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BHARATHIAR UNIVERSITY,COIMBATORE-641 046
B.B.M - Marketing with Diploma in Retail Manageme(@BCS Pattern)
(For the students admitted during the academic 3@@3-2009 and onwards)

SCHEME OF EXAMINATION — CBCS PATTERN

- Examinations
= Stud . 23| . 3
$ Compor?ents Course Title y g T < g s 8
= s O | 8| 2
) =
SEMESTER -
| | Language-I 6 3 25| 75| 100/ 3
Il | English-I 6 3 |1 25| 75| 100, 3
lll | Core | —Management Process 5 325 | 75| 100| 4
lll | Core Il — Financial Accounting 5 3| 25 | 75| 100| 4
[l | Allied Paper | - Mathematics for Management 6 3 | 25| 75| 100| 5
IV | Environmental Studies # 2 3 - | 50| 50 2
SEMESTER —lI
| | Language-Il 6 3 | 25| 75| 100| 3
Il | English-II 6 3 |125| 75| 100, 3
lll | Core Il — Industrial Psychology 5 3| 25| 75| 100| 4
Il | Core IV — Economics for Executives 5 325| 75| 100| 4
[l | Allied Paper Il — Mathematics for Managemehnt-I 6 3 | 25| 75| 100 5
IV | Value Education — Human Rights # 2 3 - | 50| 50 2
SEMESTER -llI
lll | Core V — Marketing Management 6 3 25| 75| 100| 4
lll | Core VI — Services Marketing 6 3 25| 75| 100| 4
lll | Core VIl — New Product Development 6 3 25| 75| 100| 4
[l | Allied : 11l - Taxation Law and Practice 6 3] 25 | 75| 100| 5
vV | Skill bas.ed Su_bject _1 (Diploma) 4 3 o5 | 75| 100 3
Paper-1 : Retail Environment
IV | Tamil @/Advanced Tamil # (or) Non-major elective-I : 5 3 75 75 ”
Yoga for Human Excellence # /| Women'’s Rights #
SEMESTER -1V
[l | Core VIl — Financial Management 5 3 25| 75| 100 4
lll | Core IX — Logistics and Sales Management 325 | 75| 100| 4
lll | Core X—Management Information System 5 325 | 75| 100| 4
Il | CORE XI —PC Software- MS Office & Tally — Thepr 2 3 | 10 | 40| 50 2
Il | CORE Xll —-PC Software- MS Office & Tally - Pré&cal 3 3 |20 | 30| 50 2
[l | Allied : IV — Functional English for Executives 5 3 | 25| 75| 100| 5
IV | Skill bas_ed Subject 2 (Dlploma) 3 3 | 25| 75| 100! 3
Paper-Il : Consumer Behavior
IV | Tamil @ / Advanced Tamil # (or) 5 3 75 75 5
Non-major elective -1l : General Awareness #
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SEMESTER -V
Il | Core Xl — Total Quality Service Management 6 3 | 25| 75| 100 4
[l | Core XIV — Insurance Principles and Practice 63 | 25| 75| 100, 4
[l | Core XV — Electronic Marketing 6 3 25| 75| 100 4
[l | Core XVI— International Business 5 325| 75| 100 4
lll | Elective —I: 25| 75| 100| 5
IV | Skill based Subject 3 (Diploma
Paper-Ill : Mercr{andise( Mgnage%ent 25| 75| 100 3
SEMESTER VI
[l | Core XVII — Entrepreneurship and Project Maaagent| 6 3| 25| 75| 100, 4
[l | Core XVIII - Investment Management 6 325| 75| 100 4
[l | Core XIX - Tourism Planning and Marketing 9 325 | 75| 100 4
lll | Elective —II : 6 3[125] 75| 100f 5
[l | Elective —Ill : 2 3125| 75| 100 5
IV | Skill based Subject 4 (Diploma 3
Paper-1V : Custogner Re(latirc))nship)Management 4 25| 75 100 3
V | Extension Activities @ - - - - 50 1
Total 3600| 140

@ No University Examinations. Only Continuoutehmal Assessment (CIA)
# No Continuous Internal Assessment (CIA). Quiyversity Examinations.

List of Elective paperg&olleges can choose any one of the paper as aiaxs)

Elective — |

Research Methods for Management

Marketing Research

E-Commerce

Elective — I

Advertising and Sales Promotion

HRD (Human Resource Development)

Financial Services

Elective - 1l

Labour Laws

Global Business Management

OmI>IOW>I>OW>

Project Work
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SEMESTER - |
Subject Title: MANAGEMENT PROCESS

Course/Subject code: 13 A Credit Hours: 6 (six) per week

Goal: To enable the students to learn principles, comscapd functions of management.
Objective: On successful completion of this course, the stisgdeimould have understood
v" The nature and types of business organizations
v Principles & functions of Management
v Process of decision making
v" Modern trends in management process.
UNIT -

Business - meaning -business and professiequirements of a successful
business- Organisation - meaning - importance dfin@ss organisation. Forms of
business Organisation-Sole traders, partnershipt #ondu family firm - Joint Stock
Companies - Cooperative Organisations - Publiatigsl and Public Enterprises.

UNIT -l

Nature and Scope of Management process — Defhsitiof Management —
Management: a science or an art? - Scientific Mamemt - Managerial functions and
roles — The evolution of Management Theory.

UNIT -l

Planning: meaning and purpose of planning - steptanning - types of planning.
Objectives and Policies - Decision making: Procetdecision making - types of
Decisions.

UNIT -IV

Organising: Types of organisation - Organisatiagtalcture - span of control - use
of staff units and committees. Delegation: Delegatnd centralisation - Line and Staff
relationship. Staffing: Sources of recruitmeneiestion process - training.

UNIT -V

Directing: Nature and purpose of Directing. n€olling: Need for co-ordination -
meaning and importance of controls - control prece8udgetary and non-Budgetary
controls - Modern trends in Management Processe studies.

REFERENCE BOOKS

1.Business Organisation - Bhushan Y .K.

2.Principles of Management — L.M. Prasad

3.Business Management — Dinkar Pagare

4. Principles of Business organisation and Managem®.N. REDDY
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Subject Title: FINANCIAL ACCOUNTING

Course/Subject code: 23 A Credit Hours: 6 (six) per week

Goal: To enable the students to acquire knowledge of Aating principles and practice
Objective: On successful completion of this course, the stisdemould have understood
v' The basic accounting concepts
v" Double entry book keeping system and various boblkscounts
v Preparation of final accounts, etc.

UNIT - |

Basic Accounting concepts - Kinds of AccountsFiwancial Accounting vs. Cost
Accounting - Financial Accounting vs. Managementdunting -Double Entry Book Keeping
— Rules of Double Entry System — Preparation ofrdauand Ledger Accounts- problems -
Subsidiary books - cash book — types of cash boptoblems - purchase book - sales book -
sales return and purchase return books.

UNIT - I
Trial balance - Errors — types of errors - Rexation of errors — problems - Bank
reconciliation statement — problems.

UNIT - 1l
Manufacturing - Trading - Profit & Loss AccountBalance sheet. — Problems with
simple adjustments.

UNIT - IV

Accounting for non-trading institutions-Income Bxpenditure Account- Receipts and
Payment Accounts and Balance sheet - Accountingdpreciation — methods of depreciation —
problems (straight line method and written dowrueanethod only)

UNIT -V
Preparation of accounts from incomplete records.

(Theory and problems may be in the ratio of 20fb 8%respectively)

REFERENCE BOOKS

1. Grewal, T.S. : Double Entrydk Keeping
2. Jain and Narang : Advanced Accancy
3. Shukla and Grewal : Advanced Accounganc

4. Gupta and Radhaswamy : Advanced Accountancy
5. Gupta R.L. : Advanced Agotancy
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Subject Title: MATHEMATICS FOR MANAGEMENT- |

Course/Subject code: 13 C Credit Hours: 6 (six) per week

Goal: To enable the students to acquire knowledge of emadttics & statistics and their
use in business decision making.
Objective: On successful completion of this course, the stisgdeimould have understood
v Set operations, matrix and Mathematics of Finance
v’ Statistical tools and their applications
UNIT - |
Sets and set operation - Venn Diagrams - Elesneh  Co-ordinate system.
Matrices, Fundamental ideas about matrices aed bperational rules — Matrix
multiplication - Inversion of square matrices ot nmore than 3rd order- solving system
of simultaneous liner equations.

