
 

 

 

 

 

  

 

GKwU cY¨ Drcv`‡bi ci wecYbKvixi cÖavb `vwqZ¡ n‡jv †fv³v mš‘wó I AvKl©Y AR©‡bi j‡ÿ¨ cY¨ msµvšÍ hveZxq 

Z_¨ †fv³v‡`i Kv‡Q †cÖiY Kiv Ges wecY‡bi e¨e ’̄v Kiv| wecYb cÖmvi ev wecYb †hvMv‡hvMB n‡jv wecYbKvix 

Ges †fv³v‡`i gv‡S †hvMm~Î ’̄vcbKvix| G BDwb‡U wecYb cÖmvi Ges †hvMv‡hv‡Mi wewfbœ c×wZ m¤ú‡K© Rvb‡Z 

cvi‡eb| cÖ_g cv‡V wecYb †hvMv‡hvM Kx Ges wecYb †hvMv‡hv‡Mi wgkÖY m¤ú‡K© Av‡jvPbv Kiv n‡q‡Q| wØZxq cv‡V 

Kvh©Ki †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n m¤̂‡Ü e¨vcK aviYv †`Iqv n‡q‡Q Ges me©‡k‡l Z…Zxq cv‡V mvgwMÖK cÖmvi 

ev‡RU wba©viY I wecYb cÖmvi wgkÖY †KŠkjmg~n m¤ú‡K© e¨vcK aviYv †`Iqv n‡q‡Q|  

 

 

 

 

 

 

  

 

†fv³v f¨vjy †hvMv‡hvM 

Communicating Customer Value 

 

 

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

G BDwb‡Ui cvVmg~n 

 

cvV-9.1:  wecYb cÖmvi I mgwš̂Z wecYb †hvMv‡hvMe¨e ’̄v 

cvV-9.2: Kvh©Ki wecYb †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n 

cvV-9.3:  wecYb cÖmvi ev‡RU wba©viY I cÖmvi wgkÖY †KŠkjmg~n 
 

 

 

9 



weweG †cÖvMÖvg 

BDwbU bq  c„ôvÑ143 

 

 

 
wecYb cÖmvi I mgwš̂Z wecYb †hvMv‡hvMe¨e ’̄v 

Marketing Promotion and Integrated Marketing Communications 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 wecYb †hvMv‡hvM Kx Zv ej‡Z cvi‡eb; 

 wecYb †hvMv‡hvM wgkÖY m¤ú‡K© eY©bv Ki‡Z cvi‡eb Ges 

 mgwš̂Z wecYb †hvMv‡hvMe¨e ’̄v m¤ú‡K© aviYv jvf Ki‡eb|  

 

wecYb †hvMv‡hvM ej‡Z Kx †evSvq? 

What is meant by Marketing Communication?  

wecYb wgkÖ‡Yi me©‡kl avc n‡jv wecYb cÖmvi A_ev wecYb †hvMv‡hvM (Marketing promotion/Marketing 

communication)| wecYbKvix evRv‡ii Pvwn`v Abyhvqx ¸YMZgvbm¤úbœ cY¨ Drcv`b K‡i| hZ fv‡jv f¨vjy 

wgkÖ‡Yi gva¨‡gB cY¨ Drcvw`Z †nvK bv †Kb, hZÿY ch©šÍ †fv³v c‡Y¨i ˆewkó¨ Ges ¸iæZ¡ m¤ú‡K© AewnZ bv n‡e 

ZZÿY ch©šÍ cY¨ n‡Z gybvdv ev Avq n‡e bv| AZGe GKwU cY¨ Drcv`‡bi ci wecYbKvixi cÖavb `vwqZ¡ n‡jv 

†fv³v mš‘wó I AvKl©Y AR©‡bi j‡ÿ¨ cY¨ msµvšÍ hveZxq Z_¨ †fv³v‡`i Kv‡Q †cÖiY Kiv Ges wecY‡bi e¨e ’̄v 

Kiv|  

evRv‡ii Pvwn`v Abyhvqx Drcvw`Z cY¨ m¤úwK©Z Z_¨ cÖ`vb, †fv³v AvKl©Y ˆZwi I e„w× Ges `ÿZvi mv‡_ †fv³vi 

wbKU m‡e ©vËg f¨vjy mieiv‡n e¨e ’̄v msµvšÍ hveZxq Kvh©vewji mgwó‡KB wecYb cÖmvi ev wecYb †hvMv‡hvM e‡j| 

wecYb cÖmvi ev wecYb †hvMv‡hvMB n‡jv wecYbKvix Ges †fv³v‡`i gv‡S †hvMm~Î ’̄vcbKvix| wecYb cÖmv‡ii g~j 

D‡Ïk¨B n‡jv †fv³v evRvi Pvwn`v ˆZwi Ges †fv³v AvKl©Y e„w× Kiv|  

wecYb cÖmvi/†hvMv‡hvM wgkÖY  

Marketing Promotion/Marketing communication Mix  

wecYb cÖmvi/†hvMv‡hvM wgkÖ‡Y †hMv‡hvM ej‡Z GK cÿ n‡Z wbw`©ó welq m¤úwK©Z Z_¨ †cÖiY, MÖnY Ges g~j¨vq‡bi 

cÖwµqv‡K †evSvq| G‡ÿ‡Î Z_¨ cÖ`vbKvix †hfv‡e Z_¨ Dc ’̄vcb K‡i wVK †mfv‡eB Z_¨ MÖnYKvixi Z_¨ MÖnY Ges 

g~j¨vqb I RwoZ| wecYb cÖmvi ev †hvMv‡hv‡Mi g~j KvR n‡jv wecYbKg©x KZ…©K †fv³v‡`i D‡Ï‡k¨ †cÖwiZ Z_¨ 

†fv³v‡`i AewnZ Kiv, cÖ‡ivwPZ Kiv Ges wecYbKvixi D‡Ï‡k¨i mv‡_ wgj †i‡L †fv³v cÖwZwµqv m„wó Kiv| 

wecYbKvixi †hvMv‡hv‡Mi D‡Ïk¨ wn‡m‡e †fv³v m‡PZbZv ˆZwi, weµq e„w×, cÖwZ‡hvwMZv †gvKvwejv, gybvdv e„w×, 

eªª¨vÛ f¨vjy e„w×, c‡Y¨i cixÿvg~jK e¨envi, †fv³v AvKl©Y ˆZwi, mym¤úK© ’̄vcb, cÖ‡ivPbv BZ¨vw`i †h‡Kv‡bvwU n‡Z 

cv‡i| wecYb cÖmvi ev †hvMv‡hv‡Mi KvR n‡jv G‡ÿ‡Î wecYbKvixi †hvMv‡hv‡Mi D‡Ïk¨ Abyhvqx †fv³v cÖwZwµqv 

ˆZwi Kiv| †hgb: wecYbKvixi hw` g~j¨Qvo weÁvc‡bi gva¨‡g †cÖiY K‡i weµq e„w×i †Póv K‡i, Zvn‡j GLv‡b 

weµq cÖmvi ev †hvMv‡hv‡Mi gva¨‡g Kxfv‡e weµq e„w× Kiv hvq †mUvB g~j welq wn‡m‡e KvR Ki‡e| eZ©gvb hy‡M 

Zxeª cÖwZ‡hvwMZv Ges bZzb bZzb cÖwZ‡hvMx‡`i AvµgY †_‡K iÿv cvIqvi Rb¨ wecYbKvix‡K wecYb cÖmvi msµvšÍ 

cvV 9.1 

 

 

Philip Kotler & Gary Armstrong wecYb †hvMv‡hvM‡K msÁvwqZ K‡i‡Qb GBfv‡e, 

“Marketing Communications are the means by which firms attempts to inform, 

persuade, and remind consumers-directly or indirectly about the products and brands 

that they sell.” A_©vr wecYb †hvMv‡hvM n‡jv †mB me Dcvq, hvi gva¨‡g cÖwZôvb Zvi weµq Kiv 

cY¨I eª¨vÛ m¤ú‡K© cÖZ¨ÿ ev c‡ivÿfv‡e AewnZ, cÖ‡ivwPZ I ¯§iY Kiv‡bvi cÖ‡Póv †bq|  
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mg Í̄ nvwZqvi‡K GKÎ K‡i mwVK mgš̂‡qi gva¨‡g wewfbœ †KŠkj MÖnY Ki‡Z nq| wecYb cÖmvi ev †hvMv‡hvM wgkÖY 

ej‡Z weÁvcb, e¨w³K weµq, weµq cÖmvi, Rbms‡hvM, cÖZ¨ÿ wecYb BZ¨vw` cÖmvig~jK nvwZqv‡ii mwVK 

mgš̂‡qi gva¨‡g †fv³v f¨vjy AewnZKiY, †fv³v m¤ú„³Zv I †fv³v mym¤úK© MVb Ges cÖwZôv‡bi m‡e ©v”P gybvdv 

wbwðZKiY‡K †evSvq| wecYb †hvMv‡hvM wgkÖ‡Yi g~j nvwZqvi g~jZ c uvPwU hv wPÎ bs 9.1 G †`Lv‡bv n‡jv|  

 

1. weÁvcb (Advertising): weÁvcb n‡jv wecYb cÖmvi/†hvMv‡hv‡Mi me‡P‡q eûj e¨eüZ gva¨g| weÁvc‡bi 

gva¨‡g e„nr †fv³vmgwó‡K mn‡RB cY¨ f¨vjy m¤ú‡K© AewnZ Kiv hvq Ges cÖ‡qvRbxq †fv³v cÖwZwµqv m„wó 

Kiv m¤¢e nq| Philip kotler & Gary Armstrong-Gi g‡Z, ÒAdvertising is any paid from of 

nonpersonal presentation and communication of ideas, goods, or services by an identified 

sporsor.” A_©vr weÁvcb n‡jv †Kv‡bv wbw`©ó cÿ KZ…©K A‡_©i wewbg‡q †Kv‡bv ai‡bi cY¨ I †mevi 

Ae¨w³K Dc ’̄vcbv Ges wecYb cÖmvi| cÖhyw³i Dbœqb Ges †fv³v Pvwn`v e„w×i mv‡_ †fv³vi AvKl©Y 

