


•	 Power and duties of arbitrator 
• Revocation of arbitrator's authority 

/ •	 The award \.Y" 
•	 The provisions relating to "Madhyastata Ain" in Nepal 
Law of Carriage	 LH 10 
•	 Meaning and importance of law of carriage 
•	 Classification of carriers 
•	 Rights, duties and liabilities of common carriers 
•	 Contract of affreightment (charter part and bill of lading) 
• Air way bill, other documents relating to carriage by air 
BUlc Books 
I Sen and Metra, Commercial Law and Indutrial Law, The World Press Pvt. Ltd. 

Calcutta. 
2 Sukla, A Manual ofMercantile Law, S. Chand and Company Ltd. Delhi. ' 
Reference.: 
1 Neupane, Madhav Prasad, Banijya Kanoon, Ratna Pustak Bhandar, Kathmandu. 
2 Parajwli and Acharya, G.P., Banijya Kanoon, Ratn~ Pustak Bhandar, Kathmandu. 
3 Shrestha, Ram Prasad, Banijya Kanoon, Mrs. Bijaya Shrestha, Lagankhel, Lalitpur. 
4 Kuchhal M.e. Mercantile Law, Vikash Publishing House, Delhi 1998. 
5 Tulsian P.e. Business Law, Tata McGraw Hill Delhi, 200 I, 
6 Salmondon Junsprudence-

Contract Act, 2056; Companies Act, 2053; Arbitration Act, 2055 
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ACCOUNnNG FOR FINANCIAL ANALYSIS AND PLANNING 
full Marks: 100 
Pass Marks: 35 

: MGT 211 
: Core (Account) 

Course No. 
Nature of tbe course 

Course ObJectln.: 

The objective of the course is to provide the students with the knowledge required to 
1. 

analyze financial statements for decision-making including long term and short term 
investment decision. The course further attempts to provide sound knowledge required for 
higher studies in capital planning, analysis of financial statements and investment decisions. 
Contents 
Company Formation and Financial Statement of the company. 
Accounting for Company Formation	 LH 12 
•	 Company: Concept and features, capital of a company and its types. 
•	 Raising of capital:' Issue of shares-preference and ordinary-at par, at premium and at 

discount, over and under subscription of shares, over subscription and pro-rata 
allocation, calls in arrears and calls in advance, forfeiture of shares and reissue of 
forfeited shares, transfer of balance on reissued forfeited shares to capital reserve 
account, alteration in value ofshares and shares capital, issue ofbonus share, redemption 
of preference shares. 

•	 Issue of Debentu re: Issue ofdebentures at par, at premium and at discount redemption 
of debentures at par, at premium, and at discount, conversation of debentures into 
shares at par, discounted and premium value, amortization of debenture discount. 

•	 Opening balance sheet 
Accounting for Capital Structure	 LH 5 
•	 Leverage: Meaning and concept and measures, Effect of leverage on the shareholder 

return, analysis of alternative financial plan EBIT-EPS analysis 
Company in Growth Including Financial Statement	 LH 45 
•	 Acquisition ofbusiness and acquisition ofcontrolling interest in the nature ofpurchase 

·.i... •	 Concept of amalgamation
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•	 Preparation ofadjusted financial statement, i.e., adjusted income statement and adjusted 
balance sheet under CPP method, determination of profit through balance sheet and 
income statement, advantages and disadvantages. 

•	 Current cost accounting (CCA) method: Meaning, features, advantages and 
disadvantages, cost recovery with computation, assets valuation - current replacement 
cost, fixed assets adjustments, depreciation adjustments, inventory adjustment, cost of 
sales adjustment, monetary working capital adjustment, gearing adjustnlent, current 
cost accounting reserve, current cost operating profit through Current Cost Income 
Statenlent and preparation of Current Cost Balance Sheet. 

Accounting for Working Capital	 LH 5 
•	 Concept, need and importance of working capital, determination of working capital 

requirement considering the duration for which the raw materials, work-in-progress, 
finished goods, account receivable, account payable and amount of outstanding and 
prepaid expenses, cash balance and contingency. 

Long-Term Planning-Capital Budgeting	 LH 15 
•	 Accounting for cost of capital- concept of cost for equity, debt, preferred stock and 

overall cost of capital. 
•	 Capital budgeting, concept and need, types of proposals: Mutually exclusive project, 

new project, replacement project, expansion and diversification project, research and 
development project and miscellaneous project. 

