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gy³evRvi A_©bxwZ I MwZkxj cwiewZ©Z cÖwZ‡hvwMZvi d‡j eZ©gvb e¨emvq RM‡Z e¨vcK cwieZ©b mvwaZ n‡q‡Q| 

‡µZvi iæwPi cwieZ©b, Kw¤úDUv‡ii Avwe¯‹vi, B›Uvi‡bU, B-‡gBj, BDwUDe I wWk-G‡›Ubv BZ¨vw`i e¨envi †e‡o 

hvIhvq wecYb RM‡Z †hgb my‡hvM mywó Ki‡Q, Aciw`‡K †Zgwb weivU P¨v‡j‡Äi gy‡LvgywLI n‡”Q| KviY Z_¨-

cÖhyw³i e¨envi Ges gy³evRvi A_©bxwZi cÖfv‡e c‡Y¨i Drcv`bkxjZv e„w× †c‡q‡Q| wKš‘ Drcvw`Z cY¨ wecY‡b 

†ek RwUjZvi gy‡LvgywL n‡Z n‡”Q| †µZviv weÁvc‡bi cÖ‡ivwPZ n‡q KwZcq c‡Y¨i w`‡K Syu‡K co‡Q| d‡j 

A‡cÿvK…Z †QvU wKš‘ gvbm¤úbœ c‡Y¨i Drcv`KMY evRv‡i wU‡K _vK‡Z wngwkg Lv‡”Q| cÿvšÍ‡i, eo eo 

cÖwZôvb¸‡jv wecYb M‡elYv †KŠk‡ji gva¨‡g †µZv‡`i Rb¨ m‡e©v”P f¨vjy m„wói cÖ‡Póv Pvwj‡q hv‡”Q| KviY Zviv 

g‡b Ki‡Q, M‡elYv Qvov cÖwZ‡hvwMZvq wU‡K _vKv †gv‡UB m¤¢e bq| d‡j Zviv †fv³vi AvPiY I cY¨ ev †mevi 

wecYb †KŠkj Rvbvi Rb¨ evRvi M‡elYv Kv‡R e¨vcK A_ I mgq e¨q Ki‡Q| G BDwb‡U wecYb M‡elYv I wecYb 

Z_¨ e¨e ’̄vi wewfbœ w`K wb‡q Av‡jvPbv Kiv n‡q‡Q| 

GB BDwb‡U †gvU QqwU cvV Av‡Q| cÖ_g cv‡V M‡elYvi msÁv, M‡elYvi D‡Ïk¨, M‡elYvi ¸iæZ¡/cÖ‡qvRbxqZv, 

M‡elYvi cÖKvi‡f`; wØZxq cv‡V e¨emvq M‡elYvi msÁv, e¨emvq M‡elYv †Kb cÖ‡qvRb? e¨emvq M‡elYvi AvIZv; 

Z„Zxq cv‡V wecYb M‡elYvi msÁv, wecYb M‡elYvi ˆewkó¨, wecYb M‡elYvi D‡Ïk¨, wecYb M‡elYvi ¸iæZ¡, 

wecYb M‡elYvi AvIZv; PZz_© cv‡V wecYb M‡elYvi †kÖwYwefvM, wecYb M‡elYvi Kvhv©ejx wecYb M‡elYvi f‚wgKv, 

wecYb M‡elYv cÖwµqvi avcmg~n evRvi M‡elYv I wecYb M‡elYvi g‡a¨ cv_©K¨ m¤ú‡K© eY©bv Kiv n‡q‡Q; cÂg 

cv‡V wecYb Z_¨ e¨e ’̄vi msÁv, ¸iæZ¡, wm×všÍ mnvqK c×wZ, wecYb M‡elYv I wecYb Z_¨ e¨e ’̄vi g‡a¨ cv_©K¨, 

wecYb Z_¨ e¨e ’̄v I wm×všÍ mnvqK c×wZi g‡a¨ cv_©K¨mg~n Ges me©‡k‡l lô cv‡V, evsjv‡`‡ki wecYb M‡elYvi 

mgm¨v, wecYb M‡elYv mgm¨vi mgvavb, wecYb M‡elYv e¨env‡i cÖwZeÜKZv `~ixKi‡Yi Dcvq mg~n eY©bv Kiv 

n‡q‡Q| 

 

 

BDwbU mgvwßi mgq   BDwbU mgvwßi m‡e©v”P mgq wZb mßvn 

  

G BDwb‡Ui cvVmg~n 

 

cvV-1.1: M‡elYvi msÁv, D‡Ïk¨, ¸iæZ¡ I cÖKvi‡f`| 

cvV-1.2: e¨emvq M‡elYvi msÁv, cÖ‡qvRbxqZv I AvIZv| 
cvV-1.3: wecYb M‡elYvi msÁv, ˆewkó¨, D‡Ïk¨, ¸iæZ¡ I AvIZv| 
cvV-1.4: wecYb M‡elYvi †kÖwYwefvM,Kvhv©ejx,f‚wgKv I M‡elYv cÖwµqvi avc Ges evRvi M‡elYv I wecYb  

           M‡elYvi cv_©K¨| 
cvV-1.5: wecYb Z_¨ e¨e ’̄vi msÁv I ¸iæZ¡, wm×všÍ mnvqK c×wZ, wecYb M‡elYv I wecYb Z_¨ e¨e ’̄vi g‡a¨ 

cv_©K¨, wecYb Z_¨ e¨e ’̄v I wm×všÍ mnvqK c×wZi g‡a¨ cv_©K¨| 

cvV-1.6: evsjv‡`‡ki wecYb M‡elYvi mgm¨v I Zvi mgvavb, wecYb M‡elYvi cÖwZeÜKZv `~ixKi‡Yi Dcvq| 
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 M‡elYvi msÁv 
Definition of Research 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 M‡elYvi msÁv e¨vL¨v Ki‡Z cvi‡eb| 

 M‡elYvi D‡Ïk¨ eY©bv Ki‡Z cvi‡eb| 

 M‡elYvi cÖ‡qvRbxqZv e¨vL¨v Ki‡Z cvi‡eb| 

 M‡elYvi cÖKvi‡f` eY©bv Ki‡Z cvi‡eb| 

 

M‡elYvi msÁv 
Definition of Research 

M‡elYvi Bs‡iwR cÖwZkã n‡jv ÔResearch’ hvi AvwfavwbK A_© Ôc~YtAbymÜvbÕ| ZvB ejv hvq, M‡elYv n‡jv Áv‡bi 

†ÿ‡Î bZzb wKQz ms‡hvRb Kiv| A_©vr M‡elYv n‡jv wbqgZvwš¿K Dcv‡q A‡cÿvK…Z DbœZ ch©‡eÿY, wfbœ †cÖwÿZ 

†LvuRv Ges evowZ Ávb ms‡hvRb Kivi GKwU ˆeÁvwbK c×wZ|  

mvaviYfv‡e wKQz mywbw`©ó bxwZgvjv AbymiY K‡i bZzb Ávb AbymÜvb c×wZ‡K M‡elYv ejv †h‡Z cv‡i| Z‡e Giƒc 

AbymÜvb Kvh©µ‡g Avek¨B ˆeÁvwbK bxwZgvjv AbymiY Kiv nq| wewfbœ ‡jLK wewfbœfv‡e M‡elYv‡K msÁvwqZ 

K‡i‡Qb| wb‡¤œ K‡qKwU RbwcÖq msÁv Dc ’̄vcb Kiv n‡jv- 

 Marry E. Macdonald (Polansky,1960 : 24) Gi g‡Z, “Research may be defined as systematic 

investigation intended to add to available knowledge in a form that is comprehensible and verifiable.” 

A_©vr myk„•Lj AbymÜv‡bi gva¨‡g cÖPwjZ Áv‡bi mv‡_ †evaMg¨ I hvPvB‡hvM¨ Ávb ms‡hvRb cÖwµqvB n‡jv M‡elYv| 

Scott Gi g‡Z, “Research is a systematic and objective attempt to study a problem for the purpose of 

driving general principles.” A_©vr M‡elYv n‡”Q †Kvb mgm¨vi c×wZMZ I D‡Ïk¨ wfwËK Aa¨qb hvi D‡Ïk¨ 

n‡”Q mvaviY bxwZ ev ZË¡ cÖwZôv Kiv| 

Richard M. Grinnell, Jr. (1997:4) M‡elYvi GKwU mvgwMÖK msÁv w`‡q‡Qb| wZwb e‡jb †h, “Research is a 

structured inquiry that utilizes acceptable scientific methodology to solve problems and creats nes 

knowledge that is generally applicable.” A_©vr M‡elYv n‡”Q mvaviYfv‡e cÖ‡qvM‡hvM¨ bZzb Ávb m„wó A_ev †Kvb 

mgm¨v mgvav‡bi j‡ÿ¨ cwiPvwjZ KvVv‡gve× AbymÜvb †hLv‡b ¯̂xK…Z ˆeÁvwbK c×wZ e¨envi Kiv nq| 

Zvn‡j ejv hvq, †Kv‡bv welq ev mgm¨vi msÁv cÖ`vb, bZzb cÖKí ˆZwi, DcvË msMÖn, web¨v Í̄KiY, ZL¨mg~n 

we‡kølY I cÖvß djvdj †_‡K wm×všÍ  MÖnY Ges wm×všÍ cÖKvk Kivi avivevwnK ˆeÁvwbK Kvh©µgB n‡”Q M‡elYv| 

 

cvV-1.1 
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M‡elYvi jÿ¨ 

Objectives of Research 

M‡elYv n‡jv bZzb Ávb AR©‡bi Rb¨ wbqgZvwš¿K cÖ‡Póv| Ab¨ K_vq, Áv‡bi †Kvb kvLvi bZzb Z_¨ D`NU‡bi Rb¨ 

mZK© AbymÜvbB n‡jv M‡elYv| cÖwZôv‡bi cÖ‡qvR‡bi wfwË‡Z M‡elYvi AmsL¨ D‡Ïk¨ _v‡K, hvi g‡a¨ ZvwË¡K I 

ev Í̄e mgm¨vi mgvavb, Dbœqb Kg©m~wP cÖYqb I cwiexÿY I g~j¨vqb Ab¨Zg|  cÖ‡qvRb I wµqvMZ w`K we‡ePbvq 

M‡elYvi bvbv D‡Ïk¨ _vK‡Z cv‡i| Z‡e mvgvwRK wel‡q Ávb AR©b,cwi‡kvab, cwiea©b I cÖ‡qv‡Mi cš’v Luy‡R 

cvIqvB Gi g~j jÿ¨| GgbwK M‡elYvi gva¨‡g wewfbœ mvgvwRK c×wZi gvb Dbœq‡bi cÖ‡PóvI Pvjv‡bv nq| †hgb- 

M‡elYvi gva¨‡g ‡Kv‡bv GKwU c×wZ KZUv Kvh©Ki ev M‡elYv †KŠk‡j Kx ai‡Yi Dbœqb mvab Kiv `iKvi BZ¨vw` 

welq m¤ú‡K© bZzb Z_¨ D`&NUb Kiv m¤¢e nq| 

M‡elYvi jÿ¨ m¤ú‡K© Pauline V. Young e‡jb, “The primary goal of social research immediate or distant is 

to understand social life and thereby gain a reater measures of control over it.” A_©vr mvgvwRK M‡elYvi 

cÖv_wgK D‡Ïk¨ n‡jv mvgvwRK Rxeb m¤ú‡K© `~i †_‡K eySv I Bnv wbqš¿Y Kivi g‡Zv cwigvc w ’̄i Kiv|  

 Wewfbœ †jL‡Ki `„wó‡KvY †_‡K M‡elYvi 5wU D‡Ïk¨ cvIqv hvq| h_v- 

1.  wewfbœ NUbvi (Fact) Kvh©KiY m¤úK© wbY©q Kiv, hv M‡elYv Qvov Abygv‡bi Dci wfwË K‡i wbav©iY Kiv hvq bv| 

2.  bZzb bZzb ZË¡, Z_¨ I †KŠkj wbav©iY Kivi Rb¨ M‡elYv cwiPvjbv Kiv nq|  

3. gvbyl ¯̂vfvweKfv‡e ARvbv m¤ú‡K© Rvbvi AvMÖn cÖ`k©b K‡i| M‡elYv G†ÿ‡Î AbymÜvb I cÖ‡Yv`bv KvR K‡i| 

4.  ‡Kvb mZ¨ NUbv‡K eySv, we‡kølY I e¨vL¨v Kivi cÖ‡Póvi g‡a¨B M‡elYvi †PZbv wbwnZ i‡q‡Q| 

5.  wewfbœ NUbv m¤ú‡K© aviYv m„wó Kiv, hv‡Z bZzb bZzb cÖZ¨qb m¤ú‡K© Ávb m„wó Kiv m¤¢e nq| 

g~jZ AbymÜvb cÖeYZv I AZ…wßB M‡elYvi PvwjKv kw³| Z‡e mg‡qi weeZ©‡b NUbvewj, mgm¨vi cÖK…wZ I cÖZ¨q 

cwiewZ©Z nq| ZvB M‡elYvi D‡Ïk¨I µgvMZ cwiewZ©Z nq| 

 

M‡elYvi ¸iæZ¡ 

Importance of Research 

Áv‡bi †h †Kvb kvLvi bZzb †Kvb Z_¨ D`&NU‡bi Rb¨ mZK© AbymÜvbB n‡jv M‡elYv| M‡elYvi gva¨‡g †Kv‡bv 

welq m¤ú‡K© bZzb Áv‡bi m¤úªmviY,mZ¨ NUbv D`NvUb, bZzb wKQzi Avwe®‹vi, mgm¨vi KviY I cÖK…wZ BZ¨vw` 

wel‡q mwVK wm×všÍ †bqv m¤¢e nq| c„w_ex‡Z hv wKQz gnr I Avðh© m„wó Zvi wcQ‡b i‡q‡Q M‡elYvi Ae`vb| 

M‡elYvi ¸iæZ¡ I cÖ‡qvRbxqZv wb‡¤œ D‡jøL Kiv n‡jv- 

1. Áv‡bi m¤úªmviY (Expansion of knowledge): M‡elYv bZzb bZzb Z_¨ Avwe®‹vi K‡i| A_©vr M‡elYvi gva¨‡g 

Áv‡bi m¤úªmviY N‡U| †h †Kv‡bv wel‡qi †ÿ‡Î bZzb Ávb AR©b I ms‡hvR‡b M‡elYvi weKí †bB| M‡elYv 

†gŠwjK ev dwjZ †hUvB †nvK bv †Kb Dfq †ÿ‡Î bZzb bZzb Áv‡bi D™¢e N‡U| M‡elYv Kvh©µg hZ‡ewk 

m¤úªmvwiZ n‡e gvby‡li Rb¨ Áv‡b fvÛvi ZZB e„w× cv‡e| A_v©r M‡elYvB n‡jv Áv‡bi wfwË| ZvB Áv‡bi 

m¤úªvmvi‡Yi Rb¨ M‡elYvi weKí bvB| 

2. ZË¡ I m~‡Îi Avwe®‹vi (Invention of theory and formula): M‡elYvi gva¨‡g bZzb bZzb m~‡Îi D™¢e nq| 

cÖvK…wZK Ab¨vb¨ weÁv‡bi m~‡Îi gZB mvgvwRK M‡elYv †_‡K w ’̄i Kiv n‡q‡Q mvgvwRK mgm¨v mgvav‡bi c_| 

ZvQvov cÖwZwôZ n‡q‡Q AmsL¨ ZË¡ ev gZev`| e¨emv‡qi †ÿ‡ÎI G ai‡Yi A‡bK m~Î I ZË¡ cÖwZwôZ n‡q‡Q| 

’̄vb-Kvj-cvÎ‡f‡` G mKj ZË¡ ev m‡~Îi mvgvb¨ e¨wZµg _vK‡jI G‡`i mve©RbxbZv Av‡Q| 
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3. wm×všÍ MÖnY (Decision making): ‡h †Kv‡bv RwUj I ¸iæZ¡c~Y© wm×všÍ MÖn‡Y M‡elYvi weKí †bB| M‡elYvi 

gva¨‡g AwR©Z Ávb, cÖwZwôZ ZË¡ I Z_¨vw` cÖwZôv‡bi e¨e ’̄vcK‡K wm×všÍ MÖn‡Y mnvqZv K‡i| ˆeÁvwbK 

Dcv‡q Z_¨ msMÖn I djvdj we‡køl‡Yi gva¨‡g †Kv‡bv wm×všÍ MÖnY Kiv n‡j wbtm‡›`‡n †mUv DËg wm×všÍ| 

Kv‡RB wm×všÍ  MÖn‡Y M‡elYvi weKí bvB| 

4. mgm¨vi mgvavb (Solving problem): nVvr D™¢‚Z †h †Kv‡bv mgm¨vi my›`i mgvavb cvIqvi †ÿ‡Î M‡elYvi 

cÖ‡qvRb nq| cÖvK…wZK, mvgvwRK ev e¨emvwqK †h †Kv‡bv mgm¨vB †nvK bv †Kb, Zv mgvav‡bi Rb¨ M‡elYvi 

AwR©Z djvdj we‡kølY Avek¨K| myZivs ejv hvq, M‡elYv mgm¨v mgvav‡b mnvqZv K‡i| 

5. bxwZ cÖYq‡bi mnvqZv (Help in formulation policy): M‡elYv e¨emvwqK, ivóªxq ev cÖvwZôvwbK bxwZ cÖYq‡bi 

†ÿ‡ÎI mnvqZv K‡i _v‡K| †Kvb †`‡ki wkÿv bxwZ, ¯̂v ’̄¨ bxwZ, evwYR¨ bxwZ, wewb‡qvM bxwZ, cÖf„wZ cÖYq‡b 

M‡elYvi f‚wgKv Ab¯̂xKvh©| miKv‡ii †gŠwjK mvgvwRK I ivóªxq bxwZ cÖYq‡b M‡elYv e¨vcK f‚wgKv cvjb K‡i 

_v‡K| ZvQvov e¨emvq RM‡Zi †h †Kv‡bv bxwZ cÖYq‡b M‡elYvi weKí bvB| 

6. Rxeb hvÎvi gvb Dbœqb (Development of life style): M‡elYvi gva¨‡g Avwe¯‹…Z bvbv c‡Y¨i e¨envi Avgv‡`i 

Rxeb‡K mnR K‡i‡Q| Kv‡RB gvby‡li RxebhvÎvi gvb Dbœq‡b M‡elYv c‡ivÿfv‡e mnvqZv K‡i| M‡elYvi 

djvdj gvby‡li Kj¨v‡Y e¨eüZ n‡j Zv‡`i RxebgvÎvi gv‡bvbœqb I cwigvR©b mnRZi nq| M‡elKMY gvby‡li 

AvPvi-AvPiY,ms¯‹…wZ, K…wó-KvjPvi, g~j¨‡eva BZ¨vw` m¤ú‡K© M‡elYv K‡i bZzb bZzb g~j¨‡eva m„wó‡Z mnvqZv 

K‡i| 

7. cÖhyw³i cwieZ©b (Technological changes): weÁvbwfwËK M‡elYvi gva¨‡gB Z_¨cÖhyw³i cwieZ©b n‡”Q| 

AvRKvj cÖhyw³ Qvov †Kv‡bv wKQzB Kíbv Kiv hvq bv| Avi M‡elYv Qvov bZzb cÖhyw³ Avm‡Z cv‡i bv| ZvB 

cÖhyw³i cwieZ©‡bi Rb¨ M‡elYv AZ¨vek¨K| 

8. c‡Y¨i gv‡bvbœqb (Products development): bZzb c‡Y¨i Avwe¯‹vi, eZ©gvb c‡Y¨i gv‡bvbœqb, bZzb evRvi 

m„wó, Drcv`b e¨q n«vm BZ¨vw`i Rb¨I wecYb M‡elYvi cÖ‡qvRb nq| 

9.  Ab¨ M‡elYvi wfwË (Base of other Research): ‡gŠwjK M‡elYvq cÖvß djvd‡ji Dci wfwË K‡i Ab¨ 

M‡elYvi Rb¨ AbyKí ˆZwi n‡Z cv‡i| A_©vr GK M‡elYv Ab¨ M‡elYvi wfwË wn‡m‡e KvR Ki‡Z cv‡i| 

10. Ab¨vb¨ ¸iæZ ¡ (Other importance): Dc‡iv³ welq¸‡jv QvovI M‡elYvi gva¨‡g- 

 M‡el‡Ki mvgvwRK ghv©`v e„w× cvq; 

 D”P wkÿv I Ávb AR©‡bi Rb¨ M‡elYvi cÖ‡qvRb nq; 

 e¨emvq-evwY‡R¨i cÖwµqv cÖYqb M‡elYvi cÖ‡qvRb nq; 

 M‡elYvi gva¨‡g m„RbkxjZv e„w× cvq; 

 M‡elYv n‡jv †UKmB Dbœq‡bi wfwË| 

 

M‡elYvi cÖKvi‡f` 

Types of Research 

wbw`©ó wel‡qi Dci cÖvmw½K Z‡_¨i ˆeÁvwbK I wbqgZvwš¿K AbymÜvbB n‡jv M‡elYv| A_v©r M‡elYvi gva¨‡g †h 

†Kv‡bv wbw`©ó mgm¨vi mgvav‡bi c_ Luy‡R cvIqv hvq| mvaviYZ †Kv‡bv wbw ©̀ó welq m¤ú‡K© Ávb AR©b wKsev AwR©Z 

Áv‡bi m¤úªmviY ev D™¢zZ †h †Kvb mgm¨v mgvav‡bi j‡ÿ¨ M‡elYv Kvh© m¤úv`b Kiv nq| M‡elYv wewfbœ cÖKv‡ii 

n‡Z cv‡i| D‡Ï‡k¨i Dci wfwË K‡i M‡elYv‡K cÖavbZ `yÕfv‡M fvM Kiv hvq| h_v- 
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(K) †gŠwjK M‡elYv (Basic Research) 

(L) dwjZ M‡elYv (Applied Research) 

G `yB cÖKvi M‡elYv m¤ú‡K© wb‡¤œ we Í̄vwiZ Av‡jvPbv Kiv n‡jv: 

 

(K) †gŠwjK M‡elYv (Basic Research): ïaygvÎ Ávb m„wói Rb¨ †h M‡elYv cwiPvwjZ nq Zv‡K †gŠwjK M‡elYv 

e‡j| wewfbœ NUbv ev welqvewj m¤ú‡K© ïaygvÎ Ávb AR©‡bi Rb¨ †h M‡elYv Kvh© cwiPvwjZ nq Zv‡K †gŠwjK 

M‡elYv ev †ewmK wimvP© ejv nq| Ávb AR©‡bi gva¨‡g ‡Kv‡bv welq m¤ú‡K© we Í̄vwiZ Rvbv Ges Zvi gva¨‡g D³ 

wel‡qi Dci wbqš¿Y cÖwZôv Kiv †gŠwjK M‡elYvi g~j D‡Ïk¨| ‡gŠwjK M‡elYv cixÿvg~jK c×wZ AbymiY K‡i Ges 

Dcv‡Ëi h_v_©Zv hvPvB K‡i| 

(L) dwjZ M‡elYv (Applied Research): †Kv‡bv e¨w³ ev cÖwZóv‡bi wbR¯̂ cÖ‡qvR‡b mywbw`©ó †Kv‡bv ev Í̄e mgm¨vi 

mgvavb ev †Kv‡bv wKQz ev Í̄evq‡bi Rb¨ †h M‡elYv cwiPvjbv Kiv nq Zv‡K dwjZ M‡elYv e‡j| dwjZ M‡elYvi 

Aci bvg e¨envwiK M‡elYv| dwjZ M‡elYvq mgm¨vi cÖK…wZ, m¤úK©, Kvh©KiY cÖfve BZ¨vw` welq D™¢veb K‡i 

Ges Zv mgvav‡bi Rb¨ cÖwµqv ˆZwi I Zv ev Í̄evq‡bi †Póv Kiv nq|  

wbw`©ó mgm¨v mgvav‡bi mnvqZvB KivB G ai‡bi M‡elYvi g~j D‡Ïk¨| D`vniY¯^iƒc ejv hvq, †Kvb †Kv¤úvbxi 

weµq K‡g hvIqvi KviY AbymÜvb I G mgm¨v wbim‡bi Rb¨ †h M‡elYv cwiPvwjZ n‡Z cv‡I Zv n‡jv dwjZ 

M‡elYv| dwjZ M‡elYvi djvdj we‡kølY K‡i wbqš¿Yg~jK e¨e ’̄v MÖnY hvq| GLv‡b M‡elYvi gva¨‡g ÁvbvR©b I 

m¤úvmvi‡Yi cvkvcvwk ev Í̄e mgm¨v mgvav‡bi cÖ‡qvM Kiv nq| D‡Ïk¨ I cÖ‡qvR‡bi wfwË‡Z dwjZ M‡elYv wewfbœ 

cÖKv‡ii n‡Z cv‡i| †hgb- 

i. m¤¢ve¨Zv AbymÜvb (Feasibility study); 

ii. Kvh© M‡elYv (Action research); 

iii. KvwiMwi M‡elYv (Technical research); 

iv. g~j¨vqb M‡elYv (Evaluation research); 

v. gvV chv©q M‡elYv (Field research); 

vi. bxwZ I c×wZ M‡elYv (Policy and method research). 

e¨emvq M‡elYvi weivU Ask Ry‡oB GB dwjZ ev e¨envwiK M‡elYv we Í̄…Z| 

Dc‡ii `ywU †kÖwY wefvM QvovI mgm¨vi cÖK…wZ, †gŠwjKZv, Dc¯’vc‡bi aiY, cÖ‡qvRbxqZv cÖf…wZi Dci wfwË K‡i 

M‡elYv Kvh©µg wb‡¤œv³ †kÖwY‡Z wef³ Kiv hvq: 

1. eY©bvg~jK ebvg we‡kølYvZœK M‡elYv (Descriptive Vs. Analytical research): eY©bvg~jK M‡elYvi M‡elK 

ïaygvÎ †Kv‡bv mgm¨v ev NUbv eY©bv K‡i _v‡Kb| G ai‡bi M‡elYvq Pj‡Ki Dci M‡el‡Ki †Kv‡bv wbqš¿Y 

_v‡K bv| M‡elK ïaygvÎ Kx N‡U‡Q ev Kx NU‡Q Zvi we Í̄vwiZ eY©bv †`b| mgvRweÁvb I e¨emv‡qi †ÿ‡Î G 

ai‡bi M‡elYv †ewk jÿ¨ Kiv hvq| G ai‡bi M‡elYv‡K ‘Ex post facto research’ e‡j AwfwnZ Kiv nq| 

D`vniY wn‡m‡e ejv hvq, †fv³v‡`i Avq, iæwP, cQ›`, ˆ`bw›`b †Kbv-KvUvi cwigvY BZ¨vw` wel‡q M‡elYv| 

hw`I G ai‡bi M‡elYvq Pj‡Ki Dci M‡el‡Ki †Kv‡bv wbqš¿Y _v‡K bv Z_vwc M‡elK NUbvi KviY eY©bv 

K‡ib| 

2. msL¨vZœK ebvg ¸YMZ M‡elYv (Quantitative Vs. Qualitative research): msL¨vZœK M‡elYvi gva¨‡g †h †Kvb 

NUbv ev wel‡qi cwigvYMZ KviY AbymÜvb I wb‡kølY Kiv nq| †h mKj welq ev NUbv msL¨vq cÖKvk Kiv hvq 

