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Course Title: Supply Chain Management
Course Code: CO 371
Area of Study:
Credit Hours: 3
LH:48

Course Objectives

Contents

l-his coursc itims to provicle students with a comprehensive understanding of' supply chainmanagemellt (scM)and its critical role.in enhancingbusiness competitiv.n.ri. It seeks to equipstLrdents r'r'ith the abilitl't. analyze the inrerreliri;;;;;;;g various supply chain drivers acrossorgan izati onal f unctio.s. and develop strategic clec ision_muk ing ski l l s.

Chapter l: lntroduction to Supply,(_.hairr Managemenl:
c.rttccpt o1-supplr chain ancl sLrppti cl,ai,.r ,r',anag.i,r.nt' riirrorical perspective of SCM;ob'iectives of a supply chain: pesision phases ir; r,",;;iy chain; processuiews of supplychain: Interf-ace of- technology. process ancl people in supply chain; Diffbrences betweenLogislics and SCtM.

Chapte r 2: Supply, Chain Structure:
(ioncept ol.sLrppll chaitl structure: I:;ictors alfecting surpply chain structure; Difrerencesbetw'een efJlciencv ancr eflbctiverless: plsh^basecj ,rippti'.truin: puil based suppty chain;Cornrnoditl' and cost-centric sLrpply chain: SLrpply chain'fb, calamities ancl emergencies"

Chapter 3: Supply Chain f)rivers:
(ioncept ol'sLrppll 

.cllain clri'crs: \4aior clrivers of suppll chain perlt)rmance: Facilities_[{ole irl su1l1.rl-r chain atrcl ilt cornlrctiti'c srratcgl:rnventon- l{ole in suppl,v chain anc] inctltllpctitire stl'atcg\: T'rans;rortation - rolc in sLrpply chain and in competitive strategy;Infbrmation - Role in supply chain and in cornpetitlre strategyt Sourcing _ Role insupply chairr ancl in competitive strategy; pricing _ Role in supply chain and incompetitive strategy: Trade-otrs in designilg ,uppry .-huin drivers.

!_.hapter 
4: Supply, Chain Nerrvork Design:

Designirlg tlistribulion nctlvork - Role o1' distribution in the supply, chain. FactorsinllLrcncing clistribLrti,n nct\\orl< design. Design options fbr a distribution network:Networli design clecision - Role of netlvorl< aeilgn ln the perfbrmance. Framework fornetwork design decisions; Uncertaint"v- on network desisn.

ryM*
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chapter 5: Demand Planning and Forecasting in supply chain
Demand planning- Concept and purpose; rorecasting- concept and importance of
forecasting;
Forecasting techniques:Qualitative method -- Personal insight, sales force consensus,
management estimate. market research. Delphi method; Quantitative method - Naive
forecasting. moving average. weighted moving average. exponential" regression[Concept
onlyl
Aggregate planning.: Concept of aggregate planning; Strategies of aggregate planning--
Chase. level, and mixed[Concept ond Numericafi;*Concept of Salei and operationsplanning (S&OP).

Chapter 6: Sourcing and Coordinating in a Supply Chain:

Concellt ot' PLtrchasitlg. 1'rl'scvrenrent. and soLrrcing, Buying Decision; Supply chain
coordination- concept: Ef1-ect on perlormance of lack of coordination.

Chapter 7: Supplv Chain performance Management:

(-'0nce1lt. ob.icctives tll' pertirrnrancc r.neilsLrrcs. Approachcs to pertbrmance measures:
Traditional ancl contentporarv approaches

E.F.2022

LH8

LH5

LH5

References

Chopra. S.. Meindl. p.. & Kalra. D.V. (2017). SLrppl1,, Chain Management: Strategy. planning"
ancl Operation (7th ecj. ). pearson

N' Chandrasekaran. Surpply Chain management Process. System. and practice. OxfordLlniversiti, Press. 20 I 0.

Wisner. .1.D". 
-l'an. 

I(.C.. & Leong. Ci
Balancccj Approach (5th ed.). ('cnglrgc.

K. (ZOl9). Principles of Supply Chain Management: A
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Pu rbanchal [Jn iversitv
BBA VII Semester

Course Title: Digital Business
Course Code: lT 372
Credit Hours: 3
LH:48

Unit 5: Digital Business Strategy and Value Creation LH9
Concept of digital business strategy; Digital channel strategies; Strategic analysis: Intemal and
exlernal: Strategic objectives: vision. mission, scenario-based analysis, Digital value creation,

detlnition: Strategl, i rnplernentation.

Course Objectives:
l'his coursc aints to introduce stlrdents to the kel, concepts. rnoclels. and practices of cligital
business. -fhe 

ctlurse also explores how organizations leverage digital tools and technologieifor
business grow'th arld transfbrnratic'rt't. By the end of the course, students will be able to understand
digital business collcepts and use simple digital tools and strategies to support business activities.

