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st sft.u, urgasen <kt shige ot (Credit Calculation of B.B.A. Course)
hiee T poT T it sk fermmeff <t e1fela e & - o affar argTsRn

(Total number of credits a student has to earn: - 120 (Three Years Course)
shtee @ fasrer (Division of credits):

v a1 fgsmr & (From own department): 60% (72)

v’ a1 faamifeeerea @ (From other Departments): 40% (48)
Tk AHTET o shige ot farwmer (Semester wise division of credits):

v a1 fgsmr & (From own department): 70% (84)

v 1= faamt & (From other Departments): 30% (36)
Tk ANTET o shige ot farwmer (Semester wise division of credits):

> e A (First Semester):

v’ 399 T & (From own department): 12 sfee (Credits)

v a7 fawmtt & (From other Departments): 8 sfe< (Credits)
» g aweex(Second Semester):

v’ 393 famr & (From own department): 12 sfee (Credits)

v a7 fawmtt & (From other Departments): 8 sfe< (Credits)
» e awex (Third Semester):

v’ 399 T & (From own department): 12 sfee (Credits)

v a7 fawmtt & (From other Departments): 8 sfe< (Credits)
» =t awee (Fourth Semester):

v’ 393 T & (From own department): 12 sfee (Credits)

v a7 fawmtt & (From other Departments): 8 sfe< (Credits)
» urear amwe (Fifth Semester):

v’ 393 T & (From own department): 12 sfee (Credits)

v a7 fawmtt & (From other Departments): 8 shfe< (Credits)
> waramwex (Sixth Semester):

v’ 399 T & (From own department): 12 sfee (Credits)

v a7 fawmtt & (From other Departments): 8 sfe< (Credits)
> waat s (Seventh Semester):

v’ 393 T & (From own department): 16 3fee (Credits)

v a1 fawmti & (From other Departments): 4 sfe< (Credits)
> ereat saeex (Eighth Semester):

v’ 393 T & (From own department): 16 3fee (Credits)

v a1 fawmti & (From other Departments): 4 sfe< (Credits)

Note:

shfee: 1 shfee gaqed & 30 =e & (10 =12 1 =, 5 e fremes & Aqc areft wifafer ot 15 =9e &1 o=
i) (Credit: 1 credit is equivalent to 30 hours ( 10 hours class room teaching, 5 hours teacher led
activity and 15 hours students efforts)
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> mgrem i stanra it Rroafemer, aut

Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya
(erere v TR arferfram 1997, sharicn 3 3 st worfi st Rrvafieera)

k (A Central Universitv established bv Parliament bv Act No. 3 of 1997)
farwar e sfieft 301 wfem: 43k
o st A war e g (Principles Of Management)
UTSTASHA % I

o S YhI TR U 8 ki U Tt st g st |

o TS o T e 37t ey it ugfa @ ferenfeiat st svemma s |

o IS U § GISTHRT R Frsror & ferenfi sht srenma s |
Iufeufa srfAamr;

fereafaramera o MAHTHR TgHshA i I TE AT o o ol foreanfefa 43wie € st o 31
T ST H SUTeerd T | 7tg 75 % Sufkerfa sifram 2 | su o uftufa 89 W B &l
TlteT § sl ¥ o foram ST aeRar g |

HedTeh oh WHES
1. ara ade 70%

2. |aq ek gt 30%

> e ¥ wrfer; 10%

> ag T=ifEgfoen 10%

> Teca & 10%

UTGASHT T,

s - | (1292
yau+ uftem ta@ et INTRODUCTION TO MANAGEMENT AND

ORGANIZATIONS

I |, o 31 ST | Yeleeres ST ST, Yo o YR, JeRehiT e 37 IS | TS T
3ET | SIS Yoo |, AT oY Joeq en | sheli-dl T, HieH shi TEhid Td ATdra,

T € H GHehICE e AL e




(Definition of Management — Science or Art - Manager Vs Entrepreneur - types of managers
- managerial roles and skills - Evolution of Management - Scientific, human relations ,
system and contingency approaches —Organization culture and Environment - Current trends
and issues in Management.)

s - |- (125%)
frairrT PLANNING

fISH 1 Topfd T 3w, TRie <t gfoka |, IS & opr | FIIeH o 3o | Faie T Sev &t
Fifera s Hifaar Fida e wa Faifsa e, amies Fese | Fass ade Fase o fok
o =T T fsha

(Nature and purpose of planning - planning process - types of planning - objectives - setting
-Objectives - policies - Planning premises — Strategic Management — Planning Tools and
Techniques - Decision making steps and process.)

