Mandatory Disclosure as per AICTE

S| | Mandatory Disclosure
No
1 | Name of the Institution Al-Ameen Institute of Management Studies
Address Opposite Lalbagh Main Gate
Hosur Road
Bangalore-560027
Phone Number 080-22114492
Email infoalameenmba@gmail.com
Website https://www.alameenedu.co.in/
2 | Name and Address of the| Al-Ameen Educational Society
Society Opposite Lalbagh Main Gate
Hosur Road
Bangalore-560027
Phone Number 080-22235626 / 080-22222402
3 | Name and Address of the| Dr. B A Anuradha
Principal
Address Al-Ameen Institute of Management Studies
Opposite Lalbagh Main Gate
Hosur Road
Bangalore-560027
Phone Number 9880085736
4 | Name of the affiliating Bangaluru City University
University
5 | Governance
Members of the Board and Refer Annexure |
their brief background




Members Of Academic
Advisory Body

Name Designation
Mr. Umar Ismalil Chairman
Khan

Mr. Zubair Anwar | Member

Dr. B.A Anuradha

Member Co-Ordinator

Mr. Abdul Rizwan
Shatriff

Member Co-Ordinator

Mr.Deepak Singh
M.C

Member Co-Ordinator

Dr.C.Manohar

Member Invite

Dr.J.Selvam

Member Invite

Frequently of Board Meeting
and Academic Advisory Body

Twice a Year

Organizational Chart and
Processes

Refer Annexure I

Nature and Extent ¢
Involvement of Faculty and
students in academic affairs/
Improvement

Members /Norms and
Procedure for democratic/ god
Governance

Faculties and Students have represented in vaaicagemic and

administrative Committee

d

Student Feedback on
Institutional Governance/
Faculty performance

Refer Annexure Il

Grievance Redressal
mechanism for faculty, staff
and students

Refer Annexure IV

Establishment of Anti Raggir | Yes
Committee
Establishment of Onlin Yes

Grievance Redressal
Mechanism




Establishment of Grievan
Redressal Committee in the
institution and Appointment of
OMBUDSMAN by the
University

Yes

Establishment of Internal
Complaint Committee(ICC)

Yes

Establishment of Committee fq
SC/ST

Y es Refer Annexure V

Internal Quality Assurance Cell Yes
Programmes
Name of Programmes approved1BA
by AICTE
Name of Programmes MBA
Accredited by NBA
Status Of Accreditation
of the Courses
Total number of Courses 1
No. of courses for which 1
applied for Accreditation
Status of Accreditation B++
For Each Program the
following details are to be
given
Name MBA
Number ofseats 120
Duration 2 years
Cut off marks during the last || 2021-2022 2020-2021 2019-2020
three years Mgt Quota: Mgt Quota: Mgt Quota:
51.60% 50.97% 51.14%
Gowvt Govt Quota:55% | Govt Quota:50%
Quota:56.68%
Fee (as approved by state
government)
2021-2022
Mgt Quota | Govt Quota
| Sem 80,000 50,000
Il Sen | 80,00( 25,00(
[l Sem | 80,00( 50,00(
IV Sem | 80,000 25,000




Placement Facilitie

Available

Campus Placement in last three 2020-2021 201¢-202( 201¢&-201¢
years with minimum salary,

maximum salary and average| | | Min | Avg | Max Min | Avg | Max Min [ Avg [ Max
salary 2EL [ 25 [ 4L 3L [3L [39L 25 [ 2.EL [ 3.5L
Faculty

Course/Branch wise Lis MBA

Facaulty Members

Permanent Facul 13

Adjunct Facult 04

Permanent Faculty:Student | 13

Ratio

Number of Faculty Employed | Employed - 03

and left during the last three | Left - 02

years

Profile of Principal /
Faculty

Refer Annexure VI

Name

Date of Birth

Unique IC

EducationQualificatiors

Work Experience

Teaching

Research

Industry

Other:

Area of Specializatic

Course Taught

Research
guidance(Number of
Students)

No. Of Papers published in
National/International
Journals/Conference

Master (Completed/Ongoing)

PhD (Completed/Ongoing)

Projects Carried O

Patents(Filed & Grante

Technology Transfi

Research Publications (No. of
papers published in

National/International Journals




Conference:

No. of Books published wit
details (Name of the book,
publisher with ISBN, year of
publication, etc)

9 |Fee

Details of Fee, as approved by

state Fee Committee, for the Mgt Quota| Govt Quota

Institution | Sem 80,000 50,000
Il Sem | 80,000 25,000
[l Sem | 80,000 50,000
\Y 80,00( 25,00(

Time schedule for payment of

Fee for the entire Program Semester Wise

No. of Fee Waivers granted

with amount and Name of the

students

Number of Scholarships offeredscholarship — 1

by the institution, duration and| Duration — Yearly

amount Amount — Min 5000 , Max 25,000

Criteria for Fee waive/ Academic performant

scholarship

Estimated cost of Boarding a

Lodging in Hostels 6000

Any other fee please spec Nil

10 | Admission

Number of seats sanctioned
with year of approval

Seats — 120, 2021-2022

Number of Students admitted
under various categories each
year in the last three years

Management Quota
(K-MAT, ATMA,MAT,CAT,XAT)

Govt Quota
(PG-CET Merit List)

2021-22 | 2020-21| 2019-20] | [ 2021-22 | 2020-21[ 2019-20
35 38 49 32 22 43
Number of applications
received during last two years| | MBA Applications | Admitted
for admission under Recieved
management quota and numbgr2019-20 | 92 49
admitted 2020-21 | 79 38
2021-22 |70 29
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Admission Procedure

Mention theadmission tes
being followed, name and
address of the Test
Agency/State Admission
Authorities and its
URL(website)

KMAT - No.64, 'Vastra Bhava

4th Main, Near 18th Cross, Malleswaram,
Bangalore 560055

info@kmatindia.com

ATMA —Association of Indian Management Schools(AIMS)
D-NO-6-3-668/10/76, First Floor, Near Sri Kalyana
Venkateshwara Temple, Durga Nagar Colony, Punjagutt
Hydrabad-5600082

atma.secretariat@gmail.com

MAT - 14, Institutional Area, Lodhi Road, New Delhi 110003,
India

CAT - CAT Centre

C/o. Admissions Office,

Indian Institute of Management Ahmedabad,
Vastrapur, Ahmedabad — 380 015, Gujarat, India.
cat2021@iima.ac.in

XAT —XAT Office Address: XLRI Xavier School of
Management, C. H. Area (East), Jamshedpur — 831001,
Jharkhand, India

xat2020@xlri.ac.in

PGCET - 18th Cross, Sampige Road, Malleshwaram West,
Bengaluru, Karnataka-560012
https://www.getmyuni.com/exams/pgcet

Number of seats allotted to
different Test Qualified
candidate
separately(AIEEE/CET (State
conducted test/University
tests/CMAT/GPAT)Associatiof
conducted test etc.

PGCET -38

MAT - 23

Others in Process
KMAT - 02
nATMA-04

Calendar for admission
against Management/Vacant
seats

Last Date of request ft

applications Refer Annexure X
Last date of submission Annexure X
applications

Dates for announcing fin Annexure X
results

Release of admission liimain | Annexure X

list and waiting list shall be

announced on the same day)




Date for acceptance by t

candidate(time given shall in no

case be leass than 15 days)

Annexure X

Last date for closing of
admission

18-03-2022

Starting of the Academi
session

01-02-2022

The waiting list shall b
activated only on the expiry of
date of main list

Annexure X

The policy of refund of the Fe
in case of withdrawal, shall be
clearly notified

12

Criteria and Weightages for
admission

Describe eaccriterior with its
respective weightages i.e
Admission Test, marks in
gualifying examination etc.

K-MAT
ATMA
MAT
CAT
XAT

- 50%
- 50%
- 50%
- 50%
- 50%

Mention the minimum Level of
acceptance, if any

50%

Mention the cut-off levels of
percentage and percent ilescor
of the candidate in the
admission test for the last threg
years

£2021-2022 2020-2021

2019-2020

Mgt Quota: 46%
Govt Quota:56%

Mgt Quota:
50.97%
Govt Quota:55%

Mgt Quota:
51.14%
Govt Quota:50%

Display marks scored in te
etc. and in aggregate for all
candidates who were admitted

In Process Yes

13

List of Applicants

List of candidate whose

applications have been received

along with
percentile/percentages core fg
each of the qualifying
examination in separate
categories for open seats. Lis
of candidate who have applied
along with percentage and
percentile score for
management quota seats(meri
wise)

=

—F

—

In Process Yes

14

Results of Admission under
Management Seats/Vacant
seats




Composition of selection tea
for admission under
Management Quota with brief
profile of members (This
information be made available
in the public domain after the
admission process is over)

Mr. Umar Ismail Khan Chairman
Mr. Zubair Anwar Secretary
Dr. B.A Anuradha Principal

Dr. Abdul Rizwan Shariff

Vice Principal

Mr.Deepak Singh M.C

HOD

Score of the individual
candidate admitted arranged i
order or merit

nin Process Yes

List of candidate who have
been offered admission

In Process Yes

Waiting list of the candidate in
order of merit to be operative
from the last date of joining of
the first list candidate

In Process Yes

List of the candidate who joine
within the date, vacancy
position in each category befo
operation of waiting list

d
In Process Yes
re

15

Information of Infrastructute
and Other Resources
Available

Number of Class Rooms and
size of each

Class rooms — 6
Size -74.2Sgm

Number of Tutorial rooms and
size of each

Room -1
Size 37 Sgm

Number of Laboratories and
Size of each

Language Lab — 1
Size —= 70 Sgm

Number of Drawing Halls with
cqapacity of each

Drawing Hall — 1
Size —223.21 Sgm

Number of computer centres

Computer Lab -1

with capacity of each Size — 70 Sg m
Central Examination Facility

Number of rooms and capacity Available

of each

Onlineexamination facility

(Number of Nodes, Internet | Yes

bandwidth , etc.)

Barrier Free Environment for | Available

disabled and elderly persons




Occupancy Certifica

Refer Annexure V

Fire and safety Certifice

Refer Annexure VII

Hostel Facilities Available
Library

Number of Library books/

Titles / Journals Titles — 919

available(Program wise)

Journals — 25

List of National/ International

Journals subscribed 4
E-Library facilities Available
National Digital Library (NDL) | Available
subscription details
Laboratory and Workshop
List of major Equipment/
Facilities in each Laboratory/ | N/A
Workshop
List of Experimental Setup i
each Laboratory /Workshop | N/A
Computing Facilities

5 Mbps 1:1

Internet Bandwidth

Number and configuration of
the system

120- Intel Pentium 4 @3.00 G, RAM -256 MB, HDD - 80gb

Monitor — 17"

30- Intel ® Core Duo E7500@2.93 GHz,RAM-4GB,HDD-1¢i®

Monitor — 15"

30- Intel ® Core ™ ,i5 — 34703 CPU @ 2.90 GHz,4 BBM

HDD - 500 GB,Monitor — 17"
Total- 180

Total number of system
connected by LAN

180

Total number of system
connected by WAN

Nil




Major software packages
available

Windows Xp, M-office, Tally, SYSTA1

Special purpose facilities
available (Conduct of online
Meetings/Webinars/Workshop
etc.)

YES

Facilities for conduct of classe
Cources in online mode
(Theory & Practical)

Theory - YES
s/

Innovation Cell

Social Media Cell

Compliance of the National
Academic Depository (NAD),
applicable to PGCM/PGDM
institutions and University
Departments

N/A

List of facilities available

Games and sports Facilities

Available

Extra-Curricular Activities

Available

Soft Skill Development
Facilities

Available

Teaching Learning Process

Curricular and syllabus for eag
of the Programmes as approvg
by the University

h
ad
Annexure IX




Academic Calendar of the Annexure X
University
Academic TimeTable with the| Annexure XI

name of the Faculty members
handling the Course

Teaching Load of each Facult)

y Annexure XI

Internal Continuous Evaluatior
System and place

1 Annexure XlI

Students assessment of Facultyannexure Il

System in place

For each Post Graduate
Courses give the following

Tittle of the Course MBA
Curricula and Syllabi Annexure IX
Laboratory facilities exclusive | N/A

to the Post Graduate Course

Special Purpose

Software, all design tools in | Available

case

Academic Calendar and frame

Annexure X

work
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Enrolment and placement
details of students in the last 3
years

Refer Annexure XVI

17

List of Research Projects /
Consultancy Works

Number of Projects carried ou
funding agency, Grant recieve

L

d

Nil

Publications (if any) out of
research in last three years ou
of masters projects

t

Yes Refer Annexure XVII

Industry Linkage

Nil

MoUs with Industries
(minimum 3(10))

Annexure XllI

18

LoA and Subsequent EoA till
the current Academic Year

Annexure XIV

19

Accounted audited statement
for the last three years

Annexure XV

20

Best Practises adopted, if any

Adhering to implementation of knowledge managenagt
encouraging entrepreneurship at campus




Annexure |

List of Board Members

S| No | Name and Address
1 Mr. Umar Ismail Khan,
Chairman, AAES
2 Mr. Amjad Hussain Hafiz Karnataki,
Vice-Charma, n AAES
3 Mr. Ahmed Shariff Siraj
Vice-Charman, AAES
4 Mr. Zubair Anwa
Hon. Secretary, AAES
5 Mr. Igbal Ahmed Bai
Hon. Treasurer AAES
6 Mr SyedAhmed
Joint Secretary, AAES
- Mr. Mohammed Ziaudd
Member AAES
8 Mr. Syed Noorul Ameen @ Anwi
Member AAES
9 Mr. Mohammed Fazil Hussa
Member AAES
10 Mr. Zafrulla Khan,
Member AAES
11 Mr. Syed Mahaboob Ali,
Joint Secretary , Gulbarga Division AAES
12 Mr. Syed Umar Farooq,
Joint Secretary, Belgaum Division AAES
13 Mr. Riyaz G. Faroqul,
Joint Secretary, Belgaum Division AAES
14 Dr. K. Mohd.Yousuf Khan @ Aslam,
Joint Secretary, Bangalore Division AAES
15 Moulana Mohammed Shakirulla Rashadi,
Co-Opted Member, AAES
16 Mr. Salman Shatriff,
Co-Opted Member, AAES
17 Mr. Khaleerur Rahman,
Co-Opted Member, AAES
18 Mr. Mohammed Zulfikar Ali,
Co-Opted Member, AAES
19 Dr. Igbal Hussain Wasif,

Co-Opted Member, AAES
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Al-Ameen Institute of Management Studie
Opposite: Lalbagh Man Gate,
Hosur Road, Bangalore-560 027

Feedback:

Most people in the workplace suffer from a lackpefformance feedback. The Feedback Fai
occurs even in vergmall institution and in teams. It also occurslileaels of an institutior

What do we mean by the Feedback Famint

The Feedback Famine is a vacuum that occurs whaplgpdo not receive enough information ak
their performance. We are talking abdormal performance feedback but ongoing, regulat
informal feedback. It is timely, specific and magifhthe individual receiving feedback relate

Whether or not they are achieving their g

What they are supposed to be achieving in thedrire why their role exist
What they are currently doing well and what areagiire improveme
How they are impacting on others in the workp

Why is Feedback Important?

Feedback is the most powerful, yet, most under nsadagement tool that we haveour disposal.
Feedback is powerful as it helps people get orkiriicserves as a guide to assist people to k
how they and others perceive their performe

Feedback can also be very motivating and energitiifs strong links to employee satision and
productivity. People like to feel involved and idiéied with their institution. Feedback can hi
achieve that state.

It is very difficult to be very se-aware without feedback from others. $awareness and
monitoring provide a good platforrrut feedback from others informs us in ways thaioles oul
self-knowledge.



How Feedback Helps:

Feedback helps people find answers to these viegtopns:

Why does my role exist?

What am | supposed to achieve?

How is my performance tracking?

How do I influence others?

What is the quality of my relationships with my rager, team members and colleagues?

Feedback is the information we all need to be tefigctive in the workplace. In fact the most
effective leaders actively seek feedback to enhahe& performance. These leaders intuitively
recognize the power of feedback.

For the overall development of the institution, 3f€yree feedback on the following aspects have
been taken

1.

o0 AN

Student feedback about the subject faculty-TeaEkaluation Form
Student feedback about college(Overall)- Studemaiuation form
Parents Feedback about college

Peer evaluation

Feedback about syllabus from Industry experts andlfy
Feedback from Alumni

Procedure:

The feedback will be collected from the studentsowlave more than 90% of the attendance.
Feedback is collected confidentially and handed twé¢he concerned person after the analysis. The
confidentially of information will be maintained @mitilized only for the growth and development of
the institution.



Al-Ameen Institute of Management Studies
Near Lalbagh Main Gate,
Hosur Road,
Bangalore-27

This questionnaire is intended to collect informatrelating to your opinion, acceptance and tc
extent you agree towards the curriculum, teachlearning and evaluation. The informati
provided by you will be kept confidential and whle used as important feedback for que
improvement of the programme of studies/institu

For each item please indicate to what extent yaeeagr disagree th the following statement t
choosing a score between 1 and & Completely disagree, 2 - disagree, Beither agree nc
disagree, 4 — agree, Scempletely agre:

Curriculum, Teaching, Learning and Evaluation:

1 The syllabus is need based

2 Thesyllabus suits the requirements of the cc

3 Objectives of the syllabus are clearly defineddoth
teachers and students

4 The syllabus has good balance between theory
application

5 The syllabus of the subjects enhance knowleand
perspective in the subject a

6 The books prescribed/listed as reference mateara
relevant, updated and appropri

7 | have the freedom to propose, modify, suggest
incorporate new topics in the syllal

8 | have thefreedom to adopt new techniques/strate
of teaching such as seminar presentations, ¢
discussions and learners’ participatit

9 The pedagogy constitutes of innovative mett
facilitating effective teaching and learn

10 | Syllabus designed meets the industry expectati
helps students in transformation from grad
employee

11 | Syllabus helps students develop employability s

Signature



Course:

Al-Ameen Institute of Management Stu

Near Lalbagh Main Gate,
Hosur Road, Bangalore-560027

Student Feedback Form

Semester:

Year:

Rate the following attributes where:

A= Excellent B=Very Good C=Good D=Aage E=Below Avera

S No | Attributes A B C D

1 The faculty are cooperati

2 Faculty are efficient
Faculty adopt innovative teaching technic

4 Are your grievances properly handled at the colf

5 How do you rate development activities organizedHa
College for your overall developme

6 Library & reading room

7 Computer Facilities, Internet and -Fi

8 Sports & Extracurriculaactivities

9 Industry oriented projects

10 Seminar, workshops and guest lect

11 Opportunities given to participate in inter colleigi fest
conferences, workshops and semi

12 EDP cell conducts seminars, workshops to inculentrepreneurial
skills

13 Have you availed Career counseling and guidanchifirer studie
From Placement Cell?

14 Do you receive regular updates from the collegeubt
Mails/ Calls/ SMS etc?

Signature




N

h

Date:

Near Lalbagh Main Gate,

Al-Ameen Institute of Management Studies

Hosur Road, Bangalore-560027

A
o

1[[

Parents Evaluation Fornr

Academic Year:

Semester:

Name of the Parent/Guardian:

Designation:

Parent/Guardian of:
Department:. MBA

To further improve the quality of Management educaton that we impart, please give us you
valuable feedback for the following particulars, wlere

Grade A= Excellent Grade B=Good Grade C=Average Grde D= Poo

S. Nc | Particula Grade Suggestions fc
Improvemer
1 Classes are conducted regul
2 Teaching fraternity of theollege is effective
and efficient
3 Parents receive information about absentee
behavior, assignment submission and test v
of the students
4 The quality of infrastructure, Canteen and b
facilities provided
5 Library has good collectioof books, journals
and magazines
6 College facilitates Industry Institute Interact
7 Institution guide and nurture the studk
8 Placement cell is active assisting studt
placements
9 College provides mentoring and counselin
students
10 Institute facilitates students overall persone

development

Signature of the Parent




Al-Ameen Institute of Management Studies
Near Lalbagh main Gate,
Hosur Road,
Bangalore-27

Syllabus feedback form

This questionnaire is intended to collect informatrelating to your opinion, acceptance and tc
extent you agree towards the curriculum, teachiegyning and evaluation. The informati
provided by you will be kept confidential and whle used s important feedback for quali
improvement of the programme of studies/institu

For each item please indicate to what extent yaeeagr disagree with the following statement
choosing a score between 1 and & Completely disagree, 2 - disagree, Beither agree nc
disagree, 4 — agree, Scempletely agre:

Curriculum, Teaching, Learning and Evaluation:

1 The syllabus is need based

2 The syllabus suits the requirements of the cc

3 Objectives of the syllabus are clearly defiifor both
teachers and students

4 The syllabus has good balance between theory
application

5 The syllabus of the subjects enhance knowledge
perspective in the subject a

6 The books prescribed/listed as reference mateara
relevant, updated and appropri

7 | have the freedom to propose, modify, suggest
incorporate new topics in the syllal

8 | have the freedom to adopt new techniques/stred
of teaching such as seminar presentations, ¢
discussionsnd learners’ participatior

9 The pedagogy constitutes of innovative mett
facilitating effective teaching and learn

10 | Syllabus designed meets the industry expectat
helps students in transformation from grad
employee

11 | Syllabus helps students develop employability s

Signature



Al-Ameen Institute of Management Stu
Near Lalbagh Main Gate,
Hosur Road, Bangalore-560027

Alumni Feedback Form

Name of the Student:

Designation:

Name of the Company:

Year of Passing:

Mobile No:

E-mail Id:

Rate the following attributes where:

A= Excellent B=Very Good C=Good D=Asge E=Below Averai

S.Nc A B C D
1 Are you proud to be alumni of -Ameen’

2 Are you willing to contribute to the developmenttbé college

3 Were /Are your grievances properly handled at thikege’

4 How do you rate development activities organizedHha

College for your overall developme

Library & reading room

Computer Facilities, Internet and -Fi

The faculty were cooperati

5
6
7 Sports & Extracurricular activitit
8
9

Faculty are efficient

10 Faculty adopted innovative teachitechniques

11 Industry oriented projects

12 Seminar, workshops and guest lect

13 Opportunities given to participate in inter colleigi fest
conferences, workshops and semi

14 EDP cell conducts seminars, workshops to inculentrepreneuria
skills

15 Has the Placement Cell provided amOn campugplacemen
opportunities?

16 Has the Placement Cell provided sufficiOff campusplacemer
Opportunities?

17 Have you availed Career counseling and guidanchkifrerstudies
from Placement Cell?

18 If you are invited to deliver A Guest Lecture/ Aésmal Talk
A Motivational Session for your juniors, will yowebnterestec

19 Do you like to join the college Alumni Associatic

20 Have you participated in arAlumni meet as of now?

21 Do you receive regular updates from the collegeubt

Mails/ Calls/ SMS etc?

Signature




ANNEXURE -IV

AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES

Al-Ameen Educational Campus, Near Lalbagh Main Gate
Hosur Road, Bangalore-560 027.
(Affiliated To Bengaluru City University)

Date: 28-02-2022

NOTICE

It is herebyinformed to all the MBA students that a Grievance Redressal
Committee has been reconstructed with the following members:

SL ; ; Contact ;
No Name Designation Number Email ID
1 | Mrs-Rzwana | b o0, 9900398192 rizwana87@gmail.com
Khanum 8 Gl
Dr. Irfan ks.irfan@gmail.com
2 —— Faculty Member 7349734311
3 | Hajira Banu Student Member | 9110890230 hajiraban634@gmail.com
4 ?ﬂl Khadit | o jent Menber | 8088165734 | mohammedtahir2425@gmail.com
5 | Niveditha. H Student Member | 8792320970 niveditharaya2000@gmail.com
6 | Magsood Khan | Student Member | 8105593531 | massoodkhan9945@gmail.com

In case of any grievance, students and staff are hereby instructed to put forth
the grievances in writing to the Grievance Redressal Committee headed by Mrs.
Rizwana Khanum whose contact number is 9900398192 and email id is
rizwana87@gmail.com.

Grievance shall be viewed and redressed by the above Committee, failing
which the matter may be forwarded to the Ombudsman appointed by the university.

; _/{ﬂ ,}/
PRINCIPAL \
PRINCI®BA) \

iDr. B A, ANURADHA)
AlAmeen nstitute of

Management Studies
BANGALORE.



ANNEXUI{E -V

AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES

Al-Ameen Educational Campus, Near Lalbagh Main Gate
Hosur Road, Bangalore-560 027,
{Affiliated To Bengaluru City University)

Date: 28-02-2022

NOTICE

Al-Ameen Institute of management studies constituted a Committee for
SC/ST to support students in the reserved category and provides special inputs in
areas where the students experience difficulties.

The committee would conduct regular remedial coaching classes on
personality development, life skills and organize interactive sessions. Mentors are
assigned to each and every student to oversee their progress.

The following are the committee members:

SL o Contact | .
NO Name Designation N;I;;Zr Email Id
I
1 Imran Khan In-Charge 8431771521 | imranazra2l@gmail.com
2 Roopa 5 Faculty Member | 8310602407 | roopashivaram125@gmail.com |
By Ordgr

NG IPAT} ;:

PR#’HC!PAL
(Dr. B.A. ANURADHA)
Al-Amean nstitute of
Management Studies

BANGALORE.
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Name of Teaching Staff

Dr. B. A. Anuradh

Designation Principal

Department Managemer

Date of joining the 01.03.199

institution

Date of Birth 30:05-1973

Unique ID 1-43100710

Area of Specialization Marketing
B.Sc MBA Ph.C
CBZ (Marketing) (HR)

Educational Qualifications

Work Experience

Teaching: 6 years

Industry: 01

Research guidance

Papers published

National:1(

International:10

Papers presented in
conference

National:0¢

International:08

Ph. D Guide , give Field &
university

University of Mysore, Mysol
Field: Manageme




Ph. Ds/ Projects Guid

Ph.Ds. Pursuing: (
Projects Guided: PG - 100

Books Published/IPRs/
Patents

Paradigm Shift in Workplace Dynamics — An Empiri€aldy
Excel Publishers 2010

Professional Memberships

All India Management Association (AIMA)
Association of Indian Management Schools(AIMS)
National Institute of Personal Management (NIPM)
Bangalore Management Association (BMA)

Consultancy Activities

Developed a Case StudyBWAITC on “Turnover Strategies and
Success Story of BMTC” during 2012 — 2013

“Development of an Infrastructure Quality Index féigher Education
Institutions in Karnataka” an initiative of KSHEGpvt., of Karnataka

during 2014 — 2015

Awards

Outstanding Achievement Award by the Forum of Wome

Entrepreneurs on the occasion of International WosnBay in 2022.

Power Woman” Award by Lead India Foundation on the occas

of International Women'’s Day in 2022.

National Education Excellence Awardby BEGIN UP — “Beginup

Research Intelligence Private Limited” Bangalor@@21.

Life Time Golden Achievement Awardby Bharat Rattan Publishing
House New Delhi in 2021.

Nalapad Woman of Worth Award by N A Haris Foundation ir]
association with Confident Group on the occasionlmérnational
Women'’s Day in 2020.

International Golden Achiever's Award byinternational Busines

Council in association with The Global AchieversiRdation in 2019
Women Achievers AwardbyLions Club International in 2019.

International Women’s Day Award byGarden City University

Bangalore in 2018.

h
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Peace Governor Award of Excellencby World Peace & Diplomacy
Organization and CIAC Global (Confederation of tnegional

Accreditation Commission) in 2016.

PRCI Academic Excellence Awardby Public Relations Council gf

India presented by Mrs.Rajashree Birla at Mumb&idm2,

Dr. Mumtaz Ahmed Khan Award by Al-Ameen Educationa|
Society, Bangalore in 2011,

Dr. Mumtaz Ahmed Khan Award by Almas Educational Trus},
Bangalore in 2010.

Award of Excellenceby Rotary Club on International Women’s Day
in 2009.




Name of Teaching Staff

DR. ABDUL RIZWAN

SHARIFF

Designation Vice Principal
Courses taught MBA

Date of joining the institution | 29/06/2012
Date of Birth 22-03-1983

Unique ID 1-1443449843
Area of Specialization Marketing and Finance
Research:
Ph.D, from
Educational Qualifications B. Com M.Com MB A Tumkur
First Class | Second Clasg First Class | University
Work Experience Teaching: OYEARS Industry 03 YEARS
Research guidance
Papers published National: 06 International: 02
Papers presented National: 0 International: C
conference
Ph. D Guide , give Field ¢ NIL
university
Ph. Ds/ Projects Guided Projects Guided: PG -70 IL N

Books Published/IPRs/ Pater

1

itslame: Security Analysis and portfolio Management
Publisher: Vision Book House
ISBN: 978-93-5495-407-8
Year of Publication :2019-2020

Professional Memberships

Management Research Btand

Consultancy Activities

NIL




Name of Teaching Staff

Prof. Deepak Singh MQ

Designation Assistant Prof & HOD
Department Management
Date of joining the 01.07.2006
institution
25-02-198(

Date of Birth

1-7376602864

Unique ID
Area of Specialization HRM
B.Comr MHRM M.Phil Pursuing
Educational Qualifications Ph.D. from
University of
Mysore
Work Experience Teaching: 16 years| Industry: Nil Research: NIL

Research guidance

Papers published

National: NIL International: NIL

Papers presented
conference

National: 4 International: -

Ph. D Guide , give Field &
university

Ph. Ds/ Projects Guid

Projects Guided: PC-10C |-

Books Published/IPR:
Patents

Talent Management, Thakur Publications

Human Capital Management, Thakur Publications
Strategic and Corporate Governance, Thakur Pulditat
Management and Business Behavioral Prog@agyr Publications
Managing Human Resource, Thakur Publications

Learning and Development, Thakur Publications

Talent Management and Employee Engagentesdr Publications
Management and Behavioural Process, Global HRMt&jic
HRM

Professional Membershij

Consultancy Activities




Name of Teaching Staff | Dr. Y.V. SHESHADRI

Designation Associate Professor
Department Management
Date of joiningthe 1-2-2007
institution
Date of Birtt 19-05-96€
Unique IC 1-43107462
Area of Specialization Marketing
B.E M.B.A M.Phil Ph. D

Second Class| First Class | Second Class

\°4J

Educational Qualificationsg

Teaching: 22 Years Industry: Research: 15
Work Experience 10Years Years
Research guidance
Papers published National: 08 International:-NA-
Papers presented in National: 20 International: 03
conference
Ph. D Guide , give Field & 02 -NA-
university Bharathiyar University, TN

Ph. Ds/ ProjectGuidec Projects Guided: P(-20C

Statistics for Managemel- Thakur Publications
Books Published/IPRs/ | Consumer Behaviour - Thakur Publications
Patents Digital Marketing - Thakur Publications

Professional Memberships  -NA-

Consultancy Activitie: Developed a case study for BMTC on “Turnover 8tyges
and Success Story of BMTC” . During 2012-2013.




Name of Teaching Staff

Dr. Irfan Mumtaz K.S.

