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eZ©gvb wek¦vq‡bi d‡j e¨emvq RM‡Z e¨vcK cwieZ©b mvwaZ n‡q‡Q| ‡µZvi iæwPi cwieZ©b, Kw¤úDUv‡ii 

Avwe®‹vi, B›Uvi‡bU, B-‡gBj, BDwUDe I wWk-G‡›Ubvi e¨envi †e‡o hvIhvq wecYb †hgb my‡hvM mywó Ki‡Q, 

Aciw`‡K weivU P¨v‡j‡Äi gy‡LvgywLI n‡”Q| KviY Z_¨-cÖhyw³i e¨envi Ges gy³evRvi A_©bxwZi cÖfv‡e c‡Y¨i 

Drcv`bkxjZv e„w× †c‡q‡Q| wKš‘ Drcvw`Z cY¨ wecYb †ek RwUj AvKvi aviY K‡i‡Q| weÁvc‡bi cÖfv‡e †µZviv 

cÖ‡ivwPZ n‡q KwZcq c‡Y¨i w`‡K Syu‡K co‡Q| d‡j A‡cÿvK…Z †QvU wKš‘ gvbm¤úbœ c‡Y¨i Drcv`KMY evRv‡i 

wU‡K _vK‡Z wngwkg Lv‡”Q| ZvB †QvU-eo mKj cÖwZôvbB Zv‡`i wbR wbR Ae ’̄vb †_‡K wecYb †KŠk‡ji m‡e©v”P 

e¨envi wbwðZ Kivi cÖ‡Póv Pvwj‡q hv‡”Q| KviY mycwiKwíZ †KŠkj e¨emvwqK mdjZv AR©‡bi mnvqK|  

 

GB BDwb‡U †gvU QqwU cvV Av‡Q| cÖ_g cv‡V K‡cv©‡iU ev cÖwZôvwbK †KŠk‡ji aviYv, ˆewkó¨ I Dcv`vbmg~n eY©bv 

Kiv n‡q‡Q| wØZxq cv‡V e¨emvq ‡KŠkj I wecYb †KŠkj wb‡q we Í̄vwiZ weeiY †`Iqv n‡q‡Q| Z„Zxq cv‡V 

†KŠkjMZ wecYb cÖwµqvi avc I we‡eP¨ Dcv`vbmg~n Av‡jvPbv Kiv n‡q‡Q| PZz_© cv‡V ‡KŠkjMZ wecYb cwiKíbv 

cÖYq‡Yi c`‡ÿcmg~n I Bnvi ¸iæZ¡ m¤ú‡K© eY©bv Kiv n‡q‡Q| cÂg cv‡V evRv‡i Ae ’̄vb Mªn‡Yi †KŠkjmg~n Zz‡j 

aiv n‡q‡Q Ges me©‡kl lô cv‡V ‡KŠkj cÖYqb I ev Í̄evq‡bi we‡eP¨ welqmg~n eY©bv Kiv n‡q‡Q|  
 

 

BDwbU mgvwßi mgq   BDwbU mgvwßi m‡e©v”P mgq `yB mßvn 

G BDwb‡Ui cvVmg~n 

cvV-2.1: K‡cv©‡iU ev cÖwZôvwbK †KŠk‡ji aviYv, ˆewkó¨mg~n I Dcv`vbmg~n 

cvV-2.2: e¨emvq ‡KŠkj I wecYb †KŠk‡ji Dcv`vbmg~n 
cvV-2.3: KŠkjMZ wecYb cÖwµqvi avc I we‡eP¨ Dcv`vbmg~n 
cvV-2.4: ‡KŠkjMZ wecYb cwiKíbv cÖYq‡Yi avc I Bnvi ¸iæZ¡ 
cvV-2.5: evRv‡i Ae ’̄vb MÖn‡Yi msÁv I evRv‡i Ae ’̄vb Mªn‡Yi †KŠkjmg~n 

cvV-2.6: ‡KŠkj cÖYqb I ev Í̄evq‡b we‡eP¨ welqmg~n 
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K‡cv©‡iU ev cÖwZôvwbK †KŠk‡ji aviYv, ˆewkó¨ I Dcv`vbmg~n 
Concepts, Characteristics and Components of  Corporate Strategy 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 K‡cv©‡iU ev cÖvwZôvwbK †KŠkj m¤ú‡K© aviYv AR©b Ki‡Z cvi‡eb 

 cÖvwZôvwbK †KŠk‡ji ˆewkó¨mg~n eY©bv Ki‡Z cvi‡eb 

 cÖvwZôvwbK †KŠk‡ji Dcv`vb m¤ú‡K© Rvb‡Z cvi‡eb|  

 

 

K‡cv©‡iU ev cÖwZôvwbK †KŠk‡ji aviYv 

Concepts of Corporate Strategy 

‡µZvi cwiewZ©Z iæwP I Pvwn`v, `ªyZ nv‡i cÖhyw³i cwieZ©b, e¨vcK ˆewk¦K cÖwZ‡hvwMZv BZ¨vw` bvbv Kvi‡Y 

wek¦e¨vcx e¨emvq RM‡Z GKw`‡K †hgb my‡hvM m„wó n‡h‡Q,Ab¨w`‡K †Zgwb e¨vcK P¨v‡jÄI m„wó n‡q‡Q| Gme 

P¨v‡jÄ †gvKvwejvq eo eo cÖwZôvb¸‡jv cÖwZwbqZ †KŠkj cwieZ©b Ki‡Z eva¨ n‡”Q| hw`I Gme P¨v‡jÄ †gvK‡ejv 

mnR KvR bq| ‡KŠkj n‡jv cwiewn©Z cwiw ’̄wZ‡Z ev nVvr †Kvb AbvKvw•LZ NUbvi D™¢e n‡j Zv †gvKv‡ejv Kivi 

cwiKwíZ Kg©cš’v| GKwU D`vniY w`‡j welqwU ¯úó n‡Z cv‡i| †hgb- 

 

Abyivav bvgK GKwU †mjy‡b MÖvn‡Ki msL¨v nVvr †e‡o †Mj| cÖwZw`b K‡qKRb K‡i ‡mev MÖvnK ‡ewk Avmvq 

†mjy‡bi gvwjK myKzgvi evey welqwU wb‡q wPwšÍZ n‡q co‡jb| KviY wZwb GKm‡½ GZ AwaK msL¨K †mev MÖvn‡Ki 

Pvc Kzjv‡Z cviwQ‡jb bv| GgZve ’̄vq, GKw`b gv‡K©wUs wefv‡Mi Aa¨vcK Rbve iwKeD¾vgvb Zvi †mjy‡b †mev 

wb‡Z G‡j myKzgvi G welqwU wb‡q Zvui mv‡_ Av‡jvPbv K‡ib| Rbve iwKe Zv‡K H †mjy‡b K‡qKwU AwZwi³ mx‡Ui 

e¨e ’̄v K‡i Kv÷gvi‡`i Rb¨ Ôwd« IqvB dvBÕ Gi ms‡hvM Ges GKwU Ôg¨vMvwRbÕ Gi e¨e ’̄v Ki‡Z e‡jb| hv‡Z 

†mjy‡b Avmv MÖvnKiv wmwiqv‡ji Rb¨ A‡cÿvi mgqUzKz eÜz‡`i mv‡_ P¨vwUs K‡i A_ev g¨vMvwRb c‡o KvwU‡q w`‡Z 

cv‡ib| Rbve iwK‡ei civgk© g‡Zv KvR Kivq Abyivav †mjy‡bi wmwiqvj wb‡q mgm¨vi mgvavb nq| †mjy‡b Avmv 

Kv÷gviiv GLb Avi wmwiqvj wb‡q Av‡Mi g‡Zv nÆ‡Mvj K‡i bv| Kv‡RB ejv hvq, †KŠkj n‡jv e¨emvq mnvqK 

GKwU cš’v| 

  

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

ai‡bi Kv‡Ri mv‡_ RwoZ _v‡K| wecY‡bi  KvR‡K g~jZ wZbwU ch©v‡q fvM Kiv hvq; h_v-cY¨ Drcv`‡bi c~‡e©i 

KvR, Drcv`‡bi c‡ii KvR Ges cY¨ weµq cieZ©x KvR| 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-c‡Y¨i 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  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 ev e„w× Kiv Ges wecY‡bi Kvh©µ‡gi g~j¨vqb Kiv BZ¨vw`|  

 

myZivs ejv hvq †h, wecYb n‡”Q GKwU mvgvwRK I e¨e ’̄vcKxq cÖwµqv hvi gva¨‡g cÖvwZôvwbK D‡Ïk¨ AR©‡bi 

j‡ÿ¨ †µZv‡`i cÖ‡qvRb Abymv‡i cY¨ I †mev ˆZwi I wewbgq Kivi gva¨‡g cÖ‡qvRb I Afve wgwU‡q Zv‡`i mš‘wó 

weavb Kiv nq| Avi G RwUj cÖwµqvq D™¢‚Z bvbv mgm¨vi mgvavbK‡í cÖwZwbqZ †KŠk‡ji cwieZ©b K‡i 

cvV-2.1 
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cÖwZ‡hvwMZvg~jK evRv‡i wU‡K _vK‡Z nq| G BDwb‡U Avgiv e¨emvq I wecY‡bi  G †KŠkj¸‡jv wb‡q Av‡jvPbv 

Ki‡ev| 

 

K‡cv©‡iU ev cÖwZôvwbK †KŠk‡ji msÁv 
Definition of Corporate Strategy 
‡µZv ev †fv³vi cwiewZ©Z cÖ‡qvRb, Afve I Pvwn`v, `ªæZ cÖhyw³i cwieZ©b, wek¦e¨vcx wecY‡bi e¨vcK c«mvi,  

Db¥y³ cÖwZ‡hvwMZv, miKvwi bvbv wewa-wb‡la, cwi‡ekev`x‡`i †gvKv‡ejv BZ¨vw` bvbv Kvi‡Y e¨emvq RMZ AvR 

†ek P¨v‡j‡Äi gy‡LvgywL| d‡j Gme P¨v‡jÄ †gvKvwejvq eo eo cÖwZôvb¸‡jv‡K cÖwZwbqZ Zv‡`i †KŠkj cwieZ©b 

Ki‡Z n‡”Q| 

 

mvaviYZ A‡_©, †Kv¤úvwb‡K i D”PZi e¨e ’̄vcbv KZ©„K cÖYxZ I M…nxZ wm×všÍ¸‡jv‡K K‡cv©‡iU ev cÖwZôvwbK wm×všÍ 

e‡j| Avi †mB mv‡_ cÖwZôv‡bi D‡Ïk¨ I j‡ÿ¨i mv‡_ mvgÄm¨ †i‡L m‡ev©”P †µZv f¨vjy m„wói j‡ÿ¨ ¯̂í I `xN© 

†gqv`x †KŠkj cÖYqb Kiv nq| †Kv¤úvwb‡K i D”PZi e¨e ’̄vcbv KZ©„K cÖYxZ I M…nxZ Gme †KŠkjB n‡jv K‡c©v‡iU 

†KŠkj ev cÖvwZôvwbK †KŠkj| 

 

G cÖm‡½ weL¨vZ †jLK Cravens & Piercy e‡jb, “Corporate strategy is the way a company creates value 

through the configuration and coordination of its multimarket activities.” A_©vr K‡cv©‡iU †KŠkj n‡jv GKwU 

cÖwµqv hvi gva¨‡g ‡Kv¤úvbx Zvi eû evRvi Kvh©µ‡gi mswgkÖY I mgš^q mvab K‡i H cÖwZôv‡bi Rb¨ f¨vjy m„wó 

K‡i| 

 

Michael E. Porter Gi g‡Z, “Corporate strategy is what makes the corporate whole add up to more than 

the sum of its business unit parts.” A_©vr e¨emvq Kvh©µg msMV‡bi Rb¨ mZš¿ KZK¸‡jv †KŠk‡ji mgwš^Z iƒcB 

n‡jv cÖvwZôvwbK †KŠkj| 

 

Dch©y³ msÁv¸‡jvi Av‡jv‡K K‡cv©‡iU ev cÖvwZôvwbK †KŠk‡ji †h mvaviY ‰ewkó¨¸‡jv jÿ¨ Kiv hvq Zv n‡jv- 

 K‡cv©‡iU †KŠk‡ji gva¨‡g cÖwZôv‡bi D‡Ïk¨ AR©b Kiv m¤¢e nq 

 Bnv mvaviYZ D”P chv©‡qi e¨e¯’vcKMY KZ…©K cÖYqb Kiv nq 

 K‡cv©‡iU †KŠkj ¯^í I `xN©‡gqv`x DfqB n‡Z cv‡i 

 Bnv cÖwZôv‡bi Rb¨ f¨vjy m„wói mnvqK| 

 

cwi‡k‡l ejv hvq †h, e¨emvwqK D‡Ïk¨ AR©‡bi j‡ÿ¨ †Kv¤úvwb‡K i m‡ev©”P ¯Í‡ii e¨e¯’vcbv KZ©„K cÖYxZ I M„nxZ ¯^í ev `xN© 

†gqv`x e¨emvwqK wm×všÍ I Kg©m~Px‡K K‡cv©‡iU †KŠkj e‡j|  

 

K‡cv©‡iU †KŠk‡ji ˆewkó¨mg~n 
Characteristics of Corporate Strategy 

cÖwZôv‡bi DaŸ©Zb e¨e ’̄vcbvi cÿ †_‡K Aa: Í̄b e¨e ’̄vcK‡`i Rb¨ cÖwZôvb cwiPvjbvi Rb¨ mvaviYZ †h 

`xN©‡gqv`x†KŠkj wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj (Corporate Strategy) e‡j| K‡cv©‡iU ‡KŠkj mvaviYZ 

`xN©‡gqv`x nq weavq Gi gva¨‡g Kvw•LZ mgqe¨vcx mywbw`©ó wb‡`©kbv AbymiY K‡i cÖwZôv‡bi c‡ÿ Zvi mywbw`©ó jÿ¨ 

AR©b Kiv m¤¢eci nq| cÖwZôvb‡f‡` K‡cv©‡iU †KŠkj wewfbœ iK‡gi n‡Z cv‡i| wb‡¤œ K‡cv©‡iU †KŠk‡ji ¯̂Zš¿ 

ˆewkó¨¸‡jv Av‡jvPbv Kiv n‡jv:  
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1. kxl© e¨e ’̄vcK KZ…©K cÖYxZ (Developed by Top Management) t K‡c©v‡iU †KŠkj mvaviYZ `xN©‡gqv‡`i 

Rb¨ cÖYqb Kiv nq| Kv‡RB K‡cv©‡iU †KŠk‡ji wb‡`©kbv¸‡jv kxl© e¨e ’̄vcK KZ…©K cÖYxZ n‡Z n‡e| Z‡e 

G‡ÿ‡Î ga¨g mvwii e¨e ’̄vcKMYI kxl© e¨e ’̄vcK‡`i mn‡hvMxZv Ki‡Z cv‡i| 

 

2. wek¦vqb †KŠkj (Global strategy) t eZ©gvb wek¦vq‡bi hy‡M cwi‡ekMZ bvbv my‡hvM I ûgwKmg~n kbv³Ki‡Yi 

cÖ‡qvRb nq| Kv‡RB K‡cv©‡iU †KŠk‡j wek¦vqb‡K we‡ePbv Kiv nq| wek¦vqb †KŠk‡ji gva¨‡g we‡`wk †`‡ki 

mv‡_ †KŠkjMZ wgÎ Ges we‡`‡k cÖwZôv‡bi Ae ’̄vb wba©viY Kiv hvq| 

 

3. mywbw`©ó (Specific) t K‡c©v‡iU †KŠkj mvaviYZ ga¨g ev wb¤œ Í̄‡ii e¨e ’̄vcK‡`i Rb¨ Rb¨ D”P Í̄‡ii wb‡`©kbv 

wn‡m‡e KvR K‡i| Kv‡RB K‡cv©‡iU †KŠkj Aek¨B mywbw`©ó n‡Z n‡e| KviY Gi gva¨‡g †h mKj †KŠkj MÖnY 

Kiv n‡e Zv Aek¨B Kvh©m¤úv`vb gyLx Ges mywbw`©ó n‡Z n‡e| 

 

4. ‡gqv`Kvj (Duration) t K‡cv©‡iU ‡KŠkj ¯̂í I `xN©‡gqv`x DfqB n‡Z cv‡i| Z‡e mvaviYZ 

`xN©‡gqv`x†KŠk‡ji DciB †ewk ¸iæZ¡ †`Iqv nq| cÖvwZôvwbK †KŠkj †Kgb n‡e Zv g~jZ wbf©i K‡i Gi 

AvKvi AvK…wZ, cwiwa I ˆewk‡ó¨i Dci| 

 

5. cÖwZ‡hvwMZvgyjK (Competitive) t K‡cv©‡iU †KŠkj †_‡K bvbv iKg cÖwZ‡hvMxZvg~jK myweav cvIqv hvq| 

KviY G‡Z cÖwZwU †KŠk‡ji Rb¨ KZK¸‡jv myweav cQ›` _v‡K, hv cÖwZôv‡bi Ae ’̄vb Zvi cÖwZ‡hvMx‡`i †P‡q 

AbyK‚‡j ivL‡Z mnvqZv K‡i| 

 

6. w`K-wb‡`©kbv (Direction) t K‡cv©‡iU ‡KŠk‡ji Ab¨Zg GKwU ˆewkó¨ n‡jv Gi gva¨‡g w`K-wb‡`©kbv cÖ`vb 

Kiv nq| mvaviYZ D”P ch©v‡qi e¨e ’̄vcKMY KZ©„K cÖYxZ nq weavq K‡cv©‡iU †KŠk‡ji g‡a¨ cÖwZôv‡bi 

`xN©‡gqv‡` wU‡K _vKvi Rb¨ mwVK w`K-wb‡`©kbv we`¨gvb _v‡K| 

 

7. ev Í̄evqb‡hvM¨Zv (Implementable) t K‡cv©‡iU †KŠkj Gi gva¨‡g †h ‡KŠkj cÖYxZ nq Zv Aek¨B 

ev Í̄evqb‡hvM¨ I mwVKfv‡e cÖYxZ n‡Z n‡e| A_©vr G‡ÿ‡Î ‡KŠkj‡K mwVKfv‡e Kv‡R cwiYZ Kivi Kg©cš’v 

we`¨gvb _vK‡e| 

 

8. SuywK n«vm (Reducing risk) t K‡cv©‡iU †KŠkj mvaviYZ: D”P ch©v‡qi e¨e ’̄vcbv KZ©„K cÖYxZ nq| d‡j Gi 

gva¨‡g cÖwZôvb Kvh©m¤úv`‡bi RwUjZv Ges cwi‡ekMZ AwbðqZvi SzuwKi nvZ †_‡K iÿv †c‡q _v‡K| A_©vr 

nVvr D™¢‚Z †h †Kvb cwiw ’̄wZ †gvKv‡ejv Kivi ÿgZv G‡Z we`¨gvb _vK‡e| 

 

9. jÿ¨ I D‡Ïk¨ (Goal and objectives) t K‡cv©‡iU †KŠk‡ji jÿ¨ I D‡Ïk¨ ev Í̄egyLx n‡e Ges G‡Z 

ev Í̄eZvi h_v_© cÖwZdjb NUv‡Z n‡e| GQvovI K‡cv©‡iU †KŠkj eûgyLx n‡Z n‡e Ges †m¸‡jv‡K mgwš^Zfv‡e 

e¨envi Ki‡Z n‡e| 

 