Contents

tjnit l: Inrroduction to Digital Business LH tt
Concept ol' digital busit'tcss: Irrpact of electronic comntunications on traditional business;
Intrancts and ertranets in digital business: Dilferences between digital business and e-comrr....;
T1'pes ol-digital treclia chantrels: [)rivcrs o1-cligital technology adoption: Benefits and challengeioldigital bLrsirrr'ss adoptiun: Scil-sidc ancl bu\,, sicje e-conrrcrce.

Llnit 2: Marketplace Analysic LH g
Online Inarketplace analysis - process; Review of marketplace channel structure" t.ocation of
trading in the rnarket place. Irnportance of multichannel marketplace models, Difl'erent types of
online intennediary and influencers" Revenue ntodel.

Unit 3: Digifal llusiness lnfiastructure LH g(loncept o1-cligital br:sincss inliastrLrctLrre. Digital business technology platflorms; Cornponents of
digital busitless itllrastructr-tre: N4anaging issuris in creating a new cllstomer facing digital service:
Concept ol' SaaS. cloLrd compr-rting" and Service-orientedarchitecture.

Unit 4: E-Environment LH g
E-environnlcnt - (-Oncept of SLt:P-l'firarnervork: Faclors governing e-commerce service
adoptitln. [)rivacl anc] trLtst in c-cr.mtr-icrcc: f-.nvir'onnrent anil grcen isiues related to internet
Llsage: Ircotlorric atlcl competitivc factors: Political lactors: E-Governance: Technology
innovatior"r i,rncl assesstnent

Setting SMAR I- ob.iectives; Strategl

ebY )^y
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Unit 6: Digital 'I'ranslbrmation LH: 6
Concept ol.digital transfbrnration: C'liallenges o1'digital busincss transfirnliation: Challenges of
sell-side c-conmrerce llased on 7Ss lianrcuork: [-.rncreins trcnds. Artillcial intellisence. block-
chain" \\'e b 1.0.

References:
Chaffey, D., Hemphill, T,, & Edmundson-Bird, D. Digital Business and E-commerce
Managemenr: Strategy, lmplementation and Practice (8th Edition). Pearson Education.

Turbano E., Whiteside, J., King, D., & Outland, J.Electronic Commerce: A Managerial and
Social N etworks P erspe ctive. Springer.
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Purbanchal University
llBA VII Semester

Course Title: International Business
Course Code: CO 373
Credit Hours: 3

LH:48

Course Objectives:
'rhis course ainls to proriicle stLtdents r,vith a fbundational understanding of how businesses
operate in a global environment' It enables students to analyzethe factors that afl'ect internationalbusiness' and the basic strategies ancl functions needed to operate successfully in the globalmarket.

Contents:

Unit l: lntroduction to Internario,ar Business ancr Grobarization LH gDeflnitiorl and scope of international bLrsiness; I(ey drivers of-globalization (technology. markets.competition): cilobalization's impact on fir,ri,..oro,ri.r. and societies; Multinationalenterprises and their roles: Pros and cons of globalization: I:thical issues of globalization.

[''nit 2: (]ulturar Environment in Intcrnationar I]usiness
Dinlcnsiotls .1' culture: ('ultLrral fianter.l'orks * IIof'stecle's moclet, high-context vs ,"* l#r3r,cLrlturesr Impact o'curture on negotiations. reade^rrip. uno team dynar,ics; Strategies for curturaradaption and avoiding misunderstandings;

Unit 3: Politicar, Legar, and Economic Environments LH gTypes ol'political sYStelrs antl their influence on business: L.egal s),stems and internatio,alregulations: [rc.norric classillcation( ldevelope..l. e,.nerling. cicveloping ,rarkets): political risksancl mitigation strategics: I{olc ol'internationai agencics-in shapirg environrxents;

Unit 4: Intrrnatiolral 'Iratle and Investment 
LH gclassical and morJet'n theories of international trade; patterns of trade and factors influencinginvestnlent ciecisions: ciovernnlctlt interventions (tarifrs" non tariffls. quotas. subsidies) and theirrationale: frorcign direct investtrent. its t1pes. and rnotivations: Regional integration and itsbusiness i mpl iceitions;

Unit 5: Strategies for International Business LH gGlobal strategic planning ancl corrpetitive advantage; Entry strategies - exporting, licensing,'ioint ventLrres' whollv owned subsidiaries; location-setection and riarket evatuation; Adaptingstrategies to rrrerging vs cleveloped markets: organizational structures fbr internationaloperations. WM*
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Unit 6: Functional Aspects of International Business LH g

GIohal mal'l<eting Irix - prodLrct atiaption. pricing strategies. clistribution. promotion; SLrpply
chain arltl rrPct'0titttts Irilniulcnrent in a global contcxt: Huntern resoLlrce lxanagement; Ethics"
crlrp()tatc strc i u l rcsl-lon,si bi l i tr i n i ntcnlilt i()nill bLrsincss

References:

Daniels..l.. RadebaLrgh. L.. & Surllivan. D." International Business: Environments and
Operations". Global [rdition. Pcarson.

