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Cost

Cost 

ConceptConcept

Terminology Costing

Cost 
Accountancy

Cost 
Accounting



CostingCosting
• Technique & 

process of 

ascertaining   Cost

Cost 
Accounting

Cost 
Accounting

•Process of accounting 

for Cost:

•Collection

•Recording

•Ascertainment

•Reporting

Application of Costing and Cost 

Accounting principles, methods and 

techniques to the science, art and 

practice of:

� Cost Control, and 

�Ascertainment of profitability 



ClassificationClassification

According to Nature/ Element

Cost

Material Labour ExpensesMaterial

Direct Indirect

Overhead

Production Overhead
Administration 

Overhead
Selling & Distribution 

Overhead

Labour

Direct Indirect

Expenses

Direct Indirect



ClassificationClassification

According to Behaviour/ Variability

Cost

Fixed Variable Semi-Variable

�Graphical Method

�High-Low Method

�Analytical Method

�Comparison Method

�Least Squares Method



ExampleExample

Production 1000 units                         2000 units

Raw Materials                     10000                               20000

Direct Wages                        20000                              40000

Supervisor’s Salary              10000                              10000

Depreciation                        3000                                   4000Depreciation                        3000                                   4000

RM 10 10 Variable Cost

DW 20 20 Variable Cost

Supervisor’s Salary Fixed Cost

Depreciation 3 2 Semi-variable Cost



Graphical Method

Output

Total Semi 

Variable Cost

0 1000

100 1500
3000

3500

4000

4500

Total Semi Variable Cost100 1500

200 2000

300 2500

400 3000

500 3500

600 4000

0

500

1000

1500

2000

2500

0 100 200 300 400 500 600 700

Total Semi Variable Cost

Fixed Cost

Linear (Total Semi Variable 

Cost)



High Low Method

Output

Total Semi 

Variable Cost Sales

0 1000 0

100 1500 1500

Sales TC

Highest Point 9000 4000

Lowest Point 0 1000

Change in Volume (9000-0)=9000
100 1500 1500

200 2000 3000

300 2500 4500

400 3000 6000

500 3500 7500

600 4000 9000

Change in Volume (9000-0)=9000

Change in Cost (4000-1000)=3000

Variable Cost= 3000/9000 x 100 =33.33% of Sales

At Highest Level, VC= 33.33% of 9000=3000

FC= TC-VC=4000-3000=Rs. 1000

Alternatively, at lowest level, VC=33.33% of 0= 0

FC=TC-VC=1000-0=Rs. 1000



Analytical Method

It depends on the 

experience and 

judgement of the 

Comparison Method
•Period

•Level of Activity

VC = Change in SVC/ Change in production volume (output/units)

Prodn (units) SVC (Rs.)
judgement of the 

Cost Accountant.

Prodn (units) SVC (Rs.)

January 100 2600

February 150 3100

Variable Cost = Change in Cost/Change in prodn = (3100-

2600)/(150-100)= Rs. 10 per unit

In January, TVC = 100 x 10= Rs. 1000

� Fixed Cost= 2600-1000= Rs. 1600



Least Square MethodLeast Square Method

• Let the cost function be :       ax +b =y

Where a= VC per unit, x =volume of output, b= total fixed cost, y= total cost

100a +b =2600…….. (i)

150a+b= 3100 …….. (ii)150a+b= 3100 …….. (ii)

Subtracting (ii) from (i) � 150a+b=    3100 

-100a -b = - 2600

50 a   =500 � a = 10

Replacing a=10 in Equ (i), 100x10 + b = 2600� 1000+b = 2600 � b = 1600



ClassificationClassification

According to Function

CostCost

Product Cost
Administration 

Cost

Selling & 
Distribution 

Cost

Research & 
Development 

Cost

Pre-production 
Cost



ClassificationClassification

According to Controllability

CostCost

Controllable Uncontrollable



ClassificationClassification

According to Normality

CostCost

Normal Costs Abnormal Costs



ClassificationClassification

According to 
Managerial 

Decision Making



Cost SheetCost Sheet

Cost Sheet is a statement which presents 

detailed information relating to the various 

stages of cost. It also shows the total cost of 

the product manufactured during a the product manufactured during a 

particular period of time. Thus, the cost 

sheet is prepared for a particular period of 

time i.e. monthly, quarterly, yearly etc.



