International Business (IB)
4th Semester Syllabus

External Marks: 60

       Internal Marks: 40

Time: 3 hrs.

STRATEGY IMPLIMENTATION

Paper Code: N4A
UNIT-I

INTRODUCTION; Meaning and Nature of Strategy Implementation, Contrast and Interdependence of Strategy Formulation and implementation, Operationalizing the Strategy –Annual Objective Developing Business and Functional Strategies, Developing and Communicating Concise Policies. 

UNIT-II

INSTITUTIONLIZING THE SYSTEM; Structural Considerations- Simple and Functional Organizational Structures, Divisional Organizational Structure, Strategic Business Units Matrix Organization. The role of Structure-linking Structure to Strategy, Organizational Leadership-Role of the Chief Executive Officer, Organizational culture-the Strategy-culture connections and its managing, Establishing Strategic Controls, Operational Control systems, Monitoring performance and Evaluating Deviations, Reward Systems, Motivating Execution and Control.

UNIT-III

FUNCTIONAL STRATEGIES; Developing Key Functional Strategies in marketing in relation to product (or Service), Price, place and Promotion, Key Functional Strategies in Finance in relation to capital acquisition, capital allocation, Dividend and working capital management, Mergers and acquisitional policy, Issues involved in Research and Design and Production/operations decision areas, functional strategies in personnel employee recruitment, selection and orientation career development and counseling, performance evaluation and training and development, compensation, labour/union relations, Discipline, control and evaluation.       

UNIT-IV

REVIEW AND EVALUATION;  Process and Criteria of Evaluation of the Strategy, the case method of study- Meaning and kinds of cases, preparation and role of the Instructor in case discussion, the strategic management audit, Financial Analysis for strategic management. 

SUGGESTED READINGS:

1. Fred R.David, Strategic management, McMillan Publishing Company New York.

2. John A. Pearce II, Richard B.Robinson Jr., ‘Strategic Management, Strategy Formulation and Implementation’  AITBS publishers and distributors Regd. Delhi. 

3. Luis Ma.R.Calingo, ‘Strategic Management in the Asian context, A case book in business policy and Strategy  John Willey & Sons, New York

4. S.B. Budhiraja and M.B. Athreya, Cases in Strategic Management, Tata Mac Graw Hills Publishing Company, New Delhi.

External Marks: 60

Internal Marks: 40

Time: 3 hrs.

BUSINESS LEGISLATIONS

Paper code: 

UNIT – I

The Indian Contract Act, 1872: Essentials of a valid contract, void agreements, performance of contracts, breach of contract and its remedies, Quasi-Contracts.

UNIT- II

The Sale of Goods Act, 1930; rights of an unpaid seller; the negotiable instruments act 1881: nature and types; negotiation and assignment; holder-in-due course, dishonor and discharge of a negotiable instrument; arbitration.

UNIT – III

The Companies Act, 1956: Nature and types of companies; formation; memorandum and articles of association; prospectus, shares and share capital, allotment of shares.

UNIT – IV

Membership; Borrowing powers; management and meetings; accounts and audit; compromise arrangements and reconstruction; prevention of oppression and mismanagement; winding up; Consumer Protection Act and cyber laws.

SUGGESTED READINGS:

1. Avtar Sing, Company Law, Eastern, Lucknow

2. Khergamwala, J.S., The Negotiable Instrument Acts, N.M.Tripathi, Bombay

3. Ramaiyam, A. Guide to the Companies Act, Wadhwa, Nagpur

4. Shah, S.M., Lectures on Company Law, N.M.Triphati, Bombay

5. Tulisian P.C. Business Law, TMH, N.Delhi. 

6. Tuteja, S.K., Business Law for Managers, Sultan Chand, New Delhi
External Marks: 60

Internal Marks: 40

Time: 3 hrs. 

INTERNATIONAL MARKETING

Paper Code: 
UNIT-I

Nature of International Marketing process; domestic versus international marketing; global marketing; benefits, tasks & challenges of IM; controllable versus uncontrollable factors in international marketing; International marketing environment; WTO framework and the international marketer; barriers facing international marketer; international marketing mix.

UNIT-II

Understanding foreign consumers; international marketing research and information system; foreign market entry strategies; international product development; international market segmentation and product positioning; packaging and branding decisions; international PLC model. 

