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SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY

Odisha, Gunupur
BBA | SEMESTER (AR23)

Course Code

Course Title

BB101

INTRODUCTION TO BUSINESS

Course Description

This course provides an introduction to the dynamic world of business. The students are introduced
to the dynamic world of business organization, from the sole proprietorship (entrepreneur) to the
corporation. Through discussion, students will be able to compare and contrast sole
proprietorships, partnerships, and corporations - and the advantages and disadvantages of each.
Students will also explore the functions of modern business management, marketing, and ethics
that can improve business productivity.

Course Obijectives

1

To define the basic concept of business and business environment.

2

To learn qualities of a successful businessman and implement in their careers.

To understand the basic forms of business ownership; sole proprietorships, partnerships
and corporation.

To define the principles and designing of an organizational structure: Formal and informal
organizations- Line and staff organization.

To understand the types of ethical concerns and social responsibilities that arises in the
business world.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1

Communicate effectively using elementary terms and concepts of business principles.

CO2

Describe common forms of business ownership; sole proprietorships, partnerships and
corporation.

CO3

Analyse the operations of public and private company.

CO4

Analyse the methods and procedures used by people in business to arrive at effective
decisions.

CO5

Examine values, social responsibility, and ethics in business settings.

CO6

Demonstrate problem solving skills in a business context.

CO-PO & PSO Mapping (Articulation Matrix)

COs

POs PSOs

PO2 PO3 PO4 PO5 PSO1 PSO2

Co1

2 3 1

COo2

COo3

CO4

CO5

CO6

3

AVG

3
3
3
3
3
0

2
0
0
0
0
5

2.50 2.50 1.17 3.00 0.50 2.00

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit-1: Introduction to Business
Meaning of business, purpose and mission, objectives, strategies, policies, procedure, programs,
budgets; nature of business; objectives of business; essentials of a Successful business; qualities of
a successful businessman; Classification of industries; Modern business environment; Business
process.

Unit-11: Forms of Business Organizations
Meaning and definition; characteristics of an ideal form of business organization; Sole Trader:
Meaning; features; merits and demerits. Partnership: Meaning, characteristics; Kinds of Partners;
partnership deed; dissolution of partnership firms.

Unit-111: Joint Stock Company
Meaning and definition; characteristics; kinds of companies; distinction between private and public
company; merits and demerits of company form of organization; Statutory corporations; company
formation.

Unit-1V: Organizational Structure
Formal and informal organizations- Line and staff organization; Principles underlying designing
of a structure. Structure and Management of Co-operative Organizations. Government and co-
operative system.

Unit-V: Modern Business Challenges and Practices
Globalization and Its Impact on Business, Technological Advancements, Sustainable Business
Practices, Social Responsibilities and Obligations of Business Management.

Textbook References:
1. S.A. Sherlekar, Modern Business Organisation Management, Himalaya Publishing House.

2. J.P. Mahajan, Modern business Organisation, Himalaya Publishing House.

3. C.R. Basu, Business and Organisation, TMH.

4. Satyaraju and Parthasarathi, Management: Text & Cases, PHI.

5. Heidi M. Neck, Christopher P. Neck, Emma L. Murray, Introduction to Business, Sage College
Publishing.

6. Khan Faroog A, Business & Society, Sultan Chand.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA | SEMESTER (AR23)
Course Code Course Title
BB102 BUSINESS COMMUNICATION

Course Description
The course is a unified approach to enhance language skills of learners with an aim to hone their
social skills and to increase their employability. The course is designed to acquaint the learners with
the necessary LSRW (Listening/ Speaking / Reading/ Writing) skills needed either for recruitment
or further studies abroad for which they attempt international exams like TOEFL, IELTS and GRE.
It enables the learners improve their communication skills which are crucial in an academic
environment as well as professional and personal lives.
Course Objectives
To enable learners to develop listening skills for better comprehension of academic
presentations, lectures and speeches.
To hone the speaking skills of learners by engaging them in various activities such as just a
minute (JAM), group discussions, oral presentations, and role plays.
To expose learners to key Reading techniques such as Skimming and Scanning for
comprehension of different texts.
To acquaint the learners with effective strategies of paragraph and essay writing, and formal
correspondence such as email, letters and resume.
To provide learners with the critical impetus necessary to forge a path in an academic
environment, in the professional life and in an increasingly complex, interdependent world.
Course Outcomes
(Upon successful completion of this course, students should be able to)
Think critically, analytically, creatively and communicate confidently in English in social
and professional contexts with improved skills of fluency and accuracy.
CO?2 Write grammatically correct sentences employing appropriate vocabulary suitable to
different contexts.
CO3 | Comprehend and analyse different academic texts.
cou4 Make notes effectively and handle academic writing tasks such as Paragraph writing and
Essay writing.
CO5 | Effectively handle formal correspondence like e-mail drafting and letter writing.
CO6 Apply analytical and problem-solving strategies to identify and interpret facts and opinions
from a dialogue.
CO-PO & PSO Mapping (Articulation Matrix)
COs POs PSOs
PO2 PO3 PO4 PO5 PSO1 PSO2
Co1 0 3 0
CO2
CO3
CO4
CO5
CO6
AVG 0.33 0.67 0
Justification of the Mapping:

CO1

0
0
0
0
0
0

1 0
1 0
0 0
1 0
2 0
0 1.3 0

3 0.00
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0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1
Listening: Listening for gist and specific information.
Speaking: Introducing self and others; Developing fluency through JAM.
Reading: Skimming for gist and Scanning for specific information.
Writing: Paragraph writing-writing coherent and cohesive paragraph (narrative and descriptive);
use of appropriate Punctuation.
Grammar & Vocabulary: Articles & Prepositions; Word Families (Verbs, Nouns, Adjectives,
Adverbs; Prefixes and Suffixes)

Unit-11
Listening: Listening for Note taking and Summarizing.
Speaking: Role plays and Oral Presentations.
Reading: Intensive Reading-Reading for implicit meaning.
Writing: Note making and summarizing.
Grammar & Vocabulary: Verb Forms-Tenses; synonyms to avoid repetition in speech and
writing.

Unit-111
Listening: Listening for presentation strategies: introducing the topic, organization of ideas,
conclusion.
Speaking: Aided presentations.
Reading: Inferring using textual clues.
Writing: Formal Letter and Email writing.
Grammar & Vocabulary: Active and Passive Voice; linkers and discourse markers.

Unit-1V
Listening: Listening for labelling-maps, graphs, tables, illustrations.

Speaking: Aided group presentation using charts, graphs etc.

Reading: Reading for identification of facts and opinions.

Writing:  Information transfer (writing a brief report based on information from
graph/chart/table).

Grammar & Vocabulary: Subject-verb agreement; language for comparison and contrast;
Antonyms.

Unit-V
Listening: Listening to discussions for opinions.
Speaking: Group Discussion.
Reading: Reading for inferences.
Writing: Guided Essay Writing (argumentative).
Grammar & Vocabulary: Editing short texts: correcting common errors in grammar and usage;
Action verbs for fluency and effective writing.

Textbook References:

1.

2.
3.

Arosteguy, K.O. and Bright, A. and Rinard, B.J. and Poe, M. A Student's Guide to Academic and
Professional Writing in Education, UK, Teachers College Press.

Kumar S and Lata P, Communication Skills, Oxford University Press.

Raymond Murphy, English Grammar in Use A Self-Study Reference and Practice Book for
intermediate Learners of English, Cambridge University Press.

Peter Watkins, Teaching and Developing Reading Skills: UK, CUP.

Deeptha Achar et al. Basic of Academic Writing, Orient Black Swan.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA | SEMESTER (AR23)
Course Code Course Title
BB103 BUSINESS MATHEMATICS

Course Description
The course is designed to understand and acquire knowledge and skills in Basic Mathematics for
solving business problems. To provide practice in the handling of business problems that deal with
day-to-day transactions encountered by business administrators. To use the results of mathematical
calculations to help evaluate various options in reaching financial decisions, whether personal or
business-related. Upon completion of the course the students will be, familiarized with the nature of
business problems and Able to analyze and take business decisions in day to day transactions.
Course Objectives
Explain the concepts and use equations, formulae, and mathematical expressions and
relationships in a variety of contexts.
Apply the knowledge of mathematics in solving business problems.
Analyse and demonstrate mathematical skills required in mathematically intensive areas in
Economics and business.
Integrate concept in international business concepts with functioning of global trade.
To enable students to understand various terms and formulae involved in computation of
profit or loss and enable them to calculate the same.
Course Outcomes
(Upon successful completion of this course, students should be able to)
Students would examine the application and would calculate ratio, proportion, variation
and percentage.
Students will perform matrix operations including addition, subtraction, multiplication, and
find the transpose, determinant, and inverse of matrices. They will solve systems of
equations using Cramer’s Rule and the Matrix Inversion method.
Students will apply differentiation rules, including logarithmic and partial differentiation, to
solve problems involving rates of change. They will analyze functions for maxima and
minima using differentiation techniques.
Students will be able to apply mathematical concepts and techniques to solve real-world
business problems, including those involving finance, operations, and economics.
Students will evaluate and compute maximum revenue, minimum cost, and understand
supply curves in both short and long periods under perfect competition.
Recall, relate, discuss and solve practical problem involving the concepts of interest, rate of
interest, annuity and instalments
CO-PO & PSO Mapping (Articulation Matrix)
POs PSOs
PO2 PO3 PO4 PO5 PSO1 PSO2
0 0 2
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AVG | | | | | | |

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit- I: Introduction. Indices, Equations, Permutations and Combinations
Basic Mathematics: Introduction, Importance, Concepts
Theory of Indices: Definition, types of indices, properties of indices, basic problems on indices.
Equations: Types of equations, solving linear simultaneous equations and Quadratic equations with
one variable.
Permutations and Combinations: Definition, basic problems on permutations and combinations.

Unit-11: Matrix Algebra
Definition, types of matrices, Scalar Multiplication of Matrix, Equating of Matrices,
Matrix operations: Addition, Subtraction and Multiplication; Transpose of Matrix, Determinant of
matrix, Inverse of Matrix, Solving of Equations by Cramer’s Rule, Matrix Inversion method, Rank
of Matrix.

Unit-111: Elementary Calculus
Differentiation: Definition, rules of differentiation, logarithmic differentiation, partial differentiation
of first and second order, maxima & minima.
Integration: Definition, some standard rules of integration, integration by substitution, integration by
parts.

Unit-1V: Application of Calculus
Elasticity of demand, Average revenue, Marginal revenue, Average cost, Marginal cost, Total cost,
Consumer’s surplus, Supply curve of short period and long period in perfect competition, Maximum
revenue, Minimum Cost.

Unit-V: Mathematics of Finance
Simple interest, Compound interest, Annuity, Concept of present value and amount of sum types of
annuities, present value and amount of an annuity including the cases of continuous compounding,
problems relating to sinking fund.

Textbook References:
R.C. Joshi, Business Mathematics, Jalandhar, New Academic Publishing Co.
J.K Singh, Business Mathematics, Mumbai, Himalaya Publishing House.
Dr. Amarnath Dikshit & Dr. Jinendra Kumar Jain, Business Mathematics, Mumbai, Himalaya
Publishing House.
Dr. C. Sancheti and V. K. Kapoor, Business Mathematics, New Delhi, Sultan Chand & Sons.
S.K. Sharma and Kaur, G., Business Mathematics, Sultan Chand & Sons (P) Ltd.
Ghosh & Sinha, Business Mathematics and Statistics, Oxford University Press.

Page 10 of 88




SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY

Odisha, Gunupur
BBA | SEMESTER (AR23)

Course Code

Course Title

BB104

PRINCIPLES AND PRACTICES OF MANAGEMENT

Course Description

This course provides a foundational understanding of key management concepts and practices crucial
for effective leadership. Covering essential topics such as planning, organizing, leading, and
controlling, the course emphasizes practical applications through case studies and real-world
scenarios. Students will explore various management theories, develop critical decision-making
skills, and learn strategies for ethical leadership and organizational change. Designed for future
managers and business professionals, this course combines theoretical knowledge with practical
skills to prepare participants for successful careers in management.

Course Obijectives

To demonstrate an understanding of current and relevant management knowledge.

To understand the evolution of management thought and its relevance in decision making.

To understand the importance of structure and types and organization in the field of
Management.

To learn the principles, techniques and concepts needed for managerial planning, process and
decision making.

To describe the effective management of planning organizing influencing and controlling
related to the internal and external environment.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Co1

Understand theoretical aspects, process and principles, scope of Management and its
application to Modern Management.

CO2

Analyse how the field of management has evolved and its major contributions.

CO3

Analyse and apply critical role of managers in modern organizational settings

CO4

lllustrate and evaluate the importance of planning, organising, directing and controlling
decision making.

CO5

Utilize data and research to support decision-making.

CO6

Evaluate and apply ethical considerations in management practices.

CO-PO & PSO Mapping ( Articulation Matrix)

COs

POs

PO2 PO3 PO4 PO5 PSO1

COo1

2 1 1 2

CO2

COo3

CO4

CO5

CO6

2

AVG

3
2
2
2
1
8

2 3
2 3
3 3
1 2
3 2
.0 5

2.17 2.50 1.83 2.00 2.50 2.33

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit—I: Management
Nature, Concept, Scope and Significance; Functions; Management: Art or Science or Profession,
Organization vs. Administration vs. Management, Schools of Management: Contributions of F.W.
Taylor, Henry Fayol, Elton Mayo; Roles of Managers; Social Responsibility and Business Ethics.

Unit—Il: Planning
Concept, Objectives, Types, Steps and Techniques; Making Planning Effective; Decision Making:
Steps in Decision Making and Types; Management by Objectives (MBO).

Unit -111: Organising
Structure, Nature, Types of Organizations, Principles of Organizing, Departmentalization,
Delegation, and Decentralization of Authority, Span of Control - Line and Staff Functions. Staffing:
Concept, Significance and Functions.

Unit-1V: Leading
Introduction, Characteristics of a Leader, Functions of a Leader, Leadership and Management,
Principles of Leadership, Styles of Leaders

Unit-V: Controlling
Introduction, Concept of Controlling, Purpose of Controlling, Types of Control, Steps in Controlling,
Techniques in Controlling

Textbook References:

1. Harold Koontz, Heinz Weihrich, A Ramachandra Aryasri, Principles and Practices of
Management, Tata McGraw Hill.

2. Pradeep Kumar, R. S Thakur, Management Principles and Practices, Wisdom Publications.

3. Stephen Robbins, Mary Coulter, Neharika VVohra, Management Principles and practices, Pearson
Education.
Peter F. Drucker, Management: Tasks, Responsibilities, Practices, Harper Business.
Thomas S. Bateman and Scott Snell, Management: Leading & Collaborating in a Competitive
World, McGraw-Hill Education.

Charles W. L. Hill and Steven L. McShane, Principles of Management, McGraw-Hill Education.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA | SEMESTER (R23)

Course Code Course Title

BB105 BASIC FINANCIAL ACCOUNTING

Course Description

This course provides a comprehensive introduction to the principles and practices of financial
reporting and analysis. Students will learn how to prepare, interpret, and analyse financial
statements, including balance sheets, income statements, and cash flow statements. The course
covers key topics such as accounting standards, accrual accounting, and the use of financial data for
decision-making. Through hands-on exercises and case studies, participants will gain the skills
needed to understand financial performance, ensure accuracy in reporting, and make informed
business decisions based on financial information.

Course Obijectives

1 Know the accounting frame work to prepare final accounts of trading concerns.

5 Analyse and interpret the accounting information of financial statements for decision
making.

Understand the cost sheet preparation process and tracing of Activities for the cost object
through activity-based costing.

Value the concepts of marginal costing and its application in managerial decision making.

Develop the budgets and performance reports for planning and control purposes.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Prepare financial statements, including the Profit and Loss Account and Balance Sheet,

col using the accounting equation and basics of IFRS.

Analyse financial statements and will prepare funds flow and cash flow statements to assess

coz2 financial health and performance.

Identify and categorize elements and types for accurate overhead allocation and cost

€03 management.

Apply marginal costing techniques to make informed decisions about pricing, production,

co4 and sales strategies by analysing cost-volume-profit relationships.

Understand the concepts of budgeting and budgetary control and implement zero-based

CO5 budgeting to effectively manage financial planning and control.

CO6 | Analyse financial data and prepare reports that support strategic decision-making processes.

CO-PO & PSO Mapping ( Articulation Matrix)

COs

POs

PSOs

PO2

PO3

PO4

PO5

PSO1

PSO2

Co1

3

0

3

3

CO2

CO3

CO4

CO5

CO6

2

AVG

2.17

2.50

0
0
0
0
0
.0

0.00

2
3
2
3
3
6

2.67

3
2
3
2
2
5

2.50

3.00

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit-1: Introduction to Accounting Concepts
Principles - Accounting Concepts and conventions - Accounting Cycle - Double Entry System -
Accounting equation - Preparation of Journals - Preparation of Ledgers.

Unit-11: Subsidiary Books
Types of Subsidiary Books - Cash Book - Types of cash book - Preparation of Triple Column Cash
Book.

Unit-111: Trial Balance
Meaning of Trial Balance - Preparation of Trial Balance - Types of Errors - Suspense Account.

Unit-1V: Final Accounts
Preparation of Final Accounts - Trading Account - Profit and Loss Account - Balance Sheet -
Treatment of Adjustments.

Unit-V: Bank Reconciliation Statement (BRS)
Introduction and Significance of BRS - Pass Book - Cash Book - Causes for difference between
cash book and pass book - Preparation of Bank Reconciliation Statement.

Textbook References:
Dhanesh K.Khatri, Financial Accounting & Analysis, TMH.
PK Jain and K.L. Narang, Financial Accounting, Kalyani Publications.
Narayana Swamy, Financial Accounting & Analysis PHI.
V.Rajasekharam, Financial Accounting & Analysis, Pearson Education.
Ranjan Kumar Bal, Financial Accounting & Analysis, S. Chand.
Maheswari, Financial Accounting, IBH.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur

BBA | SEMESTER (R23)

Course Code Course Title

BB106 INFORMATION TECHNOLOGY FOR MANAGERS

Course Description

This course is designed to equip management students with essential skills in information systems
and advanced MS Excel functionalities. It emphasizes practical applications such as spreadsheet-
based decision support systems, data analysis, and business analytics. The course also covers macro
programming and introduces students to business analytics, enabling them to leverage technology
for informed decision-making and effective management practices.

