AT -1
fagoH
(Marketing)

fauore &1 31ef vg Sg@t gRyTaTd
(Meaning of Marketing and its Definitions)

IIER ¥ fAUoE @Y & aafad =1 g+ Rfd, JFIdT, U SMIgIddl U9 ardrekyl & ey § qHSH & AST
P B | D SUHTTIRN -1 3 UM &1 uIigarel A1 § @1 fasbansti 7 fasa’ &1 | 3me arior et |
3 fauoe Tear) afRfadl & wu § @1 g d1 Sdred st 7 Sdae—{Susy @ sif¥dedd td fh
Ao & WU # e fAawrig YoeRi & ydud] A 39 ‘Heds f[Ama’ wel § al fasmue siftrenft 7 fsme,
S arafdedt § Ay ma—faha g e Al Sdaea—{uisT & ffeeud vd b e,
mear I, g onfe &1 & 1ftes T aues faarR ud fvan &= @ e axgell va dansil & Sared
I Ut b fpamstl & oM iex S fAaR0T Ud S T § sravs fasparoRr=<t Jard de affaferd g 8 |

AR U0 1 31ef Gl & I Td [Ashd A MR Sl 2 <ifeh=1 fauor faeiost sar a1l awgaii &
%Y U4 I d A 81 w_d dfcd By Td f[ashy I qd Td ggerd &1 fhansii @ 9§ gd®1 31 H1d & |
%o fagM a1 a vd 9wy & sifaRed 1T STRETR—I 9 @1 91 f[a9o &1 U T &1l AaR f[quee
BT A TG T | I T eI Bl Gl & forg oo & sref o) e a1 aret fag=i &1 <1 AR A
die feam 2|

() TR IERYRT gt a1 Gl 31 qrel

(i) I ARURT dTet A1 fava afel arel

()  fauorT ga=ft gRIA fAERERT (0ld Concept of Marketing)— 9T faaRERT H fA90 & =il d 41
fepamy afaford &1 SR o 91 93l 1 IUTET Bl A IOTHR IAD] IUHIEIISA] TP Igar & oy
PS8 | 59 B9 H 39 I W, Tasmu=, [ug, aranand, Sofiexor snfe fohard am o o | fauors
e RN G ool f[JaRgRT § 91 fagei gR1 <1 1 gREwiRil &l o |Jahd © : —

(1) 1. 9gd (Pyle) & Ad H “fduvr & %1 U9 fassar <1 &1 fhamd wnfie g &7, (39 81 g ® f fauom
H add T U4 fahg fharsti &1 81 sreua= fhar Sirdr 8, A9 o= fhard o9, uRdg HvsR, fa<d sawer,
SRew anfe fauor & aR¥meT & raia &8l ormd |

(2) USTS (Edverd) Ud SfA€ (David) & AR, “fIuvM wah e Afd & 98 gR1 axgeii @ warsii &I
I S & 9 I gl H 79 Y 91 &7 (a<aa | fquer ve O & s gR1 axgeli gd darsi
PI IS ST & AT S Iaed & folg I awgall d Haldl & Jod 39 R MeiRa fdy omd 2) |

(3) TISWe, F Td D b IFFAR “fauoe § 7 ¥ g Wit € S vl ok Jawrii & W@
EATARYT Bl YHIfAd HRd 8 3R S difds fAdRor & gaven &xd 2 |”

(4) SFR®T AHIST TAIRKIRE & AR, AU 39 radiiye fhansii &1 e 8 S fb awqgali wa
I B YA Pl SATGH I SYATHRIIST AT STIRTHAIRN Bl IR FFERd &= 2 |!

! Marketing is concerned with all the resources and activities involved in the flow of goods and services from
producer to consumer."

- American Marketing Association.
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fom & g

oo @1 I8 uR¥TIYT o F9g I 919 Td Ydferd Jel 7, fheg 399 191 R0l 9 1ol 3R IRARTTd
HET T B

I8 fauur & qHY faeR 31 URgd 81 SRl & | I8 1 dadl [QquE & i 3R difde uge] (S o
AT T A1 b fIaRT § THg 2 ) W I aall § MR AFER aegHaisi &1 Fgiee e fauor
# wf=fed v fofl & awg Quve & AFRiS uge &) Suel aRa B |

g fIuoM & &3 BT Agfed BR qdl 2 | 59 URYINT & AR 93l Ud Aa1sl & IaraT I ThR
=T a& &1 foard @ fagoe # |fafea el € Safe Saes 9 @ 1d IdRT & a1q @t fard @
oo # aftafora & s =nf@g |

RE G_rQ'IﬂslTﬂTsﬁ (Production oriented) &, ’Jﬂ%‘dﬁ‘ﬂ'@}f (Customer oriented) &1 | T& TRYTI W—W
Td UTeh—3r el ®I faqore fha—wardi &1 o 78 A9 & 3R 39 I WR JEiRd 2 &
IATEH—{Idd1 I8 Aell—Hifd ST 8 6 SuTa & foy w1 o126 © ok S9 59 axy &) 9oed © P
9 URYIYT | Ued & fAuore dwell SIcEl 1 S T8l 8Id |

FI9d, B0l Ud e & SR, “fauve | SRR 99 fhaneli | © Sil awqgell Ud Aamsl @l Swred |
STHNT T Yarfed weah |

EIeR & TR “fAuvM 39 AHw AAEAl Td fhamell 3 A 8 R axgd don Jar Saed |
SYHTERIT T ga 8 [

IR AT TAIRARE B1 gRAT f579 ST 4 I 8, S99 Aeid, Felip, el Eor 3fa 3
TR ) IR 2 |

fazaa 3l arent tlﬁ"ﬂ'q'l'ﬁ (Definitions in Broad Sense) Il ECIEREE NG IMECIG]

