
U26

Learning Outcomes Based Curriculum Frumework (LOCF)
(As Per NEP 2020)

For IIPS- Vikram University All Vikram University Affiliated Colleges
Two Year MBA (Murketing) Progromme

Program Objectives: The Program objectives are to develop students as professional managers and

administrators for private, public and other grcu'ing sectors of the economy. The main tirrust of this
program is not only to develop the academic skills of the students but also to provide nerv insights in the

dynamic AtamnirbharBharat's environment. Students'life skills, students'analytical and decision making

abilities in the core and in the flinctional areas are also brushed.

Our Core Objective is to ensure and implement the active and collaborative Learning pedagogy with the

help of Creation of Effective Scenarios, Management Simulation, Case Studies, Business Games, Role

Playing as also errvisaged in the New Education Policy. Online/Offline Presentations are also encouraged

to develop Atanrnirlchar Bharat's Students' personalities.

Program Outcomes :

. A Fost graduate with a Master's Degree in Business Administration (Marketing Managenrent) will surely

have in-Jepth and detailed functional knowledge of the fundamental theoretical concepts and practical

issues of the dynamic, ever changing business world and cater to all sectors of the economy'

. OurpGs will have rich knowledge of General Managembnt as well as of specific skills in planning and

functional decision making like-*Sales / retail / aclvance / strategic Marketing Perspective and other

enrerging marketing areas.

Program Specific Outcomes:

I Ou, students will learn the rnultiple skill sets in examining specific business situation plrenonrena

theoretically and also fronr a practical p",,p*iu", and enable-thlm to run family business/ and alone

courage them to go for own buiiness startupsTfamily ventures/MSMEs

. The Vibrant Atamnirbhar Bharat's ycung generation of Management PGs will be able to contribute to

the new business ideas with new businesJ ?;;t;il ^ well as ]nnovative new applications of business

. our program Regurator AICTE's Mandatory Summer Internship for all the students of the Program is

one of the Key Hands-on Learning Systern 
-our.o*., 

enabring u,io .*poting them ro the ground realities

of the ever changing;;i;;;;iia as *trt as dvnamic marketing environment'

The professional program is divided into-Four Semesters. In the First Two Semesters core conceptual /

rundamen,a,,,rHlil#.9jffi i:.:,i#'i'J,'::"{[:ti*a***'limp:f ;::,'*fi 1"J'"ffi ;
Subiects are extenslv(

ti,i:::'';t#:,:til,: q:'lq:'][ffi]'[ilt,!ritritit#t'.','-t#']'t"#'i"fi]ft:i.J,

t. T,'Jfl '##[T# tfi : :"'fi 1:"J: l'1]; t"i ilil"1li':i:X.T ;;' J n' iv e rs iry f," "' n'' n'' o ra r

Quizzes, Group Di';;";;' una ""n 
r""a"#'r''"i;'*t:1"# IJn'ff'f ffi:il:51':"{"iij-

fl:XXi,..j","?; tl,."k1:ffitff;XT::E"Hffil,[X%';'i;;;.;;;;u* 
ut,o being undertaken

research.
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FACULTY OF MANAGEMENT STUDIES

VIKRAM UNIVERSITY, UJJAIN
TWO YEAR M.B.A. (MARKETING) PROGRAM

For IIPS- Vikram University &All Vikram University Affiliated Colleges

OTIRSE STR

MBA (Marketing Management) FIRST SEiVIESTER

(C:Credit per week)(L:Lectures per week)(T=Tutorials per week)

MBA arketin SECOND SEMESTER

(C:Credit per week)(L=Lectures per week)(T:Tutorials per week)

\
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I FT-MM-TOI Management Concept and
Process

85 t5 100 4 J I

) FT-MM-102 Managerial Economics 85 15 r00 4 J I

3. FT-MM-103 Accounting for Managers 85 t5 100 4 3 I

4. FT-MM.104 Organisational Behaviour 85 l5 r00 4 J I

5. FT-MM-I05 Business and Legal
Environment

85 r00 A+ J I

Tot:rl 500 20 l5 5
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S.

No.

('ourse (lodc Title

(_' L t-

85 r5 100 4 J II FT-MM-2OI Human Resource
Management

85 l5 r00 4 J I2 FT-MM-202 Financial Managernent
85 l5 100 + J I3 FT.MM-203 Marketing Management
85 l5 100 4 J I4 FT-NIM-20,1 Production and lvlaterials

Management
85 l5 r00 4 3 I5 FT-MM-205 Communication Skills

20 l5 )500Total

,

I-

l5
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MBA (Marketi TIIIRD SEMESTER

(C:Credit per rveek)(L:Lectu res per' \yeek)(T:Tutorials per weelt)(VC-Virtual Credit)

MBA arketin FOURTH SEMESTER

Total
(C=Credit per week)(L:Lectures perw'eek)(T:Tutorials per week) (VC.Virtttal Credit)

D

e,n i
s.

No,

Coursc
Code

L T

TitL:

C

l5 4 JFT-MM.3O1 Rural and Agricultural
Marketing

85I

85 t5

100

100 4 3 I2 FT-MM-302

J I

N{arlieting & Consumer

Brantl Itlentitv
NIan lgcrn en t

Perception
85 t5 r00 43 FT.MM.303

85 t5 3FT-MM-30.1 Rcsearch Nlethodologl
85 l5 I00

4

4 I5 FT.MM-305 En trep reneu rship
Management

5C 4
(VC)

6 F'r-Mtvl-106

550 20+(4)

VC

15

Summer Internship

Total

:,- >\J9 22
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t, 1

100

C

4 3 ISupply Chain
Management and Retail
Manirgement

85 15I FT.MM-4OI

r00 J IIndustrial Marketing and
Sales Management

85 l5 12 FT.MM-402

85 l5 100 I 33 FT-MM-403 Sen,ices Marketing
VI anagernent

200 200 8

1

FT.MM-40,Id

505 FT-MM-405

Field Survey Presentation
And Viva Voce
Comprehensive Viva-voce

550

4
(vc)
20+(1)

VC

I

t00 I1.
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Examination Scheme

t. Each paper shall consist of 85 marks in External Exam and 15 Marks for

Internal Continues Evaluation.

2. Internal Continues Evaluation of 15 marks in each subject shall be as below(!4q!!!9.!9

can opt any one Scheme (scheme A orB) fo@:
Scruevr-A: Internal Assessment shall consist of two Internal Tests of 15 marks

each, out of which the higher of the two shall be considered the Internal Marks

obtained by the Student.

S c ur u e- B.' Assign m en t/Pa rticipation/Sem inar Presen tation/Attendance etc. of l5

marks

3. A Maxirnum of 2 papers in One Semestcr, he/she will be allowed to carty the same

in next semester (ATKT), and the candidate will be required to have to pass such

papers before the end of Fourth Semester Examinations. However, the candidate

fails in more than 4 papers in two semesters (2 papers in one semester) shall not be

allowed to avail the advantage of ATK'[.

