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Paper Code (*)  Course Name (*) Subject Type (*) Credit (*) 

01BMBAR24361 
 

HARD CORE 

Advances in Business Communication THEORY 3 

01BMBAR24362 Legal Aspects of Business THEORY 3 

01BMBAR24363 Innovation and Entrepreneurship THEORY 3 

01BMBAR24364 Sustainable Development Goals In 

Business 

PRACTICAL 3 

 Open Elective Open Elective  3 

01BMBAF24361 Finance DSE Mergers, Acquisition and 

Corporate 

Restructuring 

THEORY 4 

01BMBAF24362 Derivatives Markets and Risk 

Management 

THEORY 4 

01BMBAF24363 Strategic Financial Management THEORY 4 

01BMBAM24361 Marketing DSE Digital Marketing THEORY 4 

01BMBAM24362 Sales and Distribution Management THEORY 4 

01BMBAM24363 Service Marketing THEORY 4 

01BMBAH24361 HR DSE Strategic Human resource 
management 

THEORY 4 

01BMBAH24362 Performance & Compensation 

Management 

THEORY 4 

01BMBAH24363 International HRM THEORY 4 

01BMBAL24361 Supply chain DSE Logistics and Supply Chain 
Management 

THEORY 4 

01BMBAL24362 Business Process Improvement THEORY 4 

01BMBAL24363 Inventory Management THEORY 4 

01BMBAD24361 Data Analytics 

DSE 

Advanced Machine Learning using 

Python 

PRACTICAL 4 

01BMBAD24362 Marketing Analysis using Microsoft 

Excel 

PRACTICAL 4 

01BMBAD24363 Predictive Modelling using Python PRACTICAL 4 

Total Credits 24 



III semester 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 
PROGRAMME MBA 

 
01BMBAR24361: Advances in Business Communication 

Course Framework  

Credits: L-T-P: 3- 0- 0  Total Credits: 3 

Contact Hours/Week: 3 Direct Teaching Hours: 45 Total Contact Hours: 45 

Course Learning Objectives 

The course aims to understand the basic concepts such as 

• Understand the principles, objectives, and barriers of business communication and apply techniques to 

enhance communication effectiveness. 

• Develop proficiency in business writing, including official correspondence, business letters, and 

professional resumes. 

• Demonstrate effective oral communication skills through presentations, interviews, and group discussions. 

• Utilize modern digital communication tools like Zoom, Slack, and ProofHub for efficient business 

collaboration. 

Course Outcomes 

On completion of the course, student would be able to 

CO’s Course Outcomes 

CO1 Understand the fundamentals of business communication, including its importance, 

objectives, barriers, and techniques for effective communication. 

CO2 Analyze and apply different business communication techniques, including cross-cultural 

communication, listening methods, reading styles, and vocabulary development. 

CO3 Develop proficiency in business writing, official correspondence, and presentation skills 

through drafting business letters, memorandums, and formal oral presentations. 

CO4 Apply advanced business communication tools, including report writing, technical 

proposals, and practical use of digital platforms such as Zoom, Slack, and ProofHub for 

business communication. 
 

Advances In Business Communication 

CO PO Mapping 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 - 2 - - - 1 2 2 - 2 

CO2 3 3 - 3 2 2 - - 3 3 - 2 

CO3 3 2 - 2 - - - - 3 3 - 3 

CO4 3 3 2 3 3 - - - 3 3 - 3 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 3 3 2 3 

CO2 3 3 3 3 2 

CO3 3 3 3 2 3 

CO4 3 3 3 2 3 



 

>70-100 >40 &<70 <40 

3 2 1 
 

  

 Syllabus 

Unit 1: Introduction to Business Communication  Hours 

1.1 Importance and Objectives of Business communication,  

1.2 Process of communication, Barriers to effective communication, 

1.3  Techniques of effective communication. Forms of communication (Written, Oral, audio-

visual communication)  

 1.4 Managing Business Communication: Formal and Informal communication, Nonverbal 

communication (Body language, Gestures, Postures, Facial expressions)  

 

 

15 

Unit 2: Business Communication Techniques  
Hours 

2.1 Aspects of communication: The cross-cultural dimensions of business communication.  

2.2 Techniques to effective listening, methods and styles of reading  

 2.3 Vocabulary: Single word substitution, Idioms and phrases, Group Discussions, Extempore, 

Principles of effective speech and presentations, Roleplaying 

 

 

15 

  

Unit 3: Business Writing, Official Correspondence, and Presentation Skills 
Hours 

3.1 Introduction to managerial writing: Business letters: Inquiries, Circulars, Quotations, Orders, 

Acknowledgement, Claims & adjustments, Collection letters, Sales letters, drafting of different 

resumes, covering letters Applying for a job, social correspondence, Invitation to speak.  

3.2 Official Correspondence: Memorandum, Notice, Agenda, Minutes, Circular letters. Simple 

rules of pronunciation and intonation.  

3.3 Formal oral presentations- PowerPoint presentations or presentations using other visual aids 

followed by actual practice of it. Interview Skills. 

 

 
 

15 
 
 

Unit 4: Report Writing, Technical Proposals, and Advanced Communication Tools 
Hours 

4.1 Report writing and Technical Proposals: Business reports, Types, Characteristics, 

Importance, Elements of structure, Process of writing, Order of writing, the final draft, and 

checklists for reports  

 4.2 Technical proposals, Definitions, types, and format  

4.3 Practical- advanced communication tools Zoom, Discord, Pumble, Slack, Proof hub  

 

 
 
 

15 



Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books 

1. Bovee, C. L., Thill, J. V., & Chaturvedi, M. (2018). Business Communication Today (11th ed.). Pearson 

India. 

2. Krishna, M., & Raj, M. (2021). Business Communication: Principles and Practices. Oxford University Press 

India. 

3. Guffey, M. E., & Loewy, D. (2021). Business Communication: Process and Product (10th ed.). Cengage 

Learning. 

4.  Rai, U., & Rai, S. M. (2019). Business Communication. Himalaya Publishing House. 

 

Reference Books 

1. Locker, K. O., & Kienzler, D. S. (2019). Business and Administrative Communication (12th ed.). McGraw Hill. 

2. Lesikar, R. V., Flatley, M. E., Rentz, K., & Pande, N. (2020). Lesikar’s Basic Business Communication. Tata 

McGraw Hill India. 

 

e-Material 

1. https://ycmou.ac.in/media/publication/ycmou_book/SNP_YB_143.pdf  

2. https://www.mlritm.ac.in/assets/img/LOGISTICS%20SUPPLY%20CHAIN%20MANAGEMENT.pdf 

  

Activity Based Learning/Practical Based Learning: 

1) https://nptel.ac.in 

2) https://swayam.gov.in 

 

Beyond Syllabus 

1. Debates, Extempore & Business Storytelling Challenges 

2. Business Pitching & Start-up Idea Competitions 

https://ycmou.ac.in/media/publication/ycmou_book/SNP_YB_143.pdf
https://www.mlritm.ac.in/assets/img/LOGISTICS%20SUPPLY%20CHAIN%20MANAGEMENT.pdf
https://nptel.ac.in/
https://swayam.gov.in/


3. Mock Interviews & Group Discussions: Simulated exercises with real-time feedback from industry experts. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBA 

01BMBAR24362: Legal Aspects of Business 

Course Framework  

Credits: L-T-P: 3- 0- 0  Total Credits: 3 

Contact 
Hours/Week: 3 

Direct Teaching Hours: 45 Total Contact Hours: 45  

 

1.  Course learning outcomes: 

1. Students will develop knowledge of key business laws such as contract law, intellectual property, and 

consumer protection. This understanding helps businesses comply with legal standards and safeguard 

their interests in daily operations. 

2. Learners will gain the ability to recognize legal risks associated with business decisions and apply 

strategies to minimize them. This empowers businesses to make informed choices that avoid potential 

legal conflicts and financial setbacks. 

3. Students will acquire the ability to draft, review, and interpret business contracts. This ensures that 

agreements are legally valid, clear, and protect the rights of the business and its stakeholders. 

4. Learners will comprehend the significance of adhering to laws and ethical practices within business 

environments. They will also understand how to maintain compliance with regulations such as labor 

laws, taxation, and environmental policies 

 

 

 

 

CO’s 
Course Outcomes 

 

CO1 In-depth knowledge of fundamental business laws, including contract law, intellectual 

property, and consumer protection, and learn how these laws impact business operations and 

decision-making. 

CO2 Develop the skills to identify and assess legal risks in business and apply strategies to mitigate 

these risks, ensuring compliance with relevant regulations and minimizing potential liabilities. 

CO3 Learners will acquire practical skills in drafting, reviewing, and interpreting contracts to 

ensure they are legally sound and effectively protect the interests of all parties involved. 

CO4 understand the importance of ethical decision-making in business and explore how businesses 

can maintain compliance with various legal standards, including labor laws, environmental 

regulations, and taxation requirements. 

Course Outcomes 

 On completion of the course, student would be able to 

CO PO Mapping 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO1

0 

PO11 PO12 



CO1 3 3 1 2 2 2 2 3 2 2 1 2 

CO2 3 3 2 3 2 2 1 3 2 2 2 2 

CO3 3 2 3 3 1 1 1 2 2 2 1 2 

CO4 3 2 2 2 2 3 2 3 3 2 3 3 

CO PSO Mapping 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 3 2 2 1 3 

CO2 3 3 2 1 3 

CO3 3 2 2 1 2 

CO4 2 3 2 1 3 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 

SYLLABUS Hours 

Unit I: Introduction to business law & Companies act 

1.1 Introduction, Nature of Law (K, L) Meaning and Definition of Business Laws Scope 

and Sources of Business Laws, legal Documentation for starting a business, 

Partnership firms, proprietorship firms, company etc. 

1.2 Companies Act,2013-Objectives, salient features, Types of companies, Whistle 

Blower Mechanism, amendments, Auditor, Companies Act (amended),2015- Comparison 

of CA 2013 & 2015, Company formation procedure. (K, L, ) 

The income tax act, 1961- Objectives, scope, . Incomes not included in total income. Special 

provision in respect of newly established undertakings in free trade zone, etc. Special 

provisions in respect of newly  established  Units  in  Special Economic Zones (A,Ap) 

 

11 Hrs 

Unit II: Indian Contract Act 1872 

2.1 Definition of Contract  

2.2 Essentials of a valid contract, classification of contracts, remedies for breach of 

contract  

2.3 Indian Sale of Goods Act, 1930: Definition of contract of sale, essentials of contract of 

sale, conditions and warrantees  

Rights and duties of buyer, rights of an unpaid seller  

11 Hrs 

Unit III: The Competition Act, 2002 

3.1 Objectives of Competition Act, Features of Competition Act, Competition Appellate 

Tribunal  

3.2 Offences and penalties under the Act, Competition Commission of India  

3.3 Consumer Protection Act, 1986: Definition of the terms consumer, consumer dispute, 

11 Hrs 



defect, deficiency, unfair trade practices and services, Rights of the consumer under the Act, 

Consumer Redressal Agencies – District Forum, State Commission, National Commission  

Environment Protection Act, 1986 Objects of the Act, definitions of important terms: 

environment, environment pollutant, environment pollution, hazardous substance and 

occupier Types of pollution 

Unit IV: Indian Patent Laws The Indian Partnership Act 

4.1 Meaning of IPR, invention and non- invention, procedure to get patent, restoration 

and surrender of lapsed patent, infringement of patent  

4.2 The Indian  Partnership  Act  - Application of Provisions Of the Indian 

Partnership   Act, Definition, Types of partnerships, Parttnership under the Indian 

Partnership Act Not Created By Status Mode of Determining Existence of Partnership 

under the Indian Partnership Act 

12 Hrs 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 



Text Books: 

 

1. Business Law and the Regulation of Business by Jeffrey F. Beatty, Susan S. Samuelson, and 

Patricia Sanchez Abril 

2. Business Law and the Legal Environment by Jeffrey F. Beatty, Susan S. Samuelson, and Patricia 

Sanchez Abril 

3. Business Law: Text and Cases by Neal Bevans 

4. Business Law and the Legal Environment of Business by Jeffrey F. Beatty, Susan S. Samuelson, 

and Patricia Sanchez Abril 

Reference Books: 

1. Business Law and the Legal Environment by Jeffrey A. Helewitz 

2. The Law of Business Organizations by Robert W. Hamilton and Richard A. Mann 

3. Business Law: A Hands-On Approach to the Legal Environment of Business by Neal Bevans 

4. Legal Aspects of Business by Dr. V. S. Datey 

 

e-Material: 

https://www.nolo.com/legal-encyclopedia/business-law 

https://www.cengage.com/c/business-law-and-ethics-legal-aspects-of-business/ 

https://www.businessnewsdaily.com/15792-business-law.html 

https://w   Activity Based Learning/Practical Based Learning:  

1. https://nptel.ac.in 

2. https://swayam.gov.in 

 

Beyond Syllabus 

  International Business Law:. Topics like international contracts, dispute resolution mechanisms, and 

compliance with international trade laws can be explored. 

  Cybersecurity Law: As businesses increasingly operate in the digital realm, knowledge of cybersecurity 

regulations, data protection laws, and privacy laws such as the GDPR (General Data Protection Regulation) is 

becoming essential. Studying this area will help you understand how businesses need to comply with evolving 

laws around data security, privacy issues, and online transactions. 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBA 

 

https://www.nolo.com/legal-encyclopedia/business-law
https://www.cengage.com/c/business-law-and-ethics-legal-aspects-of-business/
https://www.businessnewsdaily.com/15792-business-law.html
https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/


01BMBAR24363: INNOVATION AND ENTREPRENEURSHIP 

Course Framework  

Credits: L-T-P: 3- 0- 0  Total Credits: 3 

Contact Hours/Week: 3 Direct Teaching Hours: 45 Total Contact Hours: 45  

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

•  Explain the concept of Innovation and Entrepreneurship 

• Skills to develop solutions for the problems using design thinking concepts 

• Develop a micro-small medium enterprise based on the new product/ service development 

• Simulate and run a business 

Course Outcomes 

 On completion of the course, student would be able to 

 

CO’s Course Outcomes 

CO1 Understand principles of innovation, creativity, and technology. 

