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IntroductIon 

In the challenging landscape of entrepreneurship, where financial barrier soften 
dictate success, there lies a compelling narrative of perseverance and 
determination. This article delves in to the life of a poorent repreneur, 
highlighting the obstacles they face and the tenacity required to overcome 
adversity. 
the Journey BegIns 
Our protagonist, again stall odds, embarks on the entrepreneurial journey with limited resources. 
Lacking financial backing, they navigate as earful   certainties, driven by a vision and a relentless 
passion for their venture. 

FInancIal hurdles 
The absence of capital becomes a constant companion, hindering growth and limiting 

opportunities. From struggling to secure loans to facing the skeptic is motivators, the poor 
entrepreneur grapples with financial constraints that shape their entrepreneurial path. 
resource Full InnovatIon 

With creativity as their greatest asset, the entrepreneur learn stood more with less. From 
improvising in operation finding innovative solutions, their resource fullness becomes the driving 
force behind the venture's survival. 
BalancIng act 

Juggling between the demand so entrepreneurship and the harsh realities of a Limited 
budget, the poor entrepreneur must master the delicatear to financial management.   Every decision 
becomes critical, and each investment is weighed against the potential return. 
communIty support 
             In the Community Support In the face of adversity, the entrepreneur discovers the power of 
community. Networking, mentorship, and collaborative efforts become essential lifelines, providing 
support and guidance that money cannot buy. 
 

"Navigating the Struggles: The Resilience of a 
PoorEntrepreneur" 
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perseverance rewarded 
 As the entrepreneur persistently navigates the challenges, success stories begin to 
emerge. The triumphs, though modest, reflect not only financial gains but also  
there silence and determination that define their journey. 
lessons learned 
Through the high sand lows, the poor entrepreneur gains in valuable lessons about adaptability, 
resilience, and the true meaning of success. Their story serves as an inspiration for aspiring 
entrepreneurs facing similar financial constraints. 

conclusIon 
In the world of entrepreneurship, where success often seems reserved for those with ample 

resources, the story of a poor entrepreneur stands as a testament to the indomitable human spirit. 
Despite the odds, they forge a head, proving that passion and perseverance can be the most powerful 
tools in the pursuit of dreams. 
                                                                                                                             K. Miruthula 
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Universe has it sown way of doing things, 
It sometimes might hurt your feelings, 
But truth be told, it 'l lonly give happy endings. 
I have been through the darkest phase of my life, 
With pain & pessimistic hought  saroundmyneck like a knife. 
I thought all my hopes and dreams were destroyed, 
And I am nothing but an empty void. 
,It ried to avoid, And in the process, I had almost died. 
But then universe sent me the light, It told me 
everything will be alright, 
And told good things are coming, Hang 
tight. And what it said was actually right, 
Ever since the light, My life has been bright.  

 
            Kiruthika S 

THE UNIVERSE 
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Name of the Activity VILLAGE EXTENSION PROGRAMME - 2019 
Type of Activity Outreach Programme 

Date & Time From 20.09.2019 to 22.09.2019, 10:00 a.m. – 05:00 p.m 
Details of Participants 60 MBA students 

Coordinator Dr. G. Ilankumaran Associate Professor &Dr.S. Sudhamathi, 
Assistant Professor 

Organizing Department Alagappa Institute of Management 
Collaborating Agency Chinnavengavayal Panchayath 

Description The Alagappa University has introduced a novel course 
in the curriculum namely `village placement 
programme' in the year 2011 to provide an exposure to 
students on issues confronting villages. 
The programme would identify the demands and 
requirements of the village community. In the process, 
the students would educate, enlighten, empower and 
motivate the people to improve their knowledge and 
change their attitude for a quality life. 

