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BLOCK I: INTRODUCTION

Unit- I : Introduction

Introduction - A Brief Historical Account of the Income Tax Law - The Income Tax Act,

1961- The Income Tax Rules, 1962 - The Finance Act - Scheme of Income Tax - An

Overview - Case Law - Points to be noted in the Study of Income Tax.

Unit-2: Definitions

Introduction - Definition (Section -2) - Previous Year (Section -3) - Illustrations.

Unit -3 : Capital and Revenue

Introduction - Meaning of Capital and Revenue - Capital Receipts - Revenue Receipts -
Capital Expenditure - Revenue Expenditure - Illustrations.

BLOCK II: RESIDENTIAL STATUS & INCIDENCE OF TAX

Unit-4 : Residential Status

Introduction - Determination of Residential Status - Individuals - Hindu Undivided Families

- Firm or other Association of Persons - Companies - Every Other Person - Illustrations.

Unit - 5 : Incidence of Tax

Introduction - Scope of Total Income - Taxability of Income under Different Heads - Types

of Income (i) Income Received - (ii) Income Deemed to be Received - (iii) Income Accruing

or Arising - (iv) Income Deemed to Accrue or Arise in India - Illustrations.

BLOCK- III : EXEMPTIONS & SALARIES

Unit-6: Exclusions

Introduction - Exemptions at a Glance (Sec.l0) - Exemptions, Explained (Sec.10) (i) Certain

Incomes are Tax- free (ii) Incomes in the Hands of Non-Citizens are Tax - free (iii) Awards

are Tax - free( iv) Incomes in the hands of Non-Residents are Tax-free (v) Other Groups.

Unit -7 : Salaries - I

Introduction - Chargeability - Main Characteristics of Salary - Definition of Salary -
Definition of Perquisites - Tax-free Perquisites - Profits in lieu of Salary - Tax-Free Receipts

in the Hands of Employees - Allowances and Their Taxability.

t*'dd-O



Unit-8: Salaries-II

Introduction - Valuation of Perquisites (i) Valuation of Perquisites - Taxable in all Cases (ii)

Valuation of Perquisites - Taxable in Specified Cases only - Deductions from Salaries -
Provident Funds - Income-tax Provisions and Provident Funds - Computation of Salary

Income - Qualifying Amount for Deduction U/s.80C - Illustrations.

BLOCK IV: INCOME FROM HOUSE PROPERTY: PROFITS AND GAINS OF

BUSINESS & PROFESSION AND DEPRECIATION
Unit - 9 : Income from House ProPertY

Introduction - Chargeability - Characteristics of Income from House Property - Exclusions -
Determination of Annual Value (i) Let out Property (ii) Self Occupied Property - Deductions

from Annual Value - Amount not Deductible - Loss under the Head - Co-ownership and

Deemed Ownership of House Property - Computation of Income from House Property -

Illustrations.

Unit - 10: Profits and Gains of Business of Profession - I

Introduction - Terms Defined - Chargeability - Guiding Principles for arriving at Business

Income - Admissible Deductions - Expressly allowed Deductions - General Deductions -
Expressly Disallowed Expenses - Illustrations.

Unit - ll : Profits and Gains of Business of Profession - II

Introduction - Expenses not Deductible under Certain Circumstances - Deemed Incomes -
Profits Chargeable to Tax - Valuation of Stock - Method of Accounting - Maintenance of
Accounts - Procedure for Computation of Taxable Profits/Gains from Business or Profession

- Illustrations.

Unit -12: Depreciation and Other Allowances

Introduction - Depreciation - Necessary Conditions for Claiming Depreciation - Method of
Computation of Depreciation - Unabsorbed Depreciation - Tea Development Account -

Illustrations.

BLOCK _ V : CAPITAL GAINS AND OTHER SOURCES

Unit - L3 : Capital Gains
Introduction - Chargeability - Terms Defined - Computation of Taxable Capital Gains -
Computation of Tax on Capital Gains - Treatment of Capital Losses - Exemptions -

Illustrations.

Unit - 14 : Income from Other Sources

Introduction - Chargeability (i) General Chargeability (ii) Specific Chargeability -
Deduction for Tax at Source - Deduction for Expenditure Incurred - Amounts Not
Deductable - Profits Chargeable to Tax - Computation of Income from Other Sources -

Illustrations.