Designation Associate Professor

Department Management

Date of joining the 01/05/2011

institution

Date of Birth 02-7-1983

Unique ID 1-690747421

Area of Specialization Marketing

Educational Qualifications B.Sc. MBA UGC — NET | Ph.D
First Class B Grade | for

2012

Lectureship

Work Experience

Teaching: 10 years

Industry: 04 years|

Research: 07 yrs

Research guidance

Papers published

National:01

International:11

Papers presented in
conference

National: 10

International:03

Ph. D Guide , give Field &
university

University of Mysore,
Mysore
Field: Management

Ph. Ds/ Projects Guided

Awarded :
Submitted :
Pursuing : 06
Projects Guided: 40

Books Published/IPRs/
Patents

Professional Memberships

Consultancy Activities




Name of Teaching Staff

Mrs. Rizwana Khanum

Designatiol Assistant Profess
Department Management
Date of joining the 12.05.2008
institution

21-07-1985

Date of Birth

Unique ID

1-431074629

Area of Specialization

Finance and H

BBM MBA Pursuing Ph.D
Educational Qualifications First Class| First Class| Mother Teresa
Womens
University
Work Experience Teaching : 14 years Industry : 2 years Research: -
Research guidance
Papers published National : 3 International : 3
Papers presented in National : 3 International : 1
conference
Ph. DGuide , give Field & | -
university
Ph. Ds/ Projects Guided Awarded:
Submitted:
Pursuing: -

Projects Guided : 60

Books Published/IPR:
Patents

Professional Membershij

Consultancy Activities




Name of Teaching Staff

Mrs. SAIRA BANU
NEELGAR

Designation Assistant Professor
Department Management

Date of joining the 01-01-200¢
institution

Date of Birtl 21-05-1981

Unique IC 1-737691930

Area of Specialization

HR and Marketing

Educational Qualifications

MBA
First Class

M.Com
First Class

Ph.D
(Pursuing from University of
Mysore)

Work Experience

Teaching: 11 Years
Year

Industry: 01

Research: --

Research guidance

Papers publishe National: O: International: O
Papers presented National: 2 International: 4
conference
Ph. D Guide , give Field ¢
university
Ph. Ds/ Projects Guid Awarded: -

Submitted:

Pursuing:

Books Published/IPRs/
Patents

Marketing Managemet

BBA — IV Sem

ISBN No: 978/93/5202/135-2
Management Process

Professional Memberships

Consultancy Activities




Name of Teaching Staff

Mr .MOHAMMED WAJID

Designation Assistant Professor
Department MANAGEMENT
Date of joining the 12.12.2011
institution
Date of Birth 09-07-1986
Unique ID 1-7376919761
Area of Specializatic Marketing and Finant
Educational Qualifications B.COM M.COM Ph.D
1'CLASS | 1'CLASS | (Pursuing
from
University of
Mysore)
Work Experience Teaching: 10 Industry: - Research: -
Research guidance
Papers publishe National: (2 International: 3
Papers presented in National: 03 International: 03
conference
Ph. D Guide , give Field &
university
Ph. Ds/ Projects Guided Awarded: -
Submitted: -
Pursuing: -

Books Published/IPRs/
Patents

2SEM B.COM , ADVANCED FINANCIAL

ACCOUNTING, SUBHAS STORES PUBLICATION.201

(MODEL QUESTION BANK)

Professional Membershij

Consultancy Activities




Name of Teaching Staff

Mr. Ravish B.A

Designation ASISTANT PROFESSOR

Department MANAGEMENT

Date of joining the 17/11/201.

institution

Date of Birtt 03-02-197¢

Unique IC 1-145675771

Area of Specialization Marketing

Educational Qualifications Ph.D
B.Com M.B.A

Second Class First Class

(Pursuing from University of
Mysore)

Work Experience

Teaching : 08 Years

Industry : 4
Years

Research: --

Research guidance

Papers publishe

National

International

Papers presented
conference

National:

International

Ph. D Guide , give Field &
university

Projects Guided

Awarded: 100
Submitted:
Pursuing: 10

Books Published/IPRs/
Patents

Professional Membershij

Consultancy Activitie:




Name of Teaching Staff

Mr. Sadique S.I.J

Designation ASSOCIATE PROFESSOR

Departmer MANAGEMENT

Date ofjoining the June 200

institution

Date of Birtt 9-11-1961

Unique ID 1-431285233

Area of Specialization Finance

Educational Qualifications | B.Com wSA | mcom
Second Class Class Second Class

Work Experience

Teaching : 20 Years

Industry : 20 Y|s

Research :

Research guidance

Papers published

International: -

Papers presented in National: - International: -
conference
Ph. D Guide , give Field & | -
university
Ph. Ds/ Projects Guid Awarded:
Submitted:
Pursuing:

Projects Guided :

Books Published/IPRs/
Patents

Professional Memberships

Consultancy Activities




Name of Teaching Staff

Ms. Rehana Begum

Designation ASISTANT PROFESSOR

Department Management

Date of joining the 1/10/2019

institution

Date of Birth

Unique ID

Area of Specialization

Educational Qualifications B.Com M.Com
1* Class 1% Class

Work Experience

Teaching: 5 years

Industry: -

Research guidance

Papers published National: - International: -
Papers presented in National: 01 International: -
conference
Ph. D Guide , give Field &| -
university
Ph. Ds/ Projects Guided Awarded:

Submitted:

Pursuing:

Projects Guided :

Books Published/IPRs/
Patents

Professional Memberships

Consultancy Activities




Name of Teaching Staff

Mrs. SubiyaSainyaara

Projects Guided :

Designatiol Assistant Profess
Departmer MBA
Date of joining the 1-12-2019
institution
Date of Birth
Unique 1D
Area of Specialization
Educational Qualifications B.Com M.Com, MBA
First Class | First Class First Class
Work Experience
Teaching: 3 years Industry: - Research: -
Research guidance
Papers publishe National:- International: O
Papers presented in National: - International: 01

conference
Ph. D Guide , give Field & -

university

Ph. Ds/ Projects Guided | Awarded:
Submitted:
Pursuing:

Books Published/IPRs/
Patents

Professional Membership

JJ

Consultancy Activitie




Name of Teaching Staff

Mrs.Shameema Khatoon

Designation Assistant Professor
Department MBA
Date of joining the 7 -03-2022
institution
Date of Birtf 15-12-197¢
Unique IC
Area of Specializatic IT
Educational Qualifications B.Sc., MCA, MBA
Work Experience
Teaching: 8 years | Industry: -2years|  Research: -
Research guidance
Papers published National: - International:
Papers presented in National: - International:
conference
Ph. D Guide , give Field & -
university
Ph.Ds/ Projects Guide | Awarded:
Submitted:
Pursuing:
Projects Guided :

Books Published/IPRs/
Patents

Professional Membershi

Consultancy Activities
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Annexure VIlI

TO MHOMSOEVER IT MaY CONCERN

This & to certify that the followine estingushers SUPPLIED on 23.03.2021 at Al
AMEEN COLLEGE OF MAMAGEMENT STUDIES, LALBASH ROAD, B2realure 7
and stands slEranes fora pariod of one yearfrom the date of supply unkss

otherwse Empared with:

1. water 02 -9 krs capacity fire extinguiher as per 155
with 151 mark - 02 nos.

For MINIMAEK FIRE SERVICES

g=

AUTHORISED S1GMATORY

Cate: 23.03.2024



TO MHOMSOEWVER 1T WG COMNCERMN

Thi & tocertify that the followine extineushers REFILLED on 23.03.2021 at AL
AMEEN COLLEGE OF MAMAGEMENT STUDIES, LALBAGH ROAD, Bemealury 7
and stiands gsueramtes fora period of one year fromthe date of REFILLING unlkess

ctherwse wmpered with;

1. ABC -5 kgs. Capacity stored pressure fype fire exti|eusher - 03 Nos.
2. ABC - 2kps. Capacity stored pressure type fire extineusher - 04 hos
3. €02 2kgs.Capacity stored pressure type fire extiigusher - 2Mg8

For MINIMAEK FIRE SERVICES

16

ALUTHORISED SIGNATORY

Cate: 23.02.2024



Annexure IX

CANARA BANK SCHOOL OF MANAGEMENT STUDIES

BENGALURU CENTRAL UNIVERSITY

BANGALORE

Il &IV SEMESTER SYLLABUS

MASTER OF BUSINESS ADMINISTRATION [DAY & EVE]

UNDERCHOICE BASED CREDIT SYSTEM (CBCS)

(2019 -2020 ONWARDS)



REGULATIONS FOR 2 YEAR FULL TIME MBA (DAY) PROGRAM
1. TITLE

These regulations shall be called as Academic R#égnk of the MBA Degree course (Day & Evening)Bengaluru
Central University, from academic year 2019- 20 ardg, under Choice Based Credit System (BCU-PG-GCRO$8)
of Faculty of Commerce and Management under Bengalientral University, Bengaluru and the Degrededahs
Master of Business Administration.

2. EXTENT OF APPLICATION

These regulations will apply to Post Graduate Rmogrin Management called MBA ( Master Of Business
Administration) being offered by the PG DepartmehManagement Studies, Bengaluru Central Univeieitd all the
colleges affiliated to the Bengaluru Central Unsisr having obtained the approval of this uniitgrand AICTE
subject to complying with all the requirements aondditions laid down by these regulatory bodies.

MASTER OF BUSINESS ADMINISTRATION (CHOICE BASED CRE DIT SYSTEM) (MBA-CBCS FROM
ACADEMIC YEAR - 2019 - 20 ONWARDS)

3. MINIMUM ELIGIBILITY FOR ADMISSION AND ADMISSION PROCEDURE FOR MBA (DAY &
EVENING)

MBA DAY

A graduate degree under 10+2+3, 10+2+4 or 10+2+tenpaunder any discipline securing at least 50%kman the
aggregate including languages from a recognizeddssity of UGC in India or abroad.

Degrees from abroad should be accepted as equival#me Degree offered by any University in Indiathe UGC and
as approved by AlU and Bengaluru Central University

In case of SC/ST/Cat-I candidates, there will belaxation of 5% in the aggregate marks obtainethé under graduate
Degree set as minimum eligible marks (50%) for asion into MBA Course.

All admissions to Post Graduate Department of Manant and its affiliated colleges will be made tlgio an entrance
test conducted by appropriate body duly constit@ed duly approved by Government of Karnataka atateS evel
Counselling board on the basis of Rank /Merit amel teservation rules based on seat matrix as acaduby the
Government of Karnataka shall be strictly adheoed

MBA EVENING

A graduate degree under 10+2+3, 10+2+4 or 10+2+tenpaunder any discipline securing at least 50%kman the
aggregate including languages from a recognizededsity of UGC in India or abroad.

Degrees from abroad should be accepted as equialéme Degree offered by any University in Indiathe UGC and
as approved by AlU and Bengaluru Central University

Candidates who pass bachelor/master degree inravgrsity system in single sitting pattern are elagible.

In case of SC/ST/Cat-I candidates, there will belaxation of 5% in the aggregate marks obtainethé under graduate
Degree set as minimum eligible marks (50%) for asion into MBA Course.

A minimum of two years of full-time work experienadter graduation in any public/private sector oigation is
essential

In case of teaching/non-teaching staff working e university or affiliated colleges, a two/fiveaye of full-time
teaching/administrative experience is essential

All admissions to Post Graduate Department of Mansnt and its affiliated colleges will be made tigio an entrance
test conducted by appropriate body duly constitied duly approved by Government of Karnataka atateS evel
Counselling board on the basis of Rank /Merit amel teservation rules based on seat matrix as acaduby the
Government of Karnataka shall be strictly adheoced

In case of unfilled seats from KEA, the admissiortite program will be effected through admissist tonducted by
Bengaluru Central University

4. DURATION OF THE COURSE



The duration of the MBA Day& Evening program shedtend to over 4 semesters spanning over a pefi@dyears.
Each year shall have two semesters of 16 weekgialuirand shall have not less than 90 working dafyslassroom
teaching, internship and master thesis. At the @nelach semester there will be end semester uitiversamination
conducted by the university.

5. MEDIUM OF INSTRUCTION

The course being a professional course and havialgaGGconnotation the medium of instruction for MB¥ourse Day
and Evening examination shall be in English medanty.

6. MINIMUM CREDITS AND MAXIMUM CREDITS

6.1 There shall be four categories of papers viz., Goré Compulsory paper, Soft Core paper, Speciaizgiaper and

Open Elective paper. The Open Electives are theddsity approved papers offered by other DepartsnehBengaluru
Central University and the student is requiredridargo one course from other Department.

6.2 The credits for each of Compulsory paper and speateon paper may vary from 2 to 4 credits. Inea$ open electives

7.1

7.2

7.3

and Soft Core, each paper shall be of 2 creditstulent is required to opt for one open electiyeepan 3" Semester.
The list of papers available will be intimated fréime to time.

One credit is equivalent to 15 contact hours
7. ATTENDANCE

The candidate who does not put in minimum stipdlatitendance of 75% aggregate of all the subjadtsogether in a
semester shall not be eligible to appear for thet eam in that semester and the candidate hasatierd the classes
along with subsequent batch and satisfy the minimrmauirement for appearing in that particular emgnaster
examination.

The statement of attendance shall be displayeti@iotice Board by the Department/School/Institutad end of every
month for information of students.

Five marks in Internal Assessment is earmarkedherattendance percentage as a motivation forttltests to attend
classes regularly.

8. SEMESTER-WISE CREDIT DISTRIBUTION:

8.1 The table shows the semester wise credit with tredits

Category SEM1 |SEM2 |[SEM3 |SEM4 [Total Credits
Compulsory Core Papers 24 24 3 3 54

Soft Core Papers 2 2 - - 4
Specialization Subjects - - 20 20 40

General Open Elective - - 2 - 2

Industry Internship Program - - 2 - 2

Master Thesis - - - 4 4

Total 26 26 27 27 106

9. SCHEME OF EXAMINATION

A) Internal Assessment Test

9.1A Each course will have two components as paessessment i.e. the First Being Internal Assessimest and
Second being Semester end exams. The Internal #ksses (IA) is based on the continuous internal sseent. There
shall be two internal tests conducted for each pape



9.2A Each paper will carry 100 marks of which 30rksawill be for Internal Assessment and remainifignarks for
written examination (UE) to be held at the endaxflesemester.

9.3A The components of Internal Assessment for 20kl are as follows:

1 and 2" Semester Marks
Attendance 5
Two Internal test 10
Assignment 5
Case Presentation 5
Quiz on Business and Current Affairs 5
Total 30
Marks for Attendance

%of Attendance Marks
75-79 % 1
80-84 % 2
85-89 % 3
90-94 % 4
95-100 % 5

The BOE will monitor the process of Internal assemst test(lssue of Time table, preparing and trétisign the
question paper via e-mail, followed by surpriseathby BOE Members). The Directors of B-Schools @eguired to
maintain the records pertaining to internal assessnests.

B) Final Examination

9.1B There shall be a University examination (Theotythe end of each semester in the prescribed pagech carries
70 marks for 3 hourqInternal Assessment: Online examination mighiriteoduced subject to approval of appropriate
Bodies of Bengaluru Central University in the cauos present scheme.)

9.2 B For the employability skill development paperse tstudents are required to undertake the presciskéd
development exercises. The concerned instituticsll $ubmit the records of the exercises to the ensity. The
university authority will pay surprise visits toethinstitutions for checking the employability skilpossessed by the
students by virtue of undertaking the exercisethersubject.

9.3 B Specific guidelines for practical examinationsl\w#é issued by PG Department of Management frore tortime.
10. TIME LIMIT FOR COMPLETION

10.1 The candidate shall complete programme withingagod as prescribed in the regulations governivgg rhaximum
period for completing MBA programmes from the dafeadmission. It is generally twice the number efss of the
stipulated minimum duration of the programme whg# years.

11. MINIMUM GRADE FOR A PASS

111 A candidate shall be declared to have passdIBA program if he/she secures at least a CGPA.@65.0
(Course Alpha-Sign Grade C) in the aggregate oh lternal assessment and semester end examirmratidks put
together in each unit such as theory papers /ipghétinternship / master thesis / viva-voce.

11.2 The candidate who pass in all the papergshditempt in all four semesters is eligible fanks provided they
secure at least CGPA of 6.0-7.0(Alpha-Sign Grade A)



11.3 The results of the candidates who have padsedourth semester examination but not passediaiver
semester examinations shall be declared as NCL Qatpleted Lower semester examinations). Such dates shall
be eligible to receive the degree only on compietiball the lower semester examinations.

11.4 A candidate who passes the semester exammaatigarts is eligible for only Class / CGPA and Alpha Sign
Grade bunot be eligible for rank.

11.5 The candidate must secure a minimum of 40%heftotal marks awarded as internal componentsm(&ks)
which shall mean there will be a minimum prescridgd marks which the student has to secure to pagsternal
assessment.

11.6 A Candidate who fails in the Master Thesis @nd-voce exams, he/she shall re-submit and reapip the Master
Thesis and viva-voce and pass the examination gubsdy. Each student would be given a chance/attéoclear. The
supplementary examination is conducted for Odd se&nealong with Odd semester and Even semester Evitn
semester.

12. INDUSTRY INTERNSHIP

12.1 Each candidate should undertake an interriehig period of four weeks immediateBn completion of the second
semester examination and submit a bound copy ofrépert in Ill Semester. The student is requiredsédect an
organisation and identify a problem area and couotemith solutions to the problem. A report contagpithe analysis of
the problem and the solutions is to be carriedumdter the guidance of a faculty of the instituteomd industry. This
could involve a desk study/data analysis/technol@pabled assignment/enterprise resource planniag/tiase
study/extension work or exploration of an ideatsrimplementationSpecific guidelines includingormat of the report
shallbe issued by PG Department of Management Stugl@sgaluru Central University from time to time.

12.2 The industry internship program shall carryndérks, of which the internship report shall ca26/marks and 25
marks for viva voce. The student has to securergnmim of 25 marks out of 50 marks to pass in therivship program.
The viva-voce and the internship report will belaaged by the external examiners and internal emarsiappointed by
the BOE.

13. MASTER THESIS

13.1 Every student is required to work 45 dayshisther master thesis in the chosen major speatadiz during the 3
and 4" semester and prepare a Master Thesis report agplgsearch methodology under the supervision éaulty
guide and Industry expert. The Thesis shall be basea free-lance or industry project. Prior te #ctual work, the
students are required to submit a synopsis of tbpgsed project work incorporating the componefitesearch design
and submit the same to the PG Department of Manage8tudies, BCUB for approval. There is no classkwduring
45 days where the student is in industry/fieldwoBubsequent to the field work, the candidate hasntolve
himself/herself in writing the master thesis alanith attending the classes regularly and viva —~widebe conducted
for the same.

13.2 The students are required to submit two pssgreports during the course of master thesiseastipulated time
periods.

13.3 A hard bound copy and a soft copy of the MaSteesis duly signed by the faculty guide and &ediby the
industry/organizations and Principal/Director/HORshto be submitted to the PG Department Managei®@erties,
Bengaluru Central University at the end of the fousemester before the commencement of the endsseme
examination.The Master Thesis shall be evaluated for 100 mbyksvo examiners (One of them will be the faculty
guide/member who has guided the work and other vélithe external/internal examiners appointed leyBOE). A
minimum of 50% marks shall be secured for a paskérnMaster Thesis. There shall be a viva-voce @xation for 50
marks on the Master Thesis. Viva-voce will be cartdd by Board of Examiners/examiners authorize€bgirman of
BOE. A minimum of 50% (25 marks) must be securepass in the viva-voce examination.

13.4 Academic Integrity and Plagiarism

In order to maintain the quality in preparation amesentation of internship reports/master thes@“iand 4' semester.
All the internship reports/master thesis shouldargd the anti-plagiarism check with the supporswitable software.



The Post Graduate Department of Management shi@ininthe B- Schools about the software and prowiaem
guidelines thereof. The similarity index permissiklill be decided from time to time.

14. SPECIALIZATION STREAMS

14.1. The MBA( DAY& EVE) program has dual specialibn. It consists of major specialization and onin
specialization. In "8 and 4' semester the student has to take 3 electivesim#jor specialization and 2 electives in the
minor specialization.and IV Semester dissertatiothe area of major specialisation.

14.2 For offering any specialization indicatedhie MIBA program, each institution shall have a mimimof 15 students.

14.3 The Board of Studies in Management could erptollaborations and partnership either with aisdions, industry
body, individual companies and other enterpriseste purposes of curriculum design, delivery, facdevelopment,
publication of study material and case studies. B®@S is also authorized to make necessary changethe

specialization streams as well as electives offereter the specialization streams. Any emerging/aubject leading to
specialization will be identified and offered frdime to time.

15. FOUNDATION COURSES AND ADD ON COURSES

15.1 The colleges are required to organize one weédn days of induction programme for the stuslemitted to the
first semester before the commencement of classese the students come from different backgrowsudsh as arts,
science, engineering etc, the foundation courseinénded not only to provide the basics and foret#al pre-requisite
knowledge on management subjects but also inclatleexbaseadnd familiarise the students with management cdscep
Similar induction could be planned at the time loé ttommencement of |l Semestér.detailed report has to be
submitted to university. After completion of%2semester, the institution shall arrange for ptojeport preparation
workshops for the students to take up the masssigtwork in the 4 semester confidently.

15.2 The suggestive areas for Foundation coursesSacial impact of management, Fundamentals of hemant,
Accounting and Finance, Sustainable developmentj-@orruption Issues, Moral Leadership, and Bussn&shics.
Specific guidelines will be issued by PG Departnm@riflanagement from time to time.

15.3 The students are required to undergo a nafitcoarrse( at least one) Massive Open Online Co(W&2OC) each
year. The list of courses will be supplied by ti@ Bepartment of Management Studies, Bengaluru @ebimiversity.
Students are required to produce certificationamhpletion of course during Viva Voce Exam.

EIGHT POINT ALPHA - SIGN GRADING SCALE under CBCS S ystem

GRADE POINT
AVERAGE <4 4-<5 5-5.5 5.5-<6 6-<7 7-<8 8-9 9-10
ALPHA-SIGN Re-
GRADE Appear P C B B+ A A+ (@]

Note : O : Outstanding
16. CLASSIFICATION OF SUCCESSFUL CANDIDATES: SEMESTER WISE

The Grade Point Average (GPA) in a Semester andCtiraulative Grade Point Average (CGPA) at the ehfbarth
semester shall be computed as follows:



16.1 COMPUTATION OF GRADE POINT AVERAGE (GPA):

The grade points (GP) in a course shall be assigasdd on the basis of actual marks scored incthatse as per the
table below. They shall be generally percentageéslelil by 10. The Grade Point Weights (GPW) shahthe calculated
as the product of the grade points earned in theseoand the credits for the course. The total GBWA semester is
obtained by adding the GPW of all the courses efstimester.

ILLUSTRATION 1 (26 CREDITS)

PAPERS PI P2 P3 P4 | P5 P6 P7 TOTAL
MAX. MARKS 100 | 100 | 100 | 100 | 100 | 100 100 700
% MARKS OBTAINED 77 73 67 76 64 66 32 455

GRADE POINTS EARNED (G.P.) | 7.7 | 7.3 | 6.7 | 76 | 6.4 | 6.6 6.4 -

CREDITS FOR THE COURSE (C) | 4 4 4 4 4 4 2 26

TOTAL GPW =GP X C 30.8| 29.2| 26.8| 30.4| 25.6| 26.4 | 12.8 182

Semester Aggregate Marks: 455/ 650 = 70%

Classification of Result: First Class with Distiloct The GPA shall then be computed by dividing tibial GPW of all
the courses of study by the total credits for tbmaster, GPA = Total GPW / Total Credits = 182 /=28 Semester
Alpha Sign Grade: A+

16.2 CALCULATION OF CUMULATIVE GRADE POINT AVERAGE (CGPA)

The Cumulative Grade Point Average (CGPA) at the ehthe fourth semester shall be calculated aswibighted
average of the semester GPW. The CGPA is obtaipetividing the total of GPW of all the four semestéy the total
credits for the programme.

ILLUSTRATION 2

SEMESTER [ Il 1] I\ TOTAL
TOTAL MARKS PER

SEMESTER 650 650 900 700 2900
TOTAL MARKS

SECURED 455 560 676 570 2261
SEMESTER ALPHA SIGN

GRADE A+ A++ A+ A++ -
SEMESTER GPA 7.0 8.6 7.5 8.1 -
SEMESTER CREDITS 26 26 33 26 111
SEMESTER GPW 182 223.6 247.5 210.6 863.7

Aggregate Percentage of Marks = 2261 / 2900 = 7%96

16.3 Classification of Result: First Class with Distinction Cumulative Grade Ro#werage (CGPA) = Total of
Semester GPW / Total Credits for the programme =863L1 = 7.78 Programme Alpha Sign Grade: A+



These are the sample illustrations of computingesten grade point averages and cumulative grade peerage and
the alpha - sign grades assigned.

17 PATTERN OF QUESTION PAPER

17.1 The pattern of question paper will be decitdgdthe Board of Studies from time to time. The PGsaduate
Department of Management of Bengaluru Central Usitiewill communicate to all affiliated collegeba@ut the pattern
as well as the changes therein.

17.1. Semester End Theory University ExaminatiotihwD Marks

Model Question Paper :

Part No of Questions| No of Questions To| Marks for Each | Total marks
/Section | Asked be Answered Question
A 7 5 5 25
B 4 3 10 30
C 1(Compulsory Casel 15 15
Study)
Total 70

18 OPEN ELECTIVE

18.1 One course is offered as open elective dutieglll semester of MBA Programme. The open electias to be
chosen by the student from the list given by thieersity.

19. SCOPE/Jurisdiction

22.1 Any conflict arising out of or in relation tiee regulations is subject to jurisdiction of ciedurt of Bengaluru.
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COURSE MATRIX
THIRD SEMESTER MBA ( DAY& EVE)

PAPER SUBJECTS

CORE SUBJECTS

3.1 STRATEGIC MANAGEMENT AND BUSINESS ETHICS

3.2 FINANCE

3.2.1 INVESTMENT ANALYSIS AND PORTFOLIO MANAGEMENT
3.2.2 CORPORATE TAXATION FOR MANAGERS

3.2.3 CORPORATE VALUATION AND FINANCIAL MODELLING

3.3 MARKETING

3.3.1RURAL AND GREEN MARKETING

3.3.2 BUSINESS AND SOCIAL MARKETING

3.3.3 CONSUMER BEHAVIOUR AND NEUROMARKETING

3.4 HUMAN RESOURCES

3.4.1. PERFORMANCE MANAGEMENT & COMPETENCY MAPPING.
3.4.2.TALENT MANAGEMENT & EMPLOYEE ENGAGEMENT

3.4.3. LEARNING AND DEVELOPMENT HUMAN RESOURCES

3.5 ENTREPRENEURSHIP AND STARTUPS

3.5.1. IDEATION, DESIGN THINKING AND INNOVATION

3.5.2.MANAGEMENT OF SMES AND FAMILY BUSINESS

3.5.3. CORPORATE ENTREPRENEURSHIP AND NEW VENTURE CREATION.

3.6 PRODUCTION AND OPERATIONS MANAGEMENT

3.6.1. ADVANCED PRODUCTION SYSTEM.
3.6.2. AGILE & LEAN MANUFACTURING.

3.6.3. ENTERPRISE RESOURCE PLANNING.

3.7 BUSINESS ANALYTICS

3.7.1. BUSINESS INTELLIGENCE
3.7.2.PREDICTIVE ANALYTICS USING R
3.7.3.DATA WAREHOUSING AND DATA MINING

38 OPEN ELECTIVE (TO BE OFFERED TOOTHER PG
STUDENTS BY CBSMS UNDER CBCS
MANAGEMENT PERSPECTIVES SCHEME)
3.9 PROJECT WORK FOR 4 WEEKS

(BETWEEN Il & [l SEMESTER)




3.1. STRATEGIC MANAGEMENT AND BUSINESS ETHICS

1. GENERAL INFORMATION
No. of Credits 4
No. of Hours per week 4

2.PERSPECTIVE OF THE COURSE

In today’s economy, strategy plays an importane riol gaining and sustaining a competitive advantagéch has become
harder than ever .The syllabus captures the coritylek the current business environment and dedivitie latest skills and
strategic process adopted by companies, whichheip) students develop strategic prowess.

3. COURSE OBJECTIVES AND OUTCOME

OBJECTIVES
To enlighten the students with the Concepts andtieed applications of Strategic Management andsiBess Ethics

OUTCOME
By the end of this course, a student would leamntiflying Strategic alternatives,Applying Ethicabrporate behavior and
Governance Mechanism

4. COURSE CONTENT AND STRUCTURE

MODULE 1:STRATEGY AND PROCESS 08 HOURS

Historical perspective of Strategic Managementd@ptual framework for strategic management, threept of strategy and
strategy formation process-Stakeholders in busindgsion, Mission and purpose-Business definiti@hjectives and goals,
The strategic management model, the competitivel&éeape, Global Economy.

MODULE 2: COMPETITIVE ADVANTAGE 08 HOURS

External Environment - QUEST,SWOT (TOWS) PESTEL Weis, Porters five forces model, the competitivefiie matrix
(CPM),Globalisation and industry structure- ResesrcCapabilities and Distinctive competencies, lomst and differentiation,
Generic Building Blocks of Competitive Advantageyolding failures and sustaining competitive advgataValue chain
analysis. Building Competitive advantage throughdtional-Level Strategy, Internal Factor evaluatioatrix.

MODULE 3: FORMULATION OF STRATEGIC ACTIONS 10 HOU RS

Corporate Level Strategies — Stability, ExpansiBeirenchment and Combination strategies - Busilesd strategy: Cost,
Differentiation, and Focus Strategies-Strategy e Global Environment - Corporate Strategy - Vaettitntegration -
Diversification and Strategic Alliances- Buildingn@d Restructuring the corporation- Strategic analyand choice —
Environmental Threat and Opportunity Profile (ETOP)Organizational Capability Profile - Strategic vahtage Profile -
Corporate Portfolio Analysis — GAP Analysis - Mcnisey's 7s Framework - GE 9 Cell Model — BCG MairBalance Score
Card, Internal Factor Evaluation (IFV) Matrix

MODULE 4: NEWBUSINESS MODELS AND INNOVATIVE STRATEGIES 10 HOURS

Introduction to Business models- Demystifying Stgat Using the Business Model Canvas (BMC): Busimesdel Disruptions

— Product, Customer, Resource ,and Finance drivisrutions, Disruptive Revenue models, Managinghfelogy and

Innovation- Blue Ocean Strategy, managing in amenuc crisis, new directions in strategic thinki®jrategic issues for Non
Profit organizations, Small Scale Industries, NewsiBess Models and strategies for Internet Economy.



MODULE 5: IMPLEMENTATION AND EVALUATION OF STRATEGI C ACTIONS 10 HOURS

The implementation process, Resource allocatiosigdang organizational structure - Designing SgateControl Systems -,
Matching Structure and Control to Strategy - Impdeting Strategic Change, Techniques of strategiduation & control,
Balanced Score Card, Leadership implications f@tegyy. Importance of Strategic leaders, Stratiegidership and style.

MODULE 6: CORPORATE GOVERNANCE AND BUSINESS ETHICS 10 HOURS

Governance Mechanism and Ethical corporate Behgviethical Decision making, Ethical Leadership,hiE$ in Functional
areas, Exploring Corporate Governance and the iBegitips between Internal and External StakeholdBne organization’s
Responsibility and Accountability to its stakehaokle CSR, Role and Responsibilities of the Boardedrity and Ethical
Behaviour: Disclosure and Transparency.

5. PEDAGOGY

a) Lectures

b) Templates

C) Practical Exercises — Individual and Group
d) Case Studies

6. TEACHING LEARNING RESOURCES

ESSENTIAL READINGS

AzharKazmi, Strategic Management & Business Pollata McGraw Hill

Charles W.L.Hill& Gareth R.Jones, Strategic ManagetiTheory, An Integrated approach, Cengage legrnin
Fred.R.David, Strategic Management and cases, Baiining,

Hitt,Ireland,Hoskisson,Manikutty, Strategic manag®einCengage

Thomas L. Wheelen, J.David Hunger and KrishRangaraftrategic Management and Business policy, Bears
Education.

REFERENCES

AdriauHAberberg and Alison Rieple, Strategic Marragat Theory & Application, Oxford University Press.
Anthony E Henry: Strategic Management ,oxford pediion

Gregory Dess and G.T. Lumpkin: Strategic Managerfieaating Competitive Advantage, TMH,

Gupta, Gollakota and Srinivasan, .Business Poliny Strategic Management — Concepts and Applicatfsantice
Hall of India, 2nd edition, 2007

Harvard Business Review, Business Policy — partl, &arvard Business School.

Mason A Carpenter, WM Gerard Sanders and PrashalmhB:Strategic Management ,Pearson

NitishSen Gupta and JS Chandan :Strategic ManageWi&as Publication

UpendraHachru , Strategic Management concepts &scasxcel Books
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ELECTIVE SUBJECTS

3.2 FINANCE

3.2.1 INVESTMENT ANALYSIS AND PORTFOLIO MANAGEMENT
3.2.2 CORPORATE TAXATION FOR MANAGERS

3.2.3 CORPORATE VALUATION AND FINANCIAL MODELLING

3.2.1. INVESTMENT ANALYSISAND PORTFOLIO MANAGEMENT

1. GENERAL INFORMATION
No. of Credits per week 4
No. of Hours per week 4

2.PERSPECTIVE OF THE COURSE

Good return is the hallmark of a good investmentiesting surplus funds for generating some retisnsommon among

individuals and organizations. When a businessrprge has idle funds for a certain period of timés prudent on the part of
the enterprise to invest it wisely and generateedeceturns, the onus of which lies on finance rganaHence, it is essential for
finance professional to have knowledge on the m®0é making and managing investments.

3.COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES
To provide knowledge and skill in identifying vam®investment alternatives and choosing the seitaié.
To orient on the procedures and formalities invdlieinvesting.

OUTCOME

By the end of this course, a student would learn

- Identifying investment goals and constraints
- Identifying investment alternatives

- Choosing the best / suitable alternatives

- Portfolio Management

4. COURSE CONTENT AND STRUCTURE

MODULE1 :THEINVESTMENTBACKGROUNDANDFINANCIALMARKETS 6HOURS

Concepts of Investments, Investment objectivescdéd® Planning, Investment Vs Speculation, Gambéind Arbitrage:
investment alternatives, Macro economic factorduerfcing investment, Investment environment in dndi Individual

Investment Life Cycle, the need for Investment &olstatement. Approaches to Investment DecisiomgleCof Ethics and
Standards for investment professionals.

Financial Markets and Participants in Securitieghdain India, New issue Market, Secondary marketck market Indices,
Debt market, Money market Instruments and Recevgéldpment in Indian capital markets

MODULE 2:  RISK AND RETURN ANALYSIS 6 HOURS

Concept ofRealised and Expected Return. Real amditNd rate of return Required return, Excess Returd holding period
return ,Measurement of Ex -post and Expected RetGontinuous probability Distribution, Concept Rfsk, Upside and
Downside Risk, Sources of Risk, Types of Risk-Systéc and unsystematic Risk; Risk Aversion. Meas@at of Risk of
individual security, Standard Deviation, Coeffidieri variation; Beta as a measure of Risk.

Module3: PORTFOLIO ANALYSIS: THE MECHANICS OF INVESTMENT 12 HOURS

Modern Portfolio Theory: Conceptual framework, Dsification and Portfolio Risk; Markowitz Risk Retuoptimization: The
Mathematical Model, Quantification of Portfolio Riand Return: Effect of combining securities in tRwio, Efficient Frontier,
Computing Utility and Selection of Optimal Portimli

Single Index Model- Concept of alpha and Beta- @piPortfolio, Sharpe’s Portfolio Risk and Returec@rity Characteristics
line, Portfolio optimization and selection.



MODULE 4: CAPM AND ARBITRAGE PRICING THEORY 10H OURS

Capital Asset Pricing Model, Construction of optirpartfolio with Risky and riskless assets ,Theaagion Theorem, Capital
Market Line and Security Market Line - Application$ Security Market Line, Empirical Evidence of @Gap Asset Pricing
Model, Beta of CAPM.

Arbitrage Pricing Theory, Building of Arbitrage Rfmlio, Return Generating process, Factor Model &wcurity Return
volatility.

MODULE 5:PERFORMANCE EVALUATION AND REVISION OF POR TFOLIOS 10 HOURS

Performance Evaluation- Sharpe’s Performance Indesynor's Performance Index and Jensen’s Measurildntify the
predictive ability, Information Ratio, Sortino’s Ba Challenges in Performance management .

Portfolio Revision Methods- Investment Timing, FalmPlans Constant Dollar Value Plan, Constantdialn, Variable Ratio
Plan

MODULE 6: SECURITY ANALYSIS AND BEHAVIOURAL FINANCE 12 HOURS

Fundamental Analysis: E-I-C approach. Variablesduge E-I-C analysis. Technical Analysis Vs Fundatakmnalysis.
Efficient Market Hypothesis; Concept and Forms arkét Efficiency.

Technical Analysis: Basic tenets and Premises ohfiieal Analysis; Dow Theory, Price and volume thakoving Averages,
Relative Strength Index, Rate of change, Stoch&stiillators .

Behavioural finance and Technical Analysis, Intrctitin to Behavioural finance and how it differsrfrahe tenets of traditional
finance, Assumptions, Biases, Errors and Irratitieal that can affect Investment Behaviour, Takeafvam Behaviourists

arguments.

