
Government of Nepal
Ministry of Culture, Tourism and Civil Aviation

NEPAL ACADEMY OF TOURISM AND HOTEL MANAGEMENT

Interna  onal Hotel & Restaurant Associa  onSuan Dusit Rajabhat University Interna  onal Associa  on of Hotelschools

Quality Workforce for Quality Service

Souvenir 2020Souvenir 2020



Art by Pra  va Khadka BTTM 1st Semester



i

First of all, I congratulate Nepal Academy of Tourism and Hotel Management 
(NATHM) on the occasion of its 47th Anniversary. This gives me an immense 
pleasure to acknowledge that NATHM has proven itself as a dependable 
academic ins  tu  on on for quality educa  on on and trainings in the areas of 
tourism and hospitality management. The human resources produced and 
trained from here have greatly contributed to the tourism sector of Nepal.
For this, I thank the en  re staff  of this ins  tu  on on for their con  nuous eff ort. 
Skilled and trained human resources are never outdated because they always 
adopt new and compe   ve skills in their respec  ve professions. On top of it, 
tourism and hospitality are a dynamic sector which requires competent and 
professional human resources with uninterrupted supply. The present trend 
of growth and expansion of tourism industry all over Nepal will create more 
demand of human resources. I believe NATHM will func  on to that expecta  on.
Tourism is growing in Nepal as new investment in pouring into this sector and 
people have started seeing their future in it. Government of Nepal has also 
laid special priority upon this sector as a sustainable source of foreign currency 
earning and employment genera  on. It is taken as a catalyst to s  mulate 
economies from urban to rural areas and to bu  ress socio -cultural harmony 
in the society.
We are moving ahead to celebrate this decade (2020-30) as tourism decade so 
that we will be able to meet the target set by Sustainable Development Goal 
and take tourism to the next level. I believe NATHM will work towards mee  ng 
the requirement of the market and contribu  ng to the tourism sector of Nepal.
I wish NATHM family all success in its future endeavors.

Yogesh Bha  arai

Message from the 
Minister
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Message from the Secretary

It gives me great delight to see NATHM celebra  ng its 47th Anniversary. Over 
the past forty seven years, NATHM has been successfully performing its duty for 
hospitality and tourism educa  on and trainings in Nepal. All the staff  members 
of this ins  tu  on deserve special apprecia  ons for their dedica  on and hard 
work. Educated and skilled human resources produced by this academy have 
become important proper  es of tourism sector of the na  on.

I am confi dent that the academy will con  nue with its good work to meet the 
aspira  ons of tourism industry of Nepal. Tourism has grown immensely in Nepal 
during the last few decades because of the changing trends of people to travel 
globally. Similarly, the share of revenue contribu  on to the na  onal economy 
from tourism sector has also increased signifi cantly. In this context, the role of 
NATHM is more crucial to produce skilled human resources to compete in the 
global market.

I believe NATHM will further enhance its quality in producing human resources 
to meet increasing demands in tourism industry. I extend my best wishes to 
NATHM for its future ini  a  ves.

Kedar Bahadur Adhikari
Secretary

(Chairman, NATHM)



I am honored to have this opportunity to celebrate glorious 47th Anniversary of 
Nepal Academy of Tourism and Hotel Management (NATHM). On this special 
occasion, NATHM is bringing out a souvenir which chronicles its achievements 
over this substan  al period of its history. It aims to provide vigne  es of the 
evolu  on of this ins  tu  on through diff erent  mes in the past. 
Today, NATHM stands out as an academic center in the fi eld of tourism and 
hospitality of Nepal. It off ers academic courses up to Master's Level and 
trainings of various kinds in the fi eld of tourism and hospitality, producing 
skilled and competent human resources as per the need of the na  onal as well 
as global market. Our curricula and training courses designed by experienced 
academicians are updated and improvised time and again to meet the 
requirement of the sector. We are proud to state that the students and trainees 
from this ins  tu  on have been involved in various capaci  es in the fi eld of 
tourism and hospitality in na  onal as well as interna  onal markets and have 
earned reputa  on for their competence and professionalism.  
However, a lot needs to be done to cope with the dynamic and ever evolving 
trends in tourism and hospitality sector worldwide. Human resources are always 
in the forefront in this sector, as it is best nourished by human elements like 
behavior, culture, communica  on and care. At the same  me, quality service 
needs technology, professionalism and knowledge and skills. We have to 
provide quality of interna  onal standard for which this ins  tu  on will leave 
no stone unturned. 
We extend our sincere gra  tude to Honorable Minister and respected Secretary 
for Ministry of Culture, Tourism and Civil Avia  on and all the dis  nguished 
Board Members, Professors and teachers for their guidelines, and guardians, 
students and all offi  ce staff  for their kind support to the ins  tu  on. We look 
forward to receiving the con  nued coopera  on in the days and years to come. 

Dipak Kumar Thapa
Execu  ve Director

Message from the 
Executive Director
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Over the period of about fi ve decades, NATHM has played a signifi cant role in producing trained and academic human 
resources needed for tourism and hospitality industry. 

Apart from impar  ng tourism and hospitality educa  on, NATHM is equally concerned regarding exposure of the students 
and trainees to various job markets within and outside the country. In the mean  me, the organiza  on is fully commi  ed to 
upgrade its present facili  es and infrastructure, thereby crea  ng a conducive atmosphere for learning. We are working out 
to fi nd new areas of academic courses and training by conduc  ng surveys and researches.

In recent days, our focus is on Academia -Industry rela  onship so as to incorporate the latest demand of tourism and hospitality 
industry. We will leave no stone unturned in projec  ng NATHM as “Center of Excellence” in tourism and hospitality educa  on 
in Nepal. This year we are celebra  ng 47th anniversary and I hope that NATHM Souvenir 2020 will give a new taste to our 
readers regarding NATHM and its ac  vi  es.

My sincere thanks go to all ar  cle contributors, interviewers, editorial team and student members for their eff orts to bring 
out yet another edi  on of NATHM Souvenir 2020 on the occasion of 47th anniversary.

Wish you all the best and Happy New Year 2077 B.S.

Ram Kailash Bichha
Principal
Editor-in-Chief

From the Editor’s PenFrom the Editor’s Pen
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Views expressed in the ar  cles are those of the authors that do not necessarily represent the views of Editorial Team or Nepal Academy 
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Nepal Academy of Tourism & Hotel Management (NATHM) 
formerly known as HMTTC was established in 1972 by 
Government of Nepal with the technical assistance of UNDP/ILO 
to produce skilled workforce required by the Hospitality and 
Tourism Industry. Eversince its birth, the academy has played a 
crucial role in developing the human resources for this industry 
with the aim of enhancing the level of quality in services. Apart 
from academic courses such as Bachelor of Hotel Management 
(BHM), Bachelor of Travel and Tourism Management (BTTM) 
and Master of Hospitality Management (MHM), it has been 
providing craft and supervisory level skill oriented trainings, 
guide trainings, small hotel and lodge amangement training, 
food preparation and control, food and beverage service, front 
office, house keeping and so on to cater to the demands from 
this particular sector. Amidst the growing need of higher 
level human resources in tourism and hospitality. This premier 
academy is renowned for generating qualified workforce for the 
ever-increasing demands of the hospitality and tourism sectors. 

Souvenir 2020
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VISION
Nepal will be established as a preferred des  na  on for tourism and hospitality 
educa  on in the SAARC region.

MISSION
NATHM as the pioneer na  onal ins  tu  on dedicated to human resource development 
for tourism and hospitality sector in Nepal, will facilitate and prepare quality 
human resources by improving and expanding educa  onal, training and research 
opportuni  es. It will thus be a ‘Center of Excellence’ for na  onal and interna  onal 
student.

VALUES
NATHM recognizes and embraces the following values:

Team work and shared responsibili  es

We, all the staff  members of NATHM, are partners in business pursuing our shared 
vision. We believe in team work and shared responsibili  es.

Inclusion sensi  veness

NATHM will work hard to ensure that tourism training opportunity will be available 
for everyone regardless of gender, caste or geographical isola  on.

Quality assurance, effi  ciency and eff ec  veness

NATHM values on quality human resources prepara  on. It will strive hard to enhance 
its past reputa  on as ins  tu  on for preparing quality human resources

We value the public investment made in us and strive to deliver quality results in a most 
cost-eff ec  ve manner through a simple management structure, effi  cient processes, 
eff ec  ve “checks-and-balances” and vigorous quality assurance mechanisms.

People 

We provide a caring environment in which students and staff  pursue personal and 
ins  tu  onal development.

Performance

We demand high performance and reward excellence in performance. We encourage 
innovation, practicality, entrepreneurship, and the pursuit of academic and 
management excellence. This is applied to both staff  members and students.
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BHM 5th Semester

BHM 5th Semester
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BHM 3rd Semester
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BHM 3rd Semester
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BHM 1st  Semester
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BHM 1st  Semester
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BTTM 5th Semester
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BTTM 5th Semester

BTTM 3rd Semester
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BTTM 3rd Semester

BTTM 1st Semester
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BTTM 1st Semester
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MHM 9th Batch

BTTM 1st Semester
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BHM Students in Kitchen Practical Class

NATHM Prom Night 2019
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Students in Coffee Making Class

Students in Computer Lab
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BTTM students at Muktinath

NATHM Cup -2019 Football Tournament at Naikap Ground
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NATHM Cup -2019 Basketball Tournament

NATHM Students with First Runner Up Medals and Certifi cates in LA Hospitality Futsal Cup 2019
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Picnic Program of BHM Students

Teacher's Day Celebration
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Distribution of Princess Jayanti Shah Acheivement Award 2076

NATHM Staff Vollyball Team
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 A Glimpses of NATHM Training Restaurant

BTTM Students during the orientation of Internship at TIA Immigration Offi ce
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Hon. Yogesh Bhattarai, Minister of Culture, Tourism and Civil Aviation Addressing the Program 

MHM Class
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Students at Library

NATHM Students after winning Titles of Miss Tourism Worldwide
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Celebration of 40th World Tourism Day

NATHM Basketball Team after Winning the First Runner Up Title of LA Hospitality Basketball Tournament 2019
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Dinning Etiquette and Diplomatic Protocol Training for Secretaries & Senior Level Offi cials of Nepal Government

BHM 17th Batch Farewell Program
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NATHM Student Vollyball Team

Mr. Jean-Louis Ripoche, GM of Kathmandu Marriott Hotel Speaking at Orientation Program of MHM
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MHM Student on their Educational Tour to Rara Region

BHM Students at F & B Service Practicals at NATHM Restaurant
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Bed Making Practicals at NATHM Model Hotel

Students doing Buffet Service practicals at Bulk Kitchen
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NATHM Bakery Practicals

Service Pantry Area
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Students in Lobby

Tourist Guide Training during their Tours in Lumbini
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Cold Platter Presented by BHM Students

Hotel Visit of BHM
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MHM 8th  Batch Farewell program 2019

Mobile Outreach Training at Kailali Chispani
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BTTM Students during their tour to Poonhill

NATHM CUP 2019 - Girl's Bastetball Tournamet Winners from NATHM
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Internship Monitoring Visit at Dubai

Blood Donation Program organized in collaboration with NRCS
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NATHM in Numbers
S.No. M F Total

Academic Courses

1 Master of Hospitality Management 
(MHM) 64 37 101

2 Bachelor of Hotel Management 
(BHM) 396 355 751

3 Bachelor of Travel and Tourism 
Management (BTTM) 270 255 525

Total 730 647 1377

NATHM endeavors to produce a new genera  on of leaders; 
men and women who will be capable of leading the future of 
tourism and hospitality business across the globe.  NATHM 
urges students to look inward but always to reach out-to 
develop their minds and talents to the fullest and use them 
in service of others. In the current fi scal year 2076/077, one 
hundred and one students are pursuing their educa  on 
in the Masers level, out of which 64 are male and 37 are 
female. Likewise, 751 students are currently studying in 
the Bachelor of Hotel Management, where 396 are male 
and 355 are female. Similarly, in the Bachelor of Travel and 
Tourism Management (BTTM) 525 students are pursuing 
their educa  on comprising 270 are male and 255 females .

Regular Training

M F Total

1 Bakery 13 8 21

2 Basic Food Prepara  on  34 8 42

3 Food and Beverage Service 29

4 Trekking Porter Guide  71 3 115

6 Trekking Guide  336 26 362

7 Barista 6 2 8

8 Tourist Guide  325

As a part of regular training program, NATHM organized 
various training programs this year. The training programs 
organized this year were: Bakery, Basic Food Prepara  on, 
Food and Beverage Service, Trekking Porter Guide, Trekking 
Guide, Barista, Trekking Porter Guide, and Tourist Guide. 
The main objec  ve of the training was to create skilled 
manpower in diff erent fi eld of tourism and hospitality in 

NEWS &

order to fulfi ll the demand of the hospitality industry in 
Nepal and abroad as well. The number of skilled manpower 
produced through these training programs is enlisted in the 
above table.

On Request Training M F Total

1 Liaison Offi  cer Training 66 13 79

2
Hospitality Awareness Training 
for Public Vehicle Drivers and 
Assistant

798 145 943

3
Hospitality E  que  e Training  
on request of Judicial Service 
Training  Center

53 6 59

    4
Trekking Porter Guide Training 
on request of Narpabhumi Rural 
Municipality, Manang 

24 0 24

5 Trekking Porter Guide on 
request of TAAN 94 0 94

6 Trekking Guide training on 
request of TAAN 519 30 549

7 River Guide Training at Karnali 
on request of NARA 29 5 34

8
Hospitality Awareness Training 
for Offi  ce Assistants of Fiscal 
Commission 

6 5 11

9

Bakery and Cookery training for 
par  cipants from Narphabhumi 
Rural Municipality, Manang, on 
request of Mountain Spirit

0 24 24

10
Tourist Guide at Pokhara on 
request of NATTA Pokhara 
Chapter on request of NTB

19 7 26

11 River Guide Training at Trishuli 
on request of NARA 77 0 77

Total 1685 235 1920

As a part of on request training program Liaison Offi  cer 
Training was successfully conducted at NATHM. There 
were 79 participants comprising of 66 males and 13 
females. The liaison offi  cers are responsible for establishing 
eff ec  ve coordina  on and communica  on between the 
mountaineering expedition groups and Government of 
Nepal. Liaison offi  cer should ensure that the rules and 
regula  ons of the governing bodies are well respected by 
the mountaineers in every step.

Hospitality Awareness Training for public vehicle drivers was 
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organized by NATHM in collabora  on with Nepal Tourism 
Board (NTB) and Kathmandu Metropolitan City offi  ce. The 
training covered various aspects on giving travelers and 
tourists a welcoming feel when they ask for the service and 
also on safe drive on the road. Altogether 943 par  cipants 
par  cipated in the training comprising of 798 males and 145 
female candidates.

Hospitality E  que  e Training was organized so as to make 
the par  cipants regarding hospitality ethics, in total 59 
par  cipants par  cipated in the training comprising of 53 
were male and 6 female candidates.

On the request of Narpabhumi Rural Municipality, Manang, 
and Trekking Agencies Associa  on of Nepal (TAAN), Trekking 
Porter Guide training was conducted at NATHM. The main 
objec  ves of the training were to impart the importance 
of some of the aspects related to trekking, such as the 
safety of the porters depending upon health condi  on, the 
condi  on of the trekking route, weather forecast, safety 
measures, etc. Altogether 24 participants received the 
training upon the request of Narpabhumi Rural Municipality.  
Whereas 94 par  cipants received the training upon the 
request of the TAAN. Similarly upon the request of Trekking 
Agencies Associa  on of Nepal (TAAN), NATHM organized the 
Trekking Guide Training, where altogether 549 candidates 
par  cipated, which includes 519 male and 30 females. 

River Guide Training was conducted in Karnali River. The 
main objec  ve of the training was to produce competent 
river guide to propel adventurous ra  ing entrepreneurship 
in each province. Training program is designed to provide 
the founda  on necessary to become professional river 
guide. It comprises the major skills of understanding white 
water and guiding ra  ing and kayaks including cover knots 
tying, ra   rigging, river signals safety talk, communica  on 
skills, environmental conserva  on, and risk assessment, etc. 
Altogether 34 candidates par  cipated in the training which 
included 29 males and 5 females.

Hospitality Awareness Training for offi  ce assistant of Natural 
Resources and Fiscal Commission was organized at NATHM. 
The nature of the job of the offi  ce assistant requires them 
to greet and meet ministers and high-ranking offi  cials while 
performing their du  es. Hence the main objec  ve of the 
Training was to familiarize and to impart the knowledge and 
skills regarding hospitality. Altogether 11 candidates received 
the training out of which 6 were males and 5 females.

Bakery and Cookery Training was conducted for par  cipants 
from Narphabhumi Rural Municipality, Manang at NATHM 
upon the request of Mountain Spirit. Training covered baking 
techniques and use of diff erent commercial baking product.   
Altogether 24 female candidates received the training.        

Tourist Guide training was conducted at Pokhara upon 

the request of NATTA and in collabora  on with NTB. The 
par  cipants were trained to present the informa  on about 
local places to the tourist with a professional touch. Certain 
do's or don’t were also briefed during session. Total 26 
candidates par  cipated in the training out of which 19 were 
males and 7  were female. 

Mobile Outreach Training

Mobile Outreach Training                                      Male Female  Total

1 Homestay, Nallu, Lalitpur 15 8 23

2 Homestay, Hadigaun, 
Kathmandu 5 28 33

3 Homestay, Chunikhel, 
Kathmandu 13 42 55

4 Small Hotel and Lodge 
Management, Diktel, Khotang 18 27 45

5 Hotel Opera  on Management, 
Dhangadhi, Kailali 33 10 43

6 Homestay, Jurethum,  Dhading 08 12 20

7 Homestay, Khijiphalate, 
Okhaldhunga 18 15 33

8 Small Hotel & lodge 
Management, Harion, Sarlahi 70 11 81

9 Home Stay, Jelbang. Rolpa 22 19 41

As a part of mobile training NATHM conducted Homestay 
Training at the diff erent parts of Nepal such as; Lalitpur, 
Hadigaon (Kathmandu), Chunikhel (Kathmandu), Jurethum 
(Dhading), Khijiphalate (Okhaldunga), and Jelbang (Rolpa). 
The training focused on preparing local cuisine and 
promo  ng indigenous product of the area.

Similarly, Small Hotel and Lodge Management Training 
was conducted in Khotang and Sarlahi. The main objec  ve 
of the training was to enable the small hotel and lodge 
entrepreneurs and managers to cater to the needs of the 
tourist with adherence to standard and quality.  Likewise 

Hotel Operation Management Training was conducted 
in the Kailali Dhangadi, the training covered the basic 
requirement that is important to operate hotel. The number 
of par  cipants in these mobile outreach training is enlisted 
in the above table.

NATHM Ac  vi  es:
Cons  tu  on Day Celebra  on

NATHM par  cipated in the special func  on organized by 
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the Government of Nepal on the occasion of Cons  tu  on 
day at Tudikhel. Government organized several programs 
marking the fourth anniversary of the promulga  on of the 
historic cons  tu  on. Special func  on was held at the Nepal 
Army pavilion in the heart of the Capital. President Bidya 
Devi Bhandari, Vice President Nanda Bahadur Pun, Prime 
Minister KP Sharma Oli, and Na  onal Assembly Chairman, 
senior government offi  cials, security chiefs, lawmakers, 
leaders from various poli  cal par  es, foreign diplomats and 
amongst others par  cipated in the program. 

Research Wri  ng Workshop

MHM students are required to write thesis on the relevant 
topic as part of fulfi llment of their course. Thus, the NATHM 
organized the research wri  ng workshop for fi ve days in its 
own premise with an aim to provide clear guideline and 
direc  on to students for their thesis wri  ng.

Workshop covered the essential parts of a thesis and 
what each part includes, important techniques required 
to follow while wri  ng literature review, choosing right 
methodological approach and way to interpret and discuss 
fi ndings.  

Visit Nepal 2020 Opening Ceremony

NATHM staffs along with students participated in the 
inauguration of Visit Nepal Year 2020 which was held 
at Dashrath Stadium, Tripureshwor. Various musical 
performances of traditional ensembles and cultural 
performances was performed by various organiza  ons. 
Right Hon. President of Nepal light up the Flame of Unity 
while Hon. Minister of Culture, Tourism and Civil Avia  on, 
launched the VNY Viber s  ckers on smartphones.

Planta  on program

NATHM organized a planta  on program on the occasion of 
tourism day 2020, 70 saplings of various species have been 
planted in the NATHM premises.

Glimpses of Hospitality

On Magh 18th 2076 NATHM organized the glimpse of 
hospitality training at Godavari Resort and officials of 
diff erent oganisa  on under the staff  of Ministry of Culture 
Tourism and Civil Avia  on. Tourism Minister Mr. Yogesh 
Bha  arai and tourism secretary also par  cipated in the 
training. The training covered the basic fundamental rules 
of hospitality.  

Academia Industry Interface

In order to bridge the gap between academic ins  tu  on 
and Business Corpora  ons, Academia- Industry Interface 
was organized at NATHM on 24 January, 2020.Execu  ve 
Director of NATHM Durga Du  a Dhakal opened the program 
by welcoming the guest and delegates, and said programme 
would help to fl ourish the collabora  on between academia 
and hospitality industry to usher development of human 
resources.

Ghanshyam Upadhya, offi  cia  ng secretary of the tourism 
ministry, said, the government has given an emphasis 
on tourism development and the tourism policies are 
incorporated in the cons  tu  on.

Tourism expert and keynote speaker Ravi Jung Pandey 
said, “Interac  ve and collabora  ve mechanism should be 
established between the academia and hospitality sector. 
Likewise, speaking in the event, Nepal Associa  on of Tour & 
Travel Agents (NATTA) President Achyut Guragain stressed on 
the conceptual as well as prac  cal excellence of graduates 
and execu  ves working in the sector for the sustainability 
of the industry.

Addressing the event, Sreejana Rana, President of Hotel 
Association of Nepal and Executive Director of Hotel 
Annapurna, urged the government to implement the SOP 
(Standard Opera  ng Procedure) from deluxe hotels to home-
stays opera  ng in the country to maintain the standard.

Guest speaker Dorjee Sherpa, Managing Director of Gokarna 
Forest Resort, shared his two-decade wide experience in 
the hospitality industry and urged the academia to think 
beyond the tradi  onal learning and teaching methods. He 
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pointed out that  me has come in Nepal to design curriculum 
focusing on value sharing rather than training them to off er 
service with a smile to guests.

During the event, a group of nine researchers from Bachelor 
of Travel and Tourism Management (BTTM) made a 
presenta  on of their recent interes  ng fi nding of ‘Sa   Devi 
Trail/Route’ in Kathmandu.

During a panel discussion, students and delegates interacted 
with Digbijaya Koney, CEO Gandaki Treks and Expedi  on Pvt, 
Abishek Bikram Shah, MD Chandragiri Hills Pvt, Junu Maleku, 
Country Manager Cathay Pacifi c Airlines, Bipin Nepal, Chief 
Instructor at NATHM, Ashish Shrestha Co-founder Honey 
Guide App, Prof, Dr Mahendra Prasad Shrestha, Senior 
faculty member of MHM in NATHM.

Prac  cals

The advantages of prac  cal work are unmatched. Ge   ng 
theoretical knowledge has no value until students can 
apply it for prac  cal purposes, theore  cal knowledge of 
skill- based subjects needs to be supported by prac  ce as 
a part of this diff erent approach for the students of BTTM, 
BHM and MHM, was applied. In this regard, student hiking 
was organized for the student of BTTM and MHM, where 
they prac  ce some techniques hiking and learn to hike 
more effi  ciently and cover skills such as route fi nding and 
emergency preparedness.

Similarly, students of BTTM were taken for a bird watching 
class where they learnt the different techniques and 
equipments required for bird watching. The class covered 
the basic fundamental techniques such as observa  on, 
iden  fi ca  on, and study of birds by physical a  ributes as 
well as their behavior. 

NATHM bid Farewell to its colleagues

Farewell  program was organized for Mr. Keshab 
Prasad Thapaliya, Head of Department (HoD), General 
Administra  on, Planning, Training & Academic Management, 
who re  red on Mangsir, 24thand Mr. Krishna Kharel, Principal, 
who re  red on Poush 15th. Both served NATHM for more 
than three decades. 

Similarly Execu  ve Director, Mr. Durga Du  a Dhakal was 
congratulated for his promo  on as joint secretary of Nepal 
government, and was regarded for his successful tenure 
of two and half year in NATHM. Farewell program was 
organized on Magh 26th.

Similarly, a ceremony was organized on 23 September 2019 
to bid farewell to Mr. Roshan Bhandari who served NATHM 
for 2 years in capacity of Assistant (Level 4). On the occasion, 
NATHM family also extended best wishes to him for his new 
job as Assistant Account Offi  cer (Level 6) at Kathmandu 
Valley Development Authority.

All four were honored with token of love and le  er of 
apprecia  on.
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NATHM Cup 

NATHM organized a NATHM cup on 2019 as a promo  onal 
event for VNY 2020, diff erent colleges par  cipated in the 
tournament. Tournament built the friend rapport among 
the student of the par  cipa  ng colleges. The tournament 
includes Football, Basketball, and Volleyball, 

NATHM Fine Dining

Fine dining was organized by BHM fourth semester students 
on 31st Shrawan, with the mo  o 'Dine with Celebri  es', 
diff erent celebri  es including Subin Bha  arai, Rahul Shah, 
Ravi Oad, Lekh Mani Trital, Sagar Lamsal, Meera Kachhapa   
were invited as guest for the program. The program provided 
the exposure to deal, serve the real guest and to experience 
surreal industrial environment.

NATHM Heritage Run

NATHM organized heritage run on branding Heritage Trail on 
12th Poush, and promo  ng heritage city which refl ect the 
ancient city of Showyambhu to Basantapur as an important 
des  na  on. This area holds the oldest ar  facts that resemble 
the history of the Kathmandu valley.

MHM Course Dissemina  on and Ques  on Module Design

One day workshop was organized to make the faculty 
acquainted to newly developed curriculum of Masters of 
Hospitality Management (MHM). Workshop covered the 

importance of designing standardized ques  onnaires that 
are to be administered during examina  on. 

Dean of Faculty of Management, Prof. Dr. Dilli Raj Sharma 
along with Assistant Dean Prof. Dr Dhurba Kumar Gautam, 
and Dinesh Mani Ghimire facilitated the workshop.

NATHM Welcomed New Execu  ve Director

NATHM welcomed Mr. Dipak Kumar Thapa as the 
organization’s new Executive Director. Mr. Thapa has 
working experience in Ministry of Culture, Tourism, and 
Civil Avia  on; Ministry of Finance; Nepal Investment Board; 
Election Commission of Nepal and Ministry of General 
Administra  on. NATHM believes his exper  se will enhance 
the programs, support our students, and lead the academy 
with great dis  nc  on.

Workshop on Tourism Diversifi ca  on, Coordina  on, and 
Management of Program

Ministry of Culture, Tourism, and Civil Avia  on organized 
two days' workshop on Tourism Diversifi ca  on, Coordina  on, 
and Management of Programfor the Ministry and diff erent 
bodies under the Ministry to discuss about the three years 
budget plan. Honorable Minister Mr. Yogesh Bhattarai, 
Secretary Mr. Kedar Bahadur Adhikari and head of the each 
body par  cipated in the program; this high level mee  ng 
took place in the premises of NATHM.

On the fi rst day of the workshop, diff erent bodies under 
the Ministry presented a progress report of annual program 
141 priori  zed program of current fi scal year along with the 
three years budget plan and the program that need to be 
included in fi  een years plan, and the program related to 
proposed tourism decade were accredited.

On the second day, all the par  cipants from the diff erent 
bodies were divided into separate thema  c groups; tourism 
promo  on, infrastructure, civil avia  on, and culture and 
required  policy, planning, program, and budgetnecessary 
for the promo  on of tourism and ins  tu  on were discussed. 
In all the theme necessary template for three years future 
plan were prepared 

In the program, Honorable Minister Yogesh Bha  rai said 
public expecta  on increases with change of the government, 
and the ministry should prepare its policy and plan that 
addresses  the public expecta  on.  
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How are you feeling to be the newly appointed CEO of 
NTB? What are your major priori  es right now as the 
chief of NTB?

I am so excited to work  as a CEO of NTB. The plan about 
tourism development and threats regarding tourism 
development which I used to discuss with my fellows 
is now in my hand now. It’s my duty and responsibility 

to take this work and make plans and policies to take 
tourism industry in a new height. My priori  es are to do 
something that will have long las  ng eff ect in Nepalese 
tourism industry. For example, I have started working to 
design new tourism master plan.
I will try my best to revise tourism policies tourism 
which ensures the eff ec  ve collabora  on between the 

Dr. Dhananjay Regmi
CEO, Nepal Tourism Board (NTB)

InterviewInterview
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government and private sector. I would like to work on 
the environment friendly development of infrastructure. 
NTB is created for the promo  on of the Nepalese 
tourism industry, we will be using the digital pla  orms 
for the promo  on of tourism products and des  na  ons 
in Nepal. However, I do not want to limit the work of 
NTB to the promo  onal campaigns rather I will focus on 
some long term des  na  on development projects.

What are the new products that Nepalese Tourism & 
Hospitality Industry can off er to global market besides 
the exis  ng one?

Beside the exis  ng products, we have various kinds 
of poten  al products. Now, we are looking for the 
products which a  ract the tourists throughout the year, 
not only in a peak season. For these we have various 
kinds of spor  ng ac  vi  es like Ice-ska  ng, Mountain 
Biking, Ra  ing and Fishing have lot of poten  al. Nepal 
Mountaineering Associa  on has also created the 
concept of ice climbing. Similarly, we are also trying 
to design products incorpora  ng diff erent fes  vals of 
Nepal.

What do you think are the major challenges for 
marke  ng Nepalese tourism products in the global 
market? What are the new marke  ng strategies you 
are planning to launch?

The major challenges I think is, we have not been able to 
create one unique brand of Nepal as tourist des  na  on. 
People used to market their individual product on their 
own way. For example, hoteliers used to promote Nepal 
as a des  na  on for hotel, trekking agencies promote 
Nepal as a des  na  on for trekking only, travel agencies 
used to promote Nepal as city tour des  na  on. Nobody 
described Nepal as single brand incorpora  ng all these 
products. 
We should collaborate to create a dis  nct brand of Nepal 
which stands out among our compe  tors and through 
digital marke  ng promote it all over the world. Similarly, 
I am also planning to create one common portal to 
book the hotel rooms, tourism packages and ac  vi  es 
in Nepal. I am in conversa  on with Hotel Associa  on 
of Nepal (HAN) for this purpose. The opera  onal cost 
of such booking portal can be generated from the joint 
collabora  on between the government and private 
sector.

As tourism research and development is one of the 
objec  ve of NTB, what kind of new research dimensions 
you will focus on?

My focus will be on carrying out prac  cal research for 
the des  na  on development rather than just doing 
paper work. My plan is to make NTB an na  onal umbrella 

organiza  on for sustainable tourism development and 
collaborate with the provincial government and local 
government to generate necessary budget for such 
development. Similarly, I am also thinking of establishing 
connec  ons between diff erent tourism products of Terai 
region, Hilly region and Himalayan region so that the 
guest can get diff erent taste in the single trip and also 
increase their average length of stay.  I would also focus 
on research work which could help us develop tourism 
according to the specialty of the places. For example, the 
hills of Nepal can be developed as popular hill sta  ons. 
There is a lot of opportunity for the entertainment sector 
in Terai region for the Indian tourists.

Is Nepalese tourism industry including the policy 
makers, entrepreneurs etc. ready to face the unexpected 
challenges like the Corona Virus (COVID-19) this year? 
How do you think Nepalese tourism industry should 
prepare itself to face these kinds of challenges?

These types of unexpected challenges are beyond our 
control but we should be ready to tackle these types 
of challenges. In order to mi  gate the challenge posed 
by Corona Virus we are collabora  ng with Ministry 
of Health to release diff erent types of videos and 
documents regarding the situa  onal updates and send 
those updates to diff erent embassies in Nepal. We have 
also updated these informa  on in our website for the 
interna  onal travelers.
During the crisis like this, the major priority should be 
survival of the industry rather than the promo  on. 
We are planning to promote domes  c tourism so that 
Nepalese can travel across Nepal and the hoteliers and 
travel industry could survive.

NATHM is producing the quality workforce for global 
Tourism and Hospitality Industry and as CEO of NTB 
you are also the board member of NATHM, how do you 
think NTB and NATHM could collaborate in the training, 
development and promo  on of Nepalese tourism?

NATHM is providing guide training but s  ll we are 
lacking well qualifi ed and guide with good knowledge. 
The quality of service also depends upon the quality of 
services provided by the guides. We should look out to 
design prac  cal courses for the guides with excellent 
knowledge of trekking trails and knowledge about fi rst 
aid to prevent from serious injury. We can also think 
of designing specifi c courses for the guides for specifi c 
trekking routes or specifi c areas.
 As NATHM is providing very good educa  on in the 
hospitality and tourism industry, NTB and NATHM 
should work in close collabora  on to provide qualifi ed 
guide by taking specifi c examina  on and allocate them 
the place for guiding according to their qualifi ca  on to 
develop tourism industry of Nepal.

Interviewed by : Samik Sharma, Damber Raj Bha  a, Bipin Khadka and Diwash Baskota
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 What mo  vated you to choose hospitality business as 
your career? What was the scenario of this business 
when you started your career?

I have always been a people person. And, as it is always 
best to choose a profession that compliments your 

nature, the hospitality industry was a perfect fi t for me. 
At the start of my career, the scenario was very diff erent 
compared to present day Nepal. Kathmandu especially 
was less congested and polluted with emp  er streets 
and fewer vehicles. People had a lot of free  me and 
did not have to think twice before making shorts trips 

Ms. Shreejana Rana
President, Hotel Associa  on of Nepal (HAN)

& Execu  ve Director, Annapurna Group of Hotels

InterviewInterview
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to places such as Nagarkot and Dhulikhel. The Internet 
was non-existent and there was less global infl uence in 
the country.   
Specifi cally, in terms of the hospitality and tourism 
industry, we had a lot of high-end quality tourists visi  ng 
Nepal back then. There were only a few chain hotels in the 
country. The industry stressed on personalised service 
– that “nepalipann”, standard and originality. There 
were lots of smiles everywhere. The industry prac  ced 
greater inclusivity: leaders and managers involved all 
staff  for events such food tas  ng; they concentrated on 
developing their juniors through encouragement and 
training. I recall that  me being simple yet happy.  

What are the new fron  ers that you foresee for Nepalese 
hospitality Industry? What are the challenges?

Nepal is such a beau  ful country – we have so much to 
see, so much to do. Even, we, Nepalese, have not seen 
Nepal enough. But, un  l and unless we have ownership 
of our product and service, how will we persuade visitors 
to come? 
The major challenge for hoteliers is that our industry is 
intertwined with the promo  on of our tourism industry. 
We need to improve infrastructure, marke  ng and 
connec  vity. Our product must be able to compete 
against the variety of very a  rac  ve tourism des  na  ons 
and hotels in our region and globally. While the country 
has taken a posi  ve step towards addressing this, the 
pace has to increase; and penal  es be put in place 
accordingly.  
Standardisa  on of services (such as food safety, security, 
sanita  on, emergency preparedness) remains an issue 
but things are on an upswing. NTB’s ini  a  ve of reviewing 
our hotel quality standards is a welcome step. Thanks to 
support from the Ministry of Culture, Tourism and Civil 
Avia  on, policies on paper are becoming reali  es. 
It is not enough to have the roads and airports in place 
or to have our heritage sites developed and opera  ng 
to world standards. Our product is the majesty of 
the Himalayas, the wonder of our natural world, the 
splendour of our architectural heritage and the joyous 
mix of ethnicity that makes us who we are. We must 
protect and preserve and build on them. Be proud of 
who and what we are. And for this to happen, both the 
public and private sectors must work together. And, once 
this happens, we will see that there is no turning back. 

Do you think there is an increasing awareness about 
hospitality service standards among new professionals? 
If it is not enough, how can such awareness be created?

During the Insurgency period, the industry shi  ed its 
focus on union issues and as a result service went down. 
It was a diffi  cult period that taught hotels the importance 
of priori  zing research and development. While we 

may s  ll have much to learn, we have come a long way 
from our early days of learning as we went along. We 
are now fortunate to have a new genera  on of hoteliers 
and entrepreneurs who not only have the experience 
but also the educa  on and exposure to rejuvenate our 
industry. And, with the Internet and social media being 
important tools today, access to informa  on has become 
easier and more accessible. 
NTB’s standardiza  on for homestays to fi ve-star deluxe 
is a posi  ve development for the hospitality industry. 
And, while there is increasing awareness amongst the 
newer genera  on, it is never enough. The Government 
should take up a key role in raising awareness by 
working closely with relevant associa  ons such as 
Hotel Associa  on Nepal together with exper  se help, 
and frequently monitoring and evalua  ng hotel service 
standards. Likewise, they should also regularly monitor 
standards of hotel management schools. 

How eff ec  ve it is for hospitality industry to have an 
alliance with global partners in terms of service delivery 
and marke  ng?

It is a great advantage to be associated with global 
partners – our product will be marketed on a global 
scale and a  ract a wider audience; we will form a wider 
network; we will learn about more new products that 
are created; and, we will have a wider informa  on base. 
This is one of the reasons why the concept of chain 
hotels is taking up too.  Being part of a chain, brings a 
total package, from marke  ng to training, to a hotel. 
A chain hotel has numerous advantages: it operates 
with an established system and structure; it runs with 
a high degree of professionalism; and proper training 
and marke  ng mechanisms are already in place. It, 
therefore, becomes easier to work in a professional and 
produc  ve way within this set framework. 

While Nepalese hospitality graduates are choosing 
foreign countries for their career des  na  on, what 
could Nepalese Industry do to retain and a  ract those 
graduates?

Un  l and unless the number of tourists increase and the 
tourism industry experiences a boom, we cannot blame 
them for pursuing be  er opportuni  es elsewhere. 
Till date, we have not been able to reach our full 
poten  al. And, like I men  oned before, we need to have 
ownership of our product and service for the number of 
tourists to increase, which can only be achieved if there 
are developments in the country’s infrastructure and 
connec  vity. 
I am sure the day we reach our full poten  al, we will 
see an infl ux of students returning back to Nepal. No 
one chooses to stay away from their family and friends 
willingly. But, to retain such capable graduates, we fi rst 
need to ensure that we can provide them with a life that 
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they deserve: with income according to global standards 
and prospects of progress in their profession. 

What does the Nepalese hospitality industry expect 
from the fresh graduates from NATHM?

One of the key quali  es we expect from graduates, and 
I cannot reiterate this enough, is pa  ence. The younger 
genera  on today seem to be more impa  ent when 
it comes to their careers. They seem to want to reach 
the top with minimum eff ort and hard work. To them, 
I would like to say, strive to climb the ladder of success 
gradually and do not become too hyper to reach the 
end of the rat race too soon. Instead, focus on learning 
more, upskilling  yourself, par  cipa  ng in trainings and 
widening your network. This is the best way graduates 
will be able to sell themselves in the market. 
Equally important is having the right a   tude and 
mindset. When entering an organiza  on, give it your all; 
make sure you make an impact in the organiza  on so 
that you become indispensable to them.  

What are your sugges  ons to NATHM to remain as a 
leading academy of tourism and hospitality educa  on 
in Nepal?

NATHM as an ins  tu  on has reached such great heights. 
It is situated in one of the most beau  ful premises in the 

country with a brilliant loca  on and rich infrastructure. 
And, I am so proud to recently have been nominated 
as a Board of Director here. The following are a few 
recommenda  ons which I believe will help NATHM to 
reach its full poten  al:
Invest in be  er infrastructure, facili  es and equipment.
Keeping in mind the evolving climate of the industry 
in Nepal and globally, I believe it would further benefi t 
the Academy, especially in terms of the academics and 
facili  es that it could provide to students, if it  ed up 
with a recognized interna  onal hospitality ins  tu  on. 
This way the academic curriculum will be on par with 
global standards and NATHM can even take advantage of 
the professionals from the affi  liated ins  tu  on (e.g. for 
course review, trainings, etc).
While delving into global realms, it is equally essen  al 
that we stay true to our Nepali roots. One way we can 
achieve this is by promo  ng our delicious Nepali cuisine. 
NATHM has such a beau  ful living room and the space 
would be apt to serve authen  c Nepali food. Plus, this 
would also be an addi  onal source of income for the 
Academy. 
NATHM is regarded as the oldest and most reliable 
hospitality ins  tu  on of the country. But, that must 
not stop us from improving it. We must not take it for 
granted. 

Interviewed through an email conversa  on

Art by Reeya Bajarcharya 16th Batch BTTM
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You are known for ini  a  ng some of the best prac  ces 
in tourism in Nepal and you have also led some of them. 
What is your current engagement?

