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First Semester

Contddours: 32 Hrs.

Course Code Course Title Load Allocation | Marks Distribution Total Credits
Marks
L T P Internal External
Msc.FMM/GMT/POM-101 PRINCIPLES OF MANAGEMENT 3 40 60 100 3
Msc.FMM-102 FABRIC STUDY 3 40 60 100 3
Msc.FMM-103 PRINCIPLES OF FASHION MARKETING 3 40 60 100 3
Msc.FMM/GMT/STAT -104 STATISTICS FOR FASHION INDUSTRY 3 40 60 100 3
Msc.FMM-105 BASIC OF FASHION 2 40 60 100 2
Msc.FMM-106 BASIC OF ECONOMICS 3 40 60 100 3
Msc.FMM-107 ELEMENTS OF DESIGN 3 40 60 100 2
Msc.FMM/GMT/AC -108 PRINCIPLES OF ACCOUNTING 3 40 60 100 3
Msc.FMM-109 OFFICE AUTOMATION AND DESKTOP 3 40 60 100 2
PUBLICATION-III
Msc.FMM-110 MASS COMMUNICATION- STRATEGY IN 3 40 60 100 3
COMMUNICATION
Msc.FMM-111 APPAREL RETAIL MANAGEMENT AND 3 40 60 100 3
TECHNOLOGY
Total 26 6 440 660 1100 30
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Second Semester

Contact hrs:35 Hrs.

Course Code course title Load Allocation Marks Distribution Total Credits
Marks
L T P Internal External

Msc.FMM-201 CONSUMER BEHAVIOR IN FASHION & 3 40 60 100 3
RETAIL INDUSTRY

Msc.FMM/GMT/ | FINANCIAL MANAGEMENT 3 40 60 100 3

FM-202

Msc.FMM-203 RETAIL MERCHANDISING AND BUYING 3 40 60 100 3

Msc.FMM-204 GLOBAL SOURCING 3 40 60 100 3

Msc.FMM-205 MARKET RESEARCH 3 - 40 60 100 3

Msc.FMM-206 VISUAL MERCHANDISING - 3 40 60 100 2

Msc.FMM -207 GRAPHIC DESIGN AND COMPUTER - - 3 40 60 100 2
APPLICATOIN-1

Msc.FMM -208 FABRIC STUDY-II(AN OVERVIEW OF 3 = = 40 60 100 2
TEXTILE TECHNOLOGY)

Msc.FMM-209 PRODUCTION PLANNING AND 3 - 40 60 100 2
CONTROL

Msc.FMM-210 FASHION ADVERTISING AND SALES 3 = = 40 60 100 2
PROMOTION

Msc.FMM/GMT/ | PERSONALITY DEVELOPMENT AND 2 - 40 60 100 2

PD-211 COMMUNICATION SKILLS

M.sc. FMM-212 PRINCIPLES OF DESIGN 3 40 60 100 2

Total 26 - 9 480 720 1200 29
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Third Semester

Contact Hours: 37 Hrs.

Course Code course title Load Allocation Marks Distribution Total Credits
Marks
L T P Internal External
MSc.FMM-301 BRAND MANAGEMENT 3 40 60 100 3
MSc.FMM-302 MARKETING STRATEGIES 3 40 60 100 3
MSc.FMM/GMT/ | INTRODUCTION TO COST ACCOUNTING 3 40 60 100 3
CA-303
MSc.FMM-304 FASHION FORECASTING AND PRODUCT 3 |40 60 100 2
DEVELOPMENT
MSc.FMM-305 SUPPLY CHAIN MANAGEMENT 3 - 40 60 100 3
MSc.FMM/GMT/ | HUMAN RESOURCE MANAGEMENT 3 - 40 60 100 3
HR-306
MSc.FMM -307 CUSTOMER RELATIONSHIP MANAGEMENT 3 = = 40 60 100 3
MSc.FMM -308 BUSINESS ETHICS AND CORPORATE SOCIAL 3 - 40 60 100 3
RESPONSIBILITY
MSc.FMM-309 BUSINESS COMMUNICATION 3 = 40 60 100 3
MSc.FMM-310 OPERATION RESEARCH 3 - - 40 60 100 3
MSc.FMM-311 GRAPHIC DESIGN AND COMPUTER - - 3 |40 60 100 2
APPLICATION-II
M.Sc FMM-312 INTERNSHIP 4 | 40 60 100 2
Total 27 10 | 480 720 1200 33
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Fourth Semester

Contact Hours: 19 Hrs.

Course Code Course Title Load Allocation Marks Distribution Total Credits
Marks

L T P Internal External
Msc.FMM-401 INTERNATIONAL MARKETING 3 100 100 3
Msc.GMT/FMM/ | ENTREPRENEUR DEVELOPMENT PROGRAM & | 3 100 100 3
EDIPR-402 INTELLECTUAL PROPERTY RIGHTS
Msc.FMM -403 TRENDS AND FORECASTING 3 100 100 2
Msc.FMM -404 RESEARCH PROJECT 10 100 100 200 5
Total 6 13 400 100 500 13
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M.Sc GMT/FMM/POM 101

PRINCIPLES OFEMANAGEMENT ( Theory)

Objectives: To acquaint the students with business organizaimhto familiarize them with basic management
processes and concepts.

UNIT - |
Basics of ManagementDefinition, nature, purpose and scope, role ohaggement, Ethics and social responsibilityof
management

Schools of ManagementScientific Management, Human Behaviour, Mathemafcdool, Systems
Approach of Management

UNIT - 1
Evolution of management thought Contribution made by Taylor, Gantt, Gilbreth, BRyWeber, Elton
Mayo, Likert and McGregor, Peter F. Drucker, M.erter.

UNIT - Il

Planning: Types of plans, process of planning, Managemeg@jectives, Nature and purpose of strategies .
Decision-Making: Importance and steps in Decision Making,

Organizing: Concept of organization, process of organiziragds of departmentation, Authority &Power,Staffing-
Directing- Delegation-authority, responsibility,cacintability, Steps to make delegation effectivec@ntralization-purpose
and types of decentralization,.

UNIT - IV

Control: planning-control relationship, process and teghes of control, Human response to control, Typ&swftrol-
Feed forward control concurrent Control (Real Tim@rmation & Control), and FeedbackControl.

Morale- introduction ,factors affecting morale
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Communication- process.

Suggested Readings:

Harold Koontz & Heinz Weihrich: Essentials of Maeaent, Tata McGraw Hill

Stoner, Freeman, Gilbert Jr.: Management Prentadelrdia.

Heinz Weihrich& Harold Koontz: Management (A Glolsadrspective), Tata McGraw Hill.
Stephen Robbins & Coulter: Management Prentice IHdlb.

PowbNPE

Instructions to the examiner:

1. There will be one compulsory objective question Ifipleé choice questions or fill in the blanks oru&fFalse
guestions ) covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuivhich four questions are compulsory. The qoestiwill be
two from each unit.
It will be compulsory to attempt one question freath unit and the fourth question can be attenfpbed any unit
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SUBJECT-2

M.Sc FMM 102
FABRIC STUDY-I(THEORY)

Course Objectives:
» Basic understanding of textile fibers and fabrics.
* The students may be able to relate and applydheept.

Course contents:

UNIT -1
1. Introduction to the textile industry
2. SWOT analysis of the Indian Textile Industry
3. Basic terms related to textiles
4. Fibre classification
5. Natural fibres — sources, basic properties andused
6. Man Made Fibres — Properties and end uses

UNIT - Il
1. Yarn Spinning methods
2. Yarn classification and properties
3. Yarn numbering system
4. Sewing threads

UNIT - Il

1. Introduction to weaving
2. Basic Weaves
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3. Common fabric names
4. Care labeling

Texts and references:
1. Fabric science- Pizzuto
2. Fiber to fabric — Corbman

Instructions to the teacher Field trip to a spinning and weaving unit will taken.

Instructions to the examiner. There will be one compulsory objective questianultiple choice questions or fill in the
blanks or True/False questions ) covering all yeésrying 20 marks.

1. There will be six questions of 10 marks each ,autvhich four questions are compulsory. The qoestiwill be
two from each unit.
It will be compulsory to attempt one question freath unit and the fourth question can be attenfpbed any unit
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SUBJECT-3

M.SC FMM 103

PRINCIPLES OF FASHION MARKETING-( Theory+Practical)

Course Objectives-
To acquaint students with marketing process sotttegt can correlate theorey with practical aspéatarketing.

