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Concept, Evolution and Characteristics of Marketing
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= T TR DI AT SR o1 F0fS 2eetl Ieiq | Ropeaiar forer efswicas srm
IR T TS 8 ARFINT A & ([FF I QR (12 ISIER iRl 57 FF efSvia oiq 7%y
S F |

e =@ [Kfey owed TI7e | GFE ARG (OISR FR ) @SR B X0 ASH | &N
FeI G, e WFs x| BIfRAr @ IREANET S @RIER T8 ISF = (IR I 2 |
(TR BICET TS T AR, @ TR AT BT BIfRAE TSR (@I 2007 | e SGaifos sram
G T erol-Rareld {8 IR B o) @Tame 3@ | @€ FR_fG e, Ted e 295 |
oot SIER ISR ZCE (@I AT IS 8 MY (FOR (& T Afed) 7wfE qma o =g,
S (O AL SR, W< [ FAF 30 W QIR #9 I (TRT TR AR ML |

s aretas fog e Srage B 7CE:

Philip Kotler & Gary Armstrong 43 WCS, “A market is the set of actual and potential
buyers of a product or service.” ¥R AT AT (@ 2147 A CRIF AF© 8 I (FOIIe
7B |

Steven J. Skinner (¥ <&l gl FICRY ©F (AN, “A market is a group of people who need

and want a particular product and have the buying power, willingness and authority to
purchase the product.” SR IASF 2 G0 TN AT @I [WWHB 2T e @

O[T TCACZ R A AT I AL, 0RT 6 FOP TR |
AR SATEABAT (AT G B (@, PR @A W 9T e A e wfefze Far 26T
T R | AP HATF, (FOAP NHR qreiead dfe- e gigeere e 93 v Mg <@
(B M2 @A Aoy AN TR ¢ AFS (FORIR NG (ST A | W G I Y AP
O AT TR RegraAte 0o Al @ [gfo |

e 8 Reteited oKy “1FT (Differences between Market and Marketing)
e 8 e = 73t Igeif s ama R S 8 IR WE (e Hid I |
AT STErd TR R

TG @3 B~ 53
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= RICIE] R
> | IREaT I ZCAT (I AT IO 8 TR | AfSHITTR o167 ST & Ay I GTaT 78
(@S B | 8 RFNEE Tge (Fel 8 (SeF 7
T FANE oA 1 =7 |
Q| Sy T&ol 8 (SIS T4 @A FIoF | @Fel 8 (Sfe bifzar 779 T AEE =S
40 40
o | T A, CRI ¢ RN VY@ NS | Koty 219, G ¢ 9o 2 ¢ K=
TWBCAF G IS TS 27 | el TS e 77 |
8 | GFY ftrer qreHe @R ewe AT | (el Al (SIER AENE @ eFe (el
| Rl
@ | AT | AT TgeTS ST 8 = | ST FTAAS, IS @ TG ST 78
|
Y | B o | Tl @ el 3 % A | @wel, twrs! Qole TRIQARFE, T4F
fifeq 7% wive A |
q | F T AT 8 G NG TF AF | | [0l ooy 1 o f[faweg e wfse
e a1 ofSD TR Tt T
AT |
b | AR | wEeriv AfRseEr A4 | ARGRIW AT A |

TARCS SO (AfFFCe @0 AW (@, IS o7 A O G- wea Nl e 77 59
SIfePTea e “AfDIfeT® = | S, R TGCT “Aely A G B (0T B 0 o [ Afe Aw
AT 4% AAfTCa FTwime i 27 |

fR@rtz@ sew=t (Definition of Sales)
e o, Raww ZeTt #Iteir N (@rol 6 =eeEa efe | R it e e vga

WfeTiT TV N AT ;3 IR (SR rAe fFdfae, sifEmr 3§, el Swpre, o0y T
(TFSIF O &I, TATH (MSAT IR FTAGAF TG 2T NTF TWBES FGNE [ 97 2 |
ToaRk, R 2T FOUE FGF ANE, @ FGGET @ (SR e i@, sifEar 72, @rer
PRI, 20T TR (FOILE 2RI 8 AT v, Mot T81e, SifRv @ Rercares GRT e
goritv |

fRerw @ [t ey 21697 (Differences between Sales and Marketing)