(1)

(2)

(3)

UIeR U, SR & SIAR “fAUo Teb ufehan & S i e va faftee s @l fqufor e wR anfie
oI drel AFTeT ¥ gRafita wwet 872

I8 IRYTYT AHTSTR® SfEHI0 Bl IR Bl § AR 9o &1 VA ufshar @l 8 S e Jeu
aTell RSl Td Adraii BT 0T d1 fAaR1 FRal § 3R $9 BRI o WIS |IEHl gd A Bl B
H ol B

Uic AoR @ AR, Ay &1 31 WAt BT Sha—wR Y& &Rl g [

U 1 g8 aRAT BTH] 7Y 2, T |1 & AR T Ao W g8 AHITD Agite & qor bl

fIUo &1 BRI AN € | T§ STHGRI—TLT AAaT AEPIRA! § 3R A9 Bl ArArforr—anide &= |
G PRI 8 | 301 W W I8 Yo fha—wamdi &1 upid &1 W< HA § 9ed T8 @ |

41, Aledhd HHRR & AR, AU | M §91 & foldl Slia—wR &1 Ff01 - qen 91 &1
IADT g weT & & 4

2

"Marketing is a process which converts a resource, distinct knowledge into a contribution of economic value in the market

place."

3

- Peter F. Drucker "The Practice of Management", 1954, p. 91.

" Marketing is the delivery of a standard of living.

-Paul Mazur, The Standards We Raise" (1953) pp. 18-28, Quoted from,

"Management in-marketing," Laza and Corbin, p. 71.

4

" Marketing is the creation and delivery of standard of living".

- Prof. Malcom MC Nair, Quoted from "Fundamentals of Marketing, W. J.

Stanton, p. 5. Fourth edition 1975, McGraw Hill Kogakusha Ltd. Tokyo.
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I8 YRATYT Uid ASR B URATY TR b GIR © | I8 Ao &3 § I9 941 fhareii &1 |arfae aall
g, Sl FHI & fold Sha—wR & i g Ia] gyaiil 3 T & & | 39 IR o a1 ®I
FASE! 9491 &1 8 | I8 U Jaan! § b [Auoe & et & a1 98l &1 SiiaT—\R, Jia
Tq GETe eI g € | I8 uRMIYT Scdred, faeRvn, sha—ifad iR | gedi # e e enfid
PRI 2 | 39 IR AT g8 a9l Tl &fte | fauo &) ypld, 9 IRt fha—dandi vd a9
Fatior uggell IR yHTRr T STereh 2 |

oI @ TR, AU IuTRIISH B 3TBI3I DI AIGH B, Io (AR Igali v Idral § uRafid
B AR AGURT 31 I3l Td A3l & SR AfABIS: SUHIGRTIST & SUINT DI TG 1+ D1 Ufshan
g1

T B GRYTYT SUHIRIT—YUT & IR g ® b fauor ufshan Suvray & seo1eli & Wisl & a1l
TR Bl & AT ID! A & HIRA FAG BId] 8 | AT $eB137 &b o4 g Afte Bl =0zh AR}
T &1 B | safoy fauore ufihan Wt sfaRd Ferdt <& B |

BT i 3 IS ifth AHT, F, . & AR “fAyvH a8 yau—arf & S dwoet g1 FeifRa
I AT A—ed] B U & o S o @maaiiies fhanedi &1 |e v fAawe &xar @ S fd
faRtre IcTe T a1 & ford UTed &1 HI—(HR Bl AFA T Ud SHD! JHTdT AT H gael aofl
IS AT HaT Pl 3ff~Td ITHIERIT AT FATad T Uga o FF - @l g 70

I8 RT3 o7 ¥ gad B - —

a1 YSId! TR g I B

fquore d@iiepi B1 MMALIS ATATAD fhIT—DHeAdl F TG Bl o |

B B el Td fAUuH—oiedi & Hqeg UIe T Wfid Bed) § |

oo & yerera wawy Ud fAueE—ufha & WU | SR qdan B |

Hfew, Red Td MaF & JJAR, “[AUUE g8 yaadd Ulha 2 [ gR1 aoiR] &1 Siaxdl & g
SR Y O B 3R S9& WIfHE &1 SRl far Srdm & [

Ig gReTST fauor @) |1 wewayul 9rdl UR UHT STl 8 —

faUoE 9I9R Ud SIS B IAHYRAT BT Id drell fhanera 8, de

fquor & foIg avqgall wd Hamsll & WA &1 SRR Sedl § AR [JUvH §RT 98 9991 8IdT ©
9 URMTT & of@dl &1 Hedl ¢ & AU vd Sared fharl e @ g 21 89 S=i awgall &
oo ax Add & f52 Sanfed fasan S davar B ok &1 S avqgall & Sctee a3 a1fey R aeiR
H 991 S At &7 °

"Marketing is the process of discovering and translating consumer wants into product and service specification and then in turn

helping make it possible for more and more consumers to enjoy more of these products and services."

— Hansen

Marketing is " the managment function which organises and dircets all these activites involved in assessing and converting customer

purchasing power into effetive demand for a specific product of service and in moving the product or service to the final consummer or user
so as to achieve the profit target of other objectives set by a company.' - Council codifies a new definition of marketing, an article published
in 'Marketing' Oct. 1966, p. 1285.

"Marketing is the managerial process by which products are matched with markets and through which transfers of ownership are effected."

