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	3rd Semester

	Marketing Specialization

	Course  Code
	Course Name
	WCH

L-T-P
	Credits

	MB-T-MM-306A
	Consumer Insights & Customer Analytics
	3-0-0
	4

	MB-T-MM-307A
	Sales,  Distribution & Supply Chain Management
	3-0-0
	4

	MB-T-MM-308A
	Retail & Service Marketing
	3-0-0
	4

	Human Resource Specialization

	MB-T-HR-306B
	Employee Relation & Codified Industrial Legislation
	3-0-0
	4

	MB-T-HR-307B
	Compensation & Strategic Retention Management
	3-0-0
	4

	MB-T-HR-308B
	Human Resource Planning & Talent Acquisition
	3-0-0
	4

	Finance Specialization

	MB-T-FM-306C
	Security Analysis &Investment Portfolio Management
	3-0-0
	4

	MB-T-FM-309C
	Financial Institutions & Market Dynamics & Services  Inclusion  
	3-0-0
	4

	MB-T-FM-310C
	Financial Corporate Restructuring & Project Finance
	3-0-0
	4

	MB-P- SC -304
	Evaluation of Summer Internship
	0-0-6
	3

	MB-T-OO-305
	NPTEL
	1-0-0
	3

	
	Total Credit
	
	30


	4th Semester

	Marketing specialization

	Course  Code
	Course Name
	WCH

L-T-P
	Credits

	MB-T- MM -401A
	Digital Marketing
	3-0-0
	3

	MB-T- MM -402A
	Product and Brand Management
	3-0-0
	3

	MB-T- MM -403A
	B2B Marketing
	3-0-0
	3

	Human Resource Specialization

	MB-T- HR -401B
	Team Dynamics at Work
	3-0-0
	3

	MB-T- HR -402B
	Strategic HRM
	3-0-0
	3

	MB-T- HR -403B
	Performance Management
	3-0-0
	3

	Finance Specialization

	MB-T- FM -401C
	Business Taxation
	3-0-0
	3

	MB-T- FM -402C
	Behavioural Finance
	3-0-0
	3

	MB-T- FM -403C
	Financial Derivatives
	3-0-0
	3

	MB-T- SC -404
	Evaluation of Winter Internship
	0-0-6
	3

	
	Total Credit
	
	21
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Second Year MBA
i.3rd Semester Specialization-I       3papers =12credits
Specialization-II     3papers=12credits Summer  Internship Project                             =    3 credits 
NPTEL                                    =    3 credits
Total (3rd.Semester)= 30Credits
ii.4thsemesterSpecialization –I       3papers=9credits
Specialization–II     3papers=9credits 
Winter Internship Project          = 3 Credits 
Total(4th.Semester)= 21 Credits
GrandTotal= 51Credits
Details of Specialization Combination:MAX.40 Students based on attendance and merit.
1.FINANCE& MARKETING
2.HR&MARKETING
CourseTypes&Definitions
L                 Lecture
T                 Tutorial
P                 Laboratory/Practical/Sessional
WCH          WeeklyContactHours
MM            Marketing Management
HRM          HumanResourceManagement
FM              FinanceManagement
SIP              Summer InternshipProject
SP               Winter Internship Project


                            Part-I
2nd Year
Third Semester
MBA

Third Semester MBA
	Type
	Code
	Consumer Insights & Customer Analytics
	L-T-P
	Credit
	Marks

	MB
	MB-T-MM-306A
	
	3-0-0
	4
	100


	Objectives
	This course provides students with an understanding of consumer behaviour and customer analytics, emphasizing consumer research, data-driven decision-making, customer engagement, and digital marketing. It also explores the role of artificial intelligence, ethical marketing practices, and consumer protection in today's dynamic marketplace.

	Pre-requisites
	Students should possess a basic understanding of Marketing Management and Principles of Consumer Behaviour. Knowledge of marketing research fundamentals, business communication and elementary statistics will help students understand customer analytics, consumer research techniques and evidence-based marketing decision making. Familiarity with digital marketing concepts and information technology will further enhance learning in customer engagement and analytics.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, business simulations, case studies, customer analytics exercises, research assignments, industry examples, data interpretation activities, presentations, and discussions on contemporary consumer behaviour. Students will also analyze real-life business cases using customer insights and marketing analytics tools.


Detailed Syllabus
	Module
	Topics
	Hours

	Module I
	Consumer Behaviour and Market Research: Consumer Behaviour: Meaning, Nature and Scope, Applications of Consumer Behaviour, Consumer Research Process, Research Objectives, Secondary and Primary Data, Data Analysis and Report Preparation, Case Study.
	12 hours

	Module II
	Consumer Psychology: Motivation, Perception, Learning, Memory, Personality, Lifestyle, Values, Beliefs and Attitudes, Case Study.
	10 hours

	Module III
	Social and Cultural Influences: Culture, Subculture, Social Class, Family, Reference Groups, Opinion Leadership, Digital Communities and Social Media Influence, Case Study.
	11 hours

	Module IV
	Consumer Decision Journey: Types of Consumer Decisions, Consumer Decision Process, Customer Experience, Omni-channel Buying Behaviour, AI-enabled Consumer Decisions, Post-purchase Behaviour, Case Study.
	09 hours

	Module V
	Consumer Motivation and Personality: Maslow's Need Hierarchy, Freud's Theory, Self-Concept Theory, Neo-Freudian Theory, Trait Theory, Case Study.
	10 hours

	Module VI
	Customer Engagement and Consumer Rights: Marketing Communication, Integrated Marketing Communication, Customer Relationship Management, Consumer Rights, Consumer Protection in Digital Markets, Case Study.
	08 hours

	Total
	60 hours


Text Books:
T1. Schiffman, Leon G., Wisenblit, Joseph L., Consumer Behavior, Latest Edition, PearsonEducation.

T2. Solomon, Michael R., Consumer Behavior: Buying, Having and Being, Latest Edition, Pearson.

T3. Kotler, Philip, Keller, Kevin Lane, Chernev Alexander, Marketing Management, LatestEdition, Pearson.

Reference Books:
R1. Blackwell, Roger D., Miniard, Paul W. & Engel, James F., Consumer Behavior, Cengage Learning.

R2. Malhotra, Naresh K., Marketing Research: An Applied Orientation, Pearson Education.
R3. Wedel, Michel & Kannan, P.K., Marketing Analytics for Data-Rich Environments, Springer.
R4. Hair, Joseph F., Bush, Robert P., Ortinau, David J., Marketing Research, McGraw-Hill Education.

R5. Kumar, V., Reinartz, Werner, Customer Relationship Management: Concept, Strategy and Tools, Springer.

Online Resources:
· NPTEL – Consumer Behaviour and Marketing Management Courses
https://nptel.ac.in
· SWAYAM MOOCs – Consumer Behaviour and Marketing Analytics
https://swayam.gov.in
· National Digital Library of India (NDLI)
https://ndl.iitkgp.ac.in
· Harvard Business Review – Marketing & Consumer Insights
https://hbr.org
· Google Think with Google – Consumer Insights and Market Trends
https://www.thinkwithgoogle.com
· Statista – Consumer and Market Analytics Database
https://www.statista.com
Course Outcomes:
	CO1
	Explain the concepts, theories and applications of consumer behaviour and customer analytics in contemporary marketing.

	CO2
	Apply consumer research techniques and analytical tools to collect, interpret and evaluate customer data for marketing decisions.

	CO3
	Analyze the psychological, social and cultural factors influencing consumer behaviour across traditional and digital markets.

	CO4
	Evaluate consumer decision journeys and customer experiences by integrating omnichannel and AI-enabled consumer behaviour concepts.

	CO5
	Develop customer engagement and relationship management strategies using integrated marketing communication and analytics.

	CO6
	Assess consumer rights, ethical marketing practices and consumer protection regulations in digital business environments.


	Type
	      Code
	Sales, Distribution and Supply Chain Management
	L-T-P
	Credit
	Marks

	MB
	MB-T-MM-307A
	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of sales, distribution, and supply chain management in the modern business environment. It develops competencies in sales force management, channel and logistics management, and strategic decision-making while exploring the role of digital technologies, CRM, artificial intelligence, and analytics in enhancing sales performance and customer value.

	Pre-requisites
	Students should possess a basic understanding of Marketing Management, Principles of Management and Operations Management. Knowledge of consumer behaviour, business communication and quantitative techniques will help students understand sales forecasting, channel management and supply chain decision-making. Familiarity with digital marketing and e-commerce concepts will further enhance learning in digital sales and technology-enabled distribution systems.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, business simulations, case studies, role plays, supply chain mapping exercises, sales presentations, CRM demonstrations, logistics software illustrations, industry interactions, group discussions, analytical assignments and contemporary business case analyses.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Sales Management Fundamentals: Nature and Importance of Sales Management, Personal Selling, Salesmanship, Relationship Marketing, Emerging Trends, Case Study.
	12 hours

	Module-2
	Sales Planning and Organization: Sales Forecasting, Sales Organization Structure, Sales Territories, Sales Quotas, Sales Promotion, Sales Budget, Case Study.
	10 hours

	Module-3
	Sales Force Management: Sales Job Analysis, Recruitment and Selection, Sales Training, Compensation, Motivation, Performance Evaluation, Ethics in Sales, Case Study.
	11 hours

	Module-4
	Distribution and Channel Management: Distribution Management, Channel Strategy, Channel Design, Channel Members, Channel Conflicts, Omni-channel Distribution, Case Study.
	09 hours

	Module-5
	Logistics and Supply Chain Management: Logistics Management, Inventory Management, Warehousing, Transportation, Supply Chain Integration, Technology in SCM, Case Study.
	10 hours

	Module-6
	Digital Sales and Global Distribution:  E-commerce Distribution, International Distribution, Channel Information Systems, CRM Technology, Sales Analytics, AI Applications in Sales, Case Study.
	08 hours

	Total
	60 hours


Text Books:
T1. Panda, Tapan K. & Sahadev, Sunil, Sales and Distribution Management, Latest Edition, Oxford University Press.

T2. Havaldar, Krishna K. & Cavale, Vasant M., Sales and Distribution Management: Text and Cases, Latest Edition, McGraw-Hill Education.

T3. Chopra, Sunil & Meindl, Peter, Supply Chain Management: Strategy, Planning and Operation, Latest Edition, Pearson Education.

Reference Books:
R1. Johnston, Mark W. & Marshall, Greg W., Sales Force Management: Leadership, Innovation and Technology, Routledge.

R2. Jobber, David & Lancaster, Geoffrey, Selling and Sales Management, Pearson Education.

R3. Bowersox, Donald J., Closs, David J. & Cooper, M. Bixby, Supply Chain Logistics Management, McGraw-Hill Education.

R4. Christopher, Martin, Logistics and Supply Chain Management, Pearson Education.
R5. Rushton, Alan, Croucher, Phil & Baker, Peter, The Handbook of Logistics and Distribution Management, Kogan Page.
Online Resources:
· NPTEL – Sales and Distribution Management / Supply Chain Management Courses
https://nptel.ac.in
· SWAYAM – Sales, Logistics and Supply Chain Management Courses
https://swayam.gov.in
· National Digital Library of India (NDLI)
https://ndl.iitkgp.ac.in
· Council of Supply Chain Management Professionals (CSCMP)
https://cscmp.org
· Harvard Business Review – Sales, Distribution and Supply Chain Articles
https://hbr.org
· APICS (Association for Supply Chain Management)
https://www.ascm.org
Course Outcomes:
	CO1
	Explain the concepts, functions and strategic importance of sales, distribution and supply chain management.

	CO2
	Apply sales planning, forecasting and sales force management techniques to improve organizational sales performance.

	CO3
	Analyze marketing channel structures, distribution strategies and channel relationships for effective market coverage.

	CO4
	Evaluate logistics and supply chain operations using inventory, warehousing, transportation and technology-based solutions.