zate - |11 (12 =re)
armsfAeRtor ORGANISING

Yohid T 349, STU=ETieh 3R SR G4, TS A1, BT 3N TR, TS R TTh
SferepTiCar |, forvmfistor, 3rferenm Sem AT, Fhesfiertor 37T forehmsiiahtoT | v fmior ue wEmem
T €, HTE SETEE RIS | Wt ST == |, IiRreqor ug foshme, Saei Jedreh, it e 3
BERE]

(Nature and purpose — Formal and informal organization - organization chart - organization
structure- types - Line and staff authority — departmentalization - delegation of authority -
centralization and decentralization — Job Design - Human Resource Management - HR
Planning, Recruitment, selection, Training and Development, Performance Management
Career planning and management.)

e - |V: (12 =r?)
e DIRECTING

Ushet SR HYE AGER T fuior , SIS Stfrron o fagra  AfmroT i et | w1 ggi
T G | A — TRR U g, GRINer R STEm | ST SR SE0T SR e
LETIED

(Foundations of individual and group behavior - motivation - motivation theories -
motivational - Techniques - job satisfaction — job enrichment - leadership - types and
theories of leadership —-Communication - process of communication - barrier in
communication - effective communication — communication and IT.)




gt - V. (12 =r?)
ot CONTROLLING

femr & JehR SR alidh |, aied 3R X asedt T o alien, |TUIeh TR AT dehrich T
TS €ehiT REOT W RN, SCUTEH Shl HHRATT SR et SeE | T 3R qears , € 3K
grereh fror feqifd

(System and process of controlling - budgetary and non-budgetary control techniques - use of
Computers and IT in Management control - Productivity problems and management - control
and performance - direct and preventive control - reporting)

Tra (eI ech.

Text Books: TB1. Stephen P. Robbins & Mary Coulter, “Management”, 10th Edition,
Prentice Hall (India) Pvt. Ltd.,2009. TB2. JAF Stoner, Freeman R.E and Daniel R Gilbert
“Management”, 6th Edition, Pearson Education, 2004.

REFERENCES: RB1.Stephen A. Robbins & David A. Decenzo & Mary Coulter,
“Fundamentals of Management” 7th Edition, Pearson Education, 2011. RB2. Robert Kreitner
& Mamata Mohapatra, “Management”, Biztantra, 2008. RB3. Harold Koontz & Heinz
Weihrich “Essentials of management” Tata Mc Graw Hill, 1998. RB4. Tripathy PC & Reddy
PN, “Principles of Management”, Tata McGraw Hill, 1999.



f
= R srawT e Rivafeers, Tut
Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya
(viere grer i arferfren 1997, swwien 3 3 siwa vonfia e Rrvafireem)
k (A Central Universitv established bv Parliament bv Act No. 3 of 1997) /
fowar =i BB 302 Thiged . 4 shiee

o &t A fawor war e (Marketing Management)
TSR % 3LV

o TIUUT Yeu St ST Ug $6eh i | foramtel st aftfra oM |
o TIUUM Yeue § qHieRor qAaeTur shi Ugfadt © ot st Sterra o |

o fIUU Yeu § SUNIRT sHagR ¥ foranfeia st 31enTd oM |
Iufearfa srfaamar;

fereafaramera o FMAmTIHR TIgashA 1 I3 TE 1 o o fordl Tt @ 3wfiq @ < o ora
T ST H SUTeerd T | 9tg 75 % Sufkerfa sifram 2 | su o 3uftufa 89 S &l
TteT § oo | Ffe form ST deRar © |

HedTeh oh WHES
Lw=ma wdter 70%

2.9 3Ttk gk, 30%

> e ¥ wrfer; 10%

> ag w=ifEgfoen 10%

> Teca & 10%

UTGASHT T,
geTs — | ferum war e w61 aier=r (Introduction to Marketing Management) (12=2)

feraur et =t 319l 3R weea (Meaning and Importance of Marketing Management)




TSR ATHE 7R g7 foaur sagmemd (The Market Offerings and Core Marketing
Concepts)

feraur gt (Marketing Philosophies)

feraur wiskam (The Marketing Process)

zoTs — || Tariaror et o SR rt e (Environmental Scanning and Information
Gathering) (12 =r?)
feraur arararor st farsgmor (Analyzing the Marketing Environment)

feraur g worredt (Marketing Information System)

feraur wmrer wfskam (Marketing Research Process)

zots — || SoeTiveT soraer T farspwor, SR gt Y ugen ofR artera st (Analyzing
Consumer Behavior, ldentifying Market Segments and Targeting) (12 =r2)

TRIEHT O TR 3TR SUMIThT SFaeR THTfad s arer shien (T he Buying Decision Process
and

Factors Influencing the Consumer Behavior)
arer ferarsi (Market Segmentation)

TSR = wrtera et (Market Targeting)
zents — |V Tergura farsror st wweram (Understanding the Marketing Mix) (12 =r2)

3care ot (Product Decisions)

7o o (Pricing Decisions)
faraor ot (Distribution Decisions)
gag o (Promotion Decisions)

gt — V: fauom o adum g7 o 3w &z (Current Issues and Emerging Trends in
Marketing) (12 =e2)

ek o e o TR amor e (Customer Relationship Management and Rural Marketing)



3 forqur o7t war fomur (E-Marketing and Services Marketing)
T forqur, arTisiens fodum 37 fauer & Afaes 12 (Green Marketing, Social Marketing and

Ethical Issues in Marketing)

Taf-erd q&ch.