PRO FORMA OF  COST SHEET

PARTICULARS

TOTAL COST COST 

PER 

UNIT (₹)

AMOUNT 

(₹)

AMOUNT 

(₹)

OPENING STOCK OF RAW MATERIALS

ADD PURCHASE OF RAW MATERIAL

ADD CHARGES ON RAW MATERIALS PURCHASED

ADD CARRIAGE INWARD

LESS PURCHASE RETURNS

LESS ABNORMAL LOSS OF MATERIALS

LESS SCRAP VALUE OF NORMAL LOSS OF MATERIALS

LESS CLOSING STOCK OF RAW MATERIALSLESS CLOSING STOCK OF RAW MATERIALS

DIRECT / RAW MATERIALS CONSUMED [A]

DIRECT WAGES /LABOUR COST [B]

WAGES PAID

ADD OUTSTANDING WAGES

LESS PREPAID WAGES

DIRECT EXPENSES [C]

DIRECT / CHARGEABLE EXPENSES

ADD OUTSTANDING EXPENSES

LESS PREPAID EXPENSES

PRIME COST [ A + B + C ]



PARTICULARS

TOTAL COST COST 

PER 

UNIT (₹)

AMOUNT 

(₹)

AMOUNT 

(₹)

PRIME COST

ADD WORKS OR FACTORY OVERHEADS

ADD OP STOCK OF WORK-IN-PROGRESS

LESS SALE PROCEEDS OF SCRAP

LESS CL STOCK OF WORK-IN-PROGRESS

WORKS COST / FACTORY COST / PRODUCTION COST

ADD OFFICE AND ADMINISTRATION OVERHEADSADD OFFICE AND ADMINISTRATION OVERHEADS

COST OF PRODUCTION

ADD OP STOCK OF FINISHED GOODS

LESS CL STOCK OF FINISHED GOODS

COST OF GOODS SOLD

ADD SELLINGAND DISTRIBUTION OVERHEADS

COST OF SALES / TOTAL COST

ADD PROFIT

SELLING PRICE / SALES
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• (~fi#9 ~ 13 ffl5ill~fa-<lioii1esf?I OlctJ1ctJ flt~fii<P @~~;)f)l?2 
(MATTERS INCIDENTAL TO FORMATION AND INCORPORATION Of A COMPANY) ■ 

// . . 

\,\■ ~<l~<fS '8 ~<t~~ (Promoter and Promotion) 

1956-~~ ~ ~1~C--1 ~<1'6C<f5$1 ~ ~,~ ~m ~ l -~ ~ ~1~--1, 2013-C\5 ~ffi1C<1 

~<1it<1S$1 Jl,~ Or8m ~c~c~ 1 2013 ~1Cc1$1 ~ ~ ~~c~~ 2(69) m <Wrt ~c~c~ 8T, ~<1'6<f5 <1c1c\!5 ~ 

~~ l.!l<f5'3t--1 <1J~C<f5-

( a) 8T ~"I~ '8~ ~ ~R,~ ~c~c~ '5l~ <ff[<l5 ~ ~ ~c--1~ 92 ~ ~ <nfif<t> 
M<BlC't (Annual Report) ~<1i<f5 f3?i1C<1 ~ tg; ~ ~OR~; '5l"'<r<11 

(b) ~ ~ <M'3t<f5C~?f <1Ji9ft@ ~'-!)J~ <ft 9iC~1+lp ~"I ~C?-lC~ ~<r, ~ ~"I C'rn1~czj~t~, ~ffi6ic1<f5 

~ ~ C<J -~1 c .-a ~9frCTT ~1 <tSC'-!) 9ft@; '51~ 

(c). ~ ~9fDr"t, ~c~~ <TT ~1tvtc~ 9lf¾51ci<f5~~~ ~ 9lfu5iM\!) ~ I 

~ (Proviso) J : C~'$5 ~<1-ic<tS~ C~CJ! ~9iC~1'& (c)-~~ ~~ • ~ -;n 1 



■ ~<f~C~~ ~~1~t~'1 (Kinds of Promoter) 

~1~15 ~ ~<pC~~ ~ ~' C<l~.-i -

I C'°" • .., ?f < / == """ ~ ~1 R~ ~ · ~,"/ ~ e/<!f\!)<P (Professional Promoter) : ·c~ ~<1~C<f5~ 'l•1~ 1 -<-"' 1' 

<!'.l<11€-1, H<t'l!-1 ~ '5Jful~ ~<>f.! <l'CTl, 15c'1Jt'>f<l>1m~ ~ ~ ~ 01'8m, C<T ~c,ut'>f<1>1ffi ~~tf<il!J 
~ ~ ~ ~ c,fc,f<TB:1 ~ >l~'&?:l<fS~ 9it-tC'iiS9f ~'1 <fS?:IC<f I 

