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†µZv I †fv³vi Pvwn`v Abyhvqx cY¨ cÖ ‘̄Z K‡i Zv evRv‡i mieivn Kivi Rb¨ wecYb GKwU ¸iæZ¡c~Y© e¨emvwqK 

Kvh©µg, hvi gva¨‡g e¨emvq cÖwZôvb †µZv ev †fv³vi mš‘wó AR©b K‡i| GB Kvh©µg cwiPvjbv Ki‡Z wM‡q 

wecYbKvix‡`i‡K cÖwZwbqZ bvbv P¨‡j‡Äi gy‡LvgywL n‡Z nq| KviY hy‡Mi cwieZ©‡bi mv‡_ mv‡_ †fv³vi iæwP I 

Pvwn`vi cwieZ©b n‡q‡Q| Avevi cÖwZ‡hvMxZvI Zxeª AvKvi aviY K‡i‡Q| †m Kvi‡Y †µZv m¤úK© m„wó I Zv a‡i 

ivLvi e¨vcv‡i wecYbKvix‡`i‡K bZzb K‡i fve‡Z n‡”Q| G BDwb‡U wecYb Kx I wecYb wKfv‡e †µZv m¤úK© m„wó 

K‡i †mB m¤ú‡K© cÖv_wgK aviYv †`Iqv n‡q‡Q|  

 

G BDwb‡U †gvU QqwU cvV Av‡Q| cÖ_g cv‡V wecY‡bi f‚wgKv, wecY‡bi msÁv, wecY‡bi †gŠwjK aviYv I wecYb 

e¨e ’̄vcbvi gZev` wel‡q Av‡jvPbv Kiv n‡q‡Q| wØZxq cv‡V ‡KŠkjMZ wecY‡bi msÁv, ‡KŠkjMZ wecYb 

e¨e ’̄vcbvi wfwË Ges ‡KŠkjMZ wecY‡bi cÖK…wZ I Kvh©mg~n wb‡q we Í̄vwiZ weeiY †`Iqv n‡q‡Q| Z„Zxq cv‡V  

evRvi cwiwPwZKiY, evRvi cwiwPwZKi‡Yi myweav Ges evRvigywL †KŠkjmg~n wb‡q Av‡jvPbv Kiv n‡q‡Q| PZz_© cv‡V 

evRvigywL wecYb †KŠk‡ji ˆewkó¨, ‡µZv f¨vjy Ges †µZv f¨vjy AR©‡bi Dcvq m¤ú‡K© eY©bv Kiv n‡q‡Q|  cÂg 

cv‡V ‡µZvgywL wecY‡bi †KŠkjmg~n cÖYqb Ges †KŠkjMZ cwiKíbv I wecYb cwiKíbvi g‡a¨ cv_©K¨mg~n Zz‡j 

aiv n‡q‡Q Ges me©‡kl lô cv‡V mvg‡_©¨i msÁv I cv_©K¨m~PK mvg‡_©¨i aiYmg~n Av‡jvPbv Kiv n‡q‡Q|  

 

 

BDwbU mgvwßi mgq  BDwbU mgvwßi m‡e©v”P mgq ỳB mßvn 
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f‚wgKv, wecY‡bi msÁv, ¸iæZ¡, †gŠwjK aviYv I wecYb e¨e¯’vcbvi gZev`mg~n 
Introduction, Definition, Importance & Core Concepts of Marketing,  

and Philosophy of Marketing Management 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 wecYb m¤ú‡K© GKwU mvaviY aviYv jvf Ki‡Z cvi‡eb 

 wecY‡bi ¸iæZ¡mg~n e¨vL¨v Ki‡Z cvi‡eb  

 wecY‡bi †gŠwjK aviYvmg~n eY©bv Ki‡Z cvi‡eb 

 †µZv f¨vjyPvwjZ wecYb †KŠkj bKkv m¤ú‡K© Rvb‡Z cvi‡eb 

 wecYb e¨e ’̄vcbvi gZev`mg~n e¨vL¨v Ki‡Z cvi‡eb| 

 

hyM hyM a‡i gvbe RvwZi cÖ‡qvRb I Kj¨vY wbwðZ Kivi Rb¨ bvbv cÖKvi cY¨ I †mevi Avwef©ve  n‡q‡Q| GB †h, 

Avgv‡`i cÖwZw`b Nyg †_‡K I‡V ÔUz_‡cóÕ w`‡q `vuZ gvRv, iæwU ev c‡ivUv w`‡q bv Í̄v Kiv, wiKmv ev Mvwo‡Z P‡o 

¯‹zj-K‡j‡R hvIqv, Amy ’̄¨ n‡j wewfbœ nvmcvZv‡j wPwKrmv †bqv Ges cÖwZw`b wbZ¨ c‡qvRbxq `ªe¨vw` µq K‡i 

Avgv‡`i ˆ`bw›`b Pvwn`v c~iY Kiv, Gm‡ei g~‡jB wKš‘ wecYb welqwU RwoZ| wecYb kãwU Ôgv‡K©wUsÕ ev 

ÔevRviRvZKiYÕ bv‡gI Avgv‡`i †`‡k AwaK cwiwPZ| wewfbœ †jLK-M‡elKMYI Zv‡`i ‡jLbx‡Z wecYb ev 

evRviRvZKiY ev gv‡K©wUs kãwU e¨envi K‡i‡Qb| aviYv Kiv nq †h, 1700 †_‡K 1800 `k‡Ki gvSvgvwS mg‡q 

wecYb aviYvwUi m~ÎcvZ nq| Z‡e wecY‡bi MwZkxjZv ïiæ nq 1940 mvj †_‡K| Avevi †Kvb †Kvb we‡kl‡Ái 

g‡Z wecYb aviYvi ïiæ 1960 mvj †_‡K| wecY‡bi ¸iæ bv‡g L¨vZ Av‡gwiKvi b_©-I‡q÷vb©-wek¦we`¨vj‡qi 

Aa¨vcK W. wdwjc ‡KvUjvi Gi †jLbx‡Z wecYb aviYvwUi e¨vcKZv jvf K‡i‡Q|  

 

hy‡Mi cwieZ©‡bi mv‡_ mv‡_ gvby‡li iæwP I Pvwn`vi cwieZ©b n‡”Q, †mB mv‡_ cwieZ©b n‡”Q wecYb `k©‡biI| 

†gŠwjK wecYb aviYvi mv‡_ hy³ n‡”Q bZzb bZzb aviYv I AvaywbK Kjv-‡KŠk‡ji| g~jZ wecYb n‡jv Ggb GKwU 

mgwš^Z Kvhv©ejx hv †µZv‡`i Rb¨ f¨vjy m„wó K‡i Ges wewbg‡q f¨vjy AR©‡bi Rb¨ kw³kvjx †µZv m¤úK© M‡o 

†Zv‡j| AvaywbK wecYbKvix‡K evRv‡i †µZvi Ae ’̄vb, Zv‡`i cÖ‡qvRb Abyaveb, Zv‡`i‡K m‡ev©”P f¨vjy cÖ`vb, 

†µZvgywL †KŠkj cÖYqb I Zv ev Í̄evq‡bi cÖwZ AwaK ¸iæZ¡ cÖ`vb Ki‡Z nh| Avi Zv Ki‡Z wM‡q cwiewZ©Z 

cwiw ’̄wZi mv‡_ Lvc LvB‡q wb‡Z wewfbœ Kjv-‡KŠkj cwieZ©b Ki‡Z nq| ZvB G cv‡V wecY‡bi mvaviY aviYv, 

wecY‡bi msÁv, wecY‡bi ¸iæZ¡, wecY‡bi †gŠwjK welqvejx Ges wecYb e¨e ’̄vcbvi `k©b m¤ú‡K© Av‡jvKcvZ Kiv 

n‡q‡Q| 

 

wecY‡bi aviYv 

Cocepts of Marketing 

wecYb †µZv †mevi GKwU cwieZ©bkxj I RwUj welq| A‡bK mgqB wecYb ev gv‡K©wUs w`‡q ïay µq-weµq ev 

cÖPviYvKvh©‡K †evSv‡bv n‡q _v‡K| cÖK…Zc‡ÿ, wecYb µq-weµq ev cÖPviYv QvovI c‡Y¨i Pvwn`v wba©viY, AvKl©Yxq 

†gvoKxKiY, g~j¨ wba©viY, cwienb, cÖmvi BZ¨vw` KvR K‡i| eZ©gvb mg‡q wecYb ej‡Z m‡šÍvlRbKfv‡e †µZv ev 

†fv³vi cÖ‡qvRbmg~n c~iY‡K †evSvq| wecY‡bi g~j D‡Ïk¨ n‡jv †µZv f¨vjy ev myweav mieiv‡ni cÖwZkÖæwZi gva¨‡g 

bZzb †µZv‡K AvK„ó Kiv Ges †µZv mš‘wó weav‡bi gva¨‡g eZ©gvb †µZv‡K a‡i ivLv I mš‘ó †µZvi msL¨v e„w× 

Kiv| cY¨ Drcv`‡bi c~e© †_‡K ïiæ K‡i Drcvw`Z cY¨ †µZv ev †fv³vi wbKU †cuŠ‡Q †`Iqv ch©šÍ wecYb wewfbœ 

ai‡bi Kv‡Ri mv‡_ RwoZ _v‡K| 
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wecY‡bi KvR‡K wZbwU ch©v‡q fvM Kiv hvq; h_v: cY¨ Drcv`‡bi c~‡e©, cY¨ Drcv`‡bi c‡i Ges cY¨ weµq Kivi 

cieZ©x‡Z| cY¨ Drcv`‡bi c~‡e© wecY‡bi KvR¸‡jv n‡”Q evRvi Rwic, Pvwn`v wba©viY, A_©-ms ’̄vb, cÖwZ‡hvMx‡`i 

wPwýZ Kiv BZ¨vw`| Drcv`‡bi c‡i wecY‡bi ¸iæZ¡c~Y© KvR n‡jv gvb wba©viY, wefw³KiY, †gvoKxKiY, g~j¨ 

wba©viY, cwienb, ¸`vgRvZKiY, eÈb, SzuwK MÖnY, cY¨ cÖmvi BZ¨vw`| me©‡k‡l cY¨ †fv³vi Kv‡Q †cuŠ‡Q †`Iqv 

A_ev cY¨ †fv³vi Kv‡Q weµq Kiv n‡jB wecY‡bi Kvh©µg †kl n‡q hvq bv| †fv³vi Kv‡Q †cuŠQv‡bvi ciI 

wecY‡bi wKQy KvR _v‡K| †hgb- weµ‡qvËi †mev cÖ`vb, †fv³v ev †µZvi mš‘wó cwigvc, mš‘wó eRvq ivLv Ges e„w× 

Kiv, wecY‡bi bvbvwea Kvh©µg g~j¨vqb Kiv| myZivs ejv †h‡Z cv‡i †h, wecYb n‡”Q GKwU mvgvwRK I 

e¨e ’̄vcKxq cÖwµqv hvi gva¨‡g cÖvwZôvwbK D‡Ïk¨ AR©‡bi j‡ÿ¨ †µZv‡`i Pvwn`v †gvZv‡eK cY¨ ev †mev wewbgq 

Kivi gva¨‡g Zv‡`i mš‘wó weavb Kiv nq|  

 

Philip Kotler & Gary Armstrong wecYb‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Marketing is a social and 

managerial process whereby individuals and groups obtain what they need and want through creating and 

exchanging products and value with others.” A_©vr wecYb n‡”Q GKwU mvgvwRK Ges e¨e ’̄vcKxq cÖwµqv hvi 

gva¨‡g e¨w³eM© Ges `j Ab¨‡`i mv‡_ cY¨`ªe¨ I f¨vjy m„wó Ges wewbg‡qi gva¨‡g Zv‡`i cÖ‡qvRb I Afve c~iY 

K‡i _v‡K| 

 

American Marketing Association (AMA) wecY‡bi †h msÁv cÖ`vb K‡i‡Q Zv n‡jv, “Marketing is the 

activity, set of institutions, and processes for creating, communicating, delivering, and exchanging 

offerings that have value for customers, clients, partners, and society at large.” A_©vr wecYb n‡jv Kvh©µg, 

†Kv¤úvwbi †mU Ges weµ‡qi cÖ Í̄ve m„wó, †hvMv‡hvM, mieivn I wewbg‡qi cÖwµqv hv †µZv, MÖvnK, Askx`vi I 

e„nËi mgv‡Ri Rb¨ myweav cÖ`vb K‡i| 

 

Zvn‡j ejv †h‡Z cv‡i †h, wecYb n‡jv GKwU †fv³vgywL, e¨e ’̄vcKxq, mvgvwRK I wewbgq cÖwµqv hvi gva¨‡g 

†fv³vi Afve c~iY I Zv‡`i mv‡_ kw³kvjx m¤úK© M‡o †Zvjvi gva¨‡g cÖwZôv‡bi jÿ¨ AR©‡bi †Póv Kiv nq| 

 

wecY‡bi ‡gŠwjK aviYv 
Core Concepts of Marketing 

†fv³v‡`i cÖ‡qvRb wba©viY, †mBfv‡e cY¨ Drcv`b I eÈb Ges †fv³v‡`i mš‘wó weavb n‡jv wecY‡bi GKgvÎ 

jÿ¨| wecYb m¤ú‡K© Av‡jvPbvi Rb¨ KZK¸‡jv aviYv m¤ú‡K© Ávb _vKv cÖ‡qvRb| GB aviYvmg~n wecYb m¤úwK©Z 

Av‡jvPbvi wfwË wn‡m‡e KvR K‡i| wb‡P wPÎ 1.1 Gi mvnv‡h¨ wecY‡bi †gŠwjK aviYv¸‡jv Dc¯’vcb I  Av‡jvPbv 

Kiv n‡jvÑ  

 

 

cÖ‡qvRb, Afve I Pvwn`v 

evRvi 

wewbgq, †jb‡`b I m¤úK© 

cY¨, †mev I AwfÁZv 

f¨vjy Ges mš‘wó 

wecY‡bi 

†gŠwjK 

aviYvmg~n 

wPÎ 1.1: wecY‡bi †gŠwjK aviYvmg~n 
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1. cÖ‡qvRb, Afve I Pvwn`v (Needs, Wants and Demands): ˆ`bw›`b Rxe‡b †eu‡P _vKvi Rb¨ wewfbœ 

`ªe¨mvgMÖx I †mevi Avek¨KZv Abyfe Kiv‡K cÖ‡qvRb e‡j| †eu‡P _vKvi Rb¨ gvby‡li Lv`¨, e ¿̄, evm ’̄vb, 

wbivcËv, wPwKrmv, †mev BZ¨vw` Acwinvh©| †hgb: ÿzav wbevi‡Yi Rb¨ gvbyl Lv`¨ MÖnY K‡i Avevi gvbyl 

wbivc‡` I Aviv‡gi _vKvi Rb¨ evm ’̄v‡bi cÖ‡qvRb †eva K‡i| gvby‡li GB cÖ‡qvRb c~iY Kiv †_‡K 

wecY‡bi †gŠwjK aviYvi ïiæ n‡q‡Q|  

 

mgvR, ms¯‹…wZ ev e¨w³Z¡ Øviv cÖfvweZ n‡q ÔcÖ‡qvRbÕ hLb `ªe¨mvgMÖx I †mevi AvKv‡i cÖKvk cvq ZLb 

Zv‡K Afve e‡j| gvbyl fv‡jvfv‡e †eu‡P _vKvi Rb¨ wewfbœ e ‘̄MZ I Ae ‘̄MZ `ªe¨mvgMÖxi cÖ‡qvRb Abyfe 

K‡i| †hgb: evsjv‡`wk †µZv Lv`¨ wn‡m‡e fvZ, wewiqvwb BZ¨vw` Avi Av‡gwiKvb †µZv evM©vi, †d«Â d«vB 

†ewk cQ›` Ki‡e|  

 

Avevi, †Kv‡bv ª̀e¨ ev †mevi Afve _vK‡j Ges †mwU µq Kivi Rb¨ A_© e¨q Kivi B”Qv I mvg_©¨ _vK‡j 

Zv‡K Pvwn`v e‡j| D`vniY¯^iƒc ejv hvq, †Kv‡bv †fv³vi evm ’̄v‡bi Afve i‡q‡Q, G Kvi‡Y †m wUb, BU 

A_ev KvV w`‡q Ni ˆZwi K‡i Zvi evm ’̄v‡bi Afve c~iY Ki‡Z cv‡i| Avw_©K mvg_©¨ Abyhvqx †Kv‡bv †fv³v 

hw` wU‡bi Ni ˆZwi K‡i, ZLb Zvi wbKU wU‡bi Pvwn`v i‡q‡Q| Avevi Ab¨ †Kv‡bv †fv³vi Kv‡Q B‡Ui 

ˆZwi AÆvwjKv evbv‡bvi mvg_©¨ _vK‡j Zvi Kv‡Q B‡Ui Pvwn`v i‡q‡Q|  

 

