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EXAM 1

MD 401 :  Corporate Policies and Strategic Management
1.
INTRODUCTION TO BUSINESS POLICY
1.1
Business Policy

1.2
Introduction of related terms

1.3
Three levels of operations of strategy

1.4
Characteristics of decisions at three levels 

1.5
Different types of planning 

1.6    
Strategic decision making

1.7     
Strategic Management

1.8 Strategic framework of an organization

2.
CONCEPTUAL INTRODUCTION TO ORGANIZATION MISSION, 

            PURPOSE AND OBJECTIVES 
2.1      
Mission and Purpose 

2.2     
Business Definition Dimensions

2.3   
 Company Objectives and Goals

3.
ENVIRONMENTAL APPRAISAL           
3.1      
Introduction

3.2     
Characteristics of environment

3.3     
Impact of environmental changes

3.4    
Major Environmental components

3.5     
Environmental Scanning
3.6    
Techniques used for Environment Appraisal

4.
ORGANIZATIONAL APPRAISAL  
4.1      
Introduction

4.2     
Areas for internal analysis

4.3    
Analyzing department / functional areas

4.4    
Analyzing management areas. 

4.5    
Methods used for organizational appraisal

4.6     
Organizational appraisal structuring

4.7     
SWOT Analysis

4.8 Key internal factors for evaluation of potential strengths 

5.
STRATEGIC ALTERNATIVES
5.1      
Grand Strategies

5.2    
Types of Principal / Grand / Major Strategies 
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6.
STRATEGIC CHOICE 
6.1      
Introduction

6.2     
Strategic analysis at the corporate level

6.3    
Techniques used for Corporate Portfolio Analysis

6.4   
Industry, Competitor and SWOT Analysis

6.5    
Behavioural / Subjective factors affecting Strategic Choice

6.6    
Contingency approach to strategic choice 

6.7    
 Strategic plan

7.
RATIONALISING THE STRATEGY 
7.1     
Desired qualities of Annual objectives 

7.2     
Benefits offered by Annual objectives

7.3    
Linkages between strategy formulation and implementation 

7.4     
Project implementation 

7.5     
Procedural Implementation

7.6    
 Resource Allocation

8.
STRUCTURAL IMPLEMENTATION
8.1      
Structure Definition 

8.2     
Types of structure 

8.3     
Selection of a structure

8.4     Organisational culture

8.5     Content of culture.

8.6    
Influence of culture an organizational/ Life

8.7     
The strategy culture relationship

8.8     
Organisational Systems

9.
FUNCTIONAL IMPLEMENTATION 
9.1
Introduction

9.2    
Differences between Grand and Functional strategies 

9.3     
Functional Strategies Marketing

9.4    
Functional strategies – Finance 
9.5    
Functional strategies - Production / Operations 

9.6    
Functional strategies - Research and Development 

9.7    
Functional strategies - Personnel

9.8    
Role played by policies

9.9     
Integration of functional strategies 

10.
BEHAVIOURAL IMPLEMENTATION 

10.1    
Introduction

10.2   
Leadership and Implementation of strategies 

10.3   
Leadership strategy and skills

10.4   
Political aspects Power and strategy

10.5   
Personal Values, Ethics and Strategies

10.6   
Social Responsibility

11.
STRATEGIC EVALUATION CONTROL 
11.1    
Introduction 

11.2    
Strategic control

11.3   
Operational Control

11.4  
Evaluation Techniques for strategic control

11.5  
Evaluation Techniques for operational control

12.
NEW BUSINESS MODELS AND STRATEGIES FOR THE INTERNET ECONOMY 

12.1    
Introduction

12.2  
Strategy-Shaping Characteristics of E-Commerce Environment

12.3   
E-Commerce Business Models and Strategies

12.4
Internet Strategies For Traditional Businesses

12.5   
Key .Success Factors In E-Commerce
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EXAM 1
Chapter I


· Introduction to Business

· Types of International Business

· External Environment

· Economic & Political environment

· Human Cultural Environment
Chapter II


· Influence on Trade & Investment Patterns

· Recent World Trade & Foreign Investment Trends

Chapter III
Balance of payment, theories

Chapter IV

· Trade & Investment –Government influence

· Trading Partners Independence

· Interdependence & Dependence

Chapter V

· World Financial Environment

· Cross-national Co operation & Agreement

· Tariff & Non- Tariff Barriers
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Chapter VI


· WTO

· Regional Blocks

· Introduction Production

· Introduction of Service Firm

· Operation Management in Introduction Firm

Chapter VII

· World Financial Environment

· Foreign Exchange Market Mechanism

· Determinants of Exchange Rate

· Euro-Currency Market

· Offshore Financial Centres

· Introduction Bank

· Non banking Service Firms

· Stock market

Chapter VIII

· Export Management

· Licensing

· J.V. Technology

· Globalization & HRD

· Social Responsibility

Chapter IX

· World Economic Growth & Environment

· Country Evaluation & Selection

· Introduction Business Diplomacy Negotiation

· Issues in Asset Protection

· Multilateral Settlement

· Consortium Approaches

· External Relations Approach
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EXAM 1

MDF 411 : Advance Financial Management

1.
Finance Concept 

2.
Corporate Financial Statements

3.
Working Capital Management

4.
Management of Receivables

5.
Capitalization
EXAM 2

6.
Ratio Analysis

7.
Capital Budgeting

8.
Special Aspects of Financial Management

9.
Dividend Policy

10.
Finance for Inventory

11.
Advanced Sources of Finance

Tilak Maharashtra Vidyapeeth -Pune
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EXAM 1

MDF 412 : Strategic Financial Management

1.
Introduction

Meaning, Scope, Objectives, Strategy and Strategist is Model, Investigation of growth or profit leakage.

