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MASTER OF BUSINESS 

ADMINISTRATION[CHOICEBASESCREDITSYSTE

M(CBCS)] 

 

OBEREGULATIONSANDSYLLABUS 

 

(Effectivefromtheacademicyear2022-2023onwards) 
 

PREAMBLE 

 

Department of Management Studies is one of the upcoming management institutes 

inthe Southern region of the country. Department of Management Studies offers two year 

full-time MBA program with a difference (CBCS – Choice Based Credit Systems) since 

itsinception in 2005. The institute also offers M.Phil full-time and Ph.D. both full-time and 

part-time programmes to promote research activities. Department of Management Studies is 

anactive Institutional member ofAllIndia Management Association. 

Students are selected for MBA Programme based on their performance in 

Graduation,GroupDiscussion,PersonalInterviewandTANCET/MATScoreasperGovernmentN

orms. The academic, professional practice and performance standards of the Institute 

matchwith the world class business schools. Students of Department of Management Studies 

arebeingimpartedmanagementeducationinaverycohesive,disciplinedandprofessionalenvironm

ent.Theinstituteleavesnostoneunturnedtoprepareitsstudentsasperfectdecision-makers and 

pathfindingmanagers. 

The institute is located ina separate spacious,lushgreencampusinthe Salem-Bangalore 

national highway and is equipped with sprawling infrastructure and instructionalfacilities. 

The institute has separate hostel facilities for boys and girls within the Universitypremises. 

TheinstituteprovidesthecontemporaryAudio-Visuallearningequipmentsforlectures and 

has developed its enduring relationship with the industries for providing practicaltraining to 

the students through industrial visits, summer placement and guest lecture’s ofexecutivesfrom 

corporateworld. 

The University has employed highly experienced and professionally qualified 

youngfacultymemberswithbackgroundfromindustriesandeducationwhoaredynamicandpossess

management skills as atrainer. 

The interactive and participating methods of learning have been introduced and 

thestudentsareassessedfortheircomprehensiveskillsattheendofeachsemester.Thestudents 
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areencouragedtomakemaximumuseoflibraryandcomputerlabwhichareavailabletothem round 

the clock. The learning environment is always continuous and inculcates in thestudentsthebest 

skills ofcommunication and personalitydevelopment. 

The faculty members of Department of Management Studies are actively 

involvingthemselves in research and extension activities, paper and book publications. 

Attending andpresenting papers at national and international level seminars, conferences and 

taking upconsultancyservices. 

The students are provided assistance for the Summer Training and Job Placement 

inleadingorganizations. 

The Institute strongly emphasis on quality education, effective teaching 

pedagogiesand real industry interface to propel to a better career. The institute will ever look 

for longterm benefits where it equips the students with required employable skills and 

Managerialtraits. 

 
VISION 

Impartingtheknowledgetothesociety 

throughformalandinformalmodesandcontributingto nation building. 

MISSON 

⚫ ToinstitutespecializedresearchcentersofExcellence 

⚫ Todesigncourses andtotrainstudentstoimproveacademicexcellence 

⚫ Toenhanceacademia-industryinteraction 

⚫ Toinvolveinextensionandoutreachprogrammes 

⚫ Tomakethe Universitygloballyknown academic and research institution 

⚫ Toinculcatevalues,ethics,scientifictemperandenvironmentalawareness 

 
MBA–PROGRAMME OUTCOME(PO) 

 

AfterthesuccessfulcompletionofM.B.A.Program,thestudentareexpectedto 

 

1. Making students acquire a comprehensive foundation in the fundamentals of business, 

theglobal environment in which they will function, and the analytical tools for 

managerialdecision-making. 

2. Training students to acquire required theoretical and relational abilities and feeling 

ofsocialreasonsforadministrativeleadership 
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3. Developing initiative capacities among students to go about as change specialists and be 

awellspringof inspirationin thebusiness organizations theywork in. 

4. Enabling the students to become through professionals to fulfill and exceed 

expectationsof Corporate, Government and Society at large without compromising the 

uprightness,trustworthinessand moral values. 

5. Equipping students to become rational decision makers and take decisions based on 

thefactualinformation byapplyingappropriate managerialtools and techniques. 

6. Enablingstudentstohaveresearchrelated skills 

7. Equippingstudentswith digitalliteracy 

8. Haveproblem solvingskills 

9. Expressmoralandethicalawareness 

10. Havegoodcriticalthinking 

 
MBA-PROGRAMSPECIFICOUTCOMES(PSOs) 

 

ProgramspecificOutcomes(PSOs) 

Afterthesuccessfulcompletion ofM.B.A.Program,thestudentareexpectedto 

PSO1 HavedevelopedknowledgeandskillinkeyfunctionalareasnamelyFinance,Marketin

g, Human Resource,Systems, Production &Entrepreneurship 

PSO2 Haveequippedincurrentconceptualmodelsandtrendsindomestic&internationalbusi 

nessadministration 

PSO3 Haveunderstoodthedifferences inbusinesspractices aroundtheglobe. 

PSO4 Have developed understanding of the impact of these differences and 

applyingthemfrom adomesticperspective. 

PSO5 Havedevelopedverbalandwrittencommunication toadaptto 

evolvingvirtualorganisations. 

PSO6 Havedevelopedeffectiveworkculture andteamspirit. 

PSO7 Havedevelopedunderstandingofthediverseanddynamicbusinessenvironment 

PSO8 Havedevelopedanalyticaldecisionmakingtechniques 

PSO9 Haveabilitytoanalyseandevaluateethicalproblems ofbusiness 

PSO10 HaveacquiredIndustry4.0perspectiveineveryprogramme 

 
PROGRAMME PATTERN 

This programme is offered under Choice Based Credit system (CBCS). Students can 

earnmore credits than the stipulated minimum of 90 credits, through Extra Credit Courses 

viaInterdisciplinary(Supportive) Courses). 
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CANDIDATE’SELIGIBILITYFORADMISSION 
 

A pass ina recognized Bachelor’s Degree of Minimum of 3years duration andobtained 

at least 50% marks (45% in the case of candidates belonging toreserved category)in the 

qualifying degree examination and TANCET/MAT/CAT Score/Entrance 

Examinationspecifically conducted from the Department of Management Studies or any other 

equivalentadmissiontestscore(Forabovesaidexamscores,onlythelatestentranceexamtestscorewi

llbeconsidered),GroupDiscussion and PersonnelInterview. 

 
 

CBCS-STRUCTUREOFTHEPROGRAMME 
 

Theprogramme structure comprisesoftwo parts. 

 

CourseComponent No.ofCourses Credits 

CoreCourses 15 60 

ElectiveCourses(Optional) 06 24 

PracticalCourse 01 04 

SupportiveCourses(Optional) 01 04 

Project(Experiential

Learning) 
01 08 

Internship 01 - 

SwayamCourse 01 02 

HumanRights 01 02 

Total 26 104 
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SEMESTER:01 

 
Course Code 

 
Course Title 
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22UPMBA1C01 Concepts of Management and 

Communication 

4 3 25 75 100 

22UPMBA1C02 Organizational Behavior 4 3 25 75 100 

22UPMBA1C03 Managerial Economics 4 3 25 75 100 

22UPMBA1C04 Financial And Management Accounting 

Practices 

4 3 25 75 100 

22UPMBA1C05 Quantitative Techniques for Managers 4 3 25 75 100 

22UPMBA1C06 Research Methodology for Social 

Science 

4 3 25 75 100 

Sub-total 24 - 150 450 600 

SEMESTER:02 

22UPMBA1C07 Operations Management 4 3 25 75 100 

22UPMBA1C08 Marketing Management 4 3 25 75 100 

22UPMBA1C09 Financial Management 4 3 25 75 100 

22UPMBA1C10 Human Resources Management 4 3 25 75 100 

22UPMBA1C11 Operations Research 4 3 25 75 100 

22PHR01 Human Rights and Duties 2 3 25 75 100 

22UPMBA1SW1 SWAYAM Course 2 - - - - 

Sub-total 28 - 175 525 700 

SEMESTER:03 

22UPMBA1C12 Legal Aspects of Business 4 3 25 75 100 

22UPMBA1C13 Entrepreneurship 4 3 25 75 100 

- Elective–1 4 3 25 75 100 

- Elective–2 4 3 25 75 100 

- Elective–3 4 3 25 75 100 

22UPMBA1P01 Project Work and Viva Voce 8 3 50 150 200 

22UPMBA1I01 Internship Training - - - - - 

- Supportive Course offered to Non-

MBA’s 

4 3 25 75 100  

Sub-total 32 - 175 525 700 

SEMESTER:04 

22UPMBA1L01 Management Information System and 

Lab 

4 3 40 60 100 

22UPMBA1C14 Strategic Management 4 3 25 75 100 

22UPMBA1C15 Employability Skills 4 3 25 75 100 

- Elective-4 4 3 25 75 100 

- Elective-5 4 3 25 75 100 

- Elective–6 4 3 25 75 100 

Sub-total 24 - 165 435 600 

Grand-total 104 - 665 1935 2600 
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LIST OF ELECTIVE PAPERS 

 

SEMESTER3 

SPECIALIZATION: F INANCIAL MANAGEMENT 

22UPMBA1EF1 Merchant Banking and Financial Services 

22UPMBA1EF2 Investment Analysis and Portfolio Management 

22UPMBA1EF3 Multinational Financial Management 

SPECIALIZATION: HUMAN RESOURCES MANAGEMENT 

22UPMBA1EH1 Human Resource Training & Development 

22UPMBA1EH2 International Human Resource Management 

22UPMBA1EH3 Human Resources Information System 

SPECIALIZATION: PRODUCTION AND OPERATIONS MANAGEMENT 

22UPMBA1EP1 Supply Chain Management 

22UPMBA1EP2 Total Quality Management 

22UPMBA1EP3 Materials Management 

SEMESTER4 

SPECIALIZATION: MARKETING MANAGEMENT 

22UPMBA1EM1 International Marketing Management 

22UPMBA1EM2 Services Marketing 

22UPMBA1EM3 Brand Management 

SPECIALIZATION: SYSTEMS MANAGEMENT 

22UPMBA1ES1 Systems Management 

22UPMBA1ES2 Information Technology & Business Application 

22UPMBA1ES3 E-Commerce 

SPECIALIZATION: ENTREPRENEURSHIP 

22UPMBA1EE1 Entrepreneurship Development 

22UPMBA1EE2 Export Entrepreneurship 

22UPMBA1EE3 Rural Entrepreneurship 

 

LIST OF SUPPORTIVE COURSES OFFERED FOR OTHER 

DEPARTMENTSTUDENTS 

SEMESTER:02 

21UPMBA1S01 Introduction to Export Management 

21UPMBA1S02 Fundamentals of Marketing 

21UPMBA1S03 Fundamentals of Entrepreneurship 

21UPMBA1S04 Retail Marketing and Small Business Management 

 
PROJECTWORK&VIVAVOCE (EXPERIENTIALLEARNINGCOURSE) 

 
During the summer vacation, the student has to avail 4&6 weeks (i.e. May & June) for 

project data collection and analysis in consultation with the faculty guide. There port has to 

be submitted on the specified date during III semester. 

On completion of the course, the students are required to submit a report. The 

departmental committee on the basis of certificate from host industry/organization, training 

report and viva voce will assess the student’s performance and marks will be Awarded. 
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Project report evaluation consists of report evaluation and the conduct of viva 

voceexamination. Report evaluation (150 marks) will be undertaken by an external examiner 

andthe faculty guide independently and the average of the two will be the final mark. Viva 

voceexamination(50 marks) will beconducted bytheexternaland thefacultyguidetogether. 

 

INTERNSHIPTRAINING 

 

The internship training (minimum two weeks duration) is mandatory for first 

yearvacation period. After the completion of such training by all the students and same shall 

beintimated to Controller of Examinations to print it in the 3rd semester mark sheet indicting 

thestatusof completion. 

 
PRACTICAL 

Management Information System Lab is practical in nature with 25 marks for 

internaland75 marks forexternal practical with internaland externalexaminer. 

 

INTERNALASSESSMENT: 
 

ModelExamination - 10 

MarksAssignment(Min2) /Seminar/CaseAnalysis - 5 

MarksUnit/ClassTests(2Numbers) - 5 Marks 

Attendance &Class Participation - 5Marks 
 

Total : - 25Marks 
 

 

 
QUESTIONPAPER PATTERNFORMBASYLLABUS2021-2022 

 

Time:3Hours Max.Marks:75 

Section Approaches MarkPattern COCoverage 

A 
One word 

(Answerallquestio

ns) 

20X1=20(Multip

le Choice 
Questions) 

CO1–20%,CO2–20%,CO3–

20%,CO4–20 %andCO5–20% 

B 100to200words 

(AnswerAnythreeout of 
fivequestions) 

3X5=15 
CO1–20%,CO2–20%,CO3–

20%,CO4–20 %andCO5–20% 

C 500 to1000words (Essay 

typequestions) 
5X8=40 

CO1–20%,CO2–20%,CO3–

20%,CO4–20 %andCO5–20% 
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CREDITCALCULATION 
 

Methodof teaching Hours Credits 

Lecture 1 1 

Tutorial/Demonstration 1 1 

Practical/Internship/ 1 1 

 
ONLINECOURSES(OPTIONAL) 

The students are instructed to register for SWAYAM Courses in each semester by 

registeringintheonlineeducation portal (SWAYAM). 

 
UGC–NETCOACHING/PLACEMENTTRAINING 

The students are given coaching to prepare for UGC – NET Examination and pre-

placementworkshopsaregiven to thestudentsto preparefor placements 

 
BRIDGECOURSECUMORIENTATION 

Thefirstyearstudentsareinstructedoncurriculumframework,SWOTanalysisoftheDepartment, 

Basic Skill training on skill and entrepreneurship to the students for the growthandfamineof 

theDepartment as bridgecourseCum Orientation. 

 
PLACEMENT/SOFTSKILL/REMEDIALCOACHING 

Inordertoimprovetheknowledge,skillsandlinguisticproficiencyofstudentswhoneedspecialattentio

n, remedial coaching/Placement/ SoftSkillclasses on 

a. PlacementTechniques 

b. SoftSkills 

c. Basic laboratorytechniques 

d. Oralpresentationskills 

e. Notestakingandexampreparationtechniques 

Is conducted for Two hours in a week by faculty members in the Department as 

extraworkload for teaching. The extra workload hours will be mentioned in the time table 

tomotivatethe studentsto attend theremedial classes, placementand soft skill classes 

 
MENTOR-MENTEESYSTEM 

ThestudentsofDepartmentofManagementStudiesaresupportedbyallfacultiesinthe 
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Department personallyand professionallythrough mentor and mentee system. 

 
 

GRADINGSYSTEM 

Evaluationofperformanceofstudentsisbasedonten-pointscalegradingsystemasgivenbelow. 

TenPointScale 

GradeofMarks Gradepoints LetterGrade Description 

90-100 9.0-10.0 O Outstanding 

80-89 8.0-8.9 D+ Excellent 

75-79 7.5-7.9 D Distinction 

70-74 7.0-7.4 A+ VeryGood 

60-69 6.0-6.9 A Good 

50-59 5.0-5.9 B Average 

00-49 0.0 U Re-appear 

ABSENT 0.0 AAA ABSENT 

 

CONDONATION 

 

Students must have 75% of attendance in each semester to appear for the 

examination.Studentswhohaveattendancebetween65%and74%shallapplyforcondonationinthepre

scribedformwiththeprescribedfeetowritetheexaminationinthesamesemester.Studentswhohaveatte

ndancebetween50%and64%shallapplyforcondonationinprescribedformwiththeprescribedfeealon

gwiththeMedicalCertificateinthecurrentsemesterbuttheycanwritetheirexaminationsonlyinthenext

semester.Studentswhohaveattendance below 50% are not eligible to appear for the examination. 

They shall re-do 

thesemester(s)inthenextacademicyeartoacquirerequiredattendanceforappearingexaminations. 
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22UPMBA1C01-CONCEPTSOFMANAGEMENTANDCOMMUNICATION 

 

CourseCode 22UPMBA1C01 Credits 04 

CourseTitle Concepts of Management 

andCommunication 

Hours/Week 04 

CourseOb

jectives 

Thiscourseaimsat makingthe studentsto understand 

1. Thecourseenhancesinknowingtheconceptofmanagementanditsevolution.(CO1) 

2. Itcoverstheplanninganddecisionmakingprocess ofanorganization.(CO2) 

3. Toprovideaninsightinorganizationalstructureanditscontroltechniques. (CO3) 

4. The course enhances the students to have understanding about the 

variousconceptsofcommunication thatmayhelpthem 

tocarryoutthemanagerialfunctionseffectivelyand efficiently. (CO4) 

5. Further,togiveclearunderstandingoncommunicationmediaandvarioustools. 

(CO5) 

CourseO

utcome 

Upon successful completion of the requirements for this course, students will be 

ableto: 

1. TofamiliarizewiththeconceptofManagement,Importanceand 

Roleofmanagers and their Contributions and identifying the 

fundamentals ofManagementThought.(K2) 

2. Todevelop an understandingof Planningand Decision 

Makingwhichtheycanimplementin their job.(K2,K6) 

3. To familiarize you with the concept of principles of Organization and 

itseffectiveness.(K3) 

4. Thestudentscanbetterunderstandthecommunicationprocesswhichhelps themin 

achievingthe managerial needs in theirupcomingbusiness career.(K5) 

5. Comprehendtheconceptofcommunicationmediaandtoimplementinthebusin

essto enrich theircareergoals.(K3) 

UnitI ConceptofManagement: 

Meaninganddefinition–NatureofManagement–ScopeofManagement–IsManagement 

Art or Science? – Functions of Management – Professionalisation ofManagement - 

Role and qualities of Managers – Evolution of Management Thought :Contributionsof 

FWTaylor and HenriFayol 

UnitII PlanningandDecisionMaking 

Nature and importance of Planning – Need for planning – Principles of planning –

Planning Process – Types of Plans – MBO – MBE – Decision making: 

CharacteristicsofDecisionMaking–TypesofDecisions–DecisionMakingProcess–

CharacteristicsofEffectiveDecisions–RationalityinDecisionMaking–Limitson 
Rationality–Issues. 

UnitIII PrinciplesOfOrganisation 

Meaninganddefinition–OrganisationStructure–PrinciplesofOrganisation–

Management's Attitude towards Informal Organisation – Differences between 

FormalandInformalOrganisation-TypesofOrganisation–SpanOfManagement–

Decentralisation – Delegation –Directing–Controllingand Coordinating 

UnitIV ConceptsofCommunications 

Meaning and definition – objectives of communication – communication process –

Forms of communication– Communication Roadblocks and Overcoming them–

OvercomingCommunicationBarriers–Principlesofeffectivecommunication–Types of 

communication: Formal Vs. Informal – Downward, Upward, 

horizontal,DiagonalandInformal communication. 
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UnitV CommunicationMedia: 

RoleofVerbal& Non-verbalSymbolsincommunication–Listening–

SpokenCommunication–GroupDiscussion&Interviews–Meetings–

FormsofCommunicationinWrittenmode–Jobapplications&Resume–Face-to-Face 

communication – Visual communication – Business letter –Modern 

communicationtools. 

TextBooks 1. Andrew J Dubrin, Essential of Management, Thomson Southwestern, 9th 

edition,2012. 

2. SamuelC.CertoandTervisCerto,ModernManagement:Conceptsandskills,PearsonE

ducation, 12thedition 2012. 

3. HaroldKoontzandHeinzWeihrich,EssentialofManagement:AnInternational&Leade

rship Perspective,9thEdition,Tata Mcgraw-HillEducation 2012. 
4. Singh&T. N.Chabra,ManagementConcepts&Practices 

Reference

Books 

1. Don Hellriegel, Susan E Jackson and john W slocum, Management – 

Acompetencybasedapproach,ThompsonsouthWestern,11th edition2008. 

2. Heinz Weihrich, Mark V Cannice and Harold Koontz, Management- A 

globalentrepreneurialperspective, Tata McgrawHill,12thedition, 2008 
Relatedonlinecontents(MOOC,Swayam,NPTEL,Websitesetc.,) 

CourseDesignedBy:Dr.J.SenthilVelmurugan 

 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S L M S S S M S M S 

CO3 M L S S M S M S M S 

CO4 S M L L S S S S M M 

CO5 S M L L S S S M L S 

*S–Strong; M–Medium;L–Low 
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22UPMBA1C02-ORGANIZATIONALBEHAVIOR 

 

CourseCode 22UPMBA1C02 Credits 04 

CourseTitle OrganisationalBehaviour Hours/Week 04 

CourseOb

jectives 

Toprovideanoverviewoftheoriesandpracticesinorganizationalbehaviorinindividual,gro

upand organizational level. 

