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cÖwZôvb Zvi Drcvw`Z cY¨ mvgMÖx I †mevmg~‡ni myôzfv‡e wecY‡bi Rb¨ mwVK evRvi I mwVK †fv³v ev †µZvi 

AbymÜvb K‡i| GB D‡Ï‡k¨B evRvi wefw³KiY †KŠkj, jÿ¨ evRvi wbav©iY I Ae¯’vbMÖn‡Yi †KŠkj Aej¤b̂ 

K‡i _v‡K| GB wecYb †KŠkj Aej¤b̂ K‡i wecYbKvix Zvi cY¨ mdj I Kvh©Ki fv‡e AwaK cwigv‡Y weµq 

Ki‡Z m¶g nb Ges cÖwZ‡hvwMZvq wU‡K _vK‡Z cv‡i| GB BDwb‡U wZbwU cvV i‡q‡Q| cÖ_g cv‡V Av‡jvPbv Kiv 

n‡q‡Q-evRvi wefw³KiY; ‡fv³v evRvi wefw³i‡Yi wfwËmg~n Ges e¨emvq evRvi wefw³i‡Yi wfwËmg~n m¤ú‡K©| 

wØZxq cv‡V eY©bv Kiv n‡qQ- Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj;  evRvi jÿ¨vqb Kx Ges evRvi wefvM 

g~j¨vqb I wbe©vPb c×wZ| me©‡kl cv‡V  D‡jøL Kiv n‡q‡Q- evRvi Ae¯’vbMÖnY Kx; evRvi Ae¯’vbMÖnY ‡KŠkj Ges 

c„_KxKiY Kx I Zvi †KŠkjmg~n| 
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evRvi wefw³KiY 

Market Segmentation 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb-  

 evRvi wefw³KiY Kx ej‡Z cvi‡eb; 

 ‡fv³v evRvi wefw³i‡Yi wfwËmg~n eY©bv Ki‡Z cvi‡eb Ges 

 e¨emvq evRvi wefw³i‡Yi wfwËmg~n m¤ú‡K© ej‡Z cvi‡eb| 

 

eZ©gv‡b cÖwZ‡hvwMZvi hy‡M wecYbKvix evRvi wefw³Ki‡Yi gva¨‡g mwVK wecYb Kg©‡KŠkj wbav©iY K‡i| †µZv I 

†fv³v‡`i g‡a¨Kvi cÖ‡qvRb I my‡hvM-myweav we‡ePbv K‡i evRvi‡K wewfbœ †kÖwY‡Z wef³ K‡i| evRvi 

wefw³Ki‡Yi ci gybvdv‡hvM¨Zvi wfwË‡Z AvKl©YxqZv wbY©q Kiv nq Ges me©‡k‡l evRvi Ae¯’vb MÖnY Kiv nq| 

 

evRvi wefw³KiY  
Market Segmentation 
evRvi wefw³KiY n‡jv GKwU cÖwµqv hvi gva¨‡g m¤ú~Y© evRvi‡K wewfbœ ˆewk‡ó¨i wfwË‡Z fvM Kiv nq| A_v©r 

evRvi wefw³KiY n‡jv GKwU cÖwµqv hvi gva¨‡g GKwU e„nr evRvi‡K mgRvZxq ˆewkó¨ I AvPi‡Yi wfwË‡Z 

K‡qKwU Dc-evRv‡i wef³ Kivi cÖwµqv| Gid‡j wecYbKvix mev©waK `ÿZvi mv‡_ †fv³vi mš‘wó AR©b Ki‡Z 

cv‡i| 

wecYbKvix evRvi wefw³Ki‡Yi gva¨‡g †Kv‡bv c‡Y¨i evRvi A_v eZ©gvb I m¤¢ve¨ †µZv ev †fv³v‡`i †QvU †QvU 

As‡k wef³ K‡i| †h‡Kv‡bv c‡Y¨i AmsL¨ †µZv _v‡K Ges Zviv †`‡k-we‡`‡k, GLv‡b-†mLv‡b wewÿßfv‡e 

Ae¯’vb K‡i| me †µZv GK RvqMvq †K›`ªxf~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 K‡i bv eis 

evRv‡ii wfbœ wfbœ As‡k cÖ‡ek Kivi †Póv K‡i| evRv‡ii Gme †QvU †QvU Ask‡K ejv nq evRvi Ask 

(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| |  

 

cvV-5.1 

Philip Kotler & Gary Armstrong evRvi wefw³Ki‡Y‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Marke 
Segmentation is dividing a market into smaller groups of buyers with distinct needs, 
characteristics or behavior who might require separate products and marketing mixes.” 
A_©vr evRvi wefw³KiY ej‡Z GKwU evRvi‡K ¯Ẑš¿ cÖ‡qvRb, ˆewkó¨ ev AvPi‡Yi wfwË‡Z †QvU †QvU 

†µZv `‡j fvM Kiv‡K eySvq hv‡`i c„_K wecYb †KŠkj ev wgkÖ‡Yi cÖ‡qvRb n‡Z cv‡i| 
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†fv³v evRvi wefw³i‡Yi wfwËmg~n 
Bases for Segmeting Consumer Markets 

P~ovšÍ cY¨ hviv †fvM K‡i Zv‡`i‡K wb‡q †fv³v evRvi MwVZ| mvaviYZ †fv³v evRvi‡K PviwU wfwËi Av‡jv‡K 

wef³ Kiv nq Zv wPÎ bs 5.1 G †`Lv‡bv n‡jv|  

1. †fŠ‡MvwjK wefw³KiY (Geographic Segmentation): G ai‡bi wefw³Ki‡Y evRvi‡K wewfbœ AÂj, (†hgb- 

DËivÂj, `w¶Y AÂj), †Rjv (†hgb- XvKv, Kzwgjøv, wm‡jU), kni, MÖvg BZ¨vw`i wfwË‡Z wef³ Kiv nq| 

†fŠ‡MvwjK wefw³Ki‡Yi ci wecYbKvix GKwU, wKsev K‡qKwU wKsev me¸‡jv GjvKvq cY¨ weµ‡qi †Póv 