CO2 Evaluate the role of knowledge in innovation, and drivers of innovation. 

CO3 Understand the technological entrepreneurship and entrepreneurial management. 

CO4 Design business plan using technological innovations. 
 

 

CO PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 2 2 1 1 1 2 2 2 1 2 

CO2 2 3 2 3 2 1 1 2 2 2 1 2 

CO3 2 3 2 3 2 1 1 2 2 2 1 2 

CO4 2 3 3 3 2 1 1 2 2 2 3 2 

 

CO PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 2 2 1 2 

CO2 2 3 2 1 2 

CO3 2 3 2 1 2 

CO4 2 3 2 1 2 

 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 

Syllabus 

 
Hours 

 

Unit 1 Introduction to Innovation 11 

1.1 Basic Concepts and Definitions- Technology, Technology Management, Invention, Creativity  

1.2 Innovation, Principles of Innovation; The Concept of Technological Innovation 

1.3 Innovation Measurement; Competitiveness; Innovation 



Unit II: Introduction to Innovation Management 11 

2.1 The Role of Knowledge in Innovation; Difference Between Innovation–Invention;  

2.2 Types and Characteristics of Innovation-Types of Technological (and Non-technological) Innovation, 

Characteristics of Innovation 

2.3 Drivers of Innovation; Innovation Management Techniques 

Unit III: Introduction to Technological Entrepreneurship 11 

3.1 Introduction–Definitions; Types of Entrepreneurship- Mixed, Pure, Social, Collaborative, Internal, External, 

Sustainable 

3.2 Entrepreneurial Management 

3.3 Incubators- Business incubator (BI),  

Unit IV: Entrepreneurship and Innovation Practices        12 

4.1 Business Plan- Elements, Development, Guidelines-Format. 

4.2 Bootstrapping, angel investors, incubation and acceleration 

4.3 Technology Management and Transfer- Technology transfer, Mechanisms, Models, Obstacles, Success factors. 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions.  

 

 

 

Text Books: 



1. Khanka, S. S. (2022). Entrepreneurial development. S. Chand & Company Limited.  

2. Gupta, C. B., & Srinivasan, N. P. (2015). Entrepreneurial development. Sultan Chand & Sons.  

3. Jauhari, V., & Bhushan, S. (2014). Innovation management. Oxford University Press. 

4. Maital, S., & Seshadri, D. V. R. (2007). Innovation management. Response Books 

5. Gogte, J. J. (2014). Startup and new venture management. Vishwakarma Publications. 

 

Reference Books: 

1. Hisrich, R. D., Peters, M. P., & Shepherd, D. A. (2019). Entrepreneurship (11th ed.). McGraw-Hill Education. 

2. Asgary, N., Maccari, E. A., Hollnagel, J., & Bueno, W. P. (Eds.). (2023). Entrepreneurship, innovation, and 

sustainable growth: Theory, policy, and practice. Routledge. 

 

e-Material: 

• https://nif.org.in/  

• https://ecorner.stanford.edu/  

• https://www.wipo.int/ 

    

https://w   Activity Based Learning/Practical Based Learning:  

3. https://nptel.ac.in  

4. https://swayam.gov.in  

5. https://ec.europa.eu/growth/industry/innovation/facts-figures/scoreboards_en  

 

Beyond Syllabus 

• Value proposition 

• Product Market Fit 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBAR 

 

01BMBAR24364: Sustainable Development Goals in Business 

Course Frame Work 

Credits: L-T-P: 3- 0- 0  Total Credits: 3 

Contact Hours/Week: 3 Direct Teaching Hours: 45 Total Contact Hours: 45 

Course Learning Objectives: 

 

1. Understand the United Nations SDGs and their relevance for businesses in addressing global 

challenges. 

2. Learn to integrate SDGs into corporate strategies for sustainable development and business 

success. 

https://nif.org.in/
https://ecorner.stanford.edu/
https://www.wipo.int/
https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/
https://ec.europa.eu/growth/industry/innovation/facts-figures/scoreboards_en


3.  Evaluate ethical implications, supply chain sustainability, and social responsibility within 

business contexts. 

4. Develop practical skills through case studies, guest speakers, and group projects to promote critical 

thinking. 

5. • Foster a global perspective, innovative thinking, and effective communication for contributing 

to SDGs and lifelong learning. 

Course Outcomes 

 On completion of the course, student would be able to 

CO’s Course Outcomes 

CO1 Students will gain a comprehensive understanding of the 17 Sustainable 

Development Goals (SDGs) and their relevance to businesses. 

CO2 Students will be equipped with the knowledge to design and implement business 

practices that promote environmental sustainability, social equity, and economic 

inclusion, aligning business objectives with the SDGs. 

CO3 Students will learn to align Corporate Social Responsibility (CSR) efforts with the 

SDGs to create long-term value for both businesses and society. 

CO4 Students will gain the ability to measure and report on a company’s sustainability 

performance in relation to the SDGs, using frameworks like the Global Reporting 

Initiative (GRI), the UN Global Compact, and other sustainability metrics. 
 

CO PO Mapping 

 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 2 2 1 2 1 2 2 2 1 1 

CO2 3 3 2 3 2 1 - - 2 1 1 2 

CO3 3 3 3 - 2 1 1 2 2 2 2 2 

CO4 3 3 2 3 3 1 1 1 1 1 2 3 

 

CO PSO Mapping 

 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 32 2 - - 3 

CO2 3 3 3 1 1 

CO3 3 3 3 2 1 

CO4 3 3 1 1 1 

 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 

 

Syllabus 

Unit 1: Introduction to Sustainable Development Goals in Business 
 

 

11 



1.1 Introduction to Sustainable Development:Glimpse into History and Current Practices - 

Broad introduction to SD - its importance,need, impact, and implications;  

 

1.2 definition coined; evolution of SDperspectives (MDGs AND SDGs) over the 

years; recent debates; 1987 Brundtland Commission and outcome; later UN summits 

(Rio summit, etc.) and outcome 

 

1.3 Ecosystem & Sustainability: Fundamentals of ecology - types of ecosystems 

&interrelationships, factors influencing sustainability of ecosystems, eco system restoration - 

developmental needs.  

 

1.4 Introduction to sustainability & its factors, requirements for sustainability: food security 

and agriculture, renewable resources – water and energy, non-renewable resources, factors 

and trade-offs, sustainability conflicts, a conceptual framework for linking sustainability and 

sustainable development. 

 

 

Unit 2: Dimensions and Initiatives of  Sustainable Development 

 
11 

2.1 Dimensions to Sustainable Development -society, environment, culture, and economy; 

current challenges - natural, political, socio-economic imbalance 

2.2 sustainable development initiatives and policies of various countries: global, regional, 

national, local; needs of present and future generation -political, economic, environmental.  

2.3 Gauging Sustainable Development -Sustainability and development indicators and SDGs, 

UN’s outlook of sustainable development and efforts, UN SDGs - structure, governance and 

partnerships  

2.4 Communities / society: ensuring resilience and primary needs in society; biosphere: 

development within planetary boundaries; strengthening institutions for sustainability; shaping 

a sustainable economy 

 

Unit 3: Frameworks and Metrics for Sustainability Assessment 12 

3.1 Frameworks of Sustainability – Analytical frameworks in sustainability studies, 

sustainability metrics: criteria and indicators; the significance of quantitative and qualitative 

assessments of sustainability  

3.2 Current metrics and limitations; metrics for mapping and measuring sustainable 

development; application of the metrics in real scenarios 

 

Unit 4: Model Crafting and Workflow 11 

Design for Sustainable Ventures 

4.1 17 Goals - 17 Groups – Each Goal is one Business opportunity - SDG represents a 

unique business opportunity, Business Plan – a roadmap to guide your business's growth and 

impact, Model Making/ Workflow - Create a detailed model or workflow that outlines how 

your business operates (K, L, A) 

4.2 Strategies to develop the business to achieve Goals - business operations and strategies 

with the specific SDG to create positive change 

 



Scheme of Evaluation: 

A. Continuous Internal Assessment (CIA) Scheme:  

Components Attendance Group 

Presentation 

(Topic) 

 

Project 

Report 

Submission 

 

Project 

Report 

Presentaion 

 

Publication 

 

Total 

Max. Marks 10 20 50 10 10 100 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

Text Books: 

1.Franco, I.B. and Tracey, J. (2019), "Community capacity-building for sustainable 

development: Effectively striving towards achieving local community sustainability 

targets", International Journal of Sustainability in Higher Education, Vol. 20 No. 4, 

pp. 691-725 

2. Our Common Journey: A Transition Toward Sustainability. National Academy 

Press, Washington D.C. Soubbotina, T. P. 2004. 

3. Elliott, Jennifer. 2012. An Introduction to Sustainable Development. 4th Ed. 

Routledge, London. 

Reference Books: 

1.Rogers, Peter P., Kazi F. Jalal, and John A. Boyd. "An introduction to sustainable 

development." (2012). 

2. Sachs, J. D. 2015. The Age of Sustainable Development. Columbia University 

Press, New York. 

3. Soubbotina, Tatyana P. 2004. Beyond Economic Growth: An Introduction to 

Sustainable Development. WBI learning resources series. Washington DC ; World 

Bank. 

e-Material: 

 

Students must browse the following web sites to enhance their knowledge in the subject and 

can take the exercised as advised from time to time in consultation with faculty member. 

• www.himpub.com  

• www.trai.gov.in  

• www.investindia.gov.in  

• www.simpli.com 

 

https://w   Activity Based Learning/Practical Based Learning:  

6. https://nptel.ac.in 

7. https://swayam.gov.in 

 

Beyond Syllabus 

http://www.himpub.com/
http://www.trai.gov.in/
http://www.investindia.gov.in/
http://www.simpli.com/
https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/


  United Nations SDG Framework: Study how the SDGs were established by the UN in 2015 and how 

they are framed within the 2030 Agenda for Sustainable Development. 

  International Agreements and Protocols: Explore key international agreements like the Paris Climate 

Agreement (on climate action), Convention on Biological Diversity, UN Framework Convention on 

Climate Change (UNFCCC), and how they align with SDGs. 

  SDG Targets and Indicators: Go deeper into the targets and indicators for each SDG to understand the 

measurable outcomes for each goal. 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME: MASTER OF BUSINESS ADMINISTRATION 

 

01BMBAF24361 MERGERS, ACQUISITIONS, AND RESTRUCTURING 

Course Frame Work 

Credits: L-T-P: 4- 0- 0 Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

 

The course aims to understand the basic concepts such as 

• Understand the fundamentals of corporate restructuring, mergers, and acquisitions, including their objectives, 

types, and strategic significance. 

• Analyze the merger and acquisition process, theories, success factors, and challenges. 

• Evaluate various deal structuring techniques, negotiation strategies, and payment methods in M&A 

transactions. 

• Interpret relevant acts, policies, and regulations governing M&A, including SEBI regulations and competition 

laws. 

• Apply valuation models and financial techniques to assess target companies in M&A deals. 

• Examine taxation implications, post-merger challenges, and real-world case studies of M&A in both Indian and 

international contexts. 

Course Outcomes: On completion of the course, student would be able to 

 

CO’s Course Outcomes 

CO1 Understand the fundamentals of mergers and acquisitions (M&A) and their role in corporate 

restructuring. 

CO2 Analyze the various types of M&A transactions and their implications for companies. 

CO3 Evaluate the strategic motivations behind M&A activities and their impact on stakeholders. 

CO4 Examine the legal and regulatory frameworks governing M&A transactions. 

CO5 Assess the financial aspects of M&A, including valuation methods and financing options. 
 

MERGERS, ACQUISITIONS, AND RESTRUCTURING 



 

CO PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 - 1 1 - - - - - - 1 

CO2 2 3 2 2 2 1 - 1 - - 1 1 

CO3 1 3 - 3 1 2 - 2 - - - 1 

CO4 1 3 - 2 2 - - 3 - - - 2 

CO5 2 2 1 3 3 - - 1 - - 3 1 

 

 

 

 

CO PSO1 PSO2 PSO3 PSO4 PSO5 PSO6 

CO1 3 - 2 - 1 - 

CO2 - 3 1 - - 2 

CO3 1 - 3 2 - - 

CO4 - 1 - 3 2 - 

CO5 2 2 - 1 3 3 

 

 

 
>70-100 >40 &<70 <40 

3 2 1 

Syllabus Hours 

Unit – 1 15 

Unit 1: Basics of Corporate Re-structuring, Mergers and Acquisitions  

1.1  Meaning of Corporate Restructuring, various forms of Corporate Restructuring, Objectives of mergers, types of 

mergers, Horizontal, Vertical, Conglomerate.  

1.2  The Merger and Acquisition Process, Theories of Merger, Success and failure of Merger & Acquisition.  

1.3 De-merger, spin offs, split ups, split offs, Reverse Merger. Difference between Demerger and Reverse Merger. 

Takeover Tactics and Takeover Defenses. 

Unit – 2 15 

Unit 2: Negotiation, Deal Structuring and Methods of Payment in Mergers and Acquisitions 

2.1 Structuring of transactions, regulatory approval, deal making in India. 

2.2 Methods of payment in M&A, distinction between stock and cash transactions,  

2.3 Exchange Ratios in M&A Deals.  

Unit – 3 15 

Unit 3: Introduction to Acts and policies & Mergers and Acquisitions: Applications and Cases 

3.1 Amalgamation as per AS-14 and IFRS. Merger Aspects under Competition Law, Competition Bill 2002.  



3.2 SEBI regulations on Takeovers in India (Takeover Code), Role of Merchant Bankers in Mergers & Acquisition. 

3.3 Concept of Value of a Company, Firm Valuation Models on Merger & Acquisition - DCF Model, Comparable 

Company, Book Value, Adjusted Book Value, Enterprise Value, Three Stage growth model, Swap Ratio.  

3.4 Valuation Practices in India, LBO, MBO. 

Unit – 4 15 

Unit 4: Valuation of Target Companies Taxation Aspects in M&A  

4.1 Tax Implications: Tax Concession to amalgamated company, tax concession to amalgamating company in case of 

Merger & Acquisition. Tax aspects related to demergers.  

