
 

 

 

 

 

 

 

 

 

 

wek̂vq‡bi G hy‡M †hvMv‡hvM e¨e ’̄vi DbœwZi mv‡_ mv‡_ †fv³vi Pvwn`v I eª¨vÛ cwieZ©‡bi gvÎv w`b w`b †e‡oB 

Pj‡Q| †fv³viv †h‡Kv‡bv cY¨ wb‡R‡`i myweavg‡Zv ’̄v‡b Ges wbw`©ó mg‡q cvIqvi ¸iæZ¡ me‡P‡q †ewk cÖ`vb K‡i| 

GgbI †`Lv hvq ïay c‡Y¨i mnRjf¨Zv Ges ª̀æZ mieiv‡ni Kvi‡Y †Kv‡bv †Kv‡bv eª¨vÛ ¸YMZ gv‡bi e„w× QvovB 

evRv‡i cÖwZ‡hvwMZvq me‡P‡q GwM‡q hvq| DËg mieivn e¨e ’̄v Ges †KŠkj memgqB †fv³v f¨vjy e„w× I 

cÖwZ‡hvwMZvg~jK myweav AR©‡b mnvqZv K‡i| GB BDwb‡U wecYb ev eÈb cÖYvwj, LyPiv e¨emvq Ges cvBKvwi 

e¨emvq m¤ú‡K© we Í̄vwiZ Av‡jvPbv Kiv n‡q‡Q| GB BDwb‡U QqwU cvV i‡q‡Q|  

 

 

 

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

G BDwb‡Ui cvVmg~n 

 

cvV-8.1: mieivn cÖYvwj Ges f¨vjy mieivn †bUIqvK© 

cvV-8.2: wecYb cÖYvwji aibmg~n 

cvV-8.3: cÖYvwj AvPiY I msMVb 

cvV-8.4: wecYb cÖYvwj wWRvBb msµvšÍ wm×všÍmg~n 

cvV-8.5: LyPiv e¨emvq I LyPiv e¨emvqxi wecYb msµvšÍ wm×všÍmg~n  

cvV-8.6: cvBKvwi e¨emvq I cvBKvwi e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n 

 

 

 

 
wecYb cÖYvwj, LyPiv e¨emvq, cvBKvwi e¨emvq 

Marketing Channels, Retailing, Wholesaling 

  

8 



weweG †cÖvMÖvg 

BDwbU AvU  c„ôv-120 

 

 

 
mieivn cÖYvwj Ges f¨vjy mieivn †bUIqvK© 

Supply Chains and Value Delivery Network 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 mieivn cÖYvwj ev eÈb cÖYvwj Kx Zv e¨vL¨v Ki‡Z cvi‡eb; 

 wecYb cÖYvwji ¸iæZ¡ eY©bv Ki‡Z cvi‡eb Ges 

 f¨vjy †bUIqvK© m¤ú‡K© Av‡jvPbv Ki‡Z cvi‡eb|  

 

mieivn cÖYvwj/mvcøvB †PBb 

Supply Chain 
 

cÖwZwU Drcv`bKvix cY¨ ª̀e¨ Drcv`‡b Ges eÈ‡bi wm×všÍ g~jZ eZ©gvb Ges m¤v¢e¨ †fv³v‡`i Pvwn`vi Ici wfwË 

K‡i MÖnY K‡i| A‡bK †ÿ‡Î †`Lv hvq Drcv`bKvixi wb‡Ri c‡ÿ cY¨`ªe¨ †fv³v‡`i wbKU cÖZ¨ÿfv‡e mieivn 

Kiv m¤¢e nq bv| G‡ÿ‡Î Z„Zxq cÿ wn‡m‡e wewfbœ ga¨ ’̄ e¨emvqxiv wecYbKvix Ges †fv³vi ga¨Kvi mieivn myweav 

cÖ`vb K‡i| ga¨ ’̄ e¨emvqxiv cÖZ¨ÿfv‡e cY¨ Drcv`b ev †fvM bv Ki‡jI Drcv`bKvix Ges †fv³v‡`i Pvwn`v 

Abyhvqx eÈb Ges mieiv‡ni wbðqZv cÖ`vb K‡i| cY¨`ªe¨ AwaK nv‡i Drcv`b Ges eÈ‡bi Rb¨ wecYbKvix‡K ïay 

†fv³vi mv‡_ mym¤úK© ˆZwi Ki‡jB h‡_ó nq bv| mieivn cÖYvwj ev mvcøvB †PB‡bi AšÍfz©Z KuvPvgvj mieivnKvix 

†_‡K ïiæ K‡i cybt weµqKvix ga¨ ’̄ e¨emvqx‡`i mv‡_I kw³kvjx †bUIqvK© Ges mym¤úK© ˆZwi Ki‡Z n‡e| mvcøvB 

†PBb ev mieivn cÖYvwj n‡jv KZ¸‡jv c‡ÿi mgwó hviv cÖZ¨ÿ ev c‡ivÿfv‡e †fv³vi mš‘wó AR‡©bi j‡ÿ¨ 

myweavRbK ’̄v‡b cY¨ mieiv‡n mnvqZv K‡i|  

GKK_vq mvcøvB †PBb n‡jv Drcv`b AwfgyLx (Upstream) Ges †µZv AwfgyLx (Downstream) cÖYvwj m`m¨‡`i 

mgš̂‡q MwVZ| GKwU mvcøvB †PB‡bi gv‡S me©`v cY¨` ªe¨, KuvPvgvj, Z_¨ I A‡_©i Av`vb-cÖ`vb n‡Z _v‡K| 

Drcv`b AwfgyLx cÖYvwj g~jZ IB mKj cÖwZôv‡bi mgwó hviv Drcv`bKvix‡K K uvPvgvj, hš¿vsk, hš¿, Z_¨, A_© Ges 

AwfÁZv mieivn K‡i Drcv`b MwZkxjZv e„w×‡Z mnqZv K‡i| Ab¨w`‡K †µZv AwfgyLx mieivn cÖYvwj ej‡Z 

g~jZ wecYb c ÖYvwj A_ev mieivn cÖYvwji mgwó‡K †evSvq, hviv cY¨ ª̀e¨ †µZv‡`i Kv‡Q mieivn K‡i| †µZv 

AwfgyLx cÖYvwji Ask n‡”Q cvBKvi, LyPiv e¨emvqx, cY¨ cwienbKvix cÖwZôvb BZ¨vw`| mieivn cÖYvwj ev mvcøvB 

†PB‡bi me‡P‡q DËg e¨vL¨v n‡jv GUv †fv³v Pvwn`v wbw`©óKiY cÖYvwj wn‡m‡e KvR K‡i| mieivn cÖYvwji gva¨‡g 

wecYbKvix †fv³v Pvwn`vi aib Ges cÖ‡qvRb Abyhvqx f¨vjy m„wó Ki‡Z cv‡i|  

 

cvV 8.1 

 

 

Skinner wecYb cÖYvwj m¤ú‡K© †h msÁv cÖ`vb K‡i‡Q Zv n‡jv, “A marketing channel (sometimes 

called a channel of distribution) is a group of interrelated individuals or organizations that direct 

the flow of products to consumers” A_©vr wecYb cÖYvwj (KL‡bv eÈb cÖYvwj ejv nq) n‡jv cvi¯úwiK 

m¤úwK©Z e¨w³ ev cÖwZôv‡bi mgwó, hviv †fv³v‡`i wbKU cY¨ †cuŠ‡Q †`Iqvi Kv‡R wb‡qvwRZ _v‡K| 

Philip Kotler & Gary Armstrong wecYb cÖYvwj‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Marketing channel 

(or distribution channel)- a set of interdependent organizations involved in the process of making 

a product or service available for use or consumption by the consumer or business buyer.” A_©vr 

eÈb cÖYvwj n‡jv ci¯úi wbf©ikxj msMVbmg~‡ni GKwU `j, hviv e¨w³ ev e¨emvwqK e¨enviKvix‡`i Rb¨ 

cY¨ ev †mev e¨envi ev †fvM Dc‡hvMx Ki‡Z mvnvh¨ K‡i| 
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f¨vjy mieivn †bUIqvK© 

Value Delivery Network  

mdj e¨emvq cÖwZôvb¸‡jv eZ©gv‡b ïay mvcøvB †PBb ˆZwiB K‡i bv eis Zviv wbqwgZfv‡e f¨vjy mieivn †bUIqvK© 

m„wó Ges DËg e¨e ’̄vcbvq wb‡qvwRZ _v‡K| f¨vjy mieivn †bUIqvK© n‡jv cÖwZôvb, KuvPvgvj mieivnKvix, 

cwi‡ekK Ges †µZv‡`i mgwš̂Z MÖæc, hviv cÖ‡Z¨‡K Askx`vwii wfwË‡Z mvgwMÖK †bUIqv‡K©i gybvdv Ges Kg©ÿgZv 

e„w×i j‡ÿ¨ KvR K‡i| D`vniY¯̂iƒc †ccwmi (Pepsi) K_v ejv hvq| †ccwm Zvi cY¨`ªe¨¸‡jvi mvwi mieiv‡ni 

D‡Ï‡k¨ wek̂e¨vcx e„nr mieivn †bUIqvK© mdjfv‡e cwiPvjbv K‡i| GKB mv‡_ nvRvi nvRvi K uvPvgvj 

mieivnKvix, †evZj cÖ ‘̄ZKviK, LyPiv e¨emvqx I †fv³vmgwói Pvwn`v‡K mgš̂q K‡i c„w_exi Ab¨Zg cwiwPZ eª¨vÛ 

wn‡m‡e wb‡R‡K cÖwZwôZ K‡i‡Q|  

wecYb cÖYvwji cÖK…wZ  

Nature of Marketing Channel 

Drcv`bKvix cÖZ¨ÿfv‡e cY¨`ªe¨ †fv³vi wbKU †cuŠ‡Q †`Iqv A‡bKvs‡k e¨qeûj Ges mgqmv‡cÿ| ZvB AwaKvsk 

cÖwZôvbB cY¨`ªe¨ †fv³vi wbKU eÈ‡bi Rb¨ gv‡K©wUs P¨v‡bj ev wecYb cÖYvwj ˆZwi K‡i| gv‡K©wUs P¨‡bj ev 

wecYb cÖYvwj ej‡Z eÈb cÖwµqvi mv‡_ m¤ú„³ mKj cÖwZôv‡bi mgwó‡K †evSvq, †hLv‡b wKQz AvZ¥wbf©ikxj 

cÖwZôvb †fv³v‡`i Kv‡Q cY¨`ªe¨ mwVK mg‡q Ges m‡e ©vËg Dcv‡q mieiv‡n mn‡hvwMZv K‡i| GB mieivn cÖwµqvq 

wewfbœ ai‡bi ga¨ ’̄ e¨emvqx, †hgb G‡R›U, cwi‡ekK, cvBKvi, LyPiv e¨emvqx †_‡K P‚ovšÍ †fv³vI AšÍfz©³ _v‡K|  

 

 

wecYb cÖYvwji ¸iæZ¡  

Importance of Marketing Channels  

hw`I ga¨ ’̄ e¨emvqxiv wecYbKvix cY¨ mieivn Ges Pvwn`v wbiƒc‡Y ¸iæZ¡c~Y© f‚wgKv cvjb K‡i wKš‘ ga¨ ’̄ e¨emvqx 

e¨env‡ii mv‡_ mv‡_ cÖwZôvb Zvi wbqš¿Y Ges ÿgZvi ¸iæZ¡c~Y© Ask cÖYvwji m`m¨‡`i Ici Ac©Y Ki‡Z nq| G 

Rb¨B mieivn cÖYvwj msµvšÍ cÖwZwU wm×všÍB wecYb †KŠkj Ges Kvh©vewj‡K cÖfvweZ K‡i| cY¨`ªe¨ Ges †mev 

mieiv‡n cÖYvwj m`m¨‡`i mn‡hvwMZv K‡i me©`v mgqMZ, ’̄vbMZ Ges ¯̂Z¡MZ cÖwZeÜKZv `~i K‡i| GQvov cÖYvwj 

m`m¨iv cÖwZwbqZ wewfbœfv‡e wecYb cwi‡e‡k f¨vjy ms‡hvRb K‡i| h_v: 

1. Z_¨ cÖ`vb (Information): ga¨ ’̄ e¨emvqxiv me©`v †fv³vi Pvwn`v Ges cÖwZ‡hvMx cY¨ Ges wecYb 

cwi‡e‡ki ¸iæZ¡c~Y© Zr‡_i Drm wn‡m‡e KvR K‡i|  

2. cÖmv‡i mnvqZv (Promotion): A‡bK mgq ga¨ ’̄ e¨emvqxiv cÖwZôv‡bi c‡ÿ wewfbœ cÖmvig~jK Kg©m~wP‡Z 

AskMÖnY K‡i| wKQz †ÿ‡Î ga¨ ’̄ e¨emvqxiB cÖmvig~jK Kg©m~wPi mdjZvi Ab¨Zg gva¨g wn‡m‡e MY¨ nq|  

3. †hvMv‡hvM (Contact): wbw`©ó c‡Y¨i †fv³v AbymÜvb Ges wecYbKvixi mv‡_ †hvMv‡hv‡Mi gva¨g wn‡m‡e 

KvR K‡i|  

4. Pvwn`vi mvgÄm¨Zv c~iY (Matching): ga¨ ’̄ e¨emvqxiv †fv³vi Pvwn`v Ges cÖ‡qvRb Abyhvqx cY¨ wefvRb, 

†gvoKxiY I cY¨ Drcv`‡b mnvqZv K‡i|  

5. mg‡SvZv (Negotiation): Drcv`bKvix ev wecYbKvixi mv‡_ †µZv c‡Y¨i gvwjKvbv ¯̂Z¡ I g~j¨ wba©viY 

msµvšÍ wm×v‡šÍ ga¨ ’̄ e¨emvqxiv mg‡SvZvKvix wn‡m‡e KvR K‡i| 

cwi‡ekK/ 

G‡R›Um 

cvBKvi 

LyPiv 

e¨emvqx 

‡fv³v 

wPÎ 8.1: gv‡K©wUs P¨v‡b‡ji bgybv 

 

wecYb cÖYvwji m`m¨/ ga¨ ’̄ e¨emvqx 

Drcv`K 
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GQvov cÖYvwj m`m¨ ev ga¨ ’̄ e¨emvqxiv me©`v cY¨ cwienb, wefvRb, A_©vqb, e¨qfvi enb Ges SuzwK MÖn‡Yi gva¨‡g 

gv‡K©wUs P¨v‡bj ev wecYb cÖYvwj‡Z f¨vjy ms‡hvRb K‡i| wecY‡bi mKj Dcv`v‡bi Ici wecYb cÖYvwj mivmwi 

cÖfve we Í̄vi K‡i _v‡K, †hgb: c‡Y¨i g~j¨ wba©viY, weµqKg©xi msL¨v wba©viY, weÁvc‡bi e¨vcKZv wbiƒcY BZ¨vw`| 

A‡bK †ÿ‡Î cÖwZôvb h‡_ó DbœZgv‡bi cY¨ ˆZwi K‡iI cvBKvi ev LyPiv e¨emvqx‡`i Amn‡hvwMZvi Kvi‡Y Kvh©µg 

m¤úv`‡b mgm¨vq c‡o Ges e¨emv ¸wU‡q †dj‡Z eva¨ nq|  

 

 

