SVKM's Mithibai College of Arts, Chauhan Institute of Science & Amrutben Jivanlal
College of Commerce & Fconomics (AUTONOMOUS)

HIGHER 5THL
AND h'H'rI-'FF

Shri Vile Parle Kelavani Mandal's
MITHIBAI COLLEGE OF ARTS, CHAUHAN INSTITUTE OF
SCIENCE &
AMRUTBEN JIVANLAL COLLEGE OF COMMERCE AND
ECONOMICS (AUTONOMOUS)

NAAC Reaccredited A’ grade, CGPA: 3.57,
Granted under RUSA, FIST-DST & -Star College Scheme of DBT,
Government of India, Best College, University of Mumbai (2016-17)

Affiliated to the

UNIVERSITY OF MUMBAI
Program: MASTER OF COMMERCE. (BUSINESS
MANAGEMENT) PART - 11

DETAILED SYLLABRUS
(To be implemented from Academic ¥egr- 2022-2023)

Choice Based Credit System (CBCS) with effect from
Academic Year (2022-23)

er*’ fhobonn[Lho Fore™ o ;Aﬁhqu
Hop Seup ™ Blodi & . pad Voo

Ch At e



SVICM’s Mithibai College of Arts, Chaunhan Institute of Science & Amrutben Jivanlal
College of Commerce & Economics (A UTONOMOUS)

PROGRAMME SPECIFIC OUTCOMES

O completion of the Programme, the learners should be enriched with knowledge and be able
Lia:

PSOM: Recognive the importance and relevance of Marketing, HRM, SCM, Business Analytics
& Management in today’s business world.

PS03Z: Croale and start their own startups and become successful entrepreneurs.

P503: Develop the ability 1o understand, analyze and apply management conecpls in the arcas
related to Marketing, Human Resources and Finance for efficient running ol the business
organization of varying complexity in competitive era.

PS04: Manage Business thus contribuling towards the development of Indian Economy.

PS05: Gel Sensitized towards Morality, Business Ethics and Social Values.

PS06: Become a Morally and socially responsible person.

PS07: Develop as a good and innovative husiness leader, decision maker, Presenter and a Team
player and contribute effectively for the success of the organization,

PREAMBLE

The world of Management is dynamic. It is constantly evolving with the addition of new
business techniques. It gocs without saying that sound knowledge of business operations and ils
administration is the need of the hour. There have been constant efforts o ensure that there is
greater case of doing business in India and this has paved the way for increasing number of
starfups and new husiness ventures. Therefore, an individual requires acquainiance to the
opcrational environment in the field of Management.

Managers nced Lo have a pleasing personality. They need to be confident and pragmatic.
They need to rame polices and take decisions in accordance with the latest trends in the industry
aml Business environment. In a nutshell, Managers need o have a better understanding ol

Business.

Keeping in mind all above points, the curriculurm has been designed in the best interest of
the learners. The Master of Commerce (Business Management) Programme is all
encompassing- it provides all the necessary training (both theory and practical) that is needed to
manage Business cfficiently.

To highlight the importance ol research the learers have Lo submit Rescarch based
projects in Semesters 3 and 4, the Internship report submission has been made mandalory in
Semester- 11, thereby encouraging the learners to undertake internships in suitable Organisations
and Rescarch-based project on a relevant topic under a laculty mentor,

After brainstorming and deliberations, a blugprint containing  details rclated 1o
Curriculum was developed. Scrutiny and feedback sought from experts lcad 1o improvisation ol
Svllahus.
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EVALUATION PATTERN

The performance of the learner will be evaluated in two components. The first component will be
a Conlinuous Assessment with a weightage of 25% of total marks per course. The second
component will be a Semester end Examination with a weightage of 75% of the total marks per
course. The allocation of marks for the Continuous Assessment and Semester end Examinations
15 as shown below;

a} Details of Continuous Assessment (CA)

25% of the total marks per course:

Continuows Asscssment Details Marks |
Component 1{CA-1) — Presentations/Project Waork Rescarch 15 marks
Theory subjects Pupers/Assignments Ftc,
| Component 2 (CA-2) | Online Test/Quiz | 10 Marks

b) Details of Semester End Examination

73% of the total marks per course. Duration of examination will be two and half hours,
The below mentioned format or any common format that would be decided by Exam
committee for both the collepes.
QUESTION PAPER FORMAT {For Theory Subjeets)
All Questions are compulsory

(uesiion Dreseriplion Manrks Taoinl Marks
Number
LR Answer any 2 from the fellowing {Module 1)
B 14
b.
[l
2, Answer uny 2 from the following: (Module 11) I
a.
k.
g
3. Answer any 2 from the following: (Module 111} £
.
h.
_— c. !
0, Answer any I from the fllowing: (Module 1V) [ 16
|
b I
| | e |
3. Answer any I from the following: [ Module V) | L1
&
b.
i. |
TOTAL [ T=
MARKS |
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QUESTION PAPER FORMAT (For Numerical/Practical Subjects)

K Questio Description Marks Total
n MMuarks
Number
Q1. Practical Numerical { Compulsory Uuestion) 15 15
_Ql to 05 | Practical / Numerical Questions (Attempl any 3 out of 4 Questions) 15*3 45
6. Write notes on the fullowing: (Any 3 out of 4): 15
a 3
b. 5
[+ 5
d. 3
TOTAL MARKS 7=
. 1t
s -
M Tk foues

Ms. Shabana Khan
Hix )

. Bharat Patel

Approved by Viee —Principal

D Hhuuughﬁa Patil
Commerce BOS - Chairperson

D, Korurika Desa

I/c Principal
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MASTER OF COMMERCE (BUSINESS MANAGEM ENT)

M.Com - 11
T be implemented from Academic Yewr- 2022-3123)
M. ;
T MNo. of e
of Semester 111 Credits Scmester [V Credits
. Courses
Conirses
7 Elective Courses (50 i Elective Courses (EC)
1,2 *Any one group of courses from the 1.2and | **Any one group of courses from
i e s 18 i et 18
| and 3 | following Tist of the courscs 3 the following list of the courses
2 Core Course 7 Project Work
4 | INTERNATIONAL ECONOMICS 6 g |SRUECEWORE RESEARCH | 72
BASELY)
Total Credits 24 Total Credis 24
*List of group of Elective Courses (EC) 1 * List of group of Elective Courses {EC)
i Jor Semexter I {Any Three out of Five) for Semester IV (Any Three out of Five)
1 EMTREFREMELIRSHIP 3 | SUPPLY CHAIN MANAGEMENT 6
MANAGEMENT * & LOWGFISTICS =
2 CONSUMER BEHAVIQOUR = i 2 RETAIL MANAGEMENT * i
3 INTERNATIONAL BUSINESS* & & BUSINESS AMNALYTICS * &
4 CGLOBAL HRM () 4 FLUBLIC RELATIONS &
= x ODRGANISATIONAL
_.—H K] SERVICES MARKETIMNG 5 5 DEVELOPMENT p
* Elective subjects affered for Part — ITin A.Y 2022-23
?_I —= _{1_'_-9_[':_ Y
j SHES oo
Ms. Shabana Khan Dr. Bharat Patel De. Krutika Desai
HOD - Management Approved by Viee —Principal If¢ Principal

o
-t 7
Chr. Sf:i:ughnﬂ Pail

Commerce BOS — Chairpersen
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SEMESTER III

| Program: M.Com. (Business Management) - 11 | Semester: 111
Course: Inlernational Economics | Course Code:

Teaching Scheme Evaluation Scheme

' Tutori
Lecinre Practical al Continuowns Assessment
(ITours per (Hours per (Huours Credil {CA) : .
sl week) per (Marks - 25) I:.n-'lﬂrhﬁ']fﬁ in Queslivn
| week) Aper)
. 6 , - Eis [ 25 75
Learning Ohjectives:

Semester End Examinations
(SEE)

1. To introduce the learners to international trade.

7 To familiarize the learners with the International Monetary System.

1. To cnable learners Lo understand he various commercial policies of international economics.
4. To educate the leamers regarding the foreign exchange market.

% I'o Funiliarize the learners with the recent trends in International Economics.

Course Outeomes:

Afler completion of the course, students would be ahle to:

€0 1: Recall about international trade.

CO 2: Interpret the Intemational Monetary System.

0 3 Differentiate the varous commercial policies invelved in intcrmational ccommmics,
€0 4; Recognize the working ol the foreign exchange markel.

€0 5: Analyze the recent trends in International Economics.

Outline of Syllabus: (per session plan)

Module | Descriptions | Mo of Hours

1 | Introduction to International Trade 12

Internutional Monelary System 12

2
3 Commercial Policy 12
4 Foreign Exchange Markel 12

|

Recent Trends i 12

Tzl . )]

Note: Notional hours per weck will be 2 hours which is for self-study (pre requisite before starting a modu leftopic
problem/ coneept) and the same would be evaluated as a part of conlinuous assessment.
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UNITSMODULES TOPICS NO. OF HOURS
Module 1 Introduction to International Economics 12
Introdoction
Understanding International Economics: Meaning and Overview of world
trade, importance of inlermational trade in economic development
Theories of International Trade
Neo-classical Trade theory: Hicardian Model. Modern Trade Theories:
Heckscher-Ohlin theory: Rybezynski and  Stolper-Samuclson theorems;
[eckscher-Ohlin theorem; tactor price cqualisation -lhe Krugmian model.
Module 2 International Monctary Sysiem 12
Inlernational Monelary System
Evolution of the Internutional Monetary System: Types of exchange rale
systems in the world
International economic institutions
IMF, World Bank, UNCTAD; International moncy and capital markets,
i Balance of Payment
Components of BOP: Current Account, Capital account. Official reserve
account; Disequilibrium in BOP; Correction of disequilibrium, BOP
adjustments through monctary and [iscal policies -The Mundell- Fleming
model - Devaluation, revalyation as expenditure switching policies -
etfectiveness of devaluation and J - curve effect
Module 3 International Trade Policies 12

Trade Policy

Instruments of trade policy; political cconomy of trade policy: conlroversies
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in trade policy.