GLv‡b ïay †h mKj PjK wb‡q M‡elYv cwiPvjbv Kiv nq| †hgb: Ô‡Uwj‡dvb K‡ji msL¨v wfbœZvi Dci 
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M‡elYv, weµq ev µ‡qi cwigv‡Yi Dci M‡elYvÕ cÖf…wZ| cÿvšÍ‡i, ‡h mKj PjK msL¨vq cwigvc Kiv hvq bv 

eis ¸YMZ gvb wePvi Kiv hvq †m mKj Pj‡Ki M‡elYv †K ¸YMZ M‡elbv e‡j| mgvRweÁv‡bi wewfbœ wel‡q 

A‡bK ¸YMZ M‡elYv jÿ¨ Kiv hvq| †hgb- gvby‡li e¨envi, †cÖlYv, c‡Y¨i gvb, †Kv‡bv Mí ev NUbv m¤ú‡K© 

M‡elYv BZ¨vw`| 

3. aviYvMZ ebvg cixÿYxq M‡elYv (Conceptual Vs. Empirical research): †h mKj M‡elYv †Kv‡bv Z‡Ë¡i Dci 

wfwË K‡i cwiPvwjZ nq Zv‡K aviYvMZ M‡elYv e‡j| mvaviYZ `vk©wbK ev wPšÍvwe`MY G ai‡bi M‡elYv Kv‡R 

wjß nb| G ai‡bi M‡elYvq mvaviYZ bZzb aviYv ev bZzb Z‡Ë¡i m„wó nq| †hgb- gvK©‡mi Øvw›ØK e ‘̄ev‡`I 

Dci M‡elYv G ai‡Yi M‡elYvi D`vniY| cÿvšÍ‡i, M‡el‡Ki AwfÁZv, `ÿZv I ch©‡eÿ‡Yi wfwË‡Z 

cwiPvwjZ M‡elYv‡Ki cixÿvg~jK ev AwfÁvb M‡elYv ejv nq| cÖK…Z c‡ÿ, G ai‡bi M‡elYv Z_¨ wfwËK 

n‡q _v‡K| G M‡elYvi gva¨‡g msM„nxZ DcvË ev Z_¨ ch©‡eÿY I we‡køl‡Yi gva¨‡g GKwU wm×v‡šÍ DcbxZ 

nIqv hvq| G‡ÿ‡Î M‡elK cÖ_‡g M‡elYvi m¤¢ve¨ djvd‡ji GKwU Kíbv (Hupothesis) wbav©iY K‡ib c‡i 

†mB DcvËmg~n we‡kølY K‡i AbyKíwU( Hupothesis) MÖnY A_ev eR©b K‡ib|  

4. Ab¨vb¨ M‡elYv (Other types of research): Dc‡i DwjøwLZ M‡elYv QvovI ev Í̄‡e Av‡iv A‡bK cÖKvi M‡elYv 

Kvh© jÿ¨ Kiv hvq| †hgb- 

  gvV M‡elYv (Field research); 

  M‡elYvMvi wfwËK M‡elYv (Laboratory base research); 

  GKKvjxb M‡elYv (One time research); 

  `xN©‡gqvw` M‡elYv (Longtime research); 

  HwZnvwmK M‡elYv (Historical research); 

  wmgy‡jkb M‡elYv (Simulation research); 

  wm×všÍwfwËK M‡elYv (Decision research); 

  Mfxi Kvh©KiY m¤^Üxq M‡elYv (Diagnostic research); BZ¨vw`| 

 

M‡elYv cÖwµqv 

Research Process 

Av‡MB ejv n‡q‡Q †h, M‡elYv n‡jv †Kvb mywbw`©ó Z‡_¨i ˆeÁvwbK I wbqgZvwš¿K AbymÜvb| Bnv GKwU 

avivevwnK I Pjgvb cÖwµqv| wbqgZvwš¿K I ˆeÁvwbK Dcv‡q G M‡elYv cÖwµqv m¤úbœ Ki‡Z nq| M‡elYv 

cÖwµqvq KZK¸‡jv mywbw`©ó avc AbymiY Kiv nq| wb‡¤œ M‡elYv cÖwµqvi avcmg~n eY©bv Kiv n‡jv: 

1. M‡elYv mgm¨v msÁvwqZKiY (Defining research problem): M‡elYv cÖwµqvi cÖ_g avc n‡jv M‡elYvi 

mgm¨v msÁvwqZ Kiv| M‡elYv Kvh© ïiæ Kivi c~‡e©B M‡elK‡K Kx ai‡Yi mgm¨vi Rb¨ M‡elYvi Kvh© Pvjv‡Z n‡e 

Zv cwi®‹vifv‡e wbav©iY Ki‡Z nq|  

M‡elYv mgm¨v `yÕai‡bi n‡Z cv‡i| h_v-  

(i) cÖK…wZMZ mgm¨v (Problems relate to states of nature); 

(ii) Pj‡Ki g‡a¨Kvi m¤úK©MZ mgm¨vi (Relate to relationship between variable).  

GKRb M‡elK‡K M‡elYvi c~‡e©B wbav©iY Ki‡Z n‡e †h, wZwb Kx Kx welq AbymÜvb Ki‡Z AvMÖnx| M‡elYv 

mgm¨v wbav©i‡Yi mgq M‡elK mswkøó wel‡q AwfÁ e¨w³e‡M©i mv‡_ Av‡jvPbv Ki‡Z cv‡ib| G mg‡q m¤¢ve¨ 

mKj PjK cixÿv Ki‡Z n‡e hv‡Z mgm¨vi mv‡_ Pj‡Ki m¤úK© mn‡R wbY©q Kiv hvq| G‡ÿ‡Î †h mKj welq 

g‡b ivLv DwPZ Zv n‡jv- 
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 mgm¨vwU M‡elYvi Dc‡hvMx Kx bv? 

 mgm¨vwUi mgvavb m¤¢e e‡j cÖwZqgvb Kx bv? 

 mgm¨vwU cwigvc‡hvM¨ n‡Z n‡e| 

 ‰eÁvwbK c×wZi cÖ‡qv‡Mi my‡hvM _vK‡Z n‡e| 

 mgm¨vwU †hb Lye msKxY© ev A¯úó bv nq| 

 mgm¨vwU Aek¨B ¸iæZ¡c~Y© n‡Z n‡e| 

2. e¨vcK cy Í̄K Rwic (Extensive literature survey): mgm¨v wbav©i‡Yi ci Zvi GKwU mswÿß weeiYx cÖ ‘̄Z nq| 

cieZx©‡Z e¨vcKfv‡e Z_¨ msMÖ‡ni Rb¨ Rwic Pvjv‡Z nq| mgm¨vi cÖK…wZ Abymv‡i wewfbœ mswkøó Journals, 

biliographies, conference proceeding, government reports, books BZ¨vw`i mvnvh¨ wb‡Z n‡e| Literary 

survey hZ e¨vcK n‡Z M‡elYvi djvdj ZZ †ewk MÖnY‡hvM¨ n‡e| 

mgm¨vwUi mv‡_ m¤úwK©Z c~‡e©i †Kv‡bv ZË¡ ev aviYv _vK‡j Zv msMÖn Ki‡Z n‡e| ïaygvÎ c~‡e© M‡elYvK…Z 

ZË¡msMÖn Ki‡j Pj‡e bv †mUv Mfxifv‡e Abyaveb I chv©‡jvPbv Ki‡Z n‡e| 

3. nvB‡cvw_wmm Dbœqb (Developments of working hypothesis): e¨vcK cy Í̄K Rwi‡ci ci M‡elK‡K Aek¨B 

Kvh© Abygvb cwi®‹vi I mywbw`©ófv‡e eY©bv Ki‡Z n‡e| Kvh© Abygvb (Working hypothesis) eY©bv Ki‡Z n‡e| 

Kvh© Abygvb (Working hypothesis) n‡”Q GKwU mvgwqK cixÿvg~jK Abygvb hvi mv‡_ M‡elYvi djvdj Zzjbv 

I cixÿv Kiv nq| G‡ÿ‡Î wb¤œwjwLZ welq¸‡jvi cÖwZ ¸iæZ¡ †`qv nq: 

 mgm¨v, mgm¨vi Drm I D‡Ïk¨ m¤ú‡K© we‡klÁ‡`i wbKU †_‡K gZvgZ †bqv| 

 c~e©eZx© Dcv‡Ëi †iKW© cixÿv Kiv| 

 GKB ai‡bi M‡elYv B‡Zvc~‡e© n‡q _vK‡j Zv chv©‡jvPbv Kiv| 

 AbymÜvbg~jK e¨w³MZ Z`šÍ Kiv| 

4. M‡elYv bKkv cÖYqb (Preparing the research design): M‡elYv mgm¨v msÁvq‡bi ci (Working hypothesis) 

Dbœq‡bi ci M‡elK‡K M‡elYv bKkv (Research Design) cÖYqb Ki‡Z nq †h KvVv‡gvi g‡a¨ M‡elYv Kvh© 

cwiPvwjZ n‡e Zvi GKwU aviYvMZ KvVv‡gv w ’̄i Kiv‡K M‡elYv bKkv cÖYqb ejv nq| 

M‡elYv bKkv (Research Design) cÖ ‘̄‡Z wb¤œ wjwLZ welq¸‡jv we‡ePbvi cÖ‡qvRb- 

 Z_¨ msMÖ‡ni gva¨g ev Dcvq; 

 AwfÁ M‡elK I Zvi mnKgx©; 

 M‡elYvi Rb¨ h_vh_ mgq; 

 M‡elbvi Rb¨ A_v©qb eiv×| 

5. bgybv bKkv wbav©iY (Determining sample design): G chv©‡q M‡elK M‡elYvi Rb¨ Kx ai‡bi bgybvqb 

(sampling) MÖnY Ki‡eb Zv wbav©iY K‡ib| Z_¨ msMÖ‡ni Rb¨ GKRb M‡elK wb¤œwjwLZ bgybvqb c×wZi g‡a¨ 

†h †Kv‡bv GKwU bgybv bKkv (sampling design) MÖnY Ki‡Z cv‡ib- 

 ‰`ePqb bgybv; 

 avivevwnK bgybv; 

  Í̄wiZ bgybv; 

 ‡KvUv bgybv; 

  ¸”Q bgyb;v 

 Gwiqv bgybv; 

 eû¯Íi bgybv; BZ¨vw`| 

6. Z_¨ msMÖn (Data collection): bgybv bKkv c×wZ wbav©i‡Yi cieZx© avc n‡jv cÖ‡qvRbxq Z_¨ msMÖn Kiv| 

wewfbœ Drm †_‡K G Z_¨ msMÖn Kiv hvq| Z_¨ msMÖ‡ni A‡bK¸‡jv Dcvq i‡q‡Q| †hgb- 

 ch©‡eÿY (Observation);  
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 e¨w³MZ mvÿvrKvi (Personal interest); 

 WvK‡hv‡M cÖkœcÎ †cÖiY (Mailing of questionnaires); 

 ZvwjKv ev m~wPKiY (Scheduling). 

7. cÖKí m¤úv`b (Execution of the project): Z_¨vw` msMÖ‡ni Rb¨ †h cÖKí MnY Kiv nq Zvi ev Í̄evqb 

(excution) AZ¨šÍ ¸iæZ¡c~Y©| G‡ÿ‡Î M‡elK jÿ¨ ivL‡eb ‡h, wbqgZvwš¿Kfv‡e I mgq gZ cÖK‡íi me KvR 

Pj‡Q wKbv| A_©vr G Í̄‡ii Kv‡Ri AMÖMwZ ch©‡eÿY Kiv nq| 

8. DcvËmg~n we‡kølY (Data analysis): M‡elYv Kv‡h©i ¸iæZ¡c~Y© Ask n‡”Q DcvË we‡kølY (Data analysis). DcvË 

we‡køl‡Yi wewfbœ c×wZ Av‡Q| mvaviYZ †WUv editing, classification, tabulation, presentation cÖf…wZ n‡”Q 

DcvË we‡køl‡Yi cÖv_wgK Kvh©| c‡i cwimsL¨vwbK c×wZ (Statistical technique) e¨envi K‡i djvdj wbav©iY 

Kiv nq| djvdj wba©vi‡Y mvaviYZ Pj‡Ki Mo, we Í̄vi, wePz¨wZ, mn-m¤^Ü BZ¨vw` nvwZqvi e¨envi Kiv nq| 

9. Kíbv hvPvB (Test of hypothesis): G chv©‡q wewfbœ cixÿvi gva¨‡g Kíbv hvPvB (Test of hypothesis) Kiv 

nq| A_v©r c~‡e©i wbav©wiZ KíbvwU MnY A_ev eR©b Kivi wm×všÍ wb‡Z nq| wewfbœ ai‡bi test Gi g‡a¨ 

wb¤œwjwLZ¸‡jv cÖavb- 

(i) t-test 

(ii) Z-test 

(iii) F-test 

(iv) X2 test 

(v) Analysis of variance 

10.  M‡elYv wi‡cvU© (Research report of the thesis): M‡elYv cÖwµqvi me©‡kl avc n‡jv M‡elYv cÎ cÖ ‘̄Z Kiv 

hv‡K Avgiv w_wmm ev wi‡cvU© (Research Report) ewj| M‡elYv wi‡cv©‡U mvaviYZ wb¤œwjwLZ welq¸‡jv AšÍfz©³ 

_v‡K- 

(i)  m~Pbv(Introduction)  

(ii) mvims‡ÿc (Summary) 

(iii) cÖavb Ask (Main report) 

(iv) mycvwik (Recommendation) 

(v) Dcmsnvi(conclusion)  

cwi‡k‡l ejv hvq †h, M‡elYv GKwU wbqgZvwš¿K I ˆeÁvwbK cÖwµqv| G cÖwµqvq mswkøó mgm¨v msÁvq‡Yi ci 

Zv mgvavb K‡í bvbv cÖKvi ZË¡ I Z_¨mg~n msMÖn I Zv we‡køl‡Yi ci cÖvß djvd‡ji wi‡cvU© ˆZwii hveZxq 

KvR avivevwnKfv‡e Ki‡Z nq| 
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mvims‡ÿc  

 

wKQz mywbw`©ó bxwZgvjv AbymiY K‡i bZzb Ávb AbymÜvb c×wZ‡K M‡elYv ejv †h‡Z cv‡i| Giƒc AbymÜvb 

Kvh©µ‡g Avek¨B ˆeÁvwbK bxwZgvjv AbymiY Kiv nq| wewfbœ we‡klÁ, M‡elK, ms ’̄v I Ávb †Kv‡l wewfbœfv‡e 

M‡elYv‡K msÁvwqZ Kiv n‡q‡Q| †Kv‡bv welq ev mgm¨vi msÁv cÖ`vb, bZzb cÖKí ˆZwi Kiv, wewfbœ DcvË msMÖn, 

web¨v Í̄KiY, ZL¨mg~n we‡kølY, cÖvß djvdj †_‡K wm×všÍ MÖnY Ges wm×všÍ cÖKvk Kivi avivevwnK ˆeÁvwbK 

Kvh©µgB n‡”Q M‡elYv|wewfbœ NUbv ev welqvewj m¤ú‡K© ïaygvÎ Ávb AR©‡bi Rb¨ †h M‡elYv Kvh© cwiPvwjZ nq 

Zv‡K †ewmK wimvP© ev †gŠwjK M‡elYv ejv nq| †Kv‡bv e¨w³ ev cÖwZóv‡bi wbR¯̂ cÖ‡qvR‡b mywbw`©ó †Kv‡bv mgm¨vi 

mgvavb ev †Kv‡bv wKQz ev Í̄evq‡bi Rb¨ †h M‡elbv cwiPvjbv Kiv nq Zv‡K dwjZ M‡elYv e‡j| wbqgZvwš¿K I 

ˆeÁvwbK Dcv‡q G M‡elYv cÖwµqv m¤úbœ Ki‡Z nq| M‡elYv cÖwµqvq KZK¸‡jv mywbw`©ó avc AbymiY Kiv nq|   
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 e¨emvq M‡elYvi msÁv, cÖ‡qvRbxqZv I AvIZv 

 Definition, Importence and Scops of Business Research 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 e¨emvq M‡elYvi msÁv e¨vL¨v Ki‡Z cvi‡eb| 

 e¨emvq M‡elYvi cÖ‡qvRbxqZv e¨vL¨v Ki‡Z cvi‡eb| 

 e¨emvq M‡elYvi AvIZv eY©bv Ki‡Z cvi‡eb| 

 

e¨emvq M‡elYv 
Business Research 

e¨emvq M‡elYv mvaviY M‡elYv Kvh©µ‡giB GKwU Ask| hLb †Kv‡bv M‡elYv e¨emvq Kvh©µ‡gi mv‡_ m¤úwK©Z nq 

ZLb Zv‡K e¨emvq M‡elYv e‡j| hLb e¨emv‡qi mv‡_ m¤úwK©Z †Kv‡bv NUbv, †Kvb nVvr D™¢‚Z mgm¨v ev RwUj 

†Kvb welq m¤ú‡K© h_vh_ mZ¨ DrNUb A_ev ˆeÁvwbK Dcv‡q bZzb Áv‡bi AbymÜvb Kvh©µg Pvjv‡bv nq ZLb 

Zv‡K e¨emvq M‡elYv e‡j| †m A‡_© wecYb M‡elYvI GKwU e¨emvq M‡elYv| wewfbœ M‡elK I †jLK e¨emvq 

M‡elYvi wewfbœ msÁv cÖ`vb K‡i‡Qb| wb‡¤œ Zvi K‡qKwU D‡jøL Kiv n‡jv: 

Zikmund and Griffin Gi g‡Z, ‘Business research is the application of the scientific method in searching 

for the truth about business phenomena. These activator include defining business opportunistic and 

problems, generating and evaluating alternative courses of action and monitoring employee and 

organization performance.’ A_©vr e¨emvq NUbv m¤ú‡K© mZ¨ D`NvU‡bi Rb¨ ˆeÁvwbK c×wZi e¨envi n‡”Q 

e¨emvq M‡elYv| G mKj e¨emv‡qi my‡hvM I mgm¨v msÁvwqZ Kiv, weKí Kvh©c×wZ wba©viY jvf I Kg©Pvix Ges 

cÖwZôv‡bi Kvh©m¤úv`b g~j¨vqb AšÍfz©³ _v‡K| 

“The systematic and objective identification, collection, analysis, dissemination a d use of information for 

the purpose of assisting management in decision making related to identification and solution of problems 

in business is called the business research.” A_v©r, e¨emv‡qi mv‡_ m¤úwK©Z mgm¨vi mgvav‡bi Rb¨ wbqgZvwš¿K 

I e ‘̄wbôfv‡e Z_¨ ev DcvË msMÖn, we‡kølY K‡i e¨e ’̄vcK‡K wm×všÍ MÖn‡Y mnvqZv KivB n‡”Q e¨emvq M‡elYv| 

Dc‡ii msÁv chv©‡jvPbv K‡i Avgiv e¨emvq M‡elYv m¤ú‡K© wb¤œwjwLZ ‰ewkó¨¸‡jv wPwýZ Ki‡Z cvwi- 

i. e¨emvq M‡elYv n‡jv e¨emvq mgm¨vi msÁvwqZ Kiv ev †Kv‡bv my‡hvM wbw`©ó Kiv 

ii. e¨emvq M‡elYvn‡jv †Kvb mgm¨v mgvav‡bi Dcvq wPwýZ Kiv 

iii. G cÖwµqvq Z_¨ ev DcvË msMÖn Kiv nq 

iv. e¨emvq M‡elYvq e¨emvq msµvšÍ DcvË we‡kølY I djvdj wbav©iY 

v. G cÖwµqvq e¨emvq msµvšÍ wm×všÍ MÖnY Kiv nq 

vi. e¨emvq M‡elYv cÖwµqvq wm×všÍ wi‡cvU© AvKv‡i cÖKvk| 

 

cvV-1.2 
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e¨emvq M‡elYv †Kb cÖ‡qvRb? 

Why is Business Research Needed? 

AvaywbK RwUj e¨emv‡qi cÖwZwU †ÿ‡Î h_vh_ wm×všÍ MÖnY Avek¨K nq| M‡elYvi djvdj e¨e ’̄vcK‡K BwZevPK 

wm×všÍ MÖn‡Y mnvqZv K‡i| Z‡e B”QvgZ hLb ZLb M‡elYvi Kvh©µg cwiPvjbv Kiv n‡j †mUv cÖwZôv‡bi Rb¨ 

g½jRbK bvI n‡Z cv‡i| e¨e ’̄vcK‡K Aek¨B we‡ePbv Ki‡Z n‡e †h M‡elYvi cÖ‡hvRbxqZv Av‡Q wKbv| 

e¨e ’̄vcK‡K Av‡iv fve‡Z n‡e †h, mgq gZ M‡elYvi KvR †kl Kiv hv‡e wKbv ev M‡elYvi e¨q †Kgb n‡e BZ¨vw`| 

wb‡¤œ e¨emvq M‡elYvi †ÿ‡Î we‡eP¨ welq¸‡jv Av‡jvPbv Kiv n‡jv: 

1. mgq (Time constraints): cÖwZwU wbqgZvwš¿K M‡elYvi Rb¨ h‡_ó mg‡qi cÖ‡qvRb nq| wKš‘ ev Í̄‡e A‡bK 

e¨e ’̄vcK wek¦vm K‡ib †h wm×všÍ `ªæZ †bqv DwPZ| Zviv M‡elYv ev chv©ß Z_¨ DcvË QvovB wm×všÍ wb‡q 

_v‡Kb| hw`I eZ©gv‡b Z_¨-DcvË wePvi we‡kølY Qvov wm×všÍ MÖnY Kiv DwPZ bq, Z_vwc mg‡qi Afv‡e A‡bK 

mgq AZxZ Z‡_¨i Dci wfwË K‡i wm×všÍ †bqv nq| ZvB ejv hvq M‡elYv Kvh© cwiPvjbv Kiv ev bv Kiv 

A‡bKUv mg‡qi Dci wbf©ikxj| 

2.  Dcv‡Ëi chv©ßZv (Availability of data): e¨emvq M‡elYvi Ab¨Zg we‡eP¨ welq n‡”Q Dcv‡Ëi chv©ßZv| 

e¨e ’̄vc‡Ki nv‡Z chv©ß cwigvY Z_¨-DcvË _vK‡j Zviv bZzb †Kv‡bv M‡elYv QvovB wm×všÍ MÖnY Ki‡Z cv‡ib| 

Zv Qvov wZwb hw` g‡b K‡ib †h h_vh_ mg‡qi g‡a¨ wm×všÍ Mªn‡Yi g‡Zv chv©ß †WUv mn‡RB cvIqv hv‡e Z‡e 

M‡elYv Kvh© Pvjv‡Z cv‡ib|  

3. wm×v‡šÍi cÖK…wZ (Nature of decision): e¨emvq M‡elYv g~jZ e¨e ’̄vcKxq wm×v‡šÍi cÖK…wZi Dci wbf©ikxj| 

MZvbyMwZK iæwUb Kv‡h©i Rb¨ wm×všÍ MÖn‡Yi ‡ÿ‡Î M‡elYvi cÖ‡qvRb nq bv| †h mKj wm×v‡šÍi cÖfve 

`xN©‡gqvw`, †h mKj wm×všÍ RwUj I Z_¨ wbf©i †m mKj wm×v‡šÍi Rb¨ M‡elYvq cÖ‡qvRb I ZZ‡ewk n‡e|  

4. myweav I e¨q (Benefits and costs): e¨e ’̄vKxq wm×všÍ MÖn‡Y M‡elYv A‡bK †ewk mnvqZv K‡i| wKš‘ cÖwZwU 

M‡elYv Kvh©µ‡g †ek cwigvY A_© e¨‡qi cÖ‡qvRb nq| M‡elYv †_‡K cÖvß myweav hw` M‡elYv e¨q †_‡K †ewk 

nq Z‡e M‡elYv bv KivB DËg| †mRb¨ cÖwZwU M‡elYvi Costs-benefit we‡kølY Ki‡Zn‡e| G‡ÿ‡Î wb‡Pi 

wZbwU welq we‡ePbv Kiv †h‡Z cv‡i- 

(i)  wiUvb© e¨‡qi †P‡q †ewk wKbv? 

(ii)  e¨e ’̄vcKxq `ÿZvi Dbœqb M‡elYv e¨q‡K wbðqZv‡`q wKbv Z_v Qvwo‡q hvq wKbv? 

(iii) M‡elYvi Rb¨ ch©vß dvÛ cvIqv hv‡e wKbv?  

5. Ab¨vb¨ we‡eP¨ welq (Other Considering Factors) : 

(i)     ch©vß msL¨K `ÿ M‡elK Av‡Q wKbv| 

(ii) cÖwZôv‡b M‡elYv I Dbœqb wefvM Av‡Q wKbv| 

(iii) B‡Zvc~‡e© G ai‡bi  M‡elYv n‡q‡Q wKbv| 

(iv) M‡elYvi cÖK…wZ, cwi‡ek I ev Í̄eZv ‡Kgb? 

