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1. Preface 

At K.R. Mangalam University, we believe in the transformative power of education. Our 

curriculum is designed to equip the learners with the knowledge, skills, and competencies 

necessary for success in their chosen fields and to prepare them for the challenges of the ever- 

evolving global landscape. The foundation of our curriculum is rooted in a Learning Outcomes- 

Based Curricular Framework (LOCF) that ensures that the programmes are designed with clear 

learning objectives in mind, guiding the teaching and learning process to facilitate learner’s 

growth and achievement. Our goal is to foster a holistic educational experience that not only 

imparts disciplinary knowledge but also nurtures critical thinking, problem-solving abilities, 
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communication skills, and lifelong learning. The curriculum is aligned with the needs of the 

industry and the job market and is flexible enough to adapt to changing trends and technologies. 

It integrates cross-cutting issues relevant to professional ethics, gender, human values, 

environment and Sustainable Development Goals (SDGs). All academic programmes offered by 

the University focus on employability, entrepreneurship and skill development and their course 

syllabi are adequately revised to incorporate contemporary requirements based on feedback 

received from students, alumni, faculty, parents, employers, industry and academic experts. We 

are committed to implementing the National Education Policy (NEP) 2020 in its entirety, and to 

creating a more inclusive, holistic, and relevant education system that will prepare our students 

for the challenges of the 21st century. With the focus on Outcome-Based Education (OBE), our 

university is continuously evolving an innovative, flexible, and multidisciplinary curriculum, 

allowing students to explore a creative combination of credit-based courses in variegated 

disciplines along with value-addition courses, Indian Knowledge Systems, vocational courses, 

projects in community engagement and service, value education, environmental education, and 

acquiring skill sets, thereby designing their own learning trajectory. 

In response to the evolving landscape of higher education and the dynamic demands of industry 

and society, the School of Management and Commerce remains deeply committed to academic 

excellence and the holistic development of its students. Recognizing the need for a more robust 

and future-ready education, the university has introduced an extended four-year undergraduate 

programme that goes beyond the traditional three-year model. This programme offers students a 

comprehensive and immersive learning experience in the domains of management, business, 

finance, and commerce. 

Aligned with the vision of the National Education Policy (NEP) 2020, the curriculum places 

strong emphasis on foundational knowledge, skill development, ethical values, and the cultivation 

of professional abilities. The primary objective is to provide students with a deeper understanding 

of their discipline while enhancing their employability across diverse sectors. 

Understanding that education is a lifelong journey, the four-year programme is designed not only 

to prepare students for successful careers but also to foster adaptability, innovation, and a 

commitment to lifelong learning in an ever-changing global business environment. 

This Programme Handbook serves as a comprehensive guide, outlining the course structure, 

learning outcomes, subjects offered, and evaluation methodologies. Students are encouraged to 

use this handbook as a key resource throughout their academic journey at K.R. Mangalam 

University. 

2. NEP-2020: Important features integrated in the curriculum 

 
K.R. Mangalam University has adopted the National Education Policy NEP-2020 to establish 

a holistic and multidisciplinary undergraduate education environment, aiming to equip our 

students for the demands of the 21st century. Following the guidelines of NEP-2020 regarding 

curriculum structure and duration of the undergraduate programme, we now offer a Four- 

Year Undergraduate Programme with multiple entry and exit points, along with re-entry 
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options, and relevant certifications. 

 

• UG Certificate after completing 1 year (2 semesters with the required number of 

credits) of study, and an additional vocational course/internship of 4 credits during 

the summer vacation of the first year. 

 

• UG Diploma after completing 2 years (4 semesters with the required number of 

credits) of study, and an additional vocational course/internship of 4 credits during 

the summer vacation of the second year. 

 

• Bachelor’s Degree after completing 3-year (6 semesters with the required number of 

credits) programme of study. 

 

• Bachelor’s Degree (Honours)/Honours with Research 4-year with the required 

number of credits after an eight semesters programme of study. 

 

Students who secure 75% marks and above in the first six semesters and wish to undertake research 

at the undergraduate level can choose a research stream in the fourth year. Upon completing a 

research project in their major area(s) of study in the 4th year, a student will be awarded bachelor’s 

degree (Honours with Research). 

 

The advantage of pursuing a 4-year bachelor’s degree programme with Honours/Honours with 

Research is that the master’s degree will be one year duration. Also, a 4-year degree programme 

will facilitate admission to foreign universities. 

S. No. Broad Categories of Courses Minimum Credit 

Requirement for Four Year UG 

1 Major (Core) 80 

2 Minor 32 

3 Multidisciplinary 09 

4 Ability Enhancement Course (AEC) 08 

5 Skill Enhancement Course (SEC) 09 

6 Value-Added Course (VAC) 06-08 

7 Summer Internship 02-04 

8 Research Project/Dissertation 12 

9 Total 160 

2.1 Categories of Courses 

 

➢ Major: The major would provide the opportunity for a student to pursue in-depth 

study of a particular subject or discipline. 

➢ Minor: Students will have the option to choose courses from 

disciplinary/interdisciplinary minors and skill-based courses. Students who take 
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enough courses in a discipline or an interdisciplinary area of study other than the 

chosen major will qualify for a minor in that discipline or in the chosen 

interdisciplinary area of study. 

(Students have multiple minor streams to choose from. They can select one minor stream from 

the available options, which will be pursued for the entire duration of the programme.) 

 

➢ Multidisciplinary (Open Elective): These courses are intended to broaden 

intellectual experience and form part of liberal arts and science education. These 

introductory-level courses may be related to any of the broad disciplines given below: 

▪ Natural and Physical Sciences 

▪ Mathematics, Statistics, and Computer Applications 

▪ Library, Information, and Media Sciences 

▪ Commerce and Management 

▪ Humanities and Social Sciences 

 
(A diverse array of Open Elective Courses, distributed across different semesters and aligned with the 

categories, is offered to the students. These courses enable students to expand their perspectives and 

gain a holistic understanding of various disciplines. Students can choose courses based on their areas 

of interest) 

➢ Ability Enhancement Course (AEC): Students are required to achieve competency 

in a Modern Indian Language (MIL) and in the English language with special 

emphasis on language and communication skills. The courses aim at enabling the 

students to acquire and demonstrate the core linguistic skills, including critical 

reading and expository and academic writing skills, that help students articulate their 

arguments and present their thinking clearly and coherently and recognize the 

importance of language as a mediator of knowledge and identity. 

➢ Skills Enhancement Courses (SEC): These courses are aimed at imparting practical 

skills, hands-on training, soft skills, etc., to enhance the employability of students. 

 

➢ Value-Added Course (VAC): The Value-Added Courses (VAC) are aimed at 

inculcating Humanistic, Ethical, Constitutional and Universal human values of truth, 

righteous conduct, peace, love, non-violence, scientific and technological 

advancements, global citizenship values and life-skills falling under below given 

categories: 

▪ Indian Knowledge system 

▪ Environmental Science/Education 

▪ Digital and Technological Solutions 

▪ Health & Wellness, Yoga education, Sports, and Fitness 

➢ Research Project / Dissertation: Students choosing a 4-Year Bachelor’s degree 

(Honours with Research) are required to take up research projects under the guidance 

of a faculty member. The students are expected to complete the Research Project in 

the eighth semester. The research outcomes of their project work may be published in 

peer-reviewed journals or may be presented in conferences /seminars or may be 

patented. 
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3. University Vision and Mission 

3.1.1 Vision 

K.R. Mangalam University aspires to become an internationally recognized 

institution of higher learning through excellence in inter-disciplinary education, 

research, and innovation, preparing socially responsible life-long learners 

contributing to nation building. 

3.1.2 Mission 

➢ Foster employability and entrepreneurship through futuristic curriculum and 

progressive pedagogy with cutting-edge technology 

➢ Instill the notion of lifelong learning through stimulating research, Outcomes-based 

education, and innovative thinking 

➢ Integrate global needs and expectations through collaborative programs with 

premier universities, research centers, industries, and professional bodies. 

➢ Enhance leadership qualities among the youth understanding ethical values and 

environmental realities 

 

4. About the School of Management and Commerce 

 

The School of Management & Commerce takes pride in its professional and highly 

qualified intellectual capital and its faculty members. The school boasts of its modern 

infrastructure and the latest technology and resources in the field of General 

Management, Human Resources, Finance, Operations, Marketing, Information 

Technology, Economics, and International Business. The school aims at creating 

professionals who are committed to excellence in their personal and professional 

endeavours by adopting the best of industry practices with a keen focus on research, 

training, and consultancy programmes. The approach to pedagogy combines 

fieldwork, case studies, and instrumented feedback with a strong emphasis on 

concepts and theory. 

 

School Vision and Mission 

4 .1 School Vision 

To be a Top Business School in India recognized Globally for Excellence and 

Innovation in Management Education and Research 

4.2 School Mission 

The mission of the Business School is to 

• Nurture, Innovative and Ethical Leaders capable of managing change. 
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• Leverage Technology developing proficiency in students, enabling them 

to thrive in dynamic business models. 

• Foster Research to advance the theory and practice of management. 

• Develop compassionate and socially responsible business leaders. 

 

5. About the Programme 

The Bachelor of Business Administration (BBA) (Honours/Honours with Research) in 

Business Intelligence and Analytics (BIA) programme is designed to provide students with an 

in-depth understanding of data-driven decision-making processes, combining the core 

principles of business administration with cutting-edge techniques in analytics and intelligence. 

In today's data-centric business world, organizations increasingly rely on data analysis for 

strategic decision-making, and this program aims to bridge the gap between traditional business 

practices and modern analytics techniques. 

The programme aims to equip students with a strong foundation in business management while 

integrating advanced analytical skills needed to thrive in today's data-driven world. The 

programme focuses on developing students' ability to analyze complex data, identify business 

trends, and make informed strategic decisions. It seeks to bridge traditional business knowledge 

with modern data analytics, fostering proficiency in using tools like Python, SQL, Excel, Power 

BI, and Tableau for real-world problem-solving. Additionally, the programme encourages 

critical thinking and strategic decision-making, ensuring that graduates are able to leverage 

data for improving business efficiency and driving innovation. By providing hands-on learning 

and practical exposure, the programme prepares students for successful careers in various 

industries where data-driven decision-making is crucial. 

Definitions 

 

• Programme Educational Objectives (PEOs) 

 

Programme Educational Objectives of a degree programme are the statements that 

describe the expected achievements of graduates in their career, and what the graduates 

are expected to perform and achieve during the first few years after graduation. 

 

 

• Programme Outcomes (POs) 

 

Programme Outcomes are statements that describe what the students are expected to 

know and would be able to do upon the graduation. These relate to the skills, 

knowledge, and behaviour that students acquire through the programme. 

 

• Programme Specific Outcomes (PSOs) 

Programme Specific Outcomes define what the students should be able to do at the time 

of graduation, and they are programme specific. There are two to four PSOs for a 

programme. 
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• Credit 

Credit refers to a unit of contact hours/ tutorial hours per week or 02 hours of lab/ 

practical work per week 

 

6.1 Programme Educational Objectives (PEO) 

These are deferred outcomes measured few years after completion of the programme, where 

the graduates of this program will: 

PEO1: Lead teams in a dynamic business environment. 

PEO2: Develop innovative solutions for dynamic business problems. 

PEO3: Contribute to the advancement of management practices and theory by 

conducting research in the relevant discipline. 

PEO4: Integrate sustainability & ethics in decision making ensuring inclusivity and 

compassion. 

PEO5: Practice responsible global citizenship exhibiting environmental and social 

accountability. 

PEO6: Exhibit skills and attitude to be a lifelong learner. 

6.2 Programme Outcomes (PO) 

 

PO1: Apply conceptual, technical and technological skills to solve complex business 

problems. 

PO2: Analyse business problems critically and design creative and innovative solutions. 

PO3: Communicate effectively and negotiate to collaborate, coordinate and lead global 

and diverse teams. 

PO4: Exhibit decision-making ability upholding universal human values, ethics, 

empathy, compassion and righteousness. 

PO5: Practice responsible global citizenship by considering the social and 

environmental impact of business decisions. 

PO6: Demonstrate entrepreneurial and intrapreneurial skills to start their own firms and 

work with ownership in organizations. 

PO7: Imbibe lifelong learning skills for continuous improvement. 

PO8: Contribute to management theory and practice by conducting pure and applied 

empirical research. 

6.3 Programme Specific Outcomes (PSO) 
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PSO1: Applying conceptual knowledge of all functional areas of business management to 

real life business situations. 

PSO2: Analysing business problems based on theoretical constructs. 

PSO3: Communicating effectively to create build & lead teams. 

PSO4: Evaluating alternative solutions and design creative and innovative product and 

process decisions. 

PSO5: Displaying decision making abilities upholding ethics & universal human values. 

 

PSO6: Exhibiting responsibility towards environment, society & governance in all 

decisions and processes. 

PSO7: Demonstrating continuous improvement through lifelong learning. 

 

6.4 Career Avenues 

A BBA BIA degree opens various career avenues across different sectors. Here are some 

common career paths that BBA BIA graduates often pursue: 

• Business Administration: BBA BIA graduates can work in various administrative roles 

within organizations. They may start as management trainees or entry-level executives and 

progress to positions such as business development manager, operations manager, project 

manager, or general manager. 

• Marketing and Sales: Many BBA BIA graduates choose to specialize in marketing and 

sales roles. They can work as marketing executives, brand managers, digital marketing 

specialists, sales representatives, or market researchers. They may be involved in 

developing marketing strategies, executing advertising campaigns, analyzing market 

trends, and managing customer relationships. 

• Finance and Banking: BBA BIA graduates with a finance specialization can pursue 

careers in the financial industry. They can work as financial analysts, investment bankers, 

financial consultants, credit analysts, or risk managers. They may be involved in financial 

analysis, investment management, financial planning, or providing advisory services to 

clients. 

• Human Resources: BBA BIA graduates with a focus on human resources can work in HR 

departments of organizations. They may hold positions such as HR coordinator, 

recruitment specialist, HR generalist, training and development officer, or compensation 

and benefits analyst. Their responsibilities may include recruitment, employee training, 

performance management, and employee relations. 

• Entrepreneurship: BBA BIA graduates with an entrepreneurial mindset may choose to 

start their own businesses or join startups. They can develop business plans, secure 

funding, manage operations, and grow their ventures. This path requires strong business 

acumen, creativity, and the ability to take risks. 

• Consulting: BBA BIA graduates can work in consulting firms, providing specialized 

advice and solutions to businesses. They may work in management consulting, strategy 

consulting, or niche consulting areas such as IT consulting or sustainability consulting. 
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Consultants analyze business processes, identify areas for improvement, and offer 

recommendations to optimize performance. 

Graduates of the Bachelor of Business Administration (Honours / Honours with 

Research) in Business Intelligence and Analytics program are equipped to pursue dynamic 

careers in international business by leveraging data-driven insights to support global decision- 

making. They can work with multinational corporations, international trade organizations, or 

import-export firms, where they may be responsible for managing global operations, 

conducting international market analysis, formulating data-backed global business strategies, 

and overseeing cross-border transactions. The program develops a strong foundation in 

analytics, business strategy, and technology, enabling graduates to adapt to the complexities 

of the international business environment. This adaptability opens up a wide range of career 

opportunities across various sectors, aligned with their professional goals and analytical 

capabilities. Notable companies that recruit talent in this domain include Amazon, Flipkart, 

Cognizant, Wipro, IBM, Infosys, Deloitte, Walmart, Genpact, Accenture, Microsoft, and 

Reliance. 

Duration 

 

The duration of this programme is four years (eight semesters) with multiple entry/exit 

options. 

 

 

Name of the Programme 

Duration 

Bachelor of Business Administration 

(Honours/Honours with Research) in 

Business Intelligence and Analytics 

 

4 Year’s (8 Semesters) 

 

 

6.6 Criteria for award of certificates and degree: 
 

Undergraduate Certificate 49 Credits and an additional vocational 

course/internship of 4 credits to be 

covered within 6-8 weeks 

Undergraduate Diploma 97 Credits and an additional vocational 

course/internship of 4 credits to be 

covered within 6-8 weeks during the 

summer vacation of the second year 

Bachelor of Business Administration 138 Credits 

Bachelor of Business Administration (Hons. /Hons. 

With Research-BIA 

170 Credits 
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6.5 Eligibility criteria: 

Candidates must have completed their 10+2 education from a recognized educational board or 

equivalent with a minimum of 50% marks in aggregate. The reservation and relaxation for 

SC/ST/OBC/PWD and other categories shall be as per the rules of central/state government, whichever 

is applicable. 

 

 

7. Student's Structured Learning Experience from Entry to Exit in the Programme 

 
7.1 Education Philosophy and Purpose: 

Learn to Earn Living: 

At KRMU we believe in equipping students with the skills, knowledge, and qualifications 

necessary to succeed in the job market and achieve financial stability. All the programmes 

are tailored to meet industry demands, preparing students to enter specific careers and 

contributing to economic development. 

Learn to Live: 

 

The university believes in the holistic development of learners, fostering sensitivity towards 

society, and promoting a social and emotional understanding of the world. Our aim is to 

nurture well-rounded individuals who can contribute meaningfully to society, lead fulfilling 

lives, and engage with the complexities of human experience. 

 

7.2 University Education Objective: Focus on Employability and Entrepreneurship 

through Holistic Education using Bloom’s Taxonomy 

By targeting all levels of Bloom’s Taxonomy—remembering, understanding, applying, 

analyzing, evaluating, and creating—students are equipped with the knowledge, skills, and 

attitudes necessary for the workforce and entrepreneurial success. At KRMU we emphasize 

learners critical thinking, problem-solving, and innovation, ensuring application of 

theoretical knowledge in practical settings. This approach nurtures adaptability, creativity, 

and ethical decision-making, enabling graduates to excel in diverse professional 

environments and to innovate in entrepreneurial endeavors, contributing to economic growth 

and societal well-being. 

7.3 Importance of Structured Learning Experience: 

A Structured Learning Experience (SLE) plays a pivotal role in ensuring effective 

education for students in commerce and management disciplines. It offers a systematic and 

organized approach that supports the progressive development of both conceptual 

understanding and practical skills. Through a clearly articulated curriculum—blending a 

variety of teaching-learning methods and evidence-based assessment strategies—students are 

empowered to master foundational concepts before moving on to more advanced business 

applications. This model not only deepens subject knowledge but also promotes analytical and 

critical thinking by connecting theory with real-world business challenges. 
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At K.R. Mangalam University, the SLE is designed as a comprehensive learning process that 

merges academic instruction with experiential learning opportunities. Students engage in two 

main components: 

• Inside the Classroom: Activities include lectures, interactive discussions, case study 

analysis, presentations of research papers, data interpretation exercises, and structured 

debates on economic theories and business strategies. 

• Outside the Classroom: Learning is extended beyond the classroom through industry 

visits, community engagement, seminars, field surveys, and workshops on business 

analytics, Excel modelling, and financial tools, giving students hands-on exposure to 

practical business environments. 

A strong emphasis is placed on Project-Based Learning (PBL), where students work on 

individual and group projects that involve real-time problem solving, market research, and 

data-driven decision-making. These projects enhance critical thinking, collaboration, and 

application of theoretical knowledge in practical contexts—key skills for future professionals. 

