BA4103 MANAGERIAL ECONOMICS LTPC
3003

COURSE OBJECTIVE:

> To introduce the concepts of scarcity and efficiency; to explain principles of micro economics
relevant to managing an organization; to describe principles of macroeconomics to have the
understanding of economic environment of business.

UNITI INTRODUCTION 9

The themes of economics — scarcity and efficiency — three fundamental economic problems — society’s
capability — Production possibility frontiers (PPF) — Productive efficiency Vs economic efficiency —
economic growth & stability — Micro economies and Macro economies — the role of markets and
government — Positive Vs negative externalities.

UNIT Il CONSUMER AND PRODUCER BEHAVIOUR 9

Market — Demand and Supply — Determinants — Market equilibrium — elasticity of demand and supply —
consumer behaviour - consumer equilibrium = Approaches to consumer behaviour —Production—Short-
run and long-run Production Function — Returns to scale — ecenomles Vs diseconomies of scale —

Analysis of cost — Short-run agd long -run cosﬁfunctroh Relatlon betWaen Production and cost function.
UNIT I PRODUCT ANDFFACTOR MARKET ;- 9
Product market — perfect and; imperfect market = dlfferent market structures — Firm's equilibrium and
supply — Market effi iﬁﬁnc\’ -Econt mic costs of imperfect, cempetlﬁon —factor market— Land, Labourand
capital — Demand, a d s(.IppIy»- determination of factor, phce “Intéractlon of product and factor market —
General equilibriimand efflcigncy of competitive markets .__:ﬁ

UNIT IV PERFORMANOE OF AN ECONOMY: — ACRO ECONOMICS 9
Macro-economic aggr gates-—: ,|rcufar flowof macroeconomi y— National income determination
—Aggregate de dand supply Macroeconomic. equlllbrlum "iC' mpenents of aggregate demand and
national incon ltiplier effectt— Demand smie managetﬂant— scal policy in theory.

UNITV AGGREGATE SUPPLY AND THE ROLE OF MONEY 9
Short-run and Long-ruin supply curve ~Unemploymeént.and its impact — Okun s law — Inflation and the
impact — reasons forinflation — Demand Vs Supply factors —Inflation Vs Unemployement tradeoff —
Phillips curve —short- rih and lapg-run =Supply. side Policy and management- Money market- Demand
and supply of money.smoney- -market equilibrium and national income — the role of monetary policy.

b, TOTAL: 45PERIODS
COURSE OUTCOMES:
» Tointreduce the concepts of scarcity and efficiency;
> 2.To e)qoialn principles of microeconomics relevant to managing an organization
» 3.Todescribe, principles of macroeconomics
> 4. To have the understanding of economic ‘environment of business:
> 5. To study.aboutthe policies that regulate economievariables:

REFERENCES:

1. Paul A. Samuelson, William D. Nordhaus, Sudip Chaudhuri and Anindya Sen, Economics,
19th edition, Tata McGraw Hill, New Delhi, 2011

2. William Boyes and Michael Melvin, Textbook of economics, Biztantra, 7 th edition 2008.

3. N. Gregory Mankiw, Principles of Economics, 8 th edition, Thomson learning, New Delhi,2017.

4. Richard Lipsey and Alec Chrystal, Economics, 13th edition, Oxford, University Press,
New Delhi, 2015.

5. Karl E. Case and Ray C. Fair, Principles of Economics, 12th edition, Pearson, Education
Asia, New Delhi, 2017.

6. Panneerselvam. R, Engineering Economics, 2 nd Edition, F' k.earning, 2014.
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REFERENCES :

1. N. D. Kapoor, Elements of Mercantile Law, Sultan Chand and Company, India, 2017.

2. P. K. Goel, Business Law for Managers, Biztantatara Publishers, India, 2017.

3. Akhileshwar Pathak, Legal Aspects of Business, Tata McGraw Hill,, 6th Edition 2018.

4. Ravinder Kumar, Legal Aspects of Business, New Delhi: Cengage Learning, 4 th edition, 2016.

5 Sinha P.K, Dr. Vinod Singhania, Text Book of Indirect Tax, Taxman Publication, New Delhi

6. Taxmann, GST Manual with GST Law Guide & Digest of Landmark Rulings, 11th Edition, 2019

7.P. P. S. Gogna, Mercantile Law, S. Chand & Co. Ltd., India, Fourth Edition, 2015.