B›Uvi‡bU myweav I ¯§vU©‡dvb e¨envi †e‡o hvIqvq AbjvB‡b cY¨ µq Kivi cÖwZ 

AvMÖn w`b w`b evo‡Q| AbjvBb e¨emv‡qi we‡µZv cY¨ mieiv‡ni Rb¨ 

AwZwi³ UvKv LiP Ki‡Qb wKš‘ Zvic‡iI †ewkifvM mgqB †µZv‡K wbw`ó 

mg‡qi gv‡S cY¨ †cŠ‡Q w`‡Z cvi‡Qb bv| wKš‘ AbjvB‡b µqK…Z cY¨ evmvq 

mieivn (Home delivery) Kivi †hŠw³K mgm¨vi Kvi‡Y †µZv I we‡µZvi 

Df‡qi Rb¨B P¨v‡jwÄs| †WwjMÖvg GB mgm¨vi mgvavb K‡i †µZv‡`i evwo‡Z ev 

‡µZvi wbKU Í̄ gyw` †`vKv‡b cY¨ mieivn K‡i w`‡”Q| B-Kgvm© cÖwZôvb 

†WwjMÖv‡gi evwYwR¨Kfv‡e hvÎv ïiæ 2019 mv‡j, hv AeKvVv‡gvMZ P¨v‡jÄ 

KvwU‡q ’̄vbxq †`vKvb ev gyw` †`vKv‡bi Dcw ’̄wZ Kv‡R jvwM‡q evsjv‡`‡ki LyPiv e¨emv‡qi e›Ub cÖYvwj‡Z e¨vcK cwieZ©b 

G‡b‡Q| Gi gva¨‡g †µZv AbjvB‡b †WwjMÖv‡gi Awdwmqvj I‡qe mvBU, †gvevBj A¨vwcø‡Kkb ev †nvqvUm& Av¨vc †_‡K 

cQ›`mB c‡Y¨i I mvßvwnK gyw` AW©vi Ki‡Z cv‡ib| Avi Zv mywbw ©̀ó g~‡j¨i wewbg‡q evmvq A_ev †µZvi wbKU ’̄ gyw` †`vKvb 

hviv †WwjMÖv‡gi G‡R›U ev 'wWwR G‡R›Um' Zv‡`i KvQ †_‡K webvg~‡j¨ cY¨ msMÖn Ki‡Z cvi‡eb| Avevi, †WwjMªvg-G 

ZvwjKvf~³ †`vKvb¸‡jv‡Z U¨ve‡jU Kw¤úDUvi Ges cY¨ K¨vUvjM i‡q‡Q, †mLvb †_‡KI †µZv c‡Y¨i AW©vi w`‡Z m¶g 

n‡eb| wWwR G‡R›Uiv GKBmv‡_ †WwjMÖv‡gi gva¨‡g cÖPwjZ/¯̂vfvweK †`vKv‡bi Kvh©µg Pvwj‡q B-Kgv‡m©i gva¨‡gI cY¨ 

weµq Ki‡Z cv‡i| †WwjMªv‡g eZ©gv‡b mviv †`‡k 300 wU G‡R›U i‡q‡Q hv wcK Avc Ges W«c c‡q›U wnmv‡e KvR K‡i| 

fwel¨‡Z GK nvRv‡i cÖmvwiZ Kivi cwiKíbv Av‡Q †hb cÖwZwU †÷v‡ii Av`k©fv‡e 500 dyU e¨vmva© _v‡K| †WwjMÖvg XvKv, 

Kywgjøv, MvRxcyi Ges bvivqYM‡Ä I m‡egvÎ PÆMÖvg Ges wm‡j‡U Kvh©µg ïiæ K‡i‡Q|  

 

 

mvims‡ÿc  

mvcøvB †PBb ev mieivn cÖYvwj n‡jv KZ¸‡jv c‡ÿi mgwó, hviv cÖZ¨ÿ ev c‡ivÿfv‡e †fv³vi mš‘wó AR‡©bi 

j‡ÿ¨ myweavRbK ’̄v‡b cY¨ mieiv‡n mnvqZv K‡i| Giv wb‡Riv cY¨ Drcv`b K‡i bv ev cY¨ †fvMI K‡i bv wKš‘ 

†fv³v‡`i Kv‡Q cY¨ mieivn Kivi †ÿ‡Î mnvqZv K‡i ’̄vbMZ, mgqMZ, e¨w³MZ cÖwZeÜKZv `~i K‡i bZzb 

Dc‡hvM m„wó‡Z mnvqZv K‡i| GKwU mvcøvB †PB‡bi gv‡S me©`v cY¨`ªe¨, KuvPvgvj, Z_¨ I A‡_©i Av`vb-cÖ`vb 

n‡Z _v‡K| mdj e¨emvq cÖwZôvb¸‡jv eZ©gv‡b ïay mvcøvB †PBb ˆZwiB K‡i bv eis Zviv wbqwgZfv‡e f¨vjy 

mieivn †bUIqvK© m„wó Ges DËg e¨e ’̄vcbvq wb‡qvwRZ _v‡K| f¨vjy mieivn †bUIqvK© n‡jv cÖwZôvb, KuvPvgvj 

mieivnKvix, cwi‡ekK Ges †µZv‡`i mgwš̂Z MÖæc, hviv cÖ‡Z¨‡K Askx`vwii wfwË‡Z mvgwMÖK †bUIqv‡K©i 

gybvdv Ges Kg©ÿgZv e„w×i j‡ÿ¨ KvR K‡i| GB mieivn cÖwµqvq wewfbœ ai‡bi ga¨ ’̄ e¨emvqx, †hgb G‡R›U, 

cwi‡ekK, cvBKvi, LyPiv e¨emvqx †_‡K P‚ovšÍ †fv³vI AšÍfz©³ _v‡K| cÖYvwj m`m¨iv cÖwZwbqZ wewfbœfv‡e 

wecYb cwi‡e‡k f¨vjy ms‡hvRb K‡i| h_v: Z_¨ cÖ`vb, cÖmv‡i mnvqZv, †hvMv‡hvM, Pvwn`vi mvgÄm¨Zv c~iY, 

mg‡SvZv, cY¨ cwienb, wefvRb, A_©vqb, e¨qfvi enb, SuzwK MÖnY BZ¨vw`|  

 

 

gyw` †`vKv‡b B-Kgvm©  

m~Î: www.thedailystar.net/ A‡±vei, 2020; https://deligram.com/ Ges  https://idlc.com/mbr/article.php?id=289;  

Qwe: https://www.pixabay.com/ 
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wecYb cÖYvwji aibmg~n 

Types of Marketing Channel 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 mieivn cÖYvwj ev eÈb cÖYvwji aibmg~n e¨vL¨v Ki‡Z cvi‡eb Ges 

 wewfbœ c‡Y¨i wecYb cÖYvwj m¤ú‡K© we Í̄vwiZ Av‡jvPbv Ki‡Z cvi‡eb|  

 

wecYb cÖYvwji Í̄i/aibmg~n  

Levels/Types of Marketing Channel  

cÖwZôvb ev wecYbKvix Zv‡`i c‡Y¨i mieivn cÖYvwj mvRv‡bvi †ÿ‡Î g~jZ †fv³vi mš‘wó, Pvwn`v Ges c‡Y¨i ai‡bi 

Ici we‡klfv‡e ¸iæZ¡ cÖ`vb K‡i| c‡Y¨i cÖK…wZ I †fv³vi Pvwn`v Abyhvqx wecYbKvix eÈb cÖYvwji wewfbœ Í̄i ev 

aib mvRvq| eÈb cÖYvwji Í̄i ej‡Z GKwU av‡c wb‡qvwRZ ga¨ ’̄ e¨emvqxi mgwó‡K †evSvq hv‡`i gva¨‡g cY¨ ev 

†mev P‚ovšÍ †fv³vi wbKU mieivn Kiv nq| ga¨ ’̄ e¨emvqxi msL¨v G‡ÿ‡Î eÈb cÖYvwji ˆ`N©¨ wba©viY K‡i| wecYb 

cÖYvwji ch©vq Abyhvqx wecYb cÖYvwj g~jZ ỳB ai‡biÑ 

1. cÖZ¨ÿ eÈb cÖYvwj (Direct Marketing Channel) Ges  

2. c‡ivÿ eÈb cÖYvwj (Indirect Marketing Channel)  

Avevi c‡Y¨i aib Abyhvqx wecYb cÖYvwj g~jZ wZb ai‡biÑ 

(K) †fvM¨ c‡Y¨i eÈb cÖYvwj (Marketing Channel of Consumer Products)  

(L) wkí c‡Y¨i eÈb cÖYvwj (Marketing Channel of Industrial Products) Ges  

(M) †mev c‡Y¨i eÈb cÖYvwj (Distribution Channel of Services)  
 

(K) †fvM¨ c‡Y¨i eÈb cÖYvwj 

Marketing Channel of Consumer Products 

†h mKj cY¨ mivmwi †fvM ev e¨envi Kiv nq Zv‡K †fvM¨ cY¨ ejv nq| †fvM¨ c‡Y¨i †ÿ‡Î mvaviYZ wb‡¤œv³ 

ai‡bi cÖYvwj¸‡jv e¨en„Z n‡Z †`Lv hvq hv 

wPÎ 8.2 (K) G `„óe¨| h_v: 

1. mivmwi weµq (Direct Marketing 

Channel): Drcv`bKvix G‡ÿ‡Î 

mivmwi †fv³vi wbKU cY¨ weµq K‡i 

Ges †Kv‡bv cÖKvi ga¨ ’̄ e¨emvqx 

e¨eüZ nq bv| G‡K k~b¨ 

ch©vq/¯Íiwewkó wecYb cÖYvwj (Zero-

level Marketing Channel) e‡j| 

K…wlR Ges KviLvbvq Drcvw`Z †fvM¨ 

cY¨ wewµi †ÿ‡ÎI cÖZ¨ÿ cÖYvwji 

eûj cÖPjb †`Lv hvq| K…lK hLb 

P‚ovšÍ †fv³vi wbKU avb-PvDj ev 

mewR-ZiKvwi wewµ K‡i, ZLb †m 

cÖZ¨ÿ cÖYvwjB e¨envi K‡i _v‡K| 

cvV 8.2 

 

 

wPÎ 8.2 (K): †fvM¨ c‡Y¨i wecYb cÖYvwj 

Drcv`bKvix 

†fv³v 

LyPiv e¨emvqx 

cvBKvwi 
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†fv³v 

LyPiv e¨emvqx 

Drcv`bKvix 

†fv³v 
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eZ©gv‡b †fvM¨ c‡Y¨i Drcv`K WvK‡hv‡M (Mail order), AbjvBb weµq (Online Sales), wUwf‡Z mivmwi weµq 

(TV selling), †Uwjgv‡K©wUs (Telemarketing), `iRv †_‡K `iRvq weµq (Door to Door selling) ev wbR¯^ 

LyPiv †`vKv‡bi gva¨‡g cY¨ †fv³v‡`i wbKU mivmwi weµq Ki‡Z †`Lv hvq| GQvovI Drcv`bKvix mivmwi 

†fv³vi wbKU cY¨ weµ‡qi Rb¨ cÖZ¨ÿ Ges wWwRUvj wecYb e¨e ’̄v e¨envi Ki‡Q| bZzb bZzb cÖhyw³i mv‡_ 

mv‡_ cÖZ¨ÿ Ges wWwRUvj wecYb e¨e ’̄v Drcv`K I †µZvi gv‡S cvi¯úwiK wµqvkxj Ges mivmwi †hvMv‡hv‡Mi 

gva¨g wn‡m‡e AwaK RbwcÖqZv AR©b K‡i‡Q| †hgb: iKgvwi WUKg mivmwi †µZv ev †fv³v‡K cY¨ †cuŠ‡Q 

†`q|  

2. c‡ivÿ cÖYvwj (Indirect Marketing Channel): G‡ÿ‡Î Drcv`bKvix cÖ‡qvRb Abyhvqx Aí msL¨K ev me 

ai‡bi ga¨ ’̄ e¨emvqxi mn‡hvwMZv MÖnY K‡i _v‡K| c‡ivÿ cÖYvwj wZb ai‡bi n‡q _v‡K|  

 

i. GK Í̄i wewkó cÖYvwj (One Level Channel): hw` Drcv`bKvix LyPiv e¨emvqxi gva¨‡g cY¨ †µZv ev 

†fv³vi Kv‡Q †cuŠ‡Q †`q ZLb Zv‡K GKK ch©vq ev Í̄iwewkó wecYb cÖYvwj e‡j| Gi gva¨‡g Drcv`bKvix 

AwaK cwigv‡Y cY¨ LyPiv e¨emvqxi Kv‡Q weµq K‡i| 

ii. `yB Í̄i wewkó cÖYvwj (Two Levels Channel):) Drcv`bKvix cY¨mvgMÖx mivmwi cvBKvwi e¨emvqxi 

wbKU mieivn K‡i Ges cieZ ©x mg‡q cvBKvi Zv LyPiv e¨emvqxi wbKU weµq K‡i| G‡K `yB Í̄i wewkó 

eÈb cÖYvwj ejv nq| G‡ÿ‡Î cvBKvi e¨emvqxiv GKmv‡_ AwaK cwigv‡Y cY¨ Drcv`‡Ki KvQ †_‡K µq 

K‡i Ges Aí cwigv‡Y ev ÿz`ª As‡k fvM K‡i LyPiv e¨emvqxi wbKU cY¨ eÈb K‡i| LyPiv e¨emvqxiv Zv 

P‚ovšÍ †fv³vi Kv‡Q weµq K‡i|  

(L) wkí c‡Y¨i eÈb cÖYvwj  

Distribution Channel of Industrial Goods 

†h mKj cY¨ cybivq Drcv`‡bi Rb¨ ev cybt weµ‡qi Rb¨ µq Kiv n‡q Zv‡K wkí cY¨ ejv nq| mvaviYZ wkí 

c‡Y¨i †jb‡`b e„nr AvKv‡ii n‡q _v‡K| †µZvi msL¨vI Kg nq| wb‡P wPÎ bs 8.2 (L) e¨emvq c‡Y¨i wewfbœ 

ai‡bi eÈb c×wZ †`Lv‡bv n‡jvÑ 

1. mivmwi eÈb (Direct 

Distribution): Drcv`bKvix 

hLb †Kv‡bv ga¨ ’̄ Kvievwi Qvov 

mivmwi e¨emvqx c‡Y¨i 

e¨enviKvix‡`i wbKU cY¨ weµq 

K‡i ZLb Zv‡K mivmwi eÈb 

c×wZ e‡j| †gwkbvwi, LyPiv 

hš¿vsk, KuvPvgvj, wegvb BZ¨vw`i 

†¶‡Î mivmwi e¨enviKvix‡`i 

wbKU weµq Kiv n‡q _v‡K|  

2. cwi‡ekK ev cvBKv‡ii gva¨‡g 

eÈb (Distribution through 

Industrial Distributors or 

wholesellers): GB eÈb e¨e ’̄vq 

Drcv`K mivmwi e¨enviKvix‡`i 

wbKU cY¨ weµq K‡i bv| Zviv 

cwi‡ekK ev cvBKvi A‡š̂lY 

K‡i Ges Zv‡`i wbKU cY¨ weµq K‡i| wkí c‡Y¨i †µZviv wkí c‡Y¨i cwi‡ekK ev cvBKv‡ii wbKU †_‡K 

cY¨ msMÖn K‡i|  

wPÎ 8.2 (L): wkí c‡Y¨i wecYb cÖYvwj 

Drcv`bKvix 

†fv³v 

cvBKvwi 

Drcv`‡Ki 
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3. Drcv`bKvixi cÖwZwbwa ev weµq kvLvi gva¨‡g eÈb (Distribution through Manufacturer's 

Representative or Sales Branch): GB e¨e ’̄vq Drcv`K Zvi wbR¯̂ cÖwZwbwa A_ev weµq kvLvi gva¨‡g cY¨ 

weµq K‡i| mvaviYZ Drcv`K Zvi GKK wbqš¿Y eRvq ivLvi Rb¨ GB c×wZ MÖnY K‡i _v‡K| †h mKj †¶‡Î 

wbR¯̂ weµq kvLvi gva¨‡g cY¨ weµq e¨qeûj e‡j g‡b nq †mLv‡b Drcv`bKvix wbR¯̂ G‡R‡›Ui gva¨‡g cY¨ 

weµq K‡i|  

(M) †mev c‡Y¨i eÈb cÖYvwj  

Distribution Channel of Services  

eZ©gvb hy‡M e ‘̄MZ `„k¨gvb c‡Y¨i Zzjbvq Ae ‘̄MZ Ges A`„k¨gvb †mevi e¨envi †e‡oB Pj‡Q| †mev n‡jv, weµ‡qi 