(v)  cwieZ©‡bi cÖwZwµqv †Kgb, BZ¨vw`| 
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e¨emvq M‡elYvi AvIZv 
Scope of Business Research 

AvaywbK wek¦ RM‡Z e¨emvq †hgb RwUj AvKvi aviY K‡i‡Q Gi AvIZvI ‡Zgwb e¨vcK †Zgwb e¨vcK AvKvi aviY 

Ki‡Q| mv‡_ mv‡_ e¨emvq M‡elYvi AvIZvI e¨vcK we Í̄…Z n‡”Q| AvRKvj e¨emv‡hi wewfbœ †ÿ‡ÎI †gŠwjK I 

dwjZ ev e¨evnwiK M‡elYv cwiPvwjZ n‡”Q| Z‡e e¨emv‡qi mKj Í̄‡i M‡elYvi ¸iæZ¡ mgvb bq| †h mKj †ÿ‡Î 

M‡elYvi ¸iæZ¡ AZ¨vwaK †m¸‡jv wb‡¤œ D‡jøL Kiv n‡jv: 

1. wecYb M‡elYv (Marketing research) : e¨emvq RM‡Z M‡elYvi me‡P‡q eo †ÿÎ n‡”Q wecYb M‡elYv| 

†fv³v‡`i µq AvPiY m¤ú‡K© Rvb‡Z †fv³v M‡elYv AZ¨vek¨K|  g~jZ G M‡elYvi Dci Ab¨vb¨ e¨emvq 

M‡elYv wbf©i K‡i| wecYb M‡elYvq wb¤œwjwLZ welq¸‡jv AšÍfz©³ _vK‡Z cv‡i- 

 ‡µZv‡`i Pvwn`v, iæwP, µq Af¨vm; 

 evRvi m¤úªmviY;  

 evRvi ms‡KvPb; 

 bZzb evRvi m„wó; 

 wecYb ‡KŠkj cÖYqb; 

 m¤¢ve¨ †µZv wbav©iY, cÖf„wZ| 

cwi‡k‡l ejv hvq †h, wecYb M‡elYvq †µZv f¨vj~ m„wó I bZzb bZzb †µZv ˆZwii  cÖwZ †ewk bRi †`qv nq| 

2. cY¨ M‡elYv (Product research): e¨emvq M‡elYvi GKwU ¸iæZ¡c~Y© w`K n‡”Q cY¨ M‡elYv| †h cY¨ ev ‡mev 

wb‡q †Kv‡bv cÖwZôvb e¨emvq Kvh©µg cwiPvjbv K‡i †m mKj cY¨ ev ‡mev m¤ú‡K© cÖwZwbqZ M‡elYv Ki‡Z 

nq| cY¨ M‡elYvq †h mKj welq AšÍfz©³ n‡Z cv‡i Zv n‡jvÑ 

 c‡Y¨i bKkv ev wWRvBb; 

 c‡Y¨i ÷vBj ev aiY; 

 c‡Y¨i AvKvi AvK…wZ; 

 cY¨ jvBb ev cY¨ mvwi; 

 evB-‡cÖvWv± ev DcRvZ cY¨; 

 bZzb cY¨ ev †mev BZ¨vw`| 

3. cÖwµqv M‡elYv (Process research) : e¨emvq M‡elYvi Ab¨Zg ¸iæZ¡c~Y© GKwU †ÿÎ n‡jv cÖwµqv M‡elYv| 

†Kv‡bv cÖwZôvb eZ©gv‡b †h cÖwµqvq Drcv`b Kvh© cwiPvjbv Ki‡Q Zv cÖwZôv‡bi Rb¨ djcÖm~ wKbv Zv Rvbvi 

Rb¨ A‡bK mgq Drcv`b cÖwµqv M‡elYvi cÖ‡qvRb c‡o| G M‡elYvq Cost benefit-Gi welqwU ¸iæZ¡ mnKv‡i 

we‡ePbv Kiv nq| G ai‡bi M‡elYvq we‡klÁ c¨v‡b‡ji cÖ‡qvRb nq| cÖwµqv M‡elYvq wb¤œwjwLZ welq¸‡jv 

AšÍf‚©³ n‡Z cv‡i- 

 KviLvbvi web¨vm; 

 Drcv`b cÖwµqvi Kvh©KvwiZv; 

  bZzb cÖhyw³i e¨envi; 

  cÖhyw³i cwieZ©‡bi nvi; 

 fwel¨r cÖhyw³i cÖfve, BZ¨vw`| 
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4. gvbe m¤ú` M‡elYv (Human resource research) : gvbe m¤ú` M‡elYv e¨emvq M‡elYvi GKwU ¸iæZ¡ Ask| 

Drcv`b cÖwµqvq gvbe m¤ú`B GKgvÎ eyw×e„wËK m¤ú`| my ’̄¨, my›`i I `ÿ gvbe m¤ú` M‡o †Zvjvi Rb¨ 

e¨vcK M‡elYvi cÖ‡qvRb nq| gvbe m¤ú` M‡elYvi AvIZvf‚³ welq¸‡jv n‡jv- 

 cÖwZôv‡bi mvsMVwbK KvVv‡gv;  

 wewfbœ ‡cÖlYv ZË¡ we‡kølY; 

 ‡bZ…Z¡ msµvšÍ ZË¡vejx e¨vL¨vKiY; 

 Kg©x cÖwkÿY I Dbœqb, BZ¨vw`| 

5. Avw_©K M‡elYv (Financial research) : e¨emvq M‡elYvi Ab¨Zg GKwU †ÿÎ n‡”Q Avw_©K M‡elYv| cÖwZôv‡bi 

Znwe‡ji Drm wbav©iY †_‡K ïiæ K‡i g~jab I A_©evRv‡ii hveZxq M‡elYv‡K Avgiv Avw_©K M‡elYv ej‡Z 

cvwi| wewb‡qvM msµvšÍ eo eo wm×všÍ MÖn‡Y G ai‡Yi M‡elYvi cÖ‡qvRb nq| G M‡elYAq †hmKj wm×všÍ 

we‡ePbv Kiv nq †m¸‡jv n‡jv- 

 A_v©qb msµvšÍ wm×všÍ; 

 wewb‡qvM msµvšÍ wm×všÍ;   

 jf¨vsk eÈb msµvšÍ wm×všÍ BZ¨vw`| 

cwi‡k‡l ejv hvq †h, e¨emv‡qi cÖwZwU †ÿ‡Î e¨e ’̄vcK‡K mwVK wm×v‡šÍi Rb¨ M‡elYvi djvd‡ji Dci wbf©ikxj 

n‡Z nq| e¨emvq GKwU MwZkxj cÖwµqv| Kv‡RB e¨emvq cwiPvjbvi †h†Kvb ch©v‡q D™¢‚Z cÖwZK‚j cwi‡ek 

†gvKvwejvi Rb¨ Dc‡ii †h †Kvb GK ev GKvwaK wel‡q M‡elYvi cÖ‡qvRb n‡Z cv‡i| 

 

 

mvims‡ÿc  

 

e¨emvq NUbv m¤ú‡K© mZ¨ D`NvU‡bi Rb¨ ˆeÁvwbK c×wZi e¨envi n‡”Q e¨emvq M‡elYv| G mKj e¨emv‡qi 

my‡hvM I mgm¨v msÁvwqZ Kiv, weKí Kvh©c×wZ wba©viY, Kg©Pvix Ges cÖwZôv‡bi Kvh©m¤úv`b g~j¨vqb AšÍfz©³ 

_v‡K| AvaywbK RwUj e¨emv‡qi cÖwZwU †ÿ‡Î h_vh_ wm×všÍ MÖnY Avek¨K nq| M‡elYvi djvdj e¨e ’̄vcK‡K 

BwZevPK wm×všÍ MÖn‡Y mnvqZv K‡i| Z‡e B‡”QgZ hLb ZLb M‡elYvi Kvh©µg cwiPvjbv Kiv n‡j †mUv 

cÖwZôv‡bi Rb¨ g½jRbK bvI n‡Z cv‡i| e¨e ’̄vcK‡K Aek¨B we‡ePbv Ki‡Z n‡e †h, M‡elYvi cÖ‡hvRbxqZv 

Av‡Q wKbv| mvaviYZ mgq, cÖKí e¨q, Z‡_¨i ch©vßZv, cÖ‡qvRbxq †jvKej BZ¨vw` we‡ePbvq Drcv`b cÖwµqv, 

wecYb e¨e ’̄vcbv, Avw_©K e¨q e¨e ’̄vcbv BZ¨vw` wel‡q M‡elYv Kvh©µg e¨emvq M‡elYvi AvIZvf‚³| AvaywbK 

we‡k¦ e¨emvq †hgb RwUj AvKvi aviY K‡i‡Q †Zgwb Gi AvIZvI e„w× cv‡”Q|  AvRKvj e¨emv‡hi wewfbœ †ÿ‡Î 

†gŠwjK I dwjZ ev e¨evnwiK M‡elYv cwiPvwjZ n‡”Q| e¨emvq M‡elYvi GKwU ¸iæZ¡c~Y© w`K n‡”Q cY¨ M‡elYv| 

†h cY¨ ev ‡mev wb‡q †Kv‡bv cÖwZôvb e¨emvq Kvh©µg cwiPvjbv K‡i †m mKj cY¨ ev ‡mevi Pvwn`v I †fv³v‡`i 

m¤ú‡K© cÖwZwbqZ M‡elYv Ki‡Z nq|  e¨emvq M‡elYvi Aci GKwU ¸iæZ¡c~Y© †ÿÎ n‡jv cÖwµqv M‡elYv| †Kv‡bv 

cÖwZôvb eZ©gv‡b †h cÖwµqvq Drcv`b Kvh© cwiPvjbv Ki‡Q, Zv cÖwZôv‡bi Rb¨ djcÖm~ wKbv Zv Rvbvi Rb¨I 

A‡bK mgq cÖwµqv M‡elYvi cÖ‡qvRb c‡o| e¨emvq M‡elYvi Av‡iKwU ¸iæZ¡c~Y© w`K n‡jv gvbe m¤ú` M‡elYv| 

Drcv`b cÖwµqvq gvbe m¤ú`B GKgvÎ eyw×e„wËK m¤ú`| ZvB my ’̄¨, my›`i I `ÿ gvbe m¤ú` M‡o †Zvjvi Rb¨ 

e¨vcK M‡elYvi cÖ‡qvRb nq| e¨emvq M‡elYvi Ab¨Zg GKwU †ÿÎ n‡”Q Avw_©K M‡elYv| cÖwZôv‡bi Znwe‡ji 

Drm wbav©iY †_‡K ïiæ K‡i g~jab I A_©evRv‡ii hveZxq M‡elYv‡K Avgiv Avw_©K M‡elYv ej‡Z cvwi| wewb‡qvM 

msµvšÍ eo eo wm×všÍ MÖn‡Y G ai‡Yi M‡elYvi cÖ‡qvRb nq|  
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wecYb M‡elYvi msÁv, ˆewkó¨, D‡Ïk¨, ¸iæZ¡ I AvIZv 

Definition, Features, Objectives, Importence and Scops of 
Marketing Research. 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 wecYb M‡elYvi msÁvqb Ki‡Z cvi‡eb| 

  wecYb M‡elYvi ˆewkó¨mg~n eY©bv Ki‡Z cvi‡eb| 

 wecYb M‡elYvi D‡Ïk¨vejx e¨vL¨v Ki‡Z cvi‡eb| 
 wecYb M‡elYvi ¸iæZ¡ e¨vL¨v Ki‡Z cvi‡eb| 
 wecYb M‡elYvi AvIZv wi‡kølY Ki‡Z cvi‡eb| 

 

wecYb M‡elYvi msÁv 

Definition of Marketing Research 

e¨emvq M‡elYvi Ab¨Zg ¸iæZ¡c~Y© GKwU †ÿÎ n‡jv wecYb M‡elYv| mvaviY A‡_©, wecYb M‡elYv n‡”Q †Kv‡bv wbw ©̀ó cY¨ 

ev †mevi ÔeZ©gvb I m¤¢ve¨ evRviÕ-Gi ga¨Kvi †KŠkj I c×wZi wg_w¯‹qZv m¤úwK©Z Z‡_¨i e¯‘wbô I mymsNe× 

msMÖnKiY, wjwce×KiY, e¨vL¨vKiY, we‡kølY I cÖwZ‡e`b cÖYqb Kiv| wewfbœ `„wófw½ †_‡K †jLKMY wecYb M‡elYv‡K 

wewfbœfv‡e msÁvwqZ K‡i‡Qb| wb‡¤œ Gi K‡qKwU D‡jøL‡hvM¨ msÁv cÖ`vb Kiv n‡jv: 

 

American Marketing Associations (AMA-2003) Gi g‡Z, ÒMarketing Research is the function that links the 

consumer, customer and public to the marketer through information, information used to identify and define 

marketing opportunities and problems, generate, refine and evaluate marketing actions, monitor arketing 

performance and improve understanding of marketing as a process.” A_v©r, wecYb M‡elYv n‡jv Ggb GKwU cÖwµqv 

hvi gva¨‡g †µZv I Rb‡Mvôxi mv‡_ wecYbKvixi †hvMv‡hv‡Mi gva¨‡g Z‡_¨i Av`vb-cÖ`vb nq| D³ Z‡_¨i gva¨‡g 

wecY‡bi my‡hvM I mgm¨v¸‡jv wPwýZ Kiv hvq Ges D³ mgm¨v m¤ú‡K© Kvh©Ki f‚wgKv cvjb m¤¢e nq| 

 

weL¨vZ †jLK Naresh K. Malhotra e‡j‡Qb, “Marketing Research is the systematic and objective identification 

collection, analysis, dissemination, and use of information for the purpose of improving decision making 

related to the identification and solution of problems & opportunities in marketing.” A_v©r, wecYb M‡elYv n‡”Q 

Ggb GKwU wbqgZvwš¿K cÖwµqv hvi gva¨‡g †Kv¤úvwbi D‡Ïk¨mg~n wPwýZ K‡i Zv ev¯Íevq‡bi j‡ÿ¨ Z_¨msMÖn, we‡kølY 

Ges c„_KxKiY K‡i m¤¢ve¨ my‡hvM¸‡jv ev Í̄evq‡bi j‡ÿ¨ wm×všÍ MÖn‡Y mnvqK| 

 

G cÖm‡½u E.J McCarth & W.J. Perrcault e‡jb, “Marketing Research is the procedures to develope and analyze 

new information to help marketing managers make decisions.” A_v©r, wecYb M‡elYv n‡”Q Ggb GKwU c×wZ hvi 

gva¨‡g cY¨ I †mev Drcv`bKvix Ggb wKQz bZzb Z_¨ msMÖn, Dbœqb I we‡kølY K‡i hv GKRb wecYb e¨e¯’vcK‡K D³ 

cY¨ I †mev m¤ú‡K© wm×všÍ MÖn‡Y mnvqZv K‡i| 

cvV-1.3 
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Philip Kotler & Gary Armstrong Gi g‡Z, “Marketing Research is the systemati design, collection, analysis, 

and reporting of data relevant to a specific marketing situation facing the organization.” A_v©r, wecYb M‡elYv 

n‡jv GKwU mywbw`©ó Ae ’̄v m¤úwK©Z c×wZMZ wWRvBb, msMÖn we‡kølY Ges h‡_vchy³ Dcv‡Ëi cÖwZ‡e`b hvi gy‡LvgywL nq 

cÖwZôvbmg~n| 

 

Philip Dunkun Gi g‡Z, “Marketing research is implement of scientific methods in the solution of marketing 

problem.” A_v©r, wecYb M‡elYv n‡”Q wecYb mgm¨v mgvav‡bi ˆeÁvwbK c×wZi cÖ‡qvM| 

 

Dchy©³ msÁvi Av‡jv‡K wecYb M‡elYvi †h ˆewkó¨¸‡jv wPwýZ Kiv hvq, Zv n‡jv- 

1. wecYb M‡elYvq cY¨ I †mevi wecYb mgm¨v M‡elYv Kiv nq; 

2. G M‡elYvq mgm¨vi mv‡_ mswkøó Z‡_¨i AbymÜvb Kiv nq; 

3. AbymÜvbc~e©K msM„nxZ Z‡_¨i wbqgZvwš¿K we‡kølY Kiv nq; 

4. mgm¨vi mgvavbK‡í ˆeÁvwbK c×wZi cÖ‡qvM I ev¯ÍewfwËK wb‡`©kbv cÖ`vb Kiv nq| 

cwi‡k‡l ejv hvq †h, e¨emvh M‡elYvi Ab¨Zg ¸iæZ¡c~Y© GKwU ‡ÿÎ n‡jv wecYb M‡elYv| wecYb M‡elYvq g~jZ †fv³vi 

AvPiY msµvšÍ wel‡q M‡elYv Kiv nq| Kx ai‡bi cY¨ ev †mev, Kx cwigv‡Y, Kx g~‡j¨, KLb, †Kv_vq, Kxfv‡e I Kvi 

wbKU weµq Kiv hvq- G m¤úwK©Z Z_¨ msMÖn I Zv we‡kølY Kivi  wbqgZvwš¿K c×wZB wecYb M‡elYvi AšÍ©f’³| 

 

wecYb M‡elYvi ˆewkó¨ 
Characteristics of Marketing Research 

wecYb GKwU MwZkxj cÖwµqv, ‡hLv‡b †fv³vi mš‘wói gva¨‡g cÖwZôv‡bi Rb¨ g~bvdv AR©‡bi †Póv Kiv nq| Kv‡RB 

†fv³vi AvPiY msµvšÍ welqvejx Rvbvi cÖ†Póv †_‡KB gvbyl M‡elYvi Kv‡R wjß nq| wecYb M‡elYvi †gŠwjK KvR n‡jv 

wecYb msµvšÍ Z_¨ msMÖn Kivi ci ‡m¸‡jv‡K we‡kølY K‡i wecYb wm×všÍ MÖnYKvix‡`i mnvqZvi Rb¨ cÖwZ‡e`b AvKv‡i 

djvdj Dc¯’vcb Kiv| wecYb M‡elYvi mvaviY ˆewkó¨ wb‡P Av‡jvPbv Kiv n‡jv: 

1. ixwZwm× c×wZ (Systematic method): ixwZwm× c×wZ AbymiY K‡i wecYb M‡elYvi cÖwZwU Kvh©µg cwiPvjbv Kiv 

nq| wecYb M‡elYv n‡jv GKwU mywbw ©̀ó wecYb Ae¯’v m¤úwK©Z c×wZMZ wWRvBb, DcvË msMÖn I we‡kølY Ges 

h‡_vchy³ Dcv‡Ëi wfwË‡Z cÖwZ‡e`b ‰Zwi Kiv| G chv©‡q M‡elYvi Rb¨ cwiKíbv cÖYqb I ev Í̄evq‡bi †ÿ‡Î 

mywbw ©̀ó ixwZ-bxwZ AbymiY Kiv nq| 

2. weÁvbm¤§Z c×wZ (Scientific method): wecYb M‡elYvi cÖwZwU KvR weÁvbm¤§Z c×wZ AbymiY K‡i Kiv nq e‡j 

G‡K weÁvbwfwËK M‡elYv c×wZ ejv nq| G chv©‡q Z_¨msMÖn, Z_¨ we‡kølY, wewfbœ Pj‡Ki ga¨Kvi cvi¯úwiK 

m¤úK© cixÿv BZ¨vw` KvR weÁvbm¤§Z Dcv‡q m¤úbœ Kiv nq| 

3. D‡Ïk¨gyLx c×wZ (Object oriented method): wecYb M‡elYv g~jZ wecYb wm×všÍ MÖnYKvix‡`i mnvqZvi D‡Ï‡k¨ 

cwiPvwjZ nq| cY¨, g~j¨, eÈb I cÖmvi msµvšÍ bvbv wel‡q M‡elYv Kiv nq| GRb¨ msM„nxZ Z_¨vejx h_vh_fv‡e 

we‡kølY K‡i cÖvß djvdj wm×všÍ MÖnYKvix‡`i wbKU Dc¯’vcb Kiv nq| 

4. eûgywL c×wZ (Muliple method): wecYb M‡elYvq wewfbœ Drm †_‡K weÁvb wfwËK c×wZ‡Z Z_¨msMÖn I we‡kølY 

Kiv nq| †Kvb cY¨ ev †mevi eZ©gvb I m¤¢ve¨ †µZv‡`i µq ÿgZv, †fvM cÖeYZv, iæwPi cwieZ©b, bZzb c‡Y¨i 

MÖnY‡hvM¨Zv BZ¨vw` wel‡q M‡elYv Kiv nq| Kv‡RB ejv hvq, wecYb M‡elYv GKwU en~gywL c×wZ| 
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5. avivevwnKZvi Afve (Lack of consistency): wecYb M‡elYvq avivevwnKZvi Afve cwijwÿZ nq| †Kbbv, †h‡Kvb 

cÖ‡qvR‡b cÖKí AvKv‡i †Kv‡bv wbw ©̀ó wel‡q M‡elYv Kvh©µg cwiPvjbv Kiv nq| A_v©r, hLb †h mgm¨v wPwýZ nq 

Zvi DciB M‡elYv cwiPvwjZ nq| 

6. m„RbkxjZv (Creativity): wecYb M‡elYv n‡”Q GKwU m„Rbkxj cÖwµqv| GLv‡b mgm¨v kbv³KiY I mgvav‡b 

M‡el‡Ki m„RbkxjZv‡K DrmvwnZ Kiv nq| GK K_vq, wecYb M‡elYvq cÖwZwbqZ mgm¨v kbv³KiY I mgvav‡bi 

bZzb c×wZ D™¢vweZ nq| 

7. wecYb M‡elYv GKwU cÖwµqv (Marketing research is a process): wecYb M‡elYv GKwU avivevwnK cÖwµqv| G 

M‡elYv Kvh©µg av‡c av‡c cwiPvwjZ nq e‡j GwU GKwU cÖwµqv wn‡m‡e we‡ePbv Kiv nq| G‡ÿ‡Î †h avc¸‡jv 

AbymiY Kiv nq Zv n‡jv- 

 mgm¨v I M‡elYvi D‡Ïk¨ msÁvwqZKiY; 

 Z_¨msMÖ‡ni Rb¨ M‡elYv cwiKíbv Dbœqb; 

 M‡elYv cwiKíbv ev¯Íevqb, DcvË msMÖn I we‡kølY; 

 djvdj we‡kølY I wi‡cvU© cÖ`vb| 

8. DcvËmg~n we‡kølY (Data analysis): AvaywbK wecYb M‡elYv c×wZ‡Z wewfbœ Drm †_‡K msM„nxZ Z_¨ ev DcvËmg~n 

cy•LvYyc~•Lfv‡e we‡kølY Kiv nq| G Kv‡R eZ©gv‡b wewfbœ Kw¤úDUvi mdUIq¨vi I D”PZi cwimsL¨vb c×wZ e¨envi 

Kiv nq| 

9. Z‡_¨i e¨envi (Use of information): cÖv_wgK I gva¨wgK-G `yB ai‡bi Z‡_¨i Dci wfwË K‡i wecYb M‡elYv 

cwiPvwjZ nq | gvV chv©q †_‡K mywbw ©̀ó D‡Ï‡k¨ msM„nxZ Z_¨‡K cÖv_wgK Z_¨ e‡j| Avi Ab¨ †Kv‡bv D‡Ï‡k¨ 

msM„ZxZ Z_¨ gva¨wgK Z_¨ wn‡m‡e e¨envi Kiv nq| 

10. g‡W‡ji e¨envi (Use of Model): wecYb M‡elYvi Av‡iKwU ˆewkó¨ n‡jv, G cÖwµqvq wewfbœ g‡W‡ji gva¨‡g Z_¨ 

msMÖn I we‡kølY Kiv| wewfbœ ai‡bi g‡Wj, †hgb- MvwYwZK, wPÎwfwËK g‡Wj BZ¨vw`i mvnv‡h¨ wecYb M‡elYv 

Kvh©µg cwiPvjbv Kiv nq| 

11. e¨env‡ii D‡Ïk¨ (Objective of use): wecYb M‡elYvi A‡bK¸‡jv D‡Ï‡k¨ cwiPvwjZ n‡Z cv‡i| Gi g‡a¨ Ab¨Zg 

`yÕwU D‡Ïk¨ n‡jv- mgm¨v wPwýZKiY I mgm¨vi mgvavb|  †fv³v M‡elYvB Gi g~j D‡Ïk¨| 

12. g‡Wj I Z‡_¨i AvšÍwbf©ikxjZv (Interdependence of models and information): wecYb M‡elYvq e¨eüZ g‡Wj 

I Z_¨ G‡K Ac‡ii Dci wbf©ikxj| g‡Wj GKw`‡K cÖ‡qvRbxq ZË¡ I Z_¨ m¤ú‡K© mvwe©K w`K-wb‡`©kbv cÖ`vb K‡i, 

Ab¨w`‡K †Zgwb Z‡_¨i Dc‡hvMxZv m¤ú‡K© aviYv cÖ`vb K‡i| 

13. Z‡_¨i myweav I e¨q (Advantages and cost of information): wecYb M‡elYv‡K g~j¨vqb Kiv nq M‡elYv †_‡K 

cÖvß Z‡_¨i myweav I e¨‡qi Dci wfwË K‡i| myweavi †P‡q e¨q †ewk n‡j M‡elYvi ‡hŠw³KZv g~j¨nxb n‡q c‡o| Z‡e 

e¨q wnmve Kiv m¤¢e n‡jI M‡elYvi myweav wnmve Kiv †ek RwUj KvR| 

cwi‡k‡l ejv hvq †h, wecYb M‡elYv GKwU GKwU weÁvb wfwËK m„Rbkxj cÖwµqv, hvi gva¨‡g wecY‡bi mv‡_ RwoZ 

wewfbœ Z_¨ I ZË¡mg~n we‡køl‡Yi gva¨‡g djvdj msµvšÍ cÖwZ‡e`b cÖ¯‘Z Kiv nq| M‡elYvi Dchy©³ ˆewkó¨mg~‡ni 

Kvi‡Y wecYb e¨e¯’vcK‡`i c‡ÿ wm×všÍ MÖnY mnR I mwZ¨Kvi A‡_© A_©en nq| 
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wecYb M‡elYvi D‡Ïk¨ 
Objectives of Marketing Research 

wecYb M‡elYv n‡”Q wecYb msµvšÍ wewfbœ mgm¨v wPwýZKiY Ges Zv mgvav‡bi Rb¨ ˆeÁvwbK c×wZi cÖ‡qvM 

ev hyw³hy³ c×wZi e¨envi| wecYb M‡elYvq cY¨,c‡Y¨i g~j¨, weµq cwiw ’̄wZ, evRvi cwiw ’̄wZ, c‡Y¨i  Dbœqb, 

eÈb †KŠkj BZ¨vw` we‡kølY Kiv nq| GQvovI A‡bK¸‡jv D‡Ï‡k¨ G M‡elYv cwiPvwjZ n‡Z cv‡i| wb‡P 

M‡elYvi KwZcq D‡Ïk¨ Av‡jvPbv Kiv n‡jv: 

1. wecYb cwiKíbv ˆZwi (Formulating marketing plan): wecYb cwiKíbv h_vh_ bv n‡j cÖwZôvb `xN© †gqv‡` 

ÿwZMÖ ’̄ n‡Z cv‡i| wecYb msµvšÍ Kvh©Ki cwiKíbv, bxwZ I Kg©m~wP cÖYqb Ges Zv ev Í̄evq‡bi cÖwµqv ˆZwii 

Rb¨ wecYb M‡elYv Avek¨K nq| 

2. ‡µZv‡`i m¤ú‡K© Rvbv (Knowing the buyers): Kvh©Ki Z_¨ fvÛvi M‡o †Zvjv Ges evRv‡ii m¤¢ve¨Zv wbiƒcY 

Kivi Rb¨ †µZv msµvšÍ wewfbœ welq Z_v, †hgb- eZ©gvb I †µZvi msL¨v, µ‡qi cwigvY, †µZvi Ae ’̄vb, 

Zvi mvgvwRK †kÖwY BZ¨vw` m¤ú‡K© Rvbvi D‡Ï‡k¨ wecYb M‡elYv cwiPvwjZ nq| 

3. wecYb LiP n«vmKiY (Reducing marketing cost): wecYb GKwU e¨qen~j cÖwµqv| cY¨ ev †mev weµq, 

weÁvcb, cÖ‡gvkb I eÈb Kv‡R cÖPzi A_© e¨q Ki‡Z nq| Gme KvR LiP Kgv‡bvi D‡Ï‡k¨ A‡bK mgq wecYb 

M‡elYv cwiPvwjZ nq| 

4. cÖmvi Kvh©µ‡gi cÖfve cwigvc (Measuring the impact of promotional activities): wecYb cÖmvi Kvh©µ‡gi 

cÖfve cwigv‡ci D‡Ï‡k¨ wecYb M‡elYv cwiPvwjZ nq| GQov cÖmvi wgkÖ‡Yi Dcv`vbmg~n †hgb- weÁvcb, 

e¨w³K weµq, weµq cÖmvi I Rbms‡hvM| G¸‡jv e¨q en~j Kvh©µg| Kv‡RB G‡`i Kvh©KvwiZv cwigv‡ci Rb¨ 

wecYb M‡elYv Avek¨K nq| 

5. ‡fv³v‡`i mvov m¤ú‡K© Rvbv (Knowing Consumer response): wecYb RM‡Z †fv³vivB ivRv| †fv³viv Lywk 

†Zv cY¨ wnU| Kv‡RB wecYb M‡elYvi Av‡iKwU Ab¨Zg D‡Ïk¨ n‡jv, weµq jÿ¨ AR©‡bi Rb¨ cY¨ m¤ú‡K© 

†fv³viv Kx ai‡Yi mvov w`‡Z cv‡i Zv Rvbv I cwigvc Kiv| 

6. cÖZ¨vwkZ gybvdv AR©b (Earning desired profit): LiP Kgv‡bvi gva¨‡g †fv³v‡`i‡K Kg `v‡g cY¨ mieivn 

