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COST ACCOUNTING

Meaning, Definition, Limitation of Financial Accounting
Objectives, Advantages, Disadvantages and Limitation of
cost Accounting Difference between Financial & Cost

1. COST ACCOUNTING

Cost accounting is a method of managerial accounting which
aims to capture the total production cost of a business by
measuring the variable costs of each production phaseas well as
fixed costs, such as a lease expense. Historians believe that
cost accounting was first introduced during the industrial
revolution when the new global supply and demand economies
forced producers to begin monitoring their fixed and variable
costs to automate their manufacturing processes.

Cost accounting allowed rail and steel companies to manage costs
and make themselves more competitive. By the early 20th
century, cost accounting had become a widely discussed subject
in the literature of business management. A company's internal
management department uses cost accounting to define both
variable and fixed costs associated with the manufacturing
process. It will first individually calculate and reportthese costs,
then compare input costs with production results to assist in
assessing financial performance and in making potential business
decisions.

Cost accounting includes several forms of costs which are listed
below.
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CHAPTER ]

INTRODUCTION

1.1 INTRODUCTION

Marketing is just about as old as civilization. However marketing
s discussed and talked about in business terms today, it’s starting
point returns to the old human advancement when man utilized
images, signs, and material ancient rarities to execute and speak
with others. Present day marketing spins around the ideas, which
are age-old. The main signs man-made to speak with others
brought forth marketing. The advancement of marketing has
made it an organized discipline to study; if not, marketing existed
in the antiquated past. Marketing was likewise utilized as an
equivalent word for the craft of selling before. Indeed, even today
much disarray exists among marketing and selling among
understudies of management and specialists, in regards to the two
prevailing methods of business and trade. This section is an
endeavor to explain the questions in the understudy's psyche with
respect to what marketing is; the way unique it is from selling
a.nd how marketing has advanced throughout some stretch of
time and has come to be known as present day marketing. The
lsllng(:ﬁl;(t:ua;i\lce: orllllie;:kjr::zjio:CCIPretsented to the genuine
ideas that permit marketing to sc,:orelel?' it .Compal‘able
igher than selling.

1.2 WHAT DO WE MEAN BY MARKETING?

Man is a social creature. Human necessities and needs are
molded by the transaction of different social powers. Marketi

fievelops through this impossible to miss social fra:mewo:kmlg
includes connections among citizenry. It helps busin.es:
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PREFACE ...

Marketing is just about as old as civilization. However marketing is discussed and talked
about in business terms today, its starting point returns to the old human advancement when
man utilized images, signs, and material ancient rarities to execute and speak with others. Present
day marketing spins around the ideas, which are age-old. The main signs man-made to speak
with others brought forth marketing. The advancement of marketing has made it an organized
discipline to study; if not, marketing existed in the antiquated past. Marketing was likewise
utilized as an equivalent word for the craft of selling before. Indeed, even today much disarray
exists among marketing and selling among understudies of management and specialists, in
regards to the two prevailing methods of business and trade. Without clients, the business
doesn't exist. A marketing system or plan is tied in with characterizing the client or target market
and fitting the item, evaluating appropriation, and advanced techniques to fulfill that target
market. Nursery organizations that are item situated—those that attempt to sell what they can
create without first seeing clients' requirements—hazard developing plants and blossoms that
won't sell at a value that will deliver a benefit. All things being equal, best nurseries are client
situated—they configure marketing methodologies around the requirements of their clients.
Contemporary marketing believed anxieties that valuing choices should be made inside the setting
of the association's whole marketing blend. Cost is nevertheless one feature of an organization's
enticement for buyers and should be completely incorporated with the actual item, its bundle,
publicizing, advancement, circulation, etc, so as to empower it to supplement, backing and
improve each and every part of the marketing blend. Channels of Distribution-meaning-choico of
Distribution channel-marketing broker’s capacities and types Wholesaling-types and
administrations of distributer Retailing-types and administrations of retailer Those new to
marketing regularly accept it is exactly the same thing as promoting. Pasitively our inclusion such
a long ways in these Principles of marketing instructional exercise has recommended this isn't
true. Marketing includes many assignments and choices, of which publicizing may just be a little
part.

We are respected thankful to the Hon. Bhimraoji Dhonde Saheb, Former President of Anand
Charitable Sanstha Ashti’s for his encouragement and support to complete this work. Finally, my

sincere thanks to the Prin. Dr. H. G. Vidhate and Publishers, Distributors, for their acceptance in
publishing the book. |
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Financial Managemen!

Chapter 1

FINANCIAL MANAGEMENT
OBJECTIVES

1.1 OVERVIEW

Financial management is the managerial activity concerned with
the planning and control of a company's financial resources. It is
also known as financial planning and control. Therefore, the
fundamental goal of a corporation is to maximise the wealth of
its owners via the purchase, financing, and administration of a
wide range of different assets. The goal for financial managers
like Solomon Ezra and J. John Pringle is to make the most of
their capital money as efficiently as possible. For a company's
Financial Management department to operate smoothly, the
funds necessary for that purpose must be obtained and used in
the most efficient manner possible.

Financial Management is concerned with the procurement and
financing of long- and short-term credit for the company's
operations. In order to do this, it handles a broad variety of
concerns, including asset allocation, liability selection, and the
size of the organisation. When making these decisions,

consideration is given to funding flows and the effects of those
flows on management.

The capacity of a corporation to compete in today's global
economy is dependent on its ability to generate financial
resources. All forms of business endeavours need the use of
financial resources to succeed. The lifeblood of a business
organisation is referred to in this manner as well. Regardless

1
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