UNIT - I-
1. Introduction, Meaning. nature, functions, import@nmarketing environment
o Definitions of Marketing,Concept of Marketing
0 Marketing Mix
0 Segmentation
o Targeting
o Positioning
2. Analysis of consumer markets and buyer behavior

UNIT -1l

Product Mix, Product Life Cycle, New Product Deymitent
Pricing Objectives & Pricing Methods

Distribution Channels: Types, Levels, Development.
Promotion Mix.

Marketing channels, retailing and its types , whalimg,

NoOokw

UNIT - IlI-
8. Merchandising-definition ,role and responsibilitefsa merchandiser
9. 6 months merchandising plan-buying calendar
10. Retail fashion promotion — sales promotion,adviergidranding,publicrelation,special events
11. Retailing- types of retail operations.
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UNIT - IV-
12.Digital marketing and packaging- Role of Digital Mating (Internet: Internet Retailing and permojion
13.Concepts and principles of packaging
14.Materials used for packaging in the apparel ingustr

Books

» Essentials of Marketing — Jerome E. McCarthy & &ith D. Perrault
» Principals of Marketing — Philip Kotler 11th edmio

» Essentials of Marketing — Stantan&Futrell

» Fashion Marketing — Janet Bohdanowicz&LisClamb

» Fashion from concept to consumer- Stephen Fringes

» Apparel Manufacturing handbook-jacobsolinger.

» Principles of internet marketing by W. Hanson

Magazines /Journals
» Journal of Fashion Marketing Management
* Business World
* Business India

* Business Today

Instructions to the teacher:Field trip to a fashion mall and Assignmentto lasdxl on consumer survey.
Instructions to the examiner:

1. There will be one compulsory objective question I{ple choice questions or fill in the blanks oru&/False questions)
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each, dutldach four questions are compulsory. The questiill be two from each
unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject - 4
M.Sc GMT/FMM/STAT 104

STATISTICS FOR THE FASHION INDUSTRY (theory)

Course Objective:

The objective of the course is to familiarize tretigipants with the basic tools of statistics. Thain emphasis will be on the
application of these tools in managerial decisicakimg , especially with respect to the productionl ather related function in
retail.

UNIT -1

1. Introduction to Statistics:

Presentation and analysis of statistical data

Bar & column graphs , pie charts , histogramsgjesenz curve

Classification and Tabulation, Continuous and @itcfrequency distribution, tabulation of Data, $ang, Sampling Size and types
of sampling.

UNIT -1l

2. Measure of central tendency and dispersion

Mean, Median, Mode

Measures of dispersion:

range, quartile deviation, Mean Deviation and Séaddieviation, Coefficient of Variance, Measures of

Skewness and Kurtosis

3. Correlation and Regression
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UNIT - 1l

4. Probability theory and Probability Distribution
Concept of Probability, dependent and independgantes Theorem Theoretical Probability
Distribution, binomial and Poisson and Normal Disition.

5. Theory of sampling and Sampling distribution
Mean, Differences of means , Differences of praposg
Sampling distribution relation between sample sizers, estimation

6. Test of Hypothesis
Chi-square, t- test and Z- test.

Text Books

S. P gupta and M.P gupta : Business statisticsaisahand

Levin : Statistic and Management , Prentice hall

L.P loomba: Management - A quantativePerspectiMacmillan Pub

Statistics for Management by Levin & Rubin, PHI

Quantitative Technigues for Management DecisionSiyastava, Shenai& Sharma
Quantitative Methods by N.K. Nag, Kalyani Publisher

Quantitative Techniques in Management, N.D.VohMHT
Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpbed any unit
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Subject-5

M.SC FMM 105

BASICS OF FASHION (Theory +Practical)

Course objective- it is to make students aware ofavious fashion trends and types.

UNIT - I-

History of fashion

Elements and principles of fashion
Terminology of fashion

Fashion cycle

PwnbhpE

UNIT - II-

Introduction to color — dimensions of color, namargl psychological association of color
Various types of silhouettes, necklines, collaaisd sleeves

Variations of skirts, shirts, trousers, coats aukets

Introduction to kids wear

© N O

UNIT - 1l-

9. Fashion forecasting- concept of season, fairs atednational markets

10.Trims and accessories

11.Introduction to pleats, tucks, darts, yokes, gadaslines, edgings and fastenings
12. Pattern appreciation

13.Introduction to sizing
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References-

Fashion: From Concept to ConsumégBth Edition): GiniStephens

The Fundamentals of Fashion Desidanny Udale, Richard Sorge

Instructions to the examiner:

1. There will be one compulsory objective question Ifipleé choice questions or fill in the blanks oru&fFalse
guestions ) covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuivhich four questions are compulsory. The qoestiwill be
two from each unit.
It will be compulsory to attempt one question freath unit and the fourth question can be attenfpbed any unit
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SUBJECT-6

M.SC FMM 106

BASICS OF ECONOMICS (theory)

Course Obijective:

The purpose of this part is to apply micro econoooiccepts, tools & techniques in evaluating
business decisions taken by a firm. Short caseestwdll be used to ensure problem solving ability
of corporate managers

Course structure:

UNIT - I-

1 Introduction to managerial economics
Fundamental Concepts and Basic Techniques, Natdr&eope of Managerial Economics

2 Business decision analysis
GNP, GDP, Investment and Savings
Bank credit, Variable reserve Ratio, Common Madqerations

UNIT - II-

3 Theory of demand

Demand Concepts, Demand analysis, Demand Elastid#gnand Estimates and
Demand Forecasting.

4 Production and Cost
short run and long run average cost curves, ecasard diseconomies of scale.
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the Law of Variable Proportions, isoquants
5 The firm and its objective

UNIT - 1lI-

6 Market structure, Pricing and output

Price determination and perfect competition and opoty, Oligopoly and Monopolistic Competitions—
Descriptive Approach — full Cost Pricing, producel pricing,

pricing Strategies — Skimming pricing, penetratiyiting, loss leader pricing, product life cyclécprg.

7 Capital Budgeting
8 Decision making under risk and uncertainty

Text book

1 Managerial Economics, chopra , Tata Mcgraw hill

2 Davis , J.R and Chang, Simon, prinicipal of mamed Economics

3 Managerial Economics, Concepts and Cases by Marmauel paul and Gupta, TMH
4 Managerial Economics by Joel Dean, PTH

5 Fundamentals of Business Economics, C.B.Gupta$s@hand

6 Managerial Economics by Dwivedi.

Instructions to the examiner:

3. There will be one compulsory objective question I(iple choice questions or fill in the blanks oru€&fFalse
guestions ) covering all units, carrying 20 marks.
4. There will be six questions of 10 marks each ,autvhich four questions are compulsory. The qoestiwill be
two from each unit.
It will be compulsory to attempt one question freath unit and the fourth question can be attenfpbed any unit
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Subject-7

M.SC FMM - 107

ELEMENTS OF DESIGN (Practical)

Course Objectives:

» To familiarize the students the concept and prooésslors and design.
e To enable student to develop basic understandingismal merchandising.

Element of design -

UNIT-I
 Balance
» Gradation

UNIT -1l
* Repetition
» Contrast

UNIT - 1l
* Harmony
« Dominance
e Unity
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References-

1. Grafix-by Wolfganhageney

2. Traditional japanese- Small Motif-by Kamon Y asbio

3.Symbols Signs- by American institute for graplads.

4. Morocco modern- By Herbert YPMA

5. Cacti and Succulents — By Terry Hewitt

6.Encyclopedia of Butterfly World — By Paul Smares.

7. Arabic Ornament- J Collin booking internatiopatis

8. Repeat pattern-peter phillips Gillian buncethaidadson

9. Japan Patterns- Belverde

10. Design and illustration (Marine)-M.Kumakiri SBEA SA

11. Design Element — 2 Richard hora, Miss hora,DArection Book Company, NY
12. From historic ornament : W & G Audsley Dovebkeations Inc.Design and Pattern

1. Instructions to the examiner: Evaluation based on Submission of Files for thegassents allocated in the class
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SUBJECT-8

M.Sc GMT/FMM/AC 108

PRINCIPLES OF ACCOUNTING (THEORY)

Course Objectives:
« To provide a fundamental knowledge of accounting
» At the end of this course the student will haveaaiking knowledge of the double entry system of bke&ping.

UNIT - I-

1. Introduction to Accounting
Nature and scope of accounting
Users of accounting information
Forms of business organization
Double entry bookkeeping.

