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OVERVIEWRNB Global University follows Semester System along with Choice Based Credit System asper latest guidelines of University Grants Commission (UGC). Accordingly, each academicyear is divided into two semesters, Odd (July-December) and Even (January-June). Also,the university follows a system of continuous evaluation along with regular updating incourse curricula and teaching pedagogy.The curriculum for B. Com (Hons.) program along with Examination pattern is as follows:
Course Scheme

Semester –V

S. No
Course

Code Course Name L T P Credits1. 11015000 Principles of Marketing 5 1 0 62. 11004600 Income Tax Law and Practice 4 1 2 63. - DSE 1 (Group A) 5 1 0 64. - DSE 2 (Group A) 5 1 0 65. 11003900 Ability & Skill Enhancement- V 2 0 0 26. 11017400 Summer Internship and Report 0 0 8 47. 99002800 Workshops & Seminars - - - 18. 99002700 Human Values & SocialService/NCC/NSS - - - 1
Total 21 4 10 32

Discipline Specific Electives

Course Code Course Name
Group A11015100 Management Accounting (DSE 1)11009700 Corporate Tax Planning11017600 Advertising (DSE 2)11009900 Banking and Insurance11010000 Computerized Accounting System11010100 Financial Markets, Institutions and Financial Services
Group B
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11017700 Business Research Methods and Project Work (DSE 1)11015600 Fundamentals of Investment (DSE 2)11010600 Consumer Affairs and Customer Care11010700 Business Tax Procedures and Management11010800 International Business11010900 Industrial Relations and Labour Laws
EVALUATION SCHEME

The evaluation of the B. Com (Hons.) program would be based on Internal and ExternalAssessments. Internal Assessment would consist of 50% of the marks (50 marks) andexternal assessment (in form of End Term Exam) would consist of remaining 50% marks(50 marks). Detailed scheme of Internal and External Assessments as follows:
Internal AssessmentThe distribution of Internal Assessment Marks is as follows:

External Assessment

Type Details Marks

Mid Term Two Mid-term Sessional of 15 markseach (15+15) 30
Marks obtained in variousTests, Assignments,Presentations, Quiz, Tutorials,etc. Average of marks obtained 15
Attendance 75% +: 5 marks 5

TOTAL 50

Type MarksTheory 50
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For subjects having practical components:

EVALUATION SCHEME- WORKSHOPS & SEMINARS AND HUMAN
VALUES & SOCIAL SERVICE/NCC/NSS1. The evaluation of Workshops & Seminar and Human Values & Social Service/NCC/NSSwill be completed from Semester I – Semester VI. It will be evaluated internally by thevarious Forums & Schools Concerned. The credit for this will be given at the end ofeach Semester.2. The students have to join club/clubs/Forums with the active participation in differentactivities of club. The students would be continuously assessed from Semester-I toSemester-IV and credits and marks would be given after the end of each Semester.
CURRICULUM

Course Name: Principles of Marketing

Course Code: 11015000

Objective

 Subject attempts are to provide basic understanding of principles, importance,tactics, tools and developments in the field of marketing. With specific emphasis onMarketing Mix i.e. Product, Price, Place & Promotion.
 The objective of this course is to provide basic knowledge of concepts, principles,tools and techniques of marketing.

Course Outline

Unit I: IntroductionNature, scope and importance of marketing; Evolution of marketing; Selling vs. Marketing;Marketing mix, Marketing environment: concept, importance, and components (Economic,Demographic, Technological, Natural, Socio-Cultural and Legal).

Type MarksTheory 40Practical 10
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Unit II
a. Consumer Behaviour: Nature and Importance, Consumer buying decision process;Factors influencing consumer buying behaviour.
b. Market segmentation: concept, importance and bases; Target market selection;Positioning concept, importance and bases; Product differentiation vs. marketsegmentation.
Unit III: ProductConcept and importance, Product classifications; Concept of product mix; Branding,packaging and labeling; Product-Support Services; Product life-cycle; New ProductDevelopment Process; Consumer adoption process.
Unit IV
a. Pricing: Significance. Factors affecting price of a product. Pricing policies andstrategies.
b. Distribution Channels and Physical Distribution: Channels of distribution - meaningand importance; Types of distribution channels; Functions of middle man; Factorsaffecting choice of distribution channel; Wholesaling and retailing; Types of Retailers;e-tailing, Physical Distribution.
Unit V
a. Promotion: Nature and importance of promotion; Communication process; Types ofpromotion: advertising, personal selling, public relations & sales promotion, and theirdistinctive characteristics; Promotion mix and factors affecting promotion mixdecisions;
b. Recent developments in marketing: Social Marketing, online marketing, directmarketing, services marketing, green marketing, Rural marketing; Consumerism.
Suggested Readings:1. Kotler, Philip, Gary Armstrong, Prafulla Agnihotri and Ehsanul Haque. Principles of