	CO5
	Develop integrated sales and distribution strategies by utilizing CRM, sales analytics and digital selling platforms.

	CO6
	Assess global distribution systems, e-commerce channels and emerging technologies such as AI for enhancing supply chain competitiveness.


	Type
	      Code
	Retail and Service Marketing
	L-T-P
	Credit
	Marks

	MB
	MB-T-MM-308A
	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of retailing and service marketing, focusing on retail formats, service delivery, customer relationship management, and retail operations. It also explores digital transformation, omni-channel retailing, artificial intelligence, and sustainable marketing practices to develop effective customer-centric retail and service strategies.

	Pre-requisites
	Students should possess a basic understanding of Marketing Management, Consumer Behaviour and Principles of Management. Knowledge of customer relationship management, digital marketing and business communication will help students understand retail operations and service delivery systems. Familiarity with e-commerce, marketing channels and customer experience management will further enhance learning in retail and service marketing.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, business case studies, retail store visits, service organization analysis, simulations, merchandising exercises, customer journey mapping, role plays, industry interactions, group discussions, presentations, research assignments and analytical evaluation of contemporary retail and service organizations.


Detailed Syllabus
	Module
	Topics
	Hours

	Module I
	Foundations of Retail and Services: Concept and Scope of Retailing, Service Marketing Concepts, Characteristics of Services, Organized Retailing, Retail Trends, Consumer Expectations, Case Study.
	12 hours

	Module II
	Retail Formats and Service Marketing Mix: Retail Formats, Retail Business Models, Franchising, Seven Ps of Services, Internet as a Service Channel, Customer Experience, Case Study.
	10 hours

	Module III
	Retail Operations and Service Delivery: Retail Selling Skills, Visual Merchandising, Customer Service, Retail Audits, Online Retailing, Service Delivery, Case Study.
	11 hours

	Module IV
	Retail Strategy and Service Excellence: Retail Strategy Development, Retail Location Strategy, Retail Promotion, CRM in Retail, Service Quality (GAP Model), Customer Satisfaction, Case Study.
	09 hours

	Module V
	Merchandising and Service Operations: Merchandising Planning, Procurement, Retail Pricing, Inventory Management, Capacity Planning, Internal Marketing, Case Study.
	10 hours

	Module VI
	Technology and Future Retail: Retail Information Systems, Omni-channel Retailing, AI and Automation in Retail, Financial, Healthcare, Hospitality and Educational Services, Sustainability and Ethics in Retail, Case Study.
	08 hours

	Total
	60 hours


Text Books:
T1. Levy, Michael & Weitz, Barton A., Retailing Management, Latest Edition, McGraw-Hill Education.

T2. Lovelock, Christopher & Wirtz, Jochen, Services Marketing: People, Technology and Strategy, Latest Edition, Pearson Education.

T3. Berman, Barry & Evans, Joel R., Retail Management: A Strategic Approach, Latest Edition, Pearson Education.

Reference Books:
R1. Zeithaml, Valarie A., Bitner, Mary Jo & Gremler, Dwayne D., Services Marketing: Integrating Customer Focus Across the Firm, McGraw-Hill Education.

R2. Newman, Andrew J. & Cullen, Peter, Retailing: Environment and Operations, Cengage Learning.

R3. Dunne, Patrick M., Lusch, Robert F. & Carver, James R., Retailing, Cengage Learning.

R4. Gilbert, David, Retail Marketing Management, Pearson Education.

R5. Nargundkar, Rajendra, Services Marketing: Text and Cases, McGraw-Hill Education.
Online Resources:
· NPTEL – Retail Management and Service Marketing Courses
https://nptel.ac.in
· SWAYAM – Retail and Service Marketing MOOCs
https://swayam.gov.in
· National Digital Library of India (NDLI)
https://ndl.iitkgp.ac.in
· Harvard Business Review – Retailing and Customer Experience Articles
https://hbr.org
· Retailers Association of India (RAI)
https://rai.net.in
· National Retail Federation (NRF)
https://nrf.com
Course Outcomes:
	CO1
	Explain the concepts, principles and contemporary trends in retailing and service marketing.

	CO2
	Analyze retail formats, business models and the extended marketing mix for delivering superior customer value.

	CO3
	Apply retail operations, merchandising and service delivery techniques to enhance customer experience and operational efficiency.

	CO4
	Evaluate retail strategies, service quality models and customer relationship management practices for achieving customer satisfaction and loyalty.

	CO5
	Develop merchandising, pricing and service operation strategies using contemporary retail management practices.

	CO6
	Assess the role of technology, omnichannel retailing, artificial intelligence, sustainability and ethics in transforming retail and service organizations.


Human Resource Management
	Type
	      Code
	Employee Relation & Codified Industrial Legislation
	L-T-P
	Credit
	Marks

	MB
	MB-T-HR-306B
	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of employee and industrial relations, emphasizing harmonious workplace relationships, employee engagement, collective bargaining, and dispute resolution. It also develops knowledge of labour legislation, the Four Labour Codes, and statutory compliance to enable informed and legally sound human resource practices.

	Pre-requisites
	Students should possess a basic understanding of Human Resource Management, Organizational Behaviour, Business Law and Principles of Management. Knowledge of employment relationships, organizational policies and legal frameworks governing labour and employment will facilitate better understanding of employee relations and industrial legislation. Familiarity with HR practices and industrial disputes will further enhance learning outcomes.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, legal case analysis, labour law interpretation exercises, industrial dispute simulations, role plays, group discussions, HR policy analysis, Labour Code compliance workshops, judicial case studies, presentations and industry interactions. Practical illustrations and recent judicial developments shall be incorporated throughout the course.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Foundations of Employee Relations: Employee Relations (ER): Meaning, concept, philosophy, objectives, scope, significance, and approaches, Evolution and importance of Employee Relations in modern organizations, Employee Relations practices in large industrial organizations,  Stakeholders in Employee Relations: Role of employers, employees, management, trade unions, Central Government, and State Governments, Contemporary issues and challenges in Employee Relations. Case Let
	12 hours

	Module-2
	Employee Participation and Engagement: Employee Participation, Employee Involvement, Employee Engagement, and Employee Empowerment: Concepts, scope, objectives, significance, and differences, Methods and models of employee participation, Quality Circles, Suggestion Schemes, Joint Management Councils, Works Committees, Self-managed Teams, and Employee Ownership, Impact of employee participation on productivity, organizational commitment, industrial peace, and organizational effectiveness, Best practices in employee engagement and empowerment. Case Let
	10 hours

	Module-3
	Industrial Relations: Meaning, concept, nature, objectives, scope, significance, and characteristics. Evolution and trends in Industrial Relations.  Causes and consequences of healthy and poor Industrial Relations. Industrial Relations climate: Concept, determinants, measurement, and evaluation. Bipartite and Tripartite machinery, statutory committees, collective bargaining, grievance handling, and dispute resolution. Role of trade unions in promoting Industrial Relations. Case Let
	11 hours

	Module-4
	Labour Reforms and the New Labour Codes: Evolution of Labour Legislation in India. Need and rationale for Labour Reforms. Overview of the Four Labour Codes. History, objectives, scope, coverage, applicability, implementation process, limitations, and current implementation status. Role of the Central and State Governments in implementing and enforcing Labour Codes. Major reforms introduced under the Labour Codes. Benefits and challenges for employers and employees. Comparative analysis of the old labour laws and the new Labour Codes. Case Let
	09 hours

	Module-5
	Code on Wages and Industrial Relations Code: Code on Wages, 2019- Meaning, objectives, scope, applicability, authorities, coverage, compliance requirements, rights and obligations. Wage determination, minimum wages, payment of wages, bonus provisions, penalties, and practical illustrations.

Industrial Relations Code, 2020. Meaning, objectives, applicability, standing orders, trade unions, industrial disputes,strikes, lockouts, layoffs, retrenchment, closure, dispute settlement mechanisms, authorities, and penalties. Relevant repealed labour legislations covered under these Codes. Practical applications and judicial illustrations. Two Case Lets
	10 hours

	Module-6
	Occupational Safety, Health &amp; Working Conditions Code and Code on Social Security

Occupational Safety, Health and Working Conditions Code, 2020- Meaning, objectives, applicability, scope, employer responsibilities, employee rights, health, safety, welfare measures, working conditions, inspection mechanisms, authorities, and penalties.

Code on Social Security, 2020- Meaning, objectives, applicability, social security schemes, provident fund, gratuity, maternity benefit, employee compensation, employee insurance, gig workers, platform workers, unorganized workers, authorities, compliance, and penalties. Detailed discussion on the 29 Central Labour Laws subsumed under the Four Labour Codes. Comparative analysis of previous labour laws and the new Labour Codes. Role of Central and State Governments in administration and enforcement. Practical illustrations and recent developments. Two Case Lets
	08 hours

	Total
	60 hours


Text Books:
T1. P. L. Malik, Industrial Law, Latest Edition, Eastern Book Company.
T2. S. N. Mishra, Labour and Industrial Laws, Latest Edition, Central Law Publications.
T3. Taxmann Publications, New Labour & Industrial Laws with Four Labour Codes, Latest Edition.

Reference Books:
R1. V. G. Goswami, Labour and Industrial Laws, Central Law Agency.

R2. C. B. Mamoria& Satish Mamoria, Dynamics of Industrial Relations, Himalaya Publishing House.
R3. Monappa, Arun, Industrial Relations, McGraw-Hill Education.
R4. Bare Acts of the Code on Wages, 2019, Industrial Relations Code, 2020, Occupational Safety, Health and Working Conditions Code, 2020, and Code on Social Security, 2020, Universal LexisNexis/Commercial Law Publishers.

R5. B. D. Singh, Industrial Relations and Labour Laws, Excel Books.

Online Resources:
· Ministry of Labour & Employment, Government of India
https://labour.gov.in
· e-Shram Portal
https://eshram.gov.in
· India Code Portal (Official Bare Acts)
https://www.indiacode.nic.in
· NPTEL – Human Resource Management and Labour Laws
https://nptel.ac.in
· SWAYAM MOOCs – Human Resource Management & Industrial Relations
https://swayam.gov.in
· International Labour Organization (ILO)
https://www.ilo.org
Course Outcomes:
	CO1
	Explain the concepts, principles and strategic importance of employee relations and industrial relations in organizations.

	CO2
	Analyze employee participation, employee engagement and empowerment practices for promoting organizational effectiveness and industrial harmony.

	CO3
	Evaluate industrial relations mechanisms including collective bargaining, grievance handling, dispute resolution and trade union management.

	CO4
	Assess labour reforms and the Four Labour Codes with reference to their objectives, implementation and organizational implications.

	CO5
	Apply the provisions of the Code on Wages, 2019 and the Industrial Relations Code, 2020 for ensuring legal compliance in organizations.

	CO6
	Evaluate the Occupational Safety, Health and Working Conditions Code, 2020 and the Code on Social Security, 2020 to ensure statutory compliance and effective employee welfare management.


	Type
	      Code
	Compensation & Strategic Retention Management
	L-T-P
	Credit
	Marks

	MB
	MB-T-HR-307B
	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of compensation management, reward systems, and employee retention strategies. It focuses on compensation design, performance-based rewards, statutory compliance, and strategic practices that enhance employee engagement, retention, and organizational performance.

