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Vision of the University 
 

To serve the society by being a global University of higher learning in pursuit of academic 

excellence, innovation and nurturing entrepreneurship. 
 

Mission of the University 
 

• To develop deep disciplinary (domain) knowledge, problem solving ability, 

leadership and interpersonal skills. 

• To encourage students to become lifelong learners & imbibe essential soft skills 

to serve the society with global outlook. 

• To create high quality research center & encourage engagement of students in 

research and innovation. 

• To strengthen entrepreneurial culture through incubation centers. 

• To provide students facilities & opportunities for skill development and 

experiential learning. 

• To establish & maintain close relation among academia, private and public 

Core Values  

Integrity 

Leadership 

Diversity 

Community 
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                                                  Vision of the Sharda School of Business Studies 

 

Crafting a globally esteemed business school dedicated to delivering excellence in value-based education, 

fostering transformative leadership and nurturing entrepreneurial spirit to empower society. 

 

 

                                                   Mission of the Sharda School of Business Studies 

 

M1: To nurture students to become competent, dynamic and accomplished business professionals by developing 

their entire personality. 

M2: To offer cutting-edge expertise in all functional areas of management by developing global business leaders. 

M3: To provide world-class environment to facilitate research and innovation. 

M4: To provide a linkage between industry and academia for the upliftment of the society.  

 

 

                                                                  Core Values 

                                  Excellence, Integrity, Innovation, Commitment and Inspirational Leadership 

 

 

 

 



 

 

 

1.3 Programme Educational Objectives (PEO) 

 

1.3.1 BBA-IAF Program Educational Objectives (PEO) 

The Educational Objectives of the BBA-IAF program of SSBS are: 

 
PEO 1: To empower students with in-depth knowledge of international accounting and 
finance, fostering lifelong learning, professional ethics, and global employability in 
alignment with ACCA’s core values. 
PEO 2: To develop advanced analytical, critical thinking, and decision-making skills 
necessary for interpreting complex financial data and solving real-world business 
problems in a global context. 
PEO 3: To instill a strong foundation in professional ethics, corporate governance, and 
social responsibility, enabling graduates to contribute meaningfully to businesses and 
society. 
PEO 4: To provide global exposure to financial reporting, international audit practices, 
risk management, and taxation through integrated ACCA modules, preparing students 
for careers in international finance and accounting domains. 
PEO 5: To nurture entrepreneurial thinking and enable students to take on challenging 
financial and strategic roles, including those in start-ups, consulting, and global 
enterprises. 
PEO 6: To cultivate leadership, teamwork, and effective communication skills essential 
for working in multinational and cross-functional environments. 
 
1.3.2 PEO to Mission Mapping 

 

 

 

 

 

 

 

 

 

Note: 
3 = High Correlation (Strong and Direct Alignment) 
2 = Medium Correlation (Moderate Contribution) 
1 = Low Correlation (Indirect Support) 

– = No Significant Correlation 
 
 
 
 

PEO \ Mission M1 M2 M3 M4 

PEO1 2 3 3 3 
PEO2 2 3 3 2 
PEO3 3 2 1 3 
PEO4 2 3 2 3 
PEO5 2 3 2 3 
PEO6 3 3 1 2 



 

 

 
 

1.3.2 Program Outcomes (PO’s) 
 

PO1 – Core Business Understanding 

Understand fundamental principles of business administration, management, accounting, finance, and 
economics. 

PO2 – Financial and Accounting Competence 

Apply accounting standards, financial reporting, taxation, auditing, and financial management 
techniques effectively. 

PO3 – Analytical and Quantitative Skills 

Use analytical, statistical, and financial tools for business forecasting, budgeting, and decision-making. 

PO4 – Communication and Professionalism 

Demonstrate professional communication, presentation skills, workplace etiquette, and corporate 
behavior. 

PO5 – Technology and Financial Software Skills 

Utilize ERP systems, accounting software, fintech applications, spreadsheets, and digital financial tools 
efficiently. 

PO6 – Industry Readiness 

Develop practical competencies through industry exposure, internships, projects, and experiential 
learning. 

PO7 – Ethical and Legal Awareness 

Apply ethical standards, corporate laws, taxation laws, and regulatory compliance in business and 
finance functions. 

PO8 – Leadership and Team Collaboration 

Exhibit leadership qualities and collaborative skills in organizational and financial environments. 

PO9 – Global Financial Perspective 

Understand global financial markets, international trade practices, banking systems, and economic 
environments. 



 

 

PO10 – Entrepreneurial and Innovative Thinking 

Develop entrepreneurial orientation and innovative approaches for business and financial problem-
solving. 

PO11 – Career and Lifelong Learning 

Demonstrate adaptability, continuous learning, and professional competence for higher education and 
corporate careers. 

 
1.3.3 Program Specific Outcomes (PSO’s) 

 

The Program Specific Outcomes of the BBA-IAF program of SSBS are: 
 
PSO1: International Accounting and Finance Proficiency 

Demonstrate in-depth knowledge and application of global accounting standards, financial 
reporting, audit, taxation, and performance management in alignment with the ACCA curriculum 
and international regulatory frameworks. 
PSO2: Financial Leadership and Professional Competence 

Apply financial leadership, ethical decision-making, and professional communication to solve real-
world business problems in corporate finance, audit, and global financial management settings. 
PSO3: Strategic Financial Planning and Compliance 

Develop the ability to plan, evaluate, and execute financial strategies while ensuring adherence to 
international compliance, governance, and risk management standards. 
 
1.3.4 PO-PSO Mapping 

 

 

PSO \ PO PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8   PO9   PO10   PO11    

PSO1    2 – 1 2 – – –           3       2         1         2          

PSO2  3 2 – 3 3 – 1           2       3         2          1         

PSO3  3 – 2 2 3 2 2  3       3         2          _          

 

 

Note: 

3 = High Correlation (Strong and Direct Alignment) 
2 = Medium Correlation (Moderate Contribution) 
1 = Low Correlation (Indirect Support) 
– = No Significant Correlation 

 

1.3.5 Mapping of Programme Outcome Vs Programme Educational Objectives 

 



 

 

 PEO1 PEO2 PEO3 PEO4 PEO5 PEO6 

PO1 1 2 2 1 2 2 

PO2 2 2 1 2 2 3 

PO3 2 2 1 2 3 1 

PO4 1 3 2 1 1 2 

PO5 1 2 3 3 2 1 

PO6 2 2 3 2 1 2 

PO7 1 3 1 1 1 1 

PO8 2 2 2 2 2 2 

PO9 2 3 3 2 2 2 

PO10 1 2 3 2 1 2 

PO11 2 2 2 3 3 2 

 

 

 

1. Slight (Low) 2. Moderate (Medium) 3. Substantial (High) 
 



 

 

 
 

SHARDA UNIVERSITY 

School of Business Studies 

Batch: 2025-2028 

Program / Branch: BBA Finance & Accounting_ ACCA TERM: I Session: 2025-2026 
 

 

Course 

Code 

 

Course 

Teaching Load, Credits & Course Evaluation 

 

L 

 

T 

 

P 

 

Total 

 

Credit 

Course 

Type 

CA MSE* ESE Total 

Marks 

BBICC101 
Principles of Management 

3 1 0 4 4 Major 25 25 50 100 

BBICC102 Financial Accounting 
3 1 0 4 4 Major 25 25 50 100 

BBICC103 Business & Technology 
2 1 0 3 3 Major 25 25 50 100 

BBICC104 Business Mathematics 2 1 0 3 3 Minor 25 25 50 100 

BBIAE101 
Communicative English – I 

2 0 2 4 3 AEC 25 25 50 100 

BBISE101 
Human Values & 
Professional Ethics 

1 1 0 2 2 SEC 10 15 25 50 

 

 
BBIVA101 

Community Connect 

Course 1 

Community 
Development and 
Poverty Alleviation 

 

 
0 

 

 
0 

 

 
2 

 

 
2 

 

 
1 

 

 
VAC 

 

30 
 

-- 
 

20 
 

50 

 13 5 4 22 20  175 125 300 600 

 
Signature of Branch Coordinator/HOD Signature of Dean 

 
 *Financial Accounting –BBA ACCA 
 ** Business Organization-BBA ACCA 

 
 
 
 
   



 

 

 
 

SHARDA UNIVERSITY 

School of Business Studies 

 Batch: 2025-2028  

 

Program / Branch: BBA Finance & Accounting_ ACCA TERM: II Session: 2025-2026 
 

 

 

Course Code 

 

 

Course 

Teaching Load, Credits & Course Evaluation 

 

L 

 

T 

 

P 

 

Total 

 

Credit 

Course 

Type 

CA MSE ESE Total 

Marks 

BBICC201 
Corporate and Business Law8 

4 0 0 4 4 Major 
25 25 50 100 

BBICC202 Organisational Behaviour 4 0 0 4 4 Major 25 25 50 100 

BBICC203 Business Statistics 3 0 0 3 3 Minor 25 25 50 100 

BBICC204 Management Accounting  4 0 0 4 4 Major 25 25 50 100 

BBIAE201 Communicative English – II 2 0 2 4 3 AEC 25 25 50 100 

 

BBISE201 
Indian Knowledge System 
(भारतीय �ान 
णाली) 

 

2 
 

0 
 

0 
 

2 
 

2 
 

SEC 
10 15 25 50 

 

 

BBIVA201 

Community Connect Course 2 

Youth Empowerment and 
Leadership/Business Etiquettes 

0 0 2 2 1  

 

 

30 -- 20 50 

 19 0 4 23 21  175 125 300 600 

 
 
Signature of Branch Coordinator/HOD Signature of Dean 

 
 Note:  1) Industry Project 

Students will be required to visit any one industry as per norms and prepare a report. This will be evaluated in the 3rd Semester through a Viva 
Voce. 

    2) The Indian Knowledge System (भारतीय �ान 
णाली) subject will be taught in Hindi as well as in English. The MSE and ESE Question paper 
will be available in Hindi and English. Students will have the option to write the exam in Hindi or English. 



 

 

                       3) Community Connect Field work. Evaluation in 3rd semester. 
 
 
 
 



 

 

SHARDA UNIVERSITY 

School of Business Studies 

Batch: 2025-2028 

 

Program / Branch: BBA Finance & Accounting_ ACCA TERM: III Session: 2026-2027 

 

Course Code 

 

 

Course 

Teaching Load, Credits & Course 

 

L 

 

T 

 

P 

 

Total 

 

Credit 

Course 

Type 

NBBICC301 Marketing Management 4 0 0 4 4 Major 

NBBICC302 
Human Resource Management 

4 0 0 4 4 Major 

NBBICC303 Taxation 4 0 0 4 4 Major 

NBBICC304 Financial Reporting 4 0 0 4 4 Major 

NBBISE301 French Language – I 2 0 0 2 2 SEC 

NBBIVA301A Logical Skills Building and Soft Skills 1 0 2 3 2 SEC 

 
SUACC301P 

Community Connect   0 0 0 2 1 
CC 
 

VACSB301 
Tableau 

0 0 0 0 0  VAC 

MOOCBBAI301 
MOOC 

2 0 0 2                     2   AEC 
      22   0 2 24    23  

 

 
 

Signature of Branch Coordinator/HOD Signature of Dean 



 

 

SHARDA UNIVERSITY 

School of Business Studies 
Batch: 2025-2028 

Program / Branch: BBA Finance & Accounting_ ACCA TERM: IV Session: 2026-2027 

 

Course Code 
Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 

NBBICC401 Financial Management 4 0 0 4 4 Major 

NBBICC402 Research Methodology 4 0 0 4 4 Major 

NBBICC403 Performance Management 4 0 0 4 4 Major 

NBBICC404 Audit and Assurance 4 0 0 4 4 Major 

NBBICC405 
GST Laws 

3 0 0 3 3 Minor 

NBBISE401 French Language-II 2 0 0 2 2 SEC 

NBBIVA401 Communication Skills and Personality Development 1 0 2 3 2 SEC 

VACSB401 Power BI 0 0 0 0 0 VAC 

 Open Elective  

 

2 

 

 

0 

 

 

0 

 

 

2 

 

 

2 

 

 

OE 
 25 0 0 25 25  

 

 

 
Signature of Branch Coordinator/HOD Signature of Dean 

 
 Note: 1. Summer Internship 

Students will be required to undergo a 6-to-8-week summer internship in any one industry as per norms and prepare a report. This 
will be evaluated in the 5th Semester through a Viva Voce. 

 
 



 

 

 
 
 



 

 

SHARDA UNIVERSITY 
 

School of Business Studies 

 
Batch: 2025-2028 

 

Program / Branch: BBA Finance & Accounting_ ACCA TERM: V Session: 2027-2028 

 

 

Course Code Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 

NBBICC501 Strategic Management 4 0 0 4 4 Major 

NBBICC502 
Entrepreneurship Development & Innovation 

4 0 0 4 4 Major 

 Specialisation Course 1 4 0 0 4 4 Major 
 Specialisation Course 2 4 0 0 4 4 Major 

        

NBBISI501P 
Summer Internship Viva Voce 

0 0 2 2 1 SI 

VACSB501 
Tally Pro Basic to advanced level 

 0 0 0 0 0 VAC 

 
Open Elective 

2 0 0 2 2  

 18 0 2 20 19  

 

 

 

Signature of Branch Coordinator/HOD Signature of Dean 
 

  
 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

Note 1: Specialisation Electives (Applicable to Semester 5 & 6): 

In Semesters 5 and 6, each student is required to choose one specialization out of the eight available specialization areas. 
From the selected specialization, the student will study two courses per semester, leading to a total of four specialization 
courses across the 5th and 6th semesters. 

 
 
 
 

Each specialization course carries 4 credits, amounting to a cumulative 16 credits from specialization electives. This ensures 
depth in one domain while maintaining academic load balance. 
The specialization areas offered are: 
 Marketing Management 
 Financial Management 
 Human Resource Management 
 Family Business Management & Entrepreneurship 

 
Note 2: Minimum Batch size for Specialisation Electives (Applicable to Semester 5 & 6): 

A minimum batch size of 45 students is required to offer any particular specialization. 
 
 



 

 

SHARDA UNIVERSITY 

School of Business Studies 
Batch: 2025-2028 

 

Program / Branch: BBA Finance & Accounting_ ACCA TERM: VI             Session: 2028-2029 

 
 

Course Code  

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 

NBBICC601 
International Business Management 

4 0 0 4 4 Major 

NBBICC602 
Artificial Intelligence in Business 

3 0 0 3 3 Minor 
 Specialisation Course 3 4 0 0 4 4 Major 
 Specialisation Course 4 4 0 0 4 4 Major 

NBBIAE601P Research Project 2            0 4 6 4 P 
 17 0 4 21 19  

 Total Credit BBA IAF 127  

 

 
Signature of Branch Coordinator/HOD Signature of Dean 



 

 

Sharda School of Business Studies 

BBA-IAF 

 

Program Specialisation Courses (PSC) 

 
Specialisation 1: Marketing Management 

 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

5
th 

NBBIMM501 Advertising & Brand 
Management 4 0 0 4 4 Major 

NBBIMM502 AI and Digital 
Marketing 4 0 0 4 4 Major 

NBBIMM503 Consumer Behaviour 4 0 0 4 4 Major 
 

 

 

 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 

 

 

6th 

NBBIMM601 Marketing Analytics 4 0 0 4 4 Major 

NBBIMM602 Services Marketing 4 0 0 4 4 Major 

NBBIMM603 Retail Marketing 4 0 0 4 4 Major 



 

 

 

 

Sharda School of Business Studies 

BBA-IAF 

 

Program Specialisation Courses (PSC) 

 

 
Specialisation 2: Financial Management 

 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

5
th 

NBBIFM501 AI in Finance 4 0 0 4 4 Major 
NBBIFM502 Security Analysis and 

Portfolio Management 4 0 0 4 4 Major 
NBBIFM503 Financial Institutions 

and Services 4 0 0 4 4 Major 
 

 

 

 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

6
th 

NBBIFM601 Financial Analytics 4 0 0 4 4 Major 
NBBIFM602 Cost Accounting 

4 0 0 4 4 Major 
NBBIFM603 Banking and 

Insurance 4 0 0 4 4 Major 



 

 

 
 

 

Sharda School of Business Studies 

BBA-IAF 

 

Program Specialisation Courses (PSC) 

 

 
Specialisation 3: Human Resource Management 

 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

5
th 

NBBIHR501 Strategic HRM 4 0 0 4 4 Major 
NBBIHR502 Industrial Relations & 

Labour Laws 4 0 0 4 4 Major 
NBBIHR503 AI in HRM 4 0 0 4 4 Major 

 

 

 

 

 
 
  
 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

6th 

NBBIHR601 Human Resource 
Analytics 4 0 0 4 4 Major 

NBBIHR602 Negotiation and 
Counselling 4 0 0 4 4 Major 

NBBIHR603 International Human 
Resource Management  

4 
 

0 
 

0 
 

4 
 

4 
 

Major 



 

 

 

 

Sharda School of Business Studies 

BBA-IAF 

 

Program Specialisation Courses (PSC) 

 

 
Specialisation 4: Family Business Management & Entrepreneurship 

 

Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

5th 

NBBIFB501 AI & Family Business 
Governance 4 0 0 4 4 Major 

NBBIFB502 Entrepreneurship in 
Family Businesses 4 0 0 4 4 Major 

NBBIFB503 Wealth Management 
& Succession 
Planning 

 

4 
 

0 
 

0 
 

4 
 

4 
 

Major 
 

 

 

 Semester 
Course 

Code 

 

Course 

Teaching Load, Credits & Course 

L T P Total Credit 
Course 

Type 
 

 

6th 

NBBIFB601 Legal and Ethical 
Issues in Family 
Businesses 

 

4 
 

0 
 

0 
 

4 
 

4 
 

Major 
NBBIFB602 Marketing and 

Branding of Family 
Businesses 

 

4 
 

0 
 

0 
 

4 
 

4 
 

Major 
NBBIFB603 Strategic Planning for 

Long-Term Success 4 0 0 4 4 Major 



 

 

 

 
 

                                                             ACCA Qualification 
Nine courses prescribed by ACCA have been integrated into the BBA–IAF syllabus, all of which are eligible 
for exemption from corresponding ACCA examinations. To attain the full ACCA qualification, students are 
required to clear four additional papers beginning from the fourth semester. These examinations will be 
conducted directly by ACCA in accordance with their official guidelines. The additional four courses are 
outlined below: 

 
S. No. Subject Name 

1 Strategic Business Leaders (SBL) 

2 Strategic Business Reporting (SBR) 

3 Advanced Financial Management (AFM) 

4 Advanced Performance Management (APM) 



 

 

    ANNEXURES 
1. BBA-IAF Course Coding 

 

Digits Code Represents 

1st& 2nd Digit BB BBA 

3rd Digit I International Accounting and Finance 

4th & 5th Digit CC Core Course 

AE Ability Enhancement Course 

SE Skill Enhancement Course 

VB Value-Based Course 

SI Summer Internship 

EG Elective (Generic) Course 

MM Marketing Management Specialization 

FM Financial Management Specialization 

HR Human Resource Management 
Specialization 

FB Family Business Management & 
Entrepreneurship Specialization 

IT Information Technology Specialization 

BA Business Analytics Specialization 

HM Hospitality Management Specialization 

HC Health Care Specialization 

6th Digit 1 1st Semester 
2 2nd Semester 

3 3rd Semester 

4 4th Semester 

5 5th Semester 

6 6th Semester 

7th & 8th Digit 01 to 06 Course Number in the Semester 

 

 
2. ABBREVIATIONS USED 

IDC Interdisciplinary Course 

AEC Ability Enhancement Course 

VAC Value Added Course 

SEC Skill Enhancement Course 

SI Summer Internship 

CA Class Assessment 

MSE Mid-Semester Exam 

ESE End-Semester Exam 

L Lecture 

T Tutorial 

P Practical 

SDG Sustainable Development Goals 

AI Artificial Intelligence 



 

 

 

 

 

3rd SEMESTER 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

COURSE PLAN  

1. Course Identification 



 

 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2027–28 

Branch: BBA & IAF Semester: 3rd 

2. Course Details 

S. No Attribute Details 

1.  Course Title Marketing Management 

2.  Course Code ------ 

3.  Credits 4 

4.  

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 
4-0-0-4 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 
00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory 

6.  Course Objective 
The objective of this course is to impart to the students an in-depth understanding of the building 
blocks of marketing and to make the students develop a marketing mind set for effective business 
decision-making, and to help the students understand the challenges of modern-day marketing. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Understand the basic concepts, nature, scope, and importance of 

Marketing management. 

CO2: Explain the structure and components of marketing management 

Including seo, influencing,  

CO3: Apply knowledge of Market planning, destination management, 

and customer service in marketing operations. 

CO4: Analyse marketing trends, traveller behaviour, and operational 

Challenges in the marketing sector for effective decision-making. 

CO5: Evaluate the quality of marketing services, management policies, and Business strategies 

based on industry standards and customer expectations. 

CO6: Design innovative market and management solutions, plans, 

and service strategies that promote sustainable and customer-oriented 

Business practices.. 

8.  Course Description 
This course provides a comprehensive introduction to Marketing Management. It begins with 
variables, data types, operators, and control structures, and progresses using functions and 
objectivities in order to carried out a productive marketing management activities. 

3. Course Outline: 

 
Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction. (15-0-00-15) 30 

Objective 

To familiarize students with marketing Management and develop a clear understanding of the market environment along 
with its basic tools. Study of marketing management; Working with strategies; Understanding the nature; Writing, 
compiling and executing marketing strategy; Demonstration of data available, types, variables, constants, and how to  



 

 

Implement those strategy based on  programs based on expressions with associativity and precedence. 

A 
Overview of Marketing, Definition, nature & scope of Marketing.  
 

CO1, CO2, 

CO3 
Class room Teaching B 

Selling v/s Marketing. Evolution of marketing, concepts; Marketing 
mix, marketing environment. 
. 

C 
Consumer Behaviour - An Overview: Consumer 
Buying Process. 

Unit 2: Market Segmentation and Product Decision.(15-0-0-10)25 

Objective 

To apply decision-making and iterative constructs for designing efficient solutions with appropriate segmenting the 
market, Identify suitability of selection market and implement strategy; Demonstrate that strategy via some concept; 
Apply  iterative solutions to bet the market competition. 

A 

Market segmentation– Need and basis of Segmentation – Targeting – 
Positioning. Product concept. 
 

CO3, CO4 Class room Teaching 

B 
Types of products, Product levels, PLC – Product life cycle, Product 
Life Cycle strategies. 

C New Product Development process 
Unit 3: Pricing and Place Decision.(15-0-0-5)20 

Objective 
To understand functions, and concept of pricing which enhance the progress on the assign marketing channel , method 
and strategy, which leads to the determinant of the intermediaries the decision making process. 

A 

Pricing Decisions: Determinants of Price, Pricing Methods and 
strategies.  
 CO2, CO3, 

CO4, CO5, 

CO6 

Class room Teaching 

B 
Marketing Channel Decision: Channel functions, 
Channel Levels.  

C Types of Intermediaries: Wholesalers and Retailer. 
Unit 4: Promotion Decision.(15-0-0-10)25 

Objective 
To understand promotion, dynamic decision allocation, and strings, and apply these concepts for efficient string 
handling. Demonstration of handling direction in creating; a valuable campaign target your customers. 

A 
Promotion: Nature and importance of Promotion. 
. 

CO3, CO4, 

CO5 
Class room Teaching B Communication process Types of promotion: advertising.  

C 
personal selling, public relations & sales promotion, and their 
distinctive characteristics 

Unit 5: Modern Marketing Trends.(15-0-0-5)20 

Objective 
To understand the-defined structures, and apply them for efficient data organization and processing. Binding 
heterogeneous modern using structured trend that Linked to the implementation marketing principles. 

A E-Marketing – Tele Marketing – M Marketing, Social Marketing. 
CO2, CO3, 

CO4, CO5, 

CO6 

Class room Teaching B 
Online Marketing, Direct Marketing, Services 
Marketing, Green Marketing. 

C Relationship Marketing, Rural Marketing. 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 00 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 



 

 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

1. Marketing Management - Tapan Panda, 5/e, Excel Publication, 2007. 

2. Fundamentals of Marketing Management - Etzel M. J, B J Walker & 

William J. Stanton, 14/e, McGrawHill Education Publishers, 2015. 

3. Marketing: Asian Edition Paul Bainies, Chris Fill Kelly Page third edition, 

Oxford 

 

  



 

 

5. CO–PO  Mapping Matrix 
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PSO1 
Founda
tional 
Busine
ss 
Knowl
edge 

PSO2 
Manageria
l & 
Interperso
nal Skills 

PSO3 
Business 
Planning & 
Operational 
Execution 

 
PO

1 
PO

2 
P

O

3 

P

O

4 

PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO1

0  

 

PO1

1         

CO1 3 1 – – – – – – – 2 3 1 1 1 

CO2 3 2 – – – – – – 1 2 1 1 2 2 

CO3 3 3 2 – 2 2 – – 1 - - 2 2 3 

CO4 2 3 2 2 2 – – – – 1 - 1 3 2 

CO5 2 3 3 2 2 – – – – 2 - 1 1 1 

CO6 2 2 3 2 3 2 – 2 1 3 2 2 3 3 

Avg 2.5

0 
2.3

3 
2.

50 
2.

00 
2.25 2.0

0 
0.00 2.00 1.00 3.21 2.13 

1.33 2.00 2.00 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a programming 

fundamentals course. PO6 and PO10 are  intentionally kept low to avoid artificial inflation. 
 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Builds a strong foundation in computational thinking and structured programming. 
Develops essential skills in problem-solving, coding, and logical reasoning through theory 
and practical exercises. 

SDG 8: Decent Work & 
Economic Growth 3 

Develops industry-relevant programming skills and practical coding proficiency. Enhances 
problem-solving abilities and prepares students for careers, internships, and 
entrepreneurship in IT. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
Enables development of efficient and scalable software solutions. Builds skills in memory 
management, file handling, and structured programming, fostering innovation and digital 
infrastructure. 

SDG 12: Responsible 
Consumption & 
Production 

2 
Promotes efficient and optimized coding practices. Encourages resource-conscious 
programming through memory management and algorithm efficiency. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit Total 



 

 

Lectures 

DD/MM/YY Overview of Marketing, Definition, nature & scope of Marketing. UNIT-1 4 

DD/MM/YY 
Selling v/s Marketing. Evolution of marketing, concepts; Marketing mix, marketing 
environment. 

  

DD/MM/YY 
Consumer Behaviour - An Overview: Consumer 
Buying Process. 

  

DD/MM/YY 
Market segmentation– Need and basis of Segmentation – Targeting – Positioning. 
Product concept. 

UNIT-2 6 

DD/MM/YY 
Types of products, Product levels, PLC – Product life cycle, Product Life Cycle 
strategies. 

  

DD/MM/YY New Product Development process.   

DD/MM/YY Pricing Decisions: Determinants of Price, Pricing Methods and strategies.  UNIT-3 8 

DD/MM/YY 
Marketing Channel Decision: Channel functions, 
Channel Levels.  

  

DD/MM/YY Types of Intermediaries: Wholesalers and Retailer.   

DD/MM/YY 
Promotion: Nature and importance of Promotion. 
Communication process.  UNIT-4 6 

DD/MM/YY 
Types of promotion: advertising.  
Personal selling. 

  

DD/MM/YY Public relations & sales promotion, and their distinctive characteristics.   

DD/MM/YY E-Marketing – Tele Marketing – M Marketing, Social Marketing. UNIT-5 6 

DD/MM/YY 
Online Marketing, Direct Marketing, Services 
Marketing, Green Marketing. 

  

DD/MM/YY Relationship Marketing, Rural Marketing.   

 

 
 
 
 
 
 
 
 
 
 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-2029 

Program: BBA IAF Current Academic Year: 2027-28 

Branch: BBA Semester: III 



 

 

2. Course Details 

S. No Attribute Details 

1.  Course Title Human Resource Management  

2.  Course Code NBBICC302 

3.  Credits 4 

4.  

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 
4-0-0-4 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 
hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs | Credits: 4 

5.  Course Type Theory 

6.  Course Objective 

The objective of this course is to develop students’ understanding of Human Resource Management 
as a strategic function that supports organizational effectiveness and employee development. The 
course aims to provide knowledge and practical skills related to workforce planning, recruitment, 
training, performance management, compensation, employee welfare, labor laws, and emerging 
trends such as HR analytics, AI in HR, diversity, and global HRM. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, students will be able to CO1. Describe the fundamental 
concepts, scope, functions and trends of Human Resource Management and its role in organizational 
success. 

CO2.Analyze the process of Human Resource Planning, including job analysis, recruitment, and 
selection techniques. 

CO3.Evaluate employee learning and development programs and their impact on performance and 
career growth. 

CO4.Apply effective performance appraisal methods and understand their role in employee 
motivation and development. 

CO5.Examine compensation management, employee welfare schemes, and the legal aspects of 
HRM. 

CO6.Assess the use of technology on functioning of HRM. 

 

8.  Course Description 

This course provides an in-depth overview of Human Resource Management (HRM) and its 
strategic role in modern organizations. Students will explore the key functions of HRM, including 
job analysis and design, recruitment and selection, training and development, performance 
management, compensation and benefits, labor relations, and legal and ethical considerations in HR. 
Through case studies, group discussions, and practical assignments, students will develop the skills 
necessary to effectively manage and support an organization's workforce. Emphasis will also be 
placed on the evolving nature of work, diversity and inclusion, employee engagement, and the 
impact of technology on HR practices. 

3. Course Outline: 

 
Units Outline Syllabus CO Mapping Tools Used 

Unit 1: 
 Introduction to Human Resource Management, Trends in HRM 

 (10-0-0-10 = 20 hrs) 

Objective 
To familiarize with the concepts, scope, functions, strategic importance, and emerging trends of Human Resource 
Management in modern organizations. 

A Meaning, Nature, Objectives and Functions of HRM CO1, CO6 PPT, whiteboard, HRM caselets, 



 

 

B Strategic HRM and Organizational Goals Mentimeter/online poll, short HRM videos, 
AI-HRM news snippets 

C Gig Economy, Green HRM, AI in HRM 
Unit 2: Human Resource Planning and Recruitment  (12-0-0-12 = 24 hrs) 

Objective 
To develop understanding of workforce planning, job analysis, recruitment, selection, and onboarding processes used for 
acquiring and managing talent effectively. 

A HR Planning and Forecasting 

CO2, CO1 
Job description template, recruitment portal 
examples, LinkedIn/Naukri samples, ATS 
demo, selection role play, case study 

B Job Analysis and Job Design 

C 
Recruitment methods, Selection process, Social media recruiting, 
onboarding 

Unit 3: Learning, Development & Performance Management  (14-0-0-14 = 28 hrs) 

Objective 
To understand employee training, career development, performance appraisal systems, and feedback mechanisms for improving employee and 
organizational performance. 

A Employee Learning, Personalized learning paths using AI. 
CO3, CO4 

Training design worksheet, LMS/MOOC 
resources, appraisal forms, 360-degree 
feedback template, HR analytics dashboard 
sample 

B Management Development and Career Planning 
C Performance Appraisal Systems and Feedback Mechanisms 

Unit 4: Compensation and Employee Welfare  (12-0-0-12 = 24 hrs) 

Objective 
To provide knowledge of compensation management, reward systems, employee welfare measures, workplace well-
being, and labor laws applicable in organizations. 

A Compensation Structure: Wages, Incentives, and Benefits 

CO5, CO4 
Compensation worksheet, salary slip/payroll 
examples, labour code summaries, welfare 
policy caselets, group discussion 

B 
Employee Welfare and Safety Programs, Employee Well-being and 
Mental Health 

C Legal Framework:  The Four Labor Codes (New Labor Reforms) 
Unit 5: Emerging Trends in HRM  (12-0-0-12 = 24 hrs) 

Objective 
To familiarize with contemporary HR practices including diversity and inclusion, HR analytics, digital HR systems, and 
global HR management practices. 

A Diversity, Equity & Inclusion (DEI) in the Workplace 
CO6, CO1 

HRIS/HR analytics demo, Excel/Google 
Sheets, DEI policy cases, global HRM cases, 
AI tools for HR simulation 

B HR Analytics and Technology in HRM 
C Global HRM 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 60 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities etc.) 
SL: Self Learning,  
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

10% 20% 5% 15% 50% 

*Two Quizzes of 5 marks each. 

References 

Textbook:  

Human Resource Management: K. Aswathappa ,9th Edition, 2023 .McGraw Hill Education.  
 Other references 
 Human Resource Management: Gary Dessler 16th Global Edition, 2023 Pearson Education 
 Human Resource Management: Text and Cases P. Subba Rao 5th Edition, 2022 Himalaya Publishing House 

Essentials of Human Resource Management: Shaun Tyson, Alfred York 6th Edition, 2020 Butterworth-
Heinemann 

 

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 

 
 

CO / 

PO 
PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

               
CO1 3 – – 1 – 1 2 1 – – 2 – 1 1 
CO2 2 – 2 2 – 2 1 2 – – 2 – 2 1 
CO3 2 – 1 2 1 3 – 2 – – 3 – 2 – 
CO4 2 – 2 2 1 2 1 2 – – 2 – 2 1 
CO5 3 2 2 1 – 2 3 1 1 – 2 1 2 2 
CO6 2 – 2 2 3 2 1 2 2 2 2 1 2 2 
Avg 2.3 2.0 1.8 1.6 1.6 2.0 1.6 1.6 1.5 2.00 2.17 1.00 1.83 1.40 

 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops managerial, interpersonal, leadership, and workforce management competencies 
required for professional growth and lifelong learning. 

SDG 5: Gender Equality 2 
Promotes diversity, equity, inclusion, equal opportunity, and gender-sensitive workplace 
practices in organizations. 

SDG 8: Decent Work and 
Economic Growth 

3 
Enhances understanding of workforce planning, employee welfare, productivity, motivation, 
and sustainable employment practices. 

SDG 10: Reduced 
Inequalities 

2 
Encourages fair HR policies, inclusive workplace culture, equal treatment, and ethical 
people management practices. 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit Total Lectures 

DD/MM/YY 
Introduction to HRM: 
Meaning, Nature, 
Scope and Objectives 

UNIT-1 10 

DD/MM/YY Functions and 
Importance of HRM   

DD/MM/YY 
Strategic HRM and 
Organizational 
Effectiveness 

  

DD/MM/YY 
Emerging Trends: Gig 
Economy, Green 
HRM, AI in HRM 

  

DD/MM/YY 

Managing Remote 
Workforce and 
Contemporary HR 
Practices 

  

DD/MM/YY 
Human Resource 
Planning: Meaning 
and Process 

UNIT-2 12 

DD/MM/YY HR Forecasting and 
Workforce Analysis   

DD/MM/YY Job Analysis, Job   



 

 

Description and Job 
Specification 

DD/MM/YY Recruitment Sources 
and Methods   

DD/MM/YY Selection Process and 
Interview Techniques   

DD/MM/YY 
Social Media 
Recruitment and 
Onboarding 

  

DD/MM/YY 

Training and 
Development: 
Concepts and 
Importance 

UNIT-3 14 

DD/MM/YY Training Process and 
Methods   

DD/MM/YY 
E-Learning and AI-
Based Learning 
Systems 

  

DD/MM/YY Career Planning and 
Succession Planning   

DD/MM/YY 
Management 
Development 
Programs 

  

DD/MM/YY 
Performance Appraisal 
Systems   

DD/MM/YY 360 Degree Feedback 
and Modern PMS   

DD/MM/YY 
Compensation 
Management and 
Wage Administration 

UNIT-4 12 

DD/MM/YY 
Incentives, Benefits 
and Reward Systems   

DD/MM/YY Employee Welfare and 
Safety Measures   

DD/MM/YY Employee Well-being 
and Mental Health   

DD/MM/YY 
Labor Laws and Four 
Labor Codes   

DD/MM/YY Industrial Relations 
and Employee Rights   

DD/MM/YY 
Diversity, Equity and 
Inclusion (DEI) UNIT-5 12 

DD/MM/YY HR Analytics and HR 
Information Systems   

DD/MM/YY Digital HR and 
Technology in HRM   

DD/MM/YY 
Global HRM and 
Cross-Cultural 
Management 

  

DD/MM/YY 
International HR 
Challenges and 
Practices 

  

DD/MM/YY Revision and Case 
Discussions   

 

 



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA-IAF Current Academic Year: 2027–28 

Branch: BBA-IAF Semester: III 

2. Course Details 

S. No Attribute Details 



 

 

1.  Course Title Taxation 

2.  Course Code NBBICC303 

3.  Credits 4 

4.  

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 
4-0-0-4 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 
00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

6.  Course Objective 

To provide students with a structured understanding of Indian income-tax law, including basic 
concepts, residential status, heads of income, deductions, tax planning and computation of tax 
liability of individuals. The course develops the ability to interpret provisions, solve practical 
numerical problems, and make reasoned tax-related decisions in real-life contexts. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and describe fundamental concepts and important terms used in income-tax law, 
including income, assessee, assessment year, previous year, gross total income and total income. 

CO2: Explain and apply provisions relating to residential status, tax incidence, salary income, house 
property, business/profession income, capital gains, income from other sources and deductions. 

CO3: Develop step-wise computations of taxable income under different heads of income and 
determine gross total income, total income and tax liability of individuals. 

CO4: Analyze tax implications of different income situations, exemptions, deductions, clubbing 
provisions, set-off and carry-forward of losses. 

CO5: Evaluate tax-planning alternatives by assessing the impact of deductions, exemptions and 
compliance requirements on individual tax liability. 

CO6: Design, and design practical tax-computation and tax-planning solutions for individual 
taxpayers using applicable provisions of the Income Tax Act. 

8.  Course Description 

This course helps students explore Indian income-tax laws covering concepts, provisions and 
computation for individuals. It includes residential status, salaries, income from house property, 
profits and gains from business or profession, capital gains, income from other sources, deductions, 
aggregation of income, set-off and carry-forward of losses, tax slabs and return/compliance 
awareness through practical applications and simple numerical cases. 

3. Course Outline: 

 
Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to Income Tax (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the concept, purpose and essential terminology of income-tax law and to develop initial 
understanding of residential status, tax incidence, tax planning, tax avoidance and tax evasion. 

A 
Introduction to income tax: concept, purpose and definition of 
important terms. 

CO1, CO2, 

CO3 

Income Tax Act, Taxmann 

resources, Income Tax 

Department website, whiteboard, 

spreadsheet, caselets and 

numerical worksheets 

B 
Income, agricultural income, casual income, assessee, assessment 
year, previous year, gross total income and total income. 

C 
Residential status and tax incidence on residents and non-residents. 
Tax evasion, tax avoidance and tax planning. 

Unit 2: Income from Salaries (6-0-12-6 = 24 hrs) 

Objective 
To explain the taxability of salary income and enable students to compute taxable salary after considering allowances, 
perquisites, provident fund and other relevant provisions. 



 

 

A Definition and taxability of salary income. 

CO3, CO4 

Department website, whiteboard, 

calculator/spreadsheet, caselets 

and numerical worksheets, Class 

discussion, statutory provisions, 

numerical practice, 

B Perquisites and allowances: tax treatment. 

C 
Computation of taxable salary income. Provident fund and simple 
numerical problems. 

Unit 3: Income from House Property and Profits & Gains from Business or Profession (8-0-16-6 = 30 hrs) 

Objective 
To develop understanding of computation of income from house property and business/profession by applying annual 
value provisions, permissible deductions and basic computation rules. 

A 
Taxation of income from house property: computation of annual 
value and deductions allowed. 

CO2, CO3, 

CO4, CO5, 

CO6 

Income Tax Act / Bare Act, 

Taxmann resources, Income Tax 

Department website, whiteboard, 

calculator/spreadsheet, caselets 

and numerical worksheets 

B Determination of business income and deductions available. 

C 

Deductions available under profits and gains from business or 
profession (PGBP). Computation of income from house property 
and PGBP: simple numerical problems. 

Unit 4: Capital Gains and Income from Other Sources (6-0-12-6 = 24 hrs) 

Objective 
To enable students to understand types of capital gains, basic computation, exemptions and taxation of income from 
other sources such as interest, dividend and gifts. 

A Capital gains: types, computation and tax treatment. Exemptions. 

CO3, CO4, 

CO5 

Income Tax Act / Bare Act, 

Income Tax Department website, 

whiteboard, 

calculator/spreadsheet, caselets 

and numerical worksheets 

B 
Taxation of income from other sources: interest income, dividend 
income, gift taxation etc. 

C 
Simple numerical problems on capital gains and income from other 
sources. 

Unit 5: Deductions and Computation of Total Income (6-0-10-6 = 22 hrs) 

Objective 
To integrate different provisions for computing gross total income, deductions, total income and tax liability of 
individuals, with basic exposure to clubbing, set-off and carry-forward of losses. 

A Deductions from gross total income. 

CO2, CO3, 

CO4, CO5, 

CO6 

Income Tax Act / Bare Act, 

Taxmann resources, Income Tax 

Department website, whiteboard, 

calculator/spreadsheet, caselets 

and numerical worksheets 

B 

Aggregation of income: clubbing provisions, set-off and carry-
forward of losses. Taxable income after deductions and applicable 
tax slabs. 

C 
Computation of total income and tax liability of an individual: 
simple numerical problems. 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 30 hrs) 

TW: Term work may include assignments, seminars, micro projects, class presentations, case studies, tax-
computation worksheets and student activities related to income-tax awareness. 
SL: Self-learning may include reading official income-tax resources, solving additional numerical problems, 
preparing tax-planning notes, exploring e-filing awareness material and studying current tax updates from credible 
sources. 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 
Textbook: 1. Ahuja, Girish and Gupta, Ravi - Income Tax Law and Practice, Bharat Law House. 2. Singhania, 
Vinod K. and Singhania, Monica - Students Guide to Income Tax, Taxmann Publications Pvt. Ltd. 
Important Web Links: https://incometaxindia.gov.in/,  https://www.taxmann.com/, https://www.investopedia.com/ 



 

 

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 
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PO

1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PSO

1 
PSO

2 
PSO

3 

CO1 3 1 1 1 0 2 1 1 1 1 2 2 1 1 

CO2 3 2 2 1 0 3 1 2 1 1 3 2 1 2 

CO3 3 3 3 2 0 2 2 2 1 2 3 2 2 3 

CO4 3 3 3 2 1 3 1 2 1 3 3 2 2 3 

CO5 3 3 3 2 1 3 1 3 1 3 3 2 3 3 

CO6 3 3 3 3 2 3 2 3 1 3 3 3 3 3 

Avg 3.1 2.5 2.50 1.83 0.67 2.67 1.33 2.17 1.00 2.17 2.83 2.17 2.00 2.50 

 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a programming 

fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Builds conceptual and practical understanding of taxation, computation, compliance and 
informed financial decision-making. 

SDG 8: Decent Work & 
Economic Growth 

3 
Develops tax literacy, employability-oriented financial knowledge and professional 
awareness relevant for business, entrepreneurship and employment. 

SDG 10: Reduced 
Inequalities 

2 
Improves understanding of tax deductions, exemptions and compliance, supporting wider 
financial inclusion and informed participation in the formal economy. 

SDG 16: Peace, Justice 
and Strong Institutions 2 

Promotes awareness of lawful tax compliance, transparency, ethical financial conduct and 
responsible citizenship. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Introduction to income tax: concept, purpose and definition of important terms. UNIT-1 4 

DD/MM/YY Income, agricultural income and casual income.   

DD/MM/YY Assessee, assessment year, previous year, gross total income and total income.   

DD/MM/YY Residential status: basic concepts.   

DD/MM/YY Definition and taxability of salary income. UNIT-2 6 

DD/MM/YY Allowances: meaning and tax treatment.   

DD/MM/YY Perquisites: meaning and tax treatment.   

DD/MM/YY Provident fund: basic provisions.   

DD/MM/YY Computation of taxable salary income - step-wise approach.   

DD/MM/YY Taxable salary: simple numerical problems.   

DD/MM/YY Income from house property: charging provisions and annual value. UNIT-3 8 

DD/MM/YY Computation of annual value.   

DD/MM/YY Deductions allowed from house property income.   

DD/MM/YY House property income: simple numerical problems.   

DD/MM/YY Business income: meaning and basic computation framework.   

DD/MM/YY Determination of business income and permissible deductions.   

DD/MM/YY Deductions available under PGBP.   

DD/MM/YY PGBP income: simple numerical problems.   

DD/MM/YY Capital gains: meaning, types and tax treatment. UNIT-4 6 

DD/MM/YY Computation of capital gains: basic framework.   

DD/MM/YY Exemption under section 54.   

DD/MM/YY Capital gains: simple numerical problems.   

DD/MM/YY Income from other sources: interest and dividend income.   

DD/MM/YY Gift taxation: basic provisions.   

DD/MM/YY Deductions from gross total income: overview. UNIT-5 6 

DD/MM/YY Important deductions and their impact on total income.   

DD/MM/YY Aggregation of income and clubbing provisions.   

DD/MM/YY Set-off and carry-forward of losses.   

DD/MM/YY Taxable income after deductions and applicable tax slabs.   

DD/MM/YY Computation of total income of an individual.   

 



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA-IAF Current Academic Year: 2027–28 

Branch: BBA-IAF Semester: III 

2. Course Details 



 

 

S. No Attribute Details 

9.  Course Title Financial Reporting 

10.  Course Code NBBICC304 

11.  Credits 4 

12.  
Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 
4-0-0-4 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 
00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

13.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

14.  Course Objective 

To introduce students to the principles, practices, standards, analysis techniques, corporate financial 
reporting issues, financial instruments, and specialized reporting requirements used in preparing and 
interpreting financial statements. The course also emphasizes ethical and legal considerations related 
to the accounting profession. 

15.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and understand the concepts, applications, and framework of Indian Accounting 
Standards, International Accounting Standards, IFRS, accounting policies, estimates, and errors. 

CO2: Explain and apply financial analysis techniques, including ratio analysis, vertical analysis, 
horizontal analysis, common-size statements, trend analysis, and comparative financial statement 
analysis. 

