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†µZv I †fv³vi Pvwn`v Abyhvqx cY¨ cÖ ‘̄Z Kiv Ges Zv evRv‡i mieivn Kivi ‡ÿ‡Î wecYb GKwU ¸iæZ¡c~Y© 

e¨emvwqK Kvh©µg hvi gva¨‡g e¨emvq cÖwZôvb¸‡jv †µZv ev †fv³vi mš‘wói weavb K‡i| Z‡e eZ©gvb wek¦vqb I 

Z_¨ cÖhyw³i hy‡M mKj †µZv‡K GKB mg‡q mš‘ó Kiv mnR KvR bq| ZvB †fv³vi mš‘wó weav‡bi j‡ÿ¨ GKUv 

evRv‡ii mg¯Í †µZv`j‡K wewfbœ fv‡M fvM K‡i cÖ‡Z¨K evRvi wefv‡Mi AvK©lYxqZv g~j¨vqb K‡i †mLvb †_‡K GK 

ev GKvwaK wefvM‡K wbe©vPb Ges J wbw`©ó wefv‡Mi Rb¨ mwVK wecYbKg©m~Px MÖnY Kiv Avek¨K| wecY‡bi G 

KvR‡K jÿ¨ evRvi wbw ©̀óKiY I †KŠkjMZ Ae ’̄vb MÖnY e‡j| G BDwb‡U jÿ¨ evRvi wbw`©óKiY I †KŠkjMZ 

Ae ’̄vb MÖnY m¤ú‡K© cÖv_wgK aviYv †`Iqv n‡q‡Q| GB BDwb‡U †gvU PviwU cvV Av‡Q| cÖ_g cv‡V evRvi jÿ¨ 

wbw`©óKi‡Yi msÁv I c`‡ÿcmg~n, w`¦Zxq cv‡V evRv‡i Ae ’̄vb MÖn‡Yi ‡KŠkj I evRv‡i Ae ’̄vb MÖnY cÖwµqvi 

avcmg~n, Ges Z…Zxq cv‡V evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc ev wPwýZKiY m¤ú‡K© Av‡jvKcvZ 

Kiv n‡q‡Q|  

 

 

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

G BDwb‡Ui cvVmg~n 

 

cvV-3.1: evRvi jÿ¨ wbw`©óKi‡Yi msÁv I c`‡ÿcmg~n  

cvV-3.2: evRv‡i Ae ’̄vb MÖn‡Yi ‡KŠkj I evRv‡i Ae ’̄vb MÖnY cÖwµqvi avcmg~n 

cvV-3.3: evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc  
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evRvi jÿ¨ wbw`©óKi‡Yi msÁv I c`‡ÿcmg~n  

 Definition and Steps in Market Targeting 

 

 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 evRvi jÿ¨vq‡bi msÁv cÖ`vb Ki‡Z cvi‡eb 

 evRvi jÿ¨ wbw`©óKi‡Yi c`‡ÿcmg~n eY©bv Ki‡Z cvi‡eb| 

 
 

gv‡K©U Uv‡M©wUs ev Afxó evRvi jÿ¨vq‡bi msÁv 

Definition of Market Targeting 

g‡b Kiæb, Avcwb GKRb Drcv`K I evRviRvZKvix| Avcwb wR‡Ýi c¨v›U ˆZwi K‡i Zv †`‡ki wewfbœ evRv‡i 

weµq Ki‡eb| †m‡ÿ‡Î Avcwb Kx fve‡eb? wbðqB †m¸‡jv weµ‡qi Rb¨ m¤¢ve¨ †µZv wbe©vP‡bi mgq gv_vq wb‡q 

Avm‡eb †`‡ki hyeK †kÖwYi K_v| KviY G eq‡mi †jv‡KivB wRÝ c¨v›U †ewk c‡i| Z‡e B`vwbs kn‡ii hyeZx 

†g‡q‡`iI wRÝ c¨v›U ci‡Z †`Lv hvq| Zvn‡j Avcwb wbðqB e„× eq‡mi cyiæl-gwnjv‡`i jÿ¨w ’̄Z evRv‡ii †µZv 

fve‡eb bv? wVK †Zgwb †Ljbv ˆZwii mgq wewfbœ eq‡mi †QvU ev”Pv‡`i K_v, w_ª-wcP ˆZwii mgq hyev gwnjv‡`i 

K_v Ges `vgx RyZv ˆZwii †ÿ‡Î PvKzixwRex‡`i K_v gvLvq †i‡L c‡Y¨i wecYb Kg©m~wP cÖYqb I Zv ev Í̄evq‡bi wPšÍv 

Kiv nq| KviY GKRb wecYbKvixi c‡ÿ mKj †kÖwYi †µZv‡K cwic~Y©fv‡e †mev`vb Kiv m¤¢e bq| ZvB m¤¢ve¨ GK 

ev GKvwaK †µZv`j‡K wbw`©ó K‡i Zv‡`i Rb¨ cY¨ ‰Zwi I c„_K c„_K wecYb Kg©m~wP MÖnY Kiv nq| Avi G 

Kg©m~wPi bvgB Afxô evRvi wbe©vPb (Market Targeting)|  Zvn‡j ejv †h‡Z cv‡i †h, Uv‡M©U gv‡K©U ev 

j¶¨w ’̄Z evRvi n‡jv mgMÖ evRv‡ii GK ev GKvwaK Ask hv‡`i Rb¨ wecYbKvix cY¨ wecY‡bi wm×všÍ MÖnY K‡i| G 

BDwb‡U Avgiv evRvi jÿ¨vq‡bi mvaviY welqvejx I evRvi jÿ¨ wbw`©óKi‡Yi c`‡ÿcmg~n m¤ú‡K© Av‡jvKcvZ 

Ki‡ev| 

 

‡µZvi iæwP, Pvwn`v, eqm, †kÖwY-‡ckv BZ¨vw`i wfwË‡Z evRvi‡K wewfbœ As‡k wef³ K‡i cÖwZôv‡bi Rb¨ 

jvfRbK GK ev GKvwaK evRvi Ask wbev©PbB g~jZ evRvi jÿ¨vqb (Market targeting) ev Afxó evRvi 

wbav©iY| eZ©gvb cÖwZ‡hvwMZvg~jK evRv‡i †µZvi cÖZ¨vkv Abyqvqx cY¨ ‰Zwi Ges mieiv‡ni gva¨‡g †µZv‡`i mš‘ó 

Kiv †ek RwUj KvR| Avi G RwUjZv  n«vmK‡í cÖwZôvb¸‡jv evRvi wefw³Ki‡Yi ci †h †Kvb GKwU Ask‡K †e‡Q 

wb‡q H As‡ki Rb¨ wecYb Kg©m~wP cÖYqb K‡i _v‡K| G‡Z K‡i †µZvi Rb¨ †mev c¨v‡KR ˆZwi Kiv mnRZi nq| 

wewfbœ †jLK Afxó evRvi jÿ¨vqb‡K wewfbœfv‡e msÁvwqZ K‡i‡Qb| wewfbœ †jLK cÖ`Ë K‡qKwU msÁv wb‡P †`qv 

n‡jv: 

 

Philip Kotler & Gary Armstrong Gi g‡Z, “Market targeting is the process of evaluating each 

market segment’s attractiveness and selecting one or more market segments to enter.” A_v©r 

evRvi jÿ¨vqb n‡”Q cÖ‡Z¨KwU evRvi wefv‡Mi AvKl©YxqZv g~j¨vqb Ges cÖ‡e‡ki Rb¨ GK ev GKvwaK wefvM 

wbev©P‡bi cÖwµqv| 

 

