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Concepts, Characteristics and Componentsof Corporate Strategy
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Concepts of Corporate Strategy
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Definition of Corporate Strategy
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Characteristics of Corporate Strategy
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Components of Corporate Strategy
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Definition of Business Strategy
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Jay B. Barney & Ricky W. Griffin €< Y9, “Business strategy is the set of strategic alternatives that an
organization choose from as it conducts business in a particular industry or aparticular market” SR @G
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oI FAICE Ao (¥ (Marketing Strategy) J0T | b o0 (e FISG SR Gl
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Philip Kotler & Gary Armstrong @< W09, “Marketing strategy is the marketing logic by which the
business unit hopes to create customer value and achieve profitable customer relationships.” SR, e
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S8 T AT (@, RAT (T R GF P PG TN(E T LT TSP I i
VPR ITEE VIR (GBI I = | GF ICeT [oiel SR e, «ifRege oz, IR 8 e
PG AR F1 =T |

AR Afefe TR AP Kol (PR (@ 7= C3riEy 2o 23 @t et
V' RoeR (T 20 FOPSTN SR AT I |
v G GO A (O O] B F 2 |
v R o SOl ZCE TSR AR TGP T A0S (Sl |

YRS A (PIHTER NLCA (FOIACE NI OFfF] AW 2TH8T PN T AR (GO A -7
SR FTCFT PG (AR TN R | TRy @, Rl (@ @A @A 0 R e S s
=T |

T (RT3 SIS

Classification of Business Strategy
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fifeq ~rafe SpmRel F0a A | [y TP TR @ Fs [feFeitd JAFeae FCace |

TS 14F  Michael E. Porter TRW (e fomens o IF@RRA| O G @FT4F
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Deference between Marketing and Business Strategy
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T (@ AGeEmMT @ g S = eitE FeAftab e (Corporate Strategy) 0 | ST,
T WL SO G (@ fevfae e qio [ME e 2efeEe aferitrenEe el Jfw
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Q Steps and Considering Factors of Strategic Marketing Process
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Steps in Strategic Marketing Process

TFOre Qe ffae v eferaifronETe JREr et 1w 2o [RAas s @HEee f[oew
AT ICT | (T ATSH T© @ oIe (PTT PR T AR G7 2ffonT woraf efstaiferE=s Ffaur
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T I A

@S
| v Remr | —
] —>
Roaw
TR 2o
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(F) FrEre oyl f[eame (Strategic situation Analysis): (s oo efga g (e e
R GG NG Rofele groaa #Ifica=! fR{eerael T4 =7 A T @ 1 7S (F*IeT Ao &y
e e Wi 303 | SR SETST (PR TR IR RIS @R e R =7 | qrFed @
FEAFO 7 TPraet T =7 | fHCE (@i S1g [ TS ST 40 2

. e 8 AfSar fReF (Market and competitor analysis): @ 2 (@FOR 20T 8 SS{
CIBICAT I8 R AN OV GIFTO] 8 T SBRIF WK SR AN 0y [ 2felf A ToF (&7 Theq=
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ML &R RO T4 AT | O AN efStarfiong serer ¢ yderer fofevs w2 Soim fagfae war
il

3. e Ref&ae (Market segmentation): I&R efewared TN (Fova T, 7w 8 @
FIOR TF fofe T0a ToheE At iow T = | o F(A ICRETOIE! (S ARG 3
TSI foel TrEE FATS AN, I 2fSHIT FFeTor @F gl TR |

©. JER FAHRFS GRRIREEF S@F (Continuous learning about market): & ISR Y @ &1,
T SR N TOCR, SRACS & T6Co AT ©f RTIGAT FCH [{A @11 2oR R ST (TF T
JI BT AT &> AT IR CICER T @ R @R ey onF | ey @ Arfie ¢ Sighie
TS (AT SN O IRAR 4l I |

(%) R (TR T &= (Designing marketing strategy): TF*r1eIe Jrarderoidae afeaa faom
o 2CET o1 (FTIER T=IT 2ol 41 | SR IR o7y f<aer, Sy a2 (@ ok, T AT
AR o, T9e #Itelia Syae @ Ififbfosae ey Ror e wea [eteltas Fw=11 2ol el =7 |
5 @ 7 RIS ST F4T1 =0

S, TR Ty e 8 SRy @zt @™ (Market Tergeting and Positioning strategy): GFICaT
IR e [eifers e S (T I o1 NLReR N ARErees e SR (@R (e
(A AN SRR &= | (@A AN A #7%7 [WE T AR @7 TR T
Jrer =y fefaces st Sowey |

R, W fofes o ™ (Marketing relationship strategies): T&FSITHAtE G AT ISl
e THFefes e e e =3 | ey dais difes oI, Bt ST, FRRDI,
ARSTA G STSTRRANT FRASTA Il ZCBRH I (OGS AR AWV | S T fofes foters
(T TS G2 e SRAVIAT PR TP (S A |

©. T #ATE & SAfIFFN (Planning for new products): T9F A9 SRR 1 AT T FRIACD T9F
WWW|WWW@WW{%,WWW@QHWWW
G (PN TGl el #ATeT 2T B8 I B I #{TeF oy ARPFAT Lok IR ARE 2 |

8. g % Tz @ #Afafofesae (Developing and Introducing new products): 9 TR &+ T4
Wﬁﬁﬂmﬂaﬁm@ﬂﬁ%&rﬁmmﬂac—rw@aﬂm%&ﬂmm
TV T AN (FOIHE TSN TS YT FCH QTSN TT7g o) SAM 341 27 | ISR
AT TR Qe ST T 2fely ~AfHfofs S =7 | T9F Aelw Tz @ ofesare @ wet 417
PR 1 T T 2l

V' Qe SEPTER \8 FER
v A TSR &S G I8
V' AT AT GO

v e w1ta S Topin |

EXCRIg ‘j‘é‘[—So



eI T vy PETTS ot
(o) R 3FIo7 BFIF (Marketing Program Development): @ =&ita qrers a7y foafae @ g
o= (@ aface @A et 1o SaaeR el /e it s-fea=ar faca s | [eres
TP e Qe SR 00 (FI (@I F 2/ T GRT F© 2 TAM FC3, GRS 5 B

T, ORI (FF A0 AT fSAF FI2F FAE R IreF ©f 369 41 2T 39510 | FIewa [
P G (Feg NS [ w10 1 [ee e SAmimeteT e w4 =71 Ao foraw

