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e¨emvq cÖwZôv‡b wecYb GKwU ¸iæZ¡c~Y© Kvh©µg hvi gva¨‡g cÖwZôvb †µZv ev †fv³vi mš‘wó weavb K‡i cY¨ 

cȪ ‘Z I evRv‡i mieivn  K‡i| GB BDwb‡U wecYb m¤ú‡K© cÖv_wgK aviYv †`Iqv n‡q‡Q| GB BDwb‡U †gvU PviwU 

cvV Av‡Q| cÖ_g cv‡V wecYb I wecY‡bi mv‡_ m¤ú©wKZ wewfbœ welq Av‡jvPbv Kiv n‡q‡Q| GB cv‡V wecY‡bi 

aviYv, cwiwa I ¸iæZ¡ eY©bv Kiv n‡q‡Q| wØZxq cv‡V evRvi ej‡Z wK †evSvq, Pvwn`vi cÖKvi‡f`, wecYb cÖwµqv 

I wecY‡bi †gŠwjK aviYvmg~n wb‡q we¯ÍvwiZ weeiY †`Iqv n‡q‡Q| Z„Zxq cv‡V wecYb e¨e¯’vcbv Kx, wecYb 

e¨e¯’vcbvi gZev`mg~n I Zvi Kvh©vewj Av‡jvPbv Kiv n‡q‡Q| me©‡k‡l PZz_© cv‡V wecYb PPv©i cwieZ©bmg~n‡K 

Zz‡j aiv n‡q‡Q Ges  evsjv‡`‡ki †cÖwÿ‡Z wecY‡bi AvIZv I cÖK…wZ Av‡jvPbv Kiv n‡q‡Q|  
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G BDwb‡Ui cvVmg~n 

 

cvV- 1.1 : wecYb: aviYv I cwiwa 

cvV- 1.2 : evRvi I wecY‡bi †gŠwjK aviYvmg~n 

cvV- 1.3 :  wecYb e¨e¯’vcbv 

cvV- 1.4 :  wecYb PPv©i cwieZ©bmg~n I evsjv‡`k †cÖwÿZ 

 

 
wecYb e¨e ’̄vcbv cwiwPwZ 

Introduction to Marketing Management 

 
 

1 



e¨emvq †hvMv‡hvM cwiwPwZ 

BDwbU GK  c„ôv-2 

 

 
 

wecYb: aviYv I cwiwa 

Marketing: Concept and Scope 
 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb- 

 wecYb Kx Zv ej‡Z cvi‡eb; 

 wecY‡bi ¸iæZ¡  e¨vL¨v Ki‡Z cv‡eb Ges 

 wecY‡bi AvIZvi weeiY w`‡Z cvi‡eb| 

 

 

e¨emvq cÖwZôvb ev †Kv¤úvwb wewfbœ ai‡bi cY¨ ev †mev cȪ ‘Z K‡i evRv‡i mieivn K‡i _v‡K| gvbyl wewfbœ 

cÖ‡qvR‡b, Zvi Pvwn`v †gUv‡bvi Rb¨ Gme cY¨ µq I †fvM K‡i| †hgb- gvbyl Lvevi µq K‡i ÿzav wbevi‡Yi 

Rb¨ Avevi wPwKrm‡Ki Kv‡Q my¯’ nevi Rb¨ wPwKrmv †mev MÖnY K‡i| cY¨ ev †mev †fvM Kivi Rb¨ gvbyl wbw`©ó 

evRvi †_‡K hvPvB-evQvB K‡i Zvici cÖ‡qvRb Abymv‡i µq I †fvM K‡i| jÿ¨ Kiv hvq †h, cY¨ ev †mevi 

aviYvi m„wó †_‡K ïiæ K‡i, †µZv‡`i gv‡S Zv cwiwPwZKiY, µ‡q Drmvn cÖ̀ vb, cY¨ eÈb, g~j¨ wbav©iY, µq 

wm×všÍ MÖn‡Y mnvqZv cÖ̀ vb Ges weµ‡qvËi †mevmn wewfbœ Kv‡Ri mv‡_ wecYb ev evRviRvZKiY (Marketing) 
RwoZ|  

‡h‡Kv‡bv e¨emvq cÖwZôv‡bi D‡Ïk¨ mdjfv‡e AR©b Kivi Rb¨ A_©vqb, cY¨ Drcv`b, wnmveweÁvb I Ab¨vb¨ 

e¨emvwqK Kvh©µg mv‡_ mv‡_ wecY‡Yi Kvh©µgI m¤úbœ Ki‡Z nq| KviY wecYb Kvh©µg evRv‡i cY¨ I †mevi 

Pvwn`v AbymÜvb K‡i Ges †m Abyhvqx cY¨ ˆZwi I mieivn K‡i| Avi wecY‡bi GB Kvhv©ewj  mwVKfv‡e m¤úbœ 

Kivi Ici wbf©i Ki‡Q e¨emv‡qi A_©‰bwZK mdjZv| e¨e¯’vcbvi hveZxq Kvh©vewj I bxwZgvjv cÖ‡qv‡Mi gva¨‡g 

wecY‡bi Kvhv©ejx m¤úbœ Kiv n‡j Zv‡K wecYb e¨e ’̄vcbv (Marketing Management) e‡j|    

wecYb e¨e¯’vcbv m¤ú‡K© Rvbvi †ÿ‡Î Drcv`K, †µZv, †fv³v I wecYbKvix mycÖPwjZ wKQz kã| cY¨`ªe¨ 

Drcv`‡bi mv‡_ RwoZ e¨w³ ev cÖwZôvb ev †Kv¤úvwb‡K Drcv`K (Producer) e‡j| †hgb- cÖvY MÖæc we¯‹zU, 

PvbvPzi Drcv`b Ki‡Q| e¨w³ ev †Kv¤úvwb cY¨`ªe¨ µq K‡i Zv‡K †µZv ev (Customer) e‡j| wb‡R †fvM Kivi 

Rb¨ †Kvb e¨w³ ev †Kv¤úvwb hw` cY¨`ªe¨ µq K‡i Zv‡K †fv³v (Consumer) e‡j| †hgb- †Kv‡bv e¨w³ PK‡jU 

µq K‡i †m hw` wb‡R MÖnY K‡i ev †L‡q _v‡K ZLb †m †µZv I †fv³v| Avevi †m e¨w³ hw` PK‡jUwU µq K‡i 

Zvi eÜz‡K Lvevi Rb¨ †`q Zvn‡j e¨w³ ïayB †µZv| Ab¨w`‡K eÜz †µZv bq ïayB †fv³v| †Kv‡bv wecYbKvix 

(Marketer) n‡jv Ggb e¨w³ †h Ab¨ c‡ÿi KvQ †_‡K †Kv‡bv cÖwZwµqv ev mvov cvevi Avkv K‡i| GB cÖwZwµqv 

n‡Z cv‡i- `„wó AvKl©Y, µq, Aby`vb, ev mg_©b BZ¨vw`| †hgb- cÖvY MÖæc Zvi Drcvw`Z we¯‹zU, PvbvPzi weµ‡qi 

Rb¨ evsjv‡`‡ki †µZv I †fv³v‡`i Kv‡Q mieivn K‡i|  

 

wecYb Kx? 

What is Marketing? 
A‡bK mgqB wecYb ev gv‡K©wUs w`‡q ïaygvÎ µq-weµq ev cÖPviYvKvh©‡K eySv‡bv n‡q _v‡K| cÖK„Zc‡ÿ µq- 

weµq ev cÖPviYv n‡”Q wecY‡bi A‡bK Kv‡Ri Askwe‡kl| wecYb GKwU cwieZ©bkxj I RwUj welq| eZ©gvb 

mg‡q wecYb ej‡Z m‡šÍvlRbKfv‡e †µZv ev †fv³vi cÖ‡qvRbmg~n c~iY‡K †evSvq| wecY‡bi g~j D‡Ïk¨ n‡jv 

†µZv f¨vjy ev myweav mieiv‡ni cÖwZkÖæwZi gva¨‡g bZzb †µZv‡K AvK„ó Kiv Ges mš‘wó weav‡bi gva¨‡g eZ©gvb 

†µZv‡K a‡i ivLv I mš‘ó †µZvi msL¨v e„w× Kiv|  
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cY¨ Drcv`‡bi c~e© †_‡K ïiæ K‡i Drcvw`Z cY¨ †µZv ev †fv³vi wbKU †cŠ‡Q †`Iqv ch©šÍ wecYb wewfbœ ai‡bi 

Kv‡Ri mv‡_ RwoZ _v‡K| wecY‡bi KvR‡K wZbwU ch©v‡q fvM Kiv hvq; h_v- cY¨ Drcv`‡bi c~‡e©, cY¨ 

Drcv`‡bi c‡i, Ges cY¨ weµq Kivi cieZx©‡Z| cY¨ Drcv`‡bi c~‡e© wecY‡bi KvR¸‡jv n‡”Q evRvi Rwic, 

Pvwn`v wba©viY, A_©-ms¯’vb, cÖwZ‡hvwM‡`i wPwýZ Kiv BZ¨vw`| Drcv`‡bi c‡i wecY‡bi ¸iæZ¡c~Y© KvR n‡jv gvb 

wba©viY wefw³KiY, †gvoKxKiY, g~j¨ wba©viY, cwienY, ¸`vgRvZKiY, eÈb, SuywKMÖnY, cY¨ cÖmvi BZ¨vw`| 

me©‡k‡l cY¨ †fv³vi Kv‡Q †cŠ‡Q †`Iqv A_ev cY¨ †fv³vi Kv‡Q weµq Kiv n‡jB wecY‡bi Kvh©µg †kl n‡q 

hvq bv| †fv³vi Kv‡Q †cŠuQv‡bvi ciI wecY‡bi wKQy KvR _v‡K| †hgb- weµ‡qvËi †mev cÖ̀ vb, †fv³v ev †µZvi 

mš‘wó cwigvc, mš‘wó eRvq ivLv Ges e„w× Kiv, wecY‡bi bvbvwea Kvh©µg g~j¨vqY Kiv| 

wPÎ 1.1 †_‡K Rvbv hvq †h, 

wecYb e¨e¯’vq we‡µZv n‡jv 

hviv cY¨ ev †mev weµq Ki‡Q 

Zv‡`i mgwó| we‡µZv‡`i 

mgwó‡K wkí ejv n‡”Q| Avi 

evRvi wn‡m‡e †µZv‡`i mgwó 

hviv cY¨ ev †mev µq K‡i| 

wkí I evRvi G `yB c‡ÿi 

g‡a¨ A‡_©i wewbg‡q cY¨ ev 

†mevi Av`vb-cÖ̀ vb nq| G 

wewbgq mva‡bi Rb¨ we‡µZv I †µZv‡`i gv‡S cÖ‡qvRbxq †hvMv‡hvM I Z‡_¨i wewbgq mvwaZ nq|  

myZivs, wecYb n‡”Q GKwU mvgvwRK I e¨e¯’vcKxq cÖwµqv hvi gva¨‡g cÖvwZôvwbK D‡Ïk¨ AR©‡bi j‡ÿ¨ †µZv‡`i 

cÖ‡qvRb Abymv‡i cY¨ I †mev ˆZwi I wewbgq Kivi gva¨‡g cÖ‡qvRb I Afve wgwU‡q Zv‡`i mš‘wó weavb Kiv nq|  

wecY‡bi ¸iæZ¡ 

Importance of Marketing 
wecYb gvby‡li cÖ‡qvRb I Pvwn`v c~i‡Yi Rb¨ cY¨ I †mev cȪ ‘Z K‡i †fv³v‡`i cÖ‡qvRb I mš‘wó weavb K‡i 

