o1 @i 8 “AfzFge

Marketing Strategies and Plan

ool SIIGEE @3 eFesd FE 2 (@FHETS ARSHE @z T | @Y TP AR afsfas
AfefST 2R IR ARSI AT g% e [oasifea ooy e Ao e B At
NG T | QG RoATFIfReE @Feeors [ sifieger @290 0 2| 92 TG @FreEere [
AfTFEN N AT T @R | QAT AT G (ST ((BeTE, O (53N, (N AN 8
TS ARFEN TE @ TR | T A (e AfdeEaE 9w o7y sl ¢ e
AfFFT fFOIT Q7o T T ©F I T ZECR | 93 NS (AT FCATRG e, (FIHeTsre 1T aFF, 99
TR 8 FEIS ARSEAR 1= T QAT AR | GOR #ITY ST I ZCAR FoMd IA
GFF (IS ATFEN Q2T I W ©F (N0 | TINT GFF (@FHATS ARTEN Q2 FA CFCE [T
S, e, srwe fudfae, @ e, e Fufaer e I e afsfam ¢ faas T=ifde
TG 40 = | TR 59 AT el AfRFgam €T @ alfiwwr e Sieamwar w41 2eawe |
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23 Customer Value and Strategic Planning
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* (Tl T F IS ARCI;
* i HEAREAIR SN F IS ARCIT;
*  OIfF (53T IFHCE I FACS ARCI;
o Glifer AL ITHCE oo AIRCIN; G-
* TS SATEA F ©f I FACS AR |
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What is Customer Value?

AN (@FoT I ZET (@A AT (OFf AT IR MG Sere AT | (@A A7 &2 8 (IR
fifsew (et FRfSfer 8 SN AT (I AF | TR, G2 A4 Q2o & (@l 9, 753, *If&
FOJI T T | TGS (BICTT T G A R A (o0 T PIfofes I Rl 20T Wy
foTTe 2171 | @ 4T G IR G (FOIF *& TV I AP (@O ZCACE, TN [T ICF I 47N
TR G e weda [ wemit @y Fare 7@ | e,

(ST I = (FOIT FTHTIR - (FOIT TR |

@OR T | | o cRiffr | | R | | RS
a0 et e
(e
Rl
@R TG || wideaw wEgw | | ewm | | sefeaw
w ]
fom 2.: el oy fefeeomR

(! OflF] @ [4fas e sTrdaers sifeier +4 =23 ©f @ 72 2.5 @ (R T | ot ere
ATAG @ WS A & TCEAFOIE (FOIF ©ffe] TR T | elftaiferaef qrerea (awoia Ay
ffeq =y Tz frem “ewwrs! A0y @ FAR AT AR | G Foeawa A oy ffE e
TR Al Q7S FCH QA (FOIRF HEE NS NI JAF! C FCe AN | Kefeihiat oyie] 72 @
TR FAR T fSBIR Ghifers ANy fFafad Tare 7w @R @7 o7 AT [oree @i sifsegr
QR IO X |

Sfie] HEIAIR elferat
Value Delivery Process

e oM ST, ARSETR ST (SSMA F(AT AT SFeF I [Ive 71 =7 | oa R 2.2 @ oy
TRRAIR fer qrRRIRRFeT S F JOACR | @S 210 e A [eteiwaiaices qrencas foger
SR (@l [Toem FA9 SRS 27 | @F9F TS AT FEI67 @R SFied S_EIW a2 TS 27 |
@e! fTerem, e 45T ¢ o SR tofia 8ox fofe o opie v w1 =201 @ ey fRfsea
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I (PETore o Je7 =T | Q9T Sl eMITAa G I §F 1 27 | TS FRmfsre o
0T | G FIIGR A AR #0078 G 8y feifzel I =1a7 @ o1t Sz, ety fufaet, St feyafaer
FE A7 O GR (FOR IR T I FC7 G (3] [WF6© T4 | OFfe] IR &y [opelapiics
SRS (FO] 8 (S[EF AN @A FA0e T | [oreaaiar Rewadl, e opfe ¢ [Reaiwa e
(&FoT T (OIS AT AT A |

o7 o Sffe Wi SFfe] I
ot \ qmm \ s o \em \ w=m \ T\ T frew \ e \ R
[ tefy [ CRT
pw——— FEE ST folelT
fo@ 2.2 : Oy AR affen
GJi (5N
Value Chain

T TSP WW@WWMiChaeI Porter Sjie] PIteTa A ceTced A0 od 2.0 R @
AT ZCACT | @ OFF (B3TT #0) T (AT, TRAMH, IR 7R Lo a6 Ffafer fofers
FAR | O FERE T F91 ooy AfSD oL 47 I | 9F 0 RIAE Per AR 6 ETEr gt
34T AEBFA (Inbound logistics) €< LI FIGIET @ I AT TAWCHT I (Operations) <,
QT TGS AGTIBS (Outbound logistics) TIZF FCR 247 (FOF IR (TR (ST | 9F AT A
a7t @ @ (Marketing and Sales) FIEEC T (GFONF A GF FACS ALY FAT QA AT
TTFAr TWIET T | AT TATEFSII (G AW (After sales service) I (GFOICF HGS FT | SJfF
(53 86 A=A ST T FCq CTTE] T FIGHG AIFICAT (Firm’s Infrastructures), SS9 7w
JIZAGI (Human Resource Management), efeq Tgae (Technology Development) 8 2fFCICTT
(Procurement) 7 FIBTAE 7@ | @%@WWWWW 4I5 8 FIEFITST S T 8 ©f
AT TAR Y& ([T 0 | AFSDITR ey ST 0 S f[orer bt Sitereid Fieft TN MY
TN M IO AR ©OIF 8T |

