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M. Com. - 2 Semester - 3 (With effective fronr 2018-19)

STRATEGIC MANAGEMENT

. Unit-l Strategy and Strategic Management (25)
i. Definition and Characteristics of Strategy
ii. Dehning Vision, Mission, Goals and Objectives
iii. Process of Setting Objectives
iv. Dehnition, Characteristics and Process of Strategic Management

o Unit-2 EnvironmentalAnalysis and S W0fl-n prryr;s{2s)

Concept of Environmental Analysis , .

i. Organisational Appraisal (meaning and.process) ! - , . :

- ii. Components of environmental analysis
'' "-' - iii.- -"SWOT Analysis -- -- - - ; ---:..,

r. Levels of strategy (functional level, SBU level, corporate level, global

level) and examples of strategies of cclirpanies

ii'Typesofstrategies(stability,expansio1,retrenchment,combination,
reengineering, e-cngineering)

. Unit-4 Functional Stratcgies: (25)
i. Meaning of Functional Stratcgies
ii. Contents of Financial (Sourccs ofFunds, Usage ofFunds & 

I

Management of carnings), Marketing (4 Ps), Operating (make or
buy, inventory level, quality control, cost cutting) and Personnel

Strategics (Recruitment, Development, Appraisal./Promotion,

Motivation, Retirement)
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STII,ATEGIC MANAGEMENT

. Unit-S Corporate Capabilities and Strategy Formulation: (25)
i. Corporate capabilities
ii. Establishing and sustaining a competitive advantage
iii. Value Chain Analysis
iv. Meaning of strategy formulation
v. Process ofstratery formulation

. Unit-6 Strategy Implementation (25)
i. Aspects of strategy implementation; concept, approaches and bases

ii. Process aadptoblemi ofstalegy impilementation -
. Unit-7 Strategy Evaluation (25)

i. Concept of strategl, evaluation
ii. Strategic and Operational control (meaning and difference)
iii. ,r' Techniques of Shategic Evaluation and Control: {(Strategic

Momenh-rn:.Control - responsibility control centers, key succcss
factors, cory:non strategic approach) and (Strategic Leap Control -
issue management, strategic field analysis, systems modeling,
scenario)) and

iv. ./Techniques of Operational evaluation and control: {(Intcmal
Analysis - value chain analysis, quantitative analysis, qualitative
analysis), (Comparative Analysis - industrial standards, benchmark )
and (Overall Analysis - Balanced Score Card, Key factor analysis))

. Unir4 Global Issues in Strategic Management (25)
i. Modes of entry in global market (licensing, franchising, FDI, joint

ventures, EPC and Trunkey Contracts)
ii. Concerns related to global issues in shategic management

References:

l. Shategic marketing-mal:ing decisions for strategic advantage by Mr:sadiq. A.
Sahaf. Prentice hall India



2. Strategic management and marketing by Narendrasingh. Himalaya publishing
house

3. Strategic management - L.M. Prasad-Sultanchand

4. Strategic Management - A iltarKazrni-TataMc Grew Hitl

5. Business Policy and Strategic Management - Subba Rao- Himalaya
publications
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Veer Narmad South Gujarat University, Surat

M. Com. - 2 'External lWith effective from 2018-19)

STRATEGIC MANAGEMENT

Unit- I Strategy and Strategic Management ( 15)
i. Definition and Characteristics of Strategy
ii. Defining Vision, Missioq Goals and Objectives
iii. Process of Setting Objectives
iv. Definition, Characteristics and Process of Strategic Management

Unit-2 Environmental Analysis and SWOT Analysis (15)

Concept of Environmental Analysis

Organisational Appraisal (meaning and process)

Components of environmental anatysis
SWCIiI'Analysis. -' - -- ,.] ,:'

,,i,.:,
::I

(:')

1.

11.

llr.

. Unit-3 Levels and Types of Strategy (15)

i.Levelsofstratery(functionallevel,SBU[evel,corporatelevel,global
ievel) and examples of strategies of companies

ii. Types of strategies (stability, cxpansion, retrenchment, combination,
reengineering, e-engineering)

Unit-4 Functional Strategies: (1 5)

i. Meaning of Functional Strategies ' .

ii. Contents of Financial (Sources ofFunds, Usage ofFunds &
Management of eamings), Marketing (4 Ps), Operating (make or
buy, inventory level, qualiry conlrol, cost cutting) and Personnel
Strategies (Recruitmcnt, Developmen! Appraisal,/Promotion,
Motivation, Retirement)

Unit-5 Corporate Capabilities and Strategy Formutation: (15)
i. Corporate capabilities

,' . ii. Establishing and sustaining a competitive advanJage

iii. Value Chain AnaVsis



i'

Meaning of strategy lormulation
Process of strategy forrnulation

r Unit-6 Stratery Implementation (15)
i. Aspects of strategy implementation; concept, approaches and bases

of resources allocation
ii. Process and problems of strategy implementation

. Unit-7 Strategy Evaluation (15)
i. Concept of strategy evaluation
ii. Stratcgic and Operational control (meaning and difference) iii.

Techniques of Strategic {(Strategic Momentum Conhol -
responsibility control centers, key success factors, common strategic
approach) and (Strategic Leap Control - issue management, strategic
field aaalysis, systems modeling, scenario)) and Operational
evaluation and control {(Intemal Analysis - value chain analysis,
quantitative analysis, q uatitative analysis), (Comparative Analysis -
industrial standards, benchmark ) and (Overall Anatysis - Balanced' 

"Score Card, Keyfactor analysis)) '-- ':: ' r - ,.-, . --

' ''l -,...i r

i:

. Unit-4 Global Issues in Stratcgic Management (10)
i. Modes of entry in global market (liiensing, franchising, FDI, joint

ventures, EPC and Trunkey Contracts)
ii. Concerns related to global issues in strategic management

.,, l:.:, r

,.'.i
1. Strategic marketing-making decisions for strategic advantage by Musadiq. A.
Sahaf. Prentice hall India

2. Strategic management and marketing by Narendrasingh Himalaya pUbtrrniO,

References:

house ) : : ':,:,.