2.
Conceptual Framework

ROI as basic platform for SFM, Various tools of Strategic Financial Management (Monetary and real) 

3.
Strategic Wage Management


Meaning, Practical utility, Reasons 

Features of Model remuneration policy

Concept and practical meaning of productivity 

Collective wage negotiation, framing the retirement benefit scheme, framing of practically beneficial VRS scheme, wage cost parameters and performance indexes (Macro level wage parameters)


Human Resource valuation and accounting

4.
Financial aspects of Supply chain Management

Meaning, Strategic vendor management, Supply cost management, purchase dept. as profit center, Inventory cost analysis, Product pricing strategy, Marketing strategies and Marketing cost benefit analysis, Intangible marketing cost and their cost benefit analysis.

 5.
Organisation Profitability analysis

Aspects of cost accounting, Total costing and Marginal costing, cost volume profit analysis based on product division and project division, comments on key performance ratios.

EXAM 2

6.
Corporate Restructuring & Finance

Categories of the symptoms leading to restructuring, Drawing of restructure plan, Assessment of Financial implications of the various restructure plans, Business Downsizing, Diversification of organization, Amalgamations Mergers and acquisitions. Restructuring of a sick unit.

7.
Valuation

Valuation of a business unit, value in liquidation and as a going concern, Intrinsic valuation, Brand valuation, Brand life cycle and the phase wise valuations.

8.
Financial Engineering


Meaning, EVA, ABC, OBC 


Financial and operating leverages, ROI, 


Sources of finance and the evaluation


Investment decision in the organization and its assessment


Achieving the shareholders satisfaction

9.
Financial Ethics


Business ethics as related to Financial Management


Ethical financial combination


Ethical financial evaluation, Ethical Financial Management


Ratios for various levels of management


Accounting disclosure practices for ethical Financial Management
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MDF 413 : Security Analysis and Portfolio Management

1. Object of Financial Investment

2. Market Securities

3. Market Indexes

4. Security Return and Valuation
EXAM 2

5. Economic, Industry, Company & Technical Analysis

6. Portfolio Analysis : Risk & Return

7. Portfolio Selection Utility Theory & Indifference Curves

8. Capital Asset Pricing Model

9. Financial Derivatives : Option, Futures & Swaps
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MDHR 411 : Labour Laws & Industrial Relations
Exam 1

4) Payment of Bonus Act  
1. Object

2. Eligibility of bonus


3. Disqualification of bonus


4. Minimum and maximum bonus


5. Recovery of bonus

5) Payment of gratuity Act 
1. Object

2. Payment of gratuity

3. Nomination of gratuity

7)Employees state insurance Act 
1. Definitions- Dependent, Contribution, Corporation

2. ESI corporation

3. All Benefits

9) Industrial Relations Perspective 

1. Introduction

2. Impact of Industrial Revolution

3. Industrial Relations Concept

4. Importance of Industrial Relations

5. Components of Industrial Relations System

6. Factors affecting Industrial Relations

7. Approaches to Industrial relations

8. Pre-requisite for successful industrial relations programme

9. Legal Framework for Industrial Relations

a. Grievance Management 
b. Meaning and Content

c. Presentation of Grievances

d. Role of personnel department

e. Evaluation of Grievance Redressal Machinery

f. Analysis of grievance data 

g. Grievance Redressal Procedure

h. Model Grievance Procedure

i. Recommendations of National Commision on Labour

j. Grievance Settlement in a public sector enterprise

11) Collective Bargaining

a. Meaning and concept

b. Types of Bargaining

c. Bargaining Theories

d. Conditions for the success of collective Bargaining

e. Collective Bargaining Process

f. Negotiations 

g. How and why to negotiate

h. Negotiation Mantra

i. Preparation for Long term Settlement

j. Composition and traits of Negotiating team

k. Tactics or strategies in C.B.

l. C.B. and their implementation

m. C.B. in different countries

12) Participative Management 

a. Concept

b. Evolution of concept

c. Objectives of Workers participation in Management

d. Forms of participation

e. Levels of participation

f. Review of Participative schemes in Industrially advanced countries

g. The India Scene

h. Committee on Workers participation

i. Forms of Workers participation in India

j. Evaluation of Workers participation in Management Scheme

k. Conditions necessary for effective working of the scheme

Exam 2

1)Industrial Dispute Act 
1] Object.