8. Dr. Vinod K. Singhania, Direct Taxes Planning and Management, 11 th, 2007.

9. Richard Stim, Intellectual Property- Copy Rights, Trade Marks, and Patents, Cengage Learning,
15 th edition 2017.

10. Daniel Albuquerque, Legal Aspect of Business, Oxford,2 nd edition, 2017

11. Ravinder Kumar— Legal Aspect of Business.— Cengage Learning, 4 th Edition-2016.

12.V.S. Datey, GST Ready Reckoner, 9 th edition, 2019

BA4106 . LTPC
_ 3003
COURSE OBJECTlV‘ 2y 4 »” 2 3
> To understandithe |mpqrta e of informatioh in bu 'na;s __,ﬁ—":- i
> To kn}w aboqi ther enﬁuﬁfﬁrmatlon systems and'tech wlogies. | -
E L““ e -_:"‘_- . J rl——— G _.Ii=
UNIT [INTRODUCTION SRR 9

Data, Informa?ldn lnfd[matlo@sgz-stem evolution, types based on functlon$and hierarchy, Enterprise and
functional information systems ] o !

I
UNITII SYSTEM ANALYSIS AND DESIGN | 10
System development! methodolagies, Systems Analysis: and 0951gn Data flow Diagram (DFD),
Decision table, Entity Relationship (ER), Object Oriented Analysisiand De_51gn(OOAD) UML diagram.
UNIT IlI DATABASE MANAGEMENT SYSTEMS 8
DBMS - types.andevolution, RDBMS, OODBMS, RODBMS; Pata warehousmg, Data Mart, Data
mining.

Pl M bls s AN =)
UNIT IV b lNTEéR"ATED SYSTEMS, SECURITY AND CONTROL ™" 9
Knowledge based.decision:supportsystems; Integrating sociakmedia.and.mobile technologies in
Information system, Security, IS Vulnerability, Disaster Management, Computer Crimes, Securing the
Web.

UNITV NEW IT INITIATIVES 9
Introduction to Deep learning, Big data, Pervasive Computing, Cloud computing, Advancementsin Al,

loT, Block chain, Crypto currency, Quantum computing
TOTAL : 45 PERIODS

COURSE OUTCOMES: : W)O
1. Learn the basics of data and information system.
2. Understand the system development methodologies. c/ pAL
3. Understand database management system and its types. AJAH COLLEGE
4. Learn the various technologies in information system and its seH'&KtNUN'R B “J\, oGY
5. Gains knowledge on effective applications of information systems inBisihEss P ”]8 506.
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COURSE OUTCOMES:

Identify the concepts of financial decision of an organisation

Recognize the time value of money

Learn the capital budgeting and cost of capital techniques

Understand how to decide the decision of capital structure and distribution of dividend
Assess the short-term and long-term sources of finance

arLN=

REFERENCES :

1. | M. Pandey Financial Management, Vikas Publishing House Pvt. Ltd., 11th edition, 2018

2. M.Y. Khan and P.K.Jain Financial management, Text, Problems and cases Tata McGraw Hill, 8th

edition, 2017.

AswathDamodaran, Corporate Finance Theory and practice, John Wiley & Sons, 2011.

James C. Vanhorne —Fundamentals of Financial Management— PHI Learning,13th Edition,

2014.

3. Brigham, Ehrhardt, Financial Management Theory and Practice, 14th edition, Cengage Leaming
2015.

4. PrasannaChandra, Fmancn%j Management, 9th edition, TataMcGralell 2017.

5. Srivatsava, Mishra, Flnaréci anagement Oxford Unlversﬂy Prqss 2012.
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COURSE OBJECTIVE ' 4 3
> To provide K Medg&abaut management issues relatedftarstafflng‘,_ training, performance,

compensat_i,_l umapfagtorscenszderatlonanid oMpllahe’d*mth umariiresource requirements.

|
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UNIT | PERSPECTIVE’S IN HUMAN RESOURGE M 'AGEFJIE — 9
Evolution of human résourcé management — The lmportance of the hu}nan éapntal Role of human
resource manager —Challen@&s for human-resolrce managers - trends in Human resource policies —
Computer applicationsin human resource:management=Human resource aceounting and audit.

L .
UNITII HUMAN RESOURCE PLANNING AND'RECRUITMENT 9
Importance of Human Resource Planning - Foreeasting human resource requirement —matching supply
and demand - Internal and. External sources- Organizational Attragtion-. Recruitment, Selection,
Induction and Socialization- Theeries, Methods and Process.