3. Strategic management - L.M. Prasad-Sultanchand

4. Strategic Management - AzharKazmi-Tata Mc Grew Hill

5. Business Policy and Strategic Management - Subba Rao- Himalaya
publications ' 
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Vecr Narmad South Guja'rat University, Surat
M'Corn'

RetaiI management-PaPer--7
Semestcr - 3

( ln Force From June 2018-t9)

Objectives: I . To inrpar1 to the conceptual knowledge.in the arca of Retail rnarketing

1.r:iola"quuint the itudcnts with the marketing pioblems in the areaofretail rnanageqe$

1. Retail management an Overview:
. Meaning of reta il
. Role of retail-
. Retailer as a link between producer and consumer'

. Retailer as a image creator

. Challenges faced by Retailers worldwide

. Size of retail in lrrdia'

. Drivers of retail change in lndustry'

2- Store layout and design
. Concept
. Objectives of layout and design'

. Elemcnts of retail layout

. eiunni^g.na tirculations( circulation plam 
' 
circulation graphics' )

250

Gtt r,16- 1
il".trAr- L

25,J

250

. Store fronts and Entranccs,

. Merchandise disPlaY'
- --o- .Positionitg of,-merchandise' '

3.

. Layout for E-lailers.

Establishing a Pricing strategy:
. Conccpt
o Factors affecting Pricing dccisions

. Price sefting

. Pricing objectives

. Pricirg strategy

' Bases ofpricing 
ce policy. odd pricing,. Adaptingthe pricing strategy,Customary pricing'. One pri

Urflipiir"i irti"ing, r;"Jiitti"g' Iligh tow pricing' Flexible pricing 
-Bundle.pricing'

f""a.i pri"*g, Bait-and switch piicini coupons and rebates' Private label pricing'

intemet Pricing,
. Reference Pricing concePt'
. BenchmarkitrgaoncePt'
o [mPact of reference Pricing
. Reference Pricing controversY

. Implications of reference prices'

4 McthoG of rctail ExPansion:
. The concept ot(foreign direct investment 

--
. The need ior foreign direct investment in lndian retait'

. Methods o[ retail exPansion'

r The concePt of franchising'

Evolution of Francltising'
. TYPes of franchising'

aavantages ang disadvantages of Franchising'

. The Iritemational fianchising sienc '

. Franchising in Ind ia'

ffW
Sr



' uejal issues in francltising in India'

. Intlrnationalisation as a tnode of Expanston'

. Deterurirring thc tnarket ofcntry

. Reasous for lailurc in lntcmational I{etail'

flcfcrenccs:
l. Retailing tua[agoment(Text afld cascs) By Swapan Pradhan ('Iata Mc Graw I till)'

2. Retail rnanagen.r.", by'd:;;';;;,rJii",;, rrri,Niorri verrna,and Shrivastav .oxford univcrsitv

lltii;rtt ,.r,l"""r.,nent By Michael Levy, Barton A. weitz, Ajay Pandit Tata Mccraw Hill'

4. t{etail management By Michael Levy 
^-.^-..r 

h;dhar rr.t,

5. Managing Rctailirg f'y piytJt rc"tt" Silha' Dwarika Prasad Uniyal Oxford lrigher Educatton'

6t;'
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Veer Narmad South Gujarat University' Surat'
M'Cont'

Retail management-PaPer--l I
Scmcste r - 4

( In Forcc From Junc 2018-19)

Objcc(ivcs: L fo rrnpart to tlte coriceptual knowledge irr tlte area of Retail ntarketirrg

+. t o u.qru,ni ti," stude,ts witll t.e rnarketirrgiroblerns irr tlre area of retail tna*agcnrertt.

l.Basics of Retail Merchandisingi

' Concept and cvolution of mcrchandising'

. Factors affecting the buying Function'

. Merchandisers role and responsibility'

. BuYer role and ResPonsibilitY

. l"unctions ofbuying for different types oforgaoiztions'

. Buying for single independent store'

;i{ir . Buying for chain storcs'
. Buying for non chain stores'

- 

. Ruiin; for non - store retaiters' catalogs' Direct maril,Homeshopping,Intemct

retailing. etc.
. Principles of merctrandising'

2. Managing rehil Infrastructure:
. ihe Irtdian Market Scenario'

. factors to be considered before setting up a mall'

. Elements of Store design

. Exterior and Interior store design

3. The process of Merchandise planning' 2So/o

' ConcePt of Merchandise planning

. Irri;lications of merchandise planning'

' The process ofMerchandise planning'

Suge- I 'dcvcloping the sales forecast

Stae.e-2 Derermining the merchandise requircmenl
1' Sule-3 'Merchandise Control

Stage- 4'Assortment Pla[ning'
. Technology Tools and Merchandise planning'

. TYPes oiMerchandise Planning'
4. Methods or -".at riAi*" pr-ocurement and cvaluating mcrchandise performancc:

. Sources of suPPIY

' Merchandise sourcing and procuremcnt 
-

. Contacting and evaluating the sources ofsupply'

' Ne8otiatin'g with vendors and placing the purchase order'

' Merchandise allocitions

' Evaluating the merchairdise performance'

' Gross margin re{urns otl investment'

References: tt^.r-^-.,.f,
l. Retailing managemen(Text and cases)--By- Srvapan Pradhan- (Tata Mc Graw Hill)'

z. n.t ir -unrglfiffi;'&;;; ;rr"Jiiiinirrruri,Nianiverma,and shrivastav .oxford universitv

llilo,, ,nunur"*ent By Michael Lrvy' Barton A Weitz' Ajav Pandit Tata McGraw Hill'

4. Retail managemcnt By Michael t'evy -. .

5..ManagingRetailingbyPiyushKumarSinha,DwarikaPriasadUniyat.OxfordhigherEduoation
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M.Com. (Extcrnal) 1

Retail management-PaPer'-5
In Forcc From Junc 2018-19)
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in tlrr: alea ofRctail lr1arlietirlg
Objcctives: l 'l'o iorpart to ll
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the sales forecast
the merchandise requircmcnt.