_v‡K| wecYb †fv³vi cÖ‡qvRb AbymÜvb K‡i cÖ‡qvRbxq `ªe¨ cÖ¯‘Z K‡i| G Rb¨ wewfbœ cÖwµqvi gva¨‡g mgv‡Ri 

wewfbœ cÖ‡qvRb c~i‡Yi Rb¨ cÖvK„wZK m¤ú` e¨envi K‡i; †hgb- K…wl‡ÿÎ, eb, Lwb, grm¨ BZ¨vw` †_‡K m¤ú` 

msMÖn K‡i cY¨ Drcv`b I mieivn Kiv nq| wecYb cY¨ mieivn Kivi mv‡_ AbeiZ M‡elYv Kvh©µ‡gi gva¨‡g 

memgq bZzb bZzb cY¨ D™¢veb I c‡Y¨i Dbœqb K‡i| GKB mv‡_ wecYb †fv³vi Pvwn`v I iæwP Abyhvqx AvaywbK 

cÖhyw³ e¨envi K‡i hy‡Mvc‡hvMx cY¨ ev †mev cȪ ‘Z I mieivn K‡i †fv³vi mš‘wó AR©‡bi †Póv K‡i| gvby‡li 

American Marketing Association (AMA) wecY‡bi †h msÁv cÖ̀ vb K‡i‡Q Zv n‡jv, “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.” 
A_©vr wecYb n‡jv Kvh©µg, †Kv¤úvwbi †mU Ges weµ‡qi cȪ Íve m„wó, †hvMv‡hvM, mieivn I wewbg‡qi cÖwµqv 

hv †µZv, MÖvnK, Askx`vi I e„nËi mgv‡Ri Rb¨ myweav cÖ̀ vb K‡i|  

Philip Kotler & Gary Armstrong wecYb‡K msÁvwqZ K‡i‡Qb GBfv‡e, “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.” A_©vr wecYb n‡”Q GKwU 

mvgvwRK Ges e¨e¯’vcKxq cÖwµqv hvi gva¨‡g e¨w³eM© Ges `j Ab¨‡`i mv‡_ cY¨`ªe¨ I f¨vjy m„wó Ges 

wewbg‡qi gva¨‡g Zv‡`i cÖ‡qvRb I Afve c~iY K‡i _v‡K| 

wkí 

(we‡µZv‡`i mgwó) 

evRvi 

(†µZv‡`i mgwó) 

†hvMv‡hvM 

Z_¨ 

cY¨/‡mev 

A_© 

wPÎ-1.1: mvaviY wecYb e¨e¯’v 
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wewfbœ ai‡bi cY¨ ev †mev e¨env‡ii myß Pvwn`v _v‡K wKš‘ A‡bK mgq gvbyl Zvi Pvwn`v‡K wPwýZ Ki‡Z cv‡i bv| 

wecYb wewfbœ Kvh©µ‡gi ga¨ w`‡q gvby‡li G myß Pvwn`v‡K wPwýZ I RvMÖZ K‡i Ges ¯Ë̂¡MZ, ¯’vbMZ, mgqMZ I 

iƒcMZ Dc‡hvM m„wó K‡i mgv‡R cY¨ ev †mevi Pvwn`v m„wó K‡i _v‡K| †`‡ki me ¯’v‡b GKwU cY¨ mgvb fv‡e 

Drcbœ bv n‡Z cv‡i Avevi mgvbfv‡e cY¨wUi Pvwn`v mgvbfv‡e bvI _vK‡Z cv‡i| Avevi c„w_exi wewfbœ †`‡k 

c‡Y¨i Pvwn`v wewfbœ ai‡bi _vK‡Z cv‡i| wecYb c‡Y¨i Pvwn`v I cÖ‡qvRbvbymv‡i mwVK mg‡q mwVK cY¨wU mwVK 

¯’v‡b †cŠu‡Q w`‡q c‡Y¨i mylg eÈb wbwðZ K‡i| wecYb Kvh©µ‡gi gva¨‡g e¨emvwqK SzuwK n«vm cvq KviY evRv‡ii 

Pvwn`v †gvZv‡eK cY¨ ev †mev Drcv`b Kivi Kvi‡Y cY¨ ev †mev weµq bv nevi SzuwK Kg _v‡K| Ab¨w`‡K mwVK 

cÖPviYv c×wZ AbymiY Kivi Dcvq wecYb wbav©iY K‡i †`q e‡j cY¨ ev †mev weµ‡qi wbðqZv _v‡K| myôy wecYb 

e¨e¯’vq Drcvw`Z cY¨  †fv³v‡`i wbKU †cŠQv‡bvi Rb¨ A_©‰bwZK AeKvVv‡gvi cÖ‡qvRb| hvZvqvZ e¨e¯’vi, we`y¨r 

e¨e¯’v, †hvMv‡hvM, evwYwR¨K e¨e¯’vi Dbœqb BZ¨vw`i gva¨‡g A_©‰bwZK AeKvVv‡gv ˆZwi nq| evRv‡i †Kvb ai‡bi 

cY¨ cÖ‡qvRb, Kx cwigvY cY¨ cÖ‡qvRb, KLb cY¨wU cÖ‡qvRb GB welq¸‡jv QvovI cY¨ `ª‡e¨i mwVK g~j¨ wbqš¿Y 

K‡i wecYb GKwU †`‡ki A_©‰bwZK w¯’wZkxjZv eRvq iv‡L| mvgwMÖK wecYb Kvh©µ‡gi m¤cÖmvi‡Yi mv‡_ mv‡_ 

e¨cK Kg©ms¯’v‡bi my‡hvM m„wó n‡q _v‡K| KviY wecYb cÖwµqvi bvbvwea Kvh©µ‡gi mv‡_ wewfbœ e¨w³ I †Kv¤úvwb   

†hgb- ga¨¯Í e¨emvqx, e¨vsK, wegv, weÁvcb ms¯’v, wgwWqv BZ¨vw` RwoZ i‡q‡Q| Drcv`‡Ki Drcvw`Z cY¨ 

†fv³vi wbKU mieivn, eÈbKvix‡`i g‡a¨ mgš̂q mvab I cÖwZ‡hvMx‡`i wbqš¿‡Yi gva¨‡g wecYb myôz evwYwR¨K 

cwi‡ek eRvq iv‡L| Avevi mgv‡R cÖ‡qvRbxq cY¨ mieivn K‡i †µZv, †fv³v, RbMY BZ¨vw` cÿ‡K mš‘ó K‡i I 

wewfbœ mgvwRK Kvh©µ‡g mwµq fv‡e AskMÖnY K‡i wecYb mvgvwRK Kj¨vY mvab K‡i| wecYb †fv³vi Pvwn`v I 

c”Q›` Abyhvqx wbZ¨ bZzb cY¨ Ges DbœZ gv‡bi cY¨ mieivn K‡i gvby‡li RxebhvÎvi gvb e„w×‡Z mnvqZv K‡i| 

Avevi, Kg©ms¯’v‡bi e¨e¯’v K‡i †fv‡Mi mvg_¨© evovq| 

 

wecY‡bi AvIZv 

Scope of Marketing 

wecYbKvix mvaviYZ cY¨`ªe¨ I †mev wecYb K‡i _v‡K| wKš‘ Gm‡ei mv‡_ mv‡_ eZ©gv‡b Av‡iv wKQz welq 

AšÍ©fy³ n‡q‡Q| Zv wb¤œiƒc- 

1. cY¨`ªe¨ (Goods) : `„k¨gvb I e¯‘MZ mKj `ªe¨‡K wN‡i AwaKvsk †`‡ki Drcv`b Ges wecYb Kvh©µg 

cwiPvwjZ nq| GKUv A_©bxwZi †ewki fvM Drcv`bB cY¨`ªe¨‡K wN‡iB cwiPvwjZ n‡q _v‡K| ïaygvÎ 

†Kv¤úvwbB †h cY¨`ªe¨ Drcv`b K‡i Ggb bq e¨w³MZ ch©v‡qI cY¨`ªe¨ Drcvw`Z n‡q _v‡K| †hgb- Pvj, 

Wvj, mvevb, †cvkvK BZ¨vw`| 

2. †mev (Services) : A`„k¨gvb mKj myweav‡K †mev ejv nq, hv cvevi Rb¨ †fv³v A_© wewbgq Ki‡Z cȪ ‘Z 

_v‡K| †hgb- †nv‡Uj, †mjyb, †givgZ, AvBbRxwe, wkÿK, cÖ‡KŠkjx, Wv³vi, BZ¨vw` MZvbyMwZK †mevi 

mv‡_ B›Uvi‡bU, Kzwiqvi, †gvevBj, cÖvB‡fU wek¦we`¨vjq wewfbœ ai‡bi †KvwPs BZ¨vw`i cÖmvi NU‡Q| 

3. AwfÁZv (Experiences) : wewfbœ †mev Ges c‡Y¨i mgv‡ek NwU‡q GKwU cÖwZôvb AwfÁZv m„wói 

gva¨‡g wecY‡bi Kvh©µg m¤úv`b Ki‡Z cv‡i| †hgb- D`¨v‡b ågY, cv‡K© †eov‡bv BZ¨vw`| 

4. B‡f›Um (Events): wecYbKvix mgqwfwËK wewfbœ B‡f›Um ev Abyôvb Av‡qvRb Kivi gva¨‡g wbw`©ó 

†µZv‡`i wbKU cY¨ ev †mevi msev` †cŠ‡Q w`‡q _v‡K| †hgb- †Kv¤úvwbi el©c~wZ©, †UªW †kv, µxov 

Abyôvb, wPÎ cÖ̀ k©bx, I‡cb Gqvi KbmvU© BZ¨vw`|  

5. e¨w³ (Persons): eZ©gv‡b RbwcÖq I weL¨vZ e¨w³‡K †K›`ª K‡i wecYb Kvh©µg cwiPvjbv Kiv n‡”Q| 

weL¨vZ wPÎ bvqK-bvwqKv, wPwKrmK, †L‡jvqvo GgbwK ivRbxwZwe` Zv‡`i L¨vwZ, cwiwPwZ, bvg-hk, 

mybvg AvKl©Y BZ¨vw` e„w×i Rb¨ wecYbKvixi mvnvh¨ wb‡”Q| 
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6. ¯’vb (Places): c„w_exi A‡bK †`k cÖvK…wZK †mŠ›`h© ev we‡klvwqZ wewfbœ ¯’vb‡K AvKl©Yxq K‡i wecYb 

Kivi Rb¨ wb‡R‡`i D‡`¨v‡M ch©Ub wkí M‡o Zz‡j‡Q| evsjv‡`‡k wewfbœ ch©Ub ¯’vb Kivi Rb¨ evsjv‡`k 

ch©Ub K‡c©v‡ikb, wewmK, ißvwb cÖwµqvKiY GjvKv, wiqvj G‡÷U e¨emvqx, wkí e¨vsK BZ¨vw` 

msMVb¸‡jv ¯’vb wecY‡bi KvR Ki‡Q| †hgb- K·evRvi, my›`ieb BZ¨vw`| 

7. m¤úwË (Properties): m¤úwËi µq-weµ‡qi mv‡_ wecY‡bi cÖvq mKj KvRB RwoZ|  †hgb- Rwg, 

`vjvb‡KvVv, Mvwo, †kqvi, eÛ, mybvg BZ¨vw` µq-weµq Kivi Rb¨ wecYb Kvh©µ‡gi mvnvh¨ I 

mn‡hvwMZv †bIqv nq|  

8. msMVb (Organizations): eZ©gv‡b cÖvq mKj msMVbB RbM‡Yi g‡b AbyK~j fveg~wZ© M‡o †Zvjvi Rb¨ 

wewfbœ mvgvwRK Kvh©µ‡g cÖPzi wewb‡qvM K‡i| wecY‡bi gva¨‡g wek¦we`¨vjq, hv`yNi, †ivfvi ¯‹vDU, jvqÝ 