Kiv Ges †Kv¤úvwbi Rb¨ cÖZ¨vwkZ gybvdv AR©b KivI wecYb M‡elYvi Ab¨Zg D‡Ïk¨| 

7. mwVK cY¨ weµq (Selling right product): mwVK †fv³vi Pvwn`vi wfwË‡Z mwVK cY¨, mwVK eÈb cÖYvwji 

mvnv‡q¨ m¤¢e¨ †µZv‡`i wbKU Zy‡j aivi mvwe©K cwiKíbv I Kg©m~wP cÖYq‡b e¨e ’̄vcK‡`i‡K mnvqZv Kiv 

wecYb M‡elYvi Ab¨Zg D‡Ïk¨| 

8. cY¨‡K MÖnY‡hvM¨ I weµq‡hvM¨ Kiv (To make goods acceptable and saleable): Kg Li‡P `ªæZ I mn‡R 

gybvdv‡hvM¨ evRv‡i cÖ‡ek Kiv Ges cY¨‡K †µZv‡`i wbKU MÖnnY‡hvM¨ Kivi D‡Ï‡k¨I wecYb M‡elYv 

cwiPvwjZ nq| 

9. wU‡K _vKv I cÖe„w× AR©b Kiv (To survive and growth): cÖwZ‡hvMvg~jK evRv‡i wU‡K _vKv I cÖe„w× AR©‡bi 

gvÎv cwigv‡ci D‡Ï‡k¨ wecYb M‡elYv cwiPvwjZ nq| 

10. evwn¨K kw³¸‡jv wbqš¿Y Kiv (To control the external forces): cwi‡e‡ki evwn¨K kw³¸‡jv wbqš¿‡Yi Rb¨ 

cÖwZ‡qvMx cÖZôv‡bi Kvh©µg, evRvi †kqvi, miKvwi bxwZ, cÖhyw³MZ cwieZ©b BZ¨vw` m¤ú‡K© mwVK Z_¨msMÖn 

Kivi D‡Ï‡k¨ wecYb M‡elYv Kiv nq| 

11. wecYb wbqš¿‡Yi bKkv cÖYqb I ev Í̄evqb (Designing and implementing of marketing control): wecYb 

M‡elYvi Ab¨Zg D‡Ïk¨ n‡jv cwiKíbv Abyhvqx wecYb KvR m¤úvw`Z n‡”Q wK-bv Zv hvPvB Kiv| G‡ÿ‡Î 

†Kv‡bv cÖKvi e¨Z¨q wPwýZ K‡i ms‡kvabg~jK e¨e ’̄v Mªn‡Yi mycvwik Kiv| 

12. cwiKíbv I bxxZgvjvi g~j¨vqb (Evaluating plan and regulations): wecYb msµvšÍ wewfbœ cwiKíbv I 
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bxwZgvjv mwVKfv‡e cÖYqb I  ev Í̄evqb  n‡”Q wKbv Zv g~j¨vq‡bi D‡Ï‡k¨ wecYb M‡elYv cwiPvwjZ nq| 

cwi‡k‡l ejv hvq †h, mwVK wecYb cwiKíbv cÖYqb I Zv ev Í̄evqb msµvšÍ hveZxq Kv‡R wecYb M‡elYv Avek¨K 

nq| KviY cwiKíbv mwVKfv‡e wbav©iY I Zv ev Í̄evqb Kiv †M‡j †fv³vi mš‘wói gva¨‡g AwaK gybvdv vR©b m¤¢e 

nq| 

 

wecYb M‡elYvi ¸iæZ¡ 

Importance of Marketing Research 

wecYb M‡elYv wecYb msµvšÍ wewfbœ wel‡q mwVK wm×všÍ MÖn‡Y e¨e¯’vcK‡`i‡K mnvqZv K‡i _v‡K| eZ©gvb I m¤¢ve¨ 

†µZviv Kx, KLb I †Kv_vq Pvq, KZ cwigvY Pvq Ges Kxfv‡e Gi g~j¨ cÖ`v‡b B”QzK BZ¨vw` wbav©i‡Y wecYb M‡elYv 

mnvqZv K‡i _v‡K| GQvov cY¨, g~‡j¨, weÁvcb I cY¨ mieivn m¤úwK© Z_¨I wecYb M‡elYvi gva¨‡g cvIqv hvq| wb‡¤œ 

wewfbœ `„wó †KvY †_‡K wecYb M‡elYvi ¸iæZ¡ eY©bv Kiv n‡jv: 

1. cÖ‡qvRb wbav©iY (Determining need): cY¨ Dbœqb I wecY‡bi c~‡e© †fv³v‡`i cÖ‡qvRb m¤ú‡K© Rvb‡Z nq| A_v©r 

†fv³v‡`i cÖ‡qvRb, Afve, µ‡qi cwigvY, µ‡qi aiY BZ¨vw` †R‡b †m Z_¨ Abyhvqx cY¨ Dbœqb I wecYb Ki‡Z 

nq| †fv³v‡`i cÖ‡qvRb G Z_¨ wecYb M‡elYvi gva¨‡g cvIqv hvq| 

2. bZzb cY¨ Dbœqb (New Product Development): bZzb cY¨ Dbœqb GKwU RwUj KvR| †fv³v‡`i iæwP, cQ›`, Pvwn`v 

I µq ÿgZv cÖf…wZ Rvb‡Z nq| G mKj Z‡_¨i wfwË‡Z cY¨ Dbœqb Kiv n‡j Zv †fv³v‡`i wbKU MÖnY‡hvM¨ nq| 

G‡ÿ‡Î wecYb M‡elYv †Kv¤úvwb‡K mwVK wm×všÍ wb‡Z mvnvh¨ K‡i| 

3. Pvwn`vi c~ev©bygvb (Demand forecasting): wecYbKvix‡K fwel¨r Pvwn`v c~ev©bygvb K‡i †m Abyhvqx cwiKíbv cÖYqb 

I ev¯Íevqb Ki‡Z nq| mg‡qi cwieZ©‡bi mv‡_ mv‡_ †fv³vi iæwP, cÖ‡qvRb, µqÿgZv BZ¨vw`I cwiewZ©Z nq| 

wecYb M‡elYvi gva¨‡g G msµvšÍ Z_¨ msMÖn K‡i fwel¨r Pvwn`v c~ev©bygvb Kiv mnRZi nq| 

4. ‡µZvi mš‘wó (Customer’s Satisfaction): AvaywbK wecY‡bi GKwU ¸iæZ¡c~Y© welq n‡”Q †µZvi mš‘wó| wecYb 

M‡elYvi gva¨‡g ‡µZvi iæwP, cÖ‡qvRb, µqÿgZv, µq AvPiY BZ¨vw` m¤ú‡K© †R‡b †m Abyhvqx cY¨ Dbœqb I Zv 

wecYb Kiv n‡j e‡j †µZviv mš‘ó nq| ZvQvov Kxfv‡e mš‘wó e„w× Kiv hvq cÖf©wZ Z_¨msMÖn K‡i †m Abyhvqx e¨e¯’v 

wb‡q †µZvi mš‘wó e„wÏ Kiv nq| 

5. evRvi wefw³KiY (Market Segmentation): evRv‡ii mKj †µZvi wbKU `ÿZvi mv‡_ cY¨ I †mev weµq Kiv m¤¢e 

nq bv| ZvB wecYbKvix evRvi‡K mgRvZxq ˆewk‡ó¨i wfwË‡Z wef³ K‡i Zvi mvg_©¨ Abyhvqx GK ev GKvwaK evRvi 

wefvM †e‡Q †bq| wecYb M‡elYvi gva¨‡g †fv³v‡`i m¤ú‡K© Z_¨msMÖn K‡i A_©c~Y© Dcv‡q evRvi wefw³KiY Kiv 

hvq| 

6. Afxó evRvi wbev©Pb (Selecting Target Markets): Kvh©Ki evRvi wefw³Ki‡Yi ci †Kv¤úvwb Zvi mvg_©¨ I `ÿZv 

Abyhvqx me‡P‡q AvKl©Yxq evRvi wefvM†K Zvi cY¨ wecY‡bi Rb¨ wbev©Pb K‡i| wecYbKvix‡K AvKl©Yxq evRvi 

wefvM wbev©P‡bi Rb¨ cÖ‡Z¨KwU evRvi wefv‡Mi †µZvi msL¨v, †µZvi Avq, µqÿgZv, cQ›`, evRvi cÖe„w×i nvi 

BZ¨vw` Z_¨ Rvb‡Z nq| wecYb M‡elYv wefvM Gme Z_¨ e¨e¯’vcK‡K mieivn K‡i| 

7. c‡Y¨i ˆewkó¨ ms‡hvRb (Adding Product features): †fv³v‡`i cwiewZ©Z iæwP, Pvwn`v cQ›` BZ¨vw` cwieZ©‡bi 

d‡j †fv³viv cÖwZwbqZ bZzb wKQz Pvq| GRb¨ †Kv¤úvwb‡K c‡Y¨i mv‡_ bZzb bZzb ˆewkó¨ hy³ Ki‡Z nq| GQvov 

cÖwZ‡hvwMZvq GwM‡q _vKvi Rb¨I c‡Y¨i mv‡_ bZzb bZzb ˆewkó¨ ms‡hvRb Kiv cÖ‡qvRb| G‡ÿ‡Î wecYb M‡elYv 

mnvqZv K‡I _v‡K| 
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8. g~j¨ wbav©iY (Price Determination): Kvw•LZ †fv³v‡`i Avq, µqÿgZv, c‡Y¨i Rb¨ †fv³viv KZ g~j¨ w`‡Z cÖ¯‘Z 

BZ¨vw` Z_¨ wecYb M‡elYvi gva¨‡g mn‡R Rvbv hvq| d‡j †fv³vgyLx g~j¨ wbav©iY Kiv m¤¢eci nq| GQvov wecYb 

M‡elYvi gva¨‡g avh©K…Z g~‡j¨i e¨vcv‡i †fv³v‡`i cÖwZwµqv †R‡b cÖ‡qvR‡b g~j¨ cwieZ©‡bi wm×všÍ MÖnY Kiv m¤¢e 

nq| 

9. weµq bxwZ wbav©iY (Determination of Sales Policy): cÖwZôvb‡f‡` weµq bxwZ wewfbœ ai‡Yi n‡Z cv‡i| †KD 

bM‡` weµq K‡i, †KD evwK‡Z weµq K‡i, †KD †µZv‡K wKw¯Í‡Z g~j¨ cwi‡kv‡ai my‡hvM †`q, †KD †KD evmvq cY¨ 

†cŠu‡Q †`q, †KD ev Avevi  †Uwj‡dv‡b c‡Y¨i AW©vi ‡bq| G‡ÿ‡Î †fv³v‡`i cÖ‡qvRb ev cÖZ¨vkv Kx Zv 

wecYbKvixMY wecYb M‡elYvi gva¨‡g Rvb‡Z cv‡i| d‡j †fv³v‡`i cÖZ¨vkv Abyhvqx weµq bxwZwbav©iY Kiv m¤¢e 

nq| 

10. eÈb bxwZ wbav©iY (Determination of distribution Policy): jwRw÷Km A_v©r cY¨ Kxfv‡e eÈb Kiv n‡e-wbR¯^ 

‡kv-iæ‡gi gva¨‡g weµq Kiv n‡e bvwK LyPiv Kvievwi wb‡qvM Kiv n‡e, wµqKgx© wb‡qvM †`qv n‡e wKbv BZ¨vw` wel‡q 

wm×všÍ wb‡Z wecYb M‡elYv mnvqZv K‡i _v‡K| GQvov wecYb M‡elYvi gva¨‡g eÈb msµvšÍ Z_¨msMÖn I Zv we‡kølY 

K‡i h_vh_ cÖYvwj wbev©Pb, †cÖlYv `vb I wbqš¿Y Kiv hvq| 

11. eÈb cÖYvwji `ÿZv cwigvc (Measuring the Efficiency of Distribution Channel): eÈb cÖYvwj m`m¨‡`i wbKU 

`ÿZvi mv‡_ cY¨ †cŠuQv‡”Q wKbv, mwUKfv‡e †mev w`‡”Q wKbv Ges eÈb cÖYvwji cÖwZ †fv³v‡`i †Kvb Awf‡hvM Av‡Q 

wKbv BZ¨vw` Z_¨ wecYb M‡elbvi gva¨‡g Rvbv hvq Ges cÖIqvR‡b Zv mgvavb Kiv hvq| 

12. cÖmvi bxwZ wbav©iY (Determination of Promotion Policy): jÿ¨ evRv‡i †Kvb cÖmvi nvwZqviwU †ewk Kvh©Ki n‡e 

GKes †Kvb Lv‡Z KZ ev‡RU eivÏ Kiv n‡e †m wel‡q wm×všÍ n«n‡Yi Rb¨ wecYb M‡elYv Avek¨K | d‡j †fv³v‡`i 

ˆewk‡ó¨i mv‡_ mvgÄm¨ †i‡L cÖmvi bxwZwbav©iY Kiv m¤¢e nq| 

13. cÖmv‡ii Kvh©KvwiZv cwigvc (Measuring the effectiveness of Promotion): cÖmvi Kvh©µ‡gi Kvh©KvwiZv 

cwigv‡ci †ÿ‡Î wecYb M‡elYv ¸iæZ¡c~Y© f‚wgKv cvjb K‡i| ZvQvov weÁvcb mvov cwigvc, weµq cÖmv‡i weµq e„w× 

†c‡q‡Q wKbv, weÁvcb gva¨g cwieZ©b Kiv cÖ‡qvRb wKbv, Rbms‡hvM KZUzKz djcÖm~ n‡q‡Q cÖf©wZ wel‡q Rvbv hvq| 

14. cÖwZ‡hvMx we‡kølY (Competitor’s Analysis): cÖwZôv‡bi cÖwZ‡hvMx wPwýZKiY, Zv‡`i eZ©gvb Kvh©µg, fwel¨r 

cwiKíbv, cÖwZ‡hvMx‡`i mej I `ye©j w`K Ges cÖwZ‡hvMx‡`i cÖwZwµqv wel‡q Z_¨msMÖn K‡i cÖwZ‡hvM†`i we‡kølY 

Ki‡Z nq| G‡ÿ‡Î wecYb M‡elYv †Kv¤úvwb‡K mnvqZv K‡i _v‡K| 

15. evRvi †kqvi I cÖe„w× cwigvc (Measuring Market Share and Growth): wecYb cwiKíbv cÖYq‡b evRv‡i †gvU 

†µZvi msL¨v, †Kv¤úvwbi evRvi †kqvi, evRvi ‡kqvi e„w× nvi Ges fwel¨r cÖe„w×i m¤¢vebv †Kgb BZ¨vw` Z_¨ Rvbv 

Riæwi| wecYb M‡elYvi gva¨‡g ‡Kv¤úvwb Gme Z_¨msMÖn, we‡kølY I djvd‡ji wi‡cvU© †Zwi K‡i hv wecYbKvix‡K 

mwVK cwiKíbv MÖn‡Y mvnvh¨ K‡i| 

16. µq AvPiY (Buying Behavior): †fv³v‡`i µq AvPi‡Yi mv‡_ mvgÄm¨ weavb K‡i wecYb cwiKíbv cÖYqb I 

Kvh©µg MÖnY Kiv nq| wecYb M‡elYvi gva¨‡g Z_¨ msMÖn I Kv we‡køl‡Yi gva¨‡g Lye mn‡RB †fv³v‡`i µq AvPiY 

m¤ú‡K© Rvbv hvq| 

17. mejZv I ỳe©jZv wbav©iY (Determination of Strength and Weakness): cÖwZôv‡bi Af¨šÍwib m¤ú`‡K mejZv I 

Avi †Kvb m¤ú‡`i NvUwZ _vKv‡K ỳe©jZv ejv †h‡Z cv‡i| mejZvI `ye©jZv wbav©i‡Y wecYb M‡elYv ¸iæZ¡c~Y© f‚wgKv 

cvjb K‡i| GZ wecYbKvix mej kw³¸‡jvi e¨envi I `ye©j w`K cwinv‡ii c`‡ÿc MÖnY Ki‡Z cv‡i| 
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18. ûgwK I my‡hvM wbav©iY (Determination of Threats and Opportunities): cÖwZôv‡bi evwn¨K †Kvb †Kvb w`K 

†_‡K ûgwK Avmvi m¤¢vebv Av‡Q Ges †Kv_vq Kx Kx my‡hvM Av‡Q Zv wecYb M‡elYvi gva¨‡g wPwýZ Kiv hvq| Gi 

d‡j ûgwK †gvKvwejv ev my‡hvM Kv‡R jvMv‡bvi Rb¨ c‡qvRbxq c`‡ÿc MÖnY Kiv m¤¢e nq| 

19. wm×všÍ MÖnY (Decision Making): wecYbKvix‡K wewfbœ mgq wewfbœ wel‡q Zwor wm×všÍ MÖnY Ki‡Z nq| mwVK I 

chv©ß Z_¨ Qvov Gme wm×všÍ ev¯ÍegyLx nq bv| wecYb M‡elYv mwVK I mg‡qvc‡hvMx Z_¨ mieivn K‡i wm×všÍ MÖn‡Y 

wecYbKvix‡K mvnvh¨ K‡i _v‡K| 

20. wecYb e¨q wbqš¿Y (To Control Marketing Cost): wecYb cÖwµqvq wewfbœ ai‡Yi e¨q RwoZ _v‡K| M‡elYvi 

gva¨‡g Gme wecYb e¨q we‡kølY K‡i Zv †ewk n‡”Q wKbv, †ewk n‡j Zv Kxfv‡e n«vm Kiv hvq BZ¨vw` wel‡q 

wecYbKvix‡K mwVK Z_¨ cÖ`vb K‡i _v‡K| G‡Z wecYbKvix e¨q wbqš¿‡Yi cÖ‡qvRbxq c`‡ÿc MÖnY Ki‡Z cv‡i| 

cwi‡k‡l ejv hvq, cY¨ msµvšÍ wm×všÍ, c‡Y¨i g~j¨ wba©viY, weµq I evRvi cwiw¯’wZ g~j¨vqb, eÈb cÖYvjx 

†KŠkj  we‡kølY I ev Í̄evqb BZ¨vw` wecYb Kvh©vejxi cwiKíbv cÖYqb I ev Í̄evq‡bi Rb¨ wecYb M‡elYv 

cwiPvjbv Kiv nq| 

 

wecYb M‡elYvi AvIZv 
Scope of Marketing Research 

wecYb M‡elYvi †gŠwjK KvR n‡jv Z_¨ msMÖn Kivi ci G¸‡jv we‡kølY K‡i wm×v‡šÍ †cŠuQv‡bv| B`vwbs wecYb M‡elYvi 

¸iæZ¡ †hgb e„w× cv‡”Q, †Zgwb Gi AvIZvI ª̀æZ nv‡i evo‡Q| cY¨ msµvšÍ M‡elYv, g~j¨ †KŠkj wba©viY, eÈb cÖYvjx 

wbe©vPb, cÖmvi †KŠkj cÖYqb BZ¨vw` wecYb msµvšÍ mLj KvRB wecYb M‡elYvi AvIZvf‚³| ZvB ejv hvq wecYb 

M‡elYvi A‡bK e¨vcK I mycwimi| wb‡¤œ we¯ÍvwiZ Av‡jvPbv Kiv n‡jv: 

1. cY¨ msµvšÍ M‡elYv (Product Related Research): cY¨ M‡elYv wecYY M‡elYv Kvhv©ewji GKwU ¸iæZ¡c~Y© 

welq| cY¨ msµvšÍ D™¢‚Z wewfbœ mgm¨v wPwýZ K‡i Zv mgvav‡bi Rb¨ h_vh_ c`‡ÿc MªnY Kivi j‡ÿ cY¨ 

msµvšÍ M‡elYv cwiPvjbv Kiv nq| bZzb c‡Y¨i ‡µZv Rwic, cÖwZ‡hvwM c‡Y¨i Zzjbvg~jK chv©‡jvPbv, eZ©gvb 

cY¨mg~‡ni PjwZ e¨envi wbiƒcY, cY¨ ev †mev msµvšÍ MªvnK‡`i mš‘wó-Amš‘wói KviY wbY©q,cY¨ jvBb 

mnwRKiY Ges c¨v‡KwRs I wWRvBb chv©‡jvPbv BZ¨vw` cY¨ M‡elYvi Ab¨Zg D‡Ïk¨| 

2. cÖv°wjK evRvi (Potential Market): †Kvb c‡Y¨i eZ©gvb I m¤¢ve¨ †KªZvi mgwó‡K evRvi e‡j| †Kvb cY¨ ev 

†mevi KZUzKz evRvi myweav i‡q‡Q Zv wbY©q Kivi Rb¨ wecYb M‡elYv cwiPvwjZ nq| KviY c‡Y¨i Rb¨ 

evRv‡ii AvqZb wnmve Kiv we‡kl Riæwi| †Kbbv evRv‡ii AvqZb h_vh_ wbY©q Kiv m¤¢e n‡j bZzb cY¨ mn‡R 

weµq Kiv m¤¢e nq| evRvi msµvšÍ M‡elYvi cÖavb D‡Ïk¨mg~n n‡jv: 

 cÖPwjZ c‡Y¨i evRvi AvqZb we‡kølY| 

 bZzb c‡Y¨i Pvwn`v wbiƒcY| 

 weµ‡qi cwigvY I mvaviY e¨emvwqK Ae ’̄v c~ev©bygvb| 

 cY¨ evRv‡ii ˆewkó¨ wbav©iY Kiv| 

 evRv‡ii AvqZb I MV‡bi MwZaviv we‡kølY| 

3. g~j¨ welqK M‡elYv (Price Related Research): †Kvb cY¨ ev †mevi wewbg‡q avh©K…Z A_©‡KB g~j¨ e‡j| 

wecYb Kvh©µ‡g wewfbœ Dcv`vb RwoZ _v‡K Ges me¸‡jv Dcv`v‡bi mv‡_ g~‡j¨i m¤úK© i‡q‡Q| ZvB 
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cÖwZ‡hvwMZvg~jK evRv‡i Ab¨vb¨ Dcv`v‡bi mv‡_ c‡Y¨i g~‡j¨i Dci h_vh_ ¸iæZ¡ Av‡ivc Kiv Avek¨K| GRb¨ 

wecYb Kvh©µ‡gi mv‡_ RwoZ Ab¨vb¨ Dcv`v‡bi mv‡_ m¤úK© †i‡L g~j¨ M‡elYv Kiv DwPZ| 

4. AwfcÖvq wbYv©qK M‡elYv (Motivation Determinant Research): cY¨ µ‡qi †ÿ‡Î †fv³v‡`i AwfcÖvq ev 

AvKv•Lv wbY©q Kivi Rb¨ AwfcÖvq wbYv©qK M‡elYv AZ¨vek¨K| †fv³viv †Kb GKwU cY¨ µq Ki‡Q ev Ki‡Q bv 

Zv †ei K‡i Avmj KviYUv RvbvB n‡jv G ai‡bi M‡elYvi D‡Ïk¨| 

5. e¨w³K weµwqZv (Personal Selling): e¨w³K weµwqZv wecYb Kvhv©ewji GKwU ¸iæZ¡c~Y© KvR| e¨w³K 

weµwqZvi `ÿZvi Dci cÖwZôv‡bi mdjZv A‡bKvs‡k wbf©i K‡i| ZvB e¨w³K weµ‡qi `ÿZv AR©‡bi Rb¨ 

M‡elYvi cÖ‡qvRb i‡q‡Q| 

6. weÁvcb (Advertising): weÁvcb M‡elYvI wecYb M‡elYvi AvIZvfz³| wb‡¤œv³ D‡Ï‡k¨ wecYb M‡elYv 

cwiPvjbv Kiv nq: 

 weÁvc‡bi `ÿZv ev ˆbcyY¨ chv©‡jvPbv 

 cÖwZ‡hvwMZvg~jK weÁvcb I weµq Kvh©c×wZ we‡kølY 

 weÁvc‡bi gva¨g wbev©Pb  

 ‡gvwU‡fkbvj ch©‡eÿY| 

7. weµq c~ev©bygvb (Sales Forecasting): wecYbKvix cÖwZôvbmg~n Zv‡`i cY¨ I †mevi wewµi Rb¨ me©`vB DwØMœ 

_v‡K| ZvB fwel¨‡Zi Rb¨ Drcv`b cwiKíbv cÖYqb KvuPvgvj I P‚ovšÍ cY¨ µq Ges weµqKgx©‡`i Rb¨ †KvUv 

wbav©iY Kivi D‡Ï‡k¨ weµq c~ev©bygvb Avek¨K| Avi mwVKfv‡e weµq c~ev©bygvb ˆZwii Rb¨ wecYb M‡elYv 

Pvjv‡bv cÖ‡qvRb| 

8. weµq I eÈb e¨q we‡kølY (Analysis of Sales and Distribution Costs): cÖwZôv‡bi weµq ixwZwm× Dcv‡q 

chv©‡jvPbvi gva¨‡g weµq I eÈb e¨q h_vh_ we‡kølY Kiv hvq| ïaygvÎ Azx‡Z weµ‡qi cwigvY we‡kølY K‡iI 

Kvhv©ewji wbqš¿‡Y mvnvh¨ Kiv hvq| 

9. wecYb wbixÿv (Marketing Audit): wecYb wbixÿv myôz evRvi cwiKíbv cÖYq‡bi GKwU Ab¨Zg wfwË wn‡m‡e 

KvR K‡i| wecYb wbixÿv n‡jv †Kv‡bv cÖwZôv‡bi mgMÖ wecYb Kvhv©ewji ¯̂vaxb chv©‡jvPbv| Gi  gva¨‡g 

cÖwZôv‡bi eZ©gvb evRvi Ae ’̄v we‡kølY QvovI †h mKj Dcv`vb Giƒc cwiw ’̄wZi Rb¨ `vqx †m¸‡jvI we‡kølY 

Kiv nq| 

10. wewea Kvh© msµvšÍ M‡elYv (Research for Miscellaneous Activities): †Kv‡bv cÖwZôv‡bi wecYb Kvh©µg 

Pvwj‡q hvIqvi mgq we‡kl †Kvb mgm¨vi m¤§yLxb n‡j Zv mgvavbK‡í wewfbœ  Z_¨msMÖn Kivi Rb¨I M‡elYv 

Pvjv‡bv nq| kÖwgK-Kg©Pvix, ÷K‡nvìvi, †Kv¤úvwb ev cY¨ I cwjwm welqK AwfgZ we‡kølY, wKsev bZzb 

†÷vi, KviLvbv ev weµh kvLvi Ae ’̄vb wbav©iY, miKvwi AvBb-Kvby‡bi m¤¢ve¨ cÖwZwµqv chv©‡jvPbvi Rb¨I 

wecYb M‡elYv cwiPvjbv Kiv †h‡Z cv‡i| 

cwi‡k‡l ejv hvq †h, wecYb M‡elYvi AvIZv AZ¨šÍ e¨vcK| †fv³v‡`i m ‘̄wó AR©‡bi j‡ÿ¨ cY¨ ev †mevi f¨vjy 

m„wó I kw³kvjx †µZv m¤úK© cÖwZôvi Rb¨ wecYb M‡elYv Avek¨K| 
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mvims‡ÿc  

 

hLb e¨emv‡qi mv‡_ m¤úwK©Z †Kv‡bv NUbv, †Kvb nVvr D™¢‚Z mgm¨v ev RwUj †Kvb welq m¤ú‡K© h_vh_ mZ¨ 

DrNUb A_ev ˆeÁvwbK Dcv‡q bZzb Áv‡bi AbymÜvb Kvh©µg Pvjv‡bv nq ZLb Zv‡K e¨emvq M‡elbv e‡j| †m 

A‡_© wecYb M‡elYvI GKwU e¨emvq M‡elYv|| wecYb M‡elYvq g~jZ †fv³vi AvPiY msµvšÍ wel‡q M‡elYv Kiv 

nq| Kx ai‡bi cY¨ ev †mev, Kx cwigv‡Y,Kx g~‡j¨, KLb, †Kv_vq I Kxfv‡e Kvi wbKU weµq Kiv hvq, G m¤úwK©Z 

Z_¨ msMÖn I Zv we‡kølY Kivi  wbqgZvwš¿K c×wZB wecYb M‡elYv bv‡g cwiwPZ| cY¨ msµvšÍ wm×všÍ, c‡Y¨i g~j¨ 

wba©viY, weµq I evRvi cwiw ’̄wZ g~j¨vqb, eÈb cÖYvjx †KŠkj  we‡kølY I ev Í̄evqb BZ¨vw` wecYb Kvh©vejxi 

cwiKíbv cÖYqb I ev Í̄evq‡bi Rb¨ wecYb M‡elYv cwiPvjbv Kiv nq|| B`vwbs wecYb M‡elYvi ¸iæZ¡ †hgb e„w× 

cv‡”Q, †Zgwb Gi AvIZvI `ªæZ nv‡i evo‡Q| cY¨ msµvšÍ M‡elYv, g~j¨ †KŠkj wba©viY, eÈb cÖYvjx we©vPb, cÖmvi 

†KŠkj cÖYqb BZ¨vw` wecYb msµvšÍ mLj KvRB wecYb M‡elYvi AvIZvf‚³| 

 

 



evsjv‡`k D¤§y³ wek^we`¨vjq wecYb M‡elYv 

BDwbU 1 c„ôv-23 

 

 
 

wecYb M‡elYvi †kÖwYwefvM, Kvhv©ejx, MyiæZ¡ I M‡elYv cÖwµqvi avcmg~n Ges evRvi 

M‡elYv I wecYb M‡elYvi g‡a¨ cv_©K¨ 
Types, Functions, Importance and Steps of of Marketing Research and 

Deffence between Market Research & Marketing Reaseach. 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 wecYb M‡elYvi †kÖwYwefvM eY©bv Ki‡Z cvi‡eb; 

 wecYb M‡elYvi Kvhv©ejx e¨vL¨v Ki‡Z cvi‡eb; 

 wecYb M‡elYvi f‚wgKv m¤ú‡K© Rvb‡Z cvi‡eb; 

 wecYb M‡elYv cÖwµqvi avcmg~n we‡kølY Ki‡Z cvi‡eb; 

 evRvi M‡elYv I wecYb M‡elYvi g‡a¨ cv_©K¨ Ki‡Z cvi‡eb| 

 

wecYb M‡elYvi †kÖwYwefvM 
Types of Marketing Research 

wecYb msµvšÍ †h †Kvb mgm¨vi KviY D &̀NUb, ‡µZvi µq AvPiY we‡kølY, g~j¨ cwieZ©‡bi cÖfve m¤ú‡K© Rvbv 

BZ¨vw` †h †Kvb wm×všÍ MÖn‡Y mnvqZvi j‡ÿ¨ wecYb M‡elYv cwiPvwjZ nq| weL¨vZ †jLK Naresh K. Malhotra 

Gi g‡Z, `ÕywU Kvi‡Y wecYb M‡elYvq msMVb RwoZ _v‡K| h_v- (1) mgm¨v wPwýZKiY Ges (2) wecYb mgm¨vi 

mgvavb Kiv| 

 wecYb M‡elYv‡K cÖavbZ `yÕfv‡M fvM Kiv hvq| wb‡P Q‡Ki gva¨‡g wecYb M‡elYv‡K Dc¯’vcb Kiv n‡jv: 

 

 

 

 

 

 

 

 

 

 

 

 

 

wPÎ: wecYb M‡elYvi †kÖwYwefvM 
 

Source: Philip Kotler & Kevin Lane Keller, Marketing Management 12th Edn. Pearson Education, Inc. 

