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Note: -The student has to opt for two functional subjects in the 3
rd

 Semester out of the papers 

offered.  

 

 

 

THIRD SEMESTER  
 

SUBJECT CODE PAPER TITLE CREDITS MARKS 

MBARM-3001 PROJECT PLANNING AND ANALYSIS 4 100 

MBARM-3002 
OPERATIONS RESEARCH AND TOTAL QUALITY 

MANAGEMENT 
4 100 

SECTORAL SUBJECT – 3   

MBARM-3003� CUSTOMER RELATIONSHIP MANAGEMENT  4 100 

SECTORAL SUBJECT – 4   

MBARM-3004� FRANCHISING MANAGEMENT  4 100 

SECTORAL SUBJECT – 5   

MBARM-3005� VISUAL MERCHANDISING  4 100 

FUNCTIONAL SUBJECT – 1   

 

 



Note:- The student has to continue with the functional group opted by him/her in the 3
rd

 Semester 

and opt for two papers out of the papers offered.  

 

 

 

 

FOURTH SEMESTER 

SUBJECT 

CODE 
PAPER TITLE CREDITS MARKS 

MBARM-4001 STRATEGIC MANAGEMENT  4 100 

MBARM-4002 SEMINAR ON CORPORATE GOVERNANCE 2 50 

MBARM-4003 
WORKSHOP ON DEVELOPING 

ENTREPRENEURIAL SKILLS  
2 50 

MBARM-4004 RESEARCH PROJECT* 4 100 

MBARM-4005 COMPREHENSIVE VIVA-VOCE** 4 100 

SECTORAL SUBJECT – 6   

MBARM-4006� ADVANCED SUPPLY CHAIN MANAGEMENT 4 100 

SECTORAL SUBJECT – 7   

MBARM-4007� MARKETING OF SERVICES  4 100 

SECTORAL SUBJECT – 8   

MBARM-4008� MARKETING STRATEGIES AND MANAGEMENT 4 100 

FUNCTIONAL SUBJECT – 3   

MBARM-M-4009 INTERNATIONAL BUSINESS MANAGEMENT  

4 100 



Paper Code: MBARM-1001 PRINCIPLES AND PRACTICES OF 

MANAGEMENT 

Credit = 4 

Marks = 100 

 
Objectives: The objective of the paper is to acquaint the students with the importance of management in our 
day to day life, help student to trace the evolution of Management thought and appreciate the various functions 

of management. 

 

SECTION - A 

Management: Definition, nature, purpose and scope, Functions of a manager, Ethics and social responsibility 

of management, Organizational Environment. 

 

SECTION - B 

Evolution of management thought, Contribution made by Taylor, Gantt, Gilbreth, Fayol, Weber, Elton 
Mayo, Chester Bernard, Likert and McGregor, Peter F. Drucker, M.E. Porter. 

Schools of Management: Scientific Management, Human Behaviour, Mathematical School, Systems 

Approach of Management. 

 

SECTION - C 

Planning: Types of plans, process of planning, Management by Objectives, Nature and purpose of strategies 

and policies. 
Decision-Making: Importance and steps in Decision Making, Decision making under certainty-programmed 

decisions, decision-making under uncertainty, non-programmed decisions, decision tree, group aided 

decisions, Brain storming. 
 

Organizing: Concept of organization, process of organizing, bases of departmentation, Authority & Power, 

Line & Staff relationships 
Delegation-authority, responsibility, accountability, Steps to make delegation effective 

Decentralization-purpose and types of decentralization, Span of Management. 

 

SECTION - D 

Coordination: Need, factors which make coordination difficult, techniques to ensure effective coordination. 

Control: planning-control relationship, process and techniques of control, Human response to control, Types 
of Control- Feed forward control concurrent Control (Real Time Information & Control), and Feedback 

Control. 

 

Suggested Readings: 

1. Harold Koontz & Heinz Weihrich: Essentials of Management, Tata McGraw Hill 

2. Stoner, Freeman, Gilbert Jr.: Management Prentice Hall India. 

3. Heinz Weihrich & Harold Koontz: Management (A Global Perspective), Tata McGraw Hill. 
4. Stephen Robbins & Coulter: Management Prentice Hall India. 

