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Krishna University: Machilipatnam
MBA Ill Semester Model Question Paper

MBA301- Entrepreneurship and Small Industry Management

Duration: 3Hrs ' ) ' Max Marks: 70
Part-A

Answer all questions. All questions cai'.ry equal marks. 5X10=50M
Unit-I

1. Discuss the characteristics necessary for a successful intrapreneur. In What way do
these characteristics differ from those of an entrepreneur?

(OR)

2. Give some reasons why an individual entrepreneur might succeed in bringing a product
to the market where the government or a large corporation might fail. -

Unit
3. What is a Business plan? What are the major characteristics of a business plan?
R
4. How are opportunities identiﬁed? State and explain the major sources of new ideas.
Unit-Hl

5. Trace out the similarities and differences between international and domestic business

management that an entrepreneur should be aware of for his entry into international
business. ‘

(OR)
6. What is intellectual property? State and explain its forms.
Unit-1V

7. As an entrepreneur seeking venture capital, what factors would you take into
consideration before approaching a venture capital company?

(OR)
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8. Why would an entrepreneur look for an ‘angel’ rather than approaching a venture
capital company? ' ’

‘Unit-V
9. What are the finance and mé;keting issues in managing a small business_?
| (OR)
10. State and explain some schemes provided by the government of India for the growth of
women entrepreneurs in India. List the barrier.s to women entrepreneurship.b
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Daniel Platt Limited: A Case Study in Engineering

Introduction A
William Wilkes, Roof Tile Technical Manager at Daniel Platt Limited and an experienced brick layer and
roofer, recognized the problem precisely. “Builders using clay roof tiles often find that they cannot get the
roof tiles they need when they need them, especially when working on the valley area of a roof where two
‘pitches meet.” During 170 years of mantfacturing natural clay floor tiles Daniel Platt has had to adapt to
market needs in anentrepreneurial way on many occasions and this problem for builders presented an
opportunity to create new customers. ",

The move into the niche market for clay roof tiles wag one such entrepreneurial response when the wider
market for ceramic products became increasingly competitive. Having made the move, maintaining a strong,
distinct position in the selected niche was vital in order to maximize the value of the opportunity. The
introduction of a flexibie product design would enable the right products to be available ex —stock.

Routinely builders might have to wait for op‘to eight weeks because a particular specification to fit the pitch
of the roof they were working on was not available. The implications in terms of time lost and negative cash
flow are significant as jobs cannot be completed within contractual terms. Producing only one type of fitting
instead of three would reduce stock levels and improve product availability resulting in more satisfied
customers and increases in sale revenue.

The Engineering Issue ) :

Roofs are constructed with different levels of pitch (slope), most commonly 40, 45 and 50 degreé pitches,
each one requiring a different ‘fitting’ which is in fact the term used to describe the angle between the two
wings of a valley tile. The task was to desugn a single tile that would fit all three angles. “It was relatively easy
to get it right for two angles but all three required more consideration to ensure the aesthetics and the
functionality of the tile were right”, William Wilkes explained.

The process began with a cardboard template, progressed to a metal angled support plate and then to a
piece of extruded clay placed on the support plate and cut to required shape. Different angles were tried and
tested on a metal frame roof construction fitted with boards and tile laths and located within Daniel Platt’s
- manufacturing facility. The selected best fits were then fired and placed on to the test roof. It was a long and
meticulous design engineering process. A% the valley tiles do not fedture the ‘nibs’ that hold regular roof tiles

on the laths, precmon engmeermg was essentlal as the vaHey tnles at every angle must be supported by the
regular tlles : :

Innovative Actions Support o ‘ o ‘

Daniel Platt’s capacity to exploit the opportunity was considerably-enhanced by the support of the Innovative
Actions Program, West Midlands. This regional development agent provided a mechanism for encouraging
companies to think differently and for making innovation ‘real’ and effective. Daniel Platt’s entrepreneurial
skills and engineering capability were boosted and a product that may have otherwuse never reached the
market was successfully created. The team provided David Platt with fundlng to support the research and
product development processes mcludmg a coaching and mentoring service. The universal valley tiles are
currently on test with the building tfa'de and positive feedback is already being received. Sales of roof tiles
are now providing customers for one third o_f the company’s total output.

