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QO fomdigia @ 2014 TR fgdid a9 aniosandi] @d fawarea qeasnrEl qacdel dell
IR, AR fauoa FRANA WA AR-1' A {a9ArRa NEAGAFAAR faqod @armqd’ 8
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TCHR G, WA 0 FANAA NFAd [Tl Bisel I GO JRART AGA IR0 JhA
A .

qRAR% faqod ggdreiard dia Wigar o aHMa N [qqoaredl Tedl 3ol mean
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TR JaNd W Ol A5d d IO [A A8 8 APORT TRA fa@0@’ (Green Marketing)
A1 e [neaian I9gaa 3 9 AEH AW RN &gl MSOl dell 3.

QA NAAF (SO 1957 F0F0 JaAN T IO JdA, IGedl, qda Tl AR Harell
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(New Syllabus from June, 2014)
S.Y.B.COM. MARKETING MANAGEMENT
(COURSE CODE : 206 - H)

FIRST TERM

Unit 1 : Elements of Marketing Management

Meaning, Nature and Scope of Marketing Management - Components of Marketing
Management - Marketing Management Philosophy - Marketing Characteristics in Indian
Context - Marketing Management Process - Marketing Planning.

Unit 2 : Current Marketing Environment in India
(A) With special reference to Liberalisation, Globalisation and Privatisation - Economic
Environment- Demographic- Technological - Natural - Political - Socio cultural.
(B) Change in Market Practices - Global Marketing - Case Studies.
Unit 3 : Marketing Communications (Lectures 12)
Meaning, Definition and Objectives - Marketing Communication Mix - Traditional Media

- New Age Media - Marketing Communication through Product Cues - Different forms of
Appeal for Communication.

Unit 4 : Services Marketing (Lectures 10)

Unique Features of Services - Classification of Services - Growth of Services: The Global
and the Indian Scene - New Generation Services - Tasks involved in Services Marketing.

SECOND TERM

Unit 5 : E-Marketing (Lectures 14)

Meaning, Definition and Utility of e-marketing. Advantages, Limitations and Challenges
before e-marketing. Online and Offline Marketing, Present Status of e-marketing in India,
Scope for e-marketing in Indian scenario - Online Marketing Strategies.

Unit 6 : Rural Marketing (Lectures 12)

Introduction - Basic Features - Contemporary Rural Marketing Environment - Problems,
Challenges and Marketing Strategies - Present Status of Rural Marketing in India.

Unit 7 : Green Marketing (Lectures 12)
Meaning, Definition and Importance - Role of Marketing Manager in Green Marketing -
Marketing Mix of Green Marketing - Principles of success of Green Products - Case
Studies.

Unit 8 : Consumer Behaviour and Buying Decision Process (Lectures 10)
Definition - Consumer Behaviour and Marketing - Factors influencing Consumer
Behaviour and Buying Decision - Various Buying Motives - Stages involved in Buying
Decision.
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Elements of Marketing Management

1.1 fauorel ea=emyst

1.1.2 fauorel waReiel g fashd waReiel ATl Bk
1.1.3 fIUorel caReveiT FaY
1.1.4 faqorel caemyerTdt eareet
1.1.5 fauorel caRedeire AT
1.2 fauvrel «aRATYSI™ gcb
1.3 fquvre] eIeRRYeR deasiiel
1.4 YRATdA SoTRYSHT AfRed
1.5 fauurel craRuqeTd sfdber
1.6 fauvrer feraister
1.6.1 fagorel feratstermt et
1.6.2 fauorer foratstorrdt Ifre
1.63 fauorer feratster & Ada ATcomRT wfhar
1.6.4 faquorer foraistoma T8
1.6.5 faquurer fortstomd faqvrer craRender Higsddiar Jemer

1.1i%rumataa—\relma

Marketing Management

1.1.1 U =T oY (Meaning of Marketing Management)
‘GEIIE’ g1 9T STuN Fdi=1 uRfad ed. 9d9 ¥d hridel Sgaeduy dcd Id. fouue

HRT AT & TR SHadEeRd=al Aedadareal d [Jer=a1 g8 hR™ Hewardl 9PT Adl.
“SIgEIgeh S aWdl d SHeRUYH & SHaEdU_rdl Ush Y@ ARed] SR, Al SORed%d  [dgue
HIETRE TS ARTIIT hIA T [T sHaEdO=Td SHE9T EldT 31 SATIUTE FeuTdT Jsd.

