
Major 1 - Marketing 
Syllabus

B.Com. Management Studies
(Sem.- III) 

Title of Paper: Introduction to Marketing Management

Sr. 
No. 

Heading Particulars 

1 Description the course : 

Including but Not limited to :

This course provides a comprehensive overview of 
marketing management, emphasizing key concepts, 
strategies, and trends that shape the dynamic business 
environment. Students will explore the evolution of 
marketing, the impact of environmental forces on business 
practices, and the need for innovative strategies to engage 
customers. The course covers essential topics such as 
market segmentation, targeting, positioning, and consumer 
behavior. Additionally, it delves into pricing, promotion 
strategies, distribution networks, and emerging trends like 
AI and data analytics in marketing. Through case studies 
and practical applications, students will develop a deep 
understanding of the marketing mix, product life cycles, 
and the strategic tools necessary for effective marketing 
management in both urban and rural markets.

2 Vertical : Major  

3 Type : Theory

4 Credit:  4 credits

5 Hours Allotted : 60 Hours 

6 Marks Allotted: 100 Marks 

7 Course Objectives: 
1. To understand the basics of marketing management and the impact of business 

environmental forces on marketing practices.
2. To examine the buying behavior of consumers & understand the marketing strategies.
3. To explore the marketing mix elements in generating marketing outcomes for a product 

or service.
4. To analyze the emerging trends in marketing management & evaluate the impact of 

technology on marketing decisions.

Title of Paper: Introduction to Marketing Management



 

8  Course Outcomes: 

1. Learner can able to understand & recall the traditional & contemporary marketing 
concepts.  

2. They will demonstrate & understand the factors affecting buying behavior of 
consumers.  

3. They can assess & evaluate the marketing management strategies through real life case. 
4. Students will analyze the emerging trends in marketing management & evaluate the 

impact of technology on marketing decisions 

9  
  

Modules:  
  
Module 1: Introduction to Market & Marketing Management 
 
1. Market  Introduction  Concept  Evolution (Concepts of Marketing)  Meaning & 

Definition of Marketing Management  Features  Functions  Scope. 

2. Impact of Business Environmental Forces on marketing managerial practices  Internal & 

External Environment- Case Studies  Need for Innovative Marketing Strategies for Customer 

Engagement  Innovative Strategies by Global Players  Success Stories  

3. Marketing Mix (Product & Service)  Elements  Role of marketing mix elements in 

/service  Evaluating the marketing mix program of successful 

 Withdrawn - Repositioned products/services. 

4. Modern Concepts of Marketing  Forms  Emerging Trends - Community Engagement as 

a strategic tool to marketing management 

Module 2: Consumer Behavior &  STP Model Strategies 

1. Buying Idea  Buyer behavior - Concept  Factors determining buying behavior of 

consumers  Consumer Buying Decision Process. 

2. STP (Segmentation, Targeting & Positioning) Model - Definition Bases  Need - Merits 

& Demerits of Market Segmentation  Marketing mix segment of product/service through a 

case study approach.  

3. Target Market  Concept  Target Market Strategies  Positioning  Concept Qualities of 

a successful position-Product Position v/s Brand Position - Positioning Strategies  Case study 

4. Product  Concept  Product Levels - Product Mix Decisions - Product Life Cycle  Stages 

- Development of a hypothetical product/service & its prospective implications - Case Study  

Module 3:  Pricing & Promotion Strategies 

1. Pricing Strategies  Price  Concept - Factors affecting changes in price  Methods -Price 

as an indicator of Quality  Case Studies. 



 
2. Promotion  Concept  Elements in the Communication process  Elements/Tools of 

promotion  Role of Integrated Marketing Communication  Recent Trends in Promotional 

Offerings- Integration of modern & recent tools of marketing. 

3. Packaging of a Product  Role -Essentials  Sustainable Packaging -Emerging Trends in 

Packaging Standards- Types of packaging  

 4. Key Decision Areas in Rural Marketing  Role of Rural market - Marketing Mix for Rural 

Markets - Media Mix for Rural Markets 

Module 4: Distribution Network & Emerging Trends in Marketing Management  

1.Physical Distribution  Types of marketing channels - Traditional & Contemporary 

channels of marketing- factors affecting marketing channels 

2.Marketing Control  Concept  Need  Control Process  Techniques - Supply Chain 

Management  Elements  Case Studies 

3.New trend in Market Organization- Principles  Types- Marketing Audit -Importance to 

marketing organizations - Porters Generic Strategy, Blue Ocean Strategy  

4.Emerging Trends in developing competitive marketing strategies  Role of AI & Data 

Analytics in marketing - Impact of technology & innovation in marketing management 

10 Reference Books:  
1) Pillai, R. S., & Bhagwati, M. (2016). Modern marketing: Principles & practices (2nd 

ed.). S. Chand Publishing. 