:
:

T ORI
T T AT
ofed T
AT

JifE

JTHATE
Giisies

A=A
CREE) 2

ARIfE FEET
o@ 2.9: fie (537
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Core Competencies

T A FEce AP AfSHIT NP [AREE [T T M dfspm afsifrenes Ffaur
T FAS 8 AGR @ IRCS A | N GAfeE AN e @ e AfdnT o
AfstaifrereTs JRL TS Al (@FOracs FRYT AW I s@mi A1, @ el s &ivass
I AT FACS AR 2T 7R AFSTNTR ATF Aot I IO 2T | (@H- AT 395 (Apple
Inc.) 9 TERAT wFe! 8 AYETS Sqy ARTATSIA FIAC BT, H22FC, 2+ie, e Bfe T
Sfel] ST N QTR | SIAR e CA*(8] 20T AT YT &y @ AR AT I& @Y Al (SIS
PITZ FIRAR 41 | @ T @ ARSI (FSIHACE SIAF o1l ToAE 40T (7 W3S “fegeird foer v+
(Think Differently) | STt ayfete siawHrel, RUiawe!, (RRIRFONI APy =of tofF @
TR CAMIBY 2T Ot Gliferss Iy |

eI SAfaegar

Strategic Planning

e IR @RS AR @I eFed [aw | TR oo AT T TR @, G0
[T ef DT o wETe Gfeg @i (Departments) @ Fier F6a | A aAfsdiea difsyifae
T TS FA G QA [ONLTENE AP AT T FIS I GSH 2 | (@A 9F
TR I S TR AR 7% T T4 T e TS AT | I @ [
fafeg sfafsfors sfaaaer gz v | afed™ TyaeTe AT ARSFN (Annual Planning)- I3 GIFAT,
AR “IfRFF (Longterm Planning)- FIRCAA (@ QA Gy IR (TS ATFGA! (Strategic
Planning) - 7RR$® AffFfex oy g a2 3@ | G @FETe AfTEaT 2T AfePiET 7% @
AT AL I AR ARTSTN PR @Feeore el [ueTa afeas Sqa e
THFACTT | LS SR (@S o ARgar 2= O @3 AT T 8 THATTH AF LT
AFSHITTR 7 FANCTT L AR TS AN FCRNETEANCE FICS FANCA T | (@F¥Ears Afwgen ezt
0 foafs wesd oFa Reaoar T &2 ) efewmee RS (ASwfEs (Portfolio) Rt ==
40 R) AR eFfad T G AT AL iR et oF st Moy eifols <= smdy faefy
03 QR ©) (FIE oD 4 |

I TG (@I TGRS BB ARNI T B (FTTS ARFHN 42 I ©f fow 72 2.8 @ @A
T | AGTS FATS (FC (@GR @ I AfSHTR S (@PITe AfGgar a4z 0 | @
Afqeg TN e (e T afediag gfels e J A v /e T4 T IR (@I

| =S s TRofoe I sifa
\ \Z \
—> v \%
BISHIRIIEE-ai) SN GBI
— \%
AT AT
N N
@ 2.8: (RIS “IfFgaT, IBIT R g alfer
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TN &F A1 (17 T AT 27 b1 | oz sfqegarz afs om, e St s&Ege 01
3TGT 9d ife I Prae a2 A | @I JNT ARFFNT NG ASTEFS AT
ooy AREEAT 8 oo AfiTaar azd T 7%y oo 91 7 | o sAfawear 73 8@ Fw I | 44w
BT TR, (FHETS (Strategic) KA AEHT e AEEE AT RCAICET NLGCT Freiea Sfwg
IR A FA AW OF WF N | TR oI WF TR, IR SN (Tactical) ARFHAT 20T
By, eprE, 6T, e gelifer @3 Gt IR Revte @it fafaer i1 27 |

Q3 TG 7S] ASTEAITS FCATTEE, o, T ¢ [ sfesm e e z@e |

/G7

AFSHITTT AN (ST ST ZCET (T #f7 (Ol A AIZIER L Sfers Jfar | oy fefezm
@ FEl- (@l Sfie] = (ol FRYPTR - (@Ol IRFNR | [T Toqm g2, “faasea
WFCS (SISMA T I OFefR I I T & | (@RI #0f e 0E [l
TR foFe! SR (el o 47 ATAEH =F | A9 TIPS Ireid W5 a3 Spiea
SR A7 FACe 7 | (Fol [qorem, e FEm ¢ oy sk (ofiw e fofe wea oy
&7 <41 = | oy MEbta W3 SGIE (@S o @l = | GF9F OF eMItd &y
TG GF T T AT GO KoANT 03T | AT NS AETE (o7 i 2 A &
Michael Porter S5ie] 0o FAT ICCRT | @ OFIF (B3 0 T (AT, TAW, NI
R NS TG S e w0 2@ 3 IR T Ta@ o efep™ =g 53
B | O N0 RIE Prer IR ABG @3 FIRG TR FIGA T 7 | Qferss ALy
IS N ef ST AT AFEBIE JAT IR e elfed efstifrerss it srere
IS 8 IS A AACS A | (@FHeTsie oo «faga Tk @9 «3fs AfeTR xR 8
TFICET, T G AFSHTT o7 AT AL ARTSTANe [{oAeT FCANGTEANE FICS
AT T | TS ~Afegar a2 Fa foafs ewpord ovq Ruawar a1 22 ») dfepm
ffercart ciierifers e WgeAr w0 ) IaR efEd 7T 9IR IS AL JFE For
S e e 2t et e ol w1, @3z ©) @ e afest w4 |
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Corporate and Divisional Strategic Planning