G cÖm‡½ William J. Stanton, Michael J. Etzel & Bruce J. Walker e‡jb, “Target market is a group of 

customers (people or organizations) for whom a seller designs a particular marketing mix.” A_v©r 
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Uv‡M©U gv‡K©U ev Afxó evRvi n‡jv †µZv‡`i (RbMY ev cÖwZôvb) MÖæc hv‡`i Rb¨ we‡µZv Avjv`v Avjv`v wecYb 

wgkÖ‡Yi bKkv cÖYqb K‡ib| 

 

Henry Asseal Gi g‡Z, “Targeting is one or more segments for marketing offers” A_©vr wecYb cÖ‡Póvi Rb¨ 

GK ev GKvwaK wefvM wbe©vPb Kiv‡K evRvi jÿ¨vqb e‡j| 

 

Dch©y³ msÁvi Av‡jv‡K evRvi jÿ¨vq‡bi †h mKj ˆewkó¨ cwijwÿZ nq †m¸‡jv wb¤œiƒc: 

 evRvi jÿ¨vqb GKwU mywbw`©ó cÖwµqv 

 G †ÿ‡Î †Kv¤úvwb cÖ‡Z¨K evRvi As‡ki AvKl©YxqZv g~j¨vqb Ki‡Z cv‡i 

 ‡Kv¤úvwb Zvi mvg_©¨ Abyhvqx GK ev GKvwaK evRvi Ask wbev©Pb Ki‡Z cv‡i 

 Giƒc evRv‡i cÖ‡e‡ki Rb¨ †Kv¤úvbx¸‡jv Avjv`v Avjv`v wecYb Kg©m~wP cÖYqb K‡i _v‡K| 

 

cwi‡k‡l ejv hvq †h, evRvi jÿ¨vqb n‡jv Ggb GKwU cÖwµqv †hLv‡b evRvi wefvM¸‡jvi AvKl©YxqZv g~j¨vqb K‡i 

GK ev GKvwaK evRvi wefvM wbev©Pb Kiv nq Ges Zv‡`i Rb¨ c„_K wecYb Kg©m~wP MÖnY Kiv nq| †µZv †mevi 

gva¨‡g cÖwZôv‡bi mvdj¨ AR©b KivB evRvi jÿ¨vq‡bi g~j D‡Ïk¨| 

 

evRvi jÿ¨ wbw ©̀óKi‡Yi c`‡ÿcmg~n 

Steps in Market Targeting 
evRvi jÿ¨ evRvi wbw`©óKiY ev evRvi jÿ¨vq‡bi c~‡e© wecYb †KŠkj m¤ú‡K© Rvbv cÖ‡qvRb| evRvi jÿ¨ wbav©iY 

†KŠkj n‡jv g~jZ: cÖwZwU evRvi wefvM g~j¨vq‡bi ci cY¨ ev †mev wecY‡bi Rb¨ GK ev GKvwaK evRvi wefvM 

wbev©Pb K‡i Zv‡`i Rb¨ Avjv`v Avjv`v wecYb Kg©m~Px cÖYqb Kiv| ZvB ejv hvq, jÿ¨ evRvi wbav©iY GKwU 

avivevwnK cÖwµqv| Kv‡RB G‡ÿ‡Î KZK¸‡jv c`‡ÿc MÖnY Kiv nq| wb‡P †m¸‡jv Av‡jvPbv Kiv n‡jv: 

 

 

 

(K) Afxó evRvi wefvM g~j¨vqb (Evaluanting Target Market Segments): †µZv‡`i‡K h_vh_ 

†mev cÖ`v‡bi j‡ÿ¨ †Kvb †Kv¤úvbxi GKwU mgMÖ evRvi‡K GK ev GKvwaK Dc- wefv‡M fvM Kiv‡K evRvi 

wefw³KiY e‡j| GB wewfbœ evRvi wefvM †_‡K AvKl©YxqZvi wfwË‡Z wbw`©ó evRvi wefvM kbv³ Kivi Rb¨ 

cÖwZôvb wb‡¤œv³ wZbwU welq‡K we‡ePbv K‡i _v‡K| G¸‡jv n‡jv- 
 

evRvi jÿ¨ 

wbw`©óKi‡Yi 

c`‡ÿcmg~n 

K L

                  

evRvi wefvMmg~n 

g~j¨vqb 

Afxó evRvi 

wefvMmg~n wbev©Pb 

wPÎ: evRvi jÿ¨ wbw`©óKi‡Yi c`‡ÿcmg~n 
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1. wefv‡Mi AvqZb I cÖe„w× (Segment size and growth): Afxô evRvi wefvM g~j¨vvq‡b  H 

wefv‡Mi AvqZb (size) I cÖe„w×‡K (growth) we‡ePbv Ki‡Z n‡e| KviY mKj †Kv¤úvwbi Rb¨ 

AvqZ‡bi w`K †_‡K eo Ges D”P cÖe„w×m¤úbœ evRvi wefvM AvKl©Yxq bvI n‡Z cv‡i| GRb¨ 

†Kv¤úvwb‡K cÖ_‡gB evRvi wefvM g~j¨vqY Ki‡Z n‡e| evRvi wefvM g~j¨vq‡bi †ÿ‡Î †Kv¤úvwb‡K 

wb‡¤œv³ welq¸‡jv‡K Abyaveb Ki‡Z n‡e: 

 wewfbœ wefv‡Mi AvqZb 

 wewfbœ wefv‡Mi eZ©gvb weµ‡qi cwigvY 

 wewfbœ wefv‡Mi cÖe„w×i nvi 

 wewfbœ wefv‡Mi cÖZ¨vwkZ gybvdvi cwigvY| 

 

Dch©Y³ welq¸‡jv we‡ePbv K‡i GKwU †Kv¤úvbx AvqZ‡b †QvU ev eo †h †Kvb GKwU wefvM‡K 

†mev`v‡bi Rb¨ †e‡Q wb‡Z cv‡i| †Kv¤úvbxi Avw_©K mvg_©¨ I Ab¨vb¨ mÿgZvI G †ÿ‡Î we‡ePbv 

Ki‡Z nq|  

 

2. wefv‡Mi KvVv‡gvMZ AvKl©YxqZv (Segment structural attractiveness): evRvi wefvMwU 

AvqZ‡b eo Ges cÖe„w×i m¤¢vebv _vKv m‡Ë¡I †gvU gybvdv †hvM¨Zvi we‡ePbvq wefvMwU AvKl©Yxq 

bvI n‡Z cv‡i| ZvB †Kv¤úvwb‡K wewfbœ ai‡bi cÖfve we Í̄viKvix KvVv‡gvMZ Ges cvwicvwk¦©K Ae¯’v 

wePvi-we‡kølY K‡i `xN© †gqv‡` wbw`©ó evRvi As‡ki AvKl©YxqZv hvPvB Ki‡Z n‡e| wefv‡Mi 

KvVv‡gvMZ AvK©lbxqZv g~j¨vq‡b Aa¨vcK Michael E. Porter cuvPwU Dcv`v‡bi K_v we‡ePbv 

K‡i‡Qb| †hgb- 

 cÖwZ‡hvMx‡`i g‡a¨ we`¨gvb cÖwZ‡hvwMZv 

 bZyb cÖ‡ekKvix‡`i ûgwK 

 mieivnKvixi `i-KlvKwli ¶gZv 

 ‡µZvi `i-KlvKwli ¶gZv  

 weKí c‡Y¨i ûgwK BZ¨vw`| 

 