UNIT - Il

2. The Double Entry System
The Journal
The Ledger

The Cash Book

3. Manufacturing Trading and Profit & Loss Account & B alance Sheet.
The Profit & Loss A/C
The Balance Sheet — With Adjustment at the clodeahcial year.
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Text books:

» Elements of Book Keeping By Arora JS & Mohan Jar@j

» Financial Accounting by S.A. SIDDIQUI.

* Double Entry Book Keeping By G.S Grewal,H.S. Grewal
Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The gqoestiwill be two from
each unit.
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Subject-9

M.SC FMM 109

Office Automation & Desktop Publishing-I

Course DESCRIPTION:

Develops introductory skills in the Microsoft OficSuite (Word, Excel and PowerPoint), Windows Esgripinternet, and
computer concepts through demonstrations and lalcises

Course objectives and content

The course provides an overview of Microsoft Apalion Including brief introduction to computer cepts Ms-Word, Excel,
Powerpoint. This course also provide an overviewwfent business and information system and trevidsh will form the basic
foundation required for todays business environment

Examination /Evaluation scheme
* Practical Examination: One Practical examination of 3 hours duration el
conducted on the modules described in the curmeulthe maximum marks
will be 100.

Note: All topics are covered in extreme detail withpractical examples for all.
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Unit-I
Introduction to MS Word, Menus, Working with Documg, Formatting page and Setting Margins, Conwvgrfites to different

formats, Editing text documents, Formatting docutsie@reating Tables, Table settings, Tools, Wordn@letion, Spell Checks,
Drawing and printing documents, Importing and Exipgr, Sending files to others, Editing text docutsemnserting and Deleting,

Find, Search, Replace Commands

Unit-Il

Introduction to Excel, Spreadsheet & its Applicagp Menus, Toolbars, Working with Spreadsheets,v€aimg files to different
formats, Computing data, Formatting spreadsheetskf with sheets, Sorting, Filtering, Validatiddonsolidation, Subtotal

Unit-111

Creating Charts, Selecting charts, Formatting shéabel, scaling etc., Using Tools, Error ChagkiSpell Checks, Formula

Auditing, Introduction to power point, Opening n@resentation, Selecting presentation layouts.

Unit-1V

Creating a presentation, Formatting a presentafaiding style, Color, gradient fills, Arranging @gjs, Slide Background, Slide
layout, Adding Graphics to the presentation, Insgrpictures, movies, tables, etc into the pregemtaDrawing Pictures using Draw,

Adding effects to the presentation, Setting Anilmiai& transition effect, Adding audio and video.
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Subject-10

M.SC FMM 110

MASS COMMUICATION — STRATEGY IN COMMUNICATION (Theoy and Practical)

COURSE OBJECTIVE:

1. To study and apply the art of communication théifas industry.
2. To train students to pursue a career in the argasimalism, public relations and communication.
3. To train student in applying strategies of joursiaiand communication when entering the industifasiion.

UNIT - |-

1. Mass communication as a related topic and hownitogarelated to fashion. What , why and how comgation
journalism, advertising and public relations areimsic parts today of the fashion industry.
2. Models of mass communication — S-R Model, Laswelizdel Shannon & Weaver's model osgood’s Schramm’s
model.

UNIT - 1I-

Journalism — Types, characteristics, areas and need

Photography — Types and characteristics.

Public Relations — Definition, need and importance.

Advertising Agency — Client Servicing, Visualizingppy Writing and Media Selection.

o0k w

UNIT - llI-
7. Theories of mass communication — Two step flow theDiffusion of innovations Ageda setting theodses &
Gratification Theory and four Rings of Defenses.
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8. Promotion of fashion through use of mass mediamidipg on media characteristics.
9. Criticism and Reviews of the Fashion Industry.

PRACTICAL

10.Project work —
) Reporting of Fashion Guru
i) Interview with Fashion Guru
iii) Interview with a Ramp Model — Male/Female
iv)  Feature on Fashion
V) Criticism of a fashion show
vi)  Planning of a fashion event
vii) A situation requiring Public Relation Techniques
viii)  Media selection
ix)  Photo-Shoot for a Magazine

Instructions to the examiner:

1. There will be one compulsory objective question Ifipleé choice questions or fill in the blanks oru&fFalse

guestions ) covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuivhich four questions are compulsory. The qoestiwill be

two from each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpbad any unit
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Subject-11

M.SC FMM 111

APPAREL RETAIL MANAGEMENT AND TECHNOLOGY (Theory +Practical)

Course Objectives:

« To make the students understand retailing as arsind

- To acquaint the participants with knowledge & skithr store operations, retailing marketing & menatising
management functions.

« Experiential learning and exposure to emergingdsen fashion retailing.

SECTION — A
1. Retailing Environment: An overview: Introduction, Evolution & Challenge§Retailing; Types of Retailers
Characteristics of Retail industry
2. Indian retail industry environment
3. Career in Retailing

SECTION — B

Retail Planning:

Retail buying.Retail Market Segmentation, Evalugthreas for locations.
1. Retail Marketing Strategy
2. Strategic Profit Model
3. Trade area analysis and site selection

SECTION-C

Retail Mix: Product Merchandise; Pricing decisions in retgiliPromotion & Communication Mix in Retall
and Multi-channel retailing, managing retail seegcCategory management; Merchandise management
process overview, considerations in setting uglneteces; Store design objectives.
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SECTION - D
Retail Operations. Supply chain management & vendor relation’s mlRetail;
Inventory Management; FDI in Retailing.

Magazines / Journals:

Vogue WWD

View Fashion Weekly
Inside FwW

Trends DNR
References-:

1. Retailing Management by SwapnaPradhan, 2/e, @108, TMH
2. Integrated Retail Management by James R. OgdBerdise T.
Ogden, 2007, Biztantra
4. Retail Management — Levy &Weitz-TMH 5th Edition 200
Instruction to the teacher- trip to various retail outlets and assignments based on these outlet study

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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SYLLABUS
SEMESTER Il
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Subject-1
CONSUMER BEHAVIOUR IN FASHION & RETAIL INDUSTRY -

(M.SC FMM 201)

Course Objective:

To acquaint students with Consumer Behaviour Caraeg application
To enable student to demonstrate the ability tdyarathe complexities of buying behaviour and uUse same to
formulate successful strategies.

» The student will be able to relate and applydtwecepts to real life situations

Course Contents:

UNIT - |
Introduction to consumer behavior-

1.
2.

3.
4.

9.

Scope and importance, characteristics of consueteour in fashion marketing

Consumer black box-factors and internal soursectifig consumer behavior, Group Dynamics and Reteren
Groups

Consumer decision making process

High involvement and low involvement buying decrso

UNIT -1l

5. Perceptions-characteristics of Perception, conswuhmemacteristics affecting perception
6.
7
8

Consumer Motivation and its theory,

. Involvement,-types situational influences,need&lgoa
. Attitudes- belief,attitude and value,components emaracteristics of attitude,attitudestheories sesiand functions

of attitude.
Personality- its characteristics and theories,-Selficept and Marketing segmentation
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UNIT-1II

10.Retail consumer and outlet selection
11.Consumer satisfaction.

12.Lifestyle & Psychographics segmentation

Reference:Books:
Consumer Behaviour — Schiffmann&Kanuk
Consumer Behaviour — Laudoné&aBilta
Consumer Behaviour — J. C. Mowen
Consumer Behaviour — James F. Engel, Roger B. Blelktland Paul W. Miniard

Magazines/Journals:
Business World
Business India
Business Today
Adv. & Marketing
Economic Times

Inside Fashion WWD/DNR
Instruction to the teacher consumer surveys to be done in form of assignsniea$ed on any one product category.

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpbed any unit

Page 30 of 87



Subject -2
FINANCIAL MANAGEMENT (Theory)—

(M.SC FMM/GMT/EM 202)

Marks-100

Course Objective:
« To provide a fundamental knowledge of accounting
» At the end of this course the student will havecaking knowledge of financial Management Analysis.

UNIT - |

Analysis of financial Statements-
* Financial Analysis: Meaning Significance & Purpasmitations.
» Tools for financial Analysis Comparative stateme@smmon size Statements.

UNIT -1l
» Accounting Ratios: Meaning and Objectives
» Liquidity Ratios: Current Ratio Liquid Ratio
» Solvency Ratio: debt to equity, Total Assets totgebprietary Ratio.
» Activity Ratio: Inventory Turnover, Debtors Turnay&Vorking Capital Turnover.
» Profitability Ratio: Gross Profit Operating Ratio.

Text Books

Analysis of Financial statement by T.S. Grewal
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Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -3
M.SC FMM 203

RETAIL MERCHANDISING AND BUYING(Theory+ Practical)—

Course Obijective
* To develop an understanding of Advance Retail Memdsing, for profit maximization and sales growth.
* To expose students to the emerging area of categamagement and collaborative planning.