 


 
      
 



I
BC510ITAX(I) - T






I     

   

   

   

II    

    

   

III   
   

  I 

  II 

IV   
  

 I 

 II 

  

V   
  

  
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I2.1I PRINCIPLBS OF MARKETING

BLOCK-I: UNDERSTANDING MARKETING
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Unit- l: Basics of Marketing
The concepts of need, wants, demand - Evolution of Marketing -Marketing concept - Selling
Vs Marketing- Types of Markets -lmportance of marketing - Role of marketing- Marketing
Mix - Elements of Marketing Mix -Factors affecting Marketing Mix.

Unit-2 Marketing Environment and Marketing Organization
Marketing Environment: Meaning and definition - Micro Environment- Macro Environment.
Marketing Organization: Meaning and Importance- Nature and Scope -Classification of MO-
Marketing relations with other departments including HR and IT.

Unit-3: Market Segmentation and Consumer Behaviour
Market segmentation - Concept- Features -Bases of Market Segmentation- Benefits.
Consumer Behaviour: Meaning and definition- Importance of Consumer Behaviour- Factors
Influencing Consumer Behaviour- Models of Consumer Behaviour - Organrzational buying
behaviour.

Unit-4: Services Marketing
Services Marketing: Meaning and definition - Evolution of services -Causes for growth of
service sectors- Characteristics of services -Types of services- Marketing mix in services
marketing.

BLOCK-II: PRODUCT MANAGEMENT

Unit-S: Product Concepts
Meaning and definition of a product -Product levels and Hierarchy - Product classification -
Product line decisions- Product Mix decisions -New Product Development- Meaning -Need
Stages in New Product Development - Limitations for New Product Development -Reasons
for failure of a new product.

Unit-6 Product Life Cycle
Product Life Cycle: Meaning and definition - Stages in Product Life Cycle - Product Life
Cycle span- Management of PLC.

Unit-7: Branding and Packaging
Branding: Meaning and definition- Importance - Classification of brands - Characteristics of
a good brand - Advantages of Branding- Brand equity.
Packaging: Meaning and definition - Functions - Characteristics of a good package -Types
of packaging- Innovations in packaging -Labelling.



BLOCK-III: PRICING DECISIONS

Unit- 8: Pricing ConcePts
Meaning of pri-ce and iricing -Objectives of pricing -Pricing procedure -Cost concepts -
Cost -frice relationship - Role and importance of pricing in marketing mix- Factors

Influencing pricing deciiions - Pricing under different market conditions.

Unit-9: Pricing Methods and Strategies
Introduction - pricing Methods -Cost-plus pricing- Break-even pricing- Ivlarginal cost pricing

-Going rate pricing lCustomary pricing --Pricing of new products- pricing strategies.

BLOCK.IV: PROMOTION AND DISTRIBUTION

Unit-10: Marketing Communication
Meaning and dernition Elements of Marketing Communication - Marketing

Communication system -Importance and functions - Integrated Marketing Communication.

Unit-l1: Promotion Mix
Meaning and definition - Objectives

Limitations of promotion mix.

Unit-12: Distribution

of Promotion Mix - Promotion Mix Elements-

BLOCK.V: EMERGING TRENDS IN MARKETING

Unit-l3: E-Marketing
E-Marketing: Meaniig and definition -Origin and importance of E-Marketing - Online

Marketing lAdvertising-on Internet -Tele marketing -Benefits of E-marketing - Problems in

E-marketing.

Unit-l4: Customer Relationship Management
Customer Relationship Management: Meaning and definition - Evolution of CRM - CRM

Process- Customer Care and Retention -Principles of CRM'

Meaning and definition of Distribution -Functions
Role of Middlemen - Types of Middlemen - Factors

Unit-l5: Consumerism
Meaning and definition - Origin and

Consumer Protection Act, 1986

marketing.

of marketing Channels -Classification-
Influencing choice of channels.

development of Consumerism Movement in India -
Unfair Marketing Practices -Ethical Concerns in

:!l\.




V
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
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  


I    
   

   

   

   

II    
   

   

   

III    

   

   

IV    
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