Questions: ~ :
1. What made Daniel Platt to mtroduce a new product? :
2. Discuss the major problems Daniel Platt experienced dunng testing and launching the product.
3. What are the precautions that Daniél Platt should take in order to successfully develop the product?
4, What would you suggest for the management of the company if it thlnks of diversifying its product
line? :



Krishna University
Machil-i.patnam
lil semester End Examination (Regulation 2010-11)
MBA302 KMWLEDGE MANAGEMENT

Model Question paper

Time: 3 hours ' Max marks: 70M
SECTION A
Answer the following questions. All qtiestion‘s carry equal marks. 5X10=50M
UNIT |
1) Explain the roadmap of knowledge rﬁ.anagement. . | 10M
OR |

2) Define Knowledge management. Expla'in the scope and significance of
knowledge management. ‘. .10M
UNIT Il
3) Explain the importance of supply chain of KM. 10M
OR

4) What are the critical success factors in knowledge management

implementation? Explain them. ; | 10M
UNIT 1l
5) What is the role of information tech,r;(.)logy in knowledgé management? 10M
OR
6) Explain how E-Commerce can be succé.ssful through KM. 10M

UNIT IV

7) Define knowledge worker. Explain how to manage knowledge workers. 10M




OR

8) What are the benefits available to employees in an organization with

technology based training. - 10M |
UNITV
9) Explain the outcomes of learning in at;. organization. - 10M
OR R
10) How to manage innovation in an org;anization. : 10Mm
_S;ECTION B
Case study is compulsory : - 1X20=20M

BaaN is a world leader in powerful, innovative, easy-to-use business software. They are the cutting edge
of business technology used by industry leaders all over the world-promoting collaboration between

customers and suppliers, linking people and processes across the world, and using the Internet to make
business faster and more cost-effective.

They have turned towards Knowledge Management, in keeping with the demands of time. Two
departments viz ‘Knowledge Transfer’ and ‘Knowledge Development’ are projected for this purpose.
Their main objective is to empower the members with skills necessary to meet the external world. They
have a centralized database system and-it is christened as “SCOPWS’. Intranet facility is provided for the
members with their identify and password to use the system.

One of the features of BaaN is the encouragement pFovided to the employees for knowledge
management. “ASK HER” is one such technique that provides a chance to the employees to make use of
public folders and register their doubts and genuine problems. Longer duration training programs are
provided for new recruits. The others receive short or mini programs to update their knowledge.

BaaN'’s attempts to multiply knowledge could be seen in the well-maintained library for the purpose.
They contain technical as well as non-technical printed material and is used by those employees who
crave for knowledge. '

“SPANDANA” known as ‘reaction’ is keenly felt in their monthly meetings. The people talk and they talk
openly and freely with the management. They are helpful in extending the sharing of the knowledge
which is considered as rich source of knowledge. The meetings also make the people to come out of
their shell and express their genuine concern for aspects that the organization stands for. Sharing of
knowledge, beyond doubt highlights the brighter side of the side of the employees vast experiences in a
particular field, their updated knowledge, their concern for the system and their sense of responsibility.

\- -
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" Periodic seminars and discussions help both in documentation and multip!ymg the knowledge thus

leading to an effective knowledge manégement.

Questions

Write about the knowledge managemeht initiatives in the BaaN and discuss how their implementation
helps in the success of the organization.
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- Krishna University
Machilipatnam
I Semester End Examination (Regulation‘ 2010-2011)
MBA 303M-Consumer behavior & Marketing research

Model question paper

Time: 3 hours . ' . Max. Marks: 70
| Section-A -
Answer the following ques-ti(‘ms. All qus:stions chrry equal marks. 5X10=50M
"Unit-I

(1).Why do you need to study consunier behavior? Briefly explain the determinants of
consumer behavior. : :

Or
(2).Describe the profile of Indian consumer with apt examplés.
Unit-11"

(3). what is the effect of motivation on consumer behavior? Briefly explain relevant theories of
motivation.