A T fad=mr=T R shefl d% faUUH SEaead=Td e o= Jelol s S Eldid
(1) @A (2)Tged  (3) MasM  (4) HHaR! a0 (5) TF-ad  (6) =0
(1.1)




Ry =e= 1.2 fRuvE g™ geh

fomuHT= Herld a1 Hd il Nesleis] Feulsid ‘faque sgaedmq’ (Marketing Management)
3T TEOTT .
qrEAt

oo “fouuEfawTes Hdi=ar TeHid FRIEAT AR Jd Sadehid il MedeRIsT Faursl faquH
1.1.2 e =EeumE s Saeums Irdie w1F

Uohehled! faghTl Saedeh & fauuErEl (Marketing) Td & HHd S g Td STEEER] Iddd
3. WRq faUuH Hehed==l STEI9ll Ichidl id el SNfUT sk =l SATediEl YU aed el add
foshe T e’ &9 faghy e Tawd Bld dol. AW s saaeduen driel fasmd
T=T g fagd e saaeu Jagda qaifed id S,

faoha REfd agds < T4 HE g R &R BTl el e 2. & faeha
AU AYfeh TaeU AR, MY HAd ‘fohd Fedu=’ & Ol SAdeh dosl dUeh i
ATRATd. fosha e a-d Sifedrd @ Ui, faavor, fasagsl, seieus e, faght gron=r Hfgadr
g faora I9 AT, AN S Fchial JHEI HEl SIUT dld. TPl G a¥ fawhd
GG TIA Ta%y UehaH Saefdd ol 378,

FHNEA Ay AHITQI=AT ‘SReal Fffdl 1960 AT FHA (Definition Committee of the
American Marketing Association, 1960) faIshT STl SR El,'cfl(_vl'ﬂlﬂ'lﬁ oAl 3T -

fogha e Teurst fashar=an it fAEe @eo, G el @ fEEur vl 2. Samed
feshcar= 9w, Tae, ufdteton, srivem, srian! fHfgedr, s =T, aaafeadr enfor sl dicdres aor
TG faghear=ar Tl Heiferd sreli=el TEasT edr.’

'Sales management is the planning, direction and control of the personal selling activities of a

business unit, including recruiting, selecting, training, equipping, assigning, rating, supervising,
paying and motivating as these tasks apply to the (personal) sales force."
foghd SIaEATU (Sales Management) 30T fauur eeadd (Marketing Management) JTciled

ek JGlAUHIIl 318

wRE g fasha =@ fauue eEea
1. ot feh! SR aeaTE =us o | fauue s SeRdd . v fagque
2. 3k foshagal Ul FTEehi STl STed FHTI a0l
3. Sl forshcaT=aT ST eI faoh eaauEme fquue e g
fogha  aeaUAERIeE  fauuE el
AT THIIE Bld.
4. H ool fag, fgerdl, ufyeqon | fauom Sfw, aruffeadr, faaom Jem
FRIASH, Uicded a1 S | FHRishH STRIUl, faque | [gavor samer
THEEST Bl FHATET THEIT Bl




Ry =e= 1.3 fRuvE g™ geh

1.1.3 Re TaRYIEE Sy

1. fauue eTfoT sgaeaos a7 @l &= Uentd foaR e fauue eaeas 8. fquumme
U R &l faER dhedl Sl d TR0 ASTRUST, Icaiad, fRAdl, fasea gel omfor wmee. a1 ur
SATHE HARIGATAT Geldd il SIE G dl R THTAT STl Wl shedl Sl ol SHaRITa=T=
FR TR RIS, dHed, fgerdl, Apieeta enfor faeun. fouue saavmmed A1 delel Heheui
T faaR e d ol B,

2. foUum e & Saaiiie UihaT STle. &1 SATaTeh Hishal A Heafauam=ar 3891 a =t
9 fugfquarman 29T @MW Ul Gel Sad JPeAMdlel dRWE  Hedrdl 3Od. e
I dIF UTdedar=al foam shetl STl (31) SEER SE&N] Jaedd  (3) AYgH T
ST AT () TIAEUTHeh STt fauue Seam=r Fuig 8 Uire [quuEr=ar srier]

oo

FAHER ARG SRAAT. a4, d WA dHel TAENd SHaeIU_r=A] HAl TqY shed-as e

A, fouuE sgaege & U saaeduETEl UishaT shrRided ST T STadl Bl TeRedTd

o

SUATAT dl GSIGR IcATeH, TaT, hrieTd [Id=or, A fhadT, STifeerdl, foshagei=ar A1 Ji=a1 TaRadTd
grere fHesdrd.