2. cY¨, †mev I AwfÁZv (Products, Services and Experiences): wecYbKvix GK¸”Q myweav (Bundle of 

benefits) cÖ`v‡bi gva¨‡g †µZvi cÖ‡qvRb‡K c~iY K‡i Ges evRv‡i weµ‡qi Rb¨ Dc¯’vcb K‡i| GB 

myweavmg~n cY¨, †mev, Z_¨, AwfÁZv BZ¨vw`i mgš^‡q iƒc`vb K‡i wbw`©ó †µZvi cÖ‡qvRb c~iY Kivi Rb¨ 

evRv‡i Dc¯’vcb Kiv‡K wecYb Advi (Marketing offerings) e‡j|  

 

wecYb Advi `„k¨gvb ev A „̀k¨gvb n‡Z cv‡i| †fv³vi cÖ‡qvRb I Afve c~iY Ki‡Z cv‡i Ggb `„k¨gvb hv 

wKQy evRv‡i weµ‡qi Rb¨ we`¨vgvb Zv‡K cY¨ e‡j| LvZv, Kjg, eB, Pvj, †Uwej, †Pqvi BZ¨vw` „̀k¨gvb 

cY¨| Ab¨w`‡K †mev RvZxq cY¨ n‡jv A „̀k¨gvb cY¨, hv cvIqvi Rb¨ †fv³v A_© wewbgq Ki‡Z cÖ ‘̄Z 

_v‡K| †hgb: †nv‡Uj, †mjyb, Mvwo †givgZ, AvBbRxex, wkÿK, cÖ‡KŠkjx, Wv³vi BZ¨vw` MZvbyMwZK 

†mevi mv‡_ eZ©gv‡b B›Uvi‡bU (Internet), Kzwiqvi (Courier), †nvg †Wwjfvwi (Home delivery) ‡mev 

BZ¨vw`i cÖmvi NU‡Q| wewfbœ †mev Ges c‡Y¨i mgv‡ek NwU‡q †Kv‡bv cÖwZôvb AwfÁZv (Experiences) 

m„wói gva¨‡g wecY‡bi Kvh©µg m¤úv`b Ki‡Z cv‡i| †hgb- D`¨v‡b ågY, cv‡K© †eov‡bv BZ¨vw`| GQvovI 

e¨vcKfv‡e, wecYbKvix Av‡iv A‡bK e ‘̄ ev mËv wecYb Ki‡Z cv‡i| wecYbKvix mgqwfwËK wewfbœ 

B‡f›Um ev Abyôvb (Events) Av‡qvRb Kivi gva¨‡g wbw`©ó †µZv‡`i wbKU cÖwZôvb, cY¨ ev †mevi msev` 

†cuŠ‡Q w`‡q _v‡K| †hgb: †Kv¤úvwbi el©c~wZ©, †UªW †kv, µxov Abyôvb, wPÎ cÖ`k©bx, I‡cb Gqvi KbmvU© 

BZ¨vw`| eZ©gv‡b RbwcÖq I weL¨vZ e¨w³‡K (Persons) †K›`ª K‡i wecYb Kvh©µg cwiPvjbv Kiv n‡”Q| 

weL¨vZ wPÎvwf‡bZv, wPwKrmK, †L‡jvqvo, ivRbxwZwe` Zv‡`i L¨vwZ, cwiwPwZ, bvg-hk, mybvg AvKl©Y 

BZ¨vw` e„w×i Rb¨ wecYbKvixi mvnvh¨ wb‡”Q| c„w_exi A‡bK †`k cÖvK…wZK †mŠ›`h© ev we‡klvwqZ wewfbœ 

’̄vb‡K (Places) AvKl©Yxq K‡i wecYb Kivi Rb¨ KvR Ki‡Q| †hgb: K·evRvi, my›`ieb BZ¨vw`| 

m¤úwËi (Properties) µq-weµ‡qi mv‡_ wecY‡bi cÖvq mKj KvRB RwoZ| †hgb: Rwg, evwo, d¬¨vU, 

Mvwo, †kqvi, eÛ, mybvg BZ¨vw`| eZ©gv‡b cÖvq mKj msMVbB (Organizations) RbM‡Yi g‡b AbyK‚j 

fveg~wZ© M‡o †Zvjvi Rb¨ wewfbœ mvgvwRK Kvh©µ‡g cÖPzi wewb‡qvM K‡i| wecY‡bi gva¨‡g wek¦we`¨vjq, 

Rv`yNi, †ivfvi ¯‹vDU, jvqÝ K¬ve BZ¨vw` msMVb¸‡jv wewfbœ Kvh©µ‡gi gva¨‡g Zv‡`i †Kv¤úvwbi mybvg 

e„w× K‡i| wecY‡bi gva¨‡g Z_¨  I Ávb m„wó K‡i Zv wewfbœ †fv³vi Kv‡Q mieivn Kiv nq| †hgb- wkÿv 

cÖwZôvb, we‡klvwqZ mvgwqKx, wUwf-P¨v‡bj BZ¨vw`  Z_¨ I Ávb †fv³vi Kv‡Q mieivn K‡i| aviYv 
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(Ideas) n‡jv Ggb wKQy e³e¨, evZ©v ev wek^vm hv wecY‡bi Kvh©µ‡gi gva¨‡g †µZv ev †fv³vi AvPiY I 

e¨env‡i cwieZ©b Av‡b, m‡PZb K‡i Ges fvj KvR Ki‡Z DrmvwnZ K‡i| D`vniY wn‡m‡e ejv hvq †h, 

cøvw÷K cY¨ cwinvi Kiæb, UªvwdK AvBb †g‡b Pjyb, a~gcv‡b welcvb, MvQ jvMvb, cwi‡ek euvPvb BZ¨vw`|  

 

3. †µZv f¨vjy Ges mš‘wó (Customer Value and Satisfaction): wecY‡b †Kv‡bv cY¨ ev †mev µq Ges 

e¨env‡ii gva¨‡g †µZv †h DcKvwiZv cvq Ges cY¨ ev †mevwU AR©‡bi Rb¨ †h A_© e¨q K‡i Zvi cv_©K¨‡K 

†µZv f¨vjy e‡j| cY¨ ev †mevi gvb, g~j¨, eª¨vÛ BZ¨vw`i mgš^‡q †µZv †mB cY¨ ev †mev m¤ú‡K© GKwU 

g‡bvfve aviY K‡i, Gi wfwË‡Z †µZvi f¨vjy wba©vwiZ nq|  

 

     †fv³v †Kv‡bv cY¨ ev †mev µ‡qi mgq †hme myweav cÖZ¨kv K‡i, Zvi mv‡_ e¨env‡ii ci cÖvß myweavi 

Zzjbv K‡i †fv³vi g‡a¨ †h Avb›` ev ˆbiv‡k¨i Abyf‚wZ m„wó nq Zv‡K mš‘wó ev Amš‘wó e‡j| †fv³v Zvi 

cÖZ¨vkv Abymv‡i cY¨ ev †mev n‡Z myweav †c‡j mš‘ó n‡e Ges bv †c‡j Amš‘ó n‡e|  

 

4. wewbgq, †jb‡`b Ges m¤úK © (Exchange, Transactions and Relationships): †Kv‡bv wKQy cÖ`v‡bi 

gva¨‡g A‡b¨i KvQ †_‡K Kvw•ÿZ cY¨ jv‡fi Dcvq‡K wewbgq e‡j| †hgb: iwng I Kwig GKRb 

Av‡iKR‡bi mv‡_ `yBwU eB Av`vb-cÖ`vb Ki‡jv G‡K wewbgq e‡j| GLv‡b †Kv‡bv A_© ev g~‡j¨i mswkøóZv 

†bB| `ÕywU c‡ÿi g‡a¨ g~j¨ ev A‡_©i gva¨‡g †Kv‡bv wewbgq msNwUZ nIqv‡K †jb‡`b e‡j| hw` iwng 

100 UvKvi wewbg‡q eB we‡µZvi KvQ ‡_‡K GKwU eB µq K‡i, Z‡e Zv‡K †jb‡`b ejv n‡e|  

 

cY¨ ev †mevi wewbg‡qi mgq wewfbœ cÿ RwoZ _v‡K| †hgb- †µZv, †fv³v, we‡µZv, mieivnKvix, 

cwi‡ekK BZ¨vw`| m¤úK©wfwËK wecYb n‡jv Ggb GKwU cÖwµqv hvi gva¨‡g wecY‡bi jÿ¨ AR©‡bi Rb¨ 

cY¨ ev †mevi wewbwg‡qi mv‡_ RwoZ cÿ¸‡jvi g‡a¨ `xN©‡gqv`x mym¤úK© m„wó I iÿv Kiv nq|  

 

5. evRvi (Market): evRvi ej‡Z eZ©gvb I m¤¢ve¨ ev fwel¨r ‡µZvi GKwU mgwó‡K †evSvq| †µZv ‡Kv‡bv 

e¨w³ ev †Kv¤úvwb n‡Z cv‡i, hv‡`i cY¨ ev †mevi cÖ‡qvRb _v‡K Ges †mB cY¨ ev †mev µ‡qi mvg_©¨, 

B”Qv I KZ…©Z¡ _v‡K| Ab¨w`‡K, we‡µZv ‡µZvi cÖ‡qvRbvbymv‡i cY¨ Drcv`b K‡i I evRv‡i mieivn 

K‡i| GK K_vq, cY¨ ev †mev µq Ki‡Z mÿg Ggb eZ©gvb †µZv Ges m¤¢ve¨ †µZvi mgwó‡K evRvi ejv 

hvq| mvaviYZ wecYb Kg©KvÐ evRvi‡K jÿ K‡iB cwiPvwjZ nq| †hgb: †Kv‡bv wkï P‡Kv‡jU µq Ki‡j 

P‡Kv‡jU c‡Y¨i †m eZ©gvb †µZv wn‡m‡e P‡Kv‡jU evRv‡ii AšÍM©Z| Avevi wkïwU eo n‡q fwel¨‡Z 

Kw¤úDUvi µq Ki‡Z cv‡i e‡j m¤¢ve¨ †µZv wn‡m‡e †m Kw¤úDUvi evRv‡ii AšÍM©Z n‡Z cv‡i| wecYb 

e¨e ’̄vq wkí (we‡µZv‡`i mgwó) I evRvi (†µZv‡`i mgwó) G `yB c‡ÿi g‡a¨ A‡_©i wewbg‡q cY¨ ev 

†mevi Av`vb-cÖ`vb nq| evRv‡i cÖavbZ `yB ai‡bi †µZv i‡q‡Q| cÖ_gZ, †hme †µZv ïayB †fvM Kivi 

D‡Ï‡k¨ cY¨ µq K‡i Zv‡`i mgš^‡q †fv³v evRv‡ii (Consumer Market) m„wó nq| wØZxqZ, †h mKj 

cÖwZôvb cybivq Drcv`‡bi D‡Ï‡k¨ ev wkí-KviLvbvq e¨env‡ii D‡Ï‡k¨ ev cybtweµ‡qi D‡Ï‡k¨ cY¨ ev 

†mev mvgMÖx µq K‡i Zv‡`i‡K e¨emvq evRvi (Business Market) e‡j| GQvovI i‡q‡Q wek^e¨vcx evRvi 

(Global Market) Ges Agybvdv‡fvMx I miKvwi evRvi (Nonprofit and Government Market)|  
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wPÎ 1.2-Gi gva¨‡g AvaywbK wecYb e¨e ’̄vi g~j Dcv`vb¸‡jv †`Lv‡bv n‡q‡Q| cY¨ Drcv`‡bi Rb¨ mieivnKvix 

cÖ‡qvRbxq KuvPvgvj wbw`©ó evRv‡ii mKj cÖwZôv‡bi wbKU mieivn K‡i Ges GBme KuvPvgvj e¨envi K‡i P‚ovšÍ cY¨ 

cÖ ‘̄Z K‡i| cY¨ cÖ ‘̄Z nIqvi ci wecYb ga¨ ’̄ e¨emvqx †hgb: cvBKvi, LyPiv e¨emvqx, G‡R›U BZ¨vw` cY¨ ev †mev 

P‚ovšÍ †fv³vi wbKU Dc¯’vcb, weµq ev mieivn K‡i| wecY‡bi GB Kvh©µ‡g e¨emvq cwi‡e‡ki wewfbœ kw³mg~n 

cÖfve m„wó K‡i| cÖwZôv‡bi Af¨šÍixY I evwn¨K mKj kw³ hv wecYb Kvh©µg‡K cÖZ¨ÿ ev c‡ivÿfv‡e cÖfvweZ 

K‡i Zv‡K wecYb cwi‡ek e‡j|  

 

wecY‡bi ¸iæZ¡ 

Importance of Marketing 

wecYb †fv³vi cÖ‡qvRb AbymÜvb K‡i cÖ‡qvRbxq cY¨ ev †mev cÖ ‘̄‡Zi e¨e ’̄v K‡i| G Rb¨ wecYbKvixMY wewfbœ 

cÖwµqvi gva¨‡g mgv‡Ri wewfbœ cÖ‡qvRb c~i‡Yi Rb¨ cÖvK…wZK m¤ú` e¨envi K‡i| wecYbKvixiv cY¨ mieivn Kivi 

mv‡_ mv‡_ AbeiZ M‡elYv Kvh©µ‡gi gva¨‡g bZzb bZzb cY¨ D™¢veb I we`¨gvb c‡Y¨i Dbœqb K‡i| GKB mv‡_ 

wecYbKvixiMY †fv³vi Pvwn`v I iæwP Abyhvqx AvaywbK cÖhyw³i e¨envi K‡i hy‡Mvc‡hvMx cY¨ ev †mev cÖ ‘̄Z I 

mieivn K‡i †fv³vi mš‘wó AR©‡bi †Póv K‡i| wecYb wewfbœ Kvh©µ‡gi ga¨ w`‡q gvby‡li myß I we`¨gvb Pvwn`v‡K 

wPwýZ K‡i I Zv RvMÖZ K‡i Ges ¯̂Z¡MZ, ’̄vbMZ, mgqMZ I iƒcMZ Dc‡hvM m„wó K‡i mgv‡R cY¨ ev †mevi 

Pvwn`v m„wó K‡i _v‡K|  

 

wecYbKvixiv †`‡k I we‡`‡k c‡Y¨i Pvwn`vi wewfbœZv Abyhvqx cY¨ mieivn K‡i| wecYb e¨e¯’vq c‡Y¨i Pvwn`v I 

cÖ‡qvRbvbymv‡i mwVK mg‡q mwVK cY¨wU, mwVK ’̄v‡b †cuŠ‡Q w`‡q c‡Y¨i mylg eÈb wbwðZ Kiv nq| evRv‡i †Kvb 

ai‡Yi cY¨ cÖ‡qvRb, Kx cwigvY cY¨ cÖ‡qvRb Ges KLb G cY¨wU cÖ‡qvRbÑG welq¸‡jv QvovI cY¨-`ª‡e¨i mwVK 

g~j¨ wbqš¿Y K‡i wecYb GKwU †`‡ki A_©‰bwZK w ’̄wZkxjZv eRvq iv‡L| mvgwMÖK wecYb Kvh©µg m¤cÖmvi‡Yi mv‡_ 

mv‡_ e¨vcK Kg©ms ’̄v‡bi my‡hvM m„wó n‡q _v‡K|  

 

wPÎ 1.2: AvaywbK wecYb e¨e¯’v 

 

wecYb ga¨¯’ 

e¨emvqx 

cÖwZôvb 

P‚ovšÍ †fv³v 

cÖwZ‡hvMx 

mieivnKvix 

gyL¨ cwi‡ekMZ kw³mg~n 
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wecYb cÖwµqvq (wPÎ bs 1.3) cÖ_‡gB evRvi I †µZvi cÖ‡qvRb m¤ú‡K© Rvbvi ci wecYbKvix †µZv f¨vjy m„wó 

Kivi Rb¨ wecYb †KŠkj †Kgb n‡e †m wel‡q wm×všÍ wb‡q _v‡K| cieZ©x‡Z, Zviv wecYb Kvh©µg wba©viY K‡i Ges 

†µZv m¤úK© ˆZwii Rb¨ wewfbœ Kvh©µg MÖnY K‡i| wecYb cÖwµqvq wØZxq avcwU n‡”Q †µZv f¨vjyPvwjZ wecYb 

†KŠkj bKkv Kiv (wPÎ bs 1.3) hv GB cv‡V Av‡jvPbv Kiv n‡q‡Q| GiRb¨ wecYbKvix‡K cÖ_gZ, †µZv wbe©vPb; 

wØZxqZ, f¨vjy cÖ Í̄ve g‡bvbqb Ges me©‡k‡l wecYb e¨e ’̄vcbvi Rb¨ wbw`©ó gZev` wbav©iY Ki‡Z nq|  

 

 

†µZv f¨vjyPvwjZ wecYb †KŠkj bKkvKiY 

Designing Customer Value-Driven Marketing Strategy 

†h ‡Kv‡bv e¨emvq cÖwZôv‡bi D‡Ïk¨ mdjfv‡e AR©b Kivi Rb¨ A_©vqb, cY¨ Drcv`b, wnmveweÁvb I Ab¨vb¨ 

e¨emvwqK Kvh©µ‡gi mv‡_ mv‡_ wecY‡bi Kvh©µgI m¤úbœ Ki‡Z nq| KviY wecYb Kvh©µg evRv‡i cY¨ I †mevi 

Pvwn`v AbymÜvb K‡i Ges †m Abyhvqx cY¨ ˆZwi I mieivn K‡i| Avi wecY‡bi GB Kvh©vewj mwVKfv‡e m¤úbœ Kivi 

Ici wbf©i Ki‡Q e¨emv‡qi A_©‰bwZK mdjZv| wecYb e¨e ’̄vcbvi gva¨‡g wecY‡bi Kvh©vewj m¤úbœ Kiv m¤¢e nq|  

 