Educational planning under this framework addresses what students will learn, when it will be 

taught, and how it will be delivered and assessed. In the Four-Year Undergraduate 

Programme for commerce and management, the curriculum combines rigorous core subjects 

(e.g., Accounting, Finance, Marketing, Organizational Behaviour) with flexible minors in areas 

such as Data Science, Human Resource Management, Psychology, Media Studies, and 

International Business. 

To enhance employability, students undertake practical skill-building courses in Microsoft 

Excel, Digital Marketing, and Entrepreneurship. Furthermore, their personal and 

professional development is strengthened through Ability Enhancement Courses (AECs) and 

Value-Added Courses (VACs), focusing on communication, leadership, ethics, and life skills. 

Assessment and Learning Methodologies: 

• Course Planning: Assessment methods and timelines are planned at the beginning of 

the semester and aligned with course learning outcomes. 

• Transparent Communication: Faculty clearly communicates rubrics, submission 

formats, and deadlines to ensure fairness and clarity. 

• Mid-Semester Review: Student feedback is actively collected and integrated into 

teaching strategies to improve learning outcomes. 

• Continuous Assessment: Students are assessed through a blend of projects, 

presentations, essays, quizzes, participation, and case studies—ensuring a well-rounded 

evaluation process. 

• End-of-Course Evaluation: Teaching and assessment methods are reviewed based on 

feedback and student performance, informing future course design. 

 

7.4. Academic and Career Support Services for Commerce and Management 

Students 

7.4.1. Academic Support System 

 

The School of Management and Commerce offers comprehensive academic support to help 

students meet their educational and professional goals. Key components include: 
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• Mentoring and Academic Guidance: Faculty members serve as academic mentors, 

offering personalized guidance on coursework, projects, internships, and career 

planning. One-on-one meetings help students address academic challenges and develop 

long-term strategies for success. 

• Skill-Based Tutorials and Workshops: Special sessions are conducted to strengthen 

conceptual understanding in core areas such as quantitative techniques, business 

statistics, accounting, marketing analytics, and strategic management. These workshops 

emphasize real-world application and hands-on learning. 

• Peer Learning and Discussion Forums: Students are encouraged to collaborate 

through peer-led study circles and group discussions. These platforms enhance critical 

thinking, problem-solving, and the practical application of theories to business 

scenarios. 

• Access to Learning Resources: Through the Learning Management System (LMS) – 

Moodle, students access a rich repository of learning materials including textbooks, e- 

resources, industry reports, academic journals, and multimedia content for independent 

and group learning. 

• Focus on Research and Analytics: Students are guided in research methodology, data 

analytics, and the use of tools such as MS Excel, SPSS, and Power BI to develop strong 

research capabilities. This foundation prepares them for higher education, consulting 

roles, and industry research projects. 

• Soft Skills and Career Preparedness: The Career Development Centre (CDC) 

collaborates with faculty to deliver workshops on résumé writing, group discussions, 

interview preparation, corporate etiquette, and entrepreneurship. These initiatives 

bridge the gap between academic knowledge and employability. 

• Ongoing Evaluation and Feedback: Regular quizzes, assignments, mock exams, and 

performance reviews ensure students receive constructive feedback for continuous 

improvement. 

 

7.4.2. Addressing Diverse Learning Needs: Slow and Advanced Learners 

 

• Identification: A structured assessment system is used to identify slow learners 

(scoring ≤ 55% in internals) and advanced learners (scoring ≥ 80%). Performance is 

monitored throughout the semester to implement targeted support. 

• Support for Slow Learners: Tailored remedial classes, concept-reinforcement 

tutorials, digital learning tools, and peer mentoring help students improve their 

academic performance. 

• Opportunities for Advanced Learners: Students with advanced capabilities are 

encouraged to engage in faculty-led research, develop business models or prototypes, 

and present their work at national and international conferences. 

 

7.4.3. Digital and Online Learning Support 

 

Faculty members utilize Learning Management Systems (LMS) and digital tools to ensure 

effective communication, resource sharing, and real-time feedback. Online learning is 

enhanced through multimedia content, simulations, case-based learning, virtual labs, and 

interactive quizzes to support blended and flipped classroom models. 

 

7.4.4. Student Development & Wellness Services 

A. Mentor-Mentee Program 
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This program fosters close guidance relationships between faculty mentors and students. It 

aims to: 

 

• Support students' academic, personal, and career growth. 

• Encourage regular mentor-mentee meetings to review academic progress and goals. 

• Create student groups under assigned mentors who maintain records, monitor progress, 

and submit reports to the Dean for review. 

 

Mentees are expected to set goals, take initiative, communicate openly, and seek guidance 

proactively ensuring a two-way relationship that promotes success. 

 

B. Counselling and Wellness Services 

 

The Counselling and Mental Wellness Centre at K.R. Mangalam University offers dedicated 

emotional and psychological support to both students and staff. The aim is to cultivate a 

healthy, inclusive, and growth-focused environment. Services include: 

 

• Individual Counselling: Confidential sessions to address academic, personal, or 

emotional challenges. 

• Group Counselling: Peer support groups dealing with shared concerns to promote 

empathy and collective well-being. 

• Workshops & Seminars: Interactive events on stress management, emotional 

resilience, time management, study habits, and personal development. 

• Crisis Intervention: Immediate support is available for students facing critical or 

emergency situations, ensuring safety and care. 

 

These integrated academic and wellness initiatives aim to create a holistic learning 

environment where commerce and management students thrive intellectually, emotionally, and 

professionally. 

 

C. Career Services and Industry Readiness 

 

The Career Development Centre (CDC) at K.R. Mangalam University plays a pivotal role in 

preparing Management and Commerce students for the professional world. The centre provides 

personalized support for internships, placements, skill-building, and career exploration. 

 

Acting as a bridge between students and the industry, the CDC ensures that learners are 

equipped with the right competencies through real-world exposure and expert-led training. 

 

Key Support Areas: 

 

• Internships with reputed companies to gain hands-on experience. 

• Placement assistance across diverse sectors including finance, marketing, analytics, 

HR, and entrepreneurship. 

• Career Counselling & Industry Guidance through personalized sessions. 

• Seminars & Skill Workshops with top industry leaders and recruiters. 

• Training and Development Programs focused on resume building, mock interviews, 

aptitude, and soft skills. 

• Project-Based Learning (PBL) to integrate classroom learning with industry 

application. 
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• Corporate Connects and Industry Interface via industrial visits, guest lectures, and 

live case discussions. 

 

D. Academic Assessment and Evaluation 

 

 
➢ Evaluation Scheme 

Assessment 

Components 

New Scheme 

Internal 

Assessment 

Marks 

I. Continuous 

Assessment 

40 Marks: 

Assessment I: 20–25 Marks components is: Project-Based Learning: 

 

Assessment. II: 15-20 Marks 

Components are: 

Quizzes/Assignments/Essays/Presentations/Participation/Case 

Studies/Reflective Journals: (minimum five components)- 

II. Mid-Term 

Examination 

20 Marks 

External Assessment-End Term Examination (Theory) 40 Marks 

➢ Grading and Credit System: 

The evaluation system for Commerce and Management programs is designed to ensure 

comprehensive learning and consistent academic progress. 

 

• The academic year is divided into Odd and Even Semesters. 

• The medium of instruction is English. 

• Letter Grades are assigned based on total marks obtained in each course. Below is the 

grading scale: 

 

Marks Range (%) Grade Grade 

Point 

Performance Description 

> 90% O 10.0 Outstanding 

81–90% A+ 9.0 Excellent 

71–80% A 8.0 Very Good 

61–70% B+ 7.0 Good 

56–60% B 6.0 Above Average 

51–55% C 5.5 Average 

41–50% P 5.0 Pass 

≤ 40% F 0 Fail 

- AB 0 Absent 

 

Note: A student passes the course if they earn A, B+, B, C, or P grades. 

 

E. Continuous Feedback and Learning Improvement 

The teaching-learning process is outcome-based and continuously monitored for effectiveness. 

Each Course Outcome (CO) is assessed through diverse methods such as class tests, 
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assignments, presentations, and projects. Gaps between desired and actual outcomes are 

identified and addressed in the following semester using: 

 

• Personalized academic interventions 

• Remedial sessions and bridge courses 

• Faculty mentoring and peer learning initiatives 

 

F. Academic Integrity and Ethical Learning 

Academic integrity is a fundamental value at K.R. Mangalam University and is crucial in 

Commerce and Management education. It promotes original thinking, fair assessment, and 

professional ethics. 

 

Objectives: 

 

• Foster awareness about plagiarism, ethical research practices, and responsible 

academic conduct. 

• Incorporate training sessions on citation styles, research ethics, and originality in 

coursework. 

• Implement strict plagiarism-check protocols using digital tools. 

• Ensure submission of student undertakings and faculty certifications for originality. 

• Archive student dissertations on Shod Ganga and institutional repositories. 

 

Anti-Plagiarism Practices Include: 

 

• Use of software to check all research outputs. 

• Mandatory originality declaration from students. 

• Supervisor verification of plagiarism compliance. 

• Hosting of final research on INFLIBNET and university platforms. 

 

These well-structured academic and professional development initiatives at the School of 

Management and Commerce, K.R. Mangalam University ensure that students are equipped 

with industry-relevant skills, a strong ethical foundation, and critical thinking abilities. 

Graduates emerge as competent professionals, ready to make meaningful contributions to both 

the corporate sector and society at large. 
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Scheme of Studies 
 

 

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA BIA) 

SEMESTER I 

 

S.No 

 

Category 

 

Course Code 

 

Course Title 

L T P C Multiple Entry and Exit 

1 Major I MCBBAG101 Business Statistics 3 0 0 3 
 

 

Award: UG 

Certificate 

[after completing 1 year of 

study (2 semesters with 49 

credits as prescribed), and an 

additional vocational 

course/internship of 4 credits 

during the summer vacation of 

the first year] 

2 Major II MCBBAG102 Financial Accounting and Reporting 3 0 0 3 

3 Major III MCBBAG103 Micro Economics 3 0 0 3 

4 Major IV MCBBAG104 Principles of Management 3 0 0 3 

5 Major V MCBBAG105 Fundamentals of Marketing 3 0 0 3 

6 Major VI MCBBBA151 Introduction to Data Analytics 2 0 2 3 

7 SEC I  E-Commerce 2 0 2 3 

8 VAC I  Environmental Studies 0 0 0 2 

    

Total 
19 0 4 23 

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA 

BIA) 

SEMESTER II 

S.No Category Course Code Course Title 
L T P C 
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1 Major- VII MCBBAG201 
Individual and Organisational 

Behaviour 
3 0 0 3 

 

2 Major -VIII MCBBAG202 Cost and Management Accounting 3 0 0 3 

3 Project -I MCBBPR202 Qualitative Analytics 0 0 0 3 

4 Minor -I  Global Capital Markets 4 0 0 4 

5 Minor -II  Personal Investment Management 4 0 0 4 

6 OE -I  Open Elective 3 0 0 3 

7 SEC- II 
 Introduction to PowerPoint and MS 

Excel 
2 0 2 3 

8 VAC -II  MOOC 0 0 0 2 

9   Club/Society 0 1 0 1 

   Total 19 1 2 26 

Summer Internship-I  

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA 

BIA) 

SEMESTER III 

 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C Multiple Entry and Exit 

1 Major- IX MCBBAG301 Economic Environment and Policy 3 0 0 3 Award: UG Diploma 

[after completing 2 years of 

study (4 semesters with 97 

credits as prescribed), and an 

additional  vocational 

course/internship of 4 credits 

during the summer vacation of 

the second year] 

2 Major -X MCBBAG302 Human Resource Management 3 0 0 3 

3 Major -XI MCBBBA351 Data Visualization 2 0 2 3 

4 Minor -III 
 Introduction to Investment 

Management 
4 0 0 4 

5 AEC -I 
 Comprehensive Placement 

Preparation Program 
2 0 0 2 

6 OE -II  Open Elective 3 0 0 3 

7 SEC- III  Advanced Excel 0 0 4 2 

8 VAC -III  Value Added Course 2 0 0 2 
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9 INT -I MCBBIN301 
Summer Internship Project Report / 

International Immersion 
0 0 0 2 

Entry: The student who took 

exit after completion of the 

first year (UG Certificate) is 

allowed to enter the diploma 

programme within five years 

from the first entry in the 

programme, four years in case 

of degree program and three 

years in case of Hons. degree to 

complete the programme 

within the stipulated time 

period of seven years. 

10   Community Service 0 1 0 1 

   Total 19 1 6 25 

        

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA 

BIA) 

SEMESTER IV 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C 

1 Major XII MCBBAG451 Research Methods for Business 2 0 2 3 

2 Major XIII MCBMHS202 Introduction to Financial Management 3 0 0 3 

3 Major XIV MCBBBA451 Machine Learning for Business 2 0 2 3 

4 Major XV MCBBAG401 Business Laws 3 0 0 3 

5 Minor IV  Equity Research 4 0 0 4 

6 AEC II  Self-Awareness 2 0 0 2 

7 OE III  Open Elective 3 0 0 3 

8 SEC IV  Data Storytelling Using Tableau 0 0 4 2 

   Total 19 0 8 23 

 

** Workshop on Cyber Security for 15 hours 

Summer Internship-II 

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA 

BIA) 

SEMESTER V 

Multiple Entry and Exit 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C Award: Bachelor’s 

Degree [after completing 3- 

1 Major -XVI MCBBBA551 AI Tools for Business 2 0 2 3 
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2 Major -XVII MCBBAG502 Fundamentals of Strategy 3 0 0 3 year of study (6 semesters with 

138 credits as prescribed)] 

Entry The student who took 

exit after completion of two 

years of study (UG Diploma) 

are allowed to re-enter the 

degree programme within 

three years and complete the 

degree programme within the 

stipulated maximum period of 

seven years. 

3 Major -XVIII MCBBSC551 Supply Chain Analytics 2 0 2 3 

4 Major -XIX MCBBBA552 Structured Query Language 2 0 2 3 

5 Major -XX MCBBBA553 Predictive Analytics 2 0 2 3 

6 Minor -V  Valuation of Fixed Income Securities 4 0 0 4 

7 AEC -III  Managing People and Organizations 2 0 0 2 

8 INT -II MCBBIN501 
Summer  Internship  II  /  Research 

Project II 
0 0 0 2 

   Total 17 0 8 23 

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA 

BIA) 

SEMESTER VI 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C 

1 Major XXI MCBBAG601 
Business Ethics, Values & Corporate 

Governance 
3 0 0 3 

2 Major XXII MCBBBA651 Prescriptive Analytics 2 0 2 3 

3 Major XXIII MCBBBA652 Functional Analytics 2 0 2 3 

4 Project II MCBBPR602 The Decision Lab 0 0 0 3 

5 Minor VI  Derivatives 4 0 0 4 

6 AEC IV  Arithmetic and Reasoning Skills 2 0 0 2 

   Total 13 0 4 18 

         

Bachelor of Business Administration (Honours/Honours with Research) in Business Intelligence and Analytics (BBA 

BIA) 

SEMESTER VII 

 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C 
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1 Major XXIV MCBBAG701 
Geo-Political Implications on 

Business 
3 0 0 3 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Entry The student who took 

exit after completion of three 

years of study (UG degree) is 

allowed to re-enter the degree 

programme maximum within 

three years and complete the 

degree programme within the 

stipulated maximum period of 

seven years. 

2 Major XXV MCBBBA751 Marketing Research 2 0 2 3 

3 Major XXVI MCBBAG651 HR Analytics 2 0 2 3 

4 
Major 

XXVII 
MCBBAG753 Financial Analytics 2 0 2 3 

5 Minor VII  Mutual Funds 4 0 0 4 

   Total 13 0 6 16 

Bachelor of Business Administration (Honours with Research) in Business Intelligence and Analytics (BBA BIA) 

SEMESTER VIII 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C 

1 
Major 

XXVIII 
MCBBDR801 Dissertation 0 0 0 12 

2 Minor VIII  Investment Banking 4 0 0 4 

   Total 4 0 0 16 

Bachelor of Business Administration (Honours) in Business Intelligence and Analytics (BBA BIA) 

SEMESTER VIII 

S.NO. 
Category of 

Course 

 

Course Code 
Course Title 

L T P C 

1 
Major 

XXVIII 
MCBBAG801 Business Negotiations 4 0 0 4 

2 Major XXIX MCBBAG802 Organisation Design & Development 4 0 0 4 

3 Major XXX MCBBAG803 Transformational Leadership 4 0 0 4 

4 Minor VIII  Investment Banking 4 0 0 4 

   Total 16 0 0 16 
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Minor Streams for BBA – BIA 

(2025-26) 

 

 

 

 

 

 

S.no. Semester Course Title L T P C 

1 I Global Capital Markets 4 0 0 4 

2 II Personal Investment Management 4 0 0 4 

3 III Introduction to Investment Management 4 0 0 4 

4 IV Equity Research 4 0 0 4 

5 V Valuation of Fixed Income Securities 4 0 0 4 

6 VI Derivatives 4 0 0 4 

7 VII Mutual Funds 4 0 0 4 

8 VIII Investment Banking 4 0 0 4 
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SEMESTER I 
 

SEMESTER I 

Course Code: 

MCBBAG101 

Course Title: Business Statistics L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic Mathematics 

 

Course Perspective 

Business Statistics plays a foundational role in helping students make informed business decisions through 

data analysis and interpretation. In the age of data-driven strategies, this course equips students with 

statistical thinking, enabling them to summarize, interpret, and analyse business data logically and 

scientifically. The course emphasizes both conceptual understanding and practical application, allowing 

students to solve real-world business problems using statistical methods. Through the study of central 

tendency, dispersion, correlation, regression, probability, and inferential statistics, students gain critical 

insights into business performance, market trends, consumer behaviour, and operational efficiency. 

 

 

 

 

 

 

 

 

 

 

 

Course Outcomes: 

After completion of the course, the student will be: 
 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding and applying fundamental concepts of statistics in a 

business context. 
L2,L1 

CO2 Summarizing and interpret business data using descriptive statistical 

tools. 

L2,L3 

CO3 Analysing relationships between variables using correlation and 

regression analysis. 

L3,L4 

CO4 Applying probability theory and distributions for business decision- 
making. 

L3,L4 

CO5 Using hypothesis testing and inferential statistics to support 

managerial decisions. 
L4,L5 
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Course Content 
 

Unit I: Introduction to Statistics and Data Presentation 8 Hours 

 

 

Meaning, scope, and importance of statistics in business, Types of data: Primary & Secondary, 

Qualitative & Quantitative, Scales of measurement: Nominal, Ordinal, Interval, Ratio, Data 

collection methods and sources, Data presentation: Tables, charts, bar diagrams, pie charts, 

histograms, ogives 

Unit II Measures of Central Tendency and Dispersion 10 Hours 10 Hours 

Mean, Median, Mode (for grouped and ungrouped data),Quartiles, Deciles, Percentiles,Range, 

Interquartile Range, Mean Deviation, Standard Deviation, Variance,Coefficient of variation, 

Applications in business decision-making 

Unit III Correlation and Regression Analysis 15 Hours 

Scatter diagram and interpretation, Karl Pearson’s coefficient of correlation, Spearman’s rank 

correlation, Simple linear regression: estimation and interpretation, Business applications of 

regression analysis 

Unit IV Probability and Inferential Statistics 12 Hours 

Basic concepts of probability: classical and empirical approach, Probability rules and Bayes’ Theorem 

Probability distributions: Binomial, Poisson, Normal, Concept of sampling and sampling distribution 

Hypothesis testing: Z-test, t-test (one and two samples), chi-square test 

 

Learning Experience: 

 

After completing this course, students will experience a transformation in how they understand, 

analyze, and interpret data in a business environment. They will: 

 

1. Develop quantitative reasoning and a statistical mindset to approach real-world business 

problems logically. 