2. >t~C~t/5\!) <ff ~~efil\!) ~<ti.£'<P (Occasional Promoter) : ~?-Jfir-~~1t<f-;r.J, ~ ~ ~ ~-~ 
(.<MC--li ~ ~<l~--1 <P@, 8T • ~ ~fdiC<f5?:I ~c~ ~ m H usr~ c9P'trn fire~ '5J1C)i , 

\!)1C<P~ ~ >l~C~tfB\!) ~ '5J~~fil\!) fd<li<tS I 

3 • o/fer -arifl<P1?4<P el<ti£'<P (Financial Promoter) : IDBI, ICCI, ~ <lTT,<tS ~\!)J1M ~fb~1~>i~~ ~~ 
~ ./ ./ 

~1!:n-•1~ '5TI'8~ '5J~~'& ~<f\!)<fS I 

4. VJC~Jf'it.:pfff/ e/<l✓<P (Entrepreneurial Promoter) : ~~ ~~C--1?:I ~<1~<f5 ~' C.<151c.~t <U1<1>it~ ~ 

<U~, <Trnr ~ <fS~\!) <lJ1<l>lf ~ ~ ~C--!l ~ ~i~C--1~ ~ ~ ~, C:<l~~ - C<P~Pl~ 

~<l~~, H<l~~, '5Jf%1':t ~9f;f '8 <TJ1<1>ir ~~ <tS'$1m U 9il-fc'iiS~ ~'1 <f5Uf 1-fl<r, ~'¥1~'8tc~ <Ut~>il b1c1~t 

'8 ~'f <fS?I~ ~?J1<fSGif9f ~'1 ~ I \51?:l~<lC( ~~9f ~<l~~~, 1~l-ft<MC~ ~b~\6 I 



/ / 

■ ~<1\!, <fS(.'f~ <fSt<t~ (Functions of Promoters) 
~<1'-b<l5Cq?,1 ~~ ~~ <t>fzj1<tM H~~9f -

1. e<t51C--lt <U1<t>il '5l1?-1~ <f5?18f <tS$l--lf <f5?1C'!> ~ ~<f, ~ <tStt~f~ <tJ1<t>i1C<tS ~G"fq1~<f5 <tS?-181 Ji~l-q--fi ~ 
~~I 

