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cÖZ¨ÿ I c‡ivÿ wewfbœ Kvi‡Y e¨emvq cwi‡ek cÖwZwbqZ cwiewZ©Z n‡”Q| GBme cwieZ©bmg~n we‡ePbvq bv †i‡L 

mvaviYfv‡e cwiKíbv MÖnY Ki‡j wecYbKvixi Rb¨ e¨emv‡q mdjZvi mv‡_ wU‡K _vKv Kómva¨ nq| GRb¨ 

‡Kv¤úvwb I wecYb †KŠkj Ggbfv‡e MÖnY Kiv nq, †h‡bv cÖwZôvb Zvi e¨emvwqK D‡Ïk¨ AR©‡b mdj n‡Z cv‡i| 

GB BDwb‡U †Kv¤úvwb I wecYb †KŠkj  wb‡q Av‡jvPbv Kiv n‡q‡Q| cÖ_g cv‡V, †KŠkjMZ cwiKíbv m¤ú‡K© ejv 

n‡q‡Q| wØZxq cv‡V, e¨emvq †cvU©‡dvwjI Ges wecYb †KŠkj cwiKíbv cwiKíbv wKfv‡e MÖnY Kiv nq Zv eY©bv 

Kiv n‡q‡Q| Z„Zxq cv‡V, wKfv‡e  wecYb †KŠkj I wecYb wgkÖY Kvh©µg MÖnY Kiv nq Zv wb‡q Av‡jvPbv Kiv 

n‡q‡Q | me©‡k‡l, PZz_© cv‡V, wecY‡bi cÖ‡Póv cwiPvjbv wb‡q Av‡jvPbv Kiv n‡q‡Q| 
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†KŠkjMZ cwiKíbv 

Strategic Planning 
 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb- 

 †KŠkjMZ cwiKíbv Kx Zv e¨vL¨v Ki‡Z cvi‡eb; 

 K‡cv©‡iU wgkb msÁv Kx Zv ej‡Z cvi‡eb; Ges 

 cÖwZôv‡bi D‡Ïk¨ I jÿ¨ wbav©iY Kiv nq Kxfv‡e Zv e¨vL¨v Ki‡Z cvi‡eb| 

wek¦vqb, gy³evRvi A_©bxwZ I cÖhyw³i Dbœq‡bi Kvi‡Y e„n`vqZb cÖwZôv‡bi cÖfve µgvMZ evo‡Q, d‡j e¨emvq 

RM‡Z cÖwZ‡hvwMZvi cwigvY A¯̂vfvweK fv‡e e…w× cv‡”Q| ZvB evRv‡i mKj cÖwZôvbB cÖwZ‡hvwMZvq wU‡K _vKvi 

Rb¨ †µZvi mv‡_ my-m¤úK© ˆZwi K‡i, ‡µZv‡K `xN©w`b a‡i ivLvi †Póv K‡i Ges bZyb †µZv msMÖ‡ni †Póv K‡i| 

G KvR¸‡jvi Rb¨ wecYbKvix‡K wbZ¨bZyb †KŠkjMZ cwiKíbv MÖnY Ki‡Z nq Avi `¶Zvi m‡½ Zv ev Í̄evqb 

Ki‡Z nq| GB cv‡V †KŠkjMZ cwiKíbv cÖwµqv wb‡q Av‡jvPbv Kiv n‡e| 

 

†KŠkjMZ cwiKíbv 

Strategic Planning 

wecYb e¨e ’̄vcbvq †KŠkjMZ cwiKíbv GKwU ¸iæZ¡c~Y© welq| KviY BwZc~‡e© Av‡jvPbv Kiv n‡q‡Q †h, GKwU 

e¨emvq cÖwZôv‡b Zvi AšÍ©MZ wewfbœ wefvM (Departments) GKmv‡_ KvR K‡i| e¨emvq cÖwZôv‡bi cÖvwZôvwbK jÿ¨ 

AR©b Kivi Rb¨ Gme wefvM¸‡jv‡K GKmv‡_ mgš̂qmva‡bi gva¨‡g KvR Kivi cÖ‡qvRb nq| †Kv‡bv GK wefv‡Mi 

Kvh©m¤úv`‡bi Amg_©¨Zvi Kvi‡Y cÖvwZôvwbK jÿ¨ AR©b Kiv m¤¢e bvI n‡Z cv‡i| KviY GK wefv‡Mi Kv‡Ri mv‡_ 

Av‡iK wefvM cvi®úwiKfv‡e RwoZ _v‡K| cÖwZôvb wewfbœ mg‡q cÖvwZôvwbK jÿ¨ AR©‡bi Rb¨ wewfbœ cwiw ’̄wZ‡Z 

cwiKíbv MÖnY K‡i| GLv‡b †KŠkjMZ cwiKíbv n‡jv cÖwZôv‡bi jÿ¨ I mvg‡_ ©̈i mv‡_ e¨emvq cwi‡e‡ki 

cwieZ©bkxj my‡hvM¸‡jvi †KŠkjMZ mgZv weav‡bi cÖwµqvi Dbœqb I iÿYv‡eÿ‡Yi cÖwµqv| mnR fvlvq †KŠkjMZ 

wecYb cwiKíbv n‡”Q Ggb GKwU cªwµqvi Dbœqb I i¶Yv‡e¶Y hvi gva¨‡g cÖwZôv‡bi j¶¨ mvg‡_ ©̈i mv‡_ 

cwieZ©bkxj wecYb my‡hvM¸‡jv‡K Kv‡R jvMv‡bv hvq| †KŠkjMZ cwiKíbv MÖnY Kivi mgq PviwU ¸iæZ¡c~Y© †ÿÎ 

we‡ePbv Kiv nq hv wPÎ bs 2.1 G †`Lv‡bv n‡q‡Q| cÖ_gZ, cÖwZôvb‡K Zvi wgkb wbe©vPb I msÁvwqZKiY Kiv, 

wØZxqZ, cÖwZôv‡bi D‡Ïk¨ I jÿ¨ wbav©iY Kiv; Z…ZxqZ, e¨emv‡qi †cvU©‡dvwjI (Portfolio) bKkv Kiv; Ges 

me©‡k‡l wecYb I Ab¨vb¨ Kvh©Ki †KŠkj cwiKíbv MÖnY Kiv nq| cÖ_g wZbwU KvR K‡cv©‡iU (Corporate) chv©‡q  

Ges cwiKíbv e¨emvq, cY¨ I evRvi chv©‡q we‡ePbv K‡i cwiKíbv MÖnY Kiv nq|  

 

K‡cv©‡iU wgkb msÁvwqZKiY 

Defining Corporate Mission 
 cªvwZôvwbK I wefvMxq †KŠkjMZ cwiKíbvq K‡cv©‡iU wgkb Abyhvqx bxwZ †KŠkj Ges D‡Ïk¨ wbav©iY K‡i 

GKwU KvVv‡gv MVb Kiv nq, hvi gva¨‡g wewfbœ wefvM Ges e¨emvq BDwbU Zv‡`i wbR¯̂ cwiKíbv ˆZwi 

cvV-2.1 

cÖwZôv‡bi wgkb 

msÁvwqZKiY 

cÖwZôv‡bi D‡Ïk¨ 

I jÿ¨ wbav©iY 

e¨emv‡qi 

†cvU©‡dvwjI 

bKkvKiY 

wecYb I Ab¨vb¨ 

Kvh©Ki †KŠk‡ji 

cwiKíbv 

K‡cv©‡iU ch©v‡q 

e¨emvq, cY¨ I 

evRvi ch©v‡q  

wPÎ 2.1: †KŠkjMZ cwiKíbvi avcmg~n  



weweG †cÖvMÖvg 

BDwbU ỳB  c„ôv-22 

K‡i| K‡c©v‡iU ej‡Z GKwU cÖwZôv‡bi cÖavb Awdm‡K †evSvq| K‡c©v‡iU †nW‡KvqvU©v‡ii ¸iæZ¡c~Y© KvR 

n‡jv wgkb Gi msÁv wba©viY Kiv| wgkb n‡”Q e¨emvq cÖwZôv‡bi D‡Ï‡k¨i AvbyôvwbK wee„wZ hv 

e¨e ’̄vcK‡K wm×všÍMÖn‡Yi w`Kwb‡`©kbv cÖ`vb K‡i| e„nËi cwi‡e‡k †Kv¤úvwb Kx Ki‡Z Pvq ZviAvbyôvwbK 

wee„wZ‡K wgkb wee„wZ (Mission Statement) e‡j| mg‡qi cwieZ©‡bi mv‡_ mv‡_ cÖwZwU cÖwZôvb‡K 

bZybfv‡e wgkb ˆZwi Ki‡Z nq| wgkb wbav©i‡Yi †¶‡Î cÖwZwU cÖwZôv‡bi Rvbv cÖ‡qvRb; Avgv‡`i 

e¨emvqKx, †µZv †K, †µZvi wbKU G e¨emv‡qi g~j¨ KZUyKy, e¨emvqxi fwel¨r Kx n‡e; fwel¨r Kx nIqv 

DwPZ BZ¨vw`| Gme cÖ‡kœi DËi Rvbv n‡j e¨emvq cÖwZôv‡bi Rb¨ wgkb msÁvwqZ Kiv mnR nq|  A‡bK 

cÖwZôvb mvaviYfv‡e cY¨ I Drcv`‡bi Dci †Rvo w`‡q wgkb wee„wZ‡K wbav©iY K‡i| †hgb- ÔAvgvi 

cÖwZôvb Kjg ˆZwi K‡i I weµq K‡iÕ| wKš‘ wgkb wee„wZ evRvigyLx I †µZvgyLx nIqv cÖ‡qvRb, hv †µZv 

I †fv³vi ‡gŠwjK Pvwn`v wKfv‡e mš‘ó Ki‡Q Zv eY©bv Ki‡e| †hgb- ‡KvKv‡Kvjv ‡Kvgjcvbxq eª¨vÛ-Gi 

wgkb wee„wZ n‡jv- ÔTo refresh the world. To inspire moments of optimism and happiness.To create 

value and make a difference.Õ †h‡K‡bv my¯úó I mywPwšÍZ wgkb wee„wZ Aek¨B e¨e ’̄vcK, Kgx©, A‡bKmgq 