Hill. C.. &.lain. A.K. (2018). International Business: Cornpeting in the GIobal Marketplace.New
Delhi : Tata McGrau,-l-{il l.

Sthapit. A (2020). lnternatiortal bu.vine.s.s; fest and cctses,6't'ecl.. Kathmandu: Tale.f Lr prakashan.
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Pu rbanchal [Jniversity
BBA VII Semester

Course Title: Consumer Behavior
Course Code; SM 371
Area of Study: Specialization (Marketing)
Credit Hours: 3
LH:48

Course contents

floursc 0bjectil cs
l-hc nlain obicctives of this coLtrse are to explain the fundamental concepts and importance of0onsLlmcr behavior in nlarl<eting. Students lvill clevelop an undersfanding of'consumerpsl"chological and socio cultural factors influencing consumer decisions process, and will apply
these insights to real-world nrarl<eting contexts.

tjnit l: lntrotluction to C'onsumcr Behavior LH 6Dellrline collsLllrer bchalitlr: clifJ-erenccs betu"een cLrstonrers" consumers. the ultimate consumerancl the indi'idLral 
.bLryer: wh1' studf ing consurner behavior?; relationship between consumerbehavior and marketing concept: Impact of new technologies on marketing strategies;Interdisciplinarv nature ol' consumer behavior.

Unit 2: (lonsumer Decision-lVlaking process 
LH 7Defining collsLlmel'ticcisiUll rnaking: levels oI consurner decision mal<ing: routine. Iimited. anclextcnsil'e problem-solving; Four vievvs of consumer clecision making: A" ;;;;;;;';; ;passive vieu'' a cognitive view- an emotional vieri,; A rnodel of consumir decision making: input.process" and outpLtt; Input: marketing inputs. socio-cultural inputs; process: need recognition,pre-purchase search and evaluation of alternatives: oLrtpurt: purchase behavior and post-purchase

evaluation.

Unit 3: lnternal Influences on Consumer Behavior LH 14Motiv'ution und consumer needs: Defining rnolives" nature and role of motives. classil,ving
n.rotives. iVlotivc arousai. Maslorv hierarchy, of needs.
Personulit-y' ttrtd consumer behavior: Defining personality. nature of personality; self'-concept:Delining selt'conccpt. sell'concept ancl consuirer behaviirr: Brand personality: Defining brandpersonal i tr . prod uc t ilnthroponrorph i snr ancl brancl person i ticati on.
Perception: [)efining perception; elerrents oi perception: Selcction. organization andinterpretation.
Learrtirtg: Defining learning: Types of learned behavior; Classical conditioning theory;Instruniental conditioning trreory; and cognitive theory.
Attitudes : Defi,i,g attitude: F uncrions of attitude;cognitive dissonance.

bry
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Unit 4: Erternal Inllucnces on Consulner Behavior LH 14
l;nmil.l': [)elining thnilr attcl ltoLrschold: fhrnill'clecision rraking and consurnption related roles;
Thc lirmilr ii1c c1clc: tnirlitionlI anrl non-trnclitional.
Sociul (luss: [)clinins social ciass ancl social stiltus: NatLrrc ill'social class: Measurement of
social class: sub-iective and ob.jectir,e rrcasLlre
Soc:ial groups: Defining grolrps: C.lassillcation of groups; Grorlp properties; Refbrence groups
and its tlpes: Reasons fbr accepting ref-erence groups.
(lulture, crttss cnlture und sub-culture: Defining culture" Characteristic of culture;Defining
subcuIturer cross cultLrral understanding of consLrrler behavior.
Personal irr.t'luence unl diffusiort of inrtovotiorrs: Nature ancl significance of personal influence;
Opinion lcaclership: \\'h1 opinion leaders intluence; Corrcept of innovation; Categories of
innovatiotl: c0tltillt-tous. chnanticalll continuous innovation and discontinuous innovation;
Adoption ilecision process: Diffr-rsion process.

Unit 5: Organizational buying behavior LH 7
Defrning organizational bLryingl Organizational buyers versus flnal consumers; I-'actors
int'luerlcillg bLtrer behavior': [].ttvironntcntal. organizational. interpersonal ancj indivic-lual factors:
Orgaltizational hur cr's decisiitn l]roccss.

References:
schiffman, L. G., & wisenblit, J. Consumer Behavior. pearson Education.

Loudon, D. [,., & Della Bitta, A. ,1. Oonsuntet' Behcrvior; Concepts crnd Applications. McGraw-
Hill. w "kr*
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Purbanchal University
BBA VII Semester

Title: Sales and Distribution Management
Course Code: SM 372
Area of Study: Specialization (Marketing)
Credit Hours: 3

LH 48

Course Otr.jectives
This ctturse aims to providc an understanding ol managing the sales tunction and clesigning
distribution s)'stems. lt ernphasizes the integration of sales and distribution strategies to achieve
organizational objectives. exploring both theoretical and applie<1 dimensions of sales planning"
sales tbrce management. channel design. and logistics.

