e TS fmfmyie @S ot

g 20T

o

Introduction

(O] ¢ (SIS BIfEAT AR 7 2F© FC O AT FIAR A & [ @3f6 ergrd i
JEG, TF TG IR ASDE (ol A (ST T[T oo 0 | @2 FGFT ARGER Fa0e FHem
fefmiomace efefare FeT beeed A 0o = | FRE R ARTSCa AN A (S Fh 8
Sifwe AR 2R | WK AfSrrene Sl WISE IF9 FRR | G DI (@Ol FHF B ¢ o 40
AR FHACT RATTFIACATCE T P [0 R | 4 TGFCE o400 B @ 1ol fFereq (apor 51 52
P G180 AR =l (el JCR |

«q ECH GG =30 =i SR | &N #Ate Rpetaa g, [Rteita sikwat, f{otetaa Giifes <=l 8 sty
RGN ToIW AT S T AR | GO AT TS [RAN wewal, tdeers oo
G fofe G e [ert egfe ¢ IR i el [Read ¢ren = | gow #its
e AAffofeaad, e Affbfoaate A qar e @FEPTIR 02 STEbar F41 2007 | 594 A
JERYR oA @FHET AT, TRl SfIe] WR (ST S &R GATT S 9T a1 TECR | AN
A TSR RANT (FEPTE oI R (IS AfGFH 8 ot AfRFe= ey ALFPTR 9T
I FCACR R KT T #I100 AL KT 8 ALFPI6S AL SRR SCAGA 4T CACE |

TG e s | 3TE sifes Fdws TNy ¥3 AeR

9 FBHF AR

A3-3.5: BT, ot el , ey, Reta Gifers g @ Rofela g TeqmTR
MP-5.3: TRHFPIS AR Gl , THEe [eiets &gfs, 14 ¢ fofem

A3-3.0: e “Affbfowsaer, qrams “ffsfewares Jfur 8 ey @FErmE

N13-5.8: A 916l (PR el , (BT, Tl TfIe] R (TS SFfF] eI TARPTIZ
A3-3.@: TSI el @, (@Fetars sAfaagmi @ et AfRsga= wway =iy

MI-.b: AL I, ALFPHS AR, AT fofresad «ar AR @epTR

TTfE S B>



e TS fmfmyie ffaa cermm

O, Reoleicas R, oFg, G et 8 Rl .

Introduction, Definition, Importance & Core Concepts of Marketing,
and Philosophy of Marketing Management
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Cocepts of Marketing
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Philip Kotler & Gary Armstrong Reemie R&IR® FACes 42oCd, “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.” I s 26z @6 MG @ FIPPT e T

TN e QR AT AR A AVGI @ O] 2 GR [N Mo wiene e ¢ wo[ 579
I ACT |

American Marketing Association (AMA) 7t @ kel ewnlq FACR ©f =C, “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.” i, fqopels =0T S,
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Core Concepts of Marketing
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Importance of Marketing
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Designing Customer Value-Driven Marketing Strategy
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Definition, Nature, Tasks and Foundations of Strategic Marketing
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Definition of Strategic Marketing
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IR 6 S F4T == -

Cravens & Piercy @< SC©, “Strategic marketing is a market-driven process of strategy development that
considers a constantly changing environment and the need to deliver superior customer value.” =i

PIETTS ool 20oR (FET ST IHis JeRyar afewan @ dfsfare Afzaeeier Afkea ¢ Twex

Musadig A. Sahaf €< ©IF[F, “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.”

e @rrre [ «3fs @riifTm @ 761 frare e F1er S0 A TRAASAT JIST STy SR 0T
e Fite PP FAYAE &fs wPg 2= I |

TIETS AT N (T AT (BT 77 1 A O Tl

> SAfSBItTa Sr ST G I FEF RS PS¢ S Rl (TS [oed

> TS et STLIT (@FeTRT PRy a=el 1 A

> G NI ST q@rersT et a1 7

> IS oo SHed (@Sl (AT WITTa &T63T TG 27 |
ARTHTT T AW (@, (SIS A & [T ey ool Srwrsly Seieed &y (@ 76T 99 a2
T = OICF TS ot 0T |

TTfE S BI-53
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TS R 2S¢ TR

Nature and Tasks of Strategic Marketing

TTS TFOne RIS bifEnT 7 R AfSTAFIORETS ARTICR M AT MY F FIRS (@FOad
G HCA(CPE (@Ol Oy I8 SATHBIZ R (TS o6l | IR I A, (@Ferie [ (G 7o
Al TR AT RIS FOPLT 203 TS F ([F IO F | RIS O (@fFre ool
AT ST @ IRATT FACO T | AT (T LR T6d (AT (BB FT T GIRTAT 20eT1-

o.

