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(2*5 Marks+ 4*10 Marks = 50 Marks)

1. Concepts of Marketing Management
1.1. Understanding Marketing and Marketing Management
1.2. Scope of Marketing
1.3. Service Marketing
1.4. Marketing Decisions

2. Marketing Environment
2.1. Internal Environment
2.2. External Environment (Micro & Macro Environment)

3. Customer Satisfaction and Retention
3.1. Importance of Customer Satisfaction and Retention in Telecom Market of Nepal
3.2. Ways of Delivering Customer Satisfaction
3.3. Attracting and Retaining Customers
3.4. Customer Touch point

4. Marketing Strategies
4.1. Marketing Strategic Planning
4.2. Pricing Policies and Strategies
4.3. Product Life Cycle and Marketing Strategies
4.4. Developing and Communicating a Positional Strategy

5. Sales & Distribution Management
5.1 Concept and types of sales management
5.2 Effectiveness of Sales Management
5.3 Distribution channel design and management with respect to Telecom Industry

TR (@) : 10 ¥
(2*5 Marks+ 4*10 Marks = 50 Marks)

6. Marketing Information System and Research
6.1 Concept of Marketing Information System
6.2 Marketing Intelligence System
6.3 Marketing Research
6.4 Marketing Decision Support System
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7. Societal, Ethical and Customer Issue
7.1 Societal Responsibility
7.2 Values and Ethics in Marketing
7.3 Consumerism with Special Reference to Nepal

8. Market Segmentation
8.1 Concept of Market Segmentation
8.2 Levels of Market Segmentation
8.3 Importance of Market Segmentation for Nepal Telecom
8.4 Changing Market Scenario as Public Entity in Nepal

9 Marketing Promotion
9.1 Concept and tools of Marketing Promotion

9.2 Role of Advertising
9.3 Developing the Marketing Program
9.4 Digital Marketing

10 Dealing with the Competitions
10.1 Competitive Advantage

10.2 Telecom Market and competition in Nepal
10.3 Identification, Analysis and Response to Competition
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