ˆZwi‡Z weÁvc‡bi e¨env‡ii ai‡biI e¨vcK cwieZ©b eZ©gvb hy‡M cwijwÿZ n‡”Q| weÁvcb ˆZwi Ges 

cÖPv‡ii gva¨g wn‡m‡e bZzb bZzb †KŠkj Ges cš’v Aej¤̂b Kiv n‡”Q| cÖv_wgKfv‡e ïay †Uwjwfkb, †iwWI 

I gy`ªY gva¨g¸‡jv‡K weÁvc‡bi g~j nvwZqvi wn‡m‡e e¨eüZ n‡jI cÖhyw³MZ Dbœq‡bi mv‡_ mv‡_ bZzb 

gva¨g, †hgb: mvgvwRK †hvMv‡hvM gva¨g, †gvevBj, B‡jUªwbK gva¨gI e¨eüZ n‡”Q| weÁvc‡bi gva¨g 

wn‡m‡e eZ©gvb cÖPwjZ gva¨g¸‡jv n‡jvÑgy`ªY gva¨g (msev`cÎ), m¤úªPvi gva¨g (†eZvi I †Uwjwfkb), 

†bUIqvK© gva¨g (†Uwj‡dvb, K¨vej, m¨v‡UjvBU, Iq¨vi‡jm) B‡jKUªwbK gva¨g (wmwW †ivg ev CD-

ROM, wfwWI wW¯‹, I‡qe †cR) Ges cÖ`k©b gva¨g (wej‡evW©, mvBb‡evW©, †cv÷vi) BZ¨vw`|  

2. weµq cÖmvi (Sales Promotion): †fv³v evRv‡i ¯̂í mg‡qi Rb¨ cY¨ ev †mevi weµq e„w×i wbwg‡Ë M„nxZ 

wewfbœ Kvh©vewj‡K weµq cÖmvi ejv nq| Philip Kotler Ges Gary Aramstrong-Gi g‡Z, "Sales 

promotion is the short-term incentives to encourage the purchase or sales of a product or service." 

A_©vr weµq cÖmvi n‡jv ¯̂íKvjxb †gqv‡` cY¨ ev †mevi µq ev weµq e„w×i Rb¨ DÏxcbvmg~n| weµq 

e¨w³K 

weµq 

Rbms‡hvM 

I cÖPvi 

cÖZ¨ÿ I 

wWwRUvj wecYb 

weµq cÖmvi 

weÁvcb 

wPÎ 9.1: wecYb †hvMv‡hv‡Mi nvwZqvimg~n 

 

wecYb †hvMv‡hvM 

 wgkÖ‡Yi g~j 

nvwZqvimg~n 
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cÖmvi †KŠkjmg~‡ni g‡a¨ D‡jøL‡hvM¨ n‡jv g~j¨Qvo, †mŠRb¨g~jK cY¨ weZviY, bgybv cY¨ cÖ`vb, Kzcb, 

cY¨ cÖ`k©b BZ¨vw`| e¨emvwqK c‡Y¨i weµq cÖmv‡ii g‡a¨ cÖ`k©bx Qvo, e¨emvwqK Qvo, weµqKg©x 

cÖwZ‡hvwMZv Av‡qvRb BZ¨vw` †KŠkj e¨eüZ nq|  

3. e¨w³K weµq (Personal Selling): cY¨ weµ‡qi D‡Ï‡k¨ m¤¢ve¨ †µZv‡`i gy‡LvgywL n‡q cY¨ ev †mev 

m¤ú‡K© Z_¨ Dc ’̄vcb K‡i D³ cY¨ ev †mev µ‡q cÖ‡ivwPZ Kiv ev weµq e„w× Kivi cÖ‡Póv‡K e¨w³K 

weµq ejv nq| mvaviYZ wewfbœ cÖwZôvb Zv‡`i wb‡R‡`i weµqKg©xi gva¨‡g e¨w³K weµq Kvh©µg 

cwiPvjbv K‡i _v‡K| Aa¨vcK Philip Kotler Ges Gary Aramstrong-Gi g‡Z, "Personal selling is 

any form of personal presentation by the firms salesforce for the purpose of engaging customers, 

making sales and building customer relationship.” A_©vr cÖwZôv‡bi weµqKg©x evwnbx Øviv e¨w³MZ 

Dc ’̄vc‡bi gva¨‡g †µZv‡`i wb‡qvwRZ Kiv, weµq e„w× Ges †µZv m¤úK© AR©‡bi cÖqvm‡KB e¨w³K weµq 

ejv nq| †fvM¨ c‡Y¨i Zzjbvq e¨emvwqK c‡Y¨i †ÿ‡Î weµwqKZv AwaK e¨eüZ n‡q _v‡K| cÖwZôvb Ges 

eª¨v‡Ûi cÖwZ Av ’̄v ˆZwi K‡i m¤¢ve¨ †µZv‡K c‡Y¨i wbqwgZ Ges AbyMZ †µZvq cwiYZ KivB n‡jv e¨w³K 

weµ‡qi g~j D‡Ïk¨| e¨w³K weµq †KŠkjmg~‡ni gv‡S cY¨ Dc ’̄vcb I cÖ`k©bx ev Trade show Ges 

cÖ‡Yv`bvg~jK Kg©m~wP D‡jøL‡hvM¨ nwZqvimg~n| 

4. Rbms‡hvM Ges cÖPvi (Public Relation and Publicing): Rbms‡hvM ej‡Z g~jZ cÖwZôvb m¤úwK©Z 

mwVK Ges AbyK‚j cÖPviYv AR©‡bi Rb¨ M„nxZ wewfbœ c`‡ÿc‡K †evSvq| wecYb cÖmv‡ii GB ch©v‡q 

wecYbKvix cÖwZôv‡bi mv‡_ mswkøó wewfbœ c‡ÿi wbKU cÖwZôv‡bi AbyK‚j fveg~wZ© ev B‡gR cÖwZôv, 

mym¤úK© ’̄vcb Ges cÖwZôvb m¤úwK©Z †h‡Kv‡bv cÖwZK‚j msev` ev NUbv‡K mwVKfve Dc ’̄vcb Kiv, cÖwZK‚j 

aviYvmg~n `~i Kiv BZ¨vw` Kg©m~wP MÖnY K‡i _v‡K| Philip Kotler Ges Gary Aramstrong-Gi g‡Z, 

"Public relation is building good relation with the company’s various publics by obtaining 

favorable publicity, building up a good corporate image, and handling and heading off 

unfavorable rumors stories and events." A_©vr cÖwZôv‡bi mv‡_ mswkøó cÿmg~‡ni mv‡_ mym¤úK© ’̄vcb, 

AbyK‚j cÖvwZôvwbK fveg~wZ© ˆZwi Ges cÖwZK‚j †h‡Kv‡bv ai‡bi ¸Re, KíKvwnwb I NUbvi wbqš¿Y Ges 

cÖwZnZ Kivi mvgwMÖK cÖqvm‡K Rbms‡hvM ejv nq| Rbms‡hv‡Mi †ÿ‡Î cÖPvi me‡P‡q ¸iæZ¡c~Y© f‚wgKv 

cvjb K‡i Ges G ai‡bi cÖPv‡ii Rb¨ †Kv‡bv A_© cÖ`vb Kiv nq bv| cÖPv‡ii gva¨‡g cÖwZôv‡bi cY¨ ev 

†mev m¤úwK©Z cwiwPwZ Ges AbyK‚j fveg~wZ© ˆZwi nq| Ab¨w`‡K cÖPvi m¤ú‡K© Philip Kotler & Gary 

Armstrong-Gi g‡Z, “Publicity is non-personal stimulation of demand for product, service or 

business unit by planting commercially significant news about it in a published media for 

obtaining favorable presentation of it upon radio, television or stage that is not paid for by the 

sponsor.” A_©vr D‡`¨v³v KZ…©K A_© cÖ`vb e¨ZxZ Rbmvavi‡Yi wbKU cÖKvk cvq Ggb †Kv‡bv gva¨‡g 

¸iæZ¡c~Y© evwYwR¨K Z_¨ cÖKvk ev †iwWI, †Uwjwfkb A_ev g‡Â †Kv‡bv cY¨, †mev ev e¨emvq cÖwZôv‡bi 

msev` Dc ’̄vc‡bi gva¨‡g evwYwR¨K Pvwn`v m„wói †Póv n‡jv cÖPvi| mnR A‡_© cÖPvi n‡jv †Kv‡bv 

wecYbKvixi †Kv‡bv cÖKvi cÖwZôvwbK D‡`¨vM QvovB cY¨ ev †mev Ges cÖwZôvb m¤úwK©Z Z_¨ †fv³v 

mvaviY‡K AewnZ Kivi cÖwµqv|  

5. cÖZ¨ÿ Ges wWwRUvj wecYb (Direct and Digital Marketing): eZ©gv‡b cÖhyw³MZ Dbœqb †fv³v‡`i 

mv‡_ †hvMv‡hvM cÖwµqv‡K A‡bK `ªæZ Ges mnR K‡i Zzj‡Q| GKwU cÖwZôvb Lye Kg e¨‡q Ges Aí mg‡q 

m¤¢ve¨ †µZv‡`i mv‡_ mym¤úK© M‡o Zzj‡Z mÿg nq cÖZ¨ÿ Ges wWwRUvj wecYb e¨e ’̄vi gva¨‡g| †Kv‡bv 

cÖKvi ga¨ ’̄ e¨emvqx e¨ZxZ †Kv‡bv cY¨ ev †mevi m¤¢ve¨ †µZv‡`i wbKU weµq Ges cÖmvig~jK Kvh©µg 
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cwiPvjbv‡K cÖZ¨ÿ wecYb e‡j| Ab¨w`‡K m¤¢ve¨ †µZv‡`i wbKU †cuŠQv‡bvi Rb¨ B›Uvi‡bU, gy‡Vv‡dvb, 

mgvwRK †hvMv‡hvM gva¨g, mvP© BwÄbmn Ab¨vb¨ †h‡Kv‡bv ai‡bi B‡jKUªwbK gva¨g e¨env‡ii c×wZ‡K 

wWwRUvj wecYb ejv nq| cÖ_g w`‡K evRvi Pvwn`v e„w×, weµq Ges cÖmvig~jK Kvh©vewj m¤úv`‡bi Rb¨ 

