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PROGRAMME OUTCOMES (PO): 

At the end of the graduate programme at Calicut University, a student would:

PO1
Knowledge Acquisition: 
Demonstrate a profound understanding of knowledge trends and their impact on the 
chosen discipline of study.

PO2
Communication, Collaboration, Inclusiveness, and Leadership: 
Become a team player who drives positive change through effective communication, 
collaborative acumen, transformative leadership, and a dedication to inclusivity.

PO3
Professional Skills:
Demonstrate professional skills to navigate diverse career paths with confidence and 
adaptability.

PO4
Digital Intelligence:
Demonstrate proficiency in varied digital and technological tools to understand and 
interact with the digital world, thus effectively processing complex information.

PO5

Scientific Awareness and Critical Thinking:
Emerge as an innovative problem-solver and impactful mediator, applying scientific 
understanding and critical thinking to address challenges and advance sustainable 
solutions.

PO6

Human Values, Professional Ethics, and Societal and Environmental Responsibility:
Become a responsible leader, characterized by an unwavering commitment to human 
values, ethical conduct, and a fervent dedication to the well-being of society and the 
environment.

PO7

Research, Innovation, and Entrepreneurship:
Emerge as a researcher and entrepreneurial leader, forging collaborative partnerships 
with industry, academia, and communities to contribute enduring solutions for local, 
regional, and global development.

PROGRAMME SPECIFIC OUTCOMES (PSO):

At the end of the BBA Honours programme at Calicut University, a student would:
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PSO1

PSO2

PSO3

PSO4 Emerge as intrapreneur/entrepreneur leveraging on opportunities with relevant traits of 
a visionary leader

BBA HONOURS PROGRAMME

COURSE STRUCTURE

Semes
ter

Course Code Course Title

Total 
Hours/week Cre

dits

Marks

T P Total I E Total

1

Core Course 1
4 0 4 4

30 70 100

BBA1MN101 
Core Course 2
Marketing Management

4 0 4 4 30 70 100

BBA1MN102 
Core Course 3
Communicating with Financial Data

4 0 4 4 30 70 100

BBA1FM105 
MDC/MDE-1

BBA1FS111 Skill Enhancement Course 1
3

0 3
3

25 50
75

ENG1FA
101(3)

Ability Enhancement Course 1 English 2 2 4 3 25 50 75

Ability Enhancement Course 2 
Additional Language 

3 0 3 0
0 0 0

Total 25 21 525

2
BBA2CJ101 

Core Course 4
Business Economics

4 0 4 4
30 70 100

BBA2CJ102 / Core Course 5
Financial Management

4 0 4 4
30 70 100
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BBA2CJ103 / Core Course 6
Foundations for Business Analytics

4 0 4 4
30 70 100

BBA2FS112 Skill Enhancement Course 2
2 2 4 3

25 50
75

ENG2FA
103(3)

Ability Enhancement Course 3 English 
2 2 4 3

25 50 75

Ability Enhancement Course 4 
Additional Language 

3 0 3 0
0 0 0

Total 23 18 450

3

BBA3CJ201 
Core Course 7 
Domestic Logistic Management 

4 0 4
4

30 70 100

Core Course 8
4 0 4 4 30 70 100

BBA3CJ203/ Core Course 9
Human Resource Management

4 0 4 4
30 70 100

BBA3CJ204 / Core Course 10
Strategic Cost Analysis

4 0 4 4
30 70 100

BBA3FS113 Skill Enhancement Course 3
Skills for Employability 2 2 4 3

25 50
75

MDC/MDE 2 (E/AL)
KS

3 0 3 3
25 50 75

Total 23 22 550

4

BBA4CJ205
Core Course 11

4 0 4 4
30 70 100

BBA4CJ206
Core Course 12
Organization Behaviour 3 2 5 4

30 70 100

BBA4CJ207
Core Course 13
Entrepreneurship Essentials 3 2 5 4

30 70 100

BBA4CJ208
Core Course 14

4 0 4 4
30 70 100

Value-Added Course 1
3

0 3
3

25 50 75

ENG4FV
109(3)

Value-Added Course 2 English 3 0 3 3
25 50 75

Total 24 22 550
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5

BBA5CJ301 
Core Course 15
Operations Management

4
0 4

4
30 70 100

BBA5CJ302
Core Course 16

4 0 4 4
30 70 100

BBA5CJ303
Core Course 17

4 0 4 4
30 70 100

Elective Course 1 4 0 4 4 30 70 100

Elective Course 2 4 0 4 4 30 70 100

BBA5FS114
Skill Enhancement Course 4 
Communicating with AI

3 0 3 3
25 50 75

BBA5FS115
Skill Enhancement Course: -
Internship-1

0 0 0 4
100 100

Audit Course- 1 0 0 0 0 0 0 0

Total 23 27 675

6

BBA6CJ304 / Core Course 18
3 2 5 4 30 70 100

BBA6CJ305 / Core Course 19 
Total Quality Management

4 0 4 4 30 70 100

Elective Course 3 4 0 4 4 30 70 100

Elective Course 4 4 0 4 4 30 70 100

Value-Added Course 3
Business Environment

3
0 3

3
25 50 75

Skill Enhancement Course: -
Project-1

4
0 4

4
30 70 100

Audit Course- 2 0 0 0 0 0 0 0

Total 24 23 575

Total Credits for Three Years 133 3325

7

BBA7CJ401 
Core Course 20
Strategic Management

3
2 5

4 30 70 100

BBA7CJ402 Core Course 21 
3

2 5
4 30 70 100

BBA7EJ401 Elective Course 5
Advanced Human Resource 
Management

3 2 5 4
30 70 100

BBA7EJ402 Elective Course 6
3

2 5
4 30 70 100
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BBA7EJ403 Elective Course 7 (in Honours with 
Research programme) 3 2 5 4

