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(TSIl FSUICTT HSHAENerd, ASHIE-PR /a1forsd [qe1mr)

Chapter 3
Ao S (Marketing Planning)

3.1 fBuor A==t o (((Meaning of Marketing Planning)

o o o o
ARSI ATIUME FTT FAATA A  ATT HIOAT FASAU THIL AT ITH]

TG FedAT hell STd. SAAHTATAT AN [FASHTd (oo [Hasm= Ag<ary &4
3. T g7 ScaTEs® HEAT S ATgd A=A gaT Mg, @O [ars g7 a9
FISHEMEME Td AN g, ATgdi=aT SUeqa Jeqd Scalad  HeudTamsl, Iqase
qAgaamd= RS #rvamEet foue e g o sEes, dnies® e e
HCIELRIEEI DI EEH

3.2 fagu fAseT=ar sreT (Definitions of Marketing Planning)

AU RIS Gy ST TAAHTHIA Hg<d AeATd HSd AT ATeH =1 (A1
SIATATST AT Feoareft amg." - e §1e& ("Marketing planning is concerned with

the identification of resources that are available and their allocation to meet

specified objectives.")

"fagqure S I Ay ATt FEOATT AT FIATGEd aqATTHRIaTd HoT

F07 2. Ao fAearee €1 sreft whekam g Ssame suswe e WHiee, d9ree et
3T2® (Objectives) fur FefTeft (Opportunities) AT & ThdTd."

"YTERTHAT LS, SATAATARISAS ITAsd AT ATIAHATHIT HASATHE T AT
IuTTaTad Aot =or srfor o= Toeaor SHaasaot w07 Fgorel fFAaue Fase
e
- ET. TR FeAHoTl
3.3 9o ATt @ratEasar (((Nature of Marketing Planning)

1. FEI=T AiAsTeRTe i A ior s rer fequr fraree fAoom MasmT 9% fTer S,
2 AT wAAT [ida At [ove FaeH=r 9eq gd F amErer | e
FTAFHHTHT ATGUIT AT ST

3. FEqaTeTy, faawer efor gagameft dafera o TS § F1et 90" AT =T o Hlg)
AHH FTHRTATT S T

4. I gT===T (Marketing Strategy) oo frsrTeft srerer weer srear.
5. faqure s g Ao SE9=at TadeTor sl ST,

6. AT A2 Ferer ST Of FX0ATETST a9 AT ATITATAITHAT JBAT BT Fioeed
RUCIPEIEIRERIDMIEEIISICE
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(TSIl FSUICTT HSHAENerd, ASHIE-PR /a1forsd [qe1mr)
oo fRersmTa Ieatted awq, fhaa, sorer faaeor sfor STt 4eer s3are AT,
1. FEG ST AT T 0T AT ITHEAT J&qH1 [atderdr, aeg+
UL, TEAT AR, TEGH g T, TEqA &, TEAT Ha1/A0qH (=g, Teqiaugh &,
FEETAT FHI, TECAT TAHRATTL AT &l ArEi=T =1 et SIrar.

2. IoF o101 IS © FE=AT o4 €I0Td STHEAT e Icariad 4o,

i et ST F9T aT 92, qaadr, &aa agaiar rarae!, Jeahe T
Frradt, T fasht Afor I fasht Ararad=ar A= iadl Tearal =T A9 Heft
ST,

3. TeT AT oT fAAe © Teaer foaeer gt [MasHe TreaT aeg

o= &=, aeq Eavor=T qrEt, Feaedi= YA, Feqadl €79, qrsau, qra1 Ha=or
SATTOT AT SAFEAT AT ASTAT AT FAT ST

3.4 fagur RSt |ATHT (Scope of Marketing Planning)

1. IeqTaA TSI SoRAT @ A7q J5q SahedaidHdl, SATaaras @euor, aeqiase, e
TRT, SATAHTIAh RLOT STTOT FTSITCAS T AT TRATATEATE AT STl

2. Fwafauas g ;. FaafAfst swamr smfea vawa, g =255 Raoe G,
TAGAT TIS I0T, ATHEARAT Flg T HLOT T MEAT TAATC AT ATl T TAT 1A
fa T (Cost Oriented Price Policy), T sremiRa oA &<t (Demand Oriented
Price Policy) sufor =oat swerRRa fFwa e&or (Competition Oriented Pricing

. d oo
Policy)aT=Tgl Td=TL hefT STTdl.