2

9.

SR @9 (@RI S (Where are we now?): GIF «&fs afSItaa I8N e A @
AfStaifrsE=s Jeam-1f<4r FifFs oxgr fofre Far aar of [Kreees 31 +41 27 |

SRYTe WG @R @S 512 (Where do we want to go in future?): @ & feremiar
AFSHITT Brwely '8 =757 157 a1 27 | TR WA T eifsdies Fw-foxe oz war =37 |

IR O G @S 27 (How do we want to get there?): Q2 Sy, fime @ foxita
T JRIACTR 21 (AT = | SIS STy @ 5T JRBARCAR TP AT 4l T |

I IO TR T G @S ZF? (How will we know when we get there?): @ &txd
T GG TSR oo e eeaeem g Fdwe w0 =01 9w d [fey
AR {CIp S0 Sfeae = fdiae ¢ ©f Wbl 1 27 | (@FrETTe R @t s
FITR Fifefe ot (A el Seml | s @ ».q-9 of 91 <1 =e=T11-

TIETTS fApiNCHIaT

e AAffy

A
v

t \ / t

TFHEATS JEETOFA

| N

AETRCTOFA TFF o

FIETIMS A ¢ famge

A
v

fou 5.9: (FrETTS [RoAeite &Pfe @ TR

. TS e TR (Strategic Direction): (FES foieitad @b Srow gy A2 2=

.

TG

AfSBitaa &=y TR e foiar 63 <1 | e efssimgces =77 ¢ Srwmy fofes w0 o=
AL Aol AT T2 P AT QMR (@FTETrs [oetag &< e |

e SAfff (Market Scope): TF*ETTS Rt e 20a A <iffy e | e «ifafy
TS FoTo: e [Forl, @oNrd TRAT, (GO e @ bifRwr, @ 1 g Ryl
Tonfaces @ | e AR el T RIS Tou 2o AN | (@S [ @ sifafy fdfae
AEF OT (TOIF ARTFA! AoR @ JRARCR (=il W 0 AT |
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©. Jreng i CofF (Market offing formaulation): T8 IR TG 8 HIfEwl (OIS 7l
G 8 Sfotre] AT &y 95 &R F1 @R depif*e Al biTs Fa1 @i [oetag
G @ CafEr @ it I | FICER ASTCROIRIE o8 TodoR A f[etele wsfay
QTR IEG FACS 2 |

8. e IS At @ fF7@ (Monitoring and Control of Performance): (&S oot
SIS “Arrel ¢ fozmel | wde 4RS! PreretsT TR e e 2oz 61 ©f s7fe=d w41
G TF JICET N0 (I AFR 77T BfFe 2o ©F ALTr4eeld 39 347 27 |

AR 3T I @, 96 AP @A™ AR, @FAW @S 5, JONT @S AT @R AT TR
T AT BACS 2 | ST TARY ARFFAT o, AR @ fggel Fare 2 | IR (@Ferre o
(PS¢ JRARA FPIo! ORI HIGACE - qWie B AT | (@Fere et oo
8 ST NLCT FPF ARPHA 2T 8 JBITT I = |

TIPFTTS ool e fefesm

Foundations of Strategic Marketing Management

TS e 20T G @36 IE @A @A MAST STl S FZEST F6d ATF | @
o *afe @FETTe ¢ IR FPIH! IR RGP -1 eI I ACF | PR
oo GageR g fofe a1 el Itz I PR FRHENE IRARCI &) Il FRITS! F6F AT |
ST AT 9 JRed i orel Rewd FIg=ae e dzd S 21 | Eme [eds gRgee
fofe R P! ST AfGTR iotate Prame gzcd =R ©f Wb eiioeitd S F41 = :

>. RTeRe (Analysis): @S oo rgrom R[Sy o2 @ Sgomz [Rueaees M4 Afediag 7% ¢
Tomy AR T ey TReete [anr s =@ ofewin Sem-foee @ am-Srmena
R & (@ 7 Q04T T6d THIE WaPIE 2, T ZCAl-
> AR o1 2REER THAMIR N0 (@RI 2G9S Sre?
> AW ~fRTET A =, O0F O &SP 8 7 IHGTR TR IS 2ol 2 F0?
> TG ARSI G AR TP FOFT IR FAT ATAG?
> 2fSHIR (I AT A FHB 20 ARAS T 757 Oer FCa?

