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Course Code: MA2101
Credits: 3


Course Description and Objectives
This course introduces students to basic marketing concepts bucketed into four main topics -branding, customer-centricity, go-to-market strategies and effective brand communications strategies. The course has two components:
1. Videos introducing the subject from Coursera and The Wharton School. Students desiring to do so can also complete all the online course requirements like quizzes etc. to obtain certification from Wharton.
2. Classroom lectures. These lectures will discuss and expand upon the material in the online videos, and support these with case studies, discussions and a project that will help students obtain a more in-depth understanding of the subject.

Evaluation
There will be four components of the evaluation
1. Class Participation: 10 marks. The quality of discussions by students in class will be used to assess this.
2. Group Project: 30 marks - 20 for the project report, 10 for the presentation. The students will work in groups of 4-6 people on a project to be assigned to them.
3. Mid-Term Quiz: 20 marks.
4. End-Term Examination: 40 marks

Recommended Books
Marketing Management (Global Edition) - Philip Kotler, Kevin Lane Keller
Positioning: The Battle For Your Mind - Al Ries, Jack Trout
Optional - The Discipline of Market Leaders - Treacy & Wiersema
Free download of the three professors' books. Optional - the complete books



Session Plan
	Session No.
	Topic
	Reading Material
	Case Study

	1
	Building Strong Brands
	Videos: Marketing 101: Building Strong Brands I & II.
Kotler: Chapter 1
	

	2
	Strategic Marketing
	Video: Strategic Marketing. Book: The Discipline of Market Leaders - Treacy & Wiersema
	

	3
	Segmentation, Targeting, Positioning & Brand Mantra - Part I
	Videos: Segmenting and Targeting, Positioning, Brand Mantra
Kotler: Chapters 9-12
	

	4
	Segmentation, Targeting, Positioning & Brand Mantra - Part II
	
	Clean Edge Razor

	5
	Brand Elements & Experiential Branding
	Video: Experiential Branding
	Apple Stores

	6
	Customer Centricity -
	Week 2 videos.
Article: Customer-Centered Brand Management - Roland Trust, Zeithaml, Lemon
	EMC2: Delivering Customer Centricity

	7
	Go To Market Strategies
	Videos 1-3, Week 3. Article: The Go-To-Market
Approach Startups Need to Adopt; The Customer Has Escaped
	

	8
	Customers and Digital Marketing, Influence and How Information Spreads
	Videos 8-9.
	Managing Online Reviews on Tripadvisor

	9
	The Long Tail, Preference Isolation, How Internet Retailing Startups Grow
	Videos 4-7, Week 3
Original article by Chris Anderson - The Long Tail - https:// www.wired.com/2004/10/tail/
	

	10
	Pricing Strategies - Part I

	Videos 10-11
	Mid-term quiz to be held during this class - 20 questions, 20 marks, 45 minutes

	
11
	Pricing Strategies - Part II
	
	Virgin Mobile: Pricing For The Very First Time

	12
	Pricing Strategies - Part I
	Videos 10-11
	

	13
	Brand Messaging and Marketing Communication
	Videos: The 7 Ms of Marketing Communication; Brand Messaging and Communication
Kotler: Chapter 19
	

	14
	1. Brand Elements: Persuasion
2. Repositioning a brand
	1. Video: Week 4 Video 5 Article: How Advertising Works - Peter Voyer.
2. Video: Week 4 Video 6
	J.C. Penney’s Fair and Square Strategy

	15
	Student presentations of Marketing Magazine
	Expectations
1. Showcase work done on the issues they made
2. Present one article they had put in the magazine, that they found most interesting
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Course Code: FA2101
Credits: 4
Module I (Credits: 3)

Course Learning Goals (CLGs): Upon completion of the course students will develop an understanding of the financial statements and utility of the financial statement to various stakeholders. Students will develop an overall understanding of various forms of business. Students will be able to analyze financial statements for decision malting and assess financial performance & position of organizations.

Course Intended Learning Outcomes (CILOs)
1. To prepare the three financial statements of a corporate enterprise – the Statement of Income, the Cash Flow Statement, and the Balance Sheet.
2. To account for various important elements in the above financial statements like Earning Per Share, Inventory & Long Lived Assets.
3. To be able to interpret the financial statements using comparative, common-size & ratios of a corporate enterprise.
4. To identify the accounting shenanigans and be aware about the accounting frauds.

Course Contents
	Session
	Hours
	Topics to be Covered

	Foundation (Focus on Non-Commercees)

	1
	2.5
	Introduction to Accounting
Basic Intro | Need for accounts | Basics on Flow of Information| Different Forms of Business

	2
	2.5
	Income Statement and Balance Sheet through a case

	3
	2.5
	Cash Flow Statement and Accounting Equation

	4
	2.5
	Practice of Accounting equation through one full case, Journal Entry to Balance Sheet through a detailed example

	Core Classes 

	5
	2.5
	Income Statement: Preparation and Analysis
Accrual vs Cash | Revenue and Expense Recognition|
Provisions Earnings Per share

	6
	2.5
	Balance Sheet: Preparation and Analysis
Other Comprehensive Income

	7, 8
	5
	Cash Flow Statement: Preparation and Analysis
Direct Method | Indirect Method

	9
	2.5
	Inventory Accounting: Valuation | Cost Assumption

	10
	2.5
	Fixed Asset Accounting: Capitalization | Depreciation | Impairment | Disposal

	11
	2.5
	Analysis of Financial Statement

	
	
	Ratios | Common-sizing | Importance of MD&A, Directors Report & Annual Report in general. This shall be done through a case study

	12
	2.5
	Quality of Financial Reporting
∙ Emerging issues and latest developments in Accounting
∙ Case Study: Enron Corporation or Satyam Computers



Main Text Book
· Financial Accounting – A managerial perspective (6th edition) by R. Narayanaswamy (2014). PHI Learning Private Limited.

Study Material
A. Case Studies
· Baron Coburg (Basic Introduction to Financial Statements)
· Symphony Theatre (Advance Case: For practice)
· Gemini Electronics (Ratio Analysis)
· Enron Corporation or Satyam Computers (Accounting Frauds)
B. Others
· Annual Report (Maruti Suzuki India Limited)
· Equity Analyst Report (Tata Motors Limited)

Evaluation Matrix
	Component
	Weightage

	Mid term
	20%

	Continuous Evaluation (Internal Marks)
	40%

	Assignments, Case Studies, Project Work, Class Participation
	

	End Term
	40%







Module II (Credits: 1)
Course Description

This course is an introduction to the use of accounting information for internal planning, decision making and performance evaluation. The main objective is to equip you with the knowledge to understand, evaluate and make practical decisions on the many financial reports used in modern companies. An internal accounting system serves two fundamental purposes. It plans and supports decisions about products, processes, assets and customers. The course covers various aspects and role of managerial accounting in dynamic business environments, costs related to managerial decision-making and application of marginal costing and cost volume profit analysis.

Course Learning Objectives
1. Understand the role of accounting information in common business decisions
2. Differentiate relevant and irrelevant cost information
3. Application of marginal costing in business decision making

Topics to be Covered
The Changing role of Managerial Accounting in a Dynamic Business Environment: Managing resources, activities and people, objectives of managerial accounting activity, the balance score card, Managerial accounting versus financial accounting and Managerial accounting in different types of organizations
Basic Cost Management Concepts: Product Costs, Period costs and expenses, Costs on Financial statement: Income Statement and Balance Sheet, Manufacturing Operations and Manufacturing costs, Costs in Service industry firms and nonprofit organizations, different costs for different purposes
Marginal Costing and Cost-Volume- Profit Analysis: Illustration of cost-volume- profit analysis, The break-even point, Graphing Cost-Volume-Profit, Target Profit: Contribution-margin approach, equation approach, and graphical approach, Applying CVP analysis: Safety margin, changes in fixed expenses, changes in the unit contribution margin, predicting profit given expected volume.

Evaluation Matrix
	S.No.
	Components 
	Weightage

	1
	Class participation/ assignment 
	20%

	2
	Class Test
	30%

	3
	Case Study Analysis & Presentation 
	50%
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3. Introduction to Strategy
Course Code: ST2101
Credits: 3

Course Description
This course focuses on the process through which strategic decisions are formulated and implemented. Students will be placed in the role of key decision makers and asked to address questions related to creation or reinforcement of competitive advantage. First, we look at industry analysis and competitive advantage and then we look at how strategy differs in global contexts. We conclude by addressing development of firm-specific capabilities, including the role of knowledge that contributes to a firm's competitive advantage.

Course Goals
The objective of this course is to help students develop the skills for formulating strategy. It provides an understanding of:
· A firm's operative environment and how to sustain competitive advantage.
· How to generate superior value for customers by designing the optimum configuration of the product mix and functional activities.
· How to balance the opportunities and risks associated with dynamic and uncertain changes in industry attractiveness and competitive position.

Topics to be covered
· Introduction to Strategy
· The Five Competitive Forces that Shape Strategy
· Building Your Company's Vision
· Reinventing Your Business Model
· Blue Ocean Strategy
· The Secrets to Successful Strategy Execution
· Using Balanced Scorecard as a Strategic Management System
· Transforming Corner Office Strategy into Frontline Action
· Turning Great Strategy into Great Performance
· Who has the D? How Clear Decision Roles Enhance Organizational Performance



Course Evaluation
	S.No.
	Specification 
	Weightage

	1
	Ongoing Assessment (Class participation and Topic wise presentations)
	70

	2
	End Term Assessment
	30

	
	Total
	100
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Course Code: LD2101
Credits: 3

Course Description
The students are exposed to personality assessments including the Enneagram, StrengthsFinder and Multiple Intelligences Test to gain a deep understanding of their strengths before beginning their journey into the Programme. The course concludes with the students documenting their personal and professional visions.

Learning Outcomes
· Students will explore and identify their core personal strengths and values.
· They will learn to understand and appreciate different personality types and how to make the most in a team with diverse strengths.
· They will learn to articulate and outline their personal and professional vision for the future.

Recommended reading for students:
1.   StrengthsFinder 2.0 by Tom Rath
2.   “Managing Oneself" Peter Drucker
3.   "What's your vision of the good life", Harvard Business Review
4.   "How will you measure your life?, Harvard Business Review
5.   “Be yourself but carefully”, Harvard Business Review

Content
	Topics
	Class Exercises/Assignments

	
●	Introduction to Understanding the self
	

	
●    The power of vulnerability
●    Takeaways from the Chappal story
●    Importance of an authentic self
●	Thinking through strengths and development goals
	
Video: Brene Brown, the power of vulnerability

	●    Personal anecdotes
●    Vulnerability and safe space
●    Managerial grid model
●    Being, thinking and doing
●	Moving the needle, making people successful
●    Followership, performance
●    Personal transformation
	
Video: Ben Zander

	
●    Explanation of Multiple Intelligences Model by Howard Gardner.
●	Significance of understanding different types of intelligences to challenge conventional educational practices.
●	Multiple Intelligences and relationship with skills and career options.
●	The role of intelligences in organisations and teams.
	
·Taking the Multiple intelligences test.
· Group activity related to primary, secondary and tertiary intelligences of students and their application in differentiated
roles in an organization.

	
●	Discussion on the importance of knowing one’s authentic self and how to avoid self doubt.
	
· 2 assignments required around their personal vision. Peer Coach Exercise

	●	Ideating and discussing their strengths, mission, vision and development goals for the future.
●	Learning and assimilation of all psychometric tests.
●	Discussion around which test was found to be most useful by students through the week
●	Reflections about situations where their new understanding of themselves would have made an impact on real life situations/decisions from the past – and how they may have behaved differently
	
· A problem solving activity and discussing the takeaways from the exercise.

	●	Discussed 9 archetypal characteristics, different personalities based on the Enneagram results.
●	Group activities to understand the individual characteristic of each type and how personalities are always in motion.
●	Hypnosis-based activities to demonstrate behaviour modification.
	
· Enneagram Test Results

	
●	The importance of identifying strengths and discussion around 34 themes listed in the assessment (Achiever, Competition, Learner, Strategic, Woo, etc).
●	Group activity to demonstrate how the combination of strengths affects person's behavior and performance in a team.
●    The significance of developing and
leading with one’s strengths
●	The conflict resolution types and how to navigate through the 5 types
●  Actions and emotional states leading to self awareness
●	Personal inventory for personal conduct.
	

· Identifying top 5 strengths based on StrengthsFinder test.
· Emotional Intelligence test
· Thomas Kilmann Self Perception Instrument
· Think self assessment

	
●	Understanding personal motivators and drivers.
●    Managing self at work and otherwise.


	

	
●    Introduction to NLP
	



Assessment Plan 
	Components
	Weightage

	1. Continuous Evaluation
(Exercises, Quizzes, Assignments, Class Participation)

	60%

	2. Final Presentation
	40%
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5. The Power of Storytelling
Course Code: CC2101
Credits: 3
(L-T-P: 2-1-0/In Class-Out Class: 6-12)

Course Description
This course gets students started on the journey of storytelling by observing the world and themselves and weaving a narrative. At the end of this course the students will be able to observe, think, create and narrate their stories in an effective manner. 

Learning Outcomes
The following are the learning objectives of the course:
1. Students will be able to observe themselves and their surrounding in a rational manner. 
2. Students will be able to think and create narratives. 
3. Students will be able to narrate stories by using different narratives in an impactful manner. 
4. Students will be able to express their stories in written and verbal form. 
5. Students will be able to share their perspective confidently in front of the audience

Syllabus
	Units
	Description

	Concept of a Story
	· Build common understanding about the course 
· Introduction of the course and the concept of stories. 

	How Stories Begin
	· Source of stories in our lives 

	Story Mapping
	· Introduction of Story Mapping 
· Elements of Story Mapping 
· Use of elements in creating stories

	Story Boarding 
	· Introduction of Story Boarding 
· How story Boarding is used 
· Use of Story Boarding in creating stories  

	Identifying Different Narratives
	· Everyone and everything has a story
· How different stories impact us 

	Power of Observation 
	· Introduction  of sensorium 
· How sensorium help us to create a story

	The Art of Listening 
	· Why listening 
· Active and passive listening 
· Be an active listener 

	Creating Stories
	· Detailed practice of different importance components of storytelling 
i. Delivery – Overcome stage fear, work on body language 
ii. Content – Create story, Edit, 
iii. Voice -  Voice modulation, enunciation, pronunciation 



	Sr. No.
	Component
	Weightage

	01
	Attendance
	10

	02
	Assignment
	70

	03
	Class Participation
	20

	
	Total (100)
	100


Assessment Scheme
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[bookmark: _Toc7425458]6. Startup Studio: Identifying Business Opportunities

Course Code: ED2101
Credits: 3

Course Objective
The students will be will identify a viable product/service, develop it as a concept, prototype to the extent possible and launch on a designated day in the semester. The launch should aim to optimize the adoption/sales of the product or service and investment in the launch.

Course Conduct
Interdisciplinary group work is a cornerstone of the Pinnacle MBA programme. Students will form teams of three or four students from the course. Although the team will work on a single launch, the work and contribution from each member needs to be clearly defined. The students can form their own teams or will be assigned teams by the faculty.
As a final submission, students will submit separate project reports (which could have some shared text with other team members) but will emphasise the work of their respective parts. 
The team can launch any product or service which meets the following conditions:
· It should solve a real problem
· It should be both commercially viable, socially acceptable and ethical
· It should be innovative: either entirely new to the world, or a significant improvement on something that exists, or something that is translated from one domain to another in a new way
· The target user for the product/service should be the students of the University.
· The product/service should be developed and prototyped to the fullest extent possible in the time frame of a term. It is not necessary to have a working prototype.

The students will plan their own approach, work schedule, scope of concept/prototype development, research and launch strategy.
On 8-9 October the team will have the opportunity to present its product/service in a 'press conference which will be attended by their chosen invitees.
During the semester, the team will have a weekly check-in with faculty to present their progress, seek feedback and obtain guidance. Attendance will be marked in these sessions.
[bookmark: _Hlk5020550]
Credits & Grading
The course is compulsory for the MBA degree and will have 3 credits. Grading scheme will be as follows:
I. Class presentations & continuous evaluation: 40%
II. Final presentation: 30%
III. Individual Project report: 30%

There will be 3 stage-gate presentations, which will be scheduled every 2-3 weeks. In these sessions, the project teams are expected to make formal presentations on the progress of the launch till then. Some milestones are expected to have been achieved before each of these stage-gates. Non-achievement of these milestones will invite penalty points.
Absence in presentations will lead to loss of marks.	













Trimester II
(Academic Year 2018-19)



[bookmark: _Toc6396738][bookmark: _Toc7425459]Trimester II
[bookmark: _Toc6396739][bookmark: _Toc7425460]7. Introduction to Corporate Finance
Course Code: FA2102
Credits: 3

Course Learning Goals (CLGs)
Corporate Finance includes the evaluation of financial management of corporations, which involves Financing Decisions, Investing decisions and finally the Dividend decisions. The contents have been included to build a solid understanding of the businesses and the rationale behind the financial decisions taken by them to achieve corporate strategic objectives. To understand the course effectively, basic level of financial accounting knowledge is imperative.
Learning outcome statements have been added for all the topics included.

Course Contents
Unit I: Capital Budgeting
The candidate should be able to:
a) Describe the capital budgeting process and distinguish among the various categories of capital projects;
b) Describe the basic principles of capital budgeting;
c) Explain how the evaluation and selection of capital projects is affected by mutually exclusive projects, project sequencing, and capital rationing;
d) Calculate and interpret net present value (NPV), internal rate of return (IRR), payback period, discounted payback period, and profitability index (PI) of a single capital project;
e) explain the NPV profile, compare the NPV and IRR methods when evaluating independent and mutually exclusive projects, and describe the problems associated with each of the evaluation methods

Unit II: Cost of Capital
The candidate should be able to:
a) Calculate and interpret the cost of debt, Preference Share and Equity Share Capital
b) Calculate and interpret the weighted average cost of capital (WACC) of a company;
c) Describe how taxes affect the cost of capital from different capital sources;

d) Describe the use of target capital structure in estimating WACC and how target capital structure weights may be determined;
e) Explain how the marginal cost of capital and the investment opportunity schedule are used to determine the optimal capital budget;

Unit III: Leverages
The candidate should be able to:
a) Define and explain leverage, business risk, sales risk, operating risk, and financial risk and classify a risk;
b) Calculate and interpret the degree of operating leverage, the degree of financial leverage, and the degree of total leverage;
c) Analyse the effect of financial leverage on a company’s net income and return on equity;
d) Calculate the breakeven quantity of sales and determine the company’s net income at various sales levels;
e) Calculate and interpret the operating breakeven quantity of sales.

Unit IV: Dividend Decision
The candidate should be able to:
a) Describe regular cash dividends, extra dividends, liquidating dividends, stock dividends, stock splits, and reverse stock splits, including their expected effect on shareholders’ wealth and a company’s financial ratios;
b) Describe dividend payment chronology, including the significance of declaration, holder-of-record, ex-dividend, and payment dates;
c) Explain why a cash dividend and a share repurchase of the same amount are equivalent in terms of the effect on shareholders’ wealth, all else being equal.

Unit V: Basics on Merger & Acquisitions
The candidate should be able to:
a) Classify merger and acquisition (M&A) activities based on forms of integration and relatedness of business activities;
b) Explain common motivations behind M&A activity;
c) Explain, based on industry life cycles, the relation between merger motivations and types of mergers;

d) Contrast merger transaction characteristics by form of acquisition, method of payment, and attitude of target management;
e) Distinguish among pre-offer and post-offer takeover defence mechanisms;
f) Evaluate a takeover bid and calculate the estimated post-acquisition value of an acquirer and the gains accrued to the target shareholders versus the acquirer shareholders;
g) Explain how price and payment method affect the distribution of risks and benefits in M&A transactions;
h) Distinguish among equity carve-outs, spin-offs, split-offs, and liquidation;
i) Explain common reasons for restructuring.

Unit VI: Working Capital Management
a) Describe primary and secondary sources of liquidity and factors that influence a company’s liquidity position
b) Compare a company’s liquidity measures with those of peer companies
c) Evaluate working capital effectiveness of a company based on its operating and cash conversion cycles and compare the company’s effectiveness with that of peer companies;
d) Describe how different types of cash flows affect a company’s net daily cash position
e) Calculate and interpret comparable yields on various securities, compare portfolio returns against a standard benchmark, and evaluate a company’s short-term investment policy guidelines;
f) Evaluate a company’s management of accounts receivable, inventory, and accounts payable over time and compared to peer companies;
g) Evaluate the choices of short-term funding available to a company and recommend a financing method.

Books
· Corporate Finance Theory and Practice (2nd Edition) by Aswath Damodaran (2007) Wiley India Pvt. Ltd.
· Financial Management Text, Problems and Cases (7th edition) by MY Khan and PK Jain (2014) Mcgraw Higher Education.

Duration: 
Total duration of the course shall be 30 hours.

Pedagogy: 
PPTs, Classroom exercises, discussion on case lets,


Evaluation Matrix

	Component
	Weightage

	Mid term
	20%

	Continuous Evaluation (Internal Marks) Assignment, Case Study, Project Work, class participation
	40%

	End Term
	40%



[bookmark: _Toc6396740][bookmark: _Toc7425461]8. Foundation of Data Analysis
Course Code: ID2111
Credits: 2

Course Description
Organizations are increasingly moving from experience- or intuition-based decision making to fact-based decisions and hence it is essential to develop a firm understanding and hands-on skills in analyzing business data. The present course helps you in developing your analytical skills for analyzing business data and drawing insights from them. Beginning with a refresher module on key numeracy skills and spreadsheet skills, the course largely focuses on statistical methods and techniques to help you understand and visualize data, analyze them and draw inferences scientifically. All analysis shall be performed on real world business data using spreadsheet software and/or statistical packages, such as SPSS and/or R.

Course Learning Objectives (Clos)
Upon successful completion, the student should be able to:
· ∙Understand and appreciate the role of data analysis in business decisions.
· ∙Use spreadsheet and other statistical software to perform data analysis.
· ∙Develop analytical skills to look at business situations from multiple perspectives.

Topics to be Covered
Module 1: Key Numeracy Skills: Basic Algebra and Geometry Concepts
Module 2: Spreadsheet Essentials: Formulas and Functions, Charting, Pivot Tables/Charts, What-IfAnalysis, Data Tables, Statistical Functions
Module 3: Statistical Methods and Techniques: Data Description, Probability Distributions, Sampling and Estimation, Inferential Statistics, Correlation & Regression Analysis

Assessment Scheme             
	Component
	Weightage

	Mid Term Exam
	20

	End Term Exam
	30

	Continuous Evaluation
Group Assignment (20%); Quiz/Exercises (20%); Participation (10%)
	50
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Course Code: CC2102
Credits: 3

Course Description: This course intends to familiarize the students with the process of understanding an existing product, process, service or business method; and subsequently thinking creatively to identify the pain points or opportunity areas for finding new solutions immersing themselves in a problem space. Using a Project Based Learning approach, students will be applying creativity to come up with a number of ideas for solving a problem, evaluate and fine tune the alternate embodiments or processes of the potential solutions for the right value proposition, build a prototype of the new offering, explore patentability and commercial potential. During this experiential learning, students will be introduced to the underlying principles and essential steps of design thinking process: define scope of a project, create a design brief, conduct ethnographic interviews, mine research articles and patents for insights, generate the novel inventive steps, and implement in a real-world situation. 

Learning Outcomes
1. Enhance students’ innovation abilities considering market impact and value creation for users
2. Strengthen students’ individual and collaborative capabilities to identify customer needs and business opportunities through the application of design thinking process
3. Provide experience to translate broad opportunities into actionable innovation possibilities.

Recommended Readings
1. Course handouts will be provided with relevant references to chapters, articles, and patents
2. Brown, Tim. Change By Design- How Design Thinking Transforms Organizations and Inspires Innovation. Harper Collins. ISBN: 9780061766084

Assessment Plan
	Components
	Weightage

	1. Continuous Evaluation
	20

	2. Project Based Activity
	30

	3. Presentation
	10

	4. Term-End Exam
	40
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Course Code: MA2111
Credits: 3

Course Description and Objectives
A clear understanding of consumers and trade customers is essential for taking appropriate marketing decisions for any marketing professional. Marketing Research provides the tools and techniques for enabling this understanding. 
The objective of this course is to equip students with the understanding of these tools and techniques so that they are able to use marketing research as an aid to marketing decision making. needed to be able to use 

Pedagogy
The course will be delivered through lectures, case studies, assignments and a group project.

Evaluation
There will be four components of the evaluation
Class Participation: 10 marks. The quality of discussions by students in class will be used to assess this.
Assignments: 10 marks
Group Project: 40 marks - 20 for the project report, 10 for the presentation. The students will work in groups of 3 - 5 people on a project to be assigned to them. 
Mid-Term Quiz: 10 marks.
End-Term Examination: 30 marks

Recommended Text Book 
Marketing Research - An Applied Orientation (7th Edition) by Naresh K. Malhotra, Satyabhushan  Dash.

	Session No.       (2 hours/ session)
	Topic
	Reading Material
	Case Study
	Daily assignment for students

	1
	Introduction to Marketing Research and Problem Definition 
	Text book Chapters 1 & 2
	Min-cases from text book:
1. Case 2.3- Positioning Strategy for Akon Children’s HospitalVideo 
2. Case 10.1 - Dunkin Donuts
	Project selection: Choose any brand from any category. Define what  you think could be a marketing issue/problem for this brand. 

	2
	Research Design and Writing a Research Brief
	Text book Chapter 3
	Case Study: The New Beetle 501023-PDF-ENG. HBR.
	

	3
	Exploratory Research Design - Secondary Data
	Text book Chapter 4
	2 live exercises on secondary data analysis to be done in class
	1. Formulate a research approach & research design  for the brand selected. Write a research brief on the issue identified
2. Do a survey of the secondary data available on the brand.

	4
	Exploratory Research Design - Qualitative Research - 1
	· Text book Chapters 4 & 5
· An Anthropologist Walks into a Bar, HBR, 2014.
· Kozinets, R (2002), “The Field Behind the Net: Using Netnography for Marketing Research in Online Communities”, JMR.
	· Two mock FGD sessions to be conducted in class by students. 
	

	5
	Exploratory Research Design - Qualitative Research - 2
	
	In-class exercises:
1. Present on project topic - marketing issue and research questions - 5 min x 5 = 25 min
2. Design a discussion guide for an FGD on this topic - use text book as reference - 30 minutes + 10 min x 5 for presenting the guide
	Do pilot qualitative research with consumers for the brand selected. Let them design own questionnaires - can use the subsequent class to show right way of designing questionnaire.

	6
	Descriptive Research Design - Survey and Observation
	Text book Chapter 6
	Groups present findings of pilot qualitative research in class
	

	7
	· Questionnaire design
	Text book Chapter 10
	Class Exercise: Students evaluate & modify questionnaires they used for pilot study
	

	8
	· Measurement and scaling
· Mid-term quiz
	Text book Chapters 8 & 9
	
	

	9
	Project Presentations Part 1 - upto findings of qualitative research
** The 10 marks for project presentation will be awarded basis this presentation, since the project completion will happen only after all the classes end
	
	
	

	10
	Sampling

	Text book Chapters 11 & 12
	
	

	11
	Causal Research Design - Experimentation
Measurement and Scaling
	· Text book Chapter 7
· How to Design Smart Business Experiments. By: Davenport, Thomas H. Harvard Business Review, Feb2009, Vol. 87 Issue 2.
	
	

	12
	Fieldwork and Data Analysis 1
	Text book Chapters 13, 14.
Chapters 15 - 22
	
	

	13
	Data Analysis 2
	Text Book Chapters 15 - 22
	
	

	14
	Data Analysis 3
	Text Book Chapters 15 - 22
	
	

	15
	Report Preparing and Presentation 
	Chapter 23
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Course Code: CC2103
Credits: 3

Course Description
This course will enable students to think from many perspectives, examine data critically, and form well-informed arguments. They will be taught to skillfully analyze, assess and reconstruct any subject, content or problem

Objectives
Students will be able to :-
1. Formulate intelligent questions
2. Evalate data Critically
3. Compose structured arguments
4. Analyze an argument
5. Produce well-reasoned argument

Assessment Scheme

	Sr. No.
	Component
	Weightage (in percentage)

	01
	Attendance
	10

	02
	Assignment
	45

	03
	Class Participation
	10

	04
	Theory Exam
	15

	05
	Project -1  
	20

	
	Total (100)
	100




Syllabus

	Modules 
	Description

	Question Formulation Technique (QFT) 
	The key to critical think is the ability to formulate intelligent questions. Students will be able to create, improve and prioritize their questions. They will be able to use different types of question by using Bloom’s taxonomy to understand the root of any situation, problem or subject.

	Examine Data Critically 

	Students will be able to filter information, separate fact from opinion, identify cognitive biases and become aware of the ladder of inference. They will also be taught to conduct responsible research and basics of bibliography and citation.

	Construct and reconstruct argument

	Students will be taught to construct arguments with sound reasoning. They will be able to support their claims and opinions with compelling data and facts, and present well-informed arguments.  

	Application of Critical Thinking 
	Students will learn to use critical thinking in workplace and business scenarios, case studies and write with a critical voice.  They will learn to critique the information they gather.











[bookmark: _Toc6396744][bookmark: _Toc7425465]12. Startup Studio: Entrepreneurial Mindset & Leadership

Course Code: ED2102
Credits: 3

Course Description
This course intends to familiarize students with concepts pertaining to The Golden Circle, Entrepreneurial Leadership, Design Innovation and Idea Generation. The aim is to give students a deep understanding of these concepts around leadership and entrepreneurship, while also explaining the relevance that each of them holds in the students' current context. With this course, they will be better equipped at understanding their own selves as potential leaders, strengthening their ideological capabilities and identifying shortcomings and potential downfalls in an organisational setting by being able to creatively ideate and innovate solutions on problem statements and situations. With the help of real-life examples, visual aids and various experiential activities - the students are expected to understand the concepts in depth and be able to apply them in their actual entrepreneurial settings. The assignments included will be with the intention of getting them to apply their knowledge to test theoretically, as well as with practical usage.  

Learning Outcomes
1. To improve upon the students’ existing strengths as learners and potential corporate/entrepreneurial leaders and address their weaknesses. 
2. To build the 21st century skill set of “Forever Learning” and collaborate with their peers in an inclusive atmosphere towards entrepreneurial success. 
3. To hone their creative ideation and problem solving skills by giving them conceptual knowledge supplemented with activities and assignments to work on the same. 
4. To build a skill of identifying problems as opportunities and undertaking field specific research activities towards building a valuable product/service.

Recommended Readings

1. Course handouts will be provided with relevant references to chapters, articles, and patents
2. Start with Why - Simon Sinek 







Assessment Plan

	Components
	Weightage

	1. Continuous Evaluation
	30

	2. Project Based Activities
	20

	3. Field Research 
	20

	4. Term-End Assignments 
	30
















Trimester III
(Academic Year 2018-19)
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Trimester III
[bookmark: _Toc6396746][bookmark: _Toc7425467]13. Management of Operations & Supply Chain

Course Code: OP2101
Credits: 3

COURSE DESCRIPTION
This course is concerned with the "production" or "operations" function of an enterprise and some of the tools, which managers have used to deal with problems in this functional area.  The operations function of an organization is that part of the (public or private, profit or non-profit) organization which produces goods and/or services.  The basic mission of this course is to provide an understanding of some of the fundamental problems faced by operations managers and ways to deal with these problems.  In general, we will discuss the design, planning, and control of operations systems.  
	Effective OM blends the interests of customer, employee, and manager, along with those of the public, stockholders, and other stakeholders.  Diverse resources, changing technologies, and hard-to-predict demands add to the challenge.
	 Recent trends such as the emergence of global competition and the rise of service economy, efficient purchasing, production and delivery of goods and services has become a vital part of the survival and success of every organization.  This has become an increasingly critical managerial issue in the presence of more frequent introduction of new products, shorter product life cycle and more sophisticated and quality conscious consumers when competing in the global markets.  In this module, important concepts and the state of the art techniques essential for managing any organization such as Efficient Delivery Systems, Inventory and Supply Chain Management, Logistics, and Quality Management are introduced.

COURSE OBJECTIVE
The objective of this course is to familiarize management students who will either manage operations and also those who manage other areas.  For example, the commitment of order completion dates is set by marketing people but has a direct impact on manufacturing.
	Throughout this course, we will study operations problems and policies using both case studies and theory, and in most instances, we will also develop analytical models to understand the operations function of a firm.  These studies will involve a certain amount of complexity and an array of management tools and techniques.  Both the soft side (guidelines, procedures, and flowcharts) and the hard side (formulas and management science models) will be involved.  


Course Outline
	Day
	Session
	Description
	Resources 

	Feb 28th
	1 and 2
	Course Information and requirements
Pizza App Case
	Notes
Team Assignment

	Feb 28th
	3 and 4
	Service Ops:  The Big Picture 
Student presentations
	

	March 1
	5 and 6
	Manufacturing Operations
The Toy Wagon Factory
	Notes, Team Assignment – In class

	March 1
	7 and 8
	Production planning and Control issues
Student Presentations
	

	Work from Home
	
	Case analysis:  Crane Inc
	Team Based Project for students to do at home – Analysis due:  March 14th

	March 14
	9 and 10
	Crane Inc Discussions
Introduction to Inventory Systems, Basic Models
	Notes, The missing cupcakes case

	March  14
	11 and 12
	Advanced concepts in Inventory Management
	Notes

	March 15
	13 and 14
	Supply Chain Management:  The Beer Game
	In class simulation

	March 15
	15 and 16
	Beer Game De brief, summarizing the big issues
	Notes

	March 19th
	
	Final Exam – In class (2 hours)
	



Teaching and Learning resources: 
Books and reference materials:  Class Notes will be provided, Required case studies will be provided.
	Assessment methods
	Group work or Individual assessment
(% of total of 100)

	1. Case Studies
	30% (Group)

	2. Class Participation
	30% (Individual)

	3. Final Exam
	40% (Individual)



[bookmark: _Toc6396747][bookmark: _Toc7425468]14. Data Analysis for Decisions
Course Code: ID2112 
Credits: 2

Course Description
The present course is a logical extension of the earlier course (Foundation of Data Analysis) in this series and largely focuses on developing hands-on skills in analyzing business data using statistical software, such as SPSS. It helps in taking your analytical skills for analyzing business data to the next level. During the course, many opportunities shall be created to put-to-use the spreadsheet and statistical analysis skills developed earlier. Students shall be working with a variety of data sets drawn from varying business and social contexts.

Course Learning Objectives 
Upon successful completion, the student should be able to:
· Develop hands-on skills in working with statistical software (SPSS).
· Explore data distributions and check for assumptions for drawing statistical inference. Perform univariate, bivariate and multivariate analysis.
· Take their data visualization skills to the next level.
· Develop analytical skills to look at business situations from multiple perspectives.

TOPICS TO BE COVERED
Module 1: Data Exploration
Exploring data to understand central tendency, dispersion and shape of distribution
Module 2: SPSS Essentials
SPSS Environment, Data Editor (Data View, Variable View), Output Viewer, Saving and Retrieving Data Files, Chart Builder
Module 3: Using SPSS for Data Analysis
Data Description, Crosstabs, Exploring Assumptions, Correlation and Regression Analysis, Data Distributions (Normal, t, F, Chi-square), Hypothesis Testing involving mean comparison (t-Test and its variants, ANOVA), Exploratory Factor Analysis, Non-parametric Tests.

            
	Components 
	Weightage 

	Minor Project Work
	20

	End Term Exam
	30

	Participation/Attendance 
	10

	Continuous Evaluation 
Group Assignment (20%); Quiz/Exercises (20%)
	40

	             Total
	100


[bookmark: _GoBack]
Assessment Scheme 









[bookmark: _Toc6396748][bookmark: _Toc7425469]15. Business and Intelligent Machines
Course Code: ID2101
Credits: 3

Course Description: This Course is designed to offer learners an introduction to intelligent machines and related applications in the business world.  Learners would be introduced to technologies like Artificial Intelligence, Machine Learning, Big Data, IoT and Robotics, enabling intelligence in machines. Learners will gain insights into how smartness is being harnessed from data and also would understand the implications of usage of Artificial Intelligence in Business Organizations.

Learning Outcome

On successful completion of this course students will be able to:
· Discuss insightfully role of Artificial Intelligence, Machine Learning, IoT, Robotics and Data science in design and development of Intelligent Machines
· Use Weka for Clustering, Classification and Prediction 
· Consider the opportunities and challenges brought about by Intelligent automation 
· Analyze case studies pertaining to application of Intelligent Machines in business
· Propose and Evaluate use-cases involving Artificial Intelligence, IoT, Robotics and Automation considering economic, social, sustainability and ethical aspects
Assessment Scheme 
	Sr. No
	Component 
	Weightage 

	1
	Attendance
	10

	3
	Class Participation
	10

	2
	Quiz (4)
	40

	4
	Project -1  (One Case Study Evaluated in three stages)
	40

	
	Total (100)
	100



Syllabus

Case Studies on Various Domains including Customer Service, Sales and Marketing, Customer Relationship Management, Human Resource Management, Manufacturing, Operations, Finance,  Auditing, Trading, Smart City, Health Care, Social Impact and Ethics of AI.


[bookmark: _Toc6396749][bookmark: _Toc7425470]16. Digital Marketing
Course Code: MA2102
Credits: 3

Course Description
500 mn consumers in India have gone online - a majority through smart phones and the rest through computers, tablets and AI devices. This number is expected to grow to 850 mn by the end of 2022. Given this scale it is important for businesses to market their products and services through digital channels. There is a sea of difference between the way digital and traditional channels work. Businesses need to learn, acquire and deploy skills and techniques that will help them navigate these differences and use them to their advantage. This course aims at providing an overview of the digital marketing process, the channels and tools available and the issues and concerns that marketers have with digital marketing.

Course Learning Objectives
1. To understand digital marketing eco-system (keeping India in focus)
2. To understand chief driver of digital marketing – data; its sources, collection and usage
3. To understand various channels and tools available to formulate an effective digital marketing strategy/ plan
4. To appreciate various issues related to digital marketing and possible solutions

Topics to be covered
1. Marketing in the digital world – Introduction
2. The Indian digital media landscape
3. Data in Digital Marketing - Importance, Collection, Building the mar-tech stack
4. Channels and tools in Digital Marketing
5. Emerging technologies in digital marketing
6. Brand safety, ad fraud and measures to prevent
7. Digital marketing metrics
8. Legal framework: Privacy, GDPR etc.
9. How to handle agencies
10. Use cases and case studies

Evaluation Scheme
	Component
	Weightage

	Assignments
(Ass-1-15%; Ass-2-30% and Ass-3-15%)
	60%

	Class Participation 
	10%

	Final Assignment/ Project
	30%



Plus, students need to individually get the following certifications to clear the course:
1. Google Analytics for Beginners
2. Google Ads Certification


[bookmark: _Toc6396750][bookmark: _Toc7425471]17. Design & Presentation
Course Code: CC2104
Credits: 2

Course Description
As management students, presenting different ideas and to various kinds of audiences is an integral part of their course. This course enables students to create visual aids, persuasively deliver their content, and engage with their audience. It is intended to enable them to face the audience more confidently, remove their stage fear and discuss more assertively in English. The course will motivate them to look for and articulate the crux of a topic and present in a concise manner. 

Course Learning Objectives (CLOs)
Through this course, the students will be able to - 
· Practice presentation skills to prepare for future business presentations
· Craft content based on audience
· Deliver persuasively using communication checklist
· Practice the use of relevant tools such as MS PowerPoint for their presentations
· Create simple and impactful presentations – use of graphs, charts, pictures, fonts and animation effectively
· Prepare and present various types of presentations based on different scenarios and deliverables; Present on topics that have an impact globally and engage with their audience 
· Pitch their business ideas effectively and engagingly, learning about the various elements that is included in a pitch
· Present and communicate their ideas more confidently in English

Assessment Scheme
	Component
	Weightage

	Individual Assignments I – including 3 short assignments on impactful writing and storytelling, and 1 assignment on presentation on key current affairs 
	30%

	Individual Assignment II
	30%

	Project Presentations
	40%

	Total
	100%
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Course Code: LD2102 
Credits: 2

Course Description 
Values are a basic set of beliefs and ideas held by an individual or organization. Values affect the way people conduct themselves, their decisions, behavior, and world view. In leadership terms, values are not to be confused with morals or ethics. Rather, they define what an individual finds worthy of his or her time and attention. Everything a leader says and does reveals his or her values and the sincerity with which he or she regards those values.

Course Objectives
In line with the above backdrop, this course on ‘Values & Leadership’ focuses on identifying and developing values from self to a holistic perspective. It aims to enhance self-awareness, expand capacity of self-management and self-development. The course is designed to explore what leaders really do to meet adaptive challenges in their environment. It looks at leadership as a process of self-transformation and organizational renewal

Course Elements
· Self-Understanding
· Personal Vision and Purpose
· Self-Discipline
· Positive Attitude
· Overcoming Fears
· Balance in Life
· Contribution to Others
· Achieving Success
· Achieving Happiness

Learning Outcomes
Students will be able to explore, identify, understand, demonstrate, and relate to the following:
· Their core personal strengths and values.
· Their capacity of development. 
· A positive mind set and a humanistic attitude to human actions.

Recommended Readings
1. Corey, G., & Corey, M. S. (2010). I Never Knew I Had a Choice: Explorations in Personal Growth. (9th ed)  Thomson
2. Unless You're Oprah, "Be Yourself" Is Terrible Advice (Adam Grant, The New York Times, 2016
3. Dalai Lama & Desmond Tutu with Douglas Abram. The Book of Joy, Cornerstone Publishers, 2016
4. Dalai Lama & Howard C Cutler. The Art of Happiness at Work. Easton Press, 1998.
5. Debashis Chatterjee. Break Free: Discover Your Leadership Signature, 1 Dec 2006
6. Michael Williams. Mastering Leadership, (2nd ed)

Assessment Plan 
	Components
	Weightage

	1. Continuous Evaluation (Exercises, Quizzes, Assignments, Group Work)
	55%


	2. Final Presentation
	15%

	3. Class Participation                                                                                                                                                       
	10%

	4. Term-End Exam
	20%



Session Plan:

	
Topics
	
Class exercises/assignments

	
●	Introduction to the course
	Learning from Leading Self Course shared.

	
●    Self-understanding 
It is understanding your personality, your beliefs, your values, why you do things the way you do, why you make the choices and decisions in your life and knowing your strengths and areas for development is important as it gives you the power of meta-cognition, the ability to think about thinking and ultimately help you shape the way you want to move forward on your journey towards personal growth.
	Values & Leadership: Action Plan update shared.
Project for the term discussed.
How do you see yourself?
Wheel of Life


	
· Personal Vision and Purpose
It is about knowing where you want to go and how you’re going to get there, it’s like sailing through the ocean with the confidence and ability to set your compass, read your map and push full throttle until you reach your sacred island with the gold. A life without purpose and meaning is like sailing through the ocean with no direction and hoping that you may find an island that is good for you. Finding your purpose is the epitome of achieving personal mastery.
	1. Values & Leadership – Action Plan submitted in last term discussed – Vision Statement, in particular
2. Role – model and the write-up discussed. SRK/Bill Gates /RLR dropped. Suggested: JRDTata, Pichhai, Indira Nooye, APJAK, Mother Teressa, Dhyan Chand, 
3. Three readings shared for submitting learnings.


	· Self-Discipline 
It is about being disciplined and being about to commit to your goals and stay on your journey. Your journey of personal mastery may change over time, and that’s ok, but it’s about you setting your journey and not being swept away with the waves.

	Will be shared in the Class

	· Positive Attitude
It is is about having the right mental attitude to make decisions and take action in your life. It is about seeing the best in yourself, in others and the world in general. Personal mastery is about converting negative energy into positive energy, shaping your thoughts and thinking positively and powerfully.
	Will be shared in the Class

	
· Overcoming Fears
It is about understanding your fears and     taking steps to overcome them. It is about being able to reframe your thinking and shaping challenges as opportunities. The journey towards personal mastery takes away the fear, eliminates any self-limiting beliefs you have had in your life and enhances your confidence, leading to a strong sense of self-belief.
	Will be shared in the Class

	●      Balance in Life
It is about balancing your life and ensuring you are experiencing and giving everything that is important to you. When you are realising personal mastery, you are more aware of your time and energy and how you are spending that time and energy. Personal mastery helps you to make better decisions on where to spend your time and energy so you can balance your life more effectively.

	Will be shared in the Class

	· Contribution to Others 
It is not just about understand oneself, but also about being able to contribute back to society and to others. It is about understanding how you can best help the lives of others and taking steps towards achieving this.

	Involve the students   in a debate (on pros and cons of the subject with examples like MNREGA, etc)

	· Achieving Success
It helps you achieve success in whatever it is that you pursue. When you start to truly understand and behave within the principles of personal mastery, you will start to see your success accelerate. Understanding yourself, knowing what your purpose is, thinking positively and utilising your talents, skills and strengths are sure-fine ways to guide you on your path to personal growth and ultimately achieve success.
	Will be shared in the Class

	· Achieving Happiness 
It is about achieving happiness in life. Happiness is, and ought to be, the ultimate goal of life. Your journey towards personal mastery is about finding what truly makes you happy, and living this out on a daily basis. If you can achieve this, then this is a massive step towards attaining personal mastery.
	Will be shared in the Class
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19. Startup Studio: Idea Generation & Business Modelling

Course Code: ED2103
[bookmark: _Toc6396753][bookmark: _Toc7425474]Credits: 3

Course Description: 
 This course intends to familiarize students with designs pertaining to Innovation Matrix, Idea Generation Thesis and Business Model Canvas. The aim is to give students a deep understanding of these concepts around innovation and opportunity exploration while also explaining the relevance that each of them holds in the students' current context. With this course, they will be beer equipped at understanding their own strengths as potenal startup founders and able to map the same to opportunities problems relevant in the Indian ecosystem. They will also undergo a unique, innovate& powerful brainstorming tool to realize their entrepreneurial dream. It is a card based educational game intended not just to spark the entrepreneurial ﬁre within them but to empower them to become one.  With the help of real-life examples, visual aids and various experiential activities - the students are expected to understand the concepts in depth and be able to apply them in their actual entrepreneurial. The assignments included will be with the intention of generating them to apply their knowledge to test theoretically, as well as with practical usage.  

Learning Outcomes:  
1. To enable the process of visual idea generation techniques and create a platform for group brainstorming matrix 
2. To introduce and engage the students to startup builder tools such as Lean Startup and Business Model Design towards building future ventures and creating entrepreneurial impact 
3. To identify, explore and develop a startup idea that the students will work on for the rest of their studio model sessions across modules 
4. To take them through an intense journey in the life of an “Entrepreneur” by means of an integrated hackathon which will include the key strategy elements: Ideate. Design. Build. Test. Deliver 

 Recommended reading for students: 
1. Course handouts will be provided with relevant references to chapters, arcles, and patents 
2. Lean startup - Eric Ries 

Assessment Scheme: 


	S.No. 
	Component 
	Weightage 

	1
	Continuous Evaluation 
	30

	2
	Project Based  Activities
	30

	3
	Field Research 
	20

	4
	Tern-End Assignment 
	20


 

























 20. Fundamentals of Human Resource Management

Course Code: BS2101
Credits: 3

Course Objective
The effective management of human resources is considered as a crucial component of organizational effectiveness, sustainable competitive advantage and the quality of work life. This course aims to familiarize students with major functions of human resource management in the contemporary workplace. This course will give an overview of human resource management and help them learn to how to develop and manage Human Resources.
Learning Outcomes:
Students will be able to:
1. Explain the importance of human resources and their effective management in organizations.
2. Demonstrate a basic understanding of different functions of human resource management.
3. Describe the meanings of terminology and tools used in managing employees effectively.
4. Describe and assess the basic design elements of organizational structure and evaluate their impact on employees.
Course Content:
The strategic role of Human Resource Management
Students will learn the relevance of Human Resources to business and HRM function as strategic partner in organization, students will to recognize how organizations competes through people. A broad introduction will be given on the current trends on Information Technology in HR function, HRMS, HR Analytics.
Organization Structure
Students will be introduced to the theories and practices of the staff and line functions. The will help them learn how to manage teams by coordination of staff and line function.
Employee Motivation
Students will be able to evaluate the basic principles to manage and motivate employees using approaches to motivation. 
Recruitment and Selection
This will help students analyze the role of recruitment and selection in relation to the organization’s business. This includes demonstrating the appropriate use of job descriptions, application forms and related staffing tools.
Compensation & Benefits management
Students will be able to state the significance of employee benefits to both employers and employees. The will learn the concept of Performance based Pay, Incentives for shop floor, sales and office management functions.
Strategic Talent Management
Students will be introduced to the concept of Differentiated Workforce Management, Employee engagement and employee productivity. This will enable students explain the importance of the performance management system in enhancing employee performance.
Labor laws &Employee Relations 
Students will be able to describe Legal and social dimensions of Industrial Relations. Negotiated Agreements for Wages & Productivity They will also be able to differentiate between cooperation and management of conflict within an organization and the changes that occur in employer-employee relations.
Corporate Social Responsibility
Students will have an overview of the key issues concerning Corporate Social Responsibility (CSR) and the ethical and sustainability challenges facing organizations. Students will be able to recognize and summarize key terms; business practices and discuss differing ethical and social issues faced by organizations.
Human Behavior with reference to Working in Organizations

Evaluation Scheme

	Component
	Weightage

	Class Participation
	20%

	Understanding of the Subject/Topics
	30%

	Project
	50%

	Total
	100
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Course Code: MA2103
Credits: 1

Course Goals
	1. Be able to explain the role that media and PR play in the Marketing Mix

	2. Be able to summarise the key building blocks, players and processes of media and PR, with emphasis on Indian context

	3. Be able to apply the principles and draft a basic media plan with rationale

	4. (Minor: Develop an appreciation of careers in the media space, internship opportunities and how to position oneself for them … self learning, online certifications, competitions etc...)

	Evaluation : Score 70% for 1 credit



	Workshop Outline
	 
	Evaluation Scheme

	Introduction
	 
	

	What is media ? What is PR?
	Interactive
	

	What role do media and PR play in the marketing mix?
	Interactive
	

	Kinds of media and their characteristics
	Interactive
	

	What is each kind of media good for
	Interactive
	

	Pick a brand, think of what media it has used. What could be the brand's objective? 
	Exercise
	20%

	Creative - Media connection. How they work together
	Interactive
	

	Deciding what media to use - Parameters (Target Audience, Markets, Weights, budgets Etc)
	Interactive
	

	(This part will cover Impressions, Reach, TRPs, Freq, Eff Freq, Eff Reach, Clicks, Leads etc) 
	 
	

	Media Research and Data - For TV, Print, Digital, Radio, OOH, In Store, PR etc
	Interactive
	

	Select media mix, given cascading media reach numbers and costs
	Exercise
	20%

	Media Landscape
	Interactive
	

	Careers in Media
	Presentation
	

	Take away Exercise
	 
	

	Exercise 1 : Choose any brand. Given your understanding of the brand what media do you should it use? Give rationale
	 
	20%

	Exercise 2: Choose any one medium. Create a 3 page note on what is the size of the medium, how is it growing, who the key players are, what are the challenges that the medium faces  
	 
	20%

	Class Participation
	 
	20%
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Course Code: MA2104
Credits: 1

Course Goals
	1. Be able to explain what Sales Promotions are and why they are used

	2. Be able to differentiate between different kinds of Sales Promotions. 

	3. Be able to tie in Sales Promotions with objectives

	4. Be able to evaluate Sales Promotions using the ROI framework

	5. (Minor)Understand how companies organized in the context of Sales Promotions



	Workshop Outline
	 
	Evaluation Scheme

	Introduction
	 
	

	What is  a Sales Promotion? Their role in an Indian market context
	PPT/Interactive
	

	Kinds of Sales Promotions and their characteristics
	PPT/Interactive
	

	Role and  relationship between Trade Promotions and Consumer Promotions
	PPT/Interactive
	

	Tying in Promotions with Objectives
	PPT/Interactive
	

	Evaluating Sales Promotions . ROI Calculation
	PPT/Interactive
	

	Sales Promotions - Budgets and Planning
	PPT/Interactive
	

	Sales & Marketing Organization  Structure - Across Organization Sizes
	Interactive
	

	Mini-exercises - Mostly individual at the end of section- evaluated understanding and quality of participation
	 
	50%

	Take away Exercise
	 
	

	Exercise 1 : Collect information on five sales promotions . Pick what you think is the "best" and "worst". Justify your rationale
	Individual
	30%

	Exercise 2: For the business case given to you,  apply the learnings and devise the Promotion Plan  for the planning horizon of a year ( with relevant facts ,related assumptions,  justifications and rationale)
	Group
	20%
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Course Code: EP2101
Credits: 1

Brief: 
An experiential cross-disciplinary module designed and taught by international governance and public policy experts of a European think-tank called Institute for Democracy 21 (www.ifd21.org). Based on a holistic learning model, it enables the 21st century graduate to acquire knowledge, skills and global perspectives about public policy and governance frameworks that shape institutional and societal outcomes. The module also offers a comprehensive understanding of careers across governance, public policy and media. It consists primarily of 2 modules: 1. Gender, Economic Policy & Media 2. Governance & Public Policy

Duration:
2 days (6 hours/day)

Course Methodology:
1. Conceptual Learning (lectures, presentations and focus group discussions)
2. Lecture Series (our stellar guest speaker with domain expertise provides strategic inputs and valuable guidance)
3. Democracy Lab (practical case studies & workshops for providing and hands on understanding, providing a hands-on understanding to graduates)
4. Screenings (documentaries, video logs and audio-visual presentations of global governance practices)

SPEAKERS & MODULES

1. MITALI NIKORE 
· Economist, Asian Development Bank (ADB)
· Former Economist, UN Women
· Alumna of Hindu College & London School of Economics (LSE)
· Gender & Economic Policy Expert, regular contributor to India Ahead news channel and The Times of India

Module: Gender, Economic Policy & Media

Duration = 2 hours
Subtopics: 
· The need for gender to be considered a cross-cutting theme across all sectors (businesses, economic policy, governance, media)
· Gender budgeting – a key tool to implement and track policy initiatives for women
· How gender can be integrated in any project/program (with case studies from the Asian Development Bank)

2. ANKITHA CHEERAKATHIL
· Executive Director-India, Institute for Democracy 21
· Alumna of Paris School of International Affairs, Sciences Po and St. Stephen’s College, DU
· Speaker at ECOSOC and UNESCO
· Ambassador, OLBIOS Network
· Visiting professor at Université Mohammed VI Polytechnique, Morocco

Module: Governance & Public Policy
Duration: 10 hours
Subtopics:

a. Public Policy & Governance: core concepts 
· Introduction to public policy
· Consensus-driven governance: tackling populism in policy decisions
· Participatory democracy: the public vs. public policy
· Unique global governance practices for youth 
· Democracy Lab: Simulations

b. Understanding Media: Framing and Breaking Narratives
· How media shapes public policy decisions
· Understanding propaganda
· Too many sources, too little truth - understanding and tackling fake news
· Corporatization of media
· Democracy Lab - Case studies (analysing media narratives)

c. Career Charting: Intersections between governance, public policy and media
· Career opportunities in the fields of public policy, non-profit, civil society, development consultancy, government and media
· Entering the sector as an outsider - how business and technology graduates can add value
· Democracy Lab - Case studies of young leaders 
· Most sought after courses and skill sets in the public policy and development sector 
· Exposure to governance and development fellowships
· Barriers and perception problems of working in this space







[bookmark: _Toc6396757][bookmark: _Toc7425478]24. A Critical Examination of Ethics & Development

Course Code: LS2101
Credits: 1

COURSE DESCRIPTION:
The course engages with three interplaying sets of ideas falling under broad heads of law, ethics and development. The course will grapple with issues surrounding morality and justice and locate these ideas in relationship between the individual and the society, as manifested in moral aspirations of contemporary decision making. The course dissects how to find out what is the right thing to do, rather than what is the right thing, what are the limits of these findings, the role of law in ascertaining social choices and how must we construct these choices (particularly at leadership levels). In this context the course invokes deontology, utilitarianism, virtue ethics, environment, capabilities, developmental indicators and policy choices at applied level. By design, given the location of the course in a reimagined MBA program, the readings are biased in favour of accessibility rather than their canonical nature. 

COURSE OBJECTIVE:
 The course is meant to ask questions, more than to offer answers. In doing so, it enables critical thinking to understand the way in which these questions must be asked, and manners in which an answer could be sought. In other words, the course cultivates a logical thinking and an appetite for meaningful argumentativeness. The course is not meant to replace a standard course in philosophy and ethics, but poses important questions that disturb many of our mainstream assumptions, which lie buried in the cacophony of standardization obsession of our society. In addition to introducing philosophical concepts to students, navigating across politics, sociology, economics and law, it helps achieve a linear thinking in philosophy. The aim of the course is not only to bring complementary perspectives to important policy questions, it also nudges us to think about the idea of human flourishing.

COURSE OUTLINE
Hour 1: Why ethics now – the Silicon Valley
Hour 2: Open Lecture – Revisiting Ethics of Reservation Policies
Hour 3: Patriotism and Loyalty (continued from open lecture)
Hour 4 and 5: Maximizing pleasure and minimizing pain (aggregate) 
Hour 5 and 6: Categories of right and wrong
Hour 6 and 7: Telos – the central idea of purpose in our actions
Hour 8: Environmental Ethics
Hour 9 and 10: Ethics of development

Readings 

Michael Sandel (2012), Trubek and Santos (2012), Sen (2000), Nussbaum (2011), Ghertner (2008), Williams (1995), Goyal (2015, excerpts), Chamarro-Premuzic (2015), Sandel (1998), excerpts from pages in Stanford Encyclopaedia.
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Course Code: LS2102
Credits: 1

Context
Sustainable development can be classified as development that meets the needs of the present without compromising the ability of future generations. The goal of sustainable development is to create and maintain prosperous social, economic, and ecological systems. These systems are intimately linked: humanity depends on services of ecosystems for its wealth and security. 
Sustainable development is the organizing principle for meeting human development goals while at the same time sustaining the ability of natural systems to provide the natural resources and ecosystem services upon which the economy and society depends . The desired result is a state of society where living conditions and resource use continue to meet human needs without undermining the integrity and stability of the natural system. It has been suggested that "the term 'sustainability' should be viewed as humanity's target goal of human-ecosystem equilibrium (homeostasis), while 'sustainable development' refers to the holistic approach and temporal processes that lead us to the end point of sustainability" 
The Brundtland Report1 emphasized that sustainability is a three-legged stool of people, planet, and profit. Every one of us affects the sustainability of the marketplace and the planet in some way. The aim of this study module is to expand the understanding of business graduates on the touch-points they could have in the larger socio-economic context they will live and work in, and the ways in which their decisions and actions have a multiplier effect on decisions within their organisations, their communities, their countries and eventually the planet.
 Structure of the course: 
 Topic 1: Introduction to Sustainability 
1a) Introduction to the concept of sustainability and sustainable development 
1b) Introduction to Sustainable Development Goals (SDGs): history, context, goals and targets, why they matter 
Reading List: 
1. UN 2012: The Future We Want. http://www.un.org/disabilities/documents/rio20_outcome_document_complete.pdf 
2. UN 2015. Transforming Our World: The 2030 Agenda for Sustainable Development
 3. http://www.un.org/en/development/desa/population/migration/generalassembly/docs/glo balcompact/A_RES_70_1_E.pdf 1 https://en.wikisource.org/wiki/Brundtland_Report 
4. Our Common Future: The Brundtland Report Outcome 1987 https://en.wikipedia.org/wiki/Our_Common_Future 
Topic 2: The three pillars of sustainable development 
This session will delve deeper into the three main pillars of sustainable development include economic growth, environmental protection, and social equality, and their inter-relationships to achieve triple bottomline.
 Reading List: 
1. The three pillars of sustainable institutions https://www.investopedia.com/articles/investing/100515/three-pillars-corporatesustainability.asp 
2. Human Development Report 2016. Technical Notes. http://hdr.undp.org/sites/default/files/2016_human_development_report.pdf
 3. The World Economic Situation-2018 https://www.un.org/development/desa/dpad/wpcontent/uploads/sites/45/publication/WESP2018_Full_Web-1.pdf
 4. The Future of the Global Economy-OECD https://www.oecd.org/futures/35394025.pdf
 5. Sustainability and Triple Bottomline https://www.researchgate.net/publication/322367106_SUSTAINABILITY_AND_TRIPLE_BOTT OM_LINE_AN_OVERVIEW_OF_TWO_INTERRELATED_CONCEPTS 
Topic 3: Sustainable Business Model Canvas 
This session will help scholars understand how to create a sustainable business model, based on which any organisational design and approach can be made sustainable for both new and existing businesses. 
Reading List: 
The Sustainable Business Model Canvas by Alexander Osterwalder https://medium.com/activatethe-future/designing-sustainable-business-models-and-product-service-systems-cd548328e852 
Note for Scholars: • Session 1 will be followed by a class assignment and Introduction to group activity during Session 3 
• The assignment will have a 20% weightage
 • Assignment needs to be submitted at the beginning of Session 2
 • All assignments will be individually submitted Session 2
Topic 4: Measuring Sustainability
 Measurement of sustainability necessitates a key understanding of a few terms and processes, and this session will introduce scholars to the same, including 
4a) Sustainability Reporting 
4b) Sustainability Governance 
4c) Sustainability Indicators
 Reading List: 
1. Global Energy Assessment 2014. Summary Findings, Chapter 19. http://www.iiasa.ac.at/web/home/research/Flagship-Projects/Global-EnergyAssessment/GEA_KF.pdf
 2. Cities Can Save Us. TEDX talk by Aromar Revi https://www.youtube.com/watch?v=EkJyg0lc88A 
3. Measuring Sustainable Development https://sustainabledevelopment.un.org/index.php?page=view&type=400&nr=801&menu=1 515 

Topic 5: Sustainability as a Business Driver 
This session will highlight through case studies ways in which businesses and institutions have benefitted by adopting a more sustainable agenda. 
5a) Case Study 1- NHS
 5b) Case Study 2- SAP 
5c) Case Study 3- Patagonia 
Reading List:
 1. Case Studies on Market Transformation https://sustainabledevelopment.un.org/content/documents/full_rpt.pdf 
2. Investment Needs to Achieve the Sustainable Development Goals (SDGs): Understanding the Billions and Trillions. http://unsdsn.org/resources/publications/sdg-investment-needs/ 
3. Sustainability for Consumer Businesses https://www2.deloitte.com/content/dam/Deloitte/dk/Documents/consumerbusiness/SustainabilityStoryGrowth-120712.pdf
 4. Sustainability drivers for growth http://apki.net/wpcontent/uploads/2012/05/Collaboration-Innovation-Transformation.pdf
 Note for Scholars: 
• Specific Case studies that will be discussed in Topic 5 will be handed over to the scholars at the end of Topic 4 
• Students will be expected to pre-read the case studies and be familiar with them 
• The class discussion will have a 20% weightage
 • Grading will be based on participation and quality of views/discussion points 
Activity and Group applying learnings from Sessions 1-2 
Note for Scholars: 
• Scholars will be expected to come prepared for the activity. Those who have missed either of the two activities in topic 5 and topic 6 will need to update themselves to be able to participate in activity 
•The outcome of the activity will be presented during this session by groups
 • The activity and presentation will have a 60% weightage 
• Grading will be based on participation (20%) and quality of presentation in terms of content (30%) and articulation (10%)
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Course Code: PW2101
Credits: 2

Course Description
Students go through numerous courses and subjects during the year. They go through these courses in an independent and standalone manner. The emphasis is on learning the basics and the theoretical aspects of the subjects. Application if any, is limited.
The capstone is a large case study that students solve in the course of a week. It is designed to give students an opportunity to apply what they have learnt throughout the year, not as standalone subjects, but as connected and interdependent disciplines.
Course Learning Objectives
1. To translate learnings to action/ application
1. To understand how various disciplines are connected
1. To enable revision of subjects that students have taken through the year

Topics to be covered

	1. Financial Analysis of a company leading to recommendations
1. Strategy Analysis company leading to recommendations
1. Marketing Analysis company leading to recommendations
1. New product idea basis insights from consumer research
1. Production management to set up manufacturing facility for the new product
1. Talent/ HR structuring of an independent business unit that will own the new product
1. Marketing strategy for the new product, from scratch



	Timeliness/ Participation
	Fin, Mkt, Strat Analysis + Recommendations
	New Product Idea + Production
	HR + Marketing
	Total

	Out of 25
	Out of 25
	Out of 25
	Out of 25
	Out of 100
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