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Purbanchal UniversitY
BBA VIII Semmter

Course Title : Strategic Management

Code No. : CO 381

Area of StudY: Core
Credit hours : 3

Lecture Hours: 48

Course objectives:

This course introduces sfudents to the fundamental concepts and practices of strategic

management. It aims to covers the process of strategic planning, analysis, fotmulation'

implem entation, and evaluation-
\1

Contents

Unit 1: Introduction to Strategic Managernent LII6

Definition and Importance of strategic management; Levels of Strategy - Corporate,

business, and functional levels; strategic Management Process - ovelview of the

process: analysis, formulation, implementation, evaluation; Role of strategic

Managers; Benefits of strategic Management; understanding strategic

competitiveness, above-average refuns and performance, and their interrelationship;

The competitive landscape, globali zatian,and challenges fbr businesses; iltakeholders

and the role ofstrategic leaders;

Unit 2: Environmental Analysis LII S

Environment Analysis - Concept of environment; Nature of environment [cornplexity'

dynamism, multi-dimensional, turbulent]; External Environment * PESTEL analysis

(political, Economic, social, Technological, Environmental, Legal); Indusult Analysis

- Pofter's Five Forces model;

Internal Environment Resource-based view; slYOT Analysis strengths'

Weaknesses, Oppofiunities, Threats; Competitive In tel ligence;

Unit 3: StrategY Formulation

Busin ess-Level Strate gies _ Co st l eadership, differentiation, focus ;

Corporate-Level Strategies - Growth, stability, retrenchment, diversification;

StrategicAlliances_Jointventures,partnerships,mefgersandacquisitions;

InnovationandEntrepreneurship-Roleofinnovationinsttategy;
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Unit 4: Strategy Implementation LE 10

Concept of Strategy lmplementation, Relationship between formulation and

implementation,

Barriers to skategy implementation;

Oryanizational Structure * Types of structures [Simple, F-unctional, Divisional, SBU,

Matrix, Network] and their impact on strateg-v;

Leadership aid Culture Role of leadership, organizational culture and

organizational politics and power;

Resource Allocation - Allocating financial, human, and technological resources;

Change Management - Managing reflistance to change;

Strategic Control Systems - Balanced scorecard;

Unit 5: Strategy Evaluation and Control LH g

Concept of Skategic evaluation and control, Importance of Strategic evaluation and

conhol, Barriers

to evaluation and control, Concept and Types of Skategic control [premise conkol,

lmplementation

control, Strategic surveillance], Concept of operational control; Ethical

Considerations - Ethics in strategic decision-m#ng;

Unit 6: Contemporary fssues in Strategic it{anagement LH 6

Corporate social responsibility and sustainable shategies; Impact of digital

technologies on strategy; Managing strategic crises; Globalization challenges;

References

charles \M. L. Hill., Melisa A. schilling & Gareth R. Jones. strategic Management:

An Integrated Approach.

J.David Hunger & Thomas L. Wheelen. Essential of Strategic
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Purbanchal Universi$

RBA I,TII Semester

Course Title : $igital Governance for Businesses

Ccde No. : IT 382
Area of Study: Core
Credit hours : 3
Lecture Hours: 48

Course objectives:

This course introduces students to the frameworks, policies, and strategic
management of digital assets within an organization. It covers the intersection of
technology, law, ethics, and busines's*trategy, focusing on how businesses navigate
the digital landscape in a regulated environment.