Philip Kotler & Gary Armstrong wecYb e¨e ’̄vcbv m¤ú‡K© e‡j‡Qb-“Marketing management is the art and 

science of choosing target markets and building profitable relationships with them.” A_©vr wecYb e¨e ’̄vcbv 

n‡”Q jÿ¨ evRvi cQ›` Kiv Ges Zv‡`i mv‡_ jvfRbK m¤úK© M‡o †Zvjvi Kjv I weÁvb| myZivs ejv hvq †h, 

wecYb msµvšÍ mKj Kvh©vewj e¨e ’̄vcbvi gva¨‡g m¤úbœ KivB n‡jv wecYb e¨e ’̄vcbv| wecYb e¨e ’̄vcbv n‡jv 

e¨emvq mvgwMÖK e¨e ’̄vcbvi †mB Kvh©MZ †ÿÎ hvi gva¨‡g Drcv`‡Ki KvQ †_‡K `ªe¨ I †mev `ÿZvi mv‡_ mwVK 

mg‡q, ¯̂í e¨‡q I gm„Y cÖwµqvq jÿ¨ †µZv (Target cutomers) ev †fv³vi Kv‡Q †cuŠQvq|  

 

K. †µZv wbe©vPb (Selecting Customers): GKRb wecYbKvixi c‡ÿ mKj ev me ai‡Yi †µZv‡K mš‘ó Kiv m¤¢e 

bq ZvB wecYbKvix jvfRbK †µZv wbev©Pb K‡i| wecYbKvix evRvi wefw³Ki‡Yi gva¨‡g jÿ¨ †µZv‡`i wbe©vPb 

K‡i wecYb Kg©KvÐ cwiPvjbv K‡i _v‡K| wecYb e¨e ’̄vcbvi mvdj¨ wbf©i K‡i †µZv‡`i Pvwn`v mwVKfv‡e 

we‡køl‡Yi Ici| †µZviv †Kvb cY¨, KLb, †Kv_v n‡Z, Kx g~‡j¨, Kxfv‡e †c‡Z Pvq Zv Pvwn`v we‡køl‡Yi gva¨‡g 

Rvbv hvq| m‡e©v”P ‡µZv mš‘wó I f¨vjy cÖ`v‡bi gva¨‡g jÿ¨ †µZv‡`i mv‡_ `xN©‡gqvw` I kw³kvjx ms‡hvM ’̄vcb 

Kiv m¤¢e| G Rb¨ wecYb e¨e ’̄vcbv A‡c¶vK…Z m¤¢vebvgq jÿ¨ evRvi Ask wbe©vPb K‡i Ges Zv‡`i mv‡_ kw³kvjx 

f¨vjy wbf©i m¤úK© M‡o †Zv‡j| myZivs wecYb e¨e ’̄vcbv n‡jv g~jZ †µZv e¨e ’̄vcbv I †µZvi Pvwn`v e¨e ’̄vcbv|  

 

L. f¨vjy cÖ Í̄ve g‡bvbqb (Choosing a Value Proposition): wecYbKvix jÿ¨ †µZv‡K Kxfv‡e cÖwZ‡hvMx‡`i 

†_‡K Avjv`vfv‡e mš‘ó Ki‡e Ges evRv‡i `„pfv‡e Ae ’̄vb MÖnY Ki‡e G e¨vcv‡i Zv‡K wm×všÍ wb‡Z nq| G Rb¨ 

wecYbKvix cÖ‡qvRb I Afve c~i‡Yi Rb¨ jvfRbKfv‡e jÿ¨ †µZv‡K f¨vjy mieivn K‡i| e¨emvq cÖwZôv‡bi 

‡Kv‡bv wbw`©ó eª¨v‡Ûi f¨vjy cÖ Í̄ve ej‡Z mKj myweav ev f¨vjymg~n‡K †evSvq hv eª¨vÛwU †fv³v‡K mieivn Kivi Rb¨ 

evRvi Ges 

†µZvi cÖ‡qvRb 

I Afve 

Abyaveb 

†µZv f¨vjyyPvwjZ 

wecYb †KŠkj 

bKkvKiY 

 

mgwš^Z wecYb 

Kvh©µg 

cÖ¯‘ZKiY 

 

jvfRbK m¤úK© 

m„wó 

 

gybvdv I †µZv 

BKz¨BwU AR©b 

 

†µZvi Rb¨ f¨vjy m„wó I †µZv m¤úK© ¯’vcb 

†µZvi KvQ †_‡K 

f¨vjy AR©b 

wPÎ 1.3: wecYb cÖwµqvÑ†µZv f¨vjy m„wó I AR©b  
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cÖwZÁve× _v‡K| †hgb: †dmeyK (Facebook) †fv³v‡K Ôcwievi, eÜz I Kv‡Qi gvbyl‡`i mv‡_ †hvMv‡hvM a‡i ivLvÕi 

Rb¨ cÖwZkÖæwZe×| ‡dmeyK ZvB ‡fv³v‡K †dmeyK †g‡mÄv‡i ‡U·U ev †dvb Kivmn wewfbœ myweav w`‡q f¨vjy 

mieivn Ki‡Q| cÖwZ‡hvwMZvc~Y© evRv‡i †µZvi mvg‡b wewfbœ cY¨ †_‡K wb‡Ri cQ›`g‡Zv cY¨ µq Kivi ¯^vaxbZv 

i‡q‡Q| ZvB wecYbKvix mwVK f¨vjy m„wó I mieivn cÖwµqv MÖnY K‡i, †hb †µZv Zvi cY¨B cQ›` K‡i Ges †µZvi 

mš‘wó AR©‡bi gva¨‡g gybvdv AR©b Ki‡Z cv‡i| wecYbKvix KZ©…K  f¨vjy m„wó I mieivn Kivi mgq cÖwZôv‡bi 

†gŠwjK mvg_©¨ (Core competency) wba©viY Ki‡Z nq Ges Gici mwVK wecYb †KŠk‡ji cwiKíbv MÖnY Ki‡Z 

nq|  

 

M. wecYb e¨e ’̄vcbvi gZev`mg~n (Marketing Management Philosophies/Orientations): wecYb e¨e ’̄vcbvi 

KvR n‡jv Ggb GKwU †KŠk‡ji cwiKíbv Kiv hvi gva¨‡g jÿ¨ †µZvi cÖ‡qvRb c~iY Kiv hvq Ges `xN© †gqv‡` 

jvfRbK m¤úK© ˆZwi Kiv hvq| Gi Rb¨ e¨emvq cÖwZôvb‡K wbw`©ó †Kv‡bv gZev` ev `k©b AbymiY Kivi cÖ‡qvRb 

nq| wb‡¤œv³ cuvPwU gZev‡`i †h‡Kv‡bv gZev‡`i wfwË‡Z cÖwZôvb Zvi wecYb †KŠk‡ji Kvh©µg m¤úbœ Ki‡Z cv‡i| 

wPÎ 1.4-G †`Lv‡bv n‡q‡Q avivevwnKfv‡e Kxfv‡e wecYb aviYvi weKvk N‡U‡Q|  

 

1. Drcv`b gZev` (Production Concept): e¨emvq aviYv ïiæ nevi ci Drcv`b gZev`B me‡P‡q †ewk 

cÖPwjZ wQj| we‡µZv GB gZev‡` Drcv`b ÿgZv 

e„w×, e¨q n«vm I evRvi m¤úªmviY Kivi Rb¨ 

memgqB †Póv Ki‡Z _v‡K| GB Drcv`b gZev‡`i 

g~j K_v n‡”Q †µZviv Ggb me cY¨ cQ›` Ki‡e ev 

cY¨ µq Ki‡e hvi †RvMvb ch©vß Ges †µZvi 

µqÿgZvi g‡a¨ Av‡Q| D`vniY wn‡m‡e ejv hvq- 

evsjv‡`‡k WASA, Bangladesh railway-i 

Kvh©µg| GB ‡ÿ‡Î †µZv ev †fv³vi gZvgZ ev 

mš‘wó, cÖwZ‡hvMx‡`i Kvh©µ‡gi e¨vcv‡i ¸iæZ¡ †`Iqv 

nq bv|  

 

2. cY¨ gZev` (Product Concept): cY¨ gZev‡` g‡b Kiv nq †h †µZviv ‡mme cY¨ cQ›` Ki‡e ‡hme 

cY¨ ¸YMZ gv‡b DbœZ, Kvh©Ki I we‡kl ˆewkó¨m¤úbœ| cY¨ gZev‡` Abygvb Kiv nq †h †fv³v me‡P‡q 

‡ewk ¸Ym¤úbœ, Kvh©Ki I D™¢vebx ˆewkó¨m¤úbœ cY¨ cQ›` K‡i Avi ‡mB DrK…ógv‡bi cY¨ ˆZwi Ki‡Z 

cvi‡jB cY¨ weµ‡qi cwigvY evo‡e| †hgb: Jla, `vwg †gvevBj †dvb BZ¨vw`| wKš‘ A‡bK mgq, 

wecYbKvix †fv³vi cÖ‡qvR‡bi Dci ¸iæZ¡ bv w`‡q c‡Y¨i ˆewkó¨ Dbœq‡bi Dci †ewk †Rvo w`‡q _v‡K, 

GB cwiw ’̄wZ‡K A ~̀i`k©x wecYb (Marketing myopia) ejv nq| Gi d‡j wecYbKvix †fv³vi mš‘wó AR©‡b 

e¨_© n‡Z cv‡i|  

wPÎ 1.4: wecYb e¨e ’̄vcbvi gZev`mg~n 

†fv³v‡Kw›`ªKZv  

mvgvwRK wecYb aviYv 

wecYb aviYv 

weµq aviYv 

cY¨ aviYv 

Drcv`b aviYv 

we‡µZv‡Kw›`ªKZv  
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3. weµq gZev` (Selling Concept): weµq gZev‡` c‡Y¨i weµq e„w×i Kviv Rb¨ wewfbœ Kg©cš’v MÖnY Kiv 

nq| GBme Kg©cš’v DÏxcbv m„wó K‡i hv †µZv‡`i cÖ‡ivwPZ K‡i AwaK cwigv‡Y cY¨ µq Kivi Rb¨| G 

gZev‡`i g~j K_v n‡jv AwaK weµ‡qi gva¨‡g AwaK gybvdv AR©b| G‡ÿ‡Î wecYbKvix cY¨ weµ‡qi Rb¨ 

†hme cÖmvig~jK Kvh©µg MÖnY K‡i, Zv n‡jv- weÁvcb, cÖPvi, weµq cÖmvi, weµqKg©x wb‡qvM BZ¨vw`| 

evsjv‡`‡k e¨vsK I Avw_©K †mev cÖ`vbKvix cÖwZôvb G gZev` AbymiY K‡i|  

 

4. wecYb gZev` (Marketing Concept): wecYb gZev‡` g‡b Kiv nq †h cÖwZôv‡bi jÿ¨ AR©b wbf©i 

K‡i jÿ¨ evRv‡ii cÖ‡qvRb I Afve wba©viY Ges cÖwZ‡hvMx‡`i Zzjbvq Kvh©Ki I `ÿfv‡e Kvw•ÿZ cY¨ 

cÖ ‘̄Z I mieivn Kivi Ici| GB gZev‡` mgwš^Z wecYb Kg©m~wP (cY¨, g~j¨, eÈb I cÖmvi)-Gi gva¨‡g 

jÿ¨ evRv‡ii mš‘wó weavb K‡i gybvdv AR©‡bi †Póv Kiv nq| A‡bK mgq weµq I wecY‡bi Kvh©µg‡K 

GKB fvev nq| wPÎ 1.5 G weµq I wecYb gZev‡`i g‡a¨ cv_©K¨ D‡jøL Kiv n‡jv| wecYb gZev‡` 

†fv³vi iæwP-AiæwP, Pvwn`v, gb-gvbwmKZv, myweav-Amyweav cÖf„wZ m~²fv‡e we‡kølY K‡i wecYb Kg©m~wP 

MÖnY K‡i Ges wecYb wgkÖ‡Yi iƒc‡iLv ˆZwi Kiv nq|  

 

5. mvgvwRK wecYb gZev` (Societal Marketing Concept): GB gZev‡` cÖavbZ wZbwU welq we‡ePbv 

Kiv nq, †Kv¤úvwbi gybvdv, †fv³vi mš‘wó Ges mgvR I RbM‡Yi ¯̂v_© msi¶Y| †fv³v I mgv‡Ri mv‡_ 

mym¤úK© ’̄vcb K‡i wecYb Kg©KvÐ m¤úv`‡bi D‡Ï‡k¨ eZ©gv‡b AwaKvsk e¨emvqx I Ae¨emvqx 

cÖwZôvb¸‡jv G gZev` AbymiY K‡i P‡j‡Q| wewfbœ †Kv¤úvwb bvbv cÖKvi mvgvwRK Kg©Kv‡Ð AskMÖnY Kivi 

Dci †Rvi w`‡”Q KviY Zviv gvbweK g~j¨‡eva‡KI AMÖvwaKvi w`‡”Q| cwi‡ekMZ mgm¨v, A_©‰bwZK mgm¨v, 

mvgvwRK mgm¨v BZ¨vw` `~i Kivi Rb¨ †Kv¤úvwb¸‡jv ¸iæZ¡c~Y© f‚wgKv ivL‡Q| wPÎ 1.6-G †`Lv‡bv n‡q‡Q 

mvgvwRK wecYb gZev` AbymiYKvix wecYbKvix †fv³v, †Kv¤úvwb I mgv‡Ri g‡a¨ Kxfv‡e mgš^q K‡i 

e¨emvwqK Kg©KvÐ m¤úbœ Ki‡Q|  

 

 

wPÎ 1.5: weµq gZev` I wecYb gZev‡`i Zzjbv 

KviLvbv we`¨gvb cY¨ weµq I cÖmvi weµq e„w×i gva¨‡g gybvdv 

Avi¤¢ ¸iæZ¡v‡ivc Dcvq djvdj 

evRvi †µZvi cÖ‡qvRb mgwš^Z wecYb †µZvi mš‘wói gva¨‡g gybvdv 

K. weµq gZev` 

L. wecYb gZev` 
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mvims‡ÿc  

wecYb †µZv †mevi GKwU cwieZ©bkxj I RwUj welq| A‡bK mgqB wecYb ev gv‡K©wUs w`‡q ïay µq-weµq ev 

cÖPviYv Kvh©‡K †evSv‡bv n‡q _v‡K| cÖK…Zc‡ÿ, wecYb µq-weµq ev cÖPviYv QvovI c‡Y¨i Pvwn`v wba©viY, 

AvKl©Yxq †gvoKxKiY, g~j¨ wba©viY, cwienb, cÖmvi BZ¨vw` KvR K‡i| wecYb Kvh©vejx‡Z †fv³vi cÖ‡qvRb 

AbymÜvb K‡i cÖ‡qvRbxq cY¨ ev †mev cÖ ‘̄‡Zi e¨ve ’̄v K‡i| G Rb¨ wecYbKvixMY wewfbœ cÖwµqvi gva¨‡g mgv‡Ri 

wewfbœ cÖ‡qvRb c~i‡Yi Rb¨ cÖvK…wZK m¤ú` e¨envi K‡i| wecYb e¨e ’̄vcbv n‡jv e¨emvq mvgwMÖK e¨e ’̄vcbvi †mB 

Kvh©MZ †ÿÎ, hvi gva¨‡g Drcv`‡Ki KvQ †_‡K `ªe¨ I †mev `ÿZvi mv‡_ mwVK mg‡q, ¯̂í e¨‡q I gm„Y 

cÖwµqvq †µZv ev †fv³vi Kv‡Q †cuŠQvq| wecYb e¨e ’̄vcbvi gZev`mg~n n‡jvÑDrcv`b gZev`, cY¨ gZev`, 

weµq gZev`, wecYb gZev` I mvgvwRK wecYb gZev`| wecYb e¨e ’̄vcbvi cÖ_g KvR n‡”Q wecYb Kg©Kv‡Ði 

†KŠkj I cwiKíbv Dbœqb Kiv| GQvovI Gi Ab¨Zg KvR n‡”Q wecY‡bi wewfbœ welq m¤ú‡K© Ávb AR©b Kiv| 

wecYb e¨e ’̄vcbv evRvi wefw³Ki‡Yi gva¨‡g jÿ¨ †µZv‡`i wbe©vPb K‡i wecYb Kg©KvÐ cwiPvjbv K‡i _v‡K|  

 

mvgvwRK 

wecYb gZev` 

mgvR 

(gvbe Kj¨vY) 

†Kv¤úvwb 

(gybvdv) 

†fv³v 

(Pvwn`vi mš‘wó) 

wPÎ 1.6: mvgvwRK wecYb gZev` 
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 †KŠkjMZ wecY‡bi msÁv, ‡KŠkjMZ wecY‡bi cÖK…wZ, Kvh© I wfwËmg~n 

 Definition,  Nature, Tasks and Foundations of Strategic Marketing 

 

D‡Ïk¨ 

 

 

G cvV †k‡l AvcwbÑ 

 †KŠkjMZ wecY‡bi msÁv e¨vL¨v Ki‡Z cvi‡eb 

 †KŠkjMZ wecYb e¨e¯’vcbvi wfwËmg~n eY©bv Ki‡Z cvi‡eb  

 †KŠkjMZ wecY‡bi cÖK…wZ I Kvh©mg~n eY©bv Ki‡Z cvi‡eb 

 

†KŠkjMZ wecY‡bi msÁv 

Definition of Strategic Marketing 

‡KŠkjMZ wecYb n‡jv Ggb GKwU wecYb †KŠkj †hLv‡b cÖwZwbqZ cwieZ©bkxj cÖwZ‡hvwMZvg~jK cwi‡ek Ges 

