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Far Western University 
Faculty of Management 

 

Master of Business Administration (MBA) Program 
 

 

Program Description  

The Master of Business Administration (MBA) program of Far Western University provides an 

integrated set of learning opportunities for students interested in developing skills and knowledge 

necessary for effectively participating in and managing modern organizations. The MBA program at 

Far Western University is designed to equip students with advanced management skills and 

knowledge, preparing them for leadership roles in a dynamic and competitive business environment. 

The program combines a strong foundation in core business disciplines with opportunities for 

specialization through elective courses in areas such as banking and finance, accounting, marketing 

and human resource management. Students gain both theoretical insights and practical experience, 

enhancing their ability to make strategic decisions, manage complex organizational challenges, and 

drive innovation. With a focus on developing leadership, critical thinking, and communication skills, 

the MBA program provides students with the tools necessary to succeed in senior management roles 

across various industries. 

Program Objectives  

The MBA program at FWU aims to produce graduates who can lead organizations to success through 

innovation, strategic thinking, and ethical decision-making. The program emphasizes practical 

application, equipping students with the ability to analyze complex business situations and implement 

effective strategies. It also fosters a global business perspective, preparing students to operate in 

diverse and dynamic international environments.  

Curricular Structure  

The MBA curriculum offers a strong foundation in business fundamentals through both foundation 

and core courses. In addition to the core courses, students have the flexibility to customize their 

education by selecting from a wide range of skill-building and concentration courses that align with 

their personal goals and interests. The MBA program is anchored by rigorous and integrated course 

modules with internship and thesis. 

Foundation and core courses: The foundation and core courses of the MBA program are designed to 

provide a comprehensive understanding of fundamental business principles while fostering 

specialized knowledge in key management areas. Foundation courses such as Managerial 

Communication, Managerial Economics, and Organizational Behaviour equip students with essential 

skills in communication, economic analysis, and understanding human dynamics within 

organizations. Core courses, including marketing management, financial management, and strategic 

management, build on these foundations by focusing on critical business functions like finance, 

marketing, human resources, and operations. These courses are complemented by practical learning 

opportunities in areas such as e-business, seminar in business plan for new venture development and 

workshop on taxation and tax planning. 

Concentration courses: The concentration course help students to develop specialized and focused 

knowledge and skills in the areas of their choice. Students are required to select three courses from 

any one of the concentration areas offered. The concentration courses offered are in the areas of 

banking and finance, marketing, accounting and human resource management.  

Internship: An internship is a form of experiential learning that integrates knowledge and theory 

learned in the classroom with practical application and skill development in a professional setting. 

Participating interns thus gain on-the-job training that integrates education, career development and 

public service, while agencies hosting interns benefit from the contributions of creative and innovative 

students.  
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Students during their internship are encouraged to explore the many ways they can be involved in 

“learning by doing." For internship, students will be placed in enterprises or attached to a field for 

about 6-8 weeks. Upon completion of the internship and field attachment training, students are 

required to submit a report in the prescribed format. 

Thesis: MBA’s Thesis is a personal independent academic work prepared by the student. In the fourth 

semester, students are required to undertake a dissertation project that involves fieldwork and 

empirical analysis of the information collected from the field. The evaluation of the dissertation shall 

be based on two components: written report and viva-voce. 

Entry Requirements  

The MBA Program is open to students holding a Bachelor’s degree from any recognized colleges or 

universities and meeting the general requirements for admission. To be eligible to apply for admission 

to the MBA Program, an applicant must have a minimum of 15 years formal education (12 years of 

schooling plus three years of graduation). The applicant must also have secured a minimum CGPA of 

2.0 or second division marks in Bachelor’s level.  

Admission Procedures 

A notice inviting applications for admission to the MBA program will be publicly announced by the 

Faculty of Management of FWU. Interested candidates may obtain application forms from the 

concerned department/campuses upon request, after the payment of the prescribed fee. 

The Management Admission Test (MAT) will be conducted by the Faculty of Management as per the 

prescribed format. Admission will be based on the merit obtained in the entrance test and the 

availability of seats. The final decision on admission will be made accordingly. 

Evaluation System 

The prominent feature of the semester system is the continuous evaluation of a student's performance, 

and flexibility given to the student to progress at pace suited to his/her individual ability as per the 

credit requirements. 

A student’s academic performance in a course module is evaluated in two phases: 

• Internally by the concerned faculty member through quizzes, assignments, presentation, class 

participation, term paper presentation, group discussion, midterm examination etc. 

• Externally by the Office of Examinations through semester-end examinations. 

Forty (40) percent weight is given to internal and sixty (60) percent to external evaluation (semester-

end examination). A student is required to pass the internal and external evaluations independently. 

The final grade is awarded on the basis of his/her consolidated performance in both internal and 

external evaluations. 

Grading System  
(Applicable from the admission batch of 2081 BS and onward) 

The grading system of FWU is designed to evaluate students' academic performance in a fair and 

transparent manner. The grades reflect the student’s achievement of course objectives and overall 

understanding of the subject matter. Students are awarded grade points at the end of each semester 

based on their in-semester and end-semester examination scores. Final evaluation of the course is 

carried out on a four-point grading system with six categories. Description with letter grades and 

grade values is as below: 

Obtained 

Marks 

Letter 

Grades 

Grade Point 

Average GPA) 

Cumulative Grade 

Point Average CGPA) 

Quality Points  

(Grade Points × Credit Hours) 

90 and above  A+ 4.0 4.00 12.00 

80 to below 90 A 3.7 3.70 - 3.99 11.10 

70 to below 80 B+ 3.3 3.30 - 3.69 9.90 

60 to below 70 B 3.0 3.00 - 3.29 9.00 

50 to below 60 B- 2.7 2.70 - 2.99 8.10 

Below 50 INC Below 2.7 Below 2.70 Incomplete 
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Semester Grade Point Average (SGPA): Semester Grade Point Average (SGPA) is calculated by 

multiplying the earned grade value by the number of credits for each course and then dividing the 

total grade points by the total number of semester credits. To pass the semester, the SGPA must be 3.0 

or above at the end of each semester.    

Cumulative Grade Point Average (CGPA): CGPA is calculated at the end of the program. For 

graduation, a student has to maintain a CGPA at least by 3.0 or above.    

Grade Improvement: In each semester, if students secure SGPA less than 3.0, they will be provided 

an opportunity to improve the Grade Value in any two courses with less than 3 grade.  

Dean’s List: To qualify for the Dean’s list, a student must obtain a CGPA of 3.80 or above.   

Degree Requirements  
(Applicable from the admission batch of 2081 BS and onward) 
 

A student for fulfilling the MBA degree requirements: 

▪ Must secure a minimum CGPA of 3.00 (60 percent) on the 4.0 grade scale; 

▪ Must complete all the courses, seminar, internship and thesis as specified in the curricular 

structure within the maximum time period specified. 
 

Course Structure and Semester-wise Course Cycle 

Following table outlines the structure of the MBA program across four semesters: 

Semesters Course Code and Name of Courses Credits 

Semester I MGT 501: Managerial Communication 3 

MGT 502: Emerging Concepts in Management 2 

STT 512: Statistics for Management 3 

ECO 522: Managerial Economics 2 

MGT 532: Organizational Behaviour 2 

MGT 535: Business, Society and Ethics 2 

MKT 551: Marketing Management 2 

Semester II ACC 511: Managerial Accounting and Control 3 

ACC 512: Financial Reporting and Analysis 3 

MGT 533: Human Resource Management 2 

MGT 534: International Business 2 

FIN 541:   Financial Management 3 

MIS 554:   Management Information System 3 

Semester III RES 631:  Business Research Methods   2 

MGT 632: Operations Management and Supply Chain 2 

MIS 633: E-Business 2 

ENT 634: Entrepreneurship 3 

INT 635: Internship 2 

Concentration I (ONE subject from any one concentration area):  

Concentration Area: Banking and Finance   

FIN 636: Financial Markets and Institutions  3 

FIN 637: International Financial Management 3 

Concentration Area: Marketing   

MKT 636: Consumer Behaviour  3 

MKT 637: Advertising and Sales Promotion 3 

Concentration Area: Accounting   

ACC 636: Corporate Accounting  3 

ACC 637: Corporate Taxation 3 

Concentration Area: Human Resource Management   

HRM 636: Employment Relations 3 

HRM 637: Human Resource Development 3 

Semester IV MGT 641: Strategic Management 3 
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Semesters Course Code and Name of Courses Credits 

ENT 642: Business Plan for New Venture Development - Seminar 1 

ACC 643: Taxation and Tax Planning - Workshop 1 

RES 649: Thesis 3 

Concentration II (ONE subject from any one concentration area):  

Concentration Area: Banking and Finance  

FIN 644: Investment Analysis and Portfolio Management 3 

FIN 645: Commercial Bank Management 3 

FIN 646: Marketing of Financial Services 3 

Concentration Area: Marketing  

MKT 644: Service Marketing 3 

MKT 645: Social Marketing  3 

MKT 646: Strategic Brand Management 3 

Concentration Area: Accounting  

ACC 644: Accounting Information System 3 

ACC 645: Advanced Management Accounting 3 

Concentration Area: Human Resource Management  

HRM 644: Performance Management 3 

HRM 645: Conflict Management and Negotiations 3 

Concentration III (ONE seminar related to concentration area)  

FIN 648: Seminar in Banking and Finance 3 

MKT 648: Seminar in Marketing 3 

ENT 648: Seminar in Accounting 3 

HRM 648: Seminar in Human Resource Management 3 



 FWU_Master of Business Administration (MBA) Program 

6 
 

Far Western University 
Faculty of Management 

Master of Business Administration (MBA) Program  

  
 

 

Syllabus: First Semester 

 

 

 
 

 
 

 

Office of the Dean 
Faculty of Management 

Mahendranagar, Kanchanpur 
Website: www.facultymanagement.fwu.edu.np, Email: dean.management@fwu.edu.np 

Website: www.facultymanagement.fwu.edu.np 

Email: dean.management@fwu.edu.np 
 

 

 

 

 

 

 

 

 

2021

mailto:dean.management@fwu.edu.np
mailto:dean.management@fwu.edu.np


 FWU_Master of Business Administration (MBA) Program 

7 
 

STT 512: Statistics for Management  
 

Course Title: Statistics for Management 

Course Code: STT 512 
Credit Hours: 3 

Semester: First 

Lecturer Hours: 45 

 
 

Course Objectives 

The objective of this course is to impart in students the basic concepts and skills of using statistical 

tools in solving management problems. This course will help students understand the process of 

defining, collecting, organisating, visualizing and analyzing data by applying appropriate statistical 

tools designed for business decision making. In addition, this course will provide knowledge of proper 

use of inferential statistics in making rational decision based upon sample data. 

Course Description: 

This course deals with the statistical methods and tools required for decision making in contemporary 

business environment. Topics include descriptive statistics and numerical measures, statistical 

inferences, hypothesis tests and nonparametric methods, analysis of variance, correlation analysis, 

regression models and forecasting techniques. 

Learning Outcomes 

By the end of this course, the students will be able to: 

• discuss and explain what statistics is and how it is used in the field of management, 

• explore the numerical data by using SPSS software, 

• use the concept of probability in the business decision, 

• use the concept of sampling, estimation and hypothesis testing in various functional areas of 

an organization, 

• analyze the relationship among variables and classify them as per the domain and 

• use forecasting technique in the business and economy. 

Course Contents 

The course deals with the following topics: 

Unit 1: Introduction to Statistics   LH 8  

Descriptive vs. inferential statistics; statistics in management and other areas of study; 

variable and its type; data and types of data; data measurement scale, data collection; 

Organizing and visualizing variables: visualizing numerical variables, visualizing categorical 

variables; numerical descriptive measures: central tendency, variation and shape; exploring 

numerical data. 

Unit 2: Probability and Sampling  LH 8   

Concept of probability; conditional probability; Bayes' theorem; discrete probability 

distribution: Binomial and Poisson distribution with their measure characteristics and 

applications; continuous probability distribution: normal distribution and their applications; 

sampling techniques and sampling distribution of mean and proportion; central limit theorem; 

estimation of sample size. 

Unit 3: Inferential Statistics    LH 14 

Theory of estimation; point estimation and interval estimation and their interpretations; 

hypothesis testing: fundamentals of hypothesis testing, algorithm for testing of hypothesis, 

traditional and p-value approaches of hypothesis test for decision making; parametric test 
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statistic: Z-statistic for mean and proportion test, one sample t-test, independent t-test, paired 

t-test and their assumptions; F-statistic: variance-ratio test, one-way Analysis of Variance 

(ANOVA), concept of two-way ANOVA, assumptions of F-test; non-parametric test statistic: 

chi-square test statistic for goodness of fit and independence of attribute, Wilcoxon sign 

ranked test, Mann Whitney U test and Kruskal Wallis test. 

Unit 4: Relationship among Variables and Classification Technique   LH 10 

Introduction; correlation analysis; estimation using regression line; limitations and errors; 

finding multiple regression equation (with 2 independent variables); coefficient of multiple 

determination; standard error of estimate; multiple regression with dummy variable; 

diagnostics of regression analysis; stepwise regression; factor analysis; autocorrelation. 

Unit 5: Forecasting   LH 5 

Introduction; types of forecasting methods; measurements of errors in forecasting; 

components of time series; smoothing techniques; exponential smoothing method. 

Note: In each unit of the course students will be guided manually along with SPSS software. 

 

Required Textbook and Materials: 

Prescribed Text Book: 

David M. Levine, Kathryn A. Szabat & David F. Stephan. (2013). Business Statistics: A First 

Course. 7th edition, Pearson Education. 

Suggested References: 

Douglas A. Lind, William G. Marchal & Samuel A. Wathen, (2008). Statistical techniques in 

Business and Economics. 13th edition, Tata McGraw hill, India. 

Gupta, S.C. (2007). Fundamentals of Statistics. 6th Edition, Sultan Chand & Sons, New Delhi. 

Groebner, D. F., Patrick W. Shannon, Phillip C. Fry & Kent D. Smith. (2008). Business Statistics: A 

Decision-Making Approach. 7th Edition, Pearson, Singapore. 

 

◙ 
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ECO 522: Managerial Economics 
 

Course Title: Managerial Economics 

Course Code: ECO 522 

Credit Hours: 2 

Semester: First 

Lecturer Hours: 30 
 

Course Objectives 

The purpose of this course is to provide students with a basic foundation of economic concepts and 

tools that have direct managerial applications. The course will sharpen analytical skills of students 

through integrating knowledge of economic theory with decision making techniques. The course will 

help students become more adept at designing and developing business strategy at firm level. Students 

should gain a rigorous understanding of competitive markets as well alternative market structures. 

Course Description 

This course is concerned with the application of ideas of economics to under various problems faced 

by entrepreneurs while making decisions. It mainly involves the study of basic concepts to 

microeconomics with application to managerial decision making. This course is to enable students to 

understand the behavior of firms in relation to solve operational and environmental issues. 

Learning Outcomes 

After completing this course, students should be able to:  

• explain the concept of managerial economics, objective of a firm and role of managerial 

economics in entrepreneurship development 

• analyse and forecast demand by applying non-statistical and statistical methods;  

• apply the concept of one variable input, two variable inputs and economies of scale for 

optimal production; 

• set optimal prices and price discriminate;  

• develop long-run strategies to increase value of firm;  

• make decisions under different environments and regulatory frameworks. 

Course Contents 

The following issues or topics have been selected for the course. Each issue or topic will be explored 

in relation to existing literature, its relevance and practices. 

Unit 1: Introduction and Objectives of Firm LH 6 

Meaning and scope of managerial economics, role of managerial economics in business 

decisions, organizational objectives: profit maximization, sales maximization and value 

maximization, Simon's theory of satisfaction behavior and Williamsons' model of managerial 

discretion. 

 Note: Numerical cases will be applied wherever needed.  

Unit 2: Demand Analysis and Forecasting LH 6 

Concept and uses of price elasticity of demand in business decision making; demand 

forecasting: techniques of demand forecasting, non-statistical method (survey method), 

statistical methods (time series analysis and regression analysis), input output model. 

 Note: Numerical cases will be applied wherever needed.  

Unit 3: Theories of Production and Cost  LH 6 

Production function; cobb-Douglas production function and its features, optimal use of one 

variable input, optimal employment of two variable inputs, economies of scale, economies of 

scope and learning curve. 

 Note: Numerical cases will be applied wherever needed.  
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Unit 4: Pricing Theory and Techniques  LH 7 

Pricing under oligopoly; cartel arrangement; price leadership and kinked demand curve 

model; game theory: concept, payoff matrix, dominant strategy, Nash equilibrium, Prisoner's 

dilemma; pricing practices: cost-plus-pricing, incremental cost pricing, multiproduct pricing, 

price discrimination, peak-load pricing, two- part tariff. 

 Note: Numerical cases will be applied wherever needed.  

Unit 5: Role of Government in Market LH 7 

Concept and sources of market failure, government response to market failure, national 

monopoly regulation, antitrust policy, patent system, operating control, subsidy and tax policy 

regulation, regulation of environmental pollution. 

 Note: Numerical cases will be applied wherever needed.  

Required Textbook and Materials: 

Prescribed Text Books: 
 

Dwivedi, D. N. (2008). Managerial Economics, 7th Edition, Vikash Publishing House Pvt. Ltd. LTD.  

Mankiw, N. G. (2011). Principles of Microeconomics. 6th Edition, USA: South Western College 

publication.  

Pappas, J.L., Mark Hershey. (1989). Fundamentals of Managerial Economics. New York: The 

Dryden Press. 

Salvatore, Dominick. (2015). Managerial Economics in a Global Economy, 8th edition, Oxford 

University Press.  

Suggested References: 

Koutsoyiannis, A. (1985). Modem Micro Economics, the Macmillan Press Ltd. 

Petersen, Craig H., Lewis, W Cris, Jain, Sudhir K. (2009). Managerial Economics, 4th Edition, 

Indian Institute of Technology, Delhi.  

Ahuja, HL. (2014). Managerial Economics. New Delhi: S. Chandan Company Pvt. Ltd. 

 

◙ 

https://ideas.repec.org/b/oxp/obooks/9780199397150.html
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MGT 501: Managerial Communication 
 

Course Title: Managerial Communication 

Course Code: MGT 501 

Credit Hours: 3 

Semester: First 

Lecturer Hours: 45 

 

Course Description 

This course, while familiarizing students of advanced Business Studies with the foundational theory 

of managerial communication, offers an intensive practice of effective managerial communication—

written, oral, verbal, and non-verbal—so that Business graduates can apply the skills learned in their 

career and beyond. Besides orienting students to basic theories of effective communication, the course 

also includes collaborative projects, writing assignments, and presentation to allow students to 

develop hands-on knowledge and practical skills of communication. The course follows the seminar 

model of classroom teaching, in which students participate in in-class discussions and presentations. 

Course Objectives  

Upon the successful completion of the course, students will be able to: 

• understand the value of effective communication in managing and leading an organization,  

• use communication skills strategically to achieve specific professional and organizational goals, 

• communicate effectively and flexibly within and outside the organization, using various forms 

of communication—oral, written, nonverbal, and visual  

• prepare professional business documents, including emails, memo, reports, and proposals, and 

• lead and manage teams and negotiate and resolve conflicts through effective communication.  

Course Contents 

The following topics have been selected for the course. 

 Unit 1: Introduction to Managerial Communication  LH 9  

1.1 Communication in Contemporary Organizations 

• History of Managerial Communication 

• Factors Affecting Communication Contingencies  

1.2 The Managerial Communication Process 

• Levels of Managerial Communication 

• A Strategic Approach to Communication  

• Critical Errors in Communication  

1.3 Communicating with Technology  

• Framework of Technologically-Mediated Communication 

• Matching Technology and the Message  

• Challenges and Future of Technologically-mediated Communication 

1.4 Focused Reading, Discussion, and Presentation  

• Perlow and Williams, “Is Silence Killing Your Company?” from Harvard Business 

Review 

• Hamm, “The Five Messages Leaders Must Manage,” from Harvard Business Review  

Unit 2: Group Communication  LH 8 

 2.1 Managing Meetings and Teams 

• Advantages and Disadvantages of Working in Teams 

• Strategies for Meetings 

• Strategies for Face-to-face Meetings 

• Strategies for Virtual Meetings  

• Group Decision-Making Format  
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2.2 Speeches and Presentations 

• Planning Presentations 

• Organizing Presentations 

• Preparing Visuals  

• Delivering Presentations 

• Media Presentations 

• Team Presentations 

• Impromptu Speaking  

2.3 Focused Reading, Discussion, and Presentation  

• Weeks, “Taking Stress out of Stressful Conversation,” from Harvard Business 

Review 

• Tannen, “The Power of Talk,” from Harvard Business Review 

Unit 3: Managerial Writing   LH 12 

 3.1 Contemporary Managerial Writing  

• Collaborative Writing  

• Role of Managerial Writing  

• Planning  

• Composing  

• Revising  

3.2 Writing Routine Messages 

• Audience Adaptation  

• Strategies for Writing  

• Direct Messages 

• Indirect Messages 

• Letter Formats 

• Internal Correspondence 

3.3 Writing Reports and Proposals 

• The Report Writing Process 

• Strategies  

• Memo and Letter Reports 

• Elements of Formal Reports 

• Visual Aids 

3.4 Focused Reading, Discussion, and Presentation 

• Conger, “The Necessary Art of Persuasion,” from Harvard Business Review 

• Williams and Miller, “Change the Way you Persuade,” from Harvard Business 

Review 

Unit 4: Understanding Messages LH 8 

 4.1 Managerial Listening  

• Benefits of and Barriers to Listening  

• Techniques for Listening 

• Techniques of Active Listening  

• Techniques for Interactive Listening  

• Developing a Listening Climate  

4.2 Nonverbal Communication 

• Importance of Nonverbal Communication 

• Functions of Nonverbal Cues 

• Applications of Nonverbal Communication 

• Nonverbal Signs and Deception  

4.3 Intercultural Communication  

• Definitions and Myths 

• Cultural Differences 
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• Nonverbal Sensitivity  

• Developing Intercultural Sensitivity  

4.4 Focused Reading, Discussion, and Presentation  

• Morgan, “How to Become an Authentic Speaker?” from Harvard Business Review 

• Denning, “Telling Tales,” From Harvard Business Review  

Unit 5: Interpersonal Communication  LH 8 

 5.1 Conflict Management  

• Benefits of Conflict Situations 

• Communication and Conflict Resolution  

• Strategies of Conflict Resolution  

• Problem-Solving Strategies to Resolve Conflict  

5.2 Managerial Negotiation  

• Negotiation and Networking 

• Negotiation and Conflict 

• Model for Negotiation  

• Core Strategies for Negotiation  

5.3 Conducting Interviews 

• Barriers to Effective Interviews 

• Questions for Effective Interviews 

• Employment Interviews 

• Performance Review Interviews 

• Networking  

5.4 Focused Reading, Discussion, and Presentation  

• Cialdini, “Harnessing the Science of Persuasion,” from Harvard Business Review 

• Elsbach, “How to Pitch a Brilliant Idea?” from Harvard Business Review 
 

Required Textbook and Materials: 

Prescribed Text Books: 

Geraldine E. Hynes, Managerial Communication: Strategies and Application, 6th edition, New 

Delhi: Sage Publication, 2015. 

Harvard Business Review’s 10 Must Reads on Communication, Harvard UP, 2013. 
 

Suggested References: 

Reginald L. Bell and Jeanette S. Martin, Managerial Communication for Professional Development, 

New York: Business Expert Press, 2019.  

Walter E. Oliu, Charles T. Brusaw, and Gerard J. Alred, Writing That Works: Communicating 

Effectively on the Job, 11th ed., New York: Bedford/ St. Martin, 2013.  

Arthur H. Bell and Dayle M. Smith, Management Communication, 3rd ed., New York: John Wiley 

and Sons, 2010. 

 

◙ 
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MGT 502: Emerging Concepts in Management 

 

Course Title: Emerging Concepts in Management 

Course Code: MGT 502 

Credit Hours: 2 

Semester: First 

Lecturer Hours: 30 
 

Course Objectives 

The aim of the course is to undertake a critical study of selected concepts, trends and recent 

developments in management concepts, research and practice. It will thus give the opportunity to 

examine a number of contemporary and emerging management issues. The course will enable 

students to consider the complexity of these issues, explore the available literature and apply concepts 

to real business scenarios. 

Course Description 

This course is designed to discuss emerging management concepts and issues in the context of 

complex, dynamic, and changing business world. This will equip students with a framework for 

understanding and analyzing the nature of managerial works and the determining factors of 

managerial success. Major topics will include the paradigm shifts in management concepts and 

practices like changing role of managers, quality and innovation management, diversity, structure and 

benchmarking issues, organizational change, TQM, sustainable management, knowledge 

management, and organizational learning. 

Learning Outcomes 

Students who successfully complete this paper will be able to: 

• describe how the field of management and structure of business are changing including the roles of 

managers in business and industry. 

• explain the latest developments and contributions of management theory, research and practice. 

• demonstrate the value of emerging management concepts and their implications for contemporary 

business practice. 

• assess the way knowledge is developed and shared within organizations. 

• apply knowledge of management ideas to contemporary organizational issues. 

Course Contents 

In line with the contemporary focus of the course, the following issues and topics have been selected 

which will be explored in relation to exist literature, its relevance in the Nepalese context and the 

likely impact on current business practices in Nepal: 

Unit 1: New Perspectives in Management Concepts and Theories  LH 8 

An overview of management concepts, approaches and theories; The changing role of 

managers and challenges; Emerging concepts and issues in management thinking and 

practices; micro and macro management, green management, sustainability management, time 

management, stress management, talent management, social entrepreneurship, corporate 

spirituality, appreciative enquiry, emotional intelligence and artificial intelligence; 

management of innovation. 

Unit 2: Quality Management  LH 6 

Concept of quality; Goals and principles of quality management; Techniques of managing and 

improving quality; Value creation for customers; Quality planning; Quality management 
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tools; Six Sigma – principles and methodology; TQM in organizations; Benchmarking, 

outsourcing and business process reengineering 

Unit 3: Organizational Knowledge and Learning  LH 6 

Fundamental concepts of organizational knowledge and organizational learning; Role of 

knowledge, learning and innovation in organizations; Functions of KM and OL systems; 

Obstacles to implement KM and OL systems; Current practices in knowledge management 

and organizational learning. 

Unit 4: Diversity Management  LH 5 

Concept of diversity management; Success and failure factors of diversity management; 

regulatory factors required to establish an appropriate environment for managing diversity; 

discrimination issues; gender imbalance; work-life balance; value diversity and inclusive 

organizational culture; techniques for dealing with inappropriate behavior; organizational 

strategy for diversity management. 

Unit 5: Self-Management and Empowerment  LH 5 

Concept of self-management; self-management skills: leadership, team work, problem-

solving, relationship management, and conflict management; concept of impression 

management; employee empowerment; issues in employee empowerment; empowerment, 

innovation and organizational change. 

Required Textbook and Materials: 

Prescribed Text Books: 
 

Drucker, Peter F. (1999). Management challenges for the 21st century.  Harper Collins.  

Gareth Jones and Jennifer George (2017). Essentials of contemporary management. Tata McGraw 

Hill.  