Trade Blocs

Meaning, Tvpes, Case —studies: SAARC, MERCUSOR, COMESA, LALA,
ADC and NAFTA, WTO Vs, Trade Blocs. Curopean Uniun and BREXIT,
India - CU Relations.

The next Battleground [or Trade: India Vs. China for engapement with

Alrica,

Maodule 4

International Capital Flows

12

International capital flows

I'tends, motives types and clfects on BOP: The role ol linance in the
globalised cconomy: Developed Vs, Developing World .Global
cconomic instability and crisis: The 2008 global cconomic crisis —
prelude, proximate and long term causes; possibility of recurring crises

International labour migration

Trends, motives and elTects on BOP

Moduale 5

Recenl Trends

12

Revent Trends in Global Trade

Contenlious  15SUCS Agriculture  and  Markel Access, lrade  and
Crvironmental issues, Dispute Settlement Mechanism, Trade Wars between
Developed and Developing Countries, Devaluation of currency and its elfect
on lrade

International Factor Movements

Maovermnent of labour between countries — Trends in Migration. [nternational
copital movements — Role and impact of foreign capital, Types and [actors,
Role of MNCs, Changing rule of the IMF in the emerging imternational

seernanio,
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Suggested Readings:

Essential Readings:
l. Indian Economy ; Misra and Puri

2. Dominick Slavatore - International. Economics

3. Salvatore, 1D, (2013). International Economics. John Wiley & Sons

Supplementary Readings:
I. Sederstron, Bo (1991), International Economics, The Macmillan Press Ltd |.encdon

£, Mithani [2.M, (1997), Intemnaticnal Economics, Himalaya publishing House, Mumbai

3. Lobo Radhika (2003), Southeast Asian Crisis: An Economic Analysiz, Serials Publication, Delli

4. International Ceonomics: Theory and Policy (Yth Fdition) [Hardcover] Paul K. Krugman (Author),
Maurice Obstfeld , Pearson Education, 2008,

]

International Economics, Robert C. Foenstra& Alan M. Taylor, Wath Puhlishers, USA.

0. Labour Movement: How Migration Regulales Labor Markets Author: [laraldBaoder Publisher: Creford

University Press Inc, USA, 2006,

TEACHING METHODOLOGY T( BE USED:
1. Theoretical presentations

2. Casc study

3. Classroom discussions

4. Video prescntations
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Program: M.Com. (Business Management) - 11 Semester: 111
Course: Entreprenenrship Management Course Code:
Teaching Scheme Evaluation Scheme
Tutori | I
Lecture Practical al Continuous Exasn?il:;iti?::tfzﬂiiifl}
{Hours per | (Hours per | (Hour Credit Assessment (CA) 3 : z
_ : = {Marks- 75 in Question
week) week) & per (Marks - 25) Paper)
week) e
6 - =l 6 25 75

Learning {}bjectives:

1.To Tamiliarize the learners with entrepreneurship basics, types, and theories ol entreprencurship.
2. To provide an insight into entreprencurial environment and contemporary dimensions of entrepreneurship.
3.To give deeper understanding of the challenges in entreprencurial venture development.

4.To develop skills to design effective business plan and project report.
5. To acquaint the learners with the institutions and schemes for entreprencurship development.

Course (Qulcomes:

After completion of the course, students would be able 1o:

CO 1: Identifly the types of entrepreneurs and practical application of theories.

C0 2: Analvse the challenges of entrepreneurial environment and dimensions of entreprenearship.
CO 3: Comprehend financial analysis and recent marketing strategics for developing entrepreneurial venture.
CO 4: Develop and present business plan and project report.

() 5: [iccognise various institutions and incentives for entrepreneurship development.

Outline of Syllabus: (per scssion plan)

Mudule | Descriptions | No of Hours e
1 | Paradigm of Entrepreneurship 12
2 .Entn:prm:l eurial Environmeat and  Contemporary " Dimensions  of 12
Entrepreneurship
3 Entreprencurial Venture Development 12
4 Entreprencurial Project Analysis and Business Plan Development 12
5 Institutions and Schemes in Aid of Entreprencarship Development 12
Total - | ol

Note: Notional hours per week will be 2 hours which is for self-study (pre requisite before starting a module/topic /
problem/ concepl) and the same would be evaluated as a part of continuous assessment.
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-
UNIT/MODULE TOPICS INO. OF HOURS
Module 1 Paradigm of Entreprencurship 12

a) Concept of Lntreprencurship -Meaning, Characteristics of
Entreprencurs, Types of Entreprencurs - Imitative, Incubalive,
Acquisitive, Fabian, Portfolio, Serial, Administrative, Farly
Starter, First Generation
" b) Theories of Entreprencurship - Innovation Theory of
Entreprencurship, Theory of High Achievement, *-Efficiency
Theory, Theory of Profit, Theory of Social Change, Theory of
Change  and  Opportunily,  Sociological  Theory  of
Entrepreneurship
¢} Entreprencurial Culture - Elements of Entrepreneurial
Culture, Entreprencurial v/s Administrative Culture, Entrepreneurial
Life Cyele
Module 2 Entreprencurial Environment and Contemporary Dimensions of 12
Entreprencurship
a) Scanning of Enirepreneurial  Environment Faclors
determining entreprencurial environment, SWOC Analysis
b) Dimensions of Entrepreneurship - Women Entrepreneurship,
Social Entreprencurship, Rural Entreprencurship, Corporate
. inirepreneurship (Intrapreneurship)
¢} Challenges of Entreprencurship - Entreprencurial Ethics and
Social Responsibility, Entreprencurial Problems in Domestic
and Global Context
Module 3 Entreprencurial Venture Development 12
a) Financial Analysis - Sources of Finance, Ralip Analysis, Optional
financing  strategies - Crowdfunding, Venture Capilal, Angel
Investors, Peer to Peer Lending
b) Production Amnalysis Process of Procurcment, Supplicrs
Relationship Management (SRM), Quality Considerations
¢} Marketing Analysis - Market Fntry Strategics, Recent Trends in

- .
TagEE [ L




SVKM's Mithibai College of Arts, Chauhan Instilute of Science & Amrutben Jivanlal

College of Commerce & Economics (AUTONOMOUS)

Distribution (Horizontal Marketing System, Third arty Delivery
Channel, Multi- Channel Marketing, Multi-Level Marketing, Vertical
Marketing Syslem)

Maodule 4

Entreprencurial Project Analysis and Business Plan Development

#) Busincss ldea Generation- Sources and Flements, Designing
and Presentation of Business Plan, Business Plan Format

b) Concept of Project - Classification of Project, Project Cycle,
PProject Feasibility Analysis

¢) Project Design and Metwork Analysis  Program Evaluation
and Review Technique (PERT) and Critical Path Analysis
(CPM)

MMuodule 5

Institutions And Schemes in Aid  of Entreprencurship
Development

12

a) Institutions - The National Tnstitute for Entreprencurship and
Small Business Development (NIESBUD), National Alliance
of young Entrepreneurs, [Entreprencurship  Development
Institule of India (D11, National Science and Technology
Entrepreneurship  Development  Board (NSTEBD), Indian
Institute of Entrepreneurship (I1T5)

b} Typesof Assistance and Incentives -Fiscal, Financial,
Promotional, Marketing, and Organizational, NPSD -
National Policy for Skill Development and
Entreprencurship, 2013

¢} Government Schemes — Start Up India, Make - in - India, Atal
Innovation Mission, STEP, JAM, STAND-UP India, TREAD,
ASPIRE, Etc.
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SUGGESTED READINGS:

Essential Readings:

Title

Author(s)

"~ Publisher |

_Entrepruncurship

 The Dynamics of Entreprencurial
Development and Management

Rajecy Roy

Oxford university
Press

| Vasant Desai

Entrepreneurship

Entreprencurship Development

Michael Peters

N. P Srinivasan

Himalaya Publishing
Haouse

Tata MeGraw Hill
Pvt. Ld.

| Sultan Chand & Sons |

Supplementary Readings:

Title

Author(s)

Entrepreneurship Development and
Project Management (Text and Cases)

Entrepreneurship  Development
Project Management

and

Neeta Baporikar

Lipika K., Guliani and R.K.
Gupta

| Publisher -|
= —_——
Himalaya Publishing | .