10. mn‡hvwMZvgyjK cÖ‡Póv (Cooperative effort) t K‡cv©‡iU †KŠk‡j wewfbœ Í̄‡ii e¨e ’̄vcK‡`i g‡a¨ 

mn‡hvMxZvg~jK cÖ‡Póv _v‡K| G †KŠkj kxN© e¨e ’̄vcbv KZ©„K cÖYxZ n‡jI G‡Z ga¨g mvwii e¨e ’̄vcKivI 

mn‡hvMxZv K‡i _v‡K Ges G‡Z mevi Rb¨ mwVK wb‡`©kbv we`¨gvb _vK‡e| 
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11. my‡hvM-myweav (Benefits) t K‡cv©‡iU †KŠk‡ji g‡a¨ e¨emv‡qi cÖe„w×, bZzb wewb‡qvM I wewb‡qv‡Mi †ÿÎ, 

evRvi I Avw_©K `ÿZv, cÖKí M‡elYv BZ¨vw` my‡hvM-myweav¸‡jv we‡ePbv I ev Í̄evq‡bi mywbw`©ó wb‡`©kbv 

_vK‡e| 

 

Dchy©³ Av‡jvPbv †_‡K ejv hvq †h, K‡cv©‡iU ‡KŠkj¸‡jv cÖwZôv‡bi Kvh©µg cwiPvjbvi †ÿ‡Î wb‡`©kbvg~jK `wjj 

wn‡m‡e KvR K‡i Ges cÖwZôvb‡f‡` G ˆewkó¨¸‡jv ¯̂Zš¿ I c„_K cÖK…wZi n‡q _v‡K| mvaviYZ D”P ch©v‡qi 

e¨ ’̄vcKMY G cwiKíbv cÖYqb K‡i _v‡Kb| 

 

K‡cv©‡iU †KŠk‡ji Dcv`vbmg~n 

Components of Corporate Strategy 
cÖwZôv‡bi DaŸ©Zb e¨e ’̄vcbvi cÿ †_‡K Aa: Í̄b e¨e ’̄vc‡Ki Rb¨ e¨emvq cwiPvjbvi mvaviYZ †h `xN©‡gqv`x 

†KŠkj wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj (Corporate Strategy) e‡j| A_©vr g~j †Kv¤úvwbi cÿ †_‡K kvLv 

†Kv¤úvwbi Rb¨ †h ¯̂í‡gqv`x ev `xN‡gqv`x †KŠkj wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj e‡j| evRv‡ii evwn¨K 

cwieZ©b msµvšÍ wewfbœ cÖKvi Z_¨ mieiv‡ni gva¨‡g wbev©nxMY Zv‡`i `vwqZ¡ cvjb K‡i _v‡Kb| d‡j cÖwZôv‡bi 

ûgwK I my‡hvMmg~n chv©‡jvPbv K‡i mwVK †KŠkj MÖnY Kiv mnR nq| G ‡ÿ‡Î A‡bK¸‡jv Dcv`vb we‡ePbv Kiv 

nq| Orville C. Walker, Harper W. Boyd & Jean-Claude Larréché cÖgyL †jLKMY K‡cv©‡iU †KŠk‡ji K‡qKwU 

Dcv`vb m¤ú‡K© D‡jøL K‡i‡Qb| bx‡P wP‡Îi gva¨‡g Dcv`vbmg~n Dc ’̄vcb I we Í̄vwiZfv‡e Av‡jvPbv Kiv n‡jvt 

 

 

 

                                             wPÎ: K‡cv©‡iU †KŠk‡ji Dcv`vbmg~n 

 

1. cÖwZôv‡bi wgkb, wfkb Ges †ÿÎ wPwýZKiY (Identifiction of mission, Vision and area of the 

organization) t K‡cv©‡iU †KŠkj wbav©i‡Yi Rb¨ GKwU cÖwZôvb‡K cÖ_‡gB Zvi wgkb I wfkb wVK 

Ki‡Z nq| g~jZ cÖwZôvbwU †Kv_vq Av‡Q Avi †Kv_vq †h‡Z Pvq Zv wbav©iY KivB n‡jv wgkb I wfkb 

wVK Kiv| G ch©v‡q †µZv‡`i cÖ‡qvRb wbav©iY, evRvi wefw³KiY Ges cÖhyw³ msµvšÍ welq¸‡jvi 

¸iæZ¡ †`Iqv m¤¢e nq| ZvQvov †Kv¤úvwbi e¨q mvg_©¨, Rbej, m¤ú`, Ges mgm¨vMy‡jvI wbav©iY Kiv 

nq, hv †UKmB cÖwZ‡hvMxZvg~jK myweavi †KŠkj Dbœq‡bi mnvqK nq|  

 

2. K‡cv©‡iU D‡Ïk¨mg~n (Corporate objectives) t K‡cv©‡iU †KŠkj¸‡jvi D‡Ïk¨ wbav©iY Kiv ¸iæZ¡c~Y© 

w`K wn‡m‡e we‡ewPZ nq| K‡cv©‡iU D‡Ï‡k¨ wba©vi‡Yi †ÿ‡Î ‡h mKj w`K we‡ePbvq Avb‡Z nq Zv 

n‡jv- 

K) cÖwZôv‡bi Kvh©µg Kxfv‡e cwigvc Kiv n‡e Zvi D‡Ïk¨ wbav©iY Kiv| 

L) Kvh©µg cwigv‡ci aiY, †j‡fj I jÿ¨w ’̄Z mgq mywbw`©ó Kiv|  

M) bZzb c‡Y¨i gvb Dbœqb, Kg©x†`i cÖwkÿY I Zv‡`i Dbœq‡bi gvÎv wVK Kiv|  

 

3. Dbœqb †KŠkj (Development strategy) t K‡cv©‡iU †KŠk‡ji Ab¨Zg Av‡iKwU ¸iæZ¡c~Y© Dcv`vb n‡jv 

Dbœqb †KŠkj wbav©iY Kiv| Gi gva¨‡g wbw`©ó mg‡qi cÖZ¨vwkZ Dbœq‡bi m¤¢vebv m¤ú‡K© aviYv jvf 

cÖwZôv‡bi wgkb, wfkb 

Ges †ÿÎ wPwýZKiY 

K‡cv©‡iU 

D‡Ïk¨mg~n 

m¤ú‡`i   

eÈb 

mdjZvi 

Drm 
Dbœqb 

†KŠkj 

https://www.google.com.bd/search?tbo=p&tbm=bks&q=inauthor:%22Orville+C.+Walker%22
https://www.google.com.bd/search?tbo=p&tbm=bks&q=inauthor:%22Harper+W.+Boyd%22
https://www.google.com.bd/search?tbo=p&tbm=bks&q=inauthor:%22Jean-Claude+Larr%C3%A9ch%C3%A9%22
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Kiv nq| we‡kl K‡i bZzb c‡Y¨i e¨emvq Kiv hv‡e wKbv Ges hw` Zv Kiv hvq Z‡e Kxfv‡e Kiv hv‡e 

Zv G ch©v‡h wbav©iY Kiv nq| eZ©gvb e¨emvq cÖmvi K‡i Zv †_‡K Dbœqb m¤¢e wKbv Zv-I Dbœqb 

†KŠk‡ji gva¨‡g hvPvB Kiv nq| 

 

4. m¤ú‡`i eÈb (Distribution of assets) t †Kv¤úvwbi †KŠkjMZ „̀wó‡KvY †_‡K me‡P‡q ¸iæZ¡c~Y© KvR 

n‡jv `ÿZv I mvg_©¨ Abyhvqx m¤ú‡`i h_vh_ eÈb Kiv| G‡Z K‡i cÖwZ‡hvMx‡`i †gvKv‡ejv Kivi 

gva¨‡g †µZv f¨vjy AR©b Kiv †Kv¤úvwbi Rb¨ mnRZi nq| mxwgZ m¤ú‡`i Øviv wKfv‡e D”PZi 

Drcv`b m¤¢e ZvI GB chv©‡q mwVKfv‡e we‡ePbv Kiv nq| Avi GRb¨ Aek¨B Kv‡Ri mgq Abyhvqx 

gRywi wbav©iY Ges cÖhyw³ e¨env‡ii gvÎvi Dci mwVKfv‡e Av‡jvKcvZ Ki‡Z n‡e| 

 

5. mdjZvi Drm (Sources of success) t K‡c©v‡iU †KŠk‡ji g~j D‡Ïk¨ _v‡K cÖwZôvb‡K mdjfv‡e 

cwiPvjbvi Rb¨ mwVK wb‡`©kbv `vb| ZvB ejv †h‡Z cv‡i †h, K‡cv©‡iU †KŠk‡ji Av‡iKwU ¸iæZ¡c~Y© 

Dcv`vb n‡jv mdjZvi Drm Ly‡R †ei Kiv| mdjZvi Drm wn‡m‡e KZK¸‡jv welq‡K we‡ePbv Kiv 

†h‡Z cv‡i| †m¸‡jv n‡jv- 

K) evRv‡i c‡Y¨i AvbyMZ¨; 

L) Kgx©‡`i †hvM¨Zv I Áv‡bi cwiwa; 

N) cÖwZôv‡bi mybvg I L¨vwZ BZ¨vw` 

 

cwi‡k‡l ejv hvq †h, GKwU cÖwZôvb‡K evRv‡i djcÖmy cÖwZ‡hvwMZvg~jK Ae ’̄v‡b DcbxZ nIqv Ges Zv  

a‡i ivL‡Z n‡j Aek¨B wb‡R‡`i mvg_©¨, kw³ I m¤ú‡`i we‡ePbv K‡i †KŠkj wbav©iY Ki‡Z n‡e| 

 

 

mvims‡ÿc  

cÖwZôv‡bi DaŸ©Zb e¨e ’̄vcbvi cÿ †_‡K Aa: Í̄b e¨e ’̄vc‡Ki Rb¨ e¨emvq cwiPvjbvi mvaviYZ †h `xN©‡gqv`x †KŠkj 

wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj (Corporate Strategy) e‡j| K‡cv©‡iU ‡KŠkj `xN©‡gqv`x I ev Í̄egywL n‡Z 

nq| cÖwZôvb‡f‡` K‡cv©‡iU †KŠkj wewfbœ iK‡gi n‡Z cv‡i| A_©vr cÖwZôvb‡f‡` K‡cv©‡iU †KŠk‡ji ˆewkó¨¸‡jv 

c„_K I ¯̂Zš¿ cÖK…wZi n‡q _v‡K| K‡cv©‡iU †KŠkj n‡jv †Kv¤úvwbi D”P ch©v‡qi e¨e ’̄vcbv KZ©„K M„nxZ I cÖYxZ 

GKwU ¯̂í ev `xN© ‡gqv`x cÖwµqv hvi gva¨‡g ‡Kv¤úvwb¸‡jv Zv‡`i wecYb Kvh©µ‡gi mswgkÖY I mgš^q mva‡bi gva¨‡g 

H cÖwZôv‡bi Rb¨ f¨vjy m„wó K‡i| K‡cv©‡iU ‡KŠkj mvaviYZ `xN©‡gqv`x nq weavq Gi gva¨‡g `xN© mgqe¨vcx mywbw`©ó 

wb‡`©kbv AbymiY K‡i cÖwZôvb Zvi Kvw•LZ jÿ¨ AR©b Ki‡Z cv‡i| K‡cv©‡iU †KŠk‡ji g‡a¨ e¨emv‡qi cÖe„w×, bZzb 

wewb‡qvM I wewb‡qv‡Mi †ÿÎ, evRvi I Avw_©K `ÿZv, cÖKí M‡elYv, BZ¨vw` my‡hvM-myweav¸‡jv we‡ePbv I 

ev Í̄evq‡bi mywbw`©ó wb‡`©kbv _v‡K|  
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 e¨emvq ‡KŠkj I wecYb †KŠk‡ji Dcv`vbmg~n 
Business Strategy and Marketing Strategy 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

  e¨emvq †KŠkj m¤ú‡K© aviYv AR©b Ki‡Z cvi‡eb 

 wecYb †KŠkj Gi msÁv Rvb‡Z cvi‡eb 

 e¨emvq ‡KŠk‡ji cÖKvi‡f` we‡kølY Ki‡Z cvi‡eb 

 wecYb †KŠkj I e¨emvq †KŠk‡ji g‡a¨ cv_©K¨ Ki‡Z cvi‡eb| 

 

e¨emvq †KŠkj Gi msÁv 

Definition of Business Strategy 

cÖwZôv‡bi DaŸ©Zb e¨e ’̄vcbvi cÿ †_‡K Aa: Í̄b e¨e ’̄vc‡Ki Rb¨ e¨emvq cwiPvjbvi mvaviYZ †h `xN©‡gqv`x 

†KŠkj wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj e‡j| K‡cv©‡iU †KŠk‡ji GKUv ¸iæZ¡c~Y© Ask n‡jv e¨emvq †KŠkj| 

‡Kvb GKUv wbav©wiZ wkí A_ev evRv‡i e¨emvq cwiPvjbv Kivi Rb¨ msMVb KZ©„K †h mKj weKímg~n cQ›` Kiv 

nq Zv‡K e¨emvq †KŠkj (Business Strategy) e‡j| e¨emvq †KŠkj cÖK…Zc‡ÿ GKwU wbw`©ó e¨emvq BDwb‡Ui 

(Business Unit) m¤úwK©Z nq Avi †h e¨emv‡qi †ÿ‡Î G †KŠkj wbav©iY Kiv nq Zv‡K †KŠkjMZ e¨emvq GKK 

(Strategic Business Unit)  ev ms‡ÿ‡c SBU ejv nq| 

 

Jay B. Barney & Ricky W. Griffin  Gi g‡Z, “Business strategy is the set of strategic alternatives that an 

organization choose from as it conducts business in a particular industry or aparticular market” A_©vr GKwU 

wbw`©ó wk‡í ev evRv‡i e¨emvq cwiPvjbvi Rb¨ msMV‡bi †h mKj †KŠkjMZ weKí cQ›` Kiv nq Zv‡K e¨emvq 

†KŠkj e‡j| 

 

Dch©y³ msÁvi †cÖwÿ‡Z e¨emvq †KŠk‡ji †h ˆewkó¨¸‡jv jÿ¨ Kiv hvq Zv nj- 

 e¨emvq  †KŠkj GKwU wbw`©ó wkí ev e¨emvq GK‡Ki mv‡_ m¤úK©hy³| 

 Bnv g~jZ †KŠkjMZ weKí g~j¨vq‡bi mv‡_ m¤ú„³|  

 e¨emvq  †KŠkj e¨emv‡qi cÖwZ‡hvwMZg~jK KvVv‡gv wbav©iY K‡i| 

 

cwi‡k‡l ejv hvq †h, †Kvb GKwU wbw`©ó wkí ev e¨emvq GK‡Ki mvdj¨ Avbq‡bi Rb¨ †h †KŠkjmg~n wbav©iY Kiv 

nq ZvB n‡jv e¨emvq †KŠkj| 

 

wecYb †KŠkj Gi msÁv 
Definition of Marketing Strategy 

‡KŠkj ej‡Z Ggb wKQz cš’v‡K eySvq hvi gva¨‡g GKwU cÖwZôvb ev msMV‡bi D‡Ïk¨ I jÿ¨ AwR©Z nq| A_v©r ejv 

hvq †h, “Strategy means the ways to achieve organizational goals.” Ab¨w`‡K, cY¨ ev †mev wecY‡bi †ÿ‡Î 

†K, KLb, †Kv_vq Ges Kxfv‡e cÖwZ‡hvwMZv Kiv n‡e †m m¤úwK©Z D”P e¨e ’̄vcbvi wm×v‡šÍi wfwË‡Z †KŠkj 

cvV-2.2 
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cÖbqb Kiv‡K wecYb †KŠkj (Marketing Strategy) e‡j| bx‡P wecYb †KŠk‡ji K‡qKwU D‡jøL‡hvM¨ msÁv 

cÖ`vb Kiv n‡jvt 

 

Philip Kotler & Gary Armstrong Gi g‡Z, “Marketing strategy is the marketing logic by which the 

business unit hopes to create customer value and achieve profitable customer relationships.” A_©vr, wecYb 

†KŠkj n‡”Q Ggb GKwU wecYb `k©b hvi gva¨‡g e¨emvq BDwbUmg~n †µZv f¨vjy m„wó K‡i Ges jvfRbK †µZv 

m¤úK© AR©‡bi cÖZ¨vkv K‡i _v‡K| 

 

William D. Perreault & Edmund Jerome McCarthy Gi g‡Z, “Marketing strategy specifies a target market 

and a related.” A_©vr, Afxó evRvi Ges m¤úK©hy³ wecYb wgkÖY wbw`©ó KivB n‡jv wecYb †KŠkj|  

 

ZvB ejv hvq †h, wecYb †KŠkj n‡”Q Ggb KZK¸‡jv Kvh©µ‡gi mgwó hvi gva¨‡g ‡fv³v‡`i‡K m‡ev©”P f¨vjy 

cÖ`vbmn mš‘wó cÖ`v‡bi †Póv Kiv nq| Gi~c †KŠk‡j wecYb Kvh©µg we‡kølY, cwiKíbv cÖYqb, ev Í̄evqb I wbqš¿Y 

Kvh©µg cwiPvjbv Kiv nq| 

 

Dc‡i ewY©Z msÁvi Av‡jv‡K wecYb †KŠk‡ji †h mKj ‰ewkó¨ cwijwÿZ nq †m¸‡jv wb¤œiƒc: 

 wecYb †KŠkj n‡”Q KZK¸‡jv Dcvq ev Kg©cš’v| 

 Gi gva¨‡g m‡e©v”P †µZv f¨vjy m„wó Kiv nq| 

 wecY‡bi  g~j D‡Ïk¨ n‡jv ‡µZv‡`i mv‡_ jvfRbK m¤úK© M‡o †Zvjv| 

 

mvaviYZ wecYb †KŠk‡ji gva¨‡g †µZv‡`i‡K m‡ev©”P f¨vjy cÖ`v‡bi cÖ‡Póv Kiv nq Ges †µZv‡`i mv‡_ my-m¤úK© 

m„wói j‡ÿ¨ Kg©cš’v †e‡Q †bqv nq| D‡jøL¨ †h, wecYb †KŠkj Abyhvqx †Kv¤úvwb‡K ‡K wecYb wgkÖY Dbœqb Ki‡Z 

nq| 
 

 

e¨emv †KŠkj Gi cÖKvi‡f` 
Classification of Business Strategy 

K‡cv©‡iU ch©v‡q †Kvb GKwU wba©vwiZ wk‡í ev evRv‡i e¨emvq cwiPvjbvi Rb¨ msMVb¸‡jv †h †KŠkjMZ weKí 

cQ›` K‡i _v‡K Zv‡K e¨emvq †KŠkj (Business Strategy) e‡j| e¨emvq †KŠkj wbav©i‡Y msMVb¸‡jv Ae ’̄v‡f‡` 

wewfbœ c×wZ AbymiY K‡i _v‡K| wewfbœ †jLKI e¨emvq †KŠkj‡K wewfbœfv‡e c„_KxKiY K‡i‡Qb| 

