BLOCK-1
UNIT-1

UNIT-2

UNIT-3

BLOCK-2
UNIT4

UNIT-5

UNIT-6

PGDIMB-01
INTERNATIONAL MARKETING

Scope and Size of international Markets —

Definitions, Reasons and Motivations Underlyi
International Trade and International Buv.;ine:Q
Exchange Rate and Balance of Payments Bas-s.
¥ des for Entry, Nature of International Ma‘rketinic
Role of Government in Foreign Trade, Indi 9.

a's Forej
Trade, Regional Economic Groupings Sl
Conceptual Framework —
Global and Domestic Marketing, Global Marketing: A

Conceptual Framework, Some Concepts
Institutional Framework —

Institutional Set-up; Consultative and Deliberative

Bod_ies_, Commodity  Organisations, Service
!Ir_wt(ljtutlons, Government  Participation in Foreign
rade :

Cultural Environment of International Business—

Definition of Culture, Elem .
Analysis z ents of Culture, ‘Culture

Political and Le . .
Marketing- gal Environment for International
rpngi:gg:: Risk: A Definition, Assessing and Managing
Internatio Riske, M,a”agl?ment of Political Risk,
he De\.-nla | Marketing and the Legal Environment,
Legal ise oPment and Scope of International Law,
Elrwircnnmzute§ In International Marketing, Legal
Agreem ntin India: An Export Perspective, General

et s aita and Trads (GATT)

ra

® Monetary and Financial Environment -

U : .
nderlying Rationale, World Trade. A Temporal

(76)

BLOCK-3
UNIT-7

UNIT-8

BLOCK -4
UNIT -9

UNIT - 10

Analysis, Trade Patterns. An Analysis, The Debt
Problem, Major Developments in the International
Economy, Developments in International Monetary
System, Financial Environment, IMF and World Bank

Import- Export Policy of India -

Main Features, Imports, Expo-'s, Export Promotion
Capital Goods Scheme, Dutry Exemption Scheme,
Export Houses, Trading Houses & Star Trading

Houses, Export oriented units & Units in Export
Processing Zones

Import- Export Documentations —

Need, Kinds of Documents, Commercial Invoice,
Proforma Invoice, Packing List, Marine Insurance
Policy/Certificate, Bill of Exchange, Letter of Credit,
Bill of Lading, Air Way Bill (AWB) Air Consignment
Note, Combined Transport Document (CTD), Export
Inspection Certificate, Certificate of origin, Consular
Invoice, Shipment Advice, GR/IPPNPP/COD Forms,
ard4/far4 a Form, GPIGPIl Form, Shipping Bill,
Auxiliary Document, Shipping Instruction Form ,
Application for Export Inspection, Shipping Order,
Mate Receipt, Dock Challan, Documents in Import
Trade, Bill of Entry, Export Documentation and
Procedures — Step by Step, Simplified Export
Document, Some useful tips,

International Product Policy and Planning —

International Product Life-cycle, International Product
Policy, PlannSing the International Product Mix,
Branding, Labeling, Packaging and Organisation of
Product Warranties and Service, International .
Marketing of Services,

International Advertising —

International Advertising strategy, Elements _of
Advertising Strategy, Media Strategy, Advertising
Agency, International Advertising Scene,

(amn




UNIT-11

UNIT - 12

r
International Pricing Policy —
Components of Price, The Process of Price
Pricing in International Market, Information for?ffﬁng'
Decisions, Sources of Price Informati ficing
International Pricing On. lssues i BLOCK -1
i istributi . UNIT-1
International Distribution and Sales Policy
International  Distribution Channels
e : o ;
Distribution Policy, Selecting DiSt"betio:thahonm
ar‘1dl C_hannel Members, Internationa| panqels
Distribution Management hysica
UNIT- 2
UNIT-3
BLOCK-2
UNIT- 4

(78)