5. PEDAGOGY

a) Lectures

b) Demonstrations using Excel

c) Practical Exercises — Individual and Group
d) Case Studies

6. TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1. Shalini Talwar “Security Analysis and Portfodanagement”, CENGAGE

2. PunithavathyPandian, “Security Analysis andfeto Management”, Vikas Publishing House Privaimited, Fifth Reprint
Edition.

3.Fischer, E Donald and Jordan, J Ronald (200%¢t8ty Analysis and Portfolio Management”, Preati¢all of India Private
Ltd., 6th Edition.

4.Bodie, Kane, Marcus and Mohanty (2009); “Invesites McGraw Hill Education (India) Private Limde8th Edition.
5.Ranganatham and Madhumathi (2005); “Investmelysis and Portfolio Management”, Pearson Educafnst Edition.
6.Chandra, Prasanna , “Investment Analysis andfdfiortManagement”, McGraw Hill Education (India) iPate Limited, 4th
Edition.

REFERENCES

1.Haugen Robert (2003); “Modern Investment TheoRg&arson Education, 5th Edition.

2.Bhalla, V.K. (2006); “Investment Management”,Chand; 12th Edition.

3.Hirschey and Nofsinger (2008); “Investments — lsis and Behaviour”, Tata McGraw Hill Publishingp@pany Limited,
Special Indian Edition.

4.Avadhani V.A (2006), “Securities Analysis and faio Management”, Himalaya Publishing House, EigRevised Edition.
5.Sharpe, Alexander and Bailey (1996); “Investmigmsentice Hall of India Private Limited, 5th Eidib.

6.Kevin (2008); “Security Analysis and Portfolio egement”, Prentice Hall of India Private Limit&dkst Reprint Edition.
7.Maheshwari, Yogesh (2008); “Investment Managem&til Learning Private Limited, First Edition.

8.Indian Institute of Banking and Finance (2004je¢hnical and Fundamental Analysis of Companieakniann Publications,
First Edition.

9.Stock Market Book” (2005); Dalal Street Journal.

10.“Survey of Indian Industry (2008); The Hindu.

11.“The Layman’s Guide to Mutual Funds” (2004), l0ak Publishing (India) Private Limited, First Eidit



3.2.2. CORPORATE TAXATION FOR MANAGERS
1. GENERAL INFORMATION

No. of Credits — 4
No. of hours per week — 4

2. PERSPECTIVE OF THE COURSE

External environment, especially political and legavironment, has a huge impact and influenceanduacting business. One
among the factors which has a big impact on boghhihsiness enterprise and economy is the elemetaixafion. Unless a
finance manager can analyze and think from taxpeets/e, no decision is complete and accurates highly essential to
understand the various taxes that have an impabusimess, procedures to be followed and adoptedhéeting tax regulatory
requirements, and the system that governs themceiehis Course is introduced to orient a prospectinance manager
regarding the tax matters that influences busiaadstrain him on making decisions considering soéibhence.

3. COURSE OBJECTIVES AND OUTCOMES

OBJECTIVE

To impart students with knowledge on tax, typetagfand their modalities.

To give insight on the taxes influencing a corp@mntity — both direct and indirect.

To orient the students on the procedures and faiesato be adhered, with regard to tax matters.

OUTCOMES

By the end of this course, a student would learn

The taxonomy of taxation and GST in India.

Computation of income tax liability of a corporatetity and the strategies for legally reducinghaxden.

4. COURSE CONTENT AND STRUCTURE

MODULE 1: ASSESSMENT OF COMPANIES 12 HOURS

Introduction of Indian Tax Structure: Types of Canjes, Residential Status and Incidence of Tax-r&sgtion u/s 32-
Computation of Tax liability of companies, Book Ri® Minimum Alternative Tax (Sec.115JB) — Dedocts u/s 80 for
companies, Carry forward and set-off of losses.

MODULE 2: TAX PLANNING 14HOURS

Tax planning, Tax avoidance and Tax evasion — Mepaind difference. Areas of tax planning- Taxhplag with respect to
Setting up New Business-Form of Organisation, Texming with respect to location and Nature of Bess. Tax Planning
with reference to Financial Managerial Decisiongi@a Structure Decision, Dividend Policy, Interi@orate Dividends and
Bonus Shares, Specific Managerial Decisions- Pgelof asset, Lease, Instalment, Hire, Make or Beypair, replace, renewal
or renovation, Tax planning for Distribution of Ags by Companies in liquidation, Amalgamation aregri@rger.

MODULE 3: CUSTOMS DUTY 08 HOURS

Valuation rules for customs duty, Computation cfessable value and calculation of customs dutyyg8ge, Postal articles and
stores rules. Import and Export procedure.

MODULE 4: GOODS AND SERVICES TAX 06 HOURS

Introduction to Goods and Services Tax, ConstihgloFramework, Orientation to CGST, SGST and IGB€&finitions —

Supply, Inward Supply, Outward Supply, Continuougp@y, Time of Supply, Place of Supply, Goods, 8=y, Person,
Taxable Person, Related Person, Business, PlaBasifess, Business Verticals, Consideration, Ca@itends, Input and Input
Service, Input Tax, Output Tax, Aggregate TurnoBemed Exports, Recipient, Reverse Charge, Wookdréct,

MODULE 5: VALUATION OF GST AND COMPUTATION OF GST L IABILITIES 08 HOURS
Taxable and Exempted Goods; Valuation of Taxablep§uof Goods, Computation of GST Liability on Slyppf Goods, Set-

off of Input Tax Credit; Taxable and Exempted Sess; Valuation of Taxable Value of Services; Corapiah of GST Liability
on Supply of Services, Set-off of Input Tax Cre#ieverse Charge Mechanism.



MODULEG6: GST PROCEDURE 08 HOURS

Registration under GST, Tax Invoice, Levy and Ggiten of GST, Composition Scheme, Due dates foniay of GST, GST
Returns — Types of Returns, Monthly Returns, AnnRBeturn and Final Return — Due dates for filing refurns. Final
Assessment.

5. PEDAGOGY

(i) Lectures.

(i) Demonstrations using template forms of tax
(i) Practical Exercises — Individual and Group
(iv) Case Studies.

6. TEACHING AND LEARNING RESOURCES
(&) www.finmin.ninc.in

(b) www.incometaxindia.gov.in

(c) www.cbec.gov.in

(d) www.gstn.org

RECOMMENDED READINGS
Essential Readings

Singhania, Vinod, and Singhania, Kapil, “Direct €ax Law and Practice”, Taxmann.
H.C.Meharotra,” Direct tax law and practice incluglitax planning” Sahitya Bhavan Publications
Ahuja, Girish and Gupta, Ravi, “Direct Taxes — Lamd Practice”, Bharat Publications.
Manoharan, T. N and Hari, G.R., “Direct Tax LawStow White Publications.

V.S.Datey,Indirect tax laws, Taxmann

Hiregange, Jain and Nayak, “Student’s Handbook ond3 and Services Tax”, Puliani and Puliani.

2B

References

Study material of the Institute of Chartered Acdauts of India available dtitp://www.icai.org/post.html?post_id=10169
and
http://www.icai.org/post.html?post_id=10172




3.2.3. CORPORATE VALUATION AND FINANCIAL MODELING

1. GENERAL INFORMATION

No. of Credits: 04

No. of Hours per Week: 04

2. PERSPECTIVE OF THE COURSE:

The course is facilitate to know what an assetastiwand what determines that value is a pre-ré@quisr intelligent decision

making, in choosing investments for a portfolio,daciding on the appropriate price to pay or rezeiva takeover and in
making investment, financing and dividend choicégemwrunning a business. The term valuation in fieas mainly associated
with Mergers and Acquisitions, Stock valuation @whd Valuation. The ultimate goal for the businesserprise is “wealth

maximization or value maximization”. A business erptise must manage itself in order to achieve fwl. For making

students understand the essence of value basedyemaeat, they must be oriented about valuation, evaivers and the
strategies that can help in reaching the goal k bajanic and inorganic.

3. COURSE OBJECTIVES AND OUTCOME

OBJECTIVES

To facilitate understanding of corporate valuatiechniques and restructuring activities in M&A

To communicate to the students the role that M&yplin the contemporary corporate world.

To enable the students to use the financial moglééiohniques by using advanced tools.

OUTCOME
At the successful completion of this course théaiiis should be able;

To develop analytical skills to compute differentmorate valuation techniques

To compute and evaluate the value of business & Mecision

To formulate the analytical skills to apply compugduation methods as financial modelling

To aims at orienting finance professionals aboetgdsential components of value based management.
COURSE CONTENT AND STRUCTURE

MODULE 1: INTRODUCTION TO VALUATION AND METHODS 08 Hours

Introduction to Corporate Valuation, Approachewatuation, Role of Valuation, Concepts of valueattees of valuation and
its process. Methods: Adjusted Book Value Approgtock & Debt Approach and Direct Comparison ApptgaDiscounted
Cash flow Approach and Analyzing historical perfamoe, Estimating the Cost of Capital, Forecastergapmance-Estimating
the continuing value-Calculating and interpretihg tesults.

MODULE 2: BUSINESS VALUATION &FINANCIAL MODELLING 20 Hours

Valuation Models: Asset-Based Approach, EarningseBaApproach (Earnings-Capitalisation Method, P&id}, Relative
Valuation, DCF Approach of Two and Three stage molquity DCF Model: Dividend discount model, Fr€ash Flow to
Equity (FCFE) model, Adjusted Present Value (APVdelp Economic Value Added method and Valuation oh@ Valuation
of Equity shares.

FINANCIAL MODELING

Preparation of spread sheet: Cash Flow and Frele Elass Computation, Cash Flow Estimation, Estimatest of Equity, debt
and Capital, Stock Valuation using discountingaf Dividends (Dividend discount model - DDM) (b)eerCash Flow to Firm
(FCFF) and (c) Free Cash Flow to Equity (FCFE).

MODULE 3 INTELLECTUAL CAPITAL VALUATION 04 Hours
Components and Valuation of Intellectual capitalarkkt to book ratio. Tobin’s Q Ratio (basic prob#mAnalytical
Approaches: Balanced Score card, Human Resourceufitiag.

MODULE 4: CORPORATE RESTRUCTURE 10 Hours

Mergers- types of merger, theories of mergers, reasonsmferger, mechanism of a merger Cost and Benefd aferger,
synergy. operating, financial and managerial synergy ofgees, M & A impact on stakeholders and concef@wé diligence.
Corporate restructuring: significance, Forms of restructuring: Divestitusell off, Spin-off, Equity Carve-outs, leveragealy
outs (LBO), management buy-outs, management byyFiagking stock and Going Private.

MODULE 5: FINANCIAL EVALUATION OF M&A 10 Hours
Merger as capital budgeting decision: DCF Approadjusted Present Value Approach (APV, ExchangeoR@wap Ratio)-
Methods of determining exchange rate and determisiakeholders gain or loss for M&A decisions.

MODULE 6: TAKEOVER & DEFENCE STRATEGIES 04 Hours



INFRENT S

NS

Pown

Meaning and types of takeovers and SEBI Regulaiiotakeover, Anti-takeover defense: strategiesi-fakeover amendments:
Legal aspect of M&A, Combination and Competitiont A2002.

PEDAGOGY

Lectures.

Demonstrations using Excel

Practical Exercises — Individual and Group
Case Studies.

6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Prasanna Chandra “Corporate Valuation and Valuatior@ 2011, Tata McGraw Hill
Aswath Damodaran “Damodaran on Valuation” 2/e, 2006n Wiley and Sons

Prasanna Chandra “Financial Management Theory eaxdi€e” 9/e 2016, Tata McGraw Hill
A N Sridhar “ Strategic Financial Management” 4he@f Publishers

REFERENCES

Rabi Narayan Kar and Minakshi “Mergers Acquisitio&s Corporate Restructuring - Strategies & Practic8g, 2017
Taxmann’s publication

Sheeba Kapil and Kanwal N. Kapil “Mergers and Asifions” 2/e, 2017, Wiley publication

H R Machiraju “Mergers, Acquisitions and Takeovet#, 2010, New Age International Publishers

Ramanujam S. “Mergers et.al.-Issues, Implicaticeisd Case Law in Corporate Restructuring” 2000 TdtzGraw Hill
Publishing House

Weston Mitchell and Mulherin “Takeovers, Restrugtgrand Corporate Governance” 4/e , 2003 Pearsondidn

Philip R Daves, Michael C. Ehrhardt, and Ron E.iSkes “Corporate Valuation: A Guide for Managersl dnvestors” 2003
Cengage Learning

David Frykman, Jakob Tolleryd “Corporate Valuati®003, Prentice Hall



ELECTIVE SUBJECTS
3.3 MARKETING
3.3.1RURAL AND GREEN MARKETING
3.3.2 BUSINESS AND SOCIAL MARKETING
3.3.3CONSUMER BEHAVIOUR AND NEUROMARKETING

3.3.1 RURAL AND GREEN MARKETING
1. GENERAL INFORMATION

No. of Credits 04
No. of Hours per week 04

2. PERSPECTIVEOFTHECOURSE

The course is designed to Sensitise students amudneces of rural marketing environment and

Develop capabilities for clearly identifying, coregl real life rural and green marketing problema imlistic perspective
3. COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To understand the opportunities and challengesral and green marketing
To identify and assess rural market potential fodpcts and services
To evaluate different marketing strategies usediial and green marketing

OUTCOMES

At the end of the course, the student must devielepest towards rural and green marketing
As a student, future manager and entrepreneurtoméddsbe aware of challenges and opportunitiebkénarea of rural and green
marketing.

4. COURSE CONTENT AND STRUCTURE

MODULE 1: INTRODUCTION TO RURAL MARKETING 10HOURS

Introduction to Rural Marketing: Definition and S0 of Rural Marketing, Components of Rural Marke&ltassification of
Rural Markets, Rural vs. Urban Markets, FramewakRural Marketing, Rural Retail outlets, The Rukédrketing Process, A
Bop Portrait, Potential of Rural Market, Governmenitiatives, The Rural Market Paradox ,Compositaf the Rural Market,
Market Size, Influences in Rural Markets.

MODULE 2: RURAL MARKETING ENVIRONMENT 08 HOURS

The Rural Marketing Environment, Differences BetweRural and Urban Shoppers, Profiling the Rural stiomer, Rural
Market Segmentation, Rural Marketing StrategiesrKeing Principles in Rural Areas, Rural Market ash, Distribution to
Villages, Distribution of Rural Products, ExistiMprketing Systems, Pricing Policy and Strategy,dR@ommunications.

MODULE 3: RURAL MARKETING SYTEMS 10 HOURS

Rural Marketing Value Chain, Existing Marketing &yss, Improving Rural Marketing in India, E-Ruralaieting, ICT
Essentials, ICT in Rural Markets and Problems irplementation, Role of Government and NGOs in RuMalrketing,
Problems of Sales Management in Rural Areas, RiegpRural Sales Management Issues, The Rural Sakesm, Rural Sales
Organization, Identifying Rural Clusters.

MODULE 4:GREEN MARKETING 08 HOURS

Green Marketing, Paths to Develop Sustainable Rtsdurhe Rules of Green Marketing, Green Market®ggments,
Ecotourism, The General Principles, Business Imfiims, Role of Consumers, Barriers to Change, depchl Footprint and
Carbon Footprint, Role of Business, Innovation, &iging in Green Marketing

MODULE 5:  SUSTAINABILITY 10 Hours

Sustainable Strategy, Sustainable Value Creatidobab Drivers of Sustainability, Ladder of Sustdiilidy, Four System
Conditions for Sustainability, Strategies for ActjoIndustrial Ecology, Systems Analysis, Tools fBustainability,
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Environmental Management System, Total Quality Eoninental Management, Sustainable Value Stream Mgpp
Sustainability Balanced Scorecard, Green Procurgn@meen, Sustainable Supply Chains, Align the @&r&epply Chain With
Business Goals, Green Suppliers and Material Ristunrient, Ten Steps to Create a Sustainable SupmynCLogistics and
Transportation.

MODULE 6: TRENDS IN RURAL AND GREEN MARKETING 10 Hours

Trends in Rural and Green Marketing, Towards a Neswnomic System, The Future of Rural & Green MankgtTriple
Bottom Line, Key Corporate Social ResponsibilityeAs, Corporate Social Responsibility Policies, Benef Corporate Social
Responsibility, Challenges of Corporate Social Respbility, International Organization for Standaation Standards, 1SO
14001, I1SO 14025, ISO 14040, 1ISO 14064, ISO 268@8ial Responsibility.

PEDAGOGY

Class teaching augmented with relevant case stuiiefs trips and live projects are compulsoryfie tight of understanding
the practicality of the subject.

Evaluation of Rural and Green products on the dsiwen of sustainability. Comparative assessment greeén packaging,
advertisement and service quality of products amndices.

CSR is connecting with marketing activities

6. TEACHING AND LEARNING RESOURCES

ESSENTIAL READINGS

1.Scott T. Young&Kanwalroop Kathy Dhanda (2013)stainability: Essentials for Business, SAGE Pulbiizes.

2.Pradeep Kashyap(2012) , Rural Marketing, Peamnh edition, Balram Dogra&KarminderGhuman, Rural rkéging:
Concepts and Cases ,Tata McGraw Hill Education_Rist

REFERENCE BOOKS : (Latest Editions)

Krishnamacharyulu and Lalitha Ramakrishnan (202f)Edition, Rural Marketing: Texts and Cases, Pedtdonation.

Abhijit Roy (2012), SAGE Brief Guide to MarketingHics, SAGE Publications.

Ghosh (2013) L Edition, India’s Agricultural Marketing: Market Rems and Emergence of New Channels, Springer India
Dr. Subhash Bhave , Agribusiness Management iraladiext & Cases

www.ruralmarketingsolutions.com

Www.rmai.in

www.ruralyellow.in

www.inc.com > encyclopedia > green-marketing
www.campaignindia.in

WWW.rwp.in

International Journal of Rural Marketing ,

Prajnan journal of Social and Management Science



3.3.2. BUSINESS AND SOCIAL MARKETING
GENERAL INFORMATION

No. of Credits 04
No. of Hours per week 04

PERSPECTIVEOFTHECOURSE

Marketing has changed from traditional advertisimedia to online platforms. The course shall inte&lthe student to social
media platforms. Market research forms the baclelmdrdigital marketing. Reputation of entities danaltered within minutes
which is of high risk. Use of social media effeelivproduces engaged customers and their postyamd advertisements

which spread through word of mouth. Social relatioiiding helps in increasing Customer Loyalty. Ekenit is not just online
presence but also its maximum utilization thamgartant. There is a huge inflow of new digital keting technology and

tools. Choosing the right tool is essential fortooger delight and deriving results. Most of theibess have digital presence but
lack the a strategy to tackle the digitalcompaetitio

COURSE OBJECTIVESANDOUTCOME

OBJECTIVES

To describe the applications, challenges and theamjc environment of B2B marketing, including theique nature of
organizational buying behaviour.

To apply the basic and advanced techniques forldewent of social marketing strategies and develdpe, promotion and
place strategies for a chosen social marketingissu

OUTCOME

At the end of the course, student must be ablentierstand the essential components of Businessetliagkand will be able to
serve B2B customers successfully and also leardegign Social marketing programmes and implentequdcessfully.

COURSE CONTENT AND STRUCTURE

MODULE 1: INTRODUCTION TO BUSINESS MARKETING 10 HOURS

Business Marketing Concept, Business vs. Consunakéting, Types of Industrial Markets, Types of Bess Customers,
Classifying Industrial Products & Services. Orgati@nal Buying Process: Types of purchases / lgugituations, Buying
Centre Concept, Inter Personal Dynamics of Busifgsgng Behaviour and Roles of Buying centre. Thebater & Wind

model of Organizational Buying Behaviour, Ethic®iarchasing.

MODULE 2: BUSINESS MARKETING STRATEGIES 12 HOURS

Segmenting, Targeting and Positioning of Busineaskigt: Value based segmentation, Model for segmgittie organizational
Market. Product & Brand Strategy: Developing Prdd@&trategy, Analyzing Industrial Product Life CyclBeveloping
Strategies for new and existing products, Brangirgress & Brand strategy. Formulating Channel &gaiNature of Business
Marketing channels, Intermediaries, Direct anddecti Channels, Recent trends in Advertising.

MODULE 3: PRICING AND PROMOTION IN BUSINESS MARKETING 10 HOURS

Price Determinants, Factors that Influence theilyiStrategies, Pricing Methods and strategies.c€onof learning curves
Competitive Bidding, and Leasing. Promotional Sgi¢s: Communication Objectives, Role of B-2-B Adiging, Sales
Promotion in Industrial Markets, Trade shows andhibitions and Personal Selling, Managing the IndaktSales
Force.Customer Relationship Management StrategieBusiness Markets.

MODULE 4: INTRODUCTION TO SOCIAL MARKETING 6 HOURS

Difference between commercial marketing and satiatketing, evolution of social marketing. The Mankg mix of Social
Marketing, Criteria for social marketing progran8pread Stages of social marketing, Social MarkeWiteel, Ten steps to
developing a social marketing plan. Challengeoiiad marketing

MODULE 5: DEVELOPING SOCIAL MARKETING STRATEGIES 10 HOURS

Crafting a Desired Positioning, Product: Creatirfgraduct Platform, Branding and Ethical Considersgifor Product Platform.
Price: Determining Incentives and Disincentives,ré&on Commitments and Pledges, Setting Prices &ogible Goods and
Services, Ethical Considerations for Pricing Sgae. Place: Making Access Convenient and PleaBavielop Place Strategy,
Social Franchising, Managing Distribution Chann@&somotion: Deciding on Messages, Messengers, aedtie Strategies,
Develop a Promotion Strategy, Selecting Commurdca€hannels — traditional and Non traditional mechannels. Factors
Guiding Communication Channel Decisions
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MODULE 6 : MANAGING SOCIAL MARKETING PROGRAMS: 08 HOURS

Budgets and Funding Sources of social Marketingiaimmes, Monitoring and Evaluation, Implementatiod Sustaining
Behaviour Plans. Application of social marketingdals in Healthcare and public health managemenbeatiscussed through
Case studies like social marketing for family plisgn Malaria control, obesity prevention campaigtly prevention, tobacco
control and Pulse Polio campaign in India.

5. PEDAGOGY

Lecture Method
Mini project

Case study
Industrial visit

Video cases
Experiential learning

6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

1.Robert R Reeder & Reeder; Industrial Marketingl,2dition; Prentice Hall International Publication

2 Krishna K Havaldar, Business Marketing , Tata M@ Hill Publication.

3.Michael D Hutt, Thomas W Speh, Business Markelitamagement, Cengage Learning Publication.

4.Sameer Deshpande, Nancy R. Lee ; Social Marketiigdia ,Sage Publications

5.Nancy R Lee & Philip Kotler; Social Marketing: Bsviour Change for Social Good, Sage Publications.

REFERENCE BOOKS

Frank G Bingham Jr., Business Marketing, Tata MaGHill Publication.

Mukherjee H S, Industrial Marketing ,Excel BOOKB8bRcation.

PK Ghosh, Industrial Marketing , Oxford UniversRyess.

Evans, ‘How Social marketing works in Healthcare08, BMJ, BMJ Publishing Group Ltd.
Kotler, P. and Lee, N. Up and out of poverty: tbeial marketing solution, Pearson Education.



3.3.3. CONSUMER BEHAVIOUR AND NEUROMARKETING
1. GENERAL INFORMATION

No. of Credits 04
No. of Hours per week 04

2. PERSPECTIVE OF THE COURSE

A diverse and fascinating range of internal an@wmdl factors influences even the simplest buyiegjsions. An understanding
of the driving forces behind why customers buy esmpower a marketer to reach key consumers. Thisseoequips the
students plan effective strategies to structuresagess to maximize persuasion.

3. COURSE OBJECTIVES AND OUTCOME
OBJECTIVES

To understand personal, socio-cultural, and enwiemtal dimensions that influence consumer decigsiagising.
To understand how the human brain processes infmmmand generates responses while incorporatisig feelings and
reasoning and apply this understanding into devetprrommunicating and delivering effective markgtofferings.

OUTCOME
The completion of this course, students will have
To enable students in designing and evaluatingrtiwketing strategies based on fundamentals of coeisbuying behaviour.
To get an exposure to different neuro marketingnegues and understand the benefits and limitatbdrisese techniques.
4. COURSE CONTENT AND STRUCTURE
MODULE1: INTRODUCTION 08 HOURS

Consumer behaviour - concepts, dimensions of coasbehaviours, application of consumer behaviowwkadge in
marketing decisions .Segmenting targeting and iBogilg; Impact of technology on consumer
behaviour and strategic marketing Characteristidadian Consumers.

MODULE 2: CONSUMER AS AN INDIVIDUAL 08 HOURS

Consumer needs and motives, personality and comsbeaviour, consumer perception, learning, consiattgudes, attitude
formation and change, communication and persuas&fiimage, life style analysis.

MODULE 3: CONSUMERS IN SOCIAL AND CULTURAL SETTIN GS 10 HOURS

Group dynamics and consumer reference groups, Fan8bcial class cultural and sub-cultural aspextsss cultural consumer
behaviour. Cultural Values and consumer behavi®arsuading Consumers — Broad casting vs narrowngastodels.
Diffusion of Innovations Reference groups and comities, Opinion Leaders and word of mouth.

MODULE 4: CONSUMER DECISION PROCESS AND POST PURCHASE BEHAVIOUR 12 HOURS

Consumer decision making process, models of coesw®cision process, Nicosia- Howard Sheth and [Btgkat- model,
post purchase processes, Customer SatisfactionCastbmer Commitment, managing dissonance, consloyelty. Online
consumer behaviour, its diffusion in India.

MODULE 5: INTRODUCTION TO NEUROMARKETING 12 HO URS

An overview of neuroscience and neuromarketingertisciplinary nature of Neuro marketing, Neuroketing versus
traditional methods- key benefits and issues, Mapphe brain. Attention and Consciousness, SenBlayroMarketing,
Learning and Memory.

MODULE 6 : NEUROMARKETING AND ETHICS 06 HOURS

Neural Marketing cases in India, Neuro Ethics anonstimer Aberration, Ethical and Socially respomsibMarketing,
Consumerism, Ethical Consumption, Sustainable Gopsion.
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PEDAGOGY
Classroom teaching to be supplemented with casestusimulations and other experiential learniciivaies.
TEACHING /LEARNING RESOURCES

ESSENTIAL READINGS

Schiffman LG ,Wisenblit J and Kumar R S Consumena&&our, 13' Edition Pearsons(2019)
Sethna R, Blythe J Consumer Behavior 4 e , Sagdications ( 2019)

Sangeetha Sahwney .Consumer Behaviour , Oxfordddsity Press

Dutta T, and Mandal M K Neuromarketing in IndiaguRedge (2018)

Ramsoy T Z ; Introduction to Neuromarketing & Com&u Neuroscience.

REFERENCE BOOKS
Solomon, Consumer Behavior 13 th Edition Pears0%9)
Hawkins D, Motherbaugh D L and Mookerjee A ; Consafdehavior 12 th Edition, Mc Graw Hill Education
Morin C, Renvoise P, The PersuausionCode , Wil&{L82
Bijapurkar R, Never Before World, Penguin (2014)



ELECTIVE SUBJECTS

34 HUMAN RESOURCES

3.4.1. PERFORMANCE MANAGEMENT AND COMPETENCY MAPPIN G
3.4.2.TALENT MANAGEMENT AND EMPLOYEE ENGAGEMENT

3.4.3. LEARNING AND DEVELOPMENT

3.4.1. PERFORMANCE MANAGEMENT AND COMPETENCY MAPPIN G
1. GENERAL INFORMATION

No. of Credits 4
No. of Hours per week 4
2.PERSPECTIVE OF THE COURSE

Performance management is basically a system f#réift processes that combine to create an eféeetiwkforce
within the company that can effectively reach thsibess goals. There are many different aspecpeidbdrmance
management, but in most cases it can be broken dotena few simple steps. Performance managemett an
competency mapping tools that can help the stuefdrmulate plans, monitor progress closely, anenetrack and
manage rewards.

3. COURSE OBJECTIVES AND LEARNINGS

OBJECTIVES

The objective of this course is to equip studerits womprehensive knowledge and practical skillimprove their ability for
performance management through appraisal and cempemapping in their organizations.

OUTCOMES

At the end of the course, students will be abldgmonstrate knowledge and skills in the contempyasapects of performance
management and competency mapping and will betaluesign the appropriate system in an organization

4.COURSE CONTENT AND STRUCTURE
MODULE 1: INTRODUCTION 08 HOURS

Conceptual aspects of Performance System, Dimesisiod excellence in performance- Pillars of humenfiopmance -
Theoretical base for PMS - Objectives and functioh®MS - Performance Management Prism - Competéased
PMS - Electronic PMS- Potential appraisal and HRMPerformance Management and Employee Development,
Performance Equation, — Emerging trends in perfoceappraisal.

MODULE 2: PERFORMANCE EVALUATON 08 HOURS

Objectives, Process, Pros and cons of Performappeaisal, Performance Planning, Performance HxeguPerformance
Assessment, Performance Review, Performance Ren&eatontracting-Design on appraisal forms of usiating scales-
Different methods of appraisals- past, presentfanate oriented methods.

MODULE 3: PERFORMANCE MANAGEMENT MECHANISMS 10 HOUR S

Team performance Management - Building and leatligh performance teams - Virtual teams - Remotekingt
prerequisites of remote team performance -Roleeammt leaders - Drivers of performance - Designingraipal
programs - Conducting appraisals - individuals s - Feedback mechanisms — Individual and tearards.
Performance management guidelines and checklismmémagers - Common problems in assessment - Vdagsgoid
pain during appraisals.

MODULE 4: LEGAL ASPECTS OF PERFORMANCE MANAGEMENT 10 HOURS

Managing high performance - Pay for performanceserfd?mance improvement - Identification of gaps re&ive
performance strategies - Performance managemelts. skegal issues associated with performance aggs -
Mentoring and coaching -Counseling and Monitori@naging development - Guidelines on appraisingatigie’s
Performance, counseling for better performance sigma and bench marking.

MODULE 5: COMPETENCY MAPPING 10 HES

History and evolution of competency, competence admpetency; performance v/s competency; skills cgmpetency;
behaviour indicators, Types of competencies-gefsgrécific, threshold/performance and differentigtbechnical, managerial
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and human. Promoting competency culture, contexl r@evance of competencies in modern organisatioasipetencies
applications, Trans-cultural Managerial Competeneied Proficiency Level of Competency;

MODULE 6: COMPETENCY MANAGEMENT FRAMEWORK 10 HOURS

Macro view of Competency Management framework:tsgia framework-linking HR processes to organisalostrategy,
competency framework-development of personal coempy framework, Lancaster model of managerial ceenries,
competency modelling framework-developing a competenodel, stages in design and implementatioroofpetency model-
general competency framework, competency identifioa competency assessment and competency develdpoompetency
mapping, integration of HR function.

PEDAGOGY

Lectures, Practical Exercises — Individual and @ro@ase Studies, Inviting Practitioners from Intlia to deliver Expert
Lecture and Guidance

TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

SoumendraNarainBagchi, Performance Management,agerigearning.

Seema Sanghi, The Handbook of Competency Mappinget$tanding, Designing and Implementing Competéviogels in
Organizations, Sage Publications India Private tedhiNew Delhi.

Herman Aguinis, Performance Management, Pearsondfidn.

Prem Chadha, Performance Management: It's abofbrifeng not about Appraising, McMillan Business Bso

Sraban Mukherjee, Competency Mapping for SuperasuRs, Tata McGraw Hill, New Delhi

REFERENCES

1.S Kohli and T Deb, Performance Management, Oxfftigher Education.

2.AnindyaBasu Roy and Sumati Ray, Competency-Bddemhan Resource Management, Sage Publications Rdiate
Limited, New Delhi, 2019.

3.Lyle M Spencer, Signe M. Spencer, Competenc&/atk Models for Superior Performance, Wiley IndigvBte Limited,
New Delhi

4.Margaret Dale and Paul lles, 2002, Assessing femant Skills — A Guide to Competencies and Evalnatechniques,
Jaico Publishing House, Mumbai.

5.Radha R Sharma, 360 Degree Feedback, CompetespiMy and Assessment Centers, Tata McGraw Hilly Relhi
6.Competency Mapping Education Kit, T V Rao Leag8ystems Private Limited, Ahmadabad-Bangalore(viwig.com).

7.T V Rao Learning Systems Private Limited, Are Yan Average Performer? Perfect Professional, Magust 2015
(http://perfectprofessional.in/product/are-you-arrage-performey/

8.TV Rao, Performance Management towards OrganizaitiExcellence, Sage Publications India

Private Limited, New Delhi.




3.4.2 TALENT MANAGEMENT AND EMPLOYEE ENGAGEMENT

1. GENERAL INFORMATION

No. of Credits 4

No. of Hours per week: 4

2. PERSPECTIVE OF THE COURSE

In order to Sustain in the Global Competitive Enmiment, Organisations are investing their time modey by retaining Talent
Employees in order to make them more productive effidient. The present course is designed to stindy concepts of
Attracting, Retaining and Developing the most Teéderemployees in the organisation.

3. COURSE OBJECTIVES AND OUTCOMES
OBJECTIVES

The Objective of the subject is to enhance the eeadunderstanding of the domain of talent managena@d employee
engagement, and how the former culminates in titer]apecifically as a tool for retention of emyses.

OUTCOMES

On completion of the course, the students will ble ¢o feel committed to their organization’s goatl values and motivated to
contribute to organizational success, whilst atsdu@e time enhancing their own sense of wellbeing

4.COURSE CONTENT AND STRUCTURE
MODULE 1: INTRODUCTION TO TALENT MANAGEMENT 10 HOURS

Introduction to Talent Management: Key Process afeiit Management, Talent Management v/s knowledgaadement,
Sources of Talent Management, Elements of taléedly organisations, Retention and Challenges amdgjing Talent, Talent
value Chain, Tools for Managing Talent, BuildingoBks for Talent Management, Effective Talent Mamaget System,
Modern practices in talent Attraction, Engagement &etention, Talent Management Framework.