Currently I am working as an independent Tourism 
consultant. From 2001-2007, I worked for tourism 
for rural poverty allevia  on funded by UNDP and 
implemented under MOCTCA in collabora  on 
with NTB the then DDCs and VDCs. That program 

introduced sustainable development prac  ces in 
Nepal incorpora  ng four diff erent areas namely, local 
community par  cipa  on, poverty allevia  on, women 
par  cipa  on and environment protec  on. From 2008-
2009 I worked in Bangladesh, Bhutan, India, Srilanka and 
Nepal under SASEC tourism development to develop 
sustainable tourism prac  ces. From 2010-2013 I worked 
in Great Mekong region sustainable development project 

Mr. Ravi Jung Pandey
Tourism Expert
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under the ministry of Tourism in Vietnam where I get to 
implement the learnings from TRPAP project in Nepal. 
A  er that I worked as consultant in various projects of 
world bank, Asian development bank, diff erent NGOs 
and INGOs. Basically, my work is revolving around 
sustainable tourism development.

Are you sa  sfi ed with the development of tourism in 
Nepal? What are the areas Nepalese Tourism have 
done well? What are the areas we as industry could 
have done be  er?

I am not fully sa  sfi ed with the tourism development 
process in Nepal because we are not mee  ng the target 
that we are planning and facing a lot of problems and 
gap in the process. We were not able to work in the 
areas guided by the tourism policy implemented in 
1995. We have not achieved the targets due to unstable 
government, lack of technical manpower in MOCTCA 
and frequent transfer of offi  cer from one ministry to 
another. Similarly, we are not able to devise the  mely 
policies and plans for the development of tourism.
The areas Nepalese tourism has done good in the 
produc  on of skilled human manpower and awareness 
in local people for the development of domes  c tourism.  
The areas tourism industry could have done be  er 
are the reten  on of the skilled manpower which are 
developed in the country and develop clear vision 
regarding the best path for tourism development 
in Nepal. Similarly, we could have created a dis  nct 
brand of Nepal is interna  onal market through proper 
conserva  on of our heritages.

You have studied the "best tourism prac  ces" all 
over the world. Is Nepalese tourism industry aware 
about those prac  ces and is commi  ed to innovate 
accordingly?

According to what I have learnt during my involvement in 
tourism development in diff erent countries I think whole 
tourism industry should work together, only one person 
or ins  tu  on cannot change the course of tourism. I 
think our neighbors are our toughest compe  tors in 
terms of ge   ng the tourists. Nepal as a country should 
collaborate with other countries of South Asia to design 
joint eff ort to bring the desired numbers of tourists in 
this region. South East Asia is the major compe  tor 
of south Asia in this aspect. Countries like Vietnam, 
Malaysia, Indonesia, Myanmar and Cambodia follow the 
common marke  ng strategies. Among the south Asian 
countries, the movement of people is easy from one 
country to another due to the good linkage. But in the 
South Asian countries there is no proper collabora  on 
and connec  vity to facilitate the movement of people 
from one country to another.

As a tourism expert, what are your specifi c sugges  ons to 
the private sectors to the Ministry and Nepal Tourism Board?

Rather than a Tourism expert, I would prefer to put 
forward my views as student of tourism. Firstly, I would 
like to suggest our Ministry and NTB to design proper 
policies which focuses the growth of grass root level. And 
while preparing such policies, we must take inspira  on 
from our neighboring countries and can adopt the 
best prac  ces they are prac  cing and try to design our 
policies highligh  ng our compe   ve advantage. 
Secondly, we should focus on  mely refi nement of our 
policies in consulta  on with tourism experts. And there 
should be proper assurance that the policies will be 
followed even if there is change in the people holding 
posi  on to implement those policies. There shouldn’t be 
abrupt changes in the priori  es. 

What are the new fron  ers that you foresee for 
Nepalese tourism and hospitality industry? What need 
to be done to cash those opportuni  es?

There are various opportuni  es for Nepalese Tourism 
and hospitality industry. Though, Nepal is rich in culture, 
tradi  on and scenic beauty, the infl ow of tourists has 
not reached to its desired state. We are not able to 
maximize the opportuni  es presented via Tourism. We 
should start from maintaining the image of our country 
in the world. We must provide be  er infrastructure for 
our guests and generate value of our product. We must 
preserve our unique culture and heritage. We must be 
feedback orientated and should work on our weakness.
Currently, we aren't able to sell our product in the 
interna  onal market. We have been focusing on the 
quan  ty rather than quality. But s  ll the quality of our 
product is in diminishing phase. For instance: some rural 
areas of Nepal are opera  ng various home stays but aren’t 
able to provide the true essence of it. Various governing 
bodies such as NTB should work on improving the quality 
of these products. Various trainings and programs can be 
operated to increase the quality of the products.

What re those sugges  ons to NATHM to remain as a leading 
academy of Tourism and Hotel Management of Nepal?

I am happy with NATHM for its contribu  on in the growth 
and development of tourism in Nepal. However, I would 
suggest NATHM to focus on research ac  vi  es. The 
facul  es should focus on research ac  vi  es and for that 
NATHM can generate research funds. Similarly, NATHM 
should  mely revise the syllabus of both academic 
programs and training programs in consulta  on with 
tourism experts and industry leaders. NATHM should 
also look out for more interna  onal collabora  on with 
world class universi  es and ins  tu  ons through the 
faculty exchange and student exchange programs.

Interviewed by : Samik Sharma, Damber Raj Bha  a, Ruby Karki and Bhuwan Pandey
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How did you choose to work in hospitality industry? 
Was it a conscious decision / What was the scenario of 
this business when you started your career?

 I was primarily an English teacher who used to teach 
in Nepal Adarsha Bidhya Mandir. During early 80s I was 
a  racted by the training organized by Oberoi Hotel 

Group in Soaltee Crownee Plaza. That training was 
the actual point where I laid my fi rst step towards the 
hospitality industry. A  er the training, Oberoi Group 
off ered the scholarship to fi ve trainees, where I got 
luckily selected. A  er the training in New Delhi, I came 
back to Nepal and started working as a lobby manager in 
1980 at Soaltee Oberoi

Mr. Bharat Joshi
General Manager, Hotel Crowne Imperial
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At that point of  me, I didn't know I was going into 
hospitality industry. In the early 80s the Nepalese 
tourism market was gradually booming. Later on, I was 
appointed as an Assistant Director of Sales and Marke  ng 
at Soaltee Crowne plaza. A  er some years, Hotel Yak and 
Ye   off ered me posi  on of Resident Manager. These two 
hotels played an important role to bring me up to this 
posi  on as a General Manager.

You have a long career in this industry now and you are 
already in the top posi  on of general manager, how do 
you evaluate your career journey? How did you reinvented 
yourself to feed in the changing context and technologies?

This is a very good ques  on. When I started my career, 
I didn't have an idea about the technologies. I started 
learning a lot and I changed myself to learn new things 
through diff erent available sources and gradually as 
I grow, I also got infl uenced by the young genera  on 
and learn from them as well. I always kept my learning 
a   tude on. Now, even at this stage, I do not depend 
upon secretary to do much of my things. 

For the beginners and the students of hospitality, what is 
your recipe of becoming a General Manager? How should 
they shape themselves from early days of their career?

General manager is a big posi  on in an organiza  on. 
There are two aspects of any process, on one hand 
you have challenges and in the other hand you have 
opportuni  es. You should learn to take challenges as 
opportuni  es to grow more. Beginners should not limit 
themselves and shouldn’t accept being an average. 
There should be a clear vision in mind with 24*7*365 
formula. The star  ng of career might be humble. When 
I started in 1980, my salary was just NRs.1610. There are 
lots of things you require as an individual also. Making 
right decision, rec  fying the errors, quality compe   on, 
good public rela  on, know-how of training the staff , 
knowledge of all departments, dealing with the owners, 
shareholders, investors are some of the quali  es 
that you should acquire. The working years should be 
sequen  ally taken as diff erent stages: learning phase, 
execu  on phase and the matura  on phase to equip 
oneself to reach to the posi  on of General Manager.

You are appointed as General manager of this newly 
established hotel and you yourself have to start many 
things, what are the challenges and rewarding experiences 
of se   ng up a new property as a General Manager?

The whole process of turning the soil, dust and brick 
into the a  rac  ve property was really challenging. The 
ini  al challenge was to set up the en  re layout of this 
hotel, like arrangement of the kitchen and placement 
of the electronic appliances. The en  re process of 

layout took nearly one and half year to take its shape 
as per the desire of the hotel. The facility management 
including the planning about the buff et, tables, chairs, 
ACs and other arrangements was equally challenging. 
The design of sec  ons like butchery, bakery was  me 
taking. Logis  cs kept a big challenge and laid us too 
much to do. Another challenge was the hiring of the 
employees. Hiring included Chief engineer, HR manager, 
IT manager, Execu  ve chef, F and B director. The staff  
members operated the trial to experience the detail 
scenario about how we can deliver the best. So, ge   ng 
the team and the team eff ort in a whole was the next 
big challenge in itself. Rewarding experience connects 
a lot to sa  sfac  on aspect of human psychology. The 
demo programs and the other ac  vi  es to grease the 
eff ort of the en  re manpower was conducted. Programs 
like "Passion Week", " I Love My Job" helped to raise the 
staff 's effi  ciency to an extent.

Do you think Nepalese Hospitality and Tourism Industry 
is in par with the global Tourism and Hospitality industry 
in term of service delivery and quality of the products 
they off er? Is there anything that Nepalese hospitality 
industry need to focus on to be exemplary industry?

Nepalese hospitality in terms of service is by far the 
best. The world has their words to signify how good the 
Nepalese hospitality is.  Our hospitality has been much 
appreciated from the early days. The spirit of " Athithi 
Devo Bhawa" lies in every Nepalese heart.  There is also 
a cri  cal angle towards this en  re topic. We as a whole 
have not been able to capitalize the poten  al. There 
are places where we can prac  cally focus and improve 
like customers' choice, sa  sfying market, recrea  onal 
centers, increasing sa  sfac  on, lacking in modern 
services etc.  The focus can be laid on external factors 
like environment, roadways, public toilets, airport's 
surrounding, quality control, food outlets, trust factors, 
garbage management in concrete way.
The factors like training and mo  va  on, responsibility, 
emergency evacua  on, epidemics, government and 
private sector collabora  on, industry safety can be 
precisely improvised. So, there are ways and the points 
where we can improve our eff orts more precisely on the 
market as well as a customer-based aspect.

What are your sugges  ons to NATHM to remain as a 
leading academy of tourism and hospitality in Nepal?

NATHM has been a pioneer ins  tute of tourism and 
hotel management. Its contribu  on towards the 
sector has always been no  ceable and exemplary. 
The sugges  ons as a well-wisher includes; passionate 
and refi ning eff orts, vision crea  ng, intensifying the 
internships, improvement in mindset and enhancing 
running facili  es according to the changing scenarios.

Interviewed by : Samik Sharma, Bipin Khadka, Subarna Paudel and Diwash Baskota
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How do you want to be known as, as a relentless 
ac  vist working for river conserva  on or as a tourism 
entrepreneur known for ini  a  ng innova  ve water 
adventure tourism in Nepal?

River is my passion. I want to be known as slave of the river 
and serve the river. I want to serve the nature. I work on my 
lively hood through the nature, through the river.

How did you fell in love with rivers of Nepal and with the 
water related adventure ac  vi  es?

I was born on Syanga, Waling. I was born at the bank of 
river Aadhikhola. Since my school days I have been the 
wanderer around the river. While going to work in the 
farm, while going to School, I used to cross the river, this is 
how I got connected to the river since my childhood. When 
I came to Kathmandu for further study, most of my friends 
were working on tourism sector and some of them were 
river guides too. They invited me for a ra  ing trip. That 
was the moment I realized that this is the job I was made 
for. A  er comple  on of my studies I applied for the job & 
I became a trainee river guide in 1985 and since then river 

Mr. Megh Ale
President, Nepal River Conserva  on Trust
& Managing Director, Broderlands Group
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became my passion and career & in 1991, I established 
my own company. 
When you look at the river, it is the living entertainment, 
when you look at the river, it is the art of earth, when 
you look at the river it is the source of civiliza  on. When 
the river dies human civiliza  on will cease to con  nue. 
This is what I think and that is why I started ac  vism for 
river conserva  on. We should take care of rivers for our 
future genera  on as well.

Are you sa  sfi ed with the development of water related 
adventure ac  vi  es in Nepal? What are the areas we 
have done good in? What are the areas we could have 
done be  er?

Actually, I am not sa  sfi ed with the development of 
water related adventure ac  vi  es in Nepal. The way the 
rivers are managed in our country is very unfortunate. 
Our country is very rich in natural resources but those 
resources are poorly managed by our policy makers and 
the same is with river. There are no long-term plans 
and policies developed for our rivers. People only think 
of energy genera  on from river. They only think of 
money. Some of the best rivers for adventure tourism 
like ra  ing, kayaking etc. are being destroyed. Let’s take 
an example of Bhotekoshi. It is the world class river and 
considered as the 7th best river in the world for white 
water ra  ing. It is being destroyed for the sake of 27 MW 
of energy. If we could develop proper plans and policies 
regarding rivers in Nepal, the world class Bhotekoshi, the 
world class Marsyangdi and beau  ful Trishuli could be 
important world heritages. It is disheartening to see our 
rivers being poorly managed.
We need a good river legisla  on to manage our rivers 
properly. The principle of sustainability should be taken 
into considera  on while making river policies. The way 
we are carrying out developmental ac  vi  es is not 
sustainable. The rivers should be iden  fi ed based on the 
best purpose they are suited for and policies should be 
developed accordingly.

Do you think Nepalese tourism entrepreneurs are 
coming up with new innova  ve tourism products? Are 
they aware about the innova  on in tourism products 
across the globe and are commi  ed to adopt those 
changes accordingly?

Well, our young genera  on is very smart. Everyone 
is connected with smart phones and they can make 
changes. I have big hope on our next genera  on. We 
must not forget our reali  es, culture and nature. They 
can be off ered as tourism product blended with modern 
facili  es. I hope next genera  on can make changes 
through innova  on in tourism.

You are also ac  vely involved in training and mentoring 
of new genera  on of river guides, what are the major 
lessons you emphasize on? What is the a   tude of the 
new genera  on regarding the water related tourism 
ac  vi  es in Nepal? 

Most of the river guides I met are school dropouts. First 
and foremost, the level of their understanding should 
be enhanced. At least river guides should be high school 
graduates. If we are looking for quality workforce we 
need to really emphasize on quality educa  on.  For the 
river guides, the training course should be 30% theory 
based and 70% prac  cal based. River guides should be 
well trained as they are the ambassador of the country. 
They are also the mediator between the local community 
and visitors. They are also the river conserva  onist. We 
need to work on more trainings to mentor them. I really 
like a   tude of young genera  on regarding the water 
related tourism ac  vi  es in Nepal. I love to mentor and 
train them. I really enjoy to be among young genera  on. 
Young genera  on is taking this profession very seriously.

You have also trained people in diff erent parts of the 
world in Austria, Switzerland, Turkey and the U.S. What 
kind of diff erence you fi nd in instruc  ng in Nepal and 
outside Nepal?

People from Austria, Switzerland, Turkey and the U.S 
knew tourism from very beginning and they have lot 
of facili  es and resources at their disposal. In case of 
Nepal, people have lot of enthusiasm but due to lack of 
facili  es and resources they cannot learn more. In some 
cases, our people take the tourism for granted as we 
have lot to off er.  In case of the men  oned countries, 
they have li  le to off er but they do be  er. So it makes 
diff erence. We should not take tourism as granted. We 
should make tourism as means of improving livelihood.

What sugges  ons you want to provide to NATHM for 
development of tourism in Nepal?

Adventure tourism is backbone of tourism in Nepal. 
NATHM is the pioneer ins  tu  on for Hotel and Tourism 
training and educa  on. Nepal needs more adventure 
based and conserva  on-based educa  on so as to bring 
top leaders in the fi eld of adventure tourism. Since the 
backbone of Nepalese tourism is adventure tourism, I 
think we should focus on human resources prepara  on 
for the adventure tourism as well. We need adventure 
tourism educa  on in bachelor level in order to provide 
be  er services to clients. NATHM is doing great job in 
context of tourism. NATHM should con  nue its own 
policy as well as add new curriculum regarding adventure 
tourism.

Interviewed by : Ruby Karki and Muna Aryal
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A Scenario of Human 
Resources in Tourism: NATHM 
Perspective
Introduc  on
In recent years, Government of Nepal has priori  zed tourism as one of the poten  al sectors 
for the sustainable economic ac  vi  es and growth of the country’s economy. Needless to 
say, tourism has made a signifi cant contribu  on to Nepal’s overall GDP and it has equally 
generated employment opportuni  es. In addi  on to this, tourism ac  vi  es are spreading 
towards rural areas over the period of a decade. It is indeed good to say that the tourism 
policy has also envisaged in iden  fying and developing new poten  al places of tourism 
par  cularly in rural areas, thereby promo  ng the economic benefi ts to local people. In line 
with government policy, the Ministry of Culture and Civil Avia  on (MoCTCA) has brought 
out its scheduled tourism development and promo  onal ac  vi  es throughout the year 
and the years ahead. In the mean  me, the government has planned to bring at least two 
million tourists in the coming years, par  cularly in 2020 A.D and beyond.

Role Played by NATHM in four decades
As regards the role of Nepal academy of Tourism & Hotel Management (NATHM) over 
the period of four decades since its establishment in 1972 A.D, we can note two dis  nct 
roles in the area of human resources development in the country. It has played its roles as 
both HMTTC (Hotel Management and Tourism Training Center) and NATHM. As HMTTC, 
it carried out a large number of basic hotel and tourism related training such as Front 
Offi  ce, Cook, Waiter, Trekking Guide, Housekeeping etc both at the centre and outside 
Kathmandu in various districts. It signifi cantly contributed a lot during those days when 
tourism and hospitality educa  on was not considered academic. Later the then HMTTC 
got transformed into NATHM with the introduc  on of academic programs like Bachelor 
of Hotel Management (BHM) and Bachelor of Travel and Tourism Management (BTTM) 
in the years 1999 AD and 2003 AD respec  vely. Needless to say, the introduc  on of BHM 
& BTTM courses gave a new dimension in the fi eld of Tourism & Hospitality educa  on in 
Nepal. The students who graduated from these programs have contributed to meet the 
academically qualifi ed workforce required in tourism & hospitality industry as a whole.

NATHM and Human Resources Scenario
It is noteworthy to say that how NATHM has contributed its role in the produc  on of 
skilled human resources in four decades and its ability to train in case of massive growth 
in tourist arrival. A thorough study and research is therefore needed to confi rm in advance 

Ajay Kumar Dhakal *
Deputy Head of Department
Travel & Research, NATHM

* Author teaches related to communica  on and english language in BHM, BTTM and other training program of NATHM. 

Being a responsible 
government owned 
institution; NATHM 
has  undoubtedly 
done its job so far. 
NATHM s  ll needs to 
do a lot in the areas of 
surveys, fi eld studies 
and researches apart 
from core teaching 
and training
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regarding the availability of total number of trained human 
resources in the market. Although, it has produced human 
resources in thousands over the period of four decades, 
yet it is diffi  cult to ascertain how many of them are s  ll 
retained and le   or changed profession. Apart from this, 
there are thousands others working in various job markets 
trained by other tourism & hospitality related ins  tu  ons. 
Being a pioneer government ins  tu  on, NATHM bears the 
responsibility to fi gure out and predict the ground reality 
of availability of trained workforce and its capacity to hold 
the increasing numbers of tourists. The scenario reveals 
that tourism is not just a ma  er of products, a  rac  ons and 
infrastructure; it is equally a ma  er of services and human 
resources. It is therefore necessary to maintain reciprocal 
balance between the number of tourists and the number 
of human resources in the country. Keeping this fact in the 
mind, NATHM has been conduc  ng its regular scheduled 
programs as well as addi  onal training programs upon 
request by various organiza  ons throughout the year. The 
training programs include small hotels & lodge management, 
home stay, river guide etc. In recent years, the trends in 
tourism and hospitality sectors have also changed and 
NATHM is developing newer kinds of training which are both 
innova  ve and adventurous in nature.

Human Resources in Rural Areas
A lot of eff ort is needed to concentrate its ac  vi  es in rural 
areas since the tourism policy of the government has clearly 
envisaged in diversifying and decentralizing tourism ac  vi  es 
in the country. Nepal’s rural tourism ac  vi  es are s  ll confi ned 
to some places. However certain newer tourist des  na  ons 
like Khaptad region Kalinchwok, Halesi Mahadev, Ghalegaon 
etc are emerging in recent years. Interes  ngly, the concept of 
home stay is spreading over Nepalese villages most recently. 
In order to ensure quality services to guests, NATHM has 
reached out to remote villages to train locals in associa  on 
with many partners and stakeholders.

Conclusion
Being a responsible government owned ins  tu  on; NATHM 
has undoubtedly done its job so far. NATHM s  ll needs to do 
a lot in the areas of surveys, fi eld studies and researches apart 
from core teaching and training. Thus, NATHM should fi rmly 
establish itself as an umbrella organiza  on in human resources 
development sector so as to promote country’s tourism.
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Personal Quality and 
Emotional Intelligence : The 
Key Employability Skills for 
Hospitality Professionals 

Introduc  on
Hospitality professional are product of voca  onal educa  on. They should have the 
knowledge and skills of basic hospitality professionalism It includes personal hygiene, 
grooming, knowledge of prac  cal skills, etc. Besides that, the modern human resource 
management requires hospitality professionals with right knowledge at the right place. 
It means the personnel who are self-mo  vated, self-disciplined, self-regulated, self-
aware and empathe  c are needed for hospitality business. Certain persons are equipped 
with these needed skills. Likewise, they also require personal quali  es such as honesty, 
mannerism, fl exibility and ability to work in team.  

Personal Quality   
Personal quality of hospitality professionals also play vital role for employability. Honesty, 
politeness, good manner, fl exibility, ability to work with others, loyalty to organiza  on, 
eyes for details, posi  ve a   tude toward the job, passion etc are personal quali  es 
of every professionals which are vary person to person but equally important for 
employability. Since the late twen  eth century, the interest in the employability and 
the emo  onal intelligence plays an essen  al role in academic and professional success. 
One of the basis objec  ves of the implementa  on of European Higher Educa  on Area 
(EHEA) is the learning ability to achieve the employability on the basis of quality higher 
educa  on (Navas, 2015).  

Emo  onal Intelligence 
The emo  onal intelligence is a concept increasingly appreciated having an infl uence on the 
learning process of students, improving their ability to teamwork and leadership, which allows 
be  er interpersonal communica  on and have a strong impact on life subsequent work. The 
emo  onal intelligence is also the ability to recognize, understand, and manage emo  ons 
and behavior eff ec  vely and to act wisely in human rela  ons. In addi  on, the emo  onal 
intelligence as an educa  onal strategy promotes learning as a process of understanding, 
innova  on, interac  on, recrea  on, systema  za  on and transfer of knowledge for a be  er 
confronta  on against the daily challenges and confl icts at all levels of life.
As per Sumanasiri,Yajid & Kha  bi (2015)  emo  onal intelligence summarizes decades of 
research done on broad range of areas such as “character”, “personality”, “so   skills” 
and “competence” into a more precise understanding . Since emo  onal intelligence 
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is neither gene  cally innate nor developed automa  cally 
during early childhood, it appears to be something people 
can learn and acquire from university degree programs and 
also considered a vital aspect of any employability model 
(Pool & Sewell, 2007). The term emo  onal intelligence has 
been defi ned as the manner in which individuals perceive 
process, manage and u  lize informa  on that is related to 
their emo  ons. Since individuals with higher emo  onal 
intelligence understand others feelings well and are in 
a be  er posi  on to u  lize group dynamics in achieving 
organiza  onal goals. 
Louie (2014) defines essential elements of emotional 
intelligence and explana  ons on how graduates can foster 
these abili  es in themselves. 
Self-awareness:  It is the ability to recognize and comprehend 
one's emotions, motivations and changing moods, as well 
as the effect that one's emotions have on other people. 
Cultivating self-awareness can often begin with simply taking 
stock of how you feel and act throughout the day and also 
asking themselves how they actions and moods correspond 
to other people's reactions to them.
Self-regula  on: It is the ability to control and in some cases 
even productively channel negative and or disruptive 
emotions and impulses. Self-regulation also necessitates 
thinking before acting and making a habit of suspending 
judgment on others in order to fairly evaluate the people 
and situations one encounters daily.
Self Mo  va  on: It is defi ned as the drive to work for reasons 
that transcend money or status. True mo  va  on comes 
from a desire for wholly internal rewards, such as fulfi llment 
from learning, pursuing a genuine interest or from posi  vely 
impac  ng other people around them.
Empathy: It is simply the ability to understand the emo  ons, 
moods and disposi  ons of other people and to tailor one's 
ac  ons so as to op  mize interac  ons with diff erent individuals.
Social skill: It is the ability to build and maintain social 
networks and strong individual rela  onships with others. 
This o  en entails having some of the other skills outlined 
above, such as empathy and self-regula  on.
Halsell , Blum & Huff man (2008) suggested that the hospitality 
professional should also have three dimensions of emo  onal 
intelligence such as self awareness, self management and social 
awareness. Self-awareness is recognizing and understanding 
one’s own emo  ons; using them to guide behavior; accep  ng 
one’s strengths, weaknesses, and competencies; and 
possessing the self-confi dence to succeed. They recommended 
the dimension of self-awareness is further divided into three 
categories: emo  onal accurate self-assessment, self effi  cacy 
and self-confidence. The professional who are aware of 
why they are experiencing emo  onal responses and what is 
causing the emo  ons are be  er able to self-manage these 
emo  ons because they can iden  fy them. Likewise, guests 
and employees expect successful managers to adjust to the 
needs of the individuals involved in the situa  on at hand. While 
dealing with dissa  sfi ed employees or guests, a manager must 
accurately assess the situa  on without internalizing nega  ve 

comments. A manager is also required to maintain emo  onal 
control while defusing the situa  on. Determining the best 
course of ac  on without allowing setbacks to alter their course 
is essen  al. The ability to exercise this appropriate control is 
the self management component of emo  onal intelligence. 
The subcategories of self-management are self-control, 
trustworthiness, conscien  ousness, adaptability, achievement 
orienta  on, and ini  a  ve. 
The social awareness dimension of emotional intelligence 
includes empathy, organizational awareness, and service 
orienta  on. Empathy is being aware of others feelings and needs, 
as well as being able to see things from others perspec  ves. 
They found the restaurant manager’s ability to iden  fy with their 
place of work, the team within the outlet, its role in the local 
community and possibly the brand itself are important factors 
in delivering good performance. These fi ndings summarize the 
importance of the dimension of social awareness.
Researchers Halsell, Blum & Huff man (2008) indicated that 
emo  onal intelligence increases with age and maturity. 
Since all areas of hospitality require managers to interact 
with internal as well external customers. The research 
was conducted on emo  onal intelligence in the hospitality 
industry. It was designed to inves  gate the rela  onship 
between specific socio-demographic variables and the 
emotional intelligence levels of hospitality industry 
professionals. Although few signifi cant diff erences were 
found between the groups, the professionals in this study 
possess above average levels of emo  onal intelligence, 
which may be indica  ve of their achievement and longevity 
in a service based industry. 

Conclusion 
Hospitality business comprises of technical and func  onal 
services. Func  onal services require more loyal personnel 
to serve the guests. It is a kind of intangible service where 
guests can just feel and experience the services provided 
by the industry. It cannot be objec  vely measured. This 
industry requires self-mo  vated, self-aware, self-regulated, 
honest, passionate and empathe  c employees. Posi  ve 
employees are equipped with qualities like politeness  
fl exibility. Posi  vity is the most important a  ribute required 
for hospitality professionals. 
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The Impacts of Tourism
Introduc  on
The long-term sustainability of tourism rests on the ability of community leaders and 
tourism professionals to maximize its benefi ts and minimize its costs. This fact sheet 
tabulates 87 tourism impacts within seven categories and divides the sources of tourism 
impacts into tourist-based causes and destination-based causes. This information, 
which was dis  lled from recent tourism research, provides a framework for discussions, 
direc  ons, and development regarding tourism. For decades tourism industry growth 
has been a major contributor to increase economic ac  vity throughout the world. It has 
created jobs in both large and small communi  es and is a major industry in many places. 
Most people think of tourism in terms of economic impacts, jobs, and taxes.  

The impacts of tourism can be sorted into seven general categories:

1. Economic

2. Environmental

3. Social and cultural

4. Crowding and conges  on

5. Services

6. Taxes

7. Community a   tude

Each category includes posi  ve and nega  ve impacts. Not all impacts are applicable to 
every community because condi  ons or resources diff er. Community and tourism leaders 
must balance an array of impacts that may either improve or nega  vely aff ect communi  es 
and their residents. Tourism leaders must also balance the opportuni  es and concerns 
of all community sectors. 

Tourism Impacts
A goal of developing the tourism industry in a community is maximizing selected posi  ve 
impacts while minimizing poten  al nega  ve impacts. First, it is essen  al to iden  fy 
the possible impacts. Tourism researchers have iden  fi ed a large number of impacts.  
Understanding that tourism development may result in many and complex impacts 
suggests that local elected offi  cials, the tourism industry, and community residents need 
to work coopera  vely and carefully to plan for its growth and development. 

Economic
Tourism increases employment opportunities. Additional jobs, ranging from low-
wage entry-level to high-paying professional posi  ons in management and technical 
fi elds, generate income and raise standards of living. Par  cularly in rural areas, the 
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diversifi ca  on created by tourism helps communi  es that 
are possibly dependent on only one industry. As tourism 
grows, addi  onal opportuni  es are created for investment, 
development, and infrastructure spending. Likewise, tourism 
encourages improvements in transport infrastructure 
resul  ng in upgraded roads, airports, public transporta  on. 
When considering the economic impacts of tourism, it 
is essen  al to understand that tourism businesses o  en 

include a signifi cant number of low-paying jobs, o  en at 
minimum wage or less. The table below show both posi  ve 
and nega  ve impact of economic aspect.

Environmental
Areas with high-value natural resources, like oceans, lakes, 
waterfalls, mountains, unique fl ora and fauna, and great 
scenic beauty a  ract tourists and new residents who seek 
emo  onal and spiritual connec  ons with nature. Because 
these people value nature, selected natural environments 
are preserved, protected, and kept from further ecological 
decline. Tourism is generally considered a "clean" industry, 
one that  is  based  on  hotels,  restaurants,  shops  and 
a  rac  ons, instead of factories. Tourism can also degrade 
an environment. Visitors generate waste and pollu  on. 
Natural resource a  rac  ons can be  jeopardized through  
improper  uses  or  overuse. Providing tourist without 

forethought, natural landscape and open space can be lost. 
The destruc  on or loss of fl ora and fauna can happen when 
desirable plants and animals are uncontrolled visita  on or 
overuse by visitors can degrade landscapes, historic sites.

Social and Cultural
The social and cultural ramifi ca  ons of tourism warrant 
careful consideration, as impacts can either become 
assets or detriments to communi  es and the collec  ve 
community might try to please tourists or adopt tourist 
behaviors. Interac  ons between residents and tourists can 
impact crea  ve expression by providing new opportuni  es. 
Increased tourism can push a community to adopt a diff erent 
moral conduct such as improved understanding between 
sexes (posi  ve) or increased illicit drug use (nega  ve). Safety 
and health facili  es and staffi  ng tend to increase at the same 
 me safety problems such as crime and accidents increase..

Tourism can improve the quality of life in an area by increasing 
the number of a  rac  ons, recrea  onal opportuni  es, and 
services. Tourism off ers resident’s opportuni  es to meet 
interes  ng people, make friendships, learn about the world, 

and expose themselves to new perspec  ves. Experiencing 
diff erent cultural prac  ces enriches experiences, broadens 
horizons, and increases insight and apprecia  on for diff erent 
approaches to living. Increased underage drinking can 
become a problem especially in beach communi  es, areas 
with fes  vals involving alcohol, and ski villages.

CROEDING AND CONGESTION

Posi  ve Impacts are:-   
• Minimizes sprawl
• Concentrates tourist facili  es
• Old buildings reused for tourism

Nega  ve Impacts:-
• Conges  on including interference with other business.
• Overcrowding-exceeding area capacity
• Confl ict
• Overpowering building size and style.

SERVICES

Posi  ve Impacts are:-
• Increases availability of recreation facilities and 

opportuni  es.
• Be  er standard of services by shops, restaurants, and 

other commerce.
• Improves quality of fi re protec  on.
• Improve quality of police protec  on.
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TAXES

Posi  ve Impacts:-
• Addi  onal state and local sales tax revenue.
• Lodging tax revenue to city (or state)

Nega  ve Impacts:-
• Increases properly taxes

Community A   tude
Visitor interest and sa  sfac  on in the community is a source 
of local pride. Seeing visitor interest makes local residents 
more apprecia  ve of local resources that are o  en taken 
for granted. As tourism develops, local residents will enjoy 
more facili  es and a greater range of choices. Tourism 
ac  vi  es and events tend to make living in a place more 
interes  ng and exci  ng. However, tension between residents 
and tourists can occur. People will o  en feel stressed over 
the new, increasingly hec  c community and personal pace 
of life. They may claim the result is no be  er than before 
or perhaps even worse. They may feel a loss of control 
over the community's future as "outsiders" take over 
establishments and new development. Over-dependence 
on non-local developers and an infl ux of outside businesses 
creates a sense that the community is being manipulated 
and exploited by outsiders for the sole benefi t of  those 
developers or business people.

Sources of Impacts
Knowing the nature of tourism impacts won’t automa  cally 
lead to solu  ons. It is equally important to iden  fy the 
sources of these impacts (see table below) and how they 
influence interactions between tourists and residents, 
the host community, and the environment. Researchers 
generally divide these impact sources into two groups: 

tourist factors and des  na  on factors. Tourist factors are 
those which tourists bring to the des  na  on and include 
such elements as demographic characteristics, social 
diff erences, and numbers of visitors. Des  na  on factors are 
those that are part of the des  na  on itself, such as travel 
linkage and circula  on, local acceptance of tourism, and 
local vitality and leadership.

Tourist Factors
Number and type of visitors
• Numbers: small numbers of tourists are o  en rela  vely 

unobtrusive and may be a curiosity or an interes  ng 
diversion for community residents. As visitor numbers 
increase and they become commonplace, locals may 
ignore them. When the number of visitors reaches a point 
that residents feel a sense of displacement, obstruc  on, 
loss of community, or safety threat, resentment and 
resistance may results.

• Demographics: family status, age, educa  on, profession, 
etc., infl uence the ac  ons and ac  vi  es of tourists and 
their local visibility. 

• Transporta  on: private vehicle or rental car, bus, train, 
air, or passenger ship dictates tourists' movements, 
infl uences whether choices are pre-selected, and aff ects 
the ease of reaching a  rac  ons and services.

Length of stay
• Day trips have less economic impact.
• Short (2-5 day) stays in a community maximize per-day 

economic impact for regional driving des  na  ons, i.e., 
tourist spending is maximized, but the pace can be hec  c.

• Tourists who stay longer have wider range of needs and 
may spread the direct economic impact more broadly in 
the community. Seasonal visitors (1-6 months) may take 
more interest in non-tourism community ma  ers.

• Annual events can create a large economic impact in a 
short period.

Mass arrivals and departures
• How and when people arrive (passenger ship, opening of 

fes  val) and depart infl uences traffi  c conges  on and the 
availability of a  rac  ons and services to tourists. 

• Smaller lodgings and restaurants can’t accommodate 
large groups.

• Transporta  on op  ons and availability may limit the 
choice of a  rac  ons and services.

Conclusion
Direc  ng tourism growth toward local needs, interests, 
and limits can greatly enhance tourism’s value to the 
community and help create a sustainable industry. Many 
small communities have the skills and resources for 
successful tourism development. Crea  ng a local tourism 
industry is not a daun  ng task, but making tourism really 
"fi t" the community requires work. Crea  ng a successful and 
sustainable tourism industry is like crea  ng any successful 
and sustainable economic ac  vity
• It takes vision, planning, and work.
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Issues and Challenges of 
Tourism Higher Education in 
Nepal
Introduc  on
Access to higher educa  on can improve the economic outcomes of ci  zens and determine 
the prospects of future genera  ons, especially in developing countries. However, achieving 
these goals is complicated. It is a general concep  on that teachers are perhaps the most 
important determinant of higher educa  on quality, but when it comes to providing quality 
educa  on and maintaining teaching and learning environment, several factors play pivotal 
roles. Although much of socio-economic and poli  cal discourses in the country voice the 
signifi cance of higher educa  on, in reality, owing to several challenges, its importance has 
yet to be realized in Nepal.Higher educa  on in Nepal evolved a  er the establishment of 
Trichandra College, the fi rst higher educa  on ins  tu  on (HEI), in 1918. In 1959, Tribhuvan 
University was established, which not only became the fi rst public university in Nepal but 
also the one that started providing academic programs in tourism and hospitality, later. 
Since then, the number of HEIs in Nepal has grown considerably. Currently, there are eleven 
universi  es in Nepal, out of which, more than four universi  es and a very large number of 
campuses and affi  liated colleges under the umbrella of those universi  es providetourism 
and hospitality higher educa  on in Nepal. However, quan  ta  ve expansion of educa  on 
without giving proper considera  on to several issues including quality of teaching, learning, 
resources, issues of accessibility and equity among others, has deteriorated and stained 
the quality of tourism higher educa  on in Nepal.This paper explores macro and micro 
levels issues and challenges of higher educa  on focusing on tourism in Nepal.

Macro-level issues and challenges
On the macro-level, the biggest challenge lies in the task of transforming universi  es and 
colleges into student-centric research and teaching/learning centres availed with ample 
resources supported by hi-tech gears unlike the tradi  onal 'chalk and talk' lecture-notes 
transcribing one-way venues. It is bi  er veracity that Nepalese HEIs lack a concrete plan or 
set of rules for teaching evalua  on or teaching eff ec  veness. Lack of physical, educa  onal 
and other facili  es and the mismanagement of available resources have made teachers less 
mo  vated to do research works in tourism. University teachers hardly get opportuni  es 
for training, orienta  on, and research opportuni  es to update their knowledge and 
merely follow the tradi  onal method of teaching. Consequently, it is inevitable to avoid 
the mismatch between the job and the skills gained by the tourism higher educa  on 
graduates, and therefore, a vital shi   in educa  on to produce job creators rather than 
job seekers is necessary.
Furthermore, most HEIs that provide tourism educa  on in Nepal, par  cularly at the 
university level, suff er from extensive poli  ciza  on. Student unrest has become rou  ne 
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events in most universi  es in general, not only because the 
condi  on of higher educa  on in universi  es and campuses 
is not sa  sfactory in their eyes, but also because the student 
unions are highly infl uenced by their affi  liated poli  cal 
par  es. In Nepal, most students get involved in poli  cal 
ac  vi  es which consequently infl uence their a   tude toward 
socio-economic and poli  cal issues, rather than maintaining 
teaching and learning environment. Almost every poli  cal 
party in Nepal has a student wing as its sister organiza  on, 
and students' organiza  ons are o  en used by the par  es for 
poli  cal mo  ves. Even teachers' associa  ons are poli  cized 
and divided into party lines in most universi  es. Teachers’ 
and offi  cials’ appointment is infl uenced by poli  cs and in 
every poli  cal event, schools and colleges are badly aff ected. 
Despite all poli  cal changes and educa  onal reforms, Nepal 
s  ll lacks a scien  fi c higher educa  on policy owing to which 
country’s higher educa  on, including tourism, is confron  ng 
severe challenges.
The policymakers in Nepal, belatedly, have begun to realize 
that much of the problems in higher educa  on are due 
to policy loopholes, poor implementa  on of policies and 
programs, ineffective administration/governance and 
political influence. In an attempt to increase quality in 
Nepal’s rapidly expanding higher educa  on environment, the 
University Grant Commission in 2007, therefore, established 
a Quality Assurance and Accredita  on Commi  ee (QAAC) 
tasked with the accredita  on of academic ins  tu  ons and 
programs.Accredita  on by the QAAC is, however, voluntary, 
and as a result, remains insignifi cant in Nepal as only 19 
HEIs held accreditation by 2018, with no par  cipa  on from 
the HEIs that provide tourism educa  on. Furthermore, 
social, cultural, economic and poli  cal factors, are o  en 
ignored, despite they are as signifi cant as any of the purely 
technical factors in the formula  on and implementa  on of 
administra  ve policy.