D”PZi †µZv f¨vjy mieivn Kivi Rb¨ bvbvgywL wecYb hyw³ Dc ’̄v‡bi cÖ‡Póv Pvjv‡bv nq| A_©vr ‡h wecYb e¨e ’̄vi 

g‡a¨ †µZv‡`i cwieZ©bkxj Pvwn`v c~iY Ges cÖwZ‡hvwMZvg~jK e¨emvwqK cwi‡e‡ki g‡a¨ mgš^q mvab K‡i 

jÿ¨w ’̄Z evRv‡i DbœZ †µZv f¨vjy m„wói †Póv Kiv nq Zv‡K †KŠkjMZ wecYb (Strategic Marketing) e‡j| GKwU 

e¨emvq †µZv‡`i cÖfvweZ Kivi D‡Ï‡k¨ †KŠkjMZ wecYb c×wZi cÖ‡qvM Kiv nq hvi gva¨‡g cwieZ©bkxj e¨emvq 

cwi‡e‡ki mv‡_ mvgÄm¨ weavb K‡i| GKB mv‡_ evRvigyLx Kvh©µ‡gi mv‡_ mgš^‡qi gva¨‡g DbœZ †µZv f¨vjy 

mieiv‡ni †Póv Kiv nq| GQvovI †KŠkjMZ wecY‡bi gva¨‡g cÖvwZôvwbK Kvh© m¤úv`‡bi †hvM¨Zv AR©b Kiv nq, hv 

cÖwZ‡hvwMZvg~jK myweav AR©‡b mnvqZv K‡i| wewfbœ †jLK bvbvfv‡e †KŠkjMZ wecYb‡K msÁvwqZ K‡i‡Qb, hvi 

K‡qKwU wb‡P D‡jøL Kiv n‡jv- 

 

Cravens & Piercy Gi g‡Z, “Strategic marketing is a market-driven process of strategy development that 

considers a constantly changing environment and the need to deliver superior customer value.” A_v©r 

†KŠkjMZ wecYb n‡”Q †KŠkj Dbœq‡bi GKwU evRvigyLx cÖwµqv †h‡ÿ‡Î cÖwZwbqZ cwieZ©kxj cwi‡ek I D”PZi 

†µZv f¨vjy mieiv‡ni cÖ‡qvRbxqZv‡K we‡ePbv Kiv nq|          

 
Musadiq A. Sahaf Gi fvlvq, “Strategic marketing deals, with such decisions in a company that call for an 

effective management of its marketing task with an objective to atain organizations wider objectives.” 
A_v©r †KŠkjMZ wecYb GKwU †Kv¤úvwbi H mKj wm×všÍ wb‡q KvR K‡i hv msMV‡bi e„nËi D‡Ïk¨ AR©‡bi j‡ÿ¨ 

wecYb Kv‡R Kvh©Ki e¨e ’̄vcbvi cÖwZ ¸iæZ¡ cÖ`vb K‡i| 

 

‡KŠkjMZ wecY‡bi g‡a¨ †h mKj ˆewkó¨ jÿ¨ Kiv hvq Zv n‡jv- 

 cÖwZôv‡bi D‡Ïk¨ AR©‡bi Rb¨ e¨e ’̄vcbv KZ©„K M„nxZ wm×všÍ I Kvh©µg n‡jv ‡KŠkjMZ wecYb 

 ‡KŠkjMZ wecY‡bi gva¨‡g †µZvgyLx Kg©m~wP MÖnY Kiv hvq 

 Gi gva¨‡g cÖvwZôvwbK †hvM¨Zv wbiƒcY Kiv hvq 

 ‡KŠkjMZ wecY‡b D”PËi †µZv †mev cÖ`v‡bi cÖ‡Póv Pvjv‡bv nq| 

cwi‡k‡l ejv hvq †h, †fv³v‡`i m‡e©v”P mš‘wó weav‡bi gva¨‡g wecYb D‡Ïk¨ AR©‡bi Rb¨ †h mKj Kg©cš’v MÖnY 

Kiv nq Zv‡K †KŠkjMZ wecYb e‡j| 

 

 cvV-1.2 
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‡KŠkjMZ wecY‡bi cÖK…wZ I Kvh©mg~n 

Nature and Tasks of Strategic Marketing 

g~jZ ‡µZv‡`i cwiewZ©Z Pvwn`v c~iY Ges cÖwZ‡hvwMZvg~jK cwi‡e‡ki mv‡_ mgš̂q mvab K‡i Kvw•LZ †µZv‡`i 

Rb¨ m‡ev©rK…ó †µZv f¨vjy m„wói cÖ‡PóvB n‡jv †KŠkjMZ wecYb| ZvB ejv hvq, †KŠkjMZ wecYb GKwU my-mgwš^Z 

cÖwµqv hvi gva¨‡g wecYbKvixMY‡K KZK¸‡jv cÖ‡kœi DËi Lyu‡R †ei Ki‡Z nq| cieZx©‡Z Zvi †cÖwÿ‡Z wecYb 

cwiKíbv Dbœqb I ev Í̄evqb Ki‡Z nq| GLv‡b †h cÖkœ¸‡jvi DËi †LvuRvi †Póv Kiv nq †m¸‡jv n‡jv- 

1. Avgiv GLb †Kv_vq AvwQ (Where are we now?): GLv‡b GKwU cÖwZôv‡bi eZ©gvb evRvi my‡hvM I 

cÖwZ‡hvwMZvg~jK my‡hvM-myweav m¤úwK©Z Ae ’̄v wPwýZ Kiv Ges Zv we‡køl‡Yi †Póv Kiv nq|  

2. fwel¨‡Z Avgiv †Kv_vq †h‡Z PvB (Where do we want to go in future?): G Í̄‡i wecYbKvix 

cÖwZôv‡bi D‡Ïk¨ I jÿ¨ w ’̄i Kiv nq| A_©vr GLv‡b D³ cÖwZôv‡bi wgkb-wfkb w ’̄i Kiv nq|  

3. Avgiv Kxfv‡e †mLv‡b †h‡Z cvwi (How do we want to get there?): GLv‡b D‡Ïk¨, wgkb I wfk‡bi 

h_vh_ ev Í̄evq‡bi c_ †LvuRv nq| A_©vr D‡Ïk¨ I jÿ¨ ev Í̄evq‡bi ‡KŠkj cÖ‡qvM Kiv nq| 

4. Avgiv Kxfv‡e Rvb‡ev KLb †mLv‡b †h‡Z n‡e? (How will we know when we get there?): G cÖ‡kœi 

gva¨‡g GKRb wecYbKvixi wecYb †KŠkj cÖ‡qv‡Mi cwiKíbv wba©viY Kiv nq| G Í̄‡i c~‡e©i wewfbœ 

m~PKmg~n we‡ePbv K‡i fwel¨Z MšÍe¨c_ wba©viY I Zv gwbUwis Kiv nq| †KŠkjMZ wecY‡bi cÖK…wZ I 

Kvh©mg~n Kvh©wfwËK wecYb †_‡K wKQzKUv Avjv`v| wb‡¤œ wPÎ 1.7-G Zv eY©bv Kiv n‡jv-  

 

 

 

1. ‡KŠkjMZ w`K wb‡`©kbv (Strategic Direction): †KŠkjMZ wecY‡bi GKwU Ab¨Zg cÖavb ˆewkó n‡jv 

cÖwZôv‡bi Rb¨ h_vh_ w`K wb‡`©kbv wVK Kiv| cÖwZ‡hvMx cÖwZôvbmg~‡ni jÿ¨ I D‡Ïk¨ wPwýZ K‡i Zvi 

mv‡_ Lvc LvIqv‡Z hyrmB w`K wb‡`©kbv cÖ`vbB †KŠkjMZ wecY‡bi cÖavb KvR|  

 

2. evRvi cwiwa (Market Scope): ‡KŠkjMZ wecY‡bi KvR n‡jv evRv‡ii cwiwa wba©viY| evRv‡ii cwiwa 

ej‡Z g~jZ: evRvi wefvM, †µZv‡`i msL¨v, †µZv‡`i cÖ‡qvRb I Pvwn`v, †Kv¤úvbx ev wk‡íi msL¨v 

BZ¨vw`‡K eySvq| evRvi cwiwa e¨vcK ev msKxY© DfqB n‡Z cv‡i| †KŠkjMZ wecYb G cwiwa wbav©iY 

cye©K †m †gvZv‡eK cwiKíbv cÖYqb I ev Í̄evq‡bi wb‡`©kbv cÖ`vb K‡i _v‡K| 

 

‡KŠkjMZ w`Kwb‡`©kbv 
evRv‡ii cwiwa 

‡KŠkjMZ evRviRvZKiY 

evRviRvZKiY Advi ˆZwi 
Kvh©m¤úv`b ch©‡eÿY I wbqš¿Y 

wPÎ 1.7: †KŠkjMZ wecY‡bi cÖK…wZ I Kvh©mg~n 
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3. evRvi Ac©b ˆZwi (Market offing formaulation): jÿ¨w ’̄Z evRv‡ii cÖ‡qvRb I Pvwn`v †gvZv‡eK cY¨, 

†mev I AwfÁZv Ac©‡bi Rb¨ bKkv cÖYqb Kiv Ges cÖZ¨vwkZ myweav wPwýZ Kiv †KŠkjMZ wecY‡bi 

GKwU ¸iæZ¡c~Y© ˆewkó¨ I P¨v‡jwÄs KvR| Kv‡RB evRvRivZKvix‡K AZ¨šÍ mZK©Zvi mv‡_ wecYb Ac©b 

cÖYq‡bi KvRwU Ki‡Z nq| 

 

4. Kv‡Ri AMÖMwZ ch©‡eÿY I wbqš¿Y (Monitoring and Control of Performance): †KŠkjMZ wecY‡bi 

AMÖMwZ ch©‡eÿY I wbqš¿Y| A_©vr c~e©eZx© KvR¸‡jv h_vh_ cÖwµqvq m¤úvw`Z n‡”Q wKbv Zv ch©‡eÿY Kiv 

Ges D³ Kv‡Ri g‡a¨ †Kvb cÖKvi mgm¨v wPwýZ n‡j Zv ms‡kva‡Yi e¨e ’̄v Kiv nq| 

 

cwi‡k‡l ejv hvq †h, GKwU cÖwZôvb †Kv_vq Av‡Q, †Kv_vq †h‡Z Pvq, Kxfv‡e †h‡Z cv‡i Ges hvIqvi Dcvq 

m¯ú‡K© cÖ_‡g fve‡Z nq| Zvici h_vh_ cwiKíbv cÖYqb, ev Í̄evqb I wbqš¿Y Ki‡Z nq| A_©vr †KŠkjMZ wecYb 

†KŠkjMZ I ev Í̄evqbgywL Kg©m~Px cÖYq‡b e¨e ’̄vcbv‡K w`K-wb‡`©kbv cÖ`vb K‡i _v‡K| †KŠkjMZ wecY‡bi cÖK…wZ 

I Kv‡Ri gva¨‡g Kvh©Ki cwiKíbv cÖYqb I ev Í̄evqb Kiv nq| 

 

‡KŠkjMZ wecYb e¨e ’̄vcbvi wfwËmg~n 

Foundations of Strategic Marketing Management 

†KŠkjMZ wecYb n‡jv Ggb GKwU hyw³ †hLv‡b †Kv¤úvwb¸‡jv msMV‡bi D‡Ïk¨ AR©‡b mnvqZv K‡i _v‡K|  G 

wecYb c×wZ †KŠkjMZ I ev Í̄evqbgywL Kg©m~Px cÖYq‡b e¨e ’̄vcbv‡K w`K-wb‡`©kbv cÖ`vb K‡i _v‡K| ‡KŠkjMZ 

wecYb e¨e ’̄vcbvi wKQz wfwË ev wm×všÍ i‡q‡Q hv e¨e ’̄vcbvi Kvh©µg‡K ev Í̄evq‡bi Rb¨ me©`v mnvqZv K‡i _v‡K| 

mgm¨v mgvav‡bi G e„nËi cÖwµqvi Ask wn‡m‡e e¨e ’̄vcbvi wm×všÍ MÖnY Kiv nq| ‡KŠkjMZ wecYb e¨e ’̄vcbvi 

wfwË wn‡m‡e mgm¨v mgvavb cÖwµqvi avc¸‡jv wm×všÍ MÖn‡Y mnvqK Zv wb‡P we Í̄vwiZfv‡e Av‡jvPbv Kiv n‡jv: 

 

1. we‡kølY (Analysis): †KŠkjMZ wecYb e¨e ’̄vcbvq wewfbœ Z_¨ I ZË¡mg~n we‡køl‡Yi gva¨‡g cÖwZôv‡bi jÿ¨ I 

D‡Ïk¨ ev Í̄evq‡bi Rb¨ wewfbœ m¤¢vebv¸‡jv we‡ePbv Kiv nq| cÖwZôv‡bi wgkb-wfkb I jÿ¨-D‡Ï‡k¨i 

we‡køl‡Yi Rb¨ †h mKj cÖ‡kœi DËi Rvbvi `iKvi nq, ‡m¸‡jv n‡jv- 

 mvgwMÖK wecYb cwi‡e‡ki Dcv`v‡bi g‡a¨ †Kv_vq cwieZ©b Avbv cÖ‡qvRb? 

 hw` cwieZ©b Avbv nq, Z‡e Zv cÖwZôvb I Gi Kvh©µ‡gi Dci Kxfv‡e cÖfve m„wó Ki‡e? 

 D³ cwieZ©‡bi Rb¨ mvsMVwbK m¤ú‡`i KZUzKz e¨envi Kiv cÖ‡qvRb? 

 cÖwZôvb †Kvb `‡ji mv‡_ mswkøó n‡q mvsMVwbK jÿ¨ AR©b K‡i? 

 

2. cQ›`KiY (Choose): G Í̄‡i wewfbœ weKí cÖkœ¸‡jvi DËi †LvuRvi ‡Póv Kiv nq| A_©vr †KŠkjMZ wecYb 

e¨e ’̄vcbvi wfwË wn‡m‡e cQ›`KiY cÖwµqvi gva¨‡g cÖwZôv‡bi Rb¨ mywb©w`ó †KŠkj cQ›` Kiv hvq| GKwU 

cÖwZôv‡bi A‡bK¸‡jv weKí Dcv`vb _v‡K hvi ga¨ n‡Z me‡PÕ mwVK weKíwU G Í̄‡i evQvB Kiv nq| G‡ÿ‡Î 

cQ›`Ki‡Yi w`K¸‡jv wb‡P D‡jøL Kiv n‡jv- 

 KwZcq Kv‡Ri mgš^‡qi gva¨‡g †KŠkjMZ e¨e ’̄vcbvq ÿgZv m„wó nq| 

 ÿgZv m„wói gva¨‡g cÖwZôv‡bi m¤úK©hy³ kw³i Dci cÖfve m„wó nq hv cÖwZôv‡bi `~e©jZv¸‡jv Lyu‡R †ei 

K‡i Zv `~i Kivi wfwË wn‡m‡e KvR K‡i| 

 cQ›`Ki‡Yi †KŠkj wbev©P‡bi gva¨‡g mvsMVwbK cwi‡e‡ki my‡hvM¸‡jv mxwgZ K‡i, hv cÖwZ‡hvMx‡`i ûgwK 

†gvKv‡ejvq mnvqZv K‡i _v‡K| 

 

3. ev Í̄evqb (Implementation): †KŠkjMZ wecYb e¨e ’̄vcbvi wfwË wn‡m‡e G ch©v‡q c~e©eZx© Av‡jvP¨ cÖ‡kœi 

DËi¸‡jv cQ›` Kivi ci †m¸‡jvi ev Í̄evq‡bi wm×všÍ †bqv nq| ev Í̄evq‡bi gva¨‡g cÖwZôv‡bi wm×všÍ¸‡jv‡K 
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Kv‡R cwiYZ Kiv nq, hvi gva¨‡g wm×všÍ¸‡jvi wek¦vm‡hvM¨Zv I MÖnY‡hvM¨Zv hvPvB Kiv mnR nq| GQvov 

KvR¸‡jv myôzfv‡e my-m¤úbœ Kivi Rb¨ m¤ú`mg~n cÖ‡qvRb Abyhvqx e›U‡biI e¨e ’̄v Ki‡Z nq| G chv©‡q 

mvsMVwbK KvVv‡gvi mv‡_ wgj †i‡L bvbv Kvh©µg MÖnY Ki‡Z nq| G‡Z K‡i Kv‡Ri †Kv‡bv ÎæwU _vK‡j Zv 

ms‡kvab Kiv hvq| †mB mv‡_ wecbb msµvšÍ bvbv Kvh©µg cwiPvjbvi Rb¨ Kgx©‡`i‡K cÖwkÿYI †`Iqv hvq| 

 

cwi‡k‡l ejv hvq †h, GKwU cÖwZôvb †Kv_vq Av‡Q, †Kv_vq †h‡Z Pvq, Kxfv‡e †h‡Z cv‡i Ges hvIqvi Dcvq 

m¯ú‡K© cÖ_‡g fve‡Z nq| Zvici h_vh_ cwiKíbv cÖYqb, ev Í̄evqb I wbqš¿Y Ki‡Z nq| A_©vr †KŠkjMZ wecYb 

†KŠkjMZ I ev Í̄evqbgywL Kg©m~Px cÖYq‡b e¨e ’̄vcbv‡K w`K-wb‡`©kbv cÖ`vb K‡i _v‡K| 

 

 

 

mvims‡ÿc  

‡h wecYb e¨e ’̄vi g‡a¨ †µZv‡`i cwieZ©bkxj Pvwn`v c~iY Ges cÖwZ‡hvwMZvg~jK e¨emvwqK cwi‡e‡ki g‡a¨ 

mgš^q mvab K‡i jÿ¨w ’̄Z evRv‡i DbœZ †µZv f¨vjy m„wói †Póv Kiv nq Zv‡K †KŠkjMZ wecYb (Strategic 

