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Marketing: Creating Customer Value
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Marketing: Concept and Process
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Philip Kotler & Gary Armstrong fi=emts Te&@IRre Fcaces 8eI, “Marketing is a social
and managerial process whereby individuals and groups obtain what they need and want
through creating and exchanging products and value with others.” St foieq 2R @S0
AWIEE 2R AP &fewT TR T FIER @R Ve ST A “ATGT € i B @k
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American Marketing Association (AMA) R#etaa (@ 3eeal qWie FCACR ©f (AT, “Marketing
is the activity, set of institutions, and processes for creating, communicating, delivering, and
exchanging offerings that have value for customers, clients, partners, and society at large.”
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Importance of Marketing
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Marketing Process
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Understanding Customer Needs
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Core Marketing Concepts
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Marketing Strategy
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Designing Customer Value-Driven Marketing Strategy
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JREAATH JRF € AT AT GMFFIaT AfSDT @ TSIM TP F |

8. e qIF@r (Marketing Concept): RS <IRER N0 41 = (@ ARSI o7 e 199 I
T JGNER A 8 WO 7 GRS o= I 8 WFe( FeFo 0y 2B
@ IR A €9 | IR TS (T [0 FPID (79, T, 67 '@ &)~ ML *T%)
JEIRE BB LT I JAF TG (BB FAT = | WP MR [ 8 {ofelraq I a2
ORI =Y | fo@ s.¢ @ R ¢ Ree STe3ma e ARy Segd 311 =6 | [etel o (e
-, bifml, J-Nbeel, JRA-SP[er 29fs Pres Rueae w6 [efas 0 azel F
@R T=tee ffeicers mofcar Cofd a1 =7 |

¢. AN ool TeqW (Societal Marketing Concept): €2 Teitw a4<e foxfo g [easar Fr
T, (T A, (SR e R NS 8 Toe e TRTH | (SIS 8 HACSH AL IPTb
YO TR AT TG TN SO TG TP [T 8 TG AT @
ToIM PR I HCICR | [iog @i T o[ Ao FHPe SRR F9 O (&4
Moz 1 SR TS FHCALCPS NP Mooz | A= 7w, wdtfos TeT, Aias
TR ol vE FAF G (@RSt erged ol Az | e 3.v -« (ARt =eacR ANfEs
e ToqV TPREFET ATHI (SIS, @I @ FNCH 4 FroS AN I JPANAS
TG I FACR |

(TR F=T1)

e
fRete Toqm

cSr&
(vifewa 18f®)

(=)
@ 5.u: AMEF e Toam

/o7 e

e R 20T I RS GG (1R FES (F@, A LT SAMCHT PR (AF G €
G WHFoR A MO TN, T8 I ¢ P AR (@l I @ISR IR e | Rt Igr=a=
TSR FE-GAM oW, Ao Toqm, e Toqm, ool Qieell @ 2135 [{oiels oqm | [{ofels
RGP LN PG TR A TR (@1 ¢ ARTHN T 41 | GRS 97 SO & 2002
foteitem fifeg g oS @ S 341 | [ g ed Refewacid 4 7% (@Feimd
45 6 [ T8 2AfReEw 56 A6 |
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Marketing Strategy, Customer Relationship and Capturing Value

@
Q 215 T AT
n NS o FRET FF ST T FACS ARE;

= (@S I (ORI TR AW IO ©f I FACS ARET GR
" (TSR OJF NG FA[ AW IO ©f IO 2HCI |

e afferra (fo@ = 5.5) IR AR ¢ (FOR ARG THE GHE [ KB (@l Sy 2
TR G [0 (@A (@ 27 @ e e 9 A | siesics, [Retemaiar [ ey e
JE IR (@S] IR (oA Ty [foq S a=el IR | IR0 Roasiar (ol oy sjfea [fwwea et
@ (O] IPIRMT NG B |