†µZv‡`i mv‡_ wb‡q mn‡hvwMZvg~jK g‡bvfve †i‡L wbav©iY Kiv nq Ges Gi gva¨‡g mvgwóK D‡Ïk¨, 

wb‡`©kbv I my‡hvM cÖKvk cvq| fv‡jv wgkb wee…wZi cvuPwU cÖavb ˆewkó¨ i‡q‡Q- 

 mxwgZ msL¨K j‡ÿ¨i cÖwZ Av‡jvKcvZ Kiv nq; 

 cÖwZôv‡bi cÖavb cÖavb bxwZ I f¨vjyi Ici ¸iæZ¡v‡ivc Kiv nq; 

 cÖavb cÖwZ‡hvwMZvg~jK ejq ev †ÿÎ wbav©iY hvi g‡a¨ e¨emvwqK Kvh©µg cwiPvwjZ n‡e; 

 `xN©‡gqvw` `…wófw½ MÖnY; 

 mswÿß, ¯§iYxq Ges A_©c~Y© nIqv cÖ‡qvRbGes 

 gybvdv ev weµq e„w×i cÖwZ ¸iæZ¡v‡ivc bv K‡i †µZvi I †µZvi AwfÁZvi cÖwZ †Rvo w`‡q †µZv 

f¨vjy ˆZwii cÖwZ AwaK ¸iæZ¡ †`Iqv cÖ‡qvRb| 

 

cÖwZôv‡bi D‡Ïk¨ I jÿ¨ wbav©iY 

Setting Company Objectives and Goals 

wgkb ev Í̄evqb Kivi Rb¨ cÖwZôvb‡K e¨e ’̄vcbvi cÖwZwU chv©‡q mnvqK D‡Ïk¨ I jÿ¨ wbav©iY Kivi cÖ‡qvRb nq| 

GB D‡Ïk¨ I jÿ¨mg~n A‡bK Z_¨m¤̂wjZ I we Í̄vwiZ n‡q _v‡K| cÖwZôv‡bi e¨e ’̄vcKiv cÖwZwU D‡Ïk¨ I jÿ¨ 

AR©b Kivi Rb¨ `vwqZ¡ MÖnY K‡ib Ges cÖ‡qvRbxq Kg©cš’v MÖnY K‡ib| GB‡ÿ‡Î D‡Ïk¨¸‡jv ¸iæ‡Z¡i µg Abymv‡i 

mvRv‡bv nq; ev Í̄ewfwËK I mvgÄm¨c~Y© D‡Ïk¨ wbav©iY Ki‡Z nq| 
 

 

mvims‡ÿc:  

e¨emvq cÖwZôv‡bi cÖvwZôvwbK jÿ¨ AR©b Kivi Rb¨ mKj wefvM‡K GKmv‡_ mgš̂qmva‡bi gva¨‡g KvR Kivi 

cÖ‡qvRb nq|  †KŠkjMZ wecYb cwiKíbv n‡”Q Ggb GKwU cªwµqvi Dbœqb I i¶Yv‡e¶Y hvi gva¨‡g cÖwZôv‡bi 

j¶¨ mvg‡_ ©̈i mv‡_ cwieZ©bkxj wecYb my‡hvM¸‡jv‡K Kv‡R jvMv‡bv hvq| †KŠkjMZ cwiKíbv MÖnY Kivi mgq 

PviwU ¸iæZ¡c~Y© †ÿÎ we‡ePbv Kiv nq| cÖ_gZ, cÖwZôvb‡K Zvi wgkb wbe©vPb I msÁvwqZKiY Kiv, wØZxqZ, 

cÖwZôv‡bi D‡Ïk¨ I jÿ¨ wbav©iY Kiv; Z…ZxqZ, e¨emv‡qi †cvU©‡dvwjI (Portfolio) bKkv Kiv; Ges me©‡k‡l 

wecYb I Ab¨vb¨ Kvh©Ki †KŠkj cwiKíbv MÖnY Kiv nq| cÖ_g wZbwU KvR K‡cv©‡iU (Corporate) chv©‡q  Ges 

cwiKíbv e¨emvq, cY¨ I evRvi chv©‡q we‡ePbv K‡i cwiKíbv MÖnY Kiv nq| cªvwZôvwbK I wefvMxq †KŠkjMZ 

cwiKíbvq K‡cv©‡iU wgkb Abyhvqx bxwZ †KŠkj Ges D‡Ïk¨ wbav©iY K‡i GKwU KvVv‡gv MVb Kiv nq, hvi 

gva¨‡g wewfbœ wefvM Ges e¨emvq BDwbU Zv‡`i wbR¯̂ cwiKíbv ˆZwi K‡i| wgkb ev Í̄evqb Kivi Rb¨ 

cÖwZôvb‡K e¨e ’̄vcbvi cÖwZwU chv©‡q mnvqK D‡Ïk¨ I jÿ¨ wbav©iY Kivi cÖ‡qvRb nq| 
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e¨emvq †cvU©‡dvwjI Ges wecYb †KŠkj cwiKíbv 

Planning Business Portfolio and Marketing Strategy 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb- 

 e¨emvq †cvU©‡dvwjI- wKfv‡e bKkv Kiv nq †m m¤ú‡K© weeiY w`‡Z cvi‡eb| 
 

 

e¨emvq cÖwZôv‡bi wgkb, D‡Ïk¨ I jÿ¨ wbav©iY n‡q hvevi ci e¨e ’̄vcK e¨emvq †cvU©‡dvwjI wel‡q wm×všÍ MÖnY 

K‡i I wecYb †KŠk‡ji cwiKíbv MÖnY K‡i| cÖwZôvb wewfbœ ai‡bi cY¨, cY¨ mvwi, †mev ev wefvM wb‡q e¨emvq 

K‡i _v‡K hv‡`i Rb¨ c„_K †KŠkj Aej¤̂b Kivi cÖ‡qvRb nq| ‡hgb: ¯‹qvi MyÖc-Gi dzW I †efv‡iR, 

dvgv©wmDwUK¨vjm, nmwcUvj, Uq‡jwUªm, ‡U·UvBj BZ¨vw` e¨emvq i‡q‡Q| GLb, ïaygvÎ ¯‹qvi dzW I †efv‡iR Gi 

Aax‡b ivuaybx, iywP, Pvlx, Pcw÷K BZ¨vw` eª¨vÛ i‡q‡Q| Avevi, ivuaybx-i Aax‡b i‡q‡Q njy`, gwiP, wewiqvbx 

BZ¨vw` gkjv| GBmeB ¯‹qvi MÖæ‡ci Aax‡b GKGKwU e¨emvq GKK| GBai‡bi e¨emvq GKK‡K †KŠkjMZ e¨emvq 

GKK ejv nq| cÖwZwU e¨emvq GK‡Ki Rb¨ c„_K †KŠkjMZ cwiKíbv cÖYqb Kivi d‡j cÖwZôv‡bi cÖwZwU e¨emvq 

GKwU my`„p I jvfRbK Ae ’̄v‡b †cŠQv‡Z cv‡i| 

 

e¨emvq †cvU©‡dvwjI- Gi bKkvKiY 

Designning Business Portfolio 
GKwU e¨emvq cÖwZôvb ev †Kv¤úvwb hZ¸‡jv e¨emvq I cY¨ ev †mev wb‡q MwVZ nq Zv‡`i mgwó‡K e¨emvq 

†cvU©‡dvwjI e‡j| †ewkifvM cÖwZôvb ev †Kv¤úvwb G‡Ki AwaK cY¨ ev †mev wb‡q e¨emvq Kvh©µg cwiPvjbv K‡i| 

e¨emvq †cvU©‡dvwjI cwiKíbv MÖnY Kivi Rb¨ cÖ_gZ, cÖwZôv‡bi eZ©gvb e¨emvq †cvU©‡dvwjI we‡kølY Kiv nq Ges 

wbav©iY Kiv nq †Kvb& e¨emv‡q †ewk ev Kg wewb‡qv‡Mi cÖ‡qvRb Avi †Kvb e¨emv‡q †Kv‡bviKg wewb‡qv‡Mi cÖ‡qvRb 

†bB| wØZxq ch©v‡q, cÖe„w× ev QvuUvB †KŠkj Aej¤̂b K‡i fwel¨‡Zi Rb¨ e¨emvq †cvU©‡dvwjI-Gi wPšÍv Kiv nq|  

K. eZ©gvb e¨emvq †cvU©‡dvwjI we‡kølY 

Analyzing Current Business Portfolio 
GB chv©‡q e¨emv‡q eZ©gv‡b †cvU©‡dvwjI †Kgb A_v©r KZ¸‡jv cY¨ ev †mev wb‡q e¨emvq cwiPvjbv Kiv n‡”Q I 

Zv‡`i Ae ’̄vb †Kgb, jvfRbK wKbv BZ¨vw` we‡kølY Kiv nq| KviY we‡kølY Kivi g~j D‡Ïk¨ n‡jv Zzjbvg~jK 

jvfRbK e¨emv‡q m¤ú` wewb‡qvM I Kg jvfRbK e¨emvq‡K QvuUvB Kiv| e¨emvq †cvU©‡dvwjI we‡køl‡Yi Rb¨ 

cÖ_g KvR n‡jv †KŠkjMZ e¨emvq GKK wbw`©ó Kiv nq| †KŠkjMZ e¨emvq GKK (Strategic business unit) ej‡Z 

e¨emvq cÖwZôv‡bi GKK †Kv‡bv cY¨ ev GKK cY¨ mvwi ev GKK wefvM A_ev mgMÖ †Kv¤úvwb‡K eySvq, hvi c„_K 

wgkb I D‡Ïk¨ _v‡K Ges Zv AR©‡bi Rb¨ ¯̂vaxb cwiKíbv MÖnY K‡i| D`vniY¯^iƒc, ¯‹qvi dzW GÛ †efv‡iR Gi 

Aax‡b ivuaywb, iæwP I Pvlx wZbwU c„_K e¨emvq GKK| †KŠkjMZ e¨emvq GKK wbav©i‡Yi gva¨‡g cÖwZwU GK‡Ki 