4. If the candidate fails in more than 2 papers in One Sernester, he/she will be

declared Fail and he/she will not be given the advantage of ATI(T.

5. There shall be no ATKT in Foufth Semester.

6. The minimum passing marks in intlividual paper is 36'2, (inclurling End Term

Semester Exam and Internal Continues Evaluation) and 48%r marks in aggregate to

qualify the semester.

7. All the provisions as stated in MBA Ordinance No.27 of Vikram University are

applicable for the above program. In ace of any dispute / any matter (s) not covered

in the ordinance the decision of the BOS / of the Vice Chancellor shall be final.



6126

MANAGEMENT CONCEPTS & PR.OCESSES
(Fr-MM-101)

OBJECTIVES: The objective of this subject is to deliver the in-depth knowledge about
various concepts and processes of management to the students. It highlights the principles,
functions, responsibilities of the manager, provide them tools and techniques to be used in the

performance of the managerial job, and enable them to analyze and understand the

environment of the organization.
OUTCOMES: After cor-npletion of subject, the students will be able to understand the
various concepts, principles, functions and practices of management. Better understand the
key role of managers in an organization. Learn about coordination. decision making
concept and able to enhance their potential skills.
SUBJECT CONTENTS:

o Scientific Management Approach to Management, System Approach to
Management, Human Relations Approach to Management, Principles of
Management.

o The Concept of Planning, Process of Planning, Types of Plans,

Management by Objectives(MBo).
o Process of Organizing - Span of Management and Levels of Authority.

Delegation of Authority, Decentralization of Authority, Line and Staff
Organization.

o Nature & Process of Decision Making Group Decision Making,
Guidelines for E,ffective Decision Making. IVlanagement by Exception.

o Concept and Process of Management Control, Types of Control, Principles
of Controlling, Techniques of Management Control.

Suggested Readings:
Stoner and Freeman. Management. Prentice Hall. N. Delhi.

Koontz, O'Donnell &Wechrich, Essentials of Management- An International
Perspective, Tata McGraw Hill, New Delhi.

Peter F. Drucker, Management - Tasks, Responsibilities and Practice, Allied
Publishers, Ahmedabad.

Peter F. Drucker. The Practice of Management. Allied Publishers, Ahmedabad.

Massie, Essentials of Managernent, AITBS, New Delhi.

Terry and Franklin, Principles of Management, AITBS, New Delhi

O
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MANAGERIAL ECONOMICS
(FT-MM-102)

OBJECTIVES: The aim of this subject is to explain the nature and scope of managerial

economics, role and responsibilities of economists. Students will thoroughly understand the

law of demand, law of returns, market cornpetition, BOP, National Income and Cost Benefit
Analysis.
OUTCOMES: After completion of sub.lect, the students will be able to understand the

concepts of rnicro and macro economics and exposed to theoretical and practical aspects of
computation of BOP and National Income and other market competition dynamics.

SUBJECT CONTENTS:
o Nature and Scope of Managerial Economics, Fundamental Concepts in

Managerial Economics, Role and Responsibilities of Managerial
Economist.

o Law & Nature of Demand, Demand Deterrninants, Demand Forecasting,
Demand Function, Elasticity of Demand, Consumer Surplus.

o Law of Returns and Production Functions, Cost Concepts, Cost

Classifications, Economies and Diseconomies of scale, Cost-Output
relationships.

o Price-output decisions under different market conditions - Perfect and

Imperfbct Competition, Monopoly, Monopolistic Competition,
Oligopo ly. Non-Price Competition.

o Input- Output Analysis, Trade Cycle, Balance of Payments, Concept and

Measurement ofNational Incomc, Cost Benefit Analysis.

Suggested Readings:
Adhikary,M. Business Economics., New Delhi, ExcelBooks.

Varshney & Maheshwari, Managerial Economics, Sultan Chand, New Delhi.

Chopra, O.P., Managerial Economics, New Delhi, Tata Mcgraw Hill.

Keat Paul G & Philips K.Y. Young. ManagerialEconomics. Prentice Hall, New Jersey.

Koutsoyiannis, A. Modern Micro Economics, New York, Macmillan.

Trivedi M L, ManagerialEconomics, Tata McGraw- Hill, New Delhi.

Mehta P.L.. Managerial Economics : Analysis, Problems & Cases, Sultan Chand & Sons, New
Delhi. ,

Mathur, N.D.( 2010 ), ManagerialEconotnics, Jaipur:Shivant Book House

P
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ACCOUNTING FOR MANAGERS
(Fr-MM-103)

OBJECTIVES: The objective of this subject is to acquaint the students with basic concepts

of Financial Accounting. Financial Statement Analysis, Management Accounting, Budget and

Budgetary Control and HR Accounting. Further to develop understanding of Accounting for

Managers for Decision Making.
OUTaOMES: After completion of subject, the students will be able to understand the basic

concepts of Financial. Cost and Management Accounting. To prepare financial statement in

accordance to GAAp and to develop pracrical skills by analyzing the financiai statement as

decision making for the business.

SUBJECT CONTENTS:
o Financial Accounting - Concept, Nature, Scope and Importance ,

Generally Accepted Accounting Principles, Preparation of Financial

Statements.
o Financial Statement Analysis - Ratio Analysis, Funds Flow Analysis.

o Management Accounting Concept, Nature, Need, Scope and

Importance; Marginal Costing, Accounting for Decision Making, Break

Even Analysis.
o Budget and Budgetary Control, Types of Budget - Flexible Budget, Cash

Budget, capital Expenditure Budgeting, zerc-Base Budgeting.

o Responsibility Accounting. Value Added Accountirtg, Human Resource

Accounting, Inflation Accounting, Environmental Accounting

Suggested Readings :

U iktran & P K Jain, Management Accounting, Tata McGraw- Hill, New Delhi.

Bhattacharya S K and Dearden J. Accounting for Management : Text and Ca-ses, Vikas, New

Delhi.

Ashok Sehgal. Advanced Accounting, Taxmatrn Publication, New Delhi.

Hingorani, N L. and Ramanathan, A.R. Management Accounting., Nerv Delhi, Sultan Chand.

Sharma & Gupta, Management Accounting & FinancialManagement, Kallrxni Publishers, New

Delhi.

Jagdish Prakash & Nageshwar Rao "Prabandh Lekhankan"Prayag Pustak Sadan ,Allahabad

Ravi M Kishore, F inancial Management, Taxrnann Publication, New Delhi.

Vij, Madhu. Financial and Management Accounting. New Delhi, AnmolPublications.