 

2. Become proficient in summarizing and visualizing data using charts, tables, and graphs to draw 

meaningful conclusions. 

 

3. Gain the ability to analyze relationships between variables using correlation and regression, 

enhancing their capacity to make evidence-based decisions. 

 

4. Build confidence in applying probability and inferential techniques to assess risks, forecast 

outcomes, and support strategic choices. 

 

5. Strengthen their capability to work with datasets and statistical tools relevant to business 

operations, improving their employability in roles requiring analytical and data skills. 

 

Overall, the course empowers students to become data-literate professionals, prepared to contribute 

effectively in decision-making, research, and problem-solving roles across various business functions. 
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Textbooks 

 

 

Suggested Readings 

 

 

Open Educational Resources (OER) 

 

NPTEL – Business Statistics (by Prof. J. Srinivasan, IIT Madras) 

 

• Link: https://nptel.ac.in/courses/110/105/110105090/ 

• Topics Covered: Quantitative analysis, central tendency, dispersion, probability theory, 

regression. 
 

 

 

 

SEMESTER I 

Course Code: 

MCBBAG102 

Course Title: Financial Accounting and 

Reporting 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of financial accounting 

 

Course Perspective 

This course provides a comprehensive introduction to the principles and practices of financial 

accounting. Students will gain a solid foundation in basic accounting concepts, the recording and 

reporting of business transactions, depreciation and inventory valuation, and accounting for non-profit 

organizations. Contemporary issues in accounting will also be explored, equipping students with the 

knowledge to navigate both traditional and modern accounting challenges. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept and standards of financial accounting. L2 
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CO2 Applying accounting process from recording of transactions to 

preparation of final accounts. 

L3 

CO3 Applying the various methods of depreciation and inventory costing 

and control as well as their reporting process. 

L3 

CO4 Analysing the financial statement and the cash flow of a company. L4 

CO5 Evaluating contemporary issues in accounting and integrate these 

advanced concepts into practical and theoretical accounting 

frameworks. 

L5 

 

 

 

Course Content 
 

Unit I: Basic Concepts of Accounting & Framework 12 Hours 

Basics of Accounting, Financial accounting principles: Meaning and need; Concepts and 

Conventions of Accounting, Accounting Systems, Measurement of Business income, Revenue 

recognition, Introduction to Generally Accepted Accounting Principles (GAAP), Accounting 

standards: Overview of IAS, IFRS. AS and Ind AS. 

Unit II Recording of Business Transaction & Preparation of Final 

Accounts 

12 Hours 

Accounting Process: Recording of a business transaction, ledgers, preparation of vouchers and Trial 

Balance, Rectification of Errors, Preparation of Final Accounts: Profit and Loss Account, Balance 

Sheet with adjustments, Cash Flow Statement. 

Unit III Depreciation Accounting & Inventory Valuation 12 Hours 

Accounting for Depreciation- Concepts, Methods and Calculation, Changes in depreciation methods 

and impact on measurement of business income. Inventory valuation through Accounting Standards: 

LIFO, FIFO, Weighted Average Method, Introduction of Capital and revenue expenditures, Capital 

and Revenue Receipts, Provisions and Reserves & Deferred Revenue Expenditure. 

Unit IV Non-Profit Organization Accounting & Contemporary issues 9 Hours 

Non-Profit Organization Accounting: Basic Concepts, Treatment of Subscription and Preparation of 

Receipts & Payment Accounts and Balance Sheet. Introduction to Contemporary issues in 

Accounting – Human Resource Accounting, Inflation Accounting, Business Responsibility & 

Sustainability Reporting (BRSR), Green Washing, Accounting for CSR 

 

Learning Experience: The learning experience will include interactive lectures with real-world 

examples to make accounting concepts engaging. Students will gain hands-on practice through practical 

exercises and accounting software tools. Group activities and case studies will enhance collaborative 

problem-solving skills. Regular quizzes and assignments will reinforce learning, while guest lectures 

from industry experts will provide current insights. Opportunities for self-reflection and feedback will 

help students assess their progress and improve their understanding. 

Textbooks 

1. R. Narayanaswamy. “Financial Accounting: A Managerial Perspective”, PHI Learning Pvt. 

Ltd. 

2. Maheshwari, S. N. Financial Accounting. 6th ed., Vikas Publishing House 

 

Refrences Books 
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1. Anthony, R. N., Hawkins, D. F., & Merchant, K. A. Accounting: Text and Cases (13th ed.). 

McGraw-Hill Education. 

2. Grewal, T. S. Double Entry Book Keeping: Financial Accounting for Class 12. Sultan Chand 

& Sons. 

3. Monga, J. R. Financial Accounting: Concepts and Applications. Mayur Paperback. 

 

Open Educational Resources (OER) 

1. OpenStax Financial Accounting Textbook 

2. MIT OCW Financial Accounting Course 

3. Coursera Financial Accounting Course 

4. Saylor Academy Financial Accounting Course 

 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SEMESTER I 

Course Code: Course Title: Micro Economics L T P C 



27  

 

MCBBAG103 

     

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of Microeconomics 

 

Course Perspective 

This microeconomics course aims to equip students with a comprehensive understanding of 

microeconomic principles and their practical applications in business contexts. By delving into core 

concepts such as opportunity costs, time value of money, consumer behaviour, and demand elasticity, 

students will develop the analytical skills needed to assess market behaviours and make informed 

decisions. The course emphasizes the importance of production theories, cost analysis, and pricing 

strategies across various market structures, fostering strategic decision-making and problem-solving 

abilities. Through an in-depth exploration of market dynamics and economic factors, students will gain 

insights into the forces that drive business performance and sustainability. Ultimately, this course 

prepares students to apply microeconomic theories to real-world challenges, enhancing their ability to 

contribute effectively to organizational success and economic development. 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept of Micro Economics. L2 

CO2 Applying consumer behavior theories to evaluate demand and 

consumer choices. 

L3 

CO3 Analyzing production theory and differentiating between short-run 

and long-run production scenarios. 

L4 

CO4 Evaluating cost concepts and developing pricing strategies for 

various market structures. 

L5 

CO5 Evaluating demand  forecasting  methodologies  and elasticity 

measures to enhance strategic planning. 

L5 

 

Course Content 
 

Unit I Introduction 8 Hours 

Scope of Microeconomics. Analysis of the relevance and practical application of Microeconomics in 

organizational contexts. Comparative study of Individual vs. Aggregate Economic Analysis. In-depth 
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examination of Opportunity Costs, Time Value of Money, Marginal Analysis, Instrumentalism, 

Market forces, and Equilibrium states. 

Unit II Advanced Consumer Behavior and Demand Analysis 10 Hours 

Cardinal Utility Theory: Detailed exploration of Diminishing Marginal Utility and the Law of Equi- 

Marginal Utility. Ordinal Utility Theory: Comprehensive analysis of Indifference Curves, Marginal 

Rate of Substitution, Budget Constraints, and Consumer Equilibrium. Rigorous study of Demand 

Theory, Law of Demand, Distinction between Movements along and Shifts in the Demand Curve. 

Measurement methodologies for Elasticity of Demand, encompassing Income, Cross, Advertising, 

and Expectation Elasticities. Strategic Demand Forecasting: Objectives, necessity, and advanced 

methodologies (overview). 

Unit III Production Theory 12 Hours 

Conceptual and analytical frameworks of Production, including Factors of Production and Production 

Functions. Differentiation between Fixed and Variable Inputs. Detailed analysis of the Law of 

Variable Proportions in the short run, and the Law of Returns to Scale in the long run, utilizing 

Isoquant and Isocost analysis. 

Unit IV Cost Analysis and Pricing Strategy 15 Hours 

In-depth exploration of Cost concepts and Cost Functions, including Short Run and Long Run Cost 

analyses. Examination of Economies and Diseconomies of Scope and Scale. Explicit and Implicit 

Costs, and Private and Social Costs. Advanced Pricing Strategies in various market structures: Perfect 

Competition, Monopoly. 

 

 

Learning Experience: The learning experience in this Microeconomics course is designed to be 

engaging and participatory, enabling students to actively interact with the material and apply their 

knowledge in practical situations. Instruction will blend lectures with interactive discussions, case 

studies, and problem-solving exercises. Students will participate in hands-on learning through 

assignments that require them to apply microeconomic concepts to analyze real-world scenarios, assess 

consumer behavior, and evaluate production functions. Group activities and peer reviews will 

encourage collaboration, allowing students to learn from one another and deepen their understanding. 

Assessments will include quizzes, case study analyses, and project-based assignments, providing a 

comprehensive evaluation of student progress. The course instructor will offer additional support and 

feedback, fostering an environment where students feel comfortable seeking help. This approach will 

ensure that students grasp microeconomic theories and effectively apply them in their future endeavors. 

Textbooks 

1. Principles of Microeconomics, 22e, H L Ahuja, S.Chand Publishing (2022 edition) 

2. Principles of Economics, N.Georgy Mankiw, South-Western; 3rd edition (1 March 2003) 

3. Dwivedi, D.N.; Managerial Economics, Vikas Publishing House. 

Suggested Readings 

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

2. Koutsoyiannis, A.; Modern Micro Economics, Macmillan Press Ltd. 

3. Salvator,Dominick,Managerial Economics,McGraw-Hill Book Company 

Open Educational Resources (OER) 
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1. https://ocw.mit.edu/courses/economics/14-01-principles-of-microeconomics-fall-2018/ 

2. https://ocw.mit.edu/courses/economics/14-01-principles-of-microeconomics-fall- 

2018/lecture-notes/ 

3. https://apstudents.collegeboard.org/courses/ap-microeconomics 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory): -  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory): -Mid-Term Exam 20 Marks 

External Marks (Theory): -End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

SEMESTER I 

Course Code: 

MCBBAG104 

Course Title: Principles of 

Management 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of management principles 

 

Course Perspective: This program aims to train the students on professional skills and aptitude needed 

to perform in business organisations. To appreciate the program contents, students must understand the 

functioning of the organisations. This course aims to give students a fundamental understanding of the 

functioning of a business organisation and hence it is a necessary part of the program structure. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding Hierarchy and function in an organization L2 

https://ocw.mit.edu/courses/economics/14-01-principles-of-microeconomics-fall-2018/
https://apstudents.collegeboard.org/courses/ap-microeconomics
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CO2 Applying different leadership styles and diverse theories of 

motivation, engagement and appraisals 

L3 

CO3 Analyzing the need for authority and delegation in an organization L4 

CO4 Analyzing the decentralization for smooth operation in an 

organization 

L4 

CO5 Evaluating the evolutionary changes in practices of management 

adopted in modern organization 

L5 

 

 

 

 

 

 

 

Course Content 
 

Unit I Introduction 9 Hours 

Concept, Nature, Process and Significance of Management, Management Types and Management 

Skills; Conceptual Skills, Human Skills, Technical Skills, Vertical Differences, Horizontal 

Differences, The Evolution of Management; Classical Perspective, Humanistic Perspective- 

Scientific Management, Bureaucratic Management, Administrative Management, Early Advocates, 

Human Relations Management, Human Resource Perspective. 

Unit II Planning & Organization 12 Hours 

Nature, Scope and Objectives of Planning; Planning and Goal Setting overview, Operational 

Planning (Management by Objectives), Innovative approaches to Planning. Strategy formulation and 

Implementation; Strategic Management Process SWOT Analysis, Corporate Level Strategy- BCG 

Matrix, Decision Making- Types of Decisions and Problems, Decision Making Models, Decision 

Making Steps, Decision making theories: Bounded Rationality Decision Making Theory, Vroom- 

Yetton  Decision  Making Theory,  Intuitive  Decision-Making Theory,  Designing Adaptive 

Organizations, Change and Innovation, Human Resource Management 

Unit III Leading 12 Hours 

Dynamics of Behaviour in Organisations- Attitudes, Perception, Personality and Behaviour, 

Emotions, Managing Yourself, Stress and Stress Management. Leadership- From Management to 

Leadership, Followership, Power and Influence, Leadership theories: "Great Man" Theories, Trait 

Theories, Contingency Theories, Behavioural Theory, Participative Theory, Transactional Theory, 

Relational Theory. Motivation; Content Perspective on Motivation: ERG Theory, A Two Factor 

Approach to Motivation, Motivational Theories: Maslow’s need hierarchy theory, Herzberg's 2 factor 

theory, McClelland's theory of needs, Vroom's expectancy theory, Communication, Teamwork: 

Managing Team Conflict 

Unit IV Controlling 12 Hours 

Quality and Performance: Feedback Control Model, Budgetary Control, Financial Control, The 

Changing Philosophy of Control, Total Quality Management, Trends in Quality and Financial 

Control,360-degree feedback. 
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Learning Experience: This course will be conducted through a blend of lectures, case studies, hands- 

on exercises, and group discussions to ensure a dynamic and participatory learning environment. 

Students will learn principles of management in the class with the learning by doing method. 

Assessments will be diverse, including assignments, quizzes, group presentations, and a final 

examination, ensuring that students are evaluated on both their theoretical knowledge and practical 

skills. The course instructor will be available for additional support and feedback, encouraging students 

to seek help as needed. 

Textbooks 

1. New Era of Management. Author, Richard L. Draft Edition, 11. Publisher, South-Western 

Cengage Learning, 2014. 

2. Robbins, Stephen P., Coulter, Mary K. Management. 15th Ed Upper Saddle River, New Jersey: 

Pearson, 2021 

Suggested Readings 

1. Koontz, Cannice and Weihrich (2014). Management- A Global, Innovative and Entrepreneurial 

Perspective (14th Edition). New Delhi: Tata McGraw Hill Publishing Company. 

2.  Stoner, Freeman and Gilbert Jr. (2013). Management (6th Edition). New Delhi: Pearson 

Prentice Hall of India. 

3. Chopra R. K., Mohan Puneet, & Sharma Vandana (2010). Principles & Practices of 

Management. New Delhi: Sun India Publication. 

4. Tripathi P. C. & Reddy P. N. (2015). Principles & Practices of Management (5th Edition). New 

Delhi: Tata McGraw Hill Publishing House. 

5. Gupta, C.B (2016). Management Concepts and Practices. New Delhi: Sultan Chand and Sons. 

Open Educational Resources (OER) 

1. Enrol in online courses or Massive Open Online Courses (MOOCs) offered by reputable 

platforms like Coursera, edX, or Udemy. 

2. Study and analyse real-world case studies that showcase the application of management theories 

and concepts. 

3. Engage in online forums and discussion groups focused on management topics. 

4. Read business magazines and publications like Harvard Business Review, Forbes, or The 

Economist. 

 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 
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SEMESTER I 

Course Code: 

MCBBAG105 

Course Title: Fundamentals of 

Marketing 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of Marketing 

 

Course Perspective 

This course offers students a comprehensive understanding of marketing principles, emphasizing the 

significance of customer psychology, market segmentation, and the marketing mix. Students will 

explore product and pricing strategies, promotional techniques, and distribution channels, alongside 

emerging trends like digital and green marketing. Through case studies, discussions, and projects, 

students will apply theoretical concepts to real-world scenarios, equipping them with the skills needed 

to develop effective marketing strategies and foster long-term customer relationships in a dynamic 

business landscape. 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept of Marketing. L2 

CO2 Applying product and pricing strategies, including product 

classification, product life cycle, and pricing methods, to real-world 

marketing scenarios. 

L3 

CO3 Analyzing the elements of the promotion mix and distribution 

channels, assessing their roles and effectiveness in reaching target 

markets. 

L4 

CO4 Evaluating consumer behavior, identifying the factors influencing 

buying decisions and their impact on marketing strategies. 

L5 

CO5 Evaluating new trends in marketing, such as digital marketing and 

green marketing, to assess their implications for contemporary 

marketing practices. 

L5 

 

Course Content 
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Unit I: Introduction 13 Hours 

Marketing – meaning, scope, core concepts, importance, & functions of marketing; evolution of 

marketing concepts; selling vs. marketing; marketing environment – macro & micro environment; 

industrial environment – Porter’s Five Forces Model; market segmentation – bases of segmentation, 

targeting – concept & criteria; positioning & repositioning; overview of marketing mix. 

Unit II Product & Pricing Strategies 11 Hours 

Product: Meaning; product classifications; levels of products; concept of product mix; branding, 

packaging and labeling; product life cycle; new product development. 

 

Price: Concept & significance; factors affecting price of a product; pricing methods and strategies. 

Unit III Promotion & Channels of Distribution 12 Hours 

Promotion: Significance; introduction of elements of promotion mix: advertising, sales promotion, 

personal selling, factors affecting promotion mix decisions. 

Channels of distribution: Concept, types & functions; levels of distribution channels; factors affecting 

choice of distribution channel. 

Unit IV Consumer Behavior & Introduction to new trends in 

marketing 

9 Hours 

Consumer Behavior: Concept & significance; consumer buying process; customer experience; 

factors influencing consumer buying decisions. 

Introduction to new trends in marketing: Green marketing; Social marketing; Digital marketing; 

Social Media Marketing; AI Powered Marketing; Neuro Marketing 

 

 

Learning Experience: This course is delivered through interactive lectures, case studies, group 

discussions, and project work. Students will engage in practical exercises to apply marketing concepts 

to real-world scenarios, fostering collaboration and enhancing their strategic thinking and decision- 

making skills. Through analyzing case studies, participating in discussions, and working on projects, 

students will gain a comprehensive understanding of marketing strategies and their implementation in 

dynamic business environments. 

Textbooks 

3. Kotler, P., Keller, K., Koshy, L., &Jha, M. (2016).Marketing management (16thed.). New 

Delhi: Pearson. 

4. Kurtz, D. L., & Boone, L. E.(2013), Principles of contemporary marketing (16th ed.). New 

Delhi: Cengage Learning India. 

5. Etzel, M. J., Bruce, J., W., Stanton, W. J., &Pandit, A. (2010). Marketing (14thed.). New 

Delhi: Tata McGraw-Hill. 

6. Kumar, A., & Meenakshi, N.(2011). Marketing management (2nded.). New Delhi: Vikas 

Publishing House. 

Suggested Readings 

1. Ramaswamy, V. S., &Namakumari, S. (2013). Marketing management: Global perspective 

Indian context (5thed.). New Delhi: McGraw Hill Education (India) P. Ltd. 

2. Kumar, S. R.(2012). Case studies in marketing management. New Delhi: Pearson. 

3. Arora, M.N., A Textbook of Cost and Management Accounting, Vikas Publishing House. 
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Open Educational Resources (OER) 

Students are encouraged to explore online resources such as Coursera, edX, and Google Digital Garage 

for additional learning materials on marketing strategies, consumer behavior, and digital marketing 

trends. 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

SEMESTER I 

Course Code: 

MCBBBA151 

Course Title: Introduction to Data 

Analytics 

L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of statistics and Microsoft Excel 

 

Course Perspective 

This course is designed to equip students with the analytical mind-set and skills required to work in 

today’s data-driven business environment. It offers both conceptual clarity and practical exposure to 

data analytics tools. Students will learn how to process and interpret real-world datasets, uncover 

patterns, and make informed decisions that drive business success. The course lays the foundation for 

further study in data science, business analytics, and AI. 