Outcome A socio-economic survey was carried out by the 
students throughout the village. A survey of 120 houses 
which include an average of 6 family members was 
conducted. Each and every minute pertaining to their 
lifestyle was looked into and analyzed keenly. 
An awareness campaign on female literacy, dropouts, 
health and nutrition, environment and drinking water 
was organized under this programme 
Medical Camp was organized jointly with Dr. 
M.Sivakumar BHMS, Karaikudi for the general public. 
On the previous day, the villagers were made aware 
about the medical camp by the students. Most of the 
villagers have attended the camp and prescribed 
medicines were also issued at free of cost to the 
checked patients. 

 
     
Photo 
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 LEARNING AND DEVELOPMENT 
 
 
Learning and development (L&D) is the process of enhancing individuals' skills, 
knowledge, and competencies to improve performance and achieve organizational 
goals. It encompasses various strategies, including formal training, education, and 
experiential learning opportunities. L&D initiatives aim to equip employees with the 
capabilities they need to excel in their current roles and prepare them for future 
challenges. 

 
  Key components of L&D include training 
programs, which provide target destruction on 
specific job task so functions, and development 
initiatives, which focus on broader skill 
enhancement and professional growth. E-learning 
platforms and resources have become 
increasingly popular, offering flexible and 
accessible learning options for individuals to 
acquire new skills remotely. 
 
A continuous learning culture is essential for fostering on going 
growth and adaptation with in organizations. This involves 
creating an environment where employees are encouraged to seek 
out learning opportunities, share knowledge, and receive 
feedback on their progress. 

 
J.sharmIla 

mBa  
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Glimpses of FINCLAIM Dimension of Stock Market 

 
 The Financial Club (FINCLAIM) at Alagappa Institute of Management meticulously orchestrated the program 
titled "FINCLAIM Dimension of Stock Market." This exclusive financial management club, composed of MBA 
students and led by Dr. S. Sudhamathi, an Assistant Professor at AIM, is instrumental in nurturing financial 
awareness and management skills among its members. Within the club hierarchy, the Club President is chosen from 
MBA 2nd-year students, while secretaries are selected from MBA 1st-year students. The entire program was 
executed by the students under the guidance and supervision of Dr. S. Sudhamathi, serving as the club coordinator. 

The opening remarks were delivered by the FINCLAIM 
Student President, setting the stage for enlightening discussions 
on the stock market. Dr. Soma Valliappan, the Managing 
Director of Menmai Management Consultancy Services Pvt 
Ltd., was the distinguished guest speaker for the occasion. He 
shared valuable insights into the potentials within the stock 
market and urged students to consider pursuing careers in this 
dynamic field. Dr. Soma Valliappan's presentation shed light on 
various aspects of the stock market, providing a distinct 
perspective and showcasing the diverse opportunities available. 

The primary objective of the session was to broaden the students' understanding of the stock market and its role 
in the financial landscape. Participants expressed excitement at gaining a unique perspective on the stock market, 
demonstrating their enthusiasm for learning beyond traditional classroom settings. The program made a lasting 
impression on the students, who eagerly expressed satisfaction with the insights gained during the event. 

 
In conclusion, the "FINCLAIM Dimension of Stock Market" program successfully achieved its goals of 

providing valuable insights into the stock market, fostering enthusiasm for career exploration, and encouraging 
participants to delve deeper into this dynamic field. The collaborative efforts of the Financial Club, guided by Dr. S. 
Sudhamathi, combined with the impactful contribution of Dr. Soma Valliappan, rendered the event a significant 
and enriching experience for all involved. 
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MANAGEMENT TOOLS USED IN COMPANIES 

 

 Project Management Tools 
●  Key Features: Visual boards, cards, and lists for task management. 
● Suitable for: Agile project management, small teams, visual thinkers. 

Asana:(Paid) 
● Key Features: Task tracking, project time lines, team collaboration. 
● Suitable for: Project planning, task management, team coordination.  
      Microsoft Project:(paid) 
● Key Features: Gantt charts, resource management, project planning. 
● Suitable for: Large-scale projects, complex timelines, resource-intensive tasks. 