K‡i| Z‡e wecYbKvix †m me AÂ‡jB cY¨ wecYb K‡i †h AÂ‡j Ae¯’vbRwbZ Kvi‡Y me©vwaK gybvdv Kiv 

m¤¢e n‡e e‡j aviYv K‡i| Avevi cÖwZwU AÂ‡ji Rb¨ wecYbKvix‡K ¯Ẑš¿ wecYb Kvh©µg wb‡Z nq| KviY 

cÖ‡Z¨K AÂ‡ji †µZv‡`i g‡a¨ mgRvZxq ˆewkó¨ bvI _vK‡Z cv‡i| †hgb- knivÂ‡j dv÷dzW †ewk RbwcÖq 

MÖvgvÂ‡ji Zzjbvq; evsjv‡`‡k Uv½vBj AÂ‡ji PgPg weL¨vZ; kxZcÖavb †`‡k kx‡Zi †cvkvK mviveQi weµq 

nq| 

2. RbwgwZK wefw³KiY (Demographic Segmentation): G c×wZ‡Z KZ¸‡jv RbwgwZK Dcv`vb; †hgb- 

eqm, wj½, Avq cvwievwiK RxebPµ, †ckv, RvZxqZv, wk¶v BZ¨vw`i wfwË‡Z mgMÖ evRvi‡K wef³ Kiv nq| 

†hgb- niwjKm wewfbœ eq‡mi ev”Pv‡`i Rb¨ GbvwR© wWªsK evRv‡i G‡b‡Q| Avevi, G¨v‡c· myR eqm I wj‡½i 

Dci wfwË K‡i bvbv wWRvBb I ai‡bi RyZv wecbb Ki‡Q|  

3. gb¯ÍvwË¡K wefw³KiY (Psychographic Segmentation): †fv³v‡`i Rxebgv‡bi aiY, e¨w³Z¡, mvgvwRK 

Ae¯’vb, Pvj-Pjb, cY¨ †_‡K cÖvc¨ Dc‡hv‡Mi cÖZ¨vkv BZ¨vw`i Ici wfwË K‡i evRvi wefw³KiY Kiv n‡j 

Zv‡K gb¯ÍvwË¡K wefw³KiY ejv nq| G c×wZ‡Z evRvi wefw³Ki‡Yi d‡j †µZviv GKw`‡K Zv‡`i e¨w³Z¡, 

iywP I Rxeb-gv‡bi mv‡_ Zvj wgwj‡q cY¨ µq Ki‡Z cv‡i Ab¨w`‡K wecYbKvixI `¶Zvi mv‡_ AwaK 

cwigv‡Y cY¨ weµq m¶g nq| †hgb- evsjv‡`‡k K¨vUm AvB eª̈ vÛ †fv³vi iæwP I e¨w³‡Ë¡i mv‡_ wgj †i‡L 

cÖvZ¨wnK I AvbyôvwbK Av‡qvR‡bi Rb¨ Avjv`v Avjv`v †cvkvK I Avbylvw½K DcKiY wWRvBb K‡i wecYb 

Ki‡Q| 

4. AvPiYg~jK wefw³KiY (Behavioral Segmentation): c‡Y¨i cÖwZ †fv³v‡`i AvPi‡Yi wfwË‡ZI c‡Y¨i 

evRvi wefw³KiY Kiv hvq| G‡¶‡Î AvPi‡Yi wfwË ej‡Z cY¨wU †fvM K‡i wK ai‡bi myweav cvIqv hv‡e, 

c‡Y¨i cÖwZ †fv³vi g‡bvfve, c‡Y¨i e¨envi I cY¨ welqK Ávb BZ¨vw` Dcv`vb‡K †evSvq| †hgb- †fv³v 

k¨v¤úy µq K‡i wewfbœ Kvi‡Y; KL‡bv LykwK `~i Kivi Rb¨, ev Sjg‡j †ikwg Pz‡ji Rb¨ ev Pzj‡K my¯’ ivLvi 

Rb¨| k¨v¤úy e¨env‡ii Kvi‡Yi Ici wbf©i K‡i †fv³vi G wefw³‡K AvPiYg~jK wefw³KiY ejv nq|  

 

AvPiwYK wefw³KiY 

 

Dcjÿ, myweav, e¨env‡ii 

ghv©̀ v, e¨env‡ii nvi, 

cȪ ‘wZi Í̄i, c‡Y¨i cÖwZ 

g‡bvfve| 

‡fŠ‡MvwjK wefw³KiY 

 

‡`k, AÂj, kni, NbZ¡, 

Rjevqy| 

RbmsL¨vwelqK 

wefw³KiY 

 

eqm, wj½, cwiev‡ii 

AvqZb, cwiev‡ii 

RxebPµ, Avq, †ckv, 

wkÿv, ag©, cÖRb¥, 

gb¯ÍvwË¡K wefw³KiY 

 

mvgvwRK †kÖwY, Rxe‡bi 

aiY, e¨w³Z¡| 

wPÎ 5.1: †fv³v evRvi wefw³Ki‡Yi wfwËmg~n 
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e¨emvq evRvi wefw³i‡Yi wfwËmg~n 
Bases for Segmeting Business Markets 

e¨emvq evRv‡i †µZv cybivq †mB cY¨ weµq ev cybtcÖwµqvi Rb¨ cY¨ µq K‡i| e¨emvq evRviI †fv³v evRvi 

wefw³Ki‡Yi wfwË mg~‡ni Ici wfwË K‡i wefw³KiY Kiv hvq| Z‡e e¨emvq evRvi wefw³Ki‡Y wKQzUv wfbœZv 

i‡q‡Q; Zv wb¤œiƒc- 

1. †µZv cÖK…wZ (Type of Buyers): e¨emvq †ÿ‡Î wecYbKvixi cY¨wU †hme wk‡í e¨envi nq Zvi wfwË‡Z 

evRvi‡K fvM Kiv hvq|  

2. cÖwZôv‡bi AvqZb (Company Size): G‡¶‡Î weµq cwigvY‡K wfwË K‡i evRvi‡K eo I †QvU wn‡m‡e 

wba©viY m¤¢e| evRvi wef³ K‡i e„nr †µZv‡`i wbKU mivmwi weµq I AwaK †mev cÖ̀ vb Kiv nq| Aciw`‡K, 