4.2 Cases on Mergers and Acquisitions: Indian and International context. 

4.3 Post-Merger Issues and Challenges. 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books & References 

1. Sheeba Kapil and Kanwal Kapil, Mergers and Acquisitions, 2 Edition, Wiley India Pvt Ltd., 

2.  Prasanna Chandra, Financial Management, 11 Edition, Tata McGraw Hill 

3. Prasad G Godbole: Mergers, Acquisitions and Corporate Restructuring, Vikas Publishing House 

4. Gaughan: Mergers, Acquisitions and Corporate Restructuring, John Wiley 

5. Krishnamurti and Vishwanathan : Mergers and Acquisitions, Sage Publishing 

 



E-Material: 

1) https://production-cms.bsm.upf.edu/sites/default/files/2021-07/Mergers%20and%20Acquisitions_1.pdf?  

2) https://www.researchgate.net/publication/351380565_Literature_Review 

3) https://mgcub.ac.in/pdf/material/20200413024453f1ed3af3b5.pdf  

 

 

Activity Based Learning/Practical Based Learning:  

1. https://nptel.ac.in/ 

2. https://swayam.gov.in/  

 

Beyond Syllabus 

• Visualizations:  

• Donnelley Financial Solutions, Orgvue, ShareVault, Quest Software, MoneySoft's DealSense Excel, Mergers, 

Acquisition and restructuring softwares. 

Certifications: Certificate in Mergers, Acquisition and restructuring (NPTEL/SWAYAM). 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

01BMBAF24362: Derivatives Markets and Risk Management Syllabus 

Course Frame Work 

Credits: L-T-P: 4 - 0 - 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours:  60 Total Contact Hours: 60 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• Understand the concept of risk management and the types of business risks. 

• Analyze the foreign exchange market, including FOREX rates, transactions, and the concept of interest rate parity. 

• Evaluate option pricing models, including the Binomial Model and Black-Scholes Model, and their assumptions. 

• Analyze the payoff structures of options on futures and the valuation of interest rate options like caps, floors, and 

collars. 

Course Outcomes: On completion of the course, student would be able to:  

https://production-cms.bsm.upf.edu/sites/default/files/2021-07/Mergers%20and%20Acquisitions_1.pdf?
https://www.researchgate.net/publication/351380565_Literature_Review
https://mgcub.ac.in/pdf/material/20200413024453f1ed3af3b5.pdf
https://nptel.ac.in/
https://swayam.gov.in/


CO’s Course Outcomes 

CO1 Demonstrate a comprehensive understanding of derivatives, including forwards, 

futures, swaps, and options, and explain their role in managing financial and business 

risks. 

CO2 Analyze the pricing mechanisms of derivatives, including arbitrage, convergence, and 

interest rate parity, and evaluate their applications in hedging, speculation, and 

arbitrage. 

CO3 Apply derivative instruments and strategies, such as hedging, optimal hedge ratios, and 

spread strategies, to solve real-world financial risk management problems. 

CO4 Create advanced derivative strategies using exotic options, credit derivatives, and 

interest rate derivatives to address complex financial challenges and optimize risk-

return outcomes. 
 

Derivatives Markets and Risk Management 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 1 2 3 - - 1 2 2 2 3 

CO2 3 3 2 3 3 - - 1 2 2 3 3 

CO3 3 3 3 3 3 - - 2 3 3 3 3 

CO4 3 3 3 3 3 - - 2 3 3 3 3 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 3 2 2 1 

CO2 3 3 2 2 1 

CO3 3 3 3 2 2 

CO4 3 3 3 2 2 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

Unit 1: Introduction to Derivatives & risk Management 15 

1.1 Introduction, Managing Risk, Types of Business Risks.  

1.2 Derivatives, Products, Classification, participant, Evolution, Functions, Forward Contract, settlement of 

Forward Contract, Futures contract, Specifications of Futures contract, difference. 

1.3 Pricing, Arbitrage, Convergence, Relationship of futures price & expected spot price, benefit, commodity 

futures & economy, Difference of commodity & financial futures, Pricing. Problem 

1.4 Hedging, Perfect & imperfect hedge, Basis & Basis Risk, Optimal Hedge Ratio, Spread strategies. Problem 

Unit 2: Stock Index Futures, Currency Forwards & Futures, Interest rate Forwards 

& Futures 
15 

2.1 Index Futures, forward contracts & stocks, Future contract on indices & individual stocks, Features, 

specifications, pricing, Hedging, Speculation & arbitrage with stock index futures. 

2.2 Foreign exchange markets, foreign exchange risk, FOREX rates, transactions, Arbitrage, Hedging, Speculation 

& arbitrage, NDF – Evolution, Growth, Features, Interest rate parity 

2.3 Currency future – Trading, settlement, pricing, Hedging, Speculation & arbitrage.  

2.4 FRA – Introduction, settlement, Pricing, Hedging, Speculation & Arbitrage with FRA and T-Bills, Euro dollars, 

Treasury bond futures, Pricing T-Bonds, Duration & Modification, Interest rate futures in India. 



Unit 3: Interest rate & currency swaps & Pricing 15 

3.1 Features of Swap, Need, swap dealer, Applications, Rationale, Types, hedging, Features, Valuing Interest rate 

and currency swap, Commodity swaps, equity swaps.  

3.2 Terminology, call, Put, Quotations, Trading & settlement, Margins, Adjustment for corporate actions, Options 

other than stocks/indices, Difference options & futures/ forwards, Intrinsic value & time value, Boundary 

conditions for option pricing, arbitrage-based relationship of option pricing, Put call parity.  

3.3 Binomial Option Pricing Model, Equivalent portfolio approach for option valuation, Multi period Binomial 

Model, Binomial Model for Index options, Binomial Tree, Factors affecting option price, Black & Scholes Option 

Pricing Model – Assumption, Interpretation, Implied volatility.  

3.4 Delta & Delta Hedging, Theta, Gamma & Neutrality, Greek Letters, Hedging strategies with Options, Income 

generation with options, Option trading strategies, Forward start option, Binary or digital option, Chooser option, 

Shout option, Barrier options, Asian options, Other Exotics 

Unit 4: Credit Derivatives & Other derivatives 15 

4.1 Introduction & Meaning, Types of credit risks, Assessment of credit risk, Credit default swaps, Total return 

swap, Credit linked notes, collateralized debt obligations. 

4.2 Payoff of options on futures, Binomial model for future options, Valuation of futures options- Black’s Model, 

Interest rate options, Cap, Floor, Collar 

Develop 4 course learning objective and 4 Course outcome from each units based on revised blooms taxonomy. 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books: 

1) Hull, J. C. (2021). Options, futures, and other derivatives (11th ed.). Pearson. 

2) McDonald, R. L. (2012). Derivatives markets (3rd ed.). Pearson. 

3) Hull, J. C. (2021). Risk management and financial institutions (5th ed.). Wiley. 

Reference Books: 



1) Sundaram, R. K., & Das, S. R. (2010). Derivatives: Principles and practice. McGraw-Hill Education. 

2) Joshi, M. S. (2008). The concepts and practice of mathematical finance (2nd ed.). Cambridge University Press. 

3) Wilmott, P. (2013). Paul Wilmott introduces quantitative finance (3rd ed.). Wiley. 

e-Material: 

1) https://www.coursera.org/ 

2) https://www.edx.org 

3) https://nptel.ac.in  

Activity Based Learning/Practical Based Learning:  

3) https://nptel.ac.in 

4) https://swayam.gov.in 

Beyond Syllabus 

• Introduction to Cryptocurrency Derivatives: Bitcoin futures, Ethereum options, perpetual swaps 

• Case Studies: The rise and fall of FTX and its impact on crypto derivatives.  

 

 SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

 

01BMBAF24363: Strategic Financial Management Syllabus 

Course Frame Work 

Credits: L-T-P: 4 - 0 - 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• To equip students with the knowledge of strategic financial planning processes, financial modeling techniques, 

and their applications in corporate decision-making. 

• To enable students to apply risk and uncertainty analysis techniques to evaluate investment decisions and align 

them with corporate strategy. 

• To develop the ability to analyze and recommend strategies for corporate restructuring, mergers, acquisitions, 

and other expansion initiatives. 

• To provide students with the skills to evaluate leasing, venture capital, and innovative financing options to 

support organizational growth and financial sustainability. 

Course Outcomes: On completion of the course, student would be able to:  

https://www.coursera.org/
https://www.edx.org/
https://nptel.ac.in/
https://nptel.ac.in/
https://swayam.gov.in/


CO’s Course Outcomes 

CO1 Demonstrate an understanding of the strategic planning process, financial policy 

formulation, and the development of financial models to support corporate 

decision-making. 

CO2 Evaluate investment decisions under risk and uncertainty using advanced 

techniques such as sensitivity analysis, simulation, and risk-adjusted discount rates. 

CO3 Analyze the implications of corporate restructuring, mergers, acquisitions, and 

other expansion strategies on financial performance and organizational growth. 

CO4 Assess leasing and financing strategies, including innovative financial instruments, 

to optimize capital structure and funding decisions. 
 

Strategic Financial Management 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 3 2 3 3 - - 1 2 2 3 2 

CO2 3 3 2 3 3 - - 1 2 2 3 2 

CO3 3 3 2 3 3 - - 1 2 2 3 2 

CO4 3 3 2 3 3 - - 1 2 2 3 2 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 3 3 2 2 1 

CO2 3 3 2 2 1 

CO3 3 3 2 2 1 

CO4 3 3 2 2 1 

 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

Unit 1: Financial Policy and Strategic Planning 15 

1.1 Strategic Planning Process, Objectives and Goals, Major Kinds of Strategies and Policies, Corporate Planning. 

1.2 Process of Financial Planning, Types of Financial Plan. 

1.3 Financial Models, Tools or Techniques of Financial Modeling, Uses and Limitations of Financial Modeling, 

Applications of Financial Models, Types of Financial Models, Process of Financial Model Development. 

Unit 2: Investments Decisions under Risk and Uncertainty 15 

2.1 Techniques of Investment Decision – Risk Adjusted Discount Rate, Certainty Equivalent Factor, Statistical 

Method, Sensitivity Analysis and Simulation Method. 

2.2 Corporate Strategy and High Technology Investments. 

Unit 3: Expansion and Financial Restructuring 15 

3.1 Corporate Restructuring, Mergers and Amalgamations, reasons for Merger, Benefits and Cost of Merger. 

3.2 Takeovers, Business Alliances, Managing an Acquisition, Divestitures.  



3.3 Ownership Restructuring, Privatization, Dynamics of Restructuring, Buy Back of Shares, Leveraged Buyouts 

(LBOs), Divestiture, Demergers. 

Unit 4: Leasing & Financing Strategy 15 

4.1 Importance, Types, Tax Considerations, and Accounting Considerations, Evaluation of Lease from the point 

of view of Lessor and Lessee, Lease versus Buy Decision.  

4.2 Venture Capital, Concept and Developments in India, Process and Methods of Financing, Fiscal Incentives. 

4.3 Innovative Sources of Finance, Asset Backed Securities, Hybrid Securities namely Convertible and Non-

Convertible Debentures, Deep Discount Bonds, Secured Premium Notes, Convertible Preference Shares, Option 

Financing, Warrants, Convertibles and Exchangeable Commercial Paper.  

4.4 Case Studies in Strategic Financial Management, Application of learning in simulations 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

Text Books: 

1) Brigham, E. F., & Ehrhardt, M. C. (2020). Financial Management: Theory and Practice (16th ed.). Cengage 

Learning. 

2) Damodaran, A. (2012). Strategic Risk Taking: A Framework for Risk Management. Pearson Education. 

3) Pandey, I. M. (2022). Financial Management (12th ed.). Vikas Publishing House. 

Reference Books: 

4) Ross, S. A., Westerfield, R. W., & Jaffe, J. (2019). Corporate Finance (12th ed.). McGraw-Hill Education. 

5) Shapiro, A. C., & Hanouna, P. (2019). Multinational Financial Management (11th ed.). Wiley. 

6) Copeland, T. E., Weston, J. F., & Shastri, K. (2013). Financial Theory and Corporate Policy (4th ed.). Pearson. 

e-Material: 

1) https://www.coursera.org/ 

2) https://www.edx.org 

3) https://nptel.ac.in  

  

https://www.coursera.org/
https://www.edx.org/
https://nptel.ac.in/


Activity Based Learning/Practical Based Learning:  

5) https://nptel.ac.in 

6) https://swayam.gov.in 

Beyond Syllabus 

• Emerging Trends: Explore the impact of fintech, blockchain, and AI on financial management and 

decision-making. 

• Ethical Considerations: Discuss ethical dilemmas in financial decision-making, such as insider trading, tax 

avoidance, and corporate governance. 

 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBAR 

 

01BMBAM24361: Digital  Marketing  

Course Frame Work 

Credits: L-T-P: 4- 0- 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

1. Demonstrate understanding of key digital marketing concepts, including SEO, SEM, content marketing,  

2. Design and implement effective digital and social media marketing campaigns using tools such as Google 

Ads, Meta Business Suite, and analytics platforms. 

3. Evaluate digital marketing performance using KPIs and analytics tools like Google Analytics, and make data-

driven decisions to optimize campaigns. 

4. Identify and apply ethical, legal, and regulatory considerations in digital marketing, including data privacy, 

transparency, and responsible content sharing 

Course Outcomes 

 On completion of the course, student would be able to 

CO’s Course Outcomes 

CO1 Explain the fundamental principles and tools of digital and social media marketing. 

CO2 Develop strategic digital marketing plans incorporating SEO, content creation, 

social media, email marketing, and paid advertising. 

CO3 Use digital analytics tools to measure campaign performance and derive actionable 

insights. 

CO4 Demonstrate ethical practices and legal compliance in digital and social media 

marketing activities. 
 