UNIT-II
Mathematics of Finance and series simple and cangbonterest - Arithmetic
progression - Geometric progression (Simple problenly).

UNIT-III

Meaning and Definitions of Statistics - Scopeda Limitations. Statistical
enquiries - Scope of the problem - Methods toeb®ployed types of enquiries -
Presentation of data by Diagrammatic and Grapiethod - Formation of Frequency
Distribution.

UNIT-IV

Measures of Central tendency - Arithmetic Mddiedian, Mode, Geometric and
Harmonic mean, Measures of variation and stahdaean and quartile deviations -
Skew ness and  Kurtoses Lorenx curve, Simpledlairon - Scatter diagram -  Karl
Pearson’s Co-efficient of correlation — Rank catiein - Regression lines.

UNIT-V
Analysis of Time Series: Methods of Measuringefid and Seasonal variations
- Index number - Unweighted indices - Consunpeice and cost of living indices.

* Questions in theory and problems carry 30% &0 marks respectively

REFERENCE BOOKS
1. Sundaresan and Jayaseelan - An Introduati@usiness Mathematics
afthtistical Methods
2. Gupta S.P. - Statistical Methods
3. Navaneethan P. - Business Mathematics
4. Statistics - R.S.N. Pillai, Mrshd&yavathi
5. P.R. Vittal - Business Mathematind &tatistics
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Subject Title: INDUSTRIAL PSYCHOLOGY

Course/Subject code: 23 B Credit Hours: 5 (five) per week

Goal: To enable the students to acquire knowledge ofrosgéional behaviour
Objective: On successful completion of this course, the stisdemould have understood
Personality, Perception, Motivation, Jolis§action, morale, Group dynamics,
Leadership traits, Counsellimgl guidance, etc.

UNIT - |

Importance and scope of organisational psyayote Individual  differences -
Intelligence tests - Measurement of intelligence Personality tests - nature, types and
uses.

UNIT - 1l

Perception - Factors affecting perception - ivadgton - theories - financial and
non-financial motivation - techniques of motivatienTransactional Analysis - Brain
storming.

UNIT - 1l

Job satisfaction - meaning - factors - theoriddanagement of job satisfaction -
Morale - importance - Employee attitude and behaviand their significance to
employee productivity - job enrichment - job enkmgent.

UNIT - IV

Hawthorne Experiment - importance - Group DynamidSohesiveness — Co-
operation - competition - conflict - Types of Caafl — Resolution of conflict -
Sociometry - Group norms - Role - Status — sug@wmi style - Training for
supervisions.

UNIT -V

Leadership - types - theories — Trait, Managje@rid, Fiedder’'s contingency -
Organisational climate - organisational effectiv@ne- organisational development -
counselling and guidance - Importance of counselltypes of counselling - merits of
counselling.

REFERENCE BOOKS

1. Keith Davis - Human Behaviour at Work
2. Ghos - Industrial Psychology

3. Fred Luthans - Organisational Behaviour
4. L.M. Prasad - Organisational Behaviour
5. Hippo - Organisational Belaur

Subject Title: ECONOMICS FOR EXECUTIVES
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Course/Subject code: 13 B Credit Hours: 6 (six) per week

Goal: To enable the students to learn principles andegaiscof Business Economics
Objective: On successful completion of this course, the stisgdeimould have understood
v" The objectives of business firms
v Factors of production and BEP Analysis
v' Types of competitions and price administration
v" Government measures to control monopoly

UNIT - |

Objectives of business firms - Profit Maximiea - Social responsibilities - Demand
analysis - Law of Demand - Elasticity of demand.

UNIT -1

Production function - Factors of productiohaws of diminishing returns and Law of
variable proportions - Economics of Scale — Cost Revenue Curves - Break - even- point
analysis.

UNIT - 1l

Market structure and prices - Pricing underfgm Competition - Pricing under
Monopoly - Price discrimination - Pricing under Mypolistic competition - Oligopoly.

UNIT - IV

Pricing under factors of production; wages aryinal productivity theory - Interest -
Keyne's Liquidity preference theory — Theories @bf - Dynamic theory of Profit - Risk
Theory - Uncertainty theory.

UNIT -V

Government and Business - Performance of puiterprises in India - Price policy in
public utilities, Government measures to controlndpoly in India - MRTP Act.

REFERENCE BOOKS
1. Sankaran - Business Economics
2. Markar Et al - Business Economics
3. Sundaram K.P & Sundaram E - Business Economics



B.B.M.-MM (Marketing Mgt) -2008-09 —Colleges(Retljse Annexure No. 41 D
Page 8 of 41 SCAA - Dt.2121%9

Subject Title: MATHEMATICS FOR MANAGEMENT- II
Course/Subject code: 23 C Credit Hours: 5 (five) per week

Goal: To enable the students to learn the techniquegefa@ion Research and their
applications in business management.
Objective: On successful completion of this course, the stisgdeimould have understood
v' Operations Research models
v' Game theory, Queuing theory, PERT, CPM, etc.

UNIT - |
Introduction to Operations Research - Meanirf§cope — Models - Limitation.

Linear Programming - Formulation — Application inaWagement decision making
(Graphical method only)

UNIT -1l

Transportation (Non- degenerate only) - Assignminpgoblems - Simple Problems
only

UNIT - 1l
Game Theory:- Queuing theory - Graphical 8otu— mx2 and 2xn type. Solving
game by Dominance property - fundamentals - Singpleblems only. Replacement

problem — Replacement of equipment that detorigtadually (value of money does not
change with time)

UNIT - IV

CPM - Principles - Construction of Network fprojects — Types of Floats —
Slack- crash programme.

UNIT -V

PERT - Time scale analysis - critical path elability of completion of project -
Advantages and Limitations.

Note: Theory and problem shall be distribute@CG® and 80% respectively.

REFERENCE BOOKS

1. Kanti Swarup, Gupta R.K. - Operations Redearc
2. P.R. Vittal - Operations Research
3. Gupta S.P. - StatadtMethods.
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Semester — 1|
Marketing Management

UNIT — 1|

Definition of Marketing — Marketing Management -Mating concept — Meaning
Jimportance - Importance of marketing in develgpoountries — Functions of marketing
-Marketing environment : various environmental éastaffecting the marketing function

UNIT —1I

Buyer Behavior — Buying motive — explanation of imation - Market segmentation on
different bases — Marketing strategy - Market streee— Definition and type of channel —
Channel selection and problem.

UNIT -1l

Product - Marketing Characteristics — Consumerdgo- Industrial goods — Production
policy - product life cycle (PLC) — Product mixModification & elimination — Packing
— Developing new products — Strategies.

UNIT - IV

Pricing: Meaning of Buyer & Seller — Pricing pobsi — Objectives- factors influencing
pricing decisions - Competitors action to priceraies - Multiproduct Pricing. Physical
Distribution - Management of physical distributiomarketing risk.

UNIT -V

Branding Decision: Brand — Brand image, Brand IdgntBrand Personality —
positioning and Leveraging the brands - brand Bquit

REFERENCE BOOKS:

Philip Kotler - Marketing Management
Rajan Nair - Marketing Management
Cundiff and Still - Fundamentalshdddern

Marketing.
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SERVICES MARKETING

Objective: The course aims at making students understanceptsigphilosophies, processes and
techniques of managing the service operationsfioina

Unit I: Introduction: Difference between product and ssgimarketing; Characteristics of
services.

Service marketing system: Service quality; Undeditag customer expectations and zone of
tolerance; Targeting and positioning of service.

Unit I1: Services marketing mix: Augmented marketing migyBloping the service
product/intangible product; Service product plagni8ervice pricing strategy; Services
promotions; Services distributions.

Unit I11: Physical evidence: Role of communication in sexviarketing; People and internal
communication; Process of operations and delivéseovices; Role of technology in services
marketing.

Unit IV: Marketing the Financial Services: Deciding thevser Quality, Understanding the
customer expectation, segmenting, targeting, asdipoing of Financial Services, Devising
Financial Services Marketing Mix Strategies witlesjal reference to Credit Cards, Home
Loans, Insurance and Banking.