CO3: Develop structured understanding and reporting solutions for corporate financial reporting 
issues, including parent, subsidiary, associate, corporate restructuring, statement of changes in 
equity, and consolidated financial statements. 

CO4: Analyze reporting procedures for financial instruments, including recognition, derecognition, 
offsetting, goodwill impairment, and compound financial instruments. 

CO5: Evaluate financial reporting practices of other organizations such as mutual funds, non-
banking finance companies, and merchant bankers, and assess their reporting implications. 

CO6: Design, and design an integrated financial reporting and analysis framework by applying 
accounting standards, corporate reporting principles, financial instruments, and organization-specific 
reporting practices. 

16.  Course Description 

This course provides a comprehensive study of financial reporting principles and practices. It covers 
Indian and international accounting standards, financial statement analysis, corporate financial 
reporting, reporting of financial instruments, consolidated statements, and reporting practices of 
specialized organizations such as mutual funds, NBFCs, and merchant bankers. 

3. Course Outline: 

 
Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to Accounting Standards for Transactions (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the framework of accounting standards, ICAI interpretations, guidance notes, Ind AS, 
International Accounting Standards, IFRS mechanics, accounting policies, estimates, and errors. 

A 
Accounting standards; interpretations and guidance notes issued by 
the ICAI. 

CO1, CO2, 

CO3 

Financial statements, annual 

reports, ICAI resources, Ind 

AS/IFRS summaries, 

Excel/Google Sheets, case 

studies, Smartboard, databases 
B 

Difference between Indian Accounting Standards and International 
Accounting Standards; mechanics of accounting; Accounting 
Standards and IFRS. 



 

 

C 
Accounting policies, accounting estimates and errors; ethical and 
legal considerations in financial reporting 

Unit 2: Analysis and Interpretation of Financial Statements (6-0-12-6 = 24 hrs) 

Objective 
To explain and apply financial statement analysis techniques for assessing organizational performance, liquidity, 
solvency, profitability, efficiency, trends, and financial strengths and weaknesses. 

A 
Ratio analysis: liquidity, solvency, profitability and efficiency 
ratios. 

CO3, CO4 

Financial statements, annual 

reports, ICAI resources, Ind 

AS/IFRS summaries, 

Excel/Google Sheets, case 

studies, smartboard, online 

databases 

B 
Vertical and horizontal analysis techniques; common-size financial 
statements. 

C 
Trend analysis and comparative financial statement analysis; 
identifying financial strengths and weaknesses 

Unit 3: Corporate Financial Reporting and Financial Position (8-0-16-6 = 30 hrs) 

Objective 
To develop conceptual and practical understanding of corporate financial reporting, including parent-subsidiary 
relationships, associate concerns, restructuring, equity changes, and consolidated financial statements. 

A 
Concepts of parent, subsidiary and associate; issues and problems in 
corporate financial reporting 

CO2, CO3, 

CO4, CO5 

Financial statements, annual 

reports, ICAI resources, Ind 

AS/IFRS summaries, 

Excel/Google Sheets, case 

studies, smartboard, online 

databases 

B 
Accounting for corporate restructuring; statement of changes in 
equity 

C 
Consolidated financial statements: preparation, presentation and 
reporting considerations 

Unit 4: Reporting of Financial Instruments (6-0-12-6 = 24 hrs) 

Objective 
To analyze the meaning, definition, recognition, derecognition, offsetting, goodwill impairment, and compound financial 
instruments used in financial reporting. 

A 
Financial instruments: meaning, definition, classification and 
recognition 

CO3, CO4, 

CO5 

Financial statements, annual 

reports, ICAI resources, Ind 

AS/IFRS summaries, 

Excel/Google Sheets, case 

studies, smartboard, online 

databases 

B 
Derecognition and offsetting of financial instruments; compound 
financial instruments 

C 
Impact of goodwill impairment and analytical implications for 
financial reporting 

Unit 5: Financial Reporting by Other Organizations (6-0-10-6 = 22 hrs) 

Objective 
To evaluate reporting requirements and practices followed by mutual funds, non-banking finance companies, and 
merchant bankers, and to design comparative reporting insights for specialized organizations. 

A 
Financial reporting by mutual funds: key requirements and reporting 
practices 

CO2, CO3, 

CO4, CO5, 

CO6 

Financial statements, annual 

reports, ICAI resources, Ind 

AS/IFRS summaries, 

Excel/Google Sheets, case 

studies, smartboard, online 

databases 

B 
Financial reporting by non-banking finance companies: major 
disclosure and reporting considerations 

C 
Financial reporting by merchant bankers; comparative reporting 
practices of specialized organizations  

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 30 hrs) 

TW: Term work includes assignments, seminars, case studies, financial statement analysis exercises, presentation of 
annual-report analysis, and other student activities. 
SL: Self-learning through accounting standards, annual reports, online educational resources, financial databases, 
and regulator/ICAI materials. 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 



 

 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Ken Trotman and Michael Gibbins - Financial Accounting: An Integrated Approach. 2. James M. 
Wahlen, Stephen P. Baginski, and Mark Bradshaw - Financial Reporting, Financial Statement Analysis, and 
Valuation: A Strategic Perspective. 3. Donald E. Kieso, Jerry J. Weygandt, and Terry D. Warfield - Intermediate 
Accounting. 
ICAI resources, Accounting Standards, Ind AS/IFRS summaries, annual reports, and relevant regulatory resources. 
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1 

PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PS

O1 
PS

O2 
PS

O3 

CO1 3 2 1 1 0 2 1 1 3 2 2 3 1 2 

CO2 3 3 3 2 0 1 2 2 1 3 3 3 2 3 

CO3 3 3 3 2 1 2 2 2 2 3 3 3 2 3 

CO4 3 3 3 2 0 2 2 1 3 3 3 3 2 2 

CO5 3 3 2 2 1 2 1 2 2 2 3 3 2 3 

CO6 3 3 3 3 2 3 3 2 3 3 3 3 3 3 

Avg 3.

0 
2.8

3 
2.5

0 
2.0

0 
0.6

7 
2.0

0 
1.8

3 
1.6

7 
2.3

3 
2.67 2.83 3.00 2.00 2.67 

 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a programming 

fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Strengthens conceptual and analytical competence in financial reporting, accounting 
standards, and statement analysis. 

SDG 8: Decent Work & 
Economic Growth 3 

Develops employability-oriented reporting, analysis, and accounting skills useful for 
finance, audit, investment, and corporate roles. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Supports professional use of reporting frameworks, financial databases, analysis tools, and 
organization-specific reporting practices. 

SDG 16: Peace, Justice 
and Strong Institutions 

2 
Promotes transparency, accountability, ethical reporting, and compliance in financial 
disclosure practices. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Accounting standards; role and importance of standards in financial reporting UNIT-1 4 

DD/MM/YY Interpretations and guidance notes issued by the ICAI   

DD/MM/YY 
Indian Accounting Standards and International Accounting Standards; Accounting 
Standards and IFRS 

  

DD/MM/YY Accounting policies, accounting estimates and errors; ethical and legal aspects   

DD/MM/YY Ratio analysis: liquidity and solvency ratios UNIT-2 6 

DD/MM/YY Ratio analysis: profitability and efficiency ratios   

DD/MM/YY Vertical analysis and horizontal analysis techniques   

DD/MM/YY Common-size financial statements   

DD/MM/YY Trend analysis and comparative financial statement analysis   

DD/MM/YY Identification of financial strengths and weaknesses through statement analysis   

DD/MM/YY Concepts of parent, subsidiary and associate UNIT-3 8 

DD/MM/YY Issues and problems in corporate financial reporting   

DD/MM/YY Accounting for corporate restructuring: objectives and accounting implications   

DD/MM/YY Statement of changes in equity: format and reporting significance   

DD/MM/YY Consolidated financial statements: concept and need   

DD/MM/YY Consolidated financial statements: preparation and reporting considerations   

DD/MM/YY Corporate reporting case analysis: parent-subsidiary-associate relationships   

DD/MM/YY Integrated review of corporate financial position reporting   

DD/MM/YY Financial instruments: meaning, definition and scope UNIT-4 6 

DD/MM/YY Recognition of financial instruments   

DD/MM/YY Derecognition and offsetting of financial instruments   

DD/MM/YY Compound financial instruments   

DD/MM/YY Goodwill impairment and its impact on financial statements   

DD/MM/YY Analytical implications of financial instruments in reporting   

DD/MM/YY Financial reporting by mutual funds UNIT-5 6 

DD/MM/YY Reporting practices and disclosures by mutual funds   

DD/MM/YY Financial reporting by non-banking finance companies   

DD/MM/YY Reporting considerations for NBFCs   

DD/MM/YY Financial reporting by merchant bankers   

DD/MM/YY Comparative reporting practices of specialized organizations   



 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA  Current Academic Year: 2027–28 

Branch: BBA – IAF Semester: III 

2. Course Details 



 

 

S. No Attribute Details 

1. Course Title AI Applications in E-Commerce 

2. Course Code --------- 

3. Credits 3 

4. 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

3-0-0-3 

4.1 

Teaching & Learning 

Scheme (hrs in 

semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 45 hrs | T: 00hrs | P: 

00 hrs | SL: 45 hrs | Total: 90 hrs |Credits: 3 

17.  Course Type Minor (Theory) 

18.  Course Objective 

To equip students with a thorough understanding of Artificial Intelligence and its transformative 

applications in e-commerce. The course enables students to explore AI-driven personalization, 

recommendation systems, dynamic pricing, chatbots, fraud detection, and supply chain optimization, 

preparing them for data-driven decision-making in digital business environments. 

19.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Identify the fundamentals of AI, machine learning, and their relevance to e-commerce ecosystems  

CO2: Analyze AI-powered tools and techniques used in product recommendation, customer 

segmentation, and personalization  

 CO3: Apply AI and data analytics methods to optimize pricing, inventory, and supply chain in e-

commerce  

CO4: Evaluate AI-driven marketing, chatbot, and customer service automation strategies  

CO5: Assess ethical, legal, and security considerations of AI deployment in e-commerce platforms.  

CO6: Develop AI-enabled e-commerce solutions to address contemporary business challenges. 

20.  Course Description 

This course provides a comprehensive exploration of Artificial Intelligence applications in e-commerce. 

Topics include machine learning models, natural language processing, computer vision, 

recommendation engines, AI-based pricing, customer analytics, chatbots, and digital marketing 

automation. Students will study real-world platforms such as Amazon, Flipkart, and Shopify to 

understand how AI shapes the modern digital marketplace. 

3. Course Outline: 

 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to AI and E-Commerce Ecosystem ((9-0-0-9 = 18 hrs) 

Objective To familiarize students with foundational AI concepts and their relevance to modern e-commerce platforms. 

A  Overview of Artificial Intelligence: Concepts, History, and Evolution 

CO1 

PPTs, Whiteboards, Case 

Discussions 
B 

E-Commerce Ecosystem: Types, Models (B2B, B2C, C2C), and Major 

Platforms 

C 
Role of AI in Digital Commerce: Opportunities, Challenges, and Future 

Trends 

Unit 2: AI-Powered Personalization and Recommendation Systems (9-0-0-9 = 18 hrs) 

Objective To understand how AI enables personalized shopping experiences and recommendation engines. 

A 
Machine Learning Basics: Supervised, Unsupervised, and Reinforcement 

Learning 

CO2 
PPTs, Industry Datasets, Case 

Studies 
B 

Collaborative and Content-Based Filtering; Hybrid Recommendation 

Models 

C 
Customer Segmentation, Behavior Analytics, and Real-Time 

Personalization 

Unit 3: AI in Pricing, Inventory, and Supply Chain Management (9-0-0-9 = 18 hrs) 

Objective To develop the ability to apply AI techniques for pricing optimization, demand forecasting, and supply chain efficiency. 

A Dynamic Pricing Algorithms and Competitive Intelligence 
CO3,  CO4 

Whiteboards, Strategic Cases, 

Simulation Tools B AI-Based Demand Forecasting and Inventory Optimization 



 

 

C Smart Logistics, Last-Mile Delivery, and AI in Warehouse Automation 

Unit 4: AI in Digital Marketing, Chatbots, and Customer Experience (9-0-0-9 = 18 hrs) 

Objective 
To understand AI-driven marketing automation, natural language processing applications, and customer service 

enhancement. 

A 
Natural Language Processing (NLP): Sentiment Analysis, Review Mining, 

and Voice Search 

 CO4 
PPTs, NLP Demo Tools, Case 

Analysis 
B AI Chatbots and Virtual Assistants: Design, Deployment, and Evaluation 

C 
Programmatic Advertising, Social Commerce, and AI-Driven Campaign 

Optimization 

Unit 5: Ethics, Security, and Emerging AI Trends in E-Commerce (9-0-0-9 = 18 hrs) 

Objective 
To evaluate ethical concerns, legal frameworks, cybersecurity, and emerging AI applications shaping the future of e-

commerce. 

A 
AI Ethics: Bias, Transparency, Data Privacy, and GDPR Compliance in E-

Commerce 

CO5, CO6 
Whiteboards, Industry Reports, 

Case Debates 
B Productivity and Profitability Improvement Methods 

C 
Emerging Trends: Generative AI, AR/VR Commerce, and Future of AI in 

Retail 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 45 hrs) 

TW: Case study analysis on Amazon/Flipkart AI strategies, AI chatbot design projects, group hackathons, 

recommendation engine simulations, digital marketing campaign analysis, and peer presentations. SL: Reading 

textbooks, AI research papers, platform documentation (Google Cloud AI, AWS AI), industry whitepapers, NASSCOM AI 

reports, Kaggle e-commerce datasets, and online MOOC resources (Coursera/edX). 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook:  Effective Performance Management – Robert Bacal, McGraw Hill Education. 

Performance Management – Pearson Education. 

The Performance Management Revolution: Business Results Through Insight and Action – Wiley Publications. 

The Balanced Scorecard: Translating Strategy into Action – Harvard Business Review Press. 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA-IAF Current Academic Year: 2027–28 

Branch: - Semester: III 

2. Course Details 

S. No Attribute Details 

1.  Course Title French language-I 

2.  Course Code NBBISE301 

3.  Credits 2 

4.  

Contact 

(Learning) 

Hours per 

Week) 

(L-T-P-SL)) 

2-0-0-2 

4.1 
Teaching & 

Learning 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self 
Learning (SL) L: 30 hrs | T: 00hrs | P: 00 hrs | SL: 30 hrs | Total: 60 hrs 



 

 

Scheme (hrs 

in semester) 

|Credits: 2 

5.  Course Type SEC 

6.  
Course 

Objective 

The objective of this course is to familiarize students with the basic 
elements of the French language, importance of learning French language, 
basic grammar and pronunciations. The course covers listening, speaking, 
reading, and writing in French, enabling students to engage in simple 
conversations and introduce themselves. 

7.  

Course 

Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recognize and recall basic French sounds and common vocabulary 

related to greetings, introductions, and everyday terms. 

CO2: Understand the meaning and usage of familiar everyday 

expressions and basic phrases in French.  

CO3: Apply the rules of French articles and identify classroom vocabulary using 

structures such as C’est / Ce sont / Qu’est-ce que c’est ?  

CO4: Use and apply basic French verb conjugations including être, 

avoir, parler, finir, and attendre. 

CO5: Construct simple sentences and short descriptions in French using 

appropriate vocabulary and grammar. 

CO6: Develop basic listening, speaking, reading, and writing skills in 

French to communicate effectively in simple real-life situations using the 

language concepts learned throughout the course. 

8.  
Course 

Description 

This course introduces students to the basics of the French language 

including greetings, introductions, numbers, articles, vocabulary, 

pronouns, and verb conjugations. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Présentation et importance de langue -1 (5 -0-0-5 = 10 hrs) 

Objective 
To recognize and recall basic French sounds and common vocabulary related to 
greetings, introductions, and everyday terms. 

A Introduction to French language 
CO1, 

CO1, 

CO1 

Environment, 

Interaction board, 

sticky notes, AI apps, 

video 

B 
L’importance d’apprendre la langue français 
(Importance of learning French) 

C L’alphabet en français (alphabet) 
Unit 2: Saluez et présentez en francais (5-0-0-5 = 10 hrs) 

Objective 
To understand the meaning and usage of familiar everyday expressions and basic 
phrases in French. 

A Les salutations (Salutations/greetings) 
CO2, 

CO2 

Interaction board, 

sticky notes, AI apps, 

Video  
B Se presenter (self introduction) 
C Les nombres de 0 à 50 (Numbers (0–50) 

Unit 3: Utilisation des articles (6-0-0-6 = 12 hrs) 

Objective 
To apply the rules of French articles and identify classroom vocabulary using structures 
such as C’est / Ce sont / Qu’est-ce que c’est ? 

A Les accents en français (accents) 
CO2, 

CO2, 

CO3, 

Environment, 

Interaction board, 

sticky notes, AI apps, 

Video 

B Les articles indefinis (Indefinite acticles) 

C Les vocabulaires de salle de classe 



 

 

Unit 4: Utilisation des articles et pronoms (5-0-0-5 = 10 hrs) 

Objective 
To use and apply basic French verb conjugations including être, avoir, parler, finir, and 
attendre. 

A Les articles defines (Definite articles) 
CO3, 

CO4,  

CO4 

Environment, 

Interaction board, 

sticky notes, AI apps, 

Video 

B Les pronoms sujets (Subject pronouns) 

       C Les voyelles et lettres silencieuses 

Unit 5: Conjugaison des verbes (4-0-0-4 = 8 hrs) 

Objective 
To construct simple sentences and short descriptions in French using appropriate 
vocabulary and grammar. 

A Conjugaison du verbe “Etre” au présent 
CO5, 

CO5, 

Environment, 

Interaction board, 

sticky notes, AI apps, 

video  

B Conjugaison du verbe “Avoir” au present 

C Comprehention ecrite-1 

 

 

 

 

4. Course Evaluation & References 

Team Work 

and  

Self-

Learning (in 

Hours) 

(SL:00 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, 
any other student activities etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If 
Provided in curriculum structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 



 

 

  

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term 

Assessment  

(MTA) 

End Term 

Examination 

(ETE) Viva Voce Assignment Attendance 

20% 10% 5% 15% 50% 
 

References 

Textbook: Meenal Tiwari, Langers International, Le nouvel Esprit-1 
Reference Book: G. Mauger, Hachette Paris, Cours de Langue et de Civilisation 
Françaises-1 
 
 



 

 

5. CO–PO and CO–PSO Mapping Matrix 

Note: Row 

averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a programming fundamentals 

course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 
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3 
2 2 1 – 2 - – –  

2 
- 
 

2 3 2 1 -  
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- 
 

2 3 2 2 -  
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5 
2 2 2 1 3 – – 1  

2 
- 
 

2 3 3 2 1  
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6 
3 2 2 2 3 1 – 2  

2 
1 
 

3 3 3 3 2  

Av

g 
2.17 1.83 1.40 1.50 2.67 1.00 0.00 1.50 1.67 1.00 2.17 2.67 2.17 1.75 1.50  



 

 

SDG Goal & 

Description Mapping Justification 

SDG 4: Quality 
Education 3 

Builds a strong foundation in computational thinking and 
structured programming. Develops essential skills in problem-
solving, coding, and logical reasoning through theory and 
practical exercises. 

SDG 8: Decent 
Work & Economic 

Growth 
3 

Develops industry-relevant programming skills and practical 
coding proficiency. Enhances problem-solving abilities and 
prepares students for careers, internships, and entrepreneurship in 
IT. 

SDG 17: 
Partnerships for 

goals 
3  Focuses on strengthening communication to enhance global 

partnerships, technology sharing, and collaborative action. 

SDG 3: Good 

Health and Well-

being: 
2 

Develops effective communication strategies to disseminate 
health information and foster behavioral change. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable 5. Lecture Plan Outline 



 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY  UNIT-1 5 

DD/MM/YY Introduction to French language   

DD/MM/YY Advantage de langue francaise   

DD/MM/YY 
L’importance d’apprendre la langue français (Importance of 
learning French) 

  

DD/MM/YY L’alphabet en français (alphabet)   

DD/MM/YY Apprendre : comment saluez et présentez en francais  UNIT-2 5 

DD/MM/YY Les salutations (Salutations/greetings)   

DD/MM/YY Se presenter (self introduction)   

DD/MM/YY Les nombres de 0 à 100 (Numbers (0–100)   

DD/MM/YY Pratiquez d’orale des nombres   

DD/MM/YY 
Le grammaire: comment utilisez les articles indefinis et 
accents  

UNIT-3 5 

DD/MM/YY Les accents en français (accents)   

DD/MM/YY Les articles indefinis (Indefinite acticles)   

DD/MM/YY Les vocabulaires de salle de classe   

DD/MM/YY Faite des phrases utilisant des vocabulaire   

DD/MM/YY 
Le grammaire : comment utilisez les articles defines et 
utilisation des pronoms sujets 

UNIT-4 5 

DD/MM/YY Les articles defines (Definite articles)   

DD/MM/YY Les pronoms sujets (Subject pronouns)    

DD/MM/YY Les voyelles   

DD/MM/YY Les lettres silencieuses   

DD/MM/YY Comment conjuguez les verbes auxilaires en français UNIT-5 6 

DD/MM/YY Pratiquez le lire francais   

DD/MM/YY Conjugaison du verbe “Etre” au present   

DD/MM/YY Conjugaison du verbe “Avoir” au present   

DD/MM/YY Comprehention ecrite-1   

DD/MM/YY Pratiquez d’orale   



 

 

 
 

COURSE PLAN 
 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2026–27 

Branch: BBA/BBA IAF Semester: III 

1. Course Details 
 

S. No Attribute Details 

1. Course Title Logical Skills Building and Soft Skills 

2. Course Code BBIAE031 

3. Credits 2 

 

4. 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

 

1-0-2-1 

 

4.1 

Teaching & Learning 

Scheme (hrs in 

semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 15 hrs | T: 

00 hrs | P: 30 hrs | SL: 15hrs | Total: 60 hrs |Credits: 2 

5. Course Type SEC (Applied Learning) 

 

 

6. 

 

 

Course Objective 

To enhance holistic development of students and improve their employability skills. To provide 

a 360 degree exposure to learning elements of Business English readiness program, behavioural 

traits, achieve softer communication levels and a positive self-branding along with augmenting 

numerical and altitudinal abilities. To step up skill and upgrade students’ across varied industry 

needs to enhance employability skills. By the end of this semester, a student will have entered 

the threshold of his/her 1st phase of employability enhancement and skill building activity 

exercise. 

 

 

 

 

 

 

 

7. 

 

 

 

 

 

 

 

Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Ascertain a competency level through Building Essential Language and Life Skills 

 

CO2: Build positive emotional competence in self and learn GOAL Setting and SMART Goals 

techniques 

 

CO3: Apply positive thinking, goal setting and success-focused attitudes, time Management, which 

would help them in their academic as well as professional career 

 

CO4: Acquire satisfactory competency in use of aptitude, logical and analytical reasoning 

 

CO5: Develop strategic thinking and diverse mathematical concepts through building number 

puzzles 

CO6: Demonstrate an ability to apply various quantitative aptitude tools for making business 

decisions 

 

8. 

 

Course Description 

This Level 1 blended training approach equips the students for Industry employment readiness 

and combines elements of soft skills and numerical abilities to achieve this purpose. 

2. Course Outline: 



 

 

 

 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Building Essential Language and Life Skills (3-0-6-3 = 12 hrs) 

Objective To develop self-awareness, communication competence, emotional intelligence, and positive personality traits.. 

 

A 

Know Yourself: Core Competence. A very unique and interactive 
approach through an engaging questionnaire to ascertain a student’s 

current skill level to design, architect and expose a student to the right 
syllabus as also to identify the correct TNI/TNA levels of the student. 

 

 
CO1, CO2, 

CO3 

 

 

SWOT Analysis, Personality 
Assessment Tools, ChatGPT 

Reflection Exercises 
B 

Techniques of Self Awareness | Self Esteem & Effectiveness| Building 

Positive Attitude | Building Emotional Competence 
C Goal Setting (SMART Goals), LSRW Skills, Grammar & Pronunciation 

Unit 2: Introduction to Aptitude Training- Reasoning- Logical/ Analytical (3-0-6-3 = 12 hrs) 

Objective 
To develop logical thinking and analytical reasoning abilities required for competitive examinations and business decision-

making 

A 
Syllogism | Letter Series | Coding, Decoding , Ranking & Their 

Comparison Level-1 
 

CO4, CO5 

 

Kahoot, Quizizz, Logical 
Reasoning Apps B Number Puzzles 

C Selection Based On Given Conditions 

Unit 3: Quantitative Aptitude (3-0-6-3 = 12 hrs) 

Objective To strengthen numerical ability and mathematical reasoning for business applications and aptitude tests.. 

A Number Systems Level 1 | Vedic Maths Level-1  

, CO6 
Microsoft Excel, GeoGebra, 

Aptitude Apps) 
B Percentage ,Ratio & Proportion 

C Mensuration - Area & Volume |Algebra 

Unit 4: Verbal Abilities – 1 (3-0-6-3 = 12 hrs) 

Objective To improve English language proficiency for academic, competitive, and workplace communication. 

A Reading Comprehension 
 

CO1, CO3 

Grammarly, British Council 

Learning English, Google 

Forms 

B Spotting the Errors 

C Vocabulary & Sentence Improvement 

Unit 5: Time & Priority Management (3-0-6-3 = 12 hrs) 

Objective To develop effective time management, planning, and personal productivity skills. 

A Stephen Covey Time Management Matrix  

CO2, CO6 
Eisenhower Matrix Template, 

Google Calendar) 
B Priority Setting and Goal Planning 

C Personal Time Management Tracker 

3. Course Evaluation & References 

Team Work and 

Self-Learning (in 

Hours) 

(SL: 15 hrs) 

Term Work (TW): JAM (Just A Minute). Free Speech Activities Group Discussions 
Mock Interviews Logical Reasoning Practice Aptitude Assignments Quantitative Aptitude Exercises Goal Setting Portfolio 
Self-Learning (SL: 15 hrs) Reading comprehension practice Online aptitude quizzes Vocabulary building SMART Goal 
diary Time management tracker 

Weightage Distribution: 

Mode of 

Examination 

Quiz* 

20% 

CA 

Assignment* 

10% 

Attendance 

5% 

Mid Term Assessment 

(MTA) 

End Term Examination 

(ETE) 

150% 50% 

* Assignment- Group Presentation) 
Aptitude & Soft Skills Portfolio 



 

 

 

 

 

 

 

References 

Textbook: 

1. P. Anand – Wiley's Quantitative Aptitude 

2. Arihant Publications – Quantum CAT 

3. M. Tyra – Quicker Maths 

4. Napoleon Hill – Power of Positive Thinking 

5. Nathaniel Branden – The Six Pillars of Self-Esteem 

6. Stephen R. Covey – The 7 Habits of Highly Effective People 

7. Wilson Dobson – Goal Setting 

8. Cary Fagan & Elizabeth Wilson – Streets of Attitude 
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 PO1 PO 

2 

PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO 

10 

PO 

11 

PSO 

1 

PSO2 PO 

S3 
 

CO1 1 2 – – 3 2 1 1 – – 1 – 2 – 

CO2 1 2 – 1 3 2 2 1 – – 1 – 2 – 

CO3 – 2 – 1 3 2 1 2 – – 3 – 2 – 

CO4 – 3 – 2 2 2 3 1 – 2 2 – 2 – 

CO5 1 3 – 2 2 2 3 1 1 2 2 – 3 – 

CO6 1 3 – 2 2 3 3 2 – 2 2 – 2 – 

Avg 
 

0.67 

 

2.5 

 

– 

 

1.33 

 

2.5 

 

2.17 

 

2.17 

1.3 

3 
 

0.17 

 

1 

 

1.83 

 

– 

 

2.17 

 

– 

Note: Strength Scale:3 = High 2 = Moderate 1 = Low – = Not Applicable 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 
through skills/activities, 1 = Indirect benefit). 

 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Enhances language proficiency, reasoning, analytical thinking, communication, and 

lifelong learning skills essential for quality education. 

5. CO–PO and CO–PSO Mapping Matrix 



 

 

SDG 8: Decent Work & 

Economic Growth 
3 

Improves employability through aptitude, logical reasoning, communication, goal setting, 

and professional skill development. 

SDG 9: 

Industry, 

Innovation 

and 

Infrastructure 

 

2 
Develops analytical reasoning, problem-solving, and quantitative aptitude required for 

innovation and modern business practices. 

SDG 3: Good Health 

and Well-being 
2 

Encourages emotional competence, self-awareness, positive attitude, stress management, 

and personal effectiveness.. 

Strength Scale: 3 = Substantial (High) 2 = Moderate 1 = Slight (Low) – = Not Applicable 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 

Course Plan 
 

1. Course Identification  
 

School: SSBS Batch: 2025–2028 

Program: BBA  IAF Current Academic Year: 2026–27 

Branch: BBA  IAF Semester: III 

2. Course Details  
 

S. No Attribute Details 

25. Course Title Community Connect 

26. Course Code 
     SUACC301P 

27. Credits 1 

 

28. 

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

 

0-0-2-1 

 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Self Learning (SL) L: hrs | T: 00 hrs | P: 15 hrs | SL: 15 hrs | 

Total: 30 hrs | Credits: 1 

29. Course Type Audit (Community Connect Course) 

 

30. 

 

Course Objective 

To develop social responsibility, community engagement, leadership, teamwork, and 

problem-solving abilities through participation in community-based activities and social 

impact initiatives addressing real-life societal needs. 

 

 

 

 

 

 

 

31. 

 

 

 

 

 

 

Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1:Explain the importance of community engagement and social responsibility in 

societal development 

CO2: Analyze community issues and identify opportunities for social intervention 

and improvement. 

CO3: Apply communication, teamwork, leadership, and problem-solving skills in 

community-based activities.. 

CO4: Participate in planning, execution, and management of community 

engagement projects. 

CO5: Evaluate the outcomes and impact of community initiatives through reflection 

and reporting. 

CO6: Demonstrate ethical values, social responsibility, and commitment towards 

community welfare and sustainable development. 

 

 

32. 

 

Course 

Description 

This course provides experiential learning opportunities through community engagement 

activities, field interactions, social initiatives, and outreach programmes. Students 

participate in identifying community issues, planning interventions, executing projects, and 

assessing their social impact while developing leadership, teamwork, and social 

responsibility. 



 

 

3. Course Outline:  

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Community Engagement and Social Responsibility (0-0-4-2 = 6 hrs) 

Objective 
To familiarize students with the concepts and significance of community engagement and social 

responsibility. 
A Concept, Scope and Importance of Community Engagement  

CO1, CO6 
Group Discussions, Case 

Studies 
B Social Responsibility and Ethical Citizenship 

C Community Development and Sustainable Development Goals 

Unit 2: Community Issues and Need Assessment (0-0-4-2 = 6 hrs) 

Objective To understand community needs and methods of identifying social issues. 

A Identification of Community Problems and Social Issues 
CO2, 

CO6 

Field Observation, Surveys, 

Assignments 
B Stakeholder Analysis and Community Participation 

C Need Assessment Techniques and Community Interaction 

Unit 3: Community-Based Activities and Project Planning (0-0-4-2 = 6 hrs) 

Objective To develop skills required for planning and implementing community initiatives. 

A Planning Community Outreach Activities 
CO3, CO4, 

CO6 | 

Workshops, Group 

Activities, Project Planning 
Exercises 

B Teamwork, Leadership and Volunteer Management 

C Resource Mobilization and Community Participation 

Unit 4: Implementation of Community Projects (0-0-4-2 = 6 hrs) 

Objective To provide practical exposure in execution and monitoring of community engagement projects. 

A Execution of Community Development Activities 
CO4, CO5, 

CO6 

Field Projects, Community 

Interaction, Presentations 
B Monitoring and Documentation of Activities 

C Problem Solving and Community Coordination 

Unit 5: Impact Assessment and Reflection (0-0-4-2 = 6 hrs) 

Objective To evaluate community initiatives and reflect upon learning outcomes. 

A Evaluation of Community Impact and Outcomes  

CO5, CO6 

Reflection Reports, 

Presentations, Group 

Discussions 

B Preparation of Reports and Presentations 

C Reflection on Learning, Ethics and Social Responsibility 

4. Course Evaluation & References  
 

Team Work 

and 

Self-Learning 

(in Hours) 

TW + SL: (45 

hrs) 

TW: Community visits, field surveys, awareness campaigns, outreach programmes, NGO interaction, 

social impact projects, project planning, implementation and presentations. SL: Reflection reports, 

documentation, self-learning from community practices, social development reports, case studies, 

online resources, and community engagement literature. 

 

 

 

Mode of 

Examination 

Weightage Distribution: 

 

 

 

 

 

*Five Quizzes of 4 marks each. 

 

 
 

CA 

 

 

 

 

Mid Term Assessment 

(MTA) 

End Term 

Examination (ETE) 

70% NA 30% 



 

 

 

 

 

References 

Community Engagement in Higher Education – W. McIlrath & I. Lyons. 

Social Responsibility and Sustainable Development – David Crowther & Güler Aras. 

Community Development: Theory and Practice – Gary Craig, Marjorie Mayo, Keith 

Popple. Sustainable Development Goals and Community Participation – United Nations 

Publications. Community Organization and Social Action – Siddiqui H.Y. 

Reports, Government Publications, NGO Documentation, and Community Development Resources. 

 

 

 

5. CO–PO and CO–PSO Mapping Matrix  
 

6. Course-to-SDG Matrix-  

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 
 

SDG Goal & Description Mapping Justification 

Quality Education 2 
Promotes experiential learning, social awareness, 

and civic engagement. 

Reduced Inequalities 3 
Encourages participation in initiatives addressing 

social and community issues. 

Sustainable Cities and Communities 3 
Supports community development and sustainable 

societal practices. 

Partnerships for the Goals 2 
Promotes collaboration with communities, NGOs, 

institutions, and stakeholders. 
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O 

3 

CO1 1 1 2 3 2 2 1 1 1 1 2 1 2 1 

CO2 1 3 2 3 2 2 2 1 1 3 2 1 2 1 

C03 1 2 1 2 3 2 3 2 1 2 3 1 3 1 

CO4 1 2 1 3 2 2 3 2 1 2 3 1 3 1 

CO5 1 3 1 2 2 2 2 1 1 3 2 1 3 1 

CO6 1 2 2 3 2 3 2 2 1 2 3 1 2 1 

AVG 1 2.2 1.5 2.7 2.2 2.2 2.2 1.5 1 2.2 2.5 1 2.5 1 



 

 

 

Strength Scale: 3 = Substantial (High) 2 = Moderate 1 = Slight (Low) – = Not Applicable 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
COURSE PLAN 

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2026–27 

Branch: BBA IAF Semester: III 

2. Course Details 

S. No Attribute Details 

1.  Course Title Tableau for Business Analytics 

2.  Course Code VACSB301 

3.  Credits 0 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-C) 

0-0-0-0 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instructions (L) + Tutorial(T) + Lab Instructions (P) + Self Learning (SL) L: 00 hrs 
| T: 00 hrs | P: 00 hrs | SL: 30 hrs | Total: 30 hrs | Credits: 0 

5.  Course Type Value Added Course 

6.  Course Objective 

To provide practical knowledge of Tableau as a business intelligence and data visualization 
tool. The course aims to develop skills in data preparation, visual analytics, dashboard 
creation, storytelling, and business reporting. Students will learn to transform raw data into 
meaningful insights for managerial decision-making through interactive visualizations and 
analytical dashboards. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and explain the fundamentals of data visualization, business intelligence, and 

Tableau environment. 

CO2: Import, connect, clean, and prepare data from multiple sources using Tableau. 

CO3: Develop charts, graphs, maps, and visual reports using Tableau visualization tools. 

CO4: Analyze business datasets using filters, parameters, calculated fields, and analytical 

functions. 

CO5: Evaluate business performance using dashboards, KPIs, and interactive reporting 

techniques. 

CO6: Design and present comprehensive business intelligence dashboards and data stories 

for managerial decision-making. 

8.  
Course 

Description 

This course introduces students to Tableau, a leading business intelligence and data 
visualization platform. The course covers data connectivity, data preparation, visual analytics, 
dashboard design, interactive reporting, and storytelling techniques. Through hands-on 
exercises and real-world business datasets, students will develop the ability to create impactful 
visualizations, interpret business information, and support data-driven decision-making. The 



 

 

course emphasizes practical applications of analytics in finance, marketing, human resources, 
operations, and strategic management. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Tableau and Data Visualization (0-0-0-6 = 6 hrs) 

Objective 

To familiarize students with business intelligence concepts, Tableau interface, and principles of effective data 
visualization. Introduction to Business Intelligence and Analytics; Tableau Interface and Navigation; Data 
Visualization Principles; Understanding Dimensions and Measures; Tableau Workspace and Components. 

A 

Introduction to Business Intelligence, Analytics and Data 
Visualization | CO1 | Tableau Public/Desktop, Excel Datasets, 
Presentation Tools CO1  

Tableau Public/Desktop, 

Excel Datasets, 

Presentation Tools B Tableau Interface, Workspace, Dimensions and Measures 
C Data Visualization Principles and Best Practices 
  
Unit 2: Data Sources, Data Preparation and Data Connection (0-0-0-6 = 6 hrs) 

Objective 
To develop skills in connecting, cleaning, and preparing data for analysis in Tableau. Connecting Data Sources; 
Importing Excel and CSV Files; Data Cleaning; Data Transformation; Data Relationships and Joins. 

A Data Cleaning and Transformation Techniques 
CO2 

Tableau Desktop, Excel, 

CSV Files 
B Data Cleaning and Transformation Techniques 
C Data Relationships, Joins and Data Blending 
Unit 3: Visual Analytics and Chart Creation (0-0-0-6 = 6 hrs) 

Objective 
To enable students to create effective visualizations and analytical reports using Tableau. Creating Charts and 
Graphs; Sorting and Grouping Data; Maps and Geographic Analysis; Formatting Visualizations. 

A Bar Charts, Line Charts, Pie Charts and Scatter Plots 
CO3  

Tableau Desktop, Business 

Datasets 
B Geographic Maps and Trend Analysis 
C Formatting, Sorting and Grouping Visualizations 
Unit 4: Dashboards, Filters and Interactive Reporting (0-0-0-6 = 6 hrs) 

Objective 
To develop analytical skills using filters, parameters, calculations, and interactive dashboard features. Filters, 
Parameters, Calculated Fields; Dashboard Design; KPI Reporting; Interactive Analytics. 

A Filters, Parameters and Calculated Fields 
CO4, CO5 

Tableau Desktop, KPI 

Datasets 
B Dashboard Design and Interactive Reporting 
C KPI Development and Performance Analysis 
Unit 5: Storytelling and Business Applications (0-0-0-6 = 6 hrs) 

Objective 

To enable students to design complete business intelligence solutions and present insights through data 
storytelling. Story Creation; Dashboard Publishing; Business Applications of Tableau; Capstone Project 
Development. 

A Data Storytelling and Story Creation 
CO5, CO6 

Tableau Desktop/Public, 

Business Case Datasets 
B Publishing and Sharing Dashboards 
C Capstone Dashboard Project and Business Presentation 

4. Course Evaluation & References 

Self-Learning 

(SL: 30 hrs) 

1. Tableau Dashboard Development Exercises 
Students will create dashboards using sales, marketing, finance, HR, and operational datasets. 
Activities: 
Dashboard Creation 



 

 

KPI Visualization 
Interactive Filtering 
Data Story Development 
Time Allocation: 15 hrs 
Evaluation: Dashboard Functionality, Visualization Quality, Analytical Insights 
2. Business Analytics Mini Project 
Students will develop a complete business intelligence solution using Tableau. 
Activities: 
Dataset Selection 
Data Preparation 
Dashboard Design 
Story Creation 
Presentation of Insights 
Time Allocation: 15 hrs 
Evaluation: Business Relevance, Analytical Interpretation, Dashboard Design, Presentation 

Mode of 

Examination 
***SUBJECT TO DISCRETION OF THE RESOURCE PERSON**** 

References 

Molly Monsey & Paul Sochan — Tableau for Dummies, Wiley Publications. 
Joshua N. Milligan — Learning Tableau: Create Effective Data Visualizations and Build Interactive Visual 
Analytics Solutions, Packt Publishing. 
Andy Kriebel — Tableau Workshop: A Practical Guide to Business Intelligence and Data Visualization, 
Packt Publishing. 
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CO1 2 2 1 – 1 2 2 2 3 1 – 1 2 – 
CO2 2 3 – – 1 2 2 2 3 2 – 1 3 – 
CO3 2 3 – – 2 2 3 2 3 3 1 1 3 – 
CO4 2 3 1 – 2 2 3 2 3 3 1 1 3 – 
CO5 2 3 1 1 3 2 3 3 3 3 2 2 3 1 
CO6 3 3 1 1 3 3 3 3 3 3 2 2 3 1 
Avg 2.17 2.83 1.00 1.00 2.00 2.17 2.67 2.33 3.00 2.50 1.50 1.33 2.83 1.00 

Note: Row averages are computed over non-zero entries only. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 3 Develops practical skills in data visualization, business analytics, dashboard 



 

 

Education development, and business intelligence tools. Enhances digital literacy and industry-
relevant competencies required for modern business environments. 

SDG 8: Decent Work & 
Economic Growth 

3 
Builds employability skills in analytics, reporting, business intelligence, and decision 
support systems, preparing learners for data-driven roles in organizations. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
Promotes the use of modern business intelligence platforms and analytical 
technologies for organizational innovation, process improvement, and data-driven 
infrastructure development. 

SDG 12: Responsible 
Consumption & 
Production 

2 
Enables organizations to monitor performance, optimize resource utilization, reduce 
inefficiencies, and support sustainable operational decision-making through data 
analytics. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable 
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COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA Current Academic Year: 2028–29 

Branch:  BBA Semester: IV 

2. Course Details 

S. No Attribute Details 

1.  Course Title Financial Management 

2.  Course Code  

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) 
 L: 60 hrs | T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Major (Theory) 

6.  Course Objective 

The course aims to equip students with fundamental and advanced knowledge of financial 
management concepts, theories, and practical applications in business contexts. Students will 
learn about cost of capital, capital structure, sources of finance, working capital management, 
risk management, and modern financial decision-making with digital competencies. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and explain the fundamental concepts, scope, objectives, and functions of 
financial management along with factors influencing financial decisions. 

CO2: Explain capital budgeting concepts, techniques, and investment appraisal methods used 
in financial decision-making. 

CO3: Apply working capital management techniques and dividend decision models for 
efficient financial planning and control. 

CO4: Analyze capital structure theories, sources of finance, and computation of cost of capital 
for corporate financing decisions. 

CO5: Evaluate financial management practices using risk analysis, business valuation 
techniques, and modern financial tools. 

CO6: Design financial strategies and prepare financial decision-making reports using digital 
and AI-enabled tools for forecasting, analysis, and corporate planning.. 



 

 

8.  
Course 

Description 

This course provides comprehensive knowledge of financial management principles and their 
application in business organizations. It covers concepts such as capital budgeting, capital 
structure, cost of capital, dividend policy, working capital management, and AI-enabled 
financial decision-making tools. The course develops analytical and decision-making skills 
relevant to modern financial management practices. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Financial Management (12-0-0-12= 24 hrs) 

Objective 
To familiarize students with the concepts, scope, functions, and objectives of financial management along with 
financial decision-making and time value of money. 

A 
Meaning, Nature, Scope, Functions, and Objectives of 
Financial Management 

CO1, 

CO2  

Whiteboard, PPTs, 

Financial Calculators, 

Case Discussions B Financial Decisions: Finance, Investment, and Dividend Decisions 

C Time Value of Money: Discounting and Compounding 
Unit 2:   Capital Budgeting (12-0-0-12 = 24 hrs) 

Objective To develop understanding of capital budgeting techniques and investment decision-making processes. 
A Nature, Significance, and Process of Capital Budgeting CO2, 

CO3, 

 

Whiteboard, Numerical 

Exercises, Financial Data 

Sheets 
B Factors Affecting Capital Budgeting Decisions 
C Techniques of Capital Budgeting — Traditional and Modern 
Unit 3: Capital Structure and Cost of Capital (12-0-0-12 = 24 hrs) 

Objective To enable students to understand capital structure theories and computation of cost of capital. 
A Optimum Capital Structure 

CO3, CO3, 

CO4, CO5 

Financial Statements, 

Calculator, Numerical 

Problems 
B 

Capital Structure Theories: NI, NOI, MM, and Traditional 
Approach 

C Cost of Capital: Equity, Debt, Retained Earnings, and WACC 
Unit 4: Dividend Decisions (12-0-0-12 = 24 hrs) 

Objective To provide understanding of dividend policies and dividend theories for corporate financial decision-making. 
A Dividend Policy and Retained Earnings 

CO4, CO5, 

CO5 

Case Studies, Annual 

Reports, PPTs 
B Bonus Shares and Rights Issues 
C Dividend Theories: Relevance and Irrelevance 
Unit 5: Management and AI Applications in Financial Decision Making (12-0-0-12 = 24 hrs) 

Objective 
To develop practical understanding of working capital management and AI-based financial decision-making 
tools. 

A Concept, Need, and Determinants of Working Capital 
CO3, CO5, 

CO6 

Whiteboard, Financial 

Software Demonstration, 

AI Tools 
B AI Tools for Financial Forecasting 
C Credit Risk Analysis and Fraud Detection using AI 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 60 hrs) 

Financial statement analysis and interpretation 
Practice of numerical problems on capital budgeting and cost of capital 
Case studies on dividend and working capital decisions 
Self-learning through AI-based financial tools and online simulations 
Preparation of reports on financial decision-making  



 

 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Prasanna Chandra — Financial Management: Theory and Practice, Tata McGraw-Hill 
R.P. Rustagi — Financial Management, Taxmann 
V.K. Bhalla — Financial Management & Policy, Anmol Publications 
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1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO1

0 
PO1

1 
PSO

1 
PSO

2 
PSO

3 

CO1 3 1 3 2 1 3 - 2 2 3 3 3 2 2 

CO2 3 2 3 2 2 3 2 2 2 3 3 3 2 2 

CO3 3 3 3 2 2 3 2 3 2 1 3 3 3 3 

CO4 3 3 2 2 2 3 2 3 2 2 2 3 3 3 

CO5 2 3 2 3 2 3 2 3 2 2 2 3 2 3 

CO6 3 3 3 3 3 3 2 3 2 2 2 3 3 3 

Avg 2.8
3 

2.50 2.67 2.00 2.33 3.00 2.00 2.67 2.00 2.16 2.50 3.00 2.5 2.67 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 5 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 3 

Develops financial knowledge, analytical thinking, and professional decision-making 
skills. 