Or

(4). How does personality of a consumer affect hisiher shopping behavior towards purchase of
consumer durables.

Unit-111

(5). Briefly explain the impact of social, cultural, family, reference groups on consumer
behavior. '

Cr

(6). Explain the concept of attitude. How do you measure customer attitude towards purchase of
FMCG products. )




Unit-IV
(7). What is consumer decision process? Briefly explain the process of consumer decision
making process. )

Or
(8). Explaingthe process of organizational buyer behavior.
Unit-V

(9). What is the process of markeﬁfng research? Explain the importance of statement of the

problem.
Or .
(10). Briefly explain the steps involved in research proposal submitted for funding agencies.

Section-B | 1x20=20M
(Case study is compulsory)

Sample Case sheet is attached




1.2 Nike Sprints Ahead of

.

the Comipetition, Yet Has
a ».Lo'.ng V\fayj tO Run

Nike Inc. (wwwi.niike.comy), located in Beaverton, Oregon, is”

the number one U.S: athleti¢ footwear company afid'one of
‘the most recognized American brands among foreign con-

sumers. This high degree of recognition is one of the main

- reasons Nike has been so successful. For the 2005 fiscal year
ending May 31, 2005, the company continued to soar, with
_ sales of over $13.7 billion. As of 2006, the company’s trade-
marks included Nike and Swoosh Design and were sold under
* the brand names Cole Haan, Bauer, and Nike. The company
operated 23 distribution centers in Europe, Asia, A,ustralié,
Latin America, Africa, and Canada.

Perhaps such’ success could be attributed to jts concept-

. based advei'tising campaigns. The company’ uses a process
that is often called “image transfer” Nike ads fraditionally did
not specifically place a’product—or mentiopn, the brand name.
A mood or atmosphere is created and then the brand is asso-
ciated with that mood. “We don’t set.out to make ads. The

“ultimate goal is to make-a connection,” states Dan Weiden,
executive at one of Nike’s ad agencies. One ad featured the
Beatles and clips of Nike athletes, Michael Jprdan and John
McEnroe, juxtaposed with pictures of regular folks also
engaged in sports. It was used to infer that real athletes prefer
Nike and that perhaps if the general audience buys'the brand
they will play better, too. Nike’s unpredictable image:based
ads have ranged from the shoéking, such as its portrayal of
real blood and guts in a “Search and Destrdy” campaign used

" . during the 1996 Olympic games, to humorous, such as the
. first ad used to launch Michael Jordan’s Jordan brand wear,
The latter adveitising made the tongue-in-cheek suggestion

* that Jordan himself had a hand in production by Slipping away
from a Bulls’ game at halftime to run over to his company and
then return in time for the game’s second half,

In 1998, Nike shifted to a new.phasé'in its marketing

strategy. Nike emphasized more of its product innovatjon
skills than the jokey, edgy attitude that it displayed in previ-

~ous years. “We recognize that our ads need yto" tell consumers
that we’re about produet innovation and not jist athletes and
exposure. We need to prove to consumers thdt we’se not just
slapping a swoosh [the company trademark] on stuff to _milkp
a buck,” said Chris ijmérmah, director of Nike’s U.S.
advertising. With the launch of the “I can” campaign, Nike

showed fewer of the celebrity athletes who previously

“adorned its marketing output and showed more product
usage than in the previous “Just"'Do_It'.v’ campaign.
Competitors Reebok and Adidas recently featured more

product—focused ads and were met with a great deal of suc- .

cess. Despite this rearranged focus, Nike did not back away

from innovative marketing. ‘ .

