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Introduction to Marketing Management
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What is Marketing?
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American Marketing Association (AMA) 7GR (@ eeel @wiq SR ©f 2N, “Marketing
is the activity, set of institutions, and processes for creating, communicating, delivering, and
exchanging offerings that have value for customers, clients, partners, and society at large.”
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Philip Kotler & Gary Armstrong R797ts FGIfre FR0R" U2, “Marketing is a social
and managerial process whereby individuals and groups obtain what they need and want
through creating and exchanging products and value with others.” ¥R o 2R @

ANIfERE @R IR e A7 Mo [fe qR 7e AT A AT ¢ Spie B 9
TR T SIre A 8 WO 7 T A |

o[y TAMCR 23 (AT OF 30 SAITe #/y (ol T (Ore 76 (it (rear 7158 [ver Rfey <=
JEE AR Ee® AE | RoeitTa s foqs i o a1 I/ q&A- o4y Somed 5, ey
TRAMCR 2/TH, G2 Ao RGT FAF ARTOICS | A9y =AM+ R FIeratel 2R ISR @iy,
vifemr iR, sid-oegE, efswifima fofee Far Sopifn | Seoimeas A Rerets ewesyd Fier 2o W
e efeqd, esead, o FdEd, sz, enNeresaed, I, Jfwaed, oF e Topfv |
TRCIE 27 (SIS IR (TR (WSAT AT A9 (SIS IR Ry T 212 Rofelerq I (<17 7
R | (BT FIR (AR e Reats g e 4 | @9F- REwied CRl e, (Sfe I (@R
TEfE ~Af+t, el Iaw AT 93 e w9, Koo Sy S R w4 |

@ 5.5 (AF & IFW @,

ol g [rerer ze@ e

[T Aty T O i SR | oo v
oma R | Rreeiwa

s i e
e R (et sty | | (RweieE i) < < (ceporT Ffe)
TRT AT T G T TR ; = |

% 8 AT @ Y2 ATw —

Wy wedw R[S oy @

G SR =W B@-3.5: AL [ForelT 77

S See ooy [Rerer 8 (@Feme Tt TSR @it ¢ wrie R[Sy Aifae =3

TR, oo 2R GG ANESE 8 FIFART i T W LifoDTE Sy T ACH (TSI
TG AT U] 8 (T CofF @ KT S Mo Ared 8 wre Wb oima weE [diw w1 &7 |

[SREICERTRC)

Importance of Marketing
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Market and Core Marketing Concepts
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What is Market?
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Philip Kotler & Gary Armstrong IS TS (@ LGl &N FECR ©f T, “A market
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Core Marketing Concepts
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T [ ool I Gl (@Foia 76 Sogioe, [Res a1 T=eaE 967 |

%) GRT &olifeT (Service Channel): IF, [, eweesae, @eT Sonfva T4 it
(TSR AL AFESICE (FTA 0 I |

b, AR P (Distribution Chain): RRRR RRBCETR MG JHIE @R (AT TOIE A7 2ES

G T RR ARAE 7F! [P 4T =7 |

q. aferaifst (Competition): Rfey RAaTaIA 9T WS 70 FACO ITHFY N IAGTS @ 557 7ely
G FAREAR T | 470 Afraifrer 2 =71 Joar o qOAN ¢ TRy ey, [
TGS 8 [ #/0) 4TS 8 FAIAE I Ol N AfSeiarer R |

b. o #ffte= (Marketing Environment): o «fsea 2o @afs efsdiee sersd ¢ qifygs
el *fE T o FEGAE 5T A AEFOIE Loifqe F6F | FIY 0@ (Task Environment)