MYweÁvcb‡KB GKgvÎ gva¨g wn‡m‡e e¨envi Kiv n‡Zv| 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| cÖZ¨ÿ I wWwRUvj wecY‡bi gva¨‡g †µZviv N‡i e‡mB cÖ‡qvRbxq 

cY¨ ev †mev m¤ú‡K© me ai‡bi Z_¨ AewnZ n‡Z cv‡i Ges mn‡R µq Ki‡Z cv‡i| cÖZ¨ÿ Ges wWwRUvj 

wecYb e¨envi K‡i GKwU cÖwZôvb †µZv‡`i gv‡S cY¨ ev †mev m¤ú‡K© m‡PZbZv m„wó, eª¨vÛ B‡gR 

cÖwZôv, eª¨vÛ B‡gR e„w×, wbw`©ó cÖmvig~jK Kvh©vewji cÖwZ cÖwZwµqv I mvov cÖ`vb e„w× Ges †µZv mym¤úK© 

m„wó mnRfv‡e Ki‡Z cv‡i| wKQz wKQz †ÿ‡Î cÖZ¨ÿ I wWwRUvj wecYb‡K Avevi wewfbœ fv‡M wef³ Kiv 

nq|  

 

weÁvcb (Advertising) e¨w³K weµq      

(Personal selling) 

weµq cÖmvi           

(Sales promotion) 

Rbms‡hvM           

(Public relations) 

 gy`ªY I m¤úªPvi gva¨‡g 

weÁvcb 

 c¨v‡KwRs (Packaging)  

 wm‡bgv (Cinema)  

 †cv÷vi I wjd‡jU 

(Poster & Leaflet)  

 wej‡evW© (Bill board)  

 mvBb‡evW© (Signboard)  

 wW‡i±wiR(Directories)  

 cÖwZ‡hvwMZv 

(Competition)  

 jUvwi (Lottary)  

 weZiY  

 Kzcb (Coupon)  

 †gjv  

 Kzcb  

 Qvo  

 Dcnvi 

 cÖ`kb©x 

 †mŠRb¨ cY¨ weZiY 

 weµq Dc ’̄vcbv 

 weµq mfv 

 DÏxcK Kvh©µg 

 †gjv I evwYR¨ cÖ`kb ©x 

 

 e³…Zv  

 †mwgbvi 

 evwl©K cÖwZ‡e`b 

 cÖKvkbv 

 cwÎKv,  

 msev`wjwc 

 `vZe¨ `vb 

 mgvR †Mvôxi mv‡_ 

m¤úK© 

 AbjvBb I mvgvwRK gva¨g 

wecYb 

†gvevBj wecYb 

 

mivmwi I †WUv‡em 

 

cÖZ¨ÿ I wWwRUvj wecYb  

 (Direct Marketing 

and digital 

marketing)  
 

 I‡qemvBU (Website)  

 B‡gBj (Email)  

 mvP© A¨vW (Search 

Ads)  

 †Kv¤úvwb eøMm 

 P¨vUiæg, †dvivg 

 †dmeyK, UzBUvi 

 BDwUDe P¨v‡bj 

 wfwWIm 

 evZ©v  

 AbjvBb wecYb  

 mvgvwRK gva¨g 

wecYb  

 A¨vcm 

 K¨vUvjM (Catalog)  

 †Uwj-gv‡K©wUs 

 (Tele-marketing)  

 B‡jKUªwbK kwcs  

 d¨v·  

 wfwWI kwcs 

 

mviwY 9.1: wecYb †hvMv‡hv‡Mi gva¨gmg~n 
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GB cuvP ai‡bi cÖmvi nvwZqvimg~n P‚ovšÍ †fv³v‡`i wb‡qvwRZKiY Ges cÖwZôv‡bi m‡e ©v”P gybvdv wbwðZKi‡Yi Rb¨ 

e¨eüZ n‡q _v‡K hv ms‡ÿ‡c mviwY 9.1 G †`Lv‡bv n‡q‡Q| mwVK wecYb cÖmv‡ii †ÿ‡Î wbw`©ó cY¨ ev †mevi 

wWRvBb, µq g~j¨, †gvo‡Ki AvK…wZ I is, wecYb cwi‡ek, weµqKg©xi e¨envi BZ¨vw` welqI ¸iæZ¡c~Y© f‚wgKv 

cvjb K‡i| mdj Ges Kvh©Ki cÖmvi 

wgkÖY ˆZwii Rb¨ cÖwZôv‡bi wecYb 

wgkÖ‡Yi mgMÖ Dcv`b‡K mgwš̂Zfv‡e 

cwiPvjbv Kiv GKvšÍ cÖ‡qvRb|  

 

 

mgwš^Z wecYb †hvMv‡hvMe¨e ’̄v  

Integrated Marketing 

Communications  

c~e©eZ©x cv‡V Avgiv wecYb cÖmv‡ii 

wewfbœ nvwZqvimg~n m¤ú‡K© aviYv jvf 

K‡iwQ| wecYb cÖmvi wgkÖY ev 

†hvMv‡hvM wgkÖ‡Yi cÖwZwU Dcv`vbB 

†µZv mgvMvg e„w× cY¨ f¨vjy m„wó Ges 

†fv³v mym¤úK© AR©‡b wecYbKvix‡K 

m‡nv‡hvwMZv K‡i| cÖhyw³MZ Dbœqb, 

bZzb †hvMv‡hvM gva¨g Ges wek¦vq‡bi Kvi‡Y eZ©gv‡bi †fv³viv A‡bK †ewk m‡ZPb Ges Pvwn`vm¤úbœ| †fv³viv 

mn‡RB †h‡Kv‡bv cY¨ ev †mev m¤úwK©Z Z_¨ msMÖn, we‡kølY, mgMÖ c„w_exi †h‡Kv‡bv cÖv‡šÍi mgRvZxq c‡Y¨i mv‡_ 

Zzjbv Ki‡Z cv‡i| GKB mv‡_ we‡k¦i †h‡Kv‡bv cÖvšÍ †_‡K AwaK f¨vjy m¤úwK©Z cY¨ msMÖn Ki‡Z mÿg| B›Uvi‡bU, 

wewfbœ I‡qemvBU, mvgvwRK †hvMv‡hvM gva¨g Ges B‡jKUªwbK gva¨g †fv³v‡`i AwaK Pvwn`v Ges cY¨ hvPvB‡qi 

Rb¨ Db¥y³ myweav w`‡q hv‡”Q| GgZve ’̄vq wecYbKvix‡K Zvi wecYb wgkÖ‡Yi nvwZqvimg~n‡K mZK©Zvi mwnZ 

mgwš̂Zfv‡e cwiPvjbv Ki‡Z nq| GB cÖqvm‡K mgwš̂Z wecYb †hvMv‡hvM cÖwµqv ejv nq|  

A‡bK cÖwZôvb †hvMv‡hv‡Mi GKwU ev `ywU nvwZqv‡ii Ici wbf©i K‡i wU‡K _vKvi †Póv Ki‡jI mdjZvi Rb¨ 

†hvMv‡hv‡Mi me nvwZqvi AZ¨šÍ `ÿZvi mv‡_ e¨envi Ki‡Z nq| G‡ÿ‡Î gva¨g mgš̂q Kiv †h‡Z cv‡i| fv‡jv 

djvdj jv‡fi Rb¨ wewfbœ gva¨g wKsev GKB gva¨‡gi g‡a¨ A_ ©vr e¨w³K I wbe©¨w³K †hvMv‡‡hvM cÖYvwji g‡a¨ 

mgš̂q mvab Kiv †h‡Z cv‡i| †gvUK_v, wecYb †hvMv‡hv‡Mi nvwZqvimg~‡ni mymgš̂‡qi gva¨‡gB cÖvwZôvwbK D‡Ïk¨ 

Ges mdjZv AwR©Z nq|  

 

e¨w³K 

weµq 

Rbms‡hvM 

I cÖPvi 

cÖZ¨ÿ I 

wWwRUvj wecYb 

weµq cÖmvi 

weÁvcb 

wPÎ 9.2: mgwš̂Z wecYb †hvMv‡hvMe¨e ’̄v 

 

cªwZôv‡bi I eª¨v‡Ûi 

mvgÄm¨c~Y© I ¯úó 

evZv© 

 

Philip Kotler Ges Gary Aramstrong-Gi g‡Z, "Integrated Marketing Communications is 

carefully integrating and cordinating the company’s many communicaton channels to deliver 

a clear, consistant and compeling massage about the organization and its products." A_v©r 

cÖwZôvb Ges Zvi cY¨ m¤úwK©Z ¯úó, mvgÄm¨c~Y© Ges Av‡e`bgqx evZ©v †cÖi‡Yi Rb¨ †hvMv‡hv‡Mi 

gva¨g¸‡jv‡K GKÎxKiY I mgš̂q mvab‡K mgwš̂Z wecYb †hvMv‡hvM e‡j| 
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mvims‡ÿc  

GKwU cY¨ Drcv`‡bi ci wecYbKvixi cÖavb `vwqZ¡ n‡jv †fv³v mš‘wó I AvKl©Y AR©‡bi j‡ÿ¨ cY¨ msµvšÍ 

hveZxq Z_¨ †fv³v‡`i Kv‡Q †cÖiY Kiv Ges wecY‡bi e¨e ’̄v Kiv| evRv‡ii Pvwn`v Abyhvqx Drcvw`Z cY¨ 

m¤úwK©Z Z_¨ cÖ`vb, †fv³v AvKl©Y ˆZwi I e„w× Ges `ÿZvi mv‡_ †fv³vi wbKU m‡e ©vËg f¨vjy mieiv‡ni e¨e ’̄v 

msµvšÍ hveZxq Kvh©vewji mgwó‡KB wecYb cÖmvi ev wecYb †hvMv‡hvM e‡j| eZ©gvb hy‡M Zxeª cÖwZ‡hvwMZv Ges 

bZzb bZzb cÖwZ‡hvMx‡`i AvµgY †_‡K iÿv cvIqvi Rb¨ wecYbKvix‡K wecYb cÖmvi msµvšÍ mg Í̄ nvwZqvi‡K 

GKÎ K‡i mwVK mgš̂‡qi gva¨‡g wewfbœ †KŠkj MÖnY Ki‡Z nq| wecYb cÖmvi ev †hvMv‡hvM wgkÖY ej‡Z weÁvcb, 

e¨w³K weµq, weµq cÖmvi, Rbms‡hvM, cÖZ¨ÿ wecYb BZ¨vw` cÖmvig~jK nvwZqv‡ii mwVK mgš̂‡qi gva¨‡g 