5. Richy W.Griffin: Management, AITBS Publishers. 

6. Terry & Franklin: Fundamentals of Management, Pearson Education.�
7. B.S. Moshal: Principles of Management, Ane Books.�

 

 

  



Paper Code: MBARM-1002 MANAGERIAL ECONOMICS Credit = 4 

Marks = 100 

 

Objectives: To provide students with an understanding of basic economic principles of production & 

exchange-essential tools in making business decisions in today’s global economy. The object presents the 
foundation to understanding how the economy works, covering microeconomic description of business 

applications, including pricing for profit maximization, price elasticity, market structures and modeling of 

business in varying economic climates.  

 

SECTION – A  

Introduction to Managerial Economics: Nature Scope and Importance of Managerial Economics. 

Basic Concepts in decision making: Opportunity cost principle, incremental principle, time element in 

decision making. 



Paper Code: MBARM-1003 ACCOUNTING FOR MANAGEMENT Credit = 4 

Marks = 100 

 
Objectives: The objective of this course is to develop acquaintance with basic techniques of accountancy. The 
course attempts to build potential to use appropriate accounting tools and techniques of financial accounting 

and management accounting for preparing and analyzing financial statements. 

 

SECTION – A  

Accounting: Accounting and its functions, Accounting as an information s







Paper Code: MBARM-1006 LEGAL AND ETHICAL ASPECTS OF BUSINESS Credit = 4 

Marks = 100 

 

Objectives: The objective of the paper is to create Legal Awareness, to give exposure to various laws and acts 

which have impact on business and industry, to give inputs relating to procedure of starting a new company. 
The paper also aims to make the students understand the concept of Ethics and its role in business life for 

corporate growth. 

 

SECTION – A  

The Indian Contract Act, 1872: Nature and kinds of contracts, Offer and Acceptance, Consideration, 

Capacity to Contract, Free Consent, Legality of Object and Consideration, Void Agreements, Contingent 
Contracts, Discharge of Contracts, Remedies for Breach



Paper Code: MBARM-1007
 

WORKSHOP ON INFORMATION 

TECHNOLOGY AND SYSTEMS 

Credits = 2 

Marks = 50 

 

Objectives: 



Paper Code: MBARM-1008
 

WORKSHOP ON SOFT SKILLS 

 

Credit = 2 

Marks = 50 

 

Objective: To encourage the all round development of students by focusing on soft skills and to make student 

aware about the importance, the role and the content of soft skills through instruction, knowledge acquisition 
and practice. 

SECTION – A  

Meaning and importance of communication in business: Process, types of communication: formal and 

informal and their characteristics, essentials of effective business communication, Channels of communication, 
their effectiveness, limitations, Barriers of communication, approaches to effective Communication. 

Presentations, Book Reviews and Summaries 

 

SECTION – B  

Time Management and Goal Setting: 





Paper Code:MBARM-2002 FINANCIAL MANAGEMENT Credit = 4 

Marks = 100 
 

Objectives:



Paper Code:MBARM-2003 



Paper Code: MBARM-2004 HUMAN RESOURCE MANAGEMENT 

 

Credit = 4 

Marks = 100 

 

Objectives: The objective of the paper is to make students aware of the various functions and importance of 
the Human Resource department in any organization. It is basically concerned with managing the human 



Paper Code: MBARM-2005
 

WORKSHOP ON MANAGEMENT 

INFORMATION SYSTEMS 

Credit = 2 

Marks = 50 

 



Paper Code:MBARM-2006 SEMINAR ON RESEARCH METHODOLOGY Credit = 2 

Marks = 50 
 

Objectives: The main objective of this subject is to help the students to understand the nature, scope, 

complexities and process of defining a business, research question. The learning focus is on developing 
business research skills to underpin the approach taken to a work integrated project. 

 

SECTION – A  
Introduction: Meaning, Features, Objectives/Motives & types of Research, Defining the Research problem, 

Research Process, Significance of Research in Managerial decision making. 

Research Design: Meaning, Characteristics and various concepts relating to Research Design and 

classification of Research Design, General phases and principles of Research Procedure. 
 

SECTION – B 

Data Collection: Sources of Data-Primary/Secondary Methods of collecting data, direct personal interview, 
indirect oral interview, information through local agencies, mailed questionnaire method, schedule sent 

through enumerators, questionnaire and its designing and characteristics of a good questionnaire. 

Sampling Design: Meaning and need of Sampling and review of Sampling Methods.  

Measurement and Scaling Techniques.  

Formulation of Hypothesis. 