@ et

Q AT N -
o JAED @ RN @Ferere AfTFEr I ©F I FACS ACI;
o  ICATCHG T JI ©F I7Ce ARTI;
o (FETS [T UFF ST FIF et fcs AT
o (FTHENS AR AFCF W NCAIT It 3efr fee A @ae
o e e S e <e0e AreE |

R, Jerera wdHife @ ofe ~fRiaeem TR J2nwen AfeBitd Qo) Te ATCE, T T
erite efecfron AfmT srefe o T AR | O e afedmetE B AR & @rem
MY IR (O I SIMACE AW 407 AR (B3 FACR AT A AL TG TG (ST MRATTT (53T
AR | A YR & [oASIRCE Toed (@eere g agd F9re &7 WF o J0F of
TR FACS T | €3 A0S @1 oAfege Al e s St ¢ [orly @ eers o
I SN a1 2R | AT AT @i AR af g s_aS) A TP GFF (TS
ARGFFA T SN F47 70T |

TG @ ReMiw @ erere Al

Corporate and Divisional Strategic Planning

Afsvife 8 e @reTe Aftega ot e S ffe @ e v Sy fufad s @3
JISCAT 15 41 2T, T W4 [ gy ot g9 <o 326 Siewa ey “ifaege tofd o | Feefieas
TS G0 ARSI AT ARFAE @RIT | FCAES (TOFADBR 51T G AREH oraeg Ffer
T ;5 CTRTAT JA-

FCATCED faie sTeceifresae;

. FETTS AT 2fedT;

ATSTT (PIEANS P GFCE TV JAHPAT;

. @ CAPTR e |
FCATEG o seeeifresa

Defining Corporate Mission

FARD QUL sl & @ v @7 Il TR w901 i 2o TR afspTm
SrwRr Wpie [ A AT e dxed MoEr emi 0 | J76F ARG @i
WWWWWWW(MBQOH Statement) ICT | AT ARG AL AL &S
AfsHIeE e i toft Fare 7 | fimiw fufacea ova afsfo efsditms wmr ecarem; s
[P N, (TS (F, (FOF 6 @ AP T67 Fo5g, TP SR F 2(3; SRR FF 267t Tow
Tonf | @I QTHT TET T Z0H N AfSHITTR Ty e SAzifre w4 e =7 |

® 6 p v
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QAT 18 ¢ fofes e [gfe s e, T, CFAReeca (@Fors A e SR rereTe
TSR (@Y iaer 40 2 @I @7 TG0 ANBS Sy, (e 8 JCer g AR | oI S
fagfen #ifof @i taf*izy weare-

n e MAT TOFR afe AT T =3

1 AfSHIta ey A4 NS 8 SIefa eAq SFPITI Fl 2;

n A4« fsrif o == A1 ¢Fa fNyfe T= My [T Fidas Afifre 2e;
- IR R LR ECIEEREC NUER

0 NS, TR 93 L RS TS |

Our mission is to empower people and communities in situations of poverty,
Brac illiteracy, disease and social injustice. Our interventions aim to achieve large
scale, positive changes through economic and social programmes that enable
women and men to realise their potential.
Square Food We want to be the world-class food products manufacturer in Bangladesh by
and Beverage ensuring intrinsic quality products and customer services with state-of-the-art
Itd. technology and motivated employees.
TR .5 ARG T (Beor: 1 @ -9 SAREBrET Swaiss)
FEIS AR 9T effent

Establishing Strategic Business Units
@fert efssiv I @I @ SfEF S0y A ERN I T FRET ARGEA I | @RS

[N ISP IE0e [T AT GFF (@I AAT O ANT A AFF Ay A A a5 [Korsr w<r
TN (FITCE JAE, TR #-E T 8 Ty AT G ©F NS Gy T ~IRger e I | G316
(FETS AT G RS M2 Aes; -

1 aft W3 T I A FORT THFIE AN (B T AFSHIT Sy A Afwgan
(AT AT
H 93 ey efernit At v

O G eSS ARPEA], I FRIGT G [AFR 87 O (FeCS AN AN SoAMICT e
G GFG BT AT |

TAIRACTTe!, FI FC G (qOIEE 99 WA A4, * ¢ oF foq Jis TP 9FF | (@FErre
[T @59 fefaces e el aataa & 52 (@i S=ReTw T4 = 9R 2Afelt e g
G AT WL Tl = |

(TS [IAT GIFCF T et
Assigning Resources to Strategic Business Unit

TS PN @ el TR o7 afelt @erre e 9w Sedarre! ¢ *fe JnrReTR
T GBS Ty QTSN T I4W I | (RIS TP % FRCAT Gy 725 S
QIS T AR FEI- (@5 FIF6L @ @itels (BCG-Boston Consulting Group Approach) @3
(SHICEe SEHLE WIS (GE-General Electric Approach) | @¥itd Y@ ([P 0 &4 @iitels
(BCG) R=ifsr® SIteToe %4t =0eTl-
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H (IP5F Ao &7 @ites (Boston Consulting Group Approach): (F*E5e IR G5
TEHRCTR & AT JIZAN Tomet T @5 IR o 3% T WGF (Growth
Share Matrix) (OfF FCACR TAT IS é’@ﬂﬁ T[T (Market Growth) 8 WEHIETR & S
(Relative Market Share) @@ 926 fqtaoe <21 z@er | fo@ M 26 @ & @I FFwE
Af BTt TG JOF @S T 47 4@ BCG & R TG (e =ee |

o.

