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Company and Marketing Strategy
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Strategic Planning
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Strategic Planning
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Setting Company Objectives and Goals
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Planning Business Portfolio and Marketing Strategy
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Designning Business Portfolio
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Analyzing Current Business Portfolio
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Marketing Strategy and Marketing Mix
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Customer Value-Driven Marketing Strategy
GPL @ ST A G TP
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FRCHE AFLA 8 AR JRCR
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LA 8 FRAKS ARG ANSTF TWRAN AR N IS W7ol I3, G2 ASRCE Tol g e
(Target Market) 301 | Wf©8 Jreid e afes e =" (Market Targeting) 8 Sf©8 et
SRR (GFOIACE W©B (@l (Target Customer) I =7 | fereimiar ey W /i s wfos
T AFLANT! T | 018 JEACE STl FCF [QAITBIAN S [ofer S AR I @R
ARSAANTAR (ATF AR “RfbS 29[ &y Koy S o= I | AFSRINTR (A @ (@Sl Offe]
tofR Gy Riee S fogera Sogeia SR aferics sRAwae (Differentiation) I6T | SR, facem #iely
N JTC T SR TR (@SR M 7, TR 8 FRS NG (O &) [T ehBF
qres S<g[«a= (Market Positioning) G |

T R et

Integrated Marketing Mix

Ao el *[ (G (PIeT GG (Preiifer il Frfercas [fog TAmI A1 bermead B9 ePyg dAnis F1
Ty 9Te = | AfSPE @R e 51F (Marketing Variables)- #¢F (Product), ST (Price), &9
(Promotion) '8 % (Place) IR I GISTEICS Qo el T Sfofee 41 =7 | 98 TAMTS 4P
(T 197) <=1 =3 |

Philip Kotler & Gary Armstrong =1 fReters sesr 31t 01, “Marketing mix is the set
of controllable tactical marketing tools- product, price, place and promotion- that the firm
bleds to produce the response it wants in the target market.” oefe e fael =
R @IS [ =Ifoa™- Aay, F7 3B @ &R @7 GT6- A (T efov o
T LIRS ST AT Sy IR B |

Aoy 8 PR o FREFT T 68 “7=17 o9 | PR IR T A0 AT A+, @37,
i, e, R epTH, A=e-C T, AR, S 31y, ARk, Teuaae To5i | 291 St
(@012 RivegeItd be1cs 21t 1 | Reatee (@ g6 TAMIACD AT He1cd O[] el JET &) SIS
VT 2 (@S AR | ARSI G2 Some/5e7% A f[etem et ies #ffoe, ar foq - 2.¢ @
AT ZCCE |
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T P R AT - -
PTG AT AT
o[ 9 e 7 | | = e -« SiferT T
S AT | otermerat = / = 5T
G MR WG | | A " QT
(@Ol [ (OTE Ararew | | = By n SIRTHCER
SR, Ay A | | S A e = qifRe S
ORI &S I @ q | | " I CEFoI —
(OTEE A A (S
HE TG e i) " ACOGE I
HIIAR (A | " AN

. T (Price): S T = Gy " SR
IBEIE(&E LT » gfes e " GG
ot ey S = R 2T » i
I | W AT A 5 2.¢: ot firicer SR
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CRT SeTd & @ AR =g (@l I (e 8 ReeadiaE Wy [T & o i 67 |
TS, (o] T (OIGT FIER PR FT @Pgod THAME | I T =0l ool fieem «awi@
TAME TR LG @A S FACO AT | A (o[ AOFIT, AR @ ATHF ST A
T AP ABEIR (@S] 70 T A0S WA 7 | Jo1 fefaeea e 7oye Rametet =61 -
Siferd! =T (List Price ), J18T (Discount), @& (Allowance), ARC*«d 5= (Payment period),
317 =S (Credit terms) |

©. &K (Promotion): (el 3T (SIER A RAFSIRIT @ITRITIF MG =T 2P | 2PIEa ey
AW NG RATSRT (ol A (OTSR IR A7 I G FTF O &0« FE, AT T
QAT 1 TR W FCA IR 0] TRE AT M FRET W | 2itefd vifewr Tofs Faco, sifzwr
4 AACS, G fsritron T R oy ey ere SRECR Y [eeas[ ye
A | IDF INGER N0 IR - [ (Advertising), & @1 (Sales Promotion),
PR (Public Relations), &M@ fRearq (Direct Marketing), @&k fes @a (Personal
Selling) |