3. ‡Kv¤úvwbi D‡Ïk¨ Ges m¤ú` (Company objectives and resources): GKwU †Kv¤úvwb‡K 

AvKl©Yxq evRvi wefvM wPwýZ Kivi mgq Aek¨B Zvi D‡Ïk¨ Ges kw³-mvg_©¨‡K we‡ePbv Ki‡Z 

n‡e| KviY evRvi wefvMwU AvqZ‡b eo Ges cÖe„w×i m¤¢vebv _vKv m‡Ë¡I †gvU gybvdv †hvM¨Zv Ges 

†Kv¤úvwb kw³-mvg_©¨ we‡ePbvq wefvMwU AvKl©Yxq bvI n‡Z cv‡i| ZvB †Kv¤úbxi D‡Ïk¨ I 

m¤ú‡`i wewb‡qvM‡hvM¨Zvi wePv‡i †h wefvMwU AvKl©Yxq we‡ewPZ nq †mwUB MÖnY Kiv DwPZ| 

 

(L) Afxó evRvi wefvMmg~n wbev©Pb (Selecting Target Market Segments): mvaviY A‡_©, †h eZ©gvb 

I m¤¢ve¨ †µZv‡K †K›`ª K‡i wecYb Kg©m~wP MÖnY Kiv nq Zv‡K Afxó evRvi e‡j| G Í̄‡i †Kv¤úvwb‡K c~‡e© 

g~j¨vwqZ evRvi wefv‡Mi ga¨ n‡Z me©vwaK AvKl©Yxq wefvMwU Afxó evRvi wbe©vP‡bi wm×všÍ MÖnY Ki‡Z 

nq| Afxó evRvi wefvM wbev©P‡bi mgq †Kv¤úvwb‡K ‡h mKj wecYb †KŠkj MÖnY Ki‡Z nq †m¸‡jv wb‡Pi 

wP‡Î Zz‡j aiv n‡jv:  
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1. Ac„_KxK…Z wecYb (Undifferentaiated Marketing): Ac„_KxK…Z wecY‡bi Aci bvg n‡jv MY wecYb| 

evRvi‡K c„_K bv K‡i mgMÖ evRvi‡K GKwUgvÎ evRvi wn‡m‡e we‡ePbv K‡i wecYb Kvh©µg cwiPvjbv Kiv n‡j 

Zv‡K Ac„_KxK…Z wecYb e‡j| A_v©r Ac„_KxKiY ev MY-wecYb n‡”Q GKwU evRvi we Í̄…wZ †KŠkj †hLv‡b 

†Kv¤úvbx evRvi wefv‡Mi ga¨Kvi cv_©K¨¸‡jv we‡ePbvq bv wb‡q mgMÖ evRv‡ii Rb¨ GKwUgvÎ ÔAdviÕ cÖ`vb 

K‡i| †hgb-†UwjUK †gvevBj †Kv¤úvbx mgMÖ evRv‡ii Rb¨ GKwUgvÎ wecYb †KŠkj MÖnY K‡i| G †KŠkj‡K 

Kvh©Ki Ki‡Z wb‡¤œv³ `yÕwU kZ© c~iY Kiv Avek¨K| h_v: 

 mgMÖ evRv‡ii ev †µZv mvavi‡Yi cÖ‡qvRb GKB ai‡bi _vK‡Z n‡e| 

 ‡µZv‡`i cÖ‡qvRb wgUv‡Z mÿg Ggb GKwU wecYb wgkÖY Dbœqb Ki‡Z n‡e| 

 

2. c„_KxK…Z ev wefw³KiY wecYb (Differentiated or Segmented) Marketing): evRvi‡K wecY‡bi 

wefw³Ki‡Yi gva¨‡g `yB ev Z‡ZvwaK evRvi wefvM‡K wb‡q c„_K c„_K wecYb wgkÖY MÖnY Kiv‡K c„_KxK…Z 

(Differentiated) wecYb e‡j| A_©vr eZ©gvb I m¤¢ve¨ †µZv‡`i‡K wewfbœ fv‡M fvM K‡i cÖwZwU wefv‡Mi 

Rb¨ c„_K c„_K Advi wWRvBb Kiv nq| A_©vr c„_KxK…Z wecYb †KŠkjwU n‡Z cv‡i-  

 

 

wP‡Î †`Lv hvq †h, wZb ai‡Yi evRvi wefv‡Mi Rb¨ wZb ai‡Yi wecYb wgkÖY ‡KŠkj Dbœqb Kiv n‡q‡Q| 

 

3. ‡K› ª̀xfzZ ev wbk wecYb (Concentrated or Niche Marketing): ‡Kv¤úvwb hLb K‡qKwU evRvi wefv‡M 

GKwU wecYb wgkÖY Øviv wecYb Kvh©µg cwiPvjbv K‡i ZLb Zv‡K †K›`ªxf‚Z wecYb e‡j| A_©vr †K›`ªxfzZ ev 

wbk wecYb n‡”Q GKwU evRvi we Í̄…Z †KŠkj †hLv‡b †Kv¤úvbx GKwU evRvi wefv‡Mi e„nr As‡k ev K‡qKwU 

evRvi wefv‡Mi Rb¨ GKwUgvÎ ÔAdviÕ cÖ`vb K‡i| wbk wecY‡b ‡Kv¤úvwb ev e¨emv GKwU wbw`©ó Mªy‡ci 

M«vnK‡`i Rb¨ Zv‡`i cY¨ ev ‡mev Kv÷gvBR K‡i Ges ‡mB ‡QvÆ wbw`©ó evRv‡i wb‡R‡`i c«wZwôZ K‡i| 

mvaviYZ mxwgZ m¤ú` m¤úbœ †QvU †QvU †Kv¤úvwb¸‡jv cY¨ ev †mev wecY‡bi ‡ÿ‡Î G †KŠkj Aej¤^b K‡i 

_v‡K| 

4. ÿz ª̀ evRviRvZKiY (Micro Marketing): ÿz ª̀ evRviRvZKiY ev gvB‡µv gv‡K©wUs n‡jv GKwU AZ¨šÍ 

wbw`©ó Ges ¶y`« M«vnK ‡Mvôx, ’̄vbxq GjvKv ev we‡kl RbmsL¨vi Rb¨ Kv÷gvBRW wecYb ‡KŠkj| GwU e…nËi 

ev mvaviY evRv‡i j¶¨ bv K‡i GKwU ‡QvU, wbw`©ó Rb‡Mvôxi Pvwn`v, cQ›` Ges AvPiY‡K j¶¨ K‡i ‰Zwi Kiv 

nq| gvB‡µv gv‡K©wUs ev ¶y`« evRviRvZKi‡Y ‡hme welq Aš—f©y³ _v‡K Zv n‡jvt  

Ac„_KxK…Z (MY)  

wecYb 

c„_KxK…Z (wef³)  

wecYb 

ÿz`&ª ( ’̄vvbxq ev e¨w³MZ) 

wecYb 

 

‡K› ª̀xf‚Z (wbk)  

wecYb 

             wPÎ: wecYb †KŠkj 

‡Kv¤úvwbi wecYb wgkªY -1 

wefvM-1 

‡Kv¤úvwbi wecYb wgkªY -2 
wefvM-2 

‡Kv¤úvwbi wecYb wgkªY -3 

wefvM-3 

wPÎ: c„_KxK…Z wecYb 

 



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

BDwbU 3  c„ôv-64 

i) ’̄vbxq wecYb (Lokal marketing) 

ii) e¨w³MZ wecYb (Individual Marketing)  

iii) mvgvwRK `vwqZ¡kxj Afxó wecYb (Socially Responsible Target Marketing) BZ¨vw`| 

