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MEMORANDUM OF UNDERSTANDING 

This Memorandum of Understanding (hereinafter called as the 'MOU') is entered

into on this theday of Two Thousand Eighteen(13.05.2017), 

BETWEEN

ISB&M School of Technology, the First Party represented herein by its 
Academic Chairperson Prof. Dr. M. P. Yadav (hereinafter referred as 'First 

Party', the institution which expression, unless excluded by or repugnant to the 

subject or context shall include its successors - in-office, administrators and 

assigns). 

AND 

ISB&M, College of Commeree, the Second Party, and represented herein by its 

Principal, Dr. Vaman Naik (hereinafter referred to as "Second Party", company 

which expression, unless excluded by or repugnant to the subject or context shall 

include its successors- in-office, administrators andassigns). 

(First Party and Second Party are hereinafter jointly eferred to as "Parties' and 

individually as Party') 

WHEREAS: 

A) First Party is a Higher Educational Institutionnamed: A) 

0ISB&M School of Technology 

B) First Party & Second Party believe that collaboration and co-operation

between themselves will promote more effective use of each of their

resources, and provide each of them with enhancedopportunities. 
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C) The Parties intent to cooperate and focus their efforts on cooperation within 

area of Skill Based Training, Education andResearch. 

D) Both Parties, being legal entities in themselves desire to sign this MOU for 

advancing their mutual interest; 

E) ISB&M, College of Commercethe Second Party is engaged in Business, 

Skill Development, Education and R&D Services in the fields of and related 

fields. 

F) ISB&M, College of Commercethe Second Party is promoted by Group; 

Address and background of the Organization; 

G) Give related information, its branches, and dimensional information about 

the industry concerned with whom the MoU issworn. 

NOW THEREFORE, IN CONSIDERATION OF THE MUTUAL PROMISES

SET FORTH IN THIS MOU, THE PARTIES HERET0 AGREE AS 

FOLLOWwS: 

CLAUSE1 CO-OPERATION

1.1 Both Parties are united by common interests and objectives, and they shall 

establish channels of communication and co-operation that will promote and 

advance their respective operations within the Institutionand its related 

wings. The Parties shall keep each other informed of potential opportunities

and shall share all information that may be relevant to secure additional

opportunities for oneanother.

First Party and Second Party c0-operation will facilitate effective utilization 

of the intellectual capabilities of the faculty of First Paty providing 
1.2 

significant inputs to them in developing suitable teaching/ training systems, 

keeping in mind the needs of the industry, the SecondParty. 
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1.3 The general terms of co-operation shall be governed by this MOU. Ihe 

Parties shall cooperate with each other and shall, as promptly as is 

reasonably practical, enter into all relevant agreements, deeds and documents 

(the Definitive Documents") as may be required to give effect to the actions 

contemplated in terms of this MOU. The term of Definitive Documents shall 

be mutually decided between the Parties. Along with the Definitive 

Documents, this MOU shall represent the entire understanding as to the 

subject matter hereof and shall supersede any prior understanding between

the Parties on the subject matter hereof. 

CLAUSE 2 SCOPE OF THE MoU 

2.1 The budding graduates from the institutions could play a key role in 

technological up-gradation, innovation and competitiveness of an education 

industry. Both parties believe that close co-operation between the two would 

be of major benefit to the student community to enhance their skills 

andknowledge.

2.2 Curriculum Design: Second Party will give valuable inputs to the First 

Party in teaching training methodology and suitably customize the 

curriculum so that the students fit into the industrial scenariomeaningfully 

vice versa. 

2.3 Industrial Training & Visits: Industry and Institution interaction will give 

an insight into the latest developments/ requirements of the industries; the 

Second Party to permit the Faculty and Students of the First Party to visit its 

group associate companies and if required involve in Industrial Training 

Programs for the First Party. The industrial training and exposure provided 

to students and faculty through this association will build confidence and 

prepare the students to have a smooth transition from academic to working 

career. The Second Party will provide its Labs/ Workshops / Industrial Sites 

for the hands-on training of the learners enrolled with the First Party.
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Internships and Placement of Students: both parties will assist each other 
in the intermship and placement activities 

2.4 

Research and Development: Both Parties have agreed to carry out the joint 
research activities in the fields of technology & Management. 

2.5 

Skill Development Programs: Second Party to train the students of First
Party on the emerging technologies in order to bridge the skill gap and make 

them industry ready vice versa.