Suggested References: 

R. Srinivasan (2011). Business process reengineering. Tata McGraw Hill Education Private Limited, 

New Delhi. 

Stephen P. Robbins & Vohar (2013). Organization behavior.  Pearson Education, 15th Edition,  

 

◙ 
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MGT 532: Organization Behaviour 

 

Course Title: Organization Behaviour 

Course Code: MGT 532 

Credit Hours: 2 

Semester: First 

Lecturer Hours: 30 
 

Course Objectives 

The objective of this course is to introduce the study of human behavior in organizations, considering 

both the individual and contextual determinants of that behavior. The impact of three determinants of 

organizational behavior: individuals, groups and structures will be dealt with; with the ultimate 

purpose of applying this knowledge toward improving the students' own understanding and 

effectiveness. 

Course Description 

This is an advanced survey course in organizational behavior designed to expose you to essential 

theories and concepts for analyzing, understanding, and managing human behavior in organizations. It 

deals with a wide breadth of theories and applications dealing with such topics as individual 

differences, perception, motivation, organizational design, power and influence, team dynamics, 

communication, conflict management, leadership, organizational culture and diversity organizational, 

change and development. Class sessions and assignments are intended to help students acquire skills 

and analytic concepts to improve organizational relationship and effectiveness. 

Learning Outcomes 

At the completion of the course requirements, the students will be able to: 

• explain various theories and techniques as tools for understanding basic human processes and 

behaviour. 

• explain the nature and complexities of individuals in organization. 

• comprehend and apply the principles of the communication process, both as a sender and 

receiver of messages. 

• apply various theories and techniques as tools for motivating employees. 

• utilize various techniques to facilitate effective group interactions. 

• understand style and strategies for effective leadership. 

• assess the organizational processes, work environment, culture, organizational change and 

development. 

Course Contents 

Keeping in mind the course objectives, course contents are detailed here.  

Unit 1: Introduction LH 5 

Concept of organizational behavior; contributing disciplines to organizational behavior; basic 

organizational development model; challenges and opportunities of organizational behavior; 

diversity and diversity management strategies. 

Unit 2: The Individual LH 9 

Job attitude: concept and types; job satisfaction: concept, causes and outcomes; emotions and 

mood: concept and sources, emotional intelligence components; personality: concept, 

determinants, Myers-Briggs type indicator (MBTI) and Big-Five model; value: concept of 

values, Hofstede’s cultural values; perception: concept and determinants, attribution theory; 
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motivation: concept and theories (Maslow’s, two-factor theory, reinforcement theory, equity 

theory, expectancy theory).  

Unit 3: The Group LH 8 

Groups and teams: concept, types and creating effective teams; role and norms; 

communication: process, types, barriers to effective communication; leadership: concept, 

types and traits; power: concept and sources; organizational politics; impression management; 

conflict: concept, types and negotiation process. 

Unit 4: The Organization System LH 8 

Organizational culture: concept and role; creating and sustaining effective organizational 

culture; organizational change: concept, types and approaches to managing organizational 

change; organizational stress: concept, sources and managing stress. 

Required Textbook and Materials: 

Prescribed Text Book: 
 

Robins Stephen P., Judge Timothy (2017). Organizational behavior, (2017), 17th Edition. England: 

Pearson Education Limited. 

 

Suggested Reference: 

McShane, Steven L. & Glinow Mary Ann Von. (2018). Organizational behavior. Eighth edition. 

New York: McGraw-Hill Education 

 

◙ 
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MKT 551: Marketing Management 

 

Course Title: Marketing Management 

Course Code: MKT 551 

Credit Hours: 2 

Semester: First 

Lecturer Hours: 30 
 

Course Objectives 

The course aims at equipping students with the in-depth knowledge and skills in marketing 

management. It inculcates abilities in the students to apply the acquired knowledge in the areas of 

defining marketing strategies, marketing approaches and apply marketing tools, techniques and 

strategies to gain competitive advantage, improved market share and position to gain appropriate 

image and position. 

Course Description 
 

The course includes in line with the requirement of modern marketing systems including for services 

understanding and analyzing markets; developing marketing mix strategies and approach including 

product, price, place and promotion; create market positions and niche; develop brand image and 

equity; allocate budget; and control and manage overall markets and marketing activities. 

Learning Outcomes 

Upon successful completion of the course, students will be able to: 

• explain the concepts and emerging trends in marketing 

• understand and analyse markets including segments, domestic and international and for 

product and service 

• develop, design and implement marketing mix strategies 

• develop positioning and niche strategies 

• managing brand and brand equity 

• control, expedite and monitor marketing activities. 

Course Contents 

Keeping in mind the course objectives, followings are the course details. 

Unit 1: Introduction  LH 6 

Company orientation towards market place; marketing management; value creation; strategic 

planning at corporate, divisional and marketing level; marketing information system and 

marketing research; marketing plan and growth strategies; global marketing and global entry 

strategies. 

Unit 2: Marketing environment and customer-driven marketing strategies LH 4 

Marketing environment: immediate and macro; competitor analysis; segmentation process; 

market targeting and positioning strategies.  

Unit 3: Consumer behavior LH 4 

Consumer buying decision process; determinants of consumer buying decision; organizational 

buying process and determinants. 

Unit 4: Product strategies LH 4 

Concept and types of products; product line and mix strategies; brand equity and branding 

strategies; brand positioning; packaging and product labeling; product life cycle marketing 

strategies; new product development; service products. 
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Unit 5: Pricing strategies  LH 4 

Concept of pricing; pricing objectives; pricing strategies and methods. 

Unit 6: Distribution strategies  LH 4 

Concept of supply chain management, designing marketing channels, channel dynamics and 

channel conflict.  

Unit 7: Communication strategies  LH 4 

Integrated marketing communication; advertising; personal selling; publicity and sales 

promotion; relationship marketing.  

 

Required Textbook and Materials: 

Prescribed Text Book:  
 

Kotler, Philip and Keller, Kevin Lane. (2016). Marketing management. 15th edition. England: Person 

Education Limited. 

 

Suggested Reference: 

Grewal, Dhruv and Levy, Michael. (2014). Marketing. 4th edition. New York: McGraw-Hill Irvin. 

 

◙ 
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MGT 535: Business, Society and Ethics 

 
 

Course Title: Business, Society and Ethics 

Course Code: MGT 535 

Credit Hours: 2 

Semester: First 

Lecturer Hours: 30 
 

Course Objectives 

The main purpose of this course is to provide students with a broad context for doing business in 

Nepal and elsewhere through appropriate relationships with different stakeholders, including 

government and civil society. The relationship between business firms and their stakeholders is 

becoming more complex, especially as society has become increasingly concerned with issues, such 

as corporate ethics, product safety, stakeholder rights, societal environmental concerns, equal 

opportunity, and human rights. The intent of the course is therefore to help students gain a better 

understanding of the interplay among business, governments, and society with particular attention to 

how firms manage those relationships. 

Course Description 

The course begins with investigations of corporate social responsibility and the ethical dimensions of 

management actions and decision-making processes. Attention is given to perspectives on the roles of 

the firm that lead to governance mechanisms and operating policies that encourage ethical conduct, 

serve stakeholders, and support long-term corporate sustainability. 

Learning Outcomes 

On completion of the course, students should be able to: 

• explain the key issues in business and society relationships;  

• evaluate the concept of corporate social responsibility (CSR) and identify the components 

relevant to the social responsibility of business; 

• identify the roles of the government and other stakeholders in promoting CSR; 

• evaluate the various ethical issues in business and make appropriate decisions for ensuring the 

smooth functioning of business and gaining stakeholders' support. 

• adopt the appropriate mechanism for effective corporate governance. 

• analyse CSR, business ethics, and corporate governance practices in Nepal and provide 

suggestions for improving the existing state of affairs. 

Course Contents  

Unit 1: The Business and Society Relationship LH 6 

Concept and characteristics of business; concept and characteristics of society; factors in 

social environment, business criticism, and corporate response; relationship between business 

and society: a systems perspective; changing role of business in society: Corporate Social 

Responsibility (CSR) before 1950, CSR from the 1950s to 1990s, CSR in the present era. 

Unit 2: Corporate Social Responsibility  LH 6 

Concept and basic elements of corporate social responsibility (CSR); CSR vs. window 

dressing; major theoretical perspectives on CSR: Friedman's shareholder theory, Freeman's 

stakeholder theory, Carroll's CSR pyramid, and Porter and Kramer's creating shared value 

(CSV); benefits of CSR to business and society; implementing stakeholder perspective in 

CSR; role of the government in promoting CSR: regulating, facilitating, collaborating, and 

endorsing; role of other stakeholders in promoting CSR. 
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Unit 3: Business Ethics and Ethical Decision-Making  LH 6 

Concept of business ethics; ethical issues in business: abusive or intimidating behavior, 

misuse of company time and resources, conflict of interest, bribery, discrimination, sexual 

harassment, fraud, and privacy issues; understanding the ethical decision-making process: 

Factor influencing the ethical decision-making process; developing an ethical culture; Whistle 

blowing: concept, types, and consequences; impact of ethics on business and society. 

Unit 4: Corporate Governance   LH 6 

Corporate governance: concept, scope, and significance; theories governing corporate 

governance: agency theory, transaction cost economics, stewardship theory, and stakeholder 

theory; issues in corporate governance systems: board of directors, shareholder activism, 

investor confidence, internal control and risk management, and executive compensation; 

corporate governance around the world; impact of governance on business, society, and the 

economy. 

Unit 5: CRS, Business Ethics and Corporate Governance in Nepal  LH 6 

Status of Corporate Social Responsibility (CSR) practices in Nepal; Legal provisions 

governing CSR in Nepal; Business code of conducts in Nepal: FNCCI's business code of 

conduct, 2061, NBI's business code of conduct concepts, 2070; Business ethics issues in 

Nepal; Corporate governance systems in Nepalese business organizations; Way forward for 

improving CSR, ethical business practices and corporate governance in Nepal. 

 

Required Textbook and Materials: 
 

Prescribed Text Books:  

Carroll, A. B., Brown, J. A., & Buchholz, A. K. (2018). Business & society: Ethics, sustainability, 

and stakeholder management (10th Ed.). Boston, USA: Cengage Learning. 

Chapagain, B. R. (2018). Business and society. Kathmandu, Nepal: Asmita Books Publishers & 

Distributors.  
 

Suggested Reference: 

Ferrell, O. C., Thorne, D., & Ferrell, L. (2018). Business & society: A strategic approach to social 

responsibility and ethics (6th Ed.). Chicago, USA: Chicago Business Press. 

 

◙ 
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ACC 511: Managerial Accounting and Control 
 

Program/Semester: MBA/Second Semester 

Course Title: Managerial Accounting and Control 

Course Code: ACC 511  

Credit Hours: 3 

Lecturer Hour: 45 

 
 

Course Objectives 

The main objective of this course is to equip students with the depth knowledge and skill in 

management accounting concepts, tools and techniques. The course also aims to encourage the 

students in application of the management accounting concepts, tools and technique in planning, 

decision making and management control system in different business organization. The course will 

enable students to prepare business plan and critical analysis in the conditions of uncertainties. 

Course Description 

This course includes scope of management accounting and their applications; control ship function; 

management accounting information system; cost estimation; cost allocation; income measurement 

and reporting under variable and absorption costing; cost volume profit analysis under conditions of 

uncertainties; profit planning and master budget; standard costing and management accounting 

concepts in business decision; and the capital budgeting technique. 

Learning Outcomes 

After successful completion of this course, students will be able to: 

• Understand the nature and behaviour of costs and costs allocation and their uses for different 

purposes of planning, decision making and controlling. 

• Analyze different costs variances as techniques of management control process. 

• Analyze the relationship between costs and revenues under conditions of uncertainties. 

• Understand the concept of profit planning and prepare the master budget. 

• Analyze the relevant costs for business decisions making under different alternative courses of 

actions. 

• Apply capital budgeting techniques for long-term investment decisions. 
 

Course Contents 

Following issues and topics have been selected in relation to existing literature, its relevance in 

Nepalese context, and the likely impact on current managerial accounting and control practices in 

Nepal: 

Unit 1: Concept of Management Accounting   LH 4 

Concept, objectives, scope and limitations of management accounting; management 

accounting vs financial accounting vs cost accounting; changing role of management 

accounting in an organization; planning, decision making and controllership functions of 

management accounting, professional ethics and social responsibility.  

Unit 2: Cost Management and Reporting  LH 8  

Cost concept and classification, segregation of mixed cost: two-point method, regression 

method, co- efficient of determination, standard error of estimates, standard errors of 

regression co-efficient, reporting of net income under different situations for internal and 

external use, reconciliation of net income. 

Unit 3: Cost -Volume-Profit-Analysis  LH 10  

Concept, objectives, assumptions and limitation of cost-volume-profit-analysis; approaches to 

cost volume profit analysis; Break even analysis: Graphical and Formula Method; accounting 
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treatment of step fixed cost; CVP analysis for multi-product organization; CVP analysis under 

resource constraints and CVP analysis under uncertainty.  

Unit 4: Budgeting for Profit Planning  LH 8  

Concepts, need, importance and objectives of budgeting; concept of zero-base budgeting; 

budgeting for profit planning: preparation of master budgets for manufacturing and non- 

manufacturing firms, projected income statement and balance sheet. 

Unit 5: Decision Making LH 5 

Concept and process of business decisions; concept of relevance cost related to decision 

making; business decision regarding to alternative choice: decision to accept or reject the 

special order, decision to make or buy and decision to drop or continue; other business 

decision regarding to alternative choice; pricing decisions: concept and factors affecting 

pricing decisions; cost based pricing (variable cost, manufacturing cost and full cost) and 

transfer pricing (general, negotiated and external market price). 

Unit 6: Management Accounting and Control System    LH 10  

Technical considerations of management accounting and control system: the value chain, 

target costing, kaizen costing and benchmarking; behavioural consideration of management 

accounting and control system; Balanced Scorecard: concept, objectives and perspectives; 

standard costing: concept, objectives, importance, limitation and computation of material, 

labour and overhead variances; flexible budgets: concept, features, significance and 

preparation of flexible budget. 
 

Required Textbooks and Materials 

Prescribed text books: 

Atkinson, A. A., Kaplan, R. S., Matsumura, E.M., Young, S.M & Kumar, G. A. (2012). Management 

Accounting (6th ed.). New Delhi: Pearson Education Pvt. Ltd. Hilton, R.W., Ramesh,  

G., & Madugula, J (2011). Managerial Accounting. New Delhi: Tata Mc Graw Hill Pvt. Ltd.  

Horngren, C.T., Datar. S.M., Foster, G., Rajan, M.V., & Ittner, C. (2011). Cost accounting: A 

managerial emphasis. New Delhi: Pearson prentice hall. 

Suggested references: 
 

 

Drury C. (2000). Management and Cost Accounting (5th ed.). London Business Press, Thomson 

Learning. 

Garrison R.H., Noreen, E.W. and Brewer, P.C. (2015). Managerial Accounting (15th ed.). New York: 

McGraw Hill Education. 

Hilton, R.W., Ramesh. G, & Madugula, J (2011). Managerial Accounting. New Delhi: Tata Mc Graw 

Hill Education Pvt. Ltd. 

Jawahar L (2016). Advanced Management Accounting (4th ed.). S. Chand Publications. 

Shah, P. (2015). Management Accounting (2nd ed.). Oxford Publications 

◙ 
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MIS 554: Management Information Systems  
 

 

Program/Semester: MBA/Second Semester 

Course Title: Management Information Systems 

Course Code: MIS 554  

Credit Hours: 3 

Lecturer Hour: 45 
 

Course Objectives 

The course aims to provide knowledge about the management information systems, role of 

information systems in organizations and issues raised with the usage of management information 

systems in the organization and methods to deal with those issues. Students learn how information 

systems give an organization a competitive edge by providing technologies that help managers plan, 

control, and make decisions. 

Course Description 

This course is an application-oriented course that provides an overview of (1) the role of information 

systems in business process design, (2) the current technologies used for obtaining, storing, and 

communicating information in support of operations and decision-making within a business 

organization, and (3) the concepts and principles for programming, developing, and using popular 

spreadsheet and database tools. Applications focus on important problems and issues found in 

business disciplines, including accounting, finance, marketing, supply chain operations, and general 

management. The course also explores current information systems concepts and technologies. 

Learning Outcomes 

Upon successful completing this course, a student will be able to do the following: 

• Identify managerial challenges and opportunities for organizational advancement that may be 

resolved by the application of current new technologies. 

• Identify opportunities for and successfully apply various information technologies to gain 

competitive advantage. 

• Define and recognize key enabling technologies that may advance organizations now and in the 

future. 

• Explain applications as groupware, the internet, executive information systems, 

telecommunications, and other organizational support technologies and relate them to solving 

organization problems. 

• Make required personal and organizational changes to implement the new technologies in 

established and in new organizations. 

• Identify new opportunities and champion the introduction and application of advancing 

technologies in an organization. 

Course Contents 

In line with the objectives of the course, the following topics have been selected: 

Unit 1: Foundation concepts for Management Information System    LH 6 

Information Systems: Concepts, need, components, types, Information System Resources 

and activities; Management information system: concept, information technology for 

competitive advantage, role of information technologies on the emergence of new 

organizational forms, IT-enabled organizational transformation, information and knowledge 

economy, enterprise and global management of information technology. 

Unit 2: Information Technology Infrastructures  LH 5 

Concept of IT Infrastructure, IT infrastructure components, computer hardware: computer 

systems, types of computer systems and enterprise computing; computer peripherals: input, 

output, and storage technologies; computer software: concept and types of software system, 

business application software, software alternatives, contemporary hardware and software 

trends. 
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Unit 3: Data Resource Management and Relational Database Management System  LH 7 

Concept of data and databases, traditional vs database approach, database models, data 

database structures, relational database management system, data warehouses and data 

mining, traditional file processing, the database approach to data management, database 

management systems, ER diagram, using databases to improve business performance 

and decision making, database system architectures: centralized systems, client server 

systems, distributed systems 

Unit 4: Computer Network and Telecommunications in Business  LH 6 

Need of computer networks and telecommunications in business; communication 

technologies in business: wired and wireless technologies; bandwidth and media; networks 

and their types; protocols; internet networking services; future of networking technologies; 

networking components, broadband telephony, VOIP, RFID and convergence. 

Unit 5: Enterprise Information Systems and Supporting Decision Making  LH 6 

Types of information systems in the organisation; TPS, DSS, MIS and ESS, functional 

perspective of IS; enterprise systems; strategic uses of information systems; economic 

organisational and behavioural impacts; IT impact on decision making; leveraging technology 

in the value chain; MIS and core competencies; strategic information systems (SIS); 

developing IT strategies and IT solutions; outsourcing the IT function. 

Unit 6: E-business Systems and E-commerce Systems  LH 9 

Defining e-commerce, e-commerce versus traditional commerce, scope of e-commerce, 

advantages and disadvantages of e-commerce, essential e-commerce processes, e-commerce 

technologies, access control and security, e-commerce business models, major categories of e-

commerce: business-to-consumer (B2C), business-to-business (B2B), consumer-to-consumer 

(C2C), consumer-to-business (C2B) and government and government (G2G); e-commerce 

supporting technologies: electronic payment systems, Web marketing, mobile marketing, 

search engine optimization; social media information systems, digital markets and digital 

goods in a global marketplace. electronic payment systems: overview of the electronic 

payment technology - requirements for internet-based payments - electronic payment medias - 

electronic commerce and banking. 

Unit 7: Security and ethical challenges in information Systems  LH 6 

Security, ethical and societal challenges of IT, security management of information 

technology, understanding social and ethical issues, relationship between ethical, social and 

political issues, moral dimensions of information age, technology trends that raises ethical 

issues. 
 

Note: Term Paper/ Case Study Report - The student or student group (at most 5 students) needs to 

finish a written case study report (2500 – 3000 words) on the use of Information Systems or Mobile 

technology or Ecommerce in a firm or society. The report must reflect understanding of students on 

basic concepts taught in the course and capability of' using them to analyze practical cases.  
 

Evaluation: Internal assessment 20%, Practical exam 20% and Semester end exam 60% 
 

Required Textbooks and Materials 

Prescribed text books: 
 

Laudon, Kenneth C., Laudon, Jane P. (2013). Management information systems, 12th ed. United 

Kingdom: Pearson Education Ltd. 

O'Brien, J. A., & Marakas, G. M. (2006). Management information systems. Boston: McGraw-Hill 

Irwin. 
 

Suggested reference: 
 

R. Kelly Rainer, Efraim Turban & Richard E. P. (2006). Introduction to information systems: 

supporting and transforming business. John Wiley & Sons. 
◙ 
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FIN 541: Financial Management  

 

Program/Semester: MBA/Second Semester 

Course Title: Financial Management 

Course Code: FIN 541 

Credit Hours: 3 

Lecturer Hour: 45 

 

Course Objectives 

The objective of this course is to provide the students with an understanding of the concept and 

principles of finance together with a knowledge of the analytical techniques so developing skills in 

their application required for making investment, financing, and dividend decision. 

Course Description 

This course provides an overview of corporate financial management with a special emphasis on 

nature of finance, financial analysis, valuation, cost of capital, capital budgeting, cash flow estimation, 

current assets management, and dividend policy. The course also provides the overview of these 

topics in the context of Nepal. 

Learning Outcomes 

Students who successfully complete this course will be able to: 

• Understand the goal of the firm and functions to be performed by finance manager. 

• Conduct financial analysis of the given firm. 

• Analyse the value of corporate securities. 

• Understand the application of cost of capital in capital budgeting situations. 

• Evaluate capital budgeting project by estimating cash flows. 

• Undertake efficient management of current assets. 

• Devise corporate dividend policy. 

Course Contents 

Following issues and topics have been selected in relation to existing literature, its relevance and the 

likely impact on current practices of different aspects of financial management in Nepalese business 

organizations: 

Unit 1: Introduction to Financial Management LH 3 

An overview of Financial Management, the finance functions, finance within an organization, 

the main financial goal: creating value for investors, agency relationship and problems, 

balancing shareholder interests and the interests of society. 

Unit 2: Financial Analysis LH 6 

An overview of the firm’s financial statements: income statement, balance sheet, cash flow 

statement and statement of shareholders’ equity; financial analysis: the common-size 

statements, ratio analysis and tying the ratios together – the DuPont equation; benchmarking 

of performance: trend analysis, comparison to industry average and peer-group comparison; 

uses and limitations of financial ratio analysis. 

Unit 3: Valuation of Financial Assets LH 10 

Concept of financial assets; key features of bond, preferred stock and common stock; 

timelines to visualize cash flows from investment; time value of money: compound interest 

and terminal values, discounting and present values, the internal rate of return/yield; bond 

valuation: value of perpetual bond, pure discount bonds, coupon bonds and bonds with semi-

annual coupon payment, bond’s yield to maturity; valuation of preferred stock; valuation of 
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common stock using the discounted dividend model for different growth phases; measuring 

risk and return of stock investment: expected return, investor’s required rate of return and risk 

of an investment. 

Unit 4: Cost of Capital LH 6 

Investor’s required return and the firm’s cost of capital; significance of cost of capital; 

computation of specific costs debt, preferred stock and equity (internal and external equity); 

choice of book value and market value weights, determination of weighted average cost of 

capital; marginal cost of capital and breaks in marginal cost of capital. 

Unit 5: Capital Budgeting Decision (Including Cashflow Estimation) LH 12 

Concept of capital budgeting; the typical capital-budgeting process; types of projects, 

independent and mutually exclusive projects; cashflow estimation: initial investment, interim 

operating cashflows and terminal cashflow; incremental cash flows; project evaluation and 

selection criteria: payback period, discounted payback period, Net Present Value (NPV), 

Profitability Index (PI), Internal Rate of Return (IRR), Modified Internal Rate of Return 

(MIRR), comparison between NPV and IRR.  

Unit 6: Working Capital Management LH 4 

Working capital management: an overview of working capital management, types of working 

capital and trade-off between profitability and risk; working capital conversion cycle; cash 

management: significance, motives for holding cash, factors determining cash needs; 

receivables management: meaning, need of receivable management, credit policies, credit 

standards, credit terms and collection policies; inventory management: meaning, significance, 

costs of holding inventory and Economic Order Quantity. 

Unit 7: Dividend Policy LH 4 

Meaning and significance of dividend policy, timelines to visualize dividend payment 

procedures, dividend distribution policies, stock dividend and stock split, repurchases of 

stock, factors influencing a firm’s dividend policy, dividend payment patterns in Nepal. 
 

Required Textbooks and Materials 

Prescribed text books: 
 

Titman, Sheridan, Keown, Arthur J., Martin, John D. (2018). Financial Management: Principles and 

Applications, 13th ed. (13). United Kingdom: Pearson Education Ltd. 

Van, H. J. C. (2008). Financial management and policy. New Delhi: PHI Learning. 
 

Suggested reference: 
 

Brigham, E. F., & Houston, J. F. (2019). Fundamentals of financial management. Cengage Learning, 

Inc 

 

◙ 
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MGT 534: International Business  
 

 

Program/Semester: MBA/Second Semester 

Course Title: International Business 

Course Code: MGT 534  

Credit Hours: 2 

Lecturer Hour: 30 
 

Course Objectives 

The objective of this course is to introduce students to various issues and challenges associated with 

the formulation and implementation of strategies in business organizations whose operation across 

national borders. This course examines the inner workings of international business from a strategic 

point of view. 

Course Description 

This course examines various issues and challenges of international business and surveys a number of 

managerial issues related to international operations. Strategic decision making and alliance formation 

are studied as are other functional areas like finance, marketing and human resources. The formulation 

and implementation of strategies across borders and how they impact people in foreign countries will 

also be studied. The course also including the economic, geographical, social, cultural, political, and 

legal influences on global business; international business opportunities and modes of entry; the risks 

associated with global business; international marketing issues, international production and 

distribution. 

Learning Outcomes 

Upon successful completion of the course, students will be able to: 

• Understand the concept of international business and discuss the different types of economic, 

political, cultural and legal systems and their impact on business organization. 

• Identify and use appropriate sources to gather information and data needed for international 

business decisions. 

• Analyse the opportunities and challenges in global business. 

• Compare and contrast major trade theories and trade policies and their effect on business. 

• Examine the economic challenges, including currency exchange, devaluation, and global 

financial fluctuations. 

• Critically analyze the opportunities and risks associated with international business activities. 

• Identify the international financial system and major international financial organisations. 

• Understand the marketing positioning of the product in international market.  

• Clarify the approaches, planning and strategies of international business venture for expansion.  
 

Course Contents 

In line with the contemporary focus of the course, the following topics have been selected: 

Unit 1: Introduction to International Business LH 4 

International business: concept, nature, evolution and components; domestic vs. international 

business; international business environment: social, cultural, political, economic, 

technological, and legal environment; international trade relations, tariffs and quota; 

international law and business firm. 

Unit 2: Globalization of Business and Trade Theories LH 10 

Globalization: concept, characteristics, forms, drivers of globalization, advantages and 

disadvantages of globalization; globalization, privatization, liberalization, localization and 

regionalization; trade theories and global trade relations: introduction, mercantilism theory, 

theory of absolute cost advantages, comparative cost advantages theory, relative factor 
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endowments theory, country similarity theory, product life cycle theory, global strategic 

rivalry theory, Porter’s national competitive advantages theory, Nepal's foreign trade and 

relations.  

