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tand the fundamentals of marketing
nables a student to understand the

les underlying the modern marketing

sion of marketing concepts and
ations and

Course Objectives:

Marketing management CO
role marketing plays in business. This

d the strategies and princip

to demonstrate their comprehen
heir written exams, cas¢ studies discussions, present

urse enables a student to unders
-oncepts and the course €
Marketing mix’ elements an
yractices. Students should be able

-nowledge by applying those in t

rojects.

mit 1

ilr;d:rstanding Ma’rketing ‘Management: Introduction t0 Marketing: Nature and Scope of

: r ct’mg. Markem?g Concepts, Marketing Philosophies, Customer Value, Holistic Marke!

‘merging Trends In Marketing. The marketing process: ]mmduemon, "Mark mg M
nts of the Mix- The Additional 3Ps, Dievtmging, 8

"caditional 4Ps, The Modemn Components
- ffective Marketing Mix, Marketing Planning, Market|

ementation and Cor




Communicat ion C hannels:
Development u.-.r- e
dvertising, Fundamental

Jnit 1V
>romotion Management- -Managing

ntegrated Marketing Communications
Allocation Decisions in Marketing Communic
»f Sales Promotion, Basics of Public Relations an

Non- Personal
(IMC), € ommunication
ations, [ntroduction 0 A

d Publicity

UnitV 3
> S‘hs "!It'- emen
Personal Communication Channels: Introduction, _— o

Practices in Sales Management, Evaluation of Training, W‘ |
Marketing, Channels of distribution  concept and 1mportance, @f e HURGLORY, SRS

and thewr functions

*Faculty will cover relevant case studies, unit wise accordir  to the r
for better understanding of the students

Course Outcomes focused on er

_*C_();_" _'_] @ﬁé__rﬁ__succ-rssl’u.l completion of
(Ol Analyze the various
customer satisfaction

e —————

CO2 ) ulua_l_e}h_g STP proc
| ( O3 | Design the brandm
mechanism.

}l CO4 | Evaluate the concept 0'_
s

| the goal of the m@n
COS | Formulate the best pra

nggested Text and Reference B
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MADHAYV INSTITUTE OF TECHNOLOG
A Y & ;
(A Govt. Aided UGC Autonomous & NAAC A++ Accredited In!ﬁlnnsfﬂ::iﬁdcif;l.gyvﬁlgi MP)

Course Outline of Core Subjects
MBA I Sem (Batch 2023-25)
S P ry
ubject Name Maximum Marks Allotted Total Contact Total
\ Marks \ Hours per | Credits |

Theory Project/ Internship/

Presentation/Self

. Learning
gnd Mid Quiz/ Internal External
cm Sem | Assignment
i 1700101 Principles of 60 | 20 20 - - 100
| R Management \ \
Course Objectives:
nature of management, its process. tasks and

‘ .) . This course is to acquaint the students with the basic
responsibilities of a professional manager as well as organizational

governing an organization.

behavioural dynamics

Unit 1

Introduction: Concept, Nature, Significance, Process & levels of Management; Managerial Roles

and functions: An Overview of Functional areas of Management- Marketing, Finance, Production.
lassical, System and

f: HRM, IT. R&D; Evolution of Management Thought- Classical, Neo -¢
Contingency Approaches
v Unit 11
Hi Planning: Concept, Significance, & steps; Types of Plans, Objective or Goals, Strategies, P"ﬁ’:i_cs'
Spe Procedure; Types of Planning; Steps of planning, Management by Objectives, Strategic Planning
or ¢ Process; Decision—making: concept, characteristics and process

and the Span of

ance; Organization Levels
|, Line and Staft

Delegation, Span of Contro
anisational Structure; Formal and Informal

Unit IT1

Organizing: Concept. nature, process and signific

of Organising: Authority,

ptif;; ‘ Management. Principles '
. Authority. Centralization Vs Decentralization; Org

P Organization: Or, anisational Charts ?
Poten; & . Urg
e Unit IV o
Init 1y Staffing - Meaning. Nature, Importance, St-gff_iqg process. Manpower Plar ing, Recruitment,
Vage Selection, Orientation and P-laqe_men‘t_,_ Tr.mnm_g, Rer}ifm_emm, erformance ,&P-pmml,
div; d"” Promotion. Separation and Transfer; Direction - Deﬁnman,ﬂa&me, Nwd aﬁ Importance

y Principles of Directing. Supervision - Role and Functions of a Suf isor, Effective

Y for p Direction and Supervision
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: WAAL A
A Cem Added 1GC Awfonomons <
i it ] ] A

”_“rd|nali0n g
Styles,

(
trol.
gy ofc0n -nils.
(rol system. Fypes S [nuredi€

rol sy Linition.

chive con sahits f)\fl

| cadershif

\dership. Sh

‘e
Control Process, Charactenstics ol an

~chniques.
haracteristics, essennals, Types and I'ed I

|rL‘.{] vision
, Strategic lei
Committees and Group Decision Making.