Course Objectives

To understand the role and significance of Information Systems in organizational decision-
making.

To develop proficiency in using MS Excel for data management and analysis.

To learn and apply various functions and tools in Excel for advanced data processing.

To explore the application of macros and VBA in automating tasks in Excel.

To introduce the concepts and applications of Business Analytics in managerial contexts.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1 | Demonstrate an understanding of Information Systems and their role in organizations.

CO2 | Apply MS Excel functions and tools for data management and decision support.

Utilize advanced Excel features like Pivot Tables and What-If analysis for complex data

€03 analysis.

CO4 | Implement and automate tasks using Macros and VBA in Excel.

CO5 | Analyse and interpret data using Business Analytics concepts and tools.

Apply business analytics methods and models for informed decision-making in managerial

Cos6 practices.

CO-PO & PSO Mapping ( Articulation Matrix)

COs

POs

PSOs

PO2

PO3

PO4

POS5

PSO1

PSO2

Co1

2

1

1

COo2

COo3

CO4

CO5

CO6

3

AVG

2.50

2.50

2.33

2
2
3
1
3
.0

2.00

2
3
2
3
1
0

2.00

217

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Information Technology
Definition, Elements of IT - Computer System - Characteristics, Classification of Computers,
Components of Computer - Input Devices, Output Devices, Types of Memories, Software - System
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Software, Application Software, Networking - Definition, Types of Networks - LAN, MAN, WAN,
Internet and its applications.

Unit-11: MS Office and MS Word
Introduction to MS Office and MS Word - Components of MS Office, Applications of MS Office,
MS Word - Working with MS Word Documents, Text Formatting, Working with Tables, Spelling
and Grammar, Adding Graphics to document, Mail Merge

Unit-111: MS Excel
Working with MS Excel Workbook, Worksheet Management, Formulae and Functions, Inserting
Charts, Sorting, Filters, Printing in Excel

Unit-1V: MS Access
MS-Access - Basic database concepts - Definition, Advantages, Integrity Constraints and Keys,
Creating database in MS Access, Creating Forms in MS Access, Creating Reports in MS Access,
Working with Queries

Unit-V: MS PowerPoint
MS-PowerPoint - Creating Presentations, Working with Slides - Slide Design and Slide Layout,
Working with Animation, Working with Graphics - Pictures, ClipArt, Audio Clips, Video Clips

Textbook References:

1. Kenneth C. Laudon and Jane P. Laudon, Management Information Systems: Managing the
Digital Firm, Pearson.

2. Michael Alexander, Richard Kusleika, and John Walkenbach, Microsoft Excel 2019 Bible,
Wiley.

3. Ash Narayan Sah, Data Analysis Using Microsoft Excel, PHI Learning.

4. . Dinesh Kumar, Business Analytics: A Data-Driven Decision Making Approach for Business,
Wiley.
Jordan Goldmeier, Advanced Excel Essentials, Apress.
J. Randolph Kissell and Arne Bathke, Business Analytics: Concepts and Applications, Wiley.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY Odisha,
Gunupur

BBA AR23

Il SEMESTER COURSE STRUCTURE AND SYLLABUS

Abbreviations

AEC Ability Enhancement Course
C : Credits

CcC : Core Course

CE : Core Elective

CIA Continuous Internal Assessment
ESE End Semester Examination
L : Lecture Hours

MD Multi-Disciplinary

MS : Management Studies

P : Practice Hours

T : Tutorial Hours

SEMESTERIII

Course | Course

Category | Code Course Title

Business Economics

Managerial Communication

Business Environment

Business Statistics

Organizational Behaviour

Cost &  Management
Accounting

I1 Semester Total
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA Il SEMESTER (AR23)
Course Title
BUSINESS ECONOMICS

Course Code
BB201

Course Description
In today's competitive business environment, effective managerial decision making requires use of
economic concepts and tools. Business efficiency depends on minimization of cost and maximization
of production which requires perfect understanding of the economic concepts like demand, supply,
production, cost and market conditions. Managerial economics uses economic concepts and
principles by emphasizing on demand analysis, production & cost analysis and different market
structures which are fundamental for further study. This course also introduces important
macroeconomic concepts which are indispensable for understanding the functioning of an economy.
Knowledge about those concepts is useful for timely business decisions.

Course Obijectives

To introduce students to the basic elements of micro economics.

To make the students understand the concept of demand and its application in economic
analysis and forecasting.

To specify the importance of cost and output relationships to take production decisions

To equip students with the different cost concepts and ways to achieve the different
objectives of the firm.

To render capable students to identify various market structures relevant for commercial
transactions and their impact on business decisions

To make the students understand the working and growth of a business unit in the market
oriented economic system.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to understand and identify the economic variables in general business atmosphere.

Able to understand how prices get determined in markets, how market participants benefit
in the form of consumer and producer surplus, and consequences of government
intervention.

Able to understand the different costs of production and how they affect short and long run
decision.

Able to derive the equilibrium conditions for cost minimization and profit maximization.

Able to understand economies of scale, diseconomies of scale, economies of scope, and cost
complementarities, and how each affects the cost of production.

Apply the economic way of thinking to individual decisions and business decisions.
CO-PO & PSO Mapping ( Articulation Matrix)

POs

PSOs

PO2

PO3

PO4

PO5

PSO1

PSO2

3

1

2

2

3

3

3

1

2

2

3

3
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COo3

CO4

CO6 3

3
3
CO5 3
3
.0

AVG 3.00 3.00 1.17 2.00 . 3.00

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Managerial Economics
Definition, Nature and Scope, Relationship with other areas in Economics, Significance of
Managerial Economics in functional areas of business. The role of managerial economist. Basic

economic principles.

Unit-11: Theories of Firm and Demand & Supply Analysis
Managerial theories of firm, Behavioral theories of firm, Elasticity of demand, types and significance
of Elasticity of Demand. Measurement of price Elasticity of Demand, Law of Supply, Elasticity of
Supply. Need for Demand forecasting, Types of forecasting techniques.
Unit-111: Production Analysis
Production function, Marginal Rate of Technical Substitution, Production function with one/two
variables, Isoquants and Isocosts, Cobb-Douglas Production Function, Returns to Scale and returns

to factors.

Unit-1V: Cost Theory and Estimation
Cost concepts, determinants of cost, Cost-output relationship in the short run and long run, Average
cost curves, Economies of scale. Cost-volume-profit analysis.
Unit-V: Pricing and Profit Management

Features and Types of different competitive situations, Price Output determination in Perfect
competition and Monopolistic competition both in the long run and short run. Pricing methods in
practice. Profit Management- Nature, scope and theories of profit.
Textbook References:

Maheshwari K. L, Varshney R.L, Managerial Economics, Sultan Chand & Sons.

Dominick Salvatore, Managerial Economics in a Global Economy, Indian Edition, McGraw Hill.

Craig H Peterson, W. Cris Lewis, Sudhir. k. Jain; Managerial Economics, Pearson Publications.

P. L. Mehta; Managerial Economics, Sultan Chand Sons.

M. L. Trivedi; Managerial Economics Theory and Applications, McGraw Hill.

Geetika, P.Ghosh, P.R.Choudhury, Managerial Economics, McGraw Hill, New Delhi.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA Il SEMESTER (AR23)
Course Code Course Title
BB202 MANAGERIAL COMMUNICATION

Course Description

This course focuses on developing effective communication skills essential for successful
management. Students will learn how to craft clear and persuasive messages, manage interpersonal
interactions, and lead productive meetings. Emphasizing both verbal and written communication, the
course covers techniques for improving presentations, negotiating, and handling conflict. Through
practical exercises participants will enhance their ability to communicate strategically and build
strong professional relationships, equipping them to lead teams and influence stakeholders
effectively.

Course Obijectives
1 To develop learners’ awareness of the communication process
To develop effective listening skills in students so as to enable them to comprehend
instructions and become a critical listener.
To develop effective writing skills so as enable students to write in a clear, concise, domain-
specific and audience-centred manner.
To develop ability to communicate effectively with the help of electronic media.
To familiarize the learners with the nuances of corporate communication.
To develop effective spoken language skills so as to enable students to speak confidently,
interpersonally as well as in groups.
Course Outcomes
(Upon successful completion of this course, students should be able to)
Able to understand the scope of communication and learn its importance and implication
strategies.
Able to recognize and learn the sub-skills of listening and speaking and be able to deliver
effectively in the real time contexts
Able to imbibe the mechanics of writing and construct effective paragraphs which befit in a
longer composition
Able to use different forms of written communication techniques to make effective internal
and external business correspondence.
Able to produce different types of reports with appropriate format, organization and
language.
Able to apply the fundamentals of interpersonal communication and Interpersonal
relationship

CO-PO & CO-PSO Mapping ( Articulation Matrix)
POs PSOs

PO2 PO3 PO4 PO5 PSO1 PSO2
0 2 1 1
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AVG | 083 | 1.00 |

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Communication and Listening Skills
Purpose of Communication; Process of Communication; Differences between Technical and General
Communication; Barriers to Communication; Types of Communication; Situational Dialogues,
Finding a solution to a problem through discussion. Listening Process; Classification of Listening;
Purpose of Listening; Common Barriers to the Listening Process; Reading Skills: Reading Skill;
Purpose of Reading; Types of Reading; Techniques for Effective Reading.

Unit-11: Communication in Organisations and Communication Network

Internal Communication; Stake Holders in Internal Communication; Channels of Internal
Communication; Internal Tele-conversation: Self-introduction, seeking & giving information, giving
messages, expression of gratification (thanks giving) External Communication; Stake Holders in
External Communication; Channels of External Communication. Cross organizational video-
teleconferencing: Briefing the organization, description of product/ process/ services, holding
meetings over Skype. Scope and Types of Communication Network; Formal and Informal
Communication Network.

Unit-111; Business Letter, Memos, Circulars and Notices
Importance of Business Letters; Difference between Personal and Business Letters; Structure and
Format of Business Letters; Types of Business Letters. Writing E-mail: Principles of E-mail; E-mail
Etiquette; Overcoming Problems in E-mail Communication.
What is a Memo? - Principles of précis writing- Approaches to memo writing- Format of a Memo;
Circulars- Guidelines for writing a circular- Format of a circular; Notices- Purpose- Format-
Important points to remember while writing a notice The White tiger by Arabind Adiga.

Unit-1V: Report Writing and Oral Communication SkKills
Features of Writing a Good Report; Purpose of Report Writing; Difference between Business Report
and Engineering Report-; Steps in Report Writing; Structure of Report; Types of Reports and
Different Formats. Oral Business Presentation- Purpose —Audience Locale; Steps in Making a
Presentation- Research and Planning-Structure and Style-Preparation —Presentation; Delivering a
Presentation. Making the self-presentable: Dressing sense, clear voice, planning, analyzing and
structuring managing body language and emotion .

Unit-V: Meetings, Resume, GDs, Emotional Intelligence

Importance of Business Meetings; Different Types of Business Meetings; Conducting Meetings;
Common Mistakes Made at Meetings. Overcoming mistakes in meeting Employment
Communication. Contents of Good Resume; Different Types of Resumes; Reason for a Cover Letter
to Apply for a Job-Format of Cover Letter; Different Types of Cover Letters. Understanding the
nature of discussion, Difference between debate and discussion, Ways to form and present the
arguments, Ways to defend. Understanding individual nature by ‘Johari Window’ model,
Encouraging the fellow participants, Making communication more friendly by using ‘Knapp’s
relationship escalation’ model, convincing others by using rhetorics.

Textbook References:

1. Wofford, Gerloff and Cummins, Organizational Communication-The Keystone to Managerial
Effectiveness, McGraw Hill.

2. Bovee & Thill, Business Communication, Pearson Education.

3. Lesikar & Flatley, Basic Business Communication Skills for Empowering the Internet
Generation, McGraw Hill.
Monippally. MM., Business Communication Strategies, McGraw Hill.
David Irwin, Effective Business Communications, Viva, Thorogood.
Rajendra Pal, J S Korlaha HI, Essentials of Business Communication: Sultan Chand & Sons.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA Il SEMESTER (AR23)

Course Code Course Title

BB203 BUSINESS ENVIRONMENT

Course Description

The business environment in India is undergoing a dynamic change; what was looked upon as an
under developed nation is now regarded as a potential economic power and emerged as one of the
emerging nation of the world. With the eruption digitization and e-commerce its service industry is
providing multinational companies with unparalleled opportunities. With liberalization, privatization
and further on globalization India’s business world is occupying a place in almost all major sectors
of the world economy. In this context, the nature and extent of the role of the state is undergoing
fundamental changes with digitization and financial inclusion.

Course Obijectives

Sensitizing the students to the value implications of environment on business, in general.

The main drive of this course addresses structural changes, external environmental changes,
planning and polices of the state, economic trends, information technology and its impact.

To bring awareness on major legal environment concepts and acts in addition to other
environments.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Students would be acquainted with business objectives, dynamics of business and

Co1 : . . ; . .
environment, various types of business environment and its analysis.

CO?2 To make the students to understand different facets of Business Environment in Indian
context.

CO3 | To enhance students ability to understand economic planning and industrial policy in India.

CO4 | To sensitize students about monetary and fiscal policy in India and its impact on business.

CO5 | To enable the student to understand social responsibility of business.

CO6 | To create awareness among the students about corporate governance.

CO-PO & PSO Mapping ( Articulation Matrix)

POs

COs PO2 PO3 PO4 PO5 PSO1

Y
[

Co1 2 3

COo2

CO3

CO4

3
3
2
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CO6 2

mwlwnvNw(v g

o

2
3
3
3
3
8

AVG 2.50 2.00 2.83 2.83 2.67

N

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Business Environment
Nature, scope and objectives of business, environment of business description, internal environment
and external environment, Political environment, Economic environment, Social Environment,
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Technological environment, Ecological & Legal environment, Macro environment and Micro
environment.

Unit-11: Economic Planning and Industrial Policy
Economic Planning impact on business environment Meaning and Objectives of Industrial Policies,
Need for Industrial Policies, Salient features of 1948, 1956, 1991 Industrial Policies, Closed economy
and open economy, Liberalization, Privatization and Globalization, NITI AAYOG and its objectives,
Ease of doing business, FERA- FEMA- Competition Act.

Unit-111: Monetary and Fiscal Policy
Monetary Policy and its objectives, CRR and SLR, Money Supply, instruments of money supply,
RBI’s Monetary Policy Measures, Fiscal Policy and its objectives, Techniques of Fiscal Policy,
Impact of Monitory and Fiscal Policy on business environment, Central and States Budget, finances
of the central and state budgets.

Unit-1V: Business and Social Environment
Business and Society- objectives and importance of business, Professionalization of Business, Ethics
in business-Impact of cultural factors in business, Social Responsibility of Business, giving back to
the society-Social involvement, social audit, Companies Act 2013 and CSR.

Unit-V: Corporate Governance
Description of Corporate Governance-reasons for the growing demand for corporate governance-
importance of corporate governance- prerequisites; regulatory and voluntary actions;
recommendations of Birla Committee; legal environment of corporate governance in India.

Textbook References:

Francis Cherunilam, Business Environment: Text and Cases, Himalaya Publishing House.
Manuel G. Velasquez, Business Ethics: Concepts and Cases, PHI, New Delhi.

Justin Paul, Business Environment, Tata McGraw Hill.

Misra and Puri, Indian Economy, Himalaya.

Dutt and Sundaram, Indian Economy, S. Chand, New Delhi

Pandey GN, Environment Management, Vikas Publishing, New Delhi
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA Il SEMESTER (AR23)

Course Code Course Title

BB204 BUSINESS STATISTICS

Course Description

This course provides an introduction to statistical methods and their applications in the business
environment. Students will learn essential concepts in descriptive statistics, probability theory, and
inferential statistics. Key topics include data collection and presentation, measures of central
tendency and variability, hypothesis testing, regression analysis, and the use of statistical software
for data analysis. The course emphasizes the interpretation and communication of statistical results,
enabling students to make informed business decisions based on quantitative data. Practical
applications are highlighted through case studies and real-world examples, fostering a deeper
understanding of how statistics support strategic planning, marketing analysis, and financial
forecasting. By the end of the course, students will be equipped with the analytical skills necessary
to apply statistical techniques effectively in various business contexts.

Course Objectives

Create tables and graphs to format, organize, and interpret data; summarize and present data

Calculate and analyse numerical descriptive measures for a given data and set measures of
central tendency and variation

Calculate the mean and variance of a discrete distribution

Apply linear regression analysis for estimation and inference; interpret resulting data

Apply Time series analysis for estimation and inference; interpret resulting data

Use statistical techniques to analyse and interpret data from business, social science, and
science

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to produce appropriate graphical and numerical descriptive statistics for different types
of data.

Able to develop frequency distribution and calculate central tendency measures.

Able to summarize and analyse statistical data to solve practical business related problems
through dispersion measures.

Apply statistical methods like correlation, regression analysis in analysing, interpreting
experimental data.

Able to use Time series Analysis in management decisions.

Able to summarizing data, Evaluate and to make data-driven decisions

CO-PO & PSO Mapping ( Articulation Matrix)

POs PSOs

PO2 PO3 PO4 PO5 PSO1 PSO2

3 0 1 2
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AVG | 300 | 300 |

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction
Statistics as a subject, functions, Importance and limitations of statistics; Census and sample
investigation; Descriptive and inferential statistics. Classification of data, Tabulation, Graphical
Presentation, Types of Diagram.

Unit-11: Measures of Central Tendency
Definition and utility; Characteristics of a good average; Series of Data; Arithmetic Mean; Geometric
Mean; Harmonic Mean; Median; Mode; Relation between Mean, Median and Mode; Choice of a
suitable measure of central tendency.