2] Definitions- Wages


1. App. Govt.


2. Industry


3. Strike and lockout


4. Lay off


5. Retrenchment


6. Industrial Dispute

2)Trade Union Act 
1. Object

2. Definitions


1. Trade dispute


2. Trade Union


3. Office bearers

3. Registration of Trade union

4. Cancellation of trade union.

5. Immunity, rights, disqualification of trade unions.

3)MRTU and PULP Act 
1. Industrial court

2. Labour court

3. Unfair labour practice.
6)Bombay shop establishment Act 
1. Definitions of shop

2. Establishment

3. Employment of young children

4. Opening & closing hours

5. Interval

6. Spread over holiday

7. Children

8. Young person

9. Women provision

8)Factories Act 
1] Definitions-

1. Occupier, Adult, Young person, Child, Hazardous Process, Manufacturing Process

· Inspector

· Certifying surgeons

· Provisions of health

· Provisions of safety

· Provisions of welfare
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MDHR 412 : Strategic Human Resource Management

Chapter 1 : Organisational Structure 

1.1  Introduction

1.2   Organisation Charts and Dimensions 

1.3 Structure in Classic Organisation Theory
1.4
Organisational Differentiation 

Causes of Differentiation 

Differentiation and Co-ordination 

Centralisation and Decentralisation 

Organisation Size 

Assessing Organisation Size 

1.5
Technology 

The Functional Organisation 

1:6    
The Product Organisation 

Spatial Organisation 

The Matrix Organisation 

      
Committee Structures 

     
Venture Capital Companies 

The Flexible Form 

 
Network Organisations 

1.7    Evolution of Structure 

1.8   Some effects of Organisational Structure on Employees 

Effects of Scientific Management

 Effects of Bureaucracy 

 Effects of Flexible Structures 

 Effects of Formal and Informal Organisation 

Effects of Flatter Organisation Structures 

Chapter 2 : Organisation Culture 
2.1      Introduction

2.2    Organisational Culture : Manifestations 

2.3    Assumptions and Attitudes 

2.4 Attitudes and Logic

2.5 
Components of Culture


Risk and Feedback as Cultural Influences 
2.6 Cultures and Structures


Role Culture 


Task Culture 


Person Culture 

2.7
The Mechanistic and Organic Structure and Culture 

2.8 
Measuring Culture and Climate Through the Participants 


Likerts System 4 Profiling Method 

2.9 Competing Values Culture Model 


Dangers in the Covert Culture 

2.10 Organisational Personality

2.11 National Culture and Organisational Culture 

2.12 Type Z Organisation 

Chapter 3 : Role,. Responsibility And. Competence of Managers 
3.1 Introduction

3.2 What is Leadership? 

3.3 Leadership Power

3.4 Type I Leadership and Type II Leadership 

3.6 Major Leadership Theories


Trait Theory


Need for Achievement


Problems of the trait approach 

3.7 Contingency Theories of Leadership 

3.8 Contingency Theories Involving Manager's Personality 

3.9 Contemporary Models Using Trait Theory 

3.10   Culture of Organisational Conflict 

3.11 Sex Differences in Leadership 

Chapter 4 : Managing People-Groups And Teams 

4.1    Introduction

4.2     Individuals V Teams 

4.3    Theories of Groups and Teams 

Group size, cohesion and norms 

4.4
Group norms 

Studying groups

Group development 

Group Processes 

Groupthink

Guarding against group think 

4.5    Group Processes 

4.6    Personal Characteristics 

4.7    Planned Team Building 

4.8
Applying Group and Team Theory to New Organisations 

4.9
Leadership Competencies and Self-Regulating Groups-Current

Challenges 

Chapter 5 : Organisational Development 

5.1      Introduction

5.2    
Origins of Organisational Development

Group Dynamics 

Grid Management

Organisational Surveys and Feedback 

Early Organisational Development in the UK 

Socio-Technical Systems Theory and Job Redesign 

The New Paradigm 

Changing Organisational Culture 

5.3   Organisational Development Techniques 

5.4   Quality Circles (QCs) and Total Quality Management (TQM)

Replacement of QCs by TQM 

TQM in a failing company 

5.5   Trends in Organisational Development

Morale enchancing ways of Innovating 

Personal qualities and innovation 

5.6    The Learning Organisation 

5.7   Organisational Development and Employee Relations 

5.8   Organisational Development Consultancy Skills 

Purposeful Consulting 

5.9    Ethics in Organisational Development

5.10   Conclusion

EXAM 2

Chapter 6 : Assessing Work Performance

6.1
Objectives

6.2
Introduction

6.3
Objectives of Performance Measurement

6.4
Assessment Methods

6.5
Trait-Rating Appraisal

6.6
The Counseling Interview

6.7
Subjective Elements of Assessment

6.8
Objective Assessment

6.9
Performance and Pay

Chapter 7 : Commitment 

7.1
Objectives

7.2
Introduction

7.3
Commitment and Corporate Culture 

7.4
Psychology of Commitment 

7.5
Commitment and Trust

7.6
Justifying Commitment

7.7
Mutual Commitment?

7.8
Commitment Strategies

7.9
Competing Commitments

7.10
Summary.

Chapter 8 : Employee Relations 

8.1
Objectives

8.2
Collective Bargaining 

8.3
Trade Union Influence 

8.4
Conflict. 

8.5
Positive 

8.6
Negative 

8.7
Negotiation and Bargaining 

8.8
Summary

Chapter,9 : The Concept of Strategy

9.1 Mintzberg and Emerging Strategy