3. fqUuH eRgUe 8 9IRA ST ohell Glelel 3T9d. RUT thfeld &hieel’ MUl SReld 3T
TEUMATd &1, “faUu sHewdU & Jed STNUS Adehl HheuaTd, Ieeh Hafquam, fesfquam, acfaram
9A 9 Thedl ST&. S 9T d Hhedl TAIH ATesh HHIUT 01, aegeal e avul, o aod o IR
He9Eed Ul AT AT oad &ld 3d (hleeiR-2006). & IMA 3 HRUT d eIl
FEAHT dd IUARIA S0, ST IUFRT SHaedUehHT Hoi g st erdr.”

faqu ST &1 shell 3118, TRV Ucdieh STSTRUSd FHIT BRI Wedeh uiRfeddl Tsiaefieraur anfor
GRUTHRRFYUT ETdTed .

1.1.4 QU STaeuTIETE ST

fouurE e hded d SdEErdl Yo faedl AAled; eaved [quue sqaemu=r=i samdl «1&fid
A% 9Tehed. UHETTd faUu sTaeIu=T=l ATt Udal sdeh A8 @i, SATd aed. Icuradyd TeheUTaRyd o
fohaR. TAuld=aT Td ST THEIT B3 ITehdl.

U ZaTamues & eRRICYdldd a9 SeeeR. 8T ST@N] Sfdl. df Iq9 U9,
HIsgecs e STl a TH-asieh a1 YfHeRT R Ted SRAdl. M=l dhaedl d R JeldTHTu] TR
T :

(1) frma ensurfefoadt : oA fowaa a faE 9RO (Product Development and
Planning Policy) &MU féhHd @RI (Pricing Policy) AT TREURHSE HHd!. HaR Icdia HeUATHIS]
T ded! d AT faght fohad arefaut suRer o/d; W IeRUSHIe URfCud 99 394 fhma o
ffgaa shel UIfest. SaAEERIAT TH BSd ST ASIRUSE! Jhedld Blsdd ¥ fhAd 9kl 3qul 8
fuH eI dhded 3Td; d¥ AR SR a3 d ATehigaR i fhad drRur fHfgaa ot a1

faque SFaEgIehTaT AT STl

(2) 3cures SNRUIfeIfQ™ca AZUET : fauuH eIl Icdad GRuT ffgad gamr fauue

HRUTET TH1E et eARTdl. ATS! S0 ATEhTTS! el Icded IR 3ol e A FHfgad Tt
fquuH eaTaehs Sl Uifest. Scured e g s &Rl 8 JEalgid 8lsdl 8 Jreul fauue

AT Thdedd 3T,




Ry =e= 1.4 fRuvE g™ geh

(3) faa=or enzor ferfeara S530Y : STue IEANE! STegaH faaeuT awen 3t sl 2 fauoe

IR el 3Ad; a2 faavor sqaee IUT sHedMHT 0TI TSR 1 ARl &1 ATl STeTear]
. e, Tl 9 AMeh fGaRuT JAUN IHI hedd foshagde™ U, Sifedd sal & g
TS AN = ATHTee0! &l fa9u sacaien=l SAeaN] s d.

@) Snfeza g foragel en=or farfeaa w0t : foght acfavamare 4 feafavamar sifeed a
fosragel drRuT fHfgad @l & fauuH SEaedadd dded Sd; av fashageml IR Aol Hal
e ©Ul & A SeeeR] 3d. [aehage! e 9 e Haue wrie A= iR fewfaur &1 fquue
IR TSGR 3T,

(6) UoIfcdes fauurer gedten faesr 301« fauum frsran aedia e fofar o1 qdm <gof

SATIERIAT U GRU el IHUATETS! o] vl & fauue Saeaua shaed 3Td. Thdos
fooum foamdies 9o R TXdial vd AsIder [quuE SEdl ST AUl & S STeaR]
. A 3= faueT (Ian., a1, Icuren) <nfor fauo fouarpna Tu-aam a geadi Ja9 faenfad
0 &l [a9uH Saeaent STeean 3d.

