












































































da

, ,ffii#iih'tir
Bhavan's Vivekananda College

of Science, Humanities and Commerce
(Satntkpurl, Secunderbad, Telangana - 5OOO94)

Accredited with 'A' Grade by I{AAC
Autonomous College - Afliliated to Osmania Unlverslty

Department of Management Studies

PROGRAM NAME: MBA 120.22-241

MBA II YEAR I SEMESTER:2023-24

Cha,rman

Department ol Mana

Bca rd o, Studi

s Viyekan
g€ment S
anda Colte

ludie!Bhavan'
et Scrg4gg Humanitre gesandCommerc

Course
Code

Course Tltle HPW Credlts

MBA 3O1 Total Quality Management 4+L
MBA 3O2 Business Analytics 4
MBA 3O3 Entrepreneurship Development 4+L 4

E-I (Finance /HR/ Marketing)
Security Analysis & Portfolio

Management(F)
MBA 304.1

MBA 305.1 Compensation Management

Product and Brand Management(M)

4+l

MBA 306.1

4

E-Il(Finance / HR/ Marketlngl
MBA 304.2 Financial Modelling
MBA 305.2 Performance and Talent Management
MBA 306.2 Promotion and Distribution Management

4+t 4

Mlnor Electlve (Finance/HR/Marketing)
MBA 304.3 Personal Finance

MBA 305.3

MBA 306.3 Advertising and Sales Promotion

4+l 4

MOOCs ) c
Total Semester Credits 26I
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Accredited wlth 'A' Grade by NAAC
Autonomous College - Aflillated to Osmania Unlverslty

Department of Management Studies

PROGRAM NAME: MBA 12o122-241

Course
Code

Course T'ltle Credits

MBA 4O1 Supply Chain Management 4+l 4
MBA 4O2 Strategic Management 4+l 4
MBA 4O3 Intemational Business 4+l 4

E-I (Finance /HR/Markettng)
MBA 404.1 Derivatives 4+L 4
MBA 405.1 HR Analytics
MBA 406.1 Buver behaviour

E-II(Finance /HR/Markettng)
Banking and Insurance 4+l 4

MBA 405.2 Labour laws and Industrial relations
MBA 406.2 Services and Retail Marketing

Mlnor Electlve (Flnance/HR/MarLeting)
MBA 404.3 Commercial banking 4+1 4

International Human Resources
Management

MBA 406.3 Retail Management
Project report 2

Project 2 2
Total Semester Credits 2A
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Semester HPW Credits
lst year Semester I 26
lst year Semester II 30
2"d year Semester I 30 26

2nd year Semester II 30 28
TOTAI L20 106

Course No. of Credits

DSC 72
Elective / Specialisation papers 24

Seminars &Mini project 4
MOOCs o

Proj ect 4
Total 106

Summary of credits

30
26
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Bhavan's Vivekananda College

of Science, Humanities & Commerce
Re-Accredited with 'A' grade by NAAC

Autonomous College - Afliliated to Osmania University
Sainikpuri, Secunderabad - 5OOO94

Department of Management Studies
PROGRAM NAME: MBA

COURSE NAME: Total Quality Management

Course Code: MBA 3Ol
YEAR/SEMESTER: II|I

HPW: 4+1
NO. OFCREDITS: 4

Unit-I: History and Evolution: TQM-Connotations of Quality, Quality Dimensions -
Product and Service, The concept of TQM, Evolution of TQM - Inspection, SQC, QA and
TQM. Deming's Philosophy, Conventional quality management versus TQM. Benefits
and costs of TQM. Historical perspectives of TQM. Quality System Awards and
Guidelines - ISO, Malcolm Baldrige National Qua.liry Award (MBNQA), European
Foundation for Quality Management (EFQM)

Unit II: Tools of TQM: (Theory only): Measurement Tools: Check Sheets, Histograms,
Run Charts, Scatter Diagrams, Cause and Effect Diagrams, Pareto's Chart, Process
Capability Measurement.
Analytical Tools: Process Mapping, Regression Analysis, Resource Utilization and
Customer Service Analysis, The Five Why's, Overall Equipment Effectiveness.
Improvement Tools and techniques: Kaizen, JIT, Quality Circles, Forced field
Analysis, Five S's. Control Tools: Gantt Chart, Network Diagram, Radar Chart, The
PDCA rycle, Milestone Tracker Diagram and Earned Value Management.

Unit - III: Techniques of TQM: Quantitative techniques: Failure Mode Effect Analysis
(FMEA), Statistical Process Control (SPC), Quatity Function Deployment (QFD), Design
of Experiments (DOE), Quality by Design and Monte Carlo Technique (MCT).
Qualitative techniques: Benchmarking, Sales and M

Board ol Studies
Department of Management Sludios
Bhavan's Vivekananda College

ol Sc,ence, Humanities and Commqrca
Sarnikpuri, Secunde.abad.5ooog{.

Course ObJectives:
CO1. This course is aimed at orienting the students towards the importance of quality

as a management tool
CO2. Towards understanding the principles and practices of total quality management
CO3. Introducing various tools and techniques used in the measurement of quality

CO4. Understanding the importance of six sigma as a quality tool
CO5. Sensitizing the students to the importance of quality in services sector

1-a-€j*,ol*
Prof. K.G. CHANDRIKA

-A- M Sc.. MBA.. Ph.D.hTt-tl PRoFEssoR
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Operations Planning, Kanban and Activity Based Costing (ABC). Taguchi methods:
Quality loss function, Signal-to-Noise ratio: Nominal- the best, Target-the-best,
Smaller-the-best, Larger-the-best. Parameter design, Tolerance design

Unlt -V: TQM in the Service Sectors: Implementation of TQM in service organization:
Framework for improving service quality, Model to measure service qualitSr programs.
TQM in Health-care services, Hotels and financial services - Banks, Investment
Company and Mutual Funds.

References:
1. K. Shridhara Bhat, 'Total Quality Management", Himalaya publishing House.
2. Poornima M Charantimath, "Total Quality Management",
2003, pearson.
3. R. P. Mohanty & R. R. Lakhe, "TQM in the Service Sector",
Jaico Books
4. Dale H. Besterfield, Carol Besterfield - Michna, Glen H
Besterlield and Mary Besterfield, "Total Quality
Management", 2006,3'd Ed. PHI

Suggested Readlngs:
1. John L. W. Beckford, 'Quality: A Critical Introduction', 3rd Ed. Routledge - Taylor
and Frances Group, New York and London.
2. Greg Brue, "Six Sigma for Managers', 2002, TMH.
3. Kanishka Bedi, 'Quality Management', Oxford University
Press.
4. Mukhe{ee, P N, "Total Qualiff Management',2007, PHI.
5. "The Six Sigma Instructor Guide", Green belt Training made easy, 2008, 2nd Ed.
Macmillan

Course Outcomes:

COl. Understand the basic terminologies and metrics that are used to govern quality
management

CO2. Get a better perspective on quality standards like ISO
CO3. Be able to identiff the various metrics that govem quality
CO4. Elucidate the role and importance of six sigma as a quality measurement tool.
CO5. Identiff the various means and techniques for establishing quatity in service

sector

Prof. K.G. CHANDRIKA,*', ' x.sc.. ugA,, Pn.D.rJTP.Yi PRoFESSORWl/ o.ornmcnt of Busincss MmagrmcntE+EAU olulri![tnilr.rtirt
HYdorabsd
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Unlt - tV: Six Sigma: The concept of Six Sigma, Objectives of Six Sigma, The frame-
work of Six Sigma programme, Six Sigma organizations: roles and responsibilities, six
sigma problem solving approach: The DMAIC model, Six Sigma Metrics: Defects per
million opportunities and First pass yield. Benehts of Six Sigma.
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Department of Management Studles
PROGRAM NAME: MBA

COURSE NAME: Business Analytics

HPW:4+1
NO. OFCREDITS: 4

Course ObJectlves:

COl: To impart knowledge on the overview of business analytics concepts
CO2: To create an understanding on descriptive analytics techniques
CO3: To help the students implement the techniques of predictive analytics
CO4: To make students familiarize the execution prescriptive techniques
COS: To Create an understanding on Business Analytics in practice

Unit I: Introductlon to Buslness Analytics: Definition of Business Analytics,
Categories of Business Analytical methods and models, Business Analytics in
Practice,Big Data - Overview of using Data, ,I}pes of Data.

Unit II: DescriptiveAnal5frics: Overview of Description Statistics - Measures of
Central Tendency (Mean, Median & Mode) using MS- Excel - Measures of
Variability (Range, Standard Deviation, Variance and Coefficient of Variation) using
MS Excel - Data Visualization (Definition, Visualization Techniques - Tables, Cross
Tabulations, Charts) using MS-Excel &Concept of Data Dashboards.
No Numerical Problems

Unit III: Predlctlve Anal5rtlcs: Forecasting Techniques - Trend Lines (Straight Line,
Parabola and Exponential) & Regression Analysis (Linear & Multiple) using MS Excel,
Data Mining - Definition, Approaches in Data Mining- Data Exploration & Reduction,
Classification, Association, Cause Effect Modelling (Only Conceptual framework only).
NoN blems

NDRIKA Jard Ci SludreslA. -'. , .,. n... )ft8cgfla i, Ph.D

<;@,4ilffiSffi.Fffr",*.,*,
Hyderabad.

Deirrrtment ol Management Sfudies
thavan's Vivekananda College

of Sc ence, humanrttes and Commerce
Sa r nikpuri, Secunderabacl-S(XDgt.

Course Code: MBA 3O2
YEAR/SEMESTER: II/I



Unlt IV: Prescrlptive Analytlcs: Overview of Linear Optimization, Non-Linear
Programming, Integer Optimization, Cutting Plane algorithm, Decision Analysis (Risk
and uncertainty methods)

Unit V: Overview of programmlng uslng R
R Environment, R packages, Reading and writing data in R, R functions, Control
statements, Frames and subsets, Managing and Manipulating data in R.

Suggested Readlngs:
l. Camm, Cochran, Fry, Ohlmann, Anderson, Sweeney, Williams- Essentials of

Business Analytics, Cengage karning, 2015.
2. Jakkula, Agarwalla, Karuna Sree, Business Analytics, Himalaya Publishing

House, 20 19.

3. Garrett Grolemund, Hands-On Programming with R: Write Your Own
Functions and Simulations, O'Reilly Publications, 2014.

Refereaces:
1. Albright Winston, Business Ana-lytics- Data Analysis-Data Analysis and

Decision Making, Cengage Learning, Reprint 2016.
2. Sahil Raj, Business Analytics, Cengage Leaming, 2015.
3. James Evans, Business Analytics, Pearson, Second Edition, 2017.
4. Mark Gardener, Beginning R: The Statistical Programming, O'Reilly

Publications, 20 13.

Course Outcomes:

After Completion of the Course, students will be able to:

Board ol Studies
Departmenl ot Management Studias

Bhavan's Vivekananda College
of Sc ence, Humanilres and CommercO

SaLnikpuri, Secunderabad'500094'

COl: Describe business analytics concepts and Examine the various types of
analytics
CO2: Implement the techniques of descriptive analytics
CO3: Demonstrate the various techniques of predictive analytics
CO4: Execute the techniques of prescriptive techniques

ChairmanJ "#ffis 
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Department of Management Studies
PROGRAM NAME: MBA

COURSE ITAME: Entrepreneurial Development

Course Code: MBA3O3
YEAR/SEMESTER: II|I

HPW:4+1
NO. OF CREDITS:4

Course ObJectlves:
COBI: To make students understand the concept of Entrepreneur and
Entrepreneurship.
COB2: To make students aware about factors alfecting of Entrepreneurial growth.
COB3: To make students aware about small businesses and opportunities for
Entrepreurship
COB4: To make students aware of different institutions supporting finance to

entrepreneurs
COB4: To make students aware of different Funding assistance.

Unit - III: Small Enterprises:Delinition-Characteristics-Relationship with large
units-Rationa-1e-Objectives-Scope of Small Enterprises-Opportunities for an

le of Small Enterprises in Economic Development-Their
tion and Selection-Project Formulation-Project Appraisal-

Unit - I: Entrepreneur and Entrepreneurshlp:Evolution of the Concept of
Entrepreneur{haracteristics of an Entrepreneur-Distinction Between an
Entrepreneur and a Manager-Functions of an Entrepreneur-Theories of
Entrepreneurship- Concept of Entrepreneurship-Growth of Entrepreneurship in
India-Role of-Entrepreneurship in Economic Development{oncept of
Entrepreneurship-.F\rnctions, growth, Problems, Development, Recent Trends of
Women Entrepreneurship-Meaning of and-Need for Rural Entrepreneurship-
Problems and Development of Rural Entrepreneurship.