¶z`ª ev †QvU †µZv‡`i †¶‡Î ga¨¯’Kvievix wb‡qvM Kiv nq| G‡Z evRv‡i kw³kvjx Ae¯’vb wbwðZ nq| 

3. µqKvh© c×wZ (Purchasing Fuction): cÖwZôvb µqKvh© Kxfv‡e msMwVZ nq Zvi Ici wfwË K‡i e¨emvq 

evRvi‡K fvM Kiv hvq| cÖwZôvb †K›`ªxf~Z I we‡K› ª̀xf~Z c×wZ‡Z µqKvh© m¤úv`b Ki‡Z cv‡i| 

4. µq Ae¯’v (Buying Functions): †h †Kv‡bv µq Ae¯’v‡K wZbfv‡M we‡kølY Kiv †h‡Z cv‡i; †hgb- m¤ú~Y© 

bZzb µq, ms‡kvwbK cybtµq I mivmwi cybt µq| G wZb ai‡bi µq Ae¯’vi Ici wfwË K‡i e¨emvq 

evRvi‡K wef³ Kiv hvq| 

5. †µZv cÖwZôv‡bi Ae¯’vb (Buyers’ Location): µqKvix cÖwZôv‡bi †fŠ‡MvwjK Ae¯’vb Abyhvwq e¨emvq 

evRvi‡K fvM Kiv hvq| †Kv‡bv cÖwZôvb weµqKvix cÖwZôv‡bi KvQvKvwQ Ae¯’vb K‡i Avevi wKQz `~‡i Ae¯’vb 

Ki‡Z cv‡i| wecYbKvix cY¨ †cŠ‡Q †`Iqvi e¨e¯’vi Ici wfwË K‡i e¨emvq evRvi‡K wef³ Ki‡Z cv‡i| 

 

 

 

mvims‡ÿc:  

evRvi wefw³KiY n‡jv GKwU cÖwµqv hvi gva¨‡g m¤ú~Y© evRvi‡K wewfbœ ˆewk‡ó¨i wfwË‡Z fvM Kiv nq| 

evRv‡ii Gme †QvU †QvU Ask‡K ejv nq evRvi Ask| P~ovšÍ cY¨ hviv †fvM K‡i Zv‡`i‡K wb‡q †fv³v evRvi 

MwVZ| mvaviYZ †fv³v evRvi‡K PviwU wfwËi Av‡jv‡K wef³ Kiv nq| h_v- †fŠ‡MvwjK wefw³KiY, RbwgwZK 

wefw³KiY, gb¯ÍvwË¡K wefw³KiY I AvPiYg~jK wefw³KiY| Ab¨w`‡K e¨emvq evRv‡i †µZv cybivq †mB cY¨ 

weµq ev cybtcÖwµqvi Rb¨ cY¨ µq K‡i| e¨emvq evRviI †fv³v evRvi wefw³Ki‡Yi wfwË mg~‡ni Ici wfwË 

K‡i wefw³KiY Kiv hvq| Z‡e e¨emvq evRvi wefw³Ki‡Y wKQzUv wfbœZv i‡q‡Q; †hgb - †µZv cÖK…wZ, 

cÖwZôv‡bi AvqZb, µqKvh© c×wZ, µq Ae ’̄v I †µZv cÖwZôv‡bi Ae¯’vb| 

 



evRvi wefw³KiY, jÿ¨ evRvi wbav©iY I Ae ’̄vb MÖnY 

BDwbU cvuP  c„ôvÑ 81 

 

 
 

jÿ¨ evRvi wba©viY 

Market Targeting 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb-  

 Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj m¤ú‡K© weeiY w`‡Z cvi‡eb; 

 evRvi jÿ¨vqb Kx e¨vL¨v Ki‡Z cvi‡eb Ges 

 evRvi wefvM g~j¨vqb I wbe©vPb c×wZ eY©bv Ki‡Z cvi‡eb| 

 

evRvi wef³ Kivi mgq wecYbKvix‡K wKQy kZ© c~iY K‡i evRvi‡K wefw³ Kiv cÖ‡qvRb nq| evRvi‡K wef³ 

Kivi ci Kvh©KvwiZv I AvKl©YxqZvi wfwË‡Z GK ev GKvwaK evRvi‡K wbe©vPb Kiv nq evRvi jÿ¨vq‡bi gva¨‡g| 

evRvi‡K wbev©Pb Kivi ci wecYbKvix wbev©wPZ evRvi‡K jÿ¨ K‡i wewfbœ †KŠkj Aej¤b̂ K‡i wecYb Kvh©µg 

cwiPvjbv K‡i| 

 

Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj 
Effective Segmentation Criteria 

Kvh©Ki evRvi wef³Ki‡Yi Rb¨ wecYbKvix KZ¸‡jv k‡Z©i gva¨‡g g~j¨vqb Ki‡Z cv‡i| Zv wb¤œiƒc - 

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| evRv‡ii Dcv`vbmg~n Aek¨B cwigvc‡hvM¨ 

nIqv Avek¨K| D`vniY¯îƒc, †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 bvI n‡Z cv‡i| 

2. cÖ‡ek‡hvM¨Zv (Accessibility):  wecYbKvix‡K evRv‡i cÖ‡ek‡hvM¨Zv cwigvc Ki‡Z nq| ‡Kv‡bv 

cÖwZôv‡b Lye mn‡R cÖ‡ek Kiv hvq Avevi wKQz evRv‡i cÖ‡ek Kiv ZZUv mnR bq| cÖwZôv‡bi e›Ub 

cÖYvwj, weÁvcb gva¨g, weµq cÖqvm BZ¨vw` Kg Li‡P, ¯v̂”Q‡›`¨i mv‡_ Ges Kg AcP‡q cÖwZwU Dc-

evRvi cÖ‡ek‡hvM¨ n‡Z n‡e|  

3. Kv‡h©vc‡hvwMZv (Actionability): cÖwZwU Dc-evRvi‡K AvKl©Yxq Kivi Ges †mev cÖ̀ v‡bi Rb¨ Kvh©Ki 

†cÖvMÖvg ˆZixi mvg_©̈  we‡ePbv Ki‡Z n‡e| evRvi AvKl©Yxq n‡jI Kvh©Kifv‡e wecYb †KŠkj Aej¤b̂ 