of mcictr4nAise picurement and evaluatirg merchandise performancc:

r Gross margin rctums on investment.G
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Vccr Narmad South Guiarat flnivcrsity' Sural
M.Com'

Marketing channels PaPer-9

Scmeslcr - 3
( ln Forcc Frorrr Junc 2018-19)

objectives: l. To irnpart t" ul"' ;;""il"' 
';;;;il;;-t" tire a'ea of marketing cltaunels arrd

distribution'i.""i" ,10t"i", ,ne students with the marketing problems'

1. Marketing channels

Nature and importance of marketing channels - Emergence of marketing channel structure-

Functions and Flows in marketing channels- Analysing marketing channel structuies - The

structures of marketing channels-Types of marketing channels -channel levels - Direct

marketing channels versus indirect marketing channels - Problems in distribution - Selection

of distribution channels - Marketing channel decision

2. Channel lnstitutions - retailing

Functions performed Oy 
'etail"-rs 

- The framework for decision in retailing - The retail

manaBement decision process - Trends in retail strategY - Retailers characteristics - Types of

retailers - Non-store Retail;g - Franchising - Franchising in lndia - strategic issue in retailing

-- Suatesicjetai! mqqaserngq! :.rhe lutelqlof le!a]linc---l9tar!il's 
in.!1!q 

- ' "' ::

3. channel lnstitutions - Wholesaling

Nature and importance of'*t'ot"'Jing - Functions of-wholbsalers - typ€s of whol€salers -

.Agentwholesalingmiddleman-Manufacturer'ssalesfacilities-Thestrategicpositionofttre
wholesalers - The activities of wholesalers - Marketing function performed by wholesaler -

Distributor for manutacturer's - Limitations of wholesalers - wholesalers marketing decision -

Trends iriwholesaling - changing patterns in wholesaling - Tht paths of renewal in wholesale

distribution - Wholesaling in lndia

4. Designing channel sYstem

Channel design decis'ons - ldeal channel structure {hannel design comparison factors -

lmplementing channels design- Channels 
'"l"tl"-tlT^--. 

Types of channel integration -

Horizontal channel integration - Hybrid channel system or multichannel marketing system

Reference Books:

,]r"t*.,,"t *"nnels by louis W Sterm/Adel'li Eel'Ansary

i. murtutin! m"nagement by Philip Kotler

3- sstrategic mark"ting ,rnu't"ting'i"ti'ion to' 
"'utugicAdvaritage 

byMusadiq A 5hahaf byP-H l

;-;;rk;"g *"nagement bv Arun and Meenakshi'

5.'Marketing management ov v'i'*i*"'*utyunO s'Namakumari-(Global perspectives and lndian

;;;;;-i; (a"" edition) r---^^ , ^..;.
6.Marketing channels by Anne'T'Coughlan' Erin Anderson'Louis W'Stern'adel'L' Ansary and R'C'

Natrajan.



' Vccr Nirrmad South Gau iar:rt University' Surat

Marketing channels l'aPer- 12

Semcster - 4
( In Force From June 2018 l9)

Objectives: l. To irnpart to thc collcePtual krrowlcdge itt the area o[ nrarketin!i chatltlcls and

distributiorl.
2. 'l-o acquaint thc studettts r'vith thc rlarketing problems'

1. Channel management 25o/"

Majorchannelmanagementdecisions_ManagingChannclrelationships_channelbehaviour
channel cooperation and coordination - Channcl conflict - Channel lcadership Channel

power - Channel relationships - Channel policies

2- Channels information sYstems

Channelinformationsystem_ElementsofChannelinformationsystem_Impactsof
information system on the delivery of service outputs - lmpact of information system on

tienships:-lmpact-
25%of channel information system on channel role performance

3. Evaluating channel performance

Facets of channel performance - The multidimensional valuations of channels member's

_cqqtr'_bqt!_o!s tqqynlrglpg{9ry9.ng9 rActivr_tllTecl:ostios - Dilect plodqq! plqf!t - Rgsults

of channel p".fo.*"n.. - f,Aersriin[ .rtto.eEatis-taCtion : OisiriSutlon-costs :]hdlysl-tand'

control - Elements of total cost in physical distribution system -supply-chain performance

measures -Developing a performance measurement and evaluation system - Supply chain

metrics.

4- Managing conflict to i;rfrease chanruii coordination:

ii

25%

2s%

Concept of channel conflict-Assessing the degree and nature of channel conflict'

Measuring conflict-consequences of channel conflict-Effect of channel conflict on channel

performanceandco.ordination-Majorsourcesofconflictinmarketingchannels-
s. i competing goats, Differing perceptions of reality, clarity over domains' clash of market

25%domains(in brief)

Reference Books:

1. Marketing channels by louis W Sterm/Adel.li.Eel.Ansary

2. marketing management by Philip Kotler

3.sstrategicmarketing,marketinBdecisionforstrategicAdvantagebyMusadiq.AshahafbyP.H.l
4. marketing management by Arun and Meenakshi.

5. Marketin; manaBement by v.s.Ramaswanryand s.Namakumari-(Global perspectives and lndian

context,) ( 4rH Edition)
6,Marketing channeis by Anne-T.Coughlan, Erin Anderson,Louis.w.sterrladel.L. Ansary and R.c.

Natraian.

channels flow Performa nce -

k--
t-)s"



O bj ectives:
distribution.
2. l-o acquaint the students with the marketing problems.

l.marketing channels;
. [ntroduction, MeanirtgofChannels ofdistribution.
j l-he role ofrnarketing channels,
. Channel structure,
. Channel design strategies

I M4naging channel relationshiPs
. Channet and distribution dccisions for services.

2-Channet managemant by Channbl Participants
. Primary charnel particiPants
. Key issues in detcrmining channel requirements
. Factors affecting Channel choice,
. Channel management by manufacturers
. Charurel manalement by whole.sellers
. .Channel manaEement by retailers - '

. Chaiinel management physical diliribution agencies.