Rb¨ c„_K †KŠkj Aej¤̂b Kiv nq Ges cÖwZwU e¨emvq GK‡Ki Rb¨ cÖ‡qvRbxq A_©vqb Kiv nq| †KŠkjMZ e¨emvq 

GKK wbav©iY Kivi ci cÖwZwU †KŠkjMZ e¨emvq GK‡Ki AvKl©YxqZv I kw³ g~j¨vq‡bi gva¨‡g cÖwZôvb Zv‡`i 

Rb¨ cÖ‡qvRbxq m¤ú` eivÏ K‡i| †KŠkjMZ e¨emvq GKK g~j¨vq‡bi Rb¨ RbwcÖq G¨v‡cÖvP ev Dcvq  n‡jv- †ev÷b 

KÝvwës MÖæc G¨v‡cÖvP (BCG-Boston Consulting Group Approach)| GLv‡b †ev÷b KÝvwës MÖæc G¨v‡cÖvP 

(BCG) we Í̄vwiZ Av‡jvPbv Kiv n‡jv- 

 †ev÷b KÝvwës MÖæc G¨v‡cÖvP (Boston Consulting Group Approach): †KŠkjMZ e¨emvq GKK 

g~j¨vq‡bi Rb¨ kxl© ’̄vbxq e¨e ’̄vcbv Dc‡`óv dvg© †ev÷b KÝvwës Mªyc cÖe„w×-†kqvi g¨vwUª· (Growth 

Share Matrix) ˆZwi K‡i‡Q †hLv‡b evRvi cÖe„w×i nvi (Market Growth) I Zzjbvg~jK evRvi Ask 

cvV-2.2 



weweG †cÖvMÖvg 
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(Relative Market Share) welq `yBwU we‡ePbv Kiv n‡q‡Q| wPÎ bs 2.2 G D`vniY wn‡m‡e †Kv‡bv GKwU 

cÖwZôv‡bi bqwU e„Ë‡K †KŠkjMZ e¨emvq GKK a‡i BCG cÖe„w× †kqvi g¨vwUª· †`Lv‡bv n‡jv| 

1. ÷vm© (Stars): cÖe„w× †kqvi g¨vwUª·- G ‡Kv‡bv cÖwZôv‡bi D”P cÖe„w× I D”P evRvi Ask m¤úbœ 

meai‡Yi e¨emvq GKK ev cY¨mg~n ÷vm© As‡k Ae ’̄vb K‡i| G ai‡bi e¨emv GK‡Ki evRvi cÖe„w×, 

msiÿY Ges cÖwZ‡hvMx‡`i AvµgY †VKv‡bvi Rb¨ †Kv¤úvwb‡K e¨vcK wewb‡qvM Ki‡Z nq| Aek¨ G 

mKj e¨emv‡qi cÖe„w× GKmgq K‡g Av‡m Ges ZLb Giv K¨vk KvDR- G cwiYZ nq| wPÎ 2.2 G 

`yBwU e¨emvq GKK ÷vm© G Ae ’̄vb Ki‡Q|  

2. K¨vk KvDR (Cash Cows): wb¤œ evRvi cÖe„w× Ges D”P evRvi Ask m¤úbœ mKj e¨emvq ev cY¨mg~n 

cÖe„w× †kqvi g¨vwUª·- Gi K¨vk KvDR As‡k Ae ’̄vb K‡i| G mKj e¨emvq GK‡K D”P ev Aí 

wewb‡qvM K‡i evRvi a‡i ivLv hvq| GmKj e¨emvq GKK ev cY¨ n‡Z cÖwZôv‡bi cÖPyi A_© AwR©Z nq, 

hv w`‡q wewfbœ LiP, †`bv cwi‡kva I Ab¨vb¨ e¨emvq GK‡K wewbh‡qvM Kiv m¤¢e nq| wPÎ 2.2 G 

ïaygvÎ `yBwU e¨emvq GKK K¨vk KvD‡R G Ae ’̄vb Ki‡Q| Gi AvKvi Ab¨ mKj e¨emvq GKK †_‡K 

Zzjbvg~jKfv‡e eo nIqv‡Z †evSv hv‡”Q G e¨emvq GKK ỳBwU me‡P‡q †ewk weµq n‡”Q| 

3. ‡Kv‡q‡ðb gvK©m 

(Question Marks): D”P 

evRvi cªe„w× I wb¤œ 

Zzjbvg~jK evRvi Ask 

m¤úbœ e¨emv ev cY¨mg~n 

wb‡q †Kv‡q‡ðb gvK©m 

AskwU MwVZ| GmKj 

e¨emvq GK‡Ki evRvi 

Ask e…w×i Rb¨ cÖPyi A_© 

wewb‡qvM Ki‡Z nq| 

cÖwZôvb‡K we‡ePbv Ki‡Z 

nq †Kv‡q‡ðb gvK©m-G 

Ae ’̄vbKvix †Kvb e¨emvq 

GKK‡K ÷v‡i iƒcvšÍi Kiv 

hv‡e Ges †KvbwU‡K ev` w`‡Z n‡e| wPÎ 2.2 G ïaygvÎ `yBwU e¨emvq GKK †Kv‡q‡ðb gvK©m G 

Ae ’̄vb Ki‡Q| 

4. WMm (Dogs): wbgœ evRvi cÖe„w× I wbgœ evRvi Ask m¤úbœ e¨emvq ev cY¨mg~n wb‡q WMm AskwU 

MwVZ| G ai‡bi e¨emvq n‡Z AwR©Z Avq LyeB mvgvb¨ _v‡K hv e¨emvq GK‡Ki wb‡R‡K wUwK‡q ivLvi 

Rb¨ e¨q n‡q _v‡K| G Kvi‡Y G ai‡bi e¨emvq GKK ev cY¨ cwinv‡hvM¨ e‡j we‡ewPZ nq| wPÎ 2.2 

G ïaygvÎ wZbwU e¨emvq GKK WMm G Ae ’̄vb Ki‡Q| 

†KŠkjMZ e¨emvq GK‡Ki Ae ’̄vb Rvbvi ci, cÖwZwU †KŠkjMZ e¨emvq GK‡Ki Rb¨ †KŠkj I A_© cwiKíbv 

wbav©iY Kiv nq| †KŠkjMZ e¨emvq GKK¸‡jvi Rb¨ Pvi ai‡bi †KŠkj MÖnY Kiv nq| wb‡gœ G PviwU †KŠk‡ji 

eY©bv Kiv n‡jv- 

1. evRvi †kqvi MVb ev e…w× (Building Market Share): †Kv‡bv e¨emvq AwaK wewb‡qv‡Mi gva¨‡g 

evRvi e„w×i †KŠkj‡K evRvi MVb ev e„w× Kiv e‡j| †Kv‡q‡ðb gvK©m I ÷vm© N‡i Aew ’̄Z m¤¢vebvgq 

e¨emvq¸‡jvi Rb¨ G ai‡bi †KŠkj MÖnY Kiv nq| 

÷vim© 

 

‡Kv‡q‡ðb gvK©m 

? 

WMm 

 

K¨vk KvDR 

 

 

D”P   wb¤œ 

Zzjbvg~jK evRvi Ask 

wPÎ 2.2: BCG cÖe„w× †kqvi g¨vwUª· 
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2. a‡i ivLv (Holding): †Kv‡bv e¨emvq †h cwigvY A_© cÖ‡qvRb †m cwigvY A_© wewb‡qv‡Mi †KŠkj‡K 

evRvi a‡i ivLv †KŠkj ejv nq| K¨vk KvDR G Ae ’̄vbKvwi e¨emvq GKK ev c‡Y¨i †¶‡Î G †KŠkj 

MÖnY Kiv nq| 

3. Zy‡j †bqv (Harvesting): `xN©‡gqvw` djvdj we‡ePbv bv K‡i ¯̂í †gqv‡` †Kv‡bv e¨emvq n‡Z hZ 

†ewk m¤¢e bM` UvKv Zy‡j †bqvi †KŠkj‡K Zy‡j †bqv ejv nq| we‡kl K‡i `ye©j K¨vk KvDR, 

m¤¢vebvnxb †Kv‡q‡ðb gvKm© I WM G Ae ’̄vbKvix e¨emvq GKK ev c‡Y¨i Rb¨ G †KŠkj MÖnY Kiv 

nq| 

4. cwiZ¨vM ev ZijxKiY (Divesting): †Kvb e¨emvq eÜ ev wewµi gva¨‡g cyuwR cÖZ¨vnvi K‡i †bqvi 

†KŠkj‡K ZijxKiY ev cwiZ¨vM e‡j| †Kv‡q‡ðb gvK©m I WM G Ae ’̄vbKvix e¨emvq GKK ev c‡Y¨i 

†¶‡Î G ai‡bi †KŠkj MÖnY Kiv nq| mg‡qi cwieZ©‡bi mv‡_ mv‡_ †KŠkjMZ e¨emvq GKK¸‡jvi 

Ae ’̄vb cwiewZ©Z nq| cY¨ Rxeb P‡µi ïiæ‡Z †Kv‡bv e¨emvq ev cY¨ †Kv‡q‡ðb gvK©m G Ae ’̄vb 

Ki‡jI cieZ©x‡Z Zv ÷v‡i cwiYZ n‡Z cv‡i Ges ÷vi n‡Z K¨vk KvD‡R I me©‡k‡l WM‡m G 

cwiYZ n‡Z cv‡i|Z‡e Gi e¨wZµgI n‡Z cv‡i; †hgb †Kv‡q‡ðb gvK©m ev ÷vm© n‡Z WMm G †h‡Z 

cv‡i| cY¨ †Kv‡bv avivevwnK KvVv‡gv AbymiY K‡i bv eis evRvi cwiw ’̄wZ I cÖwZôv‡bi †KŠk‡ji 

Ici wbf©i K‡i e¨emvq GKK ev c‡Y¨i Ae ’̄vb wbf©i K‡i|  

 

