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Course Structure

Year: 1° Trimester : |
Semester |
SL | Course
No. | Code Subject Name L P | Credits
1 MB901 Research Methodology 4 0 4
2 MB902 Advanced Data Analytics 4 0 4
3 CPE-RPE | Research and Publication Ethics 2 0 2
4 (Course 1 from elective -1/2/3/4) 4 0 4
5 (Course 2 from elective -1/2/3/4) 4 0 4
6 MB903 PhD Seminar 0 2 1
Total 18 1 19
Elective — 1 ( Marketing)
SL | Course
No. | Code Subject Name L P | Credits
1 MB921 | Advanced Digital Marketing 4 0 4
2 MB922 | Advanced Consumer Behavior 4 0 4
3 MB923 | Advanced Brand Management 4 0 4
4 MB924 | Advanced Retail Management 4 0 4
5 MB925 | Advances in Service Marketing 4 0 4
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Elective — 2 ( Human Resource Management)

SL | Course
No. | Code Subject Name L Credits
1 MB931 | Industrial Relations and Labour Laws 4 4
2 MB932 | Advanced Organization Behavior 4 4
3 MB933 | Organization Development and Change 4 4
Advances in Performance Management
MB934 .
4 Practices 4 4
Advanced Techniques of Training and
MB935
5 development 4 4
Elective — 3 ( Finance)
SL | Course
No. | Code Subject Name L Credits
1 MB941 | Advanced Financial Accounting 4 4
Advanced Cost and Management
MB942 ,
2 Accounting 4 4
3 MB943 | Understanding Financial Derivatives 4 4
4 MB944 | Advances in Tax Management 4 4
5 MB945 | Project Finance 4 4
Elective - 4 (Banking and Insurance)
SL | Course
No. | Code Subject Name L Credits
1 MB951 | IT in Banking 4 4
2 MB952 | General Bank Operation 4 4
3 MB953 | Risk Management and Insurance 4 4
4 MB954 | Investment Banking 4 4
5 MB955 | Rural banking 4 4
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Summary of Credit

Credit Credit
Year Semester
Theory Practical
First Year | 18 1 19
Total 19

Category wise classification of the Credit -

Category Max Credit Min Credit

uc

AC

SC

DC 8 8

HE

DE 8 8

OE

EC

PRJT/THESIS/ST/IND 1 1

VAT/EEP/APT
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Subject Subjec
MB901 . Research Methodology
Code t Title
. Subject )
LTP 400 Credit 4 DC Year First Semester Ist
Category

Course Objective:

The main objective of this course is to make students understand the nuances of carrying out effective research.
Scholars will become aware about to the research process and other associated concepts.

Course Pre/Co- requisite (if any) :Business Statistics, Understanding about writing project.

UNIT I: Fundamentals of Research
Defining research, Objectives of research, types, research process, deductive and inductive reasoning;

Identifying and formulating a research problem, Literature review: Search for existing literature (World Wide Web,
Online data bases), Review the literature selected (Case studies, review articles and Meta-analysis), Develop a
theoretical and conceptual framework, Writing up the review,

Definition of variables : Concepts, indicators and variables, Types of variables, Types of measurement scales,
Constructing the Hypothesis- Null(Research) and alternative, one-tailed and two-tailed testing, errors in testing.
Ethical and Moral Issues in Research, Plagiarism, tools to avoid plagiarism — Intellectual Property Rights — Copy right
laws — Patent rights

UNIT Il: Research Design

Design of Experiments: Research Designs -Exploratory, Descriptive and Experimental, Experimental designs- Types of
Experimental Designs

UNIT lll: Sampling, Sampling distribution, and Data Collection

Sampling distribution, Normal and binomial distribution, Reasons for sampling, sampling technique, sampling errors.
Sources of Data-Primary Data, Secondary Data, Data Collection methods

UNIT IV: Statistical Data Analysis

Descriptive and inferential statistical analysis. Testing of hypothesis with Z-test, T-test and its variants, Chi-square
test, ANOVA, Correlation, Regression Analysis, Introduction to data analysis data using SPS$520.0

UNIT V: Research Report

Writing a research report- Developing an outline, Formats of Report writing, Key elements- Objective, Introduction,
Design or Rationale of work, Experimental Methods, Procedures, Measurements, Results, Discussion, Conclusion,
Referencing and various formats for reference writing of books and research papers, Writing a Research Proposal.

Learning Outcome
After the end of this course, student shall be able to
e Carry out effective research
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e  Write good research papers
e Understand importance of intellectual property rights and consequences of plagiarism
e Understand how to write a doctoral level research

Text Books:

1. C.R.Kothari, “Research Methodology”, 5t edition, New Age Publication,

Reference Books:

1. Cooper, “Business Research Methods”, gt edition, Tata McGraw hills publication

2. Walpole R.A., Myers R.H.,, Myers S.L. and Ye, King: Probability & Statistics for Engineers and

Scientists, Pearson Prentice Hall, Pearson Education, Inc. 2007.

Bordens K.S. and Abbott, B.b.: Research Design and Methods, Mc Graw Hill, 2008.

4. Morris R Cohen: An Introduction to logic and Scientific Method (Allied Publishers) — P 197 -222; 391
—403

w
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Subject Subjec .
MB902 . Advanced Data Analytics
Code t Title
. Subject )
LTP 400 Credit 4 DC Year First Semester Ist
Category

Course Objective:

The main objective of this course is to make students understand the advanced statistical techniques and tools that
may be used while carrying out a good research. This course will especially help students in performing meaningful
analysis on empirical data.

Course Pre/Co- requisite (if any) :Business Statistics

UNIT-1:Measures of Central Tendency and Dispersion
mean, median, mode, Properties and applications, Range, Mean deviation, Standard deviation, Coefficient of
Variation, Skewness, Kurtosis.

UNIT-2 Probability and Probability Distributions

Sample space and Events, The addition rule and complements Conditional Probability & the General
Multiplication Rule. Random variable (discrete and continuous) and probability distribution, Properties of the
Normal Distribution, The Binomial Probability Distribution, The Poisson Probability Distribution

UNIT-3 Hypothesis Testing, Descriptive and Inferential Statistics:
Sampling theory; Formulation of Hypotheses; Testing hypothesis using Z test, t-test, F-test and Chi-Square test.
Correlation, Linear regression (Least-Squares method),

UNIT-4Advanced data Analysis Tools-1:
Multiple regression, Discriminant Analysis, Logistics Regression, Cluster Analysis

UNIT-5Advanced data Analysis Tools-2:
Conjoint Analysis, Multi-Dimensional Scaling, Factor Analysis (Exploratory and Confirmatory), Structural Equation
Modelling.

Learning Outcome

After the end of this course, student shall be able to

e Understand variety of advanced data analysis tools that could be used in research
e Choose and apply a statistical analysis tool for a given research issue
e Present the results in realistic and practical manner for effective decision making

Text Books:
1. Marketing research, Naresh Malhotra, 6th e, Pearson Publications

Reference Books:

1. Multivariate Data Analysis, Joseph F. Hair Jr. William C. Black, Barry J. Babin, Rolph E. Anderson,
Pearson Publication
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. Subjec
Subject | \B903 _jl PhD Seminar
Code t Title
. Subject )
LTP 000 Credit 1 DC Year First Semester Ist
Category

Course Objective:

The main objective of this course is to make students understand how toconduct an elementary research in

prescribed domain & topic and present the same in front of departmental research committee.

Course Pre/Co- requisite (if any) :Basic business communication course

Learning Outcome

After the end of this course, student shall be able to

Choose a topic for research in consultation with her/his Phd supervisor

Carry out elementary research

Present the research in front of Departmental Research Committee
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Subject Subject . .
MB921 . Advanced Digital Marketing
Code Title
. Subject o
LTP 400 Credit 4 DE Year I Semester 1
Category

Course Objective:
This course aims to give students an insight into new age digital marketing tools such as SEM, SEO, Online PR etc.

Course Pre/Co- requisite (if any):Basics of Computer Application in Business

UNIT-1:INTRODUCTION TO DIGITAL MARKETING

Digital Marketing Fundamentals — Definition, Different Terminologies (E-marketing, online marketing, web
marketing, internet marketing), key constituents of Digital Marketing, scope of Digital marketing (Applications),
Digital Marketing Plan, Concept of e-Business & e-commerce, Revenue or Business Models

Digital Marketing Revolution -Historical evolution of Internet, Changing face of media & Impact of Digital Channels,
Digital Marketing Industry

Digital Marketing Environment - Political, Economic, Socio-cultural, Technological, Ethical and Legal Issues: Ethical
codes, Privacy issues, Digital Property (Patents, Copyright, Trademarks, licenses), Different types of online payment
modes, E-Security —Firewalls,

UNIT-2:DIGITAL MARKETING STRATEGY

Digital Marketing Research - Data Driven strategy, Electronic Marketing information Systems, monitoring Social
Media , Web Analytics tools

Online Consumer Behviour — Customer Personas, Online Consumer Behviour models, Online exchanges and
outcomes.

Segmentation, Targeting and Positioning (STP) — three markets (Business, Government, Consumer), Segmentation
bases (Geographic, Demographic, Psychographic, Behavioural), Targeting Online Customers, Differentiating and
positioning Online

UNIT-3: DELIVERING THROUGH DIGITAL MARKETING

Conceptualizing and Developing a Website — conceptualizing online Product (benefits, attributes, branding etc.),
Researching Site User’s requirement (Usability, Web Accessibility, and Localization), Reviewing Competitors’ website,
Designing the information architecture, Website Prototyping, Domain Name registration, Hosting a website.

Introduction to Website designing tools — Website designing editors (HTML, Dreamweaver 8), elements of site
design, site design and structure, Page design, Content Design, Testing of Content, Other standardized website
designing free resources (Google sites, blogs, Webs etc.) Pricing and Distribution of Digital Offer.
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UNIT-4: DIGITAL MARKETING COMMUNICATION TOOLS

Integrated Marketing Communication (IMC), IMC tools- SEO, SEM, Affiliate marketing, Online PR, Banner Advertising,
Email Marketing, Differences in Advertising through traditional & Digital Media, Setting Online Marketing objectives
- Conversion Marketing Objectives, Timescales for Objective setting, Campaign Cost Objectives

Online Promotion Techniques —
UNIT-5: MARKETING THROUGH SOCIAL MEDIA

The Horizontal Revolution, Strategic Planning with Social Media, The four zones of social mediaSocial Consumers,
Social Communities, Social Publishing, Social Entertainment, Social Commerce, Creating and analyzing business
pages on social networking sites such as Facebook, Twitter, Linkedin, Google+, role of Virtual communities and blogs,
Social Media for Consumer Insight, Social Media Metrics, Maintaining And Monitoring The Online Presence,Defining
Performance Metrics framework, Tools and techniques for collecting metrics and summarizing results, The
Maintenance Process, Content Management Process.

Learning Outcome- At the end of this course the student will be able to -

1. understand what digital marketing is and how it has become indispensable for every firm
2. learn and apply new age digital marketing tools such as SEM, SEM, Affiliate marketing etc.
3. understand how research is taking place in digital marketing space.

Text Books
1. Digital Marketing: Strategy, Implementation and Practice, 5/E, Dave Chaffey, Pearson.
Reference Book:

1. e-Marketing: Strass, El-Ansary, Frost

2. Social Media Marketing: Strategies for Engaging in Facebook, Twitter & Other Social Media by Liana Li Evans,
Pearson Publication.

3. Social Median Marketing Book; By Dan Zarrel,O'Reilly Media.2009.
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Subject Subject .
MB922 . Advanced Consumer Behavior
Code Title
. Subject o
LTP 400 Credit 4 DE Year I Semester 1
Category

Course Objective:

The main objective of this course is to enable students understand the individual as well as organization buying

behavior. Students will also learn about various influencers that shape buyers behavior

Unit I: Introduction
Introduction to Marketing & Consumer Behavior, Psychology & Consumer Behavior, Buyer Various Aspects,
Models of Comprehensive Buyer Behavior, Overview of Consumer Behavior Decision Process, Case study

Unit ll: External Influencers
Culture, Social Class Variables Impacting Consumer Behavior, Sub Culture, Reference Group Variables Impacting
Consumer Behavior, Family Variables Impacting Consumer Behavior, Learning and Memory, Case Study

Unit lll: Psychological Influencers -1

Personality and concept of self, Motivation, Emotion, Perception, Information Processing, Problem Recognition,
Individual Determinants of Consumer Behaviour — Needs and Motivation, Personality and Self Concept,
Perception, Learning, Attitude

Unit IV: Business Buying Behaviour
Models of Industrial Buying Behavior, Patterns of Industrial Buying Behavior in India, Diffusion of Innovation,
Perception, Trust, Selectivities, Cross-cultural Consumer Behavior, Case Study

Unit V: Selected Research Papers:
Four Research papers based on TAM, TRA,TPB, UTAUT, SOR models

Learning Outcome- At the end of this course the student will be able to -
1. Understand the process and influencers of buyer behaviour of organizations as well as that of individuals.
2. Understand important theories and models in the field of consumer buying behaviour
3. Apply these models for understanding any new age business phenomenon

Text Books
1. Consumer Behaviour, Shiffman and Kanuk , Pearson Publication, 5e.

Reference Books:

1. Hoyer, Wayne and Deborah Mclnnis. Consumer Behavior. Boston: Houghton Mifflin

2. Kardes, Frank (2008), Consumer Behavior Science and Practice, Sputh-Western

3. Solomon, Michael, Gary Bamossy, SerenAskegaard, and Maragreth Hogg (2009), Consumer Behaviour: A
European Perspective, 3rd Edition, Pearson Roger D Blackwell ,Paul W Miniard ,James F Engel,
—Consumer Behavior , 1st India Edition, 2008, South Western

4, Del Hawkins, David Mothersbaugh, Amit Mookerjee, —Consumer Behavior: Building Marketing Strategy ,
11th Edition, 2010, , Tata McGraw Hill
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Subject Subject
MB923 . Advanced Brand Management
Code Title
. Subject o
LTP 400 Credit 4 DE Year I Semester 1
Category

Course Objective:

The main objective of this course is to enable studentsunderstand various concepts and theories related to brand

management.

Unit I: Introduction

Brand —Meaning, Definition, Evolution of Brands, Brand elements, Functions of Brand to consumer, Role
ofBranding Product Vs Brand, Brand Management, Strategic Brand Management Process-Meaning, Steps in Brand
Management Process, Strong Indian Brands

Unit Il: Customer Based Brand Equity

Customer Based Brand Equity-Meaning, Model of CBBE, Brand building blocks-Resonance, Judgments, Feelings,
performance, imagery, salience-Brand Building Implications, DavidAaker’s Brand Equity Model.Brand Identity &
Positioning: Brand identity prism,Point of parity & Point of difference in brand positioning, Core Brand values,
Brand mantras, Internal branding.

Unit lll: Brand Elements for Brand equity
Selecting brand element - Brand name decisions, Brand Associations, Logos, Symbols, Characters, Slogans,
Packaging. Leveraging Brand Knowledge, Brand extensions

Unit IV: Measuring Brand Performance
Measuring & Interpreting brand performance- Brand Value chain, Designing Brand Tracking studies, Establishing
brand Equity Management Systems.

Unit V: Measuring Brand Equity and sustaining brands

Methods and Techniques for measuring Brand Equity- Quantitative Techniques & Quantitative Techniques,
Comparative methods-Brand based comparisons, marketing based comparisons-ConjointAnalysis, Holistic
methods.Managing Brand Equity:Brand Reinforcement, Brand Revitalization, Brand Crisis.

Learning Qutcome- At the end of this course the student will be able to -
1. Understand what branding is and how branding decisions are taken
2. Learn what customer based brand equity is and understand how to measure customer based brand equity
3. Understand important theories and models in the field of brand management
4. Learn how to create sustainable brands

Text Books

1. Kevin Lane Keller, “Strategic brand Management”, Person Education, New Delhi, 2013.4e

Reference Books:

1. LanBatey Asian Branding — “A great way to fly”, Prentice Hall of India, Singapore 2012.
2. Jean Noel, Kapferer, “Strategic brand Management”, The Free Press, New York, 2005.
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Subject Subject .
MB924 . Advanced Retail Management
Code Title
. Subject o
LTP 400 Credit 4 MM Year I Semester 1
Category

Course Objectives:

The objective of this paper is to enable students understand the impact of retailing on the economy, comprehend
retailing’s role in society and, conversely, society’s impact on retailing, See how retailing fits within the broader
disciplines of business and marketing, recognize and understand the operations-oriented policies, methods, and
procedures used by successful retailers in today’s global economy and know the responsibilities of retail personnel in

the numerous career positions available in the retail field.

Unit I:

Introduction: Growing Importance of Retailing, Factors Influencing Retailing, Strategic Retail Planning Process, Retail
Organization, Retail Models and Theory of Retail Development, Business Models in Retail, Modern retail formats in
India Retailing in rural India, Environment and Legislation for Retailing.

Unit Il:

Setting up Retail organization: Retail location Research and Techniques, Objectives of Good store Design,
Controlling Costs and Reducing Inventories Loss, Responsibilities of Store Manager, Store Record and Accounting
System, Coding System, Logistic and Information system, Strategies, Quick Response System.

Unit lll:

Supply Chain Management : Challenges in Supply chain management, Supply chain Network, Forecasting-
Importance, Sourcing and vender selection, Routing and Route sequencing, Inventory Management, Rational of
Discounts of Bulk Purchase, Lead Time Uncertainty and Product availability, Cross Docking and Collaborative
Planning.

Unit IV: Retail Planning:

Human Resource Management in Retailing Recruitment, Selection and Training needs for Employees,
Relationship Marketing in Retailing, Social Marketing in Retailing, Brand Management, Financial Performances
and Financial Strategy, Accounting Methods, Calculation of Profitability of Retail Stores Consumer Protection Act
1986, Consumer’s Rights

Unit V:

Electronic Retailing: Role of IT in Business, Influencing Parameters for use of IT in Retailing, Efficiency in Operations
Effective Management of Online catalogues, Direct Retailing Methods Database Management, Data warehousing,
Critical Analysis of E-Retailing Strategies and Customer Relationship Management.

Course Outcome

At the end of this course the student will be able to understand
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The contribution of retailers to the product value chain.
Consumer motivations, shopping behaviors, and decision processes for evaluating retail offering and
purchasing merchandise and services.

3. The traditional bases for segmentation and how segmentation can inform retail strategy.

4. How retailers differentiate their offering as an element in their corporate strategy.

5. Factors affecting strategic decisions involving investments in locations, supply chain and information
systems, and customer retention programs.

6. Tactics (pricing, merchandise assortment, store management, visual merchandising, customer service) for
extracting profit from a retail offering.

Text Books
1. Retailing Management (8th ed.) by Michael Levy & Barton A. Weitz, 2012, McGraw-Hill Irwin. ISBN-13
9780073381046.

Reference Books:

e Retailing Management, Text and Cases, 2nd edition, Swapna Pradhan, Tata McGraw Hill Publishing, New
Delhi, 2007
e The Art of Retailing, 2nd Reprint, &nbsp;A J Lamba, Tata McGraw Hill, New delhi, 2008
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Subject MB925 Subject Advanced Service Marketing
Code Title
. Subject o
LTP 400 Credit 4 MM Year I Semester 1
Category

Course Objectives:

The objective of this course is to supplement basic marketing and marketing strategy courses by focusing on
problems and strategies specific to marketing of services. Problems commonly encountered in marketing services
-- such as inability to inventory, difficulty in synchronizing demand and supply, difficulty in controlling quality --
will be addressed. Strategies used by successful services marketers to overcome these difficulties will be
discussed.

Unit I: Introduction:

Introduction to Services: Nature of Services; Characteristics of Services — Intangibility, Inconsistency,
Inseparability and Inventory; Search, experience and credence attributes, Classification of Services; Consumer
versus Industrial Services.

Unit Il: Services Marketing Mix:
Introduction to the 7 Ps of Services Marketing Mix; Product-Service Continuum; Standalone service products;
Service products bundled with tangible products; Service Life Cycle

Unit lll: Customer Satisfaction & Service Quality:

Customer Satisfaction & Service Quality: Monitoring and Measuring customer satisfaction, Order taking and
fulfillment; Service Guarantee - Handling complaints effectively; Defects, Failures and Recovery. Concept and
Importance of quality in Services; How customers evaluate service performance.

Unit IV: Service Quality Models:
Service Quality Models Parsuraman- Zeithamal-Bitner (PZB) Gaps Model, SERVQUAL, and SERVPERF — Gronroos
model.

Unit V: Selected Research Papers:
Service Marketing Mix, Service quality, Service sector, Service Industry, Applying technology to service settings, e-
services.

Learning Outcome- At the end of this course the student will be able to -

1. Explain the unique challenges of services marketing, including the elements of product, price, place,

promotion, processes, physical evidence, and people.

2. Design service quality measurements to build customer loyalty and evaluate the effectiveness and efficiency

of customer service offerings.

3. Explain service blueprinting, the integration of new technologies, and other key issues facing today's

customer service providers and service managers.
4. Conduct a services audit plan for a service firm.

Text Books

1. Valarie A. Zeithaml and Mary Jo Bitner et al, Service Marketing, the fourth edition, McGraw-Hill, 2006 OR

THE LATEST VERSION
Reference Books:

1. Christopher Lovelock &JochenWirtz, Services Marketing: Global Edition, 7/E, 2012, Pearson Higher

Education.
2. Manfred Bruhn, Services Marketing: Managing the Service Value Chain, ©2005 e Financial Times Press.
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Subject Subject . )
MB931 . Industrial Relations and Labour Laws
Code Title
. Subject o
LTP 400 Credit 4 DE Year I Semester 1
Category

Course Objective:

The main objective of this course is to enable students understand the individual as well as organization buying

behavior. Students will also learn about various influencers that shape buyers behavior

Unit I: Introduction
Introduction to Marketing & Consumer Behavior, Psychology & Consumer Behavior, Buyer Various Aspects,
Models of Comprehensive Buyer Behavior, Overview of Consumer Behavior Decision Process, Case study

Unit ll: External Influencers
Culture, Social Class Variables Impacting Consumer Behavior, Sub Culture, Reference Group Variables Impacting
Consumer Behavior, Family Variables Impacting Consumer Behavior, Learning and Memory, Case Study

Unit lll: Psychological Influencers -1

Personality and concept of self, Motivation, Emotion, Perception, Information Processing, Problem Recognition,
Individual Determinants of Consumer Behaviour — Needs and Motivation, Personality and Self Concept,
Perception, Learning, Attitude

Unit IV: Business Buying Behaviour
Models of Industrial Buying Behavior, Patterns of Industrial Buying Behavior in India, Diffusion of Innovation,
Perception, Trust, Selectivities, Cross-cultural Consumer Behavior, Case Study

Unit V: Selected Research Papers:
Four Research papers based on TAM, TRA,TPB, UTAUT, SOR models

Learning Qutcome- At the end of this course the student will be able to -
1. Understand the process and influencers of buyer behaviour of organizations as well as that of individuals.
2. Understand important theories and models in the field of consumer buying behaviour
3. Apply these models for understanding any new age business phenomenon

Text Books
1. Consumer Behaviour, Shiffman and Kanuk , Pearson Publication, 5e.

Reference Books:

1. Hoyer, Wayne and Deborah Mclnnis. Consumer Behavior. Boston: Houghton Mifflin

2. Kardes, Frank (2008), Consumer Behavior Science and Practice, Sputh-Western

3. Solomon, Michael, Gary Bamossy, SerenAskegaard, and Maragreth Hogg (2009), Consumer Behaviour: A
European Perspective, 3 Edition, Pearson Roger D Blackwell ,Paul W Miniard ,James F Engel,
—Consumer Behavior , 1* India Edition, 2008, South Western

4. Del Hawkins, David Mothersbaugh, Amit Mookerjee, —Consumer Behavior: Building Marketing Strategy ,
11" Edition, 2010, , Tata McGraw Hill
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Subject Subject L .
MB932 . Advanced Organization Behavior
Code Title
. Subject o
LTP 400 Credit 4 DE Year I Semester 1
Category

Course Objective:

The main objective of this course is to enable students understand the individual as well as organization buying

behavior. Students will also learn about various influencers that shape buyers behavior

Unit I: Introduction
Introduction to Marketing & Consumer Behavior, Psychology & Consumer Behavior, Buyer Various Aspects,
Models of Comprehensive Buyer Behavior, Overview of Consumer Behavior Decision Process, Case study

Unit ll: External Influencers
Culture, Social Class Variables Impacting Consumer Behavior, Sub Culture, Reference Group Variables Impacting
Consumer Behavior, Family Variables Impacting Consumer Behavior, Learning and Memory, Case Study

Unit lll: Psychological Influencers -1

Personality and concept of self, Motivation, Emotion, Perception, Information Processing, Problem Recognition,
Individual Determinants of Consumer Behaviour — Needs and Motivation, Personality and Self Concept,
Perception, Learning, Attitude

Unit IV: Business Buying Behaviour
Models of Industrial Buying Behavior, Patterns of Industrial Buying Behavior in India, Diffusion of Innovation,
Perception, Trust, Selectivities, Cross-cultural Consumer Behavior, Case Study

Unit V: Selected Research Papers:
Four Research papers based on TAM, TRA,TPB, UTAUT, SOR models

Learning Qutcome- At the end of this course the student will be able to -
1. Understand the process and influencers of buyer behaviour of organizations as well as that of individuals.
2. Understand important theories and models in the field of consumer buying behaviour
3. Apply these models for understanding any new age business phenomenon

Text Books
1. Consumer Behaviour, Shiffman and Kanuk , Pearson Publication, 5e.

Reference Books:

1. Hoyer, Wayne and Deborah Mclnnis. Consumer Behavior. Boston: Houghton Mifflin

2. Kardes, Frank (2008), Consumer Behavior Science and Practice, Sputh-Western

3. Solomon, Michael, Gary Bamossy, SgrenAskegaard, and Maragreth Hogg (2009), Consumer Behaviour: A
European Perspective, 3 Edition, Pearson Roger D Blackwell ,Paul W Miniard ,James F Engel,
—Consumer Behavior , 1% India Edition, 2008, South Western

4. Del Hawkins, David Mothersbaugh, Amit Mookerjee, —Consumer Behavior: Building Marketing Strategy ,
11" Edition, 2010, , Tata McGraw Hill
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Subject Subject L.
MB933 . Organization Development and Change
Code Title
. Subject o
LTP 400 Credit 4 DE Year | Semester 1
Category

Course Objective:

The main objective of this course is to enable students understand the individual as well as organization buying

behavior. Students will also learn about various influencers that shape buyers behavior

Unit I: Introduction
Introduction to Marketing & Consumer Behavior, Psychology & Consumer Behavior, Buyer Various Aspects,
Models of Comprehensive Buyer Behavior, Overview of Consumer Behavior Decision Process, Case study

Unit ll: External Influencers
Culture, Social Class Variables Impacting Consumer Behavior, Sub Culture, Reference Group Variables Impacting
Consumer Behavior, Family Variables Impacting Consumer Behavior, Learning and Memory, Case Study

Unit lll: Psychological Influencers -1

Personality and concept of self, Motivation, Emotion, Perception, Information Processing, Problem Recognition,
Individual Determinants of Consumer Behaviour — Needs and Motivation, Personality and Self Concept,
Perception, Learning, Attitude

Unit IV: Business Buying Behaviour
Models of Industrial Buying Behavior, Patterns of Industrial Buying Behavior in India, Diffusion of Innovation,
Perception, Trust, Selectivities, Cross-cultural Consumer Behavior, Case Study

Unit V: Selected Research Papers:
Four Research papers based on TAM, TRA,TPB, UTAUT, SOR models

Learning Outcome- At the end of this course the student will be able to -
1. Understand the process and influencers of buyer behaviour of organizations as well as that of individuals.
2. Understand important theories and models in the field of consumer buying behaviour
3. Apply these models for understanding any new age business phenomenon

Text Books
1. Consumer Behaviour, Shiffman and Kanuk , Pearson Publication, 5e.

Reference Books:

1. Hoyer, Wayne and Deborah Mclnnis. Consumer Behavior. Boston: Houghton Mifflin

2. Kardes, Frank (2008), Consumer Behavior Science and Practice, Sputh-Western

3. Solomon, Michael, Gary Bamossy, SérenAskegaard, and Maragreth Hogg (2009), Consumer Behaviour: A
European Perspective, 3™ Edition, Pearson Roger D Blackwell ,Paul W Miniard ,James F Engel,
—Consumer Behavior , 1° India Edition, 2008, South Western

4. Del Hawkins, David Mothersbaugh, Amit Mookerjee, —Consumer Behavior: Building Marketing Strategy ,
11" Edition, 2010, , Tata McGraw Hill
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Subject Subject .
MB934 . Advanced Performance Management Practices
Code Title
. Subject o
LTP 400 Credit 4 DE Year I Semester 1
Category

Course Objective:

The main objective of this course is to enable students understand the individual as well as organization buying

behavior. Students will also learn about various influencers that shape buyers behavior

Unit I: Introduction
Introduction to Marketing & Consumer Behavior, Psychology & Consumer Behavior, Buyer Various Aspects,
Models of Comprehensive Buyer Behavior, Overview of Consumer Behavior Decision Process, Case study

Unit ll: External I