ot et @ wAfimar S

Marketing Strategies and Plan

e s 93t swesd Ie 20 @ AREN Q7Y T | @RY I AR afefrre
Afqafee 2R ©I1F AT AT gz FE [RoaFifea oy I AT A B A
FEAG T | QG [owFIaeE @ aere e sfieaar gz T 201 93 /WG @FEre [
AfFFEN N DN T AR | AN AT O] (ST (B, T (53N, G AN e
TS ARTFEA TF el AR | GO Ay @FHeere AR ¢ Ry FeAftes ¢ [T
AfFEeT fFoIT aze T4 27 ©f I 91 AR | 93 AP (ATF FCATED i, (@FHesre AT @FF, @
TR @ @FEIS ARTEAR = TF S AT | GORT 2T WD a7 TR FOR I
GFF (FHENS ATFEN Q2 T T ©f [0 | T GFF @FHATS SARTEEA Q2 TG CFCE AT
e, fReage, sTreg Nufaer, @ ie Sufaer, e Sufaer ¢ asame a3e afsfam ¢ g T=ifs
IS TN T | T 59 A0S oty ARFEaR ropmg ¢ elfiwwr fea s w41 20we |

oG TIRT s | TSGR A T 92 TR

«q TBFAGT ASTR

A - S : (O] Gl 8 (FHATS ARIHA

A1 - % : FCAES @ RN F=ieTore AfRdg
AT - © : [IAT GFF (FHETTS AT

A - 8 : e “AfPgar
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(TFoT SJ1e] 8 (TS ATTTHA

Customer Value and Strategic Planning

@ =

qQ A1F T SA-
o e FRIAIR AT FI I#CS ARCI;
o I (537 TS I FACS ARCI;

o IfeTE AL FHCE IEICo 2ACE; G
o (IS ARTFHN I ©F G FACS A |

N (ol OFfF] AT (! A7 (Sff I IREE ML SAfere FR4l | (@A Ael7 9ol 8 JIRES
fafac (et FRfefer @ SRAT AT (0T AF | AR, (T2 0T QT & (el 9, 97, «Ife
B T I | AN (AN T G 0 IR M (S T FAfefes o1 Jfqer e Wy
forete |l | @ R4 TG T T (GO * & [T FE A @ACS FOACR, TN T I T AT
FACR W3 [ME wede R it @ F90e TR0R | oA,
(@S] O = (FOIT FTUPTR - (1T TR |

RIS ATACH @ TSR A T ACTAFSNI (FSIF Sfe] IAAE A | afsaifarstspe
ISR (o AN [T 2197 (AF (& AgwCe! o) FF I FALTo! IACR | GIEC Foreria
Ao Ty Y2 ¢ FHRAR AfE A7 I @A (FOR FEMB AT WA AT NG FACS ATH |
eI o5 2 @ AR T T effovit (e A frefaet 0o =W @R 9T o7 TGP oo
(FHTE ~ATREr Q7 T 2T |

Value Delivery Process

1o Toqw SRR, AR ST (Srea FRAT T OFied I [eawar F41 =7 | fod 7 2.5 @ ofg
WA efewr (RRIRFed Sr@e T4 TRCR | @RI o) aSR 2t RAIaFIAS AreiEs gt
S (! oo F9 e 2 | G377 RS A FE159 132 S Sy &2 F0e 27 |
@l fqetem, e 5 ¢ S s]Egw (ot o fofe wwa o v &t 27 | @ ol fa=foea
HE (PN T I 27 | GF9F SJIE] QM & IR O F41 =7 | A IRmfoare [opela
A | @ FRGER T IR 07 8 (TR BT [«fRer I3 710l @ GTaT SFae, 3o faufaet, St faxfaer
FE A O G (FSIF FICZ o107 3B @ ORI (77! 6 T4 | O] eWitTd o [RATTFIAE
SRS (FO] 8 (SIGF Y @A FACe 27 | Kot [awadl, [y o7 ¢ [Rear1taa <o
(@S Il (SIS AT N FCF |

el |\ SR St A9\ GRI\ TV S\ S fren \ e\ e
o | ooy | wEw | S ) S ) e ) epw
tefa tofg | G/l
A FRERoTS R
5@ 2.5 : i TR elfern

250 72 -3y
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OFe (53

Value Chain

LS ARASTE (ol SfIe] (2 FA & Michael Porter Sjie] fRiteta F1 ee1tes A1 oI 2.2 R @
CTATTAT BRCR | @ S (BRCA 0 T (ATF, TAWH, TRRAR IR ANLTLTe 16 SRR e
FECE | @ IR M T & Afedia o 7 I | 97 N0 ArRINE Fer IR ¢S et 2
RIS #AfGT89 (Inbound logistics) € NKITT FIGTIRT Fe&Z FCI AT SRAMETR 14 (Operations) T4,
QF#F SACGACT G237 (Outbound logistics) IR IR 4] (T FR (AT ST | @ AT A
1w 8 @ (Marketing and Sales) FNGER NTT (FOIF U] TF FAC0 WAL AT @R AT
fETFE TBET F41 | FKCT ARSI CIAT @V (Service) I (GO T8 F41 | Ofi (B3 8

SR 0 GBI &
E AYfea Syae
AfFeaTo

% T TLFIITIT

SRICT | AN | wiesdiew | e el
AGEH e | ¢ e <

AT SR
5@ 2.2: ©pI (B3

TRLAIN PN TN T GRTT ZCET FIN AP (Firm’s Infrastructures), N T 531941
(Human Resource Management), oyfeq T (Technology Development) @ AfRFCICTD (Procurement)
A1 IS R | AfSHT Aot ore TR I 76 8 IS AR T ¢ O A TAW
& @ I | AfSBia e e I afefd e Febr eieren St ATT AT ML
M AT AR O 847 |