30 70 100

BBA7OE401 Open Elective (in Honours programme)
Hospitality Management

3
2 5

4 30 70 100

Skill Enhancement Course: -
Internship 2

0
0 0

4 100 100

Total 25 24 600

BBA8EJ404  Elective Course 8 (in Honours 
programme) 4

0 4

4 30 70 100

BBA8EJ405  Elective Course 9 (in Honours 
programme)
Entrepreneurial Capital Management 

4
0 4

4 30 70 100

BBA8EJ406 Elective Course 10 (in Honours 
programme)
Advertising & Branding 

4
0 4

4
30 70 100

Skill Enhancement Course: -
Project -2 (in Honours programme)

8
0 8

8
60 140 200

Skill Enhancement Course: -
Research Project (in Honours with 
Research programme)

20 20 20 150 350 500

Total 20 20 500

Total Credits for Four Years 177 4425
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CREDIT DISTRIBUTION

Semester
Major

Core Courses 

Major
DSE

General Foundation Courses

Total

AEC
MDC/
MDE

VAC SEC Interns
hip/ 

Project
1 4+4+4 3 3 3 - 21
2 4+4+4 3 3 - 18
3 4+4+4+4 3 3 - 22
4 4 + 4 + 4 +4 3 + 3 - 22
5 4 + 4 + 4 4 + 4 3 4 27
6 4 + 4 4 + 4 3 4 23

Total for 
Three 
Years

76 16 6 6 9 12 8 133

7 4 + 4 4 + 4+4 4* 4 24
8 4 + 4 +4 8 / 20** 20

* Instead of Major DSE Course; **Instead of Three Major DSE & 8 Credit Project
Total for 

Four 
Years

76+8 = 84 16+24= 40 6 6 9 12 20 177

Finance
Group 

No
Sem

Title Course Code
1 5 Security Analysis & Portfolio Management

5 Financial Derivatives
6 Strategic Financial Management

Group 
No

Sem
Title Course Code

2 5 People Management Skills

6 Training & Development
6 HR Analytics
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Group 
No

Sem
Title Course Code

3 5

6 Integrated Marketing Communication
6

Operations Management
Group 

No
Sem

Title Course Code
4 5

6
6

Logistics
Group 

No
Sem

Title Course Code
5 5

6
6

Business Analytics
Group 

No
Sem

Title Course Code
6 5 for Analytics

6
6

Entrepreneurship
Group 

No
Sem

Title Course Code
7 5

6

6

Title Course Code
Advanced Human Resource Management BBA7EJ401

BBA7EJ402
BBA7EJ403
BBA8EJ404
BBA8EJ405
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BBA8EJ406

GROUPING OF MINOR COURSES IN BBA

(Title of the Minor: FUNCTIONAL BUSINESS ADMINISTRATION)

Group 
No

Sem
Title Course Code

1 Marketing Management
2 Financial Management
3 Human Resource Management

Analytics for Financial Data
Group 

No
Sem

Title Course Code
2 1 Communicating with Financial Data

Foundations for Business Analytics
3 Strategic Cost Analysis

4th Year Minor Courses
Sem Title Course Code

8
Total Quality Management

NOTE:

1. There will be no pathway for BBA students. 
2. Students from other disciplines can choose Minor Groups in BBA. 
3. If a student from other department chooses two Minor groups in BBA (Major with 

Minor Pathway), then the title of the Minor will be Functional Business 
Administration.

4. The above-mentioned minor courses are offered by BBA Department to other 
department students. So, they must attend the minor course classes along with BBA 
students (core course) depending on the intake capacity of each department as per 
University Regulations.

DISTRIBUTION OF GENERAL FOUNDATION COURSES IN BBA

Sem Course Code Course Title
Total
Hours

Hours/ 
Week

Credits

Marks

I E
Total

1 45 3 3 25 50 75
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4
Value-Added Course 1

45 3 3 25 50 75

6
Value-Added Course 3
Business Environment

45 3 3 25 50 75

1
BBA1FS111 Skill Enhancement Course 1

45 3 3 25 50 75

2
BBA2FS112

Skill Enhancement Course 2
60 4 3 25 50 75

3
BBA3FS113 Skill Enhancement Course 3

60 4 3 25 50 75

5 BBA5FS115
Skill Enhancement Course 4 
Communicating with AI

45 3 3 25 50 75

NB: - Except AEC's, MDC 2(KS), VAC2 ; all other courses including VAC1, VAC3, MDC1, 
all SEC's, all core/major courses, all elective courses and open elective shall be taught by Major 
Discipline Faculty only.

EVALUATION SCHEME

1. The evaluation scheme for each course contains two parts: internal evaluation (about 

30%) and external evaluation (about 70%). Each of the Major courses is of 4-credits. It 

is evaluated for 100 marks, out of which 30 marks is from internal evaluation and 70

marks, from external evaluation. Each of the General Foundation course is of 3-credits. 

It is evaluated for 75 marks, out of which 25 marks is from internal evaluation and 50 

marks, from external evaluation.