 

 

Course Outcomes: 

After completion of the course, the student will be: 
 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the fundamental concepts of data analytics and its 

role in decision-making 
L1,L2 
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CO2 Cleaning, transforming, and preparing raw data using tools like Excel L2,L3 

CO3 Performing exploratory data analysis (EDA) using descriptive 

statistics and visualizations. 

L3,L4 

CO4 Applying analytical methods such as correlation, regression, and 

clustering for business insights. 

L3,L4 

CO5 Using data analytics tools Excel to build reports and dashboards. L3,L5 

 

 

 

Course Content 
 

 

Unit I: Introduction to Data Analytics 10 Hours 

Definition, need, and evolution of Data Analytics, Types of analytics: Descriptive, Diagnostic, 

Predictive, Prescriptive, The data analytics process: Data collection, storage, analysis, and decision- 

making, Introduction to business datasets (e.g., sales, customer, HR),Roles and tools in data 
analytics 

Unit II Data Preparation and Cleaning 10 Hours 

Data types and data sources, Missing values, outliers, and data inconsistency, Data cleaning 

techniques: filtering, deduplication, formatting,Data transformation: normalization, aggregation, 

encoding,Hands-on using Excel 

Unit III Exploratory Data Analysis (EDA) Hours: 12 

Summary statistics: Mean, Median, Mode, Standard Deviation, Percentiles,Data visualization: Bar 

chart, pie chart, histogram, boxplot, scatter plot, Identifying patterns, trends, and anomalies, 

Creating pivot tables and summary reports in Excel 

Unit IV Analytical Methods and Reporting 13 Hours 

Correlation and regression analysis, Basics of clustering and segmentation, Forecasting using 

historical data (simple time series analysis),Introduction to dashboards and dynamic reports, 

Hands-on with basic visual analytics in Excel 

 

 

 

 

 

 

 

 

 

 

Learning Experience: 

 

After completing this course, students will: 

 
1. Gain confidence in handling real-world data using industry-relevant tools 

2. Be capable of drawing actionable business insights using analytics techniques 

3. Develop hands-on experience in building data-driven reports and dashboards 

4. Learn to identify trends, patterns, and outliers using visual and statistical methods 

5. Be prepared for internships and entry-level roles in business analytics, marketing research, 

and data-driven decision-making 
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Textbooks 

Suggested Readings 

Open Educational Resources (OER) 

 

OpenStax – Introductory Business Statistics 

https://openstax.org/books/introductory-business-statistics/pages/1-introduction 

 

Harvard’s Data Science: Wrangling (edX) 

https://online-learning.harvard.edu/course/data-science-wrangling 

 

Data Analytics and Visualization in Business – LibreTexts 

https://biz.libretexts.org/Bookshelves/Data_Analytics 

 

 

 

 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: A student must secure 40% marks in the Internal and End Term Examination separately to 

secure a minimum passing grade. 

https://online-learning.harvard.edu/course/data-science-wrangling


37  

SEMESTER II 
 

SEMESTER II 

Course Code: 

MCBBAG201 

Course Title: Individual and 

Organisational Behaviour 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ 

Co-Requisites 

Fundamentals of management 

 

Course Perspective 

This course on Organizational Behaviour (OB) is integral to students' academic and 

professional development, providing essential knowledge and skills for understanding and 

improving workplace dynamics. By exploring the foundational concepts of OB, including 

emotional intelligence and the scope of individual and group behaviour, students gain a 

comprehensive understanding of how personal and collective behaviours influence 

organizational effectiveness. The practical application of this course is evident in real-world 

scenarios such as team management, organizational restructuring, and enhancing employee 

satisfaction. For instance, a manager who understands team dynamics and conflict resolution 

will be better equipped to lead diverse teams and drive organizational success. Overall, this 

course equips students with the skills to analyse and improve organizational effectiveness, 

making them valuable assets in any professional setting. 

Course Outcomes: 

After completion of the course the student will be: 
 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept and scope of organizational 

behaviour. 

L2 

CO2 Applying the concepts of individual differences, values, and 

attitudes to influence perception, personality, and behaviour in 

different organizational settings. 

L3 

CO3 Analysing strategies to develop self-directed work teams and 

virtual teams. 

L4 

CO4 Analysing the sources and different conflict management 

techniques to enhance team cohesion and effectiveness. 

L4 

CO5 Evaluating different organizational structures and designs, 

assessing their effectiveness in supporting organizational work 

and culture. 

L5 
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Course Content 
 

Unit I Foundation and background of OB 12 Hours 

Concept, nature & scope of OB, Foundations of OB, challenges & opportunities, emotional 

intelligence at workplace. 

Unit II Individual behavior and processes 13 Hours 

Individual differences–values and attitudes; Perception concept, process and applications; 

Personality-concept, determinants and theories applications; Learning and Reinforcement, 

Stress–symptoms, causes, consequences and management. 

Unit III Interpersonal and team processes 10 Hours 

Group behavior, group development, group dynamics, social loafing; developing teams–self- 

directed work teams, virtual teams; team building; Empowerment-concept, significance, 

Conflict–Concept, sources, types, management of conflict, Power–concept, sources, 

approaches; organizational politics. 

Unit IV Organizational processes and structure 10 Hours 

Organizational structure and design, Work and job design; organizational learning; 

organizational culture; organizational change and development. 

 

Learning Experience: This course offers an interactive and practical approach, blending 

lectures with hands-on activities. Lectures will cover key Organizational Behavior (OB) 

concepts, while case studies and real-world examples will enable students to apply them 

effectively. Through group work students will delve into interpersonal dynamics, team 

processes, and conflict management, fostering teamwork and collaboration. Through role- 

playing exercises, students will develop emotional intelligence and conflict resolution skills in 

simulated workplace settings. Technology, including interactive simulations and online 

platforms, will enhance engagement. Assignments, such as reflections and group projects, will 

connect OB theories to real-world challenges, supported by fieldwork, professional interviews, 

peer reviews, and instructor feedback. 

 

 

Textbooks 

1. Robbins, S.P. (2008) Organizational Behaviour, (7th Edition), New Delhi ND: Prentice 

Hall of India. 
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Suggested Readings 

1. Pareek, Udai. (2012). Understanding Organisational Behaviour (3rd Edition). New Delhi 

ND: Oxford University Press. 

2. Prasad, L.M. (2014). Organizational Behaviour (5th Revised Edition) Sultan Chand & 

Sons. 

3. Aswathappa, K. (2007). Organizational Behavior, (7th Edition) New Delhi ND: 

Himalaya Publishing House. 

Open Educational Resources (OER) 

1. https://www.pockethrms.com/blog/workforce-diversity/ 

2. Students are encouraged to explore online resources such as Cousera for additional 

learning materials on organization behavior. 

 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: A student must secure 40% marks in the Internal and End Term Examination separately to 

secure a minimum passing grade. 

 

 

 

 

 

SEMESTER II 

Course Code: 

MCBBAG202 

Course Title: Cost and Management 

Accounting 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of financial accounting 

 

Course Perspective 

This course offers students a deep understanding of cost and management accounting, crucial for 

making strategic business decisions. It emphasizes the practical application of concepts such as cost 

analysis, marginal costing, budgeting, and variance analysis, equipping students with the skills to 

https://www.pockethrms.com/blog/workforce-diversity/
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evaluate financial data, manage resources efficiently, and contribute to organizational success. The 

course is essential for those pursuing careers in finance, management, or entrepreneurship, as it provides 

the analytical tools needed to navigate and influence complex financial environments in the real world. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept of cost and management accounting L2 

CO2 Applying costing methods like output costing, process costing, job 

costing, and contract costing for the purpose of cost ascertainment. 

L3 

CO3 Applying costing technique like budgetary control, standard costing, 

and marginal costing for the purpose of cost control. 

L3 

CO4 Analysing the cost of material, labor and overheads occurred in 

manufacturing a product. 

L4 

CO5 Evaluating business decisions using marginal costing technique. L5 

 

Course Content 
 

Unit I: Introduction 9 Hours 

Costs overview: Definition, scope, objectives, and benefits of cost accounting. Cost Terminology 

and Concepts, elements of cost and cost sheet preparation. Difference between Financial Accounting 

and Cost Accounting. 

Management Accounting: Nature and Scope, Advantages and Limitations of Management 

Accounting, Difference between Cost Accounting and Management Accounting. 

Unit II Elements of Cost 12 Hours 

Materials: Oversight and regulation of procurement, storage, and distribution of materials. 

Approaches to managing inventory, including both periodic and perpetual systems for maintaining 

records (FIFO, LIFO, and Weighted Average price method). Economic Order Quantity (EOQ). 

Fixation of Material Levels: Re-order level, minimum level, maximum level, danger level. 

 

Labor Costs: Accounting and Management of employee expenses. Monitoring time through 

timekeeping and time-booking systems. Employee turnover: Definition, measurement methods, and 

accounting procedures. Understanding and handling idle time and overtime. 

 

Overheads: Classification, allocation, apportionment and absorption of overheads, Under and over- 

absorption of overheads 

Unit III Costing Methods and Techniques 12 Hours 
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Job Costing, Batch Costing and Contract Costing, Single/ Output and Process Costing. Budgeting, 

Budgeting and Budgetary Control, Types of Budget, Fixed and Flexible Budget, Zero-Based 

Budgeting 

 

Standard Costing and Variance Analysis: Meaning of Standard Cost, Significance of Variance 

Analysis, Computation of Material, Labour Variances. 

Unit IV Marginal Costing and Decision Making 12 Hours 

Marginal Costing and Profit Planning: Marginal Costing Differentiated from Absorption Costing, 

Direct Costing, Differential Costing, Key Factor, Break-even Analysis, Margin of Safety, Cost- 

Volume-Profit Relationship, Advantages, Limitations and Applications of Marginal Costing. 

 

Relevant Costs, Steps in Decision Making, Decisions Regarding Determination of Sales Mix, 

Exploring new Markets, Discontinuance of a Product Line, Make or Buy, Equipment Replacement, 

Change Versus Status Quo, Expand or Contract and Shut-Down or Continue. 

 

Learning Experience: This course will be conducted through a blend of lectures, case studies, hands- 

on exercises, and group discussions to ensure a dynamic and participatory learning environment. To 

enhance experiential learning, students will engage in group projects that simulate real business 

scenarios, such as preparing cost sheets, conducting variance analysis, and making strategic financial 

decisions. Assessments will be diverse, including assignments, quizzes, group presentations, and a final 

examination, ensuring that students are evaluated on both their theoretical knowledge and practical 

skills. The course instructor will be available for additional support and feedback, encouraging students 

to seek help as needed. 

Textbooks 

7. Bhattacharya, Management Accounting, 1st edition, Pearson Education. 

8. Khan, M.Y, and Jain, P.K., Management Accounting, McGraw Hill Education. 

9. Maheshwari, S.N., Principles of Management Accounting, Sultan Chand & Sons. 

10. Tulsian P.C. (2007). Cost Accounting, The McGraw-Hill Publishing Company, New Delhi. 

11. Arora, M.N., A Textbook of Cost and Management Accounting, Vikas Publishing House. 

Suggested Readings 

1. Horngren, C.T. (2012). Cost Accounting-A Managerial Perspective, London, UK: Pearson 

Education 

2. Arora, M.N. (2021). A Textbook of Cost and Management Accounting, S Chand and 

Company. 

3. H., S., & S. (2004). Introduction to Managerial Accounting. Tata McGraw-Hill Publishing 

Company Ltd. 

4. Arora, M.N. & Katyal, Priyanka (2016) Cost Accounting, New Delhi: Vikas Publishing. 

 

Open Educational Resources (OER) 

1. https://icmai.in/upload/Students/Syllabus2016/Inter/Paper-8-New.pdf 

2. https://cleartax.in/s/cost-accounting 

3. https://www.icsi.edu/media/website/CostAndManagementAccounting.pdf 

http://www.icsi.edu/media/website/CostAndManagementAccounting.pdf
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Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SEMESTER III 
 

SEMESTER III 

Course Code: 

MCBBAG301 

Course Title: Economic Environment 

and Policy 

L T P C 

Version 1 3 0 0 3 
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Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of Economic Environment and Policies 

 

Course Perspective 

The Economic Environment and Policy course provides students with a deep understanding of how 

national and global economies function. It explores the interactions between governments, businesses, 

and institutions, focusing on fiscal, monetary, and regulatory policies. By combining economic theory 

with real-world case studies, students develop analytical skills to assess and respond to economic 

challenges. The course emphasizes the impact of policies on growth, stability, inequality, and 

sustainability, preparing students to navigate and influence economic decisions in both public and 

private sectors. 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept of economic environment and policies L2 

CO2 Applying economic theories and policy frameworks to assess the 

implications of fiscal, monetary, and regulatory policies on economic 

stability and growth. 

L3 

CO3 Analyzing development strategies' impacts on poverty, inequality, and 

sustainability. 

L4 

CO4 Evaluating current economic challenges and policy responses 

through comparative analysis. 

L5 

CO5 Evaluating contemporary economic issues and developing informed 

policy recommendations to address them effectively. 

L5 

 

Course Content 
 

Unit I: Introduction to Economic Environment 10 Hours 

Understanding Economic Environment, Economic Systems and Models, Economic Indicators, 

Global Economic Environment, Economic Cycles, Economic Growth and Development, Role of 

Government in the Economy, Economic Policy Frameworks, Economic Theories, Market Structures, 

Economic Reforms 

Unit II Economic Policies and Their Implications 12 Hours 

Fiscal Policy, Monetary Policy, Trade Policies, Regulatory Policies, Taxation Policies, Subsidy and 

Support Mechanisms, Exchange Rate Policies, Labor Market Policies, Public Debt Management, 

Investment Policies, Economic Stabilization Policies, Social Welfare Policies. 

Unit III Economic Development and Growth 12 Hours 
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Economic Development Theories, Poverty and Inequality, Economic Growth Strategies, Sustainable 

Development, Human Capital Development, Industrialization and Innovation, Infrastructure 

Development, Regional Development and Planning, Technology and Development, Urban vs. Rural 

Development, Role of International Organizations, Economic Diversification. 

Unit IV Policy Evaluation and Current Issues 11 Hours 

Policy Evaluation Methods, Current Economic Challenges, Policy Responses to Economic Crises, 

Future Trends in Economic Policy, Impact of Technological Advancements, Demographic Changes 

and Economic Policy, Environmental and Climate Policy, Social Policy and Economic Implications, 

Comparative Policy Analysis, Global Economic Governance, Financial Market Regulation, Policy 

Effectiveness and Implementation. 

 

 

Learning Experience: The learning experience in this Microeconomics course is designed to be 

interactive and practical, encouraging students to actively engage with the material and apply their 

knowledge to real-world situations. Instruction will combine lectures with discussions, case studies, 

and problem-solving exercises. Students will tackle hands-on assignments, applying microeconomic 

concepts to analyze consumer behavior, production functions, and market scenarios. Collaborative 

group activities and peer reviews will enhance learning through shared insights. Assessments, including 

quizzes, case studies, and projects, will provide a well-rounded evaluation of student progress, with 

ongoing support and feedback from the instructor to ensure a strong understanding and application of 

microeconomic theories. 

Textbooks 

2. H L Ahuja; Principles of Microeconomics, 22e, S.Chand Publishing (2022 edition) 

3. John Sloman and Elizabeth Jones; Economics and Business Environment, Prentice Hall 

(2011) 

Suggested Readings 

2. N. Gregory Mankiw, Ronald D. Kneebone, Kenneth J McKenzie; Principles of 

Macroeconomics, Cengage Canada. (2023) 

3. Dani Rodrik, The Globalization Paradox: Democracy and the Future of the World Economy, 

OUP Oxford. (2012) 

4. Daron Acemoglu and James A. Robinson, Why Nations Fail, Profile Books. (2012) 

Open Educational Resources (OER) 

4. https://ocw.mit.edu/courses/economics/ 

5. https://www.khanacademy.org/economics-finance-domain 

6. https://olc.worldbank.org/ 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory): -  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

30 Marks 

https://ocw.mit.edu/courses/economics/
https://www.khanacademy.org/economics-finance-domain
https://olc.worldbank.org/
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Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

 

II) Internal Marks (Theory): -Mid-Term Exam 20 Marks 

External Marks (Theory): -End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

 

 

SEMESTER III 
 

SEMESTER III 

Course Code: MBBAG302 Course Title: Human Resource 

Management 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basics of management 

 

Course Perspective 

This course is integral to both academic and professional development within the field of business 

management. It offers a deep dive into the core areas of HRM, equipping students with a robust 

understanding of how human resources drive organizational success. The course prepares students for 

careers in HRM by imparting practical skills in recruitment, performance appraisal, compensation 

management, and employee development. Understanding these areas will make students competitive 

candidates for HR roles and other management positions. Understanding HRM principles is critical for 

managing people effectively, a core component of any managerial role. This course provides practical 

skills that are immediately applicable in the workplace. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept of Human Resource Management (HRM) 

and its role in achieving organizational objectives. 

L2 
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CO2 Applying various HR strategies, including recruitment, and 

selection, to address challenges of business environment. 

L3 

CO3 Analysing strategies for managing employee separation, including 

voluntary and involuntary exits, while maintaining organizational 

effectiveness. 

L4 

CO4 Analysing the concept, importance, and process of learning and 

development to assess its impact on organizational performance. 

L4 

CO5 Evaluating performance appraisal techniques to recommend 

improvements in organizational performance management systems. 

L5 

 

Course Content 
 

Unit I: Introduction to HRM 10 Hours 

Scope, Objectives & Functions of HRM; Evolution of HRM, Importance of HRM; Strategic HRM: 

Meaning & Steps of Strategic HRM, International HRM: EPRG Model, HRIS, HRM in a Changing 

Environment, Cost Benefit Analysis. 

Unit II Acquisition of Human Resources 13 Hours 

Human Resource Planning: Job Analysis: Job description and Job specification, Job Enlargement, Job 

Enrichment Recruitment: Source, Process Methods of teaching E-Recruitment, Selection: Process, 

Test and interview, Placement& Induction, Internal mobility and Job changes: Promotion, Demotion, 

Transfer and separation, Downsizing, Rightsizing, AI in HRM. 

Unit III Developing Human Resources 11 Hours 

Learning and Development: Concept, Importance & Process, Methods, coaching and mentoring, 

learning needs assessment & learning evaluation, Management Development – Meaning, Process and 

Techniques; Career Planning and Development; Succession Planning 

Unit IV Managing Performance & Compensation 11 Hours 

Performance Appraisal: Nature, Objective, Process, Method; Compensation: Policies; Components 

of Employee Compensation: Sweat equity, ESOPs; Employee well-being, employee engagement, 

Health and Safety; Social Security; Challenges of HRM: Moonlighting, strategies for GIG and hybrid 

workforce. 

 

Learning Experience: This course will be conducted through a blend of lectures, case studies, hands- 

on exercises, and group discussions to ensure a dynamic and participatory learning environment. To 

enhance experiential learning, students will engage in group projects that simulate real business 

scenarios, in the form of role playing and case studies. Assessments will be diverse, including 

assignments, quizzes, group presentations, and a final examination, ensuring that students are evaluated 

on both their theoretical knowledge and practical skills. The course instructor will be available for 

additional support and feedback, encouraging students to seek help as needed. This integrated approach 
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ensures that students not only learn the fundamental concepts of HRM but also acquire the practical 

skills necessary for effective human resource management in the real world. 