U nit - II: Factors Alfectlng Entrepreneurlal Growth:Economic and Non-Economic
Factors-Government Actions; Entrepreneurial motivation; Entrepreneurial
competencies; Entrepreneuria-l mobility; and Entrepreneurship Development
Programmes (EDPs)-Need for, objectives, course contents and curriculum, phases,
evaluation of EDPs.



Financing-ownership Structures, MSME act.

Unlt - IV: Instltutloaal Flnance to Entrepreneurs:Commercial Banks-Other Major
Financial Institutions such as IDBI, IFCI, IIBI, LIC, UTI, NABARD, SFCs, SIDCs, SIDBI,
and EXIM Bank; Need for Institutional support to Entrepreneurs-Role of NSIC, SSIB,
SSICs, MSMEDI, DICs, Industrial Estates, Specialized Institutions, and TCOs,
Microfinance institutions.

Unlt - V: Venture Capltal:Venture Capital Financing Concept and features, Need,
relevance and development of venture capital funds. Structure and regulatory
framework of venture capital hnancing in India. Investment process and evaluation -
Conventional valuation method, the first Chicago method, Revenue multiplier method.
Structuring venture capital financing. Investments nurturing methodologies -
valuation of venture capital portfolio. Performance of TDICI and other Venture Capital
Firms in India. Exit Strategies of venture capital financing. Policy imperatives of VCF
development in India. Role of private equity.

Suggested Books:

l. Vijay Sathe, " Corporate Entrepreneurship" lst edition, 2009, Cambridge
2. S.S. Khanka, "Entrepreneurial Development", 2OO7, S. Chand & Co. Ltd.

3. Vasanth Desai, "Dynamics of Entrepreneurial Development and Management",
2OO7, HPH, Millenium Edition.

4. Dr. Vasant Desai, 'Small Scale Industries and Entrepreneurship', 2006, HPH.
5. P. Narayana Reddy, "Entrepreneurship - Text and Cases',2010, 1"t Ed. Cengage

[,erning.
6. S. R. Bhowmik and M. Bhowmik, 'Entrepreneurship", 2007, New Age

International.

7. David H. Hott, "Entrepreneurship New Venture Creation", 2004, PHI.

8. A. Sahay and A. Nirjar, 'Entrepreneurship", 2006, Excel Books.

9. Poomima. M Charantimath, "Entrepreneurial Development and Small Business
Enterprises', 2006, Pearson Education.

References
1.Morse.E.A., Mitchell.R.K., "Cases in Entrepreneurship", 2006, Sage
Publications.
2.Donald G. Kuratko and Richard M. Hodgetts, "Entrepreneurship', 2006,
Thomson.

Course Outcomes:
At the end of the course Students will be able to
COl: Explain the concept of Entrepreneur and Entrepreneurship.
CO2: know about factors affecting Entrepreneurial development
CO3: Know about small businesses and opportunities for entrepreneurial growth
CO3: Aware of different institutions supporting finance to entrepreneurs
CO4: Exp lore different financial options and funding agencies supporting
Entrepren

Prof. K.
M.Sc., MBA.. Ph.D. rman
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Bhavan's Vlvekananda College
of Science, Humanitles & Commerce
Re-Accredited with'A' grade by NAAC

Autonomous College - Afliliated to Osmania Universlty
Salnikpurl, Secunderabad - 5OOO94

Department of Management Studies
PROGRAJTI NAME: MBA

COURSE NAME: Securlty Analysls & Portfolio Management (Ff

PAPERCODE: MBA3O4.1
YEAR/SEMESTER: II/I

PPW:4+1
NO. OF CREDITS:4

COURSE OBJECTIVES:

Unit - I: Investnetrts: Investment Concept; Real vs. Financial assets; Investment
decision process-(Investment policy, Investment analysis, valuation of securities,
construction of portfolio, evaluation of portfolio) Sources of investment-information;
Investment vs. Speculation; Factors to be considered in investment decision-(Liquidity,
Return, Risk, Maturity, Safety, Tax and Inflation.) The concept and measurement of
return-realized (Historical) and expected return (Ex-ante and ex-post returns). The
concept of risk. Sources and types of risk. Measurement of risk, Standard Deviation
and Co-Eflicient of Variation. Risk-return trade-off. Risk premium and risk aversion.
** Problems: calculation of Hlstorical and E:rpected return and rlsk of a slngle
securlty,

Unit - II: Fundamental and Technlcal Analysis
Approaches to investment analysis-Fundamental Analysis (Economic analysis,
Industry analysis, Company analysis); Technical Analysis (Basic principles, and
technical indicators-(major and minor trends, support and resistance, moving average,
RSI), Calculation of RSI and moving averages, Tlpes of charts and construction of
charts- Line chart, bar chart, candle stick charts. Security Market Indexes, their uses;
computationa-l procedure of Sensex and Nifty.
** Problems: calpulation of RSI, moving averages, constructlon of charts uslng

ffi :#xT*:k{f,?ffiFegt""ickcharts' jw\cro"w.*,"_\Qw,**'3';liii{;1g[]rff** 
F'irH:il,"J:ffi:"#Tt'Ji:ol Science. Humanlties and Com-_ml

Sa I n ikpuri, SecunOeraUaO-!000.S

ffitsIffiH$

COl.To Discuss and calculate risk and return of a single security.
CO2. To discuss approaches of investment analysis namely Fundamental and
Technical analysis.
CO3. To calculate the value of an equity using DDM and Bond valuation.
CO4.To identify the minimum risk of a portfolio and detect over pricing or under-
pricing using CAPM.
COS.To calculate Portfolio using portfolio performance measures



Unlt - III: Valuatlon of Debt and Equlty :Common Stocks - Analysls and

ValuaHon: Basic Features of common stock, Need for valuation, Approaches to

va-luation-Balance sheet model, Dividend discount model - zero, constant, two
growth, three growth, P/E model.

Features and Tlpes of debt instruments, Bond indenture, Bond convexity. Factors
affecting bond yield. Bond risk-(purchasing power risk, interest rate risk, call risk,
liquidity risk) Bond yield measurement-Current yield, holding period return
(HPY),YTM( Yield to Maturity), AYTM( Approximate Yield to Maturity) and YTC( Yield to
CalU.
** Problems: Dividend Dlscount Model Holdtng Period Yield, AYTM, YTM, YTC.

Short answer problem: current yield, P/E model.

Unlt - IV: Portfolio Theory & Construction: Concept of portfolio. Portfolio return and
risk. Harry Markowitz's Portfolio theory, construction of minimum risk portfolio,
Capital asset pricing model (CAPM): Security Market Line. Identifying over-priced and
under-priced securities. Arbitrage pricing theory (APT): The Law ofone price, two factor
arbitrage pricing,
* Problems: Portfolio return and risk using Harr5r Markowltz's Portfolio theory,
Markowitz minimum risk portfolio, CAPM (identlfication of overprlced, under-
pricedf, API ( Tno factorf.

Unit - V: Portfollo Evaluatlon & Revlslon: Performance Evaluation measures-
Sharpe's reward to variability index, Treynor's reward to volatility index, Jensen's
differential index.
Mutual funds: genesis, features, types and schemes. NAVs, costs, loads and return of
mutual funds, Problems and prospects in India, Regulation of mutual funds and
investor's protection in India.
** Problems: Performance measures :( Sharpe's, Treynor's, Jensen).

References:

5.S. Chand 'Investment Management: Security Analysis & Portfolio Management".

6. Charles.P.Jones, 'lnvestments: Analysis and Management", John Wiley & Sons, Inc.
gth Ed

Suggested Books:

l.Donald E. Jordan: 'Securities Analysis and Portfolio
l4af*.ws{e cha,r an
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1. Investment Analysis and Portfolio Management: Prasanna Chandra, TMH, third
edition.
2. K Sashidharan and Alex K Mathews, "Security Analysis and Portfolio Management',
Tata McGraw Hill Education Private Limited.
3.Preeti Singh, Investment Management, 2010, HPH, 17th Revised Edition.
4. Punithavathy Pandian, "Security Analysis and Portfolio Management", Vikas
PublishingHouse



2.Alexander. G.J, Sharpe. W.F and Bailey. J.V, "Fundamentals of Investments", PHI,
3rd Ed.

3.Dhanesh Khatri, "Security Analysis and Portfolio Management", 2OlO, Macmillan
Publishers.

4.Sudhindra Bhat, "Security Analysis and Portfolio Management",2OO9, Excel Books.

5. S. Kevin, "Analysis and Portfolio Management", PHI.

COURSE OUTCOMES:

At the end of the course students will be able to:

CO4.To Estlmate risk and return of a portfolio, minimum risk of a portfolio and detect
overpricing and under-pricing of a stock using CAPM model.
COS.To Measure Portfolio using portfolio performance measures.

*c
Prof. K.G. CHANDRIKA

-<Fs- M Sc . MBA., Ph.D.
hll-lrl PROFESSoR

*Ii!lZ- ocpanmcnt of Busr^ris Manag.nlnt<\iJEI4P Olnr.Ia,tEl.rrr.rtitp
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alrman

COl.To Estlmate and Measure risk and return of a single security
CO2. To Present approaches of investment analysis.
CO3. To Assess the value of a equity share using DDM and validate the value of a
bond using Bond Yield
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Department of Management Studies

PAPER CODE: MBA3O4.2
YEAR/SEMESTER: IIII

HPW:4+1
NO. OP CREDITS: 4
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Course ObJectives:

1. To understand the advanced features of excel.
2. To design and develop the equity valuation models.
3. To develop skills in creating a project evaluation model and risk analysis
4. To develop break event charts and cash models.
5. To prepare and present financial reports using power point presentation

Unlt I: Introduction to Financial Modeling and Excel: Introduction to Modeling -
Introduction to excel - Understanding advanced features in excel - database functions
in excel, advanced modeling techniques - Extrapolation, Historgram, Data Filter and
Sort - Charts and Graphs - Table formula and Scenario building - Lookups V lookup
Match & Offset, Pivot tables - Advance Modeling Techniques.

Untt II - Equlty Research Modellng - Analysis of Financial Statements - Introduction
to Financial Statement Analysis - Financial reporting mechanics - Understanding
Income Statement and Balance Sheet, Cash Flow Statement - Financial Analysis
Techniques - forecasting financial statements using excel - Analyzing hnancial
statements by using spreadsheet model - Ratio Analysis of Industries - Peer to Peer
analysis

Untt III ProJect Flnance - Stages of Project - Initial & Development Phase - excel in
project appraisal - risk analysis in project appraisal - Generating cash flows -
Sensitivity Analysis - Cash flow waterfall & resolve circular reference problem in

during construction

G<_q_/._
Boarc ol Studies

Department of Management Studias
Bhavan's Vivekananda College

of Scrence, Humanities and Commerce
Sarnikpuri, Secunderabad-5OOO94:

Prof. K.G. CHANDRIKA
.-o! " u.s" , t'tBA, Ptt o'
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HYdorabad'

PROGRAM NAME: MBA

COURSE NAME: Financial Modellng



Unlt IV Varlance analysls and break-even analysls - TYpes of variances - Cash flow
budgets - Monthly cash model - Flash reports and graphics - Breakeven analysis -
charts - operating leverage - hnancial leverage and combined leverage

Unlt V Report Wrtttng - Overview - essentials of good reporting - Steps in writing a
frnancial analysis report - Fresentation of charts and graphs - preparation of report
and power point presentation

Reference Books

Course Outcomes:

After completion of the course students will be able to

Understand the advanced features of excel.