House

| Himalaya Publishing |
Mouse

Enireprencurship Development (Text
and Cases)

B. JanaKiraman and M.

| Rizwana

Excel Buoks |

_Entrepren curship Development

| E. Gordon and Natarajan

Effective Entrepreneurial Management

Raohert IV, Iirsch and Veland
Ramdani

Entreprencurship Development in
India

| Springer International |

Himalaya Publishing
House

Publishing

C.B. Gupia

5 Chand

|
|
|
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TEACHING METHODOLOGY TO BE USED:

l.Lecture

2.Power Point Presentation
3.Video Clips

4,Case Studies

5.Role Play

6.Group Discussion

7.Ciuest Lecture by Entrepreneurs

8. Quiz
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Program: M.Com. (Business Management) - 11 Semester: 111
Course: CONSUMER BEHAVIOUR Course Code: =y
Teaching Scheme Fvaluation Scheme
ial ot T § H 2]
Lecture Practical | Tﬁ::ri Continuous Assessment fremaster L;SJE}]:ETW“““ME
: 1 - 3 i
{H::Z:‘Fr L :tiirer per Sredu {M:(E:} 25) (Marks- 75 in Question
week) [ e Paper)
6 - | - 6 25 | 75
Learming (rbjectives:
L. To equip the learncrs with basic knowledge about issues and dimensions of Consumer Behaviour

2. To enrich the students with a better understanding of consumer attitude and behaviour so that they

become eflective managers and strategists in the work place
3. To develop an understanding aboul the consemer decision making process and its applications in |
markeling function of firms
4. To introduce students to the complexities of Consumer RBehaviour with specific reference (o its dynamics
in a globalised world.

Course Qulcomes:

CO 1: Demonstrate how knowledge of consumer behaviour can be apphicd to marketing,

COZ2: Identify and explain faclors that inMuence consumer behaviour

C03: Relate internal dynamics such as personality, perception, learning motivation and attitude o the choices
consumers make,

CO 4: Develop the skill of understanding and 2nalysing consumer information and using it 1o create consumer-
oriented marketing strategies.

J_‘_

Outline of Syllubus: {per session pla mn)

| Module =57 - —l.h:sr.-riptinm g v | Mo of Hours
| Understanding Consumer and Markets 12
2 Introduction To Consumer Behaviour 12
3 Individual- Determinants of Consumer Behaviour ] 12
4 Environmental Delerminants of Consumer Behaviour 12
5 I{'.'f.rnaumer Decision Making Models, I.‘iﬁ:HEE and New Trends 12
Total .| 60
?nte: Notional hours per week will be 2 hours which is for sell-sludy (pre requisiic before starting a module opic
problem/ concept) and the same wonld be evaluated as o part of confinuous assessmenl.
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NO. OF HOURS

UNITS/ TOPICS
MODULES
1 Understanding Consumer and Markets 12
Understanding Consomers
e (Customer and Consumer - Concepl
 Types of Consumer (Institutional & Retail)
Understanding Markets
s The Marketing Mix
s Marketing Strategics — Concept, Evolution, Role/ Importance,
Types, Formulation of Marketing Strategics- Steps
« Market Scgmentation — Concept, Bases ]
Analyzing Markets
o Muarket Analysis: TAM, SAM, SOM Model. EfMTective Targeling
s Product Positioning and Repositioning — Concept, Strategies of
Posilioning
s Value: Applying Customer Value and Satistaction, Customer
Relationship Management (CRM)- Concepts and Techniques
2 Introduction To Consumer Behaviour 12
Consumer Behaviour
s Consumer Behaviour - Meaning, Featurcs and Imporlance.,
Diversity of consumers and their behaviour - Types Of Consumer
Behaviour
Consumer Profiling o
s Profiling the consumer and understanding their needs
+ Consumer Involvement
« Application of Consumer Behaviour knowledge in Marketing
« Consumer Decision Making Process and Determinants of Buyer
Behaviour, Factors affecting Buyer Behaviour
Customer Retention and Customer Loyalty
s Measures of Customer Retention
s« (ustomer Loyalty: Importance, Stralegies
3 Individual Determinants of Consumer Behaviour (MU) 12
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Theories Relating to Consumer Behaviour

* Consumer Needs & Motivation (Theories - Maslow, Me Cleland).

» Personality — Concepl. Nature of personality, Freudian, non
Freudian and Trait Theory

* Personality Traits and it's marketing signilicance

* Product Personality and Brand Personilication.

+ The Sclfand S¢If — Image — Concept

Consumer Perception

* Consumer Perception — Concept, Elements and their role in
Consumer Behaviour

« Consumer Learning — Concepl, Elements, Classical Conditioning,
Instrumental - Conditioning, Observational Learning, Cognitive
Leaming

Consumer Attitute

* Consumer Attitude Formation and Change

4 Environmental Determinants of Consumer Behaviour 12

Personal Determinanis
* Family Influences on Buyer Behaviour — Family as a Socialization
Agent, Family Decision-Making and Consumption- Related Roles,
The Family Life Cycle,
« Personal Influence and Diffusion of Innovations, Opinion Leaders
and Lheir influence on Consumer Behaviour
Group and Social Determinants
* In-group versus Out-group influcnces, Word of Mouth [ WORY,
clectronic WOM (e- WOM).
e  Social Class, lis Characteristics and Consumer Behaviour
Cultural Determinants and Consumer Research
* Cultural and Subcultural influences on Consumer Rehaviour
* Consumer Rescarch and Tis Significance

oy

Consumer Decision Making Models, Tssues and New Trends 12

Decision Making Models
* Madels of Consumer Behaviour: Howard Sheth Model, Engel
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Blackwell, Miniard Model, Nicosia Model of Consumer [Decizion
Making
Issues
e Consumerism, Consumer Redress, Consumer Privacy — Conecpt,
Consumer Responsibilities
»  Markeling Ethics and Social Responsibility
New Trends
s [-Buying Behaviour: The E-buyer vis-a-vis the Brick and Mortar
buyer, Influence of ¢-commerce on Consumer Behaviowr post Covid
— 19 pandemic.
s Managing Consumer Dynamics

SUGGESTED READINGS:

Essential Readings:

¥:

¥

Batra, S.K. and Kazmi, S.H.H. (2009) Consumer Behavior Text and Cases 2nd Fds, Excel
Books. ISBN: 978-3174466:440

Majumdar, Ramanuj (20011) Consumer Behavior. Prentice Hall India, ISBN: 97%-
8120339637

Supplementary Readings:

1

-
s

3.

8.

Ychiffman, L.G., Kanuk, LI, & Kumar, S.R. {2011). Consumer Behaviour. (10th ed.).
Pearson

Solomon, MR, (2009). Consumer Behaviour  Buying, laving, and Being. (8th ed.) New
Delhi: Pearson.

Max Sutherland and Alice K Sylvester, Advertising and the mind of the consumer, Krogen
Koller, . & Keller, K. L. (2012). Marketing Management (Global Edition) (14th ed.).
Pearsan

Nair. Suja R- Consumer Behaviour in Indian Perspective

J. F. Engel, 1D, Blackwell, P.W. Miniard, Consumer Behavior, The Dryden Press Edition,
8th, 1995

Journal of Consumer Research (available on the following web  siter  hitp:
WWWLPTOQUEST UML)

Journal of Marketing Research  (available on the [following  web site:  higp:
www proquest.umi.com) Harvard Business Review

TEACHING METHODOLOGY TO BE USED:

. lecturc

2. PPI

1, Videos

4, Case Studics

5. Group Discussions
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Program: M.Com. (Business Management) - TT

Course: International Business

! Semester: 111

Course Code:

Teaching Scheme Evaluation Scheme |
Tutori ; S
Lecture Practical ul Conlinuous Assessment Semegier E;Sd}:i? A |
(Hours per (Hours per | (Hours Credit (CA) el :
week) weelk) per (Marks - 25) AMarks ;f o ;Jue-s:n-nn
ek} Aper
6 g L [ 25 75
Learning (Yhjectives:

1. The purpose of this course is Lo enable the learners leam nature, scope and structure of International Business, and

understand the influcnee of various envirenmental factors on International Business operations.

The aim of this course is 1o Tamiliarize the leamers with the various institlutions in aid of Intcrnational Busingss,

3. The purposc of this coursc is to enable the leamers Lo got accuslomed to the legalities of International Business.

L wm
f &

International Business.

| Course Quicomes:

Adler completion of the course, students would be able to:

i C0 1: Comprehend the dynamics of International Business envirenment

This course also aims at familiarizing the learners with international markeling.

The objective of this course is to educate the learners regarding the various import and export formalities involved in

CO 2: Identify the functions and role of various institutions in aid of International Buzincss |

| C0 3 Analyee the legalities of International Business

CO 4: Gel familiarized with international marketing

€0 5: Explain the import and export formalitics required in International Business
|

A
Outline of Syllabus: (per session plan) |
" Module Deseriptions No of Hours
1 Introduoction (o International Business |13
2 Institutional Framework of Inlernational Business 10
= 3 Legal Framework of International Business 14
[ 4 International Marketing 14
5 Import and Export Procedures and Requircments 14
'_l'-nt:f ]
Note: Notional hours per week will be 2 hours which is for scll-stody (pre requisite before starting a mudulc.ftnpicT
problemy concept) and the same would be evaluated as a pari of continuows assessment.
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Module 1 Introduction to Inlernational Business 0x
Overview of International Business
Meaning, characteristics, scope, significance and challenges of intemnational
business: Inlernational Business environment, Framework [or analyzing
international business environment.
Implementing International Business
Internationalization process and managerial implications: Multinational
corporations and their involvement in international business; Sources of
fnance for International Dusincss; Issues in foreign  investments -
Technology transfer, Pricing and regulations; Intermational collaboralive
Arrangements and Strategic Alliances.
Module 2 Institutional Framework of International Busincss 10
Overview of Regional Economic Integration
Levels of Regional Economic Integration: Free trade area, Customs union,
Economic union, Common markel, Political union; Trude creation amd
Dversion eilects
Regional Economic Arrangements
Structure and functioning of some important regional coonomic amrangemennts
like ELU. MNAFTA, SAARC, ASCAN, BRICS, Quadrilaleral Securily
Dialogue (QUAD) Group
Financial lnsiitutions
Agian Development Bank, World Bank, Asian Infrastructurc Investment
Bank {AlIR), European Bank for Reconstruction and Nevelopment (EBRLY)
Module 3 1egal Framework of International Business 14

Laws relating to Information Technology and Imtelleciual Froperly
Rights

Laws relating to Information Technology — Cyber Security Law

Laws relating to Intellecioal Property Rights - Trade Related Aspeets of

Intellectual Property Agreemcnt (TRIPs); Patent Law; Trademarks Law;

Page | 23




SVKM's Mithibai College of Arts, Chauhan Institute of Science & Amrutben Jivanlal

College of Commeree & Feonomics (AUTONOMOUS)

Caopyrights Law

Environment And International Legal Order

Sustainable Development; Intemational Concern for Environment Prolection;
International Obligations towards Sustainable Development, Trans-boundary
Pollution Hazards

Legalitics of Payments

Methods of payment: Features of payment terms, applicability & explanation
Viz, Advance payment, open account, documentary collections, documentary
letters of credir.