Unit-111: Measures of Dispersion
Meaning and objectives of Dispersion; different measures of Dispersion - Range, Quartile deviation,
Mean deviation, Mean Absolute Deviation, Standard Deviation; Comparison of the different
measures of dispersion. Measures of relative dispersion- Coefficient of Variation, combined mean
and standard deviation; Skewness and Kurtosis; Skewness; Measures of Skewness; Kurtosis and its
measures.

Unit-1V: Correlation and Regression
Correlation Analysis, Meaning of correlation, Karl Pearson's coefficient of linear correlation,
Properties of the correlation coefficient, Advantages and limitations of the coefficient of correlation,
Rank correlation, Spearman's Rank correlation coefficient.
Regression Analysis: Two lines of regression, Correlation coefficient and the two Regression
Coefficients

Unit-V: Time Series Analysis
Definition, Components of Time Series, Measurement of Trend: Least Square Method, Moving
Average Method.

Textbook References:
J.K Sharma, Business statistics, New Delhi: Pearson Education.
S.C. Gupta & Indra Gupta, Business Statistics, Hyderabad: Himalaya Publishing House.
David M. Levine, David Stephan Timothy C. Krehbiel, Mark L Berenson, Statistics for managers
using Microsoft Excel, New Delhi: Prentice Hall India Pvt.
Amir D. Aczel, Jayavel Sounder pandian, Complete Business Statistics, New Delhi: Tata
McGraw Hill.
S.P. Gupta &M.P. Gupta, Business Statistics, New Delhi: Sultan Chand & Sons.
Kapoor.V.K. and Gupta.S: Fundamentals of Applied Statistics, Sultan Chand and Sons.
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SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY

Odisha, Gunupur
BBA Il SEMESTER (AR23)

Course Code

Course Title

BB205

ORGANISATIONAL BEHAVIOUR

Course Description

Practicing managers have long understood the importance of interpersonal skills to managerial
effectiveness. Till about three decades ago, most business schools focused on the functional aspects
of management specifically finance, accounting and quantitative techniques. This course’s essential
focus is on gaining an in depth understanding of the impact of the organization structure,
organizational culture and change on individual behaviour at the workplace. Gaining an
understanding and a perspective on these global implications should result in beneficial results in
terms of managerial effectiveness and performance.

Course Obijectives

To familiarize the students with the nature of human behaviour in corporate and other
organisations.

To explain the stages of group development and group decision making techniques.

To demonstrate role of leadership in developing the employees and organisations.

To explain the strategies of high performing cultures through creating best organisational
cultures.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to demonstrate the applicability of the concept of organizational behavior to understand
the behavior of people in the organization.

Able to demonstrate the applicability of analysing the complexities associated with
management of individual behavior in the organization.

Able to analyse the behaviour of groups in organizations in terms of the key factors that
influence organization behaviour.

Able to examine the work styles, communication preferences and employee traits that can
help to create effective work teams in the organisation.

Able to understand organisational culture in various diversified sectors.

Able to develop practical insights and problem solving capabilities for effectively managing
the Organizational processes.

CO-PO & PSO Mapping ( Articulation Matrix)
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POs PSOs
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2.83 2.50 2.83 3.00

Justification of the Mapping:
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0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Organisational behaviour
Introduction, Nature and Importance of Organizational Behaviour, Management Functions, Roles
and Skills — People Skills.

Unit-11: Individual Behaviour
Foundations of Individual Behaviour, The Perception process, Factors, Person Perception, Learning:
Theories of Learning, Principles of Learning
Motivation: Primary and General Motives
Theories of Motivation: Maslow, Herzberg, Equity Theory, Goal-Setting Theory — Expectancy
Theory

Unit-111: Group Behaviour
Foundations of Group Behavior - Nature of Groups — Structure, Types, Stages of Group
Development- Group Decision-Making - Groups vs. Individual, Groupthink, Group shift, Group
Decision-Making Techniques.

Unit-1V: Leadership Theories and Teams
Managing Group Behavior - Leadership — Nature and Importance, Theories-Trait theories,
Behavioral Theories, Contingency Theories - Understanding Work Teams — Nature of Teams, Types
of Teams, Effectiveness of Teams, Team Building - Conflict — Intra-personal and Interpersonal
Conflict.

Unit-V: Organisational Culture
Foundations of Organizational Behaviour - Organizational Structure — Work Specialization,
Departmentalization - Span of Management, - Organizational Culture: Nature — Creating and
Maintaining a Culture.

Textbook References:
1. Robbins, S. P. & Judge, T. A. Organizational Behaviour: Global Edition. Harlow, England:
Pearson Education.

Aswathappa, Organizational Behaviour, Himalaya Publications.

P. Subba Rao, Management & Organizational Behaviour, Himalaya Publications.
Mc Shane & Von Glinov, Organisational Behaviour, 4thedition, Tata McGraw Hill.
L.M. Prasad, Organizational Behaviour, Sultan Chand & Sons.

Laurie J Mullins, Organizational Behaviour at Workplace, Pearson.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA Il SEMESTER (AR23)

Course Code Course Title

BB206 COST & MANAGEMENT ACCOUNTING

Course Description

Cost Accounting was merely considered to be a technique for ascertainment of cost of products or
services on the basis of historical data. It is concerned with recording, classifying and summarizing
costs for determination of costs of products or services, planning, controlling and reducing such costs
and furnishing of information to management for decision-making. Management Accounting is
concerned as the provision of information to people within the organization to help them make better
decision

Course Objectives

To analyse the importance of budgeting and the impact on Cost Accounting.

To provide understanding of essential terms, concepts of cost, various methods and
techniques of costing and understanding of management accounting concepts.

To develop skills in students to analyse various tactical decisions with the help of marginal
costing techniques for better decision making.

To enhance the abilities of learners to develop the concept of Cost and management
accounting and its significance in the business.

To enable the learners to understand, develop and apply the techniques of costing in the
decision making in the business corporates.

Course Outcomes
(Upon successful completion of this course, students should be able to)

COL1 | Able to understand and differentiate between Cost accounting and management accounting.

CO?2 Able to evaluate the costs and benefits of different conventional and contemporary costing
systems.

CO3 | Able to prepare cost sheet, quotations, and tenders to organization for different works.

CO4 | Able to analyse cost-volume-profit techniques to determine optimal managerial decisions.

CO5 | Able to estimate the break-even point of the firm.

CO6 Able to prepare plans and budgets and analyse variances from standard cost to pinpoint areas
that need control.

CO-PO & PSO Mapping ((Articulation Matrix)

POs PSOs

COs
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PO2 PO3 PO4 PO5 PSO1 PSO2
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AVG 3.00 0 3 1.33

N

0 3.00 2

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus
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Unit-1: Cost and Management Accounting
Introduction and significance of cost accounting and management accounting-Nature and Scope of
Cost Accounting and Management Accounting — Importance of cost center and cost unit - Cost
Accounting vs. Management Accounting vs. Financial Accounting.

Unit-11: Cost Concepts
Elements of Different Costs: Direct and Indirect - Material Cost- Issue of Materials- Pricing Methods
(LIFO, FIFO, Simple and Weighted Average) - Labour cost- Direct and Indirect Labour Cost-
Systems of Payment of Wages (Halsey & Rowan Plans) - Overheads-Classification, Allocation and
Apportionment of Overheads.

Unit-111: Cost Sheet
Preparation of Cost Sheet: Classification of costs — prime cost — works cost — cost of production —
cost of sales — Profit Margin - Preparation of Cost sheet for special work orders.

Unit-1V: Managerial Applications of Cost-Volume-Profit and Break Even Analysis
Analysis and Classification of different Costs- Fixed Cost- Variable Cost- incremental Cost-
Differential Costs- Opportunity Cost and Cost-Volume-Profit Analysis- Margin of Sales and Break
Even Point- Decisions involving alternative choices - Make or Buy Decision- determination of sales
mix - addition or deletion of a product.

Unit-V: Budgeting
Introduction to Budget, Budgeting and Budgetary control — Essentials of a Budgetary Control-
Master Budget- Flexible Budget- Production and Sales Budget- Zero Based Budgeting.

Textbook References:
S.P. Jain & K.L. Narang, Cost and Management Accounting, New Delhi: Kalyani Publishers.
Khan & Jain, Cost Accounting, New Delhi: Tata McGraw Hill Publishing House.
Sharma & Shashi K. Gupta, Management Accounting, New Delhi: Kalyani Publishers.
S. N. Maheswari, Management Accounting, S.Chand Publications.
Cost Accounting, Rajasekaran, Pearson Education.
Cost Accounting, Principle Practices Dutta, Mahesh, Pearson Education.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY Odisha,
Gunupur

BBA AR23
111 SEMESTER COURSE STRUCTURE AND SYLLABUS

Abbreviations

AEC Ability Enhancement Course
C : Credits

CcC : Core Course

CE : Core Elective

CIA Continuous Internal Assessment
ESE End Semester Examination
L : Lecture Hours

MD Multi-Disciplinary

MS : Management Studies

P : Practice Hours

T : Tutorial Hours

SEMESTER I11

Course | Course

Category | Code Course Title

MD BB301 Legal Aspects of Business

E-Commerce

Marketing Management

Financial Management

Human Resource
Management

Management Information
Systems & ERP

111 Semester Total
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA 111 SEMESTER (AR23)

Course Code Course Title

BB301 LEGAL ASPECTS OF BUSINESS

Course Description
Ignorance of law is no excuse and everyone is supposed to know the law of the land. Law controls
and regulates the external behaviour of human beings. Human conduct must conform to legal rules
and regulations. Business law is a branch of general law and it controls and regulates commercial
transactions involving businessmen, traders, importers, exporters, consumers, etc. The present
business laws consist of the general principles of Contract (Contract Act), Law of Agency, Sales of
Goods Act, Partnership and Company Law.

Course Objectives

To understand the basic concepts of Contracts, Sale of goods, Agency etc.

To acquaint with special legislations dealing with business transactions.

To evaluate with special Case laws dealing with business transactions.

To analyse the recent amendments dealing with business Legislation.

To elucidate the process of formation and winding up of a company.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to analyse the Business Related concepts, foundations etc.,.

Able to identify Business Law interventions and its impact on Business.

Able to define the role of Rules and Regulations framed under the Legal system to run
business in judicious way.

Able to appreciate and apply the purposes, relevance and value of specific Jurisdiction of
Business Laws related with Contracts, Agency, Sales, Company etc.

Able to apply multidisciplinary approach of the case laws to the context.

Able to develop a skill of companies formation and advantages of incorporation of a
company.

CO-PO & PSO Mapping (Articulation Matrix)
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N

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Indian Contract Act 1872
Meaning and kinds of Contracts, essentials of a Contract, Offer and Acceptance, free consent,
capacity of the parties, lawful consideration, legality of object, performance of Contract, discharge
of Contract, quasi Contract
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Unit-11: Sale of Goods Act 1930
Sale and Agreement to sell, conditions and warranties, transfer of property, Rights of unpaid seller

Unit-111: Law of Agency
Definition - Kinds of agents - Creation of Agency - Rights and duties of agent and principal -
Termination of Agency.

Unit-1V: Indian Partnership Act 1932
Meaning and scope of partnership, formation of partnership, registration of partnership, kinds of
partners, dissolution of a partnership firm, limited liability partnership (LLP).

Unit-V: Company Law
Definition and kinds of companies - formation and advantages of incorporation of a company -
Memorandum of Association - Articles of Association - Prospectus - winding up of a company.

Textbook References:

1. Avatar Singh, "Business Laws”, Eastern Book Company, Lucknow.

2. Maheswari & Maheswari, "Business Laws", Himalaya Publishing Company, New Delhi.

3. Akhileshwar Pathak, "Legal Aspects of Business", Pearson, New Delhi.

4. Kucchal M. C., Business Law/Mercantile Law, Vikas Publishing House (P) Ltd.

5. Kapoor G. K. & Dhamija Sanjay, Company Law and Practice-A comprehensive text book on
Companies Act 2013, Taxmann.

6. Kapoor Gulshan, Business Law. New Age International Pvt. Ltd Publishers.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA 111 SEMESTER (AR23)

Course Code Course Title

BB302 E-COMMERCE

Course Description

By the help of the flexibility offered by computer networks and the availability of the Internet,
Ecommerce develops on traditional commerce. E-commerce creates new opportunities for
performing profitable activities online. It promotes easier cooperation between different groups:
businesses sharing information to improve customer relations; companies working together to design
and build new products/services; or multinational company sharing information for a major
marketing campaign.

Course Objectives

To make the students understand the various concepts related to Electronic Business.

To enable them to understand and exploit its role in providing strategic advantage.

To understand the various application issues of E-commerce like internet infrastructure,
security over internet, payment system and various online strategies of E-commerce.

To expose the students to electronic modes of commercial operations.

To make the students understands need of M-Commerce.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1 | Able to identify the anatomy of E-commerce.

CO2 | Able to categorize different electronic payment system.

CO3 | Able to analyse how social Commerce is playing a vital role for the promotion of a business.

CO4 | Able to analyse the various marketing strategies for an online business.

CO5 | Able to design strategies for E-commerce catalogues.

CO6 | Able to analyse the concept and usage of M-Commerce.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to E-commerce
Introduction to E-Commerce — Definitions, nature - Types of Ecommerce, Benefits of E-commerce
- Limitations of E-commerce - Impact of E-commerce — Electronic Market Structure — Business
Models of E-Commerce, Electronic Marketplaces — Types of E-Marketplaces, Electronic stores and
Malls, Electronic Catalogues, E-Shopping Cart, Online Auctioning

Unit-11: B2C E-commerce
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B2C and Advertising in Ecommerce - Retailing in E-Commerce - E-Tailing Business Models, Online
Purchase Decision Aids, Online Consumer Behaviour Model - Consumer Purchasing Decision
Making Process - Internet Marketing Methods - Web Advertising - Advertisement Methods -
Advertisement Strategies and Promotions

Unit-111: B2B E-Commerce
B2B E-Commerce - Characteristics of B2B EC — Models of B2B - Purchasing, Logistics and Support
Activities, Electronic Data Interchange (EDI), Electronic Supply Chain Management

Unit-1V: Electronic Payment Systems and Security
Electronic Payment Systems and Security— Electronic Payment and Protocols — Electronic Credit
Card system — Electronic Fund Transfer and Debit Cards - Security schemes in Electronic Payment
Systems, Fraud Protection

Unit-V: Mobile and Social Commerce
Applications, Mobile Marketing and Advertising, Mobile Entertainment, Web 2.0, Virtual
Communities, Online Social Networking, Business and Enterprise Social Networks, Advertising in
Social Networks

Textbook References:

1. Awvatar Singh, "Business Laws", Eastern Book Company, Lucknow.

2. Maheswari & Maheswari, "Business Laws", Himalaya Publishing Company, New Delhi.

3. Akhileshwar Pathak, "Legal Aspects of Business", Pearson, New Delhi.

4. Kenneth C. Laudon and Carol Guercio Traver, "E-commerce 2021: Business, Technology,
Society", Pearson Education
Efraim Turban, David King, Judy McKay, Peter Marshall, “Electronic Commerce: A Managerial
and Social Networks Perspective", Pearson Education
Paul Laudon and Carol Guercio Traver, “E-commerce: Business, Technology, Society"”, Pearson
Education
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SCHOOL OF MANAGEMENT STUDIES
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BBA 111 SEMESTER (AR23)

Course Code Course Title

BB303 MARKETING MANAGEMENT

Course Description

Marketing management is a desirous business area that contains strategy, execution and the program
oversight required to promote a company’s products and services. Marketing is an essential part of
every business, whether it’s a for profit company or a nonprofit organization. Marketing professionals
work in large and small companies across every industry, including financial services, consumer
goods, technology, education, healthcare and the government. Marketing management course
facilitates a student to understand the fundamentals of marketing concept. This course enables a
student to comprehend the 'Marketing mix' elements and the strategies and principles underlying the
modern marketing practices.

Course Obijectives

To explain the conceptual framework of marketing and its applications in the real world.

To apply marketing concepts to make business decisions under various environmental
limitations.

To apply concepts of marketing to address problems and opportunities in the new marketing

1

2

3 To demonstrate the functionality and application of elements of Marketing Mix
4 environment.

To evaluate the range of common strategies used, with each of the various promotional mix

5 tools.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to define the concept of marketing and its philosophies behind consumers’
expectations.

Able to apply and create the buyer’s decisions on product selection and purchase decisions.

Able to analyse the implementation of segmentation, targeting & positioning strategies.

Able to describe the theory of marketing mix and product concepts in detail.

Able to evaluate the pricing methods and channels of distribution of goods and services.

Able to analyse the promotional strategies and integrated marketing communication
techniques.

CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs

COs PO2 PO3 PO4 PO5 PSO1 PSO2

0
[y

Co1 2 3

COo2

CO3

CO4

CO5

CO6 2

olwlwlwlwlwlwlO

o

2
3
2
3
2
5

AVG 2.33 2.50 2.67 2.67 2.67 2.50

w

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus
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Unit-1: Introduction to Marketing Management
Introduction to the concepts of marketing; Definition of marketing & marketing management; Nature
of marketing, Scope and Importance of Marketing; Core Concepts of marketing such as need, want,
desire, demand, value, exchange; Philosophies of Marketing; Product; Production; Sales; Marketing;
Societal concepts; Relational marketing; Concept of Marketing Myopia; Product Vs service.

Unit-11: Buyers Behaviour
Buyers behavior; Factors influencing buyer behavior; Five-steps of buyers decision process;
Segmenting, Targeting and Positioning; Concept of Market Segmentation; Bases for Segmenting
Consumer Markets, Targeting (T), Positioning (P); Value Proposition and USP.

Unit-111: Marketing Mix Decisions
Concepts on marketing mix; Elements of the marketing Mix; Four P’s; Extended three Ps of services;
Product Decisions: Product Concept; Classification of Products; Product Life Cycle Stages, New
Product Development.

