GOA  UNIVERSITY
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Applied Component (Commerce): Accounting Paper III

SEMESTER - III
Unit I :  Underwriting of Shares and Debentures

Meaning, types of underwritings, calculation of liability of Underwriter – Full underwriting – Partial underwriting – Sole underwriters – Joint underwriters – underwriting commission – Journal entries, Ledger Accounts and Balance Sheet







(12-15 lectures)
(20 Marks)

Unit II :  Hotel Accounting 

Concept, Visitors Ledger (theory only) and final Accounts of Hotels under sole proprietorship, partnership and  joint stock company (under T format).







(12-14 lectures)
(20 Marks)

Unit III:  Farm Accounting

Concept, Objectives; Special features of farm accounting, Separate account and columnar form Final Accounts.







(10-12 lectures)
(20 Marks)

Unit IV :  Investment Accounting

Ex-interest/dividend ; Cum-interest/Dividend transaction, Brokerage and other expenses, purchase and sale of investment, Bonus shares and Right shares, Valuation of investment.  D-mat and Trading Account (for theory).







(12-15 lectures)
(20 Marks)

Unit V :  Insolvency Accounts

Insolvency of an individual and firm, Preparation of statement of affairs and Deficiency account (preparation of statement of affairs and deficiency account for individual partners in case of firm to be excluded).







(12-14 lectures)
(20 Marks)

Applied Component (Commerce) : E-Accounting

SEMESTER  IV

Unit I :  E-Commerce

a)   Introduction

Evolution of the internet, Development and growth of internet, Concept, Perspectives of e-commerce, Emergence of e-commerce, Advantages and disadvantages of e-commerce, e-transition challenges for Indian Corporate – Internal resisting issues – External driving factors – Doubts and difficulties.





(8-10 lectures)
(10 Marks)

b)   e-marketing
 Online marketing, e-advertising, e-branding, Marketing strategies.   





(4-5 lectures)

(10 Marks)

c)   e-payment systems
Digital payment requirements, online payment categories, classification of new payment systems – properties of e-cash, cheque payment systems on the internet (e-cheque), Risk and e-payment systems.                    
     





(4-5 lectures)

(10 Marks)

d)   e-customer Relationship Management
CRM, Typical business touch-points, the customer retention goal, Managing customer value orientation and life cycle.

                





(4-5 lectures)

(10 Marks)

e)   e-supply Chain Management
e-SCM, the pay off, seven ways to reduce inventory, e-SCM provides “Real Time” benefits, e-SCM the strategic advantage.





(4-5 lectures)

(10 Marks)

f)    Mobile Commerce : (M.Com.)

 Growth of M.Com., Wireless, applications, Short Message Service (SMS) other services, advantages, disadvantages and problems of mobile.





(4-5 lectures)

(20 Marks)

Unit II :  E- Accounting
Tally

Material Management System



                





(30-35 lectures)
(30 Marks)
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COMMERCE  PAPER III

Advertising (Applied Component)

SEMESTER - III
Unit I :  INTRODUCTION
Advertising – Meaning & definition.  Benefits and limitations of advertising (in brief only)

Advertising Media – meaning & types (in brief), Advertising ethics and social responsibility, Advertising and consumer protection.

Integrated Marketing Communication – Meaning only.

Factors influencing growth  and future of advertising industry in India



(14-16 lectures - 30 Marks)

Unit II  :  CREATIVITY  IN  ADVERTISING
Creativity – Meaning.  Role of creativity in advertising.  The creative visualization process / steps – the creative pyramid.  AIDA  process.



(10-12 lectures - 20 Marks)

Unit III :  CONSUMER AND ADVERTISING
Consumer – Types of  consumer – Buying motives – meaning and types.

Advertising Appeals – meaning and types.  Selling points.



(10-12 lectures - 20 Marks)

Unit IV :  FUNDAMENTAL TASKS IN ADVERTISING 

a) Research as a tool for effective advertising

         Meanings of advertising research, marketing research, product research, media 

         research    and consumers research.      

         Importance of research (in general) in advertising.

b)     Allocating Funds

        Advertising Budget – meaning & methods (in brief), Factors influencing 

        allocation of  funds for advertising.       

c)     Media Planning and Media Scheduling – Meaning & importance



(14-16 lectures - 30 Marks)
Advertising (Applied Component)
SEMESTER  IV

Unit I   : VISUALS, SIGNS & SYMBOLS  IN ADVERTISING
Visuals – meaning.  Types – Signs & Symbols – Meaning of signs – Symbols – verbal and non-verbal.