MG [ ST QEeFa

Functions of Marketing Management

AT AfSBITTR AT FHER TG (FIF (TSR TSI 318 T T GR IO R SFf Wi Far
I OF FARA T T W | AT fAITFR T (FOR T IS [T FEET 2w A |
FRFTONT T (FIFTE TR TGN [T FEAFT I (Fo TS (o Fa0o A | ey
PG L BRI SAWI Z=T-907 (Product), ST (Price), @R (Promotion), '€ B[F T 3%+ (Place), [l
e fiee s «fibe | @3 TAMEREE 4P (R ) = = @ [EE sR|er 3 [uie
TG 4T ZCACR |

(@S % Cof

Building Customer Relationship

fReieley afemar e foafG =i Aed 8 (ol ATE TP S, (ol Syie] 8 TR Gy Rofeley (Hriet
8 o S el 7l T 61 SrriR *GT g Gi7l @ TR @@l FIei we F4; ©f -
(TS| T O @ FSEHF (Fo] TF J&F AT | 40T (@l 794 g7 (Customer relationship
management) CTT G 15 771 &ifer TR T THo (ol OFfF ¢ &P TR [fTwea roes
(ST I (O 8 I AT =T |

Y. (TFSl OJiF] 8 (&Sl T (Customer Value and Customer Satisfaction): (@&l 7% (of(d CF(q
(@Ol Ty 8 (ol 8T gl [T | Oyfe] = G@IAT =10 (Sf7f I IR MG Sfero FRT |
CRICAT ey el @ AT [T (ot Frfefes @ RN AR (I ACE | AR (1R o)y
AR T (ol I, T, *E TR W FCE | (@ (FOT (@A I G I 92 AT (S
TR Prifefes o1 A4 2 WS FReS #1190 | @ A4 T T G (ol @R g 77
FACO TRACR O T (FOICF *[& [T FE AP @CO TR, T I IC 3T 27N ICACR
R e weda RfTacn =t @ F90e 2R | [OIR (@l OffF = (@FoR FRUPHR — (@FolF
FRETAR | AT I G N, F, IS Tofa TRE (FoR N G2 #f I GRT WP G0
AR o 27, A7 fofers @R o fN4ifts =2 | SI9E, (@Sl @IE 210 I (T FEE T
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@R ARl o I, OF AT JIRCIR 7 2@ AT 951 I (@FolF L @ A7 Al
CRICHIE e I8 =W oS TEE I S T | (OIS OF A HPICH Ay A G W
AR (I 788 TR @R Tl (O e T(F | @ AB SR M0 (@FIe I T G 07,
AT ARG FA ATATR W8 A (N (PO N0y SPTEfR B 20 I (o 04y oyl
& @ @7 I (@ IR M 2T IO AR | QR (@l A6 ST ey Femis @ d9
2OTIE (5CT @ e STy 7929 FACo AT, ©Y ©1-3 a7 G2 I M @GR Gy A9 2
AR, SR (ol @ @88 (T, T G A8 I | A2 AP0 T & (ol fog
HE I ACF | SPTEE (ol (Disstisfied Customer) FTAT Ao MORRA @ FaC3 T GRSy
(FOF T IACO [TFTET FACF | 88 (@l (Satisfied Customer) »reifs faSR @ Fares
AT SEE A8 IO AT O @ e (@ol/w e (@el  (Over-Satisfied
Customer/Delighted Customer) IRRIF 2156 @ P4, A W@ (@For (Loyal Customer) =T
27 | 8Y O-8 7, % trol OF ARD® FIEE @ FACO THR (MR | @ IR (O] TEB e
T4 GFEGH RATTRIAT & Y372 PG |