	Pre-requisites
	Students should possess a basic understanding of Human Resource Management, Organizational Behaviour and Principles of Management. Knowledge of performance management, labour legislation, employee motivation and business strategy will facilitate understanding of compensation systems and strategic retention practices. Familiarity with HR analytics and organizational policies will further enhance learning outcomes.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, compensation case studies, salary structure design exercises, HR analytics demonstrations, payroll simulations, reward system design workshops, industry interactions, group discussions, presentations, HR policy analysis and practical illustrations based on contemporary organizational practices.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to Compensation Management: Nature and Objectivesof Compensation; Factors Affecting Compensation Policy; Concept of  Wages and Salary, Different Types of Wages. Case let
	12 hours

	Module-2
	Compensation and Employee Behaviour: Bases for Traditional Pay System and Modern Pay System, Pay Plans, Aligning Compensation Strategy with HR Strategy and Business Strategy, Seniority pay, Linking Merit Pay with Competitive Strategy, Incentive Pay, and Person focus to Pay, Team-Based Pay. Case let
	10 hours

	Module-3
	Understanding Elements of Compensation Structure: Fixed Pay; Variable Pay; Cash Benefits; Incentives; Executive Compensation; Stock Options. Understanding Salary Slip. Case let
	11 hours

	Module-4
	Understanding the Basics of Social Security: Concept of Social Security: Laws relating to Social Security; Introduction to Provident Fund; Employees State Insurance; Gratuity; Superannuation; Bonus; Reward Systems. Retirement; VRS / Golden Handshake. Case let
	09 hours

	Module-5
	Wage Determination: Principles of wage and salary administration, methods of wage determination in India; internal and external equity in compensation systems, Wage administration in India: wage policy in India, wage boards: structure, scope, and functions, Pay Commissions, Long term wage settlement process and determinations of new wage process in the Organizations. Case let

Performance Management System: Introduction to Performance Management and Objectives of Performance Management; Determinants of Performance; diagnosing the causes of Poor Performance; Implementing Performance Management System. Case let
	10 hours

	Module-6
	Strategic Retention Management: Introduction to Employee Retention, Causes of Employee Turnover, Theories Related to Employee Retention, Strategic Employee Retention Practices, Contemporary Retention Strategies, Linking compensation with the retention process in the Organization. Case let
	08 hours

	Total
	60 hours


Text Books:
T1. Henderson, Richard I., Compensation Management in a Knowledge-Based World, Latest Edition, Pearson Education.

T2. Deb, Tapo Moy, Compensation Management: Text and Cases, Latest Edition, Excel Books.

T3. Martocchio, Joseph J., Strategic Compensation: A Human Resource Management Approach, Latest Edition, Pearson Education.

Reference Books:
R1. Milkovich, George T., Newman, Jerry M. & Gerhart, Barry, Compensation, McGraw-Hill Education.

R2. Singh, B. D., Compensation and Reward Management, Excel Books.
R3. Bhattacharyya, Dipak Kumar, Compensation Management, Oxford University Press.
R4. Dessler, Gary, Human Resource Management, Pearson Education.

R5. Armstrong, Michael & Brown, Duncan, Armstrong's Handbook of Reward Management Practice, Kogan Page.
Online Resources:
· NPTEL – Human Resource Management and Compensation Management Courses
https://nptel.ac.in
· SWAYAM – Human Resource Management MOOCs
https://swayam.gov.in
· National Digital Library of India (NDLI)
https://ndl.iitkgp.ac.in
· Society for Human Resource Management (SHRM)
https://www.shrm.org
· WorldatWork – Compensation and Total Rewards Resources
https://worldatwork.org
· Chartered Institute of Personnel and Development (CIPD)
https://www.cipd.org
Course Outcomes:
	CO1
	Explain the concepts, principles and strategic importance of compensation, reward and retention management in organizations.

	CO2
	Analyze compensation structures, wage administration systems and reward strategies aligned with organizational objectives.

	CO3
	Evaluate employee benefits, executive compensation and statutory social security provisions for designing equitable compensation systems.

	CO4
	Apply performance management principles and wage determination techniques for developing performance-linked compensation plans.

	CO5
	Assess employee retention theories and strategic retention practices for improving employee engagement and reducing turnover.

	CO6
	Develop integrated compensation, reward and retention strategies by utilizing HR analytics and contemporary human resource management practices.


	Type
	      Code
	Human Resource Planning & Talent Acquisition
	L-T-P
	Credit
	Marks

	MB
	MB-T-HR-308B
	
	3-0-0
	4
	  100


	Objectives

	This course provides students with a comprehensive understanding of human resource planning and talent acquisition, focusing on workforce planning, recruitment and selection, competency mapping, and HR analytics. It also develops competencies in strategic talent acquisition, employer branding, and technology-enabled hiring to build a future-ready workforce.

	Pre-requisites
	Students should possess a basic understanding of Human Resource Management, Principles of Management and Organizational Behaviour. Knowledge of recruitment processes, organizational structure, business communication and quantitative techniques will facilitate learning in manpower planning and talent acquisition. Familiarity with digital business environments and HR information systems will further enhance students' understanding of technology-driven workforce planning and talent management.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, HR analytics demonstrations, recruitment simulations, competency mapping exercises, case studies, industry interactions, role plays, group discussions, HR software demonstrations, presentations, research assignments and contemporary talent acquisition case analyses.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to Manpower planning: Concepts, Objectives and Significance; Macro and Micro Concept; Process of Manpower planning, Demand & Supply Forecasting in Manpower planning - Methods and Techniques. Case Let.
	12 hours

	Module-2
	Job Evaluation and Analysis: Job analysis and design, Job description, Job specification, Job Enlargement, Job Enrichment, and Methods of Job Evaluation. Case Let.
	10 hours

	Module-3
	Recruitment & Selection Strategy Sources: Online recruitment; employee referral; Recruitment Process – Applicant Screening, outsourcing. Employee testing – types and methods, use of psychological test, Interviews - process, methods, interviewer training. Social recruitment & mobile phone recruitment. Case Let.
	11 hours

	Module-4
	Strategic Manpower Planning: Concepts, objectives, SMP Process, Tools, Evaluation, Balance Score Card, HR Dash Boards, HR scorecard, Competency Mapping. Succession Planning. Case Let.
	09 hours

	Module-5
	Manpower Inventory Management: Manpower Inventory; Quantitative Aspects; Qualitative Aspects; Methodology of Computerized Manpower Planning Information System, Use of Analytical Tools in Manpower Planning like Cohort Analysis, Census Analysis, Markov Models. Case Let
	10 hours

	Module-6
	Talent Acquisition: Introduction to Talent Acquisition, Talent Acquisition vs. Recruitment, Talent Acquisition Process, Modern Talent Sourcing Techniques & External Agencies Role in Acquisition Process, Technology in Talent Acquisition, Strategic Talent Acquisition Practices, Talent metrics & Linking talent acquisition  process with  Organization’s Demand  & Supply forecast of talents
	08 hours

	Total
	60 hours


Text Books:
T1. Bhattacharyya, D. K., Human Resource Planning, Latest Edition, Excel Books.
T2. Chhabra, T. N., Human Resource Planning, Latest Edition, Dhanpat Rai Publications.
T3. Phillips, Jean M. & Gully, Stanley M., Strategic Staffing, Latest Edition, Pearson Education.

Reference Books:
R1. Cascio, Wayne F. & Boudreau, John W., Investing in People: Financial Impact of Human Resource Initiatives, Pearson Education.

R2. Dessler, Gary, Human Resource Management, Latest Edition, Pearson Education.

R3. Mathis, Robert L., Jackson, John H. & Valentine, Sean R., Human Resource Management, Cengage Learning.

R4. Rothwell, William J., Effective Succession Planning, AMACOM.

R5. Edwards, Martin R., Predictive HR Analytics: Mastering the HR Metric, Kogan Page.

Online Resources:
· NPTEL – Human Resource Management and Human Resource Planning Courses
https://nptel.ac.in
· SWAYAM – Human Resource Management MOOCs
https://swayam.gov.in
· National Digital Library of India (NDLI)
https://ndl.iitkgp.ac.in
· Society for Human Resource Management (SHRM)
https://www.shrm.org
· Chartered Institute of Personnel and Development (CIPD)
https://www.cipd.org
· LinkedIn Talent Solutions – Talent Acquisition Resources
https://business.linkedin.com/talent-solutions
Course Outcomes:
	CO1
	Explain the concepts, objectives and strategic significance of human resource planning in organizational effectiveness.

	CO2
	Apply manpower forecasting techniques, job analysis and job evaluation methods for workforce planning.

	CO3
	Analyze recruitment and selection strategies using traditional and technology-enabled talent acquisition practices.

	CO4
	Evaluate strategic human resource planning tools, competency mapping and succession planning for organizational sustainability.

	CO5
	Apply workforce analytics, manpower inventory management and quantitative models for effective human resource decision-making.

	CO6
	Develop strategic talent acquisition plans by integrating employer branding, recruitment technologies and talent analytics with organizational workforce requirements.


Finance Management

	Type
	      Code
	Security Analysis and Portfolio Management
	L-T-P
	Credit
	Marks

	MB
	MB-T-FM-306C
	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of the financial system, financial institutions, markets, and services. It explores financial instruments, regulatory frameworks, digital financial innovations, and the role of financial intermediaries while developing analytical and practical skills through real-world applications.

	Pre-requisites
	Students should possess a fundamental understanding of Financial Management, Financial Markets, Business Economics and Quantitative Techniques. Basic knowledge of accounting, statistics, mathematics, Excel applications and capital market operations will facilitate learning of security valuation, portfolio construction and investment decision-making. Familiarity with financial statements and stock market functioning will further enhance students' analytical skills in investment management.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, Bloomberg/NSE/BSE market demonstrations (where available), Excel-based portfolio analysis, financial modelling exercises, security valuation assignments, stock market simulations, live market data analysis, case studies, research-based presentations, group discussions and investment portfolio projects. Practical learning shall be emphasized through hands-on exercises in portfolio construction, security analysis and investment decision-making.


Detailed Syllabus
	Module
	Topics
	Hours

	Module I
	Investment Environment and Risk–Return Fundamentals:Investment: Features and objectives, investment process, types of investors, and alternative forms of investment. Risk-free rate and its influencing factors, Risk Premium. Risk and Return on investment. Measuring risk and return on single assets and asset portfolios. Stock Market Indices and Index Calculations.Case Let
	12 hours

	Module II
	Portfolio Theory and Stock Market Operations:Computation of Risk and Return on a Portfolio.  Interpretation of Portfolio. Basics of Stock Market Operations. New Issue Market, Methods of Floating New Issues and Listing of Securities. Investment Models and Portfolio Selection. Markowitz Model for Portfolio Selection. Feasible Set Portfolios and Efficient Set. Selection of Optimal Portfolio. Sharpe's Single Index Model. Alpha, Beta and Efficient Frontier with Risk-free Lending and Borrowing.Case Let.
	10 hours

	Module III
	Security Analysis and Asset Pricing Models: Capital Asset Pricing Model (CAPM) and Pricing of Securities. Arbitrage Pricing Theory (APT). Efficient Market Hypothesis (EMH) and Random Walk Theory.Fundamental Analysis: Economic, Industry and Company Analysis. Technical Analysis: Dow Theory, Elliott Wave Theory, Charting Tools and Technical Indicators. Case Let.
	11 hours

	Module IV
	Portfolio Evaluation and Fixed Income Securities: Volume and Price Trends. Technical Indicators. Portfolio Management Strategies. Performance Evaluation of Portfolio. Sharpe Ratio, Treynor Ratio and Jensen's Alpha. Capital Market Theory. Security Market Line (SML), Capital Market Line (CML) and Zero Beta Model. Bond Fundamentals, Bond Valuation and Bond Yield. Determinants of Interest Rates. Term Structure of Interest Rate Theories. Bond Theorems and Bond Portfolio Management. Case Let.
	09  hours

	Module V
	Investment Strategies and Portfolio Management: Overview of Investment Strategies. Active and Passive Investment Management. Portfolio Diversification and International Diversification. Asset Allocation Strategies. Phases of Business Cycle and Investment Decisions. Behavioural Aspects of Investing. Calculation of Investment Decisions using Excel.Case Let.
	10 hours

	Module VI
	Advanced Portfolio Management and Investment Applications: Portfolio Revision and Rebalancing Techniques. Asset Allocation Strategies and Sector Rotation.  Formula Plans: Constant Rupee Value Plan, Constant Ratio Plan and Dollar Cost Averaging. Performance Attribution Analysis and Portfolio Reporting. Investment Strategies across Different Phases of the Business Cycle. Practical Portfolio Construction and Analysis using Live Market Data. Case Let.
	08 hours

	Total
	60 hours


Text Books:
T1. Reilly, Frank K. & Brown, Keith C., Investment Analysis and Portfolio Management, Latest Edition, Cengage Learning.