Bliattacharyya," Financial Accounting" Prentice Hall of India Ltd, New Delhi

Kothari.Rajesh,Godha Abhishek," Management Accounting-Concept & Applications, Macmillan,

New Delhi

D
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ORGANI ZATIONA L BEHAVIOUR
(FT-MM-r04)

OBJECTIVES: The objective of this subject is to understand the hurnan behavior u'ithin the
organizational environn'rent so that they can irnprove their HR skills for attainment of their
goals.

OUTCOMES: After completion of subiect, the students will be able to understand and
apply the theories of OB under HR practices. Analyse the key issues relating to Human
elements such as Perception, Learning, Motivation and Leadership etc.

SUBJECT CONTENTS:
. Organizational Behaviour : Definition, Concept. Significance" [,evelof Organisational

Behavior, Managerial Skills Influencing OB
. Personality: Meaning. Determinants. Types. Theories of Personality- Trait Theory and

Fraud theory.
. Attitude: Definition, Meaning. Components of Attitude.
. Perception: Meaning. Elements, factors Influencing Individual Perception Process.
. Learning: Meaning, Effectiveness of Learning.
. Motivation: Meaning, Types. Theories of Motivation, Maslow's Theory of Need, Herzberg

Two factors Theory, Vroom's Expectancy Theory.
. Leadership: Meaning" Styles of Leadership, Theories of Leadership- Charisrnatic

Leadership Theory, -Trait Theory. Contingency Theory
. Management of Conflict: Meaning, Types, Sources, Levels, Process of Conflict.
. Group: Meaning, Types of Group. Group dynamics, Group Decision NIaking.

Suggested Readings:
Luthans Fred. Organisational Behaviour..New York, McGraw Hill.

Robbins S.P., OrganisationalBehaviour, New Delhi, PHI.

Mcshane &Vonglinow, Organisational Behaviour, Tata McGraw- Hill, New Delhi

Staw, B.M. Psychological Dimensions of OrganisationalBehaviour, Englewood Cliffs, New
Jersey, Prentice Hall Inc.

Davis Keith, Human Behaviour at Work, TMH, New Delhi

Pareek Uda i, Organ isationa I Behav iour, Oxford, IB H, Mumbai

Hersey Pauland Blanchard, Management of OrganisationalBehaviour, Prentice Hall of India,
New Delhi.

Uma Shekharan, Organisation Behaviour, TMH, New Delhi.

John W. New Strom, "Organisational Behaviour, Tata Mcgraw, New Delhi

D'
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BUSINESS AND LEGAL ENVIRONMENT
(FT-MM-10s)

OBJECTMS: The objective of this subject is to understand the laws related to business
environment activities which influences the corporate sector. To develop BLE focus and to
develop a practical approach towards Business legal framework among the students with
various lau's and practices.
OUTCOMES: After completion of'subiect, the students would be able to understand and
legal system or laws related to business activities. They will develop the relationship
between various laws and economic activities for the attainment of business goals.

SUBJECT CONTENTS:
o Business Environment:Nature, Scope and its relevance in Business

Decision Making,
o Political. Social, Cultural & Economic and Technological Environment.
o WTO Provisions, Trading Block. Industrial Ecology and Recycling

Industry. Industrial Pollution - Air. Water, Land Pollution and Business
ethics.

o The Indian Contract Act 1872, Essentials of a Valid contract, Void
agreements,

o Performance of Contracts & its remedies.
o The Sale of Goods Act 1930 : Formation of a contract, Rights of an

unpaid seller,
o The Companies Act,l956:Nature and Types of Companies, Formation,

Memorandum and Articles of Association,
o Prospectus, Allotment of Shares.

Suggested Readings:
Francis Cherumilam, Business Environment

Adhikari, M.. Economic Environment of Business

SampatMukerjee. Economic Environment of Business

Dwijendra Tripathi, Business Politics in India

Shukla M B,"Business Environment-Text &Cases"Taxnrann .NewDelhi

Gupta, D., Indian Government & Politics

Ruppuswamy, 8., Social Changes in India

N D Kapoor, Mercantile Law, Sultan (lhand, New Delhi.

Charvla, Bhasin & Garg, Mercantile Law. Kalyani Publishers, New Delhi

Ramaiya. A.Guide to the Companies Ar;t. Nagpur, Wadhwa.

V S Datey, Business & Colporate Laws. Taxmanrr, New Delhi

a
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HUI}IAN RESOURCE MANAGEMENT
(FT-MNr-201)

OBJECTIVES: The objective of this subject is to help ttre students to understand thc various dimensions of
Human Resources which can be connected to HR Dynarnics/concepts and helpful in formulating the HR
policies and practices..
OI-ITCOMES: After completion of subject, the students would be able to understand the theories/ concepts
and HR practices covered under the field of HRk{. Understand the differences between training and
development, selection and recruitment, role of HR manager etc.

SUBJECT CONTENTS:
. Introductior.r: Concepts and Functions of Human Resource Managernent, Role of Human

Resource Managers, Meaning and Process of Human Resource Planning, Jcb Analysis.
Job Evaluation: Meaning, Objectives and Methods of Job Evaluation. Wage, Salary and
Employee Benefits: Meanirrg of Wages/ Salary. Mininrum Wages. Fair Wages and I-ivingo Wages. Meaning and Description of Fringe Benefits (Fringes / Employee Benefits /

o Perquisites), Meaning and Types of Incentives. Factors Affecting Fixation / Revision
of Wages / Salary and Fringe Benefits, Methods of Wage Fixation / Wage Revision, Methods
of Wage Payment, Meaning of Bonus and Objectives of Paying Bonus.

o Employee Recruitment: Meaning, Sources and Methods of Employee Recruitment. Employee
Selection: Meaning and Process of Scientific Methods of Employee Selection. An Overview
of Various Tests and Interview Methods for Employee Selection. Process of Induction of the
New E,mployees.

o Training and Developnrent: Meaning of 'lrairring and Developmerrt. Process of Enrployee
Training. Methods of Training Need ldentification, Methods of Training Delivery. Need and
Methods of Training Evaluation, Meaning arrd Goals of HRD, An Overview of'Various sub-
systems (Process Mechanisms of HRD), Inter linkage of Various HRD Sul.-systems.

o Perfbrnrance Appraisal:Meaning, Objectives, Process and Methods of Performance Appraisal,
Errors in Perfornrance Appraisal.

o Trade lJnionisnr: Meaning of Trade Union, Registration and Rights of Trade Unions. An
Overview of Trade [Jnions in India.

o Industrial Relations: Meaning of Industrial Relations and Industrial Disputes. Reasons for
Industrial Disputes in India, System of Prevention and Settlement of Industrial Disputes in
India.

o Grievance Handling: Meaning and Causes of Grievances. Process of Grievance Handling,
Model Grievance Handling Procedure.

o Management of Discipline: Meaning of Misconduct, An Overview of Various forms of
Misconduct, Procedure of Conducting Domestic Inquiry against Indiscipline Empioyees.