Rb¨ Dc ’̄vwcZ †Kv‡bv Kvh©vewj ev my‡hvMvw` A_ev mš‘wó hv Ae ‘̄MZ, A „̀k¨gvb Ges gvwjKvbv ¯̂Z¡nxb| †fvM¨ cY¨ 

Ges wkí c‡Y¨i eÈ‡bi †P‡q †mevi ˆewkó¨MZ Kvi‡Y eÈb 

cÖYvwj‡Z cv_©‡K¨i m„wó nq| †mevi eÈb cÖYvwj ỳB ai‡biÑ 

1. cÖZ¨ÿ evRviRvZKiY (Direct Marketing): 

Drcv`bKvix G‡ÿ‡Î mivmwi †fv³vi wbKU †mev weµq 

K‡i Ges †Kv‡bv cÖKvi ga¨ ’̄ e¨emvqx e¨eüZ nq bv| 

†mevi cÖavb ˆewkómg~n n‡jv, †mev A`„k¨gvb Ges 

AwefvR¨| ZvB GLv‡b cY¨ weµ‡qi Rb¨ mivmwi 

Drcv`K Ges †µZvi Dcw ’̄wZi cÖ‡qvRb nq| †ewki fvM 

†ÿ‡Î cÖvq mKj cÖKvi †mev mivmwi eÈb cÖYvwji gva¨‡g 

weµq Kiv nq| †hgb: ¯̂v ’̄¨ †mev, wkÿv †mev, AvBbMZ 

civgk©, wPwKrmv †mev BZ¨vw`|  

2. cÖwZwbwai gva¨‡g eÈb (Distribution through 

Agents): †mev wKQz wKQy †ÿ‡Î c‡ivÿfv‡e eÈb Kiv †h‡Z cv‡i| G c×wZ‡Z wewfbœ †mevi Rb¨ Drcv`K 

Zv‡`i cÖwZwbwa wb‡qvM K‡i _v‡K Ges G‡`i gva¨‡g eÈb cÖwµqv cwiPvwjZ nq| †hgb: wegv, weÁvcb gva¨g, 

we‡bv`b †mev, Uªv‡fj G‡RwÝ BZ¨vw`|  

wPÎ 10.2 (M) Abyhvqx †mev wecY‡bi †ÿ‡Î cÖwZôvb mivmwi †fv³vi ev wkí c‡Y¨i †µZvi wbKU cY¨ mieivn 

Ki‡Z cv‡i| GQvov weµq cÖwZwbwai gva¨‡g †fv³v‡K ev wkí c‡Y¨i †µZv‡K cY¨ mieiv‡ni e¨e ’̄v K‡i|  

 

 

mvims‡ÿc  

cÖwZôvb ev wecYbKvix Zv‡`i c‡Y¨i mieivn cÖYvwj mvRv‡bvi †ÿ‡Î g~jZ †fv³vi mš‘wó, Pvwn`v Ges c‡Y¨i 

ai‡bi Ici we‡klfv‡e ¸iæZ¡ cÖ`vb K‡i| c‡Y¨i cÖK…wZ I †fv³vi Pvwn`v Abyhvqx wecYbKvix eÈb cÖYvwji 

wewfbœ Í̄i ev aib mvRvq| eÈb cÖYvwji Í̄i ej‡Z GKwU av‡c wb‡qvwRZ ga¨ ’̄ e¨emvqxi mgwó‡K †evSvq, hv‡`i 

gva¨‡g cY¨ ev †mev P‚ovšÍ †fv³vi wbKU mieivn Kiv nq| ga¨ ’̄ e¨emvqxi msL¨v G‡ÿ‡Î eÈb cÖYvwji ˆ`N©¨ 

wba©viY K‡i| wecYb cÖYvwji ch©vq Abyhvqx wecYb cÖYvwj g~jZ `yB ai‡biÑ1. cÖZ¨ÿ eÈb cÖYvwj Ges 2. c‡ivÿ 

eÈb cÖYvwj| Avevi c‡Y¨i aib Abyhvqx wecYb cÖYvwj g~jZ wZb ai‡biÑ(K) †fvM¨ c‡Y¨i eÈb cÖYvwj (L) wkí 

c‡Y¨i eÈb cÖYvwj) Ges (M) †mev c‡Y¨i eÈb cÖYvwj| †fvM¨ cY¨ Ges wkíc‡Y¨i eÈ‡bi †P‡q †mevi ˆewkó¨MZ 

cv_©‡K¨i Kvi‡Y eÈb cÖYvwj‡Z cv_©‡K¨i m„wó nq| †mev mvaviYZ cÖZ¨ÿ evRviRvZKiY I cÖwZwbwai gva¨‡g 

eÈb Kiv nq|  

wPÎ 8.2 (M): †mevi wecYb cÖYvwj 
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cÖYvwj AvPiY I msMVb 

Channel Behavior and Organization 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 wecYb cÖYvwj GKxf‚ZKi‡Yi aibmg~n e¨vL¨v Ki‡Z cvi‡eb Ges 

 wecYb cÖYvwj Ø›Ø eY©bv Ki‡Z cvi‡eb|  

 

mieivn ev eÈb cÖYvwj n‡jv KwZcq e¨emvqxi mgwó, hviv AwaK gybvdv AR©‡bi D‡Ï‡k¨ msNe×fv‡e KvR K‡i| 

mvwe©K cÖYvwj mdjZvi Rb¨ cÖYvwj cÖwZwU cÿ‡KB msNe×fv‡e cÖYvwj D‡Ïk¨ I gybvdv AR©‡bi Rb¨ KvR Ki‡Z 

nq| cÖ‡Z¨K m`m¨B G‡ÿ‡Î ¸iæZ¡c~Y© f‚wgKv cvjb K‡i Ges †h‡Kv‡bv GK c‡ÿi wfbœ AvPiY Ges wfbœ 

D‡Ïk¨g~jK Kvh©vewj m¤ú~Y© cÖYvwj mdjZvi Ici gvivZ¥K cÖfve m„wó Ki‡Z cv‡i| D`vniY wn‡m‡e ejv hvq, 

IqvjUb †Kv¤úvwbi KvR n‡jv B‡jKUªwbKm mvgMÖx ˆZwi Kiv Ges †fv³v Pvwn`v m„wó Ges e„w×i j‡ÿ¨ cÖPviYvg~jK 

Kvh©vewji e¨e ’̄v Kiv| Avi cwi‡ekK Ges weµq kvLv¸‡jvi KvR n‡jv cY¨¸‡jv myweavRbK ’̄v‡b cÖ`k©b Kiv, 

†fv³vi cÖ‡qvRbxq Z_¨ miein Kiv Ges mnvqK Ab¨vb¨ †fv³v myweav `ÿZvi mv‡_ cÖ`vb Kiv| hLb eÈb cÖYvwj 

mKj m`m¨ wbR wbR `vwqZ¡ mwVKfv‡e cvjb Ki‡e ZLbB mgMÖ cÖYvwji Kvh©KvwiZv Ges gybvdv e„w× cv‡e|  

 

eÈb cÖYvwj Ø›Ø Kx?  

What is Channel Conflict? 

eÈb cÖYvwj m`m¨iv me©ÿY GKwU RwUj AvPiwYK e¨e ’̄vi g‡a¨ KvR K‡i Ges A‡bK mgq AbvbyôvwbKfv‡e 

Kvh©µg cwiPvjbv K‡i| cÖYvwj m`m¨‡`i gv‡S cÖvqB cÖYvwj D‡Ïk¨ Ges f‚wgKv wb‡q wb‡R‡`i gv‡S gZcv_©K¨ 

†`Lv hvq| mieivn-eÈb cÖYvwj m`m¨‡`i gv‡S cÖYvwj D‡Ïk¨, f‚wgKv Ges djvdj wb‡q †h gZcv_©K¨ †`Lv †`q 

Zv‡K mieivn ev eÈb cÖYvwj Ø›Ø wn‡m‡e cwiwPZ| Ø›Ø g~jZ m`m¨iv †K †Kvb KvR Ki‡e? Kx D‡Ï‡k¨ Ki‡e? Ges 

wbR¯̂ Kvh©vewji g~j¨ Kx n‡e? BZ¨vw` wb‡qB m„wó nq| eÈb cÖYvwj Ø›Ø wZb cÖKv‡ii n‡Z cv‡i-  

1. Dj¤̂ cÖYvwj Ø›Ø (Vertical Channel Conflict): G‡ÿ‡Î GKB cÖYvwji wewfbœ Í̄‡ii e¨emvqxM‡Yi g‡a¨ 

we‡iva †`Lv †`q| †hgb: Drcv`bKvixi weµq D‡Ïk¨i mv‡_ LyPiv e¨emvqx Av_ev cwi‡ek‡Ki D‡Ï‡k¨i 

wfbœZv|  

2. Avbyf‚wgK cÖYvwj Ø›Ø (Horizontal Channel Conflict): cÖYvwji GKB Í̄‡ii e¨emvqxM‡Yi gv‡S Ø›Ø‡K 

†evSvq| †hgb: †ccwmi †ÿ‡Î bxj‡ÿ‡Zi LyPiv e¨emvqx kvwšÍbM‡ii LyPiv e¨emvqxi Zzjbvq Kg g~‡j¨ 

†Kvgj cvbxq weµq Ki‡j XvKvi `yB GjvKvi LyPiv e¨emvqx‡`i g‡a¨ Abyf‚wgK cÖYvwj Ø›Ø m„wó nq|  

3. eûcÖYvwj Ø›Ø (Multi-channel Confilict): A‡bK mgq GKB wecYbKvix e¨eüZ wewfbœ eÈb cÖYvwji 

gv‡S Ø‡›Øi m„wó nq| †hgb: GKB evRv‡i wecYbKvix cÖZ¨ÿfv‡e Ges cwi‡ekK ev wWjv‡ii gva¨‡g cY¨ 

mieivn Ki‡Z cv‡i| G‡ÿ‡Î wecYbKvixi mv‡_ cwi‡ek‡Ki Ø›Ø m„wó n‡Z cv‡i|  
 

cÖYvwj msMVb  

Channel Organization 

eÈb cÖYvwji m`m¨‡`i gv‡S Ø›Ø wbim‡b Ges cÖYvwji m‡e©v”P gybvdv e„w× Kivi j‡ÿ¨ wecYbKvix‡K me m`‡m¨i 

f‚wgKv Ges Kvh©vewj mwVKfv‡e wba©viY Ki‡Z n‡e Ges cÖZ¨ÿ w`Kwb‡`©kbv cÖ`vb Ki‡Z n‡e| G‡ÿ‡Î †Kv‡bv GK 

cÿ‡K cÖYvwj †bZv ev `j‡bZv wn‡m‡e wbe©vwPZ K‡i cÖ‡Z¨‡Ki f‚wgKv Ges Kvh©vewji w`K wb‡`©kbv cÖ`v‡bi Øvwq‡Z¡ 

wb‡qvwRZ KivB me‡P‡q DËg Dcvq| KviY Amy ’̄ cÖwZ‡hvwMZv Ges Ø›Ø ïay Aí mg‡qi Rb¨ e¨w³K gybvdv e„w× 

cvV 8.3 
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Ki‡jI fwel¨‡Zi Rb¨ mydj e‡q Av‡b bv| eÈb cÖYvwji Kvh©vewj mwVKfv‡e m¤úv`b Kivi Rb¨ cÖ_vMZ mvaviY 

cÖYvwj msMV‡bi evB‡i bZzb ai‡bi cÖYvwj msMVb m„wó Ki‡Z n‡e| G‡ÿ‡Î Dj¤̂ wecYb c×wZ, Avbyf‚wgK wecYb 

c×wZ A_ev eûRvwZK wecYb c×wZ AwaK Kvh©Ki|  

1. Dj¤̂ wecYb c×wZ (Vertical Marketing 

System): Dj¤̂ wecYb c×wZ‡Z eÈb cÖYvwji me 

m`m¨ GKmv‡_ msNe× n‡q GKwU `jMZ cÖ‡Póv 

wn‡m‡e KvR K‡i| cÖ_vMZ eÈb cÖYvwj‡Z 

(Conventional distribution channel) GK ev 

GKvwaK ¯̂vaxb ga¨ ’̄ e¨emvqx Ae ’̄vb K‡i Ges 

cÖ‡Z¨‡KB ¯̂xq gybvdv AR©‡bi D‡Ï‡k¨ KvR K‡i| 

Ab¨w`‡K Dj¤̂ wecYb e¨e ’̄vq mevB GKB D‡Ï‡k¨ 

cÖYvwj gybvdv me©vwaKiY Ges wb‡R‡`i ga¨ Pzw³e× 

n‡q †Kv‡bv GK c‡ÿi wbqš¿‡Yi Ici AvbyMZ¨ cÖKvk 

K‡i| wbqš¿YKvix wn‡m‡e wecYbKvix, cwi‡ekK, 

LyPiv e¨emvqx ev †fv³vI f‚wgKv cvjb Ki‡Z cv‡i| 

G‡ÿ‡Î wecYb cÖYvwj msµvšÍ wewfbœ wm×všÍ, †hgb: 

cY¨ cwienb, weÁvcb, cÖ`k©b Ges cÖ‡Z¨K m`m¨i 

f‚wgKv I Kvh©vewj wbw`©ó wbqš¿YKvix †_‡K wVK Kiv nq| †hgb: mycvikc¸‡jv LyPiv e¨emvqx n‡jI wewfbœ †fvM¨ 

c‡Y¨i wecYb cÖYvwj‡K AvqZ‡bi Kvi‡Y wbqš¿Y K‡i _v‡K| Dj¤̂ wecYb c×wZ wZb ai‡bi n‡q _v‡K| 

†m¸‡jv n‡jvÑ 

K) K‡c ©v‡iU Dj¤̂ wecYb c×wZ (Corporate Vertical Marketing System): GKB gvwjKvbvq c‡Y¨i 

Drcv`b Ges eÈ‡bi mvgwMÖK Kvh©µg m¤úvw`Z n‡j Zv‡K K‡c©v‡iU Dj¤̂ wecYb c×wZ e‡j| G‡ÿ‡Î 

cvi¯úwiK mn‡hvwMZv I Ø‡›Øi 

wbqš¿‡Y cÖwZôvb wbqwgZ 

K‡c ©v‡iU cÖYvwj e¨envi K‡i 

_v‡K|  

L) Pzw³e× Dj¤̂ wecYb c×wZ 

(Contactual Vertical 

Marketing System): cY¨ 

Drcv`b I eÈ‡b wb‡qvwRZ 

wewfbœ Í̄‡ii ¯̂vaxb cÖwZôvb¸‡jv 

cvi¯úwiK Pzw³i wfwË‡Z cY¨ 

eÈ‡bi KvR m¤úv`b Ki‡j 

Zv‡K Pzw³e× Dj¤^ 

evRviRvZKiY c×wZ e‡j| 

G‡ÿ‡Î cÖwZôv‡bi eÈbKg©x‡`i 

mv‡_ Pzw³i gva¨‡g cvi¯úwiK 

mn‡hvwMZv I Ø‡›Øi wbqš¿Y Kiv 

nq| Ab¨w`‡K Drcv`b I eÈb `ÿZv e„w×i mv‡_ mv‡_ AwaK cwigv‡Y e¨q n«vm Kiv m¤¢e nq|  

wPÎ 8.3: cÖPwjZ ebvg Dj¤^ wecYb cÖYvwj  

Drcv`bKvwi 
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Dj¤^ wecYb cÖYvwj 

 

LyPiv e¨emvqx 

wPÎ 8.4: Avbyf~wgK wecYb c×wZ 
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M)  wbqš¿Yvaxb Dj¤̂ wecYb c×wZ (Administered Vertical Marketing System): cÖwZôvwbK AvqZb Ges 