Design and develop the equity valuation models.
Develop skills in creating a project evaluation model and risk analysis.
Develop breal< event charts and cash models.
Prepare and Present financial reports using power point presentation

.G
Prof, K. G. CHANDnrK4
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l. F inancial Modeling, 'Simon Benninga, Third Edition, MIT Press, 208
2. Financial Modeling using Excel ald VBA, Chandan Sengupta, Second Edition,

John Wiley & Sons 2004
3. Mastering F inancial Modeling, Alastair Day, Prentice Hall, Pearson Education,

2001.
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Department of Management Studies
PROGRAM NAME: MBA

COURSE NAME: Personal Finance

PAPER CODE: MBA 304.3
YEAR/SEMESTER: IIII

HPtrI: 4+1
NO. OF CREDITS:4

Course ObJectives:

CObl. To make the students understand ald determine Personal financia-l planning
process and interpret personal financial statements
COb2. Able to make them Categorize the various types of investment avenues
COb3. To make the students learn about types of insurance.
Cob 4. To make the students learn about tools of retirement plan and pension schemes
Cob 5. Enable the students to prepare personal tax planning and filing of income tax
returns

Unlt I: Baslcs of personal flnance: Financial plan, Need, components of financial
plan, Introduction to personal financeplanning (PFP), objectives of personal finance
planning, steps in formulating personal financeplanning, PFP strategies, PFP process,
preparation of personal budget, Estimation ofcash inflowsand cash outflows.

Untt II: personal savlngs & lnvestment:Factors influencing investment- return, risk,
liquidity, safety, tax benefits, time period, hedgeagainst inflation. Personal savings
avenues- Bank deposits, post oflice savings, mutual funds (SIP), shares, debentures
and govemment bonds, ETF, Investment in physical assets- Real
estate, Gold, silver. l,oans for personal needs- Education loan, Vehicle loan, home loan,
EMI.
Unit III: protectlon of assets: Insurance- nature, elements of insurable risks,
functions of insurance, introduction to lifeinsurance and non-life insurance, Ilpes of
insurance- life insurance, health insurance, vehicleinsurance, Insurance premium,
Insurance Ombudsman. Introduction to IRDA.

Unlt tV: Retirement plannlng: Retirement planning-meaning, Introduction to effect
of compounding( only theory), Need for retirement planning- Financiallndependence,
Portfolio planning or asset allocation. Investments for Retirement- Pension schemes-
PPF, NPS, Pension plans, Defined contribution plan and Defined benefit plan, provident
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Unit V: Personal Tax plannlng & Estate planning: overview on old tax regime and
New tax regime (only theory), Personal tax planning, tax computation, tax exemptions,
frling of income tax returns.
Tax savingsavenues- Medical insurance, PPF, NPS, ELSS, NSE, Children's Tuition

fees, home loan,
Estateplanning- Meaning, Need of Estate planning, Essentials of Estate planning.
Difference betweenan Estate Plan and a Will.

References:
l. Management of Banking and Financial Services- Padmalata Suresh Justin Paul,
Pearson 2&quot;a
edition.
2. Banks and Institutional Management, Vasant Desai, HPH, 2O7O 2rd, edition.
3. Indian Insurance- a profile, H. Narayanan, Jaico publishing house, 2008.
4. Banking and Insurance by Prof. Nageswar Rao &amp; Dr.Shasidhara Reddy.
Paramount Publishing
House, First edition- 2013
5. M.Y.I(han, Indian Financial System, TaTa Mc Graw Hill

Course 0utcomes:

CO 1: To Determine Personal financial planning process and interpret personal
financial
statements
CO2: To Categorize the various types of investment avenues
CO3: To Infer the types of insurance plaas
CO4: To infer various retirement plans and pension schemes
CO5: To interpret personal tax planning and filing of income tax returns
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BHAVAN'S VTVEI(ANAI{DA COLLEGE

OF SCIENCE, HUMANITIES AND COMMERCE
Autonomous College - Affiliated to Osmania University

(Re-Accredited with 'A'grade by NAAC)

COURSE NAME: Compensation Management

PAPER CODE: MBA 305.1
YEAR/SEMESTER: II|I

.{*
of. ,G, CHANDR

HPtrI:4+1
NO. OF CREDITS:4

Course ObJectlves:
Cobl:To make students aware of the concept of Compensation Management.
Cob2: To understand the influencing factors of Compensation on Employee behaviour
towards Employee Behaviour.
Cob3: To make students equip with the knowledge of Designing the compensation
system.
Cob4: To make them learn the concept of different types of Employee benefits.
Cob5: To make them understand the new challenges associated with compensation.

UNIT-I: Introductlon to compensation management:Meaning-definition -objectives-
principles and importance of compensation management. Competitive advantage
through Human Resources- role of compensation. Theories of Compensation: economic
and behavioura-l theories. Factors influencing compensation management.
Compensation strategies. Concept of total reward system-New trends in compensation
management.

UNIT - II: Compensatlon and Employee Behaviour: Stake holders of compensation
management. factor influencing effective compensation management-motivational
issues. Bases for Traditional Pay System and Modern Pay System-Establishing Pay
Plans-Seniority and Longevity pay- Linking Merit Pay with Competitive Stratery-
Incentive Pay-Person focus to Pay-Team Based Pay.

UNIT - III: Deslgning Compensation System:Compensation fixation - Role of Wage
Board & Pay Commissions. Building internally consistent Compensation System-
Creating Internal Equity through Job Analysis and Job Valuation-Building Market
Competitive Compensation System-Compensation Surveys- Integrating Internal Job
Structure with External Market Pay Rates-Building Pay Structures that Recognize
Individual Contributions-Constructing a Pay Structure-Designing Pay for Knowledge
Program.

Pr
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Individual Contributions-Constructing a Pay Structure-Designing Pay for Knowledge
Program.

UNIT - [V: Employee Beneflts and Rewards and Recognltlon Management
Strategic perspectives on benefits- Employee Benefits and Services: statutory and
voluntaqr-Components-l,egally required Benefits- Components of Discretionary Core
Fringe Compensation- Intrinsic Rewards- Cafeteria Style Compensation, Fringe
Benefits and Supplementar5r Compensation - Benefits Administration-Costing the
Benefits-Designing and Planning Benefi t Program.

UI{IT - V: Contemporary Strateglc Compensation Challenges:
International Compensation and Competitive Strategies-Executive Compensation
Packages- Compensating Executives -Compensating the Flexible Workforce-
Contingent Employees and Flexible Work Schedules-Compensation for Expatriates
and Repatriates-Strategic Issues and Choices in Using Contingent and Flexible
Workers.Compensation Management in Multi-National organizations.

References:
l. Handerson, "Compensation Management in a Knowledge Based World', 2OO7,

Pearson Ed. 9th Ed.
2. Joseph J.Martocchio, 'Strategic Compensation",2006, Pearson Ed Richard I 3ra

Ed.

Suggested Readings:

l.Milkovich &NewMan, "Compensation', 2005, Tata McGraw -Hill, New Delhi.
2.Dr. Kanchan Bhatia, "Compensation Management", 2OO9, Himalaya
Publishing House.

3. Tapomoy Deb, uCompensation Management", 2009, Excel Books, New Delhi.
4. Dipak Kumar Bhattacharyya, "Compensation Management", 2009, Oxford

University Press.

Course Outcomes:

{.c,a-l^-r=-
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CO1: To identiff key concepts and theories of compensation management
CO2: To explain the influence of compensation on employee behavior and
CO3: To define, outline the process of designing the compensation system.
CO4: To identify and. analyze different employee benefits and reward and recognition
management.
COS: To be able to determine key elements contemporary strategic compensation
challenges.
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Autonomous College - Afliliated to Osmanla University
(Re-Accredlted with 'A' grade by NAACI

Department of Management Studies

PAPER CODE: MBA3O5.2
YEAR/SEMESTER: IIII

PPW:4+1
NO. Ol. CREDITS:4
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COURSE OBJECTIVES:

CObl To understand the various performance management system, strategic
performance management system.
COb2 To comprehend the components of performance management system.
COb3 To analyse the compensation decisions based on performance.
COb4 To evaluate the models and metrics of performance management.
CObS To know the concept of managing talent in the organization.

Unit I: Introduction to Performance Management: Performance Management -
Concepts, Philosophy, Overview, Objectives and Standards - Ethics in Performance
Management (Principles, objectives and significance, issues and strategies)
Performance Management System - Importance, Features, Dimensions, Performance
consulting, Four pillars of PMS, Strategic Performance Management systems (Concept,
Components, Advantages and Disadvantages)

Unit II: Performance Plannlng, Appraisal and Review: Performance Planning -
Process, Contents, steps, Process of developing individual to group performance plans
Performance Appraisal and Review - Process, Objectives, steps, Desigrr, I}pes and
Methods of Appraisal, Steps in Review, Effective Performance counselling,

Unit IV: Performance Metrlcs and Models: Performance measures pyramid. Steps
for designing metrics, Wang Lab - Smart pyramid, Spangenberg's Integrated model of
PM, Sears model for organizational performance, Balanced Scorecard

Unlt V: Talent Management! Talent Management defined - Elements of ta-lent

*
lace to work - Attraction of strategies - talentmanagem
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COURSE NAME: PERFORMAI{CE AND TAJ,ENT MANAGEMENT

Unit III: Decislons based on Performance: Performance based Compensation -
Concepts of compensation, Performance related compensation and benefits, skill-
based pay, competency-based pay, Executive compensation - Performance based
Career Planning, Career Development and Succession planning



strategies - career management - talent m€rnagement for knowledge workers - talent
management in practice.

SUGGESTED READINGS

1) Bhattacharyya, Dipak Kumar (2011). Performance Management, Systems and
Strategies, 1/e; New Delhi: Pearson
2) Armstrong, Michael (2006l, "Performance Management", Baron, Jaico
3) Michael Armstrong (2OO7l, "Handbook of Human Resource Management Practice"
Kogan Publications

REFEREI{CES
1) Aquinis (2013), "Performance Management" - Pearson
2) Kohli, Deb (2008), "Performance Management", Oxford
3) Chadha (2OL2l, oPerformance Management', Macmillan
4) Cardy, Robert L. (2013), "Performance Management: Concepts, Skills and Exercises", PHI
5) Rao, T.V. (2008). Performance Management and Appraisal System, 1/e; New Delhi:
Sage

COI Explain the concepts of Performance management system and strategic
performance management.
CO2 Demonstrate the components of performance management system.
CO3 Examine the compensation decisions based on performance.
CO4 Compare the models and metrics of performance management.
COS Explain the concept of managing talent in the organization.
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COURSIE OUTCOMES:
At the end of the course students will be able to:
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Department of Management Studles
PROGRAM NAME: MBA

Course Name: ORGANISATIONAL PSYCHOLOGY

PAPER CODE: MBA3O5.3
YEAR/SEMESTER: II|I

Chairman

Courge obJectlves

COBI: To make students understand the concepts of Organisational Psycholory and
socialisation.
COB2: To impart knowledge on the productive and counterproductive behaviours
exhibited by an employee.
COBS: To make students leam about the concept of stress and its reduction
techniques.
COB4: To provide insights into the different interaction pattems and enhancing
techniques of inter group behaviour
COBS: To make students familiarise with concept of Organisational culture.

