copy of the thesis should be submitted to the exam branch for ANTI-
PLAGIARISM check. Then the exam branch will send the plagiarism report to the Principal, Head of the
department and the candidate and this to be included in the final thesis. The Thesis will be accepted for
submission, if the similarity index is less than 30%. If the similarity index has more than the required
percentage, the student is advised to modify accordingly and re-submit the soft copy of the thesis after one
month. The maximum number of re-submissions of thesis after plagiarism check is limited to TWO. The
candidate has to register for the Project work and work for one semester. After three attempts, the admission is
liable to be cancelled. The college authorities are advised to make plagiarism check of every soft copy of
theses before submissions.

Three copies of the Project Thesis certified by the supervisor shall be submitted to the exam branch.

The thesis shall be adjudicated by an external examiner selected by the Principal/Chief Controller of
Examinations. For this, the head of the department shall submit a panel of three examiners from among the
list of experts in the relevant specialization as submitted by the supervisor concerned..

If the report of the external examiner is unsatisfactory, the candidate shall revise and resubmit the Thesis. If
the report of the examiner is unsatisfactory again, the thesis shall be summarily rejected. Subsequent actions
for such dissertations may be considered, only on the specific recommendations of the external examiner
and /or Project Review Committee. No further correspondence in this matter will be entertained, if there
is no specific recommendation for resubmission.
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If the report of the external examiner is satisfactory, the Head of the Department shall coordinateand make
arrangement for the conduct of Main Project Viva - Voce examination. The Main Project Viva-Voce
examination will be evaluated for 100 marks. The Main Project Viva-Voce examinationshall be conducted
by a board consisting of the Supervisor, Head of the Department and the externalexaminer who adjudicated the
Thesis. The candidate has to secure a minimum of 50% of marks in Main Project Viva-Voce examination.
For Main Project Viva — Voce examination one external examiner shall be allotted for a group of ten
students (in a panel minimum of three students should be there). The Main Project Viva-Voce examination
shall be conducted within two weeks after completion of the fourth semester end examinations. The Students
need to prepare the PPT (Slides)of the project work for the Viva —voce examination.

If he fails to fulfill the requirements as specified in 7.16, he will reappear for the Main Project Viva-Voce
examination only after three months. In the reappeared examination also, if he fails to fulfill the
requirements, he will not be eligible for the award of the degree, unless he is asked to reviseand resubmit
his project work by the board within a specified time period (within four years from the date of
commencement of his first year first semester).

The Main Project Viva-Voce External examination marks must be submitted to the exam branch on the day of
the examination.

Re-Admission/Re-Registration
Re-Admission for Discontinued Student

A student, who has discontinued the MBA degree programme due to any reason whatsoever, may be
considered for 'readmission’ into the same degree programme (with the same specialization) with the
academic regulations of the batch into which he gets readmitted, with prior permission fromthe authorities
concerned, subject to item 6.6.

If a student is detained in a subject (s) due to shortage of attendance in any semester, he may bepermitted to
re-register for the same subject(s) in the same category (core or elective group) or equivalent subject, if
the same subject is not available, as suggested by the Board of Studies of that department, as and when offered
in the subsequent semester(s), with the academic regulations ofthe batch into which he seeks re-registration,
with prior permission from the authorities concerned,subject to item 3.2.

A candidate shall be given only one-time chance to re-register and attend the classes for a
maximum of two subjects in a semester, if the internal marks secured by a candidate are less than
40% and failed in those subjects but fulfilled the attendance requirement. A candidate must re- register for
failed subjects within four weeks of commencement of the class work, in the next academic year and secure
the required minimum attendance. In the event of the student taking this chance, his Continuous Internal
Evaluation (internal) marks and Semester End Examination marks obtained in the previous attempt stand
cancelled.

Examinations and Assessment - The Grading System

Grades will be awarded to indicate the performance of each student in each Theory Subject, or
Lab/Practicals, or Seminar, or Project, etc., based on the % of marks obtained in CIE + SEE (Continuous
Internal Evaluation + Semester End Examination, both taken together) as specified inltem 7 above, and a
corresponding Letter Grade shall be given.

As a measure of the student’s performance, a 10-point Absolute Grading System using the following Letter
Grades (UGC Guidelines) and corresponding percentage of marks shall be followed:
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% of Marks Secured in a subject/Course (Class Letter Grade (UGC Grade

Intervals) Guidelines) Points
90% and above (> 90%, < 100%) O (Outstanding) 10
Below 90% but not less than 80% ( >80%, <90%) A" (Excellent) 9
Below 80% but not less than 70% ( >70%, <80%) A (Very Good) 8
Below 70% but not less than 60% ( >60%, <70%) B* (Good) 7
Below 60% but not less than 50% (> 50%, <60%) B (above Average) 6
Below 50% (< 50%) F (FAIL) 0
Absent Ab 0

A student obtaining F Grade in any Subject is deemed to have ‘failed’ and is required to reappear as
‘Supplementary Candidate’ for the Semester End Examination (SEE), as and when conducted. Insuch
cases, his Internal Marks (CIE Marks) in those subjects will remain as obtained earlier.

If a student has not appeared for the examinations, ‘Ab’ Grade will be allocated to him for any subject and shall
be considered ‘failed” and will be required to reappear as ‘Supplementary Candidate’ forthe Semester End
Examination (SEE), as and when conducted.

A Letter Grade does not imply any specific marks percentage; it is only the range of percentage ofmarks.

In general, a student shall not be permitted to repeat any Subject/ Course (s) only for the sake of ‘Grade
Improvement’ or ‘SGPA/ CGPA Improvement’.

A student earns Grade Point (GP) in each Subject/ Course, on the basis of the Letter Grade obtained by him in
that Subject/ Course. The corresponding ‘Credit Points’ (CP) are computed by multiplying the Grade Point
with Credits for that particular Subject/ Course.

Credit Points (CP) = Grade Point (GP) x Credits .... For a Course
The student passes the Subject/ Course only when he gets GP 2 6 (B Grade or above).

The Semester Grade Point Average (SGPA) is calculated by dividing the Sum of Credit Points (XCP) secured
from ALL Subjects/ Courses registered in a Semester, by the Total Number of Credits registered during
that Semester. SGPA is rounded off to TWO Decimal Places. SGPA is thus computed as

N N
CiG; G
SGPA = { i=1 }/{i=1 }....For each Semester,

where ‘i’ is the Subject indicator index (taking into account all Subjects in a Semester), ‘N’ is the no. of
Subjects ‘REGISTERED?’ for the Semester (as specifically required and listed under the CourseStructure of

the parent Department), Ci is the no. of Credits allotted to the i" Subject, and Gi represents the Grade
Points (GP) corresponding to the Letter Grade awarded for that i™" Subject.

The Cumulative Grade Point Average (CGPA) is a measure of the overall cumulative performance of a
student over all Semesters considered for registration. The CGPA is the ratio of the Total Credit Points
secured by a student in ALL registered Courses in ALL Semesters, and the Total Number of Credits
registered in ALL the Semesters. CGPA is rounded off to TWO Decimal Places. CGPA is thus computed
from the | Year Second Semester onwards, at the end of each Semester,as per the formula
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M M
X
CGPA ={i=1 }y/{i=1 }...forall S Semesters registered
(ie., upto and inclusive of S Semesters, S 22),

where ‘M’ is the TOTAL no. of Subjects (as specifically required and listed under the Course Structure of the
parent Department) the Student has ‘REGISTERED’ for from the 1% Semester onwards uptoand inclusive of
the Semester S ( obviously M >N ), ¢j” is the Subject indicator index (taking into account all Subjects from

1 to S Semesters), G is the no. of Credits allotted to the j™" Subject, and Gj represents the Grade Points (GP)
corresponding to the Letter Grade awarded for that j™ Subject. After registration and completion of | Year |
Semester however, the SGPA of that Semester itself may be taken as the CGPA, as there are no cumulative
effects.

Illustration of calculation of SGPA

Course/Subject Credits Letter Gr_ade Credit Points
Grade points
Course 1 4 A 8 4*8 =32
Course 2 4 ] 10 4*10 =40
Course 3 4 B 6 4*6 =24
Course 4 3 B 6 3*6=18
Course 5 3 A+ 9 3*9 =27
Course 6 3 B 6 3*6=18
21 159

SGPA =159/21=7.57

lllustration of calculation of CGPA

Semester Credits SGPA Credits * SGPA
Semester | 24 7 24*7 =168
Semester 11 24 6 24*%6 =144
Semester 111 24 6.5 24*6.5 =156
Semester IV 24 6 24*6 =144
96 612

CGPA =612/96 = 6.37
Award of Degree and Class
If a student who registers for all the specified Subjects/ Courses as listed in the Course Structure,satisfies
all the Course Requirements, and passes the examinations prescribed in the entire MBAProgramme, and
secures the required number of 102 Credits (with CGPA > 6.0), shall be declaredto have ‘QUALIFIED’ for
the award of the MBA Degree that he was admitted into.

Award of Class

After a student has earned the requirements prescribed for the completion of the programme and is eligible for
the award of MBA Degree, he shall be placed in one of the following three classes based on the CGPA:

Class Awarded CGPA

First Class with Distinction >7.75

First Class 6.75< CGPA<7.75
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Second Class 6.00< CGPA<6.75

11.0

12.0

12.1

12.2

12.3

12.4

12.5

12.6

13.0
131
13.2

13.3

13.4

13.5

A student with final CGPA (at the end of the MBA Programme) < 6.00 shall not be eligible for the Award
of Degree.

Withholding of Results

If the student has not paid the dues, if any, to the University or if any case of indiscipline is pendingagainst
him, the result and degree of the student will be withheld and he will not be allowed into thenext semester.

General

Credit: A unit by which the course work is measured. It determines the number of hours of instructions
required per week. One credit is equivalent to one hour of teaching (lecture or tutorial) or one hour of
practical work/field work per week.

Credit Point: It is the product of grade point and number of credits for a course.

Wherever the words “he”, “him”, “his”, occur in the regulations, they shall include “she”, “her”.

The academic regulation should be read as a whole for the purpose of any interpretation.

In case of any doubt or ambiguity in the interpretation of the above rules, the decision of the Universityis final.

The University may change or amend the academic regulations or syllabi at any time and the changes or
amendments made shall be applicable to all the students with effect from the dates notified by the
University.

Student Transfers
There shall be no branch transfers after the completion of admission process.

There shall be no transfers from one college/stream to another within the constituent colleges andunits of
Jawaharlal Nehru Technological University Hyderabad.

The students seeking transfer to colleges affiliated to INTUH from various other Universities/institutions
have to pass the failed subjects which are equivalent to the subjects of INTUH, and also pass the subjects
of INTUH which the students have not studied at the earlier institution. Further, though the students have
passed some of the subjects at the earlier institutions, if the same subjects are prescribed in different
semesters of JINTUH, the students have to study those subjects in INTUH in spite of the fact that those
subjects are repeated.

The transferred students from other Universities/Institutions to INTUH affiliated colleges who are on rolls are
to be provided one chance to write the CBT (for internal marks) in the equivalent subject(s) as per the
clearance letter issued by the University.

The autonomous affiliated colleges have to provide one chance to write the internal examinations in the
equivalent subject(s) to the students transferred from other universities/institutions to JNTUH
autonomous affiliated colleges who are on rolls, as per the clearance (equivalence) letter issued by the
University.
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MALPRACTICES RULES
DISCIPLINARY ACTION FOR IMPROPER CONDUCT IN EXAMINATIONS

S.No | Nature of Malpractices/Improper conduct Punishment

If the candidate:

1.(a) | Possesses or keeps accessible in examination | Expulsion from the examination hall and
hall, any paper, note book, programmable | cancellation of the performance in that subject only.
calculators, Cell phones,pager, palm computers,
Bluetooth devices, digital watches or any other
form of material concerned with or related to the
subject to theexamination (theory or practical) in
which heis appearing but has not made use of
(material shall include any marks on the body of
the candidate which can be used as an aid in the
subject of the examination).

(b) | Gives assistance or guidance or receives it from | Expulsion from the examination hall and
any other candidate orally or by any other body | cancellation of the performance in that subject only
language methods or communicates through cell | of all the candidates involved. Incase of anoutsider,
phones with any candidate or persons in or | he will be handed over to the police and a case is
outside the examhall in respect of any matter. registered against him.

2. Has copied in the examination hall from any | Expulsion from the examination hall and
paper, book, programmable calculators, palm | cancellation of the performance in that subject and
computers or any other form of material all other subjects the candidate has alreadyappeared
relevant to the subject to the examination including practical examinations and project work

(theory or practical) in which the candidate is and shall not be permitted to appearfor the remaining
appearing examinations of the subjects of that Semester/year.

The Hall Ticket of the candidate is to be cancelled
and sent to the exam cell.

3. | Impersonates any other candidate in The candidate who has impersonated shall be
connection with the examination. expelled from examination hall. The candidate is
also debarred and forfeits the seat. The
performance of the original candidate, who has
been impersonated, shall be cancelled in all the
subjects of the examination (including practicals
and project work) already appeared and shall not
be allowed to appear for examinations of the
remaining subjects of that semester/year. The
candidate is also debarred for two consecutive
semesters from class work and all University
examinations. The continuation of the course by
the candidate is subject to the academic
regulations in connection with forfeiture of seat.
If the imposter is an outsider, he will be handed
over to the police and a case is registered
against him.

4. Smuggles in the Answer book or additional Expulsion from the examination hall and
sheet or takes out or arranges to send out the cancellation of performance in that subject and
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question paper during the examination or
answer book or additional sheet, during or after
the examination.

all the other subjects the candidate has already
appeared including practical examinations and
project work and shall not be permitted for the
remaining examinations of the subjects of that
semester/year. The candidate is also debarred for
two consecutive semesters from class workand all
external examinations. The continuation of the
course by the candidate is subject to the academic
regulations in connection with forfeiture of seat.

Uses objectionable, abusive or offensive
language in the answer paper or in letters tothe
examiners or writes to the examiner requesting
him to award pass marks.

Cancellation of the performance in that subject.

Refuses to obey the orders of the Chief
Superintendent/Assistant — Superintendent/ any
officer on duty or misbehaves or creates
disturbance of any kind in and around the
examination hall or organizes a walk out or
instigates others to walk out, or threatens the
officer-in charge or any person on duty in or
outside the examination hall of any injury to his
person or to any of his relations whether by
words, either spoken or written or by signs or by
visible representation, assaults the officer-in-
charge, or any person on duty in or outside the
examination hall or any of his relations, or
indulges in any other act of misconduct or
mischief which result in damage to or
destruction of property in the examination hall
or any part of the College campus or engages in
any other act which inthe opinion of the officer
on duty amounts to use of unfair means or
misconduct or has the tendency to disrupt the
orderly conduct of the examination.

In case of students of the college, they shall be
expelled from examination halls and cancellation of
their performance in that subject and all other
subjects the candidate(s) has (have) already
appeared and shall not be permitted to appear for
the remaining examinations of the subjects of that
semester/year. The candidates also are debarred and
forfeit their seats. In case of outsiders, they will be
handed over to the police and a police case is
registered against them.

Leaves the exam hall taking away answer script
or intentionally tears of the script or any par there
of inside or outside the examination hall.

Expulsion from the examination hall and
cancellation of performance in that subject and all
the other subjects the candidate has alreadyappeared
including practical examinations and project work
and shall not be permitted for the remaining
examinations of the subjects of that semester/year.
The candidate is also debarred for two consecutive
semesters from class work and all external
examinations. The continuation of the course by the
candidate is subject to the academic regulations
in

connection with forfeiture of seat.

Possess any lethal weapon or firearm in the
examination hall.

Expulsion from the examination hall and
cancellation of the performance in that subject and
all other subjects the candidate has already
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appeared including practical examinations and
project work and shall not be permitted for the
remaining examinations of the subjects of that
semester/year. The candidate is also debarred

and forfeits the seat.

9. If student of the college, who is not a candidate | Student of the colleges expulsion from the
for the particular examination or any person not | examination hall and cancellation of the
connected with the college indulges in any | performance in that subject and all other subjectsthe
malpractice or improper conduct mentioned in | candidate has already appeared including practical
clause 6 to 8. examinations and project work and shall not be

permitted for the remaining examinations of the
subjects of that semester/year. The candidate is also
debarredand forfeits the seat. Person(s) who do not
belong to the College will be handed over to police
and, a police case will be registeredagainst them.

10. | Comes in a drunken condition to theexamination| Expulsion from the examination hall and
hall. cancellation of the performance in that subject and

all other subjects the candidate has alreadyappeared
including practical examinations and project work
and shall not be permitted for the remaining
examinations of the subjects of that semester/year.

11. | Copying detected on the basis of internal | Cancellation of the performance in that subjectand
evidence, such as, during valuation or during | all other subjects the candidate has appeared
special scrutiny. including practical examinations and project work

of that semester/ year examinations.

12. | If any malpractice is detected which is not

covered in the above clauses 1 to 11 shall be
reported to the University for further action to
award suitable punishment.

Malpractices identified by squad or special invigilators
Punishments to the candidates as per the above guidelines.
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Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

MASTER OF BUSINESS ADMINISTRATION
MBA (Regular) VR24 COURSE STRUCTURE AND SYLLABUS
Effective from Academic Year 2024-25 Admitted Batch

| Year | Semester

CourseCode CourseTitle LI T|P Credits
24MBAO01 Management and Organizational Behavior 41 010 4
24MBA02 Business Economics 41010 4
24MBAO03 Financial Reporting & Analysis 41 01 0 4
24MBA04 Research Methodology and Statistical Analysis 41 010 4
24MBAO05 Legaland Business Environment 41 010 4
6ABusiness Ethics and Corporate Governance 6B
OpenElective-I 6B Project Management
24MBA06 6C Sustainability Management 31010 3
6DCross Cultural Management
24MBAO07 Business Communication Lab 0| 0] 2 2
24MBAO08 Statistical Data Analysis Lab 0| 0] 2 2
TOTAL 23| 0| 4 27
I Year Il Semester
CourseCode CourseTitle L| T|P Credits
24MBA09 Human Resource Management 41010 4
24MBA10 Marketing Management 41010 4
24AMBA11 Financial Management 41010 4
24AMBA12 Quantitative Analysis for Business Decisions 41010 4
24MBA13 Entrepreneurship and Design Thinking 41010 4
24MBA14 Logistics & Supply Chain Management 41010 4
15A Total Quality Management
OpenElective-Il 15B Marketing Research
24MBA15 15C International Business 3]0]0 3
15D Rural Marketing
TOTAL 271 0] O 27
InternshipduringSummervacation(afterSemester—I1I)
Il Year | Semester
CourseCode CourseTitle L| T|P Credits
24MBA16 Production & Operations Management 41010 4
24AMBA17 Management Information Systems 41010 4
24MBA18 Business Analytics 41 0] 0 4
ﬁﬁﬁﬁésﬂ (MRKG/HRM/FIN/ENTP) 4100 4
24MBA20
M2/H2/F2/E? (MRKG/HRM/FIN/ENTP) 41 0] 0 4
24MBA21
M3/H3/31/E3 (MRKG/HRM/FIN/ENTP) 41 01]0 4
24MBA22 SummerInternship 0] 0] 2 2
TOTAL 241 0 | 2 26




Il Year Il Semester

VR24MBASYLLABUS

CourseCode CourseTitle L | T| P | Credits

24MBA 23 Strategic Management 4 0|0 4

24MBA 24

MA/HA/EA/EA (MRKG/HRM/FIN/ENTP) 4 0|0 4

24MBA25

M5/H5/E5/E5 (MRKG/HRM/FIN/ENTP) 4 0|0 4

24MBA26

M6/HG/E6/ES (MRKG/HRM/FIN/ENTP) 4 0|0 4

24MBA27 Pre-submission project Seminar 0 0] 2 2

24MBA28 Main Project Viva-Voce 0 0| 4 4
TOTAL 16 | 0 | 6 22

LISTOFELECTIVESUBJECTS

Students have to select any One Specialization (Marketing, Finance, Human Resources, and
Entrepreneurship) and he/she needs to select the Core Elective subjects listed under the chosen

specialization only.

CourseCode Specialization Credits
MARKETING
24MBA19M1 Digital Marketing 4
24MBA20M2 Sales and Promotion Management 4
24MBA21M3 Consumer Behavior 4
24MBA24M4 International Marketing 4
24MBA25M5 Services Marketing 4
24MBA26M6 Marketing Analytics 4
FINANCE
24MBA19F1 Security Analysis and Portfolio Management 4
24MBA20F2 Risk Management and Financial Derivatives 4
24MBA21F3 Strategic Cost and Management Accounting 4
24MBA24F4 International Financial Management 4
24MBA25F5 Strategic Financial Management 4
24MBA26F6 Financial Analytics 4
HUMANRESOURCES
24MBA19H1 Talent and Performance Management Systems 4
24MBA20H2 Learning and Development 4
24MBA21H3 Employee Relations 4
24MBA24H4 International Human Resource Management 4
24MBA25H5 Leadership and Change Management 4
24MBA26H6 HR Analytics 4
ENTREPRENEURSHIP
24MBA19E1 Startup and MSME Management 4
24MBA20E2 Technology Business Incubation 4
24MBA21E3 Innovation and Entrepreneurship 4
24MBA24E4 Entrepreneurial Finance 4
24MBA25E5 Entrepreneurial Marketing 4
24MBA26E6 Family Business Management 4




VR24MBASYLLABUS

Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER - 1
24MBA01:MANAGEMENTANDORGANIZATIONALBEHAVIOR

CourseObjectives:
= ToenablestudentstounderstandtheEvolution,FunctionsandTheoriesofManagement
=  Toorientontheaspectsofplanninganddecision-makingusingrelevantmanagementprocesses
= Toimpart knowledge on the processes of Organizing and Controlling with the help of various Types of
Organization Structures
=  Todescribethevariousaspectsofindividualandgroupbehavioursinanorganizationalsetting
= Toelaborateontheimpactofleadershipandmotivationforemployeehighperformance

CourseOutcomes:Studentswillbeableto:

= Gainunderstandingof theConceptsofManagement,itsEvolution,FunctionsandtheTheories contributed by
various Management Thinkers.

= Learntheprocessof planning,goal settingandtheprocessof decisionmakingwiththehelpof various models.

= LearntheprocessesofOrganizingandControllingwiththehelpofvariousOrganizational Structures.

= Appreciate the relevance of Individual and group behaviour in an organization and the role of Culture
and dynamics

= IdentifydifferentLeadershipStyles,SkillsandtheTheoriesofMotivation

Unit — Il:Introduction to Management: The Management Process, Management Functions, Kinds of
Managers,ManagerialRolesandSkills.EvolutionofManagement, TheoriesofManagement:Classical, Scientific,
Administrative and Behavioral. Management Sciences Theories: Systems and Contingency Theory.

Unit-11:PlanningandDecisionMaking:PlanningandGoalSetting,OrganizationalPlanning, Vision, Mission and
Goals, Types of Plans, Steps in Planning Process, Approaches to Planning, Planning in
DynamicEnvironment.Decision-makingProcess, TypesofDecisions,DecisionMakingStyles, Vroom’s Participative
Decision-making Model.

Unit — 111: Organizing and Controlling: Organizational Structure, Principles of Organizing, Authority, Power
and Influence, Designing Organizational Structure. Mechanistic and Organic Structures, Contemporary
Organizational Design and its Challenges.

Controlling: The Control Process, Controlling for Organizational Performance, Types of Control, Financial
Controls, Balanced Scorecard, Bench Marking, Contemporary issues in Controlling.

Unit — IV: Organizational Behavior: Individual and Group Behavior: Importance of Organizational
Behavior, Culture and Dynamics of Diversity, Personality Theories, Perception, Formation of Group Behavior,
Classification of Groups, Group Properties, Group Cohesiveness, Building Teams.

Unit — V: Leadership and Motivation: Leadership Traits, Leadership Styles, Leadership Theories, Power and
Politics.

Motivation: Approaches to Motivation, Maslow’s Needs Hierarchy Theory, Two-factor Theory of Motivation,
McGregor’s Theory, ERG theory, McClelland’s Needs Theory, Valance Theory.

SuggestedReadings:

»  K.Aswathappa,OrganisationalBehaviour,HimalayaPublications,8e,2021.

» HaroldKoontz,HeinzZWeihrich,MarkVCannice,Essentialsof Management, TataMcGrawHill Education,
11e, 2020.

= Stephen P. Robbins, Timothy A. Judge, Neharika VVohra, Organizational Behaviour, Pearson Education,
18e, 2018.

»  RickyWGriffin,ManagementPrinciplesandPractices,CengagelLearning,11e,2017.

» RichardL.Daft,NewEraofManagement,Cengagel earning,11e,2017.

»  ChandraniSingh,AditiKtri,PrinciplesandPracticesofManagementandOrganizational Behaviour, Sage
Publications, 1e,2016.