1. To provide a basic knowledge of concepts related to organizational behavior 

(CO1)2.Toprovide an insightson keytheories relatingto individual behavior(CO2) 

3. Tomakestudents tounderstandon the conceptsand theories related 

togroupbehavior.(CO3) 

4. Toidentifythevariousleadershiptraitsandunderstandwhyconflictsinanorganizationand 

how to deal with it.(CO4) 
5. Tomaintaintheorganizationalenvironmentfavorableforthework.(CO5) 

CourseO

utcome 

1. HumanBehaviouralpatternswillbeestablishedintheorganization,forinstillingfavorablew

orkingenvironment.(K1) 

2. Individualbehaviorwillrejuvenatehumanbeingasaperfectperson.(K4) 

3. Understand groupand groupdynamics.(K2) 

4. Easyto Handleuncertain conflictsituations insimpleway.(K3) 

5. Improveanddevelopstrategiesaboutorganizationalchangeanddevelopment.(K6) 

UnitI OBFOCUSANDPURPOSE 

Historical background of OB - Concept Relevance of OB – Contributing disciplines - 

tothe field of OB - Definition, need and importance of organizational behaviour – 

Natureand scope – Frame work – Cognitive Model – Reinforcement Model – Psycho 

analyticalModel– Evolution and challenges of OB. 

UnitII FOUNDATIONSOFINDIVIDUALBEHAVIOR 

Personality – types – Factors influencing personality – Theories – Learning – Types 

oflearners–Thelearningprocess–Learningtheories-

Classical,OperantandSocialCognitiveApproaches.Perception:Meaning-Process–

Factorsinfluencingperception– 
Attitudes–Characteristics –Components –Formation–MeasurementValues. 

UnitIII GROUPBEHAVIOUR 

Motivation – Meaning, importance, techniques – Maslow’s need Hierarchy Theory –

Herzberg’sTwoFactorTheory-OrganizationStructure:Formation–Groupsinorganizations–

Influence–Groupdynamics–Emergenceofinformalleadersandworking norms – Group 

decision making techniques – Team building - Interpersonalrelations – Communication – 

Barriers to Communication – Guidelines for EffectiveCommunication. 

UnitIV LEADERSHIP 

Leadership – Trait, Behavioural and Contingency theories, Leaders vs Managers - 

PowerandPolitics:SourcesofPower–PoliticalBehaviourinOrganisations–

ManagingPolitics.ConflictandNegotiation:SourcesandTypesofConflict–Negotiation 
Strategies–Negotiation Process. 

UnitV ORGANIZATIONALCULTURE 

UnderstandingOrganizationalCultures,ManagingOrganizationalCulture-

Factorsaffectingorganizationalclimate–Importance.Jobsatisfaction–Determinants-

Organizational Development and Change: Characteristics – objectives –. 

Organizationaleffectiveness – WorkStress –WorkLifeIntegrationPractices. 

TextBooks 1. JohnR.Schermerhorn,Jr.,RichardN.Osborn,MaryUhl-Bien,JamesG.Hunt,“Organizational 

Behavior”John Wiley&SonsInc (12th Edition),2012 

2. Stephen Robbins, Timothy A. Judge, (2014), Organizational Behaviour, 16th 

edition,PrenticeHallIndia Pvt. Ltd. 
3. FredLuthans,Organisational Behavior,McGrawHill,11thEdition,2001. 

Reference

Books 

1.Mc Shane&VonGlinov,OrganisationalBehaviour,4thEdition,TataMc GrawHill,2007. 
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 2. JohnW.Newstrom,“OrganizationalBehaviour:HumanBehavioratWork”TataMcGraw 

Hill (14th Edition) 

3. Nelson,Quick,Khandelwal.ORGB–

Aninnovativeapproachtolearningandteaching.Cengagelearning. 2nd edition. 2012 

4. Ivancevich,Konopaske&Maheson,OranisationalBehaviour&Management,7thedition,

Tata McGraw Hill, 2008. 

5. UdaiPareek,Understanding 

OrganisationalBehaviour,3rdEdition,OxfordHigherEducation,2011. 
6. JeraldGreenberg,BehaviourinOrganization,PHILearning.10thedition.2011 

CourseDesignedBy:Dr.R.SubramaniyaBharathy 
 

 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S L M S S S M S M S 

CO3 M M S S M M M S M S 

CO4 S M L L S S S S M M 

CO5 S M L L S S S M L S 

*S–Strong; M–Medium;L–Low 
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22UPMBA1C03-MANAGERIALECONOMICS 

 

Course

Code 

22UPMBA1C03 Credits 04 

Course

Title 

ManagerialEconomics Hours/Week 04 

Course

Objectiv

es 

1. To familiarize the economic theory which are applied in Managerial 

DecisionMaking.(CO1) 

2. Tounderstandtheenvironmentalfactorsthataffecttheeffectivefunctioningofthefir

m. (CO2) 

3. Toimproveoverallefficiencyofthefirmbyimprovingsalesandcontrollingcost,keepinginmindthe 

demand and supplyconditions in the market foracommodity.(CO3) 

Course

Outcom

e 

Uponcompletionofthecourse, studentswill beable to 

 

1. Enumeratethebasic economicprincipleswhich arekeyto effectivemanagerial 

decisionmaking.(K1) 

2. Examinethecost conceptswhichhas bearingonprofit maximizationandalso 

toestimatethesupplyaspects of aproduct in the market.(K5) 

3. Categorize the market structure based on itscharacterizes and also to formulate the right 

pricingstrategy.(K3) 

4. Analyseeconomicindicatorsprevailinginthe 

countryforeffectiveidentificationofbusinessopportunities.(K4) 

5. Chartouteffectivebusinessplansandobjectivesbasedonthemacroeconomicfactorsandgovernmentp

olicies.(K3) 

UnitI ManagerialeconomicsConcepts,DemandAnalysis&Forecasting 

Managerial Economics: Meaning, Nature, and Scope of Managerial Economics – 

Relationshipbetween Managerial Economics and other disciplines – Role and Responsibilities of 

ManagerialEconomist. 

DemandAnalysis:Meaning,DeterminantsandTypesofDemand–DemandDistinctions–

ElasticityofDemand–DemandForecasting–Purposes–Criteria-MethodsofDemandForecasting. 

UnitII Cost,Profit,ProductionandSupplyAnalysis 

CostConcepts,ClassificationsandDeterminants–CostOutputRelationship–BreakEvenAnalysis–

ProductionFunction –SupplyAnalysis–EconomiesandDiseconomiesofScale-Cost control and 

Costreduction. 

UnitIII PriceandOutputDecisionsunderdifferentMarket Structures, Pricingpolicies&practices 

Features,PricingandOutputDecisionsofPerfectCompetition,Monopoly,MonopolisticandOligopolyMar

ketStructures. 
Factorsinfluencingprice-PricingObjectives–PricingMethods-PriceDiscrimination. 

UnitIV CapitalManagementandMacro-Economics 

CapitalBudgeting–BusinessCycles:Phase,CausesandEffects–

InflationandDeflation:Types,CausesandEffects–BalanceofTradeandBalanceofPayments. 

UnitV MacroeconomicconceptsandGovernmentPolicies 

NationalIncome:Definition–ConceptsofNationalIncome–

MethodsandDifficultiesofCalculatingNationalIncome–MonetaryPolicies–FiscalPolicies. 

TextB

ooks 

1.Varshney&Maheshwari–Managerial Economics,SultanChand&Sons. 

Referenc

eBooks 

1. Samuelson&Nordhaus–Economics,TataMcGrawHill. 

2. Gupta.G.S.–ManagerialEconomics,TataMcGrawHill. 

3. JoelDean–ManagerialEconomics,Mote&Paul. 

4. Dwivedi.D.N.–ManagerialEconomics,VikasPublishingHouse.SeventhEdition 

5. WaliandKalkundrikar–ManagerialEconomics’ 
6. WilliamA.Mc.Eachern&SimritKaur-MicroECON-CENGAGE 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S L S S S S M S M S 

CO3 S L S S S S M S M S 

CO4 S M L L S S S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 

CourseDesignedBy:Dr.T.Sarathy 
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22UPMBA1C04-FINANCIALANDMANAGEMENTACCOUNTINGPRACTICES 
 

CourseCode 22UPMBA1C04 Credits 04 

CourseTitle Financial andManagementAccountingPractices Hours/Week 04 

CourseOb

jectives 

1. Tolearnbasicaccountingconceptsandconventionswhichareapplicableforbusiness

decision making(CO1) 

2. Toequipthestudentstoindependentpreparationoffinancialstatement.(CO2) 

3. Todeveloptheideaandmethodologyfortheanalysisoffinancial

statementwithappropriatefinancialtools.(CO3) 

4. ToLearnBudgettechniquesandpreparation.(CO4) 
5. ToapplytheBreak-EvenAnalysiswithBusinessproblems.(CO5) 

CourseO

utcome 

1. Tounderstandthebasisaccountingconceptsandconventionwhicharerelevancetot

heFinancialAccountingandcostaccounting.Thestudentsareensured toin 

dependpreparationoffinancialstatement.(K2) 

2. Toemployvariousfinancialtoolsfortheanalysisoffinancialstatementwhichareuse

d to develop the interpretation andanalysis.(K3) 

3. Toencouragethestudentstodevelopment

 budgetingtechniquesandalsoto

ensurepreparationofdifferenttypesofbudgetswithrealbusinessorganization.(K3) 

4. ToexaminetheBreakEvenPointwithapplications

toexistingandnewBusinessconcerns(K4) 

5. Tounderstandthestandardcostinganditsrole.Toencouragethestudentsfortheappli

cations of standardcostingin realbusinessproblems.(K2) 

UnitI Introduction 

Introductionto Accounting: Accounting-Meaning-Functions of Financial 

Accounting- accountingconceptsandconventions-BranchesofAccounting–

Financial,Management,CostAccounting-Objectives,Limitations. 

PreparationofFinalAccount–TrialBalance-TradingAccount-ProfitandLossAccount-

BalanceSheet-Problems withadjustments. 

UnitII FinancialAnalysis 

FinancialAnalysis:Meaning–Advantages-Ratio,FundFlowAnalysis– 

Meaning,Advantages,Limitations,Problems. 

UnitIII BudgetsandBudgetaryControl 

BudgetsandBudgetaryControl-Meaning-Advantages-Disadvantages-

EssentialsofSoundBudgetarycontrol-classificationofBudget-ProblemsinCash,Budget– 

Cashbudget,Flexiblebudget, Salesbudget andproduction budget-Casestudies. 

UnitIV MarginalCosting 

Marginal Costing : Meaning-Advantages-Limitations-PracticalApplications

 ofMarginalCosting-CostVolumeProfitAnalysis-BreakEvenAnalysis-

Problems 

UnitV StandardCosting 

Standard Costing Meaning- Advantages-Limitations-Determination of 
StandardCosts-VarianceAnalysis–Material, Labor,SalesVariances-
Problems,ComputerizedaccountinginBusiness 

TextBooks 1. Maheswari.Dr.S.N.,SultanChand&Sons, 

IntroductiontoComputerizedAccounting,NewDelhi. 
2. Palanivelu.Dr.V.R.,AccountingforManagement,universitySciencePress.,NewDelhi. 

Reference

Books 

1. Brown

andHoward,ELBS,Khan&Jain,ManagementAccounting.,TataMcGrawHill,NewDelhi. 

2. Jain.S.P.&Narang,FinancialAccountingandAnalysis,,KalyaniPublishers,Ludhiyana. 
3. Pandey.I.M.,ElemntsofManagementAccounting,VikasPublishingHouse. 

CourseDesignedBy:Dr.V.R.Palanivelu 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S L M S S S M S M S 

CO3 M L S S M S M S M S 

CO4 S M L L S S S S M M 

CO5 S M L L S S S M L S 

*S–Strong; M –Medium;L–Low 

Unit Wise Question Paper Pattern 

Time: 3.00 hrs        Marks: 75 

     Part-A  

ANSWER THE QUESTIONS        20*1=20 

UNIT  Q.NO 

I   1 to 4   2 Questions Problems 

    2 Question Theory 

II  5 to 8   3 Questions Problems  

    1 Question Theory 

III  9 to 12   3 Questions Problems 

    1 Question Theory 

IV  13 to 16  3 Questions Problems 

     1 Question Theory 

V  17 to 20   2 Questions Problems  

    2 Questions Theory 

PART-B 

ANSWER ANY THREE QUESTIONS               3*5=15 

Unit Q.No 

I  21    Theory 

II 22    Problem  

II  23  Theory 

IV 24   Problem 

V 25   Problem 

Part-C 

ANSWER ALL THE QUESTIONS      5*8=40 

Unit     Q.No 

 I  26  Problem    

(Or) 

27  Theory 

II  28  Problem    

(Or) 

29  Theory 

III  30  Problem  

(Or) 

  31  Thoery 

IV  32  Problem  

(Or) 

33  Problem 

V   34  Problem  

(Or) 

   35  Problem 
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22UPMBA1C05-QUANTITATIVETECHNIQUESFORMANAGERS 

 

CourseCode 22UPMBA1C05 Credits 04 

CourseTitle QuantitativeTechniquesForManagers Hours 

/Week 

L T P 

3 1 - 

CourseObjectives: 

1. Themainobjectiveofthiscourseisfocusingtoinculcate and enhancethe data analyticalskill 

anddecision-makingabilityamongthe students(CO1) 

2. Tomakethestudents tounderstandthe mathematicaland statistical 

concepts,toolsandtechniques(CO2) 

3. Tomakethem tounderstand thevariousmeasuresofdata andinterpretation(CO3) 

4. Toteach thestudents toapplyhypothesistestingforparametricandnon-parametric 

dataanalysis(CO4) 

5. Toenablethemtounderstandtimeseriesandvariableanalysislikeregressionandcorrelation(CO5) 

6. Toenhancetheirknowledgeonprobabilitydistributionsand applicationon 

businessproblems(CO6) 

7. To prepare the students to apply their learnings of quantitative techniques for business 

decisionmaking(CO7) 

ExpectedCourseOutcomes BTKL 

Onsuccessfulcompletionofthiscourse: 

1.The students are able to comprehend, analyse, compare and 

handlequantitativedataanddrawinterpretationandconclusionaboutthedat

a 

K2,K3, K4 

2.The students will learn to apply various techniques like 

regression,correlation, time series analysis, hypothesis testing and 

probabilitydistributionofdataanalysisforeffectivebusiness 

decisionmaking 

K4,K5 

3.Theycanbeabletoapplyquantitativetoolsandtechniquesfor 

researchdataanalysis and makefindingsfrom them scientifically 

K4,K5 

4.The students will become employable in business data analysis and 

surveyrelatedjobs 

K2,K3, K4 

UNITI:DataclassificationandMeasures 8Hours 

Classification of Data: Ungrouped and Grouped Data, Discrete and Continuous data, Finite 

andInfiniteData; BasicofDataAnalysis:Uni-Variate,Bi-

VariateandMultivariateDataAnalysis(NoProblems); Measures of Central Tendency: Mean, 

Median and Mode; Measures of Dispersion:Varianceand Standard Deviation; ApplicationofCo-

efficient ofVariation 

UNITII:Hypothesistesting –ParametricData 8Hours 

Hypothesis Testing: Meaning, Types, Errors and Procedure; Parametric Tests: Z -Test for 

LargeSamples (One Sample and Two Samples tests for Population Mean), t-Test for Small Samples 

(OneSampleand Two Samples); ANOVA (Oneway) 

UNITIII:HypothesisTesting–Non-ParametricData 8Hours 

Sign Test for Paired Data; Rank Sum Tests – Mann-Whitney U Test (Two Samples); Kruskal 

WallisTest( Morethan two samples); Chi-SquareTest– Conditions and Applications 

UNITIV:DataRelationshipandTimeSeriesAnalysis 8Hours 

Regression Analysis – Linear Bivariate Regression Model; Correlation Analysis – Types 

ofCorrelation- Karl Pearson’s and Spearman’s Rank Correlation Methods; Time Series Analysis –

ComponentsofTimeSeries–Trend,Cyclical,Seasonaland Irregular;ApplicationofTrendAnalysis 

UNITV:ProbabilityDistributions 8Hours 

Basics of Probability (No problems), Probability Distributions – Discrete Probability Distributions -

Binomial Distribution, Poisson Distribution; Continuous Probability Distribution – 

NormalDistribution;ApplicationProblems 
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Total 40Hours 
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QuestionPapers: 

- 75%of thequestions should be problems 

- 25%of thequestions should betheory 

TextBooks: 

1. S.P.Gupta&M.P.Gupta,‘BusinessStatistics‘,SutanChand&SonsPublications,2018 

2. J.K.Sharma,‘BusinessStatistics‘,S.ChandPublications,2020 

3. P.N.Arora,‘Managerial Statistics‘,S.ChandPublications,2010 

ReferenceBooks: 

1. AmirD.Aczel,JayavelSounderpandian,P.Saravanan,‘CompleteBusiness 

Statistics‘,TataMcGraw-HillPublishingCompany, 2017 

2. DavidM.Levine,DavidF.Stephan andtwomore, 

‘BusinessStatistics:AFirstCourse‘,PearsonEducation Asia, 2017 

3. BusinessStatistics byProf.Mukesh KumarBarua,NPTEL 

CourseDesignedBy:Dr.P.Thirumoorthi 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S M M S M S M S M S 

CO2 S M S S S S L M M S 

CO3 S L S S S S L M M S 

CO4 S L S S M S M M M S 

CO5 S M M S M S L M M S 

S– Strong;M–Medium; L–Low 
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22UPMBA1C06-RESEARCHMETHODOLOGY FORSOCIALSCIENCES 

 

Course

Code 

22UPMBA1C06 Credits 04 

Course

Title 

ResearchMethodologyForSocialSciences Hours/Week 04 

Course

Objectives 
• Tolearnbasicsresearch methodsinsocialscience(CO1) 

• Tofamiliarizethe students on howto identifyproblem(CO2) 

• Toknowabout themeasurementand scalingtechniques(CO3) 

• Toknowaboutstatisticalanalysisandreport (CO4) 

• Toknowabout editingand organizingresearchreport(CO5) 

Course

Outcome 

Studentswill beable to 

• Understandaboutthebasicsofresearch.(K1) 

• Understandhowtowrite researchproblemandconceptsofsampling.(K2) 

• Understandabout thescalingtechniques and the basics ofquestionnaire.(K2) 

• Understandeditingandapplicationofstatisticaltechniques.(K2) 

• Learnhowtoorganizingflawfree(Plagiarism)researchreportanditspresentation.(K1) 

UnitI BasicsofResearch 

BasicsofResearch:ResearchMeaning,ObjectivesofResearchandmotivationinresearch – 

Types of Research – Research Vs. Research Methodology – Importance 

ofKnowinghowresearchisdone-ResearchProcess–CriteriaforGoodResearch–

ProblemsEncountered byresearchers inIndia 

UnitII ProblemIdentificationandsampling 

What is Research Problem, how to select a problem– Techniques involved in selecting 

aproblem, Hypothesis - Development of Research Hypothesis and its types – Nature 

ofResearchDesign–Formulationofresearchdesignprocess–Sampling concepts–usesof 
samplinginreallife-SamplingErrorVsNon-Samplingerror-samplevscensus-samplingdesign 

and its types-determination ofsamplesize 

UnitIII ScalingTechniquesandbasicsof questionnaire 

AttitudeMeasurementandScaling–Classificationofscales-Sourcesoferrorinmeasurement- 

Classification of Data–Benefitsand Drawbacks of secondary data–Observation Method – 

Content Analysis – Focus Group Method: Key Elements of FG –TypesofFG-

criteriaforQuestionnaireDesign–Questionnairedesignprocedure–determine type of 

questions- pilot testing of the questionnaire – physical characteristics ofthequestionnaire 

UnitIV EditingandApplicationsofStatisticalTechniques 

Field work validation – data editing– centralized in house editing – What is Coding? –

How to Code Closed-ended Structured Questions - How to Code Open-ended 

StructuredQuestions – Collection of Data Through questionnaires -statistical software 

packages -SPSSCommandsForChi-SquareTest,ANOVA,CorrelationandRegression[only 
theory] 

UnitV ReportWriting 

Stepsinwritingreport–NeedforEffectiveDocumentation–TypesofResearchReports 

– Report Preparation and Presentation - The Significance Report – Report Structure –

Types of Reports – Precautions for Writing Research Reports, Plagiarism Check – 

Need,Importance. 

Text

Books 

1. Dr.DeepakChawla,DrNeenaSondhi–

ResearchMethodologyconceptsandcases2ndEdition, 2015 

2. Kothari.C.R.,GauravGarg-ResearchMethodology–MethodsandTechniques4thEdition, 

2018. 
Reference 1.Cooper– BusinessResearch MethodsTata McGrawHill Education9thEdition2006. 
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Books 2. DonaldCooper,PamelaSchnider–

BusinessResearchMethods,McGrawHillHigherEducation,12thEdition 2013. 
3. WilliamJ.GoodeP.K.Hatt–MethodsinSocialResearchMcGrawHillInc,1952. 