Course Content

UNIT - |
* Merchandising planning tools and Techniques
» Sales Analysis-ABC analysis
« Range planning

UNIT -1l
» Category Management and collaborative planningfaretasting
» Basic Profit Factors — The Relationship of Markagrtofit
« Retail Pricing & re-pricing
« Inventory Methods

UNIT - 1lI
e Six months buying plans — stock turn, open to buy
» Case studies in merchandising apparel and softgyood

Page 33 of 87



Text and Reference:

Profitable merchandising of apparel, Section 2jdwa Knitwear and Sports wear association, NewkYor
Merchandising Mathematics — Antigone Kotsiopuloyééng Kang-Park Chapter5,

Retail Management — Narry Berman/Joel R. EvansE8ihon

Retail Management — Levy &Weitz

Magazines/Journals:

Journal of Retails
International Retail Journal
Fashion Management Journal
Images

Instructions to the examiner: There will be one compulsory objective question I{mple choice questions or fill in the blanks or
True/False questions ) covering all units, carry0gmarks.

1. There will be six questions of 10 marks each ,ajuwhich four questions are compulsory. The quoestiwill be two from

each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpbed any unit

Page 34 of 87



Subject -4
M.SC FMM 204

GLOBAL SOURCING(Theory+ Practical)—

Course Objective:
- To impart knowledge and skills of sourcing
* To familiarize the students with various produatrees and channels
* To make students gain an in depath knowledge afatipeal parameters

Course Contents:
UNIT -1

» Procuring from all over the world: Meaning, Oppmities and Challenges in Global Sourcing — Diffexes between Global
Sourcing and other sourcing

» Strategies - Global Sourcing Process — examplesaifessful companies profiting from Global Sourei@eneral conditions
required for efficient Global Sourcing

* Legal aspects of Global Sourcing — basic elemen®&abal Sourcing
contract —

» Significance of Global Sourcing of the UN conventmn
contracts for the international sale of goods

UNIT -1l
« Sourcing of woven fabric, knits, trims
« Characteristics & quality parameters
« Setting lead time
« Costing

» Finished product sourcing -study & compare theofwihg markets on parameters like quality, productacility, lead times,
costs etc.

Page 35 of 87



+ India

+ Subcontinent-China, Bangladesh, Sri Lanka, Pakistan
« Middle East & Far East

« South America

« European Union

- East Europe

« Vendor Management
- Selection criteria
- Evaluation
« Development
« Product-pricing Relation
« Product group based on price
* Low level (basic)
e Up market (fashion)
* Middle market (basic)
e Prétline
* Houte couture
» Designer and New Luxuries
« Product group based on demand
« Basic
« Fashion
» Factors affection sourcing decision — Fabrics, &l time, Location, Cost, Design or Value addetirsg

Text and Reference:

* The Global textile industry — Toyne, Brain

* Textile & apparel in the global economy — DicksHitty G.

* Textile & in the international economy- Dickson i G.

« Competitive Advantage: Correcting & sustaining sigeperformance-Porter Michale
» GerdKerkhoff “Global Sourcing —for the future”, Wi publishers.

« Borstelmann, Kai,“Global Sourcing”, Wiley publisise
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Magazines/Journals:
- International Textiles
+ Express Textiles
« Textile outlook international
- Textile World
e Japan Textile view

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )

covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from

each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -5
M.SC FMM 205

MARKET RESEARCH (Theory+ Practical)

Course Objective:

» To familiarize the students the concept and prooéd&arket Research and their application in appede situation in
fashion industry.

» To enable student to develop market research giesten competitive environment

» To develop the skills for Report writing and intexfation using different marketing research tools

Course content:

UNIT - |
1. The concepts of marketing research
+ Introduction
- Definition
* Scope and importance of Marketing Research

2. Application areas of Marketing Research
3. Types of research

» Exploratory research (secondary data, survey oértgpcase study method)
4. Conclusive research (descriptive, experimentation)

UNIT -1l
5. Research Design and process
6. DATA-
« Types of data
« Source of data
« Method of data collection

Page 38 of 87



* Method of communication
7. Sampling process
» Different types of sampling (probability and nomelpability)
8. Sample size
9. Application to Marketing problems
10. Data collection-analysis and interpretation
11.Preparation of report

Books:
* Marketing Research — text and cases by Boyd, Wkatfd Stasch
« Marketing Research — By Kress
+ Research Methods by Coopers
+ Marketing Research by SangeetaAggarwal
« Marketing Management — Philip Kotler
« Marketing Research — Tull& Green

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -6
M.SC FMM 206

VISUAL MERCHANDISING(Theory+ Practical)—

Course Objective:

* To understand the functional nature of Visual mantlising as on Art and also as a science. Appicatf principles of VM
for store display and window display.

* To introduce the visual and display properties @rchandise presentation functional and decoratives dor display and
exhibits are designed and critiqued.

Course Contents:
UNIT - |

*  Visual merchandising; introduction,meaning advaesag
* The exterior of store- signs,marquees,outdoor aispl

UNIT - II

* Types of windows- close back,openback,island,shdutmves
*  Store interiors- displays,counters and display sasadowboxes,columns,fascia

UNIT - Il

* Color and texture- physical and psychological neastto color,colormixing,color schemes
* Lighting — color,primary secondary lighting,colorand filterd lights
* Mannequins and dimensional forms
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*  Fixtures- types
UNIT - IV

* Types of displays and floor plans
* Visual merchandise planning.

Reference-

Martin M. Pegler: Visual Merchandising and Displ&jfth Edition, Fairchild Books.

2. Robert Colborne: Visual merchandising: the Besof Merchandise Presentation, Thomson Learning.
3. Richard Carty: Visual Merchandising: Principéesl Practice, MPC Educational Publishers.

4. Swati Bhall, AnuraagSinghal: Visual MerchandisiAbabookes-

Instructions to the teacher:trip to a Fashion Mall and Assignment based orsgorer analysis.
Window Display of any outlet.

Internal marks of 40 will be based on window digpd& any outlet.

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -7
M.SC FMM 207

GRAPHIC DESIGN AND COMPUTER APPLICATIONS-1-

Course Description

This course is aimed at students and design piofeds who are interested in learning how to desjgmnt using
Photoshop. To create, capture and enhance the smiagecordance with the final objective. It isianfap based graphic
designing program that designers use to creategsmhal artwork or advertisementa this course, students will explore
the advanced features available with Photoshopdimd) advanced text, color, layout and layers style

Objectives:

Learn how to manipulate, edit, and adjust imagessiyg, the different tools in Photoshop. Studenlilearn how
to apply layer effects and filters to create spesfi@cts, including lighting and texture effects.

To show advanced skills in using painting tools hlehding modes to create special effects and tyuatiworks.
Perform good skill in color correction and restamatof photographs and images.

To learn how to optimize images for use on the Véald, the advantages of using image slicing teckesiqu
Demonstrate basic skills in developing a time-dggeduction

Duration-6 months
One class per week of 3 hrs.
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Teaching Techniques

* Classroom lectures, demonstrations, & discussions
* Individual and small group work.
» Hands-on lab classes/Assignments

Examination /Evaluation scheme

e Practical Examination: One Practical examination of 3 hours duration el
conducted on the modules described in the curmeulthe maximum marks
will be 100.

Note: All topics are covered in extreme detail withpractical examples for all.

Unit-I
Introduction To Adobe Photoshop, Opening new fil@pening existing files, exploring the Toolbox, Exng Panels & Menus,

Creating & Viewing a New Document, About Photoshdfavigating Photoshop, Working with Images and BaSelections,
Working with Multiple Images, Rulers, Guides & GgjdAdjusting Color with the New Adjustments Par@ktting Started With
Layers And Painting Commands, Understanding th&k@acind Layer, Creating, Selecting, Linking & Débet Layers, Introduction
to Blending Modes

Unit-Il

Photo Draping In Adobe Photoshop, Photo Drapingd3at)sing a Wrap tool to Photo, Photo Draping angmt/dress with Blending
modes, Photo Draping a Bed, Painting In PhotoshsipdJthe Brush Tool, Working with Colors & Swatch€yeating & Using
Gradients, Creating & Working with Brushes.
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Unit-111

Photo Retouching And Color Correction, The Red Egel, The Clone Stamp Tool, The Patch Tool & thelig Brush Tool, The
Spot Healing Brush Tool, The Color Replacement TAdjusting Levels, Adjust Curves, Non-Destructiyelith Adjustment Layers

Unit-1V

Using Quick Mask Mode And The Pen Tool, Working W&olors And Color Settings, Working with the Cofmalette, Using the
Color palette, Editing Foreground color and Backaua color, Using the Color ramp, Setting the CMYI8l& gamut, Creating
Special Effects, Getting Started with PhotoshoteEs| Smart Filters, Creating Text Effects, Apply@radients to Text.
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Subject -8
M.SC FMM 208

FABRIC STUDY-Il ( Anoverview of Textile Technology, Theoky

Course Objectives :
e Basic understanding of knitting and fabric procegsi
* The students may be able to relate and applydheept.