8. 3%« 1 g« (Distribution or Place): = IBCa AT [otempIar 1S (@l T (SIEF IR
TP AoF Jemd [T 2o 31 @ enfe fJfve w0a | afswfrer e Rermser v
TGSl oo Ar2rda 96 (MRCS HAF O Toa RAdTFRIT ey (99 S0 | oea 3569
g g Ramer T ofiqzd e @RISR (Transportation and Delivery), @@t
(Channels), wTgorge &Il (Coverage), INCI* (Assortments), =<9 (Locations), o &
(Inventory), I+ =TS GRAT (Logistics) |

o7 e

TS ARPEA 2R (ol SrRpitTe e T 8 st e fsfaces g 9z 4 =7 |
e (T =T e [erer, TRy Qe e, e SRgeeRe ¢ RSP AT | GqiT
TR R @ ToiR fofe 3 Tfre e fiel (o7, 361y, 3+, @91F) tofF 36 1 2=
T IERCE NGO @B fefere FwEelt ToRmm A Tefqens fee w@@ Ww zwen
e ore | e [Row 3T 2/ [ARBIE A AFA 8 FJME FC-7RAT 1R IR0
TR O JGRcE Wdfe FF, GIR e wog e I | Weg e e e aew
TR S SOF JEH SGEIA (FOIIACP S8 (ol 1 27 | "l oy W st s
o8 G NFEATS! RO IR | T8 G STy I [oPIa ©IF el SR ARG
TR IR ARSI (AF AW +Af:foe 27 ooy [fog Fdaw azd 703 | Afs@Nwa (@tF @
(o] By Cofed Gy e e fogeity Sorgsi S el s sRAieae 0T | WK, facera 2ol 4
T S ST G (FOR T 7P, TR 6 FIMS g Cofed Ty RAdTINa dAvBis
T GRS 0T | A T (I RN SN gl A WA WO A ARG 57 F0S
SATCH | (I 29 T G e &= (@ Al g (ol AT (ores ¢ [epiaia oyy [ =21 o 3=
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Managing the Marketing Effort

@m

Q 215 T At
v 3o Reaes I o [T FACS ACET; @I
n A AR SAMPTIITCSE I 0O AT |

oIt ATHBT AR TR T I G 2fSH AerS AT GJag=ia= Fie 7704y 303 ©f o7
T .Y @ AT TR | ARTS FCATRE (@ @GR @ AP ST SR (BIT1S ATPHT
a2 I | @ ARFFIE TN AP afeS [ert [eree [Rermz Sy 5 o, e, 40- @7 &5
AR o I TS = | 3T 2fels et e fiegam Smnifs som 397 oy fog foq
e NGNS 27 | IBAT @ IRASTY MLICH “ARPFACE PG FoAGT T & | TG0 ety ey
TR FER 0 AT TR 98] = 40 & |

AP IR '8 TRAST foret
14 \% v
foterer g TG T TR
Vv
TREHTLTIETE G
A A |
@ 2.b: @I g, ITIR @I fwEer afewwr

Rty e

Marketing Analysis

Totelte Fier %@ FF AT Fes 20 [ 2f:fgfs s s s e «iffgfs [owe s o
e BIfRAT, e el e efa @F A AL e [orew fofevmz, (5 Ireras Swes R
(@O SIS LdeIfTe FE N ARG TAMTLTER O Me@E € I Fa1 =7 | A9=ers, SWOT
e (SWOT Analysis) @ Tr<es R{stee #ifieat f[eaet a1 237 | afsdes ks sy, gderer, e
3R AR TG @ FHFAE SWOT Reaaet 9eet Afb@ 2.9 @ LT 20a0E | 97 AfSoias srepeste
8 s AR [eme 99 afs 2@ SWOT Analysis | 30T fediem Sepeare sifvaee [feg
ez AIEsar w0 Roeaedt afedinaa e (Strength) @ METST (Weakness) SR F(F |
TS, G2 AL AT TS AR Tow [e=e S @@ (Opportunity) @ (s (Threat)
fafaer 3ca |

ﬁﬁﬁ@ ‘j'é‘[—\‘)o



@A @ o @

@ e SIS 1 eI =« G
AP TAT AT AT FCA ONF QWS

T | SR @ TP HFEAT CFQTCE
AfoBIt  MoEFey  [RAay  wREEE | oo
WM DA NS REAT qE [Ce |
ReeSRIcE afofre gafs ¢ Juam ResEd
FAO | G Tl TR A6 @R

geiis, WFE A TAFS (I O @A
SR T IR [eeasE s el
&g AN TR TG TR NS @R
A A 0 | KA1 gufea agfs Se@idl By Fioq FhHRN FF @R @ FF+ QPCe I
wioa AR @R, COET ERIRER e 58 ARSEN Coft B | [P TG AT QTFTR
RFEATST G @ I ARSHIR TS TR AT S CANSTE Q2 FCI AR oo Adia
AT AFS I | fSH SIF AN @ Ve SIS IS AR A @7 8 TN IR
A