- Edward W. Cundiff, R. R. Still and N. A. P.
Govoni, "Fundamentals of Modern Marketing, "1974 p. s. phi
Ibid, p. 5
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39 YbR AU g8 ufshar & S Scured, fadRor vd SudiT § uRORe Jr- Wifud dRa) B |

(N

(@)
(ii)

(iii)

@iv)

(v)

(8)

(@)

(ii)

(iif)

e & AR, “faur S sr<fshareiel @raane Ufsharsti o Trul Yolell 8 I aadr Ud FrTfdd
TTED] D FMATIHAIRN DI AT B dTel IATRT Yd Halsi| 1 A1 a4, B FeiRa &<, faera
B qAT AP AR HRA A Tl @l © |7

wewed forga € 6 s uRvmer & = fagean € @ —

T8 quTd sreran e g @l B, dfed yerErar gRWmT 2 |

Ig SYATHIT—TET (Consumer oriented) & 3R ATEDI BT JTTTIADBAIRN BT T ST I UgAT 3R ID]
TIE BT W g Sl B |

I8 fauoe @1 ge wifcrelie, 9 Ud taidd et Ufhar daan 8 | I8 W dRdl g fo faguE
I ARG fhamsil & T Uolel! & 9l IRER fhareld &, (e—ga U Y9G ST drell & aefl
TH—IR B IRV & | 39 UHR, f[Auoe w3 | &1 a1 1 81ax &8 fohamell &1 srafshareiieran &
R ¥ |

oo FieH SUR—aR & A1 & Y BT B R 99 d6 FA T8 8rdl 8, 54 O & ATEhi Bl
MATIHATY G TRE W A< el 8l ol & |

T8 gRYTYT gaerclt & & Awarar @ forw fauoe g1 ddara § iffwaw amvve faswa (e i
YEH—AYE UR AR 81) fbar S =iy | 9o SRisH & YAad anrd R qoi yHraeiian &
A1t AT far S @Ry |

g @1 fawra gfteaIv 9 <wd gY e | foran & {6 fquvr sae 43 ve sy fafvm fhan
& T 8 dfew v arire faftm fsar W 2

fihfer Preer & AR “fauvH I8 AFER fohar 8 S faferg il & SIRY rawasdrsil g
gBIRI B A BT AR R &1 el & 710

IR GRYTET H Bieer J fAYoH &1 9 efiepion | S & —

fauor U& fden & wu # (Marketing as a Discipline) faUv ga faen 8 St S A4 fohanei @ dxernaii
¥ wfd S fagor ufshaneli gR1 avgeli den Jarsi @I Sudel SRl § |

fauoe T SN & W9 | (Marketing as a craft) — fauom fafa <aeRT (Transactions) DT Yd+¢] g
RTT g Be e quoreh] & &l Bl YRT HRAT & | ATGANID FIST B AATd] YRWRD rarel e,
[T IS TAT SFH! AR & Faer A1 fJuom & e d dffera € |

fauoE U o39 @ U H (Marketing as a Philosophy) — fauor= U& T ® S AFd SMagId Rl &
e, gt va agfte 9 fayoe I gaeit @1 siredt 2 |

S faaeq & e § b fauom S9 w9 sl @1 seae © e Sgeg aafar@ iR
FRATTA SYHIGAIST Bl FTI3M B AN BRI, JAALIHAISN B Gl 01 =l S9! gfed g

=g U<Ael 31T e AT W $ YR WR avg U9 Q4T UeH R gd [uiRa @edi 1 g
HAT R

fagum ot yafa g A= sfedion

(Nature of Marketing and Various Approaches)

fIuo &) UHfa BT W HA a1 BB I fted FEfafed § —

®

€R§3ﬁ QEI Aqisti &1 faaror Sficaio (Distribution of Goods and Services Approach): Jg oo @
TRFRTTA PV & | 39 IR GBI (Commodity Approach) ¥l H&d & | I8 dderdm g f fagom

9

"Marketing is a total systems of interacting business activities designed to plan, price, promote and distribute want satisfying products and

services to persent potential customers.". W. J. Stanton, op cit, p. 5
10 phillip Kotler : " Defining the limits of Marketing" Marketing education and Real World published by AMA Fall 1972.
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2

H 3T 39 AARIS fha—dwadl & Fwe | & Sl IART AR A3l B IAGD] H IR
3fraT TGS T Ugad €| SHRE A TAIRREE & g fauvH & 39 afedror @t
gfafafda = 8 | 97 aftedror fauvd &1 e i (Motion) #IHdT B, @Iifs wvqel fauom ufthan &
Gt W IR TAT HaATg IUTGD] I SUATIITS] AT TATFARA T Ul & | §9 Tl AT FaTe &

forg ER@Gﬁ & W U9 AfAPR (Ownership and Possession) I gXd=dN0l dIT '-Ll\c'ﬂi (Value) 31141
SHAACRN & HaR BT IS 2 |

fquor &1 ugTeiRTa gficaIvn fauor fhd S aTel Uie gaTed &1 JIeqae Uidh—ueid U I dX IR 9
A1 2 | I8 SRCPIV 39 91 & TSR Rl & 6 ARt Sceei | fatre avqy ar e Susadsii
TP DU Uil & IR I© UgdM & oY DIF—dbIA I BII PR 3MaID Bl 27 [AUUH & JeqIqT Pl
Iz fedIv qaan § fb A= geR @1 axgell v Hareli &1 fauos &>+ drell FReall &1 fauos
fafert, Ty, sraggdary dor sfedror f—f= 8 § |

fauor &1 I8 Ifedin 7 BTl & BRI B T & —

@) I Sftedvl fAyvd & S 83— R Bl © 3R IUET ¥ U8 & BRI oii—aTolR
IR, IUTE— TS, I A Aeheus 3nfe For fdshd & a1 Bl fasharaRT=t Harsli ol
fauor ufshan &1 &1 T AT B |