WebRe

ferences 

1. https://www.ox.ac.uk/students/academic/guidance/skills/plagiarism 

2. https://www.indiatoday.in/education-today/news/story/plagiarim-in-

research-papers-will-be-punished-ugc-rules-html-1225507-2018-05-03 

Open           

SourceE-           

Content           

Links           

 
1) 

  
2) 

  
3) 

  
4) 

  

 
5) 

  

 
6) 

   

 
7) 

   

 
8) 

 

   

 
9) 

   

 
10) 

   

 
11) 

  

CourseDesignedBy:Dr.M.Suryakumar 
 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M–Medium; L–Low 

https://www.ox.ac.uk/students/academic/guidance/skills/plagiarism
https://www.indiatoday.in/education-today/news/story/plagiarim-in-research-papers-will-be-punished-ugc-rules-html-1225507-2018-05-03
https://www.indiatoday.in/education-today/news/story/plagiarim-in-research-papers-will-be-punished-ugc-rules-html-1225507-2018-05-03
https://www.indiatoday.in/education-today/news/story/plagiarim-in-research-papers-will-be-punished-ugc-rules-html-1225507-2018-05-03
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Second 

Semester 
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22UPMBA1C07-OPERATIONSMANAGEMENT 

 

CourseCode 22UPMBA1C07 Credits 04 

CourseTitle OperationManagement Hours/Week 04 

 

 

 
Course

Objectives 

1. ToclassifythevarioustypesofProductionSystemsandPlantLayout.(CO1) 

2. ToenumeratethedifferentfunctionsofProductionPlanningandControl.(CO2) 

3. TostudytheimportanceofefficientMaterialsManagementandInventoryControl 

tools. (CO3) 

4. TounderstandthetechniquesofQualityControlandtointroducetheconceptofSCM 

and ERP. (CO4) 

5. TolearntheaspectsrelatingtoWorkEnvironmentandMethodStudy.(CO5) 

 

 
 

Course

Outcome 

1. CategorizethevarioustypesofProductionSystemsandPlant Layout.(K1) 

2. Understandthevarious functionsof ProductionPlanningandControl.(K2) 

3. IdentifythefunctionsofeffectiveMaterialsManagementandInventoryControl.(K3) 

4. Employ the various techniques of Quality Control and Six

Sigmaapproaches.(K4) 

5. ExaminetheaspectsofconduciveWorkEnvironmentandMethodStudyforbetterwork

efficiency.(K5) 

 

 
UnitI 

Title: 

Production Management– Definition – Scope and Functions– Production 

SystemandTypesofProductionSystems–PlantLocation–

FactorsinfluencingPlantLocation – Plant Layout – Principles and Criteria of Plant 

Layout – Types of PlantLayout –Value Analysisand itsprocedure. 

 
 

UnitII 

Title : 

ProductionPlanningandControl–Objectives–Functions–Requirementsofeffective 

Production Planning and Control – Product design and Process selection -

AggregatePlanningStrategies. 

 
 

UnitIII 

Title : 

InventoryControl–Techniques–EOQAnalysis–ABCAnalysis–

MaterialRequirementPlanning-JustinTimeSystem–

LeanManufacturing.MaterialManagement:Objectives–Functions–Purchase 

Management – VendorRating. 

 

 
UnitIV 

Title: 

Quality Control – Objectives – Importance – Inspection – Kinds of Inspection –

KAIZEN – Key Elements of KAIZEN – Steps in Implementation – Quality Circles –

Total Quality Management – Introduction to SCM and ERP - Six Sigma- 

ApproachesforSixSigma-Typesandbenefits ofSixSigma. 

 
 

UnitV 

Title : 

Work Environment – Worker Safety – Major Components of Work Study – 

MethodStudy –Work Measurement – Business Process Reengineering – Steps 

Involved forConductingTimeStudy–Steps in MethodStudy– Principlesof Motion 

Economy. 

TextBooks 1.PanneerSelvam.R.,ProductionandOperationsManagement,PrenticeHallofIndia, 

NewDelhi. 
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Reference

Books 

 
1. Saravanavel.PandSumathi.S,ProductionandMaterialsManagement,MarghamP

ublications, Chennai. 

2. RamaMurthy.P, Production and Operations Management, New

AgeInternational. 

3. Aswathappa.K,SridharBhat.K,ProductionandOperationsManagement,Himalay

a PublishingHouse. 

4. Aggarwal, Kanna.L.N., Production Planning and Control, K.C.

JainPublications. 

5. Khanna.R.B.,ProductionandOperationsManagement,PHI. 

6. Gupta.Dr.C.B.,OperationsManagementandControl,SultanChandandSons,New

Delhi. 

7. Khanna.P.O, Industrial Engineering and Management,

DhantPatRaiPublicationsPvt. Ltd. 

8. Chunawalla.S.A.andPatel.D.R.,ProductionandOperationsManagement,Himala

ya PublishingHouse. 

CourseDesignedBy:Dr.T.Sarathy 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1C08-MARKETINGMANAGEMENT 

 

CourseCode 22UPMBA1C08 Credits 04 

CourseTitle MarketingManagement Hours/Week 04 

CourseOb

jectives 

1. Toinstilltheconcepts,environmentanddecisionthatunderliesinmarketingactivities. 

(CO1) 

2. Developadisciplinedapproachtotheanalysisofproduct&pricingrelatedproblemsand 

diagnosis thereof.(CO2) 

3. Tounderstand,plananddevelopdecisionsskillsthatbringcreativityindistributionand 

communication.(CO3) 

4. Tounderstandthelogicbehindbetweencustomerselectingorrejectingaproduct/service

s.(CO4) 

5. Buildcriticalanalysisandcreativerelationshipmanagementamongstudentsto 

helptheminidentifying keyissuesrelatedtocustomerretention.(CO5) 

CourseO

utcome 

1. Tounderstandthechangingmarketingenvironmentandnurturetheiranalyticalandstrategicdeci

sionmakingskillsin solvingmarketingrelatedproblems.(k1) 
2. Toidentifythescopeandsignificanceofpricing.(K2) 

3. To examine marketing concepts and phenomenon to current

 marketingcommunication.(K3) 
4. Tocoordinatethevariousmarketingbuyingbehavior.(K4) 

5. Toillustratemarketresearchskillsfordesigninginnovativemarketingstrategiesforbusinessfirm

sand CRM.(K5) 

UnitI UNDERSTANDINGOFMARKET &MARKETING 

Marketing:Definition,importanceandscope–CoreConceptsofMarketing-

MarketingEnvironment-MarketingMix-MarketSegmentationTargetingandPositioning-

Marketingin globalenvironment– Prospects andChallenges. 

UnitII MANAGINGPRODUCT&PRICE 

Productcharacteristics-classifications–differentiation–

ProductmixandproductlineDecisions-

Productlifecyclestrategies,NewproductdevelopmentPricing:Understanding pricing –

Objective-– Pricing Methods& strategies–Pricing strategicdecision–Internaland 

ExternalConsiderationsaffectingPriceDecisions. 

UnitIII PRODUCTDISTRIBUTION&MARKETINGCOMMUNICATION 

Physical distribution: Marketing channels and value networks – Role of 

marketingchannels – Channeldesign decisions–Channel managementdecisions. 

Marketing communication– Developing effective communication– Deciding 

thecommunicationmix-Advertising&PublicRelations-

PersonalSelling&SalesPromotion -Direct Marketing. 

UnitIV BUYINGBEHAVIOR 

Understandingindustrialandindividualbuyerbehavior-Influencingfactors–Buyer 

BehaviourModels–Onlinebuyerbehaviour-Buildingandmeasuring customersatisfaction. 

UnitV CUSTOMERRELATIONSHIPMANAGEMENT 

Emergence of CRM practice, CRM Cycle, Framework, Stakeholders, Significance 

ofCRM, Attributes of CRM, Behavioural dimensions, Strategic issues, Components 

ofCRM Programme, CRM process, IDIC model- Customer cycle measures. E-

CRMpractices. 

TextBooks 1. PhilipKortlerandKevinLaneKeller,MarketingManagement,PHI14thEdition,2012 2. 

2. V.S.Ramasamy&S.Namakumari“MarketingManagement:GlobalPerspectiveIndian

Context”,McGrawHillEducation (India)P.ltd (5thEdition) 2013. 

3. KSChandrasekar,“Marketingmanagement-TextandCases”,TataMcGrawHill-

Vijaynicole,First edition,2010. 
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 4. RajanSexena,“MarketingManagement”,McGrawHill(5thedition)2017. 

5. PaulBaines,ChrisFillandKellyPage,Marketing,OxfordUniversityPress,2ndEdition,

2011. 

6. Lamb,hair,Sharma,McDaniel–Marketing–

AnInnovativeapproachtolearningandteachingA south Asianperspective, 

CengageLearning–– 2012 

Reference

Books 

1. MichealR.Czinkota&MasaakiKotabe,MarketingManagement,VikasThomsonLearning, 
2000. 

2. Lamb,Hair,Sharma,MsDanielMKTG-ASouthAsianPerspective,CengageLearning2018. 
3. MichealEtzel,BruceWalker,WilliamStanton,AjayPanditMarketing,TataMcGrawHill 

Publishingcompanylimited 2009. 

CourseDesignedBy:Dr.S.Balamurugan 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1C09-FINANCIAL MANAGEMENT 

CourseCode 22UPMBA1C09 Credits 04 

CourseTitle FinancialManagement Hours/Week 04 

CourseOb

jectives 

1. Tolearnbasicfinancialconceptsandbusinessfinance.(CO1) 
2. Tounderstandthe roleandresponsibilitiesoffinancemanagerindifferentindustrialsector. 

(CO2) 
3. To understand theneedand importanceofapitalbudgetingandtechniquesforpreparation. 

(CO3) 

4. Toequipthestudentsinthecostofcapitalforthedifferentsourcesoffinancing.(CO4) 

5. Tostudytheleveragesandcapitalstructureinrealcases.(CO5) 
6. Toequipthestudentsto individuallyprepareworkingcapital statementat differentsectors 

(CO6) 

CourseO

utcome 

1. Studentsareequippedthefundamentalfinancialconceptsandabletoacquirethefinancialmanag

ersfunctionroleandresponsibilityatdifferentsectorofeconomy.(K1) 

2. To ensure the students fo rthe in depend preparation of 

capitalbudgetingofbusinessorganization.(K2) 

3. Toequipthestudentsforindependentfinancialpolicyformulationwith

applicationofcostcapitaltechniques.(K4) 

4. Thestudentscanbetterunderstandintheleveragesandcapitalstructurefor

financialdecisionmaking.(K2) 

5. Studentsareequippedtoindividual

preparationofworkingcapitalstatementfordifferentprojects.(K2) 

UnitI Introduction 

Finance–Meaning-ImportanceofFinance-BusinessFinance–Meaning-

PurposeofBusinessFinance-FinancialManagement–Meaning-Definition–

ObjectivesofFinancialManagement–TheoriesofFinance-FinanceManager–

RoleandFunctions, 
RecenttrendsinFinancialManagement 

UnitII CapitalBudgeting 

Capital Budgeting- Meaning –Concept of CapitalExpenditure-

ImportanceofPaybackCapitalBudgeting-LimitationsofCapitalbudgeting-

CapitalbudgetingAppraisalMethods–PaybackMethod-ARR,  IRR –

DiscountedCashFlowMethod-ProfitabilityIndexMethod-Problems-Casestudies 

UnitIII CostofCapital 

CostofCapital:Introduction–Meaning-DefinitionofCostofCapital–ImportanceofCost

 of CapitalinDecisionMaking–DeterminationofCostofCapital–

ComputationsofCostofCapital-ComputationofCostofEachSpecificSourcesofFinance-

ComputationofWeightedAverageCostofCapital-Problems-Casestudies 

UnitIV Leverages&CapitalStructure 

CapitalStructure-Meaning-PatternsofCapitalStructure-TheoriesofCapitalStructure-

ComputationofValuationofFirms-Problems. 

UnitV WorkingCapital 

WorkingCapital:Meaning–TypesofWorking-

FactorsDeterminingtheworkingcapitalRequirements-Methods

 ofEstimatingworkingcapitalrequirements-Problems-

Casestudies. 

TextBooks 1. Pandey.I.M,FinancialManagement,VikasPublishingHouse 
2. Palanivelu.Dr.V.R.,FinancialManagement,S.Chand&CompanyLtd.,NewDelhi. 

Reference

Books 

1. JamesC.VanHorne,FundamentalsofFinancialManagement,Person,NewDelhi. 

2. Kulkarni.P.V,FinancisalManagement,HimalayaPublishingHouse,Mumbai. 

3. PrasannaChandra,FinancialManahementTheoryandPractise,TataMcGrawHillPublishingC

o.Lt.,NewDelhi. 
4. Tulsian.Dr.P.C.,FinancialManagement,S.Chand&CompanyLtd.,NewDelhi 

CourseDesignedBy:Dr.V.R.Palanivelu 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L– Low 

Unit Wise Question Paper Pattern 

Time: 3.00 hrs        Marks: 75 

     Part-A  

ANSWER THE QUESTIONS     20*1=20 

UNIT  Q.NO 

I   1 to 4   Theory 

II  5 to 8   2 Questions Problems  

    2 Question Theory 

III  9 to 12   3 Questions Problems 

    1 Question Theory 

IV  13 to 16  3 Questions Problems 

     1 Question Theory 

V  17 to 20   2 Questions Problems  

    2 Questions Theory 

PART-B 

ANSWER ANY THREE QUESTIONS               3*5=15 

Unit Q.No 

I  21    Theory 

II 22    Problem  

II  23  Problem 

IV 24   Theory 

V 25   Problem 

Part-C 

ANSWER ALL THE QUESTIONS      5*8=40 

Unit     Q.No 

 I  26  Theory   

(Or) 

27  Theory 

II  28  Problem    

(Or) 

  29  Problem 

III  30  Problem  

(Or) 

  31  Problem 

IV  32  Problem  

(Or) 

33  Theory 

V   34  Problem  

(Or) 

   35  Problem 
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22UPMBA1C10-HUMANRESOURCEMANAGEMENT 
 

CourseCode 22UPMBA1C10 Credits 04 

CourseTitle HumanResourcesManagement Hours/Week 04 

Course

Objectives 
• This course aims to help the students in acquiring knowledge on the 

Nature,scope of Human Resource Management and the Role of HR manager 

in anOrganizationalcontexts.(CO1) 

• ToanalyzetheframeworkofHR Planning(CO2) 

• Toknowabouttheorientationof employees(CO3) 

• Toknowabouttheperformanceevaluationmethods injob(CO4) 

• To knowabout theemployeebenefits and work lifebalance(CO5) 

Course

Outcome 
• To impart knowledge about management issues related to staffing, 

training,performance,compensation,organizationalqualityandcompliancewithh

umanresourcerequirements. (K3) 

• To foster the knowledge on HR planning and Process of HRM that can 

helpthemin managingorganizational activities. (K1) 

• To Discuss the concepts of training and compensation plan in HRM that 

helpsinanalyzingthe standardoutcomesof an Organization.(K4) 

• ToinculcatetheknowledgeonPerformanceevaluationandindustrialpracticesthat 

canhelp theminhandlingthe careeractivities. (K3) 

• The students can better understand and analyze the concepts of 

employeebenefitsand work lifebalance. (K2) 

UnitI Introduction 

What Is Human Resource Management - , Nature, Scope, Objectives and functions 

ofHRM – Motivation and HRM - Why Is Human Resource Management Important 

toAll Managers? – Influencing factors in HRM – The New Human Resource 

Manager-whatis HR Audit? 

UnitII HumanResourcePlanning 

Human Resource Planning – factors affecting human resource planning – sources 

ofinformation for manpower planning – HR & Technology Trends – Basics of 

JobAnalysis – uses of job analysis information– Methods for Collecting Job 

AnalysisInformation- Recruitment- Steps inrecruiting –Typesof recruitment- –

Selectionandits procedure 

UnitIII Training 

OrientingandOn-boardingNewEmployees-

EmployeeEngagementGuideforManagers:On-boardingatToyota-ADDIEFive-

StepTrainingProcess–Implementing Management Development Programme – On the 

Job Training and OfftheJob Training-Lewin’sChangeProcess 

UnitIV Methodofperformanceevaluation 

PerformanceManagement:Aimsofperformancemanagement–

benefitsofperformancemanagement–purposeofperformancemanagementsystem–

performanceappraisalmethods- Employeeseparation- Typesofemployeeseparation 
–RequirementofEffectiveControlSystemsGrievances 

UnitV Employeebenefits and worklifebalance 

EmployeeBenefits-TypesofEmployeeBenefits–

WorkersParticipationinManagement,functions,natureandbenefits.–

Factorsattributingtoincreasedawarenessforworklifebalance–

Worklifebalanceintervention–Typesofprovisions 

TextBooks 1. GaryDessler(FloridaInternationalUniversity)–

HumanResourceManagement,Pearson16thEdition, 2018 

2. SeemaSanghi-HumanResourceManagement–

MacmillanPublishersIndiaLtd2ndEdition, 2012. 
Reference 1.Agarwal,A.N.,2001IndianEconomy;Nature,ProblemsandProgress,Vikas 
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Books BirajPraksah,NewDelhi 

2. Aswathappa.K,HumanResourcesandPersonnel ManagementTMH,NewDelhi. 

3. LuisR.Gomez-

Mejia,DavidB.Balkin,RobertLCardy,ManagingHumanResource,PHILearning.201

2 

4. Bernadin,HumanResourceManagement,TataMcgraw Hill,8thedition2012. 
5. Ivancevich,HumanResourceManagement,McGrawHill2012. 

OtherE-    

content    

References    

  

1) 

 

2) 

 

3) 

  

 
 

4) 

 

 
 

5) 

 

 
 

6) 

  

 

7) 

 

 

8) 

 

 

9) 

   

 

10) 

 

CourseDesignedBy:Dr.M.Suryakumar 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M–Medium; L-Low 
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22UPMBA1C11-OPERATIONSRESEARCH 

 

CourseCode 22UPMBA1C11 Credits 04 

CourseTitle OperationsResearch Hours/ 

Week 

L T P 

3 1 - 

Course Objectives:The course is designed in such a way that it develops and enhances 

theskills of students to plan and execute optimum allocation of resources to various 

alternativeusesin business and career. 

1. Tointroducetheconceptofoperationsresearch,ORmodelsandformulationoflinearprogrammi

ngand solution of LP usinggraphicalmethod(CO1) 

2. Tonurture,amongthestudents,operationsresearchthinkingabilitywhilemakingbusinessdecisi

ons(CO2) 

3. Tomakethestudentstoapplyoperationsresearchtechniquesontransportation,assignment,queu

ing,game theoryand sequencingfor business solutions(CO3) 

4. Toenhancethedecision-makingskillsusingdecisiontheory,simulationandnetworkmodels 

(CO4) 

5. Toencouragestudentstoapplyresourcemanagementconceptsforoptimizationofutilizingthe 

resources(CO5) 

ExpectedCourseOutcomes BTKL 

Onsuccessfulcompletionofthiscourse: K2,K3, 

1.   Thestudentswillbeabletocomprehend,understandandapplythe 
OptimizationconceptsandORtechniquesappliedinbusinessdecision 

K4 

making  

2.The students will learn the knowledge to apply various techniques like 

linearprogramming, transportation, assignment, game theory, queuing, 

sequencingforeffectivebusiness decision making 

K4,K5 

3.Theycanapplytheoptimizationtechniquesofsimulation,decisiontheoryandnetwork

analysis for resourceplanningandmanagement 

K4,K5 

4.Thestudentswillgetjobopportunitiesintheareasofresourcemanagement K2,K3, 

dueto their knowledge and skills inOR models K4 

UNITI:OperationsResearchandLinearProgramming 8Hours 

Introduction to Operations Research – Mathematical Models (Deterministic and 

ProbabilisticModels) – OR and Optimization models – Business applications of OR – 

Limitations – LinearProgramming–Formulation–GraphicalSolution–DualofLPP–

ManagerialApplications 

ofLPP 

UNITII:TransportationandAssignmentModels 8Hours 

Transportation Model: Initial Basic Feasible Solution – North West Corner Method, 

LeastCost Method & Vogel’s Approximation Method – Test for Optimality – MODI Method 

–AssignmentModel–SimpleAssignmentModel–HungarianAlgorithm–Application 

problems 

UNITIII:GameTheoryandDecisionTheory 8Hours 

Game Theory – Characteristics and Applications – Two Person Zero Sum Game – 

SaddlePoint – Principle of Dominance – Algebric and Graphical solution – Decision Theory –

DecisionMakingEnvironments–Pay-offtables-Decisionmakingunderuncertainty– 

Criterion–ApplicationProblems 

UNITIV:QueuingTheoryandSequencingModels 8Hours 
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QueuingTheory–GeneralStructureofQueuingSystem–Characteristicsandapplicationsof 

QueuingSystem–M/M/1Model–BusinessProblems–SequencingModel–Johnson’Algorithm–

ProcessingNJobsthrough2Machines–ProcessingNJobsthrough3Machines 
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–Applicationproblems 

UNITV:NetworkAnalysisandSimulationModel 8Hours 

Network Model – Network Diagrams – Critical Path Method (CPM) – Time Estimates –

Programme Evaluation and Review Technique (PERT) – Application Problems – 

Crashing(Only Theory – No Problems) – Simulation – Characteristics and business 

applications –MonteCarloSimulation–Procedure–

ApplicationProblemsinInventory,WaitingLineand 

Maintenance 

Total 40 

Hours 

QuestionPapers: 

- 75%of thequestions should be problems 

- 25%of thequestions should betheory 

TextBooks: 

4. Sharma.J.K.,OperationsResearch,TheoryandApplications,MacmillanPublishersIndiaLt

d., 6th Edition 2013 

5. V.K.Kapoor,OperationsResearch(QuantitativeTechniquesforManagement),Sultan 

Chand&Sons, 2018 

ReferenceBooks: 

4. HamdyA.Taha,OperationsResearch:AnIntroduction,PearsonEducation 

India,2017 

5. Kanti Swarup, PK Gupta & Man Mohan, Operations Research,Sultan Chand 

andSons, 2020 Edition 

6. G.Srinivasan,OperationsResearch –PrinciplesandApplications,PHI,2010 

RelatedOnlineContents(MOOC,SWAYAM,NPTEL,Websitesetc… 

CourseDesignedBy:Dr.P.Thirumoorthi 
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22UPMBA1S01-INTRODUCTIONTOEXPORTMANAGEMENT 

 

CourseCode 22UPMBA1S01 Credits 04 

CourseTitle IntroductiontoExportManagement Hours/Week 04 

CourseOb

jectives 

1. Tounderstand the meaningof Export Management(CO1) 

2. Toknowthe needforexportmanagement (CO2) 

3. Toexplain thefunctions ofExport Manager (CO3) 
4. TounderstandtheconceptofExportorganizationalstructuraldesign(CO4) 

CourseO

utcome 

1. Studentswillhaveappreciationoftheroleofexport/importprocessintheglobalizedworl

d market.()K1 

2. Studentswillhaveabroadoverviewoftheexport-

importprocessanditsrelatedliteratureandresearch streams.(K1) 

3. Thestudent will be able tocreateexport and import plans.(K6) 

4. Tounderstand the Pricingtechniques in Export (K4) 

5. TocreateExportpromotionalideas.(K6) 

UnitI Introduction 

Meaning-Definition-NeedforExportManagement-FeaturesofExportManagement-

FunctionsofExportmanager-Problemsandissuesofexportmanagement-Importanceof 

Exports to theeconomy- 

UnitII ExportProceduresandIncentives 

StagesinExportprocedure-shippingandcustomsformalities-Bankingprocedure-

Majorincentives available toIndian exporters 

UnitIII ExportFinance 

Importance of Export finance- Methods and sources of export finance- Pre and 

postshipment finance- Methods of payments in Export- Institutional support for 

exportfinance 

UnitIV ExportPricing 

Introduction-PricingFactors-FactorsinfluencingInternationalpricingdecisions-Pricing 

objectives and policies- Forms of pricing policy and strategy- DeterminationofExport 

price-Various methods of pricingapproaches. 