Kotler Philip; Keller Kevin Lane; Koshy Abraham &amp; Jha Mithileswar (2009), Marketing
Management:

A South Asian Perspective, 13 th Edition, Pearson Education, New Delhi.

Ramaswamy V.S. &amp; Namakumari S. (2009), Marketing Management: Global
Perspective Indian

Context, 4 th Edition, Macmillan Publishers India Ltd., New Delhi.

[0 Karunakaran K. (2010), Marketing Management: Text and CaSes$ in Indian Context, 3 rd
Edition,

Himalaya Publishing House Pvt. Ltd., Mumbai.
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= wETe e srawT e Rivafeers, Tut

Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya

(wrere gre i erfrfaam 1997, shaien 3 & siwta wonfue S frvafmme)
K (A Central Universitv established bv Parliament bv Act No. 3 of 1997)

ferear sare: BB 303 shised | 4 shfee
o &t A wratera waree (Office Management)

UTGASHA 6 I,
o el Y& o T IR araraRerd faenff i uftferd T |
® I shi 1Y TSI IR TTRI F Toremf= i 3Tama T |
o TR YSeH U fafy= et aefia & forenfoft s stama s |
Iufeerfa srfamEr:

fereafaramera o FMAmTIER qT@shd o1 g a8 AT o o ford faganteit & 3wie & st o 3rd
T ST H SUReerd T | 9tg 75 % Sufkerfa sifram 2 | su o 3uftufa 89 W B &l
TteT § oo | Ffe form ST HeRar © |

Hedeh th AHEE .
1. werra w1 75%

2. Faq TR gearsh. 25%
> e d wrfier: 10%
> ag == 5%
> vaw & 10%
TGIHA AT

zohTs — | wratera e o o amararor (Office Accommodation and Environment)
(17=?)
e st o7ef 3T Rt (Meaning and Functions of office)



I Fe-ash o s SR T (Duties and qualities of the office manager)

T S Yawee o fore gt (Qualifications for an office manager)
wrstert TR gefod (Filing and Indexing)

HIATT a, TR @r=ng e iR granerss aa Office building: size, layout, safety and
security measures

T TIa.HE, 3TRR 3R TR F=aor Reception: Importance, shape and size, control

TEETE 3R T STy, piear =i ki et Arrangement and adjustment; Furniture,
allotment of seats, chambers, cabins rooms etc.

zats — || oot e wfer wiskame (Mail and Mailing Procedures) (16 =r2)
e o1 319 3R weea (Meaning and importance of mail)

Hfewr wfseame (Mailing Procedures)

T 3R WSt ST &t 5t (Inward and outward mail)

ahwsirr st 3 siwor (Central receipt and dispatch)

i ST weE=(Forms and Stationery)

T FaER 1 YaeH |, 31Teed geaat Handling of correspondence and market registers, filling
forms and stationery

gare ; 999 farrfsentor 3 st Communication: Feature, classification, barriers

zants — ||| swrarterat wyiter Aigerer =me, farea (Office Machines, manuals, charts and
reports) (15 =)

sty ek et 3askeer (Modern Office Equipments)

FHTTCT TR o SRR (2159 g Micfery fmior wefie, @k sharspetex. Kind of office
machines (typewriter, duplicating computers and Word processors), calculators, etc.

farfyr=r wefiai o 3w 3T @ Objectives and advantages of various machines.
TR o1 STIRT —anT 3R wawara Use of machines, installing, handling, maintenance.




FHTerRl HF3Te =T o 39v7 3R oy Objectives and advantages of office manuals charts,
preparation and play of manuals and charts.

frate o yerr , Rdie dam =T gears Kind of reports, report preparation, enquiries.

zants — | V. safwra wa o= FAderor  Farsror st ww=a (Personnel Management,
Supervision, Control and coordination) (12=r2)

ShTATCTT hHERT =T G, Feteh qohr [oh! SRR, GURaTSsI ,oiameh Jerwaeh geare Office
staff (Peon, Daftari, clerk, technical staff, supervisors, Accountant, manager, etc

=2, wifwreror 3R e Selection, training and development.

uRETSH Hgea 3T 39eh farfy= ==or Supervision : Importance and span of supervision

AT =0T T HEed T HTeAH s fHemer oK et farawer Importance and manner of office
control, work control and work distribution.