MODULE 2: TALENT PLANNING 10 HOURS

Talent Planning and Development — Concept of TaRlahning, Talent strategies & Future of Work & @beg Paradigm,
Succession Planning, integrating succession plgnaid Career planning, Designing Succession PlgrnAiegram, Strategic
Accountability Approach in Developing the Workforc8ontingency Plan for Talent, Compensation Managenwithin the

context of Talent Management.

MODULE 3: DEVELOPING AND RETAINING TALENT 10 HOURS

Developing and Retaining Talent — Potential Idécdiion and Development, Coaching for Sustained é&siied Change,
Integrating Coaching, Training and Development wWitlent Management, Employee Retention - Motivatiod Engagement,
Return on Investment on Talent, Developing taleahagement information system.

MODULE 4: EMPLOYEE ENGAGEMENT HOURS

Employee Engagement — Concept of Employee Engadge®eccess factors to Employee Engagement, Asgetisn_evels of
Engagement, Managing and Implementing Change inl&map Engagement practices, War of talent and latpes, Engaging
and building Employee - Employer partnership in thegital age, Workplace Challenges and strategias Hffective

Engagement.

MODULE 5: IT AND EFFECTIVE TALENT MANAGEMENT 10 HOURS

Role of Information Technology in Effective TaleManagement Systems — Introduction, Role of InforomaTechnology in
Talent Management Systems, Creating Business tahoeigh Information Technology, Five steps to aehalManagement
Information Strategy, HR Analytics for TM Processd3esign Development through Rapid prototyping adchling,

Implementation and Maintenance, Audit and Update.

MODULE 6: CONTEMPORARY STUDIES 06 HOURS

Conduct Interviews with HR Head and Senior Exe@siof two or three organisations on their beshtdiéanagement practices
and Retention Strategies -Video and report writing.

5.PEDAGOGY

Lectures, Case study analysis, Exercises, Gueaksp Videos, and Role plays



TEACHING /LEARNING RESOURCES

ESSENTIAL READINGS

Berger, Lance A and Dorothy Berger (Eds.) The Taanagement Handbook, Tata Mc Graw Hill, New Delhi

Chowdhary, Subir, The Talent Era, Financial Timesfice Hall International

REFERENCES

William H.Macey, BenjaminSchneide, Karen M.Barb8ettA.Young,Employee Engagement : Tools for Analf&actice,
and Competitive Advantage,Wiley-Blackwell.

Simon L.Albrecht,Handbook of Employee Engagememspectives,lssues,Research and Practices;Edward
SonalMinocha and Dean Hristov: Global Talent Mamaget an integrated approach, Sage Publication.
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3.4.3 LEARNING AND DEVELOPMENT
1. GENERAL INFORMATION:

No. of Credits 4
No. of Hours per week: 4
2. COURSE PERSPECTIVE

In order to sustain in the global competitive eariment, organizations are investing their time eaathey in providing adequate
training and development to employees in order &kerthem more productive and effective. The preseuatse is designed to
study the concepts and process of learning/traiaimydevelopment of employees in the organization.

3.COURSE OBJECTIVES AND OUTCOMES
OBJECTIVES
To enable the students to understand vadoncepts and process of learning and development.

To design and implement Training Need Analysisdiffierent levels of employees in organizations

To understand different types of learning and dgwslent methods based on needs of the organizatidrntaaevaluate the
effectiveness of the same.

OUTCOMES

Design and implement training need analysis baseti®@needs of an organization.

Implement different types of training methods defieg upon the requirement of the organization
Evaluate the effectiveness of the training prograsiconducted in the organization

4.COURSE CONTENT AND STRUCTURE

MODULE 1:INTRODUCTION 8 HOURS

Introduction —Objectives of Training - Benefits Dfaining to Organizations - Difference between firag and Development -
Difference between Training, Learning and DevelopmeSteps involved in training and developmentcpss - Importance of
Training Administration-Training Administration Rredure.

MODULE 2:TRAINING NEED ANALYSIS 10 HOURS

Training Need Analysis — Importance of Training Nefnalysis — Different Types of Training Needs -n@mnents/Levels of
Training Needs Analysis — Organizational Analysi@sk Analysis, Person Analysis — Techniques of ningi Needs
Assessment —Organization of Training Programme lecBen of Trainees, Trainee Readiness, Traineeivdtion to learn,
Preparedness of Trainer, Duration of Training Paogne, Training Environment.

MODULE 3: METHODS OF TRAINING 12 HOURS

Principles of Andragogy in Training/Learning. Metisoof Training — On-the-Job Training Methods - @i&-Job Training
Methods - E-Learning Methods- Hybrid/Blended LeaghiMethods — MOOCSs, YouTube, Skype, Podcasts, VéehirEdu
blogs, Edpuzzle, Google Classroom, Kahoot — Manage¢mevelopment Methods. Outward Bound Learningee®ss of OBL
— Framing, Implementation, Debriefing. Risks, Safatd Ethical issues in OBL.

MODULE 4:TRAINING EVALUATION 10 HOURS

Training Evaluation — Purpose of Training EvaluatiePrinciples of Evaluation — Formative EvaluatienSummative
Evaluation — Evaluation Variables - Types of Evéilua Instruments — Types of Experimental Designden-Experimental,
Experimental and Quasi Experimental Designs - Mo@é|Training Evaluation- Kirkpatrick’'s Four LeviModel - Kaufman'’s
Five Level Model- The CIRO Approach - The Philip’s Five Level ModelApproaches to ROI on TrainingGuidelines for
Training Effectiveness.

MODULE 5:HRD AND CAREER MANAGEMENT 08 HOURS

Introduction to HRD — HRD at Micro and Macro Level®bjectives of HRD — Functions of HRD — BenetifsHRD - Concept
of Career and Career Planning — Career AnchorsoeeBs of Career planning — Stages of Career Develop— Issues in
Career Development — Benefits of Career plannin@tganization and to an Individual Employee - Glides for Effective
Career Management - Contemporary Trends in TraiaimyDevelopment.

MODULE 6:INNOVATIVE PRACTICES OF LEARNING AND DEVEL OPMENT 08 HOURS
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Practical — A team (Trainers) need to design amtact a Training Program (5-6 students in a teamd Group (Trainees)
related to topics in Soft Skills/ Personality Despghent Programme. (Examples: Effective Time ManaggmE-mail and
Telephone Etiquette, Public Speaking, Body Langu&ge Thinking Hats —Edward de Bono, Seven Habitslighly Effective
People — Stephen Covey etc.,)

5.PEDAGOGY
Lectures, Case study analysis, Exercises, Asgstedte studying, Guest speakers, Videos, and Blals

TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

Noe, A Raymond &Kodwani, Deo Amitabh, “Employee ihiag and Development”,5e, McGraw Hill Publications
Dr.B.Janakiram, “Training and Development”, BiztanPublications

G Pandu Naik, “Training And development”, Excel Red?ublications

Goldstein Irwin L, “Training In Organizations - Née Assessment, Development &Evaluation”, Wordstvéttiblication
Lynton & Parekh, “Training for Development”, Sagetfications

REFERENCE BOOKS

1.Rao TV, “Readings in HRD", Oxford & IBH

Badrul Khan, I "' $ % & $ , Information Science
Publishing

Dipak Kumar Bhattacharyya, Training and Developmenheories and Applications: Theory and ApplicaiprSage
Publications

Donald Kirkpatrick and James D. Kirkpatrick, Eveiag Training Programs: The Four Levels, Berret-Klee Publishers, NC
Karl M. Kapp The Gamification of Learning and Instruction: Game-based Methods and Strategies for Training and
Education

Steven A. Beebe, Timothy P. Mottet and K. DavidcR®deaining and Development: Enhancing Communication ad
Leadership Skills, Pearson Publications



ELECTIVE SUBJECTS

3.5 ENTREPRENEURSHIP AND START-UPS

3.5.1. IDEATION, DESIGN THINKING AND INNOVATION

3.5.2.MANAGEMENT OF SMES AND FAMILY BUSINESS

3.5.3. CORPORATE ENTREPRENEURSHIP AND NEW VENTURECREATION

3.5.1. IDEATION, DESIGN THINKING ANDINNOVATION

1.GENERALINFORMATION

No.ofCredits 4
No.ofHoursPer Week 4
2.COURSEPERSPECTIVE

Ideation,DesignThinkingandInnovation—aimsatbringiagheprimarystageandintegral
ofentrepreneurshipprocess.ldeationmethodsisdisdesptainingthebestmethodthatcan be adopted. Iniwovat the
entrepreneurial process is seen as a necessiyc@ating a well-
definedentrepreneurialidea.Integratinginnovatidméeintrepreneurialprocessandthe government polciésupport to make
Innovation easy to embrace andimplement.

3.COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES
1.To make students of entrepreneurship understaghéhgplement the ideationprocess.

2.To adopt design thinking process to ensure ideasi inclusive and customer centric- that it meessketneeds.
3.To build an innovative temperament for all ideasgrated and To apply the recent innovative magiedstechnology to build
newideas.

OUTCOME

To equip students with comprehensive and well-@gfimeans and tools ofldeation.
Toensurestudentsaretrainedonthemuchusedandlargeptadideationmethods such as designthinking.
Toinitiateinnovativethinkingandensureinnovativepieesareinculcatedinalltheir entrepreneurialthirgkin

4. COURSE CONTENT ANDSTRUCTURE

MODULE 1: INTRODUCTION AND BASIC CONCEPTS OF ENTREP RENEURIAL IDEATION PROCESS
10 HOURS

Introduction to Entrepreneurship process, Entregueship decision making and thinking
process,Differencebetweenmanagerialdecisionmakdeggrepreneurialdecisionmaking, Source of Ideasthbtis of idea
generation and Creative ProblemSolving

MODULE 2: OPPORTUNITY ANALYSIS 12 HOURS

Opportunity analysis —Source of opportunity, Oppoity-trends, Basic concepts of creative thinkinges
Divergent,Convergent,Emergentthinking,NurtureCresdltleationthrough LateralThinking—DeBonotheorydfisimkinghats—
UseofLateralthinkingwaysfor generating ldeas and bfsDesign thinking for creative ideation.

MODULE 3: DESIGN THINKING FOR IDEATION ANDFORMALIZI  NGIDEATION 08 HOURS

Basic concepts of design thinking, Stages in designking-empathies, define, ideate, prototypet. ttaportance of design
thinking in today’s Disruptive world. Advantagesd#sign thinking in making an ideaviable.

MODULE 4: DESIGN THINKING - FORMALIZING IDEATION AN DCOMMERCIALIZING 08 HRS



Idea Validation-ldea validation based on Usabilltiea validation based on Feasibilitgeation and its relevance to building -
Consumer experience -consumer-centric for imprax@tsumer experience. Build a viable user interfacenaking the idea
commercial and adaptable.

MODULE 5: INTRODUCTIONTOINNOVATION 08 HOURS

Creativity, Invention and innovation, Types of Iwation, Relevance of Technology for Innovation. Theian innovations and
opportunities, Innovators and Imitators

MODULE 6: LEGAL ASPECTS REGARDING INNOVATION,INNOVA TIONRISK 10 HOURS

Patents, Trademarks, Intellectual Property Goventnpelicies regarding Innovation, Exploring, Exengt Leveraging and
renewing innovation, Enhancing Innovation Poterfidformulating strategies for Innovation Risks dariers for introducing
products and services Selecting a Strategy, setiinthe Investment and establishing organizatiomluiating the Costs and
impact of the Project, Cases on Innovation amoriggpreneurs in India.

5.PEDAGOGY

A mix of lectures, case study, learn through progaad interactions with budding entreprenedoject work in a team of 10
and work on a detailed Entrepreneurial Idea Devabaqt project by using the design thinking method

Projectshouldinclude:-ldeageneratedthroughthed#sigtingstages(empathies, define, ideate, prototgpe)
Student team presentation-The project will bringaprototype and test results this will be presdiy thestudents.

6.SKILL SETDEVELOPMENT

MOOCS on Design thinking from any reputed onlineggamming platforms (some of the courses are IDE).Barvard
course on DesignThinking.).

Creative thinking or Critical thinking online coersan be completed by the students

Attending Mentoring programs at a registered acaébe orincubator

Attend Open houses session at NSRCEL, Bangaloreyeiting first-hand experience of How Entreprefedudea generation
process can beinitiated

7.TEACHING/LEARNINGRESOURCES

ESSENTIAL READINGS

1.Design Thinking: Integrating Innovation, Custorsperience, and BrandValue Paperback - 2009, Thbowkwood.
2.Non-Designers-Guide-Design-Thinking-Marketer- &asmitake, Hiroshilshii

REFERENCES

1 Entrepreneurship Development Robert DHisrich
2.Entrepreneurship Development B.Jankiram and MvRim, ExcelBooks

3.EdwarddeBono,Newthink: Theuseoflateralthinkingggénerationofnewideas, 1967

4.Ella Miron-Spektor, Miriam Erez, and Eitan Navdl Drive Creativity, Add Some Conformity. HarvaBdisiness Review,
March 2012:https://hbr.org/2012/03/to-drive- creiggiadd-so...

5. Change by Design: How Design Thinking Transfofdnganizations andinspires Innovation by Tim Bro@oodreads

6. The Design of Business: Why Design Thinkinghis Next Competitive Advantage by Roger L. Marting@icead®

7. Human-Centered Design Toolkit: An Open-SourcelKibTo Inspire New Solutions in the Developing YMbby IDEO and
The Bill & Melinda Gates Foundation(Goodrepds
8. Innovation and Entrepreneurship, Peter.F.Drucker

9. The Art of Innovation: Lessons in Creativity imolDEO, America's Leading Design Firm by Tom Kellagd Jonathan

Littman(Goodreads



3.5.2.MANAGEMENT OF SMEs AND FAMILYBUSINESS

1.GENERALINFORMATION
No. of Credits 4
No.of HoursPer Week 4
2.COURSEPERSPECTIVES

Thecourseperspectiveistogiveexposuretothestudenitthlespecialapproachthatneeds to be taken withecesto managing
MSMEs in different stages of its life cycle incladifamily business aspects as a part of successuna

3.COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

Tomakestudentsawarethatmanagingsmallenterprisesedijferentapproachvisa Vis managing largeentsgsi

To make students understand how managing a Fam#inéss calls for a balanced approach of profeskimputs to be
competitive

OUTCOMES

By the end of the course the studentswould

Gatheradequateknowledgetoadoptvarioustools&techksinfilanagementtorun a small enterpriseefficiently.
Know the intricacies involved in managing a Fanfilysiness without sacrificing the advantages ofodegsionalsetup.

4.COURSE CONTENTANDSTRUCTURE

MODULE 1: OVERVIEW OFMANAGING SMES 08 HOURS

Introduction to SMEs, Typical structure, Role of  Mdaers and Entrepreneurs, Managing
SmallEnterprises&LargeEnterprises,Managerialfumgjdasks&Skillsrequired constraints in SMEs.

MODULE2:MSME 08 HOURS
Sensitivity to environment Social, economic, political & technical aspecta&areness of change at the market place.

ManagingCrisis:Duringstartingphase,cashcrisis/financecrisis,diegcrisis,leadership crisis. Developing problemlving
attitude, Importance ofcommunication.

MODULE 3: PRIORITISING AND FOCUSING ONKEY AREAS 12H OURS
Production: Production planning and control, productivityenbament

Finance Financial Planning, Issues related costing anohi@aance of accounts

Marketing: Market studies for small entrepreneurs, produatctin, pricing, promotion and distribution aspeat8#1SMEs

Human Resource Planning, requirement, training, retaining, alsaintaining in MSMESs.

MODULE4:NEGOTIATION 10HOURS

Importance of communication, time management, nagons, problem solving & issues related to gro&tlegal aspects with
reference to SMEs. Sickness in industries, causeser®edial measures, revival support & Turn aroutrdtegies.New
government policies for Entrepreneurship ( Cerdral State Government)

MODULE 5: AN OVERVIEW OFFAMILYBUSINESS. 8HOURS
Introduction, economic impact, special strengths, ilendmas & challenges, competitive edge,
Founders,teams,designingfamilygovernance,courtcéass&constitutions.Nonfamili# $  "#$ '$() #

#( (" *& %$ '+, &S - '$. $+

MODULE 6: MANAGING AFAMILYENTERPRISE 10HOURS

Issues related to working in Business, Inductingnifa members, training & development, mentors, gajnrespect from
employees, sibling rivalry, establishing persort#niity. Relationship with members belonging toeothenerations, seeking
balancedapproach.Professionalizing the managemsanf external resources- Professional advisarar&ultants.



5.PEDAGOGY

A mix of lectures, case study and interactions Wiklding entrepreneurs.

TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS
1.Mary Jane Byrd/Leon C Megginson: Small Business&jement, Mc Graw Hill HigherEducation

2.Thomas W Zimmer: Effective Small Business ManagetynPrinticeHall
3.Donald Kurato& Richard M Hodgetts: Small Busindtsnagement, ProfileBooks
4.Michael K Allio& Robert J Allio: Practical Stragy for Family Business, Tats Mac GrawHiill

REFERENCES

1.David Cadden& Sandra Lucder: Small Business Mamesgt in 21 Century, Saylor foundation
2.Soni Sharma: Entrepreneurship and small BusiMessggement, Vayu Education of India
3.Walter Vieira, MitaDixit : The 5Gs of Family Busss, SagePublication

4.Arjun Kakkar: Small Business Management, Globdid Publications Pvt.Ltd
5.V G Patel, The seven Business Crisis- SAGEJolruhblications
6.Eric Ries, The start-up Way

7.Jim Collins, Turning the Fly wheel, Harperbusimes



3.5.3. CORPORATE ENTREPRENEURSHIP AND NEW VENTURECREATION

1.GENERALINFORMATION

No.of Credits 4

No.of HoursPer Week 4

2.COURSEPERSPECTIVE

Corporate entrepreneurship and venture creatidheigpractice of employing entrepreneurial skillsl @pproaches within an
organization. To achieve and sustain a true cotiyetdvantage in today’'s global business envirartineompanies must be
faster, more creative, nimble,flexibleandinnovatResourceavailabilitymaybelimitedornon-existentfsort new innovations
and initiatives. In other words, organizations nestmore entrepreneurialin approach.

3.COURSE OBJECTIVES ANDOUTCOMES
OBJECTIVES

To Understanding Corporate Entrepreneurship, itggiroand growth in moderntimes

To apply the entrepreneurial process to the ogeratf a department or functional area within galdished organisation

Toformulate corporate  objectives and strategies t thsupport entrepreneurialbehaviour
To Understand and evaluate the ethical dimensibosrporate entrepreneurial behaviour
OUTCOMES

By the end of the course, the students must gatycknd understanding of corporate entrepreneprsbincept and manage it.
4.COURSE CONTENT ANDSTRUCTURE

MODULE 1: INTRODUCTION TOCORPORATEENTREPRENEURSHIP 08 HOURS

Introduction to Corporate entrepreneurship, formd &istory of corporate entrepreneurship, entregugal orientation and
architecture, building entrepreneurial architectuwarporate entrepreneurship strategy, Corporategneneurship Vs. role of
managers

MODULE 2: BUILDINGANORGANISATION 10 HOURS

Introduction to Building an organisation, Typesksftrepreneurship organisational structures, bujldinpportive organisational
cultures, Vision, Mission, Aligning Vision & Missiowith Objectives

MODULE 3:ENTREPRENEURIALLEADERSHIP 10 HOURS

Introduction to Entrepreneurial leadership, Queaditiof Entrepreneurial control systems, obstacleant risk of corporate
entrepreneurship, Eco system plans

MODULE 4: INTERNATIONALCORPORATEENTREPRENEURSHIP 10 HOURS

International corporate entrepreneurship, ICE arghmisational learning, Setting Goals and Strategselected international
entrepreneurial best practices and Case Studies

MODULE 5: CORPORATE CULTURE ANDORGANISATIONALSTRUCT URE 10 HOURS

Corporate culture, Values, Norms, Expectations.idath& Compliances in Corporate Entrepreneurshipared resources,
Mentoring opportunities

MODULEG:INTRAPRENEURSHIP 08 HOURS

History of Intrapreneurship, Differences betweentr&preneur and Intrapreneur, Intrapreneurial aétisi Benefits to the
organisation and Intrapreneur, Case Studies ofnisgdons supported and nurtured the Intraprengursh

Introduction to new venture creation,Developmend &lew Venture Formation; Growth and Developmentsekaof Venture
Creation.

5.PEDAGOGY
A mix of lectures, case study, interactions, indabkvisits and a hands-on project

SKILL DEVELOPMENTEXERCISES



Identify 4 start-ups which were incubated by araoigation and prepare a document on how theseitgina
Prepare a SWOT analysis of any 2start-ups

Prepare a proposal to Chairman of your organisatitma product idea and how it can becreated
Profile any 4 Entrepreneurs and chart their jourfinesn idea generation togrowth

6.TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1.Corporate  Innovation & Entrepreneurship: Entrepreial development with
organisations — Kuratko, D F; Morris, M H; & CavilG

2. Corporate Entrepreneurship: Innovation and &gsatn Large organisations — Burns, P

3.Corporate Entrepreneurship: How to create a itigientrepreneurial spiritthroughout your companyisrich, R D and
KearneyC

4.Corporate Entrepreneurship — Jerome A Katz arahZ&hepherd

5.Corporate Entrepreneurship & Innovation — Moli$d, Kuratko D. F and Covin JC

Reference Books

1.0perations Management for Competitive Advanta@hase, R.B
2.The Entrepreneur’s guide to hiring a building ts@m — KenTanner
3.Indian Entrepreneurial Culture — A Gupta

4.The Success Story Behind the World’s Most UnuSdatkspace — Semler,Ricardo.
5. David H Holt, ‘Entrepreneurship: New Venture &ien’, Pearson Education India

6.Timmons, ‘New Venture Creation’, McGraw Hill



ELECTIVE SUBJECTS
3.6 PRODUCTION AND OPERATIONS MANAGEMENT
3.6.1. ADVANCED PRODUCTION SYSTEMS.
3.6.2. AGILE AND LEAN MANUFACTURING.

3.6.3. ENTERPRISE RESOURCE PLANNING

3.6.1ADVANCED PRODUCTION SYSTEMS

1. GENERALINFORMATION

No.of Credits 4
No.of HoursPer Week 4

2. PERSPECTIVE OF THE COURSE

Advanced Production System is crucial to the coitipehess and sustainability of all types of orgations. It is challenging
because the ever-changing nature and dynamicseobubiness environment require organisations tairagally adapt their
productions and operations to new requirements,ades) situations and expectations in the marketl Ans stimulating
because, in order to make productions really coatei to the competitiveness and success of an isegaom, productions
managers have to be active, creative and innovatiiraproving the company’s production system vattvanced technique3.
COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To exhibit a basic understanding of production esyst.

To develop an understanding of how the productibasge strategic importance and can provide a cdtiveeddvantage in the
workplace.

To train students on various techniques of produacilanning and control, product design and devetg, production
scheduling and the importance of productivity inneif@cturing.

To provide knowledge on the green and agile maturfengy techniques of production management.

OUTCOMES

On completion of this course, the students wilkbé to

Identify the types of production system and vasittansformation processes to enhance productwvity competitiveness. 2.
Analyse and evaluate various production systemspaoduct designs, develop a balanced line of pribolu& scheduling and
sequencing techniques in production environments

4. COURSE CONTENT AND STRUCTURE
MODULE1:PRODUCTION SYSTEMS 8 HOURS

Need and Importance of Production Systems, Stagesoduction System Life Cycle, Decisions in ttfe kycle of a production
systems, Modeling and Architecture for Productiamd aManufacturing Systems, Automation in Producti®gstems.:
MODULE2: PRODUCTION PLANNING AND CONTROL 10 HOU RS

Introduction to Production Planning, ProductionrPiag Models, Forecasting: Subjective and Objectorecasting methods,
Characteristics of Forecasting Problems. Stratedas Aggregate Production Planning: Resource PlaginiMaterial
Requirement Planning, MRP System, Capacity Reqergrilanning, MRP |l, Enterprise Resources Planning

MODULES3: PRODUCT PLANNING AND DEVELOPMENT 10 HOU RS

Product Design, Capacity Planning, Process Seleetiml Facility layout Selection, Product Life Cyeled its Stages, Product
Development Process in the changing global enviesrimStages of Product Development- Early Desigetalled Design,
Prototyping and Manufacturing, Servicing, Discamriicle. Product Development Organisation: Concairegrgineering- CE
Design, Methodologies.

MODULE 4: PRODUCTION SCHEDULING 8 HOURS
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Introduction to Production Scheduling, Schedulingje@tives, Scheduling Models, Gantt Charts, SchiegiEnvironment and
Constraints. Planning and Scheduling of Product®ystems: Tools and techniques, Problems, Scheduliagisions.
Introduction to Production Scheduling Software.

MODULE 5: PRODUCTIVITY IN MANUFACTURING 10HOU RS

Productivity Improvement, Importance of Improvedoductivity, Techniques of Productivity Improvemefitechniques of
Measurement of Productivity Improvement: Work Studgd Work Measurement. Role of Automation in Proidity
Improvement.

Production Management System: Role of MIS in Prtidac Schematic representation of Production Marmegg System,
Decision Making through MIS in Production.

MODULE 6: GREEN AND AGILE MANUFACTURING 10 HOUR S

Introduction, Agility through Group Technology, Gmpt of FMEA, JIT, SMED, KANBAN, SCM, SustainableaMufacturing
Systems. Digital Manufacturing: Functions of Digildanufacturing, Manufacturing Simulation and Vaiiibn,role of Robust
in manufacturing, Design for Manufacturing: FunogpAesthetics, Environment, Reuse, Recycle anth&eudfacturing.

5. PEDAGOGY

Emphasis have to be given on class room teachiragtipes like problem solving should be the partegplanation and
compulsory mini project assignments to be giveartbance the students understanding of the suBjeduction related videos
can also be used to demonstrate the functionipgaafuction units in organisations

6. TEACHING/LEARNING RESOURCES

ESSENTIAL READING

Martand T. Telsang, “Production Management”, S CGh&rCompany Pvt Ltd

MartandTelsang, “Industrial Engineering Productidanagement”, S Chand & Company Pvt Ltd

K. Hans Raj, S. N. Dwivedi, D. S. Mishra, Alok Ke¥ma, C. Patvardhan. (2012). Agile Manufacturingt&ms: Approach for
Enhancing Agility of Organisations and Processesolla Publishing House.

Ohno, T. (1988). Toyota production system: beyardd-scale production. crc Press.

Kumar, S. A., & Suresh, N. (2006). Production apdrations management. New Age International.

REFERENCES

Groover, M. P. (2016). Automation, production syséeand computer-integrated manufacturing. PedEsloication India.
Panneerselvam, R. (2012). Production and operatimmagement. PHI Learning Pvt.Ltd..

Martinich, J. S. (2008). Production and operatio@magement: An applied modern approach. John V&il8gns.
Chowdiah, M. P. (2011). Agile Manufacturing: Glolsad Customerised Green Products. I. K InternatiBoalishing House.



3.6.2. AGILE AND LEAN MANUFACTURING

1.GENERALINFORMATION

No.of Credits 4
No.of HoursPer Week 4

2. PERSPECTIVE OF THE COURSE

The organization requirements vary industry to stduand Lean Manufacturing hasalways been chgdleivery business
function needs Lean Management FMCG to Industriadiycts which involves raw materials to producénssltied product. This
mean every stage of Manufacturing— required to tstdad and analyzing production planning and céntrals for efficient
production systems. This helps senior managemetdki® decisions. Lean Management helpsin decisiakimg and helps to
eliminate waste in the production Process problems

3.COURSE OBJECTIVES AND OUTCOMES
OBJECTIVES

To Demonstrate basic understanding of conceptstdlzain Manufacturing

To Understanding real-time lean manufacturing datmirements through best practices adopted by@ajsons
OUTCOMES

Exhibit critical thinking capabilities that are resary to interpret them as requirement by theneanagt
Acquire competency in the area of forecasting, tangaeports, for seamless decision making

4. COURSE CONTENT AND STRUCTURE

MODULEZ1: AGILE AND VALUE CREATION 8 HOURS

Role of value in Lean and Agile Environment: Leanil&sophy, Agile Philosophy, Lean and Agile valueation, Product
development in Lean and Agile value creation , kinim Viable Product (MVP), Iterative breakdown todiMVP, Modern
Approach to Business and Value

MODULE 2: LEAN MANAGEMNT 10HOURS

Need & Importance of Lean Management, Approach |femtifying Productivity Improvements, Process Wldiagram,
Inventory & material Purchase, Cellular Manufaatgti Material Flow, Automation, Quick Changeover,afty Control , 5S
Principals and Implementation, Preventive MainteeaiTypes of Seven waste, causes and effectstacklless production.

MODULES: PLANNING & CONTROL 08 HOURS

The Manufacturing Planning and Control System,s€tbLoop system, Planning & control Process, Matufang Planning
and control activities, Business Planning, sales@rerations Planning. Master Production Sched§iigS)

MODULE 4 :LEAN MANUFACTURING TOOLS & TECHNIQUES 10HOURS

Lean Manufacturing Tools & techniques, 3 ToolboXes Lean Manufacturing, Tool 1: From 5S to Kanbaellular
Manufacturing, Kaizen, and Kanban. Tool 2: Leantrids to Standard Rate, Lean Office, Single Minktechange of Die
(SMED), Tool 3: Takt time to Workflow diagram, ToRroductive Maintenance, Value Stream Mapping,

MODULE 5 : JIDOKA 8HOURS

Jidoka — Introduction, process, comparison, Priesipf Jidoka, Jidoka Problem Solving, benefitolda] and a study on Toyota
Production Systems. Lean & Green, Lean Manufaggu&reEnvironment, difference between Lean & greemifacturing,

MODULE 6: SCRUM 12 HOURS

SCRUM frame work: Introduction to SCRUM frameworkSCRUM roles : Product owner role, SCRUM Mastde roThe
SCRUM Team; Product backlog , Requirement lev8€RUM Story : User Story and Acceptance levelszingistories and
Relative sizing, Good User Story attributes; SCRW@dremonies , Sprint Planning , Stand up ( Daily B&®Rmeeting),



Backlog refinement (grooming) , Measuring team witjo, Burn UP and Burn Down Charts , Sprint reviewd Sprint
retrospective

5.PEDAGOGY

The Agile and lean manufacturing the concepts ugedll advanced production systems. The use ofosden advanced
production systems and discussions on how theeAgiLean and SCRUM are used in different stagegrotiuction
management. Case studies must be used for all esdul

6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Lean Manufacturing: Business Bottom-Line Based - 8 John X Wang
Lean Manufacturing Implementation — Dennis P. Hobbs

REFERENCES
Lean Manufacturing — John W Davis

Six Sigma for optimal System Performance in Manufaziring and Service Organizations -Edem g Tetteh — Rowan College
at Burlington, Country USA

Hans Chapman — Cape Fear Community College USA

Essential Scrum: A Practical Guide To The Most Papéi\gile Process by Kenneth S. Rubin



3.6.3.ENTERPRISE RESOURCE PLANNING
1.GENERALINFORMATION

No.of Credits 4

No.of HoursPer Week 4

2. PERSPECTIVE OF THE COURSE

Enterprise resource planning is to make them awdrgeal time requirements in resource planning tomation of
documentation and decision process, and indusgyapedness. The organization requirements vanystng to industryBy
running the ERP system, the organization can ggieed, efficiency, and accuracy in its businessaiers. Through
automation and integration, the system increasesrifianization’s productivity while reducing timedalabour costs.

3.COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To provide a contemporary and forward-looking loa theory and practice of Enterprise Resource Rigrifechnology.
To focus on a strong emphasis upon practiceearthin Applications and Practical oriented apptoac

OUTCOMES

To train the students to develop the basic undeditg of how ERP enriches the business organimtio achieving a
multidimensional growth.

To aim at preparing the students technologicalpeditive and make them ready to self-upgrade viiehtigher technical skills.
4.COURSE CONTENTS AND STRUCTURE
MODULE1: INTRODUCTION 10 HORS

Overview of Enterprise systems — Evolution - Rigks benefits - Fundamental technology - Issueg toolpsidered in planning
design and implementation of cross functional irdegd ERP systems, Case studies
MODULE2:ERPSOLUTIONS AND FUNCTIONAL MODULES 10 HOURS

Overview of ERP software solutions- Small mediurd &arge enterprise vendor solutions, BPR, Busifigggsneering and best
Business practices - Business process Managemeeatview of ERP modules -sales and Marketing, Actiognand Finance,
Materials and Production management etc. Qualityndgement - Functions of Quality Management; CAQ &1@;
Materials Management- Pre-purchasing; Purchasingndér Evaluation; Inventory Management and Invoice
Verification and Material Inspection

MODULES3: ERP AND RELATED TECHNOLOGIES 10 HOURS

Business Process Re-engineering, Management Intowmasystems, Decision Support Systems, Executive
Information Systems- Advantages of EIS; Disadvaetagf EIS, Data Warehousing, Data Mining, On-Line
Analytical Processing, Product Life Cycle Manageme&upply Chain Management, ERP Security

MODULE 4 : ERP IMPLEMENTATION 10HOURS

Planning Evaluation and selection of ERP systenpdmentation life cycle - ERP implementation, Metblmgy and Frame
work- Training — Data Migration. People Organizatia implementation-Consultants, Vendors and Emgésy Maintenance of
ERP- Organizational and Industrial impact; SuceestFailure factors of and ERP Implementation

MODULE 5: ERP VENDORS 08 HOURS

ERP Vendors, SAP-AG: Products and technology RA&reiew; SAP advantage, Baan Company , Oracle
Corporation: Products and technology; Oracle Apgdiien; Vertical solutions, Microsoft CorporationRamco
Systems, Systems Software Associates Inc. (SSAD Q

MODULE 6:EMERGING TRENDS IN ERP 08 HOURS
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Extended ERP systems and ERP bolt on CRM, SCM,nBasianalytics, ERP to ERP lI-Implementation of @rgation
Wide ERP, Development of New Markets and Channkltest ERP Implementation Methodologies, ERP and E-
business, Market Snapshot, The SOA Factor.

PEDAGOGY

The ERP paper is to develop an insight on the resoplanning on documentation and decision makioggss. Hence, a mini
project can be suggested to analyze different ERBrams commercially available and open sourcerprog. A mini project
can be used to explain how to develop a ERP sy&iem small firm. Case studies can be used to @xplifferent concepts in
ERP .

TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Enterprise Resource Planning Alexis Leon McG it

Enterprise Resource Planning ,Mary SumiRearson; 1 Edition

REFERENCES

Alexis Leon, ERP demystified, second Edition TateGviaw-Hill, 2006.

2.Jagan Nathan Vaman, ERP in Practice, Tata McGtiiyv-

Alexis Leon, Enterprise Resource Planning, secdatitibe, Tata McGraw-Hill,

Mahadeo Jaiswal and Ganesh Vanapalli, ERP, Maamiitidia,

Vinod Kumar Garg and N.K. Venkitakrishnan, ERP- Gepts and Practice, Prentice Hall of India,
Summer, ERP, Pearson Education,



ELECTIVE SUBJECTS

3.7 BUSINESS ANALYTICS

3.7.1. BUSINESS INTELLIGENCE
3.7.2.PREDICTIVE ANALYTICS USING R
3.7.3.DATA WAREHOUSING AND DATA MINING

3.7.1.BUSINESS INTELLIGENCE

GENERAL INFORMATION

No. of Credits: 04

No. of Hours per Week: 04

COURSE PERSPECTIVE

In the age of technological progression, digitalamcements have completely revolutionized our edayylives and
the business world has been impacted to a maxinxteng It is prudent on the part of the companiesiévelop and
invest in technologies, applications, strategiesl gqmactices to collect, analyze, integrate and @méspertinent
business information. The entire purpose of Busindéstelligence is to support and facilitate betteusiness
decisions. Hence, it is essential for business agament students to have knowledge on the processisiness
intelligence. This course entitled - Business Ihgeince is introduced to orient a business profasal regarding
access to information, analyze and draw insigh&d th critical to the success of an enterprise.

COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

- To orient the students on the fundamentals of Bassnintelligence

- To make students understand the Business Inszltig types and environment

- To provide knowledge on Business Intelligence itecture, life cycle, issues and challenges

- To enable students to understand the issues hallenges associated with Business Intelligence.
- To acquaint students on contemporary developmantsemerging trends in Business Intelligence

OUTCOMES
By successfully completing the course the studentsll be able to:
Understand and describe the fundamentals of basiirgelligence
Implement the process of business intelligencméke better business decisions.
Explain the issues and challenges associated isliness intelligence
Analyse the emerging trends in Businagslligence

COURSE CONTENTAND STRUCTURE

MODULE 1  BUSINESS INTELLIGENCE AN INTRODUCTION 10 HOURS

History and Evolution, Business Intelligence Segisemifference between Information and Intelligen@efining
Business Intelligence Value Chain, Factors of Bass Intelligence System, Real time Business Irgetice,
Business Intelligence Applications. Benefits of Blaximize value from Business systems, BusineseR6IBI

MODULE 2  BUSINESS INTELLIGENCE ESSENTIALS & TYPES 12 HOURS

Creating Business Intelligence Environment, Busmdntelligence Platform, Roles of Business Ingalice in
Modern Business, Types of Business Intelligence:ltMlicity of Business Intelligence Tools, ModernuBiness
Intelligence, the Enterprise Business Intelligenieéprmation Workers

MODULE 3 BUSINESS INTELLIGENCE LIFE CYCLE 10 HOURS

Business Intelligence Lifecycle, Enterprise Perfamoe Life Cycle (EPLC) Framework Elements, Humactbes in
Bl Implementation,Bl Strategy, Objectives and Deligbles, Transformation process, Building a tramsftion
roadmap, Bl Development Stages, Parallel Developgnieacks, Bl Framework

MODULE 4 BUSINESS INTELLIGENCE ISSUES AND CHALLENGE S 10 HOURS

Critical Challenges for Business Intelligence swesx;e Cross-Organizational collaboration, BusinesonSprs,
Dedicated Business Representation, Availability ®killed Team Members, Business Intelligence Appgii@a
Development methodology, Planning the Bl Projedsisiness Analysis and Data Standardization, Crgatiost
Effective Enterprise friendly Bl solution, Real wadrApplications and Used cases

MODULE 5 IMPLEMENTING BUSINESS INTELLIGENCE 06 HOURS
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Business Intelligence Platform, Business IntelligerPlatform Capability Matrix, Bl Target Databas®ata Marts,
Bl Products and Vendors, The Big Four Businesslligtence vendors, Bl Components and Architecturendtional
areas of Bl Tools

MODULE 6 CONTEMPORARY DEVELOPMENTS AND EMERGING TRE NDS IN BUSINESS
INTELLIGENCE : 08 HOURS

Artificial intelligence, Automation, StorytellingData governance, Data privacy, Cybersecurity, Natlranguage
Processing

5.PEDAGOGY

- Lectures

- Case studies

- Practical Exercises - Individual & Group

- Demonstrations using Excel and R

- Talk by the industry experts and visit to indystr
6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Business Intelligence and Analytics by Efraim Tuntp&amesh Sharda and DursunDelen by Pearson Ptiblisa
Business Intelligence (Data Mining & OptimizatioorfDecision Making) by Carlo Vercellin by Wiley Plidations
REFERENCES

Business Intelligence for Dummies, Swain SchepdeWPublication

Successful Business Intelligence by Cindi HowsoreGvaw Hill

Business Intelligence by David Leshin, Elsevieca®d edition

Data mining for Business Intelligence, GalitShmudlitin R Patel & Peter C Bruce, Wiley Publication
Business Intelligence, Practices, Technologies Brathagement, Rajiv Sabherwal, Irma Becerra-Fernaniéitey
Publication

Business Intelligence Guide book, Rick Sherman eflesr

Business Intelligence Strategy & Big data analytisgseve Williams, Elsevier
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3.7.2. PREDICTIVE ANALYTICS USING R

1. GENERAL INFORMATION
No. of Credits: 04
No. of Hours per Week: 04

2.COURSE PERSPECTIVE:

The amount of data in the world is increasing exgmially as time passes. It is estimated that ¢ked amount of data produced
in 2020 will be 20 zettabytes (Kotov, 2014), thet20 billion terabytes. Many businesses inves édtmoney and efforts for
collecting the data and most of it is not analykély and / or not analysed appropriately. The ma&ason to analyse the data is
to predict the future i.e. to construct actiondbtewledge. This course will help and allows thedstits to do data analysis and
build models while learning various tools & techueg. The prerequisite of the course is students hawe undergone basic
courses on Statistical modelling.

COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To enable the students to be able to understangrdutictive analytics in present scenario andpgieations by the industry.
Formulate the regression models for prediction

OUTCOMES
By successfully completing the course the studediltshe able to examine the data for model fithessl ETL process and to
formulate and evaluate the prediction using regoessime series analysis, neural networks andsitatitree model.

COURSE CONTENT AND STRUCTURE

MODULE 1: INTRODUCTION TO PREDICTIVE ANALYTICS 06 HOURS

Introduction to predictive analytics, definitiony&@ution of Data Analytics, Applications of predis analytics, Predictive
models: Propensity model, Clustering Model & Codlediive filtering; used cases on predictive anayti

MODULE 2: EXPLORATORY DATA ANALYSIS 12 HOURS

Time Series Data AnalysisOrganizing and processing of data with R, Data@ing — Missing values, Outlier treatment, Pre-
processing and cleaning and Univariate AnalysisiM&model for forecasting.

MODULE 3: PREDICTION- LINEAR REGRESSION 14 HOURS
Understanding simple regression in R, Scenariosufing OLS regression, Computing the intercept slogie coefficient,
Obtaining the residuals, Computing the significaatthe coefficient. Correlation & RMultiple Linear Regression in R, Model
building.

MODULE 4: DECISION TREES & LOGISTIC REGRESSION 10 HES

Introduction to Decision trees, Data pre-processiftpdel building in R, Model comparison. Introdusti to Logistic
Regression: Interpreting the model parameters aselsaing the impact of predictors on the probghwfitoutcome.

MODULE 5: NEURAL NETWORKS 08 Hours

Introduction, Structure of neural networks, Infotioa flow, Types of layers, Training a neural netiyoBack Propagation,
Neural networks in R

MODULE- 6: INTRODUCTION TO OTHER REGRESSION ANALYSI S 06 HOURS
Introduction to other regression analysis Polyndnitltiple linear, Poisson, Nonlinear and Nonpasdnit.

Predictive Analytics Using R — Laboratory driven cairse.

Demonstration of Reading data from files and wagkivith datasets

Demonstration of Graphs: Basic high-level plots,difications of scatter plots, Modifications of ligrams, parallel box plots
Demonstration of Exploratory Data AnalysMissing values, Outlier treatment

Demonstration of Univariate Analysis

Demonstration of Time Series Data Analysis

Demonstration of Linear Regression

Demonstration of Multiple Regression

Demonstration of Decision Trees

Demonstration of Logistic Regression

. Demonstration of Neural Networks

Note:

For all the above Exercises Students can usedheirdatasets or Used Cases

For all Exercises Writing programs, taking outprihpand writing Interpretation is compulsory irethab Journal

In the practical Examination student are expecteelxecute the R program and write Interpretationti@ exercises out of 10
exercises.
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Change of exercise is not permitted in the Pracgamination.

University Examination for 70 marks Evaluation Patern

Details Marks

Lab session Execution of the program and drawing insights usimgple or multiple regression modé 20
R)

Lab session - Execution of the program and drawismghts usingime series, neural networks, decisig

correlation model (Using R). 20

Viva Voice 10
Lab Journe 20
Total 70

BOo~No G~

EXAMINER PROFILE
A person should be proficient in R and should havene experience in analytics using R. The BOE @haion has the
discretion to select the Examiner.

PEDAGOGY

The course pedagogy includes; Lab driven sessRmagiramme Writing, Lecturers, Real world Case stsidCapstone Projects,
Individual and group projects, Working with Crosctonal data, Time series data and Panel dat@aRng Econometrics
Model. Analyzing and interpreting the results.

Talk by the industry experts and industry visit.

7.TEACHING /LEARNING RESOURCES

Evans, J. R. (2013). Business Analytics: Methodsd®ls, and Decisions

Robert Stine, Dean Foster, "Statistics for BusinBggision Making and Analysis", Pearson Educatibn edition, 2013.
Turban, E., Aronson, J. E., Liang, T. P., & Sharda(2010).Decision support and business intelligesystems (9th ed., p.
720).Prentice-Hall.

Berson, A., Smith, S. J., & F. (1997).Data WarelmgisData Mining and OLAP (1st ed., p 640).Compgtiicgraw-Hill.
Han, J., &Kamber, M. (2000). Data Miningoncepts and Techniques (1st ed., p. 550). Mokgarimann

Robert Kabacoff, Second Edition (2015), Manninglaitions: R in Action Data analysis and graphiggviR

U Dinesh Kumar, “Business Analytics” Wiley IndiatPiztd publication, 2017

Dr. Umesh R. Hodeghatta and Umesha Nayak, Aprefisptibn : Business Analytics Using R - A Practié@proach
Jeffrey S. Strickland, Simulation Educators (20Rddictive Analytics using R

. Subhashini Sharma Tripathi, Apress publicationrhdgusiness Analytics in Six Steps Using SAS and R

R — Programming

Wickham H., Grolemund G. (2016). R for Data Sciero®ort, Tidy, Transform, Visualize, and Model BaO’Reilly Media.
Cotton, R. (2013). Learning R: A Step-by-Step FigrciGuide to Data Analysis 1st Edition [Kindle Viens]. Retrieved from
http://www.amazon.in.

Knell, R. (2013) Introductory R: A Beginner's GuitteData Visualisation, Statistical Analysis and@tamming in R. [Kindle
Version]. Retrieved from http://www.amazon.in.

Murray, S. (2013) Learn R in a Day. [Kindle VerdioRetrieved from http://www.amazon.in.
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3.7.3. DATA WAREHOUSING AND DATA MINING

1. GENERAL INFORMATION

No. of Credits: 04

No. of Hours per Week: 04

2.COURSE PERSPECTIVE

This course will give an introduction to methods aheory for development of data warehouses ana aaalysis using data
mining. It will allow them to store voluminous dafar online processing, pre-process the data faringi applications, apply
association rules for mining the data and many m8tadents will also able to discover the knowledtgbibed in the high

dimensional system.

3.COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To enable students to use data warehouse desigarehmitecture tools.

To able to carry out the ETL process and use OLAtalthses and their schemas

To enable students to apply the association ralelsia mining technology and to draw insights fibm

OUTCOMES

By successfully completing the course the studentsll be able to Pre process the data for mining applications anplyAfhe
association rules for mining the data and queryiata Warehouse using OLAP tools

4. COURSE CONTENT AND STRUCTURE
MODULE 1: INTRODUCTION TO DATA WAREHOUSING 10 HOU RS
Characteristics of Data Warehouse, Types of Daiifef@nces between OLTP Systems and OLAP systeraty Dlart, Aspects
of a Data Mart, Functionality of Data Warehouse:vaatages and Applications of Data Warehousing; gemre of cloud
services and infrastructure in Data Warehousing;
MODULE 2: DATAWAREHOUSE PLANNING AND ARCHITECTURE 10 HOURS
Planning a Data Warehouse and Key Issues: Planaity Project Management in constructing Data warsdiolData
Warehouse development Life Cycle; Kimball Lifecydéagram, Requirements Gathering Approaches: Teeganization,
Roles, and Responsibilities; Data Warehouse Archite: MOLAP, ROLAP, HOLAP;Creation of Fact tablesdDimension
Tables in Data warehousing; Basic Querying and Reggpon an OLAP database; Data Warehouse Sche$tas;Schema,
Snowflake Schema.

MODULE 3: EXTRACT, TRANSFORM AND LOAD 12 HOURS
Introduction: ETL Overview or Introduction to ETETL requirements and Steps: Data Extraction Methbi@sdling Missing
Data, Outlier detection, Automated Data PreparatiGombining data files, Aggregate Data, DuplicatenRval; Data
Transformation; Basic Tasks in Transformation, Edetection and correction: Data Loading; Data liogdrechniques: ETL
Tools:

MODULE 4: INTRODUCTION TO DATA MINING 8 HOURS

Introduction and Concept of Data mining; Data minparameters, Architecture of Data Mining, Funddidies of Data Mining,
Kinds of Data which can be mined, Classificatioraddata Mining System, Advantages and Challeng&sata Mining, Ethical
issues in Data Mining and their Analysis; Globasuiss in Data Mining; Data Mining Techniques - Assation rules,
Classification, Clustering, Neural networks, Demisilrees.

MODULE 5: DATA MINING APPLICATIONS 8H®S
Business Applications Using Data Mining such askRisanagement, Targeted marketing, Customer profiled feature
construction; Application of Data mining in Healffare Sector, Retail Sector, Financial Servicesather sectors.

MODULE 6: EMERGING TRENDS 8 HOURS
Emergence of cloud services and infrastructure ataDNarehousing; Data Lakes: Difference betweera Dakes and Data
Warehouses; Managed Data Warehouse Services (@agdhn RedShift, Azure SQL Data Warehouse.).

5.PEDAGOGY

Lectures,

Real World Case Study,
Assignments and projects
Seminar,

Focus on practical exercises help students to miaitheir interest levels in learning and also eweatheir understanding of the
subject. These activities will make the studentsigtry ready.

6. TEACHING/LEARNING RESOURCE



ESSENTIAL READINGS

Ralph Kimball and Margy RossThe Data Warehouse Toolkit: The Definitive Guide toDimensional Modeling, (Third
Edition). John Wiley and Sons.

J. Han and M. KambetData Mining: Concepts and Techniques", Morgan Kaufman, 3/E, 2011.

Vaisman, Alejandro; Zimanyi, Estebarmjdta Warehouse Systenis Springer, 2014.

REFERENCE
Golfarelli, Matteo; Rizzi, StefanoJata Warehouse Design : modern principles and metlimlogies, McGraw Hill, 2009.

Jensen, Christian S; Pedersen, Torben Bach; Thopr®@eistian W, Morgan & Claypool Multidimensional Databases and

Data warehousing, cop. 2010.
Kimball, Ralph, The Data warehouse lifecycle toolkit: expert methosl for designing, developing, and deploying data

warehouses, John Wiley & Sons, 1998.
Alex Berson, Stephend. Smittipdta Warehousing, Data Mining, and OLAP", MGH,1998
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3.9 MANAGEMENT PERSPECTIVES

GENERALINFORMATION
No. of Credits per week 03

No. of Hours per week 03

PERSPECTIVE OF THECOURSE

This course is designed to impart knowledge ofcivecepts, principles and functions of Management
to non-management students. It further aims at mgihg the Management knowledge of non
managementstudents

COURSE OBJECTIVES ANDOUTCOMES
OBJECTIVES

To enable the students to gain insight into thelfumentals of Management as a discipline

OUTCOMES

This course develops appreciation ofaggment as a subject anddiscipline

COURSE CONTENT ANDSTRUCTURE

MODULE 1: INTRODUCTIONTOMANAGEMENT 10 HOURS
Nature of Management, Purpose, Import&Eenctions.

Brief Introduction of various management functioR&nning, Organizing, Staffing, Directing,
Co-Ordinating, Reporting, Budgeting
MODULE 2: MANAGEMENTOFORGANISATIONS 8 HOURS

Types of Organizations, Organization Structure

Introduction to Functional areas of Organizationnkdn Resource, Finance, Marketing and Production
MODULES3:.LEADERSHIP 8 HOURS

Leadership v/s Management; Styles of Leadershipsfr@l v/s Delegation; Conditions and PrincipleDeflegation.
Motivation: Basic Theories of Motivation, Sourcdsuotivation

MODULE 4: TOOLSOFMANAGEMENT 8 HOURS

Brain Storming, SWOT Analysis, Pareto Chart, FigidBiagram, Process Chart, Quality Circles,
MODULE 5: MANAGERIAL SKILLS 8 HOUR S

Business Communication: Process, Methods and BaiwfeCommunication

Meetings: Planning, Process, Evaluation Team wd&hkaracteristic Features of Successful Teams; Stafdbe
Development of a Team; Group Discussion, Presemt&kills.

Writing effective e-mail-mail elements of e-mail ssages, creating professional e-mail messages.

TEACHING/LEARNINGRESOURCES
ESSENTIAL READINGS



HenizWeihrich, Mark and,Koontz ,Management, McGralivH
Meenakshi Raman and PrakashSingh,Business Commnioni€xxford
Morey Stettner, Skills for New Managers, Kindle Hatit

McGrath. E.H, S.J, “Basic Managerial Skills for A#tHILearning
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COURSE MATRIX
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PAPER

| SUBJECTS

CORE SUBJECTS

4.1

| INTERNATIONAL BUSINESS

ELECTIVE SUBJECTS

4.2

FINANCE
4.2.1. PROJECT MANAGEMENT AND ANALYSIS
4.2.2. INTERNATIONAL FINANCIAL MANAGEMENT

4.2.3.DERIVATIVES AND RISK MANAGEMENT

4.3

MARKETING

4.3.1. SALES AND DISTRIBUTION MANAGEMENT AND RETA ILING.
4.3.2. SERVICES MARKETING AND

CUSTOMER RELATIONSHIP MANAGEMENT .

4.3.3. INTEGRATED MARKETING COMMUNICATION AND
INTERNET MARKETING

4.4

HUMAN RESOURCES

4.4.1. GLOBAL HRM

4.4.2. STRATEGIC HRM

4.4.3. INDUSTRIAL RELATIONS AND HR AUDIT

4.5

ENTRPRENEURSHIP AND STARTUPS

4.5.1. TECHNOLOGY FOR NEW VENTURES

4.5.2. SCALING UP AND SUSTAINABILITY OF START-UPS
4.5.3. ENTREPRENEURIAL FINANCE

4.6

PRODUCTION AND OPERATIONS MANAGEMENT
4.6.1. RESOURCE OPTIMIZATION AND PROJECT RISK MANAG EMENT.

4.6.2. SUPPLY CHAIN MANAGEMENT.
4.6.3. TOTAL QUALITY MANAGEMENT

4.7

BUSINESS ANALYTICS

4.7.1. BIG DATA ANALYTICS

4.7.2. DATA VISUALIZATION AND BUSINESS REPORTING US ING TABLEAU

4.7.3. EMERGING TECHNOLOGIES AND FUTURE SKILLS FOR BUSINESS LEADERS

4.8

DISSERTATION FOR 6 WEEKS IN AN ORGANISATION




4.1 INTERNATIONAL BUSINESS
1.GENERAL INFORMATION
No.of Credits 04

No.of Hours per week 04

2. PERSPECTIVE OF THE COURSE

International Business concerns those firms thatatoestrict their processes to a single stafopulace. International business
dissects the reasons for the existence of firmsaged) in International business, how they flourishthie intricate and
unpredictable international environment, and whatrtundertakings mean for the countries in whigdytdo business. Culture,
language, political systems, geography, and soodmemic factors all influence a company’s businpsctices. Therefore,
expanses of study comprise of the challenges ofagiag international companies, whether enormougliminutive; the
rudiments of strategic management; cross-culturanagement; globalization; and the regulation anditige of
internationalbusiness.

Students who aspire to intensify their understagaifi global markets need to study internationalifess, since it delivers
insights into the global economic and businessatés. International business studies encompassstaepross a spectrum of
business fields, from finance and marketing to rgangent and accounting.

3. COURSE OBJECTIVES AND OUTCOMES
OBJECTIVES

To make students to learn how business organizatiparate in an international environment.
To understand the impact of international influenoabusiness.

To help students to plan a career in internatiamsitess.

OUTCOMES

By the end of the course, the students must haveased confidence to take up a career in intermatiusiness.
4. COURSE CONTENTS AND STRUCTURE
MODULE 1: INTERNATIONAL BUSINESSENVIRONMENT  10H OURS

Evolution, Drivers and Challenges of IB as compae®omestic Business, Nationaland organizatiooahgetitive advantage
over the world, Modes of entry,Active players inltmational business.

The International environment of IB - Political, da, Technological, Cultural, Demographic and Ecoiwoenvironment.Cross-
cultural management, levels of culture, models wf@e

MODULE2:GLOBALIZATION 8 HOURS

Routes of globalization, Modes of International iBess-Organizing international business—
internationaldesigns,factorsinfluencingchoiceofégiegssuesin - organization design. Conflict manag#meaeconciliation,
adjudication and arbitration issues, supportingtifutions, Negotiations.

MODULE 3: WTO AND TRADING BLOCKS 8 HOURS

WTO and LPG policies, Its Implications  on India— dRmal Trade Blocks, Integration
betweencountries,levelsofintegrationandimpactofjragon.International strategic alliances.

MODULE 4: GLOBAL TRADE AND INVESTMENT 10 HOURS

Theories of global trade and investment, Mercammtili theory of absolute advantage, theory of contiparadvantage, factor
endowment theory, product life cycle theory, Pdsteational competitive advantage.

FDI- in World Economy, horizontal and vertical Fienefits of FDI to home and Host Country. FDI-i&mdScenario. EXIM
TRADE- Export and Import financing, Export markefifEXIM policy. Roles of Institutions connected WEXIM trade.

MODULE 5: GLOBAL ETHICSANDE-COMMERCE 10 HOURS



Social responsibility and ethical issues in intéioreal business — national differences in ethias swocial responsibility, code of
conduct for MNC's.

Global E-Business, E- Commerce in India.Atmanirbbad International Business.
MODULE 6: GLOBAL BUSINESS OPERATIONS 10 HOURS

Global- Operations management and competitive adgan strategic issues in operations managementyfdeturing
Management, Logistics Management and Procuring)hiielogy transfers — issues arising out of techmotoansfers.

International Finance —Balance of Payments
Marketing Management, benefits of international keés, major activities in international marketing

Human Resource Management: Approaches, Expatriatind Repatriation Process,Training, Compensatiomudtrial
Relations.

5. PEDAGOGY

Conceptual explanation in detail in the class rosessions and relevant cases will give studentd®rbpérspective. Live
projects should be the part of curriculumcompulgori

6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

1.Francis Cherunilam; International Business, Reertdall of India.

2.Charles Hill, International Business, McGraw-Hillvin.

3.John D.Daniels, Lee Radebaugh and Daniellk&y“International Business”, Prentice Hall.
REFERENCES

1.Richard M Hodgetts And Fred Luthans, “Internagbbanagement”, McGraw-Hill,

2 Hill, C.W.L. and Jain, A.K., International Buss® Competing in the Global

3.Marketplace, 6th Edition, Tata McGraw-Hill Eduoat,

4.Paul, J., International Business, 5th Edition| Péarning,

5.Ball, D.,Geringer, M., Minor, M. and McNett, lnternational Business:The

6.Challenge of Global Competition, Tata-McGraw-Hitlucation,

7.Deresky, H, International Management: Managingo&s Borders and Culture$mdition, Pearson.
8.Griffin, R., International Business, 7th Editidfearson Education.

9.Anant K Sundaram &J Stewart Black, The IntermesidBBusiness Environment, Prentice Hall Of India.
10.Tayeb,MonisH:TheGlobalBusinessEnvironment—Amidtiction, SagePublication,NewDelhi.
11.Francis Cherunilam, International Business Emriment, Himalaya Publishing House.



ELECTIVE SUBJECTS

4.2 FINANCE

4.2.1.PROJECT MANAGEMENT & ANALYSIS
4.2.2.INTERNATIONAL FINANCIAL MANAGEMENT
4.2.3.DERIVATIVES AND RISK MANAGEMENT

4.2.1 PROJECT ANALYSIS AND MANAGEMENT
1.GENERAL INFORMATION

No. of Credits per week 4

No. of Hours per week 4

2. PERSPECTIVE OF THE COURSE

This course develops the competencies and skillpléoning and controlling projects and understagdnterpersonal issues
that drive successful project outcomes. A finanoafgssional needs knowledge of Project managemetipes within the
organization which influences the profitability tife organization. A thorough understanding of lal tomponents of project
planning and management will equip a project managemake better and informed decisions while itimgson projects.
Hence, the course on “Project Analysis and Manag&hwehich orients the learner all factors influemgifinancial and strategic
decisions of project management in a businessmigeris introduced.

3. COURSE OBJECTIVES AND OUTCOMES
OBJECTIVES

To know the project manager’s roles and resporitsisiland financial projections.
To understand project selection and criteria aagibility analysis

To understand UNIDO approach for Social Cost Biemefalysis

OUTCOMES

At the end of the course, student will learn projenanagement design, development, and deploymgnising project
management tools, techniques, and skills, to utaleisthe implications, challenges, and opportusitié organizational
dynamics in project management.

4. COURSE CONTENT AND STRUCTURE
MODULE 1: INTRODUCTION 12 HOURS

Project: Meaning, ten subsystems of project, geizerand screening of project ideas, types of mtsjeFeasibility of a project;
Market feasibility, Technical feasibility, Finantiteasibility — Projected Cash flow Statement andjétted Balance Sheet;
relate capital budgeting concepts to investmentgrojects, role of a project manager.

MODULE 2: EVALUATION OF PROJECTS 8 HOURS

Project Organization, Project Planning, Project @®@an Pre-requisites for successful Project Implatagon — Network
techniques: Development of Project Network, Timér&ation, scheduling, PERT, CPM, Network Cost Syste

MODULE 3: RISK ANALYSIS IN PROJECT MANAGEMENT 1 8 HOURS

Types and measure of project risk — simple estonadf risk — sensitivity analysis — scenario analysMonte Carlo simulation

— Decision tree analysis — Managing risk — selectibprojects under risk — risk analysis in pragtiSocial cost benefit analysis:
UNIDO Approach, Little Mirrlees Approach. (Theoryd Problems)-Special Decision Situations : Choieavieen mutually

exclusive projects, Adjusted NPV, Optimal Timingnifdrm Annual Equivalent (replacement period), akajusted Cost of

Capital.

MODULE 4: VENTURE CAPITAL PROJECTS 06 HOURS

Venture Capital and Private Equity — Meaning, Ssageventure capital financing, Venture capitaléstment appraisal process,
Valuation of venture capital, Venture capital fioarg in India, Private equity funding trends

MODULE 5: PUBLIC-PRIVATE PARTNERSHIP PROJECTS 06 HOURS
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Infrastructure Projects and PPP — Characterisfiégaf@structure projects, Risks in infrastructymejects and managing such
risks, Typical structures, Financial evaluationrdgfastructure projects, PPP — Meaning, Structofd®PP, Financing sources for
PPP projects.

MODULE 6: PROJECT NEGOTIATIONS 06 HOURS

Conflict and Negotiation, The Nature and Type ofgblgation, Project Review and Administrative AsgedPost Completion
Audits, Abandonment Analysis.

5. PEDAGOGY

a) Lectures.

b) Demonstrations using Excel

c¢) Practical Exercises — Individual and Group
d) Case Studies.

e) Business Planning

6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Prasanna Chandra, Projects: Planning, Analysigc8eh, Implementation & Review, Tata McGraw Hill.
Bhavesh M.Patel, Project Management, Vikas Pulbigshlouse, New Delhi.
Vasant Desai, Project Management, Second RevisgidfzHimalaya Publishing House

REFERENCES

P.C.K. Rao, Project Management and Control, Sulfaand & Sons

Clifford F. Gray and Erik W. Larson, Project Managnt, Tata McGraw Hill
K. Nagarajan, Project Management, Third EditionwiNege International
Project Management: The Managerial Process — Gtay&on

UNIDO SERIES on Project Management.

B.B. Goel, Project Management — Principles anchieques, Deep and Deep

7. Gopalakrishnan P and Ramamoorthy, V.Ejelet Management, Macmillan



4.2.2. INTERNATIONAL FINANCIAL MANAGEMENT

1. GENERAL INFORMATION
No. of Credits 4
No. of Hours per week 4

2. PERSPECTIVE OF THE COURSE

All Countries, companies and people on the glokeirereasingly integrated in their economic adesgit Globalization offers

several opportunities but also pose risks.

The course emphasizes on the practical implicatidri;mance theory and its application in interoatl financial management.
This subject will help students to understand vasi@nalytical tools and techniques for financiatisien making in a

international setting and prepare them for cargeirgternational finance.

3. COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To understand exchange rates, and their relatipngitih Economic variables.
To study the impact of exchange risk Hedginglsead techniques.

OUTCOMES
After completing this course, students should de &3 Analyse the global financial environmentremcy system, relationship
between economies and its impact on internatioaabkiactions and understand functioning of inteomati financial markets.

COURSE CONTENT AND STRUCTURE

MODULE 1: GLOBAL MONETARY SYSTEM 5 HOURS

Introduction and Scope of International financeplbtion of International Monetary System. The catr&xchange Rate
Agreements, European Monetary System, Fixed vsibieExchange Rate Regime, Exchange rate polidyMonetary policy,
International liquidity and International reserves.

MODULE 2: BALANCE OF PAYMENTS (BOP) 5 HOURS
Introduction, Functions and Principles of BOP, B@ttounting, Components of the BOP, ‘Surplus’ anéfi€it’ in BOP,
Importance and limitations of BOP Statistics, Relaghip of BOP with other economic variables. Calpgiccount convertibility.

Module 3: FOREIGN EXCHANGE MARKETS 14 HOURS

Introduction, Structure of Foreign Exchange Markdechanics of Currency Trading, Types of Transatiand Settlement
Dates, Exchange Rate Quotations and Arbitrage, &g Rate Determination and Forecasting, Introdnctd Currency
Futures, Currency Options, Forwards and Swaps.

MODULE 4: FOREIGN EXCHANGE RATE DETERMINATION 8 H OURS

Introduction, Purchasing Power Parity Theory, les¢rRate Parity Theory, International Fischer'seEff Pure Expectations
Theory

MODULE 5: MANAGEMENT OF FOREIGN EXCHANGE RISK 12 HOURS

Exchange Risk, Types of Exposure, Tools and Tedsigpf Foreign exchange risk management, Manageaféranslation
Risk Management of Transaction Risk, Managemefcohomic Risk (including simple problems),

Risk Hedging Strategies: Internal —Netting, Lead &ags. External — Forwards, Futures, Options, &emarket Hedging,
Currency Swaps.

MODULE 6: MANAGING FOREIGN OPERATIONS 12 HOURS

Foreign Direct Investment, Multinational Capital ®jeting (including problems). Control and Perfonte Evaluation of
Multinational Companies.

International Taxations (Double Taxation AvoidancRelief Provision in India, Special Prov. Relatiagoidance of tax ),
International Banking (  International Debt CrisBanker’'s Plan), Financial Depressions -Effects oterhational Banking.
Crypto currency, ADR and GDR.

5. PEDAGOGY

a) Lectures.



b) Demonstrations using Excel

c¢) Practical Exercises — Individual and Group

d) Case Studies.

6. TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1. Alan Shapiro: Multinational Financial ManagemeRtrentice Hall, New Delhi.

2. Apte, Prakash, “International Finance — A BusfBerspective”, Tata McGraw Hill.

3. David B. Zenoff& Jack Zwick: International Findal Management.

4. Rita M. Rodriguez L. Bigame Carter: InternatibRsancial Management.

5. V. A. Avadhani: International Finance- Theorydd®ractice, Himalaya Publishing House.

REFERENCES

1. Madura, Jeff, “International Corporate FinancEipmson South-Western.

2. VyuptakeshSharan,, “International Financial Mgeraent”, Prentice Hall of India.

3. Jain, Peyrard, and Yadav’ “International Finahtlanagement”, MacMillan

4. J. Fred Weston, Bart: Guide to Internationabhirial Management.

5. Robery O. Edmister: Financial Institutions - keis and Management.

6. A.V. Rajwade: Foreign Exchange Internationallfte and Risk Management,
Prentice Hall.

7. Apte P.G., International Financial ManagemeatalMcGraw Hill,

8. Eun and Resnik, International Financial Manag#irEata Mcgraw Hill

9. Bekaert, Greet and Hodrick, Robert J., ‘Inteora! Financial Management’, Prentice Hall.
10. Shapiro, Alan C., ‘Multinational Financial Magement’, John Wiley.

11. Adrian Buckley, Multinational finance, Third Edn, Prentice-Hall of India Pvt. Ltd.,
12.Madhu Vij, International Financial Managementc@& Books

13.H.R. Machiraju, International Financial Manageimélimalaya Publishing House
14. ThummuluriSiddaiah, International Financial Mgament, Pearson

Note: Latest edition of the readings may be used.



