
 

evRvi wefw³KiY I wecYb wgkªY 
Market Segmentation and Marketing Mix 

 

 

 

 
 
f‚wgKv (Introduction) 
G BDwb‡Ui cÖ_g cv‡V evRvi m¤úwK©Z aviYv I  evRv‡ii ¸iæZ¡c~Y© ‰ewkó¨ Av‡jvPbv Kiv n‡q‡Q| cieZ©x‡Z ejv 
n‡q‡Q evRv‡ii †kÖwYwefv‡Mi K_v  A_©vr †fv³vevRvi I wkíevRv‡ii K_v| †fv³vevRv‡i cY¨ mivmwi †fvM Kivi 
Rb¨ µq Kiv nq, Avi wkíevRv‡i cybtweµq ev cÖwµqvKi‡Yi Rb¨ cY¨ µq Kiv nq| ‡fv³vevRvi I wkíevRv‡ii 
wfbœ wfbœ ˆewk‡ó¨i Kvi‡Y wecYbKvix‡K wewfbœ wecYb Kvh©µg MÖnY Ki‡Z nq| Z…Zxq cv‡V evRvi wefw³Ki‡Yi 
aviYv I myweav Av‡jvPbv Kiv n‡q‡Q| cÖ‡Z¨K Drcv`K Zvi Drcvw`Z cY¨mvgMÖx I †mevmg~‡ni myôz wecY‡bi 
R‡b¨ mwVK evRvi I mwVK †fv³v ev †µZvi A‡b¦l‡Yi D‡Ï‡k¨B evRvi wefw³KiY †KŠkj Aej¤̂b K‡i _v‡K| G 
†KŠkjwU Aej¤̂b K‡i Drcv`bKvix Z_v wecYbKvix AwaK cwigv‡Y cY¨weµq Ki‡Z mÿg nq| PZz_© cv‡V evRvi 
wefw³Ki‡Yi Rb¨ K‡qKwU wfwË m¤ú‡K© Av‡jvPbv Kiv n‡q‡Q|cieZ©x cv‡V wecY‡bi wgkÖY I Gi 4wU Dcv`vb 
e¨vL¨v Kiv n‡q‡Q| me©‡k‡l lô cv‡V wecYb wgkÖ‡Y †fv³v‡`i Ae ’̄vb I cÖfve we Í̄viKvix Dcv`vbmg~n Av‡jvPbv 
Kiv n‡q‡Q| 
 

 
BDwbU mgvwßi mgq   BDwbU mgvwßi m‡e©v”P mgq  2 mßvn 

 
 
 
 
 
 

 

 

GB BDwb‡Ui cvVmg~n 
cvV-1 :  evRvi: aviYv I ˆewkó¨ 
cvV-2 : evRvi-Gi †kÖwYwefvM 
cvV-3 : evRvi wefw³KiY: aviYv I myweav 
cvV-4 : evRviwefw³Ki‡Yi wfwËmg~n 
cvV-5 : wecYb wgkªY: aviYv I Dcv`vb 
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evRvi: aviYv I ‰ewkó¨ 
Market: Concept and Characteristics 

 
D‡Ïk¨ 

 

G cvV †k‡l Avcwb  
• evRvi m¤ú‡K© aviYv jvf Ki‡eb; Ges 
• evRvi-Gi ‰ewkó¨ eY©bv Ki‡Z cvi‡eb| 

 

 

g~L¨ kãgvjv (Keywords) 

cÖK…Z †µZv, m¤¢ve¨ †µZv, µ‡qi mvg_¨©, µ‡qi KZ…©Z¡, `i KlvKwl, 
Pvwn`v, †hvMvb| 

 
evRvi m¤úwK©Z aviYv  (Concept of Market) 

ÔevRviÕ kãwUi A‡bK A_© i‡q‡Q| A‡bK mgq evRvi ej‡Z Ggb GKwU wbw ©̀ó ’̄vb‡K ‡evSv‡bv nq 
†hLv‡b cY¨mvgMÖx †ePv-‡Kbv nq| †Kv‡bv †Kv‡bv mgq GKwU wbw ©̀ó c‡Y¨i Pvwn`v I mieiv‡ni m¤úK©‡K evRvi 
wn‡m‡e AwfwnZ Kiv nq| †Kvb wKQy weµq Kivi KvR‡KI ÔevRviÕ bv‡g wPwýZ Ki‡Z †`Lv hvq| A_©bxwZwe`‡`i 
g‡Z evRvi n‡jv †µZv I we‡µZvi mgwó| †µZv I we‡µZvi g‡a¨ cvi¯úwiK `i KlvKwl I mg‡SvZvi gva¨‡g 
c‡Y¨i g~j¨ wba©vwiZ nq Ges †mB g~‡j¨ †jb‡`b m¤úbœ nq| Avi wecY‡bi cwifvlvq, evRvi ej‡Z RbM‡Yi 
GKwU mgwó‡K †evSvq hv‡`i e¨w³ wn‡m‡e wKsev cÖwZôvb wn‡m‡e cY¨mvgMÖxi cÖ‡qvRb _v‡K Ges †mB mvgMÖx 
µ‡qi mvg_©̈ , B”Qv I KZ©„Z¡I _v‡K|  

evRvi m¤ú‡K© ỳwU msÁv GLv‡b †`qv n‡jv- 

Aa¨vcK Philip Kotler & Gary Armstrong evRvi m¤ú‡K© †h msÁv cÖ̀ vb K‡i‡Qb Zv n‡jv,“A 

market is the set of actual and potential buyers of a product or service.” A_©vr evRvi n‡jv 
†Kvb GKwU cY¨ ev †mevi cÖK…Z I m¤¢ve¨ †µZv‡`i mgwó| 

Aa¨vcK Skinner Gi g‡Z,“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.” 
A_©vr evRvi n‡”Q GK`j RbMY hv‡`i wbw ©̀ó c‡Y¨i cÖ‡qvRb I Afve i‡q‡Q Ges cY¨wU µ‡qi ÿgZv, 
B”Qv I KZ…©Z¡ i‡q‡Q| 

RbM‡Yi mgwó‡K evRvi bv‡g AwfwnZ Ki‡Z n‡j †mB Rbmgwó‡K Aek¨B wb‡¤œi PviwU kZ© c~iY Ki‡Z n‡e- 
1. Rbmgwói g‡a¨ Aek¨B c‡Y¨i Pvwn`v _vK‡Z n‡e| Pvwn`v bv _vK‡j A_©vr Rbmgwói c‡Y¨i cÖ‡qvRb bv 

n‡j Zv‡`i‡K ÔevRviÕ-Gi ch©vqfy³ Kiv hv‡e bv| 
2. Rbmgwói cY¨ µq Kivi Aek¨B mvg_¨© _vK‡Z n‡e|  
3. Rbmgwói ïaygvÎ Avw_©K msMwZ _vK‡jB Pj‡e bv, cY¨ µ‡qi B”Qv _vK‡jB Rbmgwó‡K ÔevRviÕ-Gi 

ch©vqfy³ Kiv hv‡e| 
4. wbw ©̀ó cY¨ µ‡qi Rb¨ mgwóe× †jvK‡`i KZ…©Z¡ (Authority) _vK‡Z n‡e| D`vniY¯̂iƒc, GKwU 

cÖwZôv‡bi K¨vwkqv‡ii wbKU UvKv Av‡Q, Zvi GKwU we‡kl cY¨ †Kbvi cÖ‡qvRb Ges B”QvI i‡q‡Q wKš‘ 
†h‡nZz †Rbv‡ij g¨v‡bRv‡ii nv‡ZB ïay cY¨ †Kbvi KZ©„Z¡ wbwnZ, †m‡nZz K¨vwkqvi ÔevRviÕ m„wói Dcv`vb 
wn‡m‡e we‡ewPZ nIqvi †hvM¨Zv iv‡L bv| 

cvV-4.1 
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Dc‡ii Av‡jvPbv †_‡K GK_v my¯úó †h, cY¨mvgMÖx †ePv-‡Kbv nq Ggb ’̄vb‡K evRvi wn‡m‡e AwfwnZ Kiv n‡j 
fyj n‡e| cÖK…Zc‡¶, wecY‡bi „̀wó‡KvY †_‡K GK_v wbwØ©avq ejv hvq †h, †µZv‡`i‡K wb‡qB evRv‡ii m„wó| 
GKwU wbw ©̀ó †kªYxi cY¨mvgMÖx †_‡K hviv c‡Y¨i mÜvb K‡i ZvivB M‡o †Zv‡j evRvi| GB evRvi ¶z ª̀ cwim‡i 
†hgb n‡Z cv‡i, †Zgwb wek¦e¨vwcI n‡Z cv‡i Gi we Í̄…wZ| 
 

evRv‡ii ‰ewkó¨mg~n (Characteristics of Market) 
evRvi‡K †K› ª̀ K‡i wecY‡bi mKj Kg©KvÛ cwiPvwjZ nq| wb‡P evRv‡ii K‡qKwU ‰ewkó¨ D‡jøL Kiv n‡jv- 

1. µq-weµq‡hvM¨ c‡Y¨i Aw Í̄Z¡ (Existence of Tradable Products): AvaywbK evRv‡ii wewfbœ 
ˆewk‡ó¨i g‡a¨ Ab¨Zg n‡jv GK ev GKvwaK c‡Y¨i (ev †mevi) Aw Í̄Z¡ hv mswkøó evRv‡i µq-weµq 
m¤¢e| c‡Y¨i Aw Í̄‡Z¡i mv‡_ evRv‡ii Aw Í̄Z¡ m¤úK©hy³| 

2. MÖvnK (Customers): wecY‡bi „̀wó‡KvY †_‡K evRv‡ii Av‡iKwU ¸iæZ¡c~Y© ˆewkó¨ n‡jv MÖvnKK~‡ji 
Dcw ’̄wZ| A_©vr MÖvnK ev c‡Y¨i †µZv _vK‡jB evRv‡ii m„wó n‡e| MÖvnKwenxb evRv‡ii Aw Í̄Z¡ KíbvB 
Kiv hvq bv| Avevi A_©bxwZi „̀wó‡KvY †_‡K ïay MÖvnK _vK‡jB Pj‡e bv, we‡µZvi Dcw ’̄wZI Acwinvh©- 
†µZv I we‡µZvi mgvnv‡iB evRv‡ii D™¢e| 

3. AÂj/GjvKv (Area/ Location): evRvi GKwU wbw ©̀ó AÂ‡j wKsev mgMÖ †`‡k we Í̄…Z _vK‡Z cv‡i| 
evRvi mviv we‡k¦I n‡Z cv‡i| c‡Y¨i cÖK…wZ I Pvwn`vi wfwË‡ZB evRv‡ii GjvKv mvaviYZ wba©viY Kiv 
nq| GKRb wecYbKvix‡K evRv‡ii GjvKv wb‡q me mgqB wPšÍv Ki‡Z nq| KviY A‡bK c‡Y¨i †¶‡Î 
GjvKvi Dci wfwË K‡i evRvi wef³ (Market segmentation) Kiv nq|  

4. `i KlvKwl (Bargaining): †Kvb †Kvb c‡Y¨i evRv‡ii GKwU j¶Yxq ˆewkó¨ n‡jv c‡Y¨i g~j¨ 
wba©vi‡Yi D‡Ï‡k¨ †µZv I we‡µZvi `i KlvKwl Kiv| evRv‡i †µZv I we‡µZvi cÖZ¨¶ wKsev c‡iv¶ 
`i KlvKwli gva¨‡g c‡Y¨i g~j¨ wba©vwiZ nq Ges †mB g~‡j¨B weµq nq| 

5. †jb‡`‡bi m¤úK© ’̄vcb (Creating Transactional Relationship): AvaywbK evRv‡i †jb‡`‡bi 
m¤úK© ¯’vc‡bi Rb¨ e¨w³MZfv‡e ‡µZv-we‡µZvi Dcw ’̄Z _vKv memgq Acwinvh© bq| Dfq c¶ 
`vjv‡ji gva¨‡g (†hgb †kqvi evRvi, cv‡Ui evRvi, Pv evRvi) wKsev B›Uvi‡bU, †Uwj‡dvb, †U‡j·, d¨v· 
BZ¨vw`i gva¨‡gI †hvMv‡hvM ’̄vcb K‡i †jb‡`b m¤úbœ Ki‡Z cv‡i| 

6. Pvwn`v I mieivn (Demand and Supply): c‡Y¨i Pvwn`v I mieiv‡ni cvi¯úwiK wµqvi d‡j 
evRv‡ii AvqZb wba©vwiZ nq| GKw`‡K Pvwn`v Ges Ab¨w`‡K mieivn evRv‡ii AvqZb‡K cÖfvweZ K‡i| 
Pvwn`vi e¨vcKZv _vK‡j evRv‡ii AvqZb RvZxq mxgvbv Qvwo‡q †h‡Z cv‡i| Avevi Pvwn`v Kg n‡j 
evRv‡ii cwiwaI †Zgwbfv‡e msKxY© n‡e| mieiv‡ni †¶‡Î GKB K_v cÖ‡hvR¨| 

