
 

 

 

 
 

Gautam Buddha University School of Management 

Greater Noida 
 

Master in Business Administration 

Course: Business Communications (MB 463) 

 

Instructor: Dr. Ompraksh                                                     Year/Sem:   2014-15 / 

Email:om@gbu.ac.in                                                              Phone: 0120-2344430     

Sessions: 45                                                             Credit:  03     
              

 

Introduction: Communication for Managers is intended to help the learners think 

strategically about communication and to aid in improving writing, presentation, and 

interpersonal communication skills within a managerial setting. The value of 

communication, particularly in business situations is indispensable. In this highly 

competitive business environment effective skills of communication are required to 

put one’s ideas across effectively. The course intends to enhance quality of interaction 

at personal, interpersonal and team levels for the fulfillment of organizational goals 

and objectives.  

Aims and Objectives: 

1. To provide the learners with the basic concepts of Communication. 

2. To acquaint them with the nuances of Communication in the business 

organisations. 

3. To equip them with desired skills of communication to handle multi-tasked 

contexts. 

 

Pedagogy: Writing and speaking skills necessary for a career in management. 

Students polish communication strategies and methods through discussion, examples, 

and practice. Several written and oral assignments, mostly based on material from 

other subjects and from career development activities. The teaching methodology will 

be a judicious blend of Lectures, Demonstrations, Technical Presentations, Class 

works, Real life situation analysis, Case study, Presentation by students of their 

project work, and Exercises. The content delivery shall be in a highly interactive 

mode, expected to be participated by all, and therefore students are advised to come 



 

 

equipped with sufficient readings on the topic. Cases will be intimated later. Exercises 

will be provided at the lecture sessions. 

Learning Outcomes: After successful completion of the course the learners will 

be able to: 

1. relate to and handle nuances of Communication effectively in the 

contemporary context. 

2. connect to and communicate in business environments as professionals, 

3. understand the role and relevance of Communication, with special reference 

to the domains they will be working in.  

 

Evaluation Scheme: Evaluation Schemes include submission and presentation of 

Class Participation, Projects and Assignments, Case-Studies and Presentations, and 

Mid-Semester & End-Semester Tests. It is essential to follow the deadlines for 

preparation and submission of assignments, projects, and presentations as indicated by 

the course coordinator.  

 

S. No. Components 
Weightage 

(%) 

1 Class Participation  05 

2 Projects & Assignments 10 

3 Case studies & presentations 10 

4 Mid-Semester Test 25 

5 End-Semester Test 50 

Total 100 

 

Class participation  

The attendance requirement for successful completion of the course is a minimum of 

75%. Students are encouraged to participate actively and contribute to the quality of 

teaching-learning process.  

Projects & Assignments 

Projects and Assignment shall be comprehensive in nature. In case of Group 

Assignment, The group shall be decided in consultation with the course coordinator. 

The credit shall be given to analytical writing and ability to relate it with the context. 

It is mandatory that the participants use Power Point Slides in their class 



 

 

presentations. Credit shall be given for structured presentation, analytical content and 

ability to respond to queries.   

Case studies & presentations 

Cases shall engage students in exploring current communication challenges in the 

business environment. Students are expected to do little research before presenting 

final outcomes of the case in oral and written formats. 

 Mid-Sem Exam 

Mid-Sem test shall comprise of medium-size answer questions. The test shall be of 

two hours duration. The test shall be based broadly on the syllabus covered till mid-

term teaching. 

 End-Sem Exam                                            

End-Sem test shall comprise of fundamental, analytical and comprehensive questions. 

The test shall be based on the entire course coverage (more weightage on the post-mid 

term coverage) and designed to test the conceptual clarity of the subject and their 

applications.  

Text Book: BCOM, Lehman Carol M., Dufrene Debbie D., Sinha Mala, Cengage 

Learning Publication, First Impression 2011 

Suggested Readings: 

 

1. BUSINESS CORRESPONDENCE AND REPORT WRITING, R.C. Sharma 

& Krishna Mohan, TMH- 3
rd

 Edition 2007 

2. BASIC BUSINESS COMMUNICATION SKILLS FOR EMPOWERING 

THE INTERNET GENERATION, Lasikar & Flatley, TMH- 10
th

 Edition 2007 

3. CONTEMPORARY BUSINESS COMMUNICATION, Scot Ober, Biztantra, 

5
th

 Edition (Indian Adaptation) 2008  

4. NEGOTIATIONS, Michael L. Spangle & Myra Warren Isenhart, Sage 

Publications, South Asia Edition 2008 

5. BUSINESS COMMUNICATION, Meenakshi Raman & Prakash Singh, 

Oxford University Press 

 



 

 

Session Plan: (Each session of 60 minutes) 

 

Session 1. Communication: Foundation and Analysis 

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 (Chapter1, Page 1-9) 

 

Session 2,3.  Verbal and Non Verbal Communication 

                   Reading: Contemporary Business Communication, Scot Ober, 

Biztantra,   5
th

 Edition (Indian Adaptation) 2008, (page17-21) 

 

Session 4,5. Communicating within Organization 

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 

 

Session 6. Barriers to and Gateways of Effective Communication 

                   Reading: Contemporary Business Communication, Scot Ober, 

Biztantra, 5
th

 Edition (Indian Adaptation) 2008, (page17-21) 

 

Session7-9. Group Communication: Characteristics of Effective Groups, From  

Groups to Teams, Meeting Management  

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 ( Chapter 3 Page 50-63) 

 

Session 10. Case Presentations 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 11. Attributes to Effective Communication 

Reading: BASIC BUSINESS COMMUNICATION SKILLS FOR 

EMPOWERING THE INTERNET GENERATION, Lasikar & Flatley, 

TMH- 10
th

 Edition 2007 (Chapter 1 pages 2-15) 

 

Session 12. Language Skills: LSRW 

Reading: Relevant Reference Material to be suggested/distributed 

during session 



 

 

 

Session 13. Strategies of Effective Listening 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 14. Practice of Effective Listening 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 15. Strategies for Effective Reading 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 16. Practice of Effective Reading 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 17. Strategies for Effective Writing 

Reading: BASIC BUSINESS COMMUNICATION SKILLS FOR 

EMPOWERING THE INTERNET GENERATION, Lasikar & Flatley, 

TMH- 10
th

 Edition 2007 (Chapter 2 pages 21-38, Chapter 4 pages 63-

78) 

 

Session 18-20. Strategies for Effective Speaking: Designing and Delivering Oral 

Presentation 

Reading: BASIC BUSINESS COMMUNICATION SKILLS FOR 

EMPOWERING THE INTERNET GENERATION, Lasikar & Flatley, 

TMH- 10
th

 Edition 2007 (Chapter 15 pages 433-447) 

 

Session 21-23. Case Presentations 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 24,25.  Communicating Electronically  



 

 

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 

 

Session 26-28.  Report Writing 

 Reading: BASIC BUSINESS COMMUNICATION SKILLS FOR   

EMPOWERING THE INTERNET GENERATION, Lasikar & Flatley, 

TMH- 10
th

 Edition 2007 (Chapter 10, Chapter11, Chapter 12, pages 

273-355) 

 

Session 29. Business Proposals 

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 (Chapter 12 pg 285-289) 

 

Session 30-32. Business Letters 

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 (Chapter 6 pg 122-160)   

 

Session 33-35.  Communication for Employment: Preparing Résumés and   

Application Messages 

Reading: BCOM, Lehman, Dufrene, Sinha, Cengage Learning 

Publication, First Impression 2011 (Chapter 14 pg 332-359)   

 

Session 36-38.  Notices, Office Memos, Minutes, Tender Notices and other 

                       Correspondence   

 Reading: Relevant Reference Material to be suggested/distributed   

during session 

  

Session 39,40. Practice: Internal/External Correspondence 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

Session 41. Communication and Negotiations, Nature of Negotiations, Process 

of Negotiations 



 

 

Reading: NEGOTIATIONS, Michael L. Spangle & Myra Warren 

Isenhart, Sage Publications, South Asia Edition 2008 (Chapter 1 pages 

1-17) 

 

Session 42. Negotiations with Different Stakeholders, Attributes to Successful  

Negotiations 

Reading: NEGOTIATIONS, Michael L. Spangle & Myra Warren 

Isenhart, Sage Publications, South Asia Edition 2008 (Chapter 8 pages 

233-254) 

 

Session 43. Case Presentations 

Reading: Relevant Reference Material to be suggested/distributed 

during session 

 

Session 44,45. Persuasive Communication 

Reading: Communication Works, Gamble, Teri Kwal &Gamble 

Michael, Tata-McGraw Hill, India, Ninth Edition (Chapter 18, pg. 498-

511) 

 



 
 

Gautam Buddha University School of Management 
Greater Noida 

 

Master in Business Administration 

Course: Business Law (MB-459) 
 

Instructor: Dr. Rakesh Kr Srivastava       Year/Sem: 1st (14-16)  / Sem I   
Email: rakesh@gbu.ac.in     Phone: 0120-234-6159 
Department: Business Studies    Credit:  2    
Sessions: Thirty      Each Session: 1 Hour 
 
Introduction:  Law is essential and integral part of all activities. No Business can be 

successful without understanding and following laws concerning trade, industry and 

commerce. 

Aims and Objectives: The objectives of the course are: 

(a) To create an awareness about legal processes and provisions relevant to running a 
business. 

(b) To gain an insight into the legal positions specifically with reference to business and 
corporate functioning, and 

(c) To apply the provisions of law for taking correct decisions in business.  
 

Pedagogy:  The pedagogy will be a mix of lectures, experience sharing, real life discussions 

and assignments. The principles of law would be discussed with in the relevant cases. In 

addition to reading materials, additional readings and cases will be distributed in the class 

from time to time. Students managers are also expected to prepare and analyse all the cases 

as class participation is very important. 

Evaluation Scheme: 
 

Class participation, Assig,Quiz,,Project   
Presentation      25 
Mid-Sem Exam      25 

End-Sem Exam      50 

       100 

Suggested Readings:  

 
Text Book: Kuchhal M.C. Business Law, (Vikas) 

Reference Books:  
 

1.     D. P. Wadha and N.L. Rajah , The Law of Consumer Protection (New Delhi: Lexis-

Nexis, 2009). 

2.     Tulsian P.C.  Business Law (Tata Mc Graw- Hill) 

3.     Kapoor N. D. Elements of Mercentile Law, (New Delhi : Sultan Chand & Sons, 2010). 

4.    Avtar Singh, Marcantile Law (Lucknow: EBC, 2008). 

5.    N.  S.  Gopalkrishnan and T. G. Agitha, Principles of Intellectual Property (Lucknow: 

EBC, (2009). 
 



Session Plan: (Each session of 60 minutes) 

 

Session 1-6 

Introduction to Indian Legal /Judicial System, Salient Features of Constitution of 

India, Structure of Judiciary and legislation. Judicial Administration, procedure for 

legal redressal, Types of petitions, Introduction to relevant Civil and Criminal laws 

and procedure. Introduction to Business law: Indian Contract Act 1872: Definition, 

concept of contract, valid contract, and its essential elements, criteria for classification 

for contract, Quasi Contract, Various Forms of Quasi Contract, Discharge of Contract; 

Various remedies for breach of contract.  

 

Session 7- 10 

Sale of Goods Act, 1930: Introduction, contract of sale, agreement to sell, documents 

of title, conditions and warranties, Meaning, Difference, Rights and Duties of the 

Buyer And seller, Unpaid Seller; Doctrine of caveat emptor and its exceptions; 

transfer of property: significance of transfer of ownership, rules, performance, 

delivery of goods by seller, acceptance of delivery by buyer, remedies for breach; 

rights of unpaid sellers. 

  

 

Session 11- 15 

Negotiable Instruments Act, 1881: definition and characteristics, promissory notes, 

bills of exchange, and cheques, parties to negotiable instrument; methods of 

negotiation of instrument of Instrument , Endorsement and delivery of a negotiable 

instrument, negotiation by unauthorized parties, negotiation of dishonored and 

overdue instruments; banker and customer: introduction, crossing of a cheques, 

obligations of a banker, protection granted to bankers, obligations of a customer , 

bouncing of cheques 

 

Session 16- 18 

Partnership Act 1932: Definition of partnership, Essentials and types of partnership, 

Limited Liability Partnership, Distinction between a Partnership, Limited Liability 

Partnership and a Company; formation of partnership, registration of partnership, and 

kinds of partners, rights and liabilities of partners, minor’s status in a partnership firm, 

dissolution of partnership firm.  

  

Session 19- 25 

 

Companies Act, 1956: Definition of a company, formation of company, memorandum 

and articles of associations of a company, types of companies, Share and Share 

Capital, management of companies: Directors and meetings; winding up of 

companies. The Companies (Amendment) Act, 1999 

Introduction to Companies Act 2013: Key highlights and notified Sections.  

 

Session 26-30 

Consumer Protection Act 1986: definition of consumer, goods and defect, services 

and deficiency, consumer forums, procedure to approach consumer forums 

(Procedure for Redressal of Consumer’s Grievances) Intellectual Property Rights: 

Copy  Rights and Patent Law. The Depositories Act 1996,  
 



TEACHING-LEARNING PLAN 

Semester: 1st                                                                                            Academic Session: 2022-23 

Programme: MBA Sem 1st                                                                                                 Batch: 2022 

Course Code: MB 459                                                                                                 Credits: (L-T-P)-2 

Course Name: Business Law 

Faculty: Dr. Ajay Kumar Kansal 

COURSE OBJECTIVE(S): To create an awareness about Legal Processes and Provisions 

relevant to running a Business. 

COURSE OUTCOME: To gain an insight into the legal positions specifically with reference to 

Business and Corporate Functioning. 
 

TEACHING SCHEDULE: 

S.No. Topic Classes Required 
(No.) 

Remarks, if 
any 

1. The Indian Contract Act, 1872 9  

2. The Sales of Goods Act, 1930 5  

3. The Negotiable Instruments Act, 1881 6  

4. The Companies Act, 2013 8  

5. The Limited Liability Partnership Act, 2008 2  

 

SUGGESTED READINGS: 

Topic 
No. 
as per 
above 

Text Book/Hand Book  Reference Book  Others  

1. Business Laws by P C Tulsian, 
Business Laws by Sushma Arora 

Business Law for 
Mangement by K.R. 
Bulchandani, HPH, 
Legal Aspects of 
Business by Parul 
Gupta, VPH 

ICAI Online Study 
Material, Bare Act 

2. Business Laws by P C Tulsian, 
Business Laws by Sushma Arora 

Business Law for 
Mangement by K.R. 
Bulchandani, HPH, 
Legal Aspects of 
Business by Parul 
Gupta, VPH 

ICAI Online Study 
Material, Bare Act 

3. Business Law by MC Kuchhal, VPH Business Law for 
Mangement by K.R. 
Bulchandani, HPH, 
Legal Aspects of 
Business by Parul 
Gupta, VPH 

ICAI Online Study 
Material, Bare Act 

4. Company Law by Anil Kumar, 
Taxmann 

Business Law for 
Mangement by K.R. 

ICAI Online Study 
Material, Bare Act 



Bulchandani, HPH, 
Legal Aspects of 
Business by Parul 
Gupta, VPH 

5. Business Law by P C Tulsian, 
Business Laws by Sushma Arora 

Business Law for 
Mangement by K.R. 
Bulchandani, HPH, 
Legal Aspects of 
Business by Parul 
Gupta, VPH 

ICAI Online Study 
Material, Bare Act 

 

ASSESSMENT/EVALUATION 

Component Maximum Marks Duration (hr.) 

Mid-Term 25 1.0 

End-Term 60 2.0 

Internal Assessment 15 - 

Total 100  

 

 



 Gautam Buddha University School of Management 

Greater Noida 

Programme: MBA and Integrated B.Tech. + MBA 

Course: FINANCIAL ACCOUNTING & ANALYSIS (MB-451) 

 

Instructor  : Dr. Satish K. Mittal    Year/ Sem  : 2014-15/Sem- I, VII 

Email   : skumar@gbu.ac.in   Phone  : 01202346170   

Department  : Finance & Economics   Credit  : 3   

Sessions  : Forty Five    Each Session  : 60 Minutes 

 

Introduction:   

Financial accounting keeps track of a company's financial transactions. Using standardized guidelines, 

the transactions are recorded, summarized, and presented in a financial report or financial statement 

such as an income statement or a balance sheet.  Its purpose is to provide enough information for 

management and others to assess the value of a company for them.  

Aims and Objectives: 

(a) To help the students gain a thorough understanding about the process and accounting 
system in an organization and generation of reports through this systems. The uses of 
various accounting information in business decision, internal as well as external 
reporting purposes. 

(b) To develop expertise in analyzing the financial performance of a company with the 
help of scanning the Balance Sheet and Profit & Loss Account. 

(c) To develop an appreciation of corporate financial reporting system in the national and 
international context i.e. the role of International Accounting Standards (IAS), 
Generally Accepted Accounting Principles (GAAP) as well as Indian Accounting 
Standards (AS). 

(d) To provide insights into using accounting information for decision-making with help of 
Fund flow and Cash flow analysis 

Pedagogy:  

A mix of instructional methods will be used like lectures, case analysis and exercises. The efforts would 
be made to strengthen the conceptual knowledge and application through cases and exercises. 
Emphasis throughout will be applications of concepts, principles and techniques to company data 
available from published sources. Special Emphasis will be given to help the participants to develop 
analytical ability to analysis corporate financial reports.  This will be done on the basis of a company 
balance sheet. Case and Exercises will be announced separately. 

 

Learning Outcomes: 



At the end of this course, the students will to able to: 

 Understand the accounting process and accounting system in an organization. 

 Prepare Financial Statements of the company. 

 Use of various accounting information in business decision with help of Fund flow and Cash flow 
analysis. 

 Analyze the financial performance of a company with the help of scanning the Balance Sheet 
and Profit & Loss Account. 

 

Evaluation Scheme: 

Continuous assessment will be done. All the students are advised and expected to be regular 

in all evaluation exercises. 

 Quizzes/ Class Tests/Presentations   15%   

 Mid-Semester Exam     25%  

 Term- Semester Exam      60% 

 

Text Book:  

R. Narayanaswami: Financial Accounting; a managerial Perspective (2011), 4th Edition, P H I Learning Pvt 

Ltd 

(R N) 

Suggested Readings: 

1. S. N. & S.K. Maheshwari : Advanced Accounting Vol.-1 (SN-1) 
2. T. S. Grewal - Introduction To Accountancy (TSG) 
3. M.Y. Khan and P. K. Jain : Management Accounting (KJ) 
4. Kieso and Weygandt: Financial Accounting (KW) 
5. Robert Anthony,Hawkins and Merchant – Accounting: Text and Cases, 13th Edition, MCGraw Hills 

Publications. (AHM) 
6. Maheshari and Maheshwari -  Corporate Accounting (M&M) 
 

SESSION NO. TOPICS TO BE COVERED Reference Books 

1-2 
Overview of Accounting, Evolution of 
Accounting, Types of Accounting, Need and 
Scope of Accounting,   

(R N)-Chap.-1, Pg.-7-39 

3-4 
Accounting Concepts and Conventions and its 
Significance  

(R N)-Chap.2, Pg.-56-75 



5 
Accounting Policies-Tangible & Intangible 
Assets and depreciation, Accounting 
Standards, GAAP,  

(SN-1)-Chap-2, pg-1.15-1.29 

6-7 
The concept of double entry- Accounting 
Equation, (Exercise on Accounting Equation) 
Case -1 

(R N)-Chap.-1, Pg.-28, Chap.2, 
Pg.-56-75 

8-9 
Types of accounts, Fundamental Principles- 
Golden rules of accounting 

(SN-1)-Chap-2, pg-1.15-1.29 

Quiz – 1,  

10-11 
Accounting Process-Recording Transactions, 
Cash Book, Subsidiary Books,  

(R N)--Chap.-3, Pg.-107-122 

12-13 
Journalizing of transactions, Ledger and Trial 
Balance  

(SN-1)-Chap.4, Pg.-1.47-1.52 

14-15 
Errors and Rectification of Errors, Bank 
Reconciliation Statement.  

(SN-1)-Chap.5, Pg.-1.61-72 

16 
Final Accounts-Capital and Revenue 
Expenditure/Receipts 

(R N)--Chap.3, Pg.-107-122 
(Handouts) 

17-21 
Formats of Mfg. Acc., Trading and P/L Acc., 
Profit Appropriation Acc.  
and Balance Sheet with contents   (Case-2)  

(SN-1)-Chap.9, 1.140-1.143, 
chap-10, pg-1.148-1.185 

22-24 
Preparation of Final Account and B/S with 
practice questions 

(R N)--Chap.3, Pg.-2.7-2.68 

25 Final Accounts from Incomplete Records 
(R N)-Chap.8, Pg.-8.1-8.56 
(SN-1)chap-10, 

26-28 
Policies related with Depreciation, Inventory 
and Intangible Assets with practice questions 
(Case-3)  

(R N)-Chap.6, 7 & 8 

Quiz – 2 

29-30 

Financial Statements Analysis Part I:  
Understanding Annual Reports, Chairman’s 
Statement, Directors’ Report & Auditors 
Report,  Statement of Accounting Policies 
followed & Notes to Accounts 
 

(AHM)-Chap.14,Pg402-433  

31-32 
Presentation & Discussion on Financial 
Statement 

 

33-34 
Financial Statements Analysis Part II: Meaning 
and types, Common size statement, 
Comparative B/S and Trend Analysis.  

(RN) Chap-11, (AHM)-Chap.14 

35-37 
Ratio Analysis: Liquidity and Activity Ratios, 
Solvency and Profitability Ratios & Problems  

(RN) Chap-11 

38-39 
Fund Flow and Cash Flow-Meaning and 
concept only (Exercise)  

(RN) Chap-12 

40-41 
Creative Accounting and Implications, 
Inflation and Human Resource Accounting, 
Global Financial Reporting, 

 (Handouts) 



42-43 
 
Presentation & Discussion on Financial 
Statement Analysis 

 

44-45 
Reconciliation of Profit determined as per 
Indian vs. International GAAPs. Window 
Dressing in the Statements 

(Handouts) 



 



Gautam Buddha University, School of Management, Greater Noida 
MBA (Specialization: Business Analytics) 

Course: Introduction to Artificial Intelligence 
 

Sessions: 45         Credit: 03 

Introduction  
 
Artificial intelligence (AI) is a research field that studies how to realize the intelligent human 
behaviours on a computer. The main topics in Artificial intelligence include problem solving, 
reasoning, planning, natural language understanding, computer vision, automatic 
programming, machine learning, and so on. In this course, student will study the most 
fundamental knowledge for understanding Artificial intelligence. Course will introduce some 
basic search algorithms for problem solving, knowledge representation and reasoning, pattern 
recognition, fuzzy logic, and neural networks. 
 
Aims and Objectives: 
 

 To impart knowledge about Artificial Intelligence. 
 To give understanding of the main abstractions and reasoning for intelligent systems. 
 To enable the students to understand the basic principles of Artificial Intelligence in 

various applications 
 To acquire the hands-on skills and the knowledge required for job competency. 

 
Course Outcomes: 
 
Upon successful completion of the course, the students will be able to 

 Solve basic AI based problems. 
 Define the concept of Artificial Intelligence. 
 Apply AI techniques to real-world problems to develop intelligent systems. 
 Interpret and present the predicted model 
 be familiar with techniques for computer-based representation and manipulation of 

complex information, knowledge, and uncertainty 
 Select appropriately from a range of techniques when implementing intelligent systems. 

 
  Pedagogy:  
 
A mix of classroom instructional methods will be used like lectures, case analysis and 
exercises. The efforts would be made to strengthen the conceptual knowledge and application 
through cases and exercises. Enriching classroom discussions and learning by communicating 
interest, suggestions for improvements, additional readings, and Internet resources, is a major 
goal. Express diligence, enthusiasm, patience, and thoroughness in dealing with complicated 
analysis and procedures and less-than-perfect-constantly evolving technology. 
 
 
 
 
 



Evaluation Scheme: 
 

Class Participation/Attendance:       05 
Quizzes/ Assignments:                     05 
Research Paper/Case Presentation   05 
Mid-Review Test                             15 
Continuous Evaluation:                 30 
External Evaluation:                      70 

 
Textbooks 
 

 Artificial Intelligence – A Modern Approach – Stuart Russell and Peter Norvig, Pearson 
Education. 

 Artificial Intelligence – Elaine Rich and Kevin Knight, McGraw-Hill 
 
Reference Books 

 Introduction to Artificial Intelligence – E Charniak and D McDermott, Pearson 
Education 

 Artificial Intelligence and Expert Systems – Dan W. Patterson, Prentice Hall of India 
 
Session Plan: 45 sessions (Each session of 60 minutes) 
 

Units Topics to be covered Sessions 

Unit-1 

Introduction to Artificial Intelligence, Foundations and 
History of Artificial Intelligence, Applications of Artificial 
Intelligence,  

4 

Intelligent Agents, Structure of Intelligent Agents, 
Problem solving agents 

6 

Computer vision, Natural Language Possessing. 4 

Unit-2 

Searching: Searching for solutions, uniformed search 
strategies – Breadth first search, depth first Search. Search 
with partial information (Heuristic search) Greedy best 
first search 

6 

A* search Game Playing: Adversial search, Games, 
minimax, algorithm, optimal decisions in multiplayer 
games, Alpha-Beta pruning, Evaluation functions, cutting 
of search. 

6 

Unit-3 

Propositional logic, Theory of first order logic, Inference 
in First order logic, Forward & Backward chaining, 
Resolution, Probabilistic reasoning, Utility theory, Hidden 
Markov Models (HMM), Bayesian Networks. 

6 

Unit-4 

Supervised and unsupervised learning, Decision trees, 
Statistical learning models, learning with complete data – 
Naive Bayes models 

5 

Learning with hidden data – EM algorithm, Reinforcement 
learning. 2 



Unit-5 

Introduction, Design principles of pattern recognition 
system, Statistical Pattern recognition, Parameter 
estimation methods – Principle Component Analysis 
(PCA) and Linear Discriminant Analysis (LDA), 

6 Classification Techniques – Nearest Neighbour (NN) Rule, 
Bayes Classifier, Support Vector Machine (SVM), K – 
means clustering. 

 



  

 
 

Gautam Buddha University School of Management 
Greater Noida 

 

Master in Business Administration 

Course: Managerial Economics  (MB-453) 
 

Instructor: Dr. Ombir Singh   Year/Sem:      2014-15/ I 

Email:  omvir.singh@gbu.ac.in  Phone:    0120-2346161 

Department:  Business Studies   Credit:      Three  

Sessions:  Forty Five                   Each Session:   60 Minutes 

 
Introduction: In today's dynamic economic environment, effective managerial decision-making 
requires timely and efficient use of information. Managerial Economics is the application of 
economic theory and methodology to managerial decision making problems within various 
organizational settings. The emphasis in this course will be on demand analysis and estimation, 
production and cost analysis under different market conditions.  
 
Aims and Objectives: The course aims to sharpen the analytical skills of the students through 
integrating the theories of micro economic concepts to decision making. The objective of this 
course is to provide students with a basic understanding of the economic theory and analytical 
tools that can be used in decision-making problems. 

Pedagogy: The teaching pedagogy will combine lecture cum discussions, cases, assignments and 

exercises. Classes will be interactive. The principle teaching method will be lectures. Problem sets 

will be handed out to be solved by groups of students (each group member is expected to 

contribute equally to the solution of the problem).  

Learning Outcomes: After completing this course students should-  

1. be acquainted with the concepts of Micro Economics 

2. be able to apply economic concepts to various organizational settings and, 

3. develop skills to use economic theories in managerial decision making. 

 

Evaluation Scheme: 

  Quizzes/ Class Tests/Presentations   15%   

 Mid-Semester Exam     25%  

 Term- Semester Exam      60% 



  

Textbook: 

1. Salvatore, D, ‘Managerial Economics’, Thomson, 2008. 
 

Suggested Readings: 

1 Peterson, Lewis & Jain, ‘Managerial Economics’, Pearson Education, 2009. 

2 Keat, P. and Young, P. ‘Managerial Economics: Economic Tools for Today’s Decision Makers’, 

Prentice Hall, 2003. 

3 Mehta P L, ‘Managerial Economics: Analysis, Problems and cases’, Sultan Chand and 

Sons, 10th edition, 2004. 

4 G S Gupta, ‘Managerial economics’, Tata McGraw Hill, 2003. 

5 Mote V, Paul S and Gupta G, ‘Managerial economics: Concepts and cases’, Tata 

McGraw hill, 2001. 

6 Trivedi, M L, ‘Managerial economic: Theory & Applications’, Tata McGraw Hill, 2003. 

7 Koutsyannis A,  ‘Modern Microeconomics’,  Macmillan, 1979 

8 Adhikary,  M, ‘Managerial economics’, Khosla & co, 2005 

 

Session Plan: (Each session of 60 minutes) 

Session No. Lecture Title 

1. Managerial Economics- Introduction, significance, scope. 

 Textbook: 

Salvatore Cht 1 

Other references: 

Keat & Young Cht1; Mehta Cht 1; Adhikary Cht 1; Peterson & Lewis Cht 1; Trivedi Cht 2. 

 

2-3 Basic tools & Concepts related to Managerial Economics: opportunity cost, marginalism, 

incrementalism & equi marginalism, time perspective, discounting & compounding. 

 Textbook:: 

Salvatore Cht 1,2 

 Other references: 

Keat & Young Cht1, 3; Mehta Cht 2;  Peterson & Lewis Cht 1, 3; Adhikary Cht 1, 2, 6; 

Trivedi Cht 2, 8 

 



  

4 -6 Demand Analysis: demand curve, demand schedule, law of demand, determinants of 

demand, exceptional demand curves, change in demand versus change in quantity 

demanded, market demand.  

• Textbook: : 

Salvatore  Cht 3 

 Other references: 

Keat & Young Cht3; Mehta Cht 5; Peterson & Lewis Cht 3; Adhikary Cht 6; Trivedi Cht 8 

 

7-8 Marginal Utility approach, Indifference Curve approach- Indifference curve, Budget line, 

consumer equilibrium. 

• Textbook:  

Salvatore  Cht 3 

 Other references: 

Mehta Cht 4;  Koutsoyiannis Cht 2; Peterson & Lewis Cht 3 

 

9-11 Elasticity of demand: meaning, measurement, determinants, and  business applications. 

• Textbook: : 

Salvatore  Cht 3 

• Other references : 

Keat & Young Cht 4; Mehta Cht 6; Peterson & Lewis Cht 3; Adhikary Cht 6; Trivedi Cht 9 

 

11-14 Demand forecasting: meaning, objectives and methods 

•  Textbook: : 

Salvatore  Cht  4,5 

•  Other references: 

Keat & Young Cht  5, 6; Mehta Cht  7; Peterson & Lewis Cht  5; Trivedi Cht 10 

 

15 Case  

16-17 Supply & Production decisions- supply curve, supply schedule, law of 

supply, determinants of supply, change in supply versus shift in supply, 

elasticity of supply- meaning, types, measurement. 

•  References: 

Keat & Young Cht3, 4; Adhikary Cht 7; Trivedi Cht 8; Peterson & Lewis Cht 6; 

Koutsoyiannis Cht 3. 

 



  

18-19 Short run analysis of production function- one factor variable (law of variable 

proportions) (Returns to a factor). 

•  Textbook: : 

Salvatore  Cht 6 

•  Other references: 

Peterson & Lewis Cht 6; Mehta Cht 10; Adhikary Cht 7; Trivedi Cht 13; Koutsoyiannis Cht 

3 

 

20-21 Short run analysis of production function - Two factors variable  

Iso-quants, ridge lines, isocost lines, optimal combination of inputs,expansion path. 

•  Textbook: : 

Salvatore Cht 6 

•  Other references:  

Peterson & Lewis  Cht 6; Mehta Cht 10; Adhikary Cht 7; Trivedi Cht 13;  Koutsoyiannis 

Cht 3 

 

22 Long run-all factors variable (Returns to scale), Empirical production functions 

•  Textbook: : 

Salvatore Cht 6 

•  Other references : 

Keat & Young Cht7; Mehta Cht 10;  Peterson & Lewis  Cht 6; Adhikary Cht 7; Trivedi Cht 

13; Koutsoyiannis Cht 3 

 

23 Cost concepts & analysis: introduction, types, relationship between production & cost. 

•  Textbook: :  

Salvatore Cht 7  

•  Other references : 

Keat & Young Cht8; Mehta Cht 11; Peterson & Lewis Cht 7; Adhikary Cht 1, 7;  Trivedi 

Cht 11; Koutsoyiannis Cht 4. 

 

24 Short-run cost function. 

•  Textbook: : 

Salvatore Cht 7 

•  Other references : 

Keat & Young Cht8; Mehta Cht 11; Adhikary Cht 1, 7; Trivedi Cht 11; Peterson & Lewis 

Cht7; Koutsoyiannis Cht 4. 

 



  

25-26 Long-run costs function, relation between short run & long run cost curves, economies 

of scale & scope. 

•  Textbook: : 

Salvatore Cht  7 

•  Other references : 

Mehta Cht 11; Adhikary Cht 7; Peterson & Lewis Cht 6,7.  

 

27 Applications of cost analysis (optimum output level, optimum inventory level, optimum 

scale of operation), Empirical estimates of costs. 

•  Textbook: : 

Salvatore Cht 7 

•  Other references : 

Peterson & Lewis Cht 7; Mehta Cht 11; Adhikary Cht 7; Trivedi Cht 11 

 

28-29 Break even analysis & profit planning. 

•  Textbook: : 

Salvatore Cht 7 

•Other  references : 

Keat & Young Appendix 9B; Mehta Cht 11; Trivedi Cht 12 

 

30 Case 

31-32 Pricing under different market structure: perfect competition- features, equilibrium of a 

firm, price determination in an Industry, shut down point. 

•  Textbook: : 

Salvatore Cht 8 

•  Other references : 

Keat & Young Cht 9; Mehta Cht 13; Peterson & Lewis Cht 9; Trivedi Cht 27; 

Koutsoyiannis Cht 5 

 

33-34 Monopoly- features, causes of origin, equilibrium of a firm, price discrimination. 

•  Textbook: : 

Salvatore Cht 8  

•  Other references : 

Keat & Young Cht 9; Mehta Cht 13; Peterson & Lewis Cht 9; Trivedi Cht 27; 

Koutsoyiannis Cht 6. 

 

35 Case 



  

 

 

 

36-37 Monopolistic Competition- meaning, features, concept of ‘Group’, excess capacity & 

ideal output. 

•  Textbook: : 

Salvatore Cht 8 

•  Other references : 

Keat &Young Cht 10; Mehta Cht 14; Peterson & Lewis Cht 10; Koutsoyiannis Cht 8. 

 

38 Case 

38-41 Oligopoly- features, Collusive oligopoly- model of centralized cartels, model of market 

sharing cartels. 

•  Textbook: : 

Salvatore Cht 9 

•  Other references:  

Keat & Young Cht 10; Mehta Cht 14; Peterson & Lewis Cht 10; Trivedi Cht 28; 

Koutsoyiannis Cht 10. 