3. AZMPA (Choose): @ ¥ ffey [Py exera Tex (ded (b8 Fa1 = | WLR @Feprs oo
JIYE fofe Rema sevead afeam M AfePieR oy ARWE @ 22w 341 T | G0
ARSHITTT NPT 5 TAM AT T N 20S TG AF [RFF0 @ TF A2 740 2 | QUG
> oA G FACI ML (ST GG o] 38 2T |
> el R ey efSBiR TS *few $o o T = A effobiTa nEeTelet 0% (R

I 9 S Fof8 et e e |
> RO (ST R0 TT Ao 2ARTaee= e Jifirs w61, [ efsrion exfe
(NIRICIER SRROT I AT |

©. JIAFF (Implementation): FFHS e AagHaE fofe RETE @ /K 539! S0y A0
TEASTA 27 T4 A9 CIOER ARARCE PT&S (Tl 2T | IR NG Afediea Praestes

TG S BI-50



a9 et

FCE ARTS T4 =W, I NG PTaiRet@F YPmEre! 8 Q=et@mre! A612 4 72S 27 | =Gl
JEET PO F-IHG A G TR G SR IHAe Jjg) FACS & | @ /R
RIS FISTIR L T @0F TN FHET Q2 FACO 2 | TS I FIEA (@A @6 AP ©f
ST TR T | (T2 AL 2 e oSG ARG &y FRCAAcS 2AfFrwens (qear 17 |

ARCIT T T @, G DT @A AR, (FIAT @S BF, JSNT @S AN @R AL SR
T AT BACS 2 | ST TATY ARSHT 2ok, IR 8 fggel Fare 2 | IR (@Fersre o
(PIETS 8 JRBIRTI F0IoT LR HIGATCF -1 AT FCF A |

/G7 e

W R0 YR N (T ~ARTSTA bifemr =7 GRS TorERe TPRE AREER Ty
T A B TGS I SF© (ol Gy BT (BBl FA W ©ICF @IS [P (Strategic
Marketing) I0=T | @5 P (FOIMT SIS FAF SR (TS ol Jafod S S =7 I
AT ARISTA P HARCICR AL NG [ IR | @FTre oo @it J-wfre affewwr a9
A ANTFRINE FOPST 2T TGT L& (77 FACO = | ARF0I0o O (AfFs [oroe sIfazgar
TR 8 IR IO = | (e ool qgremiE g fofe 31 e wcace 3 Ige[R @
JRARCTT & I IFRTS] ¢ AT | TP TN @ Jeq e o+ Rews Gy Frae
QR 4 = |

2S5 B1-58
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Marketing Orientation, Characteristics and Advantages of
Market Orientation

@m

Q AT (I S
o o sfdfbfoaae F o Fre ™I
o &N ARDIoFaCR BT IR WU FACS AT
o G “Afafofesatem Ffqur I FaCe “ARE

o wffofowaa

Marketing Orientation
TPETTS feeita wrew «ff ewged fa = Rera fibfssad | g 347, Fifews torem e,

F5, SIfTAT U AFTRITE 2L (ST 4N 2T [ Afbfosad | @ @ afsvicTg [oew srfa
AR T4 & TS (STST & | (SIS T (1 ARSI AR Tor AT G- A I O @
2AFSBTT ATF AT A& Fl (FITSI(I2 T8I 77 | OI2 (SIS ATAE W AR SoAACHNT T2
2f P o wfafbfosacan e #its |

S 5.9

TR AT IS T (B AT TS 8 SRS (o ANBCP R | W A& ARMDosae zeet
(oS Afbfosad | o e Afibfowad 2= @it T vy Mo o Aaes ¢ biiRvNe
Ay I G IFF I | ©12 F& W, oo oAfafofosae 2 @i @36 It e @2
(TSI FIET, BIFRAT 3R ST WS o7y TR ToF g (G T | I ATSRITrogTm
e AP B AFE & Aeearesae ARDieFas Ao 2t FIZF FE |

A1 @ efe MG (FOIT YT T TN AT R ©F TN &) ACAFS GOl
AW FCS (581 A | o1 Affoowacan Ffosm tafEy ==-