2 . ~ ~,~ <U~ ~,~ ~ - ~~C'6U ~ (.~C~ 2 ~ ~<f, 9f1<tM<f5 ~ ~ 7 
~, ~ ~ "'il1?1<f5MM '6 91rnc~1;1 H~~1<tMc\!) ~~~ <tS?lc<t ~<r, <TBff" ~ ~~ ~ 
~~~I 

3. ~<1'6'<tScq?1 c:~>1<1 R~c~ f>t~RB" ~'f <tS~c\!) ~ , c>P1<t R~~>i~~ ~ -
(a) ~ ~~ ~ Wf> ~ ; 
(b) H<tNi~ '51~C>i?I ~ '6 fli.qsf-ff; 
(c) ~ ~~ ~ '6 ~'f; 
(d) ~~ C'!>ta,B:r ~~<fl ~re,~~' ~ ~UH\Si--1 ~ ; 
(e) ~ <Ui,ffl, Hffifl, '5/~H ~91Vfflr, ~ ~Jl~ HC~l'ff ~ I 

4. ~1R~ ~ ~1?1<f5MA '6 9frnc~G1 H~~1<tM?I ~ ~C¥f'& ~ '8 ~9fCTT-~ I 
5. '51<tCG1~ <fl rk~Xbf?I ~ c.<JS1c~r ~1?1™<f5 ·~ <f5~B!' "t?l<f5B!' ~ , C.>i>i<t ~~~I 
6. ~'f~ ~, ~, ~'f, ~~ ~,~ ~ ~ ~~ <t>1\Sf>il{~ ~ <tS?IB!' <U<t~ ~ I 
7. ~ ~~ ~ ~ C<1>i<f ~1~~45 ~?!Cb?! "t?l<fSB!' ~, C>i>i<t ~·~~I 

■ ~.qt.!C<f5?1 ~~ '61~~ (Legal Status of Promoter) · 
~"i~~<f51C<l~<tiC<f5?1~~Xbi~~'8~J.f1ffi'bl~~~~\51<t~~~~~·I~ 
~ "51-£C~IM~ ~(agent)~ <Tm -TT, ~-TT~ '51~~ ~~ M"fJ~R rm 1 ~ ~I 
~t<trn, ~~~~flit?! (trustee) ~<Tm.ff, ffl'f C<f51C--li~ <U<t~ (trusteeship) '51Ml~ ~I~ 
'51~~~ '51<1~l--l ~ ~ ~~ ~9fnr ~ I ~ ~-ef<ti<f5 ~R\!) ~ ~<P\Sf--1 '5l~1\Sf--1 ~ I ~ 

b--~ 



~'l"l~~~\~B\ ~ cfi ( fiduciary relation)~~~ ~TR~ ~'<I~~ C'<tf.<ls li\<i\ C'\11 ~ ~~~ ~, ~ 9f~~'if ~f;{ 91Bfu1~~ FlCISTUBI ~[\5 ~'1·~ I 
L:ig,unes Nitrate Co. v. Lagunes Syndicate ~rn =>1~r..-<tS"""'~.,,...1~c<1-=~ ~"t ~ I ~ulWJ.<>I Q:l , ~ r 8l ~~~ ~~ "<tSG ~ ~ ~ lfl<f\ ~<1i<tS~I ITT<f ~~ C'ffil~C~l~l-!1 ~'Gm~~~ <PCTr CJ1~ <lJN3'<1L~ ~, ~1'6<tSCL-t~ ~'i% '511i,1--l ~~ '5111:_1~1\Si--1 ~ %911 

■ ~.cri<tSOt~ ~1~-e~ (Liabilities of Promoters) 

cif§tB '51~t.\~ ~'5111 'Tl½l'-51~ (Liabilities arising from Indian Companies Act) 
l. ~ ~'i~ ~ M1N51 'G~ ~ ~ ~ ~ ~ C'rnBT ~ ~. C>J(.'ij>(.Jl ~<1'6<tS~1 ~"11~~~ (o{iginal allottee)~'1-rni ~. ~~~~~I ~~ ~ ~1'5<tSCl-t1 ql~'6f~ ~9(-

( a) <flt1t11>1 - <t5l1f1H.}11 OOjq ~ ffl ~ 911@ I 
(b) 1ST§~t1--1I - ISiffi.it--111 ~ 9lmt~f 50 ~ Ut<tSt ffl ~ 911@1 

2. ~ '611}1rn--1 <Tl~~-~ }11<tS@ '611>1rn<tS <lt M1~C\S1't1 ~ ~1'6<tSc11~ ~ U~M\S--1H.c-11 ~ ~ '61N,c.<1l')f ~. C}IC'ij>W\ n~M\S--11C'\ ~1i<tScq1 ~ M'\'11>i~c5'1 ~ '611.-ic~ 911@ 1 ~~ ~ ~1i<tS11 '5ltC'\1ql~IC<1 ~<f\ l!j<fSR\'!l~IC1 '1-rni ~ I ~ ~~ ~1ic<tS1 ~ ~ ~ ~ ~<f\ 
C}I ~ ~ .il.iC'\t1 ·~ ~~'i o:rn-, ~ ~ ~ '6l--1Jl--1J ~1'6<tScq1 ~ c~ '5lf.l911fb<tS~c1 'G~ ~~~ Ut<tSt ~ ~ 9ft@ I 
[2002 )II cai~ ~ (~ ~~:c~~) ~ ~ ~m '5Jtt')f U~\S--110=-rn ~~ ~ '61!111C'\c.~1 '6~~~1] 

~ C'1f9\il ~ 'Tl½l~I~ (Liability for non-disclosure of fact) 
~ ~ ~ ~M>C\!l ~ ~~ ~ , ~ ~ ~ ~~ C'iit9R ~, C}l(.1\i(.~ ~ R';lMRI~ ~fb<tS11}1~~ '511C'\~--1 ~ 9ft@-

1. ~ '6~ ~ ~ ~ 911@ ~<f\ C<l(.'ij>(.Jl ~ ~ ~ ~ ~ ~, C}l(.'ij>(.JI ~ ld<1'6C<tS1 ~ C~ '6~ ~ ~~~cilJ '1~*~11 ~ 9ft@ I 
2. ~ ~ ~ ~ ~ ~ ~~ ~ ~ ~. C}l(.'ij>(.J\ ~ ~ ~ '1~*~f1 ~ 

9ITTTT:<f I 
3. ~ ~ ~11 ~ '6 M'\'11(.}11 '5111:_1--!(.<fl ~ ~ ~ '5l'f1LC'\ ~ C<tS--l\(.1bl1 ~ * ~ <IS@, C}IC11SWI C}I ~'\'11}1'6(.5'1 11tCTI '51N31_'& ~ ~<f\ ~~ f¾'\'ll}l'6<ftt1 ~ ~ ~~'i ~ 

~' ~~~ ~'t ~-~ ~ 'G ~~~~I~ I 
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Definition