Law Relating to Foreign Fxchange: Historical background to Foreign
Fxchange Regulation Act (FERA) and Foreign Exchange Management Act
(FEMA).

Maodule 4

International Marketing

14

Intraduction International Marketing

Mature and significance, Complexitics in  International macketing;
International market orientation — FRPG framework, International market
eniry stratcgies: Foreign Market Selection - ilobal market segmentation.
Selection of [ureign markets, International positioning.

Production and Pricing Practices

Production - Product planning for global markets, standardization vs prosduct
adaptation, new product development, Management of intemational brands,
Packaging and labeling, Provision of sales related SErViCes:

Pricing - Mark-up Pricing. Price Discrimination, Multi-unit Pricing,
Strategies, Multiple product pricing, Joint Product Pricing. Transfer Pricing,
Peak Load Pricing.

Promotion & Distribution Practices

Promotion - Complexilies and issues, International direct selling, advertising,
personal s¢lling. sales promation and public relations.

[istribution - Functions and types of distribution channcls, Channel selection
decizions. Selection of foreign distriburors/agents and managing relations

with them
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Muodule 5 Import and Export Procedures and Requirements 14

Export-Import Decumentation Framework

Role and importance of documentation in Imporls and Exports; Cutegory of
documents: Features of various documents; Commercial & regulatory
documents; Documents for claiming exporl incentives; LIocuments requiTed
by foreign buvers & customs; Terms of delivery: INCOTERMS purpose and
objective & salicnl features of cach lerm

Import and Export Clearance Procedures

Types of import and export duties; Export Management - EDI (Electronic
Data Interchange) procedure for export clearance, Understanding the role of
shipping bill/bill of export, Customs procedure for expors; Import
Management — Tvpes of bills of entry. EDN procedure for import clearance,
dutics & applications; Customs procedure for impors

Export Incentive and Promotional Schemes

Duty drawback; Duty exemption and Remizsion schemes, Star cxporl
scheme; Merchandise Exports Incentive Scheme {MEIS); Service Exports

from India Scheme (SEIS); Cxport Subsidies. elc.

SUGGESTED REAIMNGS:

Fssential Readings:

L. 1. Damiels, 1.0, lee, ELR.. Danicl, P. 5. & Salwan, P. (2007). International Business- Environmenl
and operations. Pearson education. Unil(s) - L 1L 1L TV, Woand V1

2. Leslic, Hamilion & Philip, Webster (2015). The Intcrnatiornal Husiness Eoviromment. Oxford
University Press, Unit({s) - L IL IT1, IV, V and V1

Supplementary Readings:
1. Warnock, Davies (2015). The International Business Environment: A handhook for Managers and

Exccutives. CRC Press, Unin(s) - 1, 1 T TV, Voand VI
2. Varshney and Bhattacharya : linternational Marketing Management

3. Jain. 5.C. : International Marketing, Prentice Hall. New Delhi
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Program: M.Com. (Business Management) - 11 | Semester: IT1
Course: Global HRRM Course Code:
Teaching Scheme | Evaluation Scheme
Tutori i 2 = |
Lecture Fractical al Continuwous Asscssment el E(ﬂsdEI]-::J;ammntmns
{Hours per (Hours per (Hours Credit (CA) {Marks- 75 in Question
woek) woeek) per (Marks - 25) Paper)
wiek) | hes
[ - - & | 25 | 75
Learning Objectives:
1. To make the leamers understand the difference between HHRM & GHREM.
L2. To make the learner understand cross cultural communication,
- To make the leamers focus on process of recruitment and training.
4. To cnable the learncrs understand compensation management.
Course Oulcomes:
Aller completion of the course, students would be able (o :
CO 1: Recall concept of international HRM.
CO 2: Comprehend the types and strategics of organizational culture.
CO 3: Discuss and address Cultural Sensitivity issues at workplace
| C0 4: Evaluate & Design a Compensalion Structure [or emplovees,
Outling of Syllabus: (per session plan) |
| Module Deseriptions | Noof HHours
1 Introduction to global HRM and differences between HRM and GHRM, 1t discusses trends 14
and future of IHR M
2 Understanding human behavior in plobal perspective and cross-cultural communication. - 1
H It discusses Cultural Sensitivily and Tyvpes and Stratesics of Crganizational Culure. 14
4 It focuses on recruitment and sclection process along with imporiance of performance 10
appraisal.
Tt cxplains compensation management and process of cxpatriation and repartition 12
Total | 60}
Note: Notional hours per week will be 2 hours which is for self-study (pre requisite before starting a module/topic /
problem/ eoncepi) and the same would be evaluated as a part of conlinwous assessment.
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UNITS/MODULES TOPICS NOQ. OF HOURS
Maodualhe 1 Introduction to Global ITTRM 14

Overview of International IIRM

Meaning and Festures, Ohjectives, Evolution of IHRM, Rcasons for

Emergency of IHRM, global HRM drivers of globalization, variables that

moderate difTerences between [IRM and GHRM; Global HRM trends and

fulure challenges: Difference between International 1IRM and Domestic

HRM =)

Approaches to Global HRM

Cihnocentric, Pulyeentric, Geoventric and Regiocentric; Qualities of Global

Managers; Organizational Dynamics and [1IRM

Managing Fxpatriation and Repalriation

Concepts of PCMs (Parenl-Country  Nalionals), TCNs Thied-Country

Mationals) and [1CNs{Host-Country Mationals):

Expatriation- Meaning, Process, Reasons for Expatrialion, Factors in

Selection of Expatriates, Advantages of Using Expatristes, Limitations of

using Expatriates, Reasons for Expatriate Failure, Women and Expatriation;

Repatriation- Meaning, Repatriation Process, Faclors affecting Hepatnalion

Process, Role of Repatriste, Challenges faced by Repatriates

e

Muodule 2 Mergers & Acquisitions 10

HEM in eross border merges and acquisitions

Mutives behind mergers and scquisitions, HR Interventions; Growth in

Stralegic Alliances and Cross Border Mergers and Acyusilions; Impact on

Cilobal TIRM

Understanding human behaviour in global perspective

Issucs in organization culture, cultural diversity at work, motivation and

communication acruss culture, cross cultural leadership, multi cultural teams.

omparison of Indian HRM with those of UK, LSA, Japan and China.
Moduale 3 Cultwral Diversity 14
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Cultural Diversity

Cross cultural Differences in workplace; Managing Diversity in Workforce:
Dealing with Cultural Shock

Cross Cultoral Management

Meaning, Featurcs, Convergence of Cultures, Role of Global 1IRM in Cross
Culture Management, Problems of Cross-Cultural Issues in Organizations:
Cross cultwral Communication and Negotiations : Planning & Preparation
Parameters.

Cultural Sensitivily.

Meaning; Importance of Cultural Sensitivity to International Managcrs

Types and Strategies of Organizational Culture,

Module 4 Reeroitment, Sclection &Training 1
Recrnitment, Sclection & Training
Recruitment Sources, Selection process, Cross cultural training: Sources of
lnternational 1abour Market, Global Staffing, Selection Criteria Managing
Global Diverse Workforee
Multinational Performance Management
Challenpges: Arcas to be appraised and who should appraise; Performance
management technigues
Performance Appraisal
Cnterion used for Performance Appraisal of Intemational Emplovess;

= Performance Appraisal System, Problems, ways to make il eflective;

Performance apprasal techniques

Module 5 Compensation Management & Recenl Trends in Global IIRM 12

Internativnal Compensation:

Meaning, Objectives, Components of International Compensation Program,
Approaches 1o International Compensation

Maotivation and Reward Sysicm

Meaning, Benchmarking Global Practices: Types of rewards: Mutivation
Theories

Recent Trends in Global HRM
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Emerging Trends in Global HRM: Role of Technology on Global [1RM;
Knowledge Management and Cilohal [TRM

TEACHING METIIODOLOGY TO BE USEID:
1. Theoretical Presentulivns

2. Case Studics

3. Classpoom [scussions

4. Video Prosentalion

SUCGEESTED READINGS:

Issential Readings:

1. Intenational Human Resource Management — Text and Cases P, 1. Rao, Lxcel Books
2. Global Human Growlh Model, M_N Rudrabasavaraj, Himalaya

Supplementary Readings:
1. International Human Kesource Management, Maonir Tayeb, Oxlord

2. International [luman Kesource Management, Peter Dowling and Denice Welch, Cengage Leaming

3. International [luman Resource Management, Tuny Edwards, Pearson Education

4. International Human Resource Mamagement: Managing People in a Multinationsal Context by Peler
Diowling and Denice Welch Cengage Publishing, 4th Edition, 20044

5. Managing a Global Worktoree: Challenges and Opportunitites in Internatiomal TTuman Resource
Managemeni by Vance Charles and Yongsin Paik M.E. Sharpe. Znd Edition, 20040

6. Drewster, ., Sparrow, P, and Vernon, (. {2007} International [Human Resource Management,
MoeGraw-Hill, Londen and New York.