L. cÖe„w× I QvuUvB Kivi †KŠkj wbav©iY 

Developing Strategies for Growth and Downsizing 
cÖwZôvb cÖe„w×i my‡hvM wba©viY Kivi mv‡_ `yBwU welq RwoZ; bZzb e¨emv‡qi Rb¨ cwiKíbv cÖYqb Ges cyivZb 

e¨emvq QuvUvBKiY| 

 cÖe„w×i †KŠkjmg~n (Growth Strategies): PjwZ e¨emv‡qi Av‡iv cÖe„w×i my‡hvM wPwýZ Kiv‡K wbweo 

cÖe„w× e‡j| cÖwZôvb eZ©gv‡b †hme cY¨ I evRvi wb‡q KvR K‡i Zvi Ici wfwË K‡i wbweo cÖe„w×i my‡hvM 

wPwýZ Kiv nq| wPÎ 2.3 G cY¨ I evRvi m¤úªmviY wMÖW G wbweo cÖe„w×i †KŠkj¸‡jv †`Lv‡bv n‡jv| 

1. evRvi cÖ‡ek †KŠkj 

(Market Penetration 

Strategy): PjwZ evRvi 

ev c‡Y¨i †Kv‡bv cwieZ©b 

bv G‡b; eZ©gvb evRv‡i, 

eZ©gvb c‡Y¨i weµq 

e„w×i gva¨‡g cÖwZôv‡bi 

cÖe„w× AR©‡bi †KŠkj 

Aej¤̂b‡K evRvi cÖ‡ek 

†KŠkj e‡j| †ewk 

weÁvcb cÖ`vb, g~j¨ n«vm, 

†mevi gvb Dbœqb, †`vKv‡bi m¾v cwieZ©b, bZzb ’̄v‡b †`vKvb †Lvjv BZ¨vw`i gva¨‡g cÖwZôvb evRvi 

cÖ‡ek †KŠkj Aej¤̂b Ki‡Z cv‡i| †hgb- evsjv‡`‡k ‡KvKv‡Kvjv eª¨v‡Ûi C` Dcj‡ÿ¨ eZ©gvb g~j¨ 

†_‡K 5 UvKvi g~j¨ Qv‡oi weÁvcb| Gigva¨‡g eZ©gvb cY¨ w`‡q eZ©gvb evRv‡i weµq e„w× Kiv 

n‡q‡Q| 

2. evRvi Dbœqb †KŠkj (Market Development Strategy): bZzb †Kv‡bv AvKl©Yxq evRvi wPwýZ K‡i, 

eZ©gvb cY¨ †mLv‡b wewµi gva¨‡g cÖwZôv‡bi cÖe„w× AR©‡bi †KŠkj‡K evRvi Dbœqb †KŠkj e‡j| G 

†KŠkj Aej¤̂b K‡i cÖwZôvb bZzb †Kv‡bv evRvi ev bZzb †µZv‡`i wbKU cY¨ weµq K‡i| ‡hgb: 

eZ©gvb cY¨      bZzb cY¨ 

evRvi AbycÖ‡ek †KŠkj cY¨ Dbœqb †KŠkj 

evRvi Dbœqb †KŠkj ‰ewPÎKiY †KŠkj 

eZ©gvb 

evRvi 

   

bZzb 

evRvi 

wPÎ 2.3:  cY¨-evRvi m¤úªmviY wMÖW 
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†Kv‡Kv‡Kvjv cvbxqi ¯̂v` Awfbœ †i‡L, Kg K¨vjwi I wPwb Qvov ỳBwU eª¨vÛ ÔWv‡qU †KvKÕ I 

Ô†KvKv‡Kvjv wR‡iv myMviÕ evRv‡i G‡b‡Q| Gid‡j bZzb †µZv hviv wPwbi Rb¨ †KvKv‡Kvjv µ‡q 

AbvMÖnx wQj, Zviv AvMÖnx n‡q‡Q| Avevi, †KvKv‡Kvjv BD‡ivc, Av‡gwiKv, Gwkqvi evRvi QvovI 

Avwd«Kvi cÖZ¨šÍ AÂ‡ji bZzb †fŠ‡MvwjK GjvKv‡Z, bZzb †µZv‡`i Kv‡Q cvbxq mieivn Ki‡Q| 

3. cY¨ Dbœqb †KŠkj (Product Development Strategy): eZ©gvb evRv‡i bZzb ev cwiewZ©Z ev 

ms‡kvwaZ cY¨ weµ‡qi gva¨‡g cÖwZôv‡bi cÖe„w× AR©‡bi †KŠkj‡K cY¨ Dbœqb †KŠkj e‡j| G 

†KŠk‡j c‡Y¨i gvb, †gvoK, wWRvBb, AvKvi-AvK„wZ BZ¨vw` cwieZ©b ev m¤ú~Y© bZzbfv‡e cY¨ Dbœqb 

K‡i eZ©gvb †µZvi Kv‡Q weµq Kiv nq| †hgb: †KvKv‡Kvjv ‡Pwi, f¨vwbjv, G·‡cÖ‡mv Kwd-i g‡Zv 

bZzb ¯̂v‡`i †Kvgj cvbxq evRv‡i G‡b‡Q| 

4. ˆewPÎKiY †KŠkj (Diversification Strategy): bZzb evRv‡ii Rb¨ bZzb cY¨ weµ‡qi gva¨‡g 

cÖwZôv‡bi cÖe„w× AR©‡bi †KŠkj‡K ˆewPÎKiY †KŠkj e‡j| †hgb: †KvKv‡Kvjv ‡Kvgj cvbxqi mv‡_ 

mv‡_ m¤ú~Y© bZzb Ô‡dqvijvBdÕ bv‡g wewfbœ ¯̂v‡`i I ai‡Yi wgé‡kK, †cÖvwUb wgé ‡kK evRv‡i 

G‡b‡Q|  

 cyivZb e¨emvq QvuUvB ev eÜ Kivi Rb¨ cwiKíbv cÖYqb (Downsizing or Terminating Older 

Business): bZzb e¨emvq Dbœqb Kivi mv‡_ mv‡_ cÖwZôvb‡K cyivZb ev `ye©j e¨emvq‡K evwZj Kivi 

cÖ‡qvRb nq| KviY cÖwZôvb Gi gva¨‡g cÖ‡qvRbxq m¤ú‡`i Dchy³ e¨envi Ges e¨q n«vm Ki‡Z cv‡i| 

cÖwZôvb GB‡ÿ‡Î †Kv‡bv Kg jvfRbK ev cyivZb e¨emvq cwiw ’̄wZ Abyhvqx KvUQuvU K‡i, wewb‡qvM Zz‡j 

†bq ev cywuR cÖZ¨vnvi K‡i Ges jvfRbK e¨emv‡q Zv wewb‡qvM  K‡i| 
 

 

mvims‡ÿc:  

cªvwZôvwbK I wefvMxq †KŠkjMZ cwiKíbvq K‡cv©‡iU wgkb Abyhvqx bxwZ †KŠkj Ges D‡Ïk¨ wbav©iY K‡i GKwU 

KvVv‡gv MVb Kiv nq| hvi gva¨‡g wewfbœ wefvM Ges e¨emvq BDwbU Zv‡`i wbR¯̂ cwiKíbv ˆZwi K‡i| wgkb 

n‡”Q e¨emvq cÖwZôv‡bi D‡Ï‡k¨i AvbyôvwbK wee„wZ hv e¨e ’̄vcK‡K wm×všÍ MÖn‡Yi w`Kwb‡`©kbv cÖ`vb K‡i| 

†ewkifvM cÖwZôvb ev †Kv¤úvwb G‡Ki AwaK cY¨ ev †mev wb‡q e¨emvq Kvh©µg cwiPvjbv K‡i| †KŠkjMZ 

e¨emvq GKK ej‡Z e¨emvq cÖwZôv‡bi GKK †Kv‡bv cY¨ n‡Z cv‡i ev GKK cY¨ mvwi ev GKK wefvM A_ev 

mgMÖ †Kv¤úvwb‡K eySvq, hvi c„_K wgkb I D‡Ïk¨ _v‡K Ges Zv AR©‡bi Rb¨ ¯̂vaxb cwiKíbv MÖnY K‡i| 

†KŠkjMZ e¨emvq GKK wbav©iY Kivi ci cÖwZwU †KŠkjMZ e¨emvq GK‡Ki AvKl©YxqZv I kw³ g~j¨vq‡bi 

gva¨‡g cÖwZôvb Zv‡`i Rb¨ cÖ‡qvRbxq m¤ú` eivÏ K‡i| G‡ÿ‡Î †ev÷b KÝvwës MÖæc ev BCG G¨v‡cÖv‡P 

†KŠkjMZ e¨emvqGKK g~j¨vq‡bi Rb¨ kxl© ’̄vbxqe¨e ’̄vcbv Dc‡`óv dvg© †ev÷b KÝvwës Mªyc cÖe„w× †kqvi 

g¨vwUª· ˆZwi K‡i‡Q †hLv‡b evRvi cÖe„w×i nvi I Zzjbvg~jK evRvi Ask welq `yBwU we‡ePbv K‡i PviwU †KŠkj 

÷vm©, K¨vk KvDR, †Kv‡q‡ðb gvK©m, WMm  eY©bv Kiv n‡q‡Q| †KŠkjMZ e¨emvq GK‡Ki Ae ’̄vb Rvbvi ci, 

cÖwZwU †KŠkjMZ e¨emvq GK‡Ki Rb¨ †KŠkj I A_© cwiKíbv wbav©iY Kiv nq| †KŠkjMZ e¨emvqGKK¸‡jvi 

Rb¨ Pvi ai‡bi †KŠkj MÖnY Kiv nq| †m¸‡jv n‡jv- (1) evRvi †kqvi MVb ev e…w×, (2) a‡i ivLv, (3) Zy‡j 

†bqv, Ges (4) cwiZ¨vM ev ZijxKiY| cÖwZôvb cÖe„w×i my‡hvM wba©viY Kivi mv‡_ `yBwU welq RwoZ; bZzb 

e¨emv‡qi Rb¨ cwiKíbv cÖYqb Ges cyivZb e¨emvq QuvUvBKiY| bZzb e¨emv‡qi Rb¨ cwiKíbv cÖYq‡bi Rb¨  

cÖwZôvb PviwU †KŠkj wb‡Z cv‡i- (1) evRvi cÖ‡ek †KŠkj, (2) evRvi Dbœqb †KŠkj Ges (3) cY¨ Dbœqb 