Taf-erd q&ch.

1. Bhatia, R.C. Principles of Office Management, Lotus Press, New Delhi..

2. Leffingwell and Robbinson: Text book of Office Management, Tata McGraw-Hill.
3. Terry, George R: Office Management and Control.

4. Ghosh, Evam Aggarwal: Karyalaya Prabandh, Sultan Chand & Sons.

5. Duggal, B: Office Management and Commercial Correspondence, Kitah Mahal.
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= wETe e srawT e Rivafeers, Tut

Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya
(viere greronfia srferfr 1997, swwien 3 3 siwa wonfia e Rrvafeem)

K (A Central Universitv established bv Parliament bv Act No. 3 of 1997)
fawa wve: BB 304 wfem: 4 ke
forer &t . e oo (Retail Marketing)
UTSTASHA % I

o T fauvm & o st aftferd T |
o G foqu o TSR 3R g frafor & formft sht s1amd s |

® T W GaUl [odv ¥ forenmfot sht S7aTa ST |
U T,

fereafaramera o FMAmTIER qT@shd o1 g a8 AT o o ford faganteit & 3wie & st o 3rd
T ST H SUReerd T | 9tg 75 % Sufkerfa sifram 2 | su o 3uftufa 89 W B &l
TlteT § sl ¥ o foram ST aeRar g |

YeATeh & HHEE,
1. g ol 75%
2. |ad TR ek, 25%
> e d wrfier: 10%
> ag == 5%
> vaw & 10%

UTGASHT AT |
zoTs — | gawr e st e (Introduction to retailing) (12=2)

afeemsT 3R & Definition and scope
U fodu =1 3=a Evolution of retailing



e foqur o wRR- Types of retailing

e fodu o @ Benefits of retailing

Y faraur o fore amaraor Retailing environment
e & o g Trends in retailing industry.

gt - || gt fouur & fore @ig iR e fraior(Retail purchasing and pricing)
(12 52)

TG Yo g HeheTes GERT &g o forg FrsH Purchase management: Merchandise
purchasing, open to buy , Open to buy planning ,Analyzing the merchandise

TEI T W USTHT o WA qerteres go e Performance, Pricing strategies:
every day pricing - competitive based pricing

RIal o sieerra price SKimming
ISR SATeTia g faior market-oriented pricing

zats — ||: g faaurm o fore gemt womret (Information system in retailing)
(12 =r?)

weu ok wHita (Retail Market Strategy)

forftar wrfifar (Financial Strategy)

T 1= (Retail Location)

ek o e o (Customer Relationship Management)

=T O 3Rt ST SR e Acquiring and using information strategies
U fodu & aek-ten Technology in retail

=T o QI - G Torqur o foTw g=r=m sromedt - Information sources - Retail information
system.

zots — |V wa & e o (Retailing in India) (12 =er2)



gTfed Gau fauve # e 37 3|eRt 3= Evolution and trends in organized retailing

I grfed g srsir Indian organized retail market

I gTfed gau o= | wwerers FDI in Indian organized retail sector - Retail scenario in
India

T § GEU SR U faare - Future trends of retail in India

zoTs — V. gau fauum & Jenfaes ofk goar smarfa gE(Ethical and legal issues in
Retailing) (1292)

o ST e okt aweer Dealing with ethical issues

greTioek Steeragt Social Responsibility

arareret gge]. Environmental orientation
G forqu FEAHT @ e o fentor o s Waste reduction at retail stores.

TaIfeerd q&eh |

1. Retail Marketing Management 2014 Edition by GILBERT, PEARSON INDIA
2. Retail Marketing Management by David Gilbert (PEARSON)

3. Retail Marketing Management: The 5 Es of Retailing Book by Dhruv Grewal
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= wETe e srawT e Rivafeers, Tut

Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya

(wrere gra i arferfram 1997, shaien 3 & siwta wonfue S frvatmmem)
K (A Central Universitv established bv Parliament bv Act No. 3 of 1997)

forer v fiaft 305 Wfeam: 4 e

o &1 A W waETeR yereE va feree( Human Resource Management and
Development)

TSR % L.
o T gAY fomnfeiat st uftfaa T |
o T HHTYH o Jei U forafoy st 37aTd T |

o T YA o1 forshr 31 Yevia foreen o forenfeit st a1amma s |
Iutearfa srfAamiEr;

fereafaramera o FMAmTIHR TTgashA 1 I3 TE 19 o o fordl Tt @ 3vfiq @ < o ora
T ST H SUTeerd T | 9tg 75 % Sufkerfa sifram 2 | su o 3uftufa 89 S &l
olteT § sl ¥ e foram ST aeRar 2 |