Unit I: Introductlon to Organlzatlonal Psychologyz Orgatizational Psycholory -
Historical evolution of Organizational psycholory
fieldman's Organizational socialization process - Impact of diversity on socialization

Unlt II: Productive and Counterproductive Behaviour: Productive Behaviour in
Organizations - Job performance - Orgalizational citizenship behaviour - Innovation -
Counterproductive Behaviour in Organizations - Ineffective job performance -
Absenteeism and turnover

Unit [V: Intergroup Behavlour: 'I]pes of interactions - Predictors of interaction
patterns - Intergroup conflict - Improving the quality of intergroup relations

*t
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oF scrENcE, HUMANITIES AND COMMERCE

Autonomous College - AIllllated to Osmania Uaiversity
(Re-Accredited with 'A' grade by NAAC)

PPW:4+1
l{O. OF CREDITS: 4

Unit III: Occupatlonal Stress: Brief history - Approaches (medical,
clinical/counselling, engineering psycholory, and organizational psycholory) -
Workplace stressors - Reducing the impact of workplace stressors

,rtk^'*r-*'^\



Unlt V: Organizatlonal Culture: Organizational Culture - Manifestations of

organizational culture, -."""ri"g orgaiizational culture, changing organizational

culture

References

Course Outcomes

l.Jex, Steve M. (2006). Organisational Psycholory-A Scientist Practitioner

Approach, 1/e; New Delhi: WileY India

Suggested Reading:

1. McKenna, Eugene F. (2000)' Business Psgctalogg and OrganisationalBehauiour'

3/e; New Delhi: Vikas Publishing

2.Baton,RobertA.,DonnByrne,andNylaR'Branscombe(2006)'socialPsgchologg'
11/e; New Delhi: Prentice Hall India

co1: Identify the historical evolution of organisationar psychorory and explain the

significance of organisational socialisation process

Co2:Abletolllustratetheimpactproductlveandcounterproductivebehavioursof
an employee on organisatronal effectiveness'

COit apify the learnt concepts in Managilrg Occupational of stress'

CO+: tdiniify the different inter group behavrours'

ios, B*pfrii, the lmpact of organisitional culture on psychologr'
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(Re-Accredlted with 'A'grade by NAAC)

COURSE NAME: Product and Brand Management(M|

PAPER CODE: MBA3O6.1
YEAR/SEMESTER: IIII

HPW:4+1
I[O. OF CREDITS: 4

Course Objectives:
CO1.To understand Product Management as specilic marketing
function

CO2.To know about Product Market Evolution
CO3.To make the students know about Brand Management
CO4.To provide more insights of Brand positioning & Brand
Equity
COS.To make the students know about brand stratery making

Unit - I: Product and Branding Declsions: Product vs Services, Service product,
Product Policy, objectives of product management, Functions of product managers.
Individual product decisions-Product design, branding, Packaging, labelling, Product
support services. Product Mix-dimensions, Product line-dimensions, Product
Modification and Deletion.

Unit - II: Product Market Evolutlon: Strategic planning gap. Growth Strategies-
Intensive, Interactive, Diversification strategies. Ansoffs grid. Product Portfolio
analysis- BCG & GE matrix. Innovation and New Product Development Generic
Product Development Process stages. Idea generation-sources and techniques, Idea-
Screening methods and criteria, Concept development and Testing. Product Prototype.

Unit - tV: Brand positioning & Brand Equity: Meaning of Brand positioning, Point of
parity & Point of difference, value propositions, positioning guidelines. Repositioning

Brand equity -Meaning, Sources, Customer Based

,Ikhmr-\
Department of Management Sludies
Bhavan's Vivekananda College

of Science, Humanitres and Commerce
Sainikpuri, Secunderabad-500094.
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Department of Management Studles
PROGRAM NAME: MBA

Unit - III: Brand Management: Brand, Major branding decisions for Brand
management, Evolution of Brands, Functions of Brand to consumer, Role of Brand-
Advantages of Brand, Product Vs Brand. 'Ilpes of branding. Creation of Brands -
through goods, services, people, Organizations, Retail stores, places, online,
entertainment, ideas. Challenges to Brand builders. Steps in Brand Management
Process. Brand management practices.



Brand Equity-Meaning, and Model of CBBE, Brand building blocks-Resonance,
Judgments, Feelings, performance, imagery, salience-Brand Building Implications,
David Aal<er's Brand Equity Model.

Unit - V: Deslgning and austalnable brandlng strategles: Brand hierarchy, Branding
stratery, Brand extension and brand transfer, Managing Brands over
time. Brand Architecture and brand consolidation. Brand Imitation, Kinds of
imitations, Factors affecting Brand Imitation. sources of opportunities for global
branding, single name to global brand, Organization for a global brand. Recent trends
in branding and brand management.

Suggested Books:

l.Ulrich K T, Anitha Goyal, "Product Design and Development", 2010, McGraw Hill

2.Bently, Davis &Ginsbury, "Trade Markets and Brands", 2008,
Cambridge University Press

3.Pessemier Edgar, "Product Managemen{, 1982, John Wiley & Sons.

4. Richard Elliott, "Strategic Brand management", 2OO7, Oxford press.

Suggested Readings:

l.Sridhar J Murthy and Gary L Lilien, "Marketing Models', 2006, PHI.

2.Chunnawala, nProduct Brand Management", 2008, HPH.

3.U C Mathur, "Product and Brand management",2OO9, Excel Books , New Delhi.

4.Wind Yoram, oProduct Polic/, 1982, Addison and Wesley.

5.Dr. Anandan, "Product Management",2OlO, Tata McGraw Hill.

6.Kavin Keller, "strategic Brand Management", 2008, Pearson Ed 3rd edition'

Course 0utcomes:

COl.Develop an understanding about Product and Brand as marketing functions
CO2.Develop an idea of Product Market Evolution
CO3. Famitiarize students about Brand Management
CO4.Ihow about Brand positioning & Brand Equity
CO5. Able to design brand strategies
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BHAVAN'S VIVEKANAITDA COLLEGE
oF scrENcE, HUMANITIES AND COMMERCE

Autonomous College - Alliliated to Osmania Universlty
(Re-Accredtted with 'A'grade by NAAC)

COURSE NAME: Promotlon and Distribution Management (M)

Course Code: MBA3O6.2
YEAR/SEMESTER: IIII

COURSE OBJECTIVES:

COI: To impart knowledge on the nature, scope and importance of marketing
communication and provide knowledge on developing an effective integrated
marketing communication progrErmme.
CO2: To create an understanding of creative and media stratery.

CO3:To impart knowledge on the personal selling process and create an
understanding of evaluating and controlling the sales force.
CO4: To impart knowledge on consumer and trade-oriented sales promotion, Direct

Marketing and Public Relations.
COS: To create an understanding of the types, levels and functions of distribution
channels.

Unit-I: Marketlng Communicatlons:The nature of marketing communications. The
integration of marketing communication. Integrated marketing communication
planning process. Model of marketing communications decision process. Establishing
objectives and budgeting for the promotionalprogramme, Monitoring, evaluating &
controlling promotion programme.

Unlt - II: Developlng Integrated Marketlng Communlcatlons:Marketing plan,
Advertising planning and decision-making process, The perception process, Developing
an advertising proglam, Creative stratery development. Process of execution of creative
stratery: Appeals, execution styles and creative tactics. Media planning & Stratery:
Developing Media Plans & Strategies and Implementation with IMC perspective,
Emerging trends in Advertising.

Unlt - III: Personal Selllng:Role of personal selling in IMC programme. Integration of
personal selling with other promotional tools. Personal selling process and approaches.
Evalu motivating and controlling sales force effort.^H.
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Unit - fV: Sales Promotlon and Support media:Sales Promotion- objectives,
consumer and trade-oriented sales promotion. Coordinating Sales promotions and
advertising, Major decisions in sales promotion. Support media - Elements of Support
media and their role, Direct marketing, major channels in direct marketing, Online &
Interactive Marketing, Advantages and disadvantages of online marketing, publicity
and public relations, major decisions in Public Relations, Major tools of Marketing PR.

Unlt - V: Dletrlbutlon Management:
Role and functions of channels of distribution. Distribution Systems. Distribution cost,
control and customer service. Channel design, and selection of channels, selecting
suitable channel partners. Channel management decisions, Motivation and control of
channel members, Channel dynamics-vertical, horizontal, Multi-channel Marketing
systems, Distribution of Services, Market logistics & Supply Chain Management.

References:
Kotler Philip, Marketing Management", 2OO2, 10s Edition (the millennium edition),
Prentice HaIl of India Pvt.Ltd.

Kotler Philip, Garyarmstrong, Prafullay Agnihotri, EU Haque, "Principles of Marketing",
2018, 18th Ed, Pearson Education Prentice Hall oflndia.

Shimp "Advertising and Promotion", 2OO7, Cengage Learning.

George E Belch, Micheal A Belch &KeyoorPurani 'Advertising and Promotion", 2OlO,
Tata McGraw Hills, 7ft Ed.

S.A. Chunnawalla, K.C.Sethia'Advertising", 20 I 0, HPH.

Suggested Readlngs:
Shah &D'souza "Advertising & Promotion', 2010, Tata McGraw Hills.

Iane, King & Russel 'Advertising Procedure' 6/c Pearson Publishers.

SHH Kazmi & Satish Batra "Advertising & Sales Promotion", 2009, Excel Publishers.

Dr. S. Gupta "Sales & Distribution Management", 2OlO, Excel Books, 2"d Ed.

Krishna K. Havaldar and Vasant M. Cavale "Sales & Distribution Management',2OO9,
Tata McGraw Hills.

Roddy Mullion "Sales Promotion", 2010, Kogan Parge Publishers.

Panda & Sahadev usales & Distribution Management", 2008, O>dord University Press,
U.P.

Ogvinn, Allen &Semenik 'Advertising Management", 2OlO, Cengage Learning.

Tony Carter nSales Force Management' , 2008, Jaico Publishers.

Rositer& Percy, "Ad-Management & Integrated Marketing Communication",2006,Tata

c a rman
Eoard ct Sludres

-Department 
ol Management StudGs

Btravan's Vivekananda College
o, Scrence. Humanrlres and commerce

5a,nrkpuri, Secunderabad-Sooogi.

McGraw Hills.
d(.c, e-tl

p,oh.\.G. caettilts-
.a- - u.sc', ugl , Pn o'
RP.TN PROFESSOR
\(J,0 -ocoanmcnt of Busin.ss MansScncntqF Otmlni.lUnrlr.rlitP

HYdotabad.



COURSE OUTCOMES:

COI Enumerate the tools of marketing communication and demonstrate the steps in
developing an effective marketing communication program.
CO2 Develop a creative and media stratery with an IMC perspective and demonstrate
how advertisements can be created and published in media.
CO3 Illustrate the role of personal selling in the IMC programme, explain the personal
selling process, and show how to motivate, evaluate and control the sales force
effort.

CO4 Demonstrate the use of consumer and trade-oriented sales promotion tools,
illustrate the use of Direct Marketing, Publicity and Public Relations tools.
COS Design a distribution channel network and demonstrate ways to motivate and
control channel members.
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Autonomous College - Alliliated to Osmauia University

(Re-Accredited with 'A' grade by NAAC)

Department of Management Studies
PROGRAM NAME: MBA

COURSE NAME: Advertlslng and Sales Promotion (M)

Course Code: MBA3O6.3
YEAR/SEMESTER: IIII

HPW:4+1
NO.OFCREDITS:4

COURSE OBJECTIVES:

Unit I: Introductlon to Advertislng: Marketing Communication mix, Integrated
Marketing Communication, Communication process models-AlDA, Hierarchy of
effects, Innovation-Adoption, Communications model, Definition, importance,
functions, and objectives of advertising. Role of advertising in marketing
communication. Advertising plan, Five Ms of advertising, Advertising Budget,
Advertising Agencies-functions.

Unit III: Advertlsement Effectlveness: Testing for advertising effectiveness;
Advertising research: Communication-effect research, sales-effect research, methods
of copy testing, Advertising research agencies. Social, Economic, Cultural and Ethical
aspectq of ad

*c,
vertising, Functions of ASCI, Advertising awards.

rd teSProf. K.G. CHANDRIKA
^es. M.Sc., MBA.. ph.O.
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COl To impart knowledge on the nature, scope and importance of marketing
communication and the 5 Ms of Advertising.
CO2 To create an understanding of creative and media stratery.
CO3 To impart knowledge on the testing of Advertising Effectiveness.
CO4 To impart knowledge on major decisions in sales promotion and challenges in
online marketing.
COS To create an understanding of digital and social media marketing.

Unit II: Creatlve and Medla Strategy Development: Creative stratery/Big idea, Steps
in creative stratery development, Structure of advertising copy, Layout, Appeals,
Execution styles and Creative tactics. Media planning and Stratery, Reach, frequency
and impact decisions, Choosing among major media types, Media stratery
implementation with IMC perspective. Emerging Media options.

L



Unit V: Digital and Soclal Medla Marketing: Digital media basics, E-mail and Mobile
marketing, Video-based Marketing, Pod Casts, SEO, SEM, Google analytics,
banner/Display advertising, understanding social media marketing and platforms, PR
and online Reputation management.

l.Philip Kotler: Marketing Management-The Millennium Edition', 2001, Prentice Hall
of India hrt. Ltd., lOth Edition.
2.Frank Jefkins: Advertising, Pearson, 2012
3.Kruti Shah and Alan D'Souza: Advertising and Promotions, TMH, 2012
4.S.A. Chunawalla: Advertising, Sales & Promotion Management, Himalaya,2Ol2
S.Batra, Myers and Aaker: 'Advertising Management', 2003, Prentice Hall of India Pvt.
Ltd., sth edition.
6.John R.Rossiter and Larry Percy: 'Advertising and Promotion Management',
McGraw-Hill, 1987.
T.George E.Belch, Michael A.Belch, KeyoorPurani: 'Advertising and Promotion-An
Integtated Marketing Communications Perspective', Tata McGraw-Hill Education
R/t. Ltd, 7th Edition, 2010.