TG et 36T 1 20 T-
/[ w
N3

oa: SRy Q2o (FeT S

>. #dF @ (Product strategy): oS GG Tl AT T, T, ACTF TS, AT T, IB1_,
AT 2ICER ST | T ATl “IRIPH! 7, #Aeela I bk REIbar 761 #Aeelys e
A, SCAFIFS 73T Ay DS a1 G @ 6T #Aeelya 6 a1 209 @ ez g gz w41
AT~y @I 0T |

. U P (Price strategy): IeReToRae TR GG Sqrox eFQad SAMA = F e
gl | @ e At Fo5 NE=eers SG=e (e, T T (P GR T e T T
T 0 fOaaT emie 1 =, T KT (@A Jrencd i Apee #I1d |

©. ST (P (Promotion Strategy): #19 Al GRI S (FOTHACE S IR SITAICE AT
G T IR G QTN (I (T AN = | ATI (FIeTa INSARTR @- [{zi=ie
T ST CPT*IET QolTe 4T = |

8. JB (P (Distribition Strategy): TS #fdy IAFPTI (SR 6 (MR AR A2
2T I | e e F0I> ORI @ FECHT AT Z0R IB (P SRR ToE I el
feafos a1 | R 010 Sgeas @ v @reiface s vt aw g fram gz sace
0| QT
(F) @ETS JFTe FIT
(%) I (52, T '8 A (I

(F) oMo e IBRES 8 JIGHF (Implementing and Managing Marteking Strategy): =t
T T Al KT qrof =0T R (P IRAR 8 g | @ A [ereitas sifiee
2o, ARTFHAF Ty LI R T TREE Fieret AL SR [’ [eavan Fa1 =20 1 9roFeg @
aRetE f[REIeaT Fa00 2T EIRTE 26

v e AGSEET QoRe @ T’ AFedad
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V' TR ARASTNR T e
v TR a8 e
v 5N AR (TS e 8 foEe 4 |

AT @ I @, FEETe [ ARTENe Fe 2ET- [ Ee FEEE &, I, @A 8
I ARG 07 ©f e 7 | o7 2ARFga SRR Fe R 91 ©f A61E FA12 Z= o4
(T IRATN G |

JPT I FCAEE T Sgaee e {eey ToAmieprR
Factors Affecting Development of Business or Corporate Strategy

JPIER aFfe, Trw=y, aferafroneie Akt fkfgfe qr R eor @I RISt T
AT 7 I AT @ FIAG Q2 FA 2T O3 2 PN @ | (e @ e azied @ fo
AFSHITCE HAPSTAT A [CID F0© 2T | N ETTE TS FT1 20 T1-

. TR (Flexibility): @R Tu=Te! A ARRASTATS! @ @ I 2feH &=y ege
T | IR ARRSER Y e @@ e A ARk =, O cowfy s e
(PR TN ARIS BT ATTAS LTS 2 | O T 20T ITRAIL FICAS T e G12S
TS A | FIP (@I CHCG AT TR & (06 AT oiafs oo gage =3-

i. 7 RSEN @@ (Scenario building): ¥ REIvaR (¥t =0 R 2ge 341
ARG = | 97 T elfsraifrorere fifgfere wosm e @FHEPRR Ao F1 I/ |
IR ARTETAITS! I FHAOR 2 N @O q=72/5 R0 2@ 41 AT |

ii. e fFREe (Reality checks): 2ters efedmeg Mifs-fMufamad sitws afswar a1 afswst
BT RIS AMCHFAGT I O TR (GBI 0 | AW AT (L A SBAT IO O
AT AT SF ARPTAS VT 22 FT ARSI 1T H2ered 27 |

iii. N MAZ (Hires): IPT (T TANTS] TS G FACA 715 (ATF O @z 4T
RR QI e | FRY TS I A T TR ARTOER A AL ASF M &=l
A T T A O TS THR T AfSDE SR TR, [HE @R
AIfrgHAeTS! T BT AP AN F3 A2/ FACS A |

iv. TS5 b&F WEFFA (Shorteing the budgetet cycle): JRTT @R [0y [AER Ty
s G W [y [y | SR arwd ARaeTHeTel SEne @R wrged | SR
(@R ARSI AN AL ICEH'E FA-TIMH I AADE 2T | S8 ANNTST S &y
SRR JCECHH I &l i A0 2 | WS IG5 b AR IS 70O (A |

V. T (Communication): (IR TNROR CHF@ @MCACAHR TSl SSICad (=

wHred 9T | @RI ARG Tares e azted AN e AL¥E F5eT A0F (e
ARG [T SN T | AT OITH T T ANSANS F=ETod 2T |

TG 3 T-83
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R. #AfRtE (Environment): SR if, ARCECAT SAMIAETET MR ARKSTAT | (=>IF G601 AFfes
N PR A | TR cFrme 5 cony Fa2 T ¢ ANs i st s
FIS AT | CIE [T (T Q=0 TN S92 A sitsca s e aece
T |

©. Tlfeesl @PITST (Core competencies): RIS ARISTR T 38 APTREA PR T
Ty WA JGART THOE AT T | @ G AN g GOSN Wl A @ST AFE
TS T | GF M “PH{Frod REaete AT QIFIRE a7 AfSHI 7% &« F1 787
(1 | 06 PR @PIreR KAt SCEs=T F41 =6

i, *f& (Work force): TAMTaR Srox wged TomIT 20t @IS | SIR 0% &
ffacame egad BAamm 2tk @ e | 42 W «fex M AP TTE Fo
TS AN FACS 2K | O P (R (F0q A0S Al rweieies 8 v ife
fo=om w1 o f¥ |

ii. T 8 wfEw W W@ (Market and Financial knowledge): @fedicm fo=far
TG T2 U f<TaCe T oo A CRIF IeF IR SR TR@e @
B @ AP AE | GF A GFG 72! (@D TR {53 [esae 33 @fo-
pIfe 77 Fa0S A | GOIIR GG TS 8 PP FIPAA (P Lo el I |

jii. o 4% 8 &gfF (Information system and technology): TRASR (F*1eT (o T
ST e AT (ST FACS BIRCE AR SN ©27 T @ AR R efeq qArd
AT FACS Z(J | THRCEH [BRT B-FACR IANY TGS 2lfSHIta ey @i fayeefaer
AR SCAPo] ST Ao AN T |

iv. SRR (Facilities): IR SRSV FoT6 2N FRur #1e 0 ST, @wiseg,
TS Toa gAre TRM-ARLR MG | A JPI (@R CFE FIAFSE o]
R S M| T @ GO JRAYT 8 AT MCF Q= NG S
2 STAHTOR (NI AT AIA |