Kivi Dci wbf©i Ki‡Q cÖwZôv‡bi Kv‡h©vc‡hvwMZv| 

4. ch©vßZv (Substantiality): wefw³Ki‡Yi gva¨‡g †hme DcevRvi m„wó Kiv nq †m¸‡jv hyw³m½Zfv‡e 

e„nr nIqv cÖ‡qvRb| ÿz`ªvKv‡ii Dc-evRv‡i cY¨ wecYb Kiv n‡j wecYbKvix jvfRbK Dcv‡q e¨emvq 

Ki‡Z cvi‡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| G‡ÿ‡Î cÖwZwU evRvi Ask wecYb wgkÖ‡Yi Dcv`vb I Kg©m~wPi cÖwZ wfbœ wfbœ cÖwZwµqv cÖKvk 

Ki‡e| 

 

evRvi jÿ¨vqb 
Market Targeting 

cÖ‡Z¨K evRvi wefv‡Mi AvKl©YxqZv g~j¨vqb K‡i GK ev GKvwaK evRvi wbev©Pb Kivi c×wZ‡K evRvi jÿ¨vqb 

e‡j| wecYbKvix m¤ú~Y© evRvi‡K mgRvZxq ˆewk‡ó¨i wfwË‡Z wef³ K‡i| Gici wecYbKvix Zvi mvg_©̈  Abyhvwq 

cvV-5.2 
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wbw`ó© evRvi wefvM‡K †e‡Q †bq I †mB evRv‡ii Rb¨ wecYb Kg©m~wP MÖnY K‡i| AvKl©YxqZv I gybvdv‡hvM¨Zvi 

wfwË‡Z evRvi wbw`©ó Kivi c×wZ‡K evRvi jÿ¨vqb ejv nq|  

†hgb- RyZv cȪ ‘ZKvix cÖwZôvb evsjv‡`‡ki evRvi‡K eqm I wj‡½i wfwË‡Z K‡qKwU fv‡M fvM Ki‡Z cv‡i; h_v- 

wkï, wK‡kvi, hyeK, e„×, cyiæl ev gwnjv| GZ¸‡jv evRvi wefv‡Mi g‡a¨ KqwU evRvi wefvM I †Kvb evRvi wefvM 

wbav©iY Ki‡e Zv wbev©P‡bi c×wZB n‡jv evRvi jÿ¨vqb| aiæb cÖwZôvbwU Zvi mg_©̈  Abyhvwq ïaygvÎ cyiæl ev 

gwnjv A_ev me¸‡jv wefv‡Mi Rb¨ evRvi jÿ¨vqb Ki‡Z cv‡i| 

  

evRvi wefvM g~j¨vqb I wbe©vPb c×wZ 
Evaluating and Selecting the Market Segments 
evRvi wefvMmg~n g~j¨vq‡bi Rb¨ cÖwZôvb wZbwU welq‡K ¸iæZ¡ w`‡q _v‡K| †m¸‡jv n‡jv- cÖ_gZ, evRvi wefv‡Mi 

AvqZb I cÖe„w×i nvi; wØZxqZ, evRvi wefv‡Mi KvVv‡gvMZ AvKl©YxqZv Ges me©‡k‡l, cÖwZôv‡bi D‡Ïk¨ I 

m¤ú‡`i wfwË‡Z mvgvÄm¨c~Y©Zv| GBme wel‡q Z_¨ msMÖn I we‡kølY K‡i wecYbKvix evRvi wefvM‡K g~j¨vqb 

K‡i _v‡K|   

m¤ú‡`i mxgve×Zv I †fv³v‡`i iæwP-cQ‡›`i cv_©‡K¨i Kvi‡Y †Kv‡bv cÖwZôv‡bi GKvic‡¶ mKj †fv³vi me 

cÖ‡qvRb †gUv‡bv m¤¢e bq| ZvB cÖwZôvb mgMÖ evRvi‡K wewfbœ DcevRv‡i fvM K‡i GK ev GKvwaK evRvi Ask 

wbe©vPb K‡i, Avevi KL‡bv mgMÖ evRvi‡K wewfbœ evRvi As‡k fvM K‡i wbe©vwPZ evRvi As‡k wecYb Kvh©µg 

cwiPvjbv K‡i Ges cÖwZwU evRvi As‡ki Rb¨ Avjv`v Avjv`v wecYb Kg©m~wP cÖYqb K‡i _v‡K| cÖwZôvb Zvi 

jÿ¨, mvg_©̈  I evRv‡ii cwiw¯’wZ wePvi we‡kølY K‡i wewfbœ evRvi jÿ¨vq‡bi †KŠkj Aej¤b̂ K‡i| wecYbKvix 

KL‡bv GKwU evRv‡ii mevi Rb¨, Avevi KL‡bv evRvi‡K wef³ K‡i ‡mB Dcwefv‡Mi Rb¨, Avevi cÖ‡Z¨K †µZvi 

Rb¨ Avjv`v Avjv`v wecYb Kvh©µg MÖnY Ki‡Z cv‡i| wPÎ 5.2 Gi gva¨‡g evRvi wefw³Ki‡Yi ci evRvi 

jÿ¨vq‡bi †KŠkjmg~n Dc¯’vcb Kiv n‡jv- 

 

 

 

 

 

 

 

1. Ac„_KxK„Z/MY-wecYb (Undifferentiated/Mass-Marketing): mKj †kÖwYi †µZvmvavi‡Yi 

cÖ‡qvRb I Pvwn`v †gUv‡bvi j‡¶¨ mgMÖ evRvi‡K GKwU evRvi wn‡m‡e we‡ePbv K‡i MY-Drcv`b, MY-

eÈb I MY-cÖmvig~jK Kvh©µ‡gi gva¨‡g cY¨ I ‡mev weµ‡qi Rb¨ †h wecYb Kg©m~wP MÖnY Kiv nq Zv‡K 

