UNIVERSITY OF RAJASTHAN
JAIPUR

SYLLABUS

Faculty of Management Studies

Master of Business Administration

Semester Scheme
I/ V" Semester Exam 2016-2018

'D(gg/wtraf
@ cadem 1= taipur

‘ i m,
Vigiversity of Ra)a.sth ,



Semester Scheme

Master of Business Administration
2016-18

Course Category: )
CCC: Compulsory Core Course

ECC: Elective Core Course -
OEC: Open Elective Course
SC: Supportive Course

SSC: Self Study Core Course
SEM: Seminar

PRJ: Project Work

RP: Research Publication
PRE: Presentation

-

Contact Hours:
L: Lecture

T: Tutorial
P: Presentation

S: Self Study
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Master of Business Administration: Semester-1I1
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Master of Busineés Administration: Semester-IV

EOSE
g Et - Contact Hours Duration
S Subject Course Title g ;’f § Per Week {Hrs.)
No. Code O 5 8] L T B T P
MGM Global Business
1 ccc|4!3| 110|310
401 Management
MGM - B -
2 E- Business ccc {413/ 10|30
402
MGM | Multi-Disciplinary
3 ) ccc |4 |3]110]3]60
403 Research Project
MGM Contemporary Business -
4 cee | 413 1103 | 0
404 and Management Issues
5 | ﬁé‘)pecializ'atjion Elective | ECg 4 ' 3' | 1'7' 0 310
(Functional Area-l)
6 Specialization Elective Ecc |43/ 11073]|0
R L (Functional Area-I)
7 Specialigation Elective gce 4 l2 111130
ool | (Functional Arca-I) : |
8 Specialigation Elective gcc | 41211730
(Functional Area-II)
9 Specialization Elective Ecc | 4121111130
(Functional Area-II)
Total Credits in the Semester - 36

Specialization (Functional ) Electives Areas III and IV Semesters:
Students are advised to refer and select papers in their area of specialization

from the list appended herewith.



Specialization (Functional) Elective Papers

Marketing Specialization

- MGM EO1 Consumer and Orgam/atlonal Buymg Behavior
~ MGM E02 Integrated Marketing Communications
MGM E03 " Retail and Sales Management
MGM E04 ﬂ bupply Chain Managerﬁ&fi o

~ MGM E05 T77° Services Marketing
MGM E06 Strategic Product & Brand Management
MGM EO7 Rural Marketing

Human Resource M_'_anagement

MGM FO1 — ~ Employee Relationship Management

~ MGM F02 M;h;;&x}glplannmg and Management
MGM F03 Wii’ei.'forménc“é*Ai)};alsal and Compcnsatlon Management
MGM Fo4 Knowledge Management and Learnmg Orgamzatlon |
MGM FO5 Strategic HRM
MGM FO6 Counselhng Skills for HR Managers

" MGM F07 | - ~ International HRM -
Financial Management

~ MGM GO1 Investment Management and Securities Analysis
~ MGM GO2 ‘Marketing of Financial Services

~ MGM GO3 Behavioral Finance
MGM GO04 " Financial Institution Ménagem-ent
MGM GO5 Indian Financial System
MGM GO6 Commodity and Derivatives Securities
MGM GO7 Consumer and Retail Finance

- N Rural Development
MGM HO1 Management of Rural and Agro Based Industries

- MGM HO2 Rural Credit and Finance
MGM HO3 Rural Project Planning and Management

~ MGM HO4 Rural Society and Polity in India
MGM HOS Managemcnt of NGOs

MGM HO6

Natural Resource Mdnagement

Unived 3



Program Administration

The medium of instruction and examinations shall bc English.

-

There will be a component of continuous assessment as per University rules.
This will be conducted by the Institute under supervision of the Director. The
SGPA for this continuous evaluation will be determined as per University rules

and guidelines.

No candidate shall be considered to be eligible to pursue End of Semester
Examinations unless he/she passes the Continuous Internal Assessment with
25% marks. Continuous Internal Assessment will consist of Written Test
(weightage 70% In calculation of Internal Continuous Assessment result) and
Presentation / Assignments / Projects / Viva (weightage 30% in calculation of

”»

Internal Continuous Assessment result).

The rules of passing, rcadmission and EOSE (end term semester exam) will be

as per University rules and guidelincs.

Courses/papers are inter-changeable from one year to another, The optional

are given separately for each scmester. -

The Optional Groups (Electives) for functional area to be introduced will be
announccd in the beginning of Semester-III. It is not nccessary to introduce all
the optional groups. Only a few optional groups will be introduced, keeping in

view the teaching faculty / students’ position.

There will be 7 questions out of which the candidate is required to answer 5
questions. Out of 7 questions one will be a case/ problem which will be

compulsory. The exercise/ case can be from any part of the syllabus.

No candidate shall be considered to have pursued a regular course or study

unless he/she is certified by the Director of the Institutelé have attended 75%

- Academi€
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10.

11.

12,

13.

14.

15.

16.

17.

of the total number of lectures, tutorials, seminars and case discussions in

each year during the course of study.
Promotion from one semester to another will be as per University rules.

The CGPA (of the end term University exam EoSE) will be determined as per

University rules and guidelines.

The student will submit the choice of papers as per university guidelines and

by the date announced by the institute.

There will be a credit monitoring committee of the Institute whose decisions

regarding credits and allied domain will be final and binding.

Credit registration at least once in all compulsory credit courses shall be

binding but earming all CCC credits for accumulation of minimum 120 credits.

All students are required to fill in readmission and examination form for each
scmester complete in all respects by the due date/ late fee date as announced
by the Dircctor of the Institute. Incomplete examination forms are likely not to

be forwarded to the University.

A student will opt for total 10 specialization papers. 5 out of these will be from
one [unctional area and S from another during his III and IV semesters. He /

She cannot choose from more than two functional areas.

Respective subject teachers may announce resources and references in the

classes.

There should be adequatc‘number of students willing to opt for an elective (if

the number is less than 10 then the elective will not be offered).

Dr. _
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Strategic Execution
Subject Code: MGM301 ' Credits: 04

Objectives: The learmning objectives ol the course are (o describe the nature and scope ol strategy
implementation and (o analyse the mterrelatonsinp between the varous clements ol implementaton. It
will also lielp students to learn the implementation ol strategies as an mtegrating lramework for mult-fevel

muilahunctuonat changes.

Contents
Strategy Implementation - Nature, Scope and Foeus, Implementation of strategy through Structures,

Lpact of global strategy on structure, Functional Strategices.

Leadership and Strategy Tmplementation - Leaders as strategie change agents, Process implementation.

Role ol mouvaton, Conmummcation in haplementanon, Feedback loops

Implementing Strategic Change - The role ol orgamizatonal culture in embedding change, Culture as
mitervening variable Tor mmovation,  Successiul Mergers and Acquisitions, Quality and Productivity
Progranis

Balanced Score Card and strategy maps as tools of naplementaton

Cases

References -

1. Saloner, Garth Andrea Shepard and Joe! Podolny, Strategic Management(2001), Jolim Wiley; New
York

2. Gupla Vipm, Kamala Gollakota and R Srmvasan, Busmess Policy and Strategic Management:
Concepts and Apphications, Prentice Hatl India

3. Wheelan, Thomas and J David Thinger: Concepts in Strategie Management and Business Policy.
Pearson India

I. Mascarenlas. Oswald AJ, Busmess Transformation Swategies: The Strategic Leader as Innovatdon
Manager, Sage Publishing, New Della.