" On ":Septelﬁlﬁei‘ 4, 2603,‘Niké vaUi‘l'CdeQEI‘lVCI'SC Inc. and
on August 11, 2004, the company. acquired Starter Properties

- LLC and Official Starter LL.C. On August 4, 2005, Adidas

confirmed that it had agreed fo acquire Reebok for $3.8 bil-
lion. Industry officials saw more consolidation ahead.
In 2005, Bill Perez, president and CEQ of Nike, stated

- that developing markets—India, Thailand, Indonesia, Brazil,

China, Russia—and the development of Converse, Starter, and
Nike’s other svlibsidiariqé“s"pres_énted big growth opportunities.
“We’ve just scratched the'.Sukfac_e in »,w'omeu’s:.fitness.- In
soccer, we have become one of the world’s leading on-field

‘performance brands.;Alld‘.wefve_been able to leverage that

on-field success by creating. an véntirf;ly new  category of

-soccer-wspired street footwear. And we see opportunities like.

this throughout the portfolio.” o : , .

"~ As the company looks ahead to 2010, at the heart of
Nike’s future strategy is the international arena, which could
prove to be the most difficult element for Nike to undertake. ‘
There seemed t‘o“ be a pretty Stljbl‘lg recognition that by 2010,

‘Nike would be larger outside the United States than inside.

Most recemly Nike bought out many. of i_ts worldwide distrib-

" ution centers in order. to achieve greater control of its

operations. In the future, Nike would like to build up its pres-
ence in the key markets of India, Thailand, Indonesia, Brazil,
China, and Russia. Nike' will. focus its advertising on sports
and will feature sports that are of partiéular_interes“t_,in specific
regions. Nike realizes that while it is ahead of its competition,

‘it still has a long, long way to run. -

Questions : ‘
1. Should Nike switch from a focus on celebrities to a focus on its
" products in its adveftising?» Discuss the role of marketing
research in helping Nike management make this decision. What
kind of research should be undertaken? - - . S
-2. How would you describe the buying'behavior of consumers with
respect to athletic footwear? . : .
3. What is.the management dc_cisiop problem facing Nike as it
Aattempts to retain its leadership position?
4. Define the-matketing research problem facing Nike, given the
. management decision problém you have identified.
5. Deyelop two suitable research questions and formulate two
hypotheses for each. P o
6. How can the Internet be used to help Nike in- conducting
* marketing researchi and in marketing its products?

.
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KRLSHNA UNIVER&I I"y MACHILIPATNAM
M.B.A, III - SEMESTER, SALES MANAGEMENT (MBA-304M)

M()DTL QUESTION PAPER ( ELJW&M )

Maximum time: 3 hours ! _Maximum marks: 70

PART-A . 5X10=50M

Answe1 all the questions, each questlon carries equal marks:

Unit-1 f ‘

1. a) Briefly explain the nature and unportance trends and challenges of sales managemem
| (OR)
b) How do we sell through diﬂefent media?
o Unit-2
2. a) What are the various theories of selling? - |
| (OR)
'b) What is meant by salesmanshiji and what af‘e the Variouis stepé in salesmanship?

Unit-3

3. a) How do we plan and organize the sales force and the sa!es budgets?
B

b) Briefly explain the sales territories and how do we set sgales qu‘otas.'?

| Unit-4 t
4. a) Explain the process of recruiting and seleeting sales for(i:e.

| - OB
b) What are the various compens 1t10n plans detemnned'for sales foree‘?
Unit-s ' |

*5. a) What are the axms -content, mdhods, execution and evaluatmn of sales force training?

©R)
b) Determine various sales contests and how do we evaluate the sales fore'e perfqrmance. :




PART-B
CASE STUDY COMPULSORY T IX20220M

HILLMAN PRODUCTS COMPANY

James Weston, duectox of sales,ancl maxkel ng for Hillman Products Company,
- Springfield, Massachusetts, l"1ced the problem of takmg action to unp10ve 1he company’s

distributor and dealer xelatlomlnps which had steadl'ly worsened. The effect of the worsening -

relationships was reflected in 1he latest sales report, which recorded a 12 percent sales decline

during the past year and a l7pelcent decline over the past two years.

Hillman Products Company manufactured a wide line of power tools, such as saws, drills.
- and sanders, for use by the home handyman, Hlllman products were distributed nationwide
tlnough ninety dlstubutms who, in turn, sold to more tllan 8,500 retail outlets. During the past
two years, the-number of distributors handling Hillman | ploducts had dropped from 115 to 90

and, while the number of retailers had remained about the same, sales per dealer had

substantially declined.

