AT ATRE ISSAT TTABIA
T 94T, T HE, TR T SUNHE, RS A, ardt qgel gar/ ATk
FITARTATHS TSR TEAHH

EAF TR TIEL— T IEAFHHRT ATATTHTTAFATTEATERT FARUHT TS G -

IR SRO—  fdftgd 99 qUTF i~ 300
fedie =Ror—  srvraar quiy - 30
gamEeET(Examination Scheme)
q. qq9 =R : fafgd qQem(Written Examination) qUTE - 00
REl foea qUIS | SIS TOrETIOTTeAY TWAGEXTF | 99T
STRTR, FETA ¢ T o geaxqus | vy fre
EYSN (MCQ)
g | sefemonemar | 190 | ¥° RAX Y AT
e v : Blel I y q =var
ATHT IR X 30fHve
EEEPIRE| qos
I ¥eAX Y AT
fgcrar | Jar awreT 00 | Yo | faumErg N S g9AX 3 guar
ATHT IR
Q0%
R. T ==or @ sr=qarat (Interview) quiTy :- 30
forwr qUTE EHEEIRLIC] T
R AT 30 Hirae -
A
q. fAfgd TeTeTel AIEaH ATHT T9Tell ar =il g7 |
R guw ¥ g g fafad 9rer e s |
3. fafga T aamaeTa TEEEEET 99 THEAE JITEe A |
¥, FEd agasieds (Multiple Choice)Tewes®l Tod IdX fGTHT Ieieh T Ia¥ arad <0

JieT 3 2T UG | TR I AGUAT G AT A3 (G2 ST T AT el 9T A S

Y. fawerTa qedqHr yAE 9/ v 9d @uSHl AT SETge STR{dEEs aigd | arerdi
Tk GUSH TEAETHR] ITY ARl GUEH! JTRYEABH] A&, |

& 9 USIHH AT A= 07/ fawge favmaeqer se df@uer U ardf qreas e
W HAA, UH, (| qgr Aifdes adere Wiq 9= 3 Afedr swte (Feiige quw a1 Feaa
WS BTN AT 99 I FTGH %) FAH EHATs T9 TSHTAT TH TR T58 |

O JUHERUTET TEATATE BAlE AUl FFHIAREEATS AT (G I=RUTehl JIETHT AiFted RIS |

c. I 9T IS AN HUH AT Ifear@d qar, THed TEIHaars TRUH g |

R. UTETHA AN i -

Page 1




AT ATRE ISSAT TTABIA

T 94T, T HE, TR T SUNHE, RS A, ardt qgel gar/ ATk

LSRRI EA N AR EU e
TIAIT.— qTATY T, Aigep TN, AT AT &THAT TN T FIATIH

gre (%) — (10 A9
AT T, g T T AT STINT &THar qo0er

QT ATH (30x 1 Mark = 30 Marks)

11

1.2

13

14
1.5
1.6
1.7

1.8

1.9

1.10

T AT
1.1.1 [aeael SR G STHHT
1.1.2 STl AT (e, AT T ATIF)
o Nfeed saear,/ @wy fefan 7 fHdaes

o =~ ~

o UTHIAE AIAewd! (e, Fald, Fecd T aaqur Taed
o ST fafaerdr ¥ Seeiia=
o WYUTTHT TS ETaTqTHIh! [hfad T fagradres

e T Tl qve

1.2.1 faege®r 9qE UdeTas gedes

1.2.2 S9! U= giqerd (idaetd, faegfasred T Hocteble) a1 ATHTISIH Tl
1.2.3 FUTART ATeHF fqeTeeR AT, A TF ASTAIae dawdr

1.2.4 YT YHE O, TR, SATASia, AToTard, war, Qe

ATAH ATIE HTeT

1.3.1 TaspTaeRT YaTaReS- FW, FAN, AR, T, ATdEE, IR, fFad, Jefires
AR T A/ET G
1.3.2 ArsTEg (G T = A ATSTATD T SRR

TUTAR] FAHTH "iga™ ATt g T Meete fagraes, dReREr dggs T e
FTIET, TEIITHIF HTEe, 9Tich JAHRI T TrqATh] AaLAT) TFI=AT ATTHRT
TITAHT AT ALATART (TR A T TAATTATET

TITAHT EaTE ATATAT FAT TIST 7T [qehT AT SATTHT

g ANRE 388 d7ed (ICAQ), s=ixitted gars ararard a9 (IATA)
TAAH] ARG q¥g qgr ¥awh aead (UNO), % (SAARC), fawwi®
(BIMSTEC), amfaam (ASEAN), Fxifuas &= (European Union), faea =amr
T (WTO), faea a3 (WB), sa=Riftea ga1 &9 (IMF)X Tt fasra S
(ADB) TH=iT ST

fafagar wa fasma ¥ giafger Aecaqul Iuaieess o AT

AfteT ¥ ARifed WEcAdl FHATHIIE HaAT 9T FAAdH qEaes ¥ Heeaqer
iched qIT [aaRFES

Page 2



AT ATRE ISSAT TTABIA

T 94T, T HE, TR T SUNHE, RS A, ardt qgel gar/ ATk

EINRIRG IR CA N GOl U E |

2. difg® Tderr(General Ability Test) (10x 1 Mark = 10 Marks)
2.1 Verbal Reasoning Test:

2.2

211
212
2.1.3
214
2.15
2.16
2.1.7

Jumble words, Series, Analogy, Classification, Coding-Decoding, Matrix
Ranking Order Test, Direction and Distance Sense Test

Common Sense Test, Logical Reasoning

Assertion and Reason, Statement and Conclusions

Arithmetical Reasoning/Operation

Decimal, Fraction, Percentage, Ratio, Average

Data interpretation

Non-verbal/Abstract Reasoning Test:

221
2.2.2
2.2.3
224

2.25

Figure Series, Figure Analogy, Figure Classification

Figure Matrix, Pattern Completion/Finding, Grouping of identical figures,
Analytical Reasoning Test

Construction of Squares and Triangles, Figure Formation and Analysis,
Rule Detection

Water images, Mirror images, Cubes and Dice, Venn-diagram

3. St ST &Har grerer (English Language Competence Test)

3.1

3.2

(10x 1 Mark = 10 Marks)

English Grammar

3.11

3.1.2

Vocabulary and Usage (3x 1= 3 Marks)

e Usage of words, Single word for expressions, Synonyms/Antonyms,
Derivatives, Homonyms/Homophones, Idioms and Phrases

Syntactic ability (3x 1=3 Marks)

« Parts of speech, Agreement, Tense aspect, Parallel structures, Clauses,
Modifier, Conditionals, Phrasal expressions, Shifts (tense, number,
person), Transformations, Varieties, Direct and Indirect Speech

Comprehension: (4% 1 = 4 Marks)

321

Questions will be asked based on the passage given. The questions will try
to accommodate the following areas:

« Fact finding

« Inferential

o Core theme

e Issues raised

o Language based
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1. Marketing
1.1 Marketing: meaning, importance, concepts
1.2 Market segmentation: meaning, requirement, process
1.3 Marketing mix
1.3.1 Product: meaning, types, product life cycle, branding
1.3.2 Price: meaning, importance, pricing method
1.3.3 Place: meaning, importance, channels, logistics
1.3.4 Promotion: meaning, objectives, promotion mix
1.4 e-marketing
2. Marketing Management
2.1 Fundamentals of Marketing Management
2.1.1 Evolution and understanding of marketing
2.1.2 Marketing tools and concepts/ philosophies
2.1.3 Concepts of marketing management
2.1.4 Need, importance and scope of marketing
2.1.5 Marketing decisions
2.2 Customer Satisfaction, Value and Retention
2.2.1 Meaning of customer value and satisfaction
2.2.2 Delivery of customer value and satisfaction
2.2.3 Attracting and retaining customers
2.3 Adapting Marketing in the changing world and emerging needs
2.3.1 Major drives in the economy
2.3.2 Changes in business practices and adaptations
2.3.3 Changes in marketing practices and adaptations
2.4 Marketing Strategies
2.4.1 Positioning and differentiating market offering through the product life cycle
2.4.2 Developing new market offering
2.5 Designing, Managing and Marketing of Services
2.5.1 Nature of services
2.5.2 Designing new services
2.5.3 Marketing mix in services
2.5.4 Marketing of services
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2.6 Pricing Strategies
2.6.1 Setting the price
2.6.2 Adapting the price
2.6.3 Responding the price changes

2.7 Concept, types, effectiveness and plans of sales management
2.8 Marketing information system; Marketing research system — scope and process;

Forecasting and demand measurement
2.9 Marketing Environment
2.9.1 Scanning the marketing environment
2.9.2 Internal environment and controllable factors
2.9.3 External environment and uncontrollable factors
2.9.4 Emerging business environment in Nepal
2.10 Societal, Ethical and Customer Issues
2.10.1 Societal responsibility and ethics
2.10.2 Consumerism
3. Promotional Management
3.1 Promotional management
3.2 Promotional planning process
3.3 Role of advertising and promotion in marketing process
3.4 Nature, importance and effectiveness of communications
3.5 Role of media (including electronic media) in market promotion
3.6 Budgeting: advertising and budget for market promotion
4. Global and Nepalese Perspective of Management
4.1 Global Context of Management
4.1.1 Globalization: concept, nature, forms and effects
4.1.2 Multinational company: meaning, types, advantages and disadvantages
4.2 Management practices and Problems in Nepal
4.2.1 Existing management practices in Nepal
4.2.2 Issues and problems in Nepalese business management in Nepal
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