 

42- 43 Oligopoly: non-collusive oligopoly- prisoners’ dilemma, Sweezy kinked demand model. 

•  Textbook: : 

Salvatore Cht 9 

•  Other references : 

Mehta Cht 14; Trivedi Cht 28; Koutsoyiannis Cht 9; Peterson & Lewis Cht 10. 

 

44 Cases 

45 Revision Class 



 

Gautam Buddha University School of Management 

Greater Noida 
 

Programme: MBA, 1
st
 Semester 

Course:  Marketing Management                                    Code:     MB 461 
 

Instructor:  Dr.  Naveen Kumar   Year/Sem: 2014-15, 1
st
 Sem 

Email:    naveen@gbu.ac.in   Phone: 2346160 

Department: Business Management  Credit:            Three  

Sessions: 45     Each Session: 60 Minutes 
 
Introduction:   

 

All business activities should aim at recognizing and satisfying customer wants and needs effectively. A 
marketing program starts with idea generation for a product and ends only when customers’ wants have 
been completely satisfied. It might run well beyond the sale of the product, to ensure customer satisfaction 
and encourage repeat business. Marketing has become an inherent part of our lives and permeates every 
aspect of our day-to-day existence. Activities such as watching television, listening to the radio, reading the 
newspaper, buying grocery items – they are all dependent on marketing. Marketing focuses on satisfying 
human and social needs and wants, and helps companies transform private and social needs into profitable 
business opportunities.  Marketing Management helps students understand the marketing management 
process and the nature of strategic planning in a marketing organization. It discusses different ways in which 
marketing programs can be developed and put into action.  

 

Aims and Objectives: 

The focus of the course in on building up a managerial perceptual frame work for decisions related to 
Marketing Functions. The objective of the course is to make students familiar with the basic elements of 
Marketing analysis and planning and include the recent concepts and trends in marketing. 
 
Pedagogy:  
 
The pedagogy will be a mix of lectures, experience sharing, real life case discussion, assignments and 
industry/research based projects. In addition to the reading materials, additional readings and cases will be 
distributed in the class from time to time. Students are also expected to prepare and analyze all the cases as 
class participation is very important. 
 
 
Learning Outcomes: 
 
At the end of the course it is expected that the Students will be 

 Proficient to understand and appreciate the concept of marketing in theory and practice. 

 To evaluate  the environment of marketing and develop a feasible marketing plan(process) 

 To understand and apply the STP of marketing (Segmentation, targeting, Positioning) 

 To understand and appreciate the concept of marketing strategy formulation and implementation.  

 Develop skills in product and pricing strategy. 

 Familiarize with designing and managing Integrated Marketing Communications and enhance 
problem solving and decision making abilities in these areas. 

 Devising strategies for entry into the global market. 

 Providing a platform for presenting and defending their own case recommendations and critically 
examining and discussing others recommendations too. 
 
 



Evaluation Scheme: 
 

Quiz (surprise)     05 Marks   

Assignment Submission    05 Marks  

Class participation/Attendance   05 Marks 

Project Preparation and Presentation  10 Marks 

Mid-Sem Exam     25 Marks   

End-Sem Exam     50 Marks 

Total      100 Marks  

 

Text Books: 

(KK)     Karunakaran K, Marketing Management, Current Edition, Himalaya Publication. 
 
 
Suggested Readings: 
 

1. Kotler   P, Keller, Koshy and Jha : Marketing Management, 13th Edition, Pearson Education. 
2. Ramaswamy & Namakumari, Marketing Management, Planning, Implementation & control, 

McMilan, India, Third Edition. 
3. Michael, Bruce & William, Marketing Concept and cases, McGraw-Hill, New Delhi, Thirteenth Edition. 
4. Sherlekar S, “Marketing Management”, Himalaya Publishing House, Mumbai. 
5. Maurice & Mondell & larry Rosenberg - Marketing: Prentice Hall of India Ltd. New Delhi. 
6. Mohammad Amanatuallh: Principles of Modern Marketing. Kalyani Publications New Delhi. 
7. William J, Stanton and Charles Futrell, Fundamentals of Marketing, Tata McGraw Hill, New York. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 
Session Plan: (Each session of 60 minutes) 

Session Topic(s) 

 

Reading(s) 

1-4 Introduction to Marketing 
Nature, Scope and Importance, Definition  and Evolution of 
Marketing,  Core Marketing concepts, Marketing as a Function, 
Marketing Management, Marketing orientation or concepts, 
Customer Relationship Management, Marketing Process, 
Developing the Marketing Mix, The role of Marketing Mix in 
Marketing Planning and Marketing Strategy, choosing the 
optimum Marketing Mix 

KK Ch. 1 

5-7 Understanding the Marketing Environment 
Scanning the Environment, Meaning and Concepts, 
Microenvironment, Macro Environment, Responding to the 
Environment 
 

KK Ch. 2 

8 Case Study  

9-12 Market Segmentation, Targeting and Positioning 
What is Market Segmentation, Need for segmentation, Benefits of 
segmentation, Bases of segmentation, Segmenting consumer 
markets and Business Markets, Target Marketing, Positioning 

KK Ch. 3 

13 Case Study  

14-17 Buyer Behavior(Consumer Behavior) 
What is Buyer Behavior, Meaning and Importance, Buyer Behavior 
Models, Buying characteristics influencing Buyer Behavior, Buying 
Motives, Buying Decision Making Process, types of Buyer Behavior, 
Stages in the Buying Decision Process, Business Markets and 
Buying Behavior, Characteristics of organizational Markets, Buying 
Decision of organizational Buyer, Factor influencing organization 
Buyers, Organizational Buying Process 
Case Study 

KK Ch. 4 

18 Case Study  

 

19-22 Marketing Research 
Introduction to Marketing Research, Objectives, scope and 
Importance,  Characteristics of a Good Research, the marketing 
research process, Applications  and limitations of Marketing 
research, Ethics in Marketing research  

KK Ch. 5 

23-26 Demand Measurement and Sales Forecasting 
Meaning and Importance, Measures of Market Demand, Major 
concepts in Demand Measurement, Steps in Forecasting, Methods 
of Sales Forecasting, Limitations 
 

KK Ch. 6 

27 Case study  

28-30 Product Decision 
Concepts of Products, Levels of Products, The Product Hierarchy, 
Classification of Products, Concept of Product Life cycle, Product 
Decision, Product Line Decisions, Product Mix Decisions, Brand 
Concepts, Product Differentiation, Brand Positioning 
 

KK Ch. 7 



31-32 Pricing Decision and Strategies 
Importance of Pricing, Objectives of Pricing, Factor Influencing 
Pricing Decisions, Pricing Strategies, Steps in Pricing Procedure, 
Price and Terms of Sale, Special Pricing Strategies 

KK Ch. 16 

33-35 Distribution Decisions 
Channels of Distribution, Role and Importance of channels, 
Functions of Channels, Channel Levels, Types of Intermediaries 
and Number, Selection of Channel for Consumer and Business 
Markets, Retailing, Types of Retailing, wholesaling-Types and 
service, Multichannel Marketing systems 

KK Ch. 12 

36-39 Marketing Communications 
Components of Promotion Mix, Integrated Marketing 
Communications(IMC), the IMC Process, Promotion Mix 
Strategies-Push and Pull, Factors Determining Promotion Mix, 
Developing Effective Advertising Programmes, Sales  Promotion, 
consumer Sales promotion, trade Promotions, Public Relations, 
Popular Advertising Campaigns 
Case Study 

KK Ch. 13 

40-43 New Horizons in Marketing 
The Future Belongs to Holistic Marketing, The 4 As Framework and 
Customer Focus, Brand-building Implications for the Present and 
the Future, Experiential Marketing, Emotional Marketing 

KK Ch. 23 

44 Case Study  

45 Presentations and Discussions  

 
 
 

******************************************************** 



   
 

Gautam Buddha University 
School of Management 

Greater Noida 
 

2 year MBA 

Course: MB:472 Management Principles & Practices (Open Elective) 

 
Instructor:  Dr. Varsha Dixit   Year/Sem: 2022-23, II 
Email:  varsha@gbu.ac.in   Phone: 2346158  
Department: Business Management  Credit:  3 
Sessions: 45     Each Session:60 Minutes 
 

Aims and Objectives:The course is designed to give a basic understanding of the role and 

functions of a manager and to explain the principles, concepts, and techniques used by managers in 

carrying out their work. A central concept of the course is that there is a general framework for 

understanding management that applies to managers in all organizations--large or small, public or 

private, product-oriented or service-oriented. 

Topics covered in this course include values and ethics, communicating, planning, decision making, 

organizing, leading, controlling, and strategies. The course emphasizes the skills needed to apply 

management principles and concepts to real-life situations; students will analyze management issues 

and problems and how to formulate realistic, practical plans to resolve them. These practical skills are 

developed through case studies in the course assignments, and through applying course concepts to 

business situation and approaches. 

Pedagogy:Entire course will be taught through lectures, relevant cases, and role plays. 

Learning Outcome:At the end of this course students should have an understanding of the 

following: 

 What is that process that drives the organization towards its performance? 

 What is that specific organ of an organization that has the responsibility for delivering the 

results consistently? 

 Who has the authority to plan, organize, lead, and control different organizational activities so 

that the organization attains it goals? 

 What is that discipline, that body of organized knowledge, which deals with getting things 

done for, with and through people? 

 



Evaluation Scheme: 

Regularity & Participation  : 10 Marks 

Assignments & Presentation  : 15 Marks 

Mid-Sem    : 25 Marks 

End-Sem    : 50 Marks 

Total     : 100 marks 

Text Book 

Stoner, James A.F., Freeman, R. Edward, & Gilbert, Jr. Daniel R. Management, Prentice Hall of India, 

Sixth Ed.2007 

Suggested Readings: 

 

Stephen P. Robbins , David A. Decenzo, Sanghmitra Bhattacharya and Madhushree Nanda, ‘ 

Fundamentals of Management’ Pearson education, 2009 

Krietner,” Management Theory and Applications”, Cengage Learning, India, 2009 

Bhat, A & Kumar, A. Management- Principles, Processes, and Practices, Oxford University Press, 

2008 

Heinz , Koontz and O’Donnell ,’ Essentials of Management’ Tata Mc Graw Hill, New Delhi, 2009 

 

Session Plan:(Each session of 60 minutes) 

Session 

No. 

Contents 

1-6 Introduction to Management 

 Organizations & the need for Management 

 The Management Process 

 Types of Managers 

 Management Levels & Skills 

7-12 The Evolution of Management Theory 

 Early thinking about Management 

 The Evolution of Management Theory  

 The Scientific Management School 

 Classical Organizational Theory School 

 The Behavioural School 

 The Management Science School 

 Recent Developments in Management Theory 

13-16 Planning  

 Nature and purpose 

 Process  

 Principles  

 Types  

 Advantages and limitations 

 Case study 



17-20 Organizing  

 Formal and informal organization 

 Organization structure & types 

 Line and staff organization 

 Departmentation 

 Delegation of authority 

 Centralization , decentralization ,span of mgt 

 Case study 

 

21-24 Staffing 

 Job design 

 HR Planning 

 Recruitment and selection 

 Training and development 

 Performance mgt 

 Career planning and mgt 

 

25-28 Directing 

 Foundations of individual and group behavior 

 Motivation and its theories 

 Leadership types and theories 

 Communication process and barriers 

 

29-32 Controlling  

 System and process of controlling 

 Budgetary and non budgetary control techniques 

 Use of IT in mgt control 

 

33-37 Strategies and policies 

 Concept of corporate strategy 

 Formulation 

 Strategic planning process 

 TOWS Matrix 

 Portfolio matrix 

 Porter’s generic competitive strategy 

 Implementation  

 Policy 

 Types of policies 

 Principles of formulation of policies, 

38-40 Decision Making 

 The Nature of Decision Making 

 The Rational Model of Decision Making 

 The Rational Model in Perspective 

41-45 
Presentations  
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Gautam Buddha University School of Management 
Greater Noida 

Programme: MBA 

Course: Quantitative Techniques (Code: MB 455) 
 

Instructor: Dr. Manisha Sharma                 Year/Sem:  2014-15/ I Sem 
Email: manisha@gbu.ac.in    Phone: 0120-2346156  
Department: Business Management   Credit: 3  
Sessions: 45                                 Each Session: 60 minutes 
 

Introduction:  Statistics is the art and science of collecting, analyzing, presenting, and 
interpreting data. It includes descriptive analysis (the study of methods and tools for 
collecting data and mathematical models to describe and interpret data) and inferential 
statistics (the systems and techniques for making probability-based decisions and accurate 
predictions based on incomplete (sample) data). In today’s global business and economic 
environment, vast amount of statistical information is available. The most successful 
managers and decision makers are the ones who can understand the information and use it 
effectively and hence it has become very desirable to understand and practice statistical 
thinking. 
 
Aims and Objectives: This course is designed to help the students get the feel of statistics: 
what it is, how and when to apply statistical techniques to decision-making situations. 
The objective of the course is to: 

1. Use mathematical concepts in the resolution of management decision problems 
2. Introduce various basic quantitative techniques and develop an analytical toolset that 
can be used to analyze business models 
3. Introduce concepts of data analysis and decision making under uncertainty 
4. To inculcate the attitude of ensuring implementability of well thought-out solutions to 
decision problems 

 
Pedagogy: Class time will be used to expose various concepts and illustrate their 
applications to business situations. The course is well supported with various business 
examples and cases.  The emphasis in the class will be on learning by doing. Success (or 
failure) in this course will, therefore, to a large extent be determined by the amount of 
effort that you put in outside class. 

 
Homework may be assigned and is due at the beginning of class on the designated 
submission date. 

 
Learning Outcomes: By the end of the course, it is expected that the students will be able to 

 Understand basic statistical concepts.                                                                                                                                                                                                                                                                                                                                                    

 Develop skills in structuring and analyzing problems 

 Apply a range of statistical tests to business problems. 

 Use statistics creatively and productively in decision making. 
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Evaluation Scheme: 
Class participation:      5%    
Quiz:               10%  
Assignments/Cases:     10%  
Mid-Sem Exam:           25%     
End-Sem Exam:            50%     

Text Book: 
 Levin, R.I., & Rubin, D.S.:  Statistics for Management, 7thEd., Prentice-Hall India. 

       
       Reference Books: 

1. Render, B., Stair Jr. R. M., & Michael E. H.: Quantitative Analysis for 
Management, 8th Ed., Pearson Education. 

2. Beri, G.C.:  Business Statistics, 2nd Ed., Tata Mc Graw-Hill.  
3. Keller, G.:  Statistics for Management and Economics, 7th Ed., Thomson.   
4. Anderson D., Sweeney D. & Williams T.: Statistics for Business and Economics, 

Thomson. 
 

Session Plan: (Each session of 60 minutes) 
 

Session 
No. 

Topics to be covered Readings 

1 - 7 Module I : Data and Statistics  
Descriptive Statistics: Numerical Methods –measures of Central 
Tendency, Measures of Dispersion   
 Probability: Concepts & Enumeration, Conditional Probability, Bayes’ 
Theorem 

Chap 3 (TB) 
Chap 4 (TB) 
 

8-13 Module II : Probability Distributions 
 Discrete Distributions- Random Variables, Expected Value & Variance    
Discrete Distributions-Binomial Distribution, Poisson Distribution       
Continuous Distributions - Normal Distribution: Normal Curve, Standard 
Normal Probability Distribution, Computing Probabilities for any Normal 
Distribution  

Chap 5 (TB) 
 

14-18 Module III :Sampling and Sampling Distributions 
Random Sampling, Non Random Sampling, Sampling distribution of x , 

Sampling distribution of p , Determining the Sample Size   

Estimation: Point Estimation, Interval Estimation, Population mean: σ 
known, Population mean: σ unknown 

Chap 6 (TB) 
Chap 7 (TB)    
 

19-22 Module IV: Hypothesis Testing 
Developing Null and Alternative Hypothesis, Type I and Type II Errors, 
One-Tailed and Two –Tailed tests with σ known and σ unknown. 
Hypothesis Testing and Decision Making 

Chap 8 (TB)           

23-26 Statistical Inference with Two Populations 
Hypothesis Techniques-Two Sample Tests: σ1 and σ2 known 
Two Sample Tests: σ1 and σ2 unknown 
Hypothesis Testing: Dependant Samples 

Chap 9 (TB)       

27 Case Problem: PAR, INC.  
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 * TB- Text Book, RB- Reference Book 
 

28-30 Module V : Tests of Goodness of Fit and Independence 


2-test- As a test of independence 


2-test- As a test of goodness of fit: Binomial, Poisson and Normal 

Distribution 


2-test- Inferences about one population variance 

 

Chap 11 (TB)  
 

31 Case Problem: A Bipartisan Agenda for Chance   

32-34 Analysis of Variance and Experimental Design 
Analysis of Variance-Testing for Equality of k Population Means 
An Introduction to Experimental, Randomized and Block Designs 
Analysis of Variance- Inferences about two population variance 

Chap 11 (TB) 

35 Case Problem: Wentworth Medical Center 
 

 

36-39 Linear Regression 
Simple Linear Regression model, Least Square Method,  
Correlation: Coefficient of Determination and Testing for Significance 
Multiple Regression Model, Regression Analysis- An Introduction to 
Model Building                                                                            

Chap 12 (TB) 
Chap 13 (TB)       

40 Case Problem: Consumer Research, INC 
 

 

41-45 Module VI : Statistics and Decision Analysis 
Fundamentals of Decision Theory: Decision making under uncertainty, 
certainty and risk 
Decision Analysis with Probabilities: Expected Values Approach 
Decision Trees, Analytical Approach to Decision Problems, Computing 
Branch Probabilities using Bayes’ Theorem 
                

Chap 4 (RB1), 
Chap 16 (TB)        
Chap 4 (RB1), 
Chap 17 (TB)                     
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Gautam Buddha University School of Management Greater Noida 

MBA II sem. 

Course: Business Research Methods (MB-462) 

 

Department Business Management   Credit  2 

Sessions 30 (60 minute each)      

 

Introduction 

Managers of modern times deal with the information to remain competitive. The quality of the 

information plays a key role. This course covers the entire process of conducting research in the 

scientific way. The course discusses various research designs relevant for business research. 

Statistical techniques as an addition to their prior quantitative courses will be discussed.  A hands 

on experience to use computer packages will be included as practical exercise. 

 

Objectives 

1. To generate interest among students about the field of research. 

2. To provide skills for pursuing research project. 

3. To introduce various tools and techniques. 

4. Hands on practice on SPSS. 

5. To develop confidence to deal with business problems in scientific way. 

 

Pedagogy and course requirement 

The class would be divided in to small teams. Every team will be assigned case (s) by me. Each 

team has to analyse and present the case. Rest of class is expected to be the active discussant. Class 

participation includes in-class activities and case discussions.  Quizzes will be generally 

unannounced. Each student will be asked to take up atleast one topic/ question as individual 

assignment and submit a brief write up on it.  

 

Evaluation Scheme  

Case presentation (ppt) and participation (10 marks) 

Quiz (10 marks) 

Individual Assignment (5 marks) 

Mid semester examination (25 marks) 

End semester examination (50 marks) 

 

Text book 

Research Methodology: Concepts and Cases by Chawla and Sondhi, Vikas Publishing 

 

Reference books 

Business Research Methods by Zikmund, Cengage. 

Business Research Methods by Bryman and Bell, Oxford University Press. 

Business Research Methods by Cooper & Schindler, TMH Publication. 
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Session Plan 

  Sessions Sections/outlines Reference 

 Section 1 (Introduction)  

1-3 Meaning, Types, Process, Applications Chapter 1 

4-6 Defining the research problem, Formulation of hypothesis Chapter 2 

 Section 2 (Research Design)  

7-9 Nature and classification of research design, Exploratory and 

Descriptive design 

Chapter 3 

10-12 Nature of experiment, causality and experimental design, 

classification, controlling extraneous variables 

Chapter 4 

 Section 3 (Data Collection, Measurement and Scaling)  

13-14 
Classification of data, sources of primary and secondary data 

Chapter 5 

15-16 
Qualitative methods of data collection 

Chapter 6 

17-18 
Types & Classification of scales, Measurement errors 

Chapter 7 

19-20 
Questionnaire designing process and administration, Pilot testing 

Chapter 8 

21-22 
Sampling: concepts and design; Errors. Data: entry, editing, coding 

and classification. (practice on SPSS) 
Chapter 9,10 

 Section 4 (Data analysis and Interpretation)  

23-24 
Introduction to: univariate, bivariate and multivariate analysis of 

data, Descriptive and inferential analysis. 
Chapter 11 

25-28 Introduction and classification of parametric and non-parametric 

tests (Practice of the tests on SPSS). 

Chapter 14 

 Section 5 (Report Writing)  

29-30 Report structure, Guidelines for effective documentation Chapter 20 

 



 

 

 

Gautam Buddha University 

 School of Management 

Greater Noida 
Programme: MBA, 2

nd
 Semester 

Course:  International Marketing       Code:  MB-464 
 

Department: Business   Management   Credit: 3  

Sessions: 45 (60 minute each)       

 

 

Introduction:  

This course focuses on marketing strategy and management within the context of global and 

International markets. It evaluates cultural differences and aims to enhance your skills in 

developing and implementing marketing strategies and decision making in international 

contexts. This course will provide practical experience in conducting research and evaluating 

opportunities existing in international markets, developing plans for exploiting those 

opportunities, and examine the risks facing business activities in those markets through 

implementation of marketing plans. Through discussion, research, and practical activity 

students will develop the ability to prepare marketing programs that effectively reduce risk 

and take advantage of opportunities in the marketplaces of the world. 

 

 

 

Aims and Objectives: 

 To introduce students to the area of International Marketing.   

 To gain an insight as how International Marketing activities can be carried out 

globally. 

 To prepare students to understand International Marketing from Indian perspective 

with a view to take Indian companies on a global platform. 

 To identify the global competition in the international business market and developing 

strategies.  

 To identify significant characteristics of the potential markets and consumers. 

 To identify the paradigm shifts in international business with increasing scope of 

technology. 

 To become aware of current happenings in the “real world” of International 

Marketing. 

 

 

 

Pedagogy:  

 

 

The pedagogy will be a mix of lectures, experience sharing, real life case discussion. In 

addition to the reading materials, additional research papers will be preferred. 

 

 

 

 

 

 

Learning Outcomes: 



 

By course completion, students should be able to: 

1. Understand the current international economic and political environment. 

2. Understand the basic components of marketing strategy and tactics. 

3. Understand the integration between demand and supply management in an international 

    Context. 

4. Articulate the importance of cultural disparities when developing marketing strategies. 

5. Understand the importance of market research generally, but also how market research is 

    modified to effectively understand customers across cultures. 

6. Understand how firms manage products, services, and brands in an international          

environment. 
 

7. Understand the importance of ethical marketing management across multiple cultures. 

 

Evaluation Scheme: 

 
Class participation/Attendance   10 Marks   

Project Preparation and Presentation  10 Marks 

Assignment Submission    05 Marks 

Mid-Sem Exam      25 Marks 

End-Sem Exam      50 Marks 

Total       100 Marks  

 

     

Text Book (TB):   
 

TB  - P K Vasudeva , International Marketing, Excel Book, Current Edition. 

 

Reference Books:  
R1- Cateora R. Philip, Graham L John, International Marketing, Tata McGraw Hill, 13

th
  

Edition. 

R2-Warren J. Keegan and Mark C. Green, Global Marketin, Pearson Education, 4
th

 Edition 

R3-Subhash C. Jain, International Marketing, Thomson South-Western, 3
rd

 Edition 

R4-Rakesh Mohan Josji, International Marketing, Oxford Higher Education, 8
th

 Edition 

R5-Sak Onkvisit and John J. Shaw, International Marketing, Routledge, 5
th 

Edition 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Session Plan 



International Marketing 

 

Session Topic for the sessions Suggested 

Reading (s)  

1-4 Introduction to International Marketing  

 

Ch.1, TB   

5-7  Economic Environment of International Marketing 

 

 

 

Ch.2  TB 

8-13 Global Cultural, Political and Legal  Environment 

  

Ch.4, 5,6,7 R1 

 

14-18 Constraints on International Marketing-Fiscal and Non-Fiscal 

Barriers, Tariffs and Non-Tariff Barriers  

 

Case study 

  

Ch.5  TB        

19-21 Indian and World Trade Ch. 7  TB               

22-24 International Product Policy and Planning 

 

Case Study 

Ch. 10, TB 

25-27 Pricing  Decisions for International Markets Ch. 11,TB 

28-31 Logistics Management, International Distribution and Sales 

Policy 

Ch. 12,TB 

32-34 Promotional Management and Advertising 

 

Case Study 

Ch. 13 TB 

35-38 Foreign Market Entry Strategies Ch. 15 R1 

39-42 Exim Policy and Export Procedure and Documentation Ch.8 TB,  

43-45 International Institutions 

Case Study 

Ch. 4,TB 

 

 

************** 



Gautam Buddha University School of Management 

Greater Noida 

                                                    Programme: MBA  Semester II 
 

Course: Managerial Accounting MB-452 
 
 

Department:  Management    Credit:  2  
Sessions:  Thirty (60 minute each) 
 
Introduction:  During the past two decades organizations have faced dramatic changes in 

their business environment. Technological innovations, deregulations and explosion of 
international commerce have made business environment highly competitive to meet 
customer demands. Further competing successfully in today’s highly competitive 
environment, importance of right decision at the right time cannot be ignored. Management 
Accounting provides the relevant information to the concern managers for taking the 
decisions on the basis of contemporary information. In the industry, Management Accounting 
is not only being utilized for scorekeeping of the past performance but also as a major 
information provider for the managerial decision-making. Earlier, Management Accountants 
operated in a staff capacity, usually separated from the managers for whom they provided 
information and reports. Whereas now these days, Management Accountants serve as 
Internal Business Consultant, working side-by-side in cross-functional teams with managers 
from all areas of the organization. 
 

Aims and Objectives:  This course focuses on how cost information can be useful for the 

managers to choose strategy, to communicate and to determine how best to implement it. 

The content of this course also inform that how managers use cost information to coordinate 

and control across the different business functions of the organization.  

 
Pedagogy: Classroom Training  

Entire course will be taught through classroom teaching, relevant cases and discussions.  

 
Learning Outcomes: After completing this course students should be able to understand that 

how cost information supports planning, controlling and decision making process of the 

organization. 

 

Evaluation Scheme: 
Quiz/Case Study    05 
Assignment    05 
Project & Presentation   05 
Attendance & Class Participation 10 
Mid-Sem Exam    25   
End-Sem Exam    50 

Total     100    

Suggested Readings: 

Text Book:  

Managerial Accounting- James Jiambalvo (John Wiley & Sons Pte Ltd, Second Edition) (JJ) 

Reference Books: 

1. Cost Accounting - Charles T. Horngren, Srikant M. Datar, George Foster (Indian Subcontinent 

Edition), Published by Pearson Education (HG) 

2. Introduction to Management Accounting - Charles T. Horngren, Gary L. Sundem and William O. 

Stratton (Pearson Education or PHI) 

3. Managerial Accounting- Ronald W. Hilton (Tata McGraw- Hill) 



4. Management and Cost Accounting – Collin Drury (Thomson Learning) 

5. Managerial Accounting- Jerry J. Weygandt, Donald E. Kieso and Paul D. Kimmel                

 (John Wiley & Sons Pte Ltd) 

6. Advanced Management Accounting Text, Problems and Cases – Jawahar Lal (S. Chand) 

7. Management Accounting for Decision Making – Mamta Shah (Ane Books) 

 

Session Plan: (Each session of 60 minutes) 
 

 Part (I) Cost Information: Cost Accumulation & Cost Assignment 

  

Sessions (1-4)  

Topic Managerial Accounting, Cost Classification, Management & 

Decision Making   

Readings JJ – Chap 1; HG – Chap 1,2 and Reading Material  

  

Sessions (5-7)  

Topic Job Costing: Manufacturing & Service Companies  

Readings JJ – Chap 2; HG – Chap 4 and Reading Material 

  

Sessions (8-12)  

Topic Process Costing , Transferred in Cost in Process Costing 

Readings JJ – Chap 3; HG – Chap 16 and Reading Material 

  

Sessions (13-15)  

Topic Cost Volume Profit Analysis 

Readings  JJ – Chap 4; HG – Chap 3 and Reading Material 

  

Sessions (16-20)   

Topic Variable Costing & Absorption Costing  

Readings JJ – Chap 5; HG – Chap 9 and Reading Material 

  

Sessions (21-24)  

Topic Activity Based Costing & Activity Based Management 

Readings JJ – Chap 6; HG – Chap 5 and Reading Material 

  

Part (III) Cost Information for Decision Making 

  

Sessions (25-26)  

Topic Relevant Information and Production Decisions 

Readings  JJ – Chap 7; HG – Chap 11 and Reading Material 

  

Sessions (27-28)  

Topic Relevant Information and Pricing Decisions 

Readings  JJ – Chap 8; HG – Chap 12 and Reading Material 

  

Sessions (29-30) Group Presentations 

  

 



Gautam Buddha University School of Management 

Greater Noida 

Programme: MBA 
 

Course: Human Resource Management MB-456 
 
 

Department:  Business Management   Credit: 3  
Sessions:  Fourty Five (60 Minute each)     

 

Course Objectives 

 
Human Resource Management (HRM) involves all management decisions and actions that 
affect the nature of the relationship between the organization and its employees. Effective 
Human Resource Management creates a win-win relationship with employees by seeking the 
best fit between organizational and individual goals. With effective Human Resource 
Management the organization acquires a competent and committed workforce, able to 
support the corporate strategy. Therefore organizations can create a competitive advantage 
through their people. There is a dual focus in this course. The first focus is on the various 
human resource policies as recruitment, selection, performance management, rewards, 
staffing and development. Students will get insight into the basic challenges, strategic 
approaches and tools within these fields. The second focus covers the more holistic view on 
HRM. We go deeper into the relation and fit between HRM and the strategy, culture and 
capabilities of an organization and the balance between organizational goals and individual 
goals. We will therefore explicitly focus on the frameworks, paradigms and concepts that 
integrate the human resource policies and practices into a coherent whole. Furthermore the 
objective is to guide students in developing a vision on HRM from a general manager’s 
perspective. 
 
Student learning outcomes 
The students will be able to  
• Understand how managers can be effective and efficient in their role in HRM. 
• Understand the basic principles and added value of HR policies and HR information 
systems. 
• Understand how HRM is related to the organizational context. 
• Develop a vision on the future of HRM. 

 
(Each session of 60 minutes) 
 

Session 
No. 

Session 

1-2 Nature of Human Resource Management 
Introduction 
Scope  
Importance 
 

3-4 Strategic Role of HRM 
Introduction 
Strategic HRM 
HRM Framework 
 



5-7 Job Analysis 
 Process of Job Analysis 
Methods of collecting Job Analysis information 
Job Description and Job Specification 
 

8-11 Human Resource Planning HRP  
 concept, methods, evaluation of HRP process 
Work environment. 
Case study 
 

12-14 Recruitment  
Overview of the recruitment process 
Case Study 
  

15-18 Selection 
Descision making issues in selection 
Role Play 
 

19-20 Tools for selection/interviews 
 

21-23 Training and Development 
Case Study 
Role Play 
 

24-25 Inducting and placing the new hires 
Requisites of an effective programme 

26-28 Managing Careers 
Career planning and Development  
Roles in career development  
 

29-30 Managing Careers 
Making promotion descision 
Handling Transfers  
 
 

31-34 Performance Appraisal and feedback system 
Case Study 
 

35-37 Compensation Management  
Salary Structure 
Compensation trends 
 

38-40 Incentives and performance based pay 
Money and motivation 
 

41-42 International human Resourse Management 
Managing international HR Activity 
The Expatriate Problem 

43-44 Dynamics of employee relations/ Legal Framework 
Provisions of Factories Act, Minimum Wages Act etc. 
Case Study  
 

45 Contemporary Issues in HRM 
Green HRM,Introduction & implication 
HR Automation 
 

 
 
 



Text Book 
 

1. Dessler, G. --  Human Resource Management, 2003, 9
th
 or latest ed., Prentice Hall 

of India Private Ltd  
 
 
 
Suggested Readings 
 

2. Aswathapa  – Human Resource Management, 2003, 3rd ed., Tata McGraw Hill. 
3. Cynthia Fisher, Loyl F Schoenfeldt, James B Shaw, Human Resource 

Management, Indian adaptation, Biztantra , Wiley India  
4. Rao, VSP, Human Resource Management, Excel Books 
5. Diwedi R S-A textbook of  HRM 
 

 
Evaluation Scheme 
 
Class Participation                       : 10 Marks 
Class Tests     : 05 Marks 
Assignments /  Case Discussion  : 10 Marks 
Mid-Sem     : 25 Marks 
End-Sem     : 50 Marks 
 
Total      : 100 marks 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

 



   

Gautam Buddha University School of Management 

Greater Noida 

Bachelor in Business Administration 

Course:  Business Environment (MB-460)  

 

Department:  Business Studies   Credit:  2 

Sessions:  Forty Five (60 minute each) 

 

Introduction: In today's dynamic economic environment, effective managerial decision-making 

requires timely and efficient use of information. Environment and Business is one of the most 

important and interesting subject that enhance the ability of analytical and logical thinking of 

students and helpful to make decision in this competitive world.   

Aims and Objectives: The course aims to sharpen the analytical and logical skills of the students 

through environment concepts to decision making. The objective of this course is to provide 

students with a basic understanding of the business and environment that can be used in 

decision-making problems.  

Pedagogy: The teaching pedagogy will combine lecture cum discussions, assignments and 

exercises. Classes will be interactive. The principle teaching method will be lectures.   

Learning Outcomes: After completing this course students should-  

1. be acquainted with the concepts of Environment and Business 

2. be able to apply tools to various business problems  

Evaluation Scheme: 
 Class participation/Attendance                                            10% 

 Class Test      10% 

 Assignment      5% 

 Mid-Sem Exam:       25%   

 End-Sem Exam:       50% 

 

 

Textbook: 



Session Plan: (Each session of 60 minutes) 

1-4 Introduction to Environment Management 
Definition, Scope and importance of Environment  

5-8 Management, Environmental Pollution (Brief overview), Causes, effects 

and control of environmental pollution: air, water, soil, noise pollution. 

Solid waste  management, Environment management system (EMS), 

9-13 Environmental Policy, Environment Impact assessment, Environmental 

Accounting, Environmental Audit, Managing Environmental Issues from a 

business perspective 

14-16 Global warming and climate change, Carbon credit , Energy crisis, Over 

Exploitation of natural resources, Waste management,  Pollution Control 

Acts in India, Environment Protection  Act, Global environmental policies 

17-20 Environmental Problems: 

Air & Water Pollution; Introduction, India’s efforts of controlling air pollution, 

sources of air pollution, effects of air pollution on human beings, penalties 

21-24 Noise pollution – sources, control of noise pollution, water pollution, sources 

of water pollution, penalties. 