†KŠkj, (4) ˆewPÎKiY †KŠkj| me©‡k‡l, bZzb e¨emvq Dbœqb Kivi mv‡_ mv‡_ cÖwZôvb‡K cyivZb ev `ye©j 

e¨emvq‡K evwZj Kivi cÖ‡qvRb nq| KviY e¨emvq Gi gva¨‡g cÖ‡qvRbxq m¤ú‡`i Dchy³ e¨envi Ges e¨q n«vm 

Ki‡Z cv‡i|  
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wecYb †KŠkj I wecYb wgkÖY 

Marketing Strategy and Marketing Mix 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb 

 †KŠkjMZ MVb eY©bv Ki‡Z cvi‡ebGes 

 Kg©m~wP wbav©iY I ev Í̄evqbKx wel‡q Zv ej‡Z cvi‡eb| 

 

c~e©eZx© cv‡V †KŠkjMZ cwiKíbv cÖwµqvi cÖ_g ch©vq K‡c©v‡iU wgkb, D‡Ïk¨ I jÿ¨ wbav©iY Ges e¨emvq 

†cvU©‡dvwjI we‡kølY wb‡q Av‡jvPbv Kiv n‡q‡Q| GB cv‡V Av‡jvPbv Kiv n‡e †KŠkjMZ cwiKíbv cÖwµqvi cieZ©x 

ch©v‡q wKfv‡e †µZv f¨vjyPvwjZ wecYb †KŠkj I wecY wgkÖY wbav©i‡Yi cwiKíbv MÖnb Kiv nq; hv wPÎ 2.4 G 

†`Lv‡bv n‡jv| wecYb †KŠkj I wecYb wgkÖY cwiPvjvbvi †K‡›`ª Ae ’̄vb Ki‡Q †µZv f¨vjy I †µZv m¤úK©| Gici 

wecYb †KŠkj MÖnY Kiv nq| wecYb †KŠkj n‡jv wecY‡bi hyw³mg~n hv wecYbKvix  †µZvi f¨vjy m„wó I jvfRbK 

m¤úK© ˆZwii Rb¨ MÖnY K‡i| wecYb †KŠkj n‡jv evRvi wefvRb, jÿ¨ evRvi wbav©iY, evRvi Ae ’̄vbMÖnY I 

c„_KxKi‡Yi mgwó| Gici wecYbKvix wecYb †KŠk‡ji Dci wfwË K‡i mgwš̂Z wecYb wgkÖY (cY¨, g~j¨, ’̄vb, 

cÖmvi) ‰Zwi K‡i| wecYb †KŠkj I wecYb wgkÖY wb‡q cieZ©x BDwbU¸‡jv‡Z we Í̄vwiZ Av‡jvPbv Kiv n‡q‡Q| 

Gici Av`k© wecYb †KŠkj wbav©i‡Yi Rb¨ wecYbKvix cÖwZôv‡bi Af¨šÍixY I evwn¨K cwi‡ek we‡kølY K‡i 

cwiKíbv cÖYqb, ev Í̄evqb I wbqš¿‡Yi Kvh©µg MÖnY K‡i| 

 

†µZv f¨vjyPvwjZ wecYb †KŠkj 

Customer Value-Driven Marketing Strategy 
GKB ai‡bi cY¨ ev †mev mKj 

†µZvi Kv‡Q memgq MÖnY‡hvM¨ 

bvI n‡Z cv‡i| GBKvi‡Y 

wecYbKvix †µZv‡`i wfbœZv 

Abyhvqx evRvi‡K wef³ K‡i 

me‡P‡q AvKl©Yxq I my‡hvM i‡q‡Q 

Ggb evRvi‡K wbw`©ó K‡i cY¨ ev 

†mev cÖ ‘̄Z K‡i mieivn K‡i| 

m‡e©v”P mš‘wó cÖ`v‡bi Rb¨ †Kv‡bv 

c‡Y¨i mgMÖ evRvi‡K mgRvZxq 

ˆewk‡ó¨i wfwË‡Z K‡qKwU 

DcevRvi ev Dcwefv‡M wef³ 

Kivi bvg n‡jv                 

evRvi wefvRb (Market 

Segmentation)| †hgb: 

evsjv‡`‡ki evRvi‡K †fŠ‡MvwjK 

w`K †_‡K wefvM ev †Rjv Abyvhvqx, 

XvKv, PÆMÖvg, wm‡jU BZ¨vw` 

evRv‡i fvM Kiv hvq| evRvi wef³ 

Kivi ci wecYbKvix me‡P‡q 

cvV-2.3 
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AvKl©Yxq I mev©waK my‡hvM-myweav cvIqvi m¤¢vebv Av‡Q Ggb evRvi‡K wbav©iY K‡i, †mB evRvi‡K Afxó evRvi 

(Target Market) e‡j| Awfó evRvi wbav©i‡Yi cÖwµqv‡K evRvi jÿ¨vqb (Market Targeting) I Awfó evRv‡i 

Ae ’̄vbKvix †µZv‡`i‡K Awfó †µZv (Target Customer) ejv nq|  wecYbKvix wewfbœ w`K ch©v‡jvPbv K‡i Awfó 

evRv‡ii AvKl©YxqZv wePvi K‡i| Afxó evRvi‡K D‡Ïk¨ K‡i wecYbKvix Zvi wecYb Kvh©µg cwiPvjbv K‡i Ges 

cÖwZ‡hvMx‡`i †_‡K Avjv`vfv‡e cwiwPZ nevi Rb¨ wewfbœ Kvh©µg MÖnY K‡i|  cÖwZ‡hvMx‡`i †_‡K †kÖq †µZv f¨vjy 

ˆZwii Rb¨ wecYb AcY© wfbœfv‡e Dc ’̄vcb Kivi cÖwµqv‡K c„_KxKiY (Differentiation) e‡j| Avevi, wb‡Ri cY¨ 

ev eª¨vÛ m¤ú‡K© cÖwZ‡hvMx‡`i Zzjbvq †µZvi g‡b `„p, ¯̂”Q I Kvw•LZ Ae ’̄vb ˆZwii Rb¨ wecYbKvixi cÖ‡Póv‡K 

evRvi Ae ’̄vbMÖnb (Market Positioning) e‡j| 

 

mgwš^Z wecYb wgkÖY 

Integrated Marketing Mix 
wecYb wgkªY kãwU †Kv‡bv GKwU †Kv¤úvwbi wecYb Kvh©µ‡gi wewfbœ Dcv`vb ev PjKmg~‡ni Dci ¸iæZ¡ cÖ`vb Kivi 

Rb¨ e¨eüZ nq| cÖwZôvb †hme wecYb PjK (Marketing Variables)- cY¨ (Product), g~j¨ (Price), cÖmvi 

(Promotion) I eÈb (Place) e¨envi K‡i †m¸‡jv‡K wecYb wgkªY bv‡g AwfwnZ Kiv nq| GB Dcv`vb¸‡jv‡K 4P 

(‡dvi wc) ejv nq|  

cY¨ I †mevi wecYb Kvh©vewj eûgyLx wKš‘ ci¯úi wbf©ikxj| Gme Kvh©vewji g‡a¨ i‡q‡Q c‡Y¨i gvb, ˆewkó¨, 

weÁvcb, weµq, weµq cÖmvi, MÖvnK-‡mev, MYms‡hvM, ZvwjKv g~j¨, cwienb, gRy`KiY BZ¨vw`| GBme KvR¸‡jv 

†KvbUvB wew”Qbœfv‡e Pj‡Z cv‡i bv| wecY‡bi †¶‡Î GKwU Dcv`vb‡K ev PjK‡K Ae‡njv Kiv n‡j Ab¨ Dcv`vbI 

`~e©j n‡q †h‡Z cv‡i| mvgwMÖKfv‡e GBme Dcv`vb/PjK cÖwZôv‡bi wecYb wgkªY bv‡g cwiwPZ, hv wPÎ bs 2.5 G 

†`Lv‡bv n‡q‡Q| 

1. cY¨ (Product): cY¨ 

n‡jv †Kvb „̀k¨gvb ev 

A „̀k¨gvb mË¡v hv gvby‡li 

Afve ev cÖ‡qvRb c~iY 

Ki‡Z cv‡i| wecYbKvix 

evRvi M‡elYvi gva¨‡g 

†µZv ev †fv³vi cÖ‡qvRb 

Abyaveb K‡i, cY¨ ev 

†mev cÖ ‘̄Z K‡i †µZv ev 

†fv³vi e¨envi ev †fvM 

Kivi Rb¨ evRv‡i 

mieivn K‡i|  

2. g~j¨ (Price): mwVK g~j¨ 

wbav©i‡Yi gva¨‡g 

wecY‡bi mvdj¨ AR©b 

Kiv m¤¢e| †Kvb cY¨ ev 

Afxó 

†µZv`j 

cY¨ 

 

 ˆewPÎ¨ 

 gvb 

 bK&kv 

 ˆewkó¨ 

 eª¨vÛ bvg 

 †gvoKxKiY 

 ‡mev 

cÖmvi 

 

 weÁvcb 

 e¨w³K weµq 

 weµq cÖmvi 

 Rbms‡hvM 

g~j¨ 

 

 ZvwjKv g~j¨ 

 evÆv 

 Qvo 

 cwi‡kv‡ai mgq 

 evwKi kZ© 

eÈb cÖYvjx 

 

 AvIZvf~³ GjvKv 

 mgv‡ek 

 Ae ’̄vb 

 gIRy` gvj 

 cwienb 

 mnvqK 

†mev 
wPÎ 2.5: wecYb wgkÖ‡Yi Dcv`vbmg~n 

Philip Kotler & Gary Armstrong wecYb wgkÖ‡Yi msÁv m¤ú‡K© e‡jb, “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.” A_v©r wecYb wgkÖY n‡jv 

wbqš¿Y‡hvM¨ †KŠkjMZ wecYb nvwZqvi- cY¨, g~j¨ eÈb I cÖmvi Gi †mU- hv †Kvb cÖwZôvb Afxó 

evRv‡i cÖZ¨vwkZ mvov cvevi Rb¨ mswgkÖY K‡i| 
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†mev AR©‡bi Rb¨ †h cwigvY A_© †µZv ev †fv³v I wecYbKvixi g‡a¨ wewbgq nq Zv‡K g~j¨ e‡j| 