Suggested Readings:
Aswathappa, K. Human Resource and Personnel Management Tata McGraw Hill, New Delhi. De

Cenzo, D.A. & Robbins S P. Human Resource Management, New York, John Wiley.

Ivancevich, Human Resource Management. TMH, lJew Delhi.

Holloway, J. ed. Performance Measurement and Evaluation. New Delhi, Sage.

Rao and Das R.P., Cases in Human Resource Management. Himalaya Publishing House.
Monappa. A. &Saiyadain M. Personnel Management., New Delhi. Tata Mc-Graw Hill.

Rao V.S.P.. Human Resource Managemerrt. Text and (iases, Excel Books, New De!hi,

Dwivedi. R.S. HRM in Indian Organisation, New Delhi, Galgotia.

Pareek, Udai. Designing & Managing Human Resource System. New Delhi, Oxford Putr. Co.

Stone. Lloyed and Leslie W.Rue, Hunran Resource and Personnel Managernent Richard D. Irwin.
I-llionis.

a>
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FINANCI,A,L MANAGEMENT
(Fr-MM-202)

OBJECTIVES: The objective of the subject is to understand the concept s of Business
Finance and it also aims at learning of financial tools and developing the skills of financial
analysis and flnancial decisions.
OUTCOMES: After completion of the subject, students will be able to understand the
theories/ concepts of Financial Management, sources of finance and to make financial
decision. To analyse the financial statements through CFS, FFS and Ratio Analysis.
SUBJECT CONTENTS:

" Financial Management: Nature, Scope and Objectives, Finance
Functions, Profit Maximization v/s Wealth Maximization,
Financial Forecasting. Retail Finance and its importanoe.

. Leverages: Operating, Financial and Combined Leverage;
Investment and Capital Structure Decisions; Payback period,
Accounting Rate of Return, Internal Rate of Return and Time value
of money methods.

. Cost of Different Sources of Raising Capital; E,quity Capital, Debt
capital. Retained Capital, Preference Capital. Term Loan and Lease
Financing. Optimum Capital Structure.

. Factors Influencing Dividend Policy. Dividend Theories, Forms of
Dividend Policies, Types of Dividend, Dividend Payment Practices
in India.

. Management of Working Capital - Concept of Working Capital,
need and influencing factors, Estimation of Working Capital,
lnventory and Receivables Management.

Suggested Readings:
Hampton, Joltn. Financial Decision N'laking. Englewood CIiffs, New Jersey, Prentice Hall
Inc.

Van Horner, James C. Financial Managerurent and Policy, New Delhi, Prentice Hall of
India.

Ross, Westerfreld & Jordan. Fundamental of Corporate Finance. TMH. New Delhi.
J.C. Van Horne, Fundamentals of Financial Management, PHi, New Delhi.
Weston Brigham. Marragerial Finance. McGraw Hill, New York
LM. Pandey, Finarrcial Management. Vikas Pub.House, New Delhi.
P. Chandra. FinancialManagement. TMH, New Delhi.
Khan & Jain, Basic Financial Managernent, TMH, New Delhi
Ravi M Kishore. FinancialManagement, Taxmann Publication, New Delhi.
Maheshwari, S.N., FinancialManagement, Principles & Practices, Sultan Chand & Sons,
New Delhi.
Rajesh Kothari & Bobby Dutta, Contemporary FinancialManagement, Macnrillan, New
Delhi.

D
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MARKETING MANAGEMENT
(F'T-MM-203)

OBJECTIVES: The objective of this subject is to impart the students' exposure of modern
marketing concepts, tools. and techniques, and help them develop abilities and skills required
for the perforrnance of marketing functions.
OUTCOMES: After completion of the subject, students will be able to understand the
dimensions of marketing with using management in to the business. Correlate the marketing
theories with practical situations. Develop ne'r/ marketing mix strategies for the up-coming
market.
SUBJECT CONTE,NTS:

o I\tlarketing: Concept. Nature and scope. Marketing Environment
o Marketing Infbrmation & Research, Market Segmentation and

Targeting, Buying Behaviour. IJnderstanding Consumer & Industrial
Markets

o Product Decisions, Pricing Dec;isions (Elementary idea Only).
o Channel Management, Promotion Management (Elementary idea Only).
o Marketing Control. Specific Marketing Issues : Rural Marketing, Retail

Marketing, Marketing of E,-Business, Consumerism, Globalisation.

Suggested Readings:
Philip Kotler. Marketing Management Analysis. PHI, New Delhi.

Stanton & Futrell. Fundamentals of Marketing, McGraw Hill, New York.

McCarthy, Basic Marketing, UniversalBook Seilers, New Delhi.

Philip Kotler & Armstrong Jr., Principles of Marketing : PHI, New Delhi.

Rajiv Lal, Quelch &Kasturirangan, Marketing Management- Text and Cases, TMH, New Delhi.

Czinkota&Kotabe, Marketing Management, V ikas Publications, New Delhi

Jayachandram S, Marketing Management, Text & Cases, Excel Books, New Delhi.

Suresh K. Green Marketirrg, ICFAI Lrniversity Press, Hyderabad.

Saxena Rajan, Marketing Management. Tata Mcgraw Hill, New Delhi.

D



t4126

PRODUCTION AND MATERIALS NIANAGEMENT
(FT-MM-204)

OBJECTIVES: The objective of this subject is to help the students to understand the
concepts of production function. inventory control, qualiry control a.nd application of technical
models and techniques fbr solving production/materials management related problems.
Encourage the learners with brain storming new product design ideas.
OUTCOMES: After completion of the subject, students will be able to understand the basic
functions and their applications of production. Practical approaches to Plant iocation, layouts,
product design, capacity planning. materials purchase/classification/codification decisions and
processes. Develop new production ideas w.r.t. Startups/I\4SMEs and apply TQM practices.
SI]BJECT CONTENTS:

o Nature, Significance , Scope ,Role ,Functions of Production Management,
Relationship with other Management Functions, Different Production
Systems

o Plant Location, Plant Layout, Product Design & New product
Development. Capacity Planning Process &Decisions.

o Scheduling and Sequencing - Conceptual Framework. Industrial Safety
Management. Waste Management and Scrap Disposal, JIT Approach.

o Materials Management - Principles, Value Analysis, Variety Reduction,
Material Handling, Classification and Codification.

r Work Measurement Techniques - Work Study and Method Study-
Conceptual Framework of Statistical Quality Control (SQC) & TQM,
Maintenance Management. TPM.

Suggested Readings:
Adanr, E E& Ebert. RJ. "Production & Operation Management., New Delhi, PHI.

Amrine Harold T. etc. Manufacturing Organisation and Management Englewood Cliffi, New
Jersey, PHI Inc.

Buffa. E.S. Modern Production Management, John Wiley (New York).

Chary S.N. Production and Operations Managernent, New Delhi, TMH.

Dobler, Donald. W & Lee Lamar "Purchasing & Materials Management, New York, Mc Graw
Hill.