 

SECTION – C 
Data Analysis & Interpretation: Introduction to Multivariate analysis- Multiple and partial correlation, 

multiple regression analysis (with two independent variables), specification of regression models and 

estimation of parameters, interpretation of results. Analysis of Variance (ANOVA)-One way and Two way 
ANOVA. 

 

SECTION – D 

Report writing: Style/format, contents and essential steps for report writing, 

Role of Computer in Research. 

 

Suggested Readings: 
1. K.N. Krishna Swamy Appa Lyer Siva KumarM. Mathirajan: Management Research Methodology, 

Pearson Education. 

2. Ranjit Kumar: Research Methodology, Pearson Education. 
3. Donald R. Cooper and Pamela S. Schindler: Business Research Methods, Tata McGraw Hill 

4. Michael Riley et.al: Researching & Writing dissertation in Business & Management, Thomson Learning. 

5. R. Pannerselvam: Research Methodology, Prentice Hall India. 

6. R. Nandagopal et.al.: Research Methods in Business, Excel Books. 
7. William G.Zikmund : Business Research Methods, Thomson South Western Publication 

8. C.R. Kothari: Research Methodology-Methods &Techniques, Vikas Publishers. 

 

 

  





Paper Code: MBARM-2008 PRODUCT AND BRAND MANAGEMENT Credit = 4 

Marks = 100 

 

Objectives: To provide a comprehensive understanding of brands, brand equity & strategic brand 
management.  An important goal of this course is to enrich the learners about current issues and developments 

regarding these issues. 

 

SECTION – A  

Introduction to Product and Brand Management: Importance of Product & Brand management in 

Retailing; Product and Marketing mix; Product Levels; Product Hierarchy; Product Classification-Consumer 

goods, Industrial goods; Product mix;  

Product Line Decisions: Product Line Analysis, Product Line Length, Line Modernization, Line Featuring 
and Line Pricing. 

 

SECTION – B  

New Product Development: Challenges in New Product Development; Budgeting and organizing for New 
Product Development;  

New Product Development Process: Idea generation, Idea screening, Concept Development, Concept 

Testing, Market Strategy Development, Business Analysis, Commercialization; Test Marketing. 
 

SECTION – C  

Consumer Adoption Process: Introduction to Consumer Adoption Process; Factors Affecting Adoption 

Process;  
Product Life Cycle: Concept. 

Market Evolution: Marketing Strategies at each stage; Stages of Market Evolution, New Product Attributes. 

 

SECTION – D  

Brand Management: Brand definition; Brand equity; Branding Challenges; Brand name decision, Brand 
Strategy Decision; Brand Repositioning; Packaging and Labeling; Managing Brand and Product line 

portfolios-BCG Matrix, GE Model, Ansiff’s Matrix. 

 

Suggested Readings: 

1. Kevin Keller: Strategic Brand Management, Pearson Education. 

2. YLR Moorthi: Brand Management: The Indian Context, Vikas Publications. 

3. Philip Kotler, Waldermar Pfoertsh: B2B Brand Management, Springer.  
4. Gary L. Lilen & Arvind Rangswami: New Product and Brand Management - Marketing Engineering 

Applications, Prentice Hall India. 

5. Christoph H. Loch, Stylianos Kavadias: Handbook of New Product Development Management, 
Butterworth-Heinemann 

6. R. Elliott and L. Percy: Strategic Brand Management, Oxford University Press. 

7. P. Trott: Innovation Management and New Product Management, Prentice Hall India. 
 

  





Paper Code: MBARM-3002 OPERATIONS RESEARCH AND  

TOTAL QUALITY MANAGEMENT 

Credit = 4 

Marks = 100 
 

Objective: To understand the basic concepts of operations research and its usage for business managers. The 

paper also deals with understanding Total Quality Management concept and principles and the various tools 
available to achieve Total Quality Management and to create awareness about the ISO and QS certification 

process and its need for the industries. 

 

SECTION – A  

Operations Research: Introduction to OR- Definition, Characteristics, Scope and Necessity of OR Models-

Principles and Types.  

Decision making: Decision making environment, Decision making under certainty, Decision making under 
uncertainty, Decision making under risk, Decision Tree Analysis. 

Modelling with Linear Programming:  Two variable LP Model, Graphical LP solution, Simplex Method and 

Duality. 
 

