
 

 

†µZv-PvwjZ wecYb †KŠkj 

Customer-driven Marketing Strategy  

 

 

 

 

 

 

 

 

 

 

wecYbKvixi Rb¨ mwVK evRvi I mwVK †fv³v ev †µZvi AbymÜvb Kiv ¸iæZ¡c~Y©| GRb¨ wecYbKvix evRvi 

wefw³KiY †KŠkj, jÿ¨ evRvi wba©viY I Ae ’̄vb MÖn‡Yi †KŠkj Aej¤̂b K‡i _v‡K| GB wecYb †KŠkj Aej¤̂b 

K‡i wecYbKvix Zvi cY¨ mdj I Kvh©Kifv‡e AwaK cwigv‡Y weµq Ki‡Z m¶g nq Ges cÖwZ‡hvwMZvq wU‡K 

_vK‡Z cv‡i| GB BDwb‡U wZbwU cvV i‡q‡Q| cÖ_g cv‡V evRvi wefw³KiY, †fv³v, e¨emvq I AvšÍR©vwZK evRvi 

wefw³Ki‡Yi wfwËmg~n Ges Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewjAv‡jvPbv Kiv n‡q‡Q| wØZxq cv‡V evRvi jÿ¨vqb 

Kx Ges evRvi wefvM g~j¨vqb I wbe©vPb c×wZ eY©bv Kiv n‡qQ| me©‡kl cv‡V evRvi Ae ’̄vb MÖnY Kx, evRvi Ae ’̄vb 

MÖnY wPÎ, c„_KxKiY Kx I Zvi †KŠkjmg~n, Ae ’̄vbMÖn‡Yi †KŠkjmg~n D‡jøL Kiv n‡q‡Q|  

 
 

 

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

 

G BDwb‡Ui cvVmg~n 

 

cvV-1 : evRvi wefw³KiY 

cvV-2 : jÿ¨ evRvi wba©viY 

cvV-3 : c„_KxKiY I evRvi Ae ’̄vb MÖnY  
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evRvi wefw³KiY 

Market Segmentation 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ  

 evRvi wefw³KiY Kx ej‡Z cvi‡eb; 

 †fv³v evRvi wefw³Ki‡Yi wfwËmg~n eY©bv Ki‡Z cvi‡eb; 

 e¨emvq evRvi wefw³Ki‡Yi wfwËmg~n m¤ú‡K© ej‡Z cvi‡eb; 

 AvšÍR©vwZK evRvi wefw³ Kivi Dcv`vbmg~n e¨vL¨v Ki‡Z cvi‡eb Ges 

 Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj m¤ú‡K© weeiY w`‡Z cvi‡eb|  

 

 

†h‡Kv‡bv e¨emvq cÖwZôv‡bi c‡ÿ me ai‡bi †µZv ev mKj †µZv‡K mš‘ó Kiv m¤¢e bq, KviY †µZvi ˆewPÎ¨, 

wewÿßfv‡e †µZvi Ae ’̄vb, µq Kivi †ÿ‡Î †µZvi wewfbœZv i‡q‡Q| G Kvi‡Y wecYbKvix †mB me wbw`©ó †µZvi 

cÖwZ ¸iæZ¡v‡ivc K‡i hv‡`i cÖ‡qvRb m‡e©vrK…ófv‡e wecYbKvix c~iY Ki‡Z cv‡i| wPÎ 5.1-G †`Lv‡bv n‡q‡Q †h, 

wecYbKvix evRvi wefw³KiY I jÿ¨ evRvi wba©vi‡Yi gva¨‡g wbw`©ó †µZv‡K wbe©vPb K‡i| †mB wbw`©ó †µZvi Rb¨ 

cieZ©x‡Z c„_KxKiY I evRvi Ae ’̄vb MÖnY K‡i h_vh_ f¨vjy cÖ Í̄ve wbe©vPb I Dc ’̄vcb K‡i| eZ©gv‡b cÖwZ‡hvwMZvi 

hy‡M wecYbKvix evRvi wefw³Ki‡Yi gva¨‡g mwVK wecYb Kg©‡KŠkj wba©viY Ki‡Z cv‡i| †µZv I †fv³v‡`i 

g‡a¨Kvi cÖ‡qvRb I my‡hvM-myweav we‡ePbv K‡i evRvi‡K wewfbœ †kÖwY‡Z wef³ K‡i| evRvi wefw³Ki‡Yi ci 

gybvdv‡hvM¨Zvi wfwË‡Z AvKl©YxqZv wbY©q Kiv nq Ges me©‡k‡l evRvi Ae ’̄vb MÖnY Kiv nq|  

 

 

evRvi wefw³KiY  
Market Segmentation 

m¤ú~Y© evRvi‡K wewfbœ ˆewk‡ó¨i wfwË‡Z fvM Kivi cÖwµqv‡K evRvi wefw³KiY e‡j| A_©vr evRvi wefw³Ki‡Yi 

gva¨‡g GKwU e„nr evRvi‡K mgRvZxq ˆewkó¨ I AvPi‡Yi wfwË‡Z K‡qKwU DcevRv‡i wef³ Kiv nq| Gi d‡j 

cvV-5.1 

Philip Kotler & Gary Armstrong evRvi wefw³KiY‡K msÁvwqZ K‡i‡Qb Gfv‡e, “Market 

segmentation is dividing a market into smaller groups of buyers with distinct needs, 

characteristics or behavior who might require separate products and marketing mixes.” A_©vr 

evRvi wefw³KiY ej‡Z GKwU evRvi‡K ¯̂Zš¿ cÖ‡qvRb, ˆewkó¨ ev AvPi‡Yi wfwË‡Z †QvU †QvU †µZv 

`‡j fvM Kiv‡K †evSvq, hv‡`i c„_K wecYb †KŠkj ev wgkÖ‡Yi cÖ‡qvRb n‡Z cv‡i| 

 

†µZv wbe©vPb 

 
evRvi wefw³KiY 

jÿ¨ evRvi wba©viY 

jÿ¨w ’̄Z †µZvi Rb¨ f¨vjy 

cÖ ‘̄ZKiY 

f¨vjy cÖ Í̄ve wbe©vPb I Dc ’̄vcb 

 
c„_KxKiY 

evRvi Ae ’̄vb MÖnY 

wPÎ 5.1: †µZv-PvwjZ evRvi †KŠkj bKkvKiY 
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wecYbKvix me©vwaK `ÿZvi mv‡_ †fv³vi mš‘wó AR©b Ki‡Z cv‡i|  

wecYbKvix evRvi wefw³Ki‡Yi gva¨‡g †Kv‡bv c‡Y¨i evRvi A_v eZ©gvb I m¤¢ve¨ †µZv ev †fv³v‡`i †QvU †QvU 

As‡k wef³ K‡i| †h‡Kv‡bv c‡Y¨i AmsL¨ †µZv _v‡K Ges Zviv †`‡k-we‡`‡k, GLv‡b-†mLv‡b wewÿßfv‡e Ae ’̄vb 

K‡i| me †µZv GK RvqMvq †K›`ªxf‚Z _v‡K bv| GQvovI Zv‡`i cÖ‡qvRb, Pvwn`v Ges µq-Af¨vmI GK iK‡gi 

bq| d‡j c‡Y¨i Drcv`K ev e¨emvqxiv mKj MÖvn‡Ki wbKU GKB Dcv‡q cY¨ wecYb Ki‡Z cv‡i bv| e¨emvq 

cÖwZôvb¸‡jvi wecYb ÿgZvI wfbœ wfbœ iK‡gi| evRv‡ii wewfbœ As‡k GKmv‡_ wKsev GKB cš’vq cY¨ wecYb Kiv 

Zv‡`i A‡b‡Ki Rb¨B KwVb| ZvB AvRKvj A‡bK cÖwZôvbB cy‡iv evRv‡i GKmv‡_ cÖ‡ek K‡i bv eis evRv‡ii 

wfbœ wfbœ As‡k cÖ‡ek Kivi †Póv K‡i| evRv‡ii Gme †QvU †QvU Ask‡K ejv nq evRvi Ask (Segment)| †h 

evRvi As‡k fv‡jvfv‡e cY¨ wecYb K‡i gybvdv AR©b Kiv m¤¢e, cÖwZôvb¸‡jv †m As‡kB cY¨ evRviRvZ Kivi Rb¨ 

Kg©m~wP MÖnY K‡i|  

 

†fv³v evRvi wefw³Ki‡Yi wfwËmg~n 
Bases for Segmeting Consumer Markets 

†fv³v evRvi P‚ovšÍ cY¨ hviv †fvM K‡i Zv‡`i‡K wb‡q MwVZ| mvaviYZ †fv³v evRvi‡K PviwU wfwËi Av‡jv‡K 

wef³ Kiv nq Zv wPÎ 5.2-G †`Lv‡bv n‡jv- 

 

 

 

 

 

 

 

 

 

 

1. †fŠ‡MvwjK wefw³KiY (Geographic Segmentation): G ai‡bi wefw³Ki‡Y evRvi‡K wewfbœ AÂj, (†hgb: 

DËivÂj, `w¶Y AÂj), †`k (BD‡ivwcqvbÑRvg©vwb, BZvwj; b_© A¨v‡gwiKvbÑAv‡gwiKv, KvbvWv; GwkqvÑPxb, 

Rvcvb, gvj‡qwkqv BZ¨vw`); †Rjv (†hgb: XvKv, Kzwgjøv, wm‡jU), kni, MÖvg BZ¨vw`i wfwË‡Z wef³ Kiv nq| 

†fŠ‡MvwjK wefw³Ki‡Yi ci wecYbKvix GKwU, wKsev K‡qKwU wKsev me¸‡jv GjvKvq cY¨ weµ‡qi †Póv 