M 1R REAE e 998 [REW M I3 A0F Fg [l 2ot @36 pefier I sffs @3
ey =T @3 Aaforn Ffs weet | fars Rar @3 Resfeltas sieay =idwy e <eeTl-

ISEES e R

> | gl i@ =T e seeme Riawea «o7 a1 | ool e ¢ wefe fdima e
fafeg Fideg 792 | FIRfCE fotere a0 |

3 | NSS! e ifafs Fifve | fstercar sifafy 2 |

© | ST R Sy =ET AT I CRE | KA ST 20 (SR 7818 oo |
TfeTFT TV |

8 1 T | WiferpIAIeTe ST e = | }?g% TS R NEAFETS  SATITA

Y|
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ISEE e R

¢ | IRGT Aoy TRATCAR 21 7 PRGN P B | | #I7 TRAMCAR 7T T IR 93P 2T |

v | AfeEe | Reslion o/l Rews @ 7y | FRaE afepiad En JIgoT Fes
27| e @ ifs s Tt 2 |

9 | GEPICA | oy e @R FT Jfad Afs @l | toree EiET dfe @ ey a9 = |
@Y (M 27 |

b | ARl | R sifieger R Tgerim '@ | e sfeger v g2
CF |

AR I T @, REw e [oewms Ses S0ed T @0 o9 T @32 ol et 9 Jwifes
8 IFRT afewr |

5( [RERERD 1] e, Rera 8 fRAees My 579 @ #{1d<y forgd |

@ T

ISR 2T @ AT IO 8 TWRY (Tl (& AT AfSD) 7B WA SO} SITE, TSR GBIER
AN oy, I T[T FAF IR A G 0T I G ST AGFR AR | A [ e Fouten
JE I, (@ FIGSTEA A (SIS e ffae, vifemr 52, (@l e, w9y TF (@
AT @ T Wi, NF TVeF, ifew! Squd [@wares ORr emie goiifw | SwE (SR
ATE 8 FEB LT e @rifaa Sy S &y [y s=eiffe s Qo aeeT |
AR 8 AT 0y ATl Ty, I, ¢FW, TATAN, MfHB o1F, 7TF @ ARFFArS *NLFT o7y
T T | R@w ¢ R 992 [Ew T e 9 mE Wow Ny A0EeR | G WO TSel, SIS,
Ty, ST, S, ARG, @Fe AW 8 AfRFFNTS 1LFT IR |

Fb TSR FEVHA-3.9

S AR NI 2VET 20 (&l FI& 7o 772
) fa=tery ¥) (el 7B
o) e e v) faa o
Q1 TF CFCG AT ARSEA &= F4T LTS 272
F) G CFQ S ASKEICENE )
) ISR CFQ ¥) k@@ oF@
ol @ @F afeas sesfer
3) e afe <) IR Aferan
o) Tesfme aferm q) e effew |
8| (TG (P 26 LT AT AR, (T (F67 AL To® 20 ARCA?
) fa@w ) TIEHAN
) TeAM ¥) AR
¢ T (P (T A TEGE?
1) TSI TaFef i) e (o iii) SreT® (o
e @B A(ow?

¥) 19 i <) i @ iii
o) i @ i 9) i, ii @ iii
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25> .8 ISRAISERERAA ]

Importance and Scope of Marketing

RO SINGST TG FACS ARCIN; QR
JIETICACHA T SFITA (AT NP SFACH [T QISP I FAC I3 |

T = (Keywords) | &1

FRACT TIFSICAT, JRARAS TR, GAAI@I TCAFI, 77,

Rt @9 (Importance of Marketing)
o (SIEIa Qe @ AP RN T AE | TG GRE AT FF (F@s. [0l
G ACACR | TS ReeAeta SfSer SIeetiva <4 2 -

o

TG HF =AW (Producing Essential Products): f=ew afies stragesr stices ey
ATAE AT T GO FH=W G- A 7T, (TN FrACwE, I, AW, T Topifin (0T 7
AR (I AT TAM 8 IR F41 2T |

TERT (Innovation): 59T 2197 FRRAZ FA 2N SIS AT FIEGCNT LI TG 1
TN ST A AT BT | 433 A, oo (ore siftmr ¢ w#fo Sd sy agfe
IR FCI FEATTEA #/el7 I FRT AF© 8 FIIANRA VLI (SIGIF TGS e (581 IA |