(10-12 lectures -  20 Marks)

Unit II  :  LAYOUT & COPYWRITING
Layout – Meaning, elements of an ad in brief – Principles of effective layout.

Copy writing, Types of copy

Copywriting – Meaning, Principles for effective copywriting for posters, print, radio and television.



(12-14 lectures - 25 Marks)

Unit III :  ADVERTISING  EFFECTIVENESS
Meaning & Importance, Measuring effectiveness

Pre-testing and Post-testing methods



(12-14 lectures -  25 Marks)

Unit IV :  ADVERTISING  AGENCY
Meaning – functions, Factors influencing the choice of an ad agency – Client – Agency Relationship, Principles – Client Turnover – Meaning & reasons, Advertising Agency compensation.



(14-16 lectures -  30 Marks)

LIST  OF  RECOMMENDED  BOOKS :

1. Advertising – By William Arens.  Tata Mc.Graw Hill, N. Delhi

2. Advertising – By N.G. Kale and M. Ahmed.  Vipul Prakashan, Mumbai 04.

3. Advertising – By Kale and Sablak

S.Y.B.COM.

APPLIED COMPONENT PAPER

Distribution and Retail Management

SEMESTER – III

Objective:  To acquaint students to the basic concepts of retailing and its application in current marketing scenario.

Unit I :  Introduction
Retail – Meaning and definition, Factors responsible for growth .  Functions/Role of a retailer

Characteristics of a retailer.  Retail theories – a) cyclical theories   b) Evolutionary theories.

Retail Life Cycle – Meaning and Stages Trends in Retail Industry Retail Industry in India with special reference to FDI.






               (12-14 lectures -  25 Marks)

Unit II :  Retail Formats and Types of Retail Stores
Evolution of Retail Formats.  Types of Retail Stores – on the basis of 

a) Form of Ownership – Independent retailer, chain retailer, franchising, lease departments, consumer co-operatives.  (b) Merchandise Offered – Convenience stores, Super markets, Hyper Markets, Speciality Stores, Department Stores, Off  Price Retailers, Factory Outlets, Catalog Showrooms (c)  Non-Store Retailing – Direct Selling, Mail Order, Telemarketing, Automated Vending.

                                                                        (12-14 lectures - 25 Marks)

Unit III :  Store Location

Meaning and importance of store location. Types of location – a) Free Standing (b) Part of Business District (c) Part of the shopping centre   (d)  Other Retail locations

Steps involved in choosing a retail location – 4 steps

1.   Market identification    2.  Determining the market potential – Elements to be considered

3.   Identify alternate sites – Factors affecting   4.  Selection of site – Factors affecting.






              (10-12 lectures - 20 Marks)

Unit IV :  Store Design and Layout
Store Design – Meaning and importance.  Objectives of a Good Store Design.  Exterior Store Design – Meaning and Components.  Interior Store Design – Meaning and components.  Store layout – Meaning and types  of layouts – a) Grid Layout    (b) Racetrack layout (c) Freeform layout.  Layout Selection – Factors to be considered.  Space Planning – Meaning and Concept  of Planogram.  Visual Merchandising – Meaning and methods of display.  Detecting and  Preventing Shoplifting – Meaning and Measures to reduce Employee Theft – Meaning and Measures to reduce.






               (14-16 lectures - 30 Marks)

RETAIL  MANAGEMENT

SEMESTER IV
Unit I :   Retail Major Decisions
a)    Product Decisions     -     1.  Types of Goods          2. Life Cycle of Goods and    

       3. Quality Product enhancement through services.  Product mix – Meaning – 

       product depth and width (meaning only).

b) Pricing decisions – Price v/s value – Meaning.  Pricing policies for retailing

c) Communication Decisions – Personal and Impersonal Communications.






            (12-14 lectures -  25 Marks)

Unit II : Understanding the Retail Consumer
Identifying and responding to changing customer profiles

Retail Shopper – Meaning and factors influencing retail shopper.  Customer decision – making process.  Changing trends among the Indian consumers – Factors responsible.






             (12-14 lectures - 25 Marks)

Unit III :  Servicing the Retail Consumer

Customer Service – Meaning.  Standardisation v/s Customisation.  Importance of service in Retailing – Principles for delivering distinctive services.  Managing customer expectation and handling complaints – Meaning.  Process of handling complaints.  Customer loyalty – Meaning.   Concept of CRM. Customer Loyalty Programs – Meaning and essential features.