PGDIMB-02
International Business Environment

Introduction —

International Business- Concept, Nature and
Importance, Growth of Intern tdonal Business and
FDI, Dimensions of International Business, Central
Actors in International Business, Differences Between
Domestic and International Business, Trades in
Goods and Services, State Trading in International
Business, International Trading Houses, International
Business in World Economy, Globalisation of
Business, World's Largest Multinationals

International Business Theories —

Foundations of International Business, International
Trade Theories- Theory of Mercantilism, Absolute
Cost Advantage and Comparative Cost Advantage.
Heckscher-Ohlin  Model, Leonief Paradox, FDI
Theories - Market Imperfections, Product Life Cycle
and Transaction Cost Approach, The Eclectic
Paradigm

International Investment Process and Finance—

Introduction, Internationalisation of Firms, Corporate
Life Cycle Theory, Alternate Methods of Entry-
Licensing, Franchising, International Joint Ventures,
Subsidiaries and Acquisitions, Strategic Alliances.
Models for Making Entry Mode Choice, Determinants
of International Investment Decisions- FDI as a
Response to risks, Factors Influencing Foreign
Investment Decisions, Choice of Locations for FDI-
Interface between strategy and choice of Location,
Transfer Pricing.

Structural Design of MNEs —

pattern of Evolution, Managerial

introduction,

(79)
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BLOCK- 5

UNIT-13

UNIT- 14

UNIT- 15

UNIT- 16

international pusiness and Developing Countrigg—

Introduction, Motivations for MNE Operations in
LDCs, FDIs in LDCs, MNEs and New International
Economic Order, Determinants of FDIs, Impact of
FDIs on LDCs, FDIs from LDCs.

Regional Trade Grouping's and Cooperation —

pynamics of Regional Trade Groupings, Regional
Groupings: Developed and Developing Countries
Experience During the 1980s, Latin America, Asaanr
APEC and EAEC, SAARC. '

International  Intervention and
Business ~

International

international Intervention- needs and Type, World
Bank Affiliates and Promotion of International
Business, UN Commission on Transnational
Corporations, UNCTAD, Technology Transfer and
RBPs, ILO Tripartite Declaration, OECD Guidelines,
GATT and international Business

Muitilateral Negotiations —

control of Transnational Corporations over Global
Econqmy, Framework of Negofiations, Basis of
Negotiations, Negotiations as the Code of Cenduct on
Transnational Corporations, issues and Objectives of
:EQOHZIIIIOI'IS. Structure of the Draft Code,
ngztrfllgns on Code of Conduct, Negotiations on
Chsh (OJ:'!‘(J:ICt on Transfer of Technology, Origin of
SllllLlllragofITiiunSl skl ok 5
e b e Draft Code and its Major Features,

lor Features of the Code, Comments on the

Outcome of 5
Technology Negoliations on Code of Conduct on

UNIT-1

UNIT-2

UNIT-3

E-COMMERCE
PGDIMB- 03
INTRODUCTION-

Information Technology and Business, E- Commerce:
Electronic Data interchange, Types of E-commerce at
International Scenario, Internet Connectivity, Cases,
E-governance Cases. PCs and Networking:
Computers, Networking, Communication Media, E-
mail- Computer Communication System, 1SO's Open
System , Iinterconnection Model, Electronic Mail, The
X.400 Message Handling System,  Internet
Addresses, Multipurpose internet Mail Extension, E-
mail Security, E-Mail User Agent Internet Internet
Communication Protocols, Internet  services and
Resources, Internet mail, Internet search, \arious

" lssues of Concern, HTML, Java, Internet 2, Intranet:

intranet Services, Intranet Implementation, Web
master.