2.6 

2.7 Guest Lectures: Second Party to extend the necessary support to deliver

guest lectures to the students of the First Party on the technology trends and 

in house requirements vice versa. 

Faculty Development Programs: Second Party to train the Faculties of 
First Party for imparting industrial exposure/ training as per the industrial 

2.8 

requirement considering the National Occupational Standards in concerned 

sector, ifavailable vice versa.

2.9 Both Parties to obtain all internal approvals, consents, permissions, and 

licenses of whatsoever nature required for offering the Programs on the 

terms specified herein 

2.10 There is no financial commitment on the part of the ISB&M School of 

Technology, the First Party to take up any program mentioned in the MoU. 

If there is any financial consideration, it will be dealtseparately. 

CLAUSE 3 INTELLECTUAL PROPERTY 

Nothing contained in this MOU shal, by express grant, implication, 

Estoppel or otherwise, create in either Party any right, title, interest, or 

license in or to the intellectual property (including but not limited to know- 

3.1 

how, inventions, patents, copy rights and designs) of the other Party. 
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CLAUSE 4 VALIDITY

This Agreement will be valid until either Party expressly terminates it On 
mutually agreed terms, during which periodISB&M, College of Commerce the Second Party, as the case may be, will take effective steps TOr 

implementation of this MOU. Any act on the part of Educational Partner,the Second Party after termination of this Agreement by way or 

4.1 

communication, correspondence etc., shall not be construed as an extension 
of thisMOU 

4.2 Both Parties may terminate this MOU upon 30 calendar days' notice in 
writing. In the event of Termination, both parties have to discharge 
theirobligations 

CLAUSE5 RELATIONSHIP BETWEEN THE PARTIES

5.1 It is expressly agreed that First Party and Second Party are acting underthis 
MOU as independent contractors, and the relationship established under this 
MOU shall not be construed as a partnership. Neither Party is authorized to 
use the other Party's name in any way, to make any representations or create 
any obligation or liability, expressed or implied, on behalf of the other Party, 

without the prior written consent of the other Party. Neither Party shall have, 
nor represent itself as having, any authority under the terms of this MOU to 

make agreements of any kind in the name of or binding upon the other Party,
to pledge the other Party's credit, or to extend credit on behalf of the 
otherParty 
FirstParty SecondParty 
Any divergence or difference deri ved irom the interpretation or application

of the MoU shall be resolved by arbitration between the parties as per the 

Arbitration Act, 1996. The place of the arbitration shall be at District Head 

Quarters of the First Party. This undertaking is to be construed in acco 

with Indian Law with exclusive jurisdiction in the Courts of Pune 
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AGREED:

For ISB&M, School of Technology, 
Commerce, Pune 

For ISB&M, College of 

Pune 
OF CO 

PUNE-42. 

Authorized Signatory Authorized Signatory 
PUt 

Nafne of Industry: ISB&M, College of 

Commerce, Pune 

Name of Institution: ISB&M School of 

Technology, Pune 

Person Name: Prof. Dr M P Yadav Person Name Dr. Vaman Naik 

Designation : Academic Chairperson Designation: Principal 

Address: ISB&M, College of Commerce, Nande,Address: School of Technology Institute, S. 
No. 44/1, 44 1/2, Nande Village Pashan Sus Pune, Maharashtra 412115 
Road, Pune 412 115 

Contact Details: 9657323409 Contact Details: +91 9922445059 

E-mails: sot.academics@isbm.ac.in E-mails: vaman.naik@isbm.ac.in 

Web: www.isbmsot.ac.in Web: www.isbm.ac.in 

Witness 1 
Sign 

Witness 

Sign 

Prof. Kirti Randhe Name: Prof. Tripti Sharma Name 
Witness 2 

Witness 2 

CS.Badka 

Mr. Chetan Balwadkar 

Sign Sign 

Mr. DevendraPagareName:
Stamp Name: 

Stamp 
OF 
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Peoples Empowerment Group 

ISB&M School of Technology 
Approved by AICTE No.: West/1-4351941/2010/ New Afiliated to Pune (ID No. PU/PN/ENGG.401 (2010) 

Recognised by Maharashtra State Government 2010/ (165/2010) TANSHI -4 

Ref. No. ISB&M-SOT/ Consultancy/2017-18/ 2 Date: 02/08/2017 

To 
Dr.VamanNaik 
Principal, ISB&M COC 

Pune 

Sub: Regarding admission consultancy. 