UnitV ExportPromotionCouncil 

Introduction-Importanceof Export promotion- Export promotioncouncil- 

functionsofthecouncil-Advantagesto exporters registeredwiththecouncil 

TextBooks 1.Rai,UshaKiran;Export–ImportandLogistics Management(Prentice-Hallof India). 

Reference

Books 

2. JohnD.Daniels,Radebaugh&Sullivan:InternationalBusiness:EnvironmentsandOpera

tions(Pearson Education) 

3. ForeignTradePolicy,MinistryofCommerce,Govt.of India(VariousIssues). 

4. Agrawal,Raj;InternationalTrade,Excel Books 

5. Nabhi’sHowtoExport;HowtoImport. 

6. ExportMarketing–FrancisCherunilam 

7. ExportManagement–T.A.SBalagopal 

8. ExportImportProcedure-Documentationand Logistics-C.Ramagopal 
9. ExportImportFinance:Parasram 

CourseDesignedBy:Dr.V.R.Palanivelu 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1S02- FUNDAMENTALSOFMARKETING 

 

CourseCode 22UPMBA1S02 Credits 04 

CourseTitle FundamentalsofMarketing Hours/Week 04 

CourseOb

jectives 

1. Toinstilltheconcepts,environmentanddecisionthatunderliesinmarketingactivities. 

(CO1) 

2. Developadisciplinedapproachtotheanalysisofproduct&pricingrelatedproblemsand 

diagnosis thereof.(CO2) 

3. Tounderstand,plananddevelopdecisionsskillsthatbringcreativityindistributionand 

communication.(CO3) 

4. Tounderstandthelogicbehindbetweencustomerselectingorrejectingaproduct/service

s.(CO4) 

5. Buildcriticalanalysisandcreativerelationshipmanagementamongstudentstohelpthe

m inidentifyingkeyissuesrelatedtocustomer retention.(CO5) 

CourseO

utcome 

1. Tounderstandthechangingmarketingenvironmentandnurturetheiranalyticalandstrat

egicdecisionmakingskillsinsolvingmarketingrelatedproblems.((K1) 

2. Tounderstandthechangingmarketingenvironmentandnurturetheiranalyticalandstrat

egic decision makingskills in solvingmarketingrelated problems.(k1). 

3. To examine marketing concepts and phenomenon to current

marketingcommunication.(K3) 

4. Tocoordinate thevarious marketingbuyingbehavior. (K4) 

5. Toillustratemarketresearchskillsfordesigninginnovativemarketingstrategiesforbusin

ess firms and CRM.(K5) 

UnitI UNDERSTANDINGOFMARKET &MARKETING 

Marketing:Definition,importanceandscope–CoreConceptsofMarketing-

MarketingEnvironment-MarketingMix-MarketSegmentationTargetingandPositioning. 

UnitII MANAGINGPRODUCT&PRICE 

Productcharacteristics-classifications–differentiation–

ProductmixandproductlineDecisions-

Productlifecyclestrategies,NewproductdevelopmentPricing:Understanding pricing –

Objective-– Pricing Methods& strategies–Pricing strategicdecision–Internaland 

ExternalConsiderationsaffectingPriceDecisions. 

UnitIII PRODUCTDISTRIBUTION&MARKETINGCOMMUNICATION 

Physical distribution: Marketing channels and value networks – Role of 

marketingchannels – Channeldesign decisions–Channel managementdecisions. 

Marketing communication– Developing effective communication– Deciding 

thecommunicationmix-Advertising&PublicRelations-

PersonalSelling&SalesPromotion -Direct Marketing. 

UnitIV BUYINGBEHAVIOR 

Understanding industrial and individual buyer behavior - Influencing factors – 

BuyerBehaviour Models – Online buyer behaviour - Building and measuring 

customersatisfaction. 

UnitV CUSTOMERRELATIONSHIPMANAGEMENT 

Emergence of CRM practice, CRM Cycle, Framework, Stakeholders, Significance 

ofCRM, Attributes of CRM, Behavioural dimensions, Strategic issues, Components 

ofCRMProgramme,CRM process,IDICmodel-Customercyclemeasures. 

TextBooks 1. PhilipKortlerandKevinLaneKeller,MarketingManagement,PHI14thEdition,2012 2. 

2. V.S.Ramasamy&S.Namakumari“MarketingManagement:GlobalPerspectiveIndian

Context”,McGrawHillEducation (India)P.ltd (5thEdition) 2013. 

3. KSChandrasekar,“Marketingmanagement-TextandCases”,TataMcGrawHill-

Vijaynicole,First edition,2010. 
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 4. RajanSexena,“MarketingManagement”,McGrawHill(5thedition)2017. 

5. PaulBaines,ChrisFillandKellyPage,Marketing,OxfordUniversityPress,2ndEdition,

2011. 

6. Lamb,hair,Sharma,McDaniel–Marketing–

AnInnovativeapproachtolearningandteachingA south Asianperspective, 

CengageLearning–– 2012 

Reference

Books 

1. MichealR.Czinkota&MasaakiKotabe,MarketingManagement,VikasThomsonLearning, 
2000. 

2. Lamb,Hair,Sharma,MsDanielMKTG-ASouthAsianPerspective,CengageLearning2018. 
3. MichealEtzel,BruceWalker,WilliamStanton,AjayPanditMarketing,TataMcGrawHill 

Publishingcompanylimited 2009. 

CourseDesignedBy: Dr.V.R.Palanivelu 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1S03-FUNDAMENTALSOFENTREPRENEURSHIP 

 

CourseCode 22UPMBA1S03 Credits 04 

CourseTitle FundamentalsofEntrepreneurship Hours/Week 04 

CourseOb

jectives 

1. The purpose of the course is that the students acquire necessary knowledge 

andskillsrequiredfororganizingandcarryingoutentrepreneurialactivities,todevelop 

the ability of analyzing and understanding business situations in 

whichentrepreneurs act and to master the knowledge necessary to plan 

entrepreneurialactivities.(CO1) 

2. The objective of the course is, further on, that the students develop the ability 

ofanalyzing various aspects of entrepreneurship – especially of taking over the 

risk,and the specificities as well as the pattern of entrepreneurship development 

and,finally,tocontributetotheir entrepreneurialand managerialpotentials(CO2) 

CourseO

utcome 

Afterthecompletionofthecourse, thestudents willbe ableto: 

1. Havethe abilityto discerndistinctentrepreneurialtraits.(K4) 

2. Knowtheparameterstoassessopportunitiesandconstraintsfornewbusinessideas(

K2) 

3. Understandthe systematicprocess toselect andscreen abusiness idea(K2) 

4. Designstrategiesforsuccessfulimplementationofideas(K6) 

5. WriteabusinessplanDevelopideageneration,creativeandinnovativeskills(K3) 

UnitI Introduction 

ConceptofEntrepreneurandEntrepreneurship–

CharacteristicsofSuccessfulEntrepreneurs – Entrepreneurial Decision Process – 

Functions of Entrepreneurs –TypesofEntrepreneurs–

GrowthofEntrepreneurshipinIndia-WomenEntrepreneurship 

UnitII EntrepreneurshipCell 

Meaning and Concept of E- Cell- Advantages to join E- Cell- Significance of E- Cell-

Various activities conducted by E- Cell- Tamilnadu Startup and Innovation 

Policy2018-2023. 

UnitIII FamilyBusiness 

Meaning – Family Business in India - Types of Family Business – Advantages 

andDisadvantages of Family Business – Major Challenges faced by the Family 

BusinessinIndia–Factors for EffectiveFamilyBusiness. 

UnitIV FormsofOwnership 

Introduction–SoleProprietorship–Partnership–Company–Cooperatives–Selectionofan 

AppropriateForm of Ownership Structure. 

UnitV EntrepreneurshipDevelopmentProgramme 

Meanings–NeedandObjectivesofEDP–EntrepreneurshipDevelopmentProgrammes 

(EDPs)inIndia–PhasesofEDP–Evaluationof EDP’s–CaseStudy. 
TextBooks  

Reference

Books 

1. VasanthDesai"DynamicsofEntrepreneurialDevelopmentandManagementHimalaya 

PublishingHouse. 

2. N.P.Srinivasan&G.P.Gupta,"EntrepreneurialDevelopment",Sultanchand&Sons. 

3. P.Saravanavelu"EntrepreneurshipDevelopment",EskapeePublications. 

4. SatishTaneja,EntrepreneurDevelopment", NewVentureCreation. 

5. RobertD.Hisrich,MichaelP.Peters,"EntrepreneurshipDevelopment,TataMcGraw 

Hill edition 

6. MarcusWagner(ed.),Entrepreneurship,InnovationandSustainability.,GreenleafPubl

ishing 
7. Entrepreneurship:New VentureCreation,DavidH.Holt 

CourseDesignedBy:Dr.V.R.Palanivelu 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1S04-RETAILMARKETINGANDSMALLBUSINESSMANAGEMENT 

 

CourseCode 22UPMBA1S04 Credits 04 

CourseTitle Retail Marketing and Small

 BusinessManagement 

Hours/Week 04 

CourseOb

jectives 

1. Tounderstandtheroleof Retailer’sinmarketing.(CO1) 

2. Toknowvarioustypesof Retailer’sin distributionchannel.(CO2) 
3. TounderstandtherolebasicsofSmallScale Industries.(CO3) 

CourseO

utcome 

Afterthesuccessful completionofthiscourse,thecandidateswillgain; 

1. TounderstandVarioustypesofRetailer’sandtheirroleindistributionchannel.(K2) 

2. ToknowModesof retailcommunicationmixanditsprocessmodels.(K1) 

3. To Analyze the importance and financial institutions for Small

Scaleindustries.(K4) 

4. Tounderstandtheretailcommunications.(K2) 
5. Tounderstand the financialinstuitional forSSI(K2) 

UnitI IntroductiontoRetailing: 

Retailing:Meaning,RoleofRetailer’sinaSupplychain,SignificanceofRetailing,Opportun

itiesin Retailing. 

UnitII TypesofRetailers: 

TrendsinSupermarketRetailing,Supercenters,WarehouseClubs,DepartmentStores, 

DiscountStores, Specialty Stores,Drug Stores, Category Specialists, Off-price 

Retailers. Types of Ownership: Independent establishments, Corporate 

Chains,andFranchises. 

UnitIII RetailCommunication: 

Retail marketing communication – Meaning, Retail Marketing Communications 

Mixmodes,RetailMarketingCommunicationProcessmodels.Stepsindevelopingeffectiv

eretailcommunications,factorsinsettingtheretailmarketing 
communications. 

UnitIV IntroductiontoSmallScaleIndustries: 

Small Scale Industries: Introduction, Meaning, Definition, Importance

 andAdvantages.Role ofSSIin economicdevelopment. 

UnitV FinancialInstitutionalforSmallScale Industries: 

FactorsinfluencingSmallScaleIndustries,Financialinstitutionsandtheirroleindeveloping

Small ScaleIndustries. SFCs,SIDBI,IFCI,IDBI. 

TextBook 1. MichaelLevy,et.al.,“RetailingManagement”,McGrawHillEducation,EighthEdition. 

2. KhankaS.S.,“EntrepreneurialDevelopment”,S.ChandandCompanyLimited,NewDe

lhi. 

Reference

Books 

1. BarryBerman,et.al.,“RetailManagement:AStrategicApproach”,PearsonPrenticeHal

l, Eleventh Edition. 

2. ArvindChaudhary,“RetailManagement”,RandomPublications, 

NewDelhi,FirstEdition. 

3. JainP.C.,“HandBookforNewEntrepreneur”,OxfordUniversityPress,New 

Delhi. 

CourseDesignedBy:Dr.P.Karthikeyan 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1C12-LEGALASPECTS OFBUSINESS 

 

CourseCode 22UPMBA1C12 Credits 04 

CourseTitle LegalAspectsofBusiness Hours/Week 04 

CourseOb

jectives 

1. TounderstandthevariousaspectsofCommercialLawandtolearntheprovisionsofthe 

Indian Contract Act(CO1) 

2. TolimelighttheprovisionsofSaleofGoodsAct,sothestudentscanlearnandbecomeawar

ein business practices.(CO2) 

3. ToinstillandmakestudentstounderstandonCompanyLawandIndustrialLawprovisions

. (CO3) 

4. Tolearnthefundamentalsanditsbackroundof GoodsandServicesAct(CO4) 
5. Tolearnandapplythe differentaspectsof ConsumerProtectionAct(CO5) 

CourseO

utcome 

1. Legalinsightwillbeestablishedinthebusinesspracticesaccordingtothesituationofchang

ingenvironment.(K2) 

2. Knowrightsand dutiesunder variouslegal Acts.(K1) 

3. Understandconsequencesofapplicabilityofvariouslawsonbusinesssituations.(K1) 

4. Developcriticalthinkingthroughtheuseoflaw cases.(K6) 
5. Analyzethe companyandIndustriallaw.(K4) 

UnitI THEINDIANCONTRACT ACT1872 

Introductory–

NatureofContract,essentialselementsandtypesofacontract,Formationofacontract,perfor

manceofcontracts,breachofcontractanditsremedies,Quasicontracts-

ContractofAgency:Creationandtypesofagents,Authority,liability,Rightsanddutiesofpri

ncipalandagents,terminationofagency. 

UnitII THESALEOFGOODSACT1930 

Nature of Sales contract, Documents of title, risk of loss, Guarantees and 

Warranties,performance of sales contracts, conditional sales and rights of an unpaid 

seller-NegotiableInstrumentsAct1881:Natureandrequisitesofnegotiableinstruments. 
Typesofnegotiableinstruments.Dischargeofnegotiableinstruments. 

UnitIII COMPANYLAW&INDUSTRIALLAW 

COMPANY LAW:Major principles – Nature and types of companies, 

Formation,Memorandum and Articles of Association, Prospectus, Power, duties and 

liabilities ofDirectors,windingup ofcompanies, CorporateGovernance. 

 

INDUSTRIALLAW: 

The FactoriesAct, 1948Definitions:{a}Worker {b}Factory {c}Occupier 

{d}Approval Provisions Relating to: {a} Inspecting Staff {b} Health {c} Safety 

{d}Welfare{e} WorkingHours. 

The Industrial Disputes Act, 1947 Definitions of Industry - Definitions of 

IndustrialDisputes-AuthoritiesforsettlementofIndustrialDisputes-StrikeandLockOuts- 
LayoffsandRetrenchment. 

UnitIV DIRECT&INDIRECTTAX 

Direct Tax:Income, agricultural income, person, assesse, assessment year, 

previousyear, gross total income, total income, Computation of Income under 

different 

headsProfitsandgainsofbusinessorprofession;Capitalgains;Incomefromothersources. 
 

Indirect Tax: The Central GST Act 2017-Background- Introduction, Overview 

andEvolutionofGST-RegistrationunderGST-Supply underGSTandValuationofSupply-

InputTaxCreditunderGST&Returns-CustomDutyandIndirectTaxation: 

UnitV CONSUMERPROTECTION ACTAND INTRODUCTIONOFCYBERLAWS 
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Consumer Protection Act – Consumer rights, Procedures for Consumer 

grievancesredressal, Types of consumer Redressal Machineries and Forums.IT Act 

2000 and2002,Introduction ofCyberLaw. 
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TextBooks 1. N.D.Kapoor,ElementsofMercantileLaw,SultanChandandCompany,India,Revise

dEdition,2020. 
 

2. AkhileshwarPathack,LegalAspectsofBusiness,7thEdition,TataMcGrawHill,2018 

Reference

Books 

1. P.P.S.Gogna,MercantileLaw,S.Chand&Co.Ltd.,India,EleventhEdition,2015. 

2. Majumdar,A.K.andKapoor,G.K.,CompanyLawandPractice,17thEdition,TaxmannP

ublications Pvt.Ltd., 2012. 

3. BalachandranV., Legal Aspectsof Business,TataMcGrawHill,2012. 

4. RavinderKumar–LegalAspectofBusiness.–CengageLearning,2ndEdition-2011. 

CourseDesignedBy:Dr.S.Balamurugan 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1C14–ENTREPRENEURSHIP 

 

Course

Code 

22UPMBA1C14 Credits 04 

CourseTitle Entrepreneurship Hours/Week 04 

CourseOb

jectives 

Studentswill beable to 

1. ToUnderstandTheRequisites OfASuccessful Entrepreneur.(CO1) 

2. ToAnalyzeTheFactorsThatShapeEntrepreneur(CO2) 

3. To IdentifyAnd EvaluateTheEntrepreneurs(CO3) 

4. ToExamineTheRole AndFunctionsOfFamilyBusiness.(CO4) 
5. ToDiscussAboutBusinessIncubationAnd IndustrySickness(CO5) 

CourseO

utcome 

Studentswill 

1. AcquireTheKnowledge AndSkillsRequiredFor AEntrepreneur.(K1) 

2. AssessTheStrategiesForAnEntrepreneur(K3) 

3. EvaluateAndHaveInnovationAndProblemSolvingQualitiesInEntrepreneur(K5) 

4. UnderstandAboutTheFamilyBusiness(K2) 
5. UnderstandconceptsofbusinessincubationAndCurb IndustrialSickness.(K4) 

UnitI ConceptofEntrepreneurandEntrepreneurship 

Concept of Entrepreneur and Entrepreneurship – Characteristics of Entrepreneur- 

LeadershipCharacteristics of Entrepreneur – Chris Gardener’s 10 successful tips for 

entrepreneurs - Typesof Entrepreneur – Knowledge and Skills required for Entrepreneur – 

Women Entrepreneur –strugglesofwomenentrepreneurs–factorsaffectingwomenentrepreneur-

HowEntrepreneurshipthink-Elon Musk—The Iron Man Entrepreneur 

UnitII EntrepreneurialStrategy 

Entrepreneurial Environment – Factors of Entrepreneurial Environment -Economic and 

NonEconomic Factors– Entrepreneurial Motivation– Need,Objectives, Contents, Phases 

andEvaluationof EDPs. EntryStrategyFor New EntryExploitation 

UnitIII ProductPlanningAndFinancialsupport 

New Product Development: stages, examples, characteristics. Tips for improving NPD. – E-

CommerceAndBusinessStart-Up–

OpportunityRecognitionAndTheOpportunityAssessmentPlan.FinancialSupport:SIDBI,SISI,DI

C,SIDCO,SIPCOTandITCOT 

UnitIV FamilyBusiness 

Family Business: Definition, key point in family business- classic systems (Types) of 

familyenterprise- Enterprise Governance-Family governance – Owner Governance- 

Characteristics ofFamily Enterprises-Challengesinfamily enterprise-ComparisonsofFamily 

SystemsandEnterpriseSystems-Differences in familyenterprise. 

UnitV BusinessIncubation 

What is Business Incubation – Classifications of Incubators – What differentiates 

technologybusiness incubators from other incubators?– Technology Based Incubation in India – 

OptionstoAvoidInfringement-ChecklistforMinimizingPatentRisks–MonitoringandEvaluationof 
smallBusiness- IndustrialSickness –Causes&Consequences –PreventingSickness. 