5. Heonry Anthony, Understanding Strategie M?iuagcmcm, Oxlord Uhniversity Press
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Quandtative Techmques
Subject Code: MGM302 Credits: 04

Objective: The course las been designed keeping m mnd the specilic need of managers to understand
and apprectate Quantitative Technigues for managerial decision making and vavious dimensions related
to the application ol such technigues i any organization. It also ains to ¢quip students with knowledge,
skill and competencies 1o manage etliciendy and cllectively.

*

Contents
Game Theory and Applications - Concepts, Zero Sum Game, Pure and Mixed Strategy

Transportation and Assigniment Theory and Applications - Concepts, Methods
Decision Theory and Applications - Decision under Uncertainty, Decision under Risk, Methods
Queuing Theory and Applications- Concepts, Methods

Probabiliy Theory and Applications - Sct theory, Sample space, Probabilitv funcuon, Fvents, Axioms,
Conditonal Probability, Independent events, Random Vartables, Expectations

Linear Programming — Concepts, Mcthods (Simplex, Duality, Graphical)
Casc Studies and application of all these techniques for managers
References

1. Levin and Kulpetuek - Quantitative approach to Management

2. CR Kothart, Quanttative Techniques
3. Sharma, Quantitatuve Techniques for Managerial Deaisions, MacMillian




Summer Intermship Project
Subject Code: MGM303 Credits: 04

Objective: The Summer Internship has been designed keeping in mind the specilic need ol managers (o
appreciate the practical on hand expertence and exposure ol corporate working. It will facilitate students
to correlate the theory with practice i a real tme world. It also aims to cquip students with knowledge,
skith and competeneies to manage clliciently and eflectively.

At the completion of the first two semesters of the lirst year and before the commencement of the third
semester i the second vear the student 1s required to undergo suninier training in an organization lor 06-
08 weeks. A report based on the sununer training shall be subnnitted withim four weeks [rom the
commencenient of e third semester as approved by the Tostitute. Report must be an orginal work.
Fach student will be attachied with one miternal px()w(l guide, with whom they shall be m continnous
touch during the (rammmg penod.

Evaluation

The project report will be evaluated by an external examiner appointed by the Unaversity. The evaluation
will be through Viva Voce on components like Content, Presentation, Analysis and Feedback from the
Orgamzation,




Project Formulation and Implementation

Subject Code: MGM304 Credits: 04

Objective: The course has been designed keeping in mind the spegilic necd ol managers (o understand
and appreciate the coneept of Project Formulation and Implementation. [t will also deal witle vartons
dimensions related (o e managerial decision making regarding managerial projects. It also anmns o cquip
students with knowledge, skill and competencies (0 manage efliciently and effectively.

Contents

Project Meaning, Importance and Scope. Types of Projects, Project Lite Cyele, Edentification of Project
Opportunitics. Generation and Screening of Project Tdeas, Market, Technical and Feonomic Feasibility
Studics.

Project Appraisal - Concepls, Phases of Capital budgeting, Levels ol Capital budgetng, Estunation of
Project Cash flows, Payback period, NPV of inflows, IRR concepts. Risk Analvsis (Lconomie, Industry
Risk, Company. Fmancial), Scositivity Analysts, Social Cost Benelit Apalysis, Shadow  Price ol
Investment, Social Rate of Discount, Value of Foreign Excliange

Work Breakdown Structure, Contractor Schedule, PPBS, Accomplishment Cost Procedure, Project
Training and Control, Project Information Systen. -

Implementation and Countrol, Monitormg and Control of Project Cost and Tmie, Project Audit, Ex- Post
Lvaluaton, -

Cascs

References:

1. Eink Larson and ChlTord Gray, ‘Project Management: A Managerial Process *. MeGraw Hill

2. Harold Kerzner, © Project Management: A 'S_vs'lcm Approach to Planning, Scheduling and
Controlhng’, Wiley publications

3. R. Gupta , ‘Project Management’, Prentice Hall India

4. Bhalla, V. K. (2008). Financial management and policy. New Delhi: Anmol Publications.

5. Chandra, P. (2009). Projects: Planning analysis. selection, ﬁ;ancing. implementation and review
(7th ed.). New Dethi: Tata McGraw Hill. ' _

6. Clifford; F. G.. & Larson, E. W. (2007). Project management the managerial process. New Dethi:
McGraw-Hill.
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Global Business Management
Subject Code: MGMA401 Credits: 04

Objective: T'he course has been designed keepimg m mind the specilic neced ol managers (o understand
and appreciate the concept ol Global Business and various dimensions related to managing cross border
businesses. It also aims 1o cquip students with knowledge, skill and competencies o manage clliciently
and cllectively.

Contents

-

Introduction to global Business — Globalization (concept, evolution. Drivers. Challenges.
Opportunities) Stages of global involvement- EPRG framework. Global trends and Economic Systems.

Balance of Payments International Trade Theories. Instruments of Trade Policy and Trade Barriers.

International Economic Institutions - GATT. WTO, IMF, World Bank. UNCTAD. Global Monetary
Systemn - Exchange rate mechanism. Floating Exchange Rate mechanism.

Regional Economic Integration and groups - EU. NAFTA, ASEAN, SAARC, BRICS. APEC.

[ssues in Global Marketing — Product decisions, Pricing decisions, Advertising and Promotion, Global
distribution and logistics decisions. Global market research.

Global Market selection and entry strategies. Global Production Decisions. Global HRM decisions.

India as an emerging market. Evolution of India’s economic devetopment - pre-liberalization and post
liberalization phases. Trends in India’s foreign trade.

-

References .
1. Charles Tilb and Arun Jaan, * Tircrnattonal Business', MeGraw-1 L
2. Jolm D, Daniels and Lee H. Radebaugh, * International Business”, Pearson.
3. Rakesh Mohan Joshy,  Global Business Management, Oxlord Press.
1. Francis Cherunilam,  International Busmess” PHIL
5. Warren ] Keegan, * Global Markceting, Pearson.
G Catecora, Graham and Salwan, ‘fnternational Marketing Management . McGraw Hill,
Warren Keegan — Global Busainess Management
8. Charles Hill & Arun Jain. International Business
3
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Subject Code: MGM402 i Credits: 04

Objective: The course is designed to expose students to the ever-expanding e-commerce ecosystem.
This course will help budding entrepreneurs to understand and help them 1n setting up of their business
ideas with the help of internet. It also aims to equip students with knowledge, skill and competencies to
manage efficiently and effectively.

Introduction to e-Business

Definition of ¢ commerce | e-Commerce versus traditional commerce | Components of the internet |
Extranet | Mobile commerce | Components in a mobile networkl Models ol E-Busmess (3-8, B-C, C-C,
G-C, B-G, G-B, C-G), Types ol E-Business (U-Marketing, 1-CRM, I-SCM, LE-Procurcment, -
Connneree), Online Revenue Models, Current Status and Trends m L-Busmess.