Glifers s

Core Competencies

Tfers e qETCe AT ARSHIT AN @AREIE R IR e efede efsrifreryEs A
A FAE 8 A G ALCS A | wfie G A =@ @I A iSSPt T
Aferaiferyere FRYA T A (FOMAcs AL QR Siesdeyd sRwis A1, @ e SR &fbasm
ISR LTI T FUT TH 3R TSN ATF AGFA AT IO = | (@H- 2T 398 (Apple
Inc.) €3 TYIRAT TSl 8 SYFETS TN ARWATSE FRACT BT, AZATT, W3+©, e Bfe Tonm
oo} ST W QTR | STAF e G187 RCET AACHC YT &Y @ AR AT J&iy @0 A0y (Sre=
JICZ AR 41 | @ T @ AFSHI (FOIACE SR 29 TEF Qi 7 a3eN fogera foer e
(Think Differently) | SIICeR &YfEce srmarer, [RueEees!, RNIRFSNE TG o7 Cofq 8
FRREICRA (AT ZCeT O ferss ey |

TEfT ] Bl-55
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@S AfTEe

Strategic Planning

o B @ sAfieg 3 eweed faw | FRe 3oE e T TR @, 93
[N AT O e [y [t (Departments) AT FIeT 01 | A AfSDIT enfedifae
T G FAF G QIR TSNS AL AT AT IS I LEH 2T | (@A 4F
eIt ST SPLreR SR eNfedifas 7%y e S0 99 A8 (S AT | I «@F e
FEE AL NEE [ Aifzweng sfve e | afeviw [fey s aifspifes o= Sema o=
fifeg sifafzfere afvegmr aza 3 | Afediv Auers AFE AREFT (Annual Planning)- G GIEAT,
AOTRRIT fFE (Longterm Planning) - Q%@ @ NG O €2 (PHENS  SAfwga
(Strategic Planning) - “RRAf$e +fkf3foq oy AfTa agd I@ | QAT @ETe SAfwer 2@
AFSHITTR 7 8 AT I AT ARCACR ARG RIS (@Feerars s7rel it afewms
THT 8 THANITF | TS S (@FHerare oo ARTEar 2oz av @ Afeww g ¢ e
A YT AFSDITTT o7 ANCAT A AR AT ool AANSTHANE FICS AN AT | (@FTHES
SAfeEeT ez T foq wwresd owa f@var a1 23 3) efevme R (iEwwfrs (Portfolio)
RO I 90 ) I &Jfad TF IR I@IEF AR T2 [ of [Keavaa wapey afofs
AR AN el ;. @92 ©) @ elfed |

SFFIT TC (I Yo S Aede B (Frerre AfaageT a2 o7 ©of @ 72 2.9 @ @A

| el Afewa NG T S

\% v v
—> \% M

IR AT TS IZ
— \%
AT AT
A N
@ 2.0: @FRTS “Ifiga, ITIRT I fzrae elfer

AR | AHRTS FCAT (T (@FRGE T AT ATSDIER FCAG (@FIHeTae ATEF 47 I | @
Afqegma TNy e @ea 7 Afevig afel [ewer F sl 7w Beq T @ 9 @I
TRETT &F I (1T I QTS [ 541 | ey sfsegary afsf e, e st skfge e
3T wd aifes o Prae gz 1 1 99 JINT ARTEHNT VAW AT T
ARBIEAT & (@FTETS ARTE 42 T T | TR, &fsfb oy 3efasa sefe afsf st oy
ooy ARFFAT 8 oo ARFF A2 T T o A1 7 | o AT g 720 B IS I | &AAT
B AQACE, @S (Strategic) AT ARFEAR Ireiaa ARIKE TR [aFee: qrape e Swe
ST A A AW o T oA | S @Sy Bt Iy, FEONS (Tactical) AREHEIR AT
3By, ePTR, 3o, s eelifer @ GTRT TGS ool @ ieT fafaer 1 27 |

@3 BTfVGT Sl “NISTEITe FeATES, [, <=z ¢ o sAfsg=r g ST 2@z |

BTG 92 BI-20
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@ HAALHFA:

ARSHITTT AN (ST SFIe] ZCET (AT =40y (Srol I JRZEF N Sifere Ffqat | opiey ez
@b RCEN- (@Ol Bffe] = (ST FRYPTR - (@FOIF IRPRR | Ko Toam @i, sAfasaeia
SPCS (OISR AT A1 SFIed T R[50 1 = | Q@I 2607 &A_STR +J1d [orelaifaes
ST ool SR (el Ko T AREH 27 | G797 RS ST L6793 S
S QT T W | (ol oo, IEF W57 8 Sfi] g cofkiw 8oF fofe w el
f&ivd =4 =7 1 @ Offe] FRIbtae e (@ erere e @1 =% | 2/ Offe] eMitTd &y
TG GF 9 ] | AP F@0T® R0l 0T | A4S TS (@l Syl 38 S &y
Michael Porter 5] TR FAT ICACKT | @ S (BACH 2] THHFI (ATF, TAW, TRRAR
I e TG SRl e w4 2 3 FERE M F97 o afev ud a3
I | OF NG ARIE Ffer AR AT @R TR A= ST WM I | Glifers e
TS [T &AfSHIT QN ABIE R AR N sy efsaifreres JfRdr sere
FACS 8 ISR T LTS A | (@FETsre o ofiag=r Tir av9 @3 afeam S 8
TFACET, AT MG ATSHER o5 AT AL ARISTN 900 FRAANSTANE FICS
AP TR | @FEre “faagar 4z 97 foq ewead owva v a1 23 ) afepms
fafecatsr cAfGTifere (Portfolio) REIR IAZI=AT F11; ) A& eRfad 7T @R Irecaa e
Te oot o fRevea T afefs e A T w5 @2 ©) @ afedr w4t |

BTG 92
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2.2 RS RN @Ferere sfege

Corporate and Divisional Strategic Planning

@ o=

Q AT N SAfR-

o I € Re (@Ferere AfFE F ©f I FACS AAACE;
FATES BT F ©F IS 2AA0;
TS AT aFF AfSDT T gt e A
(FETS AT GFCF T {earel 7794 39091 re 2@ a3
At A AT 0T IS AR |

e, Jearers Sdafs ¢ o3fE ~fRaem R JTes efSBiEs 2ok TS AR, T I
wote dfecifrer Afme srarelfe o 3w =itz | ©iR e efepimet Bre aem i @rsitms
AN TP (O I OIMACE AWM (@ AR (BB FACR G A AL T T (ol TQRT (53T
FAR | @ IR G [AHIRCE Fored @eere AR a2 0o = = WHFeR AF of
IR FACS T | A3 AI @S 2AGHT Af G217 e 4 St @ [oriy @Fierers sifeger
G AT A1 2R | AT AT (@S AR AfGT RS A G 4T (@S
AfRPFA T SN T 70 |