SECTION – B  

Transportation Model and its variants: Definition of Transportation Model, Non-traditional Transportation 

Models, The Transportation Algorithm, The assignment model, The Transshipment Model. 
Network Models: Scope and Definition of Network Models, PERT, CPM, Phases of a Project, Network 

Arrow Diagrams, Slack, Critical Path, Float, Crashing the Network. 

 

SECTION – C 

Total Quality Management (TQM): Concept and definition of quality, Dimensions of quality, Obstacles and 

benefits of TQM, Leadership, Customer satisfaction, Employee Involvement, Performance Measures. 
 

SECTION – D 

Quality Management: Benchmarking, Quality Management Systems, Quality Function Development, Quality 

by design, Failure Mode and Effect Analysis, Management Tools Taguchi’s Quality Engineering. 
 

Suggested Readings: 

1. James R. Evans: Total Quality Management, Cengage Learning. 
2. Hamdy A. Taha: Operations Research An Introduction, Pearson Prentice Hall India. 

3. Dale H. Besterfield, et al: Total Quality Management, Prentice Hall India. 

4. James R. Evans & William M. Lidsay: The Management and Control of Quality, South-Western 
(Thomson Learning)  

5. A.V. Feigenbaum: Total Quality Management, McGraw Hill. 

6. J.S. Oakland: Total Quality Management, Butterworth Heinemann.  

7. V. Narayana and N.S. Sreenvasan: Quality Management – Concepts and Tasks, New Age International. 
8. Zeiri: Total Quality Management for Engineers, Wood Head Publishers. 

9. J.K. Sharma: Quantitative Techniques for Managerial Decisions, Macmillan. 

10. N.D. Vohra: Quantitative Techniques in Management, Tata McGraw Hill. 

11. Tulsian and Pandey: Quantitative Techniques, Pearson Education. 

12. Hiller and Lieberman: Introduction to Operations Research, Tata McGraw Hill. 

13. Hira Gupta: Operations Research, Sultan Chand and Sons. 

 

  



Paper Code: MBARM-3003 CUSTOMER RELATIONSHIP MANAGEMENT Credit = 4 

Marks = 100 
 



Paper Code: MBARM-3004 FRANCHISING MANAGEMENT Credit = 4 

Marks = 100 

 

 
Objectives: The objective of this course is to create an indepth understanding of Franchising and the legal 

aspects related to Franchising. 

 

SECTION – A 
Introduction to Franchising: Definition of franchising, History and Overview, Types of Franchises, 

Advantages and Disadvantages to Franchisor, Advantages and Disadvantages to Franchisee, Elements of a 

Successful System. Recognizing franchising opportunities. Accessing franchise feasibility. 
 

SECTION – B 

Choosing Franchisees: Right Profile of choosing franchisees, Sources of Revenue, The Role of Real Estate, 

Infrastructure/Services Provided, Profit Pie to Share, Multi-Level Franchising, Company Owned Stores. 
Managing and marketing the franchisee business. Franchisor support services. 

 

SECTION – C 
Advance Concepts in Franchising: Multi-Concept Franchises, Market Development/Encroachment, 

International considerations, Enforcement of Standards, the franchising relationship. 

 

SECTION – D 

Legal and Global Aspects of Franchising: Franchise Legal Documents, Trademarks, Copyrights, Patents, & 

Trade Secrets, Transfer/Exit Strategy, Succession (Family Issues), Termination, International Franchising. 

 

Suggested Readings:  

1. Steven Rogers, Roza Makonnen: The Entrepreneur’s Guide to Finance and Business, McGraw Hill. 

2. Harold Brown: Franchising: Realities and Remedies, Law Journal Press. 
3. Joe Mathews, Don DeBolt, Deb Percival: Street Smart Franchising, CWL Publishing Enterprises. 

4. Stephen Spinelli, Robert Rosenberg, Sue Birley: 28(n)21.7391(c)9.21631(hi)17.1297(s)-24.0425(i)17.1297(ng)21.7364(,)-10.8696( )-10.8696(4.8262(i7364(,)-1.(l)g68( )-10.8696(M)-2.30414.8 )10.8696(F)7(s)-24.04221764(pi)-4.60815(ne)9.21764(l)-4.60815(l)-4.60815(i)17.131(,)-10.(hi)17.1297(s)-24.049.8415(l)-4.61631(ne)30.1(L)2.30341( u.7391( )-10.8696(836.869.52( )-10.86)-6.9129(o)21.7391(z)9.21764(a)-1 )-10.8696(S)26.3486( )86)-6.9129(o)21.7391Inlt



Paper Code: MBARM-3005 VISUAL MERCHANDISING Credit = 4 

Marks = 100 

 

Objectives: The course has been designed to enable the students to have knowledge regarding visual 
merchandizing, core designing in strategies mannequins and fashion apparel. 