T2. Kevin, S., Security Analysis and Portfolio Management, Latest Edition, PHI Learning.

T3. Fischer, Donald E. & Jordan, Ronald J., Security Analysis and Portfolio Management, Latest Edition, Pearson Education.

Reference Books:
R1. Prasanna Chandra, Investment Analysis and Portfolio Management, Latest Edition, McGraw-Hill Education.

R2. Bodie, Zvi, Kane, Alex, Marcus, Alan J. & Mohanty, Pitabas, Investments, Latest Edition, McGraw-Hill Education.
R3. Fabozzi, Frank J., Bond Markets, Analysis and Strategies, Latest Edition, Pearson Education.

R4. Elton, Edwin J., Gruber, Martin J., Brown, Stephen J. & Goetzmann, William N., Modern Portfolio Theory and Investment Analysis, Latest Edition, Wiley India.

R5. Nofsinger, John R., The Psychology of Investing, Latest Edition, Routledge.

Online Resources:
· National Stock Exchange of India (NSE)
https://www.nseindia.com
· Bombay Stock Exchange (BSE)
https://www.bseindia.com
· Securities and Exchange Board of India (SEBI)
https://www.sebi.gov.in
· Reserve Bank of India (RBI)
https://www.rbi.org.in
· National Institute of Securities Markets (NISM)
https://www.nism.ac.in
· CFA Institute – Investment Foundations and Research
https://www.cfainstitute.org
· NPTEL – Financial Markets and Investment Management Courses
https://nptel.ac.in
· SWAYAM MOOCs – Finance and Investment Courses
https://swayam.gov.in
Course Outcomes:
	CO1
	Explain the structure, functions and regulatory framework of the Indian financial system and financial institutions.

	CO2
	Analyse the functioning of money markets, capital markets and various financial instruments for informed financial decision-making.

	CO3
	Evaluate mutual funds, venture capital, alternative investments and financial services in the context of wealth creation and business financing.

	CO4
	Assess insurance products, financial inclusion initiatives and digital financial services in promoting inclusive economic development.

	CO5
	Analyse contemporary developments in financial markets, financial innovations and regulatory reforms affecting financial institutions and services.

	CO6
	Apply analytical tools and practical knowledge to evaluate financial markets, institutions and services through case studies and real-world applications.


	Type
	      Code
	Financial Market and Services
	L-T-P
	Credit
	Marks

	MB
	MB-T-FM-309C
	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of the financial system, financial institutions, markets, and services. It explores financial instruments, regulatory frameworks, FinTech innovations, and sustainable finance while developing analytical and practical skills through real-world financial applications.

	Pre-requisites
	Students should possess a basic understanding of Financial Management, Business Economics, Banking and Accounting principles. Knowledge of financial statements, financial markets, economic policies and quantitative techniques will facilitate understanding of financial institutions, financial instruments and market operations. Familiarity with digital banking and contemporary financial services will further enhance students' learning experience.

	Teaching Schemes
	Regular classroom lectures supported by ICT-enabled teaching, case studies, financial market demonstrations, RBI, NSE and BSE data analysis, mutual fund performance evaluation, Excel-based financial analysis, group discussions, research assignments, presentations, industry interactions and practical illustrations using current developments in financial markets and institutions.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Indian Financial System: Introduction, Components, and Functions of Indian Financial System. Reforms in Indian Financial Systems. Indian Banking and Insurance Systems:  Definition of Banks, Structure and Types of Banks in India. Roles & Functions of Banks in India, Different Banking Services, Banking Products, Deposit and Loan products, Recent trends of the banking system in India. Case let
	12 hours

	Module-2
	Money Market and Capital Market:  Features of Money Market, Composition of Money Market: Players, Instruments and Institutions in Money Market. Primary Market:  Functions of Primary Market, Secondary Market: Functions of Secondary Market, Instruments Traded in Secondary Market: Trading Mechanism in Secondary Market. Case let
	11 hours

	Module-3
	Mutual funds:   Introduction, Classification of funds, Organization Structure of Mutual fund company (Powers& Functions), Mutual fund investment v/s Stock market investment.  Venture Capital:   Meaning, Types of venture capital, Stages of venture capital financing Leasing: Concept and classification, importance, financial evaluation of leasing. Hire Purchase: Conceptual framework, financial evaluation of hire purchase, leasing v/s hire purchase. Case let
	10 hours

	Module-4
	Financial services: Introduction, Role & Functions. Merchant Banking: Concept, Functions, Growth, Policy Measures, SEBI Guidelines, Future of Merchant Banking in India. Merger and acquisitions: Merger and take over, guiding principles, Main highlights, take over by bids and acquisitions.Case let
	10 hours

	Module-5
	Insurance: Definition & Principles of insurance, Types of insurance:  Life and Nonlife Insurance, Re-Insurance & Micro Insurance. IRDAI: Role, Functions & Powers. Case let
	08 hours

	Module-6
	Financial Inclusion and Emerging Trends in Financial Markets: Financial Inclusion—Concept, Objectives, Importance and Government Initiatives. Digital Banking and Digital Payment Systems (NEFT, RTGS, IMPS, UPI and Mobile Banking). Emerging Trends in Indian Financial Markets and Financial Services.Case let
	09 hours

	Total
	60 hours


Text Books:
T1. Bhole, L. M. & Mahakud, Jitendra, Financial Institutions and Markets: Structure, Growth and Innovations, Latest Edition, McGraw-Hill Education.

T2. Khan, M. Y., Financial Services, Latest Edition, McGraw-Hill Education.
T3. Clifford Gomez, Financial Markets, Institutions and Financial Services, Latest Edition, PHI Learning.

Reference Books:
R1. Saunders, Anthony & Cornett, Marcia Millon, Financial Institutions Management: A Risk Management Approach, McGraw-Hill Education.

R2. Fabozzi, Frank J., Modigliani, Franco & Jones, Frank J., Foundations of Financial Markets and Institutions, Pearson Education.

R3. Avdhani, V. A., Marketing of Financial Services, Himalaya Publishing House.

R4. Rose, Peter S. & Hudgins, Sylvia C., Bank Management and Financial Services, McGraw-Hill Education.

R5. Mishkin, Frederic S. & Eakins, Stanley G., Financial Markets and Institutions, Pearson Education.

Online Resources:
· Reserve Bank of India (RBI)
https://www.rbi.org.in
· Securities and Exchange Board of India (SEBI)
https://www.sebi.gov.in
· Insurance Regulatory and Development Authority of India (IRDAI)
https://www.irdai.gov.in
· National Stock Exchange of India (NSE)
https://www.nseindia.com
· Bombay Stock Exchange (BSE)
https://www.bseindia.com
· Association of Mutual Funds in India (AMFI)
https://www.amfiindia.com
· National Institute of Securities Markets (NISM)
https://www.nism.ac.in
· NPTEL – Financial Markets and Institutions Courses
https://nptel.ac.in
· SWAYAM – Finance MOOCs
https://swayam.gov.in
Course Outcomes:
	CO1
	Explain the structure, components and functions of the Indian financial system and evaluate the role of financial institutions in economic development.

	CO2
	Analyze the functioning of money markets, capital markets and financial instruments for effective financial decision-making.

	CO3
	Evaluate collective investment schemes, financial services and alternative financing mechanisms in the Indian financial system.

	CO4
	Assess the regulatory framework governing financial institutions, markets and financial services to ensure compliance and financial stability.

	CO5
	Analyze the role of financial inclusion, digital banking, FinTech and sustainable finance in transforming the financial ecosystem.

	CO6
	Evaluate contemporary developments in financial institutions and markets by applying analytical tools to emerging financial products, technologies and regulatory challenges.

	
	

	Type
	      Code
	Strategic Financial Management
	L-T-P
	Credit
	Marks

	MB
	MB-T-FM-310C


	
	3-0-0
	4
	  100


	Objectives
	This course provides students with a comprehensive understanding of corporate restructuring and project finance, emphasizing value creation through mergers, acquisitions, financial restructuring, project appraisal, financing, and risk management. It also explores the legal and regulatory framework while developing analytical and decision-making skills through practical applications and case studies

	Pre-requisites
	Students should possess a fundamental understanding of Financial Management, Corporate Finance, Business Law, Financial Markets and Accounting. Knowledge of capital budgeting, financial statement analysis, valuation techniques and corporate governance will facilitate learning of corporate restructuring and project finance. Familiarity with Excel and financial modelling will enhance analytical and decision-making skills.

	Teaching Schemes
	The course shall be delivered through ICT-enabled classroom lectures, Harvard and Indian case studies, project appraisal exercises, Excel-based financial modelling, valuation workshops, restructuring simulations, group discussions, seminars, research assignments, industry interaction, analysis of live corporate restructuring cases, and project finance documentation. Practical applications shall be emphasized through real-life merger, acquisition, insolvency and project financing case analyses.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Corporate Restructuring: Concepts and Strategic Tools

Meaning, need, objectives, and scope of corporate restructuring.Types of restructuring: Financial, operational, organizational, and strategic restructuring.Mergers and Acquisitions (M&A): Concepts, objectives, types (horizontal, vertical, conglomerate), and legal aspects.M&A process: Due diligence, valuation techniques (DCF, comparable methods), synergy analysis, and post-merger integration.Divestitures and spin-offs: Types, rationale, and strategic implications.Strategic restructuring tools: Joint ventures, strategic alliances, outsourcing, business process reengineering (BPR), downsizing, and turnaround strategies.Case Let.
	12 hours

	Module-2
	Financial Restructuring and Corporate Recovery

Takeovers and buybacks: Types of takeovers (friendly, hostile), SEBI takeover regulations, buyback methods, motives, and implications.Financial restructuring: Capital restructuring, debt restructuring, corporate debt restructuring (CDR), leveraged buyouts (LBO), management buyouts (MBO), and role of financial institutions.Corporate insolvency and liquidation: Insolvency and Bankruptcy Code (IBC), Corporate Insolvency Resolution Process (CIRP), role of NCLT, Committee of Creditors (CoC), and insolvency professionals.Corporate turnaround strategies: Operational restructuring, financial restructuring, and strategic repositioning.Recent developments and reforms in corporate restructuring and insolvency in India.Case Let.
	11 hours

	Module-3
	Global Corporate Restructuring and Emerging Trends
Concepts and drivers of global corporate restructuring.Cross-border mergers and acquisitions: Strategic motives, valuation challenges, financing issues, and integration challenges.Regulatory, legal, social and cultural factors affecting international restructuring.Role of digital transformation and technological innovation in restructuring.Risk management and value creation in global restructuring.ESG (Environmental, Social, Governance) considerations and corporate governance practices.Emerging trends and contemporary global case studies.Case Let.
	10 hours

	Module-4
	Project Identification, Formulation and Appraisal

Project identification, opportunity analysis, and generation of business ideas.Business model development, business plan preparation, and project formulation.Principles of lending, types of securities, and methods of charge creation.Feasibility analysis: Market feasibility, technical feasibility, financial feasibility, and economic viability.Case Let.
	08 hours

	Module-5
	Project Finance and Risk Management

Concept, features, and structure of project finance.Sources of finance: Equity, debt, hybrid instruments, and structured finance.Financial appraisal techniques and project viability assessment.Risk analysis: Sensitivity analysis, scenario analysis, DSCR (Debt Service Coverage Ratio), and break-even analysis.Case Let.
	08 hours

	Module-6
	Project Implementation, Legal Framework and Emerging Practices

Project implementation: Planning, scheduling, monitoring, control, and project closure.Legal agreements and documentation: Investment agreements, shareholder agreements, loan agreements, and covenants.Corporate governance, compliance requirements, and regulatory frameworks.Role of advisors, consultants, financial institutions, and board of directors.Public–Private Partnerships (PPP), sustainable finance, and green finance initiatives.Role of FinTech, ArtificialIntelligence, and digital tools in project finance and appraisal.Case Let.
	11 hours

	Total
	60 hours


Text Books:
T1: Dr. S. Ramanujam, 2nd Edition, 2021. Corporate Restructuring, Mergers & Acquisitions. Himalaya Publishing House.