Contents

Unit l: lntroduction to Salcs llanagentcnt LH g

Mcaning of sales managenrcnt. evolution ot'sales department" objectives of sales management.
lntegration rvith marketing management. Roles and skills of modern sales managers: Levels of
sales management position: Changing role of sales force; lnterrelationship among sales
managelncnt. personal selling and salesmanship. Emerging trends in sales management"

l-init 2: Personal se lling LH g

Meaning artd nature o1'personal selling: ob.jectives of pcrsonal selling: Steps in the selling
process: []asis tenrs used in sctting sales ob.iectives anci tblecasting: Market potential. market
forecast. sales potential. sales fbrecast: Sales fbrecasting methods: Quatitative - Jury o1'executive
opinion. poll of sales lorce opinion; survev of customers'buying plans" projection of past sales -
Time series analysis" exponential srrroothing. regression analys i s 

"

Unit l: I\'Ianaging tlre Sales Force
[ioncepl ol' salcs olganiz-ation uncl

Sales .iob iiescliption and sales .io
Conccpt of' Sales training. tlaining

LH 14
siiles ors.anizational strLlctLlres: Sales "job analysis:

b specili cations: Recruitrrent and selection of salespeople.
nrethods: Lecture rnethocl" demonstrations. role playing. case

method. irnpromptu. simulation" and on the job training; Motivation: concept of motivation;
Hierarchl,' of needs; Motivation-hygiene theory; Compensation plans and its types: straight salary,
straight commissi on" combination salarv and incentive plan; Reimbursement of sales expenses,
u,avs ol' c()nlrolling sales erpenses: Sal es meeting and its rnajor decisions, sales contest;
Pertbrmance st.anciard: Setting perfbrn'r ancc standard. recording actual performance. evaluating

taking action

tr pcs ol-

i

l.

actLlal perlurnrance r,i'ith stanclards. ancl
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Unit:l: Controlling the sales elfort LH 8

concept o1'sales bLrdgel. pLlrposes of sales bLrdget: Sales targets. Relationship among sales

targcts. sllcs lirrcclst apc'l salcs buclg,ct: llpcs of targets: Cottcept o1-sales territories. Reasons for

clctining salcs tcrritori : Sltlcs ltLrdit llrld salcs anall sis.

Unit 5: Distribution channelso logistics and channel information systems ['H l0
Concept oi rnarketing channel. channet members; Designing marketing channels: Selecting channel

partneisl Role of minuflacturer's sales force; Managing the channel conflict; Concept of logistics

management: Elements of logistics management. logistics management and supply chain

,ro,ru!.,,",.,t1: Clhanncl infbnration systent: Cfonceptl Aclvantages of channel infbrmation system:

Stagcs o l- c hatttte I i n lilrllr ati otl s) stclll'

References
still. R. R.. curnclift" E. w.. covoni. N. A. P.. & Puri. s. (6th Edition). sales and Distriburion

lvlcrnage rueirr Pearson Edurcatiotl.

Havaldar." 1.," h,.. & ('ltr.alc. \. \4. ll0l7)..!o/c.r ttntl l)i.su'iltution ,\luncrgentent'Text anr{ Co.ses.

N4cGrau I Iill t:dLrcation.

Supplementary Reading:
oaviO Jobber 

-and 
Geoffrey Lancaster, Selling and Sales Management, Pearson Education
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Purbanchal Universitv
BBA VII Semester

Course Title: Capital Structure
Course Code: SF 371

Area of Study: Specialization (Finance)
Credit Hour: 3

LH:48

Course 0bjcctives:
This cor-rrse airns to provide the graclLrates rvith an understanding of the basic concept and

principles of (iapital structure. Further the thorourglr understanding of the course will enable the

grarlllates ro develop anall,tical skill particurlarly in taking appropriate capital structure decisions

in the corllorate sector.

Contents:

Unit l: lntroduction. LH 6

Introduction of Capital structure, Capital structure decisions and maximization of shareholders'

wealth, Difference between financial structure and capital structure, optimal capital structure:

significance, goals, and features, Factors that determines appropriate capital'structure.

Unit 2: Common Stock F inancing LH l0
lntrodLrction olcomnton stocl(. Righrs of holders olcommon stock holders; voting rights; Nature

of voting rights: curnulative and non-cumulative voting; Preernptive right: valuation of rights.

Eflbct of right oflering on Financial'Staternent.

t-tnit 3: l.ong'lcrm t)etrt and Prclerred Stocl< LH l0
Instrun.ncnts o1'l.ung-lcrrr [)cbt l]inancing:.Icrnr loiit-i and ,Antortizcd Loan. Ditferent types of
Bonds. Prel'errecl Stock: [:eatures ancl advantagcs of using prel-erred stock. ranking of different

types of securities. refunding decision oldebt and pref-erred stock using present value approach"

Unit 4: Warrants and Convertibles LH 14

Meaning o1'uarrants: lieatures ol u,arrants] Reasons issLring warrants;Valuation of warrants.

Eftect o1'\\i-rrants on capital structure.