Time Management Tools 
● Key Features: Time tracking, reporting, project budgeting. 
● Suitable for: Freelancers, small businesses, individuals tracking billable hours.  
● Rescue Time:(free). ● Key Features: Automatic time tracking, productivity analytics.  ● Suitable for :Individuals looking to improve time management and productivity.  

Communication and Collaboration Tools 
● Key Features: Real-time messaging, channels, integrations. 
● Suitable for: Team communication, files haring, quick collaboration. 
● Microsoft Teams:(paid) 
● Key Features: Chat, video meetings, file sharing, collaboration. 
● Suitable for: Integrated communication within Microsoft 365, remote teams. 

            Customer Relationship Management (CRM) Tools 
● Key Features: Lead management, sales forecasting, customer analytics. 
● Suitable for: Sales teams, customer service, marketing. Hub Spot CRM: (free) ● Key Features: Contact management, lead tracking, marketing automation. 
● Suitable for: Small to medium-sized businesses, marketing and sales alignment. 
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Resource Management Tools 
●  Key Features: Resource scheduling, team planning, leave management. 
● Suitable for: Project-based businesses, agencies, resource optimization.  ● Key Features: Team planning, project tracking, resource allocation. 
● Suitable for: Creative agencies, project-based teams. 

 
   Human Resource Management (HRM) Tools 

● Key Features: HRIS, employee self-service, performance management. 
● Suitable for: Small to medium-sized businesses, HR automation. Workday: 
● Key Features: HR management, payroll, workforce planning. 
● Suitable for: Large enterprises, comprehensive HR solutions.  

 
 
 

By 
N. Kamala sri 2nd Year MBA 
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The Power of Community Engagement: Building Stronger Ties Between University and 
Surrounding Areas  
Universities are not isolated entities; they are integral parts of their surrounding communities, 
and fostering strong ties between the two can have numerous benefits for both sides. Community 
engagement initiatives provide opportunities for students, faculty, and staff to collaborate with 
local organizations, businesses, and residents, creating a more vibrant and interconnected 
community. 

 
One way universities can engage with their surrounding areas is through service-learning 
programs that allow students to apply their academic knowledge to real-world challenges. By 
partnering with local nonprofits, schools, and government agencies, students can gain hands-on 
experience while making a meaningful impact in their community. These programs not only 
benefit the organizations receiving assistance but also help students develop valuable skills such 
as teamwork, problem-solving, and leadership. 
 
Universities can collaborate with local businesses to offer internships, job fairs, and networking 
events, providing students with valuable career opportunities while strengthening ties between 
academia and industry. 

 
Universities also have a responsibility to address pressing social and environmental issues facing 
their communities. Whether it's through research projects, community-based participatory 
research, or public outreach initiatives, universities can play a vital role in advancing social 
justice, sustainability, and equity. 
 
Moreover, universities can serve as cultural hubs that enrich the fabric of their communities 
through arts, culture, and public programming. By hosting events such as concerts, art 
exhibitions, and lectures open to the public, universities can bring people together, foster 
dialogue, and celebrate the diversity of their community. These events not only enrich the 
cultural life of the community but also provide opportunities for cross-cultural exchange and 
mutual understanding. 
 
In conclusion, community engagement is essential for universities to fulfill their role as anchors 
of their surrounding areas. By fostering partnerships with local organizations, supporting 
economic development, addressing social and environmental challenges, and enriching the 
cultural landscape, universities can build stronger ties with their communities and create a more 
inclusive and resilient society for all.  

BY 
S.VAHITHA BANU 
II MBA(GENERAL)  
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MARKETING TERMINOLOGY
B2B vs. B2C:   
B2B stands for business-to-business, referring to marketing directed at other companies. B2C 
stands for business-to-consumer, referring 
Buyer Persona:  
 A buyer persona is a detailed profile of your ideal customer, including their demographics, 
interests, and needs. 
Call to Action (CTA): 
A CTA is a clear and concise statement that tells your aud
such as "Buy Now" or "Learn More."
Content Marketing:  Content marketing is the practice of creating and sharing valuable content 
to attract and engage a target audience.
Conversion Rate:  
The conversion rate is the percentage of visitors to your website or landing page who take a 
desired action, such as making a purchase or signing up for a newsletter.
CRM (Customer Relationship Management):
 A CRM system is a tool that helps businesses manage their interactions with cu
potential customers. 
SEO (Search Engine Optimization):  
SEO is the practice of optimizing your website and content to rank higher in search engine 
results pages (SERPs).   