Unit V: Services in global perspective: International retirlg of services; Recent trends;
Principal driving force in global marketing of seres; key decisions in global marketing;
Services strategy and organising for global mankgeti

Suggesting Readings
1. Lovelock-Services Marketing: People, Technology Strdtegy (Pearson Educatioff, 5
edition) 2001.
Rampal and Gupta-Services Marketing- Sultan Chand.
Bhattacharjee-Services Marketing-Excel publishers.
Zeithaml-Services Marketing (Tata McGraw-Hill® 8dition) 1999.
Rama Mohana Raok — Services Marketing(Pearson Edoga
Govind Apte-Services Marketing(Oxford Univ.Press)

oO0AWN
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NEW PRODUCT DEVELOPMENT

Objective
To prosper firms must develop newdpiacis and service innovations. In this course
several practical concept development methods.

UNIT |
New product developers-Users or manufacs, Generation of Ideas for breakthroughs,
Finding out what users want.

UNIT I
Improvement to existing products, MarkgtResearch process for Idea generation, Brain
storming and Creativity training.

UNIT 11
Advertisements to sustain New produgiisding solutions to consumer needs, word-of-
mouth as critical aspect to sustainability of neaduicts.

UNIT IV
Innovation communities, First moveraggards.

UNITV
Demographic, Cultural, economic anaysr new product development.

REFERENCES:

1. Von Hippel, Eric- The sources of Innovation, Oxfdsdiversity Press, 1988.

2. Gordon, William- The development of Creative CapadCollier Books, 1961.

3. Thomke, Stefan, and Eric Von Hippel,- Customerbasvators: A new way to create
value-Harvard Business Review(April 2005),74-81pfR& no. R 0304 F.
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Subject Title: TAXATION — LAW AND PRACTICE

Course/Subject code: 33 E Credit Hours: 5 (Five) per week

Goal: To enable the students to acquire knowledge otjplies of Taxation
Objective: On successful completion of this course, the stisdemould have understood

v Principles of Direct and Indirect Taxes
v" Calculation of Tax, Tax Authorities, Procedures,...
UNIT =1

General Principles of Taxation, Distinction betwegirect and Indirect taxes, tax
evasion — avoidance — causes - remedies.

UNIT —1I

Direct Taxes : Income Tax Act 1961 — important digéfbns — basis of charge —
residential status — Income exempted from income ta heads of income —
computations of income under salary and house prpgeroblem be included).

UNIT -1l

Computation of income under profits and gains ofibess - profession - capital
gains — income from other sources - Deductiorthéncomputation of total income
- income tax Authorities and their power.(probldmesincluded).

UNIT - IV

Indirect taxes — selected provisions of VAT— wiggard to registration of dealers -
procedure and effects of registration -mode ofrging VAT — exemption from
VAT — authorities and their powers.

UNIT -V

Role of Excise duties in the total revenue — olbjest of excise duty in the total
revenue — objectives of excise duty — exempted fduty — customs duties — Levy
of import and export duty — distinction between @dwm and specific duties —
exemption

Note: Theory and problems shall be distributed086 & 40% respectively.

BOOKS RECOMMMENDED

1
2
3
4
5
6

Bhagavathi Prasad - Income Tax LaWré&ctice
Mehrothra - Income Taaw & Practice
Gour & Narang - Income Tax L&wPractice
Dingare pagare - Income Tawl&Practice
Dingare Pagare - Business fiana
Balasubramanian - Business Tarati
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Diploma Paper — | RETAIL ENVIRONMENT
Course Number: Number of credit Hours :

Subject Description: This course presents the basics of retailirends in retailing,
evolution of retailing and global retail markets.

Goals: To enable the students to learn the basics inlingtaevolution and trends in
retailing.

Objectives: On successful completion of the course the stgdamuld have:
understood the features of retailing

learnt the theories of retail development

learnt retail development in India and global detzarkets

Contents-

UNIT |

Retail: Meaning — Functions and special charadiesisof a Retailer — Reasons for
studying. Retailing — Marketing-Retailer Equation Marketing concepts applied to
retailing — Retailing as a career — Trends in Hatai

UNIT Il
Retail Model and Theories of Retail Developmentite Icycle and phase in growth of
retail markets — Business models in retail — ofketail models.

UNIT 1l
Strategic Planning in Retailing: Situation AnalysiObjectives — Need for identifying
consumer needs — Overall strategy, feedback anttoteh consumer decision-making
process.

UNIT IV
Retail in India: Evolution and Size of retail india — Drivers of retail change in India —
Foreign Direct Investment in retail — Challengesaiail developments in India.

UNIT V

Global retail markets: Strategic planning processgiobal retailing — Challenges facing
global retailers — Challenges and Threats in glaleshiling — Factors affecting the
success of a global retailing strategy

REFERENCE BOOKS:

Swapna Pradhan — Retailing Management — Text asg¢Caata McGraw Hill -3
edition, 2004

Barry Berman and Joel R Evans — Retailing ManagémeA Strategic Approach,
Prentice Hall of India, '8 Edition, 2002.

James R. Ogden, Denise Ogden — Integrated, Retauihlyement — Biztantra 2005
Gibson G Vedamani — Retail Management — Functiéhaiciples and Prectice, Jaico
Publishing House, Second edition, 2004.
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FINANCIAL MANAGEMENT

Goal: To enable the students to acquire knowledge ofrfeliad Management

Objective: On successful completion of this course, the stisgdeimould have understood
v Finance Functions, Cost of capital, Capital striegtu.
v Capital Budgeting, Working capital management,...

UNIT - I (Theory only)

Finance Functions: Meaning - Definition and scopdéirance functions - Objectives of
Financial management - profit maximization and weahaximisation. Sources of
Finance - Short term - Bank sources — Long terrhar&s - debentures, preferred stock -
debt.

UNIT - Il (Problem & Theory questions)

Financing Decision: Cost of Capital - Cost of SfiecBources of capital - Equity -
preferred stock debt - reserves - weighted averageof capital, Operating Leverage and
Financial Leverage.

UNIT - Il (Theory only)

Capital Structure - Factors influencing capitalusture — optimal capital structure -
Dividend and Dividend policy: Meaning, classifiaati- sources available for dividends -
Dividend policy general, determinants of divideradigy.

UNIT - IV (Theory only)

Working capital management:. Working capital managetm concepts - importance -
Determinants of Working capital. Cash Managemenotiwés for holding cash -

Objectives and Strategies of cash management. \Ridxtes Management: Objectives -
Cost of Credit Extension, benefits - credit polksciecredit terms - collection policies.

UNIT - V (Problemsé& theory questions)
Capital budgeting-meaning-objectives-preparationasious types capital budgeting.

(Theory carries 80 Marks, Problems carry 20 Marks)

REFERENCE BOOKS

1. P.V. Kulkarni - Financial Management
2. Khan and Jain - Financial ManagemeénConceptual Approach
3. I. M. Pandey - Financial Management

4. S.N. Maheswari - Management Accounting
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LOGISTICS AND SALES MANAGEMENT

UNIT I:

Introduction to Logistics and competitive Strate@efinition and Scope of Logistics- Functions &
Objectives- Customer Value Chain- Service Phasdsadinibutes-Value added logistics services-
Role of logistics in Competitive strategy.

UNIT II:

Warehousing and Materials Handling- Warehousing ckans- Types-Site Selection-Decision

Model- Layout Design- Costing- Virtual Warehouseatktial Handling equipment and Systems-
Role of Material Handling in Logistics. Material ddage Systems- principles-benefits-methods.
Automated Material Handling.

UNIT HlI:

Transportation System- Evolution, Infrastructured aMetworks. Freight Management-Route
Planning-Containerization. Modal Characteristicdel-modal Operators and Transport Economies.
Packaging as Unitization. Consumer and IndustaakBging.

UNIT IV:

Current Trends- Logistics Information Systems- Ne€tharacteristics and Design. E-Logistics-
Structure and Operation. Logistics Resource ManagenmAutomatic Identification Technologies.
Warehouse Simulation. Reverse Logistics- Scopeigdesand as a competitive tool. Global
Logistics- Operational and Strategies Issues. &jres logistics Planning.