Drcv`K, †µZv ev †fv³v mK‡ji Kv‡Q g~j¨ ¸iæZ¡c~Y© Dcv`vb| KviY g~j¨ n‡jv wecYb wgkÖ‡Yi GKgvÎ 

Dcv`vb hvi gva¨‡g †Kv¤úvwb Avq Ki‡Z cv‡i| Avevi †µZvi cÖZ¨vkv, mvg_ ©̈ I c‡Y¨i Dc‡hv‡Mi mv‡_ 

g~‡j¨i mvgÄm¨ _vK‡jB †µZv cY¨ µq Ki‡Z AvMÖnx nq| g~j¨ wbav©i‡Yi mv‡_ m¤úK©hy³ welq¸‡jv n‡jv - 

ZvwjKv g~j¨ (List Price ), evÆv (Discount), Qvo (Allowance), cwi‡kv‡ai mgq (Payment period), 

evwKi kZ© (Credit terms)| 

3. cÖmvi (Promotion):  †µZv ev †fv³vi mv‡_ wecYbKvixi †hvMv‡hv‡Mi gva¨g n‡jv cÖmvi| cÖmv‡ii wewfbœ 

Dcv`v‡bi gva¨‡g wecYbKvix †µZv ev †fv³vi Kv‡Q cY¨ ev †mev m¤ú‡K© Z_¨ cÖ`vb K‡i, cY¨ µ‡q 

cÖ‡Yv`bv ev Drmvn cÖ`vb K‡i Ges cY¨ µ‡qi K_v g‡b Kwi‡q †`q| c‡Y¨i Pvwn`v ‰Zwi Ki‡Z, Pvwn`v 

a‡i ivL‡Z, Ges cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ wewfbœ cÖmvig~jK Kvh©µ‡gi mv‡_ wecYbKvix mshy³ 

_v‡K| GBme Kvh©µ‡gi g‡a¨ i‡q‡Q - weÁvcb (Advertising),  weµq cÖmvi (Sales Promotion),  

MYms‡hvM (Public Relations), mivmwi weÁvcb (Direct Marketing), Ges e¨w³K weµq (Personal 

Selling)| 

4. eÈb ev ’̄vb (Distribution or Place): cY¨ eÈ‡bi gva¨‡g wecYbKvix mwVK †µZv ev †fv³vi Kv‡Q 

h_vmg‡q mwVK g~‡j¨i wewbg‡q cY¨ ev †mev cÖvwß wbwðZ K‡i| cÖwZ‡hvwMZvi evRv‡i wecYbKvix KZ 

ZvovZvwo cY¨ MÖvn‡Ki wbKU †cuŠQv‡Z cv‡i Zvi Dci wecYbKvixi mvdj¨ wbf©i K‡i| c‡Y¨i eÈb 

e¨e ’̄vq ¸iæZ¡c~Y© welq¸‡jv n‡jv cwienY I †Wwjfvix (Transportation and Delivery), cÖYvjx 

(Channels),  AvIZvf~³ GjvKv (Coverage), mgv‡ek (Assortments), Ae ’̄vb (Locations), gRyZ gvj 

(Inventory), eÈb mnvqK †mev (Logistics)| 

 

 

 

mvims‡ÿc:  

†KŠkjMZ cwiKíbv cÖwµqvi †µZv f¨vjyPvwjZ wecYb †KŠkj I wecY wgkÖY wbav©i‡Yi cwiKíbv MÖnb Kiv nq| 

wecYb †KŠkj n‡jv evRvi wefvRb, jÿ¨ evRvi wbav©iY, evRvi Ae ’̄vbMÖnY I c„_KxKi‡Yi mgwó| Gici 

wecYbKvix wecYb †KŠk‡ji Dci wfwË K‡i mgwš̂Z wecYb wgkÖY (cY¨, g~j¨, ’̄vb, cÖmvi) ‰Zwi K‡i| c‡Y¨i 

mgMÖ evRvi‡K mgRvZxq ˆewk‡ó¨i wfwË‡Z K‡qKwU DcevRvi ev Dcwefv‡M wef³ Kivi bvg n‡jv                 

evRvi wefvRb| evRvi wef³ Kivi ci wecYbKvix me‡P‡q AvKl©Yxq I mev©waK my‡hvM-myweav cvIqvi m¤¢vebv 

Av‡Q Ggb evRvi‡K wbav©iY K‡i, †mB evRvi‡K Afxó evRvi e‡j| Awfó evRvi wbav©i‡Yi cÖwµqv‡K evRvi 

jÿ¨vqb I Awfó evRv‡i Ae ’̄vbKvix †µZv‡`i‡K Awfó †µZv ejv nq|  wecYbKvix wewfbœ w`K ch©v‡jvPbv K‡i 

Awfó evRv‡ii AvKl©YxqZv wePvi K‡i| Afxó evRvi‡K D‡Ïk¨ K‡i wecYbKvix Zvi wecYb Kvh©µg cwiPvjbv 

K‡i Ges cÖwZ‡hvMx‡`i †_‡K Avjv`vfv‡e cwiwPZ nevi Rb¨ wewfbœ Kvh©µg MÖnY K‡i| cÖwZ‡hvMx‡`i †_‡K †kÖq 

†µZv f¨vjy ˆZwii Rb¨ wecYb AcY© wfbœfv‡e Dc ’̄vcb Kivi cÖwµqv‡K c„_KxKiY e‡j| Avevi, wb‡Ri cY¨ ev 

eª¨vÛ m¤ú‡K© cÖwZ‡hvMx‡`i Zzjbvq †µZvi g‡b `„p, ¯̂”Q I Kvw•LZ Ae ’̄vb ˆZwii Rb¨ wecYbKvixi cÖ‡Póv‡K 

evRvi Ae ’̄vbMÖnb e‡j| cY¨ n‡jv †Kvb `„k¨gvb ev A`„k¨gvb mË¡v hv gvby‡li Afve ev cÖ‡qvRb c~iY Ki‡Z 

cv‡i| †Kvb cY¨ ev †mev AR©‡bi Rb¨ †h cwigvY A_© †µZv ev †fv³v I wecYbKvixi g‡a¨ wewbgq nq Zv‡K g~j¨ 

e‡j| cÖmv‡ii wewfbœ Dcv`v‡bi gva¨‡g wecYbKvix †µZv ev †fv³vi Kv‡Q cY¨ ev †mev m¤ú‡K© Z_¨ cÖ`vb K‡i, 

cY¨ µ‡q cÖ‡Yv`bv ev Drmvn cÖ`vb K‡i Ges cY¨ µ‡qi K_v g‡b Kwi‡q †`q| cY¨ eÈ‡bi gva¨‡g wecYbKvix 

mwVK †µZv ev †fv³vi Kv‡Q h_vmg‡q mwVK g~‡j¨i wewbg‡q cY¨ ev †mev cÖvwß wbwðZ K‡i| 
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wecY‡bi cÖ‡Póv cwiPvjbv 

Managing the Marketing Effort 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb 

 wecYb we‡kølY Kx Zv e¨vL¨v Ki‡Z cvi‡eb; Ges 

 wecYb cwiKíbvi Dcv`vbmg~nm¤ú‡K© eY©bv Ki‡Z cvi‡eb| 

 

wecY‡bi cÖ‡Póv cwiPvjbv Kivi Rb¨ AwaKvsk e¨emvq cÖwZôvb mvaviYZ cvuPwU e¨e ’̄vcbvi KvR m¤úbœ K‡i Zv wPÎ 

bs 2.6 G †`Lv‡bv n‡q‡Q| mvaviYZ K‡cv©‡iU †nW †KvqvU©vi cy‡iv e¨emvq cÖwZôv‡bi K‡c©v‡iU †KŠkjMZ cwiKíbv 

MÖnY K‡i| G cwiKíbvi mgq cÖwZôv‡bi cÖwZwU wefvM wecYb wefvMmn Ab¨vb¨ mKj wefvM, eª¨vÛ, cY¨- Gi Rb¨ 

cwiKíbv wefvRb K‡i †`Iqv nq| Gid‡j cÖwZwU wefvM wbw`©ó cwiKíbvi D‡Ïk¨wU AR©b Kivi Rb¨ wfbœ wfbœ 

Kv‡Ri `vwqZ¡cÖvß nq| ev Í̄evqb I msMV‡bi gva¨‡g cwiKíbv‡K Kv‡R iƒcvšÍi Kiv nq| me©‡k‡l wbqš¿‡Yi gva¨‡g 

djvdj g~j¨vqb K‡i cÖ‡qvRbxq ms‡kvabg~jK e¨e ’̄v MÖnY Kiv nq| 

wecYb we‡kølY 

Marketing Analysis 

wecY‡Yi KvR kyiæ Kivi cÖ_g KvRwU n‡jv wecYb cwiw ’̄wZ ch©v‡jvPbv Kiv mgq evRvi cwiw ’̄wZ we‡kølY Kivi Rb¨ 

evRvi Pvwn`v, evRvi cÖeYZv, evRvi cÖe„w× Gi mv‡_ mv‡_ evRvi wefvR‡bi wfwËmg~n, †gvU evRv‡ii AvqZb Ges 

†µZvi Pvwn`v‡K cÖfvweZ K‡i Ggb cwi‡ekMZ Dcv`vb¸‡jvi Z_¨ msMÖn I eY©bv Kiv nq| mvaviYZ, SWOT 

we‡kølY (SWOT Analysis) Gi gva¨‡g wecYb cwi‡ek we‡kølY Kiv nq| cÖwZôv‡bi mvwe©K mvg_©¨, `ye©jZv, my‡hvM 

Ges ûgwK‡K mbv³ I g~j¨vqb‡K SWOT we‡kølY e‡j hvwPÎ 2.7 G †`Lv‡bv n‡q‡Q| e¨emvq cÖwZôv‡bi Af¨šÍixY 