Meaning and rationale o1'use o1'cunvertiblcs: FeatLrres of convertibles" Analysis of convertibles:

Conversion ratio and conversiorl price: Convcrsion value: call policy on convertibles: Eff-ect of
convertibles on capital strLlcture. Comparison of warrant and convertible

w *&N^
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Unit 5: ]-heon, of Capital Structure LH g
COllcept ot'Lallital strLlctltrc. ( ttnttron AssLrnrptions iu-rcl clcflnitions. Basics of capital strltcture
rheorie-s (\ol ,\pproach. NIapproach. -[raditional 

Approach ancl MM Model).

Suggested Readings:

GaLrtarn. Rishi Raj & I'hapa Kiran (2013).Capitol Structure Management. Asmita pLrblication"
KathmanclLr. Ncpal.

van Hornc..lames C.. Financiul Manngement ond policy: pHI" New Delhi

Westcrn..l. Freci ancl Thomas tr. Copeland. Mortogeriul l;inance:'lhe Dryclen press. Ny
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Purbanchal University
BBA VII Semester

Course Title: Advanced Financial Management
Code: SF 372
Area of Study: Finance Specialization
Credit Hours:3
LH:48

Course Objectives

The Obiective of this coLrrse is to create an understanding of basic concepts. principles and

techniclues of flnancial managcmcnt anrong stuclents. It also aitns tit enable them to appl,v this

kntrr.i ledec irr real- lif'e sitLrations ancl tal<e appropriate flnancial dccisions^

Contents

Unit l: Time Value of Money LH 6

Concepts and usage of tirrc valr:e of money. present and firture valLre (Single sum. Even series.

IJnevcn scrics). Norrinal and el'l-cctive interest rates (Calculations and comparisons). Presents

values o1'pe rpetLrities" Loan amortization schedule.

Unit 2: Investment Planning and Evaluation L}:{l2
Meaning and Classification of Projects ( Independent mutually exclusive & replacement )
Evaluations of project (PBP, Discounted PBP, ARR, NVP, PI, IRR, and MIRR)

Unit 3: l,case l.'inancing LH 8

Meaning ancl ['ypes o1'lease. firctors inf'lLrencing lease decisions" Decision regarding lease or

bLt) .

Unit 4: Working Capital Management LH 6

Concept of u,orking capital. Working capital cash- flow cycle (OC and CCC) . Current assets

investment and l-'inancing policies .

LH6Unit 5: Inventory Management

Concept and need for inventory Management, EOQ, safety stock, RoL, Impact of quantity

discount on EOQ, Inventory control systems ( ABC analysis and JIT Approach)

EY MK
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Unit 6: lleceivables Management LH 6

N,lcaning. signiticancc and te chniclr-res of rcceivablcs rranagernent" Ilvaluation of credit policies

Unit 7: Cash Management LH 4

Motives 1br holding cash" Cash Transf-er systems " Cash Management models ( Baumol model

and Miller - Orr Moclel )

References

Pradhan. R"S" t-inancial Management. Buddha Acadernic Enterprises Kathmandu

Eugene F. Brigham and Michael C. Ehrhardt. Financial Management Theory and Practice. 15rt

edition.

Eugene []. Brighant and.lciel F. Flourston. I':undamentals of Financial Management

erv k**
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Purbanchal Universitv
BBA VII Semester

Course Title: Talent Acquisition and Management
Course Code: SH 371
Area of Study: HRM Specialization
Credit: 3 Credit Hours
LH:48

Course 0bjectives
This course aims to provide an in-depth understanding of talent management. a vital part of
human resourcc manasement. Stuclents rvill explore the processes. strategies and practices that
organizations use tr) attract. develop" motivate. and retain perfbnning employees to meet
organizational goals. I'he course aints to develop the sl<ills neecled to implement efj'ective talent
managelreltt strategies in various organizational contexts among sluclents,

Contents

Unit l: Inlroduction to 'falent Management LH g
Dcflnitiorl lttlcl itllportancc ttl'talcnt rranagcrrerrt: Difl-ercnce betr,leen talent acquisition and
recrltitmcnt: [rvolutiorl ol'talcnt llanAscrrelrt practiccs: T'he ralent management c],cle: attract.
develop. r.notivate. retain (Ker conrponents of a talent management s),stem): Strategic talent
management and alignntent with business goals:

Unit 2: Workforce Planning and 'falent Acquisition LH g
Worklbrce planning and fbrecasting; Recruitment strategies: internal vs. extemal: Selection
processes: itlterviC\ls. ilsscssments" and clecision-making: F.rrplol,er branding and attracting top
talent: [:.lfectivc otl-boarciing: bcst practices and corrnton pitfalls: Steps in talent,runugo-r.,it
process: N,locieling excellcnce in talent managentent

Unit 3: Performance Management LH g
Purpose and cotnponents of perFormance management; Setting performance goals ancl
expectatiotls: Perfbnnance appraisal rnethods and toolsl Providing feedback and coaching:
Linking perlirnrance tu rcuarcls antj recosnition: Nlanaging Lrnder_peifr)rntance:

Unit.l: l,earning,'l'alenf l)oekrgrnrent and'Iraining LH g
ln.lporlallcc of lcarning and dcvelopment in talent ntanagelnent: lclentifl,ing and assessing talent
and development needs (Assessir-rg training needs): Designing and implementing tiaining
programs; Mentoring. coaching. and career development; Evaluating training eflbctiveness

Unit 5: Employee Engagement and Retention LH8
Ljnderstanding ernplol'ce engag.cnrent: drivers ( Factors inflr_renci ng ernployee engagelnent) and
oLrtc0nrcs: Strategics lirr i nrprol'in* cngagellent ancl ntorale. and cnhancing errplo;-ee motivation
anci satislirction: Rete ntio n strategies anci prograr-ns: Recognition and reward systems; Work-lif-e
balance and flexible u,ork arrangements.

eAz
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Unit 6: Succession Planning and Career Development LH g
Importance of succession planning; Identifying and developing high-potential employees; Career
development and mobility; Ethical and legal considerations in talent management; Cunent trends
in Talent Management

Re t'ereltccs:

Berger Lance A." Bcrger Dorothl R. (2001)The 'l-alcnt Management Handbook: Creating
Organizational Excellence bv Identif,ving. Developing, and Promoting your Best people,
McCrarv-Hill

Miller" Mark (2018).'falent Managenrent: ["low to Attract and Keep the Best people. Berrett-
Koehler PLrblishers. Inc. a UI( flusiness book

PloYhart Ilobert [-." Weekle1,. Jeef A.. Dalzell .lulian (2018). Talent Without Borders: Global
T'alent AcqLrisition fbr cornpetitive Advantage. orlord LJniversity press

Schienlann William A. (200q). Reinventing Talent Management: How to Maximize performance
in the Neu Marhetplace. .lohn wile1,& Sons" Inc.. Hoboken. New.lersey
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Purbanchal University
BBA VII Semester

Course Title: Training and Development
Course Code: SH 372
Area of Study: Specialization (HRM)
Credit Hours: 3

LH:48

Course Objectives
This course aims to provide students with a comprehensive understanding of the principles"
processes. and practices of l'raining and Developr-nent (t&D) as a critical function of Human
ResoLrt'cc N{anagement. It tbcuses on developing sl<ills to design" implement. and evaluate
training prograrns to enhance organizational perfbrrnance and employee grou.th"

Contents

Unit l: Introduction to -f raining and Development LH 8
Deflnition o1'training. development. ancl learning: Distinction betrveeri training and development:
Role of I'raining and Dcveloprnent (-l&D) in organizational sLlccess: Linking to business
strates\,: Aligning T'&D uith organizational goals: Role of T&D in employee retention and
motir,'atiort. enhancing emplol'ec skills. knowledge, and attitudes; Evolution and trends in
training ancl development (shifi fiom traditional to modern approaches such as e-learning.
blendecl learning): Challenges in T&D: Budget constraints. resistance to change" and measuring
eff'ectiveness.

Unit 2: Training Needs Assessment LH I
Concept of Training Needs Assessment (TNA): Definition and purpose, Importance of
identifying training gaps; Levels of TNA: Organizational, task, and individual levels of analysis;
Methods of TNA: Surveys, interviews, focus groups, performance appraisals, and observation;
Linking training needs to organizational goals; Analyzing Performance Gaps: Identiffing
discrepancies between current and desired performance; Prioritizing Training Needs: Criteria
for selecting critical areas for training intervention,

Unit 3: Designing Training Programs LH 8
Steps itr Designing'l'raining Prosrams: Setting ob.fectives. sclecting content. antj deterrnining
deliverl' metl'iods: L.earning Theories and Principles: Adult learning theory (Andragogy).
erperiential learning. ancl reinfbrccment theory': Training Methods and I'echniques: On-the-job
training (O.l I'). lectures. sirnulations. role-plais. and case studies: [--actors Influrencing Training
Design: .\uclicnce cl'iaracteristics. budget. tirne constraints. and organizational culture: Creating a
1'raining PIan: I)eveloping a structured timeline ancl resource allocation
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Unit:l: Implementation of 'f raining Programs LH I
Rolc o1' I raincrs: QLralitics ot' an ci'lcctivc tlainer: Iraining I)elivery' Methods: Cllassroon.r

training" trnlinc training. uorlishol-rs. ancl blcnclccl lcarning: Nlanaging L-ogistics: Venue setup.
materials. tcchnologl. and schcdLrlirrg; Overcoming Implernentation Challenges: Addressing
resistance. technical issues" and lacl< o['engagen]ent; Lise of Technology' in Training; [,earning
Management Systems (LMS). virtr-ral classrooms. and mobile learning apps;