7. Hareing, A. and Mnnington, A. (eds) Inteenationnl Human Resource Management, SACGLE. the latest
edition.

% Briscoe, 1., Schuler, R. and Claus, L. (2012) Intemational Human Resource Munagement. Londan:
Routledge, (latest edition).

TEACHING METHODOLOGY TO BE USED:
[ Case study methods

Z. Group Discussions

3. Prescntations

4, Role Play
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_Program: M.Com. (Business Management) - 1 | Semester: 11
| Course: Services Marketing B | Course Code:
Teaching Scheme Evaluation Scheme
Tutori | ; : S
Leclure Practical al Continuous Assessment e Mcs (fr h{“qdri;ﬂ:}“mma Do
{Iours per {(Hours per | (Hours Credit {CA) G ;
week) week) per (Marks - 25) {M:lrh.s-g: in {Juestion
| week) edbe e a gy ] BSOS )
b =SS S b= 15 L 7

LLearning l’}hje;tiv-es:
- Understand the Concepl of Services and intangible products

2. Comprehend emerging business model in scrvice sector

3. Analvze the role of services in the economy

4. Examine the unique characteristics of services and the resulting marketing challen pes

2. Design solutions for challenges arising out of the unique services characieristics

Course Oulcomes: h

After completion of the course, students would ke able 1o -

CO 1: Appreciate the difference between marketing physical products and intangible services, including dealing
with the extended services marketing mix, and the four unique traits of services marketing

CO 2: Identify business models adopted by service organisations

C0) 3: Use the challenges inherent to services as opportunities to win customers

CO 4: Recognize the challenges faced in services delivery as oullined in the services gap model and how to
address them

CO 5: Visualize future changes in the Services Industry

Outline of Syllabus: (per session plan)

 Module | — = [Iﬁcrigi__il:ms— IS T No of Hours
1 Introduction (o service marketing p
2 Key Elements of Services Markeling Mix T 12 iy
3 _-.‘l-'lanaginj:-, Quality Aspects of Services Marketing . L 12
4 Service Business Models, Ethics in services marketing = 12 ]
5 _Rcu:nt Trends in Services Sector _—EI

Total | B

Mote: Notional hours per week will be 2 hours which is for seli-study (pre requisite before starting a moduleftopic /
problem concept) and the same would be evaluated as a pari of continuous assessment.
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UNTTS/MODULES

TOPICS

MO, OF IIOURS

Module I

Introductivn (o service marketing

12

s

Role of service in modem economy

Services in the Global Economy- Moving from Domeslic Lo
Transnational Marketing

" Role of services sector during the COVID1Y induced lockdown

-

B

D). Marketing challenges of service
E. Service markecling environment
F. Goods v/'s service marketing

(. Goods — service continue

L. Consemer behaviour

I. Service markeling triangle

Maodule 2

Key Elements of Services Marketing Mix

12

A STP (Segmentation, Targeting and Positioning) [or Services
B. 7Ps of services marketing

1. Praduct

. Price

ifi, Place

v, Fromotion

v. People

vi. Physical Evidence

vii. Process
C. PBranding of services

Module 3

Managing Quality Aspects of Services Markeling

12

A. Improving Service Quality and Productivity
B. Service Quality
. GAP Model

ii. Benchmarking

iii. Measuring Service Quality

iv. Zone ol Tolerance and Tmproving Service Quality
. The SERVQUAL Model
). Defining Productivity — Improving Productivity

Page | 31




SVKM'’s Mithibai College of Arts, Chauhan Institute of Scicnce & Amrutben Jivanial

College of Commerce & Economics (AUTONOMOUS)

E. Demand and Capacity Alignment

Module 4

Service Business Models, Ethics in services marketing 12

A. Service Business Models: Free for uscrs adverlising based
business model, Bricks and Clicks, Aggregation, Freemium
madel, Crowdsourcing model, Franchise model

B. Ethics in Services Marketing: Meaning, Importance, Unethical
Practices in Scrvice Sector

Module 5

Recent Trends in Services Sector 12

A Retail,

3. Tourism,

. Healthcare

D. Financial Scrvices,

E. EBEducation

F. ITES

G. Entertainment Industry

SUGGESTED REAIMNGS:

Essential Readings:

Valarie A, Zeithaml, Mary Jo Bitner, Dwanve D. Gremler, Ajay Pandit, Services
Marketing - Integrating Customer Focus Across the Firm, McGraw Hill Education 2018

- Supplementary Readings:

Service Murketing - People, Technology, Strategy-A South Asian Perspective. Christoper
Lovelock, Jochen Wirle, Javanta Chamterjee. Pearson cducation

Services Marketing Text & Cases, Harsh V. Verma, Pearson Education

services - Marketing, K. Ram Mohan Rao, Pearson Education

services Management : The New paradizgm in Hospitality, Jay A. Kandampully, Pearson
Education

Service Sector Management, C. Bhartacharjee, Jaico Publishing [louse, Mumbai, Fdn 2008,
Services Marketing, Govind Apte, Oxford Press.

Customer Driven Services Management, 5. Balachandran, Response Book

Raphael Amit, Christoph Zotl, Business Model Innovation Strategy: Transformational
Concepts and Tools for Entreprencurial Leaders, Wiley, 2020
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TEACTIING METHODOLOGY TO BE USED:

1. Lectures
2. Case Study Based
3. Provject Based
SEMESTER IV
Program: M.Com. (Business Management) — 11 | Semester: IV —l
Course: Supply Chain Management and Logistics Course Code: |
Teaching Scheme Fvaluation Scheme |
Tutori . PR _
Lecture Practival al Continuous Assessment FEmERien; E?:EEE;ammatmm
(Hours per (Hours per {Hours Credit (CA) _mm x
wieek) wieek) per {Marks - 25) {Atacks I:'r: mr{}ucﬁmm
[ | wieh) per) -
6 z . 6 25 75

Leurning (hjectives: .
|.To provide fundamental understanding of supply chain management.

2.To highlight customer synergies in supply chain management.

3.To give an insight in to the concepts of logistics.

4 To explain the role of various elements of logistics mix.

5.To explain recent trends in logistics and supply chain management in Indian and Global context

| Coorse Ouicomes:
Atter completion of the course, students would be able to:

CO 1: Get familiarized with the process, principles, and importance of supply chain management
CO 2: Comprehend the role and significance of customer service in supply chain management.
CO 3: Apply the components and Lypes in business organisations.

€0 4: Develop logistics mix & SCM plan.

| O 5: Cvaluate the recent trends in the field of logistics and supply chain management.

[ Ouiline of Syllabus: (per session plan)

.ﬂndT | Deseriplions Mo of Hours =
1 [Overview of Supply Chain Management 12

e 2 Customer Value and Supply Chain Management i 12 a
3 Introduction to Logistics B 12 ]
4 _?mmeute of Logistics Mix - | 1z
5 |Recent Trends in Logistics and Supply Chain Management ' 12

Elﬂl : (]|

_Nn.tg: Notional honrs per week will be 2 hours which is for self-study {pre requisite before starting a modulelopic /

problem/ concept) and the same would be evaluated as a part of continuous assessment.
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MODULES TOPICS NO. OOF HOURS
Muodule 1 Overview of Supply Chain Mangeement 12
) Concept of Supply Chain management - functions of supply chain
management, principles of supply chain managemenl, strategies of
supply chain management
b} Process of Supply Chain Management — steps under supply chain
: management, significance of supply chain management, Kcy issues
in supply chain management
¢) Parlicipants of supply chain management - channel management and
iilegration, recent trends in channel management
Module 2 Customer value and Supply Chain Management 12
a) Concepl of customer service in supply chain management -objectives
of cuslomer service in supply chain management. clements of
CUSIOMET Service in supply chain management
b) Dimensions of customer value - levels of customer service in supply
chain management, strategies Lo improve customer scrvice
¢] Types of performance measurement in supply chain management —
Internal  performance  measurement, External  performance
measurement
Module 3 Introduclion W Logistics 12
a) Concept of logistics — meaning and definition of logistics,
components of logistics, operational objectives of logistics
b) Process of logistics -steps under logistics, competitive advantages
and 3C's of logistics, types of logistics, logistics outsourcing
c} Logistics environment — factors determining logistics environment,
significance of logistics environment analysis
Module 4 Flemen(s of Logistics Mix 12
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a)

b}

c)

Transporialion -  participants in transport decisions, modes of
transportation, multi- modal transportation

Warehousing, Material 1landling and Packaging - functionalily of
warehousing, types of warchouses, principles of material handling,
equipment’s used for material handling. functions, and types of
packaging

Inventory  Management - [unctions of invenlory managemenl,
techniques of inventory management  EOQ and Reorder levels,
ABC analysis, Pareto’s Law, HML analysis, VED amalvsis, SDE
analysis, 11 {KANBAN), Bull Whip Effect

Moduole 5

Recenl Trends in Logistics and Supply Chain Management

12

)

b)