IR @ e @erre Affegat

Corporate and Divisional Strategic Planning

AfsHfe 8 e @eere e Feafs T SgEEt fife @i e S fafaa s aa
DS A5 T 2, T W [fogy [t ga I 326 s fNer 2ifsegt toft o | Feofieas
e G5 ARSHITT 24T ARFAE @RI | FCAEG QOISR BT G ARTSF QoqCa Sl
T ;5 CTRTAT ZAI-

S, IS i Sewsifrssae;

Q. RS AT elfed;

©. YTEIF (PTHENS N GF(E W QI3

8. elfas TR e |
FCATEG T Tirewae

Defining Corporate Mission

FATE REHRGIER wwed ez S @7 siear e w90 fiew g g afedits
S Wi /e a1 I9gPRes Frare ez Mo eve 6 | 3767 AR @ity 3
WWWWWWWW(MBSion Statement) JCT | AN ARTS R Y AL &fsfB
2fSPIE Teei e toft Fate T | i ufaedn ovea &S afsditm @ aaew; wma
[P N, (@l (F, (TR 6 @ AN T FOE, DI SRR F 201; SRR FF zeq Tve
Tof | @ QTNT e T T (T SV T e Aegeifite w4 Rw =W AR 8. @
AR 1316 A9 T 8 FER friw [ o <@ = |

TS0 73 PO-32
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Q! T8 ¢ e i Kgfe o2 Ig17%, T, CFaRTITT (@eims e T SR
TASR @ dfae T = @ @3 ey ANEE Sy, [omar @ et aF A | o e
faafen «iiof ey By weate-

O e MF ToFa ofs Sitaere Fa &3

0 ASHITTR A4 A4 NS @ Oyels 8o ST Tl TT;

N ey« efaifenEs = i cFa i a7 Ty TR S sAfpifre =;
= IR B DR ECERREC NUER

0 ARG, RN 3 L RS QTS |

Our mission is to empower people and communities in situations of poverty,
illiteracy, disease and social injustice. Our interventions aim to achieve large
scale, positive changes through economic and social programmes that enable
men and women to realise their potential.

Brac

We want to be the world-class food products manufacturer in Bangladesh by
ensuring intrinsic quality products and customer services with state-of-the-art
technology and motivated employees.

Square Food and
Beverage Itd.

Srafer 2.: WWW(@W:W@W-MW@W)
@S I 9FF AfSDT

Establishing Strategic Business Units
@fFerr efesim I FAIN Ot SRF o6y A ERE T T FEGT ARG 70 | @S

[T OFF 60O G AfSHIET GFF (@A AT 0 AT I AFF A9y Al A G55 [ w4t
T TS AT, TR 52 i @ Trarly AT G ©f W & T Al a7 36 | @I
(TS AT G RIS M2 Aits; 7-

B ot 9T g TENT I FTORT THFYE (IS B AT ARSHTTT Sy GAT ARSH
(AT AT
B 97 ferT afsrt AE 93

B 9T QTS AREA, T G G3R AFE 89F A (T AT O SN @ cerd
) QI HIZAT AT |

TAIRATTH!, F FT AC ([@OIERS 99 WA A4, ¢ o& foqs e IeT @3 | @Fere
[T @ fdfaees e Aol o aa vy 52 @0 ST 36 /1 9R efelb [T Gveae
G A WL 41 R |

T [ GHCF oW st

Assigning Resources to Strategic Business Unit

@S PN @ fdfaed 1 o ool (@ emre TP gt wedae! ¢ *fe s
T AFSHT SR T SATAGAT T I I | (IS G GFF JEIRCA S G305 ey
QIICEs A TAR  ET- ([@POF IAFEBL FA It (BCG Boston Consulting Group Approach) @3g
(SR 3ERGF @5 (GE General Electric Approach) | ARG SYN@ (AP0 IR &FA GIitals
(BCG) R=ifT® S F4T ZCel-

=S 72 s
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O @P5T IR & «Iitalls (Boston Consulting Group Approach): ‘(FETe TP GFF
WERCT & ALZAT AIZ T TN (@5 SR G % 7 WIGF (Growth
Share Matrix) (Ol AR (@ AT e T (Market Growth) 8 QeI T S
(Relative Market Share) g @b‘% v a1 ez | | T2 2.8 @ ofeRitw T ENISa
TS [ G 407 BCG 2 i s (e =ee |

5. FBIf (Stars): T oFfa ¢ TH IS WX T AN GFF I AAPTRCE IBF I | @
(T TN G G efn, TFTFS G ARSRNTR Ao QI FHAITE ey
[T R SIS & | O G T [N A GFNT T WG] QR O 4@
T FICE- @ 27 27 | @ 2.8 @ 736 TN UFF 6P @ TIF FAE |

X, M FCH (Cash Cows): 7z Ir&w @ @R TH &N W iy TAT A ACE F
FEE I | @ AP G GIE O A o [ IFF IS 407 A AT | 9o
[T GFF A ooy oo Afedima apg 9d wfete =@, 1 ey [feg @=m, @ sfeny ¢
Py AR G [T 321 789 27 | fod 2.8 @ BG@ 36 [N 9FF F IS

« SRZ FA(E | GF T S A AT IS (ATF PRSI G TSNS [@RIT AT
« FRONT GFF Fafo FAE Q@ ey 2z |
o, TICCH A

(Question Marks): %

IEE Afa 8 fam ® FBIRA TS 7
OEEEETE  qeE ST _ )

T Ier %’lg % @ o ° ®
AT @IRCET %

T @M =W @ | O ‘WW’ e
S I & @pd G Mo
e e =W o
Afepiee vl we % o *rﬁ-g

T (FE (FICCET A CERINGEINIIEACR

[P 9T B 5@ 2.8: BCG e)fa o i

FART T AW @R
@A I fite 27 | BE 2.8 @ g 126 TN UFF (FIEHCHT T @ STZT FACE |

8. T (Dogs): Y &I eqfm ¢ Ny e S Flg [N A AP T 0T | @
CAE N Te Sfere oy Y12 ANy AF q Frens e a7 s 59 2@ A |1 9@
PR G LA [T @FF Al #40y AR @iy st [eafoe =71 o 2.8 @ wywig foafs
[N GFF T @ T FACR |

FENS FT GFEFT B T 27, ST @Feeare T v ea & @er ¢ 9
Afgaeet Fufae T | (FETTS AT GFFRTEART T BT QT (T &2 71 2 | 9y @
PRI (@R I T ZEl-

TG 72 B-28
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o.