ÿgZv‡K e¨envi K‡i Drcv`b Ges eÈ‡bi Í̄i¸‡jvi g‡a¨ mgš̂q mva‡bi †Póv‡K wbqš¿Yvaxb Dj¤^ 

evRviRvZKiY c×wZ e‡j| G‡ÿ‡Î cÖfvekvjx GK ev GKvwaK eÈb cÖYvwj m`m¨ †bZ…Z¡ w`‡q _v‡K|  

2. Avbyf‚wgK wecYb c×wZ (Horizontal Marketing System): Avbyf‚wgK wecYb c×wZ‡Z eÈb cÖYvwji GKB 

Í̄‡ii wewfbœ m`m¨ mgwš̂Zfv‡e KvR K‡i| †hgb: GKB Í̄‡ii wewfbœ cvBKiv mgwš̂Zfv‡e wb‡R‡`i g‡a¨ 

cÖwZ‡hvwMZv n«vm Kivi Rb¨ A_ev bZzb †Kv‡bv wecYb my‡hvM MÖn‡Yi Rb¨ GKÎ n‡q KvR K‡i| †`‡ki evB‡i 

A_ev ˆe‡`wkK wecY‡bi †ÿ‡Î Avbyf‚wgK wecYb e¨e ’̄v A‡bK †ewk djcÖm~| A‡bK †ÿ‡Î †`Lv hvq wewfbœ 

cÖwZ‡hvMx cÖwZôvb evRv‡ii we‡kl †Kv‡bv `ÿZv ev myweav AR©‡bi Rb¨I Avbyf‚wgKfv‡e GKÎ nq|  

3. eûRvwZK wecYb e¨e ’̄v (Multichannel Marketing System): †fv³vi mš‘wó AR©b, AwaK f¨vjy wbwðZKiY 

Ges †fv³vi cwimi e„w× Kivi Rb¨ A‡bK cÖwZôvb eûRvwZK wecYb e¨e ’̄v e¨envi K‡i| G‡ÿ‡Î wecvYbKvix 

GKB c‡Y¨i mieiv‡n Rb¨ GKB mv‡_ `yB ev Z‡ZvwaK eÈb cÖYvwj e¨envi K‡i| †hgb: cÖvY-AiGdGj (Pran 

RFL) LyPiv e¨emvqx, cwi‡ekK Ges wbR¯̂ weµq kvLvi gva¨‡g cY¨ weµq QvovI mivmwi AbjvB‡b 

othoba.com-Gi gva¨‡g wewfbœ cY¨ †fv³v†`i wba©vwiZ ’̄v‡b miein K‡i| eûRvwZK wecYb e¨e ’̄v e¨envi 

K‡i wecYbKvix RwUj I e„nr †fv³v Pvwn`v c~iY Ki‡Z mÿg nq| wKš‘ wecYbKvix‡K cÖwZwU eÈb cÖYvwji 

D‡Ïk¨, f‚wgKv, Kvh©vewj Ges †fv³v weåvwšÍ wbim‡bi w`‡K we‡klfv‡e `„wó w`‡Z n‡e| eÈb cÖYvwj¸‡jvi g‡a¨ 

mvgÄm¨Zv iÿv Ki‡Z n‡e Ges Ø›Ø m~² e¨e ’̄vcbvi Øviv mgvavb Ki‡Z n‡e|  

 

 

mvims‡ÿc  

eÈb cÖYvwj m`m¨iv me©ÿY GKwU RwUj AvPiwYK e¨e¯ ’vi g‡a¨ KvR K‡i Ges A‡bK mgq AbvbyôvwbKfv‡e 

Kvh©µg cwiPvjbv K‡i| cÖYvwj m`m¨‡`i gv‡S cÖvqB cÖYvwji D‡Ïk¨ Ges f‚wgKv wb‡q wb‡R‡`i gv‡S gZcv_©K¨ 

†`Lv hvq| cÖYvwj m`m¨‡`i g‡a¨ hLb D‡Ïk¨ I f‚wgKv wb‡q gZcv_©K¨ nq Ges cÖwZ‡hvwMZvi cwi‡ek m„wó nq 

ZLb Zv‡K cÖYvwj Ø›Ø e‡j| eÈb cÖYvwj Ø›Ø wZb cÖKv‡ii n‡Z cv‡i| h_v: Dj¤̂ cÖYvwj Ø›Ø, Avbyf‚wgK cÖYvwj 

Ø›Ø I eûcÖYvwj Ø›Ø| eÈb cÖYvwji Kvh©vewj mwVKfv‡e m¤úv`b Kivi Rb¨ cÖ_vMZ mvaviY cÖYvwj msMV‡bi 

evB‡i bZzb ai‡bi cÖYvwj msMVb m„wó Ki‡Z nq| G‡ÿ‡Î Dj¤̂ wecYb c×wZ, Avbyf‚wgK wecYb c×wZ A_ev 

eûRvwZK wecYb c×wZ AwaK Kvh©Kvi| Dj¤̂ wecYb c×wZ wZb ai‡bi n‡q _v‡K| †m¸‡jv n‡jvÑ(K) K‡c ©v‡iU 

Dj¤̂ wecYb c×wZ, (L) Pzw³e× Dj¤̂ wecYb c×wZ I (M) wbqš¿Yvaxb Dj¤̂ wecYb c×wZ| Avbyf‚wgK wecYb 

c×wZ‡Z eÈb cÖYvwji GKB Í̄‡ii wewfbœ m`m¨ mgwš̂Zfv‡e KvR K‡i| eûcÖYvwj wecYb c×wZ‡Z GKwU cÖwZôvb 

cY¨ weZiY Kivi Rb¨ GKB mv‡_ `yB ev Z‡ZvwaK wecYb cÖYvwj e¨envi K‡i|  
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wecYb cÖbvwj wWRvBb msµvšÍ wm×všÍmg~n 

Marketing Channel Design Decisions 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 cÖYvwji bKkv cÖYqb wm×všÍmg~n e¨vL¨v Ki‡Z cvi‡eb Ges 

 cÖYvwji e¨e ’̄vcbv wm×všÍmg~n Av‡jvPbv Ki‡Z cvi‡eb|  
 

wecYb ev eÈb cÖYvwj wWRvBb msµvšÍ wm×všÍmg~n  

Marketing Channel Design Decisions  

mdj eÈb cÖYvwj ˆZwi Kiv Ges †fv³v‡`i m‡e©v”P f¨vjy cÖ`v‡bi mv‡_ eÈb cÖYvwji mve©vwaK gybvdv AR©b LyeB 

RwUj Ges mgqmv‡cÿ KvR| A‡bK †ÿ‡Î bZzb c‡Y¨i Rb¨ eÈb cÖYvwj ˆZwi Kiv Am¤¢e n‡q c‡o ga¨¯’ 

e¨emvqx‡`i Amn‡hvwMZvi Kvi‡Y| bZzb cY¨ mieiv‡ni Rb¨ ga¨ ’̄ e¨emvqx‡`i S uzwK e„w× cvq Ges wecYbKvixi 

c‡ÿ cÖZ¨ÿfv‡e cY¨ mieiv‡ni e¨e ’̄v Kiv Am¤¢eI n‡Z cv‡i| bZzbfv‡e wecYb cÖYvwji wWRvBb Kivi †ÿ‡Î 

wecYbKvix‡K A‡bK †ewk wePvi-we‡kølY Ges kÖg cÖ`vb Ki‡Z nq| wecYb cÖYvwji bKkv cÖYqb ev wWRvBb ej‡Z 

†fv³vi Pvwn`v wbiƒcY I we‡kølY, cÖYvwji D‡Ïk¨ wba©viY, weKí wecYb cÖYvwj¸‡jv wPýZKiY Ges weKímg~n 

g~j¨vqb msµvšÍ Kvh©vewj‡K †evSvq| wb‡P wPÎ 8.4 G †`Lv‡bv n‡jv I wecYb cÖYvwji bKkv cÖYqb msµvšÍ 

wm×všÍmg~n Av‡jvPbv Kiv n‡jv| 

 

1. †fv³vi Pvwn`v we‡kølY (Analyzing the Consumer's Need and Characteristics): eÈb/wecYb cÖYvwj 

n‡jv †fv³vi Rb¨ cÖ‡qvRbxq f¨vjy mieivn c×wZi GKwU Ask| wecYb cÖYvwji cÖ‡Z¨K Í̄i (Level) GB 

c×wZ‡Z wewfbœfv‡e f¨vjy ms‡hvR‡bi Kv‡R wb‡qvwRZ _v‡K| AZGe wecYb cÖYvwji wWRvBb ev bKkv 

cÖYq‡bi Rb¨ cÖ_gZ †fv³vi cÖ‡qvRb I Pvwn`v m¤úwKZ© Z_¨ msMÖn, we‡kølY Ges mwVK Pvwn`v wbiƒcY 

Kiv cÖavb KvR| †fv³v c‡Y¨i †Kvb ˆewkó¨†K cÖvavb¨ w`‡”Q, †Kvb †Kvb ’̄vb †_‡K c‡Y¨i mieivn †c‡Z 

B”QzK, Kx cwigvY cY¨ µq Ki‡Z AvMÖnx, ¸YMZ gv‡bi mv‡_ g~‡j¨i ZviZ‡g¨, AvMÖnx cY¨ mieiv‡ni 

mgq m¤úwK©Z we‡kl Pvwn`v, c‡Y¨i ˆewPÎ¨ BZ¨vw` m¤úwK©Z Z_¨ mwVKfv‡e wbiƒcY Ges we‡kølY mwVK 

eÈb cÖYvwj wWRvB‡bi wfwË wn‡m‡e KvR K‡i| KviY †fv³v †hfv‡e c‡Y¨i mieivn PvB‡e, wecYbKvix‡K 

†fv³vi Pvwn`v Abyhvqx †mfv‡e eÈb cÖYvwji gva¨‡g m‡e ©v”P f¨vjy cÖ`vb wbwðZ Ki‡Z n‡e| †hgb: A‡bK 

†fv³v mgq¯̂íZvi Kvi‡Y c‡Y¨i †nvg †Wwjfvwi myweavwU‡Z AMÖvwaKvi †`q Avevi A‡b‡K wb‡R hvPvB K‡i 

cvV 8.4 

 

 

wPÎ 8.4: wecYb cÖYvwji bKkv cÖYqb msµvšÍ wm×všÍmg~n 

aibmg~n 

‡fv³vi Pvwn`v 

we‡kølY 

cÖYvwj weKímg~n 

we‡kølY I 

g~j¨vqb 

e›Ub cÖYvwji 

D‡Ïk¨ wbav©iY 

cÖavb weKímg~n 

wbav©iY 
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cÖ‡qvRb Abyhvqx cY¨ µq Ki‡Z AvMÖnx nq| wecYbKvix‡K †fv³vi Pvwn`v Abyhvqx †mfv‡e eÈb cÖYvwji 

gva¨‡g f¨vjy cÖ`vb Ki‡Z n‡e|  

2. eÈb/wecYb cÖYvwji D‡Ïk¨ wba©viY (Setting the Channel Alternatives): wecYb cÖYvwji D‡Ïk¨ 

†Kgb n‡e Zv wbf©i Ki‡e †fv³vi Pvwn`v Ges cÖ‡qvR‡bi Ici wfwË K‡i| G‡ÿ‡Î wecYbKvix †fv³v 

mgMÖ‡K wewfbœ fv‡M wef³ K‡i wKQz As‡ki Rb¨ f¨vjy mieivn Ki‡Z cv‡i Avevi me †fv³vi Rb¨ GKB 

ai‡bi f¨vjy cÖ`v‡bi e¨e ’̄v Ki‡Z cv‡i| cÖwZôv‡bi Avw_©K mÿgZv Ges eÈb cÖYvwj‡Z ga¨ ’̄ e¨emvqx‡`i 

aib I mnRjf¨Zvi Ici wfwË K‡i wecYbKvix eÈb cÖYvwji D‡Ïk¨mg~n wba©viY K‡i| †fv³vi Pvwn`vi 

mv‡_ cÖwZôv‡bi mÿgZv, c‡Y¨i aib, ga¨ ’̄ e¨emvqx aib I mnRjf¨Zv, cÖwZ‡hvMx cÖwZôvb Ges mvgwMÖK 

e¨emvq cwi‡ek we‡ePbv K‡i g~jZ eÈb cÖYvwji D‡Ïk¨ m¯úwK©Z wm×všÍmg~n wba©viY Kiv nq|  

3. cÖavb eÈb cÖYvwji weKímg~n kbv³KiY (Identifying Major Channel Alternatives): †fv³vi Pvwn`v 

wbiƒcY Ges cÖYvwji D‡Ïk¨ wba©vi‡Yi ci wecYbKvixi `vwqZ¡ n‡jv e¨emvi cwi‡e‡ki cÖavb eÈb cÖYvwj 

weKímg~n kbv³KiY| weKímg~n kbv³Ki‡Yi †ÿ‡Î ga¨ ’̄ e¨emvqx‡`i aib, msL¨v, mnRjf¨Zv, f‚wgKv, 

`vwqZ¡fvi, e¨q Ges wbqš¿Y msµvšÍ Z_¨ msMÖn I we‡kølY cÖavb we‡eP¨ welq| †hgb: cÖYvwj‡Z AwaK 

msL¨K LyPiv e¨emvqx e¨envi wecYbKvix‡K ¯̂íe¨‡q AwaK †fv³v‡`i cY¨ mieiv‡ni myweav cÖ`vb K‡i| 

wKš‘ AwaK msL¨K LyPiv e¨emvqx‡K wbqš¿Y Kiv A‡bK †ewk KwVb Ges kÖgmv‡cÿ|  

K)  ga¨ ’̄ Kvievwii aib (Types of Intermediaries): wewfbœ ai‡bi ga¨ ’̄ e¨emvqx i‡q‡Q, hviv cY¨ 

eÈ‡bi Rb¨ eÈb cÖYvwj‡Z e¨eüZ nq| G‡`i ˆewkó¨ I m¤úvw`Z Kv‡h©i g‡a¨ wfbœZv jÿ Kiv hvq| 

mvaviYZ wZb ai‡bi ga¨ ’̄ e¨emvqx †`Lv hvqÑ 

i) †Kv¤úvwbi weµq evwnbx (Company Sales Force): cY¨ eÈ‡bi Rb¨ †Kv¤úvwb Zvi wbR¯^ 

weµq evwnbx M‡o Zzj‡Z cv‡i| G‡ÿ‡Î †Kv¤úvwb Zvi mgMÖ evRvi‡K fvM K‡i wewfbœ GjvKvi 

Rb¨ wba©vwiZ weµqKg©x‡`i `vwqZ¡ cÖ`vb K‡i| weµqKg©x †Kv¤úvwbi kZ© I †cÖvMÖvg Abyhvqx wbR 

wbR Kvh©µg cwiPvjbv K‡i|  

ii) Drcv`‡Ki G‡R›U (Manufacturer's Agent): Drcv`K Zvi wbR¯̂ weµq evwnbx ˆZwi bv K‡i 

G‡R›U wb‡qvM Ki‡Z cv‡i| GB G‡R›Uiv ¯̂vaxb Ges mgRvZxq c‡Y¨i †jb‡`‡bi †ÿ‡Î Kvh©Ki 

n‡Z cv‡i| wewfbœ GjvKvi Rb¨ Avjv`v Avjv`v G‡RwÝ cÖ`vb Kiv †h‡Z cv‡i|  

iii) wkí cwi‡ekK (Industrial Distributor): wewfbœ GjvKv ev wk‡íi Rb¨ cwi‡ekK Luy‡R †ei 

K‡i wb‡qvM cÖ`vb Kiv †h‡Z cv‡i, hviv GKKfv‡e cY¨ eÈ‡bi `vwqZ¡ cvjb K‡i| Aek¨ 

†Kv¤úvwb Gme cwi‡ekK‡K ch©vß myweav, cÖwkÿY Ges cÖ‡gvkbvj Kv‡R mvnvh¨ K‡i|  

L)  ga¨ ’̄ZvKvixi msL¨v (Number of Middlemen): weKímg~n wbe©vP‡bi †ÿ‡Î ga¨ ’̄ e¨emvqx‡`i msL¨v 