AR oh HHEE.
1. g adie 75%
2. Faq T qearh, 25%

> ey wrfer; 10%

> g ==t 5%

> vead & 10%
UTGASHT AT
zohTs — | wHE Gares wereq o fere ufcer (Introduction to Human Resource
Management) (12 e2)

® TT3TRUA i Yahid, @R 3R #aea (Nature, scope &amp; significance of HRM)



o TTNUH i 3exd, T frewar 3T &t (Objectives, Relevance and Function of HRM)
o TTTRUH 3R 3&k qataer (HRM and its environment)
o T waTe ArsHT (HUuman Resource Planning)

o oyl 3 === (Recruitment and selection)

zots — ||; e wemem @ faeme (Developing Human Resources) (12 er2)

o A R HeTeHek wwtsieRor (Induction &amp; Organizational socialization)

o fretor Hfifera; shisRn SR askHies (Training policies: programmes &amp; techniques)
o v o fosRme shrisRa (Management Development programmes)

o Sife fesmsf Fiendt stwer 37 warek= (Job Designing: Job Enlargement &amp;
Enrichment)

o ohicas sl e (Alternative work arrangements)

zants — || weviv ferew iR Shfeer =ier (Performance Systems &amp; Career
Planning) (122

o e 3R amar geare (Performance and Potential Appraisal)

o hieR AT 37 ITufeeR R staaren (Career Planning and Succession Concepts)
o =Rt Wl ug stferskrieat (Employee Counseling &amp; Empowerment)
o rd Sfta ot 7orer (Quality of Work Life)

zets — |V garmast ar wfawer (Compensation) (12 e2)

o =l gearaA(Job evaluation)

o forita SicaTe <Al wahfar 37 sxfient (Nature &amp; role of financial incentives)
o =R @ R ward (Employee benefits and services)
o frema fawor (Grievance Handling)



zonts — V. TweRTet = e wera g (Contemporary Human Resource Practices)
(12 =r?)

® THehICIH ek &3 R AHa ware ya (Contemporary global trends and human
resources

e Management)
o o forfererar (Diversity at Work)
o guTfRaRLUT 3R oifiek T (Empowerment and gender issues)

o T waTe o yorel (Human Resource Information system)
o SR wfska st gt (Business Process Reengineering)

TaIfeerd qeh |
Dessler G.&amp; Varkkey, B. 2011, Human Resource Management, 12 th Edition, Pearson
Education, Inc, Delhi

Decenzo, D. A. &amp; Robbins, S. P., 2009, Fundamentals of Human Resource Management,
10 th

Edition, John Wiley&amp; Sons Inc., New Delhi



e
= wETe e srawTe e Rivafeers, Tut

Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya

(wrere gra i arferfram 1997, shaien 3 & siwta wonfue S frvafmme)
k (A Central Universitv established bv Parliament bv Act No. 3 of 1997)

e =g BB 306 shige® | 4 shfee
o &1 AT SETEETReR AT ST SUE st wmTTes swaTae (Business Ethics
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UTGASHA & 3.

o fcerar TR qeai & fernfia el aRtferd T |

o TR AfcihdT sl TR IR SATTTIHAT & TR 2Rl STaTd T |

® TSI o GR H AF2eh AT HTiehdT o Hecd § [orenTeiT sl TarTd hiHT |
Iutearfa srfAamiEr;

fereafaramera o FMAHTIHR TIgashA 1 I3 TE 1 o o fordl Tt @ 3wfiq @ < o o
T ST H SUReerd T | 7tg 75 % Sufkerfa sifram 2 | su o uftufa 89 W B @i
TlteT § sl ¥ o foram ST aeRar g |

HedTeh th AHEE .
1. werra w1 75%

2. Faq TR gearsh. 25%
> e d wrfier: 10%
> ag ==t 5%
> vaw & 10%

UTGASHT T,



geTs — | Afcrerar st werfa ofiv strargaemar (Nature and Essence of Ethics) (15=r?)

o ifcrehan shi weRic 37X starversRar Nature and Essence of Ethics

o TN Wi o R Afaerar Cultivation of the concepts: "morality" and "ethics",
its semantic definition.

o ifcrenar ok fafy= 7eg Functions of morality, The spheres of human activity regulated by
morality.

o FEEATT SR Hfcrenar st strarzaskar Problems and ways of justification of the ethical
requirement. Normative regulation: interaction of law and ethics.