8. fPYITa @#T (Global Stragegies): T IR et TR &7y < ~fRHS 791 Ip=1® et
@R OIHR (@ A I T | TR TR AT AW I(OF AE SIwR Aoy T T
JPTT ARBEN FCH SIMAE AI*T2 [ (FE 2elTe 8 a2 FA00 20F | [ @R
g e aneten [easer s6ce =4

i.  TPEPS f@ (Strategic alliances): JPTT MIAITLTCE ABE(6F A SITAA
TRAMTS AT 2T AR & FRAE ‘TG AP’ FA0S 2 | A 92 (@FEers q
B G WAT (P @Bt e pfem 2o 70q | foqls ot e e o2
AR | @:

(F) Y &TEBT (Collaborating effort); T2 (@I AP [eew Feg FIoF wwe
EH FE IR T AR 9T THFOR ARG e 3 | O 2 7 dfewe oma

EDIN 31-89
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Areife 90 pfeam = AR QTP WA TFSS PG T PO HRET (TS A |
GOICAR AT (L QUOBE Moy Wfb “vwa yoy o 2 =7

(%) T FFT (Joint venture): T P FFCS AR T F&Poroed Wb afev
TS =CH (BN 2190 AT ERT TAMCTT & pieaa =3 | o REAe<a e Aoy 91 G
AT THC@ @ <A SovpT! =l 41 =¥ | @ %@ ReafHr efeoafs sifees v e @
e TAAE T T g AfSPET N MR T &fE 8 R |
ARG W TARAR FCA | GORR ORI ARFHRE ARISR AT W HIAR
ARSI (71T &I=el G |

() &¥f& =ZE™ (Technology licensing): Tl @S afr Sva =i a1 G-T
AR “Mafs (@S s @ pieq T S eWie F0d ©itd (G FRETmR
T & | G [ IS 2R & ARET A7 G0 T o AHTH g
2T 9o = |

i. ey wge 4@ (Locating abroad): R Ietd etesd SIros SESHG Aa(S
A (T (AT Y @2 | SRifR (e e afedicea Sesive TG groiw 41 | Sitee o1
ST 6t (A0 #fel] S_AWMCT TRMIEIY FEE 1 | O3 ol Sy (est Seoime 28f5
ATS I (A AT ST FCF | @N- AFNCH (FPZ) €TINS SIwss [t efsdie
NG TCITR WY (PRI QAT & |

ARCITT I T @, G5 DT O A (P QORI & ST A0S Rt [{eanen 3
CIF (P QTN FACS AT | OCF GFACH FITHAT (P AN B2 8 20O A | @ TRHEASTET
TN T Af ST AAT® (FHeTateTe FEF =T |

/o7 st

TFoIe eare fedfae e AferarengT <y s s 2o [ RGN @ rrere Koo
AT 0T | TR o SAfPEaR wrged Ferate - {6 TR SR (&, T, (TR 8
FreF ARGER I3 ©f [FE7eT 1 | SR g S e 0% 4 ©f A6 TR 7= [operd
T JRAR GG | Koo Fhifon wfis ergsd e 2ovr (@ @RI F Aoy AT GRT FOFF
TAME I, CIRTAR T P (4, SR (FF GFE AT ST JI2F FAC qR IO ©f 35
A =F 2 | IR o TP Qo (e ST I A1 Rpe e Somimete [Reasar
T R | FIC eFhs, Ty, eiforIieigT #Rie ~ffefs uik RReR eoR @RTER FHRofoTT
T 7RI T A AR (@ S @2 1 =W SR 20T JPA @ | (FHEeTe @ e Qe «fo
AFSTNE PR SAWN [CIp Fa0o 2 | U Af DT o1 (Ferore e @N=-wwazrer,
TIPS, AR =i et et @reirel 2esifn [Reaver w41 27 |
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M5-2.8 (DOl AIE SR SRS E A
Steps and Importance of Strategic Marketing Plan

@ =

«Q 215 I -

o TIPS ARPFAR MCFANIR FICF SIFCS AR |
o THFTTS ARPFAR ANCTHPTR QIS AR |

TITFTTS {0 AP PR G

Steps of Strategic Marketing Planning

TFHETTS AT T oo @ @6 AERMT SfFTEa I NG IeEE Sihares Akafs
Affefeq TRPPTR d7el T4 = | @FEre [ g goreT @A FodaE B A MeF
PR IO | AR el sRearesel, @A Sreey e Ty fgEedd, [
(BT RTse @R fete SRR ARPET eferzel | 706 Gt ST F41 <G :

T e e SR |, | eI ciibeee | | SR
wafewt 7| e fEe R PR oARET

fou: (TS “AfFE SAMTTR

Y. TR e e@ifresae (Defining the company mission) : &S efedic fers g S ar
TS AT | (PG ARSH I @ BT ARGV Srwrsy, o767 A1 J© WS 00 27 | Bwary @,
Fs (fim) F#1es efspieTa SpifTe [(fers R A Ig=Ree Ao e azre s Foimr v
A AT |
foee Tew i f9gfox (Mission statement) Sfo#13 T8y Srard F1 =CeT:

i. Aifire MAe Trwrey @R 7% (Limited number of objectives or goals): fimw 31 o RJfere
Somy @R 7Ty AU ¢ Hfire To =F | @NF-IRCCT PSR Sl =6l SRS
@RS G &AW <41 |

ji. ifftaeam e AwePTS (Matching with environment): i R3fs w2 #Afaca=-=ifafgfon
A AN 20O T | @NF-S oy ofely Aeereace e MeHY (R ToR wPg
Mo =7 |

jii. NS s opiegm effs wPgITart (Stress on the policies and Values): 5w fR3fers @mifa cife
o ¥R (ol SyER [T AT AT | @=- 07 a1 @A qfe == GF2 ol
Cofs 5T | ST GG A Y0 IR Cofd T (o] G S R |