K¬ve BZ¨vw` msMVb¸‡jv wewfbœ Kvh©µ‡gi gva¨‡g Zv‡`i †Kv¤úvwbi mybvg e„w× K‡i|  

9. Z_¨ (Information): wecY‡bi gva¨‡g Z_¨ I Ávb m„wó K‡i Zv wewfbœ †fv³vi Kv‡Q mieivn Kiv nq| 

wek¦we`¨vjq, ¯‹zj I K‡jR¸‡jv Z_¨ I Ávb m„wó K‡i Ges g~‡j¨i wewbg‡q AwffveK, QvÎ-QvÎx I 

mgv‡Ri wbKU weµq K‡i _v‡K| Avevi wewfbœ Kw¤úDUvi, †Uwjwfkb, Mvwo Drcv`bKvix †Kv¤úvwb wewfbœ 

cÖKvi mvgwqK cwÎKvi gva¨‡g Z_¨ cÖPvi K‡i _v‡K|  

10. aviYv (Ideas): aviYv n‡jv Ggb wKQy e³e¨, evZv© ev wek̂vm hv wecY‡bi Kvh©µ‡gi gva¨‡g †µZv ev 

†fv³vi AvPiY I e¨env‡i cwieZ©b Av‡b, m‡PZb K‡i Ges fvj KvR Ki‡Z DrmvwnZ K‡i| 

D`vniY¯îƒc- UªvwdK AvBb †g‡b Pjyb, (AIDS) gvivZœK e¨vwa, a~gcv‡b welcvb, MvQ jvMvb cwi‡ek 

euvPvb, Avcbvi wkï‡K wUKv w`b BZ¨vw`| 

Dc‡iv³ Av‡jvPbvi wfwË‡Z ejv hvq †h, wecY‡bi AvIZv e¨vcK| wecYbKvix‡K wecY‡bi AvIZv m¤ú‡K© †R‡b 

wecY‡bi Kvh©µg m¤úv`b Kiv cÖ‡qvRb| 

 

mvims‡ÿc:  

cY¨ ev †mevi aviYvi m„wó †_‡K ïiæ K‡i, †µZv‡`i gv‡S Zv cwiwPwZKiY, µ‡q Drmvn cÖ̀ vb, cY¨ eÈb, g~j¨ 

wbav©iY, µq wm×všÍ MÖn‡Y mnvqZv cÖ̀ vb Ges weµ‡qvËi †mevmn wewfbœ Kv‡Ri mv‡_ wecYb ev evRviRvZKiY 

RwoZ| Ab¨w`‡K, e¨e¯’vcbvi hveZxq Kvh©vewj I bxwZgvjv cÖ‡qv‡Mi gva¨‡g wecY‡bi Kvhv©ewj m¤úbœ Kiv n‡j 

Zv‡K wecYb e¨e¯’vcbv e‡j| wecY‡bi g~j D‡Ïk¨ n‡jv †µZv f¨vjy ev myweav mieiv‡ni cÖwZkÖæwZi gva¨‡g 

bZzb †µZv‡K AvK„ó Kiv Ges mš‘wó weav‡bi gva¨‡g eZ©gvb †µZv‡K a‡i ivLv I mš‘ó †µZvi msL¨v e„w× 

Kiv| e¨emv‡qi Kvh©µg QvovI A_©‰bwZK I mvgvwRK †ÿ‡Î wecY‡bi ¸iæZ¡ Acwimxg| wecYb †fv³vi 

cÖ‡qvRb AbymÜvb K‡i cÖ‡qvRbxq `ªe¨ cȪ ‘Z K‡i| wecYb cY¨ mieivn Kivi mv‡_ AbeiZ M‡elYv Kvh©µ‡gi 

gva¨‡g memgq bZzb bZzb cY¨ D™¢veb I c‡Y¨i Dbœqb K‡i| wecYb wewfbœ Kvh©µ‡gi ga¨ w`‡q gvby‡li GB 

myß Pvwn`v‡K wPwýZ I RvMÖZ K‡i Ges ¯Ë̂¡MZ, ¯’vbMZ, mgqMZ I iƒcMZ Dc‡hvM m„wó K‡i mgv‡R cY¨ ev 

†mevi Pvwn`v m„wó K‡i _v‡K| wecYb c‡Y¨i Pvwn`v I cÖ‡qvRbvbymv‡i mwVK mg‡q mwVK cY¨wU mwVK ¯’v‡b 

†cŠu‡Q w`‡q c‡Y¨i mylg eÈb wbwðZ K‡i| wecYb Kvh©µ‡gi gva¨‡g e¨emvwqK SzuwK n«vm cvq KviY evRv‡ii 

Pvwn`v †gvZv‡eK cY¨ ev †mev Drcv`b Kivi Kvi‡Y cY¨ ev †mev weµq bv nevi SzuwK Kg _v‡K| evRv‡i †Kvb 

ai‡bi cY¨ cÖ‡qvRb, Kx cwigvY cY¨ cÖ‡qvRb, KLb cY¨wU cÖ‡qvRb G welq¸‡jv QvovI cY¨ `ª‡e¨i mwVK g~j¨ 

wbqš¿Y K‡i wecYb GKwU †`‡ki A_©‰bwZK w¯’wZkxjZv eRvq iv‡L| mvgwMÖK wecYb Kvh©µ‡gi m¤cÖmvi‡Yi 

mv‡_ mv‡_ e¨vcK Kg©ms¯’v‡bi my‡hvM m„wó n‡q _v‡K| Drcv`‡Ki Drcvw`Z cY¨ †fv³vi wbKU mieivn, 

eÈbKvix‡`i g‡a¨ mgš̂q mvab I cÖwZ‡hvwM‡`i wbqš¿‡Yi gva¨‡g wecYb myôz evwYwR¨K cwi‡ek eRvq iv‡L| 

wecYb †fv³vi Pvwn`v I c”Q›` Abyhvqx wbZ¨ bZzb cY¨ Ges DbœZ gv‡bi cY¨ mieivn K‡i gvby‡li RxebhvÎvi 

gvb e„w×‡Z mnvqZv  K‡i| wecY‡bi AvIZv e¨vcK| wecY‡b cY¨ `ªe¨, †mev, AwfÁZv, B‡f›Um, e¨w³, ’̄vb, 

m¤úwË, msMVb, Z_¨, Ges aviYv welqmg~n AšÍf©y³| 
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evRvi I wecY‡bi †gŠwjK aviYvmg~n 

Market and Core Marketing Concepts 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb- 

 Pvwn`vi cÖKvi‡f` e¨vL¨v Ki‡Z cvi‡eb;  

 evRvi Kx Zv ej‡Z cvi‡eb; Ges 

 wecY‡bi †gŠwjK aviYvmg~‡ni weeiY w`‡Z cvi‡eb|  

 

wecY‡bi ¸iæZ¡c~Y© KvR n‡jv mwVK mg‡q evRv‡i c‡Y¨i Pvwn`v mbv³ I m„wó Kiv, Pvwn`v Kvg¨¯Í‡i a‡i ivLv Ges 

†m Pvwn`v c~i‡Yi Rb¨ †Póv Kiv| wecY‡bi †cÖwÿ‡Z, gvby‡li Afve hLb µq ÿgZvi kZ© c~iY K‡i ZLb Zv‡K 

Pvwn`v e‡j| evRv‡i Pvwn`v KL‡bv GKiKg _v‡K bv; Zv mgq I cwiw¯’wZ Abyhvqx cwiewZ©Z nq| †m Kvi‡Y 

wecYbKvix evRv‡i cwiewZ©Z Pvwn`vi Ici wbf©i K‡i wfbœ wfbœ wecYb Kvh©µg wba©viY K‡i|  

 

Pvwn`vi cÖKvi‡f` 

Types of Demand 
Pvwn`vi wewfbœZv Abyhvqx wecYbKvix bvbvai‡bi wecYb Kvh©µg MÖnY K‡i| mvaviYZ Pvwn`vi AvUwU aib †`L‡Z 

cvIqv hvq| cÖwZwU Pvwn`vi †ÿ‡Î wecYbKvix Pvwn`vi aib †evSvi †Póv K‡i Ges †m Abyhvqx cÖ‡qvRbxq Kg©KvÛ 

wbav©iY K‡i| Pvwn`v¸‡jv n‡jv- 

1. FYvZ¥K Pvwn`v (Negative Demand): Gai‡bi Pvwn`vi †ÿ‡Î †µZv cY¨wU µq Ki‡Z AvMÖnx _v‡K bv 

GgbwK g~‡j¨i wewbg‡q n‡jI Gwo‡q Pj‡Z Pvq| †hgb- wUKv †`Iqv, `vu‡Zi wPwKrmv BZ¨vw`| 

2. k~b¨ Pvwn`v (Nonexistend Demand): †Kv‡bv †Kv‡bv cY¨ µq Ki‡Z †µZvi AbvMÖn _vKvi Ae¯’v‡K k~b¨ 

Pvwn`v e‡j| †hgb- bZzb cÖhyw³ e¨env‡i Abxnv, we‡`wk fvlv wkL‡Z AbvMÖn BZ¨vw`| 

3. myß Pvwn`v (Latent Demand): myß Pvwn`v n‡jv †hme cY¨ µ‡q †µZvi me©̀ v AvMÖn _v‡K wKš‘ †mme cY¨ 

cÖPwjZ evRv‡i mnRjf¨ bq| †hgb- ¯v̂‡¯’̈ i Rb¨ ÿwZKi bq Ggb wmMv‡iU, Kg R¦vjvwbi Mvwo BZ¨vw`| 
4. cošÍ Pvwn`v (Declining Demand): evRv‡i cÖPwjZ c‡Y¨i hLb Pvwn`v n«vm cvq Ges fwel¨‡Z AviI n«vm 

cvevi m¤¢vebv _v‡K ZLb Zv‡K cošÍ Pvwn`v e‡j| †hgb- ¯§vU© †dv‡bi (Smart phone) Kvi‡Y eZ©gv‡b 

mvaviY ev wdPvi †dv‡bi (Regular/ Feature phone) Pvwn`v Kg‡Q, Kw¤úDUvi e¨env‡ii Kvi‡Y 

UvBcivBUv‡ii Pvwn`v K‡g hv‡”Q BZ¨vw`| 
5. AwbqwgZ Pvwn`v (Irregular Demand): evRv‡i hLb †Kv‡bv c‡Y¨i Pvwn`v GK GK mg‡q Kg ev †ewk nq 

ZLb Zv‡K AwbqwgZ Pvwn`v e‡j| †hgb- kxZKv‡j Mig †cvkv‡Ki Pvwn`v †ewk _v‡K, MigKv‡j d¨vb ev 

Gwmi Pvwn`v e„w× cvq BZ¨vw`| 
6. c~Y© Pvwn`v (Full Demand): wecYbKvix evRv‡i Zvi we`¨gvb c‡Y¨i Pvwn`vi ¯Í‡i mš‘ó _vK‡j Zv‡K c~Y© 

Pvwn`v e‡j| c‡Y¨i gvb eRvq, mwVK g~j¨, †fv³vi mš‘wó AR©b BZ¨vw`i cÖwZ ¸iæZ¡ w`‡q c~Y© Pvwn`v Í̄‡i 

wecYKvix †cuŠQv‡Z cv‡i| 
7. gvÎvwZwi³ Pvwn`v (Overfull Demand): wecYbKvixi c‡Y¨i cÖZ¨vwkZ weµ‡qi Zzjbvq evRv‡i †mB c‡Y¨i 

Pvwn`v hLb †ewk _v‡K ZLb Zv‡K gvÎvwZwi³ Pvwn`v e‡j| †hgb- evsjv‡`‡ki evRv‡ii †cÖwÿ‡Z we`y¨r I 

MYcwien‡bi Pvwn`vi cwigvY A‡bK †ewk|  
8. ÿwZKi ev AwnZKi Pvwn`v (Unwholesome Demand): †fv³v ev mgv‡Ri Rb¨ Kj¨vYKi bq ev ÿwZKi 

Ggb A‡bK ai‡bi c‡Y¨i Pvwn`v evRv‡i i‡q‡Q †m me c‡Y¨i Pvwn`v‡K ÿwZKi ev AwnZKi Pvwn`v e‡j| 

†hgb- wmMv‡iU, g`, gv`K ª̀e¨, Av‡Mœqv¯¿ BZ¨vw`|  
 

cvV-1.2 
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evRvi Kx? 