WW(Broad Environment) G o #ifsca oifdw | @ e 3266 © @ [eifvre wicemn

AR |

/G7 e

vifzne Rfeger SgaEt Reremest TR o SHET 4290 F@ | AR 5IiAR B0 479
(TS AN AR | (ST JEaAT - el bifRwr, ey sifzwr, Je vifzwn, =i sifzwl, sifwife sifzmr, s
bifkwl, T@fefe oifkl, ¢ Ffowa T ARSH HIRAl | A, KA 7RIS 200 e T (@I
TENT 8 TR (O T | FoferT B g (Reroi 7wE) ¢ & (e M) 9 73
ATHFT N AT [T 2197 A CRIT IMF-2W 2T | AR T B 0 (ol A= (SISt
ISR, JPT ISR, AT A1 A IS @R STAreicer 8 TERifE e | [oees FR@Ew
TEASIE TR &) (S TR TIE ST TS | (e *CET- e, o) 8 bifgw;
OB AGR; TIB A 8 A [ore; Tt 8 Jiw; Sy 8 FEP; oo aenfer; ez i
eiferaifrer @ e AR |
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Marketing Management

@ =
Q A T A=A-
n TR EAN ST I FACS AR
n R JIFAN TOIMITR I TS AR R

o I FRFEANIE SR T FACS AR |

R o e

What is Marketing Management?

AFRSTEFI T [FANT AL T FIQAM AIBIANT ML T FA12 0T ASRSreaae b fsyerey
RFT | AT AR A [ ANAF GRFNT (12 FIES CFFG T NG TAWHE FI”
(AT T @ (T WO AT FA6F I, 75 I 8 Tyt &l (@l A (SIS I (T |

Philip Kotler and Gary Armstrong Ro€F IR T IJe0=A-  “Marketing
management is the art and science of choosing target markets and building profitable

relationships with them.” <R AT IRZ#F 20 018 G 27w A1 QIR SR AL
TS T 910G (ST el @ K@i |

The American Marketing Association 70F JFTZHA T0F @ TGl eV FACE,
“Marketing management is as the process of planning and executing the conception
pricing promotion and distribution of goods services and ideas to create exchange with
target groups that satisfy consumer and organisation objectives. ~ SR Rotele JIZroia
20R OB G 21N Tl QIR S AN G TIF TG (ST el 8 G |

AR 91 I @, AR [T Mg AT T @ Taxy Seea & ooy, G ¢ 4
SRS FRGT Qe @I e Fifes [y woiae oy [fey @i [uss, s, Ao,
o, S @ fSREer e SRl AfRBEeT 2 oo =g |

ISREESISE DIERICEI LE b EY
Philosot%);lies of Marketing Management e (oI Tt
3. BAMe 7oqM (Production Concept): O

S OFACE FICHCT AN T | TAM /\ bl il
TR ToT T2 2OR (TN QT I 5[ 5w Refere et
A A AT T FAE IF @A AR @I R el
(TS @ FIOF W R | SARAT RO ety 4ttt
JeTl AR QIECCT WASA, Bangladesh railway :
T TG | i BRAM LT

2. A9 TeIWM (Product Concept): 2197 ToM

T 4 2T T (GO @ AP A A%W A ﬁ@b.i:ﬁf’f‘ﬂﬂ?fﬂ@%

TTRE g - S0
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@RTAR TS N TFe, T 8 [eea 3By 57917 | Ay Toqm S 41 27 @ (SISt
FROCHT ST @ g, FRAT 8 TGRA (AMRBPTHG AT *gW I AT ST Aol (o FACS
ARCE RATFIAE A07 [NEFE & SRS T 91 | (@qG- 894, WS (W_eeT (& 395 | 58
AN AT AT @ePer® T Y T effe (@ TR (= FECT (TSI ey T
TR P @ IR A TORE Ny I | (1R ~AfEfors To1 =20 Al [T (Marketing
Myopia) |

©. & T®qm (Selling Concept): & T “Itiliw MG @ &0y (@Forrd &edie Fae
ey iy €aTa AThBT Qe T 7 | @ WS ol AT ! WfKS Rz Mges wifess At
G | QTHCE REeawiar oy R & IR eARRETT I Q7 IR | @N- I
T 8 (s T G| AMFIA AfSTIT @ TOqW TP I |

RIEE) SRRl (cli) T FEAT

FRAET s 7oy | @ e iR @ I e I

<. ey Toqm

A (FOR JEEE | NS oo (TFOIF TSBF TG I

<. el oM
@ 3.9: @ oW @ o0l Toqma wera

8. A7« 4l (Marketing Concept): 7 IRe F 41 27 @ AFSHITT o757 e fdq
F(E OB IEIET ARE € NS e q3R SRR G ST 8 TF O FIERS ety
gBESC 8 IF[R I