" 4 4 -+ 0 ”I(.’
f;f : f’("-“{“.‘ € e -”! f
L
5 1 fer
! (‘H(!IJ !
‘ "N, ”.'H.I' WISE
I:”\ uity will cover "t'/l'\': nil case \Hﬂ/.‘(

he studenis
concept for the better understanding of t

Hpment
; .‘-Ch!pn‘lf
- nreneurship/ _\,kllld{.
Course outcomes focused on employability/entreprencursiiip

i to: | ~ Mappin

e . *lo- -

— — = — — : would be able to- velopment
COs | After successful completion of this course, S_mdl“ts_ _0 T pr—_aclit-‘t‘-‘*- | Skill de P

CO1 | Analyse various concepts of managerial functions, principles p—

Employabil'ﬂy

CO2 indivi : rmance -
CO2 | Explain the impact of individual differences on employee perfo — iyt

CO3 | Develop various organizational decision-making strategies.

- | Entreprencurship
C0O4 | Formulate the management practices in work environment. s 4 E o |
COS5 | Measure the understanding of teamwork, leadership and motivation. j | neurship

Suggested Text &Reference Books: o o
. L.M. Prasad, (2010), Principles and Practice of Management, 7th edition, Su_llan and _ 1
2. Koontz, H. (2010). Essentials of Management. New Delhi: Tata McGraw-Hill Eduizauon_

3 Robbins & Coulter (2013). Management. New Delhi: Prentice Hall Richard L. Daft, (2013),

4. Robbins, S.P. & Decenzo, D. A. (2014). Fundamentals of Management: Essential Concepts and
Applications. New Delhi: Pearson Education.

List of Open-Source Software/lea rning website:
https://www.youtube.com/watch v=vOykcERGW9Y & list=PLLy 2 iUCG87DHOIQSVWZS8iamV
I5SalIXQ
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7 Subyect Name | “Maximum Marks Allotted EEET
| T P
|I Presentation/Self
| Learning
[ ~End Mid Owiz | Imermal | External
jSen Sem | Assignment <L
"Human | 60 20 20 - -
Resource |
Management
Course Objectives: i -
ement—how an organization acquru-.
dition to introducing ._

To teach the basic principles of human resource manag

rewards, motivates, uses, and generally manages its people effectively in ad
the manager to practices and techniques for evaluating performance, structuring teams, coaching

and mentoring people.

Unit I

Introduction to HRM: Definition, nature, features, characteristics, functions, QW
Importance, & scope of HRM; Evolution of HRM, Role & skills of HR Manager, Important Trends

in HR Management. Opening case
Unit 11 .
HR Planning. Recruitment and Selection: HR Planning, Job Analysis-Job description and job

specification, Job Design, Recruitment & Selection process, Sources of Recruitment, Importance
of careful selection, Types of Tests for selection, Interview- Methods of Selection, Placement &

Induction. Case study on Recruitment & Selection

Unit 111
Performance Management System: Introduction, Identification of issues in performance

Uses of Performance Appraisal, Techniques of Performance Appraisal, Performance Man
Potential Appraisal, Training and Development: Objectives, Concepts and Needs, T

methods, Management development program, Case study on performance appraisal

Unit IV
Wage and Salary Administration: Job Evaluation: meaning and methods, Money &
Individual & group incentives, Employee benefits: leaves, insurance, retirement,

Pay for performance. Case study on compensation management

Unit V
Employee retention, Employee engagement, Career planning &
Planning, Promotions, Transfer, Separation, VRS, International HRM. i ro

o
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Subject

(A Govi. Aided UG
|
Total |

Credils I

Contact |
Hours per

Total
Marks

T Maximum Marks Allotted

Subject Name

Code
Theory Project/Internship/

Presentation/Self \

| Learning |

| [ End Mid Quiz/ Internal External | |

| Sem Sem | Assignment . =1 __\

— ’ - _— 4— - 1

1700103 Marketing | 60 20 | 20 !. |
Management | | | - o

L

Course Objectives:
Marketing management course enables a stu
arketing plays in business. This course ena

dent to understand the fundamentals of marketing
bles a student to understand the

lying the modern marketing
ting concepts and
presentations and

concepts and the role m
‘Marketing mix~ elements and the strategies and principles under
demonstrate their comprehension of marke
sions,

practices. Students should be able to

knowledge by applying those in their written exams, case studies discus

projects.