What is Market? 
mvaviYZ evRvi ej‡Z †h ¯’v‡b †µZv-we‡µZviv µq-weµ‡qi Rb¨ wgwjZ nq †m ¯’vb‡K eySvq| †hgb wbD gv‡K©U, 

mv‡ne evRvi BZ¨vw`| A_©bxwZi fvlvq evRvi ej‡Z †µZv I we‡µZvi mgvnvi‡K eySvq hviv †Kvb cY¨ ev †mev 

wewbgq Kivi Rb¨ GKwÎZ nq| AvaywbK A_©bxwZ‡Z cvuP ai‡bi evRvi AvaywbK A_©bxwZ‡Z mPj iv‡L| Drcv`K 

evRv‡ii (Industrial Market) m`m¨ cY¨ I †mev cȪ ‘Z Kivi Rb¨ m¤ú` evRvi (Resource Market) †_‡K 

DcKiY µq K‡i| Drcv`K Gici P~ovšÍ cY¨ cȪ ‘Z K‡i ga¨¯’ evRv‡ii (Intermediary Market) e¨emvqx‡`i 

gva¨‡g cY¨ †fv³v evRv‡i (Consumer Market) weµq K‡i| †fv³v Zvi kÖg weµq K‡i A_© cvq Ges †m A_© 

wewbgq K‡i cY¨ I †mev µq K‡i| Ab¨w`‡K miKvi evRvi (Government Market) Ki m¤ú`, Drcv`K I ga¨¯’ 

evRvi †_‡K ivR¯^ Av`vq K‡i Ges Zv †fv³v I RbM‡Yi †mevq e¨q K‡i| RvZxq I wek̂ A_©bxwZ‡Z Gfv‡e 

cÖwZwU evRviB G‡K Ac‡ii mv‡_ wewbgq c×wZi gva¨‡g m¤úK©hy³|  

Avevi, wecY‡bi `…wó‡KvY n‡Z evRvi n‡jv †Kv‡bv eZ©gvb I m¤¢ve¨ †µZvi mgwó| GLv‡b, eZ©gvb †µZv n‡jv 

eZ©gv‡b hviv cY¨ I †mev µq Ki‡Q †mmKj e¨w³ ev cÖwZôvb Ges fwel¨‡Z †hmKj e¨w³ ev cÖwZôvb cY¨ wKb‡Z 

cv‡i Zviv n‡jv m¤¢ve¨ †µZv| G ỳB ai‡bi †µZvi mgwó n‡jv evRvi|  

 

cwi‡k‡l ejv hvq †h, †Kv‡bv cY¨ ev †mev eZ©gvb I fwel¨r †µZv hv  e¨w³ ev msMVb n‡Z cv‡i hv‡`i Afve 

Av‡Q Afve †gUv‡bvi Rb¨ cª‡qvRbxq A_© e¨e¯’v Av‡Q †m A_© e¨q Kivi B”Qv I KZ©…Z¡ Av‡Q G ai‡bi †µZv 

mgwó‡K evRvi e‡j| 

wecYb e¨e¯’vq wkí (we‡µZv‡`i mgwó) I evRvi (†µZv‡`i mgwó) G `yB c‡ÿi g‡a¨ A‡_©i wewbg‡q cY¨ ev 

†mevi Av`vb-cÖ̀ vb nq| evRv‡i wb‡¤œv³ GB Pvi ai‡bi †µZv i‡q‡Q- 

1. ‡fv³v evRvi (Consumer Market): †hme †µZv ïayB †fvM Kivi D‡Ï‡k¨ cY¨ µq K‡i Zv‡`i 

mgš̂‡q †fv³v evRv‡ii m„wó nq| †fv³v evRv‡ii MÖvnKMY c‡Y¨i Dc‡hvM †fvM Kiv wKsev cY¨ †_‡K 

DcKvi cvIqvi D‡Ï‡k¨B cY¨ µq K‡i| wecYbKvix †fv³v evRvi‡K jÿ¨ K‡i wewfbœ †fvM¨ cY¨ I †mev 

cȪ ‘Z K‡i weµq K‡i| †hgb- Pvj, Wvj, PK‡jU, †cvkvK, wPwKrmv †mev BZ¨vw`| 

2. e¨emvq evRvi (Business Market): †h mKj cÖwZôvb cybivq Drcv`‡bi D‡Ï‡k¨ ev wkí KviLvbvq 

e¨env‡ii D‡Ï‡k¨ ev cybtweµ‡qi D‡Ï‡k¨ cY¨ ev †mev mvgMÖx µq K‡i Zv‡`i‡K e¨emvq evRvi e‡j| 

†hgb- U‡g‡Uv mm& cȪ ‘ZKvix cÖwZôvb K…l‡Ki KvQ †_‡K U‡g‡Uv µq K‡i mm& cȪ ‘Z K‡i| GLv‡b mm& 

cȪ ‘ZKvix cÖwZôvbwU e¨emvq evRv‡ii †µZv wn‡m‡e KvR K‡i‡Q| Avevi, cvBKvi e¨emvqx, LyPiv 

e¨emvqx BZ¨vw` ga¨¯’ e¨emvqxI G evRv‡ii m`m¨| 

3. mve©Rbxb ev wek̂e¨vcx evRvi (Global Market): cY¨ ev †mev wek̂e¨vcx wecYb Kiv n‡j mviv we‡k̂i 

†µZv‡`i mgwó‡K wek̂e¨vcx evRvi ejv nq| †hgb- evUv c‡Y¨i †µZv wek̂e¨vcx| GB ai‡bi evRv‡i 

wewfbœ †`‡ki †µZv‡`i gv‡S mv`„‡k¨i Dci ¸iæZ¡ w`‡q cY¨ weµ‡qi e¨e¯’v †bIqv nq| wecYbKvix 

mve©Rbxb ev wek̂e¨vcx e¨emvq Kivi †ÿ‡Î AwZwi³ wKQz wm×všÍ MÖnY K‡i; †hgb- †Kvb †`‡k cÖ‡ek Kiv 

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 †Kv‡bv 

GKwU cY¨ ev †mevi cÖK…Z I m¤¢ve¨ †µZv‡`i mgwó|  

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| 
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n‡e; wKfv‡e Ab¨ †`‡ki evRv‡i cÖ‡ek Kiv n‡e- ißvwb, jvB‡mÝ, R‡q›U †fbPvi BZ¨vw`; †mB †`‡ki 

A_©‰bwZK, mvgvwRK, ivR‰bwZK I mvs¯‹…wZK welq we‡ePbv K‡i wm×všÍ MÖnY BZ¨vw`| 

4. Agybvdv‡fvMx I miKvwi evRvi (Nonprofit and Government 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| Avevi, miKvi ev miKvwi wewfbœ cÖwZôvb cY¨ ev †mev wewfbœ cÖ‡qvR‡b µq ev 

e¨envi K‡i _v‡K Zv‡`i‡K miKvwi evRvi e‡j| mvaviYZ Jla, Lv`¨mvgMÖx BZ¨vw` miKvi `i Avnevb 

K‡i, wewfbœ w`K we‡ePbv K‡i me©wb¤œ `i AvnevbKvixi KvQ †_‡K cY¨ µq K‡i| 

 

wecY‡bi †gŠwjK aviYvgm~n  
Core Marketing Concepts 
wecY‡bi Kvh©µg mdjfv‡e m¤úv`‡bi Rb¨ wb‡¤œv³ welqmg~n m¤ú‡K© Rvbv cÖ‡qvRb- 

1. cÖ‡qvRb, Afve I Pvwn`v (Needs, Wants and Demands): †µZv I †fv³vi cÖ‡qvRb I Afve wbw`©ó 

Kivi gva¨‡g wecY‡bi Kg©KvÐ ïiæ nq| cÖ‡qvRb n‡”Q gvby‡li Ggb GKwU Ae¯’v hLb gvbyl Zvi wbKU 

Dc‡hvM i‡q‡Q Ggb wKQy †_‡K wb‡R‡K ewÂZ g‡b K‡i| gvby‡li e¯‘MZ mvgwMÖ †hgb- Lv`¨, e¯¿ †_‡K ïiæ 

K‡i wbivcËv, bvg-hk BZ¨vw` gvby‡li Rxe‡bi †gŠwjK Ask| gvby‡li †Kvb cÖ‡qvRb hw` Ac~Y© †_‡K hvq 

Zvn‡j †m Zvi cÖ‡qvR‡bi mv‡_ gvbvbmB GKwU cY¨ ev †mev Lyu‡R †bq| cÖ‡qvRb hLb mgvR, ms¯‹…wZ Ges 

e¨w³i e¨w³Z¡ Øviv Kwl©Z aviYvq DbœZ nq ZLb Zv‡K Afve e‡j| ÿyav jvM‡j evsjv‡`wkiv fvZ-Wvj-gvQ 

Avi Av‡gwiKvbiv evM©vi-†dÂd«vB BZ¨vw` Lv`¨ MÖnY K‡i| A_©vr, Afve ej‡Z wbw`©ó cY¨ ev †mev†K †evSvq 

hvi Øviv †fv³vi cÖ‡qvRbwU †gUv‡bv m¤¢e n‡e ev ewÂZ †evawUi mgvavb n‡e| mgvR mv‡_ mv‡_ gvby‡li 

µgvMZ AwaKZi cY¨ I †mevi cªwZ bZyb bZyb AvMÖn m…wó n‡”Q| Drcv`bKvixiv Ab¨ wbZ¨bZyb Dc‡hvMx 

Av‡iv AwaK cwigv‡Y cY¨ mvgMÖx I †mev evRv‡i| gvby‡li Afve mxgvnxb wKš‘ Afve †gvP‡bi Rb¨ cª‡qvRbxq 

m¤ú` mxgve×| †mKvi‡Y Zv‡`i‡K Afve †gUv‡bvi Rb¨ Ggbfv‡e cY¨ ev †mev wbe©vPb K‡i, hvi †cQ‡b A_© 

e¨q K‡i Zviv m‡e©v”P Dc‡hvwMZv AR©b Ki‡Z cv‡i| 

Afve hLb µqÿgZvi kZ© c~iY K‡i ZLb Zvi Pvwn`vq 

iƒcvšÍwiZ nq| †h cY¨ †µZvi Afve c~iY K‡i Ges µq 

Ki‡Z mvg_¨© Ggb cY¨B †µZv evRv‡i bvbv ai‡bi 

c‡Y¨i g‡a¨ †_‡K †e‡Q †bq| A_v©r, Pvwn`v n‡jv wbw`©ó 

Afve Ges Zv cwiZ…wßi Rb¨ cÖ‡qvRbxq m¤ú‡`i K_v 

we‡ePbvq †i‡L gvbyl Pvq Ggb cY¨ wbe©vPb Kiv hv †_‡K 

m‡e©v”P mš‘wó AR©b Kiv m¤¢e| †hgb- †Kv‡bv e¨w³i 

wccvmv †c‡j †mwU Afve, G wccvmv wbevi‡Yi Rb¨ †m 

cvwb, Rym, mdUwWªsKm, GbvwR© wWªsKm ev Pv- Kwd cvb Ki‡Z cv‡i| e¨w³i wbR¯ ̂fv‡jv jvMv †_‡K Rym cQ›` 

Ki‡Z cv‡i, G‡K ejv n‡”Q cÖ‡qvRb Ges e¨w³wU wb‡Ri µq ÿgZvi Ici wbf©i K‡i Ry‡mi eo †evZj ev 

†Qv‡Uv †evZj µq Kiv‡K †evSv‡bv n‡”Q Pvwn`v|   

 

2. Afxó evRvi, Ae¯’vb MÖnY I evRvi wefvRb (Target Market, Positioning and Market 
Segmentation): GKB ai‡bi cY¨ ev †mev mKj †µZvi Kv‡Q memgq MÖnY‡hvM¨ bvI n‡Z cv‡i| 