(6) fauus srferesdt T fAuue sfa FHegg FegoY : fauvm faupnd fafaw oeR=h
TYGTH] ST cAT ekl ShRERd ST, ATl Shria, 971, AThr g givehia JTd weeh 3R 9Tehdl. a1
el a fauuErean fafay sEied audid @ TH-ad 91eol & [quuH SaaeaueE] STeeen] 3.

(7) 37 faueneft IHeaT IO : TEIA e SleaT-Higen fqupnell, e AR g
FHAN U SaeaHe g Tl gifesl, T faqerear ufaser S HE &eor g fouue
TR Fied 3T,

1.1.5 U =TE=UEE g

foouT ST SHEaEITI AT 9T BVl Hewdl . Yeldl Hesllas- & Hewd T Eld :

1. GTETAT WG] 3 SHdhlie Aedardidl Ao savdd- sd9ded 3id.

2. THST=AT SRS HRIAU, AMEhrd STRdld STed AT ahvdl g AMedh-ed aneu Iame! fagqum
AT HewdTd 3T,

3. THETET SEAITell SEuan fquue sqaedmoe ad ded.
I YRaST e d SIRUS fedRHes dfdd ATeehiHTel aed d Hal Aredl ITHRM=T Fi fouue
AT AT 2.
T AAAHEEA, WA I ISR [UUH STt FHTSd SR 9egH 3T,
fouue AT SHaEREES R Eldl. A AH dwl Bl Il Sl

fiesdl. ARTIRGMT I8 ATHIT Hedl, A SFHTAHT TRl dd- e TRUT THSTH SHE-HH
3’ é -

1.2

Elements of Marketing Management

faque SaEdTIET gcélcd IR HoAHd ©ceh HI-’I(‘H leoi h¥U] H“j\U faque saedaTIE gGIM 1R
‘ddOhIONTJ d‘|°|c'1®1\*'| HHd.
(1) SoTRUST fIQdwuT : A1 fGgougeS U= Yl holedn fUUE Shidl, TeA o] e

fquu hdl @ afasard aET=AT fFuuE Fdl A= JoAT 9 (9™l shed ST, foUUE ZETamued AR




Ry =e= 1.5 fRuvE g™ geh

afasadical fauue hdl sl Ffeadt sedl onfiT = Tew’id Tudices, OIS, affden 3T
ISTeh ™ GATERUTET 31T e AR SHRARRICIT] T, FE, SeTRUSdIel Al anfuT S|
a1 ST Feer] SHATIAIGITS!, Fdi TaTer, STSTRUSTeT ST, aed=a1 a41ed fohar =] fehrdr
9 hed ST

(2) ISTRUST forRiISTel : UHhaT ARUSY [GgetouT STl i, fquure soaedues el JHT 9
START IALAld. SHaAEEEIdl 3EE TER g7 Ul HRiGH 31 e oIl e hidld
T A=t Ui s Ul W ahedld. He J5en] avd, aeiedsd ol samfteadr, fa=n formad, foa=h
Ul AT T ST AT FHTAE AT, S olleh YT AT d AST==AT Jad-Td JeHPil STadrd o fauue
SERIIHTET 3T TPT STHdT.

(3) AISTeT=N IHATSIGUN : TASHE T TRER Td g oAl Jedqo- Aoy Tl

SHATAEAUTAT F&ATT Bld. AHE ATl Ucdeh el ST Hddl IPT dabell Hed Gl STd d
AR dBdes] TR Uied Fidid d hRishH FHRITSH dhel STId. IRSHEAR Fa=d| ATa=m=1 IuRT
e qUU THTET AT T ohedl STl

(@) STRUSTA foR=UT : A1 TeHgER fauuE sHeeeH SRS aRfEdER e
Hesldul STasTe 3Ad. TMHe & 3¥adl Id @I, aa™ Tde-d 97 fhdl ST9F9T had 3Tle. I
Ho |0 SheUARATS] aRTeRTesT TRHATOTET IURT hedl STTAl, doid Tes dhvad ST HfTaTar=n SUFRT dead
I hededl ATV JodH g hod STTd.