Contents:

Unit I: Foundations of Digital Governance LH g

Definition and Scope of Digital Governance; The Role of IT in Modern Business;
Governance vs. Management: Key Differences; The Digital Ecosystem: Stakeholders
and Actors; Frameworks: COBIT and ITIL Basics; Digital Governance Maturity
Models; The Business Case for Digitai Governance; Organizational Stnicture for
Digital Oversight; Aligning IT with Corporate Objectives; Global Trends in Digital
Policy;

Unit 2: Digital Strategy and Organizational Alignment LH g

Strategic Planning in the Digi[al Age;Aligning Digital Initiatives with Business Goals;
Resource Allocation for Digital Projects; Performance Metrics (KPIs) for Digital
Governance; The Role of the clo and cDo; Digital value crearion; Managing
Digital Portfolios; Gutsourcing vs. In-house Digital Strategy; Vendor Management
and service Level Agreements;Measuring Return on Digital Investment (RoI);

Unit 3: Data Privacy, Ethics, and Compliance LII g

Introduction to Data Govetnance; Data Privacy Regulations (GDPR); Ethical Use of
Data and Algcrithms; Intellectual Properry in the Digital Space; Tranqparency and
Accountabilify in Digital Decisions; Managing Data Life-cycle (Collection to
Disposal); corporate social Responsibility (csR) in Digital spaces; Handling Data
Breaches: Legal

Businesses;

Obligations; Digital Rights Managemenr; Compliance A

",W* q"\z
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Unit 4: Cybersecurity Governarce and Risk Management . LH g

The Cy'bersecurity Landscape for Businesses; Identi$ring Digital Assets and
vulnerabilities; The Risk Management Framework (RMF); Developing a
Cybersecurity Policy; Incident Response planning

Business Continuity and Disaster Recovery: Employee Awareness and Training;
Third-Party Risk Management; cyber Insurance and Financial Risk; Regulatory
Reporting for Cyber Incidents.

unit 5: Digitat rransformation and change Management LH g

Drivers of Digital rransfon:nation; The Human Element in Digital change;
Overcoming Resistance to Digital Adoption; Agile Governance Methodologies;
Scaling Digital Tnnovation; euildi4s a Digital-First Cukure; Cornmunication
strategies for Digital shifts; Evaluating T-ransformation success
Governance of cloud computing Initiatives; sustaining Long-term Digital
Competitiveness;

Unit 6: Emerging Technologies and Future Governance LH g

Governance of Artificial Intelligence (AI); Blockchain and Dishibuted Ledger
Governance; Internet of rhings (IoT) security challenges; Big Data Analyties and
Governance; Ethical Implications of Automation; Governance of Remote and Hybrid
work Environments; Digital sustainability and Green IT; preparing for Furure
Regulatory shifts; The Role of Digital Govemance in crisis Management;

Suggested Texttrooks

Digital Governance: A Primer - M.p. Gupta and prabhat Kumar (McGraw Hill
Education india)
Management Information systems - waman s. Jarvadekar (Tata McGraw

);* a"v.

C1,ber Laws and IT Protection - Harish Chander fHI Leaming).



E.F.2022

Purbanchal University
BBA YIII Semester

Course Title: tsrand Management
Course Code: SM 381
Area of Study: Specialization (Marketing)
Credit llours: 3

Lecture Hours: 48

Course objectives

Leveraging process: creation of new brand association" effecfs on existing brand
knowledge; Secondary bran{ associations to the brand: Country of
geographio areas, Channels of distribution, Co-Branding,

ongm
Licens

or other events, Third party sources,

The objective of this course is to enable students to develop a comprehensive
understanding of brand management concepts and practices. It aims to equip students
with the skills required to cre&te, build, m"usuie, and sustain strong trands in
competitive markets. 

I 1

Contents

Unit I: Brands and Brand Equify LH g

Concept, and importance of brand: Product vs. Brand; importance of branding to
consumers and fitms; Branding challenges and opporfunities. Concept of brand 

"q".rity;customer-Based Brand Equity (CBBE) model; sources of brani equig; Brand
building process: Brand identity, brand meaning, brand rssponse, brand ielaiionships.

Unit 2: Br*nd Positioning . 
-LI{ g

Concept of brand positioning; Process of brand positioning: Target market, nature of
competition, Points of parify and points of differenci; lrositioning guidelines:
Defining and commulifting the competitive {iame of referencq and chJosing and
establishing points of diflbrence. Brand mantra.

