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Fundamentals of Management

11
1.2
1.3
1.4
1.5
1.6
1.7
1.8
1.9

Concept and Foundations of Management.

Managerial Functions — Planning, Organizing, Controlling; Decision making
Managerial skills

Entrepreneurship

Management of innovation

Social responsibility and Managerial ethics

Organizational behavior and change

Employee morale and productivity

Contemporary management issues and challenges

Marketing and Marketing Management

2.1
2.2
2.3
2.4
2.5
2.6

2.7
2.8
2.9

Marketing: meaning, importance, concepts

Evolution, need and scope of marketing

Market segmentation: meaning, requirement, process
Theory of marketing

Types of marketing

Marketing mix/ strategy

2.6.1 Marketing strategy formulation and components of marketing plan
2.6.2 Product: meaning, types, product life cycle, branding
2.6.3 Price: meaning, importance, pricing method

2.6.4 Place: meaning, importance, channels, logistics
2.6.5 Promotion: meaning, objectives, promotion mix
Basics of marketing management

Marketing decisions

Marketing tools and concepts / philosophies

2.10 Services and non-profit marketing
2.11 Ethics in marketing
2.12 Concept of holistic marketing

Customer Satisfaction, Value and Retention

3.1
3.2
3.3
3.4
3.5
3.6
3.7

Consumer Behavior

Customer Value and Satisfaction

Delivery of customer value and satisfaction
Building customer satisfaction, value and retention
Societal responsibility and ethics

Consumer protection and Consumerism

Customer relationship management

Information for Marketing Decisions

4.1
4.2
4.3

Marketing information system
Market research — scope and process
Forecasting and demand measurement
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Managing integrated marketing Communication

5.1 Developing effective communications

5.2 Deciding on the effective communications mix

5.3 Managing and coordinating integrated marketing communications
5.4 Designing and managing marketing channels

5.5 Internet marketing

Production and Operations Management
6.1 Fundamentals of operations management
6.2 Organizing for production

6.3 Production control

6.4 Supply chain management

6.5 Quality management

6.6 Statistical process control

6.7 Management of service operations

6.8 Role and importance of materials management, value analysis
6.9 Inventory control

6.10 Waste management

Strategic Management

7.1 Nature and scope of strategic management

7.2 Process of strategic planning and implementation
7.3 SWOT, PEST, ETOP Analysis

7.4 Tools and techniques for strategic analysis

7.5 Management of strategic change

Information for Marketing Decisions

8.1 Marketing information system

8.2 Sources of data, data collection methods and analysis

8.3 Marketing Research Design
8.3.1 Concept, scope and classifications of marketing research
8.3.2 Organization and process of marketing research
8.3.3 Ethics in marketing research

8.4 Marketing Research Design
8.4.1 Concept, Elements and Importance of Research Design
8.4.2 Classification of Research Design
8.4.3 Sampling Terminologies, Process and Methods

8.5 Tools for Analyses: Forecasting Models, Multiple Regression, Discriminant Analysis and
Logistic Regression, Factor Analysis, Cluster Analysis, Multidimensional Scaling, Conjoint
Analysis, Models for Pre-test Marketing, Classification and Partitioning, and Data Mining
approaches

gre (@) -¥o Ay
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