Marketing) e‡j| GKwU e¨emvq †µZv‡`i cÖfvweZ Kivi D‡Ï‡k¨ †KŠkjMZ wecYb c×wZi cÖ‡qvM Kiv nq hvi 

gva¨‡g cwieZ©bkxj e¨emvq cwi‡e‡ki mv‡_ mvgÄm¨ weavb K‡i| †KŠkjMZ wecYb GKwU my-mgwš^Z cÖwµqv hvi 

gva¨‡g wecYbKvixMY‡K KZK¸‡jv cÖ‡kœi DËi Lyu‡R †ei Ki‡Z nq| cieZx©‡Z Zvi †cÖwÿ‡Z wecYb cwiKíbv 

Dbœqb I ev Í̄evqb Ki‡Z nq| ‡KŠkjMZ wecYb e¨e ’̄vcbvi wKQz wfwË ev wm×všÍ i‡q‡Q hv e¨e ’̄vcbvi Kvh©µg‡K 

ev Í̄evq‡bi Rb¨ me©`v mnvqZv K‡i _v‡K| mgm¨v mgvav‡bi G e„nËi cÖwµqvi Ask wn‡m‡e e¨e ’̄vcbvi wm×všÍ 

MÖnY Kiv nq|  
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 evRvi cwiwPwZKiY, evRvi cwiwPwZKi‡Yi myweav I evRvigywL †KŠkjmg~n 

Marketing Orientation, Characteristics and Advantages of 

Market Orientation  
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 wecYb cwiwPwZKiY Kx Zv ej‡Z cvi‡eb 

 evRvi cwiwPwZKi‡Yi ˆewkó¨ mg~n e¨vL¨v Ki‡Z cvi‡eb  

 evRvi cwiwPwZKi‡Yi myweav eY©bv Ki‡Z cvi‡eb  

 

wecYb cwiwPwZKiY 

Marketing Orientation 

‡KŠkjMZ wecY‡bi Ab¨Zg GwU ¸iæZ¡c~Y© welq n‡jv wecYb cwiwPwZKiY| GK K_vq, Kvw•LZ ‡fv³v‡`i cQ›`, 

iæwP, Pvwn`v Ges AvKv•Lv‡K cÖvavb¨ †`Iqvi gva¨g n‡jv wecYb cwiwPwZKiY| †h †Kvb cÖwZôv‡bi wecYb Kvhv©ewj 

cwiPvjbv Kiv nq g~jZ †fv³v‡`i Rb¨| †fv³viv hw` †Kvb cÖwZôv‡bi cY¨mvgMÖx ‡fvM ev e¨envi bv K‡i Z‡e †m 

cÖwZôv‡bi c‡ÿ mvdj¨ AR©b Kiv †Kvbfv‡eB m¤¢e bq| ZvB †fv³v‡`i cÖ‡qvRb gvwdK cY¨mvgMÖx Drcv`‡bi Rb¨B 

cÖwZôvb‡K wecYb cwiwPwZKi‡Yi cÖ‡qvRb c‡o| 

 

wecY‡b evRvi ej‡Z g~jZ †Kvb c‡Y¨i eZ©gvb I fwel¨Z ‡µZvi mgwó‡K eySvq| Avi evRvi cwiwPwZKiY n‡jv 

†µZv‡K cwiwPwZKiY| Avi wecYb cwiwPwZKiY n‡jv †µZv‡K m‡e©v”P ¸iæZ¡ w`‡q Zv‡`i cÖ‡qvRb I Pvwn`vgZ 

cY¨ ev †mevmvgMÖx Advi Kiv| ZvB ejv hvq, wecYb cwiwPwZKiY n‡”Q Ggb GKwU e¨emvwqK g‡Wj †hLv‡b 

†µZv‡`i AvKv•Lv, Pvwn`v Ges cÖ‡qvRb gvwdK cY¨`ªe¨ mieiv‡ni Dci ¸iæZ¡ †`Iqv nq| eZ©gvb cÖwZ‡hvwMZvg~jK 

evRv‡i e¨emvqxiv wU‡K _vKvi Rb¨ evRvRivZKiY cwiwPwZKiY e¨vcK nv‡i e¨envi K‡ib|  

 

wecYbKvixMY G cÖwµqvi gva¨‡g †µZv‡`i cÖ‡qvRb m¤ú‡K© Rvb‡Z cv‡i Ges Zv mgvav‡bi Rb¨ m‡ev©rK…ó †mev 

cÖ`vb Ki‡Z †Póv K‡i| wecYb cwiwPZKi‡Yi KwZcq ‰ewkó¨ n‡jv- 

 GwU GKwU e¨emvwqK g‡Wj 

 GwU GKwU †µZv‡K›`ªxK cÖwµqv 

 GLv‡b m‡ev©”P †µZv f¨vjy m„wó nq 

 GwU GKwU mgš^qmvab cÖwµqv 

 GwU cÖwZ‡hvMx‡`i eyw×gËv wn‡m‡e KvR K‡i| 

cwi‡k‡l ejv hvq, wecY‡bi D‡Ïk¨ ev Í̄evq‡bi j‡ÿ¨ †µZvi Rb¨ m‡ev©”P f¨vjy m„wóB wecYb cwiwPwZKiY| 

 

evRvi cwiwPwZKi‡Yi ˆewkó¨mg~n 

Characteristics of Market Orientation  

‡fv³v‡`i cQ›`, iæwP, Pvwn`v Ges AvKv•Lv‡K cÖvavb¨ †`Iqvi gva¨g n‡jv wecYb cwiwPwZKiY| evRvi cwiwPwZi 

gva¨‡g †µZv‡`i m‡ev©”P f¨vjy cÖ`v‡bi e¨e ’̄v Kiv nq| Kxfv‡e †µZv, cÖwZ‡hvMx Ges evRvi m¤ú‡K© Z_¨ msMÖn 

Kiv nq Ges †µZv‡`i f¨vjy cÖ`vb Kiv nq Zv evRvi cwiwPwZKi‡Yi g‡a¨ Av‡jvPbv Kiv nq| evRvi 

cwiwPwZKi‡Yi †h mg¯Í ˆewkó¨ jÿ¨ Kiv hvq Zv n‡jv-  
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1. e¨emvwqK g‡Wj (Business Model): evRvi cwiwPwZKiY‡K e¨emvwqK g‡W‡ji mv‡_ Zzjbv Kiv †h‡Z 

cv‡i| KviY Gi gva¨‡g †µZv‡`i iæwP, cÖ‡qvRb, Pvwn`v, AvKv•Lv, BZ¨vw` wbav©iY K‡i †m Abyhvqx cY¨ 

mieiv‡ni gva¨‡g m‡ev©”P †µZv †mev cÖ`vb Kiv nq| 

 

2. ‡µZv‡Kw›`ªK (Customer focus): evRvi cwiwPwZKi‡Yi Ab¨Zg ˆewkó¨ n‡jv GwU †µZv‡Kw›`ªK| KviY 

Gi hveZxq Kvh©vejx †µZv‡`i cQ›`‡K m‡ev©”P ¸iæZ¡ w`‡q m¤úv`b Kiv nq| GLv‡b cÖwZôvb¸‡jv Kvw•LZ 

†µZv‡`i Pvwn`v‡K we‡ePbv K‡i †m Abyhvqx cY¨ Drcv`b Ges mieiv‡ni e¨e ’̄v K‡i _v‡K| G‡¶‡Î 

cÖwZôvb¸‡jv †µZv‡`i mš‘wó AR©‡bi Rb¨ mev©ZœK cÖ†Póv Pvjvq| †µZv‡`i D‡Ï‡k¨ hveZxq KvR m¤úvw`Z 

nIqvi Kvi‡YB evRvi cwiwPwZKi‡Yi Kvh©µg‡K †µZv‡Kw›`ªK ejv n‡q‡Q| 

 

3. cÖwZ‡hvMxi eyw×mË¡v (Competitor’s Intelligence): evRvi cwiwPwZKiY cÖwZôv‡bi Av‡iKwU ¸iæZ¡c~Y© 

ˆewkó¨ n‡jv Zviv cÖwZ‡hvMxi eywÏgËv ev †KŠkj Rvbvi †Póv K‡i| KviY cÖwZ‡hvMx‡`i †KŠkjmg~n bv 

†R‡b †Kvb cÖwZôvb cY¨mvgMÖx Drcv`b Ki‡j Zviv ÿwZi m¤§yLxb n‡Z cv‡i| cÖwZ‡hvMx‡`i wel‡q M‡elYv 

Ki‡j Zv‡`i `ye©j w`K¸‡jv m¤ú‡K© Rvbv hvq, hv evRvi cwiwPwZKiY cÖwZôvb‡K cÖwZ‡hvwMZvg~jK myweav 

AR©‡b mnvqZv K‡i|  

 

4. mgš^q mvab (Co-ordination): GKwU cÖwZôvb‡K Drcv`b Kvh© m¤úv`‡bi Rb¨ wewfbœ wefv‡Mi g‡a¨ 

h_vh_ mgš^‡qi cÖ‡qvRb nq, hv evRvi cwiwPwZKi‡Yi gva¨‡g m¤¢e nq| Gi d‡j †µZv‡`i Rb¨ me¸‡jv 

wefvM wb‡q Kvh© cwiPvjbv Kiv mnRZi nq| KviY wewfbœ ai‡Yi euvav `~i Ki‡Z GB ai‡bi msMVb¸‡jv 

Kvh©Ki f‚wgKv cvjb K‡i| wewfbœ wefv‡Mi g‡a¨ mgš^q mvab KivI evRvi cwiwPwZKi‡Yi Ab¨Zg ¸iæZ¡c~Y© 

ˆewkó¨| 

 

5. ‡µZv f¨vjy m„wó (Create Customer Value): †µZvi wbKU n‡Z cÖvß myweav Ges e¨wqZ A‡_©i cv_©K¨‡K 

†µZv f¨vjy e‡j| evRvi cwiwPZKi‡Yi gva¨‡g cÖwZôvb †µZv‡Kw›`ªK Kvh©µg MÖnY K‡i| G‡ÿ‡Î †h‡nZz 

†fv³vi cQ›`‡K mev©waK ¸iæZ¡ cÖ`vb Kiv nq †m‡nZz Gi gva¨‡g cÖwZôvb †µZv‡`i Rb¨ m‡ev©”P f¨vjy 

cÖ`v‡bi †Póv K‡i hv GB cÖwZôv‡bi ¸iæZ¡c~Y© ‰ewkó¨ enb K‡i| 

 

cwi‡k‡l ejv hvq †h, evRvi cwiwPwZKiY cÖwZôv‡bi m¤úvw`Z mKj KvRB G‡`i ˆewkó¨ enb K‡i| 

 
evRvi cwiwPwZKi‡Yi myweav 

The Advantages of Market Orientation 
‡KŠkjMZ wecY‡bi Ab¨Zg GwU ¸iæZ¡c~Y© welq n‡jv evRvi cwiwPwZKiY| Kvw•LZ ‡fv³v‡`i iæwP, Pvwn`v Ges 

AvKv•Lv‡K cÖvavb¨ †`Iqvi gva¨g n‡jv wecYb cwiwPwZKiY (Marketing Orientation) | ‡µZv‡`i cÖ‡qvRb, iæwP 

I Pvwn`v †gvZv‡eK wecYb Kg©m~Px cÖYqb n‡jv evRvi cwiwPwZKi‡Yi cÖv_wgK KvR| G‡ÿ‡Î wecY‡bi †ek wKQz 

myweav cvIqv hvq| wb‡¤œ †m¸‡jv Av‡jvPbv Kiv n‡jv: 

 

1. DËg wecYb Kg©m~Px (Better Marketing Programs): evRvi cwiwPwZKi‡Yi gva¨‡g eZ©gvb I m¤¢ve¨ 

†µZv‡`i Pvwn`v I cÖ‡qvRb m¤ú‡K© †R‡b Zv c~i‡Yi e¨e ’̄v Kiv nq| d‡j evRvi cwiwPwZ D³ wecYb Kg©m~Px 

cÖYq‡b mnvqZv K‡i _v‡K| 
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2. ‡µZv †µw›`ªKZv (Customer Focus): evRvi cwiwPwZKi‡Y †µZv‡`i cÖ‡qvRb I AvKv•Lv c~i‡Yi j‡ÿ¨ 

hveZxq Kg©m~Px cÖYqb Kiv nq| Kv‡Ri G cÖwµqv‡K †µZv †µ›`ªxKZv ejv hvq| A_©vr †µZv‡`i Pvwn`v cwigvc 

K‡i †m Abyhvqx KvR K‡i e‡j GwU †µZv‡K›`ªxK nq| 

 

3. kw³kvjx m¤úK© m„wó (Strong Relationship): evRvi cwiwPwZKi‡Yi gva¨‡g cÖwZôv‡bi mv‡_ †µZvi mivmwi 

m¤úK© ’̄vcb Kiv m¤¢e nq| KviY G cÖwµqvq †µZvi Pvwn`v c~i‡Y cÖwZôvb me©`v †Póv K‡i _v‡K| d‡j 

wecYbKvix †hgb †µZv‡K Rvb‡Z cv‡i †Zgwb ‡µZvivI cÖwZôvb m¤ú‡K© AbyK‚j aviYv cvq| 

 

4. AbyMZ †µZv m„wó (Creating loyal Customers): evRvi cwiwPwZKi‡Yi gva¨‡g †µZvi Afve †gvP‡bi †Póv 

Kiv nq| d‡j cÖwZôv‡bi Rb¨ AbyMZ †µZv m„wói †Póv Kiv nq| †µZviv AbyMZ n‡j kw³kvjx m¤úK© M‡o 

†Zvjv m¤¢e nq| 

 

5. ‡µZvi ’̄vwqZ¡ e„w× (Increase Customers Stability): evRvi cwiwPwZKi‡Yi gva¨‡g †µZvi g‡bvfve ey‡S Zv 

c~i‡Yi †Póv Kiv nq weavq kw³kvjx I ’̄vqx †µZvi m„wó nq| Kv‡RB kw³kvjx †µZv m¤úK© M‡o †Zvjv m¤¢e 

nq| 

 

6. cÖwZ‡hvMxZvg~jK myweav AR©b (Achievement of Competitive Advantages): evRvi cwiwPwZKi‡Yi gva¨‡g 

Av‡iKwU eo †h myweav cvIqv hvq Zv n‡jv cÖwZ‡hvwMZvg~jK myweav AR©b| G‡ÿ‡Î cÖwZ‡hvMx‡`i Zzjbvq 

Kvw•ÿZ †µZv‡`i‡K A‡cÿvK…Z †ekx myweav †`qvi †Póv Kiv nq| d‡j cÖwZôv‡bi ’̄vqx †µZvi msL¨v e„w× 

cvq| 

 

cwi‡k‡l ejv hvq †h, evRvi cwiwPwZKi‡Yi gva¨‡g DËg wecYb Kg©m~Px cÖYqb Kiv m¤¢e nq| G‡Z K‡i cÖwZôv‡bi 

’̄vqx  I kw³kvjx †µZv m¤úK© m„wó nq| G‡Z `xN© †gqv‡` cÖwZ‡hvwMZvg~jK myweav AwR©Z nq| Gfv‡e wecY‡b myweav 

cvIqv hvq| 

 

 

mvims‡ÿc  

‡KŠkjMZ wecY‡bi Ab¨Zg GwU ¸iæZ¡c~Y© welq n‡jv wecYb cwiwPwZKiY| GK K_vq, Kvw•LZ ‡fv³v‡`i cQ›`, 

iæwP, Pvwn`v Ges AvKv•Lv‡K cÖvavb¨ †`Iqvi gva¨g n‡jv wecYb cwiwPwZKiY| †h †Kvb cÖwZôv‡bi wecYb 

Kvhv©ewj cwiPvjbv Kiv nq g~jZ †fv³v‡`i Rb¨| †fv³viv hw` †Kvb cÖwZôv‡bi cY¨mvgMÖx ‡fvM ev e¨envi bv 

K‡i Z‡e †m cÖwZôv‡bi c‡ÿ mvdj¨ AR©b Kiv †Kvbfv‡eB m¤¢e bq| ‡µZv‡`i cÖ‡qvRb, iæwP I Pvwn`v 

†gvZv‡eK wecYb Kg©m~Px cÖYqb n‡jv evRvi cwiwPwZKi‡Yi cÖv_wgK KvR| evRvi cwiwPwZKi‡Yi gva¨‡g DËg 

wecYb Kg©m~Px cÖYqb, cÖwZôv‡bi ’̄vqx  I kw³kvjx †µZv m¤úK© m„wó, Ges `xN©†gqv`x cÖwZ‡hvwMZvg~jK myweav 

AwR©Z nq|  
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evRvigyLx wecYb †KŠk‡ji msÁv, ˆewkó¨, ‡µZv f¨vjy Ges †µZv f¨vjy cÖ`v‡bi Dcvqmg~n 
Definition & Characteristics of Market-Driven Strategies, Customer Value, and the way to Delivery 