»  AfsanehNahavandi,RobertB.Denhardt,JanetV.Denhardt,MarisP.Aristigueta, Organizational Behaviour,
Sage Publications, 1e, 2015.
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Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER -1

24MBAO02:BUSINESS ECONOMICS

CourseObjectives:

= ToprovideanunderstandingofthebasicconceptsassociatedwithBusinessEconomics.
ToimparttheknowledgeofvariousaspectsofDemandandSupply
TohighlighttheimportanceofProductionandCostconceptsinaFirm.
ToelaborateonthenatureofvariousMarketStructures.
ToenabletheunderstandingofvariousPricingStrategies

CourseOutcomes:Studentswillbeableto

= UnderstandtheConceptsandPrinciplesofBusinessEconomics.

= Learn various concepts and practical applications of Demand and Supply viz. Laws, Types,Elasticity,
Forecasting and Equilibrium.

= LearnconceptsandapplicationsrelatedtoProductionandCostofafirm.

= Learnthefeaturesof variousMarketStructuresalongwiththeDecision-makingwithregardsto Price and
Output in Short and Long Terms.

= Understand the concepts ofPricing Practices, Theory ofFirmand Managerial & Behavioral Theories of a
Firm

Unit-I:IntroductiontoBusinessEconomics: Definition,NatureandScope, RelationshipwithOther Disciplines,
Business Decision-makingProcess,Basic Economic Principles: The Concept ofOpportunity Cost, Marginalism,
Equi-marginalism, Incremental Concept, Time Perspective, Discounting Principle, Risk and Uncertainty.

Unit — Il: Theory of Demand and Supply: (a) Demand Analysis: Demand, Demand Function, Law of
Demand, DeterminantsofDemand, TypesofDemand.ElasticityofDemand, Types,Measurementand Significance
ofElasticity ofDemand. DemandForecasting, Needfor DemandForecasting, Methodsof
DemandForecasting.(b)Supply,SupplyFunction,DeterminantsofSupply,Lawof Supply,Elasticityof Supply. (c)
Market Equilibrium.

Unit-111:ProductionandCostAnalysis:ProductionFunction,ProductionFunctionwithOneandTwo Variables,
Cobb-DouglasProduction Function,Marginal Rate ofTechnical Substitution, Isoquantsand Isocosts, Returns to
Scale, Economies of Scale, Innovations and Global Competitiveness. Cost Concepts,DeterminantsofCost,Cost-
OutputRelationshipintheShort-runandLong-run,Short-runvs. Long-run Costs, Average Cost Curves, Break Even
Analysis.

Unit — IV: Market Structures- Pricing and Output decisions: Classification of Market Structures,
FeaturesandCompetitiveSituations.Price-OutputDeterminationunderPerfectCompetition,Monopoly, Monopolistic
Competition and Oligopoly — both the Long-run and the Short-run.

Unit-V:PricingStrategies:PricingPolicy,PriceDiscrimination,CostPlusPricing,PricingofMultiple Products,
Transfer Pricing, Pricing over Product Life Cycle. Theory of Firm, Managerial Theories and Behavioral Theories
of Firm. International Price Discrimination: Dumping, Effects of Dumping.

SuggestedReadings:

» D.M.Mithani,ManagerialEconomics,HimalayaPublishingHouse,9¢,2022.
SatyaP.Das&J.K.Goyal,Managerial Economics,SagePublications,2e,2022.
Dominick Salvatore, Siddhartha K. Rastogi, Managerial Economics, Oxford Publications, 9e, 2020.
HLAhuja,BusinessEconomics,S.Chand&Co,13¢,2019.
Geetika, Piyali Ghosh, Purba Roy Choudhury, Managerial Economics, Tata McGraw-Hill, 3e, 2018.
HLAhuja,BusinessEconomics,S.Chand&Co,13e,2019.
SumaDamodaran,ManagerialEconomics,OxfordPublications,2e,2018.
P.N.Chopra,ManagerialEconomics,KalyaniPublishers,1e,2018.
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Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER -1

24MBAO3:FINANCIAL REPORTING AND ANALYSIS

CourseObjectives:

= ToprovideunderstandingoftheconceptsofFinancialReporting&Analysis.
TohighlighttheimportanceofAccountingProcess.
Toelaborateonthemethodsof inventoryvaluation.
Toelucidatethemanagementoffunds/cashfrom operationsofthecompany.
Toimpartknowledgeofvariousratios,analysisandinterpretationoffinancial statements.

CourseOutcomes:Studentswillbeableto

UnderstandtheConceptsandPrinciplesofAccounting.
UnderstandtheAccountingProcessindetail.
Learnvariousaspectsindepreciation,InventoryandGoodwill.
AnalyzetheWorkingCapitalandFlowofFundsandCashintotheBusiness
Prepare,analyzeandinterpretFinancial Statements.

Unit — I: Introduction to Accounting: Importance, Objectives and Principles, Accounting Concepts and
Conventions and The Generally Accepted Accounting Principles (GAAP), Their Implications on Accounting
System, Double Entry System, Recording Business Transactions, Classification of accounts. Accounting cycle.

Unit — II: The Accounting Process: Overview, Books of Original Record, Journal, Ledger, Trial Balance,
Classification of Capital and Revenue Expenses, Final Accounts Trading, P&L Account, Balance Sheet with
Adjustments. Rectification of Errors.
AccountingfromIncompleteRecords,AdvantagesandDisadvantagesofSingleEntryandDoubleEntry
SystemandtheDifferencesbetweenthetwo,PreparationofAccounts,andAscertainmentofProfitfrom Incomplete
Records, Accounting Treatment as per the Statement of Affairs Method and Calculation of Missing Figures.

Unit-111:Valuation Models:Valuationof Assets, Tangiblevs. IntangibleAssets. InventoryValuation: Methods of
Inventory Valuation and Valuation of Goodwill, Methods of Valuation of Goodwill. Depreciation, Methods of
Depreciation, their Impact on Measurement of Business Accounting.

Unit — IV: Financial Statement Analysis-I: Statement of Changes in Working Capital, Funds from Operations,
PaidCost andUnpaidCosts. DistinctionbetweenCashProfitsandBookProfits, Preparation and Analysis of Cash Flow
Statement and Funds FlowStatement, Horizontal Analysis and Vertical Analysis of Company.

Unit — V: Financial Statement Analysis-11: Analysis and Interpretation of Financial Statements, Liquidity,
Leverage, Solvency and Profitability Ratios, Valuation Ratios, Du Pont Chart, Accounting Standards Issued by
ICAI, Focus on INDAS, International Financial Reporting Standards (IFRS).

SuggestedReadings:

=  S.N.Maheswari,S.K.Maheshwari,SharadK.Maheshwari,AccountingforManagement,Vikas Publishing
House, 5e, 2022.
Narayanaswamy.R,Financial Accounting: AManagerialPerspective,PHILearning,7e,2022.
AmbrishGupta,Financial AccountingforManagement,PearsonEducation, 7e,2022.
RajKumarSah,Financial Accounting,Cengagelearning,2e,2020.
DhaneshK.Khatri,Financial Accounting&Analysis, TataMcGraw-HillPublishingLimited, 2015.
V.Rajasekharan,R.Lalitha,Financial Accounting&Analysis,PearsonEducation,2015.



VR24MBASYLLABUS

Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER -1
24MBA04:RESEARCH METHODOLOGY AND STATISTIC ALANALYSIS

CourseObjectives:

= TointroducethebasicconceptsofResearchMethodology.

= ToimpartknowledgeonconceptsandtypesofResearchDesign;DataanditsCollection methods along with
various tools used for Data Collection.

=  TodemonstrateTabulationandGraphicalRepresentationofOne, Two, Three-Dimensional Data; to
introduce the concepts of Statistics and Small Sample Tests.

= To highlight the significance of Statistical Tools for analysis and interpretation of Qualitative &
Quantitative data

= Tointroduce the concepts of Time Series and Index Numbers and train on writing Research Reports
effectively.

CourseOutcomes:Studentswillbeableto:

= GainaconceptualoverviewofResearchandtherelevantconceptstoResearch.

= LearnthedifferenttypesofResearchDesigns,DataCollectionToolsandProcedures.

= Use different methods of representing data through Graphs and Tables; gain an overview of Statistics
and relevant concepts and conduct Small Sample Tests.

= Learntosolvemathematical problemsrelatedtoANOVA(One-wayandTwo-way), Correlation and
Regression.

= LearntheapplicationofTimeSeriesandIndexNumbers;appreciatetheneedforpreparingand presenting a
structured Research Report.

Unit-I:IntroductiontoResearch: Meaning,Scope,RoleofBusinessResearch, TypesofResearch, Research Process,
Conceptualization of Variables and Measurement, Types and Measurement of Variables, Ethics in Business
Research.

Unit — II: Research Design: Research Problem, Purpose of Research Design, Types of Research Design:
Experimental Research Design, Research Design for Cross Sectional, Longitudinal Studies, Characteristics of
Good Research Design, Sampling and its Applications. Data Collection Methods & Tools: Types of Data,
Sources  and Instruments  for Data, Guidelines  for Questionnaire, Sampling  and
itsApplication.MeasurementandScaling, ReliabilityandValidityinMeasurementofVariables,Sources of Error in
Measurement.

Unit — I11: a) Tabulation of Univariate, Bivariate and Multivariate Data, Data Classification and Tabulation,
Diagrammatic andGraphical Representation of Data.One-Dimensional, Two-Dimensional and Three-
Dimensional Diagrams and Graphs. Introduction to Statistics, Measurement of Central TendencyandDispersion.
b)SmallSampleTests: t-Distribution, PropertiesandApplications, Testing for One and Two Means, Paired t-Test,
Hypothesis Formulation and Testing.

Unit — IV: a) Analysis of Variance: One-Way and Two-Way ANOVA (with and without Interaction). Chi-
Square Distribution: Test for a Specified Population Variance, Test for Goodness of fit, Test for Independence of
Attributes. b) Correlation Analysis:Correlation, Limitsfor Coefficientof Correlation,
KarlPearson’sCoefficientofCorrelation,Spearman’sRankCorrelation, LinearandMultipleRegression Analysis,
Discriminant Analysis, Exploratory Factor Analysis.

Unit-V:TimeSeriesAnalysisandReportWriting:

Components, ModelsofTime Series, Additive, Multiplicative and Mixed Models, Trend Analysis:Free
handCurve,Semi Averages,MovingAverages,LeastSquareMethods. IndexNumbers:Introduction, Characteristics
and Uses of Index Numbers, Types of Index Numbers, Unweighted Price Indexes,
WeightedPricelndexes, TestsofAdequacyandConsumerPricelndexes.ImportanceofReportwriting,  Types  of
Research Reports, Report Preparation and Presentation, Report Structure, Report Formulation,Guidesfor
EffectiveDocumentation, Research Briefings. ReferencingStyles and Citation in Business Management
Research.

SuggestedReadings:
» RanjitKumar,ResearchMethodology:Step-by-stepGuideforBeginners,sage,4e,2022.
»  S.P.Gupta,StatisticalMethods,SultanChand&Sons,46€,2021.
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Shashik.Gupta,PRangi,ResearchMethodology:Methods, Tools&Techniques,Kalyani Publishers,6e,
2020.
DonaldRCooper,PamelaS.Schindler,BusinessResearchMethods, TataMcGrawHill, 12e,

2019.

DeepakChawla,ResearchMethodology:Concepts&Cases, VikasPublishing,2e,2016.

William G Zikmund, Barry J Babin, Jon C. Carr, Atanu Adhikari, Mitch Griffin, Barry J. Babin,
Business Research Methods Cengage Learning, 8e, 2016.
P.C.Tulsian,BharatJhunjhunwala,BusinessStatistics,S.ChandPublishing,2016.
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Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER -1

24MBAO05:LEGAL AND BUSINESS ENVIRONMENT

CourseObjectives:

= Toeducateonthel egalandRegulatoryFrameworkfordoingbusinessinIndia.
ToelucidatevariousaspectsinLawofContract.
ToexplainaboutNegotiablelnstrumentsandRBIguidelinesonDigital Transactions.
ToenlightenstudentsthesignificanceofMonetary,FiscalPolicy,UnionBudget.
Toimpartknowledgeof differentBusinessRegulationsandEnvironmentalLaws.

CourseOutcomes:Studentswillbeableto:

UnderstandtheBusinessLawsrelatedtolncorporationofacompany.
LearntheLawofContract&SaleofGoods
LearnthesalientfeaturesofNegotiablelnstrumentsAct1881

Learn the Reforms Undertaken by the Government with respect to the challenging
businessenvironments.

= GaininsightsoftheRegulatoryFrameworkinindia.

Unit — I Introduction: Companies Act, 2013, Steps and Procedure for Incorporation of a Company,
AppointmentofDirectors,Powers,Duties,&LiabilitiesofDirectors,RoleofAuditandAuditors,Change of Auditors,
Related Party Transactions, Company Meetings, Resolutions, Winding-up of a Company.

Unit — Il: Law of Contract: Nature and Types of Contract and Essential Elements of Valid Contract, Offer and
Acceptance, Consideration, Capacity to Contract and Free Consent, Legality of Object. Unlawful and illegal
Agreements, Contingent Contracts, Performance and Discharge of Contracts, Remedies for Breach of Contract.
Contracts-1l: Indemnity and Guarantee, Contract of Agency, Sale of Goods Act-1930: General Principles,
Conditions & Warranties, Performance of Contract of Sale, Auction Sale and E-Auctions.

Unit — 111: Negotiable Instruments Act - 1881: Negotiable Instruments, Promissory Note, Bills of Exchange, &
Cheque, Parties to Negotiable Instruments, Types of Endorsements, Holder, Holder in Due-course, Dishonor and
Discharge of Negotiable Instruments, Offences by the Companies, Amendments, RBI Guidelines on Digital
Transactions.

Unit — 1V: Business Environment: Industrial Policy, Five Year Planning, Foreign Direct Investment (FDI),
Fiscal Policy, Latest Union Budget, Reforms Undertaken by the Government, Monetary Policy, Banking Sector
Reforms, NITI Aayog, Responsibilities and Functions.

Unit-V:BusinessRegulationsandEnvironmentLaws:
a) Consumer ProtectionAct2019,InformationTechnology Act2000, CyberSecurityCompetition Act 2002,
Intellectual Property Rights.
b) EnvironmentalLaw:Water,AirPollution,GreenTribunalinProtectingEnvironment,Sustainability
Reporting Practices.

SuggestedReadings:

RajdeepBanerjee,JoyeetaBanerjee,Legal AspectsofBusiness,SagePublications, 1e,2022.
FrancisCherunilam,BusinessEnvironmentText&Cases,HimalayaPublications,13e,2022.
RavinderKumar,Legal AspectsofBusiness,Cengagelearning,5e,2021.
FrancisCherunilam,BusinessEnvironmentText&Cases,HimalayaPublications,13e,2022.
AkhileshwarPatha, Legal AspectsofBusiness, TMH,7e,2019.

MC Kuchhal, Vivek Kuchhal, Business Legislation for Management, Vikas, Publishing House, 5e,
2018.
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(Autonomous)

SEMESTER -1

24MBA06 A:BUSINESS ETHICS AND CORPORATE GOVERNANCE (OPENELECTIVE-I)

CourseObjectives:

= To enableunderstanding of thebasicconceptsof BusinessEthicsandCorporateGovernance in Indian and
Global Context.
ToelaborateonvariousaspectsinProfessional Ethics.
ToexplainCorporateGovernancepracticesfollowedinIndiancorporate. +
ToenlightenstudentsthesignificanceofCompanyBoardandGovernanceRatings.
ToexplaindifferentaspectsofCSRandBusinessCouncilforSustainableDevelopment(BCSD) India.

CourseOutcomes:Studentswillbeableto

UnderstandtheNeedforBusinessEthicsandCorporateGovernanceinIndia.
ApplyKnowledgeofEstablishedMethodologiesofSolvingProfessional Ethical Issues.
LearnCodesandCommitteesinCorporateGovernance.
UnderstandtheRoleofBoardinCorporateGovernance.
AssesstheStakeholderperspectiveofCorporateGovernance.

Unit-Il:BusinessEthicsintheChangingEnvironment:BusinessEthics,Levelsof ~ BusinessEthics, = Mythsabout
BusinessEthics, Stagesof Moral DevelopmentKohlberg’sStudy, CarolGilligan’sTheory, Principles of Ethics.

Unit — 11: Professional Ethics: Introduction to Professional Ethics, Ethics in Production and Product
Management, Ethics of Marketing Professionals, Ethics in HRM, Ethics of Finance and Accounting
Professionals, EthicsofAdvertisement, EthicsofMediaReporting, EthicsofHealthcare Services. Ethical Dilemma,
Mounting Scandals, Ethical Issues, Preparatory Ethics: Proactive Steps, Cyber Ethics.

Unit — Ill: Corporate Governance: Introduction to Corporate Governance, Major Corporate Governance
Failures, Need for Corporate Governance, Corporate Governance in India, Theories of Corporate Governance:
Agency Theory, Stewardship Theory and Stakeholder Theory, Problems of
GovernanceinCompanies,RoleofCapitalMarkets, Regulator, GovernmentinCorporateGovernance.

Unit — IV: Corporate Governance Codes and Committees: Global Reporting Initiative, OECD Principles,
Cadbury Committee Report, Kumara Mangalam Birla Committee Report, Naresh Chandra Committee Report,
Narayana Murthy Committee Report, SEBI Clause 49 Guidelines, Corporate Governance Committees.

Unit — 1V: Role of Board: Types of Directors Functions of the Board, Structure of the Board, Role of the Board
in Subcommittees, Audit, Compensation Committee, Role, Duties and Responsibilities of Directors, Conflicts of
Interest, Remedial Actions. Governance Ratings, Merits and Demerits of Governance Ratings.

Unit-V:CorporateSocialResponsibility(CSR):ModelsforImplementationof CSR,Scopeof CSR, Steps to attain
CSR, Business Council for Sustainable Development (BCSD) India, Ethics and Social Responsibilityof
Business,SocialResponsibilityandindianCorporations,CSRasaBusinessStrategy for Sustainable Development,
CSR Committee, Recent Amendments in Companies Act (Sec: 135)

SuggestedReadings:

= JyotsnaGB,RCJoshi:BusinessEthicsandCorporateGovernance, TMH, 1e, 2019.
C.S.V.Murthy,BusinessEthics,HimalayaPublishingHouse, 1e,2019.
C.S.V.Murthy,BusinessEthics,HimalayaPublishingHouse, 1e,2019.
A.C.Fernando,BusinessEthicsandCorporateGovernance,Pearson,2e,2018.
MartinJ.Ossewaarde, IntroductiontoSustainableDevelopment,sage, 1e,2018.
Christine A. Mallin, Corporate Governance, Oxford University Press, South Asia Edition, 4e, 2016.
T.N.SateeshKumar,CorporateGovernance,OxfordUniversityPress,2015.
= BobTricker,CorporateGovernancePrinciples,PoliciesandPractices,OxfordUniversityPress, 2015.
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SEMESTER -1

24MBA06B: PROJECT MANAGEMENT (OPENELECTIVE-I)

CourseObjectives:

=  Toprovideunderstandingofmanagementof projectswithaspecialfocusoneveryphasesuch as project
planning, execution, monitoring and evaluation.
ToimpartknowledgeonvariousaspectsinProjectAppraisal.
ToeducateonProjectFinanceEvaluationtechniques.
ToexplaintostudentstheimportanceoforganizationalbehaviourinProjectManagement.
ToelucidatedifferentControlMechanismstomanageaproject.

CourseOutcomes:Studentswillbeableto

UnderstandandappreciatetheimportanceofProjectManagement.
LearnProjectPlanning,Executionandimplementation.
ApplyProjectAppraisalMethodstoCashFlowsandCorporatePracticesofDividendPayment
UnderstandintricaciesofProjectEvaluationtechniquesforbetterdecisionmaking.
AppreciatethesignificanceofOrganizational & TeamBehaviorsinprojects.

Unit — I: Introduction: Introduction to Project Management, Project Characteristics, Project Life Cycle,
Project Identification, Formulation and Implementation, Project Management in different Sectors:
Construction, Services Sector, Public sector andGovernment Projects. Systems Approach to Project
Management.

Unit — Il: Project Appraisal: Project Planning, Steps in Project Planning, Scheduling, Project
Appraisal,Feasibility Study,Technical, Commercial, Economic,Financial,Management,Social Cost Benefit
Analysis, Project Risk Analysis.

Unit — 111: Project Finance: Project Cost Estimation, Project Financing, Investment Criteria, Project
EvaluationTechniques,PayBackPeriod,AccountingRateofReturn,NetPresentValue, InternalRate  of  Return,
Profitability Index, Cash Flows Estimation for New and Replacement Projects, Cost of Capital, Risk Analysis.

Unit-1V:ProjectControl:NetworkDiagrams,NetworkAnalysis,CriticalPath, QualityManagement, Project
Execution, Monitoring and Control, Agile Project Management, Scrum, Lean Production and
ProjectManagement.

Unit — V: Organizational Behavior in Project Management: Organizational Structure and Integration, Role
of Project Manager, Roles in the Project Team, Project Stakeholder Engagement, Leadership in Project
Management, Participative Management, Team Building Approach, Conflict Management in Projects, Stress
Management.

SuggestedReadings:

= StewartR.Clegg, TorgeirSkyttermoen,AnneLiveVaagaasar,ProjectManagement,Sage Publications, 1e,
2021.

= JeffreyK.Pinto,ProjectManagement,PearsonEducation,5e,2020.

»  PrasannaChandra,Projects,Planning,Analysis,Selection,Financing,Implementationand Review, Tata
McGraw Hill, 9e, 2019.

» JackGido,JimClements,RoseBaker,Mind TapforSuccessfulProjectManagement,Cengage Learning, 7e,
2018

= JohnM,Nicholas,HermanSteyn,ProjectManagementforEngineering,Businessand Technology, 5e,
Routledge, 2017.

» K.Nagarajan,ProjectManagement,NewAgelnternationalPublishers,8e,2017.
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SEMESTER -1

24MBAO6C:SUSTAINABILITY MANAGEMENT (OPENELECTIVE-I)

CourseObjectives:

= TohighlighttheimportanceofBusinessSustainabilityManagement.
ToimpartknowledgeofvariousaspectsinEnvironmentandEconomicSustainability.
ToexplainSustainabilityProcessanditsstrategies.
ToelucidateontheimportanceofSustainabilityinUrbanMetabolism.
ToappreciatetheimportanceofMarketandSustainability.

CourseOutcomes:Studentswillbeableto

UnderstandtheimportanceofClimatechangeandglobalwarming.
Learnaboutenvironmentpollutionandsustainability,economicapproachestosustainable development.
Assessthestepsinsustainableplanningforcompetitiveadvantage.
Understandsustainableandcircularvaluechain,sustainabilitymarketing.
AppreciatetherelevanceofMarketSustainability.

Unit — I: Sustainability and Business: Introduction to Sustainability, Triple Bottomline Approach, Global
Reporting Initiative (GRI) Guidelines, Sustainability and Responsibility, Sustainability Framework, Business
Engagement with Sustainability, Climate Change and Global Warming, Sustainability Development, Five Steps
to Successful Engagement, Difference between Corporate Social Responsibility (CSR) and Sustainability,
Current Major Sustainability Trends.

Unit — II: Environment and Economic Sustainability: The Environment and Economic Growth Linkage,
Impact of Transport Infrastructure Development, Interconnection of the Environment and Economic
Development, Environment Pollution and Sustainability, Economic Approaches to Sustainable Development.

Unit — 11: Sustainability Process and Strategies: Process to Achieve Sustainability, Working with Processes,
Process Approach and Control, Resource Management, Officious Strategy, Effective Processes,
EfficientProcesses, SustainabilityStrategies, StepsinSustainabilityStrategyFormulation, Steps in Sustainable
Planning, Unsustainable Take-Make-Waste Business Models, Sustainable Models, Sustainability Self-
Assessment by Sectors and Functions.

Unit — 1V: Sustainability in Urban Metabolism: Introduction, Sustainable and Circular Value Chain, Systemic
Perspective  on Value Creation, Emergence and Dynamics of Circular Value Systems,
MaterialsandMethods, Territorial Analysis,NaturalCapital, HumanCapital, EconomicandManufacture Capital,
Social Capital, Cultural Capital, Consequential Lifecycle Assessment.

Unit — V: Market and sustainability: Introduction, Defining Human Needs, Material Services and
Characteristics, Integrating Material Services, Sustainability Marketing Mix, Benefits of Sustainability
Marketing, Strategy for Sustainability Marketing, Sustainable Consumer Behaviour, Segmentation, Positioning,
Competitive Advantage, Sustainability Reporting, Importance of Trust, Sustainability Reporting Guidelines.

SuggestedReadings

= Pardeep Singh, Pramit Verma, Daniela Perrotti, K.K.Srivastava, Environmental Sustainability and
Economy, Elsevier Science, 1e,2021.

» RudigerHahn,Sustainability Management:Concepts, Instruments,andStakeholders froma Global
Perspective, Paper pack edition,2022.

»  Hardisty,PaulEnvironmentalandEconomicSustainabilityPress, Routlege, 1e,2019.