COURSE OUTCOMES:

At the end of the course students will be able to

COl Enumerate the nature, scope and importance of marketing communication and
the 5 Ms of Advertising.
CO2 Develop a creative and media stratery with an IMC perspective and demonstrate
how advertisements can be created and published in media.
CO3 Illustrate the ways to test the effectiveness of Advertising.
CO4 Enumerate the major decisions in sales promotion and challenges in online
marketing.
CO5 Design a digital and social media marketing campaign.
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Unit tV: Sales Promotion and Onllne Marketlng: Sales Promotion: Meaning,
purpose, Major decisions in Sales Promotion, Consumer and Trade Promotion tools,
Coordinating Sales Promotion and Advertising, Introduction to Online Marketing,
Online Consumer, Online Marketing: Advantages and Disadvantages, Challenges of
Online Marketing,

Suggested Readlngs:



SEMESTER IV
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(Re-Accredited with 'A'grade by NAAC)

Department of Management Studies

COURSE NAME: SUPPLY CHAIN MANAGEMENT

Course Code: MBA 4O1

YEAR/SEMESTER: IIlil NO. OF CREDITS: 4

Course ObJectlves:
COl. To impart knowledge on the objectives, functions and conceptual framework of

Supply Chain Management, supply chain stratery, global supply Chains,
Reverse logistics and value chain in SCM.

CO2. To create an understanding of Logistics management, Inventory management
and its role in customer service.

CO3. To impart knowledge on modes and formats of transportation in supply chains,
Warehouse Management Systems and handling systems.

CO4. To impart knowledge on Strategic Partnerships, Alliances and Collaborative
advantage, Benchmarking and Lean manufacturing.

COS. To create an understanding of the role of IT in SCM, distribution networks in
SCM, Retail SCM, Channel design, complaint handling, and developing a
customer service strateg/,

Unlt - I: Introductlon to Supply Chaln Management: Introduction to Supply Chain
Malagement-Concept, Objectives and functions of SCM, conceptual framework of
SCM, Supply Chain Stratery-Sourcing, Inventory, Distribution, Customer Service and
Integration strategies, Global Supply Chain Management, Reverse Supply Chain, Va-lue
chain and value delivery systems for SCM, SCOR Model and Optimization in Supply
Chains, Aggregate planning, Bull-whip effect.

Unit - II: Loglstlcs and Inventory Management: Logistics Management, Inbound,
Internal and Outbound Logistics in SCM, development of integrated logistics stratery,
3PL, 4PL, Inventory Management in Supply chains-Role and importance of inventory
in Supply Chains, inventory as an element of customer service, JIT, VMI, Outsourcing,
Factors influencing the decision-making process of the outsourcer.

Unlt - III: Role of transportation ln Supply chains: Transportation in SC,
Transportation formats, Modes of Transportation, Factors influencing the selection of

"T"o:1.:' :::::. ^ffi-e€cl1ryti- 
moder transport, containerisation, Vehicre
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Scheduling and routing, Milk run and cross docking. Warehousing- types of
warehouses, warehousing operations, Warehouse automation, Role and importance of
Handling systems, Selection of Handling systems.

Unlt - IV: Strateglc Partnershlps and Alliances: Strategic Partnerships, Alliances
and Collaborations-Continuum of relationships: Mutual Service Consortia, Joint
Ventures and Value Chain Partnerships, Steps for Strategic Partnering, Bench marking
- definition, Levels of Bench marking, Process of Benchmarking, [,ean Manufacturing-
Characteristics and Benefits, Agile Manufacturing,

Unit - V: Informatlon Technology ln SCM: Role of IT in SCM, Current IT trends in
SCM, RFID, Bar coding, Retail SCM- Problems and issues, Role of Packaging, Role of
Human Resources in SCM. I}pes of Distribution networks I n Supply Chains, Channel
Design decisions, Channel Management decisions, Customer led business, Complaint
Handling, Developing customer service strategl, Aggregators in e-business.

References:
l. Gattorna, JL & Walters, DW, oManaging the Supply Chain', 2004, Palgrov.
2. Sahay, BS, 'Supply Chain Management', - in the 21st Century,2OO9,
I "tEd. Macmillan.

3.Raja Shekhar B., Acharyalu G.V.R.K, 'Logistics and Supply Chain Management,
2008, Excel Books.
4. Altekar, V. Rahul, "Supply Chain Management', 2005, PHI.
5. Leenders, Michiel R and others, 'Purchasing and Supply Chain Management",

2010, TMH.
6. Coyle, J.J., Bardi E.J. Etc., 'A Logistics Approach to Supply Chain Management",

2009 Cengage, lot Ed.
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Suggested Readlngs:
1. Shah, J,'Supply Chain Management', 2009, 1st Ed. Pearson.
2. Crandall, Richard E & others, 'Principles of Supply Chain Management",

2010, CRC Press.
3. Mohanty, R.P and Deshmukh, S.G, "Essentials of Supply Chain

Management", 2OO9, lst Ed. Jaico,
4. Chandrasekaran. N, "Supply Chain Management process, system and

practice", 2010, Oxford, 1"t Ed.
5. Stapenhrust, T, "The Benchmarking Book: A how-to-guide to best practice

for Managers and Practitioners', 2009, Elsevier.
6. Ling Li, "Supply Chain Management: Concepts, Techniques and Practices",

lst ed, 2009, cambridge.
7. Power Mark J & others, uThe Outsourcing Hand book How to implement a

successful outsourcing process", 2OO7, Kogan page, 13t Ed.
8. Gustafsson K & others, "Retailing Logistics & Fresh food Packaging Managing

change in the supply chain",2008, Kogan page, l"t Ed.
9. Kachru Upendra, "Exploring the Supply Chain Theory and Practice,, 2009,

Excel books.



Course Outcomes:
At the end of the course students will be able to
COI Enumerate the objectives and functions of Supply chain management and

design a supply chain stratery.
CO2 Develop an integrated logistics stratery and illustrate the role of Inventory

management in customer service.
CO3 Analyze and compare the various modes of transportation and optimize

transportation arrd warehouse operations in supply chains.
CO4 Develop an understanding of the steps for strategic partnering, process of

benchmarking and illustrate the importance of Lean Manufacturing.
COS Discover current IT trends in SCM, illustrate problems, prospects and trends in

Retail supply chains and explain the role of packaging in SCM, design a
distribution channel network and develop a customer service strates/.
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Bhavan's Vivekananda College
of Science, Humanitles & Commerce
Sainikpuri, Secunderabad - 5OOO94

Autonomous College - Afliliated to Osmania Universlty
(Re-Accredited with 'A'grade by NAAC)

Department of Management Studies

COURSE NAME: STRATEGIC MANAGEMENT

Course Code: MBA4O2
YEAR/SEMESTER: IIIII

HPW:4+1
ilO. Of CREDITS:4

Course ObJectlves:
1.To develop an understanding of strategic management as important concept for

business organizations functioning
2.To understand environmental analysis for strategr formulation.
3.To know the basic concepts to design strategies.
4.To identi$ the alternative strategies available in strategic functioning of
organizations
5.To know the bases for stratery implementation and control.

Unlt: Il:Strateglc Posltlon: Evaluating a Company's external environment:
Components of External Environment-The General Environment -Demographic
Segment, Socio culture Segment, Political Segment, Technological, Economic Segment
& Global Environment, The Macro Environment-Key drivers of change-Porter's
Diamond Model-The Competitive Environment-Porter's Five Forces Model-lndustry
Analysis-Strategic groups-opportunities, threats, Industry Competition, Sources of
Competition-Competitor analysis, other internal environment-Strategic Capability-
Evaluating a Company's Resources and Competitive Position-Value-Chain Analysis
Resources, capabilities ald core competencies-Cost Efficiency-Sustaining Competitive

capability-Managing Strategic capability.
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Unit: I: Strateglc Management: Need and importance strategic management in
organizations. Definition of strategic management and strategic management process.

Five tasks of strategic management process. Developing a strategic Vision Mission.
Mission Statement, establishing objectives, Crafting & executing stratery. Execution
and implementation of stratery. Evaluation& monitoring of stratery. Concept of
strategic Intent. Strategic Management model:



Unlt: III: Strategy Formulatlon; Business-Level Stratery-Creating and Sustaining
Completive Advantages: Stratery and Competitive advantage-Strategic Choices-Bases
of Competitive Advantage-Porter's Generic Strategies -Low cost and differentiation.
Sustaining Completive advantage-Competitive Strate$/ in hypercompetitive
conditions-lndustry Life Cycle Stages and strategies: Strategic Implications: Tailoring
stratery to fit specific industry and company situations-Strategies for competing in
Emerging industries, Turbulent and high velocity markets, Maturing Industries,
Stagnant industries, and Fragmented industries. Strategies for Industry leaders,
Runner-up firms, weak and crisis ridden Business.

Unlt [V: Strategy alternatlves: Corporate Level and International Stratery: Creating
Value through Diversification-Related Diversification-Vertical integration strategies,
unrelated diversification, Unbundling and Outsourcing strategies, Outsourcing,
Various activities for outsourcing, Benehts of outsourcing, growth and drivers of
outsourcing, offensive and defensive strategies. Supplementing the Chosen
Competitive Stratery-Co-operative strategies, Product & Market Diversification-Merger
and Acquisition strategies, Strategic Alliances. Contemporar5r stratery alternatives.

Suggested Books:
l. Thompson Martin"Strategic Management' sixth edition, Cengage

Learning EMEA
2. Michael Hitt, Ireland, Hoskission, 'Strategic Management",2OLO,

Cengage Learning, New Delhi.
3.Fred R. David, 'Strategic Management - Concepts and Cases", 2010,

PHI Learning, New Delhi.

References

l.Subba Rao, P, "Business Policy and Strategic Management (Text and Cases)', 2016,
Himalaya Publishing House, Hyderabad.
2.Anthony Henry, "Understanding Strategic Management",2OO8, Oxford University
Press, New York.
3.V.S.P. Rao and V., Hari Krishna, 'Strategic Management",2OlO, Text and Cases,
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Unlt: V: Strategic Implementation: Strategic Control and Corporate Govemance-
Responding Effectively to Environmental Change- Corporate Culture to promote
effective stratery Execution. Leadership& strate$/ execution. Leading the Strategr
Execution Process. Organizational Structure and Control. Corporate social
responsibility, Crafting a Social Responsibility Strategr in organization.

Excel Books, New Delhi.
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4.Thomas L. Wheelen and J. David Hunger, "Strategic Management and Business
Policy", 2OO1, Pearson Ed.

Course Outcomes:
LUnderstand requirement of strategic decisions and organizations to engage in
strategic planning
2.Know the basic concepts, principles and practices associated with stratery
environment analysis.
3.lntegrate and apply knowledge gained in basic courses to the formulation and
implementation of stratery from holistic and multi-functional perspectives.
4.Analyzn and evaluate real company situations and develop creative strategies
S.Understand t}te importance of role of leadership and CSR and organization structure
in stratery implementation.
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Bhavan's Vivekananda College
of Sclence, Humanities & Commerce
Salnlkpurl, Secunderabad - 5OOO94

Autonomous College - Alllltated to Osmania University
(Re'Accredited with 'A'grade by NAAC)

Department of Management Studles

Course Code: MBA4O3
YEAR/SEMESTER: IIIII

Prof.
M,Sc,, MBA,, Ph,D.

HPW:4+1
NO. OF CREDITS:4

Course ObJectives:
CO1.To understand International Business important content to know in business
organizations
CO2.To develop an idea of International Business environment, regional integration
arrd trade blocs.
CO3.To make the students know about Global Market Entry Strategies
CO4.To provide insights of E-business
COS.To make the students know about Managing Global Business

Unlt - I: Global Imperatlve: An overview of International Business in a global
perspective. Emergence of Globalization& Drivers of Globalization. Internationalization
Process-Stages in International Business, Approaches to International Business; Triad
and International Business-lnternational Trade Theories-Mercantilism, theory of
absolute advantage, competitive advantage, product life cycle theory and porter's
national competitive advantage theory. Environment of International Business-
Cultural Environment and Political Environment. Recent trends in international
business.