KZ n‡e Zv wecYbKvix‡K wba©viY Ki‡Z n‡e| G Rb¨ wecYbKvix‡K wZbwU welq we‡ePbv Ki‡Z nqÑ 

i) e¨vcK eÈb (Intensive Distribution): wecYbKvix GB c×wZ‡Z hZ `~i m¤¢e †ewk msL¨K 

ga¨ ’̄Kvix‡K wb‡qvwRZ K‡i| weµ‡qi cwigvY e„w× Kivi Rb¨ GB c×wZ MÖnY Kiv n‡q _v‡K| 

wbZ¨cÖ‡qvRbxq †fvM¨ cY¨ Ges mvaviY KuvPvgv‡ji Drcv`bKvixiv e¨vcK eÈb †KŠkj MÖnY K‡i 

_v‡K|  

ii) mxwgZ eÈb (Exclusive Distribution): GLv‡b wecYbKvix mxwgZ msL¨K ga¨ ’̄ Kvievix‡`i 

cY¨ eÈ‡bi `vwqZ¡ cÖ`vb K‡i| Giv wbw`©ó GjvKvq cY¨ weµ‡qi GK”QÎ AwaKvi †fvM K‡i| 

mvaviYZ `vwg Ges we‡kl gh©v`vm¤úbœ c‡Y¨i †ÿ‡Î G ai‡bi e¨e ’̄v MÖnY Kiv nq|  

iii) wbe©vwPZ eÈb (Selective Distribution): c‡Y¨i e¨vcK Ges mxwgZ eÈ‡bi gvSvgvwS Ae ’̄v‡K 

ejv nq wbe©vwPZ eÈb| GLv‡b Lye Kg ev †ewk cwigvY ga¨ ’̄ e¨emvqx e¨envi Kiv nq bv| 
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GLv‡b ga¨ ’̄ e¨emvqx‡`i Ici wbqš¿Y ivLv hvq| Nwo, K¨vjKz‡jUi, B‡jKUªwbKm `ª‡e¨i Rb¨ G 

ai‡bi c×wZ MÖnY Kiv nq|  

M) eÈb cÖYvwji m`m¨‡`i `vwqZ¡ (Responsibilities of Channel Members): eÈb KvR myôzfv‡e 

m¤úv`b Kivi Rb¨ Drcv`bKvix‡K cÖYvwji m`m¨‡`i mwVK Kv‡Ri kZ © Ges `vq-`vwqZ¡ wba©viY Ki‡Z 

n‡e| G‡ÿ‡Î g~j¨bxwZ, weµq kZ©, eÈbKvixi †fŠ‡MvwjK AwaKvi, wbqš¿Y, cvi¯úwiK †mev I `vwqZ¡ 

BZ¨vw` welq we‡ePbv Kiv cÖ‡qvRb nq| †hgb: cÖYvwj‡Z AwaK msL¨K LyPiv e¨emvqx e¨envi 

wecYbKvix‡K ¯̂íe¨‡q AwaK †fv³v‡`i cY¨ mieiv‡ni myweav cÖ`vb K‡i| wKš‘ AwaK msL¨K LyPiv 

e¨emvqx‡K wbqš¿Y Kiv A‡bK †ewk KwVb Ges kÖgmv‡cÿ|  

 

4. cÖavb weKímg~‡ni g~j¨vqb (Evaluating the Major Channel Alternatives): cÖavb weKímg~n 

kbv³Ki‡Yi gva¨‡g wecYbKvix eÈb cÖYvwji aib m¤ú‡K© AewnZ nq| cieZ©x c`‡ÿc wn‡m‡e eÈb 

cÖYvwj‡K m‡e ©v”P gybvdv‡Kw›`ªK Ges `xN©‡gqvw` D‡Ï‡k¨ cwiPvjbvi Rb¨ me‡P‡q Kvh©Ki eÈb cÖYvwj 

wba©viY Ki‡Z nq| Kvh©Ki eÈb cÖYvwj wWRvB‡bi j‡ÿ¨ wecYbKvix cÖvß weKímg~n‡K A_©‰bwZK wbqš¿Y 

Ges Awf‡hvRb gvb`‡Ði Av‡jv‡K g~j¨vqb K‡i| A_©‰bwZK gvb`‡Ði (Economic Criteria) g‡a¨ c‡Y¨i 

weµq cÖYvwji e¨q, gybvdv, wewb‡qvM BZ¨vw`i wfwË‡Z cÖavb weKímg~n‡K g~j¨vqb Kiv nq| wbqš¿Y 

gvb`‡Ði (Control Criteria) gva¨‡g wecYbKvix ga¨ ’̄ e¨emvqx‡`i wbqš¿Y Ges cÖYvwj‡Z GKxf‚Z Kivi 

j‡ÿ¨ cwiPvjbvi m¤¢ve¨Zv hvPvB K‡i| wecYbKvix wbR¯̂ weµq kvLv ev cÖwZwbwai gva¨‡g †hfv‡e wbqš¿Y 

cÖwZôv Ki‡Z cvi‡e, ga¨ ’̄ e¨emvqx‡`i Ici GKB KZ…©Z¡ cÖwZôv Kiv A‡bKvs‡k m¤¢e bvI n‡Z cv‡i| 

me©‡kl †h‡Kv‡bv cwiw ’̄wZ‡Z eÈb cÖYvwji cwieZ©b mvab Ges bZzb D‡Ï‡k¨ KvR Kivi ÿgZv‡K 

Awf‡hvRb (Adaptibility) gvb`‡Ði gva¨‡g g~j¨vqb Kiv nq| wecYbKvix `xN©‡gqvw` Pzw³msewjZ eÈb 

cÖYvwj m„wó Kivi ciI wewfbœ cvwicvwk©^K Kvi‡Y eÈb cÖYvwj‡Z cwieZ©b mva‡bi cÖ‡qvRb co‡Z cv‡i| 

m‡e©vËg gybvdv, AwaK wbqš¿Y Ges †h‡Kv‡bv cÖ‡qvR‡b cwieZ©b‡hvM¨ wecYb cÖYvwji gva¨‡gB †fv³v‡`i 

m‡e©v”P f¨vjy mieivn wbwðZ Kiv m¤¢e nq|  
 

eÈb cÖYvwj/wecYb cÖYvwj e¨e ’̄vcbv msµvšÍ wm×všÍmg~n  

Marketing Channel Management Decisions 

eÈb cÖYvwji ga¨‡g †fv³v mš‘wó weavb Ges m‡e ©vËg f¨vjy mieiv‡ni j‡ÿ¨ wecYbKvix me©`v DËg eÈb cÖYvwj 

ˆZwi‡Z ¸iæZ¡ cÖ`vb K‡i| DËg eÈb cÖYvwj †_‡K m‡e©vËg djvdj AR©‡b mwVKfv‡e eÈb cÖYvwj e¨e ’̄vcbv 

wbwðZKiY GKvšÍ cÖ‡qvRb| eÈb cÖYvwji e¨e ’̄vcbv ej‡Z cÖYvwji m`m¨‡`i wbe©vPb, cwiPvjbv, cÖ‡Yv`bv Ges 

Zv‡`i Kvh©vewji g~j¨vqb msµvšÍ Kg©m~wP‡K †evSvq| GKwU cÖYvwj KZUzKz `ÿZvi mv‡_ KvR Ki‡e Zv IB cÖYvwji 

m`m¨‡`i e¨e ’̄vcbvi Ici wbf©i K‡i| wb‡P cÖYvwji e¨e ’̄vcbv msµvšÍ wewfbœ w`K Av‡jvPbv Kiv n‡jvÑ 

 

 

 

 

 

1. cÖYvwj 

m`m¨‡`i wbe©vPb (Selecting Channel Members): Dchy³ ga¨ ’̄ e¨emvqx ev cÖYvwj m`m¨‡`i AvK…ó Kiv 

wecYbKvixi Rb¨ GKwU ¸iæZ¡c~Y© KvR| wecYbKvixi mybvg Ges ÿgZvi mv‡_ cÖYvwj m`m¨‡`i AvMÖn Ges 

msMwVZ nIqvi B”Qv wbf©i K‡i| A‡bK †ÿ‡Î †`Lv hvq `vwg eª¨v‡Ûi Rb¨I bZzb evRv‡i eÈb cÖYvwji 

cÖYvwj m`m¨‡`i 

wbe©vPb 

cÖYvwji m`m¨‡`i 

cwiPvjbv Ges 

†cÖlbv cÖ`vb 

 

e›Ub cÖYvwji 

m`m¨‡`i g~j¨vqb 

 

wPÎ 8.5: eÈb cÖYvwj/wecYb cÖYvwj e¨e ’̄vcbv msµvšÍ wm×všÍmg~n 
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cÖ‡qvRbxq ga¨ ’̄ e¨emvqx‡`i mn‡hvwMZv cvIqv hvq bv| eÈb cÖYvwji m`m¨‡`i wbe©vP‡bi †ÿ‡Î 

wecYbKvix‡K wba©vwiZ Kiv cÖ‡qvRb Ges cÖwZwU ga¨ ’̄ e¨emvqxi AwfÁZv, cY¨ miei‡ni aviYv, ’̄vb, 

cÖe„w×, gybvdvi †iKW©, m‡nv‡hvwMZvi aib, mybvg BZ¨vw` g~j welq¸‡jv g~j¨vqb K‡i me‡P‡q †hvM¨ 

m`m¨‡`i wbe©vPb Ki‡Z n‡e|  

2. cÖYvwji m`m¨‡`i cwiPvjbv Ges †cÖlYv cÖ`vb (Training and Motivating of Channel Members): 

ga¨ ’̄ e¨emvqxiv GKwU e¨emv‡qi †fv³v Ges cÖwZôvb ev Drcv`bKvixi gv‡S †hvMv‡hv‡Mi gva¨g wn‡m‡e 

KvR K‡i| cÖwZôv‡b wbR¯̂ Kg©x evwnbxi b¨vq eÈb cÖYvwji m`m¨‡`i mve©ÿwYK ch©‡eÿY Ges cÖ‡qvRbxq 

†cÖlYv cÖ`vb Kiv Riæwi| A‡bKvsk eÈb cÖYvwji m`m¨‡`i mn‡hvwMZvi mv‡_ wecY‡bi mdjZv wbf©i 

K‡i| G Rb¨ eÈb cÖYvwji m`m¨‡`i mv‡_ cÖwZôv‡bi mym¤úK© Ges cÖ‡qvRbxq cÖ‡Yv`bv m‡e©vËg f¨vjy 

mieivn wbwðZ Ki‡Z mnvqZv K‡i| †h‡nZz cÖYvwji m`m¨iv cÖwZôv‡bi cÖ_g †µZv ZvB A‡bK wecYbKvix 

ga¨ ’̄ e¨emvqx†`i mv‡_ kw³kjx Askx`vwii m¤úK© M‡o †Zv‡j| G‡Z mdj f¨vjy mieiv‡ni †bUIqvK© M‡o 

I‡V, hv wecYbKvix Ges m`m¨‡`i Df‡qi gybvdvi Drm wn‡m‡e KvR K‡i| D`vniY wn‡m‡e 

Amazon.com-Gi K_v ejv hvq| Amazon.com cY¨ mieiv‡ni Rb¨ Fedex, UPS cv‡m©j mvwf©m¸‡jvi 

mv‡_ Askx`vwii wfwË‡Z KvR K‡i|  

3. eÈb cÖYvwji m`m¨‡`i g~j¨vqb (Evaluating Channel Members): me©‡kl av‡c wecYbKvix eÈb 

cÖYvwji m`m¨‡`i Kvh© djvdj g~j¨vq‡bi c×wZ wba©viY K‡i| g~j¨vq‡bi †ÿ‡Î weµq †KvUv, Mo 

Bb‡f›Uwi †j‡ej, ¸`vgRvZK…Z c‡Y¨i cwigvY, mieiv‡ni `ªæZZv, bó Ges †diZK…Z c‡Y¨i e¨e ’̄vcbv, 

cÖwZôv‡bi weÁvc‡b AskMÖnY Ges mnvqZv, weµq †mev BZ¨vw`‡K cwigvcK wn‡m‡e MY¨ K‡i| g~j¨vq‡bi 

djvdj Abyhvqx mieivn cÖYvwji m`m¨‡`i Rb¨ cÖ‡qvRbxq cÖwkÿY, cÖ‡Yv`bv Ges ms‡kvabx c×wZ 

wba©vwiZ nq| GQvovI cÖYvwj m`m¨‡`i we‡kl cÖ‡qvRb, cÖ‡qvRbxq my‡hvM-myweavi w`‡K mve©ÿwYK `„wó 

cÖ`vb Ki‡Z nq †h‡nZz m`m¨‡`i mn‡hvwMZvi gva¨‡gB gybvdv Ges †fv³v mš‘wó AwR©Z nq|  

 

 

mvims‡ÿc  

wecYb cÖYvwji wWRvBb Kivi †ÿ‡Î wecYbKvix‡K A‡bK †ewk wePvi-we‡kølY Ges kÖg cÖ`vb Ki‡Z nq| wecYb 

cÖYvwji A‡bK †ÿ‡Î bZzb c‡Y¨i Rb¨ eÈb cÖYvwj ˆZwi Kiv Am¤¢e n‡q c‡o ga¨ ’̄ e¨emvqx‡`i Amn‡hvwMZvi 

Kvi‡Y| wecYb cÖYvwji bKkv cÖYqb msµvšÍ wm×všÍ¸‡jv n‡jv h_v: 1. †fv³vi cÖ‡qvRb I cÖK…wZ we‡kølY, 2. 

wecYb cÖYvwji D‡Ïk¨ wba©viY, 3. cÖavb weKímg~n kbv³KiY, Ges 4. cÖavb weKí cÖYvwjmg~n g~j¨vqb| 

Drcv`bKvixi KvQ †_‡K cY¨`ªe¨ †fv³vi Kv‡Q †cuŠQv‡bvi Rb¨ hZ cÖYvwj i‡q‡Q †mme weKí cÖYvwj¸‡jv g~j¨vqb 

K‡i m‡e©vËg cÖYvwj wbe©vP‡bi Rb¨ e¨e ’̄vcbv‡K wm×všÍ MÖnY Ki‡Z nq| Gici cÖYvwj ev Í̄evq‡bi Rb¨ e¨e ’̄vcbv 

Kvh©m~wP cÖYqb Ki‡Z nq| GB Kvh©µ‡gi g‡a¨ i‡q‡QÑ1. cÖYvwji m`m¨ wbe©vPb, 2. cÖYvwj m`m¨‡`i cwiPvjbv, 

3. cÖYvwj m`m¨‡`i cÖwkÿY `vb I †cÖlYv cÖ`vb Ges 4. cÖYvwj m`m¨‡`i g~j¨vqb|  
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 LyPiv e¨emvq I LyPiv e¨emvqxi wecYb msµvšÍ wm×všÍmg~n 

Retailers and Retailer Marketing Decisions 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 LyPiv e¨emvq I LyPiv e¨emvqx m¤ú‡K© Rvb‡Z cvi‡eb; 

 LyPiv e¨emv‡qi †kÖwYwefvM m¤ú‡K© Av‡jvPbv Ki‡Z cvi‡eb Ges 

 LyPiv e¨emvqxi wecYb msµvšÍ wm×všÍmg~n e¨vL¨v Ki‡Z cvi‡eb|  
 

LyPiv e¨emvq I LyPiv e¨emvqx  

Retailing and Retailers  
 

LyPiv e¨emvq I LyPiv e¨emvqx (Retailing and Retailers) eÈb cÖYvwji g‡a¨ †fv³vi me‡P‡q wbKU LyPiv e¨emvqx 

Ae ’̄vb K‡i| †fvM¨ c†Y¨i †ÿ‡Î LyPiv e¨emvqxivB †fv³vi mv‡_ †hvMm~Î ’̄vc‡bi cÖavb wfwË| Drcv`bKvix ev Ab¨ 