47 8 (T SifAT Y@ (Creating Demand for Product and Services): Nieas Tty ey
QR #07 A G IRRIEE @ bifgwl AeF € o T A o7 vifewits fofee Face «Ata
a1 e ey @R T W TgEE O e viftre Bfee 8 aiws @ a3z Tgirs,
IS, AT 8 Hoo® TATAI B FC AN Ay I T BifEwl 2 e AT |

. #TR &Y 769 (Proper Distribution of Product): TA*F 7 ZIH GF(5 24] AT S

-8 O #IC; WA A7 FIC Aeioa SifEnr Sl 7-8 A AN | G »ore, R ey
T 2R BifEmT RSy «a0ea AT A | 2T BIRAT @ QTSI Ao T Ao oafs
o BT (ATt e [ sitea aw 9%+ oo 56 |

FofRe IfF W (Reducing Business Risks): {o6q @@ T4 Iei@a sifzar
(TrSTEE #el7 1 (TR T=AME FAF FACT 2107 I O KRG 29 T[T W@ W | AU,
AT BT “fs SEoTae SR o frafaet I O I0T ~iely 1 ORI Reweaa frozret 2 =0

TRAST SR 7 (Creating Economic Infrastructure): 3 =6y T3 Serifre
AT (STEIMS 16 (R T TLAOF TSI AT | Arelre 3!, [ge 43T,
@i, Affers IR Tgaw Sonifva T wfafos ST ot = |
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q. w{iafes f¥feReret qey At (Maintaining Economical Stability): I/&0ta (FF G071 2/°l7
ATAISH, & Al sy earem, T 2% e 3 KAt Qens 4y GrR AF oy
fr@er 3@ o1l | T o @ e sftafos BfoReret @it arTe TR 3 |

b. FERZY A B (Creation of Employment Opportunities): =i afema sy
IR M ey TfE ¢ @i, @we Tz, e, A, [ w1y, Sfem Sonw
TE® IR | BT FAC AAF oo I FARLARCET A AL 9T FRNALZICT
72 7 A |

5. JPNT AT 8 A Fee-97 g9 (Improvement of Business Environment and
Social Welfare): TAMET Teofle «1el] (OI&F A0 AR, ITAPINIR AT TTAINL 3
AfSTRIMNma e e [ g Aifafens s Iom IR | A TS AT Aol

R FF oA Aifers Fesier LT FACR |

So. §RTIAR WIS (Upgrading Standard of Living): 99 teiex sifent € sig™ st
fTergs ¢ TFe T A9 FHREAR A WA Q@ T Jface FRA©T SR | W,
TP IZN IR (S A AR |

Rt snest (Scope of Marketing)
et M TS REpRee et wneer & [eaver a1 =11 f[steieya ey wfEe
RO 2wy ¢ Gl it Bfexqrey Stedl a1 2R | =iere fgfafie gy [T s
TS ¢
. 3oB7 (Events): Reraadt wwrfefes ffeg Sresa a Spim Siwee Fak S« [Jfe
(@I f1F5 #1071 ERIF &M (oTrg w4 | @ @ r=ifag 84S Soeres s, Ge
Gl SICTS, GeT Sagsie, fow ew(ar, eroie @z ST Zerifi |

2. & (Persons): & f D efsHitas SIEfey Toget F9 &y Teiey Jfemacs e s
G ARG I AE | @A AfeP s awms 2 @i, e, cens, awwie
oo i, #fafbfs, a- Terfnes HAfer wwa efsvim @ Ifaa sy RoemesE
SR Ao |

©. FT (Place): JfRIE v (= digfos owd a1 Feraifre ey g siwdarn s Koo
AR &y qed Soapiee A6 g oIte e | e [Rfeg o0 B9 S SR ey
T 15w S, [, 7RIl afemeae g, e 9ot e Tonf Feoonets
FIT [oTa IS AR |

8. & (Properties): 767 @ R@F A [T A 7FeT F&2 Sive | ©13 [Kfog &7
AT 8 TR (AT 27 |
€. AT (Organizations): TSI AT AT FATTL TN N NG SRS TG (ST STy

fafeg AwIfeT F@m apa [T s | [Rees T e, ames, @oR 3ies,
AR FI7 To7Ifr Nesroaate Koy SEGR Mo o afeditTa s Jfa Tz |

