


Power and duties of arbitrator

Revocation of arbitrator’s authority

The award R

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

Basic Books

1 Sen and Metra, Commercial Law and Indutrial Law, The World Press Pvt. Ltd.
Calcutta.

2 Sukla, A Manual of Mercantile Law, S. Chand and Company Ltd. Delhi.’
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Contract Act, 2056; Companies Act, 2053; Arbitration Act, 2055
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ACCOUNTING FOR FINANCIAL ANALYSIS AND PLANNING

Course No. : MGT 211 Full Marks: 100
Nature of the course : Core (Account) Pass Marks: 35

Course Objectives:

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

e 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 of shares and shares capital, issue of bonus share, redemption
of preference shares.

o Issue of Debenture: Issue of debentures 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.

e Opening balance sheet

Accounting for Capital Structure LH 5

e 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

e Acquisition of business and acquisition of controlling interest in the nature of purchase

e Concept of amalgamation
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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.
¢ Development of marketing concepts
e Marketing mix and its components.
Marketing Environment LH 10
s Meaning and scope of marketing environment )
e Micro and macro environmental forces
¢ Marketing environment in Nepal and its impact on marketing activities
Market Segmentation and Targeting . LHS
Meaning, concepts and types of market
Meaning of market segmentation
Requirements and benefits of market segmentanon
Segmentation variables for consumer and industrial markets
Process of market segmentation
Segmentation practices in Nepal
Marketlng 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 system in Nepal and its use in marketmg decisions
uyer Behaviour LH 12
Meaning and importance of buyer behaviour
Consumer buying process
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 life cycle
Product adoption and diffusion process
Concept of new product, Need for product mnovat]on research for product failure -
Process of new product development
Product line and product mix strategies
Service product, Nature and Strategies
Branding: Meaning, Objectives, Reasons for and against branding, Types and essentials
of a Good Brand Name 20
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