2. The 4-credit courses (Major courses) are of two types: (i) courses with only theory and 

(ii) courses with 3-credit theory and 1-credit practicum.

In 4-credit courses with only theory component, out of the total 5 modules of 

the syllabus, one open-ended module with 20% content is designed by the 

faculty member teaching that course, and it is internally evaluated for 10 marks. 

The internal evaluation of the remaining 4 theory modules is for 20 marks. 

In 4-credit courses with 3-credit theory and 1-credit practicum components, out 

of the total 5 modules of the syllabus, 4 modules are for theory and the fifth 
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module is for practicum. The practicum component is internally evaluated for 

20 marks. The internal evaluation of the 4 theory modules is for 10 marks.  

3. 3-credit courses (General Foundational Courses) in BBA are of two types: (i) courses 

with only theory and (ii) courses with 2-credit theory and 1-credit practicum.

In 3-credit course with only theory out of the total 5 modules of the syllabus, 

one open-ended module with 20% content is designed by the faculty member 

teaching that course, and it is internally evaluated for 5 marks. The internal 

evaluation of the remaining 4 theory modules is for 20 marks.

In 3-credit courses with 2-credit theory and 1-credit practicum components, out 

of the total 5 modules of the syllabus, 4 modules are for theory and the fifth 

module is for practicum. The practicum component is internally evaluated for 

15 marks. The internal evaluation of the 4 theory modules is for 10 marks.  

1. MAJOR COURSES and GENERAL FOUNDATION COURSES

1.1. INTERNAL EVALUATION OF THEORY COMPONENT
Sl.
No.

Components of Internal
Evaluation of Theory

Part of a Major Course

Internal Marks for the Theory Part
of a Major Course of 4-credits

Theory Only Theory +Practicum

4 Theory
Modules

Open-ended
Module

4 Theory
Modules

Practicum
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1 Test paper/

Mid-semester Exam

10 4 5 -

2 Seminar/ Viva/ Quiz 6 4 3 -

3 Assignment 4 2 2 -

Total

20 10 10 20*

30 30

* Refer the table in section 1.2 for the evaluation of practicum component

Sl.
No.

Components of Internal
Evaluation of Theory

Part of a 3-credit
Course

Internal Marks for the
3-credits Course

Theory Only Theory +Practicum

4 Theory
Modules

Open-ended
Module

4 Theory
Modules

Practicum

1 Test paper/

Mid-semester Exam

10 2 5 -

2 Seminar/ Viva/ Quiz 6 2 3 -

3 Assignment 4 1 2 -

Total

20 5 10 15*

25 25

* Refer the table in section 1.2 for the evaluation of practicum component

1.2. EVALUATION OF PRACTICUM COMPONENT

The evaluation of practicum component in Major courses is completely by internal evaluation. 

Sl. No. Evaluation of Practicum Component
of Credit-1 in a Major Course

Marks for
Practical/Practicum

Weightage

1 Continuous evaluation of practicum performed
in classes by the students by using any kind of
formative/summative methods given in the
detailed syllabus.

10 50%

3 Evaluation of the practicum summary report
submitted for the end semester viva voce
examination by the teacher-in-charge and
additional examiner

10 50%
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*..There is no specific format for practicum summary report. It can be decided by teacher-
in-charge according to the type of practicum chosen.

Total Marks 20

Sl. No. Evaluation of Practicum Component
of Credit-1 in a SEC Course

Marks for
Practicum

Weightage

1 Continuous evaluation of practicum performed
in classes by the students by using any kind of
formative/summative methods given in the
detailed syllabus.

8 50%

3 Evaluation of the practicum summary report
submitted for the end semester viva voce
examination by the teacher-in-charge and
additional examiner

7 50%

*..There is no specific format for practicum summary report. It can be decided by teacher-
in-charge according to the type of practicum chosen.

Total Marks 15

1.3. EXTERNAL EVALUATION OF THEORY COMPONENT

External evaluation carries 70% marks. Examinations will be conducted at the end of each 

semester. Individual questions are evaluated in marks and the total marks are converted into 

grades by the University based on 10-point grading system.

PATTERN OF QUESTION PAPER FOR MAJOR COURSES

Duration Type
Total No. of 
Questions

No. of 
Questions to be 

Answered

Marks for 
Each 

Question

Ceiling 
of

Marks

2 Hours
Short Answer 10 8 10 3 24
Paragraph/ Problem 8 6 8 6 36
Essay 2 1 10 10

Total Marks 70

PATTERN OF QUESTION PAPER FOR GENERAL FOUNDATION COURSES

Duration Type
Total No. of 
Questions

No. of 
Questions to be 

Answered

Marks for 
Each 

Question

Ceiling 
of

Marks

1.5 Hours
Short Answer 10 8 10 2 16
Paragraph/ Problem 5 4 5 6 24
Essay 2 1 10 10

Total Marks 50
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2. INTERNSHIP

Programme BBA
Course Code
Course Title Internship-1 & Internship- 2
Type of Course SEC
Semester 5 & 7
Academic 
Level
Course Details Credit Lecture per 

week
Tutorial
per week

Practical
per week

Total Hours

4 - - 120

Pre-requisites

Course 
Summary

This course is designed for undergraduate students to provide educational 
and career development opportunities to students by providing practical 
experience in a field or discipline, provide possible opportunities to learn, 
understand, and sharpen the real-time technical/managerial skills required 
on the job, understand the psychology of the workers and their habits, 
attitudes and approach to problem solving.