I AT 167 A I (Building Market Share): (FII TR S¥@ R[fFCACR e
T I FEAE S T A Jw A I | @ECGT WFA @ P WA SAES
TN FPNARTAR T & GFRF (T QT F1 27 |

q0F AT (Holding): (FITA! I01F (@ wAfasrer i efcaee @37 AAfaster st f[fweaesz e
IR 4CT A @ I ZF | I FT @ SRBEFIE AW GFF A AT CFGd @
(T &=l 41 =T |

QT T (Harvesting): WY Fee Rapal 97 63 g @HW (@I HPAT 200 TS
@M AT T B QET (T (@RS G (T e T | R e gl I e,
TR (FITICHT TFH 8 T @ TIFEFAN AN AFF T AT & @ (e a2 T
EXN

. SAfer A1 T (Divesting): (FIF TP I7 A [KieFa e AfE oy d@ @@R

@FECE STNFAe AT ARSI 0T | (FIECHT WA € T @ SAIFEFIA FAT 4FF
AT (FC@ @ GATF T Q2 1 T | R 2RISR A A (@FATS 59T
GFPLTER TZ ARRIES T | o107 G ST ST (I FPNT AT AT (FICICET AT
Q SR FACTS AFISICS ©f IBIF ARTS S AT IR 5[ T0o F FOC& @ I
THAT @ AIS O A | O T JIOTNS S AN @ (SCCDT WA A 3BT Zro
TP @ @S OMF | AN (@I (AT IO PR FF A IR A AfE e
AFSHITTI (@FHTETR 8 ST I AT GFF T 2T TZI 799 3 |

gt e S

Assessing Growth Opportunities
Afed efaa rart fdme = At 12 Rew wfivs; To7 IR &) AR Ao 32 JFreT
[ RIGIEFA |

F) TP BINER & AfRFFAT QT (Planning New Business): 997 G &) “ARSHAT ez
Ty 2feB eS¢ depifte R s fufae v oREmge Re =@ 81w

@ dfsvw @
SRIqEE; S, @
AT Rew 93
R oy o
o oo @
A IE gfifEe
ofge Rew e
greege  fewe
JRAYGIE (@S
AT *CITZT T |

g B SR
QN TN P

(AR ANS

Y (I=H)
@ 2.¢: FETTe AR v

LGRS

T

TR TR e 2 | 5 W 2.6 @ (RAIAT TR, efep fo ww efe e SREEe w0
(FTETTS ARTHT XOTF 7 FHCO AN |

BTG 92
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5. @ 3@ (Intensive Growth): 5eTfe AT ST &Jfara AT Fofze Fie Fike eqfa

| AfSH I @R~y @ e [N Fe I3 o @oi7 fofs v AR egfas et
fofere =20 | 5@ 2.b @ =9 @ e IFpTRe e @ e eqfas @estatst @it =6 |

O IS AT @ (Market Penetration Strategy): 58116 JM&iF Al 2l (FICAT Ao 7

Ot IS G, ToNH ~TF e Ifew M efoviera effa wema @ e
e HARRET, TN FI AT (AT TR N AT AT AT (T ST
FACS AN | (- 7 GIFR AfegAre) & R[GHAT ToT =M<t IJFA (AT S, 59
Ty Bl

REA  TET= T 1Y T A
T (ATF So BIdl

AT |

e SEw e | TR Wfoaae e
(Market e

Development

Strategy): W9 o Q.v: HAeF-IrER THAR {2

@A AR

ArerR fofre @, I 21y eI R[ifes Tree efepias a3fa e e s
T (T AT | @ (@ SR P AFGHIT T G A TG (@S {6 #fely
R 303 | TWF- & RREREE Toa =) FEe! I NEGEA JreH I ERASE 7o
(TSI IR @32 [T ey w6 w7 Sgge 0 |

o] CFAF @™ (Product Development Strategy): IS I To A1 ARRS® I
Aeeiifee ooy Raraa Mo effovieTa egfa SIEea @ =7 SFae @ 0 | @
R 2ThF W, (e, fTeids, wwR-wgfe 2ejin sfiges af 7o TpFeg w0y
T 0 IO (@O IR [R@T 347 2 | Te- e [N w57 Ave 8 Ffefas
(SR &) RS R T99 @I AR AN SF B 8 IR = Rz
FACS A | A GFE IS TP Aol FNE e Tl Tl AR |

1 Rasae @ (Diversification Strategy): ToF IR &) Toa #0ly AR NGTH

AfSHITTa efa SEaa S [fbasad @E I | we- 3 T R[fafE s aew
sfoly F_fer R To7 G5 IS FIACT T SEZ T =T YT [ 76 |

R, S &3 (Integrated Growth): TSN [ A FHE® T GAT TR

BTG 92

T AfSBTE eyfer S (@ TAAS (@FET T | s ITiwS (@FHres q@ae
TrE Al Al
H M5 TNIW (Backward Integration): fSHIN 97 &g F417 Ty oy sRwiag

5 (2T IO fafireend @ I 2t | 9fes fSage I Jet wecsg S afssiw
G I G FIRAZIINT N6 Z0S FIBINE AT FACH OIF MG AT AT |