Unit 3: International Business: Modes of Entry, Opportunities and Challenges LH 5 

Mode of entry of international business: licensing, franchising, contract manufacturing, 

management contract, turnkey contracts, fully owned manufacturing facilities, joint venture, 

mergers and acquisitions, foreign direct investment; Opportunities of international business; 

prospectus, risks and challenges of global business. 

Unit 4: International Financing System  LH 4 

International finance, global capital structure, foreign exchange rate determination, balance of 

payment, World Bank, International Monetary Fund, United Nations Conference on Trade 

and Development (UNCTAD), International Development Association. 

Unit 5: International Business Operations LH 7 

Global business operations and the risks associated with global business: free trade vs. 

protection trade, world trade value, merchandise export and imports, service exports and 

imports, foreign direct investment; Global production: location, scale of operations and cost 

of production; Globalization of markets and marketing mix strategies; International human 

resource management: selection, training and development; Expatriate workforce; Financial 

management in the international business: investment and financing decisions for 

international business and risk (economic risk, political risk and exchange rate risk); 

International business venture: planning for new venture, developing global strategies and 

expansion of business venture. 

 

Required Textbooks and Materials 

Prescribed text books: 

Griffin, Ricky W. & Pustay, Michael W. (200). International business: a managerial perspective. 

Reading, Mass: Addison-Wesley.  

Hill, C. W. L. & Jain, A.K. (2014). International business, 10th ed., New Delhi: McGraw Hill 

Education. 

Suggested References: 

Daniels, J.D., Radebaugh, L.H., Sullivan, D.P. Salwan, & P. (2017). International business: 

environments and operations,15th ed., Noida, India. 

Rao, P.S. (2014). International business. Mumbai, India: Himalaya Publishing House Pvt. Ltd. 

Cherunilam, F. (2009). International business. New Delhi: PHI Learning Private Limited. 

 

◙ 
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MGT 533: Human Resource Management  
 

 

Program/Semester: MBA/Second Semester 

Course Title: Human Resource Management 

Course Code: MGT 533  

Credit Hours: 2 

Lecturer Hour: 30 
 

Course Objectives 

The objective of the course is to equip students with knowledge, skill and competencies to manage 

people in organizations. This course focuses on the crucial role of effective human resource 

management in achieving organizational success. It emphasizes the way human resource management 

can provide a competitive edge for an organization and be the cornerstone of its corporate strategy. 

Course Description 

Students are introduced to the management of an organization's workforce through the design and 

implementation of effective human resources policies and procedures. Current Nepalese issues and 

practices are examined. This course includes topics like the need for human resources management 

and its growing professionalism; human resource planning including job design and analysis; 

recruitment and selection; compensation; employee development; workplace health and safety; and 

employee relations. This course also explores issues related to human resource strategy, managing 

diversity, managing behavior and the economic, social, legislative, and attitudinal changes affecting 

human resources. 

Learning Outcomes 

After the completion of the course, students should be able to: 

• Understand how to be a more effective partner with management in implementing competitive 

human resource strategy. 

• Analyze and interpret competitive, environmental, and organizational changes influencing human 

resource strategies. 

• Understand the evolving roles of human resource staff in achieving business change. 

• Explain how to manage people within the organizational structure for competitive advantage in a 

customer-focused, business environment. 

• Recognize how future trends in linking strategy and human resource management may impact 

you organization. 

• Understand how to assess current human resource practices and formulate plans for their 

improvement. 

• Specify human resource problem areas and identify alternative solutions to facilitate management 

processes. 
 

Course Contents 
 

In line with the contemporary focus of the course, the following issues or topics have been selected. 

Each issue or topic will be explored in relation to existing literature, its relevance in the Nepalese 

context, and the likely impact on current HR practices in Nepal. 

Unit 1: Introduction  LH 4 

Concept of Human Resource Management (HRM) and Strategic HRM; HRM system and its 

components; internal and external factors influencing HRM; HRM vs Strategic Management; 

Emerging trends in HRM and Human Resource Management practices in Nepal. 
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Unit 2: Human Resource Planning, Recruitment and Selection  LH 5 

Human Resource (HR) planning: concept, importance and process; job analysis and job 

design; HR needs forecasting: concept and techniques; recruitment: meaning, sources and 

methods of recruitment; concept of e- recruitment; selection: meaning and process; gender 

consideration in recruitment and selection; recruitment and selection practices in Nepal. 

Unit 3: Training, Development, Compensation and Performance Management  LH 7 

Concept of training and Human Resource Development (HRD); methods of training and 

HRD; methods for evaluating training programmes; training practices in Nepalese 

organizations; compensation and reward management: concept and factors affecting employee 

compensation; types of compensation; concept of reward and its types; performance appraisal: 

concept, criteria, types and methods of performance appraisal; 360-degree performance 

appraisal system for improving employee performance;  

Unit 4: Work-Life Integration and Labour Relations  LH 7 

Work-life integration: meaning, importance and developing work-life integration strategy; 

mentor relationship: meaning, role and responsibilities of a mentor; diversity management: 

meaning, importance, issues and challenges of diversity management; labour relations: 

meaning and objectives of labour relations, duties of employer towards labour in respect of 

occupational health and safety and sexual harassment at work place. 

Unit 5: Employee Grievances, Discipline and Changing Paradigm in HRM  LH 7 

Employee grievances: meaning, causes and handling of employee grievances; employee 

discipline: concept, types of indiscipline behaviours and provision of employee disciplinary 

actions in Nepal; changing paradigm in HR: viability of HR function, HR efficiency and ways 

to improve employee efficiency, HR competencies and important HR competencies. 

 

Required Textbooks and Materials 

Prescribed text books: 

DeCenzo, D. A., & Robbins, S. P. (2007). Human resource management: Concepts and practices. 

Hoboken, NJ: John Wiley & Sons.  

Dessler, G. & Varkkey, B. (2017). Human Resource Management. New Delhi: Pearson Education. 

Suggested references: 

Redman, T., Wilkinson, A., & Dundon, T. (2017). Contemporary human resource management: Text 

and cases. Pearson Education Limited. 

Zinni, D. M., Jackson, J. H., Mathis, R. L., & Mathis, R. L. (2011). Human resources management. 

Toronto: Nelson Education. 

◙ 
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ACC 512: Financial Reporting and Analysis  
 

 

Program/Semester: MBA/Second Semester 

Course Title: Financial Reporting and Analysis 

Course Code: ACC 512 

Credit Hours: 3 

Lecturer Hour: 45 

 

Course Objectives 

The main objective of the course is to provide basic concepts and practice of financial reporting so 

that students can understand and analyze financial performance. The course intends to discuss the 

effect on financial statement with alternative methods of revenue recognition, accounting for assets 

and liabilities, and accounting for shareholders equities in compliance with generally accepted 

accounting principle (GAAP) and accounting policies. The course also aims to provide foundation for 

specialization course in accounting and finance. 

Course Description 

Financial reporting and analysis course includes concepts and scope of accounting applications; 

managerial needs of accounting information; generally accepted accounting principles (GAAP) and 

accounting methods, the accounting principles cycle and use of work sheet, preparation of financial 

statements, accounting for different assets, liabilities and equities; accounting notes and disclosures, 

and the critical analyses and interpretation of financial statements for business decision making and 

control. 

Learning Outcomes 

After successful completion of this course, students will be able to: 

• Understand the need and scope of accounting information for financial planning, controlling and 

decision making. 

• Interpret the information contained in financial statements and annual reports. 

• Understand the effect of GAAP, accounting policies and methods in financial statements. 

• Understand the accounting cycle, journals, ledgers, and the trial balance. 

• Prepare financial statements with adjusting entries in compliance with accounting standards. 

• Recognize appropriate methods of accounting for assets, liabilities and equities. 

• Analyze financial statements from different user's perspectives for business decisions. 

Course Contents 

In line with the contemporary focus of the course, the following issues or topics have been selected. 

Each issue or topic will be explored in relation to existing literature, its relevance in Nepalese context, 

and the likely impact on current financial reporting and practices in Nepal. 

Unit 1: Conceptual Foundation   LH 5 

Concept of business entities: sole proprietorship, partnership and corporation; meaning of 

financial accounting; importance, scope, and limitations of financial accounting; accounting 

concepts and principles; Generally Accepted Accounting Principles (GAAP), Accounting 

standards: Nepal Accounting Standards (NAS), International Accounting Standards (IAS), 

Nepal Financial Reporting Standard (NFRS), and International Financial Reporting Standards 

(IFRS); financial reporting: concept, objectives, types, importance, and elements; ethics in 

accounting. 

Unit 2: Accounting Process and Financial Reporting  LH 12 

Sources of accounting information: concept, types and purpose; accounting cycle: recording 

of transactions in primary books, general journals, posting to ledger accounts, cash book and 

preparation of trial balance; preparation of financial statements: income statement, statement 

of retained earnings, balance sheet, and cash flow statement; preparation of financial 

statements as per NFRS.  
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Unit 3: Financial Statement Analysis  LH 8 

Financial statement: concept, objective, importance, and limitations; users and uses of 

accounting information: internal users and external users; analysing financial statements 

through ratios: liquidity analysis ratios, profitability analysis ratios, capital structure ratios, 

activity analysis ratios and coverage ratios; analysis of annual reports: concept, procedure, 

importance and evaluation.   

Unit 4: Accounting for Long-lived Assets  LH 8 

Accounting for investment: short-term investment and long-term investment, meaning of 

long-lived assets and cost of tangible long-lived assets; depreciation of tangible long-lived 

assets: straight-line method, diminishing balance method, and depreciation fund method; 

effect of depreciation on tax, and provisions for depreciation as per Income Tax Act of Nepal.  

Unit 5: Accounting for Long Term Liabilities   LH 6 

Long term liabilities: concept, features and types of bonds/debentures; accounting entries for 

issuance, and retirement of bonds/debenture; balance sheet presentation of bonds/debenture; 

leases: concept, types of acquisition of capital lease, depreciation of leased asset, amortization 

of lease obligation and balance sheet presentation of lease obligation.  

Unit 6: Accounting for Shareholders’ Equity  LH 6 

Concept of equity capital, component of equity: common stock, preferred stock, additional 

paid-in capital, and retained earnings; accounting record for issue of stock, accounting record 

for treasury stock, accounting record for cash and stock dividend; stock split: concept and 

effect of stock split on shareholder’s equity; presentation of shareholders’ equity in the 

balance sheet.  
 

Required Textbooks and Materials 
 

Prescribed Text Book: 

Porter. G. & Norton, C. L. (2013). Introduction to Financial Accounting. Delhi: Cengage Learning 

India Private Limited.  
 

Suggested References: 
 

Accounting Standards Board (2018). Nepal Accounting Standards. Kathmandu: ASB.  

Accounting Standards Board (2014). Nepal Financial Reporting Standard. Kathmandu: ASB.  

Greunnung, V., Darrel, S. & Simonet, T. (2011). International Accounting Standards. A Practical 

Guide, USA: World Bank. 

Kimmel, P. D. Weygandt, J. J., and Kieso, D. E. (2012). Financial Accounting. New Delhi: Wile 

India Pvt. Ltd. 

Narayanaswamy, R. (2011). Financial Accounting: A Managerial Perspective. New Delhi: PHI 

Learning Private Limited.  
◙ 
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RES 631:  Business Research Methods 

 

Program/Semester: MBA/Third Semester 

Course Title: Business Research Methods 

Course Code: RES 631 

Credit Hours: 2 

Lecturer Hour: 30 
 

Course Objectives 

The objective of this course is to introduce students to various aspects of research methodology and 

aims to inculcate skills among students for enabling them to identify problems, design research 

frameworks and processes, collect relevant data and information and analyze them. This course equips 

students with abilities to conduct independent research and surveys. 

Course Description 

This course examines processes of reviewing literature, identifying problem, defining research 

questions and objectives, developing hypothesis, design theoretical framework including various 

issues and challenges in the research process. The course also includes methodological details 

including designing approach and framework, defining data and information needs, defining 

population and designing sampling framework, identifying sources of data and information and 

methods of collecting them, processing data, and analyzing them. The course also includes methods of 

discussing results, deriving conclusions and implications and referencing adopting APA format and 

developing annexes necessary for studies. 

Learning Outcomes 

Upon successful completion of the course, students will be able to: 

• Define research and explain the feature of scientific research. 

• Review relevant literature and construct theoretical framework.  

• Design research approach, identify research problem and formulate research hypothesis. 

• Apply sampling framework to determine sample size. 

• Collect data, process them and analyse them using appropriate tools and techniques. 

• Derive findings, discuss and interpret them and deduce conclusions and implications. 

• Write references and bibliography using APA format and develop annexes. 

Course Contents 

In line with the contemporary focus of the course, the following issues or topics have been included: 

Course Contents 

Unit 1: Foundations and Fundamentals of Research LH 3 

Meaning of research; nature and types of research; scientific research – concept and 

characteristics; scientific research process; approaches to research – quantitative and 

qualitative; business research – role and value of business research; types of business 

research; ethical concerns in research. 

Unit 2: Literature Analysis and Theoretical Framework LH 4 

Concept, purpose and need for literature review; steps in the review process; sources of 

literature; literature search through the internet; theoretical and conceptual framework– 

concept and its role in research; research and theory – concept, construct, proposition and 

variables; reasoning - deduction and induction.  

Unit 3: Research Problem, Hypothesis Formulation and Research Design LH 5 

Research problem – concept, steps and characteristics; research questions; hypothesis – 

concept, importance and types; hypothesis formulation process; criteria of good hypothesis 

formulation; research design – concept, elements and types; exploratory, descriptive, 

developmental, correlational, causal-comparative and experimental research designs; 
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qualitative research – concept, assumptions, features of qualitative research; criteria of good 

research design. 

 

Unit 4: Measurement, Scaling and Sampling Techniques LH 6 

Concept of measurement and scaling; scales of measurement – nominal, ordinal, interval and 

ratio; scale construction for attitude measurement; scales commonly used in business 

research; validity and reliability of measurement; sources of measurement problems; scales 

commonly used in business research; sampling – concept and process; population, sampling 

frame, sample bias; sampling distribution; probability and non-probability sampling; sample 

size determination; sampling and non-sampling errors. 

Unit 5: Data Collection and Analysis LH 6 

Concept, nature and types of data; questionnaire – types and components; pre-testing and 

administration; research interview–structured, semi-structured and unstructured; guidelines 

for interviewing; types of research interviews; computer-assisted interviewing; sources of 

qualitative data: observation and focus groups; e-research using internet, websites and e-mail 

surveys; data preparation – coding, classification and tabulation; organizing data for computer 

entry; quantitative data analysis; statistical analysis of data – descriptive and inferential 

statistics; statistical testing of hypothesis; qualitative data analysis – content analysis, 

narrative analysis and thematic analysis; analysis of data by using SPSS. 

Unit 6: Reporting Research LH 6 

Research proposal – concept, components and structure; research report writing - concept and 

process; types and phases of the research report; procedures for writing; style of writing; 

conventions of academic writing; layout of the research report; documenting sources; citations 

and references; APA references; essentials of good research reports. 

Prescribed Text Books: 

Cooper, D, R, & Schindler, P. M. Business Research Methods. New Delhi: Tata McGraw Hill, 

Zikmund, W, G, Business Research Methods. New Delhi: Thomson. 

Pant, Prem R. Social Science Research and Thesis Writing. Kathmandu: Buddha Publications. 

Suggested References: 

Kumar, R. Research Methodology: Step-by-step Guide for Beginners. New Delhi: Pearson Education.  

Sekaran, U. and Bougie, R. Research Methods for Business: A Skill Building Approach. New Delhi: 

Wiley & Sons. 

Maxwell, J. A. Qualitative Research Design: An Interactive Approach. New Delhi: Sage Publications. 

Neuman, W.L. (2006). Social Research Methods: Qualitative and Quantitative Approaches. Boston: 

Pearson Education. 

◙ 
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MGT 632: Operations Management and Supply Chain 

 

Program/Semester: MBA/Third Semester 

Course Title: Operations Management and Supply Chain 

Course Code: MGT 632 

Credit Hours: 2 

Lecturer Hour: 30 

 

Course Objectives 

The course aims at equipping students with in-depth knowledge and skills in operations management 

and supply chains. The students will develop an understanding of manufacturing and operations 

functions. They will learn to design, plan, operate and control manufacturing, production and 

operations systems. The course requires the use of analytical techniques to develop critical thinking 

and to sharpen decision-making skills. The students will have the opportunities to apply what they are 

learning to practice problems. 

Course Description 

This course introduces major concepts and tools used in the design and use of operations systems and 

supply chains in organizations. It introduces the discipline and the role the function plays in a value-

creating organization. Emphasis is given both to familiarization of various production processes and 

service systems, and to quantitative analysis of problems/ issues arising in the management of 

operations. Topics include an introduction to operations and productivity, competitiveness, strategy 

and productivity, product and service design, capacity planning, process selection and facility layout, 

quality management, inventory management, lean operations, waiting time management and Supply 

Chain Operations and Performance Measurement.  

Learning Outcomes 

Successful completion of the course will empower the students to be able to improve just about any 

process in any area of the business. At the end of the course, the students will be able to:  

• Appreciate the strategic role of Operations Management in creating and enhancing a firm’s 

competitive advantages,  

• Understand key concepts and issues of Operations Management in both manufacturing and 

service organizations,  

• Analyse business processes in services and manufacturing for improvement,  

• Identify the operational issues in the value-addition processes of a firm and 

• Apply analytical skills and problem-solving tools to resolve the operational issues. 

Course Contents 

Unit 1: Introduction to Operations Management and Supply Chain LH 4 

Role of operations in an organization; service and manufacturing processes; concept and 

importance of operations management; operations management and decision making; 

historical evolution of operations management; supply chains: concept, objective and 

importance; decision phases and process view of supply chain management; comparing the 

functions of operations management and supply chain management.  

Unit 2: Strategies for Product and Service Design  LH 5 

Concept of competitiveness; mission and operations strategies; implications of organization 

strategy for operations management; productivity for improvement; product design: concept 

of product design, idea generation, legal and ethical considerations, global product and service 

design, environmental factors, phases in product design and development, designing for 

production and service design. 
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Unit 3: Managing Capacity, Process, Facility and Quality LH 8 

Capacity planning: defining and measuring capacity, concept of capacity planning, capacity 

decisions, forecasting capacity requirements, making or outsourcing decisions, constraint 

management, evaluating alternatives; process selection: concept, technology and process 

strategy; facility location: facility location decision and location selection techniques; facility 

layout: concept, designing product and process layouts; quality management: concept and 

evolution of quality management, quality standards, awards and certifications, total quality 

management, quality tools, inspection and statistical quality control. 

Unit 5: Inventory Management LH 4 

Inventory management: nature and importance of inventories, requirements for effective 

inventory management, inventory ordering policies, economic order quantities, reorder point, 

fixed order interval model, single period model. 

Unit 6: Lean Operations and Waiting Time Management LH 4 

Lean operations: concept, supporting goals, building blocks, lean tools, transitioning to a lean 

system; waiting time management: concept, managerial implications of waiting situations, 

goals of waiting time management, characteristics of waiting lines, measures of waiting line 

performance. 

Unit 7: Supply Chain Operations and Performance Measurement  LH 5 

Supply chain operations: planning, sourcing, making and delivering; information systems that 

support the supply chain management; measuring the performance of supply chains: defining 

markets for measuring performance and framework for performance measurement (customer 

service, internal efficiency, demand flexibility and product development). 

 

Prescribed Text Books: 

Krajewski L. J. & Malhotra M. K. (2022). Operations Management: Process and Supply Chains, 

Pearson Education Inc. 

Stevenson, W. Operations Management: 9th Edition, Tata McGraw Hill Education Private Limited. 

Suggested References: 

Gaither N. and Gaither F.: Operations Management, 9th Edition, Cengage Learning India Private 

Limited. 

Hugos, Michael H. (2011). Essentials of supply chain management, John Wiley & Sons, Inc. 

◙ 
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MIS 633: E-Business 

 

Program/Semester: MBA/Third Semester 

Course Title: E-Business 

Course Code: MIS 633 

Credit Hours: 2 

Lecturer Hour: 30 

 

Course Objectives 

The course is designed to provide knowledge of online business, improvements and changes brought 

to society, also aims to provide knowledge about the strategies, and components necessary for the 

implementation of e-business and processes related to e-business. The objective of the course is to 

introduce the fundamental concepts of e-business and how they support management and operations 

in the modern business environment. 

Course Description 

The spectrum of information technology tools used in business will be discussed along with selected 

applications. The roles of technology and e-Business across various business disciplines will be 

examined. topics will include the concept and nature of e-business and e-commerce, e-business 

infrastructure, e-business strategy, e-procurement management, e-contracting and e-marketing. 

Learning Output 

Upon completion of this course, the student should be able to: 

• Identify and explain the nature and variety of e-business and e-commerce models. 

• Determine an appropriate e-business model and apply it to a specific business; 

• Compare different components of e-business infrastructure and apply these components in 

managing e-business. 

• Explain the key elements of e-business strategy and describe the processes of formulating e-

business strategy. 

• Explain the procedures of e-procurement management and e-contracting. 

• Prepare an e-business marketing plan and evaluate how it addresses the target market's needs. 

Course Contents 

In line with the contemporary focus of the course, the following topics have been selected and each 

issue topic will be explored in relation to existing literature, its relevance and practices in the global 

context: 

Unit 1: Introduction to E-business and E-commerce  LH 6 

Concept, nature, and opportunity of e-business; the concept of e-commerce and online 

marketplace for e-commerce; the difference between e-business and e-commerce; business 

models for e-products and e-services; business adoption of digital technologies for e-business 

and e-commerce; e-business risks and barriers to business adoption; management responses to 

e-commerce and e-business. 

Unit 2: E-business Infrastructures  LH 5 

Components of e-business infrastructure, internet technology: concept, hosting of websites 

and e-business service; web technology: internet-access software applications, internet 

standards, and internet governance; managing e-business infrastructure: hardware system, 

software system, internet service, hosting providers and employees' access to internet and e-

mail. 

Unit 3: E-business Strategy  LH 8 

Concept of e-business strategy, key elements of e-business strategy, strategic objectives, 

information systems strategy, strategies for implementation of e-business; strategy for the 
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internal organisation of e-business activities: determining ‘make-or-buy’ decisions, choosing 

‘separate or integrated’ form of organisation, managing conflicts between online and offline 

distribution channels. 

Unit 4: E-Procurement Management and E-contracting LH 6 

Concept and objective of procurement, types of procurement, difference between purchase 

and procurement, benefit and risks of e-procurement, market solutions: sell-side, buy-side and 

marketplace; integration of product catalogue; e-contracting: concept of generic services - 

information, negotiation, archiving, enforcement, reconciliation; structure of a contract; 

digital signature. 

Unit 5: E-Marketing LH 5 

Overview and significance of e-marketing, concept and development of Web 1.0 (past), Web 

2.0 (present), and Web 3.0 (future) platforms of e-marketing, effects of e-business 

technologies on marketing strategy, e-marketing planning process, the e-marketing plan, the 

marketing mix, branding, online advertising, targeting online customers, interactive television 

and e-marketing. 

 

Evaluation: Internal assessment 20%, Practical exam 20% and Semester end exam 60% 
 

Prescribed Text Books: 

Chaffey, D. (2009). E-business and e-commerce management: strategy, implementation, and practice 

(4th ed). Pearson. 

Combe, C. (2006). Introduction to E-business Management and strategy. Elsevier. 

Suggested References: 

Coupey, E. (2004). Digital Business: Concepts and Strategies (2nd Edition). Prentice Hall. 

Jelassi, T., Enders, A., & Martainez Laopez, F. J. (2014). Strategies for e-business: creating value 

through electronic and mobile commerce; concept and cases (3rd ed). Pearson. 

Laudon, Kenneth C., Laudon, Jane P. (2013). Management information systems, 12th ed. United 

Kingdom: Pearson Education Ltd. 

McKie, S. 2001. E-Business Best Practices: Leveraging Technology for Business Advantage. John 

Wiley&Sons. 

Strauss, J. & Raymond F. (2014). E-Marketing (7th ed). Pearson. 

◙ 
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ENT 634: Entrepreneurship 

 

Program/Semester: MBA/Third Semester 

Course Title: Entrepreneurship 

Course Code: ENT 634 

Credit Hours: 3 

Lecturer Hour: 45  
 

Course Objectives  

The purpose of this course is to familiarize students with the different dimensions of new venture 

creation and growth. The course will be concerned with content and process as well as with 

formulation and implementation issues that relate to conceptualizing, developing and managing 

successful new ventures.  

Course Description  

The course provides an introduction to fundamental concepts of creative and innovative managerial 

practices of successful entrepreneurship. It further reviews the significant economic and social 

contributions entrepreneurs provide to society, the intense lifestyle commitment, and the skills 

necessary for entrepreneurial success. The course thus provides an overview of the entrepreneurial 

process, creativity and innovation, strategic perspectives in entrepreneurship, international 

entrepreneurial opportunities, business plan preparation for new ventures, social and ethical 

perspectives of entrepreneurship and entrepreneurship development in Nepal. 

Learning Outcomes  

By the end of this course, students should be able to:  

• Explain the fundamentals of entrepreneurship,  

• Explore the characteristics and skills of successful entrepreneurs,  

• Appreciate entrepreneurial intentions, 

• Develop and analyse entrepreneurial strategy, 

• Explain the concepts, nature and process of creativity and innovation, 

• Identify and analyse entrepreneurial opportunities, 

• Understand legal issues relating to intellectual property rights, licensing, and contracts and  

• Comprehend emerging issues of entrepreneurship in Nepal.  
 

Course Contents 

Unit 1: Introduction to Entrepreneurship LH 8 

Definition, nature, skills and types of entrepreneurs; entrepreneurial traits; function of an 

entrepreneur; entrepreneurial process; entrepreneurial schools of thought; individual 

entrepreneurial mind-set; common; entrepreneurial motivations; characteristics associated 

with entrepreneurs; entrepreneurial mind-set in the organizations; nature of corporate 

entrepreneurship; conceptualizing corporate entrepreneurial strategy; entrepreneurial 

intention; factors influencing entrepreneurial intention. 

Unit 2: Creativity and Innovation LH 7 

Concept of creativity and innovation; opportunity identification; sources of new venture ideas; 

methods of generating ideas; entry strategies for new entry exploitation; risk reduction 

strategy; idea generation from trend analysis; principles of innovation, types and process of 

innovation; components of creativity; indicators of creativity; nature of creative process; role 

of creative thinking. 

Unit 3: Strategic Perspectives in Entrepreneurship LH 8 

Introduction to strategic planning; nature of strategic planning; major components of a 

strategic plan; an entrepreneurial strategy matrix model, product planning and development 
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process; venture development stages; opportunity recognition; opportunity assessment plan, 

growth strategies; reasons of business failure; sources of information for start-up 

entrepreneurs in Nepal. 

Unit 4: International Entrepreneurial Opportunities  LH 5 

Domestic versus international entrepreneurship; entrepreneurial entry into international 

business; nature of international entrepreneurship; motivation to go global; foreign market 

entry strategies; barriers to international trade. 