Micro-level issues and challenges
On the micro-level, quan  ty control, maintenance of equity 
and quality of educa  on, including emo  onal integra  on of 
students, administra  ve reform, and faculty and curriculum 
development have been considered as the major challenges. 
The major problem related to quality control comes from 
the quan  ta  ve expansion of student enrollments at the 
HEIs that provide tourism education. The quantitative 
expansion is evident not only because tourism is considered 
as one of the key drivers of the economy in Nepal, but also 
due to the increasing aspira  on of the people and social, 
economic, and poli  cal forces that have been infl uencing the 
development of tourism higher educa  on. Because of the 
uncontrolled student enrollment at the HEIs and inability of 
the HEIs to provide adequate human, physical technical and 
other resources required for the development of tourism 
industry,the quality of educa  on has been severely aff ected. 
The current size of the present faculty is also very small 
according to the general interna  onal standard in most 
HEIs. Since the teacher/student ra  o is very small even 
according to many third world countries' standards, this 
has further nega  vely aff ected the quality of educa  on at 

the campuses that provide tourism educa  on. On top of 
this,many present faculty members teach courses that are 
not their specializa  on as most of HEI educators are just 
master's degree holders with li  le or no prac  cal knowledge 
in tourism.There is no surprise that many of those teachers 
are also appointed by personal and poli  cal infl uences. 
Not only the salary, fi nancial rewards, and benefi ts for the 
faculty are very low according to the rising cost of living 
in Nepal, there is no real plan or set of rules for teaching 
evalua  on or teaching eff ec  veness in tourism HEIs. HEIs 
in Nepal are also not in a posi  on to make a  mely revision 
of salaries and improvement of the curriculum because of 
the lack of fi nancial, human and material resources. It is 
one of the reasons why many teachers are involved in other 
colleges beyond their mother ins  tu  on and have li  le  me 
to spare for their mother ins  tu  on.As a result, the courses 
and curricula are not designed following the standard of 
higher educa  on. It is seen that so many important and 
modern courses required for tourism higher educa  on are 
not taught at all. The curricula are not wri  en in detail and 
are le   to the teachers’ likes, dislikes, interests or experience. 
Generally speaking, there are not enough well-equipped 
faculty and administra  on offi  ces, and classrooms for the 
growing student body and faculty members in HEIs that 
provide tourism educa  on.
The growing numbers of colleges and universi  es have 
provided access to higher education in tourism to the 
Nepalese but the enrolments of students’ viz. female 
and backward group students, has been relatively 
modest. Although inclusion has been a popular poli  cal 
slogan, social exclusion is prevalent in various forms in 
Nepalese educational institutions and socially excluded 
people have been reported easy vic  ms ofdiscrimina  on 
and stereotypical behaviour in many of those HEIs. As a 
result, the educa  on system in Nepal has not been able 
to play an eff ec  ve role in strengthening the emo  onal 
integra  on of students, impar  ng knowledge and develop 
all aspects of a student’s personality suitable for the tourism 
industry. There has been a clear lack of eff ort in broadening 
the outlook, fostering the feeling of oneness, na  onalism, 
a spirit of sacrifi ce, and tolerance to narrow group interests 
into the largest interest of the people and society which are 
fundamentals to the development of tourism in a country.

Conclusion
Despite several challenges, there is a clear lack of studies 
that systema  cally examine the nature of challenges and 
how they have evolved in the tourism HEIs in Nepal. The 
informa  on about challenges, their reasons and eff ects 
are mostly drawn from newspaper ar  cles, online blogs or 
media interviews. Furthermore, informa  on obtained from 
such sca  ered sources is also sca  ered, fragmented and 
lacks a clear coherence that provides a holis  c picture of the 
challenges faced by higher educa  on in Nepal. This situa  on, 
on the one hand, has caused the formula  on of ineffi  cient 
policies related to HEI development that provide tourism 
educa  on, and on the other, has provided an opportunity 
for researchers and scholars to conduct an in-depth analysis 
of the exis  ng challenges of higher educa  on focusing on 
tourism in Nepal.
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Star Rating of Hotel Industry 
‘A Quality Assurance System’
In This digital era when every prospect consumer (guest) of hotel are connected with the 
ocean of informa  on regarding hotel classifi ca  on with symbols like stars or diamonds 
with their own quality marking system, which may not be the same as classifi ca  on 
criteria done by the public authority or private authori  es done by the country where 
these hotels are located.

So, what does it mean to be a 3, 4 or 5-star hotel? How are these signs interpreted by 
consumers? And especially, can we reach a common understanding of these signs from 
an interna  onal point of view?

To start with, let us briefl y describe the complexity of hotel quality programs, which 
is infl uenced by the diverseness of the hotel sector in terms of supply and demand 
(Kotler et al., 2010). We can actually fi nd many programs, classifi ca  ons and seals of 
quality promoted by public authori  es and private companies that may create confusion 
regarding consumer percep  on of hotel quality. Diff erent countries and regions can choose 
diff erent approaches depending on the features of the classifi ca  on system (number 
of levels, symbol used, etc.) and the nature of the program (public, private). Moreover, 
new electronic distribu  on channels and their ra  ngs have become a new way to gather 
informa  on about a hotel and its quality. 

One method of evalua  ng hotel quality is the crea  on of a ranking based on specifi c criteria 
and on the assignment of a symbol that cer  fi es a quality category. The symbol and the 
scale used can vary from one country to another but the most commonly used are the 
star and the diamond, with a scale of 1 to 5. This kind of hotel quality classifi ca  on is the 
main topic and will be analyzed in depth in the following paragraphs.

We can fi nd other associa  ons that use a ranking system which assigns symbols to assure 
quality. For example, travel guides usually give customers informa  on about the price and 
other general hotel features. The Forbes Travel Guide in the United States, for example, 
evaluates hotels using a star classifi ca  on system. More than 550 criteria are verifi ed by 
a mystery inspector who assigns a number of stars from 1 to 5. In Italy, the Touring Club 
Italiano, an associa  on aimed at promo  ng and developing tourism, assigns stars to hotels 
on the basis of a 6category scheme (from the “no star” level to the 5-star luxury level). 

Another way to determine a hotel’s level of quality is to verify if the organiza  on has received 
a quality award such as the Malcolm Baldrige Na  onal Quality Award (MBNQA), the Six 
Sigma Award in the United States, or the European Founda  onfor Quality Management 
Award (EFQM) in Europe, adopted also in Italy with the name of PremioOspitalitàItaliana. 
These programs are based on the Total Quality Management (TQM) approach and the 
main objec  ves are to reach excellence within a specifi c sector and to increase customer 

Shivendra Mallik*
Chief Instructor

Food & Beverage, NATHM

* The author is associated with NATHM since more than two decades and teaches the subjects related to food services to 
BHM and MHM students.
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sa  sfac  on (Zhu and Scheuermann, 1999; Fisher et al., 
2001; Kujala and Lillrank, 2004; Williams and Buswell, 
2003). However, these awards are not so developed in the 
hospitality industry (Soriano, 1999). 

We also fi nd quality cer  fi ca  ons based on the adop  on 
of the ISO 9000 standards introduced by the Interna  onal 
Organiza  on for Standardiza  on (ISO) in 1987. A model of 
quality assurance is proposed to ra  onalize quality issues 
in contractual business-to-business rela  ons, and establish 
a quality system (Barnes, 1998; Conti, 1999; Zhu and 
Scheuermann, 1999; Tsekouras et al., 2002; van der Wiele, 
2002; van der Wiele et al., 2006). 

Moreover, we can consider hotel branding an important 
element that communicates a certain level of quality to 
the customer, create value and guest loyalty (O’Neill and 
Ma   la, 2010). Even if today brand is not yet one of the 
most considered attribute in the customer purchasing 
process (Akan, 1995; Callan and Bowman, 2000; Yesawich, 
Pepperdine, Brown & Russel, 2004), the situa  on is changing 
due to the development of leading brands compe   on 
in the same loca  on. This phenomenon will increase the 
importance and influence of brands on the travellers 
purchasing behaviour (Deloi  e, 2006; O’Cass and Grace, 
2004). Hotel chains, small hotel groups and hotel associa  ons 
develop their brands based on quality management systems 
studied specifi cally for the organiza  on. Quality standards, 
service procedures for the staff  and inspec  on procedures 
are defi ned in order to off er the same level of service in 
diff erent hotel loca  ons, thereby achieving a higher level 
of customer sa  sfac  on. Examples of such hotel chains 
include Hilton, Holiday Inn, Novotel but we can also fi nd 
groups that develop brands that are not linked to a specifi c 
hotel chain but ensure the level of quality. One example is 
Leading Hotels of the World, a seal of quality for single-unit 
hotels and for proper  es belonging to hotel groups such as 
Fairmont, Kempinski, Baglioni, etc. 

Lastly, a large number of travel websites, especially new 
electronic distribu  on channels, propose ra  ngs. Some  mes 
they simply quote the official rating of the country or 
organiza  on; in other cases, they develop their own seals 
of quality based on customer feedback. 

In such a complex situation, a hotel can be classified 
differently by various programmes at the same time. 
Therefore, there are cases in which the same hotel earns 5 
stars in one programme, but only 4 in another. This is the 
case for someRitz Carlton hotels in the United States.

In Europe, hotels are usually ranked on a scale of 1 to 5 stars, 
with fi ve stars being the highest ra  ng possible. In Australia 

and Canada, a 5-star scale is used, some  mes using half 
star-increments. In the United States, hotels are generally 
ranked on a scale of 1 to 5 stars by the Forbes Travel Guide 
while the American Automobile Associa  on (AAA) s  ll uses 
the diamond on a scale of 1 to 5. 

Star ra  ngs in Europe are determined by local government 
agencies or independent organizations, and they vary 
greatly from country to country. In some cases, there are 
na  onwide government-run systems (France, Portugal), 
other  mes the management is assigned to each Regional 
Government which has its own legisla  on (Italy, Spain); 
otherwise, they can be managed by the combined ac  on 
of private and public organizations (United Kingdom). 
Some  mes the programs are compulsory (Italy), while in 
other cases they are voluntary and managed exclusively by 
private associa  ons (Germany).  

So far, no interna  onal classifi ca  on has been adopted, even 
though several a  empts to unify the classifi ca  on system 
have been made. New research and projects are developing 
to try to create a single standard, but the diverseness of the 
hospitality sector and the large number of exis  ng programs 
for quality makes this plan very diffi  cult to put into place 
(IH&RA-WTO, 2004). 

At present, the trend is the development of plans to align 
these diff erent systems of various na  ons. An example is 
the new star ra  ng system recently endorsed by the Italian 
government (2009), which sets minimum na  onal standards 
that hotels must meet within the Italian territory. A case of 
success of this tendency is the NordicBal  c Classifi ca  on 
that consists of six northern European countries (Denmark, 
Sweden, Iceland, Estonia, Latvia and Lithuania) which all 
agree on minimumquality standards for the hotel star ra  ng 
system.

The Nepali Ra  ng System
In Nepal, Department of Tourism (DoT) under Ministry 
of Culture, Tourism and Civil Avia  on (MoCTCA) set the 
guidelines for classifi ca  on of hotels with the coordina  on 
of private and public stockholder such as Hotel Associa  on 
of Nepal (HAN) and Nepal academy of Tourism and Hotel 
Management(NATHM). Hotels has to apply for their 
classifi ca  on in the DoT, the DoT then send a expert team 
to check either they meet the guidelines or not. If the 
hotel property meet all the necessary guidelines they will 
awarded with their respec  ve ra  ng. The last amendment 
on the guidelines was done on 2013 AD and extended the 
ra  ng as Deluxe Five Star hotel also. Before it was one to 
fi ve star ra  ng only. 
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Search on Some Centers of 
Buddhism in Nepal
Nepal is a country with various supremacy respects.  Among them, Nepal is the birth 
country of Buddha.  Consequently, in Nepal, there are many Buddhist centers for learning 
and ceremonial hubs. These became one of the most important parts of Buddha's study 
and pilgrimage. In Nepal, there are numerous learning places of Buddhism in various forms 
like Bahal, Bahi, Bihar, Temples, Mahabihar, Monastery, Gumba etc. In general, Nepal has 
three categories of learning hubs in Buddhism which are called as Bajrayana, Hinayana 
and Mahayana. In Bajrayana, the ceremony takes place in Bahal, Bahi and Mahabihara. 
The Bihar is the learning place of Hinayana. In Mahayana, there are four types of schools 
named as Ngingmapa, Kagyupa, Sakyapa and Gellupa Monasteries or Gumba.  The 
ceremonial places have dis  nc  ve shapes and sizes with religious and cultural values. 
Therefore, these places have become tourist des  na  ons too. For the religious tourism 
and cultural tourism, the ceremonial places are the centers to visit. Visi  ng in these 
hubs is to get informa  on and scenic beauty too. Visi  ng in these places is not only for 
pilgrimage but also, to observe the art and architecture of exis  ng genera  on. It keeps 
an eye to tourism too. 

Obviously, Nepal Academy of Tourism and Hotel Management (NATHM) is an academy to 
produce tourism human resources and it tries to promote tourist des  na  ons too. There 
are thousands of Buddhist centers in Nepal whereas, three of them: Swoyambhunath 
temple, Bouddhanath temple and Lumbini are listed in UNESCO Cultural World Heritage 
Sites. NATHM tries to promote such hubs for touris  c ac  vi  es which are not recognized 
popularly but not the least one is in this respect. For the year 2019 AD, Travel and Research 
Department of Nepal Academy of Tourism and Hotel Management (NATHM) had given 
project work research for the 7th semester students of Bachelor of Travel and Tourism 
Management (BTTM) with the mission to research on about the anonymous unrecognized 
Buddhist learning centers. 

The students were given the tasks assigned to make fi eld work or project work as a 
research program of diff erent Buddhist ceremonial places of Nepal. Each student had to 
select separate place. The students had to fi nish all the study work within the semester. 
They tried to gather informa  on about those centers according to their limita  ons. In 
their research work, they had elaborated the introduc  on, loca  on and history of the 
corresponding centers. Although, it was the groundwork a  empt for the students, the 
students, they had men  oned the objec  ves, signifi cance, limita  ons and the review 
of literature which are the basic steps of research work. In some cases, when they did 
not fi nd the review on the topics, they had men  oned the legends told by local people. 
Presenta  on of facts and data analysis are another important parts of the fi eld work. Some 
students put the data with the help of the priest's view and their tenta  ve data. They had 
put the summary, conclusion and recommenda  ons too to give shape of research work 
within the short  me constraints and the resources.

Hiragyan Maharjan*
Chief Instructor (Computer)

* The author is associated with NATHM since last three decades.
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Hence, if someone wants to read or study about those listed Buddhist centers, these project work research copies are 
available in Library of NATHM. For the convenience, the name and loca  on of centers with the student's name are listed 
according to following.

S.N. Name of Temple Address/District Student's Name
1 Nagadesh Buddha Bihar Nagadesh Madhyapur, Thimi AABHUSHAN NEUPANE
2 Guru Lhakhang  Monastery Boudha , Kathmandu AAMNA GAUTAM
3 Druk Amitabha Monastery Kathmandu AARZOO SHRESTHA
4 Triten Norbutse Bonpo Monastery Swayambhu AASHISH DEUJA
5 Nagarmandap Srikri   Bihar Kri  pur AASHUTOSH RANA CHHETRI
6 Samayae Memorial  Buddhist Bihar Kathmandu AAYUSHMA SHRESTHA
7 Ka- Nying Shedrub Ling Monastrery Boudha , Kathmandu AIM KUMARI TAMANG
8 Vishwa Shan   Vihar Tinkune ,Kathmandu ALISHA BUDHATHOKI
9 Swambhu Maitri Ghumba Swyambhu AMIT ROUNIYAR

10 Shelkar Monastery Jorpa  , Sundartol AMOD CHAUDHARY
11 Rudravarna Maha Bihar OkuBahal, Lalitpur ANISH RAJ MAHARJAN
12 Anandaku   Bihar Swayambhu ANJESH MAHARJAN
13 Shechen Monastery Kathmandu ANJILA LIU
14 Thupchen Gonpa Mustang ANUP CHAND
15 Shakya Singha Maha Bihar Thapahity, Lalitpur ASHISH MAHARJAN
16 Shree Indravarta Varna Maha Bihar Bhaktapur BABITA TIMILSINA
17 Maha Bouddha Gumba Bharatpur BAMSHAJ POUDEL
18 Shechen Tennyi Dargyeling Monastery Boudha , Kathmandu BARSHA MALLA
19 Dhapakhel Buddha Bihar Dhapakhel BHUVAN ARYAL
20 Jagat Prakash Gumba Kathmandu BIJAYA KUMAR TAMANG
21 Tashi Samtenling Monastery Boudha BINITA PARAJULI
22 Benchen Monastery Chauni, Kathmandu BISHAL TAMANG
23 Sharminub Monastery Nagarjun Forest, Raniban BISHWAS DAHAL
24 Sulakshan kri   Bihar Chovar , kri  pur DEVINA MAHARJAN
25 Hiranyavarna Maha Bihar Kwalkhu , Lalitpur DHAN BAHADUR TAMANG
26 Samden Cholying Gumba Bhaktapur DILIP KARKI
27 Charumai Bihar Chabahil DIPA SAPKOTA
28 Lhundrup Choling Monastery Budhanikantha DIWASH GURUNG
29 Gana Maha Bihar Bhotebal, Kathmandu EDUKSON SHRESTHA
30 Shan   Stupa Pokhara EISHA GURUNG
31 Triratna Kri   Bihar Kri  pur FEMIDA BANU
32 Chilancho Stupa Kri  pur GARIMA MAHARJAN
33 Buddha Dharma Maha Bihar Sangye Choeling Swayambhu GARIMA SHRESTHA
34 Jamacho Gumba, Kathmandu Kathmandu ISHWOR BHARATI
35 Pabitra Ku   Bihar Kri  pur KEJINA MAHARJAN
36 Yellow Gumba Kathmandu KSHITIJ THAPA
37 Nenang Pawo Monastery Boudhanath KSHITIZ GHIMIRE
38 Sermathang Gumba (not as per topic) MAHESH RAJ JAISHI
39 Interna  onal Buddhist Medita  on Center Sankhamul MALA GURUNG
40 Namkha Dhyung DzongRigdin Choling Monastery, Budhanilkantha Budhanilkantha MANISHA LEPCHA
41 Rudra Varna MahaBihar Lalitpur MENIKA CHAUDHARY
42 Yaan Bahi Bhaktapur MINTU AWAL
43 Adinath Lokeswor, Chobhar~ Chobar MOSHISH MAHARJAN
44 Ngagyur Dzogchen Shri Sirgha Buddhist Ins  tue Godawari MUKESH MAHARJAN
45 Muni Bihar Inacho , Bhaktapur NABINA CHAUHAN
46 Mangal Dharmadip MahaBihar Bhaktapur NEELAM THAPA
47 Buddhist Pilgrimage Nala Gumba Nala , Kavre NEERA SUWAL
48 Nankha Kyung Dzong Rigdin Choking Monastery Humla NIBIT ADHIKARI
49 Ngagyur Nyingma Palyul Urgen Dorjee Chholing Monastery Pharping NIMA SHERPA
50 Karma Ngedon Osel Choelchorling Monastery Nagarjun NIRAJ JOSHI
51 Mehpi Gumba Balaju NISHA AMMAI
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52 Chaturbramha Maha Bihar Bhaktapur PARIS SILPAKAR
53 Tamang Sewa- Kendra Monastery Boudha , Kathmandu PASANG DHUNDUP TAMANG
54 Sangye Chhoeling Monastery Swyombhunath PHURBA GYALJE SHERPA
55 Maha Manjushree Bihar Lasha Pakha , Nagarkot PRABESH BHAILA
56 Phuntsok Monastery Swayambhu PRABIN OJHA
57 Jamchen Bijaya Stupa Budhanilkantha PRADIP SAPKOTA
58 Shechen Tennyi Dargyeling Monastery Boudhanath PRAMESH SHRESTHA
59 Shree Bachha Maha Bihar Patan , Lalitpur PRANENA BAJRACHARYA
60 Rigon Tashi Choeling Monastery Dakshinkali PRAYASA KC
61 Boudha Jana Vihar Sunakothi, Lalitpur RABIN CHAUDHARY
62 Lhundrup Choling Monastery Budhanikantha RABIN SHRESTHA
63 Surashchandra Maha Bihar Nhayka Bahil , Lalitpur RACHANA DAHAL
64 Yashodhar Maha Bihar Patan RAJESHWORI MAHARJAN
65 Triten Norbutse Monastery Swyambhu RASHMI LAMA
66 Shree Sumangala Vihar Patan RASMITA SAINJU
67 Maitripur MahaVihar Kathmandu REEYA BAJRACHARYA
68 Namgyal Jyangcub Choeling Monastery Tinchuli , Boudha REEYAJ SHRESTHA
69 Tharlam Monastery Boudha RIJAN MAHARJAN
70 Parampara Sadhana Parideep Maha Bihar Kri  pur ROBISHA MAHARJAN
71 Tergar Osel Ling Monastery Kathmandu ROJINA KARKI
72 Nepal Boudha Gumba Purbanchal Bijaypur ROJIT GIRI
73 Bhuddhist Pilgrimage  At Namo Buddha Namo Buddha RUPA KHARBUJA
74 Rigon Tashi Choeling Monastery Pharping RUSHA KHADGI
75 Thrangu Tara Abbey Monastery Swyambhu RUSHMA SHRESTHA
76 Janabahal Of Kathmandu Kathmandu SABIN PRAJAPATI
77 Hasantar Gumba Kalanki SABITA BHANDARI
78 Dharma Kri   Vihara Of Shree Gha Kathmandu SACHHITA TAMRAKAR
79 Urgain Jamling TermaGumba Balaju SAHISHNA DHAKAL
80 Tarke Ghyang Helambu Helambu SAMBANDHA MALLA
81 Jangchub Choeling Monastery & Tashi Palikhel Hemja, Pokhara SAMEER CHALISE
82 Buddhist Pilgrimage At Pa   Bihar Thimi, Bhaktapur SANDHYA SHRESTHA
83 Palnge Monastery Kathmandu SANJIV THAPA
84 Bauddha Samakri   Bihar Bhaktapur SANU KIBANAYO
85 Pullahari Monastery Kapan SARITA KARKI
86 Matepani Gumba Pokhara SAURAV KARKI
87 Urgyen Dongak Choling Monastery Kathmandu SHIWOM SHARMA
88 Tsoknyi Gecha Ling Chobar SMRITI BASNET
89 Neydo Tashi Choeling Monastry Pharping SMRITI SHRESTHA
90 Gaden Jam Ghon Ling Monastery Swambhu SNEHA LAMA
91 Kopan Monastery Kapan SONAM SHERPA
92 Sambha Gompa Mustang SONIKA DHAKAL
93 Samye Memorial Buddhist Monastery Pharping SOVIA JIMEE
94 Sangaram Bihar Dhalku Kathmandu SRIJANA SHRESTHA
95 Shree Urgen Choling Buddhist Monastery Balaju, Kathmandu SUCHANA ARYAL
96 Ghyang Monastery Helambu SUDICHHYA THAPA
97 Nyinchung Moanastery Dolpa SUDIP DHAMALA
98 Nagi Gumba Shivapuri  Hill SUGAM SUBEDI
99 Manjushrinak MahaBihar Bigma Bahal, Kathmandu SUJAN DONGOL

100 Tharngu Tashi Choling Monastery Kathmandu SUNITA GAUTAM
101 Gyanmala Sabha Mahachaitya Vihar Palpa SUSHANT ACHARYA
102 Riwoche Monastery Kathmandu SUSHMA THAPA MAGAR
103 Achheswor Maha Bihar Buddhist Monastery Lalitpur SWORNIMA MAHARJAN
104 Hyolmo Jabsang Dechhen Hoesal Tinchuli, Kathmandu TEMBA LAMA
105 Khachoe  Gakhyil Ling Nunnery Monastery Kathmandu TRISHA SHRESTHA
106 Shyalpa Monastery Kopan, Kathmandu TSERING YANGJI SHERPA
107 Triyana D harma Sangha Kathmandu UTSAB MANANDHAR
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Concerted Long-Term Vision 
of Chandragiri Municipal

‘P]ltxfl;s, ;f“:j[mlts gu/L
;d[4 ko{6sLo rGb|flul/’

Chandragiri (Nepali rGb|flul/) is a city (Municipality) in the Kathmandu valley in Nepal and 
belongs to the conurba  on Kathmandu. Located in the western part of the district of 
Kathmandu, the city was created in 2014 by merging the Village Development Commi  ees 
(Dahachok, Baad Bhanjyang, Thankot, Balambu, Mahadevsthan, Mata  rtha, Machhegaun, 
Satungal, Naikap Purano Bhanjyang, Naikap Naya Bhanjyang, and Tinthana). Now 
cons  tuent of Municipality it has 15 Wadas. The urban area covers 43.9 km. Chandragiri 
borders in the east directly to the capital Kathmandu. West towards via Tribhuvan Highway 
to eastern and far western link of Nepal. Chandragiri Municipality is a largest municipality 

in the Kathmandu district of province number 3 of Nepal.

Chandragiri tourism for all seasons. Are you willing to capture the beau  ful moments of 
your traveling experiences in the Hills? Do you want to rejoice with nature and culture 
at a  me in the company of friendly people of Nepal and pris  ne hilly landscapes? 
The passionate longing is over now! Give a break to yourself and escape in the hills to 
explore nature’s treasure. The holiday paradise is wai  ng and your job is just to explore 
in Chandragiri, they are culturally diverse, and naturally a  rac  ve.

VISIT CHANDRAGIRI FOR HILLS TOURISM!!!!

1. DAHACHOWK HILLS:

2. BAAD BHANJAYANG HILLS:

Mr. Mana Raja Khatri*
Chief Instructor, NATHM

* The author is associated with NATHM since about three decades and teaches the subjects related to food services to BHM 
students. He is also President of Chandragiri Tourism Development Society.
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hills are surely for 
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feel a pleasurable 
life free from city 
hustle and bustle
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3. THANKOT HILLS:

4. CHANDRAGIRI HILLS:

5. MAHADEVSTHAN HILLS:

6. MATATIRTHA HILLS:

7. MACHHENARAYAN HILLS:

8. PURANO NAIKAP HILLS:

9. TINTHANA HILLS:

Chandragiri tour, a tour to gateway to natural beauty and 
the divinity, would surely be one of the fascina  ng tours 
you have ever enjoyed. Being the largest municipality in 
the Kathmandu district of province 3 of Nepal. Chandragiri 
tourism a  racts tourists from all parts of the country towards 
its prehistoric monuments, natural beauty, forests, parks, 
hiking, trekking, cycling, bird watching and eco tour. During 
your travel, a panoramic view of mountain ranges and 
Kathmandu, Bhaktapur and Lalitpur valley view would take 
you to another world where you will feel you rejuvenated 
and energized. 

Needless to Chandragiri hills are surely for you where 
you will feel a pleasurable life free from city hustle and 
bustle. When you make plan for Chandragiri travel, you will 
also get a chance to explore the close natural a  rac  ons 
like Indra Daha, Chandan Bharateshwore, Bhaleshwore, 
Matshenarayan, Vishnu Devi – the Gateway to God. Today, 
there are also a number of hotels, homestay, Airbnb, Yoga 
centers known for off ering the art services and world-class 

facili  es during your accommoda  on.

1.DAHACHOWK HILLS:

The main a  rac  ons of Dahachowk are INDRADAHA, KAJI 
KALU PANDEY PARK has a stone crema  on of great warrior 
Kaji Kalu Pandey who was one of the leader in unifi ca  on 
of Nepal by king Prithvi Narayan Shah. He was killed in the 
fi rst ba  le with Kir  pur during annexa  on of Kathmandu 
valley in 1757 AD.  There is a MANAKAMANA TEMPLE (the 
real temple is at Gorkha) established by Gorkha soldiers 
a  er winning the area. 

Another a  rac  on is GUMBA (Monastery) a huge statue 
of Gautam Buddha and diff erent art of Buddhists at the 
monastery. SWITZERLAND DANDA & PARK, a very popular 

place for picnic spot. Some awesome natural scenarios of 
three diff erent districts, Kathmandu, Dhading and Nuwakot 
could be observed from there. The crowded houses of 
Kathmandu Valley could be observed. View of Chandragiri 
hills and cable car as well as Chandragiri hill resort just 

opposite to Dahachowk could also be observed.

2.BAAD BHANJAYANG HILLS:

Pataleban Vineyard Resort:

Panoramic view to mountain region.  Luxurious 
accommoda  on food and beverage service with hills garden. 
Very much famous vineyard of Nepal, producing white, red 
and rose wines.

Heavenly Village and Agro Tourism known as (Spider Tower): 
Panoramic view to mountain region. Accommoda  on and 
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food and beverage service with garden.

3.THANKOT HILLS:

Tribhuvan Memorial Park:

Tribhuvan Park, the oldest park in the region, has been 
off ering a calm environment for all who want to be away 
from the crowd of the city. The park is located amid the 
Chandragiri hills which, itself, is a visual treat. The park is 
well-managed and well-maintained. Many city-dwellers like 
to come here with their families for a picnic. 

From here you can enjoy the spectacular views of the valleys 
and rest under the canopy of trees. The park provides a 
huge playground for kids where they can par  cipate in some 
recrea  onal ac  vi  es. Come here for jogging or for a walk 

and you’ll fi nd your mind totally rejuvenated!

Historical Thankot Village:

Thankot Village not be as popular as other villages in Nepal, 
but don’t let that fool you. It is a smaller but beau  ful 
upcoming tourist des  na  on that is worth a visit. You will 
be surprised by some of the unique things to do and places 
you can explore at this hidden des  na  on. You might wish to 
revisit it someday again, to take a break and relax at Thankot.

Panighat (Godam): Panighat (Godam Chaur) is located in the 
region of Central Region. Central Region's capital Kathmandu 
(Kathmandu) is approximately 10.7 km / 6.7 mi away from 
Panighat (as the crow fl ies).It is a center spot to driving or 
trekking pass to Chitlang-Makwanpur.

4. CHANDRAGIRI HILLS:

Chandragiri Hill is seven kilometers from Thankot, and lies 
on the south-west side of Kathmandu Valley which is 2551 

meters above sea level. Very famous God Bhaleshwore 
Mahadev is main attraction for the religious people of 
Hinduism. The hill provides panoramic views of Kathmandu 
Valley and the Himalayan ranges from Annapurna to Everest. 
The tourist a  rac  on establishments are Chandragiri Cable 
Car, Chandragiri Hills Resort.

The Chandragiri range spreads in the south west of 
Kathmandu Valley. The hiking will start from Machhegaun 
Village at Kir  pur ahead from Machhe Narayan temple. You 
will be walking through the tradi  onal village for half an hour.

Then you will climb uphill through forests and hills un  l you 
reach the top of the hills. Chandragiri is an exo  c des  na  on 
and on a clear day you could observe many mountains.

5. MAHADEVSTHAN HILLS:

On lap of Mahadevsthan hills Chandan Bharateshwore 
Mahadev, Mahalaxmi Temple, Asta Matrika Temple, Football 
Ground and Picnic Spots are famous for its religious, natural 
and manmade a  rac  ons. A view from Mahadevsthan.

Aurobindo Yoga (Ashram) Mandir: 

“Aspira  on is always good, and if some demand is mixed up 
with it, you can be sure that it will not be granted”.

Sri Aurobindo Yoga Mandir, it is located on the lap of the 
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majes  c Chandragiri mountain from where the en  re of 
Kathmandu valley and the snow clothed Himalayan ranges 
can be seen at a single glance. The Ashram is an example 
of dynamism. To be self-sustainable, they have a School, 
Guest House, Yoga Center, Cow Dairy, Organic Farm, Weaving 
Department, Cultural Centre, Ayurveda Clinic, and Tailoring 
Center. To implant in the Spiritual needs of a being, they have 
regular medita  on and spiritual discourses. All the ac  vi  es 
happen in total harmony.  This center is a breath of fresh air 
for everyone who wishes to do Karma yoga, enjoy vibrant 
community life and excel in Sadhana. Guru Ram Chandra 
Das is a founder of the Mandir.

6. MATATIRTHA HILLS:

Mata  rtha pond is holy pond for its religious value, lie 
on the lap of hills, about 9 kilometers from capital to the 
south-west. Especially people whose mothers have passed 
away visit the holy place to take bath in the pond, and make 
off erings and homage to the departed mothers. Especially 
people whose mothers have passed away visit the holy place 
to take bath in the pond, and make off erings and homage 
to the departed mothers.

A myth has it that in the ancient  mes a herder went to 
the Mata  rtha pond to quench his thirst and upon drinking 
water happened to see the reflection of his departed 
mother's face in the pond. It is believed that from that 
time the Matatirtha pond assumed the veneration. 

Mata  rtha Aunsi falls on the new moon day in the Nepali 
month Baisakh every year as per the lunar calendar. 
Mata  rtha Aunsi is marked as the Mother's Day by Nepali 
Hindus and every year devotees throng the religious site 
for a holy dip and paying homage to the dei  es there.
Other surroundings religious places are Narnaryan 
Temple,Baikuntha Dham, Kisipidi Historical Village and 
Football Ground. The locations are also facilitating by 
medita  on centers, hotels, resorts and restaurants.

Mata  rtha
7. MACHHENARAYAN HILLS:

This majestic new destination of Machhenarayan hills 
off ers a really unique, amazing & interes  ng tour for eco-
tourism, short hiking to Chandragiri hill (2275mtr) 5 hours 
to & from, or start hiking from Puspalal Memorial park to 
Machhenarayan temple tour in 1 hour. It is gate way to Shan   
Ban Buddha Stupa (Under Construc  on) and trek route to 
Champadevi and Chap danda. Those who are extremely 
interested to see the veri  es for birds as Red-vented Bulbul, 
Great Egret, Grey Wagtail, House Crow, House Sparrow, Li  le 
Egret, Oriental Turtle Dove, Spo  ed Dove, Steppe Eagle, 
Kingfi shers, Common Myna, Indian Pond Heron, Tit and so 
many others. As well as so many Medical plants of Nepal 
been found in Chandragiri jungle sub-tropical zone (1,000-
2275 m.). This Magic Sangri-La of Nepal lies in 1650 mi. 
off ering scenic ecstasy of Kathmandu valley & Unparalleled 
sunrise. Chandragiri hill the warm home of Leopards & 
Barking deer's, Jackal, Bears & red cats are other more types 
of wild animals which is unbelievable.

Machhenarayan Temple
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9. TINTHANA HILLS:

The place has been called Tinthana because of the 3 trench 
made by late king Prithvi Narayan Shah during the unifi ca  on 
to Kathmandu valley. King Prithvi Narayan forming a Gorkha 
Army camp from a Dahachowk to a  ack the Kathmandu 
valley the Malla Kingdoms. he made 3 trenches one Thul 
Thana a big trench then Sano Thana small Trench and Tin 
Thana 3 Trench or mid trench all together 3 trenches known 
as Tinthana.

Tinthana      

Viradel Sakura Park

-Viradel Sakura Park: 

At Chandragiri Municipality, ward no.15, near Munal Club, 
Tinthana, Kathmandu, Nepal. The sakura trees brought from 
Japan! The guest and locals planted a Sakura tree on 2nd 
February 2019.

  -Bishnudevi Temple:

This place is about a cultural heritage situated at Tinthana, 
Chandragiri 15 Kathmandu District, Nepal. The main place 
for Saat Gaule Jatra. Saat Gaule Jatra is one of the popular 
and important festivals of western part of Kathmandu 
Valley. It is celebrated in Bishnu Devi Temple. The word ‘Saat 
Gaule’ has its own meaning. ‘Saat’ means Seven and ‘Gaule’ 

Its name came from Machhenarayan, an avatar of 
god Vishnu. It is said that during ancient  me, Manu found 
a small fi sh about to die while he was having a bath in a river. 
He brought the fi sh to his home and put it into a small pot of 
water. Next day, the fi sh grew in its size amazingly and was 
no longer fi t in the small pot. So he put the fi sh in a pond 
just to fi nd next day that the fi sh had grown larger and no 
longer fi t in the pond as well. Knowing that this fi sh is no 
ordinary fi sh, Manu bowed with respect and asked to show 
the fi sh who he was. Then god Vishnu emerged from the 
mouth of the fi sh. To remember this event, Manu established 
Machhenarayan temple in the center of the pond. A mela 
(fair), named Mangal Mas,is organized every three years 
in Machhegaun for a month, mostly during a month from 
April to July. During this month god Vishnu is worshiped all 
over the country.

8.PURANO NAIKAP HILLS:

A panoramic beau  ful scene of whole Kathmandu Valley 
from Sanga to Nagarkot and Swayambhunath to Kir  pur 
Chobar can be viewed very clearly. The height of this 
hilly region lies in between 1600 m to 1800 m. The whole 
Himalayan range from Langtang to Mahalangur can also be 
viewed.

Purano Naikap Resort    

Gumba
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means villagers. The seven villages are Naikap, Satungal, 
Boshigaun, Nunkot, Tinthana, Machhegaun and Kir  pur. 
There is a saying in the introduc  on of this fes  val that in 
ancient period when priests were paying homage to the god 
suddenly seven pigeons fell on the fi re so that it is named 
as Saat Gaule Jatra. 

It is said that all these gods and goddesses were the 
members of a family but due to the cri  cal situa  on of 
that period forced them to be apart from the family. So 
once in a year, they used to meet together at Vishnu Devi 
Temple and this special occasion of the happy day, people 
celebrate the fes  val with great norms. On this day they 
decorate the images with gold jewelers,  kas, sugarcane, 
fl owers etc. People sacrifi ce diff erent goats in order to please 
them. In this way this great fes  val of Hindu is lasted on the 
3rd midnight of 3rd day. — at Naikap, Tinthana.

Bishnudevi Temple

Saat Gaule Jatra

Nabin Chochangi
BTTM - 15th Batch

Wonderful section-A, 
BTTM 15th Batch
Oh! Want to know about BTTM 15th batch sec  on A
There is so much to say,
Pawan is fi lled with so much noise and humor
All looks are so Glamour.
Suraj's answers are always right,
Roman and Ishan always fi ght.
Sushmita s  ll known as a laughing gas,
Nijesh always seems cool in class
Kamala has a very loud voice,
Urmila and Pra  kshya are found making noise.
Sulochana is friendly to me,
Yazoo and Yucika are helpful as you can see.
Oh! Someone broke the toilet glass.
Rashmi and Grishma are the most ac  ve in the class.
Nabin shakya / nabin chochangi
Wow! What a similar name.
In  ktok Alina always wants to earn fame.
In strength, Nissan has lots of power
Ruby is blooming like a fl ower
Lasta and Bipana are closest of friend.
May their friendship never end.
Jeena is very shy,
Looking at our class doing mischeifs, Saru is surely a spy.
Oh! Someone bunk the class.
Sivani wears glass.
Our CR Dipendra is a famous guy,
Sudip chaulagain always lie.
Ronash has fallen in love
Anita is aiming to be top.
Dikshya has got a new friend
One sided love has become a trend.
Prince and prashant have become bulk
Srijana never talks.
So this is our sec  on,
everbody has diff erent percep  on
Rabin Sreejal Sanjay plays football
I love them all...
I love them all...
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Time to Introduce “Namaste” 
Globally    
At a  me when the world is gripped by the fear of contrac  ng the deadly coronavirus 
infec  on, 'Namaste' a customary gree  ng largely prac  sed in Nepal can signifi cantly 
reduce the risks of contrac  ng novel coronavirus that originated from Wuhan Province 
in China. The virus which triggers fl u-like symptoms high fever, nausea, running nose has 
already spread in 70 countries and infected more than 90, 000 and killed around 3,200 
people around the world in less than two months.

Since there is no remedy or vaccine for the virus, the governments around the world are 
urging its ci  zens to abstain from visi  ng crowded places and a  ending or organizing 
public func  ons or ceremonies. The health experts have also told the people around the 
world to adopt preven  ve measures.

Binod Aryal *
Program Coordinator - BHM
Senior Instructor - NATHM

* The author is graduate of NATHM and is associated with NATHM since more than a decades as a faculty member, he teaches 
the subjects related to Food & Services to BHM students.

As opposed to 
common gree  ng 
e  que  es such 
as shaking hands, 
kissing or hugging, 
Namaste does not 
require direct body 
contact with each 
other. So it can be 
considered safer 
gree  ng e  que  es 
at the  me when 
fear of pandemic 
looms large.
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As the virus is spreading rapidly across the world, the world 
economy has suff ered drama  cally due to travel restric  ons. 
And, Nepal is not untouched by this. Much-hyped Visit Nepal 
Year 2020 has already been postponed tourism industry has 
been hit hard.

As opposed to common gree  ng e  que  es such as shaking 
hands, kissing or hugging, Namaste does not require direct 
body contact with each other. So it can be considered safer 
gree  ng e  que  es at the  me when fear of pandemic 
looms large.

Etymologically, Namaste is derived from Sanskrit and it is a 
combina  on of two words, 'Nama?' and 'te'. 'Nama' means 
'bow', 'obeisance', 'reveren  al saluta  on' or 'adora  on' and 
'te' means 'to you' (da  ve case of 'you').