T2: Chandrashekar Krishnamurti & Vishwanath S.R., 2nd Edition, 2018. Mergers, Acquisitions, and Corporate Restructuring. McGraw-Hill Education (India).

T3:Prasanna Chandra, Projects: Planning, Analysis, Financing, Implementation and Review, Latest Edition, McGraw-Hill Education.
Reference Books:
R1: Patrick A. Gaughan, 7th Edition, 2017. Mergers, Acquisitions, and Corporate Restructurings. Wiley India Pvt. Ltd.

R2: Mergers & Acquisitions: Strategy, Valuation and Integration
Kamal Ghosh Ray
1st Edition, 2010
PHI Learning Pvt. Ltd.

R3: Charles T. Horngren, Srikant M. Datar, Madhav Rajan, 16th Edition, 2018. Cost Accounting: A Managerial Emphasis. Pearson Education.
R4.Damodaran, Aswath, Applied Corporate Finance, Latest Edition, Wiley India.
R5. Ross, Westerfield, Jordan & Jaffe, Corporate Finance, Latest Edition, McGraw-Hill Education.

Online Resources:
· Ministry of Corporate Affairs (MCA)
https://www.mca.gov.in
· Insolvency and Bankruptcy Board of India (IBBI)
https://www.ibbi.gov.in
· National Company Law Tribunal (NCLT)
https://nclt.gov.in
· Securities and Exchange Board of India (SEBI)
https://www.sebi.gov.in
· Reserve Bank of India (RBI)
https://www.rbi.org.in
· National Stock Exchange of India (NSE)
https://www.nseindia.com
· National Institute of Securities Markets (NISM)
https://www.nism.ac.in
· World Bank – Infrastructure & Project Finance Resources
https://www.worldbank.org
· NPTEL – Corporate Finance and Project Management Courses
https://nptel.ac.in
· SWAYAM MOOCs
https://swayam.gov.in
Course Outcomes:
	CO1
	Understand and explain corporate restructuring concepts, strategies, and tools for value creation.

	CO2
	Analyse mergers, acquisitions, financial restructuring, and insolvency processes using appropriate frameworks.

	CO3
	Evaluate global restructuring strategies, cross-border transactions, and ESG implications.

	CO4
	Conduct project identification, formulation, and comprehensive feasibility analysis using financial techniques.

	CO5
	Design appropriate project financing structures and apply risk assessment and mitigation strategies

	CO6
	Apply legal, governance, and implementation frameworks in project finance and restructuring decisions


	Type
	Code
	Summer Internship
	L-T-P
	Credit
	Marks

	MB
	MB-P- SC-304
	
	0-0-6
	3
	100


· Every student of the MBA shall undergo Internship training after the completion of the second Semester of the program.
· This Internship period shall be for 30-60 days.
· The objective of the Internship training is to give the students a hands-on experience in real-life business operations.
· The students are required to choose an organization for a summer internship upon completion of the 2nd semester. The college authority needs to provide adequate counseling to the students looking at his / her area of interest during the second semester.
· The student shall be attached to a faculty in the relevant area for guidance during the internship.
· The students shall maintain an Internship diary at the summer training venue. The Internship diary shall form a part of the summer internship project report.
· He / She has to record progress and the discussion with the officials of the Organization. On completion of the summer training, the concerned faculty as well as the official of the concerned organization shall verify the record and authenticate it.
· The students while preparing the project report shall devote one chapter to what he/shehas done during the training period. The students should not prepare vague or false reports.
· The students must make the following analysis in four chapters:
i. Industry Analysis
ii. Company Analysis 
iii. SWOT Analysis
iv. The last chapter should mention his / her learning experience in the Organization.
· The Report should be limited to 30-50 pages.
· The summer internship evaluation should be done during the continuance of 3rdSemester.
· The principal shall form a committee of faculty members to take the viva voce.
· The Internship Report and the Viva-Voce Examination will be evaluated by the centralized evaluation process by a panel consisting of Dean Management, the HOD, the Internship Coordinator, the Professor-in-charge of the department, an internal guide, one member from the SD&P cell, and the principal.
· The Weight age for the Internship Report shall be 60 marks and the weightage for Viva-Voce.
· The examination shall be 40 marks (A total of 100 marks).
Part-II
2ndYear
Fourth Semester
MBA
Marketing Management
	Type
	Code
	Course Title

Theory
	WCH

L    T     P
	Credit

	MB
	MB-T- MM -401A
	Digital Marketing
	3
	0
	0
	3

	MB
	MB-T- MM -402A
	Product and Brand Management
	3
	0
	0
	3

	MB
	MB-T- MM -403A
	B2B Marketing
	3
	0
	0
	3


	Type
	      Code
	Digital Marketing
	L-T-P
	Credit
	Marks

	MB
	MB-T- MM -401A
	
	3-0-0
	    3
	  100


	Objectives
	To understand online consumer behavior and the concept ofcyberbranding. TounderstandthetechnologicalimportanceofSEO,howtocreatea GoogleAdWordscampaign,and SocialMedia planning togetbasic knowledge of Google Analyticsfor measuring the effect of digitalmarketing and getting insight into futuretrendsthat willaffectfuturedevelopment ofdigital marketing.

	Pre-requisites
	Digitalmarketinguses onlinechannelsandtools topromoteproducts andservices.Asthepopularityof theinternetcontinuestogrow, digital marketing has become one ofthe most effective waysto publicizeabusinessandhelpitsucceed.Knowledgeof digital marketingcanbeanassettoentrepreneursandownersof businesses large andsmall,andmany companiesarehiringDigital Marketersto conductresearch,buildbrandloyalty,andcreate community.Digital Marketersalsoanalyzedatacollectedfromonlinemarketingefforts tomakeabusinessmoreefficientandprofitable.

	Teaching Schemes
	Regular classroom lectures with use of ICT as needed. Each session is planned to be interactive with focus on real world   problem solving through case lets, simulation games, exercises, workshops etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction: Introduction of digital marketing, Digital vs. Real Marketing, Digital Marketing Channels. Creating initial digital marketing plan, Content management, SWOT analysis, and Target group analysis. Case let
	10 hours

	Module-2
	Web design: Optimization of Web sites, MS Expression Web, creating websites, MS Expression (working in groups). SEO Optimization, Writing the SEO content. Case let
	06 hours

	Module-3
	Google AdWords: creating accounts, Google AdWords- types,Facebook Ads, Creating Facebook Ads, Ads Visibility. Introduction to CRM, CRM platform, and CRM models. Case let
	10 hours

	Module-4
	Introduction to Web analytics:  Web analytics – levels, Introduction of Social Media Marketing, Creating a Facebook page, Visual identity of a Facebook page, Types of publications.
Business opportunities and Instagram options, Optimization of Instagram profiles, integrating Instagram with a Website and other social networks, and keeping up with posts. Case let
	05 hours

	Module-5
	Business tools: LinkedIn, creating campaigns on LinkedIn, analyzing visitation on LinkedIn.Creating business accounts on YouTube and YouTube Advertising.
E-mail marketing, E-mail marketing plan, E-mail marketing campaign analysis, Keeping up with conversions. Case let
	05 hours

	Module-6
	Digital Marketing Budgeting:  Resource planning- cost estimating- cost budgeting- cost control. Case let
	04 hours

	                                                                                        Total
	40 hours


TextBooks:
T1. DigitalMarketing–KamatandKamat-Himalaya
T2.DigitalMarketing,V.Ahuja,OxfordUniversityPress
ReferenceBooks:
R1.DigitalMarketing,S.Gupta,McGraw-Hill
R2.QuickwinDigital Marketing,H.Annmarie,A.Joanna,Paperbackedition 
OnlineResources: 
· https://josephscollege.ac.in/lms/Uploads/pdf/material/DigitalMarketing_Notes.pdf
Course Outcomes:
	CO1
	Understand the fundamentals of digital marketing and its role in modern business strategies.

	CO2
	Apply SEO, SEM, and content marketing techniques to enhance online visibility.

	CO3
	Develop effective social media marketing campaigns across various platforms.

	CO4
	Use web analytics tools to measure, analyze, and improve digital campaign performance.

	CO5
	Design and execute email and mobile marketing strategies for customer engagement.

	CO6
	Integrate digital marketing channels to create cohesive and results-driven marketing plans.


	Type
	      Code
	Product and Brand Management
	L-T-P
	Credit
	Marks

	MB
	MB-T- MM -402A
	
	3-0-0
	    3
	  100


	Objectives
	The objective of  Brand  Management is to make students understandthe principlesofBranding,the roleofbrands,elementsand componentsofbrands,brandequity,etc. ThemainaimofBrandManagementistomake sure thatstudents understandthe implicationsofplanning,implementing,andevaluatingBrandingStrategies.

	Pre-requisites
	Product Management is becominganimportantfunctionof marketing.With time, productmanagement has undergone many changes.Itisnolongeradepartmentofchurningoutpromotionalmaterials butithasnowbecomethenervecenteroftheorganization.Effective productmanagementisapractical,purposefulandpositiveapproachof improvingthecompanyresults,throughtheeffortsofacompetentand committedteam,coordinatingmanufacturing,marketingandsales.In short,itcanbesaidthatproductmanagementinvolves.

	Teaching Schemes
	Regularclassroomlectureswiththe useofICTasneeded.Eachsession is plannedtobeinteractivewitha focus onreal-worldproblemsolving throughcaselets,simulationgames,exercises,workshops,etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Basics of Product Management: Introduction, Product Planning and Development, PLC Theory- Product vs Brand, Product Portfolio Analysis - Mapping - Understanding Company Product/Brands and Competitive Brand Market Position. Case let
	10 hours

	Module-2
	Product Market Analysis:   Product Market Orientation concerninga few products- Toothpaste, Motorcycles, Paints-Challenges faced by Companies during the branding phases. Case let
	06 hours

	Module-3
	Concept of Brand and its Relevance in a Business Scenario: Why Brand? What does Brand Building involve? Identification of opportunity for branding and Brand Management Process, Why Does Brand Wither? Case let
	10 hours

	Module-4
	Brand Positioning and Repositioning: Sustaining a brand long-term, Branding at different stages of the market – evolution – The scope for branding, the role of branding and branding strategies needed at different stages in the evolution of the market, Brand Architecture.Case let
	05 hours

	Module-5
	Strategic Brand Management Process: Handling a Large Portfolio, Multi-Brand Portfolio. Brand Hierarchy, Revitalizing Brands: Re-launch, Rejuvenation, when the brand is dying or stagnating, or when the market is dying or stagnating. Case let
	05 hours

	Module-6
	Managing Brand Equity: What it means: how to build it; Choosing brand elements to build brand equity – Customer-Based Brand Equity (CBBE) – Understanding and measuring brand equity using different methodologies, Monitoring brands, Sources of brand equity (Brand Awareness, Brand personality, Brand loyalty, perceived quality, Brand Associations). Case let
	04 hours

	                                                                                        Total
	40 hours


TextBooks:
T1.ProductStrategyandManagement,MichaelBakerandSusanHart, PearsonEducation,SecondEdition.
T2.StrategicBrandManagement,KevinLaneKeller,M.G.RameswaramandIsaacJacob,PearsonEducation,ThirdEdition.
ReferenceBooks:
R1.ProductManagement,DonaldR.LehmannandRussellS.Winer,FourthEdition,TMH
R2.InnovationManagement andNewProductDevelopment,PaulTrott,FourthEdition,Pearson
R3.StrategicBrandManagement,Kapferer,J.-N.(1997).London:KoganPageLimited
R4.BuildingBrandValue:FiveStepsofBuildingPowerfulBrands,M.G.Parameswaran,2006, NewDelhi: TataMcGrawHill
R5.BrandManagement,H. V.Verma,2004,NewDelhi:ExcelBook
OnlineResources: 
· https://www.nagarjunauniversity.ac.in/pgsyllabus/Semester2.pdf
· https://www

HYPERLINK "http://www.kluniversity.in/mba/pdf/Strategic%20Human%20Resource%20Management.pdf" \h.kluniversity.in/mba/pdf/Strategic%20Human%20Resource%20Management.pdf
· https://amityonline.com/pdf/spcl/StrategicHumanResourceManagement.pdf
· https://uou.ac.in/sites/default/files/syllabus/MS-305.pdf
Course Outcomes:
	CO1
	Understand the core concepts and lifecycle of products and brands in a competitive market.