Dilworth, James B. Operations Management : Design, Planning & Control for Manufacturing &
Services, Singapore, Mc Graw Hill.

Moore, FG & Hendrick. T.E. - Production / Operations Management, Honnewood, Illinois. R.D.
Irwin.

Manocha R.C., Production and Operations Managenrent, Excel Books, New Delhi.

Du



15t26

COMMI-INICATION SKILLS
(FT-MM-20s)

OBJECTIVES: The objective of the subject is to help the students to acquire the basics of
interpersonal communication. business communication and soft skills" so as to irnprove their
cornmunication skills and ability to understand others along with the personality development
as per the requirernent of the corporate world.
OUTCOMES: After completion of the subject, students will be able to understand and
eff-ectively communicate u,ithin/ out of the organizations. To make capable use of basic
fbrmats of- business writing letters/ reports/ proposals.
SUB.IECT CONTENTS:

o Importance and Nature of Business Communication, Process of
Communication Channels and Media of Communication, Communication
Networks, Effectiveness of Communication.

o Barriers and Gateways in Communication; Written Communication;
Writing Business Reports, Resume Development.

r Communication in meetings, Oralpresentation skills, Public speaking,
Fac ing Job-Interviern,.

o Listening Skills, Conversation Skills, Non-verbal Communication, Legal
aspects in Business Communication.

o Feedback Skills, Counseling Skills, Negotiation Skills, Communication
on Disciplinary Matters.

Suggested Readings:
Bowman, Joel P and Branchaw, Bernadine P. "Business Communication : Fi'om Process to
Product". Dryden Press, Chicago.

Rao,Nageshwar and Das R.P."Communication Skilis" Himalaya Publishing House, Mumbai

Kittv O- Locker, Business & Administrative Cornmunication, TMH, New Delhi.

Murphy, Herta A and Peck. Charrles E. "Effectirze Business Ccmmunications", Tata McGrarv
Hill. New Delhi.

Pearce, C Glenn etc. "Business Communication : Principles and Applications", John Wiley, New
York.

Mehta D and Mehta N. K"A Handbook of Conrnrunication Skills Practices" Radha Publications
,New Delhi

K.K. Sinha, Business Communication, Galgotia- Publishing House, New Delhi.

Mehta N.K., Mehta, D., Malviya R.N., Communication Skills, DPS Publishong [Iouse ,New Delhi
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RURAL AND AGRICULTURAL MARKETING
(FT-MM-301)

OBJECTMS: The objectives of this sulrject are to expose the students to various aspects of rural and
Agricultural marketing as an integral part of marketing management. and developed an understanding of
rural and agricultural issues with emerging scenario.
OUTCOMES: After completion of the subject, students will be able to understand the Rural Marketing
and agricultural marketing Scenario and equipped them with conceptual and practical dimensions of this
super specialty base marketing subject from their career prospective.

SUBJECT CONTENTS:
o Rural Marketing - Concept, definition, impoflance. nature and scope of rural nrarketing. Problerns

in Rural Marketing, Rural Market Structure: Demographic Environment, Physical Environnrent,
Econonric Environnrent, Political Environment, Technological Environment, Size of rural rnarket.

o Rural Economy: The Economic Scenario in Rural India, the rural economic structure, rural
occupation pattern and ernployrxent strllcture, income and consurnption, rural iufrastrucfure and
govenlnrent policies, sources of rural finance, Rural Consumer Behavior: Factors affecting
consuurer behavior. characteristics and Psychology of rural consumer.

o Product, pronrotion. branding and packaging, Distribution in the rural markets, fypes of rural
channels, selection and managenrent of channels, thctors influencing channel decisions, retailing,
transportat ion, warehorrs in-e.

o Agriculture Marketing: Concept. Definition. Nature and Scope, characteristics of AGRI.
Marketing, Components of Agri Marketing, Agri Packaging and Packing, Types of Agri Materials
for Packing, Marketing of Seeds. Manure. Fertilizers, Pesticides, Feeds for Live Stock, Farming
Equiprnents and Chenricals, Rural and agri rnarketing strategies - Market segmentation,
Positioning, Coverage basic four Ps of ruraolmand Agri marketing

o Innovation in Rural and Agri Marketing: Role of Innovations, Inrportance o flnfonnation and

Communication Technology (lCT) in rural distribution, Cooperative Marketing and Elnergence of
Organized Retailing in rural markets, Ploblems and challenges in rural and agri Marl<eting

SUGGESTtrD READINGS:
CSG Krishnanracharyulu and Lalitha Ramakrishnan (2000). Rural Marketing-Text andCases, Singapore:
Pearson Education Asia. Ist Edition.
T.P.Gopalswamy (1998). Rural Marketing - Environment Problems and Strategies, Wheeler Publishing.
R.V. Badi and N.V. Badi, RuralMarketing, Himalaya Publishing House, First Edition, Mumbai,2004
Pradeep Kashyap and Siddhartha Raut, The Rural Marketing Book, Biztantra, New Delhi, Revised
Edition. 2008
S.L. Gupta, Rural Marketing, First Edition, Wisdom Publ ications, Delhi, 2004
O.S. Shrivastava, RuralMarketing, Quality Publishing Company, New Delhi,2004
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MARKETING AND CONSUMER PERCEPTION

(FT-MM-302)

OBJECTMS: The objectives of this subject is to impart the understanding of various
aspects of Advertising and Consumer Behaviour and their applications in the market as an
integral part of marketing management, and developed an understanding of the importance of
advertising to discover the different approaches of consumer behavior.
OUTCOMES: After completion of the subject, students will be able to understand the
behavior of consurners towards the products or services and the impact of advertising in the
change of consumer behavior tovlards their taste and preference.
SUBJECT CONTENTS:

o Nature. Scope and Significance of Advertising, Legal, Ethical and Social
Aspects of Advertising.

o Advertising: Types of Media, I\{edia Planning, Media Selection and

Strategy. Creative Advertising, Advertising Planning and Strategies.
o Introduction to Consumer Behaviour, Consumer Buying Behaviour,

Consumer Behaviour and Marketing Strategl,.
o Factors in the study of Consumer Behaviour: Lifestyle, I\4otivation,

Attitude. Learning, Perception and Personality. Family, Groups. Social
Class and Clultural Influence on Consumer Behaviour,

o Various Buying Behaviour Models^
o Application of Consumer Behaviour. Issues in Formulation of Different

Marketing Strategies.

Suggested Readings :

Manendra Mohan, Advertising Management, TMH. New Delhi.

Aaker, Batra and Myers, Advertising Managenrent, Prentice Hall of India, New Delhi.

Norris, Advertising Management, Prentice Hall of India, New Delhi.

B.S. Rathore, Advetising Management, Himalaya, Mumbai.

Consunrer Behaviour, Peter D. Bennet and H.H. Kes.