Development and growth of e-Commerce .
International e-Commerce [Components of an international e-Commerce strategy | On line shopping |
Integrated value chain ' On line brokerage

Internet protocol and security

Internet  protocols  |Security issues in e-Commerce environment] E-Busimess  Architecture  and
Infrasiructure; E-Business Designs] haplonentaton - F-Business Strategies, Sellmg on E-Commerce
Platlonns, Legal Issucs, Success stories m E-Busiess e Indba and World, Competiton m Indian L-
Busmess world (Issues and Strategies)

Procurement -
How it works | Types of procurement | Trends n supply chain management

Electronic payment systems
I:lectronic payment systems | Legal and ethical issues in ¢ commerce | e-Cash | Mobile commerce
mobiie payvment models

References

1. Brahm Canzer, I-Business, Cengage Learning

2. Chaltey, F-Business and E-commeree Management, Pearson
3. Laudon, I Commerce, Pearson

14




Subject Code: MGM403 Creduts: 04

Objective: This paper provides opportunities to students to work on dilferent dimensions ol business and
mdustry in real world and will facthitaie students 1o undertake unforeseen situations with knowledge, skitt
and competences.

The project shall be subnutted by the student under the”guidance ol a rescarch supervisor 1o be allotted
by the Instituie and will he evaluated by an external examiner appoinied by the Ulniversity.,




Contecmporary Business and Management Issues
Subject Code: MGMA04 Credits: 04

Objectives: This paper will provide opportunity to the students to comprehend contemporary business
and management issues and to hamess changes so as to develop skills Tor accessing and assimilating
imlormation [rom data. It will also help them to develop analytical skills for assessing the impact ol

currcat trends on current and [uture business decisions and skills Tor written presentations.
Contents

Contemporary Business Situation- Competition, Consolidation and Form of Cartels. Role of Regulators
like TRAI SEBIL Competition Controller, PFRDA, IRDA, RBI 1o address to Contemporary Busmess
and Industry Issues. Issues and Coneern of Contemporary Business.

Distuptive  Innovation and Start-Up- Idea, Funding and  Assessment. Review ol Scleet Disruptive

Innovaton.

Good Manulacturing Practices and Good Governance Issues. Technology Interlace, Issucs Belore

Indian Companics Becoming MNCs. Impact of Changes i Fiscal and Monitory Policies ¢.g. GST.

Business Practises of Global Corporations Operating in India- Developig Functional Strategies lor
Cowpetitiveness i an Emerging Market. Timpact of Protectionism on Indian MNCs. Structural Changes
. . . N o .. . \

in Family owned Business Houses and Preparcdness lor Competiion and Level l’laymg.#\g/{bl .

Managing Issutes of IPR. Benehmark Management and Business Practices of select organizations in India.

Casc Study of Rehance Induostnes, Flipkart.

References _

. Contemporary reports, publicattons eritiques, books articles will be used to teach the paper and the
concerned Faculty will mlorin about the relerences topie wise.

2. Ruchir Sharma, Breakout Nattons - In scarch ol Next Economic Miracles (2012) Allen Lanc.
London.

3. Ruchir Shanna, The Rise and Fall ol Nations - Forees of Chiange nr the Post-Crisis World, Norton
and Company.

L. World Development Report.

-1

India Investment Report.

6. Lconomie Survey.




Specialization (Functional) Elective Papers

Marketing Area




Consumer and Orgamzational Buying Behavior

Subject Code: MGMEQ1
Credits: 04

Objective: The conrse has been designed keeping m mind the specilic need ol marketing managers to
understand and appreciate the concept and applicaton of Consumer and Organizational Buymg
Belavior and varons dimenstions and manageiial implication ol consumer and organizational buying
beluvior in an organization. It also wams (o cqup students with knowledge, skill and competencies (o
manage clhcientty and cllectively.

Content .

Consunier Behavior

Concepl, Diversity of Consumer Behavior, Characteristics ol Indian Consumers, Consumer Needs,
Motives (Positive and Negatve, Rational and Emotional), Consumer Relevant Reference Groups
(Opinion Leaders, Family Decisions Making and Consumption Related Roles, Family Life Cycle, Social
Class and Consumer Behavior, Influence of Culture on Consumer Behavior), Consumer Decision
MakingModels, Post Purchase Beluvior (Consumer Satisfaction®Concept and Models - Lapectancy:
Disconfirmation, Desires Congruency Model Laguine Theors, Aurthation Theorr, Cogmitive dissonance,
Consumer Dehight, Consumer Complaint Behavior), Consumerism (Fvolution and Fillcets)

Organizational Buving

Concept, Comparison with: Consumer Buying, Economie Influence, Poliical Influence, Legal Inftuence,
Supplicr’s Influence, Technology Influence, Customer Inltuence, Govermment Influence, Labor
Influence, Analvzing Buvers” Strengths and Negotianon Capabilitics, Organizational Infhaences on Buying
Behavior (Buving Roles, Market Response, The Organizauonal Buying Decision Process, Buying Tasks,
Interpersonal Infhicicing i Organizational Buying)

Reference

1. Schillman and Kaunk, Consumer Behaviour, Prentice Hall of India
2. Assacl, Consunier Behaviour and Marketng Action, Ohio

3. Mowen and John, Consumer Beliaviour, Macuulban

cade } 1pu
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Integrated Marketing Communication
Subject Code: MGMEQO2 ' , Credits: 04

Objective: The course has been designed keeping in mind the specific need of marketing managers to
understand and appreciate the concept and apphcation ol mtegrated marketmg communications and
various cimensions associated with IMC for an organization. It also aims to equip students with
knowledge. skill and competencies to manage cfliciently and ellectively,

Content

Introduction - Concept, Communication Models, Process, Importance, Advantages, Partners in IMC
Flements ol IMC - Advertismg (Classthicaton, Types, Adverlising Appropriation, Advantages and
Limitations), Sales Promotion (Types, Relationship between Sales Promotion and Advertising), Publicity
and PR (Types, Relationship with Advertismg), Personal Selling, Direct Marketing, Interactive and Digital
Marketing, Commumty Relations, Industnial Relations, Government Relations, Employee Relations,
Lvents, Trade Fairs and Lxlubitions, Successtul TMC Campatgns

Developig IMC Campaign - IMC Message Design, Elements Integration Strategies, Creative Side of
IMC, Lthics and Socral Responsibility in IMC campaigns, Lvaluating Marketing Communication
Programs

References

Lo Beleh and Beleh, Integrated Marketing Communications, McGraw Hill
. Aaker David, Advertismg Management, PHI

2. Sirgy and Don, Integrated Marketing Conununications, Cengage




Retail and Sales Management

Subject Code: MGMEO3 ' : Credits: 04

Objective: Tlie course Tias been designed keeping i mind the specific need ol marketing managers (o
understand and appreciate the concept and application of Retail business management and various
dimensions and  managertal miplication of consumer and  organizattonal buying behavior i an
organization. I also atms 1o equip students with knowledge, skill and competencies (o manage elficiently
and cllectively.