8T | G WAl

AT
Tfrs foe oL ™
(0, I, TBT _© | | oy e gy
ZPTIF) @ YT o1 . = 5T
TIP! O[S (BB AT | | w cafeizy n SIRTAITRE ST
| S TN @7 8 " IS I " fFa =S
IEERICE FEEE " (R
qFT O[T = | fod 3.0 I e
q f@w e e .
Yo Wy 2y =il .maw
EISEIC AT K G » Gifes farm = ST AT
NINSWS\:)I, «l-
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RTeer S R T a=d I @3 el e et tof 371 &7 | (OIeR afs &%
QT el e SR Sormie e w1 230 31 foq 2 5.8 @ Stge +40 TR |

¢. XEfBF e ToqW (Holistic Marketing Concept): Iou" o sffcaed &foa
AfSTMTOR BT AT T @ ToqW LA ¥ =Y | FNF TOMICR TN T9 (T TOqM
AfefBe TR OItF I TR 25T [t Toam | 2fIfBs [ o = fFeaaerst
GF &S bR i F01f6, *afs ¢ IR Sae, TIFad R IBIACR &fe wFg
ST T TRCR | 5T 5.8 (ATF @ oo Tome RageteT & I | @ e v [REeEs
R g emi 1 TRTR-

F) TPSeE 79T (Relationship Marketing): oem @@ Ay wdtafes, wiff,
AifeE Berin Rfeq ~cva Y ARG 7T9F I&F AT 7T A0S [oAIeTa Someey

TSI TS 4T T |
- 4 g ba
T R« wrepaiel Rl o e
[ECGERSIL)
(o €— T fofaw S v
forerey Srotere
SIgiEl 5@ 3.8: TFIF6S el sfaraer el

) f¥e 24T (Integrated Marketing): =6 (@F*ET® SAMIT (7107, &5, I 8 &AF) (&
N BT AT FACO S (A (OIS HEB I T T |

%) WeREAT AT (Internal Marketing): &fSDTTT TS (@ AT AN FI& I ©IAS
AR AFTS @ TFeT BTl TFe 27 8 (T FRRAR FAT 7 17 | O Tepaarer oo
T e 9w AW 9 2T |

¥) FOTHW 916 (Performance Marketing): @ TS3W SRR o1 016 QoG AT<I0T
ARSHT @ AT Fo6! TNATST ¢ TANATST STMIT AT 7SI T ST @RIT 78I 27 |
QTG S WeH (Market share), (@SR FEMB, #oly warew @3 A M [fog tfes,
RS, ANIE, e @ % Aravae afe [ew o9 (e =7 |

R IRFowT SRR

Functions of Marketing Management

oM IRFATR IS @ (OIEma 8B KU WMo Aifevifie Sy Seiwe ARy T I
ARG T 1 93 Sweely oo [RZR QAT IS IR [F97 FHFI0GT (F9T @ ARTPFA Gz
7 | R Sy SR & e (TR FTaie a=el S0 R #f g i 0T | Rofee e
8 ARFFE (@FANTG AT ST AR I | AN JRBATNT G0 Ty F& R [T o
T T @l & B | O T (@I (SO0 @ R G50 ©f TN G o o7 9