UNIT V:

Sales management- Meaning and objectives of sa@agement, responsibilities of sales manager;
role of sales manager as leader of sale forces sal@nagement and marketing management
relationship Salesmanship. Meaning, scope, impogtaand limitations; Management of Sales. An
introduction to retailing system, retailing defioit, structure, retailing mix, retail store locatjo
flow, retail pricing Objectives of sales forecagtimethods and procedures of sales forecasting.

References:

1) Slope Vinod V, Logistics Management- The Supply i@hmperative, Pearson
Education, Indian Reprint 2004.

2) Ailawadi C Sathish & Rakesh Singh, Logisticadgement,Prentice Hall India,2005.

3) Coyle et al., The Management of Business ltimgisThomson Learning"7Edition,
2004.

4) Sales Management Decision, policy by R 8dliCundif.

5) Salesmanship by Upatric, CA.

6) Bowersox Donald J, Logistical Management- Tritegrated Supply Chain Process Tata
Mc Graw Hill, 2000.
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Subject Title: MANAGEMENT INFORMATION SYSTEM

Course/Subject code: 43 C Credit Hours: 5 (Five) per week
Goal: To enable the students to acquire knowledge of MIS
Objective: On successful completion of this course, the stisgdemould have understood
v' Computer based information system
v" MIS support for the functions of management
UNIT |

Introduction to Information Systems - definitiorfeatures - steps in implementation of
MIS - need for information-information system fagaision making- MIS as competitive
advantages — MIS structures.

UNIT Il

MIS - Strategic information system - MIS suppont fidanning - organising - controlling
- MIS for specific functions - personnel, finaneearketing inventory production Data
Base Management System Models - hierarchical -rmitwielatioan! - modular.

UNIT I

Computer Hardware - Description of electronic cotepsl — CPU operations -
Classification of computers - main - mini - workgtas - micro computers - Super
computers - personal computers. Computer Softwargpes of software - data
representation in computers - Introduction to ahssrver.

UNIT IV

Input devices - mouse - touch screens - MICR - OQ&yboard - pen based Input -
digital scanners - voice input devices - sensorgp( devices - impact printers - non-
impact printers - video display terminals - ploster voice output devices. Secondary
storage devices - magnetic disk, floppy, magnefet optical disk storage - CDROM

UNIT V

Telecommunication revolution - Introduction to Emainternet, intranet and
teleconferencing, www architecture, IntroductionBeCommerce, models B B, B _C,
and EDI, EDI applications in business, electroragrpent cash, smart cards, and credit
cards.

REFERENCES
Management Information System - Murdick andg$0
Management Information System- A contempopanspective - Kenneth Laudon &
Jane Laudon
Management Information System - Gordon B Davis
Management Information System - James O brien
Computer applications in business - Subramalkian
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IV-Semester
PC SOFTWARE (MS OFFICE)
Unit-I

Windows 2000- working with windows — moving fornwat within windows
arranging Icons- Saving Window settings. MS Offi8asics — Creating document —
entering text-Selecting text- giving instructiongsing tool bars- Menu commands-
Keyboards shortcuts- Saving files- Opening docusentManipulating Windows —
simple Editing- Printing Files.

Unit-1I

Word Basics — Using Auto text — Using Auto Corr&¢ord editing technique-
finding and replacing text — Checking spelling —ings templates- formatting —
Formatting with styles creating tables.

Unit-lll

Excel Basics- entering data- Selecting Rangesdirfgdientries — formatting
entries- Simple Calculation- naming cells and Rand@#ata display- printing worksheets
—copying entries between workbooks — Moving shdms#sveen workbook-deleting
sheets- Creating graphs.

Unit-1V

Power Point basics- Working in outline view- usiaglesign template- Merging
presentations in Slider sorter view applying tertgda— Adding graphs- adding
organization Charts.
Unit-V

Access Basics- Creating a table- entering and ngddecords- Changing a
structure- working with records — Creating formsestablishable relationship using
gueries to extract information.

Text Books

1. Office 2000 Complete Reference by stepher Lsdlel

2. PC Software for window made simplex by R.K Tlexal'ata McGraw Hill
Publishers Pvt. Ltd.,

3. Quick Course in Micro soft Office Joyce Cox, lliPourban — Galgottia
Publications.

4. PC Software for Office- Automation by T.Kartayan and Dr. C. Muthu-
Sultan Chand and Company.
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IV - SEMESTER
PROGRAMMING LABORATORY
List of Practical

MS-Word

1. Type the text, check spelling and grammar bulletd aumbering list items,
align the text to left, right justify and centre.

2. Prepare a job application letter enclosing yourBaia

3. Perform Mail Merger Operation and Preparing labels.

4. Prepare the document in newspaper column layout.

MS — EXCEL

Worksheet Using Formulas.

Working Manipulation for electricity bill preparatn.

Drawing graphs to illustrate class performance

An excel worksheet contains monthly sales detdifs/e companies.

NGO

MS ACCESS

9. Simple commands perform sorting on name, place mmdcode of students
database and address printing using label format.

10.Pay rolls processing and prepare report

11. Inventory control.

12.Screen designing for data entry.

MS POWER POINT

13.Prepare a PowerPoint presentation with at leagtetistides for department
Inaugural function.

14.Draw an organization chart with minimum three hiehgcal levels.

15.Design an advertisement campaign with minimum tistieles.

16.Insert an excel chart into a power point slide.
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Subject Title: FUNCTIONAL ENGLISH FOR EXECUTIVES

Course/Subject code: 43 C Credit Hours: 5 (Five) per week

Goal: To enable the students to acquire knowledge of MIS

Objective: On successful completion of this course, the stisdetmould have understood
v' Computer based information system
v' MIS support for the functions of management

» Parts of speech — basic grammar rules in English.

* Enhancing the reading ability of students (at a speed of minimum 150 words per
minute with appropriate stress, voice modulatiod enrrect pronunciation). Students
should be exposed to the practice of reading neapeng viz., The Hindu, Indian
Express, Business Line, Economic Times., etc. amdagazines like business
world,etc.

Unit — I

* Enhancing the spontaneous writing skillof the students — writing articles on simple
topics given — preparing speeches - preparing tepor various events / functions
held in the college. Writing letters assuming vasi@apacities and various situations.

Unit — 1l

» Enhancing the spontaneous speaking skilbf the students — self introduction at
various forums and during interviews — EffectivebiRu Speaking (EPS) — Role
playing. Mock interviews for recruitment — mocleps meets.

Unit — IV

» Enhancing the presentation skillof the students — Individual seminar presentation
and Group seminar presentation (Students may keniep into groups, which will
prepare papers on current issues pertaining t@ tr@dmmerce and industry or any
social issue and present the same to audienceh @@acp may consist of 3 or 4
students.

Unit—V

 Enhancing the interpersonal communication skill of the students — Group
Discussion (Students may be organized into 4 orcdbis. All the groups may be
given a management problem relating to real lifpegiences of trade and industry in
the country or the world. They will be asked tadfigroup solution through
discussion and the group leader will present tineesi@ the audience in the class.
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Functional Enqglish for Executives

Allied Paper in Fourth Semester for all BBM aB®8A Degree Courses for
the candidates admitted during 2007-08 and onwards.

Objective of this paper.
To develop the language and communication skilkhefstudents.

Objective of the examination:
To assess how effectively the students apply theguage and communication skills in
the simulated practical situations.

Internal Assessment: (Maximum: 50 marks)
(To be assessed jointly by the subject teachetlan&OD, on completion of each unit.)

Unit-I: Reading ability of students

When the students read the articles from the plestrnews papers, journals or
magazines, the teacher can assess the readinty abilihe students, based on speed,
pronunciation, stress, voice modulation, etc. (Maxin: 10 marks)

Unit-Il: Spontaneous writing skill
The teacher can ask the students to write
Letters, assuming any business / administrativéeson
Reports on industry visits, seminar/function ateshcetc.
Short essays or write-ups on given topics
Any other item that the teacher deems fit
Marks can be awarded based on the clarity, thenentation and the grammatical
strength of the write-up. (Maximum: 10 marks)

Unit-Ill:  Spontaneous speaking skill
The teacher can
» Ask the students to speak on a given topic
» Assume that they are organizing/attending a fundciiod the students have to play
the following roles
= Welcoming the gathering
= Delivering the presidential address
* Proposing vote of thanks
» Playing the ‘master of ceremony’ role
» Delivering a special address on a given topic
Conduct mock interviews for recruitment / mock greseets.