Textbooks 

1. Dessler, Gary, (2011) Human Resource Management, Pearson Education. 

2. John M. Ivancevich and Robert Konopaske, Human Resource Management, McGraw Hill, 12th 

Edition. 

3. Durai, Pravin, Human Resource Management, Pearson Education, Delhi. 

 

Suggested Readings 

1. Aswathappa, K., Human Resource Management, McGraw Hill Education. 

2. VSP Rao, Human resource management: Text and cases, Excel Books. 

3. Bhattacharyya, Dipak Kumar, Human resource management, Excel Books 

4. Jyothi, P. and Venkatesh, D.N, Human Resource Management, Oxford Higher Education. 

 

Open Educational Resources (OER) 

1. https://www.whatishumanresource.com/human-resource-management 

2. https://www.hrmagazine.co.uk/ 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade 

 

 

 

SEMESTER III 

Course Code: 

MCBBBA351 

Course Title: Data Visualization L T P C 

Version 1 2 0 2 3 

Category of Course Major 

https://www.whatishumanresource.com/human-resource-management
https://www.hrmagazine.co.uk/
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Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

 

 

Course Perspective 

Upon completing this course, students will gain a comprehensive understanding of data visualization 

using Tableau and Power BI. They will develop skills in preparing and transforming data, creating 

meaningful visual representations, and utilizing advanced features of both tools. The course will 

enhance their ability to build effective dashboards, perform in-depth data analysis using DAX, and 

integrate data visualization with real-time insights. Students will be equipped to effectively 

communicate data narratives and make informed, data-driven decisions, demonstrating higher-order 

cognitive skills across Bloom’s Taxonomy. 

Course Outcomes: 

After completion of the course the student will be: 
 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding foundations of data visualization concepts, tools, 

and principles using Tableau and Power BI interfaces. 

L2 

CO2 Applying advanced visualization techniques, calculated fields, DAX 

expressions, and dashboard design principles to create interactive 

data stories. 

L3 

CO3 Analysing various data sources, preparation techniques, and 

visualization elements to identify trends, patterns, and insights in 

Tableau and Power BI. 

L4 

CO4 Evaluating the effectiveness and clarity of visualizations, reports, 

and dashboards in Tableau and Power BI, based on established best 

practices and user feedback. 

L5 

CO5 Creating comprehensive reports, dashboards, and data stories in 

Tableau and Power BI that effectively communicate analytical 

insights. 

L6 

 

Course Content 
 

Unit I: Introduction to Data Visualization and Tableau 12 Hours 

Introduction to Data Visualization: Importance, tools, and benefits, Introduction to Tableau: Overview, 

installing, and understanding the interface, Connecting to data sources: Excel, databases, web data, 

Data Preparation: Joins, unions, data blending, and data extracts, Basic charts and graphs: Bar charts, 

line graphs, scatter plots, Formatting and design principles for effective visualization 

Unit II Advanced Visualization Techniques in Tableau 10 Hours 
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Filters, Groups, Sets, and Parameters, Calculated Fields and Table Calculations, Advanced charts: 

Heat maps, tree maps, waterfall charts, and Gantt charts, Dashboards: Creating, formatting, and 

adding interactivity, Storytelling with Tableau: Building data stories and narratives, Best practices in 

dashboard design 

Unit III Power BI Basics and Visualization 12 Hours 

Introduction to Power BI: Overview and comparison with Tableau, Power BI Desktop Interface: 

Connecting to data sources, Data Preparation: Power Query, data cleaning, and transformation, Data 

modeling: Creating relationships, hierarchies, and measures, Building Visualizations: Bar charts, pie 

charts, line charts, and maps, Introduction to DAX (Data Analysis Expressions) for calculations 

Unit IV Advanced Features of Power BI and Integration 11 Hours 

Advanced DAX expressions for data modeling, Creating Reports and Dashboards in Power BI, 

Power BI Service: Publishing, sharing, and collaborating on reports, Integrating Power BI with other 

services (Excel, SharePoint, etc.), Power BI Mobile: Creating and viewing reports on mobile devices, 

Real-Time Data Streaming in Power BI 

 

Learning Experience: This course employs a mix of lectures, hands-on labs, quizzes, and assessments 

to provide a thorough understanding of data visualization techniques. Students will attend interactive 

sessions introducing Tableau and Power BI concepts, followed by practical labs where they will connect 

to data sources, prepare data, and build visualizations. Real-world case studies will be used to teach 

storytelling with data, while quizzes and tests will help evaluate their knowledge. The final projects will 

involve creating dashboards and reports that incorporate advanced features. This active learning process 

is highly effective, enabling students to develop technical skills while solving complex data 

visualization problems. 

Textbooks 

1. Ryan Sleeper, "Practical Tableau: 100 Tips, Tutorials, and Strategies from a Tableau Zen 

Master," 1st Edition, O'Reilly Media. 

2. Adam Aspin, "Pro Power BI Desktop: Self-Service Analytics and Data Visualization for the 

Power User," 1st Edition, Apress.: A Comprehensive Guide 

Suggested Readings 

1. Alberto Cairo, "The Functional Art: An Introduction to Information Graphics and 

Visualization," 1st Edition, New Riders. 

Open Educational Resources (OER) 

1. Tableau Public Training: Official free tutorials by Tableau, covering beginner to advanced 

topics. 

2. Microsoft Power BI Learning: Comprehensive Power BI learning material provided by 

Microsoft, covering all features. 

3. Khan Academy Data Analysis: Khan Academy’s course on SQL and data analysis basics, 

relevant for data preparation and integration in Tableau and Power BI. 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

30 Marks 

https://learn.microsoft.com/en-us/power-bi/guided-learning/
https://www.khanacademy.org/computing/computer-programming/sql
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Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

SEMESTER IV 
 

SEMESTER IV 

Course Code: 

MCBBAG451 

Course Title: Research Methods for 

Business 

L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Fundamental understanding of Statistics 

 

Course Perspective 

Upon completing this course students will be able to critically evaluate and apply essential business 

research methodologies to solve organizational challenges and analyze market trends. Students will 

understand foundational concepts such as the nature and scope of business research, while also 

advancing to analyze, apply, and create effective data collection instruments, hypothesis formulations, 

and ethical research proposals. The course empowers students with skills to accurately sample data, 

interpret findings, and communicate insights, ultimately preparing them for data-driven decision- 

making within diverse business contexts. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the foundational concepts and principles of business 

research. 

L2 
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CO2 Applying sampling techniques and survey methodologies to ensure 

that it represents population. 

L3 

CO3 Analysing different types of research designs and data collection 

techniques for various research objectives. 

L4 

CO4 Evaluating data through statistical methods, including hypothesis 

testing and advanced data analysis, to interpret findings effectively. 

L5 

CO5 Creating research reports and presentations that synthesize analysis 

outcomes,  with  a  focus  on  actionable  business  insights  and 

recommendations. 

L6 

 

Course Content 
 

Unit I Introduction to Business Research 10 Hours 

Introduction to Business Research: Definition; Nature and Scope of Business Research; The Research 

Process; Problem Identification and Definition; Determination of Information Needs; Hypothesis 

Formulation; Developing Research Proposal; Ethical issues in Research; Marketing Research. 

Unit II Types of Research Design 11 Hours 

Research Design and Data Collection: Types of Research Design; Secondary and Primary Data; 

Primary Data Collection Instruments -Questionnaire Designing and Testing; Schedule; 

Observation Methods; Qualitative Research; Scaling Techniques and Attitude Measurement; Online 

Data Sources and Research. 

Unit III Sample Design 12 Hours 

Defining the Universe and Sampling Unit; Sampling Frame; Probability and Non-probability 

Sampling Methods; Sample Size Determination, Data Collection and Survey Errors 

Unit IV Data Analysis, Interpretation and Report Preparation 12 Hours 

Data Editing and Coding; Tabulation; Hypothesis Testing; Analysis of Variance; Advanced Data 

Analysis Techniques- Factor Analysis, Cluster Analysis, Discriminant Analysis; Conjoint Analysis; 

Multi-Dimensional Scaling; use of SPSS/Mini-Tab in data analysis, Report Preparation and 

Presentation 

 

Learning Experience 

The learning process in this course is designed to be engaging and practical, involving a blend of 

lectures, hands-on exercises, quizzes, and real-world case studies to enrich understanding. Students will 

participate in workshops on hypothesis formulation and research proposal development, while data 

collection and sampling topics will be reinforced through practical assignments and in-class group 

projects. Advanced data analysis techniques are taught using software like SPSS allowing students to 

apply theoretical knowledge directly to real data sets. This balanced approach fosters analytical and 

practical skills, preparing students for dynamic applications in business research. 

Textbooks 
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1. C.R. Research Methodology (Methods and Techniques) 2nd Edition, New Age 

International(P)ltd. 

2. Zikmund, Babin, et.al. Business Research Methods, 8th Edition, Cengage Learning. 

3. Marketing Research – Naresh Kumar Malhotra & David F. Birks 

 

Suggested Readings 

1. Chawla Deepak, Research Methodology,2nd Edition, Vikas Publications. 

2. Dash Priyaranjan, Research Methodology, 3rd Edition, Vrinda Publications. 

Open Educational Resources (OER) 

1. NPTEL, Swayam, Course Era 

2. https://www.coursera.org/ 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade 

 

 

 

 

 

 

 

 

 

 

 

SEMESTER IV 

Course Code: 

MCBMHS202 

Course Title: Introduction to Financial 

Management 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

http://www.coursera.org/
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Pre-Requisites/ Co- 

Requisites 

Basic knowledge of Finance 

 

Course Perspective 

The Introduction to Financial Management course provides students with the foundational knowledge 

and skills to make informed financial decisions within a business context. The course covers the 

essential financial management principles, including the time value of money, investment decision- 

making, and capital structure. Additionally, it addresses practical aspects of managing dividends and 

working capital, equipping students with an understanding of how finance drives business value and 

growth. As financial managers in India increasingly play strategic roles, this course also explores their 

evolving responsibilities in balancing risks, returns, and stakeholder interests. 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the key concepts of Financial Management. L2 

CO2 Applying present and future value of cash flows, annuities, and 

perpetuities to make informed financial decisions. 

L3 

CO3 Analyzing  capital  budgeting  techniques  to  evaluate  investment 

opportunities and make project selection decisions. 

L4 

CO4 Evaluating the factors that influence capital structure and evaluate the 

impact of leverage on a company’s financial performance. 

L5 

CO5 Evaluating dividend policy options and working capital requirements to 

identify strategies that optimize a firm’s financial health and shareholder 

value. 

L5 

 

Course Content 
 

Unit I: Introduction 10 Hours 

Meaning and Definition of Financial Management, Goals of Financial Management, The 

Fundamental Principle of Finance, Risk-return trade-off, Agency problem, Emerging roles of 

financial managers in India; Calculation of Time Value of Money: Future Value, Present Value, 

Annuity, Perpetuity. 

Unit II Investment and Financial decisions 13 Hours 
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Capital Budgeting: Meaning, Capital budgeting Process; Project Classification; Evaluation 

Techniques – Payback period, ARR, Discounted payback period; NPV, PI, IRR, Accept/reject 

criteria. 

Capital Structure: Meaning, factors determining capital structure, capital structure planning and 

policy, capital structure theories; 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 III Dividend decisions 12 Hours 

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 IV Management of Working Capital 10 Hours 

Introduction, Concepts of working capital, Operating and cash conversion cycle, Permanent and 

variable working capital, balanced working capital position, Determinants of working capital, Issues 

in working capital management, Estimating working capital requirement, Receivables Management- 

credit period and discount evaluation. 

 

Learning Experience: Students will engage with real-world scenarios to understand the calculation 

and interpretation of financial metrics. They will develop investment appraisal skills through hands-on 

practice with capital budgeting tools, such as NPV and IRR. By analysing different capital structure 

theories and applying leverage concepts, students will be empowered to assess long-term financing 

decisions critically. In addition, they will explore dividend policies and working capital management 

through case studies, giving them insight into maintaining liquidity and profitability in a business. By 

the end of the course, students will be well-versed in applying financial management concepts to 

enhance business decision-making effectively. 

Textbooks 

1. I.M. Pandey, “Financial Management”, Pearson Publications 

2. Khan M. Y. and Jain P. K., “Financial Management”, McGraw Hill 

3. Prasanna Chandra, “Financial Management Theory and Practice”, McGraw Hill 

Suggested Readings 

1. Michael C. Ehrhardt and Eugene F. Brigham, “Corporate Finance”, South-Western Publication. 

2. Richard A. Brealey, Stewart Myersand Franklin Allen, “Principles of Corporate Finance” 

McGraw Hill 

Open Educational Resources (OER) 

1. https://www.icsi.edu/media/webmodules/Financial%20and%20Strategic%20Management.pdf 

www.saylor.org/courses/bus203/ 

2. https://nibmehub.com/opac-service/pdf/read/Financial%20Management%20- 

Theory%20&%20Practice.pdf 

http://www.icsi.edu/media/webmodules/Financial%20and%20Strategic%20Management.pdf
https://www.saylor.org/courses/bus203/


55  

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory): -  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory): -Mid-Term Exam 20 Marks 

External Marks (Theory): -End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

 

 

 

 

 

 

SEMESTER IV 

Course Code: 

MCBBBA451 

Course Title: Machine Learning for 

Business 

L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

 

 

Course Perspective 

Upon completing this course, students will develop a thorough understanding of the principles and 

applications of Artificial Intelligence in business contexts. They will analyze how AI technologies, such 

as machine learning and robotics process automation, are revolutionizing industries, particularly in 

logistics and supply chain management. By applying AI tools and frameworks, students will be 

equipped to construct predictive models and automate business processes. Furthermore, they will 

evaluate the ethical implications of AI, ensuring their approach aligns with principles of fairness and 

transparency. Ultimately, students will be prepared to innovate and lead in AI-driven environments. 

Course Outcomes: 

After completion of the course the student will be: 
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Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the foundational concepts of Artificial Intelligence and 

its significance in business, particularly in logistics and supply chain 

management 

L2 

CO2 Applying AI tools to automate business processes, enhancing efficiency 

in tasks such as inventory management and demand forecasting. 

L3 

CO3 Analysing the different types of machine learning techniques and their 

applications in predictive analytics 

for optimizing supply chain operations 

L4 

CO4 Evaluating the effectiveness of AI-driven decision-making processes in 

business analytics, utilizing tools like Power BI and Tableau to gain 

insights. 

L5 

CO5 Creating innovative AI solutions for real-world business challenges, 

integrating technologies to improve customer experiences and 

operational efficiency. 

L6 

 

Course Content 
 

Unit I: Introduction to Artificial Intelligence in Business 12 Hours 

Overview of Artificial Intelligence: History, scope, and key concepts, AI in Business: How AI is 

transforming industries, with a focus on logistics and supply chain management, Types of AI: Machine 

Learning, Natural Language Processing (NLP), and Robotics Process Automation (RPA),AI Tools 

Overview: Introduction to key AI tools for business (TensorFlow, IBM Watson, Google AI, Microsoft 

Azure AI),Ethical Considerations in AI: Bias, fairness, transparency, and the impact of AI on jobs. 

Unit II Machine Learning and Predictive Analytics 10 Hours 

Introduction to Machine Learning (ML): Supervised, unsupervised, and reinforcement learning, 

Predictive Analytics: Using historical data to forecast future outcomes in supply chains, AI Tools for 

Machine Learning: An introduction to tools such as Scikit-learn, H2O.ai, and AWS Machine 

Learning, Use Cases: Predicting demand in inventory management, risk management, and route 

optimization in logistics, Hands-on Implementation: Building basic predictive models using open- 

source tools 

Unit III AI-Driven Automation in Business 12 Hours 

Robotics Process Automation (RPA): Automating repetitive business processes using AI,AI for 

Supply Chain Optimization: Inventory management, warehouse automation, and demand forecasting, 

AI Tools for Automation: Overview of UiPath, Blue Prism, and Automation Anywhere, AI in 

Logistics: Autonomous vehicles, drones, and smart warehouses, Workflow Automation and Chatbots: 

AI-based virtual assistants for business process automation. 

Unit IV AI in Decision Making and Business Analytics 11 Hours 
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Learning Experience: The learning process for this syllabus will encompass a combination of 

interactive lectures, hands-on practical sessions, and collaborative projects. Students will participate in 

workshops where they will use AI tools like TensorFlow and IBM Watson to analyze case studies and 

develop predictive models. Regular quizzes and assessments will reinforce understanding and 

application of concepts, while discussions on ethical considerations will foster critical thinking. This 

comprehensive approach ensures that students not only grasp theoretical knowledge but also acquire 

practical skills, preparing them to implement AI solutions effectively in their careers. 

Textbooks 

1 Artificial Intelligence for Business, Doug Rose, 2nd Edition, O'Reilly Media 

2 Machine Learning Yearning, Andrew Ng, 2018 Edition, DeepLearning.AI 

Suggested Readings 

1 Data Science for Business, Foster Provost, Tom Fawcett, 2nd Edition, O'Reilly Media 

Open Educational Resources (OER) 

1 Artificial Intelligence in Business - Coursera 

2 Introduction to Machine Learning - edX 

3 AI for Everyone - Coursera 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

AI for Business Decision Making: Supporting complex decision-making processes with AI, Business 

Intelligence and AI: How AI is integrated into business analytics platforms like Power BI and 

Tableau,AI Tools for Business Intelligence: Exploring AI capabilities in BI tools such as Microsoft 

Azure AI and Google AI,AI for Customer Insights: Personalization, recommendation engines, and 

sentiment analysis using AI,Future Trends: AI’s role in predictive analytics, prescriptive analytics, and 

decision intelligence 

https://www.coursera.org/learn/ai-business
https://www.coursera.org/learn/ai-for-everyone
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SEMESTER IV 

Course Code: 

MCBBAG401 

Course Title: Business laws L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic Understanding of Legal Terms 

 

Course Perspective 

Upon completing this course, students will understand the foundational principles of various business 

laws in India, including the Indian Contract Act, Sale of Goods Act, and Companies Act. They will 

analyse the implications of these laws in real-world business scenarios, focusing on contracts, 

negotiable instruments, and company regulations. Students will apply legal principles to consumer 

protection and information rights, ensuring compliance with the respective laws. They will also evaluate 

the effectiveness of these laws in protecting consumer rights and regulating corporate entities. The 

course will enable students to create effective legal strategies for managing business operations within 

the framework of Indian laws. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the core concepts and essentials of the Indian 

Contract Act, Sale of Goods Act, and Companies Act, focusing on 

contract formation, sale agreements, and company incorporation. 

L2 

CO2 Analysing the legal provisions related to negotiable instruments, 

limited liability partnerships, and agency contracts to assess 

compliance in business transactions. 

L3 

CO3 Applying principles of consumer protection and right to information 

to address legal challenges in business operations, focusing on 

consumer rights and transparency. 

L4 

CO4 Evaluating the impact of the Information Technology Act and other 

business laws on digital transactions, governance, and consumer 

engagement. 