7. Pvwn`v †iLv (Demand Curve): wKQ y mg‡qi Rb¨ n‡jI cÖ‡Z¨K evRv‡ii GKwU Pvwn`v †iLv _v‡K hv 
w`‡q cY¨ µ‡qi cÖwZ †µZvi AvMÖn Abyaveb Kiv hvq|  

8. cÖwZ‡hvwMZv(Competition): evRv‡i wecYbKvix‡`i g‡a¨ memgq cÖwZ‡hvwMZv we`¨gvb _v‡K| Zviv 
c‡Y¨i weµq e„w×i Rb¨ wb‡R‡`i g‡a¨ cÖwZ‡hvwMZvq wjß _v‡K| 

Dc‡ii Av‡jvPbvi †cÖwÿ‡Z ejv hvq †h, wecYbKvix evRv‡ii ‰ewkó¨¸‡jv Rvbvi gva¨‡g †µZv-we‡µZv m¤ú‡K© 
aviYv Ki‡Z cv‡i| d‡j mš‘wóweav‡bi gva¨‡g `xN©‡gqv‡` cÖvwZôvwbK gybvdv AR©‡b mdj n‡Z cv‡i| 
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 wkÿv_©xi KvR Avcbvi GjvKvi K‡qK ai‡Yi evRv‡ii K_v D‡jøL Kiæb| 

 

 

 mvims‡ÿc 

evRvi n‡jv RbM‡Yi GKwU mgwó hv‡`i e¨w³ wn‡m‡e wKsev cÖwZôvb wn‡m‡e cY¨mvgMÖxi cÖ‡qvRb _v‡K Ges 
†mB mvgMÖx µ‡qi mvg_©̈ , B”Qv I KZ©„Z¡ _v‡K| evRv‡ii K‡qKwU ¸iæZ¡c~Y© ˆewkó¨ i‡q‡Q; †m¸‡jv n‡jv µq-
weµq‡hvM¨ c‡Y¨i Aw Í̄Z¡, MÖvnK, AÂj/GjvKv, `i KlvKwl, †jb‡`‡bi m¤úK© ’̄vcb, Pvwn`v I mieivn, Pvwn`v 
†iLv I cÖwZ‡hvwMZv | 

 

 
cv‡VvËi g~j¨vqb-4.1  

 

mwVK DË‡ii cv‡k wUK& (√√√√) wPý w`b- 
1| wecY‡bi „̀wó‡KvY †_‡K evRvi ej‡Z wK †evSvq? 
 K) `i KlvKwli ’̄vb    L) Zxeª cÖwZ‡hvwMZvi ¯’vb 
 M) cY¨ ev †mevi cÖK„Z ev m¤¢ve¨ †µZvi mgwó N) cY¨ ev †mev µq-weµ‡qi ’̄vb 
2| ‡mvenvb GKwU e¨vM µq Kij, ‡mwU †`‡L c‡ii w`b dvwng GKB iKg e¨vM µ‡qi B”Qv cÖKvk Ki‡jv| 

GLv‡b- 
i) kvwKj cªK„Z †µZv 

 ii) dvwng m¤¢ve¨ †µZv 
 iii) kvwKj I dvwng ỳBRbB †fv³v 
 wb‡Pi †Kvb&wU mwVK? 
 K) i I ii      L) ii I iii 
 M) i I iii      N) i, ii I iii 

3| wb‡Pi †Kvb& ˆewkó¨ _vK‡j evRvi ˆZwi n‡e? 
 K) cY¨ cȪ ‘Z _vK‡j    L) c‡Y¨i g~j¨ 
 M) Drcv`bKvixi Dcw ’̄wZ    N) MÖvn‡Ki Dcw ’̄wZ 
4|  wb‡Pi †Kvb&wU evRv‡ii ˆewkó¨ bq? 
 K) `i KlvKwl     L) Pvwn`v I mieiv‡ni m¤úK© 
 M) cÖwZ‡hvwMZv     N) mvgvwRK Kj¨vY 
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evRvi-Gi †kÖwYwefvM 
Classification of Market 

 
D‡Ïk¨ 

 

G cvV †k‡l Avcwb  
• evRv‡ii †kÖwYwefvM eY©bv Ki‡Z cvi‡eb; 
• †fv³vevRvi-Gi msÁv eY©bv Ki‡Z cvi‡eb; 
• wkíevRvi-Gi  msÁv e¨vL¨v Ki‡Z cvi‡eb; Ges 
• †fv³vevRvi I wkíevRv‡ii g‡a¨ cv_©K¨ Ki‡Z cvi‡eb| 

 

 
g~L¨ kãgvjv 
(Keywords) 

‡fv³vevRvi, wkíevRvi, cybtwe‡µZvi evRvi, miKvwi evRvi, cÖvwZôvwbK 
evRvi| 

 
evRvi- Gi †kÖwYwefvM (Classification of Market) 

evRv‡ii †kªwYweb¨v‡mi mgq K‡qKwU wel‡qi cÖwZ †Lqvj ivLvi cÖ‡qvRb nq| wewfbœ c¶ wbR wbR 
„̀wó‡KvY †_‡K evRv‡ii †kªwYweb¨vm Ki‡Z cv‡i| GjvKv, †gqv`, e¨emv‡qi cÖK…wZ, c‡Y¨i cÖK…wZ BZ¨vw`i wfwË‡Z 
evRvi‡K †kªwYwef³ Kiv hvq| G m‡ei wfwË‡Z †kªwYwef³ evRvi h_v msMwVZ cY¨-evRvi, †mev evRvi, †kqvi 
evRvi, gy ª̀v evRvi, A_© evRvi, cyuwR evRvi ev g~jab evRvi BZ¨vw` evRv‡ii bvg Avgiv cÖvqkB ï‡b _vwK| wKš‘ 
Avgiv GLv‡b wecY‡bi „̀wó‡KvY †_‡K evRv‡ii †kªYxweb¨vm m¤ú‡K© Av‡jvPbv Kie| wb‡¤œ Zv †`Lv‡bv n‡jv- 
 

 

†hme e¨w³ Ges cÖwZôv‡bi mgš‡̂q wbw ©̀ó evRvi m„wó nq Zv‡`i ˆewk‡ó¨i wfwË‡Z evRv‡ii DcwiD³ †kªwYweb¨vm 
Kiv n‡q‡Q| GKRb we‡µZv ev wecYbKvix GKwU wbw ©̀ó evRv‡ii K_v we‡ePbv K‡i Zvi wecYb †KŠkj wba©viY 
K‡i| ZvB cÖ‡Z¨K cÖKvi evRv‡ii mvaviY ˆewkó¨mg~n m¤ú‡K© Ávb _vKv LyeB cÖ‡qvRb| 
 

†fv³vevRvi-Gi msÁv (Definition of Consumer Market) 
†hme †µZv ïayB †fvM Kivi D‡Ï‡k¨ cY¨ µq K‡i Zv‡`i mgš‡̂q †fv³v evRv‡ii m„wó nq| †fv³v evRv‡ii 
MÖvnKMY KLbB µxZ cY¨ cybivq wewµ K‡i gybvdv AR©b Kivi Rb¨ cY¨ µq K‡i bv eis c‡Y¨i Dc‡hvM †fvM 
Kiv wKsev cY¨ †_‡K DcKvi cvIqvi D‡Ï‡k¨B Zviv cY¨ µq K‡i| 

cvV-4.2 

evRvi 

‡fv³vevRvi wkíevRvi 

wkíevRvi cybtwe‡µZvi 
evRvi 

miKvwi evRvi cÖvwZôvwbK 
evRvi 

wPÎ 4.1: evRv‡ii †kÖwYwefvM 
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†fv³v evRvi m¤ú‡K© wewfbœ e¨w³ wewfbœ msÁv w`‡q‡Qb- 

Philip Kotler & Gary Armstrong ‡fv³vevRv‡ii msÁv m¤ú‡K© e‡jb, “Consumer market 

consists of all the individuals and households who buy or acquire goods and services for 

personal consumption” A_v©r †fv³vevRvi n‡jv †mBme e¨w³ Ges evmM„‡n emevmKvix‡`i wb‡q MwVZ 
hviv cY¨ ev †mev µq K‡i e¨w³MZ †fv‡Mi Rb¨| 

Steven J. Skinner ‡fv³vevRvi m¤ú‡K© e‡j‡Qb, “Consumer market includes purchasers or 

persons in households who plan to consume or benefit from the purchased products and 

who do not buy products for the purpose of making profits.” A_v©r ‡fv³v evRv‡i †µZv`j ev 
M„‡n emevmKvix e¨w³iv RwoZ hviv µqK…Z cY¨ †fvM Kiv ev Gi myweav †bqvi Rb¨ cwiKíbv K‡i Ges 
hviv gybvdvi D‡Ï‡k¨ cY¨ µq K‡i bv| 

mgv‡Ri cÖ‡Z¨‡KB eû ai‡bi †fv³vevRv‡ii mv‡_ mshy³| wb‡Ri e¨env‡ii Rb¨ ev cwiev‡ii m`m¨‡`i e¨env‡ii 
Rb¨cY¨ µq Kiv n‡j ‡µZv †mB c‡Y¨i mv‡_ mswkøó †fv³v evRv‡ii MÖvnK wn‡m‡e wPwýZ nq| mgv‡R emevmiZ 
e¨w³‡`i µq¶gZv Ges RbmsL¨v hZ evo‡Z _v‡K, †fv³v evRvimg~‡ni msL¨v Ges AvqZbI ZZB m¤cÖmvwiZ 
n‡Z _v‡K| evsjv‡`‡ki †fv³vevRvi cÖvq 16 †KvwU †jvK wb‡q MwVZ| fvi‡Zi †fv³vevRv‡i i‡q‡Q cÖvq 100 
†KvwU †jvK| †Zgwb Av‡gwiKvi †fv³v evRv‡i †gvU †fv³vi msL¨v cÖvq 325 wgwjqb| ïay †`‡ki wfZ‡i bq, mviv 
we‡k¦B †fv³v‡`i eqm, Avq, wk¶v I cQ‡›`i g‡a¨ cÖPzi wfbœZv i‡q‡Q| Zviv wewfbœ iK‡gi ˆewPÎ¨c~Y© cY¨ I 
†mev µq K‡i| ZvB †fv³v evRv‡i †fv³v‡`i µq-AvPi‡Y Af~Zc~e© ˆewPÎ¨ cwijw¶Z nq| 

†fv³vevRv‡ii ˆewkó¨¸‡jv wb‡¤œ ewY©Z n‡jv- 
1. hviv wb‡Ri †fv‡Mi ev e¨env‡ii Rb¨ cY¨ µq K‡i Zv‡`i‡K wb‡qB †fv³vevRv‡ii m„wó| 
2. †fv³vevRv‡i PzovšÍ cY¨ weµq nq| 
3. †hme cY¨ Ab¨ cY¨ Drcv`‡bi D‡Ï‡k¨ weµq nq †m¸‡jv †fv³vevRv‡ii AvIZvq c‡o bv| 
4. †fv³vevRv‡ii m`m¨iv gybvdv AR©‡bi Rb¨ cY¨ µq K‡i bv| 
5. RbM‡Yi µq¶gZv Ges RbmsL¨v e„w×i mv‡_ †fv³vevRv‡ii AvqZb e„w×i Nwbô m¤úK© i‡q‡Q| 

 
wkí evRvi-Gi msÁv (Definition of Industrial Market) 

cÖK…wZ cÖ̀ Ë mKj m¤ú`‡K gvby‡li †fvM ev e¨env‡ivc‡hvMx Kivi Rb¨ cÖwµqvKiY Ki‡Z nq| cÖwµqvKi‡Yi 
gva¨‡g wewfbœ ai‡bi cY¨ Drcv`‡bi j‡ÿ¨ †`‡k-we‡`‡k M‡o D‡V‡Q bvbv ai‡bi wkí KviLvbv| wkí-KviLvbv 
Zv‡`i Kvh©µg Pvjy ivLvi Rb¨ KuvPvgvj, hš¿cvwZmn hveZxq ª̀e¨mvgMÖx µq K‡i| wkí-KviLvbvi µ‡qiKvi‡Y 
evRv‡i wewfbœ c‡Y¨i weivU Pvwn`v m„wó nq| wkí-KviLvbvi Pvwn`v ev µ‡qi Dci wfwË K‡iB wkí-evRvi M‡o 
D‡V‡Q| Kv‡RB wkíevRvi n‡”Q, c‡Y¨i cÖwµqvRvZKiY ev bZzb cY¨ Drcv`‡bi D‡Ï‡k¨ wkí-KviLvbvi hveZxq 
µq| 

wkíevRvi ej‡Z Ggb KwZcq e¨w³ I cÖwZôv‡bi mgwó‡K †evSvq hviv Drcv`‡b e¨env‡ii Rb¨ cY¨ µq K‡i| 
mnR A‡_©, hviv GKwU bZzb ª̀e¨ ˆZwi K‡i weµq Kivi Rb¨ A‡b¨i wbKU †_‡K we‡kl ai‡bi KuvPvgvj ev Ab¨iƒc 
mvgMÖx µq K‡i, Zv‡`i‡K wb‡qB wkíevRv‡ii m„wó nq| wkíevRv‡i ïaygvÎ wkícY¨ (Industrial goods) µq-
weµq nq| wkíevRvi‡K ZvB Drcv`‡Ki evRviI (Producer’s market) ejv hvq|  

wkíevRvi m¤ú‡K© ỳwU msÁv- 

Philip Kotler & Gary Armstrong wkíevRvi msÁv w`‡q‡Qb Gfv‡e, “The business market 

comprises all the organizations that buy goods and services for use in the production of 
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other products and services that are sold, rented or supplied to others.” A_v©r Ab¨ cY¨ ev 
†mev Drcv`b K‡i weµq, fvov cÖ̀ vb ev Ab¨‡`i wbKUmieivn Kivi j‡ÿ¨ cY¨ I †mev µqKvix 
msMVb¸‡jv wb‡q e¨emvq evRvi MwVZ| 

wkíevRv‡ii msÁv w`‡Z wM‡q Steven J. Skinner e‡j‡Qb, “Industrial market includes individual 

or groups that purchase products for resale, direct use in the production of other products 

or use in daily operations.” A_v©r cybtweµq, Ab¨ cY¨ Drcv`‡b mivmwi e¨envi ev wbZ¨w`‡bi Rb¨ 
Kv‡R e¨env‡ii Rb¨ cY¨ µ‡qi mv‡_ RwoZ e¨w³ ev `j e¨emvq evRv‡ii AšÍfy©³| 