Customer Value 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 evRvigyLx wecY‡bi msÁv Rvb‡Z cvi‡eb 

 evRvigyLx †KŠk‡ji ˆewkó¨mg~n e¨vL¨v Ki‡Z cvi‡eb 

 ‡µZv f¨vjy m¤ú‡K© eY©bv Ki‡Z cvi‡eb                   

 †µZv f¨vjy AR©‡bi Dcvqmg~n eY©bv Ki‡Z cvi‡eb|  

 

evRvigyLx †KŠk‡ji msÁv 

Definition of Market-Driven Strategies 

ˆewk¦K cwieZ©b, Zxeª cÖwZ‡hvwMZv Ges cÖhyw³i e¨vcK cwieZ©‡bi Kvi‡Y †µZvi cÖZ¨ÿY cÖwZwbqZ cwieZ©b n‡”Q 

hv Abyaveb Kiv cÖwZôv‡bi Rb¨ RwUj| mvaviYZ cÖwZôv‡bi wm×v‡šÍi mv‡_ †µZv, cÖwZ‡hvMx I †Kv¤úvwb mswkøó 

Dbœqb‡K evRvigyLx †KŠkj e‡j| evRvigyLx †KŠk‡ji gva¨‡g mvsMVwbK Kh©µg cÖwµqvi g‡a¨ ms‡hvM ’̄vcb Kiv 

hvq hv †µZv‡`i f¨vjy cÖ`vb Ki‡Z mnvqZv K‡i| ZvB ejv hvq- †µZv‡`i gv‡S f¨vjy m„wó‡Z cÖfve we Í̄viKvix 

mvsMVwbK Kvh©µg I cÖwµqvi djcÖm~ ms‡hvM‡K evRvigyLx †KŠkj e‡j| G cÖm‡½- 

 

Philip Kotler & Gary Armstrong e‡jb, “A market driven strategy is the planning and deployment of 

business resources to achieve a central set of objectives through a contanouously changing set of 

circumtstances.” ÔA_v©r, evRvigyLx †KŠkj ej‡Z wbqwgZ cwieZ©bkxj cwiw ’̄wZ‡Z gyL¨ D‡Ïk¨¸‡jv AR©‡bi Rb¨ 

e¨emvq m¤ú‡`i cwiKíbv MÖnY Ges e¨envi Kiv‡K †evSvq|Õ  

 

cÖwZôv‡bi wm×v‡šÍi mv‡_ †µZv, cÖwZ‡hvMx I †Kv¤úvbx mswkøó Dbœqb‡K evRvigyLx †KŠkj e‡j| GKRb wecYbKvix 

evRvigyLx †KŠkj cÖYq‡b †h mKj welq we‡ePbv K‡i Zv n‡jv- 

 ‡µZv, cÖwZ‡hvMx Ges eZ©gvb evRvi cwiwPwZ m¤úwK©Z Z_¨ msMÖn Kiv 

 msM„nxZ Z‡_¨i wePvi-we‡kølY Kiv 

 msM„nxZ Z_¨ †_‡K †µZv‡`i m‡ev©Ëg f¨vjy cÖ`v‡bi Dcvq m¤ú‡K© M‡elYv Kiv 

 cÖwZôv‡bi mvg‡_©¨i mv‡_ †µZv‡`i cÖ`vbK…Z f¨vjyi wgj Kiv 

 cÖ‡qvRbxq c`‡ÿc MÖn‡Yi gva¨‡g †µZvi f¨vjy welqwU wbav©iY Kiv| 

 

cwi‡k‡l ejv hvq †h, †µZv-we‡µZvi ci¯úi ms‡kø‡li gva¨‡gB g~jZ evRvi m„wó nq| Avi †µZvivB n‡jv ivRv| 

Kv‡RB cÖwZôvb‡K evRvi‡Kw›`ªK Kg©m~wP MÖnY Ki‡Z nq| Giƒc Kg©m~wPi cwiKwíZ Dcvq wbav©iY‡K evRvigyLx 

†KŠkj e‡j| evRvigyLx †KŠkj MÖn‡Yi gva¨‡gB cÖwZôvb Zv‡`i D‡Ïk¨ AR©b Ki‡Z mvg_©¨evb n‡e| 

 

cvV-1.4 
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evRvigyLx wecYb †KŠk‡ji ˆewkó¨ 

Characteristics of Market- Driven Strategies 

‡µZv‡`i wb‡q MwVZ evRv‡ii e¨emvq †KŠkj‡K evRvigyLx †KŠkj e‡j| hv cÖwZ‡hvMxZvg~jK myweav AR©b Ges 

`xN©‡gqv‡` cwiewZ©Z cwiw ’̄wZ‡Z †µZv‡`i mv‡_ m¤úK© ’̄vc‡b mnvqZv K‡i| evRvigyLx †KŠkj KZ¸‡jv ˆewkó¨ 

enb K‡i hv wb‡P wPÎmn Av‡jvPbv Kiv n‡jv:  

 

 

1. evRvigyLx nIqv (Becoming Market Oriented): evRvigyLx †KŠk‡ji gva¨‡g e¨emv‡qi `ÿZv e„w× Kiv hvq| 

evRvigyLx †KŠk‡ji gva‡g †µZv‡`i cÖ‡qvRb c~i‡Yi Rb¨ mev©ZœK †Póv Pvjv‡bv nq| Avi †µZv‡`i Pvwn`v 

cwigvc K‡i cÖ‡qvRb c~i‡Y evRvigyLx †KŠkj ¸iæZ¡c~Y© f‚wgKv cvjb K‡i hv †µZv‡`i mv‡_ m¤úK© ’̄vcb Ges 

cÖwZ‡hvMx‡`i †gvKv‡ejv Ki‡Z mnvqZv K‡i| ZvB ejv hvq, evRvigyLx †KŠk‡ji gva¨‡g evRvigyLx Kg©m~Px MÖnY 

Kiv nq hv `xN©‡gqv‡` Kvh© cwiPvjbv mnvqZv K‡i| 

 

2. cv_©K¨m~PK mvg_©¨ wbav©iY (Determining distinctive capabilities): evRvigyLx †KŠk‡ji Av‡iKwU ‰ewkó¨ n‡jv 

cv_©K¨m~PK mvg_¨© wbav©iY Kiv| cv_©K¨m~PK mvg‡_¨©i gva¨‡g cÖwZôvb Zv‡`i Kv‡Ri mgš^q I m¤ú‡`i e¨envi 

wbwðZ Ki‡Z cv‡i| Ab¨vb¨ cÖwZ‡hvMx cÖwZôv‡bi Zzjbvq Kv‡Ri MwZ Zivwš̂Z K‡i, †µZv‡`i cÖ‡qvRb c~i‡Y 

`ÿZv cÖ‡qvM K‡i Ges DbœZgv‡bi cY¨ I †mev Adv‡ii gva¨‡g Kv‡Ri mgš^q mvab Kivi Rb¨ evRvigyLx 

†KŠkj Kvh©Ki f‚wgKv iv‡L| 

 

3. ‡µZv‡`i Rb¨ f¨vjy m„wó (Creating Value for Customers): †µZv‡`i Rb¨ f¨vjy m„wó Kiv evRvigyLx †KŠk‡ji 

Ab¨Zg ˆewkó¨| †µZv‡`i Rb¨ f¨vjy m„wó Kiv cÖwZôv‡bi Rb¨ †ek P¨v‡jwÄs welq| †Kv¤úvwb wewfbœfv‡e 

†µZv‡`i Rb¨ f¨vjy m„wó K‡i †hgb- cY¨ c…_KxKiY, `ÿ eÈb cÖYvjx Ges ¯̂í `v‡g cY¨ cÖ`v‡bi e¨e ’̄v 

DZ¨vw`| Avi GB KvR¸‡jv myôzfv‡e ev Í̄evq‡bi Rb¨ evRvigyLx †KŠk‡ji h_vh_ cÖ‡qvM eva¨Zvg~jK|  

 

4. m‡ev©Ëg Kg©`ÿZv AR©b (Achieving Superior Performance): evRvigyLx †KŠkj cÖ‡qv‡Mi gva¨‡g KvR 

cwiPvwjZ n‡j Zv cÖwZôv‡bi Rb¨ m‡ev©Ëg Kg©ÿgZv AR©‡bi mnvqK nq| A_©vr evRvigyLx †KŠk‡ji gva¨‡g 

cÖwZôvb m‡ev©Ëgfv‡e Zv‡`i D‡Ïk¨ AR©b Ki‡Z cv‡i| Gi gva¨‡g cÖwZôv‡bi wewb‡qv‡Mi aiY Ges Dbœq‡bi 

wewfbœ w`K m¤ú‡K©I Av‡jvPbv Kiv nq| 

 

cwi‡k‡l ejv hvq †h, Dc‡ii KvR¸‡jv h_vh_ ev Í̄evq‡bi Rb¨ evRvigyLx †KŠkj e¨vcK mnvqZv cÖ`vb K‡i| A_v©r 

evRvigyLx †KŠk‡ji Øviv m¤úvw`Z KvR¸‡jvB g~jZ Gi ˆewkó¨ enb K‡i| 

 

 
evRvigyLx †KŠk‡ji ˆewkó¨ 

evRvigyLx 

Kg©m~Px 

cv_©K¨m~PK mvg_ ©̈ 

wbav©iY 

‡µZv‡`i Rb¨ 

f¨vjy m„wó 

m‡ev©Ëg Kg©ÿgZv 

AR©b 

wPÎ: evRvigyLx †KŠk‡ji ˆewkó¨ 
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‡µZv f¨vjy 

Customer Value 

‡Kvb cY¨ ev †mev †fvM ev e¨envi K‡i †µZv †h myweav cvq Ges H cY¨ ev †mev e¨env‡ii Rb¨ †h A_© e¨q Ki‡Z 

nq, G `yÕ‡qi cv_©K¨‡K †µZv f¨vjy e‡j| A_©vr †µZv f¨vjy n‡jv cY¨ ev †mev †_‡K cÖvß myweav Ges Gi Rb¨ 

e¨wqZ A‡_©i cv_©‡K¨i AbycvZ| 

 

G cÖm‡½ Philip Kotler & Gary Armstrong e‡jb, “Customer value is the difference between the value the 

customer gains from owning and using a product and the cost of obtaining the product.” A_©vr cY¨ AR©b I 

e¨env‡ii gva¨‡g †µZvi AwR©Z f¨vjy Ges D³ cY¨ AR©‡bi Rb¨ e¨‡qi cv_©K¨B n‡jv †µZv f¨vjy|  

 

D`vniY ¯̂iƒc ejv hvq, GKRb †µZv wek nvRvi UvKv w`‡q GKwU †gvevBj †dvb µq Ki‡jb| †dvbwU‡Z H †µZvi 

cÖZ¨vkv Abyhvqx DbœZ K¨v‡giv, B›Uvi‡bU myweav, †nW †dvb, fv‡jv gv‡bi e¨vUvix Ges Ava~wbK wWRvBb i‡q‡Q| 

Zvn‡j H †µZvi cÖZ¨vwkZ myweavi mv‡_ wek nvRvi UvKvi cv_©K¨B n‡jv D³ †µZv f¨vjy| Zvn‡j ejv hvq †h, 

†µZv f¨vjy = cY¨ ev †mevi gvb ev myweav-wewbgq g~j¨| 

 

†µZv f¨vjy cÖ`v‡bi Dcvq 

The way to Delivery Customer Value 

cÖwZôvb bvbvfv‡e †µZv f¨vjy (Customer Value) cÖ`vb Ki‡Z cv‡i| †µZv f¨vjyi Dci wbf©i K‡i †µZv mš‘wó 

(Customer satisfaction)| †µZv mš‘wó n‡jv GKRb †µZvi Avb›` ev nZvkv hv c‡Y¨i Kvh©KvwiZv m¤ú‡K© Dcjwäi 

gva¨‡g m„wó nq| †µZv f¨vjy cÖ`vb Kivi K‡qKwU Dcvq n‡jv- 

 

1. m‡ev©rK…ó cY¨ mieivn (Provide the best Product): gvbm¤úbœ cY¨ †µZvi mš‘wó evovq| gvbm¤úbœ 

c‡Y¨i Rb¨ †µZv AwaK g~j¨ cÖ`vb Ki‡Z cvMÖnx _v‡K| ZvB fv‡jv gv‡bi cY¨ mieiv‡ni gva¨‡g †µZv 

f¨vjy cÖ`vb Kiv hvq| 

 

2. m‡ev©”Pgv‡bi †mev cÖ`vb (Provide the best Service): †µZv f¨vjy cÖ`v‡bi Av‡iKwU Dcvq n‡jv 

fv‡jvgv‡bi †mev cÖ`vb | weµ‡qvËi †mev, M¨vivw›U-Iqv‡iw›U BZ¨vw`i gva¨‡g †µZv mš‘wó AR©b Kiv hvq| 

 

3. h_vh_ g~j¨ wbav©iY (Provide Resoanble Cost): AwaK gybdv bv  K‡i Dchy³ ev h_vh_ g~j¨ wbav©i‡Yi 

gva¨‡g †µZv f¨vjy AR©b Kiv hvq|  

 

 

mvims‡ÿc  

‰ewk¦K cwieZ©b, Zxeª cÖwZ‡hvwMZv Ges cÖhyw³i e¨vcK cwieZ©‡bi Kvi‡Y †µZvi cÖZ¨ÿY cÖwZwbqZ cwieZ©b 

n‡”Q hv Abyaveb Kiv cÖwZôv‡bi Rb¨ RwUj| ZvB g~jZ †Kv¤úvwb¸‡jv evRvigyLx †KŠk‡ji cÖwZ e¨vcK ¸iæZ¡ 

cÖ`vb Ki‡Q| evRvigyLx †KŠk‡ji gva¨‡g mvsMVwbK Kvh©µg cÖwµqvi g‡a¨ ms‡hvM ’̄vcb Kiv hvq hv †µZv‡`i 

f¨vjy cÖ`vb Ki‡Z mnvqZv K‡i| ZvB ‡µZv‡`i wb‡q MwVZ evRv‡ii e¨emvq †KŠkj‡K evRvigyLx †KŠkj e‡j| 

hv cÖwZ‡hvMxZvg~jK myweav AR©b Ges `xN©‡gqv‡` cwiewZ©Z cwiw ’̄wZ‡Z †µZv‡`i mv‡_ m¤úK© ’̄vc‡b mnvqZv 

K‡i| ‡Kvb cY¨ ev †mev †fvM ev e¨envi K‡i †µZv †h myweav cvq Ges H cY¨ ev †mev e¨env‡ii Rb¨ †h A_© 

e¨q Ki‡Z nq G `yÕ‡qi cv_©K¨‡K †µZv f¨vjy e‡j| A_©vr †µZv f¨vjy n‡jv cY¨ ev †mev †_‡K cÖvß myweav Ges 

Gi Rb¨ e¨wqZ A‡_©i cv_©‡K¨i AbycvZ|  
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‡µZvgyLx wecYb †KŠkj, †KŠkjMZ cwiKíbv I wecYb cwiKíbvi g‡a¨ cv_©K¨ 

Degigning a Customer-Driven Marketing Strategy, Difference between 

Strategic Planning and Marketing Planning 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 ‡µZvgyLx wecYb †KŠkj Kxfv‡e cÖYqb Kiv hvq Zv eY©bv Ki‡Z cvi‡eb Ges                    

 †KŠkjMZ cwiKíbv I wecYb cwiKíbvi g‡a¨ cv_©K¨ ej‡Z cvi‡eb|  

 

‡µZvgyLx wecYb †KŠkj cÖYqb 

Degigning a Customer- Driven Marketing Strategy 

‡Kvb cY¨ ev †mevi eZ©gvb I m¤¢ve¨ †µZvi †mU‡KB evRvi e‡j| ZvB ejv hvq, evRvigyLx †KŠkj n‡jv †µZvgyLx 

†KŠkj| cÖwZôv‡bi wm×v‡šÍi mv‡_ †µZv, cÖwZ‡hvMx I ‡Kv¤úvwb mswkøó Dbœqb‡KB evRvigyLx †KŠkj ejv †h‡Z 

cv‡i| cÖhyw³i Dbœqb, Zxeª cÖwZ‡hvwMZv, †µZvi cÖZ¨vkv, BZ¨vw`i e¨vcK cwieZ©‡bi d‡j †µZv f¨vjy m„wó 

P¨v‡jwÄs n‡q c‡o‡Q| Kv‡RB †Kv¤úvbx¸‡jv evRvigyLx †KŠkj MÖn‡Y AwaK g‡bv‡hvMx n‡”Q| 

 

cÖL¨vZ †jLK Philip Kotler & Gary Armstrong Gi g‡Z, “A market driven Strategy is the planning and 

development of business resources to achieve a central set of objectives through a continuously changing 

set of circumstances.” A_v©r evRvigyLx †KŠkj n‡jv cÖwZwbqZ cwieZ©bkxj cwiw ’̄wZ‡Z cÖwZôv‡bi gyL¨ D‡Ïk¨ 

AR©‡bi Rb¨ e¨emv‡qi m¤ú‡`i cwiKíbv I Dbœqb| Zvn‡j ejv hvq †h, cwiewZ©Z cwiw ’̄wZ‡Z †µZv‡`i gv‡S 

f¨vjy m„wó‡Z cÖfvewe Í̄viKvix mvsMVwbK Kvh©µg I cÖwµqvi djcÖmy ms‡hvM‡KB evRvigyLx †KŠkj e‡j| 

 

‡µZvi cÖ‡qvRb, Afve, Pvwn`v I iæwPi cÖwZ †Lqvj †i‡L A_©vr †µZvi gvbwmK Ae ’̄v ey‡S Zvi g‡bi wfZi cÖ‡ek 

KivB n‡jv †µZvgyLx evRviRvZiKY †KŠkj| GUvB g~jZt evRviRvZKiY e¨e ’̄vcbvi KvR| evRviRvZKiY 

e¨e ’̄vcbv m¤ú‡K©  Philip Kotler & Gary Armstrong e‡jb, “Marketing management is the science and arts 

of choosing target markets and building profitable relationship with them.” A_©vr evRviRvZKiY e¨e ’̄vcbv 

ej‡Z Afxó evRvi cQ›`KiY Ges Zv‡`i mv‡_ jvfRbK m¤úK© M‡o †Zvjvi Kjv I weÁvb‡K eySvq| 

 

†µZvgyLx wecYb †KŠkj cÖYqY cÖwµqvq †mev cÖ`vb Kivi Dc‡hvMx †µZv ev †µZv‡Mvôx‡K cQ›` K‡i Zv‡`i‡K 

†mev`v‡bi Rb¨ Zv‡`i g‡b Ae ’̄vb †bqv (positioning), Zv‡`i Rb¨ f¨vjy m„wó Kiv Ges jvfRbK m¤úK© m„wói 

gva¨‡g kw³kvjx m¤úK© M‡o †Zvjvi †Póv Kiv nq| G j‡ÿ¨ wecYb e¨e ’̄vcK‡K wb‡¤œi `yÓwU cÖ‡kœi DËi Lyu‡R †ei 

Ki‡Z nq: 

i. ‡Kvb ai‡Yi †µZv‡K †mev cÖ`vb Ki‡Z n‡e? A_v©r Afxó †µZv Kviv? 

ii. Kxfv‡e †µZv‡`i‡K m‡ev©rK…ó †mev cÖ`vb Kiv n‡e? A_©vr †µZvf¨vjy Kx n‡e? 