ELECTRONIC
COMMERCE-

Electronic Data Interchange : Introduction, Costs and
Benefits for Components, of EDI System, EDI
Implementation Issucs, UN / EIFACT Standards:
introduction, EDIFACT message, Interchange
structure, UN / EIFACT message Directions, Internet
and Intranets: Commerce and Internet, Commerce
and Intranet, Storage area Network, |dentification and
Tracking Tools: EAN System, EANCOM, Artcle
Numbering, Barloading, The Serial Shipping container
code and EAN label, EAN Location NUMBERS,
Warehousing Example, RFID

CONCERN FOR E COMMERCE GROWTH-

Business Process Reengineenng Introduction
approaches loo BPR, Stralegic Alignment Model,
BFR Methodology, Legal lssues Introduction. Risks,
Paper Document, Various Electronic Documents,
Technology for Authenticaling Electronic Documents,

COMMUNICATION  AND ~ E-

(83)




UNIT-4

UNIT-4

Laws for E commerce, EDI Interchange A

Legal Issues for internet Commerce, é]yberg E:;E"-‘_nt,
|ntroduction, cyber attracts, Hacking, Firewalls IB :
Secure Socket layer Authentication and assurar'-.c S,
Data Integrity, Cryptography based solutiong Die' of
Signature, PKCS, Protocols for Security meslsa gital

Key Management, Public Key Certi ging,
Authentication ~ Mechanisms, GUidelineglﬁca::'
r

Cryptography Policy, VPN, Developin ;
 Jicy, CERT =IN. 2 & Secuy,

ELECTRONIC ENVIRONMENT

Information Technology Act 2000:  Trust in th
Electronic Environment, Electronic Authenticati ;
Paper vs Electronic World, The IT Act 2000, C lgn'
Crimes Under IT Act, Adjudlcation Act. and Public
Key f_nfrastructure: PKI and Certifying Au!c»rolati.::lc
PKI in India. Electronic Payment Systems an?dl
lnterr?et Banking: Payment Gateway, Internet
Banking, S.E.T. Protocol, Electronic Cash, Electronic
Cheque, Elements of Electronic Paymems,l

CASE STUDIES OF E-COMMERCE IN INDIA

(84)

BLOCK 1
uNIT-1

UNIT-2

UNIT-3

BLOCK -2
UNIT -4

PGDIMB-04
MARKETING RESEARCH

Marketing Research -

Meaning and Importance ~ Marketing Research -
Meaning and Importance, Stages in the Marketing
Research Process, Scope of the Marketing Research
Function, Seff — Assessment Questions, Further
Readings

Organisation of Marketing Research in India -

Growing Importance of Marketing Research in India,
Expenditure on Marketing Research in India and
Major Users, Ways of Conducting Marketing
Research in India , increased Demand for Outside
Research Services, Common Applications  of
Marketing Research, Problems in Conducting
Marketing Research in India

Research Design -

Research Design — Meaning and Importance ,
Causality : The Basis of Classification of Various
Types of Research Designs, Exploratory Research
Design, Descriptive Research Design , Factors
Influencing Experimental validity, Quasi-Experimental

Designs, Experimental  Designs, Experimental
Designs,
Data Collection -

Data and the Research Process, Secondary Data -
Need and Usage, Sources of Secondary Data,
Advantages and Limitations of Secondary Data,
Sources of Primary Data, Basic Methods of Data
Collection, Sources of Error in Primary Data
Collection

(85)




UNIT-5

UNIT-6

UNIT-7

BLOCK-3
UNIT-8

UNIT -9

UNIT - 10

Sampling -Sampling -
jts Importance and Limitations. Samphng

Concepts. Steps in the Sampling Process, Sa
Designs, Estmation of Sample Size

Basic
mp'ing

Questionnaire Design and Development —

Questionnare. Format and Administration St
Invalved in Designing a Questionnaire COﬂslr.uqme s
Questionnarre, Management of Field Work Cod?na
and Tabulation, Ambiguities in the Ques't i
Method. Ionnaire

Attitude Measurement & Scaling-

Atttude, Levels of Measurement, Formats of Ratin,
Scales Single- item vs Multiple-ltems Scales Cnleng
for Good Measurement '