GBKvi‡Y wecYbKvix †µZv‡`i wfbœZv Abyhvqx evRvi‡K wef³ K‡i me‡P‡q AvKl©Yxq I my‡hvM i‡q‡Q Ggb 

evRvi‡K wbw`©ó K‡i cY¨ ev †mev cȪ ‘Z K‡i mieivn K‡i| m‡e©v”P mš‘wó cÖ̀ v‡bi Rb¨ †Kv‡bv c‡Y¨i mgMÖ 

evRvi‡K mgRvZxq ˆewk‡ó¨i wfwË‡Z K‡qKwU DcevRvi ev Dcwefv‡M wef³ Kivi bvg n‡jv evRvi wefvRb| 

†hgb- evsjv‡`‡ki evRvi‡K †fŠ‡MvwjK w`K †_‡K wefvM ev †Rjv Abyvhvqx, XvKv, PÆMÖvg, wm‡jU BZ¨vw` 

evRv‡i fvM Kiv hvq| evRvi wef³ Kivi ci wecYbKvix me‡P‡q AvKl©Yxq I mev©waK my‡hvM-myweav cvIqvi 

m¤¢vebv Av‡Q Ggb evRvi‡K wbav©iY K‡i †m evRvi‡K Afxó evRvi e‡j| wecYbKvwi wewfbœ w`K ch©v‡jvPbv 

K‡i Awfó evRv‡ii AvKl©YxqZv wePvi K‡i| Afxó evRvi‡K D‡Ïk¨ K‡i wecYbKvix Zvi wecYb Kvh©µg 

1. cÖ‡qvRb, Afve I Pvwn`v 

2. Afxó evRvi, Ae ’̄vb MÖnY I evRvi wefvRb 

3. Ac©Y I eª̈ vÛ 

4. wecYb cÖYvwj 

5. f¨vjy I mš‘wó 

6. mieivn wkKj 

7. cÖwZ‡hvwMZv 

8. wecYb cwi‡ek 
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cwiPvjbv K‡i| †fv³v‡`i g‡b cÖwZ‡hvMx c‡Y¨i Zzjbvq wb‡Ri c‡Y¨i ¯Ẑš¿ I KvswLZ ¯’vb AR©‡bi 

cÖwµqv‡K Ae¯’vb MÖnY e‡j| †µZvi wbKU U‡qvUv K‡ivjv Mvwoi A_© n‡”Q g~j¨ Ges R¡vjvwb mvkÖq, Aciw`‡K 

weGgWweøD Mvwoi A_© n‡”Q wejvm, Avivg Ges gh©v`v| 

3. Ac©Y I eª̈ vÛ (Offerings and Brand): wecYbKvix GK¸”Q myweav ev f¨vjy cȪ Íve (Value Propostion)  
cÖ̀ v‡bi gva¨‡g †µZvi cÖ‡qvRb‡K c~iY K‡i| cY¨, †mev, Z_¨ Ges AwfÁZvi mgš̂‡q A¯úk©bxq myweavi 

evwn¨K iƒc`vb‡K Ac©Y e‡j| Ac©Y `„k¨gvb ev A`„k¨gvb n‡Z cv‡i|  eª̈ vÛ n‡jv bvg, cÖZxK, bKkv ev wPý 

A_ev Zv‡`i mgwó hvi gva¨‡g GK wecYbKvixi cY¨ ev †mev †_‡K Av‡iK wecYbKvixi cY¨ ev †mev‡K 

Avjv`v Kiv hvq| eª̈ v‡Ûi gva¨‡g †µZv g~j¨evb Dc‡hvwMZv cvq Ges Zvi g‡a¨ G Av¯’v KvR K‡i †h †m 

cwiwPZ Drm †_‡K cY¨ µq Ki‡Q| 
4. f¨vjy I mš‘wó (Value and Satisfaction): Awfô †µZv‡K mš‘ó Kivi gva¨‡g Ac©Y mdj nq| †Kvb 

cY¨ µq I e¨env‡ii d‡j †h mKj myweav cvIqv hvq I cY¨ µq I e¨envi Kivi Rb¨ †h mKj e¨q enb Kiv 

nq, Zvi cv_©K¨‡K †µZv f¨vjy e‡j| †fv³v †Kv‡bv cY¨ ev †mev µ‡qi mgq †hme myweav cÖZ¨kv K‡i, Zvi 

mv‡_ e¨env‡ii ci cÖvß myweavi Zzjbv K‡i †fv³vi g‡a¨ †h Avb›` ev e¨_©Zvi Abyf~wZ m„wó nq Zv‡K mš‘wó ev 

Amš‘wó e‡j| †fv³v Zviv cÖZ¨vkv Abymv‡i cY¨ ev †mev n‡Z myweav †c‡j mš‘ó n‡e Ges bv †c‡j Amš‘ó 

n‡e| 

5. wecYb cÖYvwj (Marketing Channels): cY¨ Drcv`‡bi ci †fv³vi Kv‡Q †cŠu‡Q †`Iqvi Kv‡R †hme e¨w³ 

ev cÖwZôvb RwoZ _v‡K Zv‡`i mgš̂‡q wecYb cÖYvwj MwVZ| wecYb cÖYvwji gva¨‡g Drcv`K I †fv³vi g‡a¨ 

†hvMv‡hvM ¯’vwcZ nq Ges c‡Y¨i gvwjKvbv n¯ÍvšÍwiZ nq| wecYbKvwi Afxó evRv‡ii mv‡_ †hvMv‡hvM Kivi 

Rb¨ wZb ai‡bi wecYb cÖYvwj e¨envi K‡i| h_v-  

K) †hvMv‡hvM cÖYvwj (Communication Channel): †Uwjwfkb, †iwWI, msev`cÎ, †Uwj‡dvb, †gvevBj, 

wej‡evW© BZ¨vw` e¨envi K‡i wecYbKvwi wewfbœ Z_¨ I msev` †cÖiY K‡i I Afxó evRvi †_‡K msev` 

MÖnY K‡i|  

L) eÈb cÖYvwj (Distribution Channel): cvBKvi, LyPiv e¨emvqx, G‡R›U BZ¨vw` eÈb cÖYvwji m`m¨‡`i 

gva¨‡g wecYbKvwi cY¨ ev †mev †µZvi wbKU Dc¯’vcb, weµq ev mieivn K‡i|  

M) †mev cÖYvwj (Service Channel): e¨vsK, wegv, ¸`vgRvZKiY, cwienb BZ¨vw`i gva¨‡g wecYbKvwi 

†µZv‡`i mv‡_ mdjfv‡e †jb‡`b m¤úbœ K‡i|  
6. mieivn wkKj (Distribution Chain): mieivn wkK‡ji gva¨‡g KvuPvgvj msMÖn †_‡K P~ovšÍ cY¨ cȪ ‘Z 

ch©šÍ mKj ai‡bi mieivn e¨e¯’v wbwðZ Kiv nq|  

7. cÖwZ‡hvwMZv (Competition): wewfbœ wecYbKvix GKB Afve c~iY Ki‡Z mÿg Ggb mgRvZxq I weKí cY¨ 

evRv‡i mieivn K‡i| Gid‡j cÖwZ‡hvwMZvi m„wó nq| myZivs mKj eZ©gvb I m¤¢ve¨ cÖwZ‡hvMx, hviv 

mgRvZxq I weKí cY¨ cȪ ‘Z I mieivn K‡i Zv‡`i g‡a¨ cÖwZ‡hvwMZv we`¨gvb|   

8. wecYb cwi‡ek (Marketing Environment): wecYb cwi‡ek n‡jv GKwU cÖwZôv‡bi Af¨šÍixY I evwn¨K 

mKj kw³ hv wecYb Kvh©µg‡K cÖZ¨ÿ ev c‡ivÿfv‡e cÖfvweZ K‡i| Kvh© cwi‡ek (Task Environment) I 

e„nËi cwi‡ek (Broad Environment) wb‡q wecYb cwi‡ek MwVZ| G wel‡q BDwbU 3 G we¯ÍvwiZ Av‡jvPbv 

Kiv n‡q‡Q|  

 

 

mvims‡ÿc:  

Pvwn`vi wewfbœZv Abyhvqx wecYbKvix bvbvai‡bi wecYb Kvh©µg MÖnY K‡i| mvaviYZ Pvwn`vi AvUwU aib 

†`L‡Z cvIqv hvq| †m¸‡jv n‡jv - FYvZ¥K Pvwn`v, k~Y¨ Pvwn`v, myß Pvwn`v, cošÍ Pvwn`v, AwbqwgZ Pvwn`v, c~Y© 

Pvwn`v, gvÎvwZwi³ Pvwn`v, I ÿwZKi ev AwnZKi Pvwn`v| Avevi, wecY‡bi `…wó‡KvY n‡Z evRvi n‡jv †Kvb 

eZ©gvb I m¤¢ve¨ †µZvi mgwó| wecYb e¨e¯’vq wkí (we‡µZv‡`i mgwó) I evRvi (†µZv‡`i mgwó) G `yB 

c‡ÿi g‡a¨ A‡_©i wewbg‡q cY¨ ev †mevi Av`vb-cÖ̀ vb nq| evRv‡i wb‡¤œv³ Pvi ai‡bi †µZv i‡q‡Q- †fv³v 

evRvi, e¨emvq evRvi, mve©Rbxb ev wek̂e¨vcx evRvi Ges Agybvdv‡fvMx I miKvwi evRvi| wecY‡bi Kvh©µg 

mdjfv‡e m¤úv`‡bi Rb¨ wb‡¤œv³ welqmg~n m¤ú‡K© Rvbv cÖ‡qvRb| †m¸‡jv n‡jv- cÖ‡qvRb, Afve I Pvwn`v; 

Afxó evRvi; Ae¯’vb MÖnY I evRvi wefvRb; Ac©Y I eª̈ vÛ; f¨vjy I mš‘wó; wecYb cÖYvwj; mieivn wkKj; 

cÖwZ‡hvwMZv I  wecYb cwi‡ek| 
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wPÎ 1.2 : wecY‡bi aviYvMZ 

weKvk 

†fv³v †Kw› ª̀KZv  

 nwjwóK wecYb aviYv 

wecYb aviYv 

weµq aviYv 

cY¨ aviYv 

Drcv`b aviYv 

 

 
 

wecYb e¨e¯’vcbv 
Marketing Management 

 

D‡Ïk¨ 

 

G cvV †k‡l Avcwb- 

 wecYb e¨e¯’vcbv Kx Zv e¨vL¨v Ki‡Z cvi‡eb;  

 wecYb e¨e¯’vcbvi gZev`mg~n eY©bv Ki‡Z cvi‡eb Ges  

 wecYb e¨e¯’vcbvi Kvh©vewj e¨vL¨v Ki‡Z cvi‡eb|  

 

wecYb e¨e¯’vcbv Kx? 
What is Marketing Management? 
evRviRvZKiY ev wecYb msµvšÍ mKj Kvh©vewj e¨e¯’vcbvi gva¨‡g m¤úbœ KivB n‡jv evRviRvZKiY ev wecYb 

e¨e¯’vcbv| wecYb e¨e¯’vcbv n‡jv e¨emvq mvgwMÖK e¨e¯’vcbvi †mB Kvh©MZ †ÿÎ hvi gva¨‡g Drcv`‡Ki KvQ 

†_‡K ª̀e¨ I †mev `ÿZvi mv‡_ mwVK mg‡q, ¯í̂ e¨‡q I gm…Y cÖwµqvq †µZv ev †fv³vi Kv‡Q †cŠuQvq|  

 

cwi‡k‡l ejv hvq †h, mš‘wó weav‡bi gva¨‡g mvsMVwbK jÿ¨ I D‡Ïk¨ AR©‡bi Rb¨ cY¨, †mev I aviYvi 

