+  Demonstrate competence  in dentifying  opportumitics  and  challenges  that
entreprencursand small business owners'managers face - both in Indian Economy and in
seneral - intryingto achievetheirbusiness ohjectives:

Analyvzethe entreprencurial processthiroughwhichbusinessideasareevaluated:
Idemilvihecharacleristicsolsuccesstul entrepreneurs;

Distinguishbetween busmessideas andopportunitics: and

I G S

Examineenteeprencurial potential,

ConrseC ontent:

UNTT-I{ 1 2Hours)
Introduction o Entreprencurship: Concept of Entreprencor — Characteristics of an Entreprencur—

Distinetipnbetweenanbntreprencurand IntraprencurandaManager—FunctionsofanEntrepreneur—
Commonhdyths-TypesolEntreprencurs.— TypesofBan-upFirms-
ImportancestEatrepreneurship: Economic Impaci-ImpactonSociely-Entreprencurial Process.
Growth of Entreprencurship in India - Recent Trends in Women  Entreprencurship
andRuralEntreprencurship—Problems and Perspectives.

UNIT-TH 10 Hours)
DevelopingSuccess ful Businessldens: RecosnizingOpponunitiesandGenerating ldeas—

Feasibility Anabysis: Produet/Service Feasi bility—Industry/Market Feasibility - Financial Feasibility
Industry  and  Competitor - Analysis:  Industry  Analysis Competitive  Analysis -

DevelopinganelTectiveBusinessMaode: BusinessModels—Componentso fanelTeclive Business

Model - Building a new wenture Team —  Assessing a new  venlure's  Hnancial

strengthandviahility— Preparingthe proper ethical and legalloundation— WritingaBusiness Plan.

UNIT-HI I Hours)
Preparation of Project Report and Financing Ventures: Meaning of DPR - lmportance of

ProjeciReport - Preparation of Project repont — Conlent; Guidelines Tor Report preparation —
Sources olFinance— Conceptol workingCapital and Estimation— SecdCapital-VentureCapital,

UNIT-TV(IMHaurs)
Promaotion af MSMESs: Definitions. Characteristics— Relationships of MSME — Relationshipwith

large units — Export Oriented Units - Rationale — Ohjectives — Scope of Small Enterprises —
OpponunitiestorenEntreprencurialearcer—RoleolSmal lEmerprisesinEconomicDevelopm

Causes andSvmptoms of Sickness—CureforSickness, T

—
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UNIT-V{10Hours)
Institutional support o Entreprencurs: Commercial Banks — Other major financial institutions—
CenteplLevellnstitutions-NSIC: MationalProductivitvCounci ENPC 1 —StteLevellnstinutions -
DIC — SFC-state Small Industries Development Corporation (551DC) — IndustryAssociations—
ConlederationolTndianindusie T FederationolIndianChambernfCommercelndustro FICCTEA
ssociated Chamberso Commerceand I ndustrya Mndial ASSOCTHAM ).
CuseStudy (NotExceeding 30w ords)
PRACTICALCOMPONENTS:
v Studentsmuosiatiend alloftheworkhops
¥ Sdentswillbeexpeciedioreadwidel yontheacademiclitersmureofentreprencurshipandunder
stand how thevarious themesin thetheoretical literature
¥ Studentswillbe expectedioprepare, presentinelass andworkon teamassignments
REFERENCETEXTBROORS:
Iy RamChandron,_ EnteeprencurialDevelapment®, TataMeGirw bl MewDelhi
21 VijaySathe,~Corpomie Entreprencurshipt 151 edition, 2000, Cambridge
31 Khanka. 55 EntreprencorialDevelopment . SChandd Company Lid NewDelhi
1) Badhai. B Entreprencurshiplorl-ngineers, DhanpatBaidecodphlid.
31 VasanthDesai.—DvaamicsolEntreprencernal Development & Management L 207 HPTL
i) 1. Viesan Desai.—Smal 1Scalelndwstricsand Entreprencarship! 2006, PEHL
Ty 1 Marayvana Reddy, -Enreprencorship — Text and Casesh 2000 1510 Ed, Cengoge
Leming
w1 Dawid L ol —Enireprencorshimpesy eotored reaiont 2004 11T
0y L—-Book, MSMIEanglnce - aghish version, MinistryofhiS M.
10y Jaynallid- Ddin Ahosed and Abdul Rashid MSM Emindia, New CenturvPublications.
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CourseName ResearchMethadology & 1PR LT |®B e LIM O EM | T
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Courselescription:

The aimolthiscourse istodeveloprescarchbentolmind{spiriol

——
inguiryJandimpartrescarchskilistotheal IPostgraduatestudents lalsoencompag sericsoREH
sl ’ o PEREOLITBF CoMMERCE Ao manacens
rch KRISHN A UNIVERSITY

MACHILIPAL AR - 521 alig}



methodologycontents: fromproblemlormulation todesi gn odaincollection analysis.reporting and
dissemination. This course also covers intellectual property rights (IPR), andintended 1o cquip
students  with  conceptual — understandings of curremt scenmario of  IPR. and
thepracticalissuesencountered in filingpatents.irademarks andcopyrights,

CourseObjectives:
s Tounderstandsomebasicconceptsofrescarchanditsmethodologics

L

Todevelopanunderstandingofihebasicirameworkolresecarchprocess.

Todevelopanunderstandingolvariousrescarchdesignsandiechnigues.

Toidentifvvarioussources ofinformationforliteraturereviewanddatacollection.

Abilivtowritcarcsearch Proposalreport andihesis

= Todemonstrateknowledge and understandingofIPR Filingand R ights
CoorselearmingDuicomes:

Altheendolthiscoursethestudentsshould beableto:
¥ Understandsomehasicconceptsolrescarchand itsmethodologies
¥ Identilyappropriateresearchiopics
¥ BelectanddeNneapproprateresearchproblemand paramcters
¢ Demonsimitetheabilitvlochoosemetludsappropriatelovesearchaimsandobjectves
* Haveadequateknowledgeon measurementdescalingtechniques
¥ Havebasicowareness ofdataonalvsis-andhypothesistestingprocedures
¥ Prepareaproject proposaliloundenakeaproject)
¥ Writcarescarch report ondthesis

¥ FilePatents, Trademarksand Copy Rights

ConrseConfent:

EAN
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PRACTICALCOMPONENTS:
¥ Students should identify different rescarch problems with examples and  describe

thecharacteristicsoliesearchableproblemsintheiracademicarea’socielyfcommunity/organ
Fationconcemed.

¥ Siadents are o form in o groups (4 group consists of 4-0 stwdents) and _conduct
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eriticalliteraturesurve ywithre sardiotheidenti edresearchproblemsand prepareabrief
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literaurerevieweoupledwithresearcheapsandworkinghypothesis.

¥ Studentsarerequiredioidentifvanddevelopgondresearchdesigntonddressthedetinedreseare
hproblems.
Studentsareex pectediowritetheresearchdesi gnonk xplormioryand Descriptive Rescarch.
Studentsarerequirediodeveloppracticales perienceinwritingaresearchproposalbyveonductin
gathorough criticalreview ofanyvthrecresearch proposals (examples).
Studentsareexpectediodevelopiemplatesloriechnical reportwnting.
Stwcdemsshouldeonductatcam basedminirescarchproject, whichisaumbhedand practicaleaseo
natopic altheirchoice. withapproximae]y4-6 students pergroup.