3. wIfash TAaeor &=or ; ITTRd a6 ATgH I d Tg A auaTaTsl ATIaAT=ATHTEAHTaEd
0T T RIATGAT H ST hetl ST, AT Hegey fohar i ai=T T¥ame et STal.

4. HFAGT 0T ATT TTHEAT SAT0d, aT<hd (Amd ST [Awagal har = aisiT &l

ST

3.5 faqure AT &7 we% (Elements of Marketing Planning)
(1) v =

SAT=AT Tad:=AT Faid Graa=T qid gehid aqreaeT oldl. Sal., °oAdqdl4ld

. [ay o SO\
AT, HHeAaT THL, Fgdl AEEl i, BT &\ ar, Soear aifs A7,
ATEAATHAT ITAHAT, TEGHT AT@DI TATal A= Tk IUANAT (AT FASTATAT THATET
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FATT. ST FTATHATATAT AT ICATEATH G G A4 [haT T T T HRTC0ITHT &7 dqT THA
(2) AT e
SRINT=AT ATEY WA SANTAT [HT THTF TTSUTAT HEHh AT ATg] Teah g Farde
Tl ScATAl FeahiaT (9o FASHTE TR0TH gid Sl J90Ta 1L TSTehld €593 38 a<

o I oY o o o
SENTLRIET AYALIE gid AT Ao (Ao [Fese= oo fAeqerse oo o,
ATIAE TerehiT Rt AR S8t a¥ FAeqrer=at AT oo FHior giss 9rhdTa.

(3) =T =
SRt HJET9T el "ededter fAue RESHETET 9919 9Teig 9 dTd. AT
STURMHT TTeTcHa TREAAT, STANTHS AT TAHAT THTHT dlfegh F AAHE Fad,

STAETTHIT T, IR AT IR ST T, SN ATAAT Tk TLeE a4,

SeANA disLHOqC Adalel AHcq, UpUl e EEISERCOITIEY I(g%ﬂl, SANIA Al

fHafawam= yHTor, TdEEr g AT, Trgwit A T TATar S Tehiar qHiaT
AT STAr. AR ST 4T ST TSHT 8 T [FIu [T FI0r T8 gore

"llé\l. FTCOT TIH: ILNTAT Aedcar=T T qrearal AN, ITNTET TqdF T ;maﬂ('a

SO T8 I o [ ST 972 aredr I35,
(4) T T AT FTHF
o o o kJ o o
FITATET ITET=AT AT RS Tae TP T AGTgT o2 T919 Teid Sadrd.
[enN kJ o C o hd
TET Tt A=F Gor, ITEET fRedr S Are-Haady, SeaTed T
TESHTAT THTI FAT JATAT qT AP TEHTT ATAA ST IR0, IETLHLIT ATIT

GTEN T T Fedh TATAT STATa.
TREAAETT ST T Ao AT 9@ gior saed 33d. 6 e al

R MESHTET IR FOMAT S9E a1 qehial SaT., ATl g AT da8d,

o e . o o . o~ o
FTAATI Hal, TEHD, YT TATG AT HASHHE [FH0 99d. g 91g] T2 Rl
JBt YU AT 3IGLAEd H% AHATd. Tig AT FASHET T I0ATUastt JoTT

iR =T AT ST ATa = 2 S,

3.6 fagur A== wg<a (Importance of Marketing Planning

AR FwgEr oo M=t [T Eaeasdr degdl. HI AT dal
STATEHT 9 AT IS AT, ITATGHRIAT HIOAIgl T8 qATE Hed qS6d
TTEHEHIT TG FeAHdy qTgHh ATAT TART FT AT, I qauTd Roedia qasd

o\ C o o (o anN
TREAT AT g, T RATAAT FBId ST q9aT F &7 g 9aiad gid. AT
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STITF SR A ATHAT grdl. 93q e Radidier semi=T sEmesy faeare, wes