Dc‡ii msÁv †_‡K ¯úóB cÖZxqgvb nq †h, †hme cY¨ A‡b¨i wbKU wewµ Kiv ev fvov †`qv ev mieivn Kivi 
D‡Ï‡k¨ ev bZzb cY¨ ˆZwi Kivi Rb¨ µq Kiv nq, †mme c‡Y¨i cȪ ‘ZKviKivB wkíevRv‡ii m„wóKviK| Giv e¨w³ 
we‡klI n‡Z cv‡i wKsev †Kvb ms ’̄vI n‡Z cv‡i| †hgb K…wl, eb I grm¨ wkí, LwbR wkí, wbg©vY wkí, cwienb I 
†hvMv‡hvM, cvewjK BDwUwjwU, e¨vswKs, dvBb¨vÝ, exgv I †mev wkí BZ¨vw`| 

wecY‡bi „̀wó‡KvY †_‡K wkíevRvi‡K wb‡¤œv³ PviwU fv‡M fvM Kiv hvq- 

1. wkíevRvi (Industrial Market): ‡h mKj cÖwZôvb cybivq Drcv`‡bi D‡Ï‡k¨ ev wkí KviLvbvq 
e¨env‡ii D‡Ï‡k¨ cY¨ ev †mev mvgMÖx µq K‡i Zv‡`i‡K wkíevRvi e‡j| 

2. cybtwe‡µZvi evRvi (Reseller Market): ‡h mKj e¨w³ ev cÖwZôvb cybivq weµ‡qi D‡Ï‡k¨ cY¨ ev 
‡mevmvgMÖx µq K‡i Zv‡`i‡K cybtwe‡µZvi evRvi e‡j| †hgb cvBKvi e¨emvqx, LyPiv e¨emvqx BZ¨vw`| 

3. miKvwi evRvi (Government Market): miKvi ev miKvix wewfbœ cÖwZôvb cY¨ ev †mev wewfbœ 
cÖ‡qvR‡b µq ev e¨envi K‡i _v‡K| Zv‡`i‡K miKvwi evRvi e‡j| 

4. cÖvwZôvwbK evRvi (Institutional Market): wewfbœ cÖwZôvb, †hgb ¯‹zj, K‡jR, nvmcvZvj Zv‡`i 
cÖvwZôvwbK cÖ‡qvR‡b e¨env‡ii Rb¨ cY¨ ev ‡mev µq Ki‡j Zv‡`i‡K cÖvwZôvwbK evRvi e‡j| 

 
†fv³vevRvi I wkíevRv‡ii g‡a¨ cv_©K¨ (Differences between Consumer Market and 

Industrial Market) 
 

welq ‡fv³vevRvi wkíevRvi 

1. MVb  P~ovšÍ †fv³v ev e¨enviKvix‡`i wb‡q 
†fv³vevRvi MwVZ| †µZvi wb‡Ri ev cwiev‡ii 
m`m¨‡`i †fvM ev e¨env‡ii Rb¨B cY¨-mvgMÖx 
µq K‡ib| 

cY¨ Drcv`b ev cÖwµqvKi‡Yi mv‡_ 
RwoZ e¨w³ I cÖwZôvb wb‡q wkíevRvi 
MwVZ| A_©vr wkí-KviLvbvi mgb¦‡q 
wkíevRvi MwVZ| 

2. µ‡qi cÖK…wZ †fv³v evRv‡ii †fv³v ev †µZv‡K Nb Nb cY¨ 
µq Ki‡Z †`Lv hvq| A_©vr hLb †h cY¨ µq 
Kivi `iKvi nq ZLbB Zv µq K‡i| GRb¨B 
µ‡qi cÖK…wZ nj cybtcybt ev evievi| 

wkíevRv‡i DcKi‡Yi Pvwn`v †ekx 
_vKvq GK mv‡_ cÖPyi cwigv‡Y µq 
K‡i| d‡j eQ‡i GKevi ev Kq `dvq 
eo eo j‡U cY¨ µq K‡i|  

3.µ‡qi 
cwigvY 

e¨w³MZ ev cvwievwiK cÖ‡qvR‡b cY¨ µq Kiv 
nq e‡j G evRv‡ii †µZviv ¯̂í cwigv‡Y cY¨ 
µq K‡i| A_©vr cÖ‡qvRb n‡j ev gRy` †kl 
n‡jB cybivq Zv µq K‡i| 

wkí KviLvbvq cY¨ ev DcKi‡Yi Pvwn`v 
_v‡K cÖPyi| Kv‡RB G evRv‡ii †µZviv 
GKmv‡_ †ekx cwigv‡Y cY¨ µq ev 
msMÖn K‡i| 
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welq ‡fv³vevRvi wkíevRvi 

4.Pvwn`vi 
wfbœZv 

†fv³vevRv‡ii m`m¨‡`i eqm, Avq, iæwP, 
AvPiY, wjsM BZ¨vw`i wfwË‡Z Zv‡`i g‡a¨ 
Pvwn`vi wfbœZv cwijwÿZ nq| GKvi‡YB 
`ÿwecYbKvix evRvi wefw³KiY K‡i cY¨ 
cwiKíbv K‡i _v‡K| 

wkíevRv‡i Pvwn`vi wfbœZv 
†fv³vevRv‡ii Zzjbvq Kg cwijwÿZ 
nq|†µZvi cÖK…wZ, †µZvi msL¨v, µq 
Ae ’̄vi aibBZ¨vw`i wfwË‡Z 
wkíevRvi‡K wef³ Kiv nq| 

5. m`m¨‡`i 
Ae ’̄vb 

†fv³v evRv‡ii m`m¨iv †`‡ki we¯ÍxY© GjvKv 
Ry‡o Ae ’̄vb K‡i| A_©vr †hLv‡b gvbyl emevm 
K‡i, †mLv‡bB †fv³v Av‡Q Ges †fvM¨ c‡Y¨i 
Pvwn`v eZ©gvb| RbM‡Yi µq¶gZv Ges 
RbmsL¨v e„w×i mv‡_ †fv³vevRv‡ii AvqZb 
e„w×i Nwbô m¤úK© i‡q‡Q| 

wkíevRv‡ii m`m¨ n‡”Q wewfbœ 
KjKviLvbv| Kv‡RB †`‡ki †h mKj 
GjvKvq wkí-KviLvbv M‡o D‡V‡Q 
†mLv‡bB G evRv‡ii m`m¨‡`i Ae ’̄vb| 

6. µ‡qi 
D‡Ïk¨ 

†fv³v evRv‡ii †µZv‡`i cY¨ µ‡qi GKgvÎ 
D‡Ïk¨ †fvM Ges †fvM †_‡K Dc‡hvM jvf Kiv| 
†fv‡Mi gva¨‡g Z…wß jvfB Zv‡`i cY¨ µ‡q 
cÖ‡ivwPZ K‡i| cY¨ cybtDrcv`‡bi D‡Ï‡k¨ ev 
gybvdv AR©‡bi Rb¨ ‡fv³v cY¨ µq K‡i bv| 

wkíevRv‡ii cY¨ µ‡qi D‡Ïk¨ nj 
µxZ c‡Y¨i Dci cÖwµqvKi‡Yi gva¨‡g 
†fv³v‡`i e¨env‡ivc‡hvMx ev †fvM-
Dc‡hvMx c‡Y¨i Drcv`b Ges weµ‡qi 
gva¨‡g gybvdv AR©b Kiv| 

7. m`m¨ msL¨v †fv³vevRv‡ii m`m¨ msL¨v Amxg| G evRv‡ii m`m¨msL¨v mxwgZ Ges 
Zv‡`i Ae ’̄vb mevi wbKU cwiwPZ| 

 

 wkÿv_©xi KvR 

K‡qKwU †fv³vevRvi I wkíevRv‡ii D`vniY w`b| 
‡fv³v evRvi wkí evRvi 

  
 

 

 

 mvims‡ÿc 

wewfbœ ai‡bi evRvi‡K wecY‡bi „̀wó‡KvY †_‡K cÖavbZ ỳBwU fv‡M fvM Kiv hvq; h_v  †fv³vevRvi I 
wkíevRvi| wkíevRvi‡K Avevi PviwU fv‡M fvM Kiv hvqt wkíevRvi, cybtwe‡µZvi evRvi, miKvwi 
evRvi Ges cÖvwZôvwbK evRvi| †hme †µZv ïayB †fvM Kivi D‡Ï‡k¨ cY¨ µq K‡i Zv‡`i mgš̂‡q 
†fv³vevRv‡ii m„wó nq| Ab¨w`‡K hviv GKwU bZzb ª̀e¨ ˆZwi K‡i weµq Kivi Rb¨ A‡b¨i wbKU †_‡K we‡kl 
ai‡bi KuvPvgvj ev Ab¨iƒc mvgMÖx µq K‡i, Zv‡`i‡K wb‡qB wkíevRv‡ii m„wó nq| ‡fv³v I wkíevRv‡ii g‡a¨ 
MVb, µ‡qi cÖK…wZ, µ‡qi cwigvY, Pvwn`vi wfbœZv, m`m¨‡`i Ae ’̄vb, µ‡qi D‡Ïk¨, m`m¨ msL¨vi w`K †_‡K 
cv_K©̈  jÿ Kiv hvq| 
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cv‡VvËi g~j¨vqb-4.2  

 

mwVK DË‡ii cv‡k wUK& (√√√√) wPý w`b- 
1. †Kvb we‡kl c‡Y¨i eZ©gvb I m¤¢ve¨ †µZvi mgwó‡K wecY‡b wK ejv nq? 
 K. GKwÎKiY L. evRvi 
 M. gvb wba©viY N. msiÿY 
2. wecb‡b evRvi ej‡Z eySvq? 
 K. †Kvb cY¨ L. †Kvb ’̄vb 
 M. cY¨ I †mev N. c‡Y¨i eZ©gvb I m¤¢ve¨ †µZv 
3. wecY‡bi „̀wó‡Z evRvi‡K Kq fv‡M fvM Kiv n‡q‡Q? 
 K. wZb †kªwY‡Z L. cuvP †kªwY‡Z 
 M. ỳB †kªwY‡Z N. Pvi †kªwY‡Z 
4. †h me †µZv wbR ev cwiev‡ii †fvM I e¨env‡ii D‡Ï‡k¨ cY¨ µq K‡i Zv‡`i wb‡q MwVZ nqt 
 K. †fv³vevRvi L. wkíevRvi 
 M. we‡µZvi evRvi N. †mevi evRvi| 
 



GBPGmwm †cÖvMÖvg 

BDwbU Pvi  c„ôvÑ72 

 

 
 

evRvi wefw³KiY: aviYv I myweav 
Market Segmentation: Concept and Advantages 

 
D‡Ïk¨ 

 

G cvV †k‡l Avcwb  
• evRvi wefw³KiY m¤ú‡K© aviYv Ki‡Z cvi‡eb; 
• evRvi wefw³KiY-Gi msÁv e¨vL¨v Ki‡Z cvi‡eb; Ges 
• evRvi wefw³Ki‡Yi DcKvwiZvmg~n Rvb‡Z cvi‡eb| 

 

 
g~L¨ kãgvjv(Keywords) 

evRvi Ask, Afxó wecYb, wecYb wgkÖY, we‡klvwqZ wecYb| 

 
evRvi wefw³Ki‡Yi aviYv (Concept of Market Segmentation) 
mvaviY A‡_©, evRvi wefw³KiY ej‡Z `ÿZvi mv‡_ AwaK weµq AR©‡bi Rb¨ †Kvb c‡Y¨i evRvi 