25-30 Environment Management: 

Introduction, terminology, environmental audit, eco management and audit 

scheme (EMAS), Environmental standards – ISO 14000, ISO 14001, 

31-35 Presentations 

36-40 Waste Management: 

Introduction, types of wastes, integrated system for waste management, waste 

reuse and recycling, management of hazardous waste, waste treatment and 

disposal. 

41-43 Forest Management: 

Introduction, Afforestation, deforestation, degradation of forest, Environmental 

Ethics 

44-45 Revision 

SUGGESTED READINGS 

Books/References Recommended: 
1) H.V.Yadav and S.H.Purohit, Environmental Management, Himalaya Publishing House 
2) Anand S. Bal, An Introduction to Environmental Management, Himalaya Publishing 

House 
3) Benny Joseph, Environmental Studies, Tata Mcgraw Hill Publishing Company Ltd. 
4) Ipseeta Satpathy, Environment management, Excel Books 

 
5) P.Leelakrishnan; Environmental Law Case Book, Lexis Nexis Butterworths, 2nd Ed 



Gautam Buddha University School of Management 

Greater Noida 

Programme: MBA 
 

Course: Financial Management (MB-454) 
 

Area:       Finance and Economics   Credit:  3   
Sessions: Forty Five (MB- 454)     

 
Introduction:   

Up to 1950s the roles of a finance manager were limited up to raise funds and manage cash positions of the 

organization and it was pretty much also. Only after the acceptance and recognition of present value 

concepts, financial managers expanded their roles to the selection of capital projects and judicious utilization 

of funds. Now these managers play a dynamic role modern corporate world. Increased corporate 

competition, volatility in inflation and interest rates, changes in legal environment, including tax laws & ethical 

concerns and technological changes, have impact on various financial decisions in day to day life. As a 

result finance area has acquired more vital strategic role in today’s world. The modern thinking in financial 

management accords a far greater importance to management decision making and policy. 

 

Thus today’s financial manager must have the flexibility to adapt to the changing external environment if his 

or her firm is to survive. This subject is designed to impart required knowledge and equip students with all 

important techniques and tools to take real world decisions.     

 

Aims and Objectives:  
 

 To help the students gain a thorough understanding about the process and system of Financial 

Management in an organization, it’s necessity, structure, goals and scope.  

 To gain insights for financing decisions and to make students aware of the various long-term and 

short-term sources of finance along with concept and approaches of capital structure, cost of capita, 

leverages and its importance. 

 The uses of various techniques of project evaluation to develop expertise in analyzing and 

interpreting financial information to deciding the best among different projects for investment 

decision.  

 To develop required skills for using concepts, methods and estimation of working capital 

management along with cash, inventory and receivables management. 

 To make students aware of the concepts and approaches of dividend decision and management of 

earnings.  

Pedagogy:  

A mix of Classroom instructional methods will be used like lectures, case analysis and exercises. The efforts 

would be made to strengthen the conceptual knowledge and application through cases and exercises. 

Emphasis throughout will be applications of concepts, principles and techniques to company data available 

from published sources. Special Emphasis will be given to help the students to develop analytical ability to 



analyze corporate decisions.  This will be done with the help of practical exercises. Case and Exercises will 

be announced separately. 

 
Learning Outcomes: 

 After completion of the course student would be able to- 
 

 Understand the process and system of Financial Management in organizations 

 Design capital structure of an organization from all available resources (Equity, Bond etc.) by 

evaluating corresponding cost of capital. 

 Use various techniques of project evaluation and analyze & interpret financial information to choose 

the best among different projects for investment decision. 

 Analyze and design Inventory and Receivables Management and use of Cash Management 

including short-term borrowing for effective Working Capital Management. 

 Comprehend current practices of dividend distribution and take decisions on management of 

earnings.  

 

Evaluation Scheme: 
 

Class Tests/Quizzes/ Assignment  : 15 marks 

Presentation/Attendance     : 10 marks (5+5) 

Mid-Sem      : 25 marks 

End Sem                   : 50 marks 

TOTAL               : 100 marks     

Class participation 

  
It is expected to maintain 100% attendance in classes however for any unforeseen circumstances, maximum 

25% waiver would be allowed only after reasonable justification. Students are encouraged to participate 

actively and contribute to the quality of teaching-learning process.  

 
Assignments and Exercises 
 
Assignments shall be illustrative in nature. In case of Group Assignment, The group shall be decided in 

consultation with the course coordinator. The emphasis would be on to analytical writing and ability to relate 

it with the context. Exercises would be for practice of numerical problems.   

 
Project & Presentations 

 
Projects shall be comprehensive in nature. In case of Group Project, The group shall be decided in 

consultation with the course coordinator. Students are expected to do some research and detailed analysis 

before submitting the project and presenting final outcomes of the project. It is mandatory that the 

participants use Power Point Slides in their class presentations. Credit shall be given for structured 

presentation, analytical content and ability to respond to queries.  

 

 
Mid-Semester Exam 



 

Mid-Sem test shall comprise of application oriented questions based on theoretical concepts. The test shall 

be of two hours duration. The test shall be based broadly on the syllabus covered till mid-term teaching. 

  

End-Semester Exam                                           

End-Sem test shall comprise of fundamental, analytical and application oriented questions. The test shall be 

based on the entire course coverage (more weightage on the post-mid term coverage) and designed to test 

the conceptual clarity of the subject and their applications. 

 
Suggested Readings: 

  

Text Book 
 

Pandey, I.M.. Financial Management, (10
th
 Edition), Vikas Publications 

 

Reference Readings 
 

Van Horne, James C.- Financial Management & Policy, 2005 (Twelth Edition), Prentice Hall of India 

Brealey, Richard A. Myers, & Stewart C.- Principles of Corporate Finance, 2003  (Seventh Edition), 

Tata McGraw Hill 

Hampton, John J.- Financial Decision Making, Concepts, Problems & Cases, 1996(Fourth Edition), 

Prentice Hall of India 

Clark, John, Hindland, Thomas J. & Pritchard, Robert E - Capital Budgeting –Planning and Control of 

Capital Expenditure, 1989, Prentice Hall 

Levy, H. & Sarnat, M : Capital Investment and Financial Decisions, 1990, Prentice Hall 

Hill, Ned C. & Sartoris William L., Short Term Financial Management – Text and Cases, 1995 (Third 

Edition),Prentice Hall 

Damodaran, Aswath- Corporate Finance – Theory & Practice 2004 (Second), John Wiley  &Sons 

Brigham Eugene F., Houston Joel F.- Fundamentals of Financial Management, Tenth Edition, 

Thomson 

Knott G - Financial Management (Palgrave,) [KnG] 

             R P Rustagi - Financial Management (Galgotia, [RPG] 

             Lawrence J - Gitman- Principles of Managerial Finance, (Pearson Education, ) [LJG]  

             Pandey I M - Financial Management (Vikas) [ IMP] 

Van Horne - Financial Management and Policy (Pearson Education, 12th edition) [VH]  

             Sharma & Gupta, Financial Management, (Kalyani Publications ) [SG] 

             Prasanna Chandra- Fundamentals of Financial Management (TMH,) [PC] 

 

 

 



Session Plan:  45 sessions (Each session of 60 minutes) 
 

FINANCIAL MANAGEMENT 

UNITS TOPICS TO BE COVERED SESSIONS REFERENCE 

UNIT-I 

Concept of finance, scope and objectives of 

finance; Profit maximization vs. Wealth 

maximization; Functions of Finance Manager in 

Modern Age 

1 

  Pandey: Chp 1

  KJ: Chp 1

  VH: Chp- 1 

  PC: Chp- 1

 

Financial decision areas, Time value of money, 

risk and return analysis 2-3 

  Pandey: Chp- 2 & 4 

  KJ: Chp- 2 

  PC: Chp-7

Valuation of securities; Shares and Bonds 

4-5 

  Pandey: Chp- 3 

  KJ: Chp- 4

  VH chp 2

Sources of Finance & Related activities:  

Long Term: Capital market; Public Issue & Private 

placement of shares, bonds/debentures, Term loans 

and Lease  

6-7 

  Pandey: Chp- 20 & 21 

  KJ: Chp- 17,18,19,20 &21

  PC: Chp- 8, pg 191-213

Merchant Banking & Investment Banking 

Money Market and instruments and Call Money 

Market 

8-9 

 

  Pandey: Chp- 19 

  KJ: Chp- 4, pg 4.1-4.9

  PC: Chp- 8, pg 191-213

Problems and Revision 10   

UNIT-II 
  

Concept of Gross Working Capital & Net Working 

Capital, Various Approaches to Working Capital 

Management 

11-12 

 

  Pandey: Chp- 27 

  KJ, : Chp- 26

Factors affecting working Capital requirement 
13 

  Pandey: Chp- 28 

  SG: Chp- 23, pg 23.1-23.11

Working Capital Management: Management of 

cash: Motives of Holding Cash, Floats and their 

use, Methods of accelerating cash 
14 

  Pandey: Chp- 27 

  KJ: Chp- 29, pg 29.1-29.18 

  SG: Chp- 24, pg 24.1-24.12  

  

Inventory: 

Motives, Use and Importance, Levels of Inventory, 

Inventory Mgt. Systems; EOQ, ABC, VED, JIT 

etc.  

15-16 

  Pandey: Chp- 29 

  KJ: Chp- 31, pg 31.1- 31.12 

  SG: Chp- 24, pg 24.13-24.19 

Receivables: 

Receivables Mgt., Credit Policy; formulation and 

execution, Costs involved in receivables, factoring  17-18 

  Pandey: Chp- 28 

  KJ: Chp- 30, pg 30.1-30.12 

  SG: Chp- 24, pg 24.24-24.40 

Sources of short term financing, Role of 

commercial bank in working capital management; 

Commercial paper; Factoring and other tools of 

working capital financing 

19-20 

  Pandey: Chp- 30 & 31 

  SG: Chp- 23, pg 23.30-23.35 

Problems and Revision 21   Pandey: Chp- 28 - 31 

UNIT-III 

Long-term sources of finance, potentiality of 

equity shares, preference shares, debentures and 

bonds as source of long-term finance 
22 

   Pandey: Chp- 20 & 21 

  SG: Chp- 21, pg 21.3-21.19

  PC: Chp- 17, pg 462-473 

Concept and approaches of capital structure 

decision; NI, NOI, Traditional and Modigliani 

Miller Approach; 
23-25 

  Pandey: Chp- 15 

  SG: Chp- 18, pg 18.1-18.21

  KJ: Chp- 15, pg 15.1-15.20

Cost of equity share, preference share and 

debentures 26-27 
  Pandey: Chp- 9 

  SG: Chp- 29, pg 29.38-29.46





Capital Budgeting: Nature and Identifying relevant 

Cash Flows 28 
  Pandey: Chp- 8 

  PC: Chp- 14, pg 385-400

Evaluation Techniques: Non-Discounting and 

Discounting; NPV,IRR and PI 29-30 
  Pandey: Chp- 8 

  KJ: Chp- 10 & 11, pg 10.3-11.51

Project selection in Capital Rationing 31   AD: Chp- 10 & 11, pg 285-310

Analysis of risk and uncertainty: Methods; 

Adjusted Rate, Certainty Co-officient, Probability, 

Sensitivity Analysis and Decision Tree Analysis 

and Problems 

32-33 

  Pandey: Chp- 12 

  AD : Chp- 12, pg 352-375

Problems and Revision 34   

UNIT-IV 

Concept of retained earnings and plough back of 

profits, relevancy and irrelevancy theory of 

dividend decision; Walter’s model; Gordon’s 

Model and Modigliani Miller model 

35-37 

  Pandey: Chp- 17 

  SG: Chp- 29, pg 29.38-29.46

  KJ: Chp- 24, pg 24.3-24.14

  

Factor affecting dividend decision 

38 

  Pandey: Chp- 18 

  KJ: Chp- 25, pg 25.1-25.8

  SG: Chp- 25, pg 25.10-25.18

Bonus shares, Management of Earnings  

39-40 

  Pandey: Chp- 26 

  KJ: Chp- 25, pg 25.10-25.12

  SG: Chp- 25, pg 25.19-25.25

Problems and revision 41   

UNIT-V 

Introduction to various Concepts: 
 

  

Valuation and Corporate Restructuring;  

Methods of Valuation including MVA and EVA;  
42 

 

  Pandey: Chp- 35 

  KJ: Chp- 32, pg 32.3-32.30

 

Corporate Restructuring; Mergers, Amalgamation, 

Acquisition and Takeover; 

Venture Capital Financing & Infrastructure 

Financing; 

Derivatives for Managing Financial Risk;   

Financial Planning;  

Foreign Exchange Markets and Exposures; 

Disinvestment in PSUs 

43-45 

 
 
 
 
 

  Pandey: Chp- 32-34 

  AD : Chp- 26, pg 834-876

  KJ: Chp- 33, pg 33.3-33.70

  KJ: Chp- 22, 23

  KJ: Chp- 35 &37, 

  

 

 
Presentations

 

 

 

 



Gautam Buddha University School of Management 

Greater Noida 

Programme: MBA 
 

Course: Operations Management (Code: MB-458) 
 

Department: Business Management   Credit: 3  
Sessions: Forty Five (60 minute each)                    
 
Introduction:   

Operations Management is the core function of every business organization, be it manufacturing or 
service as it focuses on carefully managing the processes to produce and distribute products and 

services. Operations Management concerns all operations within the organization and includes 
management of purchases, inventory control, quality control, storage, logistics and evaluations. A 
great deal of focus is on efficiency and effectiveness of processes. In fact, one cannot imagine an 
organization without operations function. Hence, a basic knowledge of operations is mandatory for 
every student pursuing a management course.  

The study of Operations Management is one of the oldest business disciplines. Operations 
Management holds the key to competitive advantage for many organizations. It is increasingly being 
recognized as a significant factor to contribute to the effective strategic management of firms either 
large or small, domestic or international covering both profit and non-profit making sectors. Future 
and potential managers in the form of post-graduate management students need to appreciate the 
degree of complexity involved with such competition and the key contemporary issues that are 
likely to face upon joining an organization. Understanding Operations Management will create 
awareness of the importance of quality concerning execution of processes which ensures that a 
business functions optimally, thereby focusing on high levels of production and ultimately resulting 
in prosperity and sustainable business. 

Aims and Objectives:  

1. To provide an awareness of the role of Operations Management in the functioning  of a 
business organization 

2. To give an insight into the relationships that exist between various factors that affects the 
operations of a business organization. 

3. To equip students with tools and techniques for analyzing, designing and    improving the 
functioning of an operations system. 

 

Pedagogy:  

The pedagogy will be a mix of lecturers, experience sharing, case discussion, assignment and 
industry or research based projects. The course is focused on strategic issues with cases as the 
primary vehicle of learning. Additional reading material and cases will be distributed in the class 
from time to time.   

 
Learning Outcomes:  By the end of the course, it is expected that the students will be able to 
 



1. Develop a working knowledge of the concepts and methods related to designing and 
managing operations. 

2. Develop a skill set used in solving problems traditionally associated with operating 
the operations system for quality and process improvement. 

3. Gain an appreciation of the strategic importance of operations in a global business 
environment and to understand how operations relate to other business functions. 

4. Deploy technology to enhance the scope of operations function and its importance 
to gain competitive advantage. 

     
  Evaluation Scheme: 
 

Class participation:     05%    

Assignment/Quiz    :     10%    

Project Preparation and Presentation:     10% 

Mid-Sem Exam:      25%    

End-Sem Exam:      50%  

Text book: 

Operations Management; William J Stevenson, 9th Ed., The McGraw-Hill Companies. 
 

Reference books: 

1. Operations Management; Quality and Competitiveness in a global environment; Russell & 

Taylor, 5th Ed., Wiley-India Education 

2.  Operations Management for Competitive Advantage; Chase, Jacobs & Aquilano, 10th Ed., 
The McGraw-Hill Edition. 

 

Session Plan: (Each session of 60 minutes) 
 
Session 1.         Introduction to Operations Management 

               Read: Ch1 (TB) 

 

Module I              Designing a Productive System 

 

Session 2-3.          Competitiveness, Strategy and Productivity   

        Read: Ch 2(TB) 

Session 4-6.          Forecasting 

        Read: Ch3 (TB) 

Session 7-8.          Product and System Design 

        Read: Ch4 (TB) 

Session 9-11.          Strategic Capacity Planning for Products and Services 

        Read: Ch5 (TB) 

 

Session 12-14.           Process Selection and Facility Layout  

        Read: Ch 6 (TB) 



Session 15.         Case: M & L Manufacturing 

Session 16-17.           Design of Work Systems 

                                     Read: Ch7 (TB)  

Session 18-19.           Location Planning and Analysis 

        Read: Ch8(TB) 

Session 20-22.           Management of Quality : Quality Control 

                                     Read: Ch9,10 (TB)                                

Session 23.                 Case: Hello Wal-Mart? 

 

Module II          Operating the Productive System 

 

Session 24-25.         Supply Chain Management 

       Read: Ch11 (TB) 

Session 26-28.           Inventory Management  

        Read: Ch12 (TB) 

Session 29-31.           Aggregate Planning 

                                     Read: Ch13 (TB) 

Session 32.                 MRP and ERP 

                                     Read: Ch14 (TB) 

Session 33.                 Case: Level Operations 

Session 34.          JIT and Lean Operations 

                                     Read: Ch15 (TB) 

Session 35.          Maintenance 

                                     Read: Supplement to Chapter 15 (TB) 

Session 36-38.          Scheduling 

        Read: Ch16 (TB) 

Session 39-41.         Project Management 

        Read: Ch17 (TB)       

Session 42-43.         Management of Waiting Lines 

        Read: Ch18 (TB)       

 Session 44-45.         Simulation 

        Read:  Supplement to Ch18 (TB)       

  

 

                               

 
* TB- Text Book, RB- Reference Book 

 
 

 



 

Gautam Buddha University 

School of Management 

Greater Noida 

MBA (Business Analytics and Data Science) Programme 

Course: Business Intelligence and Analytics (MBA-462) 
 

Instructor: Mr. Akshay Taneja Session/Sem: 2024-2025/II 

Department: School of Management Credits: 02 
Sessions: 30 Each Session: 60 Minutes 

 

 

Course Description: 

 

Descriptive Analytics is a foundational course designed to provide students with a deep understanding 
of how to summarize, visualize, and interpret historical data to inform business decision-making. The 

course covers techniques to analyze past performance and trends through various data visualization 

tools, statistical measures, and data aggregation methods. Students will explore key concepts such as 
data cleaning, trend analysis, and basic statistical techniques, helping them build a clear picture of what 

has happened within a dataset. 

The course focuses on practical applications of descriptive analytics in real-world scenarios, teaching 

students how to generate actionable insights from data. Topics will include the use of charts, graphs, 

dashboards, and reports, as well as how to identify patterns and anomalies in data. Participants will also 
gain hands-on experience with tools that are essential for analyzing historical data, such as IBM Cognos 

Analytics, a powerful platform for visualizing, reporting, and analyzing business data. 

IBM Cognos Analytics is an integral part of this course, as it provides robust capabilities for descriptive 

analytics. It is a comprehensive business intelligence (BI) tool designed to help users create, manage, 
and share reports and dashboards. IBM Cognos allows for seamless data visualization, which enables 

users to transform raw data into insightful charts, graphs, and interactive dashboards. The platform’s 

intuitive interface makes it easy to explore historical trends, summarize key metrics, and identify 
opportunities for optimization. 

 

Course Objectives: 

 Acquire a deep understanding of analytics and business intelligence principles. 

 Develop proficiency in using IBM Cognos Analytics for data analysis and reporting 

 tasks. 

 Master SQL query writing and summarization techniques for efficient data retrieval 

 and analysis. 

 Gain insights into the significance of data-driven decision-making across diverse 

 industries. 

 Learn to create advanced reports, dashboards, and visualizations to convey insights 

 effectively. 

 Explore the application of predictive analytics in transforming organizational strategies 

 and processes. 

 Understand the role of analytics in enhancing business performance, managing assets, 

 and combating fraud. 



 

 

Learning Outcomes: 

After completing the course, the students should be able to: 

1. Understand fundamental analytics principles. 

2. Utilize IBM Cognos Analytics proficiently for data analysis and reporting. 

3. Master SQL query writing for effective data manipulation. 

4. Apply data-driven decision-making across industries. 

5. Create advanced reports, dashboards, and visualizations. 

6. Implement predictive analytics techniques for forecasting and optimization. 

7. Apply business intelligence strategies to enhance organizational performance. 

Pedagogy:The pedagogy will be a mix of lectures, hands on learning, real life case discussions, assignments 

and industry/research-based projects. In addition to the reading materials, additional readings and cases will 

be distributed in the class from time to time. Students are also expected to prepare and analyze all the cases 

as class participation is very important. 

 

Evaluation Scheme: 
 

Quizzes/ Class Tests/Presentations 15% 

Mid-Semester Exam 25% 

Term- Semester Exam 60% 

Suggested Readings:   

Text Book: 

 

1. Liautaud, Bernard, and Mark Hammond. e-Business intelligence: turning information into 
knowledge into profit. McGraw-Hill, Inc., 2000. 

 

Reference Books: 

1. P Anandarajan, Murugan, Asokan Anandarajan, and Cadambi A. Srinivasan, eds. Business 

intelligence techniques: a perspective from accounting and finance. Springer Science & Business 
Media, 2012. 

2. Michalewicz, Zbigniew, et al. Adaptive business intelligence. Springer Berlin Heidelberg,2006. 



 

Session Plan:(Each session consists of 60 minutes) 

 

Session 

No. 

Topics to be covered 

1-6 Introduction to Analytics and Business Analytics 

Introduction to Analytics and Business Analytics Foundations of Analytics, Historical 
evolution of analytics, Contemporary significance of analytics, Future trends in 

analytics, Business Analytics Fundamentals, Definition and importance of business 

analytics, Types of analytics and their applications, Role of predictive analytics in 

decision-making, Analytics Trends and Predictive Enterprises, Analysis of past, 
present, and future analytics trends, Transition towards predictive enterprise models, 
Case studies showcasing successful analytics implementations 

7-14 Business Intelligence and Analytics 

Explaining what is analytics, defining various types of analytics, Demonstrating how to 
apply analytics, Describing business intelligence, Demonstrating how to apply business 

intelligence, Learning how to access content, use reports, and create dashboards, 

Learning how personalize the IBM Cognos Analytics portal, Group, format, and sort list 
reports, Describing the various options for aggregating data ,Creating a multi-fact query 

,Creating a report with repeated data, Creating filters to narrow the focus of reports 

,Examining detail filters and summary filters ,Determining when to apply filters on 
aggregate data, Formatting and sort crosstab reports , Creating complex crosstab reports 

using drag and drop functionality, creating crosstab reports using unrelated data items, 

creating charts containing peer and nested columns, presenting data using 

different chart type options, adding context to charts, Creating and reuse custom chart 

palettes 

15-21 IBM Cognos Analytics 

Author Reports Advanced & Active Reports: create reports based on query relationships, 
create advanced dynamic reports, Design effective prompts, create additional advanced 

reports, Examine the report specification, distribute reports 
through bursting, Enhance user interaction with HTML. 

22-26 Advanced Query Modeling and Report Layout Design with SQL Customization 

Building query models and connect them to the report layout Editing an SQL statement 

to author custom queries, Adding filters and prompts to a report using the query model, 
Creating reports by merging query results, Creating reports by joining queries, 

Combining data containers based on relationships from different queries, Filtering 

reports on session parameter values, Navigating a briefing book using a table of 

contents, Creating dynamic headers and titles that reflect report data, Navigating to 
specific locations in reports, Creating a customer invoice report, Controlling report 

displays using prompts, Specifying conditional formatting values using prompts, 

Specifying conditional rendering of objects based on prompt selection, Creating sorted 
and filtered reports based on prompt selection, Creating a report that displays 

summarized data before detailed data, Highlighting alternate rows in a list report 
,Creating a report using an external data file 

27-30 IBM Cognos Active Reports 
Introduction to IBM Cognos Active Reports, Use Active Report connections, Active 

Report charts, visualizations and decks. Project: Design and Develop an Interactive 

Active Report Dashboard for Sales Analysis, Implementing Dynamic Data Visualization 
in Active Reports for Financial Performance Analysis 

 



 

 

Gautam Buddha University  

School of Management 

Greater Noida 
 

 

MBA (Business Analytics and Data Science) Programme   

 

              

Course: Database Management System                         Code:  MBA-470 

Session/Sem: 2024-25/II      Credits: 02 

Department: Business Management                Sessions: 30 

Batch: 2024-25                  Each Session:60 Minutes 

 

 

COURSE OVERVIEW: 

This course introduces the core principles and techniques required in the design and implementation 

of database systems. This introductory application-oriented course covers the relational database 

systems RDBMS - the predominant system for business, scientific and engineering applications at 

present. It includes Entity-Relational model, Normalization, Relational model, Relational algebra, 

and data access queries as well as an introduction to SQL. It also covers essential DBMS concepts 

such as: Transaction Processing, Concurrency Control and Recovery. It also provides students with 

theoretical knowledge and practical skills in the use of databases and database management systems 

in information technology applications. 

 

COURSE OBJECTIVES: 

1. To Teach the basic database concepts, applications, data models, schemas and instances. 

2. To familiarize Entity Relationship model for a database. 

3. To Demonstrate the use of constraints and relational algebra operations. 

4. To Describe the basics of SQL and construct queries using SQL. 

5. To Emphasize the importance of normalization in databases. 

6. To Demonstrate the basic concepts of transaction processing and concurrency control. 

7. To familiarize the concepts of database storage structures and identify the access 

techniques. 

COURSE OUTCOMES: 

At the end of the course the students are able to: 

1. Use the basic concepts of Database Systems in Database design 

2. Apply SQL queries to interact with Database 

3. Design a Database using ER Modelling 

4. Apply normalization on database design to eliminate anomalies 

5. Analyze database transactions and can control them by applying ACID properties. 

 



 

Pedagogy:The pedagogy will be a mix of lectures, hands on learning, real life case discussions, 

assignments and industry/research-based projects. In addition to the reading materials, additional 

readings and cases will be distributed in the class from time to time. Students are also expected to 

prepare and analyze all the cases as class participation is very important. 

 

Evaluation Scheme: 

 Quizzes/ Class Tests/Presentations etc.  15%   

 Mid-Semester Exam     25%  

 Term- Semester Exam     60% 

 

Session Plan: 

UNIT – I (Sessions: 1-6 ) 

INTRODUCTION: Introduction and applications of DBMS, Purpose of data base, 

Data, Independence, Database System architecture- Levels, Mappings, Database, users and 

DBA DATABASE DESIGN: Database Design Process, ER Diagrams - Entities, 

Attributes, Relationships, Constraints,keys, extended ER features,Generalization, Specialization, 

Aggregation, Conceptual design with the E-Rmodel. 

 

UNIT – II (Sessions: 7-11) 

THE RELATIONAL MODEL: Introduction to the relational model, Integrity constraints over 

relations, Enforcing integrity constraints, Querying relational data, Logical database design: E-

R to relational, Introduction to views, Destroying/altering tables and views. 

RELATIONAL ALGEBRA AND CALCULUS: Preliminaries, relational algebra operators, 

relational calculus - Tuple and domain relational calculus, expressive power of algebra and 

calculus. 

 

UNIT – III (Sessions: 12-18) 

SQL: Basics of SQL, DDL, DML, DCL, structure – creation, alteration, defining constraints – 

Primary key, foreign key, unique, not null, check, IN operator, Functions - aggregate functions, 

Use of group by, having, Built-in functions – numeric, date, string functions, set operations, sub-

queries, correlated sub-queries, order by, join and its types, Exist, Any, All , view and its types. 

transaction control commands – Commit, Rollback, Save point, cursors, stored procedures, 

Triggers. 

 

UNIT – IV (Sessions: 19-22) 

SCHEMA REFINEMENT AND NORMAL FORMS: Introduction to schema refinement, 

functional dependencies, reasoning about FDs. Normal forms: 1NF, 2NF, 3NF, BCNF, 

properties of decompositions, normalization, schema refinement in database design, case 

studies. 

 



 

UNIT – V (Sessions: 23-30) 

TRANSACTIONS MANAGEMENT: Transaction concept, transaction state, implementation 

of atomicity and durability, concurrent executions, Serializability, recoverability, 

implementation of isolation, transaction definition in SQL, testing for Serializability. 

CONCURRENCY CONTROL AND RECOVERY SYSTEM: Concurrency control, lock 

based protocols, time-stamp based protocols, validation based protocols, multiple granularity. 

Recovery system - failure classification, storage structure, recovery and atomicity, log- based 

recovery, shadow paging, buffer management, failure with loss of non-volatile storage, 

advanced recovery techniques, remote backup systems. 

OVERVIEW OF STORAGE AND INDEXING: Tree structured indexing - intuition for tree 

indexes, indexed sequential access method (ISAM), B+ Trees - a dynamic tree structure. 

 

 

TEXT BOOKS: 

1. Raghurama Krishnan, Johannes Gehrke , Database Management Systems, Tata McGraw 

Hill, New Delhi, India. 

2. Elmasri Navate, Fundamentals of Database Systems, Pearson Education, India. 

 

REFERENCE BOOKS: 

1. Abraham Silberschatz, Henry F. Korth, S. Sudarshan (2005), Database System Concepts, 

McGraw-Hill, New Delhi, India. 

2. Peter Rob, Carlos Coronel, Database Systems Design, Implementation and 

Management. 

 

Note: Latest edition of books to be followed. 

 



GBU School of Management, Gautam Buddha University 

Greater Noida 
Programme: MBA 

Course: Strategic Management (MB-468) 

 

 

Department : Business Management  Credits :  3  

Sessions : Forty Five (60 minute each)     

 

 

Introduction:   

Strategic management course provides integrated learnings from functional areas. It pulls 

together the insights from allied disciplines. Managers in emerging markets and global 

markets are vying for competitive moves to ensure efficient allocation of resources. The 

course is designed to let students understand the varying approach of  strategy concept and its 

dynamics.  

 

Aims and Objectives: 

 To introduce the  Strategic Management Framework  with  managerial  implications 

 To discuss various  models and tools needed to formulate and implement successful 

business strategies  

 To  generate the passion of strategizing,  that will hone the decision making skills of 

students 

  

 

Pedagogy:  

This course invites students to participate with due preparation. Students have to analyse and 

present the cases in groups. They are advised to form small group with 3-4 of their 

classmates. A brief write up may be asked to submit soon after their presentation. The cases 

must be analysed with inductive and deductive logic with clear problem identification and 

recommendations thereof. The students are advised to go through the readings for better 

conceptual understanding. These readings will be supplied as and when required. Assignment 

may be in the form of panel discussion, role play and take home assignment. 

 

Learning Outcomes: Having completed the course, the students should be able to : 

 Review the current and  desired future strategic position  

 Assess organizational capabilities to align with strategy 

 Manage the dynamics of strategy  

 Deal with the soft and hard creiterion of organization design 

 

Evaluation Scheme: 

Case Presentation and Analysis 10 marks 

Quiz     10 marks 

Assignment    05 marks 

Mid-Sem Exam   25 marks  

End-Sem Exam   50 marks 



Suggested Readings: 

 

Text Book: 

Hitt, Ireland, Hoskisson and Manikutty, Strategic Management, Cengage Learning 

 

 

References Books 

Thompson, Strickland, Gamble, and Jain: Crafting and Executing Strategy, 16
th

 edition (TMH) 

Wheelen & Hunger & Rangarajan: Strategic Mgmt. & Bus. Policy (Pearson Education) 

Gupta, Gollakota and Sriniwasan: Business Policy and Strategic Management (PHI) 

 

Session Plan: (Each session of 60 minutes) 

 

S. No. Topic(s) Reference 

1-4 Strategic Management and Competitiveness    Chap 1  

 

5-8 The  External Environment:  

 

Chap 2  

 

9-12 The Internal Environment:  

 

Chap 3 

 

13-15 Business Level Strategy 

 

Chap 4  

 

16-18 Competitive rivalry and dynamics 

 

Chap 5 

 

19-21 Corporate-Level Strategy 

 

 Chap 6 

 

22-24 Strategic acquisition and Restructuring Chap 7 

 

25-27  Global Strategy Chap 8 

 

28-31 Cooperative Implications of Strategy Chap 9 

32-34 Corporate governance and ethics Chap 10 

 

35-38 Structure and controls  with organizations Chap 11 

 

39-42 Leadership and Implications for strategy Chap 12  

 

43-45 Entrepreneurial Implications for strategy Chap. 13 

 

Note: The case/readings (may be changed/added, if needed) will be provided as and when 

required. 



Gautam Buddha University School of Management 

 

Greater Noida 

 

Programme: MBA 

 

Course: Total Quality Management (Code MB-603) 
 

 

Instructor: Ms. Shadma Parveen    Batch / Semester: 2014 – 15, II 

 

Department: Business Management     Credit: 2 

 

Sessions: 30       Each Session: 60 Minutes 

 

 

Introduction: 

 
This course focuses on the essence, principles, and practices of total quality management (TQM). 

Some of the ideas and topics that are covered are: process improvement; process orientation; 

quality; human resources; quality function deployment; process control and capability; learning 

and organizational quality measures. 
 

Aims and Objectives: 

 To understand the Total Quality Management concept and principles and the various 

tools available to achieve Total Quality Management. 

 To understand the statistical approach for quality control. 

 Provide a basic understanding of "widely-used" quality analysis tools and techniques. 
Create an awareness of the quality management problem-solving techniques 
currently in use. 

Pedagogy: 

 

Entire course will be taught through lectures, relevant cases and assignments will be given to 

supplement the learning. 

 

Evaluation Scheme: 

 

Internal Assessment:      

Projects and presentation   : 10 Marks 

Quiz and Assignment    : 10 Marks 

Attendance     : 5 Marks 

Mid – Sem      : 25 Marks 

End – Sem      : 50 Marks 

 

Total      : 100 marks 

 

Text Book: 

 



Total Quality Management, Poornima M. Charantimath, Pearson Education, 2011. 

 

 

Suggested Readings: 

 

1. Total Quality Management Text and Cases, K. Shridhara Bhat; Himalaya Publishing 

House, 2010. 

2. Principles of Total Quality, Vincent K. Omachonu and Joel E. Ross; CRC Press, 

2008. 

3. Quality Management Systems – Concepts, Strategies and Requirements, Devendra 

Kumar Bhatt and Aparna Raj; Kanishka Publishers, 2006. 

4. Total Quality Management: Text and cases, G. Nagalingappa and Manjunath V 

S.,Excel Books, 2010. 

5. Total Quality Management, Besterfield, Pearson Education, 2011. 

6. Total Quality Management, Shailendra Nigam, Excel Books, 2005 

 

 

Session Plan:  
 

SESSION NO. CONTENTS 

1 - 2  

Understanding Quality –  

 

Introduction to Total Quality Management, Business 

excellence through quality planning, control, and 

improvement. 

 

3 - 6 integrating perspectives on quality, organizing for quality, 

quality management, aspects of quality management, 

challenges and opportunities. 