Communication is a process of 

transmission and interchange of facts, 

ideas, opinions, feelings or course of 

action by one person to another through action by one person to another through 

some proper channel so that the message 

can be understood by others in the same 

sense in which it is sent by the sender.



Features

Communication is a 

process of transmission 

and interchange of facts, 

ideas, opinions, feelings or 

course of action by one 

• It is a process

• Involves Transmission 

and interchange of 

message or information

• Between two or more course of action by one 

person to another through 

some proper channel so that 

the message can be 

understood by others in the 

same sense in which it is 

sent by the sender.

• Between two or more 

persons

• Through a medium/ 

channel

• Understanding of 

message by the receiver



Process of CommunicationProcess of Communication

Channel

Noise



Elements of Communication

• Sender

• Encoding

• Message

• Channel/Media

CHANNEL

• Channel/Media

• Receiver

• Decoding

• Feedback

• Noise

NOISE





BUSINESS COMMUNICATION

Business communication may be defined as, the

passing of information message or news within

or outside the organization for the financial

benefit of the organization. To elaborate,

business communication is the process throughbusiness communication is the process through

which an idea, opinion, or information is

transferred within or outside the organization for

achieving the ultimate objective/goal of the

organization.



ForFor AchievingAchieving prepre--determineddetermined goalsgoals::

PlanningPlanning:: information is needed on the various aspects

of the enterprise, the feasibility of the project being

undertaken, finances involved, man-power required,

marketing conditions, publicity campaigns, etc.

�� EstablishmentEstablishment andand fulfillmentfulfillment

ofof goalsgoals

�� MakingMaking andand implementingimplementing

decisionsdecisions

�� MeansMeans ofof coordinationcoordination

Purpose (Why)

ExecutionExecution:: orders are issued to the employees to start

work, the workers associated with the project are

constantly motivated and kept involved, a sense of

discipline is cultivated among them and their morale

is kept high.

AssessmentAssessment:: to communicate with various sources,

both internal and external, to assess the success of

the project, and if a need is felt, to envisage

modifications in the future plans.

�� MeansMeans ofof coordinationcoordination

�� PromotionPromotion ofof EfficiencyEfficiency

�� DiscouragingDiscouraging MisconceptionMisconception

�� ProvisionProvision forfor leadershipleadership

�� MutualMutual UnderstandingUnderstanding

�� ImproveImprove motivationmotivation andand

moralemorale



Importance

1. Healthy relations 

2. Better performance 

3. High morale 

4. Good image unity 

5. Reaching final goals 5. Reaching final goals 

6. Smooth functioning 