(iii) I8 eIV IURHIRE! B iR $9 A9l IR A3 & {6 Ao S Saes o) @ 8, a8
SuHTaRh & o S1b 7|

SNa9-wR Sfeehion (StandardofLivingApproach)ﬁCITTF{Eﬁs?? aftchIor & I'adnlﬂiﬁtﬁ?ﬁw@ﬁ[.
HABTH HHIR PI YRATIS - Hequl AN fHAT 2 | I AAAR [JUvE &1 31ef A & oy
ST W Bl 01 AT Ud S] FYaiil BRAT & | I8 RSP SUHTGI—TE & 3R Sed Sl W
& fmtor vd SHa) guam @ foy S B e @ S fAuve @S- # ST 9 ugd SR
fama & ar @ fhard vd Farg f affaferd 81 S 2 | avda 7 I8 sfiedior san favad ® 6 |l
JTIRT BT & fIuvE e # 95l <1 ¥ |

fIUoE & Sla—wR SRedIv B A1 & b Sea Slad—%R & 401 T I Iuerfed & ol S IeTa
AT B S iR fAaRa fd S araegs € | 3y wreal |, Seares, faaRor vd SudnT 4 afve fdeg agfed
FE BT AT IR UH T B JAER ATANID AGH] do0 AT8h] Bl Maehdl—d=<jee a1 A1y |
I SfedIv WeRdl ¢ & [AuE & e & a1 & Siiad—w\R 9$1 837 ¢ | fauvm &1 fder fadl <
H 1T 31fe BRT, S <9 @ ARl BT Siaa—wR W A & e Har B |

3)

“)

SYAII o gfemio (Utility Creation Approach) : ST ot afedr & wwde g fagom
P UF YA 3Me a1 & WU H Twd & R 9o 8 fF “fauer 98 vaiea srivonel 8 S w0,
I, T Td WA SUAIRms & doi 9 a¥geil # e S decl 271! 39 aftedr & aneial
B AT 8 6 fuoe STl & Aoie & J1eq| | 9oTR ideqdRel $I S Idl ® iR I8 9NIR
JrfraRell AN &1 99 gd Harer &l g 112

3 SR SfEPIU (Revenue Generating Approach) 3T Icfd GftedIv & AR, “faqor |al fRﬂEﬁ
T AT T AE) Faad= R el HIal IR Fel fAdRuaRd gR1 uga™ &) derl & | o & a8
SfedIoT 1 A1 SR & 7 81 USR] | I§ BH—TLM PV & | 50D FTAR WA & oY 311
T B aTell fhamell 1 fAqore ®81 S € | 91 Sfedlv &) $8 ARl & —

11

Richard Buslirk op. cit.. pS.
Robert Bartles, " The Development of Marketing Thought." 1962.



10 farrm & Rigra

() AT DI IIRIT AT HATAT BT IATEH AR fIART A9 TR HRAT =A1fRY Rifh 19 awen al ferran
U fAR=RaT 1 3MYR Bl © |

(i) ¥ B I BT aRATT IAT A B AR 5 B & Al R B gHe & 918 AT 1Y 991 @
arfes fafirea snaee & 5@ |

(i) ®H & AREIRAT B AaeTHS el R JAfe g9 I T8l Bl aIfeT | I T RSP
JMI—BUTSIA I &1 AT ST Fehell MT—SUTSIH SfId drTdl b1 uRomd 841 =y | Reare sxdfhed
39 g H forgd € f6 A drd R emu—surei fauee &1 gifia ® S fhar—warat & Sfua
AT Y AR << BT |

(5) WRAFTA EfH0T (Institutional Approach) : MYH J7T T8 AT & I B § AR 39 T H fIa=or
1 &3 ¥ I ATIH AT [ITA & | ITGDT Ud IUHIGAISN & Hed B! G4 ©, o AT gfeeapior
& AR U Fhari FHIG HRAl © | I8 SREHIV garelie & fob asd T R fdhar T Saaree faaror
Bq 31D HEARE AR DI ATILIhl W HRll & | A AR AR W1 fhgi—hag dRell 8, I
fayor wer Sar B |

Ig SRehI fAuue Yol & i S STGd], FEIRAT UF 3 fAUvE TRARI 61 ST BT & SIl Rl
& W 4 fquor fhaiall &1 e el € — AR—gfd 3 Fvger I Rl § AR IU1ed Dl Bl SUHTRI
Pl A Sl 8 | fAuee a9 emren &1 I8 gftedror fauue B HRITTT YoTTel! A19ar © iR $9 YoIel! & 3
P wY § ITGHI, HIRRA, JTATATT FRA3N AU Fari < drell verafi, faxiy =emsii doim SYHTRISl Bl
afefera @xar B |

fIuoM e & 9 SfCPIv &1 UgE QY I8 8 b U M &3 B ud< SIFeRI T8l $R Ul o |

(6) foar® afiedIor (Functional Approach) : fquore &1 Ig Sftedv 39 fAuvE fha—aardi &1 eagq
FRAT 8 Sl SUEA sl I SUGNT Begl 9P I Yd Har Ugar ¥ TG ol © | I8 SREHIoT Faatra
2 fo5 fauor framett &1 wea: arftregas, Wifte fadwor g weres writ § faved fasar S a2 |
AU & 1 &1 I8 IRCHIv S & QI8RId DI Addl 8, BRI & (THET H 377+ dTell AAATRI &1
fITeIyu HRAT & A HHY B AGUAN Bl I3[ & | T T8 Sl Ay Bl Dl ATqaTied Yorell
H B AN fan S g, ST el H U g |