Drm n‡Z cY¨ µq K‡i P‚ovšÍ †fv³vi wbKU †cuŠ‡Q †`Iqv msµvšÍ Kvh©vewj‡K LyPiv e¨emvq ev Retailing e‡j| †h 

e¨w³ LyPiv e¨emv‡qi gva¨‡g cY¨ weµq K‡i Zv‡K LyPiv e¨emvqx ev Retailer e‡j| evsjv‡`‡k ¯̂cœ, Av‡Mviv, 

Uc‡Ub BZ¨vw` bvgKiv LyPiv e¨emvq cÖwZôvb| LyPiv e¨emvqxi Kvh©vewji gv‡S cY¨ weµq, cwienb, msiÿY, A_© 

ms ’̄vb, SzuwK MÖnY, evRvi Z_v mieivn cY¨ †diZ MÖnY BZ¨vw` D‡jøL‡hvM¨|  

LyPiv e¨emv‡qi †kÖwYwefvM  

Types of retailers 

eZ©gvb hy‡M cÖhyw³i Dbœq‡bi mv‡_ mv‡_ LyPiv e¨emvq cÖwZôvb †h‡Kvb AvqvZ‡bi n‡Z cv‡i| †fv³vi Avevm ’̄‡ji 

cv‡k †QvU gyw` †`vKvb †_‡K ¯̂‡cœi wekvj weµq kvLvI Gi AšÍfz©³| LyPiv e¨emv‡qi aib wefvR‡b †mev cÖ`v‡bi 

aib, cY¨ mvwii ˆ`N©¨ I MfxiZv, Zzjbvg~jK g~j¨ MÖnY Ges cÖvwZôvwbK msMVb BZ¨vw` ˆewkó¨‡K cÖvavb¨ †`Iqv 

nq| wewfbœ ˆewk‡ó¨i wfwË‡Z LyPiv e¨emvq‡K fvM Kiv nq, hv wb‡P Av‡jvPbv Kiv n‡jv-  

K.  †mevi cwigvYwfwËK LyPiv e¨emvq (Amount of service): wfbœ wfbœ c‡Y¨i Rb¨ wfbœ wfbœ cwigvY †mevi 

cÖ‡qvRb nq| ZvB †mevi cwigvY wfwË‡Z LyPiv e¨emvq‡K wZb fv‡M fvM Kiv nq| h_v:  

1.  ¯̂-†mev LyPiv e¨emvq (Self service retailers): †h LyPiv e¨emvq cÖwZôv‡b P‚ovšÍ †fv³v‡`i wb‡Ri 

cÖ‡qvRbxq cY¨ wb‡R‡K L uy‡R †ei K‡i µ‡qi Rb¨ wbe©vPb Ki‡Z nq Zv‡K ¯̂-†mev LyPiv e¨emv e‡j| 

†hgb: mycvi gv‡K©U n‡jv ¯̂-†mev LyPiv e¨emvq|  

2.  mxwgZ †mev LyPiv e¨emvq (Limited service retailers): †h LyPiv e¨emvq cÖwZôvb P‚ovšÍ †fv³v‡`i 

KwZcq wbw`©ó †ÿ‡Î †mev cÖ`vb K‡i Zv‡K mxwgZ †mev LyPiv e¨emvq e‡j| †hgb: wmqvm© (Sears), †Rwm 

†cwb (JC Penny)G ai‡bi LyPiv e¨emvq|  

3.  c~Y© †mev`vbKvix LyPiv e¨emvq (Full service retailers): †h mKj LyPiv e¨emvq P‚ovšÍ †fv³v‡`i 

cÖ‡qvRbxq mKj †mev cÖ`vb K‡i Zv‡`i‡K c~Y© †mev`vbKvix LyPiv e¨emvq e‡j|  

L.  cY¨ mvwi wfwËK LyPiv e¨emvq (Product lines retailing): cY¨ mvwii wfwË‡Z LyPiv e¨emvqx‡K wb‡¤œv³ fv‡M 

fvM Kiv hvq| h_v: 

1. wewkó c‡Y¨i †`vKvb (Speciality stores): †h LyPiv e¨emvqxiv mxwgZ cY¨ mvwii ˆewPÎ¨gq cY¨m¤¢vi 

P‚ovšÍ †fv³vi Rb¨ Dc ’̄vcb K‡i Zv‡K wewkó c‡Y¨i †`vKvb e‡j|  

cvV 8.5 

 

 



weweG †cÖvMÖvg 

BDwbU AvU  c„ôv-134 

2. wefvMxq wecwY (Deparmental stores): GKB `vjv‡b Aew ’̄Z I GKB gwjKvbv I e¨e ’̄vcbvq cwiPvwjZ 

wewfbœ cY¨ c„_K c„_K wefv‡Mi gva¨‡g P‚ovšÍ †fv³vi wbKU weµ‡qi e¨e ’̄vmsewjZ LyPiv e¨emvq‡K 

wefvMxq wecwY e‡j| †hgb: Infinity Mega Mall. 

3. mycvi gv‡K©U (Super market): †h e„n`vqZb LyPiv e¨emvq cÖwZôvb Lv`¨RvZxq cY¨ wewµi cvkvcvwk 

Ab¨vb¨ cY¨ weµq K‡i _v‡K Zv‡K mycvi gv‡K©U e‡j| †hgb: Av‡gwiKvb †÷vi, Av‡Mviv (Agora), ¯̂cœ 

(Swapno) BZ¨vw` mycvi gv‡K©U|  

4. myweavRbK †÷vim (Convenience stores): †h LyPiv e¨emvq cÖwZô‡b mxwgZ cY¨ mvwii D”P gybvdv 

AR©b‡hvM¨ cY¨ weµq Kiv nq Ges hvi Ae ’̄vb mvaviYZ AvevwmK GjvKvi KvQvKvwQ nq Zv‡K 

myweavRbK †÷vim e‡j| †hgb d¨vwgwj gvU© (Family Mart), †m‡fb-B‡j‡fb (7Eleven)|  

5. mycvi‡÷vim (Superstores): †h e„n`vqZb LyPiv e¨emvq cÖwZôvb mycvi g‡K©‡Ui †P‡q eo nq Ges 

ˆewPÎ¨gq Lv`¨ I e¨envh© c‡Y¨i m¤¢vi _v‡K †mB cÖwZôvb‡K mycvi‡÷vim e‡j|  

6. K¨vUvMwi wKjvi (Catagory killer): †h we‡klvwqZ LyPiv e¨emvq cÖwZôv‡b we‡kl cY¨ mvwii wecyj 

cY¨m¤¢vi Dc ’̄vcb Kiv nq Ges weµqKg©xiv mvaviYZ mKj cY¨ m¤ú‡K© e¨vcK aviYv iv‡L Zv‡K 

K¨vUvMwi wKjvi e‡j| †hgb: AvBwKqv (IKEA), †¯úvU©gvU© (Sports Mart)BZ¨vw` K¨vUMwi wKjvi|  

M.  Zzjbvg~jK g~‡j¨i wfwË‡Z LyPiv e¨emvq (Retailing on the basis of related price): AwaKvsk LyPiv e¨emvq 

cÖwZôvb ¯̂vfvweK g~‡j¨i mvaviY gv‡bi cY¨ I †mev e¨envi K‡i _v‡K| wb‡P Zzjbvg~jK g~‡j¨i wfwË‡Z LyPiv 

e¨emv‡qi †kÖwYwefvM eY©bv Kiv n‡jvÑ  

1. evÆv †÷vim (Discount stores): †h LyPiv e¨emvq cÖwZôv‡b Kg g~‡j¨ Kvw•ÿZ gybvdv AR©‡bi gva¨‡g 

AwaK cwigvY cY¨ wewµi cÖ‡Póvq wb‡qvwRZ _v‡K Zv‡K evÆv †÷vim e‡j|  

2.  Ad-cÖvBm LyyPiv e¨emvqx (Off-price retailers): †h LyPiv e¨emvq cÖwZôvb cvBKvwi g~‡j¨i Zzjbvq Kg 

g~‡j¨ P‚ovšÍ †fv³vi wbKU cY¨ weµq K‡i Zv‡K Ad-cÖvBm LyPiv e¨emvqx e‡j|  

3.  Iq¨vinvDR K¬ve (Warehouse clubs): †h LyPiv e¨emvq cÖwZôvb Zvi m`m¨‡`i GKwU we‡kl nv‡i 

Kwgkb cÖ`vb K‡i Iq¨vinvDR K¬v‡ei bv‡g gyw` cY¨, Kvco, hš¿cvwZ weµq K‡i Zv‡K Iq¨vinvDR K¬ve 

e‡j| †hgb: cÖvBmK¬ve, mvgm& †nvj‡mvj K¬ve n‡jv Iq¨vinvDR K¬ve|  

N.  msMV‡bi wfwË‡Z LyPiv Kvievi (Organization based retailing): LyPiv e¨emvq cÖwZôvb gvwjKvbvi wfwË‡Z 

cwiPvwjZ n‡jI K‡c©v‡iU A_ev Pzw³wfwËK LyPiv e¨emvq cÖwZôv‡bi msL¨v cÖwZwbqZ e„w× cv‡”Q| wb‡P 

msMV‡bi wfwË‡Z LyPiv e¨emvq cÖwZôv‡bi †kÖwYwefvM †`Lv‡bv n‡jvÑ 

1.  wecwYgvjv (Chain stores): †h mKj LyPiv e¨emvq cÖwZôvb GKB gvwjKvbv I wbqš¿Yvax‡b `yB ev 

Z‡ZvwaK kvLvi gva¨‡g hLb GKB ai‡bi cY¨ weµq K‡i Zv‡K wecwYgvjv e‡j|  

 †¯̂”Qvg~jK †PBb †÷vim (Voluntary chain stores): †h mKj LyPiv e¨emvqx cvBKvwi evRvwi‡`i 

†mŠR‡b¨ mw¤§wjZfv‡e cY¨ µq K‡i mvaviYfv‡e P‚ovšÍ †fv³v‡`i wbKU weµq K‡i _v‡K Zv‡`i 

†¯̂”Qvg~jK †PBb †÷vim e‡j|  

 mgevq LyPiv e¨emvqx (Retailer cooperative): †h mKj ¯̂vaxb LyPiv e¨emvqx `jxqfv‡e †K›`ªxq 

µq msMVb cÖwZôv K‡i †hŠ_fv‡e P‚ovšÍ †fv³vi wbKU weµq I evRvi cÖmvig~jK c`‡ÿc MÖnY 

K‡i Zv‡K mgevq LyPiv e¨emvqx e‡j|  

2.  d«vÂvBR msMVb (Franchise organization): †h LyPiv e¨em¨qx Drcv`bKvix, cvBKvwi we‡µZv, †mev 

cÖwZôvb BZ¨vw`i mv‡_ GKwU Pzw³i gva¨‡g ¯̂vaxbfv‡e GK ev GKvwaK †`vKv‡bi gvwjKvbv I cwiPvjbvi 

AwaKvi jvf K‡i Zv‡K d«vÂvBR msMVb e‡j|  
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3.  gv‡P©ÛvBwRs GKÎxKiY (Merchandising conglomerates): †K›`ªxq gvwjKvbvq wewfbœ LyPiv e¨emvqxi 

mgš̂‡q MwVZ K‡c©v‡ikb‡K gv‡P©ÛvBwRs GKÎxKiY e‡j|  

4.  eûkvLv wecwY (Multiple stores): wb‡R¯̂ gvwjKvbv I cwiPvjbvq †`‡ki wewfbœ ’̄v‡b kvLv Ly‡j 

Drcv`bKvix hLb Zvi Drcvw`Z cY¨mvgMÖx †fv³v‡`i wbKU weµq K‡i ZLb Zv‡K eûkvLv wecYx e‡j| 

†hgb: Avgv‡`i †`‡k evUv ï †Kv¤úwb, BKiv wmivwgK, mvabv Jlavjq (cÖvt) wjt BZ¨vw`|  

O.  wecwYwenxb LyPiv e¨emvq (Non-stores etailing): LyPiv †`vKvb QvovB hLb †fv³vi wbKU cY¨ weµq Kiv nq 

ZLb Zv‡K wecwYwenxb LyPiv e¨emvq e‡j|  

1.  mivmwi weµq (Direct selling): †µZvi wbKU cY¨msµvšÍ cÖ‡qvRbxq Z_¨ Zz‡j a‡i mivmwi cY¨ weµq 

cÖwµqv‡K mivmwi weµq ev cÖZ¨ÿ evRviRvZKiY ejv nq| †hgb: wewfbœ ai‡bi AbjvBb k‡ci gva¨‡g 

LyPiv e¨emvqxiv †µZvi wbKU mivmwi cY¨ weµq K‡i|  

2.  †Uwj-gv‡K©wUs (Tele-marketing): †Uwj‡dv‡bi gva¨‡g †µZv‡`i mv‡_ †hvMv‡hvM cÖwµqv‡K †Uwj-

gv‡K©wUs ejv nq|  

3.  A‡Uv‡gwUK †fwÛs (Automatic Vending): †µZv-we‡µZvi g‡a¨ e¨w³MZ †hvMv‡hvM e¨ZxZ h‡š¿i 

gva¨‡g cY¨ weµq Kivi cÖwµqv‡K A‡Uv‡gwUK †fwÛs e‡j| mvaviYZ Pv, Kwd, †Kvgj cvbxq BZ¨vw` G 

c×wZ‡Z weµq Kiv nq|  

 

LyPiv e¨emvqxi wecYb msµvšÍ wm×všÍmg~n  

Retailer Marketing Decisions  

†fv³v ev †µZv‡`i Rb¨ wecYbKvixi mve©ÿwYK bZzb bZzb wecYb †KŠkj kbv³KiY Ges cwiPvjbv KivB g~j 

KvR| wek̂q‡bi G hy‡M cÖ_vMZfv‡e †fv³v mš‘wó AR©b Ges †fv³v AvbyMZ¨ m„wó Kiv A‡bK RwUj| e¨emvq 

cwi‡e‡k bZzb bZzb cÖwZ‡hvMx, eûkvLv wecwYweZvb, cÖhyw³MZ Dbœqb, e¨q ms‡KvP‡bi Pvc, AwaK weµq I Ab¨vb¨ 

I mnvqK †mevi cÖ‡qvRbxqZv BZ¨vw` Kvi‡Y LyPiv e¨emvq Av‡Mi †_‡K A‡bK †ewk RwUj I P¨v‡jwÄs cwi‡e‡ki 

m„wó n‡q‡Q| B›Uvi‡b‡Ui e¨envi e„w×i mv‡_ mv‡_ evRvig~j¨ I c‡Y¨i ¸YMZ gvb hvPvB Ges cY¨ msMÖ‡ni Rb¨ `ªæZ 

I Kg e¨qeûj Dr‡mi AvwaK¨, †fv³v‡`i Rb¨ mnR cwieZ©‡bi my‡hvM m„wó K‡i‡Q| Gme Kvi‡Y LyPiv e¨emvqx‡K 

wecYb msµvšÍ wm×všÍmg~n Lye mZK©Zvi mv‡_ Aej¤̂b Kiv eZ©gv‡b eva¨Zvg~jK n‡q c‡o‡Q| LyPiv e¨emvqxi cÖavb 

wecYb msµvšÍ wm×všÍ¸‡jv n‡jv evRvi wefw³KiY (Segmentation), jÿ¨vqY (Targeting), †÷vi/†`vKvb 

c„_KxKiY (Store Difterentiation), Ae ’̄vb ˆZwi (Positioning) Ges wecYb wgkÖY msµvšÍ (Marketing Mix) 

†KŠkjmg~n wba©viY|  

 