Kazmi & S.H.H. & Batra Satish, Consumer Behaviour, Excel Books, New Delhi.

Fundamentals of Consumer Behaviour, Douglas W. Meuot, Jr.

Consumer Behaviour, Walters and Paul, McGraw Hill, New York.

Consuurer Behaviour, Shiffinan, L.G. & Kanuk, L.L., PHI, N Delhi.
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BRAND IDENTITY MANAGEMENT
(Fr-MM-303)

OBJECTMS: The purpose of this sub.iect is to make familiar the students with the concept of
Product &Brand Managemerrt in the context of promoting products and services. Brand management
is one of the integral part of the rnarketing management and the organizations are very much
concerned about their brand inrage management.
OUTCOMES: After completion of the subject, students will be able to understand the strategies used
by the conrpanies to develop their product or services in converting of the brand and how does it
manage by the different management concepts.

SUBJECT CONTENTS:
o Product: Definitions & Featrlres. Product Levels, Classifrcation of

Products, Individual Product Decisions. Difference between Consumer
Products and Industrial Products, Consumer Adoption Process, Product
Differentiation

o New Product Development: Factors Contributing to a new Product
Design, New Product Development Process. Product Life Cycle, Factors
Affecting Product Mix. Product Mix Strategies, Product Positioning

o Brand Elements: Classification of Brands. Brand Identity,. Brand Image,
Brand Personality, Brand Architecture, Brand Equity, Brand Loyalty
Pyramid, Brand Equity, Factors Influencing Brand Equity, Different
Methods of Brand Equitl,Measurement, Brand - Customer Relationship.

o Successfi.rl Brands: Characteristics of Successful Brands, Brand Strategies,
Consumer Perceptual Space& Clutter, Brand Positioning, Brand
Extension Strategies. Brand - Product Relationship, Brand Revitalization.

o Other Branding Issues: Concept and characteristics of Industrial Brands,
Brand Building Issues in Services. Concept of a Retail lJrand ,Key Issues

in Building Retail Brands, Classification of Retail Formats, Ethics in
Branding and Retailing, Marketing Research in Prodtrct and Brand
Management Areas

Suggested Readings :

Subroto Sengupta,. Brand Positioning, PHI. Neu'Delhi.
S. A. Clhunawal la,. Product Manage ment, H ima i aya, Mumbai,
Aaker. David A., , Managing Brand Equity. PHT, New Delhi.
Steward. P : Building Brands Directll'. London Macmillan.
Murphy. John A. Brand Strategy, Canrbridge. The Director Books.
Kapferer. J.N. Strategic Brand Managenrent. New York (Freepress).

Czerniawski. Richard D. & Michael W. Maloney, Creating Brand Roi'alty. AMACON'I.
Cowley, Don - Understandiltg Brands, London, Kogan.
Shrivastava, R.K., Product Management & New Product Development, Excel Books, New Delhi
Verma, Harsh, Brand Management, 'fext & Cases. ExcelBooks, New Delhi.
M. Govind Rajan, Industrial Marketing Managenrent, Vikas Publishing House Pvt. Ltd., New
Delhi.
Francis Cherunilarn - Industrial Marketing , Himalaya Publishing House, Mumbai. l8
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RESEARCH METHODOLOGY
(Fr-MM-304)

OBJECTIVES: The objective of this subject is to equip the students with tl're concept and
methods of Research Methodology. The students will be able to plan. design and learn
business research planning using scientific methods
OUTCOMES: After completion of the subject, students will be able to understand the
concept of research methods/research test types and their applications into the business for
research and development.
SUBJECT CONTENTS:

o Concepts of Research, Scientific Approach to Resea.rch, Types of Social
Science Research, Research Process and Planning for Research, Defining
Research Problem. Research Designs.

o Sources / Methods of Collecting Primary and Secondary Data, Schedules
& Questionnaires, Interview, Observation, Scaling Techniques etc.

o Methods of Data Analysis: Application of Mean, Mode, Median,
Geometric Mean, Harmonic Mean, Coefficient of Correlation, Regression
Analysis, ANOVA Analysis, t-test, z-test, f-test, chi-square test.

o Research Report Writing. Elementary Idea about Statistical Software
Packages

Suggested Readings:
K.R. Sharnra. Research Methodologl,, National Publishing House, Jaipur.

Kothari.C.R., Research Methodology, Vishwa Prakashan , Delhi
Bannerjee,S & Roy R"Fundamentals of Research Methodology" Kitab Mahal .

Allahabad Asthana BN" Elements of Statistics" S Chand. New Delhi.

D



20t26

ENTREPRENEURSHIP DEVELOPMENT

(Fr-MM- 30s)

OBJECTIVE: TLre aim of this subiect is to provide the insight knowledge about
entrepreneurship and make students familiar with entrepreneur's traits, Qualities Business
startup/MSMEs issues and prepare business plans accordingly..
OUTCOMES: After completion of the sub.iect, students u'ill be able to understand the
basic concept of entrepreneurship u,ith rnore realistic examples. The can apply the
theoretical knowledge as entrepreneurs with their practical business plan and startup
approach.
SUBJECT CONTENTS:

o Concept of Entrepreneurship. Process of Entrepreneurship. Entrepreneurial Motives.
Enablers of Entrepreneurial Intentions. Entrepreneurial Competencies.
Characteristic Features of Corporate Entrepreneurship. Differences between
Entrepreneurship and Intrapreneurship.

o Concept of Social Entrepreneurship. Differences between Normal Entrepreneurs
and Social Entrepreneurs. Need and Benefits of Social Enterprise. Differences
between Social Enterprises and Social Responsibility of Business. Ethical Issues in
Entrepreneursh ip.

o Benefits of Women Entrepreneurship Status of Women Entrepreneurship.
F)ntrepreneurship. Challenges in Women Entrepreneurship. Barriers and
Fac i I itators of Wornen Entrepreneursh ip.

o Relationship among Creativity. Innovation and Entrepreneurship. Environmental
Scarrning for New Venture Creation. Developing Business Plan tbr ].lew Venture

Creation. Market Orientation and Marl<eting Skills for Entrepreneurs. Marshalling
Resources for New Venture Creation.

o Characteristic Features of Family Business. Advantages of Family Business, Problenrs

in Managing Family Business. Global Opportunities for Entrepreneurs.