Marks can be awarded based on the theme-orientatide of the language, pronunciation,
stress, voice modulation and body language.
(Maximum: 10 marks)
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Unit-IV: Presentation skill

The teacher may organize Individual seminar predem and Group seminar
presentation (Students may be organized into growpsch will prepare papers on
current issues pertaining to trade, Commerce athgistny or any social issue and present
the same to audience. Each group may consist o#A3tudents)

LCD / OHP / Black board can be used by the studdrased on availability).

Marks can be awarded based on the theme-orienttidrclarity of presentation.
(Maximum: 10 marks)

Unit-V: Interpersonal communication skill

The teacher can organize Group Discussion.

(Students may be organized into 4 or 5 groups. tA# groups may be given a

management problem relating to real life experisnck trade/industry. They may be

asked to find group solution through discussion #rel group leader may present the

same to the audience in the class.)

GD can be assessed based on the level of pariaripat the individual in the group,
motivation, language, depth of discussion, analysigthesis, inter-personal aspects,
clarity of presentation, theme-orientation, etc.

(Maximum: 10 marks)

External Assessment: (Maximum: 50 marks)

= The University may appoint external examiners framong thesenior most
management teachers (not English teachers)f various colleges affiliated to
Bharathiar University.
= Both the internal and external examiners can jpisdt a question paper which
will be consisting of the topics f&kNY TWO of the following events.
= GD: 25 marks
» Effective Public Speaking: 25 marks
= Seminar presentation: 25 marks
= The performance is to be jointly assessed by bwhekaminers and the marks are
to be awarded.

» This may be treated as a practical examination



B.B.M.-MM (Marketing Mgt) -2008-09 —Colleges(Retljse Annexure No. 41 D
Page 22 of 41 SCAA - Dt.2121%9



B.B.M.-MM (Marketing Mgt) -2008-09 —Colleges(Retljse Annexure No. 41 D
Page 23 of 41 SCAA - Dt.2121%9

IV - SEMESTER
DIPLOMA IN RETAIL MANAGEMENT PAPER — I
- CONSUMER BEHAVIOUR

Course Number: Number of credit Hours:
Subject Description: This course presents the basics of consumer balravi
Goals: To enable the students to learn the basics ofutnesbehaviour
Objectives: On successful completion of the course the stsdamuld have:
Understood consumer motivation and perception

Learnt consumer learning and attitude

Learnt consumer decision making

UNIT-I

Introduction - Consumer Behaviour — definition -ope of consumer behaviour —
Discipline of consumer behaviour — Customer Valuais$action — Retention —
Marketing ethics.

UNIT —II
Consumer research — Paradigms — The process ofucmisresearch - consumer
motivation — dynamics — types — measurement of west— consumer perception

UNIT -1l
Consumer Learning — Behavioural learning theoriedMeasures of consumer learning
— Consumer attitude — formation — Strategies ftitwate change

UNIT - IV
Social class Consumer Behaviour — Life style Pesfibf consumer classes — Cross
Cultural Customers Behaviour Strategies.

UNIT-V
Consumer Decision Making — Opinion Leadership — &wics — Types of consumer
decision making — A Model of Consumer Decision Muaki

REFERENCE BOOKS:

Leon G. Schiffman and Leslie Lazar Kanuk, ConsuBehaviour, Prentice — Hall of
India, Sixth Edition, 1998.

Paul Green Berg-Customer Relationship Managemeata-Wic Graw Hill , 2002

Barry Berman and Joel R Evans — Retail ManagemeniA-Strategic Approach-
Prentice Hall of India, Tenth Edition, 2006

Gibson G Vedamani — Retail Management — Functiéhalciples and Practice, Jaico
Publishing House, Second Edition, 2004
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TOTAL QUALITY SERVICE MANAGEMENT

Objective: To provide basic knowledge on the concepts of T@M journey towards
continuous improvement of service quality.

UNIT-I: ASPECTS OF QUALITY
Quality mission, Policy and objectives; conceptglation and determinants of quality;
interpretation and process of quality audits; adsjuality and economies of quality.

UNIT-I1: TOTAL QUALITY MANAGEMENT

Definition, underlying concepts, implementation andasurement of TQM, Internal
Customer- Supplier relationship, QFD, Quality impgment teams, team work and

motivation in TQM implementation, training and edtion, role of communication in
implementing TQM, policy deployment.

UNIT-111: MANAGEMENT OF PROCESS-|

Processes in service organization and their cqremolple seven tools of quality control:
Check Sheet, Histogram, Scatter diagram, Procegpidig, Cause and Effect diagram,
Pareto analysis, control charts and Advanced tiodgiality.

MANAGEMENT OF PROCESSI I

SQC: Control Charts for variables- X, X bar, andHarts and control charts for attributes-p,
Np, and C charts. Acceptance sampling plan andromece Vendor selection and vendor
rating.

UNIT-1V: MANAGEMENT OF QUALITY
Facets of quality planning, quality improvement noets, kaizen, quality audits, medical
audit, accreditation, nursing care standards, §m8&, JIT and NABL.

UNIT-V: SYSTEMS APPROACH TO QUALITY

Introduction to ISO 2000, ISO 14000 and ISO 18000.

Documentation of quality systems, quality manuedcpdure manuals, work instruction
manuals and records forlISO2000. Bench Marking amglri#ss Process Reengineering
Definition, methodology and design, evaluation andlysis.

References:

Sundara Raja, S.M., Total Quality Management: Aneri Tata McGraw Hill,1995.
Sreenivasan, N.S and V.Narayana, Managing Qu&ityicepts and Tasks, New Age
International, 1996.

Kume, H., Management of Quality, productivety Py£396.

Dennis, Lock., Handbook of Quality Management, 1992

Hammer, M. and Spect. Business Process Reengigeé&fas.

ISQUA Journal.

MCB journal of Quality Management.
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Subject Title: INSURANCE PRINCIPLES AND PRACTICE

Course/Subject code: 53 B Credit Hours: 6 (Six) per week

Goal: To enable the students to acquire knowledge ofrémsie Business
Objective: On successful completion of this course, the stisdemould have understood
v Principles of Insurance
v' Life Insurance and General Insurance businesgdia In
UNIT-I
Defining Risk and Uncertainty - Classification agk - Sources of risk - External and
Internal Insurance - Meaning, nature and signiftearessential requirements and
principles of risk insurance; reinsurance; privaiisn of insurance business in India;
Insurance Regulatory Development Authority — Red@evelopments in the Insurance
sector.

UNIT-II

Life Insurance - Law relating to life Insurance;er@ral Principles of Life Insurance
Contract; Proposal and policy; assignment and natiain; title and claims; concept of
trust in life policy; LIC - Role and functions.

UNIT-11I

General Insurance - Law relating to general insteardifferent types of general
insurance; general insurance Vs life insuranceyreawf fire insurance ; various types of
fire policy ; subrogation; double insurance; cdmition; proximate cause; claims of
recovery. Accident and Motor Insurance - Naturescldisure, terms and conditions
claims and recovery; third party insurance; Commylsmotor vehicle insurance;
accident insurance.

UNIT-IV

Deposit and Credit Insurance - Nature, terms anud@ions, claim, recovery etc., public
liability insurance; emergency risk insurance dutee and power, function of General
Insurance Corporation of India; Deposit Insuranoe eredit Guarantee Corporation.

UNIT-V

Marine Insurance - Law relating to marine insuranseope and nature; types of policy;
insurable interest; disclosure and representatimured perils; proximity cause; voyage;
warranties; measurement; subrogation; contributimiater insurance.

TEXT BOOKS
1. M.N.Mishra . Insuranceniples and Practices
2. Kothari & Bahl : Principlea@Pratices of Insurance
3. G.S.Panda . Prin@g@ad Pratices of Insurance
4. N.D.Kapoor . ElementBafsiness Law

5. P.Periyasamy . Princides Pratices of Insurance
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E-MARKETING (Electronic Marketing)

UNIT I

What is e-marketing, how does it relates to e+imss .internet, e-marketing past,
present. And future, strategic e-marketing, fromatsgy to electronic strategh from
business . Models to electronics models-e-busimestels, performance metrics.