2) Baines, P., Fill, C., & Page, K. (2013). Marketing (3rd ed.). Oxford University Press. 

3) Ramaswamy, V. S., & Namakumari, S. (2013). Marketing management (5th ed.). 

Macmillan India Ltd. 

4) Kotler, P., & Keller, K. L. (2016). Marketing management (15th ed.). Pearson Education. 

5) Perreault, W. D., & McCarthy, E. J. (2017). Basic marketing: A global managerial 

approach (19th ed.). McGraw-Hill Education. 

6) Schiffman, L. G., & Kanuk, L. L. (2010). Consumer Behavior (10th ed.). Pearson 

Education. 

7) Armstrong, G., & Kotler, P. (2017). Marketing: An introduction (13th ed.). Pearson 

Education. 

8) Chernev, A. (2018). Strategic marketing management (9th ed.). Cerebellum Press. 

9) Lehmann, D. R., & Winer, R. S. (2008). Analysis for marketing planning (7th ed.). 

McGraw-Hill Education. 

10) Kotler, P., & Armstrong, G. (2018). Principles of marketing (17th ed.). Pearson 

Education 

 
  



 

 
11  Internal Continuous Assessment: 40%  

  
External, Semester End Examination 

60% Individual Passing in Internal and 
External Examination  

12  Continuous Evaluation through:  
   Quizzes, Class Tests, presentation, project, role play, creative writing, assignment etc.( at 
least 3 )  

 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 



Major 2 - Marketing 
Syllabus

B.Com. Management Studies
(Sem.- III) 

Title of Paper: Marketing Research 

Sr. 
No. 

Heading Particulars 

1 Description the course: 

Including but not limited to:

The study of Marketing Research provides learners with a 
comprehensive understanding of how research supports 
marketing decision-making. It begins by introducing the role and 
importance of marketing research focusing on its contribution to 
identifying and solving marketing problems. Learners learn the 
various types of research and explore the complete research 
process from defining the problem to reporting findings. It covers 
research design where learners will learn how to develop 
appropriate research plans, understand qualitative and 
quantitative methods and apply different sampling techniques. It 
also delves into data collection methods for data preparation. 
This comprehensive approach equips students with both the 
theoretical knowledge and practical skills needed to apply 
marketing research in real-world business contexts.

2 Vertical: Major 

3 Type: Theory  

4 Credit:  4 credits 

5 Hours Allotted: 60 Hours  

6 Marks Allotted: 100 Marks

7 Course Objectives: 
1. To establish a comprehensive understanding of the conceptual foundations and strategic 

importance of marketing research 

2. To analyze the practical application of marketing research methodologies across diverse 

marketing domains, including consumer behaviour, advertising effectiveness.

3. To develop proficiency in the application of measurement scales and sampling techniques 

within the context of marketing research design. 

4. To critically evaluate data collection and analysis procedures, and to report writing for

actionable business insights.

Title of Paper: Marketing Research 



 
8  Course Outcomes:  

Students will be able to understand 

1. Define and critically analyze the marketing research process, including its ethical implications.  

2. Evaluate and compare different consumer research, advertising research, and motivational 

research methodologies. 

3. Demonstrate proficiency in selecting and applying appropriate scales of measurement and 

sampling techniques, including determining optimal sample sizes. 

4. Synthesize and interpret data collected through various marketing research methods, utilize 

appropriate data analysis tools. 

9  
  

Modules: - 

Module 1:   Basics of Marketing Research 

1. Marketing Research- Meaning & Definition, features, need and functions of marketing 

research 

2.  Process of Marketing Research, Significance of Marketing Research in Marketing decision 

making, Limitations of marketing research 

3. Ethical Issues in Marketing Research, Career options in Marketing Research, Types of 

marketing research 

4. Essentials of a good Marketing Research  Qualities of marketing research professional, 

International Marketing Research. 

Module 2: Application of Marketing Research 

1. Consumer Research - Meaning & Scope, Need, Functions. Product Research - Meaning & 

Scope, Importance.  

2. Advertising Research  importance and scope - Media Research - Functions of Media 

Research. Motivational Research  Meaning, Uses, Limitations &Techniques  

3. Marketing Research Proposal  Meaning and Elements - Design & Implementation of 

Marketing Research Proposal  

4. Marketing Research Design  Meaning - Importance, Types of Research Design, Criteria of a 

good Research Design.  