	CO2
	Analyze and evaluate product planning, development, and portfolio management strategies.

	CO3
	Apply positioning strategies to build and manage strong brand identities.

	CO4
	Examine the role of branding in consumer behavior and market segmentation.

	CO5
	Utilize tools for measuring and enhancing brand equity and performance.

	CO6
	Formulate strategies for brand revitalization, extension, and global brand management.


	Type
	Code
	B2B Marketing
	L-T-P
	Credit
	Marks

	MB
	MB-T- MM -403A
	
	3-0-0
	3
	100


	Objectives
	Thiscourseaimsto buildastrongtheoreticalbaseaswellasenhancethe learner's knowledge of designing successful businessstrategiesandprograms.Asapartofthiscourse,casestudiesfromacrossthe globewill beusedtobringin experiential learningamongthe learners.

	Pre-requisites
	BusinesstoBusiness-to-business marketing(B2B)hasbeenoneofthemost discussedtopicsinmarketing.Itinvolvesallkindsofindustriesbe itmanufacturingor service-orientedones.Itencompassessmall, medium,andlargeindustriesandcreatesemploymentfora large number ofpeople. Business organizationshavebeen constantlytryingtooptimizetheirprocessesandproductstoprovide better productsandservicestootherfirms andthus constant innovationin suchorganizationshasbeenthenorm.Withgrowing technology,bettertransportfacilities,andadvancedresearchithas grown at a much faster pace in comparison to others. This course aims to build a strong theoretical base as well as enhance the learner’s knowledge of designing successful business strategies and programs. As a part of this course, case studies from across the globe will be used to bring in experiential learning among the learners.

	Teaching Schemes
	Regular classroomlectures withthe useofICTas needed.Eachsession is plannedtobeinteractivewitha focuson real-world problemsolvingthroughcaselets,simulation games,exercises,workshops,etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to B2B Marketing: Business marketing, Business market customers, Characteristics of business markets, Organizational buying and buying behavior, The buying process
Organizational markets of India: Organizational and business markets, Government as a customer, Commercial enterprises, Commercial and institutional customers. Case let
	10 hours

	Module-2
	Segmenting business markets: Business marketing planning: Strategic role of marketing, Components of a business model
Product strategy: Product policy, Industrial product strategy, Technology adoption, Building B2B brands, Product support strategy. Case let
	06 hours

	Module-3
	Managing innovation and NPD: Management of Innovation, Managing technology, Determinants of new product performance. Case let
	10 hours

	Module-4
	Managing service for business markets: Understanding the customer experience, Delivering effective customer solutions, Marketing solutions
Pricing in B2B marketing: Pricing process, Competitive bidding. Case let
	05 hours

	Module-5
	Managing marketing communications for business markets: B2B Advertising, Digital marketingTrade shows, exhibitions, business meets, Managing the sales force, and Deployment analysis. Case let
	05 hours

	Module-6
	Managing Channels: Business marketing channels and participants, Channel design and management decisions, E-commerce for business marketing channels, Market logistics decisions, and B2B logistics management. Case let
	04 hours

	Total
	
	40 hours


TextBooks:
T1. Sharad Sarin,BusinessMarketing:ConceptsandCases McGrawHill2013,1sted.
ReferenceBooks:
R1.MichaelD.Hutt,DheerajSharma,Thomas W.Speh,B2BMarketing: ASouth AsianPerspectiveCengage2014,11thed.
R2.Armstrong,GaryandPhilipKotler,"PrinciplesofMarketing",PrenticeHall,NewDelhi,2006
R3.JamesC.Anderson,DasNarayan,JamesA.NarusandD.V.R.Seshadri,BusinessMarket Management(B2B):Understanding,Creating,andDeliveringValue,Pearson2010,3rded.
R4.RobertVitale,Waldemar P. Fuetsch,JosephGagliano,BusinesstoBusiness,Marketing,Pearson2011
R5.KrishnaKHavaldar,BusinessMarketing:TextandCasesMcGrawHill2014,4thed.
OnlineResources: 
· https://www

HYPERLINK "http://www.imit.ac.in/note/18MBA403Ab2bm.pdf" \h.imit.ac.in/note/18MBA403Ab2bm.pdf
Course Outcomes:
	CO1
	Understand the fundamentals and scope of business-to-business (B2B) marketing.

	CO2
	Analyze organizational buying behavior and decision-making processes.

	CO3
	Develop effective B2B segmentation, targeting, and positioning strategies.

	CO4
	Apply strategies for managing B2B product, pricing, and distribution decisions.

	CO5
	Evaluate the role of personal selling, digital tools, and relationship marketing in B2B contexts.

	CO6
	Design integrated B2B marketing plans to enhance customer value and business growth.


	Type
	Code
	CourseTitle Theory
	WCH

L-T-P
	 Credit

	MB
	MB-T-HR-401B
	TeamDynamicsatWork
	3
	0
	0
	3

	MB
	MB-T-HR -402B
	StrategicHRM
	3
	0
	0
	3

	MB
	MB-T-HR-403B
	PerformanceManagement
	3
	0
	0
	3


	Type
	Code
	Team Dynamics at Work
	L-T-P
	Credit
	Marks

	MB
	MB-T- HR -401B
	
	3-0-0
	3
	100


	Objectives
	Identifythestages ofteamdevelopment. Identifywhatdrivesanddirectsthemasleadersdependingonthe situationalneeds oftheteam. Tofamiliarizethestudentswiththefunctioningofindividualsin groupsituations.

	Pre-requisites
	Cooperationand mutualtrust areimportant determinantsofperformance-effectiveteamswherememberrolesarehighlyinterdependent.A highlevel ofcooperationandmutual trustismorelikelywhenmembersidentify with the teamor workunit,valuetheirmembership,and are verycohesive.

	Teaching Schemes
	Regularclassroomlectureswiththe useofICTasneeded.Eachsessionis plannedtobeinteractivewitha focus onreal-worldproblemsolvingthrough caselets,simulationgames,exercises,workshops,etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module I
	Team composition: formation of teams and development Performance and motivation conflict and Leadership Decision Making, Group dynamics, Dynamics of teams, and Team building. Case let
	10 hours

	Module II
	Leadership: Team Decision Making, Discovering the interpersonal orientation through, training needs analysis, FIRO-B, Experiential learning methodologies-T-group sensitivity training, encounter groups. Case let
	10 hours

	Module III
	Introduction to Groups: Nature of groups, stages of group development, Encounter groups, appreciative inquiry. Case let
	6 hours

	Module IV
	Team Communication: Discovering facets of interpersonal trust through Johari window.  Case let
	4 hours

	Module V
	Conflict: Nature of conflict, theories of conflict, workplace conflict, Conflict resolution in teams, competitive v/s collaborative behavior, developing collaboration work stress, and stress management. Case let
	6 hours

	Module VI
	Negotiation: Introduction to Negotiation, Negotiation skills and strategies for team building, team morale, and team building strategies at workplace. Case let
	4 hours

	Total
	40 hours


TextBooks:
T1.Levi,Daniel.(2014).GroupDynamicsforTeams,5thEdition,SAGE Publications.
T2.SimonHartley,StrongerTogether:HowGreatTeamsWork,Little,BrownBookGroupUK
ReferenceBooks:
R1.TeamBuilding,Dyer and Dyer,Wiley
R2.GroupDynamics,DonelsonR Forsythyhy,Thomson
R3.SuccessfulTeamBuildingTools-ElaineBiech,Pfeiffer
OnlineResources:
· https://www

HYPERLINK "http://www.surveymonkey.com/r/NHQHW8N" \h.surveymonkey.com/r/NHQHW8N
· http://www.morris.umn.edu/services/career/career_planning/valquestion.php
· http://www.scribd.com/doc/22392547/Motivational-Needs-Questionnaire-2009
Course Outcomes:
	CO1
	Understand the foundational concepts of team dynamics and group behavior.

	CO2
	Analyze the stages of team development and factors influencing team performance.

	CO3
	Demonstrate effective communication, collaboration, and conflict resolution in team settings.

	CO4
	Apply leadership and decision-making skills to manage diverse and cross-functional teams.

	CO5
	Evaluate the impact of team roles, norms, and culture on group effectiveness.

	CO6
	Develop strategies to build high-performing teams and enhance team cohesion and productivity.


	Type
	Code
	Strategic Human Resource Management
	L-T-P
	Credit
	Marks

	MB
	MB-T-HR-402B
	
	3-0-0
	3
	100


	Objectives
	This course provides students with the understanding, knowledge, and skills to make strategic human resource management decisions and presents a thorough and systematic coverage of issues related to strategic human resource management. This course is basically for the students who are specializinginthefieldof Humanresourcemanagement. Thiscoursewillhelpthe studentstothinkstrategically andintegratetheactivitiesofHRwiththeorganization's Goals. 

	Pre-requisites
	Strategichuman resource managementinvolves a future-orientedprocess of developingand implementingHRprograms thataddressandsolvebusinessproblemsanddirectly contribute to majorlong-termbusinessobjectives.SHRMisusedtocreate a framework thatlinks the managementof peopleandthe development ofpracticesthat alignwithlong-termgoals. By applyingstrategicHRpractices,employeescan beanalyzed andtheactionsthatwillleadto valueadditionfor thecompanycanbeidentified.