7. Greater efficiency 

8. Higher productivity 

9. Effective decision-making 

10. Co-operation & Co-ordination 



BARRIERS TO COMMUNICATION

1. Physical or environmental 

barriers:

a. Noise 

b. Time & distance 

c. Defects in communication system 

d. Wrong selection of medium

(b) Attitudes and Opinion

(c) Prejudice

(d) Halo effect 

(e) Self-image or different perceptions

(f) Status

(g) Inattentiveness and Impatienced. Wrong selection of medium

2. Physiological barriers 

3. Language or Semantic barriers:

a. Jargon or unfamiliar terminology 

b. Difference in language 

c. Misinterpretation of Words

d. Ambiguity

4. Socio-Psychological barriers:

(a) Emotions

(g) Inattentiveness and Impatience

(h) Cultural barriers

5. Organizational Barriers

a. Goal Conflicts

b. Organizational Policies

c. Organizational Hierarchy

d. Information Overload



MEASURES TO OVERCOME THE 

BARRIERS TO COMMUNICATION

1. Clear Policy of the Organisation

2. Clear Perception

3. Flexibility & Open-mindedness

4. Listening Skill

5. Empathy

6. Broad Outlook/Exposure6. Broad Outlook/Exposure

7. Selection of appropriate channel

8. Control of emotion/neutrality

9. Encouraging good inter-personal relationship

10. Favourable environment of trust and confidence

11. Sound Organisation Structure

12. Quick Feedback



Types of 
Commu-
nication

On the basis of 

Organisational Relationship

Formal

Informal

On the basis of 
Channel/Media

Oral

Written

Non- Verbal

> Facial Expressions

> Body Movements and 
Posture---Body  Language

> Gestures

> Eye Contact

> Touch

> Space/Proximitynication Non- Verbal > Space/Proximity

> Personal Appearance

> Voice (tone, pitch, volume, 
silence)

On the basis of 

Flow of Information

Horizontal

Vertical

Upward

Downward

Diagonal



Principles of 

Completeness

CorrectnessConsideration

Principles of 
Effective 

Communication
Clarity

ConcisenessConcreteness

Courtesy



Communication Channels

� A communication channel is the route through which 
messages flow from the sender to the receiver. 



Communication Networks
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Product Adoption Curve, 

EARLY LATE 
MAJOR ITy MAJ01Ury 
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7Ps of the marketing mix ... 

0 ·- ------•----.:•--• ·-0 - ---



~'~-~-~--~-~-~_?_(_W_h_at_is_P_ri_ce_?_) _________ •• 
a ut<tst<tS~ <rt '5fe~ ~ ~t"ic~t-m 9f'1J ~ ~ RPi~~ ~ciJC<tS ~ ~ 1 9tt~ ~ ~'ft qt 
!l'<BIM\!) ~ $ti C~~ 1Jfi11<.!)I qt "Offerings"-~~~~ 9['tRf ~ f;{~"f ~ I 'Offering" 
~ ~ ~tC--l~ ~~ '61~~'& ~ 9[~ ~ ~ '61N5i&31~<ts~'1, .~t\!j<ts, ~~' M~~-9fffl 
(Jf<TT, >1~<1~t~, ~ ~'if, 9f'1J c~~c~~ ~'if ~JtN 1 ~ >t~~~ ~ : 

Price = Bundle of Expectations 
'5f~~ ~ = ~~~ et~JMhl ~~~I . 

~1"11 (Expectation) ;q~c~ >t~~C4 (Satisfaction) ~ I 9f'1J ~<f, ~--lJMJ ~~' ~ 
9f~ ~~ ~, >t~~~~ ~, ~ ~c~~ ~'if Or6m, c~~~~ ~'if ~m, ~-9fffl 
~ (After Sales Services) ~1C~~ ~~J1~~ Or6m ~~JM ~~H-i'@ {Expectations) '61~~'& I 