¥ Students are expected o idemily types ol plagiarism in academic research. and
howtoaveidplagiarism in research.
Studentsareaskedioidentifyandsubmitabric freportonindianpatentsolintermationalrepute.
StudentsarcaskediowriteonPatentregistrationprocedure andvisit CHicialwebsiteo [
Intelleciual Property India hitps:Yipindiagov.in o know how o get [IPR inlndia.

¥ Studenisareaskedioidentityandsummari seremedicsavoilableagainsttheinfringementotintel
lectual propertyrightsinindian andglobalcontexis.

¥ Studentsareaskediosubmit anyfive examplesolethical issuesin copyrighl andpatents.

REFERENCETEXTB({OKS:
o Garg, B Karadia R A garwa . Fand Agonsal LLE_2HIZ A nintroductionto R esearchMleth
adalogy, RIESA Publishers.
2 Coben. L Lawrence M Morrison K 2005 L RescarchMethodsin Edweationd Sthedition .0
slord: Oxtord Liniversity Press

L

Kothari. C R FREL RescarchMethsdoloe v Methodsand Technigues, Mew Agelntemational,
4, Dornvei, 2007 ) RescarchMethodsin A pphicd Linguisties OxTard :Ox ard UindversinvPress

5. Anmthony M. Graziano A MoaondRoufin, ML 200 ResearchMethods: A Processolinguiry,
AT vmand Tacon,

B, FinkAL 2000 ConductingResearchLitersture Reviews Fromthe InternetioPaper SagePubl
COLIONS.

7. Dav AL 992, Howvo W ritcand PublishaScienti e Paper.Cambridgel niversi
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s,

8. Wadehra 3.1 2000 Law relatineopatents trdemarks copy rightdesipnsamd peog raphicalin
dications, Universall aw Publishing.

9. Colev. S MoandS¢heinberg O A T990 Proposal Writing SagePublications,

[, Carlos CM 2000 Intclectoalproper vrights the W T Cknddeve lopingcountries: the T RIS
agreement andpolicvoptions. Zed Books New York,

L Leedy P and Omarod L E 2004 Practical Research: Planningand Design, Prent icel all.

12, Satorkar 5.V 2HHE Intellectualpropemyrights andUopyright, EssbssPublications.

13, Tmportant¥Welsites:

= wwwipindiamic in-InelicetuaPropereyOitice. India

= www patentol Tieenic.in-Patentoliice, iwdia

= hupeieopyrighteovin/<Copyrightd M ice. Indin

= ipricegate.govoin-Autmated Recovdationds Targetinglor PRProlection

= hupedswaw icegate.covn-E-CommerceporialoCentral BoardofEsciscand Custimms.

= waww apahan nic.in-IntelectuplProperiy A ppel late Board.  ndia,

~ s it o En-DrepartmenioTndormation Technslogs, India

= hupiwwse mitgov inceomentiol Ticessemiconduciorimiegrated-circums-layout -
designregisiry,

= Semcondpctorintegroted Civcuitsh o= Designiegstrvt S 1CT ),

= wawaw plantuthorty, pov.in PlamVorcticsandl-armerdRightsAuthority. India,
= hopeebaindisoorg/-Mational Biodiversity Authoriny,

= wwwenipocin-Thelndian IPR Foundation,

= wavwowd pocanl— World InteHectual Property Urganiaation,

= bt ooy World eade D Irganization.
LI R TR R RS TR N A AR R LR LR R R DL PR AL RN LA PR LN A R R DRy

2IMBA20G: OPERATIONSRESEARCH

CourseNume ﬁ]mmtinnxltmmrch L [T [P [C [IM [EM [TM

Cowrsed oile T IR 4 0 | 4 Al EL 1%1i

L-Lectuve, T-Tuworial P-Practical O -Crediis DM -Fmiemnibdark s B ¥ = Eoternal larks T = Tolnkharks
Courselleseription:

This course will provide students with the knowledge of lormulating mathematical models
forquantitative analysis of managerial problems 0 industry so that they are able 1o use
resources{capitals, materials stalling andmachinespmoree MTectively. Thesubjectimpartsskillsinthen

seo Pvariousmathematical modelswithoperationsresearchapproachinsol vingrealproblems



in industry and thereby facilitates the managerial decision making process. This course
willprovide critical understanding of operations research concepis that yield a competitive
advantsgethroughoperationalexcellence. Thecourseeoverstopicsthatine lude:linearprogramming, I
ansportation.  Assignment.  and  CPMO MSPT  technigues. Analvtic  lechnigues  and
compinerpackageswill hewsediosolve privhlerms lacingbusiness IMAnaLersin
decisionenyironiments,

CourseObjectives:
Themainobjectiveothiscourscisiointroducestudentstousequantitivemethodsandwechnigues for
effective decisions—making: model formulation and applications thet are used insolvingbusiness
decisionproblems,

CourseLearningUhrteomes:
Adtheendofhiscoorsestudentswillbeableta. .

+ Formulaicandobtainthe optimalsolutionfor LinearProgrammingproblems.

¥ Determinetheoptimalsolutionlor Transportationprohlems.

v Determinetheoptimal solutionforAssignmeniproblems

¥ Delerminethebest strategyand valoe ofthe givengamemodel,

¥ Plan.Schedulcand Controlthegivenproject.

¥ Decidesnoptimalreplacementperiod/policy lor o givenilenveguipment/machine.

v LUnderstandtheneed ofinvenlorymanagement

¥ Choosetheappropriatequevinegmaodel foragiven practicalapplication
CourseContent:

UMIT-I{ 1 2Hours)
Operations  Research  —Uses.  Scope.  and  Applications ol Operation Research in

ManagerialDecision-making-0. K. Modcls—Formulationo Models-
UisingModel s forlroblemSolving

~Techniguesoperations Research-LimitationsofOperations Research—LincarProgramming :
Mathematical Formulations of LP Models for Product-mix Problems Graphical Method-
SimplexMethod and s Applications.

LINTT-TH 10 Hcurs)
Duality and Sensitivity Analysis: Duality in Linear Programming — Technical lssues in

SimplexMethod— Project Management — NetworkModels:PERT. and CPM anditsApplications,

UNIT-HI{ 10 Hours) i
I'ransperation Problem: Introduction—MethodsforF inding Initial Solution-Optimum Solution—

e—
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UMNIT-IV{10Hours)
Game Theory - Invoduction — Two Person Zevo sum games — Pure and Mixed Strategics —

DominancePrinciples —Graphicalmethod — Decision Theoryand itsApplications.

UNIT-V{1{Hours)

Quewing maodel (M 0 MO ONLYYE Components,  Basic  Structoreand  Assumplions—

waitingline DecisionProblem—

Simulation: ProcessolSimulation A pplicationso [SimulationieDiflerentManagement Problems,
Come Sty (Not FExcesding 3400

wirds|REFERENCETEXT BOORKS:

1y Tahadd A perarions Rescorchdachilan,
1y AnandShammaa e varioes Researe i ) limakava Publishing Himese.