o HIEEH{e Ta Hd IR Afcendar W stawarwhiaes ywma Cultural regulation: how culture
influences to moral and ethics.

o SifcrehaT farsdwuTIcHe: | TTgRucHeh TR Amfea 371 Morality: main approaches
(descriptive, conceptual, and normative).

e dfaerar = @r=m Structure of morality, The place of ethics in structure of morality.
o frTa Aok gt =t fmier Mechanism of formation of individual morality behavior.
Determination of human behavior: a role of outlook, ideology, interpersonal relations.

|| saraeRres Aferar i sraamwom (Business Ethics Concepts)

;

(174

o awRI Afaehar i i R0OtS of business ethics. Religious ethics as business ethics
o IR Hfcrehd a1 shraee Business Ethics Concepts
o kA Hfeenar Professional ethics

® {3 I e AGe |, i wiskar # Afes geramd Organizational moral standards and
the ethical dilemmas of decision-making

e a4 | fcskar =TT T@AT Managing ethics in organization
o Yy SR =rasr Anti-corruption behavior
o TEHTRIE Hfdehar # g e ==t Modern discussions in business ethics.

o awRIh Afehar frerer # Business Ethics as academic discipline. Structure of
business ethics. Macro — and micro ethics. Macro ethics;




o USRI o 3R H Afcrehar 371 3Tk fafir=r werQuestions and problems; relationship
between organizations, globalization, business and overcoming of poverty. Micro
ethics: questions and problems, ways of increasing of ethical level in organization.

o =yadm i ek wwwame Ethical problems of business. Decision-making process in
organization: taking in account the ethical dimension.

zaTs - ||]; FraRe st ot STReTe | staumruTerss uee (CSR: conceptual bases)
(13=r?)

® TN T TS JaeaTiea. agrumes 3R CSR: conceptual bases

® WIS FETeag! Ik "qcd I HRANE -6 H hARS T ATk Saatre Socially
responsible leadership and CSR’ role in corporate governance

® TR ST T GThR H dIeTcR Hdd (aenTd o foTT 311 388 hRU e T AT
T s The interaction between business and government in the
implementation of social policies . Basic initiatives in the field of CSR and
sustainable development.

o FHRUNC HiugTR uidd ,erarsh fare, Corporate CSR reports. Audit reports.

TR — |V TTasT st AT TEeg i We H ShRURE hT ATHTR STRETed
(Globalization of CSR. Features of CSR of multinational corporations) (15 =r2)

® IEUER WIS H Sacid Ueh offeh 3Tk SR UsHifdeh WRfeR & &9 H

o Transformation of multinational corporations into global economic and political
actors.

o I U N SR i T AT ST AT ATATSROTH ST

e (Changes in external and internal environment of the company at entry into other
national market, and upon transition

o Sfyen forshy nfafarfer =1 wvmer

o Global scales of activity. Changes of groups of stakeholders at an entry into the
foreign market and upon transition to global scales of activity.

o HIUHIR W HFfcreh HR AR THIS H SHIHLIT h H0T




o Influence of globalization on the theory and practice of CSR.

o e TTaTT TSR | 3ATRIe TSI 3R 31 ATl

o Global environmental, social, economic, political and other problems.

o Jfh GBI H HITHSTR AT o MY dcd

e Criteria for evaluation of efficiency of CSR to multinational corporations.

o fordefl ISR W ot i W HTEs TR ifa=n o s Appropriate approaches to changing
the CSR policy for the company at an entry into the foreign market, and upon
transition to global scales of activity.

Taf-erd q&ch.

Bazerman, Max H, and Francesca Gino. 2012. "Behavioral Ethics: Toward a Deeper
Understanding

of Moral Judgment and Dishonesty." Annual Review of Law and Social Science 8: 85-104.

https://dash.harvard.edu/bitstream/handle/1/10996807/hazerman_gino_beh-ethics-
toward_annualreview_dec2012.pdf.

2. Borisova, E.I., L.I. Politshuk, and A.D. Suvorov. 2014. " Observe or Violate: Internal
Motives of

Academic Ethics 1, 2 (Sobliudat™ Ili Narushat™: Vnutrennie Motivy™ Akademicheskoi™ E Tiki
11 2)."

OF THE NEW ECONOMIC ASSOCIATION: 41.
http://journal.econorus.org/pdf/NEA22.pdffipage=41.

3. Center, Russian Public Opinion Research. 04.12.2012. "Press Release (Press-Vy Pusk) No
2180."

«Russian Public Opinion Research Center» (OAO «VCIOM»). 29/08/2017.
https://wciom.ru/index.php?id=236&uid=113434.

4. Harland, Edwin, and Rimma Khabirova. 05.06.2012. "Fraud: Easier to Prevent Than to
|dentify



(Moshennichestvo: Legche Predotvratit’, Chem Vy lavit’)." Harvard Business Review
Russia.