 

†µZvgyLx wecYb †KŠkj cÖYqb m¤ú‡K© wZbwU wel‡q Av‡jvPbv Kiv hvq- 

1. ‡mev cÖ`v‡bi Rb¨ †µZv wbev©Pb (Selecting Customers to Serve): G cÖwµqvq cÖwZôvb¸‡jv Zv‡`i 

jÿ¨, D‡Ïk¨ I mvg_©¨ we‡ePbvq GK ev GKvwaK †µZv ev †µZv‡Mvwô‡K †mev cÖ`v‡bi Rb¨ wbev©Pb Ki‡Z 

cv‡i| eZ©gvb wek¦vq‡bi cÖwZ‡hvwMZv g~jK evRv‡i Afxó †µZv wbev©Pb †ek RwUj KvR| Avevi me‡kÖYxi 

†µZv‡K †mev cÖ`vb KivI  GKwU cÖwZôv‡bi c‡ÿ m¤¢e bq| ZvB cÖwZôvb‡K Zvi mvg_¨© Abyhvqx Afxó 
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†µZv‡`i Í̄i (Level),  cÖK…wZ (Nature),  iæwP (Taste) Ges Pvwn`v (Demand) m¤ú‡K© †R‡b †m Abyhvqx 

f¨vjy ‰Zwi Ges †mev mieivn Ki‡Z n‡e|  

 

2. f¨vjy cÖ Í̄ve cQ›`KiY (Choosing a value proposition): G chv©‡q Afxó †µZv‡`i Rb¨ cÖwZ‡hvMx 

cÖwZôv‡bi Zzjbvq m¤ú~Y© ¯̂Zš¿ I cv_©K¨m~PK GK ev GKvwaK f¨vjy cÖ Í̄ve A½xKvi Ki‡Z n‡e| 

G cÖm‡½ Philip Kotler & Gary Armstrong e‡jb, “A company’s value proposition is the set of 

benefits or values it promises to customers to satisfy their needs.” A_©vr f¨vjy cÖ Í̄ve ej‡Z GK¸”Q 

myweav ev f¨vjy‡K eySvq hvi Øviv †fv³v‡`i cÖ‡qvRb¸‡jv m‡šÍvlRbK Dcv‡q mgvavb Kiv hvq| 

 

3. evRvi e¨e ’̄vcbv cwiwPwZ (Marketing Management Orientation): †µZvgyLx wecYb †KŠkj cÖYq‡bi 

G chv©‡q †µZv‡`i mv‡_ GKwU `xN©‡gqv`x gybvdv‡hvM¨ m¤úK© M‡o †Zvjvi cwiKíbv K‡i| GLv‡b 

e¨e ’̄vcbv KZ©„cÿ we‡ePbv K‡i cÖwZôvb Kv‡K †ewk ¸iæZ¡ w`‡e-‡µZv, cÖwZôvb, bvwK mgvR‡K? A_©vr 

cÖwZôv‡bi `k©b Kx n‡e? cÖwZôvb Zvi jÿ¨ I D‡×‡k¨i mv‡_ mgš^q †i‡L †h †Kvb GK ev GKvwaK gZev` 

†e‡Q wb‡Z cv‡i| G‡ÿ‡Î cvuPwU weKí gZev` Av‡Q| †m¸‡jv n‡jv-Drcv`b gZev`, cY¨ gZev`, weµq 

gZev`, wecYb gZev` Ges mvgvwRK wecYb gZev`| 

 

†KŠkjMZ cwiKíbv I wecYb cwiKíbvi g‡a¨ cv_©K¨ 

Difference between Strategic Planning and Marketing Planning 

cwiKíbv n‡”Q fwel¨‡Z Kx Kiv n‡e Zv Av‡M †_‡KB wbav©iY Kiv| †m‡ÿ‡Î †KŠkjMZ cwiKíbv n‡jv †Kv¤úvwbi jÿ¨ I 

D‡Ïk¨ wbav©iY Kiv Ges Zv ev¯Íevq‡bi Rb¨ Kx KvR Ki‡Z n‡e, Kxfv‡e Ki‡Z n‡e Ges KLb Zv cvjb Ki‡Z n‡e †mB 

m¤ú‡K© Av‡M †_‡KB Kg©mywP MÖnY Kiv| Ab¨w`‡K, wecYb cwiKíbv n‡”Q AvbyôvwbKfv‡e ˆZwi Ges wjwLZ `wjj hv‡Z 

wecYb †KŠkj ev¯Íevq‡bi cÖ‡qvRbxq Kvhv©ewj we Í̄vwiZfv‡e Zz‡j aiv nq| wb‡¤œ ‡KŠkjMZ cwiKíbv Ges wecY‡bi 

cwiKíbvi ga¨Kvi cv_©K¨ Zz‡j aiv n‡jv- 

cv_©‡K¨I welq ‡KŠkjMZ cwiKíbv wecYb cwiKíbv 

cwiPvjbv ‡KŠkjMZ cwiKíbv mvgwMÖKfv‡e mvsMVwbK 

Kvh©µg¸‡jv cwiPvjbvi mv‡_ m¤ú„³ 

wecYb cwiKíbvq wbZ¨w`‡bi Kvh©m¤úv`b I 

djvdj cwiPvjbvi Rb¨ cwiKíbv Kiv nq| 

KvVv‡gv msMV‡bi Kvh©µg cvj‡bi Rb¨ `xN©‡gqvw` 

KvVv‡gv Zz‡j aiv nq| 

ïaygvÎ mvsMVwbK Dbœq‡bi Rb¨ †h‡Kvb GKwU 

¯Í‡ii KvVv‡gv‡K ¸iæZ¡ cÖ`vb K‡i| 

`„wófw½ mvgwMÖKfv‡e msMVb I Gi cwi‡e‡ki mv‡_ 

mvgÄm¨c~Y© `„wófw½ Zz‡j a‡i| 

Kvh©Kix I †ckvMZ `„wófw½ cÖvavb¨ m„wó K‡i| 

‡KŠkj g~j¨vqb msMV‡bi mvgwMÖK `„wófw½i wfwË‡ZB jÿ¨ I 

†KŠkjmg~n g~j¨vqb Kiv nq| 

mywbw ©̀ó j‡ÿ¨ I wfwË‡Z †KŠkj MÖn‡Yi Rb¨ 

jÿ¨mg~n‡K wewfbœ Dcwefv‡M fvM Kiv nq| 

cÖgvY m¤úK©hy³ jÿ¨ I D‡Ïk¨mg~n `xN©‡gqv`x 

e¨env‡ii Rb¨ cÖgv‡Yi e¨e¯’v Kiv nq| 

wecYb cwiKíbvi jÿ¨ I D‡Ïk¨ mg~n‡K 

ZvrÿwYK e¨env‡ii Rb¨ cÖgv‡Yi e¨e¯’v Kiv 

nq| 

c×wZ ‡KŠkjMZ cwiKíbvi `xN©‡gqv`x c×wZ 

wn‡m‡e †KŠkj MÖnY Kiv nq| 

¯^í‡gqv`x c×wZ wn‡m‡e msMV‡b wecYb 

cwiKíbv MÖnY Kiv nq| 

 

Dc‡ii cv_©K¨ †_‡K mn‡RB ejv hvq †h, †KŠkjMZ cwiKíbv I wecYb cwiKíbv G‡K Ac‡ii Dci wbf©ikxj| DfqB 

wecYb wgkÖY Dbœq‡b mnvqK f‚wgKv cvjb K‡i hv evRviRvZKiY †KŠkj cÖYqb I Zv Dbœq‡bi Rb¨ cªv_wgK we› ỳ wn‡m‡e 

cÖwZôvb‡K ¸iæ‡Z¡i mv‡_ we‡ePbv Kiv nq|  
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‡Kvb cY¨ ev †mevi eZ©gvb I m¤¢ve¨ †µZvi †mU‡KB evRvi e‡j| ZvB ejv hvq, evRvigyLx †KŠkj n‡jv 

†µZvgyLx †KŠkj| cÖwZôv‡bi wm×v‡šÍi mv‡_ †µZv, cÖwZ‡hvMx I ‡Kv¤úvwb mswkøó Dbœqb‡KB evRvigyLx †KŠkj 

ejv †h‡Z cv‡i| cÖhyw³i Dbœqb, Zxeª cÖwZ‡hvwMZv, †µZvi cÖZ¨vkv BZ¨vw`i e¨vcK cwieZ©‡bi d‡j †µZv f¨vjy 

m„wó P¨v‡jwÄs n‡q c‡o‡Q| Kv‡RB †Kv¤úvbx¸‡jv evRvigyLx †KŠkj MÖn‡Y AwaK g‡bv‡hvMx n‡”Q|† KŠkjMZ 

cwiKíbv n‡jv †Kv¤úvwbi jÿ¨ I D‡Ïk¨ wbav©iY Kiv Ges Zv ev Í̄evq‡bi Rb¨ Kx KvR Ki‡Z n‡e, Kxfv‡e 

Ki‡Z n‡e Ges KLb Zv cvjb Ki‡Z n‡e †mB m¤ú‡K© Av‡M †_‡KB Kg©mywP MÖnY Kiv| Ab¨w`‡K, wecYb 

cwiKíbv n‡”Q AvbyôvwbKfv‡e ˆZwi Ges wjwLZ `wjj hv‡Z wecYb †KŠkj ev Í̄evq‡bi cÖ‡qvRbxq Kvhv©ewj 

we Í̄vwiZfv‡e Zz‡j aiv nq|  
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mvg‡_©¨i msÁv, cv_©K¨m~PK mvg_©¨, mvg_©¨mg~n wPwýZKiY Gis mvg‡_©¨i aiYmg~n 

Definition of Capabilities, Distinctive Capabilities, Identifying Distinctive 
Capabilities and Types of Distnctive Capabilities 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 mvg_ ©̈ I cv_©K¨m~PK mvg_©¨ Kx Zv e¨vL¨v Ki‡Z cvi‡eb,  

 cv_©K¨m~PK mvg_©¨mg~n wPwýZKiY Ki‡Z cvi‡eb Ges                    

 cv_©K¨m~PK mvg‡_©¨i aiYmg~n e¨vL¨v Ki‡Z cvi‡eb|  

 

mvg‡_©¨i msÁv 

Definition of Capabilities 

mvaviY A‡_©, ‡Kvb KvR Kivi kvwiixK ev gvbwmK kw³ Ges AwR©Z  cÖ‡qvRbxq `ÿZv‡K mvg_©¨ ejv nq| A_©vr mvg_©¨ 

n‡”Q gvbwmK ev KvwqK cwikª‡gi †hvM¨Zv ev `ÿZv| Z‡e cÖwZôv‡b mvg_©¨ kãwU wfbœ A‡_© e¨eüZ nq| cÖwZôv‡bi KvR 

m¤úv`‡bi mÿgZv‡KB cÖvwZôvwbK mvg_¨© e‡j| cÖvwZôvwbK mvg_ ©̈ wecYb Kvh© m¤úv`‡b mnvqZv K‡i| cÖwZôvb‡f‡` 

mvg_ ©̈ wfbœ iKg n‡q _v‡K| †hgb- cÖwZôvb  hw` eo nq Z‡e Zvi KvR Kivi mvg_ ©̈ †QvU cÖwZôv‡bi †P‡q Aek¨B 

Zzjbvg~jK †ewk n‡q _v‡K| 

 

cÖwZôv‡bi mvdj¨ Zvi mvg‡_ ©̈i e¨envi ev cÖ‡qv‡Mi Dci A‡bKvs‡k wbf©i K‡i| ejv †h‡Z cv‡i †h, mvg_¨© n‡”Q GK¸”Q 

`ÿZv I mgwš̂Z Ávb, hv mvsMVwbK cÖwµqvi gva¨‡g cÖ‡qvM Kiv nq Ges hv cÖwZôv‡bi Kvhv©ewj I m¤ú`mg~n e¨env‡ii 

g‡a¨ mgš̂q m„wó K‡i| wewfbœ †jL‡Ki msÁvq mvg‡_¨©i G welqwUB D‡jøwLZ n‡q‡Q| †hgb- 

 

mvg_ ©̈ cÖm‡½ George S. Day e‡jb, “The Capabilities of market-Driven Organizations”, Journal of Marketing G 

e‡j‡Qb, “Capabilities are complex bundless of skills and accumulated knowledge, exercised through 

organizational processes that enable firms to co-ordinate activities and make use of their assets.”  A_v©r, mvg_ ©̈ 

n‡”Q mgwš̂Z GK¸”Q `ÿZv I Ávb, hv mvsMVwbK cÖwµqvi gva¨‡g cÖ‡qvM Kiv nq Ges hv cÖwZôv‡bi Kvhv©ewj I 

m¤ú`mg~n e¨env‡ii g‡a¨ mgš^q m„wó K‡i| 

 

cwi‡k‡l ejv hvq †h, KwZcq cwigvc‡hvM¨ myweav, ˆewkó¨, Kvhv©ewj, cÖwµqv ev KvR m¤úv`‡bi mÿgZv AR©b‡K mvg_¨© 

e‡j hvi gva¨‡g cÖwZôvb Zv‡`i mvwe©K Kvh©µg myPviæfv‡e m¤úv`‡bi mÿgZv AR©b K‡i| G mÿgZv cÖwZôv‡bi wfZ‡i 

ev evwn‡iI AwR©Z n‡Z cv‡i| 

 

cv_©K¨m~PK mvg_©¨mg~n 

Distinctive Capabilities 
mvaviY A‡_© cv_©K¨m~PK mvg_©¨ ej‡Z cÖwZôv‡bi  Ggb KZK¸‡jv AR©b ev ¸Yvejx‡K eySvq hv Ab¨ cÖwZôv‡bi g‡a¨ 

†bB| Ab¨ K_vq, cÖwZôv‡bi KvR Kivi `ÿZv Ges m¤ú` e¨envv‡ii ¯^ÿgZv‡K cv_©K¨m~PK mvg_¨© e‡j AwfwnZ Kiv 

hvq| wek¦e¨vwc eû Drcv`b ev wecYbKvix cÖwZôvvb cÖwZ‡hvwMZvg~jK cwi‡e‡ki g‡a¨ †_‡K Zv‡`i Kvhv©ewj cwiPvjbv 

Ki‡jI me cÖwZôvb †kÖôZ¡ jv‡fi †hvM¨Zv AR©b Ki‡Z cv‡i bv| Gi eûwea KviY Av‡Q| †hgb- Kgx©‡`i Kvh©Kifv‡e 

e¨envi Ki‡Z bv cviv, m¤ú‡`i DËg e¨envi wbwðZ Ki‡Z bv cviv, cÖhyw³i mv‡_ Lvc& LvB‡q bv Pjv BZ¨vw`|  
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†h mKj cÖwZôvb Kgx©‡`i `ÿZvi mv‡_ e¨envi Ki‡Z cv‡i Ges m¤ú‡`i mwVK e¨envi wbwðZ Ki‡Z cv‡i ZvivB wU‡K 

_v‡K Ges evRv‡i mdj nq| Kv‡RB cÖwZwU cÖwZôv‡bi cv_©K¨m~PK mvg_©¨mg~n wPwýZ Kiv evRvigyLx †KŠk‡ji AZ¨šÍ 

¸iæZ¡c~Y© Ask| cÖwZôv‡bi wewfbœ cÖwµqvi mv‡_ mvsMVwbK KvVv‡gv wbweofv‡e RwoZ _v‡K| Z‡e GKB wk‡íi AšÍM©Z 

wewfbœ cÖwZôv‡bi mvsMVwbK cÖwµqv Ges Kv‡Ri g‡a¨ wfbœZv cwijwÿZ nq| mvsMVwbK KvVv‡gvi h_vh_ e¨envi wbwðZ 