Joint manageinent though parhership.
3. Channel levels and its organizational patteros:

' . ' ZEro.level; one level, two level, three level and multi level channels.

Information and conununication technology

Electronic niarketing channel ' r ,

I . . Sales force,as an informatiqn source for marketing channels.

. Various types ofchannel powers used for motivating channel members'

5. marketing Channel structure and Functions.
. Concepl

' . ' Need for the existencq and change of marketing channeJs (Demand side

Veer Narrnad Sou(h Gujarat UniversitY, Surat
u.Com.1tffif;t1'

Itlarketing chinncls PlPcr'-6

. ( In Force From June 2018-19)

l. To imparl to ttre mnceptual knowledge in the area of rnarketing channels and

t,tlor4 - t
0qt{10 \: t

t0,

t5'

r5./"

100/.

ro.a

factois dnd supply

6_

t5"/o

Measuring conflict
Corseqdences of channel confl ict

. Effect ofihannel conflict on channel perfor:nance and Co-ordination

. Major sources o[conflict in marketing charmels

..:

side factors) ; . t_'t'
. : Fqrctions olmqrketlng chann

Alternate channcl Formats:
. Manufacturers based channel formats
. Retail based. channel formats
. Seivice provider- based. channel formats
o Other channel formats . ..

i1l i!



'Jl.i:-

( cbmpeting goals, Differing perceptions of reality, clarity over domains, clash of lnarket
doindins(in brief)
8. I Resolving bhannel conflicts:
o :- fllwantirl ihannels, Gre.f markets,
. Sueling contlictS,
. lndustrial marketing channels in developing econonries,
. Effects ofdestructive actions on dealers
. lnformation intensive mechanisms
. ' Handling conflict through negotiations by channel nrernbers
. Buildins relational norms

' . .:: -Resolving ionflicts and achieving coordination via incentives.

t5.,h
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VEER NARMAD SOUTH GUJARAT UNIVERSITY

M.Com-l
Semester-3

Paper No.302
FINANCIAL MANAGEMENT PAPER-1

(Syllabus effective from Academic Year 2018-19 onward)

Objectives :-

1. To acquaint the students with the principles & practices of management so as

to enable them to develop an integrated approach to Financial Management.

.,+1. 2. To develop analytical and decision-making aptitude of the students throughj-:n

case studies.

(1) INDTAN FTNANCIAL SYSTEM

Finance function

Financial Management and its objectives

Some Aspects of financial Management Environment

Regulatory framework and Direct Taxes and Basic concept of GST, CGST, IGST, Rates

lMF, World 89n\, ADB, BRICS Bank

(21 swAPs

,,,, Meaning of swaps and its categories, types of currenry and interest swaps with

examples

(31 RrsK MANAGEMENT 1V/"

lntroduction to Risk

Risk Management, Nature, Development, Scope, Definition, Objectives Personal V/s

Corporate Risk Management, Corporate Risk Objectives, Attitude and Philosophy,

Risk Management Organization and Role of Risk Manager, Risk Management Process

(4) FTNANCTAL TNTERMEDTARIES 10%

Financial intermediaries in lndia :-

(a) Reserve Bank of lndia

(b) Commercial Banks

(c) Term lending institutions

Lrrtq-o - 1_
Oc^src^ - L

p/-w



Non-bank financial intermediaries

(a) lnsuranccCorporations

(c) Post offices

(e) lnvestmentCompanies

Companies

(g) Leasing Finance com panies

(i) Venture Capital Funds

Financial Market

lnstrument of Money Market :-

(a) Call Money

(c) Commercial Bills

(e) Commercial Paper

Stock Market

(h) Housing Finance companies

U) N.R.l. Funds

Unit Trust of INDIA

Provident Fund

Hire Purchase Finance

Treasury Bills

Certificate of Deposits

(o,

(d)

(f)

(b)

(d)

lnstrument of Capital Market

(a) Gilt edged securities

(c) Preference Shares

(e) Public Deposits

(5) RA|STNG FTNANCE

Methods of capital issues

(a) Public issue (b) Right issue (c) Private issue

(d) Book building (e) Bonus share (f) Term loan, Term loan procedure

(6) WORKING CAPITAL MANAGEMENT- I LO%

Meaning-types-components of working capital

Meaning of working capital management

Cash management

Meaning & objectives of cash management

Factors affecting cash Requirements

The different Aspects of cash management

(, Planning of cash flow

-Cash budget

-Long term cash forecasting

(b) Equity Shares

(d) Debentures

10%

M*



(ii) Reports for controls

(iii) Managing cash flows including E-cash via NEFI & RTGS

(iv) Determining the optimum cash Balance

(v) Options and strategies for investing surplus funds.

l7l woRKtNG CAP|TAL MANAGEMENT-II LV/o

Management of Receivables

Objectives of Maintaining Receivables, Costs of credit sales, Terms of payments,

Credit policy variables or lngredients

(a) Credit standards, (b) Credit Period (c) Cash Discount (d) Collection Policy Credit

rlv.. Evaluation,CreditSanctioningDecision,
!,'::.'

Control on Receivables Techniques

(8) WORKING CAPITAL MANAGEMENT-III LA%

Management of inventory The need for maintaining inventory

Objective of inventory management

Techniques of inventory control

(1) Economic Ordering Quantity, Order quantity and Quantity discount

(21 Recording Point

(3) ABC Analysis

(9) CASE STUDY and Analysis .. 20%

ww(v
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VEER NARMAD SOUTH GUJARAT UNIVERSITY
M.Com-ll

Semester-4
PaPer No.4O2

EtNnructaL uantaervle
(Syllabus effective from Academic Year 2O18-19 onwardl

Objectives :-

7. To acquaint the students with the principles & practices of management so as

to enable them to develop an integrated approach to Financial Management.

Z. To develop analytical and decision-making aptitude of the students through

(11 coRPoRATE RESTRUCTURING-I LO%

Forms of corporate Restructuring

(A) Devices of acquisitions or expansion

(i) Merger - Types, Reasons, Cost and Benefits of Merger

(ii) Purchase of a division / Unil

(iii) Takeover - Types, Regulation of Takeover, Guidelines of SEBI

(iv) Advantages and Disadvantages of merger, Absorption, Purchasing

and Takeover.