Dear Sir, 

With reference to our discussion for giving inputs to improve our institute engineering 
admissions. I request you to provide expert inputs from you institute. For the 
concerned task we will be compensating appropriately. 

Requesting you to take up the matter urgently. 

rako-
Régards 

Principal SOT SCHOO 
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Peoples Empowerment Group 

ISB&M College of Commerce 
(Savitribai Phule Pune University) 

(1D No. PU/PNIC/3602009) 
S. No. 44/1, 44/1/2, Nande Village, Taluka Mulshi, Pune - 412 115. 

Tel.: 020-66754622/ 25 Fax: 020-66754678 Email : isbmcc@isbm.ac.in 

ReP TSGM|coM 2017-19 3S2A 
Date: 17/08/2017 

To, 

The Principal, 

ISB&M SOT 

Pune, 

Subiect Allocation of admission projectto Mr. Tanmay Mehta & Mr. Ashivini Kumar 

Dear Sir, 

In response to your letter regarding consultancy, I wish to inform you that we have allocated 

the task to our two faculties, Mr. Tanmay Mehta & Mr. Ashivini Kumar. They will bee 
visiting your campus for collecting inputs. 

Please provide the necessary support to the concerned faculties. 

Thank You 

COM 
EGE O 

Dr. Vaman Naik 

PUNE 
PRINNDAPAL 

ISB&M College of Commerce 
Narde, Pune-412115. 
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Peoples Empowerment Group 

ISB&M College of Commerce
(Savitribai Phule Pune University) 

(ID No. PU/PNIC/3602009) 

S. No. 44/1, 44/1/2, Nande Village, Taluka Mulshi, Pune - 412 115. 

Tel.: 020-66754622/ 25 Fax: 020-66754678 Email: isbmcc@isbm.ac.in 

Re. TS Brt |cor1 201t-19/344A 
Date: 20/12/2017 

To, 

The Principal, 

ISB&M SsOT 

Pune, 

Subiect: Submission of report 

Dear Sir, 

Our faculty have undertaken extensive study regarding admission condition at your institute. 
On the basis of the inputs from your institute and understanding the current situation, the 

concerned faculties have prepared a suggestion report and we are hereby submitting a report 
for the same. 

Requesting you to acknowledge the same, also requesting you to go through the report and 
provide your valuable feedback. 

Please find the copy of report. 

Thank You oLLEG 

9SI 
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PNC 
r. Vaman Naik 

PRIANGIRAL 
ISB&M Collegé of Commerce 

Nande, Pune-412115. 

Encl: Report on Strategizing Engineering Admissions 
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Title: Strategizing Engineering Admissions for School of Technology. 

Abstract: 
Admission are one of the key element of any education establishment, as it the source 
of revenue and a key indicator of functioning of any private institute. Healthy flow of 
Admission is very important for survival, building reputation, growth and seving its 
Durpose for which it has been established. Admissions of any institute are dependent 
on many parameters. This report has been prepared after understanding the current 
status of admissions at SOT, the market conditions and expectations of the market.

The report gives inputs into various policy suggestions that will help the organisation 
to improve its reputation and state of admissions. 

Suggestions: 
The following are the suggestions based on our analysis: 

1. Providing student-focused information 

Ahead of starting the admission process a 
numerous doubts and dilemmas arise in the 
minds of students. The doubts arising can vary 
from which the right course for them, course 
structure to the job and higher studies

opportunities. At this stage, if an institutionis 
capable of addressing the concerns of 
students in an effective manner, more 
students will find the institution more 

will 
appealing for them and they will have an interest in joining the institute also they 

refer the same to their peers 

Some of the effective methods to provide student-centric information include:

Publishing articles about the institution, courses, and its scope. 

Creating video contents of various events held.

Hosting Webinars. 

Providing admission counselling. 
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2. Harnessing Student Motivation 

Emotion plays a huge role in motivating and encouraging 
a student to take the admission. Understanding what 
drives prospective students will empower SOT to create 
better marketing messages and admissions pitch which 
resonates with the aspirations. 

The motivations behind college students seeking higher 
education have a big effect on not just their grades, but 
ultimately their ablity to stay enrolled. Adequately 
motivated applicants have a higher chance of enrolling 
and remaining in the programs they choose. 