1 ARE] Feehidl Hos & &l ATEHIIN ARTAT Tueh [denfdd Fe0l, UMM qaierul Hic IHsTgd g
fafay gerr=an sifam AMfedi= Hehotd e ARG A=A fquuHfase fHdi=n aeE fohdl ST
A agHS e\ S 9Tehd. (U e == Uishan aigul seuamare! & Jesh STa9deh STadrd.

g 9NEl Fcdh JIRGMNUl TR AU o saearo— TomE! aedl Id.

fauvrer @razenuea dwasitet

Philosphy of Marketing Management

U AT U FHidl TG ARG =1 [quuH Zaeay =T fafay
Tehe Ul SATed.

1. de3 IUGATHHE [euur Seeau-,

2. facht afuT fashargesiivgeE fouur seeemo,

I YgdH fafdg dedheumien TEEe fGuuE e dmEamed heldl Sfle. STl I9ART faduH
HeehHT AT [qUUH hRIghHATd SHaedT FHRUATHATS! shedl ST, T Heha U GElAUHTOl 3Ted :

(1) 3cUTGst AFHETTT (Production Concept) : & TehoUdl I @AM 3PIHR Fed I,
S qIadl g APl | sedl. amEr g ot &I, foshereRd Ices eTfur faaver g
SIS AT, Bl =1 Heho Ul uehl Ueh 3118, &l Hehe I therd Uehl [AfoTe aRRPwd = uRummeRe 33d.
341, SR eI Icdied Gdiae FEA0 3auTEl Y] shedHl Icaiad aledd Icdie G il el
I .

ITE e VHTUTER. STETRd fehhdeiRuuT TRedeard 2dl STl Icd1e- @< sl Bldl e
= aRuTH fehHdT AT EaTeR Eldl,

M UehR Sieg] APTUT-YRee=Td Sdeld AIUT ld FeUrsl Yeae=nuer HRufl STed Fd deal HRPMufl
TGS fehAdl aTg AT HATIUT e o JAfeh IcdTa dledd Hfeeh Al fHeaq ITehd.
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o

(2) I%q /3curgs JAPHETT (Product Concept) : %] /3G TdhoUdd fashead = @
IcTe ST SieR BvaER. W foetl ifest. ScureATdl SugaddT aefauaraTe! atfee Areagul afaTes)
TG ATAl UTfesid. Feursia IeuraT=l &1 ST URUTHGRAdT died ATeehi= SAehitid hel Uifes!
AT GEAT FAS[AT SAThYeh AT o IUASH e (Gl Ulfest. ATaeRieR ATt S, sl
STIUT URUTHERRE foeRuT ARGG = IUTIHSHT hedl TIEsT.

1 Tehe U=l FATET FEUTS AT TehRIHes TG 3T Uiiohs Geiel &l I1ehd.

() fasbiftmya Jaseden @ fashl Jereu &1 Higs THITER foaghl ST fashagesl aier W SuIR]
e U1 3118, HigeI HHIUTER. ATEhHT STehitid auaT=T gui- fdafad Ieisten 19T axddl fashl shedrd &,
ST g&c WGl FRUATH] SheUTEl TEHHT sheled . AMeS ‘foghl Heheu-aw 3AfUeh W a3 3191
e Teel SIRAHEl TAhRATd SRUT ATehHT a¥d STasel Ald d¥ Jeedrl [qearaedr wHl
B3 ITahd.

(@) fAUUTeT JpeusT : AV fqUUM Heedil @&d SSTRUSTAT RS d STE9Tehdl e

GgeATuMER. 9= faetl wifest STl ATeahET Aufdtd S¥ele! THIE M1 & odl Jeod AThs el faol
ElIEE

JEdeh dedl fauur eifr faghl A1 Tehed e M¥es Shedl STAl; UG AT AFERl Hehe Ul Hidh
AT ST TSt

forshl &1 Geho T aec=a1 fehal Taral IAEAINT g% aid. [GhigE!, faghl a -dR T fHesfaur 2
.

qifaes [quue & TeheddT qaHigad dholcdl dSIRUSURIA g% &id 37T IAMeehi= SRS J
STEAIRAT AR, W G, AEHIN SHdhlci- e TEud v HIeIHIG el SRS ST
SEAFTHAT GNUTHEHRSHIU FHI FRUAHE A= Ide Bldl. FeU[H AU IT JehoUedd T
e Greehlel= hIal Hesq ITehdrd.