Accessed 28.8.2017. http:/fwww.pwc.ru/en/fraud-forum/assets/moshennichestvo.paf.

5. Hofmann, Wilhelm, et al. 2014. "Morality in Everyday Life." Science 345, no. 6202: 1340-
1343,

https:/ww.researchgate.net/profile/Linda_Skitka/publication/265606809 Morality in_ever
yday
_life/links/57457f2608ae9f741h410416/Morality-in-everyday-life.pdf.

6. Mintzberg, Henry, Robert Simons, and Kunal Basu. 2002. "Beyond Selfishness." MIT
Sloan

Management Review 44, no. 1: 67.

7. Perryer, Chris, and Brenda Scott-Ladd. 2014. "Deceit, Misuse and Favours: Understanding
and

Measuring Attitudes to Ethics.” Journal of Business Ethics 121, no. 1: 123-134.
5

8. Sachdeva, Sonya, et al. 2015. "The Role of Self-Sacrifice in Moral Dilemmas." PloS one
10, no. 6:

e01274009.

9. Sanchez-Runde, Carlos J, Luciara Nardon, and Richard M Steers. 2013. "The Cultural
Roots of

Ethical Conflicts in Global Business." Journal of business ethics 116, no. 4: 689-701.

10. Smith, Jeffery, and Wim Dubbink. 2011. "Understanding the Role of Moral Principles in
Business

Ethics: A Kantian Perspective." Business Ethics Quarterly 21, no. 2: 205-231.

11. Swaidan, Ziad. 2012. "Culture and Consumer Ethics." Journal of Business Ethics 108, no.
2: 201-



213.

12. Teretshenko, Igor Aleksandrovich. 2009. "Personality, Society, State in the Context of the
Problem

of Fighting Corruption (Leechnost’, Obshchestvo, Gosudarstvo V Kontekste Problemy’
Bor'by S
Korruptciei’)." Power (Vlast), no. 3. Accessed 28.08.2017.

http://cyberleninka.ru/article/n/lichnost-obschestvo-gosudarstvo-v-kontekste-problemy-borby-
skorruptsiey

13. Wallace, R Jay. 2013. "The Deontic Structure of Morality." Thinking About Reasons:
Themes from

the Philosophy of Jonathan Dancy: 137.



-~

= wETe e srawT e Rivafeers, Tut

Mahatma Gandhi Antarrashtriya Hindi Vishwavidyalaya
(viere greronfia srferfr 1997, swwien 3 3 siwa wonfia e Rrvafeem)

K (A Central Universitv established bv Parliament bv Act No. 3 of 1997)

fawar @re: BB 307 wfem: 4 ke
fore ot 7w wfreta wgfa (Marketing Management)

UTSTASHA % IV

o FUHT, YT T TR AT Uge § farenteiat st aitfrd s |
o gfua 3R 34k Tt o ferenteia sh1 37aTa shuHT |

o FHUHAT W WRIHHIT hrt U forenfela st 31eTd o |
Iutearfa srfAamiEr;

fereafaranera o FMAHTIER qT@sha T I3 8 AT o o fordl foreafo @ 3wie @ shi o o
T ST H SUReerd T | 9tg 75 % Sufkerfa sifram 2 | su o 3uftufa 89 W B &l
TlteT § sl ¥ o foram ST aeRar g |

Hedeh th AHEE .

1. wra e 75%

2. Faq TR gearsh. 25%
> e d wrfier: 10%
> ag == 5%
> vaw & 10%

UTGASHT T,




goTs — | huHT ot et s weer (Company @ Definition, nature and kinds)
(15=?)

o chuHT HfewTsT  SeRfd 37X weRr, Company: Definition, nature and kinds

o ot fmior s @=me Company formation and Incorporation

o THI hivee Hiswhaa Promoter, capital subscription, company and association
o TTieH IR 3Mféanar 3w waifeas Memorandum and article of association

o YrwuFcH TR wewe Prospectus and statements, meetings

e =T uwre Company Act.

zonts — || wfera e smarvaeRar stk wee (Secretary : Definition, need and
importance) (17=r2)

o it == haea steeraal Definition, Appointment, Duties and Responsibilities of a
Personal Secretary

o My aek-ie TR e g=m Modern technology and office communication
o figRs st s wa@E Maintenance of appointment diary
o fwa: #ee Secretary : importance

o T IR s@iEat e et 3AfeeRR oK Iawatriea Appointment and dismissal,
work, duties, rights and liabilities

o TmiteH AT HIRUEA R aRa Memorandum of association and secretary
o aTIiEwa 3T sraitawwy iR af=a Articles of association and secretary,
o TrUFed IR G Prospectus and secretary.