Module 3: Scales of Measurement & Sampling in Marketing Research: 

1. Scales of Measurement  Meaning of Measurement in Marketing Research, criteria of sound 

Measurement of Marketing Research. Attitude measurement 

2. Sampling, Measurement, Scaling Process in Marketing Research  Sampling Design and 

Procedure   

3. Sampling Methods  Probabilistic sampling Techniques - Non-probabilistic sampling 

Techniques - Sample Size determination - Sampling Errors.   



 

4. Sources of variation in Measurement - Validity & Reliability of Measurement. Meaning and 

types of hypothesis 

Module 4:  Data Collection, Data Analysis & Report writing: 

 1. Data Collection- Online data collection - Collection of Secondary Data  Collection of Primary 

Data Methods - Field Operations - Errors and Difficulties in Data Processing. 

2. Coding and Editing, integrating technology in data collection, importance of online surveys, 

hand held devices, text messages, social networking methods 

3. Data Analysis & Report writing- -Hypothesis Testing, Meaning of Marketing Research 

Report,  

4. Marketing Research Report-Concept, types, contents, essentials, use of visual aids in research 

report, Proforma / Format of a Market Research Report. 

10 

Reference Books:  
1. Essentials of Marketing Research By S.A.Chunawala  Himalaya Publishing House.  

2. Marketing Research By B.S.Goel - Pragati Prakashan, Meerut (UP)  

3. Marketing Management by Kotler, keller, koshy, Jha, (13th Edition Pearson.)  

4. Naresh K Malhotra, Satyabhushan Dash, (2009). Marketing Research- An Applied Orientation, 
5/e, Pearson Education, New Delhi. 

5. Donald S. Tull, Del I. Hawkins, (2009). Marketing research Measurement & Method, PHI 
Private Limited, NewDelhi. 

6. Donald R. Cooper, Pamela S Schindler, (2007). Marketing Research-Concepts and Cases. Tata 
McGraw-Hill Publishing Company Limited, NewDelhi. 

7. Hair, Bush, Ortinau, (2006). Marketing Research, 3/e, Tata McGraw-Hill Publishing Company 
Limited, NewDelhi. 

8. Nigel Bradley, (2007). Marketing research Tools and Techniques. Oxford University Press, New 
Delhi 

11  Internal Continuous Assessment: 40%  
  

External, Semester End Examination 
Individual Passing in Internal and External 

Examination : 60%  
12  Continuous Evaluation through:  

 Quizzes, Class Tests, presentation, project, role play, creative writing, assignment etc.( at least 3 )  
  
  
  

 
 
 
 
                                                                               
 
 
 



Syllabus
B.Com. Management Studies

(Sem.- III)) 
Title of Paper:  STRATEGIC FINANCIAL MANAGEMENT

Sr. 
No. 

Heading Particulars 

1 Description the course: 

Including but not limited to:

This course focuses on planning, implementation &
control of financial services. This is a critical discipline 
that integrates financial decision making with long term 
business strategies to achieve sustainable growth & 
maximize shareholders value. The course focuses is on 
strategic application of financial management principles to 
help organizations combat with the growing complexities 
of business world. The course is designed to provide 
students with comprehensive understanding of how 
financial decisions can improve corporate performance.

2 Vertical: Minor 

3 Type: Theory

4 Credit:  4 credits  

5 Hours Allotted: 60 Hours 

6 Marks Allotted: 100 Marks 

7 Course Objectives: 
1. To equip the learner with basic understanding of application of various dividend decision 

models and to throw a light on the concept XBRL.
2. To acquaint management learners in preparation of capital budgeting and role of capital 

rationing in management decision making process.
3. To provide the learner with basic understanding of strategic financing decision and 

working capital
4. To create basic understanding on risk management, International financial markets and 

taxation 

8 Course Outcomes: 
1. Learners get depth knowledge on various types and models of dividend policy adopted 

in firm while declaring dividend to shareholders.
2. Learners will have better awareness and understanding of capital budgeting and role of 

capital rationing.
3. Learners will have a basic understanding on of strategic financing decision and working 

capital.
4. The learner will have create a basic understanding on risk management, International 

financial markets and taxation

STRATEGIC FINANCIAL MANAGEMENT



 

9  
  

Modules: -  
  

Module 1: Foundations of Strategic Financial Management 

1. Introduction to Strategic Financial Management: Meaning, scope, and objectives of 

SFM, Role of SFM in corporate strategy, Financial goals and strategy. 

2. Shareholder value maximization and stakeholder interests, Strategic vs. operational 

finance, Emerging role of the finance manager. 