 

MARKETING TERMINOLOGY 

business, referring to marketing directed at other companies. B2C 
consumer, referring to marketing directed at individual customers.

A buyer persona is a detailed profile of your ideal customer, including their demographics, 

A CTA is a clear and concise statement that tells your audience what you want them to do next, 
such as "Buy Now" or "Learn More." 

Content marketing is the practice of creating and sharing valuable content 
to attract and engage a target audience. 

centage of visitors to your website or landing page who take a 
desired action, such as making a purchase or signing up for a newsletter. 

tomer Relationship Management): 
A CRM system is a tool that helps businesses manage their interactions with cu

SEO (Search Engine Optimization):   
SEO is the practice of optimizing your website and content to rank higher in search engine 

SM. ABUSHEIK
2nd MBA
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Different Methods of Costing 
The costing procedures are the cost estimation and cost accounting systems. Industries differ in terms of their 
nature and also the products and services they supply. Job costing is useful in industries that manufacture or 
perform work to customer specifications. Process costing is appropriate for industries where production is 
continuous and the units produced are uniform. All additional methods are modifications, extensions, or 
improvements on these basic principles. The following are examples of costing methods: 
Job Costing 
 Job costing is a type of accounting that monitors costs and revenues by “work” and allows for uniform 
profitability reporting by the job. An accounting system must allow job numbers to be allocated to specific 
expenses and revenues to support job costing. 
Contract Costing 

Contract costing is the tracking of costs associated with a specific contract with a customer. For example, 
a company submits a bid for a large construction project with a possible customer. The two sides also agree in a 
contract that the company will be reimbursed in a specified method. 

Batch Costing 
Batch cost is a collection of costs paid when a group of items or services is manufactured that cannot be 

traced back to individual products or services within the group. It may be essential to assign the batch cost to 
individual units within a batch for cost accounting reasons. 

Process Costing 
Process costing is an accounting method for tracking and accumulating direct expenses in a 

manufacturing process and allocating indirect costs. Costs are given to items in huge batches, which can span a 
month’s worth of production. 

Unit Costing 
A company’s unit cost is the cost of producing, storing, and selling one unit of a given product. All fixed 

and variable expenses in production are included in unit costs. A cost unit is a unit of measurement used to 
determine the volume of a service or product. Mines, oil drilling units, cement works, brickwork, or unit 
production cycles, such as radios and washing machines, all use unit costs. 

Operation Costing 
Job costing and process costing are combined in operation costing. It may be employed when a product is 

made from various raw materials and then finished using a standardised procedure for a group of items. The 
main goal of this strategy is to figure out the cost of each procedure. 
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Multiple Costing: 
When things are sold that contain various other processed parts, multiple costing, also known as 

composite costing, is an accounting method used when these parts cost differently. Each of the elements made 
by other processes, like the ultimate product, has a cost connected with it. 

Operating Costing: 
Operating costs, often known as operational expenses, are expenses connected to the running of a 

business or a product, component, piece of equipment, or facility. They seem to be the costs of resources used 
by a company just to stay in business. Airlines, trains, road transport companies (both products and 
passengers), hotels, cinema halls, power plants, and other businesses employ operating costs. 

Conclusion: 
The method of estimating costs differs from industry to industry. When using a costing method, one 

should choose the right one. This is because the wrong method can significantly raise the production cost of a 
good or service. For example, a costing approach developed for incremental pricing decisions may not be 
appropriate for long-term decisions. 

C. Muthulakshmi 2nd MBA(General) 
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