Course contents:

UNIT - |
1. Introduction to knitting
2. Basic terms related to knitting
3. Knitted loops, stitches and structures
4. Common fabric names in knits

UNIT - I
1. Introduction to preparatory processes of fabricpssing
2. Introduction to colouring materials for textilabses and pigments
3. Classification of dyes
4. Stages of dyeing

UNIT - 1lI
1. Introduction to textile printing
2. Methods of printing
3. Styles of printing
4. Basic fabric finishes

Texts and references:
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1. Fabric science- Pizzuto
2. Fiber to fabric — Corbman

Instructions to the teacher:Field trip to a spinning and weaving unit will taken.
Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -9
M.SC FMM 209

PRODUCTION PLANNING AND CONTROL (THEORY)-

Course objective
To understand the processes and machine usedmegaindustry.

Course Contents-

UNIT - |

» Workflow of garment export house.
e Study of various departments in export unit.
« History of sewing machine
e Various machines used in industry

UNIT-2
e Various production processes — fabric, spreadinpcartting, sewing and finishing.
« Work aids used in industry.
« Needles — types use defects.
* Threads — types, use, structure.

UNIT-3

+ Feeding mechanism-its types

- Stitches and seams.

* Production planning and control-

UNIT-4
+ Introduction to workstudy
+ Method study
«  Work measurement
+ Introduction to ergonomics
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References:
1. Jacob Solinger., “Apparel Manufacturing Handbook", VanNostrand Reinhold Company (1980)

2. Peyton B .Hudson. “Guide to Apparel Manufacturirg ", MEDIApparelinc (1989) ISBN: O -

945116-08-X.
3. Carr.H, Latham. B., “The Technology of ClothingManufacture ", Blackwell Scientific Publications(1988).

4. Introduction to Work Study - ILO, 1987

Note:

Instructions for External Examiner: The question paper shall be divided in four units

Shall comprise 8 questions (2 questions from eachit). The students will be required
To attempt five questions selecting one questioroin each unit.

All questions will carry equal marks.
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Subject -10
M.SC FMM 210

FASHION ADVERTISING AND SALES PROMOTION(THEORY+PRACTICAL)

Course Objective:

* Two study and apply one of the major component afketing mix i.e. promotion in the fashion industry
e To train students to pursue a career in the arfeadvertising and promotion of fashion communicatio

» To train students in developing fashion promotitvategies in real industry situation.

Course Content
UNIT -1
e Fashion as a unique product and why it needs fwdraoted differently.
* What and why advertising and promotion, benefitisical issues in advertising. Advertising in faghioarketing

UNIT -1l
» Advertising Models (AIDA model, Lavidge and Steimeodel, Innovation adoption model, Operation madel)
» Advertising media (types, characteristics, mediac®n, and media scheduling).
« Advertising appropriation — methods
«  Production creative strategy, execution
UNIT -1

e Advertising agency — function, selection and comation
« Advertising effectiveness, evaluation
» Fashion promotion through fashion shows visual hmemdising, special events and sales promotion igas.

Suggested books and references:
» Fashion Advertising and Promotion by Jay and Hdamond — Fairchild Publications.
» Fashion Advertising and Promotion by A. WintersSidnley Goodman.
» Advertising Management — Concepts and Cases by MBiaéviohan.
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Instructions to the teacher:assignment based on creating advertisement abfaginoduct.

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.

It will be compulsory to attempt one question freach unit and the fourth question can be attenfpbed any unit
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Subject -11
M.SC FMM/GMT/PD 211

PERSONALITY DEVELOPMENT AND COMMUNICATION SKILLS

Course objective- Tohave a deep understandingeahtiportance of personal trait and there impactediing.

UNIT-I

1.Introduction to Personality Development
a. What is personality?
b. Why does it matter?
c. We are all unigue.

I. The Developing Personality
a. How do personalities develop?

UNIT-1I
[I. Stages of Development
a. Freudian stages of development

V. ‘Need’ a little personality?
How needs impact personality
Maslow’s hierarchy of needs

oo

V. Basic Personality Traits
Values

Beliefs

Interactions

Experiences
Environmental influences

PO TO®
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f.  The big five dimensions

UNIT-1II
VII. personality type
VIII. Personality and Career Choice

a. Matching your career and personality
b. Why it matters
Self efficacy

o

IX. Changing Your Personality
a Can personalities change?
b. Being yourself, being adaptable
c. Positive attitude
d. Individuality
e Controlling emotions

XI Developing communication skills- interview, dylanguage

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )

covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from

each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit

Page 53 of 87



Subject -12
M.SC FMM 212

PRINCIPLES OF DESIGN (Practical)

Course Objectives:

« To familiarize the students the concept and prooésslors and design.
» To enable student to develop basic understandingifmal merchandising through the knowledge ofigies

UNIT-I

* Balance

+ Gradation

* Repetition
UNIT-II

« Contrast

e Harmony

« Dominance

e Unity
References-

1. Grafix-by Wolfganhageney

2. Traditional japanese- Small Motif-by Kamon Y agsbio
3.Symbols Signs- by American institute for graptads.
4. Morocco modern- By Herbert YPMA
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5. Cacti and Succulents — By Terry Hewitt

6.Encyclopedia of Butterfly World — By Paul Smares:

7. Arabic Ornament- J Collin booking internatiopatis

8. Repeat pattern-peter phillips Gillian buncethatdadson

9. Japan Patterns- Belverde

10. Design and illustration (Marine)-M.Kumakiri SBEA SA

11. Design Element — 2 Richard hora, Miss hora,DAréction Book Company, NY

12. From historic ornament : W & G Audsley Dovebkeations Inc.Design and Pattern

Instructions to the examiner:

2. Evaluation based on Submission of Files for theggassents allocated in the class
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SYLLABUS
SEMESTER THREE
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Subject -1
M.SC FMM 301

BRAND MANAGEMENT (Theory)

Section -A

Brand Management: Brand definition, layers of brand,product and sss\hrands,brandingoptions,branding and buying gce
Brand building- brand building process,valueproposijimportance of brands

Building customer relationship

UNIT - 1l
Brand identity and brand positioning- concept,idgimhage,positioning ,limitations of positioninglgntity six facets prism
Brand equity;-concept,value of brands to companies

UNIT - 1l

Branding Strategy Decision — product, line, rangabrella, source, endorsing brand strategy
Brand Repositioning; Packaging and Labeling; Mangddrand and Product line

portfolios- BCG Matrix.

Case studies-any 2
References-

* Philip Kotler, WaldermarPfoertsh: B2B Brand Managei Springer.

* Gary L. Lilen&ArvindRangswami: New Product and BdaMlanagement - Marketing Engineering
* Applications, Prentice Hall India.

» Christoph H. Loch, StylianosKavadias: Handbook efsMNProduct Development Management,

» Butterworth-Heinemann

R. Elliott and L. Percy: Strategic Brand Managemeéntford University Press.

P. Trott: Innovation Management and New Product &fgment, Prentice Hall India.

Instructions to the teacher:trip to a Fashion Mall to understand concept ahlding.Assignment based on brand analysis.
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Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -2
M.SC FMM 302

MARKETING STRATEGIES (Theory}

Course Objective

» The course will allow students to bring togethéoatheir learned functional skills
(i.e., accounting, finance, marketing, etc.)And te&am to study organizational problems
Within the context of real-world business caseistid

« To introduce students with multifunctional orgati@aal problems.

