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The situation in Nepal 

Quick Facts: 

• Population: ~28 Million 

• 55% below the age of 

25 

• GNI Per Capita: USD 730 

• Economic growth rate: 

4.5% 

Outlook for Nepal is “cautiously optimistic” 
Sources: World Bank 
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Education Sector Snapshot • Nepal is meeting its goal of 

universal primary 

education 

• Quality of education 

especially at public 

schools is very poor 

• Private schooling a must 

for anyone who can afford 

it 

• Inadequate number of 

institutions to meet 

demand for quality higher 

education 

Primary 

Secondary 

Tertiary 

% of total 

enrolled 

98% 

60% 

14% 

Total Number 

7.8 

Million 

0.42 

Million 

57% served 

by 25,000 

private 

primary 

schools 

59% served 

by over 225 

private 

colleges 

A few victories but many big challenges remain 



4 

A growing middle class, stable growth and international 

citizens will demand better services, including education. 
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Education is widely seen 

as the only means of 

improving social and 

economic standing 
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How has the HE landscape of Nepal changed? 

• Awareness levels have increased 

• Increased number of choices 

• Quality consciousness 

• UG enrollments increasing 

• Quality education is solely the 

domain of private providers 

• High demand for employment 

oriented degrees 

What has not changed is that people still don’t 

compromise on expenses for education 
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Key issues faced by the education sector in Nepal 

Legislative 

• Revised Education Act not approved yet 

• Issues with recognition of 3 year UG 

degrees and 1 year PG degrees 

 

Human Resources 

• Shortage of good quality teachers 

especially while looking for permanent 

faculty 

 

Market & Industry 

• A large chunk of the market is very 

price sensitive 

• Nepal’s job market has not seen the 

growth seen in India or China either in 

volume or diversity 

 

Internal 

• Curriculum across subjects are taking 

too long to respond to market and 

industry needs 

• The sector is still very inward looking 

and is isolated from the global sector 

• Colleges have mushroomed but quality 

could be questionable in many 
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Opportunities for the UK? 

 
- Demand for better quality education 

- Increasing income 

- Lack of seats and quality education providers 

- Young population that will seek to build their credentials 
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Part 2 

Recruitment 
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Why is Nepal interesting? 

• A GBP 47 million market 

• Over 25,000 students will have 

gone to study overseas this year 

• This is not including India 

• A growing market that will help 

increase diversity 

24,824 

26,948 

11,912 

16,499 

28,126 

2009/10 2010/11 2011/12 2012/13 2013/14

Number of NOCs issued in the last 
five years 

But where are these students going? 
Sources: Min. of Ed. Nepal 
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Expectations vs reality 

USA 
34% 

Australia 
28% 

UK 
19% 

Canada 
8% 

Germany 
3% 

Other 
8% 

Top choices 

NOC applications by destination 

Australia 11,184 

Japan 7,933 

USA 1,456 

Malaysia 1,190 

UK 930 

Stark contrast between choice and final destination 
Sources: Min. of Ed. Nepal, Student Insight Survey 2014 
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Better quality education & hope for improved career 

prospects driving students abroad 

64% 

57% 

29% 

18% 

13% 
10% 

67% 

61% 

32% 

18% 

11% 
13% 

Better
quality

Improve
prospects

Cultural
experience

Received
scholarship

To improve
English

Lack of
course at

home

Main motivation for studying abroad 

UG PG

13% 

26% 

32% 

35% 

46% 

22% 

28% 

39% 40% 

44% 

University
reputation

Employment
while

studying

International
recognition

Career
prospects

Quality of
education

Top 5 criteria before choosing a country 

PG

UG

Sources: Student Insight 2014 
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Higher education is the key interest 

1% 2% 

4% 

93% 

Interest by course type 

English language

Pre-University course / A-Level
/ Foundation course /
Vocational qualification / Other

Professional awards (eg. ACCA
etc.)

Higher education (bachelors
degree, Masters, Phd., MBA
etc.)

Is it time to consolidate and expand? 
Sources: Student Insight 2014 
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Demand highest for business related subjects 

0 50 100 150 200 250 300 350

Business & administrative studies
Computer science

Engineering & technology
Social studies (Economics, Politics, etc.)