Dbœqbg~jK Kvh©µg MÖnY Ges evRv‡i Kvw•LZ wewbgq NUv‡bvi Rb¨ wewfbœ †KŠk‡ji we‡kølY, cwiKíbv, msMVb, 

wb‡`©kbv, mgš̂q I wbqš¿Y msµvšÍ Kvh©vewj cwiPvjbv n‡jv wecYb e¨e¯’vcbv| 

 

wecYb e¨e¯’vcbvi gZev`mg~n 
Philosophies of Marketing Management 

1. Drcv`b gZev` (Production Concept): Drcv`b 

evRviRvZKi‡Yi me‡P‡q cyivZb gZev`| Drcv`b 

gZev‡`i g~j K_v n‡”Q †µZviv Ggb me cY¨ cQ›` 

Ki‡e ev cY¨ µq Ki‡e hvi †hvMvb ch©vß Ges 

†µZvi µq ÿgZvi g‡a¨ Av‡Q| D`vniY wn‡m‡e 

ejv hvq evsjv‡`‡k WASA, Bangladesh railway 
Gi Kvh©µg| 

2. cY¨ gZev` (Product Concept): cY¨ gZev‡` 

g‡b Kiv nq †h †µZviv H mKj cY¨ cQ›` Ki‡e 

cvV-1.3 

Philip Kotler and Gary Armstrong wecYb e¨e¯’vcbv m¤ú‡K© e‡j‡Qb- “Marketing 
management is the art and science of choosing target markets and building profitable 
relationships with them.” A_©vr wecYb e¨e¯’vcbv n‡”Q Afxó evRvi cQ›` Kiv Ges Zv‡`i mv‡_ 

jvfRbK m¤úK© M‡o †Zvjvi Kjv I weÁvb|  

The American Marketing Association wecYb e¨e¯’vcbv m¤ú‡K© †h msÁv cÖ`vb K‡i‡Q, 

“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. ” A_©vr wecYb e¨e¯’vcbv 

n‡”Q Afxó evRvi cQ›` Kiv Ges Zv‡`i mv‡_ jvfRbK m¤úK© M‡o †Zvjvi Kjv I weÁvb| 
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†h¸‡jvi ¸YMZ gvb DbœZ, Kvh©Ki I we‡kl ˆewkó¨ m¤úbœ| cY¨ gZev‡` Abygvb Kiv nq †h †fv³v 

me‡P‡q fv‡jv ¸Y m¤úbœ, Kvh©Ki I D™¢vebx ˆewkó¨m¤úbœ cY¨ cQ›` K‡i Avi fv‡jv cY¨ ˆZwi Ki‡Z 

cvi‡j wecYbKvix‡K cY¨ weµ‡qi Rb¨ fve‡Z nq bv| †hgb- Jla, `vgx †gvevBj †dvb BZ¨vw`| wKš‘ 

wecYbKvix A‡bKmgq c‡Y¨i ¸YMZ gvb e„w× Kivi cÖwZ †ewk g‡bv‡hvM †`evi Kvi‡Y †fv³vi cY¨ µq 

Kivi g~j †h KviY ev Afve‡K AMÖvn¨ K‡i| †mB cwiw¯’wZ‡K ejv n‡”Q A`~i`kx© wecYb (Marketing 
Myopia)|  

3. weµq gZev` (Selling Concept): weµq gZev‡` c‡Y¨i weµq e…w×i R‡b¨ †µZv‡`i cÖ‡ivwPZ Kivi 

Rb¨ wewfbœ ai‡bi cÖ‡Póv MÖnY Kiv nq| G gZev‡`i g~j K_v n‡jv AwaK weµ‡qi gva¨‡g AwaK gybvdv 

AR©b| G‡ÿ‡Î wecYbKvix cY¨ weµ‡qi Rb¨ evRvi cÖmvig~jK Kvh©µg MÖnY K‡i| †hgb- evsjv‡`‡k 

exgv I †µwWU KvW© †mev cÖ̀ vbKvix cÖwZôvb G gZev` AbymiY K‡i|  

4. wecYb aviYv (Marketing Concept): wecYb aviYvq g‡b Kiv nq †h cÖwZôv‡bi jÿ¨ AR©b wbf©i 

K‡i Afxó evRv‡ii cª‡qvRb I Afve wba©viY Ges cÖwZ‡hvMx‡`i Zyjbvq Kvh©Ki I `ÿ fv‡e Kvw•LZ cY¨ 

cȪ ‘Z I mieivn Kivi 

Ici| GB gZev‡` 

mgwš̂Z wecYb Kg©m~wP 

(cY¨, g~j¨, eÈb I 

cÖmvi) Gi gva¨‡g Afxó 

evRv‡ii mš‘wó weavb K‡i 

gybvdv AR©‡bi †Póv Kiv 

nq| A‡bK mgq weµq I 

wecY‡bi Kvh©µg‡K 

GKB fvev nq| wPÎ 1.3 

G weµq I wecYb 

gZev‡`i g‡a¨ cv_©K¨ 

D‡jøL Kiv n‡jv| wecYb 

gZev‡` †fv³vi iæwP-

AiæwP, Pvwn`v, gb-

gvbwmKZv, myweav-

Amyweav cÖf„wZ m~²fv‡e 

wPÎ 1.3: weµq gZev` I wecYb gZev‡`i Zzjbv 

KviLvbv 

we`¨gvb cY¨ weµq I cÖmvi weµq e„w×i gva¨‡g gybvdv 

Avi¤¢ ¸iæZ¡v‡ivc Dcvq djvdj 

evRvi 

†µZvi cÖ‡qvRb mgwš̂Z wecYb †µZvi mš‘wói gva¨‡g gybvdv 

K. weµq gZev` 

L. wecYb gZev` 

Afxó 

†µZv`j 

cY¨ 

 

 ˆewPÎ¨ 

 gvb 

 bK&kv 

 ˆewkó¨ 

 eª̈ vÛ bvg 

 †gvoKxKiY 

 

cÖmvi 

 

 weÁvcb 

 e¨w³K weµq 

 weµq cÖmvi 

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 

wPÎ 1.4: wecYb wgkÖ‡Yi Dcv`vbmg~n 
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we‡kølY K‡i wecYb Kg©m~wP MÖnY K‡i Ges wecYb wgkª‡Yi iƒc‡iLv ˆZwi Kiv nq | †fv³vi cÖwZ j¶¨ 

†i‡L wecYb wgkª‡Yi PviwU Dcv`vb wba©viY Kiv nq hv wPÎ bs 1.4 G D‡jøL Kiv n‡q‡Q | 

5. nwjw÷K wecYb gZev` (Holistic Marketing Concept):  eZ©gv‡b wecYb cwi‡e‡ki RwUj 

cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ G gZev` cÖ‡qvM ïiæ nq| mvgwMÖK gZev`mg~‡ni mgš̂‡q bZzb †h gZev` 

cÖwZwóZ n‡q‡Q Zv‡K ejv n‡”Q nwjw÷K wecYb gZev`| nwjw÷K wecYb gZev‡` ci¯úi wbf©ikxjZv 

Ges cÖmviZv we‡ePbvq wecYb Kg©m~wP, c×wZ I Kvh©vewji Dbœqb, bKkvKiY Ges ev¯Íevq‡bi cÖwZ ¸iæZ¡ 

Av‡ivc Kiv n‡q‡Q| wPÎ 1.4 †_‡K G wecYb gZev‡`i welq¸‡jv Rvbv hvq| G gZev‡` PviwU wel‡qi 

we‡kl ¸iyZ¡ cÖ̀ vb Kiv n‡q‡Q- 

K) m¤úK©wfwËK wecYb (Relationship Marketing): wecYb Kvh©µ‡gi mv‡_ A_©‰bwZK, KvwiMwi, 

mvgvwRK BZ¨vw` wewfbœ c‡ÿi  mv‡_ `xN©‡gqvw` m¤úK© eRvq ivL‡Z nq hv‡Z wecY‡bi D‡Ï‡k¨ 

h_vh_fv‡e AR©b Kiv hvq| 

 

L)  mgwš̂Z wecYb (Integrated Marketing): wecYb †KŠkjMZ Dcv`vb (cY¨, g~j¨, eÈb I cÖmvi) †K 

Ggb fv‡e mgš̂q Ki‡Z n‡e †hb †fv³vi mš‘wó e„w× Kiv hvq|  

M)  Af¨šÍixY wecYb (Internal Marketing): cÖwZôv‡bi Af¨šÍ‡i †h mKj Kg©xiv KvR K‡i Zv‡`i 

mvnvh¨- mn‡hvwMZv I `¶Zv Qvov DbœZ cY¨ I †mev mieivn Kiv m¤¢e bq| ZvB Af¨šÍixY wecYb 

Dbœq‡bi w`‡K ¸iyZ¡ cÖ̀ vb Kiv nq| 

N)  Kg©m¤úv`b wecYb (Performance Marketing): G gZev` Abyhvqx wecYb Kg©m~wP cÖYq‡bi gva¨‡g 

cÖwZôvb I mgv‡Ri KZUv A_©‰bwZK I Ab_©‰bwZK Ae`vb ivLv m¤¢e n‡q‡Q Zv †evSv m¤¢e nq| 

G‡ÿ‡Î evRvi Ask (Market share), †µZvi mš‘wó, cY¨ ¸YMZgvb Gi mv‡_ mv‡_ wewfbœ ˆbwZK, 

AvBbMZ, mvgvwRK, cwi‡ekMZ †cÖ¶vcU we‡ePbvi cÖwZ we‡kl ¸iyZ¡ †`Iqv nq| 

wecYb e¨e¯’vcbvi Kvh©vewj  
Functions of Marketing Management 
wecYb e¨e¯’vcbvi KvR n‡jv †fv³v‡`i mš‘wó weav‡bi gva¨‡g cÖvwZôvwbK D‡Ïk¨ AR©‡bi j‡¶¨ mKj KvR 

cwiPvjvbv Kiv| GB D‡Ï‡k¨ wecYb e¨e¯’vcbvi cÖ_g KvR n‡”Q wecYb Kg©Kv‡Ði †KŠkj I cwiKíbv Dbœqb 

Kiv| wecYb D‡Ïk¨ AR©‡bi Rb¨ wecYb †KŠkjmg~‡ni wm×všÍ MÖnY Kiv‡K wecYb cwiKíbv e‡j| wecYb †KŠkj 

I cwiKíbv †Kv¤úvwbi mvdj¨ AR©‡b mvnvh¨ K‡i| wecYb e¨e¯’vcbvi GKwU Ab¨Zg KvR n‡”Q wecY‡bi wewfbœ 

welq m¤ú‡K© Ávb AR©b Kiv| Gi Rb¨ †Kv¤úvwbi †fZ‡i I evB‡i Kx NU‡Q Zv Rvbvi Rb¨ wecYb Z_¨ e¨e¯’v 

nwjwóK 

wecYb 

Af¨šÍwiY wecYb 

m¤úK© wfwËK 

wecYb 

mgwš̂Z wecYb 

Kg©m¤úv`b 

wecYb 

wPÎ 1.4: nwjw÷K wecYb 

wecYb 

wefvM 

D”PZi e¨e¯’vcK 

Ab¨vb¨ wefvM 

†µZv 

Kg©KZ©v 

Askx`vi 

cÖYvwj 

cY¨ g~j¨ †hvMv‡hvM 

weµqjä Avq 

eª̈ vÛ 

‰bwZKZv 

cwi‡ek 
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M‡o †Zvjv hvi gva¨‡g weµq, gybvdv Ges cwi‡ekMZ wewfbœ Dcv`vb m¤ú‡K© Rvbv hvq| wecYb e¨e¯’vcbv evRvi 

wefw³Ki‡Yi gva¨‡g Afxó †µZv‡`i wbe©vPb K‡i wecYb Kg©KvÛ cwiPvjbv K‡i _v‡K| wecYb e¨e¯’vcbvi 

mvdj¨ wbf©i K‡i †µZv‡`i Pvwn`v mwVKfv‡e we‡køl‡Yi Dci| †µZviv †Kvb cY¨, KLb, †Kv_v n‡Z, Kx g~‡j¨, 

wKfv‡e †c‡Z Pvq Zv Pvwn`v we‡køl‡Yi gva¨‡g Rvbv hvq| Afxó †µZv‡`i mv‡_ `xN©‡gqvw` I kw³kvjx ms‡hvM 

¯’vcb Kiv wecYb e¨e¯’vcbvi GKwU ¸iæZ¡c~Y© KvR| Avi GwU m¤¢e m‡e©v”P MÖvnK mš‘wó I f¨vjy cÖ̀ v‡bi gva¨‡g| 