Content ‘

Marketing Channels - Defimition, Importance, Functions of Marketing Channcls, Types, Decisions m
Clhannel Management, Wholesaling{Concept, Importance, Functions, Trends), Retailing(Concept, Importance,
Functions)

Retal Management - Retal Formats, Retall Location, Store Design and Lavout, Store Inage, Store
F;lg‘;l(lc, Store  Adnmustrattion  (Foor, Space  Mauagement,  Munaging  Store  Inventories  and Display},
Merchandismg(Coneept,  Importance, Tuuctions, Steps in Merchandising  Planning), Category  Management
(Dehmition, Process), Private Label Brands, Planning Retall Communtcation (Managing In-Store Promotions
and Faents)

Integrated Markceting Channels - Channels tor Consumer Goods, Industrial Goods and  Services
(Horizontal. Vertical. Multichamel Marketing Systems), Channel l\lml;lgcnlcnl (Clhannel Seleetion, Clannel Conflicts
and Resolution, Channel Performance Evaluation), il‘(.‘chn()f()g)’ i Distribution@ar Coding, RFID, Electronic Payment
Systems) | Li-tailing

Sales Management - Introduction, Objectives, Nature, Responsibilities, Approaches to Personal Selling,
Selling and Negotiation Skills, Process ol Personal Selling, Organization Design and Stafling, Sales
Planning, Time and Territory Management, Managing Sales Force, Automation in Personal Selling

References
t. Barry Berman, Retal Management, Pearson
v, Baja and Tull, Retall Management, Oxlord

3. Levy and Weilz, Retailing Management, McGraw Hill

LooSull, Candif, Govam, Sales Management, Pearson
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Supply Chain Management
Subjcct Code: MGMEO4 ' Credits: 04

Objective: The course has been designed keeping m nund the specilic need ol markeung managers to
understand and appreciate the coneept and application ol supply chain management and various
dimensions and managerial implication ol SCM {or an orgaization. It also aims to cquip students with
knowledge, skill and competencies (o manage clliciently and cllecuvely.

Content

Introduction - The Supply Chain Revolution, Generalized Supply Chain Model, Supply Chain and
Networks, Lixtended Organization, Logistical Value Proposiion, Logistical Operating Arrangements,
Supply Chain Synchronization '

Supply  Cham  Applicaton - Procurement and  Manufacturing(Quality  Imperauve, Procurcment-
Manulacturing-Logistical  Interlaces), Information Teclmology TFramework  (Information  System
Functionality, Comprelhiensive  Information System  Integration, Comummucation Technology, LRP
Luplementation, ERP System Design, Supply Chain Information System Design), Inventory (Inventory
Functionaliny: and Delimtions, Inventory Carrying Cost, Plaming Inventory, Managing Uncertamty,
Inventory Management Policies and Practices), 'Transportatton (Transport Functionahiey, Prnciples and
Participants, Transportation Scrvice, Transportation Fconomie and Pricing, Transport Administration,
Docunientation), Warchousmg  (Strategic - Warchousmg, Warchousing  Operatons, Warchousing
Ownership  Arrangements, Warchouse Decsions), Packaging And  Materials Handling  (Packaging
Perspectives, Packaging For Ellicient Materials Handling)

Opcrattonal Integration - Global Strategic Positioning, Global Supply Chain Integration, Supply Chain
Sceuiy, Internanonal - Seurcmg,  Network  Integration  (Fnterprise Facihity Network, Warchouse
Requirements, Total Cost Integration), Relationship Development and Management

References
1. Chopra and Kalra, Supply Chain Management, Pearson
2. Sople, Supply Cham Management, Pearson

3. Khald Zaidan, Supply Chain Management, Createspace

-
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Services Marketing
Subjcct Code: MGMFOS5 Credits: 04

Objective: The course has been designed keeping in mimnd the specilic need of marketing managers 1o
understand and appreciate the concept and application ol marketing scrvices specilically and various
dimensions and managerial implication ol services marketing lor an organization. It also amms to cquip
students with knowledge, skill and competencies to manage clliciendy and cllectively.

Content

Inroduction - Emergenee of GATS in World Trade, Service Sector and Indian Economy, Gaps Model
ol Service Quality, Consumer Behavior in Scrvices (Scarch, Experience, Credence Properties and
Consumer Choice), Customer Expectatons (Meaning, 1ypes, Inlluenemg Factors, Customer
Perceptions, Customer Satisfaction, Service Quality and Service Fncounters, CRM in Services)

Services Marketing Mix - Product, Price, Place, Promotion, Physicat Evidence, Process, People

Marketing ol Services Introduction, Overview of Dillerent Scervice Scctors, Marketing of Banking
Services, Markeung m Insiwrance Scector, Marketing ol Education Services, Marketing of Tourism ad
Amrlines, Tounsm  marketing, Awhnes markcung, marketing ol Hosptahty  Services, Healthcare
Marketing, Soctal Scrvice by NGO's, Marketng of Onlime Services, Marketing of Prolessional Sciviees.
Lamergmg Issucs n Scenvice Marketing  Introduction, Strategic approach in Services Marketing, Service
Marketing i c-Conuneree and e-Marketing, and Telemarketing Services, Service Marketing Rescarch for
Global Markets and Rural Markets, Innovatons m Scrvices Marketing, Lthical Aspects in Service
Marketing. ‘ '

References

. Scrvices Marketing, Rao, Pearson Lducation. _

2. Services Marketing, Concepts & Cases, Bhattacharjee, Lxeel Books.

3. Service Management, Operations, Strategy, iformation Technology, Fitzsimmmons & Fizsnnmons,
MeGraw Hill.

1. Marketing ol Services, Hollman & Bateson, Cengage Learnings.

3. Services Markceung, Zetlithamt and Bitner, MeGraw Hill.

6. Services Markeong, Lovelock and Chatterjee, Pearson.

7. Services Marketng, Nargundkar, McGraw Hill,
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Strategic Product & Brand Management

Subject Code: MGMEQ6 ' Credits: 04

Objective: The course has been designed keeping in mind the specilic need of marketing managers o
understand and appreciate the concept and application of brand as a source of competitive advantage and
varions dimensions and managenal implication ol cffective brand management for an organization. It also
ams (o cquip students with knowtedge, skill and competencies (o manage clhiciently wnd eflectively.

Content
The Marketing Process. Product — meaning, levels, classification

Product line decisions. Distinction between products and services. Managing products through PLC.
PLC and product profitability.

Product development - idea generation-concept development-business strategy & commercialization.

Brands -- meaning-strategies and brand positioning. .
Building brands- brand elements and brand value. Building marketing programs to build brand equity.

Branding decisions. Brand associations & co-branding. Brand equity. Brand equity management. Brand
equity measurement. Sources of brand equity. Strategies for growing and sustaining Brand equity.

Brand Recall.

References '

. Keller, Pavameshwaran and Jacob, Strategic Brand Managenient, Pearson
2. Kirti Dutta, Brand Management, Oxlord

3 Haesh Verma, Brand Management, Pillappa

t.  Philip Kotler - Marketing Managentent

5. David Aaker Building Drands

6. Kevin Keller - Strategic Brand Managenent

7. Cravens & Pierey - Building Brands
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Rural Marketing

Subject Code: MGMEO7 Credits: 04

Objective: The course has been designed keeping m mind the specific nced ol marketing managers (o
understanyd and appreciate the concept and application ol marketing of agricultural products and rural
marketing. It ainis at making students Familiarize with various dimensions and managerial implication of
rural and agricultural marketing for an organization. It also aims to equip students with knowledge, skill
and competencies (0 manage efliciently and cllectively.

Content ,

Overview of Rural Markets and Rural Marketing - Rural Economy i India, Rural Marketing (Mcaning,
Scope, Characteristics of Rural Markets. Taxonomy ol Rural Markets, Changing Patterns, Attractiveness
ol Rural markets, Challenges and Constraimts)

The Rural Consumer - Classilication and Charactenstics of Rural Consumers, Unique Rural Consumer
Behavior, Innovation Adoption, Factors Influencing Rural Consumer Behavior, Rural Shopping Flabits
and Growing Consumerism, Rural Market Segmentation, 1argeting, Posttioning

Strategies Tor Indian Rural Marketing - Product Strategy, Rural Branding, Product Life Cycle, Rural
Pricing, Rural Distribution, Rural Communication Mix

Relerences

1. Kashvap, Rural Markeung, P

carson
2. Rais Ahmed. Agriculture and Rural Marketing, Regal

3. Ramkishan, Rural and Agriculture Marketing, Jaico

Dr. .
academc aiput
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Employee Relationship Management
Subject Code: MGMFO1 Credits: 04

Objective: The course has been designed keepig in mind the specthie need of human resource managers
to understand and apprectate the concept and applicaton ol Employee Relanonship Management and
vartous dimensions of such decisions in an organization. It also aims o cquip students with knowledge,
skill and competencies o manage elliciently and effectively.