Medicine & dentistry
English language

Creative arts & design
Biological sciences

Media, publishing, journalism
Education (including teacher training)

Agriculture & related subjects
Law

Languages and linguistics
Physical sciences

Mathematical sciences
Historical & philosophical studies
Architecture, building & planning

Veterinary science

But other subjects demand attention as well. 
Sources: Student Insight 2014 
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Demands of (potential) employers is the key 

influencer in students decisions  

13% 

1% 

63% 

5% 

8% 

22% 

2% 

1% 

5% 

25% 

2% 

10% 

0% 

69% 

4% 

6% 

30% 

1% 

3% 

8% 

23% 

5% 

Agent

Counsellor/career advisor

Employer

Friends/classmates/senior students

Local teacher/ lecturer

Media

Other

Other family member

Overseas institution/ staff

Parents

Personal decision

Key influencers 

PG UG

• Most prospective UG and PG 

students (69% & 63%) cited 

employers as major influencers 

– This ties back to the importance of 

career prospects for outgoing 

students 

• Relatively low influencing role 

played by agents has 

interesting implications 

• Parents obviously are a strong 

influence  

Sources: Student Insight 2014 
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Agents: Willingness of students to use them and 

services that are expected 

Don't Know 
29% 

No 
33% 

Yes 
38% 

Students views on using agents 

13% 
14% 

10% 

19% 

11% 

8% 
11% 

14% 

17% 

11% 

19% 

14% 13% 

16% 

Key information & services students expect 
from agents 

UG PG
Sources: Student Insight 2014 
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For prospective students information = internet 

0% 

1% 

1% 

2% 

4% 

4% 

5% 

5% 

7% 

10% 

11% 

12% 

18% 

22% 

38% 

38% 

44% 

49% 

51% 

72% 

IDP

Employer

Radio

Other

Local press

TV

The Peterson's Guide

Website/Prospectus of awarding…

Alumni

Presentation by institution

Education Agents

Magazines

Career centres

Teachers

Education exhibitions

Recommendations from family /…

Institution's website / prospectus

British Council

Search engines

Internet*

Sources of Information 
• Survey reconfirms the need for 

institution to invest in all things 

digital 

• The British Council is still a 

trusted place for information 

• The low rank of agents on the 

list is interesting 

• Interesting use of alumni could 

be very effective 

 

Sources: Student Insight 2014 
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Recommendation for recruitment 
• Two essential aspects of messaging for Nepalese students 
 
 
 
 
 
 
 
• Keep messaging consistent across platforms 

• Agents (invest in training) 

• Digital (invest in better content discovery) 
 

• Expand 
 

• Differentiate 
 

Hygiene 

Factors 

Conversion 

Factors 
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Part 3 
 
Partnership opportunities 
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TNE: A virgin market where the UK is ahead 

17% 

12% 

30% 

24% 

18% 

Australia Canada UK USA Other

Preferred country for TNE in 
Nepal 

Entirely in my 
home country 

2% 

In a 
combination of 

the two 
13% 

In a foreign 
country 

85% 

Preferred option to obtain a foreign 
education 
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Partnership opportunities in four key domains 

Business & 

Management 

Engineering 

and IT 

Medicine & 

nursing 

Arts 

 

•Franchising 

•2+1 or semester 

exchange 

options within 

the franchising 

setup 

•BBA, MBA, 

Executive 

education, hard 

skills /certificate 

level 

•Joint research 

•Recruitment and 

brand image 

development 

partnerships 

•Franchise – 

Unavailable 

courses 

•Two way 

exchange (non-

credit) 

•Recruitment for 

Masters 

•CPD programs 

and other short 

trainings (Paid) 

 

•Project 

destination for 

existing students 

•Recruitment and 

brand image 

development 

partnerships 
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Recommendation for partnerships in Nepal 
 

• Use Nepal as a test market 
 
 

• Develop a clear and focused agenda for partnerships by subject 
area 
 
 

• Always evaluate multiple choices before settling on a partner 
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Questions? 