2006, p-103 

 

wb‡P wecYb M‡elYvi †kÖwYwefvM we Í̄vwiZ Av‡jvPbv  Kiv n‡jv: 

cvV-1.4 

wecYb M‡elYv 

(Marketing Research) 

mgm¨v wPwýZKiY M‡elYv 

(Problem Identification Research) 
(i) m¤¢ve¨ evRvi M‡elYv 

(ii) evRvi †kqvi M‡elYv 

(iii) mybvg M‡elYv 

(iv) evRvi ˆewkó¨ M‡elYv 

(v) weµq we‡kølY M‡elYv 

(vi) fwel¨r Abygvb M‡elYv 

(vii) e¨emvwqK aviv M‡elYv 

 
 

 
 

mgm¨v mgvavb msµvšÍ M‡elYv 

(Problem Identification Research) 
(i) wefw³KiY M‡elYv 

(ii) cY¨ M‡elY 

(iii) g~j¨ M‡elYv 

(iv) cÖmvi M‡elYv 

(v) eÈb M‡elYv 
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1. mgm¨v wPwýZKiY M‡elYv (Problem identification research): †h †Kvb mgm¨v kbv³ ev wPwýZKi‡Yi j‡ÿ¨ 

cwiPvwjZ M‡elYv‡K mgm¨v wPwýZKiY M‡elYv e‡j| wecY‡b KZK¸‡jv mgm¨vi m„wó nq †h¸‡jv evwni †_‡K 

eySv hvq bv wKš‘ fwel¨‡Z cÖKU AvKvi aviY Ki‡Z cv‡i| †hgb- gvby‡qi Avq K‡g hvIqv, †fv³vi iæwPi 

cwieZ©b BZ¨vw`| Giƒc A „̀k¨gvb mgm¨vi wPwýZKi‡Yi j‡ÿ¨ cwiPvwjZ M‡elYv‡K mgm¨v wPwýZKiY M‡elYv 

e‡j| 

G cÖm‡½ Naresh K. Malhotra e‡jb, “Problem identification research is a research which is undertaken 

to help identify problem that are not necessarily apparent on the surface and yet exist are likely to 

arise in future.”A_v©r, Òmgm¨v wPwýZKiY M‡elYv n‡”Q Ggb GK ai‡bi M‡elYv hv evwn‡i `„k¨gvb bs Ges 

fwel¨‡Z †R‡M IV‡Z cv‡i Ggb we`¨gvb mgm¨v wPwýZKi‡Y mnvqZvi Rb¨ cwiPvwjZ nq|Ó mgm¨v 

wPýZKi‡Yi D‡Ï‡k¨ †hme M‡elbv cwiPvwjZ nq †m¸‡jv n‡jv- 

(i) evRvi m¤¢vebv M‡elYv (Market Potential Research): †Kvb cY¨ ev †mevi eZ©gvb I m¤¢ve¨ †µZvi 

mgwó‡K evRvi e‡j| evRvi m¤¢vebv M‡elYvq †hme welq Rvbvi †Póv Kiv nq, †m¸‡jv n‡jv- 

 c‡Y¨i †µZv Kviv; 

 ‡µZviv †Kv_vq Av‡Q; 

 ‡µZv‡`i iæwP, cQ›`, Af¨vm BZ¨vw` †Kgb; 

 c‡Y¨i Pvwn`vi †cÖwÿ‡Z weµq KZUzKz n‡Z cv‡I; 

 c‡Y¨i Pvwn`vq fwel¨‡Z Kx ai‡bi cwieZ©b Avm‡Z cv‡i BZ¨vw`| 

(ii) evRvi †kqvi M‡elYv (Market Share Research): evRvi †kqvi M‡elYvq †hme welq Rvbvi †Póv Kiv nq, 

†myM‡jv n‡jvÑ 

 ‡Kv¤úvwbi eZ©gvb evRvi †kqvi KZ; 

 mvgwMÖK evRvi †kqvi KZ; 

 fwel¨‡Z evRvi †kqv‡i Kx ai‡bi cwieZ©b Avm‡Z cv‡i; 

 evRvi †kqvi e„w×i Dcvq Kx n‡Z cv‡i; 

 eZ©gvb evRvi †kqvi a‡i ivLvi Rb¨ Kx Kiv cÖ‡qvRb; BZ¨vw`| 

(iii) mybvg ev fveg~wZ© M‡elYv (Image Research): mybvg GKwU cÖwZôv‡bi A „̀k¨gvb Ag~j¨ m¤ú`| mybvg 

GKevi ÿzbœ n‡j cÖwZôvb Ac~iYxq ÿwZi mb¥yLxb nq| Kv‡RB mKj cÖwZôvbB Zvi evRv‡i mybvg a‡i 

ivLvi †Póv K‡i| mybvg ev fveg~wZ© M‡elYvq †hme welq Rvbvi †Póv Kiv nq †m¸‡jv n‡jvÑ 

 cÖwZôv‡bi cÖwZ †µZv mvavi‡Yi g‡bvfve †Kgb; 

 cÖwZôv‡b cÖwZ g‡bvfve BwZevPK ev †bwZevPK n‡j Zvi KviY Kx; 

 ‡bwZevPK g‡bvfve‡K Kxfv‡e BwZevPK Kiv hvq; 

 fwel¨‡Z g‡bvfve cwieZ©‡bi m¤¢vebv Av‡Q wKbv; BZ¨vw`| 

(iv) evRvi ˆewkó¨ M‡elYv (Market Characteristics Research): evRvi n‡jv †Kvb cY¨ ev †mevi eZ©gvb 

I m¤¢ve¨ †µZvi mgwó| †µZv‡`i ˆewkó¨B g~jZ evRv‡ii ˆewk‡ó¨i cwigvc| evRvi ˆewkó¨ M‡elYvq 

†hme welq Rvbvi †Póv Kiv nq, †m¸‡jv n‡jv- 

 ‡µZv‡`i msL¨v, Ae ’̄vb, NbZ¡ †Kgb; 
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 ‡µZv‡`i Avq, iæwP,cQ›` msµvšÍ Z_¨; 

 cY¨ µ‡qi †ÿ‡Î †µZv‡`I AvPiY †Kgb; 

 c‡Y¨i cÖwZ‡hvMxi msL¨v, ˆewkó¨; BZ¨vw`| 

(v) weµq we‡kølY M‡elYv (Sales Analysis Research): weµq we‡kølY M‡elYvq †hme welq Rvbvi †Póv 

Kiv nq, †m¸‡jv n‡jv- 

 cÖwZôv‡bi eZ©gvb weµ‡qi cwgvY †Kgb; 

 eZ©gv‡b weµq e„w×i nvi KZ; 

 weµ‡qi Kxfv‡e evov‡bv hvq; 

 weµqKgx©‡`i `ÿZv KZUzK we`¨gvb; 

 weµq †KvUv wbav©iY I ms‡kvab, BZ¨vw`| 

(vi) fwel¨r c~e©vbygvb M‡elYv (Forecasting Research): AZxZ Z‡_¨i we‡køl‡Yi gva¨‡g fwel¨‡Z weµ‡q 

cwigvY KZUzKz evo‡Z ev Kg‡Z cv‡i Zv cwigv‡ci Rb¨ G M‡elYv cwiPvjbv Kiv nq| c~ev©bygvb 

M‡elYvq †hme welq Rvbvi †Póv Kiv nq, †m¸‡jv n‡jv- 

 weµq KZUzKz evo‡Z ev Kg‡Z cv‡I; 

 fwel¨‡Z Kx cwigvY cY¨ Drcv`b Ki‡Z n‡e; 

 c‡Y¨i g~j¨ KZUv e„w× ev n«vm NU‡Z cv‡I; 

 c‡Y¨i Kx ai‡Yi cwieZ©b Avm‡Z cv‡I; 

 fwel¨‡Z cÖwZ‡hvwMZv †Kgb n‡e; BZ¨vw`| 

(vii) e¨emvwqK aviv M‡elYv (Business Trend Research): e¨emv‡q bvbv ai‡Yi DÌvb cZb Av‡Q| bvbv 

Kvi‡Y weµ‡qi cwigvY K‡g ev nVvr †e‡o †h‡Z cv‡i| e¨emv‡qi G ai‡Yi cÖeYZv M‡elYvq †hme 

welq Rvbvi †Póv Kiv nq, †m¸‡jv n‡jv- 

 cÖhyw³MZ cwieZ©‡bi cÖeYZv †Kgb; 

 ‡fv³v‡`i iæwP, cQ›`, µqÿgZv, µq Af¨vm msµvšÍ Z_¨; 

 cÖmvi †KŠk‡ji fwel¨r cÖeYZv Kx; 

 cÖwZ‡hvwMZvi aiY msµvšÍ cÖeYZv †Kgb; 

 wecYb cwi‡e‡ki Ab¨vb¨ Dcv`v‡bi fwel¨r cÖeYZv; BZ¨vw`| 

2. mgm¨v wPwýZKiY M‡elYv (Problem identification research): mgm¨v bvbv Kvi‡Y n‡Z cv‡i| †hgb- cÖhyw³i 

cwieZ©b, ivR‰bwZK Aw ’̄iZv, †µZvi g‡bvfve cwieZ©b BZ¨vw` wecYb mgm¨v mgvavb Kivi D‡Ï‡k¨ G 

M‡elYv cwiPvjbv Kiv nq|  

G cÖm‡½ Naresh K. Malhotra e‡jb, “Problem solving research is research which is undertaken to help 

solve specific marketing problems.” A_v©r, Òmgm¨v mgvavb M‡elYv n‡”Q GK ai‡bi M‡elYv hv mywbw`©ó 

wecYb mgm¨v mgvav‡bi Rb¨ cwiPvwjZ nq|Ó mgm¨v mgvav‡bi D‡Ï‡k¨ †hme M‡elYv cwiPvwjZ nq, †m¸‡jv 

n‡”Q- 
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(i) wefw³KiY M‡elYv (Segmentation research): wefw³KiY M‡elYvq †hme welq Rvbvi †Póv Kiv nq, 

†m¸‡jv n‡jv- 

 Kx Kx ˆewk‡ó¨i wfwË‡Z evRvi wefw³KiY Kiv hvq; 

 ‡Kvb ‰ewk‡ó¨i wfwË‡Z wefw³KiY Ki‡j Zv cÖwZôv‡bi Rb¨ me‡P‡q †ewk jvfRbK n‡e; 

 evRvi wefv‡Mi AvKl©YxqZv †Kgb n‡e; 

 cÖwZôv‡bi Rb¨ †Kvb evRvi wefvM mvwe©Kfv‡e AvKl©Yxq; BZ¨vw`| 

(ii) cY¨ M‡elYv (Product research): †µZvi Afve c~iY Ki‡Z mÿg Ggb `„k¨gvb e ‘̄‡K cY¨ e‡j| cY¨ 

M‡elYvq †hme welq Rvbvi †Póv Kiv nq †m¸‡jv n‡jv- 

 c‡Y¨i wWRvBb,AvKvi, ‡gvoKxKiY I †j‡ej msµvšÍ Z_¨; 

 c‡Y¨i mv‡_ bZzb Kx Kx ˆewkó¨ ms‡hvRb Kiv hvq; 

 c‡Y¨i Kvh©KvwiZv I †µZv mš‘wó Kxfv‡e cwigvc Kiv hvq; 

 bZzb c‡Y¨i h_v_©Zv cixÿv;BZ¨vw`| 

(iii) g~j¨ M‡elYv (Price research): †Kvb cY¨ ev †mevi wewbg‡q avh©K…Z A_©‡K g~j¨ e‡j| g~j¨ avq©KiY GKUv 

RwUj cÖwµqv| g~j¨ M‡elYvi gva¨‡g †hme welq Rvbvi †Póv Kiv nq, †m¸‡jv n‡jv- 

 eZ©gvb g~j¨ m¤ú‡K© †µZv‡`i g‡bvfve †Kgb; 

 cÖwZ‡hvMx c‡Y¨i g~j¨ chv©‡jvPbv; 

 bZzb c‡Y¨i Rb¨ †µZviv Kx cwigvY g~j¨ w`‡Z B”QzK; 

 weKí g~j¨ bxwZ cixÿv Kiv; 

 gy‡j¨i n«vm e„w×i cÖwZ †µZv‡`i cÖwZwµqv cwigvc Kiv; BZ¨vw`| 

(iv) cÖmvi M‡elYv (Promotion research): cY¨ ev †mev msµvšÍ Z_¨ m¤¢ve¨ †µZv‡`i‡K Rvbv‡bvi gva¨‡g 

Zv‡`i‡K cY¨ µ‡q cÖ‡ivwPZ Kivi cÖ‡PóvB n‡jv cÖ‡gvkb ev cÖmvi| cÖmvi M‡elYvq †hme welq Rvbvi †Póv 

Kiv nq †m¸‡jv n‡jv- 

 wewfbœ cÖmvi nvwZqv‡ii Kvh©KvwiZv cwigvc; 

 cÖmv‡ii †Kvb Lv‡Z KZ UvKv e¨q Kiv n‡e; 

 cÖmvi gva¨g I ev‡RU cixÿv Kiv; 

 cÖmv‡ii cÖwZ †µZv‡`i g‡bvfve ev cÖwZwµqv hvPvB, BZ¨vw`| 

(v) eÈb M‡elYv (Dirtribution research): Drcvw`Z ev wewµZ cYª †µZvi wbKU †cuvQv‡bvi mv‡_ RwoZ e¨w³ 

ev cÖwZôvb‡K e›Ub cÖYvjx e‡j| eÈb cÖYvjxi `ÿZvi Dci weµq I gybvdv A‡bKUv wbf©i K‡i| eÈb 

M‡elYvq †hme welq Rvbvi †Póv Kivnq,‡m¸‡jv n‡jv- 

 eZ©gvb eÈb cÖYvwji `ÿZv g~j¨vqb; 

 weKí eÈb cÖYvjxmg~n g~j¨vqb; 

 cÖYvwji m`m¨ msL¨v wbav©iY; 

 cwienb gva¨‡gi g~j¨vqb; 

 ¸`v‡gi weKí Ae ’̄vb hvPvB K‡i DrK…ó Ae ’̄vb wbev©Pb; BZ¨vw`| 
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cwi‡k‡l ejv hvq †h, wecYb mgm¨v wPwýZKiY I mgm¨vi mgvavb-G Dfqwea M‡elYvi Rb¨ Dc‡iv‡jøwLZ †h †Kvb 

GK ev GKvwaK M‡elYv cwiPvjbv Kiv hvq| Dchy³ gva¨g †_‡K msM„nxZ Z_¨ we‡køl‡Yi gva¨‡g wecYb M‡elYvq 

mgm¨v wPwýZKiY I mgm¨v mgvavb m¤¢e nq| 

 

wecYb M‡elYvi Kvhv©ejx 

The Functions of Marketing Research 

M‡elYv GKwU RwUj I e¨qeûj cÖwµqv| eZ©gv‡b wecYb cÖwZôvb¸‡jv‡K †`kxq cÖwZ‡hvwMZv †gvKvwejvi cvkvcvwk 

ˆewk¦K cÖwZ‡hvMZvI †gvKvwejv Ki‡Z n‡”Q| d‡j A‡bK †Kv¤úvbxi c‡ÿ evRv‡i wU‡K _vKvB KwVb n‡q c‡o‡Q| 

Kv‡RB †`wk-we‡`wk cÖwZ‡hvMwZv mwVKfv‡e †gvKvwejvi Rb¨ cÖwZôvb‡K wecYb M‡elYv Kvh©µg MªnY Kivq AwaK 

g‡bv‡hvMx n‡Z n‡”Q| wecYb M‡elYvi Kvhv©ewj bx‡P Av‡jvPbv Kiv n‡jv: 

1. ‡hvMm~Î ’̄vcb (Connecting): wecYb M‡elbv wecY‡bi wewfbœ cÿM‡Yi mv‡_ cwi‡ekMZ I †µZv `jmg~‡ni 

Dcv`vb¸‡jvi g‡a¨ †hvMm~Î ’̄vc‡b mnvqZv K‡i| G  †hvMm~Î wecbb cwi‡ek I †fv³v‡`i e¨vc‡i m¤úK©hy³ 

wewfbœ Z_¨ mieivn K‡i Ges wKQz wKQz ‡ÿ‡Î AwbwðqZv `~ixKi‡Y mnvqZv K‡i| 

2. Z_¨ cÖ`vb (Providing information): A‡bK mgq cÖvmw½K Z‡_¨i Afv‡e wecYb Kg„m~wPi cÖwZ †fv³v‡`i 

mvov cÖ`v‡bi wbf©i‡hvM¨Zv mwVKfv‡e c~ev©bygvb Kiv m¤¢eci nq bv| M‡elYv Kg©m~wP wbqš¿Y‡hvM¨ I 

Awbqš¿Y‡hvM¨ Dcv`vbmg~n Ges †µZv I †fv³v‡`i m¤ú‡K© wewfbœ Z_¨ cÖ`vb K‡i| G Z_¨¸‡jv wecYb 

e¨e ’̄vcK‡K Kvh©Ki wm×všÍ MÖn‡Y mnvqZv K‡i| 

3. wm×všÍ MÖn‡Y RwoZ nIqv (Involves with decision taking): cÖPwjZ ixwZ Abyhvqx wecYb M‡elKiv cÖ‡qvRbxq 

Z_¨ wbiƒcY I m¤úK©hy³ Z_¨ mieiv‡ni Rb¨ `vqx _v‡Kb| Zviv h_vh_ Drm †_‡K msM„nxZ Z_¨ e¨e ’̄vcbv‡K 

cvi‡ekb K‡i| Ae ’̄vi cwieZ©b nIqvq wecYb M‡elKiv wm×všÍ MÖn‡Yi mv‡_ RwoZ _v‡K| 

4. cÖwkÿ‡Yi my‡hvM m„wó (Creating facility of training): B`vwbs M‡elK Ges e¨e ’̄vcKiv hyMcr bvbv wm×všÍ 

MÖn‡Yi mv‡_ RwoZ _v‡Kb| G ai‡bi cÖeYZv wecYb e¨e ’̄vcK‡`i Rb¨ DbœZZi cÖwkÿ‡Yi my‡hvM ˆZwi K‡i| 

5. f¨vjy †hvM (Adding value): wecYb M‡elYv c‡Y¨i mv‡_ AwZwi³ myweav cÖ`vb A_©vr cÖwZôv‡bi †ÿ‡Î f¨vjy 

†hvM Ki‡Z mnvqZv K‡i| c‡Y¨i mv‡_ f¨vjy ms‡hvR‡bi gva¨‡g wecYbKvix AwZwi³ myweav †c‡Z cv‡i| 

6. ‡hŠ_ Kvh©wfwËK `„wófw½ (Jount function based orientation): †µZv‡`i cÖ‡qvRb c~iY I `xN©‡gqvw` 

gybvdv‡hvM¨ m¤úK© ’̄vc‡bi Rb¨ wecYb `„wófw½ †hŠ_ Kvh©wfwËK nIqv cÖ‡qvRb| Kv‡RB cÖwZôv‡bi wewfbœ KvR 

†hgb-Drcv`b, M‡elYv I Dbœqb, A_©ms ’̄vb, wnmve I Ab¨vb¨ Kvh©µ‡gi mv‡_ wecYb M‡elYvi †hvMm~Î _vKv 

DwPZ| 

cwi‡k‡l ejv hvq, eZ©gvb cÖwZ‡hvwMZvg~jK wecYb e¨e ’̄vq wU‡K _vK‡Z n‡j h_vh_ wecYb M‡elYv Kvhv©ewj 

m¤úv`b Avek¨K| d‡j wecYb wm×všÍ MªnY I ev Í̄evq‡b wecYb M‡elYv Kvhv©ewji ¸iæZ¡ w`b w`b e„w× cv‡”Q| 

 

wecYb M‡elYvi f‚wgKv 

The Role of Marketing Research 

wecYb M‡elYvi cÖK…wZ I f‚wgKv wecY‡bi †gŠwjK D`vni‡Yi Av‡jv‡K DËgiƒ‡c Abyaveb Kiv †h‡Z cv‡i| wecYb 

†µZv‡`i cÖ‡hvRb kbv³KiY I m ‘̄wóweav‡bi Dci ¸iæZ¡ †`Iqv nq| d‡j †µZv‡`i mš‘wóweav‡bi j‡ÿ¨ 

cÖ‡qvRbmg~n kbv³KiY Ges wecYb †KŠkj I Kg©m~wPmg~n ev Í̄evq‡bi Rb¨ wecYb e¨e ’̄vcK‡`i bvbv Z‡_¨i 

cÖ‡qvRb nq| evRvi ’̄v‡b c‡Y¨i †µZv, mieivnKvix, cÖwZ‡hvMx Ges Ab¨vb¨ evwn¨K kw³mg~n m¤ú‡K© Z_¨ cÖ‡qvRb 
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nq| mv¤úªwZK mg‡q wewfbœ Kvi‡Y wecYb e¨e ’̄vc‡Ki wbKU e¨vcK I AwaKZi fv‡jv Z‡_¨i cÖ‡qvRbxqZv e„w× 

†c‡q‡Q| †hgb- 

(i) ‡`kxq I AvšÍRv©wZK chv©‡q cY¨ wecY‡bi my‡hvM m„wó, evRv‡ii `yiæZ¡ e„w× cvIqv Ges `~i-`~iv‡šÍi evRvi 

m¤ú‡K© Z_¨msMÖ‡ni Rb¨ wecYb e¨e ’̄vc‡Ki Z‡_¨i c‡qvRb nq| 

(ii) ‡fv³v‡`i Avw_©K mvg_¨© I iæwPkxjZv e„w× cvIqvq Zviv Kxfv‡e cY¨ I Ab¨vb¨ wecYb Kv‡Ri cÖwZ mvov †`q 

Ges †mRb¨ wecYb e¨e ’̄vcK‡`i AwaKZi fvj Z‡_¨i cÖ‡qvRb nq| 

(iii) cÖwZwbqZ cÖwZ‡hvwMZv e„w× cvIqvq wecYb nvwZqv‡ii Kvh©KvwiZv m¤ú‡K© wecYb e¨e ’̄vcK‡`i bvbv cÖKvi 

Z‡_¨i cÖ‡qvRb nq| 

(iv) cwi‡e‡ki Dcv`vbmg~n AwaK `ªæZZvi mv‡_ cwiewZ©Z nIqvq wecYb e¨e ’̄vcK‡`i mgqg‡Zv cwi‡ekMZ 

wewfbœ Z‡_¨i cÖ‡qvRb nq| Gme Z_¨ msMÖn I we‡køl‡Yi Rb¨ M‡elYvi cÖ‡qvRb nq| 

ejv hvq †h, wecYb M‡elYvi KvR n‡”Q cÖ‡qvRbxq Z_¨ wbiƒcY Kiv Ges e¨e ’̄vc‡Ki cÖvmw½K, mwVK, wbf©i‡hvM¨, 

ˆea, mv¤úªwZK Ges Kvh©Ki Z_¨ mieivn Kiv| eZ©gvb cÖwZ‡hvMwZvg~jK cwi‡ek Ges `ye©j wm×všÍ MÖn‡Yi d‡j 

wecYb LiP cÖwZwbqZ e„w× cvIqvq mwVK Z_¨ cÖ`v‡bi Rb¨ wecYb M‡elYvi cÖ‡qvRb nq|  

wb‡P wecY‡b M‡elYvi f‚wgKv wP‡Îi gva¨‡g Dc ’̄vcb Kiv n‡jv: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Source: Malhotra and dash. Marketing Research, 6th edition, p-11. 
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 ‡fv³vMY 