= Dr.DebPrasannaChoudhury,SustainabilityManagement:Strategiesandexecutionfor achieving
Responsible Organizational Goals,1e,2018.
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SEMESTER -1

24MBA6D:CROSSCULTURALMANAGEMENT(OPENELECTIVE-I)

CourseObjectives:

= Toenableunderstandingofimportanceof crosscultureinconductofbusiness.
Toelucidatevariousaspectsinreconcilingculturaldilemmas,cultureandstylesof management.
Toexplaincultureandcorporatestructures.
Toelucidateontheimportanceofbusinesscommunicationacrosscultures.
TohighlighttheimportanceofWorkingwithInternational teams.

CourseOutcomes:Studentswillbeableto

Understandtheimportanceoftheinfluenceof nationalcultureonbusinessculture.
Learnaboutvalueorientationsanddimensions.
Assesscultureandleadership,cultureandstrategy,culturalchangeinorganizations.
Understandcrossculturalteammanagement.

Learn the aspects of working with international teams and multiple cultures and management of
conflicts

Unit—I:Introduction: DeterminantsofCulture,FacetsofCulture, LevelsofCulture,National Cultural
DimensionsintheBusinessContext, ThelnfluenceofNational CultureonBusinessCulture.Business Cultures: East
and West.

Unit — 11 Cultural Dimensions and Dilemmas: Value Orientations and Dimensions, Reconciling Cultural
Dilemmas, Culture and Styles of Management: Management Tasks and Cultural Values.

Unit — 111: Culture and Organizations: Culture and Corporate Structures, Culture and Leadership, Culture
and Strategy, Cultural Change in Organizations, Culture and Marketing, Cultural Diversity.

Unit — IV: Culture and Communications: Business Communication across Cultures, Barriers to Intercultural
Communication, Negotiating Internationally.

Unit — V: Cross CulturalTeamManagement:Working with International Teams, Group Processes During
International Encounters, Conflicts and Cultural Difference, Understanding and Dealing with Conflicts,
Developing Intercultural Relationships.

SuggestedReadings:

Marie-JoelleBrowaeys,RogerPrice:UnderstandingCross-CulturalManagement,Pearson,4e, 2019.
DavidC.Thomas:CrossCulturalManagement,SagePublications,4e,2017.
NigelHoldon,CrossCulturalManagement: KnowledgeManagementPerspective,PenticeHall, 2012.
ParissaHaghirian: MultinationalandCross-CulturalManagement,Routledge, 2012.

RichardMead: InternationalManagement-CrossculturalDimension, 3/e,Blackwell,2015.
JeromeDumetz,Cross-culturalManagementTextbook: Lessonsfromtheworldleadingexperts incross-
culturalmanagement,CreateSpacelndependentPublishingPlatform;Studentedition (September 5, 2012),
Oakland, USA.
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SEMESTER -1

24MBAQO7BUSINESSCOMMUNICATIONLAB

CourseObjectives:

= Todemonstratetheimportancevariousmodesofcommunicationandtheirapplicationsin business.

= To develop BusinessWriting skills with practice of writing letters and improving the readability of
written communication.

= Tohighlighttheimportanceofwritingbusinessreportsandproposals.

= Toimpart knowledge and skills necessary for development of verbal (speech & presentation) and non-
verbal (body language) skills.

=  Toorientonthecontemporaryaspectsincommunication.

CourseOutcomes:Studentswillbeableto

= Appreciatetheimportanceandinfluenceof BusinessCommunicationandlearnitsapplications for the
purpose of self-development.

= Learn by practice of writing a variety of formal and informal letters & e-mails and reports and improve
the readability of written documents

= IdentifytheintricaciesofwritingBusinessReportsandProposals

= Developverbal(oral)skillsbygivingpresentationsandparticipatingingroupdiscussions; appreciate the
impact of body language in the process of communication

= Polishtheiretiquette,improvetelephonicskillsandappreciatetheneedforculturein maintenance of public
relations.

Unit — I: Introduction: Introduction to Business Communication, Communication Barriers, Communication
Media Choices, Inter-cultural and Team Communication, Interpersonal Communication: Respecting Social
Protocol, Networking and Socializing Professionally, Non-Verbal Communication, Listening, Communication
through social media, Business Meetings.

Unit — II: Developing Business Writing Skills: Process of Writing, Drafting, Revising Visuals,
Editing,ProofreadingandFormatting, WritingPositiveandNeutralMessages,PersuasiveMessages,
BadNewsMessages,BusinessLetterWriting,KindsofBusinessLetters,CommunicatingwithE-Mail and Memos.
Improving Readability of Written Communication using Gunning Fog Index.

Unit — I11: Business Reports and Proposals: Writing the Report, Planning the Report, Steps in Writing
Business Reports, Parts of a Report, Corporate Report and Business Proposal, Citing Sources.

Unit — IV: Oral and Employment Communication: The Role of Business Presentations, Planning and
Organizing Presentations, Team Presentations, Online Presentations. Understanding Yourself, Career, Goal
Setting, Preparing Resume, Resume Formats, Writing Covering Letters, and Enquiry Mails, Preparing for the
Job Interview.

Unit-V:ContemporaryAspectsinCommunication:BusinessEtiquette, DevelopingProfessional Telephone
Skills, Mass Media, Public Relations Management, Cross Cultural and Global Communication,
Communication in Information Technology, e-Business related Operations.

SuggestedReadings:

»  KellyM. QuintanillaandShawnT. Wahl, BusinessandProfessionalCommunication,Sage Publications, 4e,
2020.
MallikaNawal,BusinessCommunication,CengagelLearning,2e,2020.
VarinderKumar,BodhRaj,BusinessCommunication,KalyaniPublishers,6e,2019.
OberNewman,CommunicatinginBusiness,CengageLearning,2015.
RebeccaMooreHowaward, WritingMatters,3e,McGrawHillEducation,2018.
JeffButterfield,SoftSkillsforEveryone,Cengagel earning,2017.
Rajendra Pal, J S Korlahahi, Essentials of Business Communication, Sultan Chand & Sons,New Delhi,
2013.
»  ElevateEnglish,McGrawHill,www.ellevateenglish.com.

13


http://www.ellevateenglish.com/

VR24MBASYLLABUS

Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER -1

24MBAO08:STATISTICALDATAANALYSISLAB

CourseObjectives:
= TohighlighttheimportanceofapplicationofStatisticaltoolstoResearchProblem/Projects.
= ToenablethepracticeofMS-EXCEL/SPSS.
= To demonstrate themanagementand analysisof datausing graphs, tables, worksheets, pivot tables etc.
= Toeducatestudentsonthesignificanceofdatafrom external Sources.
= Tohighlighttheimportanceofstatisticalanalysisforbetterdecisionmaking.

CourseOutcomes:Studentswillbeableto

UnderstandtheimportanceofthemainfunctionsofMS-Excel/SPSS.
PracticeadvanceExcel ToolsforconductionofDataAnalysis
EvaluateDataAnalysisusingPivotTablesandPivotCharts.
AnalyzetheDatausingDescriptiveStatistics
ConductvariousParametricandNon-parametricTestsusingMSExcel/SPSS

Unit-I:IntroductiontoStatisticalPackages:MS—-EXCEL orSPSS: Introduction,Uses,Functions andFeaturesof
Statistical Packages, Getting started withExcel/SPSS, HighlightsandMainFunctions: Home, Insert, Page Layout,
Formulae, Data, Review, View, Add-inns, Using Help Function, Customizing the Quick Access Toolbar.

Unit — II: Creating and Using Templates: Working with Data: Entering, Editing, Copy, Cut, Paste, Paste
Special, Formatting Dataand Using the Right Mouse Click, Saving, Page Setup, and Printing,
UsingHeadersandFooters,ManipulatingData, UsingDataNamesandRanges, FiltersandSortand Validation Lists.

Unit — 1l1l: Data from External Sources: Using and Formatting Tables, Basic Formulae and Use of
Functions, Data Analysis Using Charts and Graphs,Managing, Inserting, and Copying Worksheets, Securing
the Document, Advanced Formulae and Functions, Worksheet Features, Data Analysis using Pivot Tables and
Pivot Charts.

Unit-1V:DataAnalysis—I: Tabulation,BarDiagram,MultipleBarDiagram,PieDiagram,Measures  of  Central
Tendency: Mean, Median, Mode. Measures of Dispersion: Variance, Standard Deviation, Coefficient of
Variation. Correlation and Regression Lines.

Unit — V: Data Analysis — II: t-test, F-test, ANOVA One-way classification, Chi-square Test, Independence
of attributes.

Time series: Forecasting Method of Least Squares, Moving Average Method. Inference and Discussion of
Results.

SuggestedReadings:
= R.Panneerselvam,BusinessStatisticsUsingMSExcel,SagePublications,2022.
»  GlynDavis,BrankoPecar,BusinessStatisticsUsingExcel,OxfordUniversityPress,2e,2014.
»  DPApte:Statistical ToolsforManagersUSINGMSEXCEL,Excel,2012.
» David M Levine, David. F. Stephan & Kathryn A. Szabat, Statistics for Managers — Using MS Excel,
PHI, 2015.
=  BruceBowerman,BusinessStatisticsinPractice, TMH,5e, 2012.
»  Ajai.S.Gaur,SanjayaS.Gaur,StatisticalMethodsForPracticeandResearch,Response,2009.
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SEMESTER - 11
24MBA09:HUMANRESOURCEMANAGEMENT

CourseObjectives:
= Toeducateontheconcepts,significanceandroleofHumanResourceManagementinan Organization.
= Toimpartknowledgeontheaspectsof TalentManagement,ManpowerPlanning,Recruitment and selection.
= Toeducateon theprocesses of Training&DevelopmentandPerformance Management&Appraisals.
= TohighlightthesignificanceofeffectiveCompensation,RewardsandEmployeeWelfare Practices in
Organizations along with the relevant Acts.
= Toelucidateontheaspectsofemployeerelationsandstressmanagementalongwiththe relevant Acts.

CourseOutcomes:Studentswillbeableto

= Understandtheconcepts,roleandfunctionsof HRMandappreciatetheneedof HRtoactasa Strategic Business
Partner of the Organization.

= Learn the methods of conducting Job Analysis, process of writing Job Descriptions & Specifications
and the processes of recruitment and selection.

=  GainanunderstandingofvariousconceptsandpracticesofEmployeeTraining&Development and
Performance Management & Appraisals.

= Learn the principles and practices of Employee Compensation and Rewards, with the help of Job
Evaluation & Broad-banding etc. and the salient features of Workmen Compensation Act and Minimum
Wages Act.

= AppreciatetheneedforeffectiveEmployeeRelationsandlearnthesalientfeaturesof Industrial
Disputes Act and Factories Act.

Unit — I: Introduction of HRM: Introduction to HRM, Line Managers, HR Role and Responsibilities,
NewApproachestoOrganizingHR,Globalization&CompetitionTrends, Technological Trends, Trends

inNatureofWork, WorkforceandDemographicTrends,EconomicChallenges,HighPerformanceWork System’s,
Equal Employment Opportunity, HR Score Card. Human Resource Information System (HRIS), e-HRM, HR
Analytics: An Introduction.

Unit-11:Recruitment and Selection: Basicsof Talent Management Process, Job Analysis, Methods for
Collecting Job Analysis Information, Job Descriptions and Specifications, Job Satisfaction, Job
Enlargement,JobEnrichmentandJobRotation,HRPlanning,Recruitment,e-Recruitment&Selection
Process,Planning&ForecastingofhumanResources,SourcesofRecruitment,RecruitmentonDiverse  Work  Force,
Employee Testing and Selection, Basic Types of Interviews, Errors in Interviews.

Unit — 1l1l: Training and Development and Performance Management: Importance of Training and
Development, Training Process, Analyzing Training Needs & Designing the Program, Implementation
oftrainingprograms, TrainingMethods,ManagementDevelopmentProcess,EvaluationofTrainingand Development
programs.

Performance Management: Concept of Performance Management and Appraisal, The Performance Appraisal
Process, Techniques for Performance Appraisal, Career Management.

Unit — IV: Compensation and Employee Welfare: Basic Factors in Determining Pay Rates, Job Evaluation
Methods, Compensation and Reward  Structure, PricingManagerial and  Professional  Jobs,
PerformancebasedPayBenefits: Insurance,RetirementBenefits,EmployeeWelfareFacilities.Salient  Features  of
Workmen Compensation Act & Minimum Wages Act.

Unit — V: Employee Relations: Labor Movement, Collective Bargaining Process, Grievances: Grievances
Handling Procedure, Employee Separation, Employee Safety and Health, Occupational Safety Law, Work Place
Health Hazards Problems, Remedies and Work-Lifelntegration, Stress Management: Salient Features of
Industrial Disputes Acts 1947, Factories Act. Prevention of Sexual Harassment (PoSH) and Migrant Labor
Act.

SuggestedReadings:
» P.SubbaRao,EssentialsofHumanResourceManagement,HimalayaPublishing,6e,2021.
»  BiswajeetPattanayak,HumanResourceManagement,5¢,2018.
»  GaryDessler,BijuVarkkey,HumanResourceManagement,Pearson,4e,2017.
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Robert L. Mathis, John H. Jackson, Manas Ranjan Tripathy, Human Resource Management, Cengage
Learning 2016.

BiswajeetPattanayak,HumanResourceManagement,5e,2018.
K.Aswathappa,HumanResourceManagement: TextandCases, TMH,8e,2017.
SharonPandeandSwapnalekhaBasak,HumanResourceManagement, TextandCases, Vikas Publishing, 2e,
2016.
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SEMESTER - 11

24MBA10:MARKETINGMANAGEMENT

CourseObjectives:
= To enable understanding of the basic concepts and applications of Marketing and Marketing Research.
= ToeducateontheaspectsofanalyzingMarketOpportunitiesandCustomerValueand Marketing Mix.
= ToelucidateondesigningacustomerdrivenstrategythroughMarketingSegmentation, Targeting and
Positioning.
= ToclarifythesignificanceofDistributiondecisions,Promotion&Communicationstrategies.
= Tohighlighttheimportanceofpricingdecisions&personal communication.

CourseOutcomes:Studentswillbeableto

= Understand the important concepts and principles of Marketing Management and MarketingResearch.

= LearnabouttheanalysisofMarketOpportunitiesandCustomerValuewiththehelpofMarketing Mix
Elements.

= LearnthesignificanceofdesigningacustomerdrivenstrategythroughMarketing Segmentation, Targeting
and Positioning.

= AssessGlobalmarketing,greenmarketingstrategiesforsustainabledevelopment.

= Gaininsightsofthekeyaspectsofpricingdecisionsandtheroleofcommunication

Unit — I: Introduction to Marketing: Importance and Scope of Marketing, Core Marketing Concepts,
MarketPlace,MarketinginPractice, MarketingEnvironment,MarketingStrategiesandPlans, TheNew Marketing
Realities, Marketing Analytics: An Introduction.

Market Research, Marketing Research Process, Marketing Information Systems. Marketing Research and Ethics,
International Marketing Research.

Unit — Il Analyzing Marketing Opportunities, Customer Value and Marketing Mix: Consumer Decision-
making, Building Customer Value, Analyzing Consumer Markets, Consumer Behavior, Cultural, Social &
Personal Factors, Developing Products & Brands, Product Levels; Classifying

Products,ProductRange,ProductLine&ProductMix,ProductLifeCycles,NewProductDevelopment, New Service
Development, Stages of Product/ Service innovation development, The Process of Adoption, Branding.

Unit — I11: Designing a Customer Driven Strategy: Market Segmentation, Targeting, Positioning Process,
Segmentation of Consumer Market, Business Market, Requirement for Effective Segmentation, Market
Targeting, Evaluating Market Segmentation, Selecting Target Market Segmentation, Positioning and
Repositioning, Positioning Maps, Product Positioning Strategies.

Unit — IV: Distribution Decisions, Promotion & Communication Strategies: Marketing Channels, Channel
Intermediates and Functions, Channel Structure, Channel for Consumer Products, Business and Industrial
Products, Alternative Channel, Channel Strategy Decisions. The Promotional Mix, Advertising, Public
Relations, Sales Promotion, Personal Selling, Direct and Online Marketing. MarketingCommunication:
CommunicationProcess, CommunicationPromotionMix, FactorsAffecting the Promotion Mix.

Unit — V:Pricing Decisions & Personal Communication: Importance of Price, Cost Determinant of Price,
Markup Pricing, Profit Maximization Pricing, Break-even Pricing, Pricing Strategies, Ethics of Pricing Strategy,
Product Line Pricing, Word of Mouth, Rural Marketing, Bottom of the Pyramid,
RelationshipMarketing,RetailMarketing, Digitalmarketing,socialmediaandMobileMarketing, Market
Sustainability and Ethics, Global marketing, Green Marketing.

SuggestedReadings:
» RosalindMasterson,NicholaPhillips,DavidPickton,Marketing: Anlntroduction,Sage Publications, 5e,
2021.
= G.Shainesh Philip Kotler, Kevin lane Keller, Alexander Chernev, Jagdish N. Sheth, Marketing
Management, Pearson, 16e, 2022.
=  PhilipKotler,GrayArmstrong,PrafullaAgnihotri,PrinciplesofMarketing, 18e,PearsonEducation, 2020.
»  Ramaswamy,NamaKumari,MarketingManagement,SagePublications,6e,2018.
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= Lamb, Hair, Sharma, Mc Daniel, Principlesof Marketing, A South Asian Perspective Cengage
Learning, 2016.
= ArunKumar&N.Meenakshi,MarketingManagement,VikasPublications,3e,2016.
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SEMESTER - 11
24MBA11:FINANCIALMANAGEMENT

*ThestudentsneedDiscountingTableandAnnuitytablesfortheexamination.
CourseObjectives:

= Toprovideanunderstandingof basicdecisionstakenbyaFinanceManagerinacorporate and help the
manager to understand the use of resources efficiently, effectively and economically.
Toexplainthevariousaspectsininvestment Decision.

TolearnaboutCapitalstructureanditstheories.
Toeducatestudentsonthesignificanceofdividendsandvaluationofthefirm.
Toelucidatetheimportanceofworkingcapitalmanagement,managementofcurrentassets.

CourseOutcomes:Studentswillbeableto:

Understandtheconceptoftimevalueofmoney.
Learnaboutthecapitalbudgetingtechniquesandcostofcapital.
LearnthesignificanceofCapitalstructurevs.financialstructure.
AssessdividendpoliciesofIndiancompanies,determinantsof workingcapital,analysisof investment in
inventory.

= UnderstandtheConceptsandApplicationsofWorkingCapitalManagement andManagement of Current
Assets.

Unit-1:TheFinanceFunction:NatureandScope,Evolutionof  FinanceFunction,ltsNewRoleinthe Contemporary
Scenario, Goals of FinanceFunction, ProfitMaximization andWealthMaximization,the
AgencyRelationshipandCosts; Risk-Return Tradeoff;ConceptofTimeValueofMoney,FutureValue and  Present
Value and the Basic Valuation Model.

Unit — I1: The Investment Decision: Investment Decision Process, Project Generation, Project Evaluation,
Project Selection and Project Implementation. Developing Cash Flow, Data for New Projects, Capital Budgeting
Techniques: Traditional and DCF Methods. The NPV vs. IRR Debate, Approaches for Reconciliation. Capital
Budgeting Decision under Conditions of Risk and Uncertainty. CostOf Capital: Concept andMeasurement of
Costof Capital,Weighted Average Cost of Capital and Marginal Cost of Capital. Importance of Cost of Capital in
Capital BudgetingDecisions.

Unit — IlI: Capital Structure and Dividend Decisions: Capital Structure vs. Financial Structure,
Capitalization,Financial Leverage, OperatingLeverageandCompositeLeverage.EBIT-EPSAnalysis, Indifference
Point/Break-even Analysis of Financial Leverage, Capital Structure Theories: The Modigliani Miller Theory, NI,
NOI Theory and Traditional Theory.

Unit — IV: Dividend Decisions: Dividends and Value of the Firm, Relevance of Dividends, the MM Hypothesis,
Factors Determining Dividend Policy, Dividends and Valuation of the Firm, the Basic
Models,FormsofDividend. DeclarationandPaymentofDividends.BonusShares,Rightsissue,Share-  splits, Major
Forms of Dividends, Cash and Bonus Shares. Dividends and Valuation. Major Theories centered on the works of
Gordon, Walter and Lintner, Dividend Policies of Indian companies.

Unit-V:(a)WorkingCapitalManagementandFinance:WorkingCapitalManagement:Components of Working
Capital, Gross vs. Net Working capital, Determinants of Working Capital Needs, the Operating Cycle Approach.
Financing of Working Capital through Bank Finance and Trade Credit.(b) Management of Current Assets:
Basic Strategies for Cash Management, Cash Planning, Cash Budget, Cash Management Techniques/Processes.
Marketable Securities: Characteristics, Selection Criterion, Management of Receivables, Credit Policy, Credit
Evaluation of Individual Accounts, Monitoring Receivables. (c) Management of Inventory, Inventory
Management Process, Inventory Control Systems, Analysis of Investment in Inventory.

SuggestedReadings:
» PrasannaChandra,FinancialManagement,10e,McGrawHill,2019.
»  M.YKhan,PKJain,FinancialManagement-TextandProblems,McGrawHill,8e,2019.
» IMPandey,FinancialManagement,VikasPublications,11e,2015.
= James Cvan Horne, Sanjay Dhamija, Financial Management and Policy, Pearson Education, New

Delhi,12¢,2011.
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= EugeneF.BrighamMichaelC.Ehrhardt,FinancialManagement,CengageLearning,12e,2012.
= ArindamBanerjee,FinancialManagement,OxfordPublications,2016.
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24AMBA12:QUANTITATIVEANALY SISFORBUSINESSDECISIONS

CourseObjectives:

= ToimpartknowledgeofbasictoolsofOperationsresearchinsolvingthemanagementproblems using
mathematical approaches for decision making.
ToteachthemethodsofsolvingLinearProgrammingProblems.
Toimpartknowledgeonassignmentmodelandtransportationproblem.
ToimpartknowledgeonthesignificanceofdecisiontreeandNetworkanalysis.
TohighlighttheimportanceofQueuingTheory.

CourseOutcomes:Studentswillbeableto:

Understandtheoriginandapplicationofoperationsresearch.
LearnabouttheFormulationofLinearProgrammingProblemfordifferentareas.
appreciatethesignificanceofvariationsofassignmentproblem,methodsforfindinglnitial feasible solution.
LearntheaspectsofDecisionTheoryandNetworkAnalysis
Gaininsightsofthetheoreticalprinciplesandpracticalapplicationsofdifferentqueuingmodels.

Unit-I:IntroductiontoOperationsResearch: NatureandScopeof OperationsResearch: Origins of OR,
Applications of OR in different Managerial Areas, Problem Solving and Decision-making,
QuantitativeandQualitativeAnalysis. DefiningaModel, Typesof Models, ProcessforDevelopingan Operations
Research Model, Practices, Opportunities and Shortcomings of using an OR Model.

Unit — II: Linear Programming Method: Structure of LPP, Assumptions of LPP, Application Areas of LPP,
Guidelines for Formulation of LPP, Formulation of LPP for Different Areas, Solving of LPP by Graphical
Method: Extreme Point Method, Simplex Method, Converting Primal LPP to Dual LPP, Limitations of LPP.

Unit=111:AssignmentModel: AlgorithmforSolvingAssignmentModel, HungariansMethodfor Solving
AssignmentProblem, VariationsofAssignmentProblem:MultipleOptimal Solutions,MaximizationCase in
Assignment Problem, Unbalanced Assignment Problem, Travelling Salesman Problem, Simplex Method for
Solving Assignment Problem.

Transportation Problem: Mathematical Model of Transportation Problem, Methods for Finding Initial Feasible
Solution: Northwest Corner Method, Least CostMethod, Vogels Approximation Method, Test of Optimality by
Modi Method, Unbalanced Supply and Demand, Degeneracy and itsResolution.

Unit — 1V: Decision Theory: Introduction, Ingredients of Decision Problems. Decision-making under
Uncertainty, CostofUncertaintyUnderRisk,UnderPerfectinformation,DecisionTree,Constructionof Decision Tree.
Network Analysis: Network Diagram, PERT, CPM, Critical Path Determination, Project Completion Time,
Project Crashing.

Unit-V:QueuingTheory:QueuingStructureandBasicComponentofaQueuingModel, Distributions
inQueuingModel, DifferentQueuingModelswithFCFS,QueueDiscipline,SingleandMultipleService  Station with
Finite and Infinite Population. Game Theory, Suddle Point, Value of the Game.

SuggestedReadings:

»  MikWisniewski,DrFarhadShafti,QuantiativeAnalysisforDecisionMakers,Pearson,7e,2019.

= Miguel Angel Canela, Inés Alegre, Alberto Ibarra,Quantiative Methods for Management: A Practical

Approach, Springer International Publishing,1e,2019.