 

weL¨vZ †jLK Michael E. Porter e¨emvq †KŠkj‡K wZbfv‡M fvM K‡i‡Qb| Aci GKRb †jLK 

Raymond E. Miles & Charles C. Snow e¨emvq †KŠkj‡K Pvi fv‡M fvM K‡i‡Qb| D³ †jL‡Ki gZvg‡Zi 

wfwË‡Z PviwU e¨emvq †KŠkj wb‡¤œ Av‡jvPbv Kiv n‡jvÑ 

 

1. m¤¢vebv AbymÜvb †KŠkj (Prospector Strategy): G ai‡Yi cÖwZôvb¸‡jv g~jZ: bZzb c‡Y¨i cÖeZ©bKvix 

n‡q _v‡K| e¨emvq †KŠk‡ji G chv©‡q cÖwZôvb¸‡jv Zv‡`i Drcvw`Z cY¨ ev †mev‡K wewfbœ ˆewk‡ó¨i 

wfwË‡Z fvM K‡i cÖ_‡g GK GKUv evRv‡i Qv‡o| Zvici †h cY¨ †µZvi AvKl©Y Ki‡Z mvg_©¨ nq Ges 

†hwU †µZvi wbKU AwaK MÖnY‡hvM¨ g‡b nq †m cY¨wU e¨emv‡qi Rb¨ evQvB Kiv nq| Bnv GKwU e¨q eûj 

cÖwµqv| 

 

2. iÿvg~jK †KŠkj (Defender Strategy): G †KŠk‡j msMVb¸‡jv †Kvb GKwU wbw`©ó c‡Y¨i gv‡bi Dci 
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AwaK ¸iæZ¡ cÖ`v‡bi gva¨‡g D³ c‡Y¨i evRvi cÖe„w×i nvi a‡i ivLvi †Póv K‡i _v‡K| A_©vr G †KŠk‡j 

cÖPwjZ cY¨ ev †mevi g~j¨ h_vmva¨ Kwg‡q D³ cY¨ ev †mevi gvb evwo‡q cY¨wU‡K evRv‡i a‡i ivLvi †Póv 

Kiv nq| G‡ÿ‡Î M„nxZ †KŠkj¸‡jv n‡jv- 

 cÖPwjZ cY¨ ev †mevi g~j¨ h_vmva¨ Kg avh© Kiv 

 cY¨ ev †mevi gvb D”P chv©‡q ivLvi †Póv Kiv 

 cY¨ ev †mevi gvb I cwigvY e„w× K‡i cÖe„w×i nvi a‡i ivLv| 

 

3. we‡kølYg~jK †KŠkj (Analyzer Strategy): G ‡KŠk‡j g~jZ m¤¢vebv AbymÜvb †KŠkj I iÿvg~jK 

†KŠk‡ji g‡a¨ mswgkÖY MVv‡bv nq| A_©vr, m¤¢vebv AbymÜvbg~jK †KŠkj Ges iÿvg~jK †KŠk‡ji mswgkÖ‡Y 

MwVZ †KŠkj‡K we‡kølY g~jK †KŠkj e‡j| GKwU cÖwZôvb †h mKj †ÿ‡Î G †KŠkj MÖnY Ki‡Z cv‡i Zv 

n‡jv- 

 hLb cÖPwjZ cY¨ w`‡q evRv‡i jvfevb nIqv hvq bv 

 wbw`©ó mgqv‡šÍ †h cY¨ ev †mevi Pvwn`v K‡g hvIqvi m¤¢vebv _v‡K 

 ‡h †ÿ‡Î AvMvgx‡Z c‡Y¨i Pvwn`v e„w×i m¤¢vebv Kg _v‡K e‡j cwiMwYZ nq †m‡ÿ‡Î 

we‡kølYg~jK †KŠkj MÖnY Kiv nq| 

 

4. cÖwZwµqvg~jK †KŠkj (Reacter Strategy): we‡kl Ae ’̄v ev cwi‡ek cwiw ’̄wZi Dci wfwË K‡i †h e¨emvq 

†KŠkj wbav©iY Kiv nq Zv‡K cÖwZwµqvg~jK †KŠkj e‡j| G‡Z c~e© †_‡K †Kvb †KŠkj wbav©wiZ _v‡K bv| 

nVvr D™¢zZ cwiw ’̄wZ‡Z G †KŠkj M„nxZ nq| 

 

cwi‡k‡l ejv hvq †h, e¨emvq †KŠkj wewfbœ cÖKvi n‡Z cv‡i| msMVb¸‡jv Zvi D‡Ï‡k¨i mv‡_ mvgÄm¨ †i‡L 

Dc‡ii †h †Kvb ev GKvwaK †KŠkj MÖnY Ki‡Z cv‡i| 

 

wecYb †KŠkj I e¨emvq †KŠk‡ji g‡a¨ cv_©K¨ 
Deference between Marketing and Business Strategy 

‡fv³v‡`i Rb¨ f¨vjy m„wói gva¨‡g m‡ev©”P mš‘wó weavb I wecYb D‡Ïk¨ AR©‡bi j‡ÿ¨ cÖwZôvb KZ©„K †h Kg©cš’v 

MÖnY Kiv nq Zv‡K wecYb †KŠkj (Marketing Strategy) ejv nq| Acic‡ÿ, wbav©vwiZ wkí ev evRv‡i e¨emvq 

cwiPvjbv Kivi †ÿ‡Î msMV‡bi Rb¨ †h mKj †KŠkjMZ weKí cQ›` Kiv nq Zv‡K e¨emvq †KŠkj (Business 

Strategy) e‡j| G‡`i ga¨Kvi we‡kl cv_©K¨¸‡jv wb‡¤œ †`Lv‡bv n‡jvt 

 

cv_©‡K¨i  

welq 

wecYb †KŠkj e¨emvq †KŠkj 

1| m¤úK© wecYb †KŠkj †fv³v‡`i cÖ‡qvRb I Afv‡ei 

mš‘wó weav‡bi mv‡_ m¤úK©hy³| 

e¨emvq †KŠkj mvaviYZ wbw`©ó e¨emvq 

GK‡Ki mv‡_ m¤úK©hy³| 

2| D‡Ïk¨ wecYb †KŠk‡ji D‡Ïk¨ n‡”Q †fv³v‡`i Rb¨ 

m‡ev©”P f¨vjy ev myweav ˆZwi Kiv| 

e¨emvq †KŠkj e¨emv‡qi Rb¨ GKwU 

cÖwZ‡hvwMZvg~jK KvVv‡gv wbav©iY K‡i 

_v‡K| 

3| Ae ’̄vb wecYb †KŠkj cÖwµqvi †K›`ªwe›`y‡Z †µZv 

Ae ’̄vb K‡i| 

e¨emvq †KŠkj GK‡Ki †K›`ª we›`y‡Z 

msMVb Ae ’̄vb K‡i| 

4| wm×všÍ MÖn‡Y   

mnvqZv 

GwU †Kv¤úvwbi wgkb msÁvqb, evRvigyLx 

D‡Ïk¨ wbav©iY, e¨emvq Lv‡Zi bKkv 

cÖYq‡bi gva¨‡g wecYb wm×všÍ MÖn‡Y mnvqZv 

G ‡KŠkj e¨emvq GKK we‡køl‡Yi gva¨‡g 

†Kv¤úvwb Zvi jvfRbK I AjvfRbK 

e¨emvq wPwýZ K‡i Kvh©Ki wm×všÍ w`‡Z 
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K‡i| cv‡i| 

5|cÖwZ‡hvwMZvg~jK 

myweav 

wecYb †KŠkj cÖwZ‡hvwMZvg~jK evRvi 

cwi‡e‡k wU‡K _vK‡Z mnvqZv K‡i| 

G †KŠk‡ji gva¨‡g cÖwZ‡hvwMZvg~jK 

mvg_©¨ e„w× cvq| 

6| wbf©iZv wecYb †KŠkj A‡bKvs‡k e¨emvq †KŠk‡ji 

Dci wbf©i K‡i| 

e¨emvq †KŠkj wecYb †KŠk‡ji Dci 

wbf©i K‡i bv|  

7| cÖavb KvR Dchy³ evRvi Z_¨ w`‡q mvnvh¨ Kiv n‡jv 

wecYb †KŠk‡ji cÖavb KvR| 

cÖwZ‡hvwMZvg~jK ÿgZv e„w×i j‡ÿ¨ 

mwVK Dcvq wbav©iY I wecYb Kg©m~wP 

cÖYqb e¨emvq †KŠk‡ji cÖavb KvR| 

 

cwi‡k‡l ejv hvq †h, wecYb †KŠkj I e¨emvq †KŠk‡ji g‡a¨ †gŠwjK wKQz cv_©K¨ we`¨gvb _vK‡jI Giv G‡K 

A‡b¨i mnvqK wn‡m‡e KvR K‡i| wecYb †KŠkj I e¨emvq †KŠk‡ji mgwš^Z cÖ‡Póv e¨emv‡qi mvwe©K mvdj¨ 

Avbq‡b mgvbfv‡e mnvqZv K‡i| 

 

 

mvims‡ÿc  

 

‡KŠkj ej‡Z Ggb wKQz cš’v‡K eySvq hvi gva¨‡g GKwU cÖwZôvb ev msMV‡bi D‡Ïk¨ I jÿ¨ AwR©Z nq| wecYb 

†KŠkj n‡”Q wecY‡bi  Ggb `k©b hvi gva¨‡g e¨emvq BDwbU¸‡jv †µZv f¨vjy m„wó Ges jvfRbK †µZv m¤úK© 

AR©‡bi cÖZ¨vkv K‡i _v‡K| wecYb †KŠkj n‡”Q Ggb KZK¸‡jv Kvh©µ‡gi mgwó hvi gva¨‡g ‡fv³v‡`i‡K 

m‡ev©”P f¨vjy cÖ`vbmn mš‘wó cÖ`v‡bi †Póv Kiv nq| Giƒc †KŠk‡j wecYb Kvh©µg we‡kølY, cwiKíbv cÖYqb, 

ev Í̄evqb I wbqš¿Y Kvh©µg cwiPvjbv Kiv nq| e¨emvq †KŠkj wbav©i‡Y wewfbœ c×wZ AbymiY Kiv nq| wbav©wiZ 

wkí ev evRv‡i e¨emvq cwiPvjbvi Rb¨ msMVbmg~n †h †KŠkjMZ weKí cQ›` K‡i _v‡K Zv‡K e¨emvq †KŠkj 

(Business Strategy) e‡j| †Kv¤úvwbi DaŸ©Zb e¨e ’̄vcbvi cÿ †_‡K Aa: Í̄b e¨e ’̄vc‡Ki Rb¨ e¨emvq cwiPvjbvi 

Rb¨ †h `xN©‡gqv`x †KŠkj wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj (Corporate Strategy) e‡j| Ab¨w`‡K, 

D‡Ïk¨ AR©‡bi j‡ÿ¨ e¨emvq †KŠkj wbav©iY K‡i GKwU wbw`©ó e¨emvq BDwb‡Ui cÖwZ‡hvwMZvg~jK ÿgZv e„w× 

Kivi †KŠkj‡K e¨emvq †KŠkj (Business Strategy) e‡j| cÿvšÍ‡i, cY¨ wecY‡bi †ÿ‡Î KLb, †Kv_vq Ges 

wKfv‡e cÖwZ‡hvwMZv Kiv n‡e †mm¤úwK©Z D”P e¨e ’̄vcbvi wm×v‡šÍi wfwË‡K wecYb †KŠkj (Marketing Strategy) 

e‡j| Corporate ‡KŠk‡ji Ab¨Zg KvR n‡jv cÖ‡qvRbxq m¤ú` I cÖhyw³i mgvnvi Ges eÈ‡bi gva¨‡g cÖwZôv‡bi 

mvwe©K Kj¨vY mva‡bi D”P ch©v‡qi wb‡`©kbv| Ab¨w`‡K, e¨emvq †KŠk‡ji KvR n‡jv cÖwZwU e¨emvq GK‡Ki 

(Strategic Business Unit) my‡hvM I ûgwK Ges cÖwZ‡hvwMZvg~jK Ae ’̄vb BZ¨vw` we‡kølY Kiv| 
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‡KŠkjMZ wecYb cÖwµqvi avc I we‡eP¨ Dcv`vbmg~n 
Steps and Considering Factors of Strategic Marketing Process 

 

D‡Ïk¨ 

  

G cvV †k‡l AvcwbÑ 

 ‡KŠkjMZ wecYb  cÖwµqvi avcmg~n m¤ú‡K© Rvb‡Z cvi‡eb| 

 e¨emvq I K‡cv©‡iU †KŠkj Dbœq‡bi †ÿ‡Î we‡eP¨ Dcv`vbmg~n m¤ú‡K© Rvb‡Z cvi‡eb | 

 

‡KŠkjMZ wecYb cÖwµqvi avcmg~n 

Steps in Strategic Marketing Process 

‡µZv‡`i cÖ‡qvRb wbav©iY K‡i cÖwZ‡hvwMZvg~jK myweav AR©‡bi j‡ÿ¨ M„nxZ wecYb Kvh©µg‡K †KŠkjMZ wecYb 

cÖwµqv e‡j| †h cÖwZôvb hZ †ewk wecYb †KŠkj AbymiY Ki‡Z cvi‡e †m cÖwZôvb ZZ‡ewk cÖwZ‡hvwMZvg~jK myweav 

AR©b Ki‡Z cvi‡e| ‡KŠkjMZ wecYb cÖwµqvq KZK¸‡jv avc AbymiY Kiv nq| wb‡¤œi wP‡Îi gva¨‡g ‡m¸‡jv 

Dc¯’vcb Kiv n‡jv: 

 

 

 

 

 

 

(K) †KŠkjMZ Ae ’̄v we‡kølY (Strategic situation Analysis): ‡KŠkjMZ wecYb cÖwµqvi cÖ_‡g wewfbœ cÖKvi 

Z_¨ e¨env‡ii gva¨‡g wecYb e¨e ’̄vcbvi cwi‡ek we‡kølY Kiv nq hv bZzb †KŠkj ev cyivZb †KŠkj cÖYq‡bi Rb¨ 

w`K wb‡`©kbv cÖ`vb K‡i| A_©vr c~e©eZ©x †KŠk‡ji g~j¨vqb K‡i cieZ©x †KŠk‡ji w`‡K avegvb nq| G‡ÿ‡Î †ek 

K‡qKwU avc AbymiY Kiv nq| wb‡P †KŠkjMZ Ae ’̄v we‡kølY m¤ú‡K© Av‡jvPbv Kiv n‡jv: 

 

1. evRvi I cÖwZ‡hvMx we‡kølY (Market and competitor analysis): G cÖwµqvq †µZvi cÖ‡qvRb I Afve 

†gUv‡bv m¤¢e Ges hv Zv‡`i µqÿgZv I µq B”Qvi g‡a¨ Av‡Q Ggbme cY¨ ev cY¨ mvwii Dci †Rvi ‡`Iqvi 

†KŠkjMZ 

Ae ’̄v we‡kølY  

wecYb 

†KŠk‡ji bKkv 

cÖYqb  

wecYb Kg©m~wPi 

Dbœqb  

wecYb ‡KŠkj 

ev Í̄evqb I 

e¨e ’̄vcbv  

cvV-2.3 

 wPÎ: ‡KŠkjMZ wecYb cÖwµqvi avcmg~n 
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gva¨‡g evRvi we‡kølY Kiv hvq| Zvi cvkvcvwk cÖwZ‡hvMx‡`i mejZv I `ye©jZv wPwýZ Kivi Dcvq wbav©iY Kiv 

hvq| 

 

2. evRvi wefw³KiY (Market segmentation): evRvi wefw³Ki‡Yi gva¨‡g †µZv‡`i iæwP, cQ›` I µq 

ÿgZvi Dci wfwË K‡i KZK¸‡jv Dc-`‡j wef³ Kiv nq| G‡Z K‡i evRviRvZKvix †fv³vi cÖ‡qvRb I 

Afv‡ei wfbœZv mn‡RB eyS‡Z cv‡i, hv cÖwZôv‡bi mdjZvi ¸iæZ¡c~Y© Askx`vi| 

 

3. evRvi m¤úwK©Z avivevwnK Ávb (Continuous learning about market): c~‡e© evRvi Ae ’̄v †Kgb wQj, 

eZ©gvb evRv‡i Kx NU‡Q, fwel¨‡Z wK NU‡Z cv‡i Zv we‡ePbv K‡i wecYb †KŠkj cÖYqb Ges Zv †_‡K bZzb 

Kx Kx myweav MÖnY Kiv hvq †m¸‡jvi Dci GLb e¨e ’̄vcKiv †ewk ¸iæZ¡ †`q| wewfbœ cÖKvi cÖv_wgK I gva¨wgK 

Drm †_‡K evRvi Z_¨ msMÖn Kiv hvq| 

 

(L) wecYb †KŠk‡ji bKkv cÖYqb (Designing marketing strategy): ‡KŠkjMZ evRviRZvKiY cÖwµqvi wØZxq 

avc n‡jv wecYb †KŠk‡ji bKkv cÖYqb Kiv| A_©vr evRvi jÿ¨ wbav©iY, Ae ’̄vb MÖnY †KŠkj cÖYqb, bZzb c‡Y¨i 

cwiKíbv cÖYqb,bZzb c‡Y¨i Dbœqb I cwiwPwZKiY BZ¨vw` wePvi we‡kølY K‡i wecY‡bi  bKkv cÖYqb Kiv nq| 

wb‡P G m¤ú‡K© we Í̄vwiZ Av‡jvPbv Kiv n‡jv: 

 

1. evRvi jÿ¨ wbav©iY I Ae ’̄vb MÖnY †KŠkj (Market Tergeting and Positioning strategy): †Kv‡bv 

†Kv¤úvwbi g~jZ wefvwRZ evRvi Ask †_‡K evRvi jÿ¨ wbav©i‡Yi gva¨‡g myweavRbK evRvi Ask †e‡Q †bIqvB 

n‡jv evRv‡i Ae_vb MÖnY| †Kv¤úvwbi mgv‡_ ©̈i mv‡_ jÿ¨ wbw`©ó evRv‡ii cÖ‡qvRbmg~n Gi ms‡hvM NUv‡bvB 

evRvi jÿ¨ wbav©i‡Yi g~j D‡Ïk¨| 

 

2. m¤úK© wfwËK wecYb †KŠkj (Marketing relationship strategies): ‡µZv‡`i‡K †mev cÖ`v‡bi ÿgZv 

e„w×‡Z m¤úK©wfwËK wecYb †KŠkj mnvqK nq| wewfbœ cÖKv‡ii cÖvwšÍK †fv³v, P¨v‡bj m`m¨, mieivnKvix, 

cÖwZ‡hvMx Ges Af¨šÍixY msMV‡bi m`m¨MY n‡”Qb m¤úK© wfwËK evRv‡ii Askx`vi| Avi m¤úK© wfwËK wecYb 

†KŠkj ej‡Z GB mKj Askx`vi‡`i ga¨Kvi m¤úK© †KŠkj‡K eySvq| 

 