H YA AT (Forward Integration): 197 o¥S I 47 AfSHIN goar A 3w

[N AT A (@SR I (AR O | A4S YA Teieq ooy Afep «s A
P AP A YT HIPT AL 9P F@ SRR T TSIt THILA
SR 0 |
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O NS AT (Horizontal Integration): 2fSDT € I @iy AfS@dl 1T &1 T
A1 SIS AL G ST ARG ST ©F TG A7 0T | AGFTS e
e @ SIfsss YA TS & @ G0N AN I T |
o, tafoazzet 3@'@1‘ (Diversification Growth): ISV JRAER AL TP AFLAT HIAT
& 0 ey e AToBIe T2 e 90T | @ G0R @fas ovea fonfs et e | 79l
n Cﬁ\i@ IZIA @F™F  (Concentric Diversification Strategy): IS #TF AN
TSIty I AU 7RSI 0O TS T el T IR T (@A s ©f
REFIR ADBT (FUge IZA (/T 0 |
O eI IQIA @ (Horizontal Diversification Strategy): ISV ATHI A
AYETCOIT TFI (58 IOV (Tl N6 O ATASTATS! ACACR AN To Aoy Sz
8 RGRER 2TEBIT AN QT (FTE 0 |
n e Il 3@1’% (Conglomerate Diversification Strategy): I &, 7
SRR AL TPRFET T ~l) T 8 [aweaa Aroeics wfifEe g3 efa 36T |
) IS JIAT ROIR I IF I & AfFFAT &7 (Downsizing or Terminating Older Business):
To AT TFAF TG L AN AFSHINCE 276w AT G GRS ST T TS 2 | T
[P T TCT AT W S IR Q3R I FACS AT | (ST I ArSTwa Al
s[7res 20 elfevia @72 e AffEfe Sqadt SRt w07, [ g @@ A & aenzm @
O ATOGF AT ©f RN 67 |

/G7 e

AfsPifee 8 Ko @Fers Alega FAfs S St s @ 3 Sy Fdfas 3@
GT FIOTCIT 1o T4 T | T e [y forer w3z 5o 326 ©itme Fere oifaeger tof 961 |
i 2o T AfSBitR Srwee SpifTe [ O Iz e ager o emm
IE| @IS IO GFd AT R 7 Afelb @ [P uFEd wFdae! 8 *fE
TR TG AV S &) AT T J4 0 | QUFCE (@P6 F9166L &4 a1 BCG
GIICRTTE IS [N 4T PRI & ALZAT BB TAME! TN @PBF A6 o7 i
cRE G o FrarR (@I IR efad T @ g JeR St [ww 73 [eavar v vl
@ BT, IR FICE, (FIECET WA, THT I T4 TACZ | (FHETS IJAR G S
TR 21, fSs @Feieere M @ Ty @ @ o Afger fNdfaer T 77 | @S A
GFFGTAR T B LA (T 27 T T | CITAT - () IS R o1 1 I, () 40
A, () QT AT, G (8) SISyl St | eifobi egfa el FdEa waw e 43l faw
GG®; Tgd TIAET & IR AT QR ST TP ROIRFA | Heife IR et agfas
et fofee e AR egfa 30T | Fo7 IPNER & ~Resa! eoreTa o efoulT bRl @
e 2I3- (3) ISR A @, () IS SIF @ @3 («0) 107 TSI @, (8) tafbasaet
@t | TS egfad Ty elfSvT PHMTA AT, TYITIA AT 8 ANGHAT AT B | T
wivasad a3fed & (FUYS QYA (P, IS ILYA @ 8 TR 2y efa S
I | TN, T T SFael TR AL AL AFSHICE S@resy I G GIAME Aot w414
TS T | FIFA FPAT AT T TG TR SoR& AT Q3R FIZ FACS AN |
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PPN TN O3 (@S SAfagat

Business Unit Strategic Planning

@ o=

Q AT O AR
o I FiT Ft OF FACS AAACI;
o SWOT Rrame FF o JRIT FACS AR
o = fqufaer oot faqzel ot Mt
o TINETS I I FATS AT @R
o TP fdfael @ IBITT F R ©F IS #IREH |

A AR | Q@ AT AT T A @S AfTTs afeme e AT I 9T (@S
g e | efosm ey «moma =y, =5 A, ERT 3 Rer! fer T F@ AE AT & S
(T SR T ATIE T | GG TP GFFCF (AT G OG5S o7 27 | &Sl o
GFF G #JF @FETS ~ARFA! do TR T effovi effels T « 3 Jqp @ Aroeme S<g
CTRITS AT | TN GFF (@FHTare AfTFge i e et affe of fow 2.9 @ @ =T |

[ e

Business Mission

R ARE@ @I F o Face 517 of efeditd Apife [(fere et I w91 3o
T R | [ i @fosieas Mo e ANepTy @oe tofd w11 =7 |

Jifegs oIfaea
(@ @ g
CERer) aiffea
k1 | T | | '

SWOT Rt et et STz SIS : °

& N ( - Yy 7y Yy A .A

8 yeTet
?
@ 2.9: T GFF (@FrErere sifqagar afe
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SWOT fReaiget
SWOT Analysis
AfeDIag AT Ay, vEerel, R IR TNRFCE TG 8 TEHREE SWOT Resmet 31 |1 <oy
efediTe Sed ¢ T AR Reagd sa9 @i 2T SWOT Analysis | [T efedieTa
Seredr AR [ifey ez s s [eemsifs afevima s (Strength) € &erst
(Weakness) S{RT 0 | Qe @3 A Afodita qfys 2o Samiw [Reases s et
(Opportunity) @ g% (Threat) fT4faer 7 |
) qifee +ffta™ R (External Environment Analysis): i@ ARTICHR Toiiwiq =l St
e, wdtafes, aretafes, Fiff, wRars, ANEs, Tgfes Simm gorfr efesia I=w
GFFE JAFT ST AT T Qo R 07 | @ SAMARTE TF 280 © @ [$ifFe
SCEADAT FAT ZCR | R IR AR T I T [l et ¢ g Hize
IR | AT I TS (@O AT A ARG AR CFAE (@R, TR ML ATSH e
TG FACS AT | FSTOIT Ireid qeaer tofd Fa1 IR: ) Q@NT FT GIF AA) ISR A, Q) Hefs
ooy A CRIE T I ARHLEOR Ko Tl @R ©) T T Ao A1 GTAT IS IpAT F7 |
2fSHIT AfTF AR AT @ I AR AR Ty qreniar et [ (Marketing
Opportunity Analysis) I TRCFCT MOA (I SRERT Fh00 #AI0F | GTUR@ A6 &T8F NGes
IR HCI AGIZ 1 AT
B RN (AF &ie AR T8 (@Foind A FAerrosyed eare
B SO (FOMd 16 ARYIem< 495 8 I+ elifet 7= 24y (M=t 7eq fo=?
0 @SR R QMITTR & TSI 99 8 AL fesitaa Sieg ear?
B B & S oo U3 TRT &SI (BT S FRET 2T TS ARCE?
B0 (A0S e i Afedis [N weee s e
s, AR SeREYEs ey SeeE word AR @R ekdel R oy
ARSI RGT 2T I ETENS ARTIIS 2 0T | AR LT TR & 8 I
R Gy AP 2IRFFFAF (Contingency Planning) &S 17 |

