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RBHraCaNacRkkm<úCa

Cati sasna RBHmhakSRt

saklviTüal½y ebolR)ay

mhaviTüal½yRKb;RKgFurkic©
sMNYrrMlwkemeron
muxviC¢a ³ mUldæanRKwHm:aXIFIg (Basic Marketing)

-----(((((((((-----
I-sMnYr-RtUvxus

1>tamelak Dr.  McCathy m:aXItFIg KWdMeNIrkarsgÁm  nigkarRKb;RKgEdlbuKÁl b¤ RkummnusSTTYl )annUvGIVEdlBYkeK RtUvkar  nigcg;)antamry³karbegáIt  karpþl;eGay  nigkaredaHdUr plitplmantMélCamYy GñkdéTeTot.
1>tamelak Dr.  Philip Kotler m:aXItFIg KWdMeNIrkarsgÁm  nigkarRKb;RKgEdlbuKÁl b¤ RkummnusSTTYl )annUvGIVEdlBYkeK RtUvkar  nigcg;)antamry³karbegáIt  karpþl;eGay  nigkaredaHdUr plitplmantMélCamYy GñkdéTeTot.
2> kñúgn½ym:aXIFIg Baküplitpl (Product)mann½yesµInwg TMnij ( Goods). 

3> kñúgn½ym:aXIFIg Bakü Needs, Want nig Demand mann½ydUcKña.



4> GtifiCn ( Customer) nig GñkeRbIR)as; (Consumer) mann½ydUcKña. 


5> kñúgn½ym:aXIFIg 4P’s CaBakükat;mkBIBakü Product, Price, Place and Process .

6> kñúgn½ym:aXIFIg 4C’s CaBakükat;mkBIBakü Customer solution, Customer cost, Convenience, and 
    
      Commitment. 
7> karvivDÆn_énm:aXIFIg (Marketing Evolution) manbYndMNak;kalKW epþatelIplitkmµ ( Production  

      Orientation)/ epþatelIkarlk; ( Sales Orientation)/ epþatelIEpñkm:aXIFIg ( Marketing       

      Department Orientation)nigRkumh‘unepþatelIm:aXIFIg ( Marketing Company Orientation) .

8> m:aXIFIgmanmuxgarbYnsMxan;²KW edaHdUr( Exchange)/ EbgEck( Distribution)/ sRmbsRmYl(  

      Coordinating)/ nig RbmUlB½t’man (Information Gathering). 
10>TIpSar(Market) nig m:aXIFIg (Marketing) mann½yxusKña.

11- m:aXIFIgcMruH( Marketing mix) nig 4P’s mann½yesµIKña.
12- TIpSar (Market) nig m:aXIFIg (Marketing) mann½yxusKña.
13-\riyabfrbs;GñkeRbIR)as;CaskmµPaBEdlEsþgecjnUveBlTijplitplnigenAeRkayeBleRbIR)as; plitpl.

14-karkat;cMENkTIpSarKWCadMeNIrkarénkarkMNt;bBaða nig»kasm:arXIFIg tamry³ karRbmUlTinñn½y  viPaKTinñn½y nigpþl;eyabl; GMBIviFankarénkarEk lMGeGaykan;EtRbesInUvskmµPaBm:arXIFIgenAkñúgGaCIvkmµmYy. 

14-karRsavRCavm:aXIFIgKWCadMeNIrkarénkarkMNt;bBaða nig»kasm:arXIFIg tamry³ karRbmUlTinñn½y  viPaKTinñn½y nigpþl;eyabl; GMBIviFankarénkarEk lMGeGaykan;EtRbesInUvskmµPaBm:arXIFIgenAkñúgGaCIvkmµmYy. 

15-karkat;cMENkTIpSarKWCakarRbmUlpþúMGtifiCneGayeTACaRkumEdlmantMrUvkardUcKñanigeqøIytbeTA nwgskmµPaBm:aXIFIgEtmYy. 
16-edIm,IRsavRCavm:aXIFIgtamEbbbrimaNvis½y (Quantitative research) eKRtUvkRmgsMNYrRbePTbiT 
(Close-ended Questionnaire)
17-edIm,IRsavRCavm:aXIFIgtamEbbbrimaNvis½y (Quantitative research) eKRtUvkRmgsMNYrRbePTebIk 
(Open-ended Questionnaire)
18- plitplcMruHKWCaRkuménplitplEdlmanlk<N³Rbhak;RbEhlKña cMeBaHkarbMeBjcitþGtifiCnkareRbI R)as;nigkarlk;eTAeGay RkumGtifiCndUcKañ eRbIR)as;bNþayEckcaydUcKña nigRtUv)anlk;kñúg kMritéføRbhak; RbEhlKña.

19 plitplExS KWsMedAeTAelIcMnYnénplitplExSEdlRkumh‘unmYy)an pÁt;pÁg;eTAeGayTIpSar. 

8-vtßúFatuedImCaplitplEdlminTan;qøgkat;tMeNIrkarplitkmµmunnwgkøayeTACaplitplseRmc dUcCa eQI Edk tMLÚg>>>>

20-eRKOgpSMCaplitplEdlminTan;qøgkat;tMeNIrkarplitkmµmunnwgkøayeTACaplitplseRmc dUcCa eQI Edk tMLÚg>>>>
21-Sale Promotion KWCaskmµPaBénkarCMrujkarlk;EdleKbegáItedaytMrUveGay manTMnak;TMngpÞal;rvagbuKÁliklk;nigGñkTij.