K) wefw³KiY, jÿ¨vqY, c„_KxKiY Ges Ae ’̄vb ˆZixKiY (Segmentation, Targeting, Difterentiation 

and Positioning): LyPiv e¨emvqxi cÖ_g KvR n‡jv c‡Y¨i evRvi‡K (eZ©gvb I m¤¢ve¨ †µZvi mš‘wó) 

wefw³ K‡i †Kvb †Kvb As‡k cY¨ weµq Ki‡e Zvi jÿ¨vqY ev (Target Market) wbw`©ó Kiv| GKwU 

c‡Y¨i jÿ¨vwqZ evRv‡ii Ici wfwË K‡i LyPiv e¨emv‡qi c„_KxKiY Ges Ae ’̄vb m„wóKiY msµvšÍ 

wm×všÍmg~n M„nxZ nq| jÿvwqZ †fv³v‡`i Pvwn`v Ges cÖ‡qvRb Abyhvqx LyPiv e¨emvqx cY¨ I †mev m¤¢vi, 

cY¨ g~j¨ wecYb, †`vKv‡bi mvRm¾v, Ae ’̄vb, AbjvBb Ges Ab¨vb¨ mvBU wWRvBb Gi weµq msµvšÍ 

hveZxq wm×všÍmg~n wba©viY K‡i| †fv³v cÖ‡qvRb Ges †fv³v msµvšÍ e„ËvšÍ LyPiv e¨emvqxi Rb¨ MvBWjvBb 

ev wb‡`©kbv wn‡m‡e KvR K‡i| evRvi jÿ¨vqY mwVKfv‡e bv n‡j cieZ ©x wm×všÍmg~‡n †bwZevPK cÖfve 

c‡o| LyPiv e¨emvqxi †h‡Kv‡bv wm×všÍ MÖn‡Yi g~j wfwË n‡jv mwVK evRvi jÿ¨vqY Kiv Ges wbw`©ó 

evRv‡ii cÖ‡qvRb Abyhvqx Ae ’̄vb ˆZwii Rb¨ hveZxq Kvh ©vewji mgš̂q Kiv|  
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L)  wecYb wgkÖY msµvšÍ wm×všÍmg~n (Marketing Mix Related Decisions): 
 

1. cY¨m¤¢vi I †mevi wm×všÍmg~n (Product mix and service related decisions): LyPiv e¨emvqxi cY¨ 

msµvšÍ wm×všÍmg~‡ni g‡a¨ cY¨m¤¢vi wbw`©óKiY, †mevi wgkÖY Ges †`vKv‡bi cvwicvwk¦ ©K cwi‡e‡ki 

Dbœqb cÖavb we‡eP¨ welq| cY¨m¤¢vi wbw`©óKi‡Yi †ÿ‡Î jÿ¨vwqZ evRvi ev Uv‡M©U gv‡K©‡Ui cÖZ¨vkv 

Ges cÖ‡qvRb‡K cÖavb¨ w`‡Z n‡e| †fv³viv memgq wbZ¨bZzb I DbœZgv‡bi cY¨ Ges AbjvB‡bi 

e‡`Šj‡Z AvšÍR©vwZK mnRjf¨Zv cÖZ¨vkv K‡i| G Rb¨ cY¨m¤¢v‡ii MfxiZv Ges cÖ ’̄ wba©vi‡Yi †ÿ‡Î 

wewfbœ ˆewkó¨m¤úbœ, DbœZ ¸YMZ gvb, cÖwZ‡hvMx‡`i cY¨m¤¢vi eª¨vÛ f¨vjy we‡ePbv Kiv cÖ‡qvRb| 

cY¨m¤¢v‡ii wfbœZvi mv‡_ mv‡_ cÖ‡qvRbxq †mevi wgkÖY e¨envi K‡iI LyPiv e¨emvqx †µZv AvKl©Y 

ˆZwi Ki‡Z cv‡i| †hgb: †µZv‡K wbR †_‡K cÖkœ Kiv, fv‡jv weKímg~n cÖ`k©b, evmvq †cuŠ‡Q †`Iqv, 

cY¨ †diZ msµvšÍ mgm¨v `ªæZZvi mv‡_ mgvavb Kiv BZ¨vw`| jÿ¨vwqZ evRv‡i cÖ‡qvRbxq cY¨ msµvšÍ 

†mevi AvIZvi evwn‡i I AwZwi³ †mev cÖ`vb K‡i †fv³vi mš‘wó Ges AvbyMZ¨ m„wó Kiv m¤¢e| GQvovI 

LyPiv e¨emv‡qi †÷vi ev †`vKv‡bi cvwicvwk¦©K Dbœq‡bi w`‡K bRi w`‡Z n‡e| GKRb †fv³v 

†`vKv‡bi mvRm¾v, g‡bvig cwi‡ek I Sv‡gjvc~Y© †KbvKvUvi e¨e ’̄v‡K AMÖvwaKvi cÖ`vb K‡i Ges 

A‡bK †ÿ‡Î †`Lv hvq †`vKv‡bi my›`i cwi‡e‡ki Rb¨ †fv³v evievi wbw`©ó †`vKvb †_‡K cY¨ µq 

Ki‡Z DrmvwnZ nq cÖwZ‡hvMx‡`i †_‡K e¨q mv‡cÿZvi ciI| D`vniY¯^iƒc evsjv‡`‡k Uc‡Ub 

eª¨vÛ‡K D‡jøL Kiv hvq| Gi wewfbœ kvLv g‡bvig cwi‡ek, Avivg`vqK e¨e ’̄vcbv, me ai‡bi 

cY¨m¤¢vi, `ÿ weµqKg©x I Ab¨vb¨ cÖ‡qvRbxq †mevi mgš̂‡q mvRv‡bv|  

2. g~j¨ msµvšÍ wm×všÍ (Price related decisions): GKRb LyPiv e¨emvqx g ~j¨ msµvšÍ †h‡Kv‡bv wm×všÍ 

Aek¨B c‡Y¨i jÿ¨vwqZ evRvi, †fv³vi Kv‡Q eª¨v‡Ûi Ae ’̄vb, cY¨ I †mev m¤¢v‡ii mnRjf¨Zv, 

cÖwZ‡hvMx eª¨vÛ Ges A_©‰bwZK cwi‡e‡ki Ici wfwË K‡i MÖnY Ki‡Z nq| c‡Y¨i g~j¨ cwieZ©‡bi 

mv‡_ †fv³v g‡bvfve Ges weµ‡qi cwieZ©b m ~²fv‡e we‡kølY Kivi cÖ‡qvRb nq| GQvovI cY¨ g~j¨ 

wba©vi‡Yi D‡Ïk¨mg~n we‡ePbv K‡i LyPiv e¨emvqx cY¨ g~j¨ wba©viY K‡i| †hgb: IqvjgvU© (Walmart) 

, ¯̂‡cœi (Swapno)  g‡Zv mycvikc¸‡jv c‡Y¨i g~j¨‡K weÁvc‡bi Ask wn‡m‡e e¨envi K‡i| ÔcÖwZw`b 

me‡P‡q Kg LiPÕ † ø̄vMv‡bi gva¨‡g Zv‡`i †÷v‡i †µZv mgvMg e„w× Ges †fv³v AvbyMZ¨ a‡i ivLvi 

†Póv K‡i|  

3. wecYb cÖmvi msµvšÍ wm×všÍmg~n (Promotion related decisions): c Öv_wgKfv‡e LyPiv e¨emvqxi 

cÖZ¨ÿfv‡e cÖmvig~jK Kvh©µg cÖ‡qvRb c‡o bv wecYbKvix ev Drcv`bKvixi cÖmvi Kvh©µ‡gi Rb¨| 

wKš‘ e¨emv‡qi aib, †fv³vi Pvwn`v, cÖwZ‡hvMx‡`i †KŠkj Ges evRv‡i wU‡K _vKvi Rb¨ eZ©gvb hy‡M 

LyPiv e¨emvqxiv weÁvcb cÖ`vb, weµq cÖmvi, Rbms‡hvM cÖZ¨ÿ weµqKg©x e¨envi Ges cÖZ¨ÿ wecYb 

BZ¨vw` wewfbœ gva¨g e¨envi K‡i cÖmvig~jK Kvh©vewj m¤úv`b K‡i| cÖmv‡ii †ÿ‡Î jÿ¨vwqZ evRvi ev 

Target Market-Gi ˆewkó¨ Ges Gi evRv‡ii †fv³v‡`i Kv‡Q †cuŠQv‡bvi m‡e©vËg cš’v L uy‡R †ei KivB 

cÖavb KvR| GQvov cÖmvi msµvšÍ Kvh©vewji mvgÄm¨Zv, †fv³v weåvwšÍ `~i Kiv Ges cÖmvi msµvšÍ e¨q 

†_‡K wbw`©ó D‡Ïk¨ AR©‡bi Rb¨ mve ©ÿwYK ch©‡eÿY I g~j¨vqb c×wZ MÖnY KivB m‡e ©v”P gybvdv 

ˆZwii Dcvq wn‡m‡e MY¨ nq|  

4. ’̄vb msµvšÍ wm×všÍmg~n (Place related decisions): e¨emv‡qi Rb¨ mwVK Ae ’̄vb wba©viY Kiv me‡P‡q 

RwUj Ges e¨qeûj KvR| †Kbbv mwVK ’̄v‡b †`vKvb ev †÷vi ’̄vcbB †µZv mgvMg e„w× Ges AvKl©Y 

ˆZwi Kivi me©‡kÖô gva¨g| LyPiv e¨emvqxiv †h‡nZz P‚ovšÍ †fv³v‡`i Rb¨ cY¨ weµq K‡i, ZvB wbw`©ó 

’̄v‡b †÷vi ’̄vcb †µZv‡`i Rb¨ myweavRbK ’̄vb wK bv we‡ePbv K‡i †`L‡Z n‡e| ’̄vb wbe©vP‡bi †ÿ‡Î 

†fv³vi Ae ’̄vb, myweav, e¨q, Ab¨vb¨ cÖwZ‡hvMx‡`i Ae ’̄vb, †hvMv‡hvM e¨e ’̄v, †fv³v AvbyMZ¨ m„wó 

Kiv, m‡e©v”P gybvdv AR©b BZ¨vw` welq m~²fv‡e ch©v‡jvPbv K‡i wm×všÍ MÖnY Ki‡Z nq|  
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mvims‡ÿc  

LyPiv e¨emvq I LyPiv e¨emvqx (Retailing and Retailers) eÈb cÖYvwji g‡a¨ †fv³vi me‡P‡q wbKU LyPiv 

e¨emvqx Ae ’̄vb K‡i| †fvM¨ c‡Y¨i †ÿ‡Î LyPiv e¨emvqxivB †fv³vi mv‡_ †hvMm~Î ’̄vc‡bi cÖavb wfwË| 

Drcv`bKvix ev Ab¨ Drm n‡Z cY¨ µq K‡i P‚ovšÍ †fv³vi wbKU †cuŠ‡Q †`Iqv msµvšÍ Kvh©vewj‡K LyPiv LyPiv 

e¨emvq ev Retailing e‡j| †h e¨w³ LyPiv e¨emv‡qi gva¨‡g cY¨ weµq K‡i Zv‡K LyPiv e¨emvqx ev Retailer 

e‡j| wewfbœ ˆewk‡ó¨i wfwË‡Z LyPiv e¨emvq‡K fvM Kiv nq| h_v: K. †mevi cwigvYwfwËK LyPiv e¨emvq L. cY¨ 

mvwi wfwËK LyPiv e¨emvq M. Zzjbvg~jK g~‡j¨i wfwË‡Z LyPiv e¨emvq N.msMV‡bi wfwË‡Z LyPiv Kvievi O. 

wecwYwenxb LyPiv e¨emvq BZ¨vw`| LyPiv e¨emvqx‡K wecYb msµvšÍ wm×všÍmg~n Lye mZK©Zvi mv‡_ Aej¤̂b Ki‡Z 

nq| LyPiv e¨emvqxi cÖavb wecYb msµvšÍ wm×všÍ¸‡jv n‡jv evRvi wefw³KiY, (Segmentation) I jÿ¨vqY, 

(Targeting) †÷vi/†`vKvb c„_KxKiY, (Store Difterentiation) Ae ’̄vb ˆZwi (Positioning) Ges wecYb 

wgkÖY msµvšÍ (Marketing Mix) †KŠkjmg~n wba©viY|  
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cvBKvwi e¨emvq I cvBKvwi e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n  

Wholesalers and wholesalers marketing Decisions 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 cvBKvwi e¨emvq I cvBKvwi e¨emvqx m¤ú‡K© Rvb‡Z cvi‡eb; 

 cvBKvwi e¨emv‡qi †kÖwYwefvM m¤ú‡K© Av‡jvPbv Ki‡Z cvi‡eb Ges 

 cvBKvwi e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n e¨vL¨v Ki‡Z cvi‡eb|  

 

cvBKvwi e¨emvq I cvBKvi  

Wholeselling and Wholeseller  

LyPiv e¨emvqx‡`i g‡Zv cvBKvi wecYb cÖYvwji ¸iæZ¡c~Y© ga¨ ’̄ e¨emvqx| LyPiv e¨emvqxiv cY¨`ªe¨ P‚ovšÍ †fv³v‡`i 

wbKU weµq K‡i, Ab¨w`‡K cvBKvwi e¨emvq ej‡Z cY¨`ªe¨ I †mev cybt weµq ev e¨emvwqK Kv‡R e¨enviKvix‡`i 

Kv‡Q weµq Kiv‡K †evSvq| †h e¨w³ cvBKvwi e¨emv‡qi gva¨‡g cY¨ weµq K‡i Zv‡K cvBKvi ev Wholesaler 

e‡j| cvBKvi Drcv`bKvix ev wecYbKvix †_‡K cY¨`ªe¨ µq K‡i LyPiv e¨emvqx ev wk‡í e¨enviKvix‡`i wbKU 

weµq K‡i| cvBKvi mvaviYZ Drcv`bKvix †_‡K AwaK cwigv‡Y cY¨ µq K‡i ÿz`ª ÿz`ª fvM K‡i LyPiv e¨emvqx ev 

Ab¨‡`i wbKU weµq K‡i| cvBKvwi e¨emv‡qi Kvh©vewji g‡a¨ D‡jøL‡hvM¨ n‡jvÑc‡Y¨i Pvwn`v m„wó, weµq, 

cwienb, msiÿY, cÖwµqvKiY I ch©vwqZKiY, †gvoKxKiY, A_©ms ’̄vb, SuzwK MÖnY, Z_¨ mieivn, e¨e ’̄vcbv †mev I 

civgk© `vb BZ¨vw`|  

 

cvBKvwi e¨emv‡qi †kÖwYwefvM 

Types of Wholeseller  

Drcv`bKvixi Drcvw`Z cY¨ cvBKvwi e¨emvqxiv LyPiv e¨emvqxi gva¨‡g P‚ovšÍ †fv³v‡`i wbKU Dc ’̄vcb K‡i 

_v‡K| wewfbœ `„wó‡KvY †_‡K cvBKvwi e¨emvq‡K wZb fv‡M fvM Kiv hvq| wb‡P Zv Av‡jvPbv Kiv n‡jvÑ 

1. gv‡P©›U cvBKvwi e¨emvqx (Merchant Wholesalers): †h mKj ¯̂vaxb cvBKvwi e¨emvqx c‡Y¨i gvwjKvbv 

MÖnY K‡i Ges c‡Y¨i hveZxq SzuwK MÖnY Kivi mv‡_ mv‡_ IB c‡Y¨i LyPiv e¨emvqx ev wkíxq e¨enviKvixi 

wbKU weµq K‡i Zv‡K gv‡P©›U cvBKvwi e¨emvqx e‡j| gv‡P©›U cvBKvwi e¨emvq‡K `yB fv‡M fvM Kiv hvq| 

h_v:  

K.  c~Y© †mev`vbKvix cvBKvwi e¨emvqx (Full-service Wholesalers): †h mKj cvBKvwi e¨emvqxiv 

cvBKvwi e¨emv‡qi cÖvq mKj cÖKvi †mev cÖ`vb K‡i Zv‡K c~Y© †mev`vbKvix cvBKvwi e¨emvqx e‡j| 