	Teaching Schemes
	Regular classroom lectures with the use of ICT as needed. Each session is planned to be interactive with a focus on real-world problem solving through case lets, simulation games, exercises, workshops, etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to Strategic HRM: Traditional Vs. strategic HR, Typology of HR activities, ‘Best fit’ approach Vs ‘Best practice’ approach, HR issues and challenges related to technology. Case let
	06 hours

	Module-2
	Strategic Management: Models of strategy, the process of Strategic management, Analysis of environment, Organizational Self- Assessment, Establishing Goals and objectives, the importance of strategic planning for business success, Setting strategy- Corporate Strategies, Business unit Strategies, An introduction to market-driven strategy, Resource driven strategy. Case let
	08 hours

	Module-3
	The Evolving/ Strategic Role of Human Resource Management: Strategic HR versus Traditional HR, Barriers to Strategic HR, Strategic approach to management structure, job design.
Human Resource Planning: Objectives of Human resource planning, Types of planning: Aggregate planning, Succession Planning. Case let
	08 hours

	Module-4
	Design and Resign of Work Systems: Design of work systems, Job rotation, Redesign of work systems, Strategic work redesign in Action, Mergers and Acquisitions, understanding change, and Managing Change. Case let
	08 hours

	Module-5
	Staffing: Recruiting, Temporary versus Permanent Employees, Internal versus External Recruiting, when and how extensively to recruit, methods of Recruiting, selection, Interviewing, Testing, Diversity. Case let
	05 hours

	Module-6
	Training and development: Benefits, Planning and strategizing training, Need Assessment, Objectives, Design and delivery, evaluation. Case let
	05 hours

	Total
	40 hours


TextBooks:
T1:Tanuja Agarwala,Strategic HumanResourceManagement,Oxford UniversityPress.
T2:S.K.Bhatia,Strategic HumanResource Management:WinningThroughPeople:Concepts, PracticesandEmergingTrends,Deep&amp;Deep,Publications,NewDelhi
T3:MichaelArmstrong,StrategicHRM,Koganpage,London
T4:JefferyMello,StrategicHRM,Thompsonpublication,NewDelhi
ReferenceBooks:
R1.Mabey,ChristeferandSalman,Graeme:StrategicHumanResource Management,Beacon Book,NewDelhi.
R2.Charles R.Greer, StrategicHumanResourceManagement,PearsonEducation,2003
R3.Peter J. Dowling,DeniceE.Welch,RandallS.Schuler,InternationalHumanResource Management,ThomsonSouth-Western,2002
R4.MaheyCandSalmanG.,(1996),Strategic HumanResource Management,Oxford Blackwell.
OnlineResources:
· https://www.nagarjunauniversity.ac.in/pgsyllabus/Semester2.pdf
· https://www

HYPERLINK "http://www.kluniversity.in/mba/pdf/Strategic%20Human%20Resource%20Management.pdf" \h.kluniversity.in/mba/pdf/Strategic%20Human%20Resource%20Management.pdf
· https://amityonline.com/pdf/spcl/StrategicHumanResourceManagement.pdf
· https://uou.ac.in/sites/default/files/syllabus/MS-305.pdf
Course Outcomes:
	CO1
	Understand the strategic role of HRM in achieving organizational goals.

	CO2
	Analyze the alignment between HR strategies and overall business strategies.

	CO3
	Evaluate strategic HR functions such as workforce planning, talent management, and succession planning.

	CO4
	Apply frameworks for managing performance, compensation, and employee engagement strategically.

	CO5
	Examine the impact of globalization, technology, and legal environments on strategic HRM decisions.

	CO6
	Develop and recommend HR strategies that support sustainable competitive advantage.


	Type
	Code
	Performance Management
	L-T-P
	Credit
	Marks

	MB
	MB-T- HR -403B
	
	3-0-0
	3
	100


	Objectives
	Understand the components of an effective  Performance Management systeminanorganizationandthe importanceof aligningwithotherHRsystems. Understandthe roleofTalentManagementas akeycomponentof the PerformanceManagementProcess. UnderstandWhatPerformanceManagementis,andits positiveimpacton organizations. Understand how a Performance   Management system is interdependent withrecruiting,onboarding,compensation,and employeedevelopment.

	Pre-requisites
	Thiscourse aimstohelpstudentsunderstandturnoverintentionsandwillshow themhow theycanassistorganizationstogainacompetitive advantage through beingabletokeeptheirmostvaluedemployeesmotivated&Loyal-usingthe toolof“Performance ManagementSystem”.Itis alsoaimedtoexamine the importanceofaneffective performancemanagementsysteminhelping organizations defineandachieveshort- and long-termgoals. It explainsandreinforces the conceptthat performance managementis not a one-time supervisoryevent,butanongoingprocessofplanning,facilitating,assessing, andimprovingindividualandorganizationalperformance.Inaddition,the course emphasizestheimportanceofmeasuringtheeffectivenessofhumanresource activitiesthataredesignedtoenhanceindividualandorganizational performance.

	Teaching Schemes
	Regular classroom lectures with the use of ICT as needed. Each session is planned to be interactive with a focus on real-world problem solving through caselets, simulation games, exercises, workshops, etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to Performance Management: Performance Management:  Aims, Characteristics, Developments in Performance     Management, Concerns, Understanding PM. Performance Appraisal and Performance Management, PM and MBO, 7 rules of excellence, 7 sins of HR professionals. Case let
	10 hours

	Module-2
	Process of Performance Management:  Performance   Management cycle, PM Sequence, Working of PM. Performance Management Activities. PM in action – feedback management in PM. and Planning and Performance Management. Case let
	06 hours

	Module-3
	Performance Monitoring: Assessment Centre, Designing and measuring performance (KPI & KRA), Criteria for performance measurement Setting Organizational, Team & Individual performance Standards, Methods for evaluating Performance 360 Degree appraisal.Case let
	10 hours

	Module-4
	Competency   Mapping   &   Competency Modeling, Balance Scorecard. Case let
	05 hours

	Module-5
	Performance Management & Employee Development: Personal Development Plans, Direct Supervisor’s Role, Performance Management Skills- Coaching, Coaching Styles, Coaching Process, Performance Review Meetings. Performance Counseling, Objectives; Process; Conditions for Effective Performance Counseling. Case let
	05 hours

	Module-6
	Management of Rewards:  Pay Plans, Putting Pay in Context, Pay Structures Reward Management, Components of Reward Management, Linkage of Performance Management to Reward, Ethics in Performance Management. Case let
	04 hours

	Total
	40 hours


TextBooks:
T1.HandbookofPerformanceManagement–KeyStrategy andPracticalGuidelines,Michael Armstrong.ThirdEdition
ReferenceBooks:
R1.HumanResourcesManagement–GaryDessler &Biju Varkkey,11thEdition. 
R2.PerformanceManagement,MACMILAN,India PremChandra
R3.PerformanceManagementandAppraisalsystem,‘HRToolforGlobalCompetitiveness’, ResponseBook–SAGE,T.V. Rao,
R4.ManagingHumanResources,TATAMcGraw-HillEdition,WayneF.Casio.
OnlineResources:
· https://dde.pondiuni.edu.in/files/StudyMaterials/MBA/MBA3Semester/HRM/2Performance

HYPERLINK "https://dde.pondiuni.edu.in/files/StudyMaterials/MBA/MBA3Semester/HRM/2PerformanceManagement.pdf" \hManagement.pdf
· https://ebooks.lpude.in/management/mba/term_3/DMGT517_PERFORMANCE_MANAGEMENT_SYSTEM.pdf
Course Outcomes:
	CO1
	Understand the concepts, purpose, and scope of performance management systems.

	CO2
	Explain the link between organizational goals and individual performance.

	CO3
	Apply tools and techniques for setting performance standards and evaluating outcomes.

	CO4
	Design effective performance appraisal systems and provide constructive feedback.

	CO5
	Analyze the role of Key Performance Indicators (KPIs) and Key Result Areas (KRAs) in managing performance.

	CO6
	Evaluate the impact of performance management on employee development, motivation, and organizational success.


	Type
	Code
	CourseTitle Theory
	WCH
L-T-P
	Credit

	MB
	MB-T-FM-401C
	BusinessTaxation
	3
	0
	0
	3

	MB
	MB-T-FM-402C
	BehavioralFinance
	3
	0
	0
	3

	MB
	MB-T- FM-403C
	FinancialDerivatives
	3
	0
	0
	3


	Type
	      Code
	Business Taxation

	L-T-P
	Credit
	Marks

	MB
	MB-T- FM -401C
	
	3-0-0
	    3
	  100


	Objectives
	The objectiveof thiscourseistoacquainttheparticipantwiththeimplicationsoftaxstructureandcorporateprofitplanninginoperational as wellas strategicterms. The presentcourseaimsto familiarizetheparticipantswiththe principles,problems,andstructureof differenttypes ofbusiness taxesin Indiaandthe relevanceofthesetaxesinbusinessdecisions.

	Pre-requisites
	Itisawell-knownfactthatincometaxwouldbepayableonthenettaxable income(ortotalincome)ofthetaxpayer.Thus,thefinalfigureofnettaxable incomewillhavetobearrivedatonwhichincometaxwouldbepayablebythe individualthefirm,orthecorporatetaxpayer.Whileproceedingtocompute thenettaxableincomeofdifferentcategoriesoftaxpayersthemostimportant firststepwouldbetoproceedtocomputethenettaxableincomeunderdifferent headsofincome. Whilecalculating thenetincomefromdifferent headsof incomedeductionswouldbeallowedforvariousexpenseswhichareallowedasa deductioninthe computationofrespectiveincomeunderthespecificheadof income.

	Teaching Schemes
	Regular classroom lectures with the use of ICT as needed. Each session is planned to be interactive with a focus on real-world problem solving through case lets, simulation games, exercises, workshops, etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Income Tax Act, 1961, Basic Concepts and definitions, and scope of total income, Residential Status and Incidence of Tax, Incomes which do not form part of Total Income (Sec.10), Tax Planning, Tax Evasion, and Tax Management. (Problems on residential Status of Individual assets). Case let.
	10 hours

	Module-2
	Introduction, Meaning of Salary, Allowances, Valuation & taxability of Perquisites, Death cum Retirement benefits, Deductions against Salary. Income from House Property (Theory Only). (Problems with salary Income).Case let.
	06 hours

	Module-3
	Income under the head Profit and Gains of Business or Professions and its computation- basic method of accounting- scheme of business deductions/ allowance- deemed profits- maintenance of books, Depreciation.    (Problems on the computation of income from business/ profession of Individual assesse and Depreciation). Case let.
	08 hours

	Module-4
	Income under capital gain, basis of charge, transfer of capital asset, inclusion & exclusion from capital asset, capital gain, computation of capital gain, deductions from capital gains. Income from Other Sources (Theory Only).  Case let.
	06 hours

	Module-5
	Calculations on the computation of Income from capital gain. Permissible deductions under section 80C to 80U, computation of tax liability of Individuals.  Setoff and carry forward of losses (Theory only). (Calculations on Computation of Taxable Income and tax liability of Individuals).Case let.
	05 hours

	Module-6
	Definition of GST, Administrative structure of GST, Officers as per CGST Act,Officers as per SGST Act,Jurisdiction, Appointment, Powers, Procedure for Registration, Amendment of registration, Cancellation of registration. Case let.
	05 hours

	Total
	40 hours


Text Books
T1. Direct Taxes Law and Practice, Vinod Singhania and Kapil Singhania, Taxman Publications. 
T2. Students Guide to Income Tax Vinod Singhania and Kapil Singhania, – Taxman Publications. 
T3. Business Taxation – Mohapatra, Sahu - Himalaya
T4. Business Taxation - A. Pathak and S. Godiawala, Mc Graw Hill Publication
Reference Books
R1. TN Manoharan- Students Guide to Income Tax – Snow White
R2. Direct Tax – Lal &Vashisht – Pearson.
R3. Ahuja, G K & Gupta, Ravi Systematic Approach to income Tax. Allahabad, Bharat Law House, 1999
R4. Srinivas,EAHandbookofCorporateTaxPlanning.NewDelhi,TataMcGrawHill,1986.
OnlineResources
· https://sist.sathyabama.ac.in/sist_coursematerial/uploads/SBAA1304.pdf
   Course Outcomes:
	CO1
	Understand the fundamental concepts and provisions of direct and indirect taxes applicable to businesses in India.

	CO2
	Calculate taxable income and tax liability for individuals, firms, and companies as per the Income Tax Act.

	CO3
	Apply knowledge of GST structure, registration, input tax credit, and filing procedures.

	CO4
	Analyze the implications of tax planning, tax avoidance, and tax evasion in business contexts.

	CO5
	Interpret tax laws and compliance requirements for effective business decision-making.

	CO6
	Evaluate the role of taxation in financial and strategic business planning.