 

2.1. GUIDELINES FOR INTERNSHIP

1. Internship can be in Management or allied disciplines.

2. There should be minimum 120 hrs. of engagement from the student in the Internship.

3. Summer vacations and other holidays can be used for completing the Internship.

4. The students should make regular and detailed entries in to a personal log book through 

the period of Internship. The log book will be a record of the progress of the Internship 

and the time spent on the work, and it will be useful in writing the final report. All

entries should be dated. The Internship supervisor should periodically examine and 

countersign the log book. 

5. The log book and the typed report must be submitted at the end of the Internship. 
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6. The institution at which the Internship will be carried out should be prior-approved by 

the Department Council of the college where the student has enrolled for the UG 

(Honours) programme. 

2.2. EVALUATION OF INTERNSHIP

The evaluation of Internship shall be done internally through continuous assessment 

mode by a committee internally constituted by the Department Council of the college 

where the student has enrolled for the UG (Honours) programme.

The credits and marks for the Internship will be awarded only at the end of semester 5

& semester 7.

The scheme of continuous evaluation and the end-semester viva-voce examination

based on the submitted report shall be as given below:

Component of Evaluation of Internship Weightage Marks/100
Continuous Evaluation of internship 
through interim presentation and reports 
by the committee internally constituted by 
the Department Council.

40% 40

End-Semester viva-voce examination to 
be conducted by the committee internally 
constituted by the Department Council.

35% 35

Evaluation of the day-to-day records and 
final report submitted for the end semester 
viva-voce examination by the committee 
internally constituted by the Department 
Council.

15% 15

Business Organization/ Local Industries/ 
Agriculture, Health and allied 
sectors/Local Government Institutions

10% 10
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Understanding of the Field
(15 Marks)

Challenges and 
Solutions

(15Marks)

Communication 
Skills

(5Marks)

Use of Visual Aids
(5Marks)

Depth of 
Understanding 
(15 Marks)

Integration of 
Academic Knowledge 

and Practical 
Application (10

Marks)

Communication Skills 
(2Marks)

Project Report
(8 Marks)

3. PROJECT

PROJECT IN HONOURS PROGRAMME 

In Honours programme, the student should do a Project of 8-credits in semester 8. 
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The Project can be done in the same institution/ any other higher educational institution 

(HEI)/ research centre/ training centre. 

The Project in Honours programme can be a short research work or an extended internship 

or a skill-based training programme.  

A faculty member of the respective institution, where the student does the Project, should 

be the supervisor of the Project. 

Programme BBA
Course Code
Course Title Project -2
Type of Course SEC
Semester 8
Academic 
Level

400 499

Course Details Credit Lecture per 
week

Tutorial
per week

Practical
per week

Total Hours

8 8 - 240

The teacher should have 8hrs/week of engagement in the guidance of the 
Project(s) in Honours programme, while each student should have 16
hrs/week of engagement in the Project work. Total hours are given based 

Course 
Summary

This course is designed for undergraduate honours students across all 
disciplines, offering them an opportunity to delve deeply into a topic of 
their choice, underpinned by rigorous research and creative methodology. 
It is an invitation to embark on an academic voyage that prioritizes critical 
thinking, problem-solving, and innovation, all within the framework of 
scholarly research. Students will engage in a self-directed project that not 
only contributes to their field of study but also encourages a personal 
journey of discovery and intellectual growth.

1. The evaluation of project work shall be done internally through continuous assessment 
mode by a committee internally constituted by the Department Council. 

2. The remaining 70% shall be awarded by the external examiner appointed by the 
University.

3. The scheme of continuous evaluation and the end-semester viva-voce of the project

Component of Evaluation of Project Weightage Marks/200
Continuous Evaluation of project through 
interim presentation and reports by the 

30% 60
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committee internally constituted by the 
Department Council.
End-Semester viva-voce examination to 
be conducted by the external examiner
appointed by the University.

50% 100

Evaluation of the day-to-day records and 
final report submitted for the end semester 
viva-voce examination by the committee 
internally constituted by the External 
Examiner

20% 40

4. EVALUATION CRITERIA FOR INTERIM PRESENTATION

Clarity of 
Research 
Question
(15Marks)

Originality 
and 

Creativity (10
Marks)

Methodological 
Rigor 

(15 Marks)

Progress and 
Milestones 
(15 Marks)

Communication& 
Presentation Skills

(5 Marks)

5. EVALUATION CRITERIA FOR VIVA-VOCE

Comprehension 
and Depth of 
Knowledge 
(10 Marks)

Methodological 
Rigor and 

Integrity (10
Marks)

Contribution 
&Implications

(20 Marks)

Communication 
Skills (10
Marks)

Response 
to

Questions 
(20

Marks)

Project
Report

(30
Marks)

A. Preface Section: - Title page of the report - Declaration by the student - Certificate from 
supervisory faculty counter Signed by Head of the Institution. - Acknowledgement -
Chapter content List of tables- List of figures

B. Executive Summary (Minimum 1 page)

C. Chapters



20

Chapter 1: Introduction (includes statement of the problem, objectives of the study, 
scope of the study, hypotheses if any, methodology employed, and limitations of the 
study)
Chapter 2: Industry profile/ Company profile/ Product profile/ Unit of study
Chapter 3: Review of literature (the review should be conducted by referring similar 
nature of studies conducted in academic journals, books, magazines, newspapers and 
other published sources)
Chapter 4: Data analysis and interpretation (data should be described and the collected 
data should be analyzed using appropriate tools) 
Chapter 5: Findings, Conclusion and Recommendations

D. Bibliography

PROJECT IN HONOURS WITH RESEARCH PROGRAMME

Students who secure 75% marks and above (equivalently, CGPA 7.5 and above) 

cumulatively in the first six semesters are eligible to get selected to Honours with 

Research stream in the fourth year.