TG 9w PBI- S
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w27 (Information): =T TYICY ©27 ¢ TI (2 1 ©f [y (Sr&H TR AR T = |
fefae, F1 8 IEoRTE O ¢ @iN 2 T 3R Yo [y wfvers, va-w@ ¢
fafeq e AMRNE AfqP TG o207 &bk TR |

QAT (Ideas): R T O« 6 I64y, et A et T Reotetas @R e (@of A
(OIEE B 8 JAQE RGOS I, Mbod I QR OF F& IACo SRS T |
TniRerTmel, Gifes W8T QI b, AIDS TRIgS J1E, G e, s & i «{faea=r ioie,
SR s B o Torifer |

TAfASE T fefere o IR @, [Aate qhest o | RATTFIAE KAV SANGST T0F (S0
fANTTT LG T FAT LTI |

JIRFATC FCot TFaTAter (qead SAfeT TFaea [e1oitTw 9f¥3T (Role of Marketing in the

Economic Development of a Developing Country like Bangladesh)

I TR WSS ST oo wror® el Sl A 7 | wAfeT S AR (Ha
oiele fFeICT Smi AR O {0 ST 4l e

o.

I cFq SxT (Development in the Field of Agriculture): s Sifqi (ree= wrel
JEmerce weife R e | FR Terme Jfaw e erarey Aw, e, B, SRR
YT RGN o717 TRIAIR T LCH QIR GFE AL FRACH Geoiifire sfely M5 e Ao
T (Sl T TSI IR K el e | ot $iH Soiaael IR @3 Fraere Al
@R (v o o e 3 |

gt g3 (Development in the Field of Industry): R W¥ Jrermes Figcscae
fRore ffog BT (2T I e S0 fig afesit AR a3k Fgere 535 IR R
G ST AR |

3 ¢ g = A« (Coordination between Agriculture and Industry): ¥ ¢ fxig
A RGN | QAT &% 41 T (@, W 40T I TG g (4o 0, FIoes,
IR G Tonfv Toraer Ff (FLG AR A T I TAM O T3 A, FRCFG
(AT BTN FIREIR PG TAM AR 14 2 |

. TeAmT @ (St FANRTNET (Coordination between Production and Consumption):

A0 I TR 1oy e S99 T4IeT SRATW @ (ST WL AL FAF FICS [T Yo |

FPRFT AP AR (Creating Employment Opportunities): I8 et ey
ISR AL AOTF @ ATAFONL AT 2T 7T TG Tiew | T, AT
[T, Lol T, Rwald, oifiazs, enmaresad, 927 7@z 39 fqomees [fey wite 92
IRAE (I SACAT GIFT RS (SIS RREAAS SItneg @ e i (AR |

T Rt ST (Contribution of Service Marketing): Sl @ fRigreitela e e
i wdSifere ERT ATed Sme e o arecg | e ey Fid@ms S R,
1P, TP, [, =6 4o oyl ¢Fea (SIS bifRnr 77e Fea weifore o AR |
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q. W% TEE (Regional Development): TSI SRR SR Sy JETITACHT e ST
NS TV T | (TF- PIETs 8 53N 5 Site T 58 AT 7K ST BT
vifzwr @R | [T o SGER e e[Sy Siwetd Sitend 69 Wive i ereR
SIfRAT (TBITS AT | T 247 TRAMA 8 (O[T WefoT SpTre] e T4l AR 8 Seeferd Ty el
TR |

v. SSIW W I (Increase in National Income): JieeTTnee el w23l [fegena Jxvrres
TeoC RIS FA0R; @NF MG AT Sifewr o IR, TRAMER IO M@z 0,
Teolfre #dy @ 7, ATl Ao TofF ¢ T TR awiF 7 |

5. qwF TN YRS (Role in Market Development): R ©fF SRR NG @R
TSI ISHF TG @ BIfRAT 77 FAR AT A g g« #9] TR NG (OIS A
FOIAGPT SifEwl o7 F0% | SRR, PGS sy, Tofi (AR Topi oy TeAme (@
feeRIfre ReAR AiRETr SEEIfos et vifznre sFe Tz |