9.2 Johnson and Scholes : Strategy as Continual Process .

9.3 Whittington Strategy and Change

9.4 Whittington's (1993) Generic Model of Strategy

9.5 Beyond 'Strategy' (Hamel, 1994)

Chapter 10 : Strategy And Human Resource Management

10.1 The rise of Human Resource Management (HRM)

10.2 The issue of Strategic Human Resource Management (SHRM)

10.3 Work of Kari Freidrick Ackermann

10.4 The Organisational Outcomes 

10.5 The Contingency Schol

10.6 The Human Resource Cycle 

Chapter 11 : Commitment And Flexibility

11.1 What is Commitment?

11.2 Causes of Commitment

11.3 Policy Characteristics of the 'control-based' and 'commitment-based HRM systems
11.4 The Concept of the Psvcholooical Contract

Chapter 12 : Career Management

Chapter 13 : Integration of HR Systems as Strategy
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MDHR  413  :  Compensation Management
1.
Concept of Compensation 


Why employee payments are called as ‘Compensation’?

Importance of Wages / Salary (to Employees and Employers)

2.
Wage / Salary Theories

Subsistence wage theory


Wage Fun Theory



Surplus value theory


Residual claimant Theory


Marginal Productivity Theory


Bargaining Theory


Behavioural Theory

3.
Concept of Minimum wage, Fair wage and Living wage

Schedule employment and Applicability of Minimum Wages Act

4.
Different Methods and Modes of payment

Time rate, Piece rate, Job (Assignment) Rate

5.
Periodicity of payment

Daily, Weekly, Fortnightly, Monthly


Provisions of payment of Wages Act, in this behalf

6.
Different components of salary/wages

Main portion of salary, allowances

Indirect burden on salary


Periodical payments


Annual payments

EXAM 2
7.
Impact of inflation on ‘Wage Bill’

Dearness allowance, it’s linkage with ‘Cost of living index’


Advantages & disadvantages 


Different methods of D. A. payments

8.
Perquistes & facilities
Uniform, housing, transport, canteen, medical facilities, hospitalization, accident insurance

9.
Concept of ‘Wage Differentials’

Causes and impact

10.
Executive Compensation Plans- Direct salary and importance of perquisites, Tax burden, fringe benefits, Faculties, Performance Rewards etc.

11. 
Incentives Schemes – Production / Productivity linked Payments, Motivation for better performance, (in Manufacturing and Service industry)

12. 
Compensation Policy – Attracting, Developing and Retaining capable employees. Compensating for special skill sets, sets,’ Stock Option’ as compensation policy, etc

13. 
Administration of salary and other employee payment – Monthly payment and Authorized deductions, salary slips, maintenance of salary records, Periodical salary revision

14. 
Salary Negotiations – With mainly Unions.

15. 
Concept of CTC – Employee Payment as ‘Cost’, Ratio of  labour cost with turnover,

16.
Future Trends and Novel ideas for compensation System
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EXAM 1
MDM 411:  Salesmanship

PART _ I

Sales Organization

MARKETING AND THE SELLING EFFORT
The Nature of Marketing
Elements of the Marketing Mix
The Selling Efforts

Selling Under the Marketing Concept
Interdependence of Salesmanship and Advertising
Origin and Development of Salesmanship
Ancient Origin
Origin of Markets

Origins of the Traveling Salesman
Emergence of Shops
The Influence of Guilds
The Commercial Adventurer
Emergence of Honesty in Selling
The Dropping of "Buyer Beware" Philosophy
Consumerism
What is Salesmanship
Salesmanship Defined

Is Salesmanship a Science, an Art or a Profession?
Psychology in Selling

The Sales Takes Place in the Mind of the Customer
Selling is a Buying Process
Creative Salesmanship
How to Sell Creatively
Competitive Salesmanship          
Soiling and Distributing               
The Customer is Always Right

2. DISTRIBUTION-IMPORTANCE AND METHODS
Importance of Distribution
Selection of Appropriate Channel
Channels of Distribution
Chart Showing Channels of Distribution
Selling Through the Wholesaler
How Wholesalers Help Manufacturers
How Wholesaler Help Retailers
Is the Wholesaler Necessary?
Granting Sole Agencies
Selling Through Retailers

(A) The Department Stores

(B) Small Retail Outlets

Selling Direct to the Consumer
Multiple or Chain Shops

Direct Mail Selling and Mail Order Business

Direct Marketing

Creating and Maintaining Demand
Place of Salesmanship in Modern Distribution

Place of Advertising in Modern Distribution

3. SALES ORGANIZATION
Marketing and Sales Management

Selling Through One's Own Organisation and Through Agents

Organization of a Sales Department

Telephone in the Sales Office

Sales Routine
Dealing with Incoming Mail

Handling Customer's and Travellers' Orders

Packing and Shipping                          

Control of Sales Operations

Accounts Department

Collection and Credit Department

Installment Selling           

Legal Aspects of Sales        

Contract of Sale                             

Sale by Description or by Sample              

4. DUTIES OF THE SALES MANAGER AND CONTROL OF SALESMEN
Sales Management Functions
Selling vs. Managing
Duties of the Sales Manager
Essentials of Sales Supervision
Methods for Control of Salesman
Personal Supervision