Content

Labor Relations - Meanng, ODbjectives, Importance, Approaches 0 Industiial Relauons  (Unitary,
Pluralistic, Marvisd). Role of Three Actors to Industrial Relations - State, Employer & Employeds,
Causcs lor poor IR, Developing sound IR, Etlucal approach to IR, Idea of Trusteeship (Principles,
Features),Code ol Conduct, Characterisiic Features ol IR i India, Law on IR, Collecive Bargaining
(Mcaning, Importance, Union Bargaining Process), Productivity Bargamimg

Trade Unions - Mcaning, Objectives, Tyvpes, Functions, Theories of Trade Unions, Trade Unmion Law,
Trade Unionism i India, Issues and Problens, Employees Associations, Managerial Unmionism

Industrial Disputes - Defininon,Causes, Types,Prevenuon,Settlement, Industrial Dispute Act (Conditions
to Strikes, Lock-outs, Lay-oll’ & Retrenchment and Laws relaung o Standing Orders), Grievance &
Disciplinary Procedure, Labor Court, Industrial ‘Tribunal, National Tribunal, Role ol Judiciary and its
Impact, 11.O

Carcer Management and Quality Circles - Carcer Planning,FFactors allecung Carcer Choices, Carcer
Stages, Carcer Anchors, Need lor Carcer Planning, Individual and Organizational Problems mn
Integration, [ntegration Process,Quality Cireles (Meaning, Objectives, Process)

b d
Cascs
References
i Llizabetr Aviot, Lmplovee Relations, Kogan
2. Smgh and Kumar, Fmployce Relations Management, Dorling Kindersley
3. Paul Blyton, Dynamics ol Lmployee Relations, Palgrave Macnmllan
at
Dr -

han, ]mpuf
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Manpower Planning and Management

Subject Code: MGMF02 Credits: 04
Objective: The course has been designed keepmg moanmnd the specific need of human resource managers
to understand and appreciate the concept and application ol acquiring and developing human resource
and various duncnsions ol such dectsions e an organization. It also aims (o cquip students with
knowledge, skill and competencies to manage clficiently and cftectively.

Contents .
Manpower Plannig - Introduction, Rattonale, Process, Tactors aflecting MRP
Manpower Plammng - National, Corporate, Unit '

Manpower Plannmg and Strategic Planning

Manpower Forecasting - Process, Linking busmess. process planning with Manpower  planning,
Manpower demand, Forecasting techmiques - Market Analysis, Replacement Analysis, Trend analysis,
Lxpert Forecast, Delphi, Nominal group, Regression analysis, Wastage Analysis, Redeployment, Work
Analvss. .

Manpower Supply, Sinple and Change Models Markov Analysis.

Management Succession - Succession Planning and  Replacement, Carcer Planning, Performance
Plannmg, Potentials Appraisal

Cases

References

. Werner and Randy, Human Resource Development, Cengage

2. Ashok Kumar, Human Resource Development, New India Publishing
3. Garcth Roberts, Recruitiment and Sclection, Jaico

Dr. Repistedr
. Aczdemic
Univer.. | ot Rajasthan, Jaipur
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Performance Appraisal and Compensation Management
Subject Code: MGMF03 ‘ Credits: 04

Objective: The course has been designed keeping in mind the spectfic need of human resource managers
to understand and appreciate the concept and application ol performance apprasal and compensation
management for ciaplovees and various dimensions ol such decistons m an organizaton. It also ams 1o
cquip students with knowledge, skill and competencies to manage clheiently and elfectvely.

Contents

Performance Management - Delinition, Objectives, Need Tor Appraisal, Essentials, Problems,Methods
(Traditional and Modern Methods- Graphie Raung-Scale, Straiglt Ranking Mcthod, Pared Comparison
Methoxd, Critical Inciddent Method, Group Apprasal, Conhdential Methods, Behavioral Anchored Ratng
Scale (BARS), Assessment cenders)

Wage and Salary Administration - Nature, Scope, Process, Factors Inltuencing, Wage (Theories, Types),
Incentives  (Definition, Types, Individual Incentives, Orgamzation Wide  Incentives, Non-financial
Incentives, Fringe Benelits)

lncentives and Retiremient Plans - Basie Pay, Caleulation of Total Compensation Package (Provisions for
Dearness Alowance, Various Metliods ol Compensating Cost of Living), Lxecutive Compensation Plan,
Retrement Plan and VRS

Planning For Improved Competitiveness - Diagnosis and Bench Marking, ODbtaining Commitnent,
Determmation of hnter axd Intra-Industry Compensatton Dillerentials, Internal and External Fquity
Compensation Svstens

Cases .

References
L. Goel DL Performance Apprasal and Compensatton Management, PHI
2. Jordan, Performance Appraisal, Harvard Press

3. Dipak Bhatacharya, Compensation Management, Oxford

Dr. Registrar
Academic _
Univet ity of Rajasthan, Jaipur
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Knowledge Management and Learning Organization

Subject Code: MGME04 V Credits: 04

Objective: The course has been designed keeping in mind the specific need of human resource managers
to understand and appreciate the coneept and application ol Knowledge Management and Learnung
Organizations and various dimensions ol such decisions i an organization, It also aims to equip students
with knowledge, skill and competencies to manage efliciently and effectively,

Contents

Learning Organization - Concept of Learning Organization, Need for Learning, Organizationat Learnirf:
A Capabilives-Based View, Learning Tools and "Techniques (Systems Thinking. Benchmarking and  Process
Mapping), Measurig Learning: The Inteltectual Capital, Architecting a Learning Organization

Knowledge Management-  Introduction, Mceaning ol Knowledge, Components  (Data,  Information.
Knowledge, Wisdon),Organizational Knowledge Mapping Techntques, Knowledge Lile Cyele, Value ol
Knowledge, Global Knowledge Economy, Knowledge-Based Competition

Strategies amdd Applicatton - Knowledge-Creaton and Acquisiion Processes, Developmg Knowledge
Management Framework, Knowledge Management Svstems, KM Strategies, knowledge and Culture,
Knowledge  Mceasurement  (Framework and  Fechoiques),  Implementation  Barriers,  Recent "Fools 1
Knowledge Management and Intelligent Support Systems, Intellectual Capital

Cases
Relcrences
fo Carla O'Dell and Ulliott, Knowledge Management, MeGraw Hill

2. Shelda, Knowledge Manmgement, Wiley

5. The Learming Organnisaton, The Econonnst Intelligence Uni, Orient Longman
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Strategic HRM

Subject Code: MGMFO05 Credits: 04

Objective: Thie course has been designed keeping in mind the specilic need ol human resource managers
to understand and appreciate the coneept and application of Human resource management to gain
compelilive advantage and various dimensions ol such decisions i an organization. It also aims to equip
students with knowledge, skall and competencies to manage clliciently and clfcctively.