. TR Sowy @ 777 fggae (Setting company objectives and goals): FETS e “ifaFga=
o 41 2T (i Sowey, o7y ¢ T T3 v | e qr afsviw @ wer Face v o
G PR SCwrly T =TT 0T | LR (FTINCE TSN (PR AR W SIS (FIR (TS A
QLT 33 41 =7 |
TPERWMTAE 0O, ‘An objective is a statement what is to be achieved” S1fe J1 S[Eq FCS TF ©F
{3 2eTl e | Tom=iy @ =ee (ifirs g IR S | 9 @ (@i e @3 95 75w
(O AT | A- (@1 A SDCAR i 20O A AT e 72, (ol GRIL A 3 1% | AER
I 2AFSHITTT X ZCS A AT AHHFAe |
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©. JPNER cofibeerifere Resae (Analysing the business portfolio): T iifem i @z Srw=ly e
A 27 OF 897 fofe 0T TP TS T 2O FACO = | ST, (ABCFIRNS e (@A
FP @ AT ANT T ANRRCE A | (ABcTifere [Reaaeas o @i e 7' se Face
o7

i, TerETe JPIE 2ef5/9de e A (Identifying strategic business units): TS

[T TG/ 9% (Strategic Business Unit) a1 FREFC? SBU F1ce (I=Ifag {6 S@ #fely,
Ay BN WA GO [GOrE F @A, Ao 2807 fog fog Srm*r AE R
ATOTHBT BTl WL Gy A T ATTPHA 4= el 27 |

ji. IS JPTR ROfG/qFF IR Fr (Evaluating strategic business units): TR

[P IS BTG/ 99s DiFesaed 47 EreE FIRA S AWE & | (TS
[P G PR G20 Giel & W | 70 et I Fa1 ==
(F) ™ @P5w IR & SIS (The Boston Consulting Group (BCG) approach): & @5
PR P2l (BCG) T I&41g fofed 0T TR 49 MG R T FIge [as
RIS 2B | @ efSBITAR & X @FHEPO I GFFECNE G effad T GR
TS e fefere wenEm w9 | RFLfe sge el efr e il e s @3 (%
@I A (FETS I AFFLCE STHE GO 0T | 2 NG MG G35 2fepe o
(TS A G RISFSI Ol FACS 21T |
foeoa ot Tem (o e @imd T @R OB (@RI “OINRETS S R (AR
200 | Teh el fametetr 36T 1 =@ :

| TR & O |

= (=~ 1 =]
:' = oA THCHCSS AT
3 ’ (Stars) Question Mark
=

2 -3 T FToT koo

j (Cash Cows) Dogs

. IBRE (Stars): SBIR IS @ T 2 I FIPA IFHCE AR TR A efad T @R @R
R CIRICER IR @ | BT AT GFBT TOewF FPAT G55 | T AJfad AN G
ISR (ST I 27 |

ii. I IIT& (Cash Cows): 7 &= e = Wb TIFMETE B A& HRAPFE ey A
FPIRCS T FIOE T 2 | FI P& R GeFeTe A= 1 o= g (Togam
(RIS AT G5 |

jii.  TRIECHT WA (Question mark): @ T Ay I JFNER 3@ TF TH S TS
IEF R OIS I SF (FICACET MF AT | THCECET T 7 JPASE SoR-« ARrs
A0S 2 (@I K e e sars =03 |

iV.  ©T (Dogs): TT I Ao T FPIR R AJfad A YR 75 IR OIera A& (RIS
= @7 s7=1 ~Aely 9 AT GBBCE TAN 0 | @ FPA G0 [N FACEAS (S GH6[ 1
I | O F AR 2 FPACT R G0 0 wwrge)d 13 280 |

FHETIS I GIFRR & YRS (FHFPHR (SBU Strategies): THPI® IR G5 FCO
@IT G0 AG A6y, Aoy A2 SRET G [ A @, ATOI0 2067 [OF OF Srwy

T R BI-8Y
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ACE | GCHCE (@I O Foea fo-gFfe e wea e e srld @ em @ @b gz
FACO AlCS:
| fasfa <=0 (Build): & R Ifed & (il wifefie wid R[fvcaes Sopr gz sace
AT | (FIRCHT AP (PP @ TGS PR B SBE-9 AT 20O /1T |
Il. & I (Hold): TR ©F e CRIF 47 AT & rareraiz g R[fea Fce 267 |
Q (T TIPS G & FACHC @ ST |
. 9% (o (Harvest): T 3@e (@riifa Ardcaml B8 1 307 FFo SIE1 T© I AN IBIRY
@ e S ST FACS B @ HFA (T T @ (FEE o5 ISP | GIT T
FICG , ‘(FIICHT NF~ AT THH T G @ (T S (@ G |
IV. ~ff=q (Divest): @ CF@ @A S TAMTS #felf ST P G [ 7 s A
Afesead P gzt IS AF | @ 92 dfSIET v AwE dfediaa whew i
JTCo2 AT | MYTS (FCTHN W 8 TIPT G 3Bf67 (e @ (P Q2o T 2T |

(¥) W coiezs 2L SUEs (The General Electric Approach): (ST RGP (@i SiTng
TN SPACH HIAR ST AT G5 FHRCA @ 2wl FNwaa PR | Q@ &l G.E. Approach ST
Fewe AfDS | Aoy A I ARGE T, IS A, IGRF G0 AL, IR *F Too AP &9
A e Prafe a2 “@HrTe [P RS BT T 3% (@ IeH SERhE e SAgEe
=W | @ EER TN g Tpdare! aR F e [eamd 61 =7 | s o [&.2. (@@
SEFLT) T SAGAT FT T

General Electric Approach

Business strength
Slrong  Avorage Weak

B
High a ]
“ gt {___,l
2 5
gEMI}dlurﬂ D
:E Bl
= o
s O
L

= imvaest and grow
mainiain invesimant
harvast or divest

a0a

(5) fTEm WAt (Industry attractiveness) : «ft @39 G3T SHCLTE T LT FIACTR NS o
IER-Resae 3 Fitgm SIedarre! A6 341 =X | g @ AFIRONT B, T G TEe1-9 foq
O 41 = |

(R) I #f& (Business strength): (GEICET 2GS WE-Q HANE G =S Al &=y

5 55 (Index) IITR I T | @ 5 AfSTS P GFCF e, NG @R G-« oo ©fest
O 1 =Y | SR (@, CHCE P #(S ARICH Gy e ers e (CRIF TR Tl =2 7 |

BRI *B1-84
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IS JPT GFILETR &) RIS @F=T (SBU Strategies): THFTI© JPIR Afega Bere foqfs
SRECT O T AR | TG TR 2 52 (P (=l el 20 AP |

i fafcarr @ @3f@ (Invest and growth): @se SBU-TS (SI=iifef S STore SIAEAI @R
S | G FPT TSRS SiE 2Afce =g [facaress ecare |

ii. ffecEer s e arr (Maintain Investment): @&t @1./4.28. (SBU)-TS @riifea o@g«
TG ACT | WA G [P AR WFATON R G *Ie TR dphoe | «wrg
PTG oo A [T S_yEs A4Cs =7 |

iii. W@ coFm A RS ger=E (Harvest or divest): @& @1.RES (SBU)-99 SR
fAEweg | wife @FH FPNT GIFHT AFFATST Y2 T | @ CFCG (@A 2008 A
fRfcar q% 07 MCo {17 S=[—AT G 39 I AR Prais @29 F90e Al |