= JamesE.Sallis,GeirGripsrud, UIf HenningOlsson, RagnhildSilkoset ,ResearchMethodsand Data
Analysis for Business Decisions: A Primer Using SPSS,Springer International Publising,le,2021.
R.Pannerselvam,OperationsResearch,PrenticeHallInternational,3e,2015.
N.V.S.Raju,OperationsResearch: TheoryandPractice, CRCPress,2020.
R.Pannerselvam,OperationsResearch,PrenticeHallInternational,3e,2015
J.K.Sharma,OperationsResearch: TheoryDandapplications,Macmillian,5¢,2013.
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24MBA13:ENTREPRENEURSHIPANDDESIGNTHINKING

CourseObjectives:
= TounderstandtheEntrepreneurialprocessandalsoinspirethemtobeEntrepreneurs.
= Tohighlightimportanceofentrepreneurialmotivationalbehavior,entrepreneurialcompetencies,
entrepreneurial Stress.
= Toelucidateontheopportunitiesandchallengesofentrepreneurship
= ToclarifystudentsthesignificanceofPrinciples,processofDesignThinking.
= ToeducateonDevelopmentofPrototypes, TestingldeasandimplementingDesign Thinking.

CourseOutcomes:Studentswillbeableto:

Understandtheapproachestoentrepreneurship.
Learnabouttheindividualentrepreneurialmind-setandPersonality.
LearnthesignificanceofFeasibilityAnalysis,Industry,competitoranalysis,newventure development.
UnderstandtheprinciplesofimplementationofDesignThinking.

Appreciatetherelevanceof CreativityintheprocessofimplementationofDesign Thinking

Unit —I: Understanding Entrepreneurial Mindset: TheEvolution ofEntrepreneurship, Qualities, Skills, Functions
of Entrepreneurs, Types of Entrepreneurs, Approaches to Entrepreneurship, Process Approach, Role of
Entrepreneurship in Economic Development.

The individual Entrepreneurial Mindset and Personality: The Entrepreneurial Journey, Stress and the
Entrepreneur, The Entrepreneurial Ego, Entrepreneurial Motivations, Motivational Cycle, Entrepreneurial
Motivational Behavior, Entrepreneurial Competencies, Entrepreneurial Stress.

Unit-I11:StrategicPerspectivesinEntrepreneurship:StrategicPlanning, StrategicActions,Strategic ~ Positioning,
Business Stabilization, Building the Adaptive Firms, Understanding the Growth Stage, Internal Growth
Strategies and External Growth Strategies, Unique Managerial Concern of Growing Ventures.

Unit-111:OpportunitiesandChallengesof Entrepreneurship: InitiativesbytheGovernmentofindia to Promote
Entrepreneurship, Social andWomen Entrepreneurship. Feasibility Analysis, Industry and Competitor Analysis,
Formulation of the Entrepreneurial Plan, The Challenges of New Venture Start- ups, Developing an Effective
Business Model, Blue and Red Ocean Strategies, Sources of Finance, Critical Factors for New venture
Development, Evaluation Process. Intellectual Property Protection: Patents, Copyrights, Trademarks and Trade
Secrets, Avoiding Trademark Pitfalls.

Unit — IV: Design Thinking — An Introduction: Principles of Design Thinking, Process of Design Thinking,
planning a Design Thinking Project, Understanding of the Problem, Problem Analysis, Reformation of the
Problem, Empathetic Design Methods.

Unit —V:Prototype, Testing Ideas, Implementing DesignThinking: Creativity, Creativity Process, Creativity
Techniques, Business Idea, Evaluation of Ideas, Kano Method, Finding Gaps in the Market Place, Prototype,
Lean Startup Method, Visualization, Presentation Techniques, Desirability Testing, Methods to Initiate Ventures,
Creating New Ventures, Acquiring an Established Venture, Franchising, Advantages and Disadvantages,
Implementing Design Thinking, Agility for Design Thinking.

SuggestedReadings:

= DevayaniM.Lal,DesignThinking,SagePublications,1e,2021.

= AliJAhmed,PunitaBhatt,LainActon,EntrepreneurshipinDevelopingandEmerging Economies, Sage
Publications, 1e, 2019.

=  ChristianMueller- Roterberg, Handbook of DesignThinking —Tips andToolsfor howto design Thinking,
Independently Published, US, 2018.

= RobertD.Hisrich,MichaelP.Peters,DeanA.Shepherd,Entrepreneurship,McGrawHill, 10e,2018.

=  Bruce R.Barringer/ R.Duane Ireland, Entrepreneurship Successfullylaunching newventures, 4e,
Pearson, 2015.

» DFKuratkoandTVRao,Entrepreneurship-ASouth-AsianPerspective,Cengagel earning,le, 2012.
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24MBA14:LOGISTICSANDSUPPLY CHAINMANAGEMENT

CourseObjectives:

=  Toprovideunderstandingofthecomponentsandprocessesofsupplychainandlogistics management as well
as the performance drivers of supply chain.
Toimpartknowledgeonthevariousfunctionsoflogisticsmanagement.
Toeducateondesigningofthesupplychainnetwork.
Toclarifythesignificanceofestablishingglobalsupplychain.
Tohighlighttheroleofinformationtechnologyinsupplychain.

CourseOutcomes:Studentswillbeableto:

Understandthecyclicalperspectiveoflogisticsandsupplychainprocess.
Learnaboutthedistribution,transportation,warehousingrelatedissuesandchallengesin supply chain.
Appreciatethesignificanceofnetworkdesigninthesupplychain.
Gainknowledgeofvariousmodels/toolsofmeasuringtheSupplyChainPerformance.
Appreciatetheroleofcoordinationandtechnologyinsupplychainmanagement.

Unit — I: Understanding Supply Chain: Objectives of a Supply Chain, Importance, 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,Obstaclesof
Streamlined SCM,Green Supply Chain Management,Supply Chain Sustainability.

Unit — 11 Logistics: Evolution, Objectives, Components and Functions of Logistics Management, Difference
between Logistics and Supply Chain, Distribution related Issues and Challenges. Gaining
CompetitiveAdvantagethroughLogisticsManagement, Transportation: Functions,Costs,andModeof Transportation
Network and Decision, Models, Containerization, Cross Docking, Reverse Logistics. Outsourcing: Nature and
Concept, Strategic Decision to Outsourcing, Third-party Logistics (3PL), Fourth-party Logistics (4PL).

Unit — 111 Designing the Supply Chain Network: Designing the Distribution Network, Role of Distribution,
Factors Influencing Distribution, Design Options, e-Business and its Impact, Distribution Networks in Practice,
Network Design in the Supply Chain, Role of Network, Factors Affecting the Network Design Decisions,
Modeling for Supply Chain.

Unit — IV: Supply Chain Performance: Bullwhip Effect and Reduction, Performance Measurement:
Dimension, Tools of Performance Measurement, SCOR Model. Demand Chain Management, Global
SupplyChain,ChallengesinEstablishingGlobalSupplyChain,FactorsthatinfluenceDesigningGlobal Supply Chain
Network.

Unit — V: Coordination in a Supply Chain: Importance of Coordination, Lack of Supply Chain Coordination
and the Bullwhip Effect, Obstacles to Coordination, Managerial Levels, Building Partnerships and Trust,
Continuous Replenishment and Vendor Managed Inventories, Collaborative Planning, Forecasting and
Replenishment. Role of Information Technology in Supply Chain, Supply Chain 4.0.

SuggestedReadings:

IMTGhaziabad,AdvancedSupplyChainManagement,SagePublications,2021.

RajatK.Basiya, IntegratedSupplyChainManagement,SagePublications,2020.

KSridharaBhat, Logistics&SupplyChainManagement, HPH,1e,2017.

Chopra,Sunil,Meindl,PeterandKalra,D.V.,SupplyChainManagement: Strategy, Planningand Operation;

Pearson Education, 6e, 2016.

= Altekar,RahulV,SupplyChainManagement:ConceptsandCases;PHILearning,1e,2005.

=  Ballou,R.H.BusinessLogisticsManagement.PearsonEducation,5e,2014.

= Coyle, Bardi, Langley, The Management of Business Logistics — A Supply Chain Perspective,
Thomson Press, 7e,2003.
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24AMBA15A: TOTALQUALITYMANAGEMENT(OPENELECTIVE-II)

CourseObjectives:

= To provide understanding of the basic concepts Quality concept, principles, various tools, statistical
processcontrolfortheimplementationof qualitymanagementwithISOcertification process and its need
for the industries.
ToexplaintostudentstowhyTQMprinciplesareimportant.
Toimpartknowledgeofdifferenttoolsandtechniquesof TQM.
ToelaborateonvariousaspectsinQualityManagement Systems.
Toeducateonthemodelsof TQMimplementationinmanufacturingandservicesectors.

CourseOutcomes:Studentswillbeableto:

UnderstandtheneedforQuality.
LearntherelevantTQMmaodelslikePDCACycle,5S,Kaizen,QualityCircles.
Learnstatisticalaspectsrelevantforprocesscontrol.
AssesstherelevanceofTotalProductiveMaintenance, FMEA, SixSigma.
LearndifferentQualityManagementSystems.

Unit-I:Introduction:EvolutionofQuality, QualityDefinition,NeedforQuality, DimensionsofProduct and
ServiceQuality, Basic Concepts of TQM, TQMFramework, Quality Philosophies, Contributions of Deming,
JuranandCrosby, Feiganbaum,Ishikawaand Taguchi, BarrierstoTQM,Quality Statements, Customer Focus,
Customer Orientation, Customer satisfaction, Customer Complaints, Customer Retention, Costs of Quality.

Unit — 11: TQM Principles: Leadership, Strategic Quality Planning, Quality Councils, Employee Involvement,
Motivation, Empowerment, Team and  Teamwork, Quality  Circles  Recognition  and
Reward,PerformanceAppraisal,ContinuousProcessimprovement,PDCACycle,5S,Kaizen,Supplier  Partnership,
Partnering, Supplier Selection, Supplier Rating.

Unit — I11: Statistical Process Control: Statistical Fundamentals such as Mean and Standard Deviation, Chance
and Assignable Causes, Control Charts for Variables, Process Capability Analysis such as Cp and Cpk, Seven
basic (Traditional) Quality ControlTools:1) Check Sheets (Tally Sheet)

2) Stratification(Alternatively,FlowchartorRun-chart) (Trend Analysis) 3) Histograms 4) Pareto Chart (80-
20Rule)5)Cause-and-EffectDiagrams(FishboneorIshikawaDiagram)6)ScatterDiagrams?7) Control charts.

Unit-1V:ToolsandTechniques:QualityFunctionsDevelopment(QFD),Benefits, VoiceofCustomer,
InformationOrganization,HouseofQuality(HOQ),BuildingaHOQ,QFDProcess, TaguchiMethodand Quality Loss
function, Failure Mode Effect Analysis (FMEA): Requirements of Reliability, Failure rate,
TotalProductiveMaintenance(TPM),SevenNewManagementToolsforProcessImprovement: Affinity diagram,
Interrelationship Diagram, Tree Diagram, Matrix Diagram, Matrix Data Analysis, Arrow Diagram, Process
Decision program Chart, Benchmarking and POKA YOKE, Six Sigma, Methodologies: DMAIC, DFSS, Six
Sigma Belts, Quality Circles.

Unit-V:QualityManagementSystems: Introduction, Benefitsof ISO Registration, ISO 9000 Series of
Standards, 1SO 9001, Requirements, Implementation, Documentation, Writing the Documents, Quality Auditing,
TQM Culture, Quality Auditing, QS 9000, ISO 14000, Concepts, Requirements and Benefits, TQM
Implementation in Manufacturing and Service Sectors.

SuggestedReadings:

=  SunilSharma,TotalQualityManagement,SagePublications,1e,2018.

= Besterfiled,etal., TotalQualityManagement,PearsonEducationAsia,3e,2006.

= Suganthi,L.andSamuel,A., TotalQualityManagement,PrenticeHall(India)Pvt.Ltd.,2006.

= Janakiraman. B and Gopal.R.K., “Total QualityManagement —Text and Cases”, Prentice Hall (India)
Pvt. Ltd., 2006.

= JamesR.EvansandWilliamM.Lindsay, “TheManagementandControlofQuality”,6thEdition, South-
Western (Thomson Learning), 2005.

= Qakland,J.S., TQM-TextwithCases,Butterworth—HeinemannLtd.,Oxford,3rdEdition,2006.
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24MBA15B:MARKETINGRESEARCH(OPENELECTIVE-II)

CourseObjectives:

=  Toprovideconceptualunderstandingofmarketingresearch,itsdesign,andapplicationof research
methodology to Marketing issues.

= Toexplaintostudentstheneedforcreatingpropermarketingresearchproposal.

= Toimpart knowledge on sampling and acquire knowledge on probability and non- probability sampling
techniques.

=  Toimpartknowledgeontheconceptsofmeasurementandscaling.

= Tohighlighttheroleofmarketingresearchmethodologyindifferentbusinesscontexts.

CourseOutcomes:Studentswillbeableto:

Understandtheimportanceofmarketingresearch.

Learnvariousaspectsinresearchdesign.

Learnsamplingdesignprocess.

Understandthecharacteristicsof agoodmeasurement,scalingandsamplingmethodology.
Learnhypothesistestinganddatapresentation.

Unit — I: Introduction to Marketing Research: Meaning and Scope of Marketing Research, Factors that
Influence Marketing Research, Scope of Marketing Research, Limitations ofMarketing Research,
MarketingResearch Process, Role ofMarketing ResearchinMarketing Decision-making, International Marketing
Research, Marketing Research in social media, Mobile Marketing Research, Ethics in MarketingResearch, Use
of Information Technology in Marketing Research.

Unit — Il: Marketing Research Design: The Process of Defining the Problem and Developing an
Approach,DefiningaMarketingResearchProblem,Exploratory, Descriptive,CasualResearchDesign, Marketing
Research Proposal.

Unit — 111: Sampling and Data Collection: Sampling Design Process, Classification of Sampling Techniques,
Probability and Non-Probability Sampling Techniques, Internet Sampling, Sampling Distribution, Sample Size
Determination, Non-Response Issues in Sampling.

SourcesofDataCollection,MethodsofDataCollection.

Unit-1V:MeasurementandScaling:ConceptofMeasurement, TypesofMeasurementScales: Likert, Semantic
Differential, Guttman, Interval, Q-Sort, Nature of Measurement, Characteristics of a Good Measurement, Nature
of Attitude Scale, Rating Scale, Ranking Scale, Questionnaire Design, Editing, Coding and Tabulation of data.

Unit — V: Analysis and Presentation of Data: Data Preparation, Data Preparation Process, Statistically
Adjusting Data, Frequency Distribution, Cross Tabulation, Hypothesis Testing, Bi-Variate
Analysis,Correlation,Regression, Multi-VariateAnalysis, Discriminant, LogitAnalysis,Factor Analysis, Cluster
Analysis.

ReportWriting,ReportPreparationandPresentation.

SuggestedReadings:

»  NareshMalhotra,SatyabhushanDash,MarketingResearch,Pearson,7e,2019.
GCBeri,MarketingResearch,4¢,2018,McGrawHill2018.
Donald R Cooper, Pamela S Schindler, Marketing Research Concepts and Cases, Mc Graw Hill, 2005.
DavidJLuck,RonaldSRubin,MarketingResearch,9e,PHI,2006.
DavidAAaker,V.Kumar,Georges,MarketingResearch,9e,WileylndiaPvtLtd, 2009.
DonaldS.Tull,Dell.Hawkins,MarketingResearch—Measurement&Method,PHIPrivate Limited, 2009.
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24MBAI15C:INTERNATIONALBUSINESS(OPENELECTIVE-II)

CourseObjectives:
=  TohighlighttheneedandimportanceofstudyinglInternational Businessandprovide understanding of the
concepts associated with International Business
=  ToimpartknowledgeofClassicalandModernInternational Trade Theories.
= To educate on the aspects of Business, Economic and Regional Integration and MultilateralTrade
Agreements
= ToelucidateontheelementsofStrategy&Structureininternational Business
= To highlight the role played byvarious Functional Areas of Business in International Business
Operations
CourseOutcomes: Studentswillbeableto:

= UnderstandtheConcepts,PrinciplesandApproachesoflnternational Business.

= Learntheevolutionoflnternational Tradethoughtprocesswiththehelpofclassicalandmodern theories of
International Trade.

= Gain insightsoftheaspectsofBusinessandEconomiclntegrationwiththehelpofvarious Regional Economic
Integrations and Multilateral Trade Agreements.

= Understand the Strategy and Structure of International Business with the help of Value Chain Analysis,
Environmental Scanning, Strategic Alliances.

= Gainknowledgeof thecontributionofmajorfunctionalareasof businessviz.Production, Finance,
Marketing and HRM in International Business Operations.

Unit — I: Introduction to International Business: Need for International Business, Drivers of Globalization,
Distinction between Domestic and International Business, International Business Approaches, Modes of
International Business, Impediments in International Business, Opportunities and Challenges of International
Business, Ease of Doing Business (World Bank), Multi National Corporation (MNCs), International Business
Environment: Cultural, Political, Social and Technological Environment.

Unit-11:International TradeTheories:Classical Theories: Mercantilism,AbsoluteAdvantage Theory, Comparative
Advantage Theory and Factor Endowment Theory. Modern Theories: Country Similarity Theory, Product Life
Cycle Theory, New Trade Cycle Theory and National Competitive Advantage Theory.India’s Foreign Trade,
Foreign Direct Investment in India, Balance of Payments.

Unit — 111: International Business and Economic Integration: Levels of Economic Integration, Benefits and
Challenges of Economic Integration, Free Trade Agreement (FTA), The Customs Union, The Common Market,
The Economic Union. Arguments Surrounding Economic Integration, Regional Economic Groups: European
Union, NAFTA, ASEAN, SAARC, QUAD and G8. Multilateral Trade Agreements: GAAT, WTO, TRIPS and
TRIMS, UNCTAD. International Trade Policy of India.

Unit — IV: Strategy and Structure of International Business: Environmental Analysis, Value Chain Analysis,
Types of Strategies, Strategy Implementation Process, Control and Evaluation, Strategic Alliances, Nature,
Benefits, Pitfalls of Strategic Alliances, Scope of Strategic Alliance, Alliance Development Process, Economic
Considerations for Strategic Alliances. Choosing an Organizational Design Structure, Issues in Global
Organizational Design.

Unit-V:InternationalBusinessOperations:IssuesinvolvingInternationalProduction: Sourcingand
VerticalIntegration.MajorActivitiesinInternationalMarketing:BrandDecisions. Issuesof International
Financialmanagement:Forex Market,International Monetary System,International Financial Markets, Export
Financing. Managing International HR Activities: HR Planning, Recruitment and selection, Expatriate Selection
and Training. Cross Cultural Issues in International Business.

SuggestedReadings:
= CharlesW. LHill, G.ThomasMHult, Rohit Mehtani,International Business, McGrawHill,11e, 2019.
»  EhudMenipaz, AmitMenipazandShivSTripathi, InternationalBusiness—TheoryandPractice, Sage
Publishers, 1e, 2017.
= Michael R. Czinkota, Ilkka A. Ronkainen, Michael H. Moffett, International Business, Wiley,8e, 2011.

»  KAshwatappa,InternationalBusiness,McGrawHill,6e,2015.
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=  SanjayMisra,P.K.Yadav,InternationalBusiness: Text&Cases,PHI,2009.
= RakeshMohanhJoshi,International Business,OxfordUniversityPress,2009.
= SubbaRao, InternationalBusiness,HimalayaPublications,2007.
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24MBA015D:RURALMARKETING(OPENELECTIVE-II)

CourseObjectives:

=  To enable understanding of the importance of Rural Marketing, Rural Environment, Problems in Rural
Marketing in India
TodescribethedifferentruralmarketingStrategiestobeadoptedbythecorporate.
Toelaborateontheruralmarketbrandandchannelmanagementaspects.
Tohelpunderstandthefactorsthatinfluenceruralconsumersduringpurchaseofproducts
Toimpartknowledgeonvariousapplicationsandinnovationstrategiesinruralmarketing.

CourseOutcomes:Studentswillbeableto:

UnderstandtheimportanceofindianRuralEconomy.
Learnvariousruralmarketingstrategies

LearnchallengesofRetailChannel Management.
Understandtheaspectsofruralbusinessresearch.

Learne-ruralmarketing, CSR, I Tforruraldevelopment,e-GovernanceforRural India.

Unit — I: Introduction: Nature and Characteristics of Rural Market, Understanding the Indian Rural Economy,
Rural Marketing Models, Rural Marketing Vs Urban Marketing, Parameters Differentiating Urban & Rural
Market, Differences in Consumer Behavior in Rural and Urban Markets.

Unit — Il: Rural Marketing Mix: Rural Marketing Mix, Additional Ps in Rural Marketing, 4As of Rural
Marketing Mix, New Product Development for Rural Market, Rural Market Product Life Cycle, Objectives
behind New Product Launch, New Product Development process.

Unit — 111: Rural Market Brand & Channel Management: Brand Loyalty in Rural Market, Regional Brands
Vs National Brands, Channel Management, Indian Rural Retail Market, Rural Retail Channel Management,
Strategies of Rural Retail Channel Management.

Unit — IV: Rural Market Research: Sources of Information, Factors Influencing Rural Consumers
duringPurchaseofProducts,RuralConsumerLifestyle, ApproachesandToolsofMarketingResearch, Rural Business
Research, Evolution of Rural Marketing Research, Sources and Methods of Data Collection, Data Collection
Approaches in Rural Areas, Data Collection Tools for Rural Market. Limitation and Challengesin Rural
Marketing Research, RoleofRural Marketing ConsultingAgencies.

Unit-V:ApplicationsandInnovations: MarketingofConsumerProducts,Services,SocialMarketing,  Agricultural
Marketing, Rural Industry Products, Innovation for Rural Market, Marketing Strategies, e- Rural Marketing,
Agricultural Co—operative Marketing, Rural Market Mapping, Corporate Social Responsibility, Organized Rural
Marketing, IT for Rural Development, e-Governance for Rural India.

SuggestedReadings:

= DineshKumar,PunamGupta,RuralMarketing,SagePublications,2017.
PradeepKashyap,RuralMarketing,3ePearsonEducation,2016.
TPGopalaswamy,RuralMarketing,Environment,problemsandstrategies, VikasPublications, 3e,2016.
SanalKumarVelayudhan,RuralMarketing,SagePublications,2e,2012.
C.S.G.Krishnamacharyulu,Lalitha Ramakrishnan,RuralMarketing: Textand Cases,Pearson
Education,2009.
BalramDogra&KarminderGhuman,RuralMarketing, TMH, 2009.
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SUMMERINTERNSHIP

CourseObjectives: Toacquirepracticalknowledgebyworkinginanyorganization.Studentsshould
learnapplicationofconceptuallearningtopracticalbusinessproblemsandalsodevelopinterpersonal relations,
working in teams and understanding dynamics in an organization.

Course Outcomes: Students will be able to understand a) Management Functions and Organizational
Structure b) Organizational Dynamics in terms of Organizational Behaviour, Culture and Climate c)
Functional Domain Knowledge d) Processes and Systems d) External and Internal Environment Impact on the
Organization.

ApproachtoSummer Internship:

Students  should take covering letter/s from the college, addressed to the
organization/professionalinstitutionsduringthebeginningofthesecondsemestercoursework.

The students in consultation with Supervisor / Mentor and head of the department should choose any
area / topic of Business Management as per the Syllabus prescribed by the University.

The students can approach any Business Organizations / Corporate of Public and Private
Sectors,GovernmentDepartments,ResearchOrganizations,J-Hub, T-Hub,Wehubetc.forthe Summer
Internship. The students should do the Internship during the summer break.

Summer Internship report has to be submitted to the Department after approval by the concerned
Supervisor/Mentor and the Head of the Department for the Power Point (PPT) Presentation for
Evaluation.

Summer Internship Report is evaluated for 25 marks for Internal Exam and for 75 marks for External
Exam.

The Report has to be evaluated by the Head, Supervisor/ Mentor and the seniorfaculty of the
Department.
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24MBA16:PRODUCTIONANDOPERATIONSMANAGEMENT

CourseObjectives:

= Toprovideunderstandingoftheconceptsofproductionandoperationsmanagementinan
organization and analytical methods.

= Toexplaintostudentsthestepsinnewproductdesignandanalysis.

= Toprovideanunderstandingofplantlocationandlayout.

= TohelpunderstandtheProcessandfactorsthatinfluencescheduling.

= Toimpart knowledge of various aspects of materials management viz. e-Procurement, Green
Purchasing.

CourseOutcomes:Studentswillbeableto:

Understandtheimportanceconceptsofoperationsmanagement.
Learnvariousstrategiesinproductandprocessdesign, analysis.
Learnexaminethevariousaspectsofplantlocationandproduct layout.
Understandtheaspectsofscheduling.
Gaininsightsofintegratedmaterialsmanagement,e-procurement,materialsplanning.

Unit-l:IntroductiontoOperationsManagement:FunctionalSubsystemsofOrganization,Definition,
Systems Concept of Production, Types of Production Systems, Flow, Job Shop, Batch Manufacturing
and Project, Strategic Operations Management, Corporate Strategic, Generic Competitive Strategies,
Functional Strategies, Productivity,World Class Manufacturing, Sustainable Operations Management,
Industry 4.0.

Unit = II: Product Design and Analysis: New Product Development, its Concepts, Steps of Product
Design, Process Planning and Design, Selection of Process, Responsibilities of Process Planning
Engineer, Steps in Process Planning. Process Design, Process Research, Pilot Plant Development,
Capacity Planning, Enhanced Capacity using Optimization. Value Analysis, Value Engineering, Lean
Production System.