Suggested Readings:
o Raj Shankar - "Entrepreneurship Theory anC practice". V,jay Nicole Imprints Pvt td, Chennai

2012

o Kuratko. F.D. & Hodgetts. M.R.. "Entrepreneurship Theory, Process, Practice (6thed), Thomson South

Western Pub,S ingapore.

o Desai Vasant , " Dynamics of Entrepreneurship Development and Managernent, Himalaya Pub

House,Mumbai,2008.

o Khanka,S.S. , "Entrepreneurship Development," S.Chand and Co.Ltd, New Delhi, Revised Ed,

2012
o Mohanty.S.K., "Fundamentals of Entrepreneurship", PHI Learning Pvt Ltd, Delhi, 2012.

o Proceedings of EDI ,,s of Xth Biennial Conference on Entrepreneurship, Vol.I&lI, Bookwell

Publishers. Delhi.(20 I 3)
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SUMMER INTERNSHIP
(FT-ST-306)

OBJECTIVES: The objective of the sumnrer internship program is to encourage the skills
development of N,{BA (Marketing Management) students in Marketing related functional
areas.To encourage practical thinking and application of management/ functional knowledge.
OUTCOMES: [,ive direct/ hands-on, on the spot field exposure with the different formats of
business organizations. Helpfi:l in developing problem solving approach, innovative thinking
in all possible formats of organization, backed-up with improvement in communication and
presentation skills as well as appropriate understanding of team work approach.

SUBJECT CONTENTS:
Summer Internship is mandatory to encourage the skills development of MBA Students (in all/any
specialized tilnctional area(s). In orcler to encourage practicalthinking and application of Management
knowledge (knowledge of Business Ethics and Social Responsiveness, Critical Thinking Business
Analysis. Problem solving and Innovation. Business E,nvironment and Domain Knorvledge, Effective
Communication Leadership and Team Work), Student shall be required to undertake 6-8 rveel<s

practical training in an Organization (lrrespective Of Size) connected with Industry/Trade or
Comnrerce, NGO, Social Work, any Government bod1,/TVISME/SSf/Business/Partnership Firm/ Sole-
Proprietor Firm, Stanup /Service Sector/Any other type of Private sector organization / Undertaking /
Business Enterprise / Franchisee/Business House/Export House etc. The student shall be soiely and
purely assessed/evaluated only on the basis of perfbrmance of presentation based on Practical
thinking/ Application of Management Knowledge/ CommunicationA.,legotiation/Managerial skills
learnt during training/internship. This Oral Presentation shall constitute as a paft of the MBA Full
Time III senlester examination and shall carry 50 marks.
The Assessment/ Evaluation will be done by'a PaneI of Examiners comprising Head/Director of the
institute and One Internal Faculty to be appointed by the Director ofthe Institute in case of University
Department and HeadiDirector of the institute and One Internal External Faculty to be appointed by
the Examination Committee of the University'.

The student shall be required to submit a Self Declaration Form certiffing his/her of completing the
Summer Internship as per the directions stated above. It shall be the sole responsibility of the student
as regards truthiness of the Certificate and Institute and Director (Head)/ Faculty o1'the Institute
(Department) shall in no rvay be responsible for it. If at any stage the Self Declaration given b1,the
candidate is tbund false/untrue, appropriate measures as provided in the Rules / Regulations of the
University shall be taken. It a student fails to undergo the Summer Internship and appear in
Presentation. he/she will be awarded ATKT in the above Subject.

In case of special circumstances / natural calamities / pandemic condition. offline / onlinc summer
internship / sunrmer internship presentation mav also be arranged i conducted subject to the approval
of conrpetent authority

,u
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SUPPLY C}IAIN MANAGEMENT AND RETAIL MANAGEMENT
(FT-MM-401)

COURSE OBJECTIVE:
The course is designed to explain basic theory and techniques of logistics and RM to examine the issues and
problems associated with logistics in a changing business environment, and to show how logistics can improve
an enterprises effectiveness and competitiveness. Student would be encouraged to use computer software
packages for problerr solving.
OUTCOMES :

Expected outcome is to provide the students exposure to SCM and RM Concepts and practical Knowledge of
Ernerging trends tc help thern develop skills and abilities required to manage SCM issues and Retail Outlets /
Mall nranagernent.

COURSE CONTENTS:
o Introduction to SCM: Concepts, Definition nature and scope of SCM, Characteristics of' SCM,

Imporlance of SCM, Components of SCM.
o Conceptual franrework of Logistics systenl analysis and design, Warehousing and distributing centers.

their location; Modes & Characteristics transportation systen'rs. facilities and services, Key issues and
practices involved in SCM.

o Conceptual framework of Dispatch and rt'ruting decisions and models, Inventory management

decisions. Logistics audit and control, Packaging and materials handling. Emerging trends in
International logistics management.

o Retail Management: Concept, definition &Meaning of Retail and Retailing, Types of Retailers,
Various types of retail folmats, The Strategic Retail Planning Process, Shopping Trends in Indian
Retail Market and Rural Retailing scenario in India, HR Planning and Issues in Retailing.

o Location Selection / Strategies tbr Retail Outlets / Mall Management: Factors Influencing Retailer's
Choice of Location. Types of Location Site and Retail. Retail Location Strategies, Factors Affecting
the Location of Retail Outlet, Retail Location R.esearch and Techniques. Retail Organization Designs
and Structures. Meaning of 'Franchising'. Franchise Market. Franchising in India, Growth Potential,
Trends for Indian Franchising, Mall Managernent: Factors or Parameters Affecting the Success of
Malls, Size and Practices in Few Well knowrr Indian and Overseas Malls.

SUGGESTED READINGS:
Suja Nair (2006). RetailManagement, Mumbai: Himalaya Publishing House.
Ogenyi Omar (1999). Retail Marketing, London: FT Pitrnan Publishing.
Ballau. Renald H (1992). Business Logistics Management, Englewood Cliff3, New York: Prentice Hall Inc.
Beal K. (1990). A Managernent Guide to Logistics Engineering, U. S. A. Institute of Production Engineering.
Benjamin S. B. (1996). Logistics Engineering and Management, Englewood Clift's, New York: Prentice Hall
Inc..
Bowersox, D J and Closs. D. J. (1986). Logistics Management: A system Integration of Physical Distribution,
New York: MacMillan.
Christopher. M. (1992). Logistics and Supply Chain Management: Strategies for Reducing Costs and

Improving Services, London: Pitsnran.

James C.J. and Wood, Donald F. (1990). Contemporary Logistics. New York: Macmillan.
Shapiro, R. (1995). Logistics Strategy: Cases and Concepts, St.Paul, West.
B. S. Sahay (1994). Supply Chain Managenrent, New Delhi: Wheeler.
Barry Berman and Joel R. Evans (2002). Retail Management: A Strategic Approach. New Delhi: Pearson

Education.
M. V. Kulkarni (2005). Retail Marketing Management, Pune: Everest Publishing House.
Dunne Lusch. Retail Management. Cengage Learning India Pr4. Ltd., New Delhi, 2002.
A Shiva Kurnar, Retail Marketing, Excel Books, New Delhi, 2007
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INDUSTRIAL MAR.KETING AND SALES MANAGEMENT
(l-r-MM-402)

COURSE OBJECTIVE:
The objectives of this subiect are to expose the student to various aspects of Industrial Marketing and Sales

Management and develop salesmanship abilities from marketing / selling prospective.
OUTCOMES
It will help in exposing the various aspects of IM as r.r'ell as personal selling and harness their abilities in the
real life marketing / selling situations.