In Nepal, Namaste is usually spoken with a slight bow 
and hands pressed together, palms touching and fi ngers 
poin  ng upwards, thumbs close to the chest. This gesture 
is called AñjaliMudrā; the standing posture incorpora  ng it 
is Pranamasana. In Hinduism, it means ‘I bow to the divine 
in you’.

People around the world have diff erent ways of gree  ng. 
Russian prac  ce a fi rm handshake; Kiwis prac  ce touching 
noses; French kiss on each other’s cheek; Ukrainians say 
'Hello' by giving a triple kiss on cheeks and Philippines greet 
elders by taking their hand and pressing their knuckles 
against their forehead as a sign of respect.

With the introduc  on of 'Namaste' worldwide, it can help 
reduce the risks of transmi   ng the virus among people.
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Matters of Abuse 
When does a man abuse a woman? Wow, such a per  nent ques  on to ask these days. 
Even a long stare can be considered as abusive, if it makes a woman uncomfortable. But 
again, some would argue how a strong look can be considered as abusive because the 
act of strong look also cons  tutes admira  on or a command, then what cons  tu  ons an 
abusive, intent or its consequence, a tricky discussion already. In this regard, some have 
suggested that a look beyond 10-20 second if it cons  tutes into something uncomfortable 
for a woman can be considered as abusive. It may sound absurd, but a  er surge of #Me-
too movement these discussions have become necessary especially for men and boys 
within diff erent professional context.

Seriously, this movement has compelled us men to rethink the concept of men and 
women rela  onship outside marriage and family from a diff erent parameter altogether. 
For example, I was reading an ar  cle on how a man needs to meet a women professionally, 
some male scholars argue that if a man has a mee  ng with a woman in this offi  ce he is 
well advised to keep his door open or tell his colleagues that he is having a mee  ng with 
a women alone and to keep his CCTV camera open. 

I have also read somewhere that a University Professor never meets his female students 
alone without the presence of at least one male student around. Similarly, male educators 
feel a sense of dilemma these days when it comes to dealing with female students, as 
they are already super charged with words like abuse and harassments. In academia, as 
an educator myself, we are nervous and worried, because parameters of abuse are not 
clear, a lousy joke can become a serious issue, a reprimand or forceful disciplinary act 
can become a ma  er of abuse. And, the issues are same in diff erent professional context 
as well. 

Within educational institutions, sexual abuse can occur in different dimensions of 
interac  ons. For example, incidents of sexual abuse in interac  ons between lecturer 
and student, student to lecturer and student-to-student are prevalent in our educa  onal 
ins  tu  ons. And, these incidents of abuse can manifest in verbal, physical and non-verbal 
interac  ons. 

Verbal interac  ons that uses upse   ng or insul  ng words directed at someone because 
of her/his gender can be considers as an abuse. Besides, even nicknames male students 
use for female students may have connota  ons towards abuse. Similarly, physical abuse 
includes touching, grabbing or pinching another person inappropriately. In addi  on, non-
verbal abuse includes unnecessary expressions like staring or sexual gesturing. Likewise, 
wearing skimpy or transparent wears for example may arouse the sexual emo  onal 
a  achment that could lead to physical, verbal and non-verbal sexual harassment. 

In various interac  ons between teachers, students or among student’s circles, sexual 
abuse occurs in loose sexual comments, double meaning jokes, gestures, touching, 
grabbing or pinching someone inappropriately. Similarly, making personal and private 

Gaurav Ojha *
Sunway International Business 

School, MaitiDevi Marg, 
Kathmandu

* The author holds MPhil from Kathmandu University and teaches subects related to english language and business 
communica  on.
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worried, because 
parameters of abuse 
are not clear, a lousy 
joke can become 
a serious issue, 
a reprimand or 
forceful disciplinary 
act can become a 
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rumors and spreading them around each other, inten  onally 
brushing up against other person, blocking another 
person, showing or giving sensual content, photographs, 
illustra  ons or messages, pulling cloths or wri  ng ero  c 
messages on the walls of educa  onal ins  tu  ons are all 
ma  ers of abuse. Hence, it is important to realize that abuse 
within educa  onal ins  tu  ons can manifest in diff erent 
expressions, which can be verbal, physical, non-verbal and 
even inten  onal and uninten  onal. 

Therefore, we need to have open discussions on the issues 
of abuse and misconduct. And, just as the discussion goes, 
it has been suggested that touch is a big no, no, when a man 
touches a women without her consent that is a big red-line. 
Words they can be sleazy and extremely vulgar but tolerable. 
A casual fl irt even with sexual connota  ons in simple spoken 
words don’t cons  tute sexual abuse, a  er all within diff erent 
dimensions professional or personal rela  onships people 
indeed tolerate words. For example, a male student as a 
friend tells a female student that you look sexy or hot today 
and this u  erance may not be a big concern if it remains 
only as an expression and not as a wrong intention or 
ac  on. And even with word what really ma  ers is- who is 
the person speaking or tex  ng these words, between friend 
is a diff erent ma  er, however if a married man engages in a 
casual fl irt with unmarried female colleague I would consider 
this act as abusive, because that man has expressed sleazy 
words without sense of accountability or responsibility for 
maintaining professional rela  onship with a woman. And, 
for me to see women only as sexual objects or objects of 
pleasures is always morally wrong. 

More importantly, the main concern there is that the ma  er 
of abuse and harassment has to be discussed and it can no 
longer be closeted into li  le narra  ve of allega  ons, gossips 
and rumors. A  er all, the allega  ons may come and go but 
the issues of abuse and harassment remains even with our 
educa  onal ins  tu  ons. We need to educate our young 
students to understand and act against sexual abuse and 
harassments. Besides, many students and even teachers 
are unaware of diff erent aspects of abuse and they end up 
prac  ces these abuses sub-consciously without realizing 
nega  ve eff ect it can have on the other person. We need 
to discuss ma  ers of abuse more comprehensively with 
our students to create awareness among them about their 
inten  ons, ac  ons and its possible consequences on the 
other person. More importantly, it is necessary to realize 
that comfort zone for you can become an area of concern 
or discomfort for another person. 

Aasha Matangulu
BHM - 21st batch

MEDITATION
The moment you are in TENSION

you lose your self-ATTENTION

Instead of understanding the SITUATION 

and fi nding a SOLUTION.

You fall into CONFUSION

Then you feel IRRITATION 

you snap at your personal RELATIONS

and lose their CO-OPERATION

This results in COMPLICATIONS

And your health soon needs PRECAUTIONS.

You may even need MEDITATION.

All this can be avoided with MEDITATION

you can apply it even in your PROFESSION

It's my heart fell SUGGESTION

That you try it for stress PREVENTION

If you understand my INTENTION

You'll know i'm interested in your PROTECTION

In this world of increasing TENSION

Please start prac  cing MEDITATION.
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Understanding Intelligences 
for better Productivity in your 
Personal and Professional Life

The meaning of human in philosophy, considers the human person as physical being, as 
knower, as responsible agent, as a person in relation to other persons, to society, to God, 
and to the end, or purpose, of human life. It’s from La  n humanus, which is an adjec  ve 
from the word “homo”, meaning man. So it actually means man-like. So it's actually short 
for “human being”, 

We have just two kinds of things on earth, “living and non-living things”. Human modifies 
“being”. “Being” as a noun, it means existence or “human bi  ngness”. A human person is 
a living being that contains a real and existing power to direct its own development toward 
fulfillment through perfect, unconditional, and infinite Truth, Love, Goodness, Beauty, 
and Unity, and will do so if all the proper conditions are met

Can a person change his nature?Yes, it is not altogether impossible. It can get changed but 
the person concerned has to cooperate and should be willing to change. That can happen 
only in one condition that the person fully trusts you and loves you so much that everything 
you suggest or ask them to do, he uncondi  onally agrees to do

Humans are unusual animals by any stretch of the imagination. Our special abilities, from 
big brains to opposable thumbs, have allowed us change our world dramatically and even 
leave the planet. There are also odd things about us that are, well, just special in relation 
to the rest of the animal kingdom

There is no agreed defi ni  on or model of intelligence. By the Collins English Dic  onary, 
intelligence is ‘the ability to think, reason, and understand instead of doing things 
automa  cally or by ins  nct’. By the Macmillan Dic  onary, it is ‘the ability to understand 
and think about things, and to gain and use knowledge’.Intelligencethe ability to learn 
or understand or to deal with new or trying situa  ons. The ability to apply knowledge to 
manipulate one's environment or to think abstractly as measured by objec  ve criteria as 
tests, mental acuteness and Other Words from intelligence.

Intelligence is the ability to learn from experience and to adapt to, shape, and select 
environments. ... Intelligence can be understood in part in terms of the biology of 

Roopesh Shrestha *
Mul  -Property Director Learning & 

Development
Kathmandu Marrio   Hotels

* The author is hospitality professional and trainer.
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the brain-especially with regard to the functioning in the 
prefrontal cortex-and also correlates with brain size, at 
least within humans.

Wikipedia explains Intelligence has been defined in 
many ways: the capacity for logic, understanding, self-
awareness, learning, emo  onal 

knowledge, reasoning, planning, crea  vity, cri  cal thinking, 
and problem solving. More generally, it can be described 
as the ability to perceive or infer informa  on, and to retain 
it as knowledge to be applied towards adap  ve behaviors 
within an environment or context.

Human intelligence is the intellectual power of humans, 
which is marked by complex cogni  ve feats and high levels 
of motivation and self-awareness.Intelligence enables 
humans to remember descrip  ons of things and use those 
descrip  ons in future behaviors. It is a cogni  ve process. 
It gives humans the cognitive abilities to learn, form 
concepts, understand, and reason, including the capaci  es 
to recognize patterns, comprehend ideas, plan, solve 
problems, and use language to communicate. Intelligence 
enables humans to experience and think.

From Intelligence: Knowns and Unknowns (1995), a report 
published by the Board of Scien  fi c Aff airs of the American 
Psychological Associa  on:

Individuals differ from one another in their ability to 
understand complex ideas, to adapt effectively to the 
environment, to learn from experience, to engage in 
various forms of reasoning, to overcome obstacles by 
taking thought. Although these individual diff erences can 
be substan  al, they are never en  rely consistent: a given 
person's intellectual performance will vary on diff erent 
occasions, in different domains, as judged by different 
criteria. Concepts of "intelligence" are a  empts to clarify 
and organize this complex set of phenomena. Although 
considerable clarity has been achieved in some areas, no 
such conceptualiza  on has yet answered all the important 
ques  ons, and none commands universal assent. Indeed, 
when two dozen prominent theorists were recently asked 
to defi ne intelligence, they gave two dozen, somewhat 
diff erent, defi ni  ons.

We’ve all got out up days and down days;  mes when 
we solve a problem and feel like the smartest person in 
the room, or make a mistake and feel idio  c.But how can 
you tell if you’re really on the right track when it comes to 
ac  ng intelligently?Check out some of these signs of a truly 
intelligent person!

If you’re an observant reader,you’re curious,you 
doub  ul,you’re able to fi nd humor in small, incongruous 
things,You give complex answers,You read. A lot,You don’t 
rely on 5-ques  on quizzes for an IQ test,You're humble,You 

know it's okay to have strengths and weaknesses,You 
know it's be  er to ask ques  ons,You can turn an idea 
over in your mind and examine it,You can understand 
opposing views,You're a good listener,You make fast 
connec  ons,You think before you speak,You can clarify a 
complex topic,You're a cri  cal thinker,You know intelligence 
comes in a lot of forms,You're persistent,You think before 
you speak,You're introspec  ve,All in all:

That is what school beat into us by pu   ng certain types of 
intelligence on a pedestal and ignoring other types. If you 
are not good at math or language, you might s  ll be gi  ed 
at other things but it was not called “intelligence”. Why?

In 1983 an American developmental psychologist Howard 
Gardener described 9 types of intelligence:
• Naturalist (nature smart)
• Musical (sound smart)
• Logical-mathema  cal (number reasoning smart)
• Existen  al (life smart)
• Interpersonal (people smart)
• Bodily-kinesthe  c (body smart)
• Linguis  c (word smart)
• Intra-personal (self smart)
• Spa  al (picture smart)

What other scien  sts thought were just so  -skills, such 
as interpersonal skills, Gardener realized were types of 
intelligence. It makes sense. Just as being a math whiz 
gives you the ability to understand the world, so does 
being “people smart” give you the same ability, just from 
a diff erent perspec  ve. Not knowing math you may not 
calculate the rate at which the universe is expanding, but you 
are likely to have the skills to fi nd the right person who will.
This infographic shows that being good at math or languages 
are not the only two ways to be smart.

individuals who score high in prac  cal intelligence may or 
may not have comparable scores in crea  ve and analy  cal 
intelligence (Sternberg, 1988).

IQ is a measure of the intelligence level of an individual 
that is refl ected in the score obtained by the person in the 
intelligence test as compared to the scores received by other 
people of the same age in the same test
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EQ is an abbrevia  on for the term Emo  onal Quo  ent, which 
is defi ned as a person’s capability of iden  fying his own and 
other’s person’s emo  ons. It is a measure of the emo  onal 
intelligence level of an individual, which demarcates 
between diff erent feelings and use this intelligence to guide 
thinking and behavior.

The term was fi rst evolved in 1995, by Daniel Goleman a 
psychologist in his book on Emo  onal Intelligence. It is the 
ability of a person to iden  fy, express and control his/her 
thoughts and ac  ons, understand other people and rightly 
interpret their situa  ons, make right and quick decisions, 
cope with pressures and crisis and so on. It has been 
researched that people with high EQ have be  er mental 
health, job performance, and the way of living life.

The major diff erences between IQ and EQ are explained in 
detail in the following points:
• An individual’s level of emo  onal intelligence, which 

is represented by scores obtained in the standardized 
test, is called Emo  onal Quo  ent or EQ. Intelligence 
Quo  ent or IQ is a number obtained from standardised 
intelligence test, which represents an individual’s ability 
of logical reasoning.

• A person’s success in school depends on his IQ level, 
whereas a person’s EQ level refl ects his success in real life.

• EQ measures an individual’s social and emotional 
competencies or one’s ability to recognise one’s own 
and other person’s emo  onal expression. Conversely, IQ 
measures a person’s academic competency and reasoning 
ability.

• Emo  onal Quo  ent is acquired and improved. As opposed 
to intelligence quo  ent is an ability you are born with.

• A person with good EQ can recognise, control and 
express one’s own emo  on’s, perceive and assess other’s 
emotions. On the contrary, a person with a high IQ 
can learn, understand and implement knowledge, and 
possesses logical reasoning and abstract thinking.

• High emotional intelligence can be seen in leaders, 
captains, managers and people with social challenges. 
Unlike, Intelligence quo  ent iden  fi es people with high 
intellect, common sense, mental challenges, etc

Spiritual Intelligence (SQ) is defi ned as, "The intelligence 
with which we address and solve problems of meaning and 
value, the intelligence with which we can place our ac  ons 
and our lives in a wider, richer, meaning-giving context, 
the intelligence with which we can assess that one course 
of ac  on or one life-path that is more meaningful than 
any other." SQ essen  ally integrates IQ (the tradi  onal 
Intelligence Quo  ent) and EQ (Emo  onal Intelligence). It is 
our ul  mate intelligence.
• SQ. Spiritual intelligence (SQ) could also be called the 

'intelligence of meaning'. It is what makes us essentially 
human: the ability to plan, to make sense of our 
emotions, to control our impulses, to make choices, and 
endow our world with meaning. The frontal lobes of the 
brain are where our ideas are created; plans constructed; 
thoughts joined with their associations to form new 

memories; and fleeting perceptions held in mind until 
they are dispatched to long-term memory or oblivion.

This brain region is the home of consciousness - the high 
lit land where the products of the brain's subterranean 
assembly lines emerge for scru  ny. Self-awareness arises 
here, and emo  ons are transformed in this place from 
physical survival systems to subjec  ve feelings. If we were 
to draw a 'you are here' sign on our map of the mind, it is to 
the frontal lobes that the arrow would point. In this our new 
view of the brain echoes an ancient knowledge - for it is here, 
too, that mys  cs have tradi  onally placed the Third Eye - the 
gateway to the highest point of awareness. (Carter 1998)

SQ is developed primarily through refl ec  on:

Consider thinking. Thinking is not just a generic term for 
the collec  on of skills housed in the brain. It involves many 
of them: recollec  on and imagining in par  cular. But it 
includes something that is not part of any other func  on: 
self-awareness. This aspect of thinking is captured in the 
word o  en used to describe it: refl ec  ng. (Carter 1998)

Whereas IQ is rule based, EQ helps us act appropriately 
within society's prescribed boundaries, SQ helps us extend 
and change the boundaries, ques  on our assump  ons and 
formulate new meaning. It is the intelligence of crea  vity. 
My own research indicates that it is inextricably linked with 
crea  ng order (less entropy) in the brain from chaos (high 
entropy). Bringing about new order in our brain is facilitated 
by engaging in ac  vi  es related to our least conscious part 
of the brain (our crea  ve mode) in a playful, non-du  ful 
fashion. "SQ is our compass 'at the edge' " (Zohar & Marshall 
2001) :

Life's most challenging existen  al problems lie outside the 
expected and the familiar, outside the given rules, beyond 
past experience, beyond what we know how to handle. 
In chaos theory, 'the edge' is the border between order 
and chaos, between comfortably what we are about and 
being totally lost. It is the place where we can be our most 
crea  ve. SQ, or deep, intui  ve sense of meaning and value, 
is our guide at the edge. SQ is our conscience. (In Hebrew, 
the words for 'conscience', 'compass' and 'the hidden, inner 
truth of the soul' all have the same root.)

Below, the three intelligences are mapped onto the Op  mal 
Performance Model 
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The IQ and EQ level are diff erent in diff erent persons. It is 
possible that a person has a high IQ level, but low EQ count 
and vice versa. Therefore, the methods of checking IQ and 
EQ also diff ers.

Your IQ is what determines your competencies and individual 
capaci  es, but your EQ determines how you interact and 
treat people in your life, it shows how you are going to cope 
with pressures or face the crisis. The diff erence between 
these two is that no one can alter his/her intelligence or 
reasoning abili  es, but anyone can learn to handle emo  ons, 
to bring success for him.

We Westerners tend to think of intelligence in terms of 
analy  cal skills. But in a close-knit hunter-gatherer society, 
intelligence might be defi ned more in terms of foraging 
skills or social skills and responsibili  es. Even within a single 
society, the skills that are most valued change over  me. In 
the West, the emphasis has gradually shi  ed from language 
skills to more purely analy  cal skills, and it is only in 1960, 
well within living memory, that the Universi  es of Oxford 
and Cambridge dropped La  n as an entry requirement. In 
1990, Peter Salovey and John Mayer published the seminal 
paper on emo  onal intelligence, and E.I. quickly became all 
the rage. In that same year, Tim Berners-Lee wrote the fi rst 
web browser. Today, we cannot go very far without having 
some considerable I.T. skills (certainly by the standards of 
1990), and computer scien  sts are among some of the 
most highly paid professionals. Therefore, what cons  tutes 
intelligence varies according to our priori  es and values.

Contemporary society holds analy  cal skills in such high 
regard that some of our poli  cal leaders cite their ‘high 
I.Q.’ to defend their more egregious ac  ons. This Western 
emphasis on reason and intelligence has its roots in Ancient 
Greece with Socrates, his pupil Plato, and Plato’s pupil 
Aristotle. Socrates held that ‘the unexamined life is not 
worth living’. He typically taught by the dialec  c or Socra  c 
method, that is, by ques  oning one or more people about a 
par  cular concept such as courage or jus  ce so as to expose 
a contradic  on in their ini  al assump  ons and provoke a 
reappraisal of the concept. For Plato, reason could carry 
us far beyond the confi nes of common sense and everyday 

experience into a ‘hyper-heaven’ (Greek, hyperouranos) 
of ideal forms. He famously fantasized about pu   ng a 
geniocracy of philosopher kings in charge of his utopic 
Republic. Finally, Aristotle argued that our distinctive 
func  on as human beings is our unique capacity to reason, 
and therefore that our supreme good and happiness consists 
in leading a life of rational contemplation. To paraphrase 
Aristotle in Book X of the Nicomachean Ethics, ‘man more 
than anything is reason, and the life of reason is the most 
self-suffi  cient, the most pleasant, the happiest, the best, and 
the most divine of all.’ In later centuries, reason became a 
divine property, found in man because made in God’s image. 
If you struggled with your SATs, or thought they were pants, 
you now know who to blame.

In conclusion,Being able to switch between a regular day of 
mental focus and an academic high-stress situa  on. Most 
of all simply being humble and being able to accept being 
wrong. Intelligence isn’t a sta  onary level. You don’t get 
to say “I know this one thing, now I’m intelligent. “It’s a 
sliding scale and intelligence should be defi ned by poten  al 
alongside your real-life knowledge and skills.

The being of whole person is the combina  on of IQ, EQ 
and SQ and above all the SpiritualQuo  ent is the sum of 
all intelligences also known as happiness quo  ent. Happy 
people give more produc  vity and be  er performance.IQ 
means mind without nega  ve thoughts and EQ means a 
heart without nega  ve emo  ons. SQ is many  mes more 
powerful and important than any other intelligences. It 
represents the higher dimension of intelligence and helps 
you to fi nd answers to fundamental ques  ons ac  ng with 
inner wisdom guided by compassion.
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Social Media Marketing
Globaliza  on of a world has lead to a crea  on of an internet for informa  on to get 
accessed through and social media has being generated to get in contact with the social 
aspect of a human life. The Merriam-Webster dic  onary defi nes social media as “forms 
of electronic communica  on (as Web sites for social networking and blogging) through 
which users create online communi  es to share informa  on, ideas, personal messages, 
and other content (as videos).”

Social media is referred as a technical based applica  on that builds on a founda  on of 
an internet which allows a user to create and exchange their contents. As social media is 
a buzz word that being established in this corporate world for its u  liza  on in business 
promo  on and get in touch with the customer’s needs and demands with their ability 
to pay. To get into a business; ge   ng accessed to a social is a must necessity. SMM is 
a prime scenario of a social media to get a  racted and related to a click for ge   ng the 
addressed need fulfi llment through ge   ng informa  on passed through for an audience 
to get involved to fulfi ll their desired requirement.

Social media has taken a faster pace which created an opportuni  es for marke  ng ac  vi  es 
for a product/services throughout the various pla  orms. In the present scenario of a digital 
world, social media marke  ng is being explored as contagious ac  vi  es for a promo  on 
of a business through the pla  orm like Facebook; Google+; Pinterest; Twi  er; LinkedIn; 
You tube and many more sites of an internet sites leading to a various dimensions of 
marke  ng ac  vi  es for a product or services to reach to the customers.

For many business execu  ves, social media has become a top priority as they are involved 
in various decisions making ac  vi  es for an enhancement and adver  sing their businesses 
by ge   ng to know to whom they are going to serve in the present context and in future 
scenario with the environmental factors aff ec  ng them. The most signifi cant is about a 
promo  on of a business for its utmost successful in crea  ng an image in the minds of a 
customer.

Looking at the prospects of a social media, it’s a pla  orm of communica  on about the 
product/service off erings to the customer and makes them accessible to those who want 
to connect as well as to promote the product/services through adver  sement.

For a media to get aff ected, it’s be  er to understand the users which it has being involved 
to get a benefi t from those of the social media users and a marke  ng is being added to 
that scenario’s .Social media marke  ng integrates the various social media networks for 
achieving marke  ng communica  on and building brands for ac  vi  es to involve in sharing 
of content, images and videos.

Social media marke  ng helps in building reputa  on among the customer; address the 
customer’s enquiries and queries; build brand reputa  ons; make a business progress; 
and be the core center of business and a customer along with a business prosperity in 
this digital world of internet.

Samulson Neupane*
NATHM Faculty (MHM)

* The author is associated with NATHM since last 3 years and teaches the subjects related to marke  ng to BTTM, BHM and 
MHM students.
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One of the important fact about social media marke  ng is 
that it has being able to reach the target audience easily and 
instantly with a great infl uencing.The tools and approaches 
for communica  ng with customers have changed greatly 
with the emergence of social media; therefore, businesses 
must learn how to use social media in a way that is consistent 
with their business plan (Mangold and Faulds 2099).

Hospitality industry mainly deals with trust of the customer 
along with customer preferences and brand building which 
is the main integral part of promo  ng the business through 
marke  ng. 

In a digitalization world of virtual place, becomes a 
customized off ering to the customer pla  orm. Internet has 
provided as ample opportuni  es for the customer to search, 
plan and evaluate the various off erings by the tour operators 
online in the hospitality industry. So marke  ng plays a 
signifi cant aspects and social media plays an important role 
in marke  ng of the hospitality industry.

Hospitality marke  ng deals with food and drink, lodging, 
tours and travel along with other recrea  onal ac  vi  es. So, 
marke  ng is essence in crea  ng a awareness, involve and 
persuade the customer to get involved into as it deals with 
heterogeneity, Perishability,  me factors and customiza  on.

Some of the forms of social media

Blogs:

Blogs, which represent the earliest form of Social Media, are 
special types of websites that usually display date-stamped 
entries in reverse chronological order (OECD, 2007). Blogs 
comes in varie  esof a form that includes personal diaries, 
specifi c contents like expression about an event which is 
being controlled by a single person but gets interacted 
through the comments. It is one of the popular marke  ng 
strategies.

Facebook:

Changing a way of interac  on and sharing a content spread 
in a worldwide scenario. Facebook that elevates the 
exchange of informa  on and messages among the people 
and the groups throughout the whole world.Facebook.com 
originated in February, 2004 to facilitate social interac  on 
exclusively among college students by Mark Zuckerberg.  
And nowadays, it’s a powerful tool for promo  onal ac  vi  es 
in used.

Google+:

A social network which is owned and operated by Google 
which was launched on 2011 was an a  empt to challenge 
other social networks and linking Google with its product. 
It’s a social pla  orm to get in touch with the members on 
social media.(Wikipedia)

LinkedIn:

Founded in 2002; social site used by a professionals and 
business profi les for a network by uploading their profi les 
which helps the member in crea  ng and genera  ng leads 
in business opportuni  es.  It has been develop as an area 
for job seekers along with people shares their contents in 
terms of a ar  cle, updates and interacts with each other 
with business and a professional content.

Pinterest:

Come into an existence of 2009. It’s a place for an authen  c 
experience and enrichment through diff erent content where 
mo  o itself conveys “Put Pinners First”. It gives a pla  orm 
with intent, value adding and a personaliza  on. This gives 
an ample way for promo  on of product/services.

YouTube:

Social media marke  ng tool to upload, share, and create 
a video and to comment to its contents. It‘s an incredible 
for a content to display and gets a feedback instantly. 
The adver  sement in between the videos gives an ample 
opportunity to get the marke  ng ac  vi  es to get through 
for a promo  on which gives a pla  orm for becoming a video 
content viral. 

Looking for all the perspec  ves, it’s of necessity in a present 
context scenario to get accessed through social media to get 
accessed through adver  sement in reach of the targeted 
customers. 

Social media is in a stage of vola  lity, the existence of today’s 
content can be vanished tomorrow, so while in using it 
must be of greater cau  on.  For this, there has to be some 
guideline for its u  liza  on that in what aspect social media 
is going to be used with keeping in view of customer privacy 
and security of their status.

Social media are defined as the “online applications, 
pla  orms and media which aim to facilitate interac  ons, 
collaborations and the sharing of content” (Universal 
Maccann Interna  onal, 2008)

Social media strategy for a hospitality 
industry
Set a smart goal:

Smarts which means S for specifi c in terms what wants’ to 
be achieved, M for measurable of a progress which can be 
evaluated and tracked, A for accessible or ac  onable for a 
chance of success, R for realis  c or relevant for a business, 
and T for  me bound for an objec  ve to be sa  sfi ed. 

Know your audience:

For a marke  ng strategy to success, knowing the audience or 
customer is of utmost importance. The reason behind is that, 
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they are the ones to buy or consume the goods and services. 
This leads to make a decision that what are the things that 
appraise them and through which media the message has 
to be fl owed to get the ul  mate results.

Gather a real data to know your clients

Once, an audience becomes your customer; the process of 
personal dealings mark the actual needs of clients on their 
preference and economical basis based on their personal 
level. That’s count the details on demographic; concerns; 
appeals; excitement and so on. Further, the similarity of the 
customer leads to a generaliza  on of making them clients 
with a real authen  c data.

Conduct a compe   ve analysis

Market without a compe   on is unimaginable. One of 
the important scenario is to be able to understand that 
replication of a competitors doesn’t work. A thorough 
analysis has to be done on the every move along with a 
possible move of compe  tors. SWOT analysis is one of the 
approaches of doing compe   ve analysis i.e. S for strength; 
W for weaknesses; O for opportuni  es and T for threats.

Determine a media to use

Although there is an existence of various media, but the 
actual challenge was to determine the media which is 
being segmented and targeted for reaching the customer 
according to their requirement of their choices, interest, 
and economic status. So, applicability of the media is of 
great importance. 

Get Sugges  ons from your followers

Also, there must be a part of a sugges  on part on a social 
media to know the actual response of the audience who 
had gone through. Make a no  ce of likes and dislikes and 
their opinion ma  ers a lot on the scenario context of the 
social media content.

Arrange the content 

Content is an important and a signifi cant part of the social 
media due to the reason that it has to convince the audience 
that it is worthwhile to go through the content of the 
social media. In fact, the content has to be easily readable, 
a  rac  ve, and smooth for the audience to go through. 
The content has to be targeted for an instance review and 
what are the ac  ons that I want to get mine audience too 
involved into.

Conduc  ng an audit

It’s of utmost necessity to know the performance of a 
marketing activities that has being put in forward for 
promo  on; so at the end its must be assed to know that 
it has worked or not. This reason indicates of requirement 
of audit i.e. to analyze and evaluate the every factor of its 
performance. So that strategy can be formulated for the 

applicability in the future.

In overall prospects of the scenario, it is of utmost 
necessity that hospitality which is a very delicate industry 
where Perishability, heterogeneity, fl uctua  on demand, 
seasonality, service quality are the major determinants for 
the survival. So, keeping in mind the social media has to be 
very crucial for the determina  on of a dynamic nature and 
understanding of the market itself for its be  er penetra  on.

Pros and cons of social media marke  ng

Some of the pros of social media for marke  ng includes 
off  as:
• Know the customer likes and dislikes which helps for 

marke  ng.
• Firms are able to analyze the market and its off erings.
•  Customers are able to choose from diff erent categories 

that means availability of various choices.
• Make accessible at 24/7 and so on.

But along with pros there are some cons as well which 
includes:
• Unauthorized entry on the sites i.e. hacking of the sites.
• Customer unaware of technological aspects of a social 

site.
• Clu  er may result in disinterest on the social media.
• Threat of exploita  on and so on.

Social media adver  sing directly has an impact in a consumer 
buying cycle which includes areas of:

1. Need recogni  on     
The situation determines in the actual need of the 
customer in its sa  sfac  on and knows that how they 
perceive the situa  on to get involved in with their level 
of its fulfi llments. So, knowing what they actually pursue 
is the top most factors in the customer scenario.

2. Informa  on search     
Once the need iden  fi ed there is a situa  on of fulfi llment 
of those needs which gives a scenario of ge   ng the 
informa  on to go through. In this situa  on the criteria 
of ge   ng the informa  on through the various media 
where in the present world comes a dominance of the 
social media.

3. Evalua  on of alterna  ves                               
The proposed informa  on is being thoroughly evaluated 
on the basis of an interest, preferences, desires, 
economic status, possibili  es of funding or fi nancing and 
other factors like  me and psychic cost.

4. Purchase decision and purchase   
The behavioral action is taken at this stage by the 
customer by taking through a purchase. This gives 
immense decision aspects to get into the fi nal decision of 
ge   ng the acquired product/services for the fulfi llment 
of need recogni  on aspects. The ac  on is of consistent 
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with the need recogni  on to get the accessed for its 
achievement.

5. Post purchase evalua  on      
Last stage of sa  sfac  on, dissa  sfac  on or deligh  ulness 
occurs a  er an experience. There may also be a situa  on 
of cogni  ve dissonance may occur in this stage.

SMM is used for a purpose of cost eff ec  veness; branding; 
access and engagement of a customer and a promo  on of 
a business. Mainly the SMM is form ge   ng an awareness 
campaign to get involved in customer buying process along 
with a brand enhancement through diff erent social media.

A hospitality industry with product and a service sector 
involved in it, social media is being used as an instrument 
in off ering its customer according to their needs, wants and 
desire; for its ul  mate expansion of its industry itself.

References
• Kotler P. & Keller K.L. (2012) Marke  ng Management, 

14th ed.
• OECD. (2007). Par  cipa  ve web and user-created content: 

Web 2.0, wikis, and social networking. Paris: Organisa  on 
for Economic Co-opera  on and Development.

• Simon H.A. (1959) Theories of Decision-making in 
Economics and Behavioral Science, The American 
Economics Review, Vol. XLIX, No. 3.

• Universal Maccann International (2008). Power to 
the people –social media tracker wave 3.h  p://www.
slideshare.net/victori98pt/wave3-power-to-the-people, 
accessed April 2013.

• Mangold, Glynn W., and David J. Faulds. 2009. “Social 
Media: The New Hybrid Element of the Promo  on Mix.” 
Business Horizons 52: 357-365.

• Walsh S.  (2016) Five trends that wil l  change 
consumer behavior in 2016, The Globe and Mail 
h  p://www.theglobeandmail.com/reporton-business/
small-business/sb-growth/five-trends-that-will-
changeconsumer-behaviour-in-2016/ar  cle28019355/

• Wayne D. Hoyer (1984) An Examina  on of Consumer 
Decision Making for a Common Repeat Purchase Product.

• h  ps://metricool.com/social-media-compe  tor-analysis/
• h  ps://www.smar  nsights.com/social-media-marke  ng/

social-media-strategy/social-media-strategy-planning-
essen  als-strategy-tac  cs/

• https://webtechnepal.com/services/social-media-
marke  ng/

• h  ps://lonetreenepal.com/social-media-marke  ng-in-
nepal/

• https://www.vertexwebsurf.com.np/social-media-
marke  ng-in-nepal/

• h  ps://designpickle.com/9-social-media-graphic-design-
 ps/

• h  ps://buff er.com/library/social-media-team
• h  ps://www.pinterest.com/blogandcreate/social-media-

design/
• http://www.yourarticlelibrary.com/marketing/7-

important-characteris  cs-of-services/30016
• h  ps://en.wikipedia.org/wiki/Hospitality_industry

Dris   Lamichhane
BHM - 20th Batch

Gofo <<
Gofo, ;Ddfg / cfb/ v} sfxfF ljnfP 5;
kIfkft, lxª\;f / bjfjn] cfˆgf] :yfg kf]hdfP5 .

yfKb}g yflklg lsg xf], r8\g vf]H5g a'O{df,
sf]lx a:5g dxndf, t sf]lx ;'T5Ge'O{df .

rflxG5 eG5g x]lnsK6/, b]vfpg'5 /jfkm,
cem} klg cpQ/lgo 5g, ylGsPsf ;jfn .

xf] d]x]gt u/] kmn kfOG5,
t/ of] g]kfn xf] xh'/, d]x]gt ugl{\g ;f];{ g}t rflxG5 .

Gofo klg sf}8Ldf, laSg]u5{ oxfF,
;f]Rb}g ;f]lr ca'em eO, sfo{ ul/G5 hxfF .

of] Goflos ljrngsf] l;dfnfO{, tf]8\g ;lsG5,
u|x0f ug{;s], ;'Gb/ pbfx/0f klg algG5 .

aGwg / bafanfO{, kl/l:yltsf] v]n gdfg,
kfkL gh/ / ce› x]/fOsf] bf]iftL x'g .

x]Kjf ;f] Jojxf/ klg lsg, unt x}g elgG5,
P xh'/, tf;sf] v]n k|fo ;a} h'jf d} ulgG5 .

cfp ;a} xft h'6f}F, k/ ;f/f} lg/Í':tfnfO{,
t'R5 zAb / 3[l0ft larf/ rfFlxb}g xfldnfO{ .

Gofosf] nflu p7\b}5f}F xfld ca cfˆg} kxndf,
yflkGg lkl7pF, blaGg :j/ pQ/ aG5f}F x/]s ;jfndf .

x'Gg xf]nf emu8f, Gofo ldNnf ;a}nfO{,
cg]stfdf Pstf 5, lrQ a'‰5 cfkm}nfO{ .

s] sf] nflu dgdf]6fa, s] sf nflu e]befa,
;Fu} p7] x'Gg / < xft ;dfOPs ;fy ..
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Electricity, Tourism and 
Economy
We had to bear the pain of power cuts and load shedding for more than two decades. 
We survived up to 18 hours’ power cuts in a day. In that regard, we Nepali must be the 
most resilient human being on this earth. Load shedding was partly due to shortage 
of produc  on and mainly because of ineffi  cient management and ineff ec  ve policy in 
place. We all know very well that Nepal is rich in fresh water resource. Our capability to 
cash the available resource can be ques  oned. However, there are many silver lines in 
front of us at present.Power cuts have been abolished. Under construc  on projects have 
been completed and many projects are s  ll being built and constructed. Power purchase 
agreement has been signed with Bangladesh while exponen  al power demand in India 
has given us huge poten  al in electricity export and white dollar earnings.
Nepal electricity authority that once was at a loss is making remarkable profi t. As per 
half- year review report of the current fi scal year presented by the Ministry of fi nance, 
per capita energy consump  on has increased by 22 units per person which is a posi  ve 
symptom for progress. With the proper management of power supply, the industries are 
running in shi  s and their produc  on cost has been lowered.There has been signifi cant 
reduc  on in produc  on like, manufacturing, service, farming and tourism industry sector.
In the near future we will have more electricity produc  on which will defi nitely s  r up our 
economy. As men  oned earlier, scope of electricity export is always there.
Uninterrupted power supply is one of the basics in tourism and hospitality sector. Electricity 
makes 24/7 internet service possible, it helps the service providers on managing regular 
communica  ons with tourists in the other words e-marke  ng makes the CRM (customer 
rela  onship marke  ng) strategy possible. CRM focuses on tourists’ loyalty and long-term 
visitors’ engagement rather than shorter-term goals. The aim of customer rela  onship 
marke  ng is to build strong, and deep connec  ons of visitors to our country that not just 
promote ongoing business but also enlarges future poten  al and prospectus.
Nepal's cultural diversity, its topography and landscape, geographicalvaria  on in terms 
of Himalayan region, hilly region and terai region have made it a top place for tourist 
des  na  on.  Nepal's heritage explains our glorious past. Driven by religiousbeliefs and 
faith -thousands of tourists visit places, like Lumbini Pashupa  nath, Janakpur. They can 
visit diff erent na  onal parks and enjoy nature. They can see diff erent fl ora and fauna. They 
can go for hiking to diff erent hilly and mountainous regions. They can do adventurous 
games like bungee jumping and ra  ing as there are various rivers in Nepal. The most 
adventurous job they can do is mountain climbing. 
On one hand Nepal is full of poten  al for this sector and the other hand, we are unable to 
provide them enough facili  es during their stay. Now we are celebra  ng visit Nepal 2020, 
to boost tourism. There is a lack of infrastructures like star hotels, roads and airports, 
for posh tourists and facili  es for them of their standard. It’s too late to construct these 
kinds of infrastructures.
In this context, electricity can play a signifi cant role on crea  ng employment for people 
of the country directly and indirectly. It promotes cultural awareness and also helps 

Madan Phuyal *
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to preserve local culture and tradi  ons. Money gained 
from tourism can be used to develop the infrastructure and 
services e.g. new roads and airports. Natural a  rac  ons can 
be protected using income from tourism.
As we are rich in natural beauty we can develop home stay. 
If electricity is supplied to our remote home stay there are 
chances for our visitors to go there and stay. Services like 
free wifi , E-banking, are possible. Tourist will have enough 
choice for their stay and visit. Because of the power supply, 
E -Banking services can be provided so that no visitor would 
suff er from monetary problems. The beau  ful nature, land 
scopes, fl ora and fauna, canbe adver  sed through user-
friendly websites and apps. The tourists will have the idea 
of what they are going to enjoy. They can mentally prepare 
themselves and their stay can be valuable and frui  ul.
Nepal's beauty doesn't lie only in developed ci  es and 
urban areas. Beauty may lie in the hills mountainous and 
far off  areas. They can be made known through the digital 
world. If power supply can reach to these areasit opens up 
opportunity o  ourism. Customers can directly maintain the 
rela  on with people of these areas. The digital facili  es will 
enhance marke  ng and publicity.If these areas are equipped 
with curio products, local handmade products tourists will be 
a  racted and buy things as a memories. The local resources 
will be used to manufacture handicra  s and the local people 
will have a good source of income. To make tourists visit the 
places, they must get facili  es during they stay. Proper power 
supply can provided them the means of communica  on and 
can use diff erent gadgets. 
Major ci  es of our country are polluted. It is widely known 
and people from abroad hesitate to come to, these places.  
If electrical vehicles are promoted, it will help to control 
pollu  on so, people can be a  racted. Electric buses with more 
techno friendly with more facili  es to posh tourist will make 
their stay longer and they will be sa  sfi ed with the facili  es 
provided. They can make plan to visit us again and again.
With regular power supply operating expense of the 
hotels,restaurants, lodges, fare will be lower so they can 
provide their service cheaper. Correspondingly if be  er 
service is provided in cheaper cost the number of tourists 
will increase and it will contribute to our na  onal economy.
If power can be supplied to the remote areas, new places 
will be exploded and can be promoted. The people of rural 
and remote areas will be able to increase their income. Not 
only this but it will also help to use the local product and 
the life style of the poor villagers will be changed because 
of the income they make. MahBir pun changed the face of 
a remote undeveloped village Magydi , when there was no 
road access. By the use of internet, the people of that area 
are living a very good life as their product, agricultural and 
co  age industries are demanded all over the world. Power 
supply can bring change in every sector of development 
industries, house hold, environment,health, educa  on and 
tourism as well. Ul  mately poverty of the people will be 
elevated and people can feel fl avor of development through 
a boost in economy in a shot run.