Unit 3: Br*nd elements to bfand equity LH l0

loncep! of Brand elements; Criteria for choosing brand elements; Options and tactics
for brand elements: Brand names, trRl-s, Logoi and symbols, characters, slogans,
Jingles, Packaging; Product strategy; pricing strategy; channel strategy; challeng-es in
designing brand building communications; four-major marketing- communiiation
options: Advertising and promotr'on, interactive marketing, events uua .*p*ri.nr*,
and mobile marketing; Brand amplifiers; Integrated marketing communication
programs; Criteria for IMC programs.

Unit 4: Leveraging Secondary Brand Associations r LH l{}

endorsement; Sporting, cultural

)v)Y AH%
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Unit 5: Brand equi{v measurement and management systems L}I6
conducting brand audits: steps of brand aud_it; Designing brand tracking studies:'what to track, How to. conduct tracking studies,How*to iiterpret tracking studies;establishing brand equity management system: Brand chartero Brand equity report,Brand equity responsibilities.

Unit 6: Managing brands overtime LH 6

Reiriforcing brands: Maintaining brand consistency, protecting sourcss of brandequity,Forti$ring versus Leveraging,Fine-Tuning trr"'iuppo.ting Marketing program;
Revitalizing brands: Expanding b.*d u**.*n*rr,i*prooing brand image; Adjustmentto the brand portforio:Migraiion strategies, a.q,ii.irg Tvew customers, RetiringBrands 

\ 1 r
Referenees:
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Kevin Lane Keller Strategic Brand Management. New Delhi: Pearson Education.Jean Noel Kapferer. Strategic Brand Management. New Delhi: I(o,gan Page.
Harslr V.Venna. Brancl Management, Excel Books
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Purbanchal University
RBA VIII Semester

Course Title: Marketing of Services
Course Code: SM 382
Area of Study: Specialization(Marketing)
Credit Hours: 3
Lecture Hours: 48

Course objectives
The course aims to develop students' understanding of service marketing concepts
and their differences from producf tla6keting, analyie customer behavior u]rd ,"*i"*
quality, and design effbctive strategies using the extended marketing mix. It also
focuses on service delivery and managing services, preparing stuJents to apply
knowledge in real-world service industries und *anag"rial contexts.

Course Contents

Unit I: fntroducfion LH g
Concept of service marketing; Historical and new perspective of service; Importance
of studying services; Service and technology; Foui categories of service; Challenges
of services; Services marketing mix: Traditional marketing mix and Expanded mix-erf
services; Differences between goods and sen ices marketing.

Unit 2: Custamer behavior in sen'ices LH I0
Three stage model of service consumption: pre purchase (need' awarsness,
information search, evaluating alternatives, and purchase decision), service encounter
(moments of truth, level of customer contact, the Servuction s.vstem, Theater as
metaphor, Role and script thedry), Post encounter stage (customer satisfaction, selice
expectations, comparing performance, customer delight, customer satisfaction and
corporate performance).

unit 3: Listening to customer ancl building rerationships LH lB
Criteria for an effective services marketing research programs, use of marketing
research intbrmation, upward communication (objectivei, research for upward
communication); service quality; Dimensions of seryice quality; Relationship
marketing; Benefits of long tetm relationships for firms and customers; The g0/20
customer plnamid; The expanded customer pl,ramid; Service recovery; Service
recovery strategies.

Unit 4: Service development and design
Challenges of service desig4; New selice devel

LH 10
opment; Types of new services;

Service redesign: Stages in ser-v'ice development: S ervice blueprint; Custoiler defined
service standards; Process for setting customer defined standards; Physical

: servicescape usage; Roles ofthe seruicescape.Types ofsen icescapes

M* G,v
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Unit 5: I)elivering and managing service LH l0
Impoftance of service employees; The service triangle; Sources of conflict for
boundary spanning workers; Roles of customers in service delivery; service
intennediaries; Direct or company-owned channels; Common issues involving
intermediaries; Key intermediaries for service delivery; Marketing communication;
Reasons for service communication problems; Strategies to match service promises
with delivery.