SDG 8: Decent Work & 
Economic Growth 

3 
Enhances employability and practical financial management competencies relevant to 
business and industry. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
Promotes innovation through financial planning, AI applications, and investment 
decision-making. 

SDG 12: Responsible 
Consumption & 
Production 

2 Encourages efficient financial resource allocation and responsible financial practices. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 

 

 

 



 

 

COURSE PLAN 
1. Course Identification 

School: SSBS Batch: 2026–2029 
Program: BBA IAF Current Academic Year: 2028-29 
Branch: – Semester: IV 

2. Course Details 
S. No Attribute Details 

1. Course Title Research Methodology 
2. Course Code NBBCC403 
3. Credits 4 

4. 
Contact (Learning) Hours per 

Week) 

(L-T-P-SL)) 
4-0-0-4 

4.1 
Teaching & Learning Scheme (hrs 

in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab 
Instruction (P) + Self Learning (SL) 
L: 60 hrs | T: 00 hrs | P: 00 hrs | SL: 60 hrs | Total: 
120 hrs | Credits: 4 

5. Course Type Theory 

6. Course Objective 

To develop students’ understanding of research 
fundamentals, research problem formulation, 
research design, sampling, data collection, data 
analysis, interpretation, and report writing. The 
course aims to build analytical, decision-making, and 
research-based problem-solving skills required for 
business and management research. 

7. Course Outcomes (COs) 

After successful completion of this course, the 
students will be able to: 
CO1: Explain basic concepts, types, objectives, and 
process of research. 
CO2: Apply research problem formulation and 
research design principles to business research 
situations. 
CO3: Develop appropriate sampling designs, 
hypotheses, and measurement scales for research 
studies. 
 
CO4: Analyze data collection methods, research 
instruments, and data processing techniques. 
CO5: Evaluate data interpretation techniques and 
prepare structured research reports. 
CO6: Design a complete research proposal using 
suitable methodology, ethical practices, analysis, and 
presentation standards. 

8. Course Description 

This course provides a comprehensive understanding 
of research methodology and its application in 
business and management. It covers research 
fundamentals, problem identification, research 
design, sampling, data collection, data processing, 
interpretation, analysis, and research reporting. 
Emphasis is placed on developing practical research 
skills, analytical thinking, and evidence-based 



 

 

decision-making abilities. 
3. Course Outline: 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: 
Basic Concepts of Research (6-0-0-6= 

12 hrs) 
  

Objective 
To introduce students to the meaning, 

need, objectives, types, approaches, 

and process of research. 
  

A 
Research: Meaning, Need, Objectives 
and Types of Research 

 
CO1, CO2 
 

PPTs, research examples, 
Google Scholar, plagiarism 
examples 

B 
Research Approaches; Research 
Methods vs Research Methodology, role 
of research in business decision-making 

C 
Research process, research ethics, 
plagiarism, informed consent, and 
responsible use of data 

Unit 2: 
Research Problem and Research 

Design (6-0-0-6= 12 hrs) 
  

Objective 

To enable students to define research 

problems and understand research 

design concepts and experimental 

principles. 

  

A 
 

Meaning of Research Problem; 
Selection and Definition of Problem, 
research questions and objectives 

CO2, CO6 
Problem-identification 
worksheets, research 
design templates 

B 
Meaning, Elements and Concepts of 
Research Design 

C 
Types of Research Design: exploratory, 
descriptive, causal/experimental; Basic 
Principles of Experimental Designs 

Unit 3: 
Sample and Sampling (6-0-0-6= 12 

hrs) 
  

Objective 

To develop understanding of 

sampling methods, sample size, 

hypothesis testing, and measurement 

scales. 

  

A 
Sampling: Meaning, Need, Advantages; 
Probability and Non-Probability 
Sampling 

CO3, CO4 
Sampling exercises, Excel, 
online sample size 
calculators 

B 
Criteria for Sampling Procedure, 
Hypothesis Testing, Sample Size and 
Sampling Distribution 

C 
Measurement Scales: Classification, 
Properties, Comparative and Non-
Comparative Scales 

Unit 4: 
Data Collection and Processing (6-0-

0-6= 12 hrs) 
  

Objective 

To familiarize students with primary 

and secondary data collection 

methods, tools, tabulation, 

classification, and presentation of 

  



 

 

data. 

A 
Primary and Secondary Data; Tools for 
Data Collection; Questionnaires and 
Schedules 

 CO4, CO6 

Google Forms, 
Excel/Google Sheets, 
questionnaire design 
activity 

B 
Research Instruments: Question 
Structure, Content and Questionnaire 
Design 

C 
Data editing, coding, classification, 
tabulation, and graphical presentation 
using digital tools 

Unit 5: 
Analysis, Interpretation and Research 

Reporting (6-0-0-6= 12 hrs) 
 

  

Objective 
To develop ability to analyze and 

interpret data and prepare structured 

research reports. 
  

A 
Meaning and Techniques of 
Interpretation, drawing conclusions 
from research data 

CO5, CO6 

Research report samples, 
citation tools, 
Zotero/Mendeley, proposal 
template 
 
 

B 
Types of Reports and Steps in Report 
Writing, executive summary, citation, 
referencing, and plagiarism check 

C 

Layout of research report, principles of 
report preparation, presentation of 
findings, and preparation of a basic 
research proposal/report 

 

Mode of 

Examination 
CA 

Mid Term 

Assessment 

(MTA) 

End Term 

Examination 

(ETE) 
Total 

Weightage 
Distribution 

35% 15% 50% 100% 

References 

Research Methodology by C.R. Kothari;  
Research Methodology by O.R. Krishna Swamy and M. Ranganatham;  
Business Research Methods by Naval Bajpai 
Research Methodology: Methods and Techniques by C.R. Kothari and Gaurav 
Garg. 

Web Link https://www.researchgate.net/topic/Research-Methodology 
 

 

 

 

 

 

 

 

 

 

 

 

5. CO–PO Mapping Matrix 
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2 1 2 – – 1 1 – – – 1 

CO

2 
2 1 3 1 – 2 1 – – 1 2 
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3 
1 1 3 – 1 2 1 – – – 2 

CO

4 
1 1 3 1 3 2 1 – – – 2 

CO

5 
1 1 3 3 2 2 2 – – – 2 

CO

6 
2 2 3 3 2 3 3 1 1 1 3 

Av

g 
1.50 1.17 2.83 2.00 2.00 2.00 1.50 1.00 1.00 1.00 2.00 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable 

 

 
SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops research literacy, analytical 
thinking, data interpretation and 
report writing skills. 

SDG 8: Decent Work & Economic 
Growth 

2 

Builds evidence-based decision-
making skills useful for business 
productivity and professional 
practice. 

SDG 9: Industry, Innovation & 
Infrastructure 

2 
Supports innovation through 
systematic inquiry, data collection 
and analysis. 

SDG 16: Peace, Justice and Strong 
Institutions 

1 
Promotes ethical and transparent 
research-based decision-making. 

 
7. Lecture Plan Outline 

Date 
 

Topics to be Covered Unit 
Total 

Lectures 
DD/MM/YY Research: Meaning, nature, need and significance UNIT-1 2 
DD/MM/YY Objectives and types of research  2 
DD/MM/YY Research approaches: qualitative, quantitative and mixed-method  2 
DD/MM/YY Research methods vs research methodology  2 



 

 

DD/MM/YY Role of research in business decision-making  2 

DD/MM/YY 
Research process, flow chart, research ethics, plagiarism and 
informed consent 

 2 

DD/MM/YY Meaning and selection of research problem UNIT-2 2 
DD/MM/YY Techniques involved in defining the research problem  2 
DD/MM/YY Research questions, objectives and hypotheses  2 
DD/MM/YY Research design: meaning, need, elements and features  2 
DD/MM/YY Types of research design: exploratory, descriptive and causal  2 
DD/MM/YY Experimental design: basic principles and business applications  2 
DD/MM/YY Sampling: meaning, need and advantages UNIT-3 2 
DD/MM/YY Probability sampling methods  2 
DD/MM/YY Non-probability sampling methods  2 
DD/MM/YY Criteria for sampling procedure and sample size determination  2 
DD/MM/YY Hypothesis testing and sampling distribution  2 

DD/MM/YY 
Measurement scales: classification, properties, comparative and non-
comparative scales 

 2 

DD/MM/YY Primary and secondary data UNIT-4 2 
DD/MM/YY Methods and tools of data collection  2 
DD/MM/YY Questionnaire and schedule: meaning, difference and use  2 
DD/MM/YY Research instruments: question structure, content and scaling  2 
DD/MM/YY Questionnaire construction and design  2 

DD/MM/YY 
Data editing, coding, classification, tabulation and graphical 
presentation using digital tools 

 2 

DD/MM/YY Meaning and techniques of interpretation UNIT-5 2 
DD/MM/YY Drawing conclusions from research data  2 
DD/MM/YY Types of research reports and steps in report writing  2 
DD/MM/YY Executive summary, citation, referencing and plagiarism check  2 
DD/MM/YY Layout and principles of research report preparation  2 

DD/MM/YY 
Presentation of findings and preparation of basic research 
proposal/report 

 2 

 
 
 

  



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA IAF Current Academic Year: 2028–29 

Branch: BBA IAF Semester: IV 

2. Course Details 

S. No Attribute Details 

1.  Course Title Audit & Assurance 

2.  Course Code NBBICC404 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

6.  Course Objective 

To develop students’ understanding of auditing principles, standards, planning, internal 
control, company auditor provisions, and audit reporting so that they can interpret audit 
evidence, analyze audit risks, evaluate audit findings, and apply assurance practices for 
effective compliance, transparency, and professional decision-making. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and explain fundamental concepts, objectives, types of audit, errors, frauds and 
basic auditing terminology. 

CO2: Explain and apply audit planning procedures including engagement letter, 
commencement procedures, documentation, working papers and audit files. 

CO3: Develop structured understanding of internal control, internal check, internal audit, 
regulatory framework and compliance requirements in auditing practices. 

CO4: Analyse audit risks, internal control weaknesses, audit evidence and the duties, rights 
and liabilities of company auditors. 

CO5: Evaluate audit reports, audit qualifications, management explanations, audit findings 
and stakeholder communication for effective assurance outcomes. 

CO6: Design audit-oriented strategies and professional development plans by integrating 
auditing standards, compliance requirements, risk mitigation and reporting practices. 

8.  
Course 

Description 

This course introduces students to the principles and practices of auditing and assurance. It 
covers audit objectives, types of audit, errors and frauds, audit planning, documentation, 
internal control, company auditor provisions and audit reports. The course develops 
professional judgment, evidence-based analysis, compliance awareness and practical 



 

 

understanding of audit processes. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Auditing (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the meaning, objectives and types of audit and to develop understanding of errors, 
frauds, their detection and prevention by an auditor. 

A 
Auditing - meaning, definition, objectives of an audit: primary 
and secondary objectives. 

CO1, CO2, 

CO3 

Auditing standards, ICAI 

resources, audit caselets, 

smartboard, PPTs, audit 

reports, group discussions 

B 
Types of audits: statutory and independent audit; meaning of 
errors, classification of errors and their detection by an auditor. 

C 
Frauds: meaning, intention, classification, detection by auditor 
and prevention of frauds by an auditor. 

Unit 2: Audit Planning (4-0-10-6 = 20 hrs) 

Objective 
To enable students to understand audit commencement, engagement procedures, documentation requirements, 
audit working papers and audit files as essential elements of effective audit planning. 

A 
Commencing an audit: audit engagement letter and 
commencement procedures. 

CO3, CO4 

SA 230, audit working paper 

templates, engagement letter 

formats, ICAI resources, 

smartboard, PPTs, case 

analysis exercises 

B Documentation as under SA 230 and audit working papers. 

C 
Audit files: permanent and current audit files; ownership and 
custody of working papers. 

Unit 3: Internal Control (8-0-16-6 = 30 hrs) 

Objective 
To develop conceptual and practical understanding of internal control, internal check and internal audit, and to 
evaluate internal control systems and report weaknesses to clients. 

A 
Concept of internal control, internal check and internal audit: 
meaning and objectives. 

CO3, CO4, 

CO5 

Internal control checklists, 

audit questionnaires, 

flowcharts, case studies, 

smartboard, PPTs, annual 

reports, audit observations 

B 
Methods of recording and existing internal control systems 
followed by an auditor. 

C 
Evaluation of internal control system and reporting to clients on 
internal control weaknesses. 

Unit 4: Company Auditor (6-0-12-6 = 24 hrs) 

Objective 
To provide knowledge of company auditor provisions and enable students to analyze qualification, 
disqualification, appointment, remuneration, duties, rights and liabilities under the Companies Act, 2013. 

A Qualification and disqualification of an auditor. 

CO3, CO4, 

CO5 

Companies Act 2013, ICAI 

resources, statutory 

provisions, case studies, 

smartboard, PPTs, audit 

compliance examples 

B Appointment of auditor and remuneration. 

C 
Duties of an auditor, rights and liabilities of an auditor as per 
Companies Act, 2013. 

Unit 5: Audit Report (6-0-10-6 = 22 hrs) 

Objective 
To develop understanding of audit reports and enable students to evaluate characteristics, types, qualifications, 
audit examination, management explanations and expression of opinion in audit reporting. 

A 
Audit report: characteristics, importance and significance of 
audit report. 

CO3, CO4, 

CO5, CO6 

Audit report formats, statutory 

audit reports, ICAI guidance, 

case studies, smartboard, 

PPTs, reporting examples and 

class discussion 

B Types of audit report and qualifications in the auditor’s report. 

C 

Audit examination, information and explanation from 
management, statement of facts versus expression of opinion, 
date of report and signing. 



 

 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Team work may include assignments, audit case analysis, seminars, presentations on auditing standards, 
preparation of audit working papers, internal control review exercises, audit-report analysis, group 
discussions and other student activities related to audit and assurance. 
SL: Self-learning may include reading ICAI auditing standards, exploring audit reports of companies, 
studying SA 230 and Companies Act provisions, reviewing audit case studies, and understanding practical 
applications of audit procedures through self-study and online learning platforms. 
Example 
Self-Learning beyond Classroom, Developing a mini project in a team, 
Self-Learning from online content, Case Study Analysis, Audit File Review, Audit Report Analysis, Industry 
Interaction/Visit. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Tandon, B.N., Sudharsanam, S. and Sundharabahu, S. - A Handbook of Practical Auditing, S. 
Chand & Co. 2. Tandon, B.N. - Auditing, S. Chand & Co. Ltd. 3. Jain, D.P. - Auditing, Konark Publishers 
Pvt. Ltd. 
https://www.icai.org/post.html?post_id=17768, https://www.accaglobal.com/in/en/student/exam-support-
resources/fundamentals-exams-study-resources/f8.html 
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PO

1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PSO

1 
PSO

2 
PSO

3 

CO1 3 3 2 1 2 2 3 2 2 2 1 1 1 3 

CO2 2 3 3 3 1 1 3 2 2 2 2 2 2 3 

CO3 3 3 2 1 1 2 3 2 2 1 1 1 1 3 

CO4 3 2 2 2 1 1 3 2 2 2 1 1 1 3 

CO5 3 3 1 1 1 2 3 2 2 2 1 1 1 3 

CO6 3 3 2 1 1 2 3 2 2 1 2 2 2 3 

Avg 2.83 2.83 2.0 1.5 1.17 1.67 3.0 2.0 2.0 1.67 1.33 1.33 1.33 3.0 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Builds conceptual and practical understanding of auditing standards, audit procedures, 
internal control, professional judgment and assurance practices. 

SDG 8: Decent Work & 
Economic Growth 3 

Develops employability-oriented audit, compliance, documentation and reporting 
skills useful for accounting, finance, audit and corporate roles. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 

Supports reliable institutional processes, audit documentation, internal-control systems 
and technology-enabled assurance practices. 

SDG 16: Peace, Justice 
and Strong Institutions 

2 
Promotes transparency, accountability, ethical conduct, regulatory compliance and 
trust in financial reporting and institutional governance. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Auditing: meaning, definition and nature of audit UNIT-1 4 

DD/MM/YY Objectives of an audit: primary and secondary objectives   

DD/MM/YY 
Types of audit: statutory and independent audit; errors and classification of 
errors 

  

DD/MM/YY Frauds: meaning, intention, classification, detection and prevention by auditor   

DD/MM/YY Commencing an audit: audit engagement letter UNIT-2 6 

DD/MM/YY Commencement procedures in audit   

DD/MM/YY Documentation under SA 230   

DD/MM/YY Audit working papers: meaning, purpose and contents   

DD/MM/YY Audit files: permanent and current audit files   

DD/MM/YY Ownership and custody of working papers   

DD/MM/YY Contract of sale: meaning, essentials and distinction from agreement to sell UNIT-3 8 

DD/MM/YY Concept of internal control and its objectives   

DD/MM/YY Internal check: meaning and importance   

DD/MM/YY Internal audit: meaning, objectives and relevance   

DD/MM/YY Methods of recording internal control systems   

DD/MM/YY Existing internal control systems followed by an auditor   

DD/MM/YY Evaluation of internal control system   

DD/MM/YY Reporting to clients on internal control weaknesses   

DD/MM/YY Qualification of a company auditor UNIT-4 6 

DD/MM/YY Disqualification of an auditor   

DD/MM/YY Appointment of auditor   

DD/MM/YY Remuneration of auditor   

DD/MM/YY Duties of an auditor as per Companies Act, 2013   

DD/MM/YY Rights and liabilities of an auditor as per Companies Act, 2013   

DD/MM/YY Audit report: characteristics and importance UNIT-5 6 

DD/MM/YY Significance of audit report for stakeholders   

DD/MM/YY Types of audit report   

DD/MM/YY Qualifications in the auditor’s report   



 

 

DD/MM/YY Audit examination, information and explanation from management   

DD/MM/YY Statement of facts versus expression of opinion, date of report and signing   

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA IAF Current Academic Year: 2028–29 

Branch: BBA IAF Semester: IV 

2. Course Details 

S. No Attribute Details 

1. Course Title Performance Management 

2. Course Code ---------- 

3. Credits 4 

4. 

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 3 

5. Course Type Major (Theory) 

6. Course Objective 
To develop knowledge and skills in applying performance management techniques for 
planning, decision-making, performance evaluation, strategic control, and organizational 
effectiveness through quantitative and qualitative performance measures. 

7. 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, principles, and frameworks of performance management. 
 
CO2: Analyze organizational performance using financial and non-financial performance 
measures. 
 
CO3: Apply performance evaluation techniques and transfer pricing methods for managerial 
decision-making. 
 
CO4: Evaluate strategic performance using modern management tools such as benchmarking, 
value chain analysis, target costing, and activity-based management. 
 
CO5: Assess business decisions using strategic reasoning, game theory, decision trees, and 
risk analysis. 
 

CO6: Develop performance improvement strategies using financial and non-financial 
performance indicators to enhance organizational productivity and profitability. 

8. Course This course provides a comprehensive understanding of performance management systems 



 

 

Description and their role in achieving organizational effectiveness. It covers strategic assessment, 
performance evaluation, transfer pricing, benchmarking, value chain analysis, activity-based 
management, life cycle costing, game theory, decision analysis, and financial and non-
financial performance indicators. Students will learn to evaluate organizational performance 
and formulate strategies for continuous improvement and sustainable growth. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Conceptual Framework of Performance Management (12-0-0-12 = 24 hrs) 

Objective To understand the fundamentals, concepts, and strategic dimensions of performance management. 

A 
 Performance Management: Concept, Components and 
Performance Metrics 

CO1,CO2 

PPTs, Whiteboard, Case 

Discussions, Numerical 

Examples, Business Cases 

& Industry Reports, Case 

Studies 

B Performance, Productivity and Efficiency Analysis 

C 
Strategic Assessment, Business Environment Analysis, 
Competitive Intelligence and Communication of Strategy 

Unit 2: Performance Evaluation (12-0-0-12 = 24 hrs) 

Objective To understand performance evaluation techniques and managerial control mechanisms. 
A Divisional Profitability and Human Productivity Analysis 

CO2,CO3 

Case Analysis, PPTs, 
Financial Statements, 

Excel Numerical Problems, 

Case Studies Exercises  

B 
Return on Investment (ROI) and Economic vs. Managerial 
Performance Evaluation 

C 
Transfer Pricing: Cost Plus, Market Price, Negotiated and Dual 
Pricing; Taxation Implications 

Unit 3: Strategic Performance Evaluation and Management Tools (12-0-0-12 = 24 hrs) 

Objective To apply strategic management tools for performance improvement and value creation. 
A Benchmarking and Business Process Re-engineering 

  CO4 

Industry Cases, PPTs, 
Strategic Analysis 

Exercises, Case Studies, 

Simulation Exercises 

B Value Chain Analysis and Porter's Value Chain Framework 

C 
Target Costing, Activity-Based Management, Life Cycle Costing 
and Lean Management 

Unit 4: Strategic Reasoning and Decision Analysis (12-0-0-12 = 24 hrs) 

Objective To develop strategic decision-making and analytical reasoning skills. 
A Introduction to Game Theory and Strategic Decision Making 

 CO5 

Strategic Games, 

Simulations, Case 

Discussions, Decision 

Analysis Exercises 

B Extensive Form and Normal Form Games 

C Decision Trees and Attitude Towards Risk 

Unit 5: Financial and Non-Financial Performance Indicators (12-0-0-12 = 24 hrs) 

Objective To evaluate organizational effectiveness through performance indicators and improvement strategies. 

A 
Financial Performance Indicators (FPIs) and Non-Financial 
Performance Indicators (NFPIs) 

CO5, CO6 
KPI Dashboards, Industry 

Reports, Case Studies 
B Productivity and Profitability Improvement Methods 

C 
Product Policies, Promotion Strategies, Branding and Distribution 
Strategies 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 60 hrs) 

TW: Performance evaluation of selected organizations. 
Benchmarking analysis project. 
Value chain mapping of an industry. 



 

 

Transfer pricing case study analysis. 
Game theory-based business decision simulations. 
KPI dashboard development project. 
Productivity and profitability improvement project. 
SL: Reading textbooks and research articles. 
Analysis of annual reports and sustainability reports. 
Studying industry benchmarking reports. 
Review of performance management frameworks. 
Online learning modules and case studies. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook:  Effective Performance Management – Robert Bacal, McGraw Hill Education. 
Performance Management – Pearson Education. 
The Performance Management Revolution: Business Results Through Insight and Action – Wiley 
Publications. 
The Balanced Scorecard: Translating Strategy into Action – Harvard Business Review Press. 
 

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 

CO / 

PO 

              

 P

O1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO1

0 
PO1

1 
PS

O1 
PSO2 PSO3 

CO1 3 2 1 - - - - - 1 - - 3 1 - 

CO2 3 3 2 1 - - - - 1 - - 3 2 1 

CO3 3 3 2 2 1 - - 1 2 1 - 3 2 2 

CO4 2 3 3 2 1 1 - 1 2 2 1 3 2 3 

CO5 2 3 2 3 2 1 1 1 1 2 2 3 2 3 

CO6 3 3 3 3 2 2 1 2 2 2 2 3 3 3 

Avg 2.6
7 

2.8
3 
 

2.1
7 
 

2.2 
 

1.5 1.3
3 

1.0
0 

1.2 1.5 1.75 1.67 3 2 2.4 

6. Course-to-SDG Matrix 

This course aligns with 5 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale 

(3 = Core contribution, 2 = Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 Develops analytical, managerial, and performance evaluation competencies. 

SDG 8: Decent Work & 
Economic Growth 

3 Enhances productivity, organizational effectiveness, and managerial performance. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 Promotes innovation through strategic performance management tools. 

SDG 12: Responsible 
Consumption & 

Production 
2 Encourages efficient resource utilization and cost management practices.. 

SDG 16: Peace, Justice 
& Strong Institutions 

2 
Supports transparency, accountability, and governance through performance 
measurement systems. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable 
 
 
 
 
 
 
 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA-IAF Current Academic Year: 2028–29 

Branch: BBA-IAF Semester:  

2. Course Details 

S. No Attribute Details 

21.  Course Title GST Laws 

22.  Course Code NBBICC405 

23.  Credits 3 

24.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

3-0-0-3 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 45 hrs | 
T: 00hrs | P: 00 hrs | SL: 45 hrs | Total: 90 hrs |Credits: 4 

25.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

26.  Course Objective 

To develop students’ understanding of the Goods and Services Tax framework in India and 
enable them to interpret, apply, and analyze GST provisions relating to supply, registration, 
valuation, input tax credit, returns, payment, assessment, compliance, e-invoicing, and basic 
GST planning for effective business decision-making and lawful tax compliance. 

27.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and understand the basic concepts, constitutional background, structure, 
terminology, and objectives of Goods and Services Tax in India. 

CO2: Explain and apply provisions relating to supply, levy, collection, exemption, 
composition scheme, registration, and persons liable for registration under GST. 

CO3: Develop GST computation skills by applying provisions relating to time of supply, place 
of supply, value of supply, input tax credit, tax invoice, debit note, and credit note. 

CO4: Analyse GST compliance requirements relating to returns, payment of tax, e-way bills, 
e-invoicing, accounts, records, assessment, audit, and departmental proceedings. 

CO5: Evaluate GST-related business situations involving eligibility of input tax credit, 
compliance risk, penalties, interest, appeals, and practical tax implications. 

CO6: Design, Design legally compliant GST solutions and strategic recommendations for 
business transactions by integrating GST law, documentation, return filing, and compliance 
practices. 

28.  
Course 

Description 

This course introduces students to the Indian Goods and Services Tax system and its practical 
business applications. It covers GST concepts, supply, registration, valuation, input tax credit, 
returns, payment, documentation, assessment, audit, e-way bills, e-invoicing, penalties, 



 

 

appeals, and basic compliance planning. The course develops tax literacy, analytical ability, 
and GST-compliance skills for business decision-making. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to GST and Constitutional Framework (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the evolution, objectives, structure, constitutional framework, important definitions, 
and institutional mechanism of Goods and Services Tax in India. 

A 
GST: meaning, objectives, need, features and evolution of 
indirect tax reforms in India. 

CO1, CO2, 

CO3 

GST Acts, CBIC resources, 

GST Council website, GST 

portal, smartboard, PPTs, 

caselets, current notifications 

and classroom discussions 

B 
Constitutional framework of GST; CGST, SGST, UTGST and 
IGST; GST Council and its role. 

C 

Important definitions: goods, services, business, taxable person, 
aggregate turnover, tax period, input tax, output tax and 
electronic ledgers. 

Unit 2: Levy, Supply, Exemption and Registration under GST (4-0-10-6 = 20 hrs) 

Objective 
To enable students to understand taxable event, scope of supply, levy and collection, exemption, composition 
scheme, registration provisions, and practical registration-related compliance under GST. 

A 
Supply under GST: meaning, scope, composite supply, mixed 
supply, Schedule I, Schedule II and Schedule III overview. 

CO3, CO4 

GST Acts, CBIC resources, 

GST portal, GST registration 

forms, smartboard, PPTs, 

practical examples, online 

tutorials and case analysis 

exercises 

B 

Levy and collection of GST; taxable supply, exempt supply, nil-
rated supply, non-taxable supply and reverse charge 
mechanism. 

C 

Registration under GST: threshold limits, compulsory 
registration, composition scheme, amendment, cancellation and 
revocation of registration. 

Unit 3: Time, Place, Value of Supply and Input Tax Credit (8-0-16-6 = 30 hrs) 

Objective 
To develop conceptual and practical understanding of GST computation through time of supply, place of supply, 
value of supply, tax invoices, debit/credit notes, and input tax credit provisions. 

A 
Time of supply and place of supply for goods and services: 
basic rules and practical implications. 

CO3, CO4, 

CO5 

GST Acts, CBIC resources, 

GST portal, GST computation 

worksheets, invoices, 

Excel/Google Sheets, 

smartboard, PPTs, case 

studies and numerical practice 

B 
Value of supply: transaction value, inclusions, exclusions, 
discounts and valuation in selected special cases. 

C 
Input tax credit: eligibility, conditions, blocked credits, reversal, 
utilization, tax invoice, debit note and credit note. 

Unit 4: GST Returns, Payment, Documentation and Digital (6-0-12-6 = 24 hrs) 

Objective 
To provide practical knowledge of GST documentation, return filing, tax payment, accounts, records, e-way bills, 
e-invoicing, and digital compliance requirements applicable to business entities. 

A 
Tax invoice, bill of supply, receipt voucher, payment voucher, 
debit note, credit note and delivery challan. 

CO3, CO4, 

CO5 

GST portal, sample invoices, 

e-way bill portal resources, 

Excel/Google Sheets, 

smartboard, PPTs, compliance 

checklists, return-filing 

examples and case studies 

B 
GSTR-1, GSTR-3B, annual return, electronic cash ledger, credit 
ledger and liability ledger. 

C 
Accounts and records, e-way bill, e-invoicing, QRMP scheme, 
matching concepts and practical compliance workflow. 

Unit 5: Assessment, Audit, Offences, Penalties, Appeals and GST Planning (6-0-10-6 = 22 hrs) 

Objective 
To develop an understanding of GST assessment, audit, departmental proceedings, offences, penalties, appeals, 
and basic compliance-oriented GST planning for business transactions. 

A Assessment under GST: self-assessment, provisional CO2, CO3, GST Acts, CBIC circulars, 



 

 

assessment, scrutiny of returns, best judgment assessment and 
summary assessment. 

CO4, CO5, 

CO6 

GST portal, case laws, 

smartboard, PPTs, compliance 

checklists, legal databases and 

case-based discussions 
B 

GST audit, inspection, search, seizure, demand, recovery, 
offences, penalties, interest and prosecution: basic overview. 

C 
Appeals and revision under GST; advance ruling; basic GST 
compliance planning and case-based business applications. 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Team work may include assignments, GST case analysis, seminars, class presentations, GST-
computation worksheets, return-filing demonstrations, invoice analysis, compliance checklists, quizzes and 
other student activities related to GST awareness. 
SL: Self-learning may include reading GST Acts, CBIC circulars/notifications, GST Council updates, 
exploring the GST portal, solving additional GST computation problems, preparing compliance notes and 
reviewing current GST updates from credible sources. 
Example 
Self-Learning beyond Classroom, Developing a mini project in a team, 
Self-Learning from online content, Case Study Analysis, GST Portal Exploration, Industry Interaction/Visit, 
Invoice and Return-Filing Exercises. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Datey, V.S. - GST Ready Reckoner, Taxmann Publications. 2. Singhania, Vinod K. and 
Singhania, Monica - Students Guide to GST and Customs Law, Taxmann Publications. 3. Gupta, S.S. - GST 
Law and Practice, Taxmann Publications. 
CBIC GST Portal: https://cbic-gst.gov.in/, GST Council: https://gstcouncil.gov.in/, GST Portal: 
https://www.gst.gov.in/, India Code: https://www.indiacode.nic.in/, Taxmann: https://www.taxmann.com/ 
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1 

PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PS

O1 
PS

O2 
PS

O3 

CO1 3 1 1 1 0 2 1 1 1 1 2 2 1 1 



 

 

CO2 3 2 2 2 0 3 1 2 1 1 3 2 2 2 

CO3 3 3 3 2 0 2 2 2 1 2 3 2 2 3 

CO4 3 3 3 2 1 3 3 2 1 2 3 2 2 3 

CO5 3 3 3 2 1 3 2 2 1 3 3 2 3 3 

CO6 3 3 3 3 2 3 3 3 1 3 3 3 3 3 

Avg 3.

0 
2.5

0 
2.5

0 
2.0

0 
0.6

7 
2.6

7 
2.0

0 
2.0

0 
1.0

0 
2.00 2.83 2.17 2.17 2.50 

 

 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 3 

Develops conceptual and practical understanding of GST law, tax computation, 
compliance procedures, digital tax systems and informed business decision-making. 

SDG 8: Decent Work & 
Economic Growth 

3 
Builds employability-oriented tax skills, compliance awareness and professional 
knowledge relevant for business, entrepreneurship, accounting and taxation roles. 

SDG 10: Reduced 
Inequalities 

2 
Improves tax literacy and awareness of formal compliance systems, enabling broader 
participation of students and businesses in the formal economy. 

SDG 16: Peace, Justice 
and Strong Institutions 

2 Promotes lawful tax compliance, transparency, accountability, responsible business 
conduct and respect for institutional tax procedures. 

 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY GST: meaning, objectives and need of GST in India UNIT-1 4 

DD/MM/YY Features and evolution of indirect tax reforms in India   

DD/MM/YY Constitutional framework, CGST, SGST, UTGST and IGST   

DD/MM/YY GST Council and important GST definitions   

DD/MM/YY Supply under GST: meaning and scope UNIT-2 6 

DD/MM/YY Composite supply and mixed supply   

DD/MM/YY Schedule I, Schedule II and Schedule III: overview   

DD/MM/YY Levy and collection of GST; taxable and exempt supplies   

DD/MM/YY Reverse charge mechanism and composition scheme   

DD/MM/YY Registration under GST: threshold, compulsory registration and cancellation   

DD/MM/YY Contract of sale: meaning, essentials and distinction from agreement to sell UNIT-3 8 

DD/MM/YY Conditions and warranties: meaning and distinction   

DD/MM/YY Implied conditions and warranties   

DD/MM/YY Transfer of property in goods: rules and significance   

DD/MM/YY Performance of contract of sale   

DD/MM/YY Rights and duties of buyer and seller   

DD/MM/YY Rights of unpaid seller   

DD/MM/YY Sale of Goods Act: practical legal case analysis   

DD/MM/YY Tax invoice, bill of supply and vouchers under GST UNIT-4 6 

DD/MM/YY Debit note, credit note and delivery challan   

DD/MM/YY GST returns: GSTR-1 and GSTR-3B overview   

DD/MM/YY Payment of GST and electronic ledgers   

DD/MM/YY Accounts, records and annual return: overview   

DD/MM/YY E-way bill, e-invoicing and practical compliance workflow   

DD/MM/YY Assessment under GST: self, provisional and scrutiny assessment UNIT-5 6 

DD/MM/YY Best judgment assessment and summary assessment   

DD/MM/YY GST audit, inspection, search and seizure: overview   

DD/MM/YY Demand, recovery, offences, penalties and interest   



 

 

DD/MM/YY Appeals, revision and advance ruling under GST   

DD/MM/YY GST compliance planning and case-based business applications   

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

COURSE PLAN  
1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA IAF Semester: IV 

2. Course Details 

S. No Attribute Details 

1. Course Title Design & Creative Thinking  

2. Course Code  

3. Credits 3 

4. 

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

3-0-0-3 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) 
 L: 45 hrs | T: 00hrs | P: 00 hrs | SL: 45 hrs | Total: 90 hrs |Credits: 3 

5 Course Type AEC (Theory) 

6 Course Objective 

This course introduces the fundamentals of design thinking as a structured approach to 
innovation, problem-solving, and value creation. It equips students with the concepts, 
methods, and tools required to develop user-centric products, services, and business solutions 
while fostering creativity, critical thinking, and innovation in organizational and social 
settings. 

7 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 
CO1: Understand the concepts, principles, significance, and role of creative thinking, 
innovation, and design thinking in business and societal contexts. 
CO2: Explain various creativity frameworks, innovation approaches, systems thinking 
concepts, and design thinking methodologies used for problem identification and opportunity 
recognition. 
CO3: Apply design thinking principles, user research methods, empathy tools, and ideation 
techniques to generate innovative solutions for business and social challenges. 
CO4: Analyse user needs, stakeholder requirements, business problems, and alternative 
solutions using critical thinking, design thinking, and problem-solving frameworks. 
CO5: Evaluate ideas, prototypes, business opportunities, and decision alternatives based on 
feasibility, desirability, viability, and potential impact. 
CO6: Design innovative products, services, business models, and value-creating solutions by 
integrating creative thinking, critical thinking, and design thinking approaches. 

8 
Course 

Description 

This course provides an introduction to creative thinking, critical thinking, problem-solving, 
and design thinking for innovation and value creation. It equips students with frameworks and 
tools to analyse problems, evaluate alternatives, generate ideas, and design user-centric 
solutions for business and societal challenges. The course promotes innovation, decision-
making, collaboration, and entrepreneurial thinking through practical activities, case studies, 
and real-world applications. 



 

 

3. Course Outline: 
 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Thinking, Reasoning and Creative Thinking Foundations (12-0-0-12= 24 hrs) 

Objective  
A Thinking as a Skill, Types of Thinking and Reasoning 

CO1, 

CO1, 

CO2  

PPTs, Whiteboard, 

Innovation Case Studies, 

Group Discussions, 

Learning Videos 

B Introduction to Critical Thinking,Creative Thinking and Innovation 

C 
Solutions-Oriented Thinking,Creativity in Business and Everyday 
Life 

Unit 2: Critical thinking the basics (12-0-0-12 = 24 hrs) 

Objective 
To develop the ability to evaluate information, arguments, assumptions, and conclusions using critical thinking 
frameworks 

A Claims, Assertions and Statements, Judging Claims and Evidence 
CO2, 

CO3 

Case Analysis, Argument 

Evaluation Exercises, 

Debate Activities, Critical 

Thinking Worksheets 

B 
Arguments and Identifying Arguments 
Analysing Complex Arguments 

C Conclusions, Reasons, Assumptions, Flaws and Fallacies 
Unit 3: Problem solving basic skills. (12-0-0-12 = 24 hrs) 

Objective 
To develop knowledge of general insurance products and their applications in risk management and financial 
protection. 

A 
Problem-Defination,Selecting and using information, Processing 
data, 

CO3, CO3, 

CO4,  

Brainstorming Workshops, 

Design Thinking Activities, 

Idea Generation Exercises 

B 

Finding methods of solution, Solving problems by searching, 
Recognizing patterns, Hypotheses, reasons, explanations and 
inference, 

C 

Spatial reasoning,Necessity and sufficiency , Choosing and using 
models, Making choices and 
decisions. 

Unit 4: Applied Critical Thinking and Decision Making (12-0-0-12= 24 hrs) 

Objective 
To apply analytical reasoning, evidence evaluation, and decision-making techniques in business and real-life 
situations. 

A Inference, Explanation and Evidence 
CO3, 

CO4, CO5 

Case Studies, Decision-

Making Simulations, 

Group Discussions, 

Analytical Exercises 

B Credibility Assessment and Critical Evaluation 

C 
Applying Analysis Skills through Business and Social Case 
Studies, Responding with Reasoned Arguments 

Unit 5: Advanced Problem Solving and Innovation (12-0-0-12= 24hrs) 

Objective 
To design innovative solutions by integrating critical thinking, creativity, investigation, and design thinking 
methodologies. 

A 
Advanced Problem-Solving Approaches, Combining Thinking 
Skills and Creativity CO5 

CO6 

Innovation Projects, 

Problem-Solving 

Simulations, Research 

Exercises, Business Cases 
B Developing Models and Conducting Investigations 
C Data Analysis, Inference, Solution Design and Innovation Projects 
4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 60 hrs) 

TW: Term work includes creativity exercises, brainstorming sessions, argument analysis activities, problem-
solving assignments, design thinking workshops, case study discussions, innovation projects, presentations, 
group activities, decision-making simulations, and other critical and creative thinking-related learning 
activities. 
SL:  Self-learning through MOOCs, online tutorials, TED Talks, innovation and design thinking resources, 
business case repositories, research articles, creativity tools, problem-solving frameworks, and independent 
exploration of critical thinking, design thinking, and innovation practices. 



 

 

Example 
Self-learning beyond the classroom through analysing business and social problems, evaluating arguments 
and case studies, participating in brainstorming and ideation exercises, developing empathy maps and 
journey maps, designing innovative solutions, conducting problem-solving investigations, reviewing 
innovation success stories, and engaging in creativity, design thinking, and entrepreneurial learning activities. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 
Bassham, G., Irwin, W., Nardone, H., & Wallace, J. M.(2011). Critical 
Thinking: A Student's Introduction. McGraw-Hill.  
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO

1 
PSO2 PSO3 

CO1 2 2 1     1   1 1 1  

CO2 2 3 2 1    1  1 1 1 2  

CO3 1 3 3 1 1  1 2  2 1 1 2 1 

CO4 1 3 3 1 1  1 2  3 1 1 2 2 

CO5 1 3 3 1 1  1 2  3 1 1 2 2 

CO6 1 2 3 2 2 1 1 3 1 3 2 1 3 3 

Avg 1.33 2.67 2.60 1.00 1.20 1.00 2.00 1.00 1.00 2.40 1.50 1.00 2.00 2.00 

6. Course-to-SDG Matrix 
This course aligns with 5 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 3 

Develops critical thinking, creative thinking, innovation, problem-solving, and design 
thinking competencies that enhance lifelong learning and employability skills 

SDG 9: Industry, 
Innovation & 

3 
Encourages creativity, design-led innovation, experimentation, prototyping, and 
development of innovative products, services, and business solutions. 



 

 

Infrastructure 

SDG 8: Decent Work 

& Economic Growth 
2 

Enhances entrepreneurial thinking, employability skills, opportunity recognition, and 
value creation through innovative problem-solving approaches. 

SDG 17: Partnerships 

for the Goals 
2 

Encourages collaboration, diversity, networking, teamwork, and stakeholder 
engagement as part of the creative and design thinking process. 

SDG 11: Sustainable 

Cities & Communities 
2 

Supports the development of human-centered and socially relevant solutions that can 
contribute to addressing community and societal challenges. 

Strength Scale: 3 = Substantial (High)  2 = Moderate   1 = Slight (Low)   – 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA-IAF Current Academic Year: 2028–29 

Branch: - Semester: IV 

2. Course Details 

S. 

No 
Attribute Details 

1.  Course Title French language-II 

2.  Course Code NBBISE401 

3.  Credits 2 

4.  

Contact 

(Learning) 

Hours per 

Week) 

(L-T-P-SL)) 

2-0-0-2 

4.1 

Teaching & 

Learning 

Scheme (hrs 

in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self 
Learning (SL) L: 30 hrs | T: 00hrs | P: 00 hrs | SL: 30 hrs | Total: 60 hrs 
|Credits: 2 

5.  Course Type SEC 

6.  
Course 

Objective 

The objective of this course is to familiarize students with the basic 
elements of the French language, importance of learning French language, 
basic grammar and pronunciations. The course covers listening, speaking, 
reading, and writing in French, enabling students to engage in simple 
conversations and introduce themselves. 

7.  

Course 

Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Develop the ability to introduce oneself and others, use the present 

tense correctly, and apply basic French prepositions in simple 

communication. 

CO2: Demonstrate understanding of descriptive adjectives, and identify 

and use the months of the year and days of the week in French. 

CO3: Apply demonstrative and possessive adjectives appropriately and 

communicate about professions using basic French vocabulary. 

CO4: Improve pronunciation skills and use vocabulary related to colors 

and countries in everyday French conversations. 

CO5: Use numbers from 51 to 500, express personal hobbies and 

interests, and comprehend simple written texts in French. 

CO6: Integrate fundamental French language skills by communicating 

effectively in basic situations using appropriate grammar, pronunciation, 



 

 

vocabulary, numbers, time expressions, personal information, and 

reading comprehension strategies. 

8.  
Course 

Description 

This course introduces the fundamentals of the French language, focusing 

on basic communication skills, grammar, pronunciation, vocabulary, and 

reading comprehension. Students will learn to use everyday expressions, 

describe people and objects, talk about time, professions, countries, 

colors, numbers, and leisure activities, and communicate effectively in 

simple French contexts. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 

1: 
Présentation et faire des phrases -1 (5 -0-0-5 = 10 hrs) 

Obje

ctive 

To develop the ability to introduce oneself and others, use the present tense correctly, 
and apply basic French prepositions in simple communication. 

A Se presenter et presenter quelqu’un 
CO1, 

CO1, 

CO1 

Environment, 

Interaction board, 

sticky notes, AI apps, 

video 

B Présent (de l’indicatif) 

C Les prepositions 

Unit 

2: 
Connaissance des mois et des jours (5-0-0-5 = 10 hrs) 

Obje

ctive 

To demonstrate understanding of descriptive adjectives, and identify and use the months 
of the year and days of the week in French. 

A Les adjectifs qualificatifs 
CO2, 

CO2 

Interaction board, 

sticky notes, AI apps, 

Video  
B Les mois de l’année  
C Les jour de la semaine 

Unit 

3: 
La grammaire française (5-0-0-5 = 10 hrs) 

Obje

ctive 

To apply demonstrative and possessive adjectives appropriately and communicate about 
professions using basic French vocabulary. 

A Les adjectifs démonstratifs 
CO2, 

CO2, 

CO3, 

Environment, 

Interaction board, 

sticky notes, AI apps, 

Video 

B Les adjectifs possessifs 

C Les professions en français 

Unit 

4: 
Comment se prononce ? (5-0-0-5 = 10 hrs) 

Obje

ctive 

To improve pronunciation skills and use vocabulary related to colors and countries in 
everyday French conversations. 

A Faire les pronunciations  
CO3, 

CO4,  

CO4 

Environment, 

Interaction board, 

sticky notes, AI apps, 

Video 

B Les couleurs en français 

       C Les pays 

Unit 

5: 
Décrivez votre journée (4-0-0-4 = 8 hrs) 

Obje

ctive 

To use numbers from 51 to 500, express personal hobbies and interests, and comprehend 
simple written texts in French. 