* To actively involve students in the explorationcafrent ideas, issues, problems and
Techniques associated with those of top manageamehthe total organization

Course Content
UNIT - |
* Introduction to marketingstrategies-
* Nature and value of Strategic management :
Definition of Strategy and strategic Managemengvels of Strategy , Characteristics of strategioagament
decision , formality in strategic management, vadtrategic management benefits of strategic managem
strategic management process, components of dtrategnagement model-company vision , mission ,
objectives,
Goals, targets, procedures, philosophy
UNIT -1l
* Industry analysis:
Shaping competitive strategy, Michel porter modégrmulation of strategy, positioning the company,
influencing the balance, exploiting the industracbe.
* Internal analysis of the firm:
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Value systematic internal assessment, SWOT anali&Xs matrix, Mc Kinsey 7s model, value change
analysis, qualitative and quantitative approachesvaluating internal factors, and steps in thesigament of
company profile
UNIT -1l

» Differential and focus strategies.
Strategies in global environment: International ltMdiomestic, global and transnational strategies.
Corporate level strategies: Stability, growth, @atthment, combination and portfolio strategies.
(1) BCG matrix (2) GE Multifactor portfolio matrix

e Strategy formulation :
(a) Financial level strategies: core competenciaskating financial, R & D., operations, purchasejistic,
HRM and Information systems strategies.
(b) Business level strategies: generic businesd,leust leadership

« Case Studies

References-

* M.J. Xavier: Strategic Marketing, Response Bookislieations.

» 2. Rajeev Batra, John Myers and David Aaker: Adsiery Management, Pearson Education.

» 3. Mahendra Mohan: Advertising - Concepts and ¢akss. McGraw Hill.

* 4. Jagdish N. Sheth, AbdolrezaEshghi, Balaji CsKman: Internet Marketing, Harcourt College.

» 5. Dave Chaffey, Richard Mayer, Kevin Johnstoneinét marketing: strategy, implementation and pract

* Financial Times Prentice Hall India

Instructions to the teacher: Assignments based on any market strategy of a aoynp
Instructions to the examiner:

3. There will be one compulsory objective question Ifiple choice questions or fill in the blanks oru€&f/False questions )
covering all units, carrying 20 marks.
4. There will be six questions of 10 marks each ,afuwhich four questions are compulsory. The qoestiwill be two from
each unit.
» It will be compulsory to attempt one question freach unit and the fourth question can be attenfpb@d any unit
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Subject -3
M.SC FMM/GMT/CA 303

INTRODUCTION TO COST ACCOUNTING

UNIT - I.
Nature & Scope of Cost Accounting

* Introduction

* Meaning of Cost Accounting

» Limitations of Financial Accounting
» Scope of Cost Accounting

Cost — Analysis, concept & classification

» Cost Sheet along with the treatment of stock
» Cost concepts — Cost Centre, Profit Centre

UNIT - II.
Material Control

Techniques of Material Control
Level Setting

Just In time Inventory

VED analysis

EOQ

ABC analysis
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6. Perpetual Inventory Control
7. FNSD Analysis

UNIT-MI

Materials Costing

* Methods of Valuing Material Issues (FIFO, LIFO, Aage Cost)
* Material Losses — Theory of Waste, Scrap, Defest&&poilage

Text Book

Practical Problems in cost Accounting by S.P. daiiL. Narang

Instructions to the examiner: There will be three questions of 10 marks eacharheunit. Question Paper will have the
total of nine questions.

It will be compulsory to attempt two questions freach unit and the rest two questions can be atéshfippm any unit.
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Subject -4
M.SC FMM 304

FASHION FORECASTING AND PRODUCT DEVELOPMENT (Practal)}-

Course Objective:
« Basic understanding of concepts of Product Devetyrand steps in Product Development
« To impart knowledge of understanding of interpiietabf Fashion Forecast
« To develop an understanding of application of Fasltorecast in Product Development

Course Contents:

UNIT - |
« Fashion Research process and methods — Trade ghavlisation, Historical sources etc.
« Ingredients of a Fashion Forecast (Silhouette, IC&labric, Embroidery/Print, Mood Felling, Retail)
« Forecast Presentation Techniques
» Interpretation of Fashion Forecast Service

UNIT - I
« Basic concepts of Product Development
« Steps in Product Development
« Product Development Decision — Develop on own ara® from outside.
 UNIT-1I
« Product Development- any one-1. Apparels / accessor
« Development
« Costing
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Texts and Reference:

» Fashion Design and Product development by Harrald @énhd John Pomery Blackwell Scientific Publicasio
« Apparel Product development by Maurice J. JohnBegrlyn C. Moore, and Prentice
« Hall Fashion Forecasting by Rita Perna, FairchudlRations

Magazines / Journals:

Vogue WWD

View Fashion Weekly
Inside FW

Trends DNR

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The gqoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -5
M.SC FMM 305

SUPPLY CHAIN MANAGEMENT (Theory)

Course Objectives:

i) To give students an understanding that the grabland issues within the respective fields of Sugmpain management
i) To give knowledge of the functions of the ldgis and supply chain systems - to give knowledgh@e relations of the
logistics and supply chain systems to its enviromme

Course Content

UNIT - |
1. .Introduction to Supply Chain Management- Definifi@tope & Importance of Supply Chain Management,
2. Key drivers Of the SCM, Features of Supply Chaimizement

UNIT - Il
1. Logistical Activities-Definition of Logistics Managnent, Scope and role of Transportation,Relatignisbiween
transportation and other business functions,
2. Demand Management and Forecasting in a Supply Chain

UNIT - Il
1. Planning Supply and Demand in Logistics and Su@tigin Management- Planning & Sourcing in Supplyi@ha
Demand forecasting, Type and Time
2. horizon of forecast and category of forecastingyegate planning,
3. Warehousing Decisions and Facilities Location Bugply Chain Network

UNIT - IV
1. Planning and Managing Inventory in a Supply Ch&inentory Control, Planning & Managing Inventories,
Warehouse Management
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2. (Receipt, issue, storage and preservation, stagkcation, In bound and out bound distribution cgaeons),
3. Order Managemen
4. Transportation, Network Design and Information Trembgy
5. Organization of the Supply Chain
» Supply Chain synchronization
* Supply Chain Performance Measurements
e Sourcing and Procurement

BOOKS

* N. Viswanadham. Analysis of Manufacturing EnterpsisKluwer Academic Publishers

» Sridhar Tayur, Ram Ganeshan, Michael MagazinedesjitQuantitative Models for Supply Chain Manageine
Kluwer Academic Publishers

* R.B. Handfield and E.L. Nochols, Jr. IntroductionSupply Chain Management. Prentice Hall

* Sunil Chopra and Peter Meindel. Supply Chain Maneagd: Strategy, Planning, and Operation, Prentiai ¢
India

» Jeremy F. Shapiro. Modeling the Supply Chain.

* Duxbury Thomson LearningDavidSimchi Levi, Philiprkisky, and Edith Simchi Levi.-

* Designing and Managing the Supply Chain: Conceéfitategies, and Case Studies. Irwin McGrawHIill

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -6
M.SC FMM/GMT/HR 306

HUMAN RESOURCE MANAGEMENT (Theory}

Course Objective:
* To help students understand, appreciate and anaiydeforce at the managerial and non-managenalse
* The course also facilities learning of various apts, new trends and skills required for Plannmgnaging and
development of human resources for organizatioifetteveness.

Course Content
UNIT - |

1.Introduction of HRM :
Definition,Concepts,History of HRM, Importance oRMI,Role of HR Executives- HRM Functions,Challengé$iuman
Resource management,New Challenges of HR Executrasture and Organizational Chart of HR Departmen

UNIT -1l
2.Job Analysis and Design :
Concept of Job Analysis and Design-Methods of Jolalysis-Job Description-Job Specification-Modernnisigement
Techniques: Job rotation-job enlargement-Job envéstt. Managing the dejobbed world, Competency mappin

3.Human Resource Planning (HRP) :
Need and Importance of HRP-Process of HRP-LevelsTapes of HRP-Forecasting Demand for employeesdasting
supply for employees-Balancing supply and demamdideration-HRP Model.

UNIT -1
4.Recruitment and Selection Process :
Definition and concept of Recruitment-Factors Afieg Recruitment- Sources of recruitment-Informatiechnology and
HR recruiting on the net-methods and Techniquesahitment.

5.Recruitment Policies.
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Selection Process-Person Job Fit-Person OrgamizBiicElements of Selection Process-Steps in thec8en Procedure-
Various types of Test-Selection Interview: Methodsd Process (including reference check and medicamination)-
Placement and induction-Competency testing systems.