Most universities and colleges that have won with motivation have done it through the 
success of current or past students who speak the language that students want to 

hear. 

Table No. 1. The following table shows what motivate students to take 

admission. 

Which goals are important to you? Overall

Iwanta career where I feel fulfilled 74.3% 

I want a career where I feel I am making a difference 63.1% 

I want to make more money 63.0% 

50.6% want a career where my loved ones will be proud of 
me 

I want to be more independent 49.6% 

44.1% I want to give my kids a better life 

41.6% Iwant to own a home 

I want to travel 41.6% 

want better Jife for sure, I just have trouble 
imagining the details

28.7 

11.0%I want a career where l can express my creativity

10.99%I want an environment that allows me to be myself 

have no long-term goals, I prefer living in the 
moment

4.7% 

The staff & faculties of SOT must focus on motivating the existing students. The 

passed out students must encourage to give their testimonials and success stories. 

Further, putting these success stories and testimonials on SOT website is absolutely 
essential, it is also necessary to market them. To increase SOT enrolment using 
digital channels, create social media pages, optimize your website for search engines, 

and market your online content. OF COM OLLEG 
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3. Storytelling As A Tool 

An educational institution is a brand too and must be built like other brands. Storytelling is one of the best form of education marketing. Because the prospective students care 
about stories and characters because they want to see a journey or a struggle to 
Overcome a problem. Also it gives the students a sense of engagement and a better 

understanding of your institute's values. It is advised to SOT to use create 
organisational centric true stories from experience of students and share by various
means and through various channels. 

4. Website & Social Media 

Social Media

Today's students rely on digital platform & social
media for news, motivation, research, and even 
opinions. 

The influence of this medium is so strong, that a 
study by Social Admissions report shows that one 
out of every two teens rely on social media in their 
research for which universities or colleges to apply 
for. Hence, SOT need to take their stories to where 
the audience is. Facebook, Instagram, linkedin are 
few major social medias that SOT must use to 
communicate about the institute and events.

Videos work the best on social media, in terms of engagement. SOT should hire 
people to create professional videos for your institute, campus, students, and teachers 
and promote them on social media. 

Daily activities, cultural festivals, and influencer interviews (that might visit your 
institute for special events) must be regularly posted on website and social media.
These create a sense of attraction towards the institute and drive student motivation. 

Websites 

Prospective students often check out institutes website to find out more information 
about institute. In a survey about the initial awareness stage, 46% of the students
surveyed identified college websites as the most impactful information source. Garner 
student attention and let them know about your institution's values clearly. 

well-thought-out website, in terms of structure as well as content can help Having 
influence the students' final decision a great deal. A website serves as a virtual campus 
tour for our prospects. When you design the website to provide answers to their 
questions, you increase the chances of them choosing your school. This includes a 
clear navigation pattern, fast loading pages, and mobile responsiveness. You can 
create faster and responsive landing pages using the landing page builder. You can 
create alerts if a student takes an action on the website. It is important to get your 
student recruitment team's inputs in building this process. The website must be 
redesigned in a professional way and regular update of the same is suggested.
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5. Reducing Response Time Through Automation
Today's generation wants instant answers to theirqueries. Education marketers who don't adjust to this generation's communication style may run the risk of being unable to effectively connect with them. The earlier you make the emotionalconnection the better chance you have because
once the applicants have decided they like a 
particular school, it's often difficult for them to 
backtrack. This is important in creating an 
emotional bridge between your school and the 
prospective student. 
Most data experts say that the response time for 
your leads must be 5 minutes or less. To make the 
whole process faster, the autoresponder or automated follow-up feature or AI Based
response feature can be added to the website. This will help in making the first
connection, from assigning inquiries to the appropriate team members to following up prioritization, reminders, scheduling, and sending responses. Refer to image for 
illustration. 

Figure: 1. Automation Admission flow process 

New inquly

Tast Completed 
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Send Emol 
d Wcon imal 
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To make this much easier for development of Student Workflow Builder is suggested. 
This automated student enrollment management platform enables automated 
allotment of leads to your admission reps, generates notifications on lead activities and 
asks your admission reps to contact the applicants immediately as per their needs. 
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6. Dynamic Engagement Strategies 
The applicants to SOT come from different walks of 
life and with different perspectives. With this in mind, 
the institutes engagement strategy needs to be 
flexible in approach. Millennials and Gen Zs have 
grown up in a digital world, where everyone is trying
to sell to them. They are pretty smart at judging the 
intent behind the messages sent their way. Among so 
much noise, the students look for something that is 
personal to them and can add value to their lives.