Role of Information Technology in logistics and supply chain
management - ED1, ERP, Al, E- Procurement, E- Fullilment

omestic Trends in logistics - concept of Lugistics Parks, concept of
Dedicated Freight Comidors, performance modelling of supply chain
using Markov chamns

Glohal logistics trend - four Models of supply chain, global
challenges in logistics and supply chain management

SUGGESTED REAIDINGS:

Essential Readings:
Title

Logistics and Supply Chain

| Management

Aunthor(s) '

Dr Vinay
Pandit

Logistics and Supply Chain
| Managcmen|

| David Closs |

Publisher -
Sheth
Publishers |
Ml Crranwe 11N
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Title

[Lngistin:s and Supply Chain Management

F;]“hu] Logistics and Supply Chain Management |

| Textbook of Togistics and Supply Chain

f‘u'lanagerm:nl

Lissentials of Supply Chain Management

and Operalion

Supply Chain Management

Awthor(s

Martin Christopher

John Mangan and Chandra
Lalwani

Supply Chain Management: Strategy, Planning |

D.K. Agarwal
Michacl Hugos

Sunil Chopra and Dharam Vir

Kalra

M. Chandrasekaran

Logistics
linperative

Management-

The

Supply

Chain

Sopel ¥, Vinod

Publisher
Pearson Kducation

| Wiley Publishers |

Macmillan
Filhlisherﬁ_
Wiley Publishers

[ Pearson Education

O lord publication

Pearson
Education

TEACHING METITODOLOGY TO BE USED:

1.Lecture

2. Power Point Presentation
3. Video Clips

4.Case Siudics

3. Role Play

6. Group Discossion
T.Guest Lecture

8.Quiz

Page | 37




SVKM's Mithibai College of Arts, Chauhan Instilute of Science & Amrutben Jivanlal
College of Commerce & Feonomics (AUTONOMOUS)

| Program: }‘I.-Enm._{l:lu:iinﬁm Management) - 11
i Course: RETAIL MANAGEMENT

| Semester: IV
| Course Code:

Evaluation Scheme

Teaching Scheme
[ Tulori i I
I "
Lecture | Practical al Continuous h::ﬁ?:&?;;f;::,ﬂ
{(Hours per | {(Hours per | (Hour Credit Assessment (CA) 2 S
[ iMarks- 75 in Question
week) week) s per (Marks - 15)
Ea Paper)

6 | - - i 25 75

Learning Ohjectives:

I. To orient leamers with the basics of retail, retailing and retail management

2. To develop practical understanding of the retail sector covering crucial arcas like retail buying, pricing.
relail store operations o
To give real world understanding of the complete retail sector with focus on FDI and prepare the
participants o get ready for the rewarding career in the retal sector

4, To analyze the role of antificial intelligence in retail sector

5. Tu evaluate the changing phase of retailing alier the Covid — 19 pandemic,

ad
'

| Course Qulcomes:
After completion of the course, students would be able Lo:

CO 1: Comprehend the organized retail sector and its operations.
C0 2: Recognize how to deal with shoppers and understand their needs to suslain in the markel

CO 3: ldentily the role of Artilicial Intelligence in retail scclor and the changing phase of retailing after the
Covid — 19 pandemic,

CO 4: Analyze, adapt & apply the knowledge lor facing the challenges in the retail sector

CO 5: Apply the varivus strategies involved in relail sector.

Outline of Syllabus: (per session plan)

“Module | I.I'esr:rip-linT Mo of I—iuu_rs

I |OVERVIEW OF RETAIL. MANAGEMENT 12

7 |RETAIL SHOPPER AND RETAIL STRATEGY 12

3 |MERCHANDISE MANAGEMENT AND RETAIL PRICING 12

4 | RETAIL STORE MANAGEMENT 12
5 |RECENT TRENDS IN RETAILING 12
Total (1]

Note: Notivnal hours per week will be 2 hours which is Tor self-study (pre requisite before starting a module/topic /
problem/ concept) and the same would be evalpated us a part of conlinuons assessment.
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—

MODULES TOPICS NOL OF HOURS
Module 1 OVERVIEW OF RETAIL MANAGEMENT 12
Introduction to Retail Management
*  Retail Management: Concept of Rewiling, Retailer, Relail
Management, Imporiance of Retailing, Role of Retailer in a
Supply Chain
Retail Formats
il = Retail Formats: Meaning, Types of Retail Formats
* Multichannel Retailing: Concept, Signilicance
Retail Sector in India
* Retail Growth Strategies: Market penetration. market
cxpansion, reail format development, and diversification
= Retail Sector in India: Drives of Retail trade in India, FDI
in Retailing in Indian Context, Social and Economic
Significance of Retailing, Challenges Faced by the Retail
Sector, Organized and Unorganized Retail in India
Module 2 RETAIL SHOPPER AND RETAIL STRATEGY 12

An Overview of Retail Shopper
¢ Rectail Shopper: Congept, Factors Infucncing Retail
Shoppers, Changing Profile of Retail Shoppers, Buying
Process, Types of Buying Decisions - Fxiended Problem
Salving, Limited Problem Solving, Habitwal Decision
Making (MU - BM%)
Customer Relationship Management in Retail
= Retail Communication Mix: Concept, [sing
Communication Programs 1o Build Customer Tovalty
= CRM in Retail: Concept, Objectives, Customer Retention
Approaches:  Frequent  Shopper  Programme, Special
Customer Services, Personalization, Community
Retail Strategies
* Retail Strategy: Concept, Steps in Developing  Retail
Stralegy
Building Sustainable Competitive Advantage: Sources
Retail Store Location: Types of Retail Locations, Factors
Influencing Store Location, LicensesPermissions Required
to Start Retail Store in India
* Trade Area: Meaning, Characleristics, Factors Allecting the
Size of the Trade Arca
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+ [IRM in Retail: Significance, Functions, [ssues

Muoduale 3 MERCHANDISE MANAGEMENT AND RETAIL PRICING 12
Retail Merchandising
s Merchandise Management:  Concept, Types  of
Merchandise, Principles of Merchandising, Merchandise
Planning- Meaning and Process
s Merchandise Category: Concept, Calegory Captain, Role of
Calegory Captain
s Lifestyle Merchandising: Concepl
s Merchandise Procurement/Sourcing: Meaning, Process,
Sources for Merchandise
Retail Buying
¢ Buving Function: Meaning, Buying Cycle, Faclors
Affeeting Buying Funclions
s Brand Alternatives: National Brands, Privale lLabels:
Concept, Importance
IRetail Pricing
» Retail Pricing: Meaning, Considerations in Setting Retail
Pricing, Pricing Stralegies, Variable Pricing and Price
Discriminalion
« Legal and Fthical Pricing Tssues: Predatory Pricing, Resale
Price Maintenance, | lorizontal Price Fixing, Bait-and-Switch
Tactics, Scanned versus Posted Prices, Deceplive Reference
Prices.
Module 4 RETAIL STORE MANAGEMENT 12

Store Operations and Design
» Retail Store Operations: Meaning, Responsibilities of
Store Manager, The § §'s of Retail Operations (Systems,
Standards, Stock, Space, Staff)
+ Retail Store Design: Store Design- Meaning, Objectives,
Principles. Elements of Exterior and Interior Store
Design, Store Almospherics and Aesthetics
s Store Website: Significance
Store Layvout
+ Store Layout: Concept, Types - Grid, Racetrack, Free
Form
« Signage and Graphics: Meaning, Significance, Concept
of Digital Signage
s Feature Arcas: Concept, Types: Windows, Entrances,
Freestanding Displays, [nd Caps, Promaotional Adsles,
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Walls, Dressing Rooms, Cash Wraps
Visnal Merchandising
* Visual Merchandising and Display:  Concepl,
Significance, Tools Used lor Visual Merchandising,
Concept of Planogram. Displav- Meaning, Methods of
Display, Errors in Creating Display

Maodule 5

RECENT TRENDS IN RETAILING 12

Recent Trends in Retail Formats
* Modern Retail Format — Malls Meaning, Components:
Positioning, Zoning, Promotion and Marketing, Facility
Management, Finance Management, Reasons for erowth of
Malls, Challenges faced
* Airport Retailing: Concept, Significance
Recent Technologies in Retailing
* Technologies: Use ol Technologies in retailing - Electronic
Data Interchange (EDI), Radio Frequency Identification
(RFT), Dala Base Management System.
* E-Retailing: Formats, Challenges, Green Retailing - Concept
and limportance
Future Prospects
= Retail as 1 Career: Career Options

*  Raole of Artificial Intelligence in Retailing — Case Studies
*  Changing Phase of Retail Trade after the Covid - 19

SUGGESTED READINGS:

Essential Readings:

1.
&

Michacl Levy & Barlon A Weile, “Retailing Management™, Tata Me Graw Hill
Gibson G, Vedamani, “Ketail Management- Functional Principles and Practices”, Jaico
Publishing House, Mumbai.