TextBooks 1. RobertD.Hisrich,MichaelP.PetersandDeanA.Shepherd,Entrepreneurship,McGrawH

ill Education 10thEdition, 2017 

2. Wiley,FamilyEnterprise,TheFamilyFirmInstituteInc.,PublishedbyJohnWiley&Sons,inc.,Ho

boken, New Jersey 

3. S.S.Khanka,EntrepreneurialDevelopment,S.ChandandCompanyLimited,NewDelhi. 



51 
 

Reference

Books 

1. Agarwal,A.N.,2001IndianEconomy;Nature,ProblemsandProgress,VikasBirajPraksah,NewD

elhi 

2. Aswathappa.K,HumanResourcesandPersonnel ManagementTMH,NewDelhi. 

3. LuisR.Gomez-

Mejia,DavidB.Balkin,RobertLCardy,ManagingHumanResource,PHILearning.2012 
4. Bernadin, HumanResourceManagement,TataMcgraw Hill,8thedition2012. 
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 5.Ivancevich,HumanResourceManagement,McGrawHill2012 

InternetRe

ferences 

1) https://www.nstedb.com/fsr-tbi09/images/chapter1.pdf 

2) https://www.googlesir.com/characteristics-of-entrepreneurial-

environment/#:~:text=%20Characteristics%20of%20Entrepreneurial%20Environment%

20%201%20Integral,keep%20himself%20regular%20in%20contact%20with...%20Mor

e%20 

3) https://gargicollege.in/wp-

content/uploads/2020/03/environmentalfactorsaffectingentrepreneurialdevelopment-

new-170827101301-1.pdf 

4) https://www.tcgen.com/product-development/new/#tradeoff 

5) https://www.brainkart.com/article/Monitoring-and-Evaluation-of-Small-Business_7091/ 
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https://www.brainkart.com/article/Monitoring-and-Evaluation-of-Small-Business_7091/
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22UPMBA1EF1-MERCHANTBANKINGANDFINANCIALSERVICES 
 

 
Course

Code 
22UPMBA1EF1 Credits 04 

Course

Title 
MerchantBankingAndFinancialServices Hours/Week 04 

 

 

 
 

CourseOb

jectives 

• Tofamiliarisethestudentswiththeconceptsofmerchant banking. 

• Toprovideanindepthknowledgeaboutregulatoryframeworkofmerchantbanki

ng.(CO1) 

• TounderstandtheprocessofissuemanagementandSEBIguidelinesrelatedtoissuem

anagement activity.(CO2) 

• Toprovidean indepth insightintothevariousfinancial services.(CO3) 

• Toacquaintthestudents 

inrespecttorecentdevelopmentsinfinancialservices.(CO4) 

 

 

 

 
CourseO

utcome 

• Gain depth knowledge about regulatory framework of merchant 

banking,frameworkofmerchantbanking,SEBIregulationsandguidelinesandalsoab

outthecodeofconduct formerchant bankers.(K1) 

• Havethroughunderstandingandaboutthefunctionsandactivities 

involvedingpublicissuemanagement.(K2) 

• Understandthe variousfinancial servicesofferedbytheMerchant Banker.(K2) 

• Understandaboutthe 

recentdevelopmentinthefinancialservicesectorinIndiaandalso 

theinternationallevel.(K2) 

• Createawarenesson merchantbanking.(K5) 

 

 
UnitI 

Title:Merchant banking –introduction 

Merchantbanking -introduction: finance – meaning –definition – functions –

corporate counseling services – projects counseling services –issue management 

andunderwritingservices-portfolio management services – fixed deposit 

brokeringservices. 

 

 
UnitII 

Title: Merchant banking– regulatoryframe work 

Merchant banking – regulatory framework : introduction – SEBI regulation –

registrationofmerchantbankers–generalobligationsandresponsibilities–

proceduresforinspection 

- procedure for action in case of default - code of conduct for merchant bankers –

SEBIguidelines 

 

UnitIII 

Title:Public IssueManagement 

Public issue management : meaning – definition - functions-mechanism-categories 

ofsecurities issues – issue manager – role of issue manager – activities involved in 

publicissuemanagement 

 
UnitIV 

Title:FinancialServices 

AnoverviewofMergers 

andAcquisitionsadvisoryServices,ElectronicFinancialServices,Stock 

BrokingServices,Credit RatingServices. 

 Title:Recentdevelopmentinfinancialservices 
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UnitV 
Recent development in financial services : introduction – consumer finance –

hirepurchase finance – leasing - mutual fund - bill financing – credit syndication – 

factoringandfor faiting 
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TextB

ooks 

Khan.M.Y., Financial Services, Tata McGraw HillPublishing Co-

Ltd.Gurusamy.Dr.S.,MerchantBankingand Financial 

Services,Thomson,Chennai. 
Gurusamy.Dr.S.,FinancialMarketsandInstitutions,Thomson,Chennai. 

CourseDesignedBy:Dr.T.Sarathy 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1EF2 -INVESTMENTANALYSISANDPORTFOLIOMANAGEMENT 

 

CourseCode 22UPMBA1EF2 Credits 04 

CourseTitle InvestmentAnalysisAndPortfolio 

Management 

Hours/ 

Week 

L T P 

4 - - 

CourseObjectives:Thiscourseisdesignedtoteachthefundamentalsofinvestmentsalongwiththea

nalysisand strategies tobecome successful investor. 

 
1. Tointroducethestudentsabouttheconceptsofinvestment,stockandcommoditymarketsand 

investment alternatives(CO1) 

2. Tomakethemtounderstandthefundamentalanalysisandtechnicalanalysis(CO2) 

3. Tofamiliarisetheconceptsofcommoditymarketandprocess atgloballevel(CO3) 

4. Toenhancethe knowledgeon portfoliotheory,risk andreturn oninvestment(CO4) 

5. Toinculcatetheconceptsonmutualfunds,fundmanagementcompanyandcomputationof 

NAV(CO5) 

ExpectedCourseOutcomes BTKL 

Onsuccessfulcompletionofthiscourse: 

1.Thestudentswillbeabletounderstandandassessthedifferentinvestmentavenues 

and their risk and return 

K2,K3,

K4 

2.The   students  can  learn  and  applythe  tools  and  techniques  of 

fundamentalandtechnicalanalysis 

K4,K5 

3.Theycangetlearningsaboutcommodity,bondandmutualfundmarkets 

andbecomesuccessfulinvestors intheseavenues 

K4,K5 

4.Thestudentcanbecomesuccessfulinvestorandinvestmentconsultant 

asacareer choiceon their own 

K2,K3, 

K4 

UNITI:InvestmentandStockMarket 8Hours 

Investment - characteristicsofinvestments- investment opportunities–Investmentprocess–

RiskandReturn–Measuresofreturn–Sourcesofrisk–Measuringrisk-Riskpremium-

FunctioningofSecuritiesMarkets-PrimaryandSecondaryMarkets-Types 

ofMarkets,TypesofOrders- IndianStockMarkets-StockMarketIndices 

UNITII:Fundamental AnalysisandTechnicalAnalysis 8Hours 

Fundamental Analysis – Industry Analysis: Industrial classification according to 

businesscycle –Industry life cycle analysis –key characteristics in an industry analysis –

qualitativeaspectsofindustryanalysis–companyanalysisfundamentals-

Technicalanalysis,toolsand 

techniques. 

UNITIII:PortfolioManagement 8Hours 

Introduction to Portfolio Management – Measurement of Expected Risk and Returns 

ofPortfolio - Alternative measures of Risk - Capital Assets Pricing Model - Overview 

andAssumptions-CapitalMarketTheory-SecurityMarketLineandCapitalMarketLine- 

ZeroBetaModel 

UNITIV:Commodity MarketandBondMarket 8Hours 

Commodity Market – Evolution and Fundamentals – Trading Process – Commodity 

marketsin Indian and Global Context – Risks and returns in Commodity market – Bond 

market -Bond valuation and Equity valuation - Bond value theorems – Dividend discount 

model –P/Emodel – Relative valuation ratios 



58 
 

UNITV:MutualFundInvestment 8Hours 

Mutual Fund – Meaning, Formation, and Characteristics – Types of Mutual Funds – 

OpenEnded and Close Ended– Relative features and Benefits – Risks and Returns of 

MutualFundinvestment–FundmanagementcompanyandFundManagers–Rolesand 

Responsibilities –SEBIGuidelineson MF– ComputationofNAV 

Total 40 

Hours 

TextBooks: 

1. PrasannaChandra, InvestmentAnalysisandPortfolioManagement, 

2. Donald 

EFischerandRonladJJorden,SecurityAnalysisandPortfolioManagement,PrenticeHallI

ndiaLimited, 6thEdition, NewDelhi 

ReferenceBooks: 

3. Sharpe,AlexanderandBailey,”Investments”,PrenticeHallIndiaLimited,2n

dEdition,NewDelhi. 

4. Punithavathi 

Pandian,SecurityAnalysisandPortfolioManagement,VikasPublishingHous

e 

5. VanitaTripati,securityAnalysis 

&PortfolioManagement,TextandCases,TaxmannPublishers, 2019 

RelatedOnlineContents(MOOC,SWAYAM,NPTEL,Websitesetc…) 

CourseDesignedBy:Dr.P.Thirumoorthi 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 M M S S M S L S M S 

CO2 S M S S S S L M M S 

CO3 S L M S S S M M M S 

CO4 S L S M M S M S M S 

CO5 M M S M M S M M M S 

S– Strong;M–Medium; L- Low 
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22UPMBA1EF3 -INTERNATIONALFINANCIALMANAGEMENT 
 
 

CourseCode 22UPMBA1EF3 Credits 04 

CourseTitle MultinationalFinancial Management Hours/Week 04 

CourseOb

jectives 

1. To knowthenatureof exposureand risk(CO1) 

2. Toimpartonthe structureoftheforeignexchange market(CO2) 

3. Tolearnthe applicationoffutures andoptions(CO3) 

4. Tomakestudents understandthevarious typesof foreign exchange exposure(CO4) 
5. Toteach students about longterm borrowinginstruments(CO5) 

CourseO

utcome 

1. Students will be able to know the foundation of multinational

 financialmanagement(K1) 

2. Studentswill haveabetterunderstandingontheforeign exchangemarket(K2) 

3. Studentswill ableto proposesuitableF&O strategiesto hedgeFOREX risks(K3) 

4. Studentswill beable toanalysevarious typesofexposures(K4) 
5. Studentswill be ableto suggest appropriatelongterm borrowinginstruments(K5) 

UnitI BasicsofMultinationalFinancialManagement 

The rise of the multinational corporation – Evolution of the MNC – The process 

ofoverseaexpansion–Theglobalmanager–Themultinationalfinancialsystem–Criticisms of 

the MNC – The role of the financial executive. The foreign 

exchangemarket:organization–participants–

(Conceptonly)Sportmarket,Spotquotation,forwardmarket&forward quotation. 

Futurescontract–Differencebetweenforwardandfuturescontracts–Currencyoptions 

–Elementaryoptionstrategies.Alternativeexchangeratesystem–

Historyofinternationalmonetarysystem. 

UnitII BalanceofPayments&AccountingExposure 

Balanceofpaymentscategories–Copingwithcurrent-accountdeficit–

Thebottomlineoncurrent-account deficitsand surpluses. Alternativecurrencytranslation 

methods. 

Transactionexposure–Managingtransactionexposure–Managingtranslationexposure 

–Fundadjustment–Evaluatingalternativehedgingmechanisms-Designingahedgingstrategy– 

Centralization versus decentralization. 

UnitIII EconomicExposure&Shorttermfinancing 

An overview of Operating exposure management – Marketing management of 

exchangerisk.Key factors in short-term financing strategy – Short term financing 

objectives–Shortterm financingoptions. 

UnitIV InternationalCashManagement 

International Cash Management – Organization – Collection and disbursement of funds –

Payments netting in international cash management–Management of the short 

terminvestment portfolio – Optimal worldwide cash levels – Cash planning and 

budgeting –Bankrelations. 

The value of the multinational financial system – Intercompany fund-flow 

mechanisms:Costs and benefits – Tax factor – transfer pricing -Reinvoicing centers – 

Fees andRoyalties–Leadingandlagging–Intercompanyloans–Dividends–EquityversusDeb 
– Invoicingintercompanytransactions.Designingaglobalremittancestrategy. 

UnitV CorporatestrategyandForeignDirectInvestment 

Theory of multinational corporation: Product and factor market imperfections – 

Financialmarketimperfections–

ThestrategyofMultinationalEnterprises:Innovationbasedmultinationals–

Thematuremultinationals–Thesenescentmultinationals-Foreigndirectinvestment 

andsurvival-–Designing a global expansion strategy. 

Internationalbondmarket,Eurocurrencymarket&Eurobond-

Specialfinancingvehicles:Interestrate swaps – Currencyswaps –Economicadvantages of 

Swaps. 
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TextBooks 1. AlanC.Shapiro.2013.MultinationalFinancialManagement.[TenthEdition]. 

Wiley. 
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Reference

Books 

1. MauriceD.Levi.1996.InternationalFinance:Themarketsandfinancialmanagementof

multinationalbusiness.[Third Edition].McGraw Hill. 

2. AdrianBuckley.2003. MultinationalFinance.[FifthEdition].Prentice-Hall. 

3. IanGiddy.1993.GlobalFinancialMarkets.[FifthEdition].South-

WesternCollegePublishers. 

4. AptePG.2009.InternationalFinancialManagement.[SeventhEdition].Tata 

McGrawHill,NewDelhi. 

CourseDesignedBy:Dr.G.Yoganandan 
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COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 
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CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1EH1 -HUMANRESOURCETRAINING&DEVELOPMENT 
 
 

CourseCode 22UPMBA1EH1 Credits 04 

CourseTitle HumanResourceTraining&Development Hours/Week 04 

CourseOb

jectives 

Thiscourseaims tohelpthestudents inunderstandingthe, 

1. Thebasicconceptsof Trainingprocess,itsimportanceandRoleofmanagersandthe 

strategies focusing on Training needs of an organization and evaluating thelearning 

process and development strategies contributed by HRD and outcomes ontheareas 

which areto befocused.(CO1) 

2. Further,itoffers thestudentsin analyzingthe 

costingofatrainingProgrammetoenhancetheirbusiness activities.(CO2) 

3. Itfocusesontrainingmeth3dstobeimplementedbasedonthemanagerialareasof 

developmentandcareer plan. (CO3) 

CourseO

utcome 

Upon successful completion of the requirements for this course, students will be 

ableto: 

1. TofamiliarizewiththebasicconceptofTraining,ImportanceandRoleofmanagers and 

their Contributions and identifying the fundamentals of TrainingandDevelopment 

in HRM.(K1) 

2. To develop an understanding of how to assess training needs and 

motivationalaspectshelp them in anOrganizationalsetting.(K2) 

3. Tofamiliarizeyouwiththelevels,instrumentsandtechniquesinvolvedinevaluationof 

trainingand trainingmethods effectiveness.(K3) 

4. The students can better understand the Training and professional 

developmentwhich helps them in achieving the Training needs in their upcoming 

businesscareer.(K1) 

5. Comprehend the concept of the role of Human resource development in 

variousbusiness environments that fosters to Management developmental 

activities of thebusinessto enrich theircareergoals.(K5) 

UnitI Training-Structure,process&DevelopmentStrategies 

Training: An Overview – Role of Training in Organizations – Structure of 

TrainingOrganizations – Training Process Model – Forces Influencing the Workplace 

andTraining –Learning Theories & Training – The Trainer: Roles and Competencies 

ofTrainers - Emerging Training & Development Practices –Transactional Analysis –

Assessment Centre – Business Strategy and Training – Strategies for Effective 

HRTraining&Development. 

UnitII TNA&Trainingdesignandlearning theories 

TrainingNeedsAnalysis–NeedAssessment-MotivationalaspectsofHRD:Development 

cycle; Reinforcement for behavior modification - Learning theories -stagesoflearning-

learningprinciples,challengestobecomealearningorganization 
–Motivationaltheories. 

UnitIII TrainingEvaluation,ROI and TrainingMethods 

TrainingEvaluation:RationaleforEvaluation–Trainingoutcomes–TrainingEvaluation 

Design Issues – Types of Evaluation Techniques &Instruments – 

CostingTrainingProgrammes–MeasuringROIofTrainingProgrammes– 

TrainingMethods 

UnitIV TrainingandProfessionalDevelopment: 

BalancingIndividual,GroupandOrganizationalNeeds–KeyAreasofOrganizational 

Training:Orientation Training,Diversity Training, Team 

Training,andotherTrainingProgrammes&Issues–

UseofTechnologyforIncreasedProductivity–Trainingof Special Groups– Movingfrom 

Trainingto performance. 
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UnitV HumanresourceDevelopmentinTraining&Development. 
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 HumanResourceDevelopment:Concept;Relationshipbetweenhumanresourcemanagem

ent and human resource development; HRD mechanisms, processes 

andoutcomes;HRDmatrix;HRDinterventions;RolesandcompetenciesofHRD 
professionals;ChallengesinHRTrainingand Development. 

TextBooks 1. Agochiya:EveryTariner‘sHandbook,SagePublications. 

2. Graig.R.L.:TrainingandDevelopmentHandbook,McGraw Hillinternational 

3. Lynton andPareek, Training for Organizational Transformation,

SagePublications. 

4. Dayal. I: Management Training in Organization, Prentice Hall of 

IndiaKirpatrick.D.L. : Evaluating Training Programmes,

 Berret-Koehler, SanFrancisco. 

Reference

Books 

1.Swanson,R.A.&Holton,E.F.(2001).Foundationsofhumanresourcedevelopment.San 

Francisco: Berrett-Koehler 
Relatedonlinecontents(MOOC,Swayam,NPTEL,Websitesetc.,) 

CourseDesignedBy:Dr.J.SenthilVelmurugan 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M–Medium;L–Low 
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22UPMBA1EH2–INTERNATIONALHUMANRESOURCEMANAGEMENT 

 

CourseCode 22UPMBA1EH2 Credits 04 

CourseTitle InternationalHumanResourceManagement Hours/Week 04 

CourseOb

jectives 

1. TomakestudentsunderstandaboutIHRM(CO1) 

2. Tomakestudentsunderstandaboutinternational workforce(CO2) 

3. Tomakestudentsunderstandaboutinternationalcompensation(CO3) 

4. To make students understand about training and development involved in 

IHRM(CO4) 
5. Tomakestudents know aboutEIforIHRM Employees(CO5) 

CourseO

utcome 

Learnersshouldbe ableto 

1. UnderstandaboutIHRM(K2) 

2. Internationalworkforceanditsimportance(K1) 

3. Understandthenuancesinvolvedininternationalcompensation(K2) 

4. Understandthetraininginvolved inIHRM(K2) 

5. Understandtheconceptsof EIwhichwill improve themental 

stabilityoftheEmployee (K2) 

UnitI IntroductiontoIHRM 

Introduction to IHRM - Definition- Importance –Expatriate and Inpatriate- IHRM 

andDomestic HRM – Growing Interest in IHRM- HR Shared Services – Technology 

anditsImpact onIHRM-Barriers in effectiveglobalHRM 

UnitII BasicsofInternationalworkforce 

Multiculturalism,NatureofCulture,EffectsofCulture,CulturalPredispositions,culture 

and performance. Role of expatriate, role of non-expatriate, role of 

inpatriates,recruitment and selection of international managers, expatriate failure and 

success,selectioncriteriaandExpatriateSelectionprocessesinpractice, dualcareer 

couples. 

UnitIII InternationalCompensation 

InternationalCompensationandInternationalEmploymentLaws:Internationalcompensat

ionandInternationalAssignees-Formsofcompensation-

KeycomponentsofInternationalCompensation-

Approachestointernationalcompensation -Emergingissues incompensation 

Management. 

UnitIV TrainingandDevelopmentinInternationalWorkforce 

InternationalTrainingDevelopmentandcareers,Componentsofeffectivepre-departure 

training programs, effectiveness of pre-departure training, developing staffthrough 

international assignments, Trends in International training and development,Re-

entryandcareerissues,repatriationprocess,individualreactionstore-

entry,designingarepatriation program 

UnitV EmotionalIntelligence(EI)forIHRM 

EmotionalIntelligence(EI)-4skillsofEI-SixPrinciplesofEmotionalIntelligence-

TheWayEmotionsMotivateUsNow-WhyIsIdentifyingEmotionsImportant?-An 
EmotionalBlueprint-HowDoWe IdentifyEmotions? 