Unit 5: Business Plan Preparation for New Venture LH 5 

Planning as a part of business operation, introduction to business plan; concept, nature and 

process of business planning; key elements and evaluation criteria of a business plan; contents 

and structure of business plan; preparation of business plan. 

Unit 6: Social and Ethical Perspectives of Entrepreneurship  LH 5 

Concept of business ethics and social responsibility; ethical and social responsibility of 

entrepreneur; ethical practices and code of conduct; ethical considerations in corporate 

entrepreneurship; approaches to managerial ethics; introduction to social entrepreneurship; 

gender and environmental issues confronting entrepreneurs. 

Unit 7: Entrepreneurship in Nepal LH 7 

Growth of entrepreneurship in Nepal; legal structures for entrepreneurial ventures; legal 

procedure for establishment of new ventures in Nepal; concept and nature of the intellectual 

property, patents, trademarks, licensing and copyrights (legal issues with reference to 

Nepalese laws); Entrepreneurial Competency Development (ECD) in Nepal; the importance 

of small business in Nepal and emerging entrepreneurial issues; women and minority 

entrepreneurship in Nepal.  

 

Prescribed Text Books: 

David H Holt (2011), Entrepreneurship and new venture formation, Prentice Hall India 

Hisrich, R. D., Shepherd, D. A. & Peters, M. P. (2016). Entrepreneurship. McGraw-Hill Education. 

Suggested References: 

Arya, K. (2016). Entrepreneurship: creating and leading an entrepreneurial organization. Pearson.  

Ramachandran, K. (2014). Entrepreneurship development: Indian cases on change agents. Tata 

McGraw Hill.  

Robinson, P. J. (2017). A guide for writing your business plan. Independently published. 

◙ 
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MKT 636: Consumer Behaviour 

 

Program/Semester: MBA/Third Semester 

Course Title: Consumer Behaviour 

Course Code: MKT 636   

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 
 

Course Description 

Marketing is a customer-driven function that begins and ends with the consumer from identifying 

customer needs and trying to meet those needs and ensuring post-purchase satisfaction. This course is 

the foundation of all marketing courses. It is the basic science of marketing and provides a deep 

understanding of the buying process and buying reasons of the end users of products and services. It is 

designed to provide basic framework for understanding consumer behaviour.  

Course Objective 

This course gives an overview of the theoretical aspect of consumers’ buying behaviour and their 

implications in designing marketing strategies. In this course student will learn about fundamental 

theories and concepts in consumer psychology, sociology of consumption and consumer research 

which enhance their understanding of how and why consumers make purchase decisions, how they 

think, feel and act before, during and after the purchase.  

Learning Outcomes 

After completing this course, students should be able to: 

• Develop students’ conceptual and theoretical understanding of behavioural aspects of consumers 

and their strategic implications to marketers. 

• Describe how knowledge of consumer behaviour is applied in the field of marketing decision-

making 

• Identify and understand the different types of the socio-cultural and psychological determinant of 

consumer behaviour. 

• Develop students' skill to understand conduct research on consumer behaviour.  
 

Course Details 

Unit 1: Introduction  LH 5 

Concept, nature and important of consumer behaviour; consumer behaviour as a multi-

disciplinary science (sociology, psychology and anthropology); application of consumer 

behaviour knowledge in the field of marketing (consumer behaviour and product marketing, 

consumer behaviour and branding, consumer behaviour and service marketing, consumer 

behaviour and social marketing, consumer behaviour and consumer protection). 

Unit 2: Model and Theory of Consumer Behaviour LH 6 

Traditional models of consumer behaviour: learning model, psychoanalytical model, 

sociological model and economic model; contemporary models of consumer behaviour: 

Engel-Kollat-Blackwell (EKB) model, Black Box model, Hawkins Stern model, Howard 

Sheth model, Nicosia model, Webster and Wind model; theories of consumer behaviour: 

theory of reason action and theory of planned behaviour. 

Unit 3: Purchase Decision Process  LH 8 

Concept of high-involvement and low-involvement buying decision; consumer purchase 

decision process; need recognition: concept, types and approaches of need recognition; 

information search: meaning, sources and strategies of information search; evaluation of 

alternatives: criteria of evaluation (price, brand reputation, country of origin, competitive 

context, and advertising effects); purchase decision: concept, types of consumer decision 
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rules, concept and reasons of impulse buying decision; post-purchase behaviour : overview of 

consumer satisfaction and dissatisfaction, consumer complaint behaviour, reasons for 

dissonance, consumer behaviour on product disposition, steps to improve the post purchase 

behaviour; organizational buying process. 

Unit 4: Psychological Determinants of Consumer Behaviour   LH 12  

Sensation and perception: concept of sensation and perception, interpretation process of 

perception, external and internal factors influencing attention; learning and memory: concept 

and nature of learning, learning theories (conditioning theory, cognitive theory and social 

learning theory), learning and consumption; memory: meaning, structure of memory 

(encoding, storage, retrieval and forgetting), brand influenced by memory; motivation: 

concept, nature, theories of motivation (incentive theory and arousal theory); application of 

theories of motivation in consumer behaviour; emotion: concept and and types of emotion; 

emotions and consumption; attitude: meaning and characteristics of attitudes, tri-components 

model of attitude (cognitive-affective -behaviour), source of attitude formation; self-concept: 

meaning and types. 

Unit 5: Socio- cultural Determinants of Consumer Behaviour  LH 10 

Social groups: concept, types of social groups (primary vs secondary group), impact of social 

group on consumer behaviour; reference group: definition and forms of reference group, 

meaning and importance of word-of-mouth communications; family influences: definition and 

role of family in purchase decision, impact of family (urban family, rural family, traditional 

and modern family) neighbourhoods and communities on consumptions; social class: 

definition and characteristics of social class, social stratification, social class’s influence on 

consumer behaviour; culture and sub-culture: concept and elements of culture, cultural values, 

culture and sub-culture and their influence on consumer behaviour.  

Unit 6: Consumer Research LH 4 

Concept, characteristics and types of consumer research; qualitative and quantitative methods 

of consumer research; ethics in consumer research. 

 

Prescribed Text Books:  

Louden, D. L., & Della Bitta, A. J. Consumer Behaviour: Concept and application. New Delhi: Tata 

McGraw Hill. 

Hawkins, D. I., Best, R. J., & Coney, K. A. Consumer behaviour building marketing strategy. New 

Delhi: Tata McGraw Hill.  

 

Suggested References: 

Engles, J. F., Blackwell, R. D., & Kollat, D. T. Consumer Behaviour. New York: The Dryden Press. 

Koirala, K. D. Consumer Behaviour. Kathmandu: Samjhana publication. 

Schiffman, L. G. Consumer Behaviour. New Delhi: Prentice Hall. 

◙ 
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MKT 637: Advertising and Sales Promotion 

 
Program/Semester: MBA/Third Semester 

Course Title: Advertising and Sales Promotion 

Course Code: MKT 637   

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 

 

Course Description  

This course aims to boost the students' knowledge in the field of advertising and promotion 

management. The course is designed for those students who have basic knowledge of marketing and 

who want to gain depth knowledge or expertise to the world of marketing and advertising.  
 

Course Objective  

This course aims to provide conceptual knowledge to the students on the communication tools, 

techniques and strategy. This course includes integrated marketing communications budget, creative 

strategy in advertisement development, media planning, sales promotion tools, and advertising and 

ethics. 

Learning Outcomes 

After completing this course, students will be able to: 

• Describe advertising and promotion management and able to establish goals and budgets  

• Describe and develop the creative advertising strategy in marketing. 

• Develop skills for the development of media planning selection  

• Able to conduct advertising research and measure the effectiveness of promotional mix 

• Understand the advertising ethics and social concern in promotion activities 

Course details 

Unit 1: Introduction to Advertisement and Sales Promotion LH 10 

concept of promotion management, marketing communication mix: concept and components; 

the concept of integrated marketing communications (IMC); IMC planning process, role of 

advertising department and advertising agencies in the IMC, determination of communication 

objectives, sales oriented and communication-oriented objectives; concept, need and 

allocation of promotion budget, Factors affecting the promotion budget size. concept and 

nature of communication, process of communication, basic model of communication, The 

response process, evaluation of source, message and channel factors. 

Unit 2: Creative Strategy in Advertising  LH 6 

Concept and importance of creativity in advertising; creative strategy, process, 

implementation and evaluation; advertising appeals and execution frameworks; creative 

tactics for print and television advertising. 

Unit 3: Media Planning and Strategy  LH 10 

Concept and importance of media planning, developing the media plan, media planning 

process, evaluation of print media (newspapers and magazines), evaluation of broadcast 

media buying agencies, overview and evaluation of support media, outdoor media, in-store 

media, mobile advertising, ambiance advertising, product placement in movies, website, app, 

and video-making media. 

Unit 4: Sales Promotions LH 6 

Concept, natures, scope and role of sales promotions, growth in sales promotions, consumer-

oriented sales promotions, trade-oriented sales promotions, coordinating sales promotion with 

advertising, abuse of sales promotions. 
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Unit 5: Advertising Research LH 8 

Concept and areas of advertising research, Reasons to measures effectiveness, measuring 

advertising effectiveness, testing methods of advertising effectiveness (pre-testing and post 

testing), measuring total effectiveness (DAGMAR and PACT approaches), measuring 

effectiveness of sales promotional tools. 

Unit 6: Advertising Ethics and Social Concerns LH 5 

Overview of promotion ethics, ethics in advertising: concept and needs, social and ethical 

criticisms of advertising, advertising self-regulation, puffery and surrogate advertising, 

advertising ethics in Nepal, Advertising Board, and clean feed policy.  

 

Prescribed Text Books:  

Belch, G. E., & Belch, M. A. Advertising and Promotion: An integrated marketing communications 

perspective. New Delhi: Tata McGraw Hill. 

 Kazmi, S. H. H., & Batra, S. K. Advertising and Sales Promotion. New Delhi: Excel Books. 

 

Suggested References: 

Jethwaney, J., & Jain, S. Advertising Management. New Delhi: Oxford University Press. 

Sharma, S., & Singh, R. Advertising planning and implementation. New Delhi: Prentice-Hall of India. 

Agrawal, G. R. Marketing communication & fundamentals of advertising. Kathmandu: MK Publisher 

& Distributors. 

◙ 
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ACC 636: Corporate Accounting 

 

Program/Semester: MBA/Third Semester 

Course Title: Corporate Accounting 

Course Code: ACC 636   

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 

 

Course Objectives 

The objective of this course is to acquaint students with various concepts of corporate accounting, 

accounting treatments of share and debenture, valuation of share and goodwill and analyzing financial 

reports. The course further attempts to provide sound knowledge of new trends of accounting which 

helps students to understand the concept of business combinations and to prepare the consolidated 

financial statement. 

Course Description 

This course contains various aspects of company accounts, shares and debentures, valuation of 

goodwill and shares, various aspects of company accounts, new trends in accounting and price level 

changes in accounting. 

Learning Outcomes: 

By the end of the course students should be able to: 

• Describe the concept of corporate accounting 

• Understand the concept of share and debenture and their accounting treatment. 

• Explain the financial statements of different types of business entities.  

• Evaluate the various methods of valuation of goodwill and shares; 

• Understand and apply the method of adjustment of amalgamation, absorption and reconstruction 

of a company.  

• Understand the need and preparation of a consolidated balance sheet. 

• Describe the various new trends developed in the field of corporate accounting. 
 

Course Details 

Unit 1: Introduction  LH 3 

Meaning, Importance and process of Corporate Accounting; Differences: Corporate 

Accounting vs. Financial Accounting; Role of a Corporate Accountant; Corporate social 

responsibility. 

Unit 2: Shares and Debenture  LH 6 

Issue, Forfeiture, and Re-issue of forfeited shares: concept and process of book building; Issue 

of rights and bonus shares, Buyback of shares; Issue and Redemption of preference shares; 

Issue and Redemption of Debentures. 

Unit 3: Valuation of Goodwill and Shares  LH 5 

Goodwill: concept and need for valuation of goodwill and shares, Factors affecting the value 

of goodwill and accounting treatment; Methods of valuing goodwill: average profit method, 

super profit method, capitalization method, annuity method; Valuation of shares: concept and 

need, Factors affecting value of shares; Methods of valuation of shares: net assets method, 

yield method, earning capacity method. 

Unit 4: Various aspects of Company Accounts  LH 16 

Company expansion through Amalgamation and Absorption: meaning and concept; 

Accounting treatment in the books of both Purchasing and Vendor Company; Preparation of 

Balance Sheet by Purchasing Company; Internal and external reconstruction: Meaning, 

importance, need and accounting treatment & balance sheet after reconstruction; Expansion 
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through Subsidiary companies and Holding Company: Concept of Holding and Subsidiary 

Company, preparation of Consolidated Balance Sheet by Holding Company after due 

consideration of: Pre-acquisition and post-acquisition profit, Minority Interest, Cost of 

Control/Goodwill or Capital Reserve, Elimination of common transactions, Treatment of 

contingent liabilities and unrealized profit, Revaluation of assets and liabilities, Dividend 

from Subsidiary Company and preference shares in subsidiaries; Corporate Liquidation: 

concept, and reasons for liquidation procedures of winding up as per Company Act; Statement 

of affairs and Liquidator’s Final statement of Account. 

Unit 5: Analysis of Financial Reporting LH6 

Corporate financial statement reporting: concept, requirements of financial statements, recent 

trends in financial reporting; Balance sheet: analyzing sole trading, companies and banking 

and financial institutions balance sheet; Analysis of Cash flow: concept, interpretation of cash 

from operating, financing and investing activities; development of useful ratios and their use 

for managerial decisions; Ratio analysis: concept, the application of accounting ratios for 

strategic analysis. 

Unit 6: New Trends in Accounting LH 9 

Inflation account: Concept, Inflation and Deflation; Current Purchasing Power Accounting; 

Human Resource Accounting: Concept, objectives and benefits of HRA, Valuation of Human 

Resources; Social Accounting: Concept and approaches, Social responsibilities of business, 

Measurement of social cost benefit, Social Accounts and Balance Sheet; Environment 

Accounting: Concept, needs, scope, forms and elements of environment accounting; Forensic 

Accounting: Concept, functions, needs of forensic accounting, critical aspects to be followed 

while conducting forensic accounting; Sustainable Accounting: Concept, objectives and needs 

of sustainable accounting 

Prescribed Text Books:  

Jain, S. P. & Narang, K. L., (2014). Advanced Accounting, Vol. 11, Kalyani Publishers, New  

 Delhi. 

Monga, J.R., (2019). Basic corporate Accounting, Mayur paperbacks, New Delhi 

Suggested References: 

Shegal, A. (2011). Fundamentals of Corporate Accounting, Taxmann publications Pvt. Ltd. 

Shukla, Grewal & Gupta, (2017). Advanced Accounting, S. Chand and Co., New Delhi 

S.N. Maheshwari and S.K. Maheshwari, Corporate Accounting, Vikas Publication, New Delhi 

 

◙ 
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ACC 637: Corporate Taxation 

 

 

Program/Semester: MBA/Third Semester 

Course Title: Corporate Tax Planning 

Course Code: ACC 637   

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 

 

Course Objectives 

This course aims to provide the students with the knowledge of tax laws and tax planning for 

decision-making and enable them to work as tax consultants in the corporate sector and tax officers in 

the government sector. 

Course Description 

This course includes income tax, value added tax system, panel provision, tax administration and 

international tax. It also covers tax planning concept and its uses in Nepal. 

Learning Outcomes 

By the end of the course students should be able to understand: 

• About the basic concept of tax applied in Nepal; 

• The skills in computations and adjustment of income tax, VAT, tax planning and administration 

for business decisions; 

• About the tax information that can be used to formulate and implement strategy in an 

organizational; 
 

Course Details 

Unit 1: Conceptual Foundation LH 4 

Concept and definition of tax, duty, charge and fee; direct tax and indirect tax, tax on capital 

(tax on land, land transfer, motor vehicle, house and land tax). income year and assessment 

year, withholding and final withholding payment, retirement fund, retirement contribution and 

retirement payment. Nepal accounting standard vs tax accounting, cash accounting vs accrual 

accounting. revenue mobilization in federal system.  

Unit 2: Income Tax  LH 14  

Sources of income, tax exempted income, tax exempted institutions, tax rates, tax exemptions, 

tax rebates, treatment of provisions related to deductions and reductions, tax deduction at 

source and its treatment, computation of assessable income, taxable income and tax liability 

individual and business (business, profession, industry, export-import, information technology 

sector, Liquor, tobacco, financial sector) and investment, set off and carry forward of losses, 

capital gain tax, inter-source and inter-head adjustments-within country and outside country. 

Unit 3: Indirect Tax LH 6  

Concept, features and principles of indirect tax; relation between value added tax, customs 

duty, excise duty and goods and service tax (GST), meaning and concepts of VAT, evolution 

of VAT, concepts of cascading effect and zero rating, methods of VAT, advantages of tax-

credit method, taxable transactions, tax exempted transactions, VAT accounting, tax 

registration, tax collection, tax invoice, VAT refund, duties of businessmen and customers in 

VAT system. 
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Unit 4: Revenue Administration and Return of Income LH 5  

Structure of revenue administration in Nepal: ministry of finance, inland revenue department, 

revenue investigation department. method of tax collection and realization, rights and duties 

of tax authorities and assess, advance ruling, review and appeal under income tax and value 

added tax acts and rules.  

Concept of return of income: returns of estimated income, returns of final income and self-tax 

assessment, extension of time to final return of income: return of income not required. revised 

tax assessment process, jeopardy tax assessment, tax collection, waiver and refund  

procedures of online final income return, E- TDS and monthly VAT statement (use www.ird. 

gov.np). 

Unit 5: Tax Planning LH 12  

Tax planning: Concept, needs and objectives of tax planning to modern business corporations; 

Major differences among tax evasion, tax avoidance and tax planning; types of tax planning, 

scopes of short-range and long-range tax planning; concepts of tax management. 

Tax planning for managerial decisions: Selection of business, forms of business incorporation, 

location of business unit, size of business, timing of future business activities; Tax planning 

for financial decisions; leasing or buying business assets, capital structure, retention or 

distribution or returns, merging of business units; planning for international taxation: taxation 

of non-resident (service providers) related to shipping, airlines, transport, and 

telecommunication, concepts of double tax avoidance agreements (DATA) and foreign tax 

credit. 

Unit 6: Penal Provision, Prize and Other Incentives LH 4  

Concept of penalty and offence; Provision of interest for underestimating tax payable by 

instalment and delay or fail to pay tax; Provision for fee charge for failure to maintain 

documentation or file statements or returns of income, for making false or misleading 

statements, For aiding or abetting or inducing another person to commit and offence; 

Provision for criminal offences for: failure to pay tax, making false or misleading statement, 

authorized and unauthorized person, aiding or abetting, failure to comply with Act. Provision 

of prize and other incentive. 

 

Prescribed Text Books: 

Nepal Government. Budget Speech and Finance Act (Recent) 

Nepal Government. Double Taxation Avoidance Treaties with various countries 

Nepal Government. Income Tax Act 2058 with amendments. Kathmandu: Ministry of Law, Justice 

and Constituent Assembly 

Nepal Government. Income Tax Rules 2059 with amendments. Kathmandu: Ministry of Law, Justice 

and Constituent Assembly 

Nepal Government. Intergovernmental Fiscal Arrangement Act 2074 with amendments. Kathmandu: 

Ministry of Law, Justice and Constituent Assembly 

Nepal Government. Value Added Tax Act 2052 with amendments. Kathmandu: Ministry of Law, 

Justice and Constituent Assembly 

Nepal Government. Value Added Tax Rules 2053 with amendments. Kathmandu: Ministry of Law, 

Justice and Constituent Assembly 

Suggested References: 

Khadka, R. VAT in Nepal. (New Edition), New Delhi: UBS Publisher Distributors Ltd. 

Prasad, B. Direct Taxes: Laws and Practice (Updated Edition). New Delhi: Vishwa Prakashan. 

Regmi, G. P. Corporate Taxation (Updated Edition). Kathmandu: KEC publication and Distribution. 

Singhaniya, V.K. Direct Taxes: Laws & Practice (Updated Edition). New Delhi: Taxman Publication. 

 ◙ 

 

  

http://www.ird/
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FIN 636: Financial Markets and Institutions 

 

Program/Semester: MBA/Third Semester 

Course Title: Financial Markets and Institutions 

Course Code: FIN 636  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 
 

Course Objectives 

The course aims to provide students with the fundamentals of financial markets and financial 

instruments, the features of the formation of modern financial markets, the practical application of 

financial instruments, the types of financial institutions and their roles and functions in the financial 

markets. 

Course Description 

This course includes an overview of financial markets and institutions, determinants of interest rates 

and value of financial securities, the central banking system and monetary policy, debt markets, equity 

markets, commercial banks and thrift institutions and other financial and service institutions. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• Explain the components of the financial system and economic functions performed by the system 

of financial markets and institutions. 

• Understand the processes of determining interest rates in the financial system and apply the 

interest rates in determining the value of financial securities. 

• Describe the roles of central banks in maintaining stability in the financial system. 

• Explain how commercial banks and thrift institutions help in mobilizing resources from the 

surplus unit to the deficit unit. 

• Explains the structure of the debt and equity market. 

• Explains the functions performed by other financial and service institutions in the financial 

system. 
 

Course Contents 

Unit 1: Introduction to Financial Markets and Institutions LH 5 

Concept and components of the financial system; economic functions performed by the 

system of financial markets and institutions; an overview of financial markets: primary 

markets versus secondary markets, money markets versus capital markets, foreign exchange 

markets and derivative security markets; financial market regulation; overview of financial 

institutions; functions performed by financial institutions; regulation of financial institutions; 

globalization of financial markets and institutions. 

Unit 2: Determinants of Interest Rates and Value of Financial Securities  LH 10 

Loanable funds theory of interest rates- supply of loanable funds, demand for loanable funds 

and equilibrium interest rate; determinants of interest rates for individual securities-inflation, 

real interest rates, default/credit risk, liquidity risk; term structure of interest rates - unbiased 

expectations theory, market segmentation theory, liquidity premium theory, forecasting 

interest rates; application of interest rates in determining the value of financial securities: 

value of bonds and value of stocks. 

Unit 3: The Central Banking System and Monetary Policy LH 6 

The roles of central banks in the economy and financial system; major central banking 

systems: the European Central Bank, the Federal Reserve System and the Bank of England; 

structure and functions of Nepal Rastra Bank – the central bank of Nepal; formulation and 

conduction of monetary: goals of monetary policy, monetary policy tools- open market 



 FWU_Master of Business Administration (MBA) Program 

53 
 

operations, the discount rate, reserve requirements (reserve ratios) and interest on reserves; 

selective credit controls, major provisions of recent monetary policy of Nepal Rastra Bank. 

Unit 4: Debt Markets LH 5 

Money markets: features of money markets, instruments of money markets, money market 

participants, yields on money market securities – discount yield, bond equivalent yields and 

effective annual return; bond markets: features of bond markets, bond market securities, the 

trading process for corporate bonds, bond quotations, bond ratings; concept and types of 

mortgage markets; state and local governments in the debt markets –issue of municipals. 

Unit 5: Equity Markets LH 5 

Concept of primary and secondary markets; initial public offering and further public offering 

procedures for common stocks; right offering – right offering procedures and value of a right; 

securities traded in the stock market and market participants; construction of stock market 

indexes and NEPSE index; stock market quotations; efficiency of stock markets. 

Unit 6: Commercial Banks and Thrift Institutions LH 8 

Concept and functions of commercial bank, portfolio characteristics of commercial banks - 

assets and liabilities structure; off-balance-sheet activities, bank size and concentration, 

financial statements of commercial banks, financial statement analysis using a return on 

equity framework, regulation of commercial banks in Nepal; thrift institutions: size, structure, 

composition and regulators of savings and loan associations, savings banks and credit unions. 

Unit 7: Other Financial and Service Institutions LH 6 

Securities Firms and Investment Banks: functions of security brokers, dealers and investment 

banks; Insurance Companies: fundamentals of insurance; types of insurance – life insurance, 

health insurance, property and casualty insurance; regulation of insurance business in Nepal; 

finance companies - functions and major products; pension funds: types of pensions; private 

and public pension plan; practices of pension in Nepalese context; mutual funds: structure of 

mutual funds; types of mutual funds, net assets value, rate of return, load and charges of 

mutual fund and mutual fund industry in Nepal. 

Prescribed Text Books: 

F. S. & Eakins, S. G., Financial markets and Institutions. Delhi:  

Saunders, A. & Marcia M. C., Financial markets and institutions. New Delhi: McGraw-Hill 

Education (India) Pvt. Ltd. 

Suggested References: 

Rose, P.S. & Marquis, M.H., Money and capital markets: Financial institutions and 

instruments in a global marketplace. New York: McGraw-Hill Irwin. 

◙ 
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FIN 637: International Financial Management 

 

Program/Semester: MBA/Third Semester 

Course Title: Multinational Financial Management 

Course Code: FIN 637  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 

 

Course Objectives 

The course aims to provide students the conceptual framework of multinational financial management 

within which the key financial decisions of the multinational firm can be analyzed treating 

international financial management as an extension of the principles learned in the basic course of 

financial management. 

Course Description 

International financial management focuses on decision-making in an international context and 

demonstrates the use of financial analysis and reasoning in solving international financial problems. 

This course includes an overview of multinational financial management, international capital 

budgeting decision, international financing decision, international working capital management, 

international diversification and portfolio investment and currency risk and interest rate risk 

management. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• Explain why multinational corporations are the key players in international economic 

competition and understand the motivations for foreign direct investment and the evolution of 

international businesses 

• Understand international capital budgeting process along with risks in financial decision making.  

• Describe the techniques that multinational corporations can use to expedite the collection of 

funds both within a foreign country and across borders, and to manage their working capital more 

effectively 

• Explain how international investing and diversification can allow investors to achieve a better 

risk-return tradeoff than can investing solely in domestic securities. 

• Explain how international financial management decisions are affected by different types of risk 

exposure. 

Course Contents  

Unit 1: An Overview of Multinational Financial Management  LH 8 

Concept of multinational corporations and reasons of pursuing international business; 

managing the multinational corporations- business disciplines, agency problems and 

management structure; modes of international business - international trade, licensing, 

franchising, joint ventures, acquisitions of existing operations and establishment of new 

foreign subsidiaries; internationalization vs domestic VS financial management; international 

monetary system: evolution, gold standard, Bretton Woods’s system, the flexible exchange 

rate regime and floating rates arrangements. 

Unit 2: International Capital Budgeting Decision LH 8 

Estimation of cash flows from cross border investment projects; valuation techniques 

including adjusted present value method; risks in cross border investment decision- currency 

risk, political risk, country risk, inflation risk etc.; techniques for incorporating risks in cross 

border investment decision.  

Unit 3: International Financing Decision LH 6 

International capital structure and cost of capital; determinants of capital structure of 

multinational corporations; dividend policy of multinational corporations; multinational 

transfer pricing and performance measurement.  
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Unit 4: International Working Capital Management LH 7 

International cash management- collection and disbursement of funds and payments netting in 

international cash management; management of the short-term; investment portfolio cash 

management; international accounts receivable management- credit terms and credit 

extension; international inventory management- production location and inventory control, 

advance inventory purchases and inventory stockpiling; sources of international short-term 

financing. 

