
A STUDY ON ADVERTISING AND SALES
PROMOTION OF CARS IN NEPAL

(With special reference to Hyundai Santro ZipPlus, Nepal)

By:

SMITA BAJRACHARYA

Shanker Dev Campus

Campus Roll No.: 1345/062

T.U. Registration No.: 7-2-55-650-2001

Second Year Symbol No.: 5258

A Thesis Submitted to:

Office of the Dean

Faculty of Management

Tribhuvan University

In partial fulfillment of the requirement for the Degree of

Master of Business Studies (MBS)

Kathmandu, Nepal

May, 2010



RECOMMENDATION
This is to certify that the Thesis

Submitted by:

SMITA BAJRACHARYA

Entitled:

A STUDY ON ADVERTISING AND SALES
PROMOTION OF CARS IN NEPAL

(With special reference to Hyundai Santro ZipPlus, Nepal)

has been prepared as approved by this Department in the prescribed format of

the Faculty of Management. This thesis is forwarded for examination.

………..……..……………… .………..……....…….…………. ………….….………….………

Kailash P. Amatya, Lecturer Prof. Bisheshwor Man Shrestha Prof. Dr. Kamal Deep Dhakal

(Thesis Supervisor) (Head of Research Department) (Campus Chief)



VIVA-VOCE SHEET

We have conducted the viva –voce of the thesis presented

by

SMITA BAJRACHARYA

Entitled:

A STUDY ON ADVERTISING AND SALES
PROMOTION OF CARS IN NEPAL

(With special reference to Hyundai Santro ZipPlus, Nepal)

And found the thesis to be the original work of the student and written
according to the prescribed format. We recommend the thesis to

be accepted as partial fulfillment of  the requirement for

Master Degree of Business Studies (MBS)

Viva-Voce Committee

Head, Research Department …………………….………

Member (Thesis Supervisor) …..………………………..

Member (External Expert) …..………………………..



TRIBHUVAN UNIVERSITY

Faculty of Management

Shanker Dev Campus

DECLARATION

I hereby declare that the work reported in this thesis entitled “A Study on Advertising

and Sales Promotion of Cars in Nepal (With special reference to Hyundai Santro

ZipPlus, Nepal)” submitted to Office of the Dean, Faculty of Management, Tribhuvan

University, is my original work done in the form of partial fulfillment of the requirement

for the Master Degree in Business Studies (MBS) under the supervision of Kailash P.

Amatya, Lecturer of Shanker Dev Campus.

………………………………

Smita Bajracharya

Researcher

Campus Roll No. : 1345/062

T.U. Regd. No. : 7-2-55-650-2001



ACKNOWLEGEMENT

The researcher has conducted the Research Study realizing the importance of advertising

and sales promotion of any product in today’s modern business world. Any profit earning

organizations or non-profit oriented organizations, government or private sectors are all

directly or indirectly competing with each other to hold their stake in the market. The

Research study specifically deals with the attempts made by different business houses

and dealers of cars in Nepal in order to promote their products in the market with special

reference to Hyundai Santro, Nepal.

There are many people to whom I am indebted for their assistance, support and

encouragement during the writing of this thesis. There are some I must acknowledge

directly. I extend my wholehearted thanks and gratitude to my Thesis supervisors Kailash

P. Amatya, Lecturer of Shanker Dev Campus, whose constant guidance has been

instrumental in fulfillment of this research work. Kailash Sir, thank you for giving me

your time and energy to help and your assistance in providing a constant source of

inspiration, invaluable guidance and innovative ideas at all the time.

I am grateful to Mr. Adhir Shrestha, Manager of Hyudai Showroom of Thapathali and the

staffs there. Mr. Dipen Pradhan, and also to all the staffs of AVCO International for their

patience in dealing with my numerous queries, and providing me with the necessary

details and sundry information related to my subject matter.

I acknowledge my sincere thanks to my dear friend Prasan Shakya. You were ever

helpful to me when I came with requests at panic pace. Your participation has been an

essential ingredient of the work. Thank you.

And, finally, I would like to express many thanks to Mr. Paul Reitman, CEO, Phoenix

Studios Nepal and Ms. Jessy Rai, The World Bank, Nepal Country Office, whose help

has been vital in every step of this research writing.

Smita Bajracharya



ABBREVIATIONS

AAAN = Advertising Agency Association Nepal
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