 Kwg©e„›` 
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 evRvi wefw³KiY 

 Afxó evRvi wbev©Pb 

 wecYb Kg©m~wP 

 Kvh©m¤úv`b I wbqš¿Y 

wPÎ t wecYb M‡elYvi f‚wgKv 



evsjv‡`k D¤§y³ wek^we`¨vjq wecYb M‡elYv 

BDwbU 1 c„ôv-29 

Dc‡ii wP‡Î †`Lv hvh, †µZv‡`i cÖ‡qvRbmg~n wPwýZ Kiv Ges m ‘̄wóweav‡bi Rb¨ wecYb e¨e¯’vc‡Kiv m¤¢ve¨ my‡hvM¸‡jvi 

e¨vcv‡i wm×všÍ MÖnY, evRvi wffw³KiY, Afxó evRvi wbev©Pb, wecYb Kg©m~wPi cwiKíbv MÖnY I ev Í̄evqb, wecYb 

Kvh©m¤úv`b I wbqš¿Y BZ¨vw` bvbviKg †KŠkjMZ wm×všÍ MÖnY K‡i| wbqš¿Y‡hvM¨ wecYb PjKmg~n- Z_¨, cY¨, g~j¨, cÖ‡gvkb 

I eÈ‡bi cvi¯úwiK wµqv-cÖwZwµqvi d‡j G ai‡bi wm×všÍ MÖnY Kiv RwUj nq| 

Avevi, Awbqš¿Y‡hvM¨ cwi‡ekMZ Dcv`vbmg~n †hgb- A_bxwZ, cÖhyw³ cÖwZ‡hvwMZv, AvBb I wewaweavb, mvgvwRK I mvs¯‹…wZK 

Dcv`vb, ivR‰bwZK Dcv`vb BZ¨vw`I wm×všÍ MÖn‡Y RwUjZv m„wó K‡i| Z`ycwi, wewfbœ †µZv `jmg~n †hgb- †fv³vMY, 

Kwg©e„›` †kqvi‡nvìviMY I mieivnKvixI RwUjZv m„wó K‡i| 

cwi‡k‡l ejv hvq, eZ©gvb cÖwZ‡hvwMZvg~jK evRviRvZKiY e¨e¯’vq wU‡K _vK‡Z n‡j wecYb M‡elYvi f‚wgKv mwVK n‡Z 

n‡e| ZvB wecYb wm×všÍ MÖn‡Y wecYb M‡elYvi f‚wgKv Ab¯^xKvh©| 

 

wecYb M‡elYv cÖwµqv 

Marketing Research Process 

wecYb M‡elYv GKwU RwUj cÖwµqv| G M‡elYvq g~jZ †µZv‡`i g‡bvfve ch©‡eÿY Kivi †Póv Kiv nq| †µZv‡`i 

g‡bvfve hvPvB Kiv mnR KvR bq| M‡elYvi G RwUj cÖwµqvq KwZcq ch©vqµwgK c`‡ÿc MÖnY I Zv ev Í̄evq‡bi 

gva¨‡g wecYb M‡elYv cÖwµqv m¤úbœ nq|  

ejv hvq †h, wecYb M‡elYv cÖwµqv n‡”Q Qq (06) wU c`‡ÿ‡ci GKwU †mU, hv GKwU wecYY M‡elYvi m¤úvw`Z 

KvR¸‡jv‡K msÁvqb K‡i| wb‡P wP‡Îi gva¨‡g wecYb cÖwµqvi c`‡ÿc¸‡jv Dc¯’vcb K‡i Av‡jvPbv Kiv n‡jv: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1. mgm¨vi msÁvqb (Problem Definition): wecYb M‡elYv cÖK‡íi cÖ_g c`‡ÿc n‡”Q mgm¨vi msÁvqb Kiv| 

mgm¨vi msÁvqb ej‡Z eySvq mvaviY mgm¨v m¤ú‡K© we Í̄vwiZ wee„wZ Ges wecYb M‡elYv mgm¨vi mywbw`©ó 

Dcv`vbmg~n wPwýZKiY‡K eySvq| A_©vr mvaviY mgm¨vi e¨vL¨v`vb Ges wecYb M‡elYv mgm¨vi mywbw`©ó 

mgm¨vi msÁvqb 

mgm¨vi cÖ¯Íve Dbœqb 

M‡elYv wWRvBb cÖYqb 

gvVKg© ev DcvË msMÖn 

DcvË cÖ¯‘ZKiY I we‡kølY 

cÖwZ‡e`b ˆZwi I Dc ’̄vcb 

wPÎ: wecYb M‡elYv cÖwµqv 
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Dcv`vbmg~n wPwýZKi‡Yi mv‡_ mgm¨v msÁvqb RwoZ| mgm¨v msÁvq‡bi †ÿ‡Î M‡el‡Ki KvR n‡jv M‡elYvi 

D‡Ïk¨, Z‡_¨i cUfzwgi †hŠw³KZv, cÖ‡qvRbxq Z‡_¨i aiY Ges wm×všÍ MÖn‡Y Kxfv‡e Z_¨ e¨envi Kiv n‡e Zv 

we‡ePbv Kiv| mgm¨v msÁvq‡bi mv‡_ RwoZ welq¸‡jv n‡jv- 

 wm×všÍ MÖnYKvix‡`i mv‡_ Av‡jvPbv Kiv; 

 wk‡íi we‡klÁv‡`i mv‡_ mvÿvrKvi; 

 gva¨wgK DcvË we‡kølY; Ges 

 KwZcq ¸YevPK M‡elYv chv©‡jvPbv, BZ¨vw`| 

2. mgm¨vi cÖ Í̄ve Dbœqb (Developing n approach to the problem): M‡elYvi G Í̄‡i wecYb  mgm¨v mgvav‡bi 

Rb¨ cÖ Í̄ve Dbœqb Ki‡Z nq| mvgMÖxK M‡elYvi GKwU mvgMÖxK wPÎ Dc¯’vcb n‡jv mgm¨vi cÖ Í̄ve Dbœqb| 

mgm¨vi cÖ Í̄ve Dbœq‡b wb¤œwjwLZ welq¸‡jv‡K AšÍfz©³ _v‡KÑ 

 D‡Ïk¨wfwËK ev ZË¡xq KvVv‡gv cÖYqb; 

 we‡kølYvZœK g‡Wjmg~n; 

 M‡elYv cÖkœgvjv; 

 AbyKí Ges 

 cÖ‡qvRbxq Z‡_¨i mywbw`©óKiY| 

cÖwµqvwU e¨e ’̄vcbv I wk‡íi we‡klÁ‡`i mv‡_ Av‡jvPbv, gva¨wgK Dcv‡Ëi we‡kølY, ¸YevPK M‡elYv Ges 

Kvh©wmw×g~jK we‡ePbv Øviv wb‡`©wkZ nq| 

3. M‡elYv wWRvBb cÖYqb (Researc design formulation): M‡elYv wWRvBb cÖYqb n‡”Q wecYb M‡elYv cÖwµqvi 

Z…Zxq c`‡ÿc| GwU wecYb M‡elYv cÖKí ev Í̄evq‡bi cÖ‡qvRbxq Z_¨ cvIqvi Rb¨ we Í̄vwiZ cÖwµqv| Gi 

D‡Ïk¨ n‡”Q AbyKímg~‡ni ¯̂v_© cixÿv Kivi Rb¨ M‡elYv wWRvBb Kiv, M‡elYvi cÖkœgvjvi m¤¢ve¨ DËi¸‡jv 

wbav©iY Kiv Ges wm×všÍ MÖn‡Yi Rb¨ cÖ‡qvRbxq Z_¨ cÖ`vb Kiv| M‡elYvq mvov`vbKvix‡`i wbev©P‡bi Rb¨ 

cÖkœc‡Îi wWRvBb I bgybvqb cwiKíbv MÖnY Kivi cÖ‡qvRb nq| AwaKZi AvbyôvwbKZvi R‡b¨ M‡elYv wWRvBb 

cÖYq‡b w¤œgwjwLZ c`‡ÿc¸‡jv AšÍfz©³ Ki‡Z nq- 

 cÖ‡qvRbxq Z‡_¨i msÁv wbav©iY; 

 gva¨wgK DcvË we‡kølY; 

 ¸YevPK M‡elYv; 

 cwigvYevPK DcvË msMÖ‡ni c×wZ; 

 cÖkœcÎ wWRvBb; 

 bgybvqb cÖwµqv I bgybvi AvKvi wba©viY; 

 DcvË we‡køl‡Yi cwiKíbv, BZ¨vw`| 

 

4. gvVKg© ev DcvË msMÖn (Fieldwork or data collection): M‡elK KZ…©K wb‡qvMK…Z gvVKgx© ev cÖwZôv‡bi 

Kgx©iv DcvË msMÖ‡n RwoZ _v‡Kb| Avevi KL‡bv KL‡bv cÖwZôv‡bi evB‡ii M‡elYv cÖwZôv‡bi gva¨‡gI DcvË 

msMÖn Kiv nq| DcvË msMÖ‡ni wewfbœ Dcvqmg~n wb‡P D‡jøL Kiv n‡jv- 

 e¨w³MZ mvÿvrKvi MÖnY (Personal interview): e¨w³MZ mvÿvrKvi wewfbœ evwo‡Z wM‡q, kwcs g‡j ev 

Kw¤úDUv‡ii mnvqZvq MÖnY Kiv nq| 
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 ‡Uwj‡dvbwfwËK Awdm ’̄vcb (Setting telephone-based office): †Uwj‡dvb ev Kw¤úDUv‡ii mnvqZv 

wb‡q †Uwj‡dvb mvÿvrKvi MÖnY Kiv nq| 

 WvK‡hv‡M (Mail): mbvZb WvK cš’v Ges M„‡n emevmKvix‡`i wb‡q c~e© wbav©wiZ c¨v‡b‡ii wfwË‡Z 

WvK‡hv‡M Rwic MÖnY Kiv nq| 

 B‡jKUªwbK Dcv‡q (Electronnically): A‡bK mgq B-‡gBj A_ev B›Uvi‡b‡Ui gva¨‡g DcvË msMÖn Kiv 

nq| 

DcvË msMÖ‡ni Dci M‡elYvi djvdj wbf©iK‡i| ZvB mwVK gvVKgx© wbev©Pb, Zv‡`i cÖwkÿY cÖ`vb, ZË¡veavb 

Ges KvR¸‡jv g~j¨vqb Kiv n‡j DcvË msMÖn fz‡ji m¤¢vebv Kg _v‡K| ZvQvov, M‡el‡Ki DwPZ gvV chv©‡q 

DcvË msMÖn cÖwµqv Z`viK Kiv Ges cwiKíbv Abyhvqx KvR myôzfv‡e m¤úvw`Z n‡”Q wKbv †m e¨vcv‡i wbwðZ 

nIqv| 

5. DcvË cÖ ‘̄ZKiY I we‡kølY (Data preparation and analysis): GwU wecYb M‡elYv cÖwµqvi cÂg avc| 

DcvËmg~n cÖ Í̄ZKiY, DcvË ms‡kvab, †KvwWs, Abyev` Ges hvPvB‡K  AšÍfz©³ K‡i| cÖwZwU cÖkœkvjv ev 

ch©‡eÿY cjg mZK©fv‡e cixÿv ev m¤úv`b Kiv Ges cÖ‡qvRb n‡j ms‡kvab Kiv `iKvi| 

6. cÖwZ‡e`b cÖ ‘̄ZKiY I Dc¯’vcb (Report preparation and presentation): GwU wecYb M‡elYv cÖwµqvi 

me©‡kl avc| M‡elYv cÖKí wjwLZ cÖwZ‡e`‡bi wfwË‡Z `vwjwjK nIqv cÖ‡qvRb| G‡Z mywbw`©ó M‡elYvi 

cÖkœgvjv wPwýZKiY, A¨v‡cÖvP eY©bv Kiv, M‡elYv wWRvBb, DcvË msMÖn I DcvË we‡kølY cÖwµqv mwbœ‡ewkZKiY 

Ges djvdj Dc ’̄vcb I ¸iæZ¡c~Y© cÖvwßmg~n Zz‡j aiv nq| cÖvß djvdj¸‡jv‡K we Í̄vwiZfv‡e Dc¯’vcb Kiv nq 

hv‡Z e¨e ’̄vcbv mn‡RB wm×všÍ MÖnY cÖµqvq †m¸‡jv e¨envi Ki‡Z cv‡i| ZvQvov, wewfbœ ZvwjKv, QK, msL¨v 

ev †jLwPÎ e¨envi K‡i e¨e ’̄Acbvi wbKU Gi my¯úóZv I cÖfve e„w×i R‡b¨ †gŠwLK Dc¯’vcb Kiv DwPZ| 

ZvQvov, wecYb M‡elYvi djvdj I cÖwZ‡e`b ˆZwi Ges Dc¯’vc‡bi Rb¨ B›Uvi‡bU e¨envi Kiv †h‡Z cv‡i| 

cwi‡k‡l ejv hvq, wecYb M‡elYv cÖwµqv‡K GKwU avivevwnK weÁvbwfwËK cÖwµqv wn‡m‡e eY©bv Kiv n‡jI Gi 

cÖwZwU c`‡ÿc ¯̂vaxb Ges cvi¯úwiK wµqvkwj| d‡j c`‡ÿc¸‡jv‡K c~e©eZx© c`‡ÿ‡ci cieZx© c`‡ÿc 

wn‡m‡e we‡ePbv Kiv DwPZ bq| 

 

evRvi M‡elYv I wecYb M‡elYvi g‡a¨ cv_©K¨ 

Difference between Market Research and Marketing Research 

evRvi M‡elYv I wecYb M‡elYv GK bq| evRvi M‡elYv n‡jv wecYb M‡elYvi Askwe‡kl| wb‡P evRvi M‡elYv I 

wecYb M‡elYvi g‡a¨ cv_©K¨mg~n Zz‡j aiv n‡jv:     
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cv_©‡K¨i welq evRvi M‡elYv wecYb M‡elYv 

msÁv 

 

cY¨ ev †mevi †µZv m¤ú‡K© ˆeÁvwbK 

AbymÜvb I mgxÿv K‡i GK mwVK aviYv 

ˆZwi Kiv‡K evRvi M‡elYv ejv nq| 

wecYb msµvšÍ AwbwðqZv `~i Kivi j‡ÿ¨ DcvË 

msMÖn I Zv we‡kølYc~e©K mvdj¨ mywbwðZ Kiv‡K 

wecYb M‡elYv e‡j| 

cÖK…wZ 

 

evRvi M‡elYvi cÖK…wZ wecYb M‡elYv 

A‡cÿv mnR I mij| G‡ÿ‡Î Lye †ewk 

ˆeÁvwbK c×wZ Av‡ivc Kiv hvq bv| 

wecYb M‡elYv GKwU RwUj c×wZ Ges Lye †ewk 

ˆeÁvwbK c×wZ Av‡ivc Kiv hvq| 

cwiwa 

 

evRvi M‡elYvi cwiwa †QvU| †Kbbv 

evRvi M‡elYv wecYb M‡elYvi GKwU 

Ask we‡kl| 

wecYb M‡elYvi cwiwa evRvi M‡elYvi Zzjbvq 

A‡bK e¨vcK| GLv‡b evRv‡ii cÖK…wZ m¤ú‡K© 

Rvbvi †Póv Kiv nq| 

D‡Ïk¨ 

 

evRvi M‡elYvi D‡Ïk¨ n‡jv evRv‡ii 

cwiwa, MwZ cÖK…wZ, bgbxqZv, 

MwZkxjZv, MfxiZ Iv fwel¨Z m¤ú‡K© 

AeMZ nIqv| 

wecYb M‡elYvi D‡Ïk¨ n‡jv wecY‡bi jÿ¨ ev 

D‡Ïk¨ c~iY Kiv hv‡Z †Kv‡bv mgm¨v bv nq| 

‰ewkó¨ evRvi M‡elYv avivevwnKfv‡e P‡j bv| wecYb M‡elYv GKwU avivevwnK cÖwµqv| 

Dcv`vb 

 

evRvi M‡elYvi Dcv`vb¸‡jv n‡jv- 

evRvi wef³KiY, †µZv‡`i AvPiY 

mgxÿv, Pvwn`vi c~ev©bygvb, cÖwZIhvwMZv 

hvPvB I fwel¨r evRv‡ii c~ev©fvm | 

wecYb M‡elYvi Dcv`vb¸‡jv n‡jv- evRvi, cY¨ 

ev †mev, c‡Y¨i g~j¨, weµq cÖmvi I cY¨ eÈb 

msµvšÍ M‡elYv| 

e¨q evRvi M‡elYv e¨q A‡cÿvK…Z Kg nq| wecYb M‡elYvi e¨q Zzjbvg~jKfv‡e †ewk nq| 

cvi¯úwiK 

m¤úK©  

evRvi M‡elYv n‡jv wecYb M‡elYvi 

GKwU Ask we‡kl| 

wecYb M‡elYvi mvdj¨ A‡bKvs‡k evRvi 

M‡elYvi mvd‡j¨i Dci wbf©ikxj| 
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mvims‡ÿc  

 

wecYb msµvšÍ †h †Kvb mgm¨vi KviY D`&NUb,‡µZvi µq AvPiY we‡kølY, g~j¨ cwieZ©‡bi cÖfve m¤ú‡K© Rvbv 

BZ¨vw` †h †Kvb wm×všÍ MÖn‡Y mnvqZvi j‡ÿ¨ wecYb M‡elYv cwiPvwjZ nq| weL¨vZ †jLK Naresh K. 

Malhotra Gi g‡Z, `ÕywU Kvi‡Y wecYb M‡elYvq msMVb RwoZ _v‡K| h_v- (1) mgm¨v wPwýZKiY Ges (2) 

wecYb mgm¨vi mgvavb Kiv| 

M‡elYv GKwU RwUj I e¨qeûj cÖwµqv| eZ©gv‡b wecYb cÖwZôvb¸‡jv‡K †`kxq cÖwZ‡hvwMZv †gvKvwejvi 

cvkvcvwk ˆewk¦K cÖwZ‡hvMZvI †gvKvwejv Ki‡Z n‡”Q| d‡j A‡bK †Kv¤úvbxi c‡ÿ evRv‡i wU‡K _vKvB KwVb 

n‡q c‡o‡Q| Kv‡RB †`wk-we‡`wk cÖwZ‡hvMwZv mwVKfv‡e †gvKvwejvi Rb¨ cÖwZôvb‡K wecYb M‡elYv Kvh©µg 

MªnY Kivq AwaK g‡bv‡hvMx n‡Z n‡”Q| wecYb msµvšÍ †h †Kvb mgm¨vi KviY D`&NUb,‡µZvi µq AvPiY 

we‡kølY, g~j¨ cwieZ©‡bi cÖfve m¤ú‡K© Rvbv BZ¨vw` †h †Kvb wm×všÍ MÖn‡Y mnvqZvi j‡ÿ¨ wecYb M‡elYv 

cwiPvwjZ nq| weL¨vZ †jLK Naresh K. Malhotra Gi g‡Z, `ÕywU Kvi‡Y wecYb M‡elYvq msMVb RwoZ 

_v‡K| h_v- (1) mgm¨v wPwýZKiY Ges (2) wecYb mgm¨vi mgvavb Kiv| 

M‡elYv GKwU RwUj I e¨qeûj cÖwµqv| eZ©gv‡b wecYb cÖwZôvb¸‡jv‡K †`kxq cÖwZ‡hvwMZv †gvKvwejvi 

cvkvcvwk ˆewk¦K cÖwZ‡hvMZvI †gvKvwejv Ki‡Z n‡”Q| d‡j A‡bK †Kv¤úvbxi c‡ÿ evRv‡i wU‡K _vKvB KwVb 

n‡q c‡o‡Q| Kv‡RB †`wk-we‡`wk cÖwZ‡hvMwZv mwVKfv‡e †gvKvwejvi Rb¨ cÖwZôvb‡K wecYb M‡elYv Kvh©µg 

MªnY Kivq AwaK g‡bv‡hvMx n‡Z n‡”Q|  
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 wecYb Z_¨ e¨e ’̄vi msÁv, ¸iæZ¡, wm×všÍ mnvqK c×wZ, wecYb M‡elYv I wecYb 

Z_¨ e¨e ’̄vi g‡a¨ cv_©K¨, wecYb Z_¨ e¨e ’̄v I wm×všÍ mnvqK c×wZi g‡a¨ cv_©K¨| 
 Definition, Impotance, of Marketing Information System 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 wecYb Z_¨ e¨e¯’vi msÁvqb Ki‡Z cvi‡eb| 

 wecYb Z_¨ e¨e¯’vi msÁv, ¸iæZ¡ e¨vL¨v Ki‡Z cvi‡eb| 

 wm×všÍ mnvqK c×wZ m¤ú‡K© Rvb‡Z cvi‡eb| 

 wecYb M‡elYv I wecYb Z_¨ e¨e¯’vi g‡a¨ cv_©K¨ Ki‡Z cvi‡eb| 

 wecYb Z_¨ e¨e¯’v I wm×všÍ mnvqK c×wZi g‡a¨ cv_©K¨ Rvb‡Z cvi‡eb| 

 

wecYb Z_¨ e¨e¯’vi msÁv 
Definition of Marketing Information System 

AvaywbK cÖwZ‡hvMZvg~jK e¨emvq cwi‡e‡k e¨e ’̄vcK‡K cÖwZwbqZ wewfbœ ¸iæZ¡c~Y© wm×všÍ MÖnY Ki‡Z nq| G wm×všÍ 

MÖn‡Yi mv‡_ RwoZ wewfbœ welq m¤ú‡K© cÖ‡qvRbxq Z_¨ memgq nv‡Zi bvMv‡ji g‡a¨ _vKv cÖ‡qvRb| Z_¨ e¨e ’̄vq 

cÖwZwbqZ Z_¨ msMÖn, we‡kølY, msiÿY I wm×všÍ MÖnYKvixi wbKU mieivn Kiv nq| wewfbœ †jLK KZ©„K cÖ`Ë 

wecYb Z_¨ e¨e ’̄vi K‡qKwU msÁv wb‡¤œ D‡jøL Kiv n‡jv: 

Naresh K. Malhotra Gi g‡Z, “A marketing information system (MIS) is a formalized set of procedures 

for generating, analyzing, storing and distributing information to marketing decision makers on an 

ongoing basis.” A_v©r, wecYb Z_¨ e¨e ’̄v n‡”Q GKwU AvbyÉvwbK cÖwµqv hvi gva¨‡g wecYb wm×všÍ MÖnYKvix‡`i 

wbKU wbiew”Qbœfv‡e Z_¨ Drcv`b, we‡kølY, msiÿY I eÈb Kiv nq| 

Philip Kotler & Kevin Lane e‡jb, “A marketing information system consists of people, equipment and 

procedures to gather, sort, analyze, evaluate and distribute needed, timely and accurate information to 

markteting decision makers.” A_v©r, wecYb Z_¨ e¨e ’̄v gvbyl, hš¿cvwZ Ges cÖwµqvi mgš^‡q MwVZ hv wecYb 

wm×všÍ MÖnYKvix‡`i‡K cÖ‡qvRbxq, mgqg‡Zv Ges mwVK Z_¨ cÖ`v‡bi Rb¨ Z_¨ msMÖn, web¨vm, we‡kølY, g~j¨vqb 

Ges eÈb K‡i| 

Skinner Gi g‡Z, “A marketing information system is a program for managing and organizing 

information from inside and outside an organization.” A_v©r, Z_¨ e¨e ’̄v n‡”Q, GKwU msMV‡bi Af¨šÍixY I 

evwn¨K Z_¨ e¨e ’̄vcbv I msMwVZKi‡Yi j‡ÿ¨ cwiPvwjZ Kg©m~wP n‡jv wecYb Z_¨ e¨e ’̄v| 

wecYb Z_¨ e¨e ’̄v m¤ú‡K© Stanton, Etzel & Walker e‡jb, “The marketing information system is an ongoing 

organized procedure to generate, analyze, disseminate, store and retrieve information for use in marketing 

decisions.” A_v©r, wecYb Z_¨ e¨e ’̄v n‡”Q GKwU Pjgvb, msMwVZ cÖwµqv hv wecYb wm×v‡šÍ e¨env‡ii Rb¨ Z_¨ 

Drcv`b, we‡kølY, cwi‡ekb, msiÿY Ges cybiæ×vi K‡i| 

Dch©y³ msÁvi Av‡jv‡K ejv hvq †h,  

 wecYb Z_¨ e¨e ’̄v GKwU Pjgvb cÖwµqv| 

 wecYb Z_¨ e¨e ’̄vq cÖwZôv‡bi Af¨šÍixY I evwn¨K Dfq Drm †_‡KB Z_¨ msMÖn Kiv nq| 

 wecYb Z_¨ e¨e ’̄vq gvbyl, hš¿cvwZ I c×wZ e¨envi Kiv nq| 

cvV-1.5 



evsjv‡`k D¤§y³ wek^we`¨vjq wecYb M‡elYv 

BDwbU 1 c„ôv-35 

 wecYb Z_¨ e¨e ’̄vq Z_¨ msMÖn, we‡kølY, msiÿY I g~j¨vq‡bi Zv wm×všÍ MªnYKvix‡`i wbKU eÈb Kiv nq| 

 

wecYb Z_¨ e¨e ’̄vi ¸iæZ¡ 
Importance of Marketing Information System 

‡h †Kv‡bv cÖwZôv‡bi wecYb Kvhv©ewj myôzfv‡e m¤úv`b, mgm¨v mgvavb I mwVK wm×všÍ MÖnY Kivi Rb¨ Kvh©Ki Z_¨ 

e¨e ’̄v Avek¨K| eZ©gvb cÖwZ‡hvwMZvg~jK wecYb cwi‡e‡ki cwieZ©b, c~ev©bygvb I cwiewZ©Z cwiw ’̄wZi mv‡_ wecYb 

Kvh©µ‡gi mgš^qmvab Kiv Avek¨K| GRb¨ wecY‡bi mv‡_ m¤úwK©Z cÖv_wgK I gwa¨wgK Drm †_‡K wewfbœ Z_¨ 

msMÖn, msiÿY, we‡kølY I mieivn Ki‡Z nq| wb‡¤œ wecYb Z_¨ e¨e ’̄vi ¸iæZ¡ Av‡jvPbv Kiv n‡jv: 

1. wm×všÍ MÖn‡Yi †ÿ‡Î mgq ¯̂íZv (Less time for decision making): eZ©gvb wek¦vq‡bi Zxeª cÖwZ‡hvwMZv I 

cÖhyw³i cwieZ©‡bi d‡j GKwU cY¨ Lye †ewk w`b evRv‡i wU‡K _vK‡Z cvi‡Q bv| ZvB Aw Í̄‡Z¡i cÖ‡qvR‡bi 

wecYbKvix cÖwZôvb¸‡jv‡K `ªæZZvi mv‡_ bZzb cY¨ Dbœqb I wecYb Ki‡Z n‡”Q| wecYb Z_¨ e¨e ’̄vcbvi 

gva¨‡g wbqwgZ I avivevwnKfv‡e Z_¨ msMÖn I msiÿY Kiv nq|d‡j cwi‡ekMZ cwiw ’̄wZ †gvKv‡ejv Ges †h 

†Kvb RwUj cwiw ’̄wZ‡Z mwVK I `ªæZ wm×všÍ Mªn‡Y mnvqZv K‡i| 

2. Z_¨ cÖhyw³i Akíbxq DbœwZ (Unthinkable development of information technology): AvRKvj 

Kw¤úDUviwfwËK Z_¨ cÖhyw³i e¨vcK DbœwZ I mnRjf¨Zvi d‡j Z_¨ e¨e ’̄vcbv GLb c~‡e©i †P‡q A‡bK mnR 

n‡q‡Q| eZ©gv‡b I‡qe mvB‡Ui gva¨‡g †µZviv †h †Kvb †Kv¤úvwbi cY¨ m¤ú‡K© g~û‡Z©B Rvb‡Z cvi‡Q| GQvov 