Ki‡Z cvi‡jB GKwU cÖwZôvb cv_©K¨m~PK mvg_ ©̈ AR©‡b mÿgZv AR©b Ki‡Z cv‡i| 

 

cv_©K¨m~PK mvg_©¨ m¤ú‡K© weL¨vZ †jLK John Kay e‡jb,  “Distinctive capabilities are relevant factor of an 

organization’s resources, Companies with distinctive capabilities have attributes, which other don’t have and 

cannot replicate.” A_©vr, cv_©K¨m~PK mvg_ ©̈ n‡jv †Kv‡bv cÖwZôv‡bi m¤ú‡`i m¤úK©hy³ Dcv`vb| cv_©K¨m~PK 

mvg_ ©̈wfwËK cÖwZôv‡bi Ggb wKQz ¸Yvewj i‡q‡Q hv Ab¨‡`i †bB Ges Zviv bKj Ki‡Z cv‡i bv| 

 

ZvB ejv †h‡Z cv‡i †h, cÖwZwU cÖwZôv‡bi g~j¨evb m¤ú` n‡jv cv_©K¨m~PK mvg_ ©̈| cv_©K¨m~PK mvg_¨© we‡kølY GKwU 

cÖwZôv‡bi ¯^ÿgZv m¤ú‡K© mwVK Z_¨ Rvb‡Z Ges GB ¯^ÿgZv Abyhvqx cÖwZ‡hvwMZvq Rqx n‡Z mvnvh¨ K‡i Ges ‡mBmv‡_ 

bvbvwea my‡hvM m„wó K‡i|  

 

cv_©K¨m~PK mvg_©¨mg~n wPwýZKiY  

Identifying Distinctive Capabilities 

wecYb †KŠk‡ji mwVK bKkv cÖYq‡bi Rb¨ †Kv¤úvwbi cv_©K¨m~PK mvg_¨© Abyaveb Ges †m¸‡jv Kxfv‡e †µZv f¨vjyi mv‡_ 

m¤úK©hy³ Zv Rvbv AZ¨šÍ ¸iæZ¡c~Y© we‡eP¨welq| D”P e¨e¯’vcbv‡K Aek¨B cv_©K¨m~PK mvg‡_ ©̈I Ici wfwË K‡I 

†KŠkjMZ cwiKíbv ˆZwi Ki‡Z n‡e| we‡kl K‡i bZzb evRv‡i cÖ‡ek Kiv, cÖwZ‡hvwMZvq wjß nIqv, †µZv‡`i Rb¨ 

cÖ‡qvRbxq f¨vjy cÖ`vb Kiv Ges cÖwZ‡hvMx‡K evRvi cÖ‡e‡k evuav m„wó Kiv BZ¨vw` Kvh©µg djcÖmyfv‡e Ki‡Z n‡j cv_©K¨ 

m~PK mvg_ ©̈ wPwýZ Kiv LyeB ¸iæZ¡c~Y©| 

 

GKwU cÖwZôv‡bi †KŠkjMZ AvK…wZ †Kgb n‡e wKsev K‡cv©‡iU ¯Í‡ii †KŠkj †Kgb n‡e Zv wbav©iY Kiv AZ¨šÍ ¸iæZ¡c~Y© hv 

cv_©K¨m~PK mvg_ ©̈mg~n wPwýZ Kiv e¨wZZ m¤¢e bq| A‡bK cÖwZôvbB GB welqwU we‡ePbvq G‡b mvg_©¨ Abyhvqx m‡ev©Ëg 

Kvh©m¤úv`b K‡i mdj n‡q‡Q| Zv‡`i mdjZvi †bc‡_¨ †h welqwU Kvh©Ki f‚wgKv cvjb K‡i‡Q Zv n‡jv cv_©K¨m~PK 

†KŠkjMZ mvg‡_ ©̈i Ici AwaK g‡bvwb‡ek Kiv| cv_¨K¨m~PK mvg_ ©̈ `yB ai‡bi myweav m„wó K‡i| ‡hgb-  

(K) DbœZi †µZv f¨vjy m„wó Kivi Rb¨ e¨vcK Ae`vb iv‡L,  

          (L) Aí Li‡P m‡ev©Ëg †µZv f¨vjy mieivn K‡i| 

 

GKwU cÖwZôv‡bi wewfbœ ai‡bi mvg_ ©̈ _v‡K| wKš‘ cÖwZ‡hvwMZv †gvKv‡ejv K‡i mdj nIqvi Rb¨ †Kvb mvg_¨©¸‡jvi Ici 

¸iæZ¡v‡ivc Ki‡Z n‡e †m m¤ú‡K© e¨e¯’vcbv‡K mwVK wm×všÍ wb‡Z n‡e| †Kv¤úvwbi eZ©gvb mvg_¨© wPwýZ Kiv Ges 

g~j¨vq‡bi Rb¨ wZb ai‡bi ˆewkó¨ we‡ePbv Ki‡Z n‡e| †hgb: 

(K) mvg_¨© cÖwZ‡hvMxi Zzjbvq DbœZZi Ges bKj Kiv KóKi wKbv? 

(L) eûgyLx cÖwZ‡qvwMZvg~jK cwi‡e‡k mvg_¨© memgq cÖ‡qvM Kiv DwPr bq, Z‡e wU‡K _vKvi Rb¨ cÖwZ‡hvwMZvq 

DbœZZi I bKj Kiv KóKi wKbv? 

(M) eûgyLx cÖwZ‡hvwMZvg~jK cwiw¯’wZ‡Z Gi cÖ‡qvM mvg‡_¨©i †P‡q †ewk kw³ †hvM K‡i wKbv? 

 

Dc‡iv³ ˆewkó¨¸‡jv we‡ePbv K‡I cÖwZôv‡bi mvg_¨© wbav©iY Kiv cÖ‡qvRb| wb‡Pi wP‡Î †Kv¤úvwbi cÖZ¨vwkZ mvg_ ©̈¸‡jv 

Zz‡j aiv n‡jv:  
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cv_©K¨m~PK mvg‡_©¨i aiYmg~n 

Types of Distnctive Capabilities 
cv_©K¨m~PK mvg_©¨ wPwýZ Kivi Rb¨ cÖwZôv‡bi mvg_ ©̈‡K Kvh©Ki Dcv‡q †kÖwYwefvM Ki‡Z nq| GKwU cÖwZôvb 

Af¨šÍixY-evwn¨K wKsev evwn¨K-Af¨šÍixY †Kvb cÖwµqvq cwiPvwjZ bvwK Dfq cÖwµqvq cwiPvwjZ n‡e †kÖwYwefvM 

Kivi mgq Zv Aek¨B wPwýZ Ki‡Z n‡e| wb‡Pi wP‡Î welqwU †`Lv‡bv n‡jv:  

 

 

Dc‡iv³ wP‡Î mvg‡_¨©i D‡Ïk¨ I ¸iæ‡Z¡i g‡a¨ cv_©K¨ cwijwÿZ nq| evwn¨K-Af¨šÍixY Ges Af¨šÍixY-evwn¨K 

Dfq cÖwµqvi g‡a¨ ¯úó cv_©K¨ †`Lv hvq| †hgb- evwn¨K-Af¨šÍixY cÖwµqvq †Kv¤úvwb evwn¨K cwi‡e‡ki mv‡_ hy³ 

nq, evRv‡ii djveZ©b (Feedback) †bq Ges evwn¨K cwi‡ek M‡o †Zvjvi †Póv K‡i| Ab¨w`‡K, Af¨šÍixY-evwn¨K 

 
cÖZ¨vwkZ mvg_ ©̈ 

eûgyLx cÖwZ‡hvwMZvg~jK 

cwiw ’̄wZ‡Z cÖ‡qvM‡hvM¨ 

bKj Kiv cÖwZ‡hvwMZvi 

†P‡q DbœZZi 

wPÎ: cÖZ¨vwkZ mvg_©¨mg~n 

 
cv_©K¨m~PK mvg‡_©¨I aibmg~n 

evwn¨K ¸iæZ¡ 

 evRvi msµvšÍ 

Ávb 

 ‡µZv‡`i cQ›` 

 cÖYvwji eÜb 

 cÖhyw³ ch©‡eÿY 

 ‡µZvi AWv©i cwic~iY 

 g~j¨ 

 µq 

 ‡µZv †mev mieivn 

 bZzb cY¨/‡mev Dbœqb 

 ‡KŠkj Dbœqb 

cÖwµqvi we Í̄…wZ 

Kg©ÿgZv AR©b 

wPÎ: cÖZ¨vwkZ mvg_ ©̈mg~n 

Af¨šÍixY ¸iæZ¡ 

evwn¨K-Af¨šÍixY cÖwµqvmg~n Af¨šÍixY-evwn¨K cÖwµqvmg~n 

 Avw_©K e¨e ’̄vcbv 

 LiP wbqš¿Y 

 cÖhyw³ Dbœqb 

 mgwš^Z jwRw÷Km 

 Drcv`b/e›Ub cÖwµqv 

 gvbe m¤ú` e¨e ’̄vcbv 

 cwi‡ekMZ ¯̂v ’̄¨ I 

wbivcËv 



evsjv‡`k Dš§y³ wek^we`¨vjq  †KŠkjMZ wecYb 

BDwbU 1  c„ôv-27 

cÖwµqvq †µZv‡`i f¨vjyi cÖ‡qvRbxqZvi wfwË‡Z mš‘wó weav‡bi KvR¸‡jv m¤úbœ Kiv nq| evwn¨K-Af¨šÍixY cÖwµqvi 

we Í̄vi Ges Af¨šÍixY-evwn¨K cÖwµqvi wb‡`©kbv `v‡b GB c×wZ gyL¨ f‚wgKv cvjb K‡i hv m‡ev©”P †µZv m ‘̄wó wbwðZ 

Kivi cvkvcvwk bZzb c‡Y¨i my‡hvM, †mevi cÖ‡qvRbxqZv, cÖwZ‡hvMxi ûgwK BZ¨vw` †ÿ‡Î evRvi m¤ú‡K© Ávb, 

†µZv‡`i cQ›`, e›Ub cÖYvwji eÜb Ges cÖhyw³ ch©‡eÿ‡Y ¸iæZ¡c~Y© Z_¨ mieivn K‡i| 

 

mvg‡_¨©i cÖwµqvq AvšÍtm¤úwK©Z mvsMVwbK cÖwµqvi Ici ¸iæZ¡ †`qv nq Ges wewfbœ cÖ‡qvRbxq welq Zz‡j aiv nq| 

†hgb: 

(K) evRvigyLx cÖwZôvb¸‡jvi evwn¨K ¸iæZ¡ 

(L) `jxq Rb‡Mvôx‡K Rwo‡q wewfbœ e¨emvq Kvhv©ewj m¤úv`‡bi mvg_¨© 

(M) cÖwµqvwU my¯úófv‡e msÁvqb I wPwýZKiY‡hvM¨ gvwjKvbvi cÖ‡qvRbxqZv 

(N) cÖwµqvq AskMÖnYKvix mKj‡K Z_¨ mieivn Kiv 

(O) cÖwµqvwU Ab¨vb¨ cÖwµqvi mv‡_ AvšÍtm¤úwK©Z Ges e¨e ’̄vcbv‡K ms‡hv‡Mi mgš^q Ki‡Z nq| 

 

‡ewkifvM cÖwZôvbB e¨emvq Kvhv©ewj m¤úv`‡bi Rb¨ †hŠ_ Kvh©m¤úv`‡bi cÖwZ AwaK ¸iæZ¡v‡ivc K‡i _v‡Kb Ges 

ev Í̄‡e GgbwUB Kiv DwPr| GBfv‡e KvVv‡gve× cÖwµqvi Ici ¸iæZ¡ †`qvi †ÿ‡Î cÖ_vMZ mvsMVwbK D”Pµg †mvcvb 

ms‡kva‡bi Kvi‡Y Kvh©wfwËK `j (cÖ‡KŠkwj, wd«j¨vÝ I gv‡K©wUs) Gi Ici ¸iæZ¡ †`qv `iKvi| mvsMVwbK cÖwµqvi 

cÖ_vMZ Kvh©m¤úv`‡bi cwie‡Z© †hŠ_ Kvh©wfwËK Kvh©m¤úv`b n‡j wKQz †ÿ‡Î wKQz cwieZ©b Avb‡Z nq| †hgbÑ 

(K) cÖwµqvgyLx msMV‡bi e¨e ’̄vcbvi †ÿ‡Î bZzb ai‡bi `ÿZv I P¨v‡jÄ m„wó 

(L) Kvh©wfwËK msMV‡bi †ÿ‡Î e¨w³MZ `ÿZvi Z_¨ msMÖn, DcvË we‡kølY I evwn¨K mn‡hvwMZv 

(M) cÖwµqvgyLx msMV‡bi m¤úK©wfwËK e¨e ’̄vcbv Af¨šÍixY †hvMv‡hvM I D×z×KiY, `j MVb, Z_¨ 

e¨vL¨vKiY Ges †KŠkjMZ KviY¸‡jvi Ici ¸iæZ¡ cÖ`vb| 

 

 

mvims‡ÿc  

‡Kvb KvR Kivi kvwiixK ev gvbwmK kw³ Ges AwR©Z  cÖ‡qvRbxq `ÿZv‡K mvg_©¨ ejv nq| A_©vr mvg_©¨ n‡”Q gvbwmK 

ev KvwqK cwikª‡gi †hvM¨Zv ev `ÿZv| Z‡e cÖwZôv‡b mvg_©¨ kãwU wfbœ A‡_© e¨eüZ nq| cÖwZôv‡bi KvR m¤úv`‡bi 

mÿgZv‡KB cÖvwZôvvwbK mvg_ ©̈ e‡j| cÖvwZôvwbK mvg_¨© wecYb Kvh© m¤úv`‡b mnvqZv K‡i| cÖwZôvb‡f‡` mvg_¨© wfbœ 

iKg n‡q _v‡K| cv_©K¨m~PK mvg_©¨ ej‡Z cÖwZôv‡bi Ggb KZK¸‡jv AR©b ev ¸Yvejx‡K eySvq hv Ab¨  cÖwZôv‡bi 

g‡a¨ †bB| wecYb †KŠk‡ji mwVK bKkv cÖYq‡bi Rb¨ †Kv¤úvwbi cv_©K¨m~PK mvg_ ©̈ Abyaveb Ges †m¸‡jv Kxfv‡e 

†µZv f¨vjyi mv‡_ m¤úK©©hy³ Zv Rvbv AZ¨šÍ ¸iæZ¡c~Y© we‡eP¨welq| D”P e¨e¯’vcbv‡K Aek¨B cv_©K¨m~PK mvg‡_ ©̈i Ici 

wfwË K‡i †KŠkjMZ cwiKíbv ˆZwi Ki‡Z n‡e| we‡kl K‡i bZzb evRv‡i cÖ‡ek Kiv, cÖwZ‡hvwMZvq wjß nIqv, 

†µZv‡`i Rb¨ cÖ‡qvRbxq f¨vjy cÖ`vb Kiv Ges cÖwZ‡hvMx‡K evRvi cÖ‡e‡k evuav m„wó Kiv BZ¨vw` Kvh©µg djcÖmyfv‡e 

Ki‡Z n‡j cv_©K¨ m~PK mvg_ ©̈ wPwýZ Kiv LyeB ¸iæZ¡c~Y©|  
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BDwbU DËi g~j¨vqb  

 

1. wecYb ej‡Z Kx eySvq? 

2. wecY‡bi †gŠwjK aviYvmg~n eY©bv Kiæb| 

3. wecY‡bi ¸iæZ¡ Av‡jvPbv Kiæb| 

4. wecYb cÖwµqvwU wPÎmnKv‡i eywS‡q wjLyb| 

5. cÖ‡qvRb, Afve I Pvwn`v ej‡Z Kx †evSvq? D`vniYmnKv‡i eywS‡q wjLyb 

6. ‡KŠkjMZ wecYb ‡Kb cÖ‡qvRb?- e¨vL¨v Kiæb|  

7. †KŠkjMZ wecY‡bi cÖK…wZ I Kvh©mg~n eY©bv Kiæb| 

8. wecYbKvix wKfv‡e †µZv m¤úK© m„wó K‡i I Zv a‡i iv‡L?- e¨vL¨v Kiæb| 

9. ‡µZv f¨vjy I †µZv mš‘wó ej‡Z Kx †evSvq Zv D`vniYmnKv‡i wjLyb|  

10. ‡µZv f¨vjy I †µZv BKz¨BwU ej‡Z Kx †evSvq? 

11. ‡KŠkjMZ cwiKíbv I wecYb cwiKíbvi g‡a¨ †Kvb cv_©K¨ Av‡Q Kx? eywS‡q wjLyb| 

12. ‡KŠkjMZ cwiKíbvi wfwËmg~n e¨vL¨v Kiæb| 

13. wecYb cwiwPwZKiY ej‡Z Kx eySvq? eY©bv Kiæb|  

14. evRvi cwiwPwZKi‡Yi ˆewkó¨¸‡jv eY©bv Kiæb|  

15. ‡µZv f¨vjy Kx? wecYbKvix  Kxfv‡e †µZv f¨vjy AR©b Ki‡Z cv‡i| 

16. evRvi cwiwPwZKi‡Yi gva¨‡g GKwU †Kv¤úvbx Kx Kx myweav †c‡Z cv‡i? D`vniYmnKv‡i eywS‡q wjLyb| 

17. ‡µZvgyLx wecYb †KŠkj Kx? ‡µZvgyLx wecYb †KŠkjmg~n e¨vL¨v Kiæb|  

18. evRvigyLx †KŠkj ej‡Z Kx eySvq? evRvigyLx †KŠk‡ji ˆewkó¨¸‡jv eY©bv Kiæb|  

19. mvg_¨© ej‡Z Kx eySvq? cv_K¨m~PK mvg‡_¨©i aiYmg~n eY©bv Kiæb| 
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