†fv³v f¨vjy AewnZKiY, †fv³v m¤ú„³Zv I †fv³v mym¤úK© MVb Ges cÖwZôv‡bi m‡e ©v”P gybvdv wbwðZKiY‡K 

†evSvq| wecYb †hvMv‡hvM wgkÖ‡Y cÖavbZ c uvP ai‡bi †hvMv‡hv‡Mi gva¨g i‡q‡Q| †m¸‡jv n‡jvÑweÁvcb, weµq 

cÖmvi, Rbms‡hvM I cÖPvi, e¨w³K weµq Ges cÖZ¨ÿ I wWwRUvj wecYb (AbjvBb I mvgvwRK gva¨g wecYb, 

†gvevBj wecYb Ges mivmwi I †WUv‡em wecYb)| wecYbKvix‡K Zvi wecYb wgkÖ‡Yi nvwZqvimg~n‡K mZK©Zvi 

mwnZ mgwš̂Zfv‡e cwiPvjbv Ki‡Z nq Ges GB cÖqvm‡K mgwš̂Z wecYb †hvMv‡hvM cÖwµqv ejv nq| fv‡jv 

djvdj jv‡fi Rb¨ wewfbœ gva¨g wKsev GKB gva¨‡gi g‡a¨ A_ ©vr e¨w³K I wbe©¨w³K †hvMv‡‡hvM cÖYvwji g‡a¨ 

mgš̂q mvab Kiv †h‡Z cv‡i| †gvUK_v, wecYb †hvMv‡hv‡Mi nvwZqvimg~‡ni mymgš̂‡qi gva¨‡gB cÖvwZôvwbK 

D‡Ïk¨ Ges mdjZv AwR©Z nq|  
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Kvh©Ki wecYb †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n 

Steps in developlng effective marketing communication 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 Kvh©Ki wecYb †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n m¤ú‡K© we Í̄vwiZ eY©bv Ki‡Z cvi‡eb|  

 

wecYbKvix †hvMv‡hv‡Mi gva¨‡g †fv³vi mv‡_ m¤úK© ˆZwi Ki‡Z I Zv a‡i ivL‡Z cv‡i| wecYb †hvMv‡hv‡Mi G 

ch©v‡q ev Í̄e Ae ’̄vq GKwU cÖwZôvb Kxfv‡e Zvi wecYb †hvMv‡hvM wgkÖY‡K mwVK wecYb Kg©m~wP‡Z iƒcvšÍi Ki‡Z 

cv‡i Zvi GKwU iƒc‡iLv Zz‡j aiv nq| GB cÖqv‡mi Ask wn‡m‡e Kvh©Ki wecYb †hvMv‡hvM Dbœq‡bi wewfbœ c`‡ÿc 

wba©viY Kiv nq| wecYbKvix Ges Zvi jÿ¨vwqZ evRvi-Gi gv‡S †hvMv‡hvM Kg©KvÐ mdj n‡j Zv‡K Kvh©Ki wecYb 

†hvMv‡hvM †evSvq| wb‡P wPÎ 9.3 G Kvh©Kvi †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n wP‡Îi gva¨‡g †`Lv‡bv n‡jv- 

 

jÿ¨vwqZ †kÖvZv kbv³KiY 

Selecting Target Audience 

wbw`©ó jÿ¨vwqZ †kÖvZv ev Uv‡M©U AwW‡q‡Ýi Ici wfwË K‡iB wecYb †hvMv‡hvM M‡o I‡V| jÿ¨vwqZ †kÖvZv ej‡Z 

GKwU cÖwZôv‡bi eZ©gv‡bi †µZv A_ev fwel¨r †µZvi µq wm×všÍ MÖnY ev µq weµq wm×v‡šÍ cÖfve we Í̄viKvix 

e¨w³‡K †evSvq| GQvovI †Kv‡bv e¨w³, `j, we‡kl Rb‡Mvôx ev mvaviY Rb‡MvôxI Uv‡M©U AwW‡qÝ n‡Z cv‡i| g~j 

K_v, hv‡`i D‡Ïk¨ K‡i cY¨ Ges †mev m¤úwK©Z evZ©v Dc ’̄vcb Kiv nq ZvivB Uv‡M©U AwW‡qÝ| Uv‡M©U AwW‡q‡Ýi 

cÖ‡qvRb, iæwP, cQ›`, g‡bvfve, AMÖvwaKvi, Rxebaviv, mvgvwRK †kÖwY Ges Ab¨vb¨ e¨w³MZ ˆewk‡ó¨i Ici wfwË 

K‡i wecYbKvix †hvMv‡hvM evZ©v cÖ ‘̄Z msµvšÍ mg Í̄ wm×všÍ MÖnY K‡i _v‡K| †hgb: Kb‡WÝW wgé †Kv¤úvwb¸‡jv †QvU 

†QvU Pv‡qi †`vKvbmg~n‡K Uv‡M©U AwW‡qÝ wn‡m‡e wPwýZ K‡i Ges Zv‡`i cQ›` Abyhvqx †hvMv‡hvM nwZqvimg~n 

wba©viY K‡i|  

 

†hvMv‡hv‡Mi D‡Ïk¨mg~n wba©viY  

Determining the Communication Objectives 

jÿ¨vwqZ †fv³v †kÖwY Luy‡R †ei Kivi cieZ©x wm×všÍ n‡jv †hvMv‡hv‡Mi D‡Ïk¨mg~n wba©viY Kiv| †hvMv‡hv‡Mi 

D‡Ïk¨ ej‡Z evZ©v †cÖi‡Yi †cÖwÿ‡Z wecYbKvix Kxiƒc mvov (Response) cÖZ¨vkv K‡i Zv‡K †evSvq| AwaKvsk 

†ÿ‡ÎB wecYbKvixi †hvMv‡hv‡Mi g~j D‡Ïk¨ n‡jv Uv‡M©U AwW‡qÝ‡K cY¨ ev †mev µ‡q DrmvwnZ Kiv| wKš‘ †µZv 

ev †fv³v eZ©gv‡b µq cÖ ‘̄wZ MÖn‡Yi †Kvb Í̄‡i Ae ’̄vb Ki‡Q †mUvB we‡eP¨ welq| GKRb †µZv ev †fv³v µq 

cvV 9.2 

 

 

wPÎ 9.3: Kvh©Ki †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n 

 

jÿ¨vwqZ 

†µZv 

mbv³KiY 

‡hvMv‡hv‡Mi 

D‡Ïk¨mg~n 

wbav©iY 

evZ©v 

cÖ Í̄ZKiY 

gva¨g 

c”Q›`KiY 

evZ©vi Drm 

wbev©Pb 

cÖwZwµqv 

msMÖn 



†fv³v f¨vjy †hvMv‡hvM  

BDwbU bq  c„ôv-150 

cÖ ‘̄wZ MÖn‡Yi QqwU Í̄‡ii †h ‡Kv‡bvwU‡Z Ae ’̄vb Ki‡Z cv‡i Ges Í̄i¸‡jv AwZµ‡gi gva¨‡g P‚ovšÍfv‡e cY¨ µq 

K‡i _v‡K| wPÎ 9.4 G †`Lv‡bv n‡jv- 
 

1. AeMwZ (Awareness): wecYbKvixi Uv‡M©U AwW‡qÝ cY¨ ev †mev m¤ú‡K© m¤ú~Y© AÁ ev aviYvnxb n‡Z 

cv‡i| G ch©vq‡K AeMwZ ejv nq Ges G‡ÿ‡Î †hvMv‡hv‡Mi D‡Ïk¨ n‡jv cY¨ ev †mev m¤ú‡K© 

†µZvmvaviY‡K AewnZ Kiv|  
 

2. Ávb (Knowledge): G ch©v‡q Uv‡M©U AwW‡qÝ ev wbw ©̀ó †µZviv cY¨ m¤ú‡K© we Í̄vwiZ aviYv ev AvswkK 

Z_¨ aviY K‡i| we Í̄vwiZ Z_¨ Zz‡j a‡i cY¨ m¤úwK©Z mwVK Ávb m„wó KivB †hvMv‡hv‡Mi g~j D‡Ïk¨|  
 

3. cQ›` (Liking): A‡bK †ÿ‡Î wbw`©ó †µZv mgwó cY¨ m¤ú‡K© AeMZ ev cwic~Y© Ávb _vKv m‡Ë¡I c‡Y¨i 

cÖwZ AbyK‚j g‡bvfve †cvlY K‡i bv| wecYb †hvMv‡hvMKvix G‡ÿ‡Î †µZvi g‡b cY¨ m¤ú‡K© AbyK‚j 

fveg~wZ© ˆZwii †Póv Pvjvq|  
 

4. AMÖvwaKvi (Preference): wKQz wKQz †ÿ‡Î †µZviv wbw`©ó cY¨ ev †mev cQ›` Ki‡jI µ‡qi †ÿ‡Î 

AMÖvwaKvi cÖ`vb K‡i bv| G ch©v‡q wecYb †hvMv‡hvMKvix cÖwZ‡hvMx c‡Y¨i Zzjbvq wb‡Ri c‡Y¨i cÖwZ 

†µZv‡`i g‡b AMÖvwaKvi m„wói j‡ÿ¨ wewfbœ †KŠkj Aej¤̂b K‡i|  
 

5. cÖZ¨q (Conviction): wbw`©ó †µZv mgwó cY¨wU‡K AMÖvwaKvi cÖ`vb Ki‡jI µ‡qi e¨vcv‡i cÖZ¨qx bvI 

n‡Z cv‡i| wecYbKvixi G‡ÿ‡Î †hvMv‡hv‡Mi D‡Ïk¨ n‡jv †µZv‡`i gv‡S `„p cÖZ¨q m„wó Kiv, hv‡Z 

wbw`©ó cY¨wU µq K‡i|  

6. µq (Purchase): †kl ch©v‡q wecYb †hvMv‡hv‡Mi g~j D‡Ïk¨ n‡jv GKRb †µZv‡K µq wm×v‡šÍ DcbxZ 

n‡Z mvnvh¨ Kiv| †Kbbv „̀p cÖZ¨q _vKv m‡Ë¡I †µZvi c‡ÿ wewfbœ cwiw ’̄wZ‡Z cY¨ µq wm×všÍ wb‡Z 

mw›`nvb nIqv ev wej¤̂ Ki‡Z †`Lv hvq| g~j¨n«vm, AwZwi³ myweav, cY¨ hvPvB‡qi my‡hvM BZ¨vw` myweav 