Unit-lll:PlantLocation andPlantLayout:FactorsinfluencingPlant Location,Break-evenAnalysis. Single
Facility Location Problem, Multi facility Location Problems, Model for Multi Facility Location Problem,
Model to Determine X-Coordinates of New Facilities, Model to Determine Y-Coordinate.
Plant Layout - Plant Layout: Introduction, Classification of Layout, Advantages and Limitations of
Product Layout, Advantagesand Limitationsof GroupTechnology Layout, Layout Design Procedures.

Unit — IV: Scheduling: Introduction, Johnson’s Algorithm, Extension of Johnson’s Rule. Job Shop
Scheduling: Introduction, Types of Schedules, Schedule Generation, Heuristic Procedures, Priority
Dispatching Rules. Two Jobs and m Machines Scheduling. Quality Control Concepts.

Unit — V: Materials Management: Integrated Materials Management, Components of Integrated
Materials Management, Materials Planning, Inventory Control, Purchase Management, e-
Procurement, Green Purchasing, Stores Management, EOQ, Models of Inventory, Operation of
Inventory Systems, Quantity Discount, Implementation of Purchase Inventory Model, Incoming
Materials Control, Obsolete Surplus and Scrap Management, ABC Analysis, XYZ Analysis, VED
Analysis, FSN Analysis, SDE Analysis.

SuggestedReadings:

» K.Ashwathappa,SridharBhatt,ProductionandOperationsManagement,HimalayaPublishing
House, 2e, 2021.
SNChary,ProductionsandOperationsManagement,McGrawHill,2019.
JayHeizer,BarryRender,OperationsManagement,11e,2016.
Panneerselvam,ProductionandOperationsManagement,PHI,3e,2012.
AjayK.Garg,ProductionandOperationsManagement,TMH,2012.
K.Boyer,RohitVerma,OperationsManagement:CengagelLearning,2011.
B.Mahadevan,OperationsManagement: TheoryandPractice,PearsonEducation2e,2010.
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SEMESTER - Il

24MBA17:MANAGEMENTINFORMATIONSYSTEMS

CourseObjectives:
= Tohelpunderstandtheimportanceofinformationsystemsinorganizationfordecisionmaking.
= Toelucidatethebusinessapplicationsofinformationsystems.
= Toprovideunderstandingofthesystemdevelopmentlifecycle.
= Toimpartknowledgeofnewapproachesforsystem buildinginthedigitalfirm era.
= Tohighlightthechallengesof cybercrime.

CourseOutcomes:Studentswillbeableto:

UnderstandtheimportanceofMISforstrategicadvantages.
Learnvariousbusinessapplicationsofinformationsystemslikee-business,BPR,DSS.
Learnexaminetheinformationsystemplanning.
Understandalternativemethodsforbuildinginformationsystem.
Learncybersecuritywithinternetworkssecuritydefenses.

Unit — I: Introduction: Information Systems in Business, Types of Information Systems, Managerial
Challenges of IT, Components of Information System Resources and Activities. System for
CollaborationandSocialBusiness,EthicalandSociallssuesininformationSystem,InformationSystem  for
Strategic Advantages.

Unit-ll:BusinessApplicationsofinformationSystems: e-BusinessSystems,FunctionalBusiness  Systems,
Customer Relationship Management, BPR, ERP Systems, Supply Chain, e-Commerce,
DSS, Business Analytics, Business Intelligence and Knowledge Management System.

Unit = lll: Management of Information Systems: Information System Planning, System Acquisition,
Systems Implementation, System Development Models: Water Fall Model, System Development
Lifecycle, V-Model, Computer Assisted and Software Engineering Tools, Prototype lterative Model,
Evaluation & Maintenance.

Unit — IV: Managementof Information Systems: System Development andOrganizational Change,
Business Process Redesign, Systems Analysis, System Design, System Development Process,
MethodologyforModelingandDesigningSystem,AlternativeMethodsforBuildingInformationSystem, New
Approaches for System Building in the Digital Firm Era, Agile System.

Unit — V: Introduction toCyber Crime: Cyber Space; Cyber Law; e-Business; e-Consumers; Spam,
Phishing. Cyber Crime and Information Security: Threats and Vulnerabilities. Inter-networks Security
Defenses, Other Security Measures, System Control and Audit, Blockchain.

SuggestedReadings:

» JamesA.O'Brien,GeorgeM.Marcus,ManagementinformationSystems,RameshBehl, McGraw

Hill, 11e, 2019.

»  JaytilakBiswas,ManagementinformationSystem,SagePublications,1e,2020.

» Laudon&Laudon,ManagementinformationSystems:ManagingtheDigitalFirm,Pearson,15e,
2017.
SahilRaj,ManagementinformationSystems,Pearson,2e,2018.
DPGoyal,ManagementinformationSystems—ManagerialPerspective,MacMillan,3e,2010.
Jawadekar,ManagementinformationSystemsTextandCases, TataMcGrawHill,2012.
Kelkar,ManagementinformationSystems,PrenticeHallindia,2012.
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(Autonomous)

SEMESTER - Il

24MBA18:BUSINESSANALYTICS

CourseObjectives:
= Toorientontheimportanceofever-increasingvolume,varietyandvelocityofdatain organization and
application of data analytical tools for decision making.
= Toexplainthedifferentdescriptivestatisticalmeasures.
= Toimpartknowledgeontheaspectsofpredictiveanalytics.
= Toprovideunderstandingofthescopeof datamining,regressiontrees,logisticalregression.
= Toelaborateonvariousapplicationsofsimulationinbusiness.

CourseOutcomes:Studentswillbeableto:

Understandtheimportanceofbusinessanalyticsinpractice.
Learnvariousruralmarketingstrategies
Learnchallengesofdatamodelling.
Understandtheaspectsdatamining.
LearnMonteCarlosimulation,riskanalysisanddecisiontreeanalysis.

Unit — I: Introduction to Data Analytics: Introduction to Data, Importance of Analytics, Data for
Business Analytics, Big Data, Business Analytics in Practice. Data Visualization, Data Visualization
Tools, Data Queries, Statistical Methods for Summarizing Data, Exploring Data using Pivot Tables.

Unit—ll: DescriptiveStatisticalMeasures:PopulationandSamples,Measuresoflocation,Measures of
Dispersion, Measures of Variability, Measures of Association. Probability Distribution and Data
Modeling,DiscreteProbabilityDistribution, ContinuousProbabilityDistribution,Random Samplingfrom
Probability Distribution, Data Modeling and Distribution fitting.

Unit-lll:PredictiveAnalytics:KarlPearsonCorrelationTechnique,MultipleCorrelation,Spearman’s Rank
Correlation, Simple and Multiple Regression, Regression by the Method of Least Squares, Building
Good Regression Models. Regression with Categorical Independent Variables, Linear Discriminant
Analysis, One-Way and Two-Way ANOVA.

Unit-IV:DataMining: ScopeofDataMining,DataExplorationandReduction,UnsupervisedLearning,
Cluster Analysis, Association Rules, Supervised Learning, Partition Data, Classification Accuracy,
PredictionAccuracy,K-NearestNeighbors,ClassificationandRegressionTrees,LogisticsRegression.

Unit — V: Simulation: Random Number Generation, Monte Carlo Simulation, What If Analysis,
VerificationandValidation,AdvantagesandDisadvantagesof Simulation,RiskAnalysis,DecisionTree
Analysis.

SuggestedReadings:

= James E.Sallis, Geir Gripsrud, Ulf Henning Olsson,Ragnhild Silkoset,Research Methods and
Data Analysis for Business Decisions: A Primer Using SPSS,Springer International
Publising,1e,2021.

» Anil Maheswari,BigData, TataMcGrawHill,NewDelhi,2e,2019.

» JamesEvans,BusinessAnalytics,PearsonEducation,2e,2017.

= Camm,Cochran,Fry,Ohlmann,Anderson,Sweeney,WilliamsEssentialofBusinessAnalytics,
Cengage Learning, 2015.

» FosterProvostandTomFawcett,DataScienceforBusiness,ShroffPublisher,2018.

= Seema Acharya & Subhashini Chellappan: Big Data and Analytics, Wiley Publications, New
Delhi, 2015.

» Thomas Eri, Wajid Khattack& Paul Buhler: Big Data Fundamentals, Concepts, drivers and
Techniques by Prentice Hall of India, New Delhi, 2015.
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Visvesvaraya College of Engineering & Technology MBA
(Autonomous)

SEMESTER - IV

24MBA23:STRATEGICMANAGEMENT

CourseObjectives:
= Toenablestrategicorientationinconductofthebusiness.
= Toexplaintostudentsaboutdifferenttoolsandtechniquesofstrategicanalysis.
= Toeducateonstrategyimplementation,planningsystemsforimplementation.
= Toprovideunderstandingofvariousturnaroundanddiversificationstrategies.
= Toelucidatequalitativeandquantitativebenchmarkingtoevaluateperformance.

CourseOutcomes:Studentswillbeableto:

Understandtheimportanceofstrategicmanagementprocess.
Learnvariousmarketlifecyclemodelsforstrategicanalysis.
LearnStrategiesforcompetinginglobalmarketsandinternet economy.
AppreciatetheneedforhavingappropriateTurnaroundandDiversificationStrategies.
Understandtheaspectsofstrategyevaluationandcontrol.

Unit—l:Introduction: ConceptsinStrategicManagement,StrategicManagementProcess,developing a
Strategic Vision, Mission, Objectives, Policies, Factors that Shape a Company’s Strategy,
Environmental Scanning: Industry and Competitive Analysis. Evaluating Company’s Resources and
Competitive Capabilities by using SWOT Analysis, Value Chain Analysis and Competitive Advantage.

Unit —ll:ToolsandTechniques for Strategic Analysis: Porter'sFiveForceModel, BCG Matrix, GE
Model, TOWSMatrix,IEMatrix, TheGrandStrategyMatrix.MarketLifeCycleModelandOrganizational
Learning, ImpactMatrixandtheExperienceCurve,GenericStrategies,  StrategyFormulation, Typesof
Strategies: Offensive Strategy, Defensive strategy. Exit and Entry Barriers, Tailoring Strategy to Fit
Specific Industry and Company Situations.

Unit — lll: Strategy Implementation: Strategy and Structure, Strategy and Leadership, Strategy and
CultureConnection,OperationalizingandinstitutionalizingStrategy, StrategiesforCompetinginGlobal
Markets and Internet Economy, Organizational Values and their Impact on Strategy, Resource
Allocation as a Vital Part of Strategy, Planning Systems for Implementation.

Unit-IV:TurnaroundandDiversificationStrategies: TurnaroundStrategy,ManagementofStrategic
Change, Strategies for Mergers, Acquisitions, Takeovers and Joint Ventures. Alliances and
Cooperatives, Diversification Strategy: Why Firms Diversify, Different Types of Diversification
Strategies, the Concept of Core Competence, Strategies and Competitive Advantage in Diversified
Companies and its Evaluation. International Strategies.

Unit — V: Strategy Evaluation and Control: Establishing Strategic Controls for Measuring
Performance, Appropriate Measures, Role of the Strategist, Using Qualitative and Quantitative
Benchmarking to Evaluate Performance, Strategic Information Systems, Problems in Measuring
Performance, Guidelines for Proper Control, Strategic Surveillance, Strategic Audit, Strategy and
Corporate Evaluation and Feedback in the Indian and International Context.

SuggestedReadings:
» RichardLynch,StrategicManagement,SagePublications,9e,2021.
» Stewart R. Clegg, Christos Pitelis, Jochen Schweitzer, Andrea Whittle, Strategy Theory
andPractice, Sage Publications,3e, 2020.

» MasonA.Carpenter,WmGerardSanders,PrashantSalwan:StrategicManagementADynamic
Perspective,Pearson,2e,2017.
Hitt&lrelandelal.,StrategicManagement:ASouthAsianPerspective,CengagelLearning,9e, 2013.
V.S.P.Rao,V.HariKrishna;StrategicManagement,ExcelBooks, 1e,2012
Adrian&Alison,StrategicManagement: Theory&Applications,OxfordUniversityPress,2010.
SKSarangi,ModernStrategicManagement,EverestPublishing,2012.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
MARKETING ELECTIVE

24MBA19M1:DIGITALMARKETING

CourseObjective:

= ToprovideanunderstandingofthebasicconceptsofDigitalMarketing.
Tohighlighttheimportanceofvariouschannelsof DigitalMarketing
Toimpartknowledgeofvariousaspectsofmarketingindigitalera.
Toelucidatethevariousaspectsinsearchenginemarketingandonlineadvertising.
Tohighlighttheimpactofsocialmediaonmarketing.

CourseOutcome:Studentswillbeableto:

UnderstandEvolutionofdigitalmarketing,itsstrategiesandplatforms.
Learntherelevanceofdigitalmarketingchannels.
Learnthesignificanceofdigitalmarketing.
understandtherelevanceofonlineadvertising.
Understandthemethodsofmeasuringthedigitalmediaperformance.

Unit — I: Understanding Digital Marketing: Concept, Need and Scope of Digital Marketing,
Comparison of Marketing and Digital Marketing, Components of Digital Marketing, Benefits of Digital
Marketing, Digital Marketing Platforms and Strategies, Digital Marketing Trends.

Unit — II: Channels of Digital Marketing: Digital Marketing: Website Marketing, Search Engine
Marketing,OnlineAdvertising,Email Marketing, BlogMarketing,Social Media Marketing,Audio,Video and
Interactive Marketing, Online Public Relations, Mobile Marketing, Migrating from Traditional Channels
to Digital Channels.

Marketing in the Digital Era: Segmentation: Importance of Audience Segmentation, Use of Digital
MediabydifferentSegments.OrganizationalCharacteristics,PurchasingCharacteristics,UsingDigital
Media for Reach, Acquisition and Retention of New Customers, Digital Media for Customer Loyalty.

Unit — IIl: Digital Marketing Plan: Need of a Digital Marketing Plan, Elements of a Digital Marketing
Plan: Marketing Plan, Executive Summary, Mission, Situational Analysis. Opportunities and Issues,
Goals and Objectives, Marketing Strategy, Action Plan, Budget, Writing the Marketing Plan and
Implementing the Plan.

Unit — IV: Search Engine Marketing (SEM) and Online Advertising: Importance of SEM,
UnderstandingWebSearch:KeyWords,HTMLTags,InboundLinks.OnlineAdvertisingvs. Traditional
Advertising. Payment Methods of Online Advertising: CPM (Cost-per-Thousand) and CPC (Cost-per-
click). Display of Ads: Choosing a Display Ad Format, Landing Page and its Importance.

Unit — V. Social Media Marketing: Understanding social media, Social Networking with Facebook,
LinkedIn,BloggingasaSocialMedium,MicrobloggingwithTwitter,SocialSharingwithYouTube,social
mediaforCustomerReach,AcquisitionandRetention.MeasurementofDigitalMedia:AnalyzingDigital Media
Performance, Analyzing Website Performance, Analyzing Advertising Performance.

SuggestedReadings:

= DineshKumar,MarketingintheDigitalAge,SagePublications,2021.
AnnmarieHanlon,DigitalMarketing: StrategicPlanning&Integration,SagePublications,1e, 2019.
ChuckHemann&KenBurbary,DigitalMarketingAnalytics,Pearson,2e,2018.
JudyStrauss&RaymondFrost,E-Marketing,Pearson,2016.
MichaelMiller,B2BDigitalMarketing,1e,Pearson,2014.
VandanaAhuja,Digitalmarketing,OxfordUniversityPress2015
MichaelRSolomon, TracyTuten,SocialMediaMarketing,Pearson,1e,2015.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
MARKETING ELECTIVE

24MBA20M2:SALESANDPROMOTIONMANAGEMENT

CourseObjective:

= Toprovideanunderstandingofthebasicconceptsofsalesandpromotionmanagement.
Tohighlighttheimportanceofadvertisingandchoosingappropriateadvertisingmedia.
Toimpartknowledgeoftheconceptsassociatedwithsalesmanagement.
Tohelpunderstandthevariousaspectsinsalespromaotion.
Toelucidatetheaspectsofsalesdistribution.

CourseOutcome:Studentswillbeableto:

= UnderstandEvolutionofSalesandPromotionManagement.
= Learntherelevanceofvarioustypesof Advertising.

= Appreciatethesignificanceofsalesmanagement.

= Assesstherelevanceofsalespromotionstrategies.

= Appreciatetheneedforthedistributionchannels.

Unit —l:Promotion: IntroductiontoPromotion, Concept, Evolution, PromotionMix:Advertising, Sales
Promotion, Personal Selling, Publicity, Public Relations, Direct Marketing, Word of Mouth, Online
Marketing. Managing Promotional Tools: Direct Marketing, Direct Marketing Decisions, Direct
MarketingObjectives,Advantagesof DirectMarketing,Measurement of DirectMarketingEffort, Public
Relations. Setting Objectives, Programme Implementation and Publicity.

Unit-ll:AdvertisingandAdvertisingMedia:

A) Importance and Functions of Advertising, Role of Advertising, AIDA model, Types of Advertising,
AdvertisingPlan, DAGMARApproach, Visualization of Advertising Layout —Functions, Principles, and
Elements of a layout.

B) Types of Media: Print, Electronic and Other Media; Merits and Demerits of each media. Media
Planning: Frequency, Reach and Outcome. Appeals, Setting Advertising Objectives, Advertising
Message, Advertising Budget, Evaluation of Advertising Effectiveness — Methods, and Regulation of
Advertising in India — Misleading and deceptive advertising.

Unit-lll: SalesManagement:Importance, TypesofSelling, DifferencebetweenSellingandMarketing, Sales
Activities, Selling Skills, Selling Strategies, Selling Process, Sales Planning Process, Sales
ForecastingMethods,SalesBudgetingProcess.SalesForceManagement:RecruitmentandSelection,
Training, Motivation, Compensation, Control and Evaluation.

Unit—IV:SalesPromotion:Concepts,NeedandObjective,PersonalSellingvs.Advertising, Typesof ~ Sales
Promotion, Sales Promotion Strategies: Sales Promotion and Product Life Cycle, Cross
Promotion,SurrogateSelling,BaitandSwitchadvertising.Ethicalandlegalaspectsofsalespromaotion.

Unit — V: Sales Distribution: Distribution Channels, Need for Channels, Channel Intermediaries and
Functions, Channel Structure, Channels for Consumer Products, Business and Industrial Products,
Alternative channels, Channels for Rural Markets, Channel Strategy Decisions. Designing, Motivating
and Evaluating Channel Members, Managing Retailers,Wholesalers, Franchisers. Managing Conflict,
ReasonsforChannel Conflicts.Managinglnternational Channel of Distribution.Ethicalissuesin Sales and
Distribution Management.

SuggestedReadings:

» PingaliVenugopal,SalesandDistributionManagement,SagePublications,2e,2021.

» GeorgeE.Belch,Michel E.Belch,KeyoorPurani,AdvertisingandPromotion:Anintegrated
marketing communication Perspective, Mc Graw Hill, 9e, 2017.

= TerenceA.Shimp,J. CraigAndrews, Advertising,Promotion,andotheraspectsof Integrated
Marketing Communications, 9e, Cengage, 2016.

» RamendraSingh,SalesandDistributionManagement:APractice-BasedApproach,le,Vikas, 2016.

» JaishriJethwaney,ShrutiJain,AdvertisingManagement,Oxford,2015.

» RichardRStill, EdwardW Cundiff, NormanAPGovoni, SalesandDistributionManagement, 5e,
Pearson, 2011.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
MARKETING ELECTIVE

24MBA21M3:CONSUMERBEHAVIOR

CourseObjective:
= Toenableunderstandingofmarketingdecisionskeepinginmindtheconsumerbehaviour.
= Toexplaintheinfluenceofculture,subculture,socialclass,social group,familyand
personality on consumer behaviour
= Tohelplearnaboutconsumerperceptionandmotivation.
= Tohighlighttheaspectsinconsumerdecisionmakingprocess.
= Tohelpunderstandtheimpactofconsumerismandethics.

CourseOutcome:Studentswillbeableto:

UnderstandEvolutionofconsumerbehaviour.
Learntherelevancevariousinfluencesonconsumerbehaviour.
Learnthesignificanceofpersonality,attitudesoftheconsumer.
AssesstherelevanceofthedifferentmodelsofConsumerdecisionmaking.
Identifytheneedforthemarketingethicstowardsconsumers.

Unit — I: Understanding Consumer Behaviour: Defining Consumer Behaviour, need for Consumer
Behaviour, Understanding Consumer through Research Process, Consumer Behaviour in a world of
economicinstability, Rural ConsumerBehaviour, ConsumerSegmentation, Targeting and Positioning,
Segmentation & Branding, Rural Markets.

Unit — II: Environmental Influences on Consumer Behaviour: Influence of Culture, Sub Culture,
Social Class, Social Group, Family and Personality, Cross-Cultural Consumer Behaviour. Consumer
Behaviour Models: Advert Sheth Model, EKB Model, Howard Sheth Model, Family Decision-making
Model, Pavlovian Model and Economic Model.

Unit-lll:Consumerasanindividual: PersonalityandSelf-concept,ConsumerMotivation,Consumer
Perception, Consumer Attitudes and Changing Attitudes, Consumer Learning and Information
Processing.

Unit — IV: Consumer Decision Making Processes: Problem Recognition, Search and Evaluation,
Purchasing Processes, Post Purchase Behaviour, Models of Consumer Decision making, Consumers and the
Diffusion of Innovation.

Unit-V:ConsumerismandEthics:RootsofConsumerism,ConsumerSafety,Consumerinformation,
Consumer Responsibilities, Marketer Responses to Consumer Issues, Marketing Ethics towards
Consumers.

SuggestedReadings:

= ZubinSethna,JimBlythe,ConsumerBehavior,SagePublications,4e,2019

» LeonG.Schiffman,LeslielazerKanuk,S.RameshKumar,10e,Pearson,2011.

» Davidl.LoudonandAlbertJ.DellaBitta, TMH,4e,2011.

» Kardes,Cline,Cronley,ConsumerBehaviour-ScienceandPractice,CengagelLearning, le,
2012.

» S.RameshKumar,ConsumerBehaviourandBranding,Pearson,1e,2013.

» Dheeraj Sharma,JagadishDeth,Banwari Mittal,ConsumerBehaviour—Amanagerial
Perspective, Cengage Learning,le, 2015.
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MARKETING ELECTIVE

24MBA24M4: INTERNATIONALMARKETING

CourseObjective:

= ToenableunderstandingoftheGlobalMarkets,Markets,formulationofGlobalMarketing Strategies
and its Implementation.
ToimpartknowledgeoftheGlobalEnvironmentalDrivers.
Toelucidatevariousaspectsinglobal customers.
Tohelpidentifythevariousaspectsinglobalmarketing.
TohighlighttheimpactofimplementingGlobalmarketingstrategies.

CourseOutcome:Studentswillbeableto:

UnderstandtheGlobalMarketingManagement

LearntherelevanceofWTO,EXIMPalicy.

LearnvariousinfluencesoftheGlobalConsumer
UnderstandtherelevanceofinternationalMarketingMix,distributionpromotionstrategies.
IdentifytheneedforE-Marketingchannels.

Unit — I: Introduction to International Marketing: Nature, Importance, Features and Scope of
International Marketing, Comparison of Domestic and International Marketing, Environment and
Sustainability, Opportunities and Challenges in International Marketing, Stages of International
Marketing Involvement, Motivating Factors of International Marketing, Reasons and Strategies of
Internationalization.

Unit — II: Global Environmental Drivers: WTO and Globalization, Types of External Environments:
Political,Economic,Social, Technological, EnvironmentalandLegal. EXIMPolicyofindia.International
Trade and its Barriers, Trade in Goods & Services, Regional Integration and Multi-lateral Trade
Agreements.

Unit — lll: Global Customers: Drivers of the Global Consumers, Influences on the Global Consumer,
Industrial Buyer,Government Buyer, International Marketing Research: Opportunity Analysis, Country
(Market) Selection, Assessing International Market Size and Sales Potential. Government Policies of
Target Markets, SWOT Analysis of Target Markets, Global Market Entry Modes and Strategies,
Opportunities and Challenges of Entry Modes. Digital Revolution & Global E-Commerce.

Unit-IV:GlobalMarketing:GlobalizationDrivers:Market,Cost,Environmental, CompetitiveFactors.
International MarketingMix, DevelopingtheGlobalMarketingProgram,Segmentationof Productsand
Services, Distributors&Channels, Direct&IndirectMarketingChannels. PromotionStrategies, Pricing
Strategies, Factors influencing Pricing Decisions, Concept of International Product Life Cycle.

Unit — V: Implementing Global Marketing Strategies: Negotiation with Customers and Selection
Method, Cultural and International Negotiations, E-Marketing Channels Organization, Implementing
Global Marketing Program, Export Documentation, Export Procedures, Steps in processing an Export
Order.