(v) Defensive Measures Against Hostile Takeovat

(21 coRPoRATERESTRUCTURING-ll 10%

,ft) (A) Forms of sell offs - Divestitures, Spin offs, Split ups

(B) Changes in ownership and control - Going public, Privatization and

disinvestments, Leveraged Buy outs, Buyback of shares, Joint ventures

(3) LEASE FINANCE 1Av5

Lease financing, Meaning, characteristics, Types, Advantages & Disadvantages

Difference between financial lease & operating lease

Mechanics of Leasing, Lease buy decision an evaluation, Hire purchase finance

(4I ANALYSIS OF FINANCIAL PERFORMANCE LO%

Objectives of financial Analysis and interpretation

Methods of Analysing Financial statements

(i) Ratio Analysis

( ii) ComParative AnalYsis

(iii) Du Pont Analysis

u\tua1- 
1

Ct",tt t,, _.
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Leverage

Types of Leverage

(A) Operating Leverage

-Meaning, Definition, Sensitivity of operating profit, Utilities of operating
leverage

(B) Financial Leverage -
Meaning, EffecS, Financial Break Even Point, Degree of changer in EBIT

on DFL - Utilities of financial leverage, Advantages and limitations -

Essential conditions for financial leverage
(C) Combined leverage or Total leverage -

Degree of combined leverage, Sensitivity of EpS to changes in sales
volume, Utilities of Combined leverage

(5) TNTANGTBLE |NTENSTVE COMPAN|ES ao%
Features of lntangible Assets or lntangible - lntensive Firms.

lmplications for Financial Management
Types of lntangible Assets and Approaches to valuation
The Economic Apprcrach to,Valuation
lnfosys Technologies : An example of lntangible lntensive Company

(6) TNTERNATTONALFTNANCTALMANAGEMENT

Basic problems in lnternational Financial Management
Role of FPI in lndia
Domestic v/s. lnternational Financial Management

(71 TNFLATION, RECESSTON AND FtNANCtAt MANAGEMENT tO%

Remed ies

(B) Recession - Meaning, Definition, Effects on financial management and its
Remedies

(8) HYBRTD FINANC|NG & CORPORATE GOVERNANCE
(A) Hybrid financing (General Concept|

- Basic, Sources of financing :-
(a) Preference Capial
(b) Features of warrants and convertible debentures
(c) Valuations of warrants
(d) Valuation of compulsorily convertible debentures
(e) Valuation of optionatly convertible debentures
(f) Motiires for issuing warrants convertible debentures
(g) tnnovative hybrids.

LO%

10%

@



(B) Corpbrate Governance (General Concept)

- Basic, Organization of corporate governance :-

(a) Divergence of interest

(b) Devices for containing agency costs

(c) Corporate governance in industrially developed world
(d) Corporate governance in lndia

(e) ReformingCorporategovernance
(f) Legal provisions and SEBI code

(g) ExecutiveCompensation

(h) Employee Stock option scheme

REFERENCE BOOK :-

7. Financial Management and Policy - Van Horne 4th Add.

2. Financial Management - Macmillan

3. Financial Management - Khan and Jain 4th Add.

4. Monev and Financial System - Sudhir Prakashan & Dr.Money andTinancial System - Suatrii piakaihan & Or. O.O. Desai Uni - 2008

5. Financial Management - B.S. Shah Prakashan

6. Financial Analysis and Financial Management - R. P. Rustagi - 3'd Add.

7. lndian Financial System - Khan 4th Add.

B. Financial Mand[ement - Brighan - Ehrahardt - 11th Add.

9. Financial Management - Prasanna Chandra - 7th Add.
i'' 10. Financial Management - l.M. Pandey - 9th Add.

11. Corporate Dividend Policy-J.A. Bittain

L2-----Djvidend Hi€y-ae4Ente$dse,l/aluationJ-E-\a/:fter
13. Corporate Finance Theory and Practice - A. Damodaran

1-4. lntroduction to Financial Management - L. D. Schall and C.W. Holey

Definition of business, Vision (meaning and scope) , Mission (meaning

and components), Objectives

15. Financial Management Principles and Practice - Dr. S. N. Maheshwari

(Sultan-Chand)

16. Financial Management - Ravi M. Kishorc

17. Financial Management - Theory and Practice - Eugene Brigham &

Michael C. Erhardt (Thomson)

18. lnvestment Management V. K. Bhalla (Sultan Chand)

20%
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VEER NARMAD SOUTI-I GUJARAT UNIVERSITY
M.Com-ll

Paper No.402
FI N At'JCIAL T'JIAT'JAG EI,4 ENT PAPER-2

(Syllabus effective from Academic Year 2018-19 onward)

Objectives

1. To acquaint the students with the principles & practices of management so as to

enable them to develop an integrated approach to Financial Management.

2. To develop analytical and decision-making aptitude of the students through case

studies.

t1) TNDTAN FrhrANclAr sYsrEM

Finance function

Financial Management and its objectives

5%

lndian financial system and its functions

Some Aspects of financial Management

Environment

Regulatory framework and Direct Taxes and Basic concept of GSI CGST-, IGSJ, Rates lMF,

World Bank, ADB, BRICS Bank

,..,, (21 swAPs 5%

Meaning of swaps and its categories, types of currency and interest swaps with examples

I3I RISKMANAGEMENT 5OI

lntroduction to Risk

Risk Management, Nature, Development, Scope, Definition, Objectives Personal V/s

Crrporate Risk Management, Corporate Risk Objectives, Attitude and Philosophy,

Risk Management Organization and Role of Risk Manager, Risk Management Process

(4I F]NANCIALINTERMEDIARIES

Financial intermediaries in lndia

(a) Reserve Bank'of lndia

(b) Commercial Banks

(c) Term lending institutions

s%
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Non-bank fina ncia I intermedia ries