F) g i ) e MG
TSI FERAL O A
% form S5 e
S Y
(%% 5 Y E,%
firm fom
@ Q.o e @ ol Wiy

fo@ 2.b @7 (F) -t Jr WhHF oI TR | afedm AfEer [feg et e sw st
TFETS] @ AFHATOR V@R fSfers 3,2,0 I 8 T AT | qTe [FANT 7oe @RICS 2 @I
TG aze T efePite oy JRdeme 2@ | Bw v @3 FAEew qrEel SREE Fh0z (3) I
JR 87 TCAF JATNRTAT [RGB &y <pf =@y | i, @ b @3 9 (o =i WihH @i
TR | ot AfEe exnfeet fofes wta, eufeeter B TBRE ¢ eFred fofare Toge
I | QT (AT TACE (T, TF SR @ ( RS IR OF & afsviees F egfe et
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TR (@ G IR 87 TAT TN PEE TOb] AHFGAS 77 | T WE 7R 8 R TCIF
@ g Ty AT ST ATACHPAE ARSFEAT @ (FIT a2l T |

q) wered Sfa® Y (External Environment Analysis): SS5@sie offea foemer e
AFSHITT FeTS! 8 Ferel Reawelted @RI | efsdits wered ey it Sid T=vime sai
fRerrmg @W- Reem e, o Ko, s, s s Sonfn serede ARk
ST | @ OMITE 6! FRFFSIE IS T FA08 ©f Al IR TG FeTo] 8 Faere!
ST T 2T | FRT G AT ST O Ter@Ier ARCIE verer 8 AW S AR
IR AR FACS AN | ©12 e afSpiaa st e ¢ yies! Aae 8 Yo 41 &S |

oy fagfae

Goal Formulation

AfSHTF SWOT Analysis 1 RTs=e S 719 oiffare sweae ooy e sy fNafae S99 ees =7 |
SR T A3 PO Srorely FAl- FAFCATS], [Ferw a3fa, qrera weel I, I 291, Terw
@ NN FGRUE AN T [Nl I @R Sy [ufer A ok gy O Srrfefes
B (Manages By Objectives- MBO) &Rl ARGERT I A1t | Sresfefes gewR Fa afsis
w7 feete G (B A etares =7 | ql-

. STTQTEICS QTP TN SR TSI

. STRTTE IO WS AAfifoFeg v F41;

. Sre IEAfefed e W

. oy RT3 e =6 |

0 6 L v

TS 1o
Strategic Formulation
ATSTF JPTACE ©IF %) AG("F &) [T @1 (Marketing Strategy), @3f& @ (Technology
Strategy), €32 T fdfadl T (Sourcing Strategy) €3 FTICH ST (PR A5 IS T | (VI I
@ (NIBTRT ALEAT (FIET @ (FIETS (ST @ G356 &S 06 S T ZCeTl-
F) (BT TS @ (Porter’s Generic Strategies): (A5 @SIET @l v 3419 (Fe@ foqs
TG T AT (T AV FEACRH ©f =Rl
3. % I (9P (Overall Cost Leadership): 9 (I T fmew T @ f{m 3% 4907
TN fSTAMTAR (BT TN LT #1°ly R 6 G IR AT WeH & FCS /1T |
}. WEAFF (Differenciation): TFE AfSHT IFFE eFes| (@O T A@H I
T o N A | GUHE@  @eloxE, G/l , #67 518 1 I Topim ovea
AT LT I AfSBIT (O ST &y (53 G |
©. SEFAS (Focus): @ (PR (g AfSHIT T A1 qifee FeRef e S 9o 7 @R
A TAE TSI T (BB 0 | (TR ASIT A &) 2 T (g9 A A@Areael
(T[T ST I |
%) IS (&G (Strategic Alliances): 9FI¥T M AT [l efeviv «w@ (&l @l IR (99
IR & FE FACS AN OIF @S (G5 0T | ARSI (RIS (S5 Kol (S WH <i=et
T | =6 (&1 519 @R ©f Eg:
S. 97 8 (WAt (&G (Product or Price Alliances): TF(T I35 AT =y (I ST 7oly
AT T AR W FACS AE ST 726 AfSHIT JoSIE g ofely A FT547F 2fely
TRACT TR (A |
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R. &ARYES (&G (Promotional Alliances): & {CTF (S GF6 AFSH o=y AfSDIE ey T
T &PTIER Wi (AT |

©. AERF &G (Logistics Alliances): T (@I AFSHTR TN JIIE A e SoAIforet
23 wifty AR b ezt I ©4F Bt AfGEF (@i 367 |

8. e faxfare =EAIfet (Pricing Collaborations): GTF@ GJIfeE ARSI sitelr ey fface
Ty TS STy (GG T U |