K‡i| Z‡e wecYbKvix †m me AÂ‡jB cY¨ wecYb K‡i †h AÂ‡j Ae ’̄vbRwbZ Kvi‡Y me©vwaK gybvdv Kiv m¤¢e 

n‡e e‡j aviYv K‡i| Avevi cÖwZwU AÂ‡ji Rb¨ wecYbKvix‡K ¯̂Zš¿ wecYb Kvh©µg wb‡Z nq| KviY cÖ‡Z¨K 

AÂ‡ji †µZv‡`i g‡a¨ mgRvZxq ˆewkó¨ bvI _vK‡Z cv‡i| †hgb: knivÂ‡j dv÷ dzW †ewk RbwcÖq 

MÖvgvÂ‡ji Zzjbvq; evsjv‡`‡k Uv½vBj AÂ‡ji PgPg weL¨vZ; kxZcÖavb †`‡k kx‡Zi †cvkvK mviv eQi weµq 

nq|  

2. RbwgwZK wefw³KiY (Demographic Segmentation): G c×wZ‡Z KZ¸‡jv RbwgwZK Dcv`vb; †hgb: eqm, 

wj½, Avq, cvwievwiK RxebPµ, †ckv, RvZxqZv, wk¶v BZ¨vw`i wfwË‡Z mgMÖ evRvi‡K wef³ Kiv nq| †hgb: 

niwjKm wewfbœ eq‡mi ev”Pv‡`i Rb¨ GbvwR© wWªsK evRv‡i G‡b‡Q| Avevi G¨v‡c· myR eqm I wj‡½i Ici 

wfwË K‡i bvbv wWRvBb I ai‡bi RyZv wecYb Ki‡Q| Av‡qi wfwË‡Z e¨vsKmg~n wewfbœ †µwWU wjwg‡Ui †µwWU 

KvW© Advi K‡i|  

AvPiwYK wefw³KiY 

 

 

Dcjÿ, myweav, e¨env‡ii 

gh©v`v, e¨env‡ii nvi, 

cÖ¯‘wZi Í̄i, c‡Y¨i cÖwZ 

g‡bvfve| 

†fŠ‡MvwjK wefw³KiY 

 

 

†`k, AÂj, kni, NbZ¡, 

Rjevqy| 

RbmsL¨vwelqK 

wefw³KiY 

 

eqm, wj½, cwiev‡ii 

AvqZb, cwiev‡ii 

RxebPµ, Avq, †ckv, 

wkÿv, ag©, cÖRb¥, 

RvZxqZv| 

gb Í̄vwË¡K wefw³KiY 

 

 

mvgvwRK †kÖwY, Rxe‡bi 

aib, e¨w³Z¡| 

wPÎ 5.2: †fv³v evRvi wefw³Ki‡Yi wfwËmg~n 
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3. gb Í̄vwË¡K wefw³KiY (Psychographic Segmentation): †fv³v‡`i Rxebgv‡bi aib, e¨w³Z¡, mvgvwRK 

Ae ’̄vb, Pvj-Pjb, cY¨ †_‡K cÖvc¨ Dc‡hv‡Mi cÖZ¨vkv BZ¨vw`i Ici wfwË K‡i evRvi wefw³KiY Kiv n‡j 

Zv‡K gb Í̄vwË¡K wefw³KiY ejv nq| G c×wZ‡Z evRvi wefw³Ki‡Yi d‡j †µZviv GKw`‡K Zv‡`i e¨w³Z¡, 

iæwP I Rxeb-gv‡bi mv‡_ Zvj wgwj‡q cY¨ µq Ki‡Z cv‡i Ab¨w`‡K wecYbKvixI `¶Zvi mv‡_ AwaK 

cwigv‡Y cY¨ weµq m¶g nq| †hgb: evsjv‡`‡k K¨vUm AvB eª¨vÛ †fv³vi iæwP I e¨w³‡Z¡i mv‡_ wgj †i‡L 

cÖvZ¨wnK I AvbyôvwbK Av‡qvR‡bi Rb¨ Avjv`v Avjv`v †cvkvK I Avbylw½K d¨vkb DcKiY wWRvBb K‡i 

wecYb Ki‡Q|  

4. AvPiYg~jK wefw³KiY (Behavioral Segmentation): c‡Y¨i cÖwZ †fv³v‡`i AvPi‡Yi wfwË‡ZI c‡Y¨i 

evRvi wefw³KiY Kiv hvq| G‡¶‡Î AvPi‡Yi wfwË ej‡Z cY¨wU †fvM K‡i Kx ai‡bi myweav cvIqv hv‡e, 

c‡Y¨i cÖwZ †fv³vi g‡bvfve, c‡Y¨i e¨envi I cY¨ welqK Ávb BZ¨vw` Dcv`vb‡K †evSvq| †hgb: †fv³v 

k¨v¤úy µq K‡i wewfbœ Kvi‡Y; KL‡bv LykwK `~i Kivi Rb¨ ev Sjg‡j †ikwg Pz‡ji Rb¨ ev Pzj‡K my ’̄ ivLvi 

Rb¨| k¨v¤úy e¨env‡ii Kvi‡Yi Ici wbf©i K‡i †fv³vi G wefw³‡K AvPiYg~jK wefw³KiY ejv nq| GQvovI 

Dcjÿ, cY¨ e¨env‡ii nvi, c‡Y¨i cÖwZ AvbyMZ¨I ¸iæZ¡c~Y© welq| Rb¥w`b, we‡q BZ¨vw` Abyôv‡bi Av‡qvR‡b 

†µZv wewfbœ cY¨ µq K‡i| Avevi †Kv‡bv †µZv eª¨v‡Ûi cÖwZ AvbyM‡Z¨i Rb¨ GKB eª¨vÛ cÖwZevi µq K‡i, 

Ab¨w`‡K AvbyMZ¨ bv _vK‡j wewfbœ eª¨vÛ µq K‡i| 

 

e¨emvq evRvi wefw³KiY 
Segmeting Business Markets 

e¨emvq evRv‡i †µZv cybivq †mB cY¨ weµq ev cybtcÖwµqvi Rb¨ cY¨ µq K‡i| e¨emvq evRv‡ii g~j jÿ¨ n‡jv 

gybvdv AR©b Kiv| G Kvi‡Y e¨emvq evRvi I †fv³v evRvi wefw³Ki‡Yi †ÿ‡Î wKQz Dcv`v‡bi wgj _vK‡jI Av‡iv 

wKQz Dcv`vb AšÍfz©³ Kiv n‡q‡Q| Zv wb¤œiƒcÑ 

1. cwiPvjbvwelqK PjK (Operating Variables): weµq‡hvM¨ cY¨wU †hLv‡b e¨eüZ n‡e †mLv‡b cÖhyw³i Í̄i 

Abyhvqx evRvi‡K fvM Kiv hvq| Avevi e¨emvq †ÿ‡Î wecYbKvixi cY¨wU †hme wk‡í e¨envi K‡i Zvi wfwË‡Z 

evRvi‡K fvM Kiv hvq| GQvovI cY¨wU e¨env‡ii nvi, †µZvi †hvM¨Zvi wfwË‡Z e¨emvq evRvi‡K fvM Kiv 

hvq|  

2. RbZvwË¡K wefw³KiY (Demographic Variables): G‡¶‡Î wecYbKvix wk‡í c‡Y¨i e¨envi, weµ‡qi 

cwigvY, Ae ’̄v‡bi wfwË‡Z evRvi‡K wef³ Ki‡Z cv‡i| cY¨wU †h wk‡í e¨envi Kiv nq Zvi wfwË‡Z evRvi‡K 

fvM Kiv hvq| Avevi, weµq cwigvY‡K wfwË K‡i evRvi‡K eo I †QvU wn‡m‡e wba©viY Kiv m¤¢e| Ab¨w`‡K 

e¨emvq cÖwZôv‡bi Ae ’̄v‡bi wfwË‡ZI evRvi‡K fvM Kiv hvq| †Kv‡bv cÖwZôvb weµqKvix cÖwZôv‡bi KvQvKvwQ 

Ae ’̄vb K‡i Avevi wKQz ~̀‡i Ae ’̄vb Ki‡Z cv‡i| wecYbKvix cY¨ †cuŠ‡Q †`Iqvi e¨e ’̄vi Ici wfwË K‡i 

e¨emvq evRvi‡K wef³ Ki‡Z cv‡i|  

3. µqKvh© c×wZ (Purchasing Approach): cÖwZôvb µqKvh© Kxfv‡e msMwVZ nq Zvi Ici wfwË K‡i e¨emvq 

evRvi‡K fvM Kiv hvq| cÖwZôvb †K›`ªxf‚Z I we‡K›`ªxf‚Z c×wZ‡Z µqKvh© m¤úv`b Ki‡Z cv‡i| cÖwZôv‡bi 

kw³ KvVv‡gv, mvaviY µqbxwZ, µ‡qi gvcKvwV, we`¨gvb m¤ú‡K©i cÖK…wZ Abyhvqx e¨emvq evRvi‡K fvM Kiv 

hvq| Avevi †h‡Kv‡bv µq Ae ’̄v‡K wZb fv‡M we‡kølY Kiv †h‡Z cv‡i; †hgb: m¤ú~Y© bZzb µq, ms‡kvabc~e©K 

cybtµq I mivmwi cybtµq| GB wZb ai‡bi µq Ae ’̄vi Ici wfwË K‡i e¨emvq evRvi‡K wef³ Kiv hvq|  

4. cvwicvwk̂©K Dcv`vb (Situational Factors): †µZvi wbKU cY¨wU KZUv Riæwi, e¨emvq evRv‡i cY¨wUi mywbw`©ó 

e¨envi, e¨emvq †µZv KZ cwigv‡Y cY¨ µq Ki‡Q BZ¨vw`i wfwË‡Z e¨emvq evRvi‡K wef³ Kiv hvq|  

