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Concepts of Marketing Management
1.1. Understanding Marketing and Marketing Management
1.2. Scope of Marketing
1.3. Marketing Decisions
1.4. Service marketing

Business Ethics

2.1. Societal, Ethical and Customer Issue.

2.2. Societal Responsibility

2.3. Values and Ethics in Marketing

2.4. Consumerism with Special Reference to Nepal

Global and Nepalese Perspective of Management
3.1. Function, Process and perspectives of management
3.2. Management of Innovation and Change
3.3. Global Context of Management
3.3.1.Globalization: concept, nature, forms and effects
3.3.2.Multinational company: meaning, types, advantages and disadvantages
3.4. Management practices and Problems in Nepal
3.4.1.Existing management practices in Nepal
3.4.2.Issues and problems of business management in Nepal
3.5. Contemporary issues and emerging concepts of management

Corporate Governance

4.1. Concept, Principles and dimensions

4.2. Corporate Governance in Nepal

4.3. Public Accountability, Transparency and Open Governance

Aviation Marketing and Customer Service

5.1. Aviation Marketing Strategies

5.2. Aviation Branding and Promotion

5.3. Aviation Advertising & Sales

5.4. Customer Service Management in Aviation Industry
5.5. Marketing Strategy in the digital age

Airport Business Operation

6.1. Air Cargo Management

6.2. Business Diversification and Revenue Generation in Airport
6.3. Airport Management and Facilities

6.4. Contract Management in Aviation Industry

6.5. Contract Related Risk and Mitigation Measures

Aviation Property Management and Insurance
7.1. Land Acquisition and Development

7.2. Aviation Insurance Concept

7.3. Airport Third Party Liability Insurance
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Accounting and Aviation Finance
8.1. Financial Statement and Analysis
8.2. Budgeting and Forecasting on Aviation Industry
8.3. Investing and Financing Decision in Aviation Industry
Trade Finance
9.1. Banking Instruments
9.2. Letter of Guarantee
9.3. Letter of Credit
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