IR (Stars): T @@ @ TH I@R LT FHF I GFF A1 AAPTRE IBF I | @
GHCT AT GFHA I &3, FeFwe @R AfSTMNR ST GHEAT @A Ty
AT R Qe &7 | 9= G T G A GFNT PO AT @R OIT @1
T FES- @ AfFere 270 | @ 2.¢9 136 INT @FF B @ AT FAE |

I FE& (Cash Cows): (5 A& & G TH IS W g [T A ACE
PG 0T | G FIe PN GIE T A1 =g RN I3 qrenq «eq ey AW | Gore]
[T aFF T 947 Zee AfSHitaa apa o wfere =7, a1 e f[fey <=5, @ sifaony s
Iy HIAR GICF [T 47 789 =7 | 7o@ 2.¢ @ @ 930 IR0 G5 T FEe

« SRZ FAE | OF NS T I AR I3 (AF PATNEIFOE G TSNS [@RIT AT
Q JROT AFF Fafo FIEE @R e 20z |
TRICHT A

(Question Marks): TH

.%Q e ' ©®

e JEE T Jg

STl < A SR |

(FICICHT T F&01 T | %

GAFT [ AT | I ‘WW‘ TR g
SEEEE I o E . g

| efesmre fawar ®
TFT T GFICE R G S

Big TS F AE 5@ 2.¢: BCG e o« WG

OR @ I fre
7 | fo@ 2.¢ @ BTG YR T UFF (FIHCHT T @ IIZT FACE |

. O (Dogs): Y & &gfm ¢ Ny e WA ANy [ A AR T AT | @

AT [T TCo Sere S Y32 A AF [ e R I & % 23 AF | 9
FIRACE G QR TIAT G AT A0y Al @ e [ =71 e 2.e @ vgwm foafs
[T GFF T @ TIZ FACR |

@S AT AFEFT SRF TR A9, AfS (@FEre TP GF T T @ @ g
AfqageT iz S0 27 | (FIETTe TTNT GFFRTEAR T BT GG (ST &2 71 7 | ey @
PRI (@R I F41 2eTl-

3T0 73
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. AR IR A5 A I& (Building Market Share): (I IR W4 [ qrae

IR Ifad FHEE ISR NN A Iw TA A | FRCGT AEA 8 BT I Oo_FS
TGN FIANSET T @ LT (e Qe 41 T |

403 AT (Holding): (I [T @ Aifatrer wief e o7 sAfawret wigt [fqeaiees @
S 4T AT (@ @A T | T IO @ IRIBESI AN 9IS QAT CF@ 9
(T Q=S 4T 7T |

QU (W (Harvesting): ATNCIRIW Feee [REIoT 91 I3 g GRIW (P I TS IO
QM BT TV I QET (T (@RS G (T @ 2 | R I wde we e,
TERARIT (FIICHT T 8 T @ TIFEFA AINT GFF AT & @ (@Fee @z F1
AN

. TSI I STAFIT (Divesting): (FF TINT 7% A [fga e AfE erey=e @ @R

@ ST AT ARTOI I | (FIHCFT A 8 T @ IIGPIET N @FF Al
AN (FC@ @ QAT @ Qe I T | AT ARIS R A A (@S [
OFPLTER TIZI ARRAES 2 | 1ol G 5T SFTS (FICT JIPAT T 20T (FIHCH T
Q SIF FACETS AIIOICO ©f IBIE RIS 20O AT IR IBF T0o I FIOCH 8 FJCHTT
THACT @ AT 0O AN | O@ T FfoTwe S AN; @G (@S TFA I 50T 0o
TP @ @S S | A (P RIS SO TP FE A @R e oAz 8
AFSHITT (FITET @917 [T T I OFF T AT SR 6 7 |

&gt eI A

Assessing Growth Opportunities
AfD e3fas qear e Tam e 735 vy wfvs; o7 T0Ee & AR eere 3 J@reT
A RIBIZFA |

F)  TF JPNER & AfRTEN @oF (Planning New Business): TS 39 G5 ARSFAT LoIT0TR
T Afept diFege ¢ eepife R A fgfad w1 dFemee e =@ T8

@@ dfese W
SRIQ; S, @
A e 3
TN e I
oiF gesifre i
I WR eeife
SRR Crc
grewge  fReew
JREAE  (FENS
SITPEI *eTZ T |
Q@ T K Ty
TeT T T

(I ATS

T (I=F)
@ 2.b: (@FETTS AfTFF Ao

SRS

T

TP TR A &F | od TR 2.0 @ (R TR, AfopH for «Ree efa (e SRer w6
(TS AREHAT HOTZ 57 FHC© AT |