I evwn¨K cwi‡ek we‡kølY Kivi c×wZ n‡jv SWOT Analysis| e¨emvq cÖwZôv‡bi Af¨šÍixY cwi‡e‡ki wewfbœ 

welqmg~n ch©v‡jvPbv K‡i wecYbKvix cÖwZôv‡bi mvg_© (Strength) I `ye©jZv (Weakness) Abyaveb K‡i| 

Ab¨w`‡K, GKB mv‡_ cÖwZôv‡bi evwn¨K cwi‡e‡ki Dcv`vb we‡kølY K‡i my‡hvM (Opportunity) I ûgwK (Threat) 

wbav©iY K‡i|  

cvV-2.4 

‡KŠkjMZ cwiKíbv 

wecYY cwiKíbv 

ev Í̄evqb 

msMVb 

 

djvdj cwigvc 

djvdj g~j¨vqb 

ms‡kvabg~jK e¨e ’̄v 

cwiKíbv ev Í̄evqb I msMVb 
wbqš¿Y 

wPÎ 2.6: †KŠkjMZ cwiKíbv, ev Í̄evqb Ges wbqš¿Y cÖwµqv 

we‡kølY 
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†h mKj AcÖZ¨vwkZ ev A¯̂vfvweK Ae ’̄v e¨emvq 

Kg©Kv‡Ûi Dci evav m…wó K‡i Zv‡K ûgwK 

e‡j| Ab¨w`‡K †h mKj AvKl©Yxq †¶Îmg~‡n 

cÖwZôv‡bi jvfRbKfv‡e wecYb Kvh©vewj 

m¤úv`b K‡i Zv‡K wecYb my‡hvM e‡j| 

wecYbKvix‡K cÖwZwbqZ ûgwK I my‡hvM we‡kølY 

Ki‡Z nq| Gi D‡Ïk¨ n‡”Q mv¤cÖwZK Ges 

m¤¢ve¨ cwieZ©b¸‡jv Øviv wKfv‡e cÖwZôvb 

cÖfvweZ, AvµvšÍ ev DcK…Z n‡e Zv †h‡bv 

c~e©vbygvb Kiv hvq| wecYbKvix Zv‡`i wPšÍv-

kw³i mvg_©¨ Abyhvqx m¤¢ve¨ mKj ûgwK Ges 

my‡hvM Abygvb K‡i| wecYbKvix‡K ûgwKi cÖK…wZ Abyhvqx m¤¢ve¨ ¶wZi g~j¨vqb K‡i Ges †h mKj ûgwK‡Z m¤¢ve¨ 

¶wZi cwigvY †ewk, †m¸‡jv †gvKvwejvi R‡b¨ c~e© cwiKíbv ˆZwi K‡i| Ab¨w`‡K m¤¢ve¨ my‡hv‡Mi Zyjbvg~jK 

AvKl©YxqZv Ges G e¨vcv‡i cÖwZôv‡bi mdjZvi m¤¢vebv ch©v‡jvPbv K‡i my‡hvM¸‡jv MÖnY K‡i evRv‡i wU‡K _vKvi 

c~e©cwiKíbv cª ‘̄Z K‡i| cÖwZôvb Zvi mvg_©¨ I `ye©jZv Abyhvqx evwn¨K cwi‡e‡ki my‡hvM MÖnY I ûgwK †gvKv‡ejv 

K‡i| 

wecYb cwiKíbv 

Marketing Planning 

e¨emvq cÖwZôv‡bi jÿ¨ I D‡Ïk¨ AR©‡bi Rb¨ fwel¨‡Z Kx Kiv n‡e, Kxfv‡e Kiv n‡e, †Kv_vq Kiv n‡e, †K  

Ki‡e BZ¨vw`i GKwU AMÖxg Kg©m~wP cÖYqb‡K wecYb cwiKíbv ejv nq|  GwU GKwU wbiwew”Qbœ cÖwµqv| KL‡bv 

GKeQi, A_ev `xN©‡gqv‡`i Rb¨ wecYb cwiKíbv MÖnY Kiv nq| myZivs wecYb cwiKíbv n‡jv mKj Kv‡Ri wjwLZ 

I mswÿß GKwU iƒc hv wb‡`©k K‡i evRvi we‡kølY K‡i wecYbKvixi AwR©Z Ávb Ges cÖwZôv‡bi wecYb D‡Ïk¨ 

AR©‡bi Kg©cš’v| G cwiKíbvq wecYb †cÖvMÖv‡gi Kvh©c×wZi Ges wbw`©ó GKwU cwiKíbvKvjxb mg‡q A_© e›U‡bi 

wb‡`©kbv i‡q‡Q| D`vniY¯^iƒc- †Kv‡bv cÖwZôv‡bi wecYb D‡Ïk¨ hw` aiv nq evrmwiK 1000 BDwbU cY¨ weµq 

Kiv; Zvn‡j cÖwZôv‡bi Aax‡b wewfbœ wefvMmg~n G D‡Ïk¨ AR©‡bi Rb¨ GKmv‡_ KvR Ki‡e| Drcv`b wefvM 

1000 BDwbU cY¨ cÖ ‘̄Z Kivi cÖ ‘̄wZ wb‡e, A_© wefvM cY¨ cÖ ‘̄Z Kivi Rb¨ KvuPvgvj µqmn wewfbœ Lv‡Z LiP 

Ki‡e, gvbe m¤ú` e¨e ’̄vcbv wefvM cY¨ cÖ ‘̄Z I weµ‡qi Rb¨ Kgx© wb‡qvM I cÖwkÿY w`‡e| Gi mv‡_ mv‡_ wecYb 

†cÖvMÖvg ev Kg©KvÐ †hgb: c‡Y¨i mwVK g~j¨ wbav©iY, mwVK ’̄v‡b cY¨ †cŠ‡Q †`Iqv Ges wecYb cÖmv‡ii Rb¨ KvR 

Kiv| Gme¸‡jv Kv‡Ri g‡a¨ mgš̂q mvwaZ n‡jB wecYb D‡Ïk¨ A_v©r 1000 BDwbU cY¨ evrmwiK weµ‡qi jÿ¨ 

gvÎv AR©b Kiv m¤¢e n‡e| cÖwZôvb Zvi cÖwZwU e¨emvq, cY¨ ev eª¨v‡Ûi Rb¨ wecYb cwiKíbv MÖnY K‡i _v‡K| 

†QvU e¨emvq mvaviYZ †Qv‡Uv cwim‡i A_ev K‡Vvifv‡e KvVv‡gv AbymiY bv K‡i mnR cÖwµqv AbymiY K‡i wecYb 

cwiKíbv cÖ ‘̄Z K‡i; Ab¨w`‡K eo cÖwZôvb wbw`©ó KvVv‡gv AbymiY K‡i cwiKíbv cÖYqb K‡i| wecYb cwiKíbvq 

†h mKj welq ev Dcv`vb AšÍf©y³ _v‡K †m¸‡jv wb‡gœ mviYx 2.1 Gi gva¨‡g †`Lv‡bv n‡jv- 

wbe©vnx mvims‡¶c cwiKíbvi mvigg© ev g~j Z_¨mg~n| 

cwiw ’̄wZ we‡kølY evRvi cwiw ’̄wZ, SWOT we‡kølY, cÖwZ‡hvwMZv, cY¨ Ac©Y, Ab¨vb¨ welqmg~n| 

wecYb †KŠkj wgkb, wecYb D‡Ïk¨, A_©‰bwZK D‡Ïk¨, Afxó evRvi, evRvi Ae ’̄vb MÖnY| 

wecYb Kvh©c×wZmg~n cY¨, g~j¨, eÈb, †hvMv‡hvM, wecYb M‡elYv| 

Avw_©K wm×všÍ  †eªK-B‡fb c‡q›U, weµq c~ev©bygvb, LiP c~ev©bygvb| 

wbqš¿Y ev Í̄evqb, wecYb cÖwZôvb, ˆ`eNUbvi Rb¨ cwiKíbv 

mviYx bs: 2.1: cwiKíbvi Dcv`vbmgyn 

abvZ¥K           FYvZ¥K 

mvg_ ©̈ `ye©jZv 

my‡hvM 

 

ûgwK 

Af¨šÍixb 

  

evwn¨K 

wPÎ 2.7:  SWOT we‡kølY 
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wecYb ev Í̄evqb (Marketing Implementation) 

‡KŠkj wbav©iY Kivi ci Zv ev Í̄evqb Kivi Rb¨ cÖ‡qvRbxq Kg©m~wP wbav©iY Kiv nq| G Kg©m~wP Abyhvqx mdjfv‡e 

KvR Kiv m¤¢e nq, e¨emv‡qi mv‡_ cÖZ¨ÿ ev c‡ivÿfv‡e RwoZ wewfbœ e¨w³ ev †÷K‡nvìv‡ii mv‡_ mym¤ú‡K©i 

gva¨‡g| †÷K‡nvìvi (Stakeholder) ej‡Z †µZv, Kgx©, mieivnKvix, eÈbKvwi BZ¨vw`‡`i †evSv‡bv nq hviv 

e¨emv‡qi Kv‡Ri mv‡_ cÖZ¨ÿ ev c‡ivÿfv‡e RwoZ _v‡K ev cÖfvweZ nq| wecYb cwiKíbvq Kx Kiv n‡e I †Kb 

Kiv n‡e-Gi DËi †`Iqv nq; Avi wecYb ev Í̄evq‡b Kviv Ki‡e, †Kv_vq Ki‡e, KLb Ki‡e I Kxfv‡e Ki‡e Gi 

DËi †`Iqv nq| A‡bK wecYbKvix ÔmwVKfv‡e KvR KivÕ (ev Í̄evqb) Gi cÖwZ †Rvo w`‡q _v‡K wKš‘ †Kv‡bv †Kv‡bv 

†ÿ‡Î ÔmwVK KvRwU KivÕ (†KŠkj Aej¤̂b K‡i) mgvbfv‡e ¸iæZ¡c~Y©| 

 

wecYb wefvM msMVb (Marketing Department Organization) 

e¨emvq cÖwZôvb‡K wecYb †KŠkj ev Í̄evqb Kivi Rb¨ wecYb msMVb Kivi cÖ‡qvRb nq| †Qv‡Uv cÖwZôv‡bi †ÿ‡Î 