Unit 1

Understanding Marketing Management: Introduction to Marketing: Nature and Scope of
Marketing, Marketing Concepts, Marketing Philosophies, Customer Value, Holistic 1
Emerging Trends in Marketing. The marketing process: Introduction, Marketing |
Traditional 4Ps, The Modern Components of the Mix- The Additional 3Ps, De
E ffective Marketing Mix, Marketing Planning, Marketing Implementation and Control

Unit 11
Segmentation, Targeting and Positioning: Introduction, Concept of Market St

of Market Segmentation, Requisites of Effective Market Segmentation, The Process
Segmentation. Bases for Segmenting Consumer Markets, Targeting (T), Market
Product Management: Decisions, Development and Lifecycle Strategies: |
Products. Classification of Products, Product Hierarchy, Product Line §

Strategies. Packaging and Labelling, New Product Development, Product L

Unit HI
Product Management-Brand and Branding

Advantages and disadvantages of branding,
Selection, Brand Sponsor p, Brand I
Cost Based Pricing. Value B:
Adjusting the Price of the P




9] reC ]‘OLO ‘ hopal, MP)
TE Y : R.G.P-Va Bhopal,
I > r i {filiated to
v INSTI UTE ;c* A++l:ccrcdiled Institute Al
MADHA Cus & NAAC
(A Govt. Aided UGC Autonom & .C‘"i n ‘hannels: 3 3
( ommunice (0] C n ICldu on,

g. Fundamentals

_Personal . lopme
i C Conmmnicatlon Deve F’} i
s roduction to Adve

Unit IV )
Promotion Management-M

. - W l
Integrated Marketing (ommunlxca
Allocation Decisions in Marifelmrg' 45
of Sales Promotion, Basics of Public

anaging N
jons ( ‘ =
Communications. n. ‘
ations and Publicity

- Management Basics, HR
’ Unit V Sales Managet

; ersonal Selling, : e, irect
Personal Communication Channels: I"[mdu_c“on‘ ; ning. Personal Selling Process, 2
Practices in Sales Management, Evaluation of Training,

; intermediaries .

: ance: Role of Channel in
Marketing, Channels of distribution — concept and importance, Rol e
and their functions _J |

g oncept
i - wirement o_f!he C
*Faculty will cover relevant case studies, unit wise according to the req
for better understanding of the students.

Course Outcomes focused on employability/entrepreneurship/skill development:

COs | After successful completion of this course, students would be gble to:
COI' | Analyze the various marketing concepts used in organization for
customer satisfaction. - T _— LB

Evaluate the STP process of the specified product and reframe the PLC.

Design the branding strategy to develop brand value and price
mechanism.

Evaluate the concept of inte

grated marketing communication to achieve
the goal of the company.

Formulate the best practices of distribution to reach the final customer.

Suggested Text and Reference Books:

I Ko;lcr Philip - Market ing Management, Analysis,
[Pea?rson Education|4th Edition)

Planning, Implementations and
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Alded UGC Aut

Total
Credits

Contact
Hours per

(A Govi.

ximum Marks Allotted

_\-;.L-Illjr.t';“N:;;'lt' = Ma

Project/| nternship/
tation/Self

Theory

Presen
Learning

End
o p e
1700104 ~ Qperations 60
Management |

ns Management,

e production and

derstanding of the strategic and |

on, of the various decisions ‘
e best possible ;

th fundamentals of Operatio
operating and controlling th

to develop un

f any organizati
ds which enable taking th

Course Objectives:

The course is oriente
s and techniq
service industries. Fu

d to familiarize the students wi
ues used in taking decisions in
rther, the aim of this course i$

“ functional issues in the uperalional environment O
ational activities, and of the metho

involving the oper
alternative decision.
Scope and Importance of OM; /

d Effectiveness; Input/output
Evolution of OM, Types

and oo

Unit 1

Introduction
Production & s
on: Roles,

and Operations Management;
Productivity, Efficiency an
ns of Operations Manager,

of Operations
environment,
transformati Functions and decisio

the Facility Location and Layo
and Group Layoul

‘ Unit 111
Forecasting and its types, Forecasting time horizo
Quantitative: Factors affecting forecasting: Capacit
production planning, Bill of material, types of deman
MRP [ and MRP 11

D of production System

i Unit 11 ’
t product design & development: Principles of good product design, Product life cycle, Planning

r and Designing the Products/Services: Services v/s manufacturing, Products v/s Services,

; Comparison of production alternatives; Process Design and Planning; Facility Planning: Designing

| ut; Types of layout: Product layout, Process Layout, Fixed Position

ns, Forecasting Techniques: : Qualitative and
y Planning: capacity measurement, aggregate
d. MPS & MRP, types of MPS, Functions of

Unit IV
Production Planning and Control: Introduction, meaning, importance, objectives,
L] 2 i y

?up?ly E‘hain Management: Introduction and concepts; Project Management
concepts: Inventory Management: objectives & functions Types of mvemmw [

Inventory costs, Inventory Control Systems, ABC Classification, EOQ

&

o

Unit V :
Modern concepts/ techniques: Just in Time manufacturing, lean

production, Kanban syste i :
- tems, flexible manufacturing system, Quali
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Sovt. Aided UGC Auton
(A Govt. Aide

oo gix SIgMas
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bO_IJUU(

.9000, 1 Jement of the concepy
quality systems/: 1S0:900C (0 the requiremen f .
Management

ording
o ise AeCoraiiy
e I WISE
' - relevani case studies,
*Faculty will cover re

kill dev elopment:

. ‘the students. ,
ey Pr-.'neursllip-"'s e
' ntre e |
¢ Mapping |

ability/ -
focused on employabilit) et ok
- T ourse, students \\'ﬂl_'_'le.?-‘--‘.'h‘li.' | Employability
- ption of this COUrSe, SSEE===—m o tions & T
[€Os [ After successful completion o designing and managing Up< ity layouts | Employability
(80 Amlyze vorious issues rcru[%les ;a:zd_!ﬂﬂh‘l;%?ﬂ? " Entrepreneurship
" . ¥ arl s produc [t - e -ecas
(—-()2 I Analyze and e\"dlltld[t? VdrfUllb‘lf [n'][Cl'ials & producllon L]bln& fOIL ___-_____-—-__—(_b -L
CO3 l Formulate slrzlcglcs ‘? m?:?ﬁi:lg ;h_cj‘itmﬁ = SKill Development
techniques and capacity pl: e = — > and control_ Ski |
f €23 | Assoss the objectives and phases o pr?ﬂqmﬁ%ﬁﬁ-ﬁeﬁmion Skill Development
( ustify the importance of quality control tools an P

wle e
and develop the waste management strategies

s crence Books: ain. Wi
Sugﬁlsgfsifr;rﬁ ?a:‘;:(::l(l.g:)O[;?,querations Management along the Supply Chain, Witey A
2. S. Anil Kumar and N. Suresh (2008), Production & Operations Management, New Age

International Publication.
3. Bhat, S. (2011), Production & Operations Management, Himalaya Publishing House i
4. Chase, Jacob, Aquilano, Agarwal (2008), Operations Management for Competitive
Advantage, Tata McGraw-Hill Evans & Collier (2007), Operations Ma-na-ge'menti An
Integrated Goods and Service Approach, C engage
Heizer, Render, Jagadeesh (2009), Operations Management, Pearson Education, India
Porter, A. (2011), Operations Management, Ventus Publishing
Klassen& Manor (2007), Cases in Operations Management Sage Publishers

Krajewski, Ritzman, Malhotra (20
Chains, Prentice-Hall

o b N a

v
=
=
=
=g
o
[ =9
<
=~
5
P
o
[ == ]
(==}
3
':‘-—f
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ki =)

10. Shroeder (2009), Operations Management: Conte
McGraw-Hill
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Subject Name [ Maximum Marks Allotted Total Contact Total
Marks | Hours per Credits
week
Theory Project/Internship/ T
Presentation/Self
Learning }
End Mid Quiz/ Internal External !
2 kel 28 Sem Sem | Assignment
Managerial 60 20 20 - - 100 |31 - |- 3
Economics
Course Objectives:
mics. Know how the application of the

ive importance of Managerial Econo
principles of managerial economics can aid in achievemen
analyse the macro environment affecting the business decision ma

‘-' with Indian Management Case studies.

Understand the relat
t of business objectives. Understand and

king. The course will be assisted

Unit 1

Basic Concepts and principles: Definition, Nature and Scope of Economics-Micro Economics and
Macro Economics, Managerial Economics and its relevance in business decisions, Fundamental
Principles of Managerial Economics - Incremental Principle, Marginal Principle, Opportunity Cost

Principle, Discounting Principle, Concept of Time Perspective. Equi-Marginal Principle, Utility

Analysis, Cardinal Utility and Ordinal Utility, Case study on Opportunity Cost.

Unit 1

Demand and Supply Analysis: Theory of Demand. Types of Demand, Determinants of demand,

Demand Function, Demand Schedule, Demand curve, Law of Demand, Exceptions to the law of
and curve. Elasticity of Demand and its measurement, Price Elasticity.
asticity, Cross Elasticity and Advertising Elasticity. Uses of Elasticity of
sting meaning, significance and methods
Supply Elasticity; Analysis and its uses

Demand, Shifts in dem
Income Elasticity, Arc El

< Demand for managerial decision making, Demand foreca
al Exercises) Supply Analysis; Law of Supply,

(numeric
aking, Case study on income elasticity.

for managerial decision m

Unit I
Production and cost Analysis: Production concepts & analysis; Production function, Types of

production function, Laws of production: Law of diminishing returns, Law of returns to scale. Cost
m;wppl ;}n_ld analysis: Cost, Types of costs. Cost output relationship in the short-run. Cost output
relationship in the Long-run. Estimation of Revenu i eV
: e, Average Revenue, Marginal Rev  Case
study on cost output relationship. 2 ! g- al_RC sigele

Unit IV
(ﬁ?;‘;;lin:tlmcmr;s: ‘Perfect and Imperfect Market Structures, Perfect Co
ton of price under perfect competition. Monopoly: Fe‘ature_'pﬁc;ng ,,' 2




MADHAV |
A Govt. Aided UG(

1 Subject Name
ode

.  oCIENCE, GWALIOR
' -uTE OF rECHJ\OLOGY & Sn(fmi,[gd to R.G.P.V. Bhopal, MP)
’ '\rl/‘\D”l‘v ”\.STFI U1 E NAAC A+ Accrmliltd nstitute :
(A Govt. Alded UGC Autonomous : sin Break-even Pricing,
. cost-plus/Make-uP Pricing. i 2, :
5 icing (_‘oq{-BuScd Pricing: Cost-plus Pricing: Dcmhnd-Based Pricing, price _ o
Oligopoly: Features Pricing. ‘.’ B Compet ition-BaSCd ¢ . ’
Value-Based Pric 2. 45 o N inaket Seructure.