. (FOR @O (Customer Engagement): 81 e feferbrer (Bweeier (Digital technology)
TR0, (MRIZE, Epe fNfeaR e I9eeas e [eeg sam Akqes aoie |
ofiat Q4«29 fEREGR GRS IR I [IOHONA ([@FOna A AT Fro I
(b8 BACR | AT A G929 I @l o ARbosd a1 FRERGTS (Community) Fr«er
FCAAAC TG O AZH qN AARAR A TS [foe] ©%7, wioeeel 1 Sqef® e w0 |
O (O (@ fEfGBIT (GRAEe G-I T G (@riifee e e T#fgfe ¢ s
S WS TR G5 [l AEes SR a7 R | SnRe RReTd F# 1 AR, @At 7o
#Holf JSIC S A AT TOA I (FF, pavF, 28 e ey fefen e Mfeares
fRGa171 91 FRIM &b B | G T ETIIET WCACS (FICAT (GO FICR G2 T A ©IC! #ACT
G5 (7 4T TR SAMIFEHS SIS Al Share FACS AT | S [ofaapiat Q4 G ffear
FIRE I O TOA 8 SR (GO A PP IS ARE &y [ITOICT ISt I |

©. SRAWIF TR G (Partner Relationship Management): 4&&m fsiem@@E 2t o
GFFOICT (CFO] OFFE] 3B 1 78 4, R S wAmepR TS A6BITe (o By 2 7 |
g % I TEAMRT I SRUIEE TS [Foomaial o G IARASE T IS
AR | R AP 2AFSHIT Tt 8 IS TS TAM AT IR efSH 47 IR
A P QR AT ST A SR JREF (FO] Off B 8 TR Tl I = | AN
PTG IR, AR, LG AP, TG IR | AR, IR A SD Tege f<fog
RerhmE-foR, Taerm, Seim, e, @ o 3 SRAvRme IRE PeiE
ST WHGCNR (O] BfIF] B @ FIRIR 41 78 2 | @ G RAGTBIACE SRAMECas AL
IPIF G AR YT Pl | GUH@ Offe (53T GG TR KW | WK AP (o
o] I8 T G oy 1w (Value Chain) @GR | @ Sfie] (BRTT Ao FF*1pael (A0,
TeAM, FRAIR IR ANTFTS IR 9T | @ IR T S &+ elfeds =g 5%
I | G T AN (Primary) I T 218 S5 (Inbound logistics)-ad SIKGTs
ISR T I AT AWM F¥ (Operations) F[, GF9F ACHICT FGHHHA (Outbound
logistics) T FCF AU (GO FICR (ATR (WS | & AL AL 910 8 @7 (Marketing and
Sales) FRIGCIT LT (GFOIF 219 T FACS SRS TN TR 2TNF AT TW@T F! | A
FRAPRESIE ERI e (Service) FH (@EFOICF 88 I | SIF (520 R SAWI T FRG
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TR FE- FICE SKPBIC (Firm’s Infrastructures), NFPPW GIG#F (Human Resource
Management), e3(&= Ba= (Technology Development) € @fFEICG (Procurement) 31 SIGISIET
R | 2SI ATERTG BIIe] BFA I ARG @ IBIST A I S O BT TAR L
@@ | el er FO6I ©I=TeNd T e AL MG TP FCAR O 6
AT A=l e 3 |

(T ] &

Capturing Value from Customers

fRetes e 22w BG4It FreNe (@O O] 8 0 A (R FToe 1% Cof a1 I @ ©f
403 AT TR O SCEHAT T4 TACR | GTHCE [RATSRT AK (RIT (FolF [Tl (o SR+ 8 (ol
2R o @ | IEAT S AfSrIfrer ¢ -eRfe TR (@Ol AT TS 8 FF FIIAAT; 1T
(OIS ST TET F[ A2G 58 A A1 e (o Coft a1 wiwss & 37 | g s (@weits «@
Tl (Retention) RAFFRR & EFOd MMoems | IRA W8 (@FoF @ IR & @ IV
RIATFIRNE FACO T OF (ATF NS @4 476 FACO 2 gl (FOIF G FACS | IWNCF , GG
4% (ol TAER 9 G2 (Fo[ & o7 (Customer lifetime value) TR | (FOR SGKA ©Ffe]
T AT BCATFOR (I (o] TOLT T FACO A SF T I | (@O 4@ A4 QOIS
RPESRIE @y Mre =0 @ (7 F953F (@Fol S* (Share of Customer) W& FACO (FITACR | (Tl I
T (@l (@I [WUE sy [Renem T T @ @ oF W We T afevm Fops e fire
(oFATE | oIt (@Fol SR* JCTAR &) IO (FOltnd & oy IRET a7 I | @B
REAITIAR & (ol 7WF Tofe TwiE T @0 TH (@Ol TR B FACO Al | (ol THIT
(Customer equity) 2T 16T JFPTY ARSHITTR T TSN @ ST (FSHA ATS G (FFST T |
@t TR efSBITTR SfarTen (Feifefe ot Fars 2Ry @ | I efedima @ MAF Teewe
4% (Pl AT AR T OF (ol TPIRMT @ |

