MM-221 STRATEGIC MANAGEMENT

[ Max.Marks: 85]                                                              
[ Min.Marks: 34]

Course objective- The main aim of the paper is to make them aware about the strategic corporate issues
UNIT-I

· Business Policy

· Conceptual & Foundation in Business Policy

· Strategic Management ,Process ,Moders ,Types

· Corporate Strategy-Mission & Objectives

· Strategic Planning-Programming ,Implementation

· Evaluation & Control

UNIT-II

· Environment Scan & SWOT analysis in detail

· GE, BCG Mgt grid, Strategic Mgt Matrix

· Management of Change

· Strategy Choice Making

Narrowing the choices; Managerial Choice Factors, Choice Processes – Strategic Gap Analysis, ETOP-SAP Matching, BCG Product – Portfolio Matrix, G.E. Nine Cell Planning Grid; Contingency Strategies; Prescriptions for choice of Business Strategy; Choosing International Strategies.

UNIT-III

· Strategic alternative & Strategic Choice

· Structural implementation

UNIT-IV

· Behavioral implementation. Functional implementation

UNIT-V

· Corporate ethos & Corporate Planning 

· Corporate Culture & Corporate ethics

· Evolution &Control

Internal Assessment                                                    Total Marks 15

Attendance-                                                                              
5 Marks

Test
                                                                                         
5 Marks 

Seminars/Cases analysis/Presentations:                                
5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 

REFERENCES

· Strategic management                      
JA pearce , RB Robinson  Jr

· Strategic management &                  
Sudhir Lakhanpal

     Operations Research

· Strategic management                      
Robinson

· Corporate strategy                            
Ansoff HI

· Business policy & strategic             
Glueck & Jaunch LR

     Management

· Strategic management                      
Thomas

    Concept/Practice & Cases

· Business Policy                                 
Kazmi A

\

MM222- Evaluation of Management Skills through presentation.

Note-   Candidate is expected to choose a topic from an emerging issue and has to prepare a presentation. The candidate must submit an abstract of the presentation at least one month before the commencement of term end examination. The selected topic must be from one of the opted specializations .
[ Max Marks:100]

  [ Min: 50]
MM-223 – INTERNATIONL MARKETING

[Max.Marks: 85]                                                              
[ Min.Marks: 34]         

Course Objective: - To present the consolidate view of today’s global marketing system. This paper will cover broad picture of today’s care marketing issue which apply in the market international horizon.

UNIT- I



· Introduction to International Marketing

· Identification of Foreign Markets

· International Marketing Planning

· Mode of Entry in International Marketing

· Marketing mix decision

· Domestic to International Marketing

UNIT- II

· International Marketing Environment

· Overview of World economic system. World Trading System

· International Political Situation .Regionalization

· Cross Culture System

UNIT- III


· Global Marketing Strategy & Global Market Segmentation

· Global Targeting & Global Product Positioning System

· Value System

· Global Strategic Partnership

· Product Life Cycle

· Brief Description On Global Marketing Mix system

UNIT- IV


· Core Issues In International Marketing & Transfer Pricing

· State Trading land Export Documentation and Procedure

· Development of Multinational Corporation

UNIT- V


· Global Distribution System & Global Advertising System

· Global Marketing Organizations
Internal Assessment                                                    
     Total Marks 15

Attendance-                                                                              
5 Marks

Test
                                                                                         
5 Marks 

Seminars/Cases analysis/Presentations:                                
5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 
REFERENCES:

· Global Marketing and Management

Warren J Keegan

· Export Marketing



          
B S Rathore

· International Marketing


          
Rathore & Rathore

· International Marketing


         
P Sarvanvel

· International Business Scenario
         

MS Thakur
MM224– RURAL AND INDUSTRIAL MARKETING

[Max.Marks: 85]                                                               
[Min.Marks: 34]

Course Objective: - The purpose of this course is to develop an understanding among the students about various concepts of Industrial Marketing which are helpful in developing sound marketing policies for Industrial goods.

UNIT- I

· The Industrial marketing system

· Industrial marketing concept

· Product characteristics

· Buying motives of Institutional customers

UNIT- II

· Industrial buying system and purchasing system

· Value Analysis

· Vendor Analysis

UNIT- III

· Industrial Market Segmentation

· Targeting and Positioning of Industrial Products

· Service component

· Personal Selling situations

· Profile of the Rural Market

· Consumption pattern in rural areas

· Rural segmentation and Targets

UNIT- IV

· Promotional component of  Rural Market

· Rural distribution system

· Measurement of Advertising effectiveness in rural marketing

· Special publicity reference to the Rural Marketing System

UNIT- V

· Pricing system in rural marketing

· Difference Between Urban & Rural Marketing System

· Marketing of Consumer durables and Non-durables

Internal Assessment                                                    Total Marks 15

Attendance-                                                                              
5 Marks

Test
                                                                                         
5 Marks 

Seminars/Cases analysis/Presentations:                                
5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 

REFERENCES

· Industrial Marketing



J S Hill

· Rural Marketing




T. Gopal Swamy

· Industrial Marketing



Reeder & Reeder

· Marketing Management



Ramaswamy

· Industrial Marketing



Gandhi

· Rural Marketing




Shamim Ahmed

     Rural Marketing Management
     Marketing Management



Tapan Panda ( Excel Books)

     Marketing Management



S H H Kazmi (Excel Books)

     Marketing Management



Kumar,Arun, & Meenakshi







(Vikas Publishing House Pvt. Ltd.)






MM-225 –MARKETING OF SERVICE
[Max.Marks: 85]                                                               
[Min.Marks: 34]         

Course objective:-The objective of the course is to develop an understanding of services and service marketing with emphasis on various aspects of services marketing which make it different from good marketing.

UNIT –I

· Concept of service and importance 
· Reasons of growth of service sector

· Characteristics of service ,classification of services

· Role of services sector in India Economy.

UNIT –II

· Strategies for service marketing

· Molecular model and Client centered marketing

· Gronross  Service Marketing Model

· Internal external and interactive marketing

· Segmenting Targeting &positioning various services

UNIT –III

· Product & Product differentiation. Product level

· Pricing of services –pricing concept pricing strategies for

· services use of differential pricing, Service distribution

· component of service delivery system ,potential management

· Problems associated with retailing of services.

  UNIT –IV

· Promotion –concept for service

· Advertising.

· Sales Promotion  &  Personal Selling in service industry

· People –Importance of people in service marketing

· Role of various people involved

· Physical evidence –concept of physical Evidence ,importance type of Physical evidence in various services

· Process –concept type of process Role of process in various services

  UNIT –V

· Service Quality –concept of service quality.

· Gronross model of service quality.Conceptual model of service quality.

· Marketing of service –challenges in India

· Productivity in services, increasing productivity.
Internal Assessment                                                    Total Marks 15

Attendance-                                                                         
     
5 Marks

Test
                                                                                         
5 Marks 

Seminars/Cases analysis/Presentations:                             

5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 

REFERENCE BOOKS

· Services Marketing                 

Sinha

· Services Marketing                 

S.M. Jha

· Services Marketing                


M. K Rampal S.L Gupta   

    concept Application &

    cases  

· Services Marketing :             


Valarie .A. Zeithamal

· Integrating Customer

     Focus Across the Firm         

· Services Marketing               


 P.N Reddy , H.R. Appanniah 

                                                    


 S.Anil Kumar, Nirmal

· Services Marketing               


 Vasanti Venugopal ,Raghu V.N
· Service Marketing



C. Bhattacharryya (Excel Books)

· Service Marketing



Ravi Shankar (Excel Boks)
MM-226- MANAGMENTS OF PUBLIC RELATION COMMUNICATION

[Max.Marks: 85]                                                               
[Min.Marks: 34]

Course objective-The objective of the course is to develop an understanding of Public relation concepts.
UNIT- I

· Principles of public relations. 

· Public relations defined; scope and dimensions 

· PRA other form of public communication. 

· Organization of PR department 

· Employee Relation and Employee Communication.

UNIT- II

· Group communication. Producing house journal.

·  Spoken word communication. Managing corporate crises. Press & public relation.

UNIT- III

· Basic principles of corporate PR.

· Image communication factors. PR role in safety.

· PR communication plan. Industrial relations & public relations. Public service communication. Corporate advertising.

UNIT- IV

· Community relations. Purpose of PR writing.

· Public relation process. PR research. 7C’s sorry of PR communication. 

· Inter Personal communication. Johari window. Perception & reality in communication.

UNIT- V

· Process & context of communication. Non-verbal, verbal-audiovisual.

· Roadblocks of communication. Types of communication. Communication research. Reporting format of research.

Internal Assessment                                                    Total Marks 15

Attendance-                                                                              5 Marks

Test
                                                                                         5 Marks 

Seminars/Cases analysis/Presentations:                                5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 

REFERENCE BOOKS
· TQM                                                              Dr. B Narayan (APH publishing house)

· TQM                                                               Parag Diwan   (Deep & Deep)

· Management concept & strategies                 JS Chandan     (Vikas publication)

· HRM                                                              T.N Chabra

· Managing for total quality                             N.Logothetis(Tata-Mc Graw Hill)
· Business Communications

     Sehgal/Khetrapal(Excel Books)

· Business Communications 

  Das & Satpathy (Excel Books)

· Business communications


  Mathur R.K. (Vikas Publishing house ltd.)

MM-227 Marketing Models

[Max.Marks: 85]                                                               
[Min.Marks: 34]

Course objective-The objective of the course is to develop an understanding of  Marketing Models.

Note: Only Theoretical aspects will be covered in this paper. Numerical contents and Mathematical aspects will not be the part of syllabus.

Unit- I

· Decision making theories like Bayesian Decision theory.

· Consumer Behaviour-  Attitude , Perception

 Unit- II

· Organization Buying Models     New product Design

 Unit- III

· Pricing Models: New product pricing, price elasticityOf demand,

· cross elasticity 

· Distribution/     location decision

Unit- IV

· Communication Models: Objective setting promotion-mix

· Budget Allocation,  Media Models

Unit- V

· Models to measure effect of Advertising

· Forecasting Sales forecasting decisions

Internal Assessment                                                    Total Marks 15

Attendance-                                                                              5 Marks

Test
                                                                                         5 Marks 

Seminars/Cases analysis/Presentations:                                5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 

REFERENCE BOOKS 
· Consumer Behaviour                                 
Schiffman And Kanuk

· Sales Management                                     
Cundiff

Marketing Models                                       
Garry LiLien

                                                                      
Philip Kotler

                                                                          
K Shridhar Mo
Marketing Management 



Kazmi (Excel Books)

Marketing Management



Jayachandran S (Excel Books)

Marketing Management 



Kumar,Arun,& Meenakshi (vikas)

MM-228    Logistics Management

[Max.Marks: 85]                                                               
[Min.Marks: 34]

Course Objective:- The objective of the course is to develop an understanding of  Logistic Management.

 Unit-I

· Definition , activities in logistics management

· the concept of material flow, time compression

· total cost, variability and complexity concepts

· concepts of customer service, and role of logistics

· order processing , distribution communication , inventory control

· demand forecasting, traffic and transportation

· ware housing and storage , materials handling, packaging

· salvage and Scrap disposal

· Inbound logistics and outbound logistics, physical distribution.

Unit-II

· Integration and organization of logistics

· determination of stock level, and quantities

· co-coordination with other major functions

· improving stock availability and rotations throughout

· resource planning and optimization, material planning and control

· Control of work in progress, third party logistics.

· Implementation of logistics concepts. Objectives,

· Inputs and cost of inputs 

· Elements of good organization –centralized and decentralized.

Unit III

· Warehouse, stockyard and depots-location

· Building and distribution network

· Safety and security  system, 

· warehousing principle, ware housing cost control  and

     Warehousing information system, warehousing cost control.

· concept of codification, advantages, different types of system

     (Alphabetical, numerical, decimal, etc) –Bar-coding.

UNIT-IV

· Automated Retrieval System, application of robotics

· material receipts, inspections, finalization of receiving reports

· discrepancies and method of solving them

· traditional methods of quality assurance

· supplier self certification procedures

· Dock to stock and dock to shop concept, vendor training.

Unit v

· Stock verification and store accounting

· relevance to stores records on the basis of planning

· Different methods and their relevance. 

· Handling of surplus and obsolescent stock scrap, ERP application, various aspects of insurance, spatial profitability ratios and other cost factors, throughout activity measurements.

Internal Assessment                                                    Total Marks 15

Attendance-                                                                          
5 Marks

Test
                                                                                   
5 Marks 

Seminars/Cases analysis/Presentations:                            
5 Marks 

Guidelines for Case analysis / presentations:- Students should be given case studies as assignment and asked to present the same in the class for discussions, or seminars may be arranged on current issues related to the subject and marks be given on the basis of students performance. (Cases or Seminars can be given on individual basis or on group basis.) 

                 


 REFERENCE BOOKS
Fundamentals of Logistics 
Management (Hardcover) 
Douglas Lambert (Author), James R Stock (Author), Lisa M. Ellram (Author) Publisher: McGraw-Hill/Irwin 
Textbook of Logistics and 
Supply Chain Management by 
Agrawal, D K;  (Author Macmillan India (Published: 2003)
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Modern Logistics Management,
 Linking Marketing, Manufacturing, 
and Physical Distribution
 John F. Magee (Author), William F. Capacino (Author), Donald B. Rosenfield (Author)  Wiley; 1 edition (September 18, 1985)
Logistics Management, 
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