Correspondence

Salesmen's Report and Their Uses
Types of Report forms

Competition

Avoiding Salesmen's Obsolescence 

Management of the Salesmen's Time

5. SELECTION OF SALESMEN
The Number of Salesmen Required
The Qualities Necessary for Good Salesmanship
Manpower Planning   
The Selection Procedure
Job Analysis Job Description and Man Specification
Sources of Recruitment of Salesman
The Questionnaire or Application Blank
Personal Interview         

The Skilled Interview                  
Psychological and Personality Tests        

Checking References
Medical Examination
The Final Decision

6. TRAINING OF SALESMEN

Advantages of Training

Types of Training
Initial of Break-in Training

Continuous or Field Coaching

Stimulation Training (Motivation of Salesman)

The Training Plan
The Training Objectives

What should be Taught? (The Subject-Matter)
Where should Training be Given?

Centralized m. Decentralized Training                   

When should Training be Given?                      

Who Gives the Training?

The Training Formula or How Training Should be Given?
Group Training Method

Visual-Aids Method                                 

The Conference Method
Discussion, Panel, Case Study, Role playing
and Other Methods

7. ALLOCATION OF TERRITORIES AND SALES CONFERENCES
Allocation of Territories
Factors Determining Size of Territory

How to Get the Most Out of a Territory
Benefits of Perfect Territory Design
Use of Sales Quotas
Demerits of Sales Quotas
Setting Sales Quotas

Routing and Scheduling                
Limits of Salesman's Authority               
Sales Conference
National or Regional Sales Conferences and Conventions

8. REMUNERATION OF SALESMEN
Terms of Engagement
Methods of Remuneration
Salary and Commission
Essentials of a Good Remuneration System
Quotas and Bonus
Special Schemes

Sales Contest and Prizes

Special Payments for Sales Operations

Profit Sharing                          

Fringe Benefits

Allowance for Travelling, Entertaining, etc.
Compensation Plan
Setting Up the Objectives

Implementing the Objectives

Non-Financial Incentives, Motivations of Psychic Wages
Remuneration Plan Chart

Developing and Maintaining Morale 

PART TWO

The Art of Salesmanship

9. FUNDAMENTALS OF SUCCESSFUL SELLING
The Sales Personality

Important Personality Traits (Chart)

Physical Traits

Health            

Breath

Posture
Voice          

Appearance

Mental Traits

Alertness

Imagination and Resourcefulness

Initiative

Ego Drive
Observation and Memory

Listening Ability

Self-confidence

Cheerfulness

Social Traits

Ability to Meet the Public
Effective Speech

Tact

Courtesy

Courtesy Rules for Salesmen

Co-operation and Helpfulness

Good Manners

Avoidance of Unpleasant Mannerisms

Likeable Disposition

Empathy

Character Traits

Honesty and Reliability

Enthusiasm

Industry

Persistence

Improving the Personality

10.
KNOWLEDGE OF THE GOODS

Importance & Nature of Product Knowledge

Selling Points or Talking Points
Type of Products Knowledge Required
Methods of Acquiring Product Knowledge
Personal Experience
Libraries
Trade Journals 
Consulting the seniors

Fellow Salesmen
Advertisements

Manufacturer's Literature and Assistance
Sales Manual           
Sales Bulletin
Salesman's Portfolio
Visit to Factories
Meetings and Conferences

Motion Pictures and Visual 
Personal Training Schemes
Correspondence Courses
Questionnaire System
Travelling Demonstrators
Can the Salesman Have Too Much Product Knowledge?

11. STUDY OF BUYING MOTIVES
Salesmanship and Psychology
Customer Psychology

Important Buying Motives
Fear
Profit or Cupidity 

Vanity

Pride

Fashion
Sex or Romance
Love or Affection for Others
Physical Well Being or Health

Comfort and Convenience

Curiosity                    

Habit                    
Rational vs. Emotional Motives
Combination of Motives
Selling Points and Buying Motives
The Problem Solving Approach
Patronage Motives
Location

Nature of Goods Sold
Reputation

Attitude of Salesman

The Services Offered by the Store
The Store's Appearance

Practical Illustration of the Sale of an
Electrical Refrigerator
First Interview
Second Interview
12. DIFFERENT TYPES OF CUSTOMERS
Sizing up or Diagnosing the Customer
Character Analysis

Different Types of Customers
Customer Classification by Behaviour
The Silent Type

The Talkative Type

The Argumentative Type

The Disbelieving and the Suspicious Type

The Undecided, Deliberate or Practical Type
The Procrastinating Type

The Nervous, Timid or Shy Type
The Impulsive Type

The Handicapped Type
The Ill-mannered or Rude Type

The Pompous, Vain or Snob Type          

The Guileful Type

The Favoured Treatment Type

The Something-for-nothing Type           

The Untruthful Type

The Sarcastic Type

The Impatient Type

Different Age Groups

The Young Type or Children

The Middle Age Type

The Elderly Type

Women Customers and their Peculiarities
The Expert Buyer Purchasing for Resale
 The Industrial Purchaser
 The Group Shopper