TextBooks 1) K.AswathappaandSadhnaDash,InternationalHumanResourceManagement,McGra

wHill Education (India), 2013, 2ndEdition 

2) Peter.J.Dowling,MarionFestingandAllenD.Engle,SR.InternationalHumanResourc

eManagement,CengageLearning, 2013,6th Edition 

3) DavidR.Caruso,PeterSalovey,TheEmotionallyIntelligentManager,PublishedByJos

hi Bass– A WileyImprint, 2004 
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InternetR

eference 

1) https://www.geektonight.com/international-human-resource-management/ 

2) https://www.mbaknol.com/international-business/importance-of-international-

hrm/ 

3) https://www.businessstudynotes.com/hrm/human-resource-

management/global-human-resource-management-barriers-and-challenges/ 

https://www.geektonight.com/international-human-resource-management/
https://www.mbaknol.com/international-business/importance-of-international-hrm/
https://www.mbaknol.com/international-business/importance-of-international-hrm/
https://www.mbaknol.com/international-business/importance-of-international-hrm/
https://www.businessstudynotes.com/hrm/human-resource-management/global-human-resource-management-barriers-and-challenges/
https://www.businessstudynotes.com/hrm/human-resource-management/global-human-resource-management-barriers-and-challenges/
https://www.businessstudynotes.com/hrm/human-resource-management/global-human-resource-management-barriers-and-challenges/
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9) 10) 

CourseDesignedBy:Dr.M.Suryakumar 

 

 

 

 

 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1EH3-HUMANRESOURCESINFORMATIONSYSTEM 

 

CourseCode 22UPMBA1EH3 Credits 04 

CourseTitle HumanResourcesInformationSystem Hours/ Week 04 

CourseOb

jectives 

Studentswillbe abletounderstand 

1. The purpose of thiscourse istoexpose the studenttothe basicconcepts 

of HRIS and how Software’s aid HR managers in 

today’sbusinessfirms. (CO1) 

2. theinterfacebetweenHRandTechnology(CO2) 

3. aboutSystemdevelopmentlifecycle(CO3) 

4. abouttheorganizationalchange andtalent(CO4) 
5. aboutthefuturetrendsinHRIS recruiting(CO5) 

CourseO

utcome 

Studentswill beable to; 

1) UnderstandbasicsofHRIS(K2) 

2) UnderstandRoleofIT(K2) 

3) UnderstandHRISanditssystemorientedneeds(K2) 

4) Understandorganizationalchange(K2) 
5) Understand FutureTrendsinHRIS(K2) 

UnitI BasicsofHRIS 

Human Resource Information System - Meaning and Definition - Importance - Role 

ofIT in HRM - IT for HR Managers – e-HRM and HRIS-The Value and Risks of HRIS 

-Typesof HRIS-Evolution of HRM and HRIS. 

UnitII TheRoleofInformationTechnology 

The Role of Information Technology: Data, Information, and Knowledge- 

DatabaseManagementSystems-DataSharingBetweenDifferentLevels-

DataSharingBetweenDifferent Functions-Data SharingAcrossLocations 

UnitIII SystemsDevelopmentLifeCycle 

TheSystemsDevelopmentLifeCycle-HRISneedsanalysis-HRISApplications- 

NeedsAnalysis-ReasonsforITSystemFailure-HRISImplementation 

UnitIV OrganizationalChangeand Talent 

Overview of organizational change – Lewin’s Change Model – Talent 

Management:ImportanceandTalentManagementLifecycle-

CommonAttributesoftalentedindividual. – HRP Planning - Recruiting Top Talent 

Using Social Networking Sites(SNSs) 

UnitV FuturetrendsinHRISrecruiting 

RecruitmentandTechnology–Impactofonlinerecruitmentonrecruitmentobjectives 

–OnlineRecruitmentGuidelines-BringOwnDevice-Gamification-

DigitalRecruitingChallenges 

TextBooks 1)MichaelJKavanaghandRichardD.Johnson,HumanResourceInformationSystems,SageP

ublishing, 4thEdition, 2018 

Reference

Books 

1. MichaelArmstrong,AHandbookofHumanResourceManagementPractice,Kog

anPage 

2. Gueutal&Stone,TheBraveNewWorldofher,Jossey-Bass,2005 

3. Monk&Wagner,ConceptsinEnterpriseResourcePlanning,Thomson,2006. 

4. MichaelJ.Kavanagh,MohanThite,RichardD.Johnson.HumanResourceInfo

rmationSystems-SagePublication,ThirdEdition. 

5. JamesA.O’Brien,ManagementInformationSystems–TataMcgraw-

HillEdition,Eighth Edition, 2004. 

InternetRe

ferences 

1.https://www.aihr.com/blog/digital-recruiting-challenges/ 

https://www.aihr.com/blog/digital-recruiting-challenges/


70 
 

Other E-
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1) 2) 3) 4) 

 

 

 

 

 

 
5) 6) 7) 8) 

CourseDesignedBy:Dr.M.Suryakumar 

 

 

 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1EP1 -SUPPLYCHAINMANAGEMENT 

 

CourseCode 22UPMBA1EP1 Credits 04 

CourseTitle SupplyChainManagement Hours/Week 04 

CourseOb

jectives 

1. Tounderstandthe strategicframeworkanalysis relatingtoSupplyChain. (CO1) 

2. Tolearnaboutplanningandcoordinatingthedemandandsupplyinasupplychain. (CO2) 
3. Toknowabout cross-cultural drives in a supplychain.(CO3) 

CourseO

utcome 

Afterthesuccessful completionofthiscourse,thecandidateswillgain; 

1. Theunderstand theconceptsof supplychain.(k1) 

2. To design the supplychain network.(k3) 

3. To coordinate demandand supplyin asupplychain.(k3) 

4. Toanalyzetheconceptofsupplychain(K4) 
5. To create social responsibilityamongsupplychain (K5) 

UnitI StrategicFrameworktoAnalyzeSupplyChain 

Supply chain - Meaning, objectives, decision phases, process views. Competitive 

andsupplychainstrategies,supplychainleverstodealwithuncertainty,expandingstrategic 

scope, achieving and maintaining strategic fit in emerging retail 

markets,challengesinachievingandmaintainingstrategicfit,impellersofsupplychain,fra

meworkfor supplychain decisions. 

UnitII DesigningtheSupplyChainNetwork 

Factors affecting distribution network design in the supply chain, design options for 

adistributionnetwork,onlinesalesandOmni-

channelretailing,Indianagriculturalproducedistributionchannels,IndianFMGCsector-

distributionchannels,roleofnetwork design in the supply chain, factors influencing 

network design 

decisions,importanceoftotalcostinGlobalnetworks,riskmanagementinGlobalsupplycha

ins. 

UnitIII PlanningandCoordinatingDemandandSupplyinaSupplyChain 

Role of forecasting in a supply chain, aggregate planning and its role in a 

supplychain, responding to predictable variability in the supply chain, lack of supply 

chaincoordination and its impact on performance, obstacles to coordination in a 

supplychain,managerial leversto improvecoordination. 

UnitIV PlanningandManagingInventoriesinaSupplyChain 

Role of cycle inventory in a supply chain, role of safety inventory in a supply 

chain,factors affecting the level of safety inventory, impact of supply uncertainty on 

safetyinventory, factors affecting the desired level of product availability. 

Transportationmodes and theirrolein asupplychain. 

UnitV ManagingCross-FunctionalDriversin aSupplyChain 

Sourcing decision in a supply chain, factors influencing growth of surplus by a 

thirdparty, risks of using third party, impact of incentives on third-party behaviour, 

role ofpricing and revenue management in a supply chain, role of sustainability in a 

supplychain,keypillarsofcorporatesocialresponsibility,sustainabilityandsupplychain 
drivers,role of informationtechnologyinasupplychain. 

TextBook 1.SunilChopraandDharamVirKalra,“SupplyChainManagement–Strategy,Planning, 

and Operation”, Pearson India Education Services Pvt. Ltd., SeventhEdition. 

Reference

Books 

1. Christopher,“LogisticsandSupplyChainManagement”,Ricahrd Irwin,1994. 

2. SahayB.S.,“SupplyChainManagementforGlobalCompetitiveness”,MacMillar,1999

. 

3. DonaldJ.BowersoxandDavidJ.Closs,“LogisticalManagement”, Tata McGraw 

Hill. 
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CourseDesignedBy:Dr.P.Karthikeyan 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1EP2 -TOTALQUALITYMANAGEMENT 

 

CourseCode 22UPMBA1EP2 Credits 04 

CourseTitle TotalQualityManagement Hours/Week 04 

CourseOb

jectives 

➢ To understand about continuous process improvement for total

qualitymanagement.(CO1) 

➢ Tolearnaboutperformancemeasuresandbenchmarkingfortotalqualitymanagement.(

CO2) 
➢ Tolearnvarious qualitymanagement systems. (CO3) 

CourseO

utcome 

Afterthesuccessful completionofthiscourse,thecandidateswillgain; 

➢ Tounderstandthecontinuousprocessimprovement.(K1) 

➢ Performancemeasuresandbenchmarking.(K2) 

➢ QualityManagement Systems in qualitymaintenance.(K3) 

➢ Analyzeto verifythe document (K4) 
➢ Createqualityfunctionaldesign(K6) 

UnitI IntroductionandLeadership 

Total Quality Management – Definition, Framework, Quality movement in 

India,Obstacles, Benefits. Leadership – Definition, Characteristics of Quality Leaders, 

Roleof TQM leaders, Quality Council, Core values, Concepts, and Framework, 

QualityStatements,Strategic Planning,Communications, Decisionmaking. 

UnitII ContinuousProcessImprovementandSupplierPartnership 

ContinuousProcessImprovement–

Process,ImprovementStrategies,typesofProblems,PDSACycle,Problem-

solvingMethod,Kaizen,Reengineering,Sig-Sigma. Partnering, Supplier selection, Part 

level quality assurance, Supplier rating,Supplierrelationship development. 

UnitIII PerformanceMeasuresandBenchmarking 

PerformanceMeasures–

Objectives,TypicalMeasurements,Criteria,Strategy,performance Measure 

Presentation, Cost of Quality, Analysis, Improvement actionstrategy and plan, 

Limitations of Quality cost. Benchmarking – Definition, 

Reasons,Process,Understanding current performance. 

UnitIV QualityManagementSystems 

BenefitsofISORegistration,QualityManagementSystems–

Requirements,Implementation,Documentation–

PolicyProcedure,WorkInstructions,Records,DocumentDevelopment.WritingtheDocu

ments,InternalAudits–Objectives,Auditor,Techniques,andProcedure.Registration–

SelectingaRegistrar,RegistrationProcess. 

UnitV QualityFunctionDeploymentandDesign 

QFD–Introduction,QFDteam,Benefits.HouseofQuality,BuildingaHouseofQuality,

 GFD Process. Quality by Design – Introduction, Rationale for 

Implementation, Benefits, Design for Six Sigma, Communication

 models,Implementation,Tools. 

TextBook 1.DaleH.Besterfieldetal.,“TotalQualityManagement”,PearsonIndiaEducationServicesP

vt.Ltd.,FifthEdition. 

Reference

Books 

1. JainP.L.,“QualityControlandTotalQualityManagement”,TataMcGrawHillPublishi

ngHouse. 

2. PoornimaM.Charantimath,“TotalQualityManagement”,PearsonIndiaEducationSer

vices Pvt.Ltd. 
CourseDesignedBy:Dr.P.Karthikeyan 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1EP3-MATERIALSMANAGEMENT 

 

CourseCode 22UPMBA1EP3 Credits 04 

CourseTitle MaterialsManagement Hours/Week 04 

CourseOb

jectives 

1. Tounderstandthebasicconceptsrelatingtomaterials,purchase,andstoresmanagement.

(CO1) 

2. Tolearnvariousinventorycontroltechniquesforbettermaterialsmanagement.(CO2) 

3. Toknowaboutmaterialshandlingequipmentstoenhancetheperformanceofmaterialsm

anagement.(CO3) 

CourseO

utcome 

Afterthesuccessful completionofthiscourse,thecandidateswillgain; 

1. Understandthe conceptsofmaterials,purchaseandstoresmanagement.(K2) 

2. ToknowInventorycontroltechniques.(K1) 

3. ToevaluateVariousmaterial handlingequipments.(K5) 

4. Toanalyzematerialrequirementsplanning(K4) 
5. ToCreate thestorelayout (K6) 

UnitI MaterialsManagement -Fundamentals 

MaterialsManagement–Introduction,Meaning,Functions,Objectives,Need,Importance. 

UnitII PurchaseManagement 

Purchasing–Introduction, Objectives, Functions 

ofPurchasingDepartment,PurchaseOrganization,BuyingTechniques, 

PurchasingProcedure. 

UnitIII StoresManagement 

Introduction,RequirementsofaMaterialControlSystem,StoresManagement,Functionsof

StoresDepartment,DutiesoftheStorekeeper.StoreLocation–Meaning, Advantages of 

Centralisation and Decentralisation of Stores. Store Layout –Objectives,Factors. 

UnitIV InventoryControl 

Inventory–Meaning.InventoryControl–Meaning,Objectives,Advantages.Inventory 

Classifications, Functions. Economic Order Quantity – Concept, Models.ABC 

Analysis – Necessity, Steps. Material Requirements Planning – 

Introduction,Functions,Inputs, outputs, Factors. 

UnitV MaterialsHandling 

Introduction,Functions,Principles,Factors.SelectionofMaterialHandlingEquipment – 

Factors. Maintenance of Material Handling Equipment – Types, 

StagesofpreventiveMaintenance. Types ofMaterial HandlingEquipments. 

TextBook 1.KhannaO.P.,“IndustrialEngineeringandManagement”,DhantPatRaiPublicationsPvt. 

Ltd. 

Reference

Books 

1. Gopalakrishnan,“IntegratedMaterialsManagement”,TataMcGrawHill. 

2. Chase,etal.,“ProductionandOperationsManagement:ManufacturingandServices”,T

ata McGrawHill. 

CourseDesignedBy:Dr.P.Karthikeyan 
 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 
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CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1P01- PROJECTWORKANDVIVAVOCE 

 

During the summer vacation, the student has to avail 4&6 weeks (i.e. May & June) 

forprojectdatacollectionandanalysisinconsultationwiththefacultyguide.Thereporthastobesubmi

tted on thespecified date duringIIIsemester. 

 
Project report evaluation consists of report evaluation and the conduct of viva 

voceexamination. Report evaluation (150 marks) will be undertaken by an external examiner 

andthe faculty guide independently and the average of the two will be the final mark. Viva 

voceexamination(50 marks) will be conducted bythe external and thefacultyguide together. 
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22UPMBA1L01-MANAGEMENTINFORMATIONSYSTEM&LAB 

 

CourseCode 22UPMBA1L01 Credits 04 

CourseTitle Management InformationSystem&Lab Hours/Week 04 

CourseOb

jectives 

Thiscourseaims tohelpthe studentsinunderstanding, 

1. Thebasicconceptsof Informationsystem 

andtheRoleofManagementInformationSystem.(CO1) 

2. TofacilitateanunderstandingonMIShardwaresupportsystemsanditslifecycle.(CO2) 

3. ToprovidevaluableinsightsonE-

CommercesystemsanditscontributionsfocusingonEnterpriseresourcesystemsasitistheb

ackboneinthebusinessconcerns.(CO3) 

4. Also, it focuses on improvising the basic software packages through 

Microsoftapplications(MS-word,PowerPoint,Spreadsheetetc.,)andSAP 

Introductionforthestudents. (CO4) 

5. Effective Utilizationo5thevariouspackageslikeSPSS,Tallyetc., 

willbeuseful inthemanagerial activitiesandwill enablethestudents toaugment 
theirresearchskills.(CO5) 

CourseO

utcome 

Upon successful completion of the requirements for this course, students will be 

ableto: 

1. Translatetheroleofinformationsystemsinorganizations,thestrategicmanagementpro

cesses,withtheimplicationsforthemanagement.(K3) 

2. Relatethebasicconceptsandtechnologiesusedinthefieldofmanagementinformations

ystems. (K4) 

3. The students will be able to describe ways in which technology can provide 

anorganizationwithcompetitiveadvantagesthroughEnterpriseResourceplanning.(K

3) 

4. The students can better understand the office applications and basics on 

businessapplicationsoftwareandSAP.(K2) 

5. Criticallyevaluatestatisticalfindingstodeterminetheirusefulnesstotheorganization. 

(K5) 

UnitI IntroductiontoComputers 

IntroductiontoComputers-Data&Information–Classification–FundamentalRolesof IS 

–Components –Resources –Types–InformationResourcesManagement 

UnitII UnderstandingMIS&SoftwareDevelopment LifeCycle 

Introduction to Management Information Systems, History of MIS, Impact of 

MIS,RoleandImportance,MISCategories,ManagersandActivitiesinIS,TypesofComput

ersUsedbyOrganizationsinSettingupMIS,HardwaresupportforMIS.SDLC : Meaning – 

Process – Five stages -Information Systems Analysis &Design. 

UnitIII SearchEngines&EnterpriseResourcePlanning 

Introduction to Internet - Search Engines – Email – Electronic Commerce 

Systems:ElectronicCommerceFundamentals–E-CommerceApplicationsandIssues–

Enterprise Business Systems: Managing at the Enterprise Level – Enterprise 

ResourcePlanning:TheBusinessBackbone 

UnitIV MicrosoftOfficeApplications&Systems,Applications,andProductsinDataProcessi

ng(SAP) 

Business Application Software(Basics) – Office Application – MS Word 

(packagetools) – spread sheets using advanced excel tools– Power Point and Access– 

Basicsof SAP: Introduction to SAP Introduction to SAP and Why it is required ? - 

SAPBusinessSuite – SAP modulesIntroduction(Practical) 

UnitV ResearchAnalysisPackages 

BusinessandManagementApplicationPackages–ResearchAnalysisPackages– 
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 SPSSetc.–AccountingPackages–Tallyetc.–MarketingPackages–ProductionPackages – 

HR Packages(Practical) 

TextBooks 1. GordenB.Davis–

ManagementInformationSystem:ConceptualFoundation,Structureand 

Development, Mc Graw Hill. 
2. JamesAO‘Brien,Management InformationSystems,AManagerialuser 

Reference

Books 

1. Business-Driven InformationSystemsbyPaige Baltzan;AmyPhillips 
2. UsingSAP:AnIntroductionforBeginners andBusiness byOlafSchulz,2016 

Relatedonlinecontents(MOOC,Swayam,NPTEL,Websitesetc.,) 

CourseDesignedBy:Dr.J.SenthilVelmurugan 

 

 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 

http://webcat2.library.ubc.ca/vwebv/holdingsInfo?searchId=291218&recCount=20&recPointer=4&bibId=8095995
https://www.amazon.in/Olaf-Schulz/e/B004JXI84Y/ref%3Ddp_byline_cont_book_1
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22UPMBA1C14-STRATEGIC MANAGEMENT 

 

CourseCode 22UPMBA1C14 Credits 04 

CourseTitle StrategicManagement Hours/Week 04 

CourseOb

jectives 

1. Toexposestudentstovariousperspectivesandconceptsinthefieldofstrategicmanage

ment.(CO1) 

2. Thecoursewouldenablethestudentstounderstandtheprinciplesofstrategyformulatio

n,implementation and control inorganisations.(CO2) 

3. Tohelpstudentsdevelopskillsforapplyingtheseconceptstothesolutionofbusinesspro

blems.(CO3) 

4. Tohelpstudentsmasterthedecisionmakingtoolsofstrategicmanagement.(CO4) 

5. The course would enable the students to appraise the resource and capabilities 

ofthe firminterms oftheir ability toconger sustainable competitive 

advantagesandformulate strategiesthat leveragefirms’core competencies.(CO5) 

6. The Course would enhance the students to acquire the design thinking skills 

andtechniques.(CO6) 

CourseO

utcome 

1. To know the meaning, various concepts various and the process of 

strategicmanagement.(K1) 

2. To understand the various components of an organisations external and 

internalenvironments.Andalsotounderstandthevarioustoolsofenvironmentalanaly

sis.()K2 

3. To describe and classify the various types of grand strategies and the 

businesslevelstrategies.(K3) 

4. Todescribeandexplainthevarioustoolsusedforstrategicchoiceanalysis.(K3) 

5. To understand and explain the way of implementing formulated strategies 

andmethodsof evaluation and control.(K2) 
6. Tounderstandtheprocess,Skills,Toolsof Designthinking.(K2) 

Unit1 StrategicManagement:Meaning-Evolution–Nature–Scope–StrategicManagers - 

Strategic Management Process –Levels of Strategies - Strategic Fit –Strategic 

Alignment - External Analysis:Macro Environmental Factors (PESTLE -Political-

Economic-Social-Cultural-Technological-Legal-Ecological)-

 Industry

Analysis–Competition Analysis. 

Unit2 BusinessSpecificEnvironmentalFactors:(Demandrelated-Consumer-Competition-

Government –Supplier) – Organizational Capability Profile – 

StrategicAdvantageProfile-Strategies:GrandStrategies:Expansion-AnsoffMatrix-

(Intensification – Diversification – Integration- Cooperation – Internationalization)-

Stability– RetrenchmentStrategies 

Unit3 BusinessLevelStrategies:CompetitivePositioningstrategies(CostLeadership-

FocusedCostLeadership-Differentiation–Focuseddifferentiation)-

Strategyimplementation:Project–Procedural-ResourceAllocation-Structural- 

Behavioural-FunctionalandOperationalImplementation-

StrategicEvaluationandControl:Importance– Challenges – Process 

Unit4 Strategic Decision Making Tools -BCG Matrix – GE Nine-Cell- McKinsey 

7SFramework -– Value Chain Analysis – SWOT Diagram – - TOWS Matrix - 

ParetoAnalysis – Decision Matrix – Force Field Analysis –Porter’s Five Force Model 

–Porter’sFour Corners Analysis 

Unit5 DesignThinking–Introduction–scope–DesignThinkingProcess-DesignThinking 

Tools – Personas – Stakeholder Map - Visualization – Journey Mapping –Mind 

Mapping – Rapid Concept development -Assumption Testing – Customer Co-

Creation –LearningLaunches – StoryTelling-BusinessModel Canvas 
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TextBooks 1.K.Aswathappa,G.SudarsanaKeddy,StrategicManagement(Conceptsand 

https://www.goodreads.com/author/show/6807640.K_Aswathappa
https://www.goodreads.com/author/show/6808206.G_Sudarsana_Keddy
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 Cases),HimalayaPublication House,2010Edition 

Reference

Books 

1. Charles W.L.Hill and Gareth R. Jones, Strategic Management Theory: 

AnIntegrated Approach, Houghton Miflin Company, Princeton New 

Jercy,AllIndia Publishers andDistributors. 