B (ACEIERECR R )
Program Formulation and Implementation

TRt el F o ©f VIR T G ATAENNT I e T & | @ FI> A I TSI
TG T I W, FPNER AL A% A AT Tie [y IfE A CORIDTIET AN Proeda
T | GBIRITA (Stakeholder) S (!, I, FIQARFI, IBIBE ISR @RI T AT
FRAER FICEE AL ASTF T ARFOI &ow AF A ok 27| McKinsey and company @3
TSI GFf 7w AT BT T A Tomie AT 7S AT Tibe A | @ A’ SowieTa
WL (RS 4B TAMIT | FAGTE TR ATSF T 8 AIZIER N FIY5 AT B
A W T 7S T & oAb OGS (Hardware) I TRCR; @ a6 SowiT =@ @i
(Strategy), FIOC (Structure) 8 &S (System) | TMMCE AFIST ST TAWINCE FFH ST (Software)
JTT &5 (FISTAT RCETT- IB18H (Style), W (Skills), FT (Staff) @ FTECI (Shared Value) |

efsferar e fMage

Feedback and Control

PN OFF (FHEATS ARTHA IBIRCET 27 ARSI FeNee A G J T LTS 2 |
T AfPINeE TorRde ¢ AT AR a9l 8 ST ANE FA0O W G P AR
AR FOII A AT T FICE [EbA I @I @RT 8 T3]0 IR SR ol T
| GRGIe @FETe RSN AfSfE ST T 6! TS ©f IVIFT I NI TRCE,
AR T 2T 9 (T A AT, T @ f{aager w1 27 |

@ FICHA:

2T PTG & AT IS g oz Faa T effov afsfs e ¢ e ¢
ASTE SAIE (NRTS AE | AP G @ersre g afeqr e qiest e | Ize
AREC @I FF oetT Face 51 | ©f efSpits Apifae Ryfers aamite I fimiw 31 3 a1
2 | R i efeditag ffex e Aee @ tofy w4 =7 | elfedig ffe sy, vderer,
TR 4R FRFE TG € FHRNE SWOT Reawer e 1 o elfsdnas e ¢ Afzrs
R RTeaer 99 2 fS 20 SWOT Analysis | 5301 efewitas srerear sifaaes R[feg Rz
HLTAS T RoATFIA efSDITTT AL (Strength) 8 G (Weakness) NFLRT I | SWHE @53
At f DI AF AR SAMI Reser S R (Opportunity) @ TIF (Threat) e w3 |
Ao oM Torifn AfeBitTa T GFFT JAF! NG ANRIT 877 2o K™ 3 | [orelw
R IS (FOR AT A TG FRAA (Fars (@RI, I AT Af ST I e Fa0e
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R | ARCITS AGRFES [T I o AREER @R el G ~Affaed afesia
T I I CIEE ARTe oxfe 0T | Tored AR [ e afsdime e @
vEeTe! RTaaes @RI | &fS8itas sreyed [ifeg Tmifie I wima wae Rerpmgg @@e- [
feter, o @, IR, AT IO T Tered AR TOGE | @ ot Tt
IRFTOIE FIS AW FA0Z ©F AR T A AeTS! @ giere! «Afqwrsr 71 27 | elfedias
SWOT Analysis A RTaae 399 +7 <fisfere @ oy gfme o Fdfae 99 awes 27|
IR FIAT GFF FOGTA! Ty T2~ JAFICAPe!, ey g, qre s I, 620, e
@32 AN ToRfE AN AHy T I AT IPICE ©F 7% A Gy (o0 (e
(Marketing Strategy), @Jf& (P (Technology Strategy), €d% T 4@ @& (Sourcing
Strategy) «F AT T (FIHE 715 FACS T | (M f4fael FA9 77 S IBIRT I S5 LTS
FIfS faer T 2 | @ FI0 S TFETOIT FIG 41 78 =, JIAEF AL 07T AT AT
Tie ey WfE AT CHIRTIET AL TPTHIEFT WU | FIAT AFF (@SS ARTEFN BT
*F AfSHE AT AAEHT R TR T4 AWST | Gr@ Afeviaee Tosiid ¢ s
AR &3Sl 8 RS TG FACE T IR CPR ARTSR AN ISR K17 S TR A
RTIA1 I @HRT @1 8 T IBART SR 2T T 2 |
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o-=.8 ot oifsegen

Marketing Planning

Sy

Q A T AR
o IO AfGFEN FI ©F A FATS ARCIT @32
o AT ARTHNT TAMITTIR FICF 1 FACS IR |

o oAfaegen

Marketing Planning

FAE T G0 AT FF oRmee oo “fiegar = 251 ot @3 Fafifey afewwr | Fer
OF JRF, AT AR & (o0l Ao @zer a7 27 | Jodr Koo gt e e Fed
e @ e b w1 T For @ Ao Resme w63 [Roremede Sfere @ e afedi e
Ty TR FHGT | @ ARFFEA el (@ieeg Fidorafed qag [ue aaft sAfsgarese sue e
ITE O IR | SRR A- (@I ATSDITT o Sy I 411 2 AR cooo TTG
sfely e 41; Siee elfedieaa wdi [ifey Rerpmg « Sl ey oy G IE F09 | S
el ¢ooo TTRG 07 oF® FAIT B 7, 9 ot 214y &g AT &+ FIHE Gz [feg Aee
6 FAC, VFF W TRZIAT [T Ay oFe 8 [@eaa ooy F3 et @ eférser g | @ ST s
fRofeIeT cetialmy 3t Fafple (@ #ITeld A0S ey fufaer, A5 B ooy (Mg @redr a3 Rt &oiEa o=y
JIS FA | AIARTAT FICSF NP AN LS ZE2 940 Ty w2fR ¢ooo TG 2y Az [@weaa
TS Q! - T F1 I A |

o AffeEmT TAmMTTER

Contents of Marketing Planning

A ©1F 2lfSb =PI, Aol AT ITF Ty Koo ATRTE 22 I A | (FT AR ATTS S
(RITBT ARPIE AT SIS FIIICAT AP T T LS AT il I [y Afg=r ege 0,
AWE TG AfSHIT S ST AP T ARTFN Qo 3 | ot Afegeig @ At A
TAMIT SRYE AMF CTTAT WG ARAT NLITT (AT ZCeTl-