B 
Using of digital marketing & analytics tools to know 
about prospective 
accordingly using smart engagement platform is 
suggested. This platform fetches the background 
information of the prospect, and then it tracks their activities and behavior. Based on 
that t sets the series of engaging messages which can be completely different, but 
equally relevant for two different prospects. Segmentation & management of incoming
applicants or inquiries according to their stage in the enrollment funnel is suggested. 
Target the prospects in groups with applicants in the same stages, check their 
background information like location, language preferences, engagement sources,
financial aid details, etc. 

students background and 

7. Leverage Technology 

The use of technology is becoming increasingly 
more decisive. Marketing and admissions teams

don't just utilize it -they rely on it. And, with the 
availability of technology that does the hard work of 
automating, analyzing, and sampling, recruiting 

teams can modify their strategy more effectively than 
ever before. 

It is suggested to enrollment teams to use chatbots, 
enrollment notifications, and autoresponders to 
serve the applicants better. Technology also helps to 
widen the reach of our marketing and engagement 
efforts to hit enrollment goals. Social

media channels like YouTube, Facebook, Twitter, Instagram, Snapchat, Mobile Apps 
etc. are suggested platforms, when combined with the right tool and messaging these 
can create magic for increasing students enrollments 
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8. Mobile Application Process 

Mobile device usage is on the rise, especially among the 
younger crowd. The institute website must be optimized 
for mobile devices. Even the 
communication channels videos should be mobile 
compatible. 

It is suggested that SOT website, contact information 
forms, applicant portal, etc. must be optimised for mobile 
devices so that it allow the prospective students to apply 

device, at any from any 
the user experience. 

time, without ruining 

9. Do More With Enroliment Analytics 
There was a time when enrollment marketing was wholly measured by absolute success or failure.
Now, marketing has much more clarity.
You can analyze the best sources for lead 
generation for higher education, the drop-
off points for applicants, the messages
they like, and where they take action. 

These reports that you'reensure 

allocating your resources in the right
direction so that mistakes can be quickly
corrected and proper decisions can be 
made 
But these cannot be achieved without the 

wwww. help of a proper reporting mechanism. I 

refer to a student enrollment system with 
strong 
and dashboard capabilities. Not only do 
you gather information about your prospects, but you're also able to analyze the 
performance and the happenings of your admission reps, campuses, and courses.

reporting 

Being an educational institute, your marketing budget might not allow you to spend 
recklessly. Therefore mapping what works best for you and where you should put more 
or less money is necessary for better results. You can check out this free webinar 
where Jenn Lyles, Enrollment Marketing Expert talks about the marketing hacks to 
save dollars and get fantastic results.

10. Improve Your Visibility With SEO 

67% of prospects use search engines as the initial source of getting information about

prospective institute. 
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To increase your visibility online you need to invest in search engine optimizaion o your website and all content therein. Every single page needs to be designed with the intent to rank on search engines, and not just your homepage. Whilediscovering institute, prospects usually search for terms such as "Best art programs" or "Business courses" instead of the name of the school. 

Perform keyword research. Identify a bucket of keywords or phrases that your school or college offers and that yourcandidates would be interested in. There is a myriad of tools that let you know what your target audience is searching for. Use this data to your advantage, so that when prospects "Google" you, your school appears on top. 

11.Hype Your Graduates 
People don't trust what you say. They trustwhat other people say about you. Studenttestimonials, 
awards, 
examples of trust elements that add 
credibility
prospects the success of your alumni can do a lot in convincing applicants that your school is the right one for them.

successful case studies,
recognition are some of the 

to your brand. Showing

Real stories and culture keep the students
engaged during their admissions lifecycle. Check out this great example by 
Georgetown University that uses this 
acceptance 
marketing campaigns. 

story in their 

12.Sharing Success stories of institution 
Success stories of an institution give students an insight into the quality of education and opportunities provided on the campus. The Success stories can be shared with students through various professionals plattorms lIke Linkedin and other social media.

13. Engaging Alumni in the admissions process. 

Alumni can always act as admission ambassadors representing their alma maters. 
involving alumni volunteers in admission counseling and webinars. The wealth of 
Knowledge and experience alumni canREOVIde Trom their days of studying and time 
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