2. ThomosL.WheelenandJ.DavidHunger,ConceptsofStrategicManagementan

dBusiness Policy,Pearson Education. 

3. Azhar Kazmi, Business Policy and Strategic Management, Tata 

McGrawHillPublishingCompanyLtd. 

4. ANag,StrategicManagement,VikasPublishingHousePvt. Ltd 

5. Kourdi, Jeremy, 100 Business Tools for Success, 2015, Nicholas 

BrealeyPublishing,ISBN 978-1 -52938717-9 

6. RamaduraiBala,KarmicDesignThinking,(Pothi.Com2020) 

7. KarlUlrich,Design:CreationofArtifactsinSociety,UniversityofPennsylvania

,2011 

8. TimBrown,ChangebyDesign:HowDesignThinkingTransformsOrganizatio

nsandInspiresInnovation,HarperCollinse-books,2009 

9. Schilling,M., StrategicManagementofTechnologicalInnovation,2020,6 

thedition.NewYork:McGraw-HillPublishers. 

CourseDesignedBy:Dr.R.SubramaniyaBharathy 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1C15–EMPLOYABILITYSKILLS 

 

CourseCode 22UPMBA1C15 Credits 04 

CourseTitle EmployabilitySkills Hours/Week 04 

Course

Objectives 

Studentswill beable 

1. Toenablethestudentstoacquireemployabilityskills.(CO1) 

2. Tomakethestudentstolearnthevariouscommunicationmethodsfollowed

 in corporate and Business world. (CO2) 

3. Tounderstandorganizationalcommunication(CO3) 

4. Tounderstandbrandcommunication(CO4) 
5. Tounderstandaboutbusiness presentation (CO5) 

Course

Outcome 

Studentswill beable to 

1. Develop goodemployabilityskills(K6) 

2. Understandthecorporatecommunicationunderdifferentcircumstances(K2

) 

3. HavetheAbilitytounderstandhoworganizationalcommunicationworks(K

3) 

4. Understandhowbrandcommunicationhappens.(K2) 
5. acquireknowledgeonbusiness presentation (K1) 

UnitI EmployabilitySkills 

Employability – Key skills and applications for learning and development-

seeing yourself as a product – Setting Objectives – Expectancy Model 

ofMotivation–

StressManagement,recognizingstress,reducingstress,copingwith 

theinevitable -Kolb’stheory 

UnitII UnderstandingCorporatecommunication 

Communication: Types, Corporate Communication Function– Trinity 

inCorporateCommunication–GenesisofEmployeeCommunication–

outsourcinginternalcommunication–Theoriesthatimpactemployee 
communication-Businessmeetings– BusinessEtiquette. 

UnitIII OrganizationalCommunication 

Communicating inorganizations, components of communication, 

verbalcommunication,anddirectionsofcommunications,barrierstocommunic

ations,ethicsandcommunication.Communicationinworkteams and variables 

of group communication, giving constructive feedback,teamwriting 

UnitIV BrandCommunication 

BrandCommunication,CorporateCommunicationinBrandPromotion-

ImprovingBrandCommunicationStrategy–

SuccessfulBrandCommunications -SellingtheBrandInside 

UnitV BusinessPresentation 

BusinessPresentation:Writtenandoralpresentation–work–teampresentation – 

Delivering the business presentation visual aids – slides –electronic 

presentation – hand-outs – delivering the presentation – careerplanning – 

Communicating in Diverse Environment: Cultural differences,Strategies for 

Communicating across Cultures, Communicating to peoplewithdisabilities 
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TextBooks 1. Scot Ober, “Contemporary Business Communication”,

 CengageLearning(5th Edition), 2007 

2. Lesikar“BasicBusinessCommunication:Skillsforempoweringtheinternet

generation”, TataMcGrawHill,2005 

3. JaishriJethwaney,“CorporateCommunication:PrinciplesandPractice”,Oxf

ordUniversityPress,2010 
4. SheilaCameron,TheBusinessStudentsHandbook:SkillsforStudyand 
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 Employment,Pearson,2016,6thEdition 

Reference

Books 

1. CorporateCommunications:TheoryandPracticebyJoepP.Cornelissen

SAGEPublications, 2004 

2. Corporate Communications: Theory and Practice by J. 

CornelissenEmeraldPublication,2007 

3. SheilaCameron,TheBusinessStudent’sHandbook–Skillsforstudy and 

employment , 6th edition, Pearson Education Limited,2009. 

 

 

 
Internet

References 

1. https://hbr.org/2002/01/selling-the-brand-inside 

2. https://www.dummies.com/article/business-careers-

money/business/marketing/6-keys-to-successful-brand-

communications-146565/ 

3. https://elearningindustry.com/7-tips-to-improve-your-brand-

communication-strategy 

4. https://www.marketing91.com/brand-communication/ 

5. https://bizfluent.com/about-5438587-importance-corporate-

communication.html 
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CourseDesignedBy:Dr.M.Suryakumar 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M–Medium; L–Low 

https://hbr.org/2002/01/selling-the-brand-inside
https://www.dummies.com/article/business-careers-money/business/marketing/6-keys-to-successful-brand-communications-146565/
https://www.dummies.com/article/business-careers-money/business/marketing/6-keys-to-successful-brand-communications-146565/
https://www.dummies.com/article/business-careers-money/business/marketing/6-keys-to-successful-brand-communications-146565/
https://www.dummies.com/article/business-careers-money/business/marketing/6-keys-to-successful-brand-communications-146565/
https://www.dummies.com/article/business-careers-money/business/marketing/6-keys-to-successful-brand-communications-146565/
https://elearningindustry.com/7-tips-to-improve-your-brand-communication-strategy
https://elearningindustry.com/7-tips-to-improve-your-brand-communication-strategy
https://elearningindustry.com/7-tips-to-improve-your-brand-communication-strategy
https://www.marketing91.com/brand-communication/
https://bizfluent.com/about-5438587-importance-corporate-communication.html
https://bizfluent.com/about-5438587-importance-corporate-communication.html
https://bizfluent.com/about-5438587-importance-corporate-communication.html
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22UPMBA1EM1-INTERNATIONALMARKETINGMANAGEMENT 

 

CourseCode 22UPMBA1EM1 Credits 04 

CourseTitle InternationalMarketingManagement Hours/Week 04 

CourseOb

jectives 

Toimpartthebasicconceptsofinternationaltrade&internationalmarketing.(CO1) 

Tomakethestudentstounderstandtheinternationalgroupingsandmarketentrystrategie

s.(CO2) 

Toexposethestudentsto exportsproceduresanddocuments.(CO3) 

Toenablestudentstounderstandandappreciatethesignificanceofinternationalinstituti

onsrelated to international trade.(CO4) 

TomakestudentslearnthenewtrendsininternationalmarketingespeciallywithIndia 

focuseddiscussion onrelevant institutions andFDI& FPI(CO5) 

CourseO

utcome 
• StudentswillbeabletoInferandinterpretthebasicconceptsofinternationaltrade 

&international marketing.(K1) 

• Studentswillbeabletoexaminethevitalnatureofinternationalgroupingsanddevelop 

bettermarket entrystrategies.(K5) 

• Studentswillbeabletoanalyzetheroleofexportsininternationaleconomicgrowth.(K4

) 

• Studentswillbeabletodiscovertheutilityandsignificanceofinternationalinstitutionsr

elated to international trade.(K6) 

• Studentswillbeabletoestimatetheimpactofnewtrendsininternationalmarketingespe

cially,withIndia focused discussiononFDIandFPI.(K6) 

UnitI Basicsof InternationalMarketingManagement 

InternationalMarketing/Business:Meaning,advantages,problems.Globalization:Meani

ng, Drivingand restraining force- Stages of internationalization – 

Differencesbetweendomesticbusinessandinternationalbusiness,InternationalOrientatio

ns. 

TheoriesofInternationalTrade:AbsoluteadvantagetheorybyAdamSmith,ComparativeC

ostAdvantagetheorybyDavidRicardoandRelativefactorendowments 

theorybyHeckscher-Ohlin. 

UnitII Macroenvironmentofinternationalbusiness 

MacroenvironmentofInternationalBusiness:Political,Cultural,legal,economicandtechn

ologicalfactors-Levels of integration 

Internationalmarketselection&Barriers-

InternationalmarketentrystrategiesTariffandNon-tariffBarriers. 

UnitIII InternationalPricing&ExportProcedure 

Challenges in international branding and packaging - International pricing 

decisions:Factors affecting international pricing - INCO Terms - Transfer pricing – 

Dumping -Countertrade. 

Exportproceduresanddocumentation-ImportProcedures-Methodsofpayments. 

UnitIV InternationalLogistics&WTO 

Multinational Corporations (MNCs):Definitions – Concepts – Factors contributed 

tothe growth of MNCs – Advantages and Disadvantages The relationship between 

HeadQuarters and Subsidiaries. 

General Agreement on Tariff and Trade (GATT) - World Trade Organization 

(WTO):Origin,objectives,functions,brieflyaboutGATS,TRIPSandTRIMs-

Disputesettlementmechanism under WTO. 

UnitV India:TradeandInvestment 
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India’strade:Direction,CompositionandTrend-

India’scurrentBalanceofTradeandBalanceof Paymentsposition. 

Foreign Direct Investment(FDI):International investment  theories –

FactorsinfluencingFDI–ReasonsforFDI–CostandbenefitsofFDI–TrendsinFDI–FID 
inIndia. 
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TextBooks 1. SubbaRaoP.2008.InternationalBusiness:TextandCases.[SecondEdition].Himalaya 

PublishingHouse,New Delhi.(ForUnitI,II,III&IV). 
2. GovernmentofIndia,ForeignTradePolicy2015-2020.(ForUnit V). 

Reference

Books 

1. Francis Cherunilam.2009.International Business: Text and Cases. 

[FifthEdition].PHIPublishing House,New Delhi. (For UnitII,IV &V). 

2. ArvindV.Phatak.,RabiS.BhagatandandRogerJ.Kashlak.2010.InternationalMan

agement:Managinginadiverseanddynamicglobalenvironment.[SecondEdition]

TataMcGraw Hill,New Delhi. 

3. CharlesWLHillandArunKJain.2014.InternationalBusiness:CompetingintheGlo

balMarket Place.[TenthEdition].Tata McGraw Hill,NewDelhi. 

4.  Bhalla, V.K. and Shiva Ramu, S. 2010. International Business: 

Environmentand Management. [Thirteenth Edition].Anmol Publications Pvt. 

Ltd., NewDelhi. 

5. JohnD.Daniels.,LeeH.RadebaughandDanielP.Sullivan.2012. 

InternationalBusiness:EnvironmentandOperations.[FourteenthEdition].Pearso

nEducation, NewDelhi. 

CourseDesignedBy:Dr.G.Yoganandan 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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22UPMBA1EM2-SERVICESMARKETING 

 

CourseCode 22UPMBA1EM2 Credits 04 

CourseTitle ServicesMarketing Hours/Week 04 

CourseOb

jectives 

This course aims to provide students with an understanding of concepts, 

functions,andtechniquesinservicesmarketing.Thecoursealsoprovidesanindepthappr

eciation and understanding of the unique challenges inherent in managing 

anddeliveringqualityservices. (CO1) 

CourseO

utcome 

Onthesuccessful completionofthe course,studentwill beableto: 

1. Knowand understandhow theservice industryworks(K1) 

2. AnalysehowserviceMarketingMixworks(K3) 

3. ToanalyseandapplyknowledgetoenhanceCustomerservicequality,TheroleofIT 

in services industry.(K3) 
4. Createthe roleofemployeesinservicesmarketing.(K6) 

5. Analyseanddiscussthecases,andmakethemtopreparetobringcreativewaystolaunchnew 

services. (K4) 

UnitI INTRODUCTIONTO SERVICES : 

Definition-Meaning-CharacteristicsofservicesMarketing-Classification-Difference 

between Product and services- service Marketing Triangle- InternalMarketing –

External Marketing –Interactive Marketing –Evolution and growthofservicesector-

Challengesand issues inServices Marketing. 

UnitII SERVICEDESIGNANDDEVELOPMENT 

ServicesMarketingMixElements–ExpandedMarketingMix–ServiceLifeCycle 

– New Service Development - Market Segmentation- Bases and purpose - 

ServiceDifferentiation Strategies – Pricing for Services: Objectives of Pricing – 

PriceTerminologies– PricingStrategies. 

UnitIII SERVICEQUALITYMANAGEMENT 

ServiceMarketingMix-ServiceQuality-Dimensionsinservicequality-

PZBModelofSERVQUAL-QualityGaps–GapsClosingStrategies.Servicefailure- 
Servicerecovery-ServiceGuarantee-
ComplaintManagement.ImpactofArtificialIntelligence(AI)on Services-AIApplications 

inService Industry 

UnitIV SERVICEDELIVERY 

ServiceDistributionDifficultiesandStrategies-PromotingtheServices–

Promotionalmix–Mediachoiceandselection–IntegratedMarketingCommunications-

Peopleandservices–Theroleofemployeesinservicesmarketing–

Processstrategies:ServiceBluePrint–Physicalevidencestrategies. 

UnitV SERVICESTRATEGIES: 

Financial Services – Health Service -Hospitality Services including travel, 

hotelsandtourism-Consultancy–Legalservices–BPO&KPOP-Advertisingagencies –

ProfessionalService-Public UtilityServices–EducationalServices-IT 
Enabledservices–Personalservices. 

TextBooks 1. ServicesMarketingbyRajendraNargundkar,Thirdedition,TataMcGrwHIll 

2. Services Marketing , Dwayne D. Gremler, Valarie A Zeithaml, Ajay 

Pandit,Mary Jo Bitner, sher: Mcgrawhill HED, ISBN: 9789353160777, 

Edition: 7,2018 

3. ServicesMarketing,S.M.Jha,HimalayaPublishingHouse,2008,ISBN,978817040

8307 

4. IoTapplicationsinServiceIndustry, BaraniGandPankajavalliPB 

5. Service Marketing in Industry 4.0 Era, Dr. G. Barani and Dr. P.B. 

Pankajavalli,Archers&Elevators publishinghouseISBN 978-81-947065-

9.5,edition 2020. 
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Reference

Books 

1.Bateman,J.E.andHoffman,D.,ServicesMarketing,4thEdition,CengageLearning,201

1. 
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 2. Gronoos,C.,ServiceManagementandMarketing:CustomerManagementinService

Competition, 3rdEdition, WileyIndia, 2011. 

3. Jauhari,V.andDutta,K.,Services:Marketing,OperationsandManagement,Oxford 

Universitypress,2009. 

4. Lovelock,C.,Wirtz,J.andChatterjee,J.,ServicesMarketing,7thEdition,Pearson,20

11. 

5. Srinivasan,R.,ServicesMarketing: IndianContext,PHILearning,2012. 

6. Zeithaml,V.,Bitner,M.J.,Gremler,D.andPandit,A.,ServicesMarketing,5thEdition,

Tata McGraw-Hill Education, 2010. 

CourseDesignedBy:Dr.S.Balamurugan 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 



97 
 

22UPMBA1EM3-BRANDMANAGEMENT 

 

Course

Code 
22UPMBA1EM3 Credits 04 

Course

Title 
BrandManagement Hours/Week 04 

 

CourseOb

jectives 

This course aims to give the students a fundamental understanding of how to build, 

measure,andmanageabrand.Thestudentswillstudybrandmanagementfromtheconsumerperspectiv

e to highlight the importance of customer perceptions in bringing brands to life andthe role of 

brand strategy, brand elements and brand communication in building brand equity.(CO1) 

 

 

 
 

CourseO

utcome 

1. AbletogetknowledgeonbrandingConcepts,functions,typesanditscorrespondingsignificance. 

(K1) 

2. Appraisethekeyissuesinmanagingabrandportfolioandmakingstrategicbranddecisions.(K2) 

3. Evaluatethebrandcommunicationstrategiesacrosstheoverallorganizationalcontextandanalyze

how it can helpful to tappingthe potential market.(K3) 

4. Designandjustifybrandextensionrelateddecisions.(K4) 

5. Analyseanddiscusscontemporarybrandrelatedproblemsandappropriatestrategiesandinitiative

sforits performance.(K4) 

 
 

UnitI 

Title:Understandingof Brands 

Basics Understanding of Brands – Definitions- Branding Concepts –Functions of 

BrandSignificanceofBrands–DifferenttypesofBrands–Cobranding–StoreBrands-

DigitalBranding. 

 
 

UnitII 

Title: DevelopingaBrandStrategy 

Strategic Brand Management Process – Building a Strong Brand – Brand Positioning –

Establishing brand values – Brand Vision – Brand Elements – Points of Parity and Points 

ofDifference-Brand ReinforcementStrategies-BrandRevitalisationStrategies. 

 
 

UnitIII 

Title:BrandCommunications 

Brand Image Building – Brand Loyalty Programmes – Brand Promotion Methods –Role 

ofBrandambassadors, celebrityendorsement– OnlineBrandpromotions. 

 

 
UnitIV 

Title:BrandExtension 

Brand Adoption Practices – Different type of Brand Extension – Factors Influencing 

DecisionforExtension – Re-Brandingand Re-launching 

 

 
UnitV 

Title:BrandPerformance 

Measuring Brand Performance – Brand Equity Management – Brand Audit – Brand 

EquityMeasurement – Brand Leverage – Role of Brand Managers –Branding Challenges 

&Opportunities- Global Marketing Programs-advantages and disadvantages-Building 

GlobalCustomerbased Brand Equity 
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TextBooks 

 

1. KevinLaneKeller,StrategicBrandManagement:Building;MeasuringandManaging,Pre

nticeHall, 3rdEdition, 2007. 