 

 

mvims‡ÿc  

 

‡fv³vi iæwP, Pvwn`v, eqm, †kÖwY-‡ckv BZ¨vw`i wfwË‡Z evRvi‡K wewfbœ As‡k wef³ K‡i cÖwZôv‡bi Rb¨ 

jvfRbK GK ev GKvwaK evRvi Ask wbev©PbB g~jZ evRvi jÿ¨vqb (Market targeting) ev Afxó evRvi 

wbav©iY| eZ©gvb cÖwZ‡hvwMZvg~jK evRv‡i †µZvi cÖZ¨vkv Abyqvqx cY¨ ‰Zwi Ges mieiv‡ni gva¨‡g †µZv‡`i 

mš‘ó Kiv †`k RwUj KvR| evRvi jÿ¨ evRvi wbw`©óKiY ev evRvi jÿ¨vq‡bi c~‡e© wecYb †KŠkj m¤ú‡K© Rvbv 

cÖ‡qvRb| evRvi jÿ¨ wbav©iY †KŠkj n‡jv g~jZ: cÖwZwU evRvi wefvM g~j¨vq‡bi ci cY¨ ev †mev wecY‡bi Rb¨ 

GK ev GKvwaK evRvi wefvM wbev©Pb K‡i Zv‡`i Rb¨ Avjv`v Avjv`v wecYb Kg©m~Px cÖYqb Kiv| ZvB ejv hvq, 

jÿ¨ evRvi  wbav©iY GKwU avivevwnK cÖwµqv| GB c«wµqvq wecYbKvix Ac„_KxK…Z wecYb, c„_KxK…Z ev 

wefw³KiY wecYb, ‡K›`ªxfzZ ev wbk wecYb Ges ÿz`ª evRviRvZKiY BZ¨vw` wewfbœ ‡KŠkj M«nY Ki‡Z 

cv‡ib|  
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evRv‡i Ae ’̄vb MÖn‡Yi ‡KŠkj I evRv‡i Ae ’̄vb MÖnY cÖwµqvi avcmg~n 

Strategies of Market Positioning and Steps of Marketing Positiong 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 evRv‡i Ae ’̄vb MÖnY †KŠkjmg~n we‡kølY Ki‡Z cvi‡eb 

 evRv‡i Ae ’̄vb MÖnY cÖwµqvi avcmg~n eY©bv Ki‡Z cvi‡eb| 

 

evRv‡i Ae ’̄vb MÖn‡Yi ‡KŠkj 

Strategies for Market Positioning 

cÖwZ‡hvMx cÖwZôv‡bi cY¨ ev †mevi Zzjbvq †µZv‡`i g‡bi wfZi ‡Kvb we‡kl ai‡Yi cY¨ ev eª¨vÛ m¤ú‡K© we‡kl 

’̄vb `Lj K‡i †bqvi †KŠkj‡K Ae ’̄vb MÖnY †KŠkj (Market Positioning Strategies) e‡j| evRv‡ii kZ 

kZ cY¨ ev †mev n‡Z †KvbwU‡K †µZv ev †fv³viv jy‡d wb‡eb Zv †Kv¤úvbxi †KŠkjMZ e¨e ’̄vcbvi Dci wKQzUv 

n‡jI wbf©i K‡i| ZvB evRv‡i Ae ’̄vb †bqvi Rb¨ †Kv¤úvwb‡K KwZcq †KŠkj Aej¤^b Ki‡Z nq| cÖwZôvb¸‡jv G 

†KŠk‡ji Dcvq¸‡jv mvaviYZ Zv‡`i c‡Y¨i weÁvc‡bi gva¨‡g Zz‡j a‡i| 

 

wewfbœ †jLK evRv‡i Ae ’̄vb MÖn‡Yi bvbv iKg †KŠk‡ji K_v D‡jøL K‡i‡Q‡b| evRv‡i Ae ’̄vb MÖn‡Yi †KŠkj 

m¤ú‡K© ‡h mvZ (7) ai‡bi †KŠk‡ji K_v D‡jøL K‡i‡Qb Zv wb‡P Av‡jvPbv Kiv n‡jv: 

 

 

1. c‡Y¨i ˆewkó¨wfwËK †KŠkj (Product attributes strategy): evRv‡i Ae ’̄vb MÖn‡Yi Giƒc †KŠk‡j 

†Kv¤úvwb c‡Y¨i we‡kl †Kv‡bv GKwU ˆewk‡ó¨i Dci wfwË K‡i Ae ’̄vb MÖnY Ki‡Z Pvq| cÖwZ‡hvMx c‡Y¨i 

Zzjbvq H †Kv¤úvbxi c‡Y¨i we‡kl ˆewkó¨ Zz‡j a‡i †µZv AvKl©YB G Ae ’̄v‡bi g~j jÿ¨| †hgb: Ômwb wUwf 

gv‡bB SuKSu‡K QweiÕ wbðvqZv|  

 

‡µZv‡`i g‡b 

Ae ’̄vb MÖnY 

c‡Y¨i ˆewkó¨wfwËK †KŠkj 

c‡Y¨i DcKviwfwËK †KŠkj 

c‡Y¨i gvb ev g~j¨wfwËK †KŠkj 

c‡Y¨i e¨enviwfwËK †KŠkj 

c‡Y¨i †kÖwYwfwËK †KŠkj 

c‡Y¨i e¨enviKvixwfwËK †KŠkj 

c‡Y¨i cÖwZ‡hvMxwfwËK †KŠkj 

wPÎ: evRv‡i Ae ’̄vb cÖn‡Yi ‡KŠkj 
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2. c‡Y¨i DcKviwfwËK †KŠkj (Product benefits strategy): evRv‡i Ae ’̄vb MÖn‡Yi Rb¨ ‡µZv mvavi‡Yi 

DcKv‡i Av‡m Ggb GK ev GKvwaK we‡kl myweav c‡Y¨i mv‡_ mshy³ K‡i †Kv¤úvwb A‡bK mgq †µZv‡`i g‡b 

’̄vb K‡i wb‡Z Pvq| †hgb: ÒKgcøvbÓ wkï‡`i evowZ kixi MV‡b e¨vcK DcKvix| 

 

3. c‡Y¨i gvb ev g~j¨wfwËK †KŠkj (Product quality of price positioning): evRv‡i Ae ’̄vb MÖn‡Y 

‡Kv¤úvwbi Av‡iKwU †KŠkj n‡jv c‡Y¨i gvb Ges `v‡gi Dci ¸iæZ¡ Av‡ivc K‡i †µZvmvavi‡Yi g‡b ’̄vb `Lj 

Kiv| †hgb: ÒevUv myRÓ wek¦vevRv‡i m‡šÍvlRbK gvb Ges `v‡gi †ÿ‡Î †µZv‡`i gb Rq Ki‡Z †c‡i‡Q| 

 

4. c‡Y¨i e¨enviwfwËK †KŠkj (Product use and application strategy): evRv‡i Ae ’̄vb MÖn‡Yi mgq 

cY¨ e¨env‡ii †ÿ‡Î hv‡Z †µZviv mnR mgvavb Lyu‡R cvq †m `„wó‡KvY †_‡K cY¨wU‡K m‡e©vrK…ó wn‡m‡e evRv‡i 

Dc¯’vcb Kiv nq| †hgb: Òf‡qm K‡›UªvjÓ e¨envi K‡i mn‡RB gvbyl IqvjUb †Uwjwfkb Pvjv‡Z cv‡i| 