Marginal Pricing;
skimming, penetra

tion pricing, Case stU
"auses: Fiscal ‘Po!i(.:y:
Role of Monetary Policy

\d Globalization; Foreign

Jflation: Nature
Monetary Policy:
1, Privatization af
nt Proposal.

i would e able for | Mapping ==

Employability

Unit V

National Income Aggrega
Taxes and Transfer of Payments,
in India, Instruments of Monetary Contro
Direct Investment (FDI), Case study on diff

tes and their M easurement; [1
Role of Fiscal l’olicy_‘.
I [iberalizatiof
erent [nvestme

Course Outcomes: -
COs | After successful completion of this course,
COl | Explain the economic basis for business char

stude
acteristics and market

_|imperfections, e S L :
CO2 | Compare the law of demand and law of supply on different roducts. ’EIWL
- e Skill Development

Skill Development

CO3 | Analyse cost output result __

CO4 | Recommend different pricin strategies for different product segments
COS5 | Create strategies for controlling inflation in the country. Employability !
Suggested Text and Reference Books: h

|. Managerial Economics, GEETIKA, McGraw-Hill Education 2nd Ed. g

2. Managerial Economics: Concepts and Applications (SIE), THOMAS & MAURICE, .-
McGraw-Hill Education, 9th Ed 1
Managerial Economics, H. L. Ahuja, S.Chand, 8th Ed

%. ::unugcriui Economics, D.N.Dwivedi,Vikas Publication, 7th Ed

5. Managerial Economics - Th : icati i i Hi
Puhliful ions, 7th Ed. oy S M Br DM

List of Open-Source Software/learning website:
https://nptel.ac.in/courses/1 10105075
https://onlinelibrary.wiley.com/journal/10991468
https://www.academia.edu/34707649/Managerial Economics T

https://www.opentextbooks.or /export/ 5497,
gcriaI_Economics_l549’?.p;if B hkysten e

B -



MADHAY INSTITUTE OF TECHNOLOGY & SCIENCE, GWALIOR
A++ Accredited Institute Afliliated to ;I.G.P.V.. Bhopal, MP)

ovi. vided uGoe Autonomous & NAAC

AG

Subject Name : —\/Wimum Marks Allotied Tl
Marks

Total
Credits

Contact

ibyect
Hours per

Code
G PFOjGCU‘.mcmshiw
| Presentation/Selt
| Learning
|
b B
i -I'H.lll'l-ilb Fin:lnﬂal
,-\ccuunﬁng___
Course Objectives: : .
ent with the basic concepts, standards and practices of financial and

will help the stud
Accounting. as well as to desc nting books and Statements

Kking process and case studies.

This Course . T
ribe how to maintain accou

Managemen!
for decision ma

Unit | ‘ | |

Financial A Accounting Concepts, Business entity concept, Money measurement
pt, Going 4 ncepl, Accounting period concept, Accounting cost concept, Dual
concepls Realisation concepl, Accrual concept. Fundamental
15, Case study on ac

ccounting: Basic
yncern €O
Matching concept,
counting concepts.

conce
'd:-}pL‘L‘I
Conventior
Types of account, various

Unit 11
lance, Numerical Practice,

Double entry system 8
ges of Double entry SYs
udy on DES.

process of Accounting,

and definition,
arnal, Ledger, Trial Ba

oncept
sta tem accounting: Jo

case st

Unit 11
Closing Entries, Op Books and Rectification of Errors, Numerical

Practice. Excel Mod

e Unit IV

Preparation of Final
Account and Balance

ening Entries, Subsidiary
elling, Case study on accounting errors.

Accounts with Adjustme nts: Manufacturing, Trading and Profit and Loss
Sheet, Financial Statement Analysis case study on final account.

Unit V
Statement Analysis, Objectives, Methods and Tmp —

An overview' of Financial
- Analysis, Numerical Problems, case study on ratio analysis.




<1 TUTE OF TECHNOL
VADHAY INSTITUTE OF TECT . ed msitute A

(A Govl. Aided UGC Autonomous & N/

Course Qutcomes: .
CC completion of this course, students would be able to:

COs After successful €¢

srinciples.

€Ol | Explain accounting
(02 | Compare Journa 1, Ledger on different parameters. ’
king processes.