L5 
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CO5 Creating business strategies that align with legal requirements, 

ensuring compliance with contract laws, company regulations, and 

consumer protection mandates 

L6 

 

Course Content 
 

Unit I: Indian Contract Act 1872 9 Hours 

The Indian Contract Act 1872: Meaning and Essentials of contract; Kinds of contract based on 

validity, formation & performance; law relating to offer and acceptance, consideration, competency 

to contract, free consent, void agreements, performance of contracts, discharge of contracts, breach 

of contracts and quasi contract; Special contracts: contract of indemnity and guarantee, bailment and 

pledge, and agency. 

Unit II Sale of Goods Act 1930 & Negotiable Instrument Act 1881 12 Hours 

Sale of Goods Act 1930: Sale and agreement to sell, implied conditions and warranties, sale by 

non-owners, rights of unpaid seller. 

Negotiable Instruments Act 1881: Meaning of negotiable instruments, type of negotiable 

instruments, promissory note, bill of exchange, cheque. 

Unit III Companies Act 2013 & Limited Liability Partnership Act, 

2008 

12 Hours 

The Companies Act 2013: Meaning and types, Incorporation, Memorandum & Articles of 

association, Prospectus, Issue of shares and bonus shares, rights issue, sweat equity, role of 

directors, share qualification, company meetings. 

The Limited Liability Partnership Act 2008: Meaning and nature of limited partnership, formation, 

partners & their relations, extent and limitation of liability. 

Unit IV Consumer Protection Act 1986 12 Hours 

Consumer Protection Act 1986: Objectives and machinery for consumer protection, defects and 

deficiency removal, rights of consumers. The Right to Information Act 2005: Salient features and 

coverage of the act, definition of terms information, right, record, public authority; obligations of 

public authorities, requesting information and functions of PIO. Information Technology Act 2000: 

The rationale behind the act, Digital signature and electronic signature, Electronic Governance. 

 

 

Learning Experience: The course will be delivered through a combination of lectures, case studies, 

group discussions, and interactive exercises, ensuring a thorough understanding of business laws. 

Classes will introduce foundational concepts of contracts, sale agreements, and company formation, 

supplemented with case studies that simulate real-life legal scenarios. Role plays and group activities 

will help students analyze legal provisions related to negotiable instruments, LLPs, and consumer rights. 

Practical exercises, quizzes, and assessments will be used to enhance comprehension of laws like the 

Information Technology Act and Right to Information Act. This approach ensures that students develop 

critical thinking, legal reasoning, and practical skills to apply laws effectively in business scenarios. 

 

 

Textbooks 

1. Bhushan, Bharat., Kapoor, N.D., Abbi, Rajni, “Elements of Business Law”. Sultan Chand & 

Sons Pvt. Ltd. 
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2. Dagar, Inder Jeet and Agnihotri, Anurag. Business Laws : Text and Problems. Sage 

Publication. 

3. Jagota R. (2019). Business Laws. MKM Publishers ScholarTech Press. 

4. Sharma, J.P. and Kanojia S. (2019). Business Laws. New Delhi. Bharat Law House Pvt. Ltd. 

5. Singh, Avtar.(2018). The Principles of Mercantile Law. Lucknow. Eastern Book Company. 

6. Tulsian P.C. (2018). Business Law. New Delhi.Tata McGraw Hill. 

Suggested Readings 

1. Information Technology Rules 2000 with Information Technology Act 2000, Taxman 

Publications Pvt. Ltd., New Delhi. 

2. Kuchhal, M C. (2018). Business Laws. New Delhi. Vikas Publishing House. 

3. Arora, Sushma. (2015). Business Laws. New Delhi. Taxmann 

4. Sharma, J.P. and Kanojia S. (2015). Vyavsayik Sanniyam, Delhi University Hindi Cell. (For 

Hindi) 

 

 

Open Educational Resources (OER) 

1. MIT OpenCourseWare (OCW) - Law and Society: Commercial Law 

2. Coursera - Legal Aspects of Entrepreneurship (Offered by the University of Maryland) 

3. OER Commons - Commercial Law Resources 

4. OpenStax - Business Law 

 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 
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SEMESTER V 
 

SEMESTER V 

Course Code: 

MCBBBA551 

Course Title: AI Tools for Business L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

 

 

Course Perspective 

Upon completing this course, students will develop a thorough understanding of the principles and 

applications of Artificial Intelligence in business contexts. They will analyze how AI technologies, such 

as machine learning and robotics process automation, are revolutionizing industries, particularly in 

logistics and supply chain management. By applying AI tools and frameworks, students will be 

equipped to construct predictive models and automate business processes. Furthermore, they will 

evaluate the ethical implications of AI, ensuring their approach aligns with principles of fairness and 

transparency. Ultimately, students will be prepared to innovate and lead in AI-driven environments. 

Course Outcomes: 

After completion of the course the student will be: 
 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the foundational concepts of Artificial Intelligence and 

its significance in business, particularly in logistics and supply chain 

management 

L2 

CO2 Applying AI tools to automate business processes, enhancing efficiency 

in tasks such as inventory management and demand forecasting. 

L3 
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CO3 Analysing the different types of machine learning techniques and their 

applications in predictive analytics for optimizing supply chain 

operations 

L4 

CO4 Evaluating the effectiveness of AI-driven decision-making processes in 

business analytics, utilizing tools like Power BI and Tableau to gain 

insights. 

L5 

CO5 Creating innovative AI solutions for real-world business challenges, 

integrating technologies to improve customer experiences and 

operational efficiency. 

L6 

 

Course Content 
 

Unit I: Introduction to Artificial Intelligence in Business 12 Hours 

Overview of Artificial Intelligence: History, scope, and key concepts,AI in Business: How AI is 

transforming industries, with a focus on logistics and supply chain management,Types of AI: 

Machine Learning, Natural Language Processing (NLP), and Robotics Process Automation 

(RPA),AI Tools Overview: Introduction to key AI tools for business (TensorFlow, IBM Watson, 

Google AI, Microsoft Azure AI),Ethical Considerations in AI: Bias, fairness, transparency, and the 

impact of AI on jobs 

Unit II Machine Learning and Predictive Analytics 10 Hours 

Introduction to Machine Learning (ML): Supervised, unsupervised, and reinforcement learning, 

 

Predictive Analytics: Using historical data to forecast future outcomes in supply chains, AI Tools for 

Machine Learning: An introduction to tools such as Scikit-learn, H2O.ai, and AWS Machine 

Learning, Use Cases: Predicting demand in inventory management, risk management, and route 

optimization in logistics, Hands-on Implementation: Building basic predictive models using open- 

source tools 

Unit III AI-Driven Automation in Business 12 Hours 

Robotics Process Automation (RPA): Automating repetitive business processes using AI,AI for 

Supply Chain Optimization: Inventory management, warehouse automation, and demand 

forecasting, AI Tools for Automation: Overview of UiPath, Blue Prism, and Automation Anywhere, 

AI in Logistics: Autonomous vehicles, drones, and smart warehouses, Workflow Automation and 

Chatbots: AI-based virtual assistants for business process automation 

Unit IV AI in Decision Making and Business Analytics 11 Hours 

AI for Business Decision Making: Supporting complex decision-making processes with AI, 

 

Business Intelligence and AI: How AI is integrated into business analytics platforms like Power BI 

and Tableau,AI Tools for Business Intelligence: Exploring AI capabilities in BI tools such as 

Microsoft Azure AI and Google AI,AI for Customer Insights: Personalization, recommendation 

engines, and sentiment analysis using AI,Future Trends: AI’s role in predictive analytics, 

prescriptive analytics, and decision intelligence 

 

 

Learning Experience: The learning process for this syllabus will encompass a combination of 

interactive lectures, hands-on practical sessions, and collaborative projects. Students will participate in 
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workshops where they will use AI tools like TensorFlow and IBM Watson to analyze case studies and 

develop predictive models. Regular quizzes and assessments will reinforce understanding and 

application of concepts, while discussions on ethical considerations will foster critical thinking. This 

comprehensive approach ensures that students not only grasp theoretical knowledge but also acquire 

practical skills, preparing them to implement AI solutions effectively in their careers. 

Textbooks 

1. Artificial Intelligence for Business, Doug Rose, 2nd Edition, O'Reilly Media 

2. Machine Learning Yearning, Andrew Ng, 2018 Edition, DeepLearning.AI 

Suggested Readings 

1. Data Science for Business, Foster Provost, Tom Fawcett, 2nd Edition, O'Reilly Media 

Open Educational Resources (OER) 

1. Artificial Intelligence in Business - Coursera 

2. Introduction to Machine Learning - edX 

3. AI for Everyone - Coursera 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

 

 

 

 

 

 

 

 

SEMESTER VI 

Course Code: 

MCBBAG502 

Fundamentals of Strategy L T P C 

Version 1 3 0 0 3 

Category of Course Major 

https://www.coursera.org/learn/ai-business
https://www.coursera.org/learn/ai-for-everyone
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Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basics of management 

 

Course Perspective 

This course offers deep understanding of the concepts like mission, vision, and objectives and how they 

are aligning to organizational goals and strategies. Environmental scanning tools enable them to analyze 

market conditions and identify competitive advantages. Fundamentals of Strategy is essential for 

students as it teaches them to develop, implement, and evaluate strategies that drive organizational 

success. It equips future leaders with the ability to analyze business environments, make informed 

decisions, and create competitive advantages in dynamic markets, ensuring long-term sustainability and 

growth. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the concept of Various Strategies L2 

CO2 Applying business environment analysis techniques, including 

PESTEL and VRIO, to inform strategic decisions in a global context. 

L3 

CO3 Analyzing various strategic frameworks and models, such as SWOT 

analysis and the Balanced Scorecard, to assess their impact on 

organizational performance 

L4 

CO4 Evaluating corporate-level strategies using models like the BCG 

Matrix and GE Nine Cell Framework to determine their effectiveness 

and suitability 

L5 

CO5 Creating strategic plans that incorporate strategic leadership, culture, 

and Blue Ocean strategies for sustainable competitive advantage 

L6 

 

Course Content 
 

Unit I Introduction to Fundamentals of Strategies 11 Hours 

concept of strategies and strategic management, mission, vision, objectives, process of strategic 

management, environmental scanning, SWOT analysis, Strategy Formulation, Process of Strategy 

Formulation, Models of Strategic management – Prahlad, Mintzberg, Ansoff, Porter. Mc Kinsey 7s 

Framework. 
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Unit II Strategic implementation in Global Business Environment 12 Hours 

Business Environment Analysis – PESTEL, ETOP, SWOT, VRIO Framework, Value Chain Analysis. 

Generic Strategies Strategic Management Process, Constraints and Strategic Choice, Porters five 

forces Model, Global Multicultural Environment and Glocalization strategies. 

Unit III Corporate Level Strategies 11 Hours 

Balanced Score Card; Stability, Grand, Growth, Expansion, Diversification, Disinvestment, 

Retrenchment, Turnaround and Combination Strategies. GE Nine Cell Framework, BCG Matrix, Stop 

Light Model, Directional Policy Framework, PIMS Framework. 

Unit IV Strategic Evaluation and Control 11 Hours 

Strategic Leadership, Culture and Strategy, Structure and Strategy, SBU Level Strategies, Strategy 

Evaluation and Control, Management Control Systems, Strategic Cost Management, Product Design 

and Divisional Strategies. Blue Ocean Strategy. 

 

Learning Experience: The learning process for this course will involve a mix of interactive lectures, 

practical workshops, case studies, quizzes, and assessments. Classes will focus on theoretical concepts, 

while practical sessions will allow students to apply frameworks like SWOT and PESTEL in real-world 

scenarios, enhancing their analytical skills. Group discussions and presentations will foster 

collaboration and critical thinking, while quizzes and tests will reinforce knowledge retention. This 

comprehensive approach ensures that students not only grasp the concepts but also develop the ability 

to apply them effectively in strategic decision-making processes, preparing them for leadership roles in 

their future careers. 

Textbooks 

1. Kazmi Azhar and Adela Kazmi,(2015) "Strategic Management", Tata McGraw Hill Publishing 

Company Ltd., New Delhi 

2. Strategy Management and Business Policy: Globalisation, Innovation and Sustainability – 

Wheeler, Hunger and Rangrajan 

Suggested Readings 

1. Strategic Management Concepts: A competitive advantage approach – Fred R David 

2. Competitive Strategy: Techniques for Analyzing Industries and Competitors, by Michael E. 

Porter, Free Press publications. 

Open Educational Resources (OER) 

1. MIT OCW - Strategic Management 

2. Open Textbook Library - Strategic Management 

3. Saylor Academy - Strategic Management 

Evaluation Scheme 
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Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade 

 

 

 

 

SEMESTER V 

Course Code: 

MCBBSC551 

Course Title: Supply Chain Analytics L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basics of Logistics and Supply Chain 

 

Course Perspective 

This course aims to equip students with a comprehensive understanding of supply chain management 

principles, tools, and techniques to enhance organizational efficiency, optimize processes, and improve 

overall competitiveness in both manufacturing and service sectors using data analysis. The aim is to 

enhance students' abilities in optimizing supply chain processes, improving efficiency, and driving 

strategic decisions in dynamic and global environments. 

Course Outcomes: 

After completion of the course the student will be: 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 
Level 

CO1 Understanding the foundational concepts and importance of supply 

chain analytics. 

L2 
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CO2 Applying data analytics techniques for supply chain forecasting, 

demand planning, and optimization. 

L3 

CO3 Analyzing supply chain data to identify patterns, trends, and 
opportunities for process improvement. 

L4 

CO4 Evaluating advanced analytical methods for supply chain risk 

management and sustainability. 

L5 

CO5 Design, and optimize data-driven models to optimize logistics, 

inventory, and overall supply chain performance. 

L6 

 

Course Content 
 

Unit I Introduction to Supply Chain Analytics 10 Hours 

Overview of supply chain analytics: Scope, significance, and applications, Introduction to data 

types, sources, and processing in supply chain, Descriptive analytics: Data visualization and pattern 

identification in supply chain data, Tools for data collection and analysis: Excel, R, Python, and 
Power BI basics. 

Unit II Predictive Analytics in Supply Chain 13 Hours 

Forecasting techniques: Time-series analysis, regression, and demand forecasting, Demand 

planning and aggregate planning using predictive analytics, Predictive models for inventory and 
logistics optimization, Machine learning applications in supply chain forecasting. 

Unit III Prescriptive Analytics and Optimization Techniques 12 Hours 

Introduction to optimization in supply chain: Linear programming and simulations, Inventory 

management techniques: EOQ, ABC analysis, and safety stock calculations, Transportation and 

network optimization: Cost minimization and route planning, Supply chain risk management and 

scenario analysis. 

Unit IV Supply Chain Strategy and Performance Analytics 10 Hours 

Key performance indicators (KPIs) and metrics for supply chain performance, Analytics for supply 

chain resilience and sustainability, Tools and techniques for agile and lean supply chain strategy 

evaluation , Supply chain control towers and real-time analytics. 

 

 

Learning Experience: 

 

1. Interactive Lectures: Engaging presentations with Q&A sessions to clarify core analytics 

concepts and foster active participation. 

2. Hands-On Learning: Practical exercises and case studies to apply theoretical concepts using 

analytics software and tools. 

3. Digital Resources and LMS Integration: Utilizing video tutorials, podcasts, and a Learning 

Management System for accessing materials and assignments. 

4. Data-Driven Case Studies: Discussing real-world cases to bridge theory with current 

industry practices and data-driven decision-making. 

5. Continuous Assessments: Regular quizzes, exercises, and discussions to gauge 

understanding and provide timely feedback. 

 

Textbooks: 

1. Supply Chain Analytics by Peter W. Smith, 2nd Edition, Pearson. 

2. Supply Chain Analytics and Modeling by Nada R. Sanders, 1st Edition, Wiley. 

Suggested Readings: 

1. Competing on Analytics: The New Science of Winning by Thomas H. Davenport, Harvard 

Business Press. 



68  

2. Data Science for Supply Chain Forecasting by Nicolas Vandeput, 2nd Edition, CRC Press. 

Open Educational Resources (OER) 

1. https://archive.nptel.ac.in/courses/110/107/110107074/ 

2. https://www.coursera.org/specializations/supply-chain-analytics 

Evaluation Scheme 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 
 

 

 

 

 

 

 

 

SEMESTER V 

Course Code: 

MCBBBA552 

Course Title: Structured Query Language L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

 

 

Course Perspective 

In the data-driven world, SQL remains a core skill for managing and analyzing structured data. 

This course is designed to empower students with a hands-on understanding of relational databases 

and structured query language. It bridges the gap between raw data and actionable insights by 

teaching how to store, retrieve, and analyze data efficiently. Whether students pursue careers in 

business analytics, data science, finance, marketing, or IT, the knowledge of SQL will be essential for 

querying databases, generating reports, and supporting decision-making processes. This course 

also lays the foundation for advanced courses in data warehousing, big data, and data visualization. 

 

 

 

 

 

Course Outcomes: 

https://archive.nptel.ac.in/courses/110/107/110107074/
https://www.coursera.org/specializations/supply-chain-analytics
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After completion of the course, the student will be: 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understand the fundamentals of relational databases and SQL 

syntax. 

L1,L2 

CO2 Create and manage relational database structures using SQL. L2,L3 

CO3 Retrieve, filter, and manipulate data using SQL queries effectively. L3,L4 

CO4 Apply advanced SQL operations like joins, subqueries, and 

aggregate functions. 

L4,L5 

CO5 Use SQL for analytical tasks such as summarizing, reporting, and 

working with views and functions. 

L4,L5 

 

 

Course Content 

 

Unit I: Introduction to Databases and SQL 10 Hours 

Introduction to databases and RDBMS concepts,Entity-Relationship model basics,Overview of SQL 

and data types,Creating and using databases,Introduction to DDL: CREATE, ALTER, DROP, and 

TRUNCATE 

Unit II Data Manipulation and Constraints 10 Hours 

Data manipulation using DML: INSERT, UPDATE, DELETE, 

Data retrieval using SELECT, WHERE, ORDER BY, DISTINCT, 

Using constraints: NOT NULL, UNIQUE, PRIMARY KEY, FOREIGN KEY, CHECK, DEFAULT, 

Filtering data using logical operators and pattern matching (LIKE, IN, BETWEEN) 

Unit III Advanced Query Operations 13 Hours 

Aggregate functions: SUM, AVG, MAX, MIN, COUNT,Grouping results using GROUP BY and 

HAVING,Joining tables: INNER JOIN, LEFT JOIN, RIGHT JOIN, FULL JOIN,Subqueries (single- 

row and multi-row),Set operations: UNION, INTERSECT, EXCEPT 

Unit IV SQL for Business Analysis 12 Hours 

Working with VIEWS, INDEXES,Using SQL for data summarization and reporting,Case statements 

and conditional logic,Temporary tables and transactions, Introduction to stored procedures and 

functions (basic level) 

 

 

 

Learning Experience: 

After studying this course, students will: 

Gain a solid foundation in SQL and relational database concepts 

Be able to create, manage, and query databases using real-world business data 

Learn to extract meaningful insights using joins, aggregations, and subqueries 

Build confidence in designing reports and dashboards with SQL as the data backend 

Become industry-ready for roles like data analyst, BI analyst, and database developer 
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Textbooks 

 

 

Suggested Readings 

 

Open Educational Resources (OER) 

SQL Tutorial by W3Schools 

https://www.w3schools.com/sql/ 
 

 

SEMESTER V 

Course Code: 

MCBBBA553 

Course Title: Predictive Analytics L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic statistics, data analytics, and Excel 

 

Course Perspective 

 

The Predictive Analytics course is designed to develop students’ capability to foresee future trends 

and outcomes by analyzing historical data. In today’s business environment, decision-makers rely 

heavily on predictive models to optimize marketing, manage risks, retain customers, and improve 

operations. This course provides students with a strategic lens to apply data-driven prediction methods 

using both statistical and machine learning techniques. It emphasizes real-world application, hands- 

on practice, and business interpretation, thereby preparing students for roles in data-driven 

marketing, finance, supply chain, and HR analytics. 