Unit 5: International Diversification and Portfolio Investment LH 8 

The benefits and risk factors in international investing; international diversification- risk and 

return aspects of portfolio; international CAPM; identification of optimal international asset 

allocation; international capital market; barriers to international diversification.  

Unit 6: Currency Risk and Interest Rate Risk Management LH 8 

Types of risk exposure- transaction exposure, economic exposure and translation exposure; 

management of currency risk using currency forwards, currency futures, currency options and 

currency swaps; assessment of interest rate risk. management of interest rate risk using 

interest rate futures, interest rate swaps and other financial swaps.  

 

Prescribed Text Books: 

Madura, Jeff (2013). International Financial Management. Cengage Learning. 12th Edition. 

Shapiro, Alan C. and Peter M. (2014) International financial management, John Wiley & Sons Ltd 

 

Suggested References: 

Apte, P.G. (2011). Multinational Financial Management. Tata McGraw-Hill, New Delhi, 6th Edition.  

Bekaert, Greet & Hodrick, Robert J. (2014). International Financial Management. Prentice Hall, 2nd 

Edition.  

Eun, Cheol, S. & Resnick, Bruce, G. (2017). International Financial Management. Tata 

McGraw Hill, 7th Edition. 

Levi, D., Maurice (2009). International Finance. Routledge, 5th Edition.  

Sharan, V. (2012). International Financial Management. PHI Learning Pvt. Ltd., 6th Edition. 

◙ 
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HRM 636: Employment Relations   

 

Program/Semester: MBA/Third Semester 

Course Title: Employment Relations 

Course Code: HRM 636  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 
 

Course Objectives 

The core objective of this course is to broaden students’ understanding of the management of 

employment relations and conflict in the workplace. This course is designed to help students to 

identify the causes of conflict and to develop responses and strategies to the benefit of both employees 

and organizations.  

Course Description 

This course includes an overview of employment relations, the dynamic context of employment 

relations, development of trade unions, legal framework relating to trade unions, concept and nature 

of collective bargaining, grievances and discipline handling, employee participation and the 

regulatory framework relating to employment relations. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• Explain the key characteristics of employment relations and the processes of employment 

relations management. 

• Identify the different dynamic contexts of employment relations and use these changing 

dynamics to in managing employment relations. 

• Understand and explain the main purposes, functions and development of trade unions. 

• Identify and critically assess the different challenges and possible solutions to collective 

bargaining. 

• Describe the nature, extent and causes of grievances and critically evaluate the procedures of 

grievances and discipline handling. 

• Develop an informed view as to the appropriate employee involvement and participation 

practices for organizational contexts. 

• Understand and critically assess the key principles of employment legislation relating to 

employment relations. 
 

Course Contents  

Unit 1: Introduction to Employment Relations LH 5 

Concept and characteristics of employment relations; objectives, significance and functions of 

employment relations management; actors and interests in employment relations; processes of 

employment relations management; the paradigm shift from industrial relations to 

employment relations. 

Unit 2: The Dynamic Context of Employment Relations LH 10 

The changing political and economic environment of employment relations, globalization, 

social context, new technology, automation and artificial intelligence, the decline of 

employment in production industries and rise in service sector employment; the increasing 

participation of women in the labour force;  the growing level of part-time work; changes in 

the location of production and employment; the level and changing nature of self-

employment;  the incidence of unemployment, redundancies and job insecurity. 

Unit 3: Trade Union  LH 6 

Development of trade unions, growth and structure of trade union, theories of trade union, 
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pros and cons of trade unions, non-union firms, legal framework relating to trade union 

recognition and other aspects of trade unions in Nepal. 

Unit 4: Collective Bargaining LH 5 

Concept and nature of collective bargaining; levels of bargaining and agreements; collective 

bargaining and stakeholders; negotiating techniques and skills; factors contributing to the 

success of collective bargaining.  

Unit 5: Grievances and Discipline Handling LH 6 

Concept, nature and causes of grievances; grievance redressal procedure; managing 

discipline—concept and principles of natural justice; misconduct; approaches to dealing with 

indiscipline; domestic inquiry. 

Unit 6: Employee Participation LH 5 

Concept, purpose and form of employee participation, process of employee participation, 

design and dynamics of participative forums, implementing employee participative strategies. 

Unit 7: Regulatory Framework Relating to Employment Relations LH 8 

Role of ILO in framing labour legislations; conventions and recommendations of ILO relating 

to labour law; major provisions of labour act and labour rules in Nepal; legal provisions 

related to the settlement of disputes, minimum wages and social security; contribution-based 

social security system in Nepal. 

 

Prescribed Text Books: 

Bennett, T., Virginia F. and Richard S. (2020). Managing Employment Relations. United States: 

Kogan Page Limited. 

Suffield, L. and Gary L. (2020). Labour Relations. Pearson Canada Inc. 

 

Suggested References: 

Monappa, A., Ranjeet N. and Patturaja S. (2012). Industrial Relations and Labour Laws. New Delhi: 

Tata McGraw-Hill Publishing Company Limited. 

Ghosh, A.K. (2011). Industrial Relations: Text and Cases. Manas Publications. 

 

◙ 
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HRM 637: Human Resource Development 

 

Program/Semester: MBA/Third Semester 

Course Title: Human Resource Development 

Course Code: HRM 637  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 

 

Course Objectives 

The objective of this course is to build an understanding and perspective of human resource 

development (HRD) as discipline and create a comprehensive understanding of HRD for developing 

skills of a detailed plan needed and demonstrate the implementation of HRD program in the 

organization. 

Course Description 

This course includes the foundations of human resource development, framework of human resource 

development, evaluating HRD programs, employee socialization and orientation, employee 

counseling, wellness services, career management and diversity management. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• Describe the theoretical foundations and historical perspectives of HRD. 

• Critically reflect upon various frameworks of human resource development.  

• Explain the the purpose, models and framework of HRD evaluation.  

• Examine employee socialization as a  the process of becoming an insider and design an employee 

orientation program. 

• Discuss and describe core concepts related employee counseling , wellness services and career 

management.  

• Evaluate and understand diversity issues and HRD programs for culturally diverse employees.  
 

Course Contents  

Unit 1: Foundations of Human Resource Development LH 8 

Introduction to human resource development (HRD); evolution of HRD; the relationship 

between HRM and HRD; HRD functions; roles and competencies of HRD professionals; 

influences on employee behaviour: external and internal influence; learning and HRD: 

learning and instruction, maximizing learning, individual differences in the learning process, 

learning strategies and styles.   

Unit 2: Framework of Human Resource Development LH 10 

HRD processes, assessing HRD needs, designing effective HRD program, HRD interventions, 

implementing HRD programs, training methods: on-the-job and off-the-job training, brain 

storming, case studies, role plays and simulations; e-learning and use of technology in training 

computer-based training. 

Unit 3: Evaluating HRD Programs LH 8 

The purpose of HRD evaluation; models and framework of HRD evaluation: Kirkpatrick's 

model, CIPP model and Brinkerhoff's model; assessing the impact of HRD programs in 

monetary terms: cost-benefit analysis, cost-effectiveness analysis and utility analysis; 

stakeholder approach to training evaluation. 

Unit 4: Employee Socialization and Orientation LH 8 

Socialization - the process of becoming an insider; content of socialization; the realistic job 

preview (RJP); employee orientation programs: objectives of employee orientation programs, 
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assessment and the determination of orientation program content; orientation roles; designing 

and implementing an employee orientation program; evaluation of orientation program 

effectiveness. 

Unit 5: Employee Counseling, Wellness Services and Career Management LH 6 

Employee counseling: counseling as an HRD activity, counseling programs, issues in 

employee counseling; employee wellness and health promotion programs; career 

management:  defining career concepts, stages of life and career development, models of 

career development and the process of career management. 

Unit 6: Managing Diversity  LH 5 

 Concept of equal employment opportunity, affirmative action and managing diversity; 

diversity of workforce and cross-cultural issues, HRD programs for culturally diverse 

employees, expatriate and repatriate supports. 

Prescribed Text Books: 

Werner, J. M. & Desimone, R. L. (2012). Human Resource Development. Cengage Learning. 

Haldar, U. K. (2009). Human Resource Development. Oxford University Press. 

Suggested References: 

Blank, William E., (1982) Handbook for Developing Competency Based Training Programmes. 

Prentice-Hall, New Jersey 

Haldar, U. K. (2009). Human Resource Development. Oxford University Press. 

Kandula, S. (2001). Strategic Human Resource Development. PHI Learning. 

Mankin, David (2009). Human Resource Development. Delhi: Oxford University Press.  

Rao, T.V. (2005). Future of HRD. Macmillan Publishers India. 

◙ 
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INT 635: Internship 

 

 

Program/Semester: MBA/Third Semester 

Course Title: Internship  

Course Code: INT 635  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration 

 

Description of Internship 

An internship is a form of experiential learning that integrates knowledge and theory learned in the 

classroom with practical application and skill development in a professional setting. Participating 

interns thus gain on-the-job training that integrates education, career development and public service, 

while agencies hosting interns benefit from the contributions of creative and innovative students.  

MBA Internship is an integral part of the academic curriculum. For the successful completion of the 

MBA program, students are required to undergo to Internship as per the prescribed format and 

duration. Students are required to work with an organization for hands-on experience during semester 

III. For internship, students will be placed in enterprises or attached to a field for 6 weeks. Upon 

completion of the internship and field attachment training, students are required to submit a report in 

the prescribed format by the end of the Third Semester.  

Objectives of Internship 

The objective of the Internship is to provide organizational exposure to students to real-time problems 

related to contemporary areas of business organizations.  Internship encourages students to explore the 

many ways they can be involved in “learning by doing” and offers the opportunity for the students to 

acquire on job the skills, knowledge, attitudes, and perceptions along with the experience needed to 

constitute a professional identity. Internship is aimed to provide means to immerse students in actual 

supervised professional experiences and give an insight into the working of real organizations. The 

ultimate goal of the Internship is to help the students in exploring entrepreneurial and professional 

career opportunities in their areas of interest. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• Apply classroom learnings for identification of problem, execute analysis based on available data 

and present the output. 

• Understand on job the skills, knowledge, attitudes, and perceptions along with the experience 

needed to constitute a professional identity.  

• Learn actual supervised professional experiences.  

• Get insight in the working of real organizations and understand the specific functional areas.  

• Understand perspective about business organizations in their totality.  

• Discover career opportunities to students in exploring in their areas of interest. 

Structure of Internship Report  

Preliminaries:  

Title Page, Executive Summary, Declaration, Certification, Acknowledgement, Table of 

Contents, List of Tables and List of Figures. 

Chapter 1: Introduction  

General background, objective and significance of the Internship, justification behind the 

selection of organization, scope of activities, methodology - information related to research 
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methodology including sampling, nature of data and information, data collection tools used 

and tools used for data analysis, limitations and outline of the report.   

Chapter 2: Organization Profile  

Overview about the industry, brief history and current status of the organization. 

Organization Structure, Departmental hierarchy where internship has been undertaken, 

total employee strengths, turnover, vision, mission, objectives, market share, products & 

services offered, key achievements and market performance, Industry Analysis, SWOT 

analysis of the organization. 

Chapter 3: Analysis of Operational Activities Performed  

Presentation and analysis of works and activities performed applying relevant charts, 

tables, graphs, diagrams etc.  

Chapter 4: Observations, Experiences and Lesson Learnt 

Specific observations and experiences, major issues and challenges identified, proposed 

solutions to mitigate the issues and lesson learnt for professional skill development (How 

did your expectations of the internship before you started compare with what you 

experienced? Did it help shape your career goals in any way?). 

Chapter 5: Summary, Conclusion and Suggestions 

Summary of the internship activities and observations including feedbacks on some 

positive aspect of the internship as well some areas that could be improved. 

References: References by using appropriate styles (APA)  

Annexure(s): Questionnaire, Secondary data, Photographs etc. 
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MGT  641: Strategic Management   

 

Program/ Semester: MBA/ Fourth Semester  

Course Title: Strategic Management 

Course Code: MGT  641 

Credit Hours: 3  

Contact Hours: 45 

Nature: Core 

 
Course Objectives 

This course aims to familiarize student with the basic concept of strategic management and enable 

them to formulate, implement, and evaluate strategies for business. The course also aims to develop 

comprehensive and integrated view of business. The ultimate objective is to develop skill or pratical 

and integrated application of different fields of management in order to make strategic decisions. 

Course Description 

Starting from the establishment of the company's direction by preparing mission statement and vision 

this course will proceed to the identification of opportunities and threats emerging from the external 

environment and assessment of strength and weaknesses arising from the internal environmental 

forces. Development of tools needed to match opportunities and threat with strength and weaknesses 

will be the next step. Concept of removing possible hurdles in the implementation of his strategies 

will be followed by the discussion on the implementation of strategy. Finally issues related to 

strategic evaluation and control will be discussed. 

Learning Outcomes 

Upon successful completion of the course, students will be able to: 

• Apply strategies and analyze the role of strategists in the business policy of an organization 

• Formulate strategic policy plans to take decisions in business-related problems 

• Analyze the internal and external environment of business for the purpose of effective strategic 

planning. 

• Evaluate various strategies to develop effective strategies for an organization. 

• Devise and implement strategic approaches to manage a business successfully in a global context 

Course Contents 

In line with the contemporary focus of the course, the following issues or topics have been selected. 

Each issue or topic will be explored in relation to existing literature, its relevance and practices in the 

Nepalese context. 

Unit 1: Introduction to Strategic Management  LH 6 

Concept and Nature of Strategic Management; Evolution of strategic management; 

Importance of Strategic Management; Characteristics and importance of strategic decisions; 

Levels of strategy: corporate, business and functional level; Strategic Management Process;  

Current trends in strategic management, Ethical and social considerations of strategic 

management.  

Unit 2: Company Direction  LH 3 

Strategic vision: concept, characteristics and importance of strategic vision;               

Mmission: concept, characteristics and importance of mission; Objective: concept, 

components and levels of objective. 

Unit 3: External Environmental Analysis LH 6 

Concept and nature of Business Environment; Components of the Business Environment; 

Environmental Analysis: Process and Techniques of Environemnt Analysis: Scenario 

Planning: Features and Process of Scenario Planning; PESTEL Analysis; Environmental 

Threat and Opportunity Profile (ETOP), Industry and Competitive Analysis; Strategic group 
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mapping.   

Unit 4: Internal Environmental Analysis LH 6 

Concept of corporate appraisal;  Corporate resource analysis for strengths and weaknesses; 

The resource-based view of an organization: VRIO framework; Types of resources: available 

resources, threshold resources and unique resource, core competencies, distinctive 

competencies, strategic advantage and competitive advantage; Techniques of internal 

analysis: Value chain analysis; Benchmarking; Strategic Advantage Profile (SAP). 

Unit 5: Strategic Options and Choice Techniques  LH 10 

Concept of Strategic Options: SWOT analysis concept and Components, Strategic Options 

through SWOT Analysis, Importance of SWOT Analysis; Corporate strategies: Strategic 

Alternative at the corporate level (stability, growth, and retrenchment strategy); Business level 

strategy (Porter’s competitive strategy, strategy clock oriented market-based strategies); 

Corporate Level Analytical Tool; Boston Consultancy Group (BCG Matrix): The General 

Electrics (GE) –Mc Kinsey Matrix: Choice of Functional Strategy and Policies.  

Unit 6: Strategy Implementation  LH 10 

Concept of strategy implementation; Operationalization of strategy (objectives, functional 

planning, development of programs, budgets and procedure) for strategy implementation; 

Managiing conflict; Matching strategy with structure; Restructuring and Reengineering; 

Linking performance and pay to strategies; Managing resistance to change; Creating a 

Strategy Support Culture; Strategy Evluation and Control; Mc Kinsey’s 7 S Framework. 

Unit 7: Strategy Evaluation and Control LH 4 

Strategy evaluation and control: concept of evaluation and control, Process of Evaluation and 

Control, Types of strategy control; Characteristics of an effective evaluation and control; 

Difference between Strategy Evaluation and Control; Guidelines for proper evaluation and 

control.  

Prescribed textbooks:  

Arthur, A. Thompson, and A. J. Strickland, III (2004). Strategic management. New Delhi: Tata 

.McGraw-Hill Publishing Company Ltd.  

Jaunch, L., Gupta, R. &Gueck, W.( ). Business policy and strategic management. New Delhi: Frank 

Bros. and Company Limited. 

Kazmi, A. (2010). Strategic Management and Business Policy. New Delhi: Tata McGraw Education 

Pvt. Ltd.  

Suggested references:  

Aswathappa, K. (2017). Business environment for strategic management. Himalaya Publishing 

House. 

David, Fred R. (2011). Strategic management: concepts and cases, 13th ed. (13th). New 

Jersey: Pearson Education Inc. 

Johnson, G. & Scholas, K.( ). Exploring corporate strategy. New Delhi: Prentice Hall of India. 

Pearce, J. A. II and Robinson, R. B. Jr. (1996). Strategic management: Strategy formulation and 

implementation. New Delhi: AITBS Publishers and Distributors.  

Wheelen, Thomas L. (2017). Concepts in Strategic Management and business policy: 

Globalization.Pearson Education Limited 
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FIN 644: Investment Analysis and Portfolio Management 

 

Program/ Semester: MBA/ Fourth Semester  

Course Title: Investment Analysis and Portfolio Management 

Course Code: FIN 644 

Credit Hours: 3  

Contact Hours: 45 

Nature: Concentration (Banking and Finance) 

 

Course Description 

This course creates a sound background for investing in securities. It does so by providing basic 

knowledge of the investment environment, investment alternatives, and the markets for securities. It 

lays the foundation for investing by dealing with the portfolio theory and assets pricing models. The 

course also covers the valuation of securities and analysis of the economy, industry and company. 

Each unit of the course will deal with relevant examples drawn from domestic as well as international 

markets. These inputs provide students with an understanding of the concept and principles of 

investment and portfolio management together with the analytical ability required for investment 

decision making.  

Course Objectives  

The objective of this course is to provide the students with knowledge of principles and theories of 

investment and develop analytical skills for appraisal of securities for investment. It enables students 

to analyze markets and securities for optimal allocation of investible funds.  

Learning Outcomes  

On completion of the course, students are expected to be able to: 

• scan the investment environment  

• understand how securities are traded and securities markets operate 

• form optimal portfolios of risky and risk-free assets 

• understand assets pricing models and apply them to predict assets prices 

• analyse bonds and stocks for investing 

• analyse the economy and the industry for investment 

• analyse the financial statements of the company 

Course Details  

Unit 1: The Investment Environment LH 4 

Types of investment; investment process; financial markets and the economy; recent trends in 

investment; ethical issues in investing; and investment environment in Nepal.  

Unit 2: Financial Market and Trading of Securities LH 7 

Market and Instruments: the money market and capital market; equities securities; Stock and 

bond market indexes; Issue and trading of securities; Markets for trading securities—trading 

on exchanges, trading on the OTC market; Trading costs; Buying on margin; Short sales; 

Regulation of securities markets; Recent developments of securities transactions in Nepal: 

online and automation, cost of trading, taxes on capital gains and dividends. 

Unit 3: Portfolio Management  LH 7 

Recap of portfolio return and risk; Risk and risk aversion; Capital allocation across risky and 

risk-free portfolios; Portfolios of one risky and a risk-free asset; Capital market line; Portfolio 

of two risky assets; Optimal risky portfolios; Diversification and portfolio risk; Markowitz 

portfolio selection model.  
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Unit 4: Assets Pricing Models and Market Efficiency LH 7 

The Capital Assets Pricing Model (CAPM): concept and assumptions of CAPM; Risk 

premium of the market portfolio; Expected return on individual securities; Securities market 

line; CAPM and the investment industry; Arbitrage Pricing Theory (APT): single factor and 

multifactor models; Arbitrage and the CAPM; Market Efficiency: random walk and the 

efficient market hypothesis; implications of the efficient market hypothesis for 

investment policy and event studies. 

Unit 5: Macroeconomic, Industry and Company Analysis LH 6 

The global economy, the domestic macro-economy, demand and supply shocks, government 

policy, business cycles and industry analysis; Company analysis: major financial statements, 

measuring firm performance, profitability measures, ratio analysis, economic value added, 

comparability problems; Value investing: the Grahm technique. 

Unit 6: Bond Pricing and Equity Valuation  LH 10 

Interest rate as a determinant of the price of financial securities; Term structure of interest 

rates; Measuring the forward rates; Bond pricing; Bond yields; Default risk and bond pricing; 

Interest rate risk and convexity; Duration: the concept of duration, measuring duration; Bond 

duration and price volatility; Concept of immunization; Bond management strategies; 

Common stock valuation: valuation by comparable, intrinsic value versus market price, 

dividend-discount models, price-earnings ratio, free cash flow valuation approaches, the 

aggregate stock market.  

Unit 7: Mutual Fund and Performance Evaluation LH 5 

Types of investment companies; Organization and functioning of mutual funds; net assets 

value, holding period return, load fees and service charges and other considerations while 

investing in mutual funds; measuring the performance of mutual funds; Mutual funds in 

Nepal. 

 

Prescribed text books:  

Bodie, Z., Kane, A., Alan, M. J. & Mohanty, P. Investments (12th ed). New Delhi: Tata McGraw Hill.  

Gitman, L. J., Joehnk, M. D., & Smart, S. B. Fundamentals of investing. New Delhi: Pearson Education. 

Suggested reference: 

Alexander, G. J., Sharpe, W. F. & Jeffery V. B. Fundamentals of investments. Delhi: Pearson Education. 

Reilly, F. K. & Keith, C.B. Investment analysis and portfolio management (10th ed). New Delhi: 

Cengage Learning (India) Private Limited.  

◙ 
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FIN 645: Commercial Bank Management 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Commercial Bank Management 

Course Code: FIN 645  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration Area: Banking and Finance 
 

Course Description 

This course constitutes of introduction on banking, the bank regulatory environment, evaluating bank 

performance, liquidity management, bank capital management, liabilities management, bank lending: 

policies and procedures, assets and liabilities management and special topics in banking.  

Course Objectives  

The main objective of this course is to introduce concepts, theories and practices in commercial 

banking. It focuses on types, functions, organization, regulations and management of commercial 

banks. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• describe the functions and services of banking institutions. 

• discuss general regulation of the banking system.  

• understand and analyze the financial statements of commercial banks and calculate different 

types of ratios to evaluate the performance of banks. 

• define the basic liquidity problems in commercial banks, estimate banks' liquidity and identify 

the resources available to meet bank liquidity needs. 

• discuss the different capital adequacy of banking institutions from the perspective of both 

regulators and shareholders. 

• describe different types of bank loans, the lending procedures and identify the sources of 

information for loans. 

• describe the concept and techniques of assets-liabilities-management of commercial banks. 

Course Contents 

Unit 1: Introduction to Banking and Bank Regulation LH 5 

Meaning and types of banks; function of banks; services offered by a bank; Delivering 

banking products and services through digital channels; assets and liabilities of commercial 

banks; bank regulatory environment: reasons behind banks regulation, the evolution of Basel 

regulations (Basel I, II and III) and regulation of banking institutions in Nepal. 

Unit 2: Lending Operations of Commercial Banks LH 7 

Types of loans made by banks; steps in the lending process; credit analysis; sources of 

information; loan review; loan provisioning; rescheduling of loans; analyzing business loans: 

credit risk assessment and financial statement analysis; pricing of business loans; loan 

agreement and  NRB regulation on business lending. 

Unit 3: Liabilities Management LH 7 

Structure of bank liabilities, deposit and non-deposit liabilities, types of deposits offered by 

commercial banks, deposit pricing techniques, NRB regulations on interest rates and 

depository services pricing; types and benefits of non-deposit sources; inter-bank borrowing 

and borrowing from the central bank. 

Unit 4: Managing Bank Capital  LH 5 

Concept and functions of bank capital; Capital and risk; Types of capital; Measurements of 

capital according to BASEL III; Capital adequacy; Capital requirement for Nepalese 

commercial banks as per NRB regulations. 
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Unit 5: Managing Liquidity and Reserves LH 5 

Need of liquidity management; demand for liquidity; supply of liquidity; estimating liquidity 

needs: Sources and uses of funds approach, The structure of fund approach; Liquidity 

indicator approach; Legal reserves: concept, sources of reserves, reserve requirements and 

calculation of reserve. 

Unit 6: Evaluating Bank Performance LH 8  

Financial statements as a foundation of performance evaluation: balance sheet, income 

statement, cash flow statement, statement of retained earnings and off-balance sheet items; A 

framework for evaluating bank performance: internal and external performance; analyzing 

bank performance with financial ratios:  profit ratios and risk ratios. 

Unit 7: Assets/Liabilities Management LH 8 

Concept of asset/liability management; Asset-liability management strategy; Security pricing 

principles; Maturity period and securities prices; Two sides of interest rate risk; Using 

duration to hedge against interest rate risk; The bank immunization case; Funding gap; 

Relative gap ratio and interest rate sensitive ratio, Funding gap and equity immunization. 

 

Prescribed textbooks: 

Gup, Benton E, & Kolari, James W. Commercial Banking: The Management of Risk, Third Edition, 

Wiley & Sons (Asia) Pte. Ltd., Singapore 

Rose, Peter S. Commercial Bank Management, McGraw- Hill Irwin. 

 

Suggested References: 

BAFIA, ALPA, NRB Directives on Payment Systems, Basel-related BCBS publications etc. 

Narasaiah, M. Lakshmi. Commercial Banks and agricultural finance. New Delhi: Sonali Publications, 

2009. 
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MKT 645: Social Marketing 

 

Program/Semester: MBA/Fourth Semester  

Course Title: Social Marketing 

Course Code: MKT 645 

Credit Hours: 3  

Lecture Hours: 45  

Nature: Concentration 

 

Course Description 

This course is designed to provide fundamental knowledge of social marketing concepts and the 

utility of social marketing in resolving social issues. This course examines several social marketing 

topics that professional marketers should be familiar with. Social marketing, social issues, changed 

behaviour, theories and models used, marketing mix for social marketing, social campaign and recent 

trends and application of social marketing. 

Course Objective  

This course aims to build students' skills in analyzing, evaluating, releasing, and creating social 

marketing campaigns. It helps to understand social marketing, theories and models in social 

marketing, Strategic Planning formulation in Social Marketing, social marketing mix, and emerging 

trends in social marketing. 

Learning Outcomes  

After completing this course, students should be able to:  

• Explain the foundational concepts and theories of social marketing. 

• Analyze social issues and identify opportunities for using marketing principles to create positive 

behavior change. 

• Segment the market and develop, implement/manage, and evaluate social marketing programs.   

• Develop effective social marketing strategies and campaigns. 

• Develop persuasive communication strategies to encourage behavior change. 

• Describe the social marketing mix and its use to change target customers' behaviour.  

• Apply the business research methods in analyzing the contemporary issues of social marketing.  
 