6.Performance and Potential Appraisal :
Concept-Objectives of Performance Appraisal-The rAigal Process- Traditional Methods and Modern lgiésh of
Appraisal (including MBO, 360 degree, Assessment@e Balanced Scorecard, etc)-Appraisers: Mansigeefvisor,
Self, Subordinate, Peer, Team and Customer-PitiallBerformance Appraisal-Potential appraisal-ngegortance &
methods.
References-

1. K. Aswathappa, D. Sadhna: International Human ResoManagement, Tata Mcgraw-Hill.

2. Monir H. Tayeb: International Human Resource Mamagyet, Oxford University Press.

3. Chris Brewster: International Human Resource Mamegg, Orient Longman.

4. Tony Edwards and Chris Rees: International HumasoRee Management, Pearson Education.

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.

It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -7
M.SC FMM 307

CUSTOMER RELATIONSHIP MANAGEMENT (Theory)-

Course Objective:
» To familiarize the student with the importance amglication of the concept “Customer Relationshigngilgement”
(CRM) in fashion business.

» Understanding Relationship management and techizaldagols required for its success.

UNIT-I
1. Customer Relationship Managementintroduction toCRM, History and development of @RRelationship marketing
and customer relationship management,OrganizatidrC&®M, Customer value and Customer Satisfacti&tii@s an
integral business strategy,
Business environment of CRM, CRM business models.

UNIT-II

2. Sales Force Automation — Contact Management — @brcEnterprise Marketing
Management — The Core Beliefs — CRM in India.

3. Value Chain — Concept — Integration Business Pobmagement — Benchmarks and Metrics — Culturen@ha
Alignment with Customer Ecosystem — Vendor Selectio

4. Implementation Strategy.

5. Database Marketing — Prospect Database — Data Waseltand Data Mining — Analysis of Customer Refethip
Technologies — Best Practices In Marketing Techgple

6. CRM in various sectors:Developing and Implemen@iM strategy; Understanding privacy and ethicalstberation in
CRM; Future of CRM; CRM in Practice- CRM in Retagi

Suggested Readings:
Books :
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Customer Relationship Management : A Strategispgative ,G Shainesh, Jagdish N Sheth
Harvard Business Review on Customer RelationStdapagement, ¢ k parhalad
Customer Relationship Management; Kristen L Anolers

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.

It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit

Page 70 of 87



Subject -8
M.SC FMM 308

BUSINESS ETHICS AND CORPORATE SOCIAL RESPONSIBILN-(theory)

Course objective-

To have an understanding of business environmehtrenimportance of social responsibility on the paa business
organization.

UNIT - I-
1. Ethics — Meaning, Definition, Objectives. SourcBgpes — Ethics and Business — Need, Importanceyrdlabcope
and Objectives — Myths about Business Ethics —cBthAnd the Organisation — Running an ethical basine
2. Ethics in Marketing: Ethics in areas of advertisingw product pricing, product packaging and latzglpersonal
selling, International marketing ,Establishing e#thistandards — Ethics in Retail Business .
UNIT-1I
3. Ethics in HRM: Privacy issues — psychological expgan model — Restructuring and layoffs — wagep@merment
of the weakest and uniquest — advancement of womire workforce — Human Quality Development — Sexu
harassment — Discrimination — Whistle Blowing Vsg@nisational loyalty — Employer rights and resploifises
4. Ethics in Production and Operations Managementic&in Finance Specific laws that affect retailers

UNIT-III

5. Ethics in global business — Ethical Internatioredidion-making methods — Corporate Responsibihity the
environment.
REFERENCE BOOKS

e C SV Murthy — Business Ethics — Text and Casesyatiya Publishing House, Second edition, 2006

» Joseph W Weiss, Business Ethics — A Stakeholdetssugs Manag.
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Instructions to the examiner:

1. There will be one compulsory objective question l{iple choice questions or fill in the blanks oru&f/False
guestions ) covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuivhich four questions are compulsory. The qoestiwill be
two from each unit.
It will be compulsory to attempt one question freath unit and the fourth question can be attenfpbed any unit

Page 72 of 87



Subject -9
M.SC FMM 309

BUSINESS COMMUNICATION(theory)

Course Objectives-

To encourage the all round development of studanfscusing on business communication skills anch&ixe student aware about
the importance, the role and the content of comoaitimn skills through instruction, knowledge aaifion and practice.

Course Content

UNIT -1
1.Fundamentals of Communication
The importance of Communication
The Basic Forms of Communication
The Process of Communication
Barriers to Communication
Dealing with Communication Barriers

UNIT - II

1. Verbal communication-
* Types of verbal Communication (Grapevine, faceateef Telephonic, Negotiation, Formal and Informel)e
» Listening Skills
* Group CommunicatioRfactors in Group Communication,Group Decision Mgkin
» Barriers in verbal communication

2. Nonverbal Communication-Body Language. Kinesics
* Characteristics of Nonverbal Communication
e Components of Nonverbal Communication
» Body Language. Kinesics -Physical AppearancePesiGestures
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e Barriers in non verbal communication

UNIT -1l

3. Written Communication
e Letter Writing-types of Business Letter (internak&ternal business envioronment),
» types of formats, Resume writing formats and Joplisptions
e Other forms of Written Communication-Memo, Agentiinutes of the Meeting, Press releases,
» Handouts, Notice, circulars etc.)
* Recent developments in modes of communicationititernet, video conferencing etc
4. The Ethics of Interviewing
« Interview and Interview techniques
* Guidelines for the Interviewer
Guidelines for the Respondent

Suggested Readings:

1. Lesikar, Petit &Lesikar’'s: Basic Business, TtaGraw Hill

2. Poe &Fruchling: Basic Communication, AITBS.

3. Taylor: English Conversion Practice, Tata McGidi

4. Diwan&Aggarwal: Business Communication, ExcebBs.

5. Baugh, Frayer& Thomas: How to write first cl&ssiness Correspondence, Viva Books.

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.

It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -10
M.SC FMM 310

OPERATIONS RESEARCH (Theory)

Course Objective: To understand the basic concepts of operationamgsand its usage for business managers
UNIT-1
» Basics: Development of Operation Research, charstits of operations research. Decision makingpeaaf O.R. in Garment

industry. Phases of Operation research

* Linear Programming: Introduction, requirements assumptions, formulation Of problems. Example opliegtions of
linear programming.
UNIT-2

» Graphical Method:  To solve the formulated problerephically, Limitation of graphical method

* Simplex Method: Solution of maximization and minbation problems by simplex method. Artificial vdri@s and Big M
method.
UNIT-3
» Transportation: Introduction, Method for obtainiimgtial basic feasible solution. Degeneracy. Vogelpproximation

method and optimization.

* Assignment: Introduction, Comparison with transpton method. Assignment algorithm, restrictionsassignment.
UNIT-4

 PERT-CPM: Introduction to PERT-CPM. Role of PERTMC project management
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* Sequencing Problems

References:

1. J. Heizer, B.Render. “Production and Operatdasagement ", Prentice Hall (1993)

ISBN: 0-205-14048-3.

2. Hamdy A. Taha, “Operations Research an intradnc¢t Maxmillan Publishing Company,

New york, Third Edition, 1982.

3. Hamdy A. Taha, “An introduction to OperationssBarch ", Maxmillan Publishing Company,
New york, Fifth Edition, 1996.

4. Narayan Bhat U, “Elements of Applied Stochagtmcesses ", John Wiley and Sons, 1972.

5. Fredrick S. Hiller and Gerald J Liberman, “Irdugtion to Operations Research ", McGraw-Hill,
Note:

Instructions for External Examiner: The question paper shall be divided in four units.

Shall comprise 8 questions (2 questions from eadf). 0 he students will be required
To attempt five questions selecting one questiomfeach unit.

All questions will carry equal marks.
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Subject -11
M.SC FMM 311

GRAPHIC DESIGN AND COMPUTER APPLICATIONS-II (practical)-

Course Description

This course is aimed at students and design profeds who are interested in learning how to despggmt using Corel
DRAW. To create, capture and enhance the imagesdordance with the final objective. It is a vedbased graphic
designing program that designers use to creategsmhal artwork or advertisementa this course, students will explore
the advanced features available with CorelDraw uigiclg advanced text, color, layout, layers stylesl daemplate
techniques.

Objectives:

After completing this course, you will be able seuCorelDraw advanced text, color, layout, lattglesand
template techniques etc

Students will learn how to apply layer effects &iltdrs to create special effects, including ligigtiand texture
effects.

To show advanced skills in using painting tools hlehding modes to create special effects and tyuatiworks.
Perform good skill in Designing brochures, pamm)latagazine cover pages, cards, logos and adveeinds etc.

Duration-6 months
One class per week of 3 hrs.

Teaching Techniques

» Classroom lectures, demonstrations, & discussions
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* Individual and small group work.
» Hands-on lab classes/Assignments

Pre-requisite

Students should have basic knowledge in using Wissdaperating system and to access and work witfildseand programs
using Windows OS. It will be more preferable, ilyoave color sense and some photography or adistis.