Z_v eZ©gvb I m¤¢ve¨ †µZv ev †fv³v‡`i †QvU †QvU As‡k wef³ Kiv‡K †evSvq|  
GKwU cÖwZôvb cY¨ Drcv`‡bi Av‡M ev c‡i c‡Y¨i ˆewk‡ó¨i mv‡_ m¤úK© †i‡L †fv³v wPwýZ Kivi cÖqvm cvq| 
†Kvb& †kÖYxi †fv³vi cÖ‡qvRb †gUv‡Z cÖwZôv‡bi cY¨ mÿg, Zv wba©viY Kivi ci †fv³v‡`i GKBiƒc ˆewkó¨ 
(†hgb- eqm, wkÿv, ˆeevwnKZv ev AÂj) Abymv‡i evRvi mbv³ Kiv nq| Giƒc cÖ‡Póv †_‡KB evRvi wefw³KiY 
aviYvi D™¢e| 

ev Í̄‡e †`Lv hvq †h, c‡Y¨i †µZv _v‡K AmsL¨v Ges Zviv †`‡k-we‡`‡k, GLv‡b-†mLv‡b wewÿßfv‡e Ae¯’vb K‡i| 
me †µZv GK RvqMvq †K› ª̀xf~Z _v‡K bv| GQvovI, Zv‡`i cÖ‡qvRb, Pvwn`v Ges µq-Af¨vmI GK iK‡gi bq| 
d‡j c‡Y¨i Drcv`K ev e¨emvqxiv mKj MÖvn‡Ki wbKU GKB Dcv‡q cY¨ wecYb Ki‡Z cv‡i bv| e¨emvq 
cÖwZôvb¸‡jvi wecYb ÿgZvI wfbœ wfbœ iK‡gi| evRv‡ii wewfbœ As‡k GKmv‡_ wKsev GKB cš’vq cY¨ wecYb 
Kiv Zv‡`i A‡b‡Ki Rb¨B KwVb| ZvB AvRKvj A‡bK cÖwZôvbB cy‡iv evRv‡i GKmv‡_ cÖ‡ek bv K‡i eis 
evRv‡ii wfbœ wfbœ As‡k cÖ‡ek Kivi †Póv K‡i| evRv‡ii Gme Ask‡K ejv nq evRvi-Ask ev Dc-
evRvi(Segment)| †h evRvi-As‡k fvjfv‡e cY¨ wecYb K‡i gybvdv AR©b Kiv m¤¢e, cÖwZôvb¸‡jv †m As‡kB 
cY¨ evRviRvZ Kivi Rb¨ Kg©m~wP MÖnY K‡i| G‡ÿ‡Î Zviv †h KvRwU K‡i Zv n‡jv cÖ_‡g evRvi Ask¸‡jv wPwýZ 
K‡i; wØZxq ch©v‡q me¸‡jv Ask g~j¨vq‡bi ci GK ev GKvwaK Ask wbe©vwPZ K‡i Ges †kl ch©v‡q wbe©vwPZ 
evRvi As‡ki Pvwn`vi A‡jv‡K cY¨ ˆZwi Kivi ci wecYb Kg©m~wPcÖYqb K‡i| GB cÖwµqv‡K ejv nq Afxó 
wecYb (Target Marketing)|  
 
evRvi wefw³Ki‡Yi msÁv (Definition of Market Segmentation) 
c‡Y¨i evRv‡i ïaygvÎ GKB ai‡bi †fv³v _v‡K bv, GLv‡b wewfbœ †kÖwYi †fv³vi mgvnvi N‡U| †fv³vi †kÖwYMZ 
cv_©K¨ c‡Y¨i e¨env‡ii DciI cÖfve we Í̄vi K‡i| D`vniY¯̂iƒc, AwaK Avqwewkó †fv³viv †hme cY¨ AwaK 
cwigv‡Y µq Ki‡Z AvMÖnx nq, ¯̂í Avqwewkó †fv³viv †mme cY¨ µ‡q AvMÖnx bvI n‡Z cv‡i| Abyiƒcfv‡e, ZiæY 
eq‡mi †fv³v‡`i wbKU †h wRwbm AwaKZi cQ›`Yxq n‡e, eva©‡K¨i †KvVvq DcbxZ †fv³v‡`i wbKU †m wRwbm 
cQ›` bv-I n‡Z cv‡i| ZvB ¯úóB cÖZxqgvb n‡”Q †h, evRv‡i wewPÎ iK‡gi †fv³v _vK‡Z cv‡i Ges Zv‡`i 
cQ›`-AcQ›`, iæwP, d¨vkb cÖeYZv BZ¨vw`I wewfbœ iKg n‡Z cv‡i| †fv³v‡`i g‡a¨ Giƒc wewfbœZv ‡`Lv hvq e‡j 

cvV-4.3 
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eZ©gvb hy‡M †MvUv evRvi‡K K‡qKwU DcevRv‡i (Sub-markets or Segments) wef³ K‡i †fv³v‡`i †kÖwY‰ewkó¨ 
Abyhvqx cY¨ evRviRvZKi‡Yi cÖ‡Póv Pvjv‡bv nq| mvaviYZ †fv³v‡`i‡K Zv‡`i eqm, wKsev Avq A_ev Ab¨ 
†h‡Kvb mgRvZxq ˆewkó¨ Abymv‡i K‡qKwU fv‡M fvM Kiv nq| cÖ‡Z¨KwU fvM GK GKwU Dc-evRvi evevRvi-Ask 
bv‡g cwiwPZ|  
m¤ú~Y© evRvi‡K (Whole markets) Gfv‡e Dc-evRvi ev Dcwefv‡M wef³ Kivi cÖwµqv‡K evRvi wefw³KiY  ev 
evRvi wefvRb (Market segmentation) e‡j| A_©vr MÖvnK‡`i wewfbœ cÖ‡qvRb, ˆewkó¨ Ges AvPi‡Yi Dci wfwË 
K‡i Zv‡`i‡K †kÖwYweb¨vm Kivi cÖwµqv evRvi wefw³KiY bv‡g cwiwPZ|| 

evRvi wefw³KiY m¤ú‡K© wZbwU msÁv GLv‡b D‡jøL Kiv n‡jv- 

Philip Kotler & Gary Armstrong evRvi wefw³KiY msÁv m¤ú‡K© e‡jb, ÒMarket segmentation 

is the subdividing of a market into distinct subsets of customers, where any subset may 

conceivably be selected as market target to be reached with a distinct mix.” A_v©r GKwU 
evRvi‡K K‡qKwU jÿYxq †fv³v Dc‡m‡U DcwefvRb Kivi bvgB evRvi wefw³KiY, †hLv‡b †h 
†Kvb Dc‡mU‡K evRvi jÿ¨e Í̄y wn‡m‡e wbe©vwPZ K‡i ¯̂Zš¿ wecYb wgkÖY mnKv‡i ‡mLv‡b cÖ‡ek Kiv 
hvq| 
Steven J. Skinner e‡jb, ÒMarket segmentation is the proess of dividing a total market into 

groups of consumers who have relatively similar product needs.” A_v©r evRvi wefw³KiY n‡jv 
mgMÖ evRvi‡K K‡qKwU †fv³v`‡j fvM Kivi cÖwµqv hv‡`ig‡a¨ Zzjbvg~jK mgiƒc c‡Y¨i Pvwn`v i‡q‡Q| 

WweøD. †R. ÷¨v›Ub-Gi g‡Z, ÒThe process of dividing the total, heterogeneous market for a 

product into several sub-markets or segments, each of which tends to be homogenous in all 

significant aspects.Ó A_v©r †Kvb c‡Y¨i Am „̀k evRvi‡K me©cÖKvi ¸iæZ¡c~Y© wel‡q mgRvZxq Dc-evRvi 
ev Dcwefv‡M wef³ Kivi cÖwµqv‡K evRvi wefvRb e‡j|  

Avgiv Avgv‡`i Pviw`‡KB evRvi wefvR‡bi bgyybv Anin †`L‡Z cvB| c¨v‡KU Kiv Lv`¨mvgMªx, cÖmvabx ª̀e¨, 
mvevb, VvÛv cvbxq BZ¨vw` c‡Y¨i Drcv`KMY me©v`vB evRvi wefw³KiY †KŠk‡jiAvkÖq MÖnY K‡i _v‡Kb| 
†KvKv‡Kvjv †Kv¤úvwb GKKv‡j evRvi GKxKiY (Market Aggregation)-Gi †Rvi cÖe³v wQj| wKš‘ 
cieZ©xKv‡j evRvi cwiw ’̄wZi mv‡_ Zvj wgjv‡Z wM‡q †KvKv‡Kvjv †Kv¤úvwb †evZ‡ji AvKv‡i cwieZ©b NwU‡q 
evRvi wefvR‡bi w`‡K Szu‡K c‡o‡Q| 

evRvi wefw³Ki‡Yi d‡j †h †QvU †QvU As‡k †gvU evRvi wef³ nq, Zv‡`i GKwU AciwU †_‡K m¤ú~Y©iƒ‡c 
Avjv`v n‡q _v‡K| wKšÍ cÖwZwU DcevRv‡i mgRvZxq ev GKB RvZxq ˆewkó¨ weivR K‡i|cwi‡k‡l ejv hvq, 
ˆemv „̀k¨c~Y© mvgwMÖK evRvi‡K †fv³v mgv‡Ri wewfbœ ˆewk‡ó¨i wfwË‡Z Ges evRviRvZKi‡Yi myweav‡_© KZ¸‡jv 
DcfvM ev Dc-evRv‡i fvM Kiv‡KB evRvi wefw³KiY ejv nq| 
 
evRvi wefw³Ki‡Yi DcKvwiZv (Advantages of Market Segmentation) 
evRvi wefw³KiY wecYb wPšÍvaviv I †KŠk‡ji †ÿ‡Î GKwU beZi ms‡hvRb| evRvi wefw³KiY Øviv †h me 
myweav ev DcKvwiZv cvIqv hvq †m¸‡jv wb‡¤œ ewY©Z n‡jv- 

1. my‡hvM-myweavi ZzjbvgyjK we‡kølY (Comparative Analysis of Opportunities): evRvi 
wefw³Ki‡Yi gva¨‡g c‡Y¨i we‡µZv wecYb msµvšÍ my‡hvM-myweavewj Luy‡R †ei K‡i G¸‡jvi ZzjbvgyjK 
we‡kølY Ki‡Z cv‡i| weivRgvb cÖwZ‡hvwMZvi cwi‡cwÿ‡Z we‡µZv cÖ‡Z¨K Dcwefv‡Mi cÖ‡qvRbxqZv 
wba©viY K‡i Z`byhvqx weµq cÖmv‡ii Rb¨ h‡_vchy³ cÖ‡Póv Pvjv‡Z cv‡i| wewfbœ cÖwZ‡hvwMiv evRv‡ii †h 
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Dc-wefv‡M MÖvnK‡`i cy‡ivcywi mšÍywóweavb K‡Z AcviM, Av‡jvP¨ we‡µZvi Rb¨ †mB Dc-evRviwUB Zvi 
wbR¯̂ cY¨ evRviRvZ Kivi Rb¨ m‡e©vK…ó †ÿÎ| 

2. †fv³vi Pvwn`vwfwËK Kg©m~wP MÖnY (Adopting Programs based on Consumer’s Demand): 

evRvi wefvR‡bi †KŠkj we‡µZv‡K cY¨ I weµq-msµvšÍ cÖmvig~jK Kvh©µ‡gi g‡a¨ mvgÄm¨ weav‡b 
mnvqZv K‡i| me ai‡bi cÖ”Qbœ (Potential) †fv³v‡K GKB mv‡_ AvK…ó Kivi Rb¨ GKwUgvÎ wecYb 
Kg©m~wP cÖYqb bv K‡i c‡Y¨i we‡µZv wewfbœ †kÖwYi †fv³vi Pvwn`v cwic~i‡Yi Rb¨ Dc‡hvMx Avjv`v 
Avjv`v Kg©m~wP MÖnY Ki‡Z cv‡i|  

3. wecYb Kvh©µg MÖn‡Y mnvqZv (Facilitating Execution of Marketing Program) : wbw ©̀ó evRvi 
wefv‡Mi (Market segments) Pvwn`v m¤úwK©Z Áv‡bi Dci wfwË K‡i we‡µZv wecYb Kvh©µg I ev‡RU 
cÖYqb Ki‡Z cv‡i| †h wefv‡M Pvwn`v †ewk, we‡µZv †m wefv‡Mi Rb¨ AwaK cwigv‡Y A_© LiP Ki‡Z 
cv‡i| 