THTITEY B0 a&qd IcaTad, UTghi=l ATHd dal, qaadl 6w, qig oel, &
SHTITEA ATAHTA SITEH IT 99 9161 Heb a0 M= Tg<d A9 aed 3.
ATSATTeETT FO=a7 FAIGAAT AT FATAATAT Flaia T I ATel. THF I L=AT
qAaETst MASHIIETT FHIOATel AR STAsH gis M ATgl. EOuETd HasHm= a3+
He<d 8. Hlel Hedid =T (Formal) Ta&qT= a% Flel 9eAid dqra=1ia (Informal)
eI S Tl ST, RUET=aT ST (A0S g flal Aa9 a7 ATgl. 93 SR
ST SATTOT ATed AZUNHTT AT AT RS Ag<d a3F a1 g, ATSUsd g
AT ATSUATEHTST AT SATec =1 a1 e Faue Fese g1 Uwia T9E 391
Mg, Taed Aog q¥ ATCATTHIH[ SATHTHGE A [HATSIATHeS FHT HLAT I,

OTTRTCT <907 (IaT., THIHT, T, 39<) T TTEAT qie aqmT, LAy Hgas s
TR Farg Badia e [av FTSHERe 700 F1edT Idm g STl [#g AT g,
e RS oo sEeme ke w20 - e RS e sEeme
T HgTaTe TIT9 Hd. Ao SHaeqmda Ihha=! qeard AFarar=a1 e+ Heior
F&e heAl ST, ATAAL (Ao 3RE A=t Jrard.

3EE sEaMT RIuET=r A9ar FTd =aet ST, AquHT=aT Teiqe B SgEdr Sl
ST, ATT HAAEATAATH Q9T STEAAT AT, AR {0 wIT=1 ToqeT Fdl vl ST,
FAEATT T ATET=AT STTET AT T4 Fraia< HIA07 Saof A1, FEzomge [ase st
ST TreT SRS ATeT FTvam=T Yaa T STar.

3.7 fague fRasw= R (Types Marketing Planning)

o C o o .
=T HITS1 Long term planning

Short term planning 3eqsTefi= RS

qerTe 1= fArstAd-hoc planning

(1) STEFRTA FIS  GEHT SR 328 33gd =T [aarst o [ s
el ST AT QTHeRTeA 4 (S qure (TSI 378 FgUrard. SrEeRTo e [MA TSI g &8 AT el

el ST, I&T., A9 a9, 979 99, TgT a9, G949 a9 sqTal. g &Hqod Hare &er agam

" o o > o o
3]'%. de =l SHIQAET [deqle, dlsi<4o™ SE} AlelqUl, d4ATAl Teandl anlLied =] Td<dl

o o o [anN
FLO TATG TS AT R S=T=T e e Srar,
(2) TeTHRTAT TS FEI=T FILATE ATAIAEI=IT Alheld ATATATITHTST Sf o

FOATT AT ATH ATHIAT (I AT o® Fgorarg. =1 fAT ATawTias®
FTALAHAT ATATAU BT AT AT Igrereal
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ATTARTATT RIS AT A ATReATATEA O Teh qTETST el AT, g HAS FiAs
AT HeTH ATAb A e ATEATTHIGI el ST, TTGAT qAI€ 0T, AT AIaTH TR FHL0,

T STSTETST FE T gereri=1 Fae w2, Fada s we afmde g s, @

STHTETST AT @&l ®0, O Aamm=ar sAfes auear qiefa JmEmer qeasre i
BRIEGEEESIGH
(3) = fFar arcrrord A @ TETer AT TEReq™ETT U AT SR

AT Ted A og =g, Bfe SR o FwmEet @ RS #er S,
fafere wear arefEu fFar varer agaol 3ger Uf F20r ATHTST 90T The=a1 Hars =]
AUt AT SAHASSITAv Fet ST, ded ST sadt Fer aR=omgT O o s

FUiTdd g aHdl. IIUsd d4Id IAIET @A H0l, qaId ITusd Jae7 Hol
AT ATST TEd TS el ST,

3.8 Feret AT a<a (Ao getema) (Principles behind Successful Planning)
1. 32T a<a
2. AFHHAA q<A

. STH d<a

.. AT T a9

. AT HEhT T

. HAATAH T

. AT T

. TTE® AT THHAd q<d

9. aTeTe fArgwo 9

10. I d<a

11. Fgdh Ao a<d

(1) Szer= T : Ao e g e9=aT, Fad=aT g MasEeft a9 .
AT o™ b 3297 A6 HL0TETS HauETa s ag<ar sEd. 9iq Ao &t
T Hgeaqul fasht ToRAT SEedT AT=g! MAS die HIChTU HL0 T+ g, o=
o o o o cC