A relaxation of 5% in marks (equivalently, a relaxation of 0.5 grade in CGPA) is 

allowed for those belonging to SC/ ST/ OBC (non-creamy layer)/ Differently-Abled/ 

Economically Weaker Section (EWS)/ other categories of candidates as per the decision 

of the UGC from time to time.

In Honours with Research programme, the student has to do a mandatory Research 

Project of 20-credits in semester 8. 

The approved research centres of University of Calicut or any other university/ HEI can 

offer the Honours with Research programme. The departments in the affiliated colleges 

under University of Calicut, which are not the approved research centres of the 

University, should get prior approval from the University to offer the Honours with 

Research programme. Such departments should have minimum two faculty members 

with Ph.D., and they should also have the necessary infrastructure to offer Honours 

with Research programme. 

A faculty member of the University/ College with a Ph.D. degree can supervise the 

research project of the students who have enrolled for Honours with Research. One such 

faculty member can supervise maximum five students in Honours with Research 

stream. 
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The maximum intake of the department for Honours with Research programme is fixed 

by the department based on the number of faculty members eligible for project 

supervision, and other academic, research, and infrastructural facilities available. 

If a greater number of eligible students are opting for the Honours with Research 

programme than the number of available seats, then the allotment shall be based on the 

existing rules of reservations and merits.

Programme BBA
Course Code
Course Title Research Project 
Type of Course SEC
Semester 8
Academic 
Level

400 499

Course Details Credit Lecture per 
week

Tutorial
per week

Practical
per week

Total Hours

20 20 - 600

The teacher should have 20 hrs/week of engagement) in the guidance of 
the Project(s) in Honours with Research programme, while each student 
should have 40 hrs/week of engagement in the Project work. Total hours 

Course 
Summary

This course is designed for undergraduate honours students across all 
disciplines, offering them an opportunity to delve deeply into a topic of 
their choice, underpinned by rigorous research and creative methodology. 
It is an invitation to embark on an academic voyage that prioritizes critical 
thinking, problem-solving, and innovation, all within the framework of 
scholarly research. Students will engage in a self-directed project that not 
only contributes to their field of study but also encourages a personal 
journey of discovery and intellectual growth.

1. The evaluation of project work shall be done internally through continuous assessment 
mode by a committee internally constituted by the Department Council. 

2. The remaining 70% shall be awarded by the external examiner appointed by the 
University.

3. The scheme of continuous evaluation and the end-semester viva-voce of the project

Component of Evaluation of Project Weightage Marks/600
Continuous Evaluation of project through 
interim presentation and reports by the 

30% 180
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committee internally constituted by the 
Department Council.
End-Semester viva-voce examination to 
be conducted by the external examiner
appointed by the University.

50% 300

Evaluation of the day-to-day records and 
final report submitted for the end semester 
viva-voce examination by the committee 
internally constituted by the External 
Examiner

20% 120

Clarity of 
Research 
Question
(40Marks)

Originality 
and 

Creativity (30
Marks)

Methodological 
Rigor 

(40 Marks)

Progress and 
Milestones 
(50 Marks)

Communication& 
Presentation Skills

(20 Marks)

Comprehension 
and Depth of 
Knowledge 
(40 Marks)

Methodological 
Rigor and 
Integrity 

(40Marks)

Contribution 
&Implications

(60 Marks)

Communication 
Skills (30
Marks)

Response 
to

Questions 
(40

Marks)

Project
Report

(90
Marks)
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4. LETTER GRADES AND GRADE POINTS

Mark system is followed for evaluating each question. 

For each course in the semester letter grade and grade point are introduced in 10-point 

indirect grading system as per guidelines given below. 

The Semester Grade Point Average (SGPA) is computed from the grades as a measure 

The Cumulative GPA (CGPA) is based on the grades in all courses taken after joining 

the programme of study.
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Only the weighted grade point based on marks obtained shall be displayed on the grade 

card issued to the students.  

LETTER GRADES AND GRADE POINTS

Sl. 
No.

Percentage of Marks 
(Internal & External 

Put Together)

Description Letter 
Grade

Grade 
Point

Range of 
Grade 
Points

Class

1 95% and above Outstanding O 10 9.50 10 First Class 
with

Distinction
2 Above 85% and below 95% Excellent A+ 9 8.50 9. 49

3 75% to below 85% Very Good A 8 7.50 8.49

4 65% to below 75% Good B+ 7 6.50 7.49

First Class5 55% to below 65% Above 
Average

B 6 5.50 6.49

6 45% to below 55% Average C 5 4.50 5.49 Second Class

7 35% to below 45% aggregate 
(internal and external put 
together) with a minimum of 
30% in external valuation

Pass P 4 3.50 4.49 Third Class

8 Below an aggregate of 35% 
or below 30% in external 
evaluation

Fail F 0 0 3.49 Fail

9 Not attending the examination Absent Ab 0 0 Fail

When students take audit courses, they will be given Pass (P) or Fail (F) grade without 

any credits.