 

5. c‡Y¨i ‡kÖwYwfwËK †KŠkj (Product classes strategy): evRv‡i Ae ’̄vb MÖn‡Yi G †KŠk‡j †Kv¤úvwb Zvi 

cY¨‡K GKwU wbw`©ó †kÖwYi †µZv‡`i AšÍfz©³ K‡i Zv‡`i g‡bv‡hvM AvKl©‡Yi cÖ‡Póv Pvjvq| †hgb- ÒjvBdeq 

cwikÖgx gvby‡li mvevbÓ Gfv‡e †µZv‡`i g‡b ’̄vb `Lj Kivi cÖ‡Póv Pvjvq|  

 

6. c‡Y¨i e¨enviKvixwfwËK †KŠkj (Product user strategy): evRv‡i Ae ’̄vb MÖn‡Yi G ‡KŠk‡j †Kv¤úvwb 

wbw`©ó †µZv `‡ji wbKU cY¨wU‡K DrK…ó Ges MÖnY‡hvM¨ wn‡m‡e Dc¯’vc‡bi cÖ‡Póv Pvjvq| †hgb: wkï‡`i 

†Mvm‡j Rb¨ Ò‡Kv‡Wv‡gv mvevbÓ Avevi kÖgRxwe‡`i Rb¨ ÒjvBdeq mvevbÓ AwaK DcKvix| 

 

7. c‡Y¨i cÖwZ‡hvwMZvwfwËK †KŠkj (Product competitor strategy): evRv‡i Ae ’̄vb MÖn‡Yi Giƒc †KŠk‡j 

†Kv¤úvwb¸‡jv Zv‡`i cY¨‡K cÖwZ‡hvMx mKj c‡Y¨i Zzjbvq DrK…ó wn‡m‡e cÖgvY K‡i †µZvmvavi‡Yi g‡b ’̄vb 

K‡i wb‡Z Pvq| †hgb: †KvKv‡Kvjv Ges †ccwm-Gi weKí †Kvjvwenxb †m‡fb Avc Ges ¯úvªBU Z…òv wbeviYKvix 

wn‡m‡e eZ©gvb mg‡q e¨vcK RbwcÖq cvbxq wn‡m‡e wb‡R‡`i Zz‡j a‡i‡Q| 

 

Dch©y³ †KŠkj Aej¤^b QvovI GKwU †Kv¤úvwb evRv‡i Ae ’̄vb MÖn‡Yi Rb¨ Av‡iv wewfbœ †KŠkj Aej¤^b Ki‡Z cv‡i, 

‡hgb: cÖ‡qvRb wfwËK Ae ’̄vb MÖnY †KŠkj, mvs¯‹…wZK wPýwfwËK †KŠkj, g~j¨ wfwËK Ae ’̄vb MÖnY BZ¨vw`|  

 

evRv‡i Ae ’̄vb MÖnY cÖwµqvi avcmg~n 

Steps of Market Positioning process 
wbw`©ó †fv³v‡`i g‡b cÖwZ‡hvMx c‡Y¨i Zzjbvq †Kv‡bv c‡Y¨i ¯úó cv_©K¨m~PK I Kvw•LZ ’̄vb AR©‡bi cÖ‡Póv‡KB 

evRvi Ae ’̄vb MÖnY e‡j| G Ae ’̄vb MÖnY cÖwµqvwU GZ mnR bq| ‡µZv‡K mš‘ó K‡i Zvi g‡b ’̄vb `Lj †bqv I Zv 

a‡i ivLv GKwU `yiƒn KvR| Kv‡RB mwVK Ae ’̄vb MÖnY cÖwµqv wPwýZKiY Ges wbev©Pb K‡i †µZvi wek¦vm‡hvM¨Zv 

AR©‡b avivevwnK cÖ‡Póv cÖ‡Póv Pvjv‡Z nq| ZvB Ae ’̄vb MÖnY cÖwµqvq KZK¸‡jv avc mwVKfv‡e AbymiY Ki‡Z 

nq| wb‡Pi wP‡Î Ae ’̄vb MÖnY cÖwµqvi avc¸‡jv‡K eY©bv Kiv n‡jv: 
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1. cÖwZ‡hvMx kbv³KiY (Identifying the competitor): cÖwZ‡hvMx kbv³KiY evRv‡i Ae ’̄vb MÖnY 

cÖwµqvi cÖ_g avc| cÖwZ‡hvMx mbv³Ki‡Yi gva¨‡g †Kv¤úvbx cÖwZ‡hvMx‡`i GKwU c‡Y¨i Ab¨vb¨ weKí 

cY¨¸‡jv m¤ú‡K©I Rvb‡Z cv‡i| cÖwZ‡hvMx kbv³ Kivi †ÿ‡Î wb‡Pi `ÕywU welq Gi Dci bRi w`‡Z nq: 

cÖ_gZ, cÖv_wgK cÖwZ‡hvMx- hviv g~jZ GKB ai‡Yi cY¨ Drcv`b K‡i _v‡K| †hgb- ivBUvi ej†cb I 

†gUv‡Wvi ej‡cb| wØZxqZ, gva¨wgK cÖwZ‡hvMx- hviv GKwU c‡Y¨i Ab¨vb¨ weKí cY¨ ev †mev ˆZwi K‡i 

wKš‘ Zviv mivmwi cÖwZ‡hvMxZvq wjß nq bv| †hgb- †KvKv‡Kvjv †Kv¤úvbx aviYv K‡i †h Zvi cÖwZ‡hvMx 

n‡jv- Ab¨vb¨ †Kvgj cvbxq, bb-Wv‡qU †Kvgj cvbxq, G¨vj‡Kvnj g~³ mKj cvbxq, myMvi wd« †Kvgj 

cvbxq BZ¨vw`| 

 

2. cÖwZ‡hvMx‡`i cÖZ¨ÿY Ges g~j¨vqb (Competitor Analysis and Evaluation): cÖwZ‡hvMx kbv³KiY 

Ae ’̄vb MÖn‡Yi G chv©‡q cÖwZôvb Zv‡`i cÖwZ‡hvMx‡`i cY¨ ev †mev m¤úwK©Z wewfbœ w`K cÖZ¨ÿY Ges 

g~j¨vqb I Zv wbiƒcb K‡i _v‡K| G Rb¨ cÖwZôvb‡K cÖwZ‡hvMx †Kv¤úvbx wewfbœ c‡Y¨i †Kvb ˆewkó¨ I 

¸Yv¸Y‡K cÖvavb¨ w`‡”Q †mw`‡K mRvM `„wó ivL‡Z n‡e| G‡ÿ‡Î GKwU †Kv¤úvbx cÖwZ‡hvwMZvg~jK myweav 

AR©‡bi Rb¨ GK ev GKvwaK ‡KŠk‡ji cÖwZ bRi w`‡Z cv‡i| †Kv¤úvbx †h †KŠkj¸‡jv MÖnY Ki‡Z cv‡i 

†m ‡KŠkj¸‡jv n‡jv- cY¨ c„_KxKiY, ‡mev c„_KxKiY, cÖYvwj c„_KxKiY, e¨w³ c„_KxKiY, fveg~wZ© 

c„_KxKiY BZ¨vw`|  

 

3. cÖwZ‡hvMx‡`i Ae ’̄vb wbiƒcY (Determining the competitors positions): hviv mgRvZxq ev weKí cY¨ 