Qualitative Research -

What s Qualtative Research? Differences between
Quaitative’ and 'Quantitative' Research, Uses of
Qualtatve Research, Methods of Conducting
Qualtatve Research. Latest Techniques  of
Qualtative Research

Data Processing -

Cof.ng Tabuiat:on And Data Presentation —Editing of
Gcl.":- Cac;r.g of Data Classification of Data, Statistical
Seres Tables as Data Presentation Dewices,
Graohical Presentation of Data

Description and Inference from Sample Data -

Ersf‘ on ‘b-emeeﬂ Description  and  Inference.
p-ﬂ ew v for Anaysis Measures of Sample Data,
‘E€3Ulls from Inferental Statstcs

Anaiysis of Association -

C'f..-se..-_:.?r,-.,-.a:rfm Chisguare Test for Analysis of
H“-,: .“ I.-j‘-',-r.-;tr: of Association between twe

@"ate Correatiun Coeffcient, simple
Linear Otfererce Anaiysis of Difference

BLOCK-4
UNIT-12

UNIT =13

UNIT-14

UNIT - 15

Regression Analysis, Discriminate analysis and
Factor Analysis-

Analysis of Vanance, Regression Analysis,
Discriminate Analysis, Factor Analysis

Conjoint Analysis -

What i1s Conjoint Analysis. Steps in the Application of
Conjoint Analysis

Cluster Analysis and Multi-

Dimensional Scaling-Inputs  for  Cluster Analysis
different Approaches to Cluster Analysis. Factors 1o
pe considered whie using Cluster Analyss
Techniques Mult-dimensional Scaling

Application of Marketing Research in India -

Some Case Studies - Mustraton on ‘Consumer
Research’, lllustraton on Demand Fo«re;ast-'\g
fllustration on ‘Sales Promcton Campaog.n. Other

Potenual Applications




BLOCK -1
UNIT-1

UNIT-2

UNIT-3

UNIT- 4

PGDIMB-05
Sales Management

Introduction to Sales Management —

Sales and Distribution Strategy - R ;

ol
Exchange Process, Interdependence of Sealel:n e
distribution, Sales Management- Formulation ofss i
Strategy, Framework For Joint Decision Maki algs
sales and Distribution Management. et

Personal Selling -

The Growing Importance of P i

Siluatiqns Conductive for Personzrlsogsl:"insa"mg‘
Qhangmg Role of sales persons, Diversity ofg' ft'he
situations, Qualities of a good Sales Perso Sle i
scope of Activities in sales Situations e

Sales Process -

Personal Selling and Marketi
a rketing Effort- Differe

getw_?_e? Advertising and  Personal S(-.\I‘Iir::-:e
A;%r;éc.mce of Peysonal Selling, Theories of Selling:
o Er;c;siyl R:Eht Set of Circumstances theory
ula theory, Personal Selli :
Prospecting, Pre i ot inchitios]
: ; ‘reparation  to  Meet Individual
:&3?5-%[5' Makmg the Sales Presentation, Draw
ion, hold interest and build desire, sales

resistance, Meeti f
Sales eeling the sales resistance, Closing the

Computer Syste .
Managomuntz me & Applications In Sales

Role ;
u.m,m?f'- Sales Management, Organisations as an
oo td Ion Processing System, Need of Computers
L e , il '
Man‘!:l::;:au' dl1,0rdm_ Information Sought from Sales
Sales M’_’L .P fotess of obtaining information for a
anagement  Bystern,  Working  of

Computensed 4
Lol Gytlam v
Managerment 'c:vantm:| » Uses of Computerised Sales

B)

BLOCK-2
UNIT-5

UNIT-6

UNIT-7

UNIT-8

BLOCK-3
UNIT-9

UNIT- 10

Communication Skills -

Working of  Communication, = Communication
Objectives, Communication Media and their
Characteristics, Selecting Media options, Non Verbal
Communication, Oral Communication, Impersonal
Communication, Non Verbal behavior in Interpersonal
Interactions, Written Communication, Writing sales
Letters and Other Materials.