A Les nombres 51 à 500 CO5, Environment, 



 

 

B Mes loisirs. CO5, Interaction board, 

sticky notes, AI apps, 

video  
C Comprehention ecrite-2 

 

4. Course Evaluation & References 

Team Work 

and  

Self-

Learning (in 

Hours) 

(SL:00 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, 
any other student activities etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If 
Provided in curriculum structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term 

Assessment  

(MTA) 

End Term 

Examination 

(ETE) Viva Voce Assignment Attendance 

20% 10% 5% 15% 50% 
 

References 

Textbook: Meenal Tiwari, Langers International, Le nouvel Esprit-1 
Reference Book: G. Mauger, Hachette Paris, Cours de Langue et de Civilisation 
Françaises-1 
 
 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO 

10 
PO 
11 

PSO1 PSO

2 
PSO3 

CO1 1 1 - - 2 - - -  
1 

       - 2 1 1 - 

CO2 2 2 - - 3 - - -  
1 

- 2 2 2 - 

CO3 2 2 1 - 2 - - -  
2 

- 
 

2 2 2 1 

CO4 2 2 2 - 3 - - -  
2 

- 
 

2 3 2 2 

CO5 2 2 2 1 3 - - 1  
2 

- 
 

2 3 3 2 

CO6 3 2 2 2 3 1 - 2  2 1 
 

3 3 3 3 

Avg 2.17 1.83  1.40  1.50   2.67 1.00 0.00 1.50 1.67 1.00 2.17 2.67 2.17 1.75 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description Mapping Justification 

SDG 4: Quality 
Education 3 

Builds a strong foundation in computational thinking and 
structured programming. Develops essential skills in problem-
solving, coding, and logical reasoning through theory and 
practical exercises. 

SDG 8: Decent 
Work & Economic 

Growth 
3 

Develops industry-relevant programming skills and practical 
coding proficiency. Enhances problem-solving abilities and 
prepares students for careers, internships, and entrepreneurship in 
IT. 



 

 

SDG 17: 
Partnerships for 

goals 
3  Focuses on strengthening communication to enhance global 

partnerships, technology sharing, and collaborative action. 

SDG 3: Good 

Health and Well-

being: 
2 Develops effective communication strategies to disseminate 

health information and foster behavioral change. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable 5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Se presenter et presenter quelqu’un UNIT-1 5 

DD/MM/YY Présent (de l’indicatif)   

DD/MM/YY Les prepositions   

DD/MM/YY Faites des phrases au présent en utilisant les prépositions   

DD/MM/YY Pratique de l'expression orale   

DD/MM/YY Les adjectifs qualificatifs UNIT-2 5 

DD/MM/YY Les mois de l’année    

DD/MM/YY Les jour de la semaine   

DD/MM/YY Faites des phrases avec adjectifs   

DD/MM/YY Pratique de l'expression orale   

DD/MM/YY Les adjectifs démonstratifs UNIT-3 5 

DD/MM/YY Les adjectifs possessifs   

DD/MM/YY Les professions en français   

DD/MM/YY Faites des phrases avec les profession   

DD/MM/YY Pratique de l'expression orale   

DD/MM/YY Faire les pronunciations  UNIT-4 5 

DD/MM/YY Les couleurs en français   

DD/MM/YY Les pays    

DD/MM/YY Faites les phrases   

DD/MM/YY Pratique de l'expression orale   

DD/MM/YY Les nombres 51 à 500 UNIT-5 6 

DD/MM/YY Mes loisirs.   

DD/MM/YY Pratique de l'expression orale de mes loisirs   



 

 

DD/MM/YY Comprehention ecrite-2   

DD/MM/YY Révision   

DD/MM/YY Épreuve d’orale   
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COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA Current Academic Year: 2028-29 

Branch: BBA/IAF Semester: 5TH 

2. Course Details 

S. No Attribute Details 

1.  Course Title Strategic Management 

2.  Course Code ---------- 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 3 

5.  Course Type Major 

6.  Course Objective 

To develop a comprehensive understanding of strategic management concepts, analytical 
tools, strategy formulation, implementation, and control mechanisms. The course enables 
students to analyze business environments, formulate competitive strategies, and evaluate 
strategic decisions in dynamic business contexts. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, principles, and strategic management process. 
CO2: Analyze internal and external business environments using strategic tools and 
frameworks. 

CO3: Apply strategic management concepts for strategy formulation and business decision-
making. 
CO4: Evaluate alternative strategic options and recommend suitable strategies for 
organizations. 
CO5: Assess strategic implementation and control mechanisms for organizational 
effectiveness. 
CO6: Develop solutions for contemporary strategic challenges and business sustainability. 

 

8.  
Course 

Description 
This course provides an in-depth understanding of strategic management principles, strategic 
planning, environmental analysis, strategy formulation, implementation, and control. Students 



 

 

will learn to apply strategic frameworks such as SWOT, PESTEL, Porter's Five Forces, VRIO, 
BCG Matrix, GE Matrix, McKinsey 7S, and Balanced Scorecard to analyze business situations 
and develop competitive strategies for organizational success. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Strategic Management (12-0-0-12 = 24 hrs) 

Objective To familiarize students with the fundamentals, importance, and process of strategic management.. 
A Meaning, Nature and Importance of Strategic Management 

CO1 
Whiteboards, PPTs, Case 

Discussions 
B Strategic Intent: Vision, Mission and Objectives 
C Strategic Management Process and Levels of Strategy 
Unit 2: Environmental Analysis and Strategic Diagnosis (12-0-0-12 = 24 hrs) 

Objective To understand environmental scanning and strategic analysis techniques. 
A Macro Environment Analysis: PESTEL Framework 

CO2 
PPTs, Industry Reports, 

Case Studies 
B Porter's Five Forces Model 
C SWOT Analysis, VRIO Framework and Value Chain Analysis 
Unit 3: Strategy Formulation (12-0-0-12 = 24 hrs) 

Objective To develop the ability to formulate competitive and corporate strategies. 

A 
Business-Level Strategies: Cost Leadership, Differentiation and 
Focus 

 CO3, CO4 
Whiteboards, Strategic 

Cases B Corporate-Level Strategies: Growth Strategies 
C Stability and Retrenchment Strategies 
Unit 4: Strategy Implementation (12-0-0-12 = 24 hrs) 

Objective To understand strategic choice and implementation frameworks. 
A Strategy Choice and Strategic Decision-Making 

 CO5 PPTs, Case Analysis B BCG Matrix and GE Matrix 
C McKinsey 7S Framework and Ansoff Growth Matrix 
Unit 5: Strategic Control and Contemporary Issues (12-0-0-12 = 24 hrs) 

Objective To evaluate strategic performance and address contemporary strategic challenges. 
A Strategic Control and Performance Measurement 

CO5, CO6 
Whiteboards, Industry 

Reports 
B Balanced Scorecard, Benchmarking and Corporate Culture 

C 
Contemporary Strategic Issues, Sustainability and Strategic 
Challenges 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 60 hrs) 

TW: Case study analysis, strategic audits, industry analysis projects, presentations, group discussions, 
strategic planning exercises, simulations, and research assignments. Example 
SL: Reading textbooks, strategic management reports, company annual reports, business magazines, research 
articles, online learning resources, and strategic case analyses. 
 SWOT Analysis of a selected company. 
Industry analysis using Porter's Five Forces. 
Strategic planning project on an Indian business organization. 
Analysis of corporate strategy through annual reports. 



 

 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook:  Management of Strategy: Concepts and Cases, Michael Hitt, Robert  
Hoskisson and Duane Ireland, Cengage Learning, Latest Edition. 
Concepts in Strategic Management and Business Policy, Wheelen, L. Thomas and Hunger, David J.; Pearson 
Education. 
Strategic Management: The Indian Context, R. Srinivasan, Phi Learning ,6th edition 
 

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 

CO / 

PO               

 
PO

1 
PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 2 1 - - - - - 1 - - 3 1 - 

CO2 3 3 2 1 - - - - 1 - - 3 2 1 

CO3 3 3 2 2 1 - - 1 2 1 - 3 2 2 

CO4 2 3 3 2 1 1 - 1 2 2 1 3 2 3 

CO5 2 3 2 3 2 1 1 1 1 2 2 3 2 3 

CO6 3 3 3 3 2 2 1 2 2 2 2 3 3 3 

Avg 2.67 2.83 2.16 2.2 1.5 1.33 1 1.25 1.5 1.75 1.67 3 2 2.4 

6. Course-to-SDG Matrix 

This course aligns with 5 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale 

(3 = Core contribution, 2 = Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 Develops strategic thinking, analytical ability, and managerial competence. 

SDG 8: Decent Work & 
Economic Growth 

3 Enhances managerial and entrepreneurial skills for organizational growth. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 Promotes innovation, competitive strategy, and sustainable business development. 

SDG 12: Responsible 
Consumption & 
Production 

2 Encourages sustainable and responsible strategic decision-making. 

SDG 16: Peace, Justice 
& Strong Institutions 

2 Strengthens corporate governance, ethics, and strategic accountability. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 

 

 

 

 

 

 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028-29 

Branch: BBA/IAF  Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Entrepreneurship Development & Innovation 

2.  Course Code -------- 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 15hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs | Credits: 4 

5.  Course Type Major (Theory) 

6.  Course Objective 

To develop entrepreneurial competencies and innovation-oriented thinking among students by 
providing a comprehensive understanding of entrepreneurship, venture financing, innovation 
management, entrepreneurial marketing, family business management, and project 
management. The course aims to equip students with the knowledge and skills required to 
identify business opportunities, analyze market dynamics, evaluate entrepreneurial 
alternatives, and design innovative business ventures for sustainable growth and value creation 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

 
CO1: Understand the concepts, principles, significance, and processes of entrepreneurship, 
innovation, and venture creation in contemporary business environments. 

CO2: Explain entrepreneurial finance mechanisms, venture capital funding, angel investing, 
startup valuation techniques, and financial planning requirements for entrepreneurial ventures. 

CO3: Apply innovation management principles, design thinking approaches, and 
entrepreneurial marketing strategies to identify opportunities and develop innovative business 
solutions 

CO4: Analyze market opportunities, customer needs, competitive environments, family 
business challenges, and entrepreneurial growth strategies for effective decision-making.. 

CO5: Evaluate funding alternatives, innovation initiatives, marketing strategies, project 



 

 

management practices, and entrepreneurial ventures for sustainable business growth. 

CO6: Design entrepreneurial ventures, innovative business models, and project 
implementation plans by integrating entrepreneurship, finance, innovation, marketing, and 
management concepts. 

8.  
Course 

Description 

This course provides a comprehensive understanding of entrepreneurship and innovation with 
emphasis on venture creation, entrepreneurial finance, innovation management, startup 
marketing, family business management, and project management. It equips students with the 
knowledge and skills to identify opportunities, evaluate business alternatives, and design 
innovative and sustainable entrepreneurial ventures in dynamic business environments. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Foundations of Entrepreneurship and Innovation (12-0-0-12 = 24 hrs) 

Objective 
To understand the concepts, principles, significance, and processes of entrepreneurship, innovation, venture 
creation, and entrepreneurial finance in contemporary business environments 

A Entrepreneurship: Concepts, Characteristics, Functions and Process 

CO1, CO2 

PPTs, Whiteboard, 

Entrepreneurship Case 

Studies, Group 

Discussions, Learning 

Videos 

B 
Innovation, Opportunity Recognition and Entrepreneurial 
Ecosystem 

C 
Venture Creation Process and Entrepreneurial Environment 

Unit 2:  Entrepreneurial Finance and Venture Funding (12-0-0-12 = 24 hrs) 

Objective 
To explain entrepreneurial financing mechanisms and apply funding strategies, valuation techniques, and 
financial planning approaches for establishing and managing entrepreneurial ventures. 

A Funding Options for Startups and Small Businesses 

CO2, CO3,  
Startup Funding Cases, 

Group Discussions 
B Venture Capital and Angel Investing 

C 
Startup Valuation Techniques, Risk Management and Financial 
Planning 

Unit 3: Innovation Management and Entrepreneurial Marketing (12-0-0-12 = 24 hrs) 

Objective 
To apply innovation and entrepreneurial marketing concepts and analyze market opportunities, customer needs, 
and competitive environments for developing innovative business solutions. 

A Innovation and Creativity Techniques; Design Thinking Process 

CO3, CO4, 

Design Thinking 

Workshops, Marketing 

Cases, Innovation 

Exercises 

B Innovation Management and Intellectual Property Rights (IPR) 

C 
Market Analysis, Segmentation, Positioning and Digital Marketing 
for Startups 

Unit 4:  Family Business Management and Entrepreneurial Growth (12-0-0-12 = 24 hrs) 

Objective 
To analyse governance, succession, and growth challenges in family businesses and evaluate strategic 
alternatives for sustaining entrepreneurial ventures and business continuity. 

A Family Business Concepts and Governance Structures 

CO4, CO5,  

Family Business Cases, 

Group Discussions, 

Industry Examples 
B Succession Planning and Conflict Resolution in Family Enterprises 
C Innovation and Growth Strategies in Family Businesses 
Unit 5: Project Management for Entrepreneurs (12-0-0-12 = 24 hrs) 

Objective 
To evaluate project management practices and design entrepreneurial ventures and implementation plans by 
integrating innovation, finance, marketing, and managerial decision-making concepts. 

A Business Project Planning and Initiation  CO5, CO6 Project Planning 



 

 

B Scope, Time, Cost, Quality and Risk Management Templates, Entrepreneurial 

Project Work 
C Project Closure, Evaluation and Venture Implementation Planning 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, numerical problem solving, journal entry practice, preparation of 
financial statements, case studies on shares and share capital, quizzes, presentations, and other student 
activities related to financial accounting.) 
SL: Self-learning through online accounting platforms, MOOCs, video lectures, spoken tutorials, practice of 
accounting software, case study analysis, and independent study of financial accounting concepts and 
standards. 
Example: 
Self-learning beyond the classroom through preparation of financial statements and journal entries in teams, 
solving practical problems on share capital accounting, analysis of real company balance sheets, learning 
from online accounting resources, and discussion-based case studies on issue and forfeiture of shares. 
 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 
Textbook:  

Publishing House) 

 

5. CO–PO and CO–PSO Mapping Matrix 

 CO–PO and CO–PSO Mapping Matrix 
Note: Row averages are computed over non-zero entries only. PO8 is intentionally kept low to avoid artificial inflation. 

 

6. Course-to-SDG Matrix 
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PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 1    1 1 1    1 1  

CO2 3 2   1 1 2 1  1  2 2 1 

CO3 2 3  1 1 1 2 2 1 2 1 3 3 1 

CO4 2 3 1 1 1 1 3 2 1 3 1 3 3 1 



 

 

CO5 2 3 1 1 1 1 3 2 1 3 2 3 3 1 

CO6 2 3 1 1 2 2 3 3 1 3 3 3 3 2 

Avg 2.33 2.50 1.00 1.00 1.20 1.17 2.33 1.83 1.00 2.40 1.75 1.83 2.50 1.20 

 

 

This course aligns with 5 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 8: Decent Work & 
Economic Growth 3 

Develops entrepreneurial capabilities, venture financing knowledge, startup 
development skills, and business growth strategies that support enterprise creation, 
employment opportunities, and economic development. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Strengthens innovation and creativity competencies through innovation management, 
entrepreneurial finance, and venture development, fostering innovative business 
solutions and entrepreneurial ecosystems. 

SDG 4: Quality 
Education 

2 

Enhances entrepreneurial knowledge, innovation skills, marketing competencies, and 
project management capabilities required for professional growth and entrepreneurial 
success. 

SDG 12: Responsible 
Consumption & 
Production 

2 
Encourages responsible business planning, effective project management, innovation-
driven value creation, and sustainable utilization of resources in entrepreneurial 
ventures. 

SDG 17: Partnerships 
for the Goals 

1 
Promotes collaboration through entrepreneurial networks, venture capital and funding 
ecosystems, family business stakeholders, and team-based project activities. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  
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COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: B.B.A/BBA IAF Current Academic Year: 2029–30 

Branch: B.B.A Semester: VI 

2. Course Details 

S. No Attribute Details 

1.  Course Title International Business Management 

2.  Course Code --------- 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory 

6.  Course Objective 
To develop an understanding of international business environments, global trade frameworks, 
multinational business strategies, cross-cultural management, and international financial and 
operational practices in a globalized economy. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, scope, and drivers of international business. 

CO2: Compare international market entry modes and global business strategies. 
CO3: Apply international marketing and export-import procedures in business contexts. 
CO4: Analyze global institutions, trade frameworks, and international business environments. 

CO5: Evaluate cross-cultural, ethical, HRM, and strategic challenges in global business. 

CO6: Develop integrated business strategies for operating in international markets. 

8.  
Course 

Description 

This course provides an understanding of international business operations in a global 
environment. It covers international trade frameworks, multinational corporations, market 
entry strategies, cross-cultural management, global institutions, export-import procedures, 
international marketing, and contemporary challenges faced by organizations operating across 
borders. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Overview of International Business (12-0-0-12 = 24 hrs) 



 

 

Objective 
To introduce students to the fundamentals of international business, global trade dynamics, and market entry 
approaches. 

A 
Concept, scope, trends, challenges, and opportunities in 
international business 

CO1 

Whiteboards, PPTs, Case 

Studies, International 

Trade Reports 
B International vs. domestic business; advantages and limitations 

C 
Regional economic blocs (NAFTA, SAFTA, ASEAN, SAARC) 
and modes of entry into international markets 

Unit 2: Global Institutions and Trade Framework (12-0-0-12 = 24 hrs) 

Objective To understand international trade institutions, foreign investments, and multinational business operations. 
A GATT and WTO: structure, functions, and impact on global trade 

CO2 

Whiteboards, WTO 

Reports, PPTs, Case 

Studies 
B 

Multinational Corporations (MNCs): strategies, expansion motives, 
and entry modes 

C FDI, FPI, and international business strategies 
Unit 3: Cross-Cultural Management and Market Intermediaries (12-0-0-12 = 24 hrs) 

Objective To develop understanding of international marketing concepts and cross-cultural business interactions. 
A International marketing principles and market intermediaries 

 CO3 

PPTs, International 

Marketing Cases, 

Simulations 
B Communication and cultural dimensions in international business 
C Adaptation strategies in host and home countries 
Unit 4: Financial Institutions and Documentation (12-0-0-12 = 24 hrs) 

Objective To examine international financial institutions and export-import support mechanisms 
A World Bank, IMF, UNCTAD, ADB, NABARD and their roles 

 CO4 

International Organization 

Reports, PPTs, Case 

Studies 
B Export-import procedures and documentation 
C APEDA, EPZs, SEZs, BPOs and India's FDI attractiveness 
Unit 5: Contemporary Issues and Strategic Dimensions (12-0-0-12 = 24 hrs) 

Objective To analyze strategic, cultural, technological, and human resource challenges in international business 
A International business strategy and competitive advantage 

CO5 
Case Studies, Business 

Simulations, PPTs 
B Hofstede’s Cultural Dimensions Model and International HRM 

C 
CSR in global business, e-commerce, and challenges faced by 
MNCs in emerging markets 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 45 hrs) 

TW: Assignments, case analyses, presentations, group discussions, country studies, international business 
simulations, seminars, and industry interaction activities. 
SL: Study of international business reports, WTO publications, World Bank reports, business journals, online 
courses, and independent analysis of global business trends. 
Example 
Self-learning through online International Business Management tutorials and e-content, 
Industry interaction/visit related to International Business Management practices 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References Textbook:  Francis Cherunilam – International Business: Text and Cases. 



 

 

Charles W. Hill & Arun Kumar Jain – International Business: Competing in the Global Marketplace. 
Richard Paul & Linda Elder – Critical Thinking. 
WTO, IMF and World Bank Publications Study Material  
SWAYAM Online Learning Platform  
NPTEL Online Courses 
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 PO

1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO1

0 
PO1

1 
PSO

1 
PSO

2 
PSO

3 

CO1 2 2 3 1 1 – – – 1 – - 2 2 1 

CO2 2 3 3 1 1 – – – 1 1 - 2 2 2 

CO3 2 2 3 2 1 1 – 1 2 1 1 2 2 2 

CO4 2 3 3 2 2 1 1 1 2 2 1 2 2 3 

CO5 2 3 3 2 2 2 1 1 2 2 2 2 2 3 

CO6 3 3 3 3 2 2 1 2 2 2 2 3 3 3 

Avg 2.1

7 

2.67 3.00 1.83 1.50 1.50 1.00 1.25 1.67 1.33 1.50 2.17 2.17 2.33 

 

6. Course-to-SDG Matrix 

This course aligns with 5 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale 

(3 = Core contribution, 2 = Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Develops global business knowledge, analytical thinking, and cross-cultural 
competencies. 

SDG 8: Decent Work & 
Economic Growth 

3 
Enhances employability in international trade, export-import management, and 
multinational organizations. 



 

 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Promotes understanding of international trade infrastructure and global business 
systems 

SDG 10: Reduced 
Inequalities 2 

Encourages awareness of international economic cooperation and inclusive global 
development. 

SDG 17: Partnerships 
for the Goals 

3 
Builds understanding of international institutions, trade agreements, and global 
partnerships. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026-29 

Program: BBA Current Academic Year: 2029–30 

Branch:  Management Semester: 6 

2. Course Details 

S. No Attribute Details 

1.  Course Title AI in Business  

2.  Course Code NBBCC501 

3.  Credits 3 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

3-0-0-3 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) 
 L: 45 hrs | T: 00hrs | P: 00 hrs | SL: 45 hrs | Total: 90 hrs |Credits: 3 

5.  Course Type Theory 

6.  Course Objective 

The objective of this course is to introduce students to the basic concepts of Artificial 
Intelligence (AI) and its significance in modern business practices. The course aims to help 
students understand introductory AI applications in marketing, customer engagement, digital 
marketing, and consumer analytics. It also focuses on the role of AI in recruitment, employee 
management, learning, training, and employee engagement within organizations. Further, the 
course seeks to familiarize students with simple AI tools and their practical business 
applications across different functional areas. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Understand fundamental concepts, types, and importance of Artificial Intelligence and 
its applications in modern business organizations. 

CO2: Explain the role of AI in marketing activities including customer relationship 
management, customer engagement, personalization, and recommendation systems. 

CO3: Apply the concepts of AI in digital marketing, social media analytics, consumer 
behaviour analysis, and sales forecasting for business decision-making. 

CO4: Analyse the use of AI in human resource management practices including recruitment, 
resume screening, talent acquisition, and HR analytics. 

CO5: Evaluate  AI-based employee engagement, performance management, training, and 
learning systems used for workforce development and organizational effectiveness. 

CO6: Design basic business solutions using AI-enabled tools and applications for marketing, 
HR, and managerial decision-making processes. 

8.  Course This course introduces undergraduate BBA students to the fundamentals of Artificial 



 

 

Description Intelligence (AI) and its applications in business. The course focuses on practical and 
introductory AI applications in marketing and human resource management. Students will 
learn how businesses use AI for customer interaction, digital marketing, recruitment, 
employee engagement, and decision-making through simple examples and AI-enabled 
business tools. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to AI in Business (4-0-10-6 = 20 hrs) 

Objective To introduce students to the basic concepts of Artificial Intelligence and its applications in business organizations  

A 
Meaning, concept, and evolution of Artificial Intelligence, 
Introduction to Generative AI Tools for Business 

CO1, 

CO1, 

CO2  

PTs, Whiteboard, Case 

Discussions, HR Case 

Studies, Learning Videos B 

Types and applications of AI in business, AI’s Role in Business 
Intelligence and Decision-Making, AI vs Traditional Systems; 
Characteristics of AI-enabled organizations 

C Benefits, limitations, Ethical issues in AI  
Unit 2:  Introduction to AI in Marketing  (6-0-12-6 = 24 hrs) 

Objective To help students understand the role of AI in customer engagement and relationship management 

A 
Introduction to AI in Marketing, AI in Customer Relationship 

Management (CRM) CO2, 

CO3, 

CO3 

PTTs, Whiteboard, Case 

Discussions, HR Case 

Studies, Learning Videos 
B 

Customer Segmentation and Targeting using AI, Chatbots and 
Virtual Assistants 

C Product Recommendations and Personalization 
Unit 3: AI in Digital Marketing (8-0-16-6 = 30 hrs) 

Objective 
To develop understanding of employee training, career development, and performance appraisal techniques for 
improving organizational effectiveness. 

A 
Usage of AI in Social Media Marketing , Online Advertising and 
Email Marketing 

CO3, CO3, 

CO4,  

PTTs, Whiteboard, Case 

Discussions, HR Case 

Studies, Learning Videos 
B 

Consumer Behaviour Analysis using AI, Basics of Predictive 
Analytics and Sales Forecasting 

C Chatbots, Virtual Assistants, and AI-driven Customer Engagement 
Unit 4: Introduction to AI in HRM (6-0-12-6 = 24 hrs) 

Objective To provide understanding of AI applications in recruitment, selection, and employee data management. 

A 
Introduction to AI in Human Resource Management, Resume 
Screening and Candidate Shortlisting 

CO4, CO5, 

CO5 

PTTs, Whiteboard, Case 

Discussions, HR Case 

Studies, Learning Videos 
B 

AI-based Recruitment and Selection Tools, Online Interview and 
Assessment Tools 

C AI based Employee Data Management 
Unit 5: AI for Employee development (6-0-10-6 = 22 hrs) 

Objective To familiarize students with AI applications in employee development and basic AI tools used in business 
A AI in Employee Engagement and Feedback Systems, | 

CO4, CO5, 

CO6 

Case Studies, Role playing 

, Learning Videos 
B AI in Training and Learning Management Systems (LMS) 
C AI in Performance Management 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities 
etc.) 



 

 

(in Hours) 

(SL: 30 hrs) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum 

structure.) 
Example 

Self-Learning beyond Class Room :Analysis of AI tools used in customer engagement, recruitment, social 
media marketing, and employee management. 

Self-Learning from online content, AI demonstrations, articles, videos, and online educational resources 
related to Artificial Intelligence and business applications. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: Russell, S., & Norvig, P. (2021). Artificial intelligence: A modern approach (4th ed.). 

Pearson. 

Iansiti, M., & Lakhani, K. R. (2020). Competing in the age of AI: Strategy and leadership when algorithms 
and networks run the world. Harvard Business Review Press. 
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  PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 2 1 – – 1 2 – – 1 2 3 1 – 

CO2 3 2 2 1 1 1 2 – – 1 2 3 2 1 

CO3 3 3 3 1 1 1 3 1 1 2 2 3 2 2 

CO4 3 3 2 1 1 1 3 – – 2 2 3 3 2 

CO5 2 3 2 1 2 2 3 – – 2 3 2 3 2 

CO6 2 3 3 2 2 1 3 2 1 3 3 3 3 3 

Avg 2.67 2.67 2.17 1.2 1.4 1.17 2.67 1.5 1 1.83 2.33 2.83 2.33 2 

 
Note: Row averages are computed over non-zero entries only. PO and PSO mappings are assigned based on the relevance and 

contribution of each Course Outcome (CO) to the respective Programme Outcomes (POs) and Programme Specific Outcomes 

(PSOs). Lower mappings in certain areas are intentionally maintained to ensure realistic and meaningful alignment without 

artificial inflation.. 

6. Course-to-SDG Matrix 

This course aligns with 7 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
The course strengthens students’ understanding of Artificial Intelligence and its 
applications in business while improving digital literacy, analytical abilities, critical 
thinking, and managerial decision-making skills. 

SDG 8: Decent Work & 
Economic Growth 

3 
The course promotes awareness of AI-driven business practices, workforce efficiency, 
digital transformation, and modern organizational processes that contribute to 
sustainable economic growth and productive employment. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
The course encourages innovation and the adoption of AI technologies, automation, 
and digital business tools across marketing and human resource management 
functions. 

SDG 5: Gender Equality 2 
The course creates awareness about ethical and unbiased AI practices in recruitment, 
employee evaluation, and workplace decision-making to support inclusivity and equal 
opportunities. 

SDG 12: Responsible 
Consumption & 

Production 
2 

The course introduces AI-enabled business practices that help organizations improve 
efficiency, optimize resource utilization, and support sustainable operational processes 



 

 

SDG 10: Reduced 
Inequalities 

1 
The course sensitizes students to the importance of fair and transparent AI-based 
organizational practices that help reduce bias and discrimination in decision-making. 

SDG 16: Peace, Justice 

& Strong Institutions 
1 

The course emphasizes responsible AI usage, ethical business conduct, transparency, 
and accountability in organizational and managerial practices. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY  UNIT-1 4 

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY  UNIT-2 6 

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY  UNIT-3 8 

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY  UNIT-4 6 

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    

DD/MM/YY  UNIT-5 6 

DD/MM/YY    

DD/MM/YY    

DD/MM/YY    



 

 

DD/MM/YY    

DD/MM/YY    
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COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA IAF Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title 
AI and Digital 

Marketing 

2.  Course Code NBBMM502 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

120 hrs 

5.  Course Type Theory 

6.  Course Objective 

Provide a comprehensive understanding of digital marketing 
concepts and platforms, introduce the role and impact of Artificial Intelligence in 

marketing strategies, equip students with practical knowledge of digital marketing tools 
and analytics, enable students to design data- driven marketing campaigns using AI- 

enabled technologies, and Foster ethical and futuristic thinking in leveraging AI in digital 
marketing. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1 Understand and differentiate between traditional and digital 

Marketing frameworks. 

CO2 Apply digital marketing strategies including SEO, SMM, email 

Marketing, and content marketing. 

CO3 Analyze the application of AI tools such as chatbots, 

Personalization, and predictive analytics in digital marketing. 

CO4 Interpret digital marketing data and analytics to measure 

Campaign effectiveness. 

 

CO5 Develop ethical, AI-integrated digital marketing plans for real- world business problems 

CO5. To evaluate students with techniques for evaluating 



 

 

Advertising effectiveness and determining ROI. 

8.  
Course 

Description 

This course provides a comprehensive introduction to Digital Marketing AI . It begins with 
functions, types, operators, and control structures, and using functions. Advanced topics 

include, AI Marketing. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Digital Marketing: 

Objective 

To familiarize students with understanding the Digital Marketing and AI  environment along with its basic 
tokens. Study of Digital Marketing; Working with Directories & Files; Understanding some principles; 
Demonstration of its types, functions, merits, operators; Implementing and all the managerial functions that is 
attach to it. 

A 

Meaning, nature and scope of digital 
marketing, difference between traditional and digital marketing, 

components of digital 
marketing, role of digital marketing in business, benefits and 

limitations of digital 
marketing, digital marketing funnel, overview of consumer 

behaviour in the digital world. 

K1, K2 
Notes and class room 

teaching 

  Unit 2: Core Concepts in Digital Marketing: 

Objective 

To apply decision-making and iterative constructs for designing efficient solutions with appropriate program 
control flow. Identify suitability of selection statements and implement Demonstrate switch statement Apply 
looping statements for iterative solutions; the concept flow to proper Digital Marketing. 

A 

Search Engine Optimization (SEO): On- 
page and Off-page, Search Engine Marketing (SEM) and Google 

Ads, Content Marketing 
Strategy, Social Media Marketing (SMM): Platforms (Face book, 

Instagram, LinkedIn, 
Twitter, YouTube), Email Marketing: Tools and campaign 

strategy, Affiliate Marketing 
and Influencer Marketing, Mobile Marketing. 

K2, K3 
Notes and class room 

teaching 

Unit 3: Artificial Intelligence in Digital Marketing: 

Objective To understand evaluation and analytics through AI and the techniques that are available in the AI matrics. 

A 

Introduction to Artificial 
Intelligence (AI) and Machine Learning (ML),Role of AI in 

transforming marketing 
strategies, AI-powered tools in digital marketing, Chabot’s and 

AI-driven customer 
service, Predictive analytics for customer 

 
behaviour and personalization, AI in programmatic advertising, 

Case studies: Netflix, 
Amazon, Spotify, etc. 

K3, K4 
Notes and class room 

teaching 

Unit 4: Data-Driven Marketing and Analytics: 

Objective 
To understand  dynamic of marketing concept allocation, and analytics, and apply these concepts for efficient 
string handling. Demonstration of AI importance and efficiency in the Digital Marketing scenario.  

A Importance of data in digital K4 Notes and class room 



 

 

marketing, Google Analytics and performance metrics, KPIs in 
digital marketing (CTR, 

CPC, Bounce Rate, etc.), Customer journey mapping using AI, 
A/B testing and 

optimization, Tools: Google Analytics, Hub Spot, SEM rush, Hot 
jar, etc. 

teaching 

Unit 5: Ethics, Trends and Applications: 

Objective 
To understand trend operations, user-defined structures, and apply them for efficient data organization and 
processing. Digital heterogeneous data using structures;   implementation principles of AI  Digital marketing. 

A 

Ethical issues in digital and AI marketing 
(data privacy, consent, bias), Emerging trends: Voice search, 

AR/VR in marketing, 
Metaverse marketing, Role of Block chain in digital marketing, 

Career opportunities in 
AI and digital marketing, Building AI- driven marketing 

campaigns – planning, 
execution, and ROI tracking, Mini project: Create a digital 

marketing plan integrating AI 
tools 

K5  
Notes and class room 

teaching 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities 
etc.) 

SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum 
structure.) 
Example 

Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

1. AI in Marketing, Sales and Service 

Author: Peter Gentsch Publisher: 

Palgrave Macmillan 

2. Social Media Marketing: A Strategic Approach 

Author: Melissa Barker, Donald I. Barker, Nicholas F. Bormann, Krista E. Neher 

Publisher: Cengage Learning. 

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 

CO / 

PO 

              

 
PO

1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO1

0 
PO1

1 
PSO

1 
PSO

2 
PSO

3 

CO1 3 1 – – – – – – – – 1 2 1 – 

CO2 3 2 – – – – – – 1 – 2 2 2 – 

CO3 3 3 2 – 2 2 – – 1 – 2 3 2 2 

CO4 2 3 2 2 2 – – – – – 2 2 3 2 

CO5 2 3 3 2 2 – – – – – 2 2 3 2 

CO6 2 2 3 2 3 2 – 2 1 1 3 3 3 3 

Avg 2.5

0 
2.33 2.50 2.00 2.25 2.00 0.00 2.00 1.00 1.00 2.00 2.33 2.33 2.25 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Builds a strong foundation in computational thinking and structured programming. 
Develops essential skills in problem-solving, coding, and logical reasoning through 

theory and practical exercises. 

SDG 8: Decent Work & 
Economic Growth 

3 
Develops industry-relevant programming skills and practical coding proficiency. 
Enhances problem-solving abilities and prepares students for careers, internships, 

and entrepreneurship in IT. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
Enables development of efficient and scalable software solutions. Builds skills in 

memory management, file handling, and structured programming, fostering 
innovation and digital infrastructure. 

SDG 12: Responsible 
Consumption & 

Production 
2 

Promotes efficient and optimized coding practices. Encourages resource-conscious 
programming through memory management and algorithm efficiency. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY 
Meaning, nature and scope of digital 
marketing,  
 

UNIT-1 4 

DD/MM/YY 
Difference between traditional and digital marketing,  
 

  

DD/MM/YY 
Components of digital marketing, role of digital marketing in business.  
 

  

DD/MM/YY 
Benefits and limitations of digital 
marketing, digital marketing funnel, overview of consumer behaviour in the 
digital world. 

  

DD/MM/YY 
Search Engine Optimization (SEO): On- 
page and Off-page,  
 

UNIT-2 6 

DD/MM/YY 
Search Engine Marketing (SEM) and Google Ads, Content Marketing 
Strategy. 
. 

  

DD/MM/YY 
Social Media Marketing (SMM): Platforms (Face book, Instagram, LinkedIn, 
Twitter, YouTube).  
 

  

DD/MM/YY 
Email Marketing: Tools and campaign strategy, Affiliate Marketing 
and Influencer Marketing, Mobile Marketing 

  

DD/MM/YY 
Introduction to Artificial 
Intelligence (AI) and Machine Learning (ML). 
  

UNIT-3 8 

DD/MM/YY 

Role of AI in transforming marketing strategies.AI-powered tools in digital 
marketing, Chabot’s and AI-driven customer 
service, Predictive analytics for customer behaviour and personalization. 
.  

  

DD/MM/YY 
AI in programmatic advertising, Case studies: Netflix, 
Amazon, Spotify, etc. 

  

DD/MM/YY 
Importance of data in digital marketing.  
 UNIT-4 6 

DD/MM/YY 
Google Analytics and performance metrics, KPIs in digital marketing (CTR. 
.  

  

DD/MM/YY 
CPC, Bounce Rate, etc.), Customer journey mapping using AI, A/B testing and 
optimization, Tools: Google Analytics, Hub Spot, SEM rush, Hot jar, etc. 

  

DD/MM/YY 
Ethical issues in digital and AI marketing 
(data privacy, consent, bias),  UNIT-5 6 



 

 

 

DD/MM/YY 
Emerging trends: Voice search, AR/VR in marketing, 
Metaverse marketing. 
  

  

DD/MM/YY 
Role of Block chain in digital marketing, Career opportunities in AI and digital 
marketing, Building AI- driven marketing.  
 

  

DD/MM/YY 
campaigns – planning, execution, and ROI tracking, Mini project. 
  

  

DD/MM/YY 
Create a digital marketing plan integrating AI 
Tools 

  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA IAF Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title 
Advertising & Brand 

Management 

2.  Course Code NBBMM501 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

120 hrs 

5.  Course Type Theory 

6.  Course Objective 
This paper appraises the students about the concepts, techniques for developing an 
effective advertising and sales promotion program keeping pace with the ever-changing 
Consumer behaviour. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1. Define and explain the core concepts, objectives, and 

Functions of advertising and branding. 

CO2.Explain the structure and roles of advertising agencies and illustrate the client-agency 

relationship and agency selection 

Process. 

CO3.Apply and analyse the concepts of product planning and 

development: New Product Development process, Research 

Techniques used in the process. 

CO4. Adapt and build Product lifecycle Management, Product 

Portfolio Analysis and Management. 

CO5. To evaluate students with techniques for evaluating 

Advertising effectiveness and determining ROI. 

8.  
Course 

Description 

This course provides a comprehensive introduction to Advertising and Brand management. It 
begins with functions, types, operators, and control structures, and using functions. Advanced 
topics include, Brand management. 



 

 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction  

Objective 

To familiarize students with understanding of  advertising and brand management  environment along with its 
basic tokens. Study of advertising ; Working with Directories & Files; Understanding  some principles ; 
Demonstration of its  types, functions, merits, operators; Implementing and all the managerial functions that is 
attach to it. 

A 

Definition, objectives, Functions and classification of 
advertising, 
Advertising Agency: Functions &amp; structure of modern 
agency, functions of the 
Advertising department and advertising manager. Client – 
Agency Relationship (CAR), 
Selection of agency. 

K1, K2 
Notes and class room 

teaching 

  Unit 2: Advertising as communication. 

Objective 

To apply decision-making and iterative constructs for designing efficient solutions with appropriate program 
control flow. Identify suitability of selection statements and implement Demonstrate switch statement Apply 
looping statements for iterative solutions; the communication  flow to proper advertising and brand 
management. 

A 

Advertising versus other forms of mass 
communication, planning the communication program, the 
communication mix, building 
of advertising program: Creative Strategy-Copy, message, 
advertising appeals, AIDA 
concept Creation and production in advertising: TV commercials, 
Radio Jingles, Print 
Ads. 

K2, K3 
Notes and class room 

teaching 

Unit 3: Campaign Evaluation and Analytics. 

Objective To understand evaluation and analytics through the techniques of the available matrics. 

A 

Measurement and Evaluation Metrics 
in Advertising, Tools and Techniques for Advertising Campaign 
Analysis, ROI Analysis 
and Reporting 

K3, K4 
Notes and class room 

teaching 

Unit 4: Brand Concept. 

Objective 
To understand addresses, pointers, dynamic of brand concept allocation, and strings, and apply these concepts 
for efficient string handling. Demonstration of brand importance and efficiency in the management scenario.  

A 

Brand Hierarchy, Brand Personality, Brand Image, Brand 
Identity, Brand Positioning; Brand Equity, Value addition from 
Branding - Brand - 
Customer Relationships, Brand Loyalty and Customer Loyalty. 

K4 
Notes and class room 

teaching 

Unit 5: Brand Positioning. 

Objective 
To understand file operations, user-defined structures, and apply them for efficient data organization and 
processing. Branding heterogeneous data using structures;   implementation principles 

A 

Brand positioning concepts, Brand positioning and 
differential strategies, Brand repositioning, Celebrity 
endorsement, Brand extension 
Strategies, Managing global brand. 

K5  
Notes and class room 

teaching 

4. Course Evaluation & References 



 

 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities 
etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum 
structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

1. T. K. Panda-Building Brands in Indian Market-Excel 

2. Batra, Myers &amp;Aaker, - Advertising Management, Pearson 

education/PHI 

3. Sengupta, Subroto, Brand Positioning-Strategies for Competitive 

Advantage, Tata McGraw 
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PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO  

10 

PO     

11 

CO1 3 1 – – – – – – – 2 3 

CO2 3 2 – – – – – – 1 2 1 

CO3 3 3 2 – 2 2 – – 1 - - 

CO4 2 3 2 2 2 – – – – 1 - 

CO5 2 3 3 2 2 – – – – 2 - 

CO6 2 2 3 2 3 2 – 2 1 3 2 

Avg 2.50 2.33 2.50 2.00 2.25 2.00 0.00 2.00 1.00 3.21 2.13 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 
 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Builds a strong foundation in computational thinking and structured programming. 
Develops essential skills in problem-solving, coding, and logical reasoning through 
theory and practical exercises. 

SDG 8: Decent Work & 
Economic Growth 

3 
Develops industry-relevant programming skills and practical coding proficiency. 
Enhances problem-solving abilities and prepares students for careers, internships, and 
entrepreneurship in IT. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
Enables development of efficient and scalable software solutions. Builds skills in 
memory management, file handling, and structured programming, fostering innovation 
and digital infrastructure. 

SDG 12: Responsible 
Consumption & 

Production 
2 

Promotes efficient and optimized coding practices. Encourages resource-conscious 
programming through memory management and algorithm efficiency. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY 
Definition, objectives.  
 

UNIT-1 4 

DD/MM/YY 
Functions and classification of advertising, 
Advertising Agency:  
 

  

DD/MM/YY 
Functions & amp; structure of modern agency. Functions of the Advertising 
department and advertising manager. Client – Agency Relationship (CAR), 
Selection of agency. 

  

DD/MM/YY 
Advertising versus other forms of mass 
Communication 
 

UNIT-2 6 

DD/MM/YY 
planning the communication program, the communication mix, building of 
advertising program:  
 

  

DD/MM/YY 
Creative Strategy-Copy, message, advertising appeals, AIDA 
 

  

DD/MM/YY 
concept Creation and production in advertising: TV commercials, Radio 
Jingles, Print 
Ads. 

  

DD/MM/YY 
Measurement and Evaluation Metrics 
In Advertising. 
 

UNIT-3 8 

DD/MM/YY 
Tools and Techniques for Advertising Campaign  
 

  

DD/MM/YY 
Analysis, ROI Analysis 
and Reporting 

  

DD/MM/YY 
Brand Hierarchy. 
 

UNIT-4 6 

DD/MM/YY 
Brand Personality. 
 

  

DD/MM/YY 
Brand Image. 
 

  

DD/MM/YY Brand Identity.    

DD/MM/YY Brand Positioning.   

DD/MM/YY Bramd Equity, Value addition from Branding   

DD/MM/YY Brand positioning concepts. UNIT-5 6 



 

 

 

DD/MM/YY 
Brand positioning and 
Differential strategies. 
 

  

DD/MM/YY 
Brand repositioning,  
 

  

DD/MM/YY 
Celebrity endorsement. 
 

  

DD/MM/YY 
Brand extension 
Strategies. 

  

DD/MM/YY Managing global brand   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA IAF Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Consumer Behaviour 

2.  Course Code NBBMM503 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

120 hrs 

5.  Course Type Theory 

6.  Course Objective 
To understand the conceptual foundations of consumer buying behavior, to analyze the 
psychological, personal, and social influences on consumer decision-making, to apply 
consumer behavior theories to real-world marketing strategy. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1. Understand the fundamental concepts, nature, and scope of 

consumer behaviour in the context of marketing.. 

CO2.Analyze individual psychological factors like motivation, 

perception, learning, and personality affecting consumer decision- 

making. 

CO3 Evaluate the impact of social, cultural, and family influences 

on consumer attitudes and purchasing behaviour. 

CO4.Apply consumer behaviour models to assess consumer 

decision-making processes in various buying situations 

CO5.Develop marketing strategies by integrating consumer 

insights, digital behaviour trends, and ethical considerations 

in modern marketplaces. 

8.  
Course 

Description 

This course provides a comprehensive introduction to Consumer Behaviour  . It begins with 
functions, types, operators, and control structures, and using functions. Advanced topics 
include, Consumer Behaviour. 



 

 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Consumer Behavior: 

Objective 

To familiarize students with understanding the consumer Behavior and   environment along with its basic 

tokens. Study of Digital Marketing; Working with Directories & Files; Understanding some principles; 

Demonstration of its types, functions, merits, operators; Implementing and all the managerial functions that is 

attach to it. 

A 

Definition, nature, scope, and 
importance, Development of consumer behavior as a field of 
study, Interdisciplinary 
nature of consumer behavior, Consumer behavior and marketing 
strategy, Consumer 
research process 

K1, K2 
Notes and class room 

teaching 

  Unit 2: Consumer as an Individual: 

Objective 

To apply decision-making and iterative constructs for designing efficient solutions with appropriate program 
control flow. Identify suitability of selection statements and implement Demonstrate switch statement Apply 
looping statements for iterative solutions; the concept flow to proper consumer behaviour. 

A 

Motivation: Nature, types, process, and theories 
(Maslow’s, Herzberg’s, etc.), Perception: Process, factors 
influencing perception, 
perceptual mapping, Learning: Theories of learning (Classical, 
Operant, Cognitive), 
Personality: Theories and implications for consumer behavior, 
Attitude: Formation, 
change, and measurement of attitude 

K2, K3 
Notes and class room 

teaching 

Unit 3: Social and Cultural Influences on Consumer Behavior: 

Objective 
To understand evaluation and analytics through consumer Behaviour and the techniques that are available in 
the  matrics. 