(5) JMISTER faUUTe JahedstT : A1 HehoUrd IMEehi=dl d THTSTAT EUIHHET 51 GURUAER
R & STl Tevd SA1 G el & Jehed- IUARTd STUdd T ded STeTRUSeT IR -
STEFIRAT ST APTUT AT T Uegcli= [AelSuT hear] ekl ST THTSTAT FPTAT ol UaTH HuT=l
DRI Fld. SAMET URUTH JEeh d THTS I ASVIHA JURUARS d AT Hhod1UT EUIHE 2ld STl

AT fquuE’ &1 HeheddT doi-- 3 [quue e dwai-TueE 941 3Te.

1.4 | 3mRardiar arenuordl dfors=
| Charactarastics of Indian Markets

Charactarastics of Indian Markets

(1) UTQIATT AP MCHHUT : T4 Fehaehld HeA¥ GAdT AT O1o=Ted Tl = AT
e} ATedhi=AT APV SUTE el 8ld JTed. TaS Yes, Sl AT [Ggd Yeasrn THmE, &g &,
foRr ISl diehe USUIR. 3TaTSTU=eh, TAHes HARAME IculaAEY sl= diul |0 Sletenl feddl, —amges
T S9N SMededl IaL., T, S, HINAT, da 3191 SFeh Icaa-HT JTSTRUS hlsTsT cheled! fad

. AT Td] FdHT HRA™ IcdTaehi=T 3T fauuEehcd =T efeh STe=ull Id aTTed.

(2) V=UTHST UYEIBS IYATAR dTed THTUT : ISPIRTES] WS el @idh HIge
AN Ad SRAedHed AT WRasel AN §ZIH GSlidl a&q=dl Icdedld a6 Hlolell fadd. ao= a1
AT JITRUSHIA HRUNE! alcel 3Te. 319 GPH Gl aeqdlel dSRUS ARGl STl hiss
Thodell foad. IR fayuHeca iR & uen A1 anee fFEfor STel aTe.
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(3) HSUT THTUTER fauTfSra IoTRUS : YRAT! SIRUS &1 Higen YHTeR. e saweur

SR, &Yl dSIRUS, ATHUT ANRUS dod HPllfciehgsed] eadeh STl aRTeRTesal &3id TeRadetl 9l
INIRYS 3 ool Tawy oM. d9™ Ucis dniRusd Tawed Sffr dfiTss) aomepTedl affed. aar
el RSN - Tawur=al oTed. A=A RSO ATl Tdhdl, WU, ARt aRRETT,
e IUH, BAWME I HGT UHE SR, AMIAR Il APUEl - e ST,
foouHeRcETe! € Teh 3Tee STe.

(@) TBUNEN JFT A TS TTedt ANBITAT . ARAHES Alhaed=al 60% w0l
T 378, ARARH AlhaRed=l & Tdd diedl 318, Jal dleheRedde fI1eTur, shiel, AR, BReES,
Hh 9IfcH, Yedeh, ARGeh, Tiedudie, HiaSed, TPid IRa«=a1 Icaedi=ar ApuiEes U<e d¢
STedcdl 3T2. IT T4 aed @ T HIST THUER. SSTRUS 00T STelell STz,

() Taffad 3cuest, Jsiar Sfiast SeToaT= uIuRT =Tdl, SEdi= arféres Jaa : IRaaRET
TRORET 37T Rl Seghdi=T WISt SRAUI=AT 39T AAlehi-T U YR Sauar=l, sad sheodr=l STed dad
PTEATE] Tl ITSe! TR HIGHT YHIUTER ATel. AT AR dAlhi=aT IRSTe! HAifed afled. e
GGl Al AL AT BT WGl STBUAThSd allehial ool A Sl AHed T feehmoll
AT ANIRYS Heder™ o ATel. RepmT de8 ST a¥l = sh0daTe] dos ScAauaT=l cdlehidl HRIhdT
9.