Z_¨ msMÖn, msiÿY I we‡kølY mnRZi Ges mgq I e¨q mvkÖqx nIqvq cÖ‡Z¨KwU †Kv¤úvwb GLb mymsMwVZ 

wecYb Z_¨ e¨e ’̄v M‡o †Zvjvi cÖ‡qvRbxqZv Dcjäx Ki‡Q| 

3. wecYb Kvhv©ewji AvIZv I RwUjZv e„w× (Increase scope and complexity of marketing activities): 

eZ©gvb gy³evRvi A_©bxwZi hy‡M wecYbKvix cÖwZôvb¸‡jv Zv‡`i Kvh©µg AvšÍRv©wZK chv©‡q m¤úªmvwiZ Kivi 

†Póv Ki‡Q| d‡j wek¦e¨vcx †fv³v‡`i Pvwn`v, cQ›`, µqÿgZv, ms¯‹…wZ, cÖwZ‡hvwMZv cÖf…wZ wel‡qi mv‡_ Lvc 

LvB‡q cY¨ wecYb Ki‡Z n‡”Q| GRb¨ G msµvšÍ Z_¨ wbqwgZ msMÖn, we‡kølY I msiÿY Avek¨K| 

4. kw³, kÖg I Ab¨vb¨ KvuPvgv‡ji e¨q e„w× (Increase cost of energy, labour and other raw materials): 

AvRKvj R¡vjvwb kw³, `ÿ kÖwgK I KvuPvgv‡ji ¯̂íZv I DcKi‡Yi e¨q w`b w`b e„w× cv‡”Q| d‡j Zxeª 

cÖwZ‡hvwMZv †gvKvwejvi Rb¨ cÖwZôvb‡K m¤ú` I KvuPvgv‡ji `ÿ e¨envi Ki‡Z n‡”Q| wecYb Z_¨ e¨e ’̄v Gme 

m¤ú‡`i `ÿ e¨env‡ii Dcvq Lyu‡R †ei Ki‡Z mnvqZv Ki‡Q| 

5. ‡µZv Am‡šÍvl e„w× (Increase customer dissatisfaction): µqK…Z cY¨wU †µZvi cÖZ¨vkv g‡Zv bv n‡j wKsev 

ga¨ ’̄Kvievwi KZ…©K h_vh_ mn‡hvwMZv bv †c‡j †µZv Am‡šÍvl e„w× cvq| wecYb Z_¨ e¨e ’̄vi gva¨‡g wbqwgZ 

Z_¨ mieivn Kivi gva¨‡g `ªæZ cÖ‡qvRbxq e¨e ’̄v MªnY K‡i †µZv‡`i Am‡šÍvl A‡bKU `~i Kiv mnR nq| 

6. weµq bxwZ wbav©iY (Determination fo sales policy): cÖwZôvb‡f‡` weµq bxwZ wewfbœ ai‡bi nq| weµq 

bxwZi †ÿ‡Î †fv³v‡`i cÖ‡qvRb ev cÖZ¨vk Kx Zv wecYb Z_¨ e¨e ’̄vi gva¨‡g Rvbv hvq| d‡j †fv³v‡`i 

cÖ‡qvRb, Pvwn`v I cÖZ¨vkv Abyhvqx weµq bxwZ wbav©iY Kiv m¤¢e nq| 

7. Pvwn`v c~e©vbygvb (Demand forecasting): wecYbKvix‡K c‡Y¨i fwel¨r Pvwn`v c~ev©bygvb K‡i †m Abyhvqx Av‡M 

†_‡KB cwiKíbv cÖYqb Ki‡Z nq| mg‡qi cwieZ©‡b †fv³v‡`i cQ›`, cÖ‡qvRb, µqÿgZv cÖf…wZ cwieZ©b 

nq| wecYb Z_¨ e¨e ’̄vi gva¨‡g G msµvšÍ Z_¨ msMÖn K‡i fwel¨r Pvwn`vi c~ev©bygvb Kiv m¤¢e nq| 

8. evRvi wefw³KiY (Market segmentation): mgMÖ evRvi‡K mgRvZxq ˆewk‡ó¨i wfwË‡Z wef³ K‡i ‡m mvg_©¨ 

Abyhvqx GK ev GKvwaK evRvi wefvM †e‡Q †bqv‡K evRvi wefw³KiY e‡j| †Kvb cÖwZôv‡bi c‡ÿ evRv‡ii 
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mKj †µZvi wbKU `ÿZvi mv‡_ cY¨ I †mev weµq Kiv A‡bK mgq m¤¢e nq bv| wecYb Z_¨ e¨e ’̄vi gva¨‡g 

†fv³v‡`i Pvwn`v m¤ú‡K© Z_¨ msMÖn K‡i A_©c~Y© Dcv‡q evRvi wefw³KiY Kiv hvq| 

9. wecYb wgkÖ‡Yi Dbœqb (Development of marketing mix): cY¨, g~j¨,eÈY I cÖmvi Kvh©µ‡gi mswgkªY‡K 

wecYb wgkÖY e‡j| wecYb wgkÖY Dbœq‡bi Rb¨ †Kv¤úvwb‡K †fv³v‡`i iæwP, cQ›`, Pvwn`v, µqÿgZv cÖf…wZ 

Z_¨ Rvb‡Z nq| GmKj Z‡_¨i wfwË‡Z wecYb wgkÖY Dbœqb Kiv n‡j Zv †fv³v‡`i wbKU MÖnY‡hvM¨ nq| 

G‡ÿ‡Î, wecYb Z_¨ e¨e ’̄v e¨e ’̄vcK‡K mnvqZv K‡i _v‡K| 

10. cÖmv‡ii Kvh©KvwiZv cwigvc (Measuring the effectiveness of promotion): wecYb cÖmvi Kvh©µ‡gi 

Kvh©KvwiZv cwigv‡ci †ÿ‡Î wecYb Z_¨ e¨e ’̄v ¸iæZ¡c~Y© f‚wgKv cvjb K‡i| weÁvcb KZUzKz mvov ˆZwi Ki‡Q, 

weµq cÖmv‡i weµq e„w× †c‡q‡Q wKbv, weÁvcb gva¨g cwieZ©b Kiv cÖ‡qvRb wKbv, Rbms‡hvM KZUzKz djcÖm~ 

n‡q‡Q cÖf…wZ welq Rvb‡Z wecYb Z_¨ e¨e ’̄v mnvqZv K‡i _v‡K| 

11. cÖwZ‡hvMx we‡kølY (Competitor analysis): cÖwZôv‡bi cÖwZ‡hvMx Kviv, Zv‡`i eZ©gvb Kvh©µg †Kgb, fwel¨r 

cwiKíbv wK, cÖwZ‡hvMx‡`i mej I `ye©j w`K †KvbwU DZ¨vw` wel‡q Z_¨ msMÖn K‡i cÖwZ‡hvMx‡`i we‡kølY 

Ki‡Z nq| cÖwZ‡hvMx m¤úwK©Z Gme Z_¨msMÖn K‡i cÖwZ‡hvMx we‡køl‡Yi †ÿ‡Î wecYb Z_¨ e¨e ’̄v †Kv¤úvbxi 

e¨e ’̄vcK‡K mnvqZv Ki‡Z cv‡i| 

cwi‡k‡l ejv hvq †h, cwieZ©bkxj wecYb cwi‡e‡k `ªæZ I mwVK wm×všÍ MÖn‡Yi Rb¨ bvbv cÖKvi Z_¨ msMÖn I Zv 

we‡køl‡Yi cÖ‡qvRb nq| Gme Z_¨ cÖvwß‡Z wecYb Z_¨ e¨e ’̄vi ¸iæZ¡ Acwimxg| 

 

wm×všÍ mnvqK c×wZ 
Decision Support Systems (DSS) 

wm×všÍ MÖnY mnvqK c×wZ (DSS) GKwU Kw¤úDUvi wbqwš¿Z wg_w¯Œq cÖ×wZ| G c×wZ‡Z e¨emvwhK D‡Ï‡k¨ Af¨šÍixY I 

evwn¨K wewfbœ Drm †_‡K Z_¨ msMÖn K‡i Zv e¨e¯’vc‡Ki wbKU Dc¯’vcb Kiv nq| cÖwZôv‡bi D”P I ga¨ ¯Í‡ii e¨e¯’vcKMY 

WvUv‡eR ˆZwi K‡i cieZx© wm×všÍ cÖYq‡bi Kv‡R e¨envi K‡ib| wm×všÍ mnvqK c×wZi ˆewkó¨¸‡jv n‡jv Bnv- 

 wewfbœ  Drm †_‡K msM„nxZ cÖPzi Z_¨ wb‡q KvR K‡i| 

 Bnv wi‡cvU© cÖ`vb K‡i Ges bgbxqfv‡e Zv e¨e Í̄vc‡Ki wbUK Dc¯’vcb K‡i| 

 wjwLZ wPÎ Ges Mövd I Pv‡U©i mvnv‡h¨ wi‡cvU©M‡jv mieivn K‡i| 

 ga¨ Ges D”Q ch©v‡qi e¨e ’̄vc‡Kiv G Z_¨¸‡jv e¨envi K‡i| 

 wm×všÍ MÖnY mnvqK c×wZ wWªj-WvDb we‡kølY c×wZ‡K mnvqZv K‡i| 

 G c×wZ‡Z we‡klvwqZ †WUv‡eR e¨envi nq| 

wm×všÍ mnvqK c×wZ (DSS) mnvqZvq cªvß Z_¨¸‡jv e¨e ’̄vcbv msµvšÍ mgm¨v mgvav‡bi Dcv`vb wnmv‡e KvR K‡i| 

wm×všÍ MÖnY cÖwµqv e¨e ’̄vcbv‡K †hfv‡e mnvqZv K‡i Zv wb‡P Av‡jvPbv Kiv n‡jv: 

1. eyw×gËv chv©q (Intelligence Stage): G chv©‡q ¸iæZ¡c~Y© mgm¨v ev my‡hvM¸‡jv wPwýZKiY Ges †mBmv‡_ †m¸‡jv 

e¨vL¨v Kiv nq| 

2. web¨vm chv©q (Design Stage): wm×všÍ MÖnY cÖwµqvi G Í̄‡i mgm¨vi weKí mgvavbmg~n Dbœqb Kiv nq| 

3. evQvB chv©q (Choice Stage): G chv©‡q mgm¨v mgvav‡bi weKí c×wZ¸‡jvi g‡a¨ m¤¢ve¨ GKwU c×wZ evQvB 

Kiv nq| 

4. mgm¨vi mgvavb (Problem Solving): Bnv wm×všÍ MÖn‡Yi Ggb GKwU cÖwµqv hv mgm¨v mgvav‡bi Rb¨ KvR 

K‡i| G Í̄‡i wm×všÍ MÖnY cÖwµqvi mv‡_ ev Í̄evqb I ZË¡veavqb cÖwµqv‡K mshy³ K‡i| 

5. cÖ‡qvM chv©q (Implementation Stage): wm×všÍ MÖnY cÖwµqvi G Í̄‡i GKwU mgvavb cÖwµqvi cÖ‡qvM Kiv nq| 

6. ZË¡veavb chv©q (Monitoring Stage): wm×všÍ MÖnY cÖwµqvi G ch©v‡q wm×všÍ MÖnYKvixMY cÖ‡qvMK…Z mgvav‡bi 

c×wZ g~j¨vqb K‡ib| A_v©r G ch©v‡q c~e©eZx© Í̄i¸‡jvi gwbUwis Kiv nq| 
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wecYb M‡elYv I wecYb Z_¨ e¨e ’̄vi g‡a¨ cv_©K¨  
Difference between Marketing Research and Marketing Information System 

wecYb M‡elYv I wecYb Z_¨ e¨e ’̄v DfqB wecYb wm×všÍ MÖnbKvix‡`i mnvqZvi D‡Ï‡k¨ cwiPvwjZ nq| DfqwU 

wm×všÍ MÖnYKvix‡`i mnvqZvi D‡Ï‡k¨ cwiPvwjZ n‡jI G‡`i g‡a¨ †ek wKQz cv_©K¨ we`¨gvb| wb‡P wecYb M‡elYv 

I wecYb Z_¨ e¨e ’̄vi g‡a¨ we`¨gvb cv_©K¨¸‡jv QKvKv‡i Dc¯’vcb Kiv n‡jv: 

 

cv_©‡K¨i welq wecYb M‡elYv wecYb Z_¨ e¨e ’̄v 

msÁv wecYb wm×všÍ MÖnYKvix‡`i mnvqZvi Rb¨ 

myk„•Lj I wbqgZvwš¿K Dcv‡q wewfbœ Drm 

†_‡K Z_¨ msMÖn, we‡kølY I Zv cÖwZ‡e`b 

AvKv‡i djvdj Dc¯’vcb Kiv‡K wecYb 

M‡elYv e‡j| 

wecYb cwiKíbv cÖYqb, ev Í̄evqb I 

wbqš¿‡Yi myweav‡_© wm×všÍ MÖnYKvix‡`i 

cÖvmw½K, mg‡qvwPZ I mwVK Z_¨ msMÖn, 

web¨vm, we‡kølY, g~j¨vqb I msiÿ‡Yi 

Pjgvb cÖwµqv‡K wecYb Z_¨ e¨e ’̄v e‡j| 

Drm wecYb Z_¨ e¨e ’̄vq Z_¨ msMÖ‡ni GKwU 

¸iæZ¡c~Y© Drm wn‡m‡e wecYb M‡elYv‡K 

we‡ePbv Kiv nq| 

wecYb Z_¨ e¨e ’̄v wecYb M‡elYv QvovI 

wewfbœ Dc-c×wZ i‡q‡Q| 

Z‡_¨i Dci ¸iæZ¡ G c×wZ‡Z evwn¨K wewfbœ Drm †_‡K Z_¨ 

msMÖn Kivi Dci AwaK ¸iæZ¡ Av‡ivc Kiv 

nq| 

G c×wZ‡Z cÖwZôv‡bi Af¨šÍixY I evwn¨K 

Dfq Drm †_‡K Z_¨ msMÖn Kiv‡K mgvb 

¸iæZ¡ †`Iqv nq| 

D‡Ïk¨ wecYb msµvšÍ mgm¨v wPwýZKiY I Zv 

mgvav‡bi D‡Ï‡k¨ wecYb M‡elYv 

cwiPvwjZ nq| 

cÖ‡qvRbxq Z_¨ mieiv‡ni D‡Ïk¨‡K mvg‡b 

†i‡L wecYb Z_¨ e¨e ’̄v cwiPvwjZ nq| 

Pjgvb cÖwµqv M‡elYvi †Kv‡bv avivevwnKZv †bB| 

e¨e ’̄vcKMY cÖ‡qvRb g‡b Ki‡j cÖKí 

wn‡m‡e M‡elYv Kiv nq| 

wecYb Z_¨ e¨e ’̄v Pjgvb cÖwµqv| A_©vr 

cÖ‡qvRb †nvK ev bv †nvK Z_¨ e¨e ’̄v me 

mgq KvR K‡i| 

AZxZ I fwel¨r wecYb M‡elYv cÖwµqvq AZx‡Zi N‡U 

hvIqv Z‡_¨vejxi Dci ¸iæZ¡ †`Iqv hvq| 

G‡ÿ‡Î e¨e ’̄vcbvi `„wófw½ _v‡K 

fwel¨rgyLx| A_©vr fwel¨‡Z e¨env‡ii Rb¨ 

WvUv‡eR ˆZwi Kiv nq| 

Kw¤úDUvi wfwËK wecYb M‡e‡lYv me mgq Kw¤úDUviwfwËK 

bvI n‡Z cv‡i | Z‡e Z_¨ msMÖn, we‡kølY 

I djvdj cÖYq‡b Kw¤úDUvi c×wZ e¨eüZ 

n‡Z cv‡i| 

GwU GKwU Kw¤úDUvi wbf©i cÖwµqv| Z_¨ 

msMÖn, we‡kølY, web¨vm, g~j¨vqb, eÈb, 

msiÿY cÖf…wZ cÖwZwU KvR g~jZ 

Kw¤úDUv‡ii gva¨‡gB Kiv nq| 

mywbw`©ó mgm¨v wecYb msµvšÍ mywbw`©ó mgm¨v wPwýZKiY I 

Zv mgvavbK‡í G M‡elYv Kiv nq| 

G‡ÿ‡Î cÖ‡Z¨KwU welq wb‡q KvR Kiv nq| 

A_v©r †Kv‡bv mywbw`©ó mgm¨v ev welq _v‡K 

bv| 

cwiPvjbv we‡kl mgm¨v‡K †K›`ª K‡i wecYb M‡elYv 

cwiPvwjZ nq| 

‰`bw›`b cwiw ’̄wZ I cwi‡e‡ki cwiewZ©Z 

Ae ’̄v Rvbvi Rb¨ GwU cwiPvwjZ nq| 

AvIZv wecYb M‡elYvi AvIZv ÿz`ª| wecYb Z_¨ e¨e ’̄vcbvi AvIZv A‡cÿvK…Z 

eo| 

e¨envi wecYb mgm¨vi ¯̂iƒc wbY©‡q GwU e¨eüZ 

nq| 

e¨e ’̄vcKxq wm×všÍ MÖn‡Y GwU e¨eüZ nq| 
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cwi‡k‡l ejv hvq †h, wecYb M‡elYv I wecYb Z_¨ e¨e ’̄vcbv G‡K Ac‡ii cwic~iK ev mnvqK wn‡m‡e KvR K‡i| 

†hme cÖwZôv‡b AvbyôvwbK wecYb Z_¨ e¨e ’̄v †bB †mme cÖwZôv‡b wecYb Z_¨ e¨e ’̄vi A‡bK KvRB wecYb M‡elYv 

wefvM K‡i _v‡K| 

 

wecYb Z_¨ e¨e ’̄v I wm×všÍ mnvqK c×wZi g‡a¨ cv_©K¨ 
Differences between Marketing Information System(MIS) and Decision Support System(DSS). 

wecYb Kvh©vejx my›`i I h_vh_fvfv‡e m¤úbœ Kivi Rb¨ wecYb Z_¨ e¨e ’̄v I wm×všÍ mnvqK c×wZ DfqB eûj 

e¨eüZ c×wZ| Dfq c×wZ‡Z wecYb msµvšÍ Z_¨ msMÖn Kiv n‡jI Kvh©MZ I c×wZMZ wewfbœ `„wófw½ †_‡K 

G‡`i g‡a¨ KwZcq cv_©K¨ i‡q‡Q| wb‡¤œ Zv Dc¯’vcb Kiv n‡jv: 

 

cv_©‡K¨i welq wecYb Z_¨ e¨e ’̄v (MIS)  wm×všÍ mnvqK c×wZ(DSS) 

msÁv wecYb cwiKíbv cÖYqb, ev Í̄evqb I wbqš¿‡Yi 

myweav‡_© wm×všÍ MÖnYKvix‡`i cÖvmw½K, 

mg‡qvwPZ I mwVK Z_¨ msMÖn, web¨vm, we‡kølY, 

g~j¨vqb I msiÿ‡Yi Pjgvb cÖwµqv‡K wecYb 

Z_¨ e¨e ’̄v e‡j| 

wm×všÍ mnvqK c×wZ Ggb GKwU 

mdUIq¨viMZ mnvqK e¨e¯’v hv wm×všÍ 

MÖnYKvix‡K Af¨šÍixY Ges evwn¨K Drm 

†_‡K msM„nxZ Z_¨ evQvB K‡i wm×všÍ MÖn‡Y 

mnvqZv K‡i| 

chv©q wecYb Z_¨ e¨e ’̄v n‡”Q wm×všÍ MÖn‡Yi cÖv_wgK 

chv©q| 

wm×všÍ mnvqK c×wZ n‡”Q wm×všÍ MÖn‡Yi 

Aek¨¤¢vex Ges cÖavb Ask| 

cÖ‡qvM GwU cÖwZôv‡bi wewfbœ ai‡bi e¨e ’̄vcK‡`i 

†hvMv‡hv‡M mnvqZv K‡i| 

wm×všÍ mnvqK c×wZ n‡”Q wecYb Z_¨ 

e¨e ’̄vi DbœZZi ms¯‹iY| 

wµqv‡K›`ª GwU Z_¨ msMÖn Ges msM„nxZ Z‡_¨i Dci AwaK 

¸iæZ¡ †`q| 

wm×všÍ mnvqK c×wZ †bZ…‡Z¡i Dci AwaK 

†K›`ªxf‚Z nq| 

e¨envi Bnv c~‡e© cÖYxZ wewfbœ wi‡cv‡U©i Dci wfwË K‡i 

wm×všÍ MÖn‡Yi cwiKíbv cÖYq‡bi Dci AwaK 

¸iæZ¡ Av‡ivc K‡i| 

wm×všÍ mnvqK c×wZ wm×všÍ MÖn‡YB AwaKZi 

¸iæZ¡ Av‡ivc K‡i| 

bgbxqZv wecYb Z_¨ e¨e ’̄vi wi‡cvU© mvaviYZ bgbxq 

cÖK…wZi nq bv| 

wm×všÍ mnvqK c×wZi wi‡cvU© bgbxq n‡Z 

cv‡i| 

‰ewkó¨ G‡Z cÖPzi WvUv BbcyU wnmv‡e e¨eüZ nq Ges 

AvDUcyU wn‡m‡e mswÿß wi‡cvU© cÖ`vb K‡i| 

G‡Z Kg cwigvY WvUv BbcyU wn‡m‡e e¨eüZ 

nq Ges AvDUcyU wn‡m‡e wm×všÍmg~n we‡kølY 

Kiv nq| 

wbf©ikxjZv GwU ïaygvÎ Z‡_¨i Dci wbf©i K‡i| GwU Z‡_¨i Abykxjb Ges we‡køl‡Yi Dci 

wbf©i K‡i| 
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mvims‡ÿc  

 

AvaywbK cÖwZ‡hvMZvg~jK e¨emvq cwi‡e‡k e¨e ’̄vcK‡K cÖwZwbqZ wewfbœ ¸iæZ¡c~Y© wm×všÍ MÖnY Ki‡Z nq| G 

wm×všÍ MÖn‡Yi mv‡_ RwoZ wewfbœ welq m¤ú‡K© cÖ‡qvRbxq Z_¨ memgq nv‡Zi bvMv‡ji g‡a¨ _vKv cÖ‡qvRb| Z_¨ 

e¨e ’̄vq cÖwZwbqZ Z_¨ msMÖn, we‡kølY, msiÿY I wm×všÍ MÖnYKvixi wbKU mieivn Kiv nq|  

, wecYb Z_¨ e¨e ’̄v n‡”Q GKwU Pjgvb, msMwVZ cÖwµqv hv wecYb wm×v‡šÍ e¨env‡ii Rb¨ Z_¨ Drcv`b, 

we‡kølY, cwi‡ekb, msiÿY Ges cybiæ×vi K‡i| 

cÖwZ‡hvwMZvg~jK wecYb cwi‡e‡ki cwieZ©b, c~ev©bygvb I cwiewZ©Z cwiw ’̄wZi mv‡_ wecYb Kvh©µ‡gi mgš^qmvab 

Kiv Avek¨K| GRb¨ wecY‡bi mv‡_ m¤úwK©Z cÖv_wgK I gwa¨wgK Drm †_‡K wewfbœ Z_¨ msMÖn, msiÿY, 

we‡kølY I mieivn Ki‡Z nq|  

wm×všÍ MÖnY mnvqK c×wZ (DSS) GKwU Kw¤úDUvi wbqwš¿Z wg_w¯Œq cÖ×wZ| G c×wZ‡Z e¨emvwhK D‡Ï‡k¨ Af¨šÍixY I 

evwn¨K wewfbœ Drm †_‡K Z_¨ msMÖn K‡i Zv e¨e¯’vc‡Ki wbKU Dc¯’vcb Kiv nq| cÖwZôv‡bi D”P I ga¨ ¯Í‡ii 

e¨e ’̄vcKMY WvUv‡eR ˆZwi K‡i cieZx© wm×všÍ cÖYq‡bi Kv‡R e¨envi K‡ib| 

wecYb M‡elYv I wecYb Z_¨ e¨e ’̄v DfqB wecYb wm×všÍ MÖnbKvix‡`i mnvqZvi D‡Ï‡k¨ cwiPvwjZ nq| DfqwU 

wm×všÍ MÖnYKvix‡`i mnvqZvi D‡Ï‡k¨ cwiPvwjZ n‡jI G‡`i g‡a¨ †ek wKQz cv_©K¨ we`¨gvb|  

wecYb Kvh©vejx my›`i I h_vh_fv‡i m¤úbœ Kivi Rb¨ wecYb Z_¨ e¨e ’̄v I wm×všÍ mnvqK c×wZ DfqB eûj 

e¨eüZ c×wZ| Dfq c×wZ‡Z wecYb msµvšÍ Z_¨ msMÖn Kiv n‡jI Kvh©MZ I c×wZMZ wewfbœ `„wófw½ †_‡K 

G‡`i g‡a¨ KwZcq cv_©K¨ i‡q‡Q| 
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 evsjv‡`‡k wecYb M‡elYvi mgm¨v I mgvavb, wecYb M‡elYv e¨env‡ii cÖwZeÜKZv 

~̀ixKi‡Yi Dcvq 
Problems and Solving Measures of Marketing Research in 
Bangladesh. 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 evsjv‡`‡k wecYb M‡elYvi mgm¨v m¤ú‡K©  Rvb‡Z cvi‡eb| 

 wecYb M‡elYv mgm¨vi mgvavb m¤ú‡K© Rvb‡Z cvi‡eb| 

 wecYb M‡elYv e¨env‡ii cÖwZeÜKZv `~ixKi‡Yi Dcvq we‡kølY Ki‡Z cvi‡eb| 

 

evsjv‡`‡k wecYb M‡elYvi mgm¨v 
Problems of Marketing Research in Bangladesh 

wecYb M‡elbv GKwU Pjgvb cÖwµqv| wewfbœ DbœZ †`‡k †fv³v Rwi‡ci D‡Ï‡k¨ cÖwZwbqZ wecYb M‡elYv 

cwiPvwjZ n‡jI evsjv‡`‡ki †cÖwÿ‡Z GwU GKwU ~̀iƒn KvR| evsjv‡`‡k G M‡elYv cwiPvjbvi †ÿ‡Î bvbv cÖKvi 

mgm¨vb mb¥yLxb n‡Z nq| G‡ÿ‡Î we`¨gvb mgm¨v¸‡jvi K‡qKwU wb‡¤œ Av‡jvPbv Kiv n‡jv: 

1. we‡µZvi evRvi (Market of Seller): evsjv‡`‡k eZ©gv‡b wkíRvZ c‡Y¨i †ÿ‡Î Ôwe‡µZvi evRviÕ cwiw ’̄wZ 

weivR Ki‡Q| d‡j Drcv`KMY weµq welqK we‡kl †Kv‡bv mgm¨vi m¤§yLxb nb bv ej‡jB P‡j| d‡j c‡Y¨i 

DrKl© mvab ev †gvo‡Ki Dbœqb wKsev †fv³v‡`i AvPiY cwigvc BZ¨vw` wel‡q M‡elYvi †Kv‡bv cÖ‡qvRbxqZvB 

†KD Abyfe K‡ib bv| 

2. cÖwZ‡hvwMZvi Afve (Lack of Competition): Avgv‡`i †`‡k K‡qKwU ivóªvqË wkí cÖwZôvb Drcv`‡bi 