References
zeithamal valarie A, and Marv 

{oreitner: service Marketing; Third Edition, Tata

McGraw.Hill Publishing Company Liflrited, New Delhi.

Christopher Lovelock, Jochen Wirtz. and Jayanta Chatterjee: Service Marketin'
Seventh Edition, Pearson Education, India.
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Purbauchal University
BBA VIII Semester

Course Title: Retail Management
Course Code: S11{ 383
Area of Study: Specialization (Marketing)
Credit Haurs: 3

Lecture Hours: 48

Course objectives
The course aims to provide students with a general understanding ,of retail
management and its role in the business environment. It focuses ort"developing
knowledge of retail operations; c.uqtomer behavior, and strategic decision-making.
The course prepares students to ap$ly retail concepts,.enhanc6 customer value, andeffectively manage retail businesses in a competitive and dynamic market.

Course Contents

Unit 1: Introductio* to Retailing and its Types LH g

Concept of retailing, Evolution of the retail industry; Characteristics of retailers: thetype of merchandise and/or services offered, it " variety and assoftment of
merchandise offered, the level of customer service, and the price of the merchandise;
Food retailers and Types of Food Retailers; Ty'pes of general'merchandise retailers.

Unit 2: Digital Retailing LH g
Concept of Digital retailing; 7C framework for digital retailing; Mobile.retailing;
social retailing; Ditferences among types of media; fnfluencer *:r*"tiqg; arr""rirs
the efficacy of influencers; Listen- Analyze-Do Framework.

Unit 3: Consumer Behavior 
" 

"rn 
,

Stage in buying process; Types of buying decisions; Social Factors influencing the
buying process, Retail market segment: criteria for evaluating market ,"g*""nts,
approaches for segmenting markets.

Unit 4: Retail Locations LII g
Meaning and Importance of Retail locations; Types of retail locations; Characteristics
of different types of shopping centers; Shopping behavior of consumers in retailer,s
target market; Factors determining the store locations; Characteristics of a site,

E.F.2022

LIJ7
merchandise

Unit 5: Merchandise Management
Meaning of Me'chandise management; organization of the
classifications; T1'pes of merchandise management planning systems
staple and fashion merchandise; factors considering the asso*rient for a ,

"Wy
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Unit 6: Retail pricing
Priling and Pricing strategies; Advantases of nrici._ c*rcrs^r LI{ 4
s"ttinfretair;;t;ffi, Legar and ethical d;:.f,$:::]s 

stratesies; Factors 
"orrta", in

UnitT: Store Design
store design objeciives; Elements of srore design; Factors consider i, ur?J"Xir, ,"merchandise categories. visuar *.r.rrunai.i"dfyp;;-o"r"niru*., 

and merchandisePresentation techniques; Store atmosrt;;", Elements of creat.atmosphere lrw'rurrLD ur srearmg an appealing store

References

Levy & Grewar G,az4Retailing Management, McGraw HiI
Berman, B, Joel R. Evans & chatterjee, p (2017) Retail Manasem"*f. A Q+o^+^-.
Approach, pearson Education Asia. 

r Fvr // ,-sl'rlr lvranagemefit: A strategic

Hammond' R (2013) Modem Retail Management: practical Retail Fundamentals inthe Connected Age, Kogan page.
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Course Title : Financial Markets and Institutions
CodeNo. : SF381
Area of Study: Specialization (Finance)
Credit hours : 3
Lecture Hours: 48

E,F, 2O?2

Purbanchal University

BBA \ryII Semester

Course Objectives:

This course aims at introducing the students to two impoftant facets of economy -
financial institutions and financial martets.

Content: . 1 \

Unit 1: Introduction LH5
Types, role and functions of financial institutions; types, roles and functions of
financial markets, financial investment, Real and financial assets.