5. e¨w³MZ ˆewkó¨ (Personal Characteristics): wkí †µZv I we‡µZvi gv‡S wbR¯̂ wewfbœ wel‡q KZUv wgj 
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i‡q‡Q; †µZv KZUv SzuwK MÖnY Ki‡Z B”QzK, we‡µZvi cÖwZ e¨emvq †µZvi AvbyMZ¨ BZ¨vw` welq we‡ePbv K‡i 

e¨emvq evRvi‡K wef³ Kiv nq|  

 

AvšÍR©vwZK evRvi wefw³KiY 
Segmeting International Markets 

wek̂vq‡bi Kvi‡Y `yB ev Z‡ZvwaK †`‡ki g‡a¨ e¨emvq Kvh©µg cwiPvjbv Kiv mnR n‡”Q| †QvU-eo A‡bK e¨emvq 

cÖwZôvb wewfbœ †`‡k cY¨ Drcv`b, wecYb BZ¨vw` KvR Ki‡Q| G Kvi‡Y AvšÍR©vwZK evRviI wef³ Kivi cÖ‡qvRb 

i‡q‡Q| cÖ_gZ, †fŠ‡MvwjK Ae¯’vb (Geographic location) Abyhvqx AvšÍR©vwZK evRvi‡K wef³ Kiv hvq| GKB 

†fŠ‡MvwjK mxgvi g‡a¨ Ae ’̄vbKvix evRv‡ii g‡a¨ cÖ‡qvRb, Pvwn`v, AvPiY, iæwP, cQ›`, µqÿgZv BZ¨vw`i g‡a¨ 

mvgÄm¨ i‡q‡Q| A_©‰bwZK Dcv`vb (Economic factor) we‡k̂i wewfbœ †`‡ki gvby‡li Av‡qi Í̄i, e¨q, µqÿgZv, 

Rxeb avi‡Yi gv‡bi g‡a¨ cv_©K¨ i‡q‡Q| A_©‰bwZK Ae ’̄v, A_©‰bwZK Dbœqb BZ¨vw`i wewfbœZv Abyhvqx evRvi‡K 

wef³ Kiv hvq| ivR‰bwZK I AvBbMZ Dcv`vb (Political and Legal factor) c„w_exi wewfbœ †`‡ki cY¨ ev †mev 

Drcv`b I wecY‡bi †ÿ‡Î ivR‰bwZK I AvBbMZ Dcv`vb wewfbœfv‡e cÖfve m„wó K‡i| miKv‡ii aib, miKv‡ii 

’̄vwqZ¡, we‡`wk †Kv¤úvwbi cÖwZ miKv‡ii g‡bvfve, Avw_©K wbqg-Kvbyb, AvgjvZvwš¿K Ae ’̄v BZ¨vw` AvšÍR©vwZK 

evRv‡i †`k‡f‡` wewfbœ nq| mvs¯‹…wZK Dcv`vb (Cultural factor) AvšÍR©vwZK evRv‡i wewfbœ †`‡ki gvby‡li ms¯‹…wZ, 

fvlv, ag©, g~j¨‡eva, wPšÍvaviv, AvPiY BZ¨vw`i ˆewPÎ¨ Abyhvqx evRvi‡K wef³ Kiv hvq|  

Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj 
Effective Segmentation Criteria 

wef³ Kivi wewfbœ Dcv`vb ev wfwË w`‡q evRvi‡K bvbvfv‡e fvM Kiv hvq wKš‘ mKj evRvi wefvM e¨emvq 

cÖwZôv‡bi Rb¨ h_vh_ bvI n‡Z cv‡i| †Kvb evRvi wefvMwU cÖwZôv‡bi Rb¨ mwVK I jvfRbK n‡e Zvi Rb¨ 

wecYbKvix‡K wePvi-we‡kølY Ki‡Z nq| Kvh©Ki evRvi wefw³Ki‡Yi Rb¨ wecYbKvix KZ¸‡jv k‡Z©i gva¨‡g 

g~j¨vqb Ki‡Z cv‡i| Zv wb¤œiƒcÑ 

1. Dcv`v‡bi cwigvc‡hvM¨Zv (Measurability of Elements): evRvi wefw³Ki‡Yi Rb¨ evRv‡ii cÖK…wZ‡f‡` 

wewea cÖKvi Dcv`vb e¨envi Kivi cÖ‡qvRb nq| evRv‡ii Dcv`vbmg~n Aek¨B cwigvc‡hvM¨ nIqv 

Avek¨K| D`vniY¯^iƒc †Rjv, eqm, Avq BZ¨vw` cwigvc‡hvM¨ Dcv`vb| ZvB XvKv †Rjvq KZRb wkï I 

cÖvßeq¯‹ i‡q‡Q, cÖvßeq¯‹iv †Kvb †ckvq, KZ Avq Ki‡Qb BZ¨vw` Dcv`vb cwigvc Kiv hvq| evRvi 

wefvR‡b e¨eüZ Dcv`vbm~n cwigvc‡hvM¨ bv n‡j wefw³Ki‡Yi Avmj D‡Ïk¨ mdj bvI n‡Z cv‡i|  

2. cÖ‡ek‡hvM¨Zv (Accessibility): wecYbKvix‡K evRv‡i cÖ‡ek‡hvM¨Zv cwigvc Ki‡Z nq| †Kv‡bv cÖwZôv‡b 

Lye mn‡R cÖ‡ek Kiv hvq; Avevi wKQz evRv‡i cÖ‡ek Kiv ZZUv mnR bq| ‡hgb: XvKv kn‡ii e¨emvqxi 

Kv‡Q XvKvi †h‡Kv‡bv GjvKvi evRv‡i cÖ‡ek Kiv hZUv mnR, †m›UgvwU©‡bi evRv‡i cÖ‡ek ZZUv mnR bq| 

ZvB cÖwZôvb‡K eÈb cÖYvwj, weÁvcb gva¨g, weµq cÖqvm BZ¨vw` Kg Li‡P, ¯̂v”Q‡›`¨i mv‡_ Ges Kg 

AcP‡q cÖwZwU DcevRvi cÖ‡ek‡hvM¨ wKbv Zv we‡kølY Ki‡Z nq|  

3. Kv‡h©vc‡hvwMZv (Actionability): cÖwZwU DcevRvi‡K AvKl©Yxq Kivi Ges †mev cÖ`v‡bi Rb¨ Kvh©Ki 

†cÖvMÖvg ˆZwii mvg_©¨ we‡ePbv Ki‡Z nq| evRvi AvKl©Yxq n‡jI Kvh©Kifv‡e wecYb †KŠkj Aej¤̂b Kivi 

Ici wbf©i Ki‡Q cÖwZôv‡bi Kv‡h©vc‡hvwMZv|  

4. ch©vßZv (Substantiality): wefw³Ki‡Yi gva¨‡g †hme DcevRvi m„wó Kiv nq †m¸‡jv hyw³msMZfv‡e e„nr 

nIqv cÖ‡qvRb| ÿz`ªvKv‡ii DcevRv‡i cY¨ wecYb Kiv n‡j wecYbKvix jvfRbK Dcv‡q e¨emvq Ki‡Z 

cvi‡e bv|  

5. cv_©K¨KiY‡hvM¨Zv (Differentiability): cÖ‡Z¨K evRvi-wefvM Ab¨vb¨ evRvi-wefvM †_‡K wfbœ iK‡gi 

n‡Z nq| G‡ÿ‡Î cÖwZwU evRvi Ask wecYb wgkÖ‡Yi Dcv`vb I Kg©m~wPi cÖwZ wfbœ wfbœ cÖwZwµqv cÖKvk 
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K‡i _v‡K|  

 
 

 

 

 

evsjv‡`‡ki A‡bK D‡`¨v³v AbjvB‡b ZvRv gv‡Qi AWv©i 

MÖnY K‡i †cŠu‡Q †`b †µZvi †`vi‡Mvovq|  mvgyw ª̀K, 

wgVvcvwbi, Pv‡li gv‡Qi mv‡_ mv‡_ evsjv‡`‡ki wejyßcÖvq 

gvQI †µZvi Pvwn`v Abyhvqx msMÖn K‡i mieivn Kiv nq| 

AbjvBb e¨emvq †µZv‡`i wek¦vm‡hvM¨Zv AR©b Kiv me‡P‡q 

KwVb| gvQ cPbkxj cY¨ e‡j GB e¨emvi P¨v‡jÄI †ewk| 

m‡e©v”P †Póv Kiv nq †Kv‡bvfv‡eB †hb cuPv gvQ mieivn Kiv 

bv nq| ZviciI KL‡bv †Kv‡bv †µZv gvQ wb‡q mš‘ó bv n‡j 

Avevi gvQ w`‡q ev UvKv wdwi‡q w`‡q †µZvi mš‘wó AR©‡bi 

†Póv Pvjv‡bv nq| G‡Z K‡i GKB †µZv evievi gvQ 

wKb‡Qb| ‡`‡ki wewfbœ cÖvšÍ †_‡K gvQ nv‡Z cvIqvi Zv ` ªæZB †µZv‡`i evwo‡Z †cŠ‡Q †`Iqvi †Póv Kiv nq| †µZvi 

Pvwn`v Abyhvqx Av Í̄ gvQ eo KvU©‡b, Avevi, cwi®‹vi K‡i wewfbœ AvKv‡i UzK‡iv Kiv gvQ eid w`‡q c¨v‡KU Kiv nq 

Ggbfv‡e †hb bó bv nq| evBK ivBWviiv ‰Zwi c¨v‡KU I KvU©b XvKvi wewfbœ GjvKv‡Z †cŠu‡Q w`‡”Qb|  

 

 

 

 
 

 

mvims‡ÿc  

evRvi wefw³KiY n‡jv GKwU cÖwµqv, hvi gva¨‡g m¤ú~Y© evRvi‡K wewfbœ ˆewk‡ó¨i wfwË‡Z fvM Kiv nq| 

evRv‡ii Gme †QvU †QvU Ask‡K ejv nq evRvi Ask| P‚ovšÍ cY¨ hviv †fvM K‡i Zv‡`i‡K wb‡q †fv³v evRvi 