Unit-1V: Pricing & Channels of Distribution
Concepts on pricing and channels of Distribution; Pricing Objectives; Factors Influencing the Pricing
Policy; Pricing Methods; Channels of Distribution: Definition; Nature; Types; Functions and levels
of distribution channels.

Unit-V: Promotions Decisions
Promotion Mix; Importance of Promotion; Advertising; Sales Promotion; Personal Selling and Direct
Marketing; Publicity and Public Relations; Integrated Marketing Communication (IMC); Social &
digital marketing.

Textbook References:

1. Philip Kotler, Kevin lane Keller, Alexander Chernev, Jagdish N. Sheth, G.Shainesh, Marketing
Management.. Pearson Education, New Delhi.
Philip Kotler, Marketing Management: Indian Cases, Pearson Education, New Delhi.
Dhruv Grewal & Michael Levy, Marketing, McGraw Hill Education (India) Private Limited,
Noida.

Dr. C. B. Gupta & Dr. Rajan Nair, Marketing Management: Text & Cases, Sultan Chand & Sons,
New Delhi.

Arun Kumar & N Meenakshi, Marketing Management, Vikas Publishing, New Delhi.

Prof. S.A. Sherlekar, R. Krishnamoorthy, Marketing Management, Himalaya Publication,
Mumbai.
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SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY

Odisha, Gunupur
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Course Code

Course Title

BB304

FINANCIAL MANAGEMENT

Course Description

This course equips students with comprehensive knowledge and skills essential for effective
management of financial resources in business contexts. Covering fundamental concepts like time
value of money and risk-return analysis, the course delves into financial planning, budgeting, and
forecasting techniques crucial for efficient resource allocation. Students learn capital budgeting
methods such as NPV and IRR for investment decision-making, while also exploring the role of
financial markets, institutions, and ethical considerations in financial management. Practical skills in
financial statement analysis, working capital management, and risk mitigation strategies are
emphasized through case studies and real-world applications, preparing graduates for careers as
financial analysts, managers, or consultants in diverse industries.

Course Objectives

To develop a foundational understanding of financial principles and theories.

To gain proficiency in capital budgeting and investment decision-making.

To understand concepts of cost of capital, leverage analysis, capital structure and dividend
theories and identify courses of action in financial environment that would result in
maximization of wealth of an organization.

To understand basic concepts of financial management and their application in investment,
financing and dividend decisions.

To manage working capital and optimize liquidity.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to apply financial principles to real-world business scenarios.

CO2

Able to compete in evaluating investment opportunities using capital budgeting techniques.

CO3

Able to apply capital structure decisions and their implications for organizational finance.

CO4

Able to familiar with dividend policy and its impact on shareholder value.

CO5

Able to manage working capital effectively.

CO6

Able to develop skill in analysing financial statements and interpreting financial data.

CO-PO & PSO Mapping (Articulation Matrix)

COs

POs PSOs

PO3 PO4 PO5 PSO1 PSO2

0
[y

PO2

Co1

3

COo2

COo3

CO4
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CO6

3

AVG

olwlwlwlw|lw|lw|O

o

3.00 1.17 3.00 3.00 3.00

w

Justification of the Mapping:
0=NoRelevance;1=Low Relevance;2=Medium Relevance;3=High Relevance

Syllabus

Unit-1: Introduction to Financial Management and TVM
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Meaning and Definition of Financial Management, Goals of Financial Management, The
Fundamental Principle of Finance

Time Value of Money (TVM): Nominal rate of interest and Effective rate of interest. Future Value,
Present Value, Annuity, Perpetuity

Unit-11: Techniques of Capital Budgeting
Capital Budgeting - Meaning, Capital budgeting Process; Project Classification; Evaluation
Techniques - Payback period, ARR, Discounted paybackperiod; NPV, Pl , IRR, Accept/reject
criteria.

Unit-111: Capital Structure, Leverages and Cost of Capital
Meaning of Capital Structure, factors determining capital structure, capital structure planning and
policy, approaches to establish targetcapital structure; Different sources of Long-term Finance;
Leverages: Operating leverage, financial leverage and Combined leverage, EBIT-EPS analysis; Cost
of capital: Cost of equity, Cost of preference shares, Cost of debt, WACC.

Unit-1V: Dividend Policies and Decisions
Meaning of dividend policy, factors influencing dividend policy, objectives of dividend policy,
stability of dividends, forms of dividend; Relevance V/s Irrelevance of Dividends (Relevant Theory:
Walter’s Model, Gordon’s Model; Irrelevant Theory: MM’s Approach).

Unit-V: Management of Working Capital
Introduction, Concepts of working capital, operating cycle, and cash conversion cycle, Permanent
and variable working capital, Determinants of working capital, Estimating working capital
requirement.

Textbook References:
Khan M. Y. and Jain P. K., Financial Management, McGraw Hill.
L M. Pandey, Fundamentals of Financial Management, Vikas Publishing House.
Prasanna Chandra, Financial Management, TMH
R. P. Rustagi, Financial Management: Theory, Concepts & Problems, Taxmann.
J.V. Horne & J.M. Wachowicz, Fundamentals of Financial Management, Prentice Hall
Rajiv Srivstava & Anil Misra, Financial Management, Oxford University Press, Chennai
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SCHOOL OF MANAGEMENT STUDIES
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Course Code Course Title

BB305 HUMAN RESOURCE MANAGEMENT

Course Description

The general purpose of this course is to familiarize students with the basic principles and techniques
of HRM. The course takes a practical view that integrates the contributions of the behavioural
sciences with the technical aspects of implementing the HR function in the real world. This basic
understanding of HRM is essential for the student when he enters the diverse workplaces. To become
a successful manager, it is imperative to understand human sensitivities and factors that motivate
individuals. Human Resource Management course provides the basic tools required as an HR
professional in an organisation.

Course Obijectives

Comprehend in depth the theoretical framework and the basic principles of HRM.

Comprehend in depth functions of HRM (Job analysis, manpower planning, and recruitment,
selection, on boarding, training & development, appraisal, compensation).

To understand the key factors influencing compensation and different employee benefits and
services

To know how to maintain the industrial relation and to understand the settlement
machineries for industrial disputes.

Apply the principles and techniques of HRM gained through this course to the discussion of
major personnel challenges and the solution of typical case problems.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1

Able to identify the fundamentals, evolution, function & challenges of HRM.

CO2

Able to explore the role of HRM in procurement.

CO3

Able to evaluate the development of human Resources, methods of appraisal and perceptual
errors and employee separation.

CO4

Able to analyse the basic factors in designing the compensation.

CO5

Able to familiarise the concepts of collective bargaining, Trade union & Industrial dispute.

CO6

Able to distinguish the purposes and relevance.

CO-PO & PSO Mapping (Articulation Matrix)

COs

POs

PO2 PO3 PO4 PO5 PSO1
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3.00 2.83 2.67 2.5 2.83

N

Justification of the Mapping:
0=NoRelevance;1=Low Relevance;2=Medium Relevance;3=High Relevance
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Syllabus

Unit-1: Introduction to Human Resource Management
Nature, scope and significance of HRM - Evolution of HRM — Recent trends in HRM — Functions of
HRM, Skills for HR Professionals, Challenges of HRM, Human Resource Planning, HR Forecasting
methods

Unit-11: Procurement and Development
Job analysis and Job design, Recruitment and Selection - sources of recruitment,
Induction/orientation, Training- Designing the training program, Methods of training, Difference
between Training & Development

Unit-111: Performance Appraisal and Promotion
Performance Management - The Performance Appraisal Process, methods of appraisal, appraisal
errors, Promotion- types, promotion policy and procedure. Transfer - types and purpose, Employees'
separation- Voluntary and involuntary separations. Lay off and Retrenchment, outplacement and
outsourcing.

Unit-1V: Managing Compensation
Compensation Management - Concept, Components of Compensation, Factors Influencing
Employee Compensation, Incentives- Prerequisites for an Effective Incentive System, Types of
Incentive Schemes, Group Incentive Plans, Employee Fringe benefits- Types of Employee Benefits
and Services, Principles of Fringes

Unit-V: Labour Relations
Trade Unions- why do employees join unions, Collective Bargaining- The collective bargaining
Process, bargaining items, Resolving Disputes - Nature of Disputes, Causes of Disputes, and
Settlement of Disputes.

Textbook References:

1. P. Subba Rao, “Human Resource Management and Industrial Relations”, Himalaya Publishing
House.
Gary Dessler & Biju Varkkey, "Human Resource Management", Pearson, New Delhi.

George W Bohlander, Scott A Snell, “Principles of human Resource Management”, Cengage
Learning.

John H. Bernardin, "Human Resource Management - An Experiential Approach", Tata McGraw
Hill, New Delhi.

Mirza, Saiyadain, "Human Resource Management", Tata McGraw Hill, New Delhi.

Edwin B Flippo, "Personnel Management", Tata McGraw Hill Publishing, New Delhi.
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SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
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Course Code

Course Title

BB306

MANAGEMENT INFORMATION
SYSTEMS & ERP

Course Description

This course provides an in-depth understanding of Management Information Systems (MIS) and
Enterprise Resource Planning (ERP) systems, focusing on their role in supporting business
operations, decision-making, and strategic planning. Students will learn how these systems integrate
various business processes and facilitate the flow of information across an organization.

Course Objectives

Gain a comprehensive understanding of the components and functions of Management
Information Systems.

Learn about ERP systems, their architecture, and how they integrate various business
functions.

Understand how ERP systems streamline business processes and improve efficiency.

Explore how MIS and ERP systems support decision-making at different organizational
levels.

Analyse real-world case studies to understand the practical application of MIS and ERP
systems.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Able to relate the basic concepts and technologies used in the field of management
information systems.

Able to compare the processes of developing and implementing information systems.

Able to outline the role of the ethical, social, and security issues of information systems.

Able to evaluate the information systems in terms of their contribution towards improved
decision making and optimum use of organizational resources.

Able to explain the tools and techniques for information systems design and implementation
and apply them appropriately to take leverage of enterprise systems for enhancing the
effectiveness of decision making.

Able to translate the role of information systems in organizations, the strategic management
processes, with the implications for the management

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit-1: Conceptual and Foundations
Concept of Business Information System, Components of Information System, Types of Information
systems (Classification), Information System Activities, Strategic use of Information System,
Business Process Reengineering, Marketing Information Systems - Human Resource Information
Systems, Financial Information Systems, Enterprise Resource Planning

Unit-11: DBMS
DBMS Introduction, components of DBMS, Importance of data management in businesses.
Components of DBMS - functions of DBMS —Data Dictionary - database user - Introduction to
RDBMS, Advantages of RDBMS over traditional DBMS, Systems Development Life Cycle (SDLC)

Unit-111: Decision Support Systems
Classical, Administrative and Political Decision making Model and Herbert Simon's Models -
Structured Vs Unstructured Decisions, Types of Decision Support Systems, Group Decision Support
Systems — Executive Information Systems - Executive Support Systems - Expert Systems and
Knowledge Based Expert Systems - Artificial Intelligence.

Unit-1V: Strategic Information System & Financial Technology
Cloud Computing, Grid Computing, Knowledge Management Systems, Pervasive Computing;
Introduction to Financial Technology & Blockchain Technology, Robotic Process Automation.

Unit-V: Information Technology Law & Cyber Law
Information Technology Act, Right to Information Act, Cyber Crimes against Individuals, Institution
and State, Hacking, Digital Forgery, Cyber Stalking/Harassment, Cyber Pornography, Identity Theft
& Fraud, Cyber terrorism, Cyber Defamation, Different offences under IT Act, 2000, Digital
Signature - Legal Issues & Technical Issues, Cryptography, Cyber Law — Policy Issues & Emerging
Trends.

Textbook References:
1. James A O “Brien & George M Marakas, “Management Information Systems", Tata McGraw
Hill Publishers.
2. Turban and Aronson, Decision Support Systems and Intelligent Systems, Pearson Education
Asia.
. Justice Yatindra Singh, Cyber Laws, Universal Law Publishing Co, New Delhi.
Murthy, C.S.V. Management Information System: Text and Applications. Mumbai, Himalaya
Publishing House.
. Waman S. Jawadekar, Management of Information Systems, Tata McGraw Hill.
. Kenneth C. Laudon and Jane Price Laudon, Management Information Systems Managing the
digital firm, PHI Learning / Pearson Education, PHI, Asia.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY Odisha,
Gunupur

BBA AR23
IV SEMESTER COURSE STRUCTURE AND SYLLABUS

Abbreviations

AEC Ability Enhancement Course
C : Credits

CcC : Core Course

CE : Core Elective

CIA Continuous Internal Assessment
ESE End Semester Examination
L : Lecture Hours

MD Multi-Disciplinary

MS : Management Studies

P : Practice Hours

T : Tutorial Hours

SEMESTER IV

Course | Course _
Category | Code Course Title

Research Methodology

Fundamentals of
Entrepreneurship

Rural Management

Introduction to BFSI

Production and Operation
Management

Basics of Business
Analytics

IV Semester Total
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA IV SEMESTER (AR23)

Course Code Course Title

BB401 RESEARCH METHODOLOGY

Course Description

Research methodology is the systematic and scientific method of how to review and research a
topic. It starts with identification of the problem and continues with sample design, data collection,
analysis, and report. It is extensively used to find a solution to a problem and enhance knowledge.
Continuous growth is one of the key challenges for business, which needs innovative ideas and
solutions to stagnation in growth. Research is a valuable tool for businesses to identify potential
avenues for growth and solutions to problems. Understanding the methodology to be adopted when
researching is, therefore, very crucial for businesses.

Course Obijectives

1 | Tounderstand the formulation of research problem and hypotheses.

2 To learn critical analysis, problem solving and research skills.

3 To enable students to understand the rationale for using a particular qualitative and
quantitative research method.

To enable students to understand various methods to select appropriate research designs
and methods to investigate their chosen research problems.

To become familiar with the processes needed to develop, report, and analyse business
data.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1 | Formulate of research problems and developments of research outline.

CO?2 Develop a scientific knowledge on addressing various management decision Process
through business research.

CO3 Demonstrate their skill to apply different research methods in a scientific manner to assist
the management for proper decisions on functional aspects.

CO4 | Understand research hypothesis and research design for business studies

CO5 Acquire knowledge in generating and handling data with the help of statistical software to
draw meaningful conclusions and suitable suggestions.

Conduct field-based surveys either for problem identification or problem solving in

Cos6 management issues.

CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs

COs PO2 PO3 PO4 PO5 PSO1 PSO2

Co1 2

COo2

COo3

CO4

CO5

CO6 2

AVG 3.00 2.33 2.50 2.83 2.83 2.67 2.33

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit-1: Introduction to Research
Definition, scope, limitations & types, objectives, research process, research designs,
terminologies; Research project: choice of topic, writing research proposal - objective, hypothesis,
methodology, time frame.

Unit-11: Survey Methods
Survey designs- sampling, qualitative data, quantitative data, scaling technique; Research methods:
interview method, observational method, questionnaires, case studies, action research, &
documentary sources.

Unit-111: Data Analysis
Types of research data, frequency distributions, bar charts, histograms, pareto charts, statistical
tools of data analysis- mean, median, mode, correlation & regression; Report writing: formatting,
title page, abstract, body, introduction, methods, sample, measures, design, results, conclusions,
references, tables, figures, appendices; Presentations of report: skills & methods, practice sessions
on assignments.

Unit-1V: Hypothesis Testing
Concepts basic to the hypothesis testing procedure; steps in hypothesis testing; Type -1 error &
Type-I1 error; Two tailed & one tailed tests of hypothesis. Hypothesis testing of means when the
population standard deviation is known / not known; Hypothesis testing of proportions; t - test, Chi
square test, F- test, ANOVA of one way & two way classifications.

Unit-V: Point Estimation & Non-Parametric Tests
Criteria of a good estimator, method of estimation, interval estimation, confidence interval,
maximum likelihood estimator, rank correlation test, sign test, one sample run test, Wilcoxon's
signed rank test, Mann Whitney U - test, Kruskal Walis test.

Textbook References:
C.R. Kothari, Research methodology Methods and Technigques, New Age International (p)
Limited, publishers.
Dr Deepak Chawla & Dr Neena Sondhi, Research Methodology Concepts and Cases, Vikas
Publishing House Pvt Ltd.
R. Panneerselvam, Research Methodology, PHI Learning.
Krishna Swamy, Slvakumar, and Mathirajan, Management Research Methodology, Pearson.
SL Gupta and Hitesh Gupta, Business Research Methods, Tata McGraw Hill Education.
Donald R cooper and Pamela S Schindler, Business research Methods, McGraw-Hill.
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SCHOOL OF MANAGEMENT STUDIES
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Course Code Course Title

BB402 FUNDAMENTALS OF ENTREPRENEURSHIP

Course Description

This course introduces students to the essential principles and practices of starting and managing
a successful business. This course covers key topics such as opportunity recognition, market
analysis, business planning, financing, and marketing strategies. Through interactive discussions,
students will develop critical thinking and problem-solving skills while gaining insights into the
entrepreneurial mind-set. By the end of the course, students will be equipped with the foundational
knowledge necessary to launch and sustain their own ventures in today’s dynamic economic
landscape.

Course Obijectives

Understand Entrepreneurship and its role in society.

Know the evolution of Entrepreneurship.

Understand the mind-set of entrepreneurs.

Gain knowledge about business Idea Generation.

Apprehend about EDP Programmes.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1 | Apply key entrepreneurial concepts and frameworks to real-world business scenarios.

CO2 | Develop a viable business plan and pitch it effectively to potential investors.

CO3 Understand the challenges and opportunities of entrepreneurship and formulate strategies
to address them.

CO4 | Demonstrate the ability to conduct market research and competitive analysis.

CO5 | Analyse and utilize various funding options and financial management practices.

CO6 | Appraise the entrepreneurship process in the family business and social enterprise.

CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs

COs PO2 PO3 PO4 PO5 PSO1 PSO2

COo1 2

COo2

CO3

CO4

CO5

CO6 2

AVG 3.00 2.00 1.33 3.00 2.50 2.67 2.33

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Entrepreneur and Entrepreneurship
Description and definition of an entrepreneur - Characteristics of entrepreneur - Functions of an
entrepreneur - types of entrepreneurs - the concept of entrepreneurship - entrepreneurial culture -
entrepreneurial process - entrepreneurial competencies - entrepreneurial mobility.
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Unit Il: Genesis of Entrepreneur and Entrepreneurship
Theories of Entrepreneurship - Role of entrepreneurship in economic development - Barriers of
entrepreneurship - Entrepreneurship and current business environment.

Unit-111: Motives
Entrepreneurial Motives, Motivating factors of entrepreneurship - Growth of entrepreneurship in
India - Agricultural Entrepreneurship to Industry entrepreneurship to Services entrepreneurship -
Corporate entrepreneurship - Women entrepreneurship.

Unit-1V: Business Idea Generation
Sourcing of business ideas, innovative ideas, opportunity identification, scanning of the
environment - finding the gaps for new business and new way of business - setting-up new ventures
- acquiring existing business — franchising and Entrepreneurship.

Unit-V: Incentives for Developing Entrepreneurial Eco-System & EDPs
Need and objectives of EDP - Evolution of EDPs - Phases of EDPs - Course content and curriculum
of EDPs - Management Education centres and Entrepreneurship Development Programs -
Incubators, Accelerators, start-ups.

Textbook References:
Ramachandran, K., Entrepreneurship Development: Indian Cases on Change Agents. Tata
McGraw-Hill Pub.
Rao, N. V. J., Das, S., & Panda, P. R., Entrepreneurship & Small Scale Business. Rights
Publications.
. Kuratko, D. F., Entrepreneurship: Theory, process, and practice. Cengage learning.

. Osterwalder, A., & Pigneur, Y., Business model generation: a handbook for visionaries, game
changers, and challengers. John Wiley & Sons.

. Neck, H. M., Greene, P. G., & Brush, C. G. (Eds.), Teaching entrepreneurship: A practice-
based approach. Edward Elgar Publishing.

. Landstrom, H., Pioneers in entrepreneurship and small business research. USA.
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SCHOOL OF MANAGEMENT STUDIES
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Course Title
RURAL MANAGEMENT

Course Code
BB403

Course Description

This course explores the unique challenges and opportunities within rural economies, focusing on
sustainable development and effective resource management. This course examines key aspects
such as agricultural practices, rural entrepreneurship, community development, and the impact of
policy and technology on rural livelihoods. Through a blend of theoretical frameworks and
practical case studies, students will gain insights into rural markets, stakeholder engagement, and
the role of organizations in fostering economic growth and social well-being in rural areas. By the
end of the course, students will be equipped with the skills to design and implement effective
strategies that promote rural development and improve the quality of life for rural communities.

Course Obijectives
Understanding the frameworks and models for rural development and their application in
different contexts.
Techniques for effectively engaging with rural communities and fostering local
participation.
Strategies for enhancing economic opportunities, including entrepreneurship, small
business development, and local industry support.
Exploring the social and cultural aspects of rural life and their influence on development
practices.
Analysing rural policies, governance structures, and their impact on rural development
initiatives.

Course Outcomes
(Upon successful completion of this course, students should be able to)
Define the rural areas, rural economy and development and issues or Rural Development
in general and address them through various development strategies.
Acquaint the knowledge on theories of development, social political structure, economic
structure, economic.
Explain the rural local self-governance namely Panchayat Raj Institutions and its role in
planning and development of rural areas
Identify the importance of empowerment of women and community participation for
micro-finance and governance.
Elucidate the importance of conservation of resources, ecology and environment in rural
areas for sustainable rural development.
Assess and address the unique challenges faced by rural communities through effective
management practices.
CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Rural Management
Principles of Rural Economic Development, Planning the Rural Development. Tools for Rural
Economic Analysis. Society and Social Structure, Social Mobility, Social Changes, Caste
Structure.

Unit-11: Rural Literacy
Causes for Low Literacy Rate, Remedial measures to increase the literacy in rural area, Rural
Poverty and Poverty alleviation programmes.

Unit-111: Rural Development

PRI’s the Grama Panchayats and Power and Functions, the Sources of finding. Decentralized
Governance and Women Empowerment, SHG, and Community Organization. Impact of
Decentralized Governance on Rural Development.

Unit-1V: Agricultural Finance
Need for Agricultural Finance, Sources of Agricultural Finance Kisan Credit card, the role of
NABARD in Rural Development. Agricultural Marketing - Marketing of Agricultural produces,
Cooperative Marketing.

Unit-V: Rural Energy System
Conventional - Fire wood, cow dung, Non-Conventional - Bio gas. Solar. Need for Environmental
awareness in rural area.

Textbook References:
1. T.S. Sundarm, Antipoverty Rural Development in India, B.R. Publishing Corporation.

2. M. A. Quaraishi, Indian Agriculture and Rural Development, B.R. Publishing Corporation.

3. Vasanth Desai, Rural Development, Himalaya Publishing House.

4. K. Venkata Reddy, Rural Development in India-Poverty and Development, Himalaya
Publishing House.
Albert Fernandes, Rural Management, Discovery Publishing House (India)
Dr. Akhilesh Kumar and DR. Mogla Achal Maharaj Kishore, An Introduction to Rural
Development : Theory and Practice, S. R. Scientific Publication
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA IV SEMESTER (AR23)
Course Code Course Title
BB404 INTRODUCTION TO BFSI

Course Description
This course provides a comprehensive overview of the key concepts and practices within these
interconnected sectors. The course covers the fundamental functions of banking, the role of
financial institutions in the economy, and the principles of risk management and insurance.
Students will explore topics such as investment strategies, regulatory frameworks, financial
instruments, and the impact of technology on service delivery. Students will develop a deep
understanding of how these sectors operate, enabling them to navigate the complexities of financial
markets and make informed decisions in their professional careers.
Course Obijectives
To understand the role and importance of banks and insurance companies in the financial
system.
To learn about various banking operations, products, and services.
To gain insights into the principles and practices of insurance and analyse the regulatory
environment governing banking and insurance sectors.
To develop an understanding of risk management in banking and insurance.
To explore current trends and challenges in the banking and insurance industries.
Course Outcomes
(Upon successful completion of this course, students should be able to)
Adhere to banking operations and insurance principles to make informed financial
decisions.
Implement risk management strategies to mitigate financial risks inherent in banking and
insurance activities.
Evaluate financial products and services offered by banks and insurance companies to meet
customer needs.
Proficient in regulatory compliance requirements and ethical considerations in banking and
insurance management.
Utilize financial analysis skills to assess the performance and stability of banking and
insurance institutions.
Adapt technological advancements and global trends shaping the banking and insurance
industries for strategic decision-making.
CO-PO & PSO Mapping (Articulation Matrix)
POs PSOs
PO2 PO3 PO4 PO5 PSO1 PSO2
1 2 3 1
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AVG| 183 | 200 | 250 |

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction
Definition of Bank - Basic functions of Banker. Structure of Banking System in India. Banking
Legislations, Roles of Banks, Principles of Banking, Banker — Customer Relationship

Unit-11: Banking and Financial services
Retail & Wholesale Banking. Deposit Accounts — Savings Accounts, Current Accounts, Fixed
Deposit Accounts. Opening and operation of Accounts. Nomination. KYC requirements. Pass
Book. Minors. Partnerships & Companies. Deposit and Credit Services, Payment and Remittance
Services, Collection Services and the different products there under. New age clearing and New
age payment, RTGS, SWIFT, NTGS, Electronic banking, (POS).

Unit-111: Employment of Bank Funds
Liquid Assets-Cash in Hand, Cash with RBI & Cash with other Banks, Investment in securities,
Advances - Secured and Unsecured, Loans, Term Loans, Cash Credit, Overdraft, Discounting of
Bills of Exchange, Modes of creating charge on Securities, Types of Securities. Organization of
bank lending (Loans and advances, Priority sector lending, Export credit), project and working
capital finance.

Unit-1V: Insurance
Concept of Insurance, need for Insurance, Enactment of Insurance Act, 1938, Nationalization of
Life Insurance Companies and General Insurance Companies, Malhotra Committee Report -
Opening up of Insurance sector to Private Companies in 1000. Insurance - Basic concepts and
principles, Classification of Insurance, reinsurance, Principles Governing Marketing of Insurance.

Unit-V: Life Insurance Business
Present Organizational set-up of Insurance Companies in India - LIC and Private Companies with
foreign joint ventures, selling Insurance through Agents and Banks. Objectives of Life Insurance -

Protection and Investment. Different types of Life Insurance Policies - Chief characteristics and
similarity. Channels of distribution for insurance products, policy servicing and claim settlement,
Licensing of Insurance Agents, Professional standards, Code of Conduct for insurance agent,
Protection of Policyholder's Interest.

Textbook References:
1. Vasanth Desai, Nature and Problems of Commercial Banking in India, Himalaya Publishing
House.

Maheshwari and Paul R.R, Banking theory law and practice.

Sundaram and Varshney, Banking theory law and practice.

Tannans, Banking law and practice in India.

M N Mishra, S B Mishra, Insurance Principles & Practice, Sultan Chand and Sons.
Mohan Prakash, N.R Banking, Risk and Insurance Management, Vikas Publishing House.
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SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY

Odisha, Gunupur
BBA IV SEMESTER (AR23)

Course Code

Course Title

BB405

PRODUCTION AND OPERATION MANAGEMENT

Course Description

This course focuses on the strategies and practices that drive efficient production and service
delivery in organizations. This course covers key topics such as process design, supply chain
management, quality control, and inventory management, equipping students with the tools to
optimize operations and enhance productivity. Students will learn to analyse operational
challenges, implement improvement methodologies, and leverage technology to streamline
processes. By the end of the course, students will have the skills necessary to contribute to effective
decision-making and operational excellence in a variety of business environments.

Course Obijectives

1

To understand Industry 4.0 and integrate technology in smart production.

2

To apply various production and operations design decisions and relate it to the overall
strategies of organizations.

To obtain an understanding of quality management practices to enhance the organizational
effectiveness.

To understand the roles on inventories and basics of managing inventories in various
demand settings.

To introduce concepts of operations management in an organisation and expose to
analytical methods.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Co1

Develop and apply strategies to optimize production and operations.

CO2

Design and analyse production processes for efficiency and effectiveness

CO3

Understand basics and techniques of Production Planning and Control.

CO4

Apply location decision models.

CO5

Apply work study for the improvement of the productivity.

CO6

Apply various inventory controlling and Quality controlling techniques into practice.

CO-PO & PSO Mapping (Articulation Matrix)

COs

POs PSOs

PO2 PO3 PO4 PO5 PSO1 PSO2

Co1

3 0 0

COo2

COo3

CO4

CO5

CO6

2

AVG

0
0
0
0
0
0

0
0
0
0
0
0

3.00 2.83 0.00 0.00

Justification of the Mapping:
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0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Production and Operations Management
Production and Operation Functions - Manufacturing Systems - Differences between
Manufacturing and Service Operations - Functions of Production and Operations Manager.

Unit-11: Production Planning and Control
Objectives & Importance of PPC, Project Management: Concept and characteristics of a project,
Project life cycle, Project Management Techniques, Assumption and analysis of CPM and PERT;
Sequencing: Johnson’s Job Sequencing, 2xM Machines, Mx2 Machines, MXN Machines, Gantt
Charts.

Unit-111: Facility Location
Strategic Importance of facility Location, Factors Affecting Plant Location; Location Theories and
Models: Factor Rating Method, Weighted Factor Rating Method, Centre of Gravity; Aggregate
Planning: Role & Need for Aggregate Planning, Aggregate Planning Strategies.

Unit-1V: Productivity
Factors Affecting Productivity - Job Design - Process Flow Charts - Methods Study - Work
Measurement.

Unit-V: Materials Management and Quality Management
Costs Associated with Inventory - Economic Order Quantity - ABC Analysis - Just in-time
Production. Quality Management: Acceptance Sampling - Control Charts - Quality Circle.

Textbook References:
Ajay Garg, Production & Operations Management, Tata McGraw Hill India
Geither Norman, Production & Operations Management, The Dryden Press, Chicago.
K. Aswathappa, K. ShridharaBhat., Production and Operations Management, Himalaya
Publishing House
Panneerselvam, “Production and Operations Management”, PHI.
B. Mahadevan, Operations Management: Theory and Practice, Pearson.
Kenneth K. Boyer, Rohit Verma, Operations Management: Cengage Learning.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA IV SEMESTER (AR23)

Course Code Course Title

BB406 BASICS OF BUSINESS ANALYTICS

Course Description

This course explores the critical techniques and tools used to interpret data and make informed
business decisions. This course delves into the fundamentals of data analysis, statistical methods,
and predictive modelling, equipping students with the skills to analyse complex datasets and extract
actionable insights. Key topics include data visualization, decision-making frameworks, and the
application of analytics in areas such as marketing, finance, and operations. Through practical
exercises, and software tools, students will learn how to transform data into strategic
recommendations, enhance business performance, and drive data-driven decision-making. Ideal
for professionals and managers aiming to leverage analytics for competitive advantage, this course
provides the knowledge needed to harness the power of data in today’s business landscape.

Course Obijectives

To gain an understanding of how managers use business analytics to formulate and solve
business problems and to support managerial decision making.

To equip students with the ability to solve complex problems using different analytical
tools and techniques in business

To learn how these analytics are useful in contemporary fields..

To develop practical exposure on TABLEAU for data visualisation.

To develop practical exposure on R Programming for data analysis.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Apply appropriate analytical methods to find solutions to business problems that achieve
stated objective.

Avrticulate the meaning and importance of business analytics and differentiate it from
related concepts like business intelligence and data mining.

Compare descriptive and predictive analytical techniques based on their application and
effectiveness in various business contexts.

Explore Domain-Specific Analytics and discuss their implications for business strategies.

Demonstrate proficiency in using Tableau for data visualization, including importing data
and connecting to real-time databases.

Utilize R for conducting statistical analyses, including correlation and regression analysis,
to derive meaningful insights from data.

CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs

PO2 PO3 PO4 PO5 PSO1 PSO2

3 0 3 3
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AVG| 300 | 300 | 000 | 2 . . | 300 | 283

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Business Analytics
Meaning, Definition and Importance of Business Analytics, Analytics v/s Analysis, Business
Analytics v/s Business Intelligence v/s Data Mining, Data-Information-Intelligence-Knowledge
Approach, Types of Analytics, Types of Digital Data, Source of Data, Importance of Data Quality,
Role of DSS, EIS and Digital Dashboards, Business Analytics Tools and Software, Business
Analytics Process, Framing a Business Problem as an Analytical Problem.

Unit-11: Descriptive and Predictive Analytics
Concept of Descriptive Analytics, Meaning, Nature, Importance and Applications, Data Analysis,
Data visualization, Visualization Technigques-Tables, Charts, Cross-tabulations, Dash boards.
Concept of Predictive Analytics: Linear Regression (Theory & Problems) - Factor Analysis
(Theory) - Cluster Analysis (Theory) - Econometrics (Theory) - Time Series Forecasting (Theory
& Problems).

Unit-111: Contemporary Analytics
Financial Analytics, HR Analytics, Marketing Analytics, Sports Analytics, Telecom Analytics,
Healthcare Analytics, Governance Analytics, Customer Analytics for New Product Development,
Retail Analytics, Sales force Analytics, Web and Social Media Analytics, Social Networking
Analytics and Supply Chain and Logistics Analytics (Theory).

Unit-1V: Business Analytics Tool (TABLEAU)
Data Visualization, Data importing (live vs. extract), Connecting to Real Time Database,
Continuous and discrete data, Different kinds of plots and their usage (bar chart, line chart, scatter,
histogram, dual axis), Heat Map, Filters, Parameters, Functions and calculated field, Row and
aggregate calculations, Table calculations, Dashboard and interactive plots, Cross Database Joins
& Data Blending, Data interpretation, finding hidden meanings, Effective ways of presentation,
Capstone and analytics of real world data.

Unit-V: Business Analytics Tool (R / R Studio Programming)
Introduction to R, Features of R, R-Packages, R-Data Types, R-Variables, R-Operators, R-
Decision Making, R-Graphs, R-Function, R-Looping, Correlation, Regression.

Textbook References:

1. R N Prasad and Seema Acharya, Fundamentals of Business Analytics, Wiley India Pvt. Ltd.

2. Dinesh Kumar U, Business Analytics-The Science of Data-Driven Decision Making, Wiley
Publication.

3. James Evans, Business Analytics, Pearson Publishers.

4. Danielle Stein Fairhurst, Using Excel for Business Analysis: A Guide to Financial Modelling
Fundamentals, website, Wiley.
Haydn Thomas and Demonoid, Business Analysis Fundamentals, Pearson Education.
Jiawei Han and Michelin Kamber, Data Mining: Concepts and Technigques, Morgan Kaufmann
Publication.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY Odisha,
Gunupur

BBA AR23
V SEMESTER COURSE STRUCTURE AND SYLLABUS
Abbreviations

AEC Ability Enhancement Course
C : Credits

CcC : Core Course

CE : Core Elective

CIA Continuous Internal Assessment
ESE End Semester Examination
L : Lecture Hours

MD Multi-Disciplinary

MS : Management Studies

P : Practice Hours

T : Tutorial Hours

SEMESTER V

Course | Course

Category | Code Course Title

SIP Presentation &

MS Submission

MS Consumer Behaviour

Sales &  Distribution

MS Management

MS Security  Analysis and
Portfolio Management

MS Financial Institutions,
Markets & Services

MS Compensation
Management

MS Talent Management

I1 Semester Total
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA V Semester (AR23)

Course Code Course Title

BB500 SIP PRESENTATION & SUBMISSION

Course Description

This is designed to guide students in effectively showcasing their internship experiences and project
outcomes. This course emphasizes the development of presentation skills, professional
communication, and critical analysis of real-world business challenges. Students will prepare a
comprehensive report summarizing their internship projects, highlighting key learnings,
methodologies, and contributions to the organization. Through peer reviews and faculty feedback,
students will refine their presentations and enhance their ability to articulate their experiences and
insights. By the end of the course, students will be equipped to confidently present their work,
demonstrating their practical skills and readiness for future professional endeavors.