Gt @6 T Wes

«ft @3 (ForTGe Al

G AT (ol Bf1e 2 =7

@ @fB ITrRPIY few

@t efStaritns asrer e Fe 36 |

AR T T, REICT Soaely TR S0 (o1 &y 00 ©yie] 22 [eterwy sAfdfofosad |

ASANENENEN

Characteristics of Market Orientation
TOIGIWA 2I%W, Fb, SIfTWT IR AFTRITE T4 (RSTE N 20T oo “Afafbfesad | e siffofen

TN (SR A SFF eMITad 49g] I 2T | ST (ol 2SN IR G TPIF A Tz
I W AR (FOMA OfFF WiF T = Sl JeE ARibfosaen Wy Siesval Fh =W | e
Affofoataa @ 37w ¢85 =7 a1 T ©f 2CAI-

2S5 BI-5¢
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>. FJPRE NS (Business Model): I& “fRibfoaars iie e 0L o l 41 @
AT | FRE G TG (FOWR P, LTS, BIfzwr, Siwrer, S fufae 33 o7 St sy
TR NLICT I (ol G W FAT 27 |

3. TEFOIR[® (Customer focus): e “ARMDIoFaeT Smrox (AfF2r == Ut (FoHys | TRl
T TR P (FOHA AZCE M @G W WA 41 T | G2 AfoTete Fifews
(FoIa SIfATS o 0T T AGERAT “AeF ToAme G IRRAICRT I8 A AT | q0FEa
2ASHTETT (TR T&fE TS &y HIGE 2GS ST | (@FSId STwexly IO F1er STAIfre
QR IRCIZ G ARDOTAR ISP (FOF TP Tl AT |

©. 2fSTNT @G (Competitor’s Intelligence): Ared “fifbfeaae afsdna s wwgrd
By =T O AR Jwerel I (T SR (BB B | PR ARSI @FIEPTRR
(ST (I 2fSHI AR SA Fa0eT ST 67 AT 20S 211 | elfStarions [ il
FACT OIHA Yo PR T S A9, 1 e Affbfeaaet afsps afstaifemers fr
G RIS FCH |

8. INIW AYT (Co-ordination): G efSHE TeAma T THwe &= [fey [t Sty
AL NI TS =, [l e “ARDRoBa0eq NG 789 =3 | 7 T (GFOIHT & AT
et foea 1 ~fRormT T4 TReres =7 | FEd [{foq w@weR 4 7 FA00 92 @R TRAGISE
FEFT BN “AeT e | [{foq [Rerem qexy g e s e Afbfosacs Sy wwgsif
[SIGEE

¢. TeFel O] 38 (Create Customer Value): (For N6 20 &g 4T 4R e el “ndwyes
(Sl O J0T | I AfRDoFaC N 2fSBT (FONF U IR Q=% 0 | U ARY
(OTER TS TR(T PG W F4 W CIRY 97 T AV (@Fova & FR( OFfF]
AW (58T (R AT @R elfepiea earges)f taf*iey 327 %03 |

AR I T @, I “Affofewa afsdieTs T iifire wiee FIes G GAf*iET 92 364 |

The Advantages of Market Orientation
RS Retar srew uft el e =t AreR ARbfswae | Fifewe o @b, siftar ar

PRI AT (SR A< =0T oo “Afdfofodas (Marketing Orientation) | T&eIma AR, b
8 BIfEnT (eI R Fhp! eeze = Jres Afifbfewaem s e | grwm [Reem @ 5y
AR AN AR | T @ SACEIDT T =

>. Tew farq FWPHT (Better Marketing Programs): I@d fifbfeacem iy 69w 8 3Ry
(TSRS BIFRAT @ ST IFITP (G ©f SfCela g T = | 0l e ARDIe Te el sy
ORI ARO[ HFCH ACH |

2S5 B>
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3. TSl (@[PSl (Customer Focus): Ied “Afifofeate (woima ataies ¢ Sl smees «cy
RS T A FN = | FICGH @ AP (@Sl (Pl I AR | LR (eFeiens bifewr Afwi
A O TR IS I AT G (Fody 27 |

o. &R 7F ¥ (Strong Relationship): &R AffbfosaceR M efosit A @Fo TP
THF g T W | IR @ AR (@R iRl oRee efew ™ TR (BB IR ATCF | T
RAITFIA @I (FOE TACS A (SN (OIS AfSHIT FFE ST LT /1 |