•	 Estimation of cash flow Vs net prof1t 
•	 Determination of investment cost of new project 
•	 Determination of differential investnlent cost 
•	 Annual net cash flow: Differential net cash flow, determination of final year cash 

flow: Working capital adjustment, differential salvage value after tax and operating 
cash flow 

•	 Methods of Evaluation of investment decision: Payback period, and average rate of 
return. 

•	 Time value of money: Net present value; profitability index, internal rate of return. 
• Selection of investment project. 
Basic Books: 
1.	 Shukla, S.M., Advanced Accounting, Sahitya Bhawan, Agra. 
2. Van Home, Financial Management and Policy, Prentice Hall of~ndia, New Delhi 
References: 
1.	 Dangol, R.M. Accounting for Financial Analysis and Planning. Talaju Prakashan, 

Ktm. 
2.	 Munankarmi, S.P., Accounting for Financial Analysis and Planning. Education 

Publishing House, Kathmandu. 
3.	 Shrestha B.P., Singh Y.M., Sharma N. and Ojha K., Edited by Pandey,.R. Accounting 

for Financial Analysis and Planning. Buddha Academic Publihers and Distributors 
Pvt. Ltd., Kathmandu. 

4.	 Dangol, R.M. and Prajapati, K.P., Bitiya Bisleshan Tatha Yojana Lekhabidhi, Teleju 
Prakashan, Kathmandu. 

5.	 Gupta, R.L. and Radhaswamy, M. Advanced Accounting. S. Chand and Sons, New 
Delhi. 

6.	 Khan and Jain. Financial Management: Text and Problems, Tata McGraw-l-Ull Co., 
New Delhi. ­

7.	 Pandey, I.M. Financial Management. Bikash Publishing House. New Delhi. 
8.	 Wagley~ K.N., Bitiya Bisleshan Tatha YojanaLekhabidhi, M.K. Publisher and 

Distributors, Kathmandu.
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FUNDAMENTALS OF MARKETING 
Course No. : MGT 214 'Full Marks: 100
 
Nature of the course : Core (Marketing) Pass Marks: 35
 

Course Objective 

This course aims at developing knowledge and skills in students in analyzing issues 
concerning major decision making agrees of marketing. It also aims to give background 
knowledge to students to prepare them for concentration courses in marketing. 
Contents 
Introduction LH8 
•	 Meaning and importance of marketing . 
•	 Approaches to the study of marketing: Commodity approach, Functional approach, 

Institutional approach, System approach, Environmental approach, Managerial 
approach, Economic approach, Legalistic approach. 

•	 Deve·lopm.ent of marketing concepts
 
• Marketing mix and its components.
 
Marketing Environment LH 10
 
•	 Meaning and scope of marketing environment
 
•	 Micro and macro environmental forces
 
• Marketing environment in Nepal and its impact on marketing activities
 
Market Segmentation and Targeting LH 5
 
•	 Meaning, concepts and types of market
 
•	 Meaning of market segmentation
 
•	 Requirements and benefits of market segmentation
 
•	 Segmentation variables for consumer and industrial markets,
 
•	 Process of market segmentation
 
• Segmentation practices in Nepal,
 
Marketing Information System & Marketing Research LH 10
 
.' Meaning and importance of information and data;
 
•	 Sources of information and data
 
•	 Meaning, feature and importance of marketing information system
 
•	 Components of Marketing Information System
 
•	 Process and areas of marketing research
 
• Marketing information syst~m in Nepal and its use in marketing decisions
 
Buyer Behaviour LH 12
 
•	 Meaning and importance of buyer behaviour
 

.., •	 Consumer buying process J 

•	 Factors determining consumer-buying decisions 
•	 Meaning and features of organizational buying behaviour 
•	 Organizational buying process 
• Factors determining organizational buyer decisions 
Product Decision LH 25 
•	 Meaning and concept and levels of product 
•	 Types of product their distinctive features and marketing considerations 
•	 Meaning and stages of product life cycle 
•	 Marketing .activities in different stages of product Ii~e cycle 
•	 Product adoption and diffusion process 
•	 Concept. of new product, Need for product innovation research for product failure ­
•	 Process of new product-development 
•	 Product line and product mix strategies 
•	 Serv~ce product, Nature and Strategies 
•	 Branding: Meaning, Objectives, Reasons for and against branding, Types and essentials 

of a Good Brand Name 
20 