3 Rantiswarip. PR Gopra andManmoban, Operatiom feseerel, SultanC hand &5ons,
41 Kalavarthy S 3meradroms e searolr N ikosPoubli sherst lowse v Tad

51 Frmkss BuknickMeleavey. Richard Maojenn Mefne ipdecoftimerations Bexeore fifor

0 Meerergemoent. AT BSpublishers.

T Kapooe Y s OperationBesearcl Teofimigue sfor Moanogemene, Sultand handd&Sons.

&) Sharma LK _CocretionRe e el - Thearyand Diylications MacMillan.
N O S T O ST L A SR RS A R AL R T G e R S M R R PR S e IR SR S R R

I2MBA207(I): Leadershipand ChangeManagement

CourseName LeadershipandChange L |T [P PC |IM JEM [TM
iy | anagement |
Corsed oule I ﬁm BA2OT(IY 4 i i i 4 | | T [}

L-Lecture, T-Tutonal, P-Practical € -Credus M -Intermaiacks, EM-Esernal Marks, TM-ToalMarks
Coursellescription:
An organization's ahility w0 anticipate, plan readiness, manage. and navigate business evenls

suchas mergersfacquisitions, workforee reduction, crisis and leadership changes and emerge
stromzeralierward is an impertant measure o the effectivencss ol its leaders. The Leadership and
ChangeManagementeoursecnablesstudentsdeveloptheir leadershippotentialandtheirunderstanding
of the challenges. techniques. and burdens associated with initiating and  implementing
majorchange in an organization. The course is especially uselul for students who plan coreers
inmanagementconsulling, generalmanagemententreprencurshipandcorporateventuring,

Courselihjectives:
* Toknowvariousleadership sivliesandunderstandingwhenandhow tousethem
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o  TounderstandingdiTerenttypesoforganizationalchanges

o  Tounderstandingthe ehallengesthatemploveesfaceduringevervkindol
organizationalchanges

= Toknowhowtomanage emploveesduringthescorganizationalchanges

CowrselenrnineChnieo mes:
Aftercompletingthis course students shouldbeableto:
+  Gainknowledgeandleadershipskillstohelporganizationschartasuceessiuleoursethrougheha

nge:

v LUnderstand  the  link  Detween  effective  leadership steategies. and
success [ulimplementationnl chinge:

*  Explainthercasonslirmsfailaiimplementingchangeandwhatstrategescanbeosedioavoidthe
Iz
Planandimplementorganizationalchanges byapplyingetfectvemethodologies:
Linderstandhow tociTectivelvlieadothers throughehange:

v Deseribetheroleleadershipplaysinanticipatingandplanningreadinessandnavigatingorganiza
tionalchange,

Conrsed ontenl:

Organisational Leadership: Definition. Components and Evalustion of Leadership, Faclors
ofl.ecadership, Situational Leadership Behaviour: Meaning, Fiedler Contingency Muodel, Path
Cioaland Normative Models - Emerging Leadership Behaviour: Transformational. Transactional
andVisionary Leadership - Leadership for the New Milleanium Organisations - Leadership in
IndianChganisations. Leadership Effectivencss: Meaning, Reddins' 3-13 Maodel, Hersey and
Blanchard Situational Model, Driving LeadershipEffectiveness. LeadershiplorOrganisational Buildin
2.

UNIT-1K 10Hours)
Leadership Motivation, Cultwre: Motivation Theories [or Leadership- Emerging Challenges

inMotivating  Emplovecs. Motivation.  Satisfaction,  Performance:  Organcational  Cuolture:
Meaning. Definitions Significance.Dimensions.ManagingOrganisational Culiure . ChangingOrgani
sationalCultural:eadershipDevelopment:Leadershipl evelopment :Significance—Continuous

Learning: Principles ol Learning 10 Develop Effective Leadership— Vision andGoals lor

Organisation:  Significance of Goals for Leaders - Charting Yision and  Goals ol
e
ain il :
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UNIT-1TI{10Hours)
strategic Leadership: Leader Sell Management: Signilwance — Developing Selfl Esteem

andBalancing  Emotions—IntempersonalLeadershapSkills:  Praise—  Criticise—  Communicate —
LeadershipAssertiiveness: Cireleotfnfluenceand Cireleol Concem - LeadershipwithEdification:
Tools of Edification — Leadership and Creativity: Developing Creative Thinking - Leadership
and Team Building: Principles of Team Building, Individual versus Group versusTeams—
Leadership andintegrity DevelopingCharacter and Values.
UNIT-1V{10Hours)
Crganizntional - Change:  Nature  of  Organizational  Change — Sources of Change -
Environmental Triggers of Change, Organizational Responses to Change, Impact of Change on
Organizations —Resistanee 10 Change — Types of Change. Changing Faces of Change.
Predictable Change Dingnosing Change Situation — Perspectives on Change — Contingency
Perspective - ResourceDependencePerspective—  PopulationEcoloayPerspective—Institulional
Perspective,
UNIT-V{ 10 Hours)
Maonaging Change @ Workplace: Understanding  Change Contexts — The process of
managingchange -Fower and Politics of Managing Change - Organizational Change Simulation —
Onlineby  Harvard  University — The Psychology of change and Change Communication
Marrmives—Creatingreliablesustainableprocesses—Coachingandmentoringformanaginachange-
Buildingorganizational participation Torchange - Tools-
Demandbasedsessiononcontemporarymanage ment lopics.

Casestudy (MNotkxeeeding JHhwords)
PRACTICALCOMPOMNENTS:

v' Each class participant will be assigned 1o a lesdership development group (LDG)
withfive other people. Discuss with your LDG the people and the relationships that have
beenmost imporiant to you, Deseribe for vour group o specilic situation you have Taced
wherethese relationships were especially important for your leadership. To whom did vou
lumlor counsel and advice” How did you use these relationships in this cose? Discoss
thescrelationships with your Development group. and solicit their feedback and insights
ahouithe role relationships play i vour life. Then discuss the Rind of support network
yvour planto establish i the Tuwre and discover vour authentic leadership, Discussion

questions:What can you leam from their experiences that will help you in thinking about
your lilestory sinfluenceonyour leadership trajectory”

¥ Discuss vour extrinsic and wour intrinsic motivations with the group. and  solicit
theirfeedback. Discuss how vou are balancing vour motivations, and the challenges you

FACULTY OF COMMERCE AND MANAGEMENT
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Face Sharethe resulls of the ~Motivated Capabilities Exercisebwith vour group. and solicit

_,.,-"-J
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fecdback aboul whether others see your motivated capabilitics the same way you do.
Thepurpose ol this session is to glean insights from your peers W see yoursell as others
seeyour madivations and  molivated capabilities and why leaders lose their  way.
Discussiongquestions: What are the rool causes of leaders losing their way? Can you
identily leadersfromyour personalexperience who have lositheir way or are indanger of
doine s0?What can leaders. including you. do to avoid these temptations, stay grounded,
and beauthentic in their leadership? Whal s maotivaling rue leaders? What ave their
uniguecapabilitiesthat havemadethem so success(ul?

v Each class participant will be assigned o a leadership development group (LDG)
withfiveatherpeopletabuild hishersupportteamwithvalues, principlesandethical boundaries.
Deseribe vour leadership style to your group and solicit their feedback, Talkabout the wle
of power in your leadership and how you deal with your power and thepower of peaple
vou work with, Discussion questions: Page 101 of 162 How are ellicientleaders utilizing
support  resources o help them deal with any kind ol crsis in bypicalbusiness
oreanisations? What resources should hedshie call upon in deterimining a coursealaction?