Unit - II: Global Business & Natlonal Regulation: Rationale for Government
Intervention-Forms of government intervention: Trade Regulation at National Level-
Tariff and Non-Tariff Barriers. Regional Economic Integration: l,evels of Economic
Integration-Benefits & Costs of Economic Integration-Major Trading Blocks: EU,
NAFTA, ASEAN and SAARC. Multilateral Regulation of Trade and Investment-Basic
Principles of Multilateral Trade Negotiations-GATT and its early Rounds-Formation of
World Trade Organization, Organization Structure and functions of WTO, WTO & India.
TRIPS&TRIMs, UNCTAD.

Unit - III: Global Buslness and Entry Strategies: Criteria for global strategies
selection. Global Market Entry Strategies: Exporting, Licensing, Franchising, Contract
Manufacturing, Assembly and Integrated Local manufacturing. Global Ownership
Strategies: Strategic Alliance- 'Ilpes of Strategic Alliances-Selection of Strategic
Alliance and sustaining Strategic Alliance- advantages and
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COURSE NAME: INTERNATIONAL BUSINESS



disadvantages of entry strategies. Cost and Beneht Analysis of Entry Strategies: Entry
Analysis and stratery configuration.

Unlt - IV: Global E-Business: Concept of E-business, Requirements of Effective E-
business Transactions-enabled Business Process, Advantages and Challenges of E-
business. Technologr and Environment of E-Business Applications. Models of E-
Business. E-business Strategies& E-Marketing. Tlpes of intemational trade
documents. Electronic Processing of International Trade Documents. Policy
Framework for Global E-business. Contemporary issues in e-business

Unit - V: Managlng Global Business: Stratery of Global Organizations. Global
Strategic Planning-Going Global and Implementing Strategies-Internalional Human
Resources Management in Global Context. Functions of International HR. Intercultural
Communications, Expatriates Repatriation.

References:
l.Subba Rao, 2OO7, "lnternational Business", 2010, Himalaya Publications, New Delhi.
2.Aswathappa, K, 'lnternational Business", 2OlO, Tata McGraw Hill, New Delhi.
3.David H. Holt and Karen W. Wigginton, "lnternational Management", 2OO7,
Thomson.
4.Charles W.K Hill, and Arun K. K. Jain, "lntemational Business, - Competing in the
Global Market Place", 2010, 11th Edition, Tata McGraw Hill.

Suggested Readlngs:
1.The International Business Environment Sundaram and Black,
Pearson Education,20 1 5
2.John D. Daniels & I.ee H. Radebaugh, nlnternational Business",
sixteenth edition,20 18, Pearson Education
3.Rakesh Mohanh Joshi, "International Business", 2009, Oxford
Universit5r Press.
4.International Business: Competing in the Global Marketplace (SIE)
lth Edition

Course Outcomes:

CO l.Develop an understanding about the basics of International Business.
CO2.Develop an idea of International Business environment regional integration and
trade blocs.
CO3.Familiarise the students with entry strategies into global business
CO4.Identifying insights about E-business
COS.Know about the overall management of international business

Prof. K.G. CHANDRIKA
,^, - .Sc.. BA.. Ph.D.6ft-m PRoFEssoR

l\Sl#- Dtp"nat"nt of Busincst Msnagcmcnt

'iel8frP Orllrlni!ClntIlrril,
HYdorsbsd.

Cha'r116n

- Boa": or Studies
U€parlment o, ...anagement 

Studtes

^Bnavan's, 
V,yekananda College

or icrence, H"^.tand€s and Commerce
barnrkpulr, Secunderabad-5OOO94.

* u€-r=\-



BHAVAN'S VTVEKANANDA COLLEGE
or scIEIYcE, HUMANITIES AND COMMERCE

Re-Accredlted with 'A'grade by NAAC
Autonomous College - Afliliated to Osmanla University

Department of Management Studies

PAPER CODE: MBA4O4.1 PPW:4+1

YEAR/SEMESTER: IIlil

Course ObJectlves:
CO1:To expose students to the fundamental concepts of risk management and

Derivatives.
CO2:. To provide a broad range of derivative products with a primary focus on

management of financial risks.
CO3: To introduce standard models of pricing forward, futures and options on diverse
underlying assets.
CO4: To introduce students to various international financial instruments
COS:To expose students to SWAPs and types of SWAPs

ffirtslWff

COURSE NAME: Derlvatlves

NO. OF CREDITS:4

Unlt I: Introductlon to Derivatlves: Derivatives- Meaning - Features - 'Tlpes of
Derivatives or Instruments. Uses - Myths about Derivatives - Introduction to derivative
markets - History - Participants Evolution of Derivate market in India

Unit II: Forwards - Introduction-Forward contracts - Meaning - features of Forward

contract - Dilference between Forward Contract and Spot Contract- Distinction

between Forward and Future Contract- How do forward Contracts work - Classification

of Forward contracts - Advantages and disadvantages of Forward contract-

Relationship between forward prices and expected future spot price - Determination of

Forward prices- Value of Forward Contract. Futures contracts: Delinition - Clearing

house.marginrequirements-markingtothemarket.ComparisonbetweenForwards
and Futures - Futures Prices - How to Read Futures Prices Quotes - The basis -

Convergence-backwardation.(RelevantCasestudiescanbediscussed)

unlt - III: options Definition of an option. Tlpes of options: call option, put option,

AmericanoptionandEuropeanoption'Optionsinthemoney'atthemoneyandoutof
themonev..*.ffSET:fftionpricing' \!##*
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Unlt IV: The Binominal option pricing model (BOPM): assumptions - single and two
period models. BSOPM Introduction- assumptions of the Black & Scholes option
pricing model (BSOPM). Calculation of Option Pricing using BSOPM.

Unit V: Option Strategies: Straddle, Strangle, Strips, Straps and Butterfly Strategies.
Introduction to SWAPS - Currency Swaps and Interest Rate Swaps.

References:
1. Prafulla Kumar Swain, "Fundamentals of Financial Derivatives" HpH
2. Jayaath Rama Varma, "Derivatives and Risk Management, TMH.
3. SSS Kumar, "Financial Derivatives", PHI.
4 S L Gupta, "Financial Derivatives Theory, Concepts and Problems", PHL
5 John C. Hull &Sankaran 'Options Futures & Other Derivatives", 7th Ed, Pearson
Education.

Suggested Readlngs:
1. Don M.Chance& Robert Brooks 'Derivatives and Risk Management Basics,,, 20O8,
Indian Edition , Cengage Learning.
2. Dun and Bradstreet, "Financial Risk Management", 2OO7,TMH, Delhi.
3. Rene. M. Stulz, "Risk Management & Derivatives", 2003, Thomson South western.

Course Outcomes:
At the end of the course students will be able to
COl: To know the fundamental concepts of risk management and Derivatives.
CO2: To understand the range of derivative products with focus on

management of financial risks.
CO3: To know models of pricing of forward, futures and options on diverse

underlying assets.
CO4: To identi$ to various international financial instmments
CO5: To know SWAPs and types of SWAPs
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oF scIEt{cE, HUMAI{ITIES AND COMMERCE
Re-Accredited with 'A'grade by NAAC

Autonomous College - Afliliated to Osmanla University
Department of Management Studies

COURSE NAME: Banking &Insurance (Ff

PAPER CODE: ]|I[BA4O4.2 PPW:4+1

YEAR/SEMESTER: IIIII NO. OF CREDITS: 4

CObl: To discuss banking reforms and various services offered by banks.
COb2: To identify the procedure of lending followed by banks and the causes of

NPA's.
COb3: To discuss various banking innovations.
COb4: To perceive principles, types and intermediaries of insurance
CObS: To compare life and non-life insurance.

Unit - I: Introduction to Banklng: Bank, Customer, Bank-customer Relationship,
Role of commercial banks in Economic Development. Overview on Banking reforms in
India, Regulation and supervision of RBI. Nationalisation of banks in India, Financial
Inclusion in India (PMJDY), Sources of risk in banks. Various services offered by banks,
Sources of Bank Funds- (Deposits and Other sources), financial statements of banks
wittr special focus on Indian banks, analysing banks' financial statements: CAMELS,
Ratings, Key Performance indicators.

Unlt - III: Regulation and Innovatlons ln Banklng System: Regulation of Bank
Capital: The need to regulate Bank Capital, CRR, SLR, Concept of Economic Model,
Concept of Regulatory Capital, overview on Basel Accords I and II, I II its
Implementation in India. Banking Innovations: -Core Banking Solution, Retail

tem), Plastic Money, Payment Bank,UPI,. National
Net Banking, Bgnc-
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Unit -II: Loans and Advances: Features of Bank Credit, Forms of Advances (loans,
cash credit, overdraft, discounting of bills of exchange,) Tlpes of lending loans
(corporate and Individual customers) steps to be followed in the assessment of credit
worthiness of a prospective borrower, Loan Pricing: Interest rate determination, the
basic model, pricing fxed & floating rate loans, cost-benefit loan pricing, Customer
Profitability Analysis. NPA's- The gross and net concept of NPA's, causes, implications
& recovery of NPA's

,l .ri



assurance KYC, credit worthiness CIBIL, Intemational banking. Changing role of
Banks as Financial Intermediaries.

Unit - tV: Introductlon to Ineurance: Insurance - definition - types of insurance,
principles-(Nature of Contract, utmost good faith, Insurable Interest, Indemnity ,causa
Proxima, contribution, risk must attach, Mitigation of loss, Subrogation, Terms of
policy),Advantages of Insurance, Requisites of insurable risks. Characteristics of
Insurance contract, types and Functions of Insurers, Marketing channels
(intermediaries): Agents & brokers - (professionalism, remuneration, responsibilities,
classification, criteria for appointment) and capital adequacy norms for broker,
Reinsurance: the concept, uses and advantages. Insurance ombudsman. Insurance
and tax planning. An overview of IRDA (objectives, powers and Duties of IRDA).

Unit V: Llfe and Non-llfe Insurauce: The concept of Life Insurance, types of Life
Insurance contracts, Life Insurance Products- (Term Insurance, Whole Life Insurance,
Universal Life Insurance, Variable Life Insurance, Adjustable Life Insurance,
Endowment Life Insurance, Participating & Non-participating Life Insurance).
Classification of Life Insurance: Ordinary, Industrial, Group & Credit.

Refetences:
1. Management of Banking and Financial Services- Padmalata Suresh, Justin Paul,

Pearson 2"d edition.

Risk Management & Insurance, Mark' S'Dorfman'

Prentice-H f ate Limited-2007, 8ft Edition.
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The Actuarial Science: The concept and the responsibilities ofan actuary. Overview on
Provisions and options of Life Insurance contracts (Settlement Options, Non-forfeiture
Options, Dividend Provisions, Optional Provisions and Universal Life Policy Provisions).
Overview on Health and General insurance.

2. Banks and Institutional Management, Vasant Desai, HPH, 2OLO 2"d edition.

3. Indian Insurance- a profile, H. Narayanan, Jaico publishing house, 2008'

4. Banking and Insurance by Prof. Nageswar Rao &Dr.Shasidhara Reddy.

Paramount Publishing House, First edition- 2013

Suggested readings :

l.BankManagement&Financial.services,Peter.S'Rose&Sylvia.C.
Hudgins, Tata McGiaw Hill 2010, 7n Edition-
i.--' rri"aar"enti;;f Risk & in"urarrc., Emmett J. Vaughan & Therese M.