Course Obijectives

To transfer their analytical, integrative, team skills honed in the classroom to the workplace.

To understand the complexities of the corporate world first hand.

To focus on a narrow problem within a selected topic/field typically a micro theme and to
facilitate an in-depth study using quantitative/qualitative measurement tools to organize and
analyse data, intensively focusing on the area to arrive at reasoned conclusions about the
issue or problem.

To identify opportunities for networking with people in Industry/Organisations/Corporates.

To aim for pre-placement offers where feasible/appropriate.

Course Outcomes
(Upon successful completion of this course, students should be able to)

co1l Developing independent thinking on the subject and enables to gain practical experience in
research methodology.

CO2 | Work effectively as an individual and member of the team to solve managerial problems.

CO3 | Apply the theoretical concepts learned in the programme to real-life situations.

co4 Create a clear and organised project report that effectively communicates research findings
and conclusions.

CO5 Apply professional presentation techniques to deliver a compelling and informative project
report.

CO6 | Compose and present detailed project report of his/ her work and defend effectively.

CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs

COs PO2 PO3 PO4 PO5 | PSOL | PSO2

Y
[

Co1 2 1

CO2

CO3

CO4

CO5

CO6 3

oldw v iw lwvO

o

3
3
3
3
3
6

AVG 2.83 2.00 3.00 2.67 2.17

w

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Duration of SIP:

SIP is scheduled during the summer between the second and the third year. It generally spans for six
weeks. The duration may be extended beyond six weeks, but in no case should exceed eight weeks.
Any extension for SIP duration would be subject to the decision of the Dean/HoD.

Initial Stage:

1. Each student will be allotted a faculty member as guide based on the student specialisation. Any
problem/assistance related to SIP faced/needed by the student must be report to his/her guide
only.

Each student must submit an Initial Internship Report (1IR) on second week of post starting of
internship to his/her guide.

During SIP:

. Students will abide by the applicable policies and norms of the Organisation during the period of
internship.
The students are expected to first understand the organization and the industry/field in which the
organization is operating, in order to make a meaningful difference with the quality of his/her
work
The organization has the right to terminate students from the internship at any time due to
inappropriate behaviour and/or non-cooperation with the internship process and/or continued
non-performance in assignment or any other reason the organization deems fit. Therefore, it is
strictly advising to all interns/students that do internship with utmost seriousness.
The students are expected to concentrate on the specific topic of study, its objectives, its rationale,
and adopt a methodology and identify a suitable analysis procedure for the completion of the
study.
It is expected that all students will adhere to the proper standards of intellectual honesty and
professional propriety in their conduct.
Students are advised not to do anything directly or indirectly which may create a poor impression
about the University. Any student found disregarding any of the norms would be liable for
disciplinary action, including rustication depending upon the severity of the offence.
The students should abide by the dress code and other professional norms of their Internship
organisation. Punctuality is a quality that is appreciated by professionals across all organizations.
The students should ensure that the data and other information used in the study report is obtained
with the permission of the organisation concerned.
Each student must submit an Internship Progress Report (IPR) on every fortnight to his/her guide.

Completion Stage

1. Atthe end of the internship, the intern shall prepare Internship Completion Report (ICR).

2. The intern may be required to make a presentation to the Industry Mentor (IM).

3. As proof of completion of the internship, the intern will obtain an Internship Completion
Certificate from the organization/company/IM.

After completion
1. The intern shall submit the SIP Report (including completion certificate) preliminary copy to the
guide within one week of commencement of the ensuing semester.
2. The intern must follow five stages before the Project Report Committee (PRC):
Stage 1:  First presentation at the time of Cycle Test I.
Stage 2:  Second Presentation at the time of Cycle Test II.
Stage 3:  Project Report Submission (three sets of hardcopy and one softcopy) before
commencement of External Exams.
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Faculty Supervision, Reporting & Evaluation

1.

The guides are to ensure that the interns can deliver as expected and explore the possibility of
converting the SIP opportunity into a long-lasting association, collaborations for research,
executive education, and consultancy projects etc.

During SIP, several interactions between the guide and the organizations/companies are
expected. These can be conducted through multiple modes such as email, phone, video, or in-
person as may be expedient/appropriate. Guide can coordinate with IM and assigned student for
the same.

During the internship, the intern may seek telephonic/email/online platform interactions with
guide to receive support if necessary.

Completion of the summer internship is a degree-awarding requirement for the MBA program
of School of Management Studies, Gandhi Institute of Engineering & Technology University.
For any foreseeable or unforeseeable reasons, if a student is unable to complete the internship in
the intended year, he or she should be allowed to complete the internship requirements at the end
of the requisite course work of the program he or she has enrolled for. It should be noted that as
SIP is a core course, non-completion of SIP would entail no degree.

Absenteeism, premature abandonment, non-submission of reports, misconduct at the workplace,
unprofessional behaviour, etc. are non-exhaustive examples of serious misconduct during the
program. In case the student intern is found to have indulged in serious misconduct, the student
intern is liable for any of the punitive actions, including cancellation of internship, withdrawal
of final placement assistance, or rustication from the program/university, depending on the
severity of inappropriate conduct.

Evaluation of SIP
The internship evaluation will have three components:

1.

Continuous Assessment (During SIP): Every fortnight student will have to submit a progress
report to his/her guide as per template. All these reports will be assessed by guide for content and
compliance.

Industry Mentor Assessment (On completion of SIP): The Industry Mentor will submit in
writing/discuss with corresponding guide his/her evaluation of the student in terms of exceeding
or at least meeting expectation.

Final Assessment (After completion of SIP): A student will be required to submit a detailed
project report to his/her guide and appear for an oral presentation before a panel to compile
his/her learnings from the internship. The guide will share report format with the interns.

Project Report Presentation Marks Summary

Stage Coverage of Presentation Marks

Title of the Project

Need for the Study

Obijectives of the Study

Scope of the Study

Hypothesis of the Study

Research Methodology & Statistical Tools
Theoretical Framework

Company Profile

Industry Profile

Limitations

Data Analysis & Interpretation
Findings, Suggestions and Conclusion

Project Submission

Total Marks for Evaluation
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FORMAT FOR PROJECT REPORT SUBMISSION

The final report is comprised of the following:
1. Cover Page
2. Certificates
o Department Permission Letter
e Company Permission Letter
e SIP Completion Letter from Company
Declaration
Acknowledgements
Executive Summary in 250 words
Index/Table of Contents
List of Tables/Figures/Charts/Symbols
List of Abbreviations
Chapter 1: Introduction
e Introduction (in Single Paragraph)
Need for the Study (point wise in number format)
Obijectives of the Study (point wise in number format, Max: 3)
Scope of the Study (point wise in number format)
Research Methodology
o Sample Design (in Single Paragraph)
o Sample Type (in Single Paragraph)
o Sample Size (in Single Paragraph)
o Statistical Tools used (type wise in bullet format)
Data Collection
o Which type of data collection you chose and why?
e Limitations (point wise in number format)
Chapter 2: Industry and Company Profile
e Industry Profile
o Brief profile of the Industry including its current status from which the company
belongs
Company Profile
Name of the firm/company (its complete address).
Company’s vision & mission.
Focus on nature of the Organisation and its business (service/production/trading etc.)
Size (in terms of manpower & turnover) of organization.
Organization structure of the company.
Market share & position of the company in the industry.
o Awards and Recognitions
Chapter 3: Theoretical Framework
e Your chosen topic introduction.
e Importance of the chosen topic.
e Various strategies/types/categories/etc. of your chosen topic.
e Mention any other relevant information on your chosen topic.
Chapter 4: Data Analysis and Interpretation
e Show your raw data in the form of tables/charts/figures/diagrams/etc.
e Show the analysis of your collected data using various mathematical and statistical
methods.
e \Write a brief interpretation on each table/chart/figure/diagram/etc.
Chapter 5: Findings, Suggestions/Recommendations and Conclusion
e Present the facts based on your analysis (point wise in number format)
e Suggest alternative solutions to the identified problems (point wise in number format)
e Prepare a brief conclusion (in single paragraph)
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14. References/ Bibliography (APA Style or Harvard Style)
15. Appendices
e Questionnaires
e Any Supporting Data
FORMAT FOR TABLES/FIGURES/CHARTS/SYMBOLS/ABBREVIATIONS INDEX

List of Tables
S. No. Table No. Table Title Page No.

List of Figures
Figure No. Figure Title

List of Charts
Chart No. Chart Title

List of Symbols
Nomenclature & Meaning

List of Abbreviations
Abbreviated Name Full Form of Abbreviation

SPECIFICATIONS FOR BODY OF THE PROJECT REPORT AND VIVA VOCE

Following aspects must be adhered to as given in while compiling the body of report

1. Page Size: Good quality white A4 size executive bond paper should be used for typing and
duplication.

Chapter/Para Numbering: The chapters are to be numbered as Chapter-1, Chapter-2 etc. The
heading/title of the chapter is to appear below the chapter number in uppercase. Paragraphs are
to be numbered as 1,2,3 etc in every chapter separately.

Page Specifications

a. Left Margin : 1.25inch
b. Right Margin :1.25inch
c. Top Margin :1inch

d. Bottom Margin : 1 inch

Page Numbers: All text pages starting from Body of the Project Report as well as program
source code listings should be numbered at the bottom centre of the pages.

Normal Body Text

a. Font Size: 12, Times New Roman, 1.5 Spacing, Single Side Writing.

b. Paragraphs Heading Font Size: 12, Times New Roman, Bold (Capitalized Each Word)
c. Page/Title Font Size: 14
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6. Table/Charts/Diagrams/Figure Number: Follow standard format

7. Binding & Colour Code of the Report
a. Hard Bound Report.
b. Background of the cover page : Black/White.
c. Colour of Letters : Gold in case of Black background/Black in case of white background.

Textbook References:

C.R. Kothari, Research methodology Methods and Techniques, New Age International (p)
Limited, publishers.
Dr Deepak Chawla & Dr Neena Sondhi, Research Methodology Concepts and Cases, Vikas
Publishing House Pvt Ltd.
R. Panneerselvam, Research Methodology, PHI Learning.

. Krishna Swamy, Slvakumar, and Mathirajan, Management Research Methodology, Pearson.

. SL Gupta and Hitesh Gupta, Business Research Methods, Tata McGraw Hill Education.

. Donald R cooper and Pamela S Schindler, Business research Methods, McGraw-Hill.
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SCHOOL OF MANAGEMENT STUDIES

GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY

Odisha, Gunupur
BBA V Semester (AR23)

Course Code

Course Title

BB501

CONSUMER BEHAVIOUR

Course Description

There is an increasing importance of the subject “Consumer Behaviour” in consumer and industrial
market in this digitalization era. Consumer behaviour explore the consumer expectations through the
attitude formation, cultural differences and personality traits. Now a day, the behaviour of an
individual or organization have significant impact on the society. This subject has a higher priority
in terms of consumer psychology, sentiment survey, and strategic influence of consumers. Consumer
behaviour deserve for employment opportunities in various sectors across the globe.

Course Objectives

To discuss on the consumer behaviour theory and practices in this internet age.

To investigate the theory of personality, perception, attitude and learning to understand the
consumer behaviour.

To examine the impact of social media, advertising or publicity to know the consumer
communication.

To investigate the role of culture in terms of decision-making process.

To develop the concepts on innovation and diffusion, ethical behaviour and social
responsibility towards business.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Co1

Demonstrate the usage of technology driven consumer behaviour to secure a sustainable
business for the society.

CO2

Investigate the concept of personality, perception, attitude and learning to know the
consumer behaviour in an individual setting.

CO3

Examine the impact of social media, advertising or publicity to understand the consumer
communication for greater transparency.

CO4

Investigate the role of culture in terms of decision-making process for an individual or
family.

CO5

Analyse the concepts on innovation and diffusion, ethical behaviour and social responsibility
for a sustainable business practice.

CO6

Demonstrate the knowledge on consumer behaviour, personality, perception, culture,
decision making or business ethics to design or develop the case studies.

CO-PO & PSO Mapping (Articulation Matrix)

COs

POs PSOs

0
[y

PO2 PO3 PO4 PO5 PSO1 PSO2

Co1

1

CO2

COo3

CO4

CO5

CO6

3

AVG

oWk kPN WO

w

(BN

1.17

Justification of the Mapping:
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0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Consumer Behaviour
Inter disciplinary approach, consumer behaviour and marketing strategy, determinants of consumer
behaviour, impact of consumer behaviour on segmentation, targeting and positioning.

Unit-11: Consumer Motivation
Motivation as a psychological force, the dynamics of motivation, types and systems of needs, the
measurement of motives, ethics and consumer motivation, Personality and consumer behaviour -
Personality meaning ,theories of personality, personality and understanding consumer diversity,
Brand personality, Self and self-Image.

Unit-111: Consumer Perception
Elements of Perception, Dynamics of perception, consumer imagery, Perceived risk.

Unit-1V: Consumer Learning
The elements of learning, Behavioural Learning theories, Cognitive learning theories, Measures of
consumer learning, Consumer attitude formation and change-meaning of attitude structural models
of attitude.

Unit-V: Communication and Consumer Behaviour
Components of communication, the communication process, designing persuasive communications,
Consumer decision making and beyond-Decision meaning, Levels of consumer decision making, a
model of consumer decision making, beyond the decision making —Consuming and processing.

Textbook References:
1. Michael R. Solomon, Consumer Behaviour: Buying, Having and Being Pearson.
David Loudon, A. J. Della Bitta, Consumer Behaviour: Concepts and Applications McGraw Hill.
Majumudar Ramanuj, Consumer Behavior: Insights from Indian Market, PHI.
Martin M. Evans, Gordon Foxall, Ahmad Jamal, Consumer Behaviour, Wiley.
Roger D. Blackwell, Paul W. Miniard, James F. Engel Consumer Behaviour Cengage.
Leon G. Schiffman and Joseph Wisenblit & S. Ramesh Kumar, Consumer Behaviour Pearson

Education, India.
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Course Code

Course Title

BB502

SALES & DISTRIBUTION MANAGEMENT

Course Description

This course is intended to make students familiar with the fundamentals of Sales Management and
Distribution Management. Since many students with Marketing electives begin their career in sales,
business development, retailers, wholesalers and distributors handling, it is essential to study basics
of personal selling, sales management, distribution dynamics, various channels of distribution etc.
Through this course, students will be equipped with basic skills required in sales and distribution
management. The course also enhances the ability on sales force management and distribution
strategies through case analysis.

Course Obijectives

To discuss the conceptual knowledge on theory and practices of sales management.

To demonstrate the sales planning, scheduling and budgeting that interface the challenges in
sales management.

To develop the principle of sales force management and its practicability for a sustainable
business management.

To design and evaluate the distribution channel management integrating the customer
satisfaction.

To apply the sustainable practices on managing the distribution channel with conflict
resolution.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Co1

Execute the theoretical knowledge on sales management for a sustainable development
business.

CO2

Implement the theory and practices of sales planning, scheduling and budgeting to provide
customer satisfaction.

CO3

Distinguish the application of sales force management, sales force control and evaluation.

CO4

Design the distribution channel to fulfil the customer expectations for a sustainable business.

CO5

Collaborate and direct the channel members to adopt the ethical practices for a sustainable
distribution.

CO6

Discuss the relevant case on sales management, sales planning & budgeting, sales force
management, distribution management and conflict management.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:

Page 65 of 88




0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Sales Management
Evolution of Sales Management, importance of Sales Management, types of Selling, difference
between Selling and Marketing, Modern Day Sales Activities, Selling Skills, Selling Strategies,
Selling Process.

Unit-11: Sales Planning and Budgeting
Sales planning process, sales forecasting methods, sales budgeting process, methods used for
deciding sales budget, types of quotas and quota setting procedure, reasons for establishing or
revising sales territories, routing and scheduling sales persons, market cost analysis.

Unit-111: Sales Force Management
Recruitment and selection of the sales force, training the sales force, sales force motivation, sales
force compensation, sales force control and evaluation.

Unit-1V: Introduction to Distribution Management
Definition, need for Distribution Channels, designing the Marketing Channels, Motivating and
Evaluating Channel Members, Capturing the Customer requirements

Unit-V: Managing Channels
Managing Channel Institutions, Managing Channel Information Systems, Managing Retailers,
Wholesalers, Franchisers, Designing Channel Systems, reasons for Channel Conflicts, Managing
Conflict, Managing International Channel of Distribution, Ethical issues in Sales and Distribution
Management

Textbook References:

1. Havaldar & Cavale, Sales and Distribution Management, McGraw Hill publication.

2. Krishna Havaldar and Vasant M Cavale, Sales and Distribution Management Text and Cases,
McGraw Hill Publication.

3. Pradip Mallik, Sales Management, Oxford University Press.

4. Still, Cundiff & Govani, Sales Management, Pearson Education.

5

Panda Tapan K., Sahadev Sunil, Sales & Distribution Management (Latest Edition), Oxford
University Press.

Krishna K. Havaldar, Vasant M. Cavale, Sales & Distribution Management-Text & Cases, Tata
McGraw-Hill.

Page 66 of 88




SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA V Semester (AR23)

Course Code Course Title

SECURITY ANALYSIS AND PORTFOLIO

BBS03 MANAGEMENT

Course Description

This course provides an in-depth examination of techniques and strategies for evaluating financial
securities and managing investment portfolios. Students will explore the methodologies for analysing
stocks, bonds, and other financial instruments, including fundamental and technical analysis. The
course covers the principles of constructing and managing diversified investment portfolios, focusing
on risk assessment, asset allocation, and performance evaluation. Through practical applications,
students will learn to apply quantitative and qualitative tools to make informed investment decisions
and optimize portfolio returns. Emphasizing both theoretical knowledge and real-world practices,
this course prepares students to effectively navigate the complexities of financial markets and achieve
strategic investment goals.

Course Obijectives

To dwells on the investment avenues, and operations of the Indian stock market and the role
of various financial institutions in aiding the capital formation.