I †mevmvgMÖx Drcv`b K‡i ZvivB G‡K Ac‡ii cÖwZ‡hvMx| G chv©‡q cÖwZôvb¸‡jv Zv‡`i †Kv¤úvwbi cY¨ 

ev eª¨v†Ûi mv‡_ Ab¨vb¨ cÖwZ‡hvMx †Kv¤úvbxi cY¨ I eª¨vÛ Gi Ae ’̄vb m¤ú‡K©I wbwðZ nq| cÖwZ‡hvMx cY¨ 

ev eª¨vÛwU m¤ú‡K© Rvb‡Z cvi‡j Zv‡`i mejZv I `~e©jZv mbv³ K‡i h_vh_ wm×všÍ †bqv mnRZi nq|  

 

4. ‡µZv we‡kølY (Analyzing the customer): evRv‡i Ae ’̄vb MÖnY cÖwµqvi G Í̄‡i cÖwZ‡hvMx‡`i Ae ’̄vb 

wbiƒc‡Yi ci †h welqwU Rvbv cÖ‡qvRb nq Zv n‡jv †µZv we‡kølY| †µZv we‡køl‡Yi G ch©v‡q †µZv‡`i 

Avq, iæwP, µq Af¨vm Ges µq AvPiY BZ¨vw` welq m¤ú‡K© aviYv †bIqv cÖ‡qvRb| ‡µZviv ‡Kvb GKwU 

cY¨ ev †mev †_‡K mvaviYZ †h mKj myweav Avkv K‡i †m¸‡jv n‡jv-¯̂vZš¿Zv, DbœZZi †mev, mwVK 

†hvMv‡hvM, h_vh_ Dc‡hvMxZv, bKj cÖwZ‡iva‡hvM¨, mvg‡_¨©i ch©vq Ges jvfRbKZv BZ¨vw`| 

evRv‡i Ae ’̄vb MÖnY 

cÖwµqvi avc 

cÖwZ‡hvMx kbv³KiY 

cÖwZ‡hvMx‡`i cÖZ¨ÿY I g~j¨vqb 

cÖwZ‡hvMx‡`i Ae ’̄vb wbiƒcY 

‡µZv we‡kølY 

Ae ’̄vb MÖnY wm×všÍ ˆZwi 

Ae ’̄vb MÖnY Z`viwK 

ms‡kvabg~jK e¨e ’̄v MÖnY 
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5. Ae ’̄vb MÖnY wm×všÍ ˆZwi (Making the positioning Decision): evRv‡i Ae ’̄vb MÖn‡Yi cÂg G Í̄‡i 

‡µZv we‡kølY h_v_©fv‡e chv©‡jvPbv Kivi ci cÖwZÉvb‡K Zvi Ae ’̄vb MÖnY m¤ú‡K© wm×všÍ wb‡Z nq| 

Ae ’̄vb MÖnY wb×všÍ †bIqvi Rb¨ wb‡Pi avc¸‡jv LyeB ¸iæZ¡c~Y©| ‡m¸‡jv n‡jv: 

 Ae ’̄vb MÖn‡Yi welqwU evRvi wefw³Ki‡Yi Dci wbf©i K‡i †bIqv DwPZ| 

 wewfbœ cÖZxK, wPý ev eª¨vÛ‡K we‡ePbv K‡iB Ae ’̄vb MÖnY †KŠkj m¤ú‡K© wm×všÍ ˆZwi Ki‡Z n‡e| 

 cY¨ ev †mevi Ae ’̄vb MÖnY wm×všÍ Ggb nIqv DwPZ hv `xN© mgq a‡i wU‡K _v‡K| 

 Ae ’̄vb MÖnY †hb †ewk e¨q eûj bv nq †mw`‡K bRi w`‡Z n‡e|  

 

6. Ae ’̄vb MÖnY Z`viwK (Monitoring the position): evRv‡i Ae ’̄vb MÖn‡Yi G chv©‡q g~jZ c~e©eZ©x mgMÖ 

avc¸‡jv‡K g~j¨vqb, cwigvc Ges AbymiY Kiv nq| Ae ’̄vb MÖnY Z`viwKi KvRwU Aek¨B mgq g‡Zv 

m¤úbœ Ki‡Z n‡e| KviY Z`viwKi gva¨‡g Ae ’̄vb MÖnY †Kvb chv©‡q i‡q‡Q, Zvi aviYvi cwigvc I hvPvB 

Kiv m¤¢e nq|  

 

7. ms‡kvabg~jK e¨e ’̄v MÖnY (Take corrective actions): ‡Kvb cY¨, †mev ev eª¨v‡Ûi evRv‡i Ae ’̄vb 

ˆZwi I Zv a‡i ivLv GKwU `xN© ’̄vqx cÖwµqv| Bnv e¨q eûjI e‡U| ZvB evievi ch©‡eÿY I cixÿ‡Yi 

gva¨‡g G cÖwµqvi mgm¨v¸‡jv wPwýZ Kivi ‡Póv Kiv nq| evRv‡i Ae ’̄vb MÖnY cÖwµqvi me©‡kl G av‡c 

c~‡e©i avc¸‡jvi g‡a¨ †Kv‡bv mgm¨v ev Mowgj _vK‡j †m¸‡jvi Rb¨ ms‡kvabg~jK e¨e ’̄v MÖnY Kiv nq| 

 

cwi‡k‡l ejv hvq †h, evRv‡i Ae ’̄vb MÖn‡Yi †ÿ‡Î cÖwZ‡hvMx†`i kbv³KiY K‡i Zv‡`i cÖZ¨ÿY Ges g~j¨vq‡bi ci 

Zv‡`i Ae ’̄vb wbiƒcY, ‡µZv†`i we‡kølY, Ae ’̄vb MÖnY wm×všÍ ˆZwi I Ae ’̄vb MÖnY Z`viwK Ges ms‡kvabg~jK 

e¨e ’̄v MÖn‡Yi g‡Zv avc¸‡jv AbymiY Ki‡Z n‡e| G avc¸‡iv h_vh_ AbymiY Ki‡j †Kv¤úvwb¸‡jv evRv‡i Zv‡`i 

Kvw•LZ cY¨ ev †mevi Rb¨ Ae ’̄vb I MÖnY K‡i Zv `xN© mgqe¨vcx eRvq ivL‡Z cvi‡e| 

 

 

mvims‡ÿc  

cÖwZ‡hvMx‡`i Zzjbvq Kvw•LZ †fv³vi ev †µZv‡`i g‡b †Kvb cY¨, †mev ev eª¨vÛ m¤ú‡K© we‡kl ’̄vb `Lj K‡i 

†bqv‡K Ae ’̄vb MÖnY (Positioning) e‡j| evRv‡ii kZ kZ cY¨ ev †mev n‡Z †KvbwU‡K jy‡d wb‡eb Zv 

†Kv¤úvbxi †KŠkjMZ e¨e ’̄vcbvi Dci wKQzKUv wbf©i K‡i| G Ae ’̄vb cÖwµqv KvRwU GZ mnR bq| ‡µZv‡K 

mš‘ó K‡i Zvi g‡b `Lj †bqv I Zv a‡i ivLv GKwU `yiƒn KvR| Kv‡RB mwVK Ae ’̄vb MÖnY cÖwµqv wPwýZKiY 

Ges wbev©Pb K‡i †µZvi wek¦vm‡hvM¨Zv AR©‡b KZK¸‡jv avc mwVKfv‡e AbymiY K‡i avivevwnK cÖ‡Póv cÖ‡Póv 

Pvjv‡Z nq|  
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evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc  

Determining Market Positioning Effectiveness 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc Ki‡Z cvi‡eb 