†µZvi wm×všÍ MÖn‡Yi avc‡K mnR K‡i|  
 

evZ©v cÖ ‘̄ZKiY  

Designing the Message 

Z…Zxq ch©v‡q Kvh©Ki wecYb †hvMv‡hvM Dbœq‡bi j‡ÿ¨ wecYbKvix GKwU Av`k© evZ©v cÖ ‘̄Z Ki‡Z m‡Pó nq| GKwU 

evZ©v Ggb nIqv DwPZ, hv †µZvi g‡bv‡hvM AvKl©Y Ki‡e, †µZvi gv‡S AvMÖn m„wó Ki‡e Ges †µZv‡K cY¨ µ‡q 

DrmvwnZ Ki‡e| evZ©v cÖYq‡bi †ÿ‡Î wecYb †hvMv‡hv‡Mi g~j wZbwU welq n‡jvÑwelqe ‘̄ wba©viY, evZ©vi KvVv‡gv 

Ges evZ©vi aib wba©viY Ki‡Z nq|  

1. evZ©vi welqe ‘̄ (Message content) wba©viY: evZ©vi welqe ‘̄ wba©vi‡Yi Rb¨ †hvMv‡hvMKvix‡K mwVK Av‡e`b 

(Appeal) ev aib (Theme) wba©viY Ki‡Z n‡e, hvi gva¨‡g cÖZ¨vwkZ mvov m„wó m¤¢e nq| G‡ÿ‡Î wZb 

ai‡bi Av‡e`b e¨eüZ nq|  

i. †hŠw³K Av‡e`b (Rational Appeal): †hŠw³K Av‡e`‡bi gva¨‡g †µZv‡K †hvMv‡hv‡Mi gva¨‡g 

wewfbœ hyw³ Dc ’̄vcb K‡i cY¨ µ‡q DrmvwnZ Kiv nq| †hgb: DHA mg„× cvDWvi `ya, hv wkïi 

eyw×gËv ˆZwi‡Z mnvqZv K‡i RvZxq weÁvcb|  

AeMwZ Ávb 

 

c”Q›` 

 

AMÖvwaKvi 

 

cÖZ¨q 

 

wPÎ 9.4: †µZv ev †fv³vi µq cÖ ‘̄wZi Í̄i 

 

µq 
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ii. Av‡eMgqx Av‡e`b (Emotinal Appeal): G‡ÿ‡Î †fv³v‡K cY¨ m¤ú‡K© Av‡eMvcøyZ K‡i †ZvjvB 

A‡e`‡bi KvR| †hgb: m¨vÛvwjbv iƒcPP©vq AvwfRvZ¨ weÁvcbwU‡Z Av‡eMgqx Av‡e`b e¨eüZ 

n‡q‡Q|  
 

iii. ˆbwZK Av‡e`b (Ethical Appeal): G Av‡e`‡bi gva¨‡g bxwZK_v Dc ’̄vcb K‡i †µZv‡`i g‡b 

AbyK‚j g‡bvfve m„wói cÖqvm Kiv nq| †hgb: wewfbœ weÁvc‡b bKj n‡Z mveavb, †fRvjgy³ cY¨ 

BZ¨vw` welq Dc ’̄vcb Kiv nq|  

2. evZ©vi KvVv‡gv (Message Structure) wba©viY: evZ©vi welqe ‘̄ mvRv‡bvi †KŠkj‡K evZ©vi KvVv‡gv e‡j| 

G‡ÿ‡Î wecYbKvix‡K wZb ai‡bi wm×všÍ MÖnY Ki‡Z nq|  

 cÖ_gZ, evZ©vi Dcmsnvi Uvbv n‡e bvwK †µZvi we‡ePbvi Ici †Q‡o †`Iqv n‡e| M‡elYv Abyhvqx 

†µZvi Ici Dcmsnvi †Q‡o †`IqvB AwaK djcÖm~| †hgb: w œ̄Kv‡ii (Snickers) PK‡j‡Ui weÁvc‡b 

ÔHungry bvwK?Õ K_vi gva¨‡g †µZvi Ici Dcmsnvi †Q‡o †`Iqv n‡q‡Q|  

 wØZxqZ, kw³kvjx hyw³ Dc ’̄vcbvi µgvbymv‡i wba©viY m‡e©vËg hyw³wU weÁvc‡bi cÖ_‡g Dc ’̄vwcZ n‡e 

bvwK †k‡l? M‡elYvq †`Lv †M‡Q, m‡e©vËg hyw³ cÖ_‡g Dc ’̄vcb †µZvi g‡bv‡hvM Ges AvMÖn ˆZwi‡Z 

mnvh¨ K‡i| †hgb: Fly Ash wenxb wm‡g‡›Ui weÁvc‡b kw³kvjx hyw³ Dc ’̄vcbvi gva¨‡g †µZv‡K cY¨ 

µ‡q DrmvwnZ Ki‡Z †`Lv hvq|  

 me©‡kl, evZ©v cÖ`v‡bi †ÿ‡Î GKgyLx ev wØgyyLx, †Kvb ai‡bi †hvMv‡hvM cš’v Aej¤̂b Kiv n‡e †m 

m¤ú‡K© wm×všÍ MÖnY Kiv nq| GKgyLx Dc ’̄vcbvq ïay c‡Y¨i AbyK‚j w`K¸‡jv Zz‡j aiv nq| Ab¨w`‡K 

wØgyLx Dc ’̄vcbvq c‡Y¨i AbyK‚j I cÖwZK‚j Dfq w`K m¤ú‡K©B A‡jvKcvZ Kiv nq| mvaviYZ GKgyLx 

cÖPviYvB AwaK Kvh©Kvi, hw` bv Uv‡M©U AwW‡qÝ D”P wkwÿZ Ges c‡Y¨i cÖwZK‚j w`K m¤ú‡K© m‡PZb 

nq| G‡ÿ‡Î wØgyLx cÖPviYv cÖwZ‡hvwMZv †gvKvwejvq AwaK Kvh©Ki|  
 

3. evZ©vi aib (Message format): wecYb †hvMv‡hvMKvix‡K G ch©v‡q evZ©vi Rb¨ wbw`©ó Ges AvKl©Yxq 

aib wbe©vPb Ki‡Z nq| evZ©vi welqe ‘̄ ˆZwi‡Z †h mg Í̄ cÖZxK, wPý ev ms‡KZ e¨eüZ nq Zv‡K evZ©vi 

aib ejv nq| gyw`ªZ weÁvc‡bi †ÿ‡Î wk‡ivbvg, cÖwZwjwc, wPÎ MÖnY I i‡Oi e¨envi m¤ú‡K© 

†hvMv‡hvMKvix‡K mZK©Zvi mv‡_ wm×všÍ wb‡Z nq| †Uwjwfkb ev †iwWI weÁvc‡bi †ÿ‡Î Z_¨ we‡kølY, kã 

Pqb, mvDÛ wbqš¿Y, Dc ’̄vcbvi MwZ, avivevwnKZv BZ¨vw` we‡klfv‡e wbqš¿Y‡hvM¨| †hgb: BDwUDe 

(Youtube) wbR¯̂ weÁvcb wewfbœ gva¨‡g cÖ`v‡bi †ÿ‡Î †cø wPý Ges jvj is‡K cÖvavb¨ †`q| Avevi 

MÖvgxY‡dvb wbR¯̂ weÁvcb cÖ`v‡bi †ÿ‡Î ÔStay connectedÕ † ø̄vMvb, wbw`©ó myi I bxj is e¨envi K‡i| 

†gvUK_v, wecYb †hvMv‡hvMKvix‡K cÖwZwU m ~² welq msµvšÍ wm×všÍmg~n ïiæ †_‡K †kl ch©šÍ mveavbZvi 

mv‡_ cwiKwíZfv‡e Dc ’̄vcb Ki‡Z n‡e|  

 

†hvMv‡hv‡Mi gva¨g wbe©vPb  

Chossing Communication Channels and Media  

evZ©v cÖ ‘̄ZKi‡Yi ci evZ©vwU Kxfv‡e Ges †Kvb gva¨‡g mn‡R Uv‡M©U AwW‡qÝ ev wbw`©ó †fv³v‡`i wbKU †cuŠQv‡bv 

hvq Zv †hvMv‡hvMKvixi Rb¨ cÖavb we‡eP¨ welq| mwVK gva¨‡g evZ©v cÖYqb Kvh©Ki †hvMv‡hvM Dbœq‡bi Acwinvh© 

Ask|  †hvMv‡hvM gva¨g g~jZ `yB ai‡bi n‡Z cv‡i| h_v:  

1. e¨w³MZ †hvMv‡hvM cÖYvwj (Personal Communication Channels): e¨w³MZ †hvMv‡hvM cÖYvwj‡Z `yB ev 

Z‡ZvwaK e¨w³ G‡K Ac‡ii mv‡_ mivmwi †hvMv‡hvM K‡i| G‡ÿ‡Î †hvMvhvMKvix wb‡R AwW‡q‡Ýi mvg‡b 

Dcw ’̄Z n‡Z cv‡i A_ev †Uwj‡dvb, WvK gvidZ, B-†gBj I mvgvwRK †hvMv‡hvM gva¨‡g K‡_vcK_‡bi 