R offasgar

Marketing Planning

[T ARSHIA o157 @ Tl TSR &) SIS I Il 2, ol I TS, (@I I 2F, (&
TR TR GG AT FPIO oaes [ ~fsgar =0 =711 ot 36 el afwmn | s
GHIRT , SR RGO &y Aol A @izl F21 =7 | o [ sAfager 2= 76 Fieed e
8 WfFe @5 For I T I e Reswe 3@ [RotemaRia afete e a3 afsdnes et Sy
TS FEAG | @ ARGFENT [N (@ew FEafen a W @ g AN o 350
T TC0R | SHIEIIRA- (I AfSHITR [oiels Soweely T <1 =7 ASIRE Sooo ITEG oy [eww
40, SR AfeRia Sai [Kfoq Rorhtr O Sy SIeed & G F16 IS | Seme ot
000 BTG “°f 2Fe AT @fo Fa, oL [For o4 dFe FF & IHNE PR [(fog TS 46
FACE, WAF W JIG=A! [ 21607 &F© ¢ RF Ty T (e 8 ef¥rwe g | «F e e [{opes
(@RS I FABe @A ANF Afde Ty ffaet, 3T GO 2oy (Mg wedm R Rl epiEs & F1e
A | PR FIEE AL NI A T8[90 Sy 2fe Sooo TG =6l I [RGER 7%
@ T FA T TS | AfSD O Al T, oy A1 FIeeT ey [ ARSE a2 T A0S |
(T P RS (RIBT AP ST FIRSCI SIS PR T F0F 727 Al et Fea oo
ARE TS I3 AVWS T AfSH WS BT TPl I ARSH Qo e | [{oteiey oAfzwgmmm
@ 1 [T T TAM SRQ® AF ETCE G TR 2.> I MG (AT -

fom 2.9: SWOT fareraer

R TR SHfHIR AT T T SR |

“ffefe oo e siffefs, SWOT freet, afstaiforer, ooy srsfer| sy fazpmz |
Refer T T, st oty , SIAfoT Srerely, STOTE ISR, ATSTF SIAg 2 |
e semafoTR Sy, ST, I, IPITCAT, A6l oiagel |

e Frae @F-]0S AT, [ =G, 2= =7 |

o A , o1l efSDe, e &y “Afear

ARA TR: 2.>: AFFEAR SAMITTR

2TFG 72 -0



Q9

o A (Marketing Implementation)

T ffae SRR A9 O] BIAR TR G RGP0 e w1 27 | @ SIS S TSI
Je TN I T, JPNEA AL LOFF AT 2AFONI oo [fog UE A CORTIEE A P
NG | GOIETE (Stakeholder) FCS (FSl, T, FRIRARIE, IBFI Tofwa @RI =7 A0
AR PG AN LT 1 AT Go© AT A AOT® 77 | el ~Rega J 41 =3 8 &
N =(I-9F TGF (SN TF; IF 940l IRARCH IR FAE, (FIAT FAE, I FACE 8 IO FAE I
Teq (e 2 | S [oAeqridt FMIFeE Fier F1 (ARAT) @R &S (@G W A 58 @ Ier @i
CFE A0S (b T ((FT T FCF) ANTOIE @GS |

Qoo feret sratd (Marketing Department Organization)

TP AFSHE o0 (P AN I G o6l A TG LTS 27 | (RoT AfSDIR (e
GFE e I N2 Aawelr, [, @1 G, e, [eare Seopifvg Fie @ 4 | 758 afode 7o
20 oo [t SEmrei A0 1 21, @ Kot oo stey IR o Fefers Aes | [
@ IRAECT G oo [t S 7@, Iond, T, Fo 9 0y IS T3- O Prawe azet
PR | et ~fTEaR FAR I G #A4ly, T, I, @A, et ol (Marketing Research)
Boyn f[acam Femion & AT TIF ¢ FAC WG dWiT F4 &F |

e =@ (Marketing Control)

1o AfFEAT ABARCTR ~17 ASBAT T T GR TR F4[ G 27 | G A SBE
ToRA 8 IS AR g7rel 8 e IHe F0e & GR EPR R[S AL FreF At
ST AR e REIT Fea @Az [{oels (et @ b BT SR Ao 1 = | qRIGIS
fotelel (@FTeTre “fiegaa AfSiarar QIR N Fob! TEeTeF ©f IRVARE F4I 7] CACR, AR F41
T R G SRAT AR, Tae ¢ fmget w41 =7 |=Zdifae s sedt e a3 e =
T O SURRS T4 IR AW 200 [Rge Z0ET ICHLTFT 778 A= FACF [0l ferzgel et | wreife )
fotele foRECer e el (@ @ SARSEAR et SAfFEe @ FRe G FRCATGTRTS 598 Q70 F40
T 1 e Sy STeieq ool &wie 33 |