ASATATR T 3RT g, IRETA= aw "g<am e,

(2) FEATHIA T : AT AGHIT Add I ATl TEQAT AR, [T, 9, Ior1, e,

0 N oo o0 &~ W

AT, SUFTRET g9 ged FHd. IT geodT T rdiq oo [se da=9s s
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AT, FTSTIATA HeA ITgd, ATAT AT TS Job HATTATT ATA9TF TG FLAT ATl Tl gord.
AT AT Tt 21,

(3) =ATH= I : o AT F9aaTdy s|d. T 99 FAET FAHATT AT 3Ty
ATIAETHIT, A e, Ao [Mei= e, 9o, ATgsh AT HAT, TSI Ty

THH AAF TATg, TTHHRAT Hg AT TR AT (dehid AGHTT HHEATET (gedT AT

TG FTAT THTAT Fed q9 THCAT TGHAT 9 ATSHST T6H HIETT THeA=AT 99
TRTEC=AT IcATaATer o MR d s,

(4) AT TTHA q<F : AITATT HHASAT AT ATIATIAF ATATALIA FTH FATT. AT a1

TeF T dTg] Tk qANAE AHATT. Aaid qehiaed Iuded (Hefl, TEI=T SATe0], AT

T, ATITETHAT, ASAd®, AT, AASAERI T JIoT, a1 0T =T TH1Eer gral.
TIEET AU AT JT ST AT HqedT SITard.
(5) AT Teh= <A : AAETT THAT ATAATAE ATATALONT FTH FLATT 9 ATT AT T

g Teh THTEE ATqATd. I Tehided oqrad [aH, F9¢, SHmdie S 6l-939TT,
TSI ANTO-ZAST, UTgHh ATAHAT, HENITS (Haelieh, sehi= A eior, STl
e FE=AT, 99 T, gehiET qHE gidl. [ AAS faET av 99 qeniar
STEATH 0T AT A, TAEATHTSN g Fedh HgeaTd TTard.

(6) FTIAHAS a7 : AT IS FTIeq 9T, IUAs T4 T FATHES Aq9TF I

FRRTIdt AT d7eT Ao H9d AT AT, TS HAAT ATEIAETH =T TRT 1T 1S

TR, AT =T a9d gid qo= AH 1T a1€ gis .

(7) FoTew a<a : Ao e F3ameT SATaaTa® GHeA=AaT ARl AT =0y TS e,
AT TaqurT Tereelt grvamg wad gid.

(8) WTgsh AMEEHAH a<d : AT ST ATgd Tq9H, ATed AT HdAT =TT FL

TS AEd. ATghi=l AU, Ahard, dadt, fosam, &, qar=l s{iHeT, shaqdet =
o= e Ao RS Seame 797 e o,
(9) TSI fAGWoT= a<a : Ao FSHTT STt T ATH e AT [ ooT Tl oo

g, ITHLT ThRAdidia a&d, TXasT AR, 39asy (Hel, TaqasT e, qit® aad a7
T STAT THTEL 31T ATAT T AT ST AT AATAT AT gial,

(10) 3ood T : RO TS g @ FamEdl @ d. dod Has fied A=l Jod
SHATSITAIT GIOT TS 3T,

11) FgwE™ I : g fFanm e wamr @ fann, Somea Bamn, @@=

T, et o, asTae T B et 99 0T, qgE o e S9d. a9
Feed=aT TR HasHTa 9 A = 1 Agaqor
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3.9 fRyvETa RIS aTa=aT =9 (Steps in Marketing Planning Process)
oo AseT=aT aETe
(1) TEETRE FId=T 7T ATar | AT aqdT ATaara® | Tt Fweft erg sfor

ATHTST HIVERIUT Hedh AGTFare Agd ATl faeqa sfor qusiiaare drfgdar U f&har
Hehfera =T e Ao [ SIERI=T A St Sirar. Scareqees=ar &ar
SEETATAT THUT (EAAT SATRAT ATCATIATT ATAL THATE T STTAATSAT HL00 90T I ATal.
SANT=AT FAATT AT AT STofta Froamardt uhor faht &fer ugor aedsa or
e faehl=r STHTOT T 3 ATAT SIS BATAT ANl ATEaef= Aehear Weafauarardt
Ferree fAARI=T 72 =Tt A0,

[aN enN o o

(2) FTATTUS HIATE : ATAUS HLTLATT ATGhT o THT, HATHAT TLSAT, S AAST, FILATHI
it TEe ariEdt Mefadt ST, T8= a5g, STeedsT, AT Aaeen=ar TEdt. 6T,