The successful completion of all the courses and capstone components prescribed for 

the three-year or four-year programme with 'P' grade shall be the minimum requirement 

for the award of UG Degree or UG Degree (Honours) or UG Degree (Honours with 

Research), as the case may be. 

5.1. COMPUTATION OF SGPA AND CGPA

The following method shall be used to compute the Semester Grade Point Average 

(SGPA):
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The SGPA equals the product of the number of credits (Ci) with the grade points (Gi) 

scored by a student in each course in a semester, summed over all the courses taken by 

a student in the semester, and then divided by the total number of credits of all the

courses taken by the student in the semester, 

i.e.

where Ci is the number of credits of the ith course and Gi is the grade point scored by 

the student in the ith course in the given semester. Credit Point of a course is the value 

obtained by multiplying the credit (Ci) of the course by the grade point (Gi) of the 

course. 

ILLUSTRATION COMPUTATION OF SGPA

Semester Course Credit Letter 

Grade

Grade

point

Credit Point

(Credit x Grade)

I Course 1 3 A 8 3 x 8 = 24

I Course 2 4 B+ 7 4 x 7 = 28

I Course 3 3 B 6 3 x 6 = 18

I Course 4 3 O 10 3 x 10 = 30

I Course 5 3 C 5 3 x 5 = 15

I Course 6 4 B 6 4 x 6 = 24

Total 20 139

SGPA 139/20 = 6.950

The Cumulative Grade Point Average (CGPA) of the student shall be calculated at the 

end of a programme. The CGPA of a student determines the overall academic level of 

the student in a programme and is the criterion for ranking the students. 

CGPA for the three-year programme in CUFYUGP shall be calculated by the following 

formula.

CGPA for the four-year programme in CUFYUGP shall be calculated by the following 

formula.
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The SGPA and CGPA shall be rounded off to three decimal points and reported in the 

transcripts. 

Based on the above letter grades, grade points, SGPA and CGPA, the University shall 

issue the transcript for each semester and a consolidated transcript indicating the 

performance in all semesters.

6. Study Tour
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Format of the Question Paper Type I for Major and Minor Courses

I Semester BBA (CUFYUGP) Degree Examinations October 2024

BBA1CJ101: <Title of the Major Course>

(Credits: 4)

Maximum Time: 2 hours Maximum Marks: 70

Section A

[Answer All. Each question carries 3 marks] (Ceiling: 24 Marks)

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

Section B

[Answer All. Each question carries 6 marks] (Ceiling: 36 Marks)

11.

12.

13.

14.

15.

16.

17.

18.

Section C

[Answer any one. Each question carries 10 marks] (1x10=10 Marks)

19.

20.
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I Semester BBA (CUFYUGP) Degree Examinations October 2024

BBA1FM105: <Title of the MDC Course>

(Credits: 3)

Maximum Time: 1.5 hours Maximum Marks: 50

Section A

[Answer All. Each question carries 2 marks] (Ceiling 16 marks)

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

Section B

[Answer All. Each question carries 6 marks] (Ceiling 24 Marks)

11.

12.

13.

14.

15.

Section C

[Answer any one. Each question carries 10 marks] (1x10=10 Marks)

16.

17.
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Mode of Assessment CCA (Continuous Comprehensive Assessment) -

Summative Assessment (SA)
a. Written test 
b. Open book test 
c. Laboratory report 
d. Problem based assignments 
e. Individual project report 
f. Case study report 
g. Team project report 
h. Literature survey 
i. Standardized Test 

Formative Assessment (FA)
a. Practical Assignment
b. Viva
c. Quiz
d. Interview
e. Class Discussion
f. Seminar
g. Group Tutorial work
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h. Home assignments
i. Self and peer Assessments
j. Oral presentations

1.

3.

5.

8.

10.
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Programme BBA
Course Code
Course Title Marketing Management
Type of Course Core Course / Minor
Semester 1
Academic 
Level

100 -199

Course Details Credit Lecture per 
week

Tutorial
per week

Practicum
per week

Total Hours

4 4 - 60
Pre-requisites

Course 
Summary

This course introduces students to the core principles of marketing 
management and the strategic role marketing plays in driving business 
success in the digital age. Through a blend of theoretical concepts, real-
world examples, and hands-on projects, students will explore the dynamic 
world of marketing and develop the skills necessary to navigate its 
challenges creatively and effectively. The curriculum is designed to foster 
critical thinking, analytical skills, and innovative approaches to marketing 
problems, preparing students for careers in a variety of industries.
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Module Unit Content Hrs
(60)

Internal 
(30)

External
(70)

I Understanding the concept of consumer buying 
behavior

12 20 16

1 Marketing - Nature, Scope, and importance of 
marketing. 

2 Concept of marketing: Product concept, 
Production concept, Selling concept and 
marketing concept. 

3 Marketing Vs. selling.
4 Marketing environment: Economic, Political, 

Social, legal and technological.
5 Portfolio approach : BCG matrix and GE 

McKinsey matrix (with real world examples 
II Customer driven market strategy 12 18

6 Segmentation- Concept. Levels of 
segmentation. Basis for market segmentation.

7 Targeting- Concept. Targeting strategies.
8 Differentiation: concept and Importance.
9 Positioning- Concept, Positioning strategies.

10 Consumer behavior- Defining term consumer-
Meaning and definition of consumer behavior. 
Role of consumer behavior in consumer 
buying decision process.

III Marketing mix decisions 12 18
11 Product decisions- Meaning and Definition of 

product- Product classification, Components 
of product mix.