_Unit 
2: Primary Markets and Investment Banking LF{ 7

Primary market, size and scope, Process of issuing sJcurities, lnitial public offering
0PO), Role and function of investment bankers, Gain or lossof investment bankeri
fNumerica[]; Regulation body of primary market.

Unit 3: Secondary markets and Instruments LH z
Meaning, key features, {,pes, functions and rcles of secondary markets; secondary
market instruments, regulator body: functions of sEBoN, Nepal stock Exch*g"Lo
CentralDepositorySystem,Tradingprocessthroughsecondatyrnarkets.

unit 4: Management of commercial and Development Banks . LH g
Meaning, objectives and functi,ons of banks; Types and level of banks; Analysis of
fiuancial statements of commercial and development banks (Ratio analysis, analysis
ofvariation and risk) [numerical]

Unit 5: The Level anrl Structure of Interest Rates LII g
Meaning of Interest rates, Structure of interest rates, Term structures theories -
Expectation theory fNumerical], Liquidity preference theory and Market
segmentation theory, Determinants of market interest rates fNumerical showing how
interest rate changes when infiatian premium, default risk ind marker risk chinge$.

Unit 6: Co-operatives and Insuranee Campanies LI{ 6
concepl objectives and role of cooperatives and insurance companies, Types of
insurance companies, Risk and return for insurance companie s lNumeriia{}.

GrlXMr
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Unit 7: Regulators of Financial Institutions LH T

Meaning and functions ofNepal Rastra Bank; Monetary policy (Meaning, objectives,
impoftance and types). Tools for monetary policy management; meaning and key
functions of department of cooperatives of Nepal and Nepal lnsurance authority.

Suggested Readings:

shrestha, M.K. and Bhandari D.B. Financial markets and Institutions. Asmita
Publications,Kathmandu. ..,
Saunders, Anthony and Marcia Millon Comett. FinanciaiMarkets and Tnstitutions: A

Risk Management Approach. Tata McGr,w Hiil publishing company
Limited, New Delhi

Mishkin, Frederic S., and Stanley G. Eakins. Financial Markets and Institutions.
Pear,von Education Inc., and Dorling Kintlersley (India) pvr. Lrd.

Bhole, L' M. Financial Institutions and Markets: Structure, Growth and lnnovations.
Tata'h{cGraw Hill puhti'thing company LimtterJ, New Derhi
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Purba nchal Universit-v

BBA \rIII Semester

Course Title : Security Analysis and portfolio Management
Code No. : SF 382
Area of Study: Specialization (Finance)
Credit hours : 3
Lecture Hours: 48

Course Objectives :

The course aims at providing the students with knowledge regarding various financial
securities, securities market and their mechanisms, and different investm'ent theories.
In addition, it intends to imparf requisite analytical skills for appraising financial
securities and managing portfolio of such financial assets.

Contents

Unit 1:

Unit 2:

Unit 3:

Unit 4:

Introduction

Introduction to Investment & Securities: Meaning, Nature,
Objectives and Process; Definition of Investment, Speculation,
Gambling and emotional investment; Financial and securities
markefs.

Securiff Trading

Trading Mechanism of Nepal: Trading process in primary
market, Trading in secondary markets - Order Size, Time limit,
Types of orders, Payment system, Securities Board of Nepal

[SEBON], Concept of Trading costs, Cash and Margin trading:
Purchase (Long Position) and short sale (Short position) of
securities pfii m e r i c a l],

Indexing and Benchmarking

Introduction, Securities market indicators, creation of Index
(Price-weighting index, Value weighting index, Equal-
u,eighting index, Geometric mean index ), adiusting for
corporate adjustments in the Index, NEPSE index.

Securities Analysis

Common Stock Analysis - stock valuation (Dividend discount
models, Models based on Price-earnings ratios), risk and refurn

LH5

LH 10

LH5

LH 1O

on common stock,

* @,Y
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Unit 5:

Unit 6:

Bond Analysis - Valuation of bonds (Zero-coupon bond,
coupon bond: Redeemable bond, perpetual bond. Callable
bond)

Bond costs and returns (current yield, yield to mafurity, yield to
call) [All portions are nurnerical.]