(a) lnsurance eorporations (b)Unit Trust of INDIA

(c) Post offices

(e) lnvestment Companies

(g) Leasing Finance companies

(i) Ventur:e Capital Funds

Financial Market

Instrument of Money Market :

-(a) Call Money

(c) Commercial Bills

(e) Commercial Paper

Stock Market

lnstrument of Capital Market

(a) Gilt edged securities

(c) Preference Shares

(e) Public Deposits

(d) Provident Fund

(f) Hire Purchase Finance Companies

(h) Housing Fina nce companies

[) N.R.t- Funds

(b) Treasury Bills

(d) Certificate of Deposits

(b) Equity Shares

(d) Debentures

(sl RArsrNG FTNANCE

Methods of capital issues

(a) Public issue (b) Right issue (c) Private issue

(d) Book building (e) Bonus share (f) Term loan, Term loan procedure

6. WORKING CAPITAT MANAGEMENT -1

Meaning-types{omponents of working capital Meaning
,.' of working capitai management

5%

5%



-Long term cash forecasting

;, . (ii) Reports for corrtrols

(iii) Managing cash flows including E-cash via NEFT & RTGS

(iv) Determining the optimum cash Balance

(u) Options and strategies for investing surplus funds.

(71 WORKING CAPITAL MANAGEMENT{I

Managemert of Receiwables

Objectives of Maintaining Receivables, Costs of credit sales, Terms of payments, Credit

policy variables or lngredients

(a) Credit standards, (b) Credit Period [c) Cash Discount (d) Collection Policy Credit

-.. Evaluation, Credit Sanctioning Decision, Control on Receivables Techniques

(8) WORKINGCAPITALMANAGEMENT-III

Management of inventory, The need for maintaining inventory

objective of inventory rranagement Techniques of inventoty control

(1) Economic Ordering Quantity, Order quantity and Quantiry discount

l2l Recording Point

(3) ABCAna{Ysis

(9) CORPORATE RESTRUCTURING-I s%

Forms of corporate Restructuring

(A) Devices of acquisitions or expansion

,.,. (i) Merger - Types, Reasons, Cost and Benefits of Merger
i.1r . j

(ii) Purchase of a division / Unit

(iii) Takeover 1- Types, Regulation of Takeover, Guidelines ofSEB|

(ivlAdvantages and Disadvantages of merger, Absorption, Purchasing

and Takeover.

(v) Defensive Measures Against Hostile Takeover

5%( 10) coRPoRATE RESTRUCTURING-II

(A) Forms of sell offs - Divestitures, Spin offs, Split ups

(B) Changes in Ownership and control - Going publig Privatization and disinvestments,

Leveraged Buy outs, Buyback of slares, Joint ventures

{1O} tesE FlftAslcE 5%

Lease financin& Meaning, Characteristics, Types, Advantages & Disadvantages, Difference

between financial lease & operating lease, Mechanics of Leasing, Lease buy decision an

evaluation, Hire Purchase finance

s%

s%



Objectives of financial Analysis and interpretation

Methods of Analysing Financial statements

(i) Ratio Analysis

(ii) ComparativeAnalysis

(iii) Du pont Analysis

Leverage

Types of Leverage

(A) Operating Leverage

-Meaning, Definition, Sensitivity of operating profit, Utilities of operating leverage

't t (g) Financial Leverage -

Meaning, Effects, Financial Break Even Point, Degree of changer in EBIT on DFL -

Utilities of financial leverage, Advantages and Iimitations - Essential conditions for

financial leverage

(C) Combined leverage or Total leverage -

Degree of combined leverage, Sensitivity of EPS to changes in sales volume,

Utilities of Combined leverage

{12} |NTANGIaIE |NTENSIVE COMPANIES S%.

FeatJ.rres of tntangible Assets or lntangible =-. lntensive Firms.

lmplications for Financial Management

Types of lntangible Assets and Approaches to valuation The

' Economic Approach to Valuation

lnfosys Technologies : An example of Intangible lntensive Company

{13) |NTER$IATIO'IALFIDIANCIALMAI\TAGEMENT 9%

Basic problems in lnternational Financial Management Role

of FPI in India

Domestic v/s. International Financial Management

(14} INFIATION, RECESSION AND FINANOAL MANAGEMENT 5%

(A) lnflation - Meaning, Definition, Effects on financial management and its Remedies

tB) Recession - Meaning, Definition, Effects on financial management and its

Remedies

w



(15) HYBRID FINANCING & CORPORATE GOVERNANCE 5oA

' (Af Hybrid.financing (General Concppt)

- Basic, Sources of financing

(a) Preference CaPital

(b) Features of warrants and convertible debentures

(c) Valuatlons of warrants

(d) Valuation of compulsorily convertible debentures

(e) Valuation of optionatly convertible debentures

(f) Motives for issuing warrants convertible debentures

(g) lnnovativehybrids.

(B) Corporate Governance (General Concept)

i1,,.. - Basig Organization of corporate governance

(a) Divergence of interest

(b) Devices for containing agency costs

(c) Corporate goverftari€e in industrially developed wortd

(d) CorPorate governance in lndia

: - -:- ' - '(e)'- - Reformingtorporate'governaftce'=- -r

(f) Legal Provisions and SEBI code

(g) ExecutiveCompensation

(h) EmPloYee Stock option scheme

(91 cAsEsruDY -2ea

REFERENCE BOOK

(.ili r. Financial Management and Policy - Van Horne 4ft Add.

2. Financial Management - Macmillan

3. Financial Management - Khan and Jain 4th Add.

4. Moneyand Financial System - Sudhir Prakashan & Dr. D-D. Desai Uni - 2008

5. Financial Management - B.S- Shah Prakashan

6. Financial Analysis and Financial Management - R- P. Rustagi - 3d Add.

7 . lndian financial System - Khaft 46 Add.