4. AwaK weµq (More Sales): evRvi wefw³Ki‡Yi Øviv GKwU evRv‡i Aew ’̄Z †fv³v‡`i wewfbœ iKg 
Pvwn`v m¤ú‡K© AewnZ nIqv m¤¢e| d‡j wewPÎ ¸Yv¸Y m¤̂wjZ wewfbœ ai‡bi cY¨ evRv‡i ‡Q‡o w`‡q †gvU 
weµ‡qi cwigvY e„w× Kiv m¤¢e| 

5. mwVK evRvi ev †fv³v wPwýZKiY (Identifying Right Market or Consumer): evRvi 
wefw³Ki‡Yi gva¨‡g Drcv`K Zvi cY¨mvgMÖxi mwVK evRvi ev †fv³v †Mvôx‡K wPwýZ Ki‡Z cv‡i| d‡j 
cÖwZ‡hvwMZvg~jK evRv‡i cÖwZôv‡bi I c‡Y¨i Ae ’̄vb my „̀p Kiv m¤¢e nq| 

6. Pvwn`v Abyhvqx cY¨ mieivn (Delivering Product according to Demand): evRvi wefvR‡bi 
d‡j we‡µZviv wewfbœ Dc-evRvi ch©‡eÿY Kivi my‡hvM cvq| GgZve ’̄vq Zviv †fv³vi Pvwn`v Abyhvqx 
c‡Y¨i evRv RvZKi‡Yi e¨e ’̄v MÖnY Ki‡Z cv‡i| 

7. we‡klvwqZ wecYb (Specialized Marketing): evRvi wefw³Ki‡Yi gva¨‡g wecYb‡K AwaK 
we‡klvwqZ I cÖmvwiZ Kiv m¤¢e| Gi gva¨‡g †fv³v‡`i Avkv-AvKv•Lv, iæwP-ˆewPÎ¨ BZ¨vw`i mv‡_ AwaK 
mgvÄm¨c~Y© wecYb Kg©m~wP MÖnY Kiv nq| G‡Z wecYb Kg©KvÛ ev Í̄egyLx Ges AwaK Kvh©Ki n‡q _v‡K| 

8. evRvi-my‡hvM e„w× (Increasing Marketing Opportunities): evRvi wefw³Ki‡Yi gva¨‡g GKRb 
Drcv`bKvix wbw ©̀ó `jfz³ †fv³v‡`i AwZ wbK‡U Ae ’̄vb K‡i| d‡j Drcv`bKvix evRvi cwieZ©‡bi 
mv‡_ mv‡_ cY¨, †KŠkj BZ¨vw` cwieZ©b K‡i ª̀æZ Kvh©µg MÖn‡Y mg_© nq| 

9. wecYb ev‡R‡Ui `ÿ e¨envi (Efficient usage of Marketing Budget): evRvi wefvR‡bi Øviv 
m¤¢ve¨ †fv³v‡`i wewfbœ `‡j AšÍfy©³ Kiv m¤¢e| d‡j wecYbKvix wewfbœ evRvi As‡ki Pvwn`v I ¸iæZ¡ 
Abyhvqx ev‡RUwba©viY Ki‡Z cv‡i| G‡Z ev‡RU ev Í̄egyLx nq Ges wecY‡b AcPqI †iva Kiv m¤¢e nq| 

10. weÁvcb I cÖPviYv (Advertisement and Promotion): evRvi wefvR‡bi d‡j we‡µZviv wewfbœ 
DcevRv‡ii Pvwn`v Abyaveb Ki‡Z cv‡i| GKwU wbw ©̀ó evRv‡ii Pvwn`vi †cÖwÿ‡Z we‡µZv Zvi weÁvcb I 
cÖPviYvi wm×všÍ wb‡Z cv‡i| 

DcwiD³ Av‡jvPbvi †cÖwÿ‡Z ejv hvq †h, evRv‡ii cÖ‡qvR‡bi mv‡_ †Kv¤úvwbi wecYb Kg©m~wPi mgšq̂ m„wói Rb¨ 
GKwU eo evRvi†K A‡bK¸‡jv DcevRv‡i wef³ Kiv nq| 
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 wkÿv_©xi KvR ‡Kvb Kjg †Kv¤úvbx evRvi wefvRb Ki‡j †Kvb& †Kvb& myweav †fvM Ki‡e? 

 

 

 mvims‡ÿc 

mgMÖ evRvi‡K fvM Kivi cÖwµqv‡K evRvi wefw³KiY e‡j| evRvi wefw³Ki‡Yi d‡j †h †QvU †QvU As‡k †gvU 
evRvi wef³ nq, Zv‡`i GKwU AciwU †_‡K m¤ú~Y©iƒ‡c Avjv`v n‡q _v‡K| evRvi wefw³Ki‡Yi d‡j 
wecYbKvix wKQz myweav †fvM K‡i; h_v my‡hvM-myweavi Zzjbvg~jK we‡kølY, †fv³vi Pvwn`vwfwËK Kg©m~wP MÖnY, 
wecYb Kvh©µg MÖn‡Y mnvqZv, AwaK weµq, mwVK evRvi ev †fv³v wbiæcY, Pvwn`v Abyhvqx cY¨ mieivn, 
we‡klvwqZ wecYb, evRvi-my‡hvM e„w×, wecYb ev‡R‡Ui `ÿ e¨envi Ges mwVK weÁvcb I cÖPviYv| 

 
 

 
cv‡VvËi g~j¨vqb-4.3  

 

mwVK DË‡ii cv‡k wUK& (√√√√) wPý w`b- 
1| evRvi wefw³Ki‡Yi ˆewkó¨ †Kvb&wU? 
 K) GKB iƒc ˆewkó¨ Abyhvqx evRvi wefvRb L) cY¨ e›Ub 
 M) cY¨ mieivn     N) cY¨ weµq 
2| wewfbœ ‰ewk‡ó¨i wfwË‡Z evRvi‡K †h †QvU As‡k fvM Kiv nq Zv‡K wK e‡j? 
 K) Market    L) Promotion 
 M) Segment    N) Distribution 
3| evRvi wefw³Ki‡Yi d‡j wb‡Pi †Kvb& myweav wecYbKvix †c‡q _v‡K? 

i) mwVK evRvi wbiƒcb 

 ii) Pvwn`v Abyhvqx cY¨ mieivn 
 iii) wecYb ev‡R‡Ui `ÿ e¨envi 
 wb‡Pi †Kvb&wU mwVK? 
 K) i I ii     L) ii I iii 
 M) i I iii     N) i, ii I iii 

4| wb‡Pi †Kvb& Kvi‡Y evRvi wefw³KiY Kiv nq? 
 K) cY¨ Drcv`b    L) ‡µZv/ †fv³vi ˆewk‡ó¨i wewfbœZvi Kvi‡Y 
 M) cY¨ cÖmvi    N) ‡µZv/ †fv³vi myweavi Rb¨ 
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evRviwefw³Ki‡Yi wfwËmg~n 
Bases for Segmenting Market 

 
D‡Ïk¨ 

 

G cvV †k‡l Avcwb  
• †fv³v evRvi wefw³Ki‡Yi wfwËmg~n eY©bv Ki‡Z cvi‡eb; 
• wkí  evRvi wefw³Ki‡Yi wfwËmg~n Rvb‡Z cvi‡eb; Ges 
• Kvh©Ki evRvi wefw³Ki‡Yi we‡eP¨ welqmg~n e¨vL¨v Ki‡Z cvi‡eb| 

 

 
g~L¨ kãgvjv(Keywords) 

‡fŠ‡MvwjK wefw³KiY, RbmsL¨vwfwËK wefw³KiY, gb Í̄vwË¡K wefw³KiY, 
AvPiYwfwËK wefw³KiY| 

 
wewfbœ Dcv‡q GKwU cÖwZôvb evRvi wefvRb Ki‡Z cv‡i| evRvi wefvRb ev wefw³Ki‡Yi c×wZ 
cY¨‡f‡` wfbœ wfbœ cÖKvi n‡Z cv‡i| mvaviYZ †fv³vevRvi (Consumer market) I wkíevRvi 

(Industirial market)-Gi Rb¨ wefw³Ki‡Yi wfwË Avjv`v iK‡gi n‡q _v‡K| wb‡¤œ GB Dfq cÖKvi evRvi 
wefw³Ki‡Yi wfwËmg~n Av‡jvPbv Kiv n‡jv| 
 
‡fv³vevRvi wefw³Ki‡Yi wfwËmgyn (Bases for Segmenting Consumer Market) 

†fv³vevRvi wefw³Ki‡Y e¨eüZ D‡jø‡hvM¨ †fŠ‡MvwjK, RbmsL¨vwfwËK, gb Í̄vwË¡K I AvPiYg~jK Dcv`vbmg~n 
4.2 bs wP‡Î mwbœ‡ewkZ Kiv n‡q‡Q| GLv‡b Dcv`vb¸‡jvi Dci Av‡jvcvZ Kiv n‡jv- 

1. †fŠ‡MvwjK wefw³KiY (Geographic Segmentation): GB ai‡bi wefw³Ki‡Y evRvi‡K wewfbœ AÂj  
(†hgb DËivÂj, c~e©vÂj BZ¨vw`), †Rjv (h_v XvKv, Kzwgjøv, ivRkvnx BZ¨vw`), kn‡ii AvqZb cÖf„wZi 
wfwË‡Z wef³ Kiv nq| Gfv‡e evRvi wefw³Ki‡Yi mgq g‡b Kiv nq †h, evRv‡ii Ae ’̄v‡bi Dci wfwË 
K‡i evRv‡ii m¤¢ve¨Zv (Potentiallity) I Zrm¤úwK©Z e¨q wba©vwiZ n‡q _v‡K| G c×wZ‡Z †mme 
evRvi¸‡jvB wbe©vPb Kiv nq †h¸‡jv‡K †fŠ‡MvwjK Ae ’̄v‡bi Rb¨ me©vwaK gybvdvRbK aiv nq| 
†fŠ‡MvwjK AÂ‡ji wfwË‡Z wef³ Kivi ci †Kvb cÖwZôvb GK ev GKvwaK evRv‡i cY¨ wecY‡bi wm×všÍ 
wb‡Z cv‡i| Z‡e wecYbKvix cÖ‡Z¨K GjvKvi ˆewkó¨ Abyhvqx MÖvnK‡`i Pvwn`v wba©viY K‡i| 

2. RbmsL¨vwfwËK wefw³KiY (Demographic Segmentation): Giiƒc wefw³Ki‡Yi mgq wewfbœ cÖKvi 
RbmsL¨vwfwËK Dcv`vb, h_v eqm, wj½ (Gender), cwiev‡ii AvqZb, Avq, †ckv, cvwievwiK Rxeb-
Pµ, RvZxqZv BZ¨vw`i Dci wfwË K‡i mgMÖ evRvi‡K K‡qKwU As‡k fvM Kiv nq| mvgvwRK †kÖYxi 
wfwË‡ZI evRvi wefw³KiY nq| KviY D”P we‡Ëi †jvKRb †h mvgMÖx AwaK cwigv‡Y µq Ki‡e, 

cvV-4.4 

wPÎ 4.2: †fv³vevRv‡ii wefw³KiY Dcv`vbmg~n 

‡fv³vevRvi wefw³KiY 

‡fŠ‡MvwjK 
wefw³KiY 

RbmsL¨vwfwËK 
wefw³KiY 

gb¯ÍvwË¡K 
wefw³KiY 

AvPiYwfwËK 
wefw³KiY 
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wb¤œwe‡Ëi †jvK‡`i †m mvgMÖx µq Kivi m¤¢vebv Kg| MÖvnK‡`i wewfbœ MÖæc‡K wefvRb Kivi †ÿ‡Î 
RbmsL¨vwfwËKDcv`vb¸‡jv LyeB RbwcÖq| Gi g~j KviY, RbmsL¨vwfwËK Dcv`v‡bi mv‡_ MÖvnK‡`i 
cÖ‡qvRb, Pvwn`v I cY¨-e¨env‡ii nvi Nwbôfv‡e m¤úwK©Z| G QvovI, G Dcv`vb¸‡jv Ab¨vb¨ Dcv`v‡bi 
Zzjbvq cwigvc Kiv mnRZi|  

3. gb Í̄vwË¡K wefw³KiY (Psychographic Segmentation): †fv³v‡`i Rxeb m¤úwK©Z ÷vBj (Life 

style) I e¨w³‡Z¡i cv_©‡K¨i Dci wfwË K‡i evRvi wefvRb Kiv n‡j Zv‡K gb Í̄vwË¡K wefw³KiY ejv 
nq| GKB RbmsL¨vwfwËK `jfy³ †jvK‡`i g‡a¨ wewfbœ cÖKv‡ii gb Í̄vwË¡KDcv`vb weivR Ki‡Z cv‡i| 
Rxeb‡eva gvby‡li †fvM ¯ú„nvi Dci cÖej cÖfve we Í̄vi K‡i| D`vniY¯̂iƒc, GKRb Kg©V msmviRxexi 
Rxeb‡eva I GKRb hvhvei ev †nv‡Uj-wejvmxi Rxeb‡eva GK bq| ZvB GKRb we‡µZv †fv³v‡`i 
Rxeb‡ev‡ai cÖwZ „̀wó †i‡L Zvi Rb¨ c‡Y¨i evRvi wefvRb Ki‡Z cv‡i| 