3Tf0 73
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5. fARe e (Intensive Growth): H+fe PTG weal @i el fofre warce e egfa
T | AfSHI I @R #[¢07 @ IR 707 T Fea o 8 fofe = e efas samt
fofze =2 | Bw 2.4 @ =9y ¢ e PR fae @ MRE @gfes @Feets (I = |

B IS ATI= F (Market Penetration Strategy): 53116 SR AT 91T (SICAT ARST =1
GTF; ISAM IR, IO 7 Raw g Mo aAfovir eFfa wwera @
e ARRSH, TN FH A (A TR T AfSHT IS AT (@I ST
FACO AT | @TNF-
S Ear TSI 919y TS ety
afegRIy &
iR g =4 | q ST G ST I el B @
PHRAT e | e
]I, F CATCH]

T& R T?‘“‘W e e
TS T (A '

so B! Fex e 5@ 2.q: eI TR e

@ Rew I

IS AT |

0 JIEF SFFw @ (Market Development Strategy): 997 (FIH SIFFAR I&F s
FCE, ST A7 CTIT [Rfewa T efevies efa TGEwa (@ G S e
I | @ @ ST I AFSHIT TG QAT AT g (@SR (W6 ofly Gy 07 |
- G RGN T * 7 SIS A ACEGRTI FIoAT FE CIAFFIF TS (SR FIR
«3 [ ey F@ w7 Sgaw <41 |

o A9 W T (Product Development Strategy): TS IS EISEE sfefee ar
RIS #ey R WMo eAfevitra egfa Weaa @ #dy S @I T | 9
T TR W, (e, fTedy, wisR-wgfe Tepin sfies qf s agaeiq oy
T T O (GO FE [T 40 27 | [@N- & [N =157 oo @ Faffem
(TSI &= & RIFFANT T (@ICAT AR ARG S BT @ AT = [z
FACS AR | QT GBI g #Aoly e IS T T JICR |

1 3foaea @ (Diversification Strategy): T JSIIT Sy e el RGICRF AT
DI efa SETTa (@FHEACE ([Rbasae (e 0 | We- I =&t [fafey w7y wgm
“efy et R Tg «Ffs IreTa FIAIT I SEG AT > 0T R 6 |

. ¥ &f@ (Integrated Growth): TSN [IACAT AL FHFS A GAR TR
T feBitTa e e (RS AN(TS (@ I | [ ARSI e
T T R
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u %ﬁﬁw (Backward Integration): & SV 67 2F® T T (G AT
5 (AF IS e @8 $F A | fKF fFaae I A s Sy afeye
OF T GFIEF ARSI [TF6 Z0S FIGINE He@Z FAE OIS GTLRAT TR 0 |

8 TYIYA AT (Forward Integration): 7% 2¥S A *F AfSHT Lol A SAZF_
[ATRF AT 207 (@Fold IR (A7 @7 | A4S [ T &y ef ey @ b
I ABIF A oA [P MY GHfare F SRR M FACT ©ICF TFALA
A A |

B SIS I (Horizontal Integration): & SV §F T AT ST T[T & I
3 SIAA AT @@ FIAE ARG S0 ©ItE AN AW 0 | AGETS A
e @ SfiF YA S & @ LHCF AT F4T 27 |

o, b &f& (Diversification Growth): TSI [T A FHFRIT AFLA G TS
0a R Jfad QToBICS T2 AJfa 0T | @ «R egiad (e FouiG (I TR | IA-

b @"@W I PN (Concentric Diversification Strategy): ISTF 2T AN
AfEroeld I RACTTR R 2o TPRHIT Toa 267 T G T (@l 76 of
R 2B (FUIg® IZA (=T 0T |

O S IQYA @™ (Horizontal Diversification Strategy): ION #TNF A
AYGTCOT THFET [F€ IOV (FOIF [0 T ATATGHITS! FRCR OTF T AT S
8 RGRA BT TS I (FI¥E ¢ |

o e @A @3f@ (Conglomerate Diversification Strategy): IS (&, =dy A
T AN IHFLT T ey T 8 Az efrpBIca e qoy e 0 |

) 2R I RIGIS AT IF 9K & ARTEN &oFT (Downsizing or Terminating Older Business):
TG AP BT T AN AL fSHE 27 I 7o AP 6o T TS 2 | FIRer
[T G T ATAGNT T TS IR IR T ZT FACO AN | (@A F oG
sJAre T ef SR (12 B +Iff%fs Sadt Fiowit w3, [ v @@ 3 e aerze @
IR FTeEF A ©f Rfeearr e |
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Sy A

Aifstifa ¢ e @rre Al Feoift o o Sifs @er 3R S Fudfer
TS IS 1o FT 2T | AT M4yew [fey [t qae e T8HG sima fery sifaegm tofs w5 |
i =R I[N efopitaa S wipifee [3fe af g e aeas Mfomar eme
IE | PETTS IR @FF fdiae TR o9 dfell @t [P uIEd weaet 8 *ifE
TR ML 2SO T QTGIT T 4% S0 | GUFGE @F5F /6 @5 I BCG
GFICRTTE CFTHET® JPT GFF R G ARZAT BIZE SAWET T @PBF FAM6 o i
e G T SR @RI I egfad - ¢ QAT e W fww 12f% f[eave wea o
@I IR, TP FOS, (FIECET T, T IqT T TACT | (@FHATS I QFCF AIZIT
T 79, &S (@FeTeTe AT G T @ 8 T sAfegr dfa w9 =27 | @ EEere e
GFFGTEAR T B <R (T &7 41 & | Gl TEl- (3) IS R 16w AT 3, () 40
AT, () O T, @3 (8) HAfrerst sHeAeael | Afop e A Fdiwe w732 fww
Go®; T TPNCIT G ATTFHA 2eITT GRS [T QGRS | Heifo AT Sea! efaa
T ffze waite e agfe 90T | To7 JPNER & AREA T w  efewi bR e
T #MI@- (3) T AR @FE, () ST ST @ 7R (9) AolT SFIT (@, (8) (Iv@daet
@ | TS egfad Gy eSS oMY T, LA A S TN AT A | AT
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R AR (@I o Fare 517 ©f Afeditas wpife fgfere emmte g fxm @ g
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SWOT Analysis