Portfolio Analysis

concept of portfolio investment, portfolio returns and risks

$,{uwericalf, classification of risks (systematic and
unsystematic risk), The efficient set theorem, optimum
portfolio, Capital Aspgtl Pricing Model (CAPM), Arbikage
pricing theory (APT), SML and CML fNumericall, portfolio
perfomnance measurem ent. llVuntericalf

Bond Portfolio Management

Duration, Modified duration fNumerica{1, Relationship to bond
price changes lNumerica{, Immuni zatian fNumericall, Active
Management and Passive management of bond portfolio

E.F. 2022

LH 12

LH6

Suggested Readings:

Thapa K- & Rana S.B. Investment management. Asmira puhlicarions, Kaihmaydu.

Bodie, 2., A. Kane, M. J. Alan, and p. Mohanty. lnvestments, T'ata-McGraw Htlt,
Netu Delhi

Reilly, F. K. and Keith, c.B. Investment Analysis and portfolio Management,
Cengage Learning (India) Private Limited, New Delhi

sharpe, w.F., J.A. Gordon, and.v.B. Jeffery. Investments, prentice Hall of India Ltct.,
New Delhi.

Thapa, K. Fundamentals of Investment. Asmita publications,
Mukherjee, R. Security Analysis and portfolio management.

Pvt. Ltd. New Delhi.

Kcthmsndu.
Vikas Publishirug House
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Purbanchal Universify

BBA VIII Semester

course Title: Finaneial Derivatives ancl Risk Management
Course Code: SF 383
Area of Study: Specialization (Finance)
Credit Hours: 3
Lecture Hours: 48

Courseobjectives .\ 
.\

This Course aims at providing the Sludents u,ith the kno\.vledge of various fype of
financial derivatives and principles and mechanism of financial derivatives markets
and the techniques of financial risk Management .

Contents

Unit 1: Introduction LH8
Concepts, features, type and uses of financial derivatives. Function of derivative
markets. Participants in derivative market

Unit 2 : Mechanics of Future marhets LH 10

Concept and tlpes of Futures. Forward vs Futures. Daily statement and margin . V/ay
of closing Futures .

Hedging: concept, types and principles . Arguments for and against hedging .

Unit 3 : Mechanics of Option lVlarkets . LH l0
concepts of type of options , option terminologies underlying assets option
quotation pricing option at expiration . strategies involving a single option and a
stock. Protective put. coverd call. options combination: straddle, strangle,

t,

Skap.
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LH8Unit 4 : Option Pricing Models

Binomial and Black Scholes Merton Option pricing Model

Unit: 5 Swap Markets L]Ii.lz
Concept and types of swap. Mechanics of pricing and valuation of interest rate and

currency swap.

Suggested Reading

r Change , Don M and Brool6s, Robert, " An Introducing to Derfvatives and

Risk Management ,' South western cengage Lear:ning

r David A Dabofsky and Thomas W miller Jr " Derivatives Valuation and Risk
Management " Oxford Universify press

r Mananadhar, K D , GB Dahal and KB Dahal " Fundamentals of Financial
Derivatives and risk management . Buddha publication.

OFM
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Purbanchal Umiversity,

BBA \TII Semester
Course Title : Cross-cultural Negotiations
CodeNo. : SI3BI
Area.of Study: Specialization flnternational Business)
Credit hours : 3
Lecture Hours: 43

Course objectives:
The objective of this course is to make students understand different cultures andrespect cross-cuftural differences as in this globalized u.,orld. Managers ofintenrational otganizatious have to travel across the world. It also teaches how tomanage the cross-curturar communications and negotiations.

t
Contents:

{Jnit I Introduction
LII 12

Introduction to cross-curfural management * understanding curture, curturedinrensions, significance and impact of cross-culture on organizations, role of culturein strategic decision-making, Influence of national cutture on organizatibnal culture,shift in culture - significance of shift in culture, Influence of economic factors andforeign intervention on shifts in local cultures

Unit 2 Culture and its effects on organizations LII lz

societal culture, arganizationar culture, curfure,s effect on management, Influences
on national culfures
cultural value dimensions ' cultural clusters, Hofstede,s value dimensions,
Trompenaar's value dimensions, critical operational value differences, Developing
cultural profiles, curture and management styres around the worrd

Unit 3 Communication across cultures LHlz
the communication process - curturar noise in the communication pro."rr, Th,
culture-communication link, Nlanaging cross-cnltural communication - Developing
culfural sensitiviry, Careful encoding, Selective transmission, careful decoding of
feedback, Follow-up actions

unit 4 cross-curturar human resources management and negotiations LE 12

Staffing and training fbr global
Iocal managers, Dynamics of

operations. Global staffing choices _ Expatriates or
managing and motivating

OF
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multi-cultural teams, The negotiation process - preparation, variables in the
negotiating process, Relationship building, Non-task sounding, Exchanging task-
related infbrmation, Persuasion, concessions and agreement, understanding
negotiation sfyles, Managing negotiations

Suggested Readings

Deresky. Helen. International management Managing across borders and culture. 4e

edition, Pearson

Thakur, M., Bufion and Gene, E. tirtErtational management. Tata McGraw-Hill.

Hodgetts, R., and Luthens, F. International management. McGraw-Hill Inc.

ary/M*
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Purbanchal University
BBA VIII Semester

Course Title : Export and promotion Manageme*t
Code No. : SI382
Area of Stutly: Core
Credit hours : 3
Lecture Hours: 48

Course objecfives:

This course focuses on the practical and strategic dimensions of export promotion.
The curriculum emphasizes foundational concepts, actionable frameworks, and the
mechanics of international trade, moving from theoretical foundations to the
implementation of export marketing strategies. It introduces students to how
companies sell products/services 'td ocustomers in other countries and how they
promote those offerings' Students will learn basic export processes, documents
(conceptually), selecting markets, pricing for export, and promotion tools.

Contents:

Unit I: Foundations of Export Management . *f O

Definition and scope of export management; The role of exports in national economic
development; Export vs. domestic marketing; Understanding the export-import cycle;
Identi$ring the export potential of a firm;

Overview of global trade organizations (WTO); Basic trade terminology-; The role of
government in export promotion; Ethical considerations in international trade;
Assessing organizational readiaess for exporting;

Unit 2: Market Research and Selection LH g

Secondary research techniques for global markets; Analyzing market size and growth
potential; PESTEL analysis for target countries; Competitive analysis in international

markets; Cultural nuances and consumer behavior: Identi$zing non-tarif{ barriers;
Using trade statistics (TradeMapiuN Comtrade); fularket segmentatioir strategies;

Risk assessmenr of target markets; selecting the optimal entry mode (Direct vs.

Indirect)

Unit 3: Export Marketing Mix LH 10

International branding and
Product adaptation and

Or
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packaging requirements; pricing strategies: cost-plus vs. Mar(et-based;
Understanding transfer pricing; International dishibution channels; Expoh promotion
tools (Trade fairs, missions); Digital marketing for export promotion; Managing
international sales agents and distributors; After-sales service in foreign mar.kets;

Managing the producr life cycle globally;

Unit 4: Export Finance and Documentation LH I0
Methods of payment (L/c, D/p, D/A); Export credit insurance and guarantees;

Understanding the commercial invoice and packing list; Bill of Lading and Airway
bills; Certificate of origin and inspection certificates; Export incentives and duty
draw'backs; Managing cuffency risk and hedging; Role of commercial banks in export
finance; Pre-shipment and post-shipment fmance; compliance *,ith customs
regulations; '' 1 \