GKRb e¨w³ ev gvwjKB M‡elYv, weµq, †µZv †mev, cÖmvi, weÁvcb BZ¨vw`i KvR K‡i _v‡K| wKš‘ cÖwZôvb eo 

n‡j wecYb wefvM Avjv`vfv‡e MVb Kiv nq, †h wefvM wecYb Kvh©µg ev Í̄evq‡bi Rb¨ wb‡qvwRZ _v‡K| wecYb 

†KŠkj ev Í̄evq‡bi Rb¨ wecYb wefvM Kvi Øviv, Kxfv‡e, KLb, KZ A_© e¨‡q ev Í̄evwqZ n‡e- Zvi wm×všÍ MÖnY  

K‡i| wecYbKg© cwiKíbvq iƒcvšÍi Kivi Rb¨ cY¨, g~j¨, eÈb, †hvMv‡hvM, wecYb M‡elYv (Marketing Research) 

BZ¨vw` wel‡qi Kg©c×wZi Rb¨ cÖ‡qvRbxq e¨e ’̄vcK I Kgx©‡`i `vwqZ¡ cÖ`vb Kiv nq| 

wecYb wbqš¿Y (Marketing Control) 

wecYb cwiKíbv ev Í̄evq‡bi ci cÖwZôvb‡K djvdj ch©‡eÿY Ges g~j¨vqb Kiv cÖ‡qvRb nq| G‡ÿ‡Î cÖwZôvb‡K 

Af¨šÍixY I evwn¨K cwi‡e‡ki cÖeYZv I cwieZ©b mbv³ Ki‡Z nq Ges †mme cwieZ©‡bi mv‡_ Kxfv‡e Lvc 

LvIqv‡bv hvq †mw`‡K we‡ePbv K‡i †Kv¤úvwbi wecYb †KŠkj I Kg©m~wP ev Í̄evqb Kvh©µg cÖYqb Kiv nq| GQvovI 

wecYY †KŠkjMZ cwiKíbvi cÖwZwµqv Rvbvi gva¨‡g KZUv mdjfv‡e Zv ev Í̄evqb Kiv m¤¢e n‡q‡Q, cwigvc Kiv 

nq Ges †m Abyhvqx cwieZ©b, Dbœqb I wbqš¿Y Kiv nq|c~e©wba©vwiZ Av`k©gvb Abyhvqx wecYb Kvh© m¤úvw`Z n‡”Q wK 

bv Zv Z`viwK Kiv Ges Av`k©gvb n‡Z wePy¨Z n‡j ms‡kvabg~jK e¨e ’̄v MÖnY Kiv‡K wecYb wbqš¿Y e‡j| A_v©r, 

wecYb wbqš¿‡Yi gva¨‡g wecYb †KŠkj I cwiKíbvi djvdj cwigvc I g~j¨vqb Ges ms‡kvabg~jK e¨e ’̄v MÖnY Kiv 

nq,hv wecY‡bi D‡Ïk¨ AR©‡bi wbðqZv cÖ`vb K‡i|  

  

 

mvims‡ÿc:  

mvaviYZ K‡cv©‡iU †nW †KvqvU©vi cy‡iv e¨emvq cÖwZôv‡bi K‡c©v‡iU †KŠkjMZ cwiKíbv MÖnY K‡i| G cwiKíbvi 

mgq cÖwZôv‡bi cÖwZwU wefvM wecYb wefvMmn Ab¨vb¨ mKj wefvM, eª¨vÛ, cY¨- Gi Rb¨ cwiKíbv wefvRb K‡i 

†`Iqv nq| Gid‡j cÖwZwU wefvM wbw`©ó cwiKíbvi D‡Ïk¨wU AR©b Kivi Rb¨ wfbœ wfbœ Kv‡Ri `vwqZ¡cÖvß nq| 

ev Í̄evqb I msMV‡bi gva¨‡g cwiKíbv‡K Kv‡R iƒcvšÍi Kiv nq| me©‡k‡l wbqš¿‡Yi gva¨‡g djvdj g~j¨vqb K‡i 

cÖ‡qvRbxq ms‡kvabg~jK e¨e ’̄v MÖnY Kiv nq|  wecY‡Yi KvR kyiæ Kivi cÖ_g KvRwU n‡jv wecYb cwiw ’̄wZ 

ch©v‡jvPbv Kiv mgq evRvi cwiw ’̄wZ we‡kølY Kivi Rb¨ evRvi Pvwn`v, evRvi cÖeYZv, evRvi cÖe„w× Gi mv‡_ 

mv‡_ evRvi wefvR‡bi wfwËmg~n, †gvU evRv‡ii AvqZb Ges †µZvi Pvwn`v‡K cÖfvweZ K‡i Ggb cwi‡ekMZ 

Dcv`vb¸‡jvi Z_¨ msMÖn I eY©bv Kiv nq| mvaviYZ, SWOT we‡kølY (SWOT Analysis) Gi gva¨‡g wecYb 

cwi‡ek we‡kølY Kiv nq|  Af¨šÍixY cwi‡e‡ki wewfbœ welqmg~n ch©v‡jvPbv K‡i wecYbKvix cÖwZôv‡bi mvg_© 

(Strength) I `ye©jZv (Weakness) Abyaveb K‡i| Ab¨w`‡K, GKB mv‡_ cÖwZôv‡bi evwn¨K cwi‡e‡ki Dcv`vb 

we‡kølY K‡i my‡hvM (Opportunity) I ûgwK (Threat) wbav©iY K‡i|  e¨emvq cÖwZôv‡bi jÿ¨ I D‡Ïk¨ AR©‡bi 

Rb¨ fwel¨‡Z Kx Kiv n‡e, Kxfv‡e Kiv n‡e, †Kv_vq Kiv n‡e, †K  Ki‡e BZ¨vw`i GKwU AMÖxg Kg©m~wP 

cÖYqb‡K wecYb cwiKíbv ejv nq|  wecYb †KŠkj ev Í̄evq‡bi Rb¨ wecYb wefvM Kvi Øviv, Kxfv‡e, KLb, KZ 

A_© e¨‡q ev Í̄evwqZ n‡e- Zvi wm×všÍ MÖnY  K‡i| ‡KŠkj wbav©iY Kivi ci Zv ev Í̄evqb Kiv m¤¢e e¨emv‡qi mv‡_ 

cÖZ¨ÿ ev c‡ivÿfv‡e RwoZ wewfbœ e¨w³ ev †÷K‡nvìv‡ii mv‡_ mym¤ú‡K©i gva¨‡g| wecYb wbqš¿‡Yi gva¨‡g 

wecYb †KŠkj I cwiKíbvi djvdj cwigvc I g~j¨vqb Ges ms‡kvabg~jK e¨e ’̄v MÖnY Kiv nq,hv wecY‡bi 

D‡Ïk¨ AR©‡bi wbðqZv cÖ`vb K‡i| 



†Kv¤úvwb I wecYb †KŠkj 

BDwbU ỳB  c„ôv-33 

 

BDwbU DËi g~j¨vqb  

 

1. †KŠkjMZ cwiKíbv Kv‡K e‡j? Gi avcmg~n e¨vL¨v Kiæb| 

2. †KŠkjMZ cwiKíbv MÖnY Kivi mgq K‡cv©‡iU ch©v‡q †Kvb †Kvb wel‡q wm×všÍ MÖnY Kiv nq? 

3. K‡cv©‡iU wgkb Kx D`vni‡Yi mvnv‡h¨ eywS‡q wjLyb| 

4. wgkb wee…wZi cÖavb cvuPwU ˆewkó¨ D‡jøL Kiæb| 

5. e¨emvq †cvU©‡dvwjI I †KŠkjMZ e¨emvq GKK ej‡Z wK †evSvq?  

6. †ev÷b KÝvwës MÖæc G¨v‡cÖvP-Kx? 

7. cÖe„w×-†kqvi g¨vwUª· D`vniYmn e¨vL¨v Kiæb| 

8. aiæb Avcwb †Kv‡bv c‡Y¨i cÖe„w×i Rb¨ †KŠkj MÖn‡Yi cwiKíbv K‡i‡Qb| Avcwb †Kvb cÖe„w×i ‡KŠkj 

(GKwU ev Zvi †ewk) MÖnY Ki‡eb I †Kb Ki‡eb D`vniYmn Av‡jvPbv Kiæb| 

9. ‡Kv‡bv cÖwZôvb ‡Kb cyivZb e¨emvq QvuUvB ev eÜ K‡i?-e¨vL¨v Kiæb| 

10. ÔcÖwZôv‡bi mvwe ©K mvg_©¨, `ye©jZv, my‡hvM Ges ûgwK‡K mbv³ I g~j¨vqb‡K SWOT we‡kølY e‡jÕ- e¨vL¨v 

Kiæb| 

11. GKwU cÖwZôvb bZzb e¨emv‡qi Rb¨ cwiKíbv cÖYqb Ki‡e Kxfv‡e? we Í̄vwiZ Av‡jvPbv Kiæb| 

12. wecYb we‡kølY Kx? Av‡jvPbv Kiæb| 

13. †ev÷b KÝvwës MÖæc (BCG) G¨v‡cÖv‡P †KŠkjMZ e¨emvq GKK g~j¨vqb e¨vL¨v Kiæb| 

14. †µZv f¨vjyPvwjZ wecYb †KŠkj ej‡Z wK †evSvq? wPÎmn e¨vL¨v Kiæb| 

15. mgwš̂Z wecYb wgkÖ‡Yi Dcv`vb¸‡jv Av‡jvPbv Kiæb| 

16. wecYb cwiKíbv Kx? wecYb cwiKíbvi Dcv`vbmg~n m¤ú‡K© eY©bv Kiæb| 

17. g‡b Kiæb, Avcwb GKwU †gvevBj †Kv¤úvwbi wecYbKvix| Avcwb bZzb g‡W‡ji GKwU ‡gvevBj 

evsjv‡`‡ki evRv‡i Avb‡Z Pv‡”Qb| bZzb g‡W‡ji ‡gvevB‡ji Rb¨ Avcwb GKwU wecYb cwiKíbv ˆZwi 

Kiæb|  

18. wecYb ev Í̄evqb, wefvM msMVb I wbqš¿Y wel‡q e¨vL¨v Kiæb| 
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