13. TYPES OF SALESMEN

Selling as a Career
Types of selling Jobs and the Salesmanship Involved
Main Type of Salesmen

The Manufacturer's Salesman
Wholesaler's Salesman
The Retail Salesman
 Specialty Salesman
The Industrial Salesman

The Exporter's Salesman (and Indent Business)

14. TRAVELLING SALESMAN: RESPONSIBILITIES AND PROBLEMS
The Sales Process
Main Problems
Prospecting
Prospect Evaluation              
Qualifying Questions
Fact Finding Interview
Methods of Prospecting        
Canvassing or Cold-Turkey Calling
Endless Chain or Family Tree Method      
Chart Showing How a Satisfied Customer Can Help a Salesman in Securing Prospects
Center-of Influence Method
Miscellaneous Methods
Pre-Approach
Objectives of the Pre-Approach
Qualifying Prospectus

Money or Ability to Pay

Authority to Buy

Accessibility

A Need

Other Details

Coverage

15. TRAVELLING SALESMAN: GETTING THE INTERVIEW AND THE APPROACH 

Getting the Interview
Approach for Travelling Salesmen

How to Get the Interview

Methods of Gaining the Interview

Personal Call Without Introduction

Business Card

Writing for an Appointment

Premiums or "Door-openers"

Introduction

Specimen Letter of Introduction from Common Friend
Specimen Business Card of Mutual Friend with

Recommendation Note

Specimen Letter of Introduction from Salesmen's Firm
Telephone
Sales Letters
Types of Approach
The Introductory Approach
The Curiosity Approach
The Product Approach
The Consumer-Benefit Approach
Other Approaches

16. RETAIL SALESMAN - DUTIES, RESPONSIBILITIES AND PROBLEMS
Greeting the Customer                           
Hand-Shaking                                 
The Opening Saluation 

Attitude of the Salesmen                          
Using Questions      
Questioning the Customer
Encouraging Customer's Questions
Problem Situations                               
Entry of Second Customer
Turnover

EXAM 2

17. EFFECTIVE SALES TALK
Buying Process-Menta! Stages

Theories of Selling

Attracting Attention
Arousing Interest
Creating Desire       
Getting Conviction or Confidence
Stimulating Action

Rendering Satisfaction
Sales Talk - Should It Be Standardize and Memorized?
18. SALES TALK: EFFECTIVE PRESENTATION & DEMONSTRATION

Presentation Essentials

Promptness in Presentation
Clarity in Presentation
Showing Proper Quantity and Quality
Demonstration & Dramatization
Demonstration in Use
Demonstration of a Specific Feature

Appealing to the Senses

Suggesting Tests

Handling the Goods

Suggestions in Selling                                
Suggesting Additional Purchases                     

19. SALES TALK - OVER COMING OBJECTIONS             

Sales Resistance

Excuses

Dealing with Objections Inoffensively
Objections should be Welcomed
Meeting of Objections without Offence

Exoneration from Blame Approach

In Good Company Approach

The Concession Method

The Appropriate Time for Answering Objections

Procedure for Handling Objections

Listening Attentively
Cushioning the Jolt

Anticipating Objections

Preventing Objections
Methods of Meeting Objections
Direct Denial or Contradiction Method

Indirect Denial Method

Reserve Position Method

Reserve English or Boomerang Method

Superior Point or Compensation Method

Question or Interrogation Method

Pass-up Method

Unanswerable Objections

Certain Specific Objections 

No Room for a New Line
Don't Want to Change

Another Stockist Unsuccessful

Grievance Against the Organisation

No Demand
Price Objections

Complaints and Claims
 Exchanging Goods

20. SALES TALK - CLOSING THE SALES
Objectives of the Close

Closing Tactics

Methods of Closing                             
Series of "Yes" Answers

Erecting Barriers

Narrowing the Choice

Direct and Indirect Questions

Offering Inducements

Summarizing Selling or Talking Points

The Assumptive Close

Self-Analysis

After Sales Service        

The follow Through

PART THREE
Advertising & Publicity

21. ADVERTISING & PUBLICITY-MEANING & IMPORTANCE
Publicity and Advertising

Salesmanship and Advertising

How Advertising Helps the Salesman

Advertising is Selling

The Purpose and Importance of Advertising
Benefits to Manufacturer
Benefits to Retailer
Benefits to Consumer

Advertising and Social Welfare

Truth in Advertising

Misleading. Advertising Code for Commercial Advertising-
Criticism Against Modern Advertising

Acceptance of Advertising in India

Classifications of Advertising     


22. WINDOW - DRESSING, SHOW-R(X)MS AND EXHIBITIONS
Forms of Advertising Media for Publicity

Media Selection

Uses, Advantages and Limitations
Store Display
Shop Front and Shop Sign            

Window Displaying and Window-Dressing 

Position of the Window

Window Frames                         

Window's Space                        

The "Solus" Display                    

The Related Display                         

The Window Glass

Lighting and Illumination

Changing Windows

Show Cards and Price Tickets

Interior Display

Exhibitions

23. PRESS ADVERTISING                  
Newspapers                    
Magazines
Women Papers
Trade Journals and Class-Publications