Vaugtran, Wiley, India Edition 2003, 9s,Edition
3. nisk tvtanagemi"t A i"""t"""e, James S' Trieschmann' Robert E' Hoyt &

bavid. W' Sommei, Cengage Leaming 2005' 12th Edition'
4.RiskManagement"&-Insuralce,PerspectivesinaGlobalEconomy,Harold.
O. Stipp.t &W.Jean Kwon, Blackwell Publishing 2008

5. Rist< tvtanageme,tf ik L"t"tttce' S' Aruna'Jatesan' T'R' Viswanathan'



COURSE OUTCOMES:

At the end of the course students will be able to:

o To Revlew banking reforms and various services offered by banks
o To Assess the procedure of lending followed by banks and revlew the causes of

NPA'S
o To Attribute various banking
. To Appralse principles, types and intermediaries of insurance
o To Dlstlngutsh life and non-life insurance.
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BHAVAN'S VTI/EI{ANANDA COLLEGE

oF SCIENCE, HUMANITIES AI{D COMMERCE
Re-Accredited with 'A'grade by NAAC

Autonomous College - Alliliated to Osmania University
Department of Management Studies

CObl: To make the students Understaad about banking structure in India and
concept of commercial banks
Cob 2: Enable the students to learn the banking regulation Act -1949 and leam about
NPA'S

Cob 3: To make the students Define Financial innovations and opportunities for banks
Cob 4: To make the students understand the concept of bank marketing and its
implementation strategies
Cob 5: Enable the students to Define retail and wholesale banking and its growth in
India

Unit I Introductlon
Introduction to Commercial Banking, Banking structure in India, History of Banking
system in India, overyiew Banking reforms in India. Role of RBI Functions of
commercial banks. Tlpes of commercial banks -scheduled and Non-Scheduled banks-
Public banks, Private banks, foreign banks, Regional Rural banks.

Untt -[ The Banklng Regulatory Envlronment
Overview of Banking Regulation Act- 1949. Liquidity and Capital adequacy Norms-
Cash Reserve ratio (CRR), SLR (Statutory Liquidity Ratio), CAR (capital Adequacy
Ratio/CRAR).- Non- performing assets- Asset classification, Gross NPA, Net NPA,

Causes of NPA 's Provision for NPAs .An overview of Bank Balance sheet and Income
statement.
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COURSE NAME: Commerclal Banking

PAPERCODE: MBA4O4.3 PPW:4+I

YEAR/SEMESTER: II|II NO. OF CREDITS: 4

Course ObJectlves:



Introduction to Financial Inclusion. Banking Innovations- ATM based services,
Internet banking, Personal banking, E- Services, UPI, RTGS, DEMAT, NEFT, Debit
card, Credit card, ECS, KYC, Retail banking, Wholesale banking, Universal banking
and Bancassurance. Role of commercial banks in economic development.

Unit IV Bank Marketing
Introduction to Bank Marketing, - features, need and objectives of bank marketing.
Formulation and implementation of Marketing strates/, Bank marketing in India and
its challenges. Relationship Banking- meaning, features, process of developing
relationship with customers.

Unlt V: Retall and whole gale banklng:
Retail and wholesale banking meaning, products and services, difference between

retail and whole sale banking, types of accounts offered and t,?es of advances in retail
and wholesale banking. Growth of retail banking in India. Principles of retail lending.

References:
1. Management of Banking and Financial Services- Padmalata Suresh Justin Paul,
Pearson 2"a edition.
2. Banks and Institutional Management, Vasant Desai, HPH, 2O7O 2rd edition.
3. Indian Insurance- a profile, H. Narayanan, Jaico publishing house, 2008.
4. Banking and Insurance by Prof. Nageswar Rao &Dr.Shasidhara Reddy. Paramount
Publishing House, First edition- 2013
5. M.Y.I(han, Indian Financial System, TaTa Mc Graw Hill

Course Outcomes:

Chairman
Board ol Studies

Departmenl of Management Studres

Bhavan's Vivekananda College
of Science. Humanities and Commsrce

Sainikpuri, Secunderabad-500094.-

CO l: To Comment on banking structure and commercial banks of India

CO 2: To Interpret the various banking regulations and Infer about NPA's

CO 3: To Define Financial innovations and opportunities for banks

CO 4 : To Identi$ strategies of bank marketing
CO 5: To categoir?e Retail and Wholesale banking and its growth in India
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Bhavan's Vivekananda College

of Science, Humanities & Commerce
(Re-Accredited with 'A' grade by NAAC)

Autonomous College - Affiliated to Osmania University
Sainikpuri, Secunderabad - 5OOO94

PROGRAM NAME: MBA

COURSE NAME: HR Analytics
PAPER CODE: MBA 4O5.1

YEAR/SEMESTER: IIIII
HPW:4+1

NO. OF CREDITS: 4

COURSE OBJECTwE: The course focuses on identifuine effective data
sources. develooing meaningful metrics. desisnine lons-term measures, and
applying results in support of organizational stratery and tactics.

UNIT.IVISE COURSE OBJECTIVES:

CObl To comprehend the evolution and applications of HR Analytics
COb2 To analyse the various metrics in managing Human Resources
COb3 Toanalyse Forecasting and Measuring Value Propositions with
Analytics
COb4 To evaluate the concept of data in analytics
cobs To understand the predictive modelling using HR analytics and also

comprehend the future of HR Analytics

Framework

UNIT II: HR Metrics: ConcePt Statistics and Statistical Modelling for HR

Research and HR Decision-making HR Research Tools and Techniques-

Data AnalYs is for Human Resources HRIS for HR Decision-making HR

Metrics -Recruitment Metrics Metrics for Training and Development

Functton HR Scorecard HR AnalYti

Compelling Reasons for HR analYt

(,
Pro

UNITI:IutroductiontoHRAnalytics:BusinessAnalytics-HRDecision.
making&TypesofHRDecisionMaking_DefinitionofAnalytics.Concept
andDefinitionofHRAnalytics-HistoryofHRAnalytics_Stepstoimplement
HR Analytics - Benefits of UR Rnalytics - Applications of HR Analytics -

Aligning Human Resources to Business Through HR Anaiytics - Steps for

efi!,',,nJ.,, of HR Analytics with Business Goals and Strategies - Checklists

for" Strategies and Business-aligned HR Analytics -- HR Analytics LAMP

f.KG crltY^n

lr ialtu
)er

11) l.'rbad

1CS

cs as a better tool for HR decisions -

Department of Management Studies

I.



UNIT III: Forecasting and Measuring Value Propositions with Analytics-
Concept - Value Proposition and HR Decisions - Sustainability in HR
Decisions - HR Analytics and HR Value Propositions - HR Optimization
Through HR Analytics - HR Forecasting, HR Plan and HR Analytics

UNIT IV: Analytics and Data - Introduction - HR Data and Data Quality -

HR Data Collection - Transforming HR Data into HR Information - Process of
Data Collection for HR Analytics - Data Collection for Effective HR
Measurement -Types of HR Reporting - HR Report Visualization using Exce1

UNIT V: HR Analytics and Predictive Modelling: Concept - Different
phases ol HR Analytics or HR Predictive Modelling - Examples of Predictive
Modelling - Data & information of HR analytics - Predictive Analytics tools
and Techniques - HR Analytics for future - Generic future HR skill sets -
Ethical issues in HR Analytics

REFERENCES

1. Practical Applications of HR Anatytics, Praty'ush, Banerjee; Jatin Pandey;
Manish Gupta, SAGE Texts, India, 2019
2. HR Analytics- Understanding Theories and Applications, Bhattacharya,
Dipak Kumar, SAGE Texts, India, 2017

SUGGESTED REN)INGS

1. Winning on HR Analytics- Leveraging Data for competitive Advantage,

Ramesh, S-oundarajan and Kuldeep singh, Sage Publication India Pvt. Ltd.,

20t6.-- 
nppiying Advanced Analytics to HR Management Decisions: Methods for

S"t.iiiorr, beveloping Incentives and Improving Collaboration' Sesil James'

C, Pearson, New JerseY, 2017
3. Predictive Analytics- Mastering the HR Matrix' Martin Edwards and

Kirsten Edwards, Kogan Page, 2019

4. Fundamentals of un nia'tytics: A Manual on Becoming HR Analytical'

FerminDiez,Markgussin,Ve'nessaLee'EmeraldPublishingLimited'2019

MBACOI. Explain the evolution and applications of HR Analytics'

iiisAioz. Examine the different metrics in managinghytil t"::ll::: 
-,

MBAco3. Examine trtt ioi"t^"ting and Measurirg Value Propositions with

Analytics'rtiil-cO+. 
Examine the concept of data and analvtics'

MBAcoS' Explain pt"aitt*t '*"Jeiling using Hil analytics and discuss the

COURSE OUTCOMES:

At the end of the course students will be able to:
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Bhavan's Vivekananda College

of Science, Humanities & Commerce
Sainikpuri, Secunderabad - 5OOO94

Autonomous College - Affiliated to Osmania University
(Re-Accredited with 'A'grade by NAAC)

Department of Management Studies

COURSE NAME: Labour Laws and Employee Relatioas

Course Code: MBA4O5.2 HPW:4+1

NO. OF CREDITS: 4

Course ObJectives:
Cobl: To make students understand the concept of Labour Legislation in India.
Cob2: To provide insights on major legislations followed for Employee welfare.
Cob3: To make students aware of the wage legislation policy of India
Cob4: To equip students with the knowledge of different activities carried out by
Trade Unions and Functions of Collective Bargaining.
Cob5: To make students familiarize with the concepts on the factors influencing
Industrial relations in India

Unit - I: IITTRODUCTION: Labour Legislation Administration: The classification of
labour laws-The scheme for the structured study of the Acts-Labour Administration-
Evolution of labour administration in India-labour policy in India-the role of ILO In
labour administration-Recommendations of the Second National Commissioner on
Labowr-2O02.

Unit - II: Employee trIelfare and Soclal Security: Employee Benefits-definition and
concept-Employee benehts practice-Legal and regulatory influences on discretionary
benefits practices- regulating employee benefits-Social security legislations-major
legislations-The ESI Act-1948-the maternity benefit act-196l-the workmen's
compensation act-1923-the payment of gratuity act- L972-Dmployee provident funds
and miscellaneous provisions act-1952. Retirement, health and life insurance.

Unlt - III: trIage Legislation and administration: The need for wage legislation-
payment of wages act-1936- the minimum wages act-1948-the payment of bonus act-
1965-equal remuneration act-1976-the context and concepts of wage-wage
administration in India-Components and determinants of wage-wage structure
towards a wage policy.

Unlt - IV: Trade Unions and Collective Bargaining: The Trade Unions Act 7926-the
trade union leadership and linkage of trade union-with political parties-problems of
trade union recognition and government policy-trade and collective bargaining-
nrobly

R.
s and issues involved in collective bargaining-extent of success of collective
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bargaining process-collective bargaining in promoting industrial amity and peace-
Industrial Employment (Standing Orders) Act-1946.

Unlt - V: Industrlal Relatlons and Confllct Resolutlon: Industrial Relations-basic
concept and philosophy of industria.l relations-evolution and growth of industria-l
relation in India-factor influencing industrial relations in India-Industrial relations to
Employee Relations-differences in perspectives-employee relations at work place-
culture and employee relations-future of employee relations. Industrial conflict-types
and causes of industrial disputes-machinery for the prevention and settlement of
industrial disputes.

References:

1. C.B.Mamoria&S.Mamoria and Ghankar Industrial Relations in India, Himalaya.
2. C.S.VenkataRatnam&B.K.Srivastava: Personnel Management and Industrial

Relations, Tata McGraw Hill.
3. P.N. Singh and Neeraj Kumar, "Employee Relations Management", 2010, Pearson

Education, New Delhi.

1. Joseph J. Mortocchio, "Employee Benefits", 2010, Tata McGraw Hill, New Delhi.
2. P. K. Padhi, "Labour and Industrial Laws', 2009, PHI Learning Pvt. Ltd.

3. S.C. Srivatsava, "Industrial Relations and Labour Laws', 2008, Vikas Publishing
House, New Delhi.

4. C.S. VenkatRathnam, "Industrial Relations", 2009, Oxford University Press - New
Delhi.

5. B. D, Singh, "Labour Laws for Managers",2009, Excel Books.
6. R. Sivarathna Mohan, "Industrial Relation and Labour Welfare", 2010 PHI Learning

Pvt. Ltd.