 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understand the principles and process of predictive analytics and its 

role in business decision-making. 

L1,L2 

http://www.w3schools.com/sql/
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CO2 Prepare and preprocess data for predictive modeling using appropriate 

techniques. 

L2,L3 

CO3 Apply statistical models such as linear regression and logistic 

regression for prediction. 

L3,L4 

CO4 Implement and evaluate machine learning algorithms such as decision 

trees and clustering. 

L4,L5 

CO5 Use tools (Excel, Python, or Power BI) to build, visualize, and 

interpret predictive models for business problems. 

L3,L5 

 

 

 

Course Content 
 

 

Unit I: Introduction to Predictive Analytics 10 Hours 

Introduction to analytics: descriptive vs predictive vs prescriptive, 

Predictive analytics in business: use cases (sales forecasting, customer churn, risk 

analysis),Predictive analytics workflow,Types of predictive models: statistical models vs machine 

learning models, 

Model evaluation: training/testing, accuracy, confusion matrix, overfitting/underfitting 

Unit II Data Preparation for Predictive Modeling 10 Hours 

Data understanding and exploration,Handling missing values, outliers, and duplicate data,Data 

transformation: normalization, standardization, encoding categorical variables,Feature selection and 

engineering,Train-test split and cross-validation 

Unit III Statistical Predictive Models 12 Hours 

Linear Regression: assumptions, model building, R-squared, residual analysis,Logistic 

Regression: binary classification, odds ratio, ROC curve,Application of regression in business 

scenarios, 

Model interpretation and diagnostics 

Unit IV Machine Learning Models and Business Application 13 Hours 

Decision Trees: splitting, pruning, overfitting,K-Means Clustering: use in customer 

segmentation,Introduction to other models: Random Forest, Naïve Bayes (overview),Model 

evaluation: confusion matrix, precision, recall, F1-score,Building and presenting predictive 

dashboards (Excel/Python/Power BI) 

 

 

Learning Experience: 

 

After completing this course, students will: 

 

1. Be able to identify suitable predictive models for various business applications 

2. Understand how to clean, prepare, and analyze data for prediction 

3. Build predictive models using Excel and assess their accuracy 

4. Learn to interpret model results for making strategic decisions 
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SEMESTER VI 

5. Be job-ready for roles such as Predictive Analyst, Business Intelligence Analyst, Data 

Analyst, or further studies in Data Science 

 

 

Textbooks 

 

 

Suggested Readings 

 

 

Open Educational Resources (OER) 

 

Predictive Analytics for Business (edX - Audit Free) 

https://www.edx.org/course/predictive-analytics 

 

 

Evaluation Scheme 
 

 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: A student must secure 40% marks in the Internal and End Term Examination separately to 

secure a minimum passing grade. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

SEMESTER VI 
 

http://www.edx.org/course/predictive-analytics
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Course Code: 

MCBBAG601 

Course Title: Business Ethics, Values & 

Corporate Governance 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basics of management studies 

 

Course Perspective 

This course is essential for students to navigate the ethical challenges, and governance demands in 

today’s business world. It emphasizes the importance of aligning personal values with organizational 

goals, fostering ethical decision-making in a rapidly evolving environment. By exploring various ethical 

theories and business conduct regulations, students gain a comprehensive understanding of ethical 

practices and their significance in maintaining transparency and accountability. The course also delves 

into Corporate Governance, highlighting its principles, structures, and global failures, equipping 

students with the knowledge to uphold sound governance practices. Additionally, the focus on 

Corporate Social Responsibility and Sustainability prepares students to drive businesses towards 

socially responsible and environmentally sustainable operations, aligning corporate goals with broader 

societal and environmental imperatives. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the importance of ethics and values in business. L2 

CO2 Applying moral practices and demonstrate sensitivity towards the 

ethical dimensions of managerial problems in real-world business 

scenarios. 

L3 

CO3 Applying principles and practices of Corporate Governance, 

Corporate Social Responsibility and Sustainable Development. 

L3 

CO4 Analysing oneself and develop critical and rational thinking to 

evaluate personal and professional decision-making processes. 

L4 

CO5 Evaluating company’s social and environmental responsibilities 

from both internal and external perspectives 

L5 

 

Course Content 
 

Unit I Introduction to Values, ethics and business conduct 10 Hours 
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Values: Concept, Types and Formation of Values, Indian context of Business values. Importance to 

blending individual value with organizational values. 

Business Ethics: Meaning of ethics, Theories of ethics: Utilitarianism: weighing social cost and 

benefits, Rights and duties, Justice and fairness, ethics of care, integrating utility, rights, justice and 

caring, An alternative to moral principles: virtue ethics, teleological theories, egoism theory, 

relativism theory. Scope of Business Ethics, Ethics in functional area and compliance. 

Rules Governing business conduct: Introduction to IBC, Data Protection and Privacy Law. 

Unit II Corporate Governance 13 Hours 

Meaning, significance and principles, Management and corporate governance, Theories and Models 

of corporate governance; Board structure and Independent director, board committees and their 

functions; shareholder activism and, proxy advisory firms., role of rating agencies Whistle blowing. 

Corporate Governance Report Structure. 

Common Governance Problems Noticed in various Corporate Failures; Codes and Standards on 

Corporate Governance: Sir Adrian Cadbury Committee 1992 (UK), Sarbanes Oxley Act, OECD 

Principles of Corporate Governance. 

Unit III Corporate Social Responsibility: 11 Hours 

Meaning and definitions of CSR, CSR under the Companies Act, 2013. International Framework of 

CSR : Global Compact, Caux Round table, OECD Guidelines for Multinational Enterprise, 3SA8000 

Standard, BS/ISO Guidelines on CSR Management (ISO-26000), Social Audit of Government 

Programs. Indian Guidelines BRSR (SEBI), NVG Guidelines (Ministry of Corporate Affairs) 

Sustainability Reporting Framework in India, Challenges in Mainstreaming Sustainability Reporting. 

Unit IV Sustainable Development 11 Hours 

Role of Business in Sustainable Development, Corporate Sustainability, Sustainability is Imperative, 

Government Role in improving Sustainability Reporting KYOSEI, Sustainability Reporting, Benefits 

of Sustainability Reporting - Sustainability Reporting Framework Global Reporting Initiative (GRI) 

- Sustainability Reporting Guidelines UN Global Compact – Ten Principles,2000, Sustainability 

Indices. Social responsibly standards, social stock exchange. Revised rules for IPO Valuation to avoid 

valuation hype. 

 

Learning Experience: This course will be conducted through a blend of lectures, case studies, hands- 

on exercises, and group discussions to ensure a dynamic and participatory learning environment. To 

enhance experiential learning, students will engage in group projects that simulate real business 

scenarios, in the form of role playing and case studies. Assessments will be diverse, including 

assignments, quizzes, group presentations, and a final examination, ensuring that students are evaluated 

on both their theoretical knowledge and practical skills. The course instructor will be available for 

additional support and feedback, encouraging students to seek help as needed. This integrated approach 

ensures that students not only learn the fundamental concepts of values and ethics but also acquire the 

practical skills necessary for effective application of values and ethics in the real world. 

Textbooks 



75  

1. Dr. Narindra Moha, Dr.Supreet Singh, AshimaVerma (2014), Valurs and Ethics in Management, 

Galgotia Publishing Company. 

2. Velasquez Manuel G: Business ethics- concepts and cases. 

3. Fernando A.C.: Business Ethics – An Indian Perspective. 

4. Crane Andrew & Matten Dirk: Business Ethics, Oxford. 

5. Ghosh B N: Business Ethics & Corporate Governance, Mc Graw Hill 

6. DeGeorge Richard T.: Business Ethics, Pearson. 

 

Suggested Readings 

 

1. Dr. F.C.Sharma, Business Values & Ethics – Shree Mahavir Book Depot, NaiSarak, New Delhi. 

2. Hartman, Laura and Chatterjee, Abha, (2006), Perspectives in Business Ethics, 3rd Edition, 

McGraw Hill Education. 

3. C.B. Gupta (2011), Human Resource Management, Sultan Chand & Son, Educational Publisher, 

New Delhi. 

Open Educational Resources (OER) 

3. Students are encouraged to explore online resources such as Cousera for additional learning 

materials on organization behavior. 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade 

 

SEMESTER VI 

Course Code: 

MCBBBA651 

Course Title: Prescriptive Analytics L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 
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Pre-Requisites/ Co- 

Requisites 

Knowledge of statistics and familiarity with Excel/decision-making 

tools like python 

 

Course Perspective 

 

Prescriptive analytics is the final and most action-oriented phase in the analytics journey. This course 

enables students to go beyond understanding and predicting data trends—by empowering them to 

determine what should be done. It emphasizes how to make optimal and informed decisions by 

applying mathematical models and business logic.The course prepares students to solve real-world 

problems in operations, logistics, HR, finance, and marketing, using techniques like linear 

programming, decision analysis, and simulation modeling. This is essential for roles in business 

consulting, operations research, data-driven decision-making, and advanced business analytics. 

 

 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the role and process of prescriptive analytics in 

decision-making. 

L1,L2 

CO2 Applying optimization techniques to solve resource allocation and 

operational problems. 

L2,L3 

CO3 Using linear programming models for business problem-solving. L3,L4 

CO4 Applying decision analysis tools like decision trees and payoff tables 

in uncertain environments. 

L3,L4,L5 

CO5 Building and interpret prescriptive models using tools like Excel 

Solver or Python libraries. 

L4,L5 

 

Course Content 
 

 

Unit I: Introduction to Prescriptive Analytics 10 Hours 

Definition and scope of prescriptive analytics,Difference between descriptive, predictive, and 

prescriptive analytics,Business applications: logistics, scheduling, marketing, pricing,Introduction to 

optimization and simulation models,Decision-making frameworks in business 

Unit II Linear Programming and Optimization 10 Hours 

Structure of linear programming problems (LPPs),Formulating business problems as LPPs,Graphical 

solution method,Sensitivity analysis and interpreting results,Applications in product mix, 

transportation, and staffing 
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Unit III Decision Analysis and Simulation 12 Hours 

Payoff tables, decision trees, expected value, Risk analysis using probability,Simulation: Monte 

Carlo basics and applications in business,Scenario analysis and “what-if” analysis in Excel, 

Utility theory and risk preferences 

Unit IV Tools and Applications for Prescriptive Modeling 13 Hours 

Using Excel Solver for optimization problems,Introduction to Python libraries for optimization 

(PuLP, SciPy),Case studies: marketing spend allocation, supply chain optimization, 

scheduling,Building dashboards for prescriptive models, Reporting recommendations to 

management using analytics 

 

 

 

Learning Experience: 

 

After completing this course, students will: 

 

1. Learn to formulate real business problems into optimization models 

2. Gain practical exposure to Excel Solver and Python-based optimization 

3. Understand and apply decision-making techniques under uncertainty 

4. Build and present prescriptive analytics dashboards and business recommendations 

5. Be prepared for roles in business operations, analytics consulting, logistics, and planning 

 

 

Textbooks 

 

 

Suggested Readings 

 

 

Open Educational Resources (OER) 

 

Analytics for Decision Making – LibreTexts Business 

https://biz.libretexts.org 

Evaluation Scheme 
 

 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

https://biz.libretexts.org/
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SEMESTER VI 

Course Code: 

MCBBBA652 

Course Title: Functional Analytics L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of business functions and introductory analytics 

 

Course Perspective 

 

Functional Analytics is a practical course that empowers BBA students to understand and apply data 

analytics in core business domains. Every business decision—from pricing a product to predicting 

employee attrition—relies on insights generated through functional data analysis. This course is 

designed to prepare students to bridge domain knowledge with analytics skills, enabling them to work 

as domain-specific analysts or cross-functional decision-support specialists in business 

environments. 

 

 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understand the role of analytics in key business functions— 

marketing, finance, HR, and operations. 

L1,L2 

CO2 Apply  descriptive  and  diagnostic  analytics  techniques  within 

functional areas. 

L2,L3 

CO3 Analyze real-world business data to generate actionable insights 

across departments. 

L3,L4 

CO4 Use Excel to develop functional dashboards and reports. L3,L4,L5 

Note: A student must secure 40% marks in the Internal and End Term Examination separately to 

secure a minimum passing grade. 
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CO5 Interpret analytics outcomes to support strategic and operational 

decision-making. 

L4,L5 

 

 

 

Course Content 
 

 

Unit I: Introduction to Functional Analytics 10 Hours 

Introduction to business functions: marketing, HR, finance, operations,Importance of analytics in 

business functions, Functional KPIs and metrics, Descriptive, diagnostic, predictive analytics 

overview,Business Intelligence tools in functional domains 

Unit II Marketing and Sales Analytics 10 Hours 

Customer segmentation and targeting, Campaign performance analytics, Sales funnel analysis and 

lead scoring, Pricing and product analytics, Market basket analysis (introductory level 

Unit III Financial and HR Analytics 12 Hours 

Financial Analytics:Revenue, cost, and profitability analysis,Budget variance and 

forecasting,Ratio analysis and risk management 

HR Analytics: Workforce analytics and attrition prediction, Recruitment and performance 

analysis, Employee engagement and satisfaction data 

Unit IV Operations and Supply Chain Analytics 13 Hours 

Inventory and warehouse analytics, Demand forecasting, Process efficiency and quality analysis, 

Vendor and logistics performance tracking, Functional dashboard building using Excel/Power BI 

 

 

Learning Experience: 

 

After studying this course, students will: 

 

1. Gain a domain-specific view of analytics across departments 

2. Learn to analyze functional datasets using real business case studies 

3. Build KPI dashboards for functional teams using Excel, Power BI, or Python 

4. Interpret results and recommend data-driven business actions 

5. Be prepared for job roles such as Marketing Analyst, HR Analyst, Finance Analyst, 

Operations Analyst 

 

 

Textbooks 

 

 

Suggested Readings 
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Open Educational Resources (OER) 

 

 

Business Analytics for Managers – Open Textbook Library 

https://open.umn.edu/opentextbooks/textbooks/business-analytics-for-managers 

 

Marketing Analytics (Coursera) – University of Virginia 

https://www.coursera.org/learn/uva-darden-marketing-analytics 

 

Financial Analytics – Saylor Academy 

https://learn.saylor.org/course/view.php?id=97 

 

 

 

Evaluation Scheme 
 

 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: A student must secure 40% marks in the Internal and End Term Examination separately to 

secure a minimum passing grade. 

https://www.coursera.org/learn/uva-darden-marketing-analytics
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SEMESTER VII 
 

 

SEMESTER VII 

Course Code: 

MCBBAG701 

Course Title: Geo-Political Implications 

of Business 

L T P C 

Version 1 3 0 0 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of the Business environment 

 

Course Perspective 

This course explores the dynamic relationship between global political events and the business 

environment. It examines how geopolitical factors like international relations, political stability, and 

economic policies impact business operations, strategies, and market decisions. Students will gain 

insights into the ways businesses can adapt to geopolitical changes, mitigate risks, and leverage 

opportunities. 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the fundamental concept of Geopolitical Implications of 

Business 

L2 

CO2 Applying risk assessment tools to evaluate geopolitical risks for specific 

countries and industries. 

L3 

CO3 Analyzing geopolitical events to identify their impact on multinational 

corporations. 

L4 
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CO4 Analyzing the relationship between geopolitical factors and market 

dynamics, identifying how these influences shape competitive advantages 

for businesses. 

L4 

CO5 Evaluating various risk management frameworks and tools for their 

applicability in real-world geopolitical contexts, 

L5 

 

Course Content 
 

Unit I: Introduction 10 Hours 

Key concepts in geopolitics, geopolitics vs. geo-economics. Globalization and Business: How 

globalization influences the movement of goods, services, and labor; current challenges to 

globalization. Impact of Political and Economic Systems: Capitalism, socialism, and mixed 

economies; political stability and its role in business decision-making. Global Governance and 

Multilateral Organizations: Roles of the United Nations, World Trade Organization (WTO), 

International Monetary Fund (IMF), and World Bank in shaping international trade and business 

Unit II Geopolitical Risks and Their Impact on Business Strategy 12 Hours 

Types of Geopolitical Risks: Political risk, economic risk, policy risk, and societal risk. Risk 

Assessment and Management: Tools and techniques for analyzing geopolitical risk; PESTLE 

analysis, risk matrix, and scenario planning. Country Risk Analysis: Assessing and comparing risk 

factors across countries 

Unit III Trade, Investment, and Economic Sanctions 12 Hours 

Global Trade Dynamics and Policies: Tariffs, trade barriers, and free trade agreements. Foreign 

Direct Investment (FDI): Geopolitical factors affecting FDI inflows and outflows. Sanctions and 

Embargoes: Understanding economic sanctions, trade restrictions, and embargoes as geopolitical 

tools. Impact of Trade Agreements and Regional Blocks: Role of NAFTA/USMCA, EU, ASEAN, 

and RCEP in business strategies 

Unit IV Emerging Geopolitical Trends and the Future of Business 11 Hours 

Technological and Cyber Warfare: Implications of cyber security and technology control on global 

businesses. Environmental Geopolitics: Climate change, resource scarcity, and their impact on 

business sustainability. Rise of New Economic Powers: The influence of emerging markets like 

China, India, and Africa on the global business landscape. Future Trends: Predicting and preparing 

for the future; the role of data analytics and AI in anticipating geopolitical shifts. 

 

 

Learning Experience: In this course, students will engage in experiential learning through simulations, 

projects, and real-time analyses of current geopolitical events. Activities such as country risk 

assessments, scenario planning workshops, and sanctions management simulations will allow students 

to apply theoretical knowledge to real-world contexts, enhancing their decision-making and strategic 

skills. Guest lectures and interactive mapping exercises will deepen their understanding of global trade 

flows and alliances. The capstone project challenges students to develop a comprehensive business 

strategy in response to emerging geopolitical trends, fostering practical, adaptable insights for global 

business. 

Textbooks 

1. Stutz, F. P., & Warf, B. (2014). The World Economy: Geography, Business, Development. 

(6th ed.). Pearson. 

2. Dwivedi, E. L., & Mishra, H. N. (2019). Fundamentals of Political Geography. Surjeet. 
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3. O'Brien, R., & Williams, M. (2016). Global Political Economy: Evolution and Dynamics. (5th 

ed.). Red Globe Press. 