MY-wecYb e‡j| MY-wecYb ej‡Z mgMÖ evRv‡ii R‡b¨ GKwUgvÎ wecYb wgkÖ‡Yi Abykxjb‡K eySvq| G 

wecY‡bi †¶‡Î we‡µZv GKwU c‡Y¨i Rb¨ e…n`vqZb Drcv`b, eÈb Ges wecYb cÖmv‡ii e¨e¯’v †bq Ges 

c~Y© evRvi 

we Í̄…wZ 
eûgywL 

wefw³KiY 
GKK  

wefw³KiY 
e¨w³K 

wefw³KiY 

MY wecYb ‡µZv‡Kw› ª̀KZv 

wPÎ 5.2: evRvi jÿ¨vq‡bi †KŠkjmg~n 

Philip Kotler & Gary Armstrong evRvi jÿ¨vqb‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Market 
Targeting is the process of evaluating each market segments attractiveness and 
selecting one or more market segments to enter.” A_©vr evRvi jÿ¨ wbw`©óKiY n‡jv cÖwZwU 

evRvi As‡ki AvKl©YxqZv g~j¨vqb Ges cÖ‡e‡ki Rb¨ GK ev GKvwaK evRvi wefvM wbe©vP‡bi cÖwµqv| 
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G cY¨wUB mKj †µZvi wbKU wewµi †Póv K‡i| †KvKv‡Kvjv †Kv¤úvwb cÖ_gw`‡K †KejgvÎ GKwU cvbxq 

‰Zwi KiZ Ges †mUvB evRv‡ii mevi Rb¨ wecYb Ki‡Zv| cy‡iv evRv‡ii R‡b¨ Zv‡`i cÖZ¨vkv wQj GUv 

mevi wbKUB Av‡e`bgqx n‡e| MY-wecY‡bi c‡¶ Ab¨Zg hyw³ n‡”Q Gi Øviv LiP I g~j¨ Kgv‡bv m¤¢e 

hv me‡P‡q eo m¤¢ve¨ evRvi m…wó Ki‡e| 

2. c„_KxK…Z/wef³ wecYb (Differentiated/Segmented Marketing): mgMÖ evRvi‡K wewfbœ Dc-

evRv‡i wef³ K‡i GK ev GKvwaK evRvi Ask‡K †K›`ª K‡i †h wecYb Kg©m~wP cwiPvjbv Kiv nq Zv‡K 

wef³ wecYb e‡j| wef³ wecY‡bi gva¨‡g cÖwZwU evRvi wefv‡Mi Pvwn`v fv‡jvfv‡e mwVKfv‡e g~j¨vqb 

K‡i c„_K c„_K cY¨ cÖYvwj, e›Ub cÖYvjx I wecYb cÖmvig~jK Kg©KvÛ MÖnY Kiv nq| †hgb- †KvKv‡Kvjv 

eZ©gv‡b evRv‡i wewfbœ Pvwn`v Abyhvwq Wv‡qU †Kvjv, wR‡iv †Kvjv, f¨vwbjv †KvKv‡Kvjv, †jgb †KvKv‡Kvjv 

BZ¨vw` cY¨ wecYb Ki‡Q|  

3. ‡K› ª̀xf~Z/†KvUi wecYb (Concentrated/Niche Marketing): †Kv‡bv evRvi wefvM‡K ¶y`ª ¶y`ª fv‡M 

fvM K‡i cÖ‡Z¨KwU Dc-wefv‡Mi R‡b¨ c…_K c…_K ‰ewk‡ó¨i wfwË‡Z M„nxZ wecYb Kg©m~wP‡K †KvUi 

wecYb e‡j| †KvUi wecYb n‡”Q ¯Ẑš¿ ‰ewkó¨ m¤úbœ Dc-wefvM ev †KvUi n‡Z we‡kl myweav cÖvwßi R‡b¨ 

cwiPvwjZ Kvh©µg| G wecY‡b gvÎ GKRb ev AímsL¨K cÖwZ‡hvMx _v‡K| mvaviYZ mxwgZ m¤ú‡`i 

AwaKvix †QvU †QvU †Kv¤úvwb¸‡jv G ai‡bi wecYb Kg©m~wP Abymv‡i cwiPvwjZ nq| ‡hgb- evsjv‡`‡k 

eZ©gv‡b AMv©wbK Lv`¨`ª‡e¨i cÖwZ AvMÖn †e‡o‡Q| A‡bK cÖwZôvb GLb AMv©wbK mewR I djg~j Drcbœ 

K‡i wecYb Ki‡Q| 

4. ¶y`ª wecYb (Micro Marketing): ¶y`ª wecYb n‡jv mywbw`©ó e¨w³ ev Ae¯’vb Abyhvqx cY¨ wecY‡bi 

Rb¨ cwiPvwjZ Kvh©µg| ¶y`ª wecY‡bi gva¨‡g mywbw`©ó e¨w³ I Ae¯’vb Abyhvqx wecYb Kg©m~wP Abykxjb 

Kiv nq| ¶y «̀ wecYb `yB ai‡Yi n‡q _v‡K| h_v- 

K) ¯’vbxq wecYb (Local Marketing): wecYbKvix hLb ¯’vbxq †µZv mvavi‡Yi cÖ‡qvRb, Pvwn`v I 

Afve c~i‡Yi D‡Ïk¨ cY¨ Dbœqb I wecYb Kg©m~wP cwiPvjbv K‡i ZLb Zv‡K ¯’vbxq wecYb e‡j| 

¯’vbxq wecY‡b †Kvb wbw`©ó ¯’v‡bi †µZvi cÖ‡qvRb I Afvec~i‡Yi Rb¨ cY¨, e›Ub I cÖmvi Kg©m~wP 

MÖnY K‡i| †hgb- evsjv‡`‡ki †cÖwÿ‡Z wewfbœ GjvKvq Aew¯’Z ¯’vbxq Lvev‡ii †`vKvb hviv ïaygvÎ 