3. bZzb c‡Y¨i Rb¨ cwiKíbv (Planning for new products): bZzb cY¨ Avwe¯‹vi ev c‡Y¨i bZzb e¨nvi‡K bZzb 

cY¨ ejv hvq| ‡µZv‡`i cwiewZ©Z cÖ‡qvRb I cÖwZ‡hvwMZvi gvÎv e„w×, cÖwZôv‡bi weµq I gybvdv m‡ev©”P Kivi 

Rb¨ †Kv¤úvwb‡K bZzb bZzb c‡Y¨i K_v wPšÍv K‡i J mKj c‡Y¨i Rb¨ cwiKíbv cÖYqb Kivi cÖ‡qvRb nq|  

 

4. bZzb cY¨ Dbœqb I cwiwPwZKiY (Developing and Introducing new products): bZzb c‡Y¨i Rb¨ hLb 

cwiKíbv MÖnY Kiv nq ZLb †µZv mš‘wói M¨vc wPwýZ Kiv mnR nq| Avi †µZv mšÍywói M¨vc wPwýZKiY †ek 

djcÖ` nq hLb †µZv‡`i cÖ‡qvR‡bi mš‘wó weavb K‡i ¸YMZgvb m¤úbœ cY¨ Drcv`b Kiv nq| Kv‡RB 

wecY‡bi  bKkv cÖYq‡bi mgq bZzb cY¨ cwiwPwZ Kiv‡bv nq| bZzb c‡Y¨i Dbœqb I wPwýZKi‡Y †h mKj avc 

AbymiY Kiv nq †m¸‡jv n‡jv- 

 

 aviYv AbymÜvb I g~j¨vqb 

 m‡e©v”P Drmvn e¨ÄK aviYv m„wó 

 c‡Y¨i bKkv cÖYqb 

 wecYb Kg©m~wPi Dbœqb BZ¨vw`| 
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(M) wecYb Kg©m~wPi Dbœqb (Marketing Program Development): G ch©v‡q evRvi jÿ¨ wbav©iY I Ae ’̄vb 

MÖnY †KŠkj wbav©i‡Y †Kv¤úvwb‡K wecYb Kg©m~wPi Dbœq‡bi ¸iæZ¡c~Y© welq m¤ú‡K© w`K-wb‡`©kbv w`‡q _v‡K| wecYb 

Kg©m~wPi AwaK ¸iæZ¡c~Y© Ask n‡”Q †Kvb †Kv¤úvwb Kx cY¨ ev †mev KZ cwigv‡Y Drcv`b Ki‡e, †m¸‡jvi g~j¨ Kx 

n‡e, Zviv †Kvb ai‡Yi cÖ‡gvkb nvwZqvi e¨envi Ki‡e Ges Kxfv‡e Zv eÈb Kiv n‡e BZ¨vw`| Kv‡RB wecYb 

Kg©m~wP cÖYq‡bi †ÿ‡Î mgwš^Z wecYb Kg©m~wP ev wecYb wgkª‡Yi Dcv`vb¸‡jv we‡ePbv Kiv nq| wb‡Pi wP‡Îi 

gva¨‡g welq¸‡jv eY©bv Kiv n‡jv- 

 

 

 

wPÎ: Ae ’̄vb MªnY †KŠkj Dbœqb 

 

1. cY¨ †KŠkj (Product strategy): c‡Y¨i AšÍf©~³ n‡jv c‡Y¨i gvb, bKkv,c‡Y¨i eª¨vÛ, c‡Y¨i is, ÷vBj, 

c‡Y¨i c¨v‡KwRs BZ¨vw`| bZzb c‡Y¨i cwiKíbv cÖYqb, c‡Y¨i Rxeb Pµ we‡ePbvq mdj c‡Y¨i wm×všÍ 

MªnY, A‡cÿvK…Z `ye©j cY¨ wPwýZ Kiv Ges G mKj c‡Y¨i wK Kiv n‡e G wel‡qi wm×všÍ MªnY Kivi 

cÖwµqv‡K cY¨ †KŠkj e‡j| 

 

2. g~j¨ †KŠkj (Price strategy): evRiRvZKiY wgkÖ‡Yi GKwU Ab¨Zg ¸iæZ¡c~Y© Dcv`vb n‡jv g~j¨ †KŠkj 

wba©viY| G cÖwµqvq c‡Y¨i g~j¨ wba©vi‡Yi mvaviY †KŠkj, g~j¨ mgš^q †KŠkj Ges bZzb cÖewZ©Z c‡Y¨i g~j¨ 

†KŠkj wb‡q wb‡`©kbv cÖ`vb Kiv nq, hvi gva¨‡g †Kv¤úvwb evRv‡i wU‡K _vK‡Z cv‡i| 

 

3. cÖ‡gvkb †KŠkj (Promotion Strategy): cY¨ ev †mev m¤ú‡K© †µZv‡`i‡K Rvbv‡bv Ges Zv‡`i‡K cY¨ 

µ‡q DØy× Kivi Rb¨ cÖ‡gvkb †KŠkj e¨envi Kiv nq| cÖ‡gvkb †KŠk‡ji nvwZqvimg~n †hgb- weÁvcb, 

e¨w³K weµq, weµq cÖmvi, cÖPvi BZ¨vw`i †Kv_vq, KLb I Kxfv‡e e¨envi Kiv n‡e Zvi mwVK wb‡`©kbvi 

Rb¨ cÖ‡gvkb †KŠkj cÖYqb Kiv nq| 

 

4. eÈb †KŠkj (Distribition Strategy): Drcvw`Z cY¨ h_vmg‡q †fv³vi wbKU †cuŠQv‡bvi hveZxq cÖwµqvB 

n‡jv eÈb| wecYb Dbœqb Kg©m~wP cªYq‡bi G me©‡kl av‡c n‡”Q eÈb †KŠkj A_v©r Dchy³ eÈb cÖYvjx 

wbev©Pb Kiv| wecYb Kg©m~wP Dbœq‡bi G Í̄‡i †Kv¤úvwb‡K Av‡iv ỳÕwU wel‡q ¸iæZ¡c~Y© wm×všÍ MªnY Ki‡Z 

nq| h_v: 

(K) †KŠkjMZ eª¨vÐ e¨e ’̄vcbv 

(L) f¨vjy †PBb, g~j¨ I cÖmvi †KŠkj 

 

(N) wecYb ‡KŠkj ev Í̄evqb I e¨e ’̄vcbv (Implementing and Managing Marteking Strategy): wecYb 

†KŠkj Dbœqb cÖwµqvi me©‡kl avc n‡jv wecYb †KŠk‡ji ev Í̄evqb I e¨e ’̄vcbv| G ch©v‡q wecY‡bi  cwiKíbv 

cÖYqb, cwiKíbvi Rb¨ A_©vqb Ges wbqš¿Y msµvšÍ KvR¸‡jv h_vh_ cÖ‡qv‡Mi welqwU we‡ePbv Kiv nq| G‡ÿ‡Î †h 

welq¸‡jv we‡ePbv Ki‡Z nq †m¸‡jv n‡jv: 

 wecYb cwiKíbv cÖYqb I ev‡RU cÖ ‘̄ZKiY 

c 

cY¨ g~j¨ 

eÈY 
cÖmvi 
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 wecYb msMV‡bi bKkv cÖYqb 

 ‡KŠk‡ji ev Í̄evqb I wbqš¿Y 

 Pjgvb cÖwµqvi †KŠkjMZ e¨e ’̄vcbv I wbqš¿Y Kiv| 

 

cwi‡k‡l ejv hvq †h, ‡KŠkjMZ wecYb cwiKíbvi KvR n‡jv- wecYb msµvšÍ Kvh©vejx †K, KLb, †Kv_vq I 

Kxfv‡e cwiPvjbv Ki‡e Zv wba©viY Kiv| Avi cwiKíbv Abyhvqx KvR n‡”Q wKbv Zv hvPvB KivB n‡jv wecYb 

†KŠkj ev Í̄evqb e¨e ’̄vcbv| 

 

e¨emvq ev K‡cv©‡iU †KŠkj Dbœq‡bi †ÿ‡Î we‡eP¨ Dcv`vbmg~n 
Factors Affecting Development of Business or Corporate Strategy 

e¨emv‡qi cÖK…wZ, D‡Ïk¨, cÖwZ‡hvwMZvg~jK cwi‡ek cwiw ’̄wZ Ges wek¦vq‡bi cÖfve †gvKv‡ejvq msMV‡bi D”P 

chv©‡q ¯̂í ev `xN©‡gqv‡` †h Kg©cš’v MÖnY Kiv nq ZvB n‡jv e¨emvq †KŠkj| †KŠkjMZ G wm×všÍ MÖn‡Y GKwU 

cÖwZôvb‡K A‡bK¸‡jv Dcv`vb we‡ePbv Ki‡Z nq| wb‡¤œ †m¸‡jv Av‡jvPbv Kiv n‡jv- 

 

1. bgbxqZv (Flexibility): †KŠk‡ji bgbxqZv ev cwieZ©bkxjZv †h †Kvb e¨emvq cÖwZôv‡bi Rb¨ ¸iæZ¡c~Y© 

welq| mg‡qi cwieZ©‡bi mv‡_ mv‡_ †hgb e¨emvq cwi‡ek cwiewZ©Z nq, wVK †Zgwb K‡i e¨emvq 

†KŠk‡ji cÖ‡qvRbxq cwieZ©b wKsev cwigvR©b cÖ‡qvRb nq| Zv bv n‡j msMV‡bi Kvw•LZ jÿ¨ AR©b e¨vnZ 

n‡Z cv‡i| e¨emvq †KŠk‡ji †ÿ‡Î bgbxqZv ‡`Lv‡bvi Rb¨ wb‡Pi cvuPwU c×wZ e¨vcKfv‡e e¨eüZ nq- 

 

i. `„k¨cU weeiYx cÖ ‘̄Z (Scenario building): djvdj we‡ePbvi †ÿ‡Î `„k¨cU weeiYx cÖ ‘̄Z Kiv 

cÖ‡qvRb nq| Gi d‡j cÖwZ‡hvwMZvg~jK cwiw ’̄wZ‡Z `ªæZZvi mv‡_ †KŠkjmg~n cwieZ©b Kiv hvq| 

ZvB cwieZ©bkxjZv ev bgbxqZvi K_v gv_vq †i‡L `„k¨cU weeiYx cÖ ‘̄Z Kiv cÖ‡qvRb| 

 

ii. ev Í̄eZv wbqš¿Y (Reality checks): cÖ‡Z¨K cÖwZôv‡bi bxwZ-wbav©iKMY Zv‡`i cÖwZØ›Øx ev cÖwZ‡hvMx 

cÖwZôv‡bi M„nxZ c`‡ÿc¸‡jv Kx Zv Rvbvi †Póv K‡i| hw` Av‡M †_‡KB cÖwZôv‡bi hveZxq Z_¨ 

Rvbv _v‡K Z‡e ev Í̄em¤§Z c`‡ÿc MÖnY Kiv cÖwZôv‡bi c‡ÿ mnRZi nq| 

 

iii. Kgx© msMÖn (Hires): e¨emvq †KŠk‡j bgbxqZv AR©‡bi Rb¨ Kgx©‡`i wbKU †_‡K Z_¨ msMÖn Kiv 

LyeB ¸iæZ¡c~Y© KvR| KviY Dchy³ Kg©x bv n‡j mg‡qi cwieZ©‡bi mv‡_ mv‡_ mwVK c`‡ÿc MÖnY 

Kiv KwVb n‡q hv‡e| ZvB bgbxqZv AR©‡bi Rb¨ cÖwZôvb‡K Aek¨B Dchy³, wek¦¯Í Ges 

`vwqZ¡kxjZv m¤ú‡K© m‡PZb _v‡K Ggb Kgx© evQvB Ki‡Z n‡e| 

 

iv. ev‡RU Pµ mswÿßKiY (Shorteing the budgetet cycle): e¨emvq †KŠk‡ji we‡eP¨ wel‡qi g‡a¨ 

ev‡RU GKwU ¸iæZ¡c~Y© we‡eP¨ welq| Avi G‡ÿ‡Î cwieZ©bkxjZv Av‡ivI †ewk ¸iæZ¡c~Y©| KviY 

†KŠk‡ji cwiZe©‡bi mv‡_ mv‡_ ev‡RUI Kg-‡ewk Kivi `iKvi c‡o| ZvB bgbxqZv AR©‡bi Rb¨ 

Aek¨B ev‡R‡Ui e¨vcv‡i mRvM `„wó ivL‡Z n‡e| A_©vr ev‡RU Pµ Aek¨B mswÿß n‡Z n‡e| 

 

v. ‡hvMv‡hvM (Communication): ‡KŠk‡ji bgbxqZvi †ÿ‡Î †hvMv‡hv‡Mi bgbxqZv AR©‡bi †ek 

¯úk©KvZi welq| †hvMv‡hv‡Mi mvnv‡h¨ mn‡RB wm×všÍ MÖn‡Yi mv‡_ mv‡_ mswkøó mKj cÿ‡K †KŠkj 

cwieZ©‡bi welqwU Rvbv‡bv hvq| G‡Z ZvrÿwYK djvdj cvIqvI mnRZi nq| 
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2. cwi‡ek (Environment): Avgiv Rvwb, cwi‡e‡ki Dcv`vb¸‡jv me©`vB cwieZ©bkxj| †nvK †mUv cÖvK…wZK 

ev e¨emvwqK cwi‡ek| e¨emvwqK †ÿ‡ÎI wVK †Zgb K‡iB e¨wóK I mvgwóK chv©‡q cwi‡ek cwieZ©b 

e¨vnZ _v‡K| †mRb¨ e¨emvq †KŠkj MÖn‡Yi mgq Aek¨B cwi‡ekMZ cwieZ©‡bi welqwU gv_vq ivL‡Z 

n‡e|  

 

3. ‡gŠwjKZv †hvM¨Zv (Core competencies): cwi‡ekMZ cwieZ©‡bi d‡j m„ó mgm¨vejx †gvKv‡ejv Kivi 

Rb¨ ïaygvÎ e¨e ’̄vcKxq `ÿZvB h‡_ó bq| G Rb¨ msMV‡bi wKQz e¨wZµgx `ÿZv ev †hvM¨Zv _vKvi 

cÖ‡qvRb nq| Gi gva¨‡g ¯úk©KvZi welq¸‡jv mwVKfv‡e †gvKv‡ejv K‡i cÖwZôv‡bi jÿ¨ AR©b Kiv m¤¢e 

n‡e| wb‡P Gme †hvM¨Zvi welq¸‡jv Av‡jvPbv Kiv n‡jv: 

 

i. kÖgkw³ (Work force): Drcv`‡bi Ab¨Zg ¸iæZ¡c~Y© Dcv`vb n‡jv kÖgkw³| ZvB e¨emvq †KŠkj 

wbav©i‡YiI ¸iæZ¡c~Y© Dcv`vb n‡”Q kÖg kw³| GB kÖg kw³i gva¨‡g cÖwZôvb¸‡jv A‡bK KwVb 

mgm¨viI mgvavb Ki‡Z cv‡i| ZvB e¨emvq †KŠk‡ji †ÿ‡Î mwVK cÖwkÿYcÖvß I `ÿ kÖgkw³ 

wbev©Pb Kiv Riæwi| 

 

ii. evRvi I A_©vqb msµvšÍ Ávb (Market and Financial knowledge): cÖwZôv‡bi wbev©nx 

e¨e ’̄vcK‡K Aek¨B Kg©†KŠkj wbav©i‡Yi mgq cY¨ ev †mevi evRvi Ges A_©vqb msµvšÍ wel‡q 

h‡_ó Ávb _vKv cÖ‡qvRb| Gi gva¨‡g GKRb wbev©nx †KŠkjwUi h_vh_ wePvi we‡kølY K‡i ÎæwU-

wePz¨wZ `~i Ki‡Z cv‡ib| Gfv‡eB GKwU DbœZ I Kvh©Ki e¨emvq †KŠkj cÖYqb Kiv hvq| 

 

iii. Z_¨ c×wZ I cÖhyw³ (Information system and technology): msMV‡bi †KŠkj ˆZwi Kivi 

mgq we‡kl myweav †fvM Ki‡Z PvB‡j msMV‡bi AvaywbK Z_¨ e¨e ’̄v I cÖevn Ges cÖhyw³i h_v_© 

cÖ‡qvM Ki‡Z n‡e| B›Uvi‡bU wKsev B-Kgv‡m©i mv‡_ m¤úK©hy³ cÖwZôv‡bi Rb¨ †KŠkj wbav©iY 

Kivi A‡bKUv BwZevPK cÖfve cvIqv hvq| 

 

iv. my‡hvM-myweav (Facilities): e¨emvq msMVb¸‡jv g~jZ cÖv_wgK myweav jvf K‡i Awdm, ¸`vgNi, 

hš¿cvwZ BZ¨vw`i ’̄vbMZ my‡hvM-mweavi gva¨‡g| hv e¨emvq †KŠk‡ji †ÿ‡Î e¨vcKfv‡e cÖfve 

we Í̄vi Ki‡Z cv‡i| Avi G ai‡Yi my‡hvM I cÖ‡qvRbxq c`‡ÿc MÖn‡Yi gva¨‡g evRvi 

cÖwZ‡hvwMZvq †gvKv‡ejv Ki‡Z cv‡i| 

 

4. wek¦vq‡bi †KŠkj (Global Stragegies): wek¦ evRv‡i cÖ‡ek Kivi Rb¨ wek¦ cwiw ’̄wZ m¤ú‡K© my¯úó aviYv 

†i‡L Zv‡`i †KŠkj ch©‡eÿY Ki‡Z n‡e| A_©vr ‡hme cÖwZôvb AvšÍR©vwZK evRv‡i Zv‡`i cY¨ ev †mev 

e¨emvq cwiPvjbv K‡i Zv‡`i†K Aek¨B wek¦vqb †KŠkj cÖYqb I MÖnY Ki‡Z n‡e| wek¦vqb †KŠk‡ji 

‡ÿ‡Î wb‡¤œv³ welq¸‡jvi we‡ePbv Ki‡Z n‡e: 

 

i. ‡KŠkjMZ wgÎ (Strategic alliances): e¨emvq msMVb¸‡jv‡K AvšÍRv©wZK evRv‡i Zv‡`i 

Drcvw`Z c‡Y¨i cÖ‡ek evov‡bvi Rb¨ e¨emvq ÔwgÎ AbymÜvbÕ Ki‡Z n‡e| Avi GB †KŠkjMZ wgÎ 

cÖwZôvi Rb¨ Aci †Kvb cÖwZôv‡bi mv‡_ Pzw³e× n‡Z n‡e| wZbwU Dcv‡q †KŠkjMZ wgÎ m„wó 

Kiv hvq| †hgb: 

 

(K) †hŠ_ cÖ‡Póv (Collaborating effort): hLb †Kv‡bv cÖwZôvb we‡kl †ÿ‡Î e¨vcK `ÿZv 

AR©b K‡i Ges Aci cwiôvb GB `ÿZvi cÖ‡qvRb Abyfe K‡i| ZLb GB `ÕywU cÖwZôvb Zv‡`i 
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cvi¯úwiK ¯̂v‡_© Pzw³e× nq Ges G‡K A‡b¨i `ÿZv‡K Kv‡R jvwM‡q AwaKZi myweav †c‡Z cv‡i| 