Marketing. 13thedition. Pearson Education.2. Michael, J. Etzel, Bruce J. Walker, William J Stanton and Ajay Pandit. Marketing:
Concepts and Cases. (Special Indian Edition)., McGraw Hill Education.3. William D. Perreault, and McCarthy, E. Jerome., Basic Marketing, Pearson Education.4. Majaro, Simon. The Essence of Marketing. Pearson Education, New Delhi.5. The Consumer Protection Act 1986.6. Iacobucci and Kapoor, Marketing Management: A South Asian Perspective. CengageLearning.7. Dhruv Grewal and Michael Levy, Marketing, McGraw Hill Education.8. Chhabra, T.N., and S. K. Grover. Marketing Management. Fourth Edition. Dhanpat Rai& Company.9. Neeru Kapoor, Principles of Marketing, PHI Learning.10. Rajendra Maheshwari, Principles of Marketing, International Book House.
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Course Name: Income Tax Law and Practice

Course Code: 11004600

Objective

 The objective of the lesson and the class will be to provide knowledge to thestudents about the financial market of India, focused on the Stock Market (CapitalMarket). The pedogogy will include lectures about the various terminologies andconcepts of the Share market. The lectures will be designed in such a way to teachstudents about the practical aspects of share market i.e. how to trade and how to bea good investor.
 To provide basic knowledge and equip students with application of principles andprovisions of Income-tax Act, 1961 and the relevant Rules.

Course Outline

Unit I: Introduction
Basic concepts: Income, agricultural income, person, assessee, assessment year, previousyear, gross total income, total income, maximum marginal rate of tax; Permanent AccountNumber(PAN).
Residential status; Scope of total income on the basis of residential status of Individualonly Exempted income under section 10
Unit II: Computation of Income under different heads-1Income from Salaries; Income from house property (Only Simple and basic concepts)

Unit III: Computation of Income under different heads-2Profits and gains of business or profession; Capital gains; Income from other sources (OnlySimple and basic concepts).
Unit IV: Computation of Total Income and Tax LiabilityIncome of other persons included in assessee’s total income; Aggregation of income andset-off and carry forward of losses; Deductions from gross total income; Rebates andreliefs; Computation of total income of individuals and firms; Tax liability of an individual.
Unit V: Preparation of Return of IncomeFiling of returns: Manually, On-line filing of Returns of Income & TDS; Provision &Procedures of Compulsory On-Line filing of returns for specified assesses.
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Suggested Readings:1. Singhania, Vinod K. and Monica Singhania. Students’ Guide to Income Tax, University
Edition. Taxmann Publications Pvt. Ltd., New Delhi.2. Ahuja, Girish and Ravi Gupta. Systematic Approach to Income Tax. Bharat LawHouse, Delhi.

Course Name: Management Accounting

Course Code: 11015100

Objective

 Management Accounting utilizes the principles and practices of FinancialAccounting and Cost Accounting and the thrust is on determining policy andformulating plans to achieve desired objectives of Management. The objective ofmanagement accounting is that it provides assistance in Planning and Formulationof Future Policies, Helps in the Interpretation of Financial Information, ControllingPerformance, Organizing, helps in the Solution of Strategic Business Problems andCoordinating Operations.
 To impart the students, knowledge about the use of financial, cost and other datafor the purpose of managerial planning, control and decision making.

Course Outline
Unit I: IntroductionMeaning, Objectives, Nature and Scope of management accounting, Difference betweencost accounting and management accounting, Cost control and Cost reduction, Costmanagement.
Unit II: Budgetary ControlBudgeting and Budgetary Control: Concept of budget, budgeting and budgetary control,objectives, merits, and limitations. Budget administration. Functional budgets. Fixed andflexible budgets. Zero base budgeting. Programme and performance budgeting.
Unit III: Standard CostingStandard Costing and Variance Analysis: Meaning of standard cost and standard costing,advantages, limitations and applications. Variance Analysis – material, labour, overheadsand sales variances. Disposition of Variances, Control Ratios.
Unit IV: Marginal CostingAbsorption versus Variable Costing: Distinctive features and income determination. Cost-Volume-Profit Analysis, Profit / Volume ratio. Break-even analysis-algebraic and graphic
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methods. Angle of incidence, margin of safety, Key factor, determination of costindifference point.
Unit V: Decision MakingSteps in Decision Making Process, Concept of Relevant Costs and Benefits, Various short-term decision-making situations – profitable product mix, Acceptance or Rejection ofspecial/ export offers, Make or buy, Addition or Elimination of a product line, sell orprocess further, operate or shut down. Pricing Decisions: Major factors influencing pricingdecisions, various methods of pricing.
Unit VI: Contemporary IssuesResponsibility Accounting: Concept, Significance, Different Responsibility Centers,Divisional Performance Measurement: Financial and Non-Financial measures. TransferPricing.
Suggested Readings:1. Charles  T.  Horngren,  Gary  L.  Sundem,  Dave Burgstahler,  Jeff  O.  Schatzberg.