/o7 e

AGRES FCATED (ZT (FIRGE 2[0A G elfSBITT A5 (PI*erre Afapgar =t F(F | @ ARTFEAR
7 afSvicTe afsls e [eiw errm Sy et e, e, “907- 3 & 2ifFese o
M 7T | GG sl ot [ive sifegmim St srem waa wey fog foq Fitem wiftigae =3 |
IR @ TRAGTR NG “ARFEFACS FICE FoMCH T T | IO FoRECR FITH T TR A
ARG FRTNGTFTE Y AR TN | AR Bl *F S A2 raifs 2 oo «iffgfs
SRACTDT 1 S e Affgfe e s ey e sifzwr, e 7ol e a7 e
A e orea foferrrz, @It et Wed Uk (@l bIfRveE ol 63 @ 2T
TAMMRTTR O TRAT 8 I 41 = | AHRere, SWOT Resimer (SWOT Analysis) @3 ST o
st fReae w1 =01 SrepeRr SR [fey ez ’iesar s [RoeasEr dfesias s
(Strength) @ BEeTST (Weakness) LR I | SUcE, @32 A Aot s A= Ssiwiw
fTsel 020 I (Opportunity) 8 ZAF (Threat) F«fas F03 | T efedieas o757 @ Sy e
RS fofee AR 97 2 | NI (T IR ey [l o1 F1 a4l Freid, FE, F©
oi¢f 0T IRAITE 23~ ©IF PralE A= FCF | @ (4 F9 719 ©F IRaR T 78T TPINER A
orF I AAFOE Give [(foq & I CORRTIET A IPFIRT MG | ot fqzgeem e
o (PET 8 ARPEAR FIee A7 8 FHRE GR ITRHGTFETE 777] A= F41 =1 [oAeieT=
Ty Sercas fooas! emie 4 |

25 72 o103



Hj BT R SR

RPETS ARPEA P ICeT? GF LIPTIR T T |

FTRTTS “AfTFEaT 4= FAF R A K @ @ [ e o= 341 =72

ARG fari Pt AR AR IR/ 7 |

fimie fRafoq ey #i6fs 3BT Srre 37 |

P (ATGCRIRNS 8 (FIHFTIS FPT ISP FCo 6 (JRI?

(PBT FAMTR P2 GICATG-1?

&3-S THRRPTR 1T TP |

4P ST (PICT #ICTe A Gy (=17 QRO AN FCACR | e (T &g TR

(935 1 OF @) 2= FAE € (F FAE SHIRIPTR N[BT T |

. T Al SB[ JPI RIGIR Al I FCA2-TT 9 |

So. ‘AfSBTTR AfEF ALy, Y&l AT GR TURFF IS 8 TR SWOT Reser e~ Fprt
PP |

5. @3B Af BT TG FPIER & ARTEA 2T FAE Sro? [@e Ao T |

5. Rers fReeaer 2 SCHaT 301 |

9. PG AR P2 (BCG) WICATTE (F17e JTR G TR 1T T |

38. (ol SIEIpIfeT® o (i FoIce & (@RI HapT= T F |

S¢. RS e fre SAMMT Wb 5 |

Y. e Afgar S R ARSENT TAMPRR TE 6T B2 |

3. M P, AP GG @RS @FE [EeeasE | S T99 Werw @ wWRRe
JRECACAT G HCO HICRS | N9 MO AL &y WA Gfl f[wiei wifagen cofd
P |

Sbr. ot Ireaze, oo sRaow ¢ fagEe e e 3 |

S G0 0

Kotler, P., & Armstrong, G. (2016). Principles of Marketing (16 ed.). Pearson Education.
Kotler, P., & Keller, K. L. (2016). Marketing Management (15e ed.). Pearson Education.
McCarthy, E. J., Shapiro, S. J., & Perreault, W. D. (1979). Basic marketing.lrwin-Dorsey.
Ramaswamy, N. (2009). Marketing Management-Global Perspective, Indian Context (4e ed.).
Macmillan Publishers India.

= Stanton, W. J., Etzel, M. J., & Walker, B. J. (1991). Fundamentals of Marketing, MacGraw Hill.
International Edition.

AT, T, 8 NS, LS. (036, o6 g1, IR STe e,

T, WA, @ AR, T A, (00b) TGS NGTEL, AT S F<ifvyer,

https /lwww.coca-cola.com. sg/our-company/mission-vision-values
https://www.sfbl.com.bd/our_brands.php