 

evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc  

Determining Market Positioning Effectiveness  

Avgiv Av‡MB †R‡bwQ †h, jÿ¨w ’̄Z †µZv‡`i g‡b †Kvb cY¨ ev eª¨vÛ m¤ú‡K© AbyK‚j aviYv m„wói j‡ÿ¨ wecYb 

e¨e ’̄vcbv KZ…©cÿ †h mgwš^Z Kg©m~Pxi †KŠkj MÖnY K‡i Zv‡K Ae ’̄vb MÖnY †KŠkj e‡j| G Ae ’̄vb MÖnY †KŠk‡ji 

Kvh©KvwiZv wPwýZ K‡i †m †gvZv‡eK Kg©m~Px MÖnY Kiv Avek¨K| Zv bv n‡j cÖwZôvb †ek ÿwZi mb¥yLxb n‡Z 

cv‡i| Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv wPwýZKi‡Yi Rb¨ Kvw•LZ †µZv, cÖwZ‡hvMx I cÖwZôv‡bi Af¨šÍixb wewfbœ 

Dcv`vb¸‡jv we‡kølY Kiv Avek¨K| evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc Kiv GKwU RwUj KvR| wb‡¤œ 

Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc c×wZ Av‡jvPbv Kiv n‡jv:  

 

 

 

1. ‡µZv Ges cÖwZ‡hvMx M‡elYv (Customer and competitor Research): evRv‡i Ae ’̄vb MÖnY †KŠkj 

wWRvB‡bi Kvh©KvwiZv ciwgv‡ci Rb¨ †µZv Ges cÖwZ‡hvMx M‡elYvi welqwU AZ¨šÍ ¸iæZ¡c~Y©| †µZv Ges 

cÖwZ‡hvMx‡`i M‡elYvi djvd‡ji Dci wfwË K‡i wecYb Kg©m~wP we‡ePbv Kiv nq| cÖwZ‡hvMx †Kv¤úvwbi 

Zzjbvq wbR c‡Y¨i Ae ’̄vb m„wói Rb¨ we`¨gvb c‡Y¨i g‡a¨ †µZvi cÖZ¨vkv I cÖvwßi M¨vc cwigvc K‡i Zv 

wPÎ: evRv‡i Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv cwigvc 

1| ‡µZv Ges 

cÖwZ‡hvMx M‡elYv 

 

2| cixÿvg~jK 

evRviRvZKiY 

 

3| Ae¯’vb MÖn‡Yi 

g‡Wj we‡kølK 

 

4| Ae¯’vb MÖn‡Yi 

Kvh©KvwiZv wbav©iY 

 

5| Ae¯’vb MÖnY I 

jÿ¨ wbav©i‡Yi 

†KŠkjmg ~n 

we‡kølK 

 

Ae¯’vb 

MÖnY 

†KŠk‡ji 

Kvh©KvwiZv 

wPwýZKiY 
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c~iY K‡i gva¨‡g weµq e„w×i Rb¨ wecYbKvivx‡K bvbvg~Lx †KŠkj MÖnY Ki‡Z nq| G‡ÿ‡Î MÖnxZ 

†KŠkj¸‡jv n‡Z cv‡i- 

 Kvw•LZ †fv³v‡`i‡K AwaK myweav cÖ`vb Kiv 

 weµq Kgx©‡`i we‡kl cÖwkÿ‡Yi e¨e ’̄v Kiv 

 ‡µZv I we‡µZvi Rb¨ Avw_©K cÖ‡Yv`bvi e¨e ’̄v Kiv 

 Drcv`vbKvix‡K cY¨ m¤ú‡K© aviYv †`qv 

 c‡Y¨i Av`k© gvb eRvq ivLvi wb‡`©kbv cÖ`vb BZ¨vw`| 

 

2. cixÿg~jK wecYb (Test Marketing): cY¨ ev eª¨v‡Ûi Ae ’̄vb MÖn‡Yi Rb¨ Z_¨ mieiv‡ni wbðqZv 

cvIqvi Dcvq wn‡m‡e cixÿvg~jK wecYb e¨envi Kiv nq| G cÖwµqvq wbw`©ó GjvKvq ¯̂í cwim‡i cY¨ ev 

†mev mieivn Kiv nq| c‡i weµq, gybvdv I Pvwn`v we‡ePbvq h_vh_ e¨e ’̄v MÖnY Ki‡Z nq| evRvi 

hvPvB‡qi wm×v‡šÍ cÖfvweZ K‡i Ggb KZK¸‡jv we‡eP¨ Dcv`vb n‡jv: 

 cÖwZôv‡b KZUzKz SzuwK I wewb‡qvM RwoZ Zv hvPvBKiY 

 Drcv`‡b wewb‡qvM Kivi †ÿÎ KZUv Dc‡hvwM Zv hvPvBKiY 

 evRvi hvPvB Qvov cY¨ Pvjy Kiv mwVK n‡e wKbv Zv we‡ePbv 

 cY¨ Advwis Gi †ÿ‡Î cÖwZ‡hvMxi cÖwZwµqvi m¤¢vebv KZUzKz Zv hvPvB 

 G‡ÿ‡Î wecYb LiP Ges SzuwK KZUv RwoZ Zv hvPvB Kiv| 

wecYb Kg©m~wPi g‡a¨ m¤¢ve¨ cwieZ©b Avbvi Rb¨I cixÿvg~jK M‡elYv c×wZ e¨envi Kiv nq| 

 

3. Ae ’̄vb MÖn‡Yi g‡Wj we‡kølK (Analytical Positioning Models): e¨e ’̄vcbv †µZv I we†µZv 

m¤úwK©Z Z_¨ we‡kølY K‡i Zv Dbœq‡bi †KŠkj wbav©iY K‡i| AZxZ weµq †iKW© I wecYb Kg©m~wPi Z_¨-

DcvË we‡køl‡Yi wfwË‡Z Ae ’̄vb MÖn‡Yi g‡Wj Dbœqb Kiv hvq| G‡ÿ‡Î wecYb wgkÖY ev‡RwUs g‡W‡j †h 

mKj Dcv`vb cÖfve we Í̄vi K‡i Zv n‡jv: 

 cY¨ ev †mev e¨envKvixi msL¨v 

 Kvw•LZ ‡µZvi g‡bv‡hvM 

 cY¨ ev †mevi weµ‡qi cwigvY 

 cÖZ¨ÿ weµ‡qi AbycvZ 

 cY¨ Rxeb P‡µi Í̄i 

 cY¨ ev †mevi cwiKíbv Ges 

 cY¨ wecbb msµvšÍ RwUjZv BZ¨vw`| 

 

4. Ae ’̄vb MÖn‡Yi Kvh©KvwiZv wbav©iY (Determining positioning effectiveness): evRv‡i wb‡R‡`i 

Ae ’̄vb cÖwZwôZ Kivi Rb¨ cÖ_‡gB †Kv¤úbx‡K Zvi wb‡R‡`i eZ©gvb Ae ’̄vb cwigvc Ki‡Z nq| †mBmv‡_ 

cÖwZ‡hvMx cÖwZôv‡bi Ae ’̄vb m¤ú‡K©I Rvb‡Z n‡e| Ae ’̄vb MÖnY g‡W‡ji gva¨‡g wm×všÍ †bIqvi ci Zvi 

Kvh©KvwiZv wbav©iY Kiv nq| Ae ’̄vb MÖn‡Yi Rb¨ †h †KŠkj MÖnY Kiv n‡q‡Q Zv m‡ev©Ëg wKbv ZvI G 

cÖwµqvq Rvbv hvq| Z‡e Ae ’̄vb MÖn‡Yi Kvh©KvwiZv cwigvc GKwU RwUj I e¨qeûj cÖwµqv| 