Unit 5: Evaluation of Training Effectiveness LH 8

lmportance o1'Training Evaluation: Measuring irnpact on employee perfbrmance and
organizational goals: Kirkpatrick's lrour I-evels ot'EvalLration Reaction" learning. behavior. and
results: Nlethods of EvalLration: ffeeclback lorms. pre- and post-training tests, observation, and
pertbrntance metrics: Challenges in Evaluation: AttribLltion issues" time constraints, and data
collection: Feedback Mechanisn-rs: Ciathering and analyzing feedback for continuous
improvement: Return on Investment (ROI) in Training: Basic concepts and calculation methods
for assessing training irnpact:

Urrit 6: l.merging'f rends antl Future of 'f raining and Development t,H 8
F.-l.earning and Digital lranslbrnration: I{ole ol' onlinc platlirrnts. Virtual training" AI, and
virtLral realitl tVIl) in training: Blendecl [-earning Approachcs: Combining traditional and digital
methocls fbr efl'ectivc leanring: Emplo,',,-'ee Development Programs: Career development.
mentoring. and succession planning. Global Trends in T&D: Cross-cultural training. remote
worklbrce training. and globalization impacts: Future Challenges and Opportunities: Adapting to
rapid tcchnological changes and evolving entployee expectations:

References:

Blanchard. P. Nicl<. &'fhacker..lames W. (2019). Efl-ective Training: Systems, Strategies, and
Practices (6th ed")^ Pearson Education.

Dr. Rishipal (201 I ) Training' and Development Methods (l', ed.). S. Chand
Noe. Ralmorrcl A. (2023). lrrrpkncc 'Training ancl Devclopnrent (9th ed"). McGraw-Hill
Eclucatiun
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Purbanchal University
BBA VII Semester

Course Title: International Marketing
Code: SI 371
Area of Study: Specialization [International Business]
Credit Hours: 3
LH:48

'l'his coLtrse itttrocluces stucients to the principles and practices of rnarl<eting in a global context
fiom the persPective ttf ittternational business. lt explores the challelges ancl opportunities of
marlteting prodttcts and services across borders, oonsidering cultural,-economic, and political
difl-erences. 'rhe course focuses on developing strategies foi market entry. product adaptation,
pricing. distribLrtion. and promotion in internationar markets.

Linit l: lntroduction to International Marketing (g hours)
Dellniti0rl. scope. alld inlporlancc of ilttcrnatioltill marl<eting: Ditl'crences betw.een ciornestic and
irrtertlatiotlltJ rllarketirtg: Importance of globaliziltion ancl its impact on marketing strategies; Key
chal lcnges ancl opportr.rn ities i rr i nternational ntarl<eti ng"

Unit 2: International Market Environment Analysis (g hours)
Understanding the global business environment (econornic. political. legal factors); Econonic
systerns and stages oieconomic development; Political and Iegal environments and their impact
ol1 marl<etirlg decisiotts: CLrltural dimensions and consLrrler behavior across countries:
Internatiottal trade f}ameu'orks ancl agreements: Ethical considerations in international marketins:

Unit 3: International Marl<et Research and Entry Strategies (g hours)
Purpose and challenges of international market research; Importance of market research in
identifl"ing international opportunities: Methocls ol conducting international market research:
secondarl'data. sLlrvey's: Marl<et entrv mocies: exporting. licensing..ioint ventures. direct
investmerrt: Risl<s and benef-its of different entry strategies: Criteria fbr selecting entr) modes,

Unit ;l: (ilobal Marhcting Stratcgv and planning (g hours)
Cilobal trlarl<et segmerttiitior.). targeting. and positioning; Strategic planning process in
internatiotlal rllarketirlg: Standardization vs. adaptation of nrarketing strategies; Glob;l branding
and contpeti ti vc aclr, antage:

unit 5: lnternational Product, pricing, and Distrihution Decisions (8 hours)
Product strategies fbr international markets: New product development and product life-cycle in
global markets: Factors in1'lurencing pricing deci global markets (currency fluctuations,sions in
competition). Pricing strategies fbr international rnarkets ; Distribution channels and logistics in
international bLrsiness. clhallenees of inter,ational distribution and logi
intemediairies and sLrppll, chain management in global marketingw JY^y,
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Unit 6: lnternational Promotion and Marketing Implenrentation (8 hours)
Designing ltrotttotiottttl strateeies lirr international audiences. Adapting aclvertising rnessages to
c'ultural attci lingrristic ciil'l'crcnccs: Rolc ol'digital nrarlicting iincl social ntedia in global
catlipaigtts.ttttl intcntational rnarlicts" NIarl<eting urganization. control^ and performance
evaluation. I:thical and social responsibilitr issLres in global rntrrketing

Suggesterl Readilrgs

Keegan, wamen J. Global Marketing Management. Delhi. pearson Education.

Cateora" Philip R." C'iill1'. Marrl' C.. and Graham. .lohn I-. International Marketing. New Delhi"
McCrar.r Hill EdLrcation (lndia) Privare I-imirecl.