¥ ldentilvanyvthreceTectiveandedticientleadersinlndianand Westernbusinessorganisations?
How well they build an integroted leadership mo their l:'lr:_iillfr!-h'llil.ilm'.' Howdid they
aptimize their leadership cffectiveness? How well do they use their personalleadership Lo
empower olhers? In what wayvs do vou want vour leadership {assumed) tochangeto
improveyour effectivencss?

REFERENCETEXTBOOKS:

1. George B, withSims®, True North: =DiseoverY ourA nthenticl cadershipl

2, George B MeleanAand Craie. N-FindingYour True North: A Personal Ciuidel

3. Milakant VandRomMaravan. 501998 L Managing OreanisationalChange, New Delhi: response
Baowks

4. French, WL and Bell O L (1983), Ovganteational Development. New Delhis Prentice
Flaliol Tnadio

5. SowmnathC hattopadhyavand! daiParceki F982 ) ManagingOrganiztionalChange. New Delhi:
O Bl & 113010

1. Pradiph I hordwalla (200 1 Turnarmoundescellences, Neow Dethi: ResponseB3ooks

7. Maheswar, 3, Land DPSmbad 190 ManagementofUhangethroog b TRD New Delhi: Tatn b et i
w=lTill
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ConrseMNomie {"“ % I.Iﬂll'.‘l‘ﬂ-l'.‘hﬂ‘k i'ﬂ!-_ L. T ir L ™M EM ™

ConrscCode [ 22MBAZOT(11} ' 4 o o [ [ |7a | oe
Le-Lgture, T-Tutprial P-Proctical C-Credits UM -Internal Morks EM-Externalbarks, TM=TodalMarks

Course Deseriptionand Porpose:

Consumer decision-making isoflen complexand far lrommational. Thiscourse

locusesonunderstandingandpredictingconsumerbehavierbyintepratingtheoriesfrompsychologv.so
ciology. anthropology and economics. Emphasis will be on how behavior is shaped by
internaland  external influences. Topics include the importance ol consumer behaviour and
researchzintemalinfluencessuchasmotivationandinvolvement.personality.self-image. life-
stvleperception.  learning.aititude  formationand  change.andeommunication:  extemal
influencessuchasculivre subculturesocinlelass relerenceproupsand amily andthediffusionolinnoy
ations;and consumer decision making

Conrse¥hjectives:

o Tounderstandtheconceptofconsumerbehaviour,decisionmakinghyconsumers. hehaviourvar
fahles and influences onconsumer behaviour.
o  Tocomprehendihesocialandeulvraldimensionsofconsemerbehavior factorsimpact ingatlin

des andbehaviour,

s Toarmthebuddingmarketerswithaninsightofthepsvehologicalandbehavioralconceptso foons
umers thusenablingthem wachievetheirobjectivesand excel
Conrsel earninged bolconies:
Attheendoltheeoursethesiudent willheableln

¥ |dentilythe kevterms. concepts. and theories of comsumer ehaviour

¥ Evaluatetheprincipaltheoriesolconsumerbehaviourerilicallyassesssirengths, limit

ationsand applications

Applyeonsumerbehaviowconceptstorealworldmarketingproblemsand develop

bettermarketing programsandsirntegicsto inlleencethose behaviowrs)

« Anmalyzethe corrent trendsin consumerbehaviour:and applvthem wthemarketingol

anactualproduct or service.

ConrseContent:

"
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Behavinllr - Apgroneles fo0 Consimer  Behavior Beseands Quantiative Rescarch and
QusalitativeResearch - Profile of the bdinn Consumer and Understinding thoir Nesds — Apphcation
of Consume chavierand Knewledgein Marketing
_
amiPerceptul Pricess dyiamios - Peonality: Nature. Theorics. sIf concept. psvshiographic and
fifestyte—Atrimde: StrmooaihdodeinfA e, Atritudefomationk Chanse
MorivationNeedsMmivesdGoals DyvaomicNatmen otivation, ArusaloVotivesand Fhents-
Leaming:Concepl. Definitina, | eaming theomiesimndtheirApplications Grouplelerminamus T
Refieremey Gavup dnflvenee) Types of Consumes Refevant Groups. Facors Alfzeting Groophnflueace,
Apphieation of Reference Group Coneept - Family: Pusctions of Family, Family DecisionMaking —
Eivimamental Influences on OB Secial Class Llfe Sivle Profile of Social Ol
A Ayl 0 - Culline: Characteristios amd Crosst il mfortanding.
_
SubvingtchaviorModelsoft BiNicosianwand&Sheh gl
Kaltat:DilTusiannflnnovation:Cements. Decisions, Adoption Caregnriesand Pivieess,

Casestudy (NotExeeeding S0words)

PRACTICALCOMPONENTS:
¥ Studentscangotomallsandunorganizedretalloutletsandobservethebe haviorofeonswmers ¥
differend demographic  segments  while  buying  differemt  category o
poods Comebacktochssandpresentthefindings/obse rvationslollowed withagroupdiscuss bon.
¥ Students can prepare o questioinaire and do a survey on consumer buving behiyg

-
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andpresentthe findingsin theclass.

E—
DEAM
FACULTY DF COMMERCE BND MANAGEWENT
KARISHNA UNMIVERSITY
MACHILIPATMANM - 521 DO1

LS



*  Find three advertisements that appeal to the need lor power. affilistion and achievement
anddiscusstheirelTectiveness. RewritetheseforpersonsindifferentlevelsofMaskow sHicranchy?

+ Meot vour fricnds and conduct @ survey Lo find what are the important  [elors n
theirpurchase of muobiles. shoes. bags etc. There are now plenty of advertisements regarding
mcstproducis— howedothe vdeal siththisinformationoverloomd?

v Choese 5 osuecessful products or services and identify the insight behind theme through a
[eldsurvey

v Dooa comprehensive essay  on the  difference  between consumer vs.  trade  ws
Competitiominsightsd&howbest (o explointhem.

*  TakeSrecendigitalinnovationse. o iwitterorfacchonkandidentifyvtheinsights.

¥ LocateSnon-usersolsearchommeilamd | nerviewtheirmeasons.

¥ ChooseSrecentsucoessfulcampaignsandidentiiviheirinsightsthroughconsumerinte rview s, Prese
nl vourhmdinesiolhe class

v Choese 3 successful movies ep. Dabang & Zindagi na milegs &My name is Khan—
andinterview consumers abeat the reasons (or ther suecess, Similarly repeat this with 3
recentexpens ivelTop moviesand Present vourfindingsto theclass.