MwVZ| mvaviYZ †fv³v evRvi‡K PviwU wfwËi Av‡jv‡K wef³ Kiv nq| h_v: †fŠ‡MvwjK wefw³KiY, RbwgwZK 

wefw³KiY, gb Í̄vwË¡K wefw³KiY I AvPiYg~jK wefw³KiY| Ab¨w`‡K e¨emvq evRv‡i †µZv cybivq †mB cY¨ 

weµq ev cybtcÖwµqvi Rb¨ cY¨ µq K‡i| e¨emvq evRviI †fv³v evRvi wefw³Ki‡Yi wfwËmg~‡ni Ici wfwË 

K‡i wefw³KiY Kiv hvq| Z‡e e¨emvq evRvi wefw³Ki‡Y wKQzUv wfbœZv i‡q‡Q; †hgb: †µZv cÖK…wZ, cÖwZôv‡bi 

AvqZb, µqKvh© c×wZ, µq Ae ’̄v I †µZv cÖwZôv‡bi Ae ’̄vb| evRvi wef³ Kivi mgq wecYbKvix‡K wKQy kZ© 

c~iY K‡i evRvi‡K wefw³ Kiv cÖ‡qvRb nq| †mB kZ©¸‡jv n‡jv Dcv`v‡bi cwigvc‡hvM¨Zv, cÖ‡ek‡hvM¨Zv, 

Kv‡h©vc‡hvwMZv, ch©vßZv I cv_©K¨KiY‡hvM¨Zv|  

 

AbjvB‡b ZvRv gv‡Qi e¨emvq  

m~Î: gvbmyiv †nvmvBb, cÖ_g Av‡jv, ‡m‡Þ¤̂i, 2020; Qwe: https://www.pxfuel.com/ 
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jÿ¨ evRvi wba©viY 

Market Targeting 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ  

 evRvi jÿ¨vqb Kx e¨vL¨v Ki‡Z cvi‡eb Ges 

 evRvi wefvM g~j¨vqb I wbe©vPb c×wZ eY©bv Ki‡Z cvi‡eb|  

 

evRvi wef³ Kivi mgq wecYbKvix‡K wKQy kZ© c~iY K‡i evRvi‡K wefw³ Kiv cÖ‡qvRb nq| evRvi‡K wef³ Kivi 

ci Kvh©KvwiZv I AvKl©YxqZvi wfwË‡Z GK ev GKvwaK evRvi‡K wbe©vPb Kiv nq evRvi jÿ¨vq‡bi gva¨‡g| 

evRvi‡K wbe©vPb Kivi ci wecYbKvix wbe©vwPZ evRvi‡K jÿ¨ K‡i wewfbœ †KŠkj Aej¤̂b K‡i wecYb Kvh©µg 

cwiPvjbv K‡i|  

 

evRvi jÿ¨vqb 
Market Targeting 

wecYbKvix m¤ú~Y© evRvi‡K mgRvZxq ˆewk‡ó¨i wfwË‡Z wef³ K‡i| Gici wecYbKvix Zvi mvg_©¨ Abyhvqx wbw`©ó 

evRvi wefvM‡K †e‡Q †bq Ges †mB evRv‡ii Rb¨ wecYb Kg©m~wP MÖnY K‡i| AvKl©YxqZv I gybvdv‡hvM¨Zvi wfwË‡Z 

evRvi wbw`©ó Kivi c×wZ‡K evRvi jÿ¨vqb ejv nq| A_v©r cÖ‡Z¨K evRvi wefv‡Mi AvKl©YxqZv g~j¨vqb K‡i GK 

ev GKvwaK evRvi wbe©vPb Kivi c×wZ‡K evRvi jÿ¨vqb e‡j|  

†hgb: †cvkvK cÖ ‘̄ZKvix cÖwZôvb evsjv‡`‡ki evRvi‡K eqm I wj‡½i wfwË‡Z K‡qKwU fv‡M fvM Ki‡Z cv‡i; h_v: 

wkï, wK‡kvi, hyeK, e„×, cyiæl ev gwnjv| GZ¸‡jv evRvi wefv‡Mi g‡a¨ KZwU evRvi wefvM I †Kvb evRvi wefvM 

wba©viY Ki‡e Zv wbe©vP‡bi c×wZB n‡jv evRvi jÿ¨vqb| aiæb cÖwZôvbwU Zvi mg_©¨ Abyhvqx ïay cyiæl‡`i Rb¨ 

eq‡mi wfwË‡Z wK‡kvi, hyeK‡`i Rb¨ evRvi jÿ¨vqb K‡i AvbyôvwbK I ˆ`bw›`b †cvkvK ˆZwi Ki‡Z cv‡i|  

  

evRvi wefvM g~j¨vqb I wbe©vPb c×wZ 
Evaluating and Selecting the Market Segments 

evRvi wefvMmg~n g~j¨vq‡bi Rb¨ cÖwZôvb wZbwU welq‡K ¸iæZ¡ w`‡q _v‡K| †m¸‡jv n‡jvÑcÖ_gZ, evRvi wefv‡Mi 

AvqZb I cÖe„w×i nvi m¤úwK©Z Z_¨ msMÖn I we‡kølY Kiv cÖ‡qvRb| †h‡Kv‡bv e¨emvq cÖwZôv‡bi Rb¨ eo AvqZ‡bi 

I D”P cÖe„w×i nviwewkó evRvi AvKl©Yxq n‡jI GwU †QvU †Kv‡bv e¨emvq cÖwZôv‡bi Rb¨ Dchy³ bvI n‡Z cv‡i| 

wØZxqZ, evRvi wefv‡Mi KvVv‡gvMZ AvKl©YxqZv m¤ú‡K© Ávb ARb© Kiv cÖ‡qvRb| KviY †h evRv‡i AwaK 

cÖwZ‡hvMx i‡q‡Q I †h‡Kv‡bv mgq bZzb cÖwZ‡hvMx mn‡RB cÖ‡ek Ki‡Z cv‡i †mB evRvi KvVv‡gvMZ w`K †_‡K 

AvKl©Yxq bq Ges me©‡k‡l, cÖwZôv‡bi D‡Ïk¨ I m¤ú‡`i wfwË‡Z mvgvÄm¨c~Y©Zv GKwU ¸iæZ¡c~Y© welq| A‡bK mgq 

†Kv‡bv evRvi wefv‡Mi AvqZb, cÖe„w× I KvVv‡gvMZ w`K †_‡K AvKl©Yxq n‡jI ev` †h‡Z cv‡i hw` e¨emvq 

cÖwZôv‡bi `xN©‡gqvw` D‡Ï‡k¨i mv‡_ Awgj _v‡K A_ev cÖwZôv‡bi `ÿZv I m¤ú‡`i Afve _v‡K| myZivs Gme 

wel‡q Z_¨ msMÖn I we‡kølY K‡i wecYbKvix evRvi wefvM‡K g~j¨vqb K‡i _v‡K|  

m¤ú‡`i mxgve×Zv I †fv³v‡`i iæwP-cQ‡›`i cv_©‡K¨i Kvi‡Y †Kv‡bv cÖwZôv‡bi GKvi c‡¶ mKj †fv³vi me 

cÖ‡qvRb †gUv‡bv m¤¢e bq| ZvB cÖwZôvb mgMÖ evRvi‡K wewfbœ DcevRv‡i fvM K‡i GK ev GKvwaK evRvi Ask 

wbe©vPb K‡i, Avevi KL‡bv mgMÖ evRvi‡K wewfbœ evRvi As‡k fvM K‡i wbe©vwPZ evRvi As‡k wecYb Kvh©µg 

cvV-5.2 

Philip Kotler & Gary Armstrong evRvi jÿ¨vqb‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Market Targeting 

is the process of evaluating each market segments attractiveness and selecting one or more 

market segments to enter.” A_©vr evRvi jÿ¨vqb n‡jv cÖwZwU evRvi As‡ki AvKl©YxqZv g~j¨vqb Ges 

cÖ‡e‡ki Rb¨ GK ev GKvwaK evRvi wefvM wbe©vP‡bi cÖwµqv| 
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cwiPvjbv K‡i Ges cÖwZwU evRvi As‡ki Rb¨ Avjv`v Avjv`v wecYb Kg©m~wP cÖYqb K‡i _v‡K| cÖwZôvb Zvi jÿ¨, 

mvg_©¨ I evRv‡ii cwiw ’̄wZ wePvi-we‡kølY K‡i wewfbœ evRvi jÿ¨vq‡bi †KŠkj Aej¤̂b K‡i| wecYbKvix KL‡bv 

GKwU evRv‡ii mevi Rb¨, Avevi KL‡bv evRvi‡K wef³ K‡i †mB Dcwefv‡Mi Rb¨, Avevi cÖ‡Z¨K †µZvi Rb¨ 

Avjv`v Avjv`v wecYb Kvh©µg MÖnY Ki‡Z cv‡i| wPÎ 5.3-Gi gva¨‡g evRvi wefw³Ki‡Yi ci evRvi jÿ¨vq‡bi 

†KŠkjmg~n Dc ’̄vcb Kiv n‡jvÑ 

 

 

 

 

 

 

 

1. Ac„_KxK…Z/MY-wecYb (Undifferentiated/Mass-Marketing): MY-wecYb ej‡Z mgMÖ evRv‡ii R‡b¨ 

GKwUgvÎ wecYb wgkÖ‡Yi Abykxjb‡K †evSvq| mKj †kÖwYi †µZv mvavi‡Yi cÖ‡qvRb I Pvwn`v †gUv‡bvi 

j‡¶¨ mgMÖ evRvi‡K GKwU evRvi wn‡m‡e we‡ePbv Kiv nq| MY-wecY‡bi †ÿ‡Î MY-Drcv`b, MY-eÈb I 