Several factors combined to cause high tumovefi among Hillman dealers, as well as 1o
contribute to declining sales for Hillman products. Locstlons of many Hillman dealers were
unfavorable. Dealer sales pelsonnel were unuamed and pomly informed about Hillman products.
Few dealers did any advemsuw for the Hillman line. Vlltually all dealers carried competing lines
and devoted little effort to selli ling the Hillman line. Many 1etallels bought in small quantities,
often a single umt of each Hillman p1oduc-l S0 sales wele flequently lost to competitors because

of stock outs.

Dealers showed little loyalty to Hlllmon products. fThey knew little and understood less of
the company’s hlstmy, policies, pelformance or- capabllltles The sole contact the dealers had
with Hillman was through the distributors and their salespeople who themselves were often
poorly informed. Many Hlllman dealels expressed dlssat1sfacllon w1th the company and its
distr 'butms for actions such as overloading dealers with mo1e ploducts 1han they could ever hope

to sell in'a given period and, especially, for the lack of company suppmt in local advertising.




LT T AT e

mechanical service assistance., . |
; . |

Question: . . |

< E
: |
Hillman distributors mmmzed dealers for what they claimed was deceptive dealer

advertising and ignoring thc manufactmel ] suggested retail prices. Some distributors had

dropped the Hillman line and taken on competing lines. |

Weston believed that immediate action was nec&essary to prevent further deterioration of
the situation and to 1mp10ve distributor-dealer 1e1at10ns Consequently, he proposed (1)
establlshmg a distributor-dealer relations staff and (2) 1etammg a management consultant.

The distributor-dealer 1'elations staff would detgermine, attitudes toward Hillman and its
policies and make recommendations for the 1mplovement of relations. Weston hoped that this
would result in better undelst'mdmg between Ihllm’m and its outlets and world improve
communications. To help d15t11buto1s and dealers sellfmore Hillman products, the distributor-

dealer relations staff would plan and unplemcnt a prog: am of sales development, promotion, and

|
mechamcal service asswtancq for dealers. |

-

The management consultant would survey fifty of the most successful Hilliman dealers to

determine the best methods for merchandising ploducts Information from the survey would be

used in designing and implementing the program of sales development, promotion, and

i

Weston believed that these two measures wou]d reverse the alarming situations of poor

dlstrlbutor dealer relations and would pave the way f01 mme efficient mar keting.

Evaluate Weston’s proposal for improving Hillman products company’s distributor-
dealer relations. Give the reasons for your position.




- Krishna University
Machilipatnam
I1I Semester Elf_d Examination (Regulation 2010-2011)

MBA 305MfA'(lvertising & Promotion Management

Model question paper

Time: 3 hours ; Max. Marks: 70
| » Section-A |
Answer the following questions. All‘ questions carry equal marl;s. 5X10=50M
- - Unit-1

(1).Why do you advertise a product or service in print media, especially in news papers? Explain
the process of setting advertising objectives.

Or
(2).Briefly explain economic, social, and ethical aépects of advertising. -
- Unit-IX -
(3). what is media planning? How ﬁlédia mix dec'isions effect developing media strategy.
(4). Brigﬂy explain ‘;he types appeals in advéi'tisillg.
'  Unitam _
(5). What is advertising budget? Explain theﬂmethods of formulating advertising budgets.
. Or

(6). What is direct response advertising? Explain different direct response advertising techniques
used in marketing.

Unit-1V
(7). Briefly explain the process of pro.;notioﬁ:budgets.

Or -




). What is 1ntegrated promotion management? How do you develop an integrated plolnotlonal
campaign for consumer durable products like washing machine?

“Unit-V

(9). What is sales promotion? Brleﬂy explam various sales promotional techmques used in
FMCG products.