ØvivI †hvMv‡hvM ’̄vcb Ki‡Z cv‡i| G‡ÿ‡Î wZb ai‡bi cÖYvwj e¨eüZ n‡Z †`Lv hvq|  
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i. mgv_©K cÖYvwj (Advocate Channel): mgv_©K cÖYvwj‡Z cÖwZôv‡bi wb‡R¯̂ weµqKg ©x ev cÖwZwbwaiv 

e¨w³MZ cÖ‡Póvq Uv‡M©U AwW‡q‡Ýi mv‡_ †hvMv‡hvM ’̄vcb K‡i| mgv_©K cÖYvwj cÖwZôvb Øviv 

cwiPvwjZ nq| †hgb: Kj †m›Uvi ev Kv÷gvi †Kqvi mvwf©m †m›Uv‡ii gva¨‡g †hvMv‡hvM|  

ii. mvgvwRK cÖYvwj (Social Channel): mvgvwRK cÖYvwj‡Z cvwievwiK m`m¨, eÜzevÜe, AvZ¥xq-¯̂Rb, 

mnKg©x ev Ab¨vb¨ †fv³vi Øviv mivmwi A_ev mgvwRK gva¨‡g †hvMv‡hvM K‡i| G ai‡bi 

†hvMv‡hvM‡K †gŠwLK cÖfve ev Word of Mouth Influence I ejv nq|  

iii. we‡kl cÖYvwj (Expert channel): †Kv‡bv wbw`©ó wel‡q we‡kl e¨w³ KZ…©K e¨w³MZfv‡e wbw`©ó 

†fv³v‡`i mv‡_ †hvMv‡hvM ’̄vc‡bi cÖqvm‡K we‡kl cÖYvwj ejv nq| A‡bK †ÿ‡Î wecYb cÖwZôvb¸‡jv 

Zv‡`i eª¨v‡Ûi Rb¨ we‡kl gZvgZ cÖ`vbKvix‡`i wb‡qvwRZ K‡i †fv³v †hvMv‡hv‡Mi †ÿ‡Î e¨envi 

K‡i| G ai‡bi wecYb c×wZ‡K Buzz Marketing ev ¸Äb wecYb ejv nq| eZ ©gvb hy‡M e¨w³MZ 

†hvMv‡hvM gva¨g¸‡jv cÖhyw³MZ Dbœq‡bi Kvi‡Y A‡bK †ewk mnRjf¨ Ges djcÖm~| wKQz wKQz c‡Y¨ 

ev †mev †hgb `k©bxq, `vwg, SzuwKc~Y© BZ¨w`i †ÿ‡Î e¨w³MZ †hvMv‡hvM gva¨g AwaK Kvh©Ki|  

2. wbe©¨w³K †hvMv‡hvM cÖYvwj (Non-personal communication channels): wbe©¨w³K †hvMv‡hvM cÖYvwj 

ej‡Z †mme gva¨g‡K †evSvq †h¸‡jv mivmvwi †hvMv‡hvM e¨ZxZ Uv‡M©U AwW‡qÝ‡K cY¨ µ‡q cÖfvweZ 

K‡i| †hgb: gy`ªY gva¨g (msev`cÎ g¨vMvwRb, WvK gvidZ, wewfbœ mvgwqKx) cÖPvi gva¨g (†Uwjwfkb, 

†iwWI) cÖ`k©bx gva¨g (wej‡evW©, mvBb, †cv÷vi) Ges AbjvBb gva¨g (B-†gBj, cÖwZôv‡bi I‡qemvBU, 

eª¨vÛ †Uwj‡dvb Ges mvgvwRK †hvMv‡hvM gva¨g) BZ¨vw`| GQvovI wewfbœ we‡kl Abyf‚wZ m„wóKvix cÖwZôvb 

(cwi‡ek Awa`ßi, †fv³v msMVb, Ab¨vb¨ mvgwRK msMVb) Ges wewfbœ NUbv ev B‡f›Um A‡qvRb (msev` 

m‡¤§jb, ïf D‡Øv‡ab, µxov Abyôv‡bi ¯úÝi)-Gi gva¨‡gI Uv‡M©U AwW‡qÝ‡K evZ©v †cÖiY Kiv nq|  

 

evZ©vi Drm wba©viY  

Selecting the Message Source 

GKwU evZ©vi cÖfve †fv³vi g‡b KZUzKz djcÖm~ n‡e Zv A‡bK †ÿ‡Î wbf©i K‡i Uv‡M©U AwW‡qÝ †hvMv‡hvMKvix‡K 

Kxfv‡e g~j¨vqb K‡i Zvi Ici| D”P gvÎvq wek¦vm‡hvM¨ Ges AvKl©Yxq Drm n‡Z evZ©v †cÖiY Kiv n‡j †µZviv 

mn‡RB AvKwl©Z nq Ges µq wm×všÍ DcbxZ n‡Z wbwðZ nq| †hgb: jvBdeq (Lifebuoy)  †Kv¤úvwb Zv‡`i 

evZ©vi Drm wn‡m‡e wµ‡KUvi mvwKe Avj nvmvb‡K Dc ’̄vcb K‡i| G‡ÿ‡Î mvwKe Avj nvmv‡bi AvKl©YxqZv 

†µZv‡`i jvBde‡qi cY¨ µq wm×v‡šÍ DcbxZ nIqvi Rb¨ g~j Dcv`vb wn‡m‡e KvR K‡i| mwVK Drm wbe©vPb LyeB 

¸iæZ¡c~Y© welq, KviY wbe©vwPZ Dr‡mi e¨w³MZ AbyK‚j fveg~wZ©i mv‡_ mv‡_ †h‡Kv‡bv ai‡bi cÖwZK‚j NUbvI eª¨v‡Ûi 

mv‡_ m¤ú„³ n‡q hvq| mvaviYZ Drm msµvšÍ Pzw³¸‡jv `xN©‡gqvw` n‡q _v‡K Ges eª¨vÛ B‡gR †h‡Kv‡bv cÖwZK‚j 

NUbvi Rb¨ e„nr SzuwKi m¤§ yLxb n‡Z cv‡i| AZGe evZ©vi Drm wbe©vP‡bi †ÿ‡Î wbw`©ó e¨w³i `ÿZv, wbfi©‡hvM¨Zv, 

†fv³v‡`i cQ›`bxqZv, hvPvB Ges †h‡Kv‡bv cÖwZK‚j NUbvi †ÿ‡Î cÖ‡qvRbxq wm×všÍmg~n c~e©cwiKíbv Aej¤̂b K‡i 

MÖnY Ki‡Z n‡e|  

 

cÖwZwµqv msMÖn  

Collecting Feedback 

wecYb †hvMv‡hvM ev Í̄evq‡bi ci wecYbKvixi cÖavb KvR n‡jv ev Í̄evwqZ Kg©m~wP Uv‡M©U AwW‡qÝ ev wbw`©ó †fv³v 

†kÖwYi g‡b KZUzKz cÖfve we Í̄vi Ki‡Q A_ev †hvMv‡hv‡Mi D‡Ïk¨ KZLvwb AwR©Z n‡q‡Q †m m¤ú‡K© Z_¨ msMÖn Ges 

we‡kølY Kiv| cÖwZwµqvi M‡elYvB †hvMv‡hvMe¨e ’̄vi ÎæwU-wePz¨wZ I mdjZvi gvcKvwV cÖKvk K‡i, hv‡Z cieZ ©x 

wecYb †hvMv‡hvMmg~n AwaK Kvh©Ki nq| G‡ÿ‡Î Uv‡M©U AwW‡q‡Ýi Ici wewfbœ ai‡bi gZvgZ Rwic, c‡Y¨i weµq 

msµvšÍ Z_¨ we‡kølY Ges evZ©vi cÖwZ †fv³v‡`i wewfbœ mvov cÖ`vbg~jK Kg©m~wP m¤ú‡K© Z_¨ msMÖn Kiv nq Ges †m 

Abyhvqx wi‡cvU© cÖ ‘̄‡Zi gva¨‡g cieZ©x c`‡ÿc MÖnY Kiv nq|  
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c_Pvix‡`i Uª¨vwdK wbqg Ges wewaweavb m¤ú‡K© bMievmx‡K AewnZ Kiv I †g‡b Pjvi cÖwZ Drmvn †`Iqvi Rb¨ A¨v‡c· 

XvKv kn‡ii †Reªv µwms-G 2019 mv‡j cÖ_g ÔA¨v‡c· w÷ªU d¨vkb †kvÕ Gi Av‡qvRb 

K‡iwQj| A¨v‡c· evsjv‡`‡ki e„nËg dyUIq¨vi †Kv¤úvwb¸‡jvi g‡a¨ GKwU| GB 

cÖPvivwfhv‡b U«vwdK AvBb m¤ú‡K© RbMY‡K m‡PZb Kivi Rb¨ XvKv kn‡ii iv Í̄vi †Reªv 

µwms-‡K i¨v¤ú wn‡m‡e e¨envi K‡i g‡Wjiv C` Kv‡jKk‡bi d¨vkb †kv K‡iwQj| g‡Wjiv 

ïaygvÎ Uª¨vwdK ÷‡c‡Ri mgq †Reªv µwms‡qi Dci w`‡q †nu‡UwQj| ‡mmgq Zv‡`i nv‡Z 

Uª¨vwdK AvBb m¤ú‡K© m‡PZbZvi evZ©v ‡jLv wewfbœ ai‡Yi cø¨vKvW© wQj| GB D‡`¨v‡Mi g~j 

D‡Ïk¨ wQj gvbyl‡K Zv‡`i Rxe‡bi g~j¨ m¤ú‡K© Ges iv Í̄vq Uª¨vwdK AvBb AbymiY Kivi 

cÖwZ AvMÖnx K‡i †Zvjv| GB cÖPvivwfhvbwU †mvk¨vj wgwWqv, cwÎKv I mvaviY RbM‡Yi „̀wó 

AvKl©Y K‡iwQj I cÖkswmZ n‡qwQj|  

 
 

 

mvims‡ÿc  

wecYbKvix Ges Zvi jÿ¨vwqZ evRvi ev target market-Gi gv‡S †hvMv‡hvM Kg©KvÐ mdj n‡j Zv‡K Kvh©Ki 

wecYb †hvMv‡hvM †evSvq| Kvh©Kvi †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n n‡jvÑjÿ¨vwqZ †kÖvZv kbv³KiY, 

†hvMv‡hv‡Mi D‡Ïk¨mg~n wba©viY, evZ©v cÖ ‘̄ZKiY, †hvMv‡hv‡Mi gva¨g wbe©vPb, evZ©vi Drm wba©viY I cÖwZwµqv 

msMÖn|  

 

m~Î: https://www.apexfootwearltd.com/; https://www.daily-sun.com/‡g, 2019; Qwe: https://www.needpix.com/ 

  Rbm‡PZbZvq cÖPvivwfhvb 
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wecYb cÖmvi ev‡RU wba©viY I cÖmvi wgkÖY †KŠkjmg~n 