CO PO Mapping 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 2 2 3 - - 1 2 2 - 2 

CO2 3 3 3 3 3 - - - 3 3 2 2 

https://nptel.ac.in/
https://swayam.gov.in/


CO3 2 3 2 3 3 - - - 2 2 2 3 

CO4 2 1 1 2 2 3 2 3 2 2 - 2 
 

CO PSO Mapping 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 2 2 2 1 

CO2 3 3 3 3 3 

CO3 3 3 2 2 1 

CO4 2 2 2 2 3 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 

Syllabus 
 

Unit I: Introduction to digital marketing 

 

15 

 

1.1Online marketplace analysis: microenvironment, The Internet macro-environment.  

1.2 E-Marketing Plan: Overview of the E-Marketing Planning Process – Creating an E Marketing Plan– A Seven-

Step E-Marketing Plan  

1.3The E-Marketing Environment: Overview of Global E-Marketing Issues – Country and Market Opportunity 

Analysis – Technological Readiness Influences Marketing – Wireless Internet Access – 

1.4 The Digital Divide Ethical and Legal Issues – Privacy – Digital Property – Online Expression – Cyber Security –

Cyber Crime. 

UNIT-II: E-Marketing Research 15 

2.1 Data Drive Strategy – Marketing Knowledge Management –Monitoring Social Media – Technology-Enabled 

Approaches – Real-Space Approaches  

2.2 Marketing Databases and Data Warehouses – Data Analysis and Distribution – Knowledge Management Metrics 

– 

2.3 Consumer Behaviour Online – Segmentation – Targeting –Differentiation – Positioning Strategies.  

2.4Data Analytics: Introduction, Key terms and concepts. Working with data. Setting objectives, goals and KPIs. 

Tracking and collecting data. Analysing data. Advantages and challenges. 

UNIT-III E-Marketing Management and Social Media Channels 15 

3.1 Product – Products on Internet – Creating Customer Value Online Product Benefits – E-Marketing Enhanced 

Product Development – Price – Change in Pricing Strategies  

3.2Buyer and Seller Perspectives – Payment Options – Pricing Strategies  Distribution– Online Channel 

Intermediaries – Distribution Channel Length and Functions – Channel Management and Power – Distribution 

Channel Metrics. 



3.3 Social media Channels Introduction, Key terms and concepts, Traditional media vs Social media. Social media 

channels: Social networking. Content creation, Bookmarking & aggregating and Location & social media. Tracking 

social media campaigns. Social media marketing: Rules of engagement. Advantages and challenges. 

3.4Social Media Strategy Introduction, Key terms and concepts. Using social media to solve business challenges. 

Step-by-step guide to creating a social media strategy. Documents and processes. Dealing with opportunities and 

threats. Step-by-step guide for recovering from an online brand attack. Social media risks and challenges. 

UNIT-IV Search Engine Optimisation (SEO)                 15 

4.1Search Engine Optimisation (SEO) Introduction, Understanding SEO. Search engine friendly 

website structure. SEO and key phrases. Link popularity. User insights. Benefits and challenges. 

Content Marketing: Introduction, Key terms and concepts, meaning, Strategic building blocks. 

Content creation. Advantages and challenges. 

4.2Search Advertising: Introduction, Key terms and concepts. Advertising in search. The elements of 

a search ad. Targeting options. Bidding and ranking for search ads. Tracking. Advantages and 

challenges. 

4.3Online Advertising: Introduction, Key terms and concepts. Types of display adverts. Payment 

models for display Advertising. Getting your ads online. Targeting and optimising. Step-by-step 

guide to online Advertising. Advantages and challenges. 

4.4Affiliate Marketing: Introduction, Key terms and concepts. The building blocks of affiliate 

marketing. Setting up a campaign. Advantages and challenges. 

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

Text Books: 

1. Digital Marketing: Strategy, Implementation and Practice"-Dave Chaffey & Fiona Ellis-Chadwick 

 



2. "Social Media Marketing: A Strategic Approach"-Melissa Barker, Donald I. Barker, Nicholas F. Bormann 

& Krista E. Neher 

Focused on building and executing social media strategies with real-world examples. 

3. "Digital and Social Media Marketing: A Results-Driven Approach"-Aleksej Heinze, Gordon Fletcher, 

Tahir Rashid & Ana Cruz 

Great for students and professionals; emphasizes ROI and strategy in digital campaigns. 

 

Reference Books: 

1. "Digital Marketing for Dummies"-Ryan Deiss & Russ Henneberry 

 

2. "Jab, Jab, Jab, Right Hook: How to Tell Your Story in a Noisy Social World"-Gary Vaynerchuk 

 

3. "Marketing 5.0: Technology for Humanity"- Philip Kotler, Hermawan Kartajaya & Iwan Setiawan 

e-Material: 

https://learndigital.withgoogle.com/digitalgarage/course/digital-marketing 

https://neilpatel.com/what-is-digital-marketing/ 

 

https://w   Activity Based Learning/Practical Based Learning:  

3. https://nptel.ac.in 

4. https://swayam.gov.in 

 

Beyond Syllabus 

Neuromarketing & Consumer Psychology 

AI in Marketing (Prompt Engineering & Automation) 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBAR 

01BMBAM24362: Sales and Distribution Management Syllabus 

Course Frame Work 

Credits: L-T-P: 4- 0- 0    Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives 

The course aims to understand the basic concepts such as 

  To Understand the Fundamentals of Sales Management. 

 To develop skills for Effective Sales Force Management 

 To analyze and optimize Distribution Channels. 

 To apply Logistics and Supply Chain Management Principles 

 

Course Outcomes 

On completion of the course, student would be able to 

https://learndigital.withgoogle.com/digitalgarage/course/digital-marketing
https://neilpatel.com/what-is-digital-marketing/
https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/


 

CO’s Course Outcomes 

CO1 Understanding sales management and analyze the challenges faced in sales 

management and apply methods to overcome them. 

CO2 Effective Management of Sales Force 

CO3 Managing Distribution Channels and apply strategies for channel design and 

management. 

CO4 Analyze different transportation modes and their role in supply chain 

effectiveness. 
 

Sales and Distribution Management 

CO PO Mapping 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 3 2 3 2 1 - 2 2 2 2 3 

CO2 3 2 2 3 3 2 - 1 3 3 2 2 

CO3 3 3 3 3 2 2 1 2 3 2 3 3 

CO4 3 3 2 3 3 1 3 1 2 1 3 3 

CO PSO Mapping 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 3 3 2 1 2 

CO2 3 3 3 2 2 

CO3 3 3 3 3 3 

CO4 3 3 2 3 2 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus 

Unit 1: Nature, Scope of Sales Management & Selection of Sales Personnel 

 

Hours 

1.1 Objectives, functions and  

1.2 Importance of sales management Challenges of Sales Management, 

1.3  Selling Process 

1.4 Process of Recruitment of Sales force and Steps in Selection  

 

15 

Unit 2: Managing the Sales Force   

2.1 Functions of Sales Training Programs;  

2.2 Methods of Training the Sales Personnel;   

2.3 Designing and Administering Compensation Plans. 

15 

 

 



 

Unit-3: Managing Distribution Channels   

3.1. Distribution Management - Introduction, need and 

scope;                                      

3.2 Scope of Distribution Channels Functions of Channels -Strategies and levels, 

3.3 Retailing and wholesaling  

3.4 Designing channel systems and channel management.  

 
 

15 
 
 

Unit 4 : Basics of Logistics and Supply chain Management  

4.1 Logistics - Scope, definition and components.  

4.2 Managing Inventory & warehousing  

4.3 Transportation - Scope, Modes and role in Supply Chain effectiveness 

4.4 Use of Information Technology in Online Selling and Goods tracking. 

 
 
 

15 

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 



Text Books 

1) Thomas N. Ingram, Raymond W. LaForge, Ramon A. Avila, Charles H. Schwepker Jr., Michael R. Williams (2019), “Sales 

Management: Analysis and Decision Making”, Routledge publications 

2) Mark W. Johnston, Greg W. Marshall (2013), “Sales Force Management”, McGraw-Hill Education 

3) Michael Levy, Barton Weitz, Dhruv Grewal (2018), “Retailing Management”, McGraw-Hill Education 

4)  Michael H. Hugos (2018), “Essentials of Supply Chain Management”, Wiley 

Reference Books 

1. Sunil Chopra, Peter Meindl (2015) “Supply Chain Management: Strategy, Planning, and Operation”, Pearson  

2. Charles M. Futrell “Fundamentals of Selling: Customers for Life through Service”, McGraw-Hill Education 

e-Material 

3. https://ycmou.ac.in/media/publication/ycmou_book/SNP_YB_143.pdf  

4. https://www.mlritm.ac.in/assets/img/LOGISTICS%20SUPPLY%20CHAIN%20MANAGEMENT.pdf 

  

Activity Based Learning/Practical Based Learning:  

7) https://nptel.ac.in 

8) https://swayam.gov.in 

 

Beyond Syllabus 

4. Industry Trends & Future Developments: Dark Stores & Micro-Fulfillment Centers Explore the impact of fast deliveries (e.g., 

Amazon Prime, Blinkit, Zepto) 

5. Global Perspective-Study International models.Eg: Amazon’s logistics Mastery-Hoe to manage last-mile delivery 

6. Digital Marketing Experience: Run social media marketing experiments (e.g., Instagram Reels vs. LinkedIn posts) 

 

 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBAR 

 

01BMBAM24363: SERVICE MARKETING 

Course Frame Work 

Credits: L-T-P: 4- 0- 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

1. To understand the unique nature of services and the key differences between goods and services. 

2. To gain knowledge of consumer behavior in service environments and factors influencing customer satisfaction. 

3. To learn how to formulate and apply the extended marketing mix (7Ps) specifically for service-based offerings. 

4. To understand the frameworks for measuring service quality and the importance of customer relationship 

management and service recovery. 

Course Outcomes 

https://ycmou.ac.in/media/publication/ycmou_book/SNP_YB_143.pdf
https://www.mlritm.ac.in/assets/img/LOGISTICS%20SUPPLY%20CHAIN%20MANAGEMENT.pdf
https://nptel.ac.in/
https://swayam.gov.in/


 On completion of the course, student would be able to 

CO 

Code 
Course Outcome Description 

CO1 
Explain the fundamental concepts and characteristics of services, and distinguish 

between product and service marketing. 

CO2 
Analyze consumer behavior in service settings and identify key factors 

influencing service expectations and perceptions. 

CO3 

Develop effective service marketing strategies by applying the 7Ps of service 

marketing mix (Product, Price, Place, Promotion, People, Process, Physical 

Evidence). 

CO4 
Evaluate service quality using models like SERVQUAL and design strategies to 

manage customer relationships and service recovery. 
 

CO PO Mapping 

 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 1 1 2 1 1 1 2 2 1 1 

CO2 2 3 2 2 2 1 1 2 3 2 1 1 

CO3 3 3 3 3 3 2 2 2 3 3 2 2 

CO4 3 3 3 3 3 2 2 2 3 3 2 2 

 

 

 

CO PSO Mapping 

 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 2 2 1 2 

CO2 3 3 3 1 1 

CO3 3 3 3 2 1 

CO4 3 3 1 1 1 

 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 

 

Syllabus 
 
 

 

Hours 

Unit I: Introduction to marketing of services 15 

 

1.1 Marketing of Services - Introduction - Growth of the Service Sector - The Concept of Service - 

Characteristics of Services -Services vs Goods  

 

1.2- Classification of Services - Designing the Service Blueprinting, Using Technology –  

 

1.3 - Developing Human Resources - Building Service Aspirations. Importance of Services Marketing   



 

1.4 The Growth in Services – Global & Indian Scenarios, Distinctive Characteristics of Services - Four I’s of 

services - Intangibility, Inconsistency, Inseparability and Inventory. 

UNIT-II: Marketing mix in services marketing  15 

2.1 The seven Ps - Product Decisions - Pricing Strategies and Tactics - Promotion of Services and Placing or 

Distribution Methods for Services   

2.2 Additional Dimensions in Services Marketing - People, Physical Evidence and Process – Internet as a service 

channel.   

2.3 Pricing Services, Role of Non-Monetary Costs Revenue Management, Yield Management  

2.4 Promoting Services- Strategic Service Communication, Promoting Tangibles and overcoming problems of 

intangibility, Crafting Effective Messages, Services Marketing Communication Mix 

UNIT-III Strategic Marketing Management for Services  

 

15 

3.1 Matching Demand and Supply through Capacity Planning and Segmentation - Internal Marketing of a Service - 

External versus Internal Orientation of Service Strategy.   

3.2People in Services, Role and importance of human resource in service delivery, Effective HRM Practices, Service 

Culture and Leadership  

3.3 Managing Service Employees: Importance and roles of contact personnel; Managing service delivery employees.  

3.4Managing Customers and strategies for enhancing customer participation; Customer protection and ethics in 

services. 

UNIT-IV Delivering Quality Services and other areas                                                15 

4.1Causes of Service-Quality Gaps - The Customer Expectations versus Perceived Service Gap - 

Factors and Techniques to Resolve this Gaps in Service 

4.2 Quality Standards, Factors and Solutions - The Service Performance Gap   

4.3 Key Factors and Strategies for Closing the Gap - Developing Appropriate and Effective 

Communication about Service Quality 

4.4Marketing of Services with special reference to Financial Services - Health Services - Hospitality 

Services including Travel, Hotels and Tourism - Professional Services - Public Utility Services - 

Communication Services - Educational Services. 

 

  

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  



 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books: 

• Services Marketing: Integrating Customer Focus Across the Firm" (7th Edition) 

Authors: Valarie A. Zeithaml, Mary Jo Bitner, Dwayne D. Gremle 

• "Essentials of Services Marketing" (3rd Edition) 

Authors: Jochen Wirtz, Christopher Lovelock, Jayanta Chatterjee, Gopal Das 

Reference Books: 

• "Services Marketing in Asia" (2nd Edition) 

Authors: Christopher Lovelock, Jochen Wirtz, Hean Tat Keh, Xiongwen Lu 

• "Marketing Services" 

Authors: Leonard L. Berry, A. Parasuraman 

 

https://w   Activity Based Learning/Practical Based Learning:  

5. https://nptel.ac.in 

6. https://swayam.gov.in 

 

Beyond Syllabus 

  Digital Transformation in Service Marketing: Discuss how digital technologies like Artificial Intelligence, 

Machine Learning, and big data are reshaping the way services are marketed. 