Gfv‡eB ci¯úi †hŠ_ cÖ‡Póvi gva¨‡g `ÕywU c‡ÿi g‡a¨  wgÎZvi m„wó nq| 

 

(L) ‡hŠ_ e¨emvq (Joint venture): ‡hŠ_ e¨emvq ej‡Z eySvq hLb AvBbMZfv‡e `ÕywU cÖwZôvb 

GKwÎZ n‡q †Kvb cY¨ ev †mev Drcv`‡bi Rb¨ Pzw³e× nq| gyjZ we‡`‡ki evRv‡i cY¨ ev †mevi 

cÖ‡e‡ki ‡ÿ‡Î G ai‡Yi D‡`¨vM MÖnY Kiv nq| G †ÿ‡Î we‡`wk cÖwZôvbwU Kvw•LZ †`‡k cÖhyw³ I 

we‡klÁ mieivn K‡i Avi ’̄vbxq cÖwZôvbwU Kg© m¤úv`‡bi Rb¨ kÖwgK I Avbylvw½K Ges 

cÖ‡qvRbxq m¤ú` mieivn K‡i| Gfv‡eB Zviv cvi¯úwiK mnvqZvi gva¨‡g ‡hŠ_ e¨emvq 

cwiPvjbvi †KŠkj MÖnY K‡i| 

 

(M) cÖhyw³ jvB‡mÝ (Technology licensing): ‡Kv‡bv †Kv¤úvwb hw` Zv‡`i cY¨ ev †mev 

Drcv`‡bi c×wZ †KŠkjMZ wg‡Îi †h Pzw³i gva¨‡g Ab¨‡K cÖ`vb K‡i Zv‡K cÖhyw³ jvB‡mwÝs 

ejv nq| AvRKvj we‡`kx evRv‡i cÖ‡e‡ki Rb¨ jvB‡mÝ MÖnY GKwU Ab¨Zg Avek¨Kxq cš’v 

wn‡m‡e e¨eüZ nq| 

 

ii. ewn:we©‡k¦ Ae ’̄vb wbav©iY (Locating abroad): wek¦ evRv‡i cÖ‡e‡ki Ab¨Zg Av‡iKwU c×wZ 

n‡jv †m †`‡k Ae ’̄vb MÖnY| A_v©r †`‡k wbR cÖwZôv‡bi Drcv`b BDwbU ’̄vcb Kiv| A‡bK mgq 

D‡`¨v³v wbR †`‡k cY¨ Drcv`‡b ¯̂”Q›`¨‡eva K‡ib bv| ZLb wZwb Ab¨ †`‡k Drcv`b BDwbU 

cÖ ‘̄Z K‡i ˆe‡`wkK evRv‡i cÖ‡ek K‡i| †hgb- evsjv‡`‡k (FPZ) ¸‡jv‡Z A‡bK we‡`wk cÖwZôvb 

M‡o D‡V‡Q ïaygvÎ wek¦evRv‡i cÖ‡e‡ki Rb¨| 

 

cwi‡k‡l ejv hvq †h, GKwU cÖwZôvb Zvi e¨emvq †KŠkj cÖYq‡bi Rb¨ Dc‡i Av‡jvwPZ welq¸‡jv‡K we‡ePbv K‡i 

Zvi †KŠkj cÖYqb Ki‡Z cv‡i| Z‡e GKm‡½ me¸‡jv †KŠkj ev Í̄evqb m¤¢eci bvI n‡Z cv‡i| G ‡KŠkj¸‡jv 

cÖ‡qv‡Mi d‡j cÖwZôv‡bi cÖYxZ †KŠkj¸‡jvI Kvh©Ki n‡e | 

 

 

mvims‡ÿc  

‡µZv‡`i cÖ‡qvRb wbav©iY K‡i cÖwZ‡hvwMZvg~jK myweav AR©‡bi j‡ÿ¨ M„nxZ wecYb Kvh©µg‡K †KŠkjMZ wecYb 

cÖwµqv e‡j| ‡KŠkjMZ wecYb cwiKíbvi ¸iæZ¡c~Y© KvR¸‡jv n‡jv- wecYb msµvšÍ Kvh©vejx †K, KLb, †Kv_vq I 

Kxfv‡e cwiPvjbv Ki‡e Zv wba©viY Kiv| Avi cwiKíbv Abyhvqx KvR n‡”Q wKbv Zv hvPvB KivB n‡jv wecYb 

†KŠkj ev Í̄evqb e¨e ’̄vcbv| wecYb Kg©m~wPi AwaK ¸iæZ¡c~Y© Ask n‡”Q †Kvb †Kv¤úvwb Kx cY¨ ev †mev KZUzKz 

Drcv`b Ki‡e, †m¸‡jvi g~j¨ Kx n‡e, Zviv †Kvb ai‡Yi cÖ‡gvkb nvwZqvi e¨envi Ki‡e Ges Kxfv‡e Zv eÈb 

Kiv n‡e BZ¨vw`| Kv‡RB wecYb Kg©m~wP cÖYq‡bi †ÿ‡Î mgwš^Z Kg©m~wP ev wecYb wgkª‡Yi Dcv`vb¸‡jv we‡ePbv 

Kiv nq| e¨emv‡qi cÖK…wZ, D‡Ïk¨, cÖwZ‡hvwMZvg~jK cwi‡ek cwiw ’̄wZ Ges wek¦vq‡bi cÖfve †gvKv‡ejvq msMV‡bi 

D”P chv©‡q ¯̂í ev `xN©‡gqv‡` †h Kg©cš’v MÖnY Kiv nq ZvB n‡jv e¨emvq †KŠkj| †KŠkjMZ G wm×všÍ MÖn‡Y GKwU 

cÖwZôvb‡K A‡bK¸‡jv Dcv`vb we‡ePbv Ki‡Z nq| G‡ÿ‡Î cÖwZôv‡bi bvbv †KŠkjMZ w`K †hgb-bgbxqZv, 

cÖ‡ek‡hvM¨Zv, e¨emvwqK kw³,we‡`‡k cÖ‡ek †hvM¨Zv BZ¨vw` we‡ePbv Kiv nq| 
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    ‡KŠkjMZ wecYb cwiKíbv cÖYq‡Yi avcmg~n I Bnvi ¸iæZ¡ 
     Steps and Importance of Strategic Marketing Plan 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 ‡KŠkjMZ cwiKíbvi c`‡ÿcmg~n m¤ú‡K© Rvb‡Z cvi‡eb| 

 ‡KŠkjMZ cwiKíbvi c`‡ÿcmg~n Rvb‡Z cvi‡eb| 

  

‡KŠkjMZ wecYb cwiKíbv cÖYq‡Yi avcmg~n 
Steps of Strategic Marketing Planning 

‡KŠkjMZ cwiKíbv n‡jv wecYb msµvšÍ GKwU `xN©‡gqv`x cwiKíbv hvi gva¨‡g evRv‡ii fwel¨‡Zi cwiewZ©Z 

cwiw ’̄wZi my‡hvMmg~n MÖnY Kiv nq| †KŠkjMZ wecYb cwiKíbv cÖYq‡b †Kv¤úvwb‡K KZK¸‡jv Í̄i ev c`‡ÿc 

AbymiY Ki‡Z nq| †hgb-‡Kv¤úvbxi wgkY msÁvwqZKiY, ‡Kv¤úvwbi D‡Ïk¨ I jÿ¨ w ’̄iKiY, e¨emv‡qi 

†cvU©‡dvwjI we‡kølY Ges wecYb Kvh©vejxi cwiKíbv cÖYqY| wb‡P †m¸‡jv Av‡jvPbv Kiv n‡jv: 

 

 

 

                               wPÎ: †KŠkjMZ cwiKíbvi Dcv`vbmg~n 

 

1. ‡Kv¤úvwbi wgkb msÁvwqZKiY (Defining the company mission) : cÖ‡Z¨K cÖwZôv‡bi wbR¯̂ wKQy wgkb ev 

eªZ _v‡K| †KŠkjMZ cwiKíbv cÖYq‡bi G Í̄‡i cÖwZôv‡bi D‡Ïk¨, jÿ¨ ev eªZ wbw`©ó Ki‡Z nq| D‡jøL¨ †h, 

eªZ (wgkb) ej‡Z cÖwZôv‡bi AvbyôvwbK wee„wZ‡K eySvq hv e¨e ’̄vcK‡K mwVK wm×všÍ MÖn‡Y w`K wb‡`©kbv cÖ`vb 

K‡i _v‡K| 

 wb‡P DËg wgkb wee„wZi (Mission statement) KwZcq ‰ewkó¨ D‡jøL Kiv n‡jv: 

i. mxwgZ msL¨K D‡Ïk¨ Ges jÿ¨ (Limited number of objectives or goals): wgkb ev eªZ wee„wZ‡Z 

D‡Ïk¨ Ges jÿ¨ mywbw`©ó I mxwgZ n‡Z n‡e| †hgb-evi‡Wg nvmcvZv‡ji D‡Ïk¨ n‡jv Wvqv‡ewUK 

†ivMx‡`i‡K †mev cÖ`vb Kiv| 

ii. cwi‡e‡ki mv‡_ mvgÄm¨c~Y© (Matching with environment): wgkb wee„wZ Aek¨B cwi‡ek-cwiw ’̄wZi 

mv‡_ mvgÄm¨c~Y© n‡Z n‡e| †hgb-eZ©gvb we‡k¦ cY¨ evRviRvZKi‡Y ÔwMÖY gv‡K©wUsÕ aviYvi Dci ¸iæZ¡ 

w`‡Z n‡e| 

iii. bxwZ I f¨vjyi cÖwZ ¸iæZ¡v‡ivc (Stress on the policies and Values): wgkb wee„wZ‡Z †Kv¤úvwbi †gŠwjK 

bxwZmg~n Ges †µZv f¨vjyi welqwU cÖva¨b¨ cv‡e| †hgb- evUv myR †Kv¤úvwbi bxwZ n‡jv †UKmB RyZv 

ˆZwi Kiv| Avevi IqvjUb mvkªqx g~‡j¨ cY¨mvgMÖx ˆZwi K‡i †µZv †mev wbwðZ Ki‡Q| 

2. ‡Kv¤úvwbi D‡Ïk¨ I jÿ¨ w ’̄iKiY (Setting company objectives and goals): †KŠkjMZ wecYb cwiKíbvi 

wØZxq avc n‡jv †Kv¤úvwbi D‡Ïk¨, jÿ¨ I wgkb w ’̄i Kiv| ‡Kv¤úvwb ev cÖwZôvb hv AR©b Ki‡Z Pvq  Zv‡K 

GK K_vq D‡Ïk¨ ev jÿ¨ e‡j| A_©vr †Kv¤úvwb‡K  eZ©gv‡b †Kv_vq Av‡Q Avi fwel¨‡Z †Kv_vq †h‡Z Pvq Zv 

Gav‡c w ’̄i Kiv nq|  

‡KŠkjwe`‡`i g‡Z, ÔAn objective is a statement what is to be achieved”  A_v©r hv AR©b Ki‡Z n‡e Zvi 

GKwU wee„wZB n‡jv wgkb| D‡Ïk¨ I j‡ÿ¨i †cÖwÿZ w ’̄i KivB wgkb| GK GK †Kv¤úvwbi wgkb GK GK iKg 

n‡Z cv‡i| †hgb- †Kvb cÖwZôv‡bi wgkb n‡Z cv‡i Ôgybvdv AR©b bq, †µZv †mevB Avgv‡`i g~j jÿ¨Õ| Avevi 

†Kvb cÖwZôv‡bi wgkb n‡Z cv‡i gybvdv m‡e©v”PKiY| 

cvV-2.4 

‡Kv¤úvwbi wgkb 

msÁvwqZKiY 

‡Kv¤úvwbi D‡Ïk¨ 

I jÿ¨ w ’̄iKiY 

msÁvwqZKiY 

 

e¨emv‡qi †cvU©‡dvwjI 

we‡kølY  

 

evRviRvZKiY 

Kvh©vejxi cwiKíbv 

cÖYqb 

msÁvwqZKiY 
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3. e¨emv‡qi †cvU©‡dvwjI we‡kølY (Analysing the business portfolio): ‡Kv¤úvwbi wgkb Ges D‡Ïk¨ wbw`©ó 

Kivi ci Zvi Ici wfwË K‡i e¨emvq Lv‡Zi bKkv cÖYqb Ki‡Z nq| D‡jøL¨, †cvU©‡dvwjI ej‡Z †Kv¤úvwbi 

e¨emvq I c‡Y¨i mgwó ev mgvnvi‡K eySvq| †cvU©‡dvwjI we‡køl‡bi Rb¨ †Kv¤úvwb‡K wb‡¤œv³ `yÕwU KvR Ki‡Z 

nq- 

i. ‡KŠkjMZ e¨emvq BDwbU/GKK wPwýZ Kiv (Identifying strategic business units): ‡KŠkjMZ 

e¨emvq BDwbU/GKK (Strategic Business Unit)  ev ms‡ÿ‡c SBU ej‡Z ‡Kv¤úvwbi GKwU gvÎ cY¨, 

cY¨ jvBb A_ev GKwU wefvM‡K eySvq †hLv‡b, cÖ‡Z¨KwU BDwb‡Ui wfbœ wfbœ D‡Ïk¨ _v‡K Ges 

cÖ‡Z¨KwUi D‡Ïk¨ AR©‡bi Rb¨ c„_K c„_K cwiKíbv MÖnY Kiv nq| 

ii. ‡KŠkjMZ e¨emvq BDwbU/GKK g~j¨vqb Kiv (Evaluating strategic business units): ‡Kv¤úvwbi 

e¨emvq ‡KŠkjMZ BDwbU/GKK wPwýZKi‡Yi ci †m¸‡jv g~j¨vqb Kivi cÖ‡qvRb nq| †KŠkjMZ 

e¨emvq GKK g~j¨vq‡bi `yBwU RbwcÖq c×wZ Av‡Q| wb‡¤œ †m¸‡jv eY©bv Kiv n‡jv: 

(K) w` †ev÷b Kbmvwës MÖæc A¨v‡cÖvP (The Boston Consulting Group (BCG) approach): w` †ev÷b 

Kbmvwës MÖæc (BCG) n‡jv hy³ivóª wfwËK eZ©gvb mg‡qi GKwU kxl© ’̄vbxq Ges RbwcÖq e¨e ’̄vcbv welqK 

civgk©g~jK cÖwZôvb| G cÖwZôv‡bi KvR n‡jv †KŠkjMZ e¨emvq GKK¸‡jv‡K evRvi cÖe„w×i nvi Ges 

Zzjbvg~jK †kqv‡ii wfwË‡Z g~j¨vqb Kiv| we.wm.wR KZ…©K D™¢vweZ cÖe„w× †kqvi ‡gwUª· e¨envi K‡i GKwU 

†Kv¤úvwb Zvi †KŠkjMZ e¨emvq GKK¸‡jv m¤ú‡K© Rvb‡Z cv‡i|  GB g‡W‡ji gva¨‡g GKwU cÖwZôvb Zvi 

†KŠkjMZ e¨emvq GKK‡K wewfbœfv‡e fvM Ki‡Z cv‡i| 

wb‡Pi wP‡Îi Dj¤^ †iLvq ÒevRvi cÖe„w×i nviÓ Ges f-zmgvšÍivj †iLvq ÒZzjbvg~jK evRvi †kqviÓ †`Lv‡bv 

n‡q‡Q| wb‡P Giƒc welq¸‡jv eY©bv Kiv n‡jv: 

 

i. ÷vim (Stars): ÷vim ej‡Z H mKj cY¨ ev e¨emvq GKK‡K eySvq hvi evRvi cÖe„w×i nvi †ewk Ges 

evRvi †kqv‡ii cwigvY †ewk| GUv e¨emv‡qi GKUv jvfRbK e¨emvq GKK| D”P cÖe„w×i evRv‡i G‡`i 

evRvi †bZv ejv nq| 

ii. K¨vk KvDR (Cash Cows): wb¤œ evRvi cÖe„w×i nvi A_P Zzjbvg~jK D”P evRvi †kqvim¤úbœ cY¨ ev 

e¨emvq‡K ÔK¨vk KvDRÕ ejv nq| K¨vk KvDR n‡”Q Zzjbvg~jK cwic° ev cZbkxj wk‡í †bZ… ’̄vbxq 

†KŠkjMZ e¨emvq GKK| 

iii. ‡Kv‡q‡ðb gvK©m (Question mark): †h mKj cY¨ ev e¨emv‡qi cÖe„w×i nvi D”P n‡jI Zzjbvg~jK 

evRvi †kqvi AZ¨šÍ Kg Zv‡K Ô†Kv‡q‡ðb gvK©Õ e‡j| ‡Kv‡q‡ðb gvK© m¤úbœ e¨emvq‡K ÷vi-G cwiYZ 

Ki‡Z n‡j †Kv¤úvwb‡K AwaK cwigv‡Y wewb‡qvM Ki‡Z n‡e|  

iv. WMm (Dogs): ‡h mKj cY¨ ev e¨emvq GK‡Ki cÖe„w×i nvi LyeB wb¤œ Ges Zzjbvg~jK evRvi †kqviI 

wb¤œ †m mKj cY¨ ev e¨emvq GKK‡K ÔWMmÕ e‡j| G e¨emvq GK‡K wewb‡qvM Ki‡jI †Zgb GKUv jvf 

nqbv| ZvB ejv hvq Bnv e¨emv‡qi wewb‡qv‡Mi GKwU Kg ¸iæZ¡c~Y© e¨emvq BDwbU| 

†KŠkjMZ e¨emvq GKKmg~‡ni Rb¨ M„nxZ †KŠkjmg~n (SBU Strategies): ‡KŠkjMZ e¨emvq GKK ej‡Z 

‡Kv¤úvwbi GKwU gvÎ cY¨, cY¨ jvBb A_ev GKwU wefvM‡K eySvq †hLv‡b, cÖ‡Z¨KwU BDwb‡Ui wfbœ wfbœ D‡Ïk¨ 
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_v‡K| G‡ÿ‡Î †Kv¤úvwb Zvi e¨emv‡qi MwZ-cÖK…wZ we‡kølY K‡i wb‡P DwjøwLZ PviwU †KŠk‡ji †h †KvbwU MÖnY 

Ki‡Z cv‡i: 

I. wbgv©Y Kiv (Build): evRvi †kqvi e„w×i Rb¨ †Kv¤úvwb AwZwi³ A_© wewb‡qv‡Mi D‡`¨vM MÖnY Ki‡Z 

cv‡i| †Kv‡q‡ðb gvK© GKK¸‡jv G c×wZ AbymiY K‡i ÷vi-G cwiYZ n‡Z cv‡i| 

II. a‡i ivLv (Hold): ‡Kv¤úvwb‡K Zvi evRvi †kqvi a‡i ivLvi Rb¨ cÖ‡qvRbxq A_© wewb‡qvM Ki‡Z n‡e| 

G †KŠkj ÔK¨vk KvDÕ Gi Rb¨ me‡P‡q †ewk Dc‡hvMx| 

III. dmj †Zvjv (Harvest): ‡h mKj †Kv¤úvwb `xN©‡gqv`x wPšÍv bv K‡i `ªæZ A_ev hZ Kg mg‡q m¤¢ve¨ 

†ewk cwigv‡Y A_© Avq Ki‡Z Pvq †m mKj ‡Kv¤úvwbi Rb¨ G †KŠkj AZ¨šÍ Kvh©Ki| `ye©j ÔK¨vk 