o7 e

@A AfSBITTR KA FHER TG (I (FOR & OFfF] 38 I T IR IOF 2 Tfe] AW
I (A OF AT T4 TN T | G RANTFET o757 (@O G T[S o0 FRE 4B ICH |
o FRGER &4 SRMG SAME ==T—1907 (Product), ST (Price), @9 (Promotion), 8 ¥ 1 %
(Place), I o= el 1 4P (FR ) I = | [ofelte (ol 791 g1 =T q9 Gio 7)<
AT TR TG THod (ol ©OfFF] 8 @B HAANRA RN e (ol 7% Coffl @ J& AT
T | OFfe] R CRICA A0l (S AT IR NLCH Sers AT | (@] (HICT =0 AT CRT TR T @R
AR eFor=ll B, SIF AN HIRCE 7 &A1& LT 9 B (@O L (@ N9 T AN @
e = o e A R 0T | R @i 9B fEfEsE GaEe TReE wa [feged
(CFOTTAS AT AT G T (BB FACE | @CBICT FP AfSHIT Teredel @ S e wRAwig
ACF AR DT (R FRFIR ARG I GR IATO FqH T FRCT IS (ol Off] 8 @
SRR 9 ] 2 | e afer Q2w s qieet Freltd (@Fold offe JjfE FC WY GRITA “Treeed
I O A AR 8 O AT AT AW ©F TG T4 AR | 97 Togde! [oea& Wi o (@mol
el (@O =¥ 8 (ol TR TG (|
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Changes in Marketing Practices and Bangladesh Perspectives
@ =—
«Q 2N I AA-
= O SO ARRISTTR IS AR

v 3OS (HieTe FIE AT FACS ARCE; @G3R
" JRETICACH TIoHee BB It IRIT A0S ARG |

ey TR T AAfias o AAfRfSe = | [Reemasits 39 Gk AfRRSTa e Ao ST
YJ TG, IR I TG AfSTRST P T 772G 27 | R A0 [{o1eld 5617 ARTSTTZ $Cet 4@
FOACZ 3R JFTACR 916w AT 79It 419 (ST 20T |

[SREERZZEIMIERISEEDEY
Changes in Markeing Practice
TR ARTECTR A A FPNER AR ARTST 27 (1R MY (oo s@eRe ~fiaed =31
TRES, AT AR ARTET Tonin FRCeT Roferet TG AR @ YT GO AT | el
SO @ e, R, afsaifier, Awifas wfigrarg ¢ (@eolsfael o eor KRR T ©f
0 SIS ST =0

faga wels eyfex (Technology) @fs (el @ (Or&Ha WA WP wvel feer 911 58 eyfes
REETerel 8 JRRIFAMI AR Pl
feremaIaions Teey [eretas ifog Fire
JEARCT 97 JARE AR | R
Aof 8 (TR P O AR 8 G
Ty, 26y TR, oS, oF, JMOF W
LR TR o B | S | L B I Y
fifey e eyfeq =W AR | @:
HRG, (RE 8 [IPE JRE I
eI 49 =S 9 (STSMF A
Q@ FACS A | 99N e
Ao Eofivr e PRSP
TR AT 20R |