8. WIS (Sl 3 (Creating loyal Customers): I ARSI WX (FOR TS (WBTT (B3
T | T ASDTR G TS (@Sl BT (BB T T | (@O PG e *SHEA FF oI0e
CSIETT 789 =X |

¢. TeFolR g 3@ (Increase Customers Stability): e siffbfoaces I @ForR TR A ©f
ST (581 1 =W R ==l @ gl (o = | e = (@l 1% Y (O 78I
=7 |

v, efSrarierE® Jfr Sew (Achievement of Competitive Advantages): Jred “IfRifbfeaceR Wr<res
ER @ @ AR #1Gq T O = ARSI R4 e | U@ ARSEPNwE oF
FEFS (FOIAACE WCFPFO @A YT (AR (631 a1 = | ¢ elfouieTa g (o TRAT I
AR |

SARITTT I IR @, AR Ao Mo Tew [Kofel FpT 2o Fa1 787 =7 | Gt F(F Af vl
R ¢ *fe= (ol 7 8 =7 | e A rmen Afstaiferge e wifers =7 | e e Ffau
AN A |

APRCFA

TS ot s Wit wrgsd i 2 e sifafofsaad | «a T, Fifeds toreina lew,
P, DIfEW G RIS AT AETT N 2o [oper sAffofosadt | @ @ afodm [
FRI B T4 2 T (@S & | (e[l AW @ ARSBTTR “RT=al o 1 A= 1
I @ OT ST 2ICF AT Ser ST (FITSEL T8I 9 | (FOIMA e, T 8 bifzwr
SR foter FHIBT eore 2 qrew “Affofoaaced Ay e | e Affbfowarem M Tex
Rt FPT e, efoviear g 8 *fexIe (@ol = 42, ¢ WeeRmT efstafrerFs Afr
Tfere =7 |

BTG » sj‘é'r_)q
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7S e Rl e IRl (AFiBY, Tere! O] IR (@FOT O] &WITRR SHTRTNR
-2.8 Definition & Characteristics of Market-Driven Strategies, Customer Value, and the way to Delivery
Customer Value

)

Q AlF T A
SRR AT e TS ARCIA

TS| Ofe] IR 0T FACS ARCIA
(S| SJfe] G GARPRR I FCO AR |

ST PR ST

Definition of Market-Driven Strategies

R s, S efsrifer aae erfed ToRs ARRSER SR (@O erorwe efsfre sy zmz
T LR 1 AfSHI T GioaT | AEere afsdiead Frawes A @ or, afswt 8 @A =¥ 3
T ASRYA (ST 0T | A PR ML ARNE TGN AfGa1a Ioay At o w40
TR A (@S SFe QAT FACS FRAST I | O I IR~ (@olend A ©yfe] Jj2ce efer emarer
AR FEGN @ el AR Fotel] CRMF AT T 0T | 4 @PCet-

Philip Kotler & Gary Armstrong ¢4, “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.” R, ISALA (F*E Foco e ARRSTAT 2B oTe T2 Sra*retel Se=d &
P IR AR @2 3R IR FAE @RI [

AfSBiraa Frares M (@ol, oS ¢ @R Tf¥2 THaars AR @ 0T | GG et
G (FT*IT I (@ T (< v a0 o ZCel-

v T@el, APt «dk T8I e Ao ifee w2y ez F4T

v ReRrS St ReE-fRreae w4

v IRARS O (AF (O[T FAGH ©FIe] I BT TP 0ol Bl

V' effSBIT SR AT (FOIHT MIAFS Ofege! it v

v TG AT Q=TI ML (o oy [aafs ufae w4 |

ST T AT @, (FOI-RUEFOE AT AT MR TS A 3B 2 | W (FOIIR 2 e |

IER AV ACACF AT F0Y> A”Y FACO & | GF Fyoa Afawfere TR ffaeics Jremsar
CPT¥IET 0T | ST (P QZO TN 2 SHI SIva STwely SISt FACS ML 2(J |

2S5 BI-db
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e e Freice Ay
Characteristics of Market- Driven Strategies

T@ove fea e IEEE TP (@S ISR @ 0 | A AfSRIPATSFET f[dr se «z
A St Affafers @ema A THE FotT TES! FE | IS (T FOE (BT
BEC R CIA RGN PUMERSI G PRI G