REFERENCETEXTRBOOKS:
11 Hhswkins BesiOoney O onsomerBehayviorBoildingMarketing Stategy, TataMeCiraw L
Ip LeentiSchillmanandl 0 Kanok _ConswnerBeluior Pearson Edecation.
3 Panwir S S5 BoevondD onsumerMarketing SageResponseliooke Mew Delhi
4y Deon.DBuyverBehavior OslordUniversiv Press,
51 Menry Assacl ConsumerBichnvior, WilleyIndia. Mew Delhi.
i) NareshMalbotea. MarketingResearch, Pearson
T GilbereA Chorehill teamdDownlaeobuee i, MarketingResearehMethodalogical Foamdation.Cen
pagc,
£y Donald 5 Tull and Prel | Fliskins.. Marketing Research Measurement and Methods,

MeCirmw Tl publishers.

kb phpppppapbbbdabbbspphdddadsanddbigighpdigpidimdkibrzEidbtt@uddbbdfEbdd

Conursesame {Im'l&M“ n“F:E"“_p"I ;‘.cfﬂ“"ljnn L. T | i; ™1 [ | Twl

CourseCode | 2Z2MBAZOT(I1T) 4|0 ENENENEEL

L-Lectre T-Tutorial P-Practicnl OO nedits AM -Intemal Marks. EM «Externalvlarks, T Todal Marks

CourseDescription:
The course locuses on the accounting. linancial, and management aspects that are required

inbusinesses all over the world. It is an indispensable discipline Tor corporate management. as

theinformationcollecledandpresentedtomanagenentbasedoncostandmanagementaccount ing
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techniqueshelpsmanagementiosalve notonlvspecilicprobhlemsbutalsoguidesthemindecision
moking. Cost Management  Accounting  programmes  focus on a wide range  of
subjectareassuchasfinancialanalysis audit o Jawsdethics. monagementsirategies.costaccounting

. and manyother lopics.

Cowrsedhjectives:
Thebasic pbjectiveis L& acquireknowledeeandunderstandingal theconcepls,

techniquesandpracticesol costand  management  accountingandiodevelop skills fordecision
making.

o To develop an understanding ol the basic concepts and applications 1o establish the
costassacialed with the production of prslucts and provision of services and apply the same
todetermineprices.

» Todevelop an understondingof cost accountingstalements.

o To acquire the ability w oable w0 apply cost information  for cosl ascerainment,
planning.contralanddecision making,

CourseLearning Quteonies:
Aftercompletingthis course.students shouldbeableto;

¥ Delinethebasicconcepts inthelicld ofmanagementaccounting

+  Recognizethe

contributionofimanagementandcostaccountingingualitvdecisionmak ing.

¥ Apply varous methods and techniques of management and cost accounting (o

optimizetheutilization of theresources.

¥ Appraise the utility of difTerent methods in linding eptimal solutions of the

managerialproblems. Evaluatethepertformance
andsuitabilitvofdilTerentmethodsused lore Micientutihzationol theresources,

¥ Ableto formulatethebud getsandinterprettheresultsproduced bythe appliedmodels.

CourseC ontent:
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CaseStudy (NotExceeding Milwords)
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PRACTICALCOMPONENTS:

W

Students are asked to identify ond summarise vorows types ol costs oand  cost
terminologiesused in business organisstions, and submit a detailed report on cost concepls
with exampleswheneverpossible.

Students arc o form in proups (group consists of d-6 people) and asked o prepare
andinterpretbud getsandstandardeostsandvariancestalementscollecled lromeompanywebsiles
under theinstructions ol thecourseinstrictor,

Students are expected to work on practical problems related w marginal costing and C-V-
Panalysis Courseinstructodoprepareany fivepracticalproblemsrelatediomarginatecostingand
C=¥-P analysis.

Studentsareaskediopreparetemplates forllexibleandzero-basedbudgetingande-bud geting.
Students are asked w explore innovative cost controlling measures and  1echnigoes
andsubmitreport on thesameto thecourseinstructorforevaluation and assessmaenl

REFERENCETEXTBOOKS:

1 NS Aad:Costde Management Accounting FaxmanmPublcationsPv L,

23 DeepakJain:Cost & Management Accounting Taxmann Publications Pt Ll

A S.PJamde KL Naran e Costand Mamngenent Accounting: Kalyanmi Publishers, Darvaeani. New
Ehedla- 1 100 (HE2,

4y VK. Saxenads U0, Vashis: Cost and Manapement Accounting: Sulian Chamnd & Sons,
23 DarvaganMew Dielhi- |0 02,

3 NN ArorCostandManagementA ccounting O Teoryand Probicms e HimalipaPublishingHo
vse Ramdoot. Dr.BhaleraoMorg. kelewad Carganon, Mumbai-b0000k]

6y SN Mahoshwari: Costoand  Management Accoumting: Sulian Chond & Sons. 23,
Doryegam New Poge22 of 36 [delhi- 1 1 RE2,

70 LML Pandey: Management Accounting: Vikas Publishing House (Py Lwd. A-22. Sector
. Monda-- 2000 20|

) MY, Khan & [Pk, Jain © Theory and Problems ol Monagemenmt oand  Cost
Accoumting:MoeGraw-HillEdocationt India i ad, B-4 Seciortd, GastamBudhNapar. Noida
2301

9 Jwwahorlal:Cos Accounting: MoeGin- i ducationd Indial . 13-
4 5ectorhd, Gautam BudhMagar, Noida - 200 301,

WO T Hoemgren 0 Costoand Management Aceounting - A Managerial - Empluasis:

PearsonlducationAsin 482, FOLE. Patpargang. Delhi- 110092, (ix)

LU B Lall Nigom & LC, Join ¢ Cost Accounting Prnciples and Progtice; Prentice Hall

ol el i M97, Connaught Circus, New Delhis0 0001

121 Drury Colin @ Management and Cost Accounting:  Intemational  Thomson  Business

FEFARARRAFAATARA AR R X AR FRAESAEERA R ATt E R adrEntEn St rda SR ERE s

Mress. L ondon,

s LEAN
*ACULTY OF COMKERD
Eal
KRISHpM P

A UNIVER
MACHILip oty

GEMENT



2IMBAZOS:SELLING ENEGOTIATIONSKILLS

CourseName SellmgdMeaotintionskills L [T |P|C|IM|EM|TM
CourseCode 22MBAZDR ~Jo (o T4 12 150 [70 [ 100
L-Lecture. T-Tworial. P-Practical /O -Credits A M-Internaifdarks. EM-Extemal®larks T V- Total Mok s

Course Deseription:
Sales and Megotintion Skills (SNS) Lab/Practical course teach management students how 1o
sellstrategically—and successiully— o different clients and in different situations. By learning
lofacilitate productive meetings, handle objections. ond manage negotiations ¢ffectively, they'll
beable 10 close winning deals without breaching the institution™s. risk-return parameters. In
thiscourse. participanls study essentinl best proctices and leam how 1o apply them as they
completeinteractive exercises. observe video demonstrations, and Tamilianze themsehwes with
helplul jobaids they can continue 1o use post-training.dn addition. two one-day skills application
labs Client Meeting Skills and Negotiating with Clients. are available to reinforee the concepls
taughtinthis course.
ComrseOhjeciives:

& Toimbibein thestudents, criticalsales competenciesthat drivebuyingdecisions:

«  Togiveinsightsintohowtoboostindividualandorganizational prodectivitythroughsalesl ead

I'I.'Ii.Il'Ii.l_'%l.."I'I'Il.'l'll:
s Tointrwducehasic theoreticalprinciplesandparticularsiepsin thencgolialingprocess.