2. MoorthiYLR,BrandManagement–Edition,VikasPublishingHouse2012 

CourseDesignedBy:Dr.T.Sarathy 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1ES1-SYSTEMSMANAGEMENT 

 

CourseCode 22UPMBA1ES1 Credits 04 

CourseTitle SystemManagement Hours/ 

Week 

L T P 

4 - - 

CourseObjectives: 

1. Tounderstandthesystemconceptandinformationsystemenvironmentforbusinessapplication

(CO1) 

2. TostudytheroleofsystemanalystandphasesofSystemDevelopmentLifeCycle(CO2) 

3. Tocomprehendthesystemplanningandinformationgathering(CO3) 

4. Toenhancetheknowledgeonfeasibilitystudyfornewsystemandtoolsforsystemanalysis 

(CO4) 

5. Tolearnthesystem designareasand newsystemimplementation withsecurity(CO5) 

6. Toequipthestudentstoapplythelearningofsystemanalysisanddesigninorganizations (CO6) 

ExpectedCourseOutcomes BTKL 

Onsuccessfulcompletionofthiscourse: 

Thestudentswillbeabletounderstandthesystemconceptsandapplythesameforanaly

singexistingsystem 

K2,K3,

K4 

Theycanapprehendthesystemanalysistoolsandtechniquesfornewsystemdevelopm

ent 

K3,K4 

The studentscanmakeuseof thelearningsfor 

designingofvariouscomponentsofasystem and implement thenew system with 

security 

K3,K4 

Theyhavethescopeforgettingemploymentopportunityasasystemspecialistindecisi

on makingareas of businessmanagement 

K2,K3, 

K4 

UNITI:SystemConceptandInformationSystemEnvironment 8Hours 

The System Concept: Definition - Characteristics of Systems - Elements of a System - 

OpenandClosedSystem-FormalandInformalInformationSystems-

ComputerbasedInformationSystems-ManagementInformationSystem-

DecisionSupportSystem- 

GeneralBusinessKnowledge-InterpersonalCommunicationalSystem 

UNITII:SDLCandSystemAnalyst 8Hours 

SystemDevelopmentLifeCycle:Recognitionofneeds-ImpetusforSystemChange-

FeasibilityStudy–Analysis–Design–Implementation-Postimplementationand 

Maintenance-RoleoftheSystemsAnalyst-TheAnalyst/User Interface, Behavioralissues 

UNITIII:SystemPlanning 8Hours 

SystemsPlanningandInitialInvestigation:StrategiesforDeterminingInformationRequirement-

ProblemDefinition&Projectinitiation-BackgroundAnalysis-FactAnalysis-

ReviewofWrittenDocuments-OnsiteObservations-Interviewsand 

Questionnaires-FactAnalysis-PerformanceAnalysis-Efficiency Analysis-ServiceAnalysis 

UNITIV: FeasibilityStudy andSystemAnalysis Tools 8Hours 

FeasibilityStudy:Systemperformance-EconomicFeasibility-TechnicalFeasibility-

BehavioralFeasibility-Steps in FeasibilityAnalysis 

ToolsofStructuredAnalysis:TheDataflowDiagram(DFD)-DataDictionary-DecisionTreesand 

Structured English 

UNITV:SystemDesign andSystemSecurity 8Hours 
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Input/Output and Forms Design: Input Design - CRT Screen Design - Output Design -

Requirements of form Design - Hardware and Software Selection - Make or Buy 

decisionandMaintenance-Documentation:Importance-Typesofdocumentation-Security, 
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Disaster/Recovery-Ethics in SystemDevelopment 

Total 40 

Hours 

TextBooks: 

1.DileepSinghandAlkaBajpai,SystemAnalysisandDesign,ThakurPublication,Jaipur, 2019 

ReferenceBooks: 

1. Jain.V.K.–SystemAnalysis&Design,HandBook,DreamTechPress,2000 

2. Kendall,SystemAnalysisandDesign,PearsonPublication9thEdition2015 

3. Dennis,Wixom,Roth–SystemAnalysisandDesign,Wiley,6thEdition,2 016 

 
RelatedOnlineContents(MOOC,SWAYAM,NPTEL,Websitesetc…) 

CourseDesignedBy:Dr.P.Thirumoorthi 

 

 
MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 M M S S M S L S M M 

CO2 S L M S M S L M M M 

CO3 M L M S S S M M M M 

CO4 S L S M M S M S M M 

CO5 M M S M M S M M M M 

           

S– Strong;M–Medium; L–Low 
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21UPMBA1ES2–INFORMATIONTECHNOLOGY&BUSINESSAPPLICATIONS 

 

CourseCode 21UPMBA1ES2 Credits 4 

CourseTitle InformationTechnology&BusinessApplication Hours/Week 4 

CourseObjectives 1. KnowAbout informationtechnology(CO1) 

2. Understandaboutmanagingdata(CO2) 

3. HowInformationTechnologyisappliedinvariousareas.(CO3) 

4. ToknowaboutBusinessapplicationsoftwareanditsuses(CO4) 
5. Toknowabout thesoftwareand its uses(CO5) 

CourseOutcome 1. UnderstandaboutIT(K2) 

2. UnderstandHowdataismanaged(K2) 

3. Understandapplicationoriented IT(K2) 

4. Understandaboutbusinessapplicationanditsuses(K2) 
5. Understandaboutsoftware’sanditsuses(K2) 

UnitI Title:ManagingIT inDigital World 

ManagingITinDigitalWorld:RecentITTrends,ComputerHardware,Computer 

Software and Computer Networks, New ways to compete and 

work,ManagingITinOrganizations,ManagingITResource,ITLeadershipRoles 

UnitII Title:DataResource 

Data Resource: Why Manage Data, Technicalaspects of managing the 

dataresource, Managerial Issues in managing data, principles in managing data, 

datamanagementprocess, datamanagement policies. 

UnitIII Title:ApplyingInformationTechnology 

Applying Information Technology: Enterprise systems and application 

areas,functionalinformationsystems,transactionprocessingsystems:PayrollandOr

derEntrySystems,ERP,Datawarehousing,customerrelationship 
management,officeautomation,Intranetsandportals,FactoryAutomation. 

UnitIV Title:BusinessApplicationSoftware 

BusinessApplicationSoftware–Objectives–Importance–AreasofApplication –

Developing Business Application Software – Difference 

BetweenReadytoUseand CustomerOrientedSoftwares. 

UnitV Title:Software’sanditsTypes 

Functional Application Softwares – Market research Softwares – Open 

AccessSoftwares–ProjectManagementSoftwares–

FeaturesandUsesofaboveSoftwares. 

TextBooks 1) Managing Information Technology, Carol V.Brown, 

DanielW.Dehayes,JeffreyA.Hoffer,E.WainrightMartinandWilli

am 
C.Perkins,2012,7thEdition 

ReferenceBooks 1)InformationStorageandManagement:Storing,ManagingandProtectingDigitalInfo

rmationinClassic,VirtualizedandCloudEnvironments,SomasundaramGnanasu

ndaramandandAlokShrivastava,Wiley,2nd 
Edition,2012. 

InternetRe

ferences 

1) https://www.floridatechonline.com/blog/information-technology/a-guide-to-

technology-trends-in-the-it-sector/ 

2) https://www.sam-solutions.com/blog/top-five-information-technology-trends-to-

watch-in-2019/ 

3) https://sopa.tulane.edu/blog/effective-it-management-and-leadership 

4) https://www.liquidweb.com/blog/it-leadership/ 

5) https://www.ibm.com/in-en/topics/it-management 

6) https://fcit.usf.edu/network/chap1/chap1.htm 

7) https://en.wikipedia.org/wiki/Software 

https://www.floridatechonline.com/blog/information-technology/a-guide-to-technology-trends-in-the-it-sector/
https://www.floridatechonline.com/blog/information-technology/a-guide-to-technology-trends-in-the-it-sector/
https://www.floridatechonline.com/blog/information-technology/a-guide-to-technology-trends-in-the-it-sector/
https://www.sam-solutions.com/blog/top-five-information-technology-trends-to-watch-in-2019/
https://www.sam-solutions.com/blog/top-five-information-technology-trends-to-watch-in-2019/
https://www.sam-solutions.com/blog/top-five-information-technology-trends-to-watch-in-2019/
https://sopa.tulane.edu/blog/effective-it-management-and-leadership
https://www.liquidweb.com/blog/it-leadership/
https://www.ibm.com/in-en/topics/it-management
https://fcit.usf.edu/network/chap1/chap1.htm
https://en.wikipedia.org/wiki/Software
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 8)https://www.techtarget.com/searchnetworking/definition/hardware 

   

 

 

 
1) 

  

 

 

 
2) 

 

 

 

 
3) 

 

 

 

 
4) 

 
OpenSourceE- 

      

ContentLinks   5) 6) 7) 8) 

  

 

 
9) 

   

 

 
10) 

  

CourseDesignedBy:Dr.M.Suryakumar 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 

https://www.techtarget.com/searchnetworking/definition/hardware
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22UPMBA1ES3-E-COMMERCE 

CourseCode 22UPMBA1ES3 Credits 04 

CourseTitle E-Commerce Hours/Week 04 

CourseOb

jectives 

To equip the students to observe, understand; learn the contemporary E-

Businesstechnologyand its pros and consto start an onlinebusiness.(CO1) 

CourseO

utcome 

1. Canabletounderstande-commerceplatform.(K1) 

2. Canlearn thedetailson internet andhowit is usedas business platform(K2) 

3. Abletounderstand how payment systemworks.(K2) 

4. Abletocommunicate P/Srelatedideas overe-platform(K3) 
5. Canable todo thesecured businessin internet(K3) 

UnitI IntroductionToE-Business 

DefiningE-Commerce:BriefhistoryofElectronicCommerce-ThescopeofEcommerce 

- Typesof Electronic commerce- TraditionalCommerce VsE-commerce-ElectronicMarket, 

Electronic Data Interchange, Internet Commerce, Benefits and limitations of E-

Commerce-Mobile Commerce, S-commerce. 

UnitII THEINTERNET ANDTHE WORLDWIDEWEB: 

The Internet Today - History of the Web - Unique benefits of the Internet- 

BusinessStrategies for E-Commerce – B to B Strategies – EDI to E-Commerce – Supply 

ChainManagement- Value Chains -Web Auctions and RelatedBusiness 

UnitIII ELECTRONICPAYMENTSYSTEMS: 

OverviewoftheElectronicpaymentTechnology-ElectronicpaymentMethods-

BusinessModel–E-Marketing–PaymentSystemsforE-Commerce–PaymentCards–E Cash – 

Electronic Wallets – ATM & Debit Cards – Stored Value Cards – Planning forE-

Commerce Initiatives–ERP Tools andModules–Opportunitiesand Challenges. 

UnitIV MARKETINGON THEWEB 

Strategies–Communication–CustomerBehaviourandRelationshipIntensity–Advertising – 

E-Mail Marketing –CRM –Brands on theWeb– Elements – Selling ontheWeb – 

RevenueModels–Web SiteUsability– OnlineTrading– E-Banking. 

UnitV LEGALAND PRIVACYISSUES 

Understanding Ethical, Social and Political issues in E-Commerce- Protection needs 

andmethodology- How sites are hacked – Internet Governance – Firewall - Contract Law 

forE-Business– CyberLawIssues. 

TextBooks 1. Pandey.U.S.,SaurabhShukla–EcommerceandMobilecommerceTechnologies,S.Chand, 

2007. 

2. EfraimTurban,JaeK.Lee,DavidKing,TingPengLiang,DeborrahTurban,ElectronicCom

merce–A managerialperspective,PearsonEducationAsia, 2010. 

3. HarveyM.Deitel,PaulJ.Deitel,KateSteinbuhler,e-businessande-

commerceformanagers,Pearson, 2011. 

Reference

Books 

1. JaniceRayolds– TheCompleteEcommerceBook:CRC Press,2nd Edition 2004. 

2. TannerLersSon–E-CommerceEvolved,CreateSpaceIndepentPublishing,1stEdition 

2016. 

3. GaryP.S.Chinder,Ecommerce:Strategy,TechnologyandImplementationEngagePublishi

ng,2007. 

4. ParagKulkarni,SunitaJahirabadkao,PradeepChande,ebusiness,OxfordUniversityPress,

2012. 

5. HentryChan&el,E-Commerce–fundamentalsandApplications,WileyIndiaPvtLtd,2007. 

6. BharatBhasker,ElectronicCommerce–

FrameworktechnologiesandApplications,3rdEdition. Tata McGrawHill Publications, 

2009 

7. KamleshK.BajajandDebjaniNag,Ecommerce-

thecuttingedgeofBusiness,TataMcGrawHillPublications, 7th reprint, 2009. 

Text: Bornstein,David,HowtoChange theWorld:SocialEntrepreneursandthe 

PowerofNewIdeas,2007, Oxford UniversityPress,ISBN 978-0-19533476-0 
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MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M–Medium;L–Low 

CourseDesignedBy:Dr.S.Balamurugan 
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22UPMBA1EE1-ENTREPRENEURSHIPDEVELOPMENT 

 

CourseCode 22UPMBA1EE1 Credits 04 

CourseTitle EntrepreneurshipDevelopment Hours/Week 04 

CourseOb

jectives 

1. Toimpactthefundamentalsofentrepreneurship,marketing,accounting,information

systems, andoperations.(CO1) 

2. Tolearntoideateforatangibleproductoraservice,tothinkabouthowyourbusinessme

ets a humanneed.(CO2) 
3. To Learntoresearchdemandusingfundamentalmarketingresearch(CO3) 

CourseO

utcome 

1. Students will be able to define the principles of viability of businesses, 

newbusinessproposals, and opportunities within existingbusinesses.(K1) 

2. Students will be able to apply the principles of entrepreneurial management 

andgrowth through strategic plans, consulting projects and/or implementing 

theirownbusinesses.(K2) 

3. Students will be able to identify the principles of preparing a start-up 

businessplanemphasizingfinancing, marketing,and organizing.(K3) 

4. Students will be able to define the principles of creating and defending 

anentrepreneurialmarketingplan.(K3) 

5. Students will be able to define the principles of developing pro forma 

financialstatements.(K6) 

UnitI Introduction 

ConceptofEntrepreneurandEntrepreneurship–EntrepreneurialMotivation–

Characteristics of Successful Entrepreneurs – Entrepreneurial Decision Process –

FunctionsofEntrepreneurs–TypesofEntrepreneurs–

GrowthofEntrepreneurshipinIndia–

RoleofEntrepreneurshipinEconomicDevelopment. 

UnitII FamilyBusiness 

Meaning – Family Business in India - Types of Family Business – Advantages 

ofFamily Business – Disadvantages of Family Business – Major Challenges of 

facedby the Family BusinessinIndia–BusinessSuccessionPlanning–

FactorsforEffective FamilyBusiness-CaseStudy. 

UnitIII FormsOwnership 

Introduction–SoleProprietorship–Partnership–Company–Cooperative–

SelectionofanAppropriate Form ofOwnership Structure-CaseStudy. 

UnitIV InnovationandIncubation 

IdeaGenerationandPrototypeDevelopment–TechnologicalandNon-Technological 

Innovation and Process – Innovation and Startup Ecosystem – Pre-

IncubationandIncubationStages–NationalInnovationandStartupPolicy forHigher 

Educational Institutions – Prototyping for Innovation – Future Markets 

andInnovationNeedsfor India-CaseStudy. 

UnitV Schemes 

NewEntrepreneur-cum-EntrepreneurshipDevelopmentScheme(NEEDS)–

UnemploymentYouthDevelopmentGenerationProgramme(UYEGP)–

PrimeMinistersEmploymentGenerationProgramme(PMEGP)–MSMESubsidy 

Scheme 

– Scheme for Promotion of Energy Audit and Conservation of Energy (PEACE) –

SkillTrainingand Employment Scheme. 
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TextBooks 1. DynamicsofEntrepreneurshipDevelopment,VasantDesai 

2. Entrepreneurship:New VentureCreation,DavidH.Holt 

3. EntrepreneurshipDevelopmentNewVentureCreation,SatishTaneja,S.L.Gupta 

4. Projectmanagement,K.Nagarajan. 

5. Entrepreneurship:StrategiesandResources,MarcJ.DollingerSuggestedReference 

Books: 
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 6.TheCultureofEntrepreneurship,Brigitte Berger 

CourseDesignedBy:Dr.V.R.Palanivelu 
 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1EE2-EXPORTENTREPRENEURSHIP 

 

CourseCode 22UPMBA1EE2 Credits 04 

CourseTitle ExportEntrepreneurship Hours/Week 04 

CourseOb

jectives 

1. Tounderstand the meaningofExport Management(CO1) 

2. Toknowthe needforexportmanagement (CO2) 

3. Toexplain thefunctions ofExport Manager (CO3) 

4. TounderstandtheconceptofExportorganizationalstructuraldesign(CO4) 

5. Toimparttheknowledgeonthekeyfunctionsinexportandimportprocessandprocedures 

(CO5) 

6. Toeducatethestudentsinsolvingissuesrelatedtorequirementsinexportandimportmanag

ement(CO6) 

CourseO

utcome 

1. The student shall also develop network thinking in regards to export. This 

includesthe role of import in relation to export, including the role of business 

relationshipswithcustomers,suppliers,supportingactorssuchasconsultants,financialin

stitutions,logistics serviceproviders.(K1) 

2. Studentswillhaveappreciationoftheroleofexport/importprocessintheglobalizedworld 

market.(K2) 

3. Students will have a broad overview of the export- import process and its 

relatedliteratureandresearchstreams.(K3) 

4. Thestudent will be able tocreateexport and import plans.(K6) 

5. Thestudentwilldevelopunderstandingofcustomervaluethroughexportandimportfrom 

anetworkperspective.(K2) 

UnitI Introduction 

Meaning- Definition- Need for Export Management- Features of

 ExportManagement-FunctionsofExportmanager-

Problemsandissuesofexport 

management-ImportanceofExportstotheeconomy-Howtoincreasethelevelofexports-

majorsteps to become successful exportentrepreneur. 

UnitII ExportPotential 

Historical Perspective- Categories of Export- Implications of International Trade 

inIndian Economy since 1991- Direction of Export Trade- India’s Export Potential 

by2025. 

UnitIII ExportProceduresandIncentives 

Stages in Export procedure- shipping and customs formalities- Banking procedure-

Procedure for realization of export incentives- Major incentives available to 

Indianexporters. 

UnitIV ExportPricingFinances 

Export price in relation to Domestic price- Determination of Export price- 

Variousmethods of pricing approaches- Importance of Export finance- Methods and 

SourcesofExportFinance-ProcedureforPackingCredit-PreshipmentFinance-

PostShipmentFinance-Institutional SupportforExport Finance 

UnitV ExportPromotionCouncil 

Introduction- Importance of Export promotion- Export promotion council- 

functionsof the council- Various promotion council setup in India- Advantages to 

exportersregistered with thecouncil-CommodityBoard-Freetradezone 

NewForeignTradePolicy2021-2026 
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TextBooks 1. JohnD.Daniels,Radebaugh&Sullivan:InternationalBusiness:EnvironmentsandO

perations (PearsonEducation) 
2. ForeignTradePolicy,MinistryofCommerce,Govt.of India(VariousIssues). 
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 3. Rai,UshaKiran;Export–ImportandLogisticsManagement(Prentice-HallofIndia). 

4. Agrawal,Raj;InternationalTrade,Excel Books 

5. Nabhi’sHowtoExport;HowtoImport. 

6. ExportMarketing–FrancisCherunilam 

7. ExportManagement–T.A.SBalagopal 

8. ExportImportProcedure -DocumentationandLogistics-C.Ramagopal 

9. ExportImportFinance:Parasram. 

CourseDesignedBy:Dr.V.R.Palanivelu 

 

 

 
 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L- Low 
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22UPMBA1EE3-RURALENTREPRENEURSHIP 

 

CourseCode 22UPMBA1EE3 Credits 04 

CourseTitle RuralEntrepreneurship Hours/Week 04 

CourseOb

jectives 

1. TodevelopunderstandingaboutEntrepreneurshipinRural Context;(CO1) 

2. Todevelopentrepreneurialskillsintheruralyouth;(CO2) 

3. Toexploreandidentifyruralpotentialforabusinessidea;(CO3) 

4.  Todevelopingskills  toconverttheideaintoacommercialviablebusinessconcept 

(CO4) 

5. Tomeasurethefeasibilityof theidentifiedconcept bythestudents(CO5) 
6. TodevelopandimplementaRuralEnterprise.(CO6) 

CourseO

utcome 

1. Understandtheimportanceofhowlivingrurallyinfluencesyourbusinessorsocialenter

priseobjectives(K1) 

2. Explorethe feasibilityofabusiness idea(K1) 

3. Plan astrategyforthedevelopment ofyour company(K2) 

4. Statethelikelyresourcesandcapabilitiesrequiredforyournewbusinessandunderstand 

wherethegaps arelikelyto occur.(K2) 
5. Tocreate aframework forintegratingthebusinessconceptsand markets(K6) 

UnitI Introduction 

Concepts, Characteristics and types of Entrepreneurship –Entrepreneurship and 

RuralIndustrialization; Development of Rural Entrepreneurship in India; Factors 

promotingentrepreneurship; Problems and Prospects of Rural Entrepreneurship in 

India, withspecial reference to women entrepreneurship- Development of Small 

entrepreneurs inIndia-GovernmentPolicy and Programmesfor entrepreneurship 

development inruralIndia. 

UnitII RuralDevelopment 

Meaning,Definition,andConceptofRuralDevelopment-causesofruralbackwardness and 

components of rural development. Features of rural economy andscope of rural 

development.Concept of rural industrialization- Role and the place ofvillage 

industries in Indian economy-Types of Rural markets – commodity and inputmarkets- 

Agricultural markets- Co-operative – Problems of Rural Marketing- 

Policymeasuresfor Development of Rural markets. 

UnitIII PoliciesandProgrammes 

PoliciesandProgrammesforRuralIndustries-IndustrialPolicyResolutions–Growth of 

rural industries during the Five Year Plans. Rural Industrial Sector- Agro-based 

Industries, Handicrafts- Hand Loom, Khadi, small scale and micro-

Enterprises,cottageandvillageIndustries.IndustrialSickness-

Problems&Policymeasures. 

UnitIV RoleofRRBinRuralCredit 

RoleofRRBsinRuralCredit–NABARDandRuralCredit–FunctionsofNABARD- 

Achievements and Performance of NABARD in the Rural credit 

sector.Organizations: KVIC, KVIBs, National Small scale Industries corporation 

(NSIC) -DistrictIndustriesCentre(DIC),Small IndustryDevelopmentCorporation 

(SIDCO). 

UnitV RoleofMicroFinance 

Role of Micro Finance in Poverty Reduction and Women Empowerment - 

WomenEmpowerment:ConceptandApproaches,ImportanceofWomenEmpowerment-

National Policy for the Empowerment of Women-Role of Micro Finance in 

WomenEmpowermentandSHGsandMahilaBanksinIndia.Concepts,StagesandSignifica

nces, Structure of Self-Help Groups- Precautions to be taken while formingtheSHGs-

Role ofNGOs, SHGs Movement inIndia. 
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TextBooks 1. Bhattacharya,S.N.Rural IndustrializationinIndia 
2. VasantDesai,ProblemsandProspectsofSmallScaleIndustriesin India 
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 3. BepionBehariRural IndustrializationinIndia 
4. Rao,R.V.Rural IndustrializationinIndia 

CourseDesignedBy:Dr.V.R.Palanivelu 

 

MappingwithProgrammeOutcomes 

COs PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 

CO1 S L M S H S M M S M 

CO2 S M S S S S M S M S 

CO3 S L L S M S M S M S 

CO4 S M L L S L S S M S 

CO5 S M L L S S S S L S 

*S–Strong; M –Medium;L–Low 
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