W "k*f
"n



E.F.2022

Purbanchal University
BBA VII Semester

Title: International Finance
Course Code: S1372
Area of Study: Specialization (International Business)
Credit Hours: 3

LH 48

Clourse Objectives

This course provides an introdr"rction to the principles and practices of international hnance,
especialll mtrnaging f-inancial resources in a global context^ [t also aims to address the financial
challenges anc'l opporturnities laced b1, businesses operating in a global environment. It includes
lbrcign exchange nlarkets. international flnancial sy'stems. and risk management.

Contents

Unit l: lnternational Financial Markets LHz
Specialty of international finance - Foreign exchange and political risks, market imperfections,
and expanded opportunity set; Emergence of globalized financial markets.

Unit 2: 'Ihe Foreign Exchange Market LH 8
lntroduction: l-.xchange rate dcf-initions: Clharacteristics and participants of the loreign exchange
market: Arbitrage in the tbreign cxchange market; '1'he spot and forward exchange rates:
Nominal. real and efl-ective exchange rates; Sirnple model of the determination of- the spot
exchange rate: Alternative exchange rate regimes: Forward foreign exchange - Forward
exchange premiutns and discoLnrts. Fonvard rates verslrs expected future spot rates, Payoff
profile on firru'arcl exchange. OLrtr:ight fbrward erchange and swaps. Irlexibitity of fbrward
exchange. Fonvard qLrotation. Deterrnination of tlre tbrvvard exchange rate: The interaction of
traders. hedgers" arbitragcurs. ancl speculators.

Unit 3: lnternational Monetar;-' System LH 5
Evolirtion of the International Monetar)'System - Bimetallism. classical gold standard. Bretton
Woocls s\stem. llcxible ercl'iangc rate regime" European Monetary System (Benefits and costs of
Monctan Ilnion): Rise of the ('hincse ]{enrrinbit Fixed versus f-lexible erchange rate regimes;
I-argct z-oues.

Unit 4: Foreign Exchange Exposure and Management LH 12
Three Types of Exposure: Transaction Exposure, Economic exposure, Translation exposure;

4.1 Management of transaction exposure
ShoLrld the llrm hedge?. Hedging lbreign currency receivables: Forward market hedge.
nrarket heclgc" Options marl<et hccige. Corrparison of hedging strategies: Hedging fbreign
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currencv payables: Forward market hedge. Money market hedge" Options market hedge.
Comparison of hedging strategies:

4.2 Nlanagcntcnt ol' ccoltontic c\posLtre:
Measut'ittg asset cxp()sLrfc. Ileclging asset cxposr.tre. Operating exposure: Determinants o1'
operating exposure. Managing operating exposltre: Selecting lorv-cost production sites, Flexible
sourcing policl. Diversilrcation of the rnarket. R&D efforts and prodr-rct differentiation" Financial
hedging:

4. 3 l\'1 anagement ol traris I ati or-t ex posure :

Methocls of lranslation (lurrenti Nt)ncLlrrcnt mcthod" Monetary/Non-monetar_v method.
l'empolal trethod. Curre nt rate rlethod: 'l-ranslation exposure versus transaction exposure"
Hedging trattslatiitn exposure. Balance sheet heclge. Derivatives hedge, T'ranslation exposure
versus operating exposure

Unit 5: Long-term Financing and International Bond Market LH ll
5.1 Long-term financing decision: Sources of eqLritl'. Sources of debt: Cost of debt financing.
Mcasurins thc cosl ol'flnancing.. i\ssessing lhc crclranse rittc risk of debt tinancing:

5.2 l-he uorlcl's bond r-narlicts: I:orcistt boncls and lruroboncls. lJearer boncis and registered bonds.
Global boncis: Tvpes ol instrurnents: Straight llxed-rate issues. Euro-rnedium-term notes.
Floating-rate notes: frclurity-related bonds. Dual-currency bonds; International bond market credit
ratings: Er-rrobond rnarket structLtre and practices: Primary market. Secondary market" Clearing
procedures:

Lrnit 6: Inte rnatioltal lnvestnrent and F-inancing LH l0
6.1 lnternatitxal Pttrtlolio Ittvestrlenl: -['he Benelits ol'lnternational Portfblio Investrnent anci
Risk Diversiflcation: lntematioltal Diversiflcation: International Diversification through
International MutLral Irunds, lntentational Diversiflcation through Country Funds, lnternationil
Diversification through Exchange-'Iraded Funds, international Diversification through ADRs,
International Diversification throurgh Hedge Fuurds;
6.2 Inlernational Capital Budgeting: Pro.icct selection. Evaluation ol' foreign projects and its
dif1lcLrlties. [-.stimating cash tlolis.,selecting discoLrnt ratc: ['hc Ad.justecl Present Value Model.
Risk \dirrstrnent in thc (iapital 13Lrrlgcting ,,\nalr sis:

Suggested Readings:

Eun. Cheol S". Resnick. Bruce C.. and Chuluun. Tuugi. International Financial Management"
Neu Yorl<. McGraw Hill.

Levie. N,l.D. International l]inance. Neu, york. Routledge.

Madura. J. International Financial Management. Ohio. Thomson South-Western

@,Y, ,kI

I