Srish   Thapa 
BHM - 20th batch

Thinking out of 
the box
It was one clear day when this event happen

It was the same ques  on that I am asked o  en 

Someone curiously asked me what I want to 
do in life

Want to be singer, dancer, writer or a loving wife?

Smiling at that person I replied "I want to be 
them all"

I think about it a lot, I refi ned my every thought 

soon I realized that’s what we are taught 

in order to persuade something other dreams 
to be shut 

why do I have to limit myself

why should I be boxed?

I don’t want to limit myself thinking I have to 
choose one

we can choose everything if we are willing to 
learn

I choose myself I choose my life 

I want everything I want to rise

Thinking out of the box has been a hard journey

 but all those lessons are my earning 

free willing to be  anything and everything  I want 

I want hide inside a box and be blunt
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Comparative analysis of 
Tourism in Nepal
Background 
Mathieson and Wall (1982) indicated that the temporary movement of people to 
des  na  ons outside their normal places of work and residence, the ac  vi  es undertaken 
during their stay in those des  na  ons, and the facili  es created to cater to their needs.

Macintosh and Goeldner (1986) concluded that tourism is the sum of the phenomena and 
rela  onships arising from the interac  on of tourists, business suppliers, host governments 
and host communi  es in the process of a  rac  ng and hos  ng these tourists and other 
visitors.

So we can conclude that temporary visitor staying at least twenty-four hours in the country 
visited for a purpose classifi ed as either holiday (recrea  on, leisure, sport, and visit to 
family, friends, or rela  ves), business, offi  cial mission, conven  on, or health reasons is 
known as tourist. 

Any use of tourism and visitor related terms has to recognise that tourism is, in essence, 
a technical concept measured by the available sta  s  cs of visitor movements and 
expenditure (demand) and es  mates of the number of a wide range of visitor facili  es 
(supply). As a concept, tourism is inevitably open to diff erent interpreta  ons but it is 
now widely agreed that there is an urgent need to  ghten or achieve greater precision in 
the way that key tourism terms are used na  onally, regionally and locally. Planning and 
managing tourism when the various stakeholders involved have diff erent concep  ons of 
what tourism means can only ever be par  ally successful (Tourism society).  

Tourism Status in the world 
Most visited country in the world 

Rank Des  na  on Interna  onal Tourist
Arrivals (2018)

Interna  onal Tourist
Arrivals (2017)

Change (2017 
to 2018) (%)

Change (2016 
to 2017) (%)

1  France 89.4 million 86.9 million  2.9  5.1

2  Spain 82.8 million 81.9 million  1.1  8.7

3  United States 79.6 million 76.9 million  3.5  0.7

4  China 62.9 million 60.7 million  3.6  2.5

5  Italy 62.1 million 58.2 million  6.7  11.2

6  Turkey 45.8 million 37.6 million  21.7  24.1

7  Mexico 41.4 million 39.3 million  5.5  12.0

8  Germany 38.9 million 37.5 million  3.8  5.2

9  Thailand 38.3 million 35.5 million  7.9  9.1

10  United Kingdom 36.3 million 37.6 million  3.5  5.1
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Most visited country in Europe
Rank Des  na  on Interna  onal Tourist

Arrivals (2018)
Interna  onal Tourist

Arrivals (2017)
Change (2017 to

2018) (%)
Change (2016 to

2017) (%)

1  France 89.4 million 86.9 million  2.9  5.1

2  Spain 82.8 million 81.9 million  1.1  8.7

3  Italy 62.1 million 58.3 million  6.7  11.2

4  Turkey 45.8 million 37.6 million  21.7  24.1

5  Germany 38.9 million 37.5 million  3.8  5.2

6  United Kingdom 36.3 million 37.7 million  3.5  5.1

7  Austria 30.8 million 29.5 million  4.6  4.8

8  Greece 30.1 million 27.2 million  10.8  9.7

9  Russia 24.6 million 24.4 million  0.7  0.7

10  Portugal 22.8 million 21.2 million  7.5  16.5

Tourism Status in Asia
Rank Des  na  on Interna  onal Tourist

Arrivals (2018)
Interna  onal Tourist

Arrivals (2017)
Change (2017 to

2018) (%)
Change (2016 to

2017) (%)

1  China 62.9 million 60.7 million  3.6  2.5

2  Thailand 38.3 million 35.5 million  6.8  8.8

3  Japan 31.2 million 28.7 million  8.7  19.4

4  Hong Kong 29.3 million 27.9 million  4.9  5.0

5  Malaysia 25.8 million 25.9 million  0.4  3.0

6  Macau 18.5 million 17.3 million  7.2  9.9

7  India 17.4 million 15.5 million  12.1  6.7

8  Vietnam 15.5 million 12.9 million  19.9  29.1

9  South Korea 15.3 million 13.3 million  15.1  22.7

10  Singapore 14.7 million 13.9 million  5.5
 7.7

Tourism status in Nepal
The total number of tourists to Nepal in 2019 totaled 1.17 
million via air and land routes, a slight decline over 2018 
number of 1.52 million.

Like every year, the Himalayan na  on received the highest 
number of tourists from India totaled 209,611, followed by 
China (169,543), among others.

Others include:
• United States – 93,196
• United Kingdom – 61,139
• Sri Lanka – 55,869
• France – 30,644
• South Korea – 29,679
• Spain – 19,057

According to the Department of Immigra  on, the arrivals 
from UK, Sri Lanka, Thailand, France, South Korea and Spain 
declined this year compared to the previous year.

According to the Tourism Board, cancella  on of fl ights due 
to unexpected circumstances, halt in fl ight opera  ons by 
some interna  onal airlines and renova  on works at the 
Tribhuvan Interna  onal Airport have majorly hit the tourist 
arrivals in 2019.
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Tourist in Nepal from 1994 to 2018

Sources :Nepal tourism Sta  s  cs

According to the Post-Disaster Needs Assessment report at 
least 84,000 workers in the tourism sector, 52 percent of 
them being women, were aff ected by the earthquakes. As 
women tend to occupy less skilled jobs such as housekeeping 
and waitressing, they are o  en the fi rst to be laid off , while 
managerial posi  ons primarily held by men are maintained.

The World Travel and Tourism Council’s annual report into 
the economic impact of the tourism sector shows that the 
number of employees engaged in the tourism industry 
increased to 3.4 million According to research, the travel 

and tourism sector contributed $8.8 trillion to the global 
economy and grew faster than the global economy for 
the eighth successive year—3.9 percent for travel and 
tourism versus 3.2 percent of global GDP. It is the second-
fastest growing sector in the world, ahead of healthcare, 
informa  on technology, and fi nancial services, and behind 
only manufacturing, the report said.

Nepal’s tourism sector generated Rs240.7 billion in revenue 
and supported more than 1.05 million jobsdirectly and 
indirectly.
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Contingency Management
We were very excited about Visit Nepal 2020. Whole of Nepal eagerly remained op  mis  c and 
suppor  ve of Government plan to make the year 2020 phenomenal and restore the glory of 
tourism sector of Nepal somewhat lost to 2015, April earthquake. Many interna  onal travel 
website and magazines rated Nepal as one of the top des  na  ons to visit and travel for this year. 
Our domes  c prepara  on was aided by interna  onal recogni  on. Unfortunately, unexpected 
outbreak of Corona virus in massive scale spreading across Asia, Europe and America has given 
serious blow to our na  onal campaign.  In the given circumstance, our aspira  on of welcoming 
millions of tourist will not materialize. Safety of lives comes as the fi rst and the topmost priority 
to any na  on over and above anything else. Hence, we need to take necessary precau  on to 
safeguard our country from virus whereas tourists have been calling their plans off  which is 
likely to con  nue for many months from now. Furthermore, many countries in the world have 
instructed their ci  zens not to travel abroad.
Amidst all of these, we have realized deeply that Nepal could not think of any con  ngency 
management planwhile formula  ng campaign of VNY 2020. For every program and plan, 
con  ngency management is crucial. It implies ability to deal with unexpected shocks and 
emergencies such as virus outbreak and prevent the program/plan from falling apart. It also 
means having second alterna  ve or having plan B if plan A fails. We failed miserably in this 
regard. Tourism is evergreen sector. It is also probably highly vulnerable sector too. All na  onal 
and interna  onal events circumstances shape and drive this industry. Hence, it was crucial 
to think of unexpected emergencies and setbacks that could somersault the campaign of 
welcoming millions of tourists in Nepal. For anyone associated with travel and trade sector, we 
should always think of plan B if A does not work out. If B does not, then there should be other 
viable op  ons in place. We should be able to analyze the risk and stay alert to understand those 
risks and safeguard our business and industry. There should be risk diversifi ca  on all the  me.
Domes  c tourism is always the best op  on to manage such con  ngencies. In fact, Nepal 
should review mass tourism policy and explore domes  c market. We are slowly rising above 
subsistence economy. Travel, holidays, family  me have become common terms among us. In 
fact, Nepali might be spending more than foreign tourists. We need to have in depth research 
in this ma  er.  Emula  ng the example set by Province No.2, all the provincial Governments 
and even Federal Government should give one month paid holiday to its employees to travel 
around Nepal. Banking sector have been giving paid holiday which should be extended to 
other sector. Likewise, public and long holidays must be extended, so that people have  me 
to go out, travel and explore. Promo  ng domes  c tourism provides security to local business 
associated with travel and hospitality. Similarly, it can overcome the huge defi cit caused by trip 
cancella  ons by interna  onal tourist. We have whole of Nepali diaspora abroad. There should 
be appropriate plans and packages available to them so that they spend more while they are 
here to visit their families. They are keen to explore their country of origin whenever they are 
in Nepal for holiday. This category of spending and exploring Non Residen  al Nepali (NRNs) 
should be targeted which has up un  l now remained untapped market for us.
In the mean  me, Government should focus on mending key physical infrastructures that are 
prerequisites to uphold the good image of a country. A tourist should not get shocked by toilets 
in airport. He/she must not go through muddy and dusty road. Air quality should be checked 
and maintained. We should have everything in place to ensure their travel is smooth and they 
enjoy every bit of visi  ng Nepal –thereupon promote Nepali tourism through word of mouth. 
Hence, despite health emergency Visit Nepal 2020 can be made successful by promo  ng 
domes  c tourism and celebra  ng this year to fi x infrastructure issues associated with Tourism 
industry in par  cular and whole of Nepal in general. We cannot let this year to be wasted year.

Rishi Ghimire *
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Building a Product through 
Gastronomy Tourism
Gastronomy tourism has gained considerable a  en  on as a new tourism product in recent 
 mes. Food is not seen as the basic needs of human beings instead it is roped in tourism 

and well-marketed and produced as niche-product. For the new genre of tourists, who 
seek authen  city and experiences in a des  na  on, gastronomy tourism has become a 
new trend off ering both culture and experience. According to Organisa  on for Economic 
Co-opera  on and Development increasing number of tourists are seeking authen  city and 
novel food experiences that are linked to places they visit. Food expenditure is accounted to 
at least 30 percent of total tourist expenditure. In 2012, the United Na  ons World Tourism 
Organiza  on (UNWTO) published the Global Report on Food Tourism, highligh  ng the fact 
that des  na  ons can leverage on culinary aspect to “diversify tourism and s  mulate local, 
regional and na  onal economic development.” Gastronomy tourism showed signifi cant 
growth worldwide in a rela  vely short  me.
Des  na  ons around the world are reinven  ng itself in appealing homogenous tourist 
to off er niche and authen  c products that can sustain tourism and increase economic 
benefi ts. In this regard, gastronomy tourism has emerged as an alternate to mainstream 
tourism that off ers mainly sightseeing. Today’s tourists are explorer by nature and are 
seeking richful and meaningful experiences and as an intangible heritage, gastronomy 
tourism has emerged as a niche product that caters to the needs of the tourists that have 
recently developed taste buds. Gastronomy tourism makes an impact on en  re value 
chain such as agriculture, food industry and helps in poverty reduc  on.
So much weightage is given to local culture that relates its gastronomy, the UNESCO 
Crea  ve Ci  es Network was founded in 2004 to promote and develop cultural aspects of 
a des  na  on. This network covers seven disciplines including cra  s and folk art, design, 
fi lm, gastronomy, literature, media arts, and music. Currently there are 246 ci  es which 
make up this network work together towards a common objec  ve: placing crea  vity and 
cultural industries at the heart of their development plans at the local level and coopera  ng 
ac  vely at the interna  onal level. Compe   on among these ci  es are so fi erce that under 
the Crea  ve City of Gastronomy discipline, there are currently 26 countries involved 
around the world. Des  na  ons are working hard to preserve and revive their culture of 
gastronomy and eff ec  ve marke  ng campaigns can ensure in a  rac  ng poten  al tourists.
Changing consumer behaviours are demanding des  na  ons to brace themselves and 
off er wholesome living an experience. Consumer behaviours are shaped by the change in 
demographic, rise of millennials in par  cular, economic, environment, the growing power 
of the consumer through technology and the nature of globalisa  on have made tourism 
sector more demanding and looking inwards for constant change. The European Travel 
Commission has correctly pointed out shi  s in consumers’ travel a   tudes and behaviour in 
terms of experiences sought and responses to marke  ng messages will ul  mately impact 
their travel product and des  na  on choices.
Visitors are seeking “diff erent kind of richer experiences” in des  na  ons. A season traveller 
seeking for diff erent experience is o  en looking for an immersive experience which 
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Establishing 
gastronomy tourism 
as a product is a 
complex process 
that requires whole 
ecosystem that 
supports it. Both 
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communica  on 
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of the best 
promo  onal 
strategies has 
been MasterChef 
Australia, a culinary 
programme, to woo 
tourists to Australia
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tells him more about a richer and meaningful culture. For 
example, the element of food has become pivotal amongst 
visitors while looking for new des  na  ons. Visitors want 
to experience new kind of foods in des  na  ons they are 
visi  ng. In today’s dynamic tourism des  na  on culinary 
has become a crucial aspect in culture tourism in drawing 
tourists as many are now driven towards local cultures and 
food.  Over 118 million real traveller reviews on Booking.com 
revealed that while choosing their next travel des  na  on, 
the majority, 75 per cent of global travelers would likely 
travel somewhere known for its great food and drink. 79 
per cent of travellers between the ages of 18 and 34, known 
as the millennials, consider travelling somewhere that's 
specifi cally known for its gastronomic delights. Almost one 
in 10, eight per cent people have travelled in the last year 
to fulfi ll their hobby of fi ne dining and seven per cent for 
their passion for wine. Millennials are most keen on seeking 
out food passions whilst travelling, with one in 10, i.e. 10 
per cent combining their love of street food with travelling, 
compared to only four per cent of those travelers aged over 
55. This validates the growing interest of travelers towards 
des  na  ons which promise to be a foodie's delight. Nepal’s 
rich food culture has long been forgo  en. 
Visitors' food-related experiences are cornerstone of 
product development of a des  na  on as it has become 
one of the important mo  va  ons for visitors. Strategies 
should be designed and developed to promote gastronomy 
by a des  na  on. In order to establish gastronomy tourism 
in Nepal, in 2018 Nepal promoted its own version of 
gastronomy tourism through publica  on of culinary book 
and promo  onal videos of 30 diff erent varie  es of Nepali 
food items prepared by expert chefs. The food items include 
Kwati, Sisne Jhol, Phando, Jwano ko Jhol, Pancha Kwa, 
Chukur Khanda, Karesabari, Chukauni, Timure Aalu, Fulaura, 
Sekuwa, Sandheko, Tareko, Usineko, Pakku, Chhoyla, Momo, 
Chatanmari, Wo, Jogi Bhat, Dal Bhat, Dhindo, Himali, Yomari, 
Sikarni and Dahiphal, among others. These items have been 
selected from around 200 food categories collected from 
diff erent Nepali communi  es. Followed by this, in 2019, a 
three-day event, FoodTreX, dedicated to promo  ng food 
and local culture as food travel was organized in Kathmandu. 
FoodTreX stands for Food, Travel and Experience. The three 
days were divided into three sub-events – ‘Food Trail’, ‘Meet 
the Chefs’ and ‘Regional Summit’. Similar kind of event is 
going to take place in 2020 as well.
Nowadays people are ge   ng more and more interested in 
food, as a profession. The burgeoning interest in gastronomy 
has resulted into new chefs, caterers and food bloggers 
emerging every day! Youngsters are more onto food 
profession as it is gaining celebrity status. Michelin star 
award is ul  mate award in gastronomy that is given to Chef 
who embraces interna  onal dining without abandoning its 
own heritage and authen  c cuisine. Bangkok alone boasts 
of more than 10 Michelin star award winner restaurants 
refl ec  ng how once known as the street food capital has 
transformed into the gourmet capital of the world. 

Today Spanish ci  es such as Madrid, Barcelona, San Sebas  an 
and “food” are nearly always u  ered in the same breath. San 
Sabas  an has posi  oned itself as gourmet des  na  on and 
move forward by holding Gastronomika. Gastronomika, 
an annual culinary world’s most pres  gious event, is held 
in San Sebas  an that organises a series of seminars and 
demonstra  ons where some of the world’s greatest chefs 
showcase their crea  ons. The main claim to gastronomic 
fame is the quality of many Michelin starred restaurants in a 
par  cular des  na  on. San Sebas  an has more Michelin stars 
per square mile than any other region in the world.
Food power has overwhelmed many destinations and 
are fighting with each other regarding the food origin. 
For example, popular Indian sweetmeat known as 
Rasgulla (Rasbari) has been contested for source of origin. 
Na  onal Geographic reports that in 2015, Odisha sought a 
Geographical Indica  on (GI) tag for the sweetmeat, claiming 
that it was invented in Puri and was fi rst off ered to the gods 
during the Rath Yatra in the 12th century.
Establishing gastronomy tourism as a product is a complex 
process that requires whole ecosystem that supports it. Both 
public and private sectors need to understand the benefi ts 
accruing out of it and chalk out good communication 
and promo  onal strategies. One of the best promo  onal 
strategies has been MasterChef Australia, a culinary 
programme, to woo tourists to Australia. In order to a  ract 
Indian tourists to Australia the show is beamed during prime 
 me. The show is immensely popular among Indian viewers. 

It is cleverly cra  ed and designed as cuisines are chosen 
from a number of countries such as Australia, Great Britain, 
India, Vietnam, China, Japan, France, Germany, Jamaica, 
USA and many more. Defi nitely, various cuisines represent 
the respec  ve country. The show has made an impact as 
growing number of Indian tourists are fl ocking to Australia.
World renowned Masterchef Gary Mehigan, popular in 
Masterchef Australia, reckons that he is the ultimate food 
tourists that does not looks for monuments and cathedrals but 
would rather love to discover restaurants, markets and local 
food producers.
In recent  mes, gastronomy tourism has made inroads 
in social media. Various accounts have been created to 
showcase des  na  on and prominent chef’s signature dishes 
as well. These accounts have large followers. Nepalese 
cuisine has made its mark in Instagram as well as various 
accounts are found showcasing Nepalese cuisine.
The message is simple, loud and clear that gastronomy is an 
important aspect of the tour i  nerary and should not be taken 
as a secondary ac  vity. The importance of culinary experiences 
on des  na  on choice and travel sa  sfac  on of food experiences 
should be incorporated in tourism plans and policies.
Gastronomy Tourism is a force to reckon with. Eventually 
the mo  o of gastronomy tourism is ‘you cannot create 
experience, you must undergo it!’ Indeed gastronomy 
tourism is a force to reckon that embodies intangible 
heritage and draws respect for culture and authen  city.
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Homestay Tourism in Nepal: 
Social-economic Importance 
and Prospects
Background
Tourism is a composi  on of diff erent ac  vi  es. It is a combina  on of all ac  vi  es in 
which visitors can gain experience during his/ her travel from origin to des  na  on. It is 
emerging as the prime source of economy for the society and na  on. It is becoming a 
common phenomenon in today's world. Nepal is endowed with the a  rac  ve landscape, 
varied biodiversity and rich religious and cultural heritages. The combina  on of these 
unique resources has created immense poten  ality for diversifi ed tourism ac  vi  es in 
this country. Nepal, as a tourism des  na  on, was introduced in global tourism market 
during 1950s a  er successful ascending of word’s highest peak Mt. Everest in 1953 by 
Late Hillary and Tenzing Norge Sherpa. A separate Ministry for Tourism to look a  er the 
development of tourism in country was established as a consequence of the fi rst Tourism 
Master Plan prepared in 1972. 

Homestay is a tourism product in which the visitors will have cheap accommoda  on as 
well as cultural experiences. They can learn diff erent cultures through involvement in 
tradi  onal and cultural ac  vi  es of the local people. They can interact with local people. 
On the one hand the visitors are benefi ted by cheap accommoda  on; on the other it 
gives certain benefi ts to the host and the community. The main a  rac  on for homestay 
in Nepal is its unique cultures and cuisines in villages and communi  es. The poten  als for 
homestay tourism a  rac  ons in Nepal are historical palaces, forts and local war memorials. 
The Himalayas, Na  onal Park, unique buff er zone life, rhino/  gers/birds watching, river 
ac  vi  es are natural beau  es. Fishing/boa  ng, Eco-tourism, agro-tourism etc. are some 
other a  rac  ons in villages with indigenous cultures, fes  vals and cuisines.

In Nepal, homestay has been fi rst introduced in September, 2010 with the approval of 
Homestay Opera  on Procedures 2067 Bs. The procedure was prepared with the help 
of a visit report presented by a team and incorpora  ng the local need and experiences 
as well. The regula  ng procedure defi nes community as well private homestay. The 
regula  on has provision for homestay standards, inspec  on, registra  on, renewal and 
promo  on and marke  ng. Likewise, it has provisioned Nepal Academy for Tourism and 
Hotel management (NATHM) as homestay training ins  tu  on. Likewise, Nepal Tourism 
Board (NTB) is assigned for promo  on and marke  ng ac  vi  es. Nonetheless, the role of 
private sector is being sought for infrastructure development and marke  ng.

Importance of Homestay in Nepal
Tourism is considered as economic ac  vity. It has mul  plier eff ect on community. Homestay 
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tourism being a part of rural tourism it brings posi  ve socio-
economic impacts on community. Homestay tourism can 
bring following socio-economic benefi ts:

Economic involvement: Tourism ensures the economic 
benefi ts of the community by crea  ng diff erent opportuni  es. 
Homestay accommoda  on helps to increase the income of 
local people by crea  ng business opportuni  es. It helps to 
generate employment directly as well as indirectly.

Low pollu  on: Homestay accommoda  on generates less 
environmental pollution compare to big hotels. Water 
pollu  on is the big issue generated by big hotels. Homestay 
accommoda  on helps to reduce water pollu  on.

Socio-cultural benefits: In homestay accommodation, 
tourists stay in the home of local people. Visitors expects 
indigenous cultures arts and way of life at home and the 
community. They behave diff erently i.e. they respect local 
culture and other social considera  on within the community. 
Therefore, the local community require to preserve and 
protect local tradi  on, tangible and intangible arts and 
cultures. Homestay also s  mulates cultural exchange, and 
encourage the coopera  on among the locals and cultural 
understanding and assimila  on thereby suppor  ng na  onal 
integra  on. 

Employment Opportunity: Homestay accommodation 
creates employment opportuni  es in the local community. 
The local people may engage in various ac  vi  es related 
tourism.

Investment opportunity: Homestay accommoda  on does 
not require huge amount of investment. Local people can 

establish homestay accommoda  on with small amount of 
money. It has short turnover period i.e. people get return 
from homestay accommoda  on in very short period of  me. 

Entrepreneurship Development: Homestay opens up new 
opportuni  es. Various touris  c services such as travel/
tour management, tour guides, ICT service, demand for 
handicra  s, café/tea houses, bakery etc. So entrepreneurship 
skills can be developed in the local level.

Sustainable and stable development: Homestay 
accommodation ensures the stable earnings for the 
operators. Earning from homestay is the addi  onal earning 
for the homestay operators. It support to the growth and 
consump  on local agriculture products. It also helps to 
conserve natures and sustainable tourism management 
thereby enhancing ecotourism.

Periodic Plans
Government has formulated tourism policy with the 
aims of increasing national productivity and income; 
increasing foreign currency earnings; crea  ng employment 
opportuni  es; improving regional imbalances and projec  ng 
the image of Nepal more asser  vely in the interna  onal 
arena; through the development and diversifi ca  on of the 
travel and tourism industries.  Various periodic plans and 
programs implemented in Nepal in the past have directly 
or indirectly acknowledged the significance of tourism 
development for Nepal's overall development. The following 
table summarizes the major emphasis of various plans and 
policies under diff erent periodic plan periods. 

Table 1

Tourism policies under Diff erent Periodic Plans of Nepal

S.N. Plan Period Major ac  vi  es for tourism development Remarks

01 1956-1961 • Infrastructure development
• Expansion of Airport -1959 
• Royal Nepal Corpora  on established in 1958 as a na  onal fl ag 

carrier
• Nepal Tourism Board established in 1956.This is the fi rst noteworthy 

ini  a  on of planned development of tourism in Nepal

• Expansion of Airport  provided easy 
access to Nepal and regular flight 
started from India in 1954

02 1962-1965 • The real ini  a  ve for tourism development was given. Such as 
foreign airline services expanded, development of places of tourist 
interest 

• Tourism act was enacted in 1964 (Ministry of Commerce and 
Industry-1972)

• Department of tourism involved in diff erent ac  vi  es
• Department also started to keep sta  s  cs of tourist arrivals in Nepal.

• First 3 Year Plan.
• During this plan government realizes the 

importance of tourists for genera  ng 
income.

• Importance of statistics for further 
planning was also realized during this 
plan period.

03 1965-1970 • Tourism Advisory Commi  ee responsible for formula  ng policy 
(Ministry of Commerce and Industry,1972)

• Loan facility provision for hotel establishment
• Hotel establishment in Pokhara and Biratnagar
• Established of hotel, travel and tour operators

• These were some important features 
for developing tourism industry.
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S.N. Plan Period Major ac  vi  es for tourism development Remarks

04 1970-1975 • Tourism Master Plan- 1972.
• Development of na  onal parks and wild life conserva  on 
• Manpower development ini  a  ve by establishing Nepal Academy 

for Tourism and Hospitality Management (NATHAM.

• The government recognized tourism as 
major industry so the master plan for 
tourism Development prepared.

05 1975-1980 • Ministry of Culture, Tourism and Civil Aviation (MOCTCA) 
establishd-1977

• High level Co-ordina  on Commi  ee established to review master 
plan- 1978.

• Boeing 727 introduced to Europe.
• Tourism regarded as foreign exchange earnings. 
• Taragaon Development Board (TGDB) established to promote 

Nepalese culture and heritage to the people of the world for the 
purpose of rural tourism promo  on.

• During this plan extension of Boeing to 
Europe was major boost to the sector of 
tourism. Since the tourists have a desire 
to hassle free holidays.

06 1980-1985 • Air service extended to Hong Kong, Singapore, Dhaka and Karachi.
• Tourism was considered as the means of employment genera  on.
• Improvement of tourist centers.

• The major component of tourism 
was introduced as regarded by the 
government.

07 1985-1990 • Cultural and natural conserva  on, tourism promo  on, trekking and 
mountaineering were given priority in tourism sector.

• plan Pokhara was focused as hub for regional tourism development, 
• Heritage conserva  on of Gorkha
• Emphasized on local produc  on, such as liquor, cold drink, fruits 

and dairy products to support tourism

• The plan was focused to develop 
tourism with sustainable development. 
The major issue was produc  on of local 
items for consump  on.

08 1990-1997 • Acts were established such as Tourism Development Board Act-
1996, Avia  on Authority of Nepal Act, 1996

• Formula  on of Tourism Policy, 1995 
• Expansion of tourism in other poten  al areas
• Establishment of Taragaon Regency Hotel as P3 concept  and 

opera  on under the management of Hya   Interna  onal

• Taragaon regency hotel as P3 concept 
established. This shows a commitment 
to develop tourism industry in Nepal by 
the government.

09 1997-2002 • Diversifi ca  on of tourism.
• Rural tourism recognized and declared Sirubari as model of village 

tourism- 1997.
• 4 Million rupees were allocated for the development of village 

tourism.
• Visit Nepal: Ini  ated to increase the fl ow of tourism.
• Periodic study started to view the eff ects on investment in the 

tourism sector.
• Encouraged local bodies to develop a model tourist village.

• This plan is important for the context of 
village tourism because the government 
of Nepal recognized the poten  al of 
village tourism for poverty reduc  on 
too.

10 2002-2007 • Sustainable development and quality promo  on in tourism sector.
• Conserva  on and preserva  on: 
• Eco tourism promoted.

• The period was fruitful  for the 
development of eco-tourism.

11 2007-2010 • Focusing on tourism infrastructure development, destination 
diversifi ca  on.

• Poverty reduc  on through tourism sector.

• Major work on Village tourism was 
done feasibility study for expansion 
of des  na  on and encouraging village 
tourist.

12 2010-2013 • Homestay promo  on
• Leave tourism promo  ons
• focus on tourism infrastructure development
• priority on interna  onal promo  on

• Nepal's tourism brand: "Naturally 
Nepal, once is not enough" with Nepal 
Tourism Year/Vision 2020 programs 
launched

• leave tourism program implemented 
with primary focus on homestay 
promo  on

• small and medium sized infrastructures 
such as trekking trail improvement, 
picnic spot, construc  on of view tower 
etc. projects executed 
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S.N. Plan Period Major ac  vi  es for tourism development Remarks

13 2013-16 • Develop tourism industry as a main basis of na  onal economy. 
• Establish Nepal as a major tourist des  na  on of the world. 
• Expand domestic tourist destinations and diversify tourism 

businesses. 

• Homestay infrastructures development 
given priority

• implanta  on of NTSP 2016-2025

14 2016-2019 • envisioned tourism as vehicle for economic prosperity
• priority given on rural tourism 
• focus tourism des  na  on development and diversifi ca  on
• introducing integrated tourism infrastructures development 

programmes

• Homestay as means for rural tourism 
promo  on

• prior ity  g iven to rural  tourism 
infrastructures development

Tourism policy, 2065 BS
Nepal government has declared tourism policy 2065 (2008) 
for revitalizing tourism industry of Nepal. The policy aims 
to introduce Nepal as an attractive, beautiful and safe 
tourist des  na  on in tourism world and create employment 
opportuni  es, raise living standard of general people and 
increase government revenue and productivity. Most 
importantly, the policy has considered rural tourism as 
an important component of tourism industry by involving 
women, Madhesi, indigenous groups of people in the main 
stream of tourism development. 

The policy is inclusive and is also in line with redistribu  ve 
jus  ce in tourism benefi t sharing. The government for the 
fi rst has given importance to rural tourism in its policy. The 
policy could be a milestone for tourism, including rural 
tourism development in the country as it has covered a wide 
range of working policies of rural tourism. 

Nepal Tourism Strategic Plan (2016-2025):
This Plan envisions Nepal to be a leading tourism des  na  on 
in the region, to develop tourism as a signifi cant contributor 
to the na  onal economy and to diversify tourism. Tourism 
strategies during this period are as following:
• Integrated destination development for tourism 

diversifi ca  on,
• Quality Improvement and quality control,
• Integrated marke  ng and branding for eff ec  ve tourism 

promo  on,
• Ins  tu  onal reforms and human resource development,
• Enhance partnership with Community, development 

partners and other stakeholders

Some major achievements of the Plan over this period are:
• Implemented the Trekking Trail Standards for safer and 

sustainable tourism development. Given emphasis to the 
Great Himalaya Trail (GHT

• focus on develop integrated des  na  on development 
plan for each Tourism Development Areas (TDAs), 

• des  na  on development studies have been conducted to 
the diff erent regions of Nepal. The ministry has allocated 
budget for the implementa  on of these projects.

• Study has been in progress by Department of Tourism 
(DoT) for developing tourist bus terminals and stopovers 
in all TDAs,

• Establishment of Solar power, community buildings, 
hygiene improvement, improved kitchens, improved 
toilets, are underway in to Homestays. 

Homestay Procedures
The Ministry of Culture, Tourism and Civil Avia  on (MOCTCA) 
is responsible government agency for overall regula  on and 
facilita  on. The registra  on and opera  on of Homestays are 
demand-driven; the host, who is interested to opera  ng, 
need to apply to the ministry and tourism offices for 
the registra  on of homestay as a unit. They may come 
as community or as private homestay operator for the 
registra  on. 

The provincial and local level governments have given 
extra emphasis for tourism and homestay development for 
a  aining economic prosperity. The Homestay Procedures 
are giving a framework for rural and community level 
tourism development. Ins  tu  ons such as Nepal Tourism 
Board, Nepal Academy for Tourism and Hotel Management 
(NATHM) and Taragao Development Board are responsible 
government for homestay promo  on and training.
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Need of Effective Succession 
Plan in Organization
Changes in leadership are inevitable.The complexi  es of any organiza  ons demand 
best leaders. Hopefully, these organiza  ons would recognize good leaders for their 
contribu  ons to the organiza  on. In spite of whether a person has been a good leader 
or not, every leader is subject to his or her own mortality—be it personal or professional. 
Organiza  ons—and leaders—are usually in a reac  ve posi  on to accept the transi  ons 
in leadership each  me a leadership vacancy occurs or a need for new leadership is 
iden  fi ed. However, the choice to take a proac  ve approach off ers advantages. Succession 
planning, a deliberate process designed to promote organiza  onal stability during changes 
in leadership, is a useful tool that allows organiza  ons to take a proac  ve approach to 
leadership transi  ons. 

What Is Succession Planning?
Succession planning is a ra  onal and planned approach to maintain a refreshed, renewed, 
and vital organiza  on by promo  ng successful leadership transi  ons among the team 
members. Changes in leadership occur as a natural and unavoidable part of organiza  onal 
life. Planned transi  ons occur due to re  rement of key leaders or career advancement of 
key leaders within or outside the organiza  on. Unexpected departure of key leaders may 
occur with the diagnosis or progression of a serious illness, sudden death, termina  on 
of employment, rapid advancement elsewhere, or reassignment of du  es to fi ll another 
leadership vacancy. Whether planned or unexpected, organizations should orient 
succession planning to both immediate and long-term leadership needs. 

Advantages of Succession Planning 
Ac  ve planning for transi  ons in leadership off ers several advantages to the organiza  on. A 
forward thinking, ra  onal transi  on process allows an organiza  on to promote or maintain 
con  nued eff ec  ve organiza  onal performance over  me. Succession planning off ers 
an opportunity to develop the next genera  on of leaders and to retain the “knowledge 
assets” of the leader in the a  ermath of his or her departure. 
Everyone in a leadership posi  on needs a succession plan. Succession planning allows an 
individual to plan for his or her own professional future, whether accep  ng a new role, 
moving to the next phase in a career, transi  oning to another career, or returning to a 
previous role, e.g. a department chair returning to the teaching faculty. 

Why Is It a Diffi  cult Topic? 
Let’s face facts: It’s uncomfortable to think and talk about one’s mortality. Most of 
us don’t spend a lot of  me thinking about or planning for “the worst.” Of course, 
leadership transi  on isn’t usually death in the literal sense, but it may represent a form 
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of “professional” death. As such, asking others to plan for 
“the end” is likely to be unwelcomed or misinterpreted 
unless one is careful to include a discussion of future op  ons. 
Orienta  on to the future is cri  cal, because such op  ons 
may in fact lead to, or result in revitaliza  on, renewal, and 
greater fulfi llment. 
Approaching succession planning with attention to 
psychological understanding and sensi  vity to the topic is 
important. Individuals may react as if “death” is imminent. 
Although the leader may not be dying literally, the stages of 
denial, anger, bargaining, depression, and acceptance may 
be demonstrated in response to a professional “terminal 
prediction.” Effective succession planning encourages 
the leader to consciously acknowledge a “life a  er” the 
leadership transi  on. 
As a result, succession planning is a topic o  en neglected 
in many organizations. Without an effective plan for 
leadership transi  on, an organiza  on may lose ground when 
the inevitable change in leadership occurs. Organiza  onal 
stability and performance may be threatened by the 
leadership vacancy. New leadership may be assigned 
to unprepared personnel. If succession planning is an 
a  erthought, the organiza  on may experience a diffi  cult 
“lesson learned” about the wisdom of planning for a stable 
and predictable future. 

Start Early
Succession planning should begin on the fi rst day on the 
job. A good star  ng point is to conduct an organiza  onal 
assessment. How does your organiza  on plan for transi  ons 
in leadership? How do you plan for transi  ons in leadership 
when you are the leader? What are the desirable knowledge/
skills/behaviors for a particular leadership position? 
Through assessing both the short-term and long-term 
need for leadership, one can begin to iden  fy and develop 
key personnel over  me. Evalua  ng and assessing current 
personnel as poten  al successors should be an ongoing 
process. On the other hand, the organiza  on or individual 
should be prepared to look outside the organization if 
internal talent is unavailable. 
Engaging in developing, coaching, and mentoring poten  al 
successors is a sound investment, with both short term 
rewards as well as long term pay-off . Through this process, 
poten  al successors can be off ered the opportunity to 
demonstrate skills on an interim—and rela  vely safe—basis. 
Recognizing that future needs may require new or addi  onal 
skills allows the organiza  on and its leaders to be proac  ve in 
developing leadership skills in current leaders and poten  al 
successors. Embedding the expectation for succession 
planning in the annual performance review process off ers 
a mechanism to weave succession planning into the fabric 
of the organiza  on. 

Enhancing the Process 
Start by acknowledging the uncomfortable nature of 

planning for and implemen  ng transi  ons. Explicitly iden  fy 
competencies needed for the posi  on. A changed behavioral 
repertoire can enhance the transi  on process. Even so, 
the topic may be unwelcomed (“This is too unnatural!”) or 
misinterpreted (“Does this mean I’m going to get fi red?”). 
Organizations can prepare their leaders to incorporate 
succession planning in their leadership portfolio by 
introducing the subject to the leadership group. Individuals 
are less likely to feel singled out or threatened when the 
topic is raised as a theore  cal construct rather than as a 
request for response. It is important to acknowledge that 
the topic isn’t uncomfortable and allow ample opportunity 
for frank discussion. Emphasizing the positive aspects 
of succession planning will help leaders to accept it as a 
strategy for “protec  ng investment” in the organiza  on. 
Leaders want to be seen as vital to the life and success of 
the organiza  on. 
An unexpressed wish may be that “the whole place will 
fall apart when I am gone” and reinforces a sense of self-
importance. Eff ec  ve succession planning is diffi  cult in this 
mindset. A be  er perspec  ve on succession planning is to 
view it as a specifi c type of mentoring designed to “build a 
legacy” within the organiza  on. Mentoring for succession 
provides for the retention of the “knowledge assets” 
of the leader and leaves a con  nuing imprint upon the 
organiza  on. From this perspec  ve, the leader can cul  vate 
and perpetuate impact that will transcend the change of 
personnel. 
Organiza  ons need to recognize and reinforce eff ec  ve 
grooming and mentoring, particularly in the area of 
administra  ve leadership. In some organiza  ons, an eff ort 
to develop and establish a culture of mentoring within 
the organiza  on may be needed. Public, tangible support 
for the process of succession planning can be provided 
through transi  on workshops for new (and old) leaders. 
Discussion of succession planning is a necessary introduc  on 
to this o  en-neglected topic. Addi  onal training may be 
needed to fi ll gaps in skill sets, including the art and skill of 
mentoring. Again, using the annual performance evalua  on 
process presents an opportunity to introduce the concept of 
succession planning and off ers a mechanism to incorporate 
succession planning as rou  ne within the organiza  on. 
Transitions in leadership are unavoidable. A proactive 
quest is better than reactive response. Organizations 
should establish an expecta  on of succession planning as 
a necessary part of planning for the future. Grooming a 
poten  al successor is a form of strategic mentoring, and 
inves  ng one’s knowledge assets for the benefi t of the 
organiza  on. Ideally, leaders should start early but the point 
is that it is important to start. Leaders may need to learn 
new skills to maintain their eff ec  veness and to engage in 
this type of planning. The organiza  on may need to look 
outside for new talent. Individually, succession planning is 
planning for the future. The topic is uncomfortable, but it 
can be woven into the fabric of the organiza  on by making 
it an expecta  on for all leaders and cul  va  ng the concept 
of building a leadership organiza  onal legacy.
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Nepal : Potential Destination 
for Dark Tourism
Nepal has a prospect and possibili  es for the development of dark tourism, the discovery 
of mummies and 200 years human skulls in the Himalayan cave of upper mustang can 
give a sense of brutality infl icted by ancient people (Athans, 2014). The substan  ally 
devastated places by earthquake in Nepal can be converted in park with numerous features 
like commemorate wall by cra  ing the name of deceased people, a sign of tribute and 
respect to those who have lost their life in tragic event. Likewise, there are myth of ghost, 
tragic war places etc. yet to be discovered which can give a presence of horror and death. 