7- 8  

Quality Philosophies 

 

Deming philosophy, Definition of quality, Joseph Juran  

 

9 – 11 Philip Crosby, TQM implementation, total quality 

management model. Taguchi principles 

12 - 14  

TQM- Concepts and principles 

 

What is TQM, guiding principle, creativity and 

innovation, measures of quality, eliminating root causes of 

important failure costs. Quality and productivity 

 

 

 

 

 

15 - 18 

 

 

 

Problem solving and continuous improvement 



 

 

Implementation of Six Sigma, Six Sigma Vs TQM, 

Kaizen, Kanban and JIT. 

19 – 22  

TQM in Services, Benchmarking, customer driven 

quality 

23 – 26  

Methods, Tools and Techniques used in TQM. 

 

27 – 28  

TQ through Quality Management Systems (QMS). 

 

29 –30   

Total quality through benchmarking 

 

Benchmarking defined, benefits of benchmarking, 

implementation of benchmarking. 



 
 

Gautam Buddha University School of Management 
Greater Noida 

 

Master in Business Administration 

Course: Logistics and Supply Chain Management (MB-557 

) 
 

 

Instructor:       Dr. Indu Uprety   Year/Sem:  2014/III  

Email:    induu@gbu.ac.in   Phone: 0120-2346178 

Department:   School of Management  Credit: 02  

Sessions:  30     Each Session: 60 Minutes 

 

 

 

Introduction: 

 

In recent years, Logistics and Supply Chain Management have been recognized as important 

management approaches and strategies to increase an organization’s operational 

effectiveness. Logistics is concerned with all the processes involved in getting materials and 

goods to the point where they are needed. Supply Chain Management, on the other side, has 

emerged as the new key to productivity and competitiveness of manufacturing and service 

enterprises.  This includes management of an entire network of organizations that are 

involved, through upstream and downstream linkages, in different processes and activities 

that produce value in the form of products and services in the hands of ultimate customer. 

This course introduces the key concepts of logistics and supply chain management and 

includes a comprehensive discussion on transportation, forecasting, inventory, procurement 

and outsourcing, warehousing, materials handling and packaging, reverse logistics, and 

documentation, etc. which would help students understand the rapidly changing work 

environments in today's marketplace to ensure effective customer service. 

 

 

Objectives and Scope: 

 The course intends to cover the fundamental aspects of Logistics and Supply Chain 

Management for providing an insight to the student for designing and implementing effective 

supply chains. This course is designed to Create a managerial perspective of the core tasks 

and challenges required to effectively manage logistical operations and also discusses the 

tools and techniques of supply chain management and illustrates their applicability in cases. 

 

 

Course Outcomes: 

 

Upon successful completion of this course, the student should be able to:  

 Understand the requirements of successful operations and supply chain practices in 

modern business.  



 Develop an understanding of the potential contribution of logistics to the formation of 

business strategy. 

 Understand the models, processes and tools used to analyze and design logistics and 

supply chain management solutions.  

 Develop a thorough understanding of the components of supply chains, the material 

and information flow interactions between them and the analytical and management 

processes that facilitate successful supply chain performance.  

 

 

Pedagogy: 

The pedagogy will be a mix of lectures, experience sharing, real life case discussions, 

assignments and industry/research based projects. In addition to the reading materials, 

additional readings and cases will be distributed in the class from time to time. Students are 

also expected to prepare and analyze all the cases as class participation is very important. 

 

Evaluation Scheme: 

 

Assignment / Class participation,Quiz,  

Project Preparation and Presentation     :  25%   

Mid-Sem Exam               :  25%  

End-Sem Exam     :  50%  

 

 

Suggested Readings: 

 

Text Book: 

1. Simchi-Levi D., Kaminsky P. and Simchi-Levi E., Designing and Managing the 

Supply Chain: Concepts, Strategies and Case Studies (Latest Edition), McGraw-Hill, 

New Delhi. 

2. Fundamentals of Logistics: Douglas Lambert, James Stock and Lisa Ellram, McGraw 

Hill, 1997. 

 

Reference Books: 

1. Supply Chain Management: Strategy,Planning and Operation, Sunil Chopra, Peter 

Meindl, D.V. Kalra, Pearson. 

2. Logistics and Supply Chain Management: Creating Value-Adding Networks, Martin 

Christopher, Prentice Hall. 

3. Strategic Logistics Management: James Stock and Douglas Lambert, McGraw Hill, 

2001. 

4. Global Logistics Management: Competitive Advantage For The 21st Century, 

Gourdin, K. N., Blackwell. 

5. Supply Chain Management: Text and Cases, Janat Shah, Pearson. 

6. Logistics and Supply Chain Management : Creating Value-Adding Networks, Martin 

Christopher, Prentice Hall. 

7. Supply Chain Logistics Management, Donald Bowersox, David Closs and Martha 

Cooper, John Wiley & Sons. 

 

Session Plan: (Each session consists of 60 minutes) 

 

Session No. Topics to be covered 

1  Introduction to Logistics & SCM 

 SCM-The development chain 

 Logistics vs SCM 

http://www.textbooks.com/Author/Martin_Christopher.php?CSID=DZS3WOTBABC2M22DTMDOQMUB
http://www.textbooks.com/Author/Martin_Christopher.php?CSID=DZS3WOTBABC2M22DTMDOQMUB
http://www.textbooks.com/Author/Martin_Christopher.php?CSID=DZS3WOTBABC2M22DTMDOQMUB
http://www.textbooks.com/Author/Martin_Christopher.php?CSID=DZS3WOTBABC2M22DTMDOQMUB
http://www.textbooks.com/Author/Martin_Christopher.php?CSID=DZS3WOTBABC2M22DTMDOQMUB
http://www.textbooks.com/Author/Martin_Christopher.php?CSID=DZS3WOTBABC2M22DTMDOQMUB


 Managing uncertainty and risk 

2-5 Forecasting and Inventory Planning including Risk Pooling   

 Forecast Approaches  

 Inventory Categorization and Classification 

 Managing Inventory in the Supply Chain 

 Case Analysis 

 

6-7 Network Design in the Supply Chain 

 The role of network design in the Supply Chain 

 Factors influencing network design decisions 

 Case Analysis 

8-9  Aggregate Planning in a Supply Chain 

 The Aggregate Planning Problem 

 Aggregate Planning Strategies 

 Case Analysis 

10 Case Discussion: Buyer-Supplier Relationships 

11-13 Warehousing 

 Introduction and Evolution of the concept of warehousing 

 Warehouse Operating Principles & Strategies 

14-15 Supply Chain Integration 

 Push, Pull and Push-Pull Systems 

 The Impact of Internet on Supply Chain Strategies 

 Case Analysis -  Barilla SPA 

16-18 Transportation Strategies 

 Direct Shipment Distribution Strategies 

 Intermediate Inventory Storage Point Strategies 

 Case Analysis 

19-20 Procurement and Outsourcing Strategies 

 Outsourcing Benefits and Risks 

 Procurement Strategies and E-Procurement 

 

21-22 Material Handling and Packaging in a Logistical Network 

 Automated Material Handling 

 Functions of Packaging and Packaging designs 

 Types, Procedures and cost of Packaging 

 Case Analysis 

23-24 Reverse and Green Logistics 

 Reverse Logistics Activities 

 Measuring Carbon Foot prints 

25 Third Party Logistics (3PL's) and Outsourcing 

 3PL and 4PL 

26 Technology Standards 

 Information Technology Infrastructure 

 Service Oriented Architecture (SOA) 

 RFID 

27-28 Case Discussion:  Wal Mart Stores: Every Day Low Pricing in China 

 



 

 

 

 

 

 

 

 

 

29-30 Case Presentations by the Students 



 
Gautam Buddha University School of Management 

Greater Noida 
 

Master in Business Administration 

Course: Sales and Distribution Management -MB-545 
 

 
Instructor:  Dr. Subhojit Banerjee   Year/Sem: 2012-14,  III 
Email:   subhojit@gbu.ac.in   Phone:  2346162 
Department: Management Studies   Credit:   2  
Sessions: Thirty      Each Session: 60 Minutes 
 
Introduction:   
Most producers do not sell their goods directly to final users. They design a multi-channel system to 
reach them. The design of marketing channel, that acts, as a strong interface, can provide 
competitive advantage to a firm in the industry. By contrast the absence of a good distribution 
network can also be a major fiasco in today’s cutthroat competitive world. Marketing channel 
decisions are the most critical ones facing the marketing management today. It is complex and the 
complexity further gets compounded by the fact that the channel system take time to build usually 
years. Channel partners are not owned by the company in most cases. Sales force play a crucial role 
in getting the best out of marketing channel. Integrating the efforts of channel partners and sales 
efforts within the whole marketing effort becomes crucial towards achieving organizational goals. 
Sales force is responsible towards optimizing the coverage efforts at minimum cost- a significant 
need during the slowdown. 
 
Aims and Objectives: 
Objectives: The course aims to impart skills and knowledge needed to manage sales force and 
distribution function so as to gain competitive advantage.  As a successful marketer, the sales and 
distribution function needs to be properly managed this incorporates understanding of various 
concepts, which the course aims to provide to the student participants. 
 
Pedagogy:  
 
The pedagogy will be a mix of lectures, experience sharing, real life case discussion, assignments and 
industry/research based projects. In addition to the reading materials, additional readings and cases 
will be distributed in the class from time to time. Students are also expected to prepare and analyze 
all the cases as class participation is very important. 
 
Learning Outcomes: 
At the end of the course it is expected that the students will be: 

 Proficient to understand and appreciate the concept of sales and distribution management 
in theory and practice. 

 To evaluate the sales environment and reinvent sales tools and technique for organizational 
success. 

 To understand and apply the contemporary distribution management technique 

  To manage channel members and do trade promotion more effectively 
 
Evaluation Scheme: 
 

Attendance     03 Marks   
Case Discussion and Participation             10 Marks  
Presentation/Assignment Submission  12 Marks 
Mid-Sem Exam      25 Marks 



End-Sem Exam      50 Marks 

Total       100 Marks  

Note: Case Evaluation would be based on class discussion AND written case analysis. 
Written case analysis (maximum 3 pages of Times New Roman single space) is due for each 
case, BEFORE the class in which we discuss that case. Students shall not be evaluated for a 
case (zero out of 5 marks assigned to a case) if they do not submit the hard copy of the 
written analysis before the case is discussed in class.  

Text Books:  
T 1. Hair Joseph, Jr., Anderson Rolph, Mehta Rajiv, and Babin Barry, ‘Sales Management: Building 
Customer Relationship and Partnership‘, Cengage Publications  
T 2. Agarwal D.K., ‘Distribution and Logistics Management: A Strategic Marketing Approach’(2007), 
Mcmillan Publishers India Ltd. 
Additional Readings: (Compulsory) 

1. Ellet William, ‘How to write a Case based essay ‘, HBS Publishing (2007) – to be read before 
the end of the 3rd session. 

Suggested Readings/websites:  
1.  Jobber David and Lancaster Geoff - Selling and Sales Management (Pearson Education) 
2.  Spiro - Sales Force Management (Tata Mc Graw Hill, 11th Ed.) 
3. Kapoor Satish K., Kansal Purva, ‘Basics Of Distribution Management: A Logistical Approach’,PHI 

4. http://adage.com/ 
5.  Johnson and Marshall - Sales Force Management (Tata Mc Graw Hill, 8th Ed.) 
6. Havaldar and Cavale- Sales and Distribution Management (Tata Mc Graw Hill, 5th Ed.) 
7.Panda- Sales and Distribution Management (Oxford publication). 
 
Session Plan: (Each session of 60 minutes) 
 

Session Topic(s) Reading(s) 

1-5 Introduction to sales Management and personal Selling :  
Sales Management, Personal Selling, and Salesmanship. 
Setting Personal-Selling Objectives.  
Determining Sales-Related Marketing Policies.  
Formulating Personal-Selling Strategy. 

T1 - Ch. 1,2,3,4,5 

6 Case Study 1  

7-9 Organizing the Sales Effort 
The Sales Organization. 
Sales Department Relations. 
Distributive-Network Relations 

T 1- Ch.  6-8 

10 Case Study 2  

11-12 Sales Force Management 
Recruiting Sales Personnel. 
Selecting Sales Personnel. 
Planning Sales Training Programs. 
Executing and Evaluating Sales Training Programs. 
Motivating Sales Personnel. 
Compensating Sales Personnel. 
Managing Expenses of Sales Personnel. 
Sales Meeting and Sales Contests. 
Controlling Sales Personnel: Evaluating and Supervising 

T 1-Ch. 8-11 

13 Case Study 3  

14-16 Controlling the Sales Effort  
The Sales Budget 
Quotas 
Sales Territories. 
Sales Control and Cost Analysis. 

T 1-Ch. 12,13 

17-19 Distribution :A Strategic Overview T 2-Ch.1, 

20-22 Role of Marketing Intermediaries 
Distribution Structures and Systems 

T 2- Ch. 2,3 

23 Case Study 4  

24-26 Partnering Channel Relationships T 2.Ch 4 

27-29 Overview of Logistics Management 
Transportation 

T 2 Ch. 6,8 



30 Case Study 5  

 



 
Gautam Buddha University School of Management 

Greater Noida 
 

Master in Business Administration 

Course: Sales and Distribution Management -MB-545 
 

 
Instructor:  Dr. Subhojit Banerjee   Year/Sem: 2012-14,  III 
Email:   subhojit@gbu.ac.in   Phone:  2346162 
Department: Management Studies   Credit:   2  
Sessions: Thirty      Each Session: 60 Minutes 
 
Introduction:   
Most producers do not sell their goods directly to final users. They design a multi-channel system to 
reach them. The design of marketing channel, that acts, as a strong interface, can provide 
competitive advantage to a firm in the industry. By contrast the absence of a good distribution 
network can also be a major fiasco in today’s cutthroat competitive world. Marketing channel 
decisions are the most critical ones facing the marketing management today. It is complex and the 
complexity further gets compounded by the fact that the channel system take time to build usually 
years. Channel partners are not owned by the company in most cases. Sales force play a crucial role 
in getting the best out of marketing channel. Integrating the efforts of channel partners and sales 
efforts within the whole marketing effort becomes crucial towards achieving organizational goals. 
Sales force is responsible towards optimizing the coverage efforts at minimum cost- a significant 
need during the slowdown. 
 
Aims and Objectives: 
Objectives: The course aims to impart skills and knowledge needed to manage sales force and 
distribution function so as to gain competitive advantage.  As a successful marketer, the sales and 
distribution function needs to be properly managed this incorporates understanding of various 
concepts, which the course aims to provide to the student participants. 
 
Pedagogy:  
 
The pedagogy will be a mix of lectures, experience sharing, real life case discussion, assignments and 
industry/research based projects. In addition to the reading materials, additional readings and cases 
will be distributed in the class from time to time. Students are also expected to prepare and analyze 
all the cases as class participation is very important. 
 
Learning Outcomes: 
At the end of the course it is expected that the students will be: 

 Proficient to understand and appreciate the concept of sales and distribution management 
in theory and practice. 

 To evaluate the sales environment and reinvent sales tools and technique for organizational 
success. 

 To understand and apply the contemporary distribution management technique 

  To manage channel members and do trade promotion more effectively 
 
Evaluation Scheme: 
 

Attendance     03 Marks   
Case Discussion and Participation             10 Marks  
Presentation/Assignment Submission  12 Marks 
Mid-Sem Exam      25 Marks 



End-Sem Exam      50 Marks 

Total       100 Marks  

Note: Case Evaluation would be based on class discussion AND written case analysis. 
Written case analysis (maximum 3 pages of Times New Roman single space) is due for each 
case, BEFORE the class in which we discuss that case. Students shall not be evaluated for a 
case (zero out of 5 marks assigned to a case) if they do not submit the hard copy of the 
written analysis before the case is discussed in class.  

Text Books:  
T 1. Hair Joseph, Jr., Anderson Rolph, Mehta Rajiv, and Babin Barry, ‘Sales Management: Building 
Customer Relationship and Partnership‘, Cengage Publications  
T 2. Agarwal D.K., ‘Distribution and Logistics Management: A Strategic Marketing Approach’(2007), 
Mcmillan Publishers India Ltd. 
Additional Readings: (Compulsory) 

1. Ellet William, ‘How to write a Case based essay ‘, HBS Publishing (2007) – to be read before 
the end of the 3rd session. 

Suggested Readings/websites:  
1.  Jobber David and Lancaster Geoff - Selling and Sales Management (Pearson Education) 
2.  Spiro - Sales Force Management (Tata Mc Graw Hill, 11th Ed.) 
3. Kapoor Satish K., Kansal Purva, ‘Basics Of Distribution Management: A Logistical Approach’,PHI 

4. http://adage.com/ 
5.  Johnson and Marshall - Sales Force Management (Tata Mc Graw Hill, 8th Ed.) 
6. Havaldar and Cavale- Sales and Distribution Management (Tata Mc Graw Hill, 5th Ed.) 
7.Panda- Sales and Distribution Management (Oxford publication). 
 
Session Plan: (Each session of 60 minutes) 
 

Session Topic(s) Reading(s) 

1-5 Introduction to sales Management and personal Selling :  
Sales Management, Personal Selling, and Salesmanship. 
Setting Personal-Selling Objectives.  
Determining Sales-Related Marketing Policies.  
Formulating Personal-Selling Strategy. 

T1 - Ch. 1,2,3,4,5 

6 Case Study 1  

7-9 Organizing the Sales Effort 
The Sales Organization. 
Sales Department Relations. 
Distributive-Network Relations 

T 1- Ch.  6-8 

10 Case Study 2  

11-12 Sales Force Management 
Recruiting Sales Personnel. 
Selecting Sales Personnel. 
Planning Sales Training Programs. 
Executing and Evaluating Sales Training Programs. 
Motivating Sales Personnel. 
Compensating Sales Personnel. 
Managing Expenses of Sales Personnel. 
Sales Meeting and Sales Contests. 
Controlling Sales Personnel: Evaluating and Supervising 

T 1-Ch. 8-11 

13 Case Study 3  

14-16 Controlling the Sales Effort  
The Sales Budget 
Quotas 
Sales Territories. 
Sales Control and Cost Analysis. 

T 1-Ch. 12,13 

17-19 Distribution :A Strategic Overview T 2-Ch.1, 

20-22 Role of Marketing Intermediaries 
Distribution Structures and Systems 

T 2- Ch. 2,3 

23 Case Study 4  

24-26 Partnering Channel Relationships T 2.Ch 4 

27-29 Overview of Logistics Management 
Transportation 

T 2 Ch. 6,8 



30 Case Study 5  

 



 
 

Gautam Buddha University School of Management 
Greater Noida 

 

Master in Business Administration  

Course: Project Management  (MB-561 

) 

 

Instructor:       Dr. Indu Uprety   Year/Sem:  2014/III  

Email:    induu@gbu.ac.in   Phone: 0120-2346178 

Department:   School of Management  Credit: 02  

Sessions:  30     Each Session: 60 Minutes 
 

Course Description and Objectives: 

The role of projects in organizations is receiving increasing attention. Projects are the 

major tool for implementing and achieving the strategic goals of the organization. In 

the face of intense, worldwide competition, many organizations have reorganized 

around a philosophy of innovation, renewal, and organizational learning to survive. 

This philosophy suggests an organization that is flexible and project driven. Project 

management has developed to the point where it is a professional discipline having its 

own body of knowledge and skills. Today it is nearly impossible to imagine anyone at 

any level in the organization who would not benefit from some degree of expertise in 

the process of managing projects.   

This course examines project management roles and environments, the project life 

cycle and various techniques of work planning, control and evaluation to achieve 

project objectives. The main aim of this course is to address the participants with all 

aspects of project management and provide specific skills, which may be useful in 

handling the industrial and infrastructural projects. Therefore, the project management 

course has been designed with the following objectives: 

 to introduce the concept of project management and life cycle of the project. 

 to emphasize not only on how the management process works, but more 

importantly, on why it works. 

 to give insight of a project from feasibility stage to final stage of execution and 

commissioning. 

 to apply tools and techniques for project planning and control. 

 to familiarize with computerized software used for project management. 

 to understand the intricacies of project overrun and project implementation. 

 to understand the human, legal and social aspect in managing projects. 
 

 

Pedagogy: The pedagogy will be a mix of lectures, experience sharing, real life case 

discussions, assignments and industry/research based projects. In addition to the 

reading materials, additional readings and cases will be distributed in the class from 

time to time. Students are also expected to prepare and analyze all the cases as class 

participation is very important. 

 



 

 

Evaluation Scheme: 
 

Assig / Class participation,Quiz,  

Project Preparation and Presentation     :  25%   

Mid-Sem Exam                 : 25%  

End-Sem Exam      : 50%   
 
 

Suggested Readings: 

 
Text Book: 

1.   Project Management - The Managerial Process, Clifford F. Gray, Erik W. Larson, 

Gautam V. Desai, McGraw Hill. 

 

Reference Books: 

 

1. Project Management and Technology: Principles & Practices, John M. Nicholas,  

      Pearson Education. 

2. Project Management: A Systems Approach to Planning Scheduling and  

      Controlling, Harold Kerzner, John Wiley. 

3. Project Management, Harvey Maylor, Pearson Education. 

4. Project Management, K. Nagarajan, New Age International Publishers (P.) Ltd. 

5. Project Management: A Managerial Approach, Jack R. Meredith, Samuel J. 

Mantel Jr. John Wiley & Sons. 

6. Project Management,  R. Panneerselvam and P. Senthilkumar, PHI. 

7. Managing Projects: A Systems Approach, Daniel D. Ronman, Elsevier. 

8. Network Analysis for Planning and Scheduling, A Battersby, McMillan, London. 
 

 

Session Plan: (Each session consists of 60 minutes) 

 

Session  

No. 

Topics to be covered 

1 Modern Project Management - 

 What is a Project? 

 The Importance of Project Management 

 Project Management Today – An Integrative Approach 

 Programs Vs. Projects 

2-3 Organization Strategy and Project Selection - 

 The Strategic Management Process 

 A Portfolio Management System 

 Applying a Selection Model- Case Analysis 

4 Organization: Structure and Culture- 

 Project Management Structures 

 What is the Right Project Management Structure? 

5-6 Defining the Project - 

 Defining the Project Scope & Establishing Project Priorities  

 Creating the Work Breakdown Structure 

 Case Analysis 



7-9 Estimating Project Times and Costs - 

 Estimating Guidelines for Times, Costs, and Resources 

 Methods for Estimating Project Times and Costs 

 Refining Estimates 

Handstar Inc. Case Analysis 

10-12 Developing a Project Plan - 

 Developing the Project Network 

 Activity-on-Node (AON) Fundamentals 

 Activity-on-Arrow Method 

13-14 Managing Risk - 

 Risk Management Process 

(Risk Identification, Risk Assessment, Risk Response Development) 

 Contingency Funding and Time Buffers 

15-17 Scheduling Resources and Costs - 

 Resource Scheduling Problem 

 Resource Allocation Methods 

 Multiproject Resource Schedules 

 The Critical Chain Approach 

18-21 Reducing Project Duration - 

 Rationale for Reducing Project Duration 

 Crashing of Project Network : General Guidelines 

 Options for Accelerating Project Completion 

 Case Analysis 

22-24 Introduction to Microsoft Project Software in Computer Lab  

25 Manchester United Soccer Club -Case Study Analysis 

26-27 Progress and Performance Measurement and Evaluation - 

 Structure of a Project Monitoring Information System 

 The Project Control Process 

 Monitoring Time Performance & Forecasting Final Project Cost 

 

28 Project Audit and Closure - 

 Project Audits 

 Project closure 

29-30 Project Presentations - I 

Project Presentations – II 

 



Gautam Buddha University, School of Management, Greater Noida 
MBA (Specialization: Business Analytics) 

Course: Predictive Analytics 
 

Sessions: 45         Credit: 03 

Introduction  
 
Predictive analytics incorporates high end analytical capabilities which span various 
applications such as data mining, optimization, statistical analysis, text analytics and machine 
learning amongst others. The premise is to discover trends in both structured and unstructured 
data. Predictive analytics is a type of data mining that uses machine learning and advanced 
statistical modelling to analyse data and make inferences about what is likely to happen in 
future scenarios.  Some examples include fraud detection, marketing campaign optimization, 
customer behaviour analytics, sales forecasting, inventory forecasting, predictive maintenance, 
and resource management. Predictive analytics is used not just in marketing and financial 
services but also in insurance, retail, travel, healthcare, pharmaceuticals, telecom, and other 
industries. 
 
Aims and Objectives: 
 

1. To gives a brief knowledge about R, a powerful scalable software so that students 
can make informed use of large volume data by extracting useful information and 
patterns and provide predictive insights.  

2. To understand and comprehend the necessary mathematics for designing novel 
machine learning solutions and equip students with statistical methods and give an 
exposure to operations research techniques to support business decisions. 

3. To introduce students to the basic concepts and techniques of Data Visualization.  
4. To identify different types of source data and describe the importance of knowing the 

granularity of data.  
5. Develop and apply enthusiasm for learning. Class participation is encouraged in this 

course.  
 
Course Outcomes: 
 

 Analyse the data quantitatively or categorically, measure of averages, variability. 
 Define the terms trial, events, sample space, probability, and laws of probability.  
 Make use of probabilities of events in finite sample spaces from experiments.  
 Use R to carry out basic statistical modelling and analysis. 
 Explain the significance of exploratory data analysis (EDA) in data science.  
 Apply basic tools (plots, graphs, summary statistics) to carry out EDA. 
 Apply EDA and the Data Science process in a case study. 
 Create effective visualization of given data Using Tableau. 
 Work effectively in teams on data analytics projects. 

 
 
 
 



  Pedagogy:  
 
A mix of classroom instructional methods will be used like lectures, case analysis and 
exercises. The efforts would be made to strengthen the conceptual knowledge and application 
through cases and exercises. Enriching classroom discussions and learning by communicating 
interest, suggestions for improvements, additional readings, and Internet resources, is a major 
goal. Express diligence, enthusiasm, patience, and thoroughness in dealing with complicated 
analysis and procedures and less-than-perfect-constantly evolving technology. 
 
Evaluation Scheme: 
 

Class Participation/Attendance:       05 
Quizzes/ Assignments:                     05 
Research Paper/Case Presentation   05 
Mid-Review Test                             15 
Continuous Evaluation:                 30 
External Evaluation:                      70 

 
Textbooks 

 Mitchell, T. (2013), Machine Learning, McGraw Hill. 
 Machine Learning with R, Packt publishing Ltd. 
 Cole Nussbaumer Knaflic. Storytelling with Data: A Data Visualization Guide for 

Business Professionals, Wiley, 2015.  
 Kieran Healy. Data Visualization (A Practical Introduction), 1st Edition, 2018. 

 
Reference Books 

 Gillespie, C., Lovelace, R. (2016), R for Data Science: Import, Tidy, Transform, 
Visualize, and Model Data, O’Reilly Media. 

 StrickLand, J.S., Predictive analytics using R, Lulu Inc. 
 Praveen Kumar. Data Visualization with TABLEAU: Learn Data Visualization, Charts, 

Dashboard and Storytelling with Tableau, 2020  
 Manoj Thomas & Ammu Zachariah. Data Visualization with Tableau: A Beginner's 

Guide, 2017. 
 
 
Session Plan: 45 sessions (Each session of 60 minutes) 
 

Units Topics to be covered Sessions 

Unit-1 

R Basics and Language Getting and Installing R, The R 
user Interface, A short R tutorial, R packages. Overview: 
Expressions, Objects, Symbols, Functions. Syntax: 
Constants, Operators, Expressions, Control Structures, 
Accessing Data Structures. 

6 

R Objects: Primitive object types, vectors, lists, other 
object types. Symbols and Environment: Symbols, Global 
environment, environment and functions, exceptions. 

6 



Working with Data Entering Data Within R, Entering Data 
Using R Commands, Using the Edit GUI, Saving and 
Loading R Objects, Importing Data from External Files, 
Exporting and Importing Data from Databases. 

6 

Unit-2 

Statistics with R Analysing Data: Summary Statistics, 
Correlation and Covariance, Principal Components 
Analysis, Factor Analysis, Bootstrap Resampling. 
Probability Distributions: Normal Distribution, Common 
Distribution-Type Arguments, Distribution 
Function Families. 

6 

Statistical Tests for Continuous and Discrete Data, Power 
Tests: Experimental Design Example, t-Test Design, 
Proportion Test Design, ANOVA Test Design. 

6 

Unit-3 

Regression Analysis Regression Models: A Simple Linear 
Model, fitting a Model, Refining the Model, Details About 
the lm Function, Assumptions of Least Squares 
Regression, Subset Selection and Shrinkage Methods, 
Stepwise Variable Selection, Ridge Regression, Lasso and 
Least Angle Regression. Principal Components 
Regression and Partial Least 
Squares Regression. 

5 

Unit-4 

Introduction to Data Visualization. What is Dashboard? 
Why do we need Dashboard? Introduction of Data 
Visualization using Tableau. Use of Tableau, Navigation 
in Tableau, Exporting Data, Connecting Sheets. Tableau 
Basics, Working with Dimension and Measures. Making 
Basic Charts like Line, Bar etc. 5 
Adding Colours, Working in marks card. Working with 
Sorting and Filters. Creating Dual Axis and Combo Charts. 
Working with Tables ▪ Creating Data Tables. Table 
Calculations, Calculated Field. Logical Calculations ▪ 
If/Then ▪ IIF ▪ Case/When 

Unit-5 

Date Calculations ▪ Date ▪ DateAdd ▪ DateDiff ▪ Date Parse 
Today () ▪ Now (), Parameters ▪ Pre-defined Lists for 
Faster Filtering ▪ 

5 

Top N Filter ▪ Reference Line Parameter ▪ Swapping 
Dimensions or Measures in a View 

Using Actions to Create Interactive Dashboards ▪ Filter 
Actions ▪ Highlight Actions, Advanced Charts ▪ Heat maps, 
Tree Maps, Waterfall Charts etc 

Working with latitude and Longitude ▪ Symbol and filled 
maps.  Working with data ▪ Joining multiple tables ▪ Blending 
of Data. Building dashboards ▪ Layout and Formatting ▪ 
Interactivity with Actions ▪ Best Practices 

 



Gautam Buddha University  
School of Management 

Greater Noida 
 

TEACHING-LEARNING PLAN 

 
Programme: MBA 

Course: Spreadsheet Modeling for Business Decisions (MB-559) 
 

 

Faculty:       Dr. Indu Uprety    Year/Sem:  2022-23/III  

Department: Deptt of Management  Credit: 02  

Sessions:30      Each Session: 60 Minutes 

 

 

 

Introduction: 

 

Spreadsheets are key software for many businesses and organizations, helping them to keep 

track of numerical information and analyze it quickly and more easily than with paper 

records.Spreadsheets model financial, statistical and any other numerical data within systems 

of rows and columns. Each data item is contained within a single cell within these rows and 

columns. Cells can also contain formulas and references to other cells, so a spreadsheet can 

include calculations that are automatically processed when the values in the cells are edited. 

In this sense, spreadsheets continually update when new data is added.In today’s business 

world, a manager who knows how to use spreadsheets for tabulation, optimization, and 

simulation in support of decision analysis has a decided advantage over those who lack these 

crucial skills. This technology enables organizations to be more knowledgeable about their 

own activities. This, in turn, allows managers to make decisions morequickly which can lead 

to organizations gaining competitive advantage. 

 

 

Course Objectives and Scope: 

 

This course has been developed as a data-driven, model-based approach to decision-making. 

Most applications will rely on the standard array of Excel functionality. A unique feature of 

this course will be applications drawn from the diverse program areas of management. 

Key topics will include: Data graphing, Financial Modelling, Forecasting, Pivot tables, 

Exponential Smoothing, Optimization (Solver), and Simulation. 

 

 

Course Outcomes: 

 

On completion of this course, a learner should: 

 Understand the role of business analytics within an Organization.  

 Understand how spreadsheets can be used to solve complex problems. 

 Use advanced analytical tools to analyze complex problems under uncertainty. 

 Understand how Excel models can support research and investigations. 

 

 



Pedagogy: 

 

The pedagogy will be a mix of lectures, Software/Lab Sessions and implementing the models 

using relevant algorithms/programs. Students are also expected to prepare and analyze all the 

cases/problemsusing Excel based tools and techniques. 

  

Session Plan:(Each session consists of 60 minutes and will have practice sessions in 

Computer Lab using MS-Excel, PHStat and Solver) 

 

Sr. No. Session 

No. 

Topics to be covered 

1 1-2 Introduction to Spreadsheet Modeling  

 What is a Spreadsheet Model? 

 Categories of Decision Models 

 Spreadsheet modeling process 

 Model Building Tools 

2 3-5 Data Management 

 Types of data: Quantitative Data, Qualitative Data 

 Sorting, Filtering and Parsing of Data 

 Charting Data 

3 6-7 Elementary Modeling  

 Lookup Functions 

 Using Pivot Tables to describe data 

 Functions and relationships 

 General Algebraic Models 

4 8-9 Data Description-Central Tendency, Dispersion, Association 

(Cross-Tabulations) 

5 10-15 Marketing and Forecasting Models 

 Organizing and presenting data  

 Correlation analysis, Linear Regression 

 Linear/Non-linear Multiple Regression  

 Forecasting Models – Time Series and Exponential 

Smoothing, Holt’s Model, Winter’s Model 

 Salesforce Model (Case Study) 

6 16-19 Financial Models  (Using Excel Solver)  

 Evaluating Investments by Using NPV, IRR Criteria  

 Capital budgeting using Decision Trees 

 Using Solver and Decision Tress for financial planning 

7 20-26 Models for Operations Management 

 Modeling and solving LP problems in a spreadsheet (Using 

Excel Solver) 

 Statistical applications in quality control 

 Inventory Control Models 

 Models for Production Operations (Logistics, Production 

Planning and Scheduling, Queuing Models) 

 Project Management 

8 27 Case Study on Optimization 

 

9 28-30 Simulation Modeling using Excel 



 

 

 

Suggested Readings: 

 

Text Book: 

 

1. Spreadsheet Modeling for Business Decisions, John F. Cros, Kendall/Hunt Pub. 

Co. Edition: 2nd- 09. 

 

Reference Books: 

 

1. Business Data Analysis using Excel, David Whigham, Oxford. 

2. Data Analysis and Business Modeling, Wayne L. Winston, PHI. 

3. Spreadsheet Modeling and Decision Analysis, Cliff Ragsdale, Cengage Learning; 

6th edition. 

4. The Art of Modeling with Spreadsheets, Stephen G. Powell, Kenneth R. 

Baker,McGraw Hill. 

5. Developing Spreadsheet-Based Decision Support Systems, Michelle M.H. Şeref, 

Ravindra K. Ahuja, and Wayne L. Winston, Dynamic Ideas, Belmont, 

Massachusetts. 