Course Outcomes:

At the end of the course students will be able to:

COl: To identify labour administration mechanism In India.
CO2: To explain important employee welfare and social security legislation.
CO3: To define the wage legislation in India.
CO4: To identify and analyse role of Trade Unions and collective bargaining in
Harmonious Employee relations.
COS: To analyse the process of legislative framework of settlement of Industrial
dispute.
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'*tsrhviffiBHAVAN'S VTTIEKANANDA COLLEGE
oF SCIENCE, HUMANITIES AND COMMERCE

(Accredlted with'A' Grade by NAAC)
Autonomous College - Alliliated to Osmanla Universlty

Department of Management Studies

COURSE NAME: INTERNATIONAL HUMAN RESOURCE MANAGEMENT

PAPER CODE: MBA405.3
YEAR/SEMESTER: IIIII

PPW: 4+1
NO. OF CREDITS: 4

s- International Compensation - components-

Course Objectives:

COBI: To make students understand the concepts of IHRM
COB2: To impart knowledge on the expatriate staffing procedure.
COB3: To make students learn about the expatriate training programme
COB4: To provide insights on the Performance and compensation procedures followed
for an international employee.
COBS: To make students aware of International Industrial relations.

Unit I: Introductlon to IHRM: Definition - Differences between Domestic and
intemational HRM - Variables Moderating differences (Cultural environment, Industry
type, Extent of Reliance of MNCs on Domestic Markets, Attitudes of Senior
management) Applying strategic View of IHRM - Path to Global Status (Export, Sales
Subsidiary, Foreign Production licensing, Sub Contracting, Network of Subsidiaries)

Unlt II: Staffing International Assignments: Approaches to staffing (Ethnocentric
Polycentric, Geocentric, Regio centric) - Determinants of Staffing choices -Transferring
staff for international (Importance, reasons, Wpes) - Roles of Expatriates and Non-
Expatriates and Inpatriates -- Selection criteria - Dual Career Couples

Unit III: Internatlonal Trainlng and Development: The role of Expatriate training -
Components of effective Pre-departure training programmes - Developing staff through
international assignments - Re-entry and Career Issues - Repatriation Process - Re-

entry and Repatriation problems (Individual reactions to Re- entry - Responses of The
MNE - Designing Repatriation Programs

Unit tV: International Performance & Compensation Management: International
Performance management (Expatriate and Non-Expatriate Performance Management)
Appraisal of internq$r:El
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Allowances - Benefits - Approaches to International Compensation of expatriates (The

going Rate Approach, Balance Sheet Approach)

Unlt V: Internatlonal Industrlal Relatlons: Introduction, Key Issues in International
Industrial Relations - Trade unions and international industrial relations - Response
of trade unions to multinationals. Managing Human Resource in off shoring Countries.

SUGGESTED READINGS:

Dowling, Peter J., Marion Festing, and Allen D. Engle (2Ol3l. Intemational
HumanResource Management, 6 / e; New Delhi: Cengage Learning

REFERENCES:

At the end of the Course Students Will be able to:
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1. Aswathappa, K. and Sadhana Dash (2013). Intemational Human
ResourceManagement, 2 /e; New Delhi: McGraw-Hill

2. Edwards, Tony and Chris Rees (2Ol3l. Intematianal Human ResourceManagement,
l/e; New Delhi: Pearson

Course Outcomeg:

COBl: To identiS the concepts of HR in global perspective.
COB2: Apply the knowledge in recmiting an expatriate for international
assignments.
COB3: Design an expatriate training programme
COB4: To explain the appraisal and reward system ofan expatriate
COBS: Identify the key issues in International Industrial relations'
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Bhavan's Vlvekananda College

of Science, Humanities & Commerce
Sainikpuri, Secunderabad - 5OOO94

Autonomous College - Alliliated to Osmania Unlversity
(Re-Accredlted with 'A' grade by NAAC)

Department of Management Studies

Course Code: MBA4O6.1
YEAR/SEMESTER: IIlil

COURSE NAME: BIIYER BEHAVIOR

HPW:4+1
NO. OF CREDITS:4

ngel, "Consumer Behavior", 2005, Thomson
lhairman

Course ObJectlves:
CO1.To understand importance of Consumer behavior in marketing function
CO2.To know about Relevant components of consumer behavior
CO3.To make the students know factors effecting on Consumer behaviour
CO4.To provide more insights of consumer decision-making procedure
COS.To know the Models of Consumer behaviour

Suggested Books

1. Black-well, n. uini*[ ff
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Unit - I:Contemporary Dlmenslons of Consumer Behaviors: CB research process.
Concepts and theories of motivation and personality and their Marketing implications.
The concept of perception and its impact on Marketing Strategies.Global consumers,
Contemporary Dimensions of Consumer Behaviour.

Unit - Il:Learning prlnciples and their marketlng implications: Concepts of
conditioning, important aspects of information processing theory; encoding and
information Retention, Retrieval of information, Split-brain Theory.

Unlt - III:Social and cultural settings: Culture, Sub-culture and Cross culture and
Cross-cultural marketing practices. Family Life Cycle- 1, 2, 3 and reference groups -
Personality, Life Style Influences.

Unit - IV:Consumer decislon maklng: Information Search, evaluation of alternatives.
Steps between evaluation of alternatives and purchase decision. Post-purchase
behaviour, Customer action and disposal of products.

Unit - V:Models of Consumer Behavlor: Modeling Behavior Traditional Models,
Contemporary Models. Generic Model of Consumer Behavior, Howard Sheth Model,
Engel, Blackwell and Rao -Lilien model. Consumerism in the global and digital era.



2. Loudon and Della Bitta, "Consumer Behavior", 2004, TMH.
3. Schiffman and Kannik, "Consumer Behavior", 2004, Pearson Education / PHI.

4. Gary Lilien, "Marketing Models", 2000, PHI.

5. Suja R. Nair, nConsumer Behaviour in Indian perspective", 2010, HPH.
6. Sheth and Mittal, "Consumer Behavior", 2004, Thomson Learning.

7. Deon, "Buyer Behavior', 2005, Oxford University Press.

8. Stish Batra, "Consumer Behavior",2OO9, Excel Books New Delhi.

Course Outcomes:

CO1. Identify global marketing as most important concept to learn in marketing

CO2. To Know about the principles in understanding global marketing &consumer
behaviour
CO3. To know factors effecting Consumer Behaviour

CO4. To identiff the steps in consumer decision making process

COS. To explain various models of Consumer Behaviour
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of Science, Humanltles & Commerce
Sainikpuri, Secuaderabad - 5OOO94

Autonomous College - Afliliated to Osmania University
(Re-Accredtted with 'A' grade by NAAC)

Department of Management Studies

COURSE NAME: Seruices and Retail Marketing

Course Code: MBA4O6.2
YEAR/SEMESTER: IIIII

Dcosrtm.nt of Busincss M'nsgcncnt' OJtllonitOIniblrlilP

HPW:4+1
NO. OF CREDITS:4

Courge ObJectlves:
1.To understand Services marketing as specific marketing function
2.To know about Services Marketing mix components in detail
3.To make the students know about Services Marketing strategies
4.To provide insights of Retail marketing
5.To make the students know about major attention areas of Retail marketing

Unlt - I: Service:

Concepts, Scope of Services. Goods-Services continuum. 4ls of Services Goods and
Services. Categorization. Industrial Services. Segmentation target Marketing and
positioning. Customer expectations and perceptions of services.

Unit - II: Servlce marketing Mix:
Product, Pricing, Place, Promotion, People, Physical evidence and process. Service
Quality-Dimensions of quality. Quality Management. and Measuring service Quality.
Strategies for dealing with intangibility, inventory, inconsistency and inseparability.

Unit - III: Strategles for servlces Marketlng:

Service Marketing Triangle- External Marketing, Internal Marketing, Relationship
Marketing and Interactive Marketing Building customer Relationship through
Segmentation and retention strategies. CRM- Defrnition Factors responsible for CRM
growth, framework of CRM, Tlrpes of CRM , CRM and Relationship Marketing

Unlt - IV: Retall Marketlng
Retail marketing-Introduction, meaning, characteristics, emergence of organizations of
retailing - 1}pes of Retailers,role of retailing, trends in retailingFDl inRetail - Problems
of Indian Retailing - Current Scenario.Factors influencing retail pricing, Retail pricing
strategies.

Unit - V:Store management and visual merchandising: Store Management:
Responsibilities of Store Manager, Store Security, Store Record and Accounting
System, Coding C arrman

Prof. K.G. CHA DR
M.Sc , MBA., Ph.O tb Manqggrngnl
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Suggested Books:

1. C. Bhattacharjee, "Services Marketing, Concepts and Planning', 2010, Excel Books,
New Delhi.

2. S.M.JHA, "Services Marketing", 2009, HPH, Mumbai.
3. Rampal M. K and Gupta S. L, 'Sewices Marketing Concepts, Applications and

Cases, 2000, Galgotia Publishing Company - New Delhi.
4. Lovelock, Chatterjee, "Services Marketing People, Technologr Strategl, 2006, sth

Ed, Pearson Ed.

References
1. Vinnie Jauhari, Kirti Dutta, 'Services", Oxford University Press, New Delhi.

Retail M
2.Retail Marketing Management: The 5 Es of Retailing lst Edition, Kindle Edition

Course Outcomes:
l.Develop an understanding about Services marketing
2.Develop an idea of Services marketing mix
3. Familiarize students about strategies of Services marketing
4.Develop students to know about Retail Marketing
5. Identi$ students to know more about important arenas in Retail marketing
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Layout, design: Tlpes of Layouts, role of Visual Merchandiser, Visual Merchandising
Techniques, Controlling Costs and Reducing Inventories Loss, Exteriors, Interiors
Customer Service, Planning Merchandise Assortments -Buying systems -Buying
merchandise and Retail Communication Mix.
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COURSE NAME: Retall Management

Course Code: MBA4O6.3
YEAR/SEMESTER: IIlil

management
Prof. K

HPW:4+l
NO. OF CREDITS:4

COURSE OBJECTIVES:

CObl: To understand Retail management as an important arena of
marketing.
COb2: To provide more insights of Retail consumer Buying Decision Process.

COb3: To make the students know about Store management.
COb4: To know about theories and HR in retail marketing
CObS: To make the students know about Retail Distribution Management.

Unit I: Retall Management: IntroductionRetail marketing- introduction, meaning,
characteristics. TJ4pes of retailers; Retail Pricing Strategies; Problems in Indian
Retailing. Retail Selling Approaches. FDI in retailing. E-retailing, Recent trends in
retailing sector.

Unit II: Retall coneumer declsion making process: Understanding consumer needs
and motives, customer buying roles, Retail shopper behaviour: Stages in retail buying
decision process for products: information search, alternatives evaluation, brand
choice, post purchase dissonance, brand loyalty; Personal, social, cultura.l influences
on the customer. Positioning of a brand, consumer's concept of self-image: Brand
updating and brand extension.

Unlt III: Store management and Vlsual Merchandislng:Store management:
Responsibilities of a store manager, Store security, Store record and accounting
system, Coding system. Store layout, Design Tlpes of layouts, Visual merchandising
techniques, controlling costs and reducing inventory loss, exteriors, interiors,customer service, planning merchandise assortments Buying systems; Retailcommunication mix: Advertising, sales promotion techniques, retailer promotions, Mall

, Retail vending ruachinesr "u'#!P,{:#1'L€Y-
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Unit fV: Retall development theorles and HR ln Retalllng: Theorles of Retail
Development, Customer Relationship Management, Retail Information Systems, HR in
retail Operations: Recruitment, selection, training ald development of retail employees,
l,egal issues in Retailing

Unlt V: Retail SCM & Warehouslng: Channel, Channel flows, Growth of Channel
relationships & partnerships, Distribution logistics and stock control, Retail logistics
& cost structure, Retail warehousing, Computerized replenishment systems, Internet
& direct distribution systems, Aggregators ln e-business, international retailing - key
success factors

REFERENCES:

l) David Gilbert, 'Retail Marketing Management", 2003, Pearson Education, 2nd

Edition.
2l U.C. Mathur, "Retail Management: Text and Cases", 2011, I.K. Intemational

Publishing House Rrt. Ltd.
3) Barry Berman, "Retail Management', 2011, Pearson education.

SUGGESTED READII{GS:
1) Joel Evans, "Retail Management - A Strategic Approach", 2009, pearson

Education Inc.
COURSE OUTCOMES:

At the end of the course students will be able to
s
col: Develop an understanding of Retail management as important arena in

marketing
CO2: Familiarlze aboutRetail consumer Buying Decision process.
CO3: Develop an idea of store managementln Retail Marketing.
CO4: Famlliarlzeabout Retail theories and HR in retail markeiing
COS: know about Retail Distribution Management.
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