  Omni-channel Marketing: Teach how to integrate online and offline channels for a seamless customer 

experience. 

  Personalization and Customization: Explore strategies for personalizing services based on customer data and 

preferences. 

https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/


 

  

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

 

01BMBAH24361: Strategic Human resource management 

Course Frame Work 

Credits: L-T-P: 4 - 0 - 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• Understand the evolution and framework of Strategic Human Resource Management (SHRM) and its 

alignment with business strategies. 

• Analyze the strategic integration of HR functions and their impact on organizational performance. 

• Apply HRIS concepts to enhance HR functions and decision-making processes. 

• Design and evaluate HRIS implementations to address organizational needs and challenges. 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Explain the evolution of SHRM, its objectives, and its importance in aligning HR 

practices with business and corporate strategies. 

CO2 Evaluate the role of HR in strategy formulation and implementation, including 

workforce diversity, retention, and change management, to achieve competitive 

advantage. 

CO3 Utilize HRIS tools and technologies to improve HR administration, talent 

management, and recruitment processes in a digital context. 

CO4 Develop a cost-benefit analysis for HRIS implementation and propose solutions to 

address privacy, security, and international HRM challenges. 
 

Strategic Human resource management 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 1 2 1 1 1 2 2 2 1 2 

CO2 3 3 2 3 2 2 1 2 3 2 2 2 

CO3 3 3 3 3 3 1 1 2 2 2 2 3 

CO4 3 3 3 3 3 1 1 2 2 2 3 3 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 3 2 2 2 2 

CO2 3 3 3 2 2 

CO3 3 3 3 2 2 

CO4 3 3 3 2 2 

 



 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

UNIT I: Introduction to SHRM  15 

1.1 Evolution of Strategic Human Resource Management (SHRM); Introduction to Business and Corporate 

Strategies; Objectives of SHRM; Importance of Strategic HR Management  

1.2 The framework of SHRM, Key Stakeholders in Strategic HR Management; HR, SHRM & Corporate Strategy; 

Challenges in SHRM  

1.3 Resource Based View of a Firm; SHRM: Universalistic, Contingency and Configurational Approaches. 

Unit-II: Integrating Strategy and HR Functions 15 

2.1 Importance of HR in Strategy Formulation; Strategic Approach to HR Functions (planning, acquisition, 

training, development, reward and compensation) 

2.2 Strategic Management of Turnover and Retention, Retirement, Managing Workforce Diversity; Strategic 

change, Restructuring and SHRM  

2.3 Matching Culture with Strategy; Behavioral Issues in Strategy Implementation; SHRM and Business 

Performance  

2.4 SHRM for Competitive Advantage; Evaluating SHRM Effectiveness; Trends and Issues in SHRM, Human 

Resource Strategy in International Context 

UNIT III: Human Resource Information Systems 15 

3.1 History and Overview of Technology in HR; Evolution of HRIS 

3.2 Database Concepts and Applications in HRIS; Systems Considerations in Design of an HRIS 

3.3 HR Administration and HRIS; Talent Management, Recruitment and Selection in an Internet Context 

 3.4 Training and Development for HRIS Implementation; Challenges in HRIS Applications. 

Unit-IV: Managing HRIS Implementations 15 

4.1 Systems Development Life Cycle and HRIS Need Analysis; System Design and Acquisition 4.2 HRIS Cost-

Benefit Analysis, Performance Management, Compensation, Benefits, Payroll and HRIS  

4.3 HRIS and International HRM; HRIS Privacy and Security; HRIS and Social Media; The Future of HRIS 

 4.4 Emerging Trends in HRM and IT; Importance of HRIS in People Analytics; Importance of HRIS in Driving 

Productivity. 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 



Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books: 

1) Mello, J. A. (2019). Strategic HRM (5th ed.). Cengage Learning. 

2) Das, P. (2020). Strategic human resource management. Cengage Learning. 

3) Greer, C. R. (2021). Strategic human resource management (6th ed.). Pearson.  

 

Reference Books: 

1)Strategic Human Resource Management: An HR Professional's Toolkit, Karen Beaven. 

2) Human Resource Management, Gary Dessler. 

 

e-Material: 

1) https://www.coursera.org/ 

2) https://www.edx.org 

3) https://nptel.ac.in  

  

Activity Based Learning/Practical Based Learning:  

1) https://nptel.ac.in 

2) https://swayam.gov.in 

 

Beyond Syllabus 

1) Agile HR and Future of Work :  How HR can adapt to the future of work, including remote work, gig 

economy, and flexible work arrangements. 

2) People Analytics and Big Data in HR : How to collect, analyze, and interpret HR data to improve workforce 

performance. 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBA 

 

01BMBAH24362: PERFORMANCE AND COMPENSATION MANAGEMENT 

Course Frame Work 

Credits: L-T-P: 4- 0- 0  Total Credits: 4 

https://www.coursera.org/
https://www.edx.org/
https://nptel.ac.in/
https://nptel.ac.in/
https://swayam.gov.in/


Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

•  The human interactions in an organization, 

• To understand the driving force that influences individuals and helps to achieve better results in & attain 

business goals. 

• To understand and design the communication channels and leadership structures that can reinforce 

organizational culture. 

• Organizational behavior can assist in fostering leadership, pro-activity and creative problem-solving. 

. 

Course Outcomes 

 On completion of the course, student would be able to 

CO’s Course Outcomes 

CO1 Explain performance management concepts, appraisal methods, and ethical 

considerations. 

CO2 Describe compensation types, components, and retention strategies. 

 

CO3 Identify performance-based pay systems, incentive plans, and managerial 

compensation. 

CO4 Analyze reward systems and non-financial benefits for employee motivation. 
 

 

 

CO PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 3 2 3 2 1 1 3 2 2 1 2 

CO2 3 3 2 3 2 1 1 2 2 2 2 2 

CO3 3 3 3 3 2 1 1 2 2 2 2 2 

CO4 3 3 2 3 2 1 1 2 2 2 1 2 

 

CO PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 3 2 1 3 

CO2 2 3 2 1 2 

CO3 3 3 2 2 2 

CO4 2 3 2 1 3 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 



Syllabus Hours 

Unit I Overview of Performance management System 15 

1.1 Concept and objectives of performance management system, Performance appraisal and performance management, 

Performance Management – definition, objectives, need and measurement  

1.2 Process of performance appraisal, issues and challenges in performance appraisal, documentation of performance 

appraisal, Methods of Performance appraisal – traditional methods, modern methods with advantages and 

disadvantages of each - appraisal interviews, performance feedback and counselling, use of technology and e-PMS, 

Ethical perspectives in performance appraisal. 

Unit II Compensation Management 15 

2.1 Compensation – Definition, Classification and Types. Components of remuneration- basis pay, dearness 

allowance, flat and indexed DA, allowances, and reimbursement  

2.2 Determining Compensation, Compensation Approaches. Compensation as a Retention Strategy, Financial and 

non-financial compensation 

Unit III Wage Determination Practices 15 

3.1 Performance Based Pay Systems, Incentives - incentive plans, developing effective incentive plans. Gain Sharing 

Incentive Plan – Enterprise Incentive Plan – Profit Sharing Plan- ESOPs – Compensation Management in Multi-

National organisation.  

3.2 Competency-Based Pay, Skill-Based Pay, Team Based Rewards, Gainsharing, Profit Sharing Profit-Related Pay 

and Beyond Other Cash Payments and Allowances Overtime Payments Attendance Bonuses, Shift Pay, Clothing 

Allowances, Honoraria, Payments for Qualifications, Pay for Person, Pay for Excellence. 

3.3 Managerial Compensation and Rewards, Sales Force Incentive Programmes, Competency based Pay- 

Framework, Model and Challenges; Pay for Performance: Steps involved in the design for pay for performance - 

Intent; Eligibility; Participation; Performance and Goal Criteria-Measurements; Funding; Pay Outs and Timing; 

Benefits Impact & Administration; Evaluation.  

Case Study: Performance and Compensation Management at Intel 

Unit IV Pay for Performance, Competence 15 

  

4.1 Reward systems, Perceptions of Pay Fairness – the legal environment, Legal Constraints  

on Pay Systems. Employee Benefits. - retirement benefits, perquisites, non-monetary benefits.  

4.2 Role of Non-financial Benefits/Rewards on Employee Motivation, Types of Non-financial  

Benefits/Rewards, Planning the Nonfinancial Benefits/Rewards,   

4.3 Heineken’s Refreshing Approach to Reward, Non-financial Metrics Intellectual Capital  

Assessment and Market Implications of Human Capital, Recognition, Praise, Learning and  

Development, Achievement, Value Addition in Personality Others.  

Case Study: Performance and Compensation Management at Starbucks 

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 



Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books: 

1. Bhattacharyya, D. K. (2011). Performance management systems and strategies. Pearson Education India. 

2. Bagchi, S. N. (2013). Performance management (2nd ed.). Cengage Learning India Pvt Ltd. 

3. Goel, D. (2023). Performance appraisal and compensation management (3rd ed.). PHI Learning Pvt. Ltd. 

4. Goel, D. (2023). Performance appraisal and compensation management (3rd ed.). PHI Learning Pvt. Ltd. 

5. Bhattacharyya, D. K. (2014). Compensation management (2nd ed.). Oxford University Press. 

6. Sharma, R. C., & Sharma, S. (2024). Compensation and reward management: Wage and salary administration 

and benefits. Routledge India. 

Reference Books: 

1. Amici, M., & Cepiku, D. (2020). Performance management in international organizations. Palgrave 

Macmillan. 

2. Bouckaert, G., & Halligan, J. (2008). Managing performance: International comparisons. 

Routledge. 

3. Gerhart, B., & Newman, J. (2020). Compensation (13th ed.). McGraw-Hill Education. 

4. Henderson, R. I. (2006). Compensation management in a knowledge-based world (10th ed.). 

Pearson Education. 

5. Milkovich, G. T., Newman, J. M., & Gerhart, B. (2016). Compensation (12th ed.). McGraw-Hill 

Education. 

e-Material: 

1. https://hbr.org/2016/10/the-performance-management-revolution 

2. https://www.investopedia.com/terms/p/performancecompensation.asp 

3. https://www.aihr.com/blog/compensation-management/ 

https://w   Activity Based Learning/Practical Based Learning:  

1. https://nptel.ac.in 

2. https://swayam.gov.in 

Beyond Syllabus 

https://hbr.org/2016/10/the-performance-management-revolution
https://www.investopedia.com/terms/p/performancecompensation.asp
https://www.aihr.com/blog/compensation-management/
https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/


• Reverse Recruitment: When companies actively pursue top talent instead of waiting for applications. 

• Cultural Fit vs. Skill Fit: Balancing technical skills with company culture alignment. 

  

                     

 

 

 

 

 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME – MASTER OF BUSINESS ADMINISTRATION 

 

01BMBAL24263 :  INTERNATIONAL HUMAN RESOURCE MANAGEMENT 

Course Frame Work 

Credits: L-T-P: 4 - 0 – 0 Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

1. Students will analyze the impact of cultural differences on global HRM practices.  

2. Students will develop strategies for effective international recruitment and talent management.  

3. Students will learn to design and implement global compensation and performance systems.  

4. Students will create and deliver cross-cultural training and development programs.  

5. Students will understand the complexities of international labor relations and legal environments. 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Analyze the impact of cultural dimensions and global economic factors on 

international HRM strategies. 

CO2 Develop effective strategies for international recruitment, selection, and 

expatriate management. 

CO3 Design and evaluate global compensation, benefits, and performance 

management systems, considering legal and cultural variations. 

CO4 Formulate and implement cross-cultural training and development programs to 

enhance global workforce effectiveness. 
 

INTERNATIONAL HUMAN RESOURCE MANAGEMENT  

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 PSO1 PSO2 

CO1 1 1 1 1 1 0 0 1 1 1 1 0 1 1 

CO2 1 1 1 0 1 0 0 1 1 1 1 0 1 1 

CO3 1 1 1 0 1 1 0 1 1 1 0 1 1 1 

CO4 1 1 1 1 1 0 1 1 1 1 1 1 1 1 



 

 

 

 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 1 1 0 1 0 

CO2 1 1 0 1 1 

CO3 0 1 0 1 0 

CO4 1 1 1 1 1 

>70-100 >40 &<70 <40 

3 2 1 

Syllabus Hours 

UNIT 1: international human resource management 15 

1.1 Defining international HRM, Objectives of IHRM, Domestic Vs International HRM, Organizational Structure in 

MNC 

 1.2 Issues/Challenges in IHRM, Benefits of Effective IHRM, 7C’s of IHRM, Approaches to IHRM (Ethnocentric, 

Polycentric, Regino-Centric, Geo-centric) 

 1.3 Models of IHRM (Matching model, Harvard model, Contextual model), Individual and Company Concerns, 

Understanding Cross- Culture, Cross-cultural Theory (Halls & Lorange), Cross-cultural Negotiations, Planning and 

Preparation Parameter  

1.4 International Business and IHRM: Globalization Approaches, Globalization and the Strategy, Competency 

Required for International Managers. 

Unit – 2 HR Functions in International Context 15 

2.1 HR Policies and Operations in an International Setting - Distinctive Features of HR Functions in a Global Set-up -

Planning, Organizing, Directing, Controlling, Staffing, Incentives & Compensation, Manpower Planning to 

Separations 

 2.2 Behavioral Aspect of IHRM- Skill & Knowledge Development, Motivational Systems, Reporting Relationships, 

Performance Appraisal Systems, Employee Empowerment, Value systems, Shared Corporate Culture and Grievance 

Handling  

2.3 Reactive & Proactive Mechanisms in IHRM, Expatriation and Repatriation Process  

2.4 Industrial Relations in International Context, Managing People in International Firms. 

Unit – 3 Merger and Acquisition 15 

3.1 Concepts of M&A, Difference between Merger and Acquisition, Types of M&A, Organizational Growth through 

M&A  

3.2 Indian Scenario of M&A, An overview of HR contributions towards M&A, Strategic Dynamics of M&A   

3.3 Role of HR in Merger and Acquisition, HR Related Issues in M&A- HR policies, Managing Ambiguity, Managing 

Change, Attracting and Retaining, managing lift-outs, Utilizing and managing excess manpower, Cultural Issues, 

Managing Insecurity and Stress, Organizational Renewal, Communication. 