Or

(10). How do you evaluate the effectiveness of sales promotional techniques used in consumer
durable products hke Washmg machme

Section-B . 1x20=20M
(Case study is compulsory)

Sample Case sheet is attached




' Lifebitoy Captures Audiences With It ‘Gdndbigiri®

Right from the days when its commercials'sang the famous jingle, Tarduristi 4i m/éx/:ﬁ,éart&-_'/)_ai‘f_-,‘zﬁb/@{,,.
112 year-old soap brand has been a health icor for the nation. How

_ » positionet as a family-hygiene soap with new product variant
_ »sh_apvg_e_xkn_(j‘pagl'{‘g_g‘ipgf?r an up-market look. . “. : s

However, in 2006, the brand decided to elevate the functional
with hygiene a step further, from the physical level to hygiene b
revealed that most commpetitor brands used the fear factor by
Consequently, mothers too checked their kids from indulging in u
the clutter of such problem-solution brands, the brand’s agency L

L

ity of Lijebuoy by taking the associdtion -l
eing a state of mind. A consuer study =~ ¢
talking about the ill-effects”of gernis. _
nhygienic éttfi,Vi‘;i,es.’ To bi"e:él‘k':freéi'ﬁjbhi ,
owe came up with a no-problem Koi darr.
in the belief that al] unhygienic activities .
ers to ‘not do something unhygienic (stay.

are not necessarily unconstructive, and instead of asking consum meth -
away from germs)’, Lifebugy should ask consumers to ‘do something positive.’ This is because good health. - v
and hygiene add to a person’s confidence, and healthy and confident people can bring about: 4 positive .
change in their lives and environments. The insight. Koi Darr Nahi’ was born from the understanding thiat
awell-protected family has no reason to fear anything. “Lifebiroy promises protection. So, by that logicifa
family is well protected, there is no cause for fear! Mothers areespecially confident as children’s hygierie is -
no longer dh'issue” explains Balki, executive creative director, Lowe, in an interview to Agencifugs? To
creatively express this idea, the ad draws on the philosophy of Mahatma Gandhi and shows a diminutive- "
looking school kid cleaning up his garbage-strewn neighbourhood, and his Gandbigerd inspiring other kids:
and a janitor who help him in the cleaning act (Figire 12.8). The kid’s confident mother reassures her maid -
about her concern by saying Koi darr nabi’ emphisising that mothers don’t have to worry about kids
getting dirty when Lifebuoy is around. T e o e Tt
- The 60-second commercial opens with a close-up of the kid waling up. Next, gripping shots depict the -
kid dressing like a little Gandhi. Props like the kid’s round-ri"mr_néd spectacles, a cloth-band on the head’
and a broom held like the Gandhi-stick, help deliver the Gandhi look. The powerful opening dialogue in
Hindi, delivered in a stirring manner through an-MVO, quickly establishes the kid’s purpose of makinga
difference in his own little way. The succeeding shots of kids tidying up the streets are all related to one: -
another, with a musical score that builds up to a crescendo, heightening the tempo of the cleaning activity: .~
and encouraging viewers to stay hooked. Somewhere amidst this activity, the kid’s confident mother .
delivers the Koi darr nabi’ message, making viewers wonder about the reason of her confidence. Laterin the. " -
commercial, the reason is revealed as Lifebuoy when the mother throws two bars at the kids to clean- i
themselves up after the drive. Towards the end of the commercial the brand is furplief_-;‘eiiif@rée,d,With' R
shots of the Lifebnoy soap bar and liquid soap in'dispenser, along with shots of animated gerins being -
stamped over by the 100% mark, visually fortifying the claim made by the MVO that Liebnay gives100% . -
protection. The closing'shot shows kids dressed up for school roaring the Koi darr nahi tagline once again; " -
The campaign was supported by other mediaactivities which, helped Lifebuoy own and increase’
‘hygiene awareness.’ As a result, the brand’s moddrnity scores that

had been steadily dipping were not
only arrested, but also reversed. Lifebnoy achieved its objective of capturing two million urban households,
The campaign also found a place in the “Limca Book of Records’.” The ad also won the agency Lowe the -
Grand Effie 2006.% : : B : Lo SRR L RTINS P

.

Questions -

1. Watcha streaming video of the commercial on www. ] i al o
successfully leverages all the elements of television? Does it effectively use movie language to tell the -
story? Critique the production quality of its audio-video components. What kirid of cameta mioves' -

- and editing techniques have been used? Also comment on the casting and pacing of the commercial.