†mB wbw`©ó GjvKvi Pvwn`v c~iY K‡i|  

L) e¨w³K wecYb (Individual Marketing): cÖ‡Z¨K e¨w³‡K c„_K evRvi wn‡m‡e we‡ePbv K‡i †m 

Abyhvqx cÖ‡qvRb I Afvec~i‡Yi j‡¶¨ cY¨ Dbœqb Ges wecYb Kg©m~wP MÖnY Kiv n‡j Zv‡K e¨w³K 

wecYb e‡j| e¨w³K wecY‡b cÖwZwU †µZvi cÖ‡qvRb I AMÖvwaKvi Abyhvqx cY¨ Dbœqb Ges wecYb 

Kg©m~wP MÖnY Kiv nq| G‡K †µZv‡Kw›`ªKibI (Customizations) ejv †h‡Z cv‡i| e¨w³K wecY‡bi 

D`vniY wn‡m‡e †UBjvwis-Gi †`vKvb ejv hvq †hLv‡b cÖ‡Z¨K †µZvi Pvwn`v I cÖ‡qvRb Abyhvqx 

†cvkvK cȪ ‘Z Kivi †mev cÖ̀ vb Kiv nq| Avevi, †Wj (Dell) Kw¤úDUvi/j¨vcUc, bvBK (Nike)  
BZ¨vw` cÖwZôvbI †µZvi Avjv`v Avjv`v Pvwn`v I c”Q›`Abyhvqx  cY¨ ‰Zwi I wecYb Ki‡Q | 
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mvims‡ÿc:  

evRvi wef³ Kivi mgq wecYbKvix‡K wKQy kZ© c~iY K‡i evRvi‡K wefw³ Kiv cÖ‡qvRb nq| ‡mB kZ©̧ ‡jv 

n‡jv Dcv`v‡bi cwigvc‡hvM¨Zv, cÖ‡ek‡hvM¨Zv, Kv‡h©vc‡hvwMZv, ch©vßZv I cv_©K¨KiY‡hvM¨Zv| cÖ‡Z¨K evRvi 

wefv‡Mi AvKl©YxqZv g~j¨vqb K‡i GK ev GKvwaK evRvi wbev©Pb Kivi c×wZ‡K evRvi jÿ¨vqb e‡j| evRvi 

wefvMmg~n g~j¨vq‡bi Rb¨ cÖwZôvb wZbwU welq‡K ¸iæZ¡ w`‡q _v‡K| †m¸‡jv n‡jv- cÖ_gZ, evRvi wefv‡Mi 

AvqZb I cÖe„w×i nvi; wØZxqZ, evRvi wefv‡Mi KvVv‡gvMZ AvKl©YxqZv Ges me©‡k‡l, cÖwZôv‡bi D‡Ïk¨ I 

m¤ú‡`i wfwË‡Z mvgvÄm¨c~Y©Zv| GBme wel‡q Z_¨ msMÖn I we‡kølY K‡i wecYbKvix evRvi wefvM‡K g~j¨vqb 

K‡i _v‡K| m¤ú‡`i mxgve×Zv I †fv³v‡`i iæwP-cQ‡›`i cv_©‡K¨i Kvi‡Y †Kv‡bv cÖwZôv‡bi GKvic‡¶ mKj 

†fv³vi me cÖ‡qvRb †gUv‡bv m¤¢e bq| ZvB cÖwZôvb mgMÖ evRvi‡K wewfbœ DcevRv‡i fvM K‡i GK ev GKvwaK 

evRvi Ask wbe©vPb K‡i, Avevi KL‡bv mgMÖ evRvi‡K wewfbœ evRvi As‡k fvM K‡i wbe©vwPZ evRvi As‡k 

wecYb Kvh©µg cwiPvjbv K‡i Ges cÖwZwU evRvi As‡ki Rb¨ Avjv`v Avjv`v wecYb Kg©m~wP cÖYqb K‡i _v‡K| 

wecYbKvix KL‡bv GKwU evRv‡ii mevi Rb¨, Avevi KL‡bv evRvi‡K wef³ K‡i ‡mB Dcwefv‡Mi Rb¨, Avevi 

cÖ‡Z¨K †µZvi Rb¨ Avjv`v Avjv`v wecYb Kvh©µg MÖnY Ki‡Z cv‡i| †m¸‡jv n‡jv - Ac„_KxK„Z/MY-wecYb; 

c„_KxK…Z/wef³ wecYb; ‡K›`ªxf~Z/†KvUi wecYb I ¶y`ª wecYb|  cÖ_gZ, mKj †kÖwYi †µZvmvavi‡Yi cÖ‡qvRb 

I Pvwn`v †gUv‡bvi j‡¶¨ mgMÖ evRvi‡K GKwU evRvi wn‡m‡e we‡ePbv K‡i MY-Drcv`b, MY-eÈb I MY-

cÖmvig~jK Kvh©µ‡gi gva¨‡g cY¨ I †mev weµ‡qi Rb¨ †h wecYb Kg©m~wP MÖnY Kiv nq Zv‡K MY-wecYb e‡j| 

wØZxqZ, mgMÖ evRvi‡K wewfbœ Dc-evRv‡i wef³ K‡i GK ev GKvwaK evRvi Ask‡K †K›`ª K‡i †h wecYb 

Kg©m~wP cwiPvjbv Kiv nq Zv‡K wef³ wecYb e‡j| Z…ZxqZ, †Kv‡bv evRvi wefvM‡K ¶y`ª ¶y`ª fv‡M fvM K‡i 

cÖ‡Z¨KwU Dc-wefv‡Mi R‡b¨ c…_K c…_K ‰ewk‡ó¨i wfwË‡Z M„nxZ wecYb Kg©m~wP‡K †KvUi wecYb e‡j| 

me©‡k‡l, ¶y`ª wecYb n‡jv mywbw`©ó e¨w³ ev Ae¯’vb Abyhvqx cY¨ wecY‡bi Rb¨ cwiPvwjZ Kvh©µg| ÿz`ª wecYb 

`yB ai‡Yi n‡q _v‡K; h_v - ’̄vbxq wecYb I e¨w³K wecYb| 
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evRvi Ae¯’vbMÖnY I c„_KxKiY 