8. IEEFI AT AfFF@a (Marketing Acitivities Planning): @2 e «ot difss qmces
W @ FATAR A AAR L AR oo f{epet et e 0y, 361, W € I+ e
e Face = | arwE RSt et K 36 fGeretag [fog i a3l @z
TR S_GE [P [Ipa FA00 W @R T AESH  JIRE R 0FA2 A oo

TS AR oy

Importance of Strategic Planning

TS ARPET 20T ST Sty o757 8 IR AN “ARRSTAIT RANT R PICes Aedyy [
| PETS ARTEAR NG TR [oq W FAN T Gere oar ok 41 =7 | IF T
Af S SR TSl @ VEeTe! AN T R T 8 TrwAy SGCAR AWNG T | IOGR I IW @,
TS “fTFEAR ey RN | N @RS ARTENE SR oA ST 20

>. M ¢ gfs BfFe I (identifying opportunities and threats) § (P*FT [RAIET  T<CT
A 8 et fofere T4 IR | RS AfTTE! A T TGS A AT AfSDia
fIfey SR TaATZT N GIUET AGR-AE T W [Rw u afediew A wwerew
ARSHTER A 8 Pt ol w1 a7 |

3. WISl 8 G Ao (Assessing strengths and weaknesses) 3 SWOT fRTse (2t Seyare!
AT TS S AL HTT 6 GEeT0] AR T TR | (TS ARG AORCF NN
a7 efedeam e A AN <erer @ YEeTe! Al 541 I |

©. TR e ST+ (Defining the company mission) § AfS¥THGE S1F FeToR o e 3=
FACS T | TSN ASHAG (@A TR AR @A (Nere 517 W efedieaa fiw i oz s
(I, PR TS A4 @ GRT el Tof s w6 |

8. o fofewad 8 47 (Identifying and filling gaps) 8 SETTeE® RAMTT  (FETTS ARPE
AES wwgef e == o5 fofewad ¢ S 7 T4 | qow afSPian woRd ¢ S
Rfeq TolmimetaT «ifasrst S 27 |

¢. Sower 8 &S Rufad (Determining objectives and methods) 8§ T @ &fSdT & O
TSl A TSR R Brael 8 A%fs e F AE | (@FErs ARSEAT @ Srweea
BT YR KIS AP |

T R -8
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v, - U @Ws (Providing gudelines) 3 T@Emre Afagar Mo oe-fRoi=ar ewiee o
wlmmmﬁmwwwwmmwmlw
A SIS AT (@ “AfFFgar M fer=ar em= 33 A |

q. P A A (Determining business portfolio) 8 &= @I Ats [fSwamcas Ty =iy
TSR T ©f [P Ao fiea Ao A6I8 FACo 21t | SR (@Feris ARPEAR A<
R e ¢ 7 e ot BF Far @) @S IR I fFesacd I
wfdera i @y arefs fifes i size =3 |

b. JPW G 4faet (Determining business Unit) § oM IgoMR GiFH0 A4S G I9%
| IF G2 F7F AT & fog o5 (FMHIeT 929 F00 T | (FENS AFEN @2 AP [
G iR ¢ OITe (e a7ed AT I |

5. JPT G [T (Analyzing business unit) 3 PR &% fF4faca 17 O [eaaees e
Y | [{eeael @7 e Praie (9 78 @ (RIS $91 =7 7S gope 60 7067 | FP
GFP REECR &5 @rrrie ARiegaR 3l avfre mfs ([Rtife uae f&a2 span) k=" s
=T |

So. WWPHIR AT (To anticipate problems) &8 TFH*FTS ARTHEIR AT Kol IR
AP =4 (PR AN T | TR T (I AT TTPBIF 8 =0T ©F 4 (AP e Fal I |
OICIR (FIETTS “RFFAT TGN TPV AT w401 A7 |

. Fe ¢ 3T Brae gz (Making rapid and accurate decision) 8 fofN TG AT
AfePerET o AT Pram dz dreE =@ STt (eeEE S
IERETSFRICE O ST F1E BIFTCH e 27 | TFHETe ARTENR MG F2(E2 G2 FIEis
T 0T |

5%, &Yfd RUST (Growth analysis) 8 e U™ = FTo oI R ¢ YR *rowa
e e | i Feae TRead e egfad 2R R ey G (@I O IO
SRS T e 0o #I1t7 |

ARCIT T I @, IAEFEOFAC (o AR T ¢Fg AR | T e Ieat= 2els
(TS AN FPNET AL STy e, w%ﬁm@a@qi—rﬁwmmwm|

ARG TIET, P T @ TR2Ael (FIITeTar ey 7o/ =iy
Relationship/Distinction between Corporate, Business Strategy and Marketing Strategy
T (@R Thon FIGHATH AT (AF NGB JAGAHA &) HR ARGEAR @ Ao
T ffael 1 27 OIS I (@I (Corporate Strategy) 6 | SIGWCE, STHH SIS FTCFT
TP T foyefaet ea aio e e Fefise eferrifonee wwer Jfa Fam @ e
JPI (P (Business Strategy) 6T | *FFIER, o107 [RoeR (F@ 349, @E @R Fong

T R 1-85
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effstaifer T 21 @7 TIFS TH e Prated fofars e @F (Marketing Strategy)
T |

FATEG (F*ET, TP (FTE GR R (FHEE N0 257 T [N | [R_E G 047
3 g Ardwre ~Afere =7 | fNeb @ it fazfs fooa NI (aiea =ee 8

FAfG e

Corporate Strategy

V. N/
o IS forfereie o JGR &
o IR * TAPPRR
o SRESFTR o TEmR

A A

A 8 o e

Business and
Marketing Strategy

[ o1 3 SeoAftab . TP @ ST (¥ ]

IS AR dire 27 FCATEE AR | U, T (FET PR T ARG AfFg=
AR M2 ACFA RS =T | FPI THET JRIRCT LS 2 ool TH=T | T4 WG (ol
I B ACAG ANCF Q2 0 =T |