	Type
	      Code
	Behavioral Finance

	L-T-P
	Credit
	Marks

	MB
	MB-T-FM-402C
	
	3-0-0
	    3
	  100


	Objectives
	Thepurposeofthis courseis tointroducethestudenttothenewfieldof behavioral finance. Students will deal with major implicationsof humanpsychologyforfinancial decision-makersandforfinancial markets. Uponcompletionofthiscourse,studentswillbeabletohaveagood understandingofthemajorconceptsandtopicsofbehavioralfinance.

	Pre-requisites
	Thiscoursewillcoverthebehavioralaspectsoffinancialdecision-makingand personal financeplanning.Thestudents shallbeintroduced to thetheoretical, mathematical,andempirical underpinningsof anomaliesandbiasesthat investorsface infinancialmarkets.Thecoursealso focuseson thebehavioral approachtoinvestmentandpersonalfinancialplanning.

	Teaching Schemes
	Regular classroom lectures with the use of ICT as needed. Each session is planned to be interactive with a focus on real-world problem solving through case lets, simulation games, exercises, workshops, etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to Behavioral Finance: Concept, Nature, Scope, Objectives, Difference between Standard Finance and Behavioral Finance, Traditional View of Financial Markets, Anomalies of Financial Markets, Limitations of Efficient Market Hypothesis. Case Let.
	10 hours

	Module-2
	Hypothesis, Behavioral Financial Market Strategies, Behavioral Indicators, Psychology: Social, Behavioral, Physiological, Applied, Educational, Cognitive Psychology, Boom & Bust Cycles, Prospect Theory, Loss aversion Theory. Case Let.
	06 hours

	Module-3
	Behavioral Biases theories: Heuristics, Overconfidence Bias, Representativeness, Anchoring and Adjustment bias, cognitive dissonance bias availability bias, self-attribution bias, illusion of control bias conservation bias, endowment bias, optimism bias, confirmation bias, Impact of bias on investors, External factors defining investors behavior. Case Let.
	10 hours

	Module-4
	Fear and Greed in the Financial Market, Finance & Emotions, Investors & types, Characteristics of extremely successful Investors, Bubbles and systematic investors sentiments. Risk Aversion and expected marginal utility, Risk aversion- Rabin and Thaler, expected utility theories, Rationality in investment decisions: Concept, Limitation, assumptions for rational decision-making model, Rational decision-making process, Dependency of Rationality on Time Horizon, Herbert Simon and Bounded Rationality. Case Let.
	05 hours

	Module-5
	Dynamic Asset Allocation: CRRA Investors, Behavioral Clients, Mean Reversion Structured Wealth Management Process: Risk Ability, Risk Awareness, Risk Tolerance, and Investment Style. Group Behavior: Conformism, herding, fatal attractions. Emotion and Neuroscience, Geomagnetic storm: phase, types, causes, effect. Case Let.
	05 hours

	Module-6
	Geomagnetic storm and financial market, Impact of geomagnetic storm on stock market return. Factors influencing stock &amp; stock market, External factors, and investors behavior, Classification of external factors influencing investors behavior, factors influencing on investors behavior. Case Let.
	04 hours

	                                                                                        Total
	40 hours


Text Books:
T1. Behavioral Finance: Psychology, Decision-Making, and Markets", by Ackert and Deaves. 
T2. Understanding Behavioral Finance by Ackert
T3. ThePsychologyofInvestingbyJohnR.Nofsinger,PearsonPrenticeHall,(4thEdition) 
T4.WhatInvestors ReallyWant-Learnthelessons ofbehavioralFinance,MeirStatman, McGraw-Hill
T5.BehavioralFinancebyShuchitasingh,ShilpaBahl
ReferenceBooks:
R1.Chandra,P.(2017), BehavioralFinance,TataMcGrawHillEducation,Chennai(India). 
R2.Ackert,Lucy,RichardDeaves (2010),BehavioralFinance;Psychology,Decision MakingandMarkets,CengageLearning.
R3.Forbes,William(2009),BehavioralFinance,Wiley.
R4.Kahneman,D.andTversky,A.(2000).Choices,valuesandframes.NewYork:CambridgeUniv.Press.
R5.Shefrin,H. (2002),BeyondGreedandFear;UnderstandingBehavioralFinanceand Psychologyofinvesting.NewYork;OxfordUniversityPress
OnlineResources:
· https://www

HYPERLINK "http://www.imit.ac.in/note/18MBA402Bbf.pdf" \h.imit.ac.in/note/18MBA402Bbf.pdf
Course Outcomes:
	CO1
	Understand the psychological foundations and key principles underlying investor behavior and financial decision-making.

	CO2
	Identify and explain common cognitive biases and emotional influences in investment behavior.

	CO3
	Analyze the impact of heuristics, overconfidence, loss aversion, and framing on market outcomes.

	CO4
	Evaluate the limitations of traditional finance theories using behavioral finance concepts.

	CO5
	Apply behavioral insights to personal financial planning, asset pricing, and portfolio management.

	CO6
	Assess the role of behavioral factors in financial anomalies, bubbles, and market inefficiencies.


	Type
	      Code
	Financial Derivatives

	L-T-P
	Credit
	Marks

	MB
	MB-T- FM -403C
	
	3-0-0
	    3
	  100


	Objectives
	Topredictthepricemovementinthestockmarketandtoprovide commitmentstopricesforfuturedatestogiveprotectionagainst
adversemovementsinfutureprices. Tounderstandthebasicsofthevariousinstrumentsoperatinginthe stockmarketalongwiththeirtradingmechanismandregulations. Todevelopvariouspricingmodelsofstockprices,trading,hedging ofoptions,andmanagementofderivativeexposure.

	Pre-requisites
	Thiscoursecoversoneofthemostexcitingandimportantareasinfinance: derivatives. Financial derivativessuchasforwards, futures, swaps, andoptionsallowariskmanagertomitigateoreveneliminateunwantedrisks hercompanyisfacing,therebyallowingthecompanytofocus onits comparativeadvantage.

	Teaching Schemes
	Regular classroom lectures with the use of ICT as needed. Each session is planned to be interactive with a focus on real-world problem solving through case lets, simulation games, exercises, workshops, etc.


Detailed Syllabus
	Module
	Topics
	Hours

	Module-1
	Introduction to Derivatives: Definition – Types – Participants and functions – Development of exchange-traded derivatives – Global derivatives markets – Exchange traded vs. OTC derivatives markets – Derivatives trading in India – L.C.Gupta Committee J. R. Varma Committee-Requirements for a successful derivatives market. Case let
	10 hours

	Module-2
	Futures: Introduction – Futures terminology – Key features of futures contracts – Futures vs. Forwards – Pay off for futures – Equity futures in India – Index futures – Stock futures – Futures trading strategies – Hedging – Speculation – Arbitrage – Spread trading. 
Options: Introduction – Options terminology – Types – Options pay off – Equity options contracts in India – Index options – Stock options – Options trading strategies – Hedging – Speculation – Arbitrage – Straddle – Strangles – Strips and straps –Spread trading. Case let
	06 hours

	Module-3
	Pricing of Futures and Options. The cost of carry models for stock and index futures – Cash price and futures price, arbitrage opportunity. Factors affecting options pricing – Option pricing models – Binomial pricing model – The Black and Scholes Model – Pricing of index options Sensitivity of option premia (Delta, Gamma, Lambda, Theta, Rho). Case let
	10 hours

	Module-4
	Trading Clearing and Settlement of Options and Futures:  Futures and options trading system – Trader workstations – contractspecification-specification for stocks and index eligibility for trading Charges. Clearing entities and their role –clear mechanism-adjustment for corporate actions- Open position calculation. Case let
	05 hours

	Module-5
	Margining and settlement mechanism-Risk Management- SPAN Mechanics of SPAN-Overall portfolio margin requirement. Interest Rate, Credit, Currency, and Weather Derivatives. Case let
	05 hours

	Module-6
	Interest rate options- caps- floors -collars – swap options -hedging -credit derivatives-credit risk management. Currency futures and options- trading strategies Weather, energy and insurance derivatives-Real Options-Derivative mishaps-lessons. Case let
	04 hours

	                                                                                        Total
	40 hours


TextBooks:
T1:JohnHull,Options,FuturesandotherDerivatives,PearsonEducation
T2:S. L. Gupta, Financial Derivatives,PrenticeHall
T3:Parameshwaran,FinancialDerivatives,McgrawHill.
T4:SanjeevAggarwal,AGuidetoIndianCapitalMarkets,BharatPublishing.
ReferenceBooks:
R1.D.C.Patwari,Options andFutures-AnIndianPerspective,JaicoPublishingHouse.
R2.PunithavatiPandian,SecurityAnalysisandPortfolioManagement,Vikas PublishingHouse.
R3.PrasannaChandra,Security AnalysisandPortfolioManagement,TataMcGrawHill.
R4.SatyajitDas,Traders,GunsandMoney:Knowns andUnknownsintheDazzlingWorldofDerivatives.
OnlineResources: 
· http://www.mlritm.ac.in/assets/img/FINANCIAL%20DERIVATIVES.pdf
· https://backup.pondiuni.edu.in/sites/default/files/downloads/Financial-derivatives-260214.pdf
CourseOutcomes:
	CO1
	Understand the fundamental concepts and types of financial derivatives, including forwards, futures, options, and swaps.

	CO2
	Analyze the structure, features, and uses of derivative instruments in financial risk management.

	CO3
	Apply pricing models such as Black-Scholes and the Binomial Model for the valuation of options.

	CO4
	Evaluate hedging, speculation, and arbitrage strategies using derivatives.

	CO5
	Interpret and manage the risks associated with derivative trading in various market conditions.

	CO6
	Demonstrate proficiency in the application of derivative contracts in portfolio management and corporate finance.


	Type
	Code
	WinterInternship
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	L-T-P
	Credit
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	MB-P-SC-404
	
	0-0-6
	3
	100


· Every studentofthe MBA shall undergoInternshiptrainingafter thecompletionofthe ThirdSemester oftheprogram.
· ThisInternshipperiodshallbefor30-45days.
· TheobjectiveoftheInternshiptrainingistogivethestudentsahands-onexperienceinreal-life businessoperations.
· Thestudentsarerequiredtochooseanorganizationfora Winterinternshipuponcompletionofthe 3rdsemester.Thecollegeauthorityneedstoprovideadequatecounselingtothestudentslooking athis /herareaofinterestduringthesecondsemester.
· Thestudentshallbeattachedtoafacultyinthe relevantareaforguidanceduringtheinternship.
· Thestudentsshallmaintainan Internshipdiaryatthesummertrainingvenue.The Internshipdiary shallformapartofthesummerinternshipprojectreport.
· He/ShehastorecordprogressandthediscussionwiththeofficialsoftheOrganizationn.On completion ofthesummertraining, theconcernedfaculty as wellastheofficialofthe concernedorganizationshallverifytherecordandauthenticateit.
· Thestudentswhilepreparingtheprojectreportshalldevoteonechaptertowhat he/shehasdoneduringthetrainingperiod.Thestudentsshouldnotpreparevagueorfalse reports.
· Thestudentsmustmakethe followinganalysis:
a. IndustryAnalysis 
b. CompanyAnalysis 
c. SWOTAnalysis
d. Thelastchapter shouldmentionhis/herlearningexperienceintheOrganization.
· TheReportshouldbelimitedto30-50pages.
· Thesummerinternshipevaluationshouldbedoneduringthecontinuanceof3rdSemester.
· The principalshallformacommitteeoffacultymemberstotakethevivavoce.
· TheInternshipReportandtheViva-VoceExaminationwillbeevaluatedthroughthecentralized evaluationprocessbyapanelconsistingofthe Dean of Management, HOD,theInternshipCoordinator,theProfessor-in-chargeofthedepartment,an internalguide,onememberfromtheSD&Pcell, andtheprincipal.
· TheweightagefortheInternshipReportshallbe60marks,andthe weightageforthe Viva-Voceexaminationshallbe40marks (A total of 100marks).