             (14-16 lectures - 30 Marks)

Unit IV :  Supply Chain Management

Concept of supply chain management – Evolution of Supply Chain Management – Need for Supply Chain Management - Retail logistics – Push logistics v/s pull logistics.   






              (10-12 lectures - 20 Marks)

List of Books recommended :

1.   Retail Management – Text and Cases


By Swapna Pradhan


Tata Mc Graw Hill Publishing Co.Ltd.; 7, West Patel Nagar, New Delhi 08.

2.   Retailing Management – (5th Edition)


By Michael Levy and Barton A Weiz


Tata Mc Graw Hill Publishing Co.Ltd., New Delhi

3.
Retail Marketing Management


By David Gilbert


Pearson Education (Singapore) Ltd., Indian Branch 482, F.I.E., Patparganj, Delhi –92

4.   Retailing by George H. Lucas, Robert Bush, Larry Gresham


All India Publishers and Distributors


920, Poonamalee High Road, Chennai – 84.


APPLIED COMPONENT


  RURAL MARKETING


SEMESTER  III

Objectives :  To introduce students to the subject of rural marketing and issues related to rural marketing.

Unit I : Introduction

Meaning of the terms rural market and rural marketing

Rural Market – Profile

Trapping the rural market

- need how to identify the potential of rural market

Factors leading to growth of rural markets

Distinction between rural and urban markets

(14-16 lectures - 25 marks)
Unit II :  Market Environment and segmentation for Rural Markets
A) Rural Marketing Environment – Meaning and components, emerging trends in rural marketing environment

B) Market segmentation – Meaning and bases-geographical, demographic, socio cultural, Economic, behavioral.







       
(13-14 lectures - 20 Marks)

Unit III :  Rural Consumer and Demand
Profile of rural consumer

Rural Consumer Demand



        (10-12 lectures - 15 Marks)
Unit IV :  Rural Marketing – Problem and opportunities
A) Problem of Rural marketing

B) Measures to overcome problems  in marketing,  strategies to optimize rural marketing opportunities

C) Institutional mechanism for promoting rural markets

· Role of Govt.

· Co-operative societies

· Pvt. Sector

· SHG & AGMARK



(14-16 lectures - 25 Marks)

Unit  V :  Rural credit – Indigeneous Bankers

Micro finance institutions 

· Co-op. credit institutions

· Banks      Private


                Public



(10-12 lectures - 15 Marks)

      RURAL MARKETING

                                      SEMESTER  IV  

Unit I :  Marketing distribution in Rural Markets
Physical distribution management in Rural Markets – problem in distribution (transportation and storage)

Typical Marketing channel in rural markets -

Emerging channels of distribution, e-distribution, Role of wholesalers and retailers

Problems in channels of distribution.


(14-16 lectures - 25 Marks)

Unit  II  :  Marketing communication in rural markets
Constraints in Marketing communication in rural areas

Media mix for rural market – Formal and informal media






          
(14-16 lectures - 25 Marks)

Unit III:  Developing salesforce for rural markets
Roles/activates of a sales person

Qualities of successful rural salesman









(10-12 lectures - 15 Marks)

Unit IV :  Agricultural Marketing

Agricultural marketing – meaning and definition

Essentials of Agricultural marketing

Marketing of agricultural goods v/s manufactured goods

Role of agricultural marketing in economic development

Challenges in agricultural marketing, building of infrastructure roads, wearhouse transport in rural areas for promoting rural marketing, role of Govt. and pvt. Sector

Crop Insurance






           (14-16 lectures - 35 Marks)

List of books recommended:

1. Management in a developing economy – P.K. Srivastava – Sterling Publishers Pvt. Ltd. L-10, Green Park Extension, New Delhi – 110 016/G-2 Cunningham  Apts, Cunningham Road, Bangalore – 560 052.

2. Rural Consumer behaviour A Sinha – Sonali Publications 422811, Ansari Road, New Delhi 110 002.

3. – N. Rajan Nair and M.M. Varma – Sultan Chand and Sons, New Delhi 110 002 (23 Paryagunj)

4. Management – Text and Cases – Dr. R.L. Varshney and Dr. S.L. Gupta – Sultan Chand and Sons, New Delhi.