Examination /Evaluation scheme
* Practical Examination: One Practical examination of 3 hours duration el
conducted on the modules described in the curmeulthe maximum marks
will be 100.

Note: All topics are covered in extreme detail withpractical examples for all.

Unit-|
Introduction to Corel draw, Exploring the CorelDr&green, Inserting and Deleting Pages, Changing,Ragstomizing Options,

Using Multiple Workspaces, Creation and manipulatibrawing and Shaping Tools, Using the Freehanal, Torawing Lines and
Polylines, Working With Special Effects And TexBrawing With the Artistic Media Tool, Shaping an j&tt with an Envelope,
Extruding an Object, Blending Two Objects, Using tlens Effect, Adding Perspectives, Using Powep<li

Unit-II
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Using Fill Tool, Fountain Fill, Pattern Fill, Intective Mesh fill, Copying Attributes, Setting Ouili and Fill Defaults, Arranging
Objects, Grouping and Ungrouping Objects, Usingd@limes, Using Dynamic Guides, Using Snap To, AligrObjects, Group and
Child Objects, Combining and Breaking Objects, WeddObjects, Using Intersection

Unit-11

Working With Paragraph, Importing and Sizing Paapir Text, Flowing Text Between Frames, FormattimgaBraph Frames,
Wrapping Paragraph Text Around Objects, ApplyingpCaps, Typing Text Into Objects, Special TexteEf$, Fitting Text to a
PathWorking With Colors, Fills, & Outlines, Coloalettes, Fills & Outlines, Eyedropper Taohart Fill.

Unit-IV

Deleting Objects, Sizing Objects, Transforming @tgeMirroring Objects, Rotating and Skewing Obgedtyping Text into Objects,
Converting Text to Curves, Creating Blended Texadgiws, Using Symbols and Clipart, Inserting Texin8gls, Adding Clipart,
Modifying Clipart, Working With Bitmaps, What isBitmap, Importing Bitmap Options

Suggested Books
1. Microsoft office 2010 for Dummies, “Wallace Wantiley India Pvt. Limited, 2010.

2. Coreldraw X5 In Simple Steps ,”"Kogent Learning Siolus Inc”, Wiley India Pvt. Limited, 2011.
3. Photoshop Cs2 (savvyBy Romaniello
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SYLLABUS
SEMESTER IV
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Subject -1
M.SC FMM 401

INTERNATIONAL MARKETING (5 days module)

Course objective-
To make students aware of various internationakcepts and understanding of marketing processeg bellowed by various
industries.

UNIT-1

International Marketing -Concept and scope., Objest,Challenges and opportunities in Internatidviatketing.

Global Marketing Environment—Economic Environmedcio cultural Environment, Legal and statutoryrfeavork, Need
for Environmental analysis,

N

Unit-11

Foreign Market Entry strategies; their merits apthdrits

International Pricing, Decisions and factors influmg these decisions Uniform

pricing V/s Market by market pricing
a. . Brief introduction to physical channels of distition for International Markets.

6. Difficulties in designing International Distributicchannels

7. Global Advertising —Issues and challenges, Meride®nerits of standardized global advertising thefPush V/s Pull
Strategies for International Markets

a ks w

UNIT-11I
8. Export Documentation: Submitting Documents to Baorkpurchase / Collection /
9. Negotiation under L/C. Export Credit Limit. PrepagiExport Document Shipping and
10. Customs Clearance of the goods.P

References-

1. International Marketing by Cateora
2. Global Marketing Management by Warren Keegan
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3. Global Marketing Strategies by Jeannet
4. International Marketing Management by Subhash Ja

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.

2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.

It will be compulsory to attempt one question freach unit and the fourth question can be attenipded any unit

Page 82 of 87



Subject -2
M.SC GMT/FMM/EDIPR 402

ENTREPRENEUR DEVELOPMENT PROGRAM & INTELLECTUAL PROPERTY RIGHTS

Objectives The main aim of the subject is on developing epreneurship skills in participants byPreparingnthéor the
competencies required and to have basic knowletiggatiectual property rights.

The course also aims at giving insights into thexdgement of Small Family Business.

UNIT-I
» Entrepreneurship: Concept and Definitions, Entrepreneurship andnéoac Development, Classificationand Types of
Entrepreneurs, Entrepreneurial Competencies, FAftecting Entrepreneurial Growth -EDP Programni&strepreneurial
Training, Traits/Qualities of anEntrepreneurs,.

UNIT-II
» Small Enterprises and Enterprise Launching Formaliies: Definition of Small Scale, Rationale, Objectivegpe, Role of
SME in Economic Development of India, SME, Registra NOC from Pollution Board,Machinery and Equgmh Selection,
Project Report Preparation, Preparing Project RePooject Planningand Scheduling.

UNIT-MI

» Patents-Objectives, Rights, Assignments, Defemsease ofinfringement 2. Copyright-ObjectivegyiRs, Transfer of
Copyright, work of employment Infringement, Defesa$er in Fiingement

UNIT-IV
» Trademarks-Objectives, Rights, Protection of godigdWmfringement, Passing off, Defenses.
* Designs-Objectives, Rights, Assignments, InfringetseDefenses of Design Infringement Enforcementieflectual
Property Rights - Civil Remedies, Criminal Remegd®srder Security Measures.
» Practical Aspects of Licensing -Benefits, Deterrtireafactors, important clauses, licensing clauses.
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Suggested Readings:
* D.F. Kuratko and R.M. Hodgetts: Entrepreneurshijmeory, Process and Practice, Thomson Press.
» J.S. Saini: Entrepreneurship and Small Businesdiia, Himalaya Publishing House.
» P. Charantimath: Entrepreneurship Development: SBusiness Enterprises, Pearson Education.
* Vasant Desai: Small-Scale Industries and Entrepirsh@, Himalaya Publishing House.
» Otes David: A Guide to Entrepreneurship, Jaico Bd@ublishing House.
* D.H. Holt: Entrepreneurship — New Venture Creati®rentice Hall India.
» A. Kaulgud: Entrepreneurship Management, Vikas Bhlvig House.
* B. Theduri: Entrepreneurship Development — An Atiaa} Study, Akansha

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,afuvhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -3

M.SC FMM 403
TRENDS AND FORECASTING

Course Objective:

Trends Forecasting helps creates a competitivarddge for business organizations.. Students shedgheories of fashion change;
how to research, organize, analyze, and integnébdennation to apply trend Knowledge into a foreqagtsentation.

UNIT - I-
1. Analyze trends and trend cycles to predict futteads
2. Perform market research for the development ofttanalysis
3. Demonstrate knowledge of current designers anddisran
4. Research current designers and brands
5. Develop a personal strategy for staying informieoua the apparel industry

UNIT -1l

6. Communicate creative concepts effectively

/. Communicate visually through roughs, boards, Hustiations
8. Communicate using industry standard terminology
9

. Utilize the research process to recognize paspessknt influences and forecast future
influences

UNIT - 1
10.Analyze and synthesize data, and draw conclusions
11. Demonstrate creative thought process
12. Compose data to support analysis
13. Present data to draw conclusion

References-
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1. Grafix-by Wolfganhageney

2. Traditional japanese- Small Motif-by Kamon Y asbio

3.Symbols Signs- by American institute for graptads.

4. Morocco modern- By Herbert YPMA

5. Cacti and Succulents — By Terry Hewitt

6.Encyclopedia of Butterfly World — By Paul Smares:

7. Arabic Ornament- J Collin booking internatiopatis

8. Repeat pattern-peter phillips Gillian buncethaitdadson

9. Japan Patterns- Belverde

10. Design and illustration (Marine)-M.Kumakiri SBEA SA

11. Design Element — 2 Richard hora, Miss hora,DAréction Book Company, NY
12. From historic ornament : W & G Audsley DovebReations Inc.Design and Pattern

Instructions to the examiner:

1. There will be one compulsory objective question I{iple choice questions or fill in the blanks oru&/False questions )
covering all units, carrying 20 marks.
2. There will be six questions of 10 marks each ,auwhich four questions are compulsory. The qoestiwill be two from
each unit.
It will be compulsory to attempt one question freach unit and the fourth question can be attenfpded any unit
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Subject -4
M.SC FMM 404

RESEARCH PROJECT

At the end of the examination of 3Semester, the students are required to carry outesearch project for a period
of 3-4 months in the final semester and Every stadis required to submit the Report and presematiat the end
during final evaluation.
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