CourseLearning Ontenmes:
AfterSuccessfulcompletion althiscourse. Studentsshouldbeabletn

¥ UnderstandundappreciatetheskillsandeompetenciesrequirediobeaneTectivesalesperson
¥ ClosesaleselTectivelvandmanagetheir respectivelermitones

v Understandandappreciotewhatittakestobeagoodnegotialor

" Manageconflictinthenepotiationprocess

¥ Understandtheadvantagesandlimitationso feariousnegotiationstrategics

CourseContent:
LIMIT-I:
Mature and Role of Selling: Imponance ol Selling — Role in the Context of Organization -

survival and growih — Types of Selling: DilTerences in Sclling Situations, New Business

VersusServiceSelling-Newion'sClassificationolSales Types-McMurrvand A rnold’sclassificatio
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of sellina Types — Consumer Indircet Selling.  industrial Selling. Missionary, Sales
leam/groupSellingherchandising. Telesales, Franchise selling.International selling.

LiNIT-11:
AltribulesofaloodSalesperson :Personalityand PhysicalChareteristics. Enthusiasm, Conlidence.

Intelligence. Sell-Worth, Koo ledge-product, Competition, Organization.
Market. Customer, Territory :CommunicationSkills.PersuasiveSkills.(tobesupplementediy
liveexerciseson personal selling)

LINIT-111:

Personal Selling Skills: The opening ~ MNeed and problem identilication—the Presentation
anDemonstration — Dealing with Objections — Negotiations — Closing the Sale -lollsw up (Lo
|1-|.r51|!1|*|]u memntedbyliveexercise on personal selling)

LINTT-1¥:
Negotiation Skills: Goal. Collaborative/Win-Win nm Compromise — Pyramid of Success:

Power, Time, and Information— Opponent: Visceral or ldea. (To be supplemenied by live
exercises onpersenalselling)

LINIT-V:
DifferentPhasesolMNegotiation:Pre-Negatiation—Opening-InformationSharing-Problemsolving - —
Agreement- Breakdown in Negotiotion— Barriers that Creme Impasse- OvercomingBarriers-

people Problem-Mediation-Arbitration-Ethics.

PRACTICALCOMPONENTS:
v Dividingstudentsintogroupsandgiveaseenario lonegatiate andreacheonelusion.
v Resding:8Habitsoll lighlyE Meetive PFeople:applytheconceptstounderstandhowpeopleappro
ach megotiation throogh dilTerent mind-scts.
¥ ConduciRolePlavs TordilTerentscenarios,
Splvevariouseasestudiesdealinpwithconflicthetweenteamsandorganizations.
v Askstudentstoidenti Pthrecunconscious actorsthaimayalTecitheirnegatiationeflectiv encssa
ndask them w explain whyor howthat phenomenon mayoccur.
o Munngunmmgumm:|ik::-mmlnllarg-.amu_-_-m:-:mlwliim:gnlnuﬁr.'zl11hl.'1‘1ii|}":dinlhc':|=L‘i-"illﬂ'=-"~'¢|'-*r"
negotiztion skills amongihe students.
REFERENCETEXTBOOKS:
Iy Rosd LewickiDavid M. Sounders Bruce Barry Negotial s, 3o, Mo G TR 2003,
CEAN
FACULTY OF COMMERCE AND MANAGEMENT

KRISHNA UNIVEASITY
MACHILIPATN AM - 521 001



2} GeorgeSeidel, Negolinglorspeess Basentailstrategi csandskills Universityofhdichigan. 3,
PatrbelForsyil, Megotiaon skills lormokics.

1 PavidCioldwich, Win-WinMegotiations, STrraimingsoluations

4y Brian Trnovand LinSiglan, Persuasivesellingandpowernegotinlions,

31 Thelssentinlsol™Negotiation —Harvard BusinessSchon Press,

) Megotiation! andbookba P Cleary Printicetallol india.

T ABC solRellingSkillsbyClarleshdd Futrell-MeGirase | LIEL

Sttt SIFEEFSgS eyt E bttt ittt rEd itk E et e E St e R e LR E R ESESY

Z2ZMBAI T STRATEGICMANAGEMENT

CourseMName StratesicManazement L

T |[Pc [IM[EM TM_|
CourseCnde | 22MIB A3 i 1 N ENEEED ItJ[J|

e e e

L-Lecture. T-1 utormy

P-Practical € -Credits IM-TmernalMarks, EM-ExtemalMarks. TM-ToimiMarks

CourseDeseription:

stralegic management deals with ways firms build and sustain superior competitive positions
andachievelong-

termprofitabifiny. Thiscoursedevelopsinintegrtedviewoltheirmthatencompasseslunctionalarcass
uehasoperations.marketing sccounting.and (inance. Thiscourse. will eguip  students with  new
concepls and framework needed o be a successful comporatemanager. The course would thus
offer  students  the  opporunity (o exercise  gualitics  of  judgmentandhelp  them

indevelopahalisticperspectivenlthe managementoforganizations

CourseObjectives:

Theohjectives ofthecourseas follows:

s o familianze the learners with the concepl of sirategic management and understand
thesigm hicancealmanaging thebusiness strategicallvin thecurrent businessenvironments

»  Tofmiliarizetheleamerswiththestrinegiesatcomorate. businessandfunetional levels:

o To understand and analyeze the firm's external environment, the resources and thus
carryineodl

e SWOFTanalvsis forstrate gy lormuolation:

s To understand the process of steateey implementation and the challenges o managing

achange: Tounderstandsirategiccontrolsystemtomonitorthestategyimplementation process;
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o Togetacquaintedwithvanoussimiegiesadopted bylirmstosuecessful lycompetewiththeirrivals.

ConrselearnineChotcones:
Althe endolthecourse.thestudents willbeableto:

¥ Explainhow lunctionalareassuchasoperations.narketing.accountingandfinanceworkiogetheri
n asuccessiul frn.
¥ Applyconceptsand frameworksleamedinthecourseloeaseanalysesandeom panystralegicamal y se
5.
Conrsel ontent:

UNET- {10 Hours)

Evelution of Straegic Managemem — Concept.  Definition. Need and  Scope.  Objectives,  and
Imporincest Stemezic Munagement - Tyvpes ol Strideiies = Guidelines Tor Cralting Sissegies — Basic
Mol il Strategic Managemeni—SrategicBecisionMaking -
StagesofSiratcgichanagement:Strategy Formulation Strategy Execotiomandstrtegy Evaluationand Control—
FailormaStrategicstolFitspecificindustirviand CompanySiteations,

UMIT- 1L THours)