4. AvPiYwfw³K wefw³KiY (Behavioral Segmentation): †µZv‡`i cY¨ m¤úwK©Z Ávb, g‡bvfve I 
c‡Y¨i e¨env‡ii wfwË‡Z evRvi wefw³KiY Kiv n‡j Zv AvPiYwfwËK wefvRb bv‡g cwiwPZ| A‡bK 
wecYbKvix g‡b K‡ib †h, AvPiYg~jK Dcv`vbmg~n evRv‡ii wewfbœ Ask mbv³ Kivi Rb¨ DrK…ó Drm| 
†µZvi AvPi‡Yi wfwË‡Z evRvi wefvR‡bi mgq †hme wel‡qi Dci we‡klfv‡e bRi †`qv nq †m¸‡jv 
n‡jv:  

K.  cY¨-µ‡qi †gŠmyg (Season) ev NUbv (Occasion):  C`, ỳM©vc~Rv I wµ÷gvm-Gi mgq ev 
fvjevmv w`e‡mwMd&&U AvB‡Ug I ï‡f”Qv KvW© cÖPzi µq Kiv nq| †KvWvK †Kv¤úvwb Iqvb-UvBg 
K¨v‡givi †ÿ‡Î NUbvwfwËK wefvRb (Occasion segmentation) e¨envi K‡i _v‡K| 

L.  cÖZ¨vwkZ DcKvwiZv (Benefits Sought): GKwU cY¨ †_‡K †µZviv wK wK DcKvwiZv cÖZ¨vkv 
K‡ib, Zvi wfwË‡Z evRvi wefw³Ki‡Yi c×wZ‡K ÔDcKvwiZvwfwËK wefvRbÕ (Benefit 

segmentation) bv‡g cwiwPZ| AwaKvsk Uz_‡c‡÷i †ÿ‡Î G c×wZ e¨envi Kiv nq| 

M.  e¨enviKvixi ÷¨vUvm (User Status): m¤¢ve¨ †µZv‡`i‡K Zv‡`i cY¨-e¨envi msµvšÍ Ae ’̄vi 
wfwË‡Z wef³ Kiv hvq| cY¨ e¨env‡ii wfwË‡Z wewfbœ `j n‡jv Ae¨enviKvix, cÖv³b 
e¨enviKvix, cÖ_g e¨enviKvix, wbqwgZ e¨enviKvix, m¤¢ve¨ e¨enviKvix BZ¨vw`| 

N.  cY¨-e¨env‡ii nvi (Usage Rate): †KD †KD cY¨ Lye †ewk e¨envi K‡i (Heavy users), †KD 
†KD ga¨g ai‡bi e¨envi K‡i (Medium users), Avevi †KD †KD Aí¯í̂ cwigv‡Y e¨envi 
K‡i (Light users)|Gfv‡e cY¨-e¨env‡ii nv‡ii wfwË‡Z evRvi wefw³KiY Kiv n‡j Zv‡K 
c‡YŠi e¨enviwfwËK evRvi wefvRb ejv nq| 

 

wkíevRvi wefw³Ki‡Yi wfwËmgyn (Bases for Segmenting Industrial Market) 
wkíevRvi wkícY¨ e¨enviKvix‡`i (Industiral users) mgš‡̂q MwVZ| G ai‡bi e¨enviKvix‡`iI wbR¯ ̂ˆewkó¨ 
i‡q‡Q; ZvivI wbR wbR a¨vb-aviYv, ‡cÖvMÖvg, cwiKíbv BZ¨vw` Abymv‡i µqKvh© m¤úv`b K‡i _v‡K| ZvB 
wkíevRvi‡KI Kvh©Kifv‡e wefvRb Kiv hvq| †fv³vevRvi I wkíevRvi wefw³Ki‡Yi mgq cÖvq †ÿ‡Î GKB 
ai‡bi Dcv`vb e¨envi Kiv n‡jI wkíevRvi wefw³Kv‡j wKQz AwZwi³ Dcv`vb we‡ePbv Kiv nq| wb¤œwjwLZ 
Dcv`vbmg~‡ni Dci wfwË K‡i wkíevRvi wefw³KiY Kiv nq- 
 

DBÛ I KviW‡Rv (Wind and Cardozo) wkíevRvi wefw³Ki‡Yi Rb¨ wØ-avc (Two stage) c×wZi mycvwik 
K‡i‡Qb| cÖ_g av‡c KwZcq ˆewk‡ó¨i Dci wfwË K‡i mgwóMZ wefvMmg~n (Macro-segements) mbv³ Ki‡Z 
n‡e| ˆewkó¨mg~n n‡jv- 

K.  P~ovšÍ e¨env‡ii evRvi (End Use Market); 
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L.  c‡Y¨i e¨envi (Product Application); 

M.  MÖvn‡Ki µ‡qi cwigvY (Purchase Volume); 

N.  †fŠ‡MvwjK Ae ’̄vb (Geographical Location); 

O.  cY¨ e¨env‡ii nvi (Usage Rate) I 
P.  mvsMVwbK KvVv‡gv (Organization Structure) 

wØZxq ch©v‡q AviI K‡qKwU ˆewk‡ó¨i Dci wfwË K‡i wbe©vwPZ mgwóMZ wefvM‡K KwZcq e¨wóK wefv‡M wef³ 
K‡i wb‡Z n‡e| G‡ÿ‡Î we‡eP¨ ˆewkó¨mg~n wb¤œiƒc: 

K.  e¨w³MZ ˆewkó¨ (Personal Characteristics); 

L.  c‡Y¨iAbyf~Z ¸iæZ¡ (Perceived Product Importance); 
M.  mieivnKvixi cÖwZ g‡bvfve (Attitudes towards Suppliers); 
N.  †fŠ‡MvwjK Ae ’̄vb (Geogrphical Location); 
O.  µq-wm×všÍ wbY©vqK (Buying Decision Criteria) BZ¨vw`| 

 
Kvh©Kifv‡e evRvi wefw³Ki‡Yi we‡eP¨ welqmgyn (Considerable Factors for Effective Market 

Segmentation) 

wb‡P Kvh©Ki evRvi wef³Ki‡Yi kZ©̧ ‡jv Av‡jvPbv Kiv n‡jv- 
1. Dcv`v‡bi cwigvc‡hvM¨Zv (Measurability of Elements): evRvi wefw³Ki‡Yi Rb¨ evRv‡ii 

cÖK…wZ‡f‡` wewea cÖKvi Dcv`vb e¨envi Kivi cÖ‡qvRb nq| †hgb †fŠ‡MvwjK wefw³Ki‡Yi †ÿ‡Î wfwË 
wn‡m‡e cÖkvmwbK GjvKv e¨envi Kiv †h‡Z cv‡i| h_v †RjvwfwËK ev wefvMwfwËK evRvi wefvRb| 
Avevi RbmsL¨vwfwËK wefw³Ki‡Yi †ÿ‡Î eqm, Avq, †ckv BZ¨vw` Dcv`vb‡K wfwË wn‡m‡e e¨envi Kiv 
hvq| Dcv`vb hv-B e¨envi Kiv †nvK bv †Kb, Zv Aek¨B cwigvc‡hvM¨ nIqv Avek¨K| D`vniY¯̂iƒc, 
†Rjv, eqm, Avq BZ¨vw` cwigvc‡hvM¨ Dcv`vb| evRvi wefvR‡b e¨eüZ Dcv`vbm~n cwigvc‡hvM¨ bv n‡j 
wefw³Ki‡Yi Avmj D‡Ïk¨ mdj bv-I n‡Z cv‡i| 

2. cÖ‡ek‡hvM¨Zv (Accessibility): †Kv¤úvbxi e›Ub cÖYvwj, weÁvcb gva¨g, weµq cÖqvm BZ¨vw` Kg Li‡P, 
¯̂v”Q‡›`¨i mv‡_ Ges Kg AcP‡q cÖwZwU Dc-evRvi cÖ‡ek‡hvM¨ n‡Z n‡e| bvn‡j wefw³KiY wbZvšÍB 
A_©nxb I e¨_© cÖqv‡m cwiYZ nq| 

3. Kv‡h©vc‡hvwMZv (Actionability): cÖwZwU Dc-evRvi‡K AvKl©Yxq Kivi Ges †mev cÖ`v‡bi Rb¨ Kvh©Ki 
†cÖvMÖvg ˆZixi mvg_©̈  we‡ePbv Ki‡Z n‡e| †hgb, GKwU †QvU hvÎx cwienb †Kv¤úvbx 10wU cwienb iæU 
wPwýZ Kij| wKšÍz Gi Kg©Pvix msL¨v I †KvP msL¨v GZ¸‡jv iæ‡Ui Rb¨ c„_K c„_K wecYb †KŠkj 
cÖYq‡b Ach©vß n‡Z cv‡i| 

4. Dc-evRv‡ii wekvjZv (Largeness of Segments): wefw³Ki‡Yi gva¨‡g †hme DcevRvi m„wó Kiv nq 
†m¸‡jv hyw³m½Zfv‡e e„nr nIqv cÖ‡qvRb| ÿz ª̀vKv‡ii Dc-evRv‡i cY¨ evRviRvZ Kiv n‡j wecYbKvix 
jvfRbK Dcv‡q e¨emvq Ki‡Z cvi‡e bv| Z‡e ‡Lqvj ivLv `iKvi †h, evRv‡ii wekvjZv c‡Y¨i cÖK…wZi 
Dci wbf©ikxj| wkíc‡Y¨i Dc-evRvi gywó‡gq K‡qKRb MÖvn‡Ki Øviv m„wó n‡Z cv‡i| wKš‘ ‡fvM¨c‡Y¨i 
Dc-evRv‡i MÖvn‡Ki msL¨v h‡_ó bv n‡j Zv‡K wekvj ejv hv‡e bv| 

5. cv_©K¨KiY‡hvM¨Zv (Differentiability): cÖ‡Z¨K evRvi-wefvM Ab¨vb¨ evRvi-wefvM †_‡K wfbœ iK‡gi 
n‡Z n‡e| bZzev wefvRb djcÖm~ n‡e bv| †hgb: GKwU cÖmvabxi e¨vcv‡i weevwnZ I AweevwnZ gwnjviv 
hw` GKBiƒc mvov †`q, Zvn‡j G‡`i‡K Avjv`v ỳwU wefv‡M wef³ Kiv n‡e A_©nxb| 
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 wkÿv_©xi KvR ‡h‡Kvb ỳBwU  †fvM¨cY¨ I wkíc‡Y¨i evRvi wef³ Kiæb| 

 
 
 

 

 mvims‡ÿc 

evRvi wefvRb ev wefw³Ki‡Yi c×wZ cY¨‡f‡` wfbœ wfbœ cÖKvi n‡Z cv‡i| †fv³v evRvi wefw³Ki‡Y 
†fŠ‡MvwjK, RbmsL¨vwfwËK, gb Í̄vwË¡K I AvPiYg~jK Dcv`vbmg~n e¨envi Kiv n‡q‡Q| DBÛ I KviW‡Rv 
wkíevRvi wefw³Ki‡Yi Rb¨ wØ-avc c×wZi mycvwik K‡i‡Qb; h_v -mvgwóK I e¨wóK| Kvh©Kifv‡e evRvi 
wefw³Ki‡Yi Rb¨ K‡qKwU welq we‡ePbv Kiv nq| †m¸‡jv n‡jvDcv`vb cwigvc‡hvM¨Zv, cÖ‡ek‡hvM¨Zv, 
Kv‡h©vc‡hvwMZv, Dc-evRv‡ii wekvjZv I  cv_©K¨KiY‡hvM¨Zv| 

 

 
cv‡VvËi g~j¨vqb-4.4  

 

mwVK DË‡ii cv‡k wUK& (√√√√) wPý w`b- 
1| †Kvb c‡Y¨i AmgRvZxq mgMÖ evRvi‡K wewfbœ mgRvZxq As‡k fvM Kivi cÖwµqv n‡jvt 
 K) gvb wba©viY L) evRvi msnZ KiY 
 M) evRvi wefw³KiY N) †kªYx wefvM 
2| wb‡Pi †KvbwU †fv³v evRvi wefw³Ki‡Yi wfwË wnmv‡e e¨eüZ? 
 K) †fŠMwjK GjvKv L) RbmsL¨v 
 M) mvgvwRK Ae ’̄v N) Dc‡ii me¸‡jv 
3| wkí-evRvi wefw³Ki‡Y wb‡Pi †KvbwU‡K wfwË wn‡m‡e e¨envi Kiv nh? 
 K) c‡Y¨i e¨envi L) Ae ’̄vb 
 M) µ‡qi cwigvY N) Dc‡ii me¸‡jv| 
4| ‡fv³v evRvi wefw³Ki‡Yi wfwËmg~n KqwU fv‡M fvM Kiv hvq? 
 K) 2wU L) 4 wU 
 M) 3wU N) 5 wU| 
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wecYb wgkªY : aviYv I Dcv`vb  
Marketing Mix: Concepts and Elements 