8. Financial Management - Brighan - Ehrahardt - 11th Add.

9. Financial Management - Prasanna Chandra - 7s Add.

' 10. Financial Manalement - l.M. Pandey - 9s Add-

. LL. Corporate Dividend PolicYJ.A. Bittain

-12.-D+vMendJ^Hcy^m l-EAterpriseA"/ekiation-rJ.-E-Walter

13. Corporate Finance Theory and Practice - A. Damodaran
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lntroduction to Financial Management - L. D. Schall and C.W. Holey Definition ot

business , Vie ion (meaning and scope),' Mission (meaning and components),

Objectives

Financial Management Principles and Practice - Di". S. N. t"4aheshv,rari

(Sultan-Chand)

16. Financial Management - Ravi M. Kishor-e.

L7. Financial Management - Theory and Practice - Eugene Brigham & Michael C.

L4.

1CLJ.
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SEM-IX
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l'roposed syllabus for the 1,car-201ti-19

0bjcctive:-

Thc purpose of this coursc is to enable stutlents [e:rrn the proccss, tools and tcchniqucs
of rnarkct rescarch.

References :

bt\c,ul _ t
o-.{rer -.

j1 :;.

Unit- l 30%

UnlL -2 Prbblem identification and Research Design: Problem identification,
Research proposal, Determining research type- Exploratory, Descriptive

35%

anc11xpenmcnul research

Uhir -3 Data resources : Primary data- Introduction, types, Methods of
collection, Observation method
Secondary data- Introduction, Types, merit and demerits
online sources, Questionnaire preparation, online surveyi,

data

Introduction to Marketing research : Introduction, Historical
development, Nature, Scope, Importance, Marketing research v/i Market
research, Role of Malketing research, Posltion of Marketing research in
india, Relationship of Marketing research with other disciptines, Uses
arid Limitation of MR, Marketing resear-ch Agencies, Marketing
Research process. Charabteristics of sood Marketins research

35o/o

D--
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Unit-1 Aptitirde measurement and scaling techniques- Introduction, all types of
measurement scales

zOYo

Unit-2 Sampling plan- Universe, sample frame and sampling unit, Sampling
techniques, Sample size determination, survey errors- sampling and non-
sampling errors

20%

Unit,3 Data collection- Processing, Cross tabulation 20%
Unit4 Data Analysis and Interpretation- Introduction, Tools of data analysis,

report preparation and presentation ..

20%

20%

References :

.r'., Beri, G.C.; Marketing Research, 'lata Mccraw IIill, New Delhi

Hooda, R.P.; Statistics for Business and Ice IIall, New Delhi.

Z,altman and Burger : Marketing Research ; Drydcn Press, Illinois.

1{\.-
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Unit-5 Market research application- Product research, Advertisinpi reseaiCh,
Sales control research, Motivation research, Ethical issues in Marketing
r6search
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M.COM (HONS)

SEMESTER-IX &@

9.1 CORPORATE LEGAL FRAME WORK :

Objective:-

The objective of this course is to provide knowledge of relevant profussion of
various laws influercing business operations

Course lnputs :-

SEMESTER IX

o UNIT I SEBI ACT,1992

Formation and mairing of sEBt functions and powerp of sEgr iB reration to
securities markets, prohibition of manipurativ" una #fffff;JJi.ur; inria",
trading and substantiar acquisition of securities or contror, guiderines for

. UNIT 2 DEPOSITORTES ACT,1996

Definition right and - obrigations of depositories participants, issuers and

beneficial owners, inquiry inspections, penalty

o UNIT:- 3 COMPETITTONS ACT Z0O2

(as amended by competition (amendment) Act 2007

Law relating to competitions concept of competition, competition Act-2ooz _

anti competitive agreements, abuse of dominant position, combination

regulation of combinations, Competition Commission of lndia

o UNIT i 4 CORPORATE GOVERNANCE

concept, meaning authorities. involved, steps taken by authorities for
ensuring good governance.

Y
hl9-

seeurities issues.
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M.COM (HONS)

SEMESTER. X

10.1 CORPORATE LEGAL FRAME WORK:

Unit : - 1 Compahies Act, 2013

Directors, classification of directors, women directors, independent directors,

d isq ua lifications, directors identification number (DlN) appointment ,legal

position ,powers and duties,: removal of directors key managerial prevention -

managing director, manager, managerial remuneration prevention of

oppression and mismanagement, winding up and dissolution of companies.

Unit : - 2 Companies Act, 2013

Borrowing Iending lnvestments and Contracts.

Borrowing powers of the company mortgages and charges

Fixed and floating charges

Unit :-3

Foreign exchange management Act 1999 (FEMA)

Definition and main provision of FEMA

Unit :- 4 Cyber law

Nature and scope of cyber crimes, Types of cyber crimes, Internet scams,

spreading virus, Hacking & tracking Document forging, Domain issues, lnternet

Security, Basic of Electronic Commerce, Making contract on line.

(D'
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VI]trR NAI{MAD SOUTI{ GTJJARAT L]NIVERSITY
i\4. C]OM INTE.GREATI]D HONORS COLTRSE

M. COM. HONORS
S]]MES'|E,R - 09

INTERNATIONAL MAIIKETIN G -I
PROPOSED S\'LLABUS FOR 2018-19 . .

a

a

a

a

a

I

ICoIJRSE . 
I

Introduction To Intemational Marketing:- 
I

Nature 
. 
and significance, complexities in international marketing, 

I

Transition fromlomestic to transnational marketing, International maker 
I

orientation EPRG framework, Ethical and social issues' 
I

-.--_-Intemational Marketing Envirqnment:- 
|

Internal Environment , Extemal environment - geographical, 
I

-demographie-,ecoaomic;so.cie:crrltulal, po lilicaLa{rd legalaavirqnment':.1

Impact of envi.o

Foreigu Market Selection:-

Global market segmentation, selection of foreign markets, international

fositioning and market entry iiirategies. ' ' ,..
::

Producl Decisions :-

product planning for global markets, Standardization v/s Product

Adaptation, New- Product Development , Management of International

Brand.

Pricing Decisions :-

Environmental influences on pricing decisions, International pricing

policies and strategies.

%

l

LNIT
20%

I

20%
2.

20%
J.