Market Positioning and Differentiation 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb-  

 evRvi Ae¯’vbMÖnY Kx Zv e¨vL¨v Ki‡Z cvi‡eb; 

 evRvi Ae¯’vbMÖnY ‡KŠkj m¤ú‡K© eY©bv Ki‡Z cvi‡eb; Ges 

 c„_KxKiY Kx I Zvi †KŠkjmg~n e¨vL¨v Ki‡Z cvi‡eb| 

 

evRvi wef³ I jÿ¨vqb †KŠkj wbav©iY Kivi ci wecYbKvix evRvi Ae¯’vbMÖnY Kivi wm×všÍ MÖnY K‡i| 

cÖwZ‡hvwMZvg~jK evRv‡i GKB evRv‡i GKB ai‡Yi cY¨ I †mev wb‡q A‡bK cÖwZôvb wewfbœ wecYb Kvh©µg MÖnY 

K‡i| d‡j A‡bKmgqB †µZv I †fv³v cÖwZ‡hvMx cÖwZôvb‡`i cY¨ I †mevi g‡a¨ cv_©K¨ Ki‡Z cv‡i bv| GB 

Kvi‡Y wecYbKvix‡K ‰ewPÎ¨c~Y© cY¨ cȪ ‘Z K‡i Ges wecYbKvix evRvi Ae¯’vb MÖn‡Yi gva¨‡g †µZvi wbKU 

wewfbœfv‡e MÖnY‡hvM¨Zv evov‡bvi †Póv K‡i| †µZvi g‡b ¯’vb ‰Zwi I a‡i ivLvi Rb¨ wecYbKvix evRvi 

Ae¯’vbMÖn‡Yi Rb¨ wewfbœ †KŠkj Aej¤b̂ K‡i| 

  

evRvi Ae¯’vbMÖnY Kx? 

What is Market Positioning? 

wecYbKvix cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ †µZv‡`i cÖ‡qvRb I AvMÖ‡ni Dci wfwË K‡i wecYb †KŠkj wbav©iY 

K‡i| evRvi Ae¯’vbMÖnY n‡jv wecYbKvix KZ…©K ‡µZvi g‡b c‡Y¨i cÖwZ‡hvwMZvg~jK Ae¯’vb ˆZwii cÖwµqv| 

A_v©r †Kv‡bv c‡Y¨i Ae¯’vb ej‡Z †fv³v cY¨wUi ˆewk‡ó¨i wfwË‡Z cY¨‡K Kxfv‡e msÁvwqZ Ki‡Q Ges cÖwZ‡hvwM 

c‡Y¨i †cÖwÿ‡Z D³ cY¨ †µZvi g‡b †h ’̄vb `Lj K‡i Av‡Q Zv‡K eySvq|  

wecYbKvix c‡Y¨i Ae¯’vb ˆZwi Kivi Rb¨ wewfbœ cwiKíbv MÖnY I †KŠkj Aej¤b̂ K‡i †hb Zv wbav©wiZ evRv‡i 

m‡e©vËg Ae¯’vb ˆZwi Ki‡Z cv‡i| †hgb- fj‡ev Mvwo ej‡Z ÔwbivcËvÕ‡K eySvq, evRv‡i fj‡fv Mvwo wbivc` 

hvbevnb wn‡m‡e cwiwPZ Gi KviY n‡jv cÖwZôvbwU wbivc` ‰ewk‡ó¨i Dci ¸iæZ¡ w`‡q †mB Abyhvwq cY¨ cȪ ‘Z, 

g~j¨ wbav©iY, eÈb cÖYvjx wbav©iY I wecYb cÖmv‡ii Kvh©µg MÖnY K‡i‡Q| Avevi, jv· mvevb †mŠ›`‡h©i cÖZxK Gi 

gva¨‡g jv· †fv³v‡`i g‡b GKwU wbw`©ó ¯’vb `Lj K‡i Av‡Q|  

cvV-5.3 

Philip Kotler & Gary Armstrong evRvi Ae¯’vbMÖnY‡K msÁvwqZ K‡i‡Qb GBfv‡e, 
“Positioning is the act of designing the company’s offering and image to occupy a 
distinctive place in the mind of target market.” A_©vr evRvi Ae¯’vbMÖnY n‡jv cÖwZôv‡bi wecYb 

Ac©b I fveg~wZ© wWRvBb Kivi Ggb GKwU cÖwµqv hvi gva¨‡g cÖwZôvb Afxó evRvi ‡µZvi g‡b GKwU 

¯Ẑš¿ ¯’vb `Lj Ki‡Z cv‡i| 
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evRvi Ae¯’vbMÖnY ‡KŠkj 

Market Positioning Strategies 

evRvi Ae¯’vbMÖn‡Yi Rb¨ wewfbœ †KŠkj Aej¤b̂ Kiv nq| GBmKj †KŠk‡ji g‡a¨ i‡q‡Q c‡Y¨i ‰ewkó¨wfwËK 

†KŠkj, c‡Y¨i DcKvwiZvwfwËK †KŠkj, c‡Y¨i g~j¨ I ¸YMZgvbwfwËK †KŠkj, c‡Y¨i e¨enviwfwËK †KŠkj, 

c‡Y¨i †kÖwYwfwËK †KŠkj, c‡Y¨i e¨enviKvixwfwËK †KŠkj, cÖwZ‡hvMxi †cÖwÿ‡Z †KŠkj Ges mvs¯‹…wZK 

wPýwfwËK †KŠkj| wecYbKvix GBmKj †KŠkj †_‡K cwiw¯’wZ Abyhvqx GK ev GKvwaK †KŠkj Aej¤b̂ Ki‡Z 

cv‡i| 

 

c„_KxKiY Kx? 

What is Differentiation? 