Unit 5: Logistics and Supply Chain Management LlI g
Modes of intemational transport (Sea, Air, Road); Containerization and multi-modal
transport; warehouse managemsnt for expoms; Freight fornarding and logistics
service providers; cargo insurance principles; Managing lead times anel inventory;
Cold chain logistics; Reverse logistics in international trade; Sustainability in export
logistics; Tracking and tracing shipments;

Unit 6: Strategy, Negotiation, and Future Trerds LH 6
Developing afi Export Business Plan; Cross-cultural negotiation techniques;
Managing international business relationships; E-commerce and cross-border digital
kade; Impact of regional trade agreements; Managing expoft-related legal"disputes;
Government export promotion schemes; Future of global supply cliains; crisis
management in exporting;

Rcferences

P. K. Khurana, Export Management Galgotia publishing comparry. New Delhi
Thomas A. cook, Mastering rmport und Export Managenwnt, American Management

Association.

G' Albaum, Edwin I)uer1 J. Strandskov. Internatianal t|[arketing *nd Export
Mun ag e menf, Prentice Hall

"[il*
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Purbanchal University

BBA YIII Semester

Course Title : Foreign Exchange Management
CodeNo. : SI383
Area of Study: Specialization (International Business)
Credit hours : 3
Lecture Hours: 48

Course objectives:
This course provides a comprehensive introduction to the mechanici of foreign
exchange forex) markets, exchange rate determination, and the management of
currency risk.

Contents: 
! l

Unit I: The Foreign Exchange Mar*aet LH g

History and evolution of the foreign exchange market; Spot market mechanics and
participants; The role of commercial banks and central banks; Currency quotations:
Direct vs. Indirect; cross-exchange rates and arbitrage; Bid-ask spreads and
transaction costs; The structure of the forward market; Electronic trading platforms
and market liquidity; Market hours and global time zones; Regulatory environment of
Forex trading;

Unit 2: Exchange Rate Determination LH S

Purchasing Pou'er Parity (PPP) theory; Intemational F'isher Effect gfE); Interest Rate
Parity (IRP) and its implications; The impact of inflation on exchange rates; Balance
of Payments (BoP) and its influence; Government intenrention: Fixed vs. Floating
regimes; Managed float systems; The role of interest rate differentials; ps,vchological
factors and market sentiment;.

Unit 3: Currency Derivatives LH l0
Forward contracts: Feafures and pricing; Currency futures: Mechanics and clearing;
Currency options: Calls and puts; Payoff profiles for option strategies; Currency
swaps: Purpose and structure; Hedging vs. Speculation in derivatives; Margin
requirements for futures; The Black-Scholes model (introductory level); Risks
associated with derivative trading; using derivatives to manage cash flow;

Unit 4: Measuring and Managing Exposure Lg S

Transaction exposure: Deflnition and measurement; Economic .*porurJ, Long-term
strategic impact; Translation exposure: Accounting considerations; Internal hedging
techniques (Netting, Leading; Lagging); External hedging techniques (Money market
hedges); Managing exposure through operational adjustments; The cost of hedging;
Sensitivity analysis of curency
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a corporate hedging policy;
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Repodng and auditing cumency risks;

Unit 5: International Banking and Finance LII g

Eurocurrency markets and their growth; International credit facilities; syndicated
loans in foreign aurrency; Letters of Credit (L/C) in intemational trade;
Correspondent banking relationships; Country risk assessment; political risk and its
impact on currency; Intemational capital budgeting; Working capital management in
MNCs; Transfer pricing and tax implications;

Unit 6: Contemporary Issues and Case Studies LH 6

Cryptocurrency and its impact on traditional Forex; The role of the IMF in cuffency
crises; Digital transformation in' Forex banking; Ethical dilemmas in currency
speculation; Impact of global geopolitical shifts on currencies; Sustainable finance
and currency markets.

Reference

Madura, Jeff.International Financial Management. (pnnt_ cengage Learning, z0z0)"
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