 

Evaluation Scheme: (Practical Paper) 

 

Assignments / Class participation,  

Machine Test and Presentations   :  50%   

End-Sem Exam (Lab Exam)    :  50%  

 

 

 

 Simulation modeling of an Inventory Problem 

 Simulation modeling of a Queuing System 

 Simulation modeling of a Revenue Management Problem 

 System Simulation 

 Case Study on Simulation 



 

Gautam Buddha University School of Management 

Greater Noida 
 

Programme: MBA, 3
rd

 Semester 

       Course:  Consumer Behavior 

       Code:     MB 549 
 

Department: Business Management  Credit:            Two 

Sessions: 30 (60 Minute Each)      
 
Introduction:   

In this era of competition, understanding the consumer is a necessity for marketers. Consumer 
needs and preferences are continuously changing, given the changes in factors like demographics 
and lifestyles. These changes can become great business opportunities for alert marketers and 
threats for marketers who fail to adapt. Consumers acquire, consume, and dispose of the products 
and services created by organizations. They go through several cognitive and behavioral processes 
while making their purchase and consumption decisions. The knowledge of how they decide on one 
brand instead of another and what factors influence their decision-making is crucial for marketers, 
not only to cater to the existing needs of their consumers but also to prepare for their future needs. 
This knowledge is also essential to make various business decisions related to product development, 
packaging, pricing, distribution, promotions, communication, etc. This course helps students to 
understand the internal variables like consumer motivation, personality, perception, learning, and 
attitude, and external variables like reference groups, family, social class, and, culture, and their 
influence on consumer decision-making process.  

Aims and Objectives: 

The main purpose of this course is to understand the differences in consumer behavior. The course 
helps understand the different stages in the consumer decision making process. It also entails a 
detailed understanding of the various internal factors, and external/ social factors that influence the 
decision making process of consumers.  
 
Pedagogy:  
 
The pedagogy will be a mix of lectures, experience sharing, real life case discussion, assignments and 
industry/research based projects. In addition to the reading materials, additional readings and cases 
will be distributed in the class from time to time. Students are also expected to prepare and analyze 
all the cases as class participation is very important. 
 
Learning Outcomes: 
 
At the end of the course it is expected that the students will be: 

 Proficient and knowledgeable about the various disciplines contribution in understanding 
buyer behavior in a holistic manner. 

 Familiar with the advances in consumer research in deciphering buyer motivation, and 
behavior (pre-purchase, purchase and post-purchase), impact of social and cultural variables 
on consumption decisions. 

 Equipped with frameworks to analyze consumers’ behavior and use them in designing 
marketing strategies and in enhancing the effectiveness of marketing programmes. 



 
Evaluation Scheme: 
 

Class participation/Attendance   10 Marks   

Project Preparation and Presentation  10 Marks 

Assignment Submission    05 Marks 

Mid-Sem Exam      25 Marks 

End-Sem Exam      50 Marks 

Total       100 Marks  

 

Text Books: 

SK : Schiffman & Kanuk  : Consumer Behavior, Current Edition, PHI 

Suggested Readings:  

1. Leon G. Schiffman, Leslie Lazar Kanuk, "Consumer Behaviour", Pearson Education, New Delhi, 
2002. 
2. David L.Loudon, Albert J Della Bitta, "Consumer Behaviour", McGraw Hill, New Delhi 2002. 
3. Jay D. Lindquist and M.Joseph sirgy, "Shopper, buyer & consumer Behaviour, Theory and 
Marketing application", Biztantra Publication, New Delhi 2005. 
4. Sheth Mittal, "Consumer Behaviour A Managerial Perspective", Thomson Asia (P) Ltd., Singapore, 
2003. 
5. K.K.Srivastava, "Consumer Behaviour in Indian Context", Goal Gotia Publishing Co, New Delhi 
2002. 
6. S.L. Gupta & Sumitra Pal, "Consumer Behaviour an Indian Perspective", Sultan Chand, New Delhi 
2001. 
7. Ms.Raju, Dominique Xavedel, "Consumer behaviour, Concepts Applications and Cases", Vikas 
publishing house (P) Ltd., New Delhi – 2004. 
8. Henry Assael, Consumer behaviour strategic approach Biztantra, New Delhi, 2005 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Session Plan: (Each session of 60 minutes) 
 



Session Topic(s) Reading(s) 

1-3 Consumer Behavior: Its origins and Strategic Application 
Development of the Marketing Concept, Customer Value, 
Satisfaction and retention, The impact of digital technologies on 
marketing strategies, Marketing ethics and social responsibility, 
consumer behavior and decision making are interdisciplinary 

SK Ch. 1 

4-5 Consumer Research 
Consumer research paradigms: quantitative research, 
qualitative research, The consumer research process, ethics in 
consumer research 

SK Ch.  2 

6-7 Market Segmentation 
What is market segmentation, bases for segmentation, criteria 
for effective targeting of market segments, Implementation 
strategies 

SK  Ch. 3 

8-10 Consumer Motivation 
Motivation as a psychological force, the dynamics of 
motivation, types and systems of needs, the measurement of 
motives 

SK  Ch. 4 

11-13 Personality and Consumer Behavior 
What is personality, theories of personality, personality and 
understanding consumer diversity, brand personality 

SK  Ch. 5 

14 Case Studies, Presentation, Discussions etc  

15-16 Consumer Perception 
Elements of perception, dynamics of perception, consumer 
imagery, ethics and consumer perception 

SK Ch. 6 

17-18 Consumer Learning 
The element of consumer learning, behavior learning theories, 
cognitive learning theory, measures of consumer learning 

SK Ch. 7 

19-20 Communication and Consumer Behavior 
Component of communication, the communication process, 
designing persuasive communication, marketing 
communication and ethics 

SK Ch. 9 

21-22 Reference Groups and Family Influences 
Understanding the power of reference groups, selected 
consumer related reference groups, celebrity and other 
reference group appeals, socialization of family members 
 

SK Ch. 10 

23-24 Social Class and Consumer Behavior 
The measurement of social class, lifestyle profiles of the social 
classes, social class mobility, demographic clustering, the 
affluent consumer, middle-class consumers, the working class 
and other non-affluent consumers 

SK Ch. 11 

25-26 The Influence of Culture on Consumer Behavior 
What is culture, the invisible hand of culture, the measurement 
of culture 

SK Ch.12 

27-28 Subcultures and consumer Behavior 
Nationality subcultures, religious subcultures, geographic and 
regional subcultures, racial and sub -cultural interaction 

SK Ch. 13 

29-30 Consumer Decision Making and Beyond 
What is decision, levels of consumer decision making, models 
of consumers: four views of consumer decision, a model of 
consumer decision making, beyond the decision: consuming 
and possessing 

SK Ch. 16 

    ******************************************* 



 
Gautam Buddha University School of Management 

Greater Noida 

 

Master in Business Administration 

Course: Marketing of Services, MB – 547 

 

 

Department: Business  Management  Credit: Two 

Sessions: Thirty               Session Duration:  60 Minutes 

 

Introduction: Odds are when you graduate there will be 2-3 times the number of jobs in a service-

oriented business as there will be in product based businesses. Services are becoming the dominant 

economic driver in the Indian economy and are critical for competitive advantage in companies from 

all industrial sectors. The course activities will facilitate you in becoming proficient in analyzing and 

judging the merits of services marketing strategies and assist you in making strategic decisions. 

Aims and Objectives: The purpose of this course is to introduce you to services marketing as a 

separate and distinct area of marketing thought and practice and help you to understand its powerful 

influence in competitive markets. During this course we focus our attention on three main services 

marketing areas, the service customer, the service company and the integration of marketing, human 

resources and operations within the service system. 

Pedagogy:  

1. Case Studies 

2. Role Plays/ Simulations 

3. Self learning projects / Assignments 

 

Learning Outcomes: Upon successful completion of this course, the student will: 

4. Understand the unique challenges involved in marketing and managing services. 

5. Identify and analyze the various components of the "services marketing mix”. 

6. Appreciate the role of employees and customers in service delivery, customer 

satisfaction, and service recovery. 

 

Evaluation Scheme:            



 

Class participation/Attendance      05 

Assignment         10 

Presentation         10 

Mid-Sem Exam        25 

End-Sem Exam        50 

Total          100 marks 

 

Text Book: 

 

Zeithmal Valarie ,A,  Bitner , Mary ,Jo and  Pandit, Ajay, Services Marketing, Tata McGraw Hill. 

 

Reference books: 

 

1. Lovelock, Christopher, Service Marketing, Pearson Education Asia, New Delhi. 

2. Berry Leonard L and Parasuraman A,. Marketing Services : Competing through Quality Free 

Press. 

3. Baron Steve and Harris Kim, Essentials of Services Marketing. Thomson Asia, Singapore. 

4. Srinivasan, R., Services Marketing, PHI 

5. Jauhari, Vinnie and Dutta, Kirti, Services: Marketing, Operations and Management, OXFORD 

6. Bhattacharjee, C., Services Marketing, EXCEL BOOKS 

7. Rust, Roland,T, Service Marketing, Addison-Wesley. 

Session Plan: (Each session of 60 minutes) 

 

Session 1-4 

 

Introduction to Services Marketing  

Sullivan’s auto world (case) 

Changing context for services, Indian context (discussion) 

Services Marketing is different;  

Analyzing services (framework)  

Activity; debate 

Session 5-7 Understanding Customer  

Zone of tolerance 

Role play 

Consumer behavior in service industry; Understanding Customer 

Expectations and Perceptions 

Session 8 Quiz   

Session 9 and 10 Marketing mix of for services 

Session 11 Activity; Case study (presentation) 

 

Session 12 to 18 Managing the service delivery process 

 Service development and design  



 Balancing demand and capacity  

 Pricing  

 Service environment  

 Service communication mix 

 Employee’s role in service industry 

 Customer’s role in service industry 

 Distribution channels 

Case studies 

Session 19 Quiz 

Session 20 to 22 Implementing services 

 Managing relationships and building loyalty (L)                        

 Customer feedback and service recovery (role play) 

 Improving service quality 

Session 23 Presentation  

Session 24, 25 Service quality , measurement and control 

GAPS model 

Session 26 Activity / case / presentation 

Session 27 Impact of technology on services marketing 

Session  28 and 29 Quiz 

Emerging service sectors in India, Activity / presentation 

Session  30 Review and Final Discussion 

 



 
 

Gautam Buddha University 

 School of Management 

Greater Noida 

Programme: MBA 

Course: Diversity Management, MB-537 

 

 

 

Department: Business Studies       Credit: 2 

 

Sessions: 30 (60 minute each)         

 

 

Introduction: 

 

Interactions between countries are growing exponentially in the business environment of today-

and Indian companies are going global in big way. Even if a company is not going global, it may 

be either buying or selling to foreign firms or subsidiaries of foreign firms. The international and 

multicultural work environments today provide new challenges to business managers. Many 

corporate in India are staffed or headed by nationals from other countries. The success of a 

professional working in the international arena is influenced by his multicultural sensitivity, and 

his ability to understand both the challenges and the opportunities that the global environment 

provides. 

The goal of this course is to expose you to a way of thinking that increases your ability to 

understand the influence of culture on organizational practices. Students will also develop both 

behavioral and cognitive skills through roll-plays and other exercises. 

 Aims and Objectives: 

 The course aims at fulfilling the following objectives: 

 To introduce the concept Organizational Culture 

 To develop an understanding of various cultures across the globe. 

 To learn to manage cultural diversity. 



Outcomes: 

By the end of the semester, student will have a firm understanding about the Cultural diversity 

and cross – cultural management techniques. Student will come to know how to adjust in varied 

cultural environment. 

Pedagogy: 

Entire course will be taught through lectures, relevant cases and assignments will be given to 

supplement the learning. 

Evaluation Scheme: 

Attendance                                                      : 05 Marks 

Class test                  : 10 Marks 

Assignments, Project, Presentations             : 10 Marks 

Mid – Sem        : 25 Marks 

End – Sem        : 50 Marks 

Total        : 100Marks 

 

Text Book: 

 Adler, N. (2008) International Dimensions of Organizational Behavior (5th edition) 

Prentice Hall. 

Suggested Readings: 

 Understanding Cross- Cultural Management: Browaeys and Price, 2008 

 Adler, N. (2008) International Dimensions of Organizational Behavior (5th edition) 

Prentice Hall. 

 Organizational Behavior: Robbins, Judge & Sanghi, 2009. 

 Cross- Cultural Management: Essential Concepts, Second Edition: R. Wayne Pace, 

SAGE Publications, Inc; 2008. 

Session Plan: (Each session of 60 minutes) 

Session 

No. Topics To Be Covered 

1-5 

Introducing culture: 

 Concept and nature of culture 

 Constituents of Culture 

 Values and its role in forming Culture 

 Case Study  



6-12 

Cultural Diversity across nation: 

 Hofstede Model of Cultural Diversity 

 Trompenaars model of Cultural Diversity 

 Strategy from managing business across Cultures 

 Western vs Eastern Philosophies of Management  

 Case Study 

13-16 

Impact of Culture on Organizations: 

 Meaning, Nature  and Concept of Organizational Culture 

 Culture and Management 

 How Culture Differences Affect Organizations 

 Case Study 

17-21 

Leveraging Cultural Diversity: 

 Managing Multicultural Team 

 Leading Globally 

 Motivating people from around the world 

 Multinational decision making 

 Managing Multiculturalism in Organizations. 

 

22-26 

Cross – Culture Communication and Negotiation: 

 Concept and process 

 Communication with different cultures 

 Communication flow within organization 

 Managing cross-culture Negotiations 

 Case Study 

27-30 

Managing Global Managers: 

 Managing Cross-Culture transitions 

 Portable life 

 Global careers 
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Gautam Buddha University  

School of Management  

MBA III Sem. 

Course: Organization Change and Development MB-533 

Department Business Management   Credit  2 

Sessions 30 (60 MINUTE EACH)      

 

Introduction 

We are living in a changing times. Environment imposes variety of challenges before organizations. 

To achieve a competitive advantage, organizations choose either to remain intact or adapt to 

changes. In the change process, an organization has to maintain congruence among various 

dimensions like technology, strategy, culture and processes. All of these dimensions are affected at  

individual, group and system level. Organizations has to devise variety to solutions to be aligned 

with new strategy. As the organizations are essentially a human system, these improvement efforts 

are primarily targeting human and social systems. The use of human resource strategy is integral to 

managing change. This course contains organization-environment interaction theories, resultant 

strategic choices and managing change.  

 

Objectives 

1. To make understand the concepts of organizational and planned change 

2. To orient about the profession of Organization Development (OD) 

3. To introduce various techniques of change management 

4. To develop proactive approach for managing change in future 

5. To elaborate theoretical foundation with practical applications 

6. To sensitize about contemporary turbulent environment 

7. To apply and practice OD at global work place settings 

 

Pedagogy and course requirement 

The learning has to be considered as individual as well as joint discovery of concepts and 

applications. As a participative learning endeavor, each one of us in the class has to create value. 

The class would be divided in to small teams. Every team will be assigned a case by me. These 

cases will be based on class room’s theoretical discussion. Each team has to analyse and present the 

case. One group has to present at a time but entire class has to contribute every time. Class 

participation includes in-class activities and case discussions.  As an individual assignment, each 

student has to select any company/ organization during semester and submit its change management 

practices in the form of  a case. Quizes will be generally unannounced. Puntuality and attendance 

will also be used for evaluation. 

 

Evaluation Scheme 

Case presentation  (10 marks) 

Assignment and Quiz (10 marks) 

Class participation (5 marks) 

Mid semester examination (25 marks) 

End semester examination (50 marks) 

 

 

Text book 



2 
 

 Organization Development and Change by Cummings, Publisher-Cengage. 

 

Reference books 

Organization Development by French and Bell, publisher-PHI 

Dynamics of Organizational Change and Learning by Boonstra, publisher- Wiley 

Managing Radical Change by Ghosal, Piramal and Barlett, publisher- Penguin 

Organization Change and Development by Beer, Publisher, Good Year publishing 

An experiential approach to organization development by Harvey, Publisher-Pearson 

Managing Organizational Change by Nilakant and Ramnarayan, Publisher- Reponse (sage) 

Organisation Design & Development by Bhupen Srivastava,publisher-Biztantra 

 

 

Session Plan 

  Sessions Sections/outlines 

 Section 1 (Foundation) 

1-2 Meaning and models of planned change, system theory  

3-4 The field of organization development, history and evolution 

 Section 2 (Managing the OD process) 

5-6 Diagnosis and action component  

7-8 Variety/ type of interventions 

 Section 3 (Human Process Interventions) 

9-10 
Interpersonal and group processes approach, process consultation, team building, 

conflict management 

11-12 
Organization confrontation meeting, large group interventions 

 Section 4 (Techno-structural Interventions) 

13-14 
Restructuring organizations; structural design, downsizing and reengineering  

15-16 Employee involvement, concept and applications 

17-18 Work design; engineering approach, motivational approach and socio-technical 

system approach 

 Section 5 (Human Resource Management Interventions) 

19-20 Models of performance management, goal setting, performance appraisal, reward 

systems 

21-22 Talent development, coaching and mentoring, career planning 

23-24 Work force diversity interventions, employee stress and  wellness interventions 

 Section 6 (Strategic Change Interventions) 

25-26 Continuous change and adaptation, organization learning interventions, knowledge 

management interventions 

27-28 Transformational change; concept and characteristics, cultural change 

29-30 Trans-organizational change, strategic alliance and network interventions 

 



Gautam Buddha University School of Management 

Greater Noida 

Programme: MBA 

 

Course: SECURITY ANALYSIS AND PORTFOLIO MANAGEMENT (MB-609) 

 
Department  : Business Studies    Credit  : 2 
  
Sessions  : Thirty (60 minute each)     

 
Introduction:   

Capital formation through savings and investments is a necessary precondition for economic 
development of a country. In the last five decades or so the field of investment has received 
considerable attention from academic researchers. Capital markets play an important role in the 
capital formation process. Structural and functional transformation with the introduction of 
computerized online trading and derivative trading in the capital market of India and high degree of 
volatility in the market posed lot of challenges for investors/ portfolio managers/ security analysts etc. 
For coping up the aforesaid position of the capital market a portfolio manager/ security analysts 
should well versed with this subject. The Securities Analysis and Portfolio Management course 
focuses at introducing the students about the various aspects of securities analysis and portfolio 
management. This course will give the introduction and advanced practical concepts, tools and 
applications to the Indian Securities Market.  
 

Aims and Objectives: 

 The primary objective of this course is to familiarize the student with basic concepts of 
Securities Analysis and Portfolio Management and its various tools and techniques to 
facilitate the managers in managing their portfolio. 
 

 The other objective of the course is to acquaint the students in respect to the investment 
decisions related to financial assets, the risks and the returns involved, to make aware about 
the functioning of securities market. 
 

 To understand the historical behavior of stocks in the Indian Stock market and to give insight 
into stock trading mechanics through the use of the online trading system. 

 
Pedagogy:  
 
A mix of instructional methods will be used like lectures, discussions exercises and assignments. The 
efforts would be made to strengthen the conceptual knowledge and application through cases and 
exercises. The emphasis of this course is on both intellectual stimulation and practical rigorous 
applications, through the security analysis project. The course emphasis is on the development of 
both quantitative analytic skills and presentation skills. 
 

Learning Outcomes: 

At the end of this course students will to able to: 

 Understand the trade-off between risks & returns. 
 Use various tools and techniques to manage their portfolio. 
 Take investment decisions through securities and portfolio analyses.  
 Incorporate market information/ changes in their decision making.  
 Do online stock trading.  

 

Evaluation Scheme: 



Quizzes/ Class Tests/ Assignments    15% 

Class Participation/ Presentation & Discussion  10%  

(Includes class attendance) 

Mid-term Exam      25%  

Term- end Exam      50% 

 

Text Book:  
 Prasanna Chandra (P.C) (3

rd
 Edition): Investment Analysis and Portfolio Management, TMH. 

 

Suggested Readings: 
 Jordan & Fischer (J&F) (2008): Security Analysis and Portfolio Management, Pearson 

Education. 
 Sudhindra Bhat (S.B) (2008): Security Analysis and Portfolio Management, Excel Books 
 Reilly & Brown (R.B) (2006): Investment Analysis and Portfolio Management, Cengage 

Learning. 
 Gyaham & DODD (G&D): Security Analyses, TMH. 
 Sharpe & Alexander (S& A) (1999): Investments, Pearson Education. 
 V. K. Bhalla (V.K.B): Investment Management, S. Chand. 
 S. Kevin (S.K.): Security Analysis and Portfolio Management, PHI. 
 Punithavathy, Pandian (P.P) (2003). Security Analysis and Portfolio Management, Vikas. 
 A.V. Rajwade (A.V.R): Hand Book of Debt Securities and Interest rate Derivatives, TMH. 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Session Plan of SAPM (MB-609): (Each session of 60 minutes) 



 
Session No. Topic to be covered Reference Books 

1 Introduction to Security Analysis and Portfolio 
Management, Nature and Scope, Importance. 

(S.B) Chap.1, and           

(S.K) Chap.1, (P.C) Chap.1 

2-3 
Alternative Investment instrument: Equity Share, 
Preference Share, Debentures, Bonds, Government 
Securities etc. 

(S.B) Chap.8, and           

(P.C) Chap.2 

4-5 Valuation of Equity Shares, Preference Shares and 
Bonds. 

(S.B) Chap.9 & 10, and (S.K) 

Chap.9, (P.C) Chap.14 

6-8 Stock Market in India/ Stock Exchanges in India and 
Trading System.  

(S.B) Chap.2-7, and        

(P.C) Chap.4 

ASSIGNMENT-1 and Quiz – 1 

9-10 
Risk and Return, Types and its Measurement, 
Relationship of Risk and Return, Portfolio and 
Security Returns, Diversification. Case-1 

(S.B) Chap.11, and         

(P.C) Chap.5 

11-12 Security Analysis:  
Fundamental analysis: Economy Analyses  

(S.B) Chap.12, and        

 (P.C) Chap.14 

13 Fundamental analysis: Industry Analyses 
(S.B) Chap.13, and 

(P.C) Chap.15 

14 Fundamental analysis: Company Analyses  
(S.B) Chap.14, and 
(P.C) Chap.16 

Assignment-2 and Quiz – 2, Project-1 

15-17 

Technical analysis: 
Dow Theory, Various Kinds of Charts – Relative 
Strength Analysis and Moving Average, Interpretation 
of Charts & Decision Making. Case-2 

(S.B) Chap.15, and 
(P.C) Chap.17 

18 
Security Analysis: Efficient market theory, 
Weak – Semi-Strong and Strong Form and Random 
Walk Theory 

(S.B) Chap.16 and 
(S.K) Chap.12 

19 Portfolio Analysis: Risk and return,  
(S.B) Chap.18 and 
(S.K) Chap.13,  
(P.C) Chap.20 

20 Portfolio Analysis: Portfolio Selection,  
(S.B) Chap.19 and 
(S.K) Chap.14,  
(P.C) Chap.20 

21-22 Project-1, Presentation and Discussion   

Assignment-3 and Quiz –3, Project-2 

23-24 Portfolio Analysis: Capital Market Theory, CAPM, 
SML and CML,  

(S.B) Chap.20 and 
(S.K) Chap.15 
(P.C) Chap.9 

25-26 Portfolio Analysis: Portfolio Revision and 
Performance Evaluation, Case-3 

(S.B) Chap.21-22 and 
(S.K) Chap.16-17 

27-28 Financial derivatives: Future, Option, and Swaps. 
Summary of the Syllabus  

(S.B) Chap.25-26 and 
(S.K) Chap.18-20 

29-30 Project-2, Presentation and Discussion  

 



Gautam Buddha University School of Management 

Greater Noida 

                                                            Programme: MBA 
 

Course: Management of Financial Services MB-521 
 
 

Department:  Business Studies   Credit:  2  
Sessions:  Thirty (60 minute each)      
 
Introduction:  Financial Services industry is changing rapidly. The entire financial sector is threatened 

by significant risks at home and abroad, inside and outside the individual financial firm. 'Management 

of Financial Services' is designed to help students master established management principles and to 

confront the perplexing issues of risk, regulation, and competition that financial-service managers see 

as their greatest challenges for the present and future. It discusses many of the key trends and 

changes in the financial-services sector.  

 

Aims and Objectives: 

 
Pedagogy: Classroom  

 
Entire course will be taught through classroom teaching, relevant cases and discussions.  
 

Learning Outcomes: At the end of this course students will be able to: 

 Understand the various segments of the financial service industry and its management 

 Focus is on the emerging constituents of financial service industry  

 Track latest developments in the field of financial services  
 

 
Evaluation Scheme: 
 

Class participation & Attendance 10 

Assignment/Quiz   05   

Project Preparation and Presentation 10 

Mid-Sem Exam    25   

End-Sem Exam    50 

Total     100    

Suggested Readings: 
 
Text Book:  
Financial Markets and Financial Services - Dr.Vasant Desai (Himalaya Publishing, Latest Edition) (VD) 

 

 

Reference Books: 

 

Financial Services – M Y Khan (Tata McGraw Hills, Latest Edition) (MY) 

Indian Financial System  - Dr. G Ramesh Babu (Himalaya Publishing, Latest Edition) (RB) 

javascript:authorwin('101')
http://www.himpub.com/frontend/itemdisplay.asp?Page=&Attribute=&UserId=292418101&CatId=253&ItemId=1127


Financial Markets Institutions and Services – N K Gupta and Monica Chopra (Ane Books India, Latest Edition) 

(NK)  
Financial Institutions and Markets – Meir Kohn (Oxford University Press, First Indian Edition) (MK)  

Dynamics of Indian Financial System – Preeti Singh  (Ane Books India, Latest Edition) (PS)  

Financial Markets and Services - E.Gordon, Dr.K.Natarajan (Himalaya Publishing, Latest Edition) (GN) 

Indian Financial System – D K Murthy, Venugopal (I K International, First Edition) (MV) 

 

 
Session Plan: (Each session of 60 minutes) 

 
 

Part (I) Introduction and Overview 
  

Sessions (1-2)  

Topic An Overview of Financial System  

Readings MV Chap 1, PS Chap 1,Reading Material  

  

Sessions (3- 4)   

Topic The Financial-Services Industry in India – An Overview  

Readings VD Chap 17, PS Chap 18 

  

Sessions (5)  

Topic Role of SEBI, RBI in Financial Sector and Financial Inclusion 

Readings VD Chap 32, NK Chap 13&14, MK Chap 20, MV Chap 4, PS Chap 4&5 

  

Sessions (6) Class Test and Quiz 
  
Part (II) Important Financial Services 
  

Sessions (7-8)  

Topic Investment Banking  

Readings Reading Material 

  

Sessions (9-10)  

Topic Merchant Banking and New Issue Management 

Readings VD Chap 18, NK Chap 22, PS Chap 6, Reading Material 

  

Sessions (11-12)  

Topic Custodial and Depository Services 

Readings VD Chap 30, NK Chap 9, Reading Material 

  

Sessions (13-14) The Brokerage Services 

Topic VD Chap 31, MK Chap 11,NK Chap 12,Reading Material 

Readings   

  

Sessions (15-16) Mutual Funds and Hedge Funds 

Topic VD Chap 22-23, MK Chap 10, NK Chap 23, PS Chap 16, Reading Material 

Readings  

  

Sessions (17) Class Test  and  Project Assignment 

  

Sessions (18-19)  

Topic Credit Rating 

Readings  VD Chap 28, NK Chap 21, Reading Material 

  

Sessions (20-21)  

Topic Private Equity, Venture Capital Financing, Angel Financing 

http://www.himpub.com/frontend/itemdisplay.asp?Page=&Attribute=&UserId=292418101&CatId=253&ItemId=1127
javascript:authorwin('97')
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Readings  VD Chap 21, NK Chap 20, Reading Material 

  

Part (III) Misc Financial Services 
  

Sessions (22-25)  

Topic Misc Financial Services  

 Factoring and Forfeiting  

 Leasing and Hire Purchase  

Readings  VD Chap 24-25,19-20, NK Chap 28,PS Chap 18, Reading Material 

  

Sessions (26-28) Presentations on Projects Assigned and Viva 
  

Sessions (29-30)  

Topic Current issues facing Global Financial Services Industry 

Readings  Reading Material 

 
 
 



Gautam Buddha University School of Management 

Greater Noida 

                                                            Programme: MBA 
 

Course: Management of Financial Services  MB-521 
 
 

Instructor:  Dr. Shweta Anand   Year/Sem: 2014-15, III, VII 
Email:   Shweta.anand@gbu.ac.in  Phone:  231  
Department:  Business Studies   Credit:  2  
Sessions:  Thirty     Each Session:  60 Minutes 
 
Introduction:  Financial Services industry is changing rapidly. The entire financial sector is threatened 

by significant risks at home and abroad, inside and outside the individual financial firm. 'Management 

of Financial Services' is designed to help students master established management principles and to 

confront the perplexing issues of risk, regulation, and competition that financial-service managers see 

as their greatest challenges for the present and future. It discusses many of the key trends and 

changes in the financial-services sector.  

 

Aims and Objectives: 

 
Pedagogy: Classroom  

 
Entire course will be taught through classroom teaching, relevant cases and discussions.  
 

Learning Outcomes: At the end of this course students will be able to: 

 Understand the various segments of the financial service industry and its management 

 Focus is on the emerging constituents of financial service industry  

 Track latest developments in the field of financial services  
 

 
Evaluation Scheme: 
 

Class participation & Attendance 10 

Assignment/Quiz   05   

Project Preparation and Presentation 10 

Mid-Sem Exam    25   

End-Sem Exam    50 

Total     100    

Suggested Readings: 
 
Text Book:  
Financial Markets and Financial Services - Dr.Vasant Desai (Himalaya Publishing, Latest Edition) (VD) 

 

 

Reference Books: 

 

Financial Services – M Y Khan (Tata McGraw Hills, Latest Edition) (MY) 

javascript:authorwin('101')


Indian Financial System  - Dr. G Ramesh Babu (Himalaya Publishing, Latest Edition) (RB) 

Financial Markets Institutions and Services – N K Gupta and Monica Chopra (Ane Books India, Latest Edition) 

(NK)  
Financial Institutions and Markets – Meir Kohn (Oxford University Press, First Indian Edition) (MK)  

Dynamics of Indian Financial System – Preeti Singh  (Ane Books India, Latest Edition) (PS)  

Financial Markets and Services - E.Gordon, Dr.K.Natarajan (Himalaya Publishing, Latest Edition) (GN) 

Indian Financial System – D K Murthy, Venugopal (I K International, First Edition) (MV) 

 

 
Session Plan: (Each session of 60 minutes) 

 
 

Part (I) Introduction and Overview 
  

Sessions (1-2)  

Topic An Overview of Financial System  

Readings MV Chap 1, PS Chap 1,Reading Material  

  

Sessions (3- 4)   

Topic The Financial-Services Industry in India – An Overview  

Readings VD Chap 17, PS Chap 18 

  

Sessions (5)  

Topic Role of SEBI, RBI in Financial Sector and Financial Inclusion 

Readings VD Chap 32, NK Chap 13&14, MK Chap 20, MV Chap 4, PS Chap 4&5 

  

Sessions (6) Class Test and Quiz 
  
Part (II) Important Financial Services 
  

Sessions (7-8)  

Topic Investment Banking  

Readings Reading Material 

  

Sessions (9-10)  

Topic Merchant Banking and New Issue Management 

Readings VD Chap 18, NK Chap 22, PS Chap 6, Reading Material 

  

Sessions (11-12)  

Topic Custodial and Depository Services 

Readings VD Chap 30, NK Chap 9, Reading Material 

  

Sessions (13-14) The Brokerage Services 

Topic VD Chap 31, MK Chap 11,NK Chap 12,Reading Material 

Readings   

  

Sessions (15-16) Mutual Funds and Hedge Funds 

Topic VD Chap 22-23, MK Chap 10, NK Chap 23, PS Chap 16, Reading Material 

Readings  

  

Sessions (17) Class Test  and  Project Assignment 

  

Sessions (18-19)  

Topic Credit Rating 

Readings  VD Chap 28, NK Chap 21, Reading Material 

  

Sessions (20-21)  

http://www.himpub.com/frontend/itemdisplay.asp?Page=&Attribute=&UserId=292418101&CatId=253&ItemId=1127
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Topic Private Equity, Venture Capital Financing, Angel Financing 

Readings  VD Chap 21, NK Chap 20, Reading Material 

  

Part (III) Misc Financial Services 
  

Sessions (22-25)  

Topic Misc Financial Services  

 Factoring and Forfeiting  

 Leasing and Hire Purchase  

Readings  VD Chap 24-25,19-20, NK Chap 28,PS Chap 18, Reading Material 

  

Sessions (26-28) Presentations on Projects Assigned and Viva 
  

Sessions (29-30)  

Topic Current issues facing Global Financial Services Industry 

Readings  Reading Material 

 
 
 



Gautam Buddha University, School of Management, Greater Noida 
MBA (Specialization: Business Analytics) 

Course: Introduction to Artificial Intelligence 
 

Sessions: 45         Credit: 03 

Introduction  
 
Artificial intelligence (AI) is a research field that studies how to realize the intelligent human 
behaviours on a computer. The main topics in Artificial intelligence include problem solving, 
reasoning, planning, natural language understanding, computer vision, automatic 
programming, machine learning, and so on. In this course, student will study the most 
fundamental knowledge for understanding Artificial intelligence. Course will introduce some 
basic search algorithms for problem solving, knowledge representation and reasoning, pattern 
recognition, fuzzy logic, and neural networks. 
 
Aims and Objectives: 
 

 To impart knowledge about Artificial Intelligence. 
 To give understanding of the main abstractions and reasoning for intelligent systems. 
 To enable the students to understand the basic principles of Artificial Intelligence in 

various applications 
 To acquire the hands-on skills and the knowledge required for job competency. 

 
Course Outcomes: 
 
Upon successful completion of the course, the students will be able to 

 Solve basic AI based problems. 
 Define the concept of Artificial Intelligence. 
 Apply AI techniques to real-world problems to develop intelligent systems. 
 Interpret and present the predicted model 
 be familiar with techniques for computer-based representation and manipulation of 

complex information, knowledge, and uncertainty 
 Select appropriately from a range of techniques when implementing intelligent systems. 

 
  Pedagogy:  
 
A mix of classroom instructional methods will be used like lectures, case analysis and 
exercises. The efforts would be made to strengthen the conceptual knowledge and application 
through cases and exercises. Enriching classroom discussions and learning by communicating 
interest, suggestions for improvements, additional readings, and Internet resources, is a major 
goal. Express diligence, enthusiasm, patience, and thoroughness in dealing with complicated 
analysis and procedures and less-than-perfect-constantly evolving technology. 
 
 
 
 
 



Evaluation Scheme: 
 

Class Participation/Attendance:       05 
Quizzes/ Assignments:                     05 
Research Paper/Case Presentation   05 
Mid-Review Test                             15 
Continuous Evaluation:                 30 
External Evaluation:                      70 

 
Textbooks 
 

 Artificial Intelligence – A Modern Approach – Stuart Russell and Peter Norvig, Pearson 
Education. 