zants — || shot @1 s e i sreme (Company management and administration)
(17 =r2)

o T o1 JeeH ST wemeE Company management and administration
o gftwmT Hee 3R wer Definition, importance and kinds

o {iqwrh | IRaraT SR G&AT, =1, fugaet  1fh, shded, Satarta, aieaten Directors:
qualification and number, appointment, Removal, powers, duties and liabilities,
remuneration




TEreeT 1T ST 7R FHurel o @wsita shi =3awer Prevention of oppression and
mismanagement, compromise, arrangement,

o g 3 stHeaa Reconstruction and amalgamation
o oAt a1 W swETWinding up and dissolution of companies,
o rTfereRT & fufews | fafererge Jurisdiction, consequences, petition, liquidator.

gats — |V: o= (Finance) (11 =e)

o foe 3R AR fear | uftctahar | oTatrede, arad 31 rafeas Finance: Share and
debentures, application, allotment, transfer and transmission

o ey N BRIk fefaee 3t saiwe s1hee st aam, o Calls and forfeiture,
dividend and interest, account and audit, taxes.
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fawar @re: BB 308 wfem: 4 ke
fore ot . eamateT (Salesmanship)

UTSTASHA % I

o forsht 3T forsh anterer @ feremfeiay st uftfra s |
o TSI 3TN 3UHIHT ¥ faramfeiat =t 1ard o |

o A foIshdl o STTawae: U & foreffl Rl 3TarTd LT |
Uy rHaTET,

fereafaramera o MAHTIHR TgHshA i I TE AT o hford fagantei & 3wle ¢ st o 3rd

fTeTa ST H SUReed T | 9tg 75 % Sufkerfa siframd 2 | sud o uftufa 89 B &l
e H ded ¥ afud R ST aehat 2 |

HedTeh h AHEE .

1. g vl 75%

2. Faq TR gearsh. 25%
> e d wrfer: 10%
> ag == 5%
> vaw & 10%

UTGASHT T,

goTs — | fershY stwrer @6t sraetieR (An Overview of Salesmanship) (12=2)

o 7o, 3T 3 349 (Meaning, scope and Objective)



o UTHHARIT ,Hed HISH hi ST e ATHRUM-WEed =0T IR FHATET T2 SeeHA13Td
T STTawareh hiere ST

o Torsht wiskan 7 farfer =ror forsht o T , safemra fersh
o fRTa forshl sht Wkl 3T weear Nature and Importance of personal selling
o crgerfashii Door to Door selling

o ftRerftar SieT=aRATa forsht a1 srvTar samat &1 Situation where personal selling in more
effective

o AR ¥ s At farsht e Cast of Advertising V/S Cast of Personal selling
o foshish uiea AIDA Model of Selling.
o forshar o weR Types of Sales Person.

zats — || IR eiR sustrent (Market and Consumer)
(12 =r2)

o g safwsom (Buying motives)
o orsiR ok W (Types of markets)

o IuHieHT 3R Sfrenfier sk (Consumer and industrial Markets)

o forshl dcal shi AR AT 3R 3k o1 (Characteristics and Implication for the selling
function)

o 3Juvih o FRR (Types of consumer)

zots — |1 SaviiveT soraer st farspuor, SR gt T ugen iR artara @ (Analyzing
Consumer Behavior, Identifying Market Segments and Targeting) (12 =r2)

® IUWITHI AR hT [oF>HT, STSTR &1 ohl gg= TR atera e (Analyzing Consumer
Behavior, sTsm o e shi ag= o7l et afera s |dentifying Market Segments
and Targeting)

o Tt forsht <t wisk=m Process of effective selling
o yrufeT, St st 3= Prospecting, Pre Approach, Approach,




o TsievH R fea=ga Presentation and demonstration

o feran st geremT Handling an Objection
e forshi a1 qui &R Closing the sale

o fsht gutfed gH o =g o fsramerea Post sale activities.

zants — |V wwer farskar ok spor Quaalities of successful sales person with particular
reference to Consumer services (12=2)

o wwa forshar ok 1T Qualities of successful sales person with particular reference to
Consumer services

o foshi snferrsh wa o Selling as a career
o @ 3R wiergar Advantages and difficulties,

o el KT o ot fersht 7port = gzt Measure for making selling and attractive
career

o forawor reash @= Distribution Network Relationship.
gets — V. forsht o st s (Other Dimensions of Selling ) (12=r2)

fufenfesa Wida

e Reports and Documents, Sale Manual, Catalogue, Order Book, Cash
e Memo, Tour Diary, Daily and Periodical Reports
o fosht st =1 g=tfaat Other problems in Selling.