12 Product life cycle and Product life cycle 
strategies, 

13 Pricing decisions: Meaning and definition, 
Determinants of price, Pricing strategies.

14 Value proposition. Give hands on experience 
to create value proposition.

15 Promotion decisions: Meaning and definition: 
Promotion mix- Factors affecting promotion 
mix.
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16 Fundamentals of marketing communication 
mix- Advertisement, sales promotion, Public 
relations, Publicity and Personal selling.

17 Distribution: Meaning and definition- Levels 
of distribution, Types of intermediaries.

IV Marketing of Services 12 18
18 Product vs. Services.
19 Marketing strategies for services-
20 Emerging trends in marketing- Digital 

marketing, Sustainable marketing, Affiliate 
marketing.

21 Integrated marketing communication.
22 AI marketing- Concept, developing and AI 

marketing strategy.
V Open Ended Module 12 10

1 Explore any prominent or new marketing areas 
by visiting respective business establishments 
and prepare a report.

2 Brand Development Workshop: Organize a 
workshop where students create a brand from 
scratch. This activity would encompass naming 
the brand, designing a logo, developing a brand 
identity, and creating a brand positioning 
statement.

3 Social Media Marketing Campaign: Divide the 
class into groups and assign each group the task 
of developing a social media marketing 
campaign for a hypothetical product or service. 
Students should identify their target audience, 
choose appropriate social media platforms, 
create content, and plan the campaign's timing 
and frequency.

4 Competitor Analysis Project: Assign students 
to conduct a detailed competitor analysis for a 
selected company. This project should include 
identifying the company's main competitors, 
analysing their marketing strategies, and 
suggesting areas where the chosen company 
can gain a competitive advantage.
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Mode of Assessment CCA (Continuous Comprehensive Assessment) -

     Summative Assessment (SA)
a. Written test 
b. Open book test 
c. Laboratory report 
d. Problem based assignments 
e. Individual project report 
f. Case study report 
g. Team project report 
h. Literature survey 
i. Standardized Test 

Formative Assessment (FA)
a. Practical Assignment
b. Viva
c. Quiz
d. Interview
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e. Class Discussion
f. Seminar
g. Group Tutorial work
h. Home assignments
i. Self and peer Assessments
j. Oral presentations
k. Observation of practical skills

REFERENCES
1. Grewal, D., & Levy, M. Marketing. McGraw Hill Education (India) Pvt. Ltd. 
2. Ramaswamy, V. S., & Namakumari, S. (Year of Publication). Marketing 

management: Planning, implementation and control. Macmillan Business Books
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Expenses, Income and Profit: Nature, Significance, 
Types, and concepts.
Cost and Revenue: Nature, Significance, Types, and 
concepts.
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Mode of Assessment CCA (Continuous Comprehensive Assessment) -

Summative Assessment (SA)
a. Written test 
b. Open book test 
c. Laboratory report 
d. Problem based assignments 
e. Individual project report 
f. Case study report 
g. Team project report 
h. Literature survey 
i. Standardized Test 

Formative Assessment (FA)
a. Practical Assignment
b. Viva
c. Quiz
d. Interview
e. Class Discussion
f. Seminar
g. Group Tutorial work
h. Home assignments
i. Self and peer Assessments
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j. Oral presentations

1.

2.

3.

4.
5.

6.

7.

8.
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Mode of Assessment CCA (Continuous Comprehensive Assessment) -

Summative Assessment (SA)
a. Written test 
b. Open book test 
c. Laboratory report 
d. Problem based assignments 
e. Individual project report 
f. Case study report 
g. Team project report 
h. Literature survey 
i. Standardized Test 

Formative Assessment (FA)
l. Practical Assignment
m. Viva
n. Quiz
o. Interview
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p. Class Discussion
q. Seminar
r. Group Tutorial work
s. Home assignments
t. Self and peer Assessments
u. Oral presentations

14. S,A.Vivek., & B, Babu. (2020). Essentials of Creativity and Innovation, Copperliners
Publishing LLP. (ISBN: 978-93-5437-000-7)
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Programme BBA
Course Code
Course Title Digital Marketing for Business
Type of Course SEC
Semester 1
Academic 
Level

100-199

Course Details Credit Lecture per 
week

Tutorial
per week

Practical
per week

Total Hours

3 3 - - 45
Pre-requisites

Course 
Summary

The Digital Marketing for Business course provides a thorough 
exploration of digital marketing intricacies, starting with an in-depth 
introduction to establish a strong foundation in the meaning, significance, 
and benefits of digital marketing. It then compares traditional and digital 

Marketing. The course covers various types of digital marketing to ensure 
participants grasp strategic approaches and adapt to contemporary 
practices. The conclusion focuses on the Indian digital landscape, offering 
insights through case studies of successful campaigns. Balancing 
theoretical knowledge with practical applications, the course equips 
participants with strategic understanding and hands-on skills using 
industry tools. What makes this course stand out is its inclusivity, catering 
to both beginners and professionals. Discussions on digital marketing 
types, tools, and job opportunities ensure relevance for individuals at 
different career stages. The emphasis on the Indian digital landscape 
enhances its applicability. In essence, the Digital Marketing for Business 
course is a strategic investment for those aiming to excel in the dynamic 
field of digital marketing, providing comprehensive knowledge and 
practical skills for success in the digital era.

