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General Management
3.1 Modern approaches to management
3.2 Role of manager and managerial functions
3.3 Managerial decision making and problem solving
3.4 Managing Work Force diversity
3.5 Quality management & TQM techniques
3.6 Good Governance

Management Information System

4.1 Information and decision making
4.2 Role and importance of MIS

4.3 Managers and environment

4.4 Management as a control system
4.5 MIS atool for management process

Motivation and Performance

5.1 Concept and importance of motivation and performance
5.2 Relation between motivation and performance

5.3 Motivation and Performance issues

Employee Training & Development

6.1 Concept importance and Methods of employee training and management
development,

6.2 Methods of work-based training and management development,

6.3 Evaluation of training effectiveness,

6.4 Employee empowerment and capacity building- objectives, methods and
processes

Marketing Management

7.1. Basics of Marketing Management

7.2.  Marketing Environment

7.3.  Pricing Decision

7.4. Market Segmentation

7.5. Customer Satisfaction and Touchpoint
7.6. Service Marketing
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Concepts of Marketing Management

1.1
1.2

Understanding Marketing and Marketing Management
Scope of Marketing

1.3  Service Marketing

1.4

Emerging and New Concepts in Marketing

Marketing Environment

2.1
2.2
2.3

Internal Environment
External Environment (Micro & Macro Environment)
Importance of SWOT analysis in Marketing

Customer Satisfaction and Retention

3.1 Importance of Customer Satisfaction and Retention in Telecom
Market of Nepal
3.2 Brand loyalty of Customers

3.3  Attracting and Retaining Customers

Marketing Strategies

4.1
4.2
4.3
4.4
4.5

Pricing Policies and Strategies

Product life cycle and Marketing Strategies

Developing and communicating a Positional Strategy
Promotional Strategies

Distribution Channel Design and management with

Telecom Industry

THE (@) : AH(K0)

\o

Marketing Information System and Research

1.1
1.2
1.3
1.4

Concept of Marketing Information System
Marketing Intelligence System

Marketing Research

Marketing Decision Support System

respect to



Societal, Ethical and Customer Issue

2.1  Societal Responsibility

2.2 Values and Ethics in Marketing

2.3 Consumerism with special reference to Nepal

Market Segmentation

3.1 Concept of Market Segmentation

3.2 Levels of Market Segmentation

3.3 Importance of Market Segmentation for Nepal Telecom
3.4 Changing market scenario as public entity in Nepal

Marketing Mix

4.1  Concept and components of Marketing Mix

4.2  Role and Importance of Advertising for Telecom Industry
4.3 Digital Marketing in Nepal

Dealing with the Competitions

5.1 Competitive Advantage

5.2  Forming Competitive Strategies

5.3 Telecom Market and competition in Nepal