A 

Group influences: 
Reference groups, opinion leaders, family and roles, Social class 
and its influence, 
Culture and sub-culture: Characteristics, values, cross- cultural 
understanding, Diffusion 
of innovation and consumer adoption process 

K3, K4 
Notes and class room 

teaching 

Unit 4: Consumer Decision-Making Process: 

Objective 
To understand dynamic of consumer Behaviour, concept allocation, and analytics, and apply these concepts for 
efficient string handling. Demonstration of importance and efficiency in the consumer Decision  scenario.  

A 

Problem recognition, Information 
search, Evaluation of alternatives, Purchase decision, Post- 
purchase behavior, Models of 
consumer decision making: Howard-Sheth, Nicosia, Engel-
Kollat-Blackwell 

K4 
Notes and class room 

teaching 

Unit 5: Applications of Consumer Behaviour: 

Objective 

To understand trend operations, user-defined structures, and apply them for efficient data organization and 
processing. consumer heterogeneous data using structures;   implementation principles of Consumer 
Behaviour. 

A Consumer behavior in online and K5  Notes and class room 



 

 

digital marketing, Consumerism and consumer protection in 
India, Organizational 
buying behavior vs. individual buying behavior, Ethics in 
consumer behavior, Trends in 
consumer behavior (Green consumers, socially responsible 
consumers) 

teaching 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities 
etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum 
structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

1. Schiffman &amp; Kanuk – Consumer Behavior 

2. Loudon &amp; Della Bitta – Consumer Behavior: Concepts and Applications 

3. Hawkins, Mothersbaugh, and Best – Consumer Behavior: 

Building Marketing Strategy 
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PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO  

10 

PO     11 

CO1 3 1 – – – – – – – 2 3 

CO2 3 2 – – – – – – 1 2 1 

CO3 3 3 2 – 2 2 – – 1 - - 

CO4 2 3 2 2 2 – – – – 1 - 

CO5 2 3 3 2 2 – – – – 2 - 

CO6 2 2 3 2 3 2 – 2 1 3 2 

Avg 2.50 2.33 2.50 2.00 2.25 2.00 0.00 2.00 1.00 3.21 2.13 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 
 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 3 

Builds a strong foundation in computational thinking and structured programming. 
Develops essential skills in problem-solving, coding, and logical reasoning through 
theory and practical exercises. 

SDG 8: Decent Work & 
Economic Growth 3 

Develops industry-relevant programming skills and practical coding proficiency. 
Enhances problem-solving abilities and prepares students for careers, internships, and 
entrepreneurship in IT. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

3 
Enables development of efficient and scalable software solutions. Builds skills in 
memory management, file handling, and structured programming, fostering innovation 
and digital infrastructure. 

SDG 12: Responsible 
Consumption & 
Production 

2 
Promotes efficient and optimized coding practices. Encourages resource-conscious 
programming through memory management and algorithm efficiency. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY 
Definition, nature, scope, and 
Importance.  
 

UNIT-1 4 

DD/MM/YY 
Development of consumer behavior as a field of study, Interdisciplinary. 
  

  

DD/MM/YY 
Nature of consumer behavior, Consumer behavior and marketing strategy.  
 

  

DD/MM/YY Consumer research process.   

DD/MM/YY 
Motivation: Nature, types, process, and theories 
(Maslow’s, Herzberg’s, etc.). 
  

UNIT-2 6 

DD/MM/YY 

Perception: Process, factors influencing perception, 
Perceptual mapping, Learning: Theories of learning (Classical, Operant, and 
Cognitive). 
 

  

DD/MM/YY 
Personality: Theories and implications for consumer behavior, Attitude: 
Formation, 
change, and measurement of attitude  

  

DD/MM/YY 
Group influences: Reference groups, opinion leaders, family and roles.  
 

UNIT-3 8 

DD/MM/YY 
Social class and its influence, 
Culture and sub-culture:  
 

  

DD/MM/YY 
Characteristics, values, cross- cultural understanding, Diffusion of innovation 
and consumer adoption process 

  

DD/MM/YY 
Problem recognition, Information search,  

 UNIT-4 6 

DD/MM/YY 
Evaluation of alternatives, Purchase decision, Post- purchase behavior,  
 

  

DD/MM/YY 
Models of consumer decision making: Howard-Sheth, Nicosia, Engel-Kollat-
Blackwell 

  

DD/MM/YY 
Consumer behavior in online and digital marketing. 
  UNIT-5 6 

DD/MM/YY 
Consumerism and consumer protection in India, Organizational 
buying behavior vs. individual buying behavior, Ethics in consumer behavior.  
 

  

DD/MM/YY Trends in   



 

 

consumer behavior (Green consumers, socially responsible consumers). 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 

COURSE PLAN 

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Domain: Marketing Semester: 6 

2. Course Details 

S. No Attribute Details 

1 Course Title Retail Management 

2 Course Code ------------- 

3 Credits 4 

4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60 hrs | Total: 120  hrs |Credits: 4 

5 Course Type Theory (Elective) 

6 Course Objective 

To develop a comprehensive understanding of the retail industry, including retail formats, 

consumer behaviour, merchandising, store operations, and retail strategies. The course aims to 

equip students with analytical and practical skills required for effective retail management and 

decision-making in modern retail environments. 

7 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Understand the fundamentals of retailing, retail formats, and emerging retail trends. 

CO2: Analyze retail consumer behavior, market segmentation, and customer expectations. 

CO3: Evaluate retail location decisions, store layout, and visual merchandising strategies. 

CO4: Apply merchandising, inventory management, and retail pricing strategies in business 

situations. 

CO5: Examine retail marketing strategies, CRM practices, and omni-channel retailing 

technologies. 

CO6: Develop strategic and analytical thinking for solving retail management problems using 

contemporary retail practices. 

8 Course Description 

This course provides an in-depth understanding of retail management and its strategic 

importance in the modern business environment. It covers retail formats, consumer buying 

behavior, merchandising, store operations, retail marketing, CRM, and digital transformation in 

retailing. The course integrates theoretical concepts with practical retail applications, enabling 

students to understand challenges and opportunities in organized and unorganized retail sectors. 

3. Course Outline: 

 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to Retailing (6-0-0-6 = 12 hrs)  

Objective To understand the concepts, scope, and evolution of retailing along with different retail formats and emerging trends. 



 

 

A Retailing – Definition, scope, functions, and importance 

CO1, CO6 
PPTs, Case Studies, Videos, 

Retail Store Observation 
B 

Evolution of retail in India and globally; Organized and unorganized 

retailing 

C Retail formats, trends, and challenges in retailing 

Unit 2: Understanding the Retail Consumer (6-0-0-6 = 12 hrs) 

Objective To analyze retail consumer behavior and customer relationship strategies. 

A Retail buying behavior and factors influencing purchase decisions 

CO2, CO6 

PPTs, Case Analysis , Data 

Analysis Exercises, Role Plays, 

CRM Tools 

B Market segmentation and targeting 

C Customer expectations, service quality, loyalty, and retention 

Unit 3: Retail Location and Store Design (6-0-0-6 = 12 hrs) 

Objective To evaluate retail location strategies and store design elements for effective retail operations. 

A 
Retail location strategy; Types of retail locations; Site selection 

analysis 

CO3, CO6 
PPTs, Store Layout Exercises, 

Retail Simulations 
B Store layout types and design strategies 

C 
Visual merchandising, design elements, signage, and store 

atmosphere 

Unit 4:  Merchandising and Inventory Management (6-0-0-6 = 12 hrs) 

Objective To understand merchandise planning, inventory control, and pricing strategies in retailing. 

A 
Merchandise planning, category management, and assortment 

planning 
CO4, CO6 PPTs, ERP/POS Demonstration 

B Inventory planning, replenishment, and stock management 

C Pricing strategies, markups, private labels, and brand management 

Unit 5: Retail Marketing and CRM (6-0-0-6 = 12 hrs) 

Objective To examine retail marketing strategies, CRM practices, and technology-driven retail transformation. 

A Retail marketing mix and promotional strategies 

CO5, CO6 

 

PPTs, Digital Marketing Tools 

 

B CRM practices and customer engagement strategies 

C POS, RFID, omni-channel retailing, and digital transformation 

4. Course Evaluation& References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 30 hrs) 

Team Work and Self-Learning 

 Retail store visit and observation  

 Case study analysis  

 Mini project on retail formats  

   Self-learning through retail technology platforms 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbooks: 

1. Berman, B., & Evans, J. R. (2018). Retail Management. Pearson Education. 

2. Levy, M., Weitz, B. A., & Grewal, D. (2022). Retailing Management. McGraw Hill. 

3. Pradhan, S. (2022). Retailing Management: Text and Cases. McGraw Hill. 

Other References: 

1. Newman, A. J., & Cullen, P. (2020). Retailing: Environment & Operations. Cengage. 

2. Bajaj, C., Tuli, R., & Srivastava, N. (2015). Retail Management. Oxford University Press. 

3. Dunne, P. M., Lusch, R. F., & Carver, J. R. (2014). Retailing. Cengage Learning. 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

5. C5. C5. CO–PO and CO–PSO Mapping Matrixd CO–PSO Mapping Matrix 

Note: Row averages are computed over non-zero entries only.  

 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal& Description Mapping Justification 

SDG 4: Quality Education 3 Develops retail management knowledge, analytical abilities, and practical business skills. 

SDG 8: Decent Work and 

Economic Growth 
3 Enhances employability and understanding of retail sector growth and entrepreneurship. 

SDG 9: Industry, 

Innovation and 

Infrastructure 

2 Introduces technology-enabled retailing, CRM, RFID, POS, and omni-channel systems. 

SDG 12: Responsible 

Consumption and 

Production 

2 
Encourages sustainable retailing, inventory optimization, and responsible merchandising 

practices. 

 

Strength Scale: 3 = Substantial (High) 2 = Moderate   1 = Slight (Low)  – = Not Applicable 
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 2 – – 1 1 – 1 – – 2 3 – 1 

CO2 2 2 1 1 – – – 2 2 1 1 3 2 – 

CO3 2 3 – 1 – 1 1 2 – 1 1 3 1 2 

CO4 3 3 – – – 2 1 3 – 1 1 3 – 1 

CO5 2 2 1 2 2 2 1 3 1 1 2 2 2 2 

CO6 3 3 1 2 1 3 1 3 1 2 3 3 2 2 

Avg 2.5 2.5 0.5 1.0 0.8 1.5 0.7 2.3 0.7 1.0 1.7 2.8 1.2 1.3 



 

 

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Domain: Marketing Semester: VI 

2. Course Details 

S. No Attribute Details 

1 Course Title Service Marketing 

2 Course Code ---------- 

3 Credits 4 

4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60hrs | Total: 120 hrs |Credits: 4 

5 Course Type Theory(Elective) 

6 Course Objective 

The objective of this course is to acquaint the students with concepts and techniques for 

marketing of service business, so that they will be able to handle the unconventional challenges of 

services marketing. The course focuses on enabling students to apply marketing concepts and 

principles to the unique challenges and opportunities of services marketing to create customer 

value. 

7 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and describe the fundamental concepts, characteristics, classification, and significance 

of services marketing. 

CO2: Explain and understand customer behavior, service categories, and customer expectations in 

the service sector. 

CO3: Apply services marketing mix concepts and service design frameworks in practical business 

situations. 

CO4: Analyze distribution strategies, service quality models, and customer satisfaction dimensions 

in service industries. 

CO5: Evaluate service development processes, service quality dimensions, and complaint handling 

systems. 

CO6: Design innovative service strategies and quality improvement plans for effective service 

delivery and customer retention. 

8 Course Description 

This course introduces the concepts, characteristics, and importance of services marketing in 

modern business. It covers customer behavior in service settings, services marketing mix, 

distribution strategies, service quality, and service development. The course also focuses on 

service design, customer satisfaction, complaint handling, and service recovery to help students 

understand effective service delivery and quality improvement in service organizations. 

3. Course Outline: 

Units Outline Syllabus CO Mapping Tools Used 



 

 

Unit 1: Introduction to Marketing of Services  (6-0-0-6 = 12 hrs) 

Objective To understand the concept, nature, scope, and growth of service marketing. 

A Nature and scope of services, characteristics of services 

CO1, CO2  PPTs, Videos, Case Studies B Classification of services 

C Need for service marketing, reasons for growth of service sector 

Unit 2:  Customer Behavior in Service Sector (6-0-0-6 = 12 hrs) 

Objective To understand customer decision-making and service expectations. 

A 
Four categories of services: People-processing, Mental-stimulus, 

Possession-processing, Information-processing 

CO2, CO3 PPTs, Videos, Case Studies 
B 

Customer decision making: Pre-purchase, Service encounter, Post-

encounter 

C Customer expectations and perceptions, Zone of tolerance 

Unit 3:  Services Marketing Mix (6-0-0-6 = 12 hrs) 

Objective To understand service product, service lifecycle, and service design. 

A Service product: Bundled with conventional products and standalone 

CO3, CO4 
PPTs, Videos, Case Studies 

Service Blueprints 
B Service life cycle 

C Service design: General framework 

Unit 4:  Distribution Strategies for Services (6-0-0-6 = 12 hrs) 

Objective To analyze service distribution and customer satisfaction strategies. 

A Challenges in distribution of services 

CO4, CO5 
PPTs, Videos, SERVQUAL 

Cases 
B Personal selling, advertising and sales promotion in service industry 

C Service triangle, service encounter, SERVQUAL & GAP model 

Unit 5:  Service Development and Quality Improvement (6-0-0-6 = 12 hrs) 

Objective To understand service innovation and quality improvement. 

A Service development: need, importance and types of new services 

CO5, CO6 
PPTs, Videos, Case Studies, 

Research Articles 

B Stages in development of new services 

C 
Service quality dimensions, service mapping, service failure & 

recovery 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars,, industrial visits, any other student activities etc.) Mini Project, 

Group discussions 

SL: Self-learning through MOOCs, online tutorials, research papers, and industry reports  

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook:  

1.Services Marketing by Lovelock, Writ, Chatterjee, Pearson Publication. 

2.Services Marketing by Zeithaml, Bitner, Gremler, and Pandit, Tata McGraw Hill Publication. 

3.NimitChowdhary, Monika Chowdhary, Textbook of Marketing Of Services: The Indian Experience, Macmillan, 

2013. 

1. CO–PO an 

2. 5. C5. C5. CO–PO and CO–PSO Mapping Matrixd CO–PSO Mapping Matrix 
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PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO

2 

PSO3 

CO1 3 1 – – - – – 1 - – 1 2 1 – 

CO2 3 2 1 - - - – 2 1 2 2 2 2 1 

CO3 3 3 2 - 2 2 – 1 1 - 2 3 2 2 

CO4 2 3 2 2 2 - - - - 3 2 2 3 2 

CO5 2 3 3 2 2 - - - - - 2 2 3 3 

CO6 2 3 3 2 3 2 - 2 1 1 3 3 3 3 

Avg 2.5

0 

2.50 1.83 1.00 2.25 0.66 - 1.00 0.50 1.00 2.00 2.33 2.33 1.83 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops service management knowledge, customer orientation, and practical skills in 

service quality. 

SDG 8: Decent Work & 

Economic Growth 
3 

Supports service sector employment, entrepreneurship, and sustainable economic 

growth. 

SDG 9: Industry, 

Innovation & 

Infrastructure 

2 Encourages service innovation and development of new service models. 

SDG 10: Reduced 

Inequalities 

1 Promotes inclusive access to service delivery and customer care. 

SDG 12: Responsible 

Consumption & 

Production 

2 Promotes efficient service systems and responsible service processes. 

SDG 16: Peace, Justice & 

Strong Institutions 

1 Encourages ethical customer handling and grievance redressal mechanisms. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 



 

 

Program: BBA Current Academic Year: 2028–29 

Domain: Marketing Semester: VI 

2. Course Details 

S. No Attribute Details 

1 Course Title Service Marketing 

2 Course Code ------- 

3 Credits 4 

4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60hrs | Total: 120 hrs |Credits: 4 

5 Course Type Theory(Elective) 

6 Course Objective 

The objective of this course is to acquaint the students with concepts and techniques for 

marketing of service business, so that they will be able to handle the unconventional challenges of 

services marketing. The course focuses on enabling students to apply marketing concepts and 

principles to the unique challenges and opportunities of services marketing to create customer 

value. 

7 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and describe the fundamental concepts, characteristics, classification, and significance 

of services marketing. 

CO2: Explain and understand customer behavior, service categories, and customer expectations in 

the service sector. 

CO3: Apply services marketing mix concepts and service design frameworks in practical business 

situations. 

CO4: Analyze distribution strategies, service quality models, and customer satisfaction dimensions 

in service industries. 

CO5: Evaluate service development processes, service quality dimensions, and complaint handling 

systems. 

CO6: Design innovative service strategies and quality improvement plans for effective service 

delivery and customer retention. 

8 Course Description 

This course introduces the concepts, characteristics, and importance of services marketing in 

modern business. It covers customer behavior in service settings, services marketing mix, 

distribution strategies, service quality, and service development. The course also focuses on 

service design, customer satisfaction, complaint handling, and service recovery to help students 

understand effective service delivery and quality improvement in service organizations. 

3. Course Outline: 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to Marketing of Services  (6-0-0-6 = 12 hrs) 

Objective To understand the concept, nature, scope, and growth of service marketing. 

A Nature and scope of services, characteristics of services CO1, CO2  PPTs, Videos, Case Studies 



 

 

B Classification of services 

C Need for service marketing, reasons for growth of service sector 

Unit 2:  Customer Behavior in Service Sector (6-0-0-6 = 12 hrs) 

Objective To understand customer decision-making and service expectations. 

A 
Four categories of services: People-processing, Mental-stimulus, 

Possession-processing, Information-processing 

CO2, CO3 PPTs, Videos, Case Studies 
B 

Customer decision making: Pre-purchase, Service encounter, Post-

encounter 

C Customer expectations and perceptions, Zone of tolerance 

Unit 3:  Services Marketing Mix (6-0-0-6 = 12 hrs) 

Objective To understand service product, service lifecycle, and service design. 

A Service product: Bundled with conventional products and standalone 

CO3, CO4 
PPTs, Videos, Case Studies 

Service Blueprints 
B Service life cycle 

C Service design: General framework 

Unit 4:  Distribution Strategies for Services (6-0-0-6 = 12 hrs) 

Objective To analyze service distribution and customer satisfaction strategies. 

A Challenges in distribution of services 

CO4, CO5 
PPTs, Videos, SERVQUAL 

Cases 
B Personal selling, advertising and sales promotion in service industry 

C Service triangle, service encounter, SERVQUAL & GAP model 

Unit 5:  Service Development and Quality Improvement (6-0-0-6 = 12 hrs) 

Objective To understand service innovation and quality improvement. 

A Service development: need, importance and types of new services 

CO5, CO6 
PPTs, Videos, Case Studies, 

Research Articles 

B Stages in development of new services 

C 
Service quality dimensions, service mapping, service failure & 

recovery 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars,, industrial visits, any other student activities etc.) Mini Project, 

Group discussions 

SL: Self-learning through MOOCs, online tutorials, research papers, and industry reports  

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook:  

1.Services Marketing by Lovelock, Writ, Chatterjee, Pearson Publication. 

2.Services Marketing by Zeithaml, Bitner, Gremler, and Pandit, Tata McGraw Hill Publication. 

3.NimitChowdhary, Monika Chowdhary, Textbook of Marketing Of Services: The Indian Experience, Macmillan, 

2013. 
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PO

1 

PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO

2 

PSO3 

CO1 3 1 – – - – – 1 - – 1 2 1 – 

CO2 3 2 1 - - - – 2 1 2 2 2 2 1 

CO3 3 3 2 - 2 2 – 1 1 - 2 3 2 2 

CO4 2 3 2 2 2 - - - - 3 2 2 3 2 

CO5 2 3 3 2 2 - - - - - 2 2 3 3 

CO6 2 3 3 2 3 2 - 2 1 1 3 3 3 3 

Avg 2.5

0 

2.50 1.83 1.00 2.25 0.66 - 1.00 0.50 1.00 2.00 2.33 2.33 1.83 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops service management knowledge, customer orientation, and practical skills in 

service quality. 

SDG 8: Decent Work & 

Economic Growth 
3 

Supports service sector employment, entrepreneurship, and sustainable economic 

growth. 

SDG 9: Industry, 

Innovation & 

Infrastructure 

2 Encourages service innovation and development of new service models. 

SDG 10: Reduced 

Inequalities 

1 Promotes inclusive access to service delivery and customer care. 

SDG 12: Responsible 

Consumption & 

Production 

2 Promotes efficient service systems and responsible service processes. 

SDG 16: Peace, Justice & 

Strong Institutions 

1 Encourages ethical customer handling and grievance redressal mechanisms. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 
 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Domain: Marketing Semester :  V 

2. Course Details 

S. No Attribute Details 

1 Course Title Marketing analytics 

2 Course Code --------- 

3 Credits 4 

4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial (T) + Lab Instruction (P) + Self Learning (SL) L: 60hrs | T: 00 

hrs | P: 00 hrs | SL: 60hrs | Total: 120 hrs | Credits: 4 

5 Course Type Theory (Elective) 

6 Course Objective 

This course aims to provide understanding of Artificial Intelligence (AI) concepts and 

applications in marketing. It focuses on AI-driven marketing analytics, consumer insights, 

automation, personalization, digital marketing strategies, and ethical implications of AI in 

marketing practices. The course develops analytical and strategic skills for applying AI tools and 

technologies in modern marketing decision-making. 

 

7 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, tools, and applications of Artificial Intelligence in marketing. 

CO2:. Analyze AI-driven consumer insights and marketing analytics for business decision-making. 

CO3: Apply AI technologies for customer segmentation, targeting, personalization, and customer 

relationship management. 

CO4: Evaluate the role of AI in digital marketing, advertising, and sales automation. 

CO5: Examine ethical, legal, and social challenges associated with AI in marketing. 

CO6: Develop AI-enabled marketing strategies for improving organizational effectiveness and 

customer engagement. 

8 Course Description 

This course provides comprehensive knowledge of Artificial Intelligence and its integration into 

marketing functions. It covers AI fundamentals, machine learning applications, predictive 

analytics, customer data analysis, recommendation systems, chatbots, AI-enabled CRM, digital 

advertising, and automated marketing platforms. The course also examines AI applications in 

branding, social media marketing, consumer behaviour analysis, and customer experience 

management. Emphasis is placed on practical applications of AI tools for marketing effectiveness, 

innovation, and competitive advantage in the digital economy. 

3. Course Outline: 

 



 

 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to Artificial Intelligence in Marketing (6-0-0-6 = 12 hrs) 

Objective 
To familiarize students with the concepts, importance, scope, and applications of Artificial Intelligence in modern 

marketing practices. 

A 
Meaning, Nature and Scope of Artificial Intelligence; Evolution and 

Importance of AI in Marketing 

CO1, CO6 

 Lectures and PPT 

Presentations  

Case Studies  

 Group Discussions  

 

B 
AI Technologies in Marketing: Machine Learning, Deep Learning, 

Natural Language Processing, Predictive Analytics 

C Role of AI in Marketing Strategy and Business Transformation 

Unit 2: AI-Driven Consumer Insights and Marketing Analytics (6-0-0-6 = 12 hrs) 

Objective To develop understanding of AI-based analytics and customer intelligence for effective marketing decisions. 

A Consumer Data Collection and Analysis using AI 

CO2, CO3, 

CO6 

Assignments and 

Presentations, Marketing 

Analytics Exercises, Real-life 

Business Examples 

B 
Predictive Analytics, Customer Segmentation and Personalization 

using AI 

C 
Recommendation Systems, Sentiment Analysis and Consumer 

Behavior Prediction 

Unit 3: AI Applications in Digital Marketing and CRM (6-0-0-6 = 12 hrs) 

Objective To analyze the role of AI in enhancing digital marketing, customer engagement, and relationship management. 

A 
AI in Digital Marketing: Search Engine Optimization, Programmatic 

Advertising and Social Media Marketing 
CO3, CO4, 

CO6 | 

Lectures and PPT 

Presentations, Digital 

Marketing Simulations, AI 

Tool Demonstrations  

B 
AI-enabled Customer Relationship Management (CRM) and Customer 

Experience Management 

C Chatbots, Virtual Assistants and Marketing Automation Tools 

Unit 4: AI in Branding, Sales and Marketing Decision-Making (6-0-0-6 = 12 hrs) 

Objective To understand AI applications in branding, sales forecasting, pricing, and strategic marketing decisions. 

A AI in Brand Management and Customer Engagement 

CO4, CO6 

Case Analysis, Brand 

Analytics Activities, AI-based 

Marketing Projects | 

B Sales Forecasting, Dynamic Pricing and Demand Prediction using AI 

C AI-supported Marketing Decision-Making and Strategic Planning 

Unit 5: Ethical Issues and Future Trends in AI Marketing (6-0-0-6 = 12 hrs) 

Objective To examine ethical, legal, and emerging issues related to Artificial Intelligence in marketing. 

A 
Ethical Issues in AI Marketing: Privacy, Data Security and Consumer 

Protection 

CO5, CO6 

Technology-based Learning 

Activities, Audio-Visual 

Learning Resources, 

Research Assignments, 

Industry Case Discussions 

B Legal and Social Implications of AI in Marketing 

C 
Future Trends in AI Marketing: Generative AI, Neuromarketing, 

Hyper-personalization and AI-driven Innovation 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

TW + SL: (30 hrs) 

TW: Term work (includes assignments, seminars, AI-based marketing case studies, presentations, analytics 

exercises, group activities, and other student activities etc.) SL: Self Learning, MOOCs, research papers, journals, 

online educational resources, AI marketing reports, and industry examples etc. Example: Self-Learning beyond 

Classroom, AI Marketing Tool Analysis, Online Consumer Analytics Projects, Case Study, Industry Interaction, 

Seminar on Emerging AI Trends in Marketing. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 



 

 

References 

Artificial Intelligence for Marketing – Jim Sterne, Wiley Publications. 

Marketing Artificial Intelligence – Paul Roetzer & Mike Kaput, Matt Holt Books. 

AI for Marketing and Product Innovation – A. K. Pradeep, Andrew Appel & Stan Sthanunathan, Wiley. 

Predictive Marketing – Omer Artun & Dominique Levin, Wiley. 

Digital Marketing Analytics – Chuck Hemann & Ken Burbary, Que Publishing. 

Marketing Management – Philip Kotler & Kevin Keller, Pearson Education. 

Artificial Intelligence: A Modern Approach – Stuart Russell & Peter Norvig, Pearson. 

 

5. CO–PO and CO–PSO Mapping Matrix 
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PO1 PO2 PO3 PO

4 

PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 2 1 1 2 1 - 1 1 1 2 3 2 1 

CO2 3 3 2 2 2 2 - 1 2 1 2 3 3 2 

C03 3 3 2 2 2 2 1 2 2 2 2 3 3 2 

CO4 3 3 2 3 1 2 1 2 2 2 2 3 3 1 

CO5     2 3 2 1 3 3 2 3 2 2 3 2 2 3 

CO6 3 3 2 3 2 2 2 2 2 2 2 3 2 2 

AVG 2.67 2.6

7 

1.50 1.5

0 

2.00 2.5

0 

1.5

0 

2.6

7 

1.5

0 

1.83 2.17 2.83 2.33 1.50 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops analytical understanding of consumer behaviour, marketing strategies, and 

decision-making skills. 

SDG 8: Decent Work & 

Economic Growth 
3 

Enhances understanding of consumer markets, business growth, and customer-centric 

organizational practices. 

SDG 9: Industry, 

Innovation & 

Infrastructure 

2 
Encourages digital consumer analysis, innovation in marketing practices, and AI-driven 

consumer insights. 

SDG 12: Responsible 

Consumption & 

Production 

2 Promotes ethical consumerism, green marketing, and responsible consumption behavior. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 



 

 

COURSE PLAN 

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Domain: Human Resources Semester: V 

2. Course Details 

S. No Attribute Details 

1 Course Title Strategic Human Resource Management 

2 Course Code -------------- 

3 Credits 4 

4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60hrs | Total: 120 hrs |Credits: 4 

5 Course Type Theory(Elective) 

6 Course Objective 

This course aims to understand the concepts of globalization in HR Perspective. To familiarize the 

key aspects and contemporary issues to the students. To understand the developments in global 

HR practices and its challenges. 

7 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, approaches, importance, and challenges of Strategic HRM. 

CO2: Explain the strategic role of HR and talent management practices in organizations. 

CO3: Apply Human Capital Management and high-performance HR strategies in business contexts. 

CO4: Analyze employee engagement, knowledge management, and resourcing strategies. 

CO5: Evaluate emerging trends and issues in Strategic HRM 

CO6: Evaluate Strategic HRM practices for achieving organizational goals. 

8 Course Description 

This course provides a comprehensive understanding of Strategic Human Resource Management 

(SHRM) and its role in achieving organizational goals. It covers the evolution, approaches, and 

strategic significance of SHRM along with HR strategies related to talent management, human 

capital, employee engagement, and organizational development. The course also examines 

contemporary issues such as globalization, technology, outsourcing, ethics, and emerging trends 

in HRM. Emphasis is placed on aligning HR strategies with business objectives to enhance 

organizational effectiveness and sustainability. 

3. Course Outline: 

 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction of Strategic HRM (6-0-0-6 = 12 hrs) 

Objective 
To familiarize students with the concepts, importance, approaches, and challenges of Strategic Human Resource 

Management and to develop understanding of the linkage between HR strategy and business strategy. 

A Definition, need, importance of Strategic Human resource CO1, CO6  Lectures and PPT 



 

 

management. A shift from Traditional HRM to Strategic HRM Presentations  

Case Studies  

Group Discussions  

Business Strategy Analysis  

HR Strategy Mapping 

Exercises 

B 
SHRM Approaches: Universalistic, Contingency and Configurational 

Approaches 

C 

Linking HR strategy with business strategy, Challenges of Strategic 

HRM. 

 

Unit 2: The Practice of Strategic HRM and Talent Management (6-0-0-6 = 12 hrs) 

Objective 
To develop understanding of the strategic role of HR and the application of talent management, learning and 

development, reward, and employee relations strategies in improving organizational performance. 

A 
HR Strategies; The Strategic role of HR; Impact of HR on 

Organizational Performance 

CO2, CO6 

Assignments and 

Presentations  

Real-life Organizational 

Examples 

B 
Impact of Strategic HRM Concepts on Practice; Strategic HRM in 

action. Talent Management Strategy 

C 
Learning and Development Strategy; Reward Strategy; Employee 

Relations Strategy. 

Unit 3: HR Strategies-I  (6-0-0-6 = 12 hrs) 

Objective 
To develop understanding of Human Capital Management, high-performance strategies, and organizational 

development strategies for improving organizational effectiveness. 

A 
Human Capital Management Strategy; The link between Human 

Capital Management and Business Strategy 

CO3, CO6 

Lectures and PPT 

Presentations 

Case Studies on Human 

Capital Management 

Group Discussions 

HR Strategy Development 

Exercises 

 

B 
Developing a Human Capital Management Strategy; High-

performance strategy 

C 
Organization Development Strategy. 

 

Unit 4: HR Strategies II (6-0-0-6 = 12 hrs) 

Objective 
To analyze employee engagement, organizational commitment, knowledge management, and employee resourcing 

strategies for enhancing organizational effectiveness. 

A 
Engagement and Organizational Commitment, The Significance of 

Engagement 

CO4, CO6 

Lectures and PPT 

Presentations 

Case Studies on Employee 

Engagement 

Group Discussions 

Knowledge Management 

Activities 

 

B 
Engagement and discretionary behaviours, Factors that influence 

engagement. 

C 

Strategies for enhancing Engagement, Measuring Engagement, 

Knowledge Management Strategy, Employee Resourcing Strategy. 

 

Unit 5: Trends and Issues in SHRM (6-0-0-6 = 12 hrs) 

Objective 
To examine emerging trends, global issues, technology, ethics, and future challenges in Strategic Human Resource 

Management. 

A 
HR implications of mergers and acquisitions; Outsourcing and its HR 

implications 

CO5, CO6 

Technology-based Learning 

Activities 

Audio-Visual Learning 

Resources 

Assignments and 

Presentations 

Real-world and Global HRM 

Examples 

B 
Human resource strategy in international context; HRM in developing 

countries 

C 

Technology and HRM, Corporate Ethics, Values and SHRM; Future of 

SHRM. 

 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

TW + SL: (30 hrs) 

TW: Term work (includes assignments, seminars, case studies, presentations, HR strategy analysis exercises, 

group activities, and other student activities etc.) 

SL: Self Learning, MOOCs, research papers, journals, online educational resources, HR reports, and industry 

examples etc. 



 

 

Example: 

Self-Learning beyond Class Room, Developing HR strategy analysis in a team, Self-Learning from online content, 

Case Study, Industry Work/Visit, Seminar on emerging trends in SHRM. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Text Book: 

1. Strategic Human Resource Management – Jeffrey A. Mello, Cengage Learning. 

2. Strategic Human Resource Management – Michael Armstrong & Stephen Taylor, Kogan Page. 

3. Human Resource Management – Gary Dessler, Pearson Education. 

4. Strategic Human Resource Management: A Guide to Action – Michael Armstrong, Kogan Page. 

5. Human Resource Management – Biswajeet Pattanayak, PHI Learning. 

6. Managing Human Resources – Wayne F. Cascio & John Boudreau, McGraw Hill. 

7. Strategic Human Resource Management – Charles R. Greer, Pearson Education. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

5. CO–PO and CO–PSO Mapping Matrix 
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 2 1 1 2 1 - 1 1 1 2 3 2 1 

CO2 3 3 2 2 2 2 - 1 2 1 2 3 3 2 

C03 3 3 2 2 2 2 1 2 2 2 2 3 3 2 

CO4 3 3 2 3 1 2 1 2 2 2 2 3 3 1 

CO5     2 3 2 1 3 3 2 3 2 2 3 2 2 3 

CO6 3 3 2 3 2 2 2 2 2 2 2 3 2 2 

AVG 2.83 2.83 1.83 2.17 2.00 2.00 1.50 1.83 1.83 1.67 2.17 2.83 2.67 1.83 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops strategic HR knowledge, leadership, analytical thinking, and decision-making 

skills through SHRM concepts and organizational applications. 

SDG 8: Decent Work & 

Economic Growth 
3 

Promotes talent management, employee engagement, and HR strategies for productive 

employment and organizational growth. 

SDG 9: Industry, 

Innovation & 

Infrastructure 

2 
Encourages innovative HR practices, technology integration, and knowledge management 

for organizational effectiveness. 

SDG 16: Peace, Justice & 

Strong Institutions 
2 

Emphasizes ethical HR practices, corporate values, and responsible organizational 

behaviour for strong institutions. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 

 
  



 

 

 
COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2029–30 

Domain: Human Resources Semester: VI 

2. Course Details 

S. No Attribute Details 

1 Course Title International Human Resource Management 

Course Code ------ 

Credits 4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial (T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs | Credits: 4 

Course Type Theory (Elective) 

Course Objective 

To develop understanding of international human resource management practices, cross-cultural 

workforce management, global staffing, expatriate management, international compensation, and 

emerging global HR challenges in multinational organizations. 

Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, scope, approaches, and significance of International Human Resource 

Management. 

CO2: Analyze global staffing approaches, expatriate management, and cross-cultural workforce 

issues. 

CO3: Apply international HR practices related to recruitment, training, performance management, 

and compensation in multinational organizations. 

CO4: Examine cultural diversity, global leadership, and employee relations in international 

business environments. 

CO5: Evaluate contemporary issues, ethical concerns, and emerging trends in International 

Human Resource Management. 

CO6: Evaluate International HRM practices for managing global workforce effectiveness and 

organizational performance. 

Course Description 

This course focuses on the concepts and practices of managing human resources in international 

and multinational business environments. It covers global staffing, expatriate management, cross-

cultural communication, international compensation, performance management, global 

leadership, employee relations, and emerging trends in IHRM. The course also emphasizes ethical, 

technological, and strategic issues in managing global human resources. 

3. Course Outline: 

Units Outline Syllabus CO Mapping Tools Used 



 

 

Unit 1: Introduction to International Human Resource Management (6-0-0-6 = 12 hrs) 

Objective 
To familiarize students with the concepts, scope, significance, and environment of International Human Resource 

Management. 

A 
Meaning, Nature, Scope and Importance of International Human 

Resource Management 
CO1, CO6 

Lectures and PPT 

Presentations, Case Studies, 

Group Discussions 
B Difference between Domestic HRM and International HRM 

C Globalization and Environmental Factors affecting IHRM 

Unit 2: Global Staffing and Expatriate Management (6-0-0-6 = 12 hrs) 

Objective To understand international staffing approaches and expatriate management practices in multinational organizations 

A 
International Staffing Approaches: Ethnocentric, Polycentric, Regio 

centric and Geocentric CO2, CO3, 

CO6 

Assignments and 

Presentations, International 

HR Cases, Industry Examples 
B Recruitment, Selection and Training of International Employees 

C Expatriate Management and Cross-Cultural Adjustment 

Unit 3: International Performance Management and Compensation (6-0-0-6 = 12 hrs) 

Objective To understand international HR practices related to performance evaluation and compensation management. 

A International Performance Management Systems 

CO3, CO4, 

CO6 

Lectures and PPT 

Presentations, HR 

Simulations, Global HR 

Practices | 

B International Compensation: Objectives, Components and Challenges 

C Global Reward Systems and Employee Motivation 

Unit 4: Cross-Cultural Management and Global Employee Relations (6-0-0-6 = 12 hrs) 

Objective To analyze cross-cultural issues, leadership, and employee relations in multinational organizations 

A Cross-Cultural Communication and Cultural Diversity Management 

CO4, CO5, 

CO6 

Group Activities, 

International Business 

Simulations 

B Leadership and Team Management in Global Organizations 

C International Labour Relations and Employee Relations 

Unit 5: Emerging Trends and Challenges in IHRM (6-0-0-6 = 12 hrs) 

Objective To examine emerging trends, ethical issues, and technological developments in International HRM. 

A Ethical Issues and Corporate Social Responsibility in IHRM 
CO4, CO5, 

CO6 

Group Activities, 

International Business 

Simulations 

B Technology and AI in International Human Resource Management 

C Future Trends in Global HRM and Global Talent Management 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

TW + SL: (30 hrs) 

TW: Term work (includes assignments, seminars, international HR case studies, presentations, group activities, 

and other student activities etc.) SL: Self Learning, MOOCs, research papers, journals, online educational 

resources, global HR reports, and international business examples etc. Example: Self-Learning beyond Classroom, 

International HR Case Analysis, Global Workforce Studies, Cross-Cultural Management Activities, Seminar on 

Emerging Trends in IHRM. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Text Book: 

1. International Human Resource Management – Peter J. Dowling, Marion Festing & Allen D. Engle, Cengage 

Learning. 

2. International Human Resource Management – Monir H. Tayeb, Oxford University Press. 

3. Managing Human Resources in International Business – Dennis R. Briscoe, Randall S. Schuler & Ibraiz Tarique, 

Routledge. 



 

 

4. Human Resource Management – Gary Dessler, Pearson Education. 

5. Strategic International Human Resource Management – Stephen J. Perkins & Susan Shortland, Kogan Page. 

6. International Business – Charles W. L. Hill & Arun Kumar Jain, McGraw Hill. 
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PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO1

0 

PO1

1 

PSO1 PSO2 PSO

3 

CO1 3 2 1 1 3 1 __ 1 1 1 2 3 2 3 

CO2 3 3 1 2 3 2 __ 1 1 2 2 3 2 3 

C03 3 3 1 2 2 2 __ 2 1 2 2 3 2 2 

CO4 2 2 2 3 3 2 1 1 2 1 2 2 3 3 

CO5     2 2 3 1 3 3 2 2 3 2 3 2 2 3 

CO6 3 3 2 3 3 2 1 2 2 2 3 3 3 3 

AV

G 

2.67 2.5

0 

1.6

7 

2.0

0 

2.8

3 

2.0

0 

1.3

3 

1.5

0 

1.6

7 

1.67 2.33 2.67 2.33 2.8

3 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit). 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops global HR knowledge, cross-cultural competence, and strategic management 

skills through international HR practices. 

SDG 5: Gender Equality 2 
Promotes diversity, inclusion, equal opportunity, and fair employment practices in global 

organizations. 

SDG 8: Decent Work & 

Economic Growth 
3 

Enhances understanding of global workforce management, employee welfare, and 

sustainable employment practices. 

SDG 10: Reduced 

Inequalities 
2 

Encourages inclusive HR policies and fair treatment of employees across international 

and multicultural workplaces. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

  



 

 

COURSE PLAN COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Domain: Human Resources Semester: V 

2. Course Details 

S. No Attribute Details 

 Course Title Artificial Intelligence in Human Resource Management 

Course Code -------- 

Credits 4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60hrs | Total: 120 hrs |Credits: 4 

Course Type Theory (Elective) 

Course Objective 

This course aims to provide Students with a comprehensive understanding of how Artificial 

Intelligence (AI) is transforming Human Resource Management (HRM). By the end of the course, 

students will be equipped to critically assess AI solutions, implement AI-based HR practices 

ethically, and drive data-driven decision-making in the workplace. 

Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and describe the basic concepts, evolution, benefits, and challenges of Artificial 

Intelligence in HRM. 

CO2: Explain and understand AI applications in recruitment, workforce planning, onboarding, HR 

analytics, and performance management. 

CO3: Apply AI tools and techniques in talent acquisition, employee training, performance 

appraisal, and HR decision-making. 

CO4: Analyze AI-driven HR systems for employee engagement, retention, predictive analytics, and 

workforce management. 

CO5: Evaluate ethical issues, bias, fairness, compliance, and sustainability concerns in AI-enabled 

HR practices. 

CO6: Design innovative AI-based HR strategies and solutions for effective workforce management 

and organizational development. 

Course Description 

This course introduces the concepts, tools, and applications of Artificial Intelligence (AI) in 

Human Resource Management. It covers AI-driven talent acquisition, performance management, 

employee engagement, learning and development, HR analytics, compensation management, and 

ethical issues in AI-based HR decisions. The course also explores emerging trends such as Green 

HRM, predictive analytics, and AI-enabled workforce management for strategic HR practices. 



 

 

3. Course Outline: 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to AI in HRM (6-0-0-6 = 12 hrs) 

Objective To understand the concepts, evolution, benefits, challenges, and future trends of AI in Human Resource Management. 

A Overview of Artificial Intelligence: Definitions and Concepts 

CO1, CO2  PPTs, Videos, Case Studies B 
Evolution of AI in Business and HRM; Benefits and Challenges of AI 

adoption in HRM 

C Future Trends in AI and HR Profession 

Unit 2:  AI in Talent Acquisition (6-0-0-6 = 12 hrs) 

Objective To understand the applications of AI in recruitment, hiring, onboarding, and HR metrics. 

A AI in Workforce Planning and Resume Screening 

CO2, CO3 
PPTs, Videos, Case Studies , 

AI Recruitment Tools 
B 

Chatbots and Virtual Assistants in Recruitment; Analytics for Hiring 

Decision 

C AI and Onboarding, HR Metrics, Case Studies on AI in Hiring 

Unit 3: AI in Performance Management and Learning (6-0-0-6 = 12 hrs) 

Objective To examine AI applications in employee performance appraisal, learning, and career development. 

A AI-Driven Performance Appraisal Systems 

CO3, CO4 
PPTs, Videos, Case Studies , 

AI-based HR Systems 
B Personalized Learning and Development using AI 

C Competency Mapping, Career Pathing, and AI in Employee Training 

Unit 4: AI in Employee Engagement and Retention (6-0-0-6 = 12 hrs) 

Objective To analyze AI tools used for employee engagement, satisfaction measurement, and retention management. 

A AI Tools for Measuring Employee Satisfaction 

CO4, CO5 
PPTs, Videos, Case Studies , 

AI-based HR Systems 
B 

Personalized Employee Experience with AI; Predictive Analytics for 

Employee Turnover 

C Ethical Concerns in AI-based Employee Monitoring 

Unit 5: Emerging Trends of AI in HRM (6-0-0-6 = 12 hrs) 

Objective To explore emerging AI trends, ethical frameworks, and sustainability practices in HRM. 

A AI in Sustaining Green HRM; Emerging Trends of AI-based HRM 

CO5, CO6 
AI Platforms, Research 

Articles, Industry Reports 

B AI in Compensation & Benefits and Compliance 

C 
Ethical Frameworks for AI in HR; Bias and Fairness in AI-Driven HR 

Decisions 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars,, industrial visits, any other student activities etc.) Mini Project, 

Group discussions 

SL: Self-learning through MOOCs, online tutorials, research papers, and industry reports  

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook:  

1. Ben Eubanks (2018). Artificial Intelligence for HR: Use AI to Support and Develop a Successful Workforce. 

Kogan Page Publishers, 2018 

2. Strohmeier, Stefan (2022). Handbook of Research on Artificial Intelligence in Human Resource Management. 

Edward Elgar Publishing, 2022 

3. Ban Eubanks: Artificial Intelligence for HR: Use AI to Support and Develop a Successful Workforce 



 

 

5. CO–PO and CO–PSO Mapping Matrix 

CO / 

PO 

 I
n

te
g

r
a

te
d

 
B

u
s

in
e

ss
 

K
n

o
w

le
d

g
e

 
&

 

V
e

r
s

a
ti

li
ty

 
n

e
e

r
in

g
 

K
n

o
w

le
d

g
e

 

S
tr

a
te

g
ic

 
D

e
c

is
io

n
 

M
a

k
in

g
 

B
u

s
in

e
s

s 
E

th
ic

s
 

&
 

V
a

lu
e

s 

L
e

a
d

e
rs

h
ip

 
&

 
T

e
a

m
 

M
a

n
a

g
e

m
e

n
t 

G
lo

b
a

l 
P

e
r

sp
e

ct
iv

e
 

In
n

o
v

a
ti

v
e

 
&

 

E
n

tr
e

p
re

n
e

u
r

ia
l 

M
in

d
se

t 

E
n

v
ir

o
n

m
e

n
t 

a
n

d
 

S
u

s
ta

in
a

b
il

it
y

 

D
a

ta
 

A
n

a
ly

s
is

 
&

 

D
ig

it
a

l 
P

ro
fi

c
ie

n
c

y
 

S
o

c
ia

l 
R

e
s

p
o

n
s

ib
il

it
y

 

R
e

se
a

r
c

h
 A

p
ti

tu
d

e
 

L
if

e
-l

o
n

g
 L

e
a

r
n

in
g

 

F
u

n
ct

io
n

a
l 

M
a

n
a

g
e

m
e

n
t 

C
o

m
p

e
te

n
cy

 

A
p

p
li

e
d

 
M

a
n

a
g

e
ri

a
l 

P
ro

b
le

m
 S

o
lv

in
g

 

S
e

ct
o

ra
l 

S
u

st
a

in
a

b
il

it
y

 

A
w

a
re

n
e

ss
 

 
PO1 PO2 PO3 PO

4 

PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 1 – – - – – 1 - – 1 2 1 – 

CO2 3 2 1 1 - 1 – 2 1 - 2 2 2 - 

CO3 3 3 1 2 - 2 – 3 1 1 2 3 3 1 

CO4 2 3 2 2 1 2 - 3 2 1 2 3 3 2 

CO5 2 3 3 2 1 2 2 2 2 2 2 2 3 3 

CO6 2 3 3 3 1 3 3 3 2 2 3 3 3 3 

Avg 2.50 2.50 2.0 2.0 1.0 2.0 2.50 2.33 1.50 1.50 2.00 2.50 2.50 2.25 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 7 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit).  