G T TS (T FCATCD (T FSfere eI (It Saael el = | W foio (et 2 =
FCATCAT (1T @R PR (PR e 6 “Afsrpgreie Boiw fofe wveat |

AT ReEd (At R AT @, Foqls @R G SR (A [iveg 79 1 IR AT (@R G
SR AR RO FE I | IR FCAES @I AN @1 HIA (@0 feifaet @ s st
T TS 2 | R R (@R e (WRedns 20 A | FER @ AR @, FCAED (@SR 3
T[T R o4l (PR T AT TP [Tl | qvd TG 6y oy oIk s S
EHIEIGIE

EXCRIg “j‘é‘f—(&o
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>, IR (HET TOfe TMoeT 8 IPTS PG IR T &2 [ofe 03 IRere Rl FPI
ARTFA a=el I | SHICE, FPA GR R (T GeTe 7=Er Gk A FoTS (o] e
@ YA (ol Sfie] HfB FA0S AR F |

3. IS (@FHER NGOl ATE GIoAE | SHACE, R @ AN (S qeel AFFS
Ao |

o, FAES @ 7o A | R «fS eI @ ot (@Fitera $oiw st =17 | 58 FaAf=s
(PR T2l PR 8 fyotels (P fsaten |

8. IAftab (T Qo Fa @R A “feag IR | Swee, ¥ ¢ 97 o’ftea
FAGAFAT TP 8 AT (FTET elTs T |

¢. ICAfED @ TP 8 AT (FHIET & (@FHIS T-feaIar, 57w 3% «9 FNae!
e @ 77 | I, FPT 8 AT (FHeT IeF @I, A 8 TN 7F FCATED
(T (I (AT |

Y. o AR FCATEE @ e 9 | 58 Mo Ry o ¢ [ @Fiem e Seifts
TR (5T &

q, ICAEE @I TR @ TR ¢ o @reeT 2dre =3 /8 e ¢ [sre
(T AT FCATED (T &S = =7 |

TS DA (AT T=C&E R I @, FCATED (@ A F @R oo e e
THF AR, (O 57 e W« F30R |

o7 e

TP 2AfTFET 20 R TGS G5 AT ARTSEN TR N AT oeed Afiafes
“ffefoq qRMPTR a=d T4 = | @7 Ko AR 2R @A FoPetel & A AMCFA
PR FACS | @ANA-CINR el TReERedael, @R Sty 8 7Ty GEead, JPNER
(B TIfere fRremer @ Rt FERAR ARTFN 2o | (FETTS ARTHEN 20 ST Srwrely, Ty
8 TR AT ARISTAR [oAtad FRPITICER AT G T | (@FETe ARFEa e [
fifeq w@a S T0'e MO eoRe F41 =1 | TR 0 AfSBla O FeTel @ ool AT T @R
TS @ TCHy e NG B | FCGR I I @, (@FEPIO HARPEAR ey WA | Ieeresacd
FEPre RPgTR I oG ACACR | TAR TS IOt BUre @S ARTEA @A
ARG Sy STe, e fofes Prame gz To5ifvr it =Ry 61 AT |
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AD-2.@ JECT SRY SRC TRE[ '8 JENCH S SN (PR
° Market Positioning Strategy and Considering Factors in Strategic Market
Positioning Analysis

)

«q #l15 T -
o ETH SR AR T IREE GIACS AR
o (TS &M g Rearaee [Keavy TPz Bis Fars A |

R S A= T
Market Positioning Strategy
YR WL, TG A= TS (FI 6T SR G R (A I | oo st eifsdieea stey

CRR PR (FOltVe M oo @FF G5 26y T JIT o F TR 4 7o G WL FA (TP
T Y @2 0 | A-f B Wz oeen Bf’- (wer Tt @ e wrdfaw B wmg | 9=
JERETSHAC « LR =T I G G- | 4 @A (S (FTRCPA FRBI6 IRGal fTh 9T €=l JCeI:

Philip Kotler & Gary Armstrong €< 09, “Market positioning is arranging for a product to occupy a
clear, distinctive and desirable place relative to competing products in the mind of target consumers.”

wRfe, IR S A= R FOI8 (EFOPILRCCR G SR #Teld TR G0 AR -8, Tog
GR FIERS I 7o I G |

Perreault & MCC&I’thy e, “Positioning show where customers locate proposed and/or present
brands in a market.” Sf (TR fFONT ABITE I IS JFECF ISR TG T O fNois F12

Y Q2 |

Zikmund & D’Amico €9 ORI, “Positioning is the planning of the market position the company wishes
to occupy.” SRR TFAIT S FACo TP U G S{G/A TP ARIFAL 0 S A= |

TALS GRS AT NG/ G = THH ([ A1 gl a8y sAfzeifars =1 of 70l
V' T T GRS (GFOITAT S0 I WeT 0 (AP SQg &= 0T |
v AR SR AR efSBItaR A e 0 |
V' SR R (@SR #ATef SRg Q=R ffers Aoy @y 3 AT |
v [T Sl AT ORI IR NG RS (ol WA oot et 31 T |
v (&SR A G WL FACO 2R ORI RO 2oy @ (4 |

AT FT TR, IS NP 2”0 R ST QoA (SIS 0w (I A Tog q=ell J8 [
(OI& OF (717 foeq 49 I |

3TEE PBl-e
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Considering Factors in Strategic Market Positioning Analysis

AR =, AeRETeFACe ST GBI =4y I CAF TN (@FoIvd T oot @ G5 =fely
Il JHTC TP TR AN 707 GRAT WL 0 (FRANCHE G NG &= 0T | THPN #[eelys goii ferers
AfSHITT A6 (@SR T @ TP W I OCF 0 T @FIHere oy« | 6 @Ferre sy
fRCeaTet fREI5T SAVITIE SCEBT 4T 20

>. of ST Rese (Competitor Analysis): JRT NSO A1 e =0 07 I FEF SIAE
2AFSTIN I 2 | TIETTS SR [ (g Gew Al o W @it 2o
PO eformd A1 FHRF R AT Of ol FA0e = | LR ARSI AT HIF (@ Sz
1 MBI 14wy M GPEr (o 2/olf T FCAT ©f (A FACO 27 |