3. Financial Planning and Strategy Formulation, Strategic planning process and financial 

implications, Financial modelling and forecasting,  

4. Types of financial plans, Linking financial strategy with business strategy, Valuation 

Principles, Business valuation concepts and methods 

Module 2: Capital Budgeting & Capital Rationing 

1. Concept  Need & Importance of Capital budgeting, Steps in Capital Investment 

Decisions  

2. Techniques & process of Capital Budgeting, Risk analysis in Capital Budgeting. 

3. Concept of Decision Tree Analysis, Decision Tree Applications, Evaluation of lease vs. 

buy decisions, Types of leases and their financial implications 

4. Meaning, Significance-Types  Methods of Capital Rationing, Practical Problems  

Module 3: Strategic Financing Decisions 

1. Theories of capital structure, Factors determining capital structure, Cost of capital, 

Leverage analysis, EBIT-EPS analysis 

2. Theories of dividend policy, Factors influencing dividend decisions, Types of dividend 

policies, Share buybacks. 

3. Types of shares, Equity financing, types of Debt financing, Hybrid financing 

instruments, International financing options 

4. Strategic importance of working capital, Managing key components, Working capital 

financing strategies 

Module 4:  Strategic Financial Risk Management 

1. Types of financial risks, Risk identification, measurement, and evaluation, International 

financial risk management 

2. International financial markets and institutions, Foreign direct investment decisions, 

Management of exchange rate risk, International taxation. 

3. Principles of corporate governance, Role of finance in corporate governance, Ethical 

issues in financial management. 

4. Impact of technology on financial strategies, Digital transformation in finance, Emerging 

financial instruments and markets, Financial and non-financial performance metrics. 



 
10  Text Books:  

1) IM Pandey, Financial Management, Vikas Publication. 

2)  Ravi Kishor, Financial Management,   

11  Reference Books:  
1. Khan & Jain, Financial Management, MC Graw Hill 

2. Van Horne & John Wachowiz, Fundamentals of Financial Management. 

3. Dr.S.P.Gupta, Financial Management, Sahitya Bhawan Publication 

4. Prasanna Chandra, Strategic Financial Management, MC Graw Hill. 

5. Ravi M, Kishore, Strategic Financial Management, . 
12  Internal Continuous Assessment: 40%  

  
External, Semester End Examination 

60% Individual Passing in Internal and 
External Examination  

13  Continuous Evaluation through:  
   Quizzes, Class Tests, presentation, project, 
role play, creative writing, assignment etc.( at 
least 3 )  

  
  
  
  
  

 
           
       
  



Paper Pattern 4 Credits (Total 100 Marks)

Internal = 40   Marks
External = 60   Marks

Internal Paper Pattern (40 Marks)

1. Case Study writing OR Assignment       any two (10 Marks each)            20 Marks
2. Quiz OR Group discussion OR Role Playing 
3. Project Presentation OR Research Paper               

4. Class Test - (Mandatory) with Objective questions           20 Marks

Total                                  40 Marks

External Paper Pattern (60 Marks)

External Paper Pattern (60 Marks)

Write any FOUR questions from the following 

Q1. Answer the following                      15 marks 
          A
          B
Q2. Answer the following                    15 Marks
          A
          B
Q3. Answer the following                    15 Marks
          A
          B
Q4. Answer the following                      15 marks 
          A
          B
Q5. Answer the following                    15 Marks
          A
          B
Q6. Answer the following                    15 Marks
          A
          B



Name of the Course: Mathematics for Industry and Management- I

Sr.
No
.

Heading Particulars

1 Description the course:
Including but not limited to:

Management of a business is a laborious task, 
and often the manager is confronted with severe 
situations, such as how to maximize the profit or 
minimize the cost with the same resources and 
constraints, how to arrange/queue the various 
projects, what decision to take for the future, 
considering the volatile market conditions and 
so on! 
Operations Research, a branch of Mathematics, 
deals with such and other problems of the 
industry and management, and attempts to 
provide optimal solutions for them.   

2 Vertical: Open Elective 

3 Type: Theory 
4 Credits: 2 credits 

(1 credit = 15 Hours for Theory or 30 Hours of 
Practical work in a semester)

5 Hours Allotted: 30 Hours 
6 Marks Allotted: 50 Marks
7 Course Objectives (CO): 

CO1: To impart to the learners the applicability of Mathematics in Industry and 
Management.
CO2: To make the learners learn the concepts of optimal solution, no solution, infinitely 
many solutions to a given problem.
CO3: To make the learners aware of the various sub-branches of Operations Research 
(Transportation, Assignment, Sequencing, Resource Allocation etc).
CO4: To enable the learners to develop mathematical models for various industrial 
problems.