(7) ol 3R fasmE SfedT (Art and Science Approach) : TH. of. 98 forad & & “fayvmE fage 16 g,
et g fasm g @y |1 fauer Rigra @ a=fad Al o1 aie dRd §Y ¥ede ° dae &t
2 & "uvm 7 s @ o fAunst (S srieme, STA onfe) |ArIfoid Ud JaeiRe fasmi (G4
T omfe) | 9gd a9 YA W de, RigT, e, daie vd fRaRaRi ura @) 8 | $a 89 R W
9 AUl D1 3T Th FIATUTHS WU H IR 7] fbhal ST el & o1 o vep Aaary Rigr (fdd
g 9o | fog g2 A1 fIuvm & gafa & aR 4 forn 71 TeRS gt adara & 6 fauos v
e g tl,ft‘f AT Brf BT AT (Supply must be a function of demand) TR 3T 8 | T8 Rigr<
fIuor fddl & faR 3 geiw el & [JaR0T &1 FHRAT BT FHIEE BRAT § 3R DT AE B
Uit ¥ FERId a1 € | I8 g ged RAY & HH &1 ®U<R Udid 81 & Jifd Ted [ 7 foran
g % 'SUHNT I &1 U A1 &g Ud I8 T |
I8 SCHIV g & b fIUvM Al U IR FE1 HU H, Hel 81 T, FEl DA Gd [h arell I
UgAT Bl Hell Al & 2, fhg I8 TRl iR faeres fasm= 0 § | a8 sfiesion gl o 7 & o ar
M WR I <A1 &, 3Af] TRDHIE! W 2 |, 9o &1 yonetd aftearor gq Rerfd &1 w&ror 2 | 3aq
wR N faueE o1 Afde e @ wifd gg fasme 78 e rn o 9@ | 39 & &feen v stafaia
fagmai @1 Soft 7 & <= 8y

13 M. J. Baker, "Marketing, An Introductory Text," p.21
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(8)

&< o fr=foRed TR fivgell R fuvE & sreges &1 fauos fasme @1 wsn <@ &

11

) RIS BHA—SYAIRT FIER, BH §RT IUE g, oI FeiRor, Hagd, faa=or arfger

Teeft Aol |

(ii) U S, fIUvE o1 ARG gfiedrvr fJuer & Jurie uge, Jorceid faqoH, fauor a1
HRI—&Hd A 1 [AUvE & o1 fdera | afg Bl 87 @1 TR ¥ Bl D Hed <1 gel

87 1 fquor faemR d Suwiedn qif & &l @1 gftc gl 87 a1 fquor ardvife 87

(iif) AT AISH §RI IUI& 19, Hod MERY1, Fag, faaRor aifgst awdl Aok {6 uaR ford

ST B |

@iv) AESE Agwd o axgell B o FaRe, Iuaa a5 9 faaror &1 shifa s |
fauor @1 yomel I Efedor (The Systems Approach Marketing): PICR - 39 PV DI FHA

g forar 2 % “fauor gormelt S Aecaqul wwensii iR yaTel &1 |98 € Sl Uh 66 Bl SHD dIolR
H Siredl 2 "1 PIeeR & IR fAqor yomell & ot dwd Fr=ifeilRad & — (i) &9 (i) BFT BT R
(iii) AEgel gfcaal ga gfeaam, (iv) dfeas i — faxig |, w[@a= U9, SRR e 1
fafremat den emm Sear afferd B iR (v) THfte arararer RSad srefeme, o, Senfiad! (Tech-
nology) , i-i(*plra GRIRSE LT (Demography) afferd 2 |

fauore—yomelt @1 f91 Q1 i gRT Well UBR |HS S AdhdT § —
o 1.1 AU yomell & |eN Ud 919k, AWM Q1 HewdqUl dwdl $I Yafid $Hdl B | 631 STe U4

JATE MR @AW IR T Foidl § IR IR & fAgpa—f vd gaemg ufawd #§ o1 ol € |

TR
| |
T IATGH Td HaTu
. TR
e ICER SR
I |
form 1.1 w_d fauoE gorren

o 1.2 faUo Gomell @I 31U TR qo d<al & A1 USRI HRaT g |
gfcierdt dedl ATl Td e AUl UG $HRd & | Ao dwerm don Saaw!

£s
qfecTad

fauor=
qfcfepat hikiall

M

gfereaedT,

]

HER

BISIN

Hfte

CISICES!

14" Shellby D. Hunt : The Nature and Scope of Marketing' Journal of Marketing July 1976. Vol. 40.3 pp. 17-28.

15

" A marketing System is the set of significant institutions and flows that connect and organisation to its markets" Kotler, " Marketing

Management : An Analysis. Planning and Control." 1976 p. 12.
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e g Fafte ardraRvT gd ufedad e RIUd Bl g5 AU AegRell 9 We wIfud
PRI B TP IR TP Ugd AP AR ITD! STexdl Ud 321 Pl T IR G | IR W1 gfectad
Td FHIE ATEaRl I ST V&l ¢ | fauor dve srerar giawue] demy arotR | e qwe 61 eiud
PR Fh 2 | Ao FemRedt &1 e AR, aToTR, ufeded d wHfe arareRe ¥ e 2 |

fIuor yonferll @1 J&=a: oY JMHR, HEH ABR T4 dad ATBR B AR H fawad far 51 e
T | oY JMHR & fAuur yonferdi fauyoe wrif & §ra & wead o yehRia &3 arell 8kt 8 | #9e R
arett fauur yonferdt v & fiar Ao vd e frarerss fhamtt & 9 & g @ ude dRal ¥ |
qEd YoTfordl STEdi, Hedh] AR, o ATaiRal & @9 & el & @ R arell 8l § |