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops digital HR competencies, analytical thinking, and AI-based managerial skills through 

modern HRM practices. 

SDG 5: Gender Equality 2 
Promotes fairness, diversity, inclusion, and bias reduction in AI-driven HR decisions and 

recruitment systems 

SDG 8: Decent Work & 

Economic Growth 
3 

Enhances workforce management, employee engagement, productivity, and organizational 

effectiveness through AI-enabled HR systems. 

SDG 9: Industry, Innovation 

& Infrastructure 
3 

Encourages innovation and digital transformation in HRM using AI technologies, predictive 

analytics, and intelligent systems. 

SDG 10: Reduced 

Inequalities 

2 Supports ethical and inclusive HR practices by addressing fairness and bias in AI-enabled HR 

decisions. 

SDG 12: Responsible 

Consumption & Production 

2 Promotes sustainable HRM practices and responsible AI adoption in organizational processes. 

SDG 16: Peace, Justice & 

Strong Institutions 

2 Strengthens ethical governance, compliance, transparency, and accountability in AI-driven HR 

management. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2029–30 

Domain: Human Resource Semester: VI 

2. Course Details 

S. No Attribute Details 

Course Title HR Analytics 

Course Code -------- 

Credits 4 

Contact (Learning) 

Hours per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial (T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | T: 00 

hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs | Credits: 4 

Course Type Theory (Elective) 

Course Objective 
To develop understanding of HR analytics concepts, workforce data analysis, HR metrics, 

predictive analytics, and data-driven decision-making for effective human resource management. 

Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Explain the concepts, scope, importance, and applications of HR Analytics in organizations. 

CO2: Analyze workforce data using HR metrics and analytical tools for managerial decision-

making. 

CO3: Apply HR analytics techniques for recruitment, performance management, retention, and 

employee engagement. 

CO4. Examine predictive analytics and data visualization techniques in HR management. 

CO5: Evaluate ethical, legal, and technological issues related to HR analytics and workforce data 

management. 

.CO6: Evaluate HR analytics practices for improving organizational performance and strategic HR 

decisions. 

Course Description 

This course focuses on the use of data analytics and quantitative techniques in human resource 

management. It covers HR metrics, workforce analytics, predictive analytics, employee 

performance analysis, retention analytics, data visualization, and strategic HR decision-making. 

The course emphasizes analytical thinking and data-driven HR practices in modern organizations. 

3. Course Outline: 

 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to HR Analytics (3-0-1-2 = 6 hrs) 

Objective To familiarize students with the concepts, scope, and significance of HR Analytics in organizations. 

A Meaning, Nature, Scope and Importance of HR Analytics 
CO1, CO6 

 Lectures and PPT 

Presentations  B HR Metrics and Workforce Data 



 

 

C Role of Analytics in Strategic HRM 
Case Studies  

 Group Discussions  

Unit 2: Workforce Analytics and HR Metrics (3-0-1-2 = 6 hrs) 

Objective To understand workforce analytics and the application of HR metrics in decision-making 

A Employee Productivity and Performance Analytics 
CO2, CO3, 

CO6 

Assignments and 

Presentations, Analytics 

Exercises, Industry Examples 

B Recruitment and Talent Acquisition Analytics 

C Employee Retention and Attrition Analysis 

Unit 3: Predictive Analytics and Data Visualization in HR (3-0-1-2 = 6 hrs) 

Objective To develop understanding of predictive analytics and data visualization tools in HR management. 

A Predictive HR Analytics and Forecasting 

CO3, CO4, 

CO6 | 

Lectures and PPT 

Presentations, HR 

Simulations, Data 

Visualization Activities 

B Data Visualization and HR Dashboards 

C Employee Engagement and Learning Analytics 

Unit 4: HR Analytics for Strategic Decision-Making (3-0-1-2 = 6 hrs) 

Objective To analyze the role of HR analytics in strategic human resource decisions and organizational effectiveness. 

A HR Analytics in Compensation and Workforce Planning 
CO4, CO5, 

CO6 

Case Analysis, Group 

Activities, HR Analytics 

Projects 

B HR Scorecard and Strategic HR Analytics 

C Technology and AI in HR Analytics 

Unit 5: Ethical Issues and Emerging Trends in HR Analytics (3-0-1-2 = 6 hrs) 

Objective To examine ethical concerns, data privacy issues, and future trends in HR Analytics. 

A Ethical and Legal Issues in HR Analytics 

CO5, CO6 

Research Assignments, 

Audio-Visual Learning 

Resources, Industry 

Discussions 

B Data Privacy, Security and Bias in Workforce Analytics 

C Future Trends in HR Analytics and AI-driven HRM 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

TW + SL: (30 hrs) 

TW: Term work (includes assignments, HR analytics exercises, workforce data analysis, presentations, group 

discussions, and other student activities etc.) SL: Self Learning, MOOCs, research papers, journals, online 

educational resources, HR analytics reports, and industry examples etc. Example: Self-Learning beyond 

Classroom, HR Dashboard Analysis, Workforce Data Interpretation,Case Study, Seminar on Emerging Trends in 

HR Analytics. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term Examination 

(ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Text Books: 

1. HR Analytics – Dipak Kumar Bhattacharyya, Sage Publications. 

2. Predictive HR Analytics – Kirsten Edwards & Martin R. Edwards, Kogan Page. 

3. The Power of People – Nigel Guenole, Jonathan Ferrar & Sheri Feinzig, Pearson. 

Other References: 

1.HR Scorecard – Brian E. Becker, Mark A. Huselid & Dave Ulrich, Harvard Business School Press. 

2.Human Resource Analytics – Jac Fitz-enz & John Mattox, Wiley Publications. 

Fundamentals of HR Analytics – Ravi V. Kumar & R. Vasanthagopal, Wiley India. 

5. CO–PO and CO–PSO Mapping Matrix 
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PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO

3 

CO1 3 2 1 1 1 1 - 3 1 1 2 3 1 1 

CO2 3 3 1 1 1 1 - 3 1 2 2 3 1 1 

C03 3 3 1 2 1 2 - 3 1 2 2 3 2 1 

CO4 2 3 1 2 1 2 - 3 1 2 2 3 2 1 

CO5     2 2 3 1 1 2 2 2 3 2 3 2 2 2 

CO6 3 3 2 2 1 2 1 2 2 2 3 3 2 2 

AVG 2.67 2.67 1.50 1.50 1.00 1.67 1.50 2.83 1.50 1.83 2.33 2.83 1.67 1.33 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix- 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = Supports 

through skills/activities, 1 = Indirect benefit) 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 Develops analytical and digital competencies related to HR analytics and workforce management. 

SDG 8: Decent Work & 

Economic Growth 
3 Enhances workforce productivity, talent management, and strategic HR decision-making. 

SDG 9: Industry, Innovation 

& Infrastructure 
2 

Encourages use of analytics, AI, and digital technologies in HR processes and organizational 

systems. 

SDG 16: Peace, Justice & 

Strong Institutions 
2 

Promotes ethical data management, fairness, transparency, and responsible workforce analytics 

practices. 

 

Strength Scale: 3 = Substantial (High)  2 = Moderate   1 = Slight (Low)   – = Not Applicable 

 

 

 

 

 

 



 

 

COURSE PLAN 

1. Course Identification 
School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2029–30 
Branch: Human Resource Semester: VI 

2. Course Details 
S. No Attribute Details 

1. Course Title Negotiation and Counselling 
2. Course Code NBBHR302 
3. Credits 4 

4. Contact (Learning) Hours per Week) 

(L-T-P-SL)) 4-0-0-4 

4.1 Teaching & Learning Scheme (hrs in 

semester) 
Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning 

(SL) L: 60 hrs | T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 
5. Course Type Theory 

6. Course Objective 

The objective of this course is to develop students’ understanding of 
negotiation and counselling as essential human resource competencies for 

managing workplace relationships, resolving conflicts, supporting employees 
and improving organizational effectiveness. The course aims to build 

practical skills in communication, negotiation strategy, employee 
counselling, mediation, ethical decision-making and HR intervention design. 

7. Course Outcomes (COs) 

After successful completion of this course, students will be able to: 
CO1: Explain the basic concepts, process and significance of negotiation and 

counselling in HRM. 
CO2: Apply communication, listening and questioning skills in negotiation 

and counselling situations. 
CO3: Analyze negotiation styles, conflict situations and employee 

counselling needs in organizations. 
CO4: Develop counselling plans and negotiation strategies for workplace 

issues. 
CO5: Evaluate negotiation outcomes, counselling effectiveness and ethical 

issues in HR interventions. 
CO6: Design integrated negotiation and counselling interventions for 

employee relations and organizational effectiveness. 

8. Course Description 

This course provides an applied understanding of negotiation and counselling 
in human resource management. It covers workplace communication, 

negotiation process, bargaining strategies, employee counselling, conflict 
resolution, mediation, grievance handling and ethical HR interventions. 

Students will learn through role plays, simulations, case analysis, counselling 
exercises and reflective activities to develop practical HR competencies. 

3. Course Outline: 
Units Outline Syllabus CO Mapping Tools Used 

Unit 1: Introduction to Negotiation and 

Counselling in HRM (4-0-0-4 = 12 hrs)   

Objective 
To introduce the concepts, scope, importance 

and HR relevance of negotiation and 
counselling in organizational settings. 

  

A Meaning, nature, scope and importance of 
negotiation and counselling in HRM 

CO1 
Negotiation diagnostics, HR 

counselling cases, ethical dilemma 

analysis, counselling-readiness 

checklist 

B Role of HR manager as negotiator, facilitator 
and counsellor 

C 
Ethical principles, confidentiality and 

professional boundaries in counselling and 
negotiation 

Unit 2: Communication Skills for Negotiation and 

Counselling (4-0-0-4 = 12 hrs)   

Objective 
To develop communication, listening, 

questioning, empathy and rapport-building 
skills required for effective negotiation and 

counselling. 
  



 

 

A Communication process, barriers and 
interpersonal communication in HR situations 

CO1, CO2 
Listening skill lab, communication 

audit, empathy mapping, recorded 

role-play analysis 
B Active listening, empathy, questioning, 

paraphrasing and feedback skills 

C Rapport building, emotional intelligence and 
non-verbal communication 

Unit 3: Negotiation Process and Strategies (4-0-0-

4 = 12 hrs)   

Objective 
To enable students to understand negotiation 

styles, stages, strategies and techniques used in 
workplace and employee-relations situations. 

  

A Negotiation process, preparation, BATNA, 
ZOPA and goal setting 

CO2, CO3, CO4 
Negotiation simulation, BATNA 

worksheet, bargaining scenario 

analysis, peer feedback rubric 
B Distributive, integrative and principled 

negotiation strategies 

C Negotiation tactics, persuasion, power, 
influence and handling difficult negotiators 

Unit 4: Employee Counselling and Workplace 

Interventions (4-0-0-4 = 12 hrs)   

Objective 
To develop understanding of employee 

counselling approaches, counselling process 
and workplace interventions for employee 

support and development. 
  

A Employee counselling: meaning, need, 
objectives and types 

CO3, CO4, CO5 
Counselling role-play, case 

diagnosis sheet, employee assistance 

plan, referral decision checklist 
B Counselling process: problem identification, 

goal setting, intervention and follow-up 

C 
Counselling for stress, absenteeism, 

performance issues, workplace conflict and 
career concerns 

Unit 5: Conflict Resolution, Mediation and HR 

Applications (4-0-0-4 = 12 hrs)   

Objective 
To enable students to integrate negotiation and 

counselling skills for conflict resolution, 
mediation, employee relations and ethical HR 

practice. 
  

A Conflict management, mediation and grievance 
handling in organizations 

CO4, CO5, CO6 
Mediation simulation, grievance 

case file, outcome evaluation rubric, 

HR intervention design activity 
B Negotiation and counselling in performance 

management, discipline and employee relations 

C 
Evaluation of counselling and negotiation 

outcomes; documentation, ethics and strategic 
HR interventions 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in Hours) 

(SL: 60 hrs) 

TW: Term work includes counselling role plays, negotiation 
simulations, HR case analysis, reflective journals, assignments and 

group activities. 
SL: Self-learning beyond classroom through reading HR counselling 

cases, labour-relations examples, negotiation preparation sheets, 
counselling reflection notes and HR intervention design tasks. 

Quiz* Assignment Attendance Mid Term Assessment 

(MTA) 
End Term Examination 

(ETE) 
10% 20% 5% 15% 50% 

*Two Quizzes of 5 marks 
each.     

References 
Lewicki, R. J., Barry, B., & Saunders, D. M. (2020). Negotiation (8th ed.). McGraw Hill Education. 
Fisher, R., Ury, W., & Patton, B. (2011). Getting to yes: Negotiating agreement without giving in. Penguin Books. 
Rao, S. N. (2013). Counselling and guidance. McGraw Hill Education. 
Nelson-Jones, R. (2016). Basic counselling skills: A helper’s manual. Sage Publications. 
Dessler, G. (2023). Human resource management (16th global ed.). Pearson Education. 

5. CO–PO and CO–PSO Mapping Matrix 
CO / PO PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 
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CO1 3 2 1 2 1 1 – – – – 1 3 2 – 
CO2 2 2 2 3 2 1 – – – – 2 2 3 – 
CO3 2 3 3 2 2 2 – – – 1 2 2 3 2 
CO4 2 3 3 2 3 2 – – – 1 2 2 3 2 
CO5 2 3 2 2 2 3 – – – 2 2 2 3 2 
CO6 2 3 3 3 3 3 1 1 1 2 3 2 3 3 
Avg 2.1

7 2.67 2.33 2.33 2.17 2.00 1.00 1.00 1.00 1.50 2.00 2.17 2.83 2.25 
Strength Scale: 3 = Substantial (High) | 2 = Moderate (Medium) | 1 = Slight (Low) | – = Not Applicable 
6. Course-to-SDG Matrix 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops communication, negotiation, 

counselling and professional HR competencies 
for workplace readiness. 

SDG 5: Gender Equality 2 Supports fair, respectful and inclusive workplace 
conversations and counselling practices. 

SDG 8: Decent Work and Economic Growth 3 
Strengthens employee relations, conflict 
resolution and workplace well-being for 

productive organizations. 

SDG 16: Peace, Justice and Strong Institutions 2 Promotes ethical dialogue, mediation, grievance 
handling and fair HR processes. 

7. Lecture Plan Outline 
Date Topics to be Covered Unit Total Lectures 

DD/MM/YY Meaning, nature and scope of 
negotiation in HRM UNIT-1 12 

DD/MM/YY Meaning, nature and scope of 
counselling in HRM   

DD/MM/YY Importance of negotiation and 
counselling for employee relations   

DD/MM/YY Role of HR manager as negotiator and 
counselor   

DD/MM/YY Ethical principles and confidentiality 
in counseling   

DD/MM/YY Professional boundaries and 
documentation in HR counselling   

DD/MM/YY Types of negotiation and counselling 
situations at workplace   

DD/MM/YY Negotiation and counselling 
competencies for HR professionals   

DD/MM/YY Case discussion on workplace 
negotiation   

DD/MM/YY Case discussion on employee 
counseling   

DD/MM/YY Skill activity on identifying HR 
intervention needs   

DD/MM/YY Unit revision and reflective activity   

DD/MM/YY Communication process and 
communication barriers UNIT-2 12 

DD/MM/YY Interpersonal communication in HR 
situations   

DD/MM/YY Active listening skills   
DD/MM/YY Empathy and rapport building   
DD/MM/YY Questioning and probing techniques   

DD/MM/YY Paraphrasing, summarising and 
feedback   

DD/MM/YY Non-verbal communication in 
counseling   

DD/MM/YY Emotional intelligence in negotiation 
and counseling   



 

 

DD/MM/YY Handling emotions during difficult 
conversations   

DD/MM/YY Communication audit activity   

DD/MM/YY Role-play on counselling 
communication   

DD/MM/YY Unit revision and skill demonstration   
DD/MM/YY Negotiation process and preparation UNIT-3 12 
DD/MM/YY Identifying interests, positions and 

priorities   

DD/MM/YY BATNA, ZOPA and reservation point   
DD/MM/YY Distributive negotiation strategy   
DD/MM/YY Integrative negotiation strategy   
DD/MM/YY Principled negotiation approach   

DD/MM/YY Persuasion, power and influence in 
negotiation   

DD/MM/YY Negotiation tactics and ethical limits   
DD/MM/YY Handling difficult negotiators   
DD/MM/YY Negotiation simulation activity   

DD/MM/YY Peer feedback on negotiation 
performance   

DD/MM/YY Unit revision and case analysis   

DD/MM/YY Employee counselling: meaning and 
need UNIT-4 12 

DD/MM/YY Objectives and benefits of employee 
counseling   

DD/MM/YY Types of employee counselling   
DD/MM/YY Counselling process and stages   

DD/MM/YY Problem identification and goal 
setting   

DD/MM/YY Counselling intervention and follow-
up   

DD/MM/YY Counselling for stress and workplace 
anxiety   

DD/MM/YY Counselling for absenteeism and 
discipline issues   

DD/MM/YY Counselling for performance and 
career concerns   

DD/MM/YY Referral and employee assistance 
support   

DD/MM/YY Counselling role-play and feedback   
DD/MM/YY Unit revision and case diagnosis   
DD/MM/YY Conflict: meaning, causes and types UNIT-5 12 
DD/MM/YY Conflict management styles   

DD/MM/YY Mediation: meaning, process and role 
of mediator   

DD/MM/YY Grievance handling and employee 
relations   

DD/MM/YY Negotiation in performance 
management situations   

DD/MM/YY Counselling in disciplinary and 
developmental situations   

DD/MM/YY Documentation of counselling and 
negotiation cases   

DD/MM/YY Evaluation of negotiation outcomes   

DD/MM/YY Evaluation of counselling 
effectiveness   

DD/MM/YY Ethical issues in HR interventions   

DD/MM/YY Designing integrated HR intervention 
plan   

DD/MM/YY Final discussion and course 
integration activity   



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title AI in Finance 

2.  Course Code NBBIFM501 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

6.  Course Objective 

To introduce students to fundamental concepts of artificial intelligence and machine learning 
and enable them to understand, apply, analyze and evaluate AI-driven applications in finance, 
including financial data analytics, banking, investments, risk management, fraud detection, 
robo-advisory, ethics, regulation and responsible technology-enabled financial decision-
making. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and explain basic concepts of artificial intelligence, machine learning, data 
science, automation and their relevance to the financial industry. 

CO2: Explain and apply foundational finance concepts and identify how AI is transforming 
banking, capital markets, insurance and financial services. 

CO3: Develop structured approaches for collecting, organizing, cleaning and analyzing 
financial data using AI-enabled tools for decision-making and forecasting 

CO4: Analyze AI-driven solutions used in risk management, fraud detection, customer 
service, robo-advisory and credit-risk assessment. 

CO5: Evaluate ethical, legal, regulatory and social implications of AI applications in finance, 
including bias, privacy, transparency and explainability. 

CO6: Design, strategic AI-enabled finance solutions by integrating financial data, AI tools, 
regulatory awareness and responsible decision-making practices. 

8.  
Course 

Description 

This course introduces students to AI applications in finance with emphasis on machine 
learning, financial systems, financial data, digital tools, risk management, fraud detection, 
robo-advisory, credit-risk assessment, ethics and regulation. It develops conceptual 



 

 

understanding, analytical ability and practical awareness for responsible use of AI in financial 
decision-making and emerging financial technologies. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to AI and Its Role in Finance (4-0-10-6 = 20 hrs) 

Objective 
To introduce students to the basic meaning of Artificial Intelligence and its relevance in finance, banking, 
investment, insurance, and financial decision-making. 

A 
Meaning of artificial intelligence and machine learning in 
finance. 

CO1, CO2, 

CO3 

AI tools, financial news 

portals, smartboard, PPTs, 

online videos, caselets, 

Excel/Google Sheets, open 

datasets 

B 
Role of AI in finance: banking, investment, insurance, 
accounting, customer service and financial decision-making. 

C 
Benefits and limitations of AI in finance; examples of AI tools 
used in financial services. 

Unit 2: Basics of Finance for AI Applications (6-0-12-6 = 24 hrs) 

Objective 
To help students understand basic financial concepts where AI is commonly applied, such as banking services, 
capital markets, insurance, credit scoring and risk management. 

A 
Introduction to financial systems: banking, capital markets and 
insurance; role of AI in improving financial services. 

CO3, CO4 

AI tools, financial news 

portals, smartboard, PPTs, 

online videos, caselets, 

Excel/Google Sheets, open 

datasets, 

B 

Key finance concepts: loans, credit scoring, trading and risk 
management; use of AI in loan appraisal, credit scoring, trading 
support and risk analysis.. 

C 

Common financial decisions supported by AI: customer 
profiling, investment suggestions, fraud alerts, insurance claim 
analysis and financial forecasting. 

Unit 3: Understanding Financial Data and AI Tools (8-0-16-6 = 30 hrs) 

Objective 
To develop basic understanding of financial data and explain how AI tools use data for analysis, prediction and 
decision support in finance. 

A 
Types of financial data: transaction data, customer data, stock-
market data, insurance data and digital-payment data. 

CO2, CO3, 

CO4,  

AI tools, financial news 

portals, smartboard, PPTs, 

online videos, caselets, 

Excel/Google Sheets, open 

datasets 

B 

Sources of financial data: banks, stock exchanges, insurance 
companies, financial websites, public datasets and digital 
platforms. 

C 

Basic use of AI tools for financial data analysis: data cleaning, 
charts, simple forecasting, pattern identification and data 

privacy awareness. 
Unit 4: AI Applications in Finance (6-0-12-6 = 24 hrs) 

Objective 
To familiarize students with practical applications of AI in finance, including fraud detection, robo-advisory, 
credit risk assessment and customer service. 

A 

AI in banking: fraud detection, customer service chatbots, 
digital payments, loan processing and personalized banking 

services. 
CO3, CO4, 

CO5 

AI tools, financial news 

portals, smartboard, PPTs, 

online videos, caselets, 

Excel/Google Sheets, open 

datasets 

B 

AI in investment and capital markets: robo-advisors, stock-
market analysis, portfolio suggestions and algorithmic trading 
basics. 

C 
AI in insurance and risk management: claim processing, risk 

assessment, insurance pricing and fraud detection. 
Unit 5: Ethics, Challenges and Future of AI in Finance (6-0-10-6 = 22 hrs) 



 

 

Objective 
To create awareness among students about ethical, legal and regulatory issues in AI-based finance and help them 
understand future opportunities and challenges 

A 
Ethical issues in AI finance: bias, transparency, privacy, 
explainability and responsible use of customer data. 

CO2, CO3, 

CO4, CO5, 

CO6 

AI tools, financial news 

portals, smartboard, PPTs, 

online videos, caselets, 

Excel/Google Sheets, open 

datasets 

B 

Regulatory and practical challenges: data protection, cyber 
security, RBI guidelines, financial fraud risks and accountability 
in AI decisions. 

C 

Future of AI in finance: FinTech, RegTech, digital lending, AI-
based financial planning, career opportunities and skills 
required for students. 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Team work will include assignments, seminars, AI-finance case analysis, mini projects, financial data 
interpretation exercises, presentations on AI applications in banking/investment/risk management, group 
discussions, dashboard-based exercises and other student activities related to AI-enabled finance. 
SL: Self-learning may include reading AI-finance articles, exploring online AI tools, studying FinTech case 
studies, watching online tutorials, practicing spreadsheet-based financial analysis, reviewing RBI/SEBI and 
responsible AI resources, and analyzing emerging trends in financial technology. 
Example 
Self-Learning beyond Classroom, Developing a mini project in a team, 

Self-Learning from online content, Case Study Analysis, AI Tool Exploration, Financial Data Analysis, 
Industry Interaction/Visit. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Hilpisch, Yves - Artificial Intelligence in Finance, O'Reilly Media. 2. Taneja, Sanjay; Singh, 
Amandeep; Kumar, Pawan - Artificial Intelligence and Machine Learning-Powered Smart Finance, IGI 
Global. 3. Chakraborty, Utpal - Artificial Intelligence for All, BPB Publications. 
Important Web Links: Reserve Bank of India: https://www.rbi.org.in/, Securities and Exchange Board of 
India: https://www.sebi.gov.in/, National Stock Exchange: https://www.nseindia.com/, Ministry of 
Electronics and Information Technology: https://www.meity.gov.in/, NITI Aayog AI Resources: 
https://www.niti.gov.in/ 
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P

O

1 

PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PS

O1 
PS

O2 
PS

O3 

CO1 3 2 1 1 0 1 3 1 2 2 2 2 1 1 

CO2 3 2 2 1 0 1 3 2 2 1 3 3 1 2 

CO3 3 3 3 1 1 1 3 2 1 3 3 3 2 3 

CO4 3 3 3 1 1 2 3 2 2 3 3 3 2 3 

CO5 2 3 2 2 1 3 3 1 2 3 3 2 2 2 

CO6 3 3 3 2 2 3 3 3 2 3 3 3 3 3 

Avg 2.

8 

2.6 2.3 1.3 0.8 1.8 3 1.8 1.8 2.5 2.8 2.6 1.8 2.3 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Develops digital, analytical and AI-enabled financial learning for students, 
strengthening employability and future-ready competence in finance.. 

SDG 8: Decent Work & 
Economic Growth 

3 
Builds skills in AI-driven finance, banking, risk management and FinTech 
applications relevant for employment, entrepreneurship and economic productivity. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Promotes understanding of AI, data analytics, automation, RegTech and financial 
innovation supporting modern digital financial infrastructure. 

SDG 16: Peace, Justice 
and Strong Institutions 2 

Encourages awareness of ethical AI, transparency, explainability, regulatory 
compliance, data protection and responsible financial decision-making. 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable . Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Meaning and scope of artificial intelligence in finance UNIT-1 4 

DD/MM/YY Machine learning: basic concepts and examples in financial services   

DD/MM/YY Evolution of AI and emergence in the financial sector   

DD/MM/YY Difference between AI, ML, data science and automation   

DD/MM/YY Introduction to financial systems: banking, capital markets and insurance UNIT-2 6 

DD/MM/YY AI use cases in banking and customer services   

DD/MM/YY Loans and credit scoring: basic financial concepts   



 

 

DD/MM/YY Trading and investment decisions supported by AI   

DD/MM/YY Risk management decisions supported by AI   

DD/MM/YY Common financial decisions benefiting from AI-enabled analysis   

DD/MM/YY Types of financial data: transactional, time series and unstructured data UNIT-3 8 

DD/MM/YY Transactional data in banking and financial services   

DD/MM/YY Time-series data in stock markets and financial forecasting   

DD/MM/YY Unstructured data from social media, news and reports   

DD/MM/YY Sources of financial data: banks, markets and public datasets   

DD/MM/YY Basics of data cleaning and data organization   

DD/MM/YY Data privacy and data protection in financial AI   

DD/MM/YY Practical discussion on preparing financial data for AI analysis   

DD/MM/YY Bias in AI algorithms and its impact on financial decisions UNIT-4 6 

DD/MM/YY Ethical challenges in AI-based credit, lending and investment decisions   

DD/MM/YY Regulatory frameworks: GDPR and RBI guidelines   

DD/MM/YY Transparency and explainability in financial AI systems   

DD/MM/YY Introduction to RegTech and compliance automation   

DD/MM/YY Responsible AI governance in finance   

DD/MM/YY AI in fraud detection and unusual financial behaviour UNIT-5 6 

DD/MM/YY Robo-advisors: meaning, working and applications   

DD/MM/YY AI in investment advisory and portfolio support   

DD/MM/YY AI in credit-risk assessment   

DD/MM/YY AI-based customer service in banking and financial services   

DD/MM/YY Computation of total income of an individual.   



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA IAF Current Academic Year: 2028–29 

Branch: BBA Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Security Analysis & Portfolio Management (SAPM) 

2.  Course Code NBBIFM502 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory (Program Specialization Course) 

6.  Course Objective 

The course aims to familiarize students with the basic concepts of securities, investment, and 
portfolio analysis, along with the process of portfolio selection, creation, and management. It 
develops a comprehensive understanding of investment processes and provides knowledge 
about domestic and international stock markets. The course also helps students understand the 
relationship between risk and return and the methods used to measure risk in order to achieve 
expected returns. Further, it introduces the theories, tools, and techniques of portfolio 
management for efficient investment decisions. Overall, the course equips students with the 
knowledge and analytical skills required to make informed and effective investment decisions 
in financial markets. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

 
CO1: Recall and describe the basic concepts, principles, and importance of investments, 
securities, and securities markets. 

CO2: Explain the growth, development, structure, and functioning of domestic and 
international securities markets. 

CO3: Apply practical knowledge to measure risk and return associated with securities and 
investment portfolios. 

CO4: Analyze and evaluate portfolio performance using various portfolio evaluation models 
and performance indexes. 

CO5: Evaluate the application of portfolio management principles and theories for efficient 



 

 

investment decision-making. 

CO6: Design and construct efficient investment portfolios by integrating portfolio 
management strategies, risk analysis, and return evaluation techniques. 

8.  
Course 

Description 

This course provides an understanding of the concepts and practices of security analysis and 
portfolio management. It focuses on investment avenues, risk and return analysis, and 
valuation of securities. The course also develops knowledge of portfolio construction, 
performance evaluation, and investment decision-making techniques in financial markets. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Overview of Capital Market (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with a conceptual understanding of investment and the investment process. It 
helps learners differentiate between investment and speculation and understand the functioning of securities 
markets and stock exchanges. The unit also develops knowledge of the investment environment, including 
money market and capital market instruments, financial derivatives, and the structure and functioning of new 
issue markets. 

A 

Investment – A Conceptual Framework: Investment process, 
Comparison between investment and speculation. Market of 
securities, Stock Exchange. 

CO1, CO2, 

CO5 

Chalk & Board Method,  

PowerPoint Presentations, 

Case Studies on Investment 

and Speculation, Group 

Discussions, Stock Market 

Demonstrations and 

Market Reports, Financial 

Newspapers and Business 

Magazines, Online Trading 

Platform Demonstrations 

B 

Investment Environment: Features and composition of money 
market and capital market, money market, capital market 
instruments and financial derivatives 

C 

New Issue Markets their nature, structure, functioning and 
Limitations; 

Unit 2: Framework for Indian Securities Market (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to develop students’ understanding of the regulatory framework governing the securities market in 
India. It provides knowledge about the role of SEBI, investor protection measures, and legal provisions related to 
securities markets and stock exchanges. The unit also helps learners understand the profile of Indian investors 
and the internal and external factors influencing investment decisions in the financial system. 

A 
Regulatory Mechanism: SEBI and its guidelines; Investor 
Protection. 

CO1, CO2, 

CO5, CO6 

Chalk & Board Method,  

PowerPoint Presentations, 

Case Studies on SEBI 

Regulations and Investor 

Protection, Group 

Discussions, Analysis of 

Financial News and 

Regulatory Updates, SEBI 

Website References 

B 
Profile of Indian Investors and factor influencing investment 
decisions- internal and external factors 

C 

Legal framework of securities market in India, investors and stock 
exchanges and its significance in Indian financial system. 

Unit 3: Risk & Return (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of risk and return concepts in investment decisions. It 
develops knowledge of various measures and calculations of risk and return, including covariance and correlation 
between securities. The unit also helps learners understand the Efficient Market Hypothesis (EMH) and its 
implications for investment decisions, along with the fundamental approach of economy, industry, and company 
analysis for security evaluation. 



 

 

A 

Concept of Risk, Measures of risk and return, calculation, 
Measurement of Interactive Risk through covariance- correlation 
Coefficient between securities. 

CO3, CO4, 

CO5, CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving on Risk and Return 

Calculations, 

Excel/Spreadsheet for 

Covariance and 

Correlation Analysis, Stock 

Market Data Analysis and 

Interpretation, Online 

Financial Portals and 

Market Reports 

B 
Nature of Stock Markets: EMH (Efficient Market Hypothesis) and 
its Implications for investment decision 

C 

Fundamental Approach – economy, industry and company 
analysis. 

Unit 4: Portfolio Selection (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to develop students’ understanding of portfolio selection and the construction of efficient and 
optimal portfolios. It provides knowledge about equity valuation approaches with an overview of technical 
analysis techniques. The unit also helps learners understand the Capital Asset Pricing Model (CAPM), its 
assumptions, and the Security Market Line (SML) for analyzing risk and expected return in investment decisions. 

A Portfolio Selection - Efficient Set of Portfolios - Optimal Portfolio 

CO3, CO4, 

CO5, CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving on CAPM and 

Portfolio Selection, 

Excel/Spreadsheet for Risk 

- Return and Portfolio 

Analysis, Stock Market 

Charts and Technical 

Analysis Tools, Online 

Financial Portals and 

Investment Portals 

B Approaches to Equity Valuation: Technical Approach –overview 

C 

Capital Asset Pricing Model: Assumptions- Security market line 
(SML) - Capital Asset Pricing Model (CAPM) –Assumptions of 
CAPM - 

Unit 5: Portfolio Analysis and Portfolio Evaluations (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of modern portfolio theory and portfolio risk-return 
analysis. It develops knowledge of Markowitz Theory, the effect of combining securities, and the measurement 
of expected portfolio return and portfolio risk. The unit also helps learners understand various portfolio 
performance evaluation techniques such as Sharpe’s Performance Index, Treynor’s Performance Index, and 
Jensen’s Performance Index for assessing investment performance. 

A 
Markowitz Theory - Effect of Combining Two Securities - 
Measurement of Expected Return of Portfolio - Portfolio Risk 

CO3, CO4, 

CO5, CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving on Portfolio Risk 

and Return, 

Excel/Spreadsheet for 

Portfolio Performance 

Evaluation, Practical 

Exercises on Sharpe, 

Treynor and Jenson 

Models, Case studies on 

Portfolio Diversification 

and Investment Strategies, 

Stock Market Data 

Analysis and Interpretation 

B 
Measures of Portfolio Performance- Sharpe’s Performance Index - 
Treynor's Performance Index 

C 

Jenson's Performance Index 

4. Course Evaluation & References 



 

 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, numerical problem solving, seminars, case studies, presentations, 
stock market analysis, portfolio preparation exercises, quizzes, industrial/financial institution visits, and other 
student activities related to investment and portfolio management.) 
SL: Self-learning through online financial resources, MOOCs, stock market simulations, investment analysis 
tools, spoken tutorials, case analysis, and independent study of securities and portfolio management 
techniques. 
Example: 
Self-learning beyond the classroom through analysis of stock market trends, preparation of investment 
portfolios in teams, solving practical problems on risk and return, case study analysis, learning from online 
financial platforms, and visits to financial institutions or stock exchanges. 
 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: Fisher Donald E & Ronald J Jordan - Securities Analysis & Portfolio Management, (PHI) 
Reilly - Investment Analysis and Portfolio Management (Thomson) 
Chandra P - Investment Analysis and Portfolio Management (Tata Mcgraw Hill) 
Punithavathi Pundyan - Securities Analysis & Portfolio Management (Vikas) 
Francaia Jack Clark & Richard W Taylor - Theory & Problems of Investment, (Tata Mcgraw Hill) 
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO

1 
PSO

2 
PSO

3 

CO1 3 1 1 1 – 1 1 – 1 1 1 3 3 2 

CO2 3 2 1 1 – 1 2 1 3 2 1 3 3 3 

CO3 3 3 3 1 – 1 3 1 2 3 2 3 3 2 

CO4 3 3 3 2 1 1 3 1 2 3 2 3 3 3 

CO5 3 3 3 2 1 2 2 2 2 3 2 3 3 3 

CO6 3 3 3 3 2 2 3 2 3 3 3 3 3 3 

Avg 3.00 2.50 2.33 1.67 1.33 1.33 2.33 1.17 2.17 2.50 1.83 3.00 3.00 2.67 

Note: Row averages are computed over non-zero entries only. PO8 is intentionally kept low to avoid artificial inflation. 



 

 

6. Course-to-SDG Matrix 

This course aligns with 7 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 

Develops conceptual and analytical understanding of investment management, 
securities markets, portfolio theories, and financial decision-making. Enhances 
quantitative, analytical, and research skills required in finance and investment 
professions. 

SDG 8: Decent Work & 
Economic Growth 

3 

Builds professional competencies in investment analysis, portfolio management, and 
capital market operations. Supports employability, financial sector growth, 
entrepreneurship, and efficient allocation of financial resources for economic 
development. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Encourages the use of financial technologies, market analytics, and investment models 
for efficient capital allocation and development of modern financial infrastructure and 
innovation in financial services. 

SDG 10: Reduced 
Inequalities 

2 

Promotes awareness about financial inclusion, diversified investment opportunities, 
and equitable access to financial markets, helping individuals and institutions make 
informed investment decisions. 

SDG 12: Responsible 
Consumption & 
Production 

2 
Encourages rational and responsible investment decisions through risk-return analysis, 
portfolio diversification, and efficient utilization of financial resources. Supports 
sustainable and informed financial management practices. 

SDG 16: Peace, Justice 

& Strong Institutions 
2 

Promotes ethical investment practices, transparency, investor protection, and 
understanding of regulatory frameworks governing securities markets and financial 
institutions. 

SDG 17: Partnerships 
for the Goals 

1 

Enhances understanding of global financial systems, international investment 
practices, and cooperation among financial institutions, markets, and investors for 
sustainable economic growth. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA-IAF Current Academic Year: 2028–29 

Branch: BBA-IAF Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Wealth Management & Succession Planning 

2.  Course Code NBBIFB503 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

6.  Course Objective 

To introduce the fundamentals of wealth management and succession planning and develop 
the ability to create client-centric financial plans, evaluate investment options, apply estate 
planning tools, and design retirement and succession strategies for individuals, families, and 
business owners. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall remember, and understand the fundamental concepts, principles, terminology, 
ethical considerations, and regulatory environment of wealth management and succession 
planning. 

CO2: Explain and apply the wealth management process, client profiling, financial planning 
components, and investment vehicles for personal financial decision-making. 

CO3: Develop investment, retirement, and wealth-transfer plans by using portfolio 
construction, asset allocation, risk-return analysis, and sustainable withdrawal strategies. 

CO4: Analyze investment, retirement, and wealth-transfer plans by using portfolio 
construction, asset allocation, risk-return analysis, and sustainable withdrawal strategies. 

CO5: Evaluate the effectiveness of wealth management, estate planning, tax-minimization, portfolio 
performance, and succession planning strategies in practical situations. 

CO6: Design, and design comprehensive wealth management and succession plans by integrating 
investment, retirement, estate, tax, and family-business continuity strategies. 

8.  
Course 

Description 

This course covers wealth management and succession planning with emphasis on financial 
planning, client profiling, investment evaluation, retirement planning, estate planning, tax-
efficient wealth transfer, and succession planning for family businesses and personal estates. 



 

 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Wealth Management (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the concept, objectives, process, ethics, compliance requirements, client needs, and 
regulatory aspects of wealth management. 

A 
Definition and objectives of wealth management; importance of 
wealth management in personal finance 

CO1, CO2, 

CO3 

Caselets, risk profiling forms, 

financial planning templates, 

smartboard, spreadsheets 

B 
Steps in the wealth management process; understanding client 
needs and risk profiling 

C 

Components of financial planning; role of financial advisors. 
Ethical considerations in wealth management; overview of 
regulatory environment and compliance 

Unit 2: Investment Management (6-0-12-6 = 24 hrs) 

Objective 
To explain different investment alternatives and apply portfolio construction, diversification, asset allocation, 
rebalancing, and performance measurement techniques. 

A 
Types of investment vehicles such as stocks, bonds, mutual 
funds and other financial assets; risk and return analysis 

CO3, CO4 

NSE/BSE data, mutual fund 

factsheets, spreadsheets, 

portfolio simulators, 

smartboard, case studies 

B 

Portfolio construction and diversification; Modern Portfolio 
Theory and its application. Strategic vs. tactical asset allocation; 
techniques for rebalancing portfolios  

C 
Tools and techniques for measuring investment performance; 
benchmarking and performance attribution 

Unit 3: Retirement Planning (8-0-16-6 = 30 hrs) 

Objective 
To develop retirement planning skills by estimating expenses, identifying income sources, comparing retirement 
savings vehicles, and designing sustainable withdrawal strategies. 

A 
Estimating retirement expenses and income sources; importance 
of early planning 

CO2, CO3, 

CO4, CO5, 

CO6 

Retirement calculators, 

spreadsheets, case studies, 

smartboard, pension plan 

illustrations 

B 

Overview of retirement savings vehicles; comparison of 
traditional and Roth retirement accounts in conceptual 
perspective 

C 

Understanding social security benefits; role of employer-
sponsored pension plans. Strategies for sustainable withdrawals; 
tax implications of retirement distributions 

Unit 4: Estate Planning (6-0-12-6 = 24 hrs) 

Objective 
To analyze estate planning objectives, tools, tax implications, and business ownership transfer techniques for 
effective preservation and transfer of wealth. 

A 
Objectives and importance of estate planning; key concepts and 
terminology 

CO3, CO4, 

CO5 

Sample estate planning 

documents, case studies, tax 

planning worksheets, family 

business scenarios 

B 
Wills, trusts, powers of attorney, living wills and healthcare 
directives 

C 

Estate and gift tax laws; strategies to minimize tax liabilities. 
Importance of succession planning for business owners; 
techniques for transferring business ownership 

Unit 5: Wealth Transfer and Succession Planning (6-0-10-6 = 22 hrs) 

Objective 
To evaluate wealth-transfer strategies and design succession plans for families, heirs, charitable objectives, client-specific 
goals, and family business continuity. 

A 
Strategies for transferring wealth to heirs; family dynamics and 
communication 

CO2, CO3, 

CO4, CO5, 

CO6 

Family business cases, 

succession planning templates, 

client profiling tools, B Types of trusts and their uses in wealth transfer; role of 



 

 

charitable foundations in estate planning presentation and peer review 

C 

Challenges and solutions in family business succession; 
developing a succession plan. Analysis of real-world wealth 
management and succession planning cases; developing 
personalized wealth management plans for clients 
 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work includes assignments, seminars, micro projects, case studies, financial planning exercises, 
presentations, and other student activities. 
SL: Self-learning through MOOCs, financial literacy resources, regulator websites, financial calculators, 
investment factsheets, and online educational resources. 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Harold Evensky - Wealth Management: The Financial Advisor's Guide to Investing and 
Managing Client Assets, McGraw-Hill Education. 2. Ram Niwas Lakhotia - Estate Planning, Vision Books. 
3. Prasanna Chandra - Investment Analysis and Portfolio Management, Tata McGraw-Hill Education. 
Indian Institute of Banking & Finance (IIBF) - Personal Financial Planning in India, Taxmann Publications 
Pvt. Ltd. 
Important Web Links: https://www.taxmann.com/ ,  https://www.investopedia.com/  
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1 

PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PS

O1 
PS

O2 
PS

O3 

CO1 3 1 1 1 0 3 1 1 1 1 2 3 1 1 

CO2 3 2 2 2 1 2 1 2 1 2 3 3 2 2 

CO3 3 3 3 2 1 2 2 2 2 3 3 3 2 3 

CO4 3 3 3 2 1 2 2 2 2 3 3 3 2 3 

CO5 3 3 3 2 1 3 2 2 2 3 3 3 2 3 

CO6 3 3 3 3 2 3 2 3 2 3 3 3 3 3 

Avg 3.

0 
2.5

0 
2.5

0 
2.0

0 
1.0

0 
2.5

0 
1.6

7 
2.0

0 
1.6

7 
2.50 2.83 3.00 2.00 2.50 

 
Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Builds applied financial literacy and client-centric planning capabilities through 
structured learning in wealth management, retirement planning, investment evaluation, 
and succession planning. 

SDG 8: Decent Work & 
Economic Growth 

3 
Develops employability-oriented competencies in financial advisory, investment 
management, portfolio analysis, retirement planning, and family business continuity. 

SDG 10: Reduced 
Inequalities 

2 
Encourages inclusive financial planning, long-term security, responsible 
intergenerational transfer of wealth, and awareness of family financial governance. 