Stratepic Avalysis  and  Choice; Enviconmental  Theemt ond Opportunity Profile  (ETOP)L
OrganizmionalCapability Profile ~ Strotegic Advantage Profile — Yalue-Chan Approach — Corporate
Level  mmalysis:BOG.  OF Mine-cellMan, BodeetMakeiEvolution  Manx  Holers
ProductMarketEvolution andSheliDirectional Policy Matrisx-
Inddustry Level Analysis: Porners sForeeshodel-QualitativeF aclominStrtegicChaice—Dastinetive
Compelitiveness—ConceptoiStrategic BusinessLnins{ 55 Ls),

LIMNIT— 108 (I Haurs)

ResourceAlocation Technologicaland DemandForecasting - Budpet s OreanizstionSorsciong, Maiching
Striietire and Strategy. and Behavioral issues — Leadership Style — Comporate culture — Values —Power -
Social Responsibilities — Ethics — Bulding o Capable srganization, anid Funciional Issues —Functisnal
Plans  and  Policies  —  Corporate lovel  (or  Grond)  Soegies:  Stability.  Expansion,

DivestmentandCoordination Siealegics

LINIT-0Y (0T o rs)
Expansion and CGrowth Stralegies: Types of Expansion Sirnfegies Inensification  Siralegies:
MarketPenetration. Mark et Developmentand Product Developimeni—-

DiversilicationStrategies: Verticully Integeated Concentricand ConglomeraelDi versilication St rategies. andi
eirlmportanceGrowthSirnegies: Mergers, Acquisitions. Takeover_lointVentures StrategicAlliances.andC

aborativeParinerships—T urmaround b anaeement Sinilegies,
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LUMNIT-%: (0HHaurs)

Strutegy Exeoution/Implememation: 78 Framework forl Inderstanding Implementationlsspes—Organizational
Learning = Structures for Strategies — Organteational Leadership and Corporate Culture —=The concept of
Balanced Score Card — Triple Botlom line Approach — Stemtegy Esaluation and Conimol:Porpose of
Stratepic Control.  Strodepio. Bodgetary and  Operational  Control — Strategic Control  Process —
SrategicAudil

T LN TR T AT |':_.'.|'|-'|'.'I'|'rr.:|'.:l'.'l'-Fll'.'rl‘r.r'..l

PRACTICALCOMPONENT:
BusinessPlan: Studentsshouldbeaskediopreparea Business Planand presentitpitheendolthesemester.
This shoulding ludethe following:

» ExcoutiveSummary

= DverviewolBusiness andindusurvanalysis

* Descriptionafrecommendedstrategvandjustification

= Broad unctionalobjectivesand ey BesullAreas.

= Spreadsheetwiths-
year P& L BolanceShecet. Cashl lowprojections. withdewiledworksheesfortherevenueand ex pen
sesforecasts. AnalvzingMissionand Visionstatementsol afew companies and comparingthem

*f\ppl}'il'lg Michael Porter's model w an ndustry (Retail. Telecom.  Infrastructure,
FMOG, Insurance, Bankingetc.

sPMick o successful growing company. Do a web-scarch of all news relabed 1o that
SO AN YoV ernone=year period.

= Analyse the pews items o onderstand and write down the company's strategy  and
execulionelTiciency.

= Pick acompanythal hasperformed verybad lveompared 1o s competitors.

= Collectinformationonwhy theconpan y failed. Whatweretheissuesinstrategyandexecutionthat
wereresponsihle forthe company™sfilurein themarker?

o Analvaetheimernalandextemal factors. MapoutGE9-
cel mmrixand BCGmateis forsomecompanies andcomparethem,

o ConductS WO TanalvsisnProurinstitutionandvalidateithbyvdiscussingwith
laculty ConductSWOT analysis of companies aroundyour campus bytalkinglo them.

REFERENCETEXTRBOOKS:
L. A Pearcefband BB Raolinsoade Straieaic Managemem Formu Bation bmplememationand O o
al. Tata MeCairaw Hill,
20 Amsofll Lo CorporateStratexy A nAnalviical ApproachioBusinessPolicy lorCGimowthand Fxpa
=i, Solirew— FHlL Mew Yaork,
J0VA P Rand Viarikrishn StrategicManapement Text &Cases. BxcelBooks
4. Andrews, lkenncthR . The onceptod Comporate Strotegy, Dow—Jones—rwin. Homewood
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L

. Gilueck. Wilkiom FandLawrenceR Jouch., Business PolicvandStrategicManagemen t. MeGiraw
Hill Intemational Edition,

- Hamel Crand SK Prahlad Competing fortheFotore, HarvardBosiness Schonl Press,
kKarmi Azhar, BusmessPoliey, TataMeGraw Hill,

& MitinBalwani StrategicdManagement &BosinessPolicy ExcelBooks, NewDelhi,

9, ThamelbChand S K Prabdac. Competing focthe Futire 1 laevard BusinessSehosol Press. Boston, 15994

e

10, Srinivisan R StratceicMamaeement - The Indian ontexr. Prenticel lallof India,

1. Vipindwpta GollakotadeSrinivasan, BusinessPolieyandStrate ge Management -Conceptsand
Applications. Prenticel fall oM ndia

2. Arthursharplin . Strotegic Management, Mo ]

ERAANISARNFATARSIETRRANARSEAAARER AR S e N A Eddhrdddrirteddrdddddnnddardiddsdoodd

DOMAINSPECIFIC ELECTIVE COURSES

Course Name B2BMurketing L [T [P |C|IM[EM]|TM

CourseCole 3IMBASI(T) % [¢ |1 (4 |30 [70 [0
L-Leeture. T-Twarial. P-Fractica C-C redits M =Intemal Mavk s K8 -Estermal Marks, TW=Tod bMarks

CourselDeseription:

Business-1o-business B21 imarketingstrategicsancessential lorencouraginginnovalion. increasing
sales revenoe, assisting i marketing penctration, and aiding in market entry for anyorganization.
B2 marketing sircgics privvide i lramework for analyzing an
arganization sstrotegics i donti ivingsynergicswithvariousstakeholders.and buildineondleverazinee

ampany* scorecompetencies using relationship marketingapproach.

Given the complex nature of B2B ransoctions, monagers need 1o onderstund. leam.
andadapt o combal the challenges of the businesses today. In order to do so. managers need 1o
haves comprehensive understanding of various issuecs such as: understanding orpanizational
needs.segmenting and  targeting markets. leveraging marketing channels for compelitive
advantage. locusimgoneMiciencyand elfectiveness. and augmentingsales performanceamongother

[himes,

Thiscoursewilleffermarketingeonceptsandioelsforsegmentationdargeting positioning,
market entry. branding. marketing communication. amdl managing alliances in a B2Bcontexl.
Additionally.  the course  will  oller  insights  inlo contemporary  issues  hike social

netwerkmanagemenLhandlingdownturn. and managingchange.
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Courseldhjectives:
Theahjectives althecourseas fillows:

» Toereate a better understanding of B2B concepis in selving business related
marketingproblems.