 

5. Ae ’̄vb MÖnY I jÿ¨ wbav©i‡Yi †KŠkjmg~n (Positioning and targeting strategies): Ae ’̄vb MÖnY 

†KŠk‡ji Kvh©KvwiZv wPwýZKi‡Yi G ch©v‡q ‡Kv¤úvbxi †mev mvg_©¨, Avw_©K mÿgZv, c‡Y¨i cÖK…wZ BZ¨vw` 

we‡ePbv K‡i cÖwZwU evRvi Dc-wefv‡Mi Rb¨ Kvh©Kix GK ev GKvwaK Ae ’̄vb MÖnY I jÿ¨ wbav©iY Kiv 

DwPZ| †KejgvÎ GKwU †KŠkj †hgb e¨_© n‡Z cv‡i †Zgwb e¨e ’̄vcKiv hw` ïaygvÎ GKwU †KŠkj e¨envi 
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K‡i Zvn‡j welqwU P¨v‡jwÄs n‡Z cv‡i| we‡kl K‡i c‡Y¨i Rxeb P‡µi c~Y©Zv cÖvß evRv‡i cÖhyw³ a‡i 

ivLv KóKi|  

 

Dc‡ivwjøwLZ welqmg~‡ni w`‡K ‡Lqvj ‡i‡L evRv‡i Ae ’̄vb M«nY ‡KŠk‡ji Kvh©KvwiZv cwigvc Ki‡Z n‡j wewfbœ 

gvb`Û Ges m~PK e¨envi Ki‡Z nq, hv eª¨vÛ ev c‡Y¨i j¶¨w ’̄Z M«vnK‡`i g‡a¨ M«nY‡hvM¨Zv Ges c«wZ‡hvMx‡`i 

Zyjbvq Gi Avjv`v Ae ’̄vb wb‡`©k K‡i| GB ‡KŠkj cwigv‡ci c«avb Dcvq¸‡jvi g‡a¨ K‡qKwU wb‡P D‡jøL Kiv 

n‡jv: 

 

1. eª¨vÛ m‡PZbZv (Brand Awareness): evRv‡i Ae ’̄vb M«nY ‡KŠk‡ji Kvh©KvwiZv cwigv‡ci c«_g avc 

n‡jv eª¨v‡Ûi c«wZ M«vnK‡`i m‡PZbZv| GwU wb‡`©k K‡i M«vnKiv ‡Kv¤úvwbi eª¨v‡Ûi c«wZ KZUv cwiwPZ 

Ges mn‡RB Zv ¯§iY Ki‡Z cv‡i wKbv|  

 

2. evRvi ‡kqvi (Market Share): evRvi ‡kqv‡ii e…w× Ae ’̄vb M«nY ‡KŠk‡ji Kvh©KvwiZv wb‡`©k K‡i| GwU 

wb‡ ©̀k K‡i ‡h eª¨vÛwU c«wZ‡hvMx‡`i Zyjbvq K‡Zv ‡ewk M«vnK AvKl©Y Ki‡Z m¶g n‡q‡Q|  

 

3. M«vnK a‡i ivLvi nvi (Customer Retention Rate): Ae ’̄vb M«nY ‡KŠkj ïay bZyb M«vnK AvKl©Y K‡i 

bv, eis we`¨gvb M«vnK‡`i a‡i ivL‡Z mnvqK| D”P M«vnK a‡i ivLvi nvi wb‡`©k K‡i ‡h M«vnKiv eª¨v‡Ûi 

mv‡_ mshy³ _vK‡Z cQ›` K‡i|  

 

4. eª¨vÛ BK¨yBwU (Brand Equity): eª¨vÛ BK¨yBwU n‡jv M«vnK‡`i Kv‡Q ‡Kv¤úvwbi eª¨v‡Ûi m¤§vb Ges gvb| 

kw³kvjx eª¨vÛ BK¨yBwU wb‡`©k K‡i ‡h M«vnKiv ‡Kv¤úvbxi eª¨v‡Ûi Rb¨ AviI ‡ewk A_© c«`vb Ki‡Z c«¯ÍyZ|  

 

5. j¶¨w ’̄Z evRv‡i weµq e…w× (Sales Growth in Target Segments): ‡Kv¤úvwbi Ae ’̄vb M«nY ‡KŠkj hw` 

wbw`©ó evRvi wefv‡Mi Rb¨ M«nY Kiv nq, Zvn‡j ‡mB wbw`©ó wefv‡M weµq e…w× ‡c‡q‡Q wKbv Zv hvPvB 

Kivi gva¨‡g Gi Kvh©KvwiZv g~j¨vqb Kiv hvq| 

 

cwi‡k‡l ejv hvq †h, †µZvi g‡b Ae ’̄vb MÖnY †KŠkj Kvh©Kix Kivi Rb¨ D‡jøwLZ welq¸‡jv we‡ePbv Kivi 

wfwË‡Z †KŠkj cÖYqb I Zv ev Í̄evqb Kiv cÖ‡qvRb| G‡Z Ae ’̄vb MÖn‡Yi Kvh©KvwiZv mwVKfv‡e cÖ‡qvM Kiv hvq| 

 

 

mvims‡ÿc  

 

jÿ¨w ’̄Z †µZv‡`i g‡b †Kvb cY¨ ev eª¨vÛ m¤ú‡K© aviYv m„wói j‡ÿ¨ wecYb e¨e ’̄vcbv KZ…©cÿ †h mgwš̂Z 

Kg©m~Pxi †KŠkj MÖnY K‡i Zv‡K Ae ’̄vb MÖnY †KŠkj e‡j| G Ae ’̄vb MÖnY †KŠk‡ji Kvh©KvwiZv wPwýZ K‡i †m 

†gvZv‡eK Kg©m~Px MÖnY Kiv Avek¨K| Zv bv n‡j cÖwZôvb †ek ÿwZi mb¥yLxb n‡Z cv‡i| Ae ’̄vb MÖnY †KŠk‡ji 

Kvh©KvwiZv wPwýZKi‡Yi Rb¨ Kvw•LZ †µZv, cÖwZ‡hvMx I cÖwZôv‡bi Af¨šÍixb wewfbœ Dcv`vb¸‡jv we‡kølY Kiv 

Avek¨K| evRv‡i Ae ’̄vb M«nY ‡KŠk‡ji Kvh©KvwiZv cwigvc Ki‡Z eª¨vÛ m‡PZbZv, evRvi ‡kqvi, M«vnK a‡i 

ivLvi nvi, eª¨vÛ BK¨yBwU, j¶¨w ’̄Z evRv‡i weµq e…w× BZ¨vw` cwigvc Kiv nq|   
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BDwbU DËi g~j¨vqb  

 

1. evRv‡i Ae ’̄vb MÖnY ej‡Z Kx eySvq? eY©bv KiæY| 

2. evRvi wbw`©óKiY ev gv‡K©U Uv‡M©wUs ej‡Z Kx eySvq| 

3. evRv‡i Ae ’̄vb MÖnY cÖwµqvi avcmg~n eY©bv Kiæb| 

4. gv‡K©wU Uv‡M©wUs Gi c`‡ÿcmg~n eY©bv Kiæb| 

5. Ae ’̄vb MÖn‡Yi Kvh©KvwiZv cwigvc Kiæb| 

6. jÿ¨ evRvi wbw`©óKiY m¤ú‡K© Av‡jvPbv Kiæb|  
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