 
D‡Ïk¨ 

 

G cvV †k‡l Avcwb   
• wecYb wgkÖ‡Yi msÁvej‡Z cvi‡eb; 
• wecYb wgkÖ‡Yi Dcv`vb ev PjKmg~n m¤ú‡K© eY©bv Ki‡Z cvi‡eb; Ges 
• wecYb wgkÖ‡Y cÖfve we Í̄viKvix Dcv`vbmg~n e¨vL¨v Ki‡Z cvi‡eb| 

 

 
g~L¨ kãgvjv (Keywords) 

cY¨, cÖmvi, eÈb, g~j¨, ZvwjKv-g~j¨, weÁvcb, e¨w³K weµq| 

 
wecYb wgkÖ‡Yi msÁv (Definition of Marketing Mix) 

ÔwecYb wgkªYÕ kãwU †Kv‡bv GKwU cÖwZôv‡bi wecYb Kvh©µ‡gi wewfbœ Dcv`vb ev PjKmg~‡ni Dci 
¸iæZ¡ cÖ̀ vb Kivi Rb¨ e¨eüZ nq| cÖwZôvb †hme wecYb PjK (Marketing Variables) -cY¨ (Product), g~j¨ 
(Price), cÖmvi (Promotion) I eÈb (Place) - e¨envi K‡i, †m¸‡jv‡K wecYb wgkªY bv‡g AwfwnZ Kiv 
nq|GB Dcv`vb¸‡jv‡K 4P (‡dvi wc) ejv nq| cY¨ I †mevi wecYb Kvh©vewj eûgyLx wKš‘ ci¯úi wbf©ikxj| 
Gme Kvh©vewji g‡a¨ i‡q‡Q c‡Y¨i gvb, ˆewkó¨,weÁvcb, weµq, weµq cÖmvi, MÖvnK-‡mev, MYms‡hvM, ZvwjKv-
g~j¨, cwienb, gRy`KiY BZ¨vw`| G KvR¸‡jv †KvbUvB wew”Qbœfv‡e Pj‡Z cv‡i bv| wecY‡bi †¶‡Î GKwU 
Dcv`vb‡K ev PjK‡K Ae‡njv Kiv n‡j Ab¨ Dcv`vbI ỳe©j n‡q †h‡Z cv‡i| mvgwMÖKfv‡e Gme Dcv`vb/PjK 
cÖwZôv‡bi wecYb wgkªY bv‡g cwiwPZ| 

wecYb wgkÖY m¤úwK©Z ỳwU msÁv- 

Philip Kotler & Gary Armstrong wecYb wgkÖ‡Yi msÁv m¤ú‡K© e‡jb, “Marketing mix is the set 

of controllable tactical marketing tools- product, price, place and promotion- that the firm 

blends to produce the response it wants in the target market.” A_v©r wecYb wgkÖY n‡jv 
wbqš¿Y‡hvM¨ †KŠkjMZ wecYb nvwZqvi- cY¨, g~j¨, eÈb I cÖmvi-Gi †mU hv †Kvb cÖwZôvb Afxó evRv‡i 
cÖZ¨vwkZ mvov cvevi Rb¨ mswgkÖY K‡i| 

Dalrymple and Parsons cwi‡e‡ki msÁv w`‡q‡Qb Gfv‡e, “The Marketing mix is the specific 

collection of actions employed by an organisation to stimulate acceptance of its ideas, 

products or services” A_v©r wecYb wgkÖY n‡jv cÖwZôvb Øviv wb‡qvwRZ wbav©wiZ Kvh©vejxi mgwó hv 
cÖwZôv‡bi aviYv,cY¨ ev ‡mev MÖnY Ki‡Z AbycÖvwYZ K‡i| 

Dc‡ii Av‡jvPbvi wfwË‡Z ejv hvq †h, wecYb wgkÖY n‡jv cÖwZôv‡bi K‡qKwU wbqš¿Y‡hvM¨ Dcv`vb ev Pj‡Ki 
mgwó| G¸‡jv n‡jv: cY¨, g~j¨, eÈb Ges cÖmvi| G¸‡jv Bs‡iwR‡Z Pvi ÔwcÕ bv‡g cwiwPZ|  
 

wecYb wgkÖ‡Yi Dcv`vb (Elements of Marketing Mix) 

cÖwZ‡hvwMZvg~jK evRv‡i†fv³vivB ivRv|†fv³vi GB ¸iæZ¡c~Y© Ae ’̄v‡bi Kvi‡Y wecYb Kvh©µ‡gi me wKQy 
†fv³v‡K wN‡i AvewZ©Z nq| cÖwZwU cÖwZôvb †fv³vi iæwP-AiæwP, Pvwn`v, gb-gvbwmKZv, myweav-Amyweav cÖf„wZ 

cvV-4.5 
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m~²fv‡e we‡kølY K‡i wecYb Kg©m~wP MÖnY K‡i Ges wecYb wgkª‡Yi iƒc‡iLv ˆZwi K‡i| wecYb wgkª‡Yi hZ¸‡jv 
Dcv`vb i‡q‡Q me¸‡jvB †fv³vi cÖwZ j¶¨ †i‡L wba©viY Kiv nq| ZvB cÖ‡Z¨KwU cÖwZôv‡bi wbKU †µZv ev 
†fv³vi Pvwn`v c~iY K‡i Zv‡`i‡K mš‘ó Kivi Rb¨ wecY‡bi †gŠwjK PjK¸‡jvi wgkÖY AZ¨šÍ ¸iæZ¡c~Y©| wecYb 
wgkª‡Yi wewfbœ Dcv`vbmg~n wb‡¤œ Av‡jvPbv Kiv n‡jv : 
 

1. cY¨ (Product): cY¨ n‡jv †Kvb „̀k¨gvb ev A „̀k¨gvb mË¡v hv gvby‡li Afve ev cÖ‡qvRb c~iY Ki‡Z 
cv‡i| evRviRvZKvix evRvi M‡elYvi gva¨‡g †µZv ev †fv³vi cÖ‡qvR‡bi wbix‡L cY¨ cȪ ‘Z K‡i Ges 
evRv‡i mieivn K‡i| wb‡P cY¨ wgkÖ‡Yi Rb¨ ¸iæZ¡c~Y© Dcv`vb¸‡jv D‡jøL Kiv n‡jv- 

K.  ˆewPÎ¨ (Variety): ‰ewPÎ¨ ej‡Z †Kvb cY¨ ev †mev‡K wewfbœ ai‡bi †µZv ev †fv³v‡K mš‘ó 
Kivi Rb¨ wewfbœfv‡e Dc ’̄vcb Kiv‡K †evSvq| 

L.  gvb (Quality): ‡Kvb c‡Y¨i gvb ej‡Z c‡Y¨i ’̄vwqZ¡, wbf©i‡hvM¨Zv, h_v_©Zv, Kvh©KvwiZv, 
†givgZ‡hvM¨Zv BZ¨vw`i mgwó‡K †evSv‡bv nq| 

M.  bKkv (Design): c‡Y¨i h‡_vchy³ bKkv Kivi gva¨‡g cY¨‡K AvKl©Yxq I e¨envi Dc‡hvMx 
K‡i †Zvjv hvq| 

N.  ˆewkó¨ (Features): cÖwZ‡hvwMZvi evRv‡i cY¨‡K Avjv`v Kivi Rb¨ wecYbKvix bZzb bZzb 
ˆewkó¨ hy³ K‡i c‡Y¨i MÖnY‡hvM¨Zv evov‡bvi †Póv K‡i|  

O.  eª̈ vÛ bvg (Brand Name): ‡Kvb cY¨ ev †mev‡K wPwýZKi‡Yi myweavi Rb¨ wecYbKvix 
AvKl©Yxq I A_©c~Y© bvg, cÖZxK, is, wPý BZ¨vw` AvKv‡i eª̈ vÛ bvg e¨envi K‡i| 

P.  †gvowKKiY (Packaging): ‡gvowKKi‡Yi gva¨‡g wecYbKvix c‡Y¨i gvb AÿZ ivLvi cÖqvm 
Pvjvq| GQvovI cY¨ msiÿY, ’̄vbvšÍi, cwienb, weµq cÖmvi I AvK©lYxqfv‡e Dc ’̄vcb Kivi 
Rb¨I †gvoK e¨envi Kiv nq| 

2. g~j¨ (Price): mwVK g~j¨ wbav©i‡Yi gva¨‡g wecY‡bi mvdj¨ AR©b Kiv m¤¢e| †Kvb cY¨ µ‡qi Rb¨ †h 
cwigvY A_© †µZv ev †fv³v wecYbKvix‡K cÖ̀ vb K‡i, Zv‡K g~j¨ e‡j| g~j¨ †µZv KZ©K we‡µZv‡K cÖ̀ Ë 
Avw_©K wewbgq| Drcv`K, †µZv ev †fv³v mK‡ji Kv‡Q g~j¨ ¸iæZ¡c~Y© Dcv`vb| KviY g~j¨ n‡jv wecYb 

Afxó 
†µZv`j 

cY¨ 
 

� ‰ewPÎ¨ 
� gvb 
� bK&kv 
� ‰ewkó¨ 
� eª̈ vÛ bvg 
� ‡gvoKxKiY 
� ‡mev 

cÖmvi 
 

� weÁvcb 
� e¨w³K weµq 
� weµq cÖmvi 
� Rbms‡hvM 

g~j¨ 
 

� ZvwjKv g~j¨ 
� evÆv 
� Qvo 
� cwi‡kv‡ai mgq 
� evwKi kZ© 

eÈb cÖYvjx 
 

� AvIZvf~³ GjvKv 
� mgv‡ek 
� Ae¯’vb 
� gIRy` gvj 
� cwienb 
� mnvqK †mev 

wPÎ 4.3: wecYb wgkÖ‡Yi Dcv`vbmg~n 
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wgkÖ‡Yi GKgvÎ Dcv`vb hvi gva¨‡g ‡Kv¤úvwb Avq Ki‡Z cv‡i| Avevi †µZvi cÖZ¨vkv, mvg_¨© I c‡Y¨i 
Dc‡hv‡Mi mv‡_ g~‡j¨i mvgÄm¨ _vK‡jB †µZv cY¨ µq Ki‡Z AvMÖnx nq| g~j¨ wbav©i‡Yi mv‡_ 
m¤úK©hy³ welq¸‡jv n‡jvZvwjKv-g~j¨ (List Price ), evÆv (Discount), Qvo (Allowance), cwi‡kv‡ai 
mgq (Payment period) Ges evwK‡Z wewµi kZ© (Credit terms)| 

3. cÖmvi (Promotion): ‡µZv ev †fv³vi mv‡_ wecYbKvixi †hvMv‡hv‡Mi gva¨g n‡jv cÖmvi| cÖmv‡ii 
wewfbœ Dcv`v‡bi gva¨‡g wecYbKvix †µZv ev †fv³vi Kv‡Q cY¨ m¤ú‡K© Z_¨ cÖ̀ vb K‡i, cY¨ µ‡q 
Drmvn cÖ̀ vb K‡iGes cY¨ µ‡qi K_v g‡b Kwi‡q †`q| c‡Y¨i Pvwn`v ‰Zwi Ki‡Z, Pvwn`v a‡i ivL‡Z, 
Ges cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ wewfbœ cÖmvig~jK Kvh©µ‡gi mv‡_ wecYbKvix mshy³ _v‡K| Gme 
Kvh©µ‡gi g‡a¨ i‡q‡Q weÁvcb (Advertising), weµq cÖmvi (Sales Promotion),  MYms‡hvM (Public 

Relations) Ges e¨w³K weµq (Personal Selling)| 

4. eÈb ev ’̄vb (Distribution or Place): cY¨ eÈ‡bi gva¨‡g wecYbKvix mwVK †µZv ev †fv³vi Kv‡Q 
h_vmg‡q mwVK g~‡j¨i wewbg‡q cY¨ cÖvwß wbwðZ K‡i| cÖwZ‡hvwMZvi evRv‡i wecYbKvix KZ ZvovZvwo 
MÖvn‡Ki wbKU cY¨ †cuŠQv‡Z cv‡i, Zvi Dci wecYbKvixi mvdj¨ wbf©i K‡i| c‡Y¨i eÈb e¨e ’̄vq 
¸iæZ¡c~Y© welq¸‡jv n‡jv cwienb I †Wwjfvix (Transportation and Delivery), cY¨ e›Ub cÖYvwj 
(Channels),  AvIZvfy³ GjvKv (Coverage), c‡Y¨i mgv‡ek (Assortments), Ae ’̄vb (Locations), 

gRyZ gvj (Inventory) I eÈb-mnvqK †mev (Logistics)| 
 
wecYb wgkÖ‡Yi Dci cÖfve we Í̄viKvix Dcv`vbmg~n (Factors Affecting Marketing Mix) 
wb‡Ri cÖwZôv‡bi cÖ‡qvR‡bi mv‡_ Zvj wgwj‡q wecYb Kg©m~wP cÖYqb Kivi mgq GKRb wecYbKvix‡K wewfbœ 
ai‡bi AvPiYg~jK kw³mg~‡ni (Behavioral forces) cÖwZ j¶ ivL‡Z nq| Gme kw³i mv‡_ mvgÄm¨ †i‡L 
wecYb wgkªY m¤úwK©Z wm×všÍ MÖnY Ki‡Z nq|wecYbKvix‡K memgqB cÖwZ‡hvwMZvg~jK cwi‡e‡k wePiY Ki‡Z 
nq| ZvB †fv³v‡`i cÖwZwµqv, e¨emvwqK cwi‡ek Ges cÖwZ‡hvwMZvi MwZcÖK…wZ BZ¨vw` welq¸‡jv‡K wbR¯̂ 
m¤ú‡`i Av‡jv‡K wePvi-we‡ePbv K‡i †`L‡Z nq| wb‡¤œwecYb wgkªY‡K cÖfvweZ K‡i _v‡K Ggb KwZcq welq 
D‡jøL Kiv n‡jv- 