†hgb: cY¨ gRy`KiY, evwK‡Z weµq, cY¨ mieivn Kiv|  

L.  mxwgZ †mev`vbKvix cvBKvwi e¨emvqx (Limited-service Wholesalers): †h mKj cvBKvwi e¨emvqxiv 

c‡Y¨i gvwjKvbv jvf Ki‡jI cvBKvwi e¨emv‡qi Ab¨vb¨ Kvh©vewj †hgb cY¨ mieivn, FY cÖ`vb, gRy` 

cY¨ wbqš¿Y, evRvi Z_¨ mieivn BZ¨vw` Kvh© m¤úv`b K‡i bv Zv‡`i‡K mxwgZ †mev`vbKvix cvBKvwi 

e¨emvqx e‡j|  

2. `vjvj Ges cÖwZwbwa (Brokers and agents): †h ga¨ ’̄ e¨emvqx c‡Y¨i gvwjKvbv MÖnY bv K‡i cY¨ µq-

weµ‡qi Kv‡R mvnvh¨ K‡i Ges weµ‡qi Ici wbw`©wó nv‡i Kwgkb jvf K‡i Zv‡`i‡K `vjvj I cÖwZwbwa 

e‡j|  

cvV 8.6 
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K.  ̀ vjvj (Brokers): †h ga¨ ’̄ e¨emvqx †µZv-we‡µZv‡K GKÎ K‡i GKwU mg‡SvZv Pzw³i wfwË‡Z µq-

weµ‡q mnvqZv K‡i Zv‡`i‡K `vjvj e‡j| `vjvjiv mvaviYZ cY¨ gRy` ev msiÿY K‡i bv, c‡Y¨i 

gvwjKvbv jvf K‡i bv, A_©ms ’̄vb K‡i bv, SzuwK MÖnY K‡i bv BZ¨vw`|  

L.  cÖwZwbwa (Agents): †h mKj cvBKvwi e¨emvqx c‡Y¨i gvwjKvbv MÖnY K‡i bv wKš‘ cÖ`Ë †mevi Rb¨ 

Kwgkb Av`vq K‡i `vjv‡ji Zzjbvq `xN©‡gqvw` †mev cÖ`vb K‡i Zv‡`i‡K cÖwZwbwa e‡j| cÖwZwbwa‡K 

Pvi fv‡M fvM Kiv hvq| h_v: 1. Drcv`bKvixi cÖwZwbwa, 2. weµq cÖwZwbwa, 3. µq cÖwZwbwa Ges 4. 

Kwgkb gv‡P©›U|  

3. Drcv`bKvix I LyPiv e¨emvqxi kvLv Ges Awdmmg~n (Manufacturers and retailers branches): 

A‡bK mgq ¯̂vaxb cvBKvwi e¨emvqxi cwie‡Z© cvBKvwi e¨emv‡qi Kvh©vewj m¤úv`b Kivi Rb¨ 

Drcv`bKvix I LyPiv e¨emvqx kvLv Awd‡mi gva¨‡g Drcv`bKvix Zvi cY¨ weµq K‡i Ges LyPiv e¨emvqx 

cvBKvwi n‡i cY¨ µq K‡i _v‡K|  

 

cvBKvwi e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n  

Wholesalers Marketing Decisions  
 

cvBKviiv w`b w`b AwaK cÖwZ‡hvwMZv, AwaK Pvwn`vm¤úbœ †µZv, bZzb bZzb cÖhyw³ Ges A‡bK †ewk cÖZ¨ÿ weµq 

e¨e ’̄vi cÖ‡qvRbxqZvi Kvi‡Y c~e© †_‡K `ÿ Ges DËg †KŠkj MÖnY Ki‡Z eva¨ n‡”Q| wecYb msµvšÍ wm×všÍ MÖnY 

Kivi c~‡e© e¨emvqx‡K cwi‡ek m¤úwK©Z e„ËvšÍ Ges †fv³vi Pvwn`v ch©‡eÿY Ges m ~² wePvi-we‡kølY cvBKv‡ii Rb¨ 

AwaK we‡eP¨ welq| cvBKvwi e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n¸‡jv n‡jv, evRvi wefw³KiY Ges jÿ¨vqY, 

c„„_KxKiY Ges Ae ’̄vb m„wó Ges wecYb wgkÖY msµvšÍ wm×všÍmg~n|  

1. evRvi wefw³KiY I jÿ¨vqY (Market segmentation and targeting): LyPiv e¨emvqx‡`i g‡Zv cvBKvwi 

e¨emvqx‡K mgMÖ evRv‡ii (eZ©gvb Ges m¤¢ve¨ †µZvmgwó‡K) AvKl©Yxq Ask¸‡jv‡K Uv‡M©U ev jÿ¨w ’̄i Ki‡Z 

n‡e| †hme evRv‡i cvBKv‡ii c‡ÿ e¨emvq Kvhµg cwiPvjbv K‡i m‡e ©v”P gybvdv AR©b m¤¢e ïay †mme 

evRvi‡KB jÿ¨w ’̄i Ki‡Z n‡e|  

2.  c„_KxKiY Ges Ae ’̄vb m„wó (Market differentiation and positioning): cieZ©x c`‡ÿc wn‡m‡e wbw`©ó 

evRv‡ii †µZv‡`i Pvwn`v, cÖ‡qvRb Ges cvBKv‡ii mÿgZv Abyhvqx c„_KxKiY Ges Ae ’̄vb m„wói e¨e ’̄v Ki‡Z 

n‡e| c„_KxKiY Ges Ae ’̄vb m„wói †ÿ‡Î eª¨v‡Ûi fveg~wZ© Ges †mev cÖ`v‡bi cÖ‡qvRbxqZv Abymv‡i 

cÖwZ‡hvMx‡`i Zzjbvq c„_K fveg~wZ© M‡o Zzj‡Z n‡e|  

3.  wecYb wgkÖY msµvšÍ wm×všÍmg~n (Marketing mix related decisions): LyPiv e¨emvqxi b¨vq cvBKvwi 

e¨emvqx‡K I wecYb wgkÖY msµvšÍ wm×všÍmg~n cY¨ I †mev m¤¢vi, cY¨ g~j¨, cÖmvi I ’̄vb m¤úwK©Z wm×všÍmg~n 

mveabvZvi mv‡_ Aej¤̂b Ki‡Z nq|  

K.  cY¨ I †mev m¤¢vi msµvšÍ wm×všÍmg~n (Product and service mix related decisions): cvBKvwi e¨emvqx 

mvaviYZ AwaK cwigv‡Y cY¨ µq K‡i| G‡ÿ‡Î GKvwaK cY¨ mivmwi ev GKB c‡Y¨i m¤ú~~Y© mvwi µq 

Kivi †ÿ‡Î Amyweavi m¤§yLxb n‡Z cv‡i| Riæwi mieiv‡ni cÖ‡qvR‡b GKvwaK cY¨ mvwi ev m¤ú~Y© cY¨ 

mvwii gRy‡`i mv‡_ mv‡_ ¸`vgRvZKiY, cwienb Ges e¨e ’̄vcbv e¨q e„w× cvq| GQvov cÖ‡qvRbxq cY¨ 

msµvšÍ †mev cÖ`v‡bi wbðqZvi Rb¨ e„nr †jvKej wb‡qvwRZ Ki‡Z nq| ZvB cY¨ I †mev msµvšÍ wm×všÍ 

MÖn‡Yi c~‡e© †µZv Pvwn`v, Ae ’̄vb, e¨q, gybvdv Ges SuzwK n«v‡mi c×wZmg~n we‡kølY Kiv cÖ‡qvRb|  

L. g~j¨ wm×všÍ (Price related decisions): cvBKviiv g~jZ c‡Y¨i e¨‡qi Ici GKwU wbw`©ó nv‡i gybvdvi 

wfwË‡Z g~j¨ wba©viY K‡i| Ges LyeB mxwgZ gybvdvq cY¨ weµq K‡i| g~j¨ wbavi‡Yi c~‡e© cY¨ msµvšÍ 

wewfbœ e¨q, mg‡qi cwieZ©‡bi mv‡_ e¨‡qi Ici cÖfve Ges †µZv Pvwn`v‡K ¸iæZ¡ mnKv‡i we‡ePbv Ki‡Z 

n‡e|  
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M.  cÖmvi wm×všÍ (Promotion related decisions): cvBKvwi e¨emv‡qi cÖmvi gybvdv AR©‡b LyeB mnvqK| 

hw`I cvBKviiv cÖmvi Kvh©µ‡g AvMÖnx nq bv Ges A‡bK †ÿ‡Î Drcv`bKvixi cÖmv‡ii IciB wbf©i K‡i| 

wKQz wKQz cvBKvi cwiKíbvwenxb Ges Aweb¨ Í̄fv‡e weµq cÖmvi, e¨emvwqK weÁvcb, MYms‡hvM Ges 

weµqKg©x e¨envi K‡i| eZ©gvb hy‡Mi †µZvM‡Yi †_‡K m‡e ©v”P gybvdv AR©‡bi j‡ÿ¨ cvBKvi‡`i AwaK 

mgwš̂Z I cwiKwíZ cÖmvi Kvh©vewj MÖnY Kiv GKvšÍ Avek¨K|  

N.  eÈb/Ae ’̄vb wbe©vPb msµvšÍ wm×všÍmg~n (Place related decisions): cvBKvwi e¨emv‡qi c‡Y¨i Ae ’̄vb 

wbe©vP‡bi mv‡_B AwaKvsk e¨q m¤úwK©Z _v‡K| e„nr cwigv‡Y cY¨ µ‡qi d‡j Ges c‡Y¨i aib Abyhvqx 

¸`gRvZKiY e¨e ’̄v, cwienb e¨e ’̄v I †µZv Pvwn`v †gvZv‡eK mieivn e¨e ’̄v M‡o †Zvjvi cÖ‡qvRb c‡o| 

cvBKvwi e¨emv‡qi Ae ’̄vb msµvšÍ wm×všÍ¸‡jv ’̄vb wbe©vPb, cwienb e¨e¯ ’v, cÖhyw³MZ Dbœqb, e¨q 

ms‡KvPb, cY¨ mnvqK †mevmg~n Ges `ªæZZvi mv‡_ mieiv‡ni Rb¨ mwVKfv‡e wePvi-we‡kølY K‡i MÖnY 

Ki‡Z n‡e|  

 

 

mvims‡ÿc  

LyPiv e¨emvqx‡`i g‡Zv cvBKvi wecYb cÖYvwji ¸iæZ¡c~Y© ga¨ ’̄ e¨emvqx| LyPiv e¨emvqxiv cY¨`ªe¨ P‚ovšÍ 

†fv³v‡`i wbKU weµq K‡i, Ab¨w`‡K cvBKvwi e¨emvq ej‡Z cY¨`ªe¨ I †mev cybt weµq ev e¨emvwqK Kv‡R 

e¨enviKvix‡`i Kv‡Q weµq Kiv‡K †evSvq| †h e¨w³ cvBKvwi e¨emv‡qi gva¨‡g cY¨ weµq K‡i Zv‡K cvBKvi 

ev Wholesaler e‡j| cvBKvwi e¨emv‡qi Kvh©vewji g‡a¨ D‡jøL‡hvM¨ n‡jvÑc‡Y¨i Pvwn`v m„wó, weµq, cwienb, 

msiÿY, cÖwµqvKiY I ch©vwqZKiY, †gvoKxKiY, A_©ms ’̄vb, SuzwK MÖnY, Z_¨ mieivn, e¨e ’̄vcbv †mev I civgk© 

`vb BZ¨vw`| wewfbœ `„wó‡KvY †_‡K cvBKvwi e¨emvq‡K wZb fv‡M fvM Kiv hvq| h_v: 1.gv‡P©›U cvBKvwi 

e¨emvqx, 2.`vjvj Ges cÖwZwbwa Ges 3.Drcv`bKvix I LyPiv e¨emvqxi kvLv Ges Awdmmg~n| cvBKvwi 

e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n n‡jvÑevRvi wefw³KiY Ges jÿ¨vqY c„„_KxKiY Ges Ae ’̄vb m„wó Ges 

wecYb wgkÖY msµvšÍ wm×všÍmg~n|  
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BDwbU DËi g~j¨vqb  

 

1. wecYb cÖYvwj ev eÈb cÖYvwj Kx? wecYb cÖYvwji ¸iæZ¡ eY©bv Kiæb|  

2. wecYb cÖYvwj wecYbKvixi Rb¨ Kx ai‡bi f‚wgKv cvjb K‡i? 

3. f¨vjy †bUIqvK© m¤ú‡K© wPÎmn Av‡jvPbv Kiæb|  

4. cÖZ¨ÿ eÈb cÖYvwj Kx? †fvM¨ I wkí c‡Y¨i cÖZ¨ÿ eÈb cÖYvwj eY©bv Kiæb|  

5. c‡ivÿ eÈb cÖYvwj Kx? wPÎmn †fvM¨ c‡Y¨i c‡ivÿ eÈb cÖYvwj eY©bv Kiæb|  

6. wkí c‡Y¨i eÈb cÖYvwj wPÎmn Av‡jvPbv Kiæb| 

7. †Kv‡bv cY¨, aiæb mvevb eÈ‡bi Rb¨ m¤¢ve¨ cÖYvwj¸‡jv Gu‡K Av‡jvPbv Kiæb|  

8. †Kv‡bv cY¨, aiæb Pvj eÈ‡bi Rb¨ m¤¢ve¨ cÖYvwj¸‡jv Gu‡K Av‡jvPbv Kiæb|  

9. †mev c‡Y¨i eÈb cÖYvwj e¨vL¨v Kiæb|  

10. cÖYvwji bKkv cÖYqb wm×všÍmg~n Av‡jvPbv Kiæb|  

11. cÖYvwji e¨e ’̄vcbv wm×všÍmg~n Av‡jvPbv Kiæb|  

12. wewfbœ ai‡bi Dj¤̂ wecYb c×wZ e¨vL¨v Kiæb|  

13. wecYb cÖYvwj Ø›Ø Av‡jvPbv Kiæb|  

14. Dj¤̂ I Avbyf‚wgK wecYb c×wZi g‡a¨ cv_©K¨ Kiæb|  

15. LyPiv e¨emvq I LyPiv e¨emvqxi g‡a¨ cv_©K¨ Kiæb|  

16. LyPiv e¨emv‡qi †kÖwYwefvM Av‡jvPbv Kiæb|  

17. †Kvb LyPiv e¨emv‡qi aib wbe©vPb Kiæb Ges LyPiv e¨emvqxi wecYb msµvšÍ wm×všÍmg~n e¨vL¨v Kiæb|  

18. cvBKvwi e¨emvq Kx? D`vniYmn Av‡jvPbv Kiæb|  

19. wewfbœ `„wó‡KvY †_‡K cvBKvwi e¨emv‡qi wefvRb D`vniYmn Av‡jvPbv Kiæb|  

20. cvBKvwi e¨emv‡qi wecYb msµvšÍ wm×všÍmg~n D`vniYmn Av‡jvPbv Kiæb|  

 

 
 

 

 

Z_¨m~Î  

 Kotler, P., & Armstrong, G. (2016). Principles of Marketing (16 ed.). Pearson Education. 

 Kotler, P., & Keller, K. L. (2016). Marketing Management (15e ed.). Pearson Education. 

 Ramaswamy, N. (2009). Marketing Management – Global Perspective, Indian Context (4e ed.). 
Macmillan Publishers India. 

 McCarthy, E. J., Shapiro, S. J., & Perreault, W. D. (1979). Basic marketing. Irwin-Dorsey. 

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

 cv‡gjv, K. k. I gvndzR, †gv. Av. (2019), wecYb e¨e¯’vcbv, evsjv‡`k Dš§y³ wek¦we`¨vjq| 

 †iRv, g. m. I cvi‡fR, g. g. (2008) evRviRvZKiY bxwZgvjv, evsjv‡`k Dš§y³ wek̂we`¨vjq|  
 

  