Supplementary Readings:

NP e

Jim, “Retail Strategies-understanding why we shop™, Jaico Publishing House, Mumbai.
Dunne Lusch, “Retail Management”, South Western Cengage |.eaming

k.5 Menon, “Store Management™, Macmillan India 1.1d,,

Swapna Pradhan, “Retailing Management—Text and Cases”, 4th Edn, Tata Mc Graw Hill.
Bajaj, Tulli & Shrivastava, “Retail Management”, Oxlord Universily Press
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TEACHING METHODOLOGY TO BE USED:
[. Tecture Method

2. Case Studies

3. Discussion

4, Practical Assignments

Program: M.Com. (Business Management) - 11

Course; Business Analviics

Semester: v
Course Code:

Teaching Scheme Fvaluation Scheme
Tutori | Semester End Examinali
Lecture Practical al Continuous Assessmemt | o (SE |:.} oo
{]_In-!um per {(Hours per | (Hours Credit (CA) ) (Marks- 75 in Question
weck) wieek) per (Marks - 25) Paper)
= | | week) | 5 -,
[ - | - 0 25 i 75 =
Learning Ohjectives:
1. To understand the core learning behind modern day analytics
2. To understand the functional arcas of Analylics
3. To ynderstand principles of big data with real world business cases
4. Learn the key technologies and its application
Course Dutcomes:
After completion of the course, students would be able to
O 1: Recognise signilicance of Business Analylics
| €O 2: Adopt Big Data in differcnt domains.
CO 3: Apply Business applications and comprehend scope of cach of the analytics streams
- C0 4: Analyse Emerging applications of Analytics and apply il according:y.
Outline of Syllabus: (per session plan)
Muodule e=seriptions | No of Hours |
1 Biz Data ' T
2 Business Analyties 12
3 Visual Analytics & Funclivnal Areas of Analytics: Finance ! HR / Lozxistics / Fraod 12
4 Functional Areas of Analytics: Marketing / Digital / Web 12
5 Emerging Application ol Analytics 12
Total i
Nute: Notional hours per week will be 2 hours which is for self-study {pre requisite before starting a module/topic /
problem/ concepl) and the same would be evaluated us n part of conlinuons assessmenl.
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UNITS/MODULES TOr'Cs Mk OF HOURS
Module 1 Big Data 12
*  Introduction to Dala, Information and Knowledge,

* [y Darta,

* Adoption of Big data to solve analytics problems

¢ Handling Big data platform

= Struclured and unstructured data, Sources of Big Dala, Key
aspeets and Govemance of Big Dala, Business Application of

= Big Data

Technology required store and retrieve big data.
Distributed and Parallel computing with Big Data

+ Big data technologics, Cloud Computing,

*Excel will be used 1o explain the cleaning and editing of Data
Muodule 2 Business Analytics 12

= Need lor Business Analytics, Merits and Demerits
Career in Analytics, Qualities reguired

* Technology for Business Analytics

* Descriptive analytics, Importance and Need, Visualiving and
exploring data

= Prediclive analytics, Importance and Need

* Prescriptive analytics, Importance and Need, Prescriplive

. modeling
*Excel will be used to explain the analytics of data
Module 3 Visual Analylics & Functional Areas of Analvtics: Finance / HR 12

Lugistics / Fraud

= Visual Analytics, Need & Importance

Story Boarding

Big Drata Visualisation: What is visualisation?

Importance ol Data Visualisation

Data visualisation Tools

HR Analytics - Usage in Personnel Management and
compensation

* Finance Analytics — Usage in product costing and resource

& & #® @
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allocation
s Business Analytics in Practice: Financial and Fraud Analytics,
HR Analytics, Healtheare Analytics

+Excel will be used (o show various Lypes of graphs for Visual
Analvtics

Module 4 Functivnal Areas of Analyties: Marketing / Digital [ Web 12

+ Marketing Analytics - Usage in 8T, and other arcas.

«  Social Media Analytics, Mobile Analylics and Visualisation.

+  Social Media Analytics: Inteoduction lo social media. Social
Analvtics, Key features ol social media analytics.

s  Mobile Analytics: What is Mobile Analytics? , Tools for
Mobile Analytics, Performing Mobile Analylics

=  Web Analytics

*Tools like Google Analytics. Facebook Business Suite & SEMRush
will be used o explain the concepts in details

Module 5 FEmerzing Application of Analytics 12

+ Busincss Intelligence

= Data Mining

= Dashboards in Analyvtics

» Busingss Analytics VS Business Intelligence

e Machine Leaming, Usage & Importance

» Augment Reality, Usage & lmportance

e Al Usage and Importance

» DBlockchain Technology

e Technology & Change management implementation

SUCGESTED READNGS:

Fssential Readings:
1. James Evans Business Analytics Pearson
2. Business Analytics: An Introduction (English, Paperback, lay Ligbowitz)

Supplementary Readings:

1. “Big Data, Big Analytics: Emerging Business lntelligence and Analytic Trends [or Today s
Businesses” by Michagl Minell

2. Business Analytics — The Science of Duta-Driven Decizgion Making 2nd edition | L. Dinesh Kumar
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TEACHING METHODMLOGY TO BE USED:
I. Shides,

2. Activily,

3. Caselets & Case Study

4, Business examples

3. M5 Excel for Analytics

6. Oaline Tools like SEMRush, Google Analytics

Page | 46



SVKM’s Mithibai College of Arts, Chauhan Institute of Science & Amruthen Jivanlal
College of Commerce & Economics (AUTONOMOUS)

| Semesters IV

Program: M.Com. (Business Management) - 11
| Conrse {ode:

Cownrse: Public Belations

Teaching Scheme Evaluoation Scheme

| Tutori ) —
Lectare Practical al Continuous Assessment PRI E?;FE‘T TEEEMEe
{Tlours per (Hours per | (Hours Credit (CA) Bog :
wiek) week) per (Marks - 25) (L :a mr;“!"ﬁ““"
week) pe
6 ' - | - | = 25 75 i

" Learning Objectives:

|. To provide the studenls with basic understanding of the concepls of corporate communication and public

relations
2 To introduce the various clements of corporate communication and consider their roles in managing

organizations =
1 To cxamine how various elements of corporale communicalion must be coordinated to communicate |

ellectively
1, To develop critical understanding of the different practices associated with corporale communication

Course Quteomes:

Alter completion of the course, students would be able to -
CO 1: Comprehend how corporate communications and public relation campaigns are developed

CO 2: Identily the place and value of corpurate communications and public relation in the promotion mix and
the larger marketing mix.

CO 3: Explain the importance of various publics relaied to the company and maintaining a good image lor all |
publics.

| €O 4: Apply various corporate communications and public relation Lools.

i Outline of Syllabus: (per session plan)

| Module | Deseriptions | Noof Hours |
1 Introduction to Corporate Communication 10

| ¥ it e SN oW,
2 Understanding Public Relations 12
3 Functions of Corporate Communication and Public Relations 15
4 Emerging Technology in Corporate Communication and Public Relations 12
5 | Social Media & P12, Fthics and Law in PR 11

Tantul | 6l

Note; Notional hours per week will be 2 hours which is for scll-stndy (pre requisite before starting 2 module/lopic /
problem/ coneept) aml the same would be evaluated as g parl of continuous assessment.
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UNITS'MODULES

TOPICS

NO.OOF HOURS

Maodule 1

Introduction to Corporate Communication

10

4} Corporute Communication: Scope and Relevance - Introduction, Meaning,
Scope, Corporate Communication in India, Need! Relevance of Corporate
Communicalion in Contemporary Scenario

b} Keys concept in Corporate Communication - Corporate Identity: Meaning
and Features, Corporatc Image: Meaning, Faclors Influencing Corporate
Lmage, Corporate Reputation: Meaning, Advantages of (Good Corporale
Repulalion

Module 2

Understanding Public Relations

12

a} Fundamental of Public Relations: Introduction, Meaning, Fssentials of
Public Relations, Objectives of Public Relations, Scope of Public Relations,
Significance of Public Relations in Business

b} LEmergence of Public Relations: Tracing Growth of Public Relations.
Public Relations in India, Reasons for Emerging International Public
Relalions

¢} Public Relalions Environment: Introduction, Social and Cultural lssues,
Ceonomic [ssues, Political Issues, Legal Issues

d) Theories used in Public Relations: Systems Theory, Situational Theory,
Social Exchange Theory, Diffusion Theory

T Module 3

Functions of Corporate Communication and Public Relations

15

a) Media Relations: Introduction, Importance of Media Relations. Sources of
Media Information, Building EiTective Media Relations, Pringiples of Good
Moedia Relations

b} Employee Communication; Introduction, Sources of Employee
Communications, Organizing Employee Communications, Benefits of Good
Employes Communications, Steps in Implementing An Effeclive Employes
Communications Programme, Role of Management in Emploves
Communicalions

¢} Crisis Communication: Introduction, lmpact of Crisis, Role of
Communication in Crisis, Guidelines for 1 landling Crisis, Trust B uilding
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d} Financial Communication: Introduction, Tracing the Cirowlh of Financial
Communication in India, Audiences for Financial Communication, Financial
Advertising

AModuale 4

Emerging Technology in Corporate Communication and Public
Relations

12

a) Contribution of Technology to Corporate Communication: Introduction,
Today's Communication Technology, lmpoertance ol Technology 1o
Corporate Communication, Functions of Communication Technology in
Corporate Communication, Types of Communication  Technology, MNew
Media: Weh Conferencing, Really Simple Syndication (R55)

b} Information Technology in Corporate Communication: Introduction, E-
media Relations, C-internal Communication, Li-brand Identity and Company
R.cputation

¢) Corporate Blogging: Introduction, Defining Corporate  Blogging,
Characleristics of 2 Blog. Types of Corporate Blogs, Role of Corporale
Blogs, Making a Business Blog

Maodule 5

Social Media & PR, Ethics and Law in PR

11

soctal media and Public Relations
a) Social media and public Relations, Challenges posed and opporlunifies, *
Dark PHE, Case studics

b) Ethics and Law in Corporate Commumication - Importance of Ethics in
Corporate Communication, Corporate Communication  and Prolessional
Code of Ethics, Mass Media Laws: Defamation, Invasion of Privacy.
Copyright Act, Digilal Piracy, RT1