Historical events and war can contribute a lot in the development of dark sites.Nepal 
has a history of war within the country when Prithivi Narayan Shah made a campaign 
for the unifi ca  on of Nepal, thousands of people lost their lives in the ba  le between 
Nuwakot and Gorkha. These ba  le fi eld can be turned into dark shrines, which can used 
for the purpose of educa  on and commemora  on for those who have lost their lives. 
Likewise, the massacre that took place in Bhandarkhal garden on 16 Kar  k 1903 B.S, 
where JungBahadurRana killed all of his opponents who were conspiring against him. This 
place has a dark history and message that can a  ract people to learn and experience of 
atrocity, macabre and brutality shown by powerful dictator. The Nepalese Royal massacre 
occurred on 1st June 2001, at a house on the ground of the Narayanhity Royal Palace, ten 
members of the royal family were killed in a mass shoo  ng by Prince Dipendra during a 
monthly reunion dinner of the royal family. The Narayanhi   palace become Narayanhi   
palace museums, when the Shah Monarchy ended and opened to public in February 2009. 

Similarly Badaramude in Chitwan where Maoist bombed the bus with the passenger inside 
and many passengers lost their lives. There are many unexplored numerous sites that 
can be developed as dark  tourism product. Hooper and Lennon (2017) asserts, tourist 
encounter objec  vely dangerous condi  on in a country with a high rate of road fatali  es, 
in accordance with it Stone (2015) notes ordinary death in the west is sequestered behind 
medical and professional facades, and with this dark tourism can disrupt that fi ltering 
of death.   

There are several des  na  on and facets and typology of the dark tourism which need to 
be understood and accordingly various product can be developed and marketed which 
will benefi t tourism industry in the long run. Hepburn (2017) claimed travelling through 
the road of Nepal is an everyday darkness; the vehicular evidence of the ordinary traffi  c 
death is le   abandoned for all to see not towed away. The tourists face the condi  on in 
terms of vehicular regula  on, road maintenance, driving prac  ces. Although they are not 
visi  ng the dark tourism site, they s  ll move through a landscape marked by death of many 
people. They are not visi  ng dark site at some sort of physical or historical remove from 
the darkness; they are brushing up against past and poten  al accidentals death. Similarly 
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the scholar further claims even though tourist dose not visit 
Nepal for dark tourism, but their journey through the terrain 
of Himalayan cliff s, traffi  c death body le   abandoned and 
tourist journey through the landscape marked by deaths of 
many people give tourists the experiences of death and fear 
(Hopper &John, 2017).

Government has developed a newest trekking routes and 
named Guerilla Trail, which pass through the Rukum and 
Rolpa region of the western part of the country. It is called as 
Guerrilla Trek as it features the trails used by Maoists during 
the Nepalese Civil War that ended in 2006. Trekking in the 
Guerrilla route off ers a frightening experience for anyone 
who is curious about the ways of life the Maoist cadres led 
in the rugged terrain. This ini  a  on from the government 
can motivatethe tourismentrepreneur's,planner, and 
policy makers to develop the dark tourism product as 
per the classifi ca  on of dark tourism dark  s one of the 
newest trekking routes. The current ar  cle has discussed 
the diff erent classifi ca  on of dark tourism by the diff erent 
scholar so that the knowledge regarding the typology can 
contribute in developing des  na  on.

Dark tourism: and its classifi ca  on
Seaton (1996) no  on of con  nuum intensity, refl ec  ng the 
extent to which an interest in death is general than person 
specifi c, their evidently exist an almost infi nite variety of 
forms of consump  on of dark tourism. Undoubtedly the 
morbid curiosity, voyeurism may be the certain drive to visit 
dark sites. Such as visit to Rojak (1997) sensa  on disaster 
sites. Conversely at other sites, an interest on death is 
minimal or nonexistent. For example, the draw of Tajmahal 
in India is most likely because of its iconic status rather than 
its func  on as tomb.

To develop the typology of dark tourism consump  on, 
Sharply(2005) adopted Holts (1995) early typology 
of consumption practices, in which four metaphor of 
consump  on are proposed. Applying these to dark tourism, 
various shades of dark tourism emerges;

Dark experience:Represents paler experiences and includes 
a wide variety of attractions that have some social or 
phenomenological meaning to the tourist. The tourist is 
not fascinated by the mode of death but the meaning and 
repercussions of that death. Examples war cemeteries/
memorials, ba  le fi elds, assassina  on sites, holocaust sites.

Dark tourism as play:It also represents pale tourism 
experiences. While the death of an individual/group may 
be the ini  al precursor for visita  on, it is the collec  ve 
commemora  on of death and remembrance that is the 
dominating driver and may be similar to the religious 
Laura Jane Bissell o pilgrimages of ancient  mes. Extra 

meaning is given in the knowledge that others will share 
in the experience. Examples: visi  ng celebrity grave sites 
or mansions.

Dark tourism as integra  on:It operates on two levels and 
represent darker tourism experiences. On one level, tourists 
may have the fascina  on of simula  ng experiences that 
led to death, where the main purpose of the visit is not the 
experience of the death itself but rather it is the opportunity 
to iden  fy with the broader context within which that death 
occurred- Example:becoming temporary soldiers. On the 
other level, the most extreme form is where tourists seek to 
integrate themselves with death, most o  en by witnessing 
it, or more rarely, travelling with the expecta  on of their 
own death. Example: travelling to current confl ict zones.

Dark tourism as classifi ca  on:It also falls under the pale end 
of the gray tourism spectrum and includes a  rac  ons that 
are visited to seek social status advancement by engaging 
in ac  vi  es or forms of travel that are dangerous in order to 
"survive to tell the tale" rather than by specifi c fascina  on 
with death or disaster. Examples: visiting sites of past 
poli  cal unrest or terrorism.

Stone (2006) has classifi ed dark tourism product as;

Dark fun factories:A Dark Fun Factory alludes to those visitor 
sites, a  rac  ons, and tours which predominately have an 
entertainment focus and commercial ethic, and present real 
or fi c  onal death and macabre events. Indeed, these types 
of products possess a high degree of tourism infrastructure 
that are purposeful and are in essence ‘fun centric’, and may 
occupy the lightest edges of the ‘dark tourism spectrum’. 
Essen  ally Dark Fun Factories off er sani  zed products in 
terms of representa  on and are perhaps perceived as less 
authen  c. For instance, the Dungeon concepts now being 
rolled out across Europe by Merlin Entertainments Ltd is 
a classic Dark Fun Factory. Perhaps most famous of the 
Dungeon a  rac  ons, the London Dungeon, has long drawn 
visitors to its doors with the promise of ghouls and displays 
of morbidity.

Dark exhibi  on:Dark Exhibi  ons refer to those exhibi  ons 
and sites which essen  ally blend the product design to 
reflect education and potential learning opportunities. 
With a Dark Fun Factory off ering a commercial and more 
entertainment-based product, Dark Exhibitions offer 
products which revolve around death, suff ering, or the 
macabre with an often commemorative, educational, 
and refl ec  ve message. Thus, these products are perhaps 
perceived as more ‘serious’ and possess a ‘darker edge’, and 
thus may be typifi ed towards the darker periphery of the 
‘dark tourism spectrum’. Yet despite these product types 
possessing a conserva  onal ethic, they encompass a degree 
of tourism infrastructure and some commercial focus. 
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Incorpora  ng both purposeful and non-purposeful elements 
for dark tourism, Dark Exhibi  ons are manifested within an 
eclec  c product range and are o  en located away from the 
actual site of death or macabre event. Indeed, the mul  tude 
of museums which showcase death and associated suff ering 
with an educa  ve or commemora  ve focus may be classed 
as Dark Exhibi  ons. For instance, the Smithsonian Museum 
of American History recently constructed an exhibit which 
displayed images and ar  facts of the September 11 terrorist 
a  acks, under the concep  on of capturing history and 
ins  lling a sense of venera  on for the vic  ms.

Dark dungeons:Dark Dungeons refer to those sites and 
a  rac  ons which present bygone penal and jus  ce codes 
to the present-day consumer, and revolve around (former) 
prisons and courthouses. These product types essen  ally 
have a combina  on of entertainment and educa  on as a 
main merchandise focus, possess a rela  vely high degree 
of commercialism and tourism infrastructure, and occupy 
sites which were originally non purposeful for dark tourism. 
Consequently, it is suggested that Dark Dungeons may 
occupy the center-ground of the ‘dark tourism spectrum’ 
with a mixture of dark and light elements. For instance, the 
Galleries of Jus  ce visitor a  rac  on, based in No   ngham 
UK, is created from buildings originally used as prisons and 
courts from the 1780’s un  l as recently as the 1980’s. With 
entertainment and educa  on as core product features, 
and with harsh penal codes and suspect jus  ce it seeks to 
represent safely secured in days gone by, the Galleries of 
Jus  ce invite the visitor to partake in a par  cular kind of 
heritage, whilst promo  ng its historical content.

Dark res  ng place:Dark Res  ng Places include cemeteries 
or graves especially those belonging to celebri  es and other 
famous people. Mostly people are interested in visi  ng 
graves of celebri  es such as Elvis Presley, Michael Jackson, 
or Marilyn Monroe. Examples of these cemeteries are 
Forest Lawn Memorial Park and Forest Hill Cemetery (USA). 
Thus, may be plo  ed within the center of the ‘dark tourism 
spectrum’ with both dark and light elements. Nevertheless, 
key product features of Dark Res  ng Places revolve around 
a history-centric, conserva  onal, and commemora  ve ethic.

Dark shrines:Dark Shrines are those sites which essen  ally 
‘trade’ on the act of remembrance and respect for 
the recently deceased. Hence Dark Shrines are often 
constructed, formally or informally, very close to the site 
of death and within a very short  me period of the death 
occurring. Thus, it is suggested that Dark Shrines may occupy 
the darker periphery of the ‘dark tourism spectrum’. In 
addi  on, these types of events dominate the media agenda 
for rela  vely short periods of  me, hence a  aching a higher 
level of poli  cal awareness and infl uence to a par  cular Dark 
Shrine site during the ‘media period’

Dark confl ict sites:Dark Confl ict Sites, in other words war 
ba  lefi elds, have commemora  ve and educa  onal concept. 
Ba  lefi elds, memorials, or other war-related a  rac  ons 
are mostly from World Wars such as Pearl Harbor (USA) 
or historical ba  lefi elds – Waterloo (Belgium), which was 
sold as a tourist a  rac  on even day a  er the ba  le in 
1815. Nowadays, this place is the most famous a  rac  on in 
Belgium and the most famous ba  lefi eld in Europe. Whilst 
Dark Confl ict Sites throughout the world are numerous, as 
are the wars which furnish them, those ba  les which are 
beyond living memory o  en take on a more roman  cized 
and ‘fun led’ orienta  on, and thus may occupy the lighter 
end of the ‘dark tourism spectrum’

Dark Genocide:Genocide Camp characterizes places connected 
to brutality, genocide, and belong to the darkest a  rac  ons 
within the “dark tourism spectrum”. Camps of Genocide or 
death-camps provide the ultimate emotional experience 
illustra  ng the human suff ering through terrible stories and 
most of them have poli  cal a  achment. The best example 
of death-camp is Auschwitz-Birkenau located in Poland that 
became universal synonym for evil. During the World War II., 
this camp was used for organized devasta  on of Jewish people 
with more than 1 million vic  ms only in this camp. This iconic 
site is on the list of UNESCO World Heritage Site.
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Unfolding Potentials of Human Mind through 
Laws of Attractions and Visualization

What is the Nature of Human Mind? Is there a diff erence between brain and mind? Is 
it possible to rewire or reprogram or re-direct the human mind to achieve whatever we 
want? Is it possible to gain full control over one’s mind and mind of others? These are some 
of the ques  ons human beings have tried to seek answers since  me immemorial. This 
quest to decipher the structure and func  oning of the enigma  c human mind con  nues 
to date and will con  nue.
Along with understanding the structure and func  oning of human mind, the ‘enlightened’ 
beings across the world and  me were frenzied with the ability of the human brain 
to manifest the dreams and desires of human beings. The mythologies and also the 
psychological theories are full of a  empts to comprehend the power of mind over the 
ac  on of human body.
One of the earliest known formula  ons of mind-body dualism was expressed in the eastern 
Sankhya and Yoga schools of Hindu philosophy (c. 650 BCE), which divided the world into 
Purusha (mind/spirit) and Prakri   (material substance)1.
Specifi cally, the Yoga Sutra of Patanjali2 presents an analy  cal approach to the nature of the 
mind. Similarly, Madhyamika philosophy in Buddhism also believes in existence of ac  ve 
mental faculty along with the physical body.
In Western Philosophy, the earliest discussions of dualist ideas are in the wri  ngs 
of Plato who maintained that humans' "intelligence" (a faculty of the mind or soul) 
could not be iden  fi ed with, or explained in terms of, their physical body. However, the 
best-known version of dualism is due to René Descartes (1641), and holds that the mind 
is a non-extended, non-physical substance, a "res cogitans". Descartes was the fi rst to 
iden  fy the mind with consciousness and self-awareness, and to dis  nguish this from the 
brain, which was the seat of intelligence3. He was, therefore, the fi rst one to formulate 
the mind-body problem in the form in which it s  ll exists today. In the 20th century, its 
major defenders have been Karl Popper and John Carew Eccles.
Some of the schools of Hindu philosophy categorize the human mind in fi ve (six including the 
annamaya Kosha) diff erent layers (Annamaya Kosha, Kamamaya Kosha, Manomaya Kosha, 
and three layers of Karana Manas or the Causal brain)4. The basic idea is to dis  nguish the 
conscious mind, subconscious mind, and the unconscious mind as explained by Sigmund 
Freud and later on Carl Jung and associated func  ons and importance of each layer.
The conscious mind is responsible for numbers of thoughts, intelligence, acquiring 
knowledge and skills which directs the phalanx of the organs to act on something. And 
there is something called the subconscious mind or unconscious mind which is not the 
ac  ve master but is programmed through paren  ng, the physical environment in which 
one grows and the beliefs deeply encrypted while growing up. This subconscious mind 
is ac  ve when the conscious mind ceases to func  on, e.g. during the sleep or during 
the  me such as driving while not being consciously present (This is seen in automa  c 
func  ons of hands and foots on steering and brakes while driving even without conscious 
a  en  on of the driver).
Despite being dismissed as Pseudoscience, there is a plethora of literature and range of 
materials in pla  orms like YouTube promo  ng the idea of Undivided a  en  on, visualiza  on 
and ‘Law of A  rac  on’ as mediums powerful enough to translate one’s dreams and 
desires into reality.
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The proponents of the ‘Law of A  rac  on’, the biology of 
belief, Neuro-linguistics programming or the undivided 
attention for manifesting human being’s want like Bob 
Proctor, Dr. Bruce Lipton, Dr, Joe Dispenza, Dandapani, Toni 
Robinson and an army of mo  va  onal speakers and Gurus 
claim that subconscious mind is much more powerful than 
the conscious mind and is capable of guiding the conscious 
mind to achieve the dreams and desires of human beings. 
They are seemingly convinced with the possibility of 
subconscious mind being reprogrammed and encrypted 
with our visions of life. The underlying philosophy of this 
reprogramming of subconscious mind is based on the 
convic  on that the subconscious mind is not intelligent 
enough to diff eren  ate between the reality and crea  on of 
the visual image in form of visualiza  on by conscious mind 
and hence, it perceives the visual image of imagina  on as 
reality thereby ac  ng accordingly to manifest it.
The treatment of diff erent illnesses through hypnosis has 
been in prac  ce since ages and is prac  ced by the tradi  onal 
healers. ‘Hypnosis also referred to as hypnotherapy or 
hypno  c sugges  on is a trance-like state in which you have 
heightened focus and concentra  on. Hypnosis is usually 
done with the help of a therapist using verbal repe   on and 
mental images. When you're under hypnosis, you usually 
feel calm and relaxed and are more open to sugges  ons.
Hypnosis can be used to help you gain control over undesired 
behaviors or to help you cope be  er with anxiety or pain. 
Although you're more open to sugges  on during hypnosis, 
you don't lose control over your behavior.’5

Everyone wants to fulfi ll their dreams. They toil hard right 
from childhood to fulfi ll their aspira  ons along with dreams 
of their parents, family, rela  ves, and even the society. The 
individuals keep on pushing hard to get hold of ‘happiness’ 
through prosperity and wellbeing. However, very few of 
them realize their poten  al and live the life they always 
wanted to live. The proponents of the law of a  rac  on 
and associated philosophies pronounce with passion, ‘THE 
DREAMS CAN BE MANIFESTED’.
The methods of manifesta  on, however, varies among these 
proponents. The philosophy of yoga focuses on diff erent 
yams, Niyams, Pranayamas, and Dhyana.
Acclaimed Indian writer Gurcharan Das talks about a concept 
in Yoga called one-pointedness (from the Sanskrit ekagrata, 
which means to direct and concentrate one’s energy at a point 
to get the result of eff orts even in the corporate world6. Famed 
historian and thinker of modern age, Yuval Noah Harari has 
acknowledged the importance of Vipassana Medita  on in his 
life7. The Buddhist philosophy is well known for elabora  ng 
on the power of medita  on and undivided a  en  on.
Dr. Bruce Lipton, the author of a best-selling book, ‘The 
Biology of Belief’8 has dismissed the theory of genetic 
determinism and argued that only the coding of genes 
does not determine one's fate, the beliefs we carry and 
the thought process of human beings are also capable of 
changing the des  ny. He has cited examples from quantum 
physics and epigenetics to support his arguments. He 
enthusiastically scribble about the prowess of spiritual 
cadres walking over burning charcoal with barefoot. 
However, the mainstream biologists and neuroscien  sts out 

rightly reject this proposi  on terming it as ‘pseudo-science’.
Celebrity Hindu Monk Dandapani, on many occasions 
explained about the millennia long understanding of 
func  oning of brain and ways of channelling all the energy 
we possess towards our priori  es. This helps to manifest 
anything one wants through concise affi  rma  ve words, clear 
visualiza  on and corresponding feeling9. 
‘The Secret’, a best-selling 2006 self-help book by Rhonda 
Byrne, based on the earlier fi lm of the same name has 
chronicled the statements of diff erent personali  es across 
the history and gives one specifi c message, ‘one’s belief 
and thoughts can be translated into real-life events if a 
specifi c way of the law of a  rac  on is used’10. Celebri  es 
like Oprah Winfrey have openly supported this message and 
techniques. Numerous ar  cles appeared in popular media 
outlets as testaments of the changed life by this book.
A plethora of wri  ngs by self-help authors like Norman 
Vincent Peale, Napolean Hill, Dale Carnegie has exclusively 
focused on the power of positive thinking in changing 
events of life and manifes  ng our wants and desires in 
real life. The books by these authors have been sold in 
millions and infl uenced billions of people across the globe 
throughout 20th century and even today, these ideas are 
equally acclaimed.
The Tennis greats of this era Roger Federer and Novak 
Djokovic have stated about their mental rehearsal of shots 
before the big stage matches which have given them great 
relief and success. They visualize every powerful shots 
they are going to use to thrash the opponents. The English 
cricketers and Indian cricketer Virat Kohli have talked in 
length about the power of visualiza  on and mental rehearsal 
in enhancing their performance11.
How does modern science evaluate the law of a  rac  on 
and visualiza  on?
The mainstream medical science and biologists reject 
these claims as unscien  fi c and fl awed interpreta  on of 
subjects of science like quantum physics and epigene  cs12. 
However, doctors in many occasions praise the ability of 
will power of the pa  ents in triumphing over the diseases. 
Many Psychiatrists use techniques like auto-sugges  ons to 
treat a certain level of anxiety and depression. The power 
of medita  on has been reluctantly accepted by some of 
the medical doctors and hospitals are creating certain 
departments for medita  on.
Nevertheless, a branch of cogni  ve neuroscience has now 
somewhere accepted the value of these techniques. A well 
renowned cogni  ve neuroscien  st, Dr. V.S Ramachandran 
believes, the people involved in crea  ve enterprises like Raga, 
poetry, and humor tend to think more logically and hence 
advises schools to inbuilt the subjects related to poetry and 
humor in the school curriculum. He believes that diff erent 
facul  es assigned in the human brain for specifi c func  ons 
like the number, colors, etc. are entwined in crea  ve people 
and hence they can think more in terms of metaphors 
and analogies. He has already established some powerful 
breakthroughs in terms of trea  ng pa  ents with the problems 
of pain and anxiety of ‘Phantom Limbs’ and has successfully 
researched the mirror neurons. He shares, ‘not only the 
components within a single brain but the brains of diff erent 
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persons are connected through these mirror neurons and 
hence we have emo  ons like empathy’13. He argues the 
techniques imbibed in the ancient scriptures might be of some 
value and the mechanisms to have full control over one’s brain 
but neuroscience is yet to gather enough empirical evidence 
to reach the conclusion with certainty.
Interestingly, medical science also accepts the positive 
eff ects of the Placebo Eff ect. A placebo is a substance with no 
known medical eff ects, such as sterile water, saline solu  on, 
or a sugar pill. A placebo is a fake treatment which in some 
cases can produce a very real response14. In its webpage, 
Harvard Medical School writes, ‘Your mind can be a powerful 
healing tool when given the chance. The idea that your 
brain can convince your body a fake treatment is the real 
thing — the so-called placebo eff ect — and thus s  mulate 
healing has been around for millennia. Now science has 
found that under the right circumstances, a placebo can 
be just as eff ec  ve as tradi  onal treatments.’15 This is the 
powerful testament of mind and percep  on being powerful 
to manifest something in reality.
Does this work for Everyone?
The proponents of the power of the mind, laws of a  rac  ons, 
visualiza  on, placebo eff ects have enthusias  cally promoted 
their ideas in form of diff erent self-help books, seminars, 
and most recently in forms of webinars and have been 
well consumed by masses throughout the world. These 
books have been sold in millions and the videos uploaded 
on YouTube have gathered millions of views and posi  ve 
comments by the users. However, they are also being 
a  acked by the cri  ques with equal zeal.
The best way to evaluate the effi  cacy of the power of the 
human mind is to prac  ce on our own through the technique 
that suits us the best and see whether it works for us. It’s 
about trial and error. If it works, it’s good, we can have 
everything we want to be served on our table. If it doesn’t 
work, we would know it doesn’t work. On lighter note, this 
is also one form of discovery, isn’t it?
How to use this technique?
As discussed earlier, diff erent ‘Gurus’ and proponents of this 
concept have suggested myriads of techniques to manifest 
our wants and desires. We can use whatever techniques we 
think are useful for us. Some of the techniques are:
Auto suggestion or affirmations: This entails talking to 
yourself posi  vely, sugges  ng yourself regarding the things 
you want to achieve. ‘I can do it’, ‘I am the lovable person’, 
‘I am a crea  ve being’ are some examples.
Visualization: Visualization is a technique in which you 
visualize the events and ac  vi  es you want to achieve as if 
they have already happened in your real life. This can also be 
termed as the mental rehearsal of real-life scenarios. 
Writing Daily Notes: Writing about the things you are 
grateful for, about your dreams, about the things you want 
to achieve and most importantly wri  ng about your future 
life in ‘present  me’ as if you are living that life is important 
technique suggested by many.
Undivided Attention and Meditation: We have always 
been told to be a  en  ve towards our priori  es and jobs at 
our hand. However, we are not taught enough about the 

methods to be a  en  ve. Many diff erent forms of medita  on 
can be prac  ced while working on your job, lying on the bed 
before sleeping or early in the morning. However, the best 
way to meditate is to give undivided a  en  on for a certain 
period to visualize the image of the life we want to build 
for ourselves. This focuses all our energy in the direc  on of 
our major priori  es.
Witnessing the progress humanity has achieved through 
the inquisitive nature manifested in terms of scientific 
innova  on, there is no doubt about the power of the human 
mind and imagina  on. However, every human individual 
is either not being able to achieve their poten  al or are 
unknown about the profound ability of their mind. The best 
way to evaluate the effi  cacy of techniques to enhance our 
mental capabili  es is to prac  ce those techniques on our 
own. Even if these techniques are not able to unravel all our 
poten  als, these techniques are not harmful either.
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;+3Lotfsf] cEof;, ;d:of / ;Defjgf
;+3Lotfsf] cf}lrTo
;+3LotfnfO{ /fHo ;~rfngsf] k|0ffnLsf ?kdf g]kfnn] c+uLsf/ ug{'sf k5fl8 tLgj6f 
cf}lrTo /x]sf] cfef; ldN5 . klxnf], g]kfnsf ljljw hfthflt / ef}uf]lns If]qsf] 
klxrfgsf] Joj:yfkg / ljBdfg ;fdflhs, cfly{s lje]bx?sf] lg/fs/0f ug]{ . bf];|f], 
g]kfnsf] ljsf; If]qLo, ;dflhs ;f+:s[lts / cfly{s lx;fjn] Gofof]lrt / ;dftfd'ns 
agfpg] / t];|f], k/Dk/fb]lv clt s]G›Ls[t g]kfnsf] /fhg}lts, k|zf;lgs / ljQLo 
k|0ffnLnfO{ ljs]G›Ls[t / ;a}eGbf tNnf] tx;Dd lgIf]lkt ug]{ / lje]bljgf ;a} gful/sk|lt 
hjfkmb]xL x'g] nf]stGqnfO{ ;+:yfut ug]{, zf;g k|0ffnLnfO{ hgtfsf] tNnf] tx;Dd 
k'¥ofpg] / ljsf;nfO{ hgtf pGd'v / hgpQ/bfoL agfpg] clek|fo 5 .

;+j}wflgs k|fjwfg
g]kfnsf] ;+ljwfg @)&@ n] g]kfnsf] zf;sLo k|0ffnLdf cfwf/e"t kl/jt{gsf] kl/sNkgf 
u/]sf] 5 . ztfAbLof}+b]lvsf] s]G›Ls[t zf;g ljs]G›Lt, ;+3Lotf 9fFrfdf ?kfGt/0f ePsf] 5 . 
g]kfnsf] zf;sLo k/Dk/fdf of] o'ufGtsf/L /fhgLlts k|zf;lgs ?kfGt/0f xf] .

;+ljwfgn] ;+3, k|b]z / :yfgLo tx;lxt tLg txsf] ;/sf/sf] Joj:yf u/]sf] 5 . oL tLg 
txsf ;/sf/x?sf] Psn / ;femf clwsf/sf] ;"rL klg ;+ljwfgn] g} tf]s]sf] 5 . ;+ljwfgsf] 
cg';"rL % df ;+3sf #% clwsf/sf] ;"rL lbOPsf] 5 eg] cg';"rL ^ df k|b]zsf @@ 
clwsf/sf] ;"rL 5 . cg';"rL * df :yfgLo txsf @@ clwsf/sf] ;"rL 5 . o:t} cg';"rL 
& df ;+3 / k|bz]sf] ;femf @% / cg';"rL ( df ;+3, k|b]z / :yfgLo txsf ;femf !% 
clwsf/sf] ;"rL 5 . o;/L k|To]s txsf Psn / ;femf clwsf/sf dfWodåf/f :jzf;g / 
;femf zf;gsf] Joj:yf ;+ljwfgn] u/]sf] 5 . dlGqkl/ifbn] ;+3, k|b]z / :yfgLo txsf] Psn 
/ ;femf clwsf/ ;"rLsf] lj:t[tLs/0f u/]sf] 5, oBlk w]/} cGof]nx? / c:ki6tf afFsL 5g\ .

tLg txsf ;/sf/sf] ;DaGw ;xsfl/tf, ;xcl:tTj / ;dGjodf cfwfl/t x'g] Joj:yf 
;+ljwfgdf ul/Psf] 5 . klxn]h:tf] s]G›sf] thlahdf s]G›b]lv tn -lhNnf, uflj; ;|f]t / 
;fwg lbg] kl/kf6LnfO{ cGTo u/L cab]lv g]kfn ;/sf/n] ;+sng u/]sf] /fh:j ;+3, k|b]z 
/ :yfgLo txdf Gofof]lrt ljt/0f / x:tfGt/0f ug{ Pp6f a]Un} / :jfoQ …/fli6«o k|fs[lts 
;|f]t tyf ljQ cfof]uÚ sf] u7g x'g]5 . of] cfof]usf] l;kmfl/;df /fli6«o gLlt, cfjZostf 
/ :yfgLo txx?n] k'of{\pg'kg]{ ;]jf, /fh:j p7fpg] Ifdtf / ;DefJotf, ljsf; lgdf{0fdf 
ug{'kg]{ ;xof]u, If]qLo c;Gt'ng 36fpg / ul/aL / c;dfgtf Go"gLs/0f ug{sf lglDt 
cfjZos >f]t / ;fwgnfO{ ;d]t Wofgdf /fvL s]G›af6 ;f]em} k|b]z / :yfgLo txx?df 
ljQLo x:tfGt/0f ug]{ Joj:yf 5 . s]G›af6 :yfgLo txdf rf/ lsl;dsf] cg'bfgsf] Joj:yf 
5 . ;dfgLs/0f, ;zt{, kl/k"/s / ljz]if cg'bfg . To:t} k|b]zn] klg ;dfgLs/0fsf cfwf/df 
:yfgLo txnfO{ cg'bfg lbg] Joj:yf 5 .

;+ljwfgsf] cg';"rL % cg';f/ ;+3n] /fli6«o ;'/Iff, cGt/fli6«o ;DaGw, s]G›Lo a}+s, ljQLo 
gLlt, /fli6«o txdf ;a} ljifout gLlt / dfkb08 lgwf{/0f ug]{ / lgodg ug]{ . /fli6«o 
k|fyldstfsf ljifo / nIox?, s]G›Lo of]hgf, lah'nL, l;FrfO{, ;~rf/, /fli6«o oftfoft 
;~hfn h:tf 7"nf] kl/of]hgf, s]G›Lo ljZjljBfno, tf]lsPsf /fh:j / s/sf ljifox? x]5{ . 
/fli6«o txsf lzIff, :jfYo, hn, s[lif, jg, e"pkof]u, j:tL ljsf;, ;"rgf tyf ;~rf/, 
oftfoft–/fhdfu{, /]ndfu{, xjfO{ dfu{, cGt/fli6«o Jofkf/, ko{6g, /fli6«o lgs'~h, jftfj/0f 
Joj:yfkg, ul/aL lgjf/0f cflb gLltx?sf] th{'df s]G›sf] clwsf/ If]qleq kb{5g\ .

6+s k|;fb nD;fn * 
n]vf clws[t, gfyd

* n]vs o;} jif{ -@)&^_ b]lv gfyd;+u cfj4 x'g'x'G5 . pxfF ;fdfGo k|zf;gsf ljljw ljifodf ;d]t ?rL /fVg'x'G5 .

tLg txsf 
;/sf/sf] ;DaGw 
;xsfl/tf, ;xcl:tTj 
/ ;dGjodf 
cfwfl/t x'g] Joj:yf 
;+ljwfgdf ul/Psf] 5 
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cg';"rL ^ cg';f/ k|b]z ;/sf/n] ;+3n] agfPsf] P]g 
sfg'gleq /xL k|b]zsf] zflGt ;'/Iff nufot k|b]z txsf ;a} 
If]qut of]hgf, sfo{qmd / sfof{Gjog ltgsf] k|fyldsLs/0f, 
nIo lgwf{/0f ;dGjo cflb sfo{ ug]{ / tf]lsPsf s/, z'Ns 
p7fpg] clwsf/ /fV5 . k|b]z txsf /fhdfu{, phf{, l;FrfO{, 
vfg]kfgL, k|bz] ljZjljBfno / pRr lzIff, :jf:Yo ;]jf, 
e"ld Joj:yfkg, jg, s[lif, pBf]u, jftfj/0f Joj:yfkg / 
;f+:s[lts ;+/If0f cflb If]qsf gLlt tyf sfo{qmd ug]{ clwsf/ 
k|b]z ;/sf/sf] xf] .

To;}u/L cg';"rL * n] :yfgLo txnfO{ ;a} k|sf/sf :yfgLo, 
cfly{s, ;fdflhs, k"jf{wf/ / jftfj/0fLo ;]jf / ltgsf] 
Joj:yfkgsf] clwsf/ lbg'sf ;fy} s]xL cy{ Goflos k|sf/sf 
clwsf/ / ;+3Lo / k|b]z sfg"g cGtu{t /xL cfˆg} sfg"g 
agfpg kfpg] clwsf/;d]t k|bfg u5{ . o;/L :yfgLo 
txsf] dfWolds tx;Ddsf] cfwf/e"t lzIff, cfwf/e"t 
:jf:Yo, ;/;kmfO{, ;fdflhs ;'/Iff, s[lif, vfg]kfgL, l;FrfO{, 
;fgf hnljB't zx/L / j:tL ljsf;, :yfgLo jftfj/0fLo 
Joj:yfkg, k|sf]k Joj:yfkg cflb sfo{qmd / ;]jfsf 
ljifox¿ :yfgLo ;/sf/sf] lhDdfdf kb{5g\ . :yfgLo txsf 
nflu tf]lsPsf ljifosf s/ / z'Ns p7fpg] clwsf/ klg 
:yfgLo ;/sf/nfO{ 5 .

oL afx]s cg';"rL & / ( df lbOPsf ;+3, k|b]z / :yfgLo 
txsf ;femf clwsf/sf] k|of]u k/Dk/ ;dGjosf cfwf/df 
ug]{ Joj:yf ul/Psf] 5 . sltko ljifox¿sf] clwsf/sf] 3]/f 
Pscsf{ tx;Fu h'w]sf] jf bf]xf]l/Psf] b]lvP klg sfof{Gjogsf 
qmddf oL ljifox¿ ;+j}wflgs lx;fan] g} ;Djf]wg x'Fb} hfg] 
ck]Iff b]lvG5 .

g]kfnsf] ;+ljwfg @)&@ n] g]kfnsf] zf;sLo ;+/rgfnfO{ 
;+3Lo k|0ffnLdf ?kfGt/0f ug]{ Joj:yf u/]cg';f/ :yfgLo, 
k|b]z / ;+3Lo txsf lgjf{rgdfkm{t ltg} txsf ;/sf/x¿ 
ag]sf] Ps jif{ a9L eof] . clxn] d'n'ssf &%# :yfgLo 
;/sf/, & k|b]z ;/sf/ / s]G›Lo ;/sf/ u/]/ s'n &^! 
ljleGg txsf ;/sf/ sfo{/t 5g\ .

tLg txsf] ;+3Lotf
xfd|f] ;+3Lotf tLg txsf] ;+3Lotf eg]/ elgG5 . lsgeg] 
tLg} txsf clwsf/ / cGtlg{lxt bfloTj ;+ljwfgn] lglb{i6 
u/]sf] 5 . tLg txsf] ;+3Lotfsf xfdLdfq} ckjfb x}gf}+ . 
a|flhn, blIf0f clk|msf, ch]{lG6gf h:tf cfsf/sf 7"nf b]z 
/ :jL6h/Nof08 h:tf] cfsf/sf ;fgf] b]zdf ;d]t tLg 
txsf] ;+3Lotf 5, hxfF tLg} txdf ljw]osx¿ agfpg] ljz]if 
Joj:yfksLo clwsf/sf] Joj:yf 5 .
xfd|f] ;+ljwfgn] eg] :yfgLo txcGtu{t lhNnf;ef / 
Joj:yfksLo clwsf/ afx]ssf] lhNnf ;dGjo ;ldltsf] 
Joj:yf u/]sf] 5 . h;sf] sfd ;dGjo / ljsf;df ;Gt'ng 
sfod ug{sf nflu cg'udg ug]{ xf] . lhNnfsf] cjwf/0ffnfO{ 
k|b]z / kl5 :yfgLo txsf] k'g;{+/rgf ug]{ qmddf cfwf/sf 
?kdf lnOPsf] xf] . of] xfd|f] ;+j}wflgs Joj:yfsf] cjwf/0ffTds 
ljz]iftf x}g / lhNnfsf] cf}lrTo ToxL ;lsg'kYof]{ . k'/fg} 
lhNnfsf] /fhg}lts / k|zf;lgs wªwªL af]s]/ ;+3Lotf pGd'v 
x'g vf]Hg' lj/f]wfef;o'Qm s'/f xf] . clxn] Jojxfl/s lx;fan] 

lhNnf ;dGjo ;ldltx¿ cfˆg} /fhgLlts, k|zf;lgs / 
cfly{s edLsfdf 5g .
k'/fg} s]G›åf/f lgo'Qm x'g] / s]G›k|lt pQ/bfoL k|d'v lhNnf 
clwsf/Lsf] k/Dk/fnfO{ lg/Gt/tf lbOPsf] 5 . zflGt ;'/Iff 
cflb ;a} clwsf/sf] k|of]u k|lhcdfkm{t x'g] Joj:yfn] j:t'tM 
k|b]zsf] u[x dGqfno kË' /xg] l:yltsf] l;h{gf ePsf] 5 . 
cgf}7f] s'/f t s] eg] ;+3Lotfk|lt k|ltj4tf hgfpg] k|d'v 
/fhgLlts bnx¿ g} tLg txsf] ;+3LotfnfO{ ;f9] tLg txdf 
lj:tf/ ug]{ / k|sf/fGt/n] k|zf;lgs afu8f]/ s]G›n] lgoGq0f 
ug]{ k/Dk/f / cEof;nfO{ dnhn ug{ nfluk/]sf 5g\ .