To enable students to discuss the fundamental analysis required to be done for building up
an ideal portfolio.

To enable students to be acquainted with the various techniques used for doing technical
analysis for the purpose of portfolio management.

To enable students to discuss the concepts of portfolio revision and portfolio evaluation.

To measure the bond and mutual fund performances.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1 | Recall and analyse various portfolio management models.

CO2 | Do fundamental analysis in developing and managing a portfolio.

Acquaint with various technical analysis tools like Charts, Patterns and other mathematical

Co3 and market indicators.

CO4 | Analyse portfolio evaluation and portfolio revision.

CO5 | Design and manage the bond as well as equity portfolios in the real world.

CO6 | Apply performance measures for evaluating mutual funds.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:

0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit-1 Introduction
Meaning of investment - significance of savings and investment - understanding of security,
portfolio, speculation, gambling, and arbitrage mechanisms - Risk- systematic risk and unsystematic
risk- Comparison between investment and speculation - Indian Financial System - Risk-Return
relationship - Investments options in India and foreign markets - Investment attributes - risk, return,
security, marketability, liquidity and convenience.

Unit-11 Fundamental and Technical Analysis
Fundamental analysis - Company, Industry and Economic Analysis - Tools for economic analysis-
analysis of GDP - Monetary policy, Inflation Interest rates International influences - Tools Technical
Analysis of stock - points and figures chart, bar chart, Japanese Candlesticks.

Unit-111 Portfolio Management
Meaning, return on portfolio, risk on portfolio, portfolio managers, SEBI guidelines for portfolio
managers, portfolio management services. Efficient Market Hypothesis, Portfolio theory -
contribution of William Sharpe and Harry Markowitz,- Single index model, capital asset pricing
modal and arbitrage pricing theory.

Unit-1V: Equity Analysis and Bond Analysis
Balance Sheet Analysis - Intrinsic Value & Market Price - The P/E Ratio & Earnings Multiplier
Approach. Introduction to Bond Analysis, Bond pricing and yield, Bond pricing theories, Bond
valuation (Basic Models).

Unit-V: Mutual Funds & Exchange Traded Funds
Types of Mutual Funds Schemes - Structure - NAV (Net Asset Value) - Risk and Return - Sharpe
Model - Treynor Model - Jensen Model - Fama’s Decomposition - Types of ETFs and Trading
Process.

Textbook References:
William. F. Sharpe, Gordon J Alexander & J V Bailey: Fundamentals of Investments, PHI.
Donald E Fischer, Ronald J Jordan: Security Analysis and Portfolio Management, Pearson.

Prasanna Chandra, Investment analysis and Portfolio Management, TMH.

Punithavathi Pandian: Security Analysis and Portfolio Management, Vikas.

M. Ranganatham, R. Madhumathi, Security Analysis and Portfolio Management, Pearson.
Kevin, Security Analysis and Portfolio Management, PHI.
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Course Code Course Title

BB504 FINANCIAL INSTITUTIONS, MARKETS &
SERVICES

Course Description

This course offers a comprehensive overview of the structures, functions, and dynamics of the
financial sector. Students will explore the roles and operations of various financial institutions,
including banks, insurance companies, and investment firms, and their impact on the economy. The
course covers the functioning of financial markets, including equity, debt, and derivative markets, as
well as the services they provide, such as trading, asset management, and financial advising.
Emphasizing both theoretical foundations and practical insights, this course aims to provide students
with a robust understanding of how financial institutions and markets interact, the regulatory
environment governing them, and the ways in which they contribute to financial stability and
economic growth.

Course Obijectives

To understand the role and function of financial institutions in the economy

To develop skills to assess and select appropriate financial products and services for various
financial needs.

To assess risk management and due diligence practices in venture capital investing.

To develop skills in interpreting and using credit ratings for investment and credit decisions.

To gain practical skills for managing and reviewing mutual fund investments in the context
of overall financial planning.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Explain various functions and role of varied and multiple constituents of the Indian financial
system.

Lay out a strong and firm theoretical foundation of studies in the field of banking, capital
market and financial services

Examine the structure and terms of venture capital deals, including valuation methods and
equity stakes.

Analyse the methodologies used by credit rating agencies to evaluate creditworthiness.

Analyse how different economic and market conditions affect mutual fund performance and
strategy.

Equip with the knowledge and skills necessary to become employable in the financial service
industry.

CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs

PO2 PO3 PO4 PO5 PSO1 PSO2

1 0 3 1
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AVG | 233 | 133

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1 : Introduction
Overview of Financial systems In India - Structure, Regulation Role And Functions Of Financial
Systems - Financial Instruments — Financial Markets - Capital Markets & Money Markets - Interlink
Between Money Market & Capital Market - Characteristics Of Financial Markets - Functions Of
Stock Exchange - Introduction To Forex.

Unit-11: Financial Services
Obijectives of financial services - types of financial services - capital market services & money market
services - intermediaries: banking financial corporations, non-banking financial corporations &
insurance corporations- financial services sector problems and reforms.

Unit-111: Venture Capital
Venture capital: growth of venture capital in India - financing pattern - legal aspects and guidelines
for venture capital - leasing- types of leases - leasing vs. borrowing - credit rating: CRISIL, ICRA &
care - factoring, forfeiting- bill discounting - types of factoring arrangements - factoring in Indian
context.

Unit-1V: Mutual Funds
Mutual funds: concepts and objectives — functions and portfolio classification-guidelines for mutual
funds — working of public and private mutual funds in India - debt securitisation - Demat services -
need and operations - role of NSDL & CSDL.

Unit-V: Legal and Institutional Arrangements
Regulatory & legal framework of government in banking - role of RBI - functions of stock exchange
- listing & formalities in stock exchange - laws governing SEBI - role of SEBI - laws governing non-
banking financial corporations - laws pertaining anti- money laundering.

Textbook References:

Clifford Gomez, Financial Markets, Institutions and Financial Services, PHI learning.
Gordon E. and Natarajan K., Financial Market and Services, Himalaya Publishing House.
Avadhani V. A., Marketing of Financial Services, Himalaya Publishing House.

Bharti V. Pathak, The Indian Financial System, Pearson Education.

L.M. Bhole, Financial Institution and Markets, TMH.

Verma J.C., Management of Financial Services, Anmol Publications.
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Course Code Course Title

BB505 COMPENSATION MANAGEMENT

Course Description

This course delves into the strategic design and administration of employee compensation and
benefits programs within organizations. It explores various compensation structures, including base
salary, bonuses, incentives, and equity compensation, and examines benefits such as health insurance,
retirement plans, and employee perks. Students will learn to develop competitive compensation
strategies aligned with organizational goals, ensure compliance with legal and regulatory
requirements, and effectively manage compensation budgets. The course emphasizes both the
theoretical aspects of compensation management and practical applications through case studies and
industry practices. By the end of the course, students will be equipped with the skills to create
equitable and motivating compensation packages that attract, retain, and reward talent while
supporting organisational objectives.

Course Obijectives

To understand the meaning, objectives, and types of compensation, including wages,
salaries, and C.T.C.

To learn about wage structure components, such as basic pay, dearness allowance, V.D.A.,
and fringe benefits, and methods for calculating V.D.A.

To examine executive remuneration, criteria for fixing executive pay, and new developments
in CEO compensation.

To study methods of wage fixation, including collective bargaining, wage boards, pay
commissions, adjudication, and remuneration preparation for consultants and outsourcing
agencies.

To assess the role of the HR department in compensation administration, the impact of
globalization on compensation, and challenges in managing compensation in multinational
corporations, including recommendations from the National Commission on Labour-I1.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Understand the various wage theories and the concepts related to pay.

To Analyse and differentiate between the various components of wages and types of wage
structure.

Examine the different methods of wage fixation.

Calculate the DA and other components of wages and salaries and prepare pay roll.

Analyze the wage determination process.

Present the challenges of compensation management in MNCs.

CO-PO & PSO Mapping (Articulation Matrix)

POs

PO2 PO3 PO4 PO5 PSO1

3 3 3 3
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CO6 2 2 2 2 3 2 3

AVG 2.33 2.50 2.33 2.50 2.67 2.50 2.67

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Compensation Introduction
Compensation: Meaning and objectives of compensation; Scope; Significance; Concepts of Wage-
Salary, Earnings, Take-Home pay, C.T.C; Types of Wages- Minimum wages, Fair wages, Living
wages, Nominal wages, Real wages, Time Rate and Piece Rate.

Unit-11: Wage Structure
Wage Structure: Components of wage structure- Basic; Dearness Allowance; Variable Dearness
Allowance (V.D.A)) and Calculation of V.D.A.; Incremental system; Fringe benefits.

Unit-111: Executive Remuneration
Executive Remuneration: Concept; Criteria for fixing executive remuneration Unique features of
Executive Remuneration; Why managers should be paid more?

Unit-1V: Wage Fixation
Wage Fixation: Wage curves, pay grades, broad banding; Wage differentials; Factors influencing
wage determination; Wage determination process; Methods of Wage Fixation.

Unit-V: Role of HR Department
Role of HR department in Compensation Administration: Important recommendations of National
Commission on Labour — II; Impact of globalization on compensation. Challenges of compensation
management in MNC.

Textbook References:

1. Sarma, A.M and Rao, N.S. Compensation System and Performance Management (First Edition).
Himalaya Publishing House Pvt. Ltd.

2. Bhattacharyya, Compensation Management. Oxford University Press Higher Education
Division.

. Singh, B. D. Compensation and Reward Management, Excel Books India.
. Milkovich, G., Newman, J and Venkataratnam, C. S., Compensation, McGraw Hill Publications
. Tapomoy Deb, Compensation Management, Text and Cases, Excel Books,

. Richard.l. Henderson, Compensation Management in a Knowledge Based World, Prentice Hall
India.
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Course Code Course Title

TALENT MANAGEMENT

BB506

Course Description

This course introduces the building blocks organisations that use to manage the performance of
individuals, teams and total organizations. This course gives an idea that how to create a work
environment that enables employees to thrive. It explores the major facets of talent management from
developing core competencies to the design and implementation of performance management
systems to identifying, assessing and developing talent, to delivering performance coaching for
individuals and teams to driving employee engagement and retention.

Course Objectives

Define talent management and discuss the process of linking talent management to
organizational strategy and other HR practices.

Examine the process for identifying high potential talent and developing a pipeline of talent
to serve organizational present and future needs.

Examine the processes for talent development and succession planning.

Discuss the unique challenges and opportunities of TM resulting from globalization.

Identify and analyse the body of evidence related to a relevant topic/question impacting TM
practices today.

Course Outcomes
(Upon successful completion of this course, students should be able to)

CO1 | Make acquainted with concepts of talent management.

COo2

Enable the students to acquire knowledge on talent acquisition.

CO3

Create critical appreciation of employee engagement and talent development.

CO4

Acquainted with the concepts of employee retention and strategic compensation plan for
talent engagement.

CO5

Familiarize the Emerging Trends in HR.

CO6

Analyse the managing mechanism for organizational effectiveness.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit- I: Introduction to Talent Management

Introduction to Talent Management: Concept, Meaning & Objectives, Role of Talent Management
in building Sustainable Competitive Advantage to a firm; Key Processes of Talent Management:
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Recruitment, Selection, Human Resource Planning, Retention, Talent vs. Knowledge, Consequences
of Failure in Managing Talent.

Unit-11: Talent Acquisition
Talent Acquisition: Job Analysis, Questionnaires, Interviews, Developing job Description & Job
Specification, Strategic Trends in Talent Acquisition, Talent acquisition management solutions.

Unit-111: Employee Engagement and Talent Development
Employee Engagement: Process and outcomes of Employee Engagement, Ways of Achieving
Employee Engagement; Talent Development: Need Analysis, Knowledge Management,
Competency Development and Developing Leadership Talent.

Unit-1V: Employee Retention
Employee Retention: Comprehensive approach to Employees Retention, Managing Voluntary
Turnover, Dealing with Job Withdrawal; Strategic Compensation plan for Talent Engagement:
Defining the Elements of Total Rewards, Integrated Rewards Philosophy, Designing Integrated
Rewards, Sustainable Talent Management and Reward Model; Career and Succession Planning’.

Unit-V: Emerging Trends in HR
Emerging Trends in HR: Human Resource Audits, Human Resource Information System (HRIS),
Human Resource Accounting (HRA), Business Process Re-engineering, Contemporary Talent
Management Issues and Challenges.

Textbook References:
Gowri Joshi & VeenaVohra, Talent Management, Cengage Learning.
Lance A Berger, Dorothy R Berger, Talent Management Hand Book, McGraw Hill.
Hasan, M., Singh, A. K., Dhamija, S. (eds.), Talent management in India: Challenges and
opportunities, Atlantic Publication.
Rob Silzer (Editor), Ben E. Dowell (Editor), Strategy-Driven Talent Management: A Leadership
Imperative, Wiley.
K. Aswathappa — Human Resources and Personnel Management, Tata McGraw Hill.
Robbins SP, Timothy A, Judge & Sanghi Seema, Organizational Behaviour, Pearson Education.
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SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY Odisha,
Gunupur

BBA AR23
VI SEMESTER COURSE STRUCTURE AND SYLLABUS
Abbreviations

AEC Ability Enhancement Course
C : Credits

CcC : Core Course

CE : Core Elective

CIA Continuous Internal Assessment
ESE End Semester Examination
L : Lecture Hours

MD Multi-Disciplinary

MS : Management Studies

P : Practice Hours

T : Tutorial Hours

SEMESTER VI

Course Course

Category | Code Course Title

MS SIP Viva Voce

Advertising & Brand
Management

Digital Marketing &
Social Media

MS

MS

MS Working Capital
Management

MS Direct Taxation

MS Cross Cultural
Management

MS Performance Management

VI Semester Total

Page 75 of 88




SCHOOL OF MANAGEMENT STUDIES
GANDHI INSTITUTE OF ENGINEERING AND TECHNOLOGY UNIVERSITY
Odisha, Gunupur
BBA VI Semester (AR23)

Course Code Course Title

BB601 ADVERTISING & BRAND MANAGEMENT

Course Description

Advertising is the dissemination of information concerning an idea, product or service that induces
the need in customer, leading to the sale of the product. Advertising is used for communicating
business information to the present and prospective customers. Advertising Management is the
process of employing various media to sell a product or service. This process begins quite early from
marketing research and encompasses the media campaign that helps to sell the product. In the modern
age of large scale production, producers cannot think of pushing sale of their products without
advertising. Brand plays a very important role in influencing the minds of the customer. Brand not
only creates a distinction from the other competitor brands but also adds value to customer by
possessing it. Branding and maintaining brand equity play significant role in marketing of products.

Course Objectives

To discuss on concepts of Advertising and the role of Ad Agencies.

To investigate the significance of creativity in development of advertisements.

To examine and understand the planning and evaluation of media strategy.

To ldentify and Establish Brand Positioning.

To develop and design marketing programmes to enhance brand equity and manage brands
over time.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Demonstrate the concepts and trends in Advertising, examine the methods of budgeting and
specify the services of Ad agencies.

Investigate on the various styles of execution strategies of creative Ad appeals to target
customers and develop major selling ideas.

Analyse and develop right media strategy to achieve advertising objectives.

Discuss the basics of branding, brand positioning strategies and investigate the in depth
importance of marketing mix strategy to leverage brand equity.

Analyse the influence of different aspects of branding strategies to grow and sustain brand
equity.

Demonstrate the knowledge on advertising management, brand management, brand equity
and brand portfolios to analyse and discuss the case study to establish a sustainable
communication.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Advertising
Advertising: Concept, types and objectives of advertising, social, ethical and economic aspects of
advertising, Advertising budgets: Factors influencing budgeting decisions, methods of budgeting
Advertising Agencies: types, services of Ad Agencies, Trends in Advertising: Social media, Mobile,
Banner & Video, Search and Display Advertising

Unit-11: Advertising Creativity
Creativity: Importance of creativity, creativity process Creativity Implementation and Evaluation:
Advertising appeals, Execution styles Creative Strategy Development: Ad campaigns, Creative
brief, major selling ideas Creative tactics: In print and electronic media.

Unit-111: Media Planning, Strategy and Evaluation
Media Planning and Strategy: Market analysis: Analysis of market, Company’s marketing strategy,
Creative strategy Establishing Media objectives
Developing and Implementing Media strategies: The Media Mix, Target Market Coverage,
Geographic Coverage, Scheduling, creative aspects, Reach and Frequency, flexibility, budget
considerations
Evaluation of Media: Merits and demerits of Broadcast, Print and Support Media.

Unit-1V: Branding
Introduction to Branding: Definition, Benefits of branding, Inputs for branding, Model (David
Aker’s) to develop brand strategy, Brand management process.
Brand Positioning: Definition and importance of positioning. Positioning Strategy: Target market,
Defining competition, Establishing Points of difference and Points of parity, Updating positioning
overtime.
Brand Equity: Meaning, Relevance of brand equity to business, Brand elements to build brand equity.

Unit-V: Brand Management
Brand Management: Designing marketing programme to build brand equity: Developing Product,
Price, Distribution channel and IMC strategy.
Product and Brand Extensions: Advantages of Extensions, Disadvantages of Brand Extensions.

Textbook References:

1. Prof. Rajpal Yadav, Advertising and Brand Management, Laxmi Publications Pvt. Limited.

2. Larry D. Kelley, Kim Bartel Sheehan, Advertising Media Planning: A Brand Management
Approach, Routledge
Vibha Mathur and Saloni Arora, Brand Management. PHI Learning.
Kenneth Clowand and Donald Black, Integrated Advertisements, Promotion and Marketing
Communication. Prentice Hall of India.
George Belch and Michael Belch, Advertising and Promotion: An Integrated Marketing
Communications Perspective, McGraw-Hill College.
George E. Belch, Michael A. Belch and Keyoor Purani. Advertising and Promotion, McGraw-
Hill College.
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Course Code Course Title

BB602 DIGITAL MARKETING & SOCIAL MEDIA

Course Description

The era of digital environment and digital convergence has opened up new opportunities for
marketing. The shift in the consumer behaviour from brick to click is posing new challenges for the
marketers. The digital revolution has created opportunity for innovation and empowered customer to
digital convergence. The goal of digital marketing is to understand the accessibility of customers to
digital media and how it created avenues to investigate the mind-set of online consumers.