Course Outcomes (CO): 
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CO CO Statement Cognitive 
Level*

Knowledge 
Category#

Evaluation Tools 
used

CO1 Develop the capability to 
establish a foundational 
understanding of Digital 
Marketing.

R F Written test/
Literature survey 

CO2 Acquire the proficiency to apply 
Digital Marketing tools and 
strategies effectively.

Ap P Standardized Test

CO3 Develop the ability to analyze
both opportunities and 
challenges within the realm of 
Digital Marketing.

An C Written test

CO4 Able to develop the capability 
to master Social Media 
marketing skills and expertise.

Ap P Practical 
Assignments/Group 
Work

CO5 Acquire the ability to evaluate 
SEO and SEM strategies.

E F Interview/Quiz

CO6 Develop the capability to design 
and execute impactful Email 
Marketing Campaigns.

C C Standardized Test

CO7 Equip participants with the 
skills to develop innovative and 
captivating content strategies.

C C Case studies

* - Remember (R), Understand (U), Apply (Ap), Analyse (An), Evaluate (E), Create (C)
# - Factual Knowledge(F) Conceptual Knowledge (C) Procedural Knowledge (P) 
Metacognitive Knowledge (M)   

Detailed Syllabus:

Mod
ule

Unit Content Hrs
(45)

Internal
(25)

Exter
nal
(50)

I Introduction to Digital Marketing 9

12

1 Digital Marketing Overview: Meaning, Definition, Significance, 
Characteristics.

2 Traditional Marketing Vs Digital Marketing -
Digital Marketing

3 Types of Digital Marketing for Businesses.
4 Digital Marketing Tools: Meaning, Types, Pros and Cons
5 Digital Marketing Trends (Influencer Marketing, Omni Channel 

Marketing). Jobs in Digital Marketing.
6 Artificial Intelligence, Video Marketing, Long-Form Content, 

Social Media Shopping, Progressive Web Pages.
7 Opportunities and Challenges in Digital Marketing. Ethical 

Issues in Digital Marketing
II Social Media Marketing 9

8 Social Media: Meaning, Importance and Benefits.
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9 Social Media Marketing: Meaning, Types, Tools.
20 1210 Advantages and Disadvantages of Social Media Marketing 

(SMM).
11 Different Social Media Platforms: Types (Facebook, Twitter, 

Instagram, LinkedIn, Snapchat, Pinterest, YouTube, TikTok, 
WhatsApp and Telegram) & Its Use.

III SEO and SEM Essentials
9

12

12 SEO Meaning, Process, Role of SEO in Digital Marketing -
Types of SEO.  

13 Difference between On-Page Optimization and Off-Page 
Optimization.

14 Key elements of a successful On-Page Optimization. Keywords 
for an SEO campaign. 

15 SEM Meaning, Importance, Keywords for an SEM Campaign, 
Google Ad words, Ad Creation, Keyword Targeting 

16 Similarities of SEM and SEO
17 Differences between SEM and SEO.

IV E-Mail Marketing 9
18 E-Mail Meaning & Definition, Types of E-Mails.

1419 E-Mail Marketing, Meaning, Objectives, Benefits 
20 Types of E-Mail Marketing (Inbound E-mail marketing & 

Outbound E-mail marketing).
21 E-Mail Marketing Campaign: Meaning, Types.
22 Automation in email marketing- Meaning Features.

V Open Ended Module: 9
5Explore case studies of successful digital campaigns and 

strategies implemented by businesses in India.
Hands-on-Experience in utilizing Social Media Platforms.
Expert Talk: Advanced SEO Strategies.
Expert Talk on Tips to enhance Email Marketing efforts and 
tracking an E-Mail Marketing Campaign.

Mapping of COs with PSOs and POs:

PSO1 PSO2 PSO3 PSO4 PO1 PO2 PO3 PO4 PO5 PO6

CO 1 3 1 2 1 3 1 1 2 1 3

CO 2 3 3 3 2 2 3 2 1 1 3

CO 3 1 3 3 2 2 2 3 2 3 1

CO 4 1 3 3 1 2 3 3 1 1 3

CO 5 1 3 3 1 2 3 3 2 2 3

CO 6 2 3 3 2 2 3 3 1 2 3
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CO7 2 2 2 2 3 2 2 2 2 3

Correlation Levels:

Level Correlation
- Nil
1 Slightly / Low
2 Moderate / Medium
3 Substantial / High

Assessment Rubrics:

Mode of Assessment CCA (Continuous Comprehensive Assessment) -

Summative Assessment (SA)
a. Written test 
b. Open book test 
c. Laboratory report 
d. Problem based assignments 
e. Individual project report 
f. Case study report 
g. Team project report 
h. Literature survey 
i. Standardized Test 

Formative Assessment (FA)
w. Practical Assignment
x. Viva
y. Quiz
z. Interview
aa. Class Discussion
bb.Seminar
cc. Group Tutorial work
dd.Home assignments
ee. Self and peer Assessments
ff. Oral presentations
gg. Observation of practical skills

 

REFERENCES
1. Kamat, N., & Kamat, C. N. (2017). Digital marketing. Himalaya Publishing House.
2. Ryan, D. (2012). Marketing strategies for engaging the digital generation. Kogan Page.
3. Ahuja, V. (2015). Digital marketing. Oxford University Press.
4. Gupta, S. (2022). Digital marketing. McGraw-Hill Education.
5. Hanlon, A., & Akins, J. (2009). Quick win digital marketing. Oak Tree Press.