2. Try watching the commercial first on mute and then listen to.its audio alene. Were you able'to get.

- the message through either of the elements used singly? S LT e .

3. Write a script for the commercial and a storyboard with hand-drawn illustrations. What details.

joutube.com. Do you think the commercial

would you include in your production notes if you had to guide the production team?. o




Krishna UE\iversity
Machifi;?;atnam
Il semester End.Examinatior;s {Regulation 2010-11)
MBA303H- HUMAN RESOURCES PLANNING

Model Question paper

Time: 3hours ' ) Max marks: 70M
SECTION A
Answer the following questions. All questions carry equal marks. ‘ 5X10=50M

UNITI

1) Explain the need for and importance of human resource planning in‘an organization. Explain the
process of hr planning in an organization. 10M

OR

2) Explain the forecasting techniques that can be employed for estimating demand for human resources
in an organization ‘ 10M

UNIT 1l
3) Explain the need for hr policy in an organization i0M

OR

4) What do you mean by Strategy and Strategic management? Explain in detail about strategic human
resource planning. , 10M

UNIT 1l
5) What do you mean by Job Evaluation? Explain different methods of job evaluation. 10M

OR

6) ) Explain the imp.ortance of job analysis in the procurement of human resources in

an organization. : . 10M

UNIT IV




-

. What do you mean by career plannihg, career development and career management? Explain the
steps in career planning process in an organization. 10M

OR

8) Explain the problems of rating or appraising an employee in an organization. Write about the most

modern techniques of performance appraisal. 10M
UNITV
9‘) Explain the nged for and importance of HRIS in an organization. ' 10M '
| OR

10) Explain in detail the emerging trends and issues in HRP. - 10M

SECTION B

Case Stqdy is compulsory _ | S ' , - 1X20=20M

Good earth financial services limited, has grown considerably during the last 5 years. Mr. yashpal Bhatti
started the company with two employees and business for Rs6,00,000/- in gross sales. The company
now employs 200 people and is expected to have business for Rs.6,00,000/- this year. During the early
years, it has always clear what was expected from each employee. Everyone knew how to do everything
and was often called upon to do exac.tly that. This is no longer true and it is apparent to Mr. Yashpal
Bhatti that each employee must be given a clear set of general guidelines as to What duties the
employee must perform

A number of new players are now in financial services who are the arch competitors for
Mr. Yashpal Bhatti’s company. The service-mix for good earth also has significantly changed to keep
pace with the changing customers’ expectations. The company therefore had to change its operation
strategy. '

" In addition, it is ‘becoming increasingly difficult to hire employees without having a clear
understanding of exactly what the ind.i\./idual will be doing. Applicant seem reluctant to join the firm
without some information about their probable job profile and it is difficult to know exactly What skills,
the prospective applicants should have without knowing in some detail What they will be doing.

Mr. Yashpal Bhatti decided to write job descriptions and job specifications for his employees.
it is his belief that such documents will clear any‘ misunderstandings among employees regarding
responsibilities, help to organize better the work that must be done, inform prospective employees
about their probable job duties, orient new employees and help to make better selection decisions.

-



You have been retained by Mr, Yashpal Bhatti to determine whose responsibility it will be to
gather the data and write the descriptions and specifications, how the data will be gathered and how

detailed descriptions and specifications should be.

Mr. Yashpal Bhatti is currently considering these job analysis issues but has a number of

questions about how, each will affect the fjnal results.

Questions

1. What recommendations would you make to him regarding the most appropriate individuals and

methods to be used for data collection?

What approach to the design of jobs should be considered by you and why?

Keeping in mind the recent trends in financial services companies, design the job of different
hierarchical levels for at least four operational areas with supporting background information,

like, job analysis, job descriptiqh etc.
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KRISHNA UNIVERSITY
MBA 11l SEMESTER (Regular)

MB A2 y JTRAINING AND DEVELOPMENT

Duration: 3 Hours ‘ " Max.Marks: 70

PART-A

Answer all questions ‘ ‘ 5X10= 50 Marks

Explain the meaning and significance of Training
OR

Distinguish between the terms‘Training and Development

What is On the Job training an_& explain its significance in developing the workforce capabilities?