Course Objectives

To discuss on the comprehensive digital marketing strategy.

To investigate the use of search engines for optimizing the visibility and search results.

To examine and implement Social Media Marketing Strategies.

To create, analyse and send promotional content through E-mails and Mobiles.

To develop and apply the measurement techniques for evaluating the digital marketing
efforts.

Course Outcomes
(Upon successful completion of this course, students should be able to)

COL1 | Demonstrate the knowledge about the designing, developing and promoting through Blogs.

CO2 | Investigate the Use the search engines for better visibility in the online world.

CO3 | Examine the creativity, novelty and functions of social networking sites.

CO4 | Investigate the use of YouTube/e-mail / Mobile marketing for promotional activities.

CO5S Analyse the use of Google analytics for identifying, filtering and tracking the day to day
business activities in the organisation.

Demonstrate the knowledge on digital marketing, social media, networking and their

Co6 applications to develop the case studies for solving the business problems.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Marketing and Consumer era in the Digital Era
Introduction to E-Marketing, Challenges Faced by Organizations, The Online Marketing Mix,
Segmentation and Targeting in Virtual World, Issues of Online Marketing
The Online Consumer, The Digital Ecosystem, Marketing in a Virtual World, The Potential of Digital
Marketing, Types Of Online Behaviour, Database Marketing, The Analytical Toolkit, CRM ina Web
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2.0 World, CRM Processes and Technology, Types of CRM (Operational, Collaborative and
analytical), Sales Force Automation, Customer Service & Support, Customer Value Management,
Key Account Management

Unit-11: Business Drivers in the Virtual World
Concept and Tools of Web 2.0, Introduction to Social Media, Models of Social Media, Social Media
Analytics, Social Media Tools, Viral Marketing, Social Curation, E-Enterprises, Online
Branding, The Digital Brand ecosystem, Establishing Online Brand Identity.

Unit-111: Web Business Models
Introduction to Web Business Models, Web Chain of Events and Analysis, Customer Life Time
Value, Pricing in Virtual World, Introduction to E-commerce, Online Distribution and Procurement,
New Intermediaries, Payment Service Providers.

Unit-1V: Online Tools for Marketing
Consumer engagement and its Importance, Driving Consumer engagement, Engagement Marketing
through Content Management, Measurement of Consumer Engagement, Concept of Online
Campaign Management, Campaign Management using Corporate Blogs, Measuring Campaign
effectiveness.

Unit-V: STP and Analytics
Consumer Segmentation, Targeting, and Positioning using Online Tools, Knowledge discovery and
Data mining for customer segmentation, Emerging Consumer segments in India, Market Influence
Analytics in a Digital Ecosystem, Consumer generated Media.

Textbook References:
Godfrey Parkin, Digital Marketing: Strategies for Online Success by, New Holland Publishers.
lan Dodson, The art of Digital Marketing: The Definitive Guide to Creating Strategic, Targeted,
and Measurable Online Campaigns, Wiley.
Chris Tread away and Mari Smith. Face book Marketing: An Hour a Day, Sybex.
. Puneet Singh Bhatia, Fundamentals of Digital Marketing. Pearson.
. A. Charlesworth, An introduction to social media marketing. Routledge.

L. M. Mahoney & T. Tang, Strategic social media: From marketing to social change. John Wiley
& Sons.
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Course Code Course Title

BB603 WORKING CAPITAL MANAGEMENT

Course Description

This course provides a comprehensive understanding of working capital management, essential for
maintaining a company's operational efficiency and financial stability. Students will explore key
concepts such as cash flow management, inventory control, accounts receivable, and payable
strategies. Students will learn how to optimise working capital to enhance liquidity, reduce costs, and
improve overall business performance. The course emphasizes the importance of strategic decision-
making and financial analysis, equipping students with the tools needed to navigate the complexities
of working capital in today’s dynamic business environment.

Course Obijectives

To understand the concepts of and need for working capital.

To apply suitable cash forecasting model.

To construct working capital estimation statements.

To evaluate inventory control methods.

To propose a suitable plan for sourcing working capital finance.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Analyse the components of working capital and their impact on overall financial health and
liquidity.

Develop effective cash flow management strategies to ensure optimal liquidity for
operations.

Evaluate and apply inventory management techniques to balance supply and demand
efficiently.

Assess best practices for managing accounts receivable to improve cash collection cycles.

Formulate strategies for optimizing accounts payable to maintain healthy supplier
relationships while managing cash outflows.

Utilise financial analysis tools and metrics to monitor and enhance working capital
performance effectively.

CO-PO & PSO Mapping (Articulation Matrix)
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Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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Syllabus

Unit-1: Introduction to Working Capital
Concepts of Working Capital, Operating cycle and production cycle, Types of Working Capital
Significance of Working Capital, Inadequate Working Capital Excess Working Capital and
Adequate or optimum Working Capital, Determinants of Working Capital , Issues in Working Capital
management ,Determinants of Working Capital ,Principles of Working Capital Management.

Unit-11: Working Capital Estimation
Estimation of Working Capital needs - Working Capital requirement under extra shift. Zero Working
Capital approach, Estimation using operating cycle approach, Cash Budget, Cash flow statement,
projected balance sheet and Regression method. Trade credit, Accrued expenses and Deferred
income, Bank finance for working capital, Regulation of Bank finance

Unit-111: Management of Cash
Introduction, Motives of holding cash, managing cash flows Determination of optimum cash balance.
Cash planning and Cash management models Investment of surplus cash, Management of Marketable
Securities Case studies on cash management.

Unit-1V: Receivables Management
Introduction, meaning of receivables, Objectives of RM Cost of maintaining receivables. Factors
affecting size of Receivables, Dimensions of RM, and Formation of credit policy: Nature, goals,
optimum credit policy, its variables, Credit standards- Altman Z score and using discriminatory
analysis; Credit Period policy; Collection policy and procedures, collection period and ageing
schedule, Practical problems on receivables management, Factoring and receivables Management.

Unit-V: Inventory Management
Meaning of inventory, Nature of inventory, need of holding inventory, Benefits of inventory, Risks
and costs of holding inventory. Objectives of inventory management, Tools and techniques of
inventory management, perpetual inventory management system Determination of stock levels,
EOQ, ABC analysis, VED analysis Inventory turnover ratios.

Textbook References:

1. Bhattacharya, Hrishikesh, Working Capital Management, PHL learning.
Rusthagi R P, Working Capital management, Taxmann publications.
Prasanna Chandra, Financial Management, Tata McGraw Hill publications.
Khan M.Y, Jain., Financial Management, Tata McGraw Hill publications.
Pandey, I.M, Financial Management, Vikas publishers.

Gupta, Sharma, Financial Management, Kalyani Publishers.
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Course Code Course Title
BB604 DIRECT TAXATION

Course Description

This course offers an exploration of direct taxation laws and practices in India, focusing on the
Income Tax Act and its application. Students will gain a comprehensive understanding of key
concepts, including taxable income, deductions, exemptions, and the various tax rates applicable to
individuals and businesses. The course will cover essential topics such as tax planning, assessment
procedures, and compliance requirements, as well as recent amendments and judicial interpretations.
Through practical examples, students will develop the skills needed to navigate the complexities of
direct taxation, enabling them to make informed decisions in personal and professional financial
contexts.

Course Obijectives
Understand the foundational principles and provisions of the Income Tax Act and its
relevance in India.
Understand various sources of income and their tax implications for individuals and
businesses.
Learn to evaluate deductions, exemptions, and rebates available under Indian tax laws to
optimize tax liability.
Learn the processes and procedures involved in tax assessment and compliance for different
entities.
Learn effective tax planning strategies to ensure compliance while minimizing tax burdens.
Course Outcomes
(Upon successful completion of this course, students should be able to)
Demonstrate a thorough understanding of the Income Tax Act and its application in various
scenarios.
Accurately assess taxable income from diverse sources and determine applicable tax
liabilities for individuals and businesses.
Effectively utilize deductions, exemptions, and rebates to create optimized tax strategies.
Navigate the tax assessment process and ensure compliance with legal requirements and
deadlines.
Analyse the impact of recent legislative changes on direct taxation practices in India.
Formulate comprehensive tax planning approaches that align with both regulatory
requirements and financial goals.
CO-PO & PSO Mapping (Articulation Matrix)

POs PSOs
PO2 PO3 PO4 PO5 PSO1 PSO2
0 2

0
[y

ok klolol0

~

0
0
0
0
0
0

2
2
2
2
2
0

o

0.00 . 2.00

Page 82 of 88




Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Basics of Income Tax
Income Tax, Act, 1961, Basic Concepts, Incidence of Tax, Residential Status, Incomes Exempted
for Tax.

Unit-11: Income from Salary
Computation of Income from Salaries and House Property, Computation of Allowance & Perquisites,
Computation of Gross Salary, Calculation of Tax Rebate, Computation of Income from House
Property , Allowable Deductions.

Unit-111: Income from Profits/Gains
Computation Income from Profits or Gains from Business or Profession, Allowable Deductions.

Unit-1V: Capital Gains and Others Sources
Computation of Income from Capital Gains and Other Sources, Allowable Exemptions, Computation
of Income from Other Sources, Allowable Exemptions.

Unit-V: Total Income
Computation of Total Income, Deductions from Gross Total Income, Set off and Carry forward of
Losses, Assessment of Individuals, Computation of Tax Liability.

Textbook References:
1. Dr. Vinod K. Singhania & Dr. Monica Singhania Students Guide to Income Tax, Taxmann
Publication, Latest Edition according to assessment year.
2. Dr.B. K. Agarwal & Dr. Rajeev Agarwal Tax Planning and Managemen, Nirupam Publication,
Latest Edition according to assessment year.
. Paolo M. Panteghini Corporate Taxation in a Dynamic World, Springer.
. A. Srinivas Corporate Tax Planning, Tata McGraw Hill.
. Lal B. B., Direct Taxes, Pearson Education.
. Datey V.S., Indirect Taxes-Law & Practice, Taxmann Publication
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Course Code Course Title
BB605 CROSS CULTURAL MANAGEMENT

Course Description

This course explores the dynamics of managing diverse cultural perspectives in a global business
environment. Students will examine key concepts in cross-cultural communication, negotiation, and
leadership, gaining insights into how cultural differences influence organisational behaviour and
decision-making. Students will develop practical skills for fostering collaboration and understanding
in multicultural teams. The course emphasises the importance of cultural awareness in achieving
effective management strategies, enabling students to navigate the challenges and opportunities
presented by globalisation in today’s workplace.

Course Obijectives
Learn cultural differences on communication styles and management practices in diverse
work environments.
Understand various strategies for effective cross-cultural communication and conflict
resolution in multinational teams.
Learn the role of cultural intelligence in enhancing leadership effectiveness and team
dynamics.
Learn various cultural frameworks and models to understand their influence on
organizational behaviour.
Understand actionable plans for fostering inclusivity and collaboration within culturally
diverse teams.

Course Outcomes
(Upon successful completion of this course, students should be able to)
Evaluate and compare different cultural frameworks to analyse their impact on
organisational behaviour.
Design training programs that enhance cultural awareness and competency among
employees in diverse settings.
Apply effective cross-cultural communication techniques to resolve conflicts and enhance
teamwork in diverse settings.
Design and implement strategies that promote inclusivity and collaboration in multicultural
teams.
Evaluate the impact of cross-cultural differences on international human resource
management (IHRM) practices and policies.
Assess the challenges and opportunities of managing a global workforce, emphasizing the
integration of diverse cultural perspectives in IHRM.
CO-PO & PSO Mapping (Articulation Matrix)
POs PSOs
PO2 PO3 PO4 PO5 PSO1 PSO2
3 1 3 3
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CO6 3 3 3 3 2 3 3

AVG 3.00 3.00 2.67 3.00 2.50 3.00 2.50

Justification of the Mapping:
0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Cross Cultural Dimensions
Meaning, Importance, features of culture, Dimensions-Different culture dimension model-Hofstede
Model, Kluckhohn and Strodbeck value orientation model, Globe Model, Edward Hall model,
Trompenaars model.

Unit-11: Diversity at Workplace
International business environment, role of culture in international Business, Diversity at work,
Reasons for cultural and behavioural differences.

Unit-111: Cross Cultural Communication
Meaning, Factors affecting cross cultural communication, making cross cultural communication
effective.

Unit-1V: Cross Culture Management
Challenging role of Manager in cross culture management, Cross culture negotiation & decision
making, Cross cultural teams and role of leader.

Unit-V: International HRM
Meaning, Model of IHRM, Dimension of IHRM, features of IHRM —international recruitment and
selection, Domestic HRM vs. IHRM, challenges faced by global manager, Women as international
manager, Role of ethics in cross cultural management, Culture in India, Japan, China and US,
International Assignment and Expatriate management.

Textbook References:

1. Madhavan, S., Cross Cultural Management: Concept and Cases, Oxford University Press.

2. Browaeys, M.J. and Price, Roger., Understanding Cross-Cultural Management, Pearson
Education India.

3. Thomas, David., Cross-Cultural Management: Essential Concepts, Sage Publications.

4. Nancy J. Adler, and Allison Gundersen., International dimensions of organizational behavior.
Cengage Learning.
Hofstede, G.H. and Minkov., Cultures and organizations, Software of the mind.
House, Hanges, Javidan, Dorfman and Gupta, Culture, Leadership and organizations, The
GLOBE study of 62 societies.
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Course Code Course Title

BB606 PERFORMANCE MANAGEMENT

Course Description

This course provides a comprehensive overview of performance management systems and practices
within organizations. Participants will explore key concepts, tools, and techniques for setting
performance expectations, providing feedback, and conducting evaluations. The curriculum covers
the design and implementation of performance metrics, goal-setting strategies, and the role of
ongoing coaching and development. Emphasis will be placed on aligning individual performance
with organisational objectives, fostering a culture of continuous improvement, and leveraging
technology to enhance performance tracking. Students will gain skills to effectively manage and
motivate teams, ultimately driving organizational success.

Course Obijectives

To understand the basic concepts of ,,Performance Management™ and as a tool to measure
performance of employees in the workplace.

To identify the fundamental concepts of performance management in Case analysis.

To acquire knowledge in measuring performance and managing in organizations.

To evaluate the model of performance management system.

To know the various methods of performance appraisal for effective management.

Course Outcomes
(Upon successful completion of this course, students should be able to)

Understand and articulate the fundamental concepts, objectives, and role of HR
professionals in Performance Management.

Analyse the characteristics and functions of Performance Management Systems, integrating

coz2 theories of goal-setting with corporate and individual performance.

Evaluate the importance of Performance Planning, including the methodologies and

cos3 processes that drive effective performance outcomes.

Assess the objectives, methods, and ethical considerations involved in Performance

co4 Appraisal, and their impact on organisational performance.

Develop an understanding of the process of Performance Monitoring, including

CO5 documentation, audits, and leading high-performance teams.

Identify and overcome barriers to effective performance planning, ensuring alignment

CO6 between organizational goals and individual performance objectives.

CO-PO & PSO Mapping (Articulation Matrix)
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0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance

Syllabus

Unit-1: Introduction to Performance Management
Concept and objectives, Prerequisites, Dimensions of performance management, factors affecting
performance management.

Unit-11: Performance Management System (PMS)
Introduction, Objectives, Characteristics, Goal Setting Theory, Expectancy Theory.

Unit-111: Process
Performance Management Process, Prerequisites, performance planning, goal setting levels;
corporate and individual.

Unit-1V: Performance Managing
Obijectives, importance, process, need for performance standards, performance measurement /
assessment, review.

Unit-V: Appraisal
Performance Management and Performance Appraisal, 420 degree appraisal, need for employee
development, methods of development.

Textbook References:

1. Kohil A.S., & Deb, T., Performance Management, Oxford University Press.
Herman Aguinis, Performance Management, Pearson.
Michael Armstrong and Angela Baron, Performance Management, Jaico Publishing House.
Rao, T. V., Performance Management and Appraisal Systems, Response Books.
Aguinis, Herman, Performance Management, Pearson Education.
Cascio, Wayne F, Managing Human Resources: Productivity, Quality of Work Life,
Profits, McGraw-Hill Education.
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Course Code Course Title
BB600 SIP VIVA VOCE

Course Description
This course is designed to evaluate and enhance students' practical experience gained during their
summer internships. Through a structured VIVA VOCE format, students will present their internship
projects, highlighting their contributions, challenges faced, and key learnings. The course emphasises
critical thinking and effective communication, as students articulate their experiences and insights to
a panel of faculty and industry experts. Students will receive constructive feedback, allowing them
to refine their understanding of real-world business practices. This course aims to bridge academic
knowledge with practical application, preparing students for future professional endeavours.
Course Obijectives
Evaluate and articulate the practical experiences gained during the summer internship.
Develop effective presentation skills to communicate project outcomes and insights.
Demonstrate critical thinking by analysing challenges and solutions encountered in the
internship.
Foster the ability to connect theoretical knowledge with real-world business practices.
Receive constructive feedback to enhance personal and professional development.
Course Outcomes
(Upon successful completion of this course, students should be able to)
CO1 | Effectively present their internship projects and articulate key learnings.
CO2 | Demonstrate improved communication and public speaking skills.
CO3 | Analyse and discuss real-world challenges faced during their internships.
CO4 | Connect academic concepts to practical applications in business settings.
CO5 | Exhibit enhanced critical thinking and problem-solving abilities.
CO6 | Appraise their experiences gained during the program.
CO-PO & PSO Mapping (Articulation Matrix)
POs
PO2 PO3 PO4 PO5 PSO1
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CO6 1
AVG 2.17 0.83 2.50 3.00 3.00
Justification of the Mapping:

0=No Relevance; 1=Low Relevance; 2=Medium Relevance; 3=High Relevance
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