SDG 16: Peace, Justice 
and Strong Institutions 2 

Promotes ethical advisory practices, compliance orientation, transparent succession 
planning, documentation, and governance in family/business wealth transfer. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY 
Definition and objectives of wealth management; importance of wealth 
management in personal finance 

UNIT-1 4 

DD/MM/YY 
Steps in the wealth management process; understanding client needs and risk 
profiling 

  

DD/MM/YY Components of financial planning; role of financial advisors   

DD/MM/YY 
Ethical considerations in wealth management; overview of regulatory 
environment and compliance 

  

DD/MM/YY 
Types of investment vehicles: stocks, bonds, mutual funds and other assets; 
risk and return analysis 

UNIT-2 6 

DD/MM/YY Portfolio construction and diversification   

DD/MM/YY Modern Portfolio Theory and its application   

DD/MM/YY Strategic vs. tactical asset allocation   

DD/MM/YY Techniques for rebalancing portfolios   

DD/MM/YY 
Investment performance measurement; benchmarking and performance 
attribution 

  

DD/MM/YY 
Estimating retirement expenses and income sources; importance of early 
planning UNIT-3 8 

DD/MM/YY Overview of retirement savings vehicles   

DD/MM/YY 
Comparison of traditional and Roth retirement accounts in conceptual 
perspective 

  

DD/MM/YY Understanding social security benefits   

DD/MM/YY Role of employer-sponsored pension plans   

DD/MM/YY Strategies for sustainable withdrawals   

DD/MM/YY Tax implications of retirement distributions   

DD/MM/YY Integrated retirement planning case discussion   

DD/MM/YY Objectives and importance of estate planning; key concepts and terminology UNIT-4 6 

DD/MM/YY Wills, trusts, and powers of attorney   

DD/MM/YY Living wills and healthcare directives   

DD/MM/YY Estate and gift tax laws   

DD/MM/YY Strategies to minimize tax liabilities   

DD/MM/YY Succession planning for business owners and transfer of business ownership   



 

 

DD/MM/YY 
Strategies for transferring wealth to heirs; family dynamics and 
communication UNIT-5 6 

DD/MM/YY Types of trusts and their uses in wealth transfer   

DD/MM/YY Role of charitable foundations in estate planning   

DD/MM/YY Challenges and solutions in family business succession   

DD/MM/YY Developing a succession plan   

DD/MM/YY 
Real-world case analysis and personalized wealth management plan 
development 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2026–2029 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Financial Institutions and Services (FIS) 

2.  Course Code NBBFM602 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L:60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory (Program Specialization Course) 

6.  Course Objective 

The course aims to provide students with an understanding of the role and importance of 
financial institutions in the economy and their contribution to financial stability and economic 
growth. It helps students understand the functions of major regulatory bodies and the impact of 
financial regulations on markets and institutions. The course also introduces different types of 
financial institutions such as commercial banks, investment banks, insurance companies, 
pension funds, and mutual funds, along with the various financial services provided by them, 
including credit services, asset management, underwriting, and insurance. Further, the course 
enables students to study the functions of insurance companies and the different types of 
insurance products available in the financial system. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

 
CO1: Recall and describe the basic concepts, structure, and functioning of financial markets 
and financial institutions in the economy. 

CO2: Explain the roles, functions, and services provided by various financial institutions such 
as banks, insurance companies, investment firms, and pension funds. 

CO3: Apply practical knowledge of financial services including leasing, hire purchasing, and 
factoring in business and financial decision-making. 

CO4: Analyze the structure and functioning of different financial markets including money 
markets, capital markets, and derivatives markets. 



 

 

CO5: Evaluate the role of financial institutions and insurance companies in promoting 
financial stability, economic growth, and risk management. 

CO6: Design and prepare solutions for financial service and investment-related problems by 
integrating concepts of financial markets, institutions, and insurance products. 

8.  
Course 

Description 

This course provides students with conceptual and practical knowledge of financial institutions 
and the key issues faced by their managers. It focuses on the structure, functions, and 
management of financial institutions along with important aspects such as risk management, 
financial services, and regulatory compliance. The course also introduces students to financial 
markets, insurance services, and public policy concerns related to the financial system. It helps 
students develop an understanding of the role of financial institutions in economic growth and 
financial stability. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Financial System and Financial Markets (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with a fundamental understanding of the financial system, its meaning, 
functions, and major components. It helps learners understand the structure and functioning of capital markets, 
including primary and secondary markets. The unit also develops knowledge of the money market and various 
money market instruments such as money at call, treasury bills, certificates of deposit, and commercial papers 
used in the financial system. 

A Meaning, functions of financial system and its components 

CO1, CO2, 

CO4 

Chalk & Board Method, 

PowerPoint Presentations, 

Case Studies on Financial 

Markets and Institutions, 

Group Discussions and 

Classroom Activities, 

Industry Examples related 

to Money Market and 

Capital Market 

Instruments, Newspaper 

and Business Magazine 

Analysis 

B Types of Capital market: Primary and secondary 

C 

Money market – Meaning, types of money market instruments-money at 
call, treasury bill, certificates of deposits, commercial papers. 

Unit 2: Financial institutions and its Regulations (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of financial institutions, their types, and their role in 
economic development. It helps learners understand the functioning of commercial banks and the emergence of 
private sector banks after liberalization along with financial innovations in banking services. The unit also 
develops knowledge regarding financial regulation through the role and functions of the Reserve Bank of India 
(RBI), SEBI guidelines, and different types of stock exchanges at national, regional, and local levels. 

A 
Definition of Financial institutions, types, role in economic 

development, 

CO1, CO2, 

CO4, CO5 

Chalk & Board Method, 

PowerPoint Presentations, 

Case Studies on Banking 

and Financial Regulation, 

Group Discussions and 

Classroom Activities, RBI 

and SEBI 

Reports/Guidelines 

B 
Commercial banks: emergence of private sector bank after 

liberalization, financial innovation in commercial banks 

C 

Financial Regulation: Reserve bank of India, its role and functions, 
SEBI-introductions and guidelines, Types of exchanges – National, 

Regional & Local 



 

 

Analysis, Online Financial 

Portals and Regulatory 

Websites, Industry 

Examples related to 

Commercial Banks and 

Financial Innovations 

Unit 3: NBFC’s (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of the concept, growth, guidelines, and future prospects 
of development financial institutions in India. It helps learners understand the role, functions, and operational 
policies of major institutions such as IFCI, SFCs, NABARD, IRBI, SIDC, and SIDBI in promoting industrial, 
agricultural, and economic development. The unit also develops knowledge regarding the contribution of these 
institutions to financial assistance and economic growth in the country. 

A Concept, guidelines, growth and prospects, 

CO1, CO2, 

CO5, 

Case Studies on 

Development Financial 

Institutions, RBI, 

NABARD, and SIDBI 

Reports Analysis, Industry 

Examples related to 

Industrial and Agricultural 

Financing 

B IFCI, SFCs, NABARD 

C 

IRBI, SIDC ,SIDBI– Introduction and operational policies 

Unit 4: Insurance Sector and Mutual Funds (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of Unit Trust of India (UTI), mutual funds, and their 
significance in the financial system. It helps learners understand different types of mutual funds along with their 
growth and performance in India. The unit also develops knowledge regarding the basic operations and functions 
of private and public sector insurance companies in both life and general insurance services. 

A Introduction of UTI, types of mutual funds, significance, 

CO2, CO5, 

CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Case Studies on Mutual 

Funds and Insurance 

Services, Analysis of 

Mutual Fund Performance 

Reports, Online Financial 

Portals and Insurance 

Company Websites, 

Industry Examples related 

to Life and General 

Insurance 

B growth & performance of MFs in India, 

C 

Basic operation of Private and public sector insurance (life and 
general) 

Unit 5: Leasing, Hire Purchase and Factoring (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of financial services such as leasing, hire purchasing, 
factoring, forfaiting, and bill rediscounting. It helps learners understand the meaning, types, financial, legal, and 
tax aspects of leasing and hire purchasing. The unit also develops knowledge regarding the mechanics and 
operational procedures of factoring, forfaiting, and bill rediscounting, enabling students to understand their role 
in business financing and financial decision-making. 

A Meaning, types, financial, legal and tax aspects, 

CO3,  CO5, 

CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Case Studies on Financial 

Services and Business 

Financing, Industry 

Examples related to 

Factoring and Forfaiting 

Services 

B Hire purchasing: Concept, legal framework and taxation, 

C 

Factoring and forfaiting-meaning and mechanics, Bills 
rediscounting. 



 

 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 60 hrs) 

TW: Term work (includes assignments, case studies, presentations, numerical problem solving, financial 
market analysis, seminars, quizzes, and other student activities related to financial institutions and financial 
services.) 
SL: Self-learning through online financial resources, MOOCs, RBI and SEBI publications, video lectures, 
case analysis, spoken tutorials, and independent study of financial markets, institutions, and financial 
services. 
Example: 
Self-learning beyond the classroom through analysis of banking and financial market reports, preparation of 
presentations on financial institutions in teams, study of mutual funds and insurance products, solving 
practical problems on leasing and hire purchasing, and learning from online financial platforms and 
regulatory resources. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: Anthony & Cornett, Marcia Millon - Financial Markets and Institutions, Saunders, (Tata McGraw 
Hill) 
M.Y. Khan - Financial Services, (Tata McGraw Hill) 

Sandeep Goel - Financial services, (PHI) 

5. CO–PO and –PSO Mapping Matrix 

Note: Row averages are computed over non-zero entries only. PO11 is intentionally kept low to avoid artificial inflation. 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 

Provides theoretical and practical knowledge of financial markets, financial 
institutions, insurance services, and investment practices. Enhances analytical, 

managerial, and financial decision-making skills required in commerce and business 
education. 

SDG 8: Decent Work & 
Economic Growth 

3 
Develops professional competencies in banking, insurance, leasing, factoring, and 

financial services. Supports economic growth by improving understanding of financial 
systems, investment management, and risk management practices. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Encourages understanding of modern financial infrastructure, capital markets, and 
innovative financial services that support industrial growth, entrepreneurship, and 

economic development. 

SDG 10: Reduced 
Inequalities 

2 

Promotes awareness of inclusive financial services, insurance accessibility, pension 
schemes, and financial institutions that contribute to reducing economic and social 

inequalities. 

SDG 16: Peace, Justice 

& Strong Institutions 
2 

Strengthens knowledge of financial regulations, institutional governance, 
transparency, and ethical financial practices that contribute to stable and accountable 

financial systems. 
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PO

1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO10 PO11 PO12 PSO

1 
PSO

2 
PSO

3 

CO1 3 1 1 1 – 1 1 1 1 1 2 1 2 3 2 

CO2 3 2 2 1 1 1 1 2 2 2 2 2 3 3 2 

CO3 3 3 3 1 1 1 2 3 1 3 2 3 3 3 2 

CO4 2 3 2 1 – 1 2 2 3 3 2 3 2 3 3 

CO5 3 3 3 1 1 2 2 2 3 3 2 3 3 3 3 

CO6 3 3 3 2 2 2 3 3 3 3 3 3 3 3 3 

Avg 2.8

3 
2.5

0 
2.3

3 
1.1

7 
0.8

3 
1.3

3 
1.8

3 
2.1

7 
2.1

7 
2.50 2.17 2.50 2.83 3.00 2.50 



 

 

SDG 17: Partnerships 
for the Goals 

1 

Develops understanding of coordination among banks, insurance companies, financial 
institutions, regulators, and investment agencies for effective financial management 

and economic cooperation. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2027–28 

Branch: BBA Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Financial Analytics   

2.  Course Code NBBFM601 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory (Program Specialization Course) 

6.  Course Objective 

To provide students with a strong foundation in financial analytics in order to handle complex 
financial data, build advanced analytical models, and deliver effective visualization products 
and comprehensive reports. The course covers financial time series analysis, portfolio 
construction and optimization, volatility and risk modelling using ARCH/GARCH and VaR, 
high-frequency data analysis, credit risk modelling, and derivative pricing. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 
CO1: Recall and describe the definition, relevance, scope, and recent trends in financial 
analytics, and the distributional properties of financial time series. 
CO2: Explain the basics of portfolio construction, Markowitz theorem, and Capital Asset 
Pricing Model, diversification, and portfolio optimization techniques. 
CO3: Apply volatility and risk models including ARCH/GARCH frameworks and Value at 
Risk (VaR) on various financial asset datasets. 
CO4: Analyze high-frequency trading data, bid–ask spreads, empirical characteristics of 
trading data, price-change models, and duration models. 
CO5: Evaluate credit risk models, interest-rate swaps, derivative pricing frameworks, and 
dependent default modelling techniques. 
CO6: Design integrated financial models combining asset portfolio optimization, 
volatility/risk modelling, and credit risk analysis to solve real-world financial problems. 

8.  
Course 

Description 

This course provides a comprehensive introduction to financial analytics. It begins with the 
characteristics of financial time series and distributional properties of asset returns. The course 
then covers portfolio construction using the Markowitz Mean-Variance framework and 
CAPM, followed by volatility modelling using ARCH/GARCH models and risk measurement 



 

 

via Value at Risk. High-frequency data analysis topics include non-synchronous trading, bid–
ask spread analysis, and duration models. The course concludes with credit risk modelling 
techniques (structural, intensity-based, and rating-based models) and derivative pricing using 
the Black-Scholes framework. Practical implementation is carried out using R. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Financial Analytics (12-0-0-12 = 24 hrs) 

Objective 

To introduce students to the definition, relevance, and scope of financial analytics, and to build familiarity with 
financial time series and their properties. Study of recent trends; Asset return computation (simple & log returns); 
Distributional properties of returns; Review of statistical distributions; Stylised facts of financial data. 

A 
Introduction to Financial Analytics: Definition, Relevance, 

Scope; Recent trends in financial analytics 

CO1, CO2 

Chalk & Board Method, 

PowerPoint Presentations, 

Case Studies on Financial 

Markets and Institutions, 

Group Discussions and 

Classroom Activities, R / 

RStudio, Python, Whiteboards, 

Spreadsheets 

B 
Financial Time Series: Asset Returns — Simple Returns, Log 

Returns, Multi-period Returns; Return series properties 

C 

Distributional Properties of Returns: Mean, Variance, 
Skewness, Kurtosis; Review of statistical distributions; 

Properties of financial time series 

Unit 2: Asset Portfolio Models (12-0-0-12 = 24 hrs) 

Objective 

To enable students to construct and optimise investment portfolios using quantitative frameworks. Basics of 
portfolio return and risk; Correlation and covariance of assets; Efficient Frontier construction; Minimum 
Variance Portfolio; Application of CAPM; Portfolio optimisation in R. 

A 
Basics of Portfolio Construction: Portfolio return and risk, 

Covariance and correlation matrix 

CO2, CO3 

Chalk & Board Method, 

PowerPoint Presentations, 

Case Studies on Banking and 

Financial Regulation, Group 

Discussions and Classroom 

Activities, R / RStudio, Python, 

Whiteboards, Spreadsheets 

Guidelines Analysis,  

B 

Markowitz Theorem: Mean-Variance Optimisation, Efficient 
Frontier, Minimum Variance Portfolio, Two-Fund Separation 

Theorem 

C 

Capital Asset Pricing Model (CAPM): Beta, Market Risk 
Premium, Security Market Line; Diversification and Portfolio 

Optimisation techniques 
Unit 3: Modeling Volatility and Risk (12-0-0-12 = 24 hrs) 

Objective 

To model financial volatility and quantify risk using time-series econometric models. Characteristics of volatility 
(clustering, leverage effect); ARCH and GARCH model specification and estimation; Value at Risk — 
parametric and historical simulation methods; Back testing and Expected Shortfall. 

A 

Characteristics of Volatility: Volatility clustering, Leverage 
effect, Mean reversion; Introduction to conditional 

heteroscedasticity 

CO3, CO4 

R (rugarch, 

PerformanceAnalytics), Python 

(arch), Whiteboards 
B 

Modelling Volatility: ARCH Model — specification and 
estimation; GARCH(1,1) Model — estimation and volatility 

forecasting; Extensions (EGARCH, GJR-GARCH) 

C 

Measuring and Modelling Risk: Value at Risk (VaR) — 
Parametric method, Historical Simulation; Back testing VaR; 

Expected Shortfall (CVaR) 
Unit 4: High-Frequency Data Analysis (12-0-0-12 = 24 hrs) 

Objective 

To analyse intraday and high-frequency financial data and model trading behaviour. Market microstructure 
concepts; Non-synchronous trading effects; Bid–ask spread decomposition; Empirical patterns in intraday data; 
Models for price changes; Autoregressive Conditional Duration (ACD) model. 



 

 

A 

High-Frequency Data: Market microstructure, Non-
synchronous trading, Bid–Ask spread of trading prices — 

components and measurement 

CO4, CO5 

R (highfrequency), Python 

(pandas), Tick data tools, 

Whiteboards 
B 

Empirical Characteristics of Trading Data: Intraday patterns, 
Autocorrelation in trade durations, Irregular spacing of 

observations 

C 

Models for Price Changes: Ordered Probit Model; Duration 
Models: Autoregressive Conditional Duration (ACD) Model — 

specification and estimation 
Unit 5: Modeling Credit Risk & Derivative Pricing (12-0-0-12 = 24 hrs) 

Objective 

To evaluate credit risk models and derivative pricing frameworks. Structural credit risk models; Intensity-based 
(reduced-form) models; Rating-based term structure models; Credit risk and interest-rate swaps; Copula-based 
dependent defaults; Brownian motion and Black-Scholes pricing. 

A 

Modeling Credit Risk: Corporate liabilities as contingent claims 
(Merton Model); Endogenous default boundaries and optional 

capital structure; Intensity modeling of credit risk 

 CO5, CO6 

R (CreditRisk+, QuantLib), 

Python, Bloomberg (Demo), 

Whiteboards 

B 

Rating-Based Term Structure Models; Credit risk and interest-
rate swaps; Modeling dependent defaults: Copula approach, 

Basket credit products 

C 

Derivative Pricing: Issues in derivative markets; Brownian 
motion and Itô's Lemma; Black-Scholes Model; Modeling 

derivative prices; Practical implementation in R 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 60 hrs) 

TW: Term work (includes assignments, case studies, financial modelling mini-projects, seminars, industry 
data visits, etc.)  
SL: Self Learning — MOOCs (Coursera, NPTEL), spoken tutorials, online resources, Kaggle financial 
datasets.  
Example activities: Building a portfolio optimization model in R; Analyzing a credit default event case 
study; Constructing a GARCH volatility forecast on real market data. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbooks: 
1. Ruey S. Tsay — “An Introduction to Analysis of Financial Data with R”, Wiley Publishing. 
2. Argimiro Arratia — “Computational Finance: An Introductory Course with R”, Atlantis Press. 
3. Bernhard Pfaff — “Financial Risk Modelling and Portfolio Optimization with R”, Wiley Publishing. 

Reference Books: 
1. Duffie, D. & Singleton, K.J. — “Credit Risk: Pricing, Measurement, and Management”, Princeton 
University Press. 
2. Campbell, J.Y., Lo, A.W. & MacKinlay, A.C. — “The Econometrics of Financial Markets”, Princeton 
University Press. 
3. Ngai Hang Chan — “Time Series Applications to Finance with R and S-Plus®”, Wiley Publishing. 



 

 

4. René Carmona (2014) — “Statistical Analysis of Financial Data in R”, Springer Publishing. 

5. CO–PO and CO–PSO Mapping Matrix 
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PO

1 
PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO1

0 
PO11 PO12 PS

O1 
PS

O2 
PS

O3 

CO1 3 1 1 1 – – 2 – 1 2 2 1 2 1 2 

CO2 3 3 2 1 – – 2 1 2 2 2 2 3 2 2 

CO3 3 3 3 – – – 3 1 2 2 2 2 3 2 2 

CO4 2 3 3 – – – 3 2 2 2 2 2 2 2 2 

CO5 2 3 3 – – 1 3 1 2 2 2 3 3 3 3 

CO6 2 3 3 2 2 1 3 2 2 3 3 3 3 3 3 

Avg 2.5

0 
2.7

0 
2.5

0 
1.3

0 
2.0

0 
1.0

0 
2.7

0 
1.4

0 
1.8

0 
2.20 2.20 2.20 2.83 2.16 2.33 

Note: Row averages are computed over non-zero entries only.  

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 

Education 3 
Builds advanced analytical competencies in financial data analysis and quantitative 
modeling. Develops critical thinking, data literacy, and research skills essential for 

higher education and careers in finance and data science. 

SDG 8: Decent Work 

& Economic Growth 3 
Equips students with industry-relevant skills in financial modeling, portfolio 

optimization, and risk management. Directly prepares graduates for careers in 
banking, investment management, insurance, and FinTech. 

SDG 9: Industry, 

Innovation & 

Infrastructure 
3 

Enables students to build innovative quantitative financial models and deploy 
analytical tools (R, Python, QuantLib). Fosters development of robust financial 

infrastructure and data-driven decision-making systems. 

SDG 10: Reduced 

Inequalities 2 

Promotes financial literacy and evidence-based understanding of credit risk, asset 
pricing, and market behaviour that can inform inclusive economic policies and support 

equitable access to financial services. 

SDG 17: Partnerships 

for the Goals 
1 

Encourages use of open financial data, collaborative analytical tools, and international 
research literature, supporting global knowledge-sharing in financial analytics. 



 

 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA Semester: VI 

2. Course Details 

S. No Attribute Details 

1.  Course Title Cost Accounting (CA) 

2.  Course Code NBBFM501 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory (Program Specialization Course) 

6.  Course Objective 

The course is designed to acquaint students with the basic concepts and principles of cost 
accounting along with the various methods involved in cost ascertainment. It aims to provide 
knowledge regarding the use of costing data for planning, control, and managerial decision-
making. The course also develops students’ ability to apply and analyze cost concepts while 
working with cost data in different business situations. Further, it enables students to 
understand the methods and techniques used for allocating overhead costs to products and 
services. In addition, the course helps learners gain an understanding of the principles and 
procedures of process costing used in continuous production processes. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

 
CO1: Recall and describe the basic concepts, principles, and importance of cost and cost 
accounting systems in organizations. 

CO2: Explain the accounting treatment and procedures related to materials, labor, and 
inventory management in cost accounting. 

CO3: Apply practical knowledge for the preparation of cost sheets, computation of wages, 
bonus schemes, and overhead allocation in business situations. 

CO4: Analyze and classify various inventory control techniques and methods of pricing 
material issues used in cost accounting. 

CO5: Evaluate the application of different cost accounting techniques for planning, control, 



 

 

and rational managerial decision-making. 

CO6: Design and prepare cost accounting reports and solutions by integrating material, labor, 
overhead, and inventory costing techniques for effective organizational decision-making. 

8.  
Course 

Description 

This course provides key data to managers for planning and controlling, as well as data on 
costing products, services, and Labor. In developing economy like ours, the importance of cost 
accounting has been acknowledged by all when optimum utilization of resources is the need of 
the day. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Cost Accounting (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to introduce students to the basic concepts, objectives, and importance of cost accounting. It helps 
learners understand the difference between cost and financial accounting, classification of costs, and the concept 
of unit or output costing. The unit also develops practical knowledge for the preparation of cost sheets and 
determination of production cost. 

A Meaning, objectives and importance of Cost Accounting, 

CO1, CO3, 

CO4 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving, Cost Sheet 

Preparation Practice, 

Spreadsheet/Excel for Cost 

Computation 

B 
Differentiation between Cost and Financial Accounting, ways of 
classifying costs, 

C 

Unit or Output Costing, Cost Sheet: Unit or Output Costing, Cost 
Sheet Preparation 

Unit 2: Material Costing (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to develop students’ understanding of material costing and inventory control techniques used in 
cost accounting. It provides knowledge of the meaning, objectives, and essential requirements of inventory 
control along with material classification methods. The unit also helps learners understand techniques such as 
ABC analysis, VED analysis, inventory levels, and Economic Order Quantity (EOQ). Further, students will gain 
practical knowledge of pricing material issues using FIFO, LIFO, and Simple Average methods. 

A 
Meaning, objectives and essential requirements of inventory 
control, material classification 

CO2, CO3, 

CO4, CO5 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving on EOQ and 

Inventory Levels, 

Excel/Spreadsheet for 

Inventory Calculations, 

Practical Exercises on 

FIFO, LIFO, and Average 

Methods, Case Studies on 

Inventory Control 

Techniques 

B 

Techniques of Inventory Control: ABC Technique, VED analysis 
and Inventory levels (minimum, maximum and reorder levels) and 
Economic Order Quantity (EOQ) 

C 

Pricing Material Issues: FIFO, LIFO and Simple Average method 

Unit 3: Labour Costing (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of labour costing concepts and the importance of labour 
cost control in organizations. It develops knowledge regarding labour classification, labour turnover, time 
keeping, and time booking systems. The unit also helps learners understand various methods of wage payment, 
including time rate and piece rate systems, along with incentive schemes such as the Halsey and Rowan plans. 

A Meaning and Classification of Labour Cost, Labour Turnover: CO2, CO3, Chalk & Board Method, 



 

 

Meaning and Causes CO5, PowerPoint Presentations, 

Numerical Problem 

Solving on Wage and 

Incentive Plans, 

Excel/Spreadsheet for 

Wage Calculations, 

Practical Exercises on 

Time Rate and Piece Rate 

System,, Case Studies on 

Labour Cost Control and 

Labour Turnover 

B 
Time Keeping and Time Booking  
Methods of Wage Payment: Time Rate and Piece Rate System 

C 

Incentive Plans: Halsey Plan and Rowan Plan 

Unit 4: Overheads Costing (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to develop students’ understanding of overhead costing and its importance in cost accounting. It 
provides knowledge about the meaning and classification of overheads and explains the concepts of allocation, 
apportionment, and absorption of overhead costs. The unit also helps learners gain practical understanding in the 
preparation of simple overhead distribution statements for effective cost determination. 

A Meaning and Classification of Overheads 

CO3, CO5, 

CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving on Overhead 

Allocation and Absorption, 

Excel/Spreadsheet for 

Overhead Distribution 

Statement, Practical 

Exercises on Allocation 

and Apportionment of 

Overheads, Case Studies 

on Cost Control and 

Overhead Management 

B Allocation, Apportionment and Absorption of Overheads 

C Preparation of Simple Overhead Distribution Statement 

Unit 5: Marginal Costing and Decision Making (9-0-0-9 = 18 hrs) 

Objective 

This unit aims to provide students with an understanding of marginal costing and its role in managerial decision-
making. It develops knowledge of concepts such as contribution, P/V ratio, break-even analysis, break-even 
point, and margin of safety. The unit also helps learners apply marginal costing techniques to solve simple 
decision-making problems for effective business planning and control. 

A Meaning and Importance of Marginal Costing 

CO3,  CO5, 

CO6 

Chalk & Board Method, 

PowerPoint Presentations, 

Numerical Problem 

Solving on Break Even 

Analysis and P/V Ratio, 

Practical Exercises on 

Contribution and Margin 

of Safety,, Case Studies on 

Managerial Decision 

Making 

B Contribution, P/V Ratio and Break-Even Analysis 

C 
Break-Even Point and Margin of Safety  
Simple Decision-Making Problems using Marginal Costing 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, numerical problem solving, seminars, case studies, presentations, 
quizzes, industrial visits, and other student activities related to cost accounting.) 
SL: Self-learning through online educational resources, MOOCs, accounting software practice, case analysis, 
spoken tutorials, and independent study of costing techniques. 



 

 

Example 
Self-learning beyond the classroom through preparation of cost sheets and inventory reports, solving 
practical costing problems in teams, case study analysis, learning from online accounting content, and 
industry visits for understanding cost control practices. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) 
Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: Ravi M. Kishore – Cost and Management Accounting (Taxmann) 
P.C.Tulsian - Cost Management (Tata Mc Graw Hill) 
Charles T. Horngren, Srikant M. Datar, George Foster, Madhav V. Rajan, Christopher Ittner - Cost 
Accounting- A Managerial Emphasis (Pearson) 
M. Y. Khan & P. K. Jain - Management Accounting (Tata McGraw Hill) 
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 1 1 1 – 1 1 – – 1 1 3 2 1 

CO2 3 2 1 1 – 1 2 – – 2 1 3 3 1 

CO3 3 3 3 2 1 1 2 1 – 2 1 3 3 2 

CO4 2 3 2 1 – 1 2 1 – 3 1 2 3 2 

CO5 3 3 3 2 1 2 2 1 1 3 2 3 3 2 

CO6 3 3 3 3 2 1 3 1 1 3 2 3 3 3 

Avg 2.83 2.50 2.17 1.67 1.33 1.17 2.00 1.00 1.00 2.33 1.33 2.83 2.83 1.83 

Note: Row averages are computed over non-zero entries only. PO8 and PO09 are intentionally kept low to avoid artificial 

inflation. 

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 3 

Provides theoretical and practical knowledge of cost accounting, inventory 
management, labor costing, and overhead analysis. Develops analytical, quantitative, 
and managerial decision-making skills essential for business education. 

SDG 8: Decent Work & 
Economic Growth 

3 
Enhances employability and professional competencies in accounting, finance, 
auditing, and cost management. Supports productivity, profitability, and sustainable 
economic growth through effective cost control and financial planning techniques. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Encourages cost reduction, waste minimization, inventory control, and optimum 
utilization of resources. Supports sustainable production practices and responsible 
financial management in organizations. 

SDG 12: Responsible 
Consumption & 

Production 
3 

Promotes efficient and optimized coding practices. Encourages resource-conscious 
programming through memory management and algorithm efficiency. 

SDG 16: Peace, Justice 

& Strong Institutions 
2 

Promotes transparency, accountability, ethical costing practices, and proper financial 
reporting systems, contributing to good governance and responsible organizational 
management. 

SDG 17: Partnerships 
for the Goals 

1 
Develops understanding of coordinated financial and managerial practices that support 
collaboration among departments, organizations, and stakeholders for effective 



 

 

business operations and decision-making. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA Semester: VI 

2. Course Details 

S. No Attribute Details 

1.  Course Title Banking And Insurance 

2.  Course Code NBBFM603 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

6.  Course Objective 

To develop students’ understanding of key Indian business laws and enable them to interpret, 
apply, and analyze legal provisions relating to contracts, sale of goods, negotiable instruments, 
and partnership firms for effective legal compliance, dispute resolution, and informed business 
decision-making. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall and explain the evolution, structure and regulatory foundations of the Indian 
banking system. 

CO2: Explain and apply knowledge of banking products, services and technology-enabled 
banking to meet customer and financial inclusion needs. 

CO3: Develop understanding of insurance principles, industry structure, regulatory 
framework, reforms, microinsurance and crop insurance schemes. 

CO4: Analyse life and general insurance products, distribution channels, claims settlement and 
insurance-related risk management practices. 

CO5: Evaluate regulatory requirements and compliance standards governing Indian banking, 
insurance and financial services. 

CO6: Design customer-centric, compliant and inclusive banking-insurance solutions by 
integrating products, risk management principles and regulatory guidelines. 

8.  
Course 

Description 

This course provides an in-depth understanding of the Indian banking and insurance sectors. It 
covers banking structure, RBI regulation, banking products, digital banking, insurance 
industry, insurance products, claims procedures, regulatory bodies, financial inclusion 
initiatives and emerging trends. The course develops practical awareness of banking-insurance 



 

 

operations, compliance requirements and risk management in financial services. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Overview of Indian Banking Sector (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the evolution, structure and regulatory foundation of the Indian banking system, 
including the role of RBI, banking reforms, financial inclusion and recent developments in digital banking. 

A 

Evolution and structure of Indian banking system: public sector 
banks, private sector banks, foreign banks and cooperative 
banks. 

CO1, CO2, 

CO3 

RBI website, banking reports, 

IBA resources, financial 

newspapers, smartboard, 

PPTs, case studies, e-

resources and group 

discussions 

B 

Role of Reserve Bank of India (RBI) in banking regulation and 
supervision; banking reforms and initiatives: nationalization, 
liberalization and financial inclusion. 

C 
Recent trends in Indian banking: digital banking, payments 
banks and small finance banks. 

Unit 2: Banking Products and Services in India (6-0-12-6 = 24 hrs) 

Objective 
To explain major banking products and services and enable students to understand deposit products, retail 
lending, corporate banking and technology-enabled banking services in the Indian context. 

A 

Deposit products: savings accounts, current accounts, fixed 
deposits and recurring deposits; retail lending: personal loans, 
home loans and vehicle loans. 

CO3, CO4 

RBI resources, bank websites, 

product brochures, 

smartboard, PPTs, caselets, 

banking forms, digital banking 

demos and online resources 

B 
Corporate banking services: working capital finance, trade 
finance and project finance 

C 
Technology adoption in Indian banks: Core Banking Solutions 
(CBS), mobile banking and internet banking.. 

Unit 3: Indian Insurance Industry Overview (8-0-16-6 = 30 hrs) 

Objective 
To develop understanding of the Indian insurance industry, its evolution, major types of insurance companies, 
regulatory framework, reforms, microinsurance and crop insurance schemes 

A 

Evolution of insurance industry in India: from tariff era to 
liberalization; types of insurance companies: Life Insurance 
Corporation of India (LIC) and general insurance companies. 

CO3, CO4, 

CO5 

IRDAI website, insurance 

policy documents, annual 

reports, smartboard, PPTs, 

case studies, claim examples 

and online insurance portals 
B 

Regulatory framework: Insurance Regulatory and Development 
Authority of India (IRDAI); recent developments and reforms 
in Indian insurance sector. 

C Microinsurance and crop insurance schemes in India.. 
Unit 4: Insurance Products and Services in India (6-0-12-6 = 24 hrs) 

Objective 
To analyze life and general insurance products, distribution channels, claims settlement process and grievance 
redressal mechanisms used in the Indian insurance sector. 

A 
Life insurance products: term insurance, endowment plans and 
Unit Linked Insurance Plans (ULIPs). 

CO3, CO4, 

CO5 

IRDAI resources, sample 

insurance policies, claim 

forms, insurer websites, 

smartboard, PPTs, case 

studies and group discussion 

B 
General insurance products: health insurance, motor insurance, 
property insurance and travel insurance. 

C 

Distribution channels: agents, brokers, bancassurance and 
online platforms; claims settlement process and grievance 
redressal mechanisms in Indian insurance. 

Unit 5: Regulatory Environment and Compliance in Indian Financial Sector (6-0-10-6 = 22 hrs) 

Objective 
To evaluate the regulatory environment of banking and insurance sectors and develop awareness of compliance 
requirements, inclusion initiatives, emerging challenges and future outlook. 



 

 

A 
Regulatory framework for banks and insurance companies: role 
of RBI, IRDAI, SEBI and Ministry of Finance. 

CO2, CO3, 

CO4, CO5, 

CO6 

RBI, IRDAI and SEBI 

websites, Ministry of Finance 

updates, policy documents, 

smartboard, PPTs, case 

analysis and financial 

newspapers 

B 
Financial inclusion initiatives: Jan Dhan Yojana, Pradhan 
Mantri Suraksha Bima Yojana and Atal Pension Yojana. 

C 

Emerging regulatory challenges and future outlook: digital 
banking risks, cyber security, fraud prevention, consumer 
protection, data privacy, FinTech, InsurTech and future trends 
in Indian banking and insurance sectors. 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Team work will include assignments, seminars, presentations on banking and insurance products, case 
studies, financial inclusion projects, digital banking demonstrations, claim-settlement analysis, regulatory 
update reviews and group discussions related to banking and insurance practices. 
SL: Self-learning may include reading RBI, IRDAI and SEBI resources, studying banking product brochures, 
reviewing insurance policy documents, exploring financial inclusion schemes, analyzing current financial-
services news and learning from credible online resources.. 
Example 
Self-Learning beyond Classroom, Developing a mini project in a team, Self-Learning from online content, 
Case Study Analysis, Regulatory Research, Industry Interaction/Visit, Product Comparison Exercises. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Banking Awareness by Arihant Experts. 2. Insurance Awareness by R. Gupta. 3. Pathak, 
Bharati V. and Shah, Seema - Indian Financial System. 4. Panda, Prasant Kumar and Banerjee, B. S. - 
Banking and Insurance Services. 
Important Web Links: Reserve Bank of India: https://www.rbi.org.in/ , Insurance Regulatory and 
Development Authority of India: https://irdai.gov.in/    , Securities and Exchange Board of India: 
https://www.sebi.gov.in/  , Ministry of Finance: https://finmin.gov.in/  , Indian Banks’ Association: 
https://www.iba.org.in/  

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 
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O

1 

PO

2 
PO

3 
PO

4 
PO

5 
PO

6 
PO

7 
PO

8 
PO

9 
PO 

10 
PO 

11 
PS

O1 
PS

O2 
PS

O3 

CO1 3 1 1 1 0 2 1 1 1 1 2 3 1 2 

CO2 3 2 2 2 1 2 3 2 1 1 3 3 2 3 

CO3 3 2 1 1 0 2 1 1 1 1 2 3 1 2 

CO4 3 3 2 2 1 2 1 1 1 2 3 3 2 3 

CO5 3 3 2 2 1 3 2 1 2 2 3 3 2 3 

CO6 3 3 3 3 2 3 3 2 2 2 3 3 3 3 

Avg 3 2.3 1.8 1.8 0.8 2.3 1.8 1.3 1.3 1.5 2.6 3 1.8 2.6 

Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Develops conceptual and practical understanding of banking, insurance, regulation, 
financial services, risk management and informed financial decision-making. 

SDG 8: Decent Work & 
Economic Growth 

3 
Enhances employability-oriented knowledge of banking, insurance, financial 
inclusion, compliance and customer-centric financial services. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Supports understanding of digital banking, core banking solutions, mobile banking, 
insurance technology and innovation in financial infrastructure. 

SDG 10: Reduced 
Inequalities 

2 
Strengthens understanding of partnership structures, agency relationships, 
commercial cooperation, and legal frameworks that support effective business 
collaborations and stakeholder relationships. 

 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Evolution of Indian banking system UNIT-1 4 

DD/MM/YY 
Structure of Indian banking system: public sector, private sector, foreign and 
cooperative banks 

  

DD/MM/YY Role of RBI as regulator and supervisor   

DD/MM/YY Banking reforms, financial inclusion and recent banking trends   

DD/MM/YY 
Deposit products: savings accounts, current accounts, fixed deposits and 
recurring deposits UNIT-2 6 

DD/MM/YY Retail lending: personal loans, home loans and vehicle loans   

DD/MM/YY Corporate banking services: working capital finance   

DD/MM/YY Trade finance and project finance   

DD/MM/YY 
Technology adoption: Core Banking Solutions (CBS), mobile banking and 
internet banking 

  

DD/MM/YY Customer-centric banking services and financial inclusion applications   

DD/MM/YY Evolution of insurance industry in India: tariff era to liberalization UNIT-3 8 

DD/MM/YY Life Insurance Corporation of India and life insurance companies   

DD/MM/YY General insurance companies and their role   

DD/MM/YY IRDAI: regulatory role and powers   

DD/MM/YY Recent developments and reforms in Indian insurance sector   

DD/MM/YY Insurance principles and risk-transfer mechanism   

DD/MM/YY Microinsurance in India   

DD/MM/YY Crop insurance schemes in India   

DD/MM/YY Life insurance products: term insurance, endowment plans and ULIPs UNIT-4 6 

DD/MM/YY General insurance products: health insurance and motor insurance   

DD/MM/YY Property insurance and travel insurance   

DD/MM/YY Distribution channels: agents, brokers, bancassurance and online platforms   

DD/MM/YY Claims settlement process in insurance   

DD/MM/YY Grievance redressal mechanisms and customer protection in insurance   

DD/MM/YY Regulatory framework: RBI, IRDAI, SEBI and Ministry of Finance UNIT-5 6 

DD/MM/YY Basel III norms and banking compliance requirements   

DD/MM/YY Insurance Laws Amendment Act and insurance compliance   



 

 

DD/MM/YY SEBI regulations and financial-services compliance   

DD/MM/YY Financial inclusion initiatives: Jan Dhan Yojana, Pradhan Mantri Suraksha Bima Yojana and Atal Pension 
Yojana   

DD/MM/YY Emerging regulatory challenges and future outlook for banking and insurance sectors   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

1. Course Identification 
School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2027–28 
Branch:  Semester: V 

2. Course Details 
S. No Attribute Details 

1. Course Title AI and Family Business Governance 
2. Course Code -------- 
3. Credits 4 

4. 

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

4.1 
Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) 
L: 60 hrs | T: 00 hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs | Credits: 4 

5. Course Type Theory 

6. Course Objective 

The objective of this course is to develop students’ understanding of family business 
governance and the non-technical integration of Artificial Intelligence for better 

succession planning, transparency, decision-making, conflict resolution, compliance, 
customer and operational efficiency, and sustainable growth of family enterprises. 

7. 
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 
CO1: Explain family business governance concepts and basic AI terminology. 

CO2: Analyze governance issues, succession challenges and stakeholder relationships 
in family firms. 

CO3: Apply AI tools conceptually in family business operations and governance 
processes. 

CO4: Evaluate ethical, legal and risk implications of AI use in family business 
decisions. 

CO5: Develop AI-supported governance, succession and conflict-resolution 
frameworks. 

CO6: Design an AI-integrated governance plan for a selected family business. 

8. 
Course 

Description 

This course introduces BBA students to family business governance and the practical, 
non-technical use of AI in improving governance quality. It covers family councils, 

boards, constitutions, succession planning, conflict resolution, AI-enabled operations, 
CRM, forecasting, compliance, ethical AI use, and the design of an AI-integrated 

governance plan for family enterprises. 
3. Course Outline: 

Units Outline Syllabus CO Mapping Tools Used 

Unit 1: 
Introduction to Family Business Governance 

(8-0-0-4 = 12 hrs) 

Objective 
To introduce students to the meaning, characteristics, significance, governance 
structures and challenges of family businesses in Indian and global contexts. 

A 
Meaning, characteristics 

and significance of family 
businesses 

CO1, CO2 

Three-circle model; family 
governance canvas; family 

constitution review; 
board/family council 

structure map; Tata Group 
and Murugappa Group case 

analysis 

B 

Governance issues in 
family firms: agency 

theory and stewardship 
theory 



 

 

C 

Family business 
governance structures: 

boards, family councils and 
constitutions; governance 
challenges in Indian and 
global family businesses;  

Unit 2: 
Fundamentals of Artificial Intelligence 

(8-0-0-4 = 12 hrs) 

Objective 
To build non-technical understanding of AI concepts, tools, opportunities, limitations, 

and ethical/legal implications relevant to business and governance. 

A 
AI: meaning, history and 

evolution 

CO1, CO3, CO4 

AI concept map; AI tool 
comparison grid; 

responsible AI checklist; 
no-code AI exploration 
worksheet; ethical/legal 

issue discussion 

B 

AI concepts: machine 
learning, deep learning, 

neural networks and NLP 
basics 

C 

AI tools and platforms 
overview: IBM Watson, 

Google AI, Microsoft 
Azure AI; ethical and legal 

implications of AI in 
business 

Unit 3: 
AI Applications in Family Business Operations 

(8-0-0-4 = 12 hrs) 

Objective 
To enable students to understand practical, non-technical applications of AI in 

operations, customer relationships, financial decisions and service automation in family 
businesses. 

A 
AI in supply chain and 
inventory management 

CO3, CO4 

AI use-case worksheet; 
CRM personalization map; 

supply chain decision 
dashboard mock-up; 

chatbot conversation flow; 
family business sector 

application matrix 

B 
AI-driven customer 

relationship management 
and personalization 

C 

AI in financial planning, 
forecasting and investment 

decisions; chatbots and 
virtual assistants for 

customer service 
automation; AI use in 
family-owned retail, 

manufacturing and services 
sectors 

Unit 4: 
Governance, Succession and Strategic Leadership 

(8-0-0-4 = 12 hrs) 

Objective 
To develop understanding of succession planning, intergenerational leadership, wealth 
preservation, conflict management and AI-supported strategic governance decisions. 

A 

Succession planning 
frameworks and next-
generation leadership 

development 
CO2, CO4, CO5 

Succession planning 
template; stakeholder map; 

conflict-resolution role 
play; AI-supported 

decision matrix; resilience B Role of governance in 



 

 

intergenerational wealth 
preservation 

and sustainability 
governance checklist 

C 

Conflict management and 
resolution strategies; 

integrating AI insights into 
strategic decision-making 
and governance; family 
business resilience and 

sustainability through AI 
adaptation 

Unit 5: 
Designing AI-Enabled Governance Strategies 

(8-0-0-4 = 12 hrs) 

Objective 
To develop the ability to design a practical AI-enabled governance strategy for a 

selected family business, considering readiness, risks, culture and implementation 
challenges. 

A 
Framework for AI 

implementation in family 
enterprises 

CO5, CO6 

AI governance model 
template; AI literacy plan; 

adoption-readiness 
checklist; implementation 

roadmap; capstone 
governance plan rubric 

B 
Building AI literacy among 

family business leaders 

C 

Challenges in AI adoption 
for family firms: financial, 
cultural and generational; 
developing an AI-enabled 

family business governance 
model; project: designing 

an AI-integrated 
governance plan for a 

selected family business 
4. Course Evaluation & References 

Mode of 

Examination 
CA 

Mid Term 

Assessment 

(MTA) 

End Term 

Examination 

(ETE) 
Total 

Weightage 

Distribution 
35% 15% 50% 100% 

References 

Textbook/s: Poza, E. J. (2017). Family business. Cengage Learning. 
Carlock, R. S., & Ward, J. L. (2010). When family businesses are best. Palgrave 

Macmillan. 
Davenport, T. H. (2018). The AI advantage. MIT Press. 

Reference Books: Aronoff, C. E., McClure, S. L., & Ward, J. L. (2011). Family 
business governance. Palgrave Macmillan. 

Schwab, K. (2017). The fourth industrial revolution. Crown Business. 
 

 

 

5. CO–PO and CO–PSO Mapping Matrix 

CO 

/ 

PO 

P

O

1 

PO

2 
PO

3 
PO4 PO5 PO6 PO7 PO8 PO9 

PO1

0 
PO11 PSO1 PSO2 

PSO

3 
PS

O4 



 

 

Strength Scale: 3 = Substantial (High) | 2 = Moderate (Medium) | 1 = Slight (Low) | – = Not Applicable 
6. Course-to-SDG Matrix 

SDG Goal & Description Mapping Justification 

SDG 4: Quality Education 3 
Develops AI literacy, governance 

capability, ethical decision-making 
and professional readiness. 

SDG 8: Decent Work and Economic 
Growth 

3 

Supports sustainable family 
enterprise growth, 

professionalization, employment 
continuity and responsible business 

practices. 

SDG 9: Industry, Innovation and 
Infrastructure 

3 

Promotes AI-enabled innovation, 
digital governance systems and 
structured decision-support in 

enterprises. 