A1) sttetec=t AEEI AT T T SLPTR |

Aff¥f® feas e ~Afafgfe, SWOT Rz, efstaifst, #efy wfel, sy Rz |
fRsfeey et T3, el Soomely, SLeaTod Sy, Sroi2 AR, IETH SE a2 |
e SR #{l5, ST, IB, AT, fR1e ofaelt |

i frare E3-300 ARG, [Rawa =R, 45 s3faw |

e AT, ool ef oD, tAaasa &=y oA

AR T R.% : ARFEAR SHAMPTR
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. & ARTFA (Executive Summary): e «ifegam @ a4 Aws zor W97
ARETCF | TR TRPTICHCAT NN THBAT IR ARFFEAT Q4 24 et e s
(O A G2 AT ATFEN T G Il (2I0S AQTS! T |

3. ¥ Reewe (Situation Analysis): *3f TeCe %7 Ao W TE I AfSDITT TS
SREE R | #AfEe A7 TNy [imie Ranet e ey medl -

2.y, JEF AffES (Market Summary): ISR AR Redve Fa9 oy JoR sifewr, IR
a3ere], e e @9 MY A e orewa fSfermyy, (WF ST AT dR (Fo
PRI 2eifie T GI AT TAMTSTAR ©2F H@Z 8 I T T |

2.2. SWOT fReget (SWOT Analysis) : (3 356 Sefif¥e I SeiRe T3 G FHB0ST
Tl 74T B T OIE QE 0T | AP (@ T WS CFAPTIR e SD Aoemeoid
ot SRR oo T SITE [orel et e | ReremeRics afsfars gxfs ¢ e e
TS TF | GF Ty TR AT G TRy ARRSTeTE w9 S afewi aeifte, wiwe
T TS 7R O @A AL FAl AW | KA wiona fowl-*ifesa ALy @ iRy e
U @I AT TG T | RAATFRACT 2w 2o @A iy Fhoq FHRT T G T
e QAPCe A Fhed Al @, EtE @RIRER T sk tof 7 | S
WY YR GEARFEF AFLATS! 92 @ AIAE elfSDITa ATereid TR AT 307
TP a2 @ IS BrF A J3oAfeT oFe 307 | AfevT o Ay @ vdere
SR AfErE SAREIR T agd ¢ e e I |

2.9, fSTIfTST (Competition): IS 24T &< fSTPNWT TN, SIMF AR RS, S
ST N, /TS e @it Toyifve el (e 27 |

2.8. o7 95t (Product review): QI AfSHITTT TSN @ AT A0 AT @ @I, ooy AT ey
LY ACTTER R, STl o0 @ (N5 JARFR I 1 =7 |

2.¢. ST (Others): 93T AT AfRZIoa A {67 Ty AT A F40 T3 (@99-
e st |

©. o @@ (Marketing Strategies) : 9T SRl Sead o @ S8 Q2 T4 W ©IE
oI e 0T | Kool et zom ool “ (ifewer” 7 M4 efes ot Rt Sy steces
oI IR | el @ice ARwEay Ao Teng FeE GIRIRE T4 7@ G M SR
(T T 2T ©F [IRINS T Wi AT = | ofel (@ITeT S 41 27- fT (Mission), forelw
S5 (Marketing Objectives), ifef oy (Financial Objectives), TOIT A (Target Markets), T
(Positioning) |

8. T sifafe (Marketing Tactics) : Reee @ JF @/, Iold, I, T FL JW
M AT O Frale &RoT e F=ifeege e | e, FHAREHA 0 4T AFHA A
& e SR wwy il AR =R Koo (e g S AR A0es ¢ TN e o
s 3 <ew | [Jorw FHRTEa FoeT I & 497 (Product), e (Pricing), 357
(Distribution), GTAM (Communications), A=°F el (Marketing Research) Tojift R
TS &7 T =T |

¢. W% «f«s (Financial Projection) : R&w, 7 ¢ @F-3097 AWG Rrewet = efsdma
el oifager azd T | QReie IfF [raae F0F FWHS Serete T et [ re 21 |
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b, @@ (Control) : “&f¥difare ST ST et S sroviifre zoo 6 71 ©f owiafe a1 @3
AT 20e Re 20T FAEes g Qe I [ ffmaer qeer | s, [ e
TG R @ @ AR Felree A 8 TR QIR TS 93] 2470 T4 7T,
TRt Sowly et el dwie 6 |

@ HATALFA:

FACI 2oTE @ IJT FNY6 LeIFAE Ko Afwgar 7o &7 1 @b« Fafiftegy afewwm | [oee
AT (@ T T A TAMT ABEE ACF GTETET AN NGO (AN AC2- (5) Dy
AT AR TN A T OUTR, () AR Ruewe- Jrew «f@fzfs, SWOT Ree=e,
efstiforst, oy Sofd, Sy [REenR; (©) o @He- fimm, [Joes Sy, sdtafes S,
eI2 AGE, G SAZ A=; (8) ool Forafommz- =0, &0, I, @I, [ seaae;
(¢) ST Pae- @@-2ced I, R SR, 406 J[que; 3R (V) FEge- IIrE, o
2SI, MALGTIT T AREH |
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¥IL2eR

ffe] ARIAIR AT Fl? S (53T I I T |

CTifers Ay Py SwrEerTE IR/ oy |

PIHETS ARTHN FICE ICT? O QI2PTR [T T2 |

*f Bt AfE ALy, GEeTs!, R @2 TRFE G @ FERFE SWOT Reeer Ieer’- iy
PP |

G35 2fSHIT ToT IPNET T ARFFAT Qo FAC FoIF? KBS A 520 |

A @ R (@Feerere oifawge Fr2

FCATED it @i SwzaeeR ARy IR =719 |

(TS AT AT ST TN e Ty |

@5F FAIFBL &F (BCG) WIS @IS (9T G JeyIa U1 20 |

0. (FTHETNS I GFCF SO ToW T F1 T 047 7 |

53, efa A A= F2 G ST I B |

S, PN o F? svt Fr<em faitea #ATeTo i3y forge |

S0, T fJ4fae @ (FHEATS g FCE et ey |

58, e #Afaga Fr? KA sifaPem SAMTTR I I T2 |

3¢, T T, ST @6 oS @i [erema | o Tga TteeEm @t e e

ST DS BT | o« NCeEd Mfed &y Sroife @Ffo ste oifaga tofa w28 |
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