ST UTgeh, Tashl, SATRd 9 FEq=aT (AT SATRIaTadal ATEIh T@dq HTLOTHHTET
FAT ST, ATETAHAT Tk AZATA TATE e AT (AT FTEATIR RS HIGL heAT STl

(3) TAMEH FU : Heed AVRITRET ATl ATfgdl M0 Jeaadi= Agard JTH
ATATHAL SARTATEASAT AT TEAA AT S0 BId. SSARMTAT TAHTT T =
ST ATATHAL AT HIGAT=AT AT SR AT Iwaet AT il AR g g AeATT
Td. AR w07 IRl 8| € AR GRoTd Iadqd woaT=]
AFTHAT A0, Frasard ot faaes AT s € AT AT FTAAT =1 TaeThd

SO, ITq SATIAETAT TATST €T, SITEH ATATel =1L AT STdl, To=F g97e7 et for
S ATl TATTCHS ST Fieedd GAATATSIAT AT ST,

(4) STEEr=T Mt 201 : ST F6r Jutera e ar=ar R IMET=HT a1edT 2id ATel §
AATT IS ANTT AT dobt IANMT A IRE ATSa w200 siaeg= oraq. At Ina
SITIITSAT FLET AN, AT TS Hae, amEeT Fhme e [fsa s 1 <o

TATEl MY d dhigd FOT AR, JTETST FHeAl ST IYTIATSAT g1 dehiedsd o
FTART e AHTAT ANTA. AT AT ST THRIAT ST 8 HI%T hef| Srara

(5) AT FXO0 : Uwhal IREET AT AT Bl AHaL AT @ SRE=AT g8
ARG fhar ARt Far a0, Riodial AT G607 haT STREET &aq:H1
ST AT A9 I MevmErsr A7 Aty wiar | st HEeaET ame #3d =0
AT AET M F0ATT grdl. Taedeisdh SSATSTRIAT THATT SOTAAT SZLAAT T ATHS]
TATAT T SATAGER SHTHAATSIAT FHIUTAT AT ITAT (AT FAT ANTAr. T IATIF ]
EA IR AT ATAIA [T O-TT=T @I (=1 FHLrar Anrar.
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(6) TAAT ZLAW : HgLaAAT fohaT TOrIAT & SHATHTATAT ATLTTOT AT TeeT Fidt AT=ATd
U@ ATAT F1 Fld AAd. SAT dbi BAdq=t Alfgdl gid, 3ee [Afsa garma srfr

TS AT SATFETE® Ol Wisd gid AT Je6r O 9 I S0l AT
FHATITAUN FHAT THTL FLTGT F FIUTT STIUF ITARTTT A0 AT (A=TE FHI0ET AL

TR e

(1) &eft (Opportunities) : ‘TauiT'=aT ITATEATATET TEid THTT=AT Heft ST A .
(37) AEIETA dog AT §YOT <9Mq ATETT qeeaeata Joufr=ar fahmmst sfedqara
SHAAT FTSITIUS GAF (AEqa A0 HIST 2. AHe!l HSIUEIAIT Hlgl NG TH= LA

TAL ST ITFHRATT TATChAAT FSU(T T [FAeA [ ARl

(F) HASHSAT AT ATHAT SATIT STRATT AT FoledT Gau{ =ATIsh - faa o=t
ST TR IS 3.

(F) g TLHTL F AITY THT (AT TS ICATEATHTST T SUATH3Lao g o ATATS
ATTOMTET gl AT ITAsH e QUATASTATEA ool Mg, THF IT IATRATHATSN FHedaAd ]|
TSI FedT 3Ted.

() THATH ATAAT Tl TIEq TRIOgraier [aagaiid ol agaeqdd AT =qdr
graT T wudq e Fraged=T fhame Moreare aeiisgd Touftar y=e aRmit Iq
AL,
(2) Tt Teaw=aT TR MATqacE A TSl § Teh AU ST 37Te.

(2) e (Threates) :

(31) Touft=ar Rt srefishe a=am= areear Arga. st qigufiar, wigerr,

TEONAT TS0 SEed 907 qeaed ATel. ATSH=AT HAATRIALA FATQT 0T FTedr Fhda a1
FTLOTTHS TATT HHT FhA AT GTeT G R CATHIST TTgdh T g Alad.