Psn / ;femf clwsf/sf] ;"rL
;+ljwfg lgdf{0fsf qmddf ;a}eGbf a9L /fhg}lts ax;, 
rf;f] / /:;fs:;L ;+3Lotfsf] ef}uf]lns :j?kdf /Xof], b'a} 
;+ljwfg;efdf  k|b]zsf] hg;f+lVos :j?k s:tf] x'g] – lhNnf 
/ uflj;sf] hf]836fp Tot}lt/ g} 8f]l/of] . hftLo k|ltlglwTjn] 
g} klxrfgsf] :ki6tf lbG5 eGg] ;f]rsf kIf–ljkIfsf] WofpGg 
slt k|b]z / s:tf] ;Ldfgflt/ g} s]lG›t /Xof] .
/fhgLlts bnx¿sf] agf]6, g]t[Tj, ljrf/ / cfOl8of]nf]hL 
uf}0f /Xof] . kmn:j?k ;+3Lotfsf dxTjk"0f{ kIfx¿ vf; u/L 
ljleGg txsf Psn / ;femf clwsf/x¿sf] ;"rL / To;sf] 
cGto{df lgxLt zlQm lgIf]k0fsf] l;4fGt / :j?kdf k|b]z 
ax;, 5nkmn / To:tf 5nkmnsf ;}4flGts lgrf]8x¿nfO{ 
lnlkj4 ug]{ sfd g} ePg .
^)! hgf hgk|ltlglwx¿sf] ;+ljwfg;ef o:tf 5nkmnnfO{ 
Jofks, ;dfj]zL / 3gLe"t agfpg] cfzon] agfOPsf] lyof] . 
pN6f] ;+ljwfg;ef k|d'v /fhg}lts bnsf zLif{ g]tfx¿ / 
ltgsf s]xL k|ltlglwx¿s} aGbL x'g k'Uof] . s/La–s/La 
clGtd ;dodf cfP/ ylkPsf] cg';"rL ( df ;+3, k|b]z / 
:yfgLo u/L tLg txsf ;/sf/x¿sf] ;femf clwsf/sf] ;"rL 
pNn]v 5 . h;n] k|b]z / :yfgLo txsf] clwsf/nfO{ cem 
:ki6 kfg]{ / c+s'z yKg] sfd dfq u/]sf] 5 . of] ;"rLdf t 
5nkmn, / ax; g} ePg eg] klg x'G5 . ;+3Lotfsf] cEof;df 
;femf ;"rL ;d:ofsf] s]G›df /x]sf] 5 .
clxn]sf] kl/k|]Iodf ;+3Lotfsf] cEof;df b]lvPsf s]xL d'Vo 
;d:of /x]sf] 5 .
tLg txsf ;/sf/sf] ;DaGw, ;xsfl/tf, ;xcl:tTj / 
;dGjogdf cfwfl/t x'g] Joj:yf ;+ljwfgn] u/]sf] 5 . t/, oL 
cfwf/ clwsf/ ;"rLsf s'g s'g ljifodf s;/L JoQm x'G5g\ 
eGg] c:ki6tf 5 . ;+3Lo ;/sf/d} ;d:t/sf OsfO{x?aLr 
;dGjosf] ;d:of 5 eg] ;+3 / k|b]z clg k|b]z / :yfgLo 
txsf aLr gLlt, of]hgf / sfo{qmdsf] ;dGjosf] cem 
7"nf] ;d:of 5 . k|oTg ePsf] 5}g elgxfNg gldNnf . t/, 
;+3Lo ;/f]sf/afnf lgsfon] ;+3Lotf sfof{Gjogsf sltko 
sfdx? u/]sf 5}gg\, jf ck"0f{ 5g\ jf k|fyldstfdf kf/]sf 
5}gg\ . ;+3Lo, k|b]z / :yfgLo txsf] ;dGjo ug{sf nflu 
;+:yfut ;+/rgf aGg afFsL g} 5g\, jf aGg] qmddf 5g\ . 
;a}lt/ / vf; u/]/ ;+3Lo txsf gLlt lgdf{0f / sfof{Gjogdf 
s]G›Ls[t dfgl;stf cem} k|an 5 . k|b]z / :yfgLo txdf 
k/lge{/tf / dflylt/ d'v tfSg] k|j[lQ sfod 5 . k|b]z / 
:yfgLo txsf] Ifdtf a9fpglt/ nfu]/ pgLx?nfO{ lbOPsf] 
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clwsf/ s]G›lt/ g} Nofpg] k|j[lQ df}nfPsf] 5 . ;+3Lotfsf] 
sfof{Gjogsf] k|f/lDes e]nf k|b]z txdf ;+3Lotfk|lt 
cled"v pRrkb:y sd{rf/Lsf] :yfoLTj ;'lglZrt ug{'kg]{df 
k|b]z;Fusf] ;Nnfxljgf s]G›s} :jljs]sdf sd{rf/L ;?jf ug]{ 
kl/kf6L oyfjt 5 .
zf;sLo clwsf/nfO{ tNnf] tx;Dd ;+:yfut ug{'sf] vf; 
p2]Zo ;xeflutfTds nf]stGqsf] hu ;'b[9 ug{ xf] . t/, 
k|ltlglwnfO{ clwsf/;DkGg agfP/ dfq} ;f] clei6 k"/f 
x'Fb}g . To;sf lglDt :yfgLo ;/sf/, :yfgLo txdf r'lgPsf 
k|ltlglw / ;fwf/0f gful/s / gful/s ;dfhaLrsf] ;DaGw 
;xh x'g'k5{ / :yfgLo ;/sf/sf] sfdsf] n]vfhf]vf / 
d"Nofs+g ug]{ ;xeflutfTds ljZn]if0fsf ljlwx? ;+:yfut 
ul/g'k5{ . o;n] :yfgLo ;/sf/nfO{ hjfkmb]xL agfpg 
dxTjk"0f{ e"ldsf v]N5 . :yfgLo ;/sf/x?n] o:tf] k2lt 
agfpg]tkm{ Wofg lbPsf 5}gg\ g /fhgLlts bnx?n] o;af/] 
k|lzIf0f / cled'vLs/0f g} u/]sf 5g\ .

;Defjgf
;+3Lotfsf] klxnf] jif{ gofF ;+/rgfsf] k"jf{wf/ lgdf{0f / 
pknlAwsf lx;fan] ck]Iffs[t ;xh lyPg . ;+3Lotf k"0f{?kn] 
:yflkt x'g ;do nfU5, g]kfnsf] xsdf % b]lv & jif{;Dddf 
of] ;+qmd0fsfn /xnf eGg] cg'dfg klxn]b]lv g} lyof] . of] 
klxnf] jif{df k|b]z / :yfgLo txdf ;a}eGbf a9L /fhg}lts 
pT;fx b]lvg'kg]{df To;f] ePsf] b]lvPg .
;/sf/af6 ;+3Lotf sfof{Gjogdf h'g tbf?stf b]vfOg'kYof]{, 
To:tf] sfo{nfO{ h'g k|fyldstf lbOg'kYof]{, Tof] lbPsf] b]lvPg . 
s]G›df ;/sf/ dfq} x}g, ;a} /fhg}lts bnx? o;/L k|:t't 
eP, dfgf}+ b]z PsfTds k|0ffnLd} 5 . ;+3Lotfaf6 ck]lIft 
dgl:yltsf] kl/jt{g /fhg}lts ;f]r, g]tf–sfo{stf{sf] 
kl/rfng / ljsf;sf tyf ;Defjgfsf] vf]hL cflbdf vf;} 
b]lvPg . ljQ cfof]uh:tf dxTjk"0f{ ;+/rgfx?n] :jfoQ /x]/ 
sfd ug]{ l:ylt ag]g lsgeg] tL cfof]u g} ag]gg\, hals tL 
aGg g;Sg] s'g} sf/0f lyPg .
j:t'tM ;+3Lotf k|wfgdGqL sfof{no, ;+3Lo dfldnf tyf 
;fdfGo k|zf;g / cy{ dGqfnosf] ;fF3'/f] 3]/fsf] aGbL 
/x]sf] xf] ls eGg] z+sfnfO{ an ldNof] . ;+3Lotfk|lt s]G› 
;/sf/sf] k|ltj4tfdf k|b]z ;/sf/x?n] g} k|Zg p7fpg] v08 
aGof] . s]G›df dfq} ;'lgg] dxTjfsf+IfL, rsf{ efif0fsf] k'g/fj[lQ 
k|b]zx?df eg] oy]i6 eof] . clxn] b]zdf ;'ljwfhgs ax'dtsf] 
Ps bnsf] ;/sf/ 5 . ;ftdWo] ^ k|b]zx?df Ps bns} 
;'ljwfhgs ax'dt 5 . em08} b'O{ ltxfO kflnsfx?df sl/a–
sl/a Ps bns} ar{Zj 5 . /fhg}lts …:yfloTjÚ sf] of]eGbf 
/fd|f] pbfx/0f nf]stflGqs d'n'sdf la/n} ldN5 . of] l:ylt g 
e"tf] g eljZolt eg]h:t} xf] . …uGtJosf] :ki6 af]wÚ / …b[9 
O{R5fzlQmÚ ePsf] jfdkGyL ;/sf/nfO{ ;+3Lotf sfof{Gjog 
ug{, zlQmsf] lgIf]k0fnfO{ d"t{ ?k lbg, k|b]z / kflnsfx?NfO{ 
;s];Dd rfF8f] ;Ifd agfpg, ;xeflutfTds nf]stGqsf] 
cWof; ug]{ hu agfpg / cfOkg]{ ;a}vfn] Jojwfgx?nfO{ 
;Daf]wg ug{ of] h:tf] P]ltxfl;s cj;/ sxfF ldN5 <
s]xL ca]/ cjZo eof] t/, ;do lalt;s]sf] 5}g . klxnf] 
jif{sf] cg'ejaf6 kf7 l;Sb} cl3 a9\g] k|z:q pkfox? 
5g\ .   sltkon] ljleGg If]qdf gljg / pbfx/0fLo sfd klg 

ul//x]sf 5g\ . k|b]z / :yfgLo txn] dflysf] d'v tfs]/ x}g 
cfkm}+ ;Ifd x'g' kg]{ /x]5 eGg] a'‰b}5g\ .
dfly pNn]v ul/Psf k|d'v ;d:of / rf;f]x?d} ;dfwfgsf] 
;Defjgx? ;lGglxt 5g\ . s]xL d'Vo ;Defjgfx? x'g\–
 ;+ljwfg ;+zf]wgsf] v08 ag] lhNnfsf] ;dGjo ;ldltsf] 

Joj:yf x6fpg], ljQ cfof]usf] :jfoQtf ;'lglZrttf ug]{, 
;+ljwfgsf] cfzo k|lts'n ag]sf] P]g ;+zf]wg ug]{ .

  ljleGg txaLr ;xsfo{, ;dGjo ug{sf nflu cfjZos 
;+oGqsf] ;alns/0f / lqmoflzntfsf] ;'lglZrttf . ljsf; 
of]hgfaLr ;xsfo{, ;xhLs/0f / ;dGjonfO{ cf}krfl/stf 
ljlw / gljg k/Dk/fåf/f Jojl:yt ug]{ . lhNnf sfof{nosf] 
Joj:yfnfO{ of]hgfa4 ?kn] k|b]z jf :yfgLo txdf 
;dfof]hg ug]{ .

 ;+3Lotf sfof{Gjogsf] k'g/fjnf]sg, ;do tflndsf;lxt 
;+3 / k|b]zdf PsLs[t sfof{Gjo of]hgfsf] th{'df ;+3Lo 
/ k|b]zdf cfjZos ;a} P]gsf] lgdf{0f, k|b]z / :yfgLo 
;+/rgf, ;+u7g / k|0ffnLsf] ;anLs/0f k|b]z ;]jf cfof]u, 
sd{rf/L ;dfof]hg / k|zf;lgs k'g;{+/rgf ;+:yfut / 
sd{rf/Lsf] Ifdtf clej[l4 cflb / ;"rs dfOn:6f]g;lxt 
r/0fa4 sfo{qmdsf] k|ltj4tf;lxt sfof{Gjo . ;+3Lotf 
sfof{Gjo of]hgfdf /fhg}lts ;xdlt .

 ;+3Lotf cg'?k /fhg}lts bnx?åf/f cfˆg} cled'vLs/0f 
/ g]t[Tj kl/rfng .

 s]G›b]lv :yfgLo tx;Dd ;fj{hlgs vr{ Joj:yfkgsf] 
gofF dfkb08 / k|0ffnLsf] th{'df / sfof{Gjog .

 ;+ljwfgsf] cg';"rLsf] txut clwsf/ ;"rLsf] 
dlGqkl/ifbåf/f kfl/t lj:t[tLs/0fsf] k'g/fjnf]sg / 
kl/dfh{g / o;sf] cf;o k|b]zsf] clwsf/nfO{ lj:tf/ ug]{, 
;femf clwsf/df k|b]zsf] of]hgf / sfof{Gjosf] e"ldsf 
;an t'Nofpg], :yfgLo txsf] clwsf/ cg'?k Ifdtf 
lj:tf/ ug]{ x'g'k5{ .

 :yfgLo ljsf;df hg;xeflutf / hjfkmb]lxtf ;'lglZrt 
ug]{ j:t'ut ljlw / ;+oGq ;'b[9Ls/0f .

 dfly pNn]lvt s'/fx? cfpFbf] jif{sf] ;+3Lotfsf] sfof{Gjosf] 
Ph]08fdf kg{'kg]{ s]xL ljifo x'g\ . o:tf] x'g;s] ;+3Lotf 
sfof{Gjosf] bf];|f] klxnf] eGbf w]/} kl/jt{gsf/L, cy{k"0f{ 
/ pknlAwd"ns x'g]5 . jfdkGyLsf] clxn]sf] ;/s/fn] 
a'‰g'k5{, ;+3Lotfdfkm{t zlQmsf] lgIf]k0f / hgtfsf] 
;zQmLs/0f ;dfhjfb pGd'v lbuf] ljsf;sf] alnof] 
cfwf/lznf x'g ;S5 .

;Gb{e ;fdu|Lx?M
– ;d;fdlos ljifox? / /d]z bfxfn 

– gljgtd k|zf;gls b[li6«sf]0fx?– ;f]kfg k|sfzg

– g]kfndf ;+3Lotf, @)^%– ;f]dnfn ;'j]bL

– g]kfn ;/sf/sf ljleGg gLltx?,

– g]kfn ;/sf/sf] ah]6 cy{ dGqfno

– g]kfn ;/sf/sf ljifout dGqfnosf j]e;fO{6x?  tyf k|sfzgx?

– ljs]lGb|s/0f / :yfgLo ljQ Jofj:yf –;f]dnfn ;'j]bL 
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bxrf]ssf] ko{6sLo ;'Gb/tf 
          

/fhwfgL sf7df08f}+af6 glhs snÍLb]lv pQ/–klZrd sl/a % ls=ld= b"/Ldf 
rGb|flu/L gu/kflnsf j8f g+= ! l:yt bxrf]s kxf8 ;d'›L ;txaf6 @#&) ld6/ 
prfOdf /x]sf] 5 . sf7df8f}F pkTosfnfO{ Ps;fy b]Vg ;lsg] ;f] If]qdf kf}/fl0fs, 
P]ltxfl;s Pj+d\ wfld{s dxTj af]s]sf y'k|} :ynx? /x]sf 5g\ . O{ltxf;;+u hf]l8Psf] 
sfhL sfn' kf08]sf] ;fdfwL:yn, O{G›bx, dgsfdgf dfO{sf] dlGb/sf ;fy} :yfgLo 
afl;Gbfx?sf] /}yfg] hLjgz}nL, :jLh/Nof08 kfs{ / lgdf{0fflwg kfFr tn] Eo" 6fj/af6 
b]lvg] uf]/vf, wflbª / g'jfsf]6 nufotsf ko{6sLo :yn x?sf] b[Zofjnf]s ug'{ 
kfpg' oxfFsf ljz]iftfx? x'g\ . To;}n] g]kfn ;/sf/af6 ldlt @)&%÷&÷!% df && 
lhNnfe/Lsf ko{6g k|j4{g / ljsf;sf nflu klxrfg ul/Psf gofF tyf ljsf; ul/g' 
kg]{ uGtJox?sf] !)) j6f ;"lrsf :ynx? dWo] bxrf]s klg /x]sf] 5 . 

lj=;+ !*@) ;fn lt/ tTsfnLg g]kfnsf 
/fhf k[YjL gf/fo0f zfxn] g]kfn PsLs/0fsf] 
lznlznfdf sf7df8f}+ pkTosf ljho ug{ 
bxrf]s kxf8nfO{ klxnf] /f]hfO{ agfP/ cfˆgf 
;}lgsx? t}gfy ug{] p2]Zon] lgd{f0f ul/Psf] 
bxrf]s u9L, ljhosf nflu zlQm k|fKt ug{ 
uf]/vf lhNnfsf] dgsfdgf dfO{sf] k|ltdf 
d"lt{, To:t} sLlt{k'/ cfqmd0fdf jL/ult k|fKt 
u/]sf ;fx;L, b"/bzL{ jL/of]4f sfhL sfn' 
kf08]n] d[To'ko{Gt uf]/vf lhNnf b]lvg] :yfgdf 
cfˆgf] 6fpsf] /fVg' eGg] O{R5f u/]cg'?k 
pgsf] ;fdfwL:yn nufot O{Gb|bx oxfF cfpg] 
ofqLx?sf /f]hfOsf j:t'x? x'g\ . efb|z'Sn 
k"l0f{dfsf lbg O{G›bxdf :gfgsf] nflu d]nf 
nfUg] u5{ . ;Too'udf :ju{sf /fhf O{G›n] cfˆgf] dftf j;'Gw/fsf] j|tsf nflu 
kfl/hftsf] km"n l6Kg sf7df8f}F pkTosf cfPsf] ;dodf ;'gsf] df}nf]df xfQL afFwL 
O{G›bxdf :gfg u/]sf] eGg] syg /lx cfPsf] 5 . O{G› OG›fo0fL, eid]Zj/ dxfb]jsf] 
dlGb/, blIf0f k"j{tk{m /x]sf] laGWojfl;gL dlGb/sf] bz{gfy{ ljleGg 7fpFx?af6 xhf/f}+ 
>4fn' eQmhgx? o; kljqe"lddf cfpg] ugf{n] o;sf] dlxdf a9\b} uPsf] 5 . 

wfld{s Pj+d\ P]ltxfl;s dfq} geP/ kof{j/0fLo :jR5tf, ef}uf]lns agfj6af6 ;lhPsf] 
o; e"ldaf6 rfFbLsf 3]/f e}m rlDsnf dgf:n', nfª6fª, u0f]z, cGgk"0f{ nufotsf 
lxd>[Înfx? / lzjk'/L, gfufh{'g, km'nrf]sL, rDkfb]jL, rG›flu/L 8fF8fsf xl/ofnLnfO{ 

lbg]z ;'j]bL *
jl/i7 nfO{a|]/Log, gfyd

* n]vs ljut Ps bzs b]lv gfyd;+u cfj4 x'g'x'G5 . 

xfO{lsË, afO{lsË, ;fO{lSnË 
nufot jgef]hsf] nflu 
P]ltxfl;s, wfld{s / 
k|s[ltn] g} pkxf/ lbP 
e}m nfUg] of] If]q clxn] 
cfGtl/s tyf afXo 
ko{6sx?sf nflu 
kbofqfsf] /f]hfO{sf ;fy} 
g]kfnL O{ltxf;sf] Ps 
cWoog :ynsf] ?kdf 
ljsl;t x'b} uPsf] 5
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;lhn} cjnf]sg ug{ ;lsG5 . /fhwfgLsf] ;x/L 
hLjgaf6 clht eO{ w'nf]–d}nf]b]lv s]xL If0f ePklg kf/ 
kfpg, 3fd nfu]sf knx?df cToGt dgf]/d lxd>[Înfsf] 
b[Zofjnf]sg ug{, :jR5 k|fs[lts xfjfdf /dfpgsf ;fy} 
;"of]{bo / ;"of{:tsf] nflu cfsif{s s]Gb| xf] bxrf]s . 
cfGtl/s dfq geO{ kof{Kt ljb]zL ko{6s lelqg] /fhwfgL 
glhs ko{6sLo ;Defjgf af]s]sf] bxrf]snfO{ g]kfn 
PsLs/0fsf a]nfb]lv P]ltxfl;s 36gfqmdsf] ;fIfL:ynn] 
emNsf] lbO{/x]sf] 5 . 

xfO{lsË, afO{lsË, ;fO{lSnË nufot jgef]hsf] nflu 
P]ltxfl;s, wfld{s / k|s[ltn] g} pkxf/ lbP e}m nfUg] 
of] If]q clxn] cfGtl/s tyf afXo ko{6sx?sf nflu 
kbofqfsf] /f]hfO{sf ;fy} g]kfnL O{ltxf;sf] Ps 
cWoog :ynsf] ?kdf ljsl;t x'b} uPsf] 5 . vx/] / 
bxrf]ssf] a:g]t 5fkaf6 cfwf lbgsf] kbdfu{ k|of]u 
u/]/ bxrf]s kxf8;Dd k'Ug ;lsG5 . clxn]sf] cfw'lgs 
o'udf lgdf{0f ul/Psf] df]6/af6f]sf] k|of]u u/]/ klg 
afnaflnsf, o'jfo'jtLsf ;fy} j[4j[4fx? k'/fgf] g}sfkaf6, 
:o"rf6f/af6, l;tfkfO{nfaf6 klg bxrf]s kxf8 k'Ug 
;Sg]5g\ . k'/ftflTjs Pj+d\ ko{6sLo ;Defjgf af]s]sf], 
/d0fLo / cfsif{s 7fpF dWo]sf] bxrf]snfO{ rf/}lt/sf] 
k|fs[lts xl/ofnL jg h+unn] zf]efodfg agfPsf] 5 . 
t;y{ ef}uf]lns ljljwtf, k|fs[lts ?kdf ;'Gb/, P]ltxfl;s 
Pj+d\ wfld{s s]Gb|n] el/Psf] bxrf]s 3'dlkm/sf nflu 
ofqLx?sf] kvf{Odf /x]sf] 5 .  

;Gb{e ;fdu|Lx?M
• h  ps://chandragirinews.com/woda/dahachowk/tourism
• h  ps://www.sawalnepal.com/archives/89143
• h  p://old.gorkhapatraonline.com/news/66712
• h  ps://www.google.com.np/search?q=kaji+kalu+pand

ey&source
• h  ps://barnanmedia.com/79625
• h  p://www.ratopa  .com/story/78333
• h  p://kathmandutoday.com/2015/08/125421.html

Manoj Shrestha 
BHM - 21st batch

Waiting

You are inside my heart and soul 
But you seem so far
You are in my mind and memories 
Don't judge me, I’ll lose this war 

How can I part from you?
Even for a single while
You are the part of the life 
I'll again fail this trial

The boundaries of wai  ng 
Remain no longer 
Please!  Be always with me 
To see you smile is my only desire

In your absent the whole world seems dark
Whenever we meet don't act too harsh
Except you no one dares to care 
I'm dying inside, please come soon dear
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NATHM CUP 2019 
ofqfsf] ;'?jft

 "No journey is long when dreams are big and sky is the limit"

It has been a privilege to organize NATHM CUP 2019 for the fi rst  me in the history of 
NATHM. Being a hospitality student, the some physical health and good event management 
skill is the must. This concept mo  vated us to take small steps towards this journey. This 
experience taught us "You don't have to see the whole staircase, just take the fi rst step".

When the journey is long and diffi  cult, travelling together is the must, in order to reach 
to the des  na  on. Therefore, the commi  ee was formed from all four sec  ons of 19th 
Batch of BHM, including those who can work in General Management, Marke  ng, IT etc.

A  er the forma  on of commi  ee we decided to organize the pre events in order to 
promote and adver  se NATHM CUP 2019. On 2076-03-31, on the occasion of Teacher's 
Day we framed our fi rst pre event Blood Dona  on Program. It was our fi rst small step 
towards the des  na  on. Then we organized Volleyball Tournament on 21st of Shrawan 
with the support of Sinka Restaurant and Carnival Restaurant. As a refreshing event we 
conducted "Dance with Mo:Mo" on 23rd  of Shrawan.

As our main pre-event, on the 31st of Shrawan we successfully organized "NATHM FINE 
DINING " with the mo  o of "Dine with Celebri  es" where we invited team of celebri  es 
including Mr. Subin Bha  arai author of  famous  book "Priya Sufi ", Ms. Meera Kacchapa    
"Miss Interna  onal Nepal 2019", Mr. Lekhmani Trital famous "Standup Comedian" and 
NATHM graduate, Ravi Oad Second Nepal Idol and many more. This pre event provided 
us exposure to deal, serve the real guest and to experience surreal industrial environment.

Then we stepped forward towards the main event NATHM CUP 2019. For the opening 
of main event we organized NATHM HERITAGE RUN on the occasion of Visit Nepal 2020 
promo  ng one of the heritage trail covering two world heritage sites Swayambhunath 
Temple to Basantapur Durbar Square on 12th Poush 2076.

From 15th Poush Football Tournament was started and followed by Basketball and 
Volleyball Tournament on 17th and 18th Poush respectively where many colleges 
par  cipated. This event was supported by TAAN, HAN, NAATA and KAYO.

As it is said, "Teaching is far from perfect. It's Messy and in that mess is where you will 
cra   your teaching and truly enjoy the journey”. This journey off ered us to learn various 
skills apart from academic learning i.e. helped to build leadership quality, problem solving 
skill, rela  on building skills, communica  ng skills and more importantly it taught us event 
management skills.

For the success of this journey, we would like to thank teachers who played vital role in 
guiding us and providing this wonderful opportunity.

Hasin Maharjan
BHM - 19th Batch

No journey is long 
when dreams are 
big and sky is the 
limit
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Visit Nepal 2020: Ganga 
Jamuna Dhading
Ganga Jamuna Trek is named a  er a twin waterfall called Ganga and Jamuna located 
in Dhading district. This is recently opened off  the beaten trail only known to very few 
trekkers. 

Ganga Jamuna waterfall has long been a site of reverence for Hindu and Buddhist pilgrims. 
Usually in the month of November, an annual fair is held in Tripura Sundari temple nearby. 
People fl ock to the temple to off er special prayer with animal sacrifi ces. Shamans from 
surrounding villages also visit the temple bea  ng drums and chan  ng mantras. Nearby the 
waterfall is a natural spring called Kukur Dhara which literally means Dog Spring. Locals 
believe that taking a dip in this spring rid one of rabies.

The trekking trail starts from Dhading besi, the headquarters of Dhading district, and 
goes through many villages inhabited by diverse ethnic communi  es such as Newar, 
Gurung, Brahmin, Chhetri and Magar. Dense forests of rhododendron, pine, oaks come 
alive with various species of birds and wild animals. You will be able to enjoy beau  ful 
views of Ganesh Himal, Langtang, Shringi Himal, Manaslu range, Lamjung Himal, 
Himalchuli and Annapurna ranges along the trail. 

Ganga Jamuna Trek is a camping as well as lodge/home stay trek. This is a moderate trek 
suitable for trekkers of all age and ability. It is best approached during Spring and Autumn 
though it is open round the year. 

I  nerary
Day 01:Drive From Kathmandu To Dhading Besi (579 M.) and trek to Jyamrung 
Danda.
Drive from Kathmandu to Dhading Besi (579 m.) takes about three and half hours and the 
trek from Dhading Besi to Jyamrung Danda (1100m.) three hours. While trekking uphill 
you pass through villages, hills and terraces. Jyamrung Danda is an excellent view point 
from where you can enjoy the panoramic views of Langtang, Ganesh Himal, Shringi Himal, 
Manaslu Himal and many other snow-capped mountains and peaks.

Stay overnight at lodge/home stay.

Day 02:Trek From Jyamrung Danda To Karki Gaon (1225 M.) Takes About Five 
Hours.
Trek from Jyamrung Danda to Karki Gaon (1225 m.) takes about fi ve hours. A  er descending 
for nearly two hours you cross a suspension bridge over Ankhu Khola (Ankhu River). You 
then trek over fl at leveled trails at the bank of Ankhu Khola River un  l you reach Ringne, 
which is a small town with a few shops. From here, your trail gradually moves up all the 
way to Karki Gaon, mainly inhabited by Hindus. The main occupa  on of the villagers is 
agriculture.

Kumar Ramtel
BHM - 19th Batch

Ganga Jamuna 
waterfall has 
long been a site 
of reverence for 
Hindu and Buddhist 
pilgrims. Usually 
in the month of 
November, an 
annual fair is held 
in Tripura Sundari 
temple nearby. 
People fl ock to the 
temple to off er 
special prayer with 
animal sacrifi ces
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Stay overnight at lodge/home stay.

Day 03:Trek From Karki Gaon To Ganga Jamuna 
(2930m.) Takes About Four Hours.
Trek from Karki Gaon to Ganga Jamuna (2930m.) takes about 
four hours. This day you trek a gradually ascending path 
all the way to Ganga Jamuna. En route, you pass beau  ful 
forests, ridges, farming terraces and picturesque villages. 
The main a  rac  ons include the interac  ons with ethnic 
groups such as Gurung, Brahminand Chhetri. Ganga Jamuna 
is a Hindu pilgrimage site where an annula fair is held around 
the temple three days before the full moon, which falls on 
the fi rst week of November. This place is perfect for camping.

The panoramic views of Langtang range, Ganesh Himal, 
Shringi Himal, Manaslu range, Lamjung Himal, Himalchuli, 
Annapurna range and many other unknown mountains and 
peaks completely mesmerize you. 

Stay overnight at lodge/home stay.

Day 04:Rest Day At Ganga Jamuna.
Rest day at Ganga Jamuna. This day you can hike to the top 
of Ganga Jamuna waterfall and enjoy the spectacular views 
of the Langtang range, Ganesh Himal, Shringi Himal, Manaslu 
range, Lamjung Himal, Himalchuli, Annapurna range and 

many other unnamed mountains and peaks. You cross the 
dense forests of rhododendron full of wildlife ac  vi  es.

Stay overnight at lodge/home stay

Day 05:Trek From Ganga Jamuna To Budathum 
(850m.) Takes About Three And Half Hours.
Trek from Ganga Jamuna to Budathum (850m.) takes about 
three and half hours. Some part of the trail goes downhill 
and then it moves along a leveled path before descending 
again towards the ending of your trek. Along your journey, 
you can enjoy fascina  ng green hills, beau  ful waterfalls, 
small rhododendron and pine forests, picturesque villages 
rich in their own tradi  ons and farming terraces. Budathum 
is a small town with an old local market.

This village is predominately inhabited Bahun Chhetri and 
Magar communites. From here you can enjoy the spectacular 
views of Manaslu range at a far distance.

Stay overnight at lodge/home stay.

Day 06:Drive from Budathum to Kathmandu takes 
about 7 seven hours.
Early morning drive back to Kathmandu from Budathum. 
Enjoy a pleasant ride over the high way passing by green 
hills and fi elds. 
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It happens in the Beautiful 
Trails of Himalaya

The world seems beau  ful and alive because
of good stories to live in and to be told…

Nepal, truly a heavenly place of adamant mountains and hills also bestowed with so 
many features geographically, culturally and linguis  cally that tempts the people around 
the world to visit here at least once in their life  me. But what makes them wan  ng to 
come here again and again? It’s because of generous, welcoming and ever smiling Nepali 
people who have the evergreen feeling of “ATITHI DEVO BHAVA”. They are the true gem 
of our country. They promote tourism of our country with their whole heart without 
even realizing that someday, they might become the beau  ful part in someone’s story… 

This is the story of a 28 years old Turkish girl living in Istanbul, Turkey who had her solo 
trip to Nepal 3 years ago where she remembers Gurungseni Ama of local Home Stay 
in beauteous Ghandruk Village where she stayed for one night a  er returning from 
Annapurna Base Camp trekking. Who would have known, that night 3 years ago in Nepal 
would forever live in her heart…

To Dear readers!
Before going to this story,

The intension of this story is to show the warm hospitality of Nepalese people who 
creates homely environment to tourists visi  ng Nepal leaving unforge  able impact in 
their heart for Nepal. I hope, the readers could relate themselves to this story and inspire 
to be hospitable and welcoming to the tourist visi  ng Nepal. I wish the readers would be 
able to imagine and live themselves in this story. Who knows, maybe there’s a new story 
wai  ng for you to be in it…

Rabina Shrestha
BHM - 19th Batch

This is the story of a 
28 years old Turkish 
girl living in Istanbul, 
Turkey who had her 
solo trip to Nepal 
3 years ago where 
she remembers 
Gurungseni Ama of 
local Home Stay in 
beauteous Ghandruk 
Village where she 
stayed for one night 
a  er returning from 
Annapurna Base 
Camp trekking
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Present Day     Istanbul, Turkey

<An a  ernoon in the very pleasing  place, fi ve hundred sq 
yard of mellow grass, surrounded by  seasonal fl owers and 
vegetables, many trees bearing seasonal fruits and pines, 
a beau  ful farm house loca  ng in the heart of the yard.>

<party going on… music, dance, karaoke. Lots of foods and 
laughter, families and their friends having a wonderful  me.>

Meanwhile, a twenty-eight years old Turkish girl lying 
somewhere beneath the tree with 5 pictures of her family 
and friends from that party clicked from  her ‘Polaroid One 
Step’ . With  the memo book where she collects the valuable 
pictures of her life precious moments. Beneath the tree, 
she laughs and gives fl ying kisses to her families and friends 
who are dancing and singing. Turning her head below  she 
starts to rearrange those pictures and starts gluing back 
of those pictures in her memo. While turning pages one 
by one, suddenly she stops turning a  er one certain page. 
There she sees two pictures of her and Gurungseni Ama. In 
one picture there’s her and Gurungseni Ama in gurungseni 
dress doing Namaste gesture and in other picture was her 
and ama hugging each other with fl ower on le   side of her 
ear and  ka on her forehead. She gazes at those pictures 
and then she goes to fl ash back, three years ago…

<Background music rolls in- Chiso Chiso hawama by Danny 
Denzongpa>

3 years back   Ghandruk, Nepal   

<In the fl ashback>

In late a  ernoon, Gurungseni Ama (owner of a homestay) 
tunes same song in her radio hanging outside on the bamboo 
pillar of her home stay. She then takes broom and then starts 
sweeping around her aangan lypsyncing the same song. 
Meanwhile that Turkish girl in her trek suit and trek boots 
with a heavy trekking bag carrying on her back comes in the 
aangan from a  er returning from Annapurna Base Camp 
trekking. She was  red and unwell. 

<Sneezing and coughing> she greets Gurungseni Ama 
“Namaste Ama!*in her accent” 

“Namaste!, Namaste!” Ama replies <no  ces unwell being 
of Turkish girl>

The girl books her and ama gives her key and then she heads 
to her room. 

<In her room-two windows facing north and east, one 
a  ached bathroom, one single bed with thick ma  ress 
covered by white bed sheet with one pillow and blanket 
where one side of  bed is touching wall while other  side of 
bed had one chair and table. >

Unpacking her bag, she goes to bathroom to wash hands 
and then freshens up. With a  red face she comes out and 
wears warm clothes, takes medicine and then lies on bed. 

She kept on coughing…

<A  er a while> 

There’s a knock on her door. “Who’s there?” <Cough, cough> 
the girl asks.

In broken English ama replies “Me, ama! Open  Open!”

The girl then gets up from her bed and opens the door. To her 
shock, outside a door is ama with soothing smile standing 
with one extra blanket and thermos fi lled with hot water on 
her right hand and silver plated batuko (hollowware) with 
co  on handkerchief on her le   .

Ama in broken English tells her to be on her bed. She puts 
all the stuff s she brought to it’s respec  ve places.(Ama was 
concerned about girl’s well being)S he checks her forehead. 
She’s got high fever… Ama covers her with one extra blanket 
and pours hot water from thermos to a glass and gives her 
to drink. Ama in broken English tells “I back again!, you stay” 
with same soothing  smile on her face and  gets out of room.

<5 minutes later>

She comes back with brass dinner plate and brass bowl 
quarterly fi lled with local homemade chicken soup tempered 
with jwano (ajwain seeds). (For girl, this gesture of ama 
made her remember her mother taking care of her while 
she was sick). She gets up, and then Ama gives her dinner 
to eat, a  er fi nishing her dinner ama gives her chicken soup 
with some herbs in it to recover her health. A  er having her 
dinner and soup she felt li  le be  er and while talking a bit 
with ama she falls asleep.

Even when the girl was sleeping, Ama didn’t leave her. 
Instead she kept on soothing her high fever head with wet 
co  on handkerchief and kept checking her fever and kept  
taking care of her all night long…

<Next Morning- Sun rises, so does a girl>

Yawing and stretching the girl wakes up. She felt lot be  er 
in her health than yesterday, she checks her forehead and 
feels no fever. She turns her head to her le  , to her shock, 
she sees ama sleeping while leaning on chair with wet co  on 
handkerchief in her hand. She felt overwhelmed when she 
realized that ama took care of her all night long. She steadily 
gets up from her bed and slowly puts blanket on ama and 
goes for morning stroll around nearby village. Few minutes 
later, ama wakes up and comes to her sense then she leaves 
room thinking that girl must be inside bathroom heading to 
kitchen for preparing breakfast.

<While checking out from there>

The girl comes back from village and eats her breakfast in 
aangan watching sun shining bright over beau  ful trails of 
Himalayas. A  er having breakfast, she comes in her room to 
collect and pack her stuff  and to change her dress to head to 
Pokhara. Packing her stuff s, she goes down for checking out, 
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ama with big smile on her face says “Namaste! You Good? *in 
broken English*”. She replies “Namaste Ama! I am very good 
now *she smiles*”. The girl feels thankful to ama so she gives 
her extra dollars as  p for her gesture. To that ama smiles 
and says “You sick! I care like chhori (daughter), you good- I 
happy”. She then only took the charge for room, dinner and 
breakfast and returned that extra money back to the girl.

 The girl was shocked and happy at same  me to see such 
behavior of ama. Never had she ever experienced this kind 
of gestures while travelling any parts of world. She felt 
connected and close to ama. When ama was doing her billing 
and checking out procedure, the girl look around and then 
saw the pictures of ama and her granddaughter’s picture in 
Gurungseni dress, she tells ama and points her fi nger to that 
picture and said something but ama couldn’t understand 
her and then ama calls her granddaughter and tells “naani 
le k vaneko sunta” transla  on: “tell me what she told”. Her 
granddaughter then whispers in her ear…

<Moment later>

Ama tunes in the same song (chiso chiso hawama by Danny 
Denzongpa) and comes well dressed up in Gurungseni a   re. 
The Turkish girl came fi xing her jama in same tribal a   re as 
of ama. She was more than happy to be dressed like tribes 
of Ghandruk village, and undoubtedly, she was looking 
beau  ful and ama too no  ces that and complements her 
in her own broken English. They clicked lots of photos from 
her ‘polaroid one step’. They laughed and danced, had fun 
to the fullest.

An hour went by and then the girl again changes to her 
casual dress and carries her bag pack and then gets ready 
for leaving to Pokhara.

With sad and frown face she hugged ama one last  me before 
leaving from there, sensing sadness of girl ama upli  s her 
cheek and said “smile” and put fl ower on side of her le   ear 
and  ka on her forehead.  Then ama calls her granddaughter 
and tells her “hamro phota khich ta” transla  on: “click our 
picture” and then her granddaughter takes girl’s camera and 
takes their picture hugging each other. 

<Flash back starts to fade…>

Present day       Istanbul, Turkey

With happy tears in her eyes, she comes back to her sense, 
lightly touches those photos and hugs her memo taking deep 
breath and big smile on her face.

If only there wasn’t ama on that day, she may not have 
passed that night easily or even worse her health would have 
go  en worst. That trip was special to her as she remembers 
her fi rst solo trip to mountainous country, had found such a 
beau  ful soul as ama and all those Nepalese people whom 
she met on her trip, three years ago, who helped her and 
been with her in her journey.

<Next day>

In the evening, inside a farm house, in big hall where the 
light of a big chandelier reaching each and every corner of 
room, there on the wall opposite and facing door side of hall 
where there are pictures of her and her families, she comes 
carrying a bigger picture frame with her. She smiles and 
watches every pictures on the wall, then hangs that frame 
in the middle space of her family gallery. It was the picture 
of her and Gurungseni Ama, the same picture that she had 
in her memo book. There, below on right side of the picture 
was wri  en “A love from NEPAL”. Watching it she smiles and 
in her hand are the fl ight  ckets of her and her family and 
a note where it was wri  en “Hey Nepal! Here We come”…

The end

Thank you dear readers for giving your valuable  me

Inu Maharjan
BHM - 21st Batch

Understanding 
teen depression
The teen years can be extremely tough and depression 
aff ects teenagers far more o  en than many of us realize. 
In fact it’s es  mated that one in adolescence from all 
walks of life will suff er from depression at some point 
during their teen years. However, while depression is 
highly treatable, most depressed teens never receive help.

Teen depression goes beyond moodiness. It’s a serious 
health problem impacts every aspects of teen life. 
Fortunately it’s treatable and parents can help. Your 
love, guidance, and support can go long way toward 
helping your teen overcome depression and get their 
life back on track.
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Heart Converse: A tale
I'm imagining a world full of wisdom, where people value the worth of living, the standards, 
and the morals; the races, sex, and genders then are only iden   es, not a measure of 
intelligence. Student life comes with a lot of tales. During my childhood days, my dad o  en 
used to say, ‘Student life is the golden period of life, build your character and acquire the 
exper  se you want your life to shape in, else you will be le   behind’. This golden life is 
supposed to be free from all anxie  es and the tough world. As the ‘teen’ gets dropped 
off  from the numerals in ages, the next level of life begins. It is a shi   in paradigm and 
succession of another adulthood, just another phase; a li  le mature and a li  le childish. 
This is the world of ours, which we need to fi ll ourselves by fi nding people, crea  ng 
memories and having things that ma  er to us. I believe life is a mental game in which 
the ul  mate goal is to win. Career, Family and Personal goals, we are compe  ng with 
the trio in one, exactly the way the object is stated. Some people’s worth is measured 
by their success, but for some, even if they do nothing is inherently worthy enough. It 
has nothing to do with society, but the upbringing and the surroundings they develop 
themselves in. The eastern philosophy of success is defi ned by the degree of academics or 
an established business. As far as I understand, in this modern race of winning the subtle 
obstacles, if people can only manage to make a living out of it happily, I will consider it a 
success. Though the defi ni  on of it varies from person to person, in the end, people will 
s  ll believe that it is right.  
A beau  ful lady told me once, not in the exact way I'm sta  ng, but her vibes were 
somewhere similar, “Do what makes you happy and that you enjoy. If you do so, life 
suddenly becomes much, much easier. And yes, trust the process.” These words are 
truly inspiring to me. There are a few people in my life who inspired me to be be  er, to 
understand things be  er and I learned to perceive the beauty of living. I understand the 
meaning of ‘When the sweet air goes bi  er…’, it sorts out the issues homo sapiens go 
through, the emo  ons complemented by their desire and their despair and grief over 
their belongings suddenly ge   ng disappear in the middle of nowhere. 
The careful decisions our mind makes when we are set on to do something for the fi rst 
 me determines a lot of things and resolves the issues in the very fi rst place. However, 

here too, emo  ons have the huge importance of the highest pedestal, as it has the power 
to change everything and provide immense pleasure and a sense of sa  sfac  on. If nature 
and nurture, both are right, a human can understand the signifi cance of life. But it can be 
drawn from our augmented reality that ‘without work, life is boring, with work, life too is 
boring.’ That’s why you s  ll have to fi nd out the signifi cance of your life. 
My genera  on’s major problem is depression and anxiety. Depression is a state of low 
mood and aversion to the ac  vity. According to Newport Academy, adolescents are prone 
to Depression and Anxiety in schools. In the verge of social s  gma and mental illness, 
especially when the surrounding is not in favor, depression s  mulates and anxiety is the 
upshot. In oppression to maintain the social hierarchy, the relentlessness of modern 
paren  ng and not so recrea  on centric educa  on system in the eastern socie  es, especially 
in a country like Nepal, is the major cause of apathy in adolescents towards the daily 
ac  vi  es. However, perceiving capacity and emo  onal intelligence can help to alleviate 

Deepak Raj Bha  a
“Atheist, Liberal and Ra  onal.”