Setting Promotion Budget and Promotion Mix Strategies 
 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 mvgwMÖK cÖmvi ev‡RU wba©viY m¤ú‡K© eY©bv Ki‡Z cvi‡eb; Ges 

 wecYb cÖmvi wgkÖY †KŠkjmg~n e¨vL¨v Ki‡Z cvi‡eb|  

 

mvgwMÖK cÖmvi ev‡RU wba©viY  

Setting the Total Promotion Budget  

c~e©eZ©x A‡jvPbvq Avgiv wecYb cÖmv‡ii wewfbœ nvwZqvimg~n Ges †hvMv‡hv‡Mi c×wZ m¤ú‡K© †R‡bwQ| †h‡nZz 

cÖmvig~jK Kg©KvÐ A‡bK e¨qeûj Ges mgqmv‡cÿ ZvB cÖmvig~jK Kg©KvÐ ev Í̄evq‡bi Rb¨ Dchy³ ev‡RU cÖYqb 

Kiv Avek¨K| GKwU wbw`©ó mg‡qi Rb¨ †Kv‡bv Kg©m~wP cwiPvjbvi Rb¨ †h cwigvY A_© eivÏ Kiv nq Zv‡K ev‡RU 

ejv nq| mwVK Ges ch©vß cÖmvi ev‡RU cÖYqb, wecYb cÖmv‡ii nvwZqvimg~‡ni g‡a¨ Kvh©Ki eÈb BZ¨vw` LyeB 

RwUj wm×všÍ| wb‡P wecYb cÖmvi ev‡RU wba©vi‡Yi PviwU mvaviY c×wZ A‡jvPbv Kiv n‡jv|  

1. mvg_©¨ Abyhvqx e¨q c×wZ (Affordable Method): wKQz wKQy cÖwZôvb Zv‡`i mvg_©¨ Abyhvqx wecYb 

cÖmv‡ii Rb¨ ev‡RU wba©viY K‡i _v‡K| G‡ÿ‡Î cÖwZôvb Zvi mgv‡_ ©¨i evB‡i e¨q wba©viY K‡i bv Ges 

weµ‡qi Ici cÖmvig~jK Kg©Kv‡Ði cÖfve‡K we‡ePbv Ki‡Z AvMÖnxI bq| GB c×wZ‡Z wecYbKvix 

cÖwZôvb g~j gybvdv n‡Z GKwU Ask wecYb cÖmv‡ii ev‡RU wn‡m‡e wb‡qvwRZ K‡i Ges cÖmvig~jK 

Kg©Kv‡Ði e¨vcK cÖ‡qvRbxqZv m‡Ë¡I Ab¨vb¨ e¨q‡K AwaK ¸iæZ¡ cÖ`vb K‡i|  

2. weµq kZvsk c×wZ (Percentage of Sales Method): weµ‡qi kZvsk c×wZ‡Z cÖwZôvb Zvi eZ©gvb 

weµq A_ev AbywgZ fwel¨r weµ‡qi Ici A_ev GKKcÖwZ weµq g~‡j¨i Ici GKwU wbw`©ó nvi avh© K‡i 

wecYb cÖmv‡ii ev‡RU wba©viY K‡i| G c×wZ e¨envi K‡i cÖwZôvb mn‡RB cÖmvig~jK Kg©Kv‡Ði e¨‡qi 

mv‡_ c‡Y¨i weµqg~j¨ Ges GKKcÖwZ gybvdvq nv‡ii m¤úK© wba©vi‡Y mÿg nq| wKš‘ A‡bK †ÿ‡Î weµq 

kZvsk c×wZ‡Z cÖmvig~jK Kg©Kv‡Ði cÖfve‡K wecixZfv‡e we‡ePbv Kiv nq| G c×wZ‡Z mywbw`©ó †Kv‡bv 

nvi D‡jøL _v‡K bv Ges cÖmvi ev‡RU dv‡Ûi mnRjf¨Zvi Ici wbf©i K‡i|  

3. cÖwZ‡hvwMZvg~jK mgZv c×wZ (Competitive-Parity Method): GB c×wZ‡Z cÖmvig~jK Kg©Kv‡Ði 

ev‡RU cÖwZ‡hvMx‡`i ev‡R‡Ui mv‡_ mvgÄm¨ †i‡L wba©viY Kiv nq| G‡ÿ‡Î wecYbKvix cÖwZôvb e¨emvq 

cwi‡e‡k wb‡qvwRZ cÖwZ‡hvMx‡`i e¨qK…Z ev‡RU †_‡K Zv‡`i cÖmvig~jK Kg©m~wPi aviYv AR©b K‡i Ges 

wbR¯̂ cwimi I ev‡R‡Ui Mo wnmv‡e wba©viY K‡i| A‡bK †ÿ‡Î g‡b Kiv nq cÖwZ‡hvMx‡`i b¨vq e¨q 

cÖwZ‡hvwMZvq wU‡K _vK‡Z mnvqK n‡e| wKš‘ cÖwZ‡hvMx cÖwZôv‡bi ev‡RU mwVKfv‡e cÖYqb Kiv n‡q‡Q wK 

bv †mUv RvbvB g~j cÖwZeÜKZv Ges A‡bK †ÿ‡Î cÖwZ‡hvwMZvq wU‡K _vKv ïay e¨‡qi mv‡_ m¤úwK©ZI bq|  

4. D‡Ïk¨ I Kvh©wfwËK c×wZ (Objective and Task Method): D‡Ïk¨ I Kvh©wfwËK c×wZ‡K me‡P‡q 

†hŠw³K Ges Kvh©Kvi c×wZ wn‡m‡e we‡ePbv Kiv nq| G‡ÿ‡Î cÖ_gZ wbw`©ó cÖmvig~jK Kg©Kv‡Ði D‡Ïk¨ 

wba©viY Kiv nq| wØZxqZ wba©vwiZ D‡Ïk¨ AR©‡bi Rb¨ cÖ‡qvRbxq Kvh©vewji e¨‡qi Ici wbf©i K‡i wecYb 

cÖmvi ev‡RU ˆZwi Kiv nq| G c×wZi me‡P‡q eo myweav n‡jv wecYb cÖmv‡ii e¨‡qi mv‡_ Gi AbywgZ 

djvd‡ji m¤úK© ’̄vcb nq| D‡Ïk¨ I Kvh©wfwËK c×wZ AwaK †hŠw³K I ev Í̄em¤§Z|  

wecYb cÖmvig~jK e¨q wba©vi‡Yi mv‡_ mv‡_ A‡iKwU ¸iæZ¡c~Y© welq n‡jvÑwecYb cÖmv‡ii nvwZqvimg~‡ni ev‡RU 

eÈb| weÁvcb, e¨w³K weµq, weµq cÖmvi, Rbms‡hvM I cÖPvi Ges cÖZ¨ÿ wecYbÑGB cuvPwU nvwZqv‡ii g‡a¨ 

†KvbwU AwaK ¸iæZ¡c~Y© ev †Kvb Dcv`v‡bi Rb¨ AwaK e¨q Kiv n‡e, bvwK me Dcv`v‡bi Rb¨ mgvb ev‡RU wba©vwiZ 

cvV 9.3 
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n‡e †mUv mwVKfv‡e eÈb Ki‡Z n‡e| †h‡nZz wecYb cÖmvi wgkÖ‡Yi cÖwZwU Dcv`v‡bi e¨q Ges ˆewkó¨ wfbœ wfbœ 

ZvB wecYbKvixi cÖwZwU Dcv`v‡bi ˆewkó¨ Ges mdjZv AR©‡b wbw`©ó Dcv`v‡bi f‚wgKvi Ici wbf©i K‡i mvgwMÖK 

wecYb cÖmvi ev‡RU cÖYqb Kiv Avek¨K|  

 

wecYb cÖmvi wgkÖY †KŠkjmg~n  

Promotion Mix Strategies 

wecYb cÖmvi ev †hvMv‡hvM wgkÖY ej‡Z weÁvcb, e¨w³K weµq, weµq cÖmvi, Rbms‡hvM, cÖZ¨ÿ wecYb BZ¨vw` 

cÖmvig~jK nvwZqv‡ii mwVK mgš̂‡qi gva¨‡g †fv³v f¨vjy AewnZKiY, †fv³v m¤ú„³Zv I †fv³v mym¤úK© MVb Ges 

cÖwZôv‡bi m‡e ©v”P gybvdv wbwðZKiY‡K †evSvq| wecYb cÖmvi wgkÖY ev †hvMv‡hvM wgkÖ‡Yi cÖwZwU Dcv`vbB †µZv 

mgvMvg e„w×, cY¨ f¨vjy m„wó Ges †fv³v mym¤úK© AR©‡b wecYbKvix‡K m‡nv‡hvwMZv K‡i| cÖhyw³MZ Dbœqb, bZzb 

†hvMv‡hvM gva¨g Ges wek¦vq‡bi Kvi‡Y eZ©gv‡bi †fv³viv A‡bK †ewk m‡ZPb Ges Pvwn`vm¤úbœ| eZ©gvb hy‡M Zxeª 

cÖwZ‡hvwMZv Ges bZzb bZzb cÖwZ‡hvMx‡`i AvµgY n‡Z iÿv cvIqvi Rb¨ wecYbKvix‡K wecYb cÖmvi msµvšÍ mg¯Í 

nvwZqvi‡K GKÎ K‡i mwVK mgš̂‡qi gva¨‡g wewfbœ †KŠkj MÖnY Ki‡Z nq| wecYb cÖmvi wgkÖ‡Y g~jZ `ywU †gŠwjK 

†KŠkj e¨eüZ n‡q _v‡K| h_v: 

1. av°v †KŠkj (Push Strategy): eÈb cÖYvwji m`m¨‡`i gva¨‡g †fv³v Pvwn`v m„wó Kivi cÖqvm‡K av°v 

†KŠkj ejv nq| G‡ÿ‡Î wecYbKvix wewfbœ cÖmvig~jK Kg©Kv‡Ði gva¨‡g eÈb cÖYvwji m`m¨‡`i cÖwZôv‡bi 

cY¨ †fv³v‡`i wbKU cÖmvi Ges weµ‡qi Rb¨ DØy× K‡i _v‡K| G‡ÿ‡Î mivmwi wecYbKvix Ges †fv³vi 

gv‡S †Kv‡bv †hvMv‡hvM ’̄vwcZ nq bv Ges eÈb cÖYvwji m`m¨ivB †hvMm~Î ’̄vcbKvix wn‡m‡e KvR K‡i 

_v‡K| G cÖm‡½ Philip Kotler Ges Gary Aramstrong e‡jb, "Push strategy is a promotion strategy 

that calls for using the salesforce and trade promotion to push that product through the channels. 