AwaKvsk wbqš¿Y Ki‡Q| d‡j Drcv`‡b cÖwZ‡hvwMZv †bB| †hLv‡b cÖwZ‡hvwMZvi fq _v‡K bv, †mLv‡b c‡Y¨i 

gvb Dbœq‡bi D‡`¨vMI ‡Zgb nq bv| Dbœq‡bi ¯ú„nv bv _vKvi d‡j M‡elYvi g‡be„wË †Zgb GKUv Rb¥vq bv| 

3. M‡elYvi Dci Av ’̄vi Afve (Lack of Confidence of Research): wecYb M‡elYv †h GKwU cÖ‡qvRbxq I 

DcKvix welq-G e¨vcv‡i Avgv‡`i †`‡ki wkícwZ I e¨emvqx‡`i g‡a¨ h‡_ó D`vmxbZv i‡q‡Q| M‡elYvi dj 

mv‡_ mv‡_ cvIqv hvq bv weavq Gi DcKvwiZv msL¨vq cwigvc Kiv hvq bv| ZvB e¨emvqx‡`i M‡elYvi Dc‡i 

†Zgb Av ’̄v †bB|  

4. e¨qmveûj (Expensive): wecYb M‡elYvi avc¸‡jv chv©‡jvPbv Ki‡j eySv hvq †h, Dnv GKwU e¨qenyj KvR| 

Avgv‡`i †`‡ki e¨emvqxiv †h‡nZz Abvq‡m cY¨ wecYb Ki‡Z cv‡ib, †m‡n‡Zz Zviv AwbwðZ A „̀k¨ jv‡fi Rb¨ 

Giƒc e¨qmva¨ KvR nv‡Z wb‡Z Pvb bv| †Kv‡bv †Kv‡bv cÖwZôv‡bi c‡ÿ B”Qv _vK‡jI e¨q Kzwj‡q DV‡Z bv 

cvivq Zviv M‡elYv cÖKí nv‡Z wb‡Z cv‡ib bv| 

5. cÖwkÿYcÖvß M‡elYv Kgx©i AcÖZzjZv (Non-Availability of Trained Research Workers): Avgv‡`i g‡Zv 

Dbœqbkxj †`k¸‡jv‡Z cÖwkÿYcÖvß M‡elYv Kgx©i ¯̂íZv i‡q‡Q| wecYb M‡elYvi b¨vq e¨vcK cwikÖggyLx Kv‡h© 

h‡_ó †hvM¨Zvm¤úbœ Kgx©i cÖ‡qvRb nq| mvaviY †jv‡Ki mv‡_ Avjvc-Av‡jvPbv K‡i Zv‡`i mvÿvrKvi MÖnY 

K‡i Zv‡`i mv‡_ ü`¨Zv ’̄vcb K‡i Zv‡`i g‡bvfve Rwic K‡i Avbv mnR K_v bq| cÖwkÿY e¨ZxZ G ai‡bi 

cvV-1.6 
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`ÿZv AR©b Kiv hvq bv| Avgv‡`i †`‡k M‡elYv welqK cÖwkÿY cÖ`v‡bi Dc‡hvMx cÖwZôv‡bi mOL¨v LyeB Kg| 

ZvB M‡elYv Kv‡h© cvi`kx© Kgx©i AcÖZzjZv me©`vB cÖKU| 

6. DËi`vZv‡`i Amn‡hvwMZv (Non-Cooperation of Respondents): evsjv‡`‡k †fv³v‡`i A‡b‡KB AwkwÿZ 

ev Aa©-wkwÿZ| d‡j M‡elYvi gg© eyS‡Z e¨_© nq Ges DËi cÖ`v‡b Amn‡hvwMZv cÖ`k©b K‡i| A‡bK †ÿ‡Î 

DËi`vZvMY M‡elK ev Z_¨ msMÖnKvix‡`i m‡›`‡ni †Pv‡L †`‡L Ges Zv‡`i mv‡_ K_vevZv© ej‡ZI fq cvq| 

GgbwK A‡bK †ÿ‡Î Zviv cÖK…Z Z_¨ †Mvcb †i‡L gbMov Z_¨ mieivn K‡i| d‡j M‡elYvi Avmj D‡Ïk¨B 

e¨_© n‡q hvq| 

7. wek¦vm‡hvM¨Zvi Afve (Lack of Reliability): Avgv‡`i †`‡k wkwÿ‡Zi nvi Kg nIqvq memgq M‡elKiv mwVK 

Z_¨ cvq bv| A‡bK mgq mwVK c×wZ‡Z DcvË msMÖn I we‡kølY Kiv nq bv| d‡j wecYb M‡elYvi djvdj 

wek¦vm‡hvM¨Zv AR©b Ki‡Z cv‡i bv| 

8. M‡elK‡`i AmZZv (Dishonesty of Researcher): Avgv‡`i †`‡k M‡elK ev DcvË mMMÖnKvixi AmZZvi 

Kvi‡Y A‡bK mgq M‡elYvi gva¨‡g mwVK mgm¨v wPwýZ Kiv m¤¢e nq bv| ‡hgb-DcvË msMÖnKvix gvV chv©‡q bv 

wM‡q wb‡RB cÖkœgvjv fivU K‡i ev wb‡Ri g‡bvfve Øviv DËi`vZv‡K cÖfvweZ K‡ib| 

9. DcvË e¨vs‡Ki Afve (Lack of Data Bank): †h †Kv‡bv M‡elYvi †ÿ‡Î M‡elKMY cÖv_wgK DcvË msMÖn Kivi 

Av‡M gva¨wgK DcvË wb‡q KvR K‡ib| evsjv‡`‡k DcvË e¨vs‡Ki Afv‡e A‡bK mgq cÖ‡qvRbxq gva¨wgK 

DcvË cvIqv hvq bv| d‡j M‡elYv Kg©KvÛ e¨vnZ nq| 

10.  M‡elYv we‡kl‡Ái Afve (Lack of Research Expert): wecYb M‡elYv cwiPvjbv Rb¨ `ÿ M‡el‡Ki cÖ‡qvRb 

nq| GQvov, wewfbœ cwimsL¨vwbK c×wZi gva¨‡g DcvË msMÖn I v we‡køl‡Yi Rb¨ we‡kl Áv‡bi `iKvi| 

evsjv‡`‡k G ai‡bi M‡elYv we‡kl‡Ái ¯̂íZv i‡q‡Q| 

11. M‡elYv cÖwZôcv‡bi ¯̂íZv (Shortage of Research Organization): evsjv‡`‡k †emiKvwi ev evwYwR¨K D‡Ï‡k¨ 

wecYb M‡elYv cwiPvjbvKvix cÖwZôvb Lye GKUv M‡o I‡Vwb| M‡elYv cÖwZôv‡bi Afv‡e A‡bK mgq PvB‡jI 

M‡elYv cwiPvjbv Kiv m¤¢e nq bv| 

12. mvgvwRK wewa wb‡la (Social Restrictions): G‡`‡ki mvgvwRK †cÖÿvc‡U A‡bK mgq gwnjv‡`i wbKU †_‡K 

DcvË msMÖn Kiv hvq bv| c ©̀vbkxj gwnjviv cÖkœKZ©vi mvg‡b Av‡b bv| d‡j Z_¨msM‡n mgm¨v nq| G‡Z 

A‡bK †ÿ‡Î M‡elYv Ac~Yv©½ †_‡K hvq| 

13. A_© e¨‡qi Abxnv (Unwillingness to Spend Money): evsjv‡`‡ki A‡bK e„nr cÖwZôv‡bi gvwjK Awkw·Z ev 

Aa©wkw·Z †jvKRb| M‡elYvi djvdj †`Lv hvq bv| d‡j e¨emv‡qi gvwjKMY M‡elYvi ¸iæZ¡ Dcjwä Ki‡Z 

cv‡ibbv Ges M‡elYvi wcQ‡b A_© e¨q Ki‡Z Abxnv cÖKvk K‡ib| 

14. M‡elYvi axiMwZ (Slow Motion of Research): evsjv‡`‡k `ÿ M‡elK I M‡elYvKgx©i Afve i‡q‡Q| GQvov 

DcvË msMÖnM I we‡køl‡Yi AvaywbK hš¿cvwZ I cÖhyw³i Afve i‡q‡Q| DËi`vZviv A‡bK †ÿ‡ÎB cÖ‡qvRbxq 

mn‡hvwMZv K‡i bv| d‡j M‡elYv m¤úbœ Ki‡Z AbK mgq †j‡M hvq| axiMwZi Kvi‡Y A‡bK cÖwZôvb M‡elYvi 

AvMÖn †`Lvq bv| 
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15. hš¿cvwZi Afve (Lack of Instruments): wecYb M‡elYvi djvdj we‡køl‡Yi Rb¨ wewfbœ ai‡bi hš¿cvwZ I 

cÖhyw³ cÖ‡qvRb nq| eZ©gv‡b A‡bK mnR mdUIq¨vi G‡ÿ‡Î e¨eüZ nq| G¸‡jv evsjv‡`‡k mnRjf¨ bq| 

d‡j DËg M‡elYv cwiPvjbv A‡bKmgq evavMÖ Í̄ nq| 

16. miKvwi c„ô‡cvlKZvi Afve (Lack of Government Patronization): M‡elK I M‡elYvKgx©‡`i cÖwkÿY 

†`Iqvi †ÿ‡Î miKvwi cÖô‡cvlKZv cÖ‡qvRb nq| GQvov, miKvwi D‡`¨v‡M wewfbœ wel‡q Z_¨ msMÖn K‡i DcvË 

e¨vsK cÖwZôv Kivi cÖ‡qvRb nq| evsjv‡`‡k AvkjvZvwš¿K RwUjZvi Kvi‡Y M‡elYvi Rb¨ miKvwi cÖwZôv‡bi 

Z_¨ c‡qvRb n‡j Zv mn‡R cvIqv hvq bv| d‡j M‡elYv ÿwZMÖ Í̄ nq| 

Dchy©³ wewfbœ mgm¨vi Kvi‡Y evsjv‡`‡k wecYb M‡elYv Rbwcªq nqwb| GmKj mgm¨v mgvavb Kiv ‡M‡j evsjv‡`‡k 

wecYb M‡elYv ¸iæZ¡c~Y© Ae`vb ivL‡Z mÿg n‡e| B`vwbs †ek wKQz cÖwZôvb wecYb M‡elYvi Kv‡R nvZ w`‡q‡Q| 

 

evsjv‡`‡k wecYb M‡elYvi mgm¨v mgvav‡bi Dcvq 
Measures to Solve the Problems of Marketing Research in Bangladesh 

e¨qeûj, we‡kl‡Ái Afve, Z‡_¨i Achv©ßZv BZ¨vw` mgm¨vi Kvi‡Y evsjv‡`‡k wecYb M‡elbv wm×všÍ MÖn‡Yi 

†ÿ‡Î Kvw•ÿZ gvÎvq mnvqZv Ki‡Z cvi‡Q bv| wKQz c`‡ÿc MÖn‡Yi gva¨‡g G mgm¨vi mgvavb Kiv m¤¢e| wb‡P 

evsjv‡`‡k M‡elYvi mgm¨v mgvav‡bi Dcvq m¤ú‡K© Av‡jvPbv Kiv n‡jv: 

1. cÖwkÿY  (Training): h_vh_ cÖwkÿ‡Yi Afv‡e evsjv‡`‡k A‡bK M‡elK I M‡elYvKgx© `ÿZvi mv‡_ M‡elbv 

cwiPvjbv Ki‡Z cv‡i bv| miKvwi I †emiKvwi D‡`¨v‡M cÖwkÿY `v‡b e¨e ’̄v Kiv †h‡Z cv‡i| †`wk we‡`kx 

`ÿ cÖwkÿK G‡b cÖwkÿY `vb Ki‡Z cvi‡j Zv djcÖm~ n‡Z cv‡i| 

2. AvaywbK hš¿cvwZi e¨envi (Use of Modern Equipments): DbœZ we‡k¦ eZ©gv‡b Z_¨ msMÖn I we‡køl‡Yi †ÿ‡Î 

A‡bK AvaywbK hš¿cvwZ e¨eüZ n‡”Q| evsjv‡`‡k M‡elYvi †ÿ‡Î AvaywbK hš¿cvwZ I cÖhyw³ e¨envi Kiv †h‡Z 

cv‡i Gi d‡j mn‡R I `yªZZvi mv‡_ M‡elbvi KvR †kl Kiv m¤¢e n‡e| 

3.  DËi`vZv‡`i m‡PZbv e„w× (Increase Awareness of Respondent): evsjv‡`‡ki A‡bK DËi`vZv Z_¨ 

msMÖnKvix‡`i mn‡hvwMZv K‡ bv ev mwVK Z_¨ ‡`q bv| GRb¨ M‡elYvi e¨vcv‡i DËi`vZv‡`i m‡PZb Ki‡Z 

n‡e| MYgva¨g¸‡jv G‡ÿ‡Î Kvh©Ki f‚wgKv cvjb Ki‡Z cv‡i| 

4. DcvË e¨vsK cÖwZôv (Establish Data Bank): wecYb M‡elbvi cÖv_wgK chv©‡qi gva¨wgK DcvË we‡køl‡Yi 

cÖ‡qvRb nq| evsjv‡`‡k †Zgb †Kvb Ava~wbK DcvË e¨vsK (Data Bank) ‡bB e‡j gva¨wgK DcvË mn‡R cvIqv 

hvq bv| miKvwi D‡`&¨v‡M Ava~wbK my‡hvM-myweav m¤^wjZ DcvË e¨vsK cÖwZôv Kiv †M‡j wecYb M‡elYvi Kv‡R 

MwZ Avm‡e| 

5. wecYb gZev‡`i cÖ‡qvM (Apply Marketing Concept): AvaywbK wecYb gZev‡` †fv³v‡`i mš‘wói Dci ¸iæZ¡ 

Av‡ivc Kiv nq| G‡`‡ki †ewkifvM D‡`¨v³v wecYb gZev` AbymiY K‡ib bv| d‡j †fv³v mš‘wó e„w×i Rb¨ 

M‡elYv cwiPvjbvq Zv‡`i †Zgb AvMÖn ‡bB| 

6. cÖwZ‡hvwMZv e„w× (Increase Competition): evsjv‡`‡k A‡bK e¨emv‡qB myôz cÖwZ‡hvwMZvg~jK cwi‡ek ‡bB| 

d‡j e¨emvqxiv wecYb M‡elYv cwiPvjbvq Drmvn †eva K‡ibv| miKvwi D‡`¨v‡M cÖwZ‡hvwMZvq †RZvi j‡ÿ¨ 

e¨emvqxiv M‡elYvi cÖwZ AvMÖnx n‡e| 

7. M‡elYv cÖwZôv‡bi msL¨v e„w× (Increase Number of Research Organization): evsjv‡`‡ki wecYb M‡elYv 

cwiPvjbvKvix cÖwZôv‡bi msL¨v LyeB Kg| miKv‡ii cvkvcvwk †emiKvwi D‡`¨v³v‡`i G‡ÿ‡Î GwM‡q Avm‡Z 

n‡e| 
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8. M‡elYvKgx©‡`i mZZv e„w× (Increase Honesty of research Workers): A‡bK mgq M‡elYvKgx©‡`i AmZZvi 

Kvi‡Y M‡elYvq mwVK djvdj cvIqv hvq bv KviY Zviv M‡elYv Kv‡R chv©ß mgq w`q bv| G‡ÿ‡Î M‡elK I 

M‡elYvKgx©‡`i mZZv e„w× Ki‡Z n‡e| 

9. cðv`gyLx g‡evfve n«vm (Reduce Backdated Attitude): wkÿv I m‡PZbZvi Afv‡e G‡`‡ki e¨emvqxiv wm×všÍ 

MÖn‡Yi †ÿ‡Î wecYb M‡elYvi ¸iæZ¡ Dcjwä Ki‡Z cv‡i bv| e¨emvqx‡`i m‡enb Ki‡Z n‡e| G‡ÿ‡Î 

cÖwZôv‡b Kg©iZ D”PwkwÿZ wbev©nx‡`i AMÖYx f‚wgKv †ewk| 

10. A_©ms ’̄v‡bi e¨e ’̄v (Financial Arrangement): A‡bK mgq B”Q _vK‡jI cÖwZôv‡bi Avw_©K mxgve×Zvi Kvi‡Y 

wecYb M‡elYv cwiPvjbv Kiv m¤¢e nqbv| G j‡ÿ¨ miKvwi I ‡emiKvwi Lv‡Z Avjv`v Znwej MVb K‡i 

M‡elYvq A_©ms ’̄vb Ki‡Z cv‡i| 

11. iKvwi c„ô‡cvlKZv (Government Partonization): evsjv‡`‡k wecYb M‡elYvi mgm¨v mgvav‡b miKvi bvbvfv‡e 

c„ô‡cvlKZv Ki‡Z cv‡i| †hgb-KiKvwi D‡`¨v‡M cÖwkÿ‡Yi e¨e ’̄v, DcvË e¨vsK cÖwZôv, M‡elYv hš¿cvwZ I 

cÖhyw³ Avg`vwb‡Z ïé I evav n«vm, miKvwi cÖwZôv‡bi Z_¨ cÖvwß‡Z mnvqZv BZ¨vw`| 

 

Dchy©³ c`‡ÿc¸‡jv MÖn‡Yi gva¨‡g evsjv‡`‡k wecYb M‡elYvi A‡bK¸‡jv mgm¨v‡K KvwU‡q IVv m¤¢e n‡e| Z‡e 

mgwš^Zfv‡e `xN©‡gqvw` wfwË‡Z cwiKwíZfv‡e AMÖmi n‡j GKmgq wm×všÍ MÖn‡Yi †ÿ‡Î wecYb M‡elYv ¸iæZ¡c~Y© 

Ae`vb ivL‡Z mÿg n‡e| 

 

wecYb M‡elYv e¨env‡ii cÖwZeÜKZv ~̀ixKiY 
Overcoming Barriers to the Use of Marketing Research 

wecYb M‡elYv `ªæZ m¤úv`‡bi ciI K‡qKwU Kvi‡Y †Kvb †Kvb †Kv¤úvwb Zvi e¨vcK I mwVK e¨env‡i e¨_© n‡q 

hvq, KviY¸‡jv wb¤œiƒc: 

1. M‡elYvi msKxY© aviYv (A Narrow Conception of the Research): †Kvb †Kvb e¨e ’̄vcK wecYb M‡elbv‡K AwZ 

mvaviY welq wn‡m‡e †`‡L| Zviv Avkv K‡i M‡elK wb‡RB cÖkœcÎ ˆZwi Ki‡e, bgybv cQ›` Ki‡e, mvÿvrKvi 

cwiPvjbv Ki‡e Ges djvd‡ji cÖwZ‡e`b †ckKi‡e| mgm¨v‡K msÁvwqZ Kivi e¨vcv‡i Mfxifv‡e fvev nq 

bv| d‡j wecYb M‡elYv e¨_©Zvq ch©ewmZ nq| 

2. M‡elK‡`iA mg ghv©`v (Uneven Caliber of Researchers): A‡bK e¨e ’̄vcK M‡elbv KvR‡K †Kivwbi †P‡qI 

wb¤œgv‡bi KvR e‡j g‡b K‡i Ges †mfv‡e AvPiY K‡i| d‡j A`ÿ M‡elK wbhy³ nq Ges Zv‡`i `ye©j 

cÖwkÿY, m„wókxjZvi Afve AbybœZ djvdj e‡q Av‡b| e¨e ’̄Acbv M‡elK‡`i ¯̂í cwigvY †eZb fvZv e¨e ’̄v 

K‡i, d‡j M‡elYvq Drmvn fvUv c‡o| 

3. mgm¨v‡K ¸iæZ¡nxb †`Lv‡kvbv (Poor Farming of the Problem): M‡elYvi mdjZvi Rb¨ `iKvi mgm¨vwU‡K 

mwVKfv‡e, Mfxi `„wó‡Z Dcjwä Kiv| A‡bK †mv¤úvwb M‡elYvi Rb¨ e¨vcK cwigvY e¨q K‡i| wKš‘ g~j mgm¨v 

A_v©r hv‡K †K›`ª K‡i  wecYb M‡elYv AvewZ©Z nq †mB e¨vcv‡i †Kv¤úvwbi msÁvqb mwVK nq bv| d‡j wecYb 

M‡elYvi djvdj e¨_© n‡q hvq| 

4. wejw¤^Z Ges K`vwPr fzjåvwšÍ †`Lv (Late and Occasionalty Erroneous Findings ): e¨e ’̄vcK mwVK Ges 

wf©i‡hvM¨ djvdj cÖZ¨vkv K‡i| A‡bK mgqB e¨e ’̄AcK Lye `ªæZ djvdj Pvq| wKš‘ fvj M‡elYvi Rb¨ h‡_ó 

mgq I A‡_©i `iKvi nq| M‡elYv AwaK mgq I AwaK A_© e¨q Ki‡j e¨e ’̄vc‡Kiv wei³ nq| 

5. e¨w³Z¡ Ges Dc ’̄vcbvi cv_©K¨ (Personality and Presentational Differences): e¨e ’̄vcK I M‡elK‡`i e¨w³Z¡ 

I Dc¯’Acbvi ÷vB‡j cv_©K¨ _vK‡Z cv‡i, hv wecYb M‡elYvi Rb¨ ÿwZKi| †hgb, GKRb e¨e ’̄vcK 

ev Í̄eZv, mijZv Ges wbw`©óZvwfwËK M‡flYv 
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6. e¨e ’̄vcKxq wm×v‡šÍi  weKí bq (Not a Substitute for Executive Decisions): wecYb M‡elYv n‡”Q wm×všÍ 

MÖn‡Yi GKwU nvwZqvi| 

7. fwel¨r wbfz©jfv‡e/h_vh_fv‡e c~ev©bygvb Ki‡Z bv cviv (Cannot Predict the Future Precisely): wecYb 

M‡elYvi gva¨‡g wbf©yjfv‡e fwel¨r c~ev©bygvb Kiv m¤¢e nq bv| 

8. e¨e Í̄vcK‡`i cÖwZ‡iva (Resistance by Managers): AwaKvsk †Kv¤úvwb‡Z ¯̂vaxb I c„_K wecYb M‡elYv wefvM 

_v‡K bv| 

9. mKj wecYb mgm¨v m¤ú‡K© M‡elYv Kiv hvq bv (All Marketing Problems Cannot be Researched): M‡elYvq 

e¨eüZ nvwZqv¸‡jvi mxgve×Zv ev A „̀k¨ Dcv`v‡bi cÖfv‡e A‡bK †ÿ‡Î cÖK…Z djvdj cvIqv hvq bv| 

D™¢zZ mgm¨v mgvav‡bi Rb¨ M‡elYv Acwinvh©| KviY wecYb M‡elYv e¨e¯’vcbvi Rb¨ cÖvmw½K, wbf©yj, Kvh©Kix, 

wbf©i‡hvM¨, ˆea Ges mg‡qvc‡hvMx Z_¨ mieiv‡ni †Póv K‡i| 
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mvims‡ÿc  

 

wecYb M‡elbv GKwU Pjgvb cÖwµqv| wewfbœ DbœZ †`‡k †fv³v Rwi‡ci D‡Ï‡k¨ cÖwZwbqZ wecYb M‡elYv 

cwiPvwjZ n‡jI evsjv‡`‡ki †cÖwÿ‡Z GwU GKwU ~̀iƒn KvR| evsjv‡`‡k G M‡elYv cwiPvjbvi †ÿ‡Î bvbv cÖKvi 

mgm¨vb mb¥yLxb n‡Z nq| G‡ÿ‡Î we`¨gvb mgm¨v¸‡jvi K‡qKwU n‡jv-evsjv‡`‡k eZ©gv‡b wkíRvZ c‡Y¨i 

†ÿ‡Î Ôwe‡µZvi evRviÕ cwiw¯’wZ weivR Ki‡Q| d‡j Drcv`KMY weµq welqK we‡kl †Kv‡bv mgm¨vi m¤§yLxb nb 

bv ej‡jB P‡j| d‡j c‡Y¨i DrKl© mvab ev †gvo‡Ki Dbœqb wKsev †fv³v‡`i AvPiY cwigvc BZ¨vw` wel‡q 

M‡elYvi †Kv‡bv cÖ‡qvRbxqZvB †KD Abyfe K‡ib bv| ZvQvov Avgv‡`i g‡Zv Dbœqbkxj †`k¸‡jv‡Z cÖwkÿYcÖvß 

M‡elYv Kgx©i ¯̂íZv i‡q‡Q| wecYb M‡elYvi b¨vq e¨vcK cwikÖggyLx Kv‡h© h‡_ó †hvM¨Zvm¤úbœ Kgx©i cÖ‡qvRb 

nq| mvaviY †jv‡Ki mv‡_ Avjvc-Av‡jvPbv K‡i Zv‡`i mvÿvrKvi MÖnY K‡i Zv‡`i mv‡_ ü`¨Zv ’̄vcb K‡i 

Zv‡`i g‡bvfve Rwic K‡i Avbv mnR K_v bq| evsjv‡`‡k †emiKvwi ev evwYwR¨K D‡Ï‡k¨ wecYb M‡elYv 

cwiPvjbvKvix cÖwZôvb Lye GKUv M‡o I‡Vwb| M‡elYv cÖwZôv‡bi Afv‡e A‡bK mgq PvB‡jI M‡elYv cwiPvjbv 

Kiv m¤¢e nq bv| M‡elK I M‡elYvKgx©‡`i cÖwkÿY †`Iqvi †ÿ‡Î miKvwi cÖô‡cvlKZv cÖ‡qvRb nq| GQvov, 

miKvwi D‡`¨v‡M wewfbœ wel‡q Z_¨ msMÖn K‡i DcvË e¨vsK cÖwZôv Kivi cÖ‡qvRb nq| evsjv‡`‡k AvgjvZvwš¿K 

RwUjZvi Kvi‡Y M‡elYvi Rb¨ miKvwi cÖwZôv‡bi Z_¨ c‡qvRb n‡j Zv mn‡R cvIqv hvq bv| d‡j M‡elYv 

ÿwZMÖ Í̄ nq| 
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BDwbU DËi g~j¨vqb  

 

1. M‡elYv ej‡Z Kx †evSvq? 

2. wecYb M‡elYv ej‡Z Kx †evSvq? 

3. e¨emvq M‡elYvi AvIZv Av‡jvPbv Kiæb| 

4. e¨emvq M‡elYvi cÖ‡qvRbxqZv Av‡jvPbv Kiæb| 

5. wecYb M‡elYv I wecYb Z_¨ e¨e ’̄vi g‡a¨ cv_©K¨ wjLyb| 

6. wecYb M‡elYvi ˆewkó/cÖK…wZ eY©bv Kiæb| 

7. wecYb M‡elYvi jÿ¨ I D‡Ïk¨ e¨vL¨v Kiæb| 

8. wecYb M‡elYvi AvIZv eY©bv Kiæb| 

9. wecYb M‡elYvi cÖKvi‡f` eY©bv Kiæb| 

10. wecYb M‡elYvi Kvh©vejx eY©bv Kiæb| 

11. wecYb M‡elYv cÖwµqvi avcmg~n eY©bv Kiæb| 

12. wecYb M‡elYvi mgm¨v¸‡jv eY©bv Kiæb| 

13. wecYb Z_¨ e¨e ’̄vi ¸iæZ¡ wjLyb| 

14. evsjv‡`‡k wecYb M‡elYvi mgm¨v I Zv mgvav‡bi Dcvqmg~n e¨vL¨v Kiæb| 

15. wecYb Z_¨ e¨e ’̄v I wkÿv mnvqK c×wZi g‡a¨ cv_©K¨ Zy‡j aiæb| 
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