SuggestedReadings:

» DanielBaack,BarbaraCzarnecka,DonalBaack,InternationalMarketing,2e,Sage,2019.
MichaelR.Czinkota,llkkaA.Ronkainen,InternationalMarketing,Cengage,10e,2017.
JustinPaul,RamneekKapoor,InternationalMarketing: TextandCases, TMH, 2e,2012.
PrateekMaheshwari,InternationalMarketing,Wiley,8e,2017.
PhilipR.CateoraJohnLGrahamPrashantSalwan,InternationalMarketingTMH,13e,2011.
WarrenJ.Keegan,MarkC.Green,GlobalMarketing,Pearson,7e2013
P.K.Vasudeva,InternationalMarketing,4thedition,ExcelBooks,2012.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
MARKETING ELECTIVE

24MBA25M5:SERVICESMARKETING

CourseObjective:

= Toprovideunderstandingoftheconceptsofservicesmarketing.
Tohelpunderstandtheconsumerperceptionsofservice.
ToimpartknowledgeofvariousaspectsininnovationandQuality.
ToelucidatevariousaspectsinManagingServiceOperations.
TohelpappreciatetheimpactofDistributionChannelsinServicelndustry.

CourseOutcome:Studentswillbeableto:

UnderstandMarketingManagementofcompaniesofferingServices.
Learntherelevanceof services.
Learnvariousinfluencesoftheconsumerbehaviourinservices.
Understandtherelevanceofserviceoperations.
Identifytheneedforpromotionstrategiesforservices.

Unit — I Introduction to Services Marketing: Services: Concepts, Characteristics and Classification
of Services. Goods vs. Services, Services Marketing Mix, Service Marketing Triangle, Factors
responsible for Growth of Services Sector, Challenges faced by the Services Sector, Service and
Technology, Impact of Technology on Service Firms, Emerging Service Sectors in India.

Unit — II: Focusing on Consumer: Consumer Behaviour in Services, Relevance of Consumer
Behaviour, Consumer Expectations in Service, Consumer Perceptions of Service, Customer
Satisfaction, Understanding Consumer Requirements: Listening to Customers through Research,
Building Customer Relationships, Customer Feedback, Service Failure, Service Recovery and
Recovery Strategies.

Unit — Illl: Innovation and Quality: Service Innovation: Design, Challenges, Mapping Patterns of
Service Innovation, Types of Service Innovation, Stages in Service Innovation and Development,
Service Quality, Gap model of Service Quality: Customer Gap and Provider Gaps, Closing Gaps.
Service Excellence, Service Standards: Factors & Types. Physical Evidence: Managing Physical
Evidence, Servicescape and Designing the Servicescape.

Unit — IV: Managing Service Operations: Service Process, Service Blueprinting, Managing Demand
and Supply, Participantsin Service Delivery:Employee’srole & Customer’'srole. MassProduction and
Delivery, Service Guarantee, Ethics in Service Firms.

Unit-V:ManagingServicePromises:ManagingDistributionChannelsinServicelndustry,Strategies
forDistribution,ManagingPeopleinServicelndustryanditsChallenges, PricingStrategiesforServices
anditsMethods,PromotionStrategiesforServices,NeedforCoordinationinMarketingCommunication,
Strategies to match Service Promises with Delivery.

SuggestedReadings:

=  WirtzJochen,LovelockChristoper,ServicesMarketing:PeopleTechnologyStrategy,Pearson
Education,9e,2022.

»  Mathur,SP,Mathur,Nishu,ServiceMarketing,NewAgelnternational(P)LtdPublishers.1le, 2018

» ValarieA.Zeithaml,MaryJoBitner, DwanyeD. Gremler,AjayPandit,ServicesMarketing -
Integrating Customer Focus Across the Firm,McGraw Hill Education ,2018.

» K.DouglasHoffman,JohnE.G.Bateson,ServicesMarketingConceptsStrategies&Cases,
Cengage Learning ,5e, 2017.

» S.Shajahan,ServicesMarketing:HimalayaPublishingHouse.2017.

» GovindApte:ServicesMarketing,OxfordPress,2011.

» JohnE.G.Bateson,K.DouglasHoffman:ServicesMarketing,CengagelLearning,4e,2012.

SuggestedAudioVisualslink
1. https:/imww.youtube.com/watch?v=5MBEHY7QO0Ls
2. https://www.youtube.com/watch?v=xFvbgddv7C4
3. https://www.youtube.com/watch?v=1zYsQSJvbog
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4. https://www.youtube.com/watch?v=MnsVEKEqVoM
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MARKETING ELECTIVE

24MBA26M6MARKETINGANALYTICS

CourseObjectives:

= ToprovideanunderstandingofFundamentalsofMarketingAnalytics
ToelaborateonthescopeofMSExcelforconductionofMarketingAnalytics,
TohighlighttheimportanceofManagementofCustomerExpectationsthroughMarketing Analytics,
ToorientontheusageofMarketingAnalyticsforProductPricing and
ToimpartknowledgeonMarketSegmentationmethodsandAdvertisingusingMarketing Analytics.

CourseOutcomes:Studentswillbeableto

LearntheConceptsofMarketingAnalyticsandtheirrelevanceinbusiness,

UseMSExceltodeal withMarketingDataatbasiclevel,
AppreciateCustomer’sjourneythroughProductSelectionProcessandCustomerLifetime Value,
ConductAnalysisinDeterminingthePricingStrategiesand
UnderstandtheProcessofOptimizingClustersandMeasuretheEffectivenessofPromotion.

Unit — I: Introduction to Marketing Analytics: Definition, Need and Scope of Marketing Analytics,
MarketingAnalyticsVsMarketingResearch,LevelsinMarketingAnalytics,AdoptionandApplicationof
MarketingAnalytics, MarketingAnalyticsandBusiness Intelligence. MSExcel asaToolforconduction of
Marketing Analytics. Using MSExceltoOrganize and SummarizeMarketingData: Creationof Pivot
Tables and Organizing Data.

UNIT —ll:SummarizingMarketingData: SummarizingRevenueData:Month-wiseandProduct-wise.
Slicing&Dicingof Data: ParetoPrinciple,Report FiltersandSlicers. DemographicAnalysis: Analyzing
Sales Data by Age, Gender, Income and Location, Construction of Crosstabs of Two Demographic
Variables. Using GETPIVOT Function for Pulling Data. Adding Data Labels and Data Tables.

UNIT — lll: Customer Analytics: Customer Journey Mapping and the Process of Mapping (How to).
MetricsforTrackingCustomerExperience: CustomerFeedbackMetrics&BehaviorDerivedCustomer
Metrics. Customer Persona, Building a Customer Persona and its Benefits, Parts of Buyer Persona.
What Customer Wants: Using Conjoint Analysis for Levels in Consumer Decision Process in Product
Choicesand Product Attributes. CustomerLifetimeValue (CLV). CalculatingCustomerLifetimeValue:
Creating the Basic Customer Value Template, Measuring Sensitivity Analysis with Two-Way Tables,
Estimating the Chance if Customer is still Active.

Unit — IV: Pricing Analytics: Pricing, Goals of Pricing, Price Elasticity, Estimating Linear and Power
Demand Curves, UsingExcel Solver toOptimizePrice, Incorporating Complementary Products, Using
Solver Table to Price Multiple Products and Finding Demand Curve for All Products. Price Bundling,
Bundling Prices to Extract Consumer Surplus, Mixed Bundling, Using Evolutionary Solver to Find
Optimal Bundle Prices. Price Skimming.

Unit — V: Segmentation & Promotion Analytics: Segmentation Analytics: Cluster Analysis and its
Applications, Location-wise Clustering, Using Solver tofind Optimal Clusters. Using Conjoint Analysis
to Segment a Market, Using Decision Trees for Segmenting the Market. Promotion Analytics:
PromotionsandTypesofPromotions,Discounting&TypesofDiscounting.MeasuringtheEffectiveness of
Advertising: The Adstock Model. Media Selection Models: Linear Media Allocation Model, Quantity
Discounts, Monte Carlo Media Allocation Simulation. Pay per Click Advertising.

SuggestedReadings:
» SeemaGupta&AvadhootJathar,MarketingAnalytics,Wiley,2021.
»  WayneL.Winston,MarketingAnalytics:DataDrivenTechniqueswithMicrosoftExcel,2014.
» ChuckHermann,KenBurbary,DigitalMarketingAnalytics,QuePublishing,2e,2018.
»  MoustusyMaityandPavankumarGurazada,MarketingAnalyticsforStrategicDecision
Making, Oxford Higher education, 2021.
»  MikeGrigsby,MarketingAnalytics,KoganPage,2015.
» RobertKozielski,MeasuringMarketingAnalytics,EmeraldPublishing,2018.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
FINANCE ELECTIVE

24MBA19F1:SECURITYANALYSISANDPORTFOLIOMANAGEMENT

CourseObjective:

= Toenableunderstandingoftheinvestmentprocess,investmentalternatives, Valuationofdebt and
equity.
ToimpartknowledgeofthePortfolioAnalysis.
ToelaboratevariousaspectsinBondValuation.
ToeducateonthevariousaspectsinEquityvaluation.
Todiscussthemethodsofperformanceevaluationofmutualfunds.

CourseOutcome:Studentswillbeableto:

UnderstandthelndianfinancialsystemandalsoaboutInvestment.
Learntherelevanceofriskandreturns.
Learnvariousinfluencesbondvaluationandmanagement.
Understandtherelevanceofequityvaluationofcashmarketandderivatives.
Identifytheneedformutualfundsinindia.

% 3k %k %k *k

Unit—l:Introductiontolnvestment:introduction,IndianFinancial SystemandStructure,Investment,
Speculation and Gambling, Features of Investment, Investment Avenues, Investment Process. The
Investment Environment, Securities Market of India, Securities Trading and Settlement, Types of
Orders, MarginTrading, Roles and Responsibilities of SEBI.

Unit— Il:Portfolio Analysis: Risk and Return Analysis, Markowitz PortfolioTheory, Mean —Variance
Approach, Portfolio Selection, Efficient Portfolios, Single Index Model, Capital Asset Pricing Model,
Arbitrage Pricing Theory.

Unit =lll: Bond Valuation: Classification of FixedincomeSecurities, Types of Bonds, Interest Rates,
TermStructureofinterestRates,MeasuringBondYields, YieldtoMaturity, YieldtoCall,HoldingPeriod Return,
Bond Pricing Theorems, Bond Duration, Modified Duration. Active and Passive Bond Management
Strategies, Bond immunization, Bond Volatility, Bond Convexity.

Unit — IV: Equity Valuation: a) Intrinsic Value versus Market Value, Equity Valuation Models-
Discounted Cash Flow Techniques, Dividend Discount Models (DDM), Growth Rate cases for DDM,
Free Cash Flow Valuation Approaches, Relative Valuation Techniques, Earnings Multiplier Approach,
Price/ Earnings, Price/ Book Value, Price/ Sales Ratio, EVA.

b)FundamentalAnalysis, TechnicalAnalysis,EfficientMarketHypothesis.

Unit — V: a) Derivatives: Overview of Indian Derivatives Markets, Option Markets, Option Strategies
and Option Valuation, Forward & Future Markets, Mechanics of Trading,

b) Performance Evaluation: Mutual Funds, Types of Mutual Funds Schemes, Structure, Trends in
IndianMutualFunds, NetAssetValue, RiskandReturn,PerformanceEvaluationModels: SharpeModel,
Treynor Model, Jensen Model, Fama’s Decomposition.

SuggestedReadings:

» ZVIBodie,AlexKane, AlanJMarcus, PitabasMohantylnvestments, McGrawHill, 11e, 2019.

»  ShaliniTalwar,SecurityAnalysisandPortfolioManagement,CengagelLearning,2016.

» PunithavathyPandian,SecurityAnalysis&PortfolioManagement,Vikas,2014.

»  William.F.Sharpe,GordonJAlexander&JefferyVBailey:FundamentalsofInvestments,
Prentice Hall, 2012.

» DonaldEFischer, RonaldJJordan:SecurityAnalysisandPortfolioManagement, 6e,
Pearson.

» CharlesP.Jones,InvestmentsAnalysisandManagement,9e,Wiley,2004.

» PrasannaChandra:InvestmentanalysisandPortfolioManagement”4thEdition,TMH,2013.
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FINANCE ELECTIVE

24MBA20F2:RISKMANAGEMENTANDFINANCIALDERIVATIVES

CourseObjective:

= Toorient ontheconceptsof RiskManagement,measurementsandriskmanagement
strategies using derivatives.
Toprovideunderstandingofvariousriskmeasurementtools.
Toimpartknowledgeofvariousaspectsinderivativesmarket.
ToelucidatevariousaspectsinRiskManagement.
ToprovideunderstandingofvarioustechniquesinRiskManagement.

CourseOutcome:Studentswillbeableto:

Understandriskmanagementandderivatives.
LearntherelevanceofBaselnorms,typesofrisks.
LearnvariousaspectsaboutDerivativesMarketinindia.
Understandtheusesofoptionsstrategies.
Examinetheimportanceof SWAPMarket.

Unit-l:Introductionto RiskManagement:RiskManagement,Scopeof RiskManagement,Benefits of
Risk Management, Classification of Risks: Systematic Risk and Unsystematic Risk, Business Risk,
Financial Risk. Financial Markets, Market Risk: PriceRisk, CurrencyRisk, LiquidityRisk, Interest Risk,
Credit and Counterparty Risk, Operational Risk, Model Risk, Risk Management Process.

Unit—ll:RiskMeasurementTools:CapitalAdequacyRatio,BaseINorm:BaselAccordl,lI&Ill,Need and Scope of
studying Basel Norms, Types of risk: Interest Rate Risk, Market Risk, Credit Risk, Operational Risk, Exchange
Rate Risk, Liquidity Risk. Value at Risk (VaR), Cash Flow at Risk: Applications and Problems on VaR &
CaR.

Unit—lll:Introductionto DerivativeMarkets:DerivativeMarket, Typesof Derivatives, Development and
Growth of Derivative Markets, Factors influencing the Growth of Derivatives Market in India,
Regulationsof DerivativeMarket.ForwardandFutureContracts:ForwardContract,PricingForward
Contracts,ForeignCurrencyForwardContract, CommodityForwardContract, CounterpartyRiskinthe
Forward Contract, Difference between Forward and Spot Market, Futures Contract: FutureContact
Design, Physical Settlement, Delivery Options and Cash Settlement, Future Market, Global Futures
Market size, Commodity Futures, Equity Futures, Stock Index Futures, Currency Futures, Futures on
Government Bonds, Notes and Bills, Cost of Carry Model for Futures and Forwards.

Unit — IV: Risk Management Techniques — Options Contract: Options Contract and The Structure of
Option Market, Types of Options, Option Strategies, Principles of Call Option Pricing, Put Option Pricing, Put -
Call Parity Theorem: Option Pricing, Arbitrage Pricing. Binomial Pricing Model: The Black- Scholes
Options Pricing Model, Uses of Options Strategies.

Unit — V: Risk Management Techniques — SWAPS Contract:SWAP Market and its Evolution,
InterestRateSwap:StructureofaTypicallnterestRateSwap,PricingandValuationofinterestSwaps,
Interest Rate Swap Strategies, Interest Rate Swaps in India. Currency Swaps: Currency Swaps
Stature, Currency Swaps Pricing and Valuing Currency Swap, Currency Swap in India, Equity Swap:
Equity Swap Pricing and Valuing of Equity Swap, Equity Swap Strategies, Pricing and Valuing of
Commodity Swap, Carbon Credit, Weather Derivatives.

SuggestedReadings:
» JohnCHull,RiskManagementandFinanciallnstitutions,Wiley,5e,2018.
» JayanthRamaVarma,DerivativesandRiskmanagement, TataMcGrawHill,1e,2011.
= DonMChance,RobertBrooks,AnintroductiontoDerivativesandRiskManagement,9e,
Cengage, 2013.
» DhaneshK.Khatri,DerivativesandRiskManagement,Macmillan,1e,2012
» ReneM.Stulz,RiskManagement&Derivatives,Cengagel earning,1e,2003.
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FINANCE ELECTIVE

24MBA21F3:STRATEGICCOSTANDMANAGEMENTACCOUNTING

CourseObjective:

= Toprovideunderstandingofvariousaspectsinstrategiccostandmanagementaccounting.
Toelucidatetheroleofcostaccountingforbettermanagerialdecisionmaking.
ToimpartknowledgeofvariousaspectsinCVPandABCanalysis.
Todiscussindetailvariousaspectsinbudgetandbudgetarycontrol.
Tohelpunderstandthevariancesandtheirimportanceincostaccounting.

CourseOutcome:Studentswillbeableto:

= Understandthecostanalysisandcontrol.

= Learntherelevanceofunit,job,processcostingforstrategicdecisions.

= Learnvariousaspectsofactivity-basedmanagement.

= Understandtheroleoftypesofbudgetsandthebudgetingprocessinnon-profitorganizations.
= |dentifytheneedforestablishingcost standards.

Unit — I Introduction to Cost and Management Accounting, Cost Analysis and Control:
ManagementAccountingVs.CostAccountingVs.FinancialAccounting,RoleofAccountinglnformation
Planning and Control, Strategic Decisions and the Management Accountant. Enhancing the value of
ManagementAccountingSystems.CostConceptsand Managerial useof Classificationof Costs,Cost
Analysis and Control: Direct and Indirect Expenses, Allocation and Apportionment of Overheads,
Calculation of Machine Hour rate.

Unit—ll:CostingforDecisionmaking: UnitCosting,JobCosting,CostSheetandTenderandProcess
Costing and their Variants, Treatment of Normal Losses and Abnormal Losses, Inter- process Profits,
CostingforBy-productsandEquivalentProduction. ApplicationofManagerialCostingforControl, Profit
Planning,ClosingdownofaPlant,DroppingaProductline,ChargingGeneralandSpecificFixedCosts,
Fixation of Selling Price, Make orBuy Decisions, Keyor LimitingFactor. Selection of Suitable Product
Mix, Desired level of Profits, Diversification of Products, Closing down or Suspending activities,

UNIT — lll: Cost-Volume-Profit (CVP) Analysis and Activity-Based Costing (ABC): Essentials of
CVP Analysis. The Breakeven Point using Equation Method, Contribution Margin Method and Graph
Method. Target Operating Income. Target Net Income and Income Taxes. Breakeven Analysis for
Decisionmaking.Marginof Safety. Applicationof BEPforvariousBusinessProblems. CVPanalysisin
Service and Nonprofit Organizations.

Activity Based Cost (ABC) Systems: Comparison of Traditional and Activity Based Cost Systems.
Emergence of ABC Systems. Activity Hierarchies. Tracing Costs to Activities, Tracing Costs from
Activities to Products, Customer Profitability, Process Efficiency. Activity Based Management. ABC
Systems in Service Organizations. The Technological Edge of using ABC Systems.

Unit—IV:BudgetaryControl:Budget,BudgetaryControl,StepsinBudgetaryControl,FlexibleBudget,
DifferentTypesofBudgets:SalesBudget,CashBudget,ProductionBudget,PerformanceBudgetsand
Computerized Budgeting. Activity Based Budgeting. Budgeting Process in Non-Profit Organizations.
Zero Based Budgeting. Criticisms of Budgeting. An Introduction to Cost Audit and Managerial Audit

UNIT - V: Standard Costing and Variance Analysis: Standard Costing — Establishingcost
standards,Standard Cost and Standard Costing, Standard Costing Vs BudgetaryControl, Standard
Costing Vs Estimated Cost, Standard Costing and Marginal Costing, Analysis of Variance,Material
Variance,LabourVarianceandSalesVariance.ReconcilingBudgetedProfitandActualProfit. Standard
Absorption Costing. Volume Efficiency and Capacity Variance.

SuggestedReadings:

» S.P.JainandK.L.Narang,CostandManagementAccounting,Kalyani Publishers,New Delhi,
6e,2019.

» JamesJiambalvo,ManagerialAccounting,JohnWiley&Sons,Inc.NewDelhi,7e,2019.

= M. Y. Khan,P.K.Jain,ManagementAccounting: TheoryandProblems, TMH, NewDelhi, 7e 2017.

» Horngre,Data,Foster,CostAccounting:AManagerialEmphasis.PearsonEducation
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,16e,2017.
= HansenMowen,CostandManagementAccounting&Control, ThompsonPublications,5e,
2012.

45



VR24MBASYLLABUS

ColinDrury,CostandManagementAccounting,CengageLearning,8e,2015.
JohnKShankandVijayGovindarajan. StrategicCostManagementThenewtoolfor
competitive Advantage. The Free press. 2008.
Atkinson,Banker,KaplanandYoung,ManagementAccountingPHI,2006.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
FINANCE ELECTIVE

24MBA24F4:INTERNATIONALFINANCIALMANAGEMENT

CourseObjective:

= ToprovideanunderstandingaboutMNCFinancialManagement.
ToelucidatevariousaspectsofBalanceof Payments.
ToenlightenonvariousaspectsinForeignExchangeMarket.
TodiscussonthemethodsofMeasuringexchangeratemovements.
TohelpunderstandtheAsset-LiabilityManagementandIinternationalFinancing.

CourseOutcome:Studentswillbeableto:

= UnderstandrecentchangesandchallengesininternationalFinancialManagement.
= LearnFactorsaffectinginternational Tradeflows

= LearnvariousaspectsaboutinternationalStockmarket.

= Understandtheusesof exchangerates.

= ExaminetheimportanceofinternationalFinancing.

Unit — I: Introduction: An Overview, Importance, Nature and Scope of International Financial
Management,DomesticFMVs.IFM,InternationalBusinessMethods,RecentChangesandChallenges in
International Financial Management.

Unit—ll:InternationalFlowofFunds:Balanceof = Payments(BOP), Fundamentalsof BOP,Accounting
Componentsof BOP, Factorsaffecting International Trade Flows, Agenciesthat facilitate International
Flows. Indian BOP Trends.

International Monetary System: Evolution, Gold Standard, Bretton Woods’s System, the Flexible
Exchange Rate Regime, Evaluation of Floating Rates, the Current Exchange Rate arrangements, the
Economic and Monetary Union (EMU) and Developments.

Unit-lll:ForeignExchangeMarket: FunctionandStructureoftheForexMarkets,MajorParticipants, Types
of Transactions and Settlements Dates, Foreign Exchange Quotations. Process of Arbitrage,
Speculation in the Forward Market. Currency Futures and Options Markets, Overview of the other
markets, Euro Currency Market, Euro Credit Market, Euro Bond Market, International Stock Market.

Unit-lV:(a)ExchangeRates: MeasuringeExchangeRateMovements,FactorsinfluencingExchange
Rates. Government influence on Exchange Rates, Exchange Rate Systems. Managing Foreign
Exchange Risk. International Arbitrage and Interest Rate Parity.

®) Relationship between Inflation, Interest Rates and Exchange Rates, Purchasing Power
Parity, International Fisher Effect, Fisher Effect, Interest Rate Parity, ExpectationsTheory

Unit-V:Asset-liabilityManagement:(a)ForeignDirectinvestment,InternationalCapitalBudgeting,
International Capital Structure and Cost of Capital. International Portfolio Management.

(b) International Financing: Equity, Bond Financing, Parallel Loans, International Cash Management,
Accounts Receivable Management, Inventory Management. Payment methods of International Trade,
Trade Finance Methods, Export — Import Bank of India, Recent Amendments in EXIM policy,
Regulations and Guidelines.

SuggestedReadings:

»  CheolEun,BruceResnick, TuugiChuluun,InternationalFinancialManagement, TMH,9e,
2021.
P.G.Apte,SanjeevanKapshe,InternationalFinancialManagement, TMH,8e,2020.
AlanC.Shapiro,MultinationalFinancialManagement,JohnWiley,11e,2019.
JeffMadura,InternationalCorporateManagement,Cengage,13e,2016.
S.EunChoelandRisnickBruce:InternationalFinancialManagement, TMH,2012
Sharan.V,InternationalFinancialManagement6e,PHI,2014.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
FINANCE ELECTIVE

24MBA25F5:STRATEGICFINANCIALMANAGEMENT

CourseObjective:

= Toorientonvariousaspectsinstrategicfinancialmanagement.
Toelaborateontheroleoffinancemanagerformakingbetterinvestment decisions.
ToimpartknowledgeofvariousaspectsinStrategiclnvestment Decisions.
TodiscussindetailtheaspectspertainingtoStrategicFinancingDecisions.
ToelucidatethepracticalaspectsofMergers,AcquisitionsandValueBasedManagement.

CourseOutcome:Studentswillbeableto:

= Understandfinancialstrategyandcontrolofacompany.

= Learntherelevanceofriskanduncertaintyinmakingstrategicdecisions.

= Learnvariousaspectsofcapitalbudgeting.

» Understandthecapitalstructure,dividendpolicy,financialdistress, restructuring.
= Identifythedifferentdiversificationstrategiesandmergersandacquisitions.

Unit — I: Financial Strategy and Planning: Strategic approach to Financial Management, Definition,
Characteristics, Scope and Importance of Strategic Financial Management. Success Factors and
ConstraintstoStrategicFinancialManagement.FinancialForecasting, Techniques, FinancialPlanning
Process, Decision-making and Problem-solving process. Agency Theory, Agency Costs, Constituents
and Criticism of Agency Theory.