Course Contents 

Unit 1: Introduction to Social Marketing LH 7 

Definition, Origin of social marketing, Characteristics of social marketing, principles of 

social marketing; Approaches of Social Marketing; Social Marketing Benchmark Criteria 

(SMBC); Application of Social Marketing; Social Marketing Streams (Upstream, 

Downstream, Midstream); Social Marketing and Related Activities(Not-for-profit Marketing, 

Cause-related Marketing, Pro-social Marketing, Societal Marketing, Corporate 

Philanthropy); Social Marketing Vs. Commercial Marketing; Social changing: meaning, 

characteristics, components and the essence of social changing; Social change tools; 

Emerging Social Issues.   

Unit 2: Theories and Models in Social Marketing LH 10 

Introduction: Five Forces Models in Behavioural Change; Health Belief Model; Protection 

Motivation Theory; Theory of Trying; Theory of Interpersonal Behavior; Diffusion Theory; 

Social Cognitive Theory; Transtheoretical Model of Behavior Change; Technology 

Acceptance Model for Behavior Change.        

Unit 3: Strategic Planning in Social Marketing LH 8 

Social Market Segmentation; Meaning, Criteria, Variables(Traditional Variables,  Variables 

Used to Segment to Social  Markets), Evaluate Segments and  Select a Priority Segment; 

Social Marketing Planning:  Concept, Process and Factors Considered in Formulation of  

Strategy Planning; Formation of Social  Campaign Planning   
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Unit 4: Social Marketing Mix LH 10 

Social Marketing Mix: Meaning, Elements of Social Marketing Mix(8ps); (Product in Social 

Marketing, Components of The Social Product, Designing Social Offer;   Importance of 

Social Price, Dimensions of Social Price; Place in Social Marketing, Distribution of Social 

Products, The Structure of Disseminated Channel of a Product;  Disseminators of Social 

Ideas, Role of Social Advertising, Public Relations, Social Media ) Campaigns of Social 

Marketing.   Role of Social Marketing Campaign  

Unit 5: Researches in Social Marketing  LH 4    

Need and importance of research in social marketing, stages of research, quantities and 

qualitative research in social marketing, use of mixed methods in social marketing research. 

Unit 6: Emerging Trends in Social Marketing  LH 6 

Emerging Trends: Brief Overview of Digitalization and Technology-driven Social Marketing; 

Sustainable Social Marketing; Community-Based Social Marketing; Social Marketing in 

Nepal: Social Marketing Practices in Education; Sanitation; Healthcare(Organ Donation, 

Blood Donation, Family Planning); Dowry Eradication; Natural Disasters and Environment 

Protection in Nepal, Global Opportunities and Challenges of Social Marketing. 

 

Basic books: 

 Kotler, P., Roberto, N., & Lee, N. (2008). Social Marketing – Influencing Behaviors for Good.  

 Lee, R. N., & Kotler, P. (2019). Social Marketing: Behavior Change for Social Change. 

 

Reference books:  

Alan, R. (2012). Social marketing in the 21st Century. Sage Publication, 2012. 

Alves, H., Galan-Ladero, M. M., & Rivera, R. G. (2021). Theoretical Background: Social Marketing 

and Quality of Life. https://doi.org/10.1007/978-3-030-83286-5-1. 

Basil, D. Z., Diaz-Meneses, G., & Basil, M. D. (2019). Correction to: Social Marketing in Action. 

https://doi.org/10.1007/978-3-030-13020-6_30. 

Bhattacharyya, J., Kumar Dash, M., Hewege, C. R., Balaji, M. S., & Marc, L. W. (2022). Social and 

Sustainability Marketing. Social and Sustainability Marketing. 

Rundle-Thiele, Timo Dietrich Sharyn Kubacki, K. (2017). Segmentation in Social Marketing: 

Process, Methods and Application. https://doi.org/10.1007/978-981-10-1835-0. 

https://doi.org/10.1007/978-3-030-13020-6_30
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MKT 644: Service Marketing 

 
 

Program/Semester: MBA/Fourth Semester  

Course Title: Service Marketing 

Course Code: MKT 644 

Credit Hours: 3  

Lecture Hours: 45  

Nature: Concentration (Marketing)  

 

Course Description  

This course is designed to improve the student's basic knowledge in the service marketing field. In 

this course, students will learn about fundamental theories and concepts of service marketing, which 

will enhance their understanding of service marketing. 

Course Objective  

This course aims to build students' skills in analyzing, evaluating, releasing, and creating service 

product marketing in a competitive business environment. It helps to understand service products, 

customer expectations and perceptions, service quality, service delivery failure, service recovery, 

customer relationship, service marketing mix, and emerging trends in service marketing. 

Learning Outcomes  

After completing this course, students should be able to:  

• understanding the concept, models of service marketing, and service blueprint. 

• access the expectations, perceptions, and satisfaction of customers in service marketing. 

• understanding the service quality, service encounter, service failure, and service recovery in the 

competitive market. 

• analysing the buying behaviour and maintaining the customer relationship in service marketing.  

• able to identify the proper elements of the service marketing mix. 

• achievement of knowledge about the current issues and challenges in service marketing. 
 

Course details  

Unit 1: Introduction  LH 8 

Service: meaning and nature of service products, product vs service; Services marketing: 

concept, nature, importance, and development of services marketing; Models in services 

marketing: molecular model, servuction model, industrial management model, market-

focused management model; Service marketing triangle: external, internal and interactive 

marketing; Service Blueprinting: meaning, benefits and components (customer action, 

'onstage' contact employee actions, 'backstage' contact actions, invisible support actions), 

types (one-sided, and two-sided blueprint), steps in designing a service blueprint.   

Unit-2: Customers' Expectations, Perceptions and Satisfaction  LH 4 

Customer expectation: concept, levels, factors influencing customer expectations of service, 

zone of tolerance; Customer perception: concept, areas, and factors influencing customer 

perceptions; Customer satisfaction: meaning and definition of customer satisfaction, 

determinants and outcome of customer satisfaction. 

Unit 3: Service Quality and Encounter Management  LH 10 

Service quality: meaning, service quality models (gap model, service triangle management 

model, service triangle marketing model, SERVQUAL model), service quality issues 

(product-based, user-based, manufacturing-based, value-based); Service encounter: concept, 

characteristics, importance, and types (remote encounters, phone encounters, and face-to-face 

encounters); Service failure: meaning, and types of service failures. Service recovery: 

concept of service recovery, service recovery strategies (track and anticipate, solve problems 

in quick time, adequate training to front line employees). 
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Unit 4:  Buyer Behaviour and Relationship Marketing  LH 4 

Understanding buyer behaviour and relationship marketing, benefits of relationship 

marketing, customer relationship development strategies; concept and benefits of customer 

retention; three-stage model of service consumptions: pre-purchase stage, service encounter 

stage, post-encounter stage; customer value building approaches: building block of 

satisfaction, building block for customer service, building block process. 

Unit 5: Service Marketing Mix  LH 15 

Concept and components of the service marketing mix (7Ps); Service product: meaning of 

new service product, new service product development process, service product life 

cycle(incubation, introduction, growth, maturity, decline and postmortem), life-cycle 

strategies for service products in different stages; Service pricing: concept of service pricing, 

objectives of service Pricing (profit, sales, status-quo and society oriented objectives ), pricing 

approaches(cost-based, competitor-based, and demand-based pricing),  service pricing 

strategies (price skimming, satisfaction-based, relationship, and efficiency-based pricing); 

Service promotion: meaning of service promotion, elements of promotion mix (advertising, 

public relations, sales promotion, personal selling, word of mouth, and direct marketing), 

strategies for selecting the promotion mix, social ethics in service promotion; Service 

distribution: Concept and nature of distribution for service products, distribution strategies 

(intensive, selective and exclusive), role of internet in the global distribution system, role of 

employees in service delivery. 

Unit 6: Emerging Trends in Service Marketing  LH 4 

Emerging trends: an overview of digitalization and technology-driven services, social media 

and online service management, sustainable service marketing; Emerging service sectors in 

Nepal: an overview of healthcare, transportation, construction, banking, insurance, tourism, 

and information-technology service marketing practices in Nepal, opportunities and 

challenges of service marketing in Nepal. 

 

Prescribed textbooks:  

Lovelock, C., Wrtz, J. & Chatterjee, J. (2011). Service Marketing: People, technology, strategy. 

Pearson  

Apte, G. (2011). Service marketing. Oxford University Press. 

 

Suggested references:  

Zeithamal, V. A., Bitner, M. J., Gremler, D. D.&Pandit, A. (2008). Services Marketing: Integrating 

customer focus across the firm. New Delhi: Tata McGraw Hill.  

Bhattacharjee, C. (2009). Services Marketing. New Delhi: Excel Books. 
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MKT 644: Strategic Brand Management 

 
 

Program/Semester: MBA/Fourth Semester  

Course Title: Strategic Brand Management 

Course Code: MKT 644 

Credit Hours: 3  

Lecture Hours: 45  

Nature: Concentration (Marketing)  

 

Course Description  

This course presents a cohesive framework for brand management that delineates the unique role of 

brands as a means of creating market value. Topics covered include brand building and positioning, 

brand image and brand equity ,brand leveraging ,brand valuation and building online brands. 

Course Objective  

Strategic brand management is the process of building, measuring, and managing brand equity. This 

course aims to provide students with the conceptual understanding of what strategic brand 

management is and why it is so important in the contemporary business world.  Upon completion of 

this course, students are expected to have adequate knowledge and technical skills to perform 

successfully as a brand manager. 

Learning Outcomes  

After completing this course, students should be able to:  

• Identify the key decisions that a brand manager needs to make and key brand management 

processes.  

• Define customer-based brand equity and outline the sources and outcomes of customer-based 

brand equity. 

• Define the key components of brand architecture and outline the guidelines for developing a 

good brand portfolio.  

• Describe the key strategies of Leveraging brands and Brand extensions. 

• Apply brand valuation methods in the buying and selling of brands. 

• Use online and social media to build brands. 

 

Course details  

Unit 1: Introduction to Brand and Brand Management LH 8 

Brand: Meaning and evolution of brands, types of brand names and brand name associations,  

functions of brand to consumer, role of brand,  advantages of brand, product vs brand; 

Branding: meaning, creation of brands through goods, services, people, organisation, 

retailstores, places, online, entertainment and ideas; Concept of brand management; Strategic 

brand management: Concept and  process of strategic brand management; Brand attribute 

management and architecture. 

Unit 2: Brand Building and Positioning LH 7    

Building a strong brand; Method and implications; Brand positioning: Basic concepts; 

Alternatives; Risks; Brands and consumers; Strategies for positioning the brand for 

competitive advantage; Points of parity; Points of difference; Buying decision perspectives on 

consumer behaviour. 

Unit 3: Brand Image and Brand Equity  LH 6  

Brand image; Meaning and dimensions; Brand associations and image; Brand identity: 

perspectives, levels, and prisms; Managing brand image: stages, functional, symbolic and 

experiential brands; Brand equity: concept, sources of equity and brand equity models; Brand 

audits; Brand loyalty. 
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Unit 4: Brand Leveraging  LH 6  

Leveraging brands; Brand extensions, extendibility, merits and demerits; Line extensions and 

line trap; Co-branding and licensing brands; Reinforcing and revitalization of brands: Need 

and methods; Brand architecture: product, line, range, umbrella and source endorsed brands. 

 

Unit 5: Brand Marketing Programs LH 7  

Product strategy; Perceived quality and relationship marketing; Customer-brand relationships; 

Brand pricing strategy; Value-based pricing; Channel strategy and brand; Role of advertising 

in brand-building; Integrated Communication Mix for brand building. 

Unit 6: Brand Management Strategies LH 7 

Brand value chain; Designing branding strategies; Brand-product relationship; Brand portfolio 

management; Brand extension strategy; Brand management over time: Brand reinforcement 

strategies, Brand revitalization strategies, Brand retirement and rejuvenation strategies. 

Unit 7: Building Online Brands LH 4 

Integrated marketing communication; New media environment; Building and managing 

online brands; Marketing communication options; Using social media to build brands; E-

commerce and brands. 

 

Prescribed textbooks:  

Keller, K.L. and Swaminathan, V. (2023). Strategic Brand Management: Building, Measuring, and 

Managing Brand Equity. Global Edition, Pearson.  

Varma, Harsh. (2008). Brand management. Excell Books, New Delhi.  

Suggested references:  

Keller, K.L. (2008), Best Practice Cases in Branding: Lessons from the World’s Strongest Brands. 

Prentice Hall Higher Education.  

Sengupta, S. (2005). Brand Positioning: Strategies for Competitive Advantage. Tata McGraw-Hill 

Publishing Company 
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ACC 644: Accounting Information System 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Accounting Information System 

Course Code: ACC 644   

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration (Accounting)  

 

Course Objectives 

The objectives of this course are to provide students with extensive knowledge of Accounting 

Information System (AIS) and make them able to apply the understanding through the use of an 

accounting system in the business process. 

Course Description 

This course aims to provide exposure on the accounting information system focusing on identifying 

the information needs to the decision makers and developing appropriate business process control in 

the design of accounting information systems. It further emphasizes on applying REA Data Model in 

the control process. It covers the conceptual foundation of accounting information system, data 

analytics, control and audit of accounting information system, accounting information system 

applications and the system development process. 

Learning Outcomes 

By the end of the course students should be able to understand: 

• The basic activities performed in the major business cycles 

• What data are needed to plan, evaluate and control the business activities 

• How to design an AIS to provide the information to make right decisions 

• The fundamental concepts of database technology & data modelling effect on an AIS 

Course Contents 

Unit 1: Conceptual Foundation of Accounting Information System LH 7 

Introduction to accounting information systems; Information needs; Transaction processing: 

The data processing cycle; Enterprise resource planning systems; Systems documentation 

techniques: Data flow diagram, flow charts, business process diagram 

Unit 2: Data Analytics   LH 4 

Introduction; Database system; Relational databases; Data analytics in accounting; 

Transforming data; Data analysis and presentation 

Unit 3: Control and Audit of Accounting Information System (AIS)  LH 18 

Introduction; AIS threats and fraud; Preventing and detecting frauds and abuse; Computer 

fraud and abuse techniques: Computer attacks and abuse, social engineering, malware; 

Control and AIS: Control concepts and frameworks; internal environment; Objective setting 

and event identification, risk assessment and response; Control activities; Information, 

communication & monitoring; Controls for information security: Concepts, targeted attacks; 

Preventive controls; Detective control; Corrective controls; Confidentiality and privacy 

controls; Processing integrity and availability controls; Auditing computer-based information 

systems 

Unit 4: Accounting Information Systems Applications LH 5 

Introduction; The revenue cycle: Sales to cash collections; The expenditure cycle: Purchasing 

to cash disbursements; The production cycle; The human resources management and payroll 
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cycle; General ledger and reporting system 

Unit 5: The Resource, Events and Agents (REA) Data Model LH 6 

Introduction to REA model; Developing an REA diagram; Integrating REA diagrams across 

cycles; Rules for combining REA diagrams; Implementing an REA model in a relational 

database; Using REA diagrams to retrieve information from a database 

Unit 6: The System Development Process  LH 5 

Introduction; Systems analysis; AIS development strategies; Systems design, Implementation 

and operation 

 

Prescribed textbook: 

Romney, M. B. & Steinbart, P. J. (2015). Accounting Information Systems. 13th Ed. Delhi: Pearson. 

 

Suggested reference: 

Savage, A.A., Brannock, D. & Foksinska, A. (2022). Accounting Information Systems: Connecting 

Careers, Systems, and Analytics. Wiley. 

◙ 
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ACC 645: Advanced Management Accounting 

 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Advanced Management Accounting 

Course Code: ACC 645   

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration (Accounting) 

 

Course Description 

This course is designed to focus on the identification and application of advanced management 

accounting techniques for decision-making in a specific area. This course also enables the students to 

identify the deviation during performance measurement of cost centers, revenue and profit centers for 

taking remedial action of the management. 

Course Objectives 

The objective of this course is to provide the students with an in-depth knowledge of management 

accounting, to enable them to (i) apply management accounting techniques for analyzing the 

information, and presenting it to management for decision-making and control purposes, and (ii) 

formulate strategic plans for achieving efficiency and effectiveness in the operation of business. 

Learning Outcomes: 

By the end of the course students should be able to: 

• obtain detailed knowledge on the area of modern concepts of management accounting. 

• comprehend the purpose of forecasting, planning and budgeting. 

• identify steps in budget preparation and get acquainted with the different types of budgets. 

• comprehend capital investment decisions and calculate npv and irr and discounted payback 

period. 

• prioritize projects that are mutually exclusive, of unequal lives and subject to capital rationing. 

• apply the throughput and backflush accounting and environmental costing for better decision-

making. 

• forecast cash flow based on financial statements. 

• apply the tools of management accounting in managing and controlling accounts receivables and 

payables. 

Contents 

Unit 1: Introduction to Management Accounting  LH 5 

Meaning and importance of Management Accounting- tools of Management Accounting 

(descriptive, analytical, diagnostic, and predictive); skills required for management 

accountants- strategic role of management accountants- functions of management 

accountants. 

Unit 2: Developments in the Business Environment  LH 8 

The impact of changing environment on management accounting; total quality management 

(TQM); activity-based costing, activity-based management and activity-based budgeting; 

target costing, life cycle costing, value chain analysis, cost control and cost reduction, 

computer-aided manufacturing, just in time (JIT), manufacturing resources planning (MRP I 

& II), synchronous manufacturing, business process re-engineering, theory of constraints. 

Unit 3: Forecasting and Budgeting Techniques LH 12 

Budgeting: need of budgets, framework for budgeting, steps in budget preparation, 

interpretation of master budget for manufacturing and non-manufacturing concerns, 
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monitoring procedures, fix and flexible budgets, preparation of projected profit and loss 

account and balance sheet. 

Unit 4: Project Appraisal Methods  LH 6 

Capital investment decisions: the process of investment decision making, payback method, 

post audit, discounted cash flow (DCF) techniques of investment appraisal: discounted 

payback, the net present value method, the internal rate of return method, NPV and IRR 

comparison. 

Additional aspects of investment decision-making: mutually exclusive projects with unequal 

lives, asset replacement, project abandonment, capital rationing, sensitivity analysis, 

probability analysis and long-term decisions. 

Unit 5: Modern Costing Techniques  LH 4 

Concept of Throughput and Backflush Accounting; the theory of constraints (TOC), 

Throughput Accounting, Environmental costing: the importance of environmental costs, 

environmental footprints, types of cost, environmental cost accounting. 

Unit 6: Managing Short-Term Finance LH 6 

Cash flow forecasts: cash flows and profit, purpose of cash forecasts, cash budgets in receipts 

and payments format, cleared funds cash forecasts, cash forecasts based on financial 

statements. 

Cash management: need for cash management, budgeting for borrowings, overdrafts, loans, 

trade payables as a source of finance, export finance, cash surpluses, cash investments: 

concept of bank and building society accounts, marketable securities: prices and interest rates, 

other types of investment. 

Unit 7: Receivables & Payables Management LH 4  

Concept of credit control, total credit, the credit cycle, payments terms and settlement 

discounts, maintaining information on receivables, collecting debts, credit insurance, factoring 

and invoice discounting, managing payables. 

 

Prescribed textbooks: 

Atkinson, A. A., & Kaplan, R. S. (2005). Advanced Management Accounting (3rd ed.). Prentice 

Hall of India, New Delhi. 

Lal, J. (2003). Advanced  Management Accounting (1st ed.). New Delhi: Pearson Education Pvt. 

Ltd. 

Suggested references: 

Atkinson, A. A., Kaplan, R. S., Matsumura, E.M., Young, S.M & Kumar, G. A. (2012). 

Management Accounting (6th ed.). New Delhi: Pearson Education Pvt. Ltd. 

Garison R.H., Noreen, E.W. and Brewer, P.C. (2015). Managerial Accounting (15th ed.). New 

York: McGraw Hill Education. 

Hilton, R.W., Ramesh, G., & Madugula, J (2011). Managerial Accounting. New Delhi: Tata Mc 

Graw Hill Education Pvt. Ltd. 

◙ 
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HRM 644: Performance Management 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Performance and Reward Management 

Course Code: HRM 644  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration (Human Resource Management) 
 

Course Description 

This course includes an overview of performance management, performance management and 

strategic planning, measurement approach, measuring results and behaviors, performance information, 

implementing a performance management system and employee development for performance 

management. 

Course Objectives 

This course is designed to promote and understand issues related to performance, compensation and 

reward systems in the corporate sector and impart skills in designing, analyzing and restructuring 

compensation systems through the formulation of appropriate policies and strategies. The objective of 

the course is to make the students understand the critical dimensions of performance management 

systems and reward management. 

This course is designed to promote and understand issues related to performance management systems 

in the corporate sector and impart skills in designing appropriate policies and strategies for the 

effective implementation of performance management systems. 

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• explain the concept of the performance management system and prepare a business case for 

implementing a well-designed performance management system. 

• understand that performance management is an ongoing process that includes the interrelated 

components of prerequisites, performance planning, performance execution, performance 

assessment and performance review. 

• understand how a strategic plan determines various choices regarding performance management 

system design and explain why consideration of strategic issues is a building block for creating 

support for a performance management system. 

• describe the crucial steps that must be taken before the performance management system is 

launched, including implementing a communication plan, an appeals process, training programs 

for raters, and pilot testing. 

• describe the importance and benefits of including a developmental plan as part of the 

performance management system. 

Course Contents 

Unit I: Introduction to Performance Management  LH 8 

Definition of Performance Management; Characteristic of an ideal Performance Management 

system; Philosophy underlying performance management; Performance management Process; 

Performance planning; Performance execution; Performance assessment; Performance 

review: Performance Management System (PMS): concept, objectives and functions; 

Characteristics of effective PMS; Performance management and strategic planning; Process of 

linking performance management to the strategic plan, building support. 

Unit 2: Performance Management and Strategic Planning  LH 6 

Purposes of strategic planning; Process of linking performance management to the strategic 

plan: Strategic planning, developing strategic plans at the unit level, job descriptions and 

individual and team performance; Building support. 
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Unit 3: Defining Performance and Choosing a Measurement Approach  LH 6 

Defining performance; Determinants of performance: implications for addressing 

performance problems and factors influencing determinants of performance, performance 

dimensions; Approaches to measuring performance: behavior approach, results approach and 

trait approach 

Unit 4: Measuring Results and Behaviors  LH 6 
Measuring results: determining accountabilities, determining objectives and determining 

performance standards; Measuring behaviors: comparative systems and absolute systems 

Unit 5: Performance Information  LH 6 

Appraisal forms, characteristics of appraisal forms, determining overall rating, appraisal 

period and number of meetings, providers of performance information, a model of rater 

motivation and preventing rating distortion through rater training programs 

Unit 6: Implementing a Performance Management System  LH 8 

Preparation: communication, appeals process, training programs, and pilot testing; 

Communication plan; appeals process; Training programs for the acquisition of required 

skills: rater error training, frame of reference training, behavioral observation training and 

self-leadership training; Pilot testing; Ongoing monitoring and evaluation. 

Unit 7: Performance Management and Employee Development  LH 5 

Personal developmental plans; Direct supervisor’s role; 360-degree feedback systems: 

concept, advantages, risks of implementing 360-degree feedback systems. 

 

Prescribed textbooks: 

Aguinis, H.(2013). Performance Management, Pearson Publication 

Gomez-Mejia, L., Balkin, D. and Cardy, R. (2016). Managing Human Resources. Prentice Hall. 

 

Suggested References: 

Chadha, P. (2008). Performance Management. New Delhi: Macmillan India Ltd. 

Rao, N.S. (2017). Compensation System and Performance Management. New Delhi: Himalaya 

Publishing House. 

Rao, T.V. (2017). Performance Management: Toward Organizational Excellence. New Delhi: Sage 

Publishers. 

Robert, L. C. (2011). Performance Management Concepts Skills and Exercises, New York: 

M.E.Sharpe Publications. 
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HRM 645: Conflict Management and Negotiations 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Conflict Management and Negotiation 

Course Code: HRM 645  

Credit Hours: 3 

Lecture Hours: 45 

Nature: Concentration (Human Resource Management) 
 

 
Course Description 

Conflict management involves resolving situations where the interests of two or more parties differ. 

Negotiation is the art and science of securing an agreement between two or more independent parties. 

This course will involve developing a repertoire of skills and techniques for conflict management and 

negotiation to develop a systematic and positive approach to negotiating with multiple stakeholders.  

Course Objectives 

The purpose of this course is to understand and use the theory and processes of conflict management 

and negotiation as they are practiced in a variety of settings. The course is designed to be relevant to 

the broad spectrum of conflict and negotiation problems that are faced by managers and professionals.  

Learning Outcomes 

The successful completion of this course shall enable the student to: 

• Describe the concept and components of conflict and apply these concepts in managing conflict 

situations  

• Explain the approaches of conflict management  

• Gain a broad understanding of techniques to resolve team conflict and strategies to resolve 

organizational conflict. 

• Experience the negotiation process, and through reflection, learn to evaluate the costs and 

benefits of alternative actions and how to manage the negotiation process.  
 

Course Contents 

Unit I: Introduction LH 6 

Concept, components and types of conflict; Models of conflict:  Process and Structural 

Models; Functional and dysfunctional conflict; Levels and sources of conflict: intrapersonal, 

interpersonal, group and organizational. 

Unit 2: Conflict Management Design  LH 4 

Nature of conflict Management, contingency approach, conflict management process, the 

conflict domain, conflict trends, conflict distribution, conflict mapping and tracking. 

Unit 3: Managing Conflict LH 10  

Managing interpersonal conflict: Conflict resolution approach, behavioral style and conflict 

handling, the CosierSchank model of conflict resolution, collaboration and conflict resolution, 

one to one dispute resolution; Managing team and organization conflict: techniques to resolve 

team conflict, strategies to resolve organizational conflict, effective listening and dialogue 

skills, humor and conflict resolution, negotiation as a tool for conflict resolution. 

Unit 4: Conflict Resolution  LH 4 

Conflict resolution models; Classical ideas; New developments in conflict resolution: 

Environmental conflict resolution; Gender conflict resolution; Assessing the cost of 

workplace conflict. 

Unit 5: Negotiations and Negotiation Strategies LH 12 

Concept of negotiation; Major negotiation styles (avoidance, competitive, compromising and 

collaborative); Preparing negotiations: goal setting, identifying best alternative to a negotiated 

agreement and zone of possible agreement, assessing the barriers of successful collaboration, 
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designing a negotiation plan and creating negotiation team; Negotiation process, factors for 

successful negotiations, essential skills for negotiation, tricks used in the negotiation process, 

the psychological advantage of negotiations and techniques of negotiation; Concept of 

negotiation strategies, strategy and tactics for distributive bargaining, strategy and tactics for 

integrative negotiation, negotiation strategy and planning; Finding and using negotiation 

power, sources of power, Ethics in negotiation. 
 

Unit 6: Third-Party Participation and Other Legal Provision Relating to Negotiations LH 8 

Circumstances of engaging third party in managing negotiations; Approaches of engaging 

thirst party: formal intervention (arbitration, mediation and process consultation) and informal 

intervention; Legal provisions related to negotiation in Nepal: Labor law, Trade union act, 

Bonus act, Contract act and Mediation act. 
 

Prescribed textbooks: 

Corvette, B.R., (2006). Conflict management: A practical guide to developing negotiation strategies. 