8 Course Outcomes (OC): 
After completion of the course, students will be able to
OC1: understand and remember the concept/idea of Operations Research. 
OC2: apply graphical method to solve linear programming problem. 
OC3: analyse the difference between graphical and simplex method. 
OC4: assess when graphical methods are inadequate and apply simplex method in such 
cases.
OC5: design mathematical models for problems related to industry.

9 Modules:-
Module 1: Elements of Linear Programming - I
Introduction to Operations Research, Aspects of Decision Making, Objective of Operations 
Research, Definition and Characteristic of Operations Research, Scope of Operations 
Research.

Introduction to Linear Programming Models, Properties of Linear Programming Models, 
Basic Assumptions, Terminology, General LPP, Maximization and Minimization Models, 

Mathematics for Industry and Management- I



Graphical Method to solve a maximization/minimization problem.     

Module 2: Elements of Linear Programming  II 

Simplex Method, Comparison between Simplex Method and Graphical Method, 
Maximization Problem, Minimization Problem, Artificial Variable Method  

Tie and Degeneracy in an LPP, Unbounded solution, Concept of Duality, Converting a 
Primal into a Dual, Dual simplex method   
 

 

10 Text Books 
1. Operations Research, by P. Rama Murthy, New Age International Publishers 
2. Operations Research, by Prem Kumar Gupta, D. S. Hira S. Chand Publishers 
 

11 Reference Books 

1. Introduction to Operations Research, by  Frederick S. Hillier, CBS Publishers    
2. Operations Research an Introduction, by P. Mariappan, Pearson India  

 
 Scheme of the Examination 

 
 The performance of the learners shall be evaluated into two parts.  

 Internal Continuous Assessment of 20 marks for each paper.  
 Semester End Examination of 30 marks for each paper. 
 Separate head of passing is required for internal and semester end examination. 

 
12 Internal Continuous Assessment: 40% 

 
External, Semester End Examination 60% 
Individual Passing in Internal and External 
Examination 

13 Continuous Evaluation through: 
Quizzes, Class Tests, presentations, 
projects, role play, creative writing, 
assignments etc.  
(at least 3) 
Sr. 
No. 

Particulars Marks 

1 A class test of 10 marks 
is to be conducted 
during each semester in 
an Offline mode. 

10 

2 Project on any one topic 
related to the syllabus 
or a quiz 
(offline/online) on one 
of the modules. 

05 

3 Seminar/ group 
presentation on any one 
topic related to the 
syllabus. 

05 

 
Paper pattern of the Test (Offline 

 



Mode with One hour duration): 
Q1: Definitions/Fill in the 
blanks/ True or False with 
Justification.                 (04 
Marks: 4 x 1).  
Q2: Attempt any 2 from 3 
descriptive questions. (06 
marks: 2 × 3) 

14 Format of Question Paper:  
The semester-end examination will be of 30 marks of one hour duration covering 
the entire syllabus of the semester.  
 

Note: Attempt any TWO questions out of THREE. 
 
Q.No.1 Module 

1 and 2 
Attempt any THREE out of FOUR.  
(Each question of 5 marks)  

(a) Question based on OC1 
(b) Question based on OC2 
(c) Question based on OC3 
(d) Question based on OC4/OC5 

15 Marks 

Q.No.2 Module 
1 and 2 

Attempt any THREE out of FOUR.  
(Each question of 5 marks)  

(a) Question based on OC1 
(b) Question based on OC2 
(c) Question based on OC3 
(d) Question based on OC4/OC5 

15 Marks 

Q.No.3 Module 
1 and 2 

Attempt any THREE out of FOUR.  
(Each question of 5 marks)  

(a) Question based on OC1 
(b) Question based on OC2 
(c) Question based on OC3 
(d) Question based on OC4/OC5 

15 Marks 

 

 
 
 
 
      Sd/-                                        Sd/-                                              Sd/-                                                                
Sign of the BOS 
Chairman 
Prof. B.S. Desale 
BOS in Mathematics 

 Sign of the                              
Offg. Associate Dean 
Dr. Madhav R. Rajwade 
Faculty of Science & 
Technology 

Sign of the Offg. Dean 
Prof. Shivram S. Garje 
Faculty of Science & 
Technology 

 



VSC- Marketing
Syllabus

B. Com. (Management Studies)

(Sem.- III) 
Title of Paper: Consumer Behaviour

Sr. 
No. 