Explain the three major typeslof On the Job.Training.

Define Class _roorh training and :expla,in the advantages and disadvantages of Classroom training?
. ¢ OR

What is the process of Simulation? Name the situations in which you recommend Simulation
method?

Define Learning? Explain the factors influencing Léarning?
OR

Explain the process of Evaluation of Training program? Explain the significance of Training
evaluation?

What are different challenges faced by HRD Manager in Global scenario? Explain?
: " OR
What are different roles and responsibilities played by HRD professionals?

PART- B 20 Marks
. Case Study (Compulsory)

Institute for Business Leadershi'p (IBL) is a new generation organization, which is specialized in

conducting customized training programmes to meet the learning needs of the corporate world. It has
the core competence to conduct soft skills training as well as technical training. IBL had a turnover of
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Rs.120 Crores during the previous year. it has got 26 core faculty members, all of whom are doctorates.
Guest Faculty from industries are also invited to IBL to facilitate learning. The organization has got a 5-
acre campus in Bangalore which can accommodate about 400 trainees at any point of time.

IBL encourages its faculty members to use approprlate learmng aids for helping the trainees
learn effectlvely All the classrooms dre provided with LCD prOJectors computers, white boards and
markers. The company feels proud of its accomplishments in the area of training and development. In a
recent training programme a resource person by name Dr.Namura from Michigan University was invited

to facilitate a half day session for CEOs. The cost of bringing Dr.Namura all the way from Michigan was
about Rs.400,000.

Dr.Namura, before beginning his session, asked the programme coordinator Dr.Krishna to
provide him an overhead projector and'flip charts to facilitate classroom learning. But Dr. Krishna said,
“we have sophisticated learning aids like LCD projectars and therefore OHPs and flip charts have been
discarded long ago.” Dr.Namura was upset. Krishna was of the view that, has Namura informed in
advance-about learning aids he wanted to notice since IBL is 40 kilometres away from city. Finally,
Namura conducted his four hour session only through the lecture method in the post-lunch session. At
the end of the session the feedback ratings of trainees placed Dr.Namura at 1.8 on a scale of 1to 5.
Namura said at the end of the programme that he would never come to IBL in future. On the other

hand, trainees said that they were not at all happy with the monotonous lectures dehvered by
Dr.Namura.

Questions

1. Where did the things go wrong and what could have been done to prevent the crisis?
2. Who should decide the suita-b_ility of a learning aid? The Learners, the trainer or the organizers?
Identify criteria to determine the type of learning aids to be used in given training programme?
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Krishna University: Machilipatnam
MBA {1l Semester Model Question Paper
MBA305H-Employee Legislation
Duration: 3Hrs _ Max Marks: 70

Answer all guestions. All questions carry gqual marks. 5X14=70M

Unit-!

1. Write a note on classification of labor legislation. What are the impediments in implementing
labor laws in India? ’

. (OR)
2. State and explain the principles of labor legislation given by government of India and ILO.
Unit-1l

3. Define the terms factory, worker, adult and adolescent as per Factories Act. State the rules and
working of the act.

(OR)

4. What are standing orders? Provide the framework proposed by government of India for
establishing and implementing standing orders in organizations.
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5. Write a note on The Workmen’s compensation Act.

(OR)

6. Define the term bonus as per Payment of Bonus Act. Write a note on Payment of Bonus Act.
How is bonus calculated.

Unit-tv .

7. Explains the laws relating to Dischérge and Misconduct. Write a note on different mechanisms
provided by Industrial Disputes Act to resolve disputes.

(OR)

8. What is the concept of social security? How is the contribution made for the provident fund and
how such funds are managed?
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Unit-V

9. What is labor administration? Explain its nature and scope. Trace out the dependence of
industrial sector on the framewaorks of labor laws in India.

(OR)

10. Write a note on the establishment and activities of ILO. What is its influence on the labor
legislation in India? '
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