+ TodevelopinsightsinoB2Btheories application forsmoothfunctioningolibebusiness.
o Tounderstand and identifythe opportunitics in theB23Market

o Tostudyandanalyzethe costomer andtheirrelationshipin theB2B Market

»  ToassesstheMarketintheB32 Bscement

»  TostudytheStrategic MarketPlanninglorProducisandChannels inB2BMarket

s TostudvitheStrmtegicMarketPlanningforPricing. Communicattonand Branding

CowrseLearningChafoomes:
Adthe endolhecourse, thestudents willlwalbleio:
¥ UnderstandthedifTerenceshetween B2Cand B2 Bmarketing.
¥ Approachmarketingproblemsfromaninter-
organizationalperspectiveanparticular leamaboutdecision makingathuyingeenters.
v Expandedanalyticalcapabilitviocapitaliseon businessopportunities
* Advancedknowledge andskillsto competeelTectivelvin32Boontexd.
* Increasedskill-setinthedomainefirategicplanning. decision-making problem-
solving.andgeneral management.
v Increasedscll-beliclionavigatesuccessiull vacrossclients.partners.ondcolleagues,
¥ Gaininsightintothemanagementolyourproduct portfolio,
¥ Improvedabilityiodevelopand/orsirengihenrelationshipwith vour eustomerandsupplier.
v Apphvindustriol-organizationalpsychologyand B2 Bmarketingeonceptsandioolsinastableas

wiell as a wmultuous enyironment,

CourselContent:

s
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FRACTICALCOMPMONENT:

Alasmall organization olapersonal acguaintance:

Thestudentsshould studvthehuvingprocessthattheyadopiwhilepurchasingforbusiness.

Howtheypreparequodesior business clienis.
Studentsshouldstudytheconditionsandiee hnicaliticsmentionedinthetenderinyitalions
Wisi

IndustrialDistributor/Dealerandeallectallthecomceptual information frompu rehasin
glo sellingolB2RPraducts (5SCM e Business Customerns,.

Visitatleastone Induostrial! B2R Trmdeshowsor Exhibitions sndprepareareport

Visit toone Original Equipment Manulacturing (QEM) Industry and one Scmi-
FiitishedGoods Industry.

Studentsarcexpectediovmakea’s WOTanal ysiso Nndustrialproducisamnd
servicesolvanousseclons,

REFERENCETEXTRBOOKS:
I Mhichaell 3 ol DbeeraySharm, Dheamss W S peh B2 EMarketinge: A South AsinPerspeciive O angea e
2000 B Tl

2. ShomdSannBusimessMarkelmg: Conceplsand CoseshbleOrad TE20T 3, Tarend

3. JamesC, Anderson, DasMarayondas, Jomes A Marusandi?, VR Seshadri. BusinessMarket

o T——
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Pl amarzement B2E L Understanding. Creating. andDelivering Value. Pearson 24010, Frded,
4, Robertaabe, WalideiarPlocnschulosephOaiz e BusinesstoBusiness, Marketne, Pearson 201 |
. Krishnak Havaldar, BusinesshMarketing: TosmndC asesMeGuaaa ERH 2004, e,
B FrmkGHmghomde el dimsnbosisesshtarketing TatabdcUrasd DT eblcatios,

ETFEETRFERFCARXEET AT ETTEAAATEEIRTETE AT TSR ZRdoariremicE et S Eie it L@ o Ed R na S8 Tl ot &dr & ar

LIMIBAMIZ (1N:PRODUCT AND BRAND MANAGEMENT
CourseName ProcluetandBrandManasge mend L (T (P [€ |IM|[EM|[TM

CourseCade | Z2MBAIN(II) |0 |1 [4 [30 [70 [ 100
L-Lecture T-Tutorial, P-Prsctical C-Credits I M-lnternal Marks, EM-E stemal Marks, TM-Toml Marks
CourseDeseription:

Productandbrandmanagementisnomore justaboutmakingandsctlingproductsaberchasbeen a digital

rovolution in this ficlkd too. This also demands a proper strategy [or bailding andlasnching a
produet or brand in the market so that vour brand and product will stand out from theerowd and
it will be remembered by the consumers. This course is designed to give the studentinsight into
developing a strong brand and product management svstem by building, measurinpand managing
brand equity over time, The [ocus of this course 15 on decisions ahout how acompany can build
and manage s products so that they are profitable o the company and at thesame time
adequately meel arget customers” needs and wanis, The course aims o syachronizeproductand
brand managemenl processes.

CourseOhjectives:
The ohjective of the course 15 also o cquip students with theoretical ond  practical

knowledgenecessary lor a successful and ¢fMicient mansgement of products and brands. [t
provides theframework Tor the analysis of the main factors determining suceess of a brand in the
markel andintroduces techiniques and tools mecessary for management ol brands, such as;
development ofvision for the brand., identify the correet market miche, design a communication

and marketingstrategvand implement it

Conrsel earningl o ieomaes:
Althe endofthecourse thestudents willbeablei:
*  Understandthenuancesol productandproductconcepts.
* Understand the advanages associsted with creating strong  product lines and  brands
{usingtraditional and online marketing) while leaming to leverage thatstrength to build

fulurebusiness
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¥ Understandkeyprinciples of branding

¥ Explainbrandingeoncepts andideasin theirownwords

¥ Linderstandondconducithemeasurementofhrandeguityand brandper formance

¥ Deseribethepurposcand methodsoleffectivelymanagmgbrandsineludinghowlobuildbrandeguit
svand establish brond identity.

¥ FormubmieeMectivebrandserategiesfor consumerandbusinessponds nondservices.

v Demonstratetheabilitvioconductaeriticalbrandaudit, includingrecommendationsforchangesan

dimprovenwent in brand management,

ConrselC ontont:

LINIT=1( 1 5Hours}

Product: Concepts, Prodoct Levels, Produet Hierarehy, and  Product Classification — Product
LifeCwvele—PortfolioManagement —Mark et Polential-ProductDemand Patternond Trend Analvsis

- NewProduet: Planning Developmen Strategics.and LaunchingSiralegies.

LIMIT-11{12Howm=)

Prodect Mix - A Strategic Choice: Product Mix Decisions. Prodect Line Decision -
strategic Decisioninvolving AddingorPruming Product Lines-

ConceploiProduct Posiiioning: Elements of Positioning. Positioning Methods, Communicating the
Positioning  Strategy.  andDevelopingPositioningStrategy—Product Research:lmportance,
Towlsand Analysis.

UMNIT-1TI{ I 2Hoanirs)

Brand: Meaning, Delimtion. Evolution of Brands. Different Types of Brands. Fonctions ol
Brandw Consumer - Role of Brand — Advantages of Brand — Product Vs Brand — Brand Lile
Cyele —Branding: Meaning, Creation of Brands - Branding Decisions — Brand Management:
Meaningand Definition — Strategic Brond Management Process: Meaning, Steps in Brand
Management Process — Concept of Brand Eguity: Customes Based Brand Equity. and Models of
CBBE —BrandBuilding and islmphcastions—Brand Value Chain.

UNIT-1¥{12 Hours)

BrandingSurategies: MultipleBrandin e Brand Extension. Co-branding Strategies. Brand Personality.
Brand Image Building. Brand Repositioning, Brand Leveraging — Branding Impacion Buyers
and  Competitors —  Meihods  for  Measuring  Brand  Eguity - Methods _ for

MeasuringBrand Performance—Brand Auwdit.
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