~ (Satisfaction) = ~'it-~~ {Benefits) - ~~~~'it {Cost or Sacrifice) I 
~ R9f~ ~~ ~~J'& ~~C<t'f~~a, qt ~c\(3~4 {Sensitive)~~ I~ c~~1t<ts 9f'1J ~ 
~ <t>~0b ~ '5l~ 9f'1J ~ c~ c~~tc<ts ~ <ts~t~ 9fi@ 1 ~' 9f'fJ ~ f;{~"f ~ ~~1~ ~'1 ~ '6l~J~ ~~91~ ~ I ~9f~ ~~ ~--lJf.ll ~~' ~-9f'U, ~ 
<tt ~'1, ~ ~ <f~ MC;qb~t ~ ~c~~ ~ f;f~crn c<Pl-M ~ ~1tti~ (Strategy) m 
~~I 

. 9tt~ f¾M~C~ e!NMl~C4 ~ ~I 9t~ 9it'elITTl ~ ~ Clt fflGt ~~ ~ ~ ~ 9ttctR ~I 



~.- ·- I .. 1J'i~1, 

~ 'lltl<filoi\ii >l'lrn QI 11l'll ful ~ ~ °4161~ ~ (Milrket Price) ~<f~ ~ 
~ '6 8!!~ ~-~Nl'<11i:'6 QI 11l'll fu1 ~ ~ ~1t1IA<li ~ (Normal Price) <!Clii 

~'1~ ~~1t~~ ~<fStbfG~t ~ <TT ~<fStbfG~11Gi<IS 'Ti~C~ ~~l~lf4<fS ~ ~ I ~ ~~ ~ 
'ltc1J~ ~~ ~,~ .:rn, ~~ c~~rn ~ PIA~~ ~tetl~ ~ctr ~ ~ 1 

,<;,. ~~"l'=~ 
· ~;fj <f(~t-~~~~~-;;~~. n~:r~11.;;ror1an.~,e ~f_~i~~r~ 

i:e:: "'-·•ii.:" ·!\:0:.· ::: ::- • .a.~~<>::l::--:::""'?i\£~<"'·:"f ,W....t·9~e•it'....,..f 1f:rth, .h/ e't't4>~ • - •-• • ~.., re 1~ ¼ ~@;:w:ca,...,~e-4ii:t~~i::;:,► .na'""lt ~ - < - -- - ,~ 

a • ~ (Martin Bell)-~~ ~, "~ tJJ'lfC ~e'ffffff '<i Pfz'ifl?/</5 ~9/'fif ~' "Price 

is a dangerous and explosive marketing force." I ~fu ~9f~ ~~ >!<I Cb CTI ~~ 
~~ (Sensitive element) I i.t1C~~ ~ ~N)~1t"1~ ~ ~~J~~1t<I ~ 1 · 

1 )j_il1~1 = ~ - (l$ qJ'!I I 

m ~ ~~~ ~ R~c~~ ffl"f 'B 9[~ i.t1C~~ ~~ I M~,~~ ffl'f ~ ~ 
'6~ ~, )j_\!)~t, ~ = R~c~~ ffl'i x ~ 

:. ~--l~1 = (R~c~~ ffl"f x ~) - czju ~, ~ ~ c9fea1 ~~f<ff <11q,c~ 9ff@ 1 ~ 
~ <rsfi'!c.~ R~~ ~ ~~c~ ~ ~iltzyf <1r¥1t"1f <!'W 1 

~9f~ ~'Rf '5l~Jf;U ~~ 9f'IJ (Product), ~ <l1 ~'1 (Promotion), ~ (Place) 
~ <U(.~~ ~~ (fixed cost factors), ~ ~ YIB!<I~~~ ts"~ (variable factor) I ~ 
~ ~~ 1 >.f-!J~t, ~ ~~~ PiqiRg ~'1 '-blC~<tS~~ ~QJt~M<tS '6 ~1~<15 tsc~xn fu1<f 1 

~ . ~9f'f.i <M~~l~~ >!~1<1)'!)1l<fS ~R~ <fS"@ I ~ ts-~~, <f~ 'S ~'Rf ~ Mlf~ <PI 

91_~ ~(.~ b1~'1t '6 811~ ~-~M'<l1C~ ~ ~~ ~' f¾ ~<fSCt>ffl~l <f't lfl<t5Ct>fflm'[Gi<fl 
~(.~ ~ ~~'1 MC~'!jBf ~'1 ~ I lflC~t~ ~ Price-taker. 

9f'1J~lc1J~ Pl~1C~~ '6~ ~ M<BBl<tStm \S"~FJ ~ (i) MJrC~?1 ffl'f, (ii) }£~f~ 
~~--l, (iii) RH l~tr~ 'B~ ~N5qlc~~ (ROI) $, (iv) <tJ<!>ilrn<tS ~w~, (v) 9fr'ITTI" ~c~~ <lf 
~1<!~%', (vi) 9f'1J \S~~~, (vii)~~ '6 m ~'-i~~~ ~ ~~J~ I. lft}l ~~ct 
<fSffl ~9f'f.l <tJ<ti)9fimf ~~ ~ ~ I lfl~ w-TT ~ ~ ~~'1 ~ ~ ~~C~ ~ I ~ 
<ii~1l--l '5l~J~ ~-)ICbC!~ (Price Conscious) I~-~ 

0

~ <fS~C~ ~~ 9fe'trn ~ '-bl<t~ ~ 
~ ~ CJf,'!jjC<f) 9f'1J ~ ~ ~ ~<l, ~ ~-<fS~l<r~C~ ~ ~ I ~JC~~ 

cqs~ (.~ ~ I / ~ ~ ~ ~ -~R ~ ~~ ~-c<tfitt'3H~ ~ '51~~'& ~I~~ 9f'IJ c~ "~I~~ ~ ~~q~ 9f[<f 

~ lisfiec11i ~ f.t~<f ~ . i:!CTiliS!-l I. .. ... i4,flljli Ms;i-Mt ii~~ « J;!,'.:,W. ,'lk'¥"<:"iffl 
~J!A::,t2t®W~~ .,;,., - ., ~ •- -- -__ ,MAW o,W,W? • ..N!Ji,.:; I .. .~~ • .. •'fX> " ' ~ . ,. - . ! _ ! _ - \ 



~ ~ ~~~c~~- \ -'WrT .. ~-. 
tw n &SbdtSi6w¥:N&tv ~~~~----

a ){-INS~ ~~~ ~ fr{~'@ ~ffl ~C~"IJ I m ~--lt<i'RI )jf tf"il,qs<;1'j ~ ~ 
~~~ 'Ot~Jf-U ~tijf"tJ ~ I ~9t Ql)fGd\~ (Philip Kotler) ~ ~~~ ~ tgtijft'iTil 
~ <tSrnc~~, ~-