4.2.3.DERIVATIVES AND RISK MANAGEMENT
1.GENERAL INFORMATION
No of Credits 4
No of hours per week: 4
2.PERSPECTIVE OF THE COURSE

The primary purpose behind this course is to makdesit to understand the dynamics of risk manageimensing derivatives
as a tool and to understand the transfer of rigkamit the need to trade the underlying. This alldarsmore effective risk
management within companies and the broader econtmwpddition, the derivatives market plays a roieinformation
discovery and market efficiency. Despite the besgfihere are criticisms that derivatives are n@duand add to market
volatility. They are complex financial instrumertsat are used for various purposes, including heglgind getting access to
additional assets or markets.

3.COURSE OBJECTIVES AND OUTCOME
OBJECTIVES
To provide the concepts and foundations of manafijivagcial risk in business enterprises

To provide the concept of Derivatives, its types dmow to minimise risk by using derivatives as al tand acquaint the
knowledge of Options and Futures using F&O for Heg@nd the development position of Derivative fnidia.

OUTCOME

By the end of this course, a student is expectathtierstand Risks associated stocks and commoditigdow to minimise it
by using derivatives as a risk management tool.

4.COURSE CONTENT AND STRUCTURE
MODULE 1: DERIVATIVES — AN INTRODUCTION 6 HOURS

Concept of RiskTypes of Risks of a Business Enterprise. FinarRiak and Its Types (Market Risk, Credit Risk, Lidjty
Risk and Operational Risk). Risk Analysis in CapBadgeting (only theory)— Measuring and Managinapital Budgeting
Risks — Sensitivity Analysis, Scenario Analysism8lation, Standard Deviation and Co-efficient ofrition, Risk Adjusted
Discount Rate Method, Certainty Equivalent Co-éfit Method, Decision Tree Analysis and Probabiligtribution Method.

An Introduction to derivatives, Elements of a Dative Contract, Factors Driving Growth of Derivegs Market, Types of
Derivatives, Types of Underlying Assets, Particigam Derivatives Market, Advantages and Disadvgesaof Trading in
Derivatives Market, Derivative Trade in India — Arpent scenario.

MODULE 2: FORWARD AND FUTURES 12 HOURS

Forward Contract, settlement of Forward Contraaifufes contract, Futures Contract Specification dedminologies,
difference, Pricing, Arbitrage, Concept of Converge Relationship between Futures Price and Expesyped Price, Basis and
Basis Risk, Pricing of Futures Contract, Cost ofrg€aodel. Speculation and Arbitrage using Futulesng Hedge — Short
Hedge, Cash and Carry Arbitrage, Reverse Cash amy @rbitrage, Payoff Charts and Diagrams for FesuContract, Perfect
and Imperfect Hedge.

Stocks and Index Futures:Stock & Index Futures Index Futures, forward cacis & stocks, Future contract on indices &
individual stocks, Features, specifications, pd¢ciHedging, Speculation & arbitrage with stock datures

MODULE 3: COMMODITY FUTURES 8 HOURS

History and Origin, Types of Commodities TradeduBtures of Commodities Market in India, Particifsaim Commodities
Market, Trading in Commodities in India (Cash angriative Segment), Commaodity Exchange in India Abdoad, Reasons
for Investing in Commodities. Commodity Derivattyecommodity Exchanges and Commodity Contract&ingrCommodity

Forward, Futures & Options. Crude oil, Gold, Baseta Derivatives. Pricing, hedging, Perfect & infpet hedge, Basis Risk,
Optimal Hedge Ratio. Trading, Clearing and Settlenire Derivatives Market.

MODULE 4 : OPTIONS 12 HOURS



Options Contract Specifications, Terminologies,| @gition, Put Option, American, & European OptioBsfference between
Futures and Options, Pay-off and Pay-off Diagradrederstanding Options Quotations, Trading & setdatnOption Pricing:
Boundary conditions for option pricing. Factors édfing Option Premium. Moneyness in case of ogtiantrinsic value &
time value, arbitrage-based relationship of oppadning.

Module 5 OPTIONS VALUATIONS AND STRATEGIES 12 HOURS

Price Difference Approach; Expected Gains Approdgimomial Model; Risk Neutral Method and Black- $t&s Model —
Assumption, Interpretation. Factors affecting optiprice. Option strategies: Put call parity, Prttec Put, Covered Call.
Trading Strategies with Options — Straddle, St8pap, Strangle, Spreads- butterfly spread.Opt®essitivities Delta & Delta
Hedging, Theta, Gamma & Neutrality, Greek Letters

Module 6 TRADING, CLEARING AND SETTLEMENT IN DERIVA TIVES MARKET
6 HOURS

Meaning and Concept, SEBI Guidelines, Trading Maedra — Types of Orders, Clearing Mechanism — NSGQts Objectives
and Functions, Settlement Mechanism — Types ofédatint. (b) Types of Risk: Value at Risk, Method<Calculating VaR,
Risk Management Measures, Types of Margins, SPARgMdonly theory).

PEDAGOGY

Spreadsheets

Live case studies connecting with capital markets
Mock trading with derivatives
TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS
FUTURES AND OPTIONS: N D Vohra and B Bagri. Mc@r#lill

Fundamentals of Financial Derivatives. N. R. Pai@san. Wiley.

REFERENCES

Fundamentals of Financial Derivatives. S SS KurRétf.

Options, Future & Other Derivatives - John C. Harnld SankarshanBasu. Tenth Edition — Pearson
Fundamentals of Futures and Options Markets - bhhull. Pearson.

Introduction to Derivatives and Risk ManagementdB®nly) 8th Edition by Don M. Chance & Roberts Bks
Derivatives & Risk Management, Rajiv Srivastavd, Btlition, Oxford Publication House Reference Books
Financial derivatives: theory, concepts and prollens L Gupta. PHI

Derivatives and Risk Management Kindle Edition. @&anam Janakiramanan. Pearson.



ELECTIVE SUBJECTS

4.3 MARKETING

4.3.1. SALES AND DISTRIBUTION MANAGEMENT AND RETAIL ING.
4.3.2. SERVICE MARKETING AND

CUSTOMER RELATIONSHIP MANAGEMENT.

4.3.3. INTEGRATED MARKETING COMMUNICATIONS AND
INTERNET MARKETING

4.3.1 SALES AND DISTRIBUTION MANAGEMENT AND RETAILING

1. GENERAL INFORMATION
No. of Credits 4
No. of Hours per week 4

2. PERSPECTIVE OF THE COURSE

Effective Sales and Distribution management isoaiitto deliver goods and services to the end amess efficiently and in line
with the marketing strategies of a firm. Distrilmrtiis not just about reaching the target custorhatsalso about doing it in a
profitable manner and in a way that suits the ferimage. Retailing, the last mile of distributiomyolves major decisions on
types of outlets, merchandising, store managemedtratailing mix. This course attempts to familiaristudents with the
strategies involved in sales and distribution managnt and retailing.

3. COURSE OBJECTIVES AND OUTCOME

OBJECTIVES

To understand the services domain from a marketargpective.

To understand retailing as a business and havengrehensive view of the

marketing and store management functions in alirgadrganization.

OUTCOME

At the end of the course, student must be ablederstand the essential components of a servidedagsand manage retailing.
4.COURSE CONTENT AND STRUCTURE

MODULE 1: DISTRIBUTION MANAGEMENT AND MARKETING MIX 8 HOURS

An overview of distribution,Channel levels; Chanf@imats; Designing channel systems; Channel managg Supply chain
management.

MODULE 2: SALES AS A MARKETING FUNCTION 12 HOURS

Sales objectives; Personal selling and Buying 8ina; Buying decision process; Sales forecastirghods; Organising and
staffing sales force; Management of sales terafrraining and motivating sales force.

Analysis of sales and marketing costs, Evaluatiocsatespeople’s performance. comprehensive sates mses and exercises.
MODULE 3: INTRODUCTION TO RETAILING 10 HOURS

Introduction to retailing; Role in distribution ain@el; Functions of retailing; Theories of retaivdbpment; Types of retailers
and Retail formats; Retail management decisiongagicRetailing environment in India; Global growfportunities.
MODULE 4: RETAIL STRATEGY 10 HOURS

Consumer shopping behaviour and decision makinggss) Market segmentation; Target market and retailat; Retail mix;
Strategy for competitive advantage; Strategic kgi@inning process; Location strategy; Growth smas; Pricing strategy;
Communication mix; Measuring performance in retail.

MODULES: STORE MANAGEMENT 8HOURS

Key elements of store operations and managing tpoatits; Role of a store manager; Store designlaymlts; Merchandise
planning system; Merchandise buying process; Rrilatbels; Visual Merchandising; Customer serviceeitailing; Customer
relationship management.

MODULEG6: WEB, NON STORE AND NON TRADITIONAL RETAILI NG 8 HOURS



Advantages and disadvantages of e tailing; E comeneusiness models; Online payment systems; Maketix for e tailing;
Customer relationship management in e tailing; Ottos traditional retailing formats.

PEDAGOGY

Case study

Live projects and mini projects
Presentations

Group discussions

6. TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1. Valarie A Zeithml, Mary Jo Bitner and Ajay PangdServices Marketing — Integrating
customer focus across the firm, McGraw hill —In#Anblication, 6th edition, 2012
2. SwapnaPradhan , “Retailing Management text asd<, Tata McGraw hill
Education, 4th edition, 2012

3. Michael Levy, Barton Weitz, and Ajay Pandit t&lkng Management, McGraw Hill
Education, 8th edition, 2012

REFERENCES

1. PacoUnderhill , Why we buy — The Science of $iitogp, Simon & Schuster;
Updated and revised edition, 2008.

2. G.P.Sudhakar , Integrated Retail Communicafoantice Hall of India Pvt Ltd,
2012

3. Sriram B lyer , Retail Store Operations , Tate@vaw Hill Education Pvt Ltd, Ist
Edition , 2011

4. Rosemary Varley and Routledge , Retail Prodwmtagement: Buying and
Merchandising ,Routledge Publication, 2 edition 200

JOURNALS

1. Journal of retailing and consumer servicesevits

2. Journal of retailing

3. Journal of services marketing

WEB RESOURCES

1. www.retailmarketing.com

2. www.forbes.com



4.3.2. SERVICES MARKETING AND CUSTOMER RELATIONSHIP MANAGEMENT
1. GENERAL INFORMATION
No. of Credits 4
No. of Hours per week 4

2.PERSPECTIVE OF THE COURSE

Marketing of services has emerged as a distinet aver the last couple of decades. Service indistiylarge employer
and contributes substantially to the economy. Mémgeof services needs additional skills and un@eding. There is a
need to understand marketing of services includiogd customer relationship management.

3.COURSE OBJECTIVES AND OUTCOME
OBJECTIVES
To appreciate the challenges involved in manadiegservices and analyse the strategies to deathé#e challenges.
To give insights about the foundations of servioesketing, customer expectations of services ampdegssting in the service
delivery processes and service Quality.
To understand the need and importance of miaing a good customer relationship.
OUTCOME
On successful completion of the course studentswibble to:
Demonstrate integrative knowledge of marketing @ssassociated with service productivity, perceigglity, customer
satisfaction and loyalty.
Develop blueprint for the services sector and dgved better appreciation of the necessary strategiecreate a service
excellence.
Recognise the challenges faced in services delaggutlined in the services gap model.
To use strategic customer acquisition and tigteechniques in CRM.

4.COURSE CONTENT AND STRUCTURE

MODULE 1 : INTRODUCTION TO SERVICES MARKETING 12 HOURS

Definition — Service Economy — Evolution and growftservice sector - Challenges and issues in &sWarketing — Services
Marketing Mix - Service Blue Printing — GAP modél service quality — Measuring service quality — SERJAL — Service
Quality Function Development.

MODULE 2: SERVICE DELIVERY AND PROMOTION 8 HOURS

Positioning of services — Designing service deln@ystem, Service Channel — Pricing of serviceghous — Service marketing
triangle - Integrated Service marketing communarati

MODULE 3: SERVICE STRATEGIES 8 HOURS

Service Marketing Strategies for health — Hosgitali Tourism — Financial — Logistics - EducatioraEntertainment & public
utility Information technique Services.

MODULE 4: INTRODUCTION TO CRM & CRM STRUCTURES 12 HOURS

Definitions - Concepts and Context of relationsMnagement — Evolution - Transactional vs. Relathgm Approach —
Elements of CRM — CRM Process — Strategies for @uet acquisition — Retention and Prevention of ctede — Models of
CRM — CRM road map for business applications.

MODULE 5: CRM PLANNING AND IMPLEMENTATION 8HOURS

Strategic CRM planning process — Implementationdss— CRM Tools- Analytical CRM — Operational CRMCall center
management — Role of CRM Managers.

MODULE 6: TRENDS IN CRM 8 HOURS

e- CRM Solutions — Data Warehousing — Data minorgdRM — an introduction to CRM software packages.
5.PEDAGOGY

Lectures

Case study discussion

Presentation

6.TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1.Chiristropher H. Lovelock and Jochen Wirtz, Seeg¢i Marketing: People, Technology, strategy PeaEdurcation, New
Delhi,8th edition, 2016.

2.John.E.G.Bateson, K.Douglas Hoffman, Serviceskitarg, South Western Cengage learning, 4th EJi20i 1.
3.G.Shainesh, Jagdish, N.Sheth, Customer RelatpiMdnagement A Strategic Prespective, Macmillah®0

4.Alok Kumar et al, Customer Relationship Managetm€oncepts and applications, Biztantra, 2008.

REFERENCE BOOKS:

1.Kenneth E Clow, et al, Services Marketing Operatanagement and Strategy, Biztantra, 2nd Editiaw Delhi, 2004.
2.Valarie Zeithaml et al, Services Marketin&‘,lﬁternational Edition, Tata McGraw Hill, 2007.



3.Christian Gronroos, Services Management and Miaka CRM in Service Competitionr,difdition, Wiley, 2007.
4.R. Srinivasan, SERVICES MARKETING, Prentice Haflindia Private Limited, % Edition 2014, New Delhi.
5.Vinnie Jauhari&kirti Dutta (2017), Services Matikg, Text and cases"%edition.

6.H.Peeru Mohamed and A.Sahadevan, Customer Reldtmagement, Vikas Publishing 2005.

7.Jim Catheart, The Eight Competencies of Relaliipnselling, Macmillan India, 2005.

8.Assel, Consumer Behavior, Cengad%E@ition.

9.Kumar, Customer Relationship Management - A DagabApproach, Wiley India, 2007.

10.Francis Buttle, Customer Relationship Managen@omncepts & Tools, Elsevier, 2004.

11.Zikmund. Customer Relationship Management, W2e$2.



4.3.3. INTEGRATED MARKETING COMMUNICATIONS AND DIGI TAL MARKETING
1. GENERAL INFORMATION

No: of Credits - 4
No: of Hours per week- 4

2. PERSPECTIVE OF THE COURSE

This course is helpful to understand the variousimoinication tools and their mix and how an advergisagency works to
build brands. Essentially the integration of comination mix happens at the advertising agency awd they function to put
together a communication campaign for the cliena¢bieve their communication objectives. The secoomiponent of this
course is about knowing how to leverage the intetosell, build corporate image and nurture brands

3. COURSEOBJECTIVES ANDOUTCOMES

OBJECTIVES

To enumerate the role of advertising agency in ding about coherence between the various commiummcahix and
highlighting the importance of integrating the war$ components.

To understand the scope of Indian Media, and giidestudents to explore career opportunities iniangelling.

To guide the students to see how companies arealging the internet for marketing products and iserand build positive
image.

OUTCOME

At the end of the course students will be infusetthan interest to build their career in the aréadvertisement and related
field and will understand the importance of intermearketing and start building their portfolio tetghemselves eligible at an
entry level in this emerging field.

4. COURSE CONTENT AND STRUCTURE

MODULE 1. INTEGRATED MARKETING COMMUNICATION COMPONENTS AND PROCESS: 8 HOURS

IMC- Need, Tools; Structure of Advertising Agenclull service agency, Account service (client séngy, Creative
department, media department and their functioningies of Advertising Agencies; Indian Advertisingadmap; Acquiring
and loosing clients , Agency evaluation, Ad agemsenue earning models.

MODULE 2:IMC PLANNING AND CREATIVE EXECUTION PROCESS:6 HOURS

DAGMAR approach, Setting ad campaign budgets; Gregtlanning stages, Types of creative appealse3ypf message
execution styles for Print Media, TV, Guidelines &valuating creativity in advertising.

MODULE 3: MEDIA PLANNING, SCHEDULING, EVALUATION 12 HOURS

Vibrant Media spread in Indian- Publications, Té&n, Radio, outdoor media and Internet Entert&ntrand channels. Steps
involved in media planning, selection of Media Typdlocation of funds to various medidMedia scheduling and related
concepts; National Readership Survey, Broadcasiehed Research Council, Radio Audience Measurerertdit Bureau of
Circulation.

MODULE 4: FUNDAMENTALS OF DIGITAL MARKETING 12 HOU RS

Significance of  Digital MarketingChanging media neamption trends, Difference between traditional rketng
communication and internet based marketing comnatioic, Understanding different internet tools: E ilmdJsenet
newsgroups, Blogs, Pod casting, World Wide Weberhrgt; Conceptual clarity on internet related td®lgnarketing, Digital
marketing, Blogs, Multichannel Marketing, Social dii® Marketing, Viral Marketing; Website planning,-c@mmerce:
BasicPrinciples, Importance, trends, advantagess&dyantagesE commerce models- B to B, B to C, B to Governméntop
C,CtoB, CtoG.

MODULE 5: SOCIAL MEDIA AND MARKETING 12 HOURS

Social Media in India, Role of Social Media in Rigk, Business, Recruitment, Public Opinion. Facek LinkedIn, Twitter/
YouTube: In India, Services offered, advertisingiaps. Blogs: Importance, types and advertisingiomst Tracking and
monitoring social media. Viral Marketing

MODULE 6:SEARCH ENGINE MARKETING AND ONLINE REPUTAT ION MANAGEMENT: 6 HOURS

Google Ad words, Page ranking, Search engine opdition, Search Engine Marketing Paid V/S unpaid elgdOn-line
reputation management, Importance strategies, Adiirg Negative comments.



5.PEDAGOGY:
Conceptual inputs through class rooms. Cases studidrive decision making based on business Bngthat evolve from
time to time. Small project and simulations baseddpps to develop working knowledge in the subject.

TEACHING/ LEARNING RESOURCES:
Essential Reading

1.Prescribed Text Books: Advertising and PromotiAn-integrated marketing communication perspecti@eorge E Belch &
Michael A Belch, Mc Graw Hill

2.Foundations of Advertising — Theory and Pract®a-Chunawalla& K C Sethia- Himalayan Publication

3.Advertising & IMC: Principles and Practices, Mamty, Mitchell, Woods, Wells and Wells, Pearson

4.Internet Marketing, Chaffey/ Ellis Chadwick, Jston/Mayer- % Edition- Pearson.

5.Digital Marketing- Raghavendra K, Shruthi Pratdraldimalayan Publication House.
References

1.Integrated Advertising, Promotion and Marketingn@nunications, Clow and Baack, Thompson
2.Digital Marketing, Seema Gupta, Tata McGraw Hill
3.Fundamentals of Digital Marketing, Puneeth Bh&i@arson



ELECTIVE SUBJECTS

4.4 HUMAN RESOURCES

4.4.1.GLOBAL HRM

4.4.2.STRATEGIC HRM

4.4 3INDUSTRIAL RELATIONS AND HR AUDIT

4.4.1 GLOBAL HRM
1.GENERAL INFORMATION:

No. of Credits 4
No. of Hours per week: 4
2.COURSE PERSPECTIVES

With the advent of globalization, organizationsig br small has started incorporating in their piels Global HR practices.
There is aninterdependence between organizationsrious areas of Human Resource Management. Todayanies are
emerged with workforce diversity and cultural imipn to meet the growing demand for competenb@lavorkforce. This has
led to the development of Global Human Resourceddament.

3.COURSE OBJECTIVES AND OUTCOME
OBJECTIVES

To be able to assess the extent to which multinatioompanies can have Global HRMstrategies, galiand practices.
To apply concepts, approaches, and models to emtengliobal scenario
OUTCOME

To sensitizes the students to Global HRM policies procedures and inculcate Global thinking inrtkerning process.
4.COURSE CONTENT AND STRUCTURE

MODULE 1: GLOBAL HRM AN INTRODUCTION 8 HOURS

Introduction to Globalization of HRM, Differences Global HRM practices - Global Workforce Dynamid&vigation and
Importance of Cross-cultural and Multi-generatioidbrkforce and Communication — Host Country Enviremt, MNC'’s
Behavior in Host Country Environment- Cross Cultuiraplications of Merger and Acquisition, HRM Impétions and
Managing Cross Border Integration- Emergence ob@&@lél R Manager.

MODULE 2: GLOBAL ASSIGNMENTS HOURS

Staffing policies, Motives for international traas, Global Outsourcing, Alternative forms of imational assignments, The
international assignment process, Dimensions @frirdtional assignment success, Women in GlobalgAssnt - Review of
GHRM approaches and their Implications, A 'Crosggace’ Approach, GHRM Models and their applicatienExpatriation
and repatriation, Selection methodology of exptig Process of repatriation, job related adjustisie

MODULE 3:MANAGING GLOBAL HR IN VIRTUAL ORGANIZATION 10HOURS

Training and development in the global environmeroncepts and Models, Development of global legd&ixpatriate
development, Technology in Global Training Managete Key components of Performance Management Bgst€actors
affecting Culture and Performance Management SystdPerformance Management Systems for Expatriftedprmance
Measurement Issues -Strategic Career Managememim©o Career Development interventions, career Galimg.

MODULE 4: COMPENSATION MANAGEMENT IN GHRM CONTEXT 10 HOURS

The Influence of Institutional and Cultural Factae Compensation Practices Around the World,Natidpifferences in
Compensation, Incentive Application and Globaliaati Contracting for Success in the Era of globélizae Incentives to
stimulate innovation in a global context, Executi@@mpensation in an International Context- A GloParspective on
Executive Compensation, Compensation and Nation#tute, Pay for Performance for Global Employeéalebal Wages in
Industries with Low Entry Barrier Occupations, Eoy#e Benefits Around the World.



MODULE 5: INDUSTRIAL RELATIONS IN GHRM 10 HOURS

Equal opportunities, Diversity management, Worle-lifalance: practices and discourses - Contemp@arglopments in
Global Industrial Relations, International Labouarslards, International collective bargaining — i€&hand Corporate
Responsibility, Sustainability through the integvat of CSR and HR policy.
MODULE 6: TRENDS IN GHRM 8HOURS

Global Demographic Trends, The Growing Working-&ygpulation in Developing Countries, Global Workir€hallenges,
Global Workforce Opportunities, Changing trendsniternational Employment the Future of Global Casee

5.PEDAGOGY

Lectures

Practical Exercises — Individual and Group
Case Studies

6.TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

1.Aswathappa K, International Human Resource Manageri®IH Publications

2.IndraniMutsuddi: Managing Human Resources inGhabal Context, New Age international publisheasest edition
3.Srinivas R Kandula, International Human Resolleaagement, SAGE Publications
REFERENCES

1. Anne-Wil Harzing and Ashly H. Pinnington, 4thitimh, International Human Resource Management, EAG&blications

2.IndraniMutsuddi: Managing Human Resources inGhabal Context, New Age international publisheasest edition

3.Liza Castro Christiansen et at, 2nd Edition, Ghebal Human Resource Management Case Book, Rgatled
4.SonalMinocha and Dean Hristov, Global Talent Mgmaent, SAGEPublications

5.Tony Edwards, Chris Rees: International HumaroRes Management, Pearson, latest edition.

6.Willy McCourt, Derek Eldridge, Global Human Resoel Management: Managing People inDeveloping arahditional
Countries, Routledge Publications

WEB RESOURCES

https://www.coursera.org/lecture
https://www.jhrm.eu
https://think.taylorandfrancis.com/journal




4.4.2 STRATEGIC HRM

1.GENERAL INFORMATION:
No. of Credits 4

No. of Hours per week: 4
2.COURSE PERSPECTIVES

Strategic management of people to enhance the ieegaom’seffectiveness.Human resource managemémtiples, strategies,
processes and practices such as planning, recntitare selection, training and development, perforte management,
rewarding and maintaining an effective workforce.

3.COURSE OBJECTIVES AND OUTCOME
OBJECTIVES

To help students understand the factors of chamghe political, social, environmental and the exuit scenarios that has
transformed the role of HR functions from beingugmort function to strategic function.

OUTCOME
Students will have a better understanding of tleéstand techniques used by organizations to mesetbhallenges

4.COURSE CONTENT AND STRUCTURE

MODULE 1:INTRODUCTION TO SHRM 08 HOURS
HR environment,HRM in knowledge economy, Conce@BdRM Investment.

Perspective of SHRM, Evolution ofSHRM, Strategic MR Traditional HR —Barriers to strategic HR, RofeHR in
strategicplanning.

MODULE 2 : STRATEGIC APPROACHES AND PERFORMANCE 12 HOURS

Strategy in the ZiCentury, Understanding Organisational DisruptiddGA Environment, Linking business strategy
with HR strategy - HR bundles approach, best pracipproach - Business strategy and human resplaneing -
HRM and firm performance linkages - Measures of HR&tformance - Sustained competitive advantagesigfir
inimitable HR practices.

MODULE 3 :SHRM FRAMEWORK 06 HOURS

HR Systems - Staffing systems - Reward and congtiemssystems - Employee and career developmeterags-
performance management systems - Strategic fitefweorks ,Various Strategic Management frameworks.
MODULE 4 :CONTEMPORARY HR ISSUES 10 HOURS

Strategic options and HR decisions — Downsizind agstructuring - Domestic and International labouarket -
Mergers and acquisitions - Outsourcing and off stgpr Different approaches to International Mergensd
Acquisitions.

MODULE 5 :GLOBAL CONTEXT OF SHRM 10 HOURS

Strategic Responses of Organisations to Changimgréhment — Portfolio process and structure relat&rategic
responses. M &As and Strategic HR.Global perspediSHRM.

MODULE 6: HRACTION PLAN 10 HOURS

Conduct an Interview with CEO or Authorised authoend data collection on Strategic responses gh@isations to
changing environment (Ref. Srinivas R. Kandula R6i12)

Interview schedule for conducting case study.

Interviewee’s awareness / knowledge of strategspoeses being planned / implemented / progressed in
theorganisation.(common)

Compatibility between voluntary participative forarand collective bargaining forum (HRManagers)
Reasons for strong / weak / no relationship (pesitr negative) between strategic responses andDSHR
system. ( HR Manager / Individual / TradeUnions)

Unions perception on the commitment of employesnfine officers and workers in SHRD system (Trade
unionleaders)



aprpODE

PEDAGOGY

A variety of teaching methods will be employed whigill include case analysis - self-assessmentoises
- group projects - team-based projects — lectugesest speakers -video

6.TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS
1.Anuradha and Aradhana, “Strategic Human Resddesgagement, SAGE Publications”

2.Gary Rees and Paul E. Smith, Strategic HumaniResManagement, SAGE Publications
REFERENCES

Boxall P. and J Purcell. Strategy and Human ResoM@nagement, Palgrave latest edition.
K. Aswathappa, “Human Resources & Personnel Manag€mMcGraw Hill Publication
Mello- Jeffrey A., “Strategic Human Resource Manmagat’, Thomson Learning Inc,

Paul Boselie. Strategic Human Resource Managerhata. McGraw Hill. 2011

Srnivas and R.Kandula, “Strategic Human Resourcee@pment”, PHI Publication.



4.4.3INDUSTRIAL RELATIONS AND HR AUDIT
1.GENERAL INFORMATION

No. of Credits 4
No. of Hours per week: 4
2.COURSE PERSPECTIVES

The legal aspects of HR and our legal system hapereasive impact on business activities. IR exeestfrequently raise
issues which should be carefully evaluated aséo thgal consequences before they are implemehtRdAudit emerged as a
significant exercise in the process of organizati@volution. The need of Human Resource (HR) Aimiblves a scrutiny of
all activities of HR Department that contributeoational performance of the employees of the omgion.

3.COURSE OBJECTIVES AND OUTCOME
OBJECTIVES

To build awareness of certain important and ciiiigsues in Industrial Relations

To develop understanding of the Role and ProcestRoAudit in Organisation at different levels.
To Appreciate HR Audit in the context of changimgrs of organisation.

OUTCOME

By the end of this course the student would lea@sidoknowledge of the Indian Industrial Relationst8m and its distinctive
features. Also, students would learn the importayidéR Audit in Organisation.

4.COURSE CONTENT AND STRUCTURE
MODULE 1: INDUSTRIAL RELATIONS POLICIES & TRADE UNI'  ONS 12 HOURS

Evolution of IR policies in India - Approaches 8 KHR Relations -the concept and nature of indaknélations, causes of
poor industrial laws, handling of industrial rédeis, industrial unrest, Suggestions to improveugtdal relations, Participative
management and Employee empowerment , recent genelds in industrial relations. Trade Union- ThesyiConstitution,

Development and issues. Trade Union as Collectarg@ning Agents.

MODULE 2: LABOUR LEGISLATIONS AND WELFARE 12 HOURS

Labour legislation in India - Social security anelfare legislations - Concept of social securityarious aspects of labour
legislations, objectives and activities of ILO, timepact of ILO on Indian labour organisations, thtestacles in adoptions of
conventions and recommendations, Labour Welfatedia.

MODULE 3: INTRODUCTION OF HR AUDIT, PROCESS AND MET HODOLOGY 8 HOURS

Emerging Good HR Practices, Concept of HR Auditje@tive, Need and Types of HR Audit, Approache$i&® Audit, Role
and Functions of HR Auditor. Levels of HR Audit, iQorate Level HR Audit, Functional Level HR AudBteps and Process in
HR Audit. Methodology of HR Audit- Individual Inteilew, Group Interview, Observation, Analyses of Getary data,
Principle of effective HR Audit.

MODULE 4: COMPREHENSIVE HR AUDIT AND AUDIT OF EMPLO YEE SAFETY 8 HOURS

Comprehensive HR Audit and Audit of Employee Safatyd Health Environment, Audit of HR Planning, Retnent,
selection, Recruitment and Selection Audit Chetklisduction/ Orientation Audit Checklist, Trainiremmd Development Audit
Checklist, Health and Safety Audit Checklist.

MODULE 5: PERFORMANCE MANAGEMENT AUDIT 8 HOURS

Audit of Performance Management System and AudiCompensation and Benefits Programs, Performancealyament
Audit- Performance Management Audit checklist, Dueats required for Audit, Data Reliability Auditudit of Performance
Appraisal Techniques, HR Competence Audit. Emploempensation and Benefits Audit Checklist, Docutadequired for
Checklist, Best Practices for compensation Auditdif of Reward and recognition.

MODULE 6: HR SCORECARD AND HR AUDIT REPORT 8 HOURS

How to Approach HR Scorecard, Constituents of szame Balanced Scorecard. HR Audit Report- PurgoskPreparation of
HR Audit Report, Process of Preparing an HR Audip&t, Use of HR Audit Report for Business Improeeitn

5.PEDAGOGY



Lectures

Practical Exercise — Individual and Group
Case Study

6.TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

Industrial Relations, Trade Unions, and Labour kkgion, PRN Sinha, Pearson’s educations 2000
Rao, T.V. (2014). HRD Audit - Evaluating the Hunfaasource Function for Business Improvement, 2/ey Nelhi: SAGE.
REFERENCES

Industrial relations- Arun Monappa-tata McGraw 42000

Monappa, Arun, Ranjeet Nambudiri, and Patturajavé8ej (2016). Industrial Relations and Labour La®&; New Delhi:
McGraw Hill Education

Rao, T.V. (2008). HRD Scorecard 2500, 1/e; New D&ksponse Books 2

Sinha, P.R.N., InduBala Sinha, and Seema PriyatarS&hekhar (2017). Industrial Relations, Trade dhsi, and Labour
Legislation, 3/e; New Delhi: Pearson Education

Udai Pareek and Rao, T.V., (2012). Designing anchddeng Human Resource Systems, 3/e; New Delhi: @x& IBH
Publishing Co.



ELECTIVE SUBJECTS
4.5 ENTRPRENEURSHIP AND START-UPS
4.5.1. TECHNOLOGY FOR NEW VENTURES
4.5.2. SCALING UP AND SUSTAINABILITY OF START-UPS
4.5.3. ENTREPRENEURIAL FINANCE

4.5.1. TECHNOLOGY FORENTREPRERURSHIP

1. GENERALINFORMATION
No.of Credits 4
No.of HoursPer Week 4

2. COURSEPERSPECTIVES
This subject is introduced keeping in mind the grmrole of technology in the presentdynamic world.

The VUCA world of today is heavily reliant on teadiogy and anything and everything isdriven by testhgy including
business. The literacy paradigm has shifted froijusi traditional education but has expanded ¢oneal knowhow. Many of
the businesses have shifted tovirtual platformegipiartially or completely. Hence it is always wiee the budding entrepreneur
to have a full hand understanding of the virtuatforms, business transactions and various related and techniques. The
subject will dab a little bit of everything as stthe need for the hour in the uncertainenvironment

3. COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

1. To make the students aware of the importance dedfdechnology in entrepreneurship and the variases, abuses,
and opportunities available in presentscenario.

2. To acquaint them with challenges of starting newtwees and enable them to investigate, understaddrdernalize
the process of setting up a business with favoarashge of technology.

OUTCOMES

By the end of the course, the student should betabl
1. Acquire Hands on Knowledge of different technolagjimols for starting up theirventure.
2. Develop and apply strategies for business comgetitiith technologicaltechniques.

3. Build a sustainable business venture through tfeetafe usage oftechnology.
4. COURSE CONTENT ANDSTRUCTURE

MODULE 1: TECHNOLOGY FOR NEWAGEENTREPRENEURS 8 HOUR S

Introduction — Importance of technology for an [Epreneur, Role of Technology in starting a
NewVenture.BenefitsofusingtechnologyforStartupshredogiesthatdriveEntrepreneurship
— trends and success stories.

MODULE 2: DIGITAL ECOSYSTEMFORSTARTUPS 10 HOURS

Digital Ecosystem for Business — Digital ManagemehtCore Business Functions, Evolution of Value i@iand Business
Models. Digital Platforms — Website Development,C5EA(ffiliate Marketing, Social Media Marketing, EfhéMarketing.
Digital Promotion and Engagement— Optimizing ConhtSocial Media Engagement, Usage of various tfml$racking Digital
Marketing initiatives.