UNIT Il TRAINING AND DEVELOPMENT 9
Types of traifiing ‘methads —purpose- benefits- resistaficé, Executive development programme —
Common practlces Benef‘ts Selfdevelopment — Knowedge management

SN e i 3 5 ————— e eRis
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UNIT IV EMPLOYEE ENGAG EMENT 9
Compensation plan — Reward — Motivation — Application of theories of motivation — Career management
— Mentoring - Development of mentor — Protégé relationships- Job Satisfaction, Employee Engagement,
Organizational Citizenship Behavior: Theories, Models.

UNITV PERFORMANCE EVALUATION AND CONTROL 9
Method of performance evaluation — Feedback - Industry practices. Promotion, Demotion, Transfer and
Separation — Implication of job change. The control process — Importance — Methods — Requirement of
effective control systems grievances — Causes — Implications — Redressal methods.

TOTAL: 45 PERIODS

COURSE OUTCOMES: '\ w
Students would have gained knowledge on the various aspects of HRM O\ o~
Students will gain knowledge needed for success as a human resources professioaﬂmclPAL
Students will develop the skills needed for a successful HR manager EGE
Students would be prepared to implement the concepts learned in the work§lddUNIRAJAH COLLEGE
Students would be aware of the emerging concepts in the field of HRM OF TECHNOLOGY

T.N. PALAYAM (P0)-638 506.
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BA4207 MARKETING MANAGEMENT LTPC
3003

COURSE OBJECTIVES:
» To understand the changing business environment and the fundamental premise underlying
market driven strategies.
» Toidentify the indicators of managementthoughts and practices.

UNITI INTRODUCTION 9
Defining Marketing — Core concepts in Marketing — Evolution of Marketing — Marketing Planning Process
- Scanning Business environment: Internal and External — Value chain — Core Competencies — PESTEL
- SWOT Analysis — Marketing interface with other functional areas — Production, Finance, Human
Relations Management, Information System — Marketing in global environment — International Marketing
- Rural Marketing ~ Prospects and Challenges.

UNIT I MARKETING STRATEGY 9
Marketing strategy formulations — Key Drivers of Marketing Strategies- Strategies for Industrial Marketing
— Consumer Marketing - Sepviceés marketing — Competition Analysis — Analysis of consumer and
industrial markets - Influence of Economic and Behaworal Factors - Strategic Marketing Mix
components. ég - i NIV E N F
UNIT Il MARKETING' Mlx BECISIONS L 9
Product planning arld devejopment —~Product life cycle = New prnduct De\felapmem and Management —
Defining Market S’egmenfﬁtmﬁv——ffargetmg and Positioning = Brand Positioning and Differentiation —
Channel Management Mana ing Integrated Marketing Channels SiMariaging'Retailing, Wholesaling
and Logistics — Advertismg aﬁd&SaIes Promotions — Prlcmg Objectlv olicies and Methods
o g .
UNIT IV BUYER BEHAVldUR e

9
Understanding' Industrial andCo me_r@tgy,er Behawor—lnf[ue g‘igaprs Buyer Behaviour Models
— Online buyer behaviour J»vﬁl-_uﬂi d r

d measuring cusfo er sati fgﬁlon — Customer relationships
management'= Oust@;ner acquisﬂlon ﬁetalnlng‘ Defectlon ‘Creat g-L’ gg Term Loyalty Relationships.
@% r ‘
UNIT V MARKETING' RESEARCH & TRENDS IN MARKETING 9
Marketing Information System'= Marketing Research Process — Concepts and applications: Product —
Advertising — Promotion'— Consumer Behaviour — Retail research = Customer.driven organizations -
Cause related marketing = Ethicsiin marketing — Online marketing trends - social media and digital
marketing : . '
TOTAL: 45 PERIODS
COURSE OUTCOMES:
1. Applied knowledge 'of'don'temporary marketing theories to the demands of business and
management practice:
2. Enhanged knowledge of‘marketmg strategies for constmerand industnal marketing
3. Deep Understanding c of chmce of marketing mix elements and managlng integrated marketing
channels >
4. Ability to analyze the nature of consumer buying behaviour
5. Understanding of the marketing research and newtrends in the arena of marketing

REFERENCES:

1. Philip T. Kotler and Kevin Lane Keller, Marketing Management, Prentice Hall India, 15th Edltlon
2017.

2. KS Chandrasekar, “Marketing management-Text and Cases”, Tata McGraw Hill Education, 2012

3. Lamb, Hair, Sharma, Mc Daniel— Marketing — An Innovative approach to learning and teaching-
A south Asian perspective, Cengage Learning, 2012.