TG @ B1- 53
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AT CSIET T T [RGw, Yl @R Af=rore [{feg Same St e T | oo g e
fefEwareia T F&12 (@Feoima 457 I [T FHFe ARGE I AF | [T 37
ATy 67 I (@I BIRAT AP [RTACelT ToR | (ST (I 2907, T, (1A 208, 0,
fFeIT (ot B o SifRw REIaedd T4 ey I | OB (@ ol A Frevznfa @ =fe=e e
o T ool RPN @6 eFeed Fie | wF Gt W LIS AT TEB @ G T T |
G G A JIEAN SCAFFS AGRAT O Jens el 76w S 93 oiewa A == oyfeg
o7 I 1T (OICe | ol AIZATR Sros Fier TR T A JIT A 7167 I3 ©f (@Fol
T AR & e F40 | R IS N TR (TSI g™ A OF JIS Aol S 2itena
QEAR, SOCA *E T ZC | AT WG TG (@I Y ALAGH FACE Al A9 (AT 2fel] SACE
(TFOIACE ©f S @A FI2HAF MK qq12e P! G | Kool GIg= @R fsas
-, afes [, [ e, SomgmeT ¢ aorF [oema U @ IS’ T=mT 36 AT |
o1 IRBTR 9 el Fie 2R (OrGT &2 AfFwrer 1| SR A6y (ST I IR AL
(O FOLE N2 AT SR ©f R 4T | FoeT IIZATT @5 Q4T P 0 AT Hifzwr w7 2&T
©f Jia @R (@ T OIJET I BIRAINCE T B 40 (0L BIIRAT JIZ I A | GRelrs foferey
TFAFANT G ATON FTe JOBR I WY (i e egfia ey 1 [Roiel Afaegeies e e
T T @3 e G FAdFeim e zrr Al of wwiRfE Far @32 [51fe 2w TS
[IZ QR 4|

@ HATALFA:

o1 ZIAT 20T G ANEF JRFAR G128 IS (F@ T TG TAWHT FIR (ATF 3
CRI WA Y ST TN, 75 I ¢ T Al (@l I (OTe™ IR (AR | Rotelw g~
TSR - TeAMA Todm, o) Foqm, Rery Toqm, [ qrer ¢ 2fifos f[sew Toam |
oo BN QAT FEr 002 o0 FAFI0T (et @ ARFHN Tgae F41 | 9YTI8 T o
FE TR [Foreie ey faam oo s S 34t | [ e e [efewaed Ty wois
(@FSIna 57 0 Rotelw FAFIE SARBE @ A0EF | OB (Femd A Ao @ =ifee
SR B T AT AR @ el T | o7 @ A A ATF TG 8 Ty it
TR | AT GBI TN FIST Z0R AR TS IS T (K159 I ©F (@O N0 AGmea
T BT TN | AT NCL TG (I LT ALASH FACE A TG (FICA AT AP (FSTHAE SF
SR @A AT W S/ I LS | [ R @i fens @we-
e, e [, [T 2P19, TPl 8 dor® R MU @ FE0 T S0 AT | 2197
(O AT FARER N (ST O HGe Al e of [i=er Fa7 | Koo IgoMa @36 4T Fe
QR AT BIRRAT I 0T ©f Jian IR (@ R ©IZT R BIRANCS I B 40 (0L DI g4
T AT | RTINS A GG GG Tox Fier R =t Aoz Reew a3fa s w1;
I ARSFNCE B AT T T G [ofe I AldFeig e 2oz [T ©f onafs a1

Q3 fAb1f® JCeT IRCHATGTETS g A= 4l |
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Changes in Marketing Practices and Bangladesh Perspectives

i)

Q #fI5 N AR
v RO SO AR TITIR I AR @3
= QISR e BT TR T TS AE |
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Changes in Markeing Practice

e, wdtafes S sfeaes genifn

I AN [FIZEAFT AIGgF 8 AYE T

orq *grr | fogme wiene egfes efs (aweor IO

@ (OTSI TICA Sge wbad foe a1 | fog

Y& TRETETST 8 GARF-IH ZA P ~__— o
e W et [fey e a3fes S
IR/IRCT 7 IR AGCR | ooy =fely TR ot '

8 OW/ 7E O MR 8 T &),
sy TEe, o®S, &E, ST ey e,

[IZEAT
Aoy FRRAR A eweTeFeR [ifey e
gfeq IRE FAR | @NN- BT,
FIF, 8 [EOF IR I AT 47
ARG G (SIS A @M F9Co
AT | TRAE, R @ o[y ifecena sice )