Foreign Papers                          
Miscellaneous Types                         

Circulation
Editorial and Advertisement Sections          

24. OUTDOOR ADVERTISING              
Posters                          
Railway Stations

Vehicular Advertising

Field Signs
Electric Light Signs

Neon Signs

Sky Advertising
Sandwichmen

25. ADVERTISING LITERATURE AND OTHER FORMS OF ADVERTISING
Direct Mail Advertising
Advertising Literature or Circular Advertising

Direct Mail Advertising    
Other Forms of Advertising

Cinema & Theatre Programmes

Souvenir Booklets

Film Advertising
Cinema Advertising,

Screen Slides

Radio Advertising
Television Advertising

Mass Coverage

Video Advertising

26. FOUNDATIONS OF AN EFFICIENT ADVERTISING PROGRAMME
Avoiding Waste and Securing Co-ordination
Necessary Information                              
Class of Customer                                 
Media Selection and Planning

Have a Written Advertising Plan                     
The Advertising Budget or Appropriation

27. PRODUCTION OF ADVERTISING MATERIALS

Preparation of the Copy                            
Copy Thinking             
Essentials of a Good Copy the A-I-D-A-S Formula
Attracting Attention
Display
Headlines
Headline Writing
Use of Illustrations
Compelling Interest
Creating Desire and Confidence                     

Suggesting Action

Memorizing or Retention Value

Advertising Themes

Teaser Campaign

Common Faults in Copywriting                   

The Language Copy                            

The Types of Body Copy

Importance of Ideas in Copywriting                  

Slogans                                            

Humour in Copy
Keying the Advertisement

28. PRODUCTION OF ADVERTISING MATERIALS PREPARATION OF LAYOUT

Basic Elements of a Layout
Illustrative Situations in a Layout

Layout Execution
Reader Getting Layout
Materials Needed to Prepare Layout
Proof-Reading and Corrections
Typography

The Use of Art Work
Useful Printing and Advertising Terms
Proof Correction Language

29. STUDY OK APPEALS
The Advertising .Square

Appeal to Human Instincts

Appeal to Human Wants

Appeal to the Senses

Study of Advertising

Buying Motives and Their Use in Advertising

Determination of Objectives

Advertising Effectiveness

Advertising Research-Aid to Right Appeals
30. ADVERTISING AGENCY-NEED ORGANIZATION AND WORKING
Organization

The Advertiser Benefits   

Own Advertisement Manager

The Cost of Using Advertising Agents

How Best to Select the Right Advertising Agency

Changing Advertising Agencies

Getting the Most Out of the Agency

31. PUBLIC RELATIONS
Goals in Advertising
"Publics" of Public Relations
Consumer Relations
Dealer Relations      
Employee Relations
Shareholder Relations    
Community Relations     
Role of Trade Associations
Use of Marketing Tools
Appendix: A Revisional Synopsis
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EXAM 1

1   Rural Market Environment      
Population

Occupation Pattern

Income Generation

Location of Rural Population

Expenditure Pattern

Literacy Level

Land Distribution          ,

Land Use Pattern

Irrigation

Development Programmes

Infrastructure Facilities

Rural Credit Institutions

Rural Retail Outlets                          '

Print Media in Rural Areas

Rural Areas Requirements

2   Rural Demand and Rural Market Index               

Thompson Rural Market Index
Indicators Considered for Rural Market Index

3   Problems in Rural Marketing                                 

Underdeveloped People and Underdeveloped Market

Lack of Proper Physical Communication Facilities
Media for Rural Communication
Many Languages and Dialects
Vastness and Uneven Spread

Low Per Capita Incomes
Logistics, Storage, Handling and Transport
Market Organisation and Staff
Product Positioning
 Hierarchy of Markets
Low Levels of Literacy
Seasonal Demand

5   Marketing of Consumables and Durables             

Product

Price

Distribution'

Distribution Strategy—Hindustan Lever
Promotion

Product Redesign or Modification Needs

EXAM 2
4   Marketing of Agricultural Inputs                

Consumable Inputs

Durable Inputs

Fertilisers                                 

Product

Price

Distribution

Promotion

SWOT Analysis of Fertiliser Market
Agro-chemicals

Product            

Price

Distribution

Promotion

SWOT Analysis of Agro-chemicals Market

Seeds

Cattle, Poultry and Aqua Feeds

Tractors and Power Tillers

Irrigation Equipments

Other Farm Machinery

6   Marketing of Agricultural Produce and Rural and Cottage Industry Products         (20%)

Marketing of Agricultural Produce

Regulated Markets

Formation of Cooperative Organisations
Contract Farming

Agricultural Export Zones (AEZ)

Marketing of Rural/Cottage, Industry/Artisan Produd

7   Role of Financial Institutions in Rural Marketing            

Agricultural Productivity and Need for Credit

Agricultural Credit Situation

Types of Credit

Rural Credit Institutions

National Bank for Agriculture and Rural Development
Commercial Banks
State Cooperative Banks (SCBs)
State Cooperative Agricultural and Rural Development Banks (SCARDBs)
Regional Rural Banks (RRBs)