MODULE 3: DATA SCIENCE AND NEWVENTURECREATION 12HO URS

Enterprise Big Data — Characteristics of Big D&@ur Forms of Pattern Identification, Types of Attials and purpose, Data
Types. Business Intelligence for Decision Makirigata Pipeline, Properties of Data Pipeline, Evolutof Data Pipelines. Data
Pipleline Process — Setting the Environment, Phirigs Events, Storing Events. Data Flow through Gedijoud Platform.
Data Metrics — tracking the health of start-upstigh KPIs, ReportingwithR,BaseR,ETLs.DataReporting—



GoogleDataStudio, Tableau,CustomTooling.

MODULE 4: LEVERAGING Al, VR, AND AR FORBUSINESSSUCC ESS 8 HOURS

Introduction to Al, VR and AR. How businesses usk-ACross Referencing Data, Consumer Behaviour Kimgcand

forecasting, Fraud detection, Personalization ofkettng Communication — Chatbots. VR/AR applicatioio Business —
Managing Workforce, Customer Experience Managem@mijne Shopping. Scope and opportunities of us#iRfAR in

different sectors in India.

MODULE 5: APPLICATION OF IOT FOR VENTURE DEVELOPMEN T 10 HOURS

Introduction to 10T - Computing Devices, Digital Bfanes, UIDs. Networks and Interactions — Humaitmman, Human to
Computer. Usage of Sensors & Processors, Automafimotesses, Customer transactions, HR Costs, SQdgistics
Operations. Business decisions using IOT, Conteargd@mart Business Models.

MODULE 6: CYBER SECURITY STRATEGIESFORENTERPRISES 8 HOURS

Approaches to Cybersecurity- Computer Security, $ifeb Security, Network Security, Large Data BreactCyber Threats:
Types of attacks, How attacks are carried out?, aoktt
Vectors.FirewallsandMitigationTools,Proactive Setyivieasures.EffectivenessandSafetyofPayment Gatewadsys and Abuse
of Crypto currency in Businesspractices.

PEDAGOGY

A mix of lectures, Simulations, Dynamic Visualizats, Virtual Labs, Computational modelling, Mokblilearning, Project based
learning, Online learning Platform and MOOC Courses

. RolePlaying

. E-COMMERCE SimulationExercise

6. TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS
. Ray Rothrock, Richard A. ClarkBigital Resilience: Is Your Company Ready for thexNCyber Threat,2018,

2.Ajay Agrawal , Joshua Gans, Avi Goldfarb, PradictMachines: The Simple Economics of Artificialteétigence, Harvard
Business ReviewPress.

3.George Gilder, “Life after Google: The Fall ofgBData and Rise of the Blockchain Economy, Findridiaes Book,2018

4. Thomas M Siebel, Digital Transformation: Survared Thrive in an Era of Mass Extinction, RosettalBx2019
REFERENCES

1Kenneth C. Laudon and Jane P. Laudon, “InformaBystems”, Pearson Publication.2013. Dorling KinsrgIndia)
Pvt.Ltd.

2.0’'Brien, Management, Info Systems, Tata McGralwhdtest
3.Giridhar Joshi, Management Information Systemdpf@ University Press,2013.



4.5.2. SCALING UP AND SUSTAINABILITY OFSTART-UPS

1.GENERALINFORMATION
No. of Credits 4
No.of HoursPer Week 4

2.COURSE PERSPECTIVE

Theskillsetrequiredtomanagealargefirmlargelydiffenithatrequiredtomanageasmall firm. The lack ofalthwill hold back an
entrepreneur from scaling up. This course will aiguthe management students with those challeage skills to equip them
to face the challenges of scalingup.

3.COURSE OBJECTIVES ANDOUTCOMES
OBJECTIVES

This course aims to acquaint the students wittcttadlenges of scaling up and strategies of scalmgAlso, it will guide them
to attain sustainable growth of the businesses.

OUTCOME
By the end of the course the students will poskrew/ledge required to assess and take decisionalimg up of aventure
Theywillbewellequippedtotakecareofissuesassociatedealingupofaventure

4.COURSE CONTENT ANDSTRUCTURE
MODULE 1 - OVERVIEW OF THESTART-UPENVIRONMENT 8 H OURS

Start-upsecosystem—meaning,importanceofasoundetersyBusinessenvironmentand uncertainty; Environmeganning,
adaptability and sustainability of business; GroW#hScaling. Start-uplifecycle—Scalingphases;visian&sion.

MODULE 2 - ASSESSING AND IDENTIFYING THE NECESSITIE S FORSCALINGUP 10 HOURS

Assess the readiness to scale-up — Assess robsigihearrent business — optimize core businesstifumge - Developing new
processes — Change over from Multifunctional tetorgpecific departments; Consequences of Prematuteapid scaling.

MODULE 3 -ENTREPRENEURREADINESS 10 HOURS

Differenceinmanagingsmallfirmtolargeenterprise; Biionfrompeopletoprocess-Goal setting for sustzliig and value
creation,Women entrepreneurs in India, Key charesties — Managing complexities — Leadership - [Dateon of power-
Decentralization; Organization Structure and comication — Organization culture - Right people oghtijob; Deployment of
right technology.

MODULE 4 — BUSINESS MODEL & STRATEGICCONTROLSYSTEMS 10 HOURS

Identification of sustainable business models tghowalue creation; Types of Business Models; Autemend Outsource;
Business Model Innovation — Scalable Business MvodelScalabilitypatternsinbusinessmodels-businekdsitiymatrix—
Primaryandsecondary

Archetypes, Online business models.

MODULE 5 - STRATEGIES TOSCALE UP 10HOURS

Leveraging of resources, Automate and digitizeesiin technology and informationsecurity policyo@l based tools - CRM,
customer support, team communications, project gemant, Marketing & social media management- chooagkets with
growth potential andcustomersegments-Useapprofwaseminimumviableprodu@VP)development, ecosystem maps, IP
portfolio, Crowd-funding, product road-map, ESOfRsm sheets, competition metrics, Forge strondegia tie-ups. Methods
of growing — Franchising, Licensing, Joint Ventyrigtergers &Acquisitions.

MODULE 6 — EFFECTIVE IMPLEMENTATIONANDREALIGNMENT 8 HOURS

Set Goals and Time-lines — Monitor growth cycle edduring the effectiveness — Review — Re-alignciBis scaling up case
studies from different industries — e-commerce\@arfe, Services and Manufacturing.

5.PEDAGOGY



A Classroom Lecture, Case Studies, Group projettiadividual assignments,Visit an entrepreneur iaterview to understand
various issues in scalingup

6. TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1.Robert | Sutton, Hayagreeva Rao (2014) Scalindeidgellence: Getting toMore Without Settling fordse— Crown Publishing
Group
2.Frank Mattes (2019) — Lean Scaleup: Turn Innova@oncepts into Busnessimpad # %  #&* . %

REFERENCES
1.Peter Cohan (2019)Scaling Your Startup: Mastefiogr Stages from Idea to $ 10 Billion-Apress

2.Howard Love ( 2016); The Start-Up J Curve: The Seps to Entrepreneurial Success Greenleaf BookpgPress

3.Phadke Uday, Vyakarnam Shailendra (2018);The SarManual : The Handbool for innovators, Entreyners, Teams and
Firms : WorldScientific

4.Henry Chesbrough (2006Qpen Business Modets How To Thrive In The New Innovation Landscape ar¥hrd
BusinessPress

5.Sangeet Paul Choudary, Geoffrey G. Parker,Mdrsfaal Alystne(2015); Platform Scale: How an EmeggBusiness Model
Helps Startups Build Large Empires with Minimum éstmentPlatform - Publisher -ThinkingLabs

6.Salim Ismail (2014) Exponential Organizations: W\ftew organizations are ten times better, fastad, éheaper than yours;
DiversionBooks

7.Charles Baden-Fuller, Vincent Mangematin (20183iBess Models and Modelling ; Emerald GroupPulrigsh

8.The Concept of Business Model Scalability Morteimd 1 and Christian Nielsen - Journal of Businésslels (2018), Vol. 6,
No. 1, pp. 1-18



4.5.3.ENTREPRENEURIALFINANCE

1.GENERALINFORMATION
No.of Credits 4

No.of HoursPer Week 4
2.CQURSEPERSPECTIVE

TheEntrepreneurialFinancecoursepreparesstudentstoipetentinentrepreneurshipand corporate financeagement skills. The
course focuses on specific financial planning and
financialdecisionmakingneedsofentrepreneurialvergtimcludingstatupanddevelopment phase financhaamnagementproblems.

3.COURSE OBJECTIVES AND OUTCOMES
OBJECTIVES
Entrepreneurial Finance examines the elements toé@eneurial finance, focusingon technology-bastadat-up ventures and the
early stages of companydevelopment.
The course addresses key questions which chaledhgetrepreneurs: how much money can and shoutdibed; when should it be
raised and from whom; what is a reasonable valoatiothe company; and how funding, employment sthadntracts and exit
decisions arestructured.

OUTCOMES
Itaimstopreparestudentsforformulatingdecisions, aséimtrepreneursandventure capitalists.
Inaddition,thecourseincludesanin-depthanalysissfthietureoftheprivateequity industry

4.COURSE CONTENTANDSTRUCTURE

MODULE 1: INTRODUCTION TOENTREPRENEURIAL FINANCE 08 HOURS

Introduction; Meaning; Definitions; Concepts; Imfmrce & Applications to the Entrepreneurial Fingn€erporate Finance VS.
Entrepreneurship Finance; Sequence of New Venhaefing;Regulatoryconsiderations;financialdistréfesting,financingchoices.

MODULE 2: BUSINESS EVALUATIONAND VALUATION 10HOURS

Introduction; Business Plan Development; ChecldistFinance Information; Business Plan Developmeotr&es,Government
Schemes, Key factors of Valuation; Methods of As&dtiation (Simple Problems)

MODULE 3: VENTURECAPITALFUNDS 08 HOURS

Introduction to Venture Capital Industry; Ventureaptal Partnerships; Types of Funds; Investmentra&iteristics; Credible
Finance Proposals; Amount and Staging of Investnt@nancial Projections; Investment Expectations.

MODULE 4: ISSUES OF FINANCING START-UPS ANDSMALL FI RMS 08 HOURS

Introduction and Changing Landscape of Small Firimakce; Time Series Perspective on Credit Availgbdnd Cost; Start-up
Financing; On Going Financing of Small Firms; Ba#nsolidation and Small Firm Finance

MODULE 5: EXIT ANDTURNAROUNDSTRATEGY 10HOURS
Components of Exit Strategy; Importance of Exia8igy; Differing Perspectives; Valuation by ReveMidtiples; Compression of

Return by Exit Type; Options for exit; Acquisitiofsarn-Out; Debt-Equity Swaps; Merger; Managemenydsit; Liquidation;
LeveragedBuyout

MODULE 6: OPPORTUNITIES TO DO BUSINESS & RAISE CAPI TAL — A GLOBAL PERSPECTIVE 12 HOURS

Introduction to Mind-set of Global Investors; Imational Collaborations; International Sources ohds; Basic Considerations;
Angel & Venture Capitalists Concepts and Applicatio



5.PEDAGOGY

The course will consist of a combination of lecgjrease discussions and building /analysing Exnahtial models. The course
focus on practical managerial implications and aierstions. Excel proficiency is essential to coetplthe coursesuccessfully.

6.TEACHING / LEARNING RESOURCES
ESSENTIAL READINGS
1.Rassoul Yazdipour: Advances in Entrepreneuriahii¢e, SpringerPublication

2.Gary Gibbons: Entrepreneurial Finance: A Glolaspective, SagePublication
3.Steven Rogers: Entrepreneurial Finance, McGrdiPtiblication
REFERENCES

1.John B Vinturella& Suzanne Erikson; Raising EptemeurshipCapital

2.Janet Kiholm Smith, Richard L. Smith, RichardBliss: Entrepreneurial Finance, Stanford UniveRibss
3.Luisa Alemany, Job J. Andreoli: Entrepreneuriabiice: The Art and Science of Growing Venturesn@adge UniversityPress



ELECTIVE SUBJECTS

4.6 PRODUCTION AND OPERATIONS MANAGEMENT
4.6.1. RESOURCE OPTIMIZATION AND PROJECT RISK MANAG EMENT.

4.6.2. SUPPLY CHAIN MANAGEMENT.
4.6.3. TOTAL QUALITY MANAGEMENT

4.6.1 RESOURCE OPTIMIZATION AND PROJECT RISK MANAGEMENT

1.GENERALINFORMATION
No.of Credits 4
No.of HoursPer Week 4

2.COURSEPERSPECTIVE

Risk management principles consistent with thed@tdjlanagement Institute’s Project Management Bdd§nowledge (PMBOK)

© will be covered through topic notes, discussi@ssigned readings and case study analyses. Ajiqtisao industry projects will
be stressed, as students build a risk managemelikittover the course of the semester and uncowethaas to implement risk
management programs successfully.

3.COURSE OBJECTIVES AND OUTCOME

OBJECTIVES

To Learn the modelling process and be able to aipplya variety of different business situations.

To, understand Risk Management, in a systemagi@tive approach that is composed of the followinzcesses:
OUTCOME

At the completion of the course, students will iatta crisp understanding of resource optimizatiod esk management concepts
and identify the relationship between them.

They would be able to evaluate when to optimizeueses for a better risk management and how riskag@ment contributes to
optimization of resources.

4.COURSE CONTENT AND STRUCTURE
MODULE: INTRODUCTION TO OPTIMIZATION 8 HOURS

Resource — Concepts and Classification; Factoesctfiy utilization of resources; Resource Optimaat- Time, Money, Product,
Space, Human; Overview of Resource Allocation, Rrmols on Resource Allocation — Product Mix; Optinti@a approach of
Resource Allocation; Continuous Service Improvement

MODULE 2:  LINEAR OPTIMIZATION AND SENSITIVITY ANALY SIS 10 HOURS

Introduction to Linear Programming; Simple Maximina and Minimization Problems based on LPP, GreghBolution and
Optimal Solution; Simplex Method in Linear Programgnfor solving an optimization problem — Maximiiat Problems with slack
variables, Minimization Problems with surplus vaiées.

MODULE 3: PROJECT MANAGEMENT 10 HOURS

Introduction to Project Management; Ten Subsystehtroject Management; Introduction to Project Lafgcle; Work Breakdown
Structure (WBS); Designing Network Diagrams (Adtvion Nodes — AON & Activity on Arrows — AOA); Apjation of
CPM/PERT/Gantt Chart with Real-life Problems andiBass Cases.

MODULE 4: RESOURCE OPTIMIZATION IN PROJECT MANAGEME NT 8 HOURS



N

o gk w

Resource planning, Resource levelling and Resosmueothing; Quality Function Deployment in Projecamagement (Industry
Standard); Sensitivity Analysis — Overview, Methaasl Techniques, Interpretation of solution.

MODULE 5: PROJECT RISK MANAGEMENT 10 HOURS

Risk Management Process — Risk Identification, FRiskessment; Risk Response Development — MitigaRisg, Avoiding Risk,
Transferring Risk; Risk Management in organizatjdRisk Management methodologies; Improvement meailogges.

MODULE 6: CONTINGENCY PLANNING 10 HOURS

Contingency Planning — Technical Risk, Schedul&k R&ost Risk, Funding Risk, Environmental Risk, Bess Continuity Plan,
Disaster Recovery; Opportunity Management; ContiegeFunding and Time Buffers — Budget Reserves, ddament Reserves,
Time Buffers; Risk Response Control; Change Coritahagement.

5.PEDAGOGY:

Emphasis have to be given on class room teachiagtipes like problem solving should be the parexjilanation and compulsory
mini project assignments to be given to enhancestildents understanding of the subject. Identificaand development of self as a
resource. Event planning, management and evaluafithnreference to — Managerial Process, Resouptar@ation. Case studies
can be used to explain concepts wherever possible.

6.TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Gerardus Blokdyk, “Resource Optimization A Compléigide - 2020 Edition"5starcooks Publication.

Manoj Kumar, “Resource Optimisation Through Envirental Leadership”, K W Publishers Pvt Ltd.

REFERENCES

Barnali Roy Choudhury, “Resource optimization”, UBEO 2015.

Anand J. Kulkarni, Suresh Chandra Satpathy, “Opt#tion in Machine Learning and Applications”, Sygen.

Project Management Institute’s Project ManagemertyBof Knowledge (PMBOK) ©

Clifford F. Grey, Erik W. Larson, Gautam V. DeséRroject Management — The Managerial Process”, Tdt&raw Hill
Publication.



4.6.2.SUPPLY CHAIN MANAGEMENT
1.GENERALINFORMATION
No.of Credits 4

No.of HoursPer Week 4

2.COURSE PERSPECTIVES

Every business function needs supply chain from EM@ Industrial products which involves raw matisrieo produce a finished
product. This mean every stage of supply chainveliement of suppliers, manufacturing, bankingumsce, and customers are
critical. This helps senior management to takesitets. Supply Chain helps in decision making arigshto solve complex supply
chain problems.

3.COURSE OBJECTIVES AND OUTCOME

OBJECTIVES

Demonstrate basic understanding of concepts albippiyschain management

Understanding real-time supply chain data requirégsthrough best practices adopted by organizations

OUTCOME

At the end of the course student can Exhibit aitibinking capabilities that are necessary torprt them as requirement by the
management andAcquire competency in the area e€ésting, creating reports for seamless decisidinga

COURSE CONTENT AND STRUCTURE

MODULEZ1: INTRODUCTION TO SUPPLY CHAIN MANAGEMENT 10 HOURS

Introduction and Concept of Supply Chain ManagemeRtolution of Supply Chain Management —EvolvirtguSture of Supply
Chain (Old versus New) — Difference between Logsstiersus Supply Chain Management —Partners iSupely Chain Structure —
Supply Chain Design

Supply Chain Visibility — Planning—Execution —nknce — Infrastructure — Operations — Supply Elraicilities Layout — Lead
Time — SafetyStock — Stock Keeping Units (SKUs) e€3r Docking — Difference between Replenishment Babiillment
Replenishment order,Recorder Point Models — Mudtiatel Inventory systems —Inventory optimizationnbdund and Outbound
Logistics, Reverse Logistics, Supply Chain Inteigrat- Supply Chain Performance

MODULE 2  SUPPLY CHAIN MODELS 8 HOURS

Types of Supply Chain Models - The continuous flewdels - The fast chain models - The efficient chaiodels - The custom
configured model - The agile model - The flexibleodal - Supply Chain Operations Reference Model (BCKdodel) —
SupplyChain Risks Modeling and Management

MODULE 3 PROCEDURES AND DOCUMENTATION 08 HOURS

International Trade Procedures &Documentation , {Edtles or The Harmonized System, Inland Contaireggois (ICD), Free on
Board, Types of Warehouses —Customs Bonded WarebpGsistom Broker, INCO Terms, Documents requirgrfe shipments
— Automated Export Systems — UN convention on shigpnformation

MODULE 4  WMS AND MATERIAL HANDLING EQUIPMENTS 10 HOURS

Warehouse Management Systems — Location of the Wawse — Types of WMS — Warehouse Contracts —TheNdaising
(Development and Regulation) Act, 2007-Warehoudet$and Security

IndustrialMaterial Handling Equipment, Types of Miaal Handling Equipment’'s —Packaging and Labeling
MODULE 5: DISTRIBUTION MANAGEMENT 12 HOURS

Role of Transportation in Supply Chain — Challenige$ransportation — Transportation Strategies an$port Management System
— Route Management Planning - Dynamic Routing aclde8uling — Factors to be considered for Route r@iptition — Route
Analysis — MultimodalTransportation — Distributidfianagement— The Role of Distribution in Supply @hsianagement - Role of
intermediaries including freight booking, shippiagents, C&F agents



Characteristics — - Conference Chartering operattogight structure and practices — Charteringgipies and practices
Air transportation — Carrier consignee liabilite€argo handling — Information Support System.
MODULE 6:  IT DRIVEN AND GREEN SUPPLY CHAIN MANAGEM ENT 08 HOURS

Supply Chain Software - Supply Chain-Related ITt€efRelation to ERP: E-procurement — E-Logisti&s Auctions - — E-markets
— E- Business Process.

Green Supply Chain Management — Corporate Inigativ the area of green supply chain — Case Stéidies Indian and Global
supply chain companies

5.PEDAGOGY

The supply chain management subject covers matagaeément, warehousing and inventory planning. Gasgies must be used in
all modules. Industry visit to Warehouses will giaa insight to the material handling system. A npndject can be used for
understanding procedures and documentation.

6. TEACHING/LEARNING RESOURCES
ESSENTIAL READINGS

Coyle, Langley, Novack, and Gibson, “Supply Chaiaridgement A Logistics Perspective”, Cengage Pulditz9 Edition
Rajat K Baisya, “Integrated Supply Chain and LdgssManagement” Sage Publications, New Delhi

Sunil chopra, Meindl& Kalra, “Supply Chain Managemtie Pearsons Education, India, 2009

REFERENCES

1.Janet Shah, “Supply Chain Management Texts asd<CaPearsons Education

2.Edward G. Hinkelman, “International Trade Docuta¢ion the Documents of Exporting, Importing, Shigpand Banking”,
World Trade Press

3.Langley, Coyle, Gibson, Novack, and Bardi “MamapSupply Chains — A Logistics Approach”, Cengagbligations
4.Shipping Documents and Reports, UNCTAD (httpegtad.org/en/pages/PublicationWebflyer.aspx?putidical=2563)

“INCO Terms 2020", International Chamber of Comneerttps://iccwbo.org/resources-for-business/incoteraiss/incoterms-
2020)

5.Lambert, D, “Strategic Logistic Management”, ThtaGraw Hill, New Delhi

6.Asopa, V.N Shipping Management Cases and Conddptsmillan, New Delhi

7.Satish K. Kapoor &PurvaKansal, “Basica of Disition Management - A Logistical Approach”, Prentidall India, 2003
8.Michael Hugos “Essentials of Supply Chain Manageth) Wiley Fourth Edition

9.Nada R Sanders “Supply Chain Management — A GBbgspective”, Wiley Second Edition

10.John Mangan, Chandra Lalwani, “Global Logistiosl Supply Chain Management, Wiley Third Edition



4.6.3. TOTAL QUALITY MANAGEMENT
1.GENERALINFORMATION

No.of Credits 4

No.of HoursPer Week 4
2.COURSE PERSPECTIVES

The primary aim of training students in TQM is tivegthem in-depth knowledge of quality and quakiyntrol and TQM and
prepare students to use and application of qualgurance tools. Give them in depth Knowledgth®@fmanagement aspects of
Total quality management development which prestmedents to create satisfied customers whigssence of any business
today .

3.COURSE OBJECTIVES AND OUTCOME

OBJECTIVEZ

To Develop Ability in students to apply the tqdischniques and principles of Total Quality Managat

To create an understanding which enable thaests to Appreciate and adopt the applicatioguaflity management principles
in the development of organizations

OUT COMES

The students should realize the importance ofifséigmce of quality and be able to manage quaiitprovement teams in
organization

The students should develop the Ability to apbly concepts dbtal quality management for investigation and synchronization
of manufacturing processes service processes.

4. COURSE CONTENT AND STRUCTURE

MODULE1: INTRODUCTION TO TOTAL QUALITY MANAGEME NT 8 HOURS

Introduction to Quality and Quality Control TQMQM framework, benefits, awareness and obstaclestather Focus — customer
perception of quality, Translating needs into regmients, customer retention. Dimensions of progdgervice quality and Cost of
quality.

MODULEZ2: PRINCIPLES OF QUALITY MANAGEM ENT 8 HOURS

Overview of the contributions of Deming, Juran @GngsMasaaki Imai, Feigenbaum, Ishikawa, Taguebhniques — introduction
of loss function, parameter and tolerance designasto noise ratio. Japanese 5S of house kegepimy8D methodology.

MODULE 3 : PROCESS CONTROL AND CAPABILITY 12 HOURS

Meaning and significance of statistical processtrmbdnSPC) — construction of  control charts f@riables and attributed. -
problems

Process capability — meaning, significance and oreasent — Six sigma concepts of procagsbility.

Reliability concepts — definitions, reliability iseries and parallel, product life characteristigsve.Total productive maintenance
(TPM) — relevance to TQM, Terotechnology. Busingsxess re-engineering (BPR) — principles,  applications, reengineering
process.

MODULE 4: TQM TOOLS AND TECHNIQUES 12 HOURS

Quality functions development (QFD) , Voice of aumser, information organization, House of qualitydQ&), building a HOQ,
QFD process. Failure mode effect analysis (FMEAYaly tools,Bench marking and POKA YOKE.

MODULES: QUALITY MANAGEMENT SYSTEMS 8 HOURS

Scope and application of 1SO9000- 2000. Desigh aimplementation of Quality Systems. Auditing uggments of ISO9000-
2000. QS-9000.

MODULE 6: BEHAVIOURAL ASPECT OF TOTAL QUALITY MANA GEMENT 8 HOURS

Quality circles , kaizen , vendor management ¢ualudits. TQM culture, leadership — quality colnemployee involvement,
motivation, empowerment, recognition and rewantioiduction to software quality.



5.PEDAGOGY

The lectures should be supplemented by case studieach module to which enhance students' apalytproblem solving and
decision making skills.
6. TEACHING/LEARNING RESOURCES

1. Dale H.Besterfield et al, Total Qualianagement, Third edition, Pearson Education
(First Indian Reprints 2002)
2. Shridhara Bhat K, Total Quality Manageine Text and Cases, Himalaya Publishing Housst Eidition 2017
3 S.DBagde, Total Quality Management - HimalayhliB8hing House, First Edition 2017
4 TQM A pictorial Guide for managers -John Oakland Peter Morris 2011



ELECTIVE SUBJECTS

4.7 BUSINESS ANALYTICS

4.7.1.BIG DATA ANALYTICS

4.7.2.DATA VISUALIZATION AND BUSINESS REPORTING USING TBLEAU
4.7.3.EMERGING TECHNOLOGIES AND FUTURE SKILLS FOR BUSINES LEADERS

4.7.1. BIG DATA ANALYTICS
1.GENERAL INFORMATION
No.of Credits  : 4
No. Hours Per Week 14
2.COURSE PERSPECTIVES

This course will help students to take a data drigecision which are more effective and efficidrart human generated decisions.
Big Data Analytics allows to detect trends and gpaterns that can be used for future benefit. &itp analytics helps students
harness data and use it to identify new opporemiti

This course will help students to learn the usddéanloop to store and process big data in more®@ffemanner. Students will also
get a practical exposure to Pig and Hive duringciingrse which will help in their future career prests.

3.COURSE OBJECTIVES AND OUTCOME
OBJECTIVES

1. To provide an overview of an exciting growingldi of big data analytics.

2. To enable the students to use the tools reqtirethnage and analyse big data like Hadoop, PaggRéduce.

3. To enable the students to use fundamental teabgiand principles in achieving big data analyfit€ommerce, Social Media
Analytics, Mobile analytics) with scalability antteaming capability.

4. To enable students to have skills that will Hkm to solve complex real-world problems in fecidion support.

COURSE OUTCOMES

By successfully completing the course the studentsll be able to:

Develop Big Data Solutions using Hadoop Eco System Store, Access and Process Big Data on Hadoopitited
File System.Use Big Data for E-Commerce, Social imethalytics and Mobile Analytics.Understand anceé&xe map reduce
technique in processing of large data sets.

4.COURSE CONTENT AND STRUCTURE
MODULE 1:INTRODUCTION TO BIG DATA 10 Hours

Big Data — Characteristic, Evolution of big datmuF V’'s of Big data, Big Data Applications and usealses, Big Data vs.
Traditional Data, Challenges of Big Data, Structof®ig Data, Analytics tool- open source analytiosls.

MODULE 2:APPLICATIONS OF BIG DATA ANALYTICS 10 Hours

Introduction — Drivers for Big Data Analytics — Alpgations of Big data Analytics in: Marketing an@l8s, Finance Analytics,
Human Resource, Healthcare, Product Design, Sebvsign, Customer Service and Support, SCM, Govemroperations and
functions, different industries and sectors, etc

MODULE 3: MAP REDUCE 6 Hours
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Introduction, Meaning, Map Reduce Types and Formatd¥lapper, Reducer, Combiner, Partitioner, seashisorting and
compression.

MODULE 4: HADOOP FRAMEWORK 12 Hours

Introduction to Hadoop, Why Hadoop, RDBMS versusdétap, history of Hadoop, Distributed computing téages, Hadoop
Components, Hadoop conceptual layer, Key aspedisadbop.

HDFS- special features and limitations.
MODULE 5:HADOOP ECOSYSTEM 12 Hours
Major components of Hadoop ecosystem:

Pig: Introduction to PIG, Anatomy of Pig, Pig platiphy, Data types in Pig, Relational operators, lisppons and limitations of
Pig.

Hive: Meaning of Hive, features, Architecture, Datpes, Hive file format, Hive Query language (HQUpger Defined Functions.
MODULE 6: E-commerce, Social Media and Mobile Analyics 6 Hours

Inter organizational- Global information systemdedfronic Data Interchange (EDI); E-Commerce Owami E-commerce
applications and used cases, Mobile Commerce, EefBawnce; Grid computing, Mobile Computing, Mobilenalytics —
Applications and used cases, advantages & disaalyasit Social media analytics — Applications andl esses

5.PEDAGOGY

- Lectures,- Use Case studies

- Practical Exercises - Individual & Group

- Demonstrations using Hadoop, Hive and Pig

- Talk by the industry experts and industry visits
- Live projects and assignments

6. TEACHING /LEARNING RESOURCES
ESSENTIAL READINGS

Seema Acharya, Subhashini Chellappan, “Big Datafavalytics”, Wiley, 2 Edition.
Reza Zafarani, Mohammad Ali Abbasi, Huan Liu, "Sod¥ledia Mining”, Cambridge University Press, 2014.
GuandongXu, Yanchun Zhang and Lin Li, “Web MiningdaSocial Networking Techniques and applicatioginger, 2011.

REFERENCES

1.Zikopoulos, P., Parasuraman, K., Deutsch, T.e$ill., & Corrigan, D.V Harness the Power of BigaDahe IBM Big Data
Platform. McGraw Hill Professional, 2012

2.Prajapati, V, “Big Data Analytics with R and Haxh3, Packt Publishing Ltd, 2013

Gates, A. Programming Pig.” O'Reilly Media, Inc2011.

Capriolo, E., Wampler, D., & Rutherglen, J., “Pragming Hive”, O'Reilly Media, Inc.”,2012

David Loshin, "Big Data Analytics: From Strategi@fning to Enterprise Integration with Tools, Teijues, NoSQL, and Graph",
2013.

Jay Liebowitz, “Big Data and Business Analytics”&bach Publications, CRC press (2013

Jeffrey D. Camm, James J. Cochran, Michael J. Jaffrey W. Ohlmann, David R. Anderson, “Essent@8usiness Analytics”,
Cengage Learning, second Edition, 2016
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4.7.2. DATA VISUALIZATION AND BUSINESS REPORTING US ING TABLEAU

1.GENERAL INFORMATION
No.of.Credits 14
No.of Hours Per Week 14

2.COURSE PERSPECTIVE

This course will help students to learn one of mesgr-friendly and straight forward visualizatiayot Tableau. Tableau
is considered to be the market leader when it cotme®data Visualization. It allows users for the guestion of
interactive data visualization in a very effectimeanner at fast speed. Complicated charts and graphsbe easily
created in Tableau Software.

3.COURSE OBJECTIVES AND OUTCOMES

OBJECTIVES

To enable the students to be able to understandesutibe the main concepts of data visualization.

To enable the students with best practices of datalization and how to apply them to solve anesyproblems

To enable them to Create ad-hoc reports, datalizatians, and dashboards in Tableau

To enable them to be able to apply business analysing tableau that support the decision makirmsiness operations
OUTCOMES

By successfully completing the course the studentsll be able to:

Understand and describe the main concepts of dsualization

Understand the best practices of data visualizatirahhow to apply them to solve analytics problems.

Create ad-hoc reports, data visualizations, andaesds in Tableau

Apply business analytics using tableau that suppertiecision making in business operations

4.COURSE CONTENT AND STRUCTURE

MODULE1:INTRODUCTION AND GETTING STARTED WITH TABLE AU 10 HOURS

The Advantages of a modern Analytics platform, T§/péTableau, The Tableau application suite, lisaTableau Desktop, Data
Preparation, the sample dataset, The Tableau wacksworking with measures and dimensions, Workifth marks, Saving,
Opening and sharing workbooks

MODULE 2 : CONNECTING TO DATA 10 HOURS

Setting up a data connector, selecting data taldesa cleaning and formatting, Joins and Unionda dextracts and Live
Connections, Editing the model's Meta data, DatpeBy Adding hierarchies, Calculated Fields andetaialiculations and Data
Collection, Checklist for increasing performance.

MODULE 3: BUILDING FIRST VISUALIZATION USING VARIOU S FEATURES OF TABLEAU

10 HOURS

Chart types, Ready, Set, Show Me, Bar charts, LégeRorting, Totals, Sub Totals, Data SpotlightiBgts, Groups, Bins Filters
And Hierarchies Line Charts, Highlight Tables, He&&dps, Sankey charts, Bullet Charts, Cumulative swrith waterfall charts,
Market Basket Analysis and Pareto Analysis

MODULE 4: ANALYSIS USING TABLEAU 10 HOURS

Aggregate functions, aggregate in calculated fieltsxt operators, Date fields, Logical functionscedculated fields Parameters,
Searching text fields.

Symbol maps, Filled maps, Density maps, Map Lay®laps with Pie charts Viz in Tooltip, Overview dfet Tableau analytics
Pane, Constant, Average, and reference lines, Tieesl Forecasts, Cluster Analysis and R.

MODULE 5: CREATING DASHBOARDS 8 HOURS

Creating a new dashboard, the dashboard Panen@lelcarts on the Dashboard, Dashboard titles, M#wig buttons, Dashboard
actions, Dashboard Best Practices and Inspiration.

MODULE 6: CONTEM PORARY DEVELOPMENTS IN VISUALIZATION AND BUSINESS R EPORTING

8 HOURS

Introduction to other visualizations tools: Fusidrarts, Highcharts, Datawrapper, and Power Bl,@teating story point, reporting
in video format, Marketing reporting, Finance rejay, HR reporting, Supply chain reporting, Prodoctand Operations reporting.