faqor &1 I8 Sfearor wragel ok & forg srmraeas w9 T € | 39 AfaRad Iz sftedr fauoe
H Afecd & SYAN dAT HHYSR IS & Ugfdd &I afte F A1 a9 FHS A1 8 | YUt
gftearor B &1 fauo rawri, uforaeft raeRl, w9 e, sri—agaRen, ST fe B goia: THeH
BT AT USTH Bl & |

amMIfoe fagoE &ffedion (Social Marketing Approach) : fva 1 gl ¥ fauee fagmi =1 |rfoie
ST H fAqor S¥iF 1 IR T Sehfid fha 8 | wedr 7 AT iR |rdsife A &= § fagore
TaH-Tn! BT SUART BT WHR BT Y S0 MBS WA TR g & 2 1'° afas &1 we 2 fH
fauoE &1 HR daa T IART DI G | & FHEEa T8 dfcd AEIRTE Sfedor | A& B
A& HIAT W 2 |77 T Fdev1 & AR 95 ufcrerd fauvesi &1 fJaR 2 & fquer &1 e 7 dad
TS A1 dd &1 W I8 dfed 371 Aol 3 W1 fquoe do-idl &1 garT g @y |18

fquorE & Iuge aftia aficrol & fadem & ER WR fuoe &) gfd & ar d Fe=falea Feed
IREASASIESE RS
() fauom &1 srdfhareiia amaafie hamell & Te a8y YviTell 8 ST UTed & avgdhdiai
Td BRI Bl g v ST d IR0 Sl FHESd Bl © |
(i) fIUTE @1 FR-&F AT UG 7| SART W U@ v [Iwd & 9 ) A fJuvm &
PrRI—&rF H afaferd Bl 2 |
(i)  TIUU eI IR Dl H ST & B1l TP qIfSd IUTE Yd JaRi Ugar iR WA
EITRYT B BT YaTE 2 |

(v) fauo Symfiamst @ doie & ufhar

(v) fauoE SeuTes, fIdRo1 Ud ST &1 TS H Sueel AeHl U9 S99 Yaferd Jedi ud
JAILIHAIS & DY IR G PR DI UhAT &, T FHIG Pl I=d Silgd WR U1
B o | 39 YR Ao Uep AHeide gud 8 Sl fAqueedisl 9= |AmMisie Sl bl gR1
PR, ST T ITAY B, MR Y& B TAT IATE AN B Bl Pl GI1Aed AR
ST 8 |

(vi) I @en va s <M1 B |

(vii) fAUUE BT UH A ST AFGR JMATIHAIST B gfh HAT B |

(ix) fauoE v |radfae am= fhar & e STt O UaR & el 9 At § fhan
ST Ahar B 10

16

17

9

Robert Ferber "The Expanding Role of Marketing in the 1970's" Journal of Marketing Vol. 34 (January 1970) . pp. 30
Robert J. Landge "The Growing Responsibilities of Marketing." Journal of Marketing Vol. 34 (January 1970).

Willain G. Nichols "Conflicts in Marketing." Journal of Economices & Business. Vol 26 (Winter 1974). P. 142
Richard P. Bagozzi "Marketing as Exchange" Journal of Marketing, Oct., 1975



fauo= fohard va ST & a1 fageE &1 &=

(Marketing Activities and Their Areas or Scope of Marketing)

faqo’ B ST YoTTel! @1 31 Srafshareiial fohaneli & wu # aR¥Ifa fasan o 2 S aoR—er= # faeme

3R FwarfaT A 1 eiRa g gwifad w=el 8 vd g9 |0 @l gfd 8q uredl g1 aifdd awgel, qarsi qer

ARl @1 myfd &1 IART Fxchl & 20 gafery, fauvE &1 Ioe FaeH, Sde—9e™, S aRkacdH,

BHrd—FERo, YSH, faghaor, fquor srgeeam, e vd SH—aw e fharsli o1 el Gbrd J11 SIT Hebell

%|21

TR, FAU0 3T ATaATRD fohar—aardi Bl s 2 iR S9! IR fdwg g a1f~w deg A1 8 | fbg T8

&9 <9 AY 91 ® P Ao Sces o uge & R 8 9T § R fasa & |ne &) w8 e B

gfees fasmaraRT= 1 faqor fhard Jarell & wu 3 J99=1 &) e 2 | faferss o wwe 7 foran & a5 “fauo=

fhar 59 YR 9 SUed & Ugel | B YRS 81 Skl 8, Sl UHR 9] Bl 4] & et 9 e 78

Il 8 12

fauore & &3 B TSR [JuoH—fhamsii & g1 & 571 \adl! & | Has, 8ol Ud Ao & igaR fauor ufdan

# Aftaferd 89 aral & fafafaa € 12

(1) i garaRer 3t g o (31) Ba-fhard (@) srasaadetl & Ul SIFreddl, (@) Taegdhansti o
A BT & A B 994, (1) gl & il ol @iel Ud (@) Jed 9l o FaRo | (@) fassa-fhang-
() STATIBIRAT BT =TT P ST BRAT () ATTLIHAIS DT T & AT B ol F2T I~ DR,
(1) TRV Vd IR YA BRI, (F) IUATGR JMaIBARN D1 Ae B A1 TS HRAT, T4 ()
I Td o FRed &3 | (3) W@ifiE B SRRl R YIAE &A1 | (8) SiRed 98+ a1 |

(2) a¥g3ii DI yga ) fhaTg @ () IR, () U8 (1) AN, (6) faufddaxor, (S) reer ure o=
g (@) YfHT H=AT |