Heading Particulars 

1 Description the course: 

Including but Not limited to :

Consumer Behavior is the study of how individuals, 
groups, and organizations make decisions to allocate 
resources (time, money, and effort) to consumption-related 
activities. This course examines the factors that influence 
consumer behavior, such as psychological, social, cultural 
and personal influences and how businesses can use this 
knowledge to develop effective marketing strategies. 
Understanding consumer behavior is essential for 
marketers as it provides insights into consumer needs, 
preferences and motivations, which are critical for 
developing products, services and campaigns that resonate 
with the target audience.

2 Vertical : VSC
  

3 Type : Theory  

4 Credit:  2 credits  

5 Hours Allotted : 30 Hours  

6 Marks Allotted: 50 Marks

7 Course Objectives:

1. To understand the concept of consumer behavior and its role in marketing decision-

making.

2. To examine the role of social and cultural influences on buying behaviour 

3. To understand buying habits and Online buying behaviour of consumer for marketing 

decisions

8 Course Outcomes: 
1. Students will identify and analyze marketing communication and psychological, social 

and cultural factors that influence consumer decisions.

2. Students will able to understand effect of online purchasing and consumer segmentation 

strategies

9 Modules:

Consumer Behaviour



 
Module 1: Introduction to Consumer Behaviour 
  

1. Consumer Behaviour- Features, scope, Importance, Types of Consumer, Diversity of 

consumers and their behaviour- Types of Consumer Behaviour. 

2. Consumer involvement - Decision-making processes - Purchase Behaviour and 

Marketing implications - Consumer Behaviour Models. 

3. Environmental influences on Consumer Behaviour - Cultural influences - 

Cultural Dimensions and Marketing Implications -  Social class - Reference groups  

4. Consumer perceptions  Learning and attitudes - Motivation and personality  

Psychographics - Values and Lifestyles. 

Module 2:  Consumer buying habits and Online buying behaviour 

1. Consumer buying habits and perceptions of emerging non-store choices  Research and 

applications of consumer responses - Issues of privacy and ethics. 

2. Marketing communication - Store choice and shopping behaviour - In-Store stimuli, 

Consumerism - Consumer rights and Marketers' responsibilities.  

3. Effects of online purchasing on consumer behaviour - Psychology of online purchasing: 

motivations, perceptions, and attitudes.  

4. Consumer Segmentation Strategies, Targeting & Positioning in International Markets, 

Global vs. Local Brands, Emerging Global Consumer Trends  

10  Reference Books:  
1. Vriens, D., & Achterberg, J. (2019). Organizational Development. Routledge  

2. Aubrey, B. (2015). The Measure of Man: Leading Human Development. McGraw-Hill 

Education. 

3. Cummings, T. G., & Worley, C. G. (2014). Organization Development and Change 

(10th ed.). Cengage Learning. 

4. Schein, E. H. (2010). Organizational Culture and Leadership (4th ed.). Jossey-Bass. 

5. Wendell L French, Cecil h Bell. Jr., Veena Vohra, 2006 Organizational Development  

Prentice Hall of India Ltd., New Delhi   

6. Bradford, D. L., & Burke, W. W. (2005). Reinventing Organization Development: New 

Approaches to Change in Organizations. Pfeiffer. 

7. Weisbord, M. R. (2004). Productive workplaces: Dignity, meaning, and community in 

the 21st century. Jossey-Bass.  

8. French, W.L., Bell, C.H. and Vohra V, Organization Development: Behavioral Science 
Interventions for Organization Improvement, Revised 6th Ed., Pearson. 

9. Hackman, J.R. and Suttle, J.L., Improving Life at Work: Behavioural science approach 
to organisational change, Goodyear, California. 

10. Harvey, D.F. and Brown, D.R., An experimental approach to Organization 



 

Development, 7th Ed. Prentice-Hall, Englewood Cliffs, N.J 

11  Internal Continuous Assessment: 40%  
  

External, Semester End Examination 
60% Individual Passing in Internal and 

External Examination  
12  Continuous Evaluation through:  

   Quizzes, Class Tests, presentation, project,  role play, creative writing, assignment etc.           
( at least 3 )  
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2.  Vertical Ability Enhancement Course  

3.  Type Theory  

4.  Credit  Credits  (1 Credit = 15 Hours for Theory or 30 Hours of 
Practical Work in a Semester)  

5.  Hours Allotted 30 Hours 

AEC 

NO AAMS_UGS/ICC/2024-25/19  

6.  Marks Allotted 50 Marks 

7.  Course Objectives :  

.  

.  

. -  

.  

8.  Course Outcomes :  

.  

.  