The producer promotes the product to channel members who inturn promote it to the final 

consumers." A_©vr av°v †KŠkj n‡jv GKwU cÖmvi †KŠkj †hLv‡b weµqKg©x evwnbx I †UªW cÖ‡gvkb e¨envi 

K‡i cY¨‡K eÈb cÖYvwji g‡a¨ †cÖiY Kiv nq| Drcv`K eÈb cÖYvwji m`m¨‡`i Rb¨ wecYb cÖmvi e¨envi 

K‡i ch©vqµ‡g eÈb cÖYvwji m`m¨iv P‚ovšÍ †fv³vi Rb¨ wecYb cÖmvi cwiPvjbv K‡i _v‡K| †hgb: wewfbœ 

jyweª‡K›Um ev BwÄb A‡qj cÖ ‘̄ZKviK Zv‡`i eÈb cÖYvwji m`m¨‡`i gva¨‡g c‡Y¨i cÖmvig~jK Kg©m~wP 

cvjb K‡i _v‡K|  

2. Uvbv †KŠkj (Pull Strategy): mivmwi P‚ovšÍ †fv³v‡`i wbKU wecYb cÖmv‡ii gva¨‡g weµq e„w×i 

cÖ‡Póv‡K Uvbv †KŠkj ejv 

nq| G‡ÿ‡Î †fv³v Pvwn`v 

e„w×i mv‡_ mv‡_ eÈb 

cÖYvwji m`m¨ivI wbw`©ó 

cY¨ ev †mev weµq Ki‡Z 

eva¨ nq| †fv³v Pvwn`v 

eÈb cÖYvwji gv‡S c‡Y¨i 

Pvwn`v‡K †U‡b Avbvi KvR 

K‡i| Philip Kotler Ges 

Gary Aramstrong e‡jb, 

"Pull strategy is the 

promotion strategy that 
calls for spending a lot on 

cosumer advertising and 

promotion to induce final 
cosumer to buy the product, creating a demand vacuum the pulls the product through the channel” 

wPÎ 9.4: wecYb cÖmvi wgkÖY †KŠkjmg~n 

Drcv`bKvwi 

‡fv³v 

LyPiv e¨emvqx 

cvBKvwi 

av°v †KŠkj 

Drcv`bKvwi 

‡fv³v 

LyPiv e¨emvqx 

Uvbv †KŠkj 

cvBKvwi 
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(A_©vr Uvbv †KŠkj n‡jv Ggb GKwU wecYb cÖmvi †KŠkj hv‡Z weÁvcb I †fv³v wecYb cÖmvi Lv‡Z cÖPzi 

A_© e¨q K‡i †fv³v‡`i cY¨ µ‡q DØy× K‡i| G‡Z Pvwn`v wfwË ˆZwi nq, hv eÈb cÖYvwji gv‡S cY¨ †U‡b 

Av‡b| †hgb: Unilever Zv‡`i mKj †fvM¨ c‡Y¨i Rb¨ weÁvcb Ges †fv³v wecYb cÖmvi Kvh©µg 

cwiPvjbv K‡i|  wb‡P wPÎ 10.4 Gi gva¨‡g av°v Ges Uvbv †KŠkj Zz‡j aiv n‡jv:  

wecYbKvix †Kv‡bv †KŠkjwU wecYb cÖmvi wgkÖY wWRvB‡bi bKkvq e¨envi Ki‡e Zv g~jZ c‡Y¨i aib, e¨emvq 

evRvi, mvgwMÖK cwi‡ek, gybvdv BZ¨vw` wel‡qi Ici wbf©i K‡i| mvaviYZ wkí I e¨emvwqK c‡Y¨i †ÿ‡Î av°v 

†KŠkj AwaK Kvh©Ki| Avi †fvM¨ c‡Y¨i †ÿ‡Î Uvbv †KŠkj e¨q mvkÖqx Ges AwaK †fv³v Pvwn`v m„wó‡Z mÿg|  

wecYb cÖmvi wgkÖ‡Yi mgš^q mvab  

Integrating the Promotion Mix  

wecYb cÖmvi ev‡RU Ges wgkÖY †KŠkj wba©vi‡Yi cieZ ©x av‡c wecYbKvix‡K mvgwMÖK wecYb Dcv`vbmg~‡ni gv‡S 

mgš̂q mvab Ki‡Z n‡e| cÖvwZôvwbK D‡Ïk¨ I j‡ÿ¨i mv‡_ wgj †i‡L wecYb cÖmvimsµvšÍ D‡Ïk¨ wba©vwiZ n‡q 

_‡K| G‡ÿ‡Î mwVK djvdj AR©b Ges D‡Ïk¨ AR©‡bi Rb¨ cÖmvi nwZqvimg~n‡K mgwš̂Zfv‡e wb‡qvwRZ Ki‡Z 

n‡e| mgwš̂Z wecYb cÖmvi Kg©m~wPi g~j jÿ¨ n‡jv AwaK †fv³v mš‘wó AR©b Ges †fv³v weåvwšÍ `~ixKiY| mgwš̂Z 

cÖmvi wgkÖ‡Y weÁvcb, e¨w³K weµq, weµq cÖmvi, Rbms‡hvM I cÖZ¨ÿ wecYbÑGB cuvP Dcv`v‡bi me¸‡jv †fv³vi 

wbKU GKB evZ©v †cÖiY K‡i †fv³v weåvwšÍ `~i K‡i Ges †fv³vi cÖ‡qvRb Abyhvqx e¨e ’̄v K‡i| AZtci mgwš̂Z 

wecYb cÖmvi wgkÖY Dbœqb I ev Í̄evq‡bi j‡ÿ¨ wecYbKvix cÖwZôv‡bi cÖwZwU Kvh©µg †hvMv‡hvM cwiKíbvi mv‡_ 

mgwš̂Zfv‡e cwiPvjbv Kiv Acwinvh©|  

 

 

 

 

 

 

 

 

 

mvims‡ÿc  

†h‡nZz cÖmvig~jK Kg©KvÐ A‡bK e¨qeûj Ges mgqmv‡cÿ ZvB cÖmvig~jK Kg©KvÐ ev Í̄evq‡bi Rb¨ Dchy³ 

ev‡RU cÖYqb Kiv Avek¨K| GKwU wbw`©ó mg‡qi Rb¨ †Kv‡bv Kg©m~wP cwiPvjbvi Rb¨ †h cwigvY A_© eivÏ Kiv 

nq Zv‡K ev‡RU ejv nq| wecYb cÖmvi ev‡RU wba©vi‡Yi PviwU mvaviY c×wZ n‡jvÑ1. mvg_©¨ Abyhvqx e¨q c×wZ, 

2. weµq kZvsk c×wZ, 3. cÖwZ‡hvwMZvg~jK mgZv c×wZ Ges 4. D‡Ïk¨ I Kvh©wfwËK c×wZ| wecYb 

cÖmvig~jK e¨q wba©vi‡Yi mv‡_ mv‡_ A‡iKwU ¸iæZ¡c~Y© welq n‡jv wecYb cÖmv‡ii nvwZqvimg~‡ni ev‡RU eÈb| 

eZ©gvb hy‡M Zxeª cÖwZ‡hvwMZv Ges cÖwZ‡hvMx‡`i AvµgY n‡Z iÿv cvIqvi Rb¨ wecYbKvix‡K wecYb cÖmvi 

msµvšÍ mg Í̄ nvwZqvi‡K GKÎ K‡i mwVK mgš̂‡qi gva¨‡g wewfbœ †KŠkj MÖnY Ki‡Z nq| wecYb cÖmvi wgkÖ‡Y 

g~jZ `ywU †gŠwjK †KŠkj e¨eüZ n‡q _v‡K| h_v: av°v †KŠkj (Push Strategy) Ges Uvbv †KŠkj (Pull 

Strategy)| wecYb cÖmvi ev‡RU Ges wgkÖY †KŠkj wba©vi‡Yi cieZ ©x av‡c wecYbKvix‡K mvgwMÖK wecYb 

Dcv`vbmg~‡ni gv‡S mgš̂q mvab Ki‡Z n‡e|  



weweG †cÖvMÖvg 

BDwbU bq  c„ôvÑ157 

 

 

 

 

BDwbU DËi g~j¨vqb  

 

1. wecYb †hvMv‡hvM Kx? wecYb †hvMv‡hvM wgkÖY m¤ú‡K© eY©bv Kiæb|  

2. weÁvcb Kx? Avcbvi „̀wó AvKl©Y K‡iwQj Ggb GKwU weÁvcb eY©bv Kiæb|  

3. B‡f›Um I AwfÁZv m¤ú‡K© eY©bv Kiæb|  

4. Rbms‡hvM I cÖPv‡ii g‡a¨ cv_©K¨ wbY©q Kiæb|  

5. bZzb avivi wecYb cÖmvi gva¨g¸‡jv Av‡jvPbv Kiæb|  

6. †h‡Kv‡bv GKwU cwiwPZ c‡Y¨i †hvMv‡hvM wgkÖ‡Yi Dcv`vbmg~n Av‡jvPbv Kiæb| 

7. Kvh©Ki †hvMv‡hvM Dbœq‡bi c`‡ÿcmg~n ms‡ÿ‡c Av‡jvPbv Kiæb|  

8. evZ©vi bKkv cÖYqb m¤ú‡K© we Í̄vwiZ wjLyb|  

9. †hvMv‡hv‡Mi gva¨g wbe©vPb KZfv‡e Kiv hvq? cÖwZwU D`vniYmn Av‡jvPbv Kiæb|  

10. †hvMv‡hvM ev‡RU wba©vi‡Yi c×wZmg~n Av‡jvPbv Kiæb|  

11. mgwš̂Z wecYb †hvMv‡hvM cÖwµqv Kx? 

12. mgwš̂Z wecYb †hvMv‡hvM cÖwµqv Kxfv‡e †fv³v weåvwšÍ `~i K‡i? D`vniYmn Av‡jvPbv Kiæb|  
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