MY-cÖmvig~jK Kvh©µ‡gi gva¨‡g cY¨ I †mev weµ‡qi Rb¨ GKB wecYb Kg©m~wP MÖnY Kiv nq| G wecY‡bi 

†¶‡Î we‡µZv GKwU c‡Y¨i Rb¨ e„n`vqZb Drcv`b, eÈb Ges wecYb cÖmv‡ii e¨e ’̄v †bq Ges G cY¨wUB 

mKj †µZvi wbKU wewµi †Póv K‡i| †KvKv‡Kvjv †Kv¤úvwb cÖ_gw`‡K gvÎ GKwU cvbxq ˆZwi K‡i †mUvB 

evRv‡ii me ai‡bi †µZvi Rb¨ Rb¨ wecYb KiZ| cy‡iv evRv‡ii Rb¨ †KvKv‡Kvjv a‡i wb‡qwQj †h GB 

GKwU cvbxq mevi wbKUB Av‡e`bgqx n‡e| MY-wecY‡bi c‡¶ Ab¨Zg hyw³ n‡”Q GB †KŠk‡j LiP I g~j¨ 

Kgv‡bv m¤¢e, hv me‡P‡q eo m¤¢ve¨ evRvi m„wó Ki‡e|  

2. c„_KxK…Z/wef³ wecYb (Differentiated/Segmented Marketing): mgMÖ evRvi‡K wewfbœ DcevRv‡i 

wef³ K‡i GK ev GKvwaK evRvi Ask‡K †K›`ª K‡i †h wecYb Kg©m~wP cwiPvjbv Kiv nq Zv‡K wef³ 

wecYb e‡j| wef³ wecY‡bi gva¨‡g cÖwZwU evRvi wefv‡Mi Pvwn`v fv‡jvfv‡e mwVKfv‡e g~j¨vqb K‡i 

c„_K c„_K cY¨ cÖYvwj, eÈb cÖYvwj I wecYb cÖmvig~jK Kg©KvÐ MÖnY Kiv nq| †hgb: †KvKv‡Kvjv 

eZ©gv‡b evRv‡i wewfbœ Pvwn`v Abyhvqx Wv‡qU †Kvjv, wR‡iv †Kvjv, f¨vwbjv †KvKv‡Kvjv, †jgb †KvKv‡Kvjv 

BZ¨vw` cY¨ wecYb Ki‡Q|  

3. †K›`ªxf‚Z/†KvUi wecYb (Concentrated/Niche Marketing): †Kv‡bv evRvi wefvM‡K ÿz`ª ÿz`ª fv‡M fvM 

K‡i cÖ‡Z¨KwU Dcwefv‡Mi Rb¨ c„_K c„_K ˆewk‡ó¨i wfwË‡Z M„nxZ wecYb Kg©m~wP‡K ‡K›`ªxf~Z/ †KvUi 

wecYb e‡j| †KvUi wecYb n‡”Q ¯̂Zš¿ ˆewkó¨m¤úbœ DcwefvM ev †KvUi n‡Z we‡kl myweavcÖvwßi Rb¨ 

cwiPvwjZ Kvh©µg| G wecY‡b gvÎ GKRb ev AímsL¨K cÖwZ‡hvMx _v‡K| mvaviYZ mxwgZ m¤ú‡`i 

AwaKvix †QvU †QvU †Kv¤úvwb¸‡jv G ai‡bi wecYb Kg©m~wP Abymv‡i cwiPvwjZ nq| †hgb: evsjv‡`‡ki 

evRv‡i eZ©gv‡b AM©vwbK Lv`¨`ª‡e¨i cÖwZ AvMÖn †e‡o‡Q| A‡bK cÖwZôvb GLb AM©vwbK mewR I djg~j 

Drcbœ K‡i wecYb Ki‡Q| AM©vwbK Lvev‡ii cÖwZ AvMÖnx †µZv‡`i Rb¨ mewR, djg~j QvovI GLb gvQ-

gvsk I wewfbœ AM©vwbK ˆZwi LveviI weµq Ki‡Q|  

4. ÿz`ª wecYb (Micro Marketing): ÿz`ª wecYb n‡jv mywbw`©ó e¨w³ ev Ae ’̄vb Abyhvqx cY¨ wecY‡bi Rb¨ 

cwiPvwjZ Kvh©µg| ÿz`ª wecY‡bi gva¨‡g mywbw` ©ó e¨w³ I Ae ’̄vb Abyhvqx wecYb Kg©m~wP Abykxjb Kiv 

nq| ÿz`ª wecYb ỳB ai‡bi n‡q _v‡K| h_v:  

c~Y© evRvi 

we Í̄…wZ 
eûgyLx 

wefw³KiY 

GKK  

wefw³KiY 
e¨w³K 

wefw³KiY 

MY-wecYb 
†µZv‡Kw›`ªKZv 

wPÎ 5.3: evRvi jÿ¨vq‡bi †KŠkjmg~n 
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K)  ̄ ’vbxq wecYb (Local Marketing): wecYbKvix hLb ’̄vbxq †µZvmvavi‡Yi cÖ‡qvRb, Pvwn`v I Afve 

c~i‡Yi D‡Ïk¨ cY¨ Dbœqb I wecYb Kg©m~wP cwiPvjbv K‡i ZLb Zv‡K ’̄vbxq wecYb e‡j| ’̄vbxq 

wecY‡b †Kv‡bv wbw`©ó ’̄v‡bi †µZvi cÖ‡qvRb I Afve c~i‡Yi Rb¨ cY¨, eÈb I cÖmvi Kg©m~wP MÖnY 

K‡i| †hgb: evsjv‡`‡ki †cÖwÿ‡Z wewfbœ GjvKvq Aew ’̄Z ’̄vbxq Lvev‡ii †`vKvb, hviv ïay †mB wbw`©ó 

GjvKvi Pvwn`v c~iY K‡i|  

L)  e¨w³K wecYb (Individual Marketing): cÖ‡Z¨K e¨w³‡K c„_K evRvi wn‡m‡e we‡ePbv K‡i †m 

Abyhvqx cÖ‡qvRb I Afve c~i‡Yi j‡¶¨ cY¨ Dbœqb Ges wecYb Kg©m~wP MÖnY Kiv n‡j Zv‡K e¨w³K 

wecYb e‡j| e¨w³K wecY‡b cÖwZwU †µZvi cÖ‡qvRb I AMÖvwaKvi Abyhvqx cY¨ Dbœqb Ges wecYb 

Kg©m~wP MÖnY Kiv nq| G‡K †µZv‡K›`ªxKiYI (Customizations) ejv †h‡Z cv‡i| e¨w³K wecY‡bi 

D`vniY wn‡m‡e †UBjvwis (Tailoring)-Gi †`vKvb ejv hvq| †hLv‡b cÖ‡Z¨K †µZvi Pvwn`v I cÖ‡qvRb 

Abyhvqx †cvkvK cÖ ‘̄Z Kivi †mev cÖ`vb Kiv nq| Avevi †Wj (Dell) Kw¤úDUvi/j¨vcUc, bvBK (Nike) 

BZ¨vw` cÖwZôvbI †µZvi Avjv̀ v Avjv v̀ Pvwn`v I cQ›` Abyhvqx cY  ̈ˆZwi I wecYb Ki‡Q|  

e¨emvq cÖwZôvb‡K evRvi jÿ¨vq‡bi †KŠkj wbe©vP‡bi mgq wewfbœ welq we‡ePbv Ki‡Z nq| hLb †Kv‡bv cÖwZôv‡bi 

m¤ú` mxwgZ †m‡ÿ‡Î †K›`ªxf‚Z/†KvUi wecYb †KŠkj cQ›` Kiv h_vh_ n‡Z cv‡i| hLb †Kv‡bv c‡Y¨i g‡a¨ wfbœZv 

Avbv m¤¢e nq bv ev cY¨wU ˆewkó¨MZ w`K †_‡K Awfbœ ZLb Ac„_KxK…Z/MY-wecYb †KŠkj wba©viY Kiv hvq| c‡Y¨ 

wfbœZv Avbv m¤¢e n‡j wef³ wecYb †KŠkj wbe©vPb Kiv mwVK wm×všÍ n‡e| c‡Y¨i RxebP‡µi Ici wbf©i K‡i 

jÿ¨vqb †KŠkj wba©viY Kiv cÖ‡qvRb nq| hLb bZzb cY¨ gvÎ evRv‡i Avbv nq ZLb Ac„_KxK…Z wecYb †KŠkj 

Ges c‡Y¨i weµ‡qi cwigvY evovi mv‡_ mv‡_ c‡Y¨i wewfbœZv G‡b wef³ wecYb †KŠkj cÖ‡qvM Kivi cÖ‡qvRb nq| 

Avevi cÖwZ‡hvMxi jÿ¨vq‡bi †KŠkjI ¸iæZ¡c~Y© cÖfve †d‡j| cÖwZ‡hvMx Ac„_KxK…Z wecYb †KŠkj e¨envi Ki‡j 

†m‡ÿ‡Î wef³ wecYb †KŠkj Aej¤̂b K‡i wecYbKvix cÖwZ‡hvwMZvg~jK myweav AR©b Ki‡Z cv‡i Ab¨w`‡K 

cÖwZ‡hvMx wef³ ev †K›`ªxf‚Z wecYb †KŠkj cÖ‡qvM Ki‡j wecYbKvix KL‡bvB Ac„_KxK…Z wecYb †KŠkj e¨envi 