Data Visualization and Business Reporting using Tdbau — Laboratory
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PART - A

Importing data set into Tableau, Data Cleaning Boaltip option

Demonstration of types of joins and unions
Demonstration of Normal Distribution

Demonstration of Calculated Fields and Table cakbohs
Demonstration of Ratios and Blending of Data sasirce
Demonstration of Logical functions and Aggregatections
Demonstration of Reference lines Forecasting aedd tines
Demonstration of Heat Maps, Sankey charts
Demonstration of sorting, filtering and types ofdis

. Demonstration of Market Basket Analysis and Paagtalysis
. Creating Dashboards in Tableau
. Designing and engaging stories in Tableau
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PART - B

Demonstration of Sales and Marketing Analytics
Demonstration of Human Resource Analytics
Demonstration of Financial Analytics

Demonstration of Supply Chain Analytics
Demonstration of Production and Operations Anasytic

Examples of Data setsPurchase of office supplies, Bank Customers, Heald Hospitals Corporation (HHC) facilities, USi€3$
Population, Finance entities, online purchase,iddrirevenue, Election result, PC, iPhone salesa D@t a Superstore, Financial
data, Supply chain data, Human Resource data pBtiod and Operations data for any business firm.

Note :

For all the above Exercises Students can usedheirdatasets and Use Cases

For all Exercises taking final print of the oututd Writing Interpretation is compulsory in the Lidurnal

In the practical Examination student are expeategkecute and write Interpretation for one or mexercises from Part A out of 12
exercises using Tableau.

In the practical Examination student are expetbeelxecute and write Interpretation for one or mexercise from Part B out of 5
exercises using Tableau.

Change of exercise is not permitted in the PratBxamination.

PEDAGOGY
Hands-On Demonstration using Tableau
Lectures and discussions
Group Assignments and presentations
Use cases
Talk by the industry experts and industrial visits
Assignment and Projects



SCHEME OF EXAMINATION - LABORATORY

The components of Laboratory 70 Marks are as follow

Details Marks
Execution of the program and drawing insights framy one exercise from Part A 20
Execution of the program and drawing insights fraamy one exercise from Part B 20
Viva Voice 10
Lab Journal 20
Total 70

©CoNoOOR~WNE

EXAMINER PROFILE

A person should be proficient in Tableau and shdislde some experience in analytics using Tableal.B®airperson will have

discretion of selecting examiners.

TEACHING/LEARNING RESOURCES

Ryan Sleeper ,Practical Tableau: 100 Tips, Tuterihd Strategies from a Tableau Zen Master 1$ibBdOREILLY publication
Daniel G. Murray, Tableau Your Data!: Fast and Bdispal Analysis with Tableau Software 2nd EditisILEY publication
Joshua N. Milligan, Learning Tableau: Tools for Biess Intelligence, data prep, and visual analy8od Edition, Packt publication
Jane A Crofts, Tableau Desktop: A Practical GumeBusiness Users [Print Replica] Kindle Edition

Alexander Loth ,Visual Analytics with Tableau 1stifton, Kindle Edition
Learning Tableau by Joshua Milligan.

Tableau Your Datal: Fast and Easy Visual Analysth Wableau Software by Daniel G. Murray.

Communicating Data with Tableau by Ben Jones.
Tableau Dashboard Cookbook by Jennifer Jane Stirrup
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4.7.3.EMERGING TECHNOLOGIES AND FUTURE SKILLS FOR B USINESS LEADERS
1.GENERAL INFORMATION
No. Of.Credits 14
No. Of Hours Per Week :4
2.COURSE PERSPECTIVE

This course is designed to impart the combinatibskils, technologies, applications and processesd by
organizations to gain data-driven insights. Todaghhology is involved in nearly all the convenieneee enjoy.
Automation has radically changed the way persondllausiness affairs are conducted. This courseendble
students to have better understanding of thesegengetechnologies which they will be learning imsthourse to
enable organisation to perform better.

3.COURSE OBJECTIVES

OBJECTIVES

To enable students to be able to understand newgargegechnologies and their potential for busirfesstions.
To enable students to be able to understand thkcaippn of Artificial Intelligence, Machine Leamg, Deep
learning, 10T, Robotics, Block chain and cryptoemey.

To enable students to be able to apply the datagyitools and understand the cyber security.
OUTCOMES

By successfully completing the course the studentsll be able to:

Develop the new emerging technologies and thegmtl for business functions

Understand the application of Artificial Intelliges Machine learning and Deep Learning.

Understand the application of Cloud computing, &ill 3 D Printing, Robotics, Blockchain, Cryptocacg
Apply data privacy tools and understand cyber sgcur

4.COURSE CONTENT AND STRUCTURE

MODULE 1: ARTIFICIAL INTELLIGENCE (Al), MACHINE LEA  RNING (ML) AND DEEP

LEARNING 12 HOURS

Introduction, Concept of Data Science, Al and MEkgitfem Spaces and Search Knowledge and RationAlity;
vs Machine Learning; Machine Learning - Types, Bsscand Applications; Introduction to Deep Learring
Neutral Networks, Natural Language Processing; ModeConcepts and Applications and Use Cases iarfee,
Marketing, Human Resource, Health Care, ProductmksSupply Chain Management.

MODULE 2: CLOUD COMPUTING 8 HOURS

Introduction to Cloud Computing, Components of anpating Cloud, Differentiating Types of Clouds: Hap
Private, Hybrid Delivering Services from the Cloud, Evaluating Bans to Cloud Computing and Technical
Considerations

MODULE 3: INTERNET OF THINGS (I0T) AND 3D PRINTING 8 HOURS
Introduction to 10T; Introduction to 10T, Software Analysis and Toolifdetwork, Linking & Loading, loT
Data and the Cloud.

3D Printing (Additive Manufacturing) - Introduction, Proceg3assification, Advantages, Additive V/s
Conventional Manufacturing processes, Applicatiand used cases.

MODULE 4: AUTOMATION USING ROBOTICS 8 HOURS

Introduction to Robotics; Types and Components Rbhaot, Classification of Robots, Robot Control t8yss,
Industrial Robot Applications, Robot Accuracy angpRatability, Different Types of Robotics and Vaso
Generations of Robots.

MODULE 5: BLOCK CHAIN AND CRYPTO CURRENCIES 12 HOURS
Blockchain: Introduction, Blockchain Basics and the Role ofridy, Blockchain Philosophy and Cryptonomics,
Applications and Exchanges, Blockchain towards eebé&alized Society.

Cryptocurrency: Introduction to Cryptocurrencies, Legal Aspect¥ofual Currency, Applications of
Cryptocurrencies and Blockchains in Traditionaldfioe.

MODULE 6: CYBER SECURITY AND DATA PRIVACY 08 HOURS
Introduction to Cyber Security; Threats and Vulthdiges; Cyber Security Breaches; Penetration ifigsand
Methodologies; Frameworks and Standards for Cybeuf®y; Cybersecurity practices; Privacy Meetsu8igg —
Data Protection; Privacy Policies and Security @&Privacy Seal Programs.

5.PEDAGOGY

- Lectures

- Use Case studies
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- Practical Exercises - Individual & Group

- Seminars and workshop on various technology

- Talk by the industry experts and industry visits

- Live projects and assignments

TEACHING/LEARNING RESOURCES

ESSENTIAL READINGS

1. Stuart Russell and Peter Norvig, “Artificial éfitgence: A Modern Approach”, 3rd Edition, Prestidall
2. Elaine Rich and Kevin Knight, “Artificial Intedence”, Tata McGraw Hill

3. Vijay Madisetti, ArshdeepBahga, Internet of Tdsn“A Hands on Approach”, University Press

4. Dr. SRN Reddy, RachitThukral and Manasi Mishtitroduction to Internet of Things: A practical
Approach”, ETI Labs

5. Thomas Erl, ZaighamMahood, Ricardo Puttini, ‘‘@oComputing, Concept, Technology & Architecture”,
Prentice Hall, 2013.

REFERENCES

Trivedi, M.C., “A Classical Approach to Artificahtelligence”, Khanna Publishing House, Delhi.

Saroj Kaushik, “Artificial Intelligence”, Cengageshrning India, 2011

Dr. SRN Reddy, RachitThukral and Manasi Mishratréduction to Internet of Things: A practical Appain”,
ETI Labs

Pethuru Raj and Anupama C. Raman, “The InterneThihgs: Enabling Technologies, Platforms, and Use
Cases”, CRC Press

Jyh-Shing Roger Jang, Chuen-Tsai Sun, EijiMizutdNieuro-Fuzzy and Soft Computing”, Prentice-Hall of
India, 2002.

http://nifm.ac.in/business-analytics-and-statistics

https://cloud.gov.in/services_da.php

https://dst.gov.in/data-science-research-initiative

Journal of Business Analytics — Taylor & Francisli®s Journal
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Annexure X

Sor et BENGALURU
=rno ogoogRwos kBl CITY UNIVERSITY

#oklext spcion welore. oA chascf. esoctfiggo” D6, tloriwladh— 560 0401
Ph.Nomso-2300016 7 2213388 E-Mail 1D: registrarbeu iy lcom

No: BCU/PG-Cal ol Events/l sem/2021-22 Dated:27.001,2022
NOTIFICATION

Sub: Calendar of Events for 1 Semester MBA(Day and FEvening)
courses lor the Academic Year 2021-22.
Ref: 1. Letter from the Chairperson, Dept. of CBSMS dated:24.01.2022

. Approval of the hon'ble Vice-Chancellor dated: 21— [ -202 ¢
- -

The Revised Calendar of’ Evenis for | Semester MBA([Day and Ewvening) courses for

the Acndemic year 2021-22 are notitied as hercunder:-

Sk No Particulars 1 Scmester .
Day Evening
1. Commencement ol clusses 01.02.2022 ~01.02.2022
B Commencement of project work - 15.02.2022
3. L Internal Assessment Test 28.02.2022
4. Second 1y al Assessment Test 04.05.2022 2
S. Submission ol project wark -
6. Last sworking day 03.06.2022 L
7. | Study Holiday s 04.06.2022 04.06.2022
L (L8]
12.06.2022 12.06.20022
8. Commencement of University 13.06.2022 13.06.20022
= xamination =

Note:

1. The Department counc
5. The Teachers must he available for the students to guide for their Praject (Iur!nl_' the
vacations in case it requires.

il will conduct viva voce with BOE Pancl of Eximi

3y order

RIECGISTRAR

To,
1. The Registrar Cvalumion. BOUL Bengalury .
2. The Chairperson. CESMS. Bengaluru City University, Bengaluru,
3. The Principals of Afilisted Colleges offering PG Courses Benpalura City University,
Bengalurg
Copy 1o
LoPS v L Bengaluru

Repintrar /PA 10 1O, Bengalure City Univ crsity

2. Om
Miice Cupy, Website, 13C°0)

_ I e N
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Stratedic Talent Corporate
Monday Mana e?nenl Strategic Management | Valuation and Learning and | Rural and Green
9 Management | and Employee Financial Development Marketing
Engagement modeling
Investmen Consumel Corporate
Tuesday Strategic | Analysis and Behavior& Valuation and Learning and | Rural and Green
Management Portfolio Neuro Financial Development Marketing
Management Marketing Modelling
Investment Corporate Talent Performance
Wednesday Strategic| Analysis and Learning and TaxartJion for Management | Management ang
Management Portfolio Development M and Employee Competency
anagers .
Management Engagement Mapping
Consumer Consumer Corporate Talent
Thursday Behavior& Behavior& Learning and P Management | Rural and Green
Taxation for .
Neuro Neuro Development Managers and Employee Marketing
Marketing Marketing 9 Engagement
Investment Investment Performance Talent
. . . Management Consumer
Friday Analysis and| Analysis and and Behavior& Rural and Green  Management
Portfolio Portfolio . Marketing and Employee
Competency | Neuro Marketing
Management Management . Engagement
Mapping
Saturday Cyber Spacg Cyber Space Workshop Workshop Business and Business and

Social Marketing

Social Marketing

Note Tuesday&Thur

sday 10-11- Performance Management
Thursday 3-4 - Investment Analysis and Portfoliongigement
Friday2-3 - Investment Analysis and Portfolio Maeagnt

HOD Prinml

SI.No | Subject Name of the Faculty

1 Strategic Management Rizwana Khanum

2 Cyber Space Shameema Khatoon

3 Corporate Valuation and Financial mode Rafeek Ahmed Khe

4 Investment Analysis anPortfolio Manageme Rizwana Khanui

5 Corporate Taxation for Managers Rafeek Ahmed Khan

6 Learning and Development Deepak Singh MC

7 Talent Management and Employee Engagement Deepgk $IC

8 Performance Management and Competency | Deepak Singh MC
Mapping

9 Business and Social Marketing Dr.Y.V.Sheshadri

10 Consumer Behavior& Neuro Marketi Rajeev N

11 Rural and Green Marketil Dr.Y.V.Sheshad




Al-Ameen Institute of Management Studies
| Semester MBA
Time Table - 2021 Batch
W.e.f - 28.02.2022

Day 9-10 10-11 11-12 12-1 2-3 | 3-4
Monday Management | Business Managerial Marketing Economics for Business
and Statistics Accounting Management Decision
Behavioral
Process
Tuesday Managemen | Business Manageria Marketing Business Employability
and Statistics Accounting Management | Planning and Skill
Behavioral Regulations | Development
Process
Wednesday Managemen | Business Manageria Employability | Business Marketing
and Statistics Accounting Skill Planning and | Management
Behavioral Development | Regulations
Process
Thursday Management Managerial | Employability | Business Business Marketing
and Accounting | Skill Statistics Planning and | Management
Behavioral Development Regulations
Process
Friday Business Managerial | Managerial Employability | Business Business
Statistics Accounting | Accounting Skill Planning and | Statistics
Development | Regulations
Saturday Economics for Business Workshop
Decision
HOD ViceiRcipal Principal
SI.No Subject Name of the Faculty
1 Management and Behavioral Process Deepak Singh MC
2 Managerial Accounting Dr. Abdul Rizwan Shariff
3 Economics for Business Decision Rajiv M
4 Business Statistics Dr.Y.V.Sheshadri
5 Employability Skill Development Rizwana Khanum
6 Marketing Manageme Dr.Y.V.Sheshad
7 Business Planning and Regulati Munavar Past




Al-Ameen Institute of Management Studies
MBA 1l & | Subject Allotment - Work Load

Serial | Name of the Faculty Subjects Workload
No
1 Dr.Abdul Managerial Accounting 06 Hours
RizwanSharieff
2 Deepak Singh MC Management and Behavioural 04
Process 04
Performance Management and4
Competency Mapping 04
Talent Management and 16 Hrs
Employee Engagement
Learning & Development
3 Dr.Y.V.Sheshadri Business Statistics 04
Marketing Management 04
Rural and Green Marketing | 04
Consumer Behaviour and 04
Neuro Marketing 16 Hrs
4 Rizwana Khanum Strategic Management& 06
Business Ethics 06
Investment Analysis and 04
Portfolio Management 16Hrs
Employability Skill
Development
4 Ravish B.A Business Statistics 02Hrs
5 Shameema Khatoon Cyber Space 04 Hrs
04 Hrs
Visiting Faculty
1 Munavar Pasha Business Planning and 04 Hrs
Regulation
2 Rajeev Economics for Business 08 Hrs
Decision
Business and Social Marketing
3 Mohammed Rafeek Corporate Valuation and 08 Hrs

Financial Modelling
Corporate Tax and Planning




The institution adheres to the academic calendar giuding for the

Annexure XllI
AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES

Conduct of continuous Internal Evaluation (CIE)

Each Paper will have two Components as Part ofgsssent i.e. the First
Being Internal Assessment Test and Second being&enend exams. The
the continuoushalt@ssessment. There

Internal Assessment is based on

shall be two internal tests conducted for each pape

Each paper will carry 100 marks of which 30 marki ve for Internal
Assessment and remaining 70 marks for written examation to be held

at the end of each semester.

Attendance 5
Two Internal test 10
Assignment 5
Case Presentation 5
Quiz on Businessand Currer

Affairs 5
Total 30Marks

MMMMMarksMarks

Marks for Attendance
% of Attendance Marks
75-79 % 1
80-84 % 2
85-89 % 3
90-94 % 4
95-100 % 5
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Annexure XIV

All india Council for Technical Education
{A Statutory body under Ministry of Education, Govt. of India)
Nealson Mandela Marg Vasant Kunj, New Delhi-110070 Website: www.aicte-india.org

APPROVAL PROCESS 2021-22
Extension of Approval (EoA)

F.No. South-West/1-9319342056/2021/EOA Date: 29-Jun-2021
To,

The Principal Secretary (Hr. & Tech Education)

Govt. of Karnataka, K. G.S., 6th Fioor,

M.S. Building, R. N. 645,Dr. B. R. Ambedkar Road,

Bangalore-560001

Sub: Extension of Approval for the Academic Year 2021-22

Ref: Application of the Institution for Extension of Approval for the Academic Year 2021-22

Sir/fMadam,

In terms of the provisions under the All India Council for Technical Education (Grant of Approvals for Technical Education) (15! Amendment)

Regulations, 2021 notified on 24th February 2021 and other notifications as applicable and published from time to time, | am directed to
convey the approval {o

Permanentid 1-15250304 I Appllcaﬂc;n 1d -1 1-9319342056
Name of the Institution | AL-AMEEN INSTITUTE OF = W AL-AMEEN EDUCATIONAL
JUniversity | MANAGEMENT STUDIES | Name of the SGClety/TIUSt | ooy

HOSUR ROAD, NEAR LALBAGH

I MAIN GATE NEAR LAL BAGH MAIN GATE

| Institution fUniversity - T S & HOSUR
Address : ggmgitggg'f§§:£Lf Ri'taka |- Secietyitrustaddiess | ROAD,BANGALORE BANGALORE
“tam : | URBAN Karnataka 560027

1 560027

Institution fUniversity
Type

| Region South-Waest

| Private-Seif Financing

‘ o | EN/Guif
: ; B | Intake © NRI L
| Affiliating Body % 1 3 5 i quota/ OCl/
Program Course = RO L roved | Approved roval
i i Untversity iody) ::f o201 | rorooat o Approvel | approvat
{ = S e 15 Status
FOST ! Bangalore ! !
MANAGEMENT | GRADUATE | MBA University. 1120 . 120 i NA i NA
! i Bengaluru i | |
It is mandatory o comply with all the essential requirements as given in APH 2021-22 (Appendix 6)
Application No:1-9319342056 ALL INDIA COUNCIL FOR TECHNICAL EDUCATION Page 10f2

Note: This is a Computer generated Report. No signature is required.
Printed By : ae11033221 Letter Printed On:15 July 2021



Annexure XV

s RANGARAJU AND ASSOCIATES '
% CHARTERED ACCOUNTANTS

AUDIT & TAXATION DIVISION

Mo, 503 & 504, Sth Floor, ¥ T 91 B0 2RRGAFY S
Brigade Towers, Mo, 13537, Fax = 01 B0 2229 9078
Brigade Read, Bengaluern = 560 (025 rmail : rangarajo-associztesfgmail.com

ALUDIT REPORT

We have audited the allached Balance Sheet as at 31® March, 2019 and Income
and Expenditure Statement for the vear ended 31" March, 2019 of "aAL-AMEEN
COLLEGE OF MANAGEMENT STUDRIES - MBA, AL-AMEEN CAMPUS, HOSUR ROAD,
BEMGALURU - 560 027" (College) owned and managed by “AL-AMEEN
EDUCATIONMAL SOCIETY, MEAR LALBHAG MAIM GATE, HOSUR ROAD, BEMGALURU
- 560 027" (Society registered under the Societies Act, 1960). These financial
statements are the responsibility of the Sociely's Management. Our responsibility is
to express an opinion on these financial statements basaed on Audit.

We conducted our Audit in accordance with auditing standards generally accepted
in India. Those Standards reguire that we plan and perform the audit to obtain
reasonable assurance about whether the financial statements are free of material
misstatements. An audit includes examining, on a test basis, evidence supporting
the amounts and disclosure in financial statements, An audit alsa includes
assessing the accounting principles used and significant estimates made by the
management, as well as evaluating the overall financial statement presentation.
We believe that our audit provides a reasonable basis for our opinion. Further we

report thal:

i. We have oblained all the information and explanation which to the best of
aur knowledoe and belief were necessary for the purpose of our audit;

ii. In our opinion, proper books of accounts as required by law have been kept

by the College, so far as, appears from our examination of those books,



Important Instructions

1. The State Government/ UT/ Directorate of Technical Education/ Directorate of Medical Education shall ensure that 10% of reservation
for Economically Weaker Section (EWS) as per the reservation policy for admission, operational from the Academic year 2019-20 is
implemented without affecting the reservation percentages of SC/ ST/ OBC/ General. However, this would not be applicable in the
case of Minority Institutions referred to the Clause (1)} of Article 30 of Constitution of India. Such Institution shall be permitted to
increase in annual permitted strength over a maximum period of twe years.

2. The Inslitution offering courses earlier in the Regular Shift, First Shift, Second Shift/Part Time now amalgamated as total intake shall
have to fulfil all facilities such as Infrastructure, Faculty and other requirements as per the norms specified in the Approval Process
Handbook 2021-22 for the Total Approved Intake. Further, the Institutions Deemed to be Universities/ Institutions having Accreditation/
Autonomy status shall have to maintain the Faculty: Student ratio as specified in the Approval Process Handboock.

3. S8trict compliance of Anti-Ragging Regulation, Establishment of Committee for SG/ ST, Establishment of internal Complaint Committee
(ICC), Establishment of Online Grievance Redressal Mechanism, Barrier Free Built Environment for disabled and elderly persons, Fire
and Safety Certificate should be maintained as per the provisions made in Approval Process Handbook and AICTE Regulation notified
from time to time.

4. In case of any differences in content in this Computer generated Exiension of Approval Letter, the content/information as approved by
the Executive Council / General Council as available on the record of AICTE shall be final and binding.

Prof.Rajive Kumar
Member Secretary, AICTE

Copy ** to:
1. The Director of Technical Education™, Karnataka

2. The Registrar**,
Bangalore University, Bengaluru

.3 The Principal / Director,
AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES
Hosur Road, Near Lalbagh Main Gate
Bangalore,
Bangalore,Bangalore Urban,
Karnataka,560027

4.  The Secretary / Chairman,
NEAR LAL BAGH MAIN GATE
HOSUR ROAD
BANGALORE,BANGALORE URBAN
Karnataka, 560027

5.  The Regional Officer,

All India Council for Technical Education Al-Ameen Insiitute of
Health Centre Building Management Studies
Bangaiore University Caimpus BANGALORE.

Bangalore - 560 008, Karnataka

6. Guard File{(AICTE)

Note: Validity of the Course details may be verified at http://www.aicte-india.org/ .

** Individuai Approval letter copy will not be communicated through Post/Email. Howe ver, consolidated list of Approved Institutions(bulk) will be shared through
official Email Address {o the concerned Authorities mentioned above.
This is a computer generated Staternent. No signature Required

Application No:1-9319342056 ALL INDIA COUNCIL FOR TECHNICAL EDUCATION Page2of2
Note: This is a Computer generated Report. No signature is required.
Printed By : ae11033221 Letter Printed On:15 July 2021



iii.

The Balance Sheel and Lhe Income and Expenditure Account dealt with by
this report are in agreement with the books of account of the College.

. In our opinion and to the best of our information and according Lo the

explanations given to us the said accounts read topether with the significant
accounting policies and notes forming part of accounts, give a Lrue and fair
view in conformity with the accounting principles eenerally accepted in
India. Subject to, Note No. 09 regarding Statutory Dues, Note No. 10
regarding Tax Deducted at Sources and Note No.12 regarding Third
Party Balgnces that are wvnder reconciliation, of the Significant
Accounting Policies and Notes Ferming Part of Accounts:

a. |n the case of the Balance Sheet, of Lhe state of affairs of Al- Ameen
College of Management Studies - MBA as at 31° March 2019.

b. In the case of Income and Expenditure Account, of the excess of
expenditure over income of the Al- Ameen College of Manasement

Studies - MBA for the year ended on that date.
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AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES (MBA)
(4 Uinft of Al-Ameen Edurationg! Society)
AL AMEEHN CAMPUS
HOSUR ROAD, BENGALURL - 560 027

BALANCE SHEET AS AT 31.03.2019

AMOUNT AS AT
PARTICLILARS SCH HO 31.03.2019
{ Rs.}

SOURCE OF FUNDS
General Fund (2,951,218
Current Liabilities and Provisions 1 18,4321
Funds transferred to other Units of the Society 11,76,907

Total 2768 920
APPLICATION OF FUMDS
Fised Assets (Met Block) z 4,67,333
Current &ssets, Loans and Advances 3 9,078
Cash and Bank Ralances E| 4,438,517
Accumulated Excess of Expenditure over Incame 5 18,43.992

Total 27,658,970
Significant Accaunting Policies 11

Schedules Mos 1 to 11 forming part of the accounts

As our report of even date
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A 1/ J.“ If | - CHARTERED ACCOLINTANTSz 209 4;

|'_,- ll;rl |I|-|.I o Jrq I:E\,.
«. ¥ o~ '__":'l."_l‘_ﬂ—-? : 4
(111,508 e

(SECRETARY fF’RILHEIPﬁ[_l (KRISHNAN RANGARAJUE

=
(D BA ANURADH PARTHER

Flace : Bengaluru Al- -Ameen Institute: of Membership Mo, 18457
Date : 26.04.2019 Manasgement Studies Firm Mo.069125

o R RE
A GALORE



AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES (MBA)
{4 Unit of Al-Ameen Educational Society)

Al AMEEHN CAMPUS

HOSUR ROAD, BENGALURU - 560 027

INCOME AND EXPENDITURE ACCOUNT FOR THE YEAR ENDED 31.03.2019

AMOUNT FOR THE
FARTICULARS SCH NO YEAR ENDED
31.03.20M9 [ Hs.)
IMCOME
[ncame fr Eiwiki f ek iety i 5 '
I't_ . om the activities of the Saciety in pursuance of its 4 1,51.98. 054
objectives
Gther Income incidental to the main objectives 7 3,858
Tatal - 4 1,52,01,911
EXPENDITURE
Establishment Expenditure B 1,26,01 740
General and Administrative Expenditure 40,26, 724
Finance Charges 10 9,016
Depreciation 2 1,02,452
Total - B 1,67,39,932
Excess af Income over Expenditure IA-B) {15,38,021)
Excess of Income ovér Expenditure transferred to Balance Sheet {15,38,021)
Significant Accounting Policies 11

Schedules Has 1 to 11 forming part of the accounts

for AL-AMEEN INSTITUTE OF MANAGEMENT STUDIES (MBA)

{SECRETARY) FLFRIH’E’-I_EE! i!
{Dr. e q"LIII‘n']
Al-Armnacn Instiule oof
Manageiman r_w_:n. 25

B b Al iabkees

Place : Bengalury
Date : 26.04,2019
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AL-AMEEM IMSTITUTE OF MANAGEMEMT STUDIES {MBA)
(A Unit af Al-Ameen Educational Sociehy)
AL AMEEN CAMPUS
HOSUR ROAD, BEMGALURU - 560 027

SCHEDULES TO BALANCE SHEET

CURRENT LIABILITIES AND PROVISIONS SLH NG
AMOUNT AS AT
PARTICULARS 31.03.2019
{ Rs.)
Duties and Taxes Payable 1,63,654
Employes related Statutory Obligation Payable 1.00,810
Employees’ Salarics Payahle f,62,358
Honorarium Payabile 20,100
Outstandineg Liabilities 88,497
Schalarship Amounts Disbursahble B.O7,772
TOTAL 18,43,231
CURREMT ASSETS, LOANS AND ADVAMCES SCHHO 3
AMOLINT AS AT
PARTICLILARS 31.03.2019
{ Rs.)
Ralance with Revenue Autharities 0,078
Telephane Deposit 3,000
TOTAL 9.078
CASH AND BAMK BALANCES SCH MO 4
AMOUNT AS AT
PARTICULARS 31.03.201%9
[ Rs.)
Balances with Banks 4,48,15%
Cash in Hand 158
TOTAL 4,48,.517




AL-AMEEN INSTITUTE OF MAMAGEMENT STUDIES (MBA)
fA Unit of Al-ameen Educational Saclabyl

AL AMEEN CAMPUS

HOSUR ROAD, BENGALURL - 560 027

FIXED ASRSETS 5CHHNO 2
WDV as on Ll s Gt Net Block as

Particulars Rate | 01.04.2018 upto on ar after Additians Depreciation Depreciation Jen 31.03.2019

{Rs.) 30.09,2048 | 01,10.2018 {Rs.)

Buildings 10% 1,10,818 . : . 1,100,818 11,082 09, 714
Firnlture and Fixtures 10% 41,467 - - - 41,462 4,146 735
Equipment and Apparatus | 15% 1.52 454 140,500 - 10,500 .90 904 4% G45 ?,49.01%
Computers 40% 40,702 3,772 1,250 5,022 45 724 18,040 27 684
Library Baoks 40% 31,647 15,734 31,436 47 171 7819 25,240 53,578
Total 5,07,092 310,008 12,686 62,694 5.69,786 1,02,452 4,67,333




AL-AMEEN INSTITUTE OF MAMAGEMENT STUDIES (MBA)
{4 Unit af Al-Ameen Educational Society)
AL AMEEH CAMPLUS
HOSUR ROAD, BENGALLIRL - 560 027

SCHEDULES TO BALANCE SHEET

ACCUMULATED EXCESS OF EXPENDITURE OVER INCOME SCH NO 5
AMOUNT AS AT
PARTICULARS 31.03.201%9
(Rs.)
Balance as per Previous Year Balance Shest 3,068,971
Add: Bwcess of Income aver Expenditure 15,318,021
TOTAL 18,43,992
















































































































MBA OFF CAMPUS 2018-19

Number Package Program
Year of Name of the Employer Receive%l in Grac?uated
Students with contact details
Lakhs from
Placed
2018-19 5 CAPGEMINI 3.2 MBA
BHARATH
2018-19 4 CONSTRUCTIONS LTE 3 MBA
2018-19 12 HDFC LIFE 2.9 MBA
2018-19 6 JOB FAIR 25 MBA
MBA ON CAMPUS 2018-19
Number Package Program
of Name of the Employer Kage 9
Year . ; Received in | Graduated
Students with contact details
Lakhs from
Placed
2018-19 43 FIRSTSOURCE 3 MBA
VFIND SOLUTIONS P
2018-19 32 LTD 2.5 MBA
ADVENT GLOBAL
2018-19) 4 SOLUTIONS LTD 2.8 MBA
GREET TECHNOLOGIES
2018-19 4 PVT LTD 2.9 MBA
GREET TECHNOLOGIES
2018-19 15 PVT LTD 2.8 MBA
BLOW HORN
2018-19 6 LOGISTICS PVT. LTD 3 MBA
INFOSOURCE
2018-191 4o SOLUTIONS 3.2 MBA
2018-19 ONE POINT ONE 2.7 MBA

15

SOLUTIONS P. LTD




MBA OFF CAMPUS 2019-20
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MBA ON CAMPUS 2019-20
Number Package Program
of Name of the Employer xage 9
Year . . Received in | Graduated
Students with contact details
Lakhs from
Placed
ONE POINT ONE
2019-201 4 SOLUTIONS LTD 29 MBA
ONE POINT ONE
2019-20 20 SOLUTIONS LTD 25 MBA
2019-20 28 A D Z TECHNOLOGIES 2.6 MBA
DREAM GAINS
2019-20 12 FINANCIALS I. P. LTD 3 MBA
MBA OFF CAMPUS 2020-21
Number Package Program
of Name of the Employer xage 9
Year . . Received in | Graduated
Students with contact details
Lakhs from
Placed
2020-21 1 BISMI WEB SERVICES 2.3 MBA
2020-21 1 MEDI ASST. LTD 2.5 MBA
2020-21 1 VEDANTHU 25 MBA
2020-21 1 DAKSH”\II_HS NDA PVT 2.8 MBA
2020-21 1 COGENT SOL. P. LTD 2.9 MBA
2020-21 1 CONCENTRIX PVT. LTD 3 MBA
STANDARD
2020-21 1 CHARTERED BANK 2.9 MBA
NEILSEN INFOTECH
2020-21 1 PVT. LTD 2.8 MBA
2020-21 1 THE HIMééAYA DRUG 35 MBA
DELL FINANCIAL SOL.
2020-21 1 SER. PVT. LTD 3.2 MBA
2020-21 1 ELOQUENT FINANCE 3.6 MBA
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ONE POINT ONE SOL.
2020-21 1 PVT. LTD 2.9 MBA
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Annexure XVII

Publicatoins in last Three Years

SL Name Of The Date Topic Venue And
No Faculty Journal Name
1 Dr. Y.V Sheshadri 8-3-2019 A study on Impact of Social | Jain College CMS
Media on Marketing in
Bangalore City
ISSN — 2394-7780
2 Dr. Y.V Sheshadri 6-9-2019 Impact of Digital Learning on Bangalore Institute
Management Education With of Management
respect to Job Recruitment in Studies
Bangalore City
ISSN 24554839
3 Dr. Y.V Sheshadri| 24-1-2022 | A Study on Issues and Challenges Sri Bhagawan
to of NEP 2020 in Higher Education = Mahaveer Jain
Evening College
25.1-2022 ISSN: 2249-894X vening ~oeg
4 Rizwana Khanum Jan 2022 A Study on Crucial Factors Journal of Education
Persuade The Nationalized Banks A Peer Revi d
To Disburse The Education Loar e;r ev:ewe
With Reference to Higher Education ourna
ISSN: 0972-7175
5 Rizwana Khanum 2020 Role of Education Loans Provided International
by Commercial Banks For Research Journal of
Economic Enablement Of Students Com, Arts and
To Persue Higher Education Science
Vol 11- Issue 9
ISSN 2319-9202
6 Rizwana Khanui April 201¢ Indian Banks Association (IBA) | International Journal

model Educational Loan Scheme
Public Sector Bank For Supportin
Higher Education By RBI

Vol -6 Issue 2

ISSN — 2349-5138

of of Research and
g Analytical Reviews