() TS AT JUTAT 'S AT A T AT AT GGl FET AN AA RS =AT FIDTd

e r=aT TR Ia IXHETE aT8 AT 38, THTASUHTST AW LeHET TEHT ATl 3Te.
(F) ToulTETEr TAT FTETCH/FRINLTHT TS ATE. AT A e @ad dTed ed.
STHRATH T FTOE=T ToedT GeIuey JTe Feugr=l WUl TATd ASd Hee

AT LT ST (SUATHT TFTATATRILAT AT AT 1.

() AATHSSAT THT ITZUIT AgATATIT Ueh (RT3 i Hdl il

AT TRUNHET HIST AT THIT FHI-FHT gId Mg, AT AW(T 39 HeIAAT ITALAS
JTEd 2. I MY TS ITNT=AT U [BaTagTal.

(%) "Toult 9T T AT THLHAT FAT GWATHT TA0AAT SATTOT FeT
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FET=AT ATqUaSHl TATRERAT qTIL Feed "TATRedh T AqAAT gAFIT ISATAT T FHHT

Frad=T ToufiasT 9Tet TSI AT g SAOTEE SATaT FHelel T ATgHh df ahd
TOATHTST THAT & AT

(2) oo A SoRa=aT AT SEedd STH A9 978 e (A= Had

(3) GTH=A (Strengths)

(37) AP STaasas 999 THE Mg ATSHIAT STHATHAT TSt

of=a e, Uil IENTHET ITHATAT  Tull’ GrEd ATedihed AU HETO(
JAATCHFGSEST = qIST g, [0 [

(F) T TFFATEA At Aqeahi=ar 419 STHATAT Fsuli=arahargaiiarad, asiamad,
fersamaT=t 9TaeT oTe.

(F) ASTIAT SAT ATEHIAT TSUTHT GGl FeAT 3 AT-AT ATgehi = 1ISU=aT ATAH T4,
TSI FHTYTT h el AT, ASIAqUHg! TS TIT FFUH STHATHS I ATAA |
?SSM%HIOI@S ASTTHATAT FATE AT TAT FER(T TG FT=AT SIATETA TSI FTLLT
T HTHT TIATIT 1A e, AT AL 50% FIAIHT ITFRATEAL HET 39T o
FHTERITL AR FIET SITUATHT TFTATRHAT 3T,

(4) Sfirar fhaT ST (Weaknesses) : 'T3u{l' ITITEAT=AT ITFRATHEY FTal I0ET .

AT TEIATHTIN FETAT AT —

(31) THAT AT IUTEETEId AUHL AEAAT ITHRATAT TSI TIEHAT FATCRAT AT FATd
HETT <.

() Toui=aT TS THe AT FEATRTHTHE ETTO FLATHTST TI HLOATHLET 914 Mg

(F) TaRT "TErsaeadl ST AT ATAAT ST 0d aTadl STRH HIATvad

FT STHAAT TSUHT AT Hig | R TROTHERE ST0ATH AERT I ATl ATHTATH
TR ATGAAT F TATAAAT AT ARG IH T8 TTLOTTHRTCR STAT 3TTE.

(%) Touit= ITaTET I TGl ST et faferg airaqa= Oof graseea e AR 9
[TEIA RS A =T AT g,

(5) TRE=ToT 20T © T Tha ATSIATHTO faeiedT FAATITATO 07 &7 qeais |0 w1 grard
fohaT ATel § TedTe TgudT=T qH1a 9T [HE=oTa giar. T8= FrAidie STorar Ao T goed
FLOATHTST T AT TG STBUATATST AT QT AT g1 H=I0rm=T g Sreal.
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3.10 fagur st Fvaar (Relevance in Marketing Planning)

[EEREEIRERIEIER]
e [EOUH eIt g9 [AOod F1d qEHaisid TEara oy ATqam

(ST %A 1 &l 1A, g IT [GI0T TaeqTaqT™ e 1A Mg, [ FTrdHd g
A IS Uk AT 31g. SAT dol TaETal JeT sedT a0 ‘oo geft= o e

o=t 3T Mfea Fea @ 9@t O IR FAqT TH T el ATl g7 AT TEATHT
TIST I7 AEAT. 9T THRTE=AT (90T SZATAT ITHETST faaor ST ® a1 AT S[Tal.