UNIT I

The e-marketing plan, e-marketing planning, creabb e-marketing plan, A seven step
E-marketing plans, e-marketing environment, glob@rketing, overview of global
marketing issues, country and market opportunitplyais, technological readiness
influences marketing, wireless internet accessaso#t policy, ethical and legal issues,
privacy, digital property.

UNIT I

E-marketing environment, marketing knowledge, minkeknowledge management
Other Technology enabled approaches, real spaceages, marketing databases
And data warehouses, knowledge management mdtrecsianover story, inside
The internet exchange process.

UNIT IV

Segmentation and targeting overview, three markedsket segmentation bases.
Differentiation dimensions, differentiation strgies, bases and strategies for
positioning.

UNIT V

E-marketing Management; Product, Many Products t@kge on Internet Properties,
Product Benefits, E-marketing Enhanced Product D@weent, price, The Internet
Changes Pricing Strategies, Buyer and Seller Petisps, Pricing Strategies, The
Internet for Distribution, Distribution Channel Qveew, Types of Intermediaries,
Channel Management and Power, Classifying Onlihan@el Members, Distribution
Channel Metrics.

BOOK: Prentice-Hall of India
E-Marketing New Delhi 110001
Judy Strauss 2006.

Adel El-Ansary
Raymond Frost.
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Subject Title: INTERNATIONAL BUSINESS

Course/Subject code: 53 D Credit Hours: 6 (Six) per week
Goal: To enable the students to acquire knowledge ofriateonal Business
Objective: On successful completion of this course, the stisgdeimould have understood
v" The Changing Nature of International Business
v Culture and competitive Advantage.
v Foreign Direct Investment, etc.,...
UNIT-I
Introduction and Overview: Introduction — The Glbbation of the World Economy —
The Changing Nature of International Business fdpéinces in International Business.
National Differences in Political Economy: Introdien — Political Systems — economic
Systems — Legal Systems — The Determinants of Homn®evelopment — States in
Transition.

UNIT-II

Differences in Culture: Introduction — Social Stuwe - Religion — Language —
Education — Culture and the Workplace — Culturengea— Cross — Culture Literacy —
Culture and competitive Advantage.

UNIT-III

International trade Theory: Introduction — An Oview of Trade Theory — Mercantilism
— Absolute Advantage — Comparative Advantage — Bi@dokr — Ohlin Theory — The
New Trade Theory — National Competitive Advantageorter's Diamond. The Revised
Case for Free Trade — Development of the World adihg System — WTO &

Development of World trade — Regional grouping afirttries and its impact.

UNIT-IV

Foreign Direct Investment: Introduction — Foreignredt Investment in the World
Economy — Horizontal Foreign Direct Investment —tital Foreign Direct Investment.
Benefits and advantages to host and home countries.

UNIT-V

Mode of Entry and Strategic Alliances: Introductiefentry Modes — Selecting and Entry
Mode — Strategic Alliances — Making Alliances Woikxporting, Importing and Counter
trade: Introduction — The Promise and Pitfalls ofp&ting — Improving Export
Performance — Export and Import Financing — Expaesistance — Counter trade.

REFERENCE

Hill C.W. International Business: Competing in tB®bal market place, Irwin —
McGraw Hill, 1999.

Philop.R.Cateora, International Marketing, Irwin Gtaw Hill, 9th edn. Shivaraman,
International Business, Macmillan India.

Francis Cherunilam, International Business, Wheelidlications.

Charle W.L. Hill, International Business, Irwin —c@raw Hill, 1998.
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Subject Title: RESEARCH METHODS FOR MANAGEMENT

Course/Subject code: 53 E Credit Hours: 6 (Six) per week

Goal: To enable the students to acquire knowledge of &ebke

Objective: On successful completion of this course, the stisdemould have understood
v' Research methods and sampling techniques
v Analysis and interpretation of data, Application @search

UNIT -

Research - Definition - Importance - Advantages ainditations. The research process -
problem identification - Design of research - TymésDesign - Sampling process and
selection - sample types - Sample size and sameinogs.

UNIT -l

Data Collection - methods - tools - Questionnaitaterview Schedule - Kinds of Data -
Attitude measurement of scaling technique - Edjtidgding, Tabulation.

UNIT -l

Statistical Data Analysis - Hypothesis - its sosrce formulation and testing of
Hypothesis - Z test, T test - Chi-square test (fenfProblems Only)

UNIT -IV

Interpretation and report writing - steps in writineports - layout of report, types, and
principles of report writing - Graphical represdita of results.

UNIT -V

Application of research: Product research - Priesearch - Motivation research -
Promotion research — Distribution research - Sadesrol research - Media research.

TEXT BOOKS:

1. Boyd and Westfall . Marketing Resdar
2. Gown M.C. . Marketing lRasch
3. Green Paul and Tall : Marketing Reslear

4. C.R. Kothari . Researchtivtelology
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V —-SEMESTER : DIPLOMA IN RETAIL MANAGEMENT
PAPER Il - MERCHANDISE MANAGEMENT

Course Number: Number of credit Hours:
Subject Description: This course presents the basics of merchandising
Goals: To enable the students to learn the basics oflraedising management
Objectives: On successful completion of the course the stedamuld have:
Understood merchandising planning

Learnt merchandise buying

Learnt visual merchandising

UNIT-I

Merchandising — meaning — concept — factors affectmerchandising function —
merchandise manager functions — merchandise mix emponents of merchandise
management — merchandise strategies

UNIT -l
Merchandise Planning — steps involved — merchanclisgrol — assortment planning
— merchandising stages

UNIT -1l
Merchandise buying — types — sources of supply -eniilying and contracting -
evaluating sources- branding strategies — categ@anyagement

UNIT —IV

Merchandise performance — retail pricing — merchsadallocation — analyzing
merchandise performance — methods.

UNIT-V

Visual Merchandising — types of display — displdgmqming — methods of display —
Wwdiyand interior display — space management —mlaglay out

REFERENCE BOOKS:

Chetan Bajaj and Ranjith — Retail Management — @xkfoniversity Press, Second
Edition, 2005

Gillespie Hecht and Lebowitz — Retail Business Mgeraent, Mc Graw Hill Book
Company, Third Edition, 2002

James ROgden, Denise T.0Ogden - Integrated Retablyiement, Wiley Pvt Ltd, 2005

Gibson G Vedamani — Retail Management — Functiéhalciples and Practice, Jaico
Publishing House, Second Edition, 2004
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SEMESTER - VI
Subject Title: ENTREPRENEURSHIP AND PROJECT MANAGEMENT

Course/Subject code: 63 A Credit Hours: 5 (Five) per week

Goal: To enable the students to acquire knowledge ofefpréneurship

Objective: On successful completion of this course, the stisgdeimould have understood
v' EDP, Project management
v" Institutional support to entrepreneurial developtnen

UNIT |

Meaning of Entrepreneurship - characteristics, fions and types of entrepreneurship -
Intrapreneur - Role of entrepreneurship in econaleielopment.

UNIT I

Factors affecting entrepreneur growth - economiaor-economic. Entrepreneurship
development programmes - need - objectives — cotwsgents - phases - evaluation.
Institutional support to entrepreneurs.

UNIT 1

Project Management: Meaning of project - conceptategories - project life cycle
phases - characteristics of a project — projectagan- role and responsibilities of project
manager.

UNIT IV

Project identification - selection - project forratibn — contents of a project report -
planning commission guidelines for formulating ajpct - specimen of a project report.

UNIT V

Source of finance for a project - Institutional dince supporting projects project
evaluation - objectives - types - methods.

TEXT BOOK

1. Entrepreneurial Development: S.S.Khanka

2. Entrepreneurial Development: C.B.Gupta & NsSrinivasan
3. Project Management : S.Chawngh

4. Project Management . DeniskLo
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Subject Title: INVESTMENT MANAGEMENT

Course/Subject code: 63 B Credit Hours: 5 (Five) per week

Goal: To enable the students to acquire knowledge ofsimvent management
Objective: On successful completion of this course, the stisdemould have understood
v Investment avenues
v Security analysis, ...

UNIT |

Concept of investment-important - alternate fornisinwestment-LIC schemes-bank
deposits-government securities-mutual fund schegmoss- office schemes-provident
fund-company deposits-real estate-gold & silver.