20%
4

z0%
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VE.ER NARMAD SOUTH CU:ANAT UNIVERSII'Y
M. C]OM INTEGRI]A]'ED HONORS COURSE

M. COM.IIONORS

,_ .. .\ SIIMIISI FIt - I0
N L lo 5''-'} INTERNA'IIONAL MAltKll'rING - r

PROPOS]]D SYI.LABUS FOR 20 1 8-19

UNIT COIII{SE o/

1. Promotion Decisions:-

Complexities & issues, Maj or decisions
communicalion, Communication mix.

in intemational marketing

25 Yo

2. Distribution And Logistics:-

fypes Of foreign intermediaries, Intemational Iogistics decisions.

25 Yo

J.

-. ..-:-
Import / Exporl Decisions :-

r -r Exp6rt:- Payment terms, institutional finance for expofts,
Documents, EXIM Bank.

- lmporl:- Co-neeIt olimpota lmporl substitution, Doculnertts.- 7r{tt< E rZe p- \EZs. '

25 %;o

4.

---r

Frnerging Issues & Developments In International Marketing :-

Ethical Ariii' Social Issues, Intemational Marketi4g oi services, Impact of
globalization, WTO.

25 Yo

^ -rfcrences:-
. Czinkota, M.R.; Intemational Marketing, Dry den Press, Boston.
. Fayerweather, John ; International Marketing, Prentice l{all, New Delhi.
. Jain, S.C : International Marketing, CBS Publications, New Delhi.
. Keegan, Warfen J. : Global Marketing Management, Prentice I{all, New Delhi.
. Onkvisit, Sak and John J. Shaw : Intemational Marketing, Analysis and Strategier

Prentice Hall, New Delhi.
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Veer Narmad South Guiarat University,Surat' lc"rc r- 1

M.comsemry: @@
\/' -{^l 6- 13

coNSUMER BEHAVIOUR (With effect from?g#Sl

1) An introduction to consumer behaviour

-meaning,definition and relevance of consumer behaviour study

-thedevelopmentofconsumerbehaviourasaseparatefieldofstudy

- growth of consumer research

t 
- f"* models of consumer decision making

- trends in consumer behaviour

2) CONSUMER PERCEPTION

- concePts underlYing PercePtion

external and internal factors

- the PercePtual Process

- consumers imagery and marketing implications

L\. -Perceived risk



- low involvement

- habit

- brand loyaltY

customer loYa ltY

NairR.

4) PERSONALITY AND LIFESTYLE INFLUENCE

- mea ning of lifestyle,Aio and Vals framework

- changing lifestyle trends of lndian consumers

- personality

- a business today - Synovate studY

- psrsonality influence and consumer behaviour

. -certain inter related consurnption and possession personality traits

- self concepts or self image

()



; Veer Narmad South Gujarat University,Surat.

M.com semester - 4

CONSUMER BEHAVIOUR (With effect from 2014-15)

2) MOTIVATION:

- Differences between motives, motivating and motivation

- Needs and goals.

- The Dynamic characteristics of motivation.

- Various theories of needs (Maslow's MCCLELLAND'S, ALDERFER'S, VRPPM'S) .

- Motivational Research

w-



'- Marketing Applic:.iions of Reference group Appeal.

REFERENCES :
/r

1. Consumer behaviour in lndian perspective By Suja R. Nair

2. Consumer behaviour by Benett and Kassarjian

3. Consumer behavior - Schettiman

4. Cons-umer behavior - C.N.Sontakki

5. Consumer bi:havior - Engel and Black Well

6. Marketing and Coniumei Behaviour by Raghbir Singh
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Veer Narmad South Gujarat University,Surat.

M.com seps*er+r. ef{"x-* \
CONSUMER BEHAVIOUR (With effect from 2018-19)

marketing implications

Grt h.0 .

luqt [, ,

1) An introduction to consumer behaviour

-meaning,definition and relcvahce of eonsumer behaviour study

- the development of consumer behaviour as a separate field of stud!

- growth of consumer research

- few models of consumer decision making

- trends in consumer behaviour

3) CONSUMER - IEARNING

- elements of learning process

- types of learning process

- classical conditions

, - cQnsumer memory

-operant or instrumental conditioning

- cognitive theory

- observational learning or modeling

ue,g



- low involvement

- habit

- brand loyalty

- customer loyalty

{

REFERENCES :

1. Consumer behaviour in lndian perspective ay Suli'R. ltair
2. Consuiner behaviour by Benett and Kassarjian

3. Consumer behavior - Schettiman

4. Consumer behavior - C.N.Sontakki

5. Consumer behavior - Engel and Black Well

6. Marketing and Consumer Behaviour by Raghbir Singh



Veer Narmad South Gujarat University,Surat'

M.com se@ E

CONSUMER BEHAVIOUR (With effect from 2018-19)

- Attitudes

- Nature of consumer attitude

-Asimplemodeloftherelationshipbetweenattitudesandbehaviour

attitude measurernent

- Attitude cha nge

- Factors involved in attitudes formation or development

- Theories of attitude

,4) ArflruDE AND BEHAVIOUR

( o5)

- Models of attitude

-strategies for attitude reinforcement And CHANGE

, Q MOTIVATION:
)

- Differences between motives, motivating and motivation

- Needs and goals.

- The Dynamic characteristics of motivation.

-Various theories of needs (Maslods MCCLELLAND'S, ALDERFER'S, VRPPM'S)

r Motivational Research

4

\,

t oll Ar: DEMOGRAPHICS, SOCIAL CLASS AND CULTURE' '

- Meaning of Social Stratification and Social Class.

- Naturb of Social Class lnfluences.

- Social Class Characteristics



-Benefits of reference group Appeal.

' Reference group Appeal.

I

REFERENCES :,/
,,/

L. Consumer behaviour in lndian perspective By Suja R. Nair

2. Consumer behaviour by Benett and Kassarjian

3. Consumer behavior - Schettiman

4. Consumer behavior - C.N.Sontakki

5. Consumer behavior - Engel and Black Well

6., Marketing and Consumer Behaviour by Raghbir Singh