†h †KŠkj Aej¤b̂ K‡i cÖwZôvb A_©c~Y© I g~j¨evb ‰ewk‡ó¨i wfwË‡Z wb‡Ri AcY©‡K cÖwZ‡hvwM‡`i AcY© †_‡K 

wfbœfv‡e Dc¯’vcb Ki‡Z cv‡i †mB †KŠkj‡K c„_KxKiY ejv nq|  

Gi gva¨‡g cÖwZôvb `xN©w`b a‡i cÖwZ‡hvwMZvq wU‡K _vK‡Z cv‡i| wecYbKvix mvaviYZ cvuPwU Dcv‡q Zvi 

AcY©‡K c„_KxKiY K‡i _v‡K hv wPÎ 5.3 G †`Lv‡bv n‡jv|  

 

GB mKj c„_KxKiY PjKmg~n e¨envi K‡i cÖwZôvb Zvi AcY©‡K cÖwZ‡hvMx‡`i AcY© †_‡K ¯Ẑš¿ Dcv‡q Dc¯’vcb 

Ki‡Z cv‡i| hvid‡j e¨emvwqK cÖe„w× ARb© Kiv m¤¢e nq|  

 

 

Philip Kotler & Gary Armstrong c„_KxKiY‡K msÁvwqZ K‡i‡Qb GBfv‡e, “Differtiation is 
actually diffentiating the market offerings to create superior customer value.” A_©vr 

c„_KxKiY n‡jv m‡ev©”P †µZv f¨vjy m„wói Rb¨ evRvi‡K c„_Kfv‡e Dc ’̄vc‡bi Dcvq| 

fveg~wZ© 

 

cÖZxK 

gva¨g 

cwi‡ek 

B‡f›U 

 

 

 

 

 

cY¨ 

 

AvK…wZ 

‰ewkó¨ 

Kvh© m¤úv`b 

cÖwZkÖæZ gvb 

¯’vwqZ¡Zv 

wbf©i‡hvM¨Zv 

‡givgZ‡hvM¨Zv 

÷vBj 

wWRvBb 

‡mev 

 

mnR digv‡qk 

‡Wwjfvwi 

ms¯’vcb 

‡µZv cÖwkÿY 

‡µZvi civgk© 

iÿYv‡eÿY I 

†givgZ 

wewea †mev 

 

Kgx© 

 

‡hvM¨Zv 

wkóvPvi 

wekv̂m‡hvM¨Zv 

wbf©i‡hvM¨Zv 

`ªæZ mvov cÖ̀ vb 

‡hvMv‡hvM 

 

 

 

cÖYvjx 

 

we Í̄…wZ 

`ÿZv I AwfÁZv 

Kvh© m¤úv`b 

 

 

 

 

 

 

wPÎ 5.3: c„_KxKi‡Yi PjKmg~n 
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mvims‡ÿc:  

wecYbKvix cÖwZ‡hvwMZvq wU‡K _vKvi Rb¨ †µZv‡`i cÖ‡qvRb I AvMÖ‡ni Dci wfwË K‡i wecYb †KŠkj wbav©iY 

K‡i| evRvi Ae¯’vbMÖnY n‡jv wecYbKvix KZ…©K ‡µZvi g‡b c‡Y¨i cÖwZ‡hvwMZvg~jK Ae¯’vb ˆZwii cÖwµqv| 

evRvi Ae¯’vbMÖn‡Yi Rb¨ †hme †KŠkj Aej¤b̂ Kiv nq; †m¸‡jv n‡jv c‡Y¨i ‰ewkó¨wfwËK †KŠkj, c‡Y¨i 

DcKvwiZvwfwËK †KŠkj, c‡Y¨i g~j¨ I ¸YMZgvbwfwËK †KŠkj, c‡Y¨i e¨enviwfwËK †KŠkj, c‡Y¨i 

†kÖwYwfwËK †KŠkj, c‡Y¨i e¨enviKvixwfwËK †KŠkj, cÖwZ‡hvMxi †cÖwÿ‡Z †KŠkj Ges mvs¯‹…wZK wPýwfwËK 

†KŠkj| Avevi, †h †KŠkj Aej¤b̂ K‡i cÖwZôvb A_©c~Y© I g~j¨evb ‰ewk‡ó¨i wfwË‡Z wb‡Ri AcY©‡K 

cÖwZ‡hvwM‡`i AcY© †_‡K wfbœfv‡e Dc¯’vcb Ki‡Z cv‡i †mB †KŠkj‡K c„_KxKiY ejv nq| wecYbKvix cY¨, 

‡mev, Kgx©, cÖYvjx I fveg~wZ©i Dci wfwË K‡i c„_KxKi‡Yi †KŠkj MÖnY K‡i _v‡K| 
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BDwbU DËi g~j¨vqb  

 

1. evRvi wefw³KiY Kx? ‡fv³v evRvi wefw³i‡Yi wfwËmg~n eY©bv Kiæb| 

2. †fŠ‡MvwjK wefw³KiY I RbwgwZK wefw³Ki‡Yi g‡a¨ cv_©K¨ wjLyb| 

3. GKwU Kjg cȪ ‘ZKvix cÖwZôvb KZfv‡e evRvi‡K wef³ Ki‡Z cv‡i? Av‡jvPbv Kiæb| 

4. gb¯ÍvwË¡K I AvPiYg~jK wfwË e¨envi K‡i ‡gvevBj evRvi‡K Kxfv‡e wef³ Kiv hvq? eY©bv Kiæb| 

5. e¨emvq evRvi wefw³i‡Yi wfwËmg~n m¤ú‡K© wjLyb| 

6. Kvh©Ki evRvi wefw³Ki‡Yi kZ©vewj m¤ú‡K© weeiY w`b| 

7. evRvi jÿ¨vqb Kx? evRvi wefvM g~j¨vqb I wbe©vPb c×wZ eY©bv Kiyb| 

8. MY-wecYb I wef³ wecY‡bi g‡a¨ cv_©K¨ Kiæb|  

9. †KvUi wecYb Kx? D`vniYmnKv‡i e¨vL¨v Kiæb| 

10. ¶y`ª wecY‡bi cÖKvi‡f` D`vniYmn wjLyb| 

11. evRvi Ae¯’vbMÖnY Kx Zv e¨vL¨v Kiæb| 

12. evRvi Ae¯’vbMÖnY ‡KŠkj m¤ú‡K© eY©bv Kiæb| 

13. c„_KxKiY Kx I Zvi †KŠkjmg~n e¨vL¨v Kiæb|  
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