KvDRÕ, Ô†Kv‡q‡ðb gvK ©Õ A_ev ÔWMmÕ Gi Rb¨ G †KŠkj A‡bK †ewk Kvh©Kix| 

IV. cwinvi (Divest): G †ÿ‡Î †Kv¤úvwb Zvi Drcvw`Z cY¨ A_ev e¨emvq GKK weµq K‡i w`‡Z cv‡i ev 

cwiZ¨v‡Mi wm×všÍ MÖnY Ki‡Z cv‡i| †Kbbv,GB cÖwZôvbwU Pvjy _vK‡j cÖwZôv‡bi ÿwZi cwigvY 

evo‡ZB _vK‡e| mvaviYZ Ô†K‡qðb gvKm©Õ I ÔWMm&Õ e¨emvq BDwb‡Ui †ÿ‡Î G †KŠkj MÖnY Kiv nq| 

 

(L) w` †Rbv‡ij B‡jKwUªK A¨v‡cÖvP (The General Electric Approach): †Rbv‡ij B‡jKwUªK †Kv¤úvwb Zv‡`i 

bvg Abymv‡i e¨emvq BDwbU ev GKK g~j¨vq‡bi G c×wZwU bvgKib K‡i‡Q| G c×wZwU G.E. Approach A¨v‡cÖvP 

bv‡gI cwiwPZ| cY¨ ev e¨emvq cwiPvjbv Kiv, evRv‡i cÖ‡ek, evRvi a‡i ivLv, evRvi †_‡K D‡V Avmv cÖf…wZ 

wel‡q mn‡R wm×všÍ MÖnYK‡í Ò‡KŠkjMZ e¨emvq cwiKíbv wMÖWÕ bv‡g GKwU †Rbv‡ji B‡jKwUªK g‡Wj Dc ’̄vcb 

Kiv nq| G g‡W‡ji gva¨‡g wk‡íi AvKl©YxqZv Ges e¨emvq kw³ we‡kølY Kiv nq| wb‡Pi wP‡Î wR.B. (†Rbv‡ij 

B‡jKwUªK) g‡WjwU Dc ’̄vcb Kiv n‡jv:  

 

 
(1) wk‡íi AvKl©YxqZv (Industry attractiveness) : GwU Ggb GKwU A¨v‡cÖvP hvi gva¨‡g e¨emv‡qi mvwe©K w`K 

wePvi-we‡kølY K‡i wk‡íi AvKl©YxqZv hvPvB Kiv nq| wk‡íi G AvKl©bxqZv‡K D”P, ga¨g Ges `ye©j-G wZb 

fv‡M Kiv nq| 

 

(2) e¨emvq kw³ (Business strength): †Rbv‡ij B‡jKwUªK g‡Wj-G ‡Kv¤úvwbi e¨emvq kw³ cwigv‡ci Rb¨ 

GKwU m~PK (Index) e¨envi Kiv nq| G m~PK‡K cÖwZwU e¨emvq GKK‡K mej, ga¨g Ges `ye©j-G wZb fv‡M 

fvM Kiv nq| D‡jøL¨ †h, G†ÿ‡Î e¨emvq kw³ cwigv‡c Rb¨ Zzjbvg~jK evRvi †kqvi e¨envi Kiv nq bv| 
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‡KŠkjMZ e¨emvq GKK¸‡jvi Rb¨ M„nxZ †KŠkj (SBU Strategies): ‡KŠkjMZ e¨emvq cwiKíbv wMÖW‡K wZbwU 

AÂ‡j fvM Kiv hvq| wZbwU AÂ‡jB c„_K c„_K †KŠkj MÖnY Kiv n‡q _v‡K| 

 

i. wewb‡qvM Ges cÖe„w× (Invest and growth): Giƒc SBU-‡Z †Kv¤úvwbi Ae ’̄vb AZ¨šÍ AvKl©bxq Ges 

kw³kvjx| Giƒc e¨emvq GKK¸‡jv‡Z AwaK cwigv‡Y A_© wewb‡qv‡Mi cÖ‡qvRb| 

 

ii. wewb‡qvM Ae¨vnZ ivLv (Maintain Investment): Giƒc Gm.we.BD. (SBU)-‡Z †Kv¤úvwbi Ae ’̄vb 

ga¨g gv‡bi| A_v©r Giƒc e¨emvq GK‡Ki AvKl©YxqZv Ges e¨emvq kw³ gvSvgvwS cÖK…wZi| Gme 

e¨emvq BDwb‡U mZK©Zvi mv‡_ wewb‡qvM Ae¨vnZ ivL‡Z nq|   

 

iii. N‡i †Zvjv ev wewb‡qvM cÖZ¨vnvi (Harvest or divest): Giƒc Gm.we.BD (SBU)-Gi Ae ’̄vb 

wb¤œgv‡bi| A_v©r Giƒc e¨emvq GK‡Ki AvKl©YxqZv LyeB `ye©j| G †ÿ‡Î †Kv¤úvwb B‡”Q Ki‡j 

wewb‡qvM eÜ K‡i w`‡Z cv‡i A_ev e¨emvq eÜ K‡i †`qvi wm×všÍ MÖnY Ki‡Z cv‡i|  

 

4. evRviRvZKiY Kvh©vejxi cwiKíbv (Marketing Acitivities Planning): GB ch©v‡q G‡m wba©vwiZ ev‡RU 

eivÏ I mgqmxgvi K_v gv_vq ‡i‡L h_vh_ wecYb wgk«Y wba©viY K‡i cY¨, g~j¨, ‡hvMv‡hvM I eÈb ‡KŠkj 

wba©viY Ki‡Z nq| G‡¶‡Î  wbqwgZfv‡e ev‡RU ch©v‡jvPbv K‡i wecY‡bi wewfbœ Kvh©vejxi Kg©¶gZv Ges 

evRv‡ii Ae ’̄vi weKvk we‡ePbv Ki‡Z nq Ges m¤ú‡`i m‡e©vËg  e¨envi Ges ‡UKmB mvdj¨ wbwðZ 

Ki‡Z mgqgZ c«‡qvRbxq mgš^q Ki‡Z nq|  

 

‡KŠkjMZ cwiKíbvi ¸iæZ¡ 
Importance of Strategic Planning 

‡KŠkjMZ cwiKíbv n‡jv cÖwZôv‡bi D‡Ïk¨, jÿ¨ I ‡mB mv‡_ cwieZ©bkxj wecY‡bi  my‡hvMmg~‡ni mvgÄm¨ weavb 

Kiv| †KŠkjMZ cwiKíbvi gva¨‡g e¨e ’̄vcbvi wewfbœ Í̄‡ii Kgx©‡`i Rb¨I wb‡`©kbv cÖYqb Kiv nq| hvi d‡j 

cÖwZôvb Zvi mejZv I `~e©jZv cwigvc Kiv Ges jÿ¨ I D‡Ïk¨ AR©‡bi mvg_©¨ nq| Kv‡RB ejv hvq †h, 

†KŠkjMZ cwiKíbvi ¸iæZ¡ Acwimxg| wb‡¤œ †KŠkjMZ cwiKíbvi ¸iæZ¡mg~n Av‡jvPbv Kiv n‡jvt 

 

1. my‡hvM I ûgwK wPwýZ KiY (identifying opportunities and threats) t †KŠkjMZ wecY‡bi  gva¨‡g 

my‡hvM I ûgwK¸‡jv wPwýZ Kiv hvq| ‡KŠkjMZ cwiKíbv cÖYq‡bi mgq mgRvZxq ev cÖwZ‡hvMx cÖwZôv‡bi 

wewfbœ Z_¨vejx msMÖ‡ni ci †m¸‡jv hvPvB-evQvB Kiv nq weavq wbR cÖwZôv‡bi mv‡_ mgRvZxq 

cÖwZôvb¸‡jvi my‡hvM I ûgwK¸‡jv wPwýZ Kiv hvq| 

 

2. mejZv I `ye©jZv cwigvc (Assessing strengths and weaknesses) t SWOT we‡kølY †_‡K Af¨šÍixY 

cwi‡ek we‡kølY Kivi gva¨‡g mejZv I `~e©jZv cwigvc Kiv hvq| †KŠkjMZ cwiKíbv cÖYq‡bi gva¨‡g 

wbR cÖwZôv‡bi mv‡_ mv‡_ cÖwZ‡hvMx‡`i mejZv I `ye©jZv cwigvc Kiv hvq| 

 

3. ‡Kv¤úvwbi wgkb msÁvqb (Defining the company mission) t cÖwZôvb‡K Zvi mdjZvi Rb¨ wgkb w ’̄i 

Ki‡Z nq| eZ©gv‡b cÖwZôvbwU †Kv_vq Av‡Q Avi †Kv_vq †cuŠQ‡Z Pvq Avi cÖwZôv‡bi wgkb wK w ’̄i Kiv 

n‡e, Gme g~jZ cY¨ I †mev wecY‡bi  Dci wbf©i K‡i| 

 

4. M¨vc wPwýZKiY I c~iY (Identifying and filling gaps) t AjvfRbK wecY‡bi  †KŠkjMZ cwiKíbvi 

Av‡iKwU ¸iæZ¡c~Y© KvR n‡jv M¨vc wPwýZKiY I Zv c~iY Kiv| GRb¨ cÖwZôv‡bi Af¨šÍixY I evwn¨K 

wewfbœ Dcv`vb¸‡jv cwigvc Kiv nq| 

 

5. D‡Ïk¨ I c×wZ wbav©iY (Determining objectives and methods) t ‡h †Kvb cÖwZôv‡bi Rb¨ Zvi 

mdjZv AR©‡bi nvwZqvi wn‡m‡e D‡×k¨ I c×wZ KvR K‡i _v‡K| †KŠkjMZ cwiKíbvq G D‡Ï‡k¨i 

GKUv mvaviY wee„wZ _v‡K| 
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6. w`K-wb‡`©kbv cÖ`vb (Providing gudelines) t ‡KŠkjMZ cwiKíbv mwVK w`K-wb‡`©kbv cÖ`v‡b f‚wgKv 

iv‡L| hvi gva¨‡g cÖwZôvb¸‡jv Zv‡`i e¨e ’̄vcbv Kvh©µg cwiPvjbv K‡i _v‡K| cwieZ©bkxj 

cÖwZ‡hvwMZvg~jK cwi‡e‡kI †KŠkjMZ cwiKíbv w`K wb‡`©kbv cÖ`vb K‡i _v‡K| 

 

7. e¨emvq LvZ wbav©iY (Determining business portfolio) t cÖwZôvb †Kvb Lv‡Z wewb‡qv‡Mi gva¨‡g AwaK 

jvfevb n‡e Zv e¨emvq LvZ wbav©i‡Yi gva¨‡g hvPvB Ki‡Z cv‡i| A_v©r †KŠkjMZ cwiKíbvi gva¨‡g 

wewb‡qv‡Mi mej I `~e©j w`K ¸‡jv wVK Kiv hvq| †KŠkjMZ e¨emvq GKK wPwýZKi‡Yi gva¨‡g 

mwVKfv‡e wewb‡qvM †hvM¨ LvZwU wPwýZ Kiv mnR nq| 

 

8. e¨emvq GKK wbav©iY (Determining business Unit) t wecYb e¨e ’̄vcbvi G‡KKwU LvZ G‡KK iKg 

nq| Avi GB mKj Lv‡Zi Rb¨ wfbœ wfbœ ‡KŠkj MÖnY Ki‡Z nq| †KŠkjMZ cwiKíbv GB mKj e¨emvq 

GKK wbav©iY I Zv‡Z †KŠkj MÖn‡Y mnvqZv K‡i| 

 

9. e¨emvq GKK we‡kølY (Analyzing business unit) t e¨emvq GKK wbav©i‡Yi ci Zvi we‡køl‡Yi cÖ‡qvRb 

nq| we‡kølY Gi gva¨‡g wm×všÍ †bIqv nq †h m¤ú` wewb‡qvM Kiv n‡e bvwK cÖZ¨vnvi Kiv n‡e| e¨emvq 

GKK we‡køl‡Yi Rb¨ †KŠkjMZ cwiKíbvi ỳBwU cÖPwjZ c×wZ (wewmwR Ges wRB A¨v‡cÖvP) e¨envi Kiv 

nq|  

 

10. mgm¨vi c~ev©bygvb (To anticipate problems) t ‡KŠkjMZ cwiKíbvi gva¨‡g wecYb Kvh©µg¸‡jvi 

cwiKíbv c~e© †_‡KB Kiv nq| hvi d‡j †Kvb ai‡Yi mgm¨vi m„wó n‡j Zv c~e© †_‡KB Abygvb Kiv hvq| 

Gfv‡eB †KŠkjMZ cwiKíbvi gva¨‡g mgm¨vi c~ev©bygvb Kiv hvq| 

 

11. `ªæZ I mwVK wm×všÍ MÖnY (Making rapid and accurate decision) t wecYb Kvh©µ‡gi gva¨‡g 

cÖwZôvb¸‡jv Zvi mwVK wm×všÍ MÖn‡Yi cÖ‡qvRb nq| cwiewZ©Z P¨v‡jÄ †gvKv‡ejvi gva¨‡g 

evRviRvZKvix‡K Zvi cÖwZôv‡bi KvR Pvwj‡q wb‡Z nq| ‡KŠkjMZ cwiKíbvi gva¨‡g mn‡RB GB KvRwU 

m¤úv`b Kiv hvq| 

 

12. cÖe„w×i we‡kølY (Growth analysis) t cÖe„w× we‡kølY n‡jv g~jZ e¨emv‡qi weµq I gybvdvi kZKiv 

cwigvY wba©viY| weMZ K‡qK eQ‡ii evRvi cÖe„w×i nvi we‡køl‡Yi gva¨‡g GKwU †Kv¤úvwb Zvi eZ©gvb I 

fwel¨Z m¤ú‡K© aviYv wb‡Z cv‡i| 

 

cwi‡k‡l ejv hvq †h, evRviRvZKi‡Y †KŠkjMZ cwiKíbvi h_v_© ¸iæZ¡ i‡q‡Q| Dc‡i DwjøwLZ KvR¸‡jv QvovI 

†KŠkjMZ cwiKíbv e¨emv‡qi `xN©‡gqv`x D‡Ïk¨ AR©b, g‡Wj wfwËK wm×všÍ MÖnY BZ¨vw` Kv‡R mvnvh¨ K‡i _v‡K|  

 

K‡cv©‡iU ‡KŠkj, e¨emvq †KŠkj I wecYb †KŠk‡ji g‡a¨ m¤úK©/cv_©K¨ 
Relationship/Distinction between Corporate, Business Strategy and Marketing Strategy 

g~j †Kv¤úvwbi DaŸ©Zb e¨e ’̄vcbvi cÿ †_‡K Aa:¯Íb e¨e ’̄vc‡Ki Rb¨ e¨emvq cwiPvjbvi †h `xN©‡gqv`x 

†KŠkj wbav©iY Kiv nq Zv‡K K‡cv©‡iU †KŠkj (Corporate Strategy) e‡j| Ab¨w`‡K, D‡Ïk¨ AR©‡bi j‡ÿ¨ 

e¨emvq †KŠkj wbav©iY K‡i GKwU wbw`©ó e¨emvq BDwb‡Ui cÖwZ‡hvMwZvg~jK ÿgZv e„w× Kivi †KŠkj‡K 

e¨emvq †KŠkj (Business Strategy) e‡j| cÿvšÍ‡i, cY¨ wec‡Yi †ÿ‡Î KLb, †Kv_vq Ges wKfv‡e 
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cÖwZ‡hvwMZv Kiv n‡e †m m¤úwK©Z D”P e¨e ’̄vcbvi wm×v‡šÍi wfwË‡K wecYb †KŠkj (Marketing Strategy) 

e‡j| 

 

K‡cv©‡iU †KŠkj, e¨emvq †KŠkj Ges wecYb †KŠk‡ji g‡a¨ ci¯úi m¤úK© we`¨gvb| Avevi G‡`i g‡a¨ 

†ek wKQ‚ cv_©K¨I cwijwÿZ nq| wb‡P G m¤ú‡K©i welqwU wP‡Î gva¨‡g †`Lv‡bv n‡jv t 

 

 

 

‡KŠkjMZ cwiKíbv cÖYxZ nq K‡cv©‡iU chv©‡q| Ab¨w`‡K, e¨emvq †KŠk‡j Abymi‡Yi gva¨‡g K‡cv©‡iU cwiKíbv 

ev Í̄evq‡bi mywbw`©ó c`‡ÿc M„nxZ nq| e¨emvq ‡KŠkj ev Í̄evq‡b cÖ‡qvRb nq wecYb ‡KŠkj| hvi gva¨‡g †µZv 

f¨vjyi m„wói cÖ‡qvRbxq c`‡ÿc MÖnY Kiv nq| 

 

GK K_vq ej‡Z †M‡j K‡cv©‡iU †KŠk‡ji wfwË‡Z e¨emvq †KŠkj Dbœqb Kiv nq| Avi wecYb †KŠkj M„nxZ nq 

K‡cv©‡iU †KŠkj Ges e¨emvq †KŠk‡ji wb‡`©kbv I cwiKíbvi Dci wfwË K‡i|  

 

Dc‡ii we‡kølY †_‡K eySv hvq †h, wZbwU †KŠkjB G‡K A‡b¨i †_‡K wew”Qbœ bq| eis cÖ‡Z¨KwU †KŠkjB G‡K 

A‡b¨i cwic~iK wn‡m‡e KvR K‡i| Kvib K‡cv©‡iU †KŠk‡ji mvgvb¨ fzj e¨emvq †KŠkj wbav©iY I ev Í̄evq‡b e¨_©Zv 

G‡b w`‡Z cv‡i| Avevi wecYb †KŠk‡ji dj †bwZevPK n‡Z cv‡i| Kv‡RB ejv hvq ‡h, K‡cv©‡iU †KŠkj I 

e¨emvq Ges wecYb †KŠk‡ji g‡a¨ ci¯úi m¤úK© we`¨gvb| G‡`i ga¨Kvi wKQz cv_©K¨ m¤ú‡K© wb‡P Av‡jvPbv 

Kiv n‡jv: 

 

e¨emvq I wecYb †KŠkj  

Business and 

Marketing Strategy 

 evRvi Ávb 

 my‡hvMmg~n 

 ûgwKmgyn 

 ‡KŠkjMZ w`Kwb`©kbv 

 m¤ú`mg~n 

 mxgve×Zvmg~n 

K‡cv©‡iU †KŠkj 

Corporate Strategy 

wPÎ t K‡cv©‡iU, e¨emvq I evRviRvZKiY †KŠkj 
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1. K‡cv©‡iU ‡KŠkjM AZ¨šÍ RwUj I mymgwš^Z Kvh©µg Ges Gi Dci wfwË K‡i evRviRvZKvixiv e¨emvq 

cwiKíbv MÖnY K‡i| Ab¨w`‡K, e¨emvq Ges wecYb †KŠkj Zzjbvg~jK mnR Ges hv g~jZ †µZv f¨vjy 

I gybvdvhvM¨ †µZv f¨vjy m„wó Ki‡Z mvnvh¨ K‡i| 

 

