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231 Quantitative Applications in Management
	Course Overview

	
Objective of the course is to guarantee a deeper insight into the subject and lead towards analytical solutions to problems treated. This course is the foundation for business core courses, showing the students how to apply the language of mathematics to business.


	Course Syllabus

	Group I:

Matrices & Determinants: Concepts of Matrices, Types, Adjoint and Inverse of a Matrix; Concepts of Determinants, Solutions of simultaneous linear equations of 2 and 3 variables using Matrix Inverse Technique and Cramer’s Rule, Business applications.

Linear Programming: Concepts, Formulation of LP models, Solution of LP Models using Graphical techniques and Simplex Method. Transportation Problems: Concepts and solutions; Optimality Tests – MODI Method & Stepping Stone technique. 

Group II:

Game theory: Concepts, Solutions of 2-person games, Pure & Mixed strategy games, Odds method, Dominance Method, Sub Games method, Equal Gains Method, Graphical Solution. Assignments Problems: Concepts and solutions, unbalanced problems. Sequencing: Concepts, Solutions of processing ‘n’ jobs through – ‘1’, ‘2’, ‘3’ and ‘m’ machines, Processing ‘2’ jobs through ‘m’ machines. Elementary Replacement problems: Concepts and solutions – Replacement of items that deteriorate with time (with & without change in money value) and items that breaks down suddenly. 


	Recommended Texts

	· Baruah, Srinath, Basic Mathematics and its Application in Economics, Macmillan India Ltd, 2nd 

· Ed.Hillier, Fredrick S. and Lieberman, Gerald J., Operations Research, Tata McGraw Hill, 2006, 8th Ed

· Saha, Suranjan, Practical Business Mathematics and Statistics, Tata McGraw Hill, 1999.Swarup, K., Gupta, P. K. and Mohan, M., Operations Research, Sultan Chand & Sons, 2006.

	Instructions

	The external paper will carry 50 marks and would be of three hours duration. The question paper will be divided into three groups, i.e., I, II, III. The question paper will consist of four questions each in group I and II.  Each question in these groups carries 10 marks. Candidates will be required to attempt four questions in all from section I and II selecting not more than two questions from each of these group.  The III group shall be a case study of 10 marks and shall be compulsory.

The internal paper will carry 50 marks and it will be distributed as follows:

Two Mid-Semester Tests each carrying 10 marks (Total 20 marks)

Two written Assignments/ Project work each carrying 10 marks (Total 20 marks)

Class Participation and Attendance to be of 10 marks


232 International Financial Management
	Course Overview

	The basic objective of this course is to acquaint the students with the concept of international financial system, role of international monetary institutions and management of fund flows internationally.


	Course Syllabus

	Group I: 


International Finance: Concept and role of international finance manger in an MNC; International Financial Environment, International transaction and financial market, trade and capital flows; International Financial System: Role of IMF IBRD, Development Banks and Multinational Banks; International Capital and Money Market- Euro Dollar and Currency Market; Financial Market Instruments: GDR, ADR, Euro Issues, CP and ECBs. Multinational Firm: Its rationale goals, constraints; Financial operations of MNCs: Sources and Investment channels, Cost of Capital and Capital Structure Decisions.

Group II:

Foreign Direct and Institutional Investment, Developments in Foreign Exchange markets; Factors affecting and determination of exchange rate, Foreign exchange risk and exposure; other risks exposures in International Investments, Managing various risks and exposures. Multinational Capital Budgeting–Significance and various techniques: Managing Multinational fund flows: International working capital Management and Foreign trade, International Cash Management, Management of International Account Receivables; International dimension of taxation.


	Recommended Texts

	· P.G. Apte, International Financial Management, Tata McGraw Hill, New Delhi, Fourth Edition, 2007.

· Jeff Madura, International Financial Management, Cengage Learning India Private Limited, New Delhi, First Indian Reprint,, 2009.

· Alan C.Shapiro, Multinational Financial Management, Prentice-Hall of India Private Limited, New Delhi, Eighth Edition, 2006.