2. off ST BfFesas (Competitor identification): &fsEPT fofeesae =@ @F*rFTe SREW
IR 27 G5 4rof | 92 4o R K0 ST (AT =AMl T | [2:
i AR ST TR FTo GFE LR 26l I R ST FR AT |
i, W S T[T Sy @R sy S FR A |
g “Atelra e A wifts o s w1 =3 |

o, AfSTEMIMR S[Rgw fF4fae (Determine the position of competitors): &fstat fofEwated = @
T AN TSR S @A SR ©F e 337 | @3 75 Ww @36 @it o1
T R TN ARSI (@I ST TG TCE TS R TS FACS AN | @7 T
ST TIFS wre e e (@ errs sy e F0s A |

8. Sy A= @@ (Decision to accept the position): (FT*ETS SIFY [TACER T ST Q2o
fraie Sares Gl @G 41 | G 4T A Qe PR 8 [{eased T *F @ R
AT S A= PSRt IR of 2@ :

I SR 9 RIS G e GHAeR T o |
ii. 3 wfateT [eeme Praecs aeifis 61 A |
i, g a4z @ Praced owea [foy &6 31 oz w2 [ravar Fae 27 |

¢. G O[T AR @ (Strategy for Market Positioning): B2 “iF o= (@1
2AfSBTTT ANT (FOR WA @ TG FLT FC OF (FHETS IG G2 0T | (@O WA
S A= & (@ PR AR (@ e Fh = | A o[y gzl ey ew
(P*FEPTR 2T
L oo IR fofe @i At e fofes (e s S e IS SRy
TR | @AN-3TT AfCS BT |
i, N AN (@ FPEPIR: @ @ e SN steid AT e Jfea
(TFOT 0 ST SIS NG (S | (- LT AT (BT So @l A I |
jii.  oten cafEIfefes @ @ @I AotE o ARIET WY T (@FOIR W ST
SRS G (S = | (@=- e B Mg I =< |

TG 3 PO
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V. TR BoIR SO @R @ (@I AR R SIS AT e I (@O
T P SRS G (ST TF | @~ (WGP FACAT niced FRRf*er @Y ¢ 3 @Y
I |

b. TeFe! fEame (Buyer Analytics) : @ 2R RivE It @Fem (o Ser™ «dR SIbae (N 20O
AR o fATaae I 2T | (@S G IS TF SR G Al TR S 2
i TFeME G [ oFea [(fey «@eE Aoy B ofiel o w1 afwe @ g@ed
frefewae A AT ot a1 @ Tioa afemr |
ii. R e [efewad w1 27 o [eave 347 |
iii. TRl 2o Al et GiRell (el I3 ©f [eap=T Faco =7 |

q. TSl @ ST I (Buyer and Competitor Research): &fS@ @rifaa wgem e
ST SR B G ARSI Nl GHCT (I G=e FACO 2 | A O &) (FOl '8
LARSTANT TN TS 27 | TR ARSI 2N (FORT TG SAF PO (AR O @ VA
R 41 =2 | @ GG ST A RCIpAT S0 =W ol s Brere el =

i, e e o e erameR 99 Fh0 200R II-A
i, o SAE o RO AU 5980 F41 TR0 Dl-
jii.  2fSDITTT FIFST @ FACABL FARSIESRACE 2Hely Tl S T |

. & AGIRFA (Market validation): TR SRE [RTReR @ Kitw I&R AGIRFI F4T
| G35 AT TP ATNF IV ISR ABIR FAF Gy [0 0T ST TG 2F |
fifoq TS 2o Oy FRAR TR AT T [T MLCT & A6IR FAN AR | WG A
afon @77 e FIfda TAMeCE 2o R FCa A | W AR WRNST IR I
RGN @R ST I AT AEE IBIREE EHIR | U A ABIR ASE TP O
IR I AT |

AR T T @, (@R TS Sy [Reeas @fo qraRifEs afewn | « ey afswdt [Rosae,
afstart fofeesad, efswriitmg sge fFufad, Sy« gz Prale, IR SI[ge J2e @, @ol
e, trer 8 AfSTIAT TIRel € IS AFIRFACT Weo! [hwE [eave sare = |

oy A

TG AT FCS (I GFG! GFAR I I AN T | ot ef st afepag 2oy ar o=
TR (@I e foeta (@FIF @B 2/ I HTS Fo0F TR ¢ ToF GRAT 7 (A (TRICHE G
SRY @Rel 0T | SRR T g QR FR AT ORI (SISIAA NG (&I #ACeld T QI=elf
3 A1 coTSl O No fewn 4wl A | qURCa ST wAtelya weT fevery efosie #eufs (e W
@ SRY 7 FE OCF I T (PIEPIe S[{YE | (FAAE e S[{ge [efe @36 (RS
aifr | @ afeam afstadt fReswe, afscadt fofeesadt, afstaiions s dfzer sgm azeeiR Prare,
TS Y[ AR (P, TeFe] {earael, tamel @ 2fSr@P SiqEel @ e AP Wl e
[SSPRIRIE
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HF-2 b TR el '@ JRACH T30y REeemR
Considering Factors of Strategy Implementation
@ =
Q AT CNTT A

o THIFT I @ R Ty EPTRR FIC el AT
o JIRFCACH (FT*IET I S JRBIRCH T Q0O ARICIA

TR el 8 JRIACH fICI05 REPTR

Considering Factors of Strategy Implementation

T IR =T ARG #AfifEfsre @ifa TwerEa I9giAl T93 2irs Ml ~RegaR aed
e | @ft @B AT AT FAR | UG FoderE! JfWne [y [eaear Face =70, I o SCEAD
EIEGIE

. W 8 AT (Resources and Capabilities): TIFET IRARCH T ST AR TS T |
2 AFSHICT AT AL (I AR, (FI¥ET IR O a5 371 B |

. 3F Sy Ffae (Setting the right objectives): @ YRS @ f4ffie Srwey weim
TCHT e 2 ACE | 7 Ty IRARCH (@ TS =CA(R, (@1 AR ©f a5 Fa00
el

©. SI5Afa F (Behavioral aspect): (e 7T A ST Floa® 277, O (FI¥ET IR I 20T
AT | ©I2 FAF A5 (B [easar w1 fow |

8. ST ARME (Changing situation): LR AT “AREfe @R &=y @it 928 =7 |
Affefs 7 fag a1 SAffEfe ARef$e =@ @ e IRy 0T =@ T | FEE
e U2 s [eav=r 41 Tfvw |

¢. FAF TS (Employees® attitude): FAAT MYFNS I T ARGISTAT FIAY 2w B 7 |
(T IRATC VSa FCT FRCI WA B4 | Flewa @ Trsfs feawe a1 Tfoe |

b. % AR (Working environment): (e IR 9 w03 afodiaa 3% ARt oF |
Fe2 AfSHITTR T AR (@ ©f 572 a5 41 oo |

TR AR ST T AR (@, (I 2o AT = (I ARG ~Ififgfoq A WA & |
(T AR FACS [0 ARG TP ICACE | 1L (@1 IRARCH So& anetet [eaw=r w41 8o |

JRFAITATH (PTET QAT '@ BT ST
Problems for Preparation and Implementation of Strategy in Bangladesh

AR TCOT Saale (AC* AIGCNil (P 2o €@ O IR (@ SioeT ey | Figs Ay,

ZTMT 2 Bl-ee
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AfzafSe Aretafos ARfEfs, Tfa [ ¢ wfafy Seonfer Rrasar e oz 8 IR ST 2T IS |
05 ARFCATH Rl (1T Qo '8 ©f IR CHFCQ THS FF T 90T LT RCA!:

d.