(6) enga Jfaeran s, srngfores desel Jdgr  digraee e, e faawo
JATRADIET UG : TPl Udeh o, UUTYRAST STadT, TAdcqyul fagd qedal S9N aeh s -giaamdn

UG AT eS JTSTRUS foehd BIVIAGST 31-ieh AUl JdId. SBUEUIT=AT His JHIUT HPT Tl
TR T ARG THTET Sl I ATl

Process of Marketing Management

U ST TO=T=AT UishaHe Wl UrE=ar=r JHE9T 2idl.

(1) SoTRUS FefR fAQAwUT FHI0T : &1 Hald Janjdr el FEem ufran s/, ames fauua
AT SATARATRI =T TR durRAl shedid, e HeAd: G NS THE9T 2l :

(37) TAETaRU I ATRUSHEA =l e =ul, 7T (&) A I SeTRUSHE!
AP A -TeM SSIRUSHE FRUl. deF-deM SSRUSHE [aHs Ul FeUlsl gav-{dear Flel

I TEHAT WG IR T SRAGIR, U Sede SIfd9™ SHEUUH e T
STSTRUGT ST FHigad sedrd &1, S o faamTdict e dferesgut st qof e ger
fHesd

(2) T SoTRUS forfeda et forfeyra SsaieaT ISTRUSAT T8 0T : faTfsTd Shete=n
AT ASTRUST [qUUHehed =T AR STeh{tid ahedld 3R Alel. AHe e JAeRuS Higad shoamai
G e U Hlsigdsh dEl APd d 299 §EAl eUlell J&dld Bld, Tt @& SeIRUS
ffgaa Ul e TEuTdTd. AEEd Ueh fohal TehIUET STRd SSTRUST AR (a8 dhedl STId. & Taid ol
SIOT AR slTel ST, HAHTIRIYU HH qhT AT A&Td S Tedeh dASRUS faHpi SAfder
AT [GIATT Shed ST,
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(3) STSTRUT 3curgerret Sen forfexra 0t : Yedi urRT st &1, ffgad shelean asiRusd
ST IATGATl SR ~Heh! iUl 3R & 3UUl. AUedT TGS JaHld ST 319 HehR=AT
ScTEERIhe ST AT ATedhi-T HIvTd He STUfedd sTied & oeld P Aeshi=al H-1d e
3cdte fopar da=t Apg 1 SPN g ufe 0T @Ol A sTEehdand SSTRUSdTd T9T fohar SToaT
ST ST

@) faoorer farsr faesfa =3o) : fauom M gek v 8 suune mfsdT sede, e AR
HcehiT AP Bldl, 341, Icdted, fohad, faavor onfor fashags! & dd A1a- STed &1, SAT=a1 HIeRAH
e ISTRUSA IcdTaH fehall Taet STuferd ST & U FmfoT shear .

() fauurer dister, <=t sHAEsTaut 3MfoT o= « a¥id =R 9= A fquuEET Fe
TIR. IR GEH A Hecardl Ted. &l Al fauuEiases HiYed SR daR eodr=al guH
THTE] Ha9T dedre d JHeT fGomesiHra Ara= Feu IuApll 3vd. o™ AUeTell AU SAele
IISHT YU FHRJATE UL ITehdl ST el ST FepreAT G 5% AP a8 & a A
AnTegi-El fHed.

foraum SaeETET ufshRan
ATRYS Tl fargersor
IeqTeH /aTRYS fas

@ fersRTa Ut

[ @ amrus | @ ﬁ
@ ferrstor anfor
AT

[ aeuea = |

“feraqur fasr’
fersRaa et

Marketing Planning

FRrqum s eret (Meaning of Marketing Planning)

ATl 1 e e AUl dduFHleld o ool e ‘e 8. aid suferd
afasar fAgRoT it A= U IR UEel S9! A1 al-el Il JEifae gidd. fafay Icaees @
RIS AT el AT e (eIl feautl edrd. afasaaded o &=
FIAT 38 9 AT vl TSaU TR Tdled AT 3PINETH Thod-T chedl STd. SHRARIT=AT Fai o]
RIS fquue s S99 He@r A, [GuuE &1 Icuiesh ded AT ATesh ATl gal Hle.
fooue RIS &1 saEaTiie RIS G 9P STe. WAl SUATER o™ 3cded SR UITe]
SUASYH TTITAIRI s oIS fquue s & eTasdeh, Arieeidh snfuT faem arafquar &l
.
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