SUGGESTED REATMNGS:

IEssential Readings:

s loepComelisse , Corporate Communication: A Guide to Theary and Provtice, Sage Publication

Richard R. Dolphin, The Fundamentals of Corporate Communication

Supplementary Readings:

Jocp Comelissen, Corporate Communications: Thesry and Pruclice

Sandra Ofiver, Handbook of Corporate Commmication & Public Helations A Cross-Culiueal Approach
Jaishri Jethwaney, Corporale Communication: Principles and Practice

Rosella Gambetti, Stephen Quigley, Managing Corporate Communication

Joseph Fernandes, Corporate Communications: A 2151 Century Frimer

(18, van Biel, Chris Blackburn, Frinciples of Corporate Commumicilion

Jumes . Horton, Inteprating Corporate Communication: The Cost Effective Use of Messags & mledium
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TEACHING METHODOLOGY TO BE USED:
I. Classroom sessions with PowerPoint presentations
2. Case studies

3, Videos snd discussions

4. Continuous and torm end assessment

Page | 50




SVEKM's Mithibai College of Arts, Chauhan Institute of Science & Amrutben Jivanlal
College of Commerce & Economics (AUTONOMOUS)

| Semester: 1V

Program: M.Com. (Business Management) - 1T
Course: QORGANIZATION DEVELOPMENT

Teaching Scheme

| Course Code:

Evaluation Scheme

_ Tutori e Semester End
Lecture Practical al aniiuons Examinations (SEE)
(Hours per (Hours per (Hours Credit Assessment (CA) (Marks- 75
week) week) prer {Marks - 25) S
ek im Question Paper)
6 | - i 6 25 75
Learning {}bjectives:

i. To understand Nature, Foundations and Overview of Organization Development

2 T'o understand the Values. Assumptions and Beliefs in Organization Development

3. To help students understand the Process and Intervention in Organization Development

4. To seguaint students with the concept of Learning Chrganizations as a process of making the organization adaptablc

and change proot,

Course Cuteomes:

After completion of the course, learmners would be able to:
CO1: Comprehend the concept of Organization Development, its theories and its evolution 1o its current form.
C02: Interpret the various approaches te Organization Development; its values, assumptions and beliefs
C03: Analyze and prepare the OL) process divided into diagnosis, action research and program management
C04: Learn, appreciate and integrate the concept of Building l.earning Organizations in ¢xisling organisations
C05: Evaluate various organizational development interventions.

Qutline of Syllabus: (per session plan)
| Module | Description | Mo of Hours
1 Introduction to Organization Development 12
2 Values and beliefs in Organisation Development ' 12 ad
3 Managing the Organization Development Process 12
4 Building Learning Organization 12
5 Organizational Development Interventions 12
| Total L]

Note: Notional hours per week will be 2 hoors which is for self-study {pre requisitc before starting a module/topic /

problem! concept) and the same would be evaluated as a part of conlinuons assessmenl.
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Unit Topic No. of
Hours/Credits
Module 1 Introduction to Organization Development 12

a. Dehnition and Nature
History of Organization Development

c. Approaches to OD: Laboratory Training Stem,
survey Research and Fecdback Stem, Action
Research Stem and Sociotechnical Siem

Module 2 | Values and beliefs in Organisation Development 12

3. Values, Assumplions and Beliefs in Organization
Development

b. Competencies ol an Effcctive Organization
Development Praclilioner

Meodule 3 | Managing the Organization Development Process 12

a. Muodels and Theories of Planned Change
h.  Diagnosis: Diagnose the State of the Systems, its
Subumnils and Organizational Processes

¢.  Action Rescarch and Organization Development
d. The Program Management Component
Module 4 Building Learning Organization 12
a. Meaning and Imporiance
b. The Five Disciplines
¢. The 7 Leaming Disahilitics
d. The 11 Laws of the Fifth Discipling
Module 5 Organizational Development Interventions 12
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Team Intervenlions

Intergroup and Third-Party Peacemaking Interventions
Structural Interventions

Comprehensive OT) Intervention

B & [

SUGGESTED REAINNGS:
Fssential Readings:
1. Cummings, T.G and Worley, C.G (2001) Organization Development and Change. Thomson
Learmimg. LSA
> French, W.I..., Belldr, C.H and Vohra, V {(2011) Organization Development. Sixth Edition.
Elcventh Impressions. Pearsen Prentice Hall, Mew Delhi
Supplementary Readings:
5. Rumnaravan, S and Rao, 1.V (2011) Organization Development: Accelerating Leaming and
Transformation, Revised and Updated 2nd edition. Sage Publication. New Delhi.

4. Rothwell. W. T and Sullivan, R. L (Editors) (2005) Practicing Organization Development: A
Guide for consultants Second Editor. Pleiffer A Wiley Imprint. Sanirancisco, California,
[T5A
seth Allcorn (2006) Organizational Dynamics and Intervention: Tools tor Changing the
Workplace. Prentice-Hall of India Private Limited, New Delha
6. Sharma, R.K {2010) Change Management: Concepts and Applications, Tata MoeCraw 11l
Education Private Limited. New Delhi
Senge, P.M (2006) The Fifth Discipline — the art of and practice of the learning organisation.
Currency, LISA

L]
b

-

TEACHING METHODOLOGY TO BE USED:
[. Activity,

. Caselets & Case Study

3. Business exwnples

el
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Program: MASTER OF COMMERCE — 11 {BUSINESS MANAG EMENT)

Semester : TV

Course : Project Work-11 (RESEARCH BASED)

Teaching Scheme

Course Code:

Evaluation Scheme

Continuous |

Practical : Term End
Lecture Tutorial Assessment and : i o
{Mours _ ; : X Examinations (TEE)
{Ilours per (Hours per Credit Evaluation (CAFE)
- 3 S (Marks- 75
week) weck) (Marks — 25 in internal | | = -
week) 2 in external Viva-Yoce)
Viva-Voce)
= - - | 06 25 | 75

Learning Objectives:

Learning Outcomes:

After completion of the course, students would be able:
CO1: To get familiarized about the Rescarch Methodology,

CO2: To comprehend the connection between research and its applicalions.
CO3: To formulate & prepare Rescarch Report of project undertaken,

* Toinculeate the clement of rescarch work challenging the potential of learner as regards to his her
cager to enquire and ability w0 interpret particular aspect of the study in his/ her own words.
* To document, structure and present the learnings from Research,

Information about the project report

Descriptions

Project based on Research (Primary Data)

2 Report submission of minimum 60 to 70 pages.

Topics Lo be covered in the report -

el

1) Introduction
2} Literature Reviews

4) Rescarch Methodology

6) Findings

3} (ther important Secondary Data (related to the topic)

5) Hypothesis Testing, Data Analysis, Interpretation & Presentation

Page | 54




SVKM's Mithibai College of Arts, Chauhan Institute of Science & Amrutben Jivanial
College of Commerce & Leonomics (AUTONOMOUS)

7}y Recommendations/Suggestions & Conclusion.
8) Bibliography/References
9) Appendix

| Any other information :

Details of Assessment (CA)-
{: 75 marks external examiner- 50 marks for report + 25 marks for Viva
3. 25 marks internal examiner-20 marks for report + 05 marks for Yiva

GUIDELINES FOR RESEARCH PROFPOSAL

Purpose of Research Proposal

The students have studied the subject of Rescarch Methodology in Semester [, in which they
have already leamt how to frame a rescarch proposal. Academically, the students will be asked
to prepare a rescarch proposal lor their desired research projuect topics and present it in front of a

panel in order Lo get their topic approved for the rescarch project.

One of the objective to ask students to make research proposals is because, under the New
Lducation Policy, M_Phil. has been eliminated in which students are asked to make research
proposals for their dissertation topic approval and through this, they usually et an idea of
research proposal preparation and presentation, which further helps them to pet ready for

pursuing their Ph.D.

I students are asked to make a rescarch proposal for the topic approval of their respective
rescarch topics, then, it would provide them an insightiul expericnce ol proposal presentations,

then, whether it is academically (for pursuing Ph.D.) or professionally (in Corporates)

Contents of Rescarch Proposal

l. Introduction

2. Review ol Literaturc (5-8 reviews)
3. Rescarch Slatement

4. Objectives of the Study
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3. Hypothesis of the Study
6. Research Methodology
i.  Rescarch Design
li.  Sources and Methods of Data Collection
iii.  Sample Design
iv.  Techniques of Data Analysis
7. Signilicance of the Swdy
8. Scope of the Study
9. Limitations of the Study
10. Tentative Conclusion of the Siudy
11. Chapter Schemg

1Z2. References

Note: The proposal should have a cover page and the entire proposal should nol exceed 10 pages,

Methodology of Topic Selection Interview

— The topic sclection interview can be conducted at the beginning of the scmester (within

the first month of the start of the semester 1o be more accuratc)

» The panelist can be the faculties, i.c., the Research Guides o whom the students will be

allotted.

» II' possible, the Vicc-principal and Principal, can also be present during  proposal

presentation as Senior Keviewers.

-+ The students can be judged on their understanding of their topic as well as on their

understanding of the various terminologies ol research.

D (="

M, Shﬁam Khan . [Yharat Fa-tel
HOD Approved by Vice —Principal

e LA s
=5
1r. Shatrughna Patil
Commerce BOS - Chairperson

ko=
Dr. Krutika Desai
I/e Principal

Page | 56