Judge financial information for decision-ma
Evaluate financial information effectively and collaborate in diverse

rofessional settings.
 Create a financial model for Ratio Analysis by using Excel Mo

Suggested Text & Reference Books:
| Porwal. L.S. “Accounting theory and practices™ 9th edition, TataM

2. Rujasekari ; alithi “F [
Rajasekaran, V. and Lalitha R. “Financial Accounting” Pearson pu

3. Financial Management: Text & P P
- an : Tey roblems; Khan MY Jain and Jain, P.K

I"ubh&hmg Company Limited. . oy

4. Financial Management, P. Chandra, Tata MeGraw-Hill Pu '

5. Financial Management, 1. M. Pandey, Vikas Publish

List of Open-Source S
§ ¢ Software/learning website: 4
I. https://archive.nptel.ac.in courswllgOi'I’M' 1" 101
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[ Subject Name Maximum Marks Allotted Total Contact \ Total
Marks | Hours per | Credits
week l
Theory [ ProjectInternship LT TR
| Presentation’/Self |
\ Learning |
End | Mid Quiz Internal External \
L g Sem | Sem | Assignment
1700107 | Data Driven 6 | 20 | 20 : y 100 \3? . K-\ 3
l Decision Making \
Course Objectives:
The course objective of "Data Driven Decision Making" is to equip learners with the skills and
knowledge to effectively utilize data in decision-making processes. Through practical examples
and theoretical frameworks, participants will learn to collect, analyze, and interpret data, enabling
b them to make informed decisions that drive success in various domains.
Unit 1

Understanding the importance of data in decision making, Exploring the role of data in modern
business and society Ethical considerations in data-driven decision making, case study on modern

business

y Unit 1l
11 Identifying relevant data sources, l'echmiques for data collection and data quality assurance
" Data cleaning, integration, and transformation, Exploratory data analysis techniques, Statistical
methods for data analysis, Visualization techniques for data interpretation, case study on quality
assurance
Unit 111
Introduction to predictive analytics, Techmques for building predictive models, Forecasting
methods and applications, Understanding decision support systems, Utilizing data in decision
- :::Pl;:»rtl systems. Evaluating and optimizing decision-making processes, case study on F e
cinods
5 Unit 1\

Principles of effective data visualization, Tools and techniques

Communicating insights and findin 1 1

: cating ins gs through visual storytelling,
confidentiality, Legal and ethical considemﬁ in MM@, m
to protect data, case study on data visualization, g

3. ¥
Sning.
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ordi f( 1€ A
- i ] s 1CC (¢l !f 'l"_
] ] 1 1" VISe ¢ i 7 ! e 7l
: I i 2 : {C .\”“l’-‘ﬁ., n ¥ 4 ny ! 3 ] ]
i z,! & I“’" cover f(/ van (5€ 5

£ i Y jf’”(‘sx = .
for better understanding of the st Lill development:

oo srenceneurship/skill A == ],'\'—a_“ in !
Course Outcomes focused on em loyability/entre _Lmﬁ[;_;vuuld hc_:_llll_t_,“_'_'_, Mapping

- sneurshi
: i " thi rse, 3 Entrepreneu
COs | After successful completion 01. his CQ'{ g Y e abilit
CO1 | Classify the importance of data in decisio 4 transformation. “n

“Skill Develogment

“Skill Development |

; od n decin ort systems. :
Evaluate various forecasting methods used in decision SUPPOTZ 22 Entrepreneurship

- . vt n, an -
CO2 | Explain techniques for data cleaning, Int¢ 'rd[mf - data interpretation.
CO3 ! Analyze the various data collection techni lle,s__o-'/‘———p'—_'"'

Co4_ methods use T g
= B b Bt in decision
COs5 ] Create techniques of data visualizations for best utilization |

making. e o gt e e St ‘

Suggested Text & Reference Books:

. Anderson, D. R., Sweeney, D. J., & Williams, T. A, (2019). Statistics for Business &

Economics. Cengage Learning. : :

Few, S. (2019). Now you see it: Simple visualization techniques for quantitative analysis.

Interlink Publishing.

3. Knaflic, C. N. (2015). Storytelling with data: A data visualization guide for business
professionals. John Wiley & Sons.

ra

Suggested Additional Readings:

I Davenport, T. H. (2018). The Al advantage: How to put the artificial intelligence revolution ]
to work. MIT Press. u

2. Mayer-Schonberger, V., &Cukier, K. (2013). Big data: A revolution that will transform
how we live, work, and think. Houghton Mifflin Harcourt,

3. Nisbett, R. E. (2015). Mindware: Tools for smart thinking. Penguin Books, g

4. O'Neil, C. (2016). Weapons of math : How big data increases inequality and
threatens democracy. Broadway Books. :

List of Open-Source Software/learning website:
hitps://archive. nptel.ac.in/courses/1 10/104/1 1010 094/




BUbjcct |'3ubjcc: Name Maximum Marks Allotted Total Contact Total
Marks | Hours per | Credits
week
Theory Project/Internship/ LA e
Presentation/Self
Learning
[ End Mid Quiz/ Internal External
Sem Sem | Assignment ‘\
T‘;{}EH_)S_}_ Business 60 20 20 - - 100 | 3| - |- 3
|| Statistics

Course Objectives: : |
This Course is designed to develop an understanding of basic concepts and working knowledge of

statistical methods, procedures and data analysis. It is also intended to provide a background
capacity in statistical description and analysis, appropriate for a business fstuder}t.. :

The focus of the course is on the practical use ofdatal ina busmessfecono;mc decision environment,
especially in an environment of risk and uncertainty. The course will help students to make

informed decisions on the basis of observations and given data sets.