Unit – 4 Phases of Merger and Acquisition 15 

 4.1 Phases of M&A (Assessment, Negotiation, Diligence, Closing, Post-closure Implementation), Challenges in 

Preliminary stage and Post M&A 



 4.2 Creation of new policies to guide the new organization, retention of key employees, Employee selection and 

downsizing, development of compensation strategies, Creation of a comprehensive employee benefits program  

4.3 challenges during M&As, identifying buyers, securing third-party services, preparing for the transaction, 

Negotiations, valuation and final agreement, Implementation  

4.4 M&A in Industry 5.0, Challenges in implementing M&A in Industry 5.0 

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

Text Books: 

1. International Human Resource Management – Text and Cases P. L. Rao, Excel Books (Latest Edition) 

2. International Human Resource Management, Peter Dowling and Denice Welch, Cengage Learning 

3. International Human Resource Management, Tony Edwards, Pearson Education 

Reference Books: 

Global Human Growth Model, M.N Rudrabasavaraj, Himalaya 

1. International Human Resource Management, Monir Tayeb, Oxford 

 

e-Material: 

https://www.ismworld.org/ 

https://www.cips.org/ 

https://www.ncmahq.org/ 

https://www.supplychaindive.com/ 

https://spendmatters.com/ 

 

https://www.investopedia.com/terms/b/brandequity.asp 

Activity Based Learning/Practical Based Learning:  

1) https://nptel.ac.in 

https://www.ismworld.org/
https://www.cips.org/
https://www.ncmahq.org/
https://www.supplychaindive.com/
https://spendmatters.com/
https://nptel.ac.in/


2) https://swayam.gov.in 

Beyond Syllabus 

i. Emerging Technologies and Vendor Management and Supply Chain Experience. 

ii. The Impact of Social and Cultural Movements on Vendor Management Activism. 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT OF MANAGEMENT STUDIES 

PROGRAMME MBAR 

 

01BMBARL24361: Logistics & Supply Chain Management 

Course Frame Work 

Credits: L-T-P: 4- 0- 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

 

6. Define Supply Chain Management (SCM), its objectives, drivers, and recent trends to explain its role in modern 

business operations. 

7.     Analyze logistics systems, transportation modes, and intermodal interfaces to evaluate their impact on supply 

chain efficiency and cost reduction. 

8.     Develop SCM strategies (push/pull, agile systems, CPFR) and assess their effectiveness in retail, grocery, 

and procurement scenarios. 

9.     Evaluate warehouse management processes (receiving, storing, issuing) and propose solutions to optimize 

inventory handling and resolve operational challenges. 

Course Outcomes 

 On completion of the course, student would be able to 

CO’s Course Outcomes 

CO1 A comprehensive understanding of essential supply chain components like 

procurement, production, and distribution. They will learn how these elements 

integrate to streamline the supply chain process and deliver value. 

CO2 Develop skills in identifying inefficiencies within supply chain operations. They 

will apply effective strategies to optimize productivity, minimize costs, and 

improve overall customer satisfaction. 

CO3 Gain practical knowledge in designing logistics strategies that cover transportation, 

warehousing, and inventory management. These strategies will enable them to 

optimize the movement and storage of goods across the supply chain. 

CO4 Assess potential risks and disruptions within the supply chain. They will also 

explore sustainable practices to mitigate these risks while ensuring compliance 

with environmental and social responsibility standards. 
 

https://swayam.gov.in/


CO PO Mapping 

 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 3 2 3 2 2 2 2 3 2 1 

CO2 3 3 3 3 3 2 2 3 2 2 3 3 

CO3 3 3 3 2 3 3 2 3 2 1 2 3 

CO4 3 2 3 3 2 3 3 2 2 2 2 3 

 

CO PSO Mapping 

 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 3 3 3 3 

CO2 3 2 2 3 3 

CO3 3 3 2 2 3 

CO4 3 3 2 3 3 

 

>70-100 >40 &<70 <40 

3 

 

2 1 

 

 

Syllabus 
 

Unit 1: Introduction Supply Chain Management  
 

 

15 

1.1 Supply Chain definition – Objectives – Types – Various definitions –  

1.2 Drivers of SCM – Need for SCM – SCM as a profession –  

1.3 SCM decisions and skills –Basic concepts & philosophy of SCM, essential features, decision phases – process 

view, supply chain framework, key issues in SCM and benefits e-business and SCM -.  

1.4 Recent issues in SCM. 

Unit 2: Logistics system  15 

2.1 Concept, objectives and scope – Logistics interface with Marketing – Logistics system elements –  

2.2 Importance ,Logistics of part of SCM, logistics costs, different models, logistics sub-systems, inbound and out 

bound logistics bullwhip effects in logistics,  

2.3 Modes of Transportation, 

2.4 Concept of multi modal transport – Different transport modes – Modal interfaces –Intermodal systems – 

road/rail/sea; sea/air; road/air; road/rail, sea/rail, sea/road –Inland Container Depot (ICD) & Container Freight Station 

(CFS) Terminals- Milk run in Logistics 

Unit  3: Strategies in SCM 15 

3.1 Strategy formulation in SCM – Value in Supply Chain – Tradeoffs – CRM Strategy relationship matrix,  



3.2 Supply chain Integrates- Push, Pull strategies -Reverse Vs forward supply chain – types of reverse flows – 

collaborative SCM’s and CPFR – agile systems – sources of variability – characteristics – supplier interface – 

internal processes  

3.3 Demand driven strategies –Impact on grocery industry – retail industry – distribution strategies .Procurement and 

Outsourcing: Outsourcing – benefits and risks – framework for make/buy decision – e-procurement – frame work of 

e-procurement- Lean Production System 

Unit 4:  Ware House Management                                                                                                                                                  15 

4.1 Meaning of Warehousing - Importance –Functions: Receiving: Logistics support for Inward 

Transportation, Unloading, Inspection, Acceptance and Recording; 4.2 Storing: Space allocation, 

Facilitation to stocking, Guarding & Recording; Risk bearing- Processing- Grading and branding 4.3 

Disinfecting services -Issuing: Order preparation, Picking, Dispatching/ Delivery & Recording- 

Handling, Transportation & Storage of ISO Containers– Utility and Advantages of warehouses- 

Problems and issues in receiving processes. 

 

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

Text Books: 

1. Dessler, G. (2023). Human resource management (16th ed.). Pearson. 

2. Beardwell, I., Holden, L., & Claydon, T. (2021). Human resource management: A contemporary approach 

(9th ed.). Pearson. 

3. Lussier, R. N. (2024). Fundamentals of human resource management (4th ed.). SAGE Publications. 

 

 Reference Books: 



1. "Strategic Human Resource Management" by Jeffrey A. Mello 

2.   "The New HR Leader's First 100 Days" by Alan Collins 

3. "The Oxford Handbook of Human Resource Management" edited by Peter Boxall, John Purcell, and 

Patrick M. Wright 

e-Material: 

https://www.geeksforgeeks.org/human-resource-management-hrm 

https://corporatefinanceinstitute.com/resources/management/human-resource-management 

https://www.aihr.com/blog/human-resource-basics 

 

https://w   Activity Based Learning/Practical Based Learning:  

3. https://nptel.ac.in 

4. https://swayam.gov.in 

 

Beyond Syllabus 

• Workplace Well-being- Why it’s important: Employee well-being impacts productivity, retention, and 

overall job satisfaction. 

• Workplace Diversity and Inclusion- Why it’s important: A diverse workforce can lead to better decision-

making and innovation. 

 

  

                

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME – MASTER OF BUSINESS ADMINISTRATION 

 

01BMBAL24362:  BUSINESS PROCESS IMPROVEMENT 

Course Frame Work 

Credits: L-T-P: 4 - 0 – 0 Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

1. Analyze and map existing business processes for inefficiencies.  

2. Apply improvement methodologies to redesign optimized workflows.  

3. Implement and monitor process changes for measurable results.  

4. Foster a culture of continuous process improvement within organizations. 

 

Course Outcomes: On completion of the course, student would be able to:  

https://www.geeksforgeeks.org/human-resource-management-hrm
https://corporatefinanceinstitute.com/resources/management/human-resource-management
https://www.aihr.com/blog/human-resource-basics
https://www.slideshare.net/Bhaveshnim/personality-28117884?qid=940df41a-89ff-42bf-acfc-f0d3529d8996&v&b&from_search=3
https://nptel.ac.in/
https://swayam.gov.in/


CO’s Course Outcomes 

CO1 Students will be able to analyze and document current business processes, 

identifying key areas for improvement. 

CO2 Students will be able to apply various process improvement methodologies (e.g., 

Lean, Six Sigma) to design optimized and efficient workflows. 

CO3 Students will be able to develop and implement process improvement plans, 

including change management strategies, and monitor the impact of changes 

through key performance indicators. 

CO4 Students will be able to develop strategies to promote and sustain a culture of 

continuous improvement within an organizational context. 
 

 

BUSINESS PROCESS IMPROVEMENT 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 PSO1 PSO2 

CO1 1 1 1 1 1 0 0 1 1 1 1 0 1 1 

CO2 1 1 1 0 1 0 0 1 1 1 1 0 1 1 

CO3 1 1 1 1 1 1 0 1 1 1 0 1 1 1 

CO4 1 1 1 1 1 0 1 1 1 1 1 1 1 1 

 

 

>70-100 >40 &<70 <40 

3 2 1 

   
 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 1 1 0 1 0 

CO2 1 1 0 1 1 

CO3 0 1 0 1 0 

CO4 1 1 1 1 1 

 

Syllabus Hours 

Unit I : BPM 15 

 1.1Introduction Background, history, concepts of BPM. BPM as a management Discipline versus a 

methodology. Possible benefits while practicing BPM. Organizational performance.  

1.2-BPM Process  

1.3-BPM life cycle- Process identification, Process architecture.  

Unit II- Process Discovery and Modelling. 15 

2.1Process discovery –Objectives , Approaches ,techniques ,strength and weakness of various techniques, 

Process Modelling -Process , Principles  

2.2- Process modelling technique and tools , identifying value chain, value stream ,Process classification 

framework ,  

2.3-Different ways to express process knowledge, Maps Vs Models, Different types of diagram, Modelling 

Pitfall. 



Unit III : Process Improvement (Analysis & Design), Process 

Measurement. 

15 

3.1-Process analysis -Concept, stages, Techniques qualitative and quantitative analysis  

3.2- Process design principles. Characteristics of a well-designed process. Different tools, techniques of 

process improvement  

3.3-Process Measurement, Concepts, Principles, Dimensions process performance measurement. Validation 

of measurement data. Manage by measurement. Definition a tops down measurement system. Defining 

organizational, process and activity level measures. Measurement techniques, tools, Different methods of 

process measurement. Different methods to define specific metrics. 

Unit IV: Business Process Technologies  15 

4.1-Capabilities of modeling tools and support for different notations. Standalone process modeling tool 

versus an enterprise modeling tool. Capabilities and use of process simulation.  

4.2-The concepts, design and capabilities of BPMN. (Business Process Model and Notation).  

4.3-The concepts, design and functional capabilities of a BPMS. analytical and executable models creation. 

Unit V :Practical Component  15 

5.1 Preparation Of BPMN (Content Writing , Preparation of Model along with Notations, Diagrams )  

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  
S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 



 

Text Books: 

1. Marlon Dums ,Marcello la rosa ; (2012) Fundamentals of Business process management; Springer 

 2. Franz and Kirchner (2014); Value-Driven Business Process Management; McGraw-Hill;.  

3. Jeston and Nelis (2011); Business Process Management: Practical Guidelines to Successful Implementations; 

Routledge.  

4. Silver, Bruce (2011); BPMN Method & Style, 2nd Edition; Cody-Cassidy Press.  

5. Smith and Fingar (2013); Business Process Management: The Third Wave; Meghan-Kiffer Press. 

Reference Books: 

 

1. The Chicago Manual of Style": This is an essential reference for writers, editors, and publishers. It 

covers grammar, punctuation, style, and formatting, and is widely used in academic and professional 

settings.  

2. "Gray's Anatomy": A classic anatomical textbook, "Gray's Anatomy" is a comprehensive and detailed 

guide to the human body. It's a valuable resource for medical professionals, students, and anyone 

interested in human anatomy.  

3. "Merriam-Webster's Collegiate Dictionary": A respected and comprehensive dictionary, this is a 

standard reference for word meanings, pronunciations, and etymologies. It's a valuable tool for writers, 

students, and anyone who wants to improve their vocabulary and language skills. 

 

e-Material: 

 

http://nptel.ac.in/ 

http://www.vlab.co.in 

https://doaj.org/ 

https://www.sciencedirect.com/ 

https://www.investopedia.com/terms/b/brandequity.asp  

 

Activity Based Learning/Practical Based Learning: 

  

3) https://nptel.ac.in 

4) https://swayam.gov.in 

 

Beyond Syllabus 

i. Emerging Technologies and Business Process Improvement Experience. 

ii. The Impact of Social and Cultural Movements on Business Process Improvement Activism. 

 

                   

 

 

 

 

 

 

http://nptel.ac.in/
http://www.vlab.co.in/
https://doaj.org/
https://www.sciencedirect.com/
https://www.investopedia.com/terms/b/brandequity.asp
https://nptel.ac.in/
https://swayam.gov.in/


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME – MASTER OF BUSINESS ADMINSTRATION 

 

01BMBAL24363:  Inventory Management 

Course Frame Work 

Credits: L-T-P: 4 - 0– 0 Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

1. Understand the fundamentals and purpose of inventory management. 

2. Analyze different inventory control techniques and models. 

3. Apply forecasting methods for effective inventory planning. 

4. Evaluate inventory performance using key metrics and KPIs. 

5. Implement strategies to optimize inventory levels and reduce costs. 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Explain the role and importance of inventory management in supply chain 

operations. 