	Instructions

	The external paper will carry 50 marks and would be of three hours duration. The question paper will be divided into three groups, i.e., I, II, III. The question paper will consist of four questions each in group I and II.  Each question in these groups carries 10 marks. Candidates will be required to attempt four questions in all from section I and II selecting not more than two questions from each of these group.  The III group shall be a case study of 10 marks and shall be compulsory.

The internal paper will carry 50 marks and it will be distributed as follows:

Two Mid-Semester Tests each carrying 10 marks (Total 20 marks)

Two written Assignments/ Project work each carrying 10 marks (Total 20 marks)

Class Participation and Attendance to be of 10 marks.


233 Integrated Marketing Communication
	Course Overview

	The primary objective is to make students familiar with basics of Promotion and the role played by sales promotion and communication. The growing significance of process of advertising deserves the focus and attention.


	Course Syllabus

	Group I:

An introduction to Integrated Marketing Communication Evolution of IMC, Reasons for growing importance of IMC , Merits and Demerits of various media types, Emerging media, Role of IMC in Marketing Process of advertising, advertising appropriations, advertising campaigns Advertising Research, Consumer Behaviour and Advertising, Media Planning , Process of advertising – Copy testing, Advertising Budget Measuring Advertising Effectiveness, , Advertising Ethics and Unethical Practices, Role of Advertising Agencies

Group II:

Sales Promotion-Different types, Publicity- types of publicity, of sales Promotion, Public Relation: Types of PR, Direct Marketing Media. The internet and interactivity, Event Management, Digital IMC Message Design-AIDA Model, considerations for creative idea, Media Planning and Strategy Outdoor communications. IMC Campaign- Evaluating and Measuring Effectiveness of Marketing Communication Program


	Recommended Texts

	· Belch, G., & Belch, M. (2012). Advertising and promotion: An integrated marketing communications perspective (9th ed). New York, NY: McGraw-Hill. ISBN: 9780073404868.

· Wright, Winter and Zeigler, Advertising, Tata McGraw-Hill Publishing Company Ltd., New Delhi, 1990.

· Safko, L. (2012). The social media bible: Tactics, tools and strategies for business success (3rd ed.). Hoboken, NJ: John Wiley & Sons, Inc. ISBN: 9781118269749
· Advertising and Promotions An Integrated Brand Approach by Semenik, Allen, O’Guinn, Kaufmann


	Instructions

	The external paper will carry 50 marks and would be of three hours duration. The question paper will be divided into three groups, i.e., I, II, III. The question paper will consist of four questions each in group I and II.  Each question in these groups carries 10 marks. Candidates will be required to attempt four questions in all from section I and II selecting not more than two questions from each of these group.  The III group shall be a case study of 10 marks and shall be compulsory.

The internal paper will carry 50 marks and it will be distributed as follows:

Two Mid-Semester Tests each carrying 10 marks (Total 20 marks)

Two written Assignments/ Project work each carrying 10 marks (Total 20 marks)

Class Participation and Attendance to be of 10 marks.


234 Human Resource Planning and Development
Course Overview

This module is designed to consider the theory and role of human resource planning and development in organizations, and link it to policies and practices required in organizations for effective people management. The module aims to develop knowledge and skill in a range of HRD activities in organizations and to relate these to the professional standards. It covers the practical application of personnel theory.

Course Syllabus

Group I:

Macro level manpower planning and micro level manpower planning, human resource planning and the government. Organizational Human Resource Planning: factors affecting, process, and barriers. Stock taking, Work Force Flow Mapping. Models and Techniques of Manpower Demand and Supply Forecasting, Behavioural factors in Human Resource Planning; Wastage Analysis, Retention, Redeployment and Exit Strategies.

Career Management and Career Planning, Career Development, Managing Change. Performance Planning, Coaching, Potential Appraisals, Multi-skilling, Training Retraining, (studying these trends in Indian and international context).

Group II:

HRD evolution, concepts, goals and challenges, HRD climate and processes. Organizing for HRD, HRD strategies and experiences in India. HRD in culturally diverse environment, Human Resource Valuation and Accounting. Role of an HRD Professional, Task Analysis, Motivational aspects of HRD. Developmental Supervision and Leadership (identifying corporate leaders and analyzing their role in building up their organizations). Counseling and Mentoring, 

Recommended Texts

· Papalia, Diane, Human Development, Tata McGraw-Hill Publishing Company Ltd., New Delhi, 2004.