[EEUCEIREN IR I e
U FRRAT=AT AT dHF oAl hedl Agd. ATThH Hlgl T ATEAT TelaTHTol

TRET Tt » “FAIoe S=a@i=l qrqes! ared rfor 7y JrEeei=ar g [gom=T 998
oSt A FEwT g
foforT sreatT ("A marketing programme is a set of policy decisions on the level,

allocation and mix of marketing efforts.") "G€ISa® IS FTHUTAT ATAATHY AT
X STANT e AT FEI=AT IESTTAT TG FATHISN SATEAAT TFAT SATTOT IIOT=T THg

| TgUTST fa 9T Srshe 2.

H#a7fT ("A marketing programme is a set of marketing strategies which seek to reach

the firm's goods by making the most effective possible use of the firm's resources.")

)

"YTERT THTLTT AT FANTHT AT I STRETETST SLETAT A0 AT T S0aT A7
o i oS AT [T ST SATq aeq, aEqAT oA, Gade Arior wifas Eaer

AT FAZLAAT A ST,

3.10.2 faqure FrdwaT=T savft
(1) 3f2® z<f=vr (Define Objectives)
o A T FAT=AT Ghehaq SfegEl it w30 gf qigat JHhaT 2.

oo FEwRATET 3RT AT fF 9 TR STEET Srard () SREY w1 FHEdTd
Tehe T, (F) ATTIF ATATSAT TFEATT I8 Wi w207, At Midd o Maa g
Ao e 3ty e 9.

(i) TR IATETe A< fohar fEshiax fafere o 7w maia. (i) qaauEhiay [fere e Far
AT o T &, (i) THET=T 9T EH XA, 3aT., T 1 FHIEr A6 HATA0 SATaL.
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(2) T AT g 707

7 fAfory aeusHe AU FEwEATHT STEP ASUATETST a9 THAo 99 I9d
el SITATA AT ATSILYSET "T¥e aroeus f&har ‘2o Ao’ (Target Market) 3/ wgumaTd.
TTERT=AT TAUEHET, qTahi=aT AEsiadst a1, AT=aT FTFHATET [T FEA arema S|

FATAT AATT AT TR T | FTSAISHAT S oA [ ST,
(3) famore sy s

oo R g, Ao femer (Marketing Mix) STg@EaT= aeqiae (Product
Mix) faa=or =1 (Distribution Mix), S=erag= = (Communication Mix) Tor &aT
(Service Mix) IT AT FeFwi=AT FHATT FAT ATAl, TH ATSTLEAL TATT TRIATHATST HET

SUTRITT MUTT THAAT (AT Il AT 7= THTOT i=a7 9919 ‘oo sy sm9r

(el .
(31) =g Fohar Searae 1 (Product Mix) :
o o hd kJ (o o
ANTUSHT e FeA™aT IT FISRUSAT TEIHY 96qd &Y g fhar arel
ATET U FAT STAl, TEqA TF€ T T TG ATgRi=aT TSI TE=AT TawaTd
AEFIAF T TRAAT el ST, ATALASAT TESATHRA AL Fed Te=qT TqE1q qiadd

TS ATUITHTST T (Product Strategy) 3@ SITd & g &0 LA AT THAL S(T TEg-L]
(Product Line) 73X giq faeT ‘&g v’ o1& wgorara
(=) faa=or farer (Distribution Mix) :

oo &ior TEfaamET Rawer AR, qeger U, AradreT A= Tt geEi=
JraTa TATT ITASH FHLOT AT AT G [ Fqreror Fgorey faaeor o g, f&afes

Ao ARI=AT QT AT TATTHE ST hedHaY &t TR T [aeor arm=ai
TR e et ST,
(F) Taerag Fhar s=ara+ s (Communicatin Mix) :

UTEHAT TEGHT G0 ATfgdl a0 AT TEHlq Aq9d g, T8 7 ATCATE HIAT TE

: o d (o o [N
SUASH A ¢ T AT FHBUT Alel. e ATSHTAT TgolTHesT HAT Tr=e =T =
FLTAT AL

() FraT = (Service Mix) ;
AU SAY qraT WA aTETat qTewhiAr Eehiqd aor fawarae el sl Tl

SEL 'i{qlth SINSESEL ﬁ"’ﬂ'mﬂd%lﬂw TG hTAT HHTATA T gld.
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(4) YT T STOr HIAAT HI<l ATAT IqTsedT TTHTEr (Availability of Infrastructure

Facilities and Human Asset) :