CO2 Apply various inventory control techniques for efficient stock management. 

CO3 Analyze demand forecasting methods for accurate inventory planning. 

CO4 Evaluate and optimize inventory levels to minimize costs and improve efficiency. 
 

 

Inventory Management  

 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 PSO1 PSO2 

CO1 3 2 2 1 0 0 0 1 2 1 0 0 2 1 

CO2 2 3 3 2 1 0 0 1 2 1 0 0 2 2 

CO3 2 3 2 3 1 0 0 1 1 1 0 0 3 2 

CO4 2 2 3 3 2 0 0 1 1 1 0 0 3 3 



 

 

>70-100 >40 &<70 <40 

3 2 1 
 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 3 2 1 1 0 

CO2 3 3 2 1 0 

CO3 2 3 3 2 1 

CO4 3 3 3 2 1 

 

Syllabus Hours 

Unit – 1 Review and Overview of the Basic Concepts 15 

1.1 Inventory management defined, Independent and dependent demands Deterministic and stochastic demands  

1.2 Different inventory systems Inventory costs Service level and safety stock  

1.3 Inventory policy, order quantity and reorder point  

Unit – 2 One-Item Inventory Models 15 

2.1 Deterministic demand model Stochastic demand model Newsvendor model  

2.2 Optimal solution and approximations. 

 

Unit – 3 Multi-Item Inventory Models 15 

3.1 Independent and dependent demands ABC Analysis  

3.2 Joint replenishment inventory problem  

3.3 Series, assembly, tree and general production network systems Optimal solution, heuristics and approximation  

3.4 Bill of material and material requirements planning (MRP)  

 

Unit - 4 15 

4.1 Supply chain management  

4.2 Material management organization  

4.3 Centralized and decentralized management. 

 



 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

 

Components Learning 

via 

Expert 

Lecture 

Learning via 

Workshop 

Learning via 

Conference/ 

Mini 

Conference 

Learning via 

Industrial 

Visit / 

Simulation 

Exercise 

Learning 

via 

Research 

Learning 

via Case 

Study 

Learning 

via 

Practice   

Open 

Assessment 

Total 

Max. Marks 10 10 10 5 10 5 10 10 70 

 

Note: To appear for ESE a student has to obtain a minimum of 50% in the CIA 

 

End Semester Exam (ESE) Scheme: 30 marks  

S.No Evaluation Category  ESE  Upload Option  

1.  End Semester Examination   30 marks   Online Examination  

 

Question Paper Pattern: 

Question paper shall have 6 main questions corresponding to 5 modules.  

Each main question will have two full questions carrying 5 marks each. 

      The students will have to answer all 6 questions. 

 

Text Books: 

1. Silver, E. A., Pyke, D. F., & Peterson, R. (1998). Inventory management and production planning 

and scheduling (3rd ed.). Wiley. 

2. Waters, D. (2003). Inventory control and management (2nd ed.). Wiley. 

3. Stevenson, W. J. (2021). Operations management (14th ed.). McGraw-Hill Education. 

4. Chary, S. N. (2017). Production and operations management (6th ed.). Tata McGraw-Hill 

Education. 

 

Reference Books: 

 

1. Operations Management: Processes and Supply Chains – Lee J. Krajewski, Manoj K. Malhotra, 

Larry P. Ritzman 

2. Principles of Inventory Management: When You Are Down to Four, Order More – John A. 

Muckstadt 

3. Essentials of Inventory Management – Max Muller 

4. Production and Operations Management – K. Aswathappa, K. Shridhara Bhat 

 

 

e-Material: 

 

https://jnvusnlibrary.wordpress.com/wp-content/uploads/2021/10/class-x-e-content-

links.pdf?utm_source=chatgpt.com  

https://www.investopedia.com/terms/b/brandequity.asp  

 

https://jnvusnlibrary.wordpress.com/wp-content/uploads/2021/10/class-x-e-content-links.pdf?utm_source=chatgpt.com
https://jnvusnlibrary.wordpress.com/wp-content/uploads/2021/10/class-x-e-content-links.pdf?utm_source=chatgpt.com
https://www.investopedia.com/terms/b/brandequity.asp


Activity Based Learning/Practical Based Learning:  

5) https://nptel.ac.in 

6) https://swayam.gov.in 

 

Beyond Syllabus 

i. Emerging Technologies and Brand Experience. 

ii. The Impact of Social and Cultural Movements on Brand Activism. 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

01BMBAD24361: Advanced Machine Learning using Python 

Course Frame Work 

Credits: L-T-P: 4 - 0 - 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours:  60 Total Contact Hours: 60 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• Explaining advanced machine learning concepts such as ensemble methods, deep learning 

architectures, and probabilistic graphical models. 

• Implement advanced machine learning algorithms. 

• Compare and contrast different model architectures. 

• Assess model performance using advanced evaluation metrics. 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Master Gradient Descent, Stochastic Gradient Descent, and Backpropagation to build 

and optimize real-world machine learning models efficiently. 

CO2 Fine-tune critical hyperparameters like learning rate, batch size, and regularization to 

improve model performance and accelerate convergence in industry applications. 

CO3  Leverage kernel methods, feature engineering, and dimensionality reduction to solve 

high-dimensional data challenges in cutting-edge ML and AI systems. 

CO4 Diagnose and overcome key obstacles in deep learning and non-convex optimization to 

deploy robust ML solutions in production environments. 
 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 2 3 2 3 3 - - - 1 1 - 2 

CO2 2 3 2 3 3 - - - 1 1 - 2 

CO3 2 3 3 3 3 - - - 1 1 - 2 

CO4 2 3 3 3 3 - - - 1 1 - 2 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 1 3 1 - - 

https://nptel.ac.in/
https://swayam.gov.in/


 

 

  

>70-100 >40 &<70 <40 

3 2 1 
 

CO2 1 3 1 - - 

CO3 1 3 1 - - 

CO4 2 3 1 - - 

Syllabus Hours 

Unit 1: Introduction 15 

1.1 Overview 

1.2 Gradient Descent & Stochastic Gradient Descent 

1.3 Backpropagation 

1.4 Overfitting, Generalization Error & Early Stopping 

 

UNIT II:  Hyperparameters 15 

2.1 Step Size or Learning Rate & Minibatch Size 

2.2 Regularization 

2.3 Momentum and Acceleration 

2.4 Momentum of Quadratic & Convex Optimization 

UNIT III :   Kernel Methods and Feature Engineering 15 

3.1 The Kernel Trick 

3.2 Gram Matrix vs Feature Extraction 

3.3 Systems Trade-offs 

3.4 Adaptive/Data Dependent Feature Mappings & Dimensionality Reduction 

 

UNIT IV:   Deep Learning Challenges and Applications 15 

4.1 Non-convex Stochastic Gradient Descent 

4.2 Limitations of Theoretical Guarantees 

4.3 Basics of Deep Learning 

4.4 Major Bottlenecks in ML Systems 

4.5 Case Study: Linear Regression using Gradient Descen 

 

 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

S.No Evaluation Category  CIA  

1.  Learning via Workshop 5 marks  

2.  Learning via Simulation Exercise 10 marks  

3.  Learning via Case Solving in Excel 5 marks  

4.  Open Assessment  30 marks  

5.  Demonstrations   50 marks  

 100 marks  

 

Note: To appear for Demonstrations, a student has to obtain a minimum of 50% in the CIA 



 

 

 

Text Books: 

1. Goodfellow, I., Bengio, Y., & Courville, A. (2016). Deep learning. MIT Press. 

2. Géron, A. (2019). Hands-on machine learning with Scikit-Learn, Keras, and TensorFlow (2nd 

ed.). O’Reilly Media. 

3. Murphy, K. P. (2012). Machine learning: A probabilistic perspective. MIT Press. 

4. Shalev-Shwartz, S., & Ben-David, S. (2014). Understanding machine learning: From theory 

to algorithms. Cambridge University Press. 

 

Reference Books: 

1) Bishop, C. M. (2006). Pattern recognition and machine learning. Springer. 

2) Hastie, T., Tibshirani, R., & Friedman, J. (2009). The elements of statistical 

learning: Data mining, inference, and prediction (2nd ed.). Springer. 

3) Nielsen, M. A. (2015). Neural networks and deep learning. Determination Press. 

 

1) e-Material: 

1) https://www.coursera.org/specializations/deep-learning 

2) https://developers.google.com/machine-learning/crash-course 

3) https://cs231n.github.io/  

 

A   Activity Based Learning/Practical Based Learning:  

1. https://nptel.ac.in   

2. https://swayam.gov.in 

 

Beyond Syllabus 

1) Hands-on implementation of ML models using Python libraries like TensorFlow and 

PyTorch. 

2) Exploring real-world case studies to understand practical challenges in deploying ML 

systems. 

3) Introduction to emerging trends like Explainable AI, Transfer Learning, and Ethical AI 

practices. 

 

  

 

 

 

 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

https://www.coursera.org/specializations/deep-learning
https://developers.google.com/machine-learning/crash-course
https://cs231n.github.io/
https://nptel.ac.in/
https://swayam.gov.in/


DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBA 

 

Marketing Analysis Using Microsoft Excel 

Course Frame Work 

Credits: L-T-P: 4 - 0 - 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours: 60 Total Contact Hours: 60 

Course Learning Objectives: 

• Gain a foundational understanding of marketing analytics and its practical relevance in decision-making. 

• Develop hands-on skills in using MS Excel for various marketing analytics techniques. 

• Analyze customer data to calculate Customer Lifetime Value and support customer acquisition strategies. 

• Apply regression models and forecasting techniques to predict future business trends. 

• Use analytical tools like Conjoint Analysis, Market Basket Analysis, and RFM to uncover customer insights 

and enhance marketing performance. 

Course Outcomes: On completion of the course, student would be able to:  

 

 

 
CO’s Course Outcomes 

CO1 Understand basic marketing analytics concepts and use advanced Excel tools to 

solve marketing problems. 

CO2 Calculate Customer Lifetime Value using Excel and explain its importance in 

customer acquisition and revenue growth. 

CO3 Build and interpret simple and multiple linear regression models for forecasting 

trends and seasonality. 

CO4 Design and perform conjoint analysis using Excel to estimate customer preferences 

and predict market share. 

CO5 Apply Market Basket and RFM analysis to identify cross-selling and upselling 

opportunities. 

Marketing Analysis Using Microsoft Excel  

 

CO/PO Mapping Table 

CO PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 1 2 3 - - - 1 1 - 2 

CO2 3 3 2 3 3 - - 1 1 1 1 2 

CO3 3 3 3 3 3 - - - 1 1 - 2 

CO4 3 3 3 3 3 - - - 2 2 - 2 



CO5 3 3 2 3 3 1 - 1 2 2 1 2 

 

CO-PSO Mapping Table 

 

CO PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 3 1 1 - 

CO2 2 3 1 1 1 

CO3 2 3 1 1 - 

CO4 2 3 2 1 - 

CO5 2 3 2 1 1 

 

 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

UNIT I: Introduction 12 

1.1 Introduction to Marketing Analytics concepts 

1.2 Overview of advanced MS Excel tools 

1.3 Need for Marketing Analytics in modern businesses 

 

Unit-II: Customer Acquisition and Customer Lifetime Value 12 

2.1 Introduction to Customer Acquisition 

2.2 Concept of Customer Lifetime Value (CLTV/LTL) 

2.3 Calculating LTV using Excel 

2.4 Importance of LTV for revenue generation and setting up data frames 

Unit III: Forecasting using Regression Models 12 

3.1 Introduction to Regression models 

3.2 Building simple and multiple linear regression models 

3.3 Interpreting regression model outputs 

3.4 Identifying seasonality and trends for forecasting 

 

Unit IV: Conjoint Analysis 12 

4.1 4.1 Introduction to Conjoint Analysis 

4.2 Designing Conjoint Analysis using MS Excel 

4.3 Interpreting the output of Conjoint Analysis 

4.4 Finding market share using Conjoint Analysis results 

4.2 Unit V: Market Basket Analysis and RFM 4.3                  12 



4.4 5.1 Introduction to Market Basket Analysis 

5.2 Understanding upselling and cross-selling techniques 

5.3 Basics of RFM (Recency, Frequency, Monetary) Analysis 

5.4 Applying RFM analysis for customer segmentation and insights 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

S.No Evaluation Category  CIA  

1.  Learning via Workshop 5 marks  

2.  Learning via Simulation Exercise 10 marks  

3.  Learning via Case Solving in Excel 5 marks  

4.  Open Assessment  30 marks  

5.  Demonstrations   50 marks  

 100 marks  

 

Note: To appear for Demonstrations, a student has to obtain a minimum of 50% in the CIA 

 

 

Text Books: 

1) Winston, W. L. (2014). Marketing analytics: Data-driven techniques with Microsoft Excel. Wiley. 

2) Lilien, G. L., Rangaswamy, A., & De Bruyn, A. (2017). Principles of marketing engineering and analytics (3rd 

ed.). DecisionPro, Inc. 

3) Jain, R. (2022). Marketing analytics: A practical guide to real marketing science. SAGE Publications Pvt. Ltd. 

4) Chapman, C. N., & Feit, E. M. (2015). R for marketing research and analytics. Springe 

 

Reference Books: 

1) Kumar, V. (2018). Customer relationship management: Concepts and technologies (3rd ed.). Springer. 

2) Blattberg, R. C., Kim, B. D., & Neslin, S. A. (2008). Database marketing: Analyzing and managing customers. 

Springer. 

3) Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2018). Multivariate data analysis (8th ed.). Cengage 

Learning. 

e-Material: 

1) Coursera: Marketing Analytics https://www.coursera.org/learn/uva-darden-marketing-analytics  

2) LinkedIn Learning: Excel for Marketing Professionals 

3) edX: Marketing Analytics – Competitive Analysis and Market Segmentation  

 

Activity Based Learning/Practical Based Learning:  

1) https://nptel.ac.in 

2) https://swayam.gov.in 

 

Beyond Syllabus 

1) Exposure to real-time marketing datasets for hands-on data analysis and interpretation. 

2) Case study discussions on successful data-driven marketing strategies across industries. 