afeitag e Ly, FEere!, [T 43R SRS TG 8 THRFE SWOT Reaer e | 507
AP Srorde 8 Ay ARt Reasd 99 /s 2 SWOT Analysis | TR elfSditag
Sered HAftEeen ffey fammr AiEsar s [Reeasfa afsdima A (Strength) @ g&eTst
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) e «Afdc RTas (External Environment Analysis): IS IR0 Soiwia T>il- Gt

)

e, wdtafes, Aetafes, FfReif, wEmre, A, Argios SAme Toyifr efevita R
GFEA AT TSGR AR TR @O [ IR | @ SAMFSTE FF 380 © @ [WiFe
TG 4T TR | AT 0T AR @ 7 T [AeIes T 8 s fofes
IR | ot I IS (@O AT A AT YRR (AT @RI, TR NG ARSHI [oree
G FACe A | FoToIta e el tofd Tl AW: 3) @ I GAF A%y IS WAL, R) beife
ooy I CIZ ToF A1 ARHEESIR [o79 A1 932 ©) 77 T ey A ERT IrSea IHa 4 |
ST AT AR AFENTST 8 A TR ARTCAT Sy Arend Fearer s (Marketing
Opportunity Analysis) T FCHCT MOA (ST SRR S90S AR | GTCHE 2A50 2TaF NHes e
WWWW

H QM (AF 2lie RLN 18 (@it e Fohosye e

0 IO (GFOIMY [0 FRUITT A5 @ 5% &oNfet g el (H=ieeT 7 fwayre

0 (O LT eWITTR S TSN S1em @ ey elfdias siieg f&r?

1 AfeD & Sy dge G FIRy AT o Sit FRUl emiT FI0e #A0?

H T (A0F &lie S AfSpiea R weaer] s
NS, ST SAeREEe [oay FREE o AR PR @30T @R SAfiTes
AfSHITT RGP IR CRTEE ARTatre exfe 0 | ARErR TPt SR & @ ( IFITeE!
R G A 2IfFFF (Contingency Planning) &S €3 |

) A i ) o MG
ST AR oI I
T o % =
s 2
EW‘ > R E’@E{S
A . % 8
o IBH
@ o.5: JaAH 8 g Uik

5@ 2.5 93 (F)-t0 M WHH @t 2 | AfepF sAftaer [feg qrrieEr ffes s@ o
TS 8 FFLNTOR W@ fofere 5,2,0 A 8 T A | AT AT A2 (@RATS AN (FI
FEMG azd a7 efedima oy JRdeEe 2@ | o7 s «F TS R’ S=REE IR0 (5) IR
QIR 8R HCA AT Reavaa &y 71 Sy | i1, boa 2.6 97 (4)-co e s ot
AR | SR REeR et fbfee 30a, T W[ TR ¢ $FTed fSfere TP
FE | QAT @A FACT (@, T HR @ (T RPN TR ©FF &y Afdiaa 4 «@fes @ea
AT @ ATASH @I 87 TCRF TAPRTE TOb! AMFCHS 7T | ATGMCF 7R @ 0 TCIF A
8 T T ef DT O ATSHIPAE AT @ (P @zt FA0 |

oAy Affre Reawer (External Environment Analysis): weopEdre oA R qece
AP TeTel @ Vool Ruawets @RIY | efsditTs sreredr (e Tefte T ima T
fRerrmg @e- e foer, @ Ko, smaE, et o Tev seed s
TRYE | @ EMITE o0 FREFSIE FC TV FA0g ©f Aol IR TG IeTo! 8 FIere!
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S T 7 | FR GF WC 2AfSBH SIF Ao AR qieTel @ AR [q@iA AR
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=Ty fefaer

Goal Formulation
RSP SWOT Analysis T Reet 419 #19 “fisfere e oy e oy fdfae sa9 emem 27 |
SfERA AT GF FOGTA! Srory TR~ JAFICATe!, [ern e, rew st Jfw, A 20, Terw
QR AN e ARe o [dfaer I @R By (e dAR o eI @Fe Sreerfefes
FZ (Manages By Objectives- MBO) @il ARGIERT 303 e | Srapeifefesd gioME e afsis
Sme*i7 e pRfG (A2 AT eares =7 | Tl

S, STHIRTETIR QP09 G SN ASIC;