2. K‡cv©‡iU †KŠk‡ji AvIZv A‡bK e¨vcK| Ab¨w`‡K, e¨emvq I wecYb †KŠk‡ji AvIZv A‡cÿvK…Z 

mxwgZ| 

 

3. K‡cv©‡iU †KŠkj g~jZ ¯^vaxb| A_©vr GwU e¨emvq I wecYb †KŠk‡ji Dci wbf©ikxj bq| wKš‘ K‡cv©‡iU 

†KŠk‡ji Dci e¨emvq  I wecYb †KŠkj wbf©ikxj| 

 

4. K‡cv©‡iU †KŠkj cÖYqb K‡i †Kv¤úvwbi kxl© chv©‡qi e¨e ’̄vcKMY| Ab¨w`‡K, ga¨g I wb¤œ chv©‡qi 

e¨e ’̄vcKiv e¨emvq I wecYb †KŠkj cÖYqb K‡i| 

 

5. K‡cv©‡iU †KŠkj e¨emvq I wecYb †KŠk‡ji Rb¨ †KŠkjMZ w`K-wb‡ ©̀kbv, m¤ú` eÈb Ges mxgve×Zv 

wbav©iY K‡i †`q| Ab¨w`‡K, e¨emvq I wecYb †KŠkj evRvi Ávb, my‡hvM I ûgwK m¤ú‡K© K†cv©‡iU 

†KŠkj‡K aviY †`q| 

 

6. gvV chv©‡q K‡cv©‡iU †KŠk‡ji cÖ‡qvM Kg| wKš‘ gvV chv©‡q e¨emvq I wecYb †KŠk‡ji cÖ‡qvM K‡cv©‡iU 

†KŠk‡ji †P‡q †ewk| 

 

7. K‡cv©‡iU †KŠk‡ji Aax‡b †Kv¤úvwbi e¨emvq I wecYb †KŠkj cÖYxZ nq| wKš‘ e¨emvq I wecYb 

†KŠk‡ji Aax‡b K‡cv©‡iU †KŠkj cÖYxZ nq bv| 

 

Dchy©³ Av‡jvPbv †_‡K mn‡RB eySv hvq †h, K‡cv©‡iU †KŠk‡ji mv‡_ e¨emvq Ges wecYb †KŠk‡ji wbweo 

m¤úK© Av‡Q, †Zgwb wKQy cv_©K¨I we`¨gvb i‡q‡Q| 

 
 

 

mvims‡ÿc  

‡KŠkjMZ cwiKíbv n‡jv wecYb msµvšÍ GKwU `xN©‡gqv`x cwiKíbv hvi gva¨‡g evRv‡ii fwel¨‡Zi cwiewZ©Z 

cwiw ’̄wZi my‡hvMmg~n MÖnY Kiv nq| †KŠkjMZ wecYb cwiKíbv cÖYq‡b †Kv¤úvwb‡K KZK¸‡jv Í̄i ev c`‡ÿc 

AbymiY Ki‡Z nq| †hgb-‡Kv¤úvbxi wgkY msÁvwqZKiY, ‡Kv¤úvbxi D‡Ïk¨ I jÿ¨ w ’̄iKiY, e¨emv‡qi 

†cvU©‡dvwjI we‡kølY Ges wecYb Kvh©vejxi cwiKíbv cÖYqY| ‡KŠkjMZ cwiKíbv n‡jv cÖwZôv‡bi D‡Ïk¨, jÿ¨ 

I ‡mB mv‡_ cwieZ©bkxj wecY‡bi  my‡hvMmg~‡ni mvgÄm¨ weavb Kiv| †KŠkjMZ cwiKíbvi gva¨‡g e¨e ’̄vcbvi 

wewfbœ Í̄‡ii Kgx©‡`i Rb¨I wb‡`©kbv cÖYqb Kiv nq| hvi d‡j cÖwZôvb Zvi mejZv I `~e©jZv cwigvc Kiv Ges 

jÿ¨ I D‡Ïk¨ AR©‡b mg_© nq| Kv‡RB ejv hvq †h, †KŠkjMZ cwiKíbvi ¸iæZ¡ Acwimxg| evRviRvZKi‡Y 

†KŠkjMZ cwiKíbvi h_v_© ¸iæZ¡ i‡q‡Q| Dc‡i DwjøwLZ KvR¸‡jv QvovI †KŠkjMZ cwiKíbv ‡Kv¤úvbxi 

`xN©‡gqv`x D‡Ïk¨ AR©b, g‡Wj wfwËK wm×všÍ MÖnY BZ¨vw` Kv‡R mvnvh¨ K‡i _v‡K| 
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evRv‡i Ae ’̄vb MÖn‡Yi msÁv I evRv‡i Ae ’̄vb MÖn‡Yi †KŠkjmg~n 
Market Positioning Strategy and Considering Factors in Strategic Market 

Positioning Analysis  

 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 evRv‡i Ae ’̄vb MÖnY Gi msÁv Rvb‡Z cvi‡eb 

 †KŠkjMZ evRvi Ae ’̄vb we‡køl‡Y we‡eP¨ Dcv`vbmg~n wPwýZ Ki‡Z cvi‡eb| 

 

evRv‡i Ae ’̄vb MªnY †KŠkj 
Market Positioning Strategy 

mvaviY A‡_©, Ae ’̄vb MÖnY ej‡Z †Kvb GKUv RvqMvq ’̄vb K‡i †bqv‡K eySvq| wecY‡b cÖwZ‡hvMx cÖwZôv‡bi cY¨ ev 

†mevi Zzjbvq †µZv‡`i g‡bi wfZ‡i †Kvb GKwU cY¨ ev eª¨vÛ m¤ú‡K© ¯̂”Q ev ¯̂Zš¿ RvqMv `Lj K‡i †bqv‡KB 

evRv‡i Ae ’̄vb MÖnY e‡j| †hgb-Ômwb wUwf gv‡bB fv‡jv wUwfÕ- †µZvi g‡b G aviYv `xN©w`b wU‡K Av‡Q| Avi 

evRviRvZKi‡Y G aviYvB n‡jv evRv‡i Ae ’̄vb MÖnY| G cÖm‡½ wewfbœ †jL‡Ki K‡qKwU msÁv wb‡P Zz‡j aiv n‡jv: 

 

Philip Kotler & Gary Armstrong Gi g‡Z, “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.” 

A_v©r, evRv‡i Ae ’̄vb MÖnY n‡”Q Afxó †µZvmvavi‡Yi R†b¨ cÖwZ‡hvMx c‡Y¨i Zzjbvq GKwU c‡Y¨i my-¯úó, ¯̂Zš¿ 

Ges Kvw•LZ ’̄vb `Lj Kivi e¨e ’̄vKiY| 

 

Perreault & McCarthy e‡jb, “Positioning show where customers locate proposed and/or present 

brands in a market.” A_v©r †µZviv wKfv‡e cÖ Í̄vweZ A_ev eZ©gvb eª¨vÛ‡K evRv‡i Ae ’̄vb †`q Zv wb‡`©k KivB 

Ae ’̄vb MÖnY| 

 

Zikmund & D’Amico Gi fvlvq, “Positioning is the planning of the market position the company wishes 

to occupy.” A_v©r ‡Kv¤úvwb AR©b Ki‡Z B”QzK Giƒc evRvi Ae ’̄vb m¤ú‡K© cwiKíbvB n‡jv Ae ’̄vb MÖnY| 

 

Dch©y³ msÁvi Av‡jv‡K evRv‡i Ae ’̄vb Ae ’̄vb MÖnY m¤ú‡K© †h mKj ¸iæZ¡c~Y© ˆewkó¨ cwijwÿZ nq Zv n‡jv- 

 cY¨ ev †mev m¤ú‡K© †µZv‡`i g‡b ’̄vb `Lj K‡i †bqv‡K Ae ’̄vb MÖnY e‡j| 

 c‡Y¨i Ae ’̄vb MÖnY cÖwZôv‡bi mybvg e„w× K‡i| 

 AwaKvsk †ÿ‡Î †µZviv c‡Y¨i Ae ’̄vb MÖn‡Yi wfwË‡Z cY¨ µq K‡i _v‡K| 

  gvbm¤úbœ cY¨ ev †mev cÖ`v‡bi gva¨‡g mn‡R †µZv‡`i g‡bi wfZ‡i cÖ‡ek Kiv hvq| 

 ‡µZvi g‡b ’̄vb `Lj Ki‡Z cvi‡j Zviv wbqwgZfv‡e cY¨ µq K‡i| 

 

cwi‡k‡l ejv hvq, evRv‡i Ae ’̄vb MÖnY n‡”Q cÖwZ‡hvMxi Zzjbvq †fv³v‡`i g‡b †Kvb c‡Y¨i ¯̂Zš¿ aviYv m„wó hv 

†fv³v Zvi g‡bi wfZi aviY K‡i| 

 

cvV-2.5 
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‡KŠkjMZ evRvi Ae¯’vb we‡køl‡Y we‡eP¨ Dcv`vbmg~n 
Considering Factors in Strategic Market Positioning Analysis  
mvaviY A‡_©, evRviRvZKi‡Y cÖwZ‡hvMx cÖwZôv‡bi cY¨ ev †mevi Zzjbvq †µZv‡`i g‡bi wfZ‡i †Kvb GKwU cY¨ 

ev eª¨vÛ m¤ú‡K© ¯̂”Q ev ¯̂Zš¿ RvqMv `Lj K‡i †bqv‡KB evRv‡i Ae ’̄vb MÖnY e‡j| Dc‡hvMx c‡Y¨i Zzjbvq wbR¯̂ 

cÖwZôv‡bi cY¨wU †µZvi g‡b †h Ae ’̄vb `Lj K‡i Zv‡K ejv nq †KŠkjMZ Ae ’̄vb| wb‡P †KŠkjMZ Ae ’̄vb 

we‡køl‡Y we‡eP¨ Dcv`vbmg~n Av‡jvPbv Kiv n‡jv: 

 
1. cÖwZ‡hvMx we‡kølY (Competitor Analysis): hviv mgRvZxq ev weKí cY¨ wb‡q e¨emvq K‡ib Zv‡`‡K 

cÖwZ‡hvMx ejv nq| ‡KŠkjMZ Ae ’̄vb we‡køl‡Yi †ÿ‡Î GKRb cÖwZ‡hvMx GKwU wbw`©ó †Kv¤úvwbi cY¨‡K 

wKfv‡e cÖZ¨ÿY ev g~j¨vqb K‡i _v‡K Zv wbiƒcY Ki‡Z n‡e| A_©vr cÖwZ‡hvMx c‡Y¨i †Kvb †Kvb ¸Yvejx 

ev ˆewkó¨‡K cÖvavb¨ w`‡q GKRb †µZv cY¨ µq K‡ib Zv †Lqvj Ki‡Z nq| 

 

2. cÖwZ‡hvMx wPwýZKiY (Competitor identification): cÖwZ‡hvMx wPwýZKiY n‡jv †KŠkjMZ Ae ’̄vb 

we‡køl‡Yi Aci GKwU avc| GB av‡c `yB ai‡bi cÖwZ‡hvMx †`L‡Z cvIqv hvq| h_v: 

i. cÖv_wgK cÖwZ‡hvMx hviv g~jZ GKB ai‡Yi cY¨ ev †mevi Drcv`b K‡i _v‡K| 

ii. gva¨wgK cÖwZ‡hvMx hviv Ab¨vb¨ †kÖwYi cY¨ Drcv`b K‡i _v‡K| 

†Kv¤úvwbi †KŠkjMZ Ae ’̄vb we‡køl‡Yi G Í̄‡i †Kv¤úvwbi g~j cÖwZ‡qvMxiv mgRvZxq cY¨ wb‡q e¨emv Ki‡Qb bvwK 

weKí c‡Y¨i wecY‡bi  mv‡_ RwoZ Zv wPwýZ Kiv nq| 

 

3. cÖwZ‡hvMx‡`i Ae ’̄vb wbav©iY (Determine the position of competitors): cÖwZ‡hvMx wPwýKi‡Yi ci G 

ch©v‡q evRv†i cÖw‡Z‡hvMx‡`i Ae ’̄vb †Kv_vq Av‡Q Zv wbiƒcY K‡i| Gi ga¨ w`‡q GKwU †Kv¤úvwb Zvi 

eª¨vÛ Ges Ab¨vb¨ cÖwZ‡hvMx †Kv¤úvwbi eª¨v‡Ûi Ae ’̄vb m¤ú‡K© mg¨K aviYv jvf Ki‡Z cv‡i| Gi d‡j 

cÖwZ‡hvMx m¤úwK©Z `ªæZ wm×všÍ wb‡q †KŠkjMZ Ae ’̄vb wbav©iY Ki‡Z cv‡i| 

 

4. Ae ’̄vb MÖn‡Yi wm×všÍ (Decision to accept the position): †KŠkjMZ Ae ’̄vb we‡køl‡Yi mgq Ae ’̄vb MÖnY 

wm×všÍ Ab¨Zg GKwU ¸iæZ¡c~Y© avc| G av‡c evwK avc¸‡jv AbymiY I we‡kølY Kivi ci †h wb‡`©kbvi 

gva¨‡g Ae ’̄vb MÖn‡Yi wm×v‡šÍ †cuŠQv‡bv hvq Zv n‡jv: 

i. Ae ’̄vb MÖnY mvaviYfv‡eB evRvi wefw³Ki‡Yi Dci wbf©ikxj| 

ii. Bnv A_©‰bwZK we‡kølY wm×všÍ‡K cÖfvweZ K‡i _v‡K| 

iii. Ae ’̄vb MÖnY †KŠkj wm×v‡šÍi †ÿ‡Î wewfbœ cÖZxK ev wPý†K Aek¨B we‡ePbv Ki‡Z nq| 

 

5. evRvi Ae ’̄vb MÖn‡Yi †KŠkj (Strategy for Market Positioning): Dc‡hvMx c‡Y¨i Zzjbvq †Kvb 

cÖwZôv‡bi cY¨wU †µZvi g‡b †h Ae ’̄vb `Lj K‡i Zv‡K †KŠkjMZ Ae ’̄vb MÖnY e‡j| †µZvi g‡b 

Ae ’̄vb MÖn‡Yi Rb¨ †ek wKQz mywbw`©ó †KŠkj Aej¤^b Kiv nq| evRv‡i Ae ’̄vb MÖn‡Yi wewfbœ weKí 

†KŠkjmg~n n‡jv: 

i. c‡Y¨i e¨envi wfwËK †KŠkj: c‡Y¨i e¨envi wfwËK †KŠkj cÖ‡gvU Kivi gva¨‡g evRv‡i Ae ’̄vb 

Kiv hvq| †hgb-ÔVvÛv cvwb‡Z U¨vsÕ| 

ii. c‡Y¨i cÖwZ‡hvMxi †ÿ‡Î †KŠkjmg~n: G †KŠk‡j cY¨‡K cÖwZ‡hvMx c‡Y¨i mvg‡b `uvo Kwi‡q 

†µZvi g‡b AbyK‚j fveg~wZ© M‡o †Zvjv nq| †hgb- ÔmvaviY mvev‡bi †P‡q 10 ¸Y mvkªqx mvevbÕ| 

iii. c‡Y¨i ˆewkó¨wfwËK †KŠkj: G †KŠk‡j cY¨‡K ¯̂Zš¿ ˆewkó¨ m¤úbœ e‡j †µZvi g‡b AbyK‚j 

fveg~wZ© M‡o †Zvjv nq| †hgb- mwb wUwf gv‡bB SK&S‡K Qwe| 
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iv. c‡Y¨i DcKvi wbf©iZvi †KŠkj: G †KŠk‡j c‡Y¨i e¨envi Dc‡hvwMZvi myweav cÖ`vb K‡i †µZvi 

g‡b AbyK‚j fveg~wZ© M‡o †Zvjv nq| †hgb- †gwWcøvm Uz_‡c÷ `uv‡Zi wkiwkifve †iva I ÿq †iva 

K‡i|   

 

6. ‡µZv we‡kølY (Buyer Analytics) : G chv©‡q wbw`©ó evRv‡i GKRb †µZvi Af¨vm Ges AvPiY †Kgb n‡Z 

cv‡i Zv we‡kølY Kiv nq| †µZv Ges evRvi m¤ú‡K© Rvbvi Rb¨ hv `iKvi Zv n‡jv: 

i. ‡µZv‡`i Rxeb avi‡Yi †ÿ‡Î wewfbœ ai‡bi cY¨ wK f‚wgKv cvjb K‡i| hw`I G ai‡bi 

wefw³KiY ev cv_©K¨ wbiƒcY Kiv GKwU RwUj cÖwµqv| 

ii. evRvi Kxfv‡e wefw³KiY Kiv nq Zv we‡ePbv Kiv| 

iii. ‡µZviv c‡Y¨i cÖwZ wKiƒc aviYv †cvlY K‡i Zv we‡ePbv Ki‡Z nq| 

 

7. ‡µZv I cÖwZ‡hvMx M‡elYv (Buyer and Competitor Research): cÖwZ‡hvMx †Kv¤úvwbi Zzjbvq wbR 

c‡Y¨i Ae ’̄vb m„wói Rb¨ evRviRvZKvix‡K bvbv ai‡bi †KŠkj MÖnY Ki‡Z nq| Avi Zvi Rb¨ †µZv I 

cÖwZ‡hvMxi M‡elYv Ki‡Z nq| A_©vr cÖwZ‡hvMx c‡Y¨i †µZviv m¤¢ve¨ cY¨‡K Kxfv‡e †`L‡Q Zv G Í̄‡i 

we‡ePbv Kiv nq| G †ÿ‡Î Av‡iv hv we‡ePbv Kiv nq Zv wb‡P D‡jøL Kiv n‡jv: 

i. weµq Kgx©‡`i Rb¨ Avw_©K cÖ‡Yv`bvi e¨e ’̄v Kiv n‡q‡Q Kx-bv 

ii. weµq Kgx©‡`i Rb¨ we‡kl cÖ‡Yv`bvi e¨e ’̄v Kiv n‡q‡Q Kx-bv 

iii. cÖwZôv‡bi Kg©KZ©v I Acv‡iwUs mycvifvBRvi‡K cY¨ m¤ú‡K© AeMZ Kiv| 

 

8. evRvi hvPvBKiY (Market validation): ‡KŠkjMZ Ae ’̄vb we‡køl‡Yi G ch©v‡q evRvi hvPvBKiY Kiv 

nq| GKwU cÖwZôv‡bi bZzb c‡Y¨i m¤¢ve¨ evRvi hvPvB Kivi Rb¨ wewfbœ ai‡bi Z‡_¨i cÖ‡qvRb nq| 

wewfbœ Drm n‡Z Z_¨ msMÖn Kivi ci ‡m¸‡jv we‡køl‡Yi gva¨‡g evRvi hvPvB Kiv hvq| Avi M‡elYv 

c×wZi Ici wecYb Kg©m~wPi Dcv`vb¸‡jv cÖfve we Í̄vi K‡i _v‡K| Avi evRv‡ii AvqZb Ges evRv‡ii 