G Rb¨ wecYb e¨e¯’vcbv A‡c¶vK…Z m¤¢vebvgq Afxó evRvi Ask wbe©vPb K‡i Ges Zv‡`i mv‡_ kw³kvjx f¨vjy 

wbf©i m¤úK© M‡o †Zv‡j| wecYb e¨e¯’vcbvi Ab¨Zg KvR n‡”Q c‡Y¨i Dchy³ eª̈ vÛ bvg wbe©vPb K‡i Zv †µZvi 

g‡b `xN©w`‡bi Rb¨ ¯’vcb Kiv| KviY eª̈ vÛ bvg hZ‡ewk †µZv‡`i cQ›` n‡e D³ eª̈ v‡Ûi cY¨ cÖwZ‡hvMx c‡Y¨i 

Zyjbvq, ZZ‡ewk kw³kvjx n‡e| c‡Y¨i g‡a¨ bZyb †Kvb myweav ms‡hvRb Ki‡j ev bZzb †Kv‡bv cY¨ Avm‡j 

†µZv‡`i‡K Zv Aek¨B †hvMv‡hvM ¯’vc‡bi gva¨‡g AewnZ Kiv cÖ‡qvRb| wecYb e¨e¯’vcbv †hvMv‡hv‡Mi nvwZqvi 

†hgb-weÁvcb, e¨w³K weµq, weµq cÖmvi, MYms‡hvM I cÖZ¨¶ wecY‡bi gva¨‡g G KvRwU m¤úv`b K‡i _v‡K| 

wecYb e¨e¯’vcbvi GKwU ¸iæZ¡c~Y© KvR n‡”Q †fv³v mš‘wó cwigvc Kiv| A_©vr cY¨ †fvM ev e¨env‡ii gva¨‡g 

†fv³v KZUyKy mš‘ó ev AmyšÍó Zv wba©viY Kiv| wecYb e¨e¯’vcbvi GKwU cÖavb KvR n‡”Q c‡Y¨i Pvwn`v Kg n‡j 

Zv e…w× Ges †ewk n‡j Zv n«vm K‡i Pvwn`v‡K Kvg¨ Í̄‡i a‡i †i‡L Pvwn`v e¨e¯’vcbv K‡i _v‡K | GQvovI wecYb 

e¨e¯’vcbvi GKwU Ab¨Zg KvR n‡”Q c‡Y¨i `xN© †gqvw` weµq cÖe…w× AR©b Kiv; wecYb cwiKíbv‡K ev¯Í‡e cÖ‡qvM 

Kiv nq Ges wecYb Kvh©µg mwVKfv‡e m¤úvw`Z n‡”Q wKbv Zv Z`viwK Kiv Ges weP¨ywZ n‡j ms‡kvabg~jK 

e¨e¯’v MÖnY Kiv| 

 

 

mvims‡ÿc:  

wecYb e¨e¯’vcbv n‡jv e¨emvq mvgwMÖK e¨e¯’vcbvi †mB Kvh©MZ †ÿÎ hvi gva¨‡g Drcv`‡Ki KvQ †_‡K `ªe¨ I 

†mev `ÿZvi mv‡_ mwVK mg‡q, ¯í̂ e¨‡q I gm…Y cÖwµqvq †µZv ev †fv³vi Kv‡Q †cŠuQvq| wecYb e¨e¯’vcbvi 

gZev`mg~n n‡jv- Drcv`b gZev`, cY¨ gZev`, weµq gZev`, wecYb aviYv I nwjw÷K wecYb gZev`| 

wecYb e¨e¯’vcbvi cÖ_g KvR n‡”Q wecYb Kg©Kv‡Ûi †KŠkj I cwiKíbv Dbœqb Kiv| GQvovI Gi Ab¨Zg 

KvR n‡”Q wecY‡bi wewfbœ welq m¤ú‡K© Ávb AR©b Kiv| wecYb e¨e¯’vcbv evRvi wefw³Ki‡Yi gva¨‡g Afxó 

†µZv‡`i wbe©vPb K‡i wecYb Kg©KvÛ cwiPvjbv K‡i _v‡K| Afxó †µZv‡`i mv‡_ `xN©‡gqvw` I kw³kvjx 

ms‡hvM ¯’vcb Kiv wecYb e¨e¯’vcbvi GKwU ¸iæZ¡c~Y© KvR| Avi GwU m¤¢e m‡e©v”P MÖvnK mš‘wó I f¨vjy cÖ̀ v‡bi 

gva¨‡g|  wecYb e¨e¯’vcbvi Ab¨Zg KvR n‡”Q c‡Y¨i Dchy³ eª̈ vÛ bvg wbe©vPb K‡i Zv †µZvi g‡b `xN©w`‡bi 

Rb¨ ¯’vcb Kiv|  c‡Y¨i g‡a¨ bZyb †Kvb myweav ms‡hvRb Ki‡j ev bZzb †Kv‡bv cY¨ Avm‡j †µZv‡`i‡K Zv 

Aek¨B †hvMv‡hvM ¯’vc‡bi gva¨‡g AewnZ Kiv cÖ‡qvRb| wecYb e¨e¯’vcbv †hvMv‡hv‡Mi nvwZqvi †hgb-

weÁvcb, e¨w³K weµq, weµq cÖmvi, MYms‡hvM I cÖZ¨¶ wecY‡bi gva¨‡g G KvRwU m¤úv`b K‡i _v‡K| cY¨ 

†fvM ev e¨env‡ii gva¨‡g †fv³v KZUyKy mš‘ó ev AmyšÍó Zv wba©viY Kiv| wecYb e¨e¯’vcbvi GKwU cÖavb KvR 

n‡”Q c‡Y¨i Pvwn`v Kg n‡j Zv e…w× Ges †ewk n‡j Zv n«vm K‡i Pvwn`v‡K Kvg¨ ¯Í‡i a‡i †i‡L Pvwn`v e¨e¯’vcbv 

K‡i _v‡K | GQvovI wecYb e¨e¯’vcbvi GKwU Ab¨Zg KvR n‡”Q c‡Y¨i `xN©‡gqvw` weµq cÖe…w× AR©b Kiv; 

wecYb cwiKíbv‡K ev¯Í‡e cÖ‡qvM Kiv nq Ges wecYb Kvh©µg mwVKfv‡e m¤úvw`Z n‡”Q wKbv Zv Z`viwK Kiv 

Ges weP¨ywZ n‡j ms‡kvabg~jK e¨e¯’v MÖnY Kiv| 
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D‡Ïk¨ 

G cvV †k‡l Avcwb 

 wecYb PP©vi cwieZ©bmg~n ej‡Z cvi‡eb Ges 

 evsjv‡`‡k wecYb PP©v m¤ú‡K© e¨vL¨v Ki‡Z cvi‡eb|  

 

wecYb PP©vi cwieZ©bmg~n  
Changes in Markeing Practice  

eZ©gv‡b µgea©gvb cÖwZ‡hvwMZv, cÖhyw³i e¨envi, wek̂vq‡bi cÖfve, †µZvi m‡PZbZv, AvšÍ©RvwZK m¤úK©, AvBb, 

ms¯‹„wZ, A_©‰bwZK cwi‡e‡ki cwieZ©b BZ¨vw` 

Kvi‡Y wecYb e¨e¯’vcbvq abvZ¥K I FYvZ¥K 

cÖfve co‡Q| wKQzw`b Av‡MI cÖhyw³i cÖwZ †µZv 

I †fv³v‡`i gv‡S AbyK~j AvPiY wQj bv| wKš‘ 

cÖhyw³i mnRjf¨Zv I e¨envi-evÜe nevi Kvi‡Y 

wecYbKvix‡`i g‡a¨ wecY‡bi wewfbœ Kg©KvÐ 

ev¯Íevq‡b Gi e¨envi evo‡Q| wecYbKvix cY¨ 

I †mev m¤ú‡K© Z_¨ msMÖn I Rvbv‡bvi Rb¨, 

cY¨ Dbœqb, cȪ ‘Z, cÖmvi, mwVK g~j¨ wbav©iY, 

cY¨ mieivn ev ¸`vgRvZKiYmn wewfbœ Kv‡R 

cÖhyw³i e¨envi Ki‡Q| †hgb- B›Uvi‡bU, 

†dmeyK, I UzBUvi e¨envi K‡i wecYbKvix Lye 

mn‡R GLb †fv³v‡`i mv‡_ †hvMv‡hvM Ki‡Z 

cv‡i| Avevi, wek̂vqb I Aeva evwY‡R¨i Kvi‡Y 

we‡k̂i wewfbœ †`k¸‡jv G‡K Ac‡ii mv‡_ 

†hvMv‡hvM Ki‡Z cvi‡Q| G‡Z e¨emvq cwiPvjbv 

mnRZi I c‡Y¨i mnRjf¨Zv n‡jI cÖwZ‡hvwMZv †e‡o‡Q| D`vniY¯^iƒc eZ©gv‡b evsjv‡`‡k wewfbœ eûRvwZK 

cÖwZôv‡bi e¨emvwqK Kvh©µ‡gi Kvi‡Y AvšÍ©RvwZK gv‡bi eû cY¨ mn‡RB  µq Kiv m¤¢e n‡”Q| wecYb 

e¨e¯’vcbvi Kvh©µ‡g eZ©gvb mg‡q cwi‡ek I mgv‡Ri Kj¨v‡Yi Rb¨ ¸iæZ¡ †`Iqv n‡”Q| hvi d‡j wecYbKvix 

cwi‡ekevÜe cY¨ cȪ ‘Z, mvgvwRK Kj¨v‡Yi Rb¨ wewfbœ wecYb Kvh©µg MÖnY Ki‡Q| †hgb- cøvw÷K e¨v‡Mi 

cwie‡Z© A‡bK wecYbKvwi GLb KvMR ev cv‡Ui †gvoK e¨envi Ki‡Q| wecYbKvix †µZvi mš‘wói Rb¨ GLb 

cÖ‡Z¨K †µZv‡K c„_Kfv‡e ¸iæZ¡ w`‡q cY¨ cȪ ‘Z Kivi cÖwZ AvMÖnx n‡”Q| cÖhyw³i e¨vcK e¨env‡ii d‡j GLb 

†µZv‡Kw› ª̀K cY¨ cȪ ‘Z I mieivn Kiv m¤¢e n‡”Q| †hgb- wecYbKvix AbjvB‡b wbR¯ ̂I‡qemvBU ev †dmeyK 

†c‡Ri gva¨‡g †µZv‡K GLb wb‡Ri cQ›`g‡Zv is, Kvco, DcKiY ev bKkv wbav©iY K‡i †cvkvK ev RyZv ˆZwii 

AW©vi Kivi my‡hvM w`‡”Q| me©‡k‡l, wecYbKvix GLb †`wk I we‡`‡k wewfbœ eª̈ vÛ- Gi mv‡_ Zxeª cÖwZ‡hvwMZv 

†gvKv‡ejv K‡i evRv‡i wU‡K _v‡K| wecYb cÖmv‡ii eûgywL †KŠk‡ji Kvi‡Y cÖwZ‡hvwMZvi ZxeªZvI evo‡Q| GBme 

cÖfveKmg~n e¨emvwqK cwi‡e‡k e¨vcK cwieZ©b G‡b‡Q| hvi Kvi‡Y wecYbKvix µgvMZ cwieZ©bkxj e¨emvwqK 

cwi‡e‡k wU‡K _vKvi Rb¨ Zvi wecYb Kvh©µg I wecYb e¨e¯’vcbvi Kg©KvÐ cwieZ©b Ki‡Q|  

cvV-1.4 

wecYb 

e¨e¯’vcbv 

cÖhyw³i 

e¨envi 

wekv̂q‡bi 

cÖfve 

   mvgvwRK 

`vwqZ¡‡eva 

 

cÖwZ‡hvwMZ

v 

 †µZv-

‡Kw› ª̀KZv 

wPÎ 1.5: wecYb PP©vi cwieZ©bmg~‡ni cÖfveKmg~n 
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evsjv‡`‡k wecYb PP©v 
Marketing Practice in Bangladesh 

evsjv‡`‡k GL‡bv wecYb Kvh©µ‡gi e¨envi e¨vcK bv n‡jI e¨emvwqK wm×všÍ MÖn‡Yi †ÿ‡Î †fv³vi cQ›` ev 