Sales Presentation —

Presentation, Types of Sales Presentation, Typical
Structure of Sales Presentation, Planning the |
Presentation strategy, Presentation skills, Principles

of Effective Presentation

Negotiation Skills —

Meaning of Negotiation, Difference between Selling
and Negotiating, The Negotiating Continuum, Steps of
Negotiation, Negotiation Strategies, Principles of

Sales Negotiations
Retail Communication: Sales Displays —

Objectives of Sale Displays, Principals of Dislpiay.
Types of Display, Managing Displays Effectively, |
Training Retailers, Motivating the Retailer

Job Analysis, Recruitment & Selection -

Nature of the Sales Job, Sales Job Analysis,
Recruitment, Recruitinent  Sources, Selection,
Selection Tools

Training the Sales Force =

Logic of Training, Training Proce
‘ roce d Methods of dentfying Training
VeBlinl, FHames e -51gning and Conducting

Noeds, Leaming Styles De
the programme, TrainersAbillies, Training Follow up

ss, Area of Sales

(89)
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UNIT- 11

UNIT- 12

BLOCK- 4
UNIT- 13

UNIT- 14

UNIT- 15

Compensation and Motivation of Sales Forcg _

Types of Compensation (Direct and i

St‘{:zies on Compensation Schen':gg,lreclt‘}é%tase
Influencing Design Of Compensation ' Schemo.
Criteria for Designing a Compensation Packi‘geg,
Motivation of Sales force, Motivation ang Ne 3‘3'
Sales person and Motivational Technique o

~'onitoring and Performance Evaluation —

M-nitoring-Needs and Objectives, Par
to Monitor Sales force, Content of a Saje

_ ) S
Basm‘SaIes repots and their Analysis, Perforrr:zﬂgté
App_ralsal Evaluation, Salesmen’s Evaluation- Some
Basic Issues, Setting Performance With Norms
Comparing Performance With Norms, '

ameter s useq

Sales Planning —

Product wise Sales Planning, Territory Manage
Mealnlng, Reason of Sales Territorxes, S!tgap:.le?r:
Terrlttory Planning, Approaches to Territory Design
Terntqry Coverage Planning, Territory Expensal
Plannln_g,_ Control Systems, Improving  Territory
Productivity, Sales programme Planning .

Sale's Organisations —

Need _for sales Organisation, Developing a sales
Organisation, Centralisation and Decentralisaion in
Sales Organisation, Basic Types of Organisational
Structgre,h Developing Territories, Field sales
Organfsatfons, Specilisation in a Field Sales
Organisations, Role of the Sales Executive

Sale's Forecasting and Sale's Quota's-

;iafes Forecgsting. Managing Sales Forecasts, Sales
recast Differentiation, Monitoring the Sales

Forecast, Sales Forecasting For New Products, Sales

Quota- Meaning and i
mporta i
Seles Cuota Pies portance, Attributes of a Good

(s0)

yNIT- 16

BLOCK- 5
CASE-1
CASE-2

CASE-3
CASE-4
CASE-5

CASE-6

——— 1

Sale's budgeting and Control —

Meaning and Importance of i
Purpose of the Sales Budget, laz:istB‘;rfjg;i?gé
Budgeting, Preparation of Sales Budget, Budget
Implementation and Establishment of Feedback
Mechanism, Flexibility in Budgeting, Introduction and
Purpose of Sales Control. Sales Caontrol System
Methods of Sales Control, Marketing Cost Analysis,
Usefulness of Marketing Cost analysis, Sales
Management Audit.

Case Studies
Puripen; Selecting the Communication Mix

Devox (India) Limited: A Less Expensive But
Complaining Customer

National Electrical Engineer's Limited: Sale's Contest
For Sale's Staff Motivation

The Genuine Charcoal Filter: Sale's Moniiaring &
Control System

Asia Pacific Electrical's Limited; Territory Planning
and Management

Rallimited: Budgeting and Cost Control System's

(4]