Suggested Readings 

1. Ravenhill, J. Global Political Economy. Oxford. (Latest ed.). 

2. Wild, J. J., & Wild, K. L. (2017). International Business: The Challenges of Globalization. (8th 

ed.). Pearson 

 

Open Educational Resources (OER) 

1. https://escp.eu/sites/default/files/PDF/faculty-research/geopolitics-and-global-business- 

impact-ebook-ESCP-Business-School.pdf 

2. https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2024/05/managing-todays-geopolitical- 

risks.pdf 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory): -  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory): -Mid-Term Exam 20 Marks 

External Marks (Theory): -End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

 

 

 

SEMESTER VII 

Course Code: 

MCBBBA751 

Course Title: Marketing Research L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic Knowledge of Research 

 

Course Perspective 

This course offers a comprehensive exploration of the marketing research system, defining its role and 

significance in both basic and applied contexts. Students will engage with the marketing research 

process, learning about various research designs and methodologies essential for effective decision- 

https://escp.eu/sites/default/files/PDF/faculty-research/geopolitics-and-global-business-impact-ebook-ESCP-Business-School.pdf
https://escp.eu/sites/default/files/PDF/faculty-research/geopolitics-and-global-business-impact-ebook-ESCP-Business-School.pdf
https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2024/05/managing-todays-geopolitical-risks.pdf
https://assets.kpmg.com/content/dam/kpmg/xx/pdf/2024/05/managing-todays-geopolitical-risks.pdf
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making. By examining sampling techniques, measurement and scaling concepts, and data collection 

methods, students will develop a thorough understanding of how to gather and analyze data in diverse 

marketing scenarios. The course also emphasizes the importance of international market research, 

equipping students with the skills necessary to conduct research that informs marketing strategies across 

global markets. 

Course Outcomes: 

After completion of the course, the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the basic concept of Marketing Research. L2 

CO2 Applying the marketing research process and the steps involved in 

conducting effective marketing research 

L3 

CO3 Analyzing various sampling methods and procedures, to determine 

appropriate sample sizes and minimize sampling errors. 

L4 

CO4 Analyzing the application of marketing research techniques in various 

contexts 

L4 

CO5 Evaluating data collection methods, to identify strengths and weaknesses 

in data quality and processing for marketing research 

L5 

 

Course Content 
 

Unit I: Introduction 10 Hours 

The Marketing Research System - Definition of MR - Basic and Applied Research – The Marketing 

Research Process - Types of Research - Steps in Marketing Research Process -Research Design - Data 

Sources - Marketing Information System – International Market Research. 

Unit II Sampling in Marketing Research 10 Hours 

Sampling Process in Marketing Research– Sampling Design and Procedure – Sampling Methods – Non- 

probabilistic sampling Techniques – Probability sampling Techniques - Sample Size determination - 

Sampling Errors. 

Unit III Measurement & Scaling 12 Hours 

Measurement & Scaling in Marketing Research: Measurement concept – Sources of variation in 

Measurement, Validity & reliability of Measurement - Attitude measurement – Scaling Procedure 

Unit IV Data Instruments and Application of Marketing Research 13 Hours 

Data Instruments - Data Collection- Online Data Collection - Collection of Secondary Data – 

Collection of Primary Data Methods - Field Operations - Errors and Difficulties in Data Processing, 

Coding, and Editing. Data Analysis -Hypothesis Testing - Report Writing - Presentation of Data. 
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Learning Experience: 

In the Marketing Research course, students will engage in a multifaceted learning experience that 

integrates theoretical knowledge with practical applications. Through interactive lectures, case studies, 

and hands-on projects, students will learn to design and execute marketing research studies. They will 

explore various sampling methods and measurement techniques, gaining insights into the reliability and 

validity of research data. Practical exercises will involve the use of data instruments for both primary 

and secondary data collection, as well as analysis and hypothesis testing. Additionally, students will 

develop their skills in report writing and data presentation, preparing them to effectively communicate 

research findings. The course will include collaborative group work, discussions on real-world 

marketing research applications, and exposure to international market research trends, fostering a well- 

rounded understanding of the field. 

Textbooks 

1. Naresh K. Malhotra, Marketing Research: an applied orientation, Pearson education, Asia. 

2. Paul E. Green & Donald S. Tull, Research for marketing decisions. PHI Learning Private 

Limited, New Delhi, 2009 

 

 

Suggested Readings 

1 Donald R. Cooper & Schindler, Marketing Research concept & cases, Tata McGraw- 

Hill Publishing Company Limited, New Delhi, 2006 

2 S.C. Gupta, Marketing Research, Excel Books India, 2007 

Open Educational Resources (OER) 

1. https://www.uvm.edu/sites/default/files/UVM-Extension-Cultivating-Healthy- 

Communities/Market-Research-Workbook-Rose-Wilson.pdf 

2. https://www.insightmanagement.org/sites/insightmanagement.org/files/Agency%20Market% 

20Place%20File%20Uploads/Charterhouse%20Research%20Fundamentals%20E-Book.pdf 

 

 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory): -  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory): -Mid-Term Exam 20 Marks 

External Marks (Theory): -End-Term Examinations 50 Marks 

Application of Marketing Research: Product Research – Motivation research – Advertising Research 

– Sales Control Research – Rural Marketing research - Export Marketing research 

https://www.uvm.edu/sites/default/files/UVM-Extension-Cultivating-Healthy-Communities/Market-Research-Workbook-Rose-Wilson.pdf
https://www.uvm.edu/sites/default/files/UVM-Extension-Cultivating-Healthy-Communities/Market-Research-Workbook-Rose-Wilson.pdf
https://www.insightmanagement.org/sites/insight
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SEMESTER VII 

Course Code: 

MCBBAG651 

Course Title: HR Analytics L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic knowledge of Human Resources 

 

Course Perspective 

The HR Analytics course is vital for aligning students with academic and professional development 

goals in today’s data-driven business environment. It equips students with essential skills to navigate 

Human Resource Information Systems (HRIS), bridging the gap between HR operations and 

technology. Students gain theoretical foundations of HRIS architecture, core functions, and benefits 

through practical case studies and exercises, preparing them for HR roles where technology is 

increasingly crucial. Knowledge of HRIS enhances employability and enables effective workforce 

management. Students will develop practical skills in HR software evaluation, data privacy, and 

integration with financial systems, allowing them to contribute meaningfully to organizational 

performance and employee satisfaction. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the fundamentals of HR Analytics. L2 

CO2 Applying techniques to assess various HR Information Systems, 

identifying key factors such as functionality, user-friendliness, and 

integration capabilities to inform implementation decisions. 

L3 

CO3 Analysing the importance of HR Analytics and its socio-economic 

benefits. 

L4 

CO4 Analysing the role of HR Analytics in improving employee relation 

and engagement. 

L4 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 
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CO5 Evaluating the security and privacy issues encompassing the 

implementation of HR Analytics. 

L5 

 

Course Content 
 

Unit I: Introduction to HR Analytics and Its Competitive Advantage 12 Hours 

Importance of HR Analytics, HR Analytics Framework, Workforce planning analytics, 

sourcing analytics, acquisition/hiring analytics, onboarding, culture fit, and engagement 

analytics, performance assessment analytics, employee lifetime value and cost modeling, HR 

Analytics & the Organizational Structure, HR Analytics & HRBP 

Unit II  10 Hours 

Introduction to HR Analytics, People Analytics & Workforce Analytics, Employee wellness and 

health analytics, HR Metrices and LMAP Framework, TAA Trends, Analytics for Efficiency, 

Analytics for Effectiveness, Analytics for Impact, Implementing TA Analytics, Data Mining Metrics, 

segmentation and impact 

Unit III  12 Hours 

Effectiveness and Impact of training interventions, L1 and L2 feedback, ROI Calculation, 

Training & Attrition cost impact, Cost of absenteeism 

Cost of attrition, Introduction to Compensation & Benefit analytics Benchmarking and 

market positioning strategies, Salary structure design and analysis techniques. Pay Equity 

analysis methods. Incentive and bonus structure optimization. Benefits utilization and 

importance. Forecasting and budgeting in compensation analysis mastery. Most used 

compensation metrics 

Unit IV Applications of HR Analytics 11 Hours 

Trends. Turnover trends, labor turnover index, correlation, predictive forecasting for growth, 

analyze the actual number of employees to work in a company, analyze prime working days, 

analyze employee standard unit cost, analyze appraisal cost. Estimation Analysis, Effort & 

Cost Matrix, Choosing the right Project, HR & Business Outcomes 

 

Learning Experience: This course employs a dynamic blend of lectures, hands-on activities, case 

studies, and participatory learning techniques to create an experiential learning environment focused on 

HRIS. Core concepts are introduced through interactive lectures supported by multimedia presentations, 

while real-life case studies illustrate HRIS implementation challenges across diverse industries. 

Students will engage in practical exercises using HRIS software and collaborate on group projects to 

design workflows and evaluate systems. Outside the classroom, assignments will involve real-world 

observations of HR departments. Assessments will include case study analyses, practical assignments, 

and group projects, ensuring students acquire the skills necessary to apply HRIS concepts effectively 

in their future careers. 

Textbooks 

1 Satish K. Bagdi, “Practical Guide to Human Resource Information Systems”, PHI. 

Suggested Readings 

1 Dr. Michael Kavanagh, Dr. Mohan Thite: Human Resource Information Systems- 

Basics, application, future and directions. 

2 P.K.Gupta and Sushil Chaabra: Human Resource Information Systems. 
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Open Educational Resources (OER) 

1. https://www.openhrms.com/ 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade 

 

 

 

SEMESTER VII 

Course Code: 

MCBBAG753 

Course Title: Financial Analytics L T P C 

Version 1 2 0 2 3 

Category of Course Major 

Total Contact Hours 45 

Pre-Requisites/ Co- 

Requisites 

Basic Understanding of Data Visualization and Financial Statements 

 

Course Perspective 

Upon completing this course, students will acquire a comprehensive understanding of business 

analytics, encompassing key concepts and tools that enable them to transform data into actionable 

insights. They will engage with predictive analytics, financial statement analysis, and human resource 

management systems, equipping them with the skills to analyze data critically and make informed 

business decisions. By applying various analytics techniques using Python and SPSS Modeler, students 

will be prepared to approach real-world problems with data-driven solutions, fostering the ability to 

construct and communicate persuasive narratives based on their findings. Ultimately, students will 

https://www.openhrms.com/
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emerge from this course ready to contribute effectively in the fields of business analytics, finance, and 

human resource management. 

Course Outcomes: 

After completion of the course the student will be: 
 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding the foundational concepts of business analytics and 

its applications in various domains 

L2 

CO2 Applying Python programming and data visualization techniques to 

perform basic data analyses. 

L3 

CO3 Analysing financial statements and identifying key metrics that 

influence business performance 

L4 

CO4 Assessing the relationships between variables of financial markets L5 

CO5 Creating models to assist in forecasting and future financial decision 

making 

L6 

 

Course Content 
 

Unit I: Analytics Overview and Introduction to Python 12 Hours 

Definition of Business Analytics, Predictive Analytics: Transforming Data into Future Insights, 

Analytics Trends: Past, Present & Future, Towards a Predictive Enterprise, Introduction to Python, 

Advantages and Disadvantages of Python, Running Python Scripts, Variables and String Operators, 

Data Input and Boolean Statements, Pandas Library for Data Analysis, Common Python Errors, 

Data Visualization Using Matplotlib 

Unit II Business Analysis Using Financial Statements 10 Hours 

Understanding Different Types of Graphs, Types of Financial Analytics, Difference Between 

Primary and Secondary Markets, Domains of Financial Analytics, Uses of Analytics in Retail 

Banking and Investment Banking, Credit Ratings and Targeted Marketing, Fraud Detection and 

Customer Relationship Management, Financial Management and Quantitative Methods, Financial 

Modelling: Basic Concepts and Techniques, Business Analysis Using Financial Statements, 

Strategic Investment, Acquisition, and Merger Questions 

Unit III Predictive Financial Analytics 12 Hours 

Spreadsheet modelling, data visualisation and exploring financial data, Understanding and preparing 

financial data, Statistical inference and hypothesis testing, Regression analysis Time series analysis 

and forecasting, Financial forecasting and portfolio analysis, Optimisation and Simulation 

Unit IV Financial Market Risk Analytics 11 Hours 

Market Risk: Identification, Measurement, Mitigation, Risk and Regulatory Capital, Concept of 

Value at Risk (VaR), Types of VaR Measures, VaR Reporting to RBI, Comparison between VaR 

and cVaR, Interest Rate Risk: Relationship between Interest Rates and Option-Free Bond Prices, 

Duration and Price Volatility, GAP and Earnings Sensitivity, Measuring Interest Rate Risk with 

Duration Gap, Economic Value of Equity Sensitivity Analysis 
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Learning Experience: The learning process for this course will be multifaceted, combining lectures, 

practical sessions, quizzes, and project work to ensure a well-rounded educational experience. Classes 

will introduce theoretical concepts, while practical sessions will allow students to apply their knowledge 

using Python and analytics tools like IBM SPSS Modeler. Quizzes and tests will reinforce learning and 

assess understanding of key topics, promoting continuous engagement with the material. Additionally, 

hands-on projects will provide opportunities to work with real-world data, fostering critical thinking 

and problem-solving skills. This blended approach enhances retention and application of knowledge, 

preparing students for successful careers in business analytics. 

 

 

Textbooks 

1. Gupta, A., Business Analytics: Methods, Models, and Decisions, 2nd Edition, McGraw Hill. 

2. Pyle, D., Data Mining for the Masses, 3rd Edition, StatSoft, Inc. 

Suggested Readings 

1. Goel, A., Python for Data Analysis, 1st Edition, O'Reilly Media. 

Open Educational Resources (OER) 

1. Business Analytics Fundamentals - Coursera - University of Pennsylvania 

2. Introduction to Data Science - edX - Microsoft 

3. Data Analysis and Visualization with Python - FutureLearn - University of Bristol 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade. 

https://www.coursera.org/learn/business-analytics-fundamentals
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SEMESTER VIII (Hons. with Research) 

 

 

SEMESTER VIII (Hons.) 
 

SEMESTER VIII 

Course Code: 

MCBBAG801 

Course Title: Business Negotiations L T P C 

Version 1 4 0 0 4 

Category of Course Major 

Total Contact Hours 60 

Pre-Requisites/ Co- 

Requisites 

None 

 

Course Perspective: 

The course is designed to introduce students to the fundamental and advanced concepts of negotiation, 

focusing on its importance in various professional and personal contexts. It aims to provide students 

with practical skills and strategies necessary for effectively managing negotiation scenarios, including 

critical and crisis situations. Through a combination of theoretical knowledge and hands-on experience, 

the course prepares students to handle complex negotiations, build and maintain relationships, and make 

informed, ethical decisions. By engaging with real-world case studies, simulation exercises, and expert 

insights, students will develop the confidence and competence required to negotiate successfully in 

diverse environments. 

Course Outcomes: 

After completion of the course the student will be: 
 

 

Course 

Outcome 

Course Outcome Statement Bloom 

Taxonomy 

Level 

CO1 Understanding negotiation principles concepts to identify core issues 

in dealmaking and dispute resolution. 

L2 

CO2 Applying negotiation frameworks to develop structured negotiation 

plans. 

L3 

CO3 Analysing the types and critical moments within negotiation 

approaches, to build trust and understand the other party’s perspective. 

L4 

CO4 Analysing negotiation strategies for managing complex negotiations 

to enhance negotiation outcomes. 

L4 
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CO5 Evaluating negotiation dynamics to optimize equitable outcomes and 

adapt strategies for complex negotiations with multiple stakeholders. 

L5 

 

Course Content 
 

Unit I: Negotiation Fundamentals and Frameworks 15 Hours 

Negotiation Fundamentals Key concepts and core vocabulary of negotiation process, dealmaking and 

dispute resolution, Assumptions and biases that are barriers to effective negotiation, Collaborative 

approaches, risk & opportunities to achieve win-win outcomes. Negotiation Canvas- Introduction of 

a framework for negotiation preparation and how to use it, Elements of negotiation canvas i.e 

relationship, alternatives, legitimacy, options, interests among others, Difference between position 

and interests. 

Unit II Negotiation Approaches and Critical Communication 15 Hours 

Types of negotiation approaches used by negotiators Critical moments that can make or break the 

deal How to identify these critical moments, Strategies to manage critical moments in the Negotiation 

Effective Communication and Relationship Building. Role of communication and relationship in 

negotiation, Understanding the other party’s psychology to understand their interests, build trust and 

improve the scope of the negotiation, unconditionally constructive behaviours, Methods of building 

trust, and empathy, Overcoming communication barriers, difficult behaviours and information 

asymmetry. 

Unit III Value Discovery and Complex Negotiations 15 Hours 

Discovering, creating and claiming value Methods of value discovery during negotiation, Concept of 

distributive bargaining, equitable solutions, and ZOPA (zone of possible agreement), Biases and 

enemies of value creation. Complex Negotiations Strategies for negotiations are not straightforward, 

involve several issues, include multiple stakeholders, and /or involve powerful parties, Hofstede’s 

Culture dimensions, Dealing with people with difficult behaviour. 

Unit IV Alternatives to Negotiation 15 Hours 

Managing Alternatives Concept of BATNA (Best Alternative to Negotiated Agreement), Methods to 

evaluate alternative options/offers, Management of one’s alternatives and other party’s alternatives 

during negotiation. Legitimacy and Building Commitment When to say yes to agreed terms, and when 

to walk away, Criteria for decision-making on negotiated terms, Assessment of the legitimacy of 

negotiated terms, Leading all parties to commit to the negotiated agreement, Steps from plan to 

execution 

 

Learning Experience: 

The learning process for this course will be engaging and multifaceted, using lectures, case-based 

discussions, interactive workshops, and practical exercises to cover each unit's essential aspects. 

Through in-class discussions and simulations, students will practice key negotiation strategies, develop 

communication techniques, and apply frameworks like the Negotiation Canvas. Quizzes and tests will 

solidify conceptual understanding, while practical case studies and role-playing scenarios will allow 
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students to develop critical and creative thinking skills. This approach enables students to refine their 

analytical, interpersonal, and strategic capabilities, empowering them to effectively handle real-world 

negotiations with confidence and empathy. The hands-on practice combined with theory ensures a well- 

rounded learning experience that deepens comprehension and enhances practical negotiation skills. 

Textbooks 

1. Entrepreneurial Negotiation: Understanding and Managing the Relationships That Determine 

Your Entrepreneurial Success, by Samuel Dinnar and Lawrence Susskind. 

2. Negotiating the Impossible: How to Break Deadlocks and Resolve Ugly Conflicts (Without 

Money or Muscle), by Deepak Malhotra. 

Suggested Readings 

1. Negotiating at Work: Turn Small Wins into Big Gains, by Deborah M. Kolb and Jessica L. 

Porter. 

2. Bargaining with the Devil: When to Negotiate, When to Fight, by Robert Mnookin. 

Open Educational Resources (OER) 

1. https://ocw.mit.edu/ 

2. https://openstax.org/ 

3. https://www.coursera.org/ 

Evaluation Scheme 
 

Evaluation Components Weightage 

Internal Marks (Theory):-  

I) Continuous Assessment (30 Marks) 

(All the components to be evenly spaced) 

Project/ Quizzes/ Assignments and Essays/ Presentations/ Participation Case 

Studies/ Reflective Journals (Minimum of five components to be evaluated) 

30 Marks 

II) Internal Marks (Theory):-Mid-Term Exam 20 Marks 

External Marks (Theory):-End-Term Examinations 50 Marks 

Note: It is compulsory for a student to secure 40% marks in Internal and End Term Examination 

separately to secure minimum passing grade 

http://www.coursera.org/
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