4. Paul Baines, Chris Fill, Kelly Page, Marketing, Asian edition, Oxford University Press,5 th edition,
2019.

5. Ramasamy, V.S, Namakumari, S, Marketing Management: Global Perspective Indian Context,
Macmillan Education, New Delhi, 6 th edition, 2018.

6. A. NAG, Marketing successfully- A Professional Perspective, Macmillan 2008. |

7. Micheal R.Czinkota, MasaakiKotabe, Marketing Management, Vikas Thomson L };d edition
20086.

AL
8. Philip Kotler , Gay Armstrong, Prafulla Agnihotri, Principles of marketing, 7 th ecﬂ 13 oLLEGE
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BA4006 INTERNATIONAL FINANCE
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COURSE OBJECTIVE:
» To understand the International Financial Environment, Management and Risks involved.

UNITI INTERNATIONAL TRANSACTIONS 9
Overview and Evolution of International Finance -Institutions for International Finance -
Internationalization process —International Monetary and Financial System — Balance of Payments —
Exchange rate and money supply — International parity relations —~ Purchasing power parity — interest
rate parity — Forward rate parity.

UNITII MULTINATIONAL FINANCIAL MANAGEMENT 9
Process of overseas expansion — Reasons for cross-border investing — The theory of investment —
techniques of project evaluation - Approaches for investment under uncertainty - FDI — Measuring
and Managing Risk — International M&A — Financial Techniques in M&A — Regulations of M&A in
major countries. : ‘

e _'.1':1
UNIT IlI INTERNATIOi\I;AL MONETARY SY.STEM 9
Introduction to Institutions of: the F?oreign Exohange Interbank Market - Foreign Exchange Spot
Transactions — forward market”—ﬁ Hedgfng and-Speculation -ﬁ-{edgi FX Transaction Exposure -
The EUI’OCLII'I’EI’ICY market ;%lnternatlonal banking — structtife and ’lnstfﬁg%ent% n

UNIT IV BORROWI N"G AND LENDING INTERNATIONAL SOURCES OF. FINANCE 9
Bond Markets of var[eus countr}es — Fixed and floatmgI rate notes*i‘-*Symdleathoans — Syndicated
Eurocredits — ADR — GD Managl g interest rate risk - Bond pnces“hnd yeﬂs Bond Management
—tools and technlques i

MARKETS
: 9
Country and pOlItICEQISk anaIySIS benef' ts and risks of | mt‘ernatlona! po tfolio mves{ment —assessing
country creditworthiness — fugures mackets and instruments=goption markets and instruments — option
pricing — option prlcmg theoryiin financial risk.assessment : o

UNITV INTERNATIONAL RISK

"TOTAL :45 PERIODS
COURSE OUTCOMES:

1. Learn abotitevolution, processand system of International Finance
2. Identify the concepts ofinternational merger and acquisitions; financial techniques and
reguIationS.

3. Understand about international monetary system

4. Knowing about ADRL.GDR and bond management | )5

5. Explore the learnmg in interhational risk assessment e A
REFERENCES : ' T B
Apte P.G,, International Financial Management, Tata McGraw Hill, 2011.
Jeff Madura, International Corporate Finance, Cengage Leaming, 9th Edition, 2011.
Alan C. Shapiro, Multinational Financial Management, PHI Learning, 5th Edition, 2010.
Eunand Resnik, International Financial Management, Tata Mcgraw Hill, 5th Edition, 2011.
Website of Indian Government on EXIM policy
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BA4009 CONSUMER BEHAVIOR LTPC
3 003

COURSE OBJECTIVE:
»  Tostudyand understandthe consumer' behaviorin-order to effectively utilise the market' potential

UNITI INTRODUCTION 9
Understanding Consumer behaviour - Consumption, Consumer orientation, Interpretive and Quantitative
approaches - Effects of Technology, Demographics and Economy on Consumer behaviour.

UNIT Il INTERNAL INFLUENCES 9
Influences on consumer behavior — motivation — perception — Attitudes and Beliefs - Learning and
Experience - Personality & Self Image.