UNIT Il

Investment in shares and debentures-comparisonothtéér forms of investment-primary
market: role of NIM mechanics of floating new issugecondary market: function-
mechanics of security trading-OTCEI-NSE futures@ons.

UNIT 1

Risk-kinds-measures of risk-returns. Valuation @fcugities - valuation of bonds-
valuation preference and equality shares.

UNIT IV

Security analysis-fundamental analysis: economngustry and company analysis-
technical analysis: Dow theory-types of shares artgnt share patterns.

UNIT V

Efficient Market theory. Random Walk Theory-weakrnesemi strong form .Portfolio
Analysis: Markowitz theory-optimum portfolio.

REFERENCE BOOKS:

1. Preethi Singh Investment Mgeraent
2. Bhalla G.S. Investment dgement
3. Francis InvestmBlanagement
4. Dr.Avadhani Stock Market Aysas.
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TOURISM PLANNING AND MARKETING

Objective: The module will expose the students about the Faupolicy of India and of a
few tourism states of the country.

Unit-1:  Introduction: Concept of Policy, Formulating tourism policy, Rolegovernment,
public and private sectors, Role of internationaltmational, state and local
tourism organizations in carrying out tourism pae

Unit-11:  Tourism Policy: Investment opportunities and government policyifioestment
in hotel/tourism industry. Sources of funding.

Unit-111:  Understanding Tourism Planning: Conceptual meaning of Tourism Planning
Evolution of Tourism Planning, General Concept®lainning, Levels and
Types of Tourism Planning, Background Approach platining scale.
Public and Private sectors role in Tourism DeveleptmAnalysis of an
individual Tourism Project(development of the Buiddlcircuit).

Unit-1V: International Agreements. Chicago Convention, Warsaw Convention, Open Sky
Policy, Bermuda Convention, Euro Agreement, Schefgreement.

Unit-V: Tourism Marketing: Service characteristics of tourism. Unique featwfe®urist
demand and tourism product, Tourism marketing idiarketing of Tourism.
Services: Marketing of Airlines, Hotel, Resort, fehAgencies and other
tourism related services- Challenges and strategies

Suggested Readings:

% New Inskeep, Edward, tourism Planning: An Integtaied Sustainable Development
Approach (1991) VNR, New York.
Ashworth, G.J. (2000), The Tourist Historic CityetRospect and Prospect of
Managing the Heritage City, Pergamon, Oxford.
Dept. of Tourism, GOI Investment Oppornities in Tiesm (Brochure).
Sharma, J.K. (2000), Tourism Development. Desigretmlogical sustainability,
Kaniska Publication, New Delhi.
Maclean, Hunter: Marketing Management (Tourismonrnybusiness).

K/
0'0

K/ 7
L %4 0‘0
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Diploma Paper — IV - CUSTOMER RELATIONSHIP MANAGE MENT

Subject Description: This course presents the basics of Customer iBeddlip
Management

Goals: To enable the students to learn the basics ofothest Relationship Management
Objectives: On successful completion of the course the stgdamuld have:
Understood Relationship Marketing

Learnt Sales Force Automation

Learnt Database Marketing

UNIT — |
Overview of Relationship marketing — Basis of buntgirelationship — Types of
relationship marketing — customer life cycle

UNIT =1l
CRM - Overview and evolution of the concept — CRM &elationship marketing —
CRM strategy — importance of customer divisibility CRM

UNIT -1l
Sales Force Automation — contact management — pbrdenterprise Marketing
Management — core beliefs — CRM in India

UNIT - IV
Value Chain — concept — Integration Business Mamege — Benchmarks and Metrics —
culture change — alignment with customer eco syst&fandor selection

UNIT -V

Database Marketing — Prospect database — Data eeaseland Data Mining — analysis of
customer relationship technologies — Best praciit@sarketing Technology — Indian
scenario.

REFERENCE BOOKS:

S. Shajahan — Relationship Marketing — Mc Graw,Hi#197

Paul Green Berg — CRM — Tata Mc Graw Hill, 2002

Philip Kotler, Marketing Management, Prentice HaD05

Barry Berman and Joel R Evans — Retail ManageménStrategic Approach- Prentice
Hall of India, Tenth Edition, 2006
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List of Elective paperg&olleges can choose any one of the paper as aiaxs)

Elective —1 | A | Research Methods for Management

B | Marketing Research

C | E-Commerce
Elective — Il | A | Advertising and Sales Promotion

B | HRD (Human Resource Development)

C | Financial Services
Elective - lll | A | Labour Laws

B | Global Business Management

C | Project Work

Elective — | A| Research Methods for Management

UNIT -I

Research - Definition - Importance - Advantages &maitations. The research process -
problem identification - Design of research - TypéPesign - Sampling process and selection -
sample types - Sample size and sampling errors.

UNIT -lI
Data Collection - methods - tools - Questionnairdénterview Schedule - Kinds of Data -
Attitude measurement of scaling technique - Edjtidgding, Tabulation.

UNIT -1lI
Statistical Data Analysis - Hypothesis - its sogredormulation and testing of Hypothesis - Z
test, T test - Chi-square test (Simple ProblemiyYOn

UNIT -IV
Interpretation and report writing - steps in wigfireports - layout of report, types, and principles
of report writing - Graphical representation ofuks.

UNIT -V
Application of research: Product research - Presearch - Motivation research - Promotion
research — Distribution research - Sales contsgaech - Media research.

TEXT BOOKS:
1. Boyd and Westfall :  Marketing Reséar
2. Gown M.C. :  Marketing Rasch
3. Green Paul and Tall : Marketing Resear
4. C.R. Kothari :  Researchtivbelology
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| Elective —1 |[B |  MARKETING RESEARCH |

UNIT -I

Marketing Research: Meaning, nature and role oketarg research; Organization of marketing
research; Marketing research process: Problem ifidgioin and definition; Determination of
information needs; Developing research proposal.

UNIT -II

Research Design: Types of research Design — BExplyra descriptive and conclusive

researches; Secondary and primary data: Sourcegaoindary data; Primary data collection
instruments — Questionnaire designing and testBahedule; Observation methods; Scaling
techniques and attitude measurement; Online datae® and research.

UNIT -1lI
Sample Design: Defining the universe and samplmgg Sampling frame; Probability and non-
probability sampling methods; Sample size detertionaData collection and survey errors.

UNIT -IV

Data Analysis and Interpretation: Data editing aodding; Tabulation and graphic
representation; Statistical data analysis includstignation, hypothesis testing, advanced data
analysis techniques; Report preparation and prasent

UNIT -V
Application of Marketing Research : Product reskardvertising research; Market and sales
analysis; Marketing research in India; Ethical esstelated to marketing research.

TEXT BOOKS:

1. Boyd, Harper W. Jr., Westfall, Ralph andsSka Stanley, Marketing Research: Text and
Cases, Richard D.lIrwin Inc., Homewoodntbiis.
2. Sharma S.S., Marketing Research.
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Elective —1 | C E-Commerce
(A Managerial Approach)

Unit — |

Foundation of electronic Commerce :- Definitiordacontent of the field — Driving force
of EC-Impact of Ec — Managerial Issues- Benefitd Bimitations of EC Retailing in EC : :-
Business models of E — marketing — Aiding comparisioopping - The impact of EC on
Traditional Retailing System.

UNIT = I

Internet Consumers and market Research: - Thauomrsbehavior model — Personal
Characteristics and the Demographics of internéiegi - Consumer Purchasing Decision
making - One — to — One Relationship marketirigelivering Customer Service in Cyberspace
— Marketing research of EC-Intelligent Agents fmnSumers — Organizational Buyer Behavior.

UNIT — Il

Advertisement in EC :- Web Advertising — Advertisent Methods — Advertisement
Strategies — Push Technology and Intelligent Agerisonomics and Effectiveness of
Advertisement — Online Catalogs. Internet and Edta- Architecture of Intranet and External
.- Applications of Intranet and Extranet

UNIT — IV

Business — to — Business Electronic Commerce rachexistics of B2B EC- Model—
Procurement Management Using the Buyer’s Interradket Place — Supplier and Buyer
Oriented Marketplace — Other B2B Models Auctiorend Service — Integration with back End
Information System _ The Role of S/W Agents in B2Blectronic Marketing in B2B.