3) Introduction to basic data visualization tools like Power BI or Tableau to present marketing insights effectively. 

 

https://www.coursera.org/learn/uva-darden-market-analytics
https://www.coursera.org/learn/uva-darden-marketing-analytics
https://www.classcentral.com/course/linkedin-learning-excel-analyzing-your-marketing-performance-76514
https://www.classcentral.com/course/edx-marketing-analytics-competitive-analysis-and-market-segmentation-6299
https://nptel.ac.in/
https://swayam.gov.in/


 

 

 

 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

01BMBAD24363: Predictive Modelling Using Python Syllabus 

Course Frame Work 

Credits: L-T-P: 4 - 0 - 0  Total Credits: 4 

Contact Hours/Week: 4 Direct Teaching Hours:  60 Total Contact Hours: 60 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• Understand and apply various classification and regression techniques for solving real-world 

prediction problems. 

• Gain the ability to train, tune, and evaluate machine learning models effectively using different 

sampling and validation methods. 

• Develop skills to preprocess data and select relevant features for building robust machine learning 

models. 

• Learn to compare and choose suitable models based on performance metrics and reproducibility 

standards. 

• Acquire foundational knowledge of neural networks and deep learning, including network structure 

and training processes. 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Apply various classification techniques such as K-nearest neighbours, naïve Bayes, 

logistic regression, classification trees, and SVM for predictive modelling. 

CO2 Differentiate between types of regression models and construct regression-based 

predictive models using linear, logistic, and regression trees. 

CO3 Implement model training, parameter tuning, and sampling techniques for effective 

model fitting and evaluate model performance. 

CO4 Execute data pre-processing steps and apply feature selection methods to enhance 

machine learning model accuracy. 

CO5 Describe the fundamentals of neural networks and deep learning and demonstrate the 

training of basic neural network structures. 

 
 

CO PO Mapping 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 3 2 3 3 - - - 1 1 - 2 

CO2 3 3 2 3 3 - - - 1 1 - 2 

CO3 3 3 3 3 3 - - - 2 2 - 3 



CO4 3 3 3 3 3 - - - 2 2 - 3 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 2 3 1 - - 

CO2 2 3 1 - - 

CO3 3 3 2 - - 

CO4 3 3 2 - - 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

UNIT I: Classification Models 12 

1.1 K-nearest neighbours 

1.2 Naïve Bayes 

1.3 Logistic Regression 

1.4 Classification Tree 

1.5 Support Vector Machine (SVM) 

Unit II: Regression Models 12 

2.1 Linear Regression 

2.2 Different types of Linear Regression 

2.3 Logistic Regression 

2.4 Regression Trees 

Unit III: Model Fitting, Tuning, and Evaluation 12 

3.1 Sampling techniques for predictive modelling 

3.2 Model training 

3.3 Parameter tuning 

3.4 Choosing final model 

3.5 Notes on reproducibility 

 

Unit IV: Data Pre-processing and Feature Selection 12 

4.1 Data pre-processing steps in machine learning 

4.2 Major tasks in data pre-processing 

4.3 Feature selection methods 

Unit V: Neural Networks and Deep Learning                   7 

5.1 Introduction to Neural Networks and Deep Learning 

5.2 Essential types of Neural Networks 

5.3 Structure of Neural Network 

5.4 Training the Network 

Scheme of Evaluation: 

 

Continuous Internal Assessment (CIA) Scheme:  

S.No Evaluation Category  CIA  

1.  Learning via Workshop 5 marks  

2.  Learning via Simulation Exercise 10 marks  

3.  Learning via Case Solving in Excel 5 marks  

4.  Open Assessment  30 marks  



5.  Demonstrations   50 marks  

 100 marks  

 

Note: To appear for Demonstrations, a student has to obtain a minimum of 50% in the CIA 

 

 

Text Books: 

1) Géron, A. (2019). Hands-On Machine Learning with Scikit-Learn, Keras, and TensorFlow: Concepts, 

Tools, and Techniques to Build Intelligent Systems (2nd ed.). O'Reilly Media. 

2) James, G., Witten, D., Hastie, T., & Tibshirani, R. (2021). An Introduction to Statistical Learning: With 

Applications in R (2nd ed.). Springer. 

3) Kuhn, M., & Johnson, K. (2013). Applied Predictive Modeling. Springer. 

4) Goodfellow, I., Bengio, Y., & Courville, A. (2016). Deep Learning. MIT Press. 

 

Reference Books: 

1. Bishop, C. M. (2006). Pattern Recognition and Machine Learning. Springer. 

2. Hastie, T., Tibshirani, R., & Friedman, J. (2009). The Elements of Statistical Learning: Data Mining, 

Inference, and Prediction (2nd ed.). Springer. 

3. Aggarwal, C. C. (2018). Machine Learning: Fundamentals. Springer. 

e-Material: 

1) https://www.coursera.org/learn/machine-learning  

2) https://developers.google.com/machine-learning/crash-course   

3) Machine Learning Specialization by Andrew Ng – Coursera 

 

 Activity Based Learning/Practical Based Learning:  

3) https://nptel.ac.in 

4) https://swayam.gov.in 

 

Beyond Syllabus 

4) Practical Work with Python Tools: Use Python and libraries like Scikit-learn for hands-on practice. 

5) Mini Projects on Real Data : Build complete machine learning projects from start to finish. 

Basics of Explainable AI : Learn how to understand and explain your model's predictions. 

  

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

01BOPEL23382: Destination Management Syllabus 

Course Frame Work 

Credits: L-T-P: 3 - 0 - 0  Total Credits: 3 

Contact Hours/Week: 3 Direct Teaching Hours:  45 Total Contact Hours: 45 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• Differentiate between natural and man-made tourism destinations and grasp the key characteristics 

that make destinations appealing to tourists. 

https://www.coursera.org/learn/machine-learning
https://developers.google.com/machine-learning/crash-course
https://www.coursera.org/specializations/machine-learning-introduction
https://nptel.ac.in/
https://swayam.gov.in/


• Evaluate tourism potential, carrying capacity, and the economic, social, cultural, and environmental 

factors in destination planning. 

• Apply the 6 A's framework, collaborate with stakeholders, and develop marketing strategies for 

enhanced destination competitiveness. 

• Implement destination promotion and publicity strategies, utilizing various promotional 

techniques, including digital marketing. 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Explain the Destination Life Cycle (TALC Model) and apply Doxey’s Irridex Concept 

to assess the stages of a given tourist destination. 

CO2 Analyze the carrying capacity of a tourist destination by evaluating its physical, 

psychological, economic, and socio-cultural impacts. 

CO3 Develop a destination marketing mix using the 6 A’s framework (Attractions, 

Accessibility, Amenities, Available Packages, Activities, and Ancillary Services) for a 

selected tourist destination. 

CO4 Design a digital marketing campaign for a destination using social media strategies and 

evaluate its effectiveness based on Pearson’s Perceived Destination Image Model. 
 

Destination Management 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 2 2 1 2 1 - 2 1 1 1 - 1 

CO2 2 3 2 3 2 2 3 2 1 1 - 2 

CO3 3 3 3 2 3 1 2 1 2 3 1 2 

CO4 3 2 3 2 3 1 1 1 2 3 - 2 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 1 2 1 1 1 

CO2 2 3 1 2 3 

CO3 3 2 3 2 1 

CO4 2 2 3 2 1 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

Unit 1: Introduction to Destination 11 

1.1 Introduction to tourism destination, Its types- Natural and man-made 

1.2 Various forms of destinations, Characteristics of tourism destinations, Primary destination, 

Secondary destination 

1.3 Destination Life Cycle/ TALC Model, Doexy’s Irridex Concept for destinations 

1.4 Destination Management System, need and importance for sustainable growth of destination and 

its business 

Unit 2: Destination Planning 11 

2.1 Planning- Levels of tourism planning and development, 



2.2 Assessment of tourism potential. Carrying Capacity- The concept of destination carrying capacity, 

2.3 Physical Vs. Psychological carrying capacity of the tourist Destination 

2.4 Economic, Social, Cultural and Environmental considerations - Demand and supply match - Design 

and innovations 

Unit 3: Destination Marketing 11 

3.1 6 A’s framework for tourism destinations, Significance & importance of each element of the 

destination management 

3.2 Tourism stakeholders- Dynamic nature of tourism stakeholders, Host population 

3.3 Tourism enterprises, Government, and local bodies. Destination partnership, and importance of 

teamwork 

3.4 Destination marketing mix, Development of destination as a product, Destination competitiveness. 

Unit 4: Destination Promotion 12 

4.1 Destination Promotion and publicity: Promotional Mix for destination, 

4.2 Role of advertisement and publicity, Media Familiarization 

4.3 Current destinations of prominence, Pearson Perceived Destination Image, social media marketing 

and digital marketing 

Scheme of Evaluation: 

 

A. Continuous Internal Assessment (CIA) Scheme:  

Components Attendance 
Case 

Study 
Presentation 

IA 

Quiz 
Preparatory 

Choice 

Based 

Assignment 

Total 

Max. Marks - - - 70 - 30 100 

 

B. End Semester Exam (ESE) Scheme: 30 marks  

Question Paper Pattern: 

a) Question paper shall have 6 main questions corresponding to 4 modules.  

b) Each main question will have two full questions carrying 5 marks each. 

c) The students will have to answer all 6 questions. 

 

Text Books: 

1) Morrison, A. M., Marketing and Managing Tourism Destination, Routledge, 2013.  

2) Harrill, R., Guide to Best Practices in Tourism and Destination Management, Educational Institute of the 

American Hotel and Lodging Association, 2011 

 

Reference Books: 

3) Nigel Morgan, Annette Pritchard & Roger Pride (2001), Destination branding: Creating the Unique 

Proposition, Butterworth, and Heinemann. 

4) Laws, E. (1995). Tourist destination management: issues, analysis, and policies. London; New York: 

Routledge 

e-Material: 

1) https://www.coursera.org/ 

  

https://www.coursera.org/


Activity Based Learning/Practical Based Learning:  

1) https://www.coursera.org/ 

 

Beyond Syllabus 

• Regenerative Tourism  

• Policy & Crisis Management 

 

 

SCHOOL OF COMMERCE AND MANAGEMENT 

DEPARTMENT 0F MANAGEMENT STUDIES 

PROGRAMME MBAR 

01BOPEL23381: Strategic Management Syllabus 

Course Frame Work 

Credits: L-T-P: 3 - 0 - 0  Total Credits: 3 

Contact Hours/Week: 3 Direct Teaching Hours:  45 Total Contact Hours: 45 

Course Learning Objectives: 

The course aims to understand the basic concepts such as 

• Analyze Strategic Environments 

• Formulate Effective Strategies 

• Implement and Execute Strategies 

• Evaluate and Control Strategic Performance 

Course Outcomes: On completion of the course, student would be able to:  

CO’s Course Outcomes 

CO1 Explain the Strategic Management Framework and apply strategic analysis tools 

CO2 Analyze competitive forces (Porter’s 5 Forces) and formulate a strategic choice for a 

given industry. 

CO3 Design an organizational structure aligned with a chosen strategy and justify resource 

allocation decisions. 

CO4 Develop key performance indicators (KPIs) for strategy evaluation and propose 

adjustments using control systems. 
 

https://www.coursera.org/


Destination Management 

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 1 2 2 - - - 1 1 - 1 

CO2 2 3 2 3 2 - - 1 1 1 - 1 

CO3 2 2 3 2 1 - - 1 2 2 1 1 

CO4 2 3 2 3 2 1 1 2 1 1 2 2 

 PSO1 PSO2 PSO3 PSO4 PSO5 

CO1 3 2 1 - - 

CO2 3 3 1 1 1 

CO3 3 2 2 - 1 

CO4 3 3 1 - 2 

 

>70-100 >40 &<70 <40 

3 2 1 
 

Syllabus Hours 

Unit 1: Introduction to Strategic Management 11 

1.1 Definition and Importance of Strategic Management 

1.2 Strategic Management Framework 

1.3 Types of Strategies 

1.4 Strategic Analysis Tools 

Unit 2: Strategy Formulation 11 

2.1 Environmental Scanning 

2.2 Competitive Analysis 

2.3 Strategic Choice 

2.4 Strategic Objectives and Plans 

Unit 3: Strategy Implementation 11 

3.1 Organizational Structure and Design 

3.2 Resource Allocation 

3.3 Change Management 

3.4 Strategy Execution 

Unit 4: Strategy Evaluation and Control 12 

4.1 Performance Measurement 

4.2 Strategic Control Systems 

4.3 Strategy Review and Adjustment 

Scheme of Evaluation: 

 

C. Continuous Internal Assessment (CIA) Scheme:  

Components Attendance 
Case 

Study 
Presentation 

IA 

Quiz 
Preparatory 

Choice 

Based 

Assignment 

Total 



Max. Marks - - - 70 - 30 100 

 

D. End Semester Exam (ESE) Scheme: 30 marks  

Question Paper Pattern: 

a) Question paper shall have 6 main questions corresponding to 4 modules.  

b) Each main question will have two full questions carrying 5 marks each. 

c) The students will have to answer all 6 questions. 

 

Text Books: 

1) "Strategic Management: Concepts and Cases" by Fred R. David and Forest R. David 

2) "Competitive Strategy: Techniques for Analyzing Industries and Competitors" by Michael E. Porter 

3) "Strategic Management and Competitive Advantage: Concepts and Cases" by Jay B. Barney and William 

S. Hesterly 

 

 

Reference Books: 

4) "Crafting and Executing Strategy: The Quest for Competitive Advantage" by Arthur A. Thompson, 

Margaret A. Peteraf, John E. Gamble, and A. J. Strickland III 

5) "Strategy: A History" by Lawrence Freedman  

 

e-Material: 

1) https://www.coursera.org/ 

  

Activity Based Learning/Practical Based Learning:  

2) https://www.coursera.org/ 

 

Beyond Syllabus 

• AI & Machine Learning in Strategic Decision-Making  

• Business Model Innovation 

 

 

 

 

 

 

 

 

 

 

 

https://www.coursera.org/
https://www.coursera.org/


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