Q. SrHmHRTEl TebT M8 ANfafeFeits e F4;

©. Sy IBIOfeT AT «We

8.  TrRy WIE NPT e |

@S 157
Strategic Formulation
ATOIT [INACE SIF T SN G [T (F* (Marketing Strategy), @& @& (Technology
Strategy), €3¢ &7 Al (FT=1 (Sourcing Strategy) € TN & CRTeIET NI FACS T | (I I
(@ (BT TG (@ 8 (IS (S5 @ G35 Awhs (W05 S5 FaT =0eT-
) (BT T (P (Porter’s Generic Strategies): (S50 @A (@17 w7 F419 (%@ foas
TG T AR (T AV FEACR ©f =R
. % T[T QY (Overall Cost Leadership): 4 T AT fmes Seowe @ 9= 3%+ 2q0a
TIYTCY ST (5T I LT #f6ly [Raha e QR JRR I WLH & Fe0S M1 |
. RIFT (Differentiation): ATF@ PN WCAFFe @ (FOMT T TAR® I
TV S WA ¥ | TR @eleNE, (T, Ay 618E I IR e wea
ALFFFACIR T A OB (ToP (SR & (53T LA |
©. SRS (Focus): @ @R (g ARSI @ I G TS qreiia et 9o (7 @32
T FHAE TSN QN (521 FCF | (TR AOB A &) TG T (T9P A TS
(R SIReTH A |
%) @PETe (&5 (Strategic Alliances): GFIF @ w2 T Raf efsvi wa@ (wib @0 @ (99
(MG & I FACS 21T SIS (SIS (&6 I | (@RI (@F*Iersre (iG e (qiesa Sl gl
T | el (@i 519 @ of WEaen:
S, M7 € G (S5 (Product or Service Alliances): GT%(& a5 fSDw oy @I afevmee
Sfoly BRAMTHS T AL M FACS #AT WA 725 AfSHIT JAMSIT 9w Ay AT F=7F Aol
TRAMC SR (AT |
. @FFE® (&G (Promotional Alliances): 9 AR (&G G35 oD o7y Afeviaes oy I
TR @A Wi 7 |
©. AGEF @& (Logistics Alliances): T (FICA 2AfSDIT ATNT ZIET A Fre Sttt
TfEa vty =R efeBim azd F0a ©4F OIS AfG(Es (Sl6 0T |
8. W fNufae FI=REAIYST (Pricing Collaborations): U@ 4FIfS efevia e & ffares
Ty TS SOdy (&G 1 U |
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T ffae @ IR
Program Formulation and Implementation

TRt fyefael e 517 ©F VIR T G TAENT IR0 vdfae T4 & | @ I [ TSI
Ier T W T, TIANAF AL &O5F ql AE@FONS v [foq e A COIRTIET A P
T | (ORI (Stakeholder) IS (TS, T, FHIARFR, IBAFIT IS @RI 27 40
AT IS A dO7F A ATEFONS Give AF A &el® 7Y | McKinsey and company G
TR QFfB T A BT &+ A AW AT 7S ART=RFS Tew A | @ Arsfb SAmiaa
AT (FHETS GF6 AW | TR TAMITER AT ST 8 (IR VT F0Y[6 AT BT
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(Strategy), oA (Structure) 8 e (System) | qNTAE 27Ol ST TAMINE AFO ST (Software)
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efefeat e g

Feedback and Control

[P G (@IS ARFFA! VIR 27 AFSDE TeTeee e QI TR FA[ STACH 2 |
aTFE AfSDINE TorEdl 8 YT AREENE ekerel ¢ ARRST ANe Fa0e T GR G ARKSTa
AL FrSICF A AT AR GEIce (KA T @i @FieT @ F0yfb IBIT TG oz w41
| RUle @FETe AT Af i SN TN o6 ATerod ©f IBIRT I I ICACE,
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/G7 e

AfSfB TP GHFT & AT TS ARTHEA A7 T T effeni Afeft ot 9ofG [p ¢
AOTAT SAEC (RIS #I1TF | IPT G377 @rerre sAfaeear efewr Areft @ ofde | Jzea
AR @I FF oE Face 57 | of efstitTr Sppifae [Yfore aamts It i 31 go a1
7 | N e afsditas Mfeq A Aesy @ ot 7 7 | AfevieR ifde sy, gderer,
TR GR TRAF TS 8 FEHRAE SWOT Reawel It | o7 effspira o ¢ s
i Reerel T *f@fe 2 SWOT Analysis | TP elfsitTr srepear sifiaem ey ez
AL T oIt efSHIwa MWL (Strength) 8 YT (Weakness) SILRT I | TUACE 453
AN AfSBITTR AF AR TAMI [eaet F@ @I (Opportunity) @ N (Threat) e 3 |
AfSHINE SWOT Analysis I R F219 719 Afslere swes sy A oy fufast sae ewmmem
| ARSI TP (T FOT] Ty I~ JAPICArel, R e, e s I, e 27,
TORY @3 AN TGIvE A o 4l @ |1 ATSF TIPS ©F T TS & ool
T, 2FfE @FTIaT, @2 BT Ffadlt ((Feier 97 AT o (T 167 FA0e 2 | (@i fadfaer s
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TR A LOTF I ARFONE Give [y HE A EERETIET AL IPTCRT AT | I
GTT @FETS AREEA IVANCR *F AfSHAE FeATA AGIH GR TG T A 7 |
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o fIorelm AfGFET ST SF AT FACO AT IR
o RO SARTHENR THAMTANR FICF 0 FACS AR |
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Marketing Planning
TN AfSHITTT T 8 Ty TSR &l SIS F Tl A, IOl 41 TE, @A T4 A, &