UNIT -V

Public Policy : From Legal Issues to Privacy :gak Ethical and Other Public Policy
Issues — Protecting Privacy — Free Speech , Intémdecency Censorship — Taxation and
Encryption Policies and Seller Protection in EC.

Reference Books :-

EFRAIM TURBUN, JAE LEE, DAVID KING, H. MICHAEL CHUNG
- “ELECTRONIC COMMERCE - A MANAGERIAL
- PERSPECTIVE ,
- Pearson Education Asis — 2000.
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| Elective — II| A| ADVERTISING AND SALES PROMOTION |

Objective: The subject aims at acquainting students with eptscand techniques of
advertising management and to familiarize the studeth the practice of promoting
market for products through advertisements and sat@motion.

Unit I: PROMOTION MIX
Steps in Communication process, Factors in decigiogiotion mix. Promotion Mix
Tools.

Unit11: ADVERTISING MANAGEMENT:

Meaning, Objectives, importance, classificatiormd¥ertisement, Economic and social
affects of advertising, Organization of AdvertisiDgpartment, Department of
Advertising Agency Management, campaign planniclyeatising budget.

Unit111;: ADVERTISING MEDIA MANAGEMENT:
Print, Radio, TV, Cinema outdoor and other fornth+amtages, Limitations, Availability,
Media, Rates, Media Planning and Scheduling.

Unit IV: ADVERTISING CREATIVITY:
Advertising Copywriting for print and Broadcast MadPrinciples, Styles,
Advertisements, Evaluation of Advertising.

Unit V: SALES PROMOTION:

Sales Promotion:

Objectives, Tools, planning, implementation and @@an Consumer sales promotion-
trade sales promotion- Evaluation of sales Promotio

Unit VI: CASE ANALYSIS:

Reference:

1) Promotion Management- John J Burnett- Aitbs.

2) Advertising-Theory & Practice- Vernon Fryburggiitbs.

3) Advertising Excellence- Bovee & This- McGraw Hitternational.

4) Sales Promotion- Tony Dakin.

5) Sales Promotion- Julian Cummins.

6) Successful Sales Promotion- Pran Chowdhry.EMalcmillan.

7) Sales Management- Cundiff, Still & Govani Ph 1.

8) Practical Public relations- Sam Black- Univeri8abks.

9) Managing Public Relations- Graning and Hunt- Cb#iege, Publishing.
10) Advertising and Promotion: An Integrated Mankgt
Communication Prespective- George E Belch and MickeBelch.
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Elective — II| B| HRD (Human Resource Development)

Course Number :
AIM: To enable the students to learn the principles@madtices of developing human
resources.

UNIT I

HRD - Meaning, scope, importance, difference betweteaditional personnel
management and HRD. Role Analysis and HRD-Key perémce areas, Critical
Attributes, Role Effectiveness, Role analysis md#o

UNIT II:

Performance appraisals and performance developmeunibjectives of performance
appraisal - The past and the future; Basic conaiters in performance appraisal;
Development oriented appraisal system. Interpetsdfeedback and performance
counseling

UNIT 111
Potential Appraisal and Development. Career plagnaimd Development.

UNIT IV:

Training - conceptual framework for training; leswg principles; ldentification of
training needs; Determination of training objecsiveTraining programme design;
Training methods and their selection criteria.

UNIT V:

Organization Effectiveness - Organisation CultundRD climate; Organization
Development - characteristics, HRD - OD interfa¢¢RD experiences in India -
Emerging trends and perspectives.

REFERENCES:

1. Pareek Udai and T.V.Rao, Designing and Managing &urResource Systems,
Oxford & IBH.

Rao T.V.performance Appraisal: Theory and PraciddA-Vikas.

. ILO: An Introductory course in Teaching and TramiMethods for Management
Development. Sterling Publishers.

Rao T.V.et.al.(ed) Alternative Approaches and 8ges of HRD Rewat Publications.

. Silvera D.M. - Human Resource Development - theidmdExperience New India
Publications.

Rao VSP, Human Resource Development, Response B2aGs.

. Kandula S.R, Strategic Human Resource Developrreit, 2001.
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Elective — Il| C| Financial Services

Objectives:
On successful completion of the course the studshdsld have:

* To learn the various financial services provideNBFCs.

* To understand the modes of raising capital from ektio and foreign market.

» To evaluate feasibility of projects on hire purahasd leasing.

» To study and understand mutual funds, venture @lapiterges and appreciation along
with other financial services.

UNIT |

Merchant Banking - Functions - Modes of raisingitagdrom Domestic and foreign markets -
Raising short term funds -Recent developments e dépital markets - SEBI guidelines on
merchant banking in India. NBFCs in India.

UNIT 1l

Hire Purchase - Concept - evaluation of Hire Pueh®roposals. Leasing - Lease
Accounting - Types of leases.

UNIT Il
Mutual funds - operations performances, regulati8&EBI guidelines for mutual funds.

UNIT IV

Other financial services. Venture Capital - BillsBounting - Factoring - credit rating -
Asset securitization - Depositories.

UNIT V

Mergers and Acquisitions - SEBI code on Take-overdBusiness Failures and
reorganizations.

REFERENCES :

M.Y.Khan, Indian Financial Systems.

K.Sriram, Hand Book of Leasing Hire Purchase & Beog.

R.M.Srivastava, Indian Financial System.

Rajas Parashine and Ashok Kumar, Introduction tske~inancing.

T.Sundar Rajan, Merchant Banking.

L.M.Bhole, Financial Institution & Markets.

Habel J.Johnson, Financial Institution & Markets.

Dr.J.C.Verma, Mutual Funds & Investment Portfolio.

Nalini Prava Tripathy, Financial Instruments andv&es, Prentice Hall of India,
New Delhi.
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Elective — Il A| Labour Law

Objectives:
On successful completion of this courke,students should have understood

» Legislations relating to Industrial Disputes andaar welfare

UNIT |

Industrial relations - industrial disputes - causdsandling and settling disputes - employee
grievances - steps in grievance handling - caumgsdor industrial relations - remedies.

UNIT Il

Collective Bargaining: - Concept - Principles awdnis of collective bargaining - Procedure -
conditions for effective collective bargaining - tker's Participation in management.

UNIT 1
Factories Act 1948 - The Workman's Compensation 2@23.

UNIT IV
The Industrial Disputes Act 1947 - The Trade Undant, 1926.

UNIT V
The Payment of Wages Act,1936 - The Employee's $taurance Act, 1948

REFERENCES:

Personnel Management & Industrial Relation -P.@Aathi

Dynamics of Personnel Management - C.B.Mamoria

Human Resource Management - N.G.Nair & Latha NaitaB Chand & Sons.

Essentials of Human Resource Management and ImalUR&lations — P.SubbaraoHimalaya.
N.D. Kapoor - Mercandile Law - Sultanchand & Sons

R.Venkatapathy & Assissi Menachery - Industriald®ehs & Labour Legislation

- Aditya Publishers.
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Elective — Il B| Global Business Management

UNIT -

Need and relevance-international trade — currettepaof India’s foreign trade and
world trade-India’s trade-trends-composition-volum@ued direction-traditional and non
traditional products-brief background of impoeade-future.

UNIT -l

Indian institutional assistance for export promotie export policy — features — policy
measures — infrastructure set up and aids — egp@riotion council — commodity boards
— board of trade — trade development authority RCFIIIFT, Export inspection council,
STC, Export houses.

UNIT -111

Export procedures-offer and receipt of confirmedess — production — shipping and
banking procedure — negotiation-documents for exp@de —export incentives.

UNIT -IV

Export financing — procedure for pre-shipment ficespost shipment finance-terms of
payment in international trade-letter of credittteas and types-medium and long term
loans — export control regulations - ECGC.

UNIT -V

International agencies and agreement — IMF-WorlashkBa functions and features —
WTO features-import policy features.

Recommended Books:

1. TAS Balagopal Export Management

2. Francis Cherunilam International Tradd BExport Management

3. S K Varghese Foreign Exchanmy @nancing of Foreign Trade
4.Y R Ullal Export Management

Elective — Ill C| Project Work & Viva-Voce
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