II-sMNYrbkRsay³

1>  cUreGayniymn½ym:aXIFIgtam Dr. Philip Kotler ? cUreGayniymn½ym:aXIFIgtam  Dr. McCathy ?

cUrelIk]TahrN_bBa¢ak;elIniymn½ynImYy² . 
2>etIehtuGVIeronm:aXIFIg? cUrBnül;? cUrniyayGMBIsar³sMxan;énm:aXIFIgcMeBaHsgÁm GgÁPaBnigbuKÁl.

3> etIGtßRbeyaCn_TaMg05 énkarTMnak;TMngrvagEpñkm;aXIFIgnigEpñkplitkmµmanGtßRbeyaCn_GVIxøH? cUrBnül;?
4> etIm:aXIFIgmanmuxgarGVIxøH? cUrBnül;?
5> etIm:aXIFIgmankarvivDÆqøgkat;b:unµandMNak;kal? dMNak;kalGVIxøH? cUrBnül;?
6> etIRtÚvmanlkçxNÐGVIxøHedIm,I[ma:XIFIgGacekIteLIg? cUrBnül;?
7> etITsSn³Tanm:aXIFIgcugeRkayeKbRgÜmenAsl;b:unµancMnuc?manGVIxøH? cUrBnül;?
8> etI\riyabfGñkeRbIR)as;CaGVI? cUrelIk]TahrN_bBa¢ak;?
9> etIdMeNIrkarseRmccitþTijrbs;GñkeRbIR)as;manbu:nµanCMhan? manGVIxøH?  cUrBnül;?
10>etIktþaCH\T§iBlelIdMeNIrkarseRmccitþTijrbs;GñkeRbIR)as;manb:unµanktþa? cUrBnül;?
11> etIdMeNIrkarseRmccitþTijplitplCMnYjmanbu:nµanCMhan?manGVIxøH? cUrBnül;?
12>etIktþaCH\T§iBlelIdMeNIrkarseRmccitþTijrbs;plitplCMnYjmanb:unµanktþa? cUrBnül;?
13>etI  4P’s mann½yeBjdUcemþc? cUrBnül;?
14>etI  4C’smann½yeBjdUcemþc? cUrBnül;?

15>cUrBnül;BIdMeNIrkareFVIm:aXIFIgTaMg4CMhan?

16>etIkarkat;cMENkTIpSarCaGVI? 

17>ehtuGVIeFVIkarkat;cMENkTIpSar? cUrBnül;?
18>cUrBnül;BIdMeNIrkarkat;cMENkTIpSarTaMg5CMhan?

19>cUrBnül;BIkarkMNt;CMhrTIpSar?

20>etIplitplCaGVI? ]TarhrN_?

21>cUrBnül;BIfñak;énplitpleRbIR)as; nigplitplCMnYj?

22> cUrBnül;BIsmasPaKplitplTaMg6?

23>cUrBnül;BIvdþCIvitplitpl?

24> etIéføCaGVI?
25> viFIsaRsþénkardak;éfølk;man4³

k- viFIsa®sþepþatelItMrUvkar (Demand-based method)
x- viFIsa®sþepþatelIéføedIm (Cost-based method)
K- viFIsa®sþepþatelIR)ak;cMeNj (Profit-base method)

X- viFIsa®sþepþatelIkMritRbkYtRbECg (Competition-base method)

cUrBnül;edayelIk]TahrN_bBa¢ak;elIviFIsa®sþnImYy².
26>elak ABC )anvinieyaKhagnMexcmYy. enAkñúgdMeNIrkarRbtiþbtþi eFVInM  Kat;cMNayRbcaM ExeTAelI CUlGaKar 500 duløa    buKÁlik 300 duløa nig TwkePøIg 200 duløa . cMNaykñúgkarplitnMexcmYy 10 duløa  ehIyKat;Ga cmanlT§PaBplit)an 200 nM kñúg1Ex. etIKat;RtUvlk;nMexcmYyéføb:unµan ? edIm,IeGay)ancMeNjkñúg1ExesµI³

k- 1/000 duløa

x- 20 ° éncMNUlBIkarlk;

27> cUrBnül;BIbNþajEckcaym:aXIFIgsMrab;TMnijnigesvakmµeRbIR)as;TaMg4bNþaj?
28> cUrBnül;BIbNþajEckcaym:aXIFIgsMrab;TMnijnigesvakmµ]sSahkmµTaMg4bNþaj?
29>smasPaKénkarpSBVpSaycMruH( Promotional Mix)man³

k- karlk;edaybuKÁlikpÞal; ( Personal selling)
x- karlk;edaypþl;rgVan;elIkTwkcitþ ( Sales promotion)
K- karTMnak;TMngsaFarN³( Public relation)

X- kapSayBaNiC¢kmµ ( Advertising)
cUrBnül; nig elIk]TahrN_bBa¢ak;BIsmasPaKnImYy²xagelI. 

sUm[nisSitTaMgGs;TTYleCaKC½ykñúgkarsikSa¡