BTTM 15th Batch

Everybody has 
some experiences, 
some that change 
people, and some 
themselves change. 
One’s experiences 
shape them to be 
what they become. 
But it also brings 
forth issues of how 
deep impact it can 
make to their living. 
Bad experiences 
some  mes lead to 
overthinking and 
depression
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social loathe. Excess use of social media, online games, 
heartbreaks and lack of interest in outdoor ac  vi  es makes 
the situa  on more demanding and contributes to ‘not doing 
well’ in terms of func  onal human.
As Lailah Gifty Akita, the writer of ‘Pearls of Wisdom: 
Great mind’ quotes, “In the storm, our only anchor is 
hope.” Believing the light will shine in the darkest  mes, 
can alleviate the extent to which the thought process is 
making damage in a person. During my Intermediate, when 
I scored less in my exams, I used to write in a rough note 
with a geometrical shape that ‘This shall, too pass.” It was 
helpful then. 
I believe people in this world come for two reasons, one to 
make things simple and another to complicate. You can say, 
those who love to talk and those who hate to listen. In the 
hospitality industry, there are two types of people, hosts, 
and guests. I'm environed by both types of people and I 
govern my presence in both. 
My sort of people are intellectually deep thinkers, unique, 
some  mes nervous, and have the ability to come up with 
new ideas. This is not a complete life history project of mine, 
but if I have to deliver something right now in regard to my 
existence, I would say, “Now I can be as aggressive as I want, 
as vocal as I want, and even if people do not agree to me, 
they listen to me”. This best defi nes the edge of me. 
I read plenty of ar  cles on human health, cogni  on, and 
psychology; literature is a part of my interest. I was going 
through an ar  cle last week, it was upbringing the issues 
on a human of any age aff ected by social media and the 
digital presence was inferred. Social Media or any other 
form of entertainment that is viewed by a large number of 
audiences o  en try to portray our socio-cultural prac  ces 
and societal norms that we are bound by. In a  emp  ng 
to do so it uses humor, sa  re, irony, analogies or is simply 
put. At a glance our society, highly infl uenced by the Hindu 
philosophy, has all the components, and as according to our 
social hierarchy system, very well compliments our mindset 
as a society. And during the process, we try to live and evoke 
a diff erent reality. The reality we portray then, is not real. 
It becomes surreal. 
Everybody has some experiences, some that change people, 
and some themselves change. One’s experiences shape them 
to be what they become. But it also brings forth issues of 
how deep impact it can make to their living. Bad experiences 
some  mes lead to overthinking and depression. In any 
version of reality, people go through a lot of circumstances, 
if mishandled, it is harmful to health. More than the ciggies 
you inhale, it will be damaging to you to the next level. 
Let’s reimagine life. Don’t try to undo the past, do the 
present be  er. And get a good companion, I made mine, 
a book.  

Mirak Hangsarumba
BHM - 21st Batch

The part of me, that 
seeks to live ...
Every evening, I look out the window
Seeing the world, so desperately,
Moving to reach nothing, for nothing
With the same old schedule ,
In a same old dress ,
With a same old thoughts ,
At the same old place ,
Doesn't anybody ever recognize of
the pain and  redness of soul?

I ponder, Are the life’s, living?
Or, just are they the prosthe  c, 
dri  ing where the universe takes,
Is the  me cursing ?
Or Are we so unable to be aware to dream?

Then, with the slurp of coff ee, 
Emerging dark night, 
and the melody of Nina simone's music.
I chill, going easy with my thoughts,
admiring of my dream , dream that is beyond the 
sparkling lights of the city .

And with the new dawn ,
new day, new sun
I live to seek and I seek to live
To feel, to get melt in new epiphanies,
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Rishab Chalise
BTTM - 17th Batch
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Conservation along with Hunting   
“lzsf/;“u ;+/If0f”
Conserva  on is a careful protec  on and preserva  on of fl ora and fauna. It is a planned 
management of natural resources to prevent exploita  on & destruc  on. Hun  ng is the 
ac  vity of chasing and killing of wild animals by people or other animals, for food or as 
the sport.

Hunters generally kill one animal and keep many other lives. Hun  ng does two main things 
for conserva  on. One, it acts as a funding source for state agencies that helps to conserve 
habitat. While this money could come from somewhere else, the reality is that in North 
America, much of it comes from hun  ng. Secondly, it helps control prey species (deer, 
elk and bison) that might otherwise have popula  on explosions due to reduced predator 
popula  ons (reduced from hun  ng). Poaching is diff erent than hun  ng. Poachers are 
unorganized. They are ruthless and decima  ng the animals popula  on. Poachers are 
criminal cartel that systema  cally kills the animals and sell them in the black market. 
But hunters kill those animals who are aggressive and too old to breed and who a  ack 
the animals and people. Hunters pay the money to the authorized one to kill the animals 
and conserva  on uses that money for saving other animals. According to the Chair, IUCN 

Subarna Paudel
BTTM - 16th Batch

Hun  ng does 
two main things 
for conserva  on. 
One, it acts as a 
funding source for 
state agencies that 
helps to conserve 
habitat. While this 
money could come 
from somewhere 
else, the reality 
is that in North 
America, much of 
it comes from 
hun  ng. Secondly, 
it helps control 
prey species (deer, 
elk and bison) that 
might otherwise 
have popula  on 
explosions due to 
reduced predator 
popula  ons
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Sustainable Use and Livelihoods Specialists Group Roosie 
Cooney, PHD “Hun  ng can be a valuable part of conserva  on 
eff orts, even if you fi nd the hun  ng distasteful, it’s not the 
hunters running this program, it’s the government agencies 
or some  mes even the conserva  on groups themselves.” 

In context of Nepal, there is only one hun  ng reserve i.e. 
Dhorpatan Hun  ng Reserve which was established in 1987 
A.D. It lies in Western part of Nepal in Dhaulagiri range and 
adjoins Rukum, Myagdi & Baglung districts covering an area 
of 1,325 sq km (512 sq miles). It’s only the protected area of 
Nepal that has got hun  ng license issued by Department of 
Na  onal Parks and Wildlife Conserva  on and which fulfi lls 
the need of hun  ng for Nepalese and foreigners. Including 
Snow Leopard, Blue Sheep, Musk Deer, Red Panda Himalayan 
Thar etc there are altogether 18 species of mammals found in 
this hun  ng reserve. Also 137 species of birds and 2 species 
of rep  les are found in Dhorpatan Hun  ng Reserve. There 
are seven blocks in the Dhorpatan Hun  ng Reserve where 
we can hunt only two species of animals i.e. Himalayan 
Thar (Naur) and Blue sheep (Jharal). The hun  ng reserve of 
the country allows trophy hun  ng only in two seasons in a 
year i.e. in Spring (March, April) and in Autumn (October, 
November). But the hun  ng permission depends on the 
popula  on increase of these animals in the reserve. The 
hunters are allowed to hunt only within the specifi ed block 
in a given season.  And the hun  ng reserve itself uses the 
money for the conserva  on of the wildlife and some amount 
of money is also invested for the be  erment of local people. 
Hunters are permi  ed to hunt only mature male animals. 
Female animals are not allowed to be hunted because it 
directly aff ects popula  on growth. A hunter cannot hunt an 
animal when it is drinking water or ea  ng salty mud. The 
reserve mobilizes a conserva  on offi  cer with a hunter to see 
whether he is abiding by the rules or not.

We have many examples that show how hun  ng helps 
in Conservation. As few months ago there was a huge 
Australian bushfi re, and there was shortage of water. At 
that  me Conserva  onist had managed to hunt the camel 
so that they could save the water that would be needed by 
camel and rather distribute to many other animals to save 
their life because camel needs more water in comparison 
to other animals.

References:
1. h t t p s : / / w w w . n a t i o n a l g e o g r a p h i c . c o m /

magazine/2017/10/trophy-hunting-killing-saving-
animals/

2. https://www.nationalreview.com/2019/11/hunting-
as-conservation-sportsmen-incentives-to-protect-
endangered-species-habitats/

OVERSHADOWED Living 
Gods.
As we all know that Nepal is the home of Kumari the Living 
Goddess. But few have heard about the two males 'Ganesh 
and Bhairav'. Ganesh is the god of good fortune and Bhairav 
is known as the protector. There are no tales associated 
with these two gods. 'Shakya's' are the embodiment of 
Lord Ganesh and Bhairav. Worship of Living gods started at 
the same during the Malla Era, with  the Kumari every year 
during Indra Jatra which is one of the main fes  val in newari 
community of Kathmandu  Valley.   

                                      
The male gods have abit of easy lifestyle in compare to the 
kumari. They are allowed  to live at home with their parents, 
go to school and play with friends.They are recognized by 
long blue kurta suruwal and tradi  onal vest with long hair 
 ed bun with a red ribbon. As a coin has two sides similarly 

it also have few disadvantages.

Both Ganesh are Bhairav have been overshadowed and 
more importance is given to the kumari. They receive less 
than one third of living goddess Kumari. What they are 
off ered is miserably insuffi  cient. (from educa  on fees to 
fi nancial burden that their Family have to Face). I think 
our government must take a step to provide facili  es and 
importance to the Living Gods and save their family from 
fi nancial burdens.  

As this is a Tourism year.
Living Gods Ganesh and Bhairav must be promoted this 
will eventually create egarness in tourists to visit Nepal. 
Living Gods could lead Nepal a successful toursim year. 
And visit of tourists is the main aim/goal of this year Visit 
Nepal 2020.

Riya Bajracharya
BTTM - 16th Batch
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(From the le  , Aakash Lama, Damber Raj Bha  a, Sabina Raut, Kapil Lamsal & Tanka Prasad Lamsal)

Damber Raj Bha  a

Mr. Bha  a was appointed on 1st Shrawan 2076 as Instructor (Travel and Tourism). He completed his Bachelor of Travel & 
Tourism Management from NATHM. Mr. Bha  a was awarded gold medal for securing highest marks in Bachelor level. He 
did his Master of Arts in Interna  onal Rela  on from South Asian University, New Delhi. Mr. Bha  a has served as Program 
Coordinator (Bachelor of Social Sciences) at Kathmandu University affi  liated Na  onal College for four years before joining 
NATHM.

Sabina Raut

Mrs. Raut was appointed on 1st Shrawan, 2076 as Instructor (Accommoda  on). She completed her Bachelor of Hotel 
Management and Master of Hospitality Management from NATHM. She was recipient of pres  gious Princess Jayan   Shah 
Achievement Award along with gold medal for securing highest marks in fi nal year of her Bachelor level.

Aakash Lama

Mr. Lama was appointed on 1st Shrawan, 2076 as Instructor (Food Produc  on). He completed his Bachelor of Hotel Management 
from NCCS and Master of Hospitality Management from NATHM. Before joining NATHM, Mr. Lama was Program Coordinator 
(Bachelor of Hotel and Tourism Management) at Kathmandu University affi  liated Nepal College of Management.

Tanka Prasad Lamsal

Mr. Lamsal was appointed on 1st Shrawan, 2076 as Account Offi  cer. He has completed his Bachelor & Master of Business 
Studies and also pursuing another Masters in Poli  cal Science from Tribhuvan University. Mr. Lamsal is also a country folk 
Song Singer.

Kapil Lamsal

Mr. Lamsal was appointed on 1st Shrawan as Assistant (Administra  on). He has completed his Bachelor of Educa  on in 
Economics and undergoing his Master of Educa  on in Economics from Tribhuvan University. 

N AT H MNew Members in the FamilyNew Members in the Family
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Ram Kailash Bichha, Principal
Mr. Ram Kailash Bichha, Head of Department (Hotel & Curriculum) 
took new role of Principal of the Academy from 22nd Poush, 2076. 
Mr. Bichha has been serving NATHM since last 27 years in diff erent 
capaci  es. NATHM is hopeful that under his leadership, the academy 
will achieve greater heights.

Binod Aryal, Senior Instructor (BHM Coordinator)
NATHM is excited to have its own graduate, Mr. Binod Aryal (Graduate 
of BHM 3rd Batch)  appointed as BHM Program Coordinator on 24th 
Kar  k, 2076. Mr. Aryal was also recently promoted to the posi  on of 
Senior Instructor (Food and Beverage Service) on 27th Chaitra, 2075. 
Mr. Aryal is serving NATHM since last 15 years. NATHM expects that 
Mr. Aryal will contribute signifi cantly to enhance the academic quality 
of the academy with his enthusiasm and vigor. 

Naresh Dangol, Senior Offi  cer
Mr. Naresh Dangol was promoted to the posi  on of Senior Offi  cer 
(Planning, Training and Academic Management) on 21st Poush, 
2076. Mr. Dangol is serving NATHM since last two decades in various 
capaci  es. NATHM family wishes him a successful tenure ahead.

Rama Timilsina, Offi  cer
Ms. Rama Timilsina is serving NATHM since a decade and was 
promoted to the posi  on of Offi  cer (Planning, Training and Academic 
Management) on 27th Chaitra, 2075. NATHM wishes her a great future 
ahead.

Shivahari Luintel, Senior Assistant
Mr. Shivahari Luintel was promoted to the posi  on of Senior Assistant 
(Administra  on) on 21st Poush, 2076. Mr. Luintel is serving NATHM 
since last 6 years and has proved himself as a valuable member of 
the academy.
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N AT H MPride ofPride of
Kashmira Shah
Kashmira Shah is a student of BTTM 15th Batch at NATHM. Kashmira and 
her Team bagged two Gold and one bronze Medal in Golf in 2019 SAARC 
Game for their outstanding performance. En  re NATHM Family is proud 
of their Achievement. Apart from this she is winner of diff erent  other 
Na  onal and Interna  onal Golf Tournament.

Sanjay Nepal & Pasang Lhamu Sherpa
Sanjay Nepal is a student of BTTM 16th Batch. Sanjay became Second 
Runner Up in Mr Hospitality 2019. Similarly sanjay bagged PATA’S Public 
Speaking Quest making NATHM Proud. 
Pasang Lhamu Sherpa currently studying in NATHM as a student of BHM 
20thBatch. Pasang won the 1st posi  on in Miss Hospitality 2019. NATHM 
is proud to have such a bright student.

Prachit Thapa Magar 
Prachit Thapa Magar currently studying in NATHM as a student of BTTM 
16th Batch. Prachit bagged Bronze Medal in cycling in SAARC Game 2019. 
The en  re Ins  tu  on feels proud to call him a NATHM Student.

Deny Gurung
Deny Gurung was awarded with Gold Medal for securing Highest Mark 
in MHM in the year 2019. Mr Gurung was bright and intelligent student.

Aayushma Pokhrel 
Aayushma pokhrel was awarded with Gold Medal for securing Highest 
Mark in BTTM in the year 2019. Ms Pokhrel was bright and intelligent 
student.

Aara   Silwal  
Aara   Silwal was awarded with Gold Medal for securing Highest Mark 
in BHM in the year 2019. Ms Silwal was bright and intelligent student.  
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GRADUATE PROFILE
NAME :  Sushant Nepal 

BATCH :  BHM 6th Batch 

ORGANIZATION :  Lake View Resort 

DESIGNATION :  Resident Manager 

Mr. Nepal has completed Bachelor in Hotel Management from NATHM. 
He has worked interna  onally from Switzerland, Dubai to Nepal. He has 
experience of working in the star hotel like (Kempinski, Ajmann hotel 
managed by blazon groups, La Reserve hotel and resort, Hya   Regency 
Kathmandu and le meridian now known as Gokarna forest resort Nepal). 
Currently he is working as resident manager at Lake View Resort (Lake Side 
group) Pokhara, Nepal.

NAME :  Juhi Lochan Shrestha

BATCH :  BHM 13th Batch 

ORGANIZATION :  Sushi Time, Khaza Time, Global Institute of Hotel 
Management, Kathmandu Nepal

DESIGNATION :  Owner

Ms. Shrestha has completed her Bachelor of Hotel Management from 
NATHM. She has worked in few star hotels and currently she is running 
her two restaurants smoothly. She is also a culinary trainer in few colleges 
including her own ins  tute.

Name :  Bibek Wagle 

Batch :  BHM 10th Batch 

Organization :  Novotel and IBIS Sydney Olympic Park

Designation :  Chef De Partie

Mr. Wagle has completed Bachelor in Hotel Management course from 
NATHM. He worked with Pier One Sydney Harbor Marrio   Hotel, Autograph 
Collec  on from 2016- 2018. He is currently working with Novotel and IBIS 
Sydney Olympic Park as CDP with lot of professional joys and enthusiasm.
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Name :  Aista Karki

Batch :  BHM 9th Batch 

Organization :  Radisson Blu Plaza Hotel Sydney.

Designation :  Guest Service Offi cer 

Ms. Karki has completed Bachelor in Hotel Management from 
NATHM. She has 7 years of experience in hospitality industry from 
Nepal to Australia. She has worked with Hya   Regency Kathmandu 
and Hya   Regency Sydney. Currently she is working at Radisson Blu 
Plaza Hotel Sydney.

NAME :  Anurag Gaire

BATCH :  BHM 10th Batch and MHM 4th Batch

ORGANIZATION :  Global College International

DESIGNATION :  BHM Programme Coordinator

Mr. Gaire a BHM graduates from NATHM and is now a BHM coordinator at 
Global Interna  onal College. He started his hospitality journey from NATHM 
as BHM student and proved himself as an avid personality. He completed 
his Masters Degree in hospitality management from NATHM. He began his 
career as a Hospitality teacher in diff erent ins  tu  on including Rainbow 
Interna  onal College (RIC), Nepal Kasthamandap College (NKC), Na  onal 
College of Computer Science (NCCS). 

NAME :  Gaurav Adhikari

BATCH :  BTTM 8th BATCH

ORGANIZATION :  Himalaya Airlines

DESIGNATION :  Cabin Crew

Mr. Adhikari has completed Bachelor in Travel and Tourism Management 
from NATHM in 2013. Currently he has been working as cabin crew 
at Himalayan Airlines and also is Managing Director of Heritage Bliss 
Interna  onal Travel and Tour Pvt. Ltd. 
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NAME :  Manisha Dhakal 

BATCH :  BHM 12th Batch 

ORGANIZATION :  Quest Apartment Sydney 

DESIGNATION :  Front Offi ce Executive

Ms. Dhakal has completed Bachelor in Hotel Management course 
from NATHM. She has Four Years of Experience in The Hya   Regency 
Dubai in Various Department. Currently she is doing Masters in 
Tourism and Hospitality in Sydney and working as a Part-Time in 
Front Desk at Quest Apartments.

NAME :  Rejak Upreti

BATCH :  BHM 11th Batch

ORGANIZATION :  Nepal Airlines Corporation 

DESIGNATION :  Flight Attendant

Mr. Upre   has completed Bachelor in Hotel Management from 
NATHM. He started his career with Qatar Airways working as a Food 
Beverage A  endant for almost 4 years and currently he is working as 
a Cabin Crew for Nepal Airlines since 3years.

Name :  Ashish Khatri

BATCH :  BHM 12th Batch

ORGANIZATION :  Nanglo International Pvt. Ltd. 

DESIGNATION :  Restaurant Manager

Mr. Khatri has completed his Bachelor of Hotel Management from 
NATHM in 2013. Since then, he has been working as a Restaurant 
Manager at The Bakery Cafe Pvt. Ltd. under the Management of 
Nanglo Interna  onal Pvt. Ltd., Nepal.
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GRADUATE PROFILE
NAME :  Robin Sharma

BATCH :  BHM 8th Batch, MHM 1st Batch 

ORGANIZATION :  Balkumari College, Narayangadh, Chitwan 

DESIGNATION :  Program In charge, BHM

Mr. Sharma has completed his BHM from NATHM in fi rst division in 
2009 and MHM in 2015. He worked as a faculty member of BHM at 
Balkumari College and has been working as a Program In charge for 
BHM program. 

NAME :  Sunita Aryal

BATCH :  BHM 14th Batch

ORGANIZATION :  Atharva Business College

DESIGNATION :  BHM Coordinator

Ms. Aryal has completed her Bachelors at Hotel Management from 
NATHM. She has taught in +2 and Bachelors level in many colleges. 
Currently she is working as a BHM Coordinator at Atharva Business 
College.

NAME :  Subash Khadka

BATCH :  BHM 11th Batch

ORGANIZATION :  Park Hyatt Sydney

DESIGNATION :  Team Leader

Mr. Khadka has completed his Bachelor of Hotel Management from 
NATHM. He has worked in Abu Dhabi at a star hotel for almost three 
years. Currently is working as a Team Leader at Park Hya   Sydney in 
Australia.
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GRADUATE PROFILE
NAME  :  Zivan Shrestha 

BATCH :  12th Batch BHM

ORGANIZATION :   Hotel Crystal Palace, Doha

DESIGNATION :  Executive Sales and Marketing

Mr. Shrestha has completed his Bachelor of Hotel Management 
from NATHM. He started his career as a front offi  ce assistant at a 
classifi ed business class star hotel in Doha. Currently he is working 
as a sales and marke  ng execu  ve at Hotel Crystal Palace, Doha.

NAME :  Nojal Koirala

BATCH :  BTTM 7th Batch

ORGANIZATION :  Kasthamandap Holiday

DESIGNATION :  Managing Director

Mr. Koirala has completed Bachelor in Travel and Tourism Management 
from NATHM in 2009. Currently he is a Managing Director at 
Kasthamandap Holidays and also working as adjunct faculty in diff erent 
ins  tu  ons.

NAME :   Nischal Man Joshi

BATCH :  BTTM 8th BATCH

ORGANIZATION :  DNATA Dubai, UAE  

DESIGNATION :  Service Delivery Supervisor

Mr. Joshi has completed Bachelor in Travel and Tourism Management 
from NATHM in 2013. Currently he has been working as Service 
Delivery Supervisor in Dubai Na  onal Air Transport Associa  on 
(DNATA), the Emirates group.
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GRADUATE PROFILE
NAME :  Rajiv Budhathoki

BATCH :  BHM 16th BATCH

DESIGNATION :  Demi – Chef de Partie 

ORGANIZATION :  Hilton Riyadh

Mr. Budhathoki has completed Bachelor of hotel Management 
fron NATHM. Currently he is working as Demi-chef de par  e at 
Hilton Riyadh.

NAME :   Prabha Ghising

BATCH :  BTTM 9th BATCH, MHM 5th BATCH

DESIGNATION :  Sales and Marketing- Executive 

ORGANIZATION :  Hotel Le Himalaya, Lazimpat-2, Kathmandu

Ms. Ghising has completed Bachelor of Travel and Tourism 
Management and Masters of Hospitality Management from 
NATHM. Currently she is working as Sales and Marke  ng 
Execu  ve at Hotel Le Himalaya.

NAME :   Nitesh Chand

BATCH :  BHM 14th BATCH

DESIGNATION :  Proprietor / Managing Director

ORGANIZATION :  Carnival Restro and Meetings Pvt. Ltd.

Mr. Chand has completed Bachelor of Hotel Management from 
NATHM. He had worked as opera  on manager at Kitchen Hut 
Nepalgunj and as Food Produc  on faculty in diff erent colleges. 
Currently he is the Proprietor at Carnival Restro and Mee  ngs Pvt. 
Ltd. Thapagaun, Baneshwor. 
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NAME :   Prakash Joshi

BATCH :  BHM 14th BATCH

DESIGNATION :  Sales and Marketing Manager

ORGANIZATION :  Teeka Resort Suites and Spa, Pokhara

Mr. Joshi has completed Bachelor of Hotel Management from 
NATHM. Currently he is working as Sales and Marke  ng Manager 
in Teeka Resort suites and spa, Pokhara.

NAME :   Aashish Bartaula

BATCH :  BTTM 9th BATCH

DESIGNATION :  Faculty Member 

ORGANIZATION :  NATHM

Mr. Bartaula has completed his Bachelor of Travel and Tourism 
Management from NATHM. Currently he is pursuing M.Phil in 
Management from Tribhuwan University and has been faculty 
member at NATHM since 2019. 

NAME :   Yuvraj Chaulagain

BATCH :  BHM 13th BATCH

DESIGNATION :  Flight Attendant

ORGANIZATION :  Nepal Airlines Corporation

Mr. Chaulagain has completed Bachelor in Hotel Management from 
NATHM. Currently he has been working as Flight A  endant in Nepal 
Airlines Corpora  on.
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NAME :  Prasiddha Adhikari

BATCH :  BHM 16th Batch

ORGANIZATION :  Khaanpin Foods and Tours Pvt. Ltd

DESIGNATION :  Owner and Co-founder 

Mr Adhikari has completed Bachelor in Hotel Management from NATHM, 
walking on the path of entrepreneurship a  er his gradua  on. A  er 
working as a sales offi  ce at Dwarikas Group of Hotel and Resort he has 
been ac  vely involved in Khaanpin Foods and Tours Pvt. Ltd. Recently he 
is looking a  er the overall management of Pokhara branch of Khaanpin 
Foods and Tours Pvt. Ltd.

NAME :  Sanita Tamang                                                                  

Batch :  BHM 15th batch

Organisation :  Hotel Mulberry

Designation :  Sales & Marketing Executive 

Ms. Tamang has completed Bachelor in Hotel Management from 
NATHM. She has worked as Front offi  ce associate and also as Senior 
Front Offi  ce associate in Hotel Mulberry. Currently she is working 
as Sales and Marke  ng Execu  ve in Hotel Mulberry.

NAME :   Shiwani Pudasaini

BATCH :  BHM 13th BATCH

DESIGNATION :  Asst.  Marketing Sales

ORGANIZATION :  Hotel Annapurna

Ms. Pudasaini has completed Bachelor in Hotel Management 
from NATHM. Currently she is working as Assistant Marke  ng 
Sales at Hotel Annapurna.
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NAME :   Kriti Maharjan

BATCH :  BHM 16th BATCH, MHM 9th BATCH 

DESIGNATION :  Guest Service Agent (Front Offi ce)

ORGANIZATION :  Kathmandu Marriott, Naxal

Ms. Maharjan, a student of Masters of Hospitality Management has 
completed Bachelor in Hotel management From NATHM in 2018. Currently 
she is working as Guest service agent (Front Offi  ce) at Kathmandu Marrio  , 
Naxal. Her honesty and respect towards her job rewarded her as brilliant 
host of the month, Front offi  ce Department Champion and as well as 
enrollment Champion for consecu  ve  me being enthusias  c.

NAME :   Bishal Dura

BATCH :  BTTM 7th BATCH

DESIGNATION :  Team Consultant

 ORGANIZATION :  Sita World Travel (Nepal) Pvt. Ltd

Mr. Dura has completed his Bachelor of Travel and Tourism 
Management from NATHM. Currently he is working as Team 
consultant at Sita World Travel (Nepal) Pvt. Ltd.

NAME :   Sanjiv Ghimire

BATCH :  BTTM 5th BATCH

DESIGNATION :  Program coordinator (MTTM)

ORGANIZATION :  Nepal College of Travel and Toursim Management 
(NCTTM)

Mr. Ghimire has completed his Bachelor of Travel and Tourism Management 
from NATHM. He worked as opera  on manager in Village Nepal Travels (P) 
Ltd. and also in Nepal Airlines Corpora  on as a Customer Service Agent. 
Currently he is working as MTTM Program Coordinator at NCTTM.
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NAME :   Rakesh Nepali Rajak

BATCH :  BHM 13th BATCH

DESIGNATION :  Events Planning Manager

ORGANIZATION :  Hayatt Regency Kathmandu

Mr. Rajak has completed Bachelor of Hotel Management from NATHM. 
He had worked with Hotel Yak and Ye   and Hotel Annapurna. Currently 
he is working as Event Planning Manager at Haya   Regency Kathmandu.

NAME :   Anju Kunwar 

BATCH :  BHM 7th batch

DESIGNATION :  Food and Beverage Assistant manager 

 ORGANIZATION :  Aloft Hotel Kathmandu

Ms. Anju Kunwar has completed Bachelor of Hotel Management from 
NATHM. She worked as JR. Food and Beverage Execu  ve at Hotel 
Shangrila Kathmandu and Food and Beverage Execu  ve at Hotel Yak 
and Ye   and also at Hotel Radisson. Currently she is Food and beverage 
assistant manager at Hotel Alo  , Kathmandu 

NAME :   Sujan Tandukar

BATCH :  BHM 10th BATCH

DESIGNATION :  Sales and marketing Manager

ORGANIZATION :  Nepali Ghar Hotel, Thamel

Mr. Tandukar has completed Bachelor of Hotel Management in 2011 and 
Masters Degree in Hotel Management in 2014 from NATHM. Currently 
he has been working as Sales and marke  ng manager at Nepali Ghar 
Hotel, Thamel. He is also involved in teaching fi eld in various ins  tu  ons 
at +2 Levels.
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NAME :   Omnika Dangol

BATCH :  BTTM 11th BATCH

DESIGNATION :  Cabin Crew

ORGANIZATION :  Himalaya Airlines

Ms. Dangol has completed Bachelor of Travel and Tourism from NATHM. 
Currently she has been working as Cabin Crew in Himalaya Airlines.

NAME :   Bishnu Tamang

BATCH :  BTTM 10th BATCH

DESIGNATION :  General Secretary

ORGANIZATION :  Nepal Climbing Team (NCT)

Mr. Tamang has completed Bachelor of Travel and Tourism from 
NATHM. He is Tourism entrepreneur and ac  vely involved in na  onal 
adventure tourism. Currently he is working as General Secretary on 
Board of Directors of Nepal Climbing Team (NCT).

NAME :   Privanka MV

BATCH :  BTTM 11th Batch

DESIGNATION :  Co-founder and Marketing Head

ORGANIZATION :  Joon Apparel

Ms. MV has completed Bachelor of Travel and Tourism from NATHM in 
2017. She is Brand Endorsee in Ad Campaign of TVS, NCELL, Dish Home 
and Wai-Wai. She is the Co-founder and Marke  ng Head of Joon Apparel 
and recently she had performed lead role in Nepali Movie "Captain".
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NAME :   Shyam Tandukar

BATCH :  BHM 2nd Batch

DESIGNATION :  Rooms Division Manager

ORGANIZATION :  Chandragiri Hills Resort

Mr. Tandukar has completed Bachelor of Hotel Management from 
NATHM in 2003.  He worked at the Guoman Hotels Limited, UK for 2 
years. He undertook managerial roles at Tradi  onal Homes Swotha, 
The Everest Hotel, Hotel Ghangri and Soaltee Crowne Plaza. Currently 
he is working as the Room Division Manager at Chandragiri Hills Resort.

NAME :   Lekhmani Trital

BATCH :  BTTM 12th Batch 

DESIGNATION :  Junior Assistant

ORGANIZATION :  Nepal Airlines

Mr. Trital has completed Bachelor of Travel and Tourism from NATHM 
in 2018.  He started doing standup comedy from 2018. He works as 
ar  st in Nepgasm Media and Produc  on. Currently he is also working 
as junior assistant in Nepal Airlines.

NAME :   Anisha Maharjan

BATCH :  BTTM 8th Batch , MHM 5th Batch

DESIGNATION :  Sales and Marketing - Executive

ORGANIZATION :   Akama Hotel Pvt. Ltd., Dhumbarahi, Kathmandu

Ms. Maharjan has completed Bachelor of Travel and Tourism 
Management and Masters of Hospitality Management from NATHM. 
Currently she is working as Sales and Marke  ng Execu  ve at Akama 
Hotel.
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Ajay Kumar Dhakal
Deputy Head of Department, 

Travel and Research

Ram Kailash Bichha
Principal

Dipak Kumar Thapa
Executive Director

Surya Kiran Shrestha
Deputy Head of Department,

Hotel and Curriculum

Satya Narayan Shah
Deputy Head of Department,

Hotel and Curriculum

Tikajit Rai
Chief Offi cer, 
Maintenance

Bipin Nepal
Chief Instructor,

Food Production & Control

Hiragyan Maharjan
Chief Instructor,

Computer

Shivendra Mallik
Chief Instructor,

Food & Beverage Services

Mana Raja Khatri
Chief Instructor, 

Food and Beverage Services

Ringo Pradhan
Chief Instructor,

Computer

Shiva Prasad Jaishi
Chief Offi cer,

Planning, Training and 
Academic Management

Gyanendra Raj Pandit
Chief Offi cer, 

Administration

Umesh Subedi
Senior Offi cer,

Store

Shreejana Baidya
Senior Offi cer,

Resource Centre

Shubham Poudel
Senior Instructor, 

Travel & Research,
Program Coordinator - BTTM
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Naresh Dangol
Senior Offi cer

Planning, Training and 
Academic Management

Ratan Saud
Offi cer,  

Administration

Binod Aryal
Senior Instructor,  

Food and Beverage Service
Program Coordinator - BHM

Damber Raj Bhatta
Instructor, 

Travel and Tourism

Aakash Lama
Instructor, 

Food Production and Control

Sabina Raut
Instructor,

Accommodation

Manoj Prajapati
Instructor,  

Travel Operation and Ticketing

Tanka Kafl e
Offi cer

Planning, Training and 
Academic Management

Bal Krishna Luitel
Instructor,  

Food Production (Pastry)

Samik Sharma
Instructor,  

Accommodation

Rajaram Mahat
Instructor,  

Food Production and Control

Ashok Upadhyaya
Instructor,  

Food and Beverage Service

Rama Timalsina
Offi cer,

Planning, Training & Academic 
Management

N A T H M
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Bimala Rimal
Offi cer, 

Resource Center

Jeevan Mahat
Senior Account Offi cer

Binod Nepal
Senior Offi cer,
Administration
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Tanka Prasad Lamsal
Account Offi cer

Dharma Raj Uprety
Senior Kitchen Steward

Dinesh Subedi
Senior Librarian

Mohan Rajak
Laundry Assistant

Suraj Ghimire
Accountant

Shivahari Luitel
Senior Assistant,
Administration

Krishna Kumari Regmi
Storekeeper

Chiri Kaji Maharjan
Driver (Heavy)

Shriram Timilsina
Utility Assistant

Krishna Maharjan
Driver (Heavy)

Kumar Pujari
Offi ce Assistant

Som Bahadur Gurung
Utility Assistant

Man Bahadur Bhujel
Offi ce Assistant

Badri Prasad Aryal
Offi ce Assistant

N A T H M
S T A F F

Sunil Chaudhary
Assistant Accountant

Kapil Lamsal
Assistant,

Administration
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RESOURCE INSTRUCTORS

SERVICE CONTRACT

Dhani Ram Chaudhari
Plumber

Prasuram Khadka
Instructor, 

Pastry

Sunita Dabadi
MHM Coordinator

Rekha Lamichhane
Instructor,

Housekeeping

Sanjay Silwal
Electrician

Ram Krishna Shrestha
Secretary, MHM Offi ce

Sabita K.C.
Offi ce Assistant

Shyam Bohara
Offi ce Assistant

Ishwari Nepali
Offi ce Assistant

Gange Pode
Driver

Chandra Mani Phuyal
Offi ce Assistant

Bikash Pujari
Offi ce Assistant

Rama Gautam
Offi ce Assistant

Ram Hari Shrestha
Offi ce Assistant
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VISITING FACULTY MEMBERS
Prof. Dr. Mahendra Pd. Shrestha Entrepreneurship in Tourism & Hospitality
Prof. Dr. Ghanashyam Bha  arai Fundamentals of Tourism
Prof. Dr. Sushil Bhakta Mathema Organiza  onal Behaviour
Prof. Dr. Madan Rimal Culture
Prof. Dr. Surendra K.C History
Prof. Dr. Dhan Bahadur Kunwar History / Anthropology
Prof. Dr. Ram Saran Pathak Geography
Prof. Dr. Beena Paudel Art & Cra  
Dr. Hira Lal Shrestha Economics of Leisure & Tourism
Dr. Kulesh Thapa First Aid
Dr. Kapil Khanal Quanta  ve Analysis
Dr. Rajib Dahal Eco - Tourism
Kosh Raj Acharya Archeology
Deepak Mahat Trekking
Ram Bahadur Kunwar Culture / Architecture 
Punya Prasad Parajuli Religion
Chabi lal Chidi Geography
Prakash Neupane Wild Life
Sanu Raja Maharjan Flora & Fauna / Environment
Buddi Ratna Dangol Flora & Fauna / Environment
Lakpa Sherpa Rock Climbing
Tika Tamang Rock Climbing
Rajendra Dahal Culture / Anthropology
Rajendra Karmarcharya First Aid
Sabita Thapa Subedi Mountain Rules & Regula  ons
Jaya Bhandari Trekking
Ashok Silwal Trekking
Yagya Mur   Acharya Culture & Anthropology
Prakash Aryal Trekking
Kalpana Parajuli Religion
Madan Phuyal Principles of Management / Service Marke  ng in Tourism and Hospitality
Rishi Ghimire Principles of Management
Pradip Sharma English / Business Communica  on
Suvekshya Khatri Housekeeping Opera  on
Laxman Maharjan Food Produc  on
Rashmi Paudyal Food Science and Nutri  on
Swos   Malla Food Science and Nutri  on
Sudarshan Giri Accountancy
Jarja Lama Cost & Management Accoun  ng
Narendra Manandhar Hospitality Marke  ng and Sales
Manoj Kumar Mandal Sta  s  cs
Umesh Chalise Economics
Krishna Bha  arai Economics
Om Raj Dhakal Facility Planning and Management
Batuk Parajuli Facility Planning and Management
Raju Raut Management Informa  on Systems
Arun Neupane Financial Management

Harka Rawal Legal Environment for Hospitality
Subodh Subedi Entrepreneurship for Hospitality
Kapil Banjara Nepalese Society and Poli  cs
Anil Pradhan Computer and Informa  on Technology
Anil Lamichhane Computer and Informa  on Technology
Ashish Bartaula Principles of Management
Ram Raj Acharya Principles of Management
Anshul Regmi Fundamentals of Travel and Tourism Management
Nirash Paija Tourism Economics (Micro/Macro)
Saurab Man Shrestha Tourism Economics (Micro/Macro)
Subarna Raj Bha  arai Air Travel Opera  on
B.K. Singh Air Travel Opera  on
Chudamadi Dhakal Business Finance
Sagar Paudel Business Finance
Sujata Shrestha Eco - Tourism
Yuvraj Chaulagain French language
Bishnu Rana French language
Zuo Qingwn Chinese Language
Rajiv Ranjit Chinese Language
Zhang Tianyi Chinese Language
Samir K.C. Entrepreneurship in Travel and Tourism
Madhuban Lal Shrestha Entrepreneurship in Travel and Tourism
Sachin Shrestha Philosophical Founda  ons of Tourism
Rajkumar Subedi Airlines Ticke  ng (Global Distribu  on System)
Hari Rajaure Sta  s  cs
Subigya Regmi Sta  s  cs
Anup Adhikari Tourism Geography / Tourism Marke  ng
Hari B. Dallako   Strategic Management in Tourism and Hospitality
Samulson Neupane Global Marke  ng in Tourism & Hospitality
Jeet Shrestha Management for Tourism & Hospitality
Dinesh Bajracharya E-commerce
Surendra Mahato Research Management
Rishi Raj Gautam Financial Management in Tourism and Hospitality
Kumar Thapa Accountancy
Narayan Adhikari Accountancy
Nojal Koirala Tourism In Nepal
Bimal Subedi Tourism In Nepal
Bibek Raj Adhikari E - Tourism
Raj Kumar Shrestha Des  na  on Development Management
Sabin Basnet Event Management (Offi  ce Tourism)
Namita Poudel Nepalese Society and Poli  cs
Sharad Ojha Tourism Planning & Policies
Dev Narayan Karki Tourism Legisla  on
Lok Nath Dulal Culture, Heritage and Religion
Niraj Mishra Strategic Management for Travel and Tourism
Archana Khadka Tourism Avia  on
Shiva Raj Ghimire Human Resources Management in Tourism and Hospitality
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Rabi Bhawan, Kalima  , Kathmandu, Nepal. P. O.Box 4715, Tel: 977-1-5970605, Fax: 977-1-4271780 

E-mail: nathm@mos.com.np ; nathm.2029@gmail.com ; Website: www.nathm.edu.np ; Facebook: h  ps://facebook.com/nathm.offi  cial 
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