Unit I o cols y o .
Concept, Scope, Nature, Importance and limitations of statistics, Functions of statistics, Distrust

of statistics, Misuse of statistics, planning of statistical enquiry, Collection of data, Editing of
statistical data. Classification and Tabulation of data, Census and Sample investigation.

Unit 11 _ , . '
Arithmetic average, Weighted mean, Mode, Median and Geometric mean, weighted geometric

mean, Uses of various averages and Limitations of averages.

Unit 111 e _ % o
Concept of Dispersion, Methods of measuring dispersion, Quartile deviation, Mean deviation and

Standard deviation, Coefficient of variation, Co-efficient of skewness - Karl Pearson’s and
1]

Bowley’s.

Unit IV

Meaning and Uses of index number, Methods of constructing index numbers: Simple, Aggregative
method, Weighted aggregative methods, Fisher’s ideal method. '

Unit V . B
Concept and Importance of correlation, Types of correlation, Co-efficient of cor
by Karl Pearson’s, Spearman’s and Concurrent deviation, Probable error. Regression ec
difference between correlation and regression, Co-efficient and standard deviation reg
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p/skill development:

y.-'enlrepreneurshi

e
rse, students would be able to:

Course Qutcomes focused on employabilit

[ COs | After successful completion of this cou ud ] abe =

{ £ I Analyze the concept. SCOPE, and nature of statistics and its relevance 1n
different fields and industries. :

of various averages in different

statistical scenarios.
ziﬁ::?o':e:-.d differgnt _methods of m S
Formula;e t;:n dew_auo”, ar.ld standard dc\.rlauom
changes in datar:izfllr“g SO0 Haporraess PO
Create and desi P i
esign correlation methods,

quartile

casuring dispersion, such as

CO3

jCOZ ]C"mpal'e the uses and applications
o

bers in representing

such as Karl Pearson's,

ﬁa nin

Entrepreneurshiy

Employability
Skill Development

Employability (

Spearman's ;
n's, and Concurrent deviation, for analyzing different types of

data.

SuglgestLed Texl Books & Reference Books:
; evin 1 isti ¥ :
b B;;T!{ R;fr:g;Smusncs for Management, Pearson Publication
8 S.P.Gupra,’Fundanmcma]s of‘Sla{islics. Wiley India Publications
i Aoy 1enta Is of Statistics, Sultan Chand Publication
. Statistics for Management, Himalaya Publication

List of Open-Source S w
hoh oftware/learnin -
https://onlinecourses.nptel.ac.in/noc20 3132?:;::\:'ew
— l

i o

Skill Development 'I
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Q[ii';j_ccl [ Subject Name Maximum Marks Allotted

Total Contact Total
Code Marks | Hours per | Credits
( week
| Theory Project/Internship/ {1 R
’ Presentation/Self
i I| Learning
| End Mid Quiz/ Internal External
|| Sem [ Sem | Assignment ;
1700109 |  Research 60 ’ 20 20 g » 100 ‘3\ 3 \1 3 \
Jf Mcthodulu_gy_ 3 ‘

Course Objectives:

This course is designed to develop an understanding and working knowledge. of research

methodology required to conduct research. The focus of the course is also on developmg the report

after understanding the methodology & conducting research in a business!e.conomlc decision

environment, especially in an environment of risk and uncertainty. The objectives of this course
K are to design and execute a basic survey research project, to understand the research tools and

techniques for executing a business project and decision making.

Unit 1 ' |
Introduction to Business Research; Background to research: Developing a research proposal;
significance and types ot research; Business research methods: An introduction; Business research
process design

Unit 1 : R _ ‘

Rescarch Design and Sampling; Literature review: Identifying, accessing and managing sources
ot information and scholarly literature, Steps in literature review dgve'IOprlnent; Measurement and
scaling techniques, questionnaire design, sampling and sampling distributions.

Unit 111 : )

Data Collection & Fieldwork: Types of data: Data collection methods: Primary and secondary

sources; Data entry and screening; Data collection instruments: Coding of questionnaires, survey
@ and observations, experimentation, fieldwork and data preparation

Unit IV

Data Analysis and Presentation: Parametric & Non-parametric tests; Statistical inference:
hypothesis testing for single population, hypothesis testing for two populations, hypothesis testing
for categorical data (chi-square test), Reliability, validity, Correlation and simple linear regression

analysis, Multivariate analyses (Multiple regression analysis, discriminant analysis, conjoint
analysis, factor analysis, etc.) ‘ : ; :

b A
I sentation: Content and Format of the Business Reseaml; ;‘-':
b limelines, budgets, supervision and management

pooun eredWhﬂuprepanngttmmm resentation o
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ific business problems 0
nd Employability

Course Qutcomes focused on employabilily/

17309 | After successful com sletion of this course
CO1 | Analyze and compare different types ©
for addressing spec

determine their suitability
opportunities. -
Utilize literature review development steps to cr
synthesize scholarly sources on a s pecific