faows Rfey oot awe St e 5@ 3.¢: Rotel 5o AfRRSTTRR ereRoTR

AT FACS 2R | TS JIAT ARG
TEETSF @ 2N AeEETere! Zrae fSrRifel [@rory | SniRdeEel oS e ey Igwifes
2fSDTT TENRTE FAEET I ASTOF WAT 98 A AT & I T WOR | G
FAZATE ST T TN AT 8 AAMCH FEET &Y @F9 SN TR | I T ofeliar
ARTIRFT Al TS, ANEGE IR ooy [Kfog o sR@T gz Faz | @ =- 2i%s e
ARRTS e [RAANTHIT QAT FAS AT 2T (WTF AIYT FA02 | oA (wroia 7e@fPa ooy @
ATSIT (FOIT AT TP M 7oy &g I afo g 20o2 | AT [ TJIRET T 9
(T GF 17 gFS @ IR I I TR | (TF- IR T30 (o7 SERPARG A (FHF
(TS T (FSIF Q2T [EF gt T2, FoG, Torwger I 751 [fzer I oS 1 ot tofag
ST T A ez | AT, [Retemeiar @i @i e Roae /ey Ie- a3 e Sig afswifiret
(TR FCF A BTF AT | Rotew &g g9 (@FrieTa T Afstaifre Sigers et | @371
ASRFINR HIPNRE AR WAF ARIST itz | AR FRC AT @ise AReTH e o
AR BT AFIT 5 ©IF ool FRHGT @ ool IR FAdie ARTST FA0E |
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Marketing Practice in Bangladesh

I QT ol IRGE IR [T 1 eS8 MRS Pl A= O (SeF 27w 1
PifvR RS ftre g4ivy @ W3R (SIeR BT +AR[rs A SomE @ ey M ooy Teome
@ e T A | 97 TR {ANT T0qW T 19l It Sreid qmees JaEm #AfaiEre Somy
qJR FARACI AT ToqW PR FACo IR 1 | (SIS BIfRAl SERAT #0f FIAR @R =0y
T T AR AR QTS | fFg Rorasifa@t A Wgaes Sey @well FEEN oAfwers 9y
I, 2NN RGT AT T (@9 [e@r=ie TS Z0 ATTH | AT {7 FORAF [ o0z
IR IS EAT IR 0T FREN oF IE | [RATFRE @EEer (Fg BT (Fol P 8
(ol FE57 FF & (@A AW A TP FEA A1, IR OTE [ IR AT @S
oS! (7 (M | @ PIACT ISR IICA, S, Hely “Afag1, Jo7 @, 3% eo/ifer, e S
Sorifn fReePTz ey W ARSEa! a2e, IVIRT @ NI 4T I TG | AFNACH S ACITelt
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R | o, ACHF W, @, TAWMER Soee, AR oM Terit ewed SAPTR IR Oty
(SIEITF T TS T (SIS TGP 8 AMFl NS TS I | SFS (TR FH 4TS (SIS
i 8 L AT ZAFE AR PR TV FAT T (SIS HwF AL, [{ANTIRAT Ay
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e @ | [T Team efedia Ty e SfafeT IO AT | [T Iy TS
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ATEH | G e &AfSBR T DVISRAT (Zr fBANeT TSR W Ay e Fawem
e iy STt | [T 303 SEEER, (I, PTG, (ST o167 8 GRT =y et FR@ o
TS AFTO L (IZS TR | (AT TEEIfoF 8 Igeifos AT afopime 7y e e e,
TR Afeifreryd Ty “fkca tofd ztr | afer@itrerm B A, stem W@haer, g e
TEETerel, ofed IR, (@l Aveqe!l Tefifn FHe o Toqw IR afs TP eR
qica A AL | @N- qUaCR FAwes eI ¢ [ern (@wet oret TElRa ovm [etaw Team
PR IR AT | qRTN8 IO 0 (Fa@, (@RI e, Rufmyier, G, i ¢
R @rnfTeten Joes ey MNP F=mT F902 | @R AfeHNet (S FeiEa A A
TSR AT AT W 2107 4TS 8 ool F0% | FRCITT BT I AT (@, IS ol Toima
ArorE AP I T A8 O AP FAFSIE oo FEGE TPiaet FA0R @92 T
fReted oo effs wieg 712 7% |

@ HATALFA:
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(R |
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TRAIR Al wneTeFeE [(Ifey Fite ayfes 7T IR | (@NF- STRED, (FIEF, 8 [0 IR
T AT Y7 RS QAT (SISAF A @A FACS AT | AT QT oter Fidaesa
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FRE R Toqm T AR Siemw Weid e AT AR TAE ¥ RS
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TR |
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