K‡i mdjZv AR©b Ki‡Z cvi‡e bv| myZivs †Kvb †KŠkj wecYbKvixi Rb¨ h_vh_ n‡e Zv wewfbœ Avw½‡K wePvi-

we‡kølY K‡i wm×všÍ wb‡Z nq|  

 

mvims‡ÿc  

cÖ‡Z¨K evRvi wefv‡Mi AvKl©YxqZv g~j¨vqb K‡i GK ev GKvwaK evRvi wbe©vPb Kivi c×wZ‡K evRvi jÿ¨vqb 

e‡j| evRvi wefvMmg~n g~j¨vq‡bi Rb¨ cÖwZôvb cÖ_gZ, evRvi wefv‡Mi AvqZb I cÖe„w×i nvi; wØZxqZ, evRvi 

wefv‡Mi KvVv‡gvMZ AvKl©YxqZv Ges me©‡k‡l, cÖwZôv‡bi D‡Ïk¨ I m¤ú‡`i wfwË‡Z mvgvÄm¨c~Y©Zv ¸iæZ¡ w`‡q 

_v‡K| m¤ú‡`i mxgve×Zv I †fv³v‡`i iæwP-cQ‡›`i cv_©‡K¨i Kvi‡Y †Kv‡bv cÖwZôv‡bi GKvi c‡¶ mKj 

†fv³vi me cÖ‡qvRb †gUv‡bv m¤¢e bq| ZvB cÖwZôvb mgMÖ evRvi‡K wewfbœ DcevRv‡i fvM K‡i GK ev GKvwaK 

evRvi Ask wbe©vPb K‡i, Avevi KL‡bv mgMÖ evRvi‡K wewfbœ evRvi As‡k fvM K‡i wbe©vwPZ evRvi As‡k wecYb 

Kvh©µg cwiPvjbv K‡i Ges cÖwZwU evRvi As‡ki Rb¨ Avjv`v Avjv`v wecYb Kg©m~wP cÖYqb K‡i _v‡K| 

wecYbKvix KL‡bv GKwU evRv‡ii mevi Rb¨, Avevi KL‡bv evRvi‡K wef³ K‡i †mB Dcwefv‡Mi Rb¨, Avevi 

cÖ‡Z¨K †µZvi Rb¨ Avjv`v Avjv`v wecYb Kvh©µg MÖnY Ki‡Z cv‡i| †m¸‡jv n‡jvÑAc„_KxK…Z/MY-wecYb; 

c„_KxK…Z/wef³ wecYb; †K›`ªxf‚Z/†KvUi wecYb I ÿz`ª wecYb| cÖ_gZ, mKj †kÖwYi †µZvmvavi‡Yi cÖ‡qvRb I 

Pvwn`v †gUv‡bvi j‡¶¨ mgMÖ evRvi‡K GKwU evRvi wn‡m‡e we‡ePbv K‡i †h wecYb Kg©m~wP MÖnY Kiv nq Zv‡K 

MY-wecYb e‡j| wØZxqZ, mgMÖ evRvi‡K wewfbœ DcevRv‡i wef³ K‡i GK ev GKvwaK evRvi Ask‡K †K›`ª K‡i 

†h wecYb Kg©m~wP cwiPvjbv Kiv nq Zv‡K wef³ wecYb e‡j| Z…ZxqZ, †Kv‡bv evRvi wefvM‡K ÿz`ª ÿz̀ ª fv‡M 

fvM K‡i cÖ‡Z¨KwU Dc-wefv‡Mi Rb¨ c„_K c„_K ˆewk‡ó¨i wfwË‡Z M„nxZ wecYb Kg©m~wP‡K †KvUi wecYb e‡j| 

me©‡k‡l, ÿz`ª wecYb n‡jv mywbw`©ó e¨w³ ev Ae ’̄vb Abyhvqx cY¨ wecY‡bi Rb¨ cwiPvwjZ Kvh©µg| ÿz`ª wecYb 

`yB ai‡bi n‡q _v‡K; h_v: ’̄vbxq wecYb I e¨w³K wecYb|  
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c„_KxKiY I evRvi Ae¯’vb MÖnY  

Differentiation and Market Positioning  

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ  

 evRvi Ae ’̄vb MÖnY Kx Zv e¨vL¨v Ki‡Z cvi‡eb; 

 Ae ’̄vb MÖnY wPÎ m¤ú‡K© ej‡Z cvi‡eb; 

 c„_KxKiY Kx I Zvi †KŠkjmg~n e¨vL¨v Ki‡Z cvi‡eb Ges 

 c„_KxKiY I Ae ’̄vb MÖnY †KŠkj m¤ú‡K© eY©bv Ki‡Z cvi‡eb|  

 

†µZvi g‡b ’̄vb ˆZwi I a‡i ivLvi Rb¨ wecYbKvix evRvi Ae ’̄vb MÖn‡Yi Rb¨ wewfbœ †KŠkj Aej¤̂b K‡i| evRvi 

wef³ I jÿ¨vqb †KŠkj wba©viY Kivi ci wecYbKvix evRvi Ae ’̄vb MÖnY Kivi wm×všÍ MÖnY K‡i| cÖwZ‡hvwMZvg~jK 

evRv‡i GKB evRv‡i GKB ai‡bi cY¨ I †mev wb‡q A‡bK cÖwZôvb wewfbœ wecYb Kvh©µg MÖnY K‡i| d‡j A‡bK 

mgqB †µZv I †fv³v cÖwZ‡hvMx cÖwZôvb‡`i cY¨ I †mevi g‡a¨ cv_©K¨ Ki‡Z cv‡i bv| G Kvi‡Y wecYbKvix‡K 

ˆewPÎ¨c~Y© cY¨ cÖ ‘̄Z K‡i Ges wecYbKvix evRvi Ae ’̄vb MÖn‡Yi gva¨‡g †µZvi wbKU wewfbœfv‡e MÖnY‡hvM¨Zv 

evov‡bvi †Póv K‡i|  

  

evRvi Ae ’̄vbMÖnY Kx? 
What is Market Positioning? 

evRvi Ae ’̄vbMÖnY n‡jv wecYbKvix KZ…©K †µZvi g‡b c‡Y¨i cÖwZ‡hvwMZvg~jK Ae ’̄vb ˆZwii cÖwµqv| wecYbKvix 

cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ †µZv‡`i cÖ‡qvRb I AvMÖ‡ni Ici wfwË K‡i wecYb †KŠkj wba©viY K‡i|  

A_©vr †Kv‡bv c‡Y¨i Ae ’̄vb ej‡Z †fv³v cY¨wUi ˆewk‡ó¨i wfwË‡Z cY¨‡K Kxfv‡e msÁvwqZ Ki‡Q Ges cÖwZ‡hvMx 

c‡Y¨i †cÖwÿ‡Z D³ cY¨ †µZvi g‡b †h ’̄vb `Lj K‡i Av‡Q Zv‡K †evSvq| †hgb: †Kv‡bv Kjg µq Kivi mgq 

†µZv †Kv‡bv wbw`©ó eª¨vÛ Ô‡gUvWiÕ-Gi Kjg wbqwgZ µq K‡i Ges Zvi eÜz-evÜe‡KI Ô‡gUvWiÕ Kj‡gi K_v D‡jøL 

K‡i| Gi A_© n‡jv Ô‡gUvWiÕ eª¨vÛwU †µZvi g‡b wbw`©ó GKwU RvqMv `Lj K‡i †i‡L‡Q| hw` †µZvi Kv‡Q Rvb‡Z 

PvIqv nq †h †Kb †m GB eª¨v‡Ûi Kjg µq K‡i ZLb †m Aek¨B Ô‡gUvWiÕ Kj‡gi Ggb GKwU ˆewkó¨ ev myweav 

ej‡e, hv Ab¨vb¨ †Kv‡bv cÖwZ‡hvMx eª¨vÛ w`‡Z cv‡iwb|  

wecYbKvix c‡Y¨i Ae ’̄vb ˆZwi Kivi Rb¨ wewfbœ cwiKíbv MÖnY I †KŠkj Aej¤̂b K‡i †hb Zv wba©vwiZ evRv‡i 

m‡e©vËg Ae ’̄vb ˆZwi Ki‡Z cv‡i| †hgb: fj‡fv Mvwo ej‡Z ÔwbivcËvÕ‡K †evSvq, evRv‡i fj‡fv Mvwo wbivc` 

hvbevnb wn‡m‡e cwiwPZ| Gi KviY n‡jv cÖwZôvbwU wbivc` ˆewk‡ó¨i Ici ¸iæZ¡ w`‡q †mB Abyhvqx cY¨ cÖ ‘̄Z, 

g~j¨ wba©viY, eÈb cÖYvwj wba©viY I wecYb cÖmv‡ii Kvh©µg MÖnY K‡i‡Q| Avevi jv· mvevb Ô†mŠ›`‡h©i cÖZxKÕ| Gi 

gva¨‡g jv· †fv³v‡`i g‡b GKwU wbw`©ó ’̄vb `Lj K‡i Av‡Q|  

cY¨ †Kbvi wm×všÍ †bIqvi mgq †µZv cY¨ I †mev m¤úwK©Z wewfbœ Z_¨ Rvbvi †Póv K‡i I Z_¨¸‡jv g~j¨vqb K‡i| 

Z‡_¨i Avwa‡K¨i Kvi‡Y A‡bK mgqB mwVK µq wm×všÍ †bIqv KwVb n‡q c‡o| †m Kvi‡Y µq cÖwµqv mnRZi 

cvV-5.3 

Philip Kotler & Gary Armstrong evRvi Ae ’̄vb MÖnY‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Positioning is 

the act of designing the company’s offering and image to occupy a distinctive place in the mind 

of target market.” A_©vr evRvi Ae ’̄vb MÖnY n‡jv cÖwZôv‡bi wecYb Ac©Y I fveg~wZ© wWRvBb Kivi 

Ggb GKwU cÖwµqv, hvi gva¨‡g cÖwZôvb Afxó evRvi †µZvi g‡b GKwU ¯̂Zš¿ ’̄vb `Lj Ki‡Z cv‡i| 
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Kivi Rb¨ †µZv c‡Y¨i Rb¨ Dcjwä, aviYv Ges Abyf‚wZ BZ¨vw` Z‡_¨i wfwË‡Z c‡Y¨i Ae ’̄v‡bi GKwU RwUj †mU 

