SEMESTER I

BUSINESS, GOVERNMENT AND SOCIETY

Sub Codel2MBA21 IA Marks : 50
No.of Lecture Hrs/week : 04 Exam Hrs. : 03 Hours
Total No. of Lecture Hrs. :56 Exam Marks : 100
Practical Component : 01 Hr/ Week

Module I: The Study of Business, Government and Society (BGS)
(4 Hours)

Importance of BGS to Managers — Models of BGS imtships — Market
Capitalism Model, Dominance Model, Countervailingrées Model and
Stakeholder Model — Global perspective — Historigatspective

Module II: The Dynamic Environment (4 Hours)

Historical Forces changing the Business Environmelkey environments of
Business — Power dimensions of Business — Theateperspective —
Sociological perspective

Module IlI: Corporate Governance (8 Hours)

Introduction, Definition, Market model and contrehodel, OECD on
corporate governance, A historical perspective ofpcrate governance,
Issues in corporate governance, relevance of campgovernance, need and
importance of corporate governance, benefits oflgoarporate governance,
the concept of corporate, the concept of governatieoretical basis for
corporate governance, obligation to society, oliliga to investors,
obligation to employees, obligation to customersnagerial obligation,
Indian cases

Module IV: Public Policies (8 Hours)

The role of public policies in governing busine&xvernment and public

policy, classification of public policy, areas diflgic policy, need for public

policy in business, levels of public policy, elerteemf public policy, the

corporation and public policy, framing of publiclipy, business and politics-

levels of involvement, business, government, spaeid media relationship
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government regulations in business, justification regulation, types of
regulation, problems of regulation

Module V: Environmental concerns and corporations (6 Hours)

History of environmentalism, environmental preséiorarole of
stakeholders, international issues, sustainableldpment, costs and benefits
of environmental regulation, industrial pollutiomple of corporate in
environmental management, waste management andtipolicontrol, key
strategies for prevention of pollution, environmardaudit, Laws governing
environment

Module VI: Business Ethics (6 Hours)

Meaning of ethics, business ethics, relation betwethics and business
ethics, evolution of business ethics, nature ofrtass ethics, scope, need and
purpose, importance, approaches to business etbmgces of ethical
knowledge for business roots of unethical behawathical decision making,
some unethical issues, benefits from managing thicworkplace, ethical
organizations

Module VII: Corporate Social Responsibility (6 Hours)

Types and nature of social responsibilities, CSRqgples and strategies,
models of CSR, Best practices of CSR, Need of C&guments for and
against CSR, CSR Indian perspective, Indian exasnple

Module VIII: Business Law (14 Hours)

Law of contract, meaning of contract, agreemenserisal elements of a
valid contract, classification of contracts, proglosind acceptance, free
consent, void agreements

Negotiable instruments act 1881Nature and Characteristics of Negotiable
instruments, Kinds of Negotiable Instruments — Hssory Notes, Bills of
Exchange and Cheques. Parties to Negotiable Institgn Negotiation,
Presentment, Discharge and Dishonor of Negotiahk&rument, Law of
agency, Bailment & Pledge:
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Sale of goods act 1930Definition of Sale, Sale v/s Agreement to Sell,
Goods, price and Time, Condition and Warrantiespress and Implied
Condition, “Doctrine of Caveat Emptor”, Performangf Contract of sale,
Right of Unpaid Seller.

Intellectual property law, law relating to pateritsy relating to copyrights,
law relating to trade mark

Practical Component:

e Students are expected to study any five CSR iniatby Indian
organizations and submit a report for the same.

* A group assignment on “The relationship between ifss,
Government and Society in Indian Context and mejathe same
with respect the models studied in module 1.

» Case studies/Role plays related ethical issues uisinbss with
respect to Indian context.

RECOMMENDED BOOKS:
1. Business, Government, and Society: A Manageriadgtative, Text
and Cases — John F. Steiner, 12/e, McGraw-Hill1201
2. Business and Government — Francis Cherunilam, HPH.
3. Corporate Governance: principles, policies andtes — Fernando
A. C, 2/e, Pearson, 2011.
4. Business Ethics and Corporate Governance - GhosN,BTlata
McGraw-Hill, 2012.
Business Law for Managers, Goel P. K, Biztantrd,220
Corporate Social Responsibility: A Study of CSRd#is in Indian
Industry, Baxi C. V & Rupamanjari Sinha Ray, VikBsblishing
House, 2012.

ou

REFERENCE BOOKS:

1. Business and Society - Lawrence and Weber, 12/@ MaGraw-
Hill, 2010.

2. Business Ethics - Bajaj P. S & Raj Agarwal, Biztan2012.

3. Corporate Governance - Keshoo Prasad, 2/e, PHI.

4. Corporate Governance, Ethics and social respoitgibil
Balachandran V, & Chandrashekharan V, 2/e, PH1,120

5. Corporate Governance — Machiraju H. R, HPH.

6. Business Ethics and Corporate Governance — Pradmal&yr Excel
Books.

7. Corporate Goverance — Badi N. V, Vrinda Publicatid?012.

8. Civic Sense — Prakash Pillappa, Excel Books, 2012.
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INTERNATIONAL MARKETING MANAGEMENT

Sub Code12MBAMM418 IA Marks : 50
No.of Lecture Hrs/week : 04 Exam Hrs. : 03 Hours
Total No. of Lecture Hrs. :56 Exam Marks : 100
Practical Component : 01 Hr/ Week

Module | (7 Hours)
Framework of international marketin@efinition — scope and challenges —
difference between international marketing and dsiimemarketing — the
dynamic environment of international trade — traosi from domestic to
international markets — orientation of managemedt@mpanies

Global e-marketing: The Death of Distance, communications, Targetirg th
individual customers, relationship marketing, iatgivity, Speed to market,
living in an age of technical discontinuities, né@chnologies change the
rules of competition, components of the electraailie chain.

Module II (8 Hours)

Developing a global vision through marketing reshar Breadth and scope
of international marketing research — problems vailability and use of

secondary data — problems in gathering primary datalticultural research
— a special problem — research on internet — aomportunity — estimating

market demand - problems in analyzing and inteirmetresearch

information — responsibility for conducting markegi research —
communicating with decision makers. Identifying eign markets —

classification based on demand — based on the sfagdevelopment — other
bases for division of world markets

Social and Cultural Environment: Basic aspects of society and culture,
Approaches to cultural factors, Impact of Social &ultural Environment on
Marketing Industrial and Consumer Products

Module IlI (7 Hours)

Global marketing management — planning and organizizon: Global
perspective — global gateways — global marketingrhagament — an old
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debate and a new view — planning for global marketdternative market
entry strategies — organizing for global compatitio

Module IV (6 Hours)

Products and services for consumersQuality — Green marketing and
product development, products and culture — anadyproduct components
for adaptation— products for consumers in globalrkets, product
development, product adaptation, product standatidiz, marketing
consumer services globally — marketing of servicbsands in international
markets

Products and services for businesses

Demand in global business to business markets lityjaad global standards
— business services — trade shows' crucial parbusfiness to business
marketing — relationship markets in business ton®ss context

Module V (8 Hosy
Licensing, Strategic Alliances, FDI: Introductior,icensing, Strategic
Alliances, Manufacturing Subsidiaries, Entry Modesl Marketing Control,
Optimal Entry Strategies.

Global Distribution
Introduction, Distribution as Competitive advantadrationalizing Local

Channels, Wholesaling, Retailing, Global Logisti€arallel Distribution,
Global Channel Design

International retailing

International expansion of retailers — internatloredailing defined — retail
format — variations in different markets — genararchandise: retailing —
issues in international retailing

Module VI (7 Hours)
Pricing decisions: Global Pricing Framework, RrigBasics, Marginal Cost
Pricing and its importance, Transfer Pricing, Ceurtade, Systems Pricing,
Pricing and Positioning, price quotation — INCOnNter — preparation of
guotations.

Promotion Decisions
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Promotions — international advertising — sales mion in international
markets — international advertising — direct magjlin personal selling —
exhibition — generic promotions in internationalrketing

Module VII (6 Hours)
Recent trends in India's foreign trade: Institutilbimfrastructure for exports
promotions in India — India's trade policy — exgo#ssistance — exports
documentation and procedures including differemgs$ of documentation

Globalization in India, Opportunities, Constraiatsl Initiatives

India - A Hub for Globalization, Globalization imdia - Post Liberalization,
India’s Strnegths, Strategies for Sustainable Cditiyee Advantage,

Potential for Made in India, Major Globalizationitlatives from Indian

Companies, WTO Regulations and their implicatioms Ihdia, Undesirable
effects of globalization, Government Initiativeseded to foster globalization

Module VIII (2 ta)
The future of global marketing: Six major changes in global marketing

Case studies (5 Hours)

Practical Components:

« Go to the web sites of companies like Coca ColgoTay Nike etc:
study their practices in India as well as their bBotountry in the
areas of technology, pricing, service, warrantyeatilsing etc.

« A toy manufacturer in Channapatna wants to exp@ttys to
Bangladesh and USA. Based on internet research,wddd you
advise them regarding the 4 P’s of marketing? lishwilling to
change his designs too, what would you recommend?

e Study the progress of foreign MNC’s who enteredidndlone
(Yamaha, Ford, Hyundai etc) and those who wentafdndian
partner (Toyota, Honda, Suzuki etc) and study thesgress. Did
it make any difference to have an Indian partner?

e Students can visit international franchises opegatn India like
Mc Donald, KFC, Pizza hut and so forth to get asight about
modes of internalisations covering challenges amdpectus for
franchising.
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