So. IfAfST fZfSMerer I&T (Maintaining Economic Stability): A2@d UG 8 <6zw
TAMHE SRS F(E GR (SISACE #0] IEG AT T oo Siftafss I SRy
T ICE | IO TRAMT 8 (ST SORA ARG R o Ieemes sdtafes Afkeaem
fgfediere! qe¥ AT U GRAI@H T TS I |

Grmd G AT SFACH (T (FI CFC@ o0 QT ARTS ATCH?
x T A=A T4 |

@ T

o qafes ST qf2, LRGN FF TAMA, A0y @ I TR, JLATOT TAMH, 77 @
G SifEmr 2, sifemr 9IR @I et [y, s{tara JFN I, W4deafod fFfoaerel, g,
Fifafenss sAfac w1, e SOt 9IR FRAA@ ICAFACH @@= QT 27 e | [erera
ST AT | AT Aoy, G, WfSwe!, 30w, AfE, FIN, TG, Feoiow, ©F G 47elT Tenify
e Ay WEE | TgeEE ¢ e TR Sdtafod SRe [ oS el |
AR F (P Sgaw; P (@ e PR @ MR AW A TRAMA 8 (ST A AL
TR A 3fB; TR RANTT S & #Afea Seet; GRaas W Sgae; Y I5+; Sor
T e AT THACE Y GR wGefoT FfoRTer q@m AE vReg et [fegena swme
R |

Hj ISR FEVITA-3.8

S| Sifewl 8 @I Nedy ST [T e (767 (@G =06 ?-
) QIR I SR GRICEREISHI]
o) TeAm I q) TOICIA (@R
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31 fReeEs wreeR wege W3 e @G

%) wfoeze ) B
) ANSTOFT q) ifg

Roa TRl Ate © - 8 W AT Tex fow-
T T @I T TAMTSET @A | @R Ty ey @R i S S
ACF | Q8 I @FARG AT ORI 27 FIIANRA AN A ARGI6S SRS FACAI A oy
T F0% |
o | fF TG ol (AT SRt T (P I AT

F) 2[R PTR )

o) SO S q) e eyt
8 | T FIT-93 [ SIS wee-

i) PRZE IfE AR

i) JAes TeAmS Jfa AT

iil) AT M

o @G A(ow?

F)18ii ) ii @ iii

) i @ iii 9) 1, ii 8 iii

(D TS T

e & S

TS ACHIRITE GFfs AT SPT Cofed IR BT I3 | o Ioi1= sifvma I (A0F =T & I
PR QT TS G Cof FR | A0 TesAlre g7 Apicasere aed fofv (e [ifey e ey
AR LT IFFIAIR T | T COfF 8 TR (O Feee ol A fofy a1 sArr=iif* wyr-tefer
Teome @ fRte Praie a=el Feaee |

. fa@w >

4. Q3 PN @fFFre Afers (@wel FIfF (Sret? T T8 | N

. fere (R ¢ WREIfeT I QT TR FARA- 4 AfRialFre e ot ey Sy

A | ©

T, SYIN-CEel ToomE 8 AT W@® ffered ae Fepe qWPTHe A0 AR A IE?

@ifewe! RRTeme < | 8
T - ]

AT QFTT IR FEAT AIBIAF | OF (@D &TAE NG (SIEF HIfRAT 910 T (58
FE T AR 247 A ERT T=oAWE, Joly TR0, bRl Q3R FRANRI F& 67 | (@AMDG [T w67
(SIGI3 AE | O (ST AR TS(F ACHI 2. (R FFe] FG “Af5ifere 27 |

F. (ol T F? >
q, YR (@S| (F TS ANF? FRIT T | 3
. ARTACTR (PG et (@ IO (@I 22 ICACR? [T e | ©

T, TWIS, (OIGIF (FF I [0 FEGT AT F99 e Fo6! @ifes of [{uaas s 1 8
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o, QI (A JHEFAS Ay &R F GIFR [GFT F TRA (T {0 A 3B FeczeT?
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T, ‘e aftafes Sgae TFEE - TN fF @ ISE@7 MY aFNS? TwiAET ENeE [esEe
9 | 8
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‘Feien @R a3 w3l w1 | @G ey affens ¢ gfere 727 ST TwoemE 8
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IR (SIS FES AT |
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