Pearson.  

Rahim, M. Afzalur. (2001). Managing conflict in organizations. Quorum Books, 88 Post Road West, 

Westport. 

Suggested References: 

Roger Fisher, William Ury, and Bruce Patton (2011). Getting to Yes: Negotiating agreement without 

giving in, Penguin Books.  

Roy J. Lewicki, Bruce Barry and David M. Saunders (2015).  Negotiation: readings, exercises and 

cases, McGraw-Hill Irwin. 
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ENT 642: Business Plan for New Venture Development - Seminar 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Business Plan for New Venture Development - Seminar 

Course Code: ENT 642  

Credit Hour: 1 

Nature: Core 
 

Course Objectives 

This seminar intends to help students learn to develop the major components of a comprehensive and 

effective business plan for new venture development by using a step-by-step process. The seminar 

will also help students explore their business concepts and then build the framework for a successful 

venture. 

Course Description 

This seminar is designed to discuss and practically learn the skills of preparing effective business 

plans for new business development. The major business plan seminars will, therefore, be tied 

together in a concise and user-friendly format. The seminars will be designed to educate students on 

business foundations, marketing, operations and financial planning. Each segment builds on lessons 

learned in the previous seminars. Students will be encouraged to work on their plan as they progress 

through the seminar. Each seminar will allow the participant to capture their thoughts in a 

downloadable business plan outline that will form the basis or the final plan. 

The seminar will begin with a discussion of business concepts and models and learning of research 

techniques and follow the development of a strategic marketing plan. Presentation of the basic market 

planning components is followed by a discussion of the operational and logistical aspects of the 

business. Finally, students will be challenged to think hard about the financial requirements of getting 

the business running.   To help students improve as business plan developers, each student will 

receive feedback from fellow students and the instructor. 

Learning Outcomes 

After the completion of this seminar, students should be able to: 

• Grasp the significance of preparing concise and user-friendly business plans. 

• Practically develop the business model of proposed venture. 

• Design and draw the business model of proposed venture. 

• Carry out market research and develop marketing plan for new venture. 

• Develop operational and financial requirement strategies for proposed new venture. 

• Demonstrate the ability to prepare effective business plans for new venture development. 

• Effectively organize seminars and present papers on topics of their choice on seminars. 

Course Contents 

The seminar focuses on the following key components of a comprehensive and user-friendly business 

development based on the existing literature, their relevance and applications in practice:  

• Overview of entrepreneurial business plan and its key elements for new business development 

• Business concept 

• Business model 

• Marketing research, marketing plans and strategies for new business 

• Management and operations of new business 

• Financial requirement analysis and forecasting 

• Marketing, technical and financial feasibility analysis 

• Presentation of a comprehensive business plan 

Required Textbooks and Materials 

The textbook and other instructional materials will be determined by the instructor to ensure that 

current and relevant concepts, theories and practices are present. 
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ENT 642: Taxation and Tax Planning in Nepal - Workshop 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Taxation and Tax Planning - Workshop 

Course Code: ENT 642  

Credit Hour: 1 

Nature: Core  

 

Course Objectives 

The main objective of this course is to provide students with knowledge of the principles and practices 

of tax laws, different types of taxes, and the scope of tax planning in Nepal. 

Learning Outcomes 

After participation in the workshop, students should be able to: 

• Understand basic concepts and classification of taxes, 

• Understand income tax laws and practices in Nepal, 

• Describe tax players; natural person and entity, residential and non-residential, single and couple, 

• Calculate tax deduction at source (TDS), advance tax assessment, excess tax, and outstanding 

tax, 

• Use permanent account number (PAN and E-PAN, 

• Explain tax exemptions, concessions, deduction, tax rates, tax credit and set off loss, 

• Double tax avoidable agreement (DTAA), foreign tax credit, 

• Assess income tax for income from business, income from employment and income from other 

sources, 

• Describe the concepts of value added tax (VAT), custom duty and excise duty, 

• Scope of Tax Planning in Nepal. 

 

Course Contents 

Taxation and Tax Planning - Workshop will cover essential topics such as tax calculation procedures, 

available exemptions, and effective tax planning strategies. The workshop focuses on the following 

key components of taxation: 

• Income Tax Laws and Practices in Nepal 

• Taxpayers: Natural Persons and Entities 

• Tax Calculation and Procedures 

• Permanent Account Number (PAN) and E-PAN 

• Tax Exemptions, Concessions, and Deductions 

• Double Tax Avoidance Agreement (DTAA) and Foreign Tax Credit 

• Income Tax Assessment for Different Sources of Income 

• Indirect Taxes: VAT, Customs Duty, and Excise Duty 

• Tax Planning and Key tax-saving opportunities 

 

Required Textbooks and Materials 

The textbook and other instructional materials will be determined by the instructor to ensure that 

current and relevant concepts, theories and practices are present. 
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FIN  648: Seminar in Banking and Finance 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Seminar in Banking and Finance 

Course Code: FIN  648  

Credit Hours: 3 

Nature: Concentration (Marketing)  

 

Course Objectives 

The objective of this course is to expose the students to recent developments in banking and finance 

literature and to give the students practical experience by conducting a finance research project in the 

context of Nepal. 

Course Description 

This course provides the students with an opportunity to understand the research in banking and 

finance mainly in the field of banking, financial analysis, risk and return, working capital 

management, cost of capital, capital budgeting, financial structure, dividend policy and capital 

markets. 

Course Contents 

The course should deal with the presentation of scholarly articles published in nationally and 

internationally renowned journals on the following issues or topics where each issue or topic will be 

explored in relation to existing literature, its relevance in the Nepalese context, and the likely impact 

on current business practices in Nepal. 

• Commercial banking 

• Financial analysis 

• Cost of capital and capital investment decisions 

• Risk and return 

• Microfinance institutions: performance analysis 

• Loan delinquency and financial performance  

• Credit assessment  

• Electronic payment system  

• Capital structure and the financial performance  

• Corporate governance and the firm’s financial performance 

• Dividend policy and  sustainability of BFIs  

• Securitization and asset-backed lending practices 

• Working capital management 

• Credit and liquidity risk management  

• Retail banking services 

• Any other prescribed topics  

Required Textbooks and Materials 

The textbook and other instructional materials will be determined by the instructor to ensure that 

current and relevant concepts, theories and practices are present. 
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HRM 648: Seminar in Human Resource Management 

 

Program/Semester: MBA/Fourth Semester 

Course Title: Seminar in Human Resource Management 

Course Code: HRM 648  

Credit Hours: 3 

Nature: Concentration (HRM)  

 

Course Objectives 

This course is designed to discuss emerging HRM concepts and issues in the context of complex, 

dynamic, and changing business world. The aim of the course is to undertake a critical study of 

selected concepts, trends, practices and recent developments in HRM. The course will enable students 

to consider the complexity of these issues, explore the available literature and apply concepts to the 

Nepalese business context. 

Course Description 

This course will equip students with a framework for understanding and analyzing the nature of HRM 

functions. Major topics will include the paradigm shifts in HRM concepts and practices like changing 

role of HRM managers, diversity, structure and benchmarking issues, organizational change, 

employee commitment and empowerment, work-life balance, performance management, labour 

relations, staff development, knowledge management, and organizational learning. 

Learning Outcomes 

Students who successfully complete this paper with be able to: 

• Describe how the field of HRM of business is changing including the roles of managers in 

business and industry; 

• Explain and critically discuss theoretical paradigms in human resource management; 

• Explain the latest developments and contributions of HRM theories, research and practices;  

• Demonstrate the value of emerging HRM concepts and their implications for contemporary 

business practices in Nepal; 

• Apply knowledge of management ideas to analyze organizational and HRM issues in Nepal. 

Course Contents 

The class discussions may use the topics below as a general guide when selecting the issues of most 

interest. These are generalities only - not hard requirements. Each issue or topic will be explored in 

relation to existing literature, its relevance and practices in the Nepalese context. 

This comprehensive seminar course delivers a contemporary view of HRM and will educate students 

and give them an opportunity to practice their skills in a variety of conceptual and practical issues, 

including but not limited to: 

• Changing perspectives in HRM 

• Employee empowerment 

• Diversity management 

• Work-life balance 

• Benchmarking and outsourcing 

• Employee motivation and performance management 

• Innovation and organizational change 

• Knowledge management 

• Reward and compensation management 

• Employee development and career progression 

• Organizational learning 

• Relationship management 

• Smart work and best practice 

• HRM practices and labour relations in Nepal 

• Any other prescribed topics  
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Methods of Teaching and Learning 

This is an interactive, not a lecture course. The course is delivered through a few 'traditional' lectures 

and mostly through interactive group discussions and feedback sessions on submitted student work. 

A substantial amount of time is devoted to student presentations on assigned research articles. The 

major learning activity is an individual theme papers conducted on any management topic approved 

by the instructor. 

Reading Materials 

Reading, review and instructional materials will be determined by the instructor to insure that current 

and relevant concepts, theories and practices are present. Journal articles assigned for reading and 

review will be discussed in the class. Students should therefore be sure to have a copy of these 

articles. They can get the copies of these articles from the office. 
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MKT  648: Seminar in Marketing 
 

Program/Semester: MBA/Fourth Semester 
Course Title: Seminar in Marketing 

Course Code: MKT  648  

Credit Hours: 3 

Nature: Concentration (Marketing)  
 

Course Objectives 

The main objective of this seminar course is to acclimatize students with recent developments in the 

area of marketing that include but not limited to theoretical advances, the development of new tools 

and analytical approaches, research methodologies, research in various contextual perspectives and 

research interests and trends of marketing experts. This will enable students to be better acquainted 

with the science and art of marketing to enable them to better analyze and design strategies to gain 

success in the competitive market. 

Course Description 

The course introduces the recent developments in marketing in the areas of market and marketing, 

consumer and institutional buying behavior, products and services marketing, segmenting and 

positioning, marketing mix and management, marketing communications, channel management and 

retailing, relational and relationship marketing, Business to Business (B2B) marketing and Not-for-

profit marketing. Additionally, it includes contemporary development in marketing practices like 

issues of sustainability and ethics and modernism and post-modernism in the area of marketing. The 

course should intensively use reviewing of articles of research published in international journals. 

Learning Outcomes 

At the end of the course, students will be able to: 

• Understand the concepts, theory, analytical tools and practices in totality and in a holistic manner 

including recent developments and focus 

• Understand the responsiveness to marketing and develop and evaluate marketing strategies 

• Choose and develop appropriate marketing mix and management strategies to generate desired 

effect in the market relating to market and product characteristics 

• Understand the ongoing theoretical debate and research interests in the area of marketing 

• Measure the effectiveness of marketing efforts and strategies and monitor them. 

Course Contents 

• Market and marketing 

• Consumer and institutional buying behavior 

• Products and services marketing 

• Segmenting and positioning 

• Marketing mix and management 

• Branding and brand management 

• Marketing communications 

• Channel management and retailing 

• Relational and relationship marketing 

• Business to Business (B2B) marketing 

• Not-for-profit marketing 

• Modernism and post-modernism in marketing 

• Sustainability and ethical issues in marketing 

• Contemporary marketing practices 

• Any other prescribed topics  

Required Textbooks and Materials 

The textbook and other instructional materials will be decided by the course instructor to ensure that 

current and relevant concepts, theories and practices are present. 
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RES 649: Thesis 

 

Program/Semester: MBS/Fourth Semester 

Course Title: Thesis 

Course Code: RES 649  

Credit Hours: 3 
 

Purpose of Offering Thesis  

The purpose of offering Thesis is to enable students to demonstrate proficiency in academic research 

and academic communication, both ín written and oral, strengthening the skills of information 

retrieval, information interpretation, critical analysis, problem-solving and argumentation. The thesis 

provides opportunities for developing an ability to conduct a research investigation, for integrating 

and inter-relating concepts, techniques and skills acquired in the courses of the program, for 

examining earlier research and theories and for demonstrating professional competence in academic 

writing and presentation. 

Submission of Thesis Proposal  

Writing the proposal for the thesis is a preliminary part of the degree requirement. The proposal 

should explicitly state the problem being addressed or the gap in knowledge to be filled, describe the 

objectives and research techniques to be employed, and include a review of the principal relevant 

published literature. A thesis proposal should include the following contents:  

• Research background/context of the study 

• Statement of the research problem  

• Research objectives  

• Research questions or hypotheses 

• Scope and significance of the proposed research  

• Brief review of the related literature   

• Methodological design and theoretical/conceptual framework 

• References  

A student can submit his/her Thesis proposal during the Fourth Semester or after the completion of 

the Fourth Semester. The Research Committee shall conduct proposal viva and appoint Theis 

supervisor for the student whose proposal is accepted by the committee. 

Submission of Manuscript  

A student can submit his/her Thesis manuscript in the prescribed structure after doing at least 8 weeks 

ofThesis related research work starting from the date of proposal acceptance. 

Prescribed Structure of Thesis 

The general structure of a thesis includes the context and background, review of literature, research 

methodology, result and discussion, conclusions and recommendations together with preliminary 

pages and end pages. The Faculty of Management has prescribed the following format (Research 

Committee/Thesis Supervisor is independent in making minor modifications): 

Chapter  Headings Contents/coverage  

 Preliminary pages • Title page of the Thesis 

• Declaration of authenticity 

• Recommendation of the Supervisor(s) 

• Acknowledgments 

• Abstract  

• Table of Contents  

• List of tables, figures and common abbreviations used 

One Introduction • Background of the study 

• Problem statement 

• Objectives of the study 

• Scope and relevance of the study 
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• Operating definitions and assumptions 

• Limitations of the study 

• Brief contents of the presentation in each chapter 

Two Review of 

Literature 
• Description of the contextual knowledge in the area of interest 

including theories related to the topic and other information from 

books and journals. 

• Review of related research/empirical research studies (in terms of 

methodological approaches, most important results, differences of 

opinion, contradictions and shortcomings) 

• Identify the research area that needs further research and justifies 

the proposed research questions. 

Three Research 

Methodology 
• Brief introduction of the research objective and research question 

• Research design, sample selection, sources of information, 

information collection methods, methods/tools/models for data 

analysis (description and justification of the data being used and 

the chosen research method) 

• Hypothesis in the form of null and alternative 

• Selected dependent and independent variables 

• Conceptual framework for analyzing the data 

Four Result and 

Discussion 
• Main results/ descriptive statistics 

• Discussion of the results 

• Discussion of the hypothesis  

• Conclusions of result and discussion 

Five Conclusions  

and 

Recommendations 

• Main findings, analysis of main results, comparison of results 

with main theories, similarities and discrepancies of results with 

earlier research and scope of generalization of research results. 

• Limitation of the study 

• Managerial implications 

• Recommendations 

 References  

 Appendices  

Thesis Defence (Viva Voce)  

After the final evaluation of the manuscript by the internal supervisor and external examiner, Viva 

Voce Examination will be conducted by the Research Committee in coordination with the Office of 

the Dean. A student must complete all subjects from the first semester to the fourth semester to be 

eligible for Thesis defence.  The Research Committee can conduct pre-defence Viva to make the 

evaluation process more effective. 

Other provisions of completing this work will be as per the Graduate Thesis Guidelines-2024 of the 

Faculty of Management, Far Western University.  
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Section A: General Structure of Thesis Proposal 

 

Writing the proposal for the thesis is a preliminary part of the degree requirement. The proposal 

should explicitly state the problem being addressed or the gap in knowledge to be filled, describe the 

objectives and research techniques to be employed, and include a review of the principal relevant 

published literature.  

A student can submit his/her Thesis proposal during the Fourth Semester or after the completion of 

the Fourth Semester. The Research Committee shall conduct proposal viva and appoint Theis 

supervisor for the student whose proposal is accepted by the committee. A thesis proposal should 

include the following contents:  

Research Title  

Title should be concise, specific, impressive and informative - short titles are preferred (around 12 

words) limit to one or two lines.  

1. Introduction  

This section introduces the domain of the study and provides a general overview of the circumstances, 

issues, and background leading to the problem under investigation. The introduction section should 

include background of the study, issues of the study, objectives, significance of the study/rationale/ 

justification, research questions & hypotheses (if necessary), and scheme of the study.  

1.1 Background of the Study 

This section should explain the background of the chosen title (theory -empirical evidences - 

significance of the study). The reader should have clear understanding about the topic, the important 

related references should be cited. The background should limit within 2-3 pages. 

1.2 Statement of the research problem  

This section should elaborate theoretical justification, empirical evidences and precise issue of the 

problems. The issues are backed by the reliable references and properly cited. This section should be 

limit within 3-4 pages. 

1.3 Objectives of the Study 

Write the general objective of the research in one sentence. Then to achieve that objective mention the 

specific objectives (generally 3-5) which are the breakdowns of the general objective into smaller 

logically connected parts. The specific objectives should be specific, measurable, achievable, realistic, 

and with specific time frame. The objective should be started with proper action verbs in regard with 

methodology. For instance: 

- To explore - if the study is going to employ extensively qualitative approach and study deeply to 

find the new idea.  

- To examine - if the study is going to examine the association and relationship between the 

variables using quantitative approach. 

- To assess – if the study is going to further accommodate secondary data and examine the 

association and relationship between variables. 

- To analyze – if the study is going to analyze the impact using descriptive or inferential statistics. 

Similarly, the action verb should be connected with the methodology employed. 

1.4 Rational of the Study 

Relevancy of choosing this study. The implications of the findings considering the beneficiaries. In 

brief contributions of your study. 

2. Literature Review  

Extensive and relevant literature review should be done to meet the purpose of the research work, 

objectives and materials cum methods. The students must also review the MBA Thesis submitted to 

Far Western University. Latest literature should be emphasized and put into most relevant order 

(issue-based or variable wise) order. This section should include: 
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▪ Conceptual Framework/Theoretical Framework 

▪ Operational definition of the variables 

▪ Hypothesis (if needed) 

▪ Research Gap 

Give the importance of the work. Discuss the pertinence of this work to scientific community. If 

possible, elaborate the worldwide applicability of the results. Provide a brief statement of the 

innovative aspects of the proposed research. Research question(s) & hypothesis(es) depend on his/her 

research topics. If the hypothesis is developed, mention alternative hypothesis (H1) only. 

3. Methodology  

In this section the student should design the methods of the study. Though the student writes the 

methods of the study in the proposal, these methods may not be the final one.  

Student may figure out new methods of the study while going through the relevant literature. 

Therefore, they should redesign the methods keeping the problems and objectives of the study. First, 

they should handle the information and data need assessment to meet the set objectives of the study 

and identify the sources of data and information required for the study. This section describes in detail 

how and where the research is to be carried out. Following points can be considered while designing 

the research methods: 

▪ Research design 

▪ Nature and sources of data 

▪ Population and sample 

▪ Methods for data analysis 

4. Expected Outcomes  

Possible outcomes of the proposed research should be postulated in this section. Expected outcomes 

include enhancement in academic knowledge in proposed area of the study, utility of the research and 

direct or indirect beneficiaries or innovations. 

5. Purposed time Schedule of the Study 

The research work can be carried out with 4th semester classes simultaneously. Provide an estimated 

time schedule/working scheme of your work. Time schedule presentation can be given in a tabular 

form as shown below: 

Table 1 

Expected Time Schedule 

Submission of 

Revised proposal 

Information (data) 

collection 

Analysis of 

information 

(data). 

Thesis writing Submission of 

THESIS  

Write date     

 Write date    

  Write date   

   Write date  

    Write date 

A student can submit his/her thesis manuscript in the prescribed structure after doing at least 8 weeks 

Thesis related research work starting from the date of proposal acceptance. 

6. Chapter Scheme 

Briefly explain the whole outlines of the Thesis. 

References  

Follow the APA guidelines for referencing. 

Appendices (if necessary)  

An appendix should include materials that supplement the main text of the Thesis. This section can 

consist of questionnaires, maps, sketches, photographs, description of equipment, consent form (if 

necessary) etc. Number the appendices alphabetically (Appendix A, Appendix B, etc.).  
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Section B: General Structure of Thesis  

 

The purpose of offering Thesis is to enable students to demonstrate proficiency in academic research 

and academic communication, both written and oral, strengthening the skills of information retrieval, 

information interpretation, critical analysis, problem-solving and argumentation. The Thesis provides 

opportunities for developing an ability to conduct a research investigation, for integrating and inter-

relating concepts, techniques, and skills acquired in the courses of the program, for examining earlier 

research and theories and for demonstrating professional competence in academic writing and 

presentation. 

The general structure of a thesis includes the context and background, review of literature, research 

methodology, result and discussion, and conclusions and implications together with preliminary pages 

and end pages. The Faculty of Management has prescribed the following format (Research 

Committee/ Thesis supervisor is independent in making minor modifications): 

Table 1 

Contents of Thesis  
Chapter Headings Contents/coverage 

 

Preliminary Section 

Title Page of the Thesis  

Declaration of Authenticity 

Recommendation of the Supervisor(s) 

Viva-voce sheet 

Acknowledgments 

Abstract 

Table of Contents 

List of Tables, 

List of Figures 

Abbreviations/Acronyms 

Chapter 1 Introduction 

1.1 Background of the Study 

1.2 Problem Statement 

1.3 Objectives of the Study 

1.4 Scope and Relevance of the Study 

1.5 Limitations of the Study 

1.6 Chapter Scheme 

Chapter 2 Review of Literature 

2.1 Introduction 

2.2 Theoretical Review 

2.3 Review of Empirical Studies 

2.4 Conceptual/Theoretical Framework 

2.5 Hypothesis (if needed) 

2.6 Operational Definition of Variables 

2.7 Research gap 

Chapter 3 Research Methodology  

3.1 Introduction 

3.2 Research Design 

3.3 Population and Sample 

3.4 Sample Selection Procedure and Sample Administration. 

3.5 Nature and Sources of Data 

3.6 Data Collection Tools and Procedure 

3.7 Data Analysis Tools and Models 

Chapter 4 Result and Discussion  

4.1 Major Results 

4.2 Discussion of the Results 

4.3 Discussion of the Hypothesis (if any) 

4.4 Concluding Remarks  

Chapter 5 
Summary, Conclusion 

and Implications 

5.1 Summary  

5.2 Conclusion 

5.3 Managerial Implications 

5.4 Future Research Avenues 

References 

Appendices 
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Section C:  Writing A Thesis  

 

CHAPTER 1: INTRODUCTION 

 (Tentative 10-15 pages) 
 

1.1 Background of the Study 

The purpose of this section is to create the context to the study. This section should describe about the 

core aspect of the topic and clearly establish the focus of study. It should be written based on factual 

information on the topic and the institutions under study. Therefore, it is important that the researcher 

has sufficient idea and factual information on the topic. There is no specific limit to the length of this 

section, but 2-3 pages may be sufficient. 

1.2 Problem Statement 

The purpose of this section is to establish research issues. It is core part of the introduction chapter. 

Remember, problem statement is not the listing of difficulties or problems. It is the statement of why 

the situation (e. g. the relationship – improved or worsened - between variables exists). Therefore, it is 

important that problem statement must be supported by evidence coming from the review of literature. 

Evidences from the literature justify why the research problem is worth investigating. Problem 

statement section normally ends by raising research questions. The researcher should demonstrate 

with adequate review of both theory and empirical researches that the problem that have been chosen 

for the study is valuable to the readers. Normally 3-4 pages are enough for this section. 

1.3 Objectives of the study 

Objectives of the study specifies what the researcher intends to do. It is customary to state general 

objective of the research in one or two sentences, then list the specific objectives. In fact, specific 

objectives are conversion of research questions into a to-do list, and general objective is the reflection 

of all the specific objectives. There are a few guidelines on the use of action verb in setting objectives. 

Use action verbs (like to examine, analyze, assess, compare, etc.) that can really be performed in the 

study. Words like to know, see, understand, etc. are generally avoided to frame objectives as they are 

difficult to realize. 

1.4 Hypotheses (if any) 

 Research questions posed in problem statement section requires answers. Hypotheses testing is one 

concrete way of answering those questions. If the researcher has chosen this approach to answering 

the questions, the hypotheses have to be stated in this section. If the hypothesis has developed that 

must be tested. 

1.5 Scope and Rationale of the study 

In this section, the researcher should state why this study is worthwhile and useful to the readers. The 

study could add to existing knowledge, improve current practices or add to policy making. Be specific 

and honest. Unjustified claims reduce the value of the research. 

1.6 Limitations of the study 

Limitations inhibit the generalizability and applicability of the research findings. But then, it is always 

good to acknowledge them. They signal warnings to the readers on the applicability of the study. The 

researcher should differentiate between the scope of the study and the limitations of the study. Scope 

specifies the area of the study; limitations arises within the scope. Issues not covered in the scope are 

not the limitations. 

CHAPTER 2: LITERATURE REVIEW (Tentative 10 – 15 pages) 

The purpose of this chapter is to examine existing literature to gain a deeper understanding of the 

topic. It provides researchers with the opportunity to develop skills in locating, reviewing, and 

critically evaluating literature, and in organizing it effectively. Prior to beginning this process, it is 
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crucial for researchers to thoroughly understand the principles of literature review; otherwise, they 

risk becoming overwhelmed by the breadth of available literature. 

This chapter commences with an introduction that connects Chapter I with the subsequent sections. It 

also outlines the structure of the chapter. Following the introduction is the theoretical review, which 

aims to explore the theoretical foundations relevant to the research topic. At the master's level, it is 

equally valuable to examine literature pertaining to conceptual aspects of the topic. This is followed 

by an empirical review, which entails reviewing recent research articles and reports related to the 

research topic. 

The researcher should identify the main issues investigated in each study, examine the methodologies 

employed, and summarize the key findings. Additionally, literature concerning government policies, 

regulations, and other pertinent aspects should be included. The literature review should clearly 

demonstrate with supporting evidence that there is a research gap. 

Researchers utilize others' resources (texts, data, ideas, etc.) in their own work and it is imperative to 

properly acknowledge the original authors. Specific methods for crediting sources within the text and 

compiling references in a bibliography are outlined in the APA style guidelines (Seventh edition), 

which are followed by the Faculty of Management. 

Based on these reviews, researchers are then expected to construct a theoretical or conceptual 

framework. This framework should articulate hypotheses supported by clear theoretical evidence and 

provide operational definitions for the study's variables. Finally, researchers should justify any 

research gaps that may exist, whether they are geographical, temporal, methodological, or otherwise. 

CHAPTER 3: RESEARCH METHODOLOGY (Tentative 10-15 Pages) 

This chapter begins with an introduction and covers (i) the research design, (ii) the population and 

sample, along with the sampling methodology, (iii) the nature and sources of data, including the data 

collection instrument, and (iv) the methods of data analysis. It is essential to clearly define the study's 

population and select samples that accurately represent this population. Careful consideration should 

be given to choosing an appropriate sampling technique (such as random, stratified, purposive, 

convenience, etc.) to ensure the sample's representativeness. 

The chapter should specify whether primary, secondary, or both types of data have been utilized, as 

well as the sources, methods, and instruments employed for data collection. Typically, various tools 

(e.g., financial, statistical) are employed for data analysis, and in some cases, models are applied. 

These tools and models must be clearly outlined within this section. Finally, the research framework 

should be established to provide structure to the research process. 