YA (=TT ¢y
v
! ! I |
il foefeel o e S

oa: IrERRA FHIET BT

5. SR *eA (Becoming Market Oriented): IR (T MG JPNCH W] I 1 A7 |
SR (FCTR N (@FOIAT AT AR G I|S (B BT & | S (GFoCnd bifRwAr
AT S ACAE 2 G T @Gl SNBI AT T A (@O AN ITHF GoAT @R
ARSI (IR FACS FRITST IR | ©IF 1 A, GG (PTG ISR FLp! a=el
91 =W A AKGRIT F ARG =TT I |

3. RS AW 7@ (Determining distinctive capabilities): IR (PR SCIF(H CAI8T ZCAT
AT AR Ffaer 41 | RS AR T 2 SH SV FICEH NI 8 FIA FIRA
5 FCS I | Sy ARSI eSS TR FIER s SAMS IR, (@FSva AT S0
TSl M IR QR CFOACT 2 8 ERI SFCH NI PG FATH AL T G IS
CPTET IR BiT AT |

©. @O & B3 8 (Creating Value for Customers): (Fotnd &=y Sfie] I8 4l el (RI=I=Ta
AT CAMET | (TR & S5 )8 Il afevitar &y (¥ biceIfer e | @Rt fafegena
(TS & Off 8 B @AF- 2 ALRITAT, W I O QR TG AT A AT TG
Torift | WK U2 I YOI IRATC T AT (T AR T LTSS |

8. dfeN Fwwel we (Achieving Superior Performance): ISRl (P AT NGNS
ARSI 2ot o efSPITas &y M FFael FEcd TRAF = | SR ISR @I [T
LSBT FMAfETOIL ©OIna Ty T FACe AT | G NN AfSdicm [iemes €79 @2 Seaeea
fifeq s Iite SCIveT 41 =7 |

AR T T (@, BT FIEQCE AR IRIRCTI G AT (T 19 RIS QA e | S2lfe
G (PR AR TS FERTER T U7 CAM*87 327 IS |

2S5 BI-55
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TSl SJ

Customer Value

T o7 T GTAT (O AT 2R I (@FST (@ FRAT AR G @ 24907 I G JREE & (@ O 7 T
T, @ TIF AT (@O OfiF 0T | IR (GO OFfF ZCAT S0F Al G (AT A1 AR G 9T &
e SR PR SPATS |

Q@ e Philip Kotler & Gary Armstrong <=1, “Customer value is the difference between the value the
customer gains from owning and using a product and the cost of obtaining the product.” SR #fef e @
IR VT (PO SErS ©ffe] AR TS A0 e &y AT AL R R (@] e |

I T I A, GFG (@Sl 4 ZISR Bl e GG (IR (I G T | (TGS @ (@S
ST ST TF© FICET, THRCAs AL, (®C (FI, ST WK G @R WY Gerida a0 |
I @ (FOR oIS JRUR AN Rt 2T G AR T TF (@Sl O] | SR I AW (@,
(@S] ©Ffe] = 2y 1 CTAIR I A7 AfRr-T<far2 37 |

(ST OFF] AWITTR SATT

The way to Delivery Customer Value

AT FeIT (@ OFFF (Customer Value) &AW IS A | (FO] O O F8a I (ol 7eB
(Customer satisfaction) | (&Sl &Z (1 IFGH (FOR AW AT TOHT A AT FEFITS! TEF Sofad
LT 2 T | (@] Y] A B FCAB6 G RCeT-

5. WREPE % FRAIR (Provide the best Product): NI =i (Fo @2 ORI | WPy
AT & (O] SEF I AT FACO AL AT | ©IR ST AR {6l IR NLTH (o
Sy eI [ A |

3. WA G/ @W (Provide the best Service): (@FST ©fF @WK SEF0G AR 2=
SN (AT &We | [Reared G, Aif5-saaft Tenifve Mo (@Fel Jaf® e 41 A7 |

©. IR W i@ (Provide Resoanble Cost): Sif& @&l /1 35ca SoR(@ 1 IR =7 ffaces
AT (ol SFie] e 1 AT |