(3) fauom ugey fbard @ (@) Afa—E71, (@) G769 YA, (1) SUHR e &=, (9) a7 ga=m, (8)
PHRI—FHAMI BT GJev] Td =01 AT (I) SIRIA T84 BT Ta (8) a1 uri |

Bfew, Red g Mar = fauore fhamst o 5= 9 auf #§ faved fear @ g= =1 XafE gr g9sm
ST ghdl & | 9P fhar &1 e Seog 39 UPR & —

fauo fopamd
zrrf%[—au:[vl foram Wf® IECRUMERIIY Wlﬁmﬁ!
| I | | | | |
St e g S fauoe fa fagors fagors SCRLE]
frieE eAeR PCECE] SlELS P W v
ug faera g8+ fawereror
gy | |
SR RIBIEINS

H. A. Lpson and J. R. Darling "Introduction to Marketing" An Administrative Approach, pp. 5-6
2l T.A.A. Latif "The Practice of Marketing" 1976 pp. 2-3

W. J. Stanton op. cit. n.4.

Converse, Hulgy and Mitchell, op. cit. pp. 127-28

Cundiff, Still and Govoni, op. cit. p. 55
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qiforsaq fhamd (Merchandizing Activities) : ST § 9 99 fohard affafera gt € S fasd
IIOIR A=Y &1 |17 ®1 IdTe U Harsli & T § FEiRa SR T YIqned - &g Maawed sl
2| 39 et # Saae e vd faerd, gamfiexor v SofiaE, a9 Ud UhAIeRor de fasmaor &l
Tg w0 H Afafed fear 51 |\ &

(D

(2)

3)

“

S Ao vd A — Sdre 9o vd faerg dven & Sded &|dr vd drenfia)
P ATED HAT B AT FHRISIT BRI BT [AG0 B 8 | T8 B SUTG D] Ud FeaRel] Bl Id0!
IcuTe NG1ell & fEor e MuRT 4 T8 w1 8 | -0 Sdrel & @IS, Sird, faer
UG I IATE] BT ATTARNGRY, fIed= IG18ti &1 AeH, TG RI Hai b1 fadra onfe 9
fauoe fhart € S Sare o vd e 9 S adl 2

JHIOfRRoT Td Ao — YETOfieRRol Ud Ao & BRO & UEdl & oY I8 I+ g 8idl 8
f 9 9uIF ERT P PR IS | I fHIRI STATEH] BT UTEhT B S8 & Abedd of 9l & |
Y fpard ScaTe H Yohwudl, diEdl § FHar a2t a9 FRleor & awq famy @ e |
HEINT PRA! & | FHONSRY §RT 9% & U1, [, MHR, I, [$S1M8 e & ar H A1
fAfea Y S 2 IR 39 ymoit @ wgfa @ STl © | S faRoneres vt @) wgfed
I TR TGl 2| Y fIaRueH® YA W, BRIl MR INfe A R YEd § | Jef
FHTONHRYT T A Il & fog Ufesd SR B4 & | fb] $1b! 9e<ll &1 <@d 8¢ d $©
AR 9 2 | I8 SR B &6 97e1 Ud SR & Sfd, UTx U, TE.UH.SlL @ 'fedl, Tavs!
I, SIALUH. T 91 SISV B AN, BHA 5P, foIa] & YSIHS I, MRSl BI TR
anfe Scare v\ gd Sofid € 12

Y Td ThATBRY] — HY DI Ao fha1 & w9 F 1Y (Procurement) YHRI &1 1T B |
T8 YR Iff~TH SIS AT s JATRIIST Bl aRY o fAal Y&l AT I 8
3NATID PHod AT DI WRIG PR AAAT HeAReT §RT FLARAT DI YA B I TR I
A XGdT & | ThATPRYT b dhed Aol bl A~ =i I U BR- IT Idd AT Bl i
AT A Tl BRI T AT & | ThATHRYT Bl YhR Jed: Hegwedl gR1 bl Sl
g

faspaor — AH=IG: fashaor o1 31ed B9 AT awgRll A1 Jarsl & Ay i S Wi &
TR 9 o ¢ | fog few, Red wd A &1 faar 2 &6 fmaor s fawaa aref fasa
P D 11, 91 UTEDT BT U1 o, AT DI AICHIRA B AR DHaATsi] DI Gaari de
IR STl B |, 1 T IGdT & | sAfeY fashavr #§ qufads fasha, fasmaq, sa—a=,
yee, fasa Awags, UBiiT Td s a1 Tl harl |fferd @t S ey |

Wfde faavor fhard (Physical Distribution Activities): {ifid faaRor # weRor qen uRagd fhamd
AfRferd Bl & S ScTeT—adwi | xRl B STHN—dbwi ab gga™ § Ferddl dral & | 3 fram aw
Td XA SUAIAT BT Fold Bl B | IAEDHT Td SUATFRIIS & §ra 3wl g1 iR Sares v
STHNT F9I & 41 & TR DI GG B, BH DI AT AJhel 911 4 Hifdd [Gavor fohari Aewaqu
qfHeT T € | S [ sieleravensii d eraaiie Sfedd @ 9g+ & r—a difad fadavo
1 Hewd 1 Fedr ol @l © |

(1)

WOSRU — WUSRY fhal |HA IUAIRGT &1 ol d_all & | IAd H, 9T 719 &1 1A
SRR I B AN & I 87 A Ugel 8 IHDT IATGA B fordl Sl & | 39 SUTEH Pl
RHTaT, o1 IR Ud hedhr TR 3] SR U4 STaedhargdR eid dR o © Al
AT IR I AT B Yfd B A FD | IH B FH 81 B AI—A1T I I R{ BRA B
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T Y T TE § | WUSRYT 91 I8 Hewdqul fohan agq T & ST, I IR ATaRIdhanai
@ gl T BHAT & IAR—TGTT B BH B H FERIAT Beeh) § | HISRYT fohal Go avgeii
@ o AT ITARIAT B o™ & ol W Tl BT 2 | IS8R0 & folY Iradl, IRTE, T,
Td HIFHT a3 Pl WUSRYT fhe afg T SUMRT &) FR=ORal @1 9911 7@ & fory STk
&Il B |