 

SECTION – A 
Introduction to Visual Merchandising: Definition, need, significance and importance, use of design 

elements in creating various moods and impressions in visual merchandising. 

 

SECTION – B 
Core Design Strategies, Principles of design, balance of a display, point of emphasis in a display, rhythm in a 

display, harmony in a display.  

Color principles: Identify the basic colors and their properties. Explain the psychological effects of color, 
Identify basic color schemes. 

 

SECTION – C 
Display: Mannequins and Mannequin Alternatives, How to dress a mannequin window display, Display 

materials, types of ready-made materials used to construct displays, use of paper and fabric in display. 

 

SECTION – D 
Store Ambience: Layout and Fixture for Fashion Apparel, Fashion Apparel Wall Set Ups, Lighting and 

atmospherics. 

 

Suggested Readings: 

1. Martin M. Pegler: Visual Merchandising and Display, Fifth Edition, Fairchild Books. 

2. Robert Colborne: Visual merchandising: the Business of Merchandise Presentation, Thomson Learning. 

3. 





Paper Code: MBARM-F-3007 INVESTMENT ANALYSIS AND PORTFOLIO 

MANAGEMENT 
 

Credit = 4 

Marks = 100 
 

Objectives: The course has been designed to develop understanding of different concepts relating to analysis 

of investment and portfolio management and to provide exposure to derivatives market, its working and inputs 
on strategies used in derivatives market. 

 

SECTION-A 
Introduction to Investment Management: Concept and objectives of investment, Difference between 

Investment and Speculation, Investment and Gambling, Meaning of Investment Management, Investment 

Management Process, Investment Alternatives, Features of Investment Avenues, Types of Management 

Strategies, Approaches to Investment. 



Paper Code: MBARM-H-3008 INTERNATIONAL HUMAN RESOURCE 

MANAGEMENT 

 

Credit = 4 

Marks = 100 

 

Objective: The objective of this course is to give students a complete





Paper Code: MBARM-M-3010 ADVERTISING AND SALES MANAGEMENT Credit = 4 

Marks = 100 

 

 
Objectives:  The course is designed with an aim to develop an understanding of the decision processes in 

advertising from a marketer’s point of view and to understand the concept, methods and strategies of sales 

management. 

 

SECTION – A  

Introduction to Advertising: Advertising- an element in Marketing Mix, Role and Importance, Difference 

between advertisement and publicity, Advertising as a means of communication, Setting Advertising 
Objectives, DAGMAR approach to setting objectives, Media, selection, measurement of effectiveness of 

Media, Preparing advertising plan, Developing message, writing copy, advertising appeals and per-testing and 

post teaching copy Media decisions, media strategy and scheduling decisions, Planning and managing 

advertising campaigns. 

 

SECTION – B  

Integrated marketing Communications: Different types of advertising, public relations, advertising budget 
and relevant decisions, Advertising  agencies, their role and importance, management problems of agencies, 

client-agency relations, advertising in India, Problems and Prospects. Role of Integrated Marketing 

Communications (IMC), Designing, Objectives Setting and Budgeting for IMC programs, Developing 
effective communications, Managing Mass Communications: Events, Experiences and public relations, 

Measuring media. 

 

SECTION – C  
Sales Management: Sales organization, Sales Functions and its relationship with other marketing functions, 

External relationship of the Sales Department e.g. with distributors, Government and Public, Functions and 

qualities of a Sales Executive, Environment Routing and Scheduling, International Sales Management. 

 

SECTION – D  

Salesmanship: Theoretical aspects of Salesmanship, the process of selling, Sales forecasting methods, Sales 
budget, Sales force management, Recruitment, Selection, Training, Motivation and Compensation of the fields 

sales force and sales executive, Evaluation and control of sales force, Sales Territories, Sales Quotas. 

 

Suggested Readings: 
1. Rajeev Batra, John G.Myers, David A. Aaker: Advertising Management, Pearson Education. 

2. Raghuvir Singh: Advertising-Planning and Implementation, Prentice Hall India. 

3. Richard R Still, Cundiff W Edward and Govoni A P Norman: Sales Management, Decisions, policies and 

Cases, Pearson Education. 

