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1. Management System and Strategic Management

1.1 Modern Approaches to Management

1.2 Role of Manager and Managerial Functions

1.3 Concept and Importance of Strategic Management

1.4 Strategic Analysis

1.5 Business Policy and Decision Making

1.6 Role of Creativity and Innovation in Business

2. Management Information and Decision making
2.1 Management Information System, Executive Information System and Decision
Support
2.2 Computerized System in Business Application
2.3 Enterprise Resource Planning
2.4 Information Security
2.5 CASE Tools and Controls Applicable to IT Development
2.6 Decision Making Process
2.7 Group Decision Making
2.8 Information Technology for Decision Making
2.9 Quantitative Tools for Decision Making

3.  Leadership and Recent Trends in Management
3.1 Approaches and Modern Views of Leadership
3.2 Sustainable Team work and Managing Multicultural Teams
3.3 Barrier of Effective Team Building
3.4 Communication Structure, Barriers and Facilitators
3.5 Participatory Management
3.6 Corporate Governance
3.7 Conflict, Crisis and Change Management
3.8 Negotiation and Agreement Management
3.9 Knowledge and Talent Management

4.  Supervision, Monitoring, Control and Quality
4.1 Supervision and Monitoring Systems and Techniques
4.2 Dimension & Essential of Organizational Control System
4.3 Information System for Effective Controls
4.4 Factors Affecting Quality
4.5 Quality Management and TQM Techniques
4.6 Managerial Role in TQM

5.  Performance Management and Professionalism
5.1 Motivation
5.2 Moral and Ethics
5.3 Integrity
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5.4 Performance Appraisal System
5.5 Career Development

6. Marketing Management
6.1 Basics of Marketing Management
6.2 Marketing Environment
6.3 Pricing Decision
6.4 Market Segmentation
6.5 Customer Satisfaction and Touch point
6.6 Service Marketing
6.7 Product differentiation
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1. Concepts of Marketing Management
1.1  Understanding Marketing and Marketing Management
1.2 Scope of Marketing
1.3  Service Marketing
1.4  Contemporary Issues in Marketing

2. Marketing Environment
2.1 Internal Environment
2.2 External Environment (Micro & Macro Environment)
2.3 Competition Promote and Market Protection Act, 2063

3. Dealing with the Competitions
3.1 Competitive Advantage
3.2 Forming Competitive Strategies
3.3  Telecom Market and competition in Nepal

4. Customer Satisfaction and Retention
4.1 Importance of Customer Satisfaction and Retention in Telecom Market of Nepal
4.2  Brand loyalty of Customers
4.3  Attracting and Retaining Customers
4.4 Consumer Protection Act, 2075

5. Marketing Information System
5.1 Concept of Marketing Information System
5.2 Marketing Intelligence System
5.3 Marketing Decision Support System

s (@)
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6. Marketing Strategies
6.1 Pricing Policies and Strategies
6.2  Product life cycle and Marketing Strategies
6.3 Developing and communicating a Positional Strategy
6.4  Promotional Strategies
6.5 Distribution Channel Design and management with respect to Telecom Industry
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Societal, Ethical and Customer Issue

Societal Responsibility
Values and Ethics in Marketing
Consumerism with special reference to Nepal

Market Segmentation and Marketing Mix

Concept of Market Segmentation
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Importance of Market Segmentation for Nepal Telecom

Concept and components of Marketing Mix

Project and Contract Management

9.1
9.2
9.3
9.4
9.5
9.6
9.7

Project Life Cycle and Project feasibility study
Demand -Supply Forecast and Analysis
Technical and Economic analysis of Project
Project Appraisal and Screening, SWOT Analysis

Project Implementation Plan (PERT, CPM, Network Diagram, Gantt Chart)

Developing a Contract Management Plan
Drafting Specifications and requirements
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