SDG 16: Peace, Justice and Strong 
Institutions 

2 

Strengthens transparent governance, 
conflict resolution, ethical AI use and 

accountable family business 
institutions. 

7. Lecture Plan Outline 
Date Topics to be Covered Unit Total Lectures 

DD/MM/YY 
Family business: concept 

and characteristics 
UNIT–1 12 
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2 
2 3 2 2 2 1 – 1 1 1 2 2 2 2 3 
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3 
2 2 3 2 1 1 3 2 1 2 2 2 2 3 3 
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4 
2 3 3 2 1 3 2 1 1 2 2 2 2 2 3 

CO

5 
2 3 3 3 3 2 2 2 1 2 3 2 3 3 3 

CO

6 
2 3 3 2 3 3 3 3 2 3 3 2 3 3 3 

Avg 
2.

17 
2.6

7 
2.8

0 
2.00 2.00 1.83 2.20 1.67 1.17 1.83 2.17 2.17 2.17 2.33 

2.6
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DD/MM/YY 
Three-circle model: family, 

ownership and business 
  

DD/MM/YY 
Family business 
governance and 

stewardship 
  

DD/MM/YY 
Board, family council and 

family constitution 
  

DD/MM/YY 
Professionalization of 

family business 
  

DD/MM/YY 
AI: meaning and business 

applications 
  

DD/MM/YY 
AI opportunities and 

limitations in governance 
  

DD/MM/YY 
Ownership and 

management challenges 
  

DD/MM/YY 
Governance documentation 

activity 
  

DD/MM/YY AI use-case mapping   
DD/MM/YY Case discussion   
DD/MM/YY Unit revision   

DD/MM/YY 
Succession planning: 

meaning and importance 
UNIT–2 12 

DD/MM/YY 
Leadership transition in 

family businesses 
  

DD/MM/YY Next-generation readiness   
DD/MM/YY Continuity planning   
DD/MM/YY Conflict in family business   

DD/MM/YY 
Sources and stages of 

conflict 
  

DD/MM/YY 
Negotiation and mediation 

in family firms 
  

DD/MM/YY Stakeholder governance   

DD/MM/YY 
Role of non-family 

professionals 
  

DD/MM/YY Family council simulation   
DD/MM/YY Succession plan activity   
DD/MM/YY Unit revision   
DD/MM/YY AI for decision support UNIT–3 12 

DD/MM/YY 
AI for board agenda 

preparation 
  

DD/MM/YY AI for policy drafting   

DD/MM/YY 
Business intelligence and 

dashboards 
  

DD/MM/YY 
Performance monitoring in 

family firms 
  

DD/MM/YY 
Risk alerts and governance 

review 
  

DD/MM/YY AI-enabled communication   
DD/MM/YY Knowledge management   



 

 

DD/MM/YY Digital record keeping   
DD/MM/YY Meeting documentation   
DD/MM/YY Decision matrix activity   
DD/MM/YY Unit revision   

DD/MM/YY 
AI ethics and responsible 

AI 
UNIT–4 12 

DD/MM/YY 
Bias and transparency in 

AI systems 
  

DD/MM/YY Privacy and data protection   

DD/MM/YY 
Accountability in AI-

enabled decisions 
  

DD/MM/YY 
Legal issues in family 
business governance 

  

DD/MM/YY 
Compliance and ownership 

records 
  

DD/MM/YY 
Cyber risk and reputation 

risk 
  

DD/MM/YY 
Risk management 

framework 
  

DD/MM/YY Governance controls   
DD/MM/YY Ethics checklist activity   

DD/MM/YY 
Compliance case 

discussion 
  

DD/MM/YY Unit revision   

DD/MM/YY 
Strategic governance for 

growth 
UNIT–5 12 

DD/MM/YY 
Innovation in family 

business 
  

DD/MM/YY 
Diversification and 
professionalization 

  

DD/MM/YY 
ESG in family business 

governance 
  

DD/MM/YY 
Sustainability and social 

responsibility 
  

DD/MM/YY AI adoption roadmap   
DD/MM/YY Governance model design   

DD/MM/YY 
Family business continuity 

plan 
  

DD/MM/YY Capstone governance plan   
DD/MM/YY Student presentations   
DD/MM/YY Course integration   
DD/MM/YY Final discussion   

 
 

 

 

 

 

 



 

 

COURSE PLAN  

1. Course Identification 

School: SHARDA SCHOOL 
OF BUSINESS 
STUDIES 

Batch: 2025-28 

Program: BBA Current Academic Year: 2027-28 

Branch: BBA Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Entrepreneurship in Family Businesses 

2. . Course Code NBBFB 502 

3. . Credits 4 

4. . 

Contact 
(Learning) 
Hours per 
Week) 
(L-T-P-SL)) 
 

4-0-0-4 

 

Teaching & 
Learning 
Scheme (hrs in 
semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 
hrs | T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits:4 

5. . Course Type Theory 

6. . 
Course 
Objective 

To develop students' understanding of entrepreneurship in family businesses by focusing 
on strategic vision, opportunity identification, succession planning, funding options, 
governance, innovation, and real-life family business practices. The course enables 
students to apply entrepreneurial thinking and managerial decision-making to sustain and 
grow family enterprises. 

7. . 
Course 
Outcomes 
(COs) 

After successful completion of this course, the students will be able to: 
CO1: Recall key concepts of entrepreneurship and family business. 
CO2: Explain opportunity identification and market position in family businesses. 
CO3: Develop a business strategy, plan, and model for a family enterprise. 
CO4: Analyze succession planning and governance issues in family businesses. 
CO5: Evaluate funding options and strategies for social and family ventures. 
CO6: Design practical solutions for real-life family business situations. 

 

 

 

 

 



 

 

 

8. . 
Course 
Description 

This course introduces students to the distinctive nature of entrepreneurship in family 
businesses. It covers small business forms, startup idea generation, succession planning, 
governance, wealth management, funding for social ventures, scaling strategies, and 
analysis of successful and unsuccessful family businesses. The course emphasizes 
application of theoretical concepts to practical entrepreneurial and family business 
situations. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: 
 

Objective  

A 
Entrepreneurship and small business; role and importance of small 
business 

CO1, CO2, 
CO3  

B 
Forms of organization for small business; nature and importance of 
family business 

C 
Uniqueness of family business; family relationship with business; 
strategic vision and teamwork 

Unit 2: 
 

Objective  

A 
Types of startup ideas; using innovative thinking to generate 
business ideas 

CO1, CO2 
 B Internal and external analysis to identify business ideas 

C Setting up an SSI; formalities of launching a new venture 
Unit 3: 

 
Objective  
A Managing succession: the leadership challenge 

CO2, CO3, 
CO4  

B 
Models of succession in family business; market research for new 
venture 

C 
Wealth management, family offices, philanthropy and responsible 
leadership 

Unit 4: 
 

Objective  
A Means of funding social ventures 

CO4, CO5 
 

B Strategies for scaling social ventures 
C Social Impact Theory 
Unit 5: 

 
Objective  
A Overview of successful business ventures at global level 

CO4, CO5, 
CO6  

B Overview of unsuccessful business ventures at global level 
C Application of theoretical concepts to current business ventures 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities 
etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum 



 

 

(SL: 30 hrs) structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 
Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook/s: Arora, R. and Sood, S.K. Fundamentals of Entrepreneurship and Small Business Management. 
Ludhiana: Kalyani Publishers 
Desai, V. Small-Scale Industries and Entrepreneurship. Mumbai: Himalaya Publishing House 
Jain, R. Governance of Family Firms. New Delhi: Macmillan India Ltd. 
Reference Book: Ramachandaran, K. Managing a New Business Successfully. New Delhi: Global Business 
Press. 
Prasanna Chandra, Corporate Finance. Tata McGraw Hill. 
Web Links: SWAYAM course and eGyanKosh resources as suggested in the original syllabus. 

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 

CO / 

PO             

 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PO12 

CO1 3 2 1 1 1 1 - 2 - - 1 2 

CO2 2 3 2 1 1 - 1 3 1 2 1 2 

CO3 3 3 3 2 2 1 1 3 1 2 2 3 

CO4 2 3 3 2 2 2 - 2 1 2 2 3 

CO5 2 3 2 1 1 2 1 3 1 3 2 3 

CO6 3 3 3 2 2 2 1 3 2 3 3 3 

Avg 2.50 2.83 2.33 1.50 1.50 1.60 1.00 2.67 1.20 2.40 1.83 2.67 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Develops entrepreneurial knowledge, business planning skills, analytical thinking and 
career readiness. 

SDG 8: Decent Work & 
Economic Growth 

3 
Promotes entrepreneurship, family business sustainability, venture creation, and 
economic growth. 

SDG 9: Industry, 
Innovation & 
Infrastructure 

2 
Encourages innovation, startup development, business models, and scalable venture 
strategies. 

SDG 12: Responsible 
Consumption & 
Production 

2 
Builds awareness of sustainable enterprise, responsible leadership, and long-term 
family business continuity. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Entrepreneurship and small business; role and importance of small business UNIT-1 8 

DD/MM/YY Forms of organization for small business   

DD/MM/YY Nature and importance of family business   

DD/MM/YY Uniqueness of family business   

DD/MM/YY Family relationship with business, strategic vision and teamwork   

DD/MM/YY Types of startup ideas UNIT-2 8 

DD/MM/YY Innovative thinking to generate business ideas   

DD/MM/YY Internal analysis for identifying business ideas   

DD/MM/YY External analysis for identifying business ideas   

DD/MM/YY Setting up an SSI and launching a new venture   

DD/MM/YY Managing succession: leadership challenge UNIT-3 8 

DD/MM/YY Models of succession in family business   

DD/MM/YY Market research for new ventures   

DD/MM/YY Wealth management, family offices and philanthropy   

DD/MM/YY Responsible leadership in family businesses   

DD/MM/YY Means of funding social ventures UNIT-4 8 

DD/MM/YY Funding options and comparison   

DD/MM/YY Strategies for scaling social ventures   

DD/MM/YY Social Impact Theory   

DD/MM/YY Case discussion on social ventures   

DD/MM/YY Successful business ventures at global level UNIT-5 8 

DD/MM/YY Unsuccessful business ventures at global level   

DD/MM/YY Current business venture analysis   

DD/MM/YY Application of theoretical concepts to practical situations   

DD/MM/YY Course integration and presentation activity   

DD/MM/YY 
Unions, type def & Enumeration: Introduction, Declaration, Difference, 
Application 

  

 
 
 



 

 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA-IAF Current Academic Year: 2027–28 

Branch: BBA-IAF Semester: V 

2. Course Details 

S. No Attribute Details 

1.  Course Title Wealth Management & Succession Planning 

2.  Course Code NBBIFB503 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory/Practical/Applied Learning/VAC/SEC/ASEC/Jury/etc. 

6.  Course Objective 

To introduce the fundamentals of wealth management and succession planning and develop 
the ability to create client-centric financial plans, evaluate investment options, apply estate 

planning tools, and design retirement and succession strategies for individuals, families, and 
business owners. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 

CO1: Recall remember, and understand the fundamental concepts, principles, terminology, 
ethical considerations, and regulatory environment of wealth management and succession 
planning. 

CO2: Explain and apply the wealth management process, client profiling, financial planning 
components, and investment vehicles for personal financial decision-making. 

CO3: Develop investment, retirement, and wealth-transfer plans by using portfolio 
construction, asset allocation, risk-return analysis, and sustainable withdrawal strategies. 

CO4: Analyze investment, retirement, and wealth-transfer plans by using portfolio 
construction, asset allocation, risk-return analysis, and sustainable withdrawal strategies. 

CO5: Evaluate the effectiveness of wealth management, estate planning, tax-minimization, portfolio 
performance, and succession planning strategies in practical situations. 

CO6: Design, and design comprehensive wealth management and succession plans by integrating 
investment, retirement, estate, tax, and family-business continuity strategies. 

8.  
Course 

Description 
This course covers wealth management and succession planning with emphasis on financial 
planning, client profiling, investment evaluation, retirement planning, estate planning, tax-



 

 

efficient wealth transfer, and succession planning for family businesses and personal estates. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Wealth Management (4-0-10-6 = 20 hrs) 

Objective 
To familiarize students with the concept, objectives, process, ethics, compliance requirements, client needs, and 
regulatory aspects of wealth management. 

A 
Definition and objectives of wealth management; importance of 
wealth management in personal finance 

CO1, CO2, 

CO3 

Caselets, risk profiling forms, 

financial planning templates, 

smartboard, spreadsheets 

B 
Steps in the wealth management process; understanding client 
needs and risk profiling 

C 

Components of financial planning; role of financial advisors. 
Ethical considerations in wealth management; overview of 
regulatory environment and compliance 

Unit 2: Investment Management (6-0-12-6 = 24 hrs) 

Objective 
To explain different investment alternatives and apply portfolio construction, diversification, asset allocation, 
rebalancing, and performance measurement techniques. 

A 
Types of investment vehicles such as stocks, bonds, mutual 
funds and other financial assets; risk and return analysis 

CO3, CO4 

NSE/BSE data, mutual fund 

factsheets, spreadsheets, 

portfolio simulators, 

smartboard, case studies 

B 

Portfolio construction and diversification; Modern Portfolio 
Theory and its application. Strategic vs. tactical asset allocation; 
techniques for rebalancing portfolios  

C 
Tools and techniques for measuring investment performance; 
benchmarking and performance attribution 

Unit 3: Retirement Planning (8-0-16-6 = 30 hrs) 

Objective 
To develop retirement planning skills by estimating expenses, identifying income sources, comparing retirement 
savings vehicles, and designing sustainable withdrawal strategies. 

A 
Estimating retirement expenses and income sources; importance 
of early planning 

CO2, CO3, 

CO4, CO5, 

CO6 

Retirement calculators, 

spreadsheets, case studies, 

smartboard, pension plan 

illustrations 

B 

Overview of retirement savings vehicles; comparison of 
traditional and Roth retirement accounts in conceptual 
perspective 

C 

Understanding social security benefits; role of employer-
sponsored pension plans. Strategies for sustainable withdrawals; 

tax implications of retirement distributions 
Unit 4: Estate Planning (6-0-12-6 = 24 hrs) 

Objective 
To analyze estate planning objectives, tools, tax implications, and business ownership transfer techniques for 
effective preservation and transfer of wealth. 

A 
Objectives and importance of estate planning; key concepts and 

terminology 

CO3, CO4, 

CO5 

Sample estate planning 

documents, case studies, tax 

planning worksheets, family 

business scenarios 

B 
Wills, trusts, powers of attorney, living wills and healthcare 

directives 

C 

Estate and gift tax laws; strategies to minimize tax liabilities. 
Importance of succession planning for business owners; 

techniques for transferring business ownership 
Unit 5: Wealth Transfer and Succession Planning (6-0-10-6 = 22 hrs) 

Objective 
To evaluate wealth-transfer strategies and design succession plans for families, heirs, charitable objectives, client-specific 
goals, and family business continuity. 



 

 

A 
Strategies for transferring wealth to heirs; family dynamics and 
communication 

CO2, CO3, 

CO4, CO5, 

CO6 

Family business cases, 

succession planning templates, 

client profiling tools, 

presentation and peer review 

B 
Types of trusts and their uses in wealth transfer; role of 
charitable foundations in estate planning 

C 

Challenges and solutions in family business succession; 
developing a succession plan. Analysis of real-world wealth 
management and succession planning cases; developing 
personalized wealth management plans for clients 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work includes assignments, seminars, micro projects, case studies, financial planning exercises, 
presentations, and other student activities. 
SL: Self-learning through MOOCs, financial literacy resources, regulator websites, financial calculators, 
investment factsheets, and online educational resources. 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 

Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook: 1. Harold Evensky - Wealth Management: The Financial Advisor's Guide to Investing and 
Managing Client Assets, McGraw-Hill Education. 2. Ram Niwas Lakhotia - Estate Planning, Vision Books. 
3. Prasanna Chandra - Investment Analysis and Portfolio Management, Tata McGraw-Hill Education. 
Indian Institute of Banking & Finance (IIBF) - Personal Financial Planning in India, Taxmann Publications 
Pvt. Ltd. 

Important Web Links: https://www.taxmann.com/ ,  https://www.investopedia.com/  

 

  



 

 

5. CO–PO and CO–PSO Mapping Matrix 
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1.0
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1.6

7 
2.0

0 
1.6
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2.50 2.83 3.00 2.00 2.50 

 
Note: Row averages are computed over non-zero entries only. PO7 (Ethics) receives no mapping — this is correct for a 

programming fundamentals course. PO6 and PO10 are intentionally kept low to avoid artificial inflation. 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Builds applied financial literacy and client-centric planning capabilities through 
structured learning in wealth management, retirement planning, investment evaluation, 
and succession planning. 

SDG 8: Decent Work & 
Economic Growth 

3 
Develops employability-oriented competencies in financial advisory, investment 
management, portfolio analysis, retirement planning, and family business continuity. 

SDG 10: Reduced 
Inequalities 

2 
Encourages inclusive financial planning, long-term security, responsible 
intergenerational transfer of wealth, and awareness of family financial governance. 

SDG 16: Peace, Justice 
and Strong Institutions 2 

Promotes ethical advisory practices, compliance orientation, transparent succession 
planning, documentation, and governance in family/business wealth transfer. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY 
Definition and objectives of wealth management; importance of wealth 
management in personal finance 

UNIT-1 4 

DD/MM/YY 
Steps in the wealth management process; understanding client needs and risk 
profiling 

  

DD/MM/YY Components of financial planning; role of financial advisors   

DD/MM/YY 
Ethical considerations in wealth management; overview of regulatory 
environment and compliance 

  

DD/MM/YY 
Types of investment vehicles: stocks, bonds, mutual funds and other assets; 

risk and return analysis 
UNIT-2 6 

DD/MM/YY Portfolio construction and diversification   

DD/MM/YY Modern Portfolio Theory and its application   

DD/MM/YY Strategic vs. tactical asset allocation   

DD/MM/YY Techniques for rebalancing portfolios   

DD/MM/YY 
Investment performance measurement; benchmarking and performance 

attribution 
  

DD/MM/YY 
Estimating retirement expenses and income sources; importance of early 

planning UNIT-3 8 

DD/MM/YY Overview of retirement savings vehicles   

DD/MM/YY 
Comparison of traditional and Roth retirement accounts in conceptual 

perspective 
  

DD/MM/YY Understanding social security benefits   

DD/MM/YY Role of employer-sponsored pension plans   

DD/MM/YY Strategies for sustainable withdrawals   

DD/MM/YY Tax implications of retirement distributions   

DD/MM/YY Integrated retirement planning case discussion   

DD/MM/YY Objectives and importance of estate planning; key concepts and terminology UNIT-4 6 

DD/MM/YY Wills, trusts, and powers of attorney   

DD/MM/YY Living wills and healthcare directives   

DD/MM/YY Estate and gift tax laws   

DD/MM/YY Strategies to minimize tax liabilities   

DD/MM/YY Succession planning for business owners and transfer of business ownership   



 

 

DD/MM/YY 
Strategies for transferring wealth to heirs; family dynamics and 

communication UNIT-5 6 

DD/MM/YY Types of trusts and their uses in wealth transfer   

DD/MM/YY Role of charitable foundations in estate planning   

DD/MM/YY Challenges and solutions in family business succession   

DD/MM/YY Developing a succession plan   

DD/MM/YY 
Real-world case analysis and personalized wealth management plan 

development 
  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 
 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2028–29 

Branch: BBA Semester: VI 

2. Course Details 

S. No Attribute Details 

1.  Course Title Legal and Ethical Issues in Family Businesses 

2.  Course Code NBBFB601 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory (Program Specialization Course) 

6.  Course Objective 

To provide students with a thorough understanding of the legal frameworks, regulatory 
structures, and ethical dilemmas that are unique to family-owned businesses. The course 
sensitises students to succession planning, governance issues, and conflict resolution within a 
legal and ethical context, equipping them to manage family enterprises responsibly. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 
CO1: Recall and describe the legal structures, regulatory frameworks, and compliance 
requirements governing family-owned businesses. 
CO2: Explain the legal conflicts, ownership disputes, governance challenges, and minority 
shareholder rights specific to family-run enterprises. 
CO3: Apply knowledge of ethical concerns in corporate governance, transparency, CSR, and 
business practices to real-world family business scenarios. 
CO4: Analyze succession and inheritance laws, including Indian and Hindu Succession Acts, 
and assess their implications for family business continuity. 
CO5: Evaluate landmark legal cases and develop legally sound, ethically fair business 
solutions addressing disputes and governance failures in family enterprises. 
CO6: Design a comprehensive family-run business model integrating ethical leadership, 
transparent governance, legal compliance, and conflict-resolution mechanisms. 

8.  
Course 

Description 
This course explores the intersection of law and ethics in the context of family-owned 
businesses in India. It begins with an introduction to the legal structures and regulatory 



 

 

compliance requirements applicable to family enterprises. Governance and ownership topics 
include shareholding rights, family constitutions, board composition, and minority protection. 
The course then examines succession and inheritance laws — including the Indian and Hindu 
Succession Acts, wills, trusts, and the role of arbitration. Ethical dimensions such as CSR, 
leadership transparency, nepotism, and gender inclusion are analysed. The course concludes 
with landmark Indian legal cases, ethical decision-making models, risk audits, and the role of 
ethics committees. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Legal Framework in Family Businesses (12-0-0-12 = 24 hrs) 

Objective 

To introduce students to the nature of family businesses and the legal structures that govern them. Topics 
include: distinguishing types of family business structures; understanding MSME, GST, income tax, and 
labour law compliance; and the procedural requirements of business registration and licensing. 

A 
Nature and Definition of Family Businesses; Business Structures: 

Sole Proprietorship, Partnership Firms, LLPs 

CO1, CO2 

Case studies, 

Whiteboards, MCA portal, 

Legal databases (SCC 

Online, Manupatra) 

B 
Private Limited Companies and their regulatory framework; 

Comparison of structures for family firms 

C 

Regulatory Compliance: MSME Registration, Income Tax 
obligations, GST, Labour Laws; Registration and Licensing 

Essentials 
Unit 2: Governance and Ownership Issues (12-0-0-12 = 24 hrs) 

Objective 

To explore governance challenges and ownership conflicts that arise within family businesses. Topics cover 
shareholding structures, board composition, family councils, conflict of interest, and the legal rights of 
minority shareholders. 

A 
Shareholding and Ownership Rights in family firms; Types of 

shares; Transmission and transfer of shares 

CO2, CO3 

Case studies, Companies 

Act 2013, Whiteboards, 

SEBI guidelines 
B 

Board Composition and Roles; Independent Directors; Role of 
Family Constitution and Family Councils in governance 

C 
Conflict of Interest in family enterprises; Minority Shareholder 
Rights; Oppression and Mismanagement under Companies Act 

Unit 3: Succession and Inheritance Laws (12-0-0-12 = 24 hrs) 

Objective 

To examine the legal provisions governing succession and inheritance in family businesses. Topics include 
succession planning frameworks, Indian and Hindu Succession Acts, instruments such as wills, trusts and 
powers of attorney, and the role of ADR in resolving family disputes. 

A 
Importance of Succession Planning; Indian Succession Act 1925 

— scope, intestate and testamentary succession 

CO3, CO4 

Indian Succession Act, 

Hindu Succession Act, 

Whiteboards, Case 

studies, MCA portal 

B 
Hindu Succession Act 1956 (as amended 2005): Coparcenary 

rights, daughters' rights, devolution of property 

C 

Wills, Trusts, and Power of Attorney in succession planning; 
Role of Arbitration and Mediation in resolving family business 

disputes 
Unit 4: Ethical Issues in Family Businesses (12-0-0-12 = 24 hrs) 

Objective 

To sensitise students to ethical dimensions specific to family enterprises. Topics include corporate social 
responsibility obligations, the ethics of leadership and transparency, the tension between nepotism and 
meritocracy, and gender and inclusion challenges in family firms. 

A 
Corporate Social Responsibility (CSR): Legal mandate under 
Companies Act 2013, CSR policy design; Ethical Leadership 

CO3, CO5 
Companies Act 2013, CSR 

guidelines, Case studies, 



 

 

principles Whiteboards, Ethics 

frameworks 

B 
Transparency and Disclosure norms in family businesses; 

Whistleblower protection; Ethical governance models 

C 

Nepotism vs. Meritocracy: Legal and ethical analysis; Gender 
Issues and Inclusion in Family Firms; Women's property and 

inheritance rights 
Unit 5: Case Studies and Legal Disputes in Family Businesses (12-0-0-12 = 24 hrs) 

Objective 

To apply legal and ethical knowledge to real-world family business disputes and governance failures. Topics 
include landmark Indian cases, ethical decision-making frameworks, legal audit processes, and the institutional 
role of ethics committees and external advisors. 

A 
Landmark Indian Legal Cases: Ambani family (Reliance), Bajaj, 

Murugappa, Mafatlal — legal and ethical analysis 

CO4,  CO5, 

CO6 

SCC Online, Manupatra, 

Case study packets, 

Whiteboards, Guest 

lectures (legal 

practitioners) 

B 
Ethical Decision-Making Models: Utilitarian, Rights-based, 

Justice-based approaches applied to family business dilemmas 

C 

Risk Mitigation and Legal Audits in family enterprises; Role of 
Ethics Committees and External Advisors; Drafting a Family 

Charter / Constitution 

4. Course Evaluation & References 

Team Work and  

Self-Learning (in 

Hours) 

(SL: 60 hrs) 

TW: Term work (includes assignments, seminars, legal case analysis, role-play exercises, family business 
visit reports, moot court / negotiation simulations, and other student activities).  
SL: Self Learning — MOOCs (SWAYAM/NPTEL), spoken tutorials, online legal databases, educational 
resources.  
Example activities: Drafting a sample Family Constitution; Preparing a succession plan case study; 
Analysing a landmark family business dispute using ethical decision-making models. 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbooks: 
1. Poza, E.J. & Daugherty, M.S. (2013). Family Business. South-Western Cengage Learning. 
2. Sharma, Pramodita. (2014). Entrepreneurial Family Firms. Pearson Education. 
3. Kapoor, N.D. (2020). Elements of Mercantile Law. Sultan Chand & Sons. 

Reference Books: 
1. Gersick, K.E., Davis, J.A., Hampton, M.M., & Lansberg, I. (1997). Generation to Generation: Life Cycles 
of the Family Business. Harvard Business Review Press. 
2. Gopalaswamy, R. (2022). Corporate Governance and Business Ethics. PHI Learning. 

3. Maseda, A., Iturralde, T. (2020). Ethics in Family Business: Theoretical and Practical Perspectives. 
Springer. 

5. CO–PO and CO–PSO Mapping Matrix 
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O1 
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O2 
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CO1 3 1 – 1 – 2 1 1 1 – 2 2 3 1 1 

CO2 2 3 2 2 – 2  1 –      1 2 2 2 3 – 

CO3 2 2 2 1 2 3 1 1 1 – 2 2 2 2 1 

CO4 3 3 2 – – 1 2 2 – 2 2 2 3 2 – 

CO5 2 3 3 2 2 3 1 1 – 2 2 3 2 3 – 

CO6 3 3 3 2 3 3 3 3 2 1 3 3 3 3 3 

Avg 2.5

0 
2.5

0 
2.4

0 
1.6

0 
2.3

3 
2.3

3 
1.6

0 
1.5

0 
1.3

3 
1.50 2.17 2.33 2.50 2.33 1.67 

Note: Row averages are computed over non-zero entries only. 

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 

Education 3 
Builds deep understanding of law, governance, and ethics within a business context. 
Develops critical analytical and legal reasoning skills essential for lifelong learning 
and professional practice in family enterprise management. 

SDG 8: Decent Work 

& Economic Growth 3 
Equips students with legal and ethical competencies to manage family businesses 
responsibly, promote fair labour practices, prevent nepotism, and build sustainable 
enterprises that contribute to inclusive economic growth. 

SDG 10: Reduced 

Inequalities 3 
Addresses gender issues, minority shareholder rights, and inclusion in family firms. 
Promotes equitable inheritance rights for daughters under the Hindu Succession Act 
and advocates meritocracy over nepotism. 

SDG 16: Peace, Justice 

& Strong Institutions 3 

Directly engages with legal dispute resolution, arbitration, mediation, and ethical 
governance frameworks. Strengthens students’ ability to build transparent, 
accountable, and legally compliant family institutions. 

SDG 17: Partnerships 

for the Goals 2 

Encourages engagement with external advisors, ethics committees, and legal 
practitioners. Promotes collaborative governance models (family councils, boards) that 
align family business objectives with broader social goals. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA Current Academic Year: 2028–29 

Branch: Family Business Semester: VI 

2. Course Details 

S. No Attribute Details 

9.  Course Title Marketing and Branding of Family Businesses 

10.  Course Code NBBFB602 

11.  Credits 4 

12.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) 
L: 60 hrs | T: 00 hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs | Credits: 4 

13.  Course Type Theory 

14.  Course Objective 

The objective of this course is to introduce students to marketing and branding concepts that 
are uniquely relevant to family-owned businesses. The course focuses on customer trust, 

heritage branding, intergenerational brand continuity, family reputation, ethical marketing, and 
strategies for sustaining brand identity across generations. 

15.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 
CO1: Explain the basics of marketing and branding in the context of family businesses. 
CO2: Analyze marketing strategies that leverage family values, reputation and legacy. 
CO3: Develop branding strategies for intergenerational business continuity. 
CO4: Apply customer relationship and storytelling techniques in family business branding. 
CO5: Evaluate brand positioning, communication and customer loyalty strategies for family 
firms. 
CO6: Design an ethical and value-driven marketing plan aligned with family business identity. 

 

 

 

 

 

 

16.  
Course 

Description 

This course focuses on marketing and branding practices in family-owned businesses. It 
covers family reputation, heritage branding, storytelling, personal branding of family leaders, 
intergenerational brand continuity, digital branding, customer relationship management and 



 

 

strategic marketing planning. Emphasis is placed on maintaining authenticity, trust, ethical 
communication and long-term customer loyalty in family firms. 

3. Course Outline: 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Family business marketing diagnostic; family reputation analysis; customer trust mapping; case discussion 

Objective 
To introduce students to the nature, importance, challenges and opportunities of marketing in family-owned 

businesses. 
A Nature and importance of marketing in family firms 

CO1, CO2 

Family business marketing 
audit; reputation mapping 
worksheet; traditional vs. 

modern marketing 
comparison; case 

discussion 

B 
Unique marketing challenges and opportunities; influence of 

family reputation and values on marketing 

C Traditional vs. modern marketing techniques in family businesses 

Unit 2: Brand positioning canvas; heritage brand audit; storytelling worksheet; family leader brand profile 

Objective 
To develop understanding of brand equity, heritage branding, storytelling, authenticity and positioning strategies 

for family businesses. 
A Understanding brand equity and heritage branding 

CO2, CO3, 

CO4 

Brand positioning map; 
heritage-brand analysis; 

storytelling canvas; family 
leader brand profile 

B 
Role of storytelling and authenticity; personal branding of family 

leaders 
C Brand positioning strategies for family firms 

Unit 3: 
Intergenerational brand continuity map; digital branding review; consumer behaviour observation task; brand 

identity comparison 

Objective 
To enable students to understand brand continuity, succession, youth involvement and adaptation to changing 

consumer behaviour. 
A Succession planning and brand continuity 

CO3, CO6 

Intergenerational brand 
continuity template; digital 
branding review; consumer 

behaviour analysis; 
succession-brand caselet 

B 
Managing brand identity across generations; youth involvement in 

digital branding 

C Adapting to changing consumer behaviours 

Unit 4: IMC plan template; CRM journey map; loyalty programme analysis; communication case review 

Objective 
To help students apply integrated marketing communication, CRM and emotional-connect strategies for family 

business branding. 
A Integrated Marketing Communication (IMC) for family firms 

CO4, CO5 

IMC planning sheet; CRM 
journey map; customer 

loyalty dashboard; 
communication case 

analysis 

B 
CRM strategies with emotional connect; building long-term 

customer loyalty 

C Case examples of successful family brand communication 

Unit 5: 
Marketing plan template; ethical marketing checklist; branding performance dashboard; capstone family business 

marketing plan 

Objective 
To develop the ability to design ethical, value-driven marketing plans aligned with family business identity, 

vision and branding goals. 
A Designing value-driven marketing plans 

CO5, CO6 

Marketing plan template; 
ethical marketing checklist; 

brand performance 
scorecard; capstone 

marketing plan 

B 
Ethical marketing practices in family firms; measuring marketing 

performance 

C 
Aligning business vision with branding; preparation of family 

business marketing plan 



 

 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 30 hrs) 

TW: Term work (includes assignments, seminars, micro projects, industrial visits, any other student activities 
etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc.(If Provided in curriculum 
structure.) 
Example 
Self-Learning beyond Class Room, Developing a mini project in a team, 

Self-Learning from online content, Case Study, Industry Work/Visit 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbook/s: 
1. Poza, E. J. (2010). Family Business. South-Western Cengage Learning. 
2. Keller, K. L. (2013). Strategic Brand Management. Pearson Education. 
3. Baines, P., Fill, C., & Page, K. (2013). Essentials of Marketing. Oxford University Press. 
 
Reference Books: 
1. Craig, J., & Moores, K. (2010). Leading a Family Business: Best Practices for Long-Term Stewardship. 
Praeger. 
2. Kapferer, J. N. (2012). The New Strategic Brand Management. Kogan Page. 
3. Sharma, P. (2004). An overview of the field of family business studies: Current status and directions for 
the future. Family Business Review. 
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CO4 2 2 2 3 2 2 1 1 – 1 2 2 3 2 

CO5 2 3 3 2 2 2 1 2 1 2 2 2 2 3 
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Avg 
2.
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2.5

0 
2.4

0 
2.1

7 
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0 
1.6

7 
1.0
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1.8

3 
1.0
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1.40 2.00 2.33 2.40 2.60 

6. Course-to-SDG Matrix 

This course aligns with 4 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 
Education 

3 
Develops marketing literacy, branding skills, ethical communication and professional 

readiness for family business careers. 

SDG 8: Decent Work 
and Economic Growth 

3 
Supports sustainable family enterprise growth through customer trust, brand 

continuity, value-driven marketing and long-term business performance. 

SDG 9: Industry, 
Innovation and 
Infrastructure 

2 
Encourages modern branding, digital marketing adaptation and innovative 

communication practices in family firms. 

SDG 12: Responsible 
Consumption and 

Production 
2 

Promotes ethical marketing, responsible brand communication and value-based 
customer engagement. 

 
Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable   



 

 

5. Lecture Plan Outline 

Date Topics to be Covered Unit 
Total 

Lectures 

DD/MM/YY Nature and importance of marketing in family firms UNIT–1 12 

DD/MM/YY Role of marketing in family-owned enterprises   

DD/MM/YY Unique marketing challenges in family businesses   

DD/MM/YY Marketing opportunities for family firms   

DD/MM/YY Influence of family reputation on marketing   

DD/MM/YY Family values and customer trust   

DD/MM/YY Traditional marketing techniques   

DD/MM/YY Modern marketing techniques   

DD/MM/YY Comparison of traditional and modern marketing   

DD/MM/YY Indian family business marketing discussion   

DD/MM/YY Activity: family reputation analysis   

DD/MM/YY Unit revision   

DD/MM/YY Meaning and components of brand equity UNIT–2 12 

DD/MM/YY Heritage branding in family businesses   

DD/MM/YY Brand authenticity and trust   

DD/MM/YY Storytelling in family business branding   

DD/MM/YY Personal branding of family leaders   

DD/MM/YY Founder image and family brand identity   

DD/MM/YY Brand positioning: meaning and importance   

DD/MM/YY Positioning strategies for family firms   

DD/MM/YY Differentiation through values and legacy   

DD/MM/YY Case discussion on heritage brands   

DD/MM/YY Activity: brand positioning canvas   

DD/MM/YY Unit revision   

DD/MM/YY Meaning of intergenerational branding UNIT–3 12 

DD/MM/YY Succession planning and brand continuity   

DD/MM/YY Managing brand identity across generations   

DD/MM/YY Role of next generation in brand renewal   



 

 

DD/MM/YY Youth involvement in digital branding   

DD/MM/YY Social media use in family business branding   

DD/MM/YY Adapting to changing consumer behavior   
DD/MM/YY Balancing legacy and innovation   
DD/MM/YY Brand repositioning across generations   
DD/MM/YY Digital branding review activity   
DD/MM/YY Caselet on intergenerational brand transition   
DD/MM/YY Unit revision   
DD/MM/YY Integrated Marketing Communication for family firms UNIT–4 12 
DD/MM/YY IMC tools and channels   
DD/MM/YY Emotional connect in customer relationships   
DD/MM/YY CRM strategies in family businesses   
DD/MM/YY Building long-term customer loyalty   
DD/MM/YY Customer retention and trust-building   
DD/MM/YY Storytelling in marketing communication   
DD/MM/YY Family brand communication case examples   
DD/MM/YY Designing customer communication messages   
DD/MM/YY CRM journey map activity   
DD/MM/YY Case discussion and presentation   
DD/MM/YY Unit revision   
DD/MM/YY Meaning of strategic marketing plan UNIT–5 12 
DD/MM/YY Designing value-driven marketing plans   
DD/MM/YY Linking family values with market positioning   
DD/MM/YY Ethical marketing practices in family firms   
DD/MM/YY Responsible brand communication   
DD/MM/YY Measuring marketing performance   
DD/MM/YY Brand performance indicators   
DD/MM/YY Aligning business vision with branding   
DD/MM/YY Preparing family business marketing plan   
DD/MM/YY Capstone marketing plan workshop   
DD/MM/YY Student presentation of marketing plan   
DD/MM/YY Final discussion and course integration   

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

COURSE PLAN  

1. Course Identification 

School: SSBS Batch: 2025–2028 

Program: BBA/IAF Current Academic Year: 2028–29 

Branch: BBA Semester: VI 

2. Course Details 

S. No Attribute Details 

1.  Course Title Strategic Planning for Long-Term Success 

2.  Course Code NBBFB603 

3.  Credits 4 

4.  

Contact 

(Learning) Hours 

per Week) 

(L-T-P-SL)) 

4-0-0-4 

 

Teaching & 

Learning Scheme 

(hrs in semester) 

Classroom Instruction (L) + Tutorial(T) + Lab Instruction (P) + Self Learning (SL) L: 60 hrs | 
T: 00hrs | P: 00 hrs | SL: 60 hrs | Total: 120 hrs |Credits: 4 

5.  Course Type Theory (Program Specialization Course) 

6.  Course Objective 

This course aims to equip students with the knowledge and skills necessary to develop, 
implement, and evaluate strategic plans within family businesses to ensure long-term 
sustainability and competitive advantage. The course emphasizes the importance of vision, 
mission, goal-setting, and performance measurement across generations. 

7.  
Course Outcomes 

(COs) 

After successful completion of this course, the students will be able to: 
CO1:: Understand strategic planning concepts and their relevance to family businesses. 
CO2:: Explain the internal and external environments for long-term planning. 
CO3:: Apply strategic objectives aligned with vision, mission, and family values. 
CO4:: Analyze the strategic alternatives and growth opportunities. 
CO5:: Evaluate the tools for strategy implementation and performance monitoring. 
CO6:: Design the planning process and implement it with performance monitoring. 

8.  
Course 

Description 

This course provides a comprehensive understanding of strategic planning tailored to family 
businesses. It covers the fundamentals of strategic planning, including vision, mission, and 
goal-setting aligned with family values. Students explore internal and external analysis using 
tools like SWOT and PESTEL, examine strategic alternatives such as growth, diversification, 
and sustainability, and learn to implement strategies through KPIs and the Balanced 
Scorecard. Special attention is given to succession planning, leadership readiness, and the 
unique challenges faced by multi-generational family enterprises. 

3. Course Outline: 

 



 

 

Units Outline Syllabus 
CO 

Mapping 
Tools Used 

Unit 1: Introduction to Strategic Planning (12-0-0-12 = 24 hrs) 

Objective 
To familiarise students with the concept, scope, and process of strategic planning and distinguish it from 
operational planning, with special reference to challenges in family firms. 

A Definition, importance, and scope of strategic planning 

CO1, CO2 

Whiteboard, Case Studies, 
Harvard Business Review 

articles 
B Strategic planning process: steps and components 

C 
Strategic planning vs. operational planning; Challenges in strategic 

planning for family firms 
Unit 2: Vision, Mission, and Goal-Setting (12-0-0-12 = 24 hrs)  

Objective 
To enable students to craft clear vision and mission statements and set long-term goals aligned with both 
business objectives and family values. 

A Crafting vision and mission statements aligned with family legacy 

CO1, CO3 

Whiteboard, Group 
Activities, Case Studies of 

family businesses (e.g., 
Tata, Mahindra) 

B 
Goal-setting frameworks: SMART goals, OKRs; Long-term 

orientation in family businesses 

C 
Balancing family and business interests; Governance and 

succession in goal alignment 
Unit 3: Internal and External Analysis (12-0-0-12 = 24 hrs) 

Objective 
To equip students with analytical tools for assessing the internal capabilities and external environment of family 
businesses to inform strategic decisions. 

A 
SWOT analysis: strengths, weaknesses, opportunities, threats in 

family business context 

CO2, CO4, 

Whiteboard, 
SWOT/PESTEL 

worksheets, Industry 
reports, Online databases 

(CMIE, Statista) 

B 
PESTEL analysis; Competitive and industry analysis using Porter's 

Five Forces 

C 
Family resource and capability evaluation; Succession and 

leadership readiness assessment 
Unit 4: Strategic Alternatives and Decision-Making (12-0-0-12 = 24 hrs) 

Objective 
To help students explore growth strategies, innovation, and structured decision-making models suitable for 
family-owned enterprises. 

A 
Growth strategies: expansion, diversification, vertical integration, 

collaboration 
CO4, CO5 

Case studies, Strategic 
decision-making 

simulations, Harvard 
Business School cases 

B Sustainability and innovation strategies for family businesses 

C 
Decision-making models: rational, bounded rationality, intuitive; 

Strategic risk assessment 
Unit 5: Implementation and Performance Monitoring (12-0-0-12 = 24 hrs) 

Objective 
To enable students to translate strategic plans into executable actions and monitor performance through KPIs and 
the Balanced Scorecard in a family business context. 

A 
Translating plans into actionable objectives; Resource allocation 

and responsibility assignment 

 CO5, CO6 

Balanced Scorecard 
templates, Excel 

dashboards, KPI tracking 
tools, Industry 
benchmarking 

B 
Key Performance Indicators (KPIs): design, selection, and 

tracking; Balanced Scorecard in family businesses 

C 
Review, feedback, and continuous improvement; Managing change 

and resistance in family firms 

4. Course Evaluation & References 

Team Work and  

Self-Learning 

(in Hours) 

(SL: 60 hrs) 

TW: Term work (includes assignments, case study presentations, business plan reports, field visits, any 
other student activities etc.) 
SL: Self Learning, MOOCs, spoken tutorials, online educational resources etc. (If provided in curriculum 
structure.) 



 

 

Example 

Self-Learning beyond Class Room, Developing a strategic plan for a family business (team project), 
Self-Learning from online content, Harvard Manage Mentor, Case Study Analysis, Industry Visit/Report 

Mode of 

Examination 

Weightage Distribution: 

CA Mid Term Assessment  

(MTA) 

End Term 

Examination (ETE) Quiz* Assignment Attendance 

20% 10% 5% 15% 50% 

*Five Quizzes of 4 marks each. 

References 

Textbooks: David, F.R. (2017). Strategic Management: A Competitive Advantage Approach. Pearson 
Education. 
Ward, J.L. (2004). Perpetuating the Family Business. Palgrave Macmillan. 
Bryson, J.M. (2018). Strategic Planning for Public and Nonprofit Organizations. Wiley. 
Reference Books: Grant, R.M. (2019). Contemporary Strategy Analysis. Wiley. 
Rothwell, W.J. (2010). Effective Succession Planning. AMACOM. 

Carlock, R.S. & Ward, J.L. (2001). Strategic Planning for the Family Business. Palgrave Macmillan. 

5. CO–PO and CO–PSO Mapping Matrix 

Note: Row averages are computed over non-zero entries only.  
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 PO1 PO2 PO3 PO4 PO5 PO6 PO7 PO8 PO9 PO10 PO11 PSO1 PSO2 PSO3 

CO1 3 1 1 1 1 2 1 2 2 1 2 3 1 2 

CO2 2 3 2 2 1 1 2 2 3 2 2 2 2 3 

CO3 3 2 2 2 2 3 1 2 2 1 2 3 2 2 

CO4 2 3 3 2 1 1 2 3 2 3 2 2 2 3 

CO5 2 2 2 2 2 2 3 1 1 3 2 2 2 2 

CO6 3 3 3 3 3 2 2 3 2 2 3 3 3 3 

Avg 2.50 2.33 2.17 2.00 1.67 1.83 1.83 2.17 2.00 2.00 2.17 2.50 2.00 2.50 



 

 

6. Course-to-SDG Matrix 

This course aligns with 6 of 17 UN Sustainable Development Goals. Mapping uses a 3-point scale (3 = Core contribution, 2 = 

Supports through skills/activities, 1 = Indirect benefit). 

SDG Goal & 

Description 
Mapping Justification 

SDG 4: Quality 

Education 
3 

Develops strategic thinking, analytical, and decision-making skills. Fosters leadership 
and management competencies applicable across generations and organisations. 

SDG 8: Decent Work 

& Economic Growth 
3 

Equips students to sustain and grow family enterprises, create employment, and 
contribute to regional economic development through sound strategic management. 

SDG 9: Industry, 

Innovation & 

Infrastructure 
2 

Encourages students to identify innovation strategies, assess competitive landscapes, 
and integrate sustainability into business expansion plans. 

SDG 17: Partnerships 

for the Goals 
2 

Promotes collaborative strategies, stakeholder engagement, and inter-generational 
partnerships as pillars of long-term business sustainability. 

 

Strength Scale: 3 = Substantial (High)   2 = Moderate   1 = Slight (Low)   – = Not Applicable  

 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

 

 
 
 
 
 
 
 