BTAG 2

T3 G (Weak Management) : SUIITHR (A (RT*IET Qo3 '8 JIBIICAR &) YEeT <gI=ie1
SCASRT WA | GG FOC P AR ST OBl A0S AF 7| Afodieaw
feeiRiens i sfetas Sweaa SAcee GG 06 AT | A T ffadt @ ey e 2
|

FFIF ARTST (Changes in Government) ; FRFR ARKST TSI FNCH WA (TR ASTANTOT
G0 TArON [T | 9P FFBICEH NS 8 (FTET T AFBIF A= FACS B A | FCET I I HFPE
ARTECT T FRDIE! A S (T ST ARTOT = | T FIACH WA AT (T 2o '8
AT DB |

. ErSIES Siversr (Bureaucratic complexity) : SIS SIfgs SiveTe! SINTH (AT (T e

8 JRARCTE IO TPYT | A2 ¥PIeE SoeTo T Sl fede, weofciw, e e
TENTNGTECS HAfGS (ST LT ¢ IR T8I TF I | AEANSF TG FRCS Fiporare s
ST FIG FACS ANH N Tl (FHIET IR (106 ASIF (T |

IEASF wfgTST (Political Instalitity) : TEATOT SAETST SANCH (AT CATE FITq (T
2R 8 IRARCH T AS[ (T | IRFACACR R 7o IR/ A o [{fog ™ oo
AR-Ae SRR T ST E | IF T qeianod AREe wiggel [ae 3@ | I9
FIEC (A FIET & ARSI (T I Pl 78] 2 1 |

. &S IRTIT @O (Effect of Labour Union) : THF 2RI @ JRARCT A6 @Pgey| @

S STET ZC &R FROTT QOI | ST TN AP TG (PP sy eaferen @ fzmst
A AW B | AECATOT AT Y AWS TR G5! IR RO T[S0 (PG (T
AT Tl T 27 |

O AR (Information Disclose) ; TAMI RIgR ©2F DR e 2o 8 /IR (106
s farne [rafoe = A | TR GTaees g SRR 7Pe G 2foDic o2 fSarorae
T TOIF ACACE | AF T (IR ALGHE O T 203 TR | TS (T IR SO 20T 20T |

AT A 2R FR@ITET WO (Lack of Logistics) : T T 4T (FIET IR N
S 1 TAMIT 2@ TS e TR v w9 | e JoT ANew, AT g ooy KR
fOPACST A1 20T THI¥ET AR T8 =7 1 | W A2 FRRANES VO FIRACEIZ. A AP
(R JRARICTA 14T 978 = |

W WK I (Inefficient Human Resources) ; STSITAR (AT (I &oR '8 JRIRCH STPTIR
M ST @Gl RN S K T | (1T AR &y (T AR 75 N 5777 QA
TS S SANCAR (AT 7 T[T AR A | O (P IR el =7 7 |

. ST Sy@Rtaa =T (Lack of modernization of machineries) : SITAE (ATX (/e

PBT-¢Y
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SRR ERIG TPYT 2T S T@iifs A1 T@Aeq PR o[ | NS @ SR
@ETER AT IFATST e WHoe Fare 27 | o o [Wi5e F19 &= Qe F@sifon Afds
IR | YT T@HNOT O[T (P AR @ JRBARCA TPBIF I8 Z0A AP | PR AT
e FEAIfeR sy [l coxe =Ty a1 T A7 |

AT I T @, TAER ACANDS FAPHIGTET AN (A0 (FTET oI @ RIS PR dIFe
I WG | CTUER AL FACS 1 AR AR A0 FRITHIT e 9 | O (¥ ooy A2
G A T foer O F40e 209 |

Fo7 e

forelte Af ST efSBIta™ 2o A1 TR PN (FSItid e SR (I GH5 2167 I JIS FH TR
8 T G WL (A (RGP G S[G[ Q7o 07 | AR Ieicd Sy @2l 2k &AfSINT oo
(OIS T (I T T0F (=T B A (OS] ©F W o071 g1 0 | T AT el
e ~fRfgfere @it SwHerEs IGHF T 2t ACRIAT ~RPFTR IR 2R | GUFe
I AWMe fEm [uava Fare =@ @ W ¢ ARy, AdSs Sy fdfae, wvafas s,
AT AT Ao AT T | (FTET IR FACS PN AL TPUNS AR | ARFNCACHI ST
TR (AT AR (T 2o 8 S IR (I Gioa1 ey | Fifes Ay, ARkEfe qreiafos
Affgfs, el e ¢ A Tonw [REvam @ Qo 8 IRARE IO 2T AT | @ OIS T
RGN, FTo TRFR RS, AErelfEe Tfvere!, ATiares AGTe!, ¥ AT A7 627 AR,
AT I~ TN O, SF T[] 7S oK, AT JYTFRT"g e Tojifvr Tof
MRS | OI2 (FHET IR SHGe [aaaten [eaner w41 $vw |
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FCATED (FTIET Fo00 B ([RIT?

P (T TS I (QR?

NI (TR FETCe D @RI?

AT (@ @ P R I (P 791 (A |
FCATRG PRT @ P AR Tofeley (FIteT ey o |
TS oo aifewar T F96 |

ol gl 0 P @RT?

FRPT CPIET Qeltast e eIy a3/ AR N6 T |
JrETEATeFe ARMTHNT SAMFTRR 5 FeP |

Y0, TIMFTTS IEHETOIA “RPFAR @G I TP |

5. TS oo “RFFAR AMCHIITIR A5 P |

3R, TIMTS AETEROFACCIR CAHBITIR FRTFCH SCHAT 320 |

yILehrropry
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