Ae ’̄v‡bi Ici wbf©i K‡i _v‡K evRvi hvPvB‡qi LiPmg~n| G‡ÿ‡Î evRvi hvPvB evRvi m¤ú‡K© Z_¨ 

mieivn K‡i _v‡K| 

 

cwi‡k‡l ejv hvq †h, †Kv¤úbxi ‡KŠkjMZ Ae ’̄vb we‡kølY GKwU avivevwnK cÖwµqv| G cÖwµqvq cÖwZ‡hvMx we‡kølY, 

cÖwZ‡hvMx wPwýZKiY, cÖwZ‡hvMx‡`i Ae ’̄vb wbav©iY, Ae ’̄vb MÖn‡Yi wm×všÍ, evRvi Ae ’̄vb MÖn‡Yi †KŠkj, ‡µZv 

we‡kølY, ‡µZv I cÖwZ‡hvMx M‡elYv I evRvi hvPvBKi‡Yi g‡Zv wba©viK we‡ePbv Ki‡Z nq|  

 

 

mvims‡ÿc  

Ae ’̄vb MÖnY ej‡Z †Kvb GKUv RvqMvq ’̄vb K‡i †bqv‡K eySvq| wecY‡b cÖwZ‡hvMx cÖwZôv‡bi cY¨ ev †mevi 

Zzjbvq †µZv‡`i g‡bi wfZ‡i †Kvb GKwU cY¨ ev eª¨vÛ m¤ú‡K© ¯̂”Q I ¯̂Zš¿ RvqMv `Lj K‡i †bqv‡KB evRv‡i 

Ae ’̄vb MÖnY e‡j| A_v©r evRv‡i Ae ’̄vb MÖnY n‡”Q cÖwZ‡hvMxi Zzjbvq †fv³v‡`i g‡b †Kvb c‡Y¨i ¯̂Zš¿ aviYv 

m„wó hv †fv³v Zvi g‡bi wfZi aviY K‡i| G‡ÿ‡Î cÖwZ‡hvMx c‡Y¨i Zzjbvq wbR¯̂ cÖwZôv‡bi cY¨wU †µZvi g‡b 

†h Ae ’̄vb `Lj K‡i Zv‡K ejv nq †KŠkjMZ Ae ’̄vb| †Kv¤úvbxi ‡KŠkjMZ Ae ’̄vb we‡kølY GKwU avivevwnK 

cÖwµqv| G cÖwµqvq cÖwZ‡hvMx we‡kølY, cÖwZ‡hvMx wPwýZKiY, cÖwZ‡hvMx‡`i Ae ’̄vb wbav©iY,Ae ’̄vb MÖn‡Yi wm×všÍ, 

evRvi Ae ’̄vb MÖn‡Yi †KŠkj, ‡µZv we‡kølY, ‡µZv I cÖwZ‡hvMx M‡elYv I evRvi hvPvBKi‡Yi g‡Zv wba©viK 

we‡ePbv Kiv nq|  
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    ‡KŠkj cÖYqb I ev¯Íevq‡b we‡eP¨ welqmg~n 
     Considering Factors of Strategy Implementation 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 ‡KŠkj cÖYqb I ev Í̄evq‡b we‡eP¨ welqmg~n m¤ú‡K© aviYv cv‡eb 

 evsjv‡`‡k †KŠkj cÖYqb I ev Í̄evq‡b mgm¨v Rvb‡Z cvi‡eb 

 

‡KŠkj cÖYqb I ev¯Íevq‡b we‡eP¨ welqmg~n 
Considering Factors of Strategy Implementation  

‡KŠkj ev Í̄evqb n‡jv cwiewZ©Z cwiw ’̄wZ‡Z †Kv¤úvwbi D”P Í̄‡ii e¨e ’̄vcbv KZ©„K cÖYxZ `xN©‡gqv`x cwiKíbvi ev Í̄e 

cÖ‡qvM| GwU GKwU mgq mv‡cÿ e¨vcvi| G‡ÿ‡Î KZK¸‡jv mywbw`©ó welq we‡ePbv Ki‡Z nq, hv bx‡P Av‡jvPbv 

Kiv n‡jv: 

 

1. m¤ú` I mvg©_¨  (Resources and Capabilities): ‡KŠkj ev Í̄evq‡bi Rb¨ Avw_©K m¤ú‡`i cÖ‡qvRb nq| 

Kv‡RB cÖwZôv‡bi Avw_©K mvg_¨© †Kgb Av‡Q, †KŠkj ev¯Íevq‡b Zv we‡ePbv Kiv DwPZ| 

 

2. mwVK D‡Ïk¨ wbav©iY (Setting the right objectives): †KŠkj mvaviYZ †Kvb wbav©wiZ D‡Ïk¨ AR©‡bi 

j‡¶¨ cÖYxZ n‡q _v‡K| wK D‡Ïk¨ ev Í̄evq‡b †KŠkj cÖYxZ n‡q‡Q, †KŠkj ev Í̄evq‡b Zv we‡ePbv Ki‡Z 

n‡e| 

 

3. AvPiwYK w`K (Behavioral aspect): †KŠkj Øviv hw` Kgx©iv ÿwZMÖ Í̄ nq, Z‡e †KŠkj ev Í̄evqb KwVb n‡q 

c‡o| ZvB Kgx©‡`i AvPiwYK w`KwU we‡ePbv Kiv DwPZ| 

 

4. cwieZ©bkxj cwiw ’̄wZ (Changing situation): mvavib †Kv‡bv cwiw ’̄wZ †gvKvwejvi Rb¨ †KŠkj M„nxZ nq| 

cwiw ’̄wZ me©`v w ’̄i _v‡K bv| cwiw ’̄wZ cwiewZ©Z n‡j †KŠkj ev Í̄evqb KwVb n‡q c‡o| Kv‡RB †KŠkj 

ev Í̄evq‡b GB welqwU we‡ePbv Kiv DwPZ| 

 

5. Kgx©‡`i g‡bvfve (Employees’ attitude): Kgx©iv mvaviYZ me mgq cwieZ©bkxj Kg©cš’v cQ›` K‡i bv| 

†KŠkj ev Í̄evq‡b wbf©i K‡i Kgx©‡`i g‡bvfv‡ei Dci| Kv‡RB G w`KwU we‡ePbv Kiv DwPZ|  

 

6. Kg© cwi‡ek (Working environment): †KŠkj ev Í̄evqb wbf©i K‡i cÖwZôv‡bi Kg© cwi‡e‡ki Dci| 

Kv‡RB cÖwZôv‡bi Kg© cwie‡k †Kgb Zv Aek¨B we‡ePbv Kiv DwPZ| 

 

Dch©y³ Av‡jvPbvi Av‡jv‡K ejv hvq †h, †KŠkj cÖYqb Kiv nq †Kvb cwieZ©bgxj cwiw ’̄wZi mv‡_ LvIqv‡bvi Rb¨| 

†KŠkj ev Í̄evqb Ki‡Z wM‡q bvbvwea mgm¨vI i‡q‡Q| ZvB †KŠkj ev Í̄evq‡b Dch©y³ welq¸‡jv we‡ePbv Kiv DwPZ| 

 

evsjv‡`‡k †KŠkj cÖYqb I ev¯Íevq‡bi mgm¨v 
Problems for Preparation and Implementation of Strategy in Bangladesh 

evsjv‡`‡ki g‡Zv Dbœqbkxj †`‡k `xN©‡gqv`x †KŠkj cÖYqb I Zv ev Í̄evqb †ek RwUj KvR| Avw_©K mvg_©¨, 

cvV-2.6 
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cwiewZ©Z ivR‰bwZK cwiw¯’wZ, miKvwi bxwZ I cwjwm BZ¨vw` we‡ePbvq †KŠkj cÖYqb I ev Í̄evqb KwVb n‡q c‡o| 

wb‡P evsjv‡`‡k wecYb †KŠkj cÖYqb I Zv ev Í̄evq‡bi †ÿ‡Î D™¢‚Z mgm¨v¸‡jv Zz‡j aiv n‡jv: 

 

1. `ye©j e¨e ’̄vcbv  (Weak Management) : Avgv‡`i †`‡k †KŠkj cÖYqb I evšÍevq‡bi Rb¨ `ye©j e¨e ’̄vcbv 

A‡bKvs‡k `vqx| e¨e ’̄vcbv KvVv‡gv ‡KŠkj ev Í̄evq‡b Kvh©Ki f‚wgKv ivL‡Z cv‡i bv| cÖwZôv‡bi 

wbev©nx‡`i ˆbwZK Pwi‡Îi Aeÿ‡qi Kvi‡YI GgbwU N‡U _v‡K| hv †KŠkj wbav©iY I ev Í̄evq‡b evavi m„wó 

K‡i| 

 

2. miKvi cwieZ©b (Changes in Government) : miKvi cwieZ©b eZ©gvb mg‡q Avgv‡`i †`‡ki ivRbxwZi 

GKwU Ab¨Zg †ewkó¨| GK miKv‡ii bxwZ I †KŠkj bZzb miKvi MÖnY Ki‡Z Pvq bv| d‡j Nb Nb miKvi 

cwieZ©‡bi d‡j miKvix bxwZ I †KŠkj ¸‡jv cwieZ©b nq| hvi Kvi‡b Avgv`‡i †`‡k †KŠkj cÖYqb I 

ev Í̄evqb Kómva¨| 

 

3. AvgjvZvwš¿K RwUjZv (Bureaucratic complexity) : Avgjv Zvwš¿K RwUjZv Avgv‡`i †`‡k †KŠkj cÖYqb 

I ev Í̄evq‡bi Ab¨Zg mgm¨v| GB cÖkvmwbK RwUjZvi Kvi‡b miKvwi cÖwZôvb, K‡cv©‡ikb, wefvM I 

gš¿Yvjq¸‡jv‡Z mwVK †KŠkj cÖYqb I ev Í̄evqb m¤¢e nq bv| ivR‰bwZK ej‡qi Kvi‡Y Kg©KZv©ivI wVK 

g‡Zv KvR Ki‡Z cv‡i bv hv †KŠkj ev Í̄evq‡bi †bwZevPK cÖfve †d‡j| 

 

4. ivR‰bwZK Aw ’̄iZv (Political Instalitity) : ivR‰bwZK Aw Í̄iZv Avgv‡`i †`‡ki †cvkvK wk‡íi †KŠkj 

cÖYqb I ev Í̄evq‡b e¨vcK cÖfve †d‡j| evsjv‡`‡ki we‡ivax `j hviv _v‡Kb Zviv wewfbœ mg‡q Zv‡`i 

`vwe-`vIqv Av`v‡qi j‡¶¨ Av‡›`vjb K‡ib| hvi d‡j ivR‰bwZK cwi‡e‡k Aw ’̄iZv weivR K‡i| hvi 

Kvi‡Y †cvkvK wk‡íi Rb¨ cÖ‡qvRbxq †KŠkj ev Í̄evqb Kiv m¤¢e nq bv| 

 

5. kÖwgK ms‡Ni cÖfve (Effect of Labour Union) : ‡KŠkj cÖYqb I ev Í̄evq‡bi Av‡iKwU ¸iæZ¡c~Y© I 

mvaviY mgm¨v n‡jv kÖwgK ms‡Ni cÖfve| A‡bK mgq kÖwgK msN¸‡jv †KŠkj ev Í̄evq‡b we‡ivwaZv I weiƒc 

AvPiY cÖ`k©Y K‡i| ivR‰bwZK `‡ji mv‡_ kªwgK ms‡Ni GKUv e„nr As‡ki m¤ú„³Zv †_‡KI †KŠkj 

ev Í̄evq‡b cÖwZeÜKZv m„wó nq| 

 

6. Z_¨ cvPvi (Information Disclose) : ‡cvkvK wk‡íi Z_¨ cvPvi †KŠkj cÖYqb I ev Í̄evq‡bi †bwZevPK 

w`K wn‡m‡e we‡ewPZ n‡q _v‡K| KviY G‡`‡ki wkí KjKviLvbvmn mKj ai‡bi cÖwZôv‡b Z_¨ wbivcËvi 

h‡_ó Afve i‡q‡Q| hvi d‡j †KŠkj msµvšÍ Z_¨ duvm n‡q hvq| G‡Z †KŠkj ev Í̄evqb KwVb n‡q c‡o| 

 

7. cÖ‡qvRbxq ev chv©ß mieiv‡ni Afve (Lack of Logistics) : ‡h ‡Kvbv ai‡bi †KŠkj ev Í̄evq‡bi Ab¨Zg 

kZ© ev Dcv`vb n‡jv chv©ß cwigv‡Y mieivn wbwðZ Kiv| KviY mwVK mg‡q, mwVK ’̄v‡b cY¨ mieivn 

wVKg‡Zv bv n‡j ‡KŠkj ev Í̄evqb m¤¢e nq bv| Avi GB mieiv‡ni Afv‡ei Kvi‡YB evsjv‡`‡k mwVKfv‡e 

†KŠkj ev Í̄evq‡bi euvav m„wó nq| 

 

8. A`ÿ gvbe m¤ú` (Inefficient Human Resources) : Avgv‡`i †`‡k †KŠkj cÖYqb I ev Í̄evq‡b mgm¨vi 

g‡a¨ Av‡iKwU ¸iæZ¡c~Y© n‡jv A`ÿ gvbe m¤ú`| †KŠkj ev Í̄evq‡bi Rb¨ †h cwigvb `ÿ gvbe m¤ú` _vKv 

cÖ‡qvRb Zv Avgv‡`i †`‡k jÿ¨ Kiv hvq bv| d‡j †KŠkj ev Í̄evqb h_v_© nq bv| 

 

9. hš¿cvwZi AvaywbKvq‡bi Afve (Lack of modernization of machineries) : Avgv‡`i †`‡k †KŠkj 
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cÖYq‡bi Av‡iKwU mgm¨v n‡jv AvaywbK hšÍcvwZ ev hš¿cvwZi AvaywbKvq‡bi Afve| A‡bK †KŠkj Av‡Q 

†h¸‡jvi cÖ‡qvM hš¿cvwZi gva¨‡g wbwðZ Ki‡Z nq| Avi Zv wbwðZ Kivi Rb¨ cÖ‡qvRb hš¿cvwZi mwVK 

e¨envi| AvaywbK hšÍcvwZi Afv‡e †KŠkj cÖYq‡b I ev Í̄evq‡b mgm¨vi m„wó n‡q _v‡K| KviY Avgv‡`i 

†`‡k hš¿cvwZi AvaywbKvq‡bi welqwU †Zgb jÿ¨ Kiv hvq bv| 

 

cwi‡k‡l ejv hvq †h, Dc‡ii Av‡jvwPZ mgm¨v¸‡jv Avgv‡`i †`‡k †KŠkj cÖYqb I ev Í̄eevq‡bi Rb¨ mgm¨vi KviY 

n‡q ùvovq| †m¸‡jvi mgvavb Ki‡Z bv cvi‡j Avgv‡`i †`‡k wk‡ívbœqb m¤¢e bq | ZvB †KŠkj cÖYq‡Yi mgqB 

Gme mgm¨v wb‡q wPšÍv fvebv Ki‡Z n‡e| 

 

 

mvims‡ÿc  

wecY‡b cÖwZ‡hvMx cÖwZôv‡bi cY¨ ev †mevi Zzjbvq †µZv‡`i g‡bi wfZ‡i †Kvb GKwU cY¨ ev eª¨vÛ m¤ú‡K© ¯̂”Q 

I ¯̂Zš¿ RvqMv `Lj K‡i †bqv‡KB evRv‡i Ae ’̄vb MÖnY e‡j| A_v©r evRv‡i Ae ’̄vb MÖnY n‡”Q cÖwZ‡hvMxi Zzjbvq 

†fv³v‡`i g‡b †Kvb c‡Y¨i ¯̂Zš¿ aviYv m„wó hv †fv³v Zvi g‡bi wfZi aviY K‡i| ‡KŠkj ev Í̄evqb n‡jv 

cwiewZ©Z cwiw¯’wZ‡Z †Kv¤úvwbi D”P Í̄‡ii e¨e ’̄vcbv KZ©„K cÖYxZ `xN©‡gqv`x cwiKíbvi ev Í̄e cÖ‡qvM| G‡ÿ‡Î 

KZK¸‡jv mywbw`©ó welq we‡ePbv Ki‡Z nq ‡hgb m¤ú` I mvg©_¨, mwVK D‡Ïk¨ wbav©iY, AvPiwYK w`K, 

cwieZ©bkxj cwiw ’̄wZ, Kgx©‡`i g‡bvfve, Kg© cwi‡ek BZ¨vw`| †KŠkj cÖYqb Kiv nq †Kvb cwieZ©bkxj 

cwiw ’̄wZi mv‡_ Lvc LvIqv‡bvi Rb¨| †KŠkj ev Í̄evqb Ki‡Z wM‡q bvbvwea mgm¨vI i‡q‡Q| evsjv‡`‡ki g‡Zv 

Dbœqbkxj †`‡k `xN©‡gqv`x †KŠkj cÖYqb I Zv ev Í̄evqb †ek RwUj KvR| Avw_©K mvg_©¨, cwiewZ©Z ivR‰bwZK 

cwiw ’̄wZ, miKvwi bxwZ I cwjwm BZ¨vw` we‡ePbvq †KŠkj cÖYqb I ev Í̄evqb KwVb n‡q c‡o| G QvovI `ye©j 

e¨e ’̄vcbv, `ªæZ miKvi cwieZ©b, AvgjvZvwš¿K RwUjZv, ivR‰bwZK Aw ’̄iZv, kÖwgK ms‡Ni cÖfve,Z_¨ cvPvi, 

cÖ‡qvRbxq ev chv©ß mieiv‡ni Afve, A`ÿ gvbe m¤ú‡`i Afve, hš¿cvwZi AvaywbKvq‡bi Afve BZ¨vw` ‡Zv 

Av‡QB| ZvB †KŠkj ev Í̄evq‡b Dch©y³ welq¸‡jv we‡ePbv Kiv DwPZ|  



evsjv‡`k Dš§y³ wek^we`¨vjq weweG †cÖvMÖvg 

BDwbU 2  c„ôv-58 

 

 

BDwbU DËi g~j¨vqb  

 

1. K‡cv©‡iU †KŠkj ej‡Z Kx †evSvq? 

2. e¨emvq †KŠkj ej‡Z Kx †evSvq? 

3. wecYb †KŠkj ej‡Z Kx †evSvq? 

4. K‡cv©‡iU †KŠkj I e¨emvq Ges wecYb †KŠk‡ji m¤úK© †`Lvb| 

5. K‡cv©‡iU †KŠkj I e¨emvq Ges wecYb †KŠk‡ji cv_©K¨ wjLyb| 

6. ‡KŠkjMZ wecYb cÖwµqv e¨vL¨v Kiæb|  

7. wecYb cwiKíbv ej‡Z Kx †evSvq? 

8. e¨emvq †KŠkj cÖY‡bi †ÿ‡Î we‡eP¨ welq/Dcv`vbmg~n Av‡jvPbv Kiæb| 

9. evRvRivZKiY cwiKíbvi Dcv`vbmg~n eY©bv Kiæb| 

10. ‡KŠkjMZ evRviRvZKiY cwiKíbvi ¸iæZ¡ eY©bv Kiæb|  

11. ‡KŠkjMZ wecYb cwiKíbvi c`‡ÿcmg~n Av‡jvPbv Kiæb|  

12. ‡KŠkjMZ evRvRivZKi‡Yi ˆewkó¨mg~n &ms‡ÿ‡c Av‡jvPbv Kiæb|  
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