ˆZwi K‡i| Gi gva¨‡g †µZv cÖwZ‡hvMx c‡Y¨i Zzjbvq c‡Y¨i wbw`©ó Ae ’̄vb eyS‡Z cv‡i Ges µq wm×všÍ MÖnY Ki‡Z 

cv‡i| †µZvi µq wm×v‡šÍi GB RwUj wePvi-we‡køl‡Y wecYbKvixi wecYb Kvh©µg cÖZ¨ÿ ev c‡ivÿfv‡e cÖfve bvI 

ivL‡Z cv‡i| wKš‘ wecYbKvix Zvi wecYb Kvh©µg I wgkÖ‡Yi mKj wm×všÍ †bIqvi Av‡M jÿ¨w ’̄Z †µZvi Kv‡Q 

c‡Y¨i Ae ’̄vb †Kgb Zv Rvbvi †Póv K‡i, hv‡Z wecYbKvixi Kvh©µg mdj nq|  

 

Ae ’̄vb MÖnY wPÎ 
Positioning Map 

wecYbKvix wecYb †KŠkj I Kvh©µg MÖnY Kivi c~‡e© †µZv wecYbKvixi cY¨ m¤ú‡K© Kx fve‡Q Zv Rvbvi Rb¨ 

Ae ’̄vb MÖnY wPÎ ˆZwi K‡i| GB wP‡Îi gva¨‡g †fv³v‡`i Dcjwä Abyhvqx cÖwZ‡hvMx ebvg Zvi eª¨v‡Ûi cv_©K¨ Ges 

Ae ’̄vb mn‡RB wecYbKvix eyS‡Z cv‡i| wPÎ bs 5.4 GKwU D`vni‡Yi mvnv‡h¨ Ae ’̄vb MÖnY wPÎ †Kgb nq Zv 

Av‡jvPbv Kiv n‡jv| g‡b Kwi, K, L, M, N, O I P -QqwU eª¨vÛ wbw`©ó GKwU evRv‡i ˆZwi-Lvevi †hgb: wkOvov, 

mgyPv BZ¨vw` weµq K‡i| wP‡Î 

cÖwZwU e„Ë w`‡q g~j¨, cywó I 

gyL‡ivPKZv GB wZbwU 

ˆewk‡ó¨i wfwË‡Z eª¨v‡Ûi 

Ae ’̄vb wb‡`©k K‡i| Avi e„‡Ëi 

†QvU ev eo AvKvi w`‡q evRv‡i 

eª¨vÛwU KZUzKz Ask `Lj 

K‡i‡Q Zv wb‡`©k K‡i| †Kv‡bv 

†µZv ˆZwi-Lvevi µq Kivi 

mgq GB QqwU eª¨v‡Ûi Ae ’̄vb 

wPÎ ˆZwi Kivi gva¨‡g g~j¨vqb 

K‡i µq wm×všÍ MÖnY K‡i| 

GLv‡b †`Lv hv‡”Q †h eª¨vÛ ÔNÕ 

g~j¨, cywó I gyL‡ivPKZvi w`K 

†_‡K ga¨g Ae ’̄v‡b i‡q‡Q, hvi evRvi AskI eo ’̄vb `Lj K‡i Av‡Q| Ab¨w`‡K K, M I O eª¨vÛ¸‡jv †QvU evRvi 

Ask `Lj K‡i‡Q Ges wbw`©ó gvÎ `ywU ˆewk‡ó¨i cÖwZ †Rvi w`‡q‡Q| ÔKÕ cywóKi Lvevi wewµ Ki‡jI `vg A‡bK 

†ewk Ges gRv`vi bq| ÔMÕ-Gi g~j¨ Kg n‡jI ZZUv cywóKi bq Ges ÔOÕ-Gi g~j¨ gvSvgvwS I gRv`vi n‡jI Lvevi 

cywóKi bq| Avevi L I P eª¨vÛ ÔNÕ-Gi g‡Zv eo evRvi Ask `Lj bv Ki‡jI Zviv Zzjbvg~jK wØZxq e„nËi evRvi 

Ask `Lj K‡i Av‡Q| ÔLÕ eª¨vÛ Kg `v‡g cywóKi Lvevi weµq Ki‡Q Avi ÔPÕ eª¨vÛ †ewk g~‡j¨ gRv`vi ˆZwi Lvevi 

weµq Ki‡Q| †µZv eª¨vÛ¸‡jv m¤ú‡K© wewfbœ Z_¨- wecYb Kvh©µg, µ‡qi c~e© AwfÁZv, cwiwPZ‡`i mycvwik 

BZ¨vw` Drm †_‡K msMÖn K‡i Ae ’̄vb MÖn‡Yi wPÎ ˆZwi K‡i| †µZv GLb †Kvb ˆewkó¨‡K cÖvavb¨ †`‡e Zvi Ici 

wfwË K‡i µq wm×všÍ MÖnY K‡i| Ab¨w`‡K wecYbKvixi Kv‡Q GB Ae ’̄vb MÖn‡Yi wPÎ Rvbv _vK‡j Zvi Rb¨ wecYb 

Kvh©µ‡g wm×všÍ †bIqv mnR nq|  

 

c„_KxKiY Kx? 
What is Differentiation? 

†h †KŠkj Aej¤̂b K‡i cÖwZôvb A_©c~Y© I g~j¨evb ˆewk‡ó¨i wfwË‡Z wb‡Ri wecYb Advi‡K cÖwZ‡hvMx‡`i Advi 

†_‡K wfbœfv‡e Dc ’̄vcb Ki‡Z cv‡i †mB †KŠkj‡K c„_KxKiY ejv nq|  
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c„_KxKi‡Yi gva¨‡g cÖwZôvb `xN©w`b a‡i cÖwZ‡hvwMZvq wU‡K _vK‡Z cv‡i| wecYbKvix mvaviYZ cuvPwU Dcv‡q Zvi 

wecYb Advi‡K c„_KxKiY K‡i _v‡K, hv wPÎ 5.5-G †`Lv‡bv n‡jv|  

 

 

 

 

 

 

 

 

 

 

 

 

 

GB mKj c„_KxKiY PjKmg~n e¨envi K‡i cÖwZôvb Zvi Ac©Y‡K cÖwZ‡hvMx‡`i Ac©Y †_‡K ¯̂Zš¿ Dcv‡q Dc ’̄vcb 

Ki‡Z cv‡i| GQvov cÖwZ‡hvwMZvq wecYbKvix Zvi cY¨‡K cÖwZ‡hvMx‡`i †_‡K Avjv`vfv‡e Dc ’̄vcb Ki‡Z cv‡i hv 

wecYbKvix‡K cÖwZ‡hvwMZvg~jK myweav (Competitive Advantage) cÖ`vb K‡i| cÖwZ‡hvwMZvg~jK myweav n‡jv 

wecYbKvixi Ggb †Kv‡bv myweav, hv cÖwZ‡hvMx‡`i Zzjbvq †ewk †µZv f¨vjy cÖ`vb ev Ac©‡Yi gva¨‡g AR©b Kiv hvq| 

cÖwZ‡hvwMZvg~jK myweav A‡bK mgq Zzjbvg~jK Kg g~‡j¨ cY¨ weµq K‡i ev D”Pg~‡j¨i Rb¨ h‡_vchy³ †ewk myweav 

cÖ`vb K‡i cvIqv hvq| Gi d‡j e¨emvwqK cÖe„w× AR©b Kiv m¤¢e nq|  

 

c„_KxKiY I Ae ’̄vb MÖnY †KŠkj 
Differtiation and Positioning Strategies 

evRvi c„_KxKiY I Ae ’̄vb MÖn‡Yi †KŠkj wba©vi‡Yi Rb¨ cÖ_‡gB mKj cÖwZ‡hvwMZvg~jK myweav wb‡q GKwU †mU 

wbw`©ó Ki‡Z nq, hv Ab¨ cÖwZ‡hvMx‡`i †_‡K cY¨‡K c„_K Ki‡e| Gici mwVK cÖwZ‡hvwMZvg~jK myweav‡K wba©viY 

Ki‡Z nq Ges me©‡k‡l Ae ’̄vb MÖn‡Yi GKwU m¤ú~Y© †KŠkj wbe©vPb Ki‡Z nq| cÖwZ‡hvwMZvg~jK myweavi †mU ˆZwi 

Kivi c~‡e© †µZvi cÖ‡qvRb Rvbv I Zv c~iY Kivi Rb¨ f¨vjy m„wó Kivi `iKvi nq| †µZvi cÖ‡qvRb Abyhvqx f¨vjy 

m„wó Kivi Rb¨ wewfbœ PjK i‡q‡Q hvi K‡qKwU wPÎ 5.5-G D‡jøL Kiv n‡q‡Q| Gici m¤¢ve¨ cÖwZ‡hvwMZvg~jK 

myweavi †mU †_‡K mwVK myweavwU wbe©vPb Ki‡Z nq| mwVK cÖwZ‡hvwMZvg~jK myweav wbe©vPb Kivi mgq wm×všÍ wb‡Z 

nq †h wecYbKvix †Kvb †Kvb Ges KZwU c„_KxKiY PjK e¨envi Ki‡e| c„_KxKiY PjK wbe©vPb nIqvi ci 

wecYbKvix c‡Y¨i Ae ’̄vb MÖn‡Yi m¤ú~Y© †KŠkj wba©viY K‡i| GKwU eª¨v‡Ûi m¤ú~Y© Ae ’̄vb MÖn‡Yi Kvh©µg wbf©i 