UNIT-III

Alternative channels of international distribution; channel selection; counter trade; transfer pricing; international advertising and development of global brands; major problems and challenges of international advertising; aspects of international sales management; web marketing.

UNIT-IV

Price quotations and terms of sale; basic export procedures and documentation; cargo Insurance; Methods of financing and means of payment.

SUGGESTED READINGS:

1. OAK ONKVISIT and J.J. SHAW, International Marketing, Prentice Hall of India, New Delhi.

2. P.R. EATEORA, International Marketing, Irwin, Chicago.

3. S. MAJARO, International Marketing, A Strategic Approach to World Markets, George Allen and Unwin, London.

4. S.J. PALIWODA and M.J. THOMAS, International Marketing, Butter worth-Heinemann, Oxford.

External Marks: 60

            Internal Marks: 40

Time: 3 hrs.

FOREIGN TRADE POLICY AND PROMOTION

Paper code: 
 

OBJECTIVE: The objective of this course is to acquaint students with India’s foreign trade policy framework and infrastructural support available to Indian firms for promoting   foreign trade.

UNIT – I

Policy Framework for India’s foreign trade in pre- and post- liberalisation era; Export-Import Policy, Thrust area commodities; Policy on project exports and joint ventures, Tariff structure reforms, Reforms in banking and financial sectors, Liberalized foreign exchange regime; Foreign investment policy; Multilateral and bilateral agreements.

Trade Controls in India – Foreign Trade (Development and Regulation) Act, Import and export control orders, Import export licensing system

UNIT – II

Infrastructural support for India’s foreign trade: Policy formulating, consultative and deliberative bodies; Export promotion councils, Commodity boards and product development authorities; Support organizations and services – IIFT, ITPO, Export Inspection Agencies, Indian Council of Arbitration, FIEO; Commercial representatives abroad; State Governments and their role in trade promotion; Canalization policy and role of public sector organizations.

UNIT – III

Export Promotion Schemes and Instruments: Export incentives: Fiscal and financial incentives; Export Promotion Zones (EPZs); 100% Export Oriented Units (EOUs); Scheme of export houses, trading houses, star trading and super-star trading houses.

UNIT – IV

Foreign Trade Financing and Insurance Schemes: Pre- and post-shipment export credit schemes, Import financing schemes; Role of EXIM Bank and commercial banks; Export credit and foreign exchange covers, Export Credit and Guarantee Corporation (ECGC), Financial guarantees.

Suggested READINGS:

1. Balagopal T. A. S., Export Management,  Himalaya Publishing House, Bombay.

2. Cherunilam, Francis, International Trade and Export Management, Himalaya Publishing House, Bombay.

3. Export Import Policy Documents

4. Varshney, R. L. and Bhattacharya B., International Marketing : Indian Perspective, Sultan Chand and Sons, New Delhi.

5. Verma, M. L., International Trade, Vikas Publishing House Pvt. Ltd., Delhi.

External Marks: 60

            Internal Marks: 40

Time: 3 hrs.

INTERNATIONAL FINANCIAL MANAGEMENT

Paper Code: 

UNIT-I

Finance function in a multinational firm; institutional structure of international financial markets; cost and availability of international financial flows; international financial instruments.

UNIT-II

International working capital Management: Aspects of international cash management; investment criteria and borrowing decisions; centralized versus decentralized cash management; international receivables management; securitization of receivables. 

UNIT-III

International Investment: International portfolio versus direct investment; factors and benefits of portfolio investment; international CAPM; determinants of volume, composition and direction of direct investment; capital budgeting for foreign direct investment; assessing and managing political risk.

UNIT-IV

International aspects of Raising Capital: Strategic considerations in euro-equity issues; international bond financing; determining financial structure of foreign subsidiaries of MNCs; financial choices for an MNC and its foreign affiliates; costs and risks of financing;

SUGGESTED READINGS: 

1. BUCKLEY. A, Multinational Finance, Prentice-Hall of India, New Delhi.
2. MAURICE D. LEVI, International Finance, McGraw-Hill, NY.

3. P.G. APTE, International Financial Management, TATA McGraw-Hills, N.Delhi.

4. SHAPRO.A.C. , Multinational Financial Management, Prentice-Hall, N Delhi.