 Artificial Intelligence – Elaine Rich and Kevin Knight, McGraw-Hill 
 
Reference Books 

 Introduction to Artificial Intelligence – E Charniak and D McDermott, Pearson 
Education 

 Artificial Intelligence and Expert Systems – Dan W. Patterson, Prentice Hall of India 
 
Session Plan: 45 sessions (Each session of 60 minutes) 
 

Units Topics to be covered Sessions 

Unit-1 

Introduction to Artificial Intelligence, Foundations and 
History of Artificial Intelligence, Applications of Artificial 
Intelligence,  

4 

Intelligent Agents, Structure of Intelligent Agents, 
Problem solving agents 

6 

Computer vision, Natural Language Possessing. 4 

Unit-2 

Searching: Searching for solutions, uniformed search 
strategies – Breadth first search, depth first Search. Search 
with partial information (Heuristic search) Greedy best 
first search 

6 

A* search Game Playing: Adversial search, Games, 
minimax, algorithm, optimal decisions in multiplayer 
games, Alpha-Beta pruning, Evaluation functions, cutting 
of search. 

6 

Unit-3 

Propositional logic, Theory of first order logic, Inference 
in First order logic, Forward & Backward chaining, 
Resolution, Probabilistic reasoning, Utility theory, Hidden 
Markov Models (HMM), Bayesian Networks. 

6 

Unit-4 

Supervised and unsupervised learning, Decision trees, 
Statistical learning models, learning with complete data – 
Naive Bayes models 

5 

Learning with hidden data – EM algorithm, Reinforcement 
learning. 2 



Unit-5 

Introduction, Design principles of pattern recognition 
system, Statistical Pattern recognition, Parameter 
estimation methods – Principle Component Analysis 
(PCA) and Linear Discriminant Analysis (LDA), 

6 Classification Techniques – Nearest Neighbour (NN) Rule, 
Bayes Classifier, Support Vector Machine (SVM), K – 
means clustering. 

 



 
 

Gautam Buddha University, School of Management, Greater Noida 
 

Master in Business Administration (MBA) [2013-15] 

Course: International Financial Management [MB - 611] 
 

Instructor:  Dr. Rakesh Kr Srivastava  Year/Sem:  2nd Year/ III 
Email:  rakesh@gbu.ac.in   Phone:  6159  
Area:       Finance and Economics  Credit:   2   
Sessions: Thirty      Each Session: 60 Minutes 
 
Introduction:  
The world of finance has changed markedly over the since mid 70s. There was a growing realization that 

for achieving sustained growth with stability, it would be necessary to have freer trade, liberalized external 

capital movement, and relatively flexible use of domestic monetary policy. With trade being subject to 

multilateral negotiations, industrialized countries and few of the emerging market economies took steps to 

liberalize capital movements across the countries. The process of deregulation and globalization of 

financial market gained momentum during 1990s, expanding the choices for investors that helped to 

improve the prospect of reducing the cost of financial transactions and improving operational and 

allocative efficiency of the financial system. A number of developing countries in Asia that had started 

moving earlier on to the path of economic liberalization, experienced large capital inflows through 1980s 

and first half of 1990s. 

 “International Financial Management” focuses on a multinational corporation which makes its investment, 

financing and operating decision in an international setting. Students will learn about the international 

financial and currency markets and monetary system in which domestic and multinational firms operate. 

Students will also learn about risks and opportunities faced by a corporation as a result of operating in an 

international environment. 

 

Aims and Objectives:  

To develop an understanding about; 

 the International Financial Environment and overview of Global Financial Market  

 Foreign Exchange Market and to develop expertise in analyzing and determining the foreign exchange 

rate and managing foreign exchange risk. 

 Financial structure and international financing decisions, knowledge of international debt market and 

euro currency market. And 

 To gain insights into using foreign investment decisions in multinational enterprises for capital 

budgeting and working capital management.   

 To integrate the global developments with the changing business environment in India.  

 

Pedagogy: A mix of Classroom instructional methods will be used like lectures, case analysis and 

exercises. The efforts would be made to strengthen the conceptual knowledge and application through 

cases and exercises. Emphasis throughout will be applications of concepts, principles and techniques to 

company data available from published sources. Special Emphasis will be given to help the students to 

develop analytical ability to analysis corporate decisions.  This will be done on the basis of practical 

exercises. Case and Exercises will be announced separately. 

 

Learning Outcomes: After completion of the course student would be able to- 

1. Comprehend global financial environment, financial markets and foreign exchange market 

2. Analyze and determine currency exchange rates and manage currency exchange risk 

3. Understand and design financial structure and international financing decisions of international debt 

market and euro currency market  

4. Analyze foreign investment decisions in multinational enterprises for capital budgeting and working 

capital management 



 

Evaluation Scheme: 
 

Quizzes/ Class Tests/ Assignments:   15% 

Class Participation/ Presentation & Discussion:  10%  

(Includes class attendance) 

Mid-term Exam:     25%  

Term- end Exam:      50% 

 

Class participation; It is expected to maintain 100% attendance in classes however for any unforeseen 

circumstances, maximum 25% waiver would be allowed only after reasonable justification. Students are 

encouraged to participate actively and contribute to the quality of teaching-learning process.  

 

Assignments and Exercises; Assignments shall be illustrative in nature. In case of Group Assignment, 

The group shall be decided in consultation with the course coordinator. The emphasis would be on to 

analytical writing and ability to relate it with the context. Exercises would be for practice of numerical 

problems.   

 

Project & Presentations; Projects shall be comprehensive in nature. In case of Group Project, The group 

shall be decided in consultation with the course coordinator. Students are expected to do some research and 

detailed analysis before submitting the project and presenting final outcomes of the project. It is mandatory 

that the participants use Power Point Slides in their class presentations. Credit shall be given for structured 

presentation, analytical content and ability to respond to queries.  

 

Mid-Semester Exam; Mid-Semester test shall comprise of application oriented questions based on 

theoretical concepts. The test shall be of two hours duration. The test shall be based broadly on the syllabus 

covered till mid-term teaching. 

  

End-Semester Exam; End-Semester test shall comprise of fundamental, analytical and application 

oriented questions. The test shall be based on the entire course coverage (more weightage on the post-mid 

term coverage) and designed to test the conceptual clarity of the subject and their applications. 

 
Suggested Readings: 
  
Text Books 
 

1. Siddaiah Thummuluri – International Fianacial Management ( Pearson, 1
st
 edition) 2010 [ST] 

Reference Readings 

1. Eun and Resnick - International Financial Management (Tata McGraw-Hill, 4
th

 ed) 2009 [ER]  

2. Madura - International Corporate Finance (Cengage, 10
th
 edition) 

3. Apte – International Financial Management (Tata McGraw-Hill, 4
th
 edition) 2006  

4. Shaprio – Multinational Financial Management (Prentice-Hall, 4
th
 edition) 2002  

5. Eiteman et al – Multinational Financial Management (Pearson Education) 2004 

6. Sharan – International Financial Management (Prentice-Hall, 2
nd

 edition) 2003 

7. Vij M  – International Financial Management (Excel Books) 2003 

8. A. V. Rajwade – International Financial Management (ABP Publications) 2003 

9. Kirt C. Butler – International Finance (Thomson south-Western-Vikas 2
nd

 edition) 2002 

 

 

Session Plan:  30 sessions (Each session of 60 minutes) - Detailed session plan is on next page 

 



 

COURSE PLAN FOR I.F.M. - III SEMESTER 
30 sessions (Each session of 60 minutes) 

UNITS TOPICS TO BE COVERED SESSIONS Readings 

 

 

 

 

I 

Global financial environment: Overview: Int. Monetary System, IMF 

and World Bank, Pre and post Bretton Woods System, Alternative 

Exchange Rate Regimes, Convertibility of Currency.  

Fixed versus Flexible Exchange Rate  

3 
ER - Ch. 2 

ST – Ch 2 

Globalization and Multinational Firms;  

Role of Finance Manager in the Global context. 
1 

 

ER - Ch. 1 

International Banking and Money Market; Types of Int Banking 

Offices, Capital Adequacy Standard, Euro currency market, Euro 

Credits, Parallel Loan, Back-to-Back Loans 

2 
ER - Ch. 11,  

 

Balance of Payments: understanding, analysis and interpretation 2 ST – Ch 3 

ASSIGNMENT-1                                   Case: The Mexican Peso Crisis 1994 & The Asian Currency Crisis 199,  

 

 

 

 

II 

Foreign Exchange Market: Nature, structure, Participants, types of 

transactions, exchange rate quotations 

4 
 

ST – Ch 1 

Spot, forward and Cross exchange rates; Forward Premium and 

Discount, Arbitrage, Triangular Arbitrage 

Networks for International Transactions –SWIFT, CHIPS  

Foreign Exchange Market in India: nature, structure, operations and 

limitations, Regulations 

Exchange rate determination, factors affecting Exchange Rates, The 

BOP theory of Exchange rate, forecasting, theories: Purchasing power 

parity, Interest rate parity etc. 

2 ST – Ch 4 

ASSIGNMENT-2 AND QUIZ- 1 

 

 

 

 

III 

Forex risk, exposure: Transaction, Economic andTranslations.   

3 

ST – Ch 5 

& 

Case Studies 

from 

ER- Ch 8, 9 

& 10 

Managing Transaction Exposure; Hedging with Forwards and futures 

Market, Money Market and Options Market Hedge, Hedging Foreign 

Currency Payables 

Managing Economic Exposure; Measurement of Economic exposure, 

Operating Exposure; determinants and management   

Managing Translation Exposure; Translation Methods, Translation v/s 

Transaction, Hedging of Translation Exposure, Translation v/s 

Economic Exposure 

Currency Forwards and Futures, Options – Basic Concept 2 ST – Ch 6 

ASSIGNMENT-3  

 

 

 

IV 

Intl Bond Markets; Types of Instruments, ECB/FCCBs & Indian Case 

Int. Equity Market, Market structure, Trading, Cross-listing of Shares, 

Types of ADRs and GDRs, advantages, Indian Scenario 

2 
ER - Ch. 12  

&13 

Portfolio Theory : An International Perspective 1 ST – Ch 14 

FDI and Cross-border Acquisitions; Trends in FDI, Why do firms invest 

overseas, Cross border mergers and acquisitions 
2 

ER- Ch 14   

ST - Ch 13 

FIIs and Indian Scenario 1  

 

 

V 

Foreign Investment decisions: Multinational capital budgeting, Capital 

Budgeting from the parent firm’s perspective  
2 ST – Ch 9 

Financial structure and Int. financing: Optimal fin. structure, cost of 

capital and MNE and their foreign subsidiaries. 
1 ST – Ch 10 

Working capital management in MNE, Multinational Cash Mgt. Int. 

Trade Finance 
2 ST – Ch 11 

TOTAL                 ASSIGNMENT-4  AND QUIZ-2 30  



 
Gautam Buddha University School of Management  

MBA III Sem. 

Course: Entrepreneurship & New Venture Planning (ENVP)                  Course Code: MB 513  

Department: Business Management                  Credit: 3 

Faculty: Dr Kavita Singh                                                                     Sessions: 45   

Email Id: kavita@gbu.ac.in                                                                  Phone no: 0120-2346163 

  

 

Introduction 

The success and failure of many start ups have fetched considerable learning interest about 

entrepreneurship. Numerous corporate have also introduced this course to promote the practitioners 

within. The course will offer the journey of entrepreneurship from alpha to omega. The course 

invites student to internalize how a venture is conceived, and then attains success or failure.  

Course objectives 

1. To orient the students about the reward and pitfalls of entrepreneurship. 

2. To instill an interest among them to set up new venture or practice it at corporate level.   

3. To integrate their learning about related fields and prepare them for future by enhancing 

creativity and innovation. 

4. To provides comprehensive learning management for students entrepreneurs.  

Pedagogy 

The teaching philosophy for this course is joint discovery of related ideas and implementation road 

map. The primary lecture responsibility is mine and discussion responsibility is of students.  

Evaluation Scheme is as follows: 

Case Analysis and participation 05 marks 

Attendance and Punctuality  05 marks 

Assignment    05 marks 

Mid-term Exam                                   25 marks  

End-term Exam   60 marks 

 

Text Book 

Entrepreneurship: Theory and practice by Raj Shankar (Publisher-Vijay Nicole & TMH), Latest 

edition 

Additional Readings 

Stay Hungry, Stay Foolish by Rashmi Bansal 

Business Maharajas by Gita Piramal 

Entrepreneurship- Successfully launching new ventures by Bruce R. Barringer and R. Duane  

mailto:kavita@gbu.ac.in


 

 

Note: The case/assignment/project will be announced in class, and shared online. All chapters are 

shared with students in PDF form on class group.  

 

 

 

Session No. Topic(s) Page Nos. (Textbook) Case/Exercise 

1-4 Introduction to Entrepreneurship 

and Process 

Chapter 1,2,3,4 (pg, 

nos,. 3 to 83) 

GEM Report (online), Nirma(pg 

no, 32), Reliance(pg, no. 48), 

Infosys(pg, no. 66) 

5-9 Creative process, Idea to 

opportunity mapping 

Chapter 5,7 (pg, 

nos.,85-100 & 125-

166) 

3M (pg,no. 86),   

10-14 Business Modeling Chapter 8 (pg, nos., 

167-182) 

Just Dial(pg, no. 168). Dell-

way(pg, no. 174) 

15-19 Writing Business Plan Chapter 9 (pg, 

nos.,183-208) 

Reviewing a live business Plan: 

Case Exercise1(discussed 

during class) 

20-24 Forms of Ownership Chapter 10 (pg, 

nos.,209-234) 

Journey of an idea: TATA 

(pg,no. 210) 

25-29 Financing the start up Chapter 13 (pg, 

nos.,265-287) 

CavinKare (pg,no. 266)  

30-33 Evolution of a start up Chapter 14 (pg, 

nos.,291-307) 

Journey of an Idea: Subway 

(pg,no. 292) 

34-37 Networking Chapter 16 (pg, 

nos.,325-345) 

Naukri.com (pg,no. 326) 

38-40 Intellectual Property Chapter 17 (pg, 

nos.,347-366) 

Journey of an idea: Shahnaz 

Hussain (pg,no.438) 

41-43 Franchising Chapter 26 (pg, 

nos.,513-528) 

Café Coffee Day (pg,no. 514) 

44-45 Stalling, sickness and revival Chapter 27 (pg, 

nos.,529-544) 

Journey of an idea: Viveks 

(pg,no.530) 



Gautam Buddha University  

University School of Management 

Greater Noida 

 

TEACHING-LEARNING PLAN 

Programme: MBA(Business Analytics and Data Science) in association with IBM  

 

Course: Basix Excel Modeling and Statistical Analysis (MB-459) (Practical Paper) 

 

Faculty:       Dr. Indu Uprety    Year/Sem:  2024-25/I  

Department:   Deptt of Management  Credit: 02  

Sessions:   30      Each Session: 60 Minutes 

 

Introduction: 

Spreadsheets are key software for many businesses and organizations, helping them to keep 

track of numerical information and analyze it quickly and more easily than with paper 

records. Spreadsheets model financial, statistical and any other numerical data within systems 

of rows and columns. Each data item is contained within a single cell within these rows and 

columns. Cells can also contain formulas and references to other cells, so a spreadsheet can 

include calculations that are automatically processed when the values in the cells are edited. 

In this sense, spreadsheets continually update when new data is added.In today’s business 

world, a manager who knows how to use spreadsheets for tabulation, optimization, and data 

analysis in support of the decision analysis will have greater advantage over those who lack 

these crucial skills. This technology enables organizations to be more knowledgeable about 

their own activities. This, in turn, allows managers to make decisions more quickly which can 

lead to organizations gaining competitive advantage. 

 

Course Objectives and Scope: 

This course aims to equip students with fundamental skills in Excel modeling and statistical 

analysis. The course will cover the basics of Excel, including data entry, formatting, andbasic 

functions, before advancing to more complex modeling techniques and statistical analysis. 

This course structure ensures a comprehensive understanding of both Excel modeling and 

statistical analysis, providing practical skills that can be applied in various professional 

contexts. 

 

Course Outcomes: 

 

On completion of this course, a learner will: 

 understand the role of business analytics within an organization.  

 understand how spreadsheets can be used to create data formats for modeling and 

analysis. 

 develop fundamental skills in Excel modeling and statistical analysis. 

 understand how Excel models can support research and investigations. 

 

Pedagogy: 

 

The pedagogy will be a mix of lectures, Software/Lab Sessions and implementing the models 

using relevant algorithms/programs. Students are also expected to prepare and analyze all the 

cases/problems using Excel based tools and techniques. 



  

Session Plan:(Each session consists of 60 minutes and will have practice sessions in 

Computer Lab using MS-Excel and Solver) 

 

Sr. 

No. 

Session 

No. 

                        Topics to be covered 

1 1-3  Getting Started with Excel 
o Overview of Excel interface 

o Basic navigation and data entry 

o Understanding cell references (relative, absolute, mixed) 

 Excel Basics 
o Formatting cells, rows, and columns 

o Using basic formulas and functions (SUM, AVERAGE, 

MIN, MAX) 

o Introduction to data types (text, numbers, dates) 

 

2 4-7  Data Management 
o Sorting and filtering data 

o Using conditional formatting 

o Data validation techniques 

 Basic Data Analysis 
o Descriptive statistics (mean, median, mode, standard 

deviation) 

o Creating and interpreting basic charts (bar, line, pie) 

o Introduction to PivotTables 

 

3 8-11  Advanced Formulas and Functions 
o Using logical functions (IF, AND, OR) 

o Lookup and reference functions (VLOOKUP, HLOOKUP, 

MATCH, INDEX) 

 Text Functions and Data Cleaning 
o Text functions (LEFT, RIGHT, MID, CONCATENATE, 

TEXT) 

o Data cleaning techniques (TRIM, CLEAN, SUBSTITUTE) 

4 12-16 Introduction to Excel Modeling 

Building Basic Models 
o Understanding model structure 

o Creating simple financial models (e.g., budget, break-even 

analysis) 

o Sensitivity analysis using data tables 

What-If Analysis Tools 
o Using Goal Seek 

o Scenario Manager 

o Solver for optimization problems 

 

5 17-20 Regression Analysis 

 Simple Linear Regression 
o Understanding correlation and causation 

o Creating scatter plots and trendlines 



 

 

Suggested Resources: 

 

Software: Microsoft Excel 

Text Book: 

1. "Excel Data Analysis For Dummies" by Paul McFedries 

2. Spreadsheet Modeling for Business Decisions, John F. Cros, Kendall/Hunt Pub. 

Co. Edition: 2nd- 09. 

Reference Books: 

1. Business Data Analysis using Excel, David Whigham, Oxford. 

2. Data Analysis and Business Modeling, Wayne L. Winston, PHI. 

3. Spreadsheet Modeling and Decision Analysis, Cliff Ragsdale, Cengage Learning; 

6th edition. 

4. The Art of Modeling with Spreadsheets, Stephen G. Powell, Kenneth R. Baker, 

McGraw Hill. 

5. Developing Spreadsheet-Based Decision Support Systems, Michelle M.H. Şeref, 

Ravindra K. Ahuja, and Wayne L. Winston, Dynamic Ideas, Belmont, 

Massachusetts. 

 

Evaluation Scheme: (Practical Paper) 

Assignments / Class participation,  

Machine Test and Project Presentations etc.   :  50%   

o Interpreting regression output (slope, intercept, R-squared) 

 Multiple Regression Analysis 
o Adding multiple predictors 

o Interpreting coefficients and significance levels 

o Model evaluation and selection 

  

6 21-25 Time Series Analysis 

 Introduction to Time Series Analysis 
o Understanding time series data 

o Plotting time series and identifying patterns (trend, 

seasonality) 

 Forecasting Techniques 
o Moving averages 

o Exponential smoothing 

o Using Excel’s built-in forecasting tools 

 

7 26-30 Advanced Topics and Final Project 

 Advanced Statistical Techniques 
o ANOVA (Analysis of Variance) 

o Chi-square tests 

o Introduction to logistic regression 

 Final Project and Review 
o Students present their final projects 

o Review of key concepts 

o Q&A session and course wrap-up 

 



End-Sem Exam (Lab Exam)     :  50%  



Gautam Buddha University, School of Management, Greater Noida 

MBA (Specialization: Business Analytics) 

Course: Advanced Forecasting Techniques  
 

Sessions: 45         Credit: 03 

Introduction 

Forecasting, the future is a fundamental aspect of decision making in any business or 

government. Since economic and business conditions vary over time, business and 

government leaders must find ways to keep abreast with the effects that such changes will 

have on their operations. For instance, a business executive is especially concerned with such 

key decision variables as the future sales, profits, stock prices; while a government official 

may worry about the future rates of inflation/unemployment, and the levels and the time 

paths of the GDP. Thus, a comprehensive knowledge of the forecasting process is necessary 

and vital to a company’s success and to a better economic environment of a country. 

This course covers the basics of forecasting and time series analysis as used in finance, 

economics, and business. Basic time series topics will include linear regression, ARMA 

models, trend modelling, seasonal adjustments, and volatility modelling. This course will 

develop all of these using the R programming language and tools such as R-studio and the 

forecast package. 

Course Objectives 

1. Basic problems, issues, and limitations in forecasting 

2. Basic forecasting and filtering tools 

3. ARIMA modelling tools 

4. Forecasting systems for seasonality 

5. Analysis of time varying volatility 

6. Formulating a well-defined forecasting process in example applications 

7. Understand out of sample limitations in most foresting solutions 

8. Utilize several different locations for retrieving time series information 

9. Be able to apply the open-source language, R, for forecasting and time series 

 

Pedagogy:  

 

A mix of classroom instructional methods will be used like lectures, case analysis and 

exercises. The efforts would be made to strengthen the conceptual knowledge and application 

through cases and exercises. Enriching classroom discussions and learning by communicating 

interest, suggestions for improvements, additional readings, and Internet resources, is a major 

goal. Express diligence, enthusiasm, patience, and thoroughness in dealing with complicated 

analysis and procedures and less-than-perfect-constantly evolving technology. 

 

 

 



Evaluation Scheme: 

 

Class Participation/Attendance:       05 

Quizzes/ Assignments:                     05 

Research Paper/Case Presentation 05 

Mid-Review Test                            15 

Continuous Evaluation:                30 

External Evaluation:                      70 

 

Textbooks 

 

 (SL) Schmueli and Lichtendahl, Practical Time Series Forecasting with R, Second 

Edition, Axelrod Publishers.  

 (HA) Hyndman and Athanasopoulos, Forecasting Principles and Practice: Second 

Edition,  

Reference Books 

 Singh and Allen, R in Finance and Economics: A Beginner’s Guide, World Scientific, 

2017. 

 Tsay, An Introduction to Analysis of Financial Data With R, Wiley. 

 Lander, R for Everyone, Addison-Wesley. 

 

Session Plan: 45 sessions (Each session of 60 minutes) 

 

Units Topics to be covered Sessions 

Unit-1 

Loading R and R-studio, Getting R packagesLander 1-4 5 

Random variables, Hypothesis tests, Regression (more R) 5 

Forecasting philosophy 4 

Unit-2 

Time series data and visualization, Performance 

evaluation and objectives, forecasting tools 

(overview),Smoothing, and filtering,Simple exponential 

filters, Trends and seasonalities with filters, Examples: 

Gasoline demand, U.S. unemployment 

6 

Regression (seasonality and trend), ARMA/ARMAX 

models, (SL), Examples: U.S. GDP, Inflation, Example: 

Yield curve inversion and ARMAX models, Longer range 

forecasts, Examples: GDP, US auto sales 

6 

Unit-3 

Spurious regressions, Error correction models, Example: 

U.S. consumption and personal income, Example: Pair’s 

trading, interest rates 
6 

Unit-4 

Filters, risk-metrics, VaR, GARCH/ARCH models 

Realized volatilityRisk control strategies 5 

Long range value forecasts/mean reversion, Trend 

following and momentum, High/Low range analysis 

(Stochastics), Advance/decline ratios 
2 



Unit-5 

Social media and forecasting (“Now Casting”) 

 US auto sales and Google searches 

Machine learning and time series 

 Neural networks 

 Kernel ridge regression 6 
Forecast combinations: Bagging, bootstrap 
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Gautam Buddha University School of Management 

Greater Noida 
Master in Business Administration & Integrated MBA Programmes 

Course-Outline for Integrated Marketing Communication and Digital Marketing – MB-590 

 

Instructor: Dr. Subhojit Banerjee    Year/Sem: 2021-22, Fourth 

Email:  subhojit@gbu.ac.in    Phone: 6162 

Department: Business Management    Credit: 2  

Sessions: 30      Each Session: 60 Minutes 

 
The emerging era is the era of digitalization and internet technology. Distinction between what is “real” 

and what is “virtual” is diminishing with each passing day. Marketing as a discipline is also not 

untouched by these changes. Marketing  practices are fast adopting themselves to these changes and 

marketing strategies are no more limited to the conventional 4P‟s. The course is structured to provide a 

foundation in Advertising and Sales Promotion alongwith Digital Marketing through an Integrated 

Market Approach. This course is intended to teach the foundations in advertising and also to provide a 

mental framework of the processes and dynamics underlying Advertising and promotion as a tool in the 

formulation of Marketing Strategy. The course intends to take a close look at the economic and social 

implications of advertising planning, budgeting, effectiveness, industrial and institutional advertising and 

the future of advertising in India and other developing nations. 

 

Course Objectives 
Advertising and Digital Marketing in the last few decades has come a long way, from merely informing 

the prospect of the availability of the products and services to a skillful strategy in marketing to making 

brands an extension of people‟s attitudes and personality. The course is designed to meet the needs of 

management students specializing in Marketing. The course aims at developing concepts and imparting 

skill for future applications as marketing-managers. The course has a wide coverage ranging from 

advertising in the socio-economic and cultural context, its futuristic aspects, its practical applicability and 

most importantly its'Indian Touch'. 

 

Course Outcomes 

After completion of the course, a student can expect the following outcomes: 

1. Understand the concept of IMC and Digital Marketing alongwith its important constituents 

2. Conceptualize about „big idea development‟ and explain the stages of creative process in 

advertising, including creative controlling and creative approvals. 

3. Understand Digital marketing tools and techniques like Search Engine Optimization and Digital 

Analytics. 

4. To develop an understanding on the role of advertising in Promotion and Brand Building 

 

Pedagogy 

The pedagogy will consist of lectures, seminars, group work, cases, self study of the modules and 

discussion. Group exercises can be Cases, Simulation, Presentations, Online projects etc.  

 

Evaluation Scheme 

Regularity and Class Participation   05 Marks 

mailto:subhojit@gbu.ac.in
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Quizzes and Presentation    05 Marks 

Group Exercise      15 Marks 

Mid-Semester Exams     15 Marks 

End-Semester Exams     70 Marks 

Readings 

R1  Hackley Christopher and Kitchen Philip (2010), IMC: A Consumer Psychological Perspective, 

 Marketing Intelligence & Planning Vol 16 No3  pp 229–235 

R2 Damnjanovic Vesna, , Filipović Vinka, Janicic Radmila (2012), The Planning Process Of 

 Integrated  Marketing Communication, International Scientific Days, "Competitivness In 

 The EU –Challenge For The V4 Countries", Pp 443 

R3 Hackley Chris(2013) , „From Consumer insight to Marketing Strategy‟, Marketing Intelligence & 

 Planning Vol 21 No7  pp 446-452 

R4 (a) Case : Marketing Films, ICMR, (2010) (b) Case: Why Employees can Wreck a promotional 

 Campaign HBR (2010) 

R5 Preston Chris (2012), Advertising to children and social responsibility, Source: Young 

 Consumers: Insight and Ideas for Responsible Marketers Volume: 6 Issue: 4  

Text Book 

T1. Shah Kruti, and Alen D (2010), Advertising and Promotions an IMC Perspective, The Mc-

Grawhill Company 

T2. Gupta Seema (2020), Digital Marketing, McGraw Hill India. 

 

Session-Plan   

2 Credits (20 sessions in all with each session of 60 minutes) 

 

No. Of 

Sessions 

Topics Reading 

2 UNIT 1: UNDERSTANDING INTEGRATED MARKETING 

COMMUNICATIONS 
 

1. An Introduction to Integrated Marketing Communications  R 1, T1-

Ch 1, 2  2. IMC as an Integral UNIT of Marketing Strategy 

Group- Exercise  

3  UNIT 2: THE IMC PROGRAM SITUATIONAL ANALYSIS  

3. Understanding Consumer Behavior  R2, T1-

Ch3,4 4. Understanding the Communications Process  

Group- Exercise 

6  UNIT 3: ADVERTISING & OTHER PROMOTIONAL TOOLS  

5. Advertising Strategy R3, T1 Ch 

6,7,8, T2- 

Ch-

2,34,5,6,7 

6. Finding the Big Idea 

7. Creative Execution in Advertising 

8. Sales Promotion, Direct Marketing ,Public Relations, Publicity and 

Corporate Advertising 

9. Unconventional Promotional Media (OOH), Display Advertising ,Search 

Engine Advertising, Social Media Marketing, Facebook Marketing, 

LinkedIn, Twitter Marketing 

Group- Exercise 

3  UNIT 4: DIGITAL MARKETING  

10. Introduction to Digital Marketing R4, T2- 

Ch1, 11. Emerging Platforms- Mobile Marketing 
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12. Search Engine Optimization 8,9,10  

13. Emerging Platforms- Mobile Marketing 

Group- Exercise  

6  UNIT 5: MEDIA PLANNING AND STRATEGY  

11. Developing the Media Plan R5, T2- 

Ch 11 12. Promotion Objectives and Budget Determination 

13. Digital Analytics 

14. Monitoring, Evaluation and Controlling Promotions 

15. The Legal, Ethical and Economic Environments of Promotions 

Group- Exercise  

 

Case: Evaluation would be based on class discussion AND written case analysis. Hand-written case 

analysis (maximum 3 pages) is due for each case, BEFORE the class in which we discuss that case. 

Student shall not be evaluated for a case (zero out of 5 marks assigned to a case) if they do not submit the 

hard copy of the written analysis before the case is discussed in class. Note that consumer behavior cases 

focus on the customer and his or her motivations, thoughts, feelings, and behavior. Strategic analysis of 

firm behavior must be linked to the individual consumer.  

Group exercise:  

Exercise shall be handed out in class. One week‟s preparation time for participating in the exercise will be 

given. Group exercise may include creative copywriting, video presentation of interviews, video collage 

and script witing . 

 

 

Suggested Readings 

1. Jethwany Jaishri and Jain Shruti (2010), Advertising Management, Oxford University Press 

2. Wells William, Moriarty Sandra and Burnett John,(2012) Advertising Principles and Practice, 9
th
 

Ed, Pearson Publiction 

3. Shimp, Terence A (2013), „Advertising Promotion and Other Aspects of Integrated Marketing 

Communications‟, 9th Edition, South-Western Cenngage Publications 

4. Arens William F., (2012), „Contemporary Advertising‟, Special Indian Edition, TMH 



Gautam Buddha University  

School of Management 

Greater Noida 
 

 

Programme: MBA                                        Course: Data Analytics for Decision Making (Code: MB-568) 
 

Instructor: Mr. Raj veer Singh                                               Year/Sem:  2020-21/ IV Sem 
Email: rvs.reading@gmail.com                                 Phone: 9911695881 
Department: Business Management      Credit: 2  
Sessions: 30                                                  Each Session: 60 minutes 
 

Introduction: Organizations need to make business decisions more quickly and accurately 

than ever before. Basing these decisions on data and best practice analysis techniques and 

less on gut feel or "the way we have always done things" is how today's corporate 

management is demanding information. A solid foundation of data analysis for business 

decision making is a critical skill the management graduates should have regardless of 

whether their motive is to obtain or sustain a competitive advantage or simply better steward 

the resources to serve customers as the important factors in business decision-making is 

managing data in a relational database system and turning that data into information after it 

has been processed to add context, reliance and purpose. Data Analytics is the science of 

analyzing data to convert information to useful knowledge which enables us to make better 

decisions. 

Aims and Objectives:  This course will expose the students to the data analytics practices 

executed in the business world. The course is targeted towards individuals who would like to 

know the practices used and the potential use of large-scale data analytics. The objective of 

this course is to ascertain that the students know the fundamental techniques and tools used 

to design and analyze large volumes of data. The course will explore such key areas as the 

analytical process, how data is created, stored, accessed, and how the organization works 

with data and creates the environment in which analytics can flourish. This course will give 

the students a strong foundation in all the areas that support analytics and will help them to 

better position themselves for success within the organization. This course also provides a 

basis for going deeper into advanced investigative and computational methods, which will 

provide the students have an opportunity to explore in future courses of the Data Analytics 

for Business specialization. 

 
Pedagogy:  The course is in its entirety based on KNIME software tutorials. In this way, 
participants obtain a strong methodological back ground as well as practical training. 
 

➢ Presentations: The session will cover theory and its application. 
➢ Computer exercises: Specifically underlying the software procedures and practical 

exercises where students will apply their learning to real-world examples provided by 
the instructor. 

Learning Outcomes:  In this course, the students will learn to use data analytics to create 

actionable recommendations, as well as identify and manage opportunities where data-based 

decisions can be used to change the way you do business. By the end of the course, it is 

expected that the students will be able to 



1. Gain understanding of how Data analytics is actually performed in real 

organizations. 

2. Have an insight of how managers use analytics to formulate and solve business 
problems and to support managerial decision making.  

3. Learn about the technologies that enable analytical work 

4. Master the skills the students need to establish a successful data science career 

 
Evaluation Scheme: 
  

Class participation                                    :  05% 

Quiz (02)                                                   :  20% 

Project/ Assignment                     :  25%   

              Final Practical Exam /Pres Presentations :  50% 

Text Book:  

1. KNIME Beginer’s Luck, A guide to KNIME Analytics Platform for Beginners, By Sotoro 

Mysaka and Rosaria Silipo, KNIME Press  

2. Practicing Data Science (A collection of Case Studies), by Rosaria Silipo, 2nd Edition, KNIME 

Press  

Reference Book:  

1. Machine Learning in Action by PETER HARRINGTON, ©2012 by Manning Publications Co. 

 

 

• Session Plan:(Each session consists of 60 minutes) 

 

Session 

No. 