= (Globalization) € =g Jifocena
(Free trade) iacel Rowa f[fog et 5@ ».9: o 5R “ARSTTICER eroRTTIR
GTF AT A @A FACS 2ARCR |
TS P ARG T2ESF 8 AT RISl (eS8 ARSTAINNST (ITOTE | SHIATTR TS T
Sy qgwifes afsditaa TIRIT FETET FEE HSEHISF N 92 A FZCES G Fl e 2002 |
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e JRPTR PG TONT AN A& wrEme! (Social responsibility) ARG @ TSR F=AICIR
THUFPY M TR | I T [RATTIEl ARCTREFT A7 oFe, ANTGs Fenied g [fog [oee
FEGET 9= AR | @ 5T IR ARICS NS [{ATSIRT Q4T IS Al AT (e I FACE,,
EPRECE IR 3G AT FICAF FAR, R AR AfS TSz W epren, AfRTa[rea JIeNeE U929
B

RATHIR (o TG Gy Q4 2T (TP RIS $Fg WA (@FolidGFo! (Customization) ey
4TS T 2fs AR 2% | 2SR G JFAEE T AT (FONFHUS 20 4TS 8 HARAE F41 8]
TR | @: oeaiat SR Werd GrEaenes (PP (FIte WK (ol e Fied 2ewscs!
TR, DG, TAP I TFT [GH IR (A A1 ol (oA TC[ FAF M Wi |

TR, R aiw @i e fre ey Jrees st 9 afswifer (Competition)  (IAIRET 6
JEE B AME | RA P | @HETE TR AfSEifor Sigors AT | 98 ASBRITIR
TR ARCI T AT Tz @ JPANETE (@6 | IR PR [{ANTHR Fors AfTSearet
FARE AR BT AP T O [T FRET @ oo JIGreaR Fadie AR FACE |

ISECRCISE]
Marketing Ethics
foreiea (fsTor Of il G2 wFgad | T Tfod [ [ete TR TS [Foree il e |

oot Afsfb Fer SNET SRR M FCo =7 | RANTT I NI (FESIE (O Ao 20
JAT (KT ARCS & | FoAR, et Ae wFHE [feg 1903 @iy el a1 Fea WEeTa A
ePTr=ef AR o ST TIMe I =0 OlCF [l (ool 0 |

ool oS! TR ey Rt [t SR A TP TR G TP G0 W e Qe
P | 9 NN Ty A0y, 5, R, 369 oy R AR tafod I TR9e S | (Afodor
AT 22 MBSl 2eT- TS ¢ SR 991 qaeroe (\fower s 2t | fesf pisfr 2=
@ o IR I w2 ool 8 AMNEE wE-wifegs FHE Prale @F | a=ens Reems[e
wiRg, RAOTSRR oFTe Svad, ool 8 FFarediTel, [eeteR Y &ive [feq v wfvwE @
TGy, A TN 8 A, AN, T NGRS, @A, ARAS S s, Aifers wifrgrag Tenf
TEYE 20O AT |

GFG AHor [FATBINE AR (AoPod AT TS WIb (WP ICo T | [RATFRIE
SCAPATE GO (O S[YEA AL 210, A TGS OiF frecss [ywearsia A e fars =3 |
ARl [T M I T O S e Jfa e 5% A0 ©f (oo ANl 77 |
R, R s ot el @wie free Ficy [etaaaisics e e s weaw face =311 @18 W3
CFE RANTDIACE T TS 2 @ AFSDITI I AEH A0 FAF AN (oo arae @ @
TS TS AN | SR F A @ ol g1z eifeviae wftng «a tafswer 7ft e amirenfe
@ T Fale TS A | SR G ANCET WA S T 20 @R w=ies elfedia wid
T = |

AT fefee 561

Marketing Practice in Bangladesh

IRFACR ST 2AfSBIAR e bR-SRal (=@ e warer fFw g e [erm seew s
P SIPTCR | RO FCE SCERGIT, (A, &AL, (1T 5107 8 G #1ely oo S [ Toqm