4. K. K.  Havaldar : Sales and Distribution Management, Tata Mc-Graw Hill. 

5. G.E. Belch and M.A. Belch: Introduction to Advertising and Promotion, Irwin Publishers. 

6. C.H. Sandage, V. Fryberger and K. Rotzoll: Advertising, AITBS. 

  



Paper Code: MBARM-F-3011 STRATEGIC COST MANAGEMENT 

 

Credit = 4 

Marks = 100 
 

Objective: 



Paper Code: MBARM-H-3012 ORGANISATIONAL DEVELOPMENT 

 

Credit = 4 

Marks = 100 

Objective: The aim of this course is to provide valuable insight in managing change in such a way that 

knowledge and skills are transferred to build the organization’s capability to achieve goals and solve problems. 

It provides a critical assessment of the symptoms, mechanisms and dynamics of Organizational Development 

(OD) and evaluate the range of OD Interventions. 
 

SECTION – A  

Introduction to OD: Definitions of Organizational Development (OD), Growth and Relevance of OD. 

History of OD: The Laboratory Training, Survey Research and Feedback, Action Research, Socio-technical 
and Socio-clinical Parallels, Second Generation OD. 

Underlying Assumptions and Values: Assumptions about people as individuals, Assumptions about people 

in groups and about leadership, Assumptions about people in organizational systems, Assumptions that relate 
to values in the client organization, Values and belief system of behavioral scientist change agents. 

Foundations of OD: Models and Theories of Planned Change, Systems Theory, Participation and Empowerment, 

Teams and Teamwork, Parallel Learning Structures, Normative Re-educative Strategy of changing, Applied 

Behavioural Science, Action Research and Varieties of Action Research. 
 

SECTION – B 

OD Interventions - An Overview: A definition of OD interventions, nature of OD interventions, the major 

families of OD interventions, classification schemata for OD interventions. 
Team Interventions: 



Paper Code: MBARM-O-3013 ADVANCED PRODUCTION MANAGEMENT Credit = 4 

Marks = 100 
 

Objectives: The paper aims to make the students understand a systems view of operations and to understand 

the conversion of inputs into outputs with various technologies. 
 

SECTION – A  

Operations Management: Concepts and Functions. 
Product Design & Development: Product Design and its Characteristics, Product Development Process 

(Technical), Product Development Techniques. 

Process Selection: Project, Job, Batch, Mass & Process types of Production Systems, Product-Process Mix. 

 

SECTION – B  

Facility Location: Importance, Factors in Location Analysis, Location Analysis Techniques. 

Facility Layout: Objectives, Advantages, Basic Types of Layouts. 
Capacity Planning: Concepts, Factors Affective Capacity, Planning, Capacity Planning Decisions. 

Production Planning & Control (PPC): Concepts, Objectives, Functions. 

Work Study: Productivity, Method Study, Work Measurement. 
 

SECTION – C  

Materials Management: Concepts and Objectives. 

Introduction to modern Productivity techniques: Just in time, Kanban System, Total quality management & 
Six Sigma. 

Functions Purchasing Management: Objectives, Functions, Methods, Procedure. 

 

SECTION – D  



Paper Code: MBARM-4001 STRATEGIC MANAGEMENT Credit = 4 

Marks = 100 
 

 

Objective: The objective of this course is to create indepth understanding of various corporate strategies, their 
formulation, implementation and process of change in strategies. Further the course will enable students to 

appraise various strategies issues.  

 

SECTION – A 
Introduction: Conceptual framework of strategic management, Strategic formation process, Approaches to 

strategies decision making, Pitfalls, Techniques for improvement, Mission.  

Objectives and Goals: Significance, Characteristics and formation of Missions, Objectives and Goals, 
Porter’s five force model and strategies groups, Competitive advantage, Distinctive Competencies.  

Organizational Analysis through Internal Scanning: Value chain analysis, Organization structure and 

culture,Various strategies issues. 
 

SECTION – B 

Strategy Formulation: SWOT analysis, Strategies Factor Analysis Summary (SFAS), TOWS matrix, 

Corporate Strategy: Stability, Profit, Growth, Concentration, Diversification, Cost leadership, Differentiation, 
Focus, Life cycle effects, Tactics.  

Functional Strategy: Marketing, Financial, Operation, Human resource, Research and development, Risk 

culture, Strategy in global environment. 
 