Topics to be covered Readings 

1 Introduction to Data Analytics for Decision making, 

Business Analytics vs. Data Analytics, Role Data 

analytics in decision Making  

Chap 1(Book 2) 

 

2 -3 Introduction to SQL and Relational Database, Data 

Extraction, Transformation and Loading 

Online Content  

Cognitive classes 

4-5 Data Preprocessing with KNIME:  

Importing the dataset, Missing Data, Categorical Data 

Splitting the dataset into the Training set and Test set 

Feature Scaling 

E-Paper: Big data preprocessing: methods and 

prospects  

E-Paper: Data Preprocessing and Intelligent Data 

Analysis 

6-7 Data Visualization in KNIME: Basic Plotting, Dataset 

on Immigration to Canada, Line Plots, Area Plots, 

Histograms, Bar Charts, Pie Charts, Box Plots 

Scatter Plots, Bubble Plots, Advanced Visualization 

Tools 

Chapter- 03 (Book-1) 

Chapter- 05 (Book 2) 

   

8-10 Introduction to Machine Learning: Applications of 

Machine Learning, Supervised vs Unsupervised 

Learning 

Chapter 04 (Book 1) 

 

11 -18 Machine Learning with KNIME: Regression 

Modelling  

Chapter 04 (Book 1) 

Chapter 06 (Book 2) 



 
 
 

 

Simple Linear Regression with KNIME, Multiple 

Linear Regression in KNIME, Polynomial Regression 

in KNIME, Support Vector Regression, Decision Tree 

Regression, Random Forest Regression, Model 

Evaluations  

19-24 Machine Learning with KNIME: Classification 

Modelling 

Logistics Regression with KNIME, K-Nearest 

Neighbors, Support Vector Machine, Naïve bayes, 

Decision Tree classification, Random Forest 

Classification, Model Evaluations 

Chapter 04 (Book 1) 

Chapter 01 & 04 (Book 2) 

  

25-27 Machine Learning with KNIME: Unsupervised 

Learning (Clustering) 

K-means Clustering, Hierarchical Clustering, Model 

Evaluations 

Market Basket Analysis with Apriori Association in 

KNIME 

Chapter 04 (Book 1) 

Chapter 01 (Book 2) 

28-30 Machine Learning with KNIME: Prescriptive 

Analytics  

Recommender Systems: Content-based recommender 

systems, Collaborative Filtering 

Chapter 02 (Book 2) 



Gautam Buddha University School of Management 

Greater Noida 

Programme: MBA 

Course: Financial Derivatives (MB-610) 

 
Department  : Business Management (SOM)    Credit  : 2 
  
Sessions  : Thirty (30) (60 minutes each)     

 
Introduction:   

Recent times have witnessed remarkable growth in international transactions. With the fast-growing 
internationally oriented transactions in business enterprises, there is a great need for managing risk. This 
risk management demands a new set of financial products and competencies. Financial derivatives are 
one such innovation to manage risk effectively. Understanding of derivatives has become a common 
need for a finance student who looks for Business, Professional and Job opportunities in the areas of 
financial instruments and markets and their related issues. The market for financial derivatives - Options, 
Futures, Forwards and Swaps can be regarded as the epitome of the new economy is also considered as 
the most important development in the capital markets. 
 

Aims and Objectives: 

 To familiarize the students with Financial Derivatives.  

 To make the students understand Forwards and Futures as a product for hedging and investment.  

 To make the students understand the dynamics of options as an investment and hedging tool.  

 To introduce the concepts of financial derivatives valuation.  

 To make students understand working of derivatives markets.   

 
Pedagogy:  
 
A mix of instructional methods will be used like lectures, discussions exercises and assignments. The 
efforts would be made to strengthen the conceptual knowledge and application through cases and 
exercises. The emphasis of this course is on both intellectual stimulation and practical rigorous 
applications, through the project on derivatives. The course emphasis is on the development of both 
quantitative analytic skills and presentation skills. Special Emphasis will be given to help the students to 
develop analytical ability to analyze corporate decisions.   
 

Learning Outcomes: 
 
Upon successful completion of this course students will be: 

 Familiar with the characteristics of the relevant financial derivative instruments.  

 Understand how the instruments covered can be used to implement basic market risk management 
strategies, appropriate for corporate applications.  

 Able to solve basic problems requiring the ability to price derivative instruments and hedge market 
risk based on numerical data and current market conventions. 

 Able to apply financial derivatives in investment and overall financial management process. 

 Able to exercise a capacity for independent and self-managed learning. 

 

Evaluation Scheme: 



Class participation (Includes class attendance)  5%    

Assignment and Class Test/ Quiz   10%    

Project Preparation and Presentation   10%  

Mid-Sem Exam      25% 

End-Sem Exam      50% 

 Total -             100% 

Assignments and Exercises 
Assignments shall be illustrative in nature. In case of Group Assignment, The group shall be decided in 
consultation with the course coordinator. The emphasis would be on to analytical writing and ability to 
relate it with the context. Exercises would be for practice of numerical problems.   
 

Project & Presentations 
Projects shall be comprehensive in nature. In case of Group Project, The group shall be decided in 
consultation with the course coordinator. Students are expected to do some research and detailed 
analysis before submitting the project and presenting final outcomes of the project. It is mandatory that 
the participants use Power Point Slides in their class presentations. Credit shall be given for structured 
presentation, analytical content and ability to respond to queries.  
 

Mid-Semester Exam 
Mid-Sem test shall comprise of application oriented questions based on theoretical concepts. The test 
shall be of two hours duration. The test shall be based broadly on the syllabus covered till mid-term 
teaching. 
  

End-Semester Exam                                           
End-Sem test shall comprise of fundamental, analytical and application oriented questions. The test shall 
be based on the entire course coverage (more weight-age on the post-mid term coverage) and designed 
to test the conceptual clarity of the subject and their applications. 

 

Text Book:  
 

 John C. Hull (J.C.H) (2006): Options, Futures, and Other Derivatives, 6th edition, Prentice Hall.  

 
Suggested Readings: 

 Jayanth Rama Varma (JRV) (2008): “Derivatives and Risk Management”, 1st Edition, McGraw-
Hill . 
 

 S.L. Gupta (S.L.G.) (2009): Financial Derivatives (Theory, Concepts and Problems, Seventh 
Printing, PHI.  
 

 Bishnupriya Mishra and Sathya Swaroop Debasish (BS &SSD) (2007): “Financial Derivatives”, 
1st Edition, Excel Books.  
 

 Aswath Damodaran (A.D.) (2008): Damodaran On Valuation, 2nd Edition, Wiley India Pvt Ltd.  
 

 Andrews and Nicola Meaden (A&NM) (1995): “Derivatives Markets and Investment 
Management”, 1st Edition 1995 Prentice Hall. 
 

 Rajiv Srivastava (R.S.) (2010): Derivatives And Risk Management, 1st Edition, Oxford University 

Press.  
 

http://www.flipkart.com/author/gupta-s-l/


 Rene M Stulz (RMS) (2007): “Risk Management and Deriatives”, 1st Edition, Thomson. 
 

 Keith Redhead (KR) (1997):, “Financial Derivatives – An Introduction to Futures, Forwards, 
Options and Swaps”, 1st Edition, Prentice Hall of India. 
 

 Thomas S.Y.Ho and Sang Bin Lee (TSYH &SBL) (2005): “Securities Valuation” 1
st
 Edition, Oxford 

University Press.  
 

 Don M. Chance & Robert Brooks (DMC &RB) (2009): Derivatives and Risk Management Basics, Third 

Indian Reprint, CENGAGE Learning.  
 

 
MAGAZINES & JOURNALS:  
 

 ICFAI Journal of Derivatives Market  

 PROQUEST (Online Journal)  

 Derivative Week  

 Journal of Derivatives  

 Journal of Derivatives and Hedge Funds  

 

 

 



Session Plan: 30 sessions (Each session of 60 minutes) 
Session 

No. 

Topic to be covered 
Reference Books 

1-2 

 

 

3-4 

Introduction 
Why is Risk Management Important? Why do firms 
hedge? Uncertainty in Equity Markets, FOREX, and 
commodity markets.  
 
Derivatives – Concept, Need and Importance, Types 
of derivatives, Origin and Development of Derivatives 
Markets, Derivatives in India, Reasons for trading 
derivatives. 

(J.C.H) Chap. 1, (S.L.G.) Chap. 1,   
(DMC &RC) Chap.1, 

Study Material 

5-8 

 

 

9-12 

Forwards and Futures 
Forward Contracts, Forward Contracts Mechanism, 
and Valuation of forward contracts, pricing Forward 
Contracts. 
 
Futures Contract, Basic Principles, Types of Futures 
Contract, Mechanism of Futures Contract, Evolution 
of Future Market, Futures Market in India, Valuation of 
Futures Contract, Approaches to Pricing Futures, The 
relationship between forward and futures prices,  

(J.C.H) Chap. 2, 3, & 4, 
(S.L.G.) Chap. 2,3, 4 
(DMC &RC) Chap. 8 & 9,       
Study Material 

 
 

ASSIGNMENT-1 and Quiz – 1, Project Allocation  

13-16 

 

 

17-19 

Options 
Introduction to Options, Types of Options – Call and 
Put, Types of Options – Equity and Index, Trading in 
Options markets, Factors affecting option prices, No-
arbitrage restrictions; Option Strategies (Introduction), 
Hedging with Options,  
Option Arbitrage Relationships: Pricing Bounds, Put 
Call Parity, Empirical Evidence; Binomial Trees: The 
binomial model, Valuation of general derivatives.  

 
(J.C.H) Chap. 7,8, & 9  
(S.L.G.) Chap. 14, 15,   
(DMC &RC) Chap. 2- 5,      
Study Material 

 
 

20-24 

Swaps  
Introduction – Need and Importance, Types of Swaps, 
The market for swaps, Valuation of swaps contracts, 
interest rate swaps, currency swaps, bond swaps, 
equity swaps, and commodity swaps. Hedging with 
SWAPS. 

(J.C.H) Chap. 7 & 21  
(S.L.G.) Chap. 13,   
(DMC &RC) Chap. 12,      
Study Material 

25-26 

 
Credit Derivatives -Introduction 
Commodities Derivatives-Introduction 
Derivative Frontiers: Contemporary Issues 

Study Material  

Assignment-2 and Quiz –2,  

     27-28 

 
Regulatory Framework  
Forwards Exchange Commission (FEC)  
Securities Exchange Board of India (SEBI)  
 

Study Material 

29-30 Presentation and Discussion on Project  

 



Gautam Buddha University School of Management 

Greater Noida 
                                                            Programme: MBA 

Course: Wealth and Investment Management [MB – 526] 
 

Department:   Management      Credit:  2  
Sessions:  Thirty (60 minute each)     
 
Introduction:  Wealth cannot buy happiness but the lack of it can create roadblocks in smooth 

financial management. A lot of wealth management principles that worked in the past may not give 

the same high returns in the current times. A lot more financially engineered and reengineered 

financial products are now available as investment options. New investment theories and strategies 

are fast replacing the traditional ones. In today's dynamic financial scenario where change is the only 

constant it is important to manage wealth rather than be managed by it. In current global scenario, 

safe government jobs are fast being replaced by performance driven private jobs or contract jobs. 

Fixed salaries and increments are being replaced by variable pays and performance driven pay hikes 

and bonuses. To reduce the stress caused by such uncertainties the knowledge of Wealth 

Management becomes significant.   
 

Aims and Objectives: Wealth Management, Private Banking, Investment Management are value 

added or paid services being offered to High Net worth Individuals by independent consultants or 

Banking Services. Being a fairly new Financial Service being offered in India it carries a lot of growth 

potential.   
 

Pedagogy:  Classroom  

Entire course will be taught through classroom teaching, relevant cases and discussions.  
 

Learning Outcomes:  At the end of this course students will be able to: 

 Understand the various aspects of both Wealth and Investment management. 

 Design and track a portfolio till closure.  

 Track latest developments in the field of wealth management.  

 
Evaluation Scheme: 

Class participation & Attendance 5+5 
Assignment/Presentation  05 
Quiz      05 
Project      05 
Mid-Sem Exam    25   
End-Sem Exam    50 
Total     100    

 
Suggested Readings: 

1. The Economic Times supplement ‘ET Wealth’ with Monday’s paper – Compulsory Reading 

before the class  

2. Text Book: Introduction to Financial Planning - Indian Institute of Banking and Finance (IIBF) 

(Taxmann  - 3
rd

 Edition 2011)   

  
Reference Books: 

1. The Intelligent Investor - Benjamin Graham Collins Business Essentials (BG) 

2. Personal Finance - Ashu Dutt - Penguin  (AD) 

3. Financial Risk Management - Vivek, PN Asthana – HPH (VA) 

4. Risk Mgt and Insurance, perspectives in a global economy-Harold D Skipper, Jean Kwon(Wiley India) (HJ) 

5. Personal Finance – Tools for Decision Making – Ramaglia, MacDonald (South Western – Thompson) (RM) 

6. Hedge Funds :An Investor’s Guide – Joseph G Nicholas (Jaico) (JN) 

7. Personal Finance: A User’s Perspective – Joehnk, Gitman  (South Western – Cengage) (JG) 

 
Session Plan: (Each session of 60 minutes) 



 
Part (I) Introduction and Overview 
  

Sessions (1-2)  

Topic Indian Social Environment and Financial Planning 

Readings IBF Chap 4 

  

Sessions (3- 4)   

Topic Comprehensive Personal Financial Planning and Goal Setting  

Readings IBF Chap II/1 

  

Sessions (5-8)  

Topic Investment Basics Demystified  

Readings IBF Chap II/3, I/6 

  

Part (II) Portfolio Designing and Risk Management 
  

Sessions (9-11)  

Topic Evaluating Available Asset Classes. 

Readings IBF Chap II/5 

  

Sessions (12-15)  

Topic Investment Options, both Physical and Financial Products.   

Readings IBF Chap II/6 

  

Sessions (16-17)  

Topic Portfolio Designing and Tracking  

Readings IBF Chap I/8 

  

Sessions (18-19)  

Topic Protecting and preserving Wealth: Risk Management aspects  

Readings  IBF Chap II/2, RM Part IV 

  

Sessions (20-21)  

Topic Meeting Financial Goals and The debt aspect 

Readings RM Chap 9 &10 

  

Part (III) Sustenance and Perpetuation of Wealth 

  

Sessions (22-23)  

Topic Planning for Retirement 

Readings  JB Chap 14 

  

Sessions (24-25)  

Topic Estate Planning  

Readings  IBF Chap II/9, JB Chap 15 

  

Sessions (26-27)  

Topic Portfolio redesigning and rebalancing - a continuous process. 

Readings  Reading Material 

  

Sessions (28-29) Project Assessment and Viva 

  

Sessions (30)  

Topic Wealth Management : Contemporary issues  

Readings  Reading Material 

 



 
 

Gautam Buddha University School of Management 

Greater Noida 
 

Master in Business Administration 

Course: Training and Development MB-536 

 

Department: Business Studies   Credit:     Two   

Sessions: 30 (60 minute each)      

 

Introduction: The purpose of this course is to provide an in-depth knowledge of the role of 

training in HRD and to give insight into the various approaches and techniques of training 

and developing human resource in an organisation. It includes training concepts designing 

training programme, the trainer and the training styles, evaluation of training and action 

research. 

Aims and Objectives: The students will be able to understand the concept of Adult Learning  

 Describe the step-by-step process of developing an actual training package.  

 Develop learning objectives for training and appropriate evaluative criterion.  

 Design, deliver and evaluate a comprehensive Training Instructional Module.  

 Identify alternative approaches to the training process rather than adopting a "one best 

way" mindset.  

 Explain career development and its value to individual and organizational 

development  

Pedagogy: Entire course will be taught through lectures, relevant cases and management 

games.  

Learning outcomes: By the end of this paper, students should be able to:  

 Demonstrate an understanding of current research in training needs analysis, learning 

action and evaluation  

 Evaluate the usefulness of the range of learning and development best practices for an 

organisation  



 Formulate and implement plans to enhance training and development in an 

organisation.  

 Develop independent capacity to identify factors affecting effectiveness of training 

programs. 

Evaluation Scheme: 

Class Participation and Attendance : 05 Marks 

Class Tests/ Assignments  : 10 Marks 

Case Discussion   : 10 Marks 

Mid-Sem    : 25 Marks 

End-Sem    : 50 Marks 

Total     : 100 marks 

Suggested Readings: 

Text Book 

Agochiya, Devendra, Every Trainer’s Handbook, Sage Publication, 2004 

Suggested Readings 

Goldstein, Irwin L. and Ford, Kevin J., Training in Organizations, Thomson 

Lynton Rolf P. and Pareek, Udai, Training For Organizational Transformation Part I, II, Sage 

Publication, 2004 

Reid, Margaret Anne and Barrington, Harry, “Training interventions- Managing Employee 

Development”, Jaico Publishing House , 2007 

Rao, P.L., “Enriching Human Capital through Training and Development”, Excel Books, 2008 

Session Plan: 

Session No.                                Contents 

1-3 Introduction to Training and Development 

 Concept, Meaning and Scope 

 Difference between training & development 

 Reasons for Training 

 Stakeholders in Training & Development Programme 

4-5 Learning Process in T&D Programme 

 Distinguishing Features of Adult Learning 

 Learning Styles of Participants 

6-7 Steps in preparing a Training Design 

 Identifying Training & Development needs 

 Setting out objectives 



 Steps in preparing an action plan for the programme 

 Key consideration in designing a programme 

8-10 Delivering the training & development programme 

 Arrival of the participants 

 Beginning an active programme 

 Making Training group functional 

 Empowering the Group 

 Delivering the programme 

 Concluding the programme  

11-14 Training & Development methods and Techniques 

 Factors influencing the choice of method              - Lecture method 

 Case study method                                                 - Role-plays  

 Management Game                                                - Laboratory Training 

 Individual or group practical assignments             - Group Discussion 

 Panel Discussion                                                    - Brainstorming 

 On the Job training method                                    - Simulation 

 Demonstration 

15-17 Trainer – Roles and Responsibilities 

 Trainer’s need vs. participants’ need 

 Portrait of a trainer 

 Training styles 

 Dilemmas of Trainer 

 Handling problem situation 

18-20 Evaluation of a training programme 

 Evaluation-Need and purposes 

 Stages of Evaluation in a Training & Development Programme 

 Conducting the End-Term Evaluation 

 Measuring Participants’ Learning 

21-22 Making the Organization into a Learning System 

 From organizational learning to a learning organization 

 The environment as Partner in learning: The Learning System 

23-24 Employee Coaching and Employee Counseling 

25-27 Career Development 

 Career Planning for retention and growth 

 Career development and its impact on individual and organizational 

development 

Management Development 

28-30 Presentations 

 



Gautam Buddha University  

School of Management 

Greater Noida 

Programme: MBA  

COURSE: LEADERSHIP AND TEAM BUILDING (MB-540) 

 

Department: Business Studies               Credit:      2  

Sessions: 30 (60 minute each)      

 

OBJECTIVES: - Good leaders have been expected to be able to solve new problems, capitalize 

on new opportunities and navigate through the ever-changing landscape of business. Leadership 

is a complex process by which the leader influences others to perform and achieve. To create 

awareness among students regarding personality traits, attitudes, behaviors patterns of leaders, 

their styles and their contribution towards various aspects of organizational functioning. The 

course also deals with the process of team-building and role of leaders during various phases of 

team development and what leaders do to be successful. 

PEDAGOGY: - Through Lectures, Exercises, Activities and Presentations. 

 

LEARNING OUTCOMES: - At the end of the course students are expected to acquire adequate 

awareness about the personality and behavioral factors of various types of Leaders and their 

social, ethical and professional responsibilities beside their role as team builders and also as team 

players. 

COURSE CONTENT 

LEADERSHIP 

 Leadership Nature, Role and relevance        2 

 Leadership Traits, characteristics and Behavior     2 

 Leadership Theories and Styles        3 

 Leadership Ethics and Social Responsibility      2 

 Creativity, Innovation and Leadership      2 

 Communication and Conflict Resolution      2 

 Cultural Diversity and Leadership       2 

 Motivation, Empowerment, Satisfaction and Performance                                        2 

 

 



TEAM BUILDING                             

 An inside look into ourselves        1 

 Managing Diversity         2 

 Team-building – Phases of development      2 

 Process Organization for Teambuilding      2 

 Intergroup Behavior and Managing Conflict      2  

 Sustaining Team Effectiveness       2 

 Team Leader Role and effectiveness       2 

                                                                                                                                                              

Total 30 

EVALUATION SCHEME                                                                                      

 Regularity and class participation       10 

 Assignments & Presentations        30 

 Mid semester Exam         20 

 End semester Exam         40 

                           Total 100 

TEXT BOOK:- Sadler 

SUGGESTED READINGS: - Gary Yukl, D.Ray, N.Gold, Hersey P., Andrew J.Dubrin. 

RESEARCH PAPERS: - As an when referred.  



 
 

Gautam Buddha University School of Management 
Greater Noida 

 
Master in Business Administration 

Course: Industrial Relations & Labour laws (MB-543) 
 

  
Department: Business Studies   Credit:      2 
Sessions: 30 (60 Minute each)      
 
Aims and Objectives: This course is concerned primarily with the conceptual and practical 

dimensions of Industrial Relations in the Indian context and to promote a critical 

understanding of substantive procedural labour laws. It will examine the structure and process 

of trade unionism, collective bargaining, wage negotiation, participative management, 

grievance management and related issues. The approach is to develop skills in handling legal 

issues in industrial relations and other labour matters. It also includes laws related to 

Industrial Disputes, Trade Unions, Wages & Bonus Laws, Law of working condition, Law 

related to Factories, Social Security Laws.  

Pedagogy: Entire course will be taught through lectures, relevant cases, and role plays. 

Learning Outcome: At the end of this course students should: 

1. demonstrate an appreciation of the industrial, economic and social contexts in 

which labour is regulated; 

2. demonstrate an understanding of the significance and content of the contract of 

employment and its relationship to industrial awards and workplace agreements; 

3.    demonstrate an understanding of law regulating occupational health and safety; 

4. demonstrate an understanding of the operation of conciliation and arbitration, 

the nature and significance of awards, the legal regulation of workplace 

agreements and the provision of minimum terms under the federal industrial 

legislation; 

5.   demonstrate an understanding of the role of law in regulating industrial conflict; 

6.      demonstrate an understanding of the legal regulation of trade unions; 

7.      Demonstrate the skills required in applying legal rules and principles to factual 

situations in problem solving exercises. 

 

 



Evaluation Scheme: 

Regularity & Participation         : 10 Marks 

Assignments & Presentation  : 15 Marks 

Mid-Sem    : 25 Marks 

End-Sem    : 50 Marks 

Total     : 100 marks 

Text Book 

Venkata Ratnam, C.S., Industrial Relations, Oxford University Press, 2010 

Suggested Readings: 

 Srivastava, S.C., Industrial Relations and Labour Laws, Vikas Publishing, Fifth Edition 

Singh, B.D., Industrial Relations and Labour Laws, Excel Books, 2008 

Singh, B.D. Industrial Relations- Emerging Paradigms, Excel Books, 2
nd

 Edition  

Mamoria CB- Dynamics of Industrial Relations, Himalaya Publication, 2003 

 
Session Plan: (Each session of 60 minutes) 

Session No. Contents 

1-2 The Nature & Aspects of Industrial Relations 

Introduction (Meaning & Scope) 

The Systems Framework 

Theoretical Perspectives  

Components of a sound Industrial Relations System 

Readings 

Chap-2&3,Venkata Ratnam,C. S., Industrial Relations 

 

3 Case Study 

 Parental Impositions (IR in a Comparative Framework)  

 

4-5 Trade Unions – Theoretical Foundations & Legal Framework  

Introduction 

Theories of Trade Union Movement 

Trade Unions in India 

Legal Framework 

Union Recognition Agreement  

Non-Union Firms 

 

Readings  

Chap-5,Venkata Ratnam,C. S., Industrial Relations 

Chap-2, Srivastava, S.C., Industrial Relations and Labour Laws 

 

6 Case Study  

Supreme Court Judgment in the Case of Tamil Nadu Government Staff 

Strike 

 

7-8 Management of Trade Unions in India 

Introduction 

Trade Union Constitution 

Trade Union Functions 

Internal Challenges 

External Challenges 

Leadership & Organizational Issues 



Readings 

Chap-7,Venkata Ratnam,C. S., Industrial Relations 

 

9 Case Study 

 Trade Union Democracy 

 

10-11 Collective Bargaining 

 The Concept 

 The Nature of Collective Bargaining  

 The Legal Framework of Collective Bargaining 

 Levels of Bargaining & Agreements 

 Collective Bargaining & Stakeholders  

 Negotiating Techniques & Skills 

 Drafting of an Agreement 

 

Readings  

Chap-8,Venkata Ratnam,C. S., Industrial Relations 

Chap 9, Srivastava, S.C., Industrial Relations and Labour Laws 

 

 

12 Simulation Exercise 

Collective Bargaining 

 

13-14 Tripartism and Social Dialogue 

 Types & Levels of Tripartite Agreements 

 Bipartite Consultative Machinery 

 Social Dialogue & the Reform System 

 Bipartism’s Link with Tripartism 

 Strengthening Tripartite Social Dialogue 

 

Readings  

Chap-9,Venkata Ratnam,C. S., Industrial Relations 

15  Case Study 

Code of Discipline: An Obituary 

16-17 Public Policy & Wages Systems 

 Wage Theories 

 Wage System in India 

  The payment of Wages Act , 1936 

 Minimum Wages Act, 1948 

 The Payment of Bonus Act, 1965 

 National Wage Policy 

 Pay Structures 

Readings  

Chap-12,Venkata Ratnam,C. S., Industrial Relations 

Chap-9, Singh, B.D., Industrial Relations and Labour Laws 

18 Case Study 

Grass Cutter Vs. Gas Cutter 

 

19-20 Dispute Resolution & Industrial Harmony 

 Industrial Conflict 

 Legal Frame work: The Industrial Disputes Act, 1947 

 Notice of Change (Chapter IIA) 

 Reference of Disputes to Boards, Courts, or Tribunals 

 General prohibitions on Strikes & Lockouts 

 Unfair Labour Practices 

 Miscellaneous Matters 

Readings  



Chap-14,Venkata Ratnam,C. S., Industrial Relations 

 

21 Case Study 

Unrest at Maruti 

 

22-23 Issues in Labour Policy & Labour Law Reform 

 Key Concerns in Labour Policy 

 The Link between the Parliament, the Judiciary, & the Executive 

 The Second National Labour Commission – Major 

Recommendations 

Readings  

Chap-17,Venkata Ratnam,C. S., Industrial Relations 

 

24-25 Employee Participation & Labour-Management Cooperation 

 Decision Taking to Decision Making – participation or Association 

with Management?  

 Participation of Workers in Management Bill 1990 

Readings  

Chap-18,Venkata Ratnam,C. S., Industrial Relations 

 

26 Case Studies 

i. Company Experiences 

ii. Cases on Individual Enterprises 

 

27-28 

 

Grievances & Discipline Handling 

 Managing Employee Grievance 

 Managing Discipline 

 The Nature & Causes of Grievance 

 The Grievance Procedure 

 Managing Discipline 

 

Readings  

Chap-19,Venkata Ratnam,C. S., Industrial Relations 

 

28 Case Study 

Coolers as Basins 

29-30 Topical Issues 

 International Labour Standards 

 The Case of India 

Readings  

Chap-25,Venkata Ratnam,C. S., Industrial Relations 

 

 



Gautam Buddha University  

School of Management 

Greater Noida 

Programme: MBA, 4
th

 Semester       

Course:  Customer Relationship Management         Code: MB-548 

 

Department: Business Management      Credit:  2  

Sessions: Thirty (60 minute each) 

 

Introduction:   
CRM is a business initiative and is not about technology.” Technology facilitates CRM, but 

CRM itself isn’t technology or software. It is about relationships. It is a holistic view of an 

organization’s philosophy, where the emphasis is strictly on the customer.CRM refers to all 

possible methodologies and tools that help business manage customer relationships in an 

organized way. It covers all means used by companies to manage their relationships with 

profitable clients. Customer Relation Management (CRM) is a business strategy which results 

in optimized profitability, revenue and customer satisfaction by organizing around customer 

segments, fostering customer satisfying behaviors and implementing customer centric 

processes. 

 

Aims and Objectives: 

i. To make the students understand the organizational needs, benefits and process of 

creating long term value for individual customers 

ii. To disseminate knowledge regarding the concept of CRM. 

iii. To enable the students understand the technological and human issues relating to 

implementation of CRM in organizations. 

 

Pedagogy:  
The pedagogy will be a mix of lectures, experience sharing, real life case discussion, 

assignments and industry/research based projects. In addition to the reading materials, 

additional readings and cases will be distributed in the class from time to time. Students are 

also expected to prepare and analyze all the cases as class participation is very important. 

 

Learning Outcomes: 

On completion of the course of study, students should be able to: 

1. Demonstrate an understanding of the concept, importance, benefits and principles of CRM  

2. Explain the role of CRM within a customer quality strategy. 

3. Plan and apply strategies for meeting customer needs cost effectively using a range of 

delivery channels 

4. Apply techniques for researching and understanding the needs of both retail and business 

customers using a range of sources 

5. Demonstrate an ability to manage effectively relationships with customers in a range of 

business settings within the current legal, ethical, economic and social environment. 

 

Evaluation Scheme: 
Class participation/Attendance   10 Marks   

Project Preparation and Presentation  10 Marks 

Assignment Submission    05 Marks 

Mid-Sem Exam      25 Marks 

End-Sem Exam      50 Marks 

Total       100 Marks  

Text Books: 



1. Customer Relationship Management Concepts & Applications- Alok Kumar, Chhabi 

Sinha, Rakesh Sharma (ACR) ----Biztantra. 

 

Suggested Readings:  

1. Customer Relationship Management Emerging Concepts, Tools and Applications- 

Jagdish N Seth, Atul Parvatiyar, G. Shainesh. 

2. Customer Relationship Management –Ed Peelen, Pearson Education. 

3. The CRM Hand Book- Jill Dyche. 

 

Session Plan: (Each session of 60 minutes) 

Session Topic(s) Reading(s) 

2 I. Introduction of CRM 

Definition, Evolution and Scope 

CRM, Marketing and Relationship Marketing 

Types of CRM 

 

ACR Ch:1 

4 II. Types of Customers and Customer Value: 

Value Drive Value 

 Customer  Segmentation reexamined 

 Types of Customers and the relationship styles 

 Types of Relationships with Mercenaries, Apostles 

 Customer Value: Concept and Characteristics 

 Types of Customer Value 

 Customer Value co-creation 

 Customer Lifetime Value 

 Customer Value Management 

ACR Ch:2, 

3 III. Implementation of IT Tools in 

CRM/Technology for Customer Relationship  

 Contact Center Technology 

 Front desk Management Technology 

 CRM Technology 

 Customer Data management 

ACR Ch:3, 

1 Case Study  

4 IV. Managing Customer Relationship 

Pre-Industrial Age/Customer Care Management  

 Key Principles of Relationship Management 

 Techniques and applications to manage 

relationships  

 Experiential relationship framework 

ACR Ch:4, 

5 V. E-CRM/Consumer Research: Information 

Gathering, Collation, Analysis and Evaluation 

 Service Managers need information from their 

consumers 

 Marketing research to understand customer 

Expectation 

 Marketing research to understand Customer 

Expectation 

 Consumer Satisfactory Survey 

 

ACR Ch:5, 

2 VI. CRM Process and Models/Developing And ACR Ch.6 



Deploying CRM Strategy 

 Planning CRM implementation 

 Understanding and measuring Service quality 

 Voice of Customer: Ensuring alignment of CRM 

capabilities to changing customer expectations 

3 VII. CRM measurement: What to Measure and 

How to Measure /Sales Promotions and 

Customer Relationship 

 What needs to be measured: Attitudinal and 

Behavioral Loyalty 

 Loyalty Programs: An Assessment Loyalty car(d) 

 Types of customer metrics 

 Customer centered composite indices customer 

value index 

 

ACR  Ch.7 

1 Case Study  

3 VIII. HR in CRM 

 Conceptual Framework of Importance of HR in 

CRM 

 Leadership for Building customer Centric 

organization 

 Hiring and Training for Right Skills/Attitude 

 Reward and Recognition system Methods to Bring 

Customer to the Center of the organization 

ACR Ch.8 

1 Case Study  

1 Presentation  

30 Total  

 

------------------------------------------ 



 

 

 

Gautam Buddha University School of Management 

Greater Noida 

 
Master in Business Administration 

Course:  International Marketing  

Code:  MB-553 
 

Department: Business   Management   Credit: 3  

Sessions: 45 (60 minutes each)       

 

 

Introduction:  

This course focuses on marketing strategy and management within the context of global and 

international markets. It evaluates cultural differences and aims to enhance your skills in 

developing and implementing marketing strategies and decision making in international 

contexts. This course will provide practical experience in conducting research and evaluating 

opportunities existing in international markets, developing plans for exploiting those 

opportunities, and examine the risks facing business activities in those markets through 

implementation of marketing plans. Through  discussion, research, and practical activity 

students will develop the ability to prepare marketing programs that effectively reduce risk 

and take advantage of opportunities in the marketplaces of the world. 

 

 

 

Aims and Objectives: 

 To introduce students to the area of International Marketing.   

 To gain an insight as how International Marketing activities can be carried out 

globally. 

 To prepare students to understand International Marketing from Indian perspective 

with a view to take Indian companies on a global platform. 

 To identify the global competition in the international business market and developing 

strategies.  

 To identify significant characteristics of the potential markets and consumers. 

 To identify the paradigm shifts in international business with increasing scope of 

technology. 

 To become aware of current happenings in the “real world” of International 

Marketing. 

 

 

 

Pedagogy:  

 

 

The pedagogy will be a mix of lectures, experience sharing, real life case discussion. In 

addition to the reading materials, additional  research papers will be preferred. 

 

 

 

 

 

 



Learning Outcomes: 

 

By course completion, students should be able to: 

1. Understand the current international economic and political environment. 

2. Understand the basic components of marketing strategy and tactics. 

3. Understand the integration between demand and supply management in an international 

context. 

4. Articulate the importance of cultural disparities when developing marketing strategies. 

5. Understand the importance of market research generally, but also how market research is 

modified to effectively understand customers across cultures. 

6. Understand how firms manage products, services, and brands in a international  

environment. 
 

7. Understand the importance of ethical marketing management across multiple cultures. 

 

Evaluation Scheme: 

 
Class participation/Attendance   05 Marks   

Quiz/Class Test                10 Marks  

Project Preparation and Presentation  05 Marks 

Assignment Submission    05 Marks 

Mid-Sem Exam      25 Marks 

End-Sem Exam      50 Marks 

Total       100 Marks  

 

 

     

Text Book (TB):   
 

TB  - P K Vasudeva , International Marketing, Excel Book, Current Edition. 

 

Reference Books:  
R1- Cateora R. Philip, Graham L John, International Marketing, Tata McGraw Hill, 13

th
  

Edition. 

R2-Warren J. Keegan and Mark C. Green, Global Marketin, Pearson Education, 4
th

 Edition 

R3-Subhash C. Jain, International Marketing, Thomson South-Western, 3
rd

 Edition 

R4-Rakesh Mohan Josji, International Marketing, Oxford Higher Education, 8
th

 Edition 

R5-Sak Onkvisit and John J. Shaw, International Marketing, Routledge, 5
th 

Edition 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

Session Plan 

International Marketing 

 

Session Topic for the sessions Suggested 

Reading (s)  

1-4 Introduction to International Marketing  Ch.1, TB   

5-7  Economic Environment of International Marketing 

 

 

Ch.2  TB 

8-13 Global Cultural, Political and Legal  Environment 

  

Ch.4, 5,6,7 R1 

 

14-18 Constraints on International Marketing-Fiscal and Non-Fiscal 

Barriers, Tarrifs and Non-Tariff Barriers  

 

Case study 

  

Ch.5  TB        

19-21 Indian and World Trade Ch. 7  TB               

22-24 International Product Policy and Planning 

 

Case Study 

Ch. 10, TB 

25-27 Pricing  Decisions for International Markets Ch. 11,TB 

28-31 Logistics Management, International Distribution and Sales 

Policy 

Ch. 12,TB 

32-34 Promotional Management and Advertising 

 

Case Study 

Ch. 13 TB 

35-38 Foreign Market Entry Strategies Ch. 15 R1 

39-42 Exim Policy and Export Procedure and Documentation Ch.8 TB,  

43-45 International Institutions 

Case Study 

Ch. 4,TB 
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Gautam Buddha University School of Management 

Greater Noida 
 

Master in Business Administration 

Course: Corporate Communication (MB-512) 

 

Department: Business Studies      Credit: 3  

Sessions:  Forty Five (60 minute each)        

 

 

Introduction:   
 

The environment within which business operates has changed substantially in recent decades. To meet the 

various challenges, future managers need to understand how the environment has changed and what 

communication strategies to use with various constituencies within this dynamic environment. The finer 

nuances of communication are required for and expected of a highly competitive business environment. 

Effective skills of communication are required to mitigate stress and emerge triumphant. The course 

intends to enhance productivity and efficiency by equipping students with required knowledge and honing 

their skills for performing different managerial tasks so that they may perform effectively in a team or a 

focused group engaged   in diverse applications in business. 

 

 

Aims and Objectives: 

 

Four objectives guided the development of this course: 

1. To increase students’ awareness of the corporate communication functions, corporate advertising and 

advocacy, corporate image and identity, Change Communication, and crisis communication etc. so that 

they may understand demands of different stakeholders and respond in a befitting way. 

2. To foster a better relationship between business and the media networks. 

3. To understand the nuances of Intra/Inter Organisational Communication. 

4. To sensitise students towards various implicit factors and variable in Corporate Communication and 

provide a comprehensive understanding of the same.  

 

 

Pedagogy: 
 

The teaching methodology will be a judicious blend of Lectures, Case Studies, Presentations, 

Assignments, and Project works. The content delivery shall be in a highly interactive mode, expected to 

be participated by all, and therefore students are advised to come equipped with sufficient readings on 

the topic. Cases will be intimated from time to time, the need as and when arises.  Each unit of the 

course structure will be followed by comprehensive assignments and reinforcements. 

 

 

Learning Outcomes: 

 

After successful completion of the course the learners will be able to: 

1. Understand corporate communication functions, domains and different dimensions, 

2. Assimilate required knowledge and skills to practice productive relationships between business and 

different media networks  

3. Understand the nuances of Intra/Inter Organisational Communication. 
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4. Get sensitised towards various implicit factors and variable in Corporate Communication and get a 

comprehensive understanding of the same.  

 

 

Evaluation Scheme: 

 

Evaluation Schemes include submission and presentation of Class Participation, Projects and Assignments, 

Case-Studies and Presentations, and Mid-Semester & End-Semester Tests. It is essential to follow the 

deadlines for preparation and submission of assignments, projects, and presentations as indicated by the 

course coordinator.  

 

Regularity & Participation    10  

Assignments & Presentation     15 

Mid – Sem Exam:     25 

End-Semester Exam:            50 

 

Class participation  

 

The attendance requirement for successful completion of the course is a minimum of 75%. Students are 

encouraged to participate actively and contribute to the quality of teaching-learning process.  

 

Projects & Assignments 

 

Projects and Assignment shall be comprehensive in nature. In case of Group Assignment, The group shall 

be decided in consultation with the course coordinator. The credit shall be given to analytical writing and 

ability to relate it with the context. It is mandatory that the participants use Power Point Slides in their class 

presentations. Credit shall be given for structured presentation, analytical content and ability to respond to 

queries.   

 

Case studies & presentations 

 

Cases shall engage students in exploring current communication challenges in the business environment. 

Students are expected to do little research before presenting final outcomes of the case in oral and written 

formats.  

 

Mid-Sem Exam 

 

Mid-Sem test shall comprise of medium-size answer questions. The test shall be of two hours duration. The 

test shall be based broadly on the syllabus covered till mid-term teaching. 

  

End-Sem Exam                                            

End-Sem test shall comprise of fundamental, analytical and comprehensive questions. The test shall be 

based on the entire course coverage (more weightage on the post-mid term coverage) and designed to test 

the conceptual clarity of the subject and their applications.  

 

 

 

Course Contents 

 

 



 3 

Unit-I Corporate Communication      (12 Sessions) 

1) Definition and Dimensions 

2) Corporate Communication as a Corporate Function 

3) Spectrum of Audiences 

4) Traditional vs. New Media 

5) Opportunities and Challenges in Corporate Communication 

 

 

Unit-II Organisation and Communication    (10 Sessions) 

1) Inter/Intra Organisational Communication Networks 

2) Grapevine 

3) Managing Media for Positive Communication 

4) Barriers and Gateways of Organisational Communication 

5) Opportunities and Challenges in Organisational Communication 

 

 

Unit-II Brand, Reputation and IMC    (12 Sessions) 

1) Brand as a complex notion 

2) Communicating Brand 

3) Promotional Tools 

4) IMC and Communication Mix 

5) Higher levels of Integration in IMC 

6) Corporate Identity and Reputation: Concept, Definition and Role 

7) Developing and Sustaining Reputation in the time of Global Change 

 

 

Unit-IV Strategic Communication     (11 Sessions) 

1) Definition, Dimensions and Functions 

2) Advocacy Advertisement 

3) Global Perspective: Role of Public Diplomacy  

4) Change Communication 

5) Crisis Communication 

 

 

Recommended Text Books and References: 

 

1. CORPORATE COMMUNICATIONS, Fernandez, J. Response Books (Division of SAGE India), 

4
th

 Edition 2007. 

2. COMMUNICATION IN ORGANISATION, Dalmar Fisher, Jaico Publishing House, 2
nd

 Edition. 

3. BRANDING, Brad VanAuken, Jaico Publishing House, 1
st
 Edition (1

st
 Jaico Impression) 2007. 

4. ADVERTISING AND PROMOTION: AN IMC APPROACH, Terence A. Shimp, South-Western 

(CENGAGE Learning) First India Reprint 2008. 

5. ESSENTIALS OF CORPORATE COMMUNICATION, Cees B.M. vanRiel & Charles J. Fombrun, 

Routledge, First Indian Reprint 2007. 

6. In addition, a number of articles, study material references, Cases shall be provided by the Course 

Supervisor during the sessions. 

 



Gautam Buddha University  

School of Management 

Programme: MBA 4th Sem & BBM 8th Sem 
Course: TAX PLANNING AND MANAGEMENT (MB-632) 

 

  

Department  : Finance & Economics  Credit  : 2   

Sessions  : Thirty (60 minute each)     

 

Introduction:   

 

The enhancement, accumulation and preservation of wealth require a combination of acumen 

and insight. In the current scenario individuals as well as corporate are under pressure to 

reduce tax liabilities. Through an organised and effective tax planning tax burden can be 

reduced or minimized. Tax-planning amounts to making investments or contributions in line 

with prescribed guidelines that lead to reduction in tax liability. It is applicable for both, 

individuals as well as corporate. Tax planning arranges financial affairs so as to minimize 

your taxes. Broadly, there are two types of Taxes viz. Direct and Indirect taxes. The tax 

collection of the Govt of last two years (2011-12 Vs 2010-11) were as: Gross direct tax 

collection was INR 3.02 lakh crore Vs INR 2.84 lakh crore; Income tax collection was INR 

1.08 lak crore Vs INR  0.94 lakh crore;Corporate tax collection was INR 1.93 lakh crore Vs 

INR 1.89 lakh crore; STT collection was INR 2502 crore Vs INR 2958 crore; and wealth tax 

collection was INR 526 crore Vs INR 418 crore. 

 

Aims and Objectives: 

(a) To help the students gain a thorough understanding about the Tax Planning and 

Management, types of Assessee and Residential Status. 

 

(b) Understanding individual taxation (Salary, Valuation of perquisites etc.) and, 

calculation of tax.  

 

(c) To develop an understanding of Corporate Tax Planning in regard of Depreciation, 

Treatment of losses and effect of business reorganization.  

 

(d) To gain insight into Wealth Tax, including valuation of assets, Assessment etc. and 

Basic knowledge of latest developments in Taxation area in India, i.e. DTC, STT etc. 

 

(e) To know how to file ITRs and TDS returns. 

 

Pedagogy:  

 

A mix of instructional methods will be used like lectures, case analysis and exercises. The 

efforts would be made to strengthen the conceptual knowledge and application through cases 

and exercises. Emphasis throughout will be applications of concepts, principles and 

techniques to company data available from published sources. Special Emphasis will be 



given to help the participants to develop analytical ability to analysis corporate financial 

reports.  This will be done on the basis of a company balance sheet. Case and Exercises will 

be announced separately. 

 

Learning Outcomes: 

At the end of this course students will to able to: 

 Understand the tax environment and its’ importance for individuals and business. 

 Calculate basic individual tax liability. 

 Hands-on practice in filing ITRs and TDS returns through software. 

 Understand tax planning for corporate. 

 Understand treatment of losses in tax planning and Basic knowledge of latest 

developments in Taxation area in India, i.e. DTC, STT etc. 

 

 

Text Book:  

Singhania V K, Singhania Kapil - Direct Taxes, Law & Practice (46
th

 Edition, Taxman, 2012-

13 or latest edition) [VKS] 

 

Suggested Readings: 

 

1. Palkhiwala- Income Tax (Tripathi Publication) [PIT] 

2. Prasad Bhagwati- Income Tax Law & Practice (Vishwa Prakashan) [PB] 

3. Lakhotia R N- How to Save Wealth Tax (Vision Book) [LRN]  

4. Santaram R- Tax Planning by Reports (Taxman) [SRT] 

5. Bhatia H L- Public Finance (Vikas) [BHL] 

6. Finance Ministry (Govt of India) E-Notes, available with instructor. 

 

Evaluation Scheme: 

 

Continuous assessment will be done. The weight for the parameters are as follows: 

a.   Quizzes/Class Tests     15% 

b.  Case Studies and class discussion   10%    

c.  Mid-term Exam     25%  

d.  Term- end Exam      50% 

 

 

TOPICS TO BE COVERED SESSION 

No. 

Reference 

Overview of Taxation: Direct and Indirect taxation.  

Assessment of tax. Financial year, Assessment Year, Previous 

Year,  

 

1 

 VKS Chap1, 

 

Assessee – types, Residential status Non-resident Indians. 2 
VKS Chap2, 

Nature and scope of tax planning: Nature, Objectives of Tax 

management. Tax Planning, Tax Avoidance and Tax Evasion. 

 

3 
VKS 

Chap.33, 



Tax on individual income: types of Income, an overview. 4 

 
VKS Chap.4, 

Income from Salaries, including important HRA and other 

allowances, Qualifying amount and it’s contents 

5-7 

VKS Chap.4, 

Standard deductions for individuals. 8 

 

Valuation of Perquisites 9-11 VKS Chap.4, 

Computation of house property income and Capital gain 12-13 Study material 

Computation of business income 14-15 Study material 

Calculation of tax etc, Tax deductible at source. 

Practice questions on income from Salaries. TDS on: Contractors; 

Commission; Rent, etc. 

 

16-17 

 
VKS Chap.23, 

Corporate income tax: Tax concession and incentives for corporate 

decision.  

 

18 

VKS Chap.16, 

Tax planning for depreciation 19-20 

 

 

VKS Chap.6 

 

 

Treatment of losses & unabsorbed items; Carry forward and set off 

losses 

21 
Chpt.10, 

Tax and business reorganization: merger and amalgamation. 22 
VKS Chap32 

Tax appeals; Revision & Review, Income Tax Authorities  23 VKS Chap.25 

&26 

Wealth tax on closely held companies; Valuation of assets; Filling 

of returns; Assessment;  

 

24-25 

 

 

 

VKS Chap.35 

 

 

 

 

 

Hands-on Practice on: PAN Application form; ITR-1,ITR-2,ITR-

4,ITR-4s; ITNS-280; and E-return filing. 

26-28 Using Excel 

/Software/manual 

practice on hard 

copy 

Current Issues: Double Tax Treaty, MAT, VAT, STT, Direct Tax 

Code (DTC). 

29-30 VKS Chap. 34 

 



Gautam Buddha University School of Management 

Greater Noida 

                                    Programme: Integrated MBA (Batch 2010-15) Semester-IX 

 

Course: Finance Elective (Micro-Finance) 

 

  

Instructor: Dr. Shweta Anand                                  Year/Sem: 2010-15  Sem.IX  

Email: shweta.anand@gbu.ac.in      Phone:  

Department: Business Studies   Credit:02 ,     Code MB-529 

Sessions: 30                 Each Session: 60 Minutes 

 

Introduction:   

The course will enable the students to have an insight into basic concepts of microfinance. 

Microfinance is emerging as the game changer for developing countries to ensure a broad 

based sustainable development. It also implies financial inclusion at the lowest income level. 

A social impact of its implementation is the empowerment of women. This course will give 

the introduction and advanced practical concepts and applications to business students.  

 

Aims and Objectives: 

1. Familiarizing the students about the basic concepts of Microfinance. 

2. Help the students to understand the process of social change and development due to 

MFI. 

3. Facilitating the knowledge about industry-society inter linkages and its impact. 

Pedagogy:  

 

Lectures would focus on application of the concepts and theories in practical field examples 

in Indian society. Class lectures would be supported by discussions, exercises and 

assignments.  

 

Learning Outcomes: 

 Students will be able to understand the microfinance concepts and its applications. 

 They will be more analytical while understanding the various models.. 

 They will develop good insight about the impact of microfinance on marginalized 

classes. 

 

Evaluation Scheme: 

 

Internal        : 25 Marks   

(Quiz, Project, Presentation, CP,Attendance) 

Mid-Sem       : 25 Marks 

End-Sem       : 50 Marks 

 

Total        : 100 marks 

 

 

mailto:shweta.anand@gbu.ac.in


Text Book: 

 

1. Prabhu Ghate , 4th Printing ,Indian Microfinance The Challenges of Rapid Growth, 

Sage Publications 

 

Reference Book:  

 

1. G.P. Kapoor , Micro Finance and Women Empowerment Comparative Study of 

Shimla and Kangra Districts of Himachal Pradesh, APH Publishing Corporation 

2. IIBF (Author), Micro-Finance: Perspectives and Operations Paperback – 1 Jan 2008 

3. N. Lalitha, SHGs & Microfinance A Research Compendium, Dominant Publishers and 

Distributors 

 

Course Outline: 

Session 1-4 Unit I:  

 

Introduction to Microfinance Introduction • What is Microfinance • Definition • Concept, 

Scope and Limitations • Poverty and Micro Credit • Process of Micro Credit 

 

Session 6-10 Unit II: 

 

Various models of Microfinance Lending • Joint Liability Group • Self Help Group Model • 

Bank Linked Group • Governance of Microfinance Service • Microfinance Development 

Council • State Advisory Councils  

 

Session 11-17 Unit III: 

 

Industry Preview • Social Impact of Microfinance • Global Developments in Microfinance • 

Major Changes in Microfinance Scenario in South East Asia • Developments in Microfinance 

in India • Pillars of Microfinance in India Microfinance Industry Structure •  

 

Session 18 – 24 Unit IV: 

 

Role of RBI (Central Bank) and NABARD (Regulator) • Major Players in the Industry •  

Financing Model adapted by Banks in Microfinance Industry • Microfinance Delivery Model 

Microfinance Lending Process • Client Characteristic Microfinance Services • Lending 

Process in Microfinance Business Strategy •  

 

Session 25-26 Project Presentations 

 

Session 27-30 Unit V: 

 

Business Strategies of Microfinance Institutions • Business Strategies of Private 

Banks/Commercial Banks • Growth Drivers for Sector • Scope of Microfinance • 

Contemporary issues in Microfinance Services. 

http://www.amazon.in/s/ref=dp_byline_sr_book_1?ie=UTF8&field-author=IIBF&search-alias=stripbooks


 
 

Gautam Buddha University  
Greater Noida 

School of Management 
 

Master in Business Administration 

Course: Performance Management and Competency Mapping MB-535 
 

  
Department: Business Management  Credit:   Two 
Sessions: 30 (60 MINUTE EACH) 

 

Introduction: Performance Management is an unending spiral, linking processes such as 

performance planning, managing performance throughout the year, taking stock of managee 

performance and potential, at the same time recognizing and rewarding success at the end of 

the year. It links these processes in a manner that an individual manages performance targets 

continuously subscribe to those of the total organization- providing consistent super 

coordination –to create positive goal-oriented task motivation and reduce intra-organization 

conflict. 

The major purpose of introducing this paper is to make the students aware of the concept of 

performance management, why is it important, know various performance factors accountable 

for an individual‟s performance, have knowledge about variety of tools used in the 

organization to assess the performance.   

 

Aims and Objectives: The objective of this course is to apprise the students about the 

importance of performance appraisal and inform them how organizations manage 

performance. The course also touches on the latest issues relating to not only appraising staff 

but also manage performance. 

 

Pedagogy:  The subject would be taken up using board, LCD projectors etc. Cases will be 

discussed. The students will be given some assignments too. Some exercises will also be 

conducted in the class to make the students understand the concept well. 

 

Learning Outcomes: This course will help students to 

 

 Understand the importance of integrating performance management for 
organizational and individual success. 



 Learn how to clarify expectations and set performance goals, understand the 
importance of delegating and what, to whom, and how to delegate effectively 

 Learn how to give ongoing constructive and positive feedback, understand the 
coaching process and the skills needed to coach employees to improve performance 
or grow professionally. 

 Understand how to approach and conduct performance appraisals in the context of 
performance management  

 Recognize the importance of competency mapping 

Evaluation Scheme 

Internal assessment    : 25 Marks 

Mid-Term     : 25 Marks 

End-Term     : 50 Marks 

Total      : 100 marks  

  

Text Book: 

 
Rao, T.V., “Performance Management and Appraisal systems-HR Tools for Global 

Competitiveness”, Response books 

 
Suggested Readings: 
 

1. Rao, T.V., “Appraising & Developing – Managerial Performance”, Excel Books 

2. Michael Armstrong (1999), “Performance management”, Kogan page 

3. Chadha , P.(2003), „Performance Management-It‟s all about performing” Mc Milan 

India Ltd 

4. Dixit, Varsha (2010), “Performance Management”, Second edition, Vrinda 

Publications, New Delhi 

5.  Dewakar Goel, (2008) “Performance Appraisal & Compensation Management”, 

Prentice 

Hall of India 

6. Tapomoy Deb., (2008)“ Performance Appraisal and Management-concepts, 

antecedents & implications”, Excel books 

7. Singh, B.D.(2010), “Performance Management” , Excel Books 

 

Session Plan (Each session of 60 minutes) 

Session No. Contents 

1-3 Performance Appraisal 

 Meaning 

 Methods 

 Performance Appraisal and HRD 

 Case discussion 

Appraisal System in various Organizations 

4 Performance Management  

 History and importance 



 5-6 Process of Performance Management 

 

7-8 Performance Planning 

 Meaning 

 Need 

 Process 

9-12 Appraisal  System  Vs  Performance Management 

Traditional and modern appraisal methods 

13 Measuring performance 

14-16 360 degree Feedback 

 Objectives  

 Advantages/Disadvantages 

 Prerequisites for Participation in 360 degree Feedback 

 Effectiveness of 360 degree Feedback 

 Case discussion 

17-19 Assessment Centre 

 Definition 

 Tools used in Assessment Centre 

 Procedure 

 360 degree Feedback as an Instrument in Assessment Centre 

20 Potential Appraisal 

 Introduction 

 Aligning Compensation plan 

 Need of Potential Appraisal 

21-22 Performance Analysis 

 Meaning and  objectives 

 Methodology 

 Facilitating and Inhibiting Factor 

 Performance Analysis for Counseling and development needs 

 Exercise 

23-24 Performance Ratings 

 Introduction 

 Need for Performance Ratings 

 Factors Affecting Ratings in Performance Appraisal 

 Errors in rating 

 Behaviorally Anchored Rating Scales 

 Reducing rater bias 

25-27 Performance Coaching and Counseling 

Using Performance Appraisal Data 

 Identification of Training Needs and Development Decision 

 Administrative Decisions 

 Pay and Rewards 

28-30 Competence and Competence Analysis 

Competency Mapping 

Case discussion 

 



 

Gautam Buddha University School of Management 

Greater Noida 

 

Master in Business Administration 

 Course: Compensation Management (MB-538) 

Area: Human Resource Management    Credit:  Two 

Department:  Business Management (60 MINUTE EACH)   

 

Introduction: 

Compensation is a key tool for managers for attracting, retaining, and motivating 

employees. This course is designed to promote understanding issues related to compensation in 

corporate world and impart skills in designing, analysis and restructure compensation 

management system, policies and strategies.The course gives students an understanding of the 

theories underlying pay system design and substantial hands-on experience in doing so.   

Objective: 

The objective is to discern some general principles with respect to determinants and effects of 

compensation practices. How different permutations of general principles can be effective, as 

well as how some pay systems confound many general principles. 

The extent to which effective compensation systems are reproducible across organizations, given 

that the effectiveness of compensation system may interdependent with a variety of other factors, 

such as an organization history, business strategy, culture, and other human resource practices. 

An additional benefit of the course is that it empowers students by helping them to understand 

how their own pay is determined. 

Evaluation Scheme: 

Regularity & Participation    05 

Assignments       10 

Presentation       10 

Mid – Sem Exam:     25 

End-Semester Exam:     50 

 



Text Book:Milkovich, George T., Newman J.M., &VenkataRatnam, C. S. Compensation, 9
th

 

Edition. Tata McGraw Hill 

 

Reference Books 

Gerhart, B., &Rynes, S. L. Compensation: Theory, Evidence, and Strategic Implications, 2009, 

Sage Publications India Pvt. Ltd. 

Henderson, R.O. Compensation Management, Pearson Education 

Martocchio, J.J. Strategic Compensation, Pearson Education 

Armstrong, M. &Murlis, H, Reward Management,Kogan Page, UK 

Singh, B.D., Compensation Reward Management, Excel Books, New Delhi 

Journals 

The Wall Street Journal 

Harvard Business Review 

Strategic Management Journal 

Websites 

www.labour.nic.in 

www.ilo.org 

www.ioma.com 

www.naukari.com 

 

Session Plan:(Each session of 60 minutes) 

Session 

No. 

Contents 

1-2 Introduction To Compensation 
A. Definition of Compensation 

B. Forms of Pay 

C. The Pay Model 
Readings 

Chap-1,Milkovich,G.T.,Newman,J.M.,&Venkata Ratnam.Compensation 

Chap-1,Gerhart, B., &Rynes, S. L. Compensation: Theory, Evidence, and Strategic 

Implications 

 

3-4 Strategic Perspectives in Compensation Management 
A. Strategic Perspectives of Pay 

B. Strategic Pay Decisions 

C. Best Practices vs. Best Fit Options 
Readings 

Chap-2, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

5-6 Internal Alignment: Determining the Structure    

A. Definition of Internal Alignment 

B. Internal Pay Structures 

http://www.labour.nic.in/
http://www.ilo.org/
http://www.ioma.com/
http://www.naukari.com/


C. Strategic Choices In Internal Alignment Design 

D. Which Internal Structure Fits Best? 

Readings 

Chap-3, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

7-8 Job Analysis         

A. Why Perform Job Analysis? 

B. Job Analysis Procedures 

C. Job Analysis Data Collection Process 

D. Job Descriptions 

Readings  

Chap-4, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

9-10 Job Evaluation        

A. Definition of Job Evaluation 

B. Major Decisions In Job Evaluation 

C. Job Evaluation Methods 

D. Final Result – Pay Structure 

Readings  

Chap-5, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

11-12 External Competitiveness: Determining the Pay Level    

A. Definition of Competitiveness 

B. Pay Policy Alternatives 

C. Wage Surveys 

D. Interpreting Survey Results 

E. Pay Policy Line 

F. Pay Grades 

Readings  

Chap-7& 8, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

13 -15 Employee Contributions: Pay For Performance (PFP) 

A. Rewarding Desired Behaviors 

B. Does Compensation Motivate Performance? 

C. Designing PFP Plans 

D. Merit Pay/Variable Pay 

E. Individual vs. Group Incentives 

F. Long Term Incentives 

Readings  

Chap-9& 10, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

16 - 18 8  - Pay and Performance Appraisals     



A. Role of Performance Appraisal In Compensation 

B. Common Errors In Performance Appraisal 

C. Measuring Job Performance 

D. Training Raters 

E. Contextual Issues In Appraisal 

Readings  

Chap-11, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

 

19 -20 Benefits       

A. Benefits Determination Process 

B. Value of Benefits 

C. Legally Required Benefits 

D. Retirement, Medical , & Other Benefits 

Readings  

Chap-12&13,Milkovich,G.T.,Newman,J.M.,&Venkata Ratnam. Compensation 

 

21-23 

 

Legal & Administrative Issues in Compensation  

A. Legal Issues 

B. National Wage Policy 

C. Contemporary Issues in Wage System 

D. Budgets and Administration 

Readings  

Chap15,16,&17, Milkovich,G.T.,Newman,J.M.,&VenkataRatnam. Compensation 

 

24 Class Discussion 

 

25 – 30 
Project presentations 

 



 

 

 

Gautam Buddha University School of Management 

Greater Noida 
 

Master in Business Administration 

Course:  Rural Marketing MB-552 

 

Department: Business Studies     Credit:  2  

Sessions: Thirty  (60 minutes each) 

 

 

Introduction:   

 

The concept of Rural Marketing in Indian Economy has always played an influential role in 

the lives of people. In India, leaving out a few metropolitan cities, all the districts and 

industrial townships are connected with rural markets. The rural market in India is not a 

separate entity in itself and it is highly influenced by the sociological and behavioral factors 

operating in the country. The rural population in India accounts for around 627 million, 

which is exactly 74.3 percent of the total population. The rural market in India brings in 

bigger revenues in the country, as the rural regions comprise of the maximum consumers in 

this country. The rural market in Indian economy generates almost more than half of the 

country’s income. With the help of this course students will be able to understand the present 

level of penetration of products and services in Rural Markets and its potential. This course 

also helps students to familiar with the changing profile of the rural consumer and at its 

consumption pattern.  

 

Aims and Objectives: 

The main purpose of this course is to understand rural marketing concepts to enable them in 

isolating the marketing problems and understanding the tools required for solving the same. 

The course helps students to understand the status and strategies needed for Rural Marketing. 

 

Pedagogy:  

 

The pedagogy will be a mix of lectures, experience sharing, real life case discussion, 

assignments and research based projects. In addition to the reading materials, additional 

readings and cases will be distributed in the class from time to time. Students are also 

expected to prepare and analyze all the cases as class participation is very important. 

 

Learning Outcomes: 

 

At the end of the course it is expected that the students will be: 

 Able to understand the present level of penetration of products and services in Rural 

Markets and its potential. 

 Familiar with the changing profile of the rural consumer and at its consumption 

pattern. 

 Exposed to the innovative marketing strategies developed by Indian firms as well as 

MNCs for the Rural Markets. 

 Comfortable in designing product, price, distribution and promotional strategies for 

different classes of product targeted at Rural Consumers. 

 

 



 

Evaluation Scheme: 

 

Regularity & Participation    10  

Assignments & Presentation     30 

Mid – Sem Exam:       20 

End-Semester Exam:              40 

 

Text Books: 

(DG):  Dogra and Ghuman : Rural Marketing, Mc Graw Hill, India, Current Edition. 

Suggested Readings:  

 

1.  Rural Marketing –  U.C.Mathur, Excel books  New Delhi , Current Edition. 

2.  Rural Marketing –  C G Krishnamacharyulu, Lalitha Ramakrishnan , Pearson Education 

India,        Current  Edition. 

3.  Rural Marketing- Pradeep Kashyap, Siddhartha Raut, , Biztantra,(Wiley India Pvt. Ltd) 

New Delhi, Current Edition. 

 

 

 

Session Plan: (Each session of 60 minutes) 

 

 

Session Topic(s) Reading(s) 

1 Conceptual Framework of Rural Marketing and Profile of 

Indian Rural Market 

DG  Ch.1&2 

2 Segmentation of Rural Market and Comparative Analysis 

of Rural and Urban Markets 

DG   Ch.3&4 

3 Rural marketing; Challenges and Opportunities, Rural 

Marketing Research 

DG   Ch. 5&6 

4 Rural Consumer Behavior 

Case Study 

DG  Ch. 7 

5 New Product Development for the Rural Market DG   Ch.9 

6 Rural Market and Product  Life Cycle DG  Ch. 10 

7 Rural Market and Brand Management, 

Principles of Innovation for Rural Market 

DG  Ch. 11&13 

8 Rural Retail Channel Management 

Case study 

DG  Ch. 12 

9-10 Marketing Strategies for Indian Rural Market DG  Ch. 14 

11-12 Rural Marketing of FMCGs DG  Ch. 15 

13 Rural Marketing of Consumer Durables DG   Ch. 16 



14-15 Rural Marketing of Financial Services DG    Ch. 17 

16 Case Studies and Discussions  

17-19 Marketing of Agricultural Inputs DG  Ch. 18 

20  Agricultural Co-operative Marketing 

Case Study 

DG  Ch. 20 

21-23 Marketing of Rural Artisan Products DG  Ch. 21 

24 E- Rural Marketing and IT for Sustainable Rural 

Development 

DG  Ch. 22&27 

25 Organized Rural Retailing   DG  Ch. 24 

26 Case Studies and Discussions  

27 Corporate Social Responsibility in Rural Market 

E- Governance for Rural India 

DG  Ch. 26&28 

28-30 Case Studies, Presentation, Discussions etc  
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Gautam Buddha University School of Management 

Greater Noida 

Programme: Integrated MBA 

 

Course: Data Mining and Warehousing 
 

Instructor  :                           Year/ Sem  : 2014-15, IX 

Email   : Phone  : 9717556021 
Department  : Business Studies   Credit  : 2   

Sessions  : Thirty     Each Session : 60 Minutes 

 

Introduction:   

Due to a host of technological advances data is accumulating at an incredible rate 
that has relevance for managerial .  Electronic data capture has become inexpensive 
and is present everywhere as a by-product of innovations such as the internet, e-
commerce, electronic banking, point-of-sale devices, bar-code readers, and 
intelligent machines. Such data is often stored in data warehouses and data marts 
specifically intended for management decision support.  

Data mining is a rapidly growing field that is concerned with developing techniques to 
assist managers to make intelligent use of these repositories. A number of 
successful applications have been reported in areas such as credit rating, fraud 
detection, database marketing, customer relationship management, and stock 
market investments.  

This course will examine methods that have emerged from both fields and proven to 
be of value in recognizing patterns and making predictions from an applications 
perspective. We will survey applications and provide an opportunity for hands-on 
experimentation with algorithms for data mining using easy-to- use software and 
cases. 

 

Aims and Objectives: 

1. To gain an understanding of how managers use business analytics to  
formulate and solve business problems and to support managerial  
decision making.  
 
2. To become familiar with the processes needed to develop, report, and  
analyze business data.  
 
3. To learn how to use and apply Excel and Excel add-ins to solve  
business problems. 
 

4. To develop an understanding of the strengths and limitations of popular data 

mining techniques and to be able to identify promising business applications of 

data mining.  

Pedagogy:  

A mix of instructional methods will be used like lectures, discussions exercises and 

assignments. The efforts would be made to strengthen the conceptual knowledge and 

application through cases and exercises. The emphasis of this course is on both intellectual 

stimulation and practical rigorous applications, through the security analysis project. The 

course emphasis is on the development of both quantitative analytic skills and presentation 
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skills. 

 

 

Evaluation Scheme: 

Quizzes/ Class Tests/ Assignments     15% 

Class Participation/ Presentation & Discussion  10%  

Mid-term Exam      25%  

Term- end Exam       50% 

 

Text Book:  

 Data Mining Techniques for Marketing, Sales, and Customer 
Relationship Management, Third Edition, by Michael Berry and Gordon 
Linoff, John Wiley, 2011. 

 

Suggested Readings: 

Hand, Mannila, and Smyth. Principles of Data Mining. Cambridge, MA: MIT 
Press, 2001. ISBN: 026208290X. 
 

Berry and Linoff. Mastering Data Mining. New York, NY: Wiley, 2000. ISBN: 
0471331236. 
 

Delmater and Hancock. Data Mining Explained. New York, NY: Digital Press, 
2001. ISBN: 1555582311. 

 
Data Mining: Practical Machine Learning Tools and Techniques, by Ian 

Witten and Eibe Frank, 3rd Ed., Morgan Kaufmann, 2011 
 
 Data Mining for Business Intelligence: Concepts, Techniques, and Applications 

in Microsoft Office Excel with XLMiner, by Shmueli, Patel, and Bruce, 1st 
edition, John Wiley & Sons (ISBN: 0-470-08485-5). 
 

 Pang-Ning Tan, Michael Steinbach, Vipin Kumar, Introduction to Data Mining, 

Addison Wesley, ISBN: 0-321-32136-7, 2005. Session Plan (Each session of 60 

minutes) 

 

Softwares 

 

We will make use of Microsoft Excel and the data mining software add-in called 
XLMiner.  
 

We will also use the interactive visualization tool Weka. 
 

Another data-mining software that we will use is SAS Enterprise Miner.  
 

Also we will be using publicly available data at University of California, Irvine 
School of Information and Computer Science, Machine Learning Repository of 

http://www.amazon.com/Data-Mining-Techniques-Relationship-Management/dp/0470650931/
http://www.amazon.com/Data-Mining-Techniques-Relationship-Management/dp/0470650931/
http://mitpress.mit.edu/catalog/item/default.asp?ttype=2&tid=3520
http://www.amazon.com/Data-Mining-Practical-Techniques-Management/dp/0123748569/
http://www.ics.uci.edu/~mlearn/MLSummary.html
http://www.ics.uci.edu/~mlearn/MLSummary.html
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Databases. 

S. No. Topic to be covered 

1 Introduction and course overview 

2-3 The process of knowledge discovery in databases, predictive and  descriptive 
data mining techniques 

4-7 Supervised and unsupervised learning  techniques: Classification and 

Clustering 

8-10 Case: Retail Merchandising, and Association Rules (Market Basket Analysis). 

11-13  Techniques of Data Mining: Link analysis, and predictive modeling 

14-15 Database  segmentation, and score functions for data mining algorithms 

16-17 Bayesian techniques in  data mining 

18-20 Applications: Fraud Detection, Targeted Marketing, Customer  Retention, 
Social Networks  

21-22  
 Issues in Data Mining: Scalability and data management issues in data 
mining  algorithms 

23-24 Social, and ethical issues in  Knowledge Discovery in Databases (KDD) and 

data mining 

25-28 Parallel and distributed data mining 

29-30 Pitfalls of KDD and  data mining.  
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