Introduction to Management Accounting , Pearson Education.2. Anthony A. Atkinson, Robert S. Kaplan, Ella Mae Matsumura, S. Mark Young.
Management Accounting. Dorling Kindersley(India) Pvt. Ltd.3. Ronald W. Hilton and David E. Platt. Managerial Accounting: Creating Value in a
Global Business Environment, Mc Graw Hill Education.4. Singh, Surender, Management Accounting, Scholar Tech Press, New Delhi.5. Goel, Rajiv, Management Accounting. International Book House.6. Singh, S. K. and Gupta Lovleen. Management Accounting – Theory and Practice.Pinnacle Publishing House.7. Khan, M.Y. and Jain, P.K. Management Accounting. McGraw Hill Education.8. H.V. Jhamb, Fundamentals of Management Accounting, Ane Books Pvt. Ltd.

Course Name: Advertising

Course Code: 11017600
Objective

 This course aims to empower students with knowledge and capacities to understandand analyse different advertisements from Indian and cross culture perspectives andthen form a corporate and consumer perspective. Lectures are a mix of theory andpractical exercises to improve memorization, to increase students’ involvement andwork capacities and to make lectures more dynamic.
 The objective of this course is to familiarize the students with the basic concepts,tools and techniques of advertising used in marketing.
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Course Outline

Unit I: IntroductionCommunication Process; Advertising as a tool of communication; Meaning, nature andimportance of advertising; Types of advertising; Advertising objectives. Audience analysis;Setting of advertising budget: Determinants and major methods
Unit II: Media DecisionsMajor media types - their characteristics, internet as an advertising media, merits anddemerits; Factors influencing media choice; media selection, media scheduling, Advertisingthrough the Internet-media devices
Unit III: Message Development Advertising appeals, Advertising copy and elements,Preparing ads for different media.
Unit IV: Measuring advertising Effectiveness: Evaluating communication and saleseffects; Pre- and Post-testing techniques.
Unit Va) Advertising Agency: Role, types and selection of advertising agency.b) Social, ethical and legal aspects of advertising in India.
Suggested Readings:1. George E Belch, Michael A Belch, Keyoor Purani, Advertising and Promotion : AnIntegrated Marketing Communications Perspective (SIE), McGraw Hill Education.2. S. Wats Dunn, and Arnold M. Barban. Advertising: Its Role in Marketing. DrydenPress.3. Burnett, Wells, and Moriatty. Advertising: Principles and Practice. 5 th ed. PrenticeHall of India, New Delhi.4. Batra, Myers and Aakers. Advertising Management. PHI Learning.5. Terence A. Shimp. Advertising and Promotion: An IMC Approach. Cengage Learning.6. Sharma, Kavita. Advertising: Planning and Decision Making, Taxmann Publications.7. Jaishree Jethwaney and Shruti Jain, Advertising Management, Oxford UniversityPress, 2012.8. Chunawala and Sethia, Advertising, Himalaya Publishing House.9. Ruchi Gupta, Advertising, S. Chand & Co.10. O’Guinn, Advertising and Promotion: An Integrated Brand Approach, CengageLearning.
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Course Name: Ability & Skill Enhancement V

Course Code: 11003900

ObjectivesThe objectives  of the module is to make students  self-confident individuals by developingleadership and organising skills; to guide students in  making appropriate and responsibledecisions;  to give each student a realistic perspective of work related skills and to helpstudents prepare effective interview questions to conduct effective interviews.
Course Outline – Final Assessment - Interview with an Entrepreneur /Leader

Unit I: LeadershipWhat is leadership? Traits of Leadership, Identifying leaders and traits of Leadership,Movie/ Story/ Interviews of leaders: Identify leadership qualities, Debate/ Discussion/Presentations on leaders.
Unit II: EntrepreneurshipWhat is Entrepreneurship, Traits of Successful Entrepreneurs, Movie/ Story/Interviews ofEntrepreneurs: Identify Entrepreneurial qualities, Debate/ Discussion/Presentation onEntrepreneurs.
Unit III: Organisational Skills & Employability SkillsWhat are organizational skills, how to develop them, the skills needed to become asuccessful entrepreneur/administrator, good communication, ambition, courage, hardwork, planning, accountability. Organizational skills can be developed by discipline makinga system, rules, delegation of power at workplace, etc.How to enhance employability; skills, why do we need them, different workplaces, havingdifferent needs, different skills, how to recognize different work skills.
Unit IV: Decision makingThe process of decision making, its steps, what are its basics, what are the basics oforganizational decision making process, entrepreneurial  decision making, how to make aright decision at right time, dilemma.
Unit V: Interview SkillsConducting Interviews with Leaders/ Entrepreneurs, Preparing Questions, Interviewingthe fellow person, do’s & don’ts while taking interview.
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Note: The review of Syllabus happens on periodic basis for the benefit of the students. Incase there are changes in curriculum due to review, students would be intimated in writing.
------------------- End of document--------------------