Pvwn`vi cwie‡Z© we‡µZvi cÖavb¨ †ewk Ges †fv³vi mš‘wói cwie‡Z© gybvdv AR©b‡K †ewk ¸iæZ¡ w`‡q cY¨ Drcv`b 

I wecYb K‡i _v‡K| Gi KviY wecYb gZev` m¤ú‡K© cwic~Y© Áv‡bi Afv‡e G‡`‡ki e¨emvqxiv cwiKwíZ Dcv‡q 

Ges h_vh_fv‡e wecYb gZev` AbymiY Ki‡Z cvi‡Q bv| †fv³v‡`i Pvwn`v Abyhvqx cY¨ mieivn Ges cY¨ 

Dbœq‡bi Rb¨ evRvi M‡elYv cÖ‡qvRb| wKš‘ wecYbKvwiiv c‡Y¨i gv‡bvbœq‡bi Rb¨ M‡elYv Kvh©µg cwiPvjbv bv 

K‡i, c‡Y¨i weµq evov‡bvi Rb¨ †Kej weÁvcb wbf©i n‡q c‡ob| G†`‡k Lye KgmsL¨K wecYbKvixiv i‡q‡Qb 

hviv evRvi M‡elYv K‡i wecYb Kvh©µg ïiæ K‡ib| wecYbKvixiv †ewkifvM †ÿ‡Î m¤¢ve¨ †µZv AbymÜvb I 

†µZv wbe©vPb Kivi Rb¨ †Kv‡bv mywbw`©ó cÖwµqv AbymiY K‡ib bv,  hvi d‡j wecYb Kvh©µ‡g bvbv ai‡bi 

RwUjZv †`Lv †`q| G Kvi‡Y evRvi M‡elYv, c~e©vbygvb, cY¨ cwiKíbv, g~j¨ wbaviY, eÈb cÖYvwj, cÖmvi Kvh©µg 

BZ¨vw` welqmg~n ¸iæZ¡ w`‡q cwiKíbv MÖnY, ev¯Íevqb I mgš̂q mvab Kiv cÖ‡qvRb| evsjv‡`‡k evRvi M‡elYv 

Kivi Rb¨ GKwU eo AšÍivq n‡jv cÖK…Z Z_¨ I Z‡_¨i Dr‡mi Afve| Ab¨w`‡K, G‡`‡ki wecYbKvwiiv c‡Y¨i 

cÖK…Z ¸Yv¸Y A‡bK mgqB †Mvcb K‡i fyj Ges AwZiwÄZ eY©bv w`‡q _v‡Kb| wecY‡b ˆbwZKZv GKwU ¸iæZ¡c~Y© 

welq| myZivs, c‡Y¨i gvb, ¸Y, Drcv`‡bi DcKiY, cwigvY †gqv` BZ¨vw` ¸iæZ¡c~Y© Z_¨mg~n h_vh_ fv‡e 

†fv³v‡K Rvbv‡bv cÖ‡qvRb hv †fv³vi mš‘wó I Av¯’v AR©‡b mnvqZv K‡i| DbœZ †`kmg~‡ni b¨vq GLbI †fv³v‡`i 

AwaKvi I ¯v̂_© mswkøó AvBbKvbyb cy‡ivcywi AbymiY bv Kivi d‡j †fv³viv A‡bK mgqB wecYbKvix‡`i Øviv 

cÖZvwiZ nq| †fv³v ¯v̂_© msi¶‡Yi welqwU ¸iy‡Z¡i mv‡_ we‡ePbv Ki‡j evsjv‡`‡k wecYb Kvh©µg AviI 

kw³kvjx n‡e|  wecYb gZev` cÖwZôvi Rb¨ kw³kvjx A_©‰bwZK KvVv‡gv cÖ‡qvRb| wecYb Kvh©µg mdjfv‡e 

cÖ‡qvM Kivi Rb¨ evsjv‡`‡ki †hvMv‡hvM, cwienb, ¸`vgRvZKiY, A_©vqb BZ¨vw` KvVv‡gv Av‡iv AvaywbK nIqv 

cÖ‡qvRb| evsjv‡`‡ki A‡bK cÖwZôvbB mbvZb wPšÍvfvebv †Q‡o m„wókxj g‡bvfve wb‡q AvaywbK wecYb Kvh©µ‡gi 

w`‡K GwM‡q Avm‡Q| we‡kl K‡i B‡j±ªwb·, †cvkvK, cÖmvabx, †fvM¨ cY¨ I †mev cY¨ wecYb Kvh©µ‡g wecYb 

gZev` mdjZvi mv‡_ e¨eüZ n‡”Q| G‡`‡k AvšÍ©RvwZK I eûRvwZK e¨emvq cÖwZôv‡bi msL¨v w`b w`b evo‡Q, 

hvid‡j cÖwZ‡hvwMZvc~Y© e¨emvq cwi‡ek ˆZwi n‡”Q| cÖwZ‡hvwMZvq wU‡K _vKv, c‡Y¨i ˆewPÎZv, weKí c‡Y¨i 

mnRjf¨Zv, cÖhyw³i e¨envi, †µZv m‡PZbZv BZ¨vw` Kvi‡Y wecYb gZev` e¨env‡ii cÖwZ e¨emvqx‡`i AvMÖn 

ax‡i ax‡i evo‡Q| †hgb- G‡`‡ki e…n`vqZb wecwY I weµq †K›`ª¸‡jv †fv³v mš‘wói †¶‡Î wecYb gZev` 

AbymiY K‡i _v‡K| GQvovI eZ©gv‡b ch©Ub †ÿÎ, †emiKvwi nvmcvZvj, wek̂we`¨vjq, †Uwj‡hvMv‡hvM, e¨vsK I 

wegv †Kv¤úvwb¸‡jv wecYb Kvh©µg mv_©Kfv‡e m¤úv`b Ki‡Q| Gme cÖwZôvb¸‡jv †fv³vi mš‘wói mv‡_ mv‡_ 

mgv‡Ri Kj¨vY‡K cÖvavb¨ w`‡q cY¨ cȪ ‘Z I wecYb Ki‡Q| me©‡k‡l GUv ejv hvq †h, evsjv‡`‡k wecYb gZev‡`i 

e¨vcK cwim‡i e¨envi bv n‡jI A‡bK cÖwZôvbB mdjfv‡e wecYb Kvh©µg‡K AbymiY Ki‡Q Ges µgvš̂‡q 

wecYb gZev‡`i cÖwZ AvMÖn m„wó n‡”Q| 

 

 

mvims‡ÿc:  

eZ©gv‡b µgea©gvb cÖwZ‡hvwMZv, cÖhyw³i e¨envi, wek̂vq‡bi cÖfve, †µZvi m‡PZbZv, AvšÍ©RvwZK m¤úK©, 

AvBb, ms¯‹„wZ, A_©‰bwZK cwi‡e‡ki cwieZ©b BZ¨vw` Kvi‡Y wecYb e¨e¯’vcbvq abvZ¥K I FYvZ¥K cÖfve 

co‡Q|  
wecYbKvix cY¨ I †mev m¤ú‡K© Z_¨ msMÖn I Rvbv‡bvi Rb¨, cY¨ Dbœqb, cȪ ‘Z, cÖmvi, mwVK g~j¨ wbav©iY, cY¨ 

mieivn ev ¸`vgRvZKiYmn wewfbœ Kv‡R cÖhyw³i e¨envi Ki‡Q| †hgb- B›Uvi‡bU, †dmeyK, I UzBUvi e¨envi 

K‡i wecYbKvix Lye mn‡R GLb †fv³v‡`i mv‡_ †hvMv‡hvM Ki‡Z cv‡i| evsjv‡`‡k GL‡bv wecYb Kvh©µ‡gi 

e¨envi e¨vcK bv n‡jI e¨emvwqK wm×všÍ MÖn‡Yi †ÿ‡Î †fv³vi cQ›` ev Pvwn`vi cwie‡Z© we‡µZvi cÖvavb¨ 

†ewk Ges †fv³vi mš‘wói cwie‡Z© gybvdv AR©b‡K †ewk ¸iæZ¡ w`‡q cY¨ Drcv`b I wecYb K‡i _v‡K| Gi 

KviY wecYb gZev` m¤ú‡K© cwic~Y© Áv‡bi Afv‡e G‡`‡ki e¨emvqxiv cwiKwíZ Dcv‡q Ges h_vh_fv‡e 

wecYb gZev` AbymiY Ki‡Z cvi‡Q bv| cÖwZ‡hvwMZvq wU‡K _vKv, c‡Y¨i ˆewPÎZv, weKí c‡Y¨i mnRjf¨Zv, 

cÖhyw³i e¨envi, †µZv m‡PZbZv BZ¨vw` Kvi‡Y wecYb gZev` e¨env‡ii cÖwZ e¨emvqx‡`i AvMÖn ax‡i ax‡i 

evo‡Q| 
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BDwbU DËi g~j¨vqb  

 

1. wecYb ej‡Z Kx eySvq? wecY‡bi †gŠwjK aviYvmg~n we‡kølY Kiyb| 

2. wecYb ej‡Z ïaygvÎ µq-weµq ev cÖPviYvKvh©‡K eySv‡bv nq- Avcwb Kx GKgZ? hyw³ w`‡q eywS‡q wjLyb| 

3. wecYb e¨e¯’v GKwU wP‡Îi mvnv‡h¨ Av‡jvPbv Kiæb| 

4. wecY‡bi ¸iæZ¡ Av‡jvPbv Kiæb| 

5. cY¨ `ªe¨ I †mev QvovI wecYbKvwi Avi Kx Kx wecYb Ki‡Z cv‡i? D`vniYmn Av‡jvPbv Kiæb| 

6. evRvi Kx? evRv‡ii cÖKvi‡f` Av‡jvPbv Kiæb|  

7. f¨vjy I †fv³vi mš‘wói g‡a¨ cv_©K¨ wbY©q Kiyb| 

8. wecY‡bi AvIZvmg~n ms‡¶‡c eY©bv Kiyb| 

9. wecYb e¨e¯’vcbv ej‡Z Kx eySvq? ÒwecYb e¨e¯’vcbv n‡jv Pvwn`vi e¨e ’̄vcbvÓ- e¨vL¨v Kiyb| 

10. wecYb e¨e¯’vcbvi Kvh©vewj eY©bv Kiyb| 

11. Drcv`b gZev` Ges cY¨ gZev` Kx e¨vL¨v Kiæb| 

12. wecYb e¨e¯’vcbvi GKwU ¸iæZ¡c~Y© KvR n‡”Q †fv³v mš‘wó cwigvc Kiv- Dw³wUi c‡ÿ Avcbvi hyw³¸‡jv 

wjLyb| 

13. weµq gZev` Ges wecYb gZev‡`i g‡a¨ cv_©K¨ wbY©q Kiyb| 

14. nwjw÷K wecYb gZev‡`i welqe¯‘ e¨vL¨v Kiyb| 

15. eZ©gvb mg‡q wecY‡bi †Kvb †Kvb cwieZ©bmg~n jÿ¨ Kiv hvq? Av‡jvPbv Kiæb| 

16. wewfbœ ai‡bi Pvwn`vi e¨e¯’vcbvi Rb¨ wecYbKvix †Kvb ai‡bi wecYb e¨e¯’v MÖnY K‡ib?  

17. evsjv‡`‡k wecYb gZev‡`i cÖ‡qvM wb‡q Av‡jvPbv Kiyb| 

18. eZ©gv‡b wecYbKvix †Kb cwi‡ekevÜe cY¨ cȪ ‘Z Ki‡Z AvMÖnx? KviY¸‡jv wjLyb| 
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