Unit—ll:InvestmentDecisionsunderRiskandUncertainty: ConceptsofRiskandUncertainty.Risk
Analysis in Investment Decisions, Risk Adjusted Rate of Return, Certainty Equivalents, Probability
Distributions of Cash Flows, Decision Trees, Sensitivity Analysis and Monte Carlo Approach to
Simulation, Investment Decisions under Capital Constraints and Capital Rationing. Corporate Cost of
Capital - Divisional Cost of Capital, Pure Play Technique, Accounting Beta.

Unit-lll: StrategiclnvestmentDecisions:RealOptions,theTimingofOptions,ProjectAbandonment
Decisions. IRR - MultipleIRR, Modified IRR, Pure, Simple and Mixed investments. Adjusted NPV and
Impact of Inflation on Capital Budgeting Decisions. Discounted Pay back, Post PayBack, Surplus Life
and Surplus Pay Back, Bail Out Pay Back, Return on Investment, Terminal Value, Single Period
Constraints,MultiPeriodCapitalConstraintandanUnresolvedProblem,NPVMeanVarianceanalysis, Hertz
Simulation and Hillier Approaches.

Unit — IV: Strategic Financing Decisions: Capital Structure and Value Creation. Signaling Theory.
ToolsfordevelopinganEffectiveCapital Structure.FinancialFlexibilityandFinancial Discipline.Capital
Structure Puzzle.

DividendPolicyandFirmValue.Linter'sDividendModel itsSalientfeatures,DividendPuzzle.BuyBack of
Shares and its Characteristics, Modes and Methods of BuyBack of Shares. Reasons, Benefits and
Constraints to Buy Back of Shares. Impacts of Share Buybacks. SEBI Regulations.

Financial Distress and Restructuring. Characteristics and Causes of Financial Distress. Costs of
Financial Distress. Impactsof Financial Distress. Financial DistressRestructuring.Thelnsolvencyand
Bankruptcy Code 2016, Corporate Insolvency Resolution Process, Liquidation Process.

Unit — V: Mergers, Acquisitions and Value Based Management: Mergers and Acquisitions, Need,
Strategy, Diversification and Mergers and Acquisitions, Value Creation in Mergers and Acquisitions.
Theories of Mergers, Types of Mergers, Cost of Mergers, Government guidelines for Takeover,
Problems on Mergers and Acquisitions and Cases. Value-based Management: Introduction, Elements
and Importance of Value-based Management. Approaches to Value-based Management: Marakon,
Alcar, McKinsey, BCG, Economic Value Added, Market Value Added and Cash Value Added.

SuggestedReadings:
» A.N.Sridhar,StrategicFinancialManagement,ShroffPublishers,3e,2018
» KalyaniKarna,StrategicFinancialManagement,20109.
*» PrasannaChandra:FinancialManagement,8/e,TMH,2012
» PrasannaChandra:Projects:Planning,Analysis,FinancinglmplementationandReview,6/e,
TMH, 2012
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= |.M.Pandey:FinancialManagement,Vikas,2012
= Brigham&Ehrhardt:Financialmanagement,textandCases,Cengage,2012
= MYKhanandPKJain:FinancialManagement: Text,problems&Cases, TMH,2012
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= RajniSofatandPreetiHiro,StrategicFinancialManagement,PHILearningPvt.Ltd, 2011
= Reuvisitingthedividendpuzzle. Doallof thepiecesnowfit?ByBaker, PowellandVeit.Review of
Financial economics, Vol. 11, 2002
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
FINANCE ELECTIVE

24MBA26F6:FINANCIALANALYTICS

CourseObjective:

= ToenableunderstandingofvariousaspectsinFinancialAnalytics.
Tohelpunderstandtimevaluemoney,riskandreturnaspects.
Toimpartknowledgeofvariouscapitalbudgetingtechniques.
ToelucidatevariousaspectsofEquityValuation.
ToenlightenontheaspectsofBondValuation.

CourseOutcome:Studentswillbeableto:

= Understandtechniquesoffinancialstatements.

= Learntherelevanceoftimevaluemoney.

= Learnvariousaspectsofcapitalbudgeting.

» Understandindustry,technicalandeconomicanalysis.
= Learndurationof bondandimmunizationstrategies.

Unit — I: Techniques of Financial Statement: Horizontal, Vertical Analysis, Trend Analysis, Ratio
Analysis, Liquidity, Profitability, Solvency and Turnover Ratio, Valuation of Ratios, Statement of Cash
Flow, Classification of Cash Flow, Computing Net Cash Flow: Operating, Investing and Financing
Activities. Reporting and Interpretation using Spreadsheet.

Unit — II: (a) Time Value of Money: Future Value: Simple, Compound Interest and Annuity, Present
Value: Discounted, Annuity, Equated Loan Amortization, Perpetuity using Spreadsheets.

(b) Risk and Return: Holding Period Returns, Arithmetic Mean vs Geometric Mean, Risk: Standard
Deviation, Coefficient of Variation, Beta, Covariance of Stock.

Unit — Ill: Capital Budgeting Techniques: Payback Period, Accounting Rate of Return, Net Present
Value,Internal Rateof Return,Profitabilityindex, DecisionTree,CashFlowinCapital Budgeting, Cost of
Capital, Advance Capital Budgeting Techniques, Adjusted Present Value Approach, Competing
Project Risk using Spreadsheets.

Unit — IV: Equity Valuation: Calculation of Portfolio Mean and Variance, Capital Asset Pricing Model
(CAPM), Variance: Covariance Matrix, Estimating Beta and Security Market Line. Industry Analysis,
Economic Analysis and Technical Analysis in Stock, Real Option in Capital Budgeting.

Unit-V:BondValuation:Duration,DurationofBondwithUnevenPayments,ImmunizationStrategies,
Modeling the Term Structure, Calculating Expecting Bond Return in a Single and Multi-period
Framework, Semi-annual Transition Matrix, Computation of Bond Beta.

SuggestedReadings:

= SheebaKapil,FinancialValuationandModeling,Wiley,1e,2022.
R.Narayanaswamy,FinancialAccounting-ManagerialPerspective,PHI,7e,2022.
TimothyMayes,FinancialAnalysiswithMSExcel,Cengage,7¢e,2013.
NRParasuraman,FinancialManagement-stepbystepapproach,Cengage,1e,2014.
SimonBennings,FinancialModeling-UsingExcel,MITPress,Camberidge,3e
VijayGupta,FinancialAnalysisusingExcel,VJBooksInc, Canada.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
HUMAN RESOURCES ELECTIVE

24MBA19H1: TALENTANDPERFORMANCEMANAGEMENTSYSTEMS

CourseObjective:

= Toprovideanunderstandingoftheimportanceoftalentandperformancemanagement.
ToelucidatehowcompaniesintegratecompetencieswithTalentmanagementprocess.
Tohelplearnvariousaspectsinperformancemanagement.
ToimpartknowledgeofthevariousaspectsinPMSProcessandimplementation.
ToelaborateonEmployeedevelopment,Reward&Legal Systems.

CourseOutcome:Studentswillbeableto:

UnderstandTalentManagementProcessalongwithitskeycomponents.
Learnthesignificanceofperformancemanagementandemployeedevelopmentin organizations.
LearndifferentapproachestoPerformanceManagementSystem.
UnderstandKRA’sandKPI'sandperformancemetrics.
Identifytheimportanceofrewardsystemsinorganizations.

Unit — I: Introduction to Talent Management (TM): Meaning and Importance of TM, Scope of TM.
Need for and Imperatives of TM. Competencies for TM: Concept of Competencies, Importance of
Competencies, Development of Competency Model, Competency Mapping, Competency Assessment
& Development using Assessment & Development Centers.

Unit — II: Implementing Competency based TM: Integrating Competencies with Talent Acquisition,
Talent Development, Performance Management, Career Development, Succession Planning and
Talent Retention. Using TM to build High PerformanceWork Teams. Developing Leadership Potential
through360-degreeFeedback.LeadershipSuccessionusing9-BoxTalentManagementGrid.Building a
strong Talent Pipeline cum Bench Strength.

Unit-lll:PerformanceManagement(PM):Importanceof PerformanceManagement.Contributionof PM,
disadvantages of poorly implemented PM. Role of HR in PMS. Determinants of Performance:
Declarative Knowledge, Procedural Knowledge and Motivation. Linkages of PMS with other HR
Processes. Different Approaches to PMS: Traditional Performance Appraisal System, MBO and
Balanced Scorecard. Linking PM and Strategy.

Unit—IV:PMSProcess&lmplementation:PerformancePlanning&AgreementonGoals,KeyResult
Areas(KRAS), KeyPerformancelndicators(KPIs)andPerformanceMetrics.MeasuringBehaviorsand
Results. Gathering Performance Information, Presentation of Information, Interpretation and Taking
Corrective Action. Determining the Overall Rating of Performance.

Unit — V: PM: Employee Development, Reward & Legal Systems: Personal Development Plans:
Objectives, Content and Activities. Direct Supervisor’s role. 360-Degree Feedback Systems. Ongoing
Feedback. PM Sills for Managers: Coaching, Using Different Styles of Coaching and Involving in
Ongoing Coaching Process. Reward Systems: Traditional vs Contingent Pay Plans, Pay for
Performance. Pay Structures: Job Evaluation, its Methods, and Broad-banding. PMS and Law, Legal
Principles affecting PMS.

SuggestedReadings

» MamtaMohapatra,SwatiDhir, TalentManagement,SagePublications,1e,2021.
SonalMinocha,DeanHristov:AnintegratedApproach,SagePublications, 1e,20109.
GowriJoshi,VeenaVohra, TalentManagement,CengagelLearning,1e,2018.
LanceA.Berger,DorthonyR.Berger, TMHEducation,3e,2018.
SeemaSanghi, TheHandbookofCompetencyMapping,SagePublishers,3e,2016.
HermanAguinis,PerformanceManagement,Pearson,3e,2013.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
HUMAN RESOURCES ELECTIVE

24MBA20H2:LEARNINGANDDEVELOPMENT

CourseObjective:

= ToprovideunderstandingoftheconceptofLearningwithemphasisontrainingand Development and
its role in organizational Development.
ToimpartknowledgeonStrategicTraininganddevelopmentProcess.
Tomakestudentstolearnvariousmethodsof training.
Toelucidateonvariousaspectsin Development.
TohelpunderstandContemporaryissuesinLearningandDevelopment.

CourseOutcome:Studentswillbeableto:

UnderstandLearningtheorieswiththeemphasisonlearningoutcomes.
LearnthesignificanceofTraininginorganization.
Learndifferenttrainingmethods.
Understandessentialsofmanagementdevelopment.
IdentifytheTrainingneeds, Trainingmethodsfordifferentsectors.

Unit — I: Introduction to Learning: Concepts of Learning, Phases in Learning, Learning Theories:
ReinforcementTheory,SocialLearningTheory,Goaltheories,Needtheories,Expectancytheory,Adult
Learning Theory and Information Processing Theory. The Learning Process, The Learning Cycle,
Instructional emphasis for learning outcomes.

Unit — II: Training Strategy and Designing Training: The evolution of Training’s Role, Strategic
Training and Development Process, Training Needs in Different Strategies, Models of Training
Department. Training Needs Assessment, Reasons for Planned Training. Designing the Training
Program,DevelopingtheGroupandtheClimate, TrainersandTrainingStyles,EvaluatingTrainingand
Follow-on Support.

Unit — lll; Training Methods: Traditional Methods: Presentation Methods, Hands-on Methods, Group
BuildingMethods.E-LearninganduseofTechnologyinTraining, TechnologylnfluenceonTrainingand
Learning, TechnologyandMultimedia,ComputerbasedTraining,DevelopingEffectiveOnlineLearning,
BlendedLearning,MobileTechnologyandTrainingMethods, TechnologiesforTrainingAdministration.

Unit—IV:Development:EmployeeDevelopment,EssentialingredientsofManagementDevelopment,
Strategy and Development, Approaches to Employee Development: Formal Education, Assessment,
Job Experiences. Interpersonal Relationships, Development Planning Process, Company’s Strategies
for Providing Development, E-Learning and Employee Development. Electronic MDPs.

Unit — V. Contemporary issues in Training and Development: Orientation Training, Diversity
Training,SexualHarassmentTraining, Team-training,Cross-functionalTeams,Cross-culturalTraining,
TrainingforTalentManagementandCompetencymapping.CareerManagement,CareerManagement
Systems, Career Paths, Career Plateau, Coping with Career Breaks, Training for Virtual Work
Arrangements.

SuggestedReadings:

» RaymondANoe, AmitabhDeoKodwani, EmployeeTrainingandDevelopment,McGrawHill, 7e,
2019.

» RolfLynton,UdayPareek, TrainingforDevelopment,3e,SagePublishers,2012.

» P.NickBlanchard,JamesW.Thacker,A.AnandRam,EffectiveTraining,4e,Pearson, 2012.

» JeanBarbazette-TrainingNeedsAssessment:Methods, Tools,andTechniques-Wiley,
1le,2014

» G.PanduNaik, TrainingandDevelopment,ExcelBooks,2011.

»  SteveW.J.Kozlowski,EduardoSalas,Learning, Training,andDevelopmentinOrganizations,
Routledge, 2010.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
HUMAN RESOURCES ELECTIVE

24MBA21H3:EMPLOYEERELATIONS

CourseObjectives:
= ToprovideanoverviewofindustrialRelations,LegalFrameworkandManagementofTradeUnions in
Indian Organizations
= ToelucidateontheprocessesofNegotiationsandCollectiveBargaining
= ToelucidateontheaspectsofTripartismandSocialDialogue
= ToimpartknowledgeonLaborLegislationwithhelpofvariousActssuchasFactoriesAct,Minimum
Wages Act, ESI Act etc.
= ToimpartknowledgeonLabor LegislationwithhelpofvariousActssuchaslndustrialDisputesAct.
CourseOutcomes:Thestudentswillbeableto

= Understand the changing natureof Labor/Workforceinindiaand appreciatethe needforknowing and
maintaining good relations with Industry and Trade Unions.

= Learnthelegalframework/processof CollectiveBargainingandtheaspectsof Negotiation,Social
Security and Drafting of Agreements.

= LearnvariousaspectsofTripartism,SocialDialogueandtheroleof Governmentinindustrial Relations

= Understand the salient features of various Acts such as Factories Act, Minimum Wages Act, ESI
Act etc. and the need for maintenance of good Employee Relations

» UnderstandthesalientfeaturesofActssuchasindustrialDisputesAct,OccupationalSafety, Health and
Working Conditions Code etc.

Unit — I: Industrial Relations: Economy and the Laboure Force in India, Approaches to Industrial
Relations, Industrial Relationsin Comparative Framework, Management and EmployerOrganizations.
Introduction,OriginandGrowthofIR. TradeUnions:Introduction, DefinitionandObjectives,Growthand
Structure of Trade Unions in India, Trade Unions Act, 1926 and Legal framework, Union Recognition,
Union Problems, Non-Union Firms, Management of Trade Unions in India.

Unit — II: Collective Bargaining: Nature and Legal Framework of Collective Bargaining, Levels of
BargainingandAgreements,ChangeintheLaborManagementRelationsinthePost-LiberalizedIndia,
Changes in the Legal Framework of Collective Bargaining, Negotiated Flexibility, Productivity
Bargaining, Improved Work Relations, Public Sector Bargaining and Social Security, Negotiating
Techniques and Skills, Drafting of an Agreement.

Unit = Ill;: Tripartism and Social Dialogue: Types and Levels of Tripartism, Social Dialogue and the Reform
Process, StrengtheningTripartite Social Dialogue, Role of Government inindustrial Relations.

Unit — IV: Labor Legislation — I: Factories Act, 1948, Employee Compensation Act, 1923, ESI Act,
1948, ThePaymentofWagesAct,1936,MinimumWagesAct,1948, ThePaymentofBonusAct,1965. The
Prohibition of Sexual Harassment of Women at Workplace Act, 2013, The Maternity Benefit Act, 1961,
The Payment of Gratuity Act, 1972, The UnorganizedWorkers’ Social Security Act, 2008.

Unit-V:LaborLegislation—Il:IndustrialDisputesAct,1948,Meaning,NatureandScopeoflndustrial
Disputes, Causesand Consequences. Dispute Settlement Machinery. Grievance Handling, Causesof
Grievances, Standing Orders Act 1948. 2021-22 Reforms into Labor Laws: Right to Minimum Wages
(Codeon Wages, 2019), Social Securityfor Everyone (Social Security Code, 2020), Right of Security
to Workers in all situations (OSH Code (Occupational Safety, Health and Working Conditions Code) —
2020), Towards end to Disputes (Industrial Relations (IR) Code, 2020), Welfare of Interstate Migrant
Workers.

SuggestedReadings:

» C.S.VenkatRathnam,Industrial Relations,OxfordUniversityPress,NewDelhi,2ndEdition 2019.

» D.P.Sahoo,EmployeeRelations, Text&Cases,1e,SagePublications,2020.

» ParulGupta,IndustrialRelations&LabourLawsforManagers, SagePublications,2019.

» ArunMonappa,Industrial Relations, TataMcGrawHillPublishingCompanyLimited,New
Delhi, 2017.

» C.B.Mamoria,Mamoria&Gankar, Dynamicsof IndustrialRelations, HimalayaPublishing
House Pvt Ltd, 13e, 2014. ”
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» P.N.SinghandNeerajKumar,“EmployeeRelationsManagement”,PearsonEducation,2010.
https://labour.gov.in/sites/default/files/Labour_Code_Eng.pdf
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
HUMAN RESOURCE ELECTIVE

24MBA24H4: INTERNATIONALHUMANRESOURCEMANAGEMENT

CourseObjectives:

= Toprovideanoverview ofconcepts,natureand manpowerrelatedaspectsofinternational Human
Resource Management

= Tohighlighton theroleofl[HRM indevisingsuccessfulbusinessstrategiesofmultinational
corporations

= ToelucidatetheaspectsofGlobalHumanResourcePlanningandStaffing

= Toimpartknowledgeoftheprinciplesof globalworkforcetraining

= To educate on the process of process of planning, managing and appraising the performance
of global workforce; highlighting on the need for managing the complexities related to
Compensation of global workforce.

CourseOutcomes:Thestudentswillbeableto

= Gainanoverviewofthenature,scopeandimportanceoflnternationalHumanResource Management

» UnderstandandappreciatetheroleofinternationalHumanResourceManagementin development
and execution of strategies for success of multinational corporations.

= LearntheroleofinternationalHumanResourceManagementinlong-termplanningandstaffing of
manpower globally

= Gaininsights of the strategic role of Training and Development of Expatriates in management
of international assignments.

= Acquaintthemselveswiththeprocessof global performancemanagementandunderstandthe
complexities of global compensation

Unit—l:IntroductionandOverview:ImportancetolnternationalHRM, DifferencebetweenDomestic
andInternationalManager,GlobalMarket Context:KeyPerspectiveinGlobalWorkforceManagement,
Cultural Foundations of International Human resource Management, Understanding Culture, Cross
Culture Differences in Workplace, Major Models of National Culture, Final Caveats on Culture and
Global Workforce Management, Changes and Challenges in the Global Labor Market, Globalization,
Technological Advancement, Change in Labour Force Demographics and Migration, Emerging on the
Contingent Workforce, Offshore Sourcing, Global Workforce Management Challenges.

Unit — IIl: The Key role of International HRM in Successful MNC Strategy: Knowledge Transfer,
Global Leadership Training and Development, Strategic Control Needs, Competitive Strategy of
Multinational Corporations, Structuring for Optimal Global Performances, Linking Human Resource
Management Practices to Competitive Strategy and Organization Structure, Paradigm Shift of
International Human Resource Management from Contingency Model to Process Development.

Unit — lll: Global Human Resource Planning: From Strategy to Decision about Work Demand and
LaborSupply,ExternalEnvironmentScanning,JobDesignforMeetingGlobalStrategyWorkDemand, HR
Planning for the Long-term. Global Staffing: General Actors Affecting Global Staffing, Global
Recruitment of Human Resources, Global Selection of Human Resources.

Unit—IV:GlobalWorkforceTrainingand Development:StrategicRoleof TrainingandDevelopment in the
Global Market Place, Fundamental Concepts and Principles for Guiding Global Training and
Development, Training Imperative for the Global Workforce. Managing International Assignments:
Expatriate Preparation, Foreign Assignment and Repatriation, International Assignments
Considerations for Special Expatriates, New and Flexible International Assignments.

Unit-V:GlobalWorkforcePerformanceManagement:PerformingManagementProcess,Important
Consideration for Global Performance Management, Planning and Implementing Global Performance
Appraisal. Compensation for a Global workforce: Objectives of International Compensation
Management, Complexities in International Compensation Management, Factors that affect
International Compensation, Components and Structure of International Compensation Package.
Approaches to International Compensation Management Expatriation and Repatriation.

SuggestedReadings:
» SrinivasRKandula,InternationalHumanResourceManagement,Sage,4e,2018.
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= Anne-WilHarzingandAshlyH.Pinnington,InternationalHumanResourceManagement,Sage
Publications, 4e, 2017.

57



VR24MBASYLLABUS

S.C.Gupta,InternationalHumanResourceManagement,McMilan,2e,2017.
CharlesMVanceandYongsunpaik,ManagingGlobalWorkforce,PHI,3e, 2015.
TonyEdwardsandChrisRees:InternationalHumanResourceManagement,Pearson,2009.
PeterDowling,InternationalHumanResourceManagement:ManagingPeopleinaMultinational
Context, Thomson, 5e, 2008.
MarkE.Mendenhall,GaryR.Oddou,GunterK.Stahl,ReadingandCasesininternational Human
Resource Management, Routledge, 4e, 2007.

58



VR24MBASYLLABUS

JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
HUMAN RESOURCE MANAGEMENT ELECTIVE

24MBA25H5:LEADERSHIPANDCHANGEMANAGEMENT

CourseObjectives:
= Tointroducetheconcepts,philosophies,studiesandapproachesofLeadership
= Toimpartknowledgeofvarioustheoriesandstylesofleadership
= To orient on the role of leadership in changing business environment, with the help of various
change management models
= Toelucidatetheaspectsoforganizational structure,cultureandmanagementoforganizational
change
» Toeducateonthestrategiesformanagingchangethroughtheprocessoforganizational development
CourseOutcomes:Thestudentswillbeableto

= Gainanunderstandingoftheconceptsandprinciplesofleadershipbystudyingthecontributions made
by various philosophers and Universities.

= Learnfromthevarioustheoriesandstylesofleadershipandtheircontributionthesubjectmatter of
leadership from time to time.

= Appreciate the role of leader in the ever-changing business scenario and gain knowledge
ofvarious models of change.

= Understandtheroleofpower,politicsandconflictsintimesofchange,managementof resistance to
change in the process of implementing organizational change.

= Gaininsightsoftheprocessorganizationaldevelopmentfromaconsultativeperspective.

Unit—l:IntroductiontoLeadership:Leadership,RoleandFunctionsofalLeader,LeadershipMotives
Characteristics of an Effective Leader, Leadership as a Process, The Complexities of Leadership,
Effective Leadership Behaviours and Attitudes. Leadership and Power, Coercion, Trait Approach,
Leadership Behaviour and Styles, Lewin’s Leadership Styles, Ohio State Leadership Study, The
University of Michigan Study, Blake and Mouton’s Managerial Grid.

Unit-ll:LeadershipTheoriesandStyles: ContingencyTheoriesofLeadership:FiedlersContingency
Model, The Path-Goal Theory, Leader Member Exchange Theory (LMX), The Hersey - Blanchard
Situational Leadership Theory. Transactional Leadership and Transformational Leadership
Approaches,CharismaticLeadership,AuthenticLeadership,ServantLeadership,AdaptiveLeadership,
Team Leadership, Leadership and Empowerment, Leadership and Ethics. Competency Models for
Leadership at All Levels.

Unit-lll:Leadership&OrganizationalChange:RoleofalLeaderinChangingBusinessEnvironment,
Qualities&Competenciesof aChangeleader,LeaderasaChangeAgent.Change,Nature&Sources
ofOrganizationalChange,AimsandimportanceofChange,EnvironmentalTriggersof  change,Levers of
Change, Types of Changes: Planned, Developmental, Transitional and Transformational. Impact of
Change on Organizations. Select Change Management Models: Kurt Lewin’s Three-step Model,
McKinsey’'s 7-S Model, Action Research Model, John Kotter's Eight-step Model, Organization
Intelligence Model, ADKAR Model.

Unit — IV: Management of Organizational Change: Organizational Structure and Change,
Organizational Culture: Its Sources, Dimensions and Impact on Organizational Change. Power &
ConflictinTimesofChange,LeadershipinTimesof Change.AnlIntegratedApproachtoOrganizational

Change,ChangeStrategies,ResponseofEmployeestoChange:PeopleOpposingChangeandPeople  with
Positive Response, Resistance to Change and Management of Resistance to Change.

Unit-V:StrategiesforManagingChange:FactorsforEffectiveChange.OrganizationDevelopment  (OD)
for Management of Change, OD Process, Skills and Competencies of OD Consultant. OD
Interventions forOrganization Culture and Design, Sustaining Change after Intervention, Evaluation of
an Intervention & Closing an Engagement.