03 oy 3G QT =PI eazaes [Roee sfaegar w1 &1 ot w3t Fafsfey afewr | s
OF I, AL AGAWE & [0l AfGTger a2 a0 7 | Jodr e «fwgm 2@ I5 Feed
fafee ¢ Wy «afs For T o S e Reege w03 Reraaiae St w@m 3R dfspm [
Tl ST FHGT | @ AR o (iaed Fidmfed e We @3t Afregaeee e g
IBEE O A0 | SRR A- (@I efSBI oo Sreer I 11 77 AR cooo T
sfely fara 415 STt efepitas A [y Rerhmz « Sy SIete & G FE FA | AW
e ¢ooo TG #107 &F® FAF &BFS e, o< o =107 gge T &y FIHINE o [feg Are
A6 FACE, TFF W GIZIT o1 Aoy 2Fe @ [R@eaa e F et @ aférswe g | @ e e
fI9TIT (el T FaPIe QN STl Mo o fufaer, Afde BIeT ooy (Mg (rear @z Koo SoiEs @y
FIE FAT | GARRTAT FISH L AN ANMLS FEER, [T Sy AR ¢ooo TIFE 2147 Jreorfzs faea
T WAl F41- NG 34 I TS |

Rl AT TR

Contents of Marketing Planning

2B O 2fSfB 7T, =1y AT ST oy oty ARFFA @2er T ACF | (QT AP ATANS S
(RITBT AR LA FEITSI FIICA TP T 0 RS AT il I o1 gt ege 03
AT @ AfST MWE o Spiaet w0 ARE Qo w0 | oo AAfvegmw @ W faw
TAME TEEE ANF (TTAT [0 ARNT L (R ZCeT-

AR Tt SAEFEIT T AT T SAPR |
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petere et fipetey, foters Sowrely, SIAfeT Sraly, TOIE A, IS BT &R |
[SRECEIRERTICEE Y S[ely, SJEy, BT, (IR, ool oIt |

it Prare TR-30SH “I085, [RGw (I, 4a5 ST |

[SEEE IR, Foter efepie, traxsR &y “Afrgar

AR q2: 2.2 : AR SAMTTIR

y. AR AIT® (Executive Summary): 510 sifga & AT A AL R IERICURIE LN Tl
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. “faf¥fs Rease (Situation Analysis): 73 IwCe 7% T QR T AT Al ITEAN
SRR A | AAfES vz Ty Misie Ranetees oy (el 23-

2.y, IR ¥ (Market Summary): IEF ¥ [Eer F69 & Ie vifzwAl, I
A3erel, e eqfm G AL A IS orens fefemyz, (WE eI ey aR (@
IR ereifie T AN AfTEITe SAMNGTI ©AF AL 8 I Tl T |

2.2. SWOT Reese (SWOT Analysis): (@ 75 Sgfefife I SeeiiRe 9% I IR0
T 74T B A OIE TN I | WHIE ([ T ARPLAT CFATR AfSHITTR ST@eFeq
oo SRR ST ime FF SICE el S[earer qeeT | Reoraaidie afsfirs exfs ¢ e {eger
FACS T | GF TRy TR e W3R IR ARKSTLTE 7k f[Feid afev ereifve, Sww
AN TAFS AT O (A AT T AW | KA orens fowr-=ife iy ww@idt 79y Aee
UG G T A | AoTiics eufee e SRl 3y Foq JenEe a6 9R @
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SRR FfETE SRR e a2 e g e I |

2.9. AfSTIPIST (Competition): IS 24T < fS@IANWMA W, SIMF IS *ITE, S
ST T, RS Repele @& =ie Boyifna fRamel cream =3 |

2.8. 747 WY (Product Review): 93 efSHITTT I8N @ STy 1oy M7 @ @A+, 2Hely Mg
AL L AT R, 2Tl 36 @ (NG YA I 41 = |

R.¢. S (Others): QAT e SAfFReT AL [CIBF AWy [ITRTET DA F40 23 (TH-
ciferes sy |

. TRo/T FF (Marketing Strategies): f1F SwrRfeT Seited &7 (@ XA A F41 TF ONF
TRl e T | ool et 7R oo “ ifeel” I [rapee eifsi SR f{erem ooy SrecTa
oI IR | AT @t g e eafemR Feitd (RiRer 1 203 93 IR Q=R
R FT =03 ©F (IS TS Wi Fa1 = | o @it Srard 71 & S (Mission), Rt
%] (Marketing objectives), i 5%y (Financial objectives), TOIT ISR (Target markets), DR
(Positioning) |

. TR S (Marketing Tactics): Re9T @FE T 741, IO, T, T q¢ [0 IWATS
2(J ©IF Fraie azeld [Rees sefRs = e | waife, Feifaaset 2oz a9+ Afkwga qce & [eeT
SRR ey wE AET @3 o @Feie e I oAfaser ees 8 INE aes o it
AT A | oo AR FoT IR & A7 (Product), I (Pricing), I (Distribution),
@A™ (Communications), e oTIgel (Marketing Research) Torifn faac s-mafe gz st
L

. s 2AfTFEN (Financial Projection): R&w, I7 ¢ @F-307 A [ o afede wifds
ATPHAT A= I | =TS8 S REewer I3 IS FePeta 7o Gl e A |

. T@&@ (Control): ~Fdifre ST Sgaidt f[orem T swiifre =zt 5 91 ©f SwRfE T4 3R
AV Tre e 2o AT es g0 @ FAE Koo fmaer e | weife, Rere faees
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