CHAPTER 4: RESULT AND DISCUSSION (Tentative 20-25 Pages) 

In this chapter, data are formatted appropriately, analyzed, and discussed. The analysis aims to 

address the research questions posed or to test the hypotheses introduced in the previous chapter. The 

findings of these analyses constitute the results. Subsequently, these results are examined and 

interpreted in relation to relevant theories and empirical studies in order to draw conclusions. 

Results 

In this section, the researcher should present and analyze the collected data to derive their 

significance. Tables and figures are valuable for effectively presenting data. Analyzing data and 

reporting the results are essential components of research. Therefore, researchers may aggregate or 

disaggregate data as needed for analysis purposes. Various methods and tools for analysis are 

available. For instance, in descriptive studies, simple analyses like percentage or ratio analysis may 

suffice, while other studies may require more complex statistical methods. 

When presenting inferential statistical tests or estimating parameters, it is crucial to provide sufficient 

detail to ensure the reader comprehends the analyses fully. For inferential tests such as Z, t, F, and χ2 

tests, this includes reporting the test statistic value, degrees of freedom, and other relevant details. 



 FWU_Master of Business Administration (MBA) Program 

97 
 

Proper selection of these tools is critical; inappropriate choices can undermine the researcher's efforts. 

This section should comprehensively address all research questions and hypotheses. 

Discussion 

The researcher analyzes and interprets the findings in this section. Here, every aspect of the results is 

scrutinized in relation to relevant theories and empirical studies by other researchers. The researcher 

should explain why the findings align or diverge from theoretical predictions, compare them with 

previous research, and explore possible reasons for similarities or discrepancies. 

While the results section focuses on data analysis, the discussion section delves into interpreting the 

results accurately and providing supporting evidence where necessary. Careful consideration should 

be given to potential biases, measurement imprecision, the impact of sample size, and other 

methodological limitations and weaknesses when interpreting the results. The discussions in this 

section should logically lead to drawing conclusions and discussing implications. 

CHAPTER 5: SUMMARY, CONCLUSION AND IMPLICATIONS (5-10 Pages) 

The purpose of this chapter to present an overview of the study in the summarized form along with 

major findings and the conclusion of the study. Accordingly, it is organized in four sections: 

Summary 
As its purpose is to provide an overview of the study, it should cover a very brief introduction and 

justification of the study. Then it should give the general objective of the study and describe the 

methods followed in the research process. Then it should report the key findings based on the analysis 

and discussion section. Organize findings in a purposeful manner so that they answer the research 

questions, support or negate the hypotheses, and lead to conclusion. 

Conclusion 
The researcher should draw the conclusion only from the findings of the study. Number of findings 

may lead to one conclusion. At this point interpret the findings and give meaning to them. The 

researcher’s logical  interpretation of the findings leading to new knowledge makes the research 

original. 

Implications 
 The research may have number of implications to policy makers, practitioners and academic 

community. They may be reported as recommendations and areas for future research. 

Future Research Avenues 
The uncovered part which could have valuable insight for the further study. 
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U.S. Census Bureau. (2006). Statistical abstract of the United States (125th ed.). U.S. 

Government Printing Office. 

Magazine Article 

Grossman, L. (2016, March 28). Inside Apple‟s code war: The world‟s most powerful tech 

company is fighting the FBI on terrorism. Time, 187, 42-49. 

Online Source 

Gumbs, A. (2016, March). Better with age. Black Enterprise, 46, 62-63. Retrieved from 

http://blackenterprise.com/magazine/ 

Online Journal Article 

Jones, C. J., Llewellyn, C. D., Frew, A. J., Du Toit, G., Mukhopadhyay, S., & Smith, H. (2015). 

Factors associated with good adherence to self-care behaviours amongst adolescents with 

food allergy. Pediatric Allergy & Immunology, 26(2), 111-118. doi: 10.1111/pai.12333 

Nienstadt, A. (2016). The insufficiency of the law surrounding food allergies. Pace Law   Review, 

36, 595-623. Retrieved from http://www.law.pace.edu/  

Reference Book Chapter 

Cohen, M. (2016). Virtual reality. In M. R. Bonk (Ed.), Mathematics (2nd ed., Vol. 4, pp.148-153). 

Retrieved from http://www.cengage.com 

Electronic Book 

Rawal, P. H. (2016). The Affordable Care Act: Examining the facts. Retrieved from 

http://www.abc-clio.com (access date: …) 

Online Journal Article without DOI 

Abhari, L. G., Esmaeili, M. H., & Benanaj, M. (2015). Effects of Metformin intra- ventricular 

injection on learning and spatial memory in streptozotocin rat model of Alzheimer‟s Disease. 

Journal of Shahid Sadoughi University of Medical Sciences, 23(1), 1764-1775. Retrieved 

from http://jssu.ssu.ac.ir/ (access date). 

Document from a Website (with author and date) 

Ratcliff, C. (2016, February 25). Say goodbye to Google: 14 alternative search engines. Retrieved 

from https://searchenginewatch.com/2016/02/25/say- goodbye-to-google-14- alternative-

search-engines/ 

For detailed standards and procedures, consult the Publication Manual of the American Psychological 

Association or the APA Style website at https://apastyle.apa.org/. For more examples and tutorials, 

visit https://libguides.csudh.edu/citation/apa-7.  

 

 

 

 

http://blackenterprise.com/magazine/
http://www.law.pace.edu/
http://www.cengage.com/
http://www.abc-clio.com/
http://jssu.ssu.ac.ir/
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Section D: Essentials for Proposal and Thesis  

 

1. Choosing a Topic 

Thesis is a written report of an extensive research on specific area of investigation, demonstrating 

knowledge of the background of the subject, the published literature of the subject, and high standards 

of original research and presentation. The primary purpose of a Thesis is to train the candidate in the 

processes of scholarly research and writing under the direction of members of the faculty. After the 

candidate has graduated and the work is published, it serves as a contribution to human knowledge, 

useful to other scholars and perhaps even to a more general audience. Before choosing the Thesis title 

the candidate should overview some basic criteria: 

Does it interest you? 

How much do you know about it already? 

How difficult is it likely to be? 

What are the sources of information? 

How do you complete the Thesis ? 

What is the relevance of this study? 
 

2. Writing Proposal and Thesis Manuscript 

▪  Language: The research proposal must be written in English language. Spelling should be either 

US English or British English, but not mixed.  

▪  Proposal Length: The proposal should not exceed 20 pages including the title page, and 

references.  

▪ Margins and Page Number: Page number should be placed at bottom center of the pages. The 

initial part and appendices pages number must be in Roman and body part in Arabic number 

including references. Each page must have the margins: (Left – 1.5 inch, Top - 1 inch, Right - 1 

inch, and Bottom - 1 inch). The proposal and Thesis must be printed on one side of the A4 size 

paper in justified format. 

▪ Title Page: The title page must include the title, identity of the student (name of student, roll 

number, registration number, specialization, name of institution), place, and date.  

▪ Font size and Spacing: Standard font size for text should be set at 12 font size in Times New 

Roman. Line spacing of regular write up should be 1.5 space (spacing before and after of 0). Title 

should be in upper case and no bold print in Times New Roman 14 font size and other matter in 

12 font size.  

▪ Headings & Sub-headings: Headings should be all in upper case and no bold. Sub-headings in 

lower case, be bold, left aligned in 12 font size. The sub-headings can be numbered according to 

the heading number (eg. INTRODUCTION, sub-headings: 1.1 Background of the Study, 1.1.1 

Economic overview of Sudurpaschim Province, 1.2, 1.3, … … …). Furthermore, third and 

fourth subheadings should be aligned with APA. 

▪ Each chapter of the Thesis must start in new pages. 

▪ The table number and title of table must be above the table. Similarly, the figure number and 

headings of figure must be above the figure. 

▪ The plagiarism test report with Thesis having less then 20 percent in overall needs to submit.  

3. Tables and Diagrams 

There is no definite art in constructing statistical tables, but here are some simple rules. 

a. Each table should make one or two points only. It is far better to have several small tables 

than one huge one. 

b. You are required to present your statistically analysis by tableting a table rather than copying 

and pasting the raw output from the computer software 

c. Give your table a heading descriptive of its contents. 
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d. If all the figures are in the same units, put the units (million, tons, percentages) underneath the 

heading. If there are several units, indicate them in the column heading. Do not put different 

units in alternate columns. 

e. Quote the source with its full bibliographical title at the foot of each table as a note. 

f. Number tables in a decimal series within each chapter, e.g. Table 4.5 will be the fifth table in 

Chapter 4. Diagrams should be numbered on the same principle, but in a separate series, e.g., 

Figure 4.5 will be the fifth figure in Chapter 4. 

g. Use the standard symbols: 

h. Always give the correct total from the source even if it does not equal the sum of the rounded 

items shown. Do not juggle the rounded items to fit even if they are percentages that you have 

calculated yourself.  

i. The table number and title must be above the table. Similarly, the figure number and figure 

title must be above the figure. 

4. Plagiarism 

The university takes a very serious view of plagiarism. You should not quote existing work without 

quotation marks and appropriate referencing. An attempt to present the work of someone else as your 

own may lead to your Thesis being awarded a mark of zero or more serious penalties being incurred. If 

quotations are made, they must be explicitly and fully referenced, including stating the relevant page 

number(s). You are required to state the full references of all sources that you use. You will be 

penalized very severely if examiners find that you have presented a section of a book, an article, web 

sources, or other students’ work without appropriate referencing. You will be asked to sign a declaration 

that your Thesis is your own work.  

5. Some Supportive Ideas 

▪ Title: Should depict the contents (research questions) of the Thesis as closely as possible. A 

"narrow" title facilitates Thesis writing. 

▪ Key Issues: Provide a concise overview or "nutshell description" of the main ingredients and 

objectives of your Thesis. 

▪ Current State Of Knowledge / Practice: Enlarge on the key issues which you have identified. 

Show that you have read around the research topic and / or familiarized yourself with the current 

stage of the knowledge. 

▪ Needs For New Knowledge / Information: Having described the current situation, spell out the 

aspect(s) of the topic which justify your further investigation. Reasons for embarking on a further 

investigation might include: 

- there is currently very little information on the research topic 

- there are contradictions in existing theory / practice which you would like to help clarify 

- to see whether theory and practice are in harmony (empirical testing) 

▪ to attempt to find the answer to a question which you find particularly important Motivation / 

Reason(s) For Addressing the Research Question: Explain why you have chosen to undertake the 

investigation. Why it got particular significance for you, a problem owner, academia, or/and the 

world? 

▪ Your Approach / Method: Explain what you are going to do e.g. conduct a survey; analyze 

data; perform tests; collect new information; look at old information in a new light; draw graphs 

and analyze them, think about the problem, etc.  

▪ Results / Findings / Outcome of Investigation: Communicate your main findings (detailed results / 

information should be put into an appendix). Be honest. Be clear. Use graphs, diagrams, 

summaries, tables, etc - that gets the message across clearly. 

▪ Interpretation of Findings: Show that there is a difference between "the subject before you 

examined it" and "the subject now you have finished your analysis". Explain the results in an 

economically meaningful way and try to position the results in the context of the existing 

knowledge/literature.  

▪ Significance of Project: Are your investigation and the finding you present useful? If so, for 

whom? Realistically assess your contribution and implication of your findings 

▪ Appendices: The place for relevant additional material / data which you would like to include, but 

which would detract from the main flow of information / ideas if included in the main text. 
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Appendices 

Appendix A: Cover page of Thesis Proposal (Sample) 

 

TITLE OF THE PROPOSAL  

 

 

 

 

 

 

 

A Proposal Submitted to 

……. (Name of Institution) 

Faculty of Management, Far Western University,  

in the partial fulfilment of the requirements for Master of Business ……..  

 

 

 

 

 

 

 

Submitted by 

Name: … … … … … … … … …. … … … 

Exam Roll No: … … … … … … … … …. … … … 

Registration No: … … … … … … … … …. … … … 

…….. (Name of Institution) 

…… (Address) 

 

 

 

Month, Year 
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Appendix B: Table of Contents of Thesis Proposal (sample) 

 

 

TABLE OF CONTENTS 

SN  Titles Page No. 

  Title Page  

  Table of Contents  

1 Introduction  

1.1  Background of the study  

1.2  Statement of the Problems  

1.3  Objectives of the Study  

1.4  Rational of the Study  

2 Literature Review  

2.1  Conceptual Framework / Theoretical Framework  

2.2 Operational Definition of the Variables  

2.3 Hypothesis (if needed)  

2.3 Research Gap  

3 Methodology  

4 Expected Outcomes  

5  Limitations of the Study  

6 Proposed Time Schedule  

7 Proposed budget (if needed)  

8 Chapter Scheme  

9 References  

10 Appendices  
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Appendix C: Template for Evaluating Thesis Proposal 

EVALUATION OF THESIS PROPOSAL 

Name of candidate: … … … … … … … … … … … … … … … … … … … … . 

Topic: … … … … … … … … … … … … … … … … … … … … … … … … … … … … …  

Faculty: Management        Program: … … … … …       Specialization: … … …  

1. Evaluation of the Proposal: 

Indicators (core merit indicators) 
Rating (Please circle the number OR 

 give your own mark) 
SCORE 

Absent Poor Fair Good Excellent 

A Research Title 

(Specific, clear) 

0 3 6 9 10  

B Background, Problem Statement 

(Adequate, relevant, well-stated) 

0 3 8 12 15  

C Research Objectives 

(Academically interesting, adequate, achievable) 

0 3 8 12 15  

D Literature Review and Research Gaps 

(Adequate, relevant and gaps identified) 

0 3 8 12 15  

E Theoretical/Conceptual Framework, 

Conjectures/Hypotheses, Research Questions 

(Well framed) 

0 3 8 12 15  

F Study Design, Methods, Tools and Data analysis 

(Faultless, advanced, well-suited and skillful) 

0 3 8 12 15  

G Expected Findings 

(Envisioned clearly and academically significant) 

0 2 3 4 5  

H Novelty and Level of Contribution of the Study 

(High) 

0 2 3 4 5  

I Limitations (If mentioned) 

(Honestly described and reasonable) 

0 2 3 4 5  

 
Total Score (A) (out of 100 Marks) 

 

2. Research Committee’s Comments and Recommendations 

A. Major Strengths of the Proposed Study: 

 

B. Major Weaknesses of the Proposed Study: 

 

C. Suggestions for the Improvement/Revision of the Proposal: 

 

Reviewer's Signature: ... ... ... ... ... ... ... ... ... ... ... ...Reviewer's Full Name: ... ... ... ... ... ... ... ... ... ... ... ... ... ... ... ... 

Date: ... ... ... ... ... ... ... ... ... .. 
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Appendix D: Thesis Proposal Evaluation Report 

 

Far Western University 
Faculty of Management 

 … …Campus/Department 

 
                    

EVALUATION REPORT OF THESIS PROPOSAL 

Name of candidate: … … … … … … … … … … … … … …Program:  … … … … … 

… . 

Title: … … … … … … … … … … … … … … … … … … … … … … … … … … … 

…  

 

SNo Indicators Evaluators Comment 

1 Research Title  
2 Background, Problem 

Statement and Research 

Questions (Adequate, relevant, 

well-stated) 
 

3 Research Objectives 

(Academically interesting, 

adequate, achievable)  
4 Literature Review and 

Research Gaps (Adequate, 

relevant and gaps identified)  
5 Theoretical/Conceptual 

Framework and Hypothesis  
6 Study Design, Methods, Tools 

and Data analysis (Faultless, 

advanced, well-suited and 

skillful) 
 

7 Expected outcome (Envisioned 

clearly and academically 

significant)  
8 Limitations of the proposed 

study'(in any)  
9 Overall impression (Accepted/ 

/ Suggestions for the 

improvement/revision or 

rejected) 
 

 

 

Evaluator's Full Name: ... ... ... ... ... ... ... ... ... ... ... ... Evaluator's Signature: ... ... ... ... ... ... ... ...  ... ... ... . 

 

Date: ... ... ... ... ... ... ... ... ... ... 
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Appendix E: Cover page of Thesis  

 

TITLE OF THE THESIS  

 

 

 

 

 

A Thesis Submitted to 

……. (Name of Institution) 

Faculty of Management, Far Western University,  

in the partial fulfilment of the requirements for Master of Business ……..  

 

 

 

 

 

 

 

 

 

 

Submitted by 

Name: … … … … … … … … …. … … … 

Exam Roll No: … … … … … … … … …. … … … 

Registration No: … … … … … … … … …. … … … 

…….. (Name of Institution) 

…… (Address) 

 

 

Month, Year 
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Appendix F: Declaration by the student  

 

DECLARATION 

 

 

 
I hereby declare that this Thesis entitled “… … … … … … … … … … … … …” which is being 

submitted to Office of the Dean, Faculty of Management, Far Western University, Nepal for the 

award of the degree of Master of Business ……………………., is a research work carried out by 

me under the supervision of … … … … … … … … … … … … … … … 

This is original research and has not been submitted earlier in part or full in this or any other form 

to university or institute, here or elsewhere, or the award of any degree. The references that I have 

used or referred to are acknowledged through proper citations and references. I affirm that it is a 

pioneering and deserving work for the award of the Master of Business ……………., degree.  

 

 

………………… 

Name of candidate 

Date 
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Appendix G: Recommendation Letter by the Supervisor 

 

 

(In Official Letter Pad) 

 

 

Recommendation Letter 

 

 

This is to certify that the Thesis submitted by … … … … … … … … … …  entitled “… 

… … … … … … … … … … … … … … … … … … … … … … …”  has been 

prepared in approved and prescribed format of the Faculty of Management, Far Western 

University for the degree of Master of Business …………….This Thesis has been 

completed under my supervision and guidance. I am satisfied with the language and 

substance of his Thesis submitted to this Faculty. 

To the best of my knowledge, this Thesis is the candidate’s original research work and 

fulfilled all the requirements of Master of Business ………..  I am satisfied with the work 

done and recommend that this Thesis be considered and approved for the award of the 

Master of Business ………….. degree.   

 

 

……………………………………….. 

Name of supervisor 

Designation 

Name of Institute 

Date 
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Appendix H: VIVA VOCE Sheet 

 

 

(In Official Letter Pad) 

 

VIVA-VOCE SHEET 

 

 

We have conducted the viva-voce examination of the Thesis submitted by 

 

Name of Candidate 

Entitled 

“… … … … … … … … … … … … … … … … … … … … … … … ” 

 

and found the Thesis to be the original work of the candidate, written as per the format 

prescribed by the Faculty of Management, Far Western University. We recommend the 

thesis to be accepted in the fulfillment of the requirements for the degree of Master of 

Business ………., in Management. 

 

 

Viva-Voce Committee 

Chairperson:  … … … … … … … … … … … … … … … 

 

Supervisor:    … … … … … … … … … … … … … … …  

 

External Expert: … … … … … … … … … … … … … …  
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Appendix I: Thesis Evaluation Report to be forwarded by the Supervisor to Research 

Committee 

 

Far Western University 
Faculty of Management 

 … …Campus/Department 

 
                    

EVALUATION REPORT OF THESIS  

Name of candidate: … … … … … … … … … … … … … …Program:  … … … … … 

… . 

Title: … … … … … … … … … … … … … … … … … … … … … … … … … … … 

…  

 

SNo Indicators Supervisor's Comment 

1 Research Title 

 
2 Background, Problem 

Statement and Research 

Questions   
3 Research Objectives 

 
4 Literature Review and 

Research Gaps  
5 Theoretical/Conceptual 

Framework and Hypothesis  
6 Study Design, Methods, Tools 

and Data analysis   
7 Result, Discussion, Conclusion 

and Implications  
8 Overall impression 

(Forwarded to Research 

Committee for conducting 

VIVA VOCE) 
 

 

 

Supervisor's Full Name: ... ... ... ... ... ... ... ... ... ... ... ... Supervisor's Signature: ... ... ... ... ... ... ... . .. ... ... ... 

. 

 

Date: ... ... ... ... ... ... ... ... ... ... 
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Appendix J: Thesis Evaluation Sheet 

EVALUATION OF THESIS BY DEPARTMENT/CAMPUS 

Name of candidate: … … … … … … … … … … … … … …Program:  … … … … … 

… . 

Title: … … … … … … … … … … … … … … … … … … … … … … … … … … … 

…  

EVALUATION SHEET  
 

 

Indicators 

Rating 

(Please circle the number OR give 

your own mark) 

 

SCORE 

Absent Poor Fair Good Excellent 

A. Evaluation of Quality of Research Report (60) 

1 Format (15) 

 
a. Organization of Report (5) 

(well-organized) 

0 2 3 4 5  

 
b. Language (5) 

(Concrete, precise and clear) 

0 2 3 4 5  

 
c. Style (5) 

(consistent format, clarity, well referenced) 

0 2 3 4 5  

2 Content and Language (30) 

 

a. Rigor (20) 

(careful use of appropriate methodology, good 

organization and analysis of data, findings well 

described and coherent) 

0 5 10 15 20  

 

b. Originality and Contribution (10) 

(knowledge of previous works shown, created 

significantly new knowledge/technology) 

0 2.5 5 7.5 10  

3 Overall impression (15) 0 6 9 12 15  

B. VIVA and Presentation (40) 

 Title, issues of the study and objectives 

(Specific, clear) 

0 2 3 4 5  

 Foundational/Preliminary work: Theoretical/Technical 

Framework (Well framed) 

0 2 3 4 5  

 Design / Methodology and Verification 

(Advanced, well-suited and adequate) 

0 2 3 4 5  

 Results and discussion with clear implications 0 2 3 4 5  

 Competence of the candidate (Candidate should 

convince that the project is significantly new, and 

contributing. Candidate has relevant experience and 

technical skills) 

0 2.5 5 7.5 10  

 Overall impression from the presentation and Q & A  0 2.5 5 7.5 10  

 Total Score  

Evaluator's Signature: ... ... ... ... ... ... ... ... ... ... ... ... 

Evaluator's Full Name: ... ... ... ... ... ... ... ... ... ... ...=. ... ... ...                      Date: ... ... ... ... ... ... ... ... ... .. 
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Appendix K: Thesis Evaluation Report of External 

 

Far Western University 
Faculty of Management 

 … …Campus/Department 

 
                    

EXTERNAL'S THESIS EVALUATION REPORT 

Name of candidate: … … … … … … … … … … … … … …Program:  … … … … … 

… . 

Title: … … … … … … … … … … … … … … … … … … … … … … … … … … … 

…  

 

SNo Indicators Supervisor's Comment 

1 Research Title 

 
2 Background, Problem 

Statement and Research 

Questions   
3 Research Objectives 

 
4 Literature Review and 

Research Gaps  
5 Theoretical/Conceptual 

Framework and Hypothesis  
6 Study Design, Methods, Tools 

and Data analysis   
7 Result, Discussion, Conclusion 

and Implications  
8 Overall impression 

 
 

 

External's Full Name: ... ... ... ... ... ... ... ... ... ... ... ... External's Signature: ... ... ... ... ... ... ... ... . .. ... ... . 

 

Date: ... ... ... ... ... ... ... ... ... ... 
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Appendix K: Interanl Assessment Report to be prepared by Subject Teacher 

 

Far Western University 
Faculty of Management 

 … …Campus/Department 

 

Internal Evaluation Marks (Year …) 
Program: ………………… Semester: ……………. Section: 

Subject:.………………………… Class start date:……………… Class end date:……………… Batch:… 

SN. 
Roll  

No. 
Name of Students 

Attendance Assignment Presentation 
Group 

discussion 

Mid 

Term 

Exam 
Total 

(40) 
Remarks 

   (5) (5) (5) (5) (20) 

          

          

          

          

          

          

          

          

          

          

          

          

          

          

          

          

 

Name of Subject Teacher: …………………………. 

Signature:…………………….. 

Date:……………….. 

 

Note:  

• The final internal assessment format may include a mix of written exams, assignments, group projects, 

practical exercises, and oral presentations, depending on the course's focus. The weight of each 

component will be determined by the subject teacher to ensure a comprehensive evaluation of students' 

understanding. 

• The courses requ 

• iring practical applications may place a greater emphasis on hands-on assignments or lab-based 

evaluations, while theoretical courses may have a higher weight on written exams or term papers. 
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Allocation of Full Marks (Internal and Semester-End Exam)  

 

Semesters Course Code and Name of Courses Credits 
FM FM FM FM 

Internal SE Practical SE Exam Total 
I MGT 501: Managerial Communication 3 40  60 100 

MGT 502: Emerging Concepts in Management 2 40  60 100 
STT 512: Statistics for Management 3 40  60 100 
ECO 522: Managerial Economics 2 40  60 100 
MGT 532: Organizational Behaviour 2 40  60 100 
MGT 535: Business, Society and Ethics 2 40  60 100 
MKT 551: Marketing Management 2 40  60 100 

II ACC 511: Managerial Accounting and Control 3 40  60 100 
ACC 512: Financial Reporting and Analysis 3 40  60 100 
MGT 533: Human Resource Management 2 40  60 100 
MGT 534: International Business 2 40  60 100 
FIN 541:   Financial Management 3 40  60 100 
MIS 554:   Management Information System 3 20 20 60 100 

III RES 631:  Business Research Methods   2 40  60 100 
MGT 632: Operations Management and Supply Chain 2 40  60 100 
MIS 633: E-Business 2 20 20 60 100 
ENT 634: Entrepreneurship 3 40  60 100 
INT 635: Internship 2  100  100 
Concentration Area: Banking and Finance       
FIN 636: Financial Markets and Institutions  3 40  60 100 
FIN 637: International Financial Management 3 40  60 100 
Concentration Area: Marketing       
MKT 636: Consumer Behaviour  3 40  60 100 
MKT 637: Advertising and Sales Promotion 3 40  60 100 
Concentration Area: Accounting       
ACC 636: Corporate Accounting  3 40  60 100 
ACC 637: Corporate Taxation 3 40  60 100 
Concentration Area: HRM      
HRM 636: Employment Relations 3 40  60 100 
HRM 637: Human Resource Development 3 40  60 100 

IV MGT 641: Strategic Management 3 40  60 100 
ENT 642: Business Plan for New Venture 
Development - Seminar 

1  100  100 

ACC 643: Taxation and Tax Planning - Workshop 1  100  100 
RES 649: Thesis 3  100  100 
Concentration II       
Concentration Area: Banking and Finance      
FIN 644: Investment Analysis and Portfolio 
Management 

3 40  60 100 

FIN 645: Commercial Bank Management 3 40  60 100 
FIN 646: Marketing of Financial Services 3 40  60 100 
Concentration Area: Marketing  40  60 100 
MKT 644: Service Marketing 3 40  60 100 
MKT 645: Social Marketing  3 40  60 100 
MKT 646: Strategic Brand Management 3 40  60 100 
Concentration Area: Accounting      
ACC 644: Accounting Information System 3 40  60 100 
ACC 645: Advanced Management Accounting 3 40  60 100 
Concentration Area: HRM      
HRM 644: Performance Management 3 40  60 100 
HRM 645: Conflict Management and Negotiations 3 40  60 100 
Concentration III       
FIN 648: Seminar in Banking and Finance 3  100  100 
MKT 648: Seminar in Marketing 3  100  100 
ENT 648: Seminar in Accounting 3  100  100 
HRM 648: Seminar in Human Resource Management 3  100  100 