K‡i eª¨v‡Ûi f¨vjy cÖ Í̄v‡ei Ici| eª¨v‡Ûi f¨vjy cÖ Í̄ve (Value proposition) n‡jv eª¨v‡Ûi cÖ`vbK…Z mKj myweavi 

wgkÖY, hv eª¨vÛ‡K c„_K Ki‡Z I †µZvi g‡b wbw`©ó `Lj K‡i wb‡Z mvnvh¨ K‡i| wPÎ 5.6 G m¤¢ve¨ f¨vjy cÖ Í̄v‡ei 

GKwU wPÎ †`Lv‡bv n‡q‡Q hvi gva¨‡g wecYbKvix Zvi c‡Y¨i Ae ’̄vb ˆZwi Ki‡Z cv‡i| wP‡Î meyR cuvPwU Ni 

wecYbKvix‡K cÖwZ‡hvwMZvg~jK myweav cvIqvi †ÿ‡Î me‡P‡q †ewk jvfRbK; Kv‡jv wZbwU Ni wecYbKvixi Rb¨ 

GK`gB jvfRbK bq Ges gv‡Si QvB i‡Oi Ni cÖvwšÍK Ae ’̄v‡bi f¨vjy cÖ Í̄ve wb‡`©k K‡i| wP‡Î †`Lv‡bv n‡q‡Q, 

Philip Kotler & Gary Armstrong c„_KxKiY‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Differtiation is 

actually diffentiating the market offerings to create superior customer value.” A_©vr c„_KxKiY 

n‡jv m‡ev©”P †µZv f¨vjy m„wói Rb¨ evRvi‡K c„_Kfv‡e Dc ’̄vc‡bi Dcvq| 

wPÎ 5.5: c„_KxKi‡Yi PjKmg~n 
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†µZv †Kv‡bv cY¨ †ewk, Awfbœ/GKB ev Kg g~‡j¨ µq K‡i †ewk myweav †c‡j Lywk _v‡K| Ab¨w`‡K Gfv‡e f¨vjy 

cÖ Í̄ve mvRv‡j cÖwZ‡hvMx‡`iI mv‡_ cÖwZØw›ØZv Kiv hvq| Avevi Kg g~‡j¨ GKB myweav ev Kg myweavi cY¨ µq Ki‡Z 

†µZv †ewki fvM mgqB Lywkg‡b †g‡b †bq| G 

Kvi‡Y GB cuvPwU meyR Ni wecYbKvix I †µZvi 

Rb¨ myweavRbK f¨vjy cÖ Í̄ve| Awfbœ/GKB g~‡j¨ 

GKB myweavi cY¨ µq Kivi mgq †µZv †Kv‡bv 

myweav AR©b Ki‡Z cv‡i bv e‡j Zv †µZvi g‡b 

†Zgb †Kv‡bv ’̄vb `Lj Ki‡Z cv‡i bv| G Kvi‡Y 

GB NiwU cÖvšÍxq Ae ’̄v‡b, †hLv‡b wecYbKvix 

cÖwZ‡hvMx‡`i †_‡K myweavRbK †Kv‡bv Ae ’̄v‡b 

_v‡K bv| Ab¨w`‡K wecYbKvix †ewk ev Awfbœ 

g~‡j¨ GKB ev Kg myweavi cY¨ weµq Ki‡j †µZv 

wecYbKvixi cY¨ eR©b K‡i cÖwZ‡hvMx‡`i cY¨ 

evQvB Ki‡e, KviY cÖwZ‡hvMx †µZv‡K †ewk myweav 

cÖ`vb Ki‡Q| G Kvi‡Y evg cv‡ki wb‡Pi wZbwU Ni 

wecYbKvixi Rb¨ AjvfRbK f¨vjy cÖ Í̄ve| G 

ai‡bi f¨vjy cÖ Í̄v‡e †µZvi Kv‡Q my`„p 

cÖwZ‡hvwMZvg~jK Ae ’̄vb ˆZwii †Kv‡bv my‡hvM _v‡K 

bv|  

AZGe, wecYbKvix‡K c„_KxKiY I Ae ’̄vb MÖn‡Yi †KŠkj AZ¨šÍ mZK©Zvi mv‡_ wba©viY Ki‡Z nq| GB †KŠkj 

wba©vi‡Yi ci †mB Abyhvqx cY¨/†mev cÖ ‘̄Z, g~j¨ wba©viY, cY¨ mieivn I wecYb cÖmv‡ii Kvh©µg MÖnY Ki‡Z nq|  

 

 

mvims‡ÿc  

wecYbKvix cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ †µZv‡`i cÖ‡qvRb I AvMÖ‡ni Ici wfwË K‡i wecYb †KŠkj wba©viY 

K‡i| evRvi Ae ’̄vb MÖnY n‡jv wecYbKvix KZ…©K †µZvi g‡b c‡Y¨i cÖwZ‡hvwMZvg~jK Ae ’̄vb ˆZwii cÖwµqv| 

evRvi Ae ’̄vb MÖn‡Yi Rb¨ †hme †KŠkj Aej¤̂b Kiv nq; †m¸‡jv n‡jv c‡Y¨i ˆewkó¨wfwËK †KŠkj, c‡Y¨i 

DcKvwiZvwfwËK †KŠkj, c‡Y¨i g~j¨ I ¸YMZ gvbwfwËK †KŠkj, c‡Y¨i e¨enviwfwËK †KŠkj, c‡Y¨i 

†kÖwYwfwËK †KŠkj, c‡Y¨i e¨enviKvixwfwËK †KŠkj, cÖwZ‡hvMxi †cÖwÿ‡Z †KŠkj Ges mvs¯‹…wZK wPýwfwËK 

†KŠkj| Avevi †h †KŠkj Aej¤̂b K‡i cÖwZôvb A_©c~Y© I g~j¨evb ˆewk‡ó¨i wfwË‡Z wb‡Ri wecYb Advi‡K 

cÖwZ‡hvMx‡`i wecYb Advi †_‡K wfbœfv‡e Dc ’̄vcb Ki‡Z cv‡i †mB †KŠkj‡K c„_KxKiY ejv nq| wecYbKvix 

cY¨, †mev, Kg©x, cÖYvwj I fveg~wZ©i Ici wfwË K‡i c„_KxKi‡Yi †KŠkj MÖnY K‡i _v‡K| eª¨v‡Ûi f¨vjy cÖ Í̄ve 

n‡jv eª¨v‡Ûi cÖ`vbK…Z mKj myweavi wgkÖY, hv eª¨vÛ‡K c„_K Ki‡Z I †µZvi g‡b wbw`©ó `Lj K‡i wb‡Z mvnvh¨ 

K‡i| 
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BDwbU DËi g~j¨vqb  

 

1. †µZv-PvwjZ evRvi †KŠkj Kxfv‡e wba©vwiZ nq? wP‡Îi mvnv‡h¨ eY©bv Kiæb|  

2. evRvi wefw³KiY Kx? †fv³v evRvi wefw³Ki‡Yi wfwËmg~n eY©bv Kiæb|  

3. †fŠ‡MvwjK wefw³KiY I RbwgwZK wefw³Ki‡Yi g‡a¨ cv_©K¨ wjLyb|  

4. GKwU wPcm cÖ ‘̄ZKvix cÖwZôvb AvšÍR©vwZK evRvi‡K KZfv‡e wef³ Ki‡Z cv‡i? Av‡jvPbv Kiæb|  

5. gb Í̄vwË¡K I AvPiYg~jK wfwË e¨envi K‡i mvevb we‡µZv evRvi‡K Kxfv‡e wef³ Kiv hvq? eY©bv Kiæb|  

6. e¨emvq evRvi wefw³Ki‡Yi wfwËmg~n m¤ú‡K© wjLyb|  

7. evRvi wefvM Kivi ci evRvi wefvM¸‡jv‡K e¨emvq cÖwZôvb wK g~j¨vqb Kiv cÖ‡qvRb? e¨vL¨v Kiæb|  

8. h_vh_ Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj m¤ú‡K© weeiY w`b|  

9. evRvi jÿ¨vqb Kx? evRvi wefvM g~j¨vqb I wbe©vPb c×wZ eY©bv Kiæb|  

10. MY-wecYb I wef³ wecY‡bi g‡a¨ cv_©K¨ Kiæb|  

11. mgMÖ evRvi‡K wewfbœ DcevRv‡i wef³ K‡i †h wecYb Kg©m~wP cwiPvjbv Kiv nq Zv‡K Kx e‡j? D`vniY 

w`b|  

12. †KvUi wecYb Kx? D`vniYmnKv‡i e¨vL¨v Kiæb|  

13. ÿz`ª wecY‡bi cÖKvi‡f` D`vniYmn wjLyb|  

14. cÖ‡Z¨K e¨w³‡K c„_K evRvi wn‡m‡e we‡ePbv K‡i †Kvb wecYb Kg©m~wP MÖnY Kiv nq? D`vniY w`b|  

15. evRvi Ae ’̄vb MÖnY Kx Zv e¨vL¨v Kiæb|  

16. evRvi Ae ’̄vb MÖnY †KŠkj m¤ú‡K© eY©bv Kiæb|  

17. †µZv †Kv‡bv Mvwo µq Kivi mgq Kxfv‡e Ae ’̄vb MÖnY wPÎ A¼b Ki‡Z cv‡i?  

18. c„_KxKiY Kx I Zvi PjKmg~n eY©bv Kiæb|  

19. c„_KxKiY I Ae ’̄vb MÖn‡Yi †KŠkjmg~n e¨vL¨v Kiæb|  

20.  f¨vjy cÖ Í̄ve I cÖwZ‡hvwMZvg~jK myweav Kx? D`vniY w`‡q eywS‡q wjLyb|  

21. wecYbKvix g~j¨ I myweavi mvgÄm¨ K‡i Kxfv‡e f¨vjy cÖ Í̄ve Ki‡Z cv‡i? wPÎ Gu‡K eywS‡q wjLyb|  
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