UNIT Il EXTERNAL INFLUENCES 9
Socio-Cultural, Cross Culture - Famlly group : — Communication - Influences on
Consumer behavior I

UNITIV CONSUMER BEHAV Vi C Y Uy
Traditional and Contemporary Consu béha 10delfor, In ivid al and industrial buying behaviour
and decision making. . )

UNITV PURCHA ] T
Consumer decisionymaki did oI ing'Indian consumers —

COURSE OU’
The'student

1. RamanUJMaJumqu@%ns Imer Bt;#*ﬁv ur - Insnghts from Jndian Ma
2. Leon G.Schiffman and Lesli

edition, 2010. . ; R ; ._— = "

3.Barry J.B,, Eﬂc? H., As umer Behawour ASou IAgﬂl.am Perspective, Cengage
s *é&%ﬁéé H JJ bty 1 Q%

4. Paul Petergét al. kfora dhaf tmlg‘ét ate ll!!c ill, Indian Edition,
7th Edition 20 —
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BA4011 SERVICES MARKETING
LTPC
COURSE OBJECTIVE: 300 3
» To appreciate the challenges involved in managing the services and analyse the strategies to
deal with these challenges.
» To give insights about the foundations of services marketing, customer expectations of services
and gap existing in the service delivery processes and service Quality.

UNITI INTRODUCTION 9
Introduction— Definition— Service Economy — Evolution and growth of service sector — Nature and Scope
of Services—Difference between services and tangible products— Unique characteristics of services—
Challenges and issues in Services Marketing.

UNIT I SERVICE MARKETING OPPORTUNITIES 9
Assessing service market potential — Classification of services — Expanded marketing mix — Service

iR

marketing — Environment and trends — Ser\ncq ‘market segmentation, targeting and positioning.

UNIT 11 SERVICE DESJGN wD DEVELOPMENT 9

Service Life Cycle ~ New semce deVeIopment - Senvice Blue Printing — GAP model of service quality —
Measuring service quality — SERVQUKL Senjvice Qualcty funchon development

=

UNIT IV SERVICE DELNER\% AND' PROM OTION - 9

Positioning of serviceé EJeSIerfgf&erwce delivery System, Service Channe| Pricing of services,
methods — Semc&marketm@ ﬂ'Iangle Managing demand, Managing supply managing Demand
and Supply of Se I'VICB!—-]l"ltegl’a_de Service marketing communication. 5

w o

—ﬁ o il 1 o\
UNITV SERVICE STRATEGI [ES il l - i L B g
Service Marketing. Stréteq:esféfﬂealfp_.—!ﬁfb ﬁahty &Tounsm Fma.npial L'6gistics— Educational —

Ita inmer t 8\ pUDIic utmty Information technique Services
~ i TQTAL 45 PERIODS

Marketing of Online Services zEnt

COURSE OUTCOM ES -
On successful completion of the coursé students WIII beable to:
1. Demonstrate an extended undetstanding of the similarities and differénces in service-based
and physical product based marketingactivities
2. Develop and justifi. marketing pfanmng and control systems approprlate to service-based
activities
3. Demonstrate lntegraiwe knowledge of marketing issues associated with service productivity,
perceived quality; eustomernsatisfactionand loyalty
4. Develop blueprint for the services sector and develop a better appreciation of the necessary
strategies to/create a sejvice excellence.
5. Recognise the challenges faced in services delivery as outlined in the" ser\nces gap model
= g | e W = M =l i e
REFERENCES:
1. Chiristropher H. Lovelock and JochenWirtz, Services Marketing: People, Technology, strategy
Pearson Education, New Delhi, 8th edition, 2016.
2. John.E.G.Bateson, K.Douglas Hoffman, Services Marketing, South Western Cengage learning,
4th Edition, 2011.
3. Kenneth E Clow, et al, Services Marketing Operation Management and Strategy, Biztantra, 2nd
Edition, New Delhi, 2004.
Valarie Zeithaml et al, Services Marketing, 5th International Edition, Tata McGraw Hill, 2007.
Christian Gronroos, Services Management and Marketing a CRM in Service Competition,
3rdEdition, Wiley,2007.
6. R. Srinivasan, SERVICES MARKETING, Prentice Hall of India Private Limited,4th Edition 2014,
New Delhi.
7. Vinnie Jauhari&kirti Dutta (2017), Services Marketing, Text and cases, 2:w)edition‘
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