Local Area Banks

Flow of Institutional Credit to Agriculture
Kissan Credit Card Scheme
Impact on Rural Market

8. Role of Cooperative Institutions in Rural Marketing             

Cooperatives as Organisations 
Structure of Cooperative Organisations
Types of Cooperative Organisations

Share of Cooperatives in National Econom-
Impact of Cooperatives on Rural Marketing

10 Rural Marketing Strategies    

Rural Market Segmentation

Product Strategies

Pricing Strategies

Distribution Strategies

Promotion Strategies
Social Marketing

9. Rural Marketing Strategy                

Objectives

Introduction

Segmentation

Geographic segmentation

Demographic segmentation

Psychographic segmentation

Multi variable segmentation 

Targeting

Tilak Maharashtra Vidyapeeth -Pune

MBA Syllabus- IVth Semester
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MDM 413 : Management of Services

EXAM 1

1. Introduction to the Services Sector

1.1. Stages of Economic Activity                                

1.1.1. Society Based on Primary Activities                          

1.1.2. Society Based on Secondary Activities                          

1.1.3. Society Based on Tertiary Activities                            

1.2. Growing Importance of Services                              

1.3. Environmental Changes Ushering the Services Boom         

1.4. Impact of Economic Liberalisation Policy on Services          
                                                 

2. Meaning and Characteristics of Services

2.1. Characteristics of Services and Service Operations             
2.1.1. Intangibility of Services                                           

2.1.2. Parallel Production and Consumption of Services              

2.1.3. Time Perishable Commodity                             

2.1.4. Variable Nature of Services                                    

2.1.5. Customer Participation in Production of Services               

2.1.6. Selection of Service Facility Location Influenced by Customer 

2.2. Classification of Services                                         

2.3. Special Features Governing Services                          

2.4. Criteria for Selecting a Service Provider              
                                    

3. Strategic Management of Services

Fundamental Service Concept for Strategic Planning

3.2.
The Service Delivery System

3.3.
Service Facility Design and layout

• 3.3.1.
Service Facility Layout

3.3.2.
Utility of Process Flowchart in Services

3.3.3.
Service Layout and Orientation 

3.4.
Location of the Service Facility

3.4.1.
Factors Affecting Service Facility Location Decision

3.4.2.
Other Considerations for Location Selection

3.4.3.
Unconventional Approaches to Service Facility Location

3.5.
The Service Encounter

3.5.1.
The Service Encounter Triangle

3.5.2.
The Service Finn

3.5.3.
Servers or Contact Personnel

3.5.4.
The Customers



4. Management of service Quality

4.1. Differences or Gaps in the Quality of Service

4.2. Measurement of Quality in Services
4.2.1. Bench Marking

4.3. Incorporating Quality in the Design of the Service Delivery
System

4.4. Concept of Service Guarantee


5. Demand and Supply Management of Services

5.1. Techniques for Managing Services Demand

5.2. Techniques for Managing Supply of Services

  5.3. Management of Queues

5.3.1. Waiting and Its Implication in Services

5.3.2. Queue Arrangement

EXAM 2

6. Marketing of Services

6.1. Introduction

6.2. The Product in Services

6.3. Price in Services

6.4. Promotion of Services

6.5. Place Decisions in Services

6.6. Service Process Design

6.7. People in Services

6.8. . Physical Proof in Services
Questions

7. Civil Services in India

7.1.
Rudimentary Features of Civil Services

7.2.
Chief Functions of the Civil Service

7.3.
Selection Procedure for Civil Services

7.4.
Public Service Commission

7.5.
Main Functions of the PSC's

7.6.
Training in Civil Services

7.7.
Methods of Training

7.8.
Local Administration (Civic Services)

7.8.1.
Local Government

7.8.2.
Types of Local Self-Government

7.9.
Panchayat Raj
7.9.1.
Functions of the Panchayats

Questions

8. Public and Infrastructure Services in India

8.1.
Transport Services

8.1.1.
Railway Services

8.1.2.
Roads and Road Services

8.1.3.
Air Transport Services

8.1.4.
Water Transport Services

8.2.
Power Distribution Services

  8.3. Tele Communication Services

  8.4. Water Supply Services
  8.5. Sanitation Services

  8.6. Police Services

  8.7. Fire Fighting Services

  8.8. Health Care Services

8.8.1. Rural Health Care Services

8.8.2. Urban Health Care Services

  8.9. Educational Services


9. Social And Charitable Services

9.1. Social Work and Related Concepts

9.2. Objectives of Social Service

9.3. Voluntary Social Service Organisations Voluntary Agencies / Non
Governmental Organisations                        

10. Consumerism and Services 

10.1. Case : East-West Airlines

10.2. The Consumer Protection Act

10.3. Mechanism for Redressal

10.3.1. District Forum

10.3.2. The Sate Commission

10.3.3. The National Commission

10.4. Consumer Guidance Societies

10.5. The Law of Torts

10.5.1. Definition of Tort

10.5.2. Essential Elements of a Tort

10.5.3. Remedies in Torts
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