SECTION – C 

Building and Restructuring Business: Start up route, Acquisition, Joint venture, Merger, Takeover, 
Restructuring, Retrenchment, Divestment, Harvest, Liquidation, Turnaround strategy.  

Strategic Choice: Concept, Process, BCG Matrix, GE matrix, Corporate parenting, Process of strategic choice, 

Balance scorecard.  

Implementation of Strategy: Designing of structure, Designing of effective control system, ISO 9000, 
Strategic system, Strategic change process. 

 

SECTION – D 
Strategic Evaluation and Control: Techniques of strategic evaluation and control, Strategic 



Paper Code: MBARM-4002 SEMINAR ON CORPORATE GOVERNANCE Credit = 2 

Marks = 50 
 

 
Objectives: The subject would enable the students to understand the parameters of accountability, control and 

reporting system by the corporate board and also help the students to have an insight into the interactive 

relationship among various corporate and related constituents in determining directions and performance of 

business organisations. 
 

SECTION – A  

Corporate Governance: Introduction and Overview.  
Corporate Board: Attributes, Duties, Responsibilities, Liabilities, Shaping Directorial Competence and Board 

Effectiveness, Financial Institutions and Nominee Directors. 

 

SECTION – B  

Corporate Governance and Security: Corporate Disclosure and Investor Protection, Corporate Restructuring 



Paper Code: MBARM-4003 WORKSHOP ON DEVELOPING 

ENTREPRENEURIAL SKILLS 

Credit = 2 

Marks = 50 
 

 

Objectives



Paper Code: MBARM-4006 ADVANCED SUPPLY CHAIN 

MANAGEMENT 

Credit = 4 

Marks = 100 

 

Objectives: This module is intended to provide insights into the strategic role of Supply Chain Management in 

Retail industry. 
 

SECTION – A  

Introduction to SCM: Material Handling & Wastage Control; Packing & Packaging; Vendor Managed 

Inventories, Just in Time (JIT); Sourcing decision in Supply Chain- selection of source, technical up-gradation 

of vendor, vendor performance evaluation, vendor rationalization; Strategic  sourcing; Supplier Relationship 

Management (SRM); Contract for product availability. 

 

SECTION – B  

Logistics and SCM: 





Paper Code: MBARM-4008 MARKETING STRATEGIES AND 

MANAGEMENT 

Credit = 4 

Marks = 100 

 

 
Objective: The objective of the course is to impart knowledge on the various dimensions of strategic 

marketing.  
 

SECTION – A  

Introduction to Marketing Strategies: Expanding total market, dealing with competition - Identifying and 

analyzing competitors, Defending and expanding market share; STP Strategy and its inputs; Assessing 
marketing capabilities of competitors; Understanding requirements of consumers; Developing brand loyalty 

and measuring brand equity, Market Challenger strategy, market follower strategy, and niche strategy, 

Marketing Strategies for domestic and global companies. 
 

SECTION – B  

Central role of strategic planning, Corporate and Division strategic planning, Trends in marketing practices, 

internal marketing, socially responsible marketing, Scanning











Paper Code: 







Paper Code: MBARM-O-4016 PRODUCTIVITY MANAGEMENT Credit = 4 

Marks = 100 
 

Objectives: This course aims at providing the understanding of concepts, techniques and attitude required for 

effective management of productivity in modern organizations.  

 

SECTION – A  

Introduction: The concept of productivity, Needs for productivity culture, Management and productivity, 

Factors affecting productivity, Efforts in productivity management, Organizational effectiveness and 

productivity.  

Sources of productivity: Labor, capital, efficiency in use of labor and capital, productivity and standard of 
living. 

 

SECTION – B  

Measurement of Productivity: Productivity cycle, Productivity measurement and its need, Total productivity 

mode, Limitations of partial measures of productivity, Productivity evaluation in organizations, Productivity 

and industrial relations. 
Productivity and business cycles: Cyclical pattern of labor productivity, market impact on productivity. 

 

SECTION – C  
Productivity and Planning: Productivity planning and improvement concepts, Strategies for productivity, 

International productivity management and experience, Indian experience in productivity. 

Productivity and price trends: Factors influencing relative price, relationship of price and output. 

 

SECTION – D  

Productivity and Government Policies: Productivity trends in selected industries: engineering, fertilizers, 

textiles and in energy, Impact of government policies on productivity. 
Productivity differences among countries: International differences in labor productivity, role of central 