♦ } 1 ~ ~ 'iScfili"U (Survival Objective) : ~~ '8 W\i~RI 91B\1~ ~ 
~ -n00· ~ ~ ~~1;if& 9«:'tl'i1 ~ ~ ~, ~ -..iB\1~ -..iBIG@ic~ ~N5tt--iffl ~ 
'5\~~ ~ <tS~C\!5 ~ I 

♦ ~ I ){-IN'hl ~~~ 'iSciiii"'IJ (Profit Maximisation Objective) : 6iil1N5 ~--it~rn 
~~'@ ~ m 91'1l ~1 fu ~ ~ 1 9\t'tl'i1 ~. IS~~ <ml, Mf..lrnrc,;m '51W 
~11N Mt<lb-TI ~ 91'1} ~ ~~;i'Stc<l fu ~~~ ~ ~ 1,1:4N) ~--1WRI ~~'I ~ ~ I 



\ 

- ♦ ~ I ~,rn~ ~lfCRC~ ~Cilr'tl (Revenue Maximisation Objective) : ~C'ill'CJI ~ ~ ~'I '.>\tA\ti) ~ 15t"lft'1J 91~ ~ ~ ~ 1 <11iSrRl-'5f~Xi (Market share) f<is~IC<l ~ <lTTI ~<1~ ~M~i~ m¼lirn ~ 91_41,p1tc•rn '69Bl '5!1tl-Et ~™l~ ©c~c"ITTII ~~iil~t ~~\ 
♦ s \ .l,,.,,,;~-b-l\ ~ ~~~ ~t~J (Maximisation of Sales Objectives} : ~c~c~ ~ ~ ~ MJrrns1 ffl'I '.>\<Ati:l5 ~ :etc!%\~~ 1 <l'6~H CJF~Rll '5!~J;s ~-J.lCb~~ (Price Conscious) '6 l$1-~!.'S'Sl<1> (Price Sensitive)\~.~~ ~™l~ ©c~V'U 9f'IJ ~ 7<ffl ~~ ~ I 1£101\C.!1 '!l'(g~ ~ ~9\G\ ~ (Penetrating Pricing Policy) <1'1iSr <fiBf I ♦ (t \ ~ '" ~ ~~t~ ~C'iit"U (Skimming Objective) : ~t~C~ <t1i.STBf ~ ~~ ~ ~C~C:'U ~1T<\~~ ~ 9\t~ ffi-~ ~ ~ ~ I QiGfc1rn ~' ~-9f\S, ~' 
~ ~{.\Sec:\~ *. ~~HTq~ ~ ~~ tGtijf'iJ m ~ ~ ~ 1 ~~ 2t~ ~ ~~ m~ ~ ~<{\ ~ ~-)-\tb~--\ C~~1C"t~ 9\'11 ~ ~ ~ ~ ~ ~ ~ ~ I ♦ ~ \ ~~J\9\J ~C'iit"U (Other Objectives) : >\~~tm ~ ~N)~~ ~~ffl-<mt 9!~¥~tt~~' ~t~~U, ~~ ~'t-<trn '1~¥t-iri\t~~ \St~t.ctJ ~<T\ >it~tl$~ CJl<f1 ~Nt~~tm ~,~ ~ !\'i\Ci\~ ~t~t'U ~t~1T$~ ~ ~ ~~t~ ~ I ~9\ C<tS\'oa,~ . (Philip Kotler)~~~ ~ ~-~~"@ ~ ~'8 '5l~Jf;{J ~ ~ -~~~ ~'€ d \Stijft~ ~ ~t~t~ I ~~ d \Stijf'iJ ~-❖ ( ~) f<t~c~,t~ ~~ ~ ·'" ~NM\t~~ \St"f'U, ❖ ( ~) ~\'Si\~-~~ ~ \S t"f'U, 

❖ (~) ~ C1t\<tStf<1ait ~ \St"f'TI ~<T\ ❖ ( 8) ~~,tlS~ ~ t"i"U \ 



\ I, 'I / 

-f.t~'Rf W'1f qt ~ (Factors or Elements in !ricing) ~,;.~~•~, 

~ 9l'lr <fl ~ ~f.l~rni:l ~~, ~91'1l:'Br ~ 9f'1J <fl ~ ~-f.t~ ~ ~91.q-~ -< / 

~-f.l~ ~ 'lJT~ -rn-1 'i"fJ-f.tfi'Bf C'll'WT ~~ C<M <!>C~<!>fi; ~~ ~ ~-~ I%
, 

~ I i.!l~ ~9flliR~ '5'16J~ffi'l <$1<!~ <11~<11-~ ~ ~ 9/1@ I '5f~J~ffl'f ~~~ ~~~ ~ ' 

<r'lM-~~ f.ror~-~'ijJ ~~; '5Jrn/<[f~<!> ~91llfR,;ffer, ~-~ ~'f, ~~ \!/~i 

>liq~ff¾ ~~'5lf.l~~'ITT1'i1J ~~ I ~ <Pf~C<II ~ 91{;~ ¥71J-f.t~'t?r J'fam <£J"!i: ~ ~ ~ · ~. 

, !:lfih@~l ~ f<ic<ID'11 ~ ~I <$1~ ~ ~ ~9fll'ii;f,;pf <£1<1$ ~ ~ ~ ~ ~ 