· Randy L. Desimone, Jon M. Werner, and David M. Harris, Human Resource Development, Thomson South-Western Press, 3rd Edition.  

· Lawrence S. Kleiman, Human Resource Management: A Managerial Tool for Competitive Advantage, Wiley, 2006.

Instructions

The external paper will carry 50 marks and would be of three hours duration. The question paper will be divided into three groups, i.e., I, II, III. The question paper will consist of four questions each in group I and II.  Each question in these groups carries 10 marks. Candidates will be required to attempt four questions in all from section I and II selecting not more than two questions from each of these group.  The III group shall be a case study of 10 marks and shall be compulsory.

The internal paper will carry 50 marks and it will be distributed as follows:

Two Mid-Semester Tests each carrying 10 marks (Total 20 marks)

Two written Assignments/ Project work each carrying 10 marks (Total 20 marks)

Class Participation and Attendance to be of 10 marks

235 International Marketing Research
	Course Overview

	This course aims to provide students with a background in research methods, issues related to conducting marketing research, data analysis, and methods of evaluation required for international marketing decisions.


	Course Syllabus

	Group – I

Introduction to marketing research: its nature and scope; marketing research in international context-importance, complexities and issues; Organizational framework for international marketing research; International marketing Information System(IMIS).Defining the Marketing Research Problem-the International Marketing Research Process; Types of research designs-exploratory, descriptive and experimental research design, Methods of collection of Data-Primary and Secondary sources; Complexities of data collection in international environment; Online data sources and research. Measurement Techniques-Questionnaire Design; Scaling; observation and physiological measures. Sample Design-sampling methods and sample size determination; sampling and non-sampling errors, Field work and data collection.
Group - II

Multi –country Data Analysis and Interpretation: Data editing and coding; preliminary data analysis, Univariate, Bivariate and Multi-variate Analysis-Discriminant Analysis-Factor Analysis-Cluster Analysis-Multidimensional Scaling and Conjoint Analysis. Issues in multi-country data analysis-Data comparability and validity problems; Report Preparation and Presentation. Global Competitiveness in Marketing Research; Cross cultural consumer research; Product research; Advertising research; International Opportunity analysis; Ethical Issues in International marketing research.


	Recommended Texts

	· Aaker, Kumar & Day, Marketing Research, John Wiely and Son, New York, 2009. 

· William G. Zikmund, Business Research Methods, Thomson South Western.

· Churchill, Iacobucci, Marketing Research, Cengage Publications, 2009.

· Kumar, V., International Marketing Research, Prentice Hall Of India, 2008.

· Malhotra, Naresh K., International Marketing Research-An Applied Orientation, 3rd ed., Person Education Asia, 2002.

· Green, Tull and Albaum, Research for Marketing Decisions, Prentice Hall of India, 2008.



	Instructions

	The external paper will carry 50 marks and would be of three hours duration. The question paper will be divided into three groups, i.e., I, II, III. The question paper will consist of four questions each in group I and II.  Each question in these groups carries 10 marks. Candidates will be required to attempt four questions in all from section I and II selecting not more than two questions from each of these group.  The III group shall be a case study of 10 marks and shall be compulsory. The internal paper will carry 50 marks and it will be distributed as follows: Two Mid-Semester Tests each carrying 10 marks (Total 20 marks)

Two written Assignments/ Project work each carrying 10 marks (Total 20 marks)

Class Participation and Attendance to be of 10 marks

	


236 Foreign Language - I (French/German/Chinese/ Spanish)
	Course Overview

	The objective of this course is to acquaint students with fundamentals of a foreign language.


	Course Syllabus

	Written expression, Grammar and Comprehension of French-I


	Recommended Texts

	· Connexions-I


	Instructions

	Paper would be of 100 marks:

50 marks: MST and Assignment

50 marks: Internal Practical and Viva-Voce
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