1. †fv³v‡`i µq AvPiY (Consumers Buying Behavior): cY¨ µ‡q ‡µZvi AvMÖn;‡µZviµq 
Af¨vm;‡µZviemev‡mi Af¨vm I aib; cwi‡ekMZ Ae ’̄v Ges ‡µZvi µq ¶gZv BZ¨vw` ¸iæZ¡c~Y© 
Dcv`vbmg~n Øviv ‡µZvi/‡fv³vi µq AvvPiY wba©vwiZ nq| 

2. e¨emvwqK AvPiY (Business Behavior): e¨emvwqK AvPiY ØvivI wecYb wgkªY cÖfvweZ nq| cvBKvi 
I LyPiv e¨emvqxi AvPiY Øviv e¨emvwqK AvPi‡Yi m„wó| GB e¨emvwqK AvPiY †hme Dcv`vb Øviv 
cÖfvweZ nq †m¸‡jv n‡jv e¨emvqx‡`i AvMÖn; Zv‡`i e¨emvwqK KvVv‡gv, Kvh©c×wZ I g‡bvfve Ges 
e¨emvqx‡`i Kviev‡i cwieZ©‡bi aviv| 

3. cÖwZ‡hvMx‡`i Ae ’̄v Ges AvPiY (Competitors’ Conditions and Behavior): evRv‡i GKB c‡Y¨i 
†¶‡Î †hme cÖwZ‡hvMx i‡q‡Q Zviv KZUzKz kw³ai Ges Zv‡`i AvPiY wKiƒc, Zvi Dci wecYb wgkª‡Yi 
KvVv‡gv A‡bKvs‡k wbf©i K‡i| cÖwZ‡hvMx‡`i Ae ’̄v I AvPiY wb‡¤œv³ Dcv`vbmg~‡ni Øviv cÖfvweZ nq: 
wk‡íi KvVv‡gv Ges Gi mv‡_ cÖwZôv‡bi m¤úK©; cÖwZ‡hvMx‡`i msL¨v I Avw_©K kw³; wk‡íi †K› ª̀xKiY 
(Concentration); c‡iv¶ cÖwZ‡hvwMZv (Ab¨vb¨ c‡Y¨i); c‡Y¨i mieiv‡ni mv‡_ Pvwn`vi m¤úK©; 
cÖwZ‡hvMx‡`i cÖwZ‡hvwMZvi wfwË (g~j¨wfwËK cÖwZ‡hvwMZv ev Ab¨vb¨ wfwË); cÖhyw³MZ Ges mvgvwRK 
MwZcÖevn, hv †hvMvb I Pvwn`vi cwieZ©b NUv‡Z cv‡i BZ¨vw`| 
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4. miKvwi AvPiY (Government Behavior): wecY‡bi wewfbœ ch©v‡q miKvi wbqš¿Yg~jK n Í̄‡¶c K‡i 
wecYb wgkªY‡K cÖfvweZ K‡i _v‡K| mvaviYZ miKvi wecY‡bi Dci ‡hme Dcv‡q wbqš¿Y Pvjv‡Z cv‡i 
Zv n‡jv c‡Y¨i Dci wbqš¿Y; cY¨-g~‡j¨i Dci wbqš¿Y; cÖwZ‡hvwMZvg~jK Kvh©c×wZi Dci wbqš¿Y Ges 
weÁvcb I weµq cÖmv‡ii Dci wbqš¿Y| 

 

 wkÿv_©xi KvR wecYb wgkÖ‡Yi Dcv`vb¸‡jv wK wK Zv D‡jøL Kiæb| 

  

 

 mvims‡ÿc 

wecYb wgkÖY n‡jv cÖwZôv‡bi K‡qKwU wbqš¿Y‡hvM¨ Dcv`vb ev PjK|Dcv`vb¸‡jv n‡jv- cY¨, g~j¨, eÈb Ges 
cÖmvi|wecYb wgkª‡Yi DwjøwLZ 4wU Dcv`vb †fv³vi cÖwZ j¶ †i‡L wba©viY Kiv nq| cÖwZôv‡bi cÖ‡qvR‡bi 
mv‡_ Zvj wgwj‡q wecYb Kg©m~wP cÖYqb Kivi mgq GKRb wecYbKvix‡K wewfbœ ai‡bi AvPiYg~jK kw³mg~‡ni 
cÖwZ j¶ ivL‡Z nq hv wecYb wgkÖ‡Y cÖZ¨ÿ I c‡ivÿfv‡e cÖfve we Í̄vi K‡i| †m¸‡jv n‡jv †fv³v‡`i µq 
AvPiY, e¨emvwqK AvPiY, cÖwZ‡hvMx‡`i Ae ’̄v Ges miKvwi AvPiY| 

 

 
cv‡VvËi g~j¨vqb-4.5  

 

mwVK DË‡ii cv‡k wUK& (√√√√) wPý w`b- 
1| wecYb wgkÖ‡Yi Dcv`vb KqwU? 
 K) 2 wU   L) 4 wU   
 M) 3 wU   N) 5 wU 
2| wb‡Pi †Kvb&wU cY¨ wgkÖ‡Yi Rb¨ ¸iæZ¡c~Y© bq? 
 K) ‰ewPÎZv  L) bKkv  
 M) gRy` gvj  N) gvb 
3| mwVK c‡Y¨i g~‡j¨i wewbg‡q cY¨ ev †mevi cÖvwß ev mieivn wbwðZ Kiv‡K wK e‡j? 
 K) cY¨   L) e›Ub   
 M) g~j¨   N) cÖmvi 
 
 

 
P~ovšÍ g~j¨vqb 

m„Rbkxj cÖkœ- 1 
ÔbvBMvÕ Rvcv‡bi GKwU cÖL¨vZ gUiMvwo cȪ ‘ZKvix cÖwZôvb| cÖwZôvbwU D”PweË, D”P ga¨weË I ga¨weË †kÖwYi 
†µZv‡`i K_v wPšÍv K‡i wewfbœ g‡Wj I wewfbœ `v‡gi Mvwo Drcv`b I evRviRvZKiY K‡i| d‡j Aí mg‡qi 
g‡a¨ cÖwZôvbwU e¨emvwqK mdjZv jv‡f mÿg nq| †fv³vivI GB †Kv¤úvwbi Mvwo e¨envi K‡i †ek cwiZ…ß| 

K.  †fv³vevRvi Kx? 1 
L.  ÔwkíevRv‡ii m`m¨ msL¨v KgÕ Ñ e¨vL¨v Kiæb| 2 
M.  DÏxc‡Ki cÖwZôvbwU †Kvb& evRv‡ii Rb¨ cY¨ wecYb Ki‡Q? e¨vL¨v Kiæb| 3 
N.  cÖwZôvbwU Mvwo wecY‡bi Rb¨ evRvi wefw³Ki‡Yi †h wfwË e¨envi K‡i‡Q Zv wK mwVK? gZvgZ w`b| 4 
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m„Rbkxj cÖkœ- 2 
ÒXvKv dzW †Kv¤úvwbÓ gywÝMÄ †_‡K mivmwi Avjy µq K‡i| G Avjy w`‡q Zviv Kzogy‡o I gPg‡P m‡ZR wPcm ˆZwi 
K‡i, hv wkï-wK‡kvi‡`i Kv‡Q LyeB RbwcÖq| eZ©gv‡b Zviv wewfbœ eq‡mi †jvK‡`i K_v wPšÍv K‡i bvbv ¯̂v‡`i 
wPcm ˆZwi Kivi wm×všÍ wb‡q‡Q| 

K.  cY¨ Kx? 1 
L.  Ò†fv³v evRv‡ii AvqZb AZ¨šÍ e¨vcKÓ Ñ e¨vL¨v Kiæb| 2 
M.  DÏxc‡K DwjøwLZ ÒXvKv dzW †Kv¤úvwbÓ †Kvb& evRv‡ii †µZv? e¨vL¨v Kiæb| 3 
N.  ÒeZ©gv‡b cÖwZôvbwU †h wfwËi Dci ¸iæZ¡ w`‡q evRvi wefw³KiY Ki‡Z Pvq Zv AZ¨šÍ †hŠw³KÓ Ñ 

Avcwb wK G wel‡q GKgZ? we‡kølY Kiæb| 4 
 
m„Rbkxj cÖkœ- 3 

ÔcÙv Uq‡jwUªRÕ bvbvb ai‡bi Uz_‡c÷ evRv‡i G‡b‡Q| ev”Pv‡`i Rb¨ PK‡jU-¯̂v‡`i †ewe Uz_‡c÷I †hgb G‡b‡Q, 
†Zgwb wK‡kvi-wK‡kvix‡`i Rb¨I G‡b‡Q bvbvb i‡Oi Uz_‡c÷| Avevi eo‡`i Rb¨ G‡b‡Q ùv‡Zi e¨v_v 
DckgKvix Uz_‡c÷| G Kvh©µ‡gi d‡j mgv‡Ri mKj †kÖwYi †fv³v‡`i Kv‡Q Zv‡`i MÖnY‡hvM¨Zv e„w× †c‡q‡Q| 
†mB mv‡_ e„w× †c‡q‡Q c~‡e©i Zzjbvq weµ‡qi cwigvY, K‡g‡Q GKK cÖwZ Drcv`b e¨q Ges m„wó n‡q‡Q ’̄vqx 
MÖvn‡Ki msL¨v|  

K.  wkíevRvi Kx? 1 
L.  †µZv mš‘wó ej‡Z Kx †evSvq? e¨vL¨v Kiæb| 2 
M.  ÔcÙv Uq‡jwUªRÕ Kx‡mi wfwË‡Z Zv‡`i c‡Y¨i evRvi wef³ Ki‡Q? e¨vL¨v Kiæb| 3 
N.  DÏxc‡Ki Av‡jv‡K evRvi wefw³Ki‡Yi ¸iæZ¡ g~j¨vqb Kiæb| 4 

 

m„Rbkxj cÖkœ- 4 

‡`kvjq wjwg‡UW kvnev‡Mi AvwRR mycvi gv‡K©‡Ui ÔcvÄvweÕ weµqKvix cÖwZôvb| Avm‡Q C` Dcj‡ÿ †`kvjq 
wjwg‡UW Zv‡`i cÖwZwU c‡Y¨i Ici 5% Qvo cÖ̀ vb K‡i Ges bZzb bZzb c‡Y¨i mgvnvi NUvq| G‡Z †`Lv hvq 
cÖwZôvbwUi weµq 20% e„w× †c‡q‡Q|  

K.  cwigvc‡hvM¨Zv Kv‡K e‡j? 1 
L.  evRvi wefw³KiY Kxfv‡e wm×všÍ wb‡Z mnvqZv K‡i? e¨vL¨v Kiæb|  2 
M.  †`kvjq wjwg‡UW †Kvb& evRv‡i Zv‡`i cvÄvwe weµq K‡i? e¨vL¨v Kiæb|  3 
N.  5% Qvo cÖ̀ vb evRv‡i wefw³Ki‡Yi †Kvb& wfwËi mv‡_ m½wZc~Y©? we‡kølY Kiæb|  4 

 
m„Rbkxj cÖkœ- 5 

wecYb wgkÖ‡Yi PviwU Dcv`vb| G Dcv`vb¸‡jv wb‡¤œ wP‡Îi mvnv‡h¨ †`Lv‡bv n‡jvÑ 

 
K.  mg‡qi wfwË‡Z evRvi Kqfv‡M wef³? 1 
L.  wecY‡bi mnvqK †mev ej‡Z Kx †evSvq? e¨vL¨v Kiæb| 2 
M.  Kv‡jv e‡·i Dcv`vbwU e¨vL¨v Kiæb| 3 
N.  wP‡Î DwjøwLZ welqwUi PviwU Dcv`vbB Kx †µZv‡Kw› ª̀K? g‡Zi ¯̂c‡ÿ hyw³ w`b|  4 

wecYb wgkÖY 

g~j¨ eÈb cÖmvi  
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