. -  
. 

 
 

9.  Module :   

 -  : -  

)  
)  

(     

 

 
 
 



 

 

  - : -  

)  
)  

 (    -  

  

10.  Text books N. A. 
 

11.   Reference Books  

.  

.  

. , ,  

. , ,  

. Aayushi International Interdisciplinary Research Journal (ISSN - x) Peer 
Reviewed Journal  www.aiirjournal.com  

 
12.  Internal Continuous Assessment : 40%  

  
External, Semester End Examination :
60% Individual Passing in Internal and 
External Examination  

13.  Internal Continuous Assessment) :  
Format of Internal Assessment)   : 

Assignment) / 
 

    (  

 

 

 

 

 

 



 

 

 

14.  External Examination  ( )  
Format of Question Paper :  

.  

. 
 

. 
 

 

 
 

  

Sd /-                           Sd/-                                 Sd/-                                   Sd/- 

 

Sign of the BOS  
Chairman 
Prof. Dr. Satish 
Kamat  
Board of Studies in  
Marathi 

Sign of the                        
Offg. Associate Dean 
Dr. Suchitra Naik 
Faculty of 
Humanities 

Sign of the                         
Offg. Associate Dean 
Prof. Manisha 
Karne 
Faculty of Humanities 

Sign of the                         
Offg. Dean 
Prof. Anil Singh 
Faculty of 
Humanities 





































UNIVERSITY OF MUMBAI

Semester III
                                             (w.e.f. June, 2025)

Sub: - NSS- Study of Indian Social Reformers

Credits: 02       Lectures: 30 Marks:50

Unit SEMESTER 3 No. of No. of
Number Title of the Unit Lecture Credits

1

History of Social work in India

15 1

Social Reformers: Definition, concept and Nature

History of Indian Social Reformers

Characteristics Indian Social Reformers - Pre-Post Independence 

Skills for NSS volunteers:

Soft Skills for NSS Volunteers Communication skills, Public
speaking skills, Body Language, Content writing, Resume 
writing.
Life Skills problem solving, Empathy, coping with emotions, 
self- Awareness and inter personal skills.

2

Contributions of Social Reformers

15 1

     Mahatma Gandhi
     Swami Vivekanand
     Sant Gadge Baba
     Mahatma Jyotiba Phule
     Rajshri Shahu Maharaj
      Baba Amte

       RajaRam Mohan Roy

References
1) Fadake G. D., (Sampadak) Mahatma FuleSamagraWangmaya.

2) Salunkhe P.B., (Sampadak) Mahatma FuleGouravGranth.
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Sr. No. Particulars Marks 
1 Presentation 

OR 
Project 
OR 
Assignment 

15 

2 Participation in Workshop / Conference / Seminar / 
Fitness or Sports Activity (as decided by the Sports 
Incharge) 
OR 
Participation in Online Workshop / Conference / Seminar / 
Fitness or Sports related course (as decided by the Sports 
Incharge) 
OR 
Field Visit / Sports Events 
OR 
Attendance of Sports Practice Sessions 

5 

 
 

 
Question 

No. 
Particulars Marks 

1 to 30 Objective Type Questions (All Units) 
Each question will carry one mark 

30 

Total 30 



 

1. "Science and Practice of Strength Training" - Vladimir M. Zatsiorsky and William J. Kraemer 

2. "Essentials of Strength Training and Conditioning" - National Strength and Conditioning Association 

(NSCA) 

3. "Principles and Practice of Resistance Training" - Michael H. Stone, Meg Stone, and William A. Sands 

4. "Periodization Training for Sports" - Tudor O. Bompa and Carlo A. Buzzichelli 

5. "High-Performance Training for Sports" - David Joyce and Daniel Lewindon 

6. "Tests and Measurements in Sports and Physical Education" - Dr. A.K. Uppal and Dr. G.P. Gautam 

7. "Measurement by the Physical Educator: Why and How" - David K. Miller and Harold M. Barrow 

8. "Kinanthropometry and Exercise Physiology Laboratory Manual" - Roger Eston and Thomas Reilly 

9. "Evaluation of Human Work" - John R. Wilson and NIGEL CORLETT 

10. "Advanced Fitness Assessment and Exercise Prescription" - Vivian H. Heyward and Ann L. Gibson 

  



Semester III As per NEP 2020

Indian Theatre: Classical 
Roots and Contemporary 

Expressions

Syllabus for Two Credits Programme

With effect from Academic Year 2025-2026

Indian Theatre: Classical 
Roots and Contemporary 

Expressions



Aims and Objectives 

To understand the historical evolution of Indian theatre from Vedic to modern times. 