BT @3 PBI-5Y



fo1eleT: caFer oy 2

FFTOIT Y FIZS TR | AT TEH ([0S @ I&fos I efedias 7yl e e qrocs, T9 T
afsrifrerorf T A= toft =0 | afswifiery b =, #ftel tafbay, e sftar =erTers!,
2YET IR, (@S] oS! THJI7 FIHC oo Toqm IR &fS IPTAME TeE Jieg &g IeCE |
T AT JEArTes [ @ s gete coret #efEd (wia [eaw Toqm SRpiRe T AT | G2ers
TOACH R0 CFq, (PRI PR, fvrer, GRmEe, Tre 8 [o @=ifFee [
FEAG ALFSIF T FACE | P ARSI (SR F&fBF AN AN FANCTI FeINE 2=y Tex stely
4TS @ o FACR | FRCNT o7 T I @, JRECCH ool Toqvd o AP 9= 1 2=18
CTE 2fSBIAR AT R S PR FAR G2 TR [Heie Todqers afs sz 312 =0 |

R M SCoe SR et 9 (MR Koo afs syl i, 58 (o Sivace Ao
7T AR | THICT-35 AR OTS ST TS ST FPT WF B G SHITH (FOl 8 (ST&
TG @ BIFRAT 27 FACS TFN AR | (O] SR A (MR ARG T HC (PN o, Gt
37y, FofeTT (1T Torfn @i BT T@E |

A o1 G @ PR HIteTe TR | QLT IRFATTAC oo SRR 2 94T 1 208
[P PraTe =R (F0@ (ISR 2™ 1 iR «f7[cs [rarsr ey @R a3k (oreR 78Ed »fiace
A TG @R g e oy TeAMe @ Roiels w07 AP | G S Koo Toqm 574 Al eeieea
O[T JTACR AR ARBES THIH G TSI {27 ToIM SPiae FACo AR 7 |

(SISIR BIfRAT ST 2elf FRRAR R o SR &y IS N TS | 6§ [Kvferaapiaian =ieens
TGS & T FRGA ARG T T, #Ieha [T ISR &5 (91 [zl (791 207 2I0% |
AT 4T RS BT O TR IS QA IR [{ofee SR 9 I | [{oramaaar @R
Sl (G TBIRT (O] AP 8 (ol WIBF IR & (PICAT (e AFAT SprRel FE 1, T T
ool ST T @ GO (LT (A% | @ BIRCT IS AFIAT, SN, 2ely AT, w7 iz,
3% ife], ePTR SR@N Topifvn TR ey Mo ARSET arel, AT @ AT AT F1 SATAEH |
JRECACH I CIFA S G G0 TG TS A SF© O '8 S S O/ |

FFCE AR RATSRAT 2 e F© woled S TR (I I 97 G SAfodtere 367 e
A | Reieley tfower it eyl [Ee | oar A N, @, TeomeTa TAmed, S, orm
o eFged O IARASII (SIS QAT LTS, Al (STSF HEE 8 NG NG FRTS! FCH | TOIH
TFE TRITFY 8 T G ARACACH TOIGT DA ATHe W2, 000" IR | [, (SrEnd
AR 8 ALRT EF-FI FIE NGO TSI 8 A TP 7 TR T (SIS B L
REERSRIoE | goifis =7 | (oremd Fwer [l ewcge A [REvar S aRemes f[eres
PG ST * eI 70J |

o Toam Afop T @ e e wftafes o eres | WyFE @, ARk,
SAINGTORI! , T FICR WL JREACHCR 70T S Fane aife™et 20e A |

o7 e

TS FILA Afstaiirer, egfes FI2R, KU gOR, (@O AHOTS!, TBEMSF TF | F[a,
wRFe, wetafos Ifeaeen Afkasy Top Fhed Ko GG 4GS 8 HAGF e[ AR |
fRATHIRN =1y @ TN FHITF S TQAZ S GIAIAR G, Ay T, 4TS, &, oS 377 F=et, ooy
TRRRAR A errETeRarR [ifoq F0e oyfeq IR FA0R | IR QAT [l I 92
AT 1 =TS FPNRT Fale Qe (Fea IS (SIS 22w 1 bifEnT Gk (Srer 7Eee afs wwy
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