COURSE CONTENTS:
. The nature and concept. scope and characteristics of IM: Industrial Vs Consumer marketing,

econonrics of inclustrial demand. Resellers niarketing. Organizati,rnal Custonrers, Governmental
agencies. Institutions. Classifying Industrial Products. Characteristics of organizational procurement.
Personal Selling: The Role of personal selling in rnarketing mix. The personal selling process, Personal

selling objectives, Types ofSales Jobs.
. Strategies for Managing the Industrial Marl<eting Environment. Concepts and Models of

Organizational Buying Behaviour, Buying center involvement and interaction patterns, joint decision-
making, conflict and resolution in joint decision rnaking, The buying committee, supplier choice and

evaluation. Green / environmental initiatives undertaken in IM.
o The strategic planning process in industrial marketing bases for Industrial maiket Segmenting, Target

Marketing and Positioning. Formulating IM channel strategies: Marketing channel participants,
Formtrlating the IM Pronrotion, advertising and communication strategies. Pricing Negotiatiorrs in IM.

o Meaning. objectives. Nature and Scope of Sales Management, Buyer - Seller D1'ads, Theories of
selling - AIDAS Theory, "Riglrt set of circumstances" Theory, "Buying Formula" Theory, and

Behavioural Equation Theory of selling.
. Sales and Territory Planning : Sales Organization, Sales Forecasting, Sales Budgeting. Territory

Design and Setting Quotas. Operational Sales Managernent: Selection, Training, Motivation,
Compensation and Types of Sales incentives / Commissions Evaluation and Controlling Methods of
Sales tbrce Management. Conflict and Competition.

SUGGESTED READINGS:
Robert R.Reeder, Edward G.Brierty, and Betty [{. Reeder. (1998). Industrial Marketing, Analysis, Planning

and Control, New Delhi, Edward, PHI, 2nd Edition.
Krishna K. Havldar' (2002). Industrial Marketing, Tata Mc Graw Hill, Delhi,
Philip Kotler, Principles of Marketing Management. New Delhi, Prentice Hallof India, Millennium Edn. 1998.

Cundi{T and Govni, Sales Managenlent - Decisions. Strategy and Cases, New Delhi: Prentice Hall of India,
199',7.

Michael H. Morris (1992).lndustrial and Organizational Marketing, New York, Macmillian, 2nd Edition.
Watuba R. Thornas ., Sales Management-Texts and Cases, Business Publication Inc.
Johnson, Kurtz and Scheving (1994). Sales Managenrent, Concept Practice and Cases, McGrau, Hill NY.
S. L. Gupta (2000). Sales and Distribution Management, New Delhi: Excel.
F. L. Lobo (1998). Sales and Distribution Management. Neu,Delhi: Global Business Press.
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SERVICES MARKETING MANAGEMENT
(Fr-MM-403)

OBJECTMS: The objective of this subject to make understand the concept of marketing and

service and also provide the exposure various marketing strategies and how to formulate it in the field
accordingly.
OUTCOMES: After completion this subject. the students will be able to understand the basic concept

of service and marketing. They will be able to develop the various marketing strategies/ marketing
mix in service marketing. branding and advertising as marketing tools.

SUBJECT CONTENTS:
o Concepts. Nature, Emergence. Growth and Importance of Services,

Challenges in Marketing oi'set'vices. Sen,ice Classification.
o Marketing Framework for Service Business, Understandings Service

Market, Services and Consurner Behaviour in Market ot' Services,

Segmentation, Targeting and Positioning of Service Marketing.
o Marketing Mix in Service Marketing. Advertising, Branding Issues of

Services. Relationship Marketing, Retail Marketing.
o Marketing Information S1'stem and Marketing Research in Service

Marketing. Strategies for Services Marketing, Designing of Service
Strategy.

o Service Vision. Issues concerning Service quality and Quality Models.
o E-Marketing and Marketing of Services in Various Business At'eas.

o Development of Service Market in Indian Business.

Suggested Readings :

Lovelock, Christopher H. Managing Services : Marketing Operations artd Humatt Resources.

Englewood Cliffs, New Jersey, Prentice Hall Inc.

Lovelock. Christopher H. Service Marketing. Englewood Cliffs, New Jersey, Prentice I{all Inc.

McDonald, Malcom and Payne, A. Marketing Planning for Services. Butterworth, Heinemann.

Nargundkar R and T.K. Panda, Managing Customer Relationship in Service Industries, Excel
Books, New Delhi.

Bhattacharya C, Service Malketing, Excel Boolis. New Delhi.

Newton M P Payne, A. The Essence of Service Marketing. New Delhi, Prentice Hallof India.

Verma, H V. Marketing of Services. New Delhi, Global Business Press.

Zeithaml, V A and Bit MBA SYLLABUS 20ll6-18 (CBCS)ner, M J Services Marketing. New York,
McGraw Hill.
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FIELD SURVEY PRESENTATION AND VIVAVOCE
(Fr-MM-404)

The student will be required to make detailed survey on the topic related to Media
Management. This will be Field Survey and may consist of Working in and On Any
BusinessNon Business Organization, Study of Phenomenon, Related topic and survey.
After completion of the Field Survey, the student is required to make presentation of
the Field Survey done. The survey presentation will be presented for assessment before
the Assessment Committee consisting of a Panel of Head of Department and One
Internal Faculty in case of University Department and Head/Director of the Institute
and One External Examiner to be appointed by the Examination Committee of the
University, in case of All Affiliated Colleges of the University.

COMPREHENSIVE VIVA-VOCE
(FT-MM-40s)

The Cornprehensive Viva-Voce shall be based on the subjects taught in the MBA Course to assess conceptual
as well as personality based communication skills/ behavioral competence of the students, so as to evaluate the

subjects taught in the entire two year program.
OUTCOME: Extensively beneficial in the assessment of students' decision making skills, interview skills,
and face to face effective communication skills and understanding their domain knowledge testing. Helpful
in encouraging their application testing abilities of theory with conceptual clarity.
The Comprehensive Viva-Voce Examination would assess the theoretical, practical as well as

behavioral competence of the candidate. The evaluation is panoramic covering the sub.iects taught in
the entire two-year program to examine the managerial skills the candidate is supposed to possess.

T'he Assessment/ Evaluation will be done by a Panel of Examiners comprising Head/Director of the

institute and One Internal Faculty to be appointed by the Director of the Institute in case of University
Department and Head/Director of the institute and One Internal Extemal Faculty to be appointed by

the Examination Committee of the University.

In case of special circumstances / natural calamities / pandemic condition, offline / online

Comprehensive viva-voce may also be arranged / conducted subject to the mutual consent of external

examiner / internal examiner. aS per directives issued time to time.