SuggestedReadings:
» DonaldLAnderson,OrganizationalDevelopment,SagePublications,5e,2021.
» ChangeManagement&OD-RatnaRaina,SagePublications,1e,2018.
» PeterG.Northhouse,LeadershipTheoryandPractice,SagePublications,1e,2016.
» RanjanaMittal,LeadershipPersonalEffectivenessandTeambuilding,VikasPublications,2015.
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= JohnP.Kotter,LeadingChange,HBRPress,2012.
= BarbaraSenior,JocelyneFleming,OrganizationalChange,3e,Pearsonpublications,2010.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
HUMAN RESOURCE MANAGEMENT ELECTIVE

24MBA26H6:HRANALYTICS

CourseObjectives:

= Toprovideanoverviewof evolutionof HRManditsjourneytowardsAnalyticsandhighlightthe need,
concepts and scope of HR Analytics linked with business outcomes.

= To elucidatethemethods of capturing, examining& purifying dataand tointroducethe aspect of
HR Metrics in the context of HR Analytics.

= ToimpartknowledgeofconductionofHRAnNalyticsforkeyHRProcessesusingMSExcel.

= Toprovideanoverviewofvarioustoolsandsoftwaretechnologiesusedforconductionof Descriptive
HR Analytics and Visualization of HR Data.

= ToprovideafuturisticperspectiveofPredictiveandPrescriptiveHRAnalytics.

CourseOutcomes:Thestudentswillbeableto

= GainanunderstandingoftherelevanceofHRAnNalyticsinthecurrentbusinessscenario.

= Have an understanding ofthe models ofconducting HR Analytics and understanding ofthe
methods of capturing, examining & purifying data for conduction of HR Analytics.

=  UseMSEXxcelforconductionofHRAnalyticsforkeyHRProcesses

= HaveanoverviewofvarioustoolsandsoftwaretechnologiesusedforconductionofDescriptive HR
Analytics and Visualization of HR Data.

= AppreciatethesignificanceofPredictiveandPrescriptiveAnalytics.

Unit — I: Introduction to HR Analytics: History of Different HRM Perspectives, Transition from HRM
to HCM and Gaining Sustainable Advantage through HCM. HR Analytics and Changing Role of HR
Professionals. Importance and Scope of HR Analytics. Significance of HR Analytics, Benefits of HR
Analytics. Levels of Analysis and Conducting analytics. Key Influencers of HR Analytics Process. Big
Data Era in HR Analytics, HR Analytics — Linkage to Business Outcomes.

Unit — II: Understanding HR Analytics: Conducting HR/Workforce Analytics: Models of HR
Analytics, How to Conduct HR Analytics. Understanding HR Data: Importance of Data, Types and
ScalesofData;MethodsofCapturingData,DataExamination&Purification.UnderstandingvariousHR Metrics from
the perspective of HR Analytics.

Unit — lll: Analytics for Key HR Processes Using MS Excel: HR Analytics for Recruitment & Selection,
Training & Development, Performance Appraisal, Talent Management, Employee Engagement, Compensation
Management and Expatriate Management.

Unit—IV:DescriptiveAnalytics:OverviewofSelectToolsforConductionHRAnNalytics:MSExcel,R,
Tableau, Power BI, Python, SPSS & PSPP. Descriptive Analytics in HR: HR Dashboards using MS
Excel, Slicing and Dicing of HR Data using MS Excel Pivot Table Applications, Data Visualization for
Key HR processes.

Unit — V: Predictive & Prescriptive HR Analytics: Predictive HR Analytics: Correlation, Linear and
Multiple Regression, Factor Analysis and Cluster Analysis, Comparison of Means and Analysis of
VarianceforManpowerDemographics, EmployeeSatisfaction, TrainingEffectivenessetc. Prescriptive HR
Analytics, Predictive vs Prescriptive HR Analytics, Future of HR Analytics.

SuggestedReadings:

» RamaShankarYadav&SunilMaheshwari,HRAnalytics,Wiley,2021.

» Pratyush Banerjee, Jatin Pandey & Manish Gupta, HR Analytics: Practical Applications of HR
Analytics, Sage, 2019.
DipakKumarBhattacharya,HRAnalytics,Sage,2017.
RameshSoundrarajan&KuldeepSingh,WinningonHRAnNalytics,Sage,2017.
NishantUppal,HumanResourceAnalytics,Pearson,2021.
BhartiMotwani,HRAnalytics:PracticalApproachUsingPython,Wiley,2021.
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JAWAHARLALNEHRU TECHNOLOGICAL UNIVERSITYHYDERABAD
MBA ENTREPRENEURSHIP ELECTIVE

24MBA19E1:STARTUPANDMSMEMANAGEMENT

CourseObjective:

= ToorientontheimportanceofStartupandMSMEManagement.
Toenlightenonhowcompaniesidentifyitsrequirements.
Toimpartknowledgeofvariouslegal aspectsinstartupmanagement.
Toelucidatevariousaspectstoevaluateentrepreneurialperformance
TodiscussindetailvariousinstitutionalsupportinitiativesbyGovt.ofIndia

CourseOutcome:Studentswillbeableto:

»= UnderstandvariousStartupopportunities.

= LearnBusinessStartup,ldeation,andVentureChoices.
= LearnLegalandotherrequirementsfornewventures.

= LearnProblemsofentrepreneurs.

= UnderstandtheFormsofFinancial support.

Unit — I: Introduction to Startup and MSME: The Rise of the Startup Economy, The Six Forces ofChange, The
Startup Equation, The Entrepreneurial Ecosystem, Entrepreneurship in India.

Concept & Definition of Employment, Export and Business Opportunities in MSMEs. Issues and
Challenges of MSMEs, MSME Policies in India.

Unit —ll:Startup Requirements:TheBigldea,GenerateldeaswithBrainstorming, BusinessStartup,
Ideation,VentureChoices.ldentifyingStartupCapitalResourceRequirements, EstimatingStartupCash
Requirements, Developing Financial Assumptions, Constructing a Process Map, Positioning the
Venture in the Value Chain, Launch strategy to reduce Risks, Startup Financing Metrics, Feasibility
Analysis, The Cost and Process of Raising Capital, Unique Funding Issues of High-tech Ventures,
Funding with Equity, Financing with Debt, Funding Startups with Bootstrapping, Crowd Funding.

Unit — lll: Startup and Legal Environment: Stages of Growth in a New Venture, Growing with the
Market,Growingwithinthelndustry,VentureLifePatterns, ReasonsforNewVentureFailures, Scaling
Ventures, Preparingfor Change, Leadership Succession. Support for Growth and Sustainability of the
Venture. The Legal Environment, Approval for New Ventures, Taxes or Duties Payable for New
Ventures.

Unit — IV: Management of MSME: Management of Product Line; Communication with Clients, Credit
Monitoring System, Management of NPAs, Restructuring, Revival and Rehabilitation of MSME,
Problems of Entrepreneurs, Sickness in MSME, Reasons and Remedies, Evaluating Entrepreneurial
Performance

Unit — V: Institutional Support for MSMEs:Forms of Financial Support, Long-term and Short-term
Financial Support, Sources of Financial Support, Dealing with Failure: Bankruptcy, Exit Strategies:
Selling the Business, Crashing-out but Staying in-being Acquired, Going Public (IPO) and Liquidation.
District Industries Centers (DIC), Small Industries Service Institute (SISI), Entrepreneurship
Development Institute of India (EDII), National Institute of Entrepreneurship & Small Business
Development (NIESBUD), National Entrepreneurship Development Board (NEDB). Schemes for
Women Entrepreneurs.

SuggestedReadings:

» BruceR. Barringer, R. Duanelreland, Entrepreneurshipsuccessfully, launchingnewventures,
Pearson, 2019.

» Donald F Kuratko, Jeffrey S. Hornsby, New Venture Management: The Entrepreneur’s Road
Map, 2e, Routledge, 2017.

» KathleenRAllen,LaunchingNewVentures,AnEntrepreneurial Approach,CengagelLearning,
2016.

» AnjanRaichaudhuri,ManagingNewVenturesConceptsandCases,PrenticeHallInternational,
2010.
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=  S.R.Bhowmik&M.Bhowmik,Entrepreneurship,NewAgelnternational,2007.
» Steven Fisher, Ja-nae’ Duane, The Startup Equation -A VisualGuidebook for Building
YourStartup, Indian Edition, Mc Graw Hill Education India Pvt. Ltd, 2016.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
ENTREPRENEURSHIP ELECTIVE

24MBA20E2: TECHNOLOGYBUSINESSINCUBATION

CourseObjective:

= ToprovideanunderstandingoftheimportanceofStartupandMSMEManagement.
Todiscusstheaspectsofhowcompaniesidentifyitsrequirements.
Tohelplearnvariouslegalaspectsinstartupmanagement.
Todiscusstheaspectsof evaluationofentrepreneurialperformance
ToelucidatevariousinstitutionalsupportinitiativesbyGovt.of India

CourseOutcome:Studentswillbeableto:

»= UnderstandvariousStartupopportunities.

= LearnBusinessStartup,ldeation,andVentureChoices.
= LearnLegalandotherrequirementsfornewventures.

= LearnProblemsofentrepreneurs.

= UnderstandFormsofFinancialsupport.

Unit — I Introduction to Technology Business Incubation (TBI): Concepts, Characteristic and
Importance, Origin and Growth of TBI Movement, Current Policy for TBI Promotion in India, TBIs in India:
Current Status.

Unit —ll:Planning theTBI: Preparatory Process, FeasibilityProcess and Business Plan, KeyPlayers
and Legal Incorporation, Location and Building Criteria, Facilities and Service Design, Incubator
Investment Costs, Financial Projections, Sources of Fund for the Incubator, Incubator Benefits.

Unit— lIl:TBI Implementation and Operations:Organization Structure, Training of theManagement
Team,Marketingthelncubator,SelectingTenant Companies, ExitPolicy,ServingTenant Companies:
Progressionof ServiceNeeds, TrainingClients,CounsellingandMentoring,EnhancingandAssessing
Performance.

Unit — IV: TBI in India: Introduction, TBIs: Age, Management, Sponsors and Focus Area, Objectives,
Facilities and Staff Strength, Physical Space, Distinguish Features of Institute Promoted TBIs VS
Industry VS Stage Agnostic Vs Tech Sector Focused Vs Sector Agnostic TBIs. Application from
Prospective Start-up Founders and Selection Process, R&D Input and Output Contribution related to
Government Initiatives.

Unit — V: Global Perspective of TBI: Introduction, Types and Classification, Goals and Objectives,
FunctionsandServices, TBILedProcessof Businessincubation,PerformanceAssessmentintermsof
Outcome and Achievements, Technology Business Incubation for New Venture Creation.

SuggestedReadings:
= MHBalaSubrahmanya,HSKrishna, TechnologyBusinessincubatorsinindia,Deutsche
Nationalbibliothek,2021.
= Apoorv R.Sharma,BalvinderShukla,andManoj Joshi, TheRoleofBusinessincubatorinthe
Economic Growth in India, Deutsche National bibliothek, 2019.
» RustamlLalkaka,TechnologyBusinessincubation,UNESCO,2006.

e https://www.startupindia.gov.in/content/sih/en/compendium_of good practices/incubationsupp
ort.html

e https://cis-india.org/internet-governance/blog/technology-business-incubators. pdf
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
ENTREPRENEURSHIP ELECTIVE

24MBA21E3:INNOVATIONANDENTREPRENEURSHIP

CourseObjectives:
= TohighlighttherelevanceofcreativethinkinginthecontextoflnnovationandEntrepreneurship.
= Toprovideanoverviewofthemodelsofcreativeproblemsolving.
= Toimpartknowledgeofthemodelsandmethodsofdevelopingcreativeintelligence.
= To provide an overview of innovation management and theories of outsourcing new
productdevelopment.
= Toprovideamicroandmacroperspectiveofinnovation.

CourseOutcomes:Thestudentswillbeableto

= Gainanunderstandingof theconceptsandprocessesof creativityandappreciatetheneedfor
improving the quality of creativity.

= Learnthemethodsofcreativeproblem solving.

= Orientthemselvesondevelopingcreativeintelligenceandunblocktheircreativeenergies

= Learntheconceptsandmethodsofinnovationandideationandthetheoriesofoutsourcingnew
product development.

= Developaperspectiveofmicroandmacrolevelinnovation.

Unit — I: The Creativity Phenomenon: Creative Cerebration, Creative Personality and Motivation,
Creative Environment, Creative Technology, Creativity Training Puzzles of Creativity, Spiritual and
Social Roots of Creativity, Essence, Elaborative and Expressive Creativities, Quality of Creativity,
Existential, Entrepreneurial and Empowerment Creativities, Criteria for Evaluating Creativity, Credible
Evaluation, Improving the Quality of our Creativity.

Unit —Il: Mastering CreativeProblem Solving: Structuring ofill-defined problems, Creative Problem
Solving, Models ofCreative Problem Solving, Mechanisms of Divergent Thinking, Useful Mechanisms
of Convergent Thinking, Techniques of Creative Problemsolving

Unit — lll: Creative Intelligence: Creative Intelligence Abilities, A Model of Creative Intelligence,
ConvergentThinkingAbility, TraitsCongenialtoCreativity, CreativePersonalityandFormsofCreativity,
MotivationandCreativity,BlockstoCreativity: FearsandDisabilities, StrategiesforUnblockingEnergy of
your Creativity, Designing Creativogenic Environment.

Unit — IV: Innovation Management: Concept of Innovation, Levels of Innovation: Incremental Vs
Radical Innovation, Inbound and Outbound Ideation, Open and Other Innovative Ideation Methods.
Theories of Outsourcing New Product Development: Transaction Cost, Resource Based, Resource
Dependence, Knowledge Based Theories.

Unit-V:MicroandMacroPerspectivesoflnnovation:SystemsApproachtolnnovation-Innovation in the
context of Emerging Economies, Organizational Factors affecting Innovation at the Firm Level,
Leadershipandlnnovations,Openinnovation,InnovationFramework,InnovationsDevelopedbyOpen
TechnologyCommunities.

SuggestedReadings:
» MikeKennard,InnovationandEntrepreneurship,Routledge,2021.
= PaulTrott,InnovationManagementandNewProductDevelopment,4e,Pearson,2018.
» VinnieJauhari,SudanshuBhushan,InnovationManagement,OxfordHigherEducation,2014.
» |nnovationManagement,C.S.G.Krishnamacharyulu,R.Lalitha,HimalayaPublishingHouse,
2010.
» PradipNKhandwalla,LifelongCreativity,AnUnendingQuest, TataMcGrawHill,2004.
» BrianClegg,PaulBirch,Creativity,KoganPage,2009.
» A.DaleTimpe,Creativity,JaicoPublishingHouse,2003.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
ENTREPRENEURSHIP ELECTIVE

24MBA24E4:ENTREPRENEURIALFINANCE

CourseObjective:

= TohighlighttheimportanceofEntrepreneurialFinance.
ToelucidatehowcompaniesOrganizeandOperatetheVenture.
Toimpartknowledgeofvariousaspectsinfinancialplanning.
Toprovideunderstandingofvariousaspectsinventurevaluation.
Todiscusstheaspectsoffinancingthegrowingventures.

CourseOutcome:Studentswillbeableto:

= UnderstandFinancingthroughventurelifecycleinacompany.

= LearnStartupandFirstRoundFinancingSources.

= LearnthesignificanceofFinancialPlanningthroughouttheVenture’slifecycle.
= UnderstandMechanicsofventurevaluation.

= Understandtheimportanceofventurecapitalfinancing.

Unit — I: Finance for Entrepreneurs: Principles of Entrepreneurial Finance, Role of Entrepreneurial
Finance, The Successful Venture Lifecycle, Financing through Venture Lifecycle, Lifecycle Approach
forTeaching,EntrepreneurialFinance.  DevelopingBusinessidea, BusinessModel.ScreeningVenture
Opportunities:Pricing/ProfitabilityConsiderations,Financial/HarvestConsiderations.FinancialPlans  and
Projections.

Unit —ll:Organizing and Operating the Venture: Financing a NewVenture, Seed, Startupand First
Round Financing Sources, Financial Bootstrapping, Business Angel Funding, First Round Financing
Opportunities. Preparing and Using Financial Statements: Obtaining and Recording the Resources to
Start and Build a New Venture, Asset and Liabilities and Owners Equity in Business, Sale Expenses
and Profits Internal Operating Schedules, Statement of Cash Flows, Operating Breakeven Analysis.
Evaluating Operating and Financial Performance using Ratio Analysis.

Unit-lll:FinancialPlanning:FinancialPlanningthroughouttheVenture’sLifecycle,ShortTermCash
PlanningTools, ProjectedMonthlyFinancialStatements. TypesandCostsof FinancialCapital: Implicit and
Explicit Financial Capital Costs, Financial Markets, Determining the Cost of Debt Capital, Investment
Risk, Estimating the Cost of Equity Capital, Weighted Average Cost of Capital.

Unit — IV: Venture Valuation: Valuing Early-stage Ventures, Venture Worth, Basic Mechanics of
Valuation, Developing the Projected Financial Statements for a Discounted Cash Flow Valuation,
AccountingVsEquity Valuation Cash Flow. Venture Capital Valuation Methods: BasicVentureCapital
Valuation Method, Earnings Multiplier and Discounted Dividends.

Unit-V:FinancingfortheGrowingVenture:Professional VentureCapital,VenturelnvestingCycle,
Determining theFundObjectives and Policies, Organizing theNewFund, Solicitinglnvestmentsinthe new
Fund, Capital Call, Conducting Due-diligence and Actively Investing, Arranging Harvest or Liquidation,
Other Financing Alternatives: Facilitators, Consultants and Intermediaries, Banking and Financial
Institutions, Foreign Investors, State and Central Government Financing Programmes. Receivables
Lending and Factoring, Mortgage Lending, Venture Leasing.

SuggestedReadings:

» Leach,Melicher,EntrepreneurialFinance,South-WesternCollegePub,5e,2022.

» MarcoDaRinThomasHellman,FundamentalsofEntrepreneurialFinance,OxfordPublishers, 1le,
2020.

» MJAlhabeeb,EntrepreneurialFinance:FundamentalsofFinancialPlanningand
Management for Small Business, Wiley, 2015.

» StevenRogers, EntrepreneurialFinance:FinanceandBusinessStrategiesfortheSerious
Entrepreneur 3e, Tata Mc Graw Hill, 2014.

» DouglasCumming,EntrepreneurialFinance,OxfordUniversityPress,2012.

»  Philipd.Adelman,AlanM.Marks,EntrepreneurialFinance,5e,Pearson,2011.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD MBA
ENTREPRENEURSHIP ELECTIVE

24MBA25E5:ENTREPRENEURIALMARKETING

CourseObjective:

= ToenableunderstandingoftheimportanceofEntrepreneurialMarketing.
Tohelplearnhowcompaniesmasterstructuresoforganizational growth.
ToimpartknowledgeofvariousaspectsinGrowthStrategies.
ToelucidatevariousaspectsinEntrepreneurialMarketDevelopmentStrategies.
ToelaborateontheEntrepreneurialMarketingTools.

CourseOutcome:Studentswillbeableto:

= UnderstandMarketingmixofanenterprise.

= LearntheGrowthandmarketingstrategies.

= LearnMarketDevelopmentstrategies.

= Understandentrepreneurialcommunication.

= Understandtheimportanceofentrepreneurialmarketing.

Unit— LIntroductiontoEntrepreneurialMarketing:Meaning, Characteristics, Functions, Marketing
Challenges, Marketing Mix (6P’s). Identifying Entrepreneurial Marketing Opportunities, Market Research,
Demand Forecasting.

Unit — II: Enterprise Growth: Concept of Enterprise Growth, Forms, Types, Structures of
OrganizationalGrowth,GazellesandMice,GrowthObjectives,OperativeandStrategicTargets,Growth
Analysis, Portfolio Analysis, ERRC Grid, SWOT Analysis, and Raising Entrepreneurial Finance.

Unit —lll:Growth Strategies and Models: Growth Strategies: Concept and Forms, Internal, External
and Co-operative Growth strategies. Growth Models: Lifecycle and Phase Model, Integrated Lifecycle
Model(Evolutionary),Greiner'sGrowthModel(Revolutionary),andComplexityManagement(Process)
Model.

Unit — IV: Entrepreneurial Market Development Strategies: Positioning, Segmentation, Targeting,
EntrepreneurialCommunicationStrategy,EntrepreneurialPricingStrategy,EntrepreneurialDistribution  Strategy,
Building Customer Relationships, Marketing Plans.

Unit — V: Entrepreneurial Marketing Tools: Concept, Guerrilla Marketing, Ambush / Free-ride
Marketing., Tools of Entrepreneurial Marketing: Buzz, social media, Viral Marketing.

SuggestedReadings:

= EdwinJ.Nijssen,EntrepreneurialmarketingAnEffectualApproach2e,Routledge,2017.

= lanChaston,EntrepreneurialMarketing:SustainingGrowthinAllOrganisations,Palgrave
Macmillan, 2016.

= MarcLongman, EntrepreneurialMarketing: AGuideforStartups&CompanieswithGrowth
Ambitions, Garant Publishers, 2011.

»  BruceD.Buskirk,MollyLavik,Entrepreneurial Marketing:RealStoriesandSurvival
Strategies, Thomson, 2004.

» Zubin Sethna,Paul  Harrigan, Rosalind Jones,Entrepreneurial Marketing
Global Perspectives, Emerald Group Publishing, 2013.

» LeonardLodish,HowardLeeMorgan,AmyKallianpur,EntrepreneurialMarketing,Wiley
Publishers, 2001.
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JAWAHARLALNEHRUTECHNOLOGICALUNIVERSITYHYDERABAD
MBA ENTREPRENEURSHIP ELECTIVE

24MBA26E6:FAMILYBUSINESSMANAGEMENT

CourseObjective:
= TohighlighttheimportanceofStartupandMSMEManagement.
» Toelucidatehowcompaniesidentifyitsrequirements.
= Toimpartknowledgeonvariouslegal aspectsinstartupmanagement.
= Toelaborateonvariousaspectstoevaluateentrepreneurialperformance
= ToelucidatevariousinstitutionalsupportinitiativesbyGovt.of India

CourseOutcome:Studentswillbeableto:

UnderstandvariousStartupopportunities.
LearnBusinessStartup,ldeation,andVentureChoices.
LearnLegalandotherrequirementsfornewventures.
LearnProblemsofentrepreneurs.
UnderstandFormsofFinancialsupport.

Unit —=I: Introduction to Family Business: Family Business as a Unique Synthesis, Succession
and Continuity: The Three-generation Rule, Building Family Businesses that last. The Systems
Theory Model ofFamilyBusiness, AgencyTheoryofFamilyBusiness, The  Stewardship
PerspectiveofFamily Business, Competitive Challenges and Competitive Advantages of Family
Businesses. The role of
GenogramsandFamilyMessagestounderstandtheFamilySystem.FamilyEmotionalintelligence, The
ECI-U Model.

Unit — II: Ownership Challenges and Family Governance: Shareholder Priorities, Managers vs
Owners, Responsibilities of Shareholders to the Company, Effective Governance of the
Shareholder, Firm Relationship, Family Governance: Structure, Challenges to Family
Governance, Managing the Challenges of Succession. Enterprise Sustainability: Twelve Elements
of Strategic-Fit and its Implications on Family Firms.

Unit — lll: Successor Development: Characteristics of Next Generation Leaders, Next
Generation

Attributes, InterestsandAbilitiesforResponsibleLeadership.NextGenerationPersonalities,Managing
Interdependence. CEO asanArchitect of SuccessionandContinuity, Typesof CEOs, Spouseandthe
Transfer of Power.

Unit — IV: Strategic Planning and Transgenerational Entrepreneurship: Life Cycle Stages
Influencing Family Business Strategy, Turning Core Competencies into Competitive Advantage. The Unique
Vision of Family-controlled Businesses, Strategic Regeneration, The Business Rejuvenation Matrix and
Intrapreneurship.

Unit — V: The Future of Family Business: New Leaders of the Evolution, Three States of
Evolution, Continuity and Culture, Changing the Culture, The Change Formula, Organization
Development ApproachestoChange,
CommitmentPlanning,OrganicCompetenciesandBusiness’sFuture, thriving through Competition,
Institutionalizing the Change.

SuggestedReadings:

» RajivG.Agarwal,FamilyBusinessManagement,SagePublications,1e,2022.
ErnestoJ.Poza,MaryS.Daughterty,FamilyBusiness,Cengagelearning,4e,2020.
CaroleHoworth,NickRobinson,FamilyBusiness,Routledge,1e,2020.
FrankHoy,PramoditaSharma,EntrepreneurialFamilyFirms,PrenticeHall, 1e,2010.
LauraHougaz,EntrepreneursinFamilyBusinessDynasties: Storiesofltalian-Australian
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Family Business over 100 years, Springer,2015.

M. Nordqyvist, T. Zellweger, Transgenerational Entrepreneurship: Exploring Growth
and PerformanceinFamilyFirmsAcrossGenerations,
EdwardandElgarPublishingLimited, 2010.
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