/7 e

T HAftese, Sig afewmfrer ¥ egfea o s TR (ForR eorw dfsfre sy
2R N SR 1 ARSDA & GioeT | IR JoTS (@At AR @ 2ffs o oFg
2V FACL | G (FTET AT RN S A= Ty TR FrAT T4 IR A (SR
I &M FACS IRAST F(F | OIR (GO HIH oS G IPTR (@IS IS (I 0 |
T AfSRPTSIFTS {4 e @k FEERIm “Afafse «fifgfors @omma A 1 g s=wwe!
B | T SO A CRT (S T JIZF I (@OT @ FRAT 9T @2 @ 297 7 @7 JAER & @ g
[ I W 4 TR ALFICE (@l Sfie] 0 | SR (ol OFfF] Z(ET ey A1 CAT (AT &S AL @3
G Ty S AT AR AT |

2SR5 i-20



e TS fmfmyie @S ot

PRI Ccrordt Rt G, FPRTIS AR § Reter Afreme woeg o

Degigning a Customer-Driven Marketing Strategy, Difference between
Strategic Planning and Marketing Planning

@ =
q A T A=A
TSR A (P FrOICI el 1 R ©F I FACS ARCIN G

o FENS AfTFEl 8 o AfzFg=w oy Ny ICS AEA |

TSI fReeie iet eperr

Degigning a Customer- Driven Marketing Strategy

TP #1407 T CRIF TSI 8 MW (FOR (1502 G 0 | O3 &1 I, ASAIIAT (1T Tl (oA
@ | feDITT Praites A (e, AfSt@A 8 N T TEee: AEEYA @A A @S
AT | efeT Sz, O aAfecaifel, @ror eerl, ejifma e AT T (@l oy B
BIICETER, 20T ATTCR | FICETR (FEANISTAT ST (P 220 N AN 205 |

QMo (=74 Philip Kotler & Gary Armstrong €< 09, “A market driven Strategy is the planning and
development of business resources to achieve a central set of objectives through a contmuously changing

set of circumstances.” SfR IEFTA (@& 2 effars sfgqSae "fﬁlﬁ%ﬁ 4T SRy
TG & FIACEE TE 2Aee ¢ T | WWWN,WWWW
T JBTe ACRRBRTAT AR FRG ¢ 2T TP FANHE AGALA @ 6 |

T&FSA WG, SO[, Hifewl @ g &fs (4T @ TR (FOR TFRE TG I OF N fooq 2t
FAE T (@O IGAETSTP (FH | GBI JoToy RGO HIGANET FIE | ISqeoael
G S Philip Kotler & Gary Armstrong 369, “Marketing management is the science and arts
of choosing target markets and building profitable relationship with them.” SR JEFETSF I
S OO12 G IZAFAT AR SR AN FSTHF TR G (SR ol @ eares I |

@S A7 (P 2ol AfFT ERT e T AN (FT A (FOTABIE AT FH SIS
GRS & ©Itd N SRG FRI (positioning), SITWe & ©fF 32 T4 IR & T Ifeq
AT > G T NG (SRR (58T TN = | @ #0% o6l Jg=ea foemg 110 arw Ted 09 R
FACO 2:

i, TP AR (FOP G AW FCS J(A? AR SN2 (@l TR

i, PO @FOMACE NPT CRT AT F1 20?2 S (FOeyie FI 01?2

(@S 1ol @I ez 71 fowt fRaea Seers=r ar -
S, TR AW &+ (et N5 (Selecting Customers to Serve): @ &ferm efedmet swa
%7, ey 8 AL I @F A1 GFIHF (@l A (@SN R It &=y f1fo Fa0e
ATCH | IS YRR efSrIfTor Fie eI NO18 (@l 7Riba @1 wibe e | KR A
(@FOIF O/l 2T FANe 6 AfSHITTT #ITF 787 77 | B2 f VS ©F A St o1

EURigN BI-2)
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(s B (Level), @Pfo (Nature), i (Taste) @R BIfZAT (Demand) ST (ST (T ST
OIF] Cold IR (PR AR FACO A |

3. OfF @@ A=RWSA (Choosing a value proposition): @ =R SreiE (Feltid &+ 2f STt
AT TR 5T ToF 8 LTS IF A GFET SFfe] 2B A A FACS XA |
Q@ e Philip Kotler & Gary Armstrong =19, “A company’s value proposition is the set of
benefits or values it promises to customers to satisfy their needs.” iR Offe] BIF IO TIIHR
AR AT SR I T QIR (OISTHA TS HCBAETP S HA Bl A |

©. Jreng PG A7 (Marketing Management Orientation): (@FeIT3r f{=ee (@ eericas
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