IARITE — ST Ud IUHFT gl § 4o g9 8l & o1 &9 3”1 & forg Iramnd
Heayol g f5ar € | aramard & e & A1 2aar Td e & faa ST 8 € |
TR GlagRil & fAer—fawr 7 g8 e, e faaRer vd faRrieRo o1 aw1a
AR & | a9 H STel, O Ud A9 AT gRT URTET 8 Yo, Sobi, argardi, Sterel, e
qRags AEFT BT SUANT fbar ST &7 § |

(@) Erd fhard (Supporting Activities) : A q fohat g ST e ﬁm@sﬁ Ud Hamsll & @A & SRR
H FHERT T8 Bl 8, T o1 fquo fhaneli & e 9 |8 &xcll 2 | 594 fauoH, fad vawem,
SIRgA ag dent fauoe pEen uiftd v faveryor &1 afaford faan s waar 2

ey

)

(3)

fa9uE-fa gerem — STEH i 9 SUMITIRI & g1l I AT g™ & fofg aawad fa
P FARAT HAT B FAU o Ue=e dpearar 2 | Ao R ar=d: IR 9Rg U9 §6
g B SR oI uewerd &1 BRI gF=T PRl 2 |

SNTRIH-a81 BRAT — SRIA &) IART BT HRYT AR B 2 | T arfaf¥araar wir—gfs
@ Reafd # 8F arel uRadi=l sierar wigfae geisll | @ &l | S faqore dwen
AF—gfd # B aret uRacdi &1 FEl—E STAM T ol 8, SHB! SIRgH HH B A B |
FER ¥, B fAUuriehdl SIRed a8 PRl 8 | fbeg WOSRl A1 WIS BT BRI B dledl
HRARIT BT SR 31¥H g8 B Tgdl © | ATTATID AR UIHad Adhel & [aog
FHHET H I IR TR SIRGH HH B Fhdll & | $91 TBR T SIIRIH GReT & |ial
SR el URYE Td Hel [dshd Yalgar, IgA e & §RT HH DI Sl Fabell 2 |
IATG—fAfGfN BT (Product differentiation) & gRT Y BT WfoRGel &l TATG BB SIIRIH DI
B (BT ST el & | b Seara—AfAfdeRor Bl erd—ufcrerd Aheral Ui o MR 781 711
ST | |

fauor e wifs vd faeemoer — gwrdh fayoe & forg AT oty o 8 2 ek g4
ot @1 smaR fauoe el gaard den SeeT W, fadeyet va erfder fawersor g
2 | fauor |Rer & Aherdl aTeTRi, S<aTal, UfoRgdl gensl, 79 vd yfd, e wdeRi aife
| gty fafdy, gar<, aReE vd S9agdme gaemsi & Ui iR 396 ST ) iR
B 2 | FAUor G = & fquur foha—aedi, |1esi vd dedi | gRade 1 SER gl
2 | gafery 71 gl @ Wit FHER i, ATaR—Sdl, YeaR gfde, TRy fam,
URTAR HATS, IISTR—ATA=ITHI, YA T 3MS B STRY UTK B ST Tl B | FeaReS
sigerd Wt faqoe ) gamett @ Suafer & WE Id 8 2 |

fago= & &rd
(Functions of Marketing)

el f T DI IAD IUTGD A IUHIER db Ygar H [~ geR @ faqoE fhar &1 S 2 | 581 fagoE
el @1 fauo SR Fe1 ST § | ISR & oIy HY ugrell &1 3 HRA1, IUS Bl URTEd & Al

ISR T YA, TATIIHROT Td qHTehRo] Bl fohan &=l a7 Uave =1, i & SAR—aeTd d SUS & TRTd

BN B SIREH A BRI, BB FHI B oY IUS BT WUSR BRI, 3ffa |1 fauvH & SR 2 |



16 fagom & g

1. TSV, TEld Td FAd & 9d 4, "UH AUvH S Uah 9gd Ry yeR @ foar & < fauoe 4
FEfed @1 o B "2

2. Fadd, golt vd e & ouR, "fAuvd &R U 8RR, fohan a1 a1 @ foraa! /et 9 Harsii ol
foaRa &< @ frar % qx1 far Sirar &2

o fhal S, geaRel 4 SUHTdT 99 & gRT &l el 8 | dN—a) e &) Ague fhay o IR fafvr=
ALIRIT & GRT & S & | U TR Y BRI BT YR B I G4 Jg Idl o el & b Pl dlia—dbi=
— BRI FRA B | TE 39 B P 39 IHR T IRl ® & I FH-—I—dF g § R 5 o 99 |

fquor @RI fode € 59 Ay § fquor faRivsi | Gedia 781 8 | JfieRa & fUa1 ged R 71 31l g
'The Wealth of Nations' ¥ /& STIRI & fJuv Sl BT Ieokd B gU R IR S a1 853, 95,
yE, fad Safe hafo Sg, YUF 7 30 Udh od H 90 BRI 9a1 & | BB 3 f[AgMi & faar fFefoRad
g
1. AP & FIAR AUE & & R 87

() wgelr s daell &R fasdret &) @iet & 9 =1

(i) gIOrCAlgT TAH IR & ATHY I FARN I ¥ |

(i) Fegr FH So A1 &1 g9 fBