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EXECUTIVE MASTERS OF' BUSINESS
ADMINISTRATION (Executive MBA)

SEMESTER-I

Course Code Course Title Credits

Core Courses

MBEXC IOT Management ?i'inciples & OrganizationalB'ehaviour 5

MBEXC 102
Economics for Managers

5

MBEXC 103
Marketing for Executives

5

&fBEXC 104
Financiai and Management Accounting

5

MBEXV IO5
Viva- Voce

2

Value Added Course

MBEXV 106
Fundamentals of Research and Report Writing

J

MOOC Course
4

TOTAL ,o

't EXIT OFTIAV I: Eiecufrve Diptoma in lllanagemenf wiff be awarded afterftrst semester

SEMESTER-2

VIBEXC 201 Corporate Finance

MBEXC 202
Managing Human Resource and Empioyee Relations

)

MBEXC 203 Consumer Behaviour -)

MBEXC 204 Production and Operations Management )

IVIBEXV 205 Viva- Voce 2

Yalue Added Course

MBEXV 206
Optimisation Techniques for Decision Making

)

MOOC Course
4

TOTAL ,o

* EXIT OPTION 2: Executive PG Diploma in Management will be owarded after second

serrtesler

,sI.



SEMESTER -T



Semester-I
(Examinations to be held in December 2023,2024 and 2025)

Course Code: LIBEXClO1

Credits - 5

Contact Hours- 10 hours Per credit

Course Title: Management Principles &
Organizational Behaviour

Msximum Marks - 1{X)

Internal Assessment- 50

End Term Examination- 5{l

Coune Ovemiew

This coune emphasizes on principles of managemen! with focus on managerial functions and

behavioural aspects as well as. their practical ap,plications in the organisation. Proper

understanding of management principles is very necessary and helpfirl for managers as these

p,rinciples act as guidelines for managerial activities' J[s managenent principles insist on

planned activities and systematic organisation aad execution ofresources. The course also aims

at developing a basic rmderstanding of individual and group behavior in organizations. The

sipificance of fhe cor.rrse is that managers undershnd the organizafional impact of individual

md.goag-bchav.iows,.becomtectirin.mtiv*iag'tlEiIffi ' 
beesffi.ablsto crcaE.

anamuintai,uetterrelationshipsbetweenmarragementandemployeesandpredictandcmtrol
employee behavior. The course is based on the foundation of theory with incorporation ofa

strong practical emPhasis-

Corilr,e Ledrfrt tg Odcofires! Ou mccessffrt corfipktio o'fthe et)urse,' Ie stude'ffs $rilt be at'te

to:

1. Undersiald *e pri[ciples ani functioi.ls oi raarageineri ir currsnt l;usiiless eceiext'

2. Apply i.he contemporary models of mairagement to deal with current management

challenges.

3. Analyze the firndamental areas of individuai behaviour'

4. Demonstrate the skills required for leading and motivating people to achieve organizational

objectives.

5. Formulate and solve real life problems using the concepts and models of organizational

b€ltavio{r.

COURSECONTENT

I'NIT I

Evolution of managernent and its professionalization in lndia mmagement and society, global

and comparative mauagemen! strategic planning and policy making TOWS matri:q portfolio

matrix, fundamental functions of mangers etc., any other contemporary area'

UNTTtr
trt rair"ipUoury approach in understating hunran behaviour' organizational behaviour

.".po.rr", ,o global and cultural diversity, evolution of organizational behaviour, perception'

attribution theory, attitudes, personality etc', any other contempomry area'
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Sernester-I

(Examinations to be held in December 2023,2024 and 2W5)

Co'.use Code: MBEXC 101

Credits - 5
Contact Hours- l0 hours per credit

Course Title: Management Principles &
Organizatioual Behaviow
Mo<imum Marks - 100
Intemal Assessment- 50

End Term Examination- 50

TJNIT Itr

This unit smphasises on the thrust areas in organizational behaviour like emotions and
emotional intelligence, learning, motivation, decision making conflict and negotiatio& shess
management, organizational development, organizational culture, team building etc., any other
contemporary area.

UMTIVandUMTY

With the help ofthese units, participants are e4pected to incorporate concepts from the course
'irfi, { {Ed-wofid prujftt Hre'otjerfive of rhe"pojoetwfia is f, Fyide *truotgh
understanding ofhow the theoretical knowledge learnt during ihe course can be applied in the
decision-making process.

The project can be comprehensive case study (covering single organisation/multiflrnctional
a,rea problem formularion, analysis andrecommefidafiotrsy imer-oryimisxional sody (aimed
at comparisor/validation of theory/s,rvey of management practices)/ field-based projects
{empirical study) erc.

Sorle iadicative ..c;:ics ibr the prcjec;,,rc,rt iii ihis cciiise are:

1. Devising Snategic plans to improve otganisational perforrnance
2. Analysis of Contemporary Leadership Models
3. Evaluating Motivational Techniques to enhance employee commitrnent
4. Study ofEmotional Intelligence in select organGation

Suggested Reodings

1' Koon@ Harol4 crn o Donnen, and Heinz weichrich: Essentials of Managenen! Tata
McGraw Hills, New Delhi.

2. Robbins, Stephen p, and Mary Coulter: Managemen! pHI, New Delhi.3. Vashisht[ Neeru: Student's Guide to Management, TAXMANN, New Delhi.4. Luthans, Fred: Organizational Behaviour, McGraw_Hills, New york
5. Robbins, Stephen p: Organizational Behaviour, prentice Hall New Delhi.6. Pareek, U.: Organizafional hocesses, Oxford and IB[I, New Delhi.
7. Rotrbins, $. P.:.Or.geddioad. Eelevior, .keatice.FHl of India.
8. Menzo, D. A., Robbins, S.: Persormel and Hrrma,r Resource Management, prentice Hall

of India New Delhi.
9' Keith Davis, Newstorn, John w.: organizational Behavior, Tata McGraw Hi[ New Dethi.l0' Koon' & weirich, Essentials of Managemenq Tata McGraw Hill publishing company,

New Delhi.
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Semestfr-I
(Examinations to be held in December 2023,2O24 and 2025)

Cousc Codc: MBEXC101

Credits - 5

Contact Hours- l0 hours per credit

Coursc Titlc: Managcmcnt Principlcs &
Organizational Behaviour
Ma"rimum Marts - 100

Intemal Assessment- 50
End Term Examination- 50

Evalustion Crileia

Continuous Compr ehensive Evaluation (CC E)

The candidates will be evaluated on the basis of CCE. After completion of each UMT in
every course tlere shall be intemal assessment of l0 marts each (total 50 mad<s)

Term End Exant

The Terrn End Exam shall have a weightage of 50 marks. The Question Paper will have

three parts A, B and C. In part A, there shall be five questions of 2 marks each from the

syllabus. All the questiols in part A are compulsory (total 10 ma*s). Part B shall consist

of six questions of 05 marks each with practical application of the concePts studied in the-

"oorr". 
All thr qr"siions in part B are compulsory (total 20 marks). Part C shail consist of

two long answer type/ case study questions of l0 marks each. The candidate has to attempt

any one question (total l0 marks).
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Semester-I
(Examinations to be held in December 2023,2O24 arld 202)

Course Code: MBEXC102
Credits - 5

Contact Hours- 10 hours per credit

Course Title: Economics for lanagers
Maximum Marks- lfi)

Internal Assessment- 50
End Term Examination- 50

Ces*fusvie*
The theoretical background of fte subject is microeconomics, but managerial economics is
much more focused on applications of the economic principles in practice and competition in
doing business. This course will use a systematic framework from economics to analyze the
decision making in doing business and to explain rh.t ho\r, the economic principles and is
applications are rela:ed. Based on the critical concepts in microeconomics, the course will
focus on competitive stategies. Towards difierent industries and differeat markets, this
course will analyze that how to select a better sba&ry in pricing, product di:fferentiation, and
otSut competition, etc, and to explain the critical factors to reach beter perfornmce in
.hrdness <leeieio+qeHs&

cowse Leuning oucoms: Atlfie end ofthe course, participants win be able to;

1. Apply knowledge of ttre mechanics of supply and demand to explain working of
martets.

2. Integrate knowledge ofchanges in demand and supply to explain market behavior.

3.. Demonstrate a good knowredge of the relations between production and cos-s.
i' 

'"loficient1v rpply knorv.iecge of -<ey r:aiket sirar:cieistics ic anaii-ze cclsequencesci
different market structure

COURSECONTENT

UNIT I

Demand rxmagement and market f6rces; Forecasting for handring demand; Application of
derrand and supply erasticity; valuing physical o.op;b and inputq pricing i" 

" ""-p"titir"markel

UNffS

Equilibriun of a firm" market skuctures and competition- perfect competition, monopory,
monopolistic competition, oligopoly ftinked demand curve model), price discrimi;don. '

UMT tr
Ecoaomics of Digital platfonns such as Amazoq zomat,-, uber, Netflix and Facebook,
emphasizing their applications in public policy and businesses.

Page 4 of 27



Semester-I
(Examinations to be held in December 2023,2024 urd2025)

UMT IV and LINITV
with-fie }elp of.6ese t_Inits, gtieipants .re orpeeted to incoryr-atetoneeps fu'm fu'eotne-

into a real-world project. The objective of the project work is to provide a thorough

understanding ofhow the theoretical knowledge learnt during the course can be applied in the

decision-making process.

Tfte .poject car De- oorrrFtftetrsive anse sttldy {coverfutg sifigle dgarhationAtffi'?fimctiotfttt

area problem formulation, analysis and recommendations/ inter-organisational study (aimed

at comparison/validation of theory/survey 6f management practicesy field-based projects

(empirical study) etc.

Sd'me ifi'dicatieeffpies forfteitro,i-ccfitirrkirnftie eoEite {fE:
l. Assess market characteristics and finn lwel behaviors

2. Analyze macroeconomic and microeconomic variables at the frm and country levels.;

3. Explore asymmetries and extemalities as forms of market failure and as best practices for

equilibrium outcomes within market structures.

4. Create a business plan

Additional Readings:

The Economist; The Mint Magazine; Business Nervs Today; The Economic Times; The

Hindu; The Finaaciai ExPress

Course eode: lvfBEXe 1.O2

Credits - 5

Contact Hours- l0 hours per credit

Course Title: Econoreiesfor Managers

Maximum Marks- 100

Internal Assessment- 50
End Term ExaminatiorF- 50

Microeconomics (5* Edition). oxford

2.

3.

4.

Suggesteil Reailings
l. Dominick Salvatore (2009). hinciples of

University Press.

pindyclq Rubinfeld and Mehta (2009). Micro Economics (/ Edition). Pearson. Lipsey ard

Cbrystal(2008). Economics. (1lfrldition). OxfordlJnivensiq?ress'

McCanr, Brian T.; Froeb, Luke lv{- (2013)' Manageriat Economics: A problern solving

approach(3d Edition), Cengage Learning.

5. Baye, Michael R- (2014). Managerial economics and business

McCraw-Hill lrwin.

Evaluation Crilqia

strategy (8fr Edition),

Continuous Comprehensive Evaluation (CCE)

The caodidates will be evaluated on the basis ofccE. After completion of each UNIT in every course

there shall be internal assessment of 10 ma*s each (total 50 marks)

Term End Exam

The Term End Exam shall have a weightage of 50 marks. The Question Paper will have three parts A"

e Ld C. h ;* a, there shall bsfive 
"queJaons or z marr<s each^from the syllabus. All the questions in

;;'l; ";;pui.ory 
(totBt ro ma*il. part B shatt consist-of six questiotrs of 05_marks each with

il"tj"J"pp6"utio" of th" 
"on""pt" 

rudied in the co,rse. All the questions in part B are compulsory

it tU:O -ua*}. Pa*C shal.consist of -hr''o 'trong -aas:lrer -type/ case surdy -qestionsof 13 marks

each. The candidate hasto attempt any one question (total l0 marks)'

I ^t\W Page 5 of 27



Semester -I
(Examinations to be held in December 2023,2024 ainil2025)

CoafteCoder MBEXCI,ff3
Credits - 5
Contact Ilours- l0 hours per credit

Coune Tittc Ma*efing{orErecufives
Maximum Marks - Ifi)
Internal Assessment- 50

End Term Examination- 50

evolution; Marketing mix; Strategic marketing
environment. Concept of market Segrnentation,

CotnsOoewiew
The course will help participants understand the major concepts aad tools of marketing, the
environment and how sawlr marketers make quick decisions, make adjusanents to rapidly
changing market conditions, lower costs and build reiationships. In that process, they ensure
share of the market, share of the mind and add to the bottom line.

Course Learning outcomes: on successful completion ofthe course> the students will be able
to;

1. Develop an ability to assess the impact of the environment on marketing firnction.
2' Formulate marketing strategies that incorporate psychological and sociological factors

which influence buying.
3. understand concept of Branding development of product and significance of market

segmentation, targeting and positioning.
4. Anaiyzing marketing charneis and the concept ofproduct <iistribrfion.
5. Evaluate techniques ofsales promotion, significance of marketing research.

UNIT I: Introduciio, to Dlarketing and Brand

Introduction: Marketing concept and its
plaruring, Market Analysis and lvlarketing
Targeting and Positioning

Role of,Braqds jr Mar*eting;. Brand Buildiry, \4sasuriug. aad ManagiggBraed Eagiry;

{JNIT II: Product Lile and Channel Management

Concept ofa produc! Classification of products; Major product decisions; product line andproduct mi4 Product life cycre - strategic implicationsiNew product development pricing
Decisions

Marketing channels: channel Design Decisions; Managing channel Relationships; Rore ofRetailing; Market Logistics; E-commerce and onrine Reta ; Exploiting Grobar Markets;
Socially Responsible Marketing.

I n nlW Page 6 of 27



Semester -I
@xaminations to be held in December 2023 , 2024 all.d 2025)

Co-nne- Coder' lvBEXCt03
Credits - 5

Contact Hours- 10 hours per credit

Conrse TitH Mrrkrtrifig ftr Ex'6c1ri?es-

Maximum Marks - 100

lntemal Assessment- 50

End Tena Examination- 50

UMT III: Marketing Communication Framework

Role of Integrated Marketing Communication; Developing Effective Matketing 2, Public

Relations, Events and Experiences; 14a1agrn8 Personal Communication - Personal Selling,

Direct and interactive Marketing, Word of Mouth.

Social, ethical ard tegal aspects of m-arketing; Marketing of sel'vices; Irtern:ational marketing;

Green marketing; Cyber marketing;

UNIT IV and UMT Y:

With the help ofthese IINITs, participants are exPected to incorporate concepts from the course

info a reat-wortd projert. The objeetive of ihe project work is to 'plovide a'dlorougil

understanding of how the theoretical knowledge leamt during the cowse can be applied in the

decision-making process.

The project can be comprehensive case study (covering single organisation/multifiurctional

area ptoblenr formulation, analysis and reconimetldatiorls)/ inter-organisational snrdy (aimed

at ccr:1panscn ,,alidation of theoryisurv'ey of managernent practices)i f;eld-based pro"iects

1 enDiric al s!"id-".) etc.

Some indicatir''e topics for the proj ect -* oi'k il this cctilse are:

1. Developing lvlarketing Plan of any brand

2. Brand Equitv Evaluation

3. B2B lvlarketing & Sales strategies lor any company

4. Study on marketing mix & competitive analysis

Suggested Readings

1. CW Lamb, J F Hair, Dheeraj Sharma, C McDaniel' (2012)' Marketing- A South Asian

Perspective. Cengage Learning, lndia.

2.Dawnlacobucci;Avinas*rKapoor.(20}t).MarketingManageme[t-ASout}tAsian

Perspective. Cengage Leaming

3. Etzel M.J., Walker B.J. and stanton william J. Marketing concept & cases special

Indian Edition (13th Edition). Tata Mc Graw Hill'

4. Perrault. W.D (Jr.), Cannon, J.P., & McCarthy, E'J' (2010)' Basic Marketing': Tata

Mc Graw,Hill New Delhi

5. Philip Kotler, Kevin Lane Keller, Abraham Koshy and N{ Jha- (2014) Marketing

Ivf€nrigemert-ASotrthAsitmPers.pective(-l4ttrE'dirion):Pearso4Irdia.
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Semester -I
(Examinations to be held in Decem&r 2023 , 2024 and 2025)

C6urst-Cde: IVBEXCfO3
Credits - 5

Contact Hours- 10 hours per credit

Coune Title MakeringfrrEi.ecrtivrf
Maximum Marks - 100
Intemal Assessment- 50

End Term Examination- 50

6. .R;ijan Srixera. Markering Ma*rgerreng, Tara Mccfifi, Hfl.
7. Ramaswamy, V. S., & Namakumari, S. (2009). Marketing management: global

perspective Indian conGxt (4th edition.). New Delhi: Macmillan.

8. Stanton William J - Fundamenrals of Marteting (TATA Mc Graw Hill)

Evaluation Criteril

Conlimtous Comprehensive Evaluation (CCE)
The candidates will be evaluated on the basis of ccE. After completion of each UNIT in
every course there shall be intemal assessment of l0 marks each (total 50 marks)
Term End Exon
The Term End Exarn shall have a weightage of 50 marks. The euestion paper will have
three parts A' B and c. In part A, there shall be five questions of 2 marks eiach fiom the

YBb* All the q]estions in parr A are compulsory (total r0 marks). part B shall consist
of six questions of 05 marks each with practical application of the concepts studi"a a ,t .
course. All the questions in part B are compulsoryftotal 20 marks). part b shall consist of
'i:wo long answer tvpe/ case study questions cf 10 marks each. The candidate ha. to ufi.*pi
any one question (totai 10 rnarks).

I ^^/!t-|,+rrr'
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