CO3 | Design and conduct fieldwork activities,
n statistical

and accurate data collection.
CO4 | Evaluate the validity and reliability of research findings based 0 :
analyses. | 3
s research report, Skill Development 1

CO5 Create. a well-structured and profcssional busines
[ presenting research findings in a clear and concise manner.
e

tically analyze 2 3
—tions | Skill Developmengl

Entrep reneurship

business {0 DiIC.

ensuring ethical conside

CcO2 I

Suggested Text& Reference Books:
TR, Kothari (2004), Research Methodology: Methods & Techniques, New Age

International Publishers
Bajpai, N. (2011), Business research methods, 2nd edition, Pearson education
J. K., Business research methods, 12ed., Tata

Z
3. Cooper, D. R, Schindler, P. S., & Sharma,
McGraw Hill Education.
4 Hai Jr. J. F. Celsi, M. W., Money, A. H., Samouel, P., & Page, M. J., Essentials of
nd ed., Routledge, Taylor & Francis Group. B

Business research methods, 2

Ranjit Kumar, (2005), Research Methodology, Pearson Education

5.

en-Source Software/learning website:

List of Op
l.ac.in/noc22_ge08/preview

https://onlinecourses.npte
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Business 60 20 20 3 = 100 |3 - |- 3
Communication ;
& Skills (MAC)

Course Objectives:

Students will develop effective communication skills for professional settings, including written,
oral, and interpersonal communication. They will enhance their ability to deliver persuasive
presentations, engage in active listening, and collaborate in diverse teams. Students will also
cultivate critical thinking, problem-solving, and leadership skills to succeed in the business
environment.

Unit | 2
Introduction to Business Communication: Importance, objectives, and principles of effective

business communication, Verbal Communication: Developing clarity, brevity, and
oral communication, Nonverbal Communication: Understanding body lan
facial expressions, Interpersonal Communication: Building rapport, active
skills, Cross-Cultural Communication: Recognizing cnm g5

communication styles accordingly.

Unit 11
Business Writing Essentials: Developing clear, con
Electronic Communication: Crafting effective and |
Business Reports and Proposals: Structuring, w
persuasive proposals, Business Correspondence:
formal business documents, Grammar and |
grammar, punctuation, and sentence structu

Unit H1
Effective Public Speaking: Techniques
and engaging the audience, Presenta
designing effective presentations, V.
multimedia tools to en
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Unit IV :
Team Communica:ion Dynamics:
Virtual Commu
settings. Confli
Collaborative Decisi
consensus, Effec Meeting Managemen

meetings.
Unit V . ; ‘ : ; :
te: Understanding workplace etiquette, professionalism, and business ethics,
trategies for building and maintaining professional
cover letters, job search strategies, Q

professional Etiquet
Networking and Re
nships, Job Searc
and interview preparation,
media for professional growth,
ies for leadership roles, managin

relatio

strateg

Course outcomes focuse

[COs | After succ

Demonstrat
resentations.

Evaluate and synthesiz
ication,
based \ Employability J

structured written and oral communi
Demonstrate professional speaking ski

presentations
solving skills in communication, a

Develop problem-
challenges in the workplace, making s

cation processes and roles
-y

rtual teams and remote work

Understanding team communi
within teams,

fective communication in vi

s for managing and resolving conflicts
making processes and fostering

tion: Strategies for efl
and participating in productive

Technique
Engaging in group decision-
t: Planning, facilitating,

inica
ct Resolution:
on Making:

tive

lationship Building: S
rview Skills: Resume writing,

Personal Branding: Developing a persona
Communication for Leadership: Effect

g teams, and influencing others.

d on employability!entrepreneurship! skill dev
letion of this course, students would be able to:
erbal communication ability through

nd well- Skill development

| brand and utilizing social

h and Inte
ive communication

elopment

Mappin
Skill development

essful comp
e his verbal and non-v

¢ information to develop persuasive a

IIs using effective multimedia-

ddressing conflicts, and | Employability

ound decisions resolving

communication-related issues.
Draft effective business correspondence with brevity and clarity.

[0 |

l.

(o]

Suggested Text & Reference Books:
Guffey, M. E., & Loewy, D. (2021). Business Communication: Process

Cengage Learning.
Murphy, H. A., & Hildebrandt, H. W. (2017). Effective Business

McGraw-Hill Education.
Sullivan, J. (2016). Simply Said: Communicating Better

Sons.
Krogerus, M., & Tschippeler, R. (2015). The Com

Conversations Every Day. W. W. Norton & Con
Cialdini, R. B. (2021). Influence: The Psychology

Suggested Additional Readings:
Bovee, C. L., & Thill, I. V. (2021). Business Con



$310y Py
fd1

_-‘\]f\l)”/\v !NSTI
(A Govee Alideg UGC Amu.;:'g'TE

and Practice (6th

- ation; Strategies and Applicationg,
. 0, aCzmarek S K. (2022), Bus;j
(8th eq.) MeGmw-Hm Ed

Sage Publications
ness Cammunieation: Building
Ucation,

Critical Skills

g website:
ac.in/courses/ | 10105052