To a  Natyashastra and their relevance in contemporary 
theatre. 

To examine major classical playwrights and evaluate the narrative and thematic aspects of their 
works. 

To explore and differentiate various streams of modern Indian theatre including commercial, 
 

To develop a critical perspective on the sociopolitical role of street and one-act plays. 

To appreciate the interdisciplinary nature of performing arts by connecting theory with practical 
examples. 

 

Learning Outcomes 
The course will enable the learner to 

Describe the historical and cultural development of Indian theatre across different time periods. 

Interpret and apply the aesthetic principles from Natyashastra (such as Rasa and Abhinaya) in the 
analysis of theatrical performances. 

Critically evaluate classical Indian plays for their structure, themes, character development, and 
historical significance. 

Compare and contrast different forms of modern Indian theatre and assess their audience impact and 
staging methods. 

Demonstrate understanding of street theatre and one-act plays by creating outlines or performing 
excerpts reflecting real-world issues. 
Reflect on the role of performing arts in cultural preservation, education, and community 
engagement. 

Modules at Glance 
Semester III 

Module 
No. 

Unit Content 
No. 

of Hours 

1 

I Indian Theatre: Historical Roots 07 

 
II 

 Natyashastra and Theatrical Principles 08 

2 

III Classical Playwrights and Dramatic Texts 07 

IV Streams and Forms of Modern Indian Theatre 08 

Total No. of Hours 30 

 



 

 

Module No. Unit Content 

1 

I 

Indian Theatre: Historical Roots 

 History of Indian Drama, Origins: Historical development: 
From Vedic rituals to Sanskrit drama, medieval folk forms, 
colonial influences, and post-independence trends. 

 Major periods: Ancient (Natyashastra era), Medieval (Bhakti 
and folk traditions), Modern (colonial and post-independence) 

II 

 Natyashastra and Theatrical Principles 
 In-depth analysis of Natyashastra, the foundational treatise 

on Indian dramaturgy 
 Key concepts: 
 Natyagriha (Ancient theatre architecture) 
 Rasa Theory  the aesthetic experience and emotional flavors 
 Bhava, Abhinaya, and their relevance in classical 

performance 
 Influence of Natyashastra on later theatrical tradition 

2 III 

Classical Playwrights and Dramatic Texts 

 Critical study of major classical dramatists and their works: 

 Kalidasa  Abhijnanasakuntalam, Malavikagnimitram 

 Bhasa, Sudraka, Bhavabhuti  Key themes and 

innovations. 

 Analysis of plot structure, character portrayal, and cultural 

context in classical play. 

 IV 

Streams and Forms of Modern Indian Theatre 

 Commercial Theatre: Characteristics, audience 

engagement, and production values 

 Experimental Theatre: Alternative spaces, innovative 

storytelling, and non-linear narratives 

 Amateur Theatre: Community participation, regional 

theatre groups, and resourceful staging 

 : Educational objectives, interactive 

methods, and imagination-centered content 

 One-Act Plays: Structure, brevity, and intensity of narrative 

 Street Theatre (Nukkad Natak): Origin, purpose, and 



socio-political engagement 

 

Scheme of Evaluation 

The Scheme of Examination shall be of 50 marks. It will be divided into Internal Evaluation 

(20 marks) and Semester End Examination (30 Marks). 

 

Semester III (50 Marks - 2 Credits)  

Internal Evaluation (20 Marks) 

Sr. No. Particulars Marks 

1 

Presentation 

OR 

Project 

OR 

Assignment 

15 

2 

Participation in Workshop / Conference / Seminar (as 

decided by the Teacher) 

OR 

Participation in Online Workshop / Conference / Seminar 

(as decided by the Teacher) 

OR 

Field Visit 

OR 

Attendance 

5 



Semester End Examination (30 Marks) 
 

Question 
No. 

Particulars Marks 

1 Objective Type Questions (All Units) 06 

2 

Descriptive Question(s) on Unit I 

The Question may be divided into sub questions: Attempt 

any 2 out of 4 (Each of 3 Marks) 

06 

3 

Descriptive Question(s) on Unit II 

The Question may be divided into sub questions: Attempt 

any 2 out of 4 (Each of 3 Marks) 

06 

4 

Descriptive Question(s) on Unit III 

The Question may be divided into sub questions: Attempt 

any 2 out of 4 (Each of 3 Marks) 

06 

5 

Descriptive Question(s) on Unit IV 

The Question may be divided into sub questions: Attempt 

any 2 out of 4 (Each of 3 Marks) 

06 

Total 30 
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