AU FTEEH T T AT WA AE=t SUTserdr ST FH=T av=t
IUTeI AT I =TT =ATd T AT

(5) FETYATHT T 39T 207 (Proper Use of Resources) :

IO FEFRATHT AHAGSTAUT FLOATHRICAT AR, AT for JI=eT 379 fawar
THRESAT GO AMFeTFAT AT, AT 9 GIEArET AEqid STed. Sl Aoy
TATLAS STANT FHeel ATeHITeH AR HBATATAT TTA FAT SATAl. IT TG AT HEho
SHTO AT8T e AT q9=a T 918 [—FauE w4 T STl

3.10.3 A= s RS sfor <ardier awear

o AT RS F0r Ul wHT @A =aT qrad et e wor 9w Iy 91
s MY Araa= Jedie ior [EAEgwer F20r 9 AT AT [ T2 T

3.11 Ao Rasa=T @<==T (Structure of Marketing Plan)
e AT § =aa™ geed=ar RSt gE9a sE\d. FAaE eed=|

ST, Aaems, Iz =T A= ffgue ffasara et sar. 15 fBaoe R

TSI FehiaT AqALT FEd. ITATATA AT (EAAT ATgeh ATARHAT, TLASTETT ]

S o o IS o o
STATEHHT HEAT, ATEF FA[, AASHAS IT qATAT = e T A el ST,
TERET [0 [MASTd & 307 o 8d. @&l Jreaq g Hmron«T

o o o cC
dxol gld AHdld. IT dxATd A4, &HAl, ATdsdds, HIAHRAT, dH[{Th qTdTaL0l, ATHATH

e, T IeaTEATET Y99, T AT gediie aTTd qad ded gid A9dl. AT TEATHD
THATARAT ST (AIUAT=AT I29THET T&A e [Aqu (AT ST AT,

3.12 wrdeH fAuor RasHTIEie siea (Constraints to Effective MarketingPlanning)

(1) TS FHATATAT AATH
o RaSHT=a1 F1Er =il M Forr=a=41 Ifoaiqe [Air grarg. e
BRIEGIEEIREECER LG

(2) 9O &1 IUTTL STer e SATTOT STAYTerd aaet —
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TEAT=AT AU ST 90 &3 SAerT AT STTOT STUTerd aad grard a0
SAT TEIAT=AT ATETEL ST STLTEATT SAHATT ot Teid HIAATE LT 0T AT
I ILA ATl SO 9 AT o Faree e it 3.
(3) = ATTRAT T TATAT AT

o RS RS A aTEd e ST AErdard. el dA=5wE
AIRT T STATAT TATAT STALTRAT ST, TL AIlgdll SThal S=eh TEd SATor araagr=t
AR IRl q9dTa. AT Ao AasHTeas 7g7eT 9=ar.
(4) TS GHAT

TRRIAEaR @== o Aase=T fRar a@qar I9 qmErn e G
AT onfor srwae AT da=ieday qgieT gedid. Sal., FHIaed

o o o o o

FTENTLI TR TLAST AR a7 TSHTHSHT TEATITH TATE 2Id ATRL.
(5) &gy T

e RaSeET IR FXOMAT 4% a1g] Fehia? Masmae Faor 999,
3aT., T, IFRIL, Hal, TP, TF g a1 Teh (MASATaY (G T F% 9.
(6) TITSTATAT FTATHET :

ST @ T =07 AT Fidl w20l AT TEd AT TSRV Flal qrehlet 9 A1
TAT & (HUT ST ARTAT. 9T BT HATSTHATHAT Tl JBRIGIITHT S,
(7) o A== sETSTat @

Flel dood AU FasmmET @@= 9o RIS ST BIE=maeT o+ JidT
S QTRAT LT AT AT AT AATAITF 3.
(8) M==roTTelier X :

ST 797 g I 1Al e adad F9d. ST T wEL AT

T ATAT TIROMTH TASHT=AT TATaY g1 6l AT Jb! HATSH1T TAT HH=orm=t sire
AHTAT AT,

CERBRREEIITIE T
TATET TS Ao S=Tdie T fora T, SAhagg T AT T J 970
(Standard) [f&T Fa AWM. g1 Y9100 OF9ql aEq9sS F [@dgiied JAEEld. SNy

THTATSAT hedrd ATSHE=T B0 3 ahdl. o 949 ==y o= e &g

ST e Ao Sae I T STTer THTAT 3% 9ohd
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