Contents

Introduction- Mcaning, Need, Importance, Linking HR Strategy with Business Strategy, Strategizing HR
Processes (Reerutiment and - Retention, Traiming and  Development,  Performance  Appraisal and  Compensation
Maagementy, Gaming Competfive Advantage through HR, VRIO Framework

Manestation of HR Strategics - HR and Change Management, HR and OD Interventions (General OD
Compelencies, O Skills, Designmg O Interventons - Personad, Team, Intergroup and Systems, Fvaluation, Future ol
O, Human Side ol Mergers and Acquisitions

Ivalwating the HR Fuuction - Scope, Importance, 5 C Modcel, HR Scorecard, Challenges in Evaluating
HR Impact

Casces

References ,

1. Jellrey, Strategic Human Resource Managenent, Cengage

2. Tamya Agarwal, Strategic Human Resource Management, Oxlord
3. Greer, Strategic Himan Resource Management, Pearson

s
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Counscling Skills for HR Managers
Subject Code: MGMFO6 Credits: 04

Objective: The course has been designed keeping in mind the specific need of human resource managers
to understand and appreciate the concept and application of counseling and various dimensions ol such
activilics m an organization. Hoalso anns (o cquip students with knowledye, skill and competencies to
manage clheently and ellectively.

Contents .

Introduction - Meaning, Significance, Features of Good Counseling, Historical Fvolution, Approaches to
Counscling (Psychoanalysis, Behaviorisin, Humanisim), Objectives, Process ol Counseling (Beginning (o
Termination o Follow Up), Counscling Knowledge, Skills and Attutude, Dimensions of Counscling,
Basics ol Counscling

Organizational Apphication - Changing Behaviors, Techniques ol Counseling, Role Conthets of Managers
and Counscling, Application ol Counseling i Spectlic Organizational Situations (Dealing with Problem
Subordinates, Performance Management, Absenteeism, Lmployee Exit, Emplovee Retention, Stress
Management through Counseling, Change Management, Alcoholisin and Other Behavioral

Problems). Filies in Counseling, Fvaluation of Counscling

Cases

References

1. Kavita Singh, Counsclhng Skills for Managers, PHI

2. Prennar Kapoor, Counsclling and Negotiation Skills lor Managers, Dream-tech Press
3. AlokSatsangt, Counsclling Skills for Managers, Laximi Publishers



International HRM
Subject Code: MGMF07 Credits: 04

Objective: Tiie course has been designed keepimg m mind the spectlic need ol luman resource nanagers
10 understand and apprecrale the conceept and application ol counseting and vartous dimensions ol such
activities in an organization. It also anms to equip students with knowledge, skill and competencics to
manage clhicienthy and elfectively.

Contents
Introducton o IHRM - Mcanmg, Scope, Reasons [or going global, Dillerence between domestic HRM
ad THRM, Forces ol change and Global work environment, Challenges

Orgamzational dynamics and THRM, Role of culture m IHRM, Culture and employec management
ssues, Orgamzaton processes i JTHRM, Linking HR (o mtermatonat operations

Issucs and Challenges i Internationad Reeruitiment, Sclection and “Fransfers, International Traming and
Development

Issues and Challenges in International Performance Apprasat and Compensatton Management

Global HR Issues ~ Re-entry and carcer issues, Standardization and adaptation of work practices, HR
imphications lor language standardization, HRM in host country context, Momnitoring HR practices of
Host subeontractor

Casces

References
L. Peter ] Dowling and Damce E Welch, International HRM, Cengage Learmng
2. Ashwathappa, International HRM, TMH

Dr. Reg T
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Investment Management and Securities Analysis

Subject Code: MGMGO1 Credits: 04

Objective: The course has been designed keeping m mind the specific need of finance managers (o
understand and appreciate the concept and apphication of Investment managenent and scourity analysis
and vanous dimcensions of such decisions and analysis mn ane organization. It also anms (o cquip students
with knowledge, skith and competencies to manage clliciently and cflectively.

Contents
Investment - Nature and scope of myestment analysis, Elements ol Investiments, Avenues of imvestment,
Risk & Return, Savings and Investiment m India-"Fypes, Trends and Lesson

Capital Market - Products, Regutatons, T'rends in Primary and Sccondary market, Role of Intermediaries
and Share Market Index

SEBI guidehnes on pubhe issue, Terminology, Prvate Placement, Bid and Book Buwlding, Trading
Mechamsim, Listing ol sccunity, Depository & Depository Participations

Technieal Analysis, Fundamental Analysis - Thicory, Review and Assessment

Recent Developmenis m Indian Stock Market, Investors Protection -

Inoducuon w Portdolio Management, M;u‘km\'ilz, LEVMH, APT. Evaluaton ol Portlohio Model
Cases

References
L. P. Pandian, Security Analysis and Portlolio Management
2. Cheney and Muses, Fundamentals of Investments, Paul, New York

3. Madhumati and Rangrajan, Investment Analysis and Portlolio Management

Platens alput
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Marketing of Financial Services

Subject Code: MGMG02 Credits: 04

Objectuve: The course has been designed keeping i mund (hie specilic need of lnance mautagers 10

understand and appreciate the concept of Furancial Services and various dimensions ol managin
[nancial decisions inan organization. It also ams 10 equip students with knowledge, skill

competencies to manage clliciently and ellectively.

Contcnts

Concept, Nature and scope ol financial services; Regulatory [ramework Tor [inancial services: Recent

trends i marketing ol financial services

Marketmg of Capital Market Products, Pricing Slmlq,us, Marketng and Branding of Banking an
Insurance Products

Financial Services- Leasing and Hire Purchase; Debt Securitization; housing linance; Credit Rating;

Credil cards- Process, Fyahmation and Docnmentation

Markenng and "Types of Mutual hinds; Comparison, Pricing and Promotion Strategtes, Creation ol

IFmancial Brand. Veoture Capital

Evaluation ol M&A and other Strategic Options
Cases

References

L MY Khan, Financtal Services, Tata MceGray
2. Agashe, Financeral Serviees Market and Regulations, Himalayva
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Behavioral Finance

Subject Code: MGMGO03 Credits: 04

Objective: The course has been designed keeping in mind the speeilie need of linance NIANAZCrs (o
understand and appreaate the concept ol Behavioral Financial and various dimensious ol Behavioral
Finance m managerial decision making in an organization. It also amys (o equip students with knowledge,

> ) I "
skill andt competencies to manage cllicicntly and cltectively.

Contents

Concepts of Behavioral Fimance, Assumptions, Tyvpes ol Investors, Elements and Causes ol Behaviors,
Factors Alleeting Behavioral Finance, Type ol Belhavioral Biases- Over Conlidence, Loss Aversion,
Anchoring, Diversification, Disposition Efect, Herding, Optimism, Narrow Framing.

Conventional Finance Vs Behavioral Finance, Theories of Behavioral Finance- Human Inlormatics,
Processing Arbirage, EMIL, Anomalics

Behavior Finance & Tndian Investors, A real time assessment of investors regarding their behavior durmy
bullish, bearish, near miss opportunity and alternate opportunity

Cases

References
1. MM Sulphey, Behavioural Finance, PHI

2. Willtaun Forbes, Behavioural Finance, Wiley
2 Suchita Singlr and Shilpa, Behavioural Finance, Vikas Publishing
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Fmancial Institution Management
Subject Code: MGMGO4 Credits: 04

Objective: The course has been designed keeping in mind the specilic need of linance managers 10
understand and appreciate the concept of Rural Finance and various dimensions of managing hnancial
products specific to rural arcas. Tt also aims to equip students with knowledge, skill and competencies to
manage clhiciently and cllectively.

Contents

The Role and Importance ol Financial Institutions in India, Types, Policy, Performance
Development Banks, Role ol Development Banking in Industrial Financing in India
Strategy and Growth Assessment

Bankmg Law and Regulation, Provisions ol RBI's ()])C ations, Monectay Policy, Management and
Operations of Fiancial Institations m India

Lvaluation ol Investment Banks in India, Role ol Financial Institutions in Social Development of India

'L, FIIS, Funding by VC
Cases

References _

1. Bhalls, V.K.; Indian Financial System, Delhi, Anmol Pub. Pvt. Lid., 1998.

2. Dougall, Herbert I and Gaumnitz; Capital Markets and Institutions, Englewood Clills, New Jersey,
Prentice Hall Inc., 1980. _

3. Hempel, George H and Yawitz, Jess B Fimancial Management ol Financial Institutions. Englewood
Clfs, New Jersey, Prentice Hall Inc., 1977,

I. Kanc, Joseph AL Development Banking: Toronto, Lexington Books, 198 1.

50 Rose, Peter S, and Fraser, Donald R Financial Insttutions. Ontario, Irwin Dorsey, 1985,

Dr. Registral
cademic _
iy t\f Rajasthan, Jaipur
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Indian Financial System

Subject Code: MGMGOH ‘ Credits: 04

Contents

Concept. Fvolution ol Indian Financial Svstem since ancient - India, Leamings [rom Kautalaya's
Arthshiastra

Intermediation, organization and operation ol Indian Financial System

Regulatory Framework for Indian Financial Svstem- Institutions, Instruments and Development

Role ol Poliey Inttatives and Government Interventions, Lmergence of Industrial, Conmrerciad and
Trade Finanee Bodies

Fvaluation of Linkage with Global System, "Terminologies, Interface, Payment Gateway and Channels
Rural Finance- BC, Micro and Indigenous Systeny, Rclbnns in I'iancial System: The unlmished Agenda
Assessment Government Imtiatives- MUDRA, MSMIL

Cascs

Refcrences

[. Indian Financial Svsiem- Pathak, Pearson Educatuon-2003

2. Iidian Francial Svstem- Macluraqyu- Vikas Publislung House -2008
3. Indian Financial System- Khan, "Tata McGraw-Hill -2004
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Commodity and Derivative Securities

Subject Code: MGMGO6 ' Credits: 04

Objective: The cowrse has been designed keeping in mind the specilic need ol linance managers to
understand and appreciate the conceept of Commodity and Dertvative Securities and various dimensions
ol managerial nanciat decisions related o commodity and derivatives in an organization. It also amms (o
cquip students witli knowledge, skill and competencies to manage clhiciently and cffectively.

Conlents '

Introduction o Derivatives Market - Fxchange traded markets, over the counter markets, Types ol
traders - hedgers, speculators and arbitragers, Forwards, [utures, options, swaps and other derivative
contracts

Overview of Indian derivatives market, Financial & Commodity Mechanies ol Futures and Opuons
Markets - Background, Contract specilication, Lxchange clearing, Sctlenent and margins system, Types
ol traders and (vpes ol orders, Regulation, taxation.

Pricing Dertvatives - Investment assets v/s consumption assets, short selling, Forward price ol an
imvestiment asset, valuing lorward contracts, Futures price of stock indices, [orward and [utures contracts
on currencics, lutures on commaoditces, nterest rate futures, cost of carry model, Propertics ol Stock
Option prices, upper and lower bound lor option prices, put call partty relationship, Pricing options:
Black and Scholes model, Bimomial model.

Trading Strategics involving Futures, Options and Swaps: Hedging strategies using [utures, basic option
trading strategics, Spreads and combination strategies, Workmg ol Future Options and Swap option

Derivatives Mishaps and learning: This unit covers some cases which experienced spectacular losses m
dervatives market and the lessons that can be learned lrom theny

Cases

References

1. Hull, Opuions, Futures and Derivatives, Pearson
2. Gardaer, Future and Options, Macnulhan

3. Gardner, Dervatives, Macmillian




Consumer and Retail Finance

Subject Code: MGMGO7 ' Credits: 04

Contents
Concept, Types and Needs of Consumer & Retail Finance, Need Assessiment and Docunentation

Product- Features, Comparison, Morlgage, Home, Personal and Educational Loan, 1LAS, TAP
Assessment of Process

Pricing- Open Price, Mark-Up Price, Pscudo Price, PLR

Placement- Standatone. Contbo and Cross Placement, Promotion and Placement. Branding,
Ladorsement

Institution- Banking, NBIC, Insurance, Mutual Funds
Disttbution- Channel Partner, Boutique, Anchor, DSA, Online, L-distribution, POP, POS
Lvaluation- Pay Back, ROI, ML, Charge and Collateral, Recovery Mechanism

Chient Acquisition and Retention Strategy

Dr. RegPH

scademic” .
‘ C, . asinan, Japur
Unmiv iRy
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Management of Agro and Rural Based Industries
Subject Code: MGMHOI | T'otal Credits: 04

Course conlents

Concept. Nature, Scope and Types ol Agro Based Industrics, Chiaractenstics and Signilicance of Agro
Based Industrics,Chotee of Agro-based Industrics, Problemis relating to location and size, Growth of agro
based mdustiv, Innovation,Classification, New models, Product Development. Planning marketing
iy, Choices ol appropriate technology for development ol rural industries, Manpower Development for
Rural Industries, Quality and Reliability of Rurat Products, Importance & role of ABL i the econoniice
development of India

Financmg to Agriculture sector (Overview, Challenges, Opportuntties, Demand side of AF, Supply side
ol AF)

SWOT Apalvsis ol ABIs m Indi Trends m Agricultural Marketing,  Agrienltural products, Aggo
processing sector nn India, Food processing sector, APMC Act, Future seenarios, Methiods of Sales of
agricultural prochrets, Agents and Marketing Agencies, Conunodity Markets and Trading

Gandliian approacli 1o Rural Industrializatuon, Rural Entreprencurship, Rote in Rural Industrialization,
Government policies & incentives {or Agro Based Industries, Staie Govt. policies incentives & Factlitics
for promotion ol ABI challenges & opportunities, Use of biotechnology in ABIs

Casces

Relerences :

L. Problems of Development of Thibal Arcas : S.G.Dcogaonker

2. Rural :Planming of once country : Black JolhmDonald, Vestocott

3. Rural Organization, Agriculture series and Job Opportunities in Agriculture; Un. Fea.

I Management Rescarch Method for Agricultural, ; Aganwal abd Heady

5. Agrtcubtural Decision Analysis Jack R. Anderson Johnt .Dillon and Brian Hacdaker -
6. Agricultural Bargaining Power :George W.Ladd '

Dr. Régistral
Academic

f Rajasthan, Jaiput
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Rural Credit and Finance

Subject Code: MGMHO02 ' Total Credits: 04

Coursc contents
Understanding Rural Finance, Present siturational overview, MDG Challenges, Perspective ol raral
[mance., Rural Agriculiure finance (Sources, Understanding rural client and their linancial need), Financial

Serviee needs

Finaneral Tnclusion (Understanding , Objectives , Opportunity ,Contemporary models and  recent
experiment), Theory of hree pillars,New Banking Paradigi, Bank initiatives and Challenges, Finzureral
Lxclusion (Understanding , Causes), Importance of financtal Iiteracy

Microlmance Models.Co-operatives operation and reforms , PACS Micro Insurance ~Benefits and
Challenges, Commercial bank (Policies and Objectives before and aller nationalization of banks), Branch
cxpansion poliey and  programs,imergence of RRBs policy (Objectives , Functions , Progress and
Achievements), Role ol Pavient Banks in Rural Eeconomy, MUDRA Bank, CGTMSIE, Micro Finance

Financial management ol rural mdustries, Fools ol Fmancial analysis and control, Financial forecasting and
budgeting, Mcthods of raising rural credit,Control ol mvestment in receivables and inventorics

Cases

References:

1. Translormation ol Agriculture : G.B.Singh

2, Management i Agricultural Finance :5.C Jan

3. Producton Credit Management in Changing Agnceulture : Desal and Desal
1. Capttal and Finance m Agriculture :UN,UEDD -

5. Agriculture Finance :Murmay and Nelson

6. Agricultural Price Analysis :Geoflrey 8. Shepherd




Rural Project Planning and Management
Subject Code: MGMH03 . ' Total Credits: 04

Coursc Content

Definition of Project - A Systems Model for Development Projects, Importance of Project Approach to
Rural Development - Need for and Scope of Project Management, Project Planning and Management
Cycle

ZOPP methods, Genesis, Concept, Project Cycle Management, Participatory Project Cycle
Management

Concept of Planning, Situational analysis and Identification of Needs, Participatory methods, Project
strategy,Preparation of plan, Logical Framework Analysis: Concept, Basic Principles, Steps in
Constructing a Logical Framework

Environment for Project Identification - Basic Steps i in Project Identification Selection of Project Size,
Location and Technology, Pre-feasibility Brief

Aspects of Rural Project Appraisal — Social Benefits, Community Development and Feasibility
Assessment.

Sensitivity Analysis in Rural Projects, Role of NABARD, SIDBI and Assessment of IRDP.

References:
1. Report of Ministry of Rural Development, Gov mlmuu ol India.
2. India Annual Issue, DAVP Publication.

3. Reports ol Various Conunittees setup by Governiment of India.
1 p by
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Rural Society and Polity in India

Subject Code: MGMHO04 Total Credits: 04

Course Contents .

Understanding Rural Arcas and Rural Development: What is rural arca, Definition of urban arca,
Statwtory towns, Census town, urban agglomeration (UUA), out growths (OGs), Mcthodologies 1o detine
rural, and Criteria for distingwmshing the rural soctal world [rom the urban social world, what 1s rural
development.

Rural societv in India: Social dilferentaton and stratfication of rwral socicty, Indological Perspective,
Structural- Functional Porspective, Marxian  Perspective, Subaltern Perspective, Non- Brahmanical
Perspective, Jagmant System in Rural Society.

Concept of development, social justice & weaker sections of society: Meaning ol Development, coneept
ol underdeveloped-developing and Third World countries, Delmmg social justice, types, weaker sections
ol the society, Basis for identifying weaker sections of society

Social exclusion & Social capital: Delinition and mubtidimensionahty of social exclusion, active and
passive exchision. Tvpes of Capital, Sources and Dimensions of Social Capital ol Social Capital.

Growth with cquity and inclusive growth: Understanding the concept of growthy, Fquity: concept and
meaning, gender equity, factors mlluencing equity, growth versus equity, Concept ol melusive growth.

Gender and development: Differences related to sex and to gender, Women's triple roles, Gender
needs, Women in Development (WID) and Gender And Development (GAD).

References

I, A R.Desal ‘Rural Sociology in Bidid® Popular Prakashan

2. B.D.Chattopadhyava, *Fand System and Rural Society in Farly India’, Manohar Publications

3. David L. Brown and Kai A, Schallt, ‘Rural People and Communities i the 215t Century: Restlience and
Transtformation, Polity Press publications
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Management of NGOs

Subject Code: MGMHO05 Total Credits: 04

Contents :
Theortes of NGO Management, Problems of  Accountability, Transparency and
Governance, Concepts of Community and Social Capital,Context of*Civil Society”

Typology of NGO and NGO Activity, NGO Activities in PoliticalAdvocacy, Policy
Change  and  Development, NGO Relations  with  Commumitiesand — Grassroots
Organizations Government, Donors and Philanthropic Agencies,Analysis of NGO Roles
as Project Implementers, Technical AssistanceProviders, Intermediaries, Partiers, and
Advocates '

NGO Tegal and Regulatory Framework, Accountability to Donors, Governments
Stakcholders, NGO Organizational Design, Human Resource for NGOs, Strategies for
NGO Growth, Fundraisme andIncome Generation Strategies and Practices

Management of Development and Social Sector. Projects,Dealing with Commuty
Pressures, and Local Cultural Issues,Use of Informaton Technology in Managing NG Os

References .

. Blakely, ., & Bradshaw, T, K. (2002). Planming local developmcent: Theory and practice (3rd cdl).
Now Delhi: Sage.

2. CAPART. (1999-20009). Prayas case studres of NGO success o nurabdevelopmment. New Delhi
CAPART.

3. Chandra, P. (2005). NGOs i fndia: Role, guidelmes & performanccapprasal. New Delhi: Akansha
Publishing house. :
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London: Routledge.
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Natural Resources Management

Subject Code: MGMHO6 Total Credits: 04

Contents

Land Resources

Land Use Patiern, Changes in Land Use Pattern, Factors Influencing Chianges in Land Use Pattern,
Biceding Lands - Lxploitation, Soil EFrosion, Desertification, Degradation - Soil, Salinity, Alkalinity and
Pollution, Indigenous knowledge Systems for Management of Land Resources - Morsture Retention, Soil
Fertility: Managenient. Cropping Patterns, Lifects ol Modern Agnicultural Practices on Land  and
Frvironment. Nutrient Management, Integrated Pest Management, Non-pesticide Management

Management of Land Resources, Sotl conscrvation: Concept, Mcthods and Practices, Application of
Geographic Information System for Management of Land Resources

Walter Resources

Surface Water and Ground Walter Resources - Potential and  Utllization, Problems i Water
Management - Depletion of Water Table, Water Loggmg Soil Salimity and Alkadinity in Irmigated Lands,
Transmission Losses, Governance Issues i Water Sector, Susiainable Use ol Water for rrigauon gu
Inchian Agricultine, Natonal Water Poliey, Tvpes of hrrigation, Sources of Trrigation, Major, Medium and
Minor Imgation Syvstems - Water Conservation Technologies m Agriculture - Micro Irrigation Systenis,
Drip and Sprinkler Irrigation '

Progress ol Micro Irnigation i India- Issucs and Constraints, Principles of Integrated Water Resources
Management

Forest Resourcees

Forest resources m India, hoportmcee of Forestry, Interface between Forestry and Rural Developnient,
Fypes ol forests, Bleeding Forests - Coneept, Meaning, Factors Responsible for Bleeding Forests, Lithno
Forestry - Concept. Indigenous Systems for the Management of Forest Resources, Sustainable Forestry -
Concept and Strategies, Social Forestry - Concept and Modcls

Participatory Forest Management - Jomt/ Commmunity Forest Management Program, Scope, Objectives.
Activities and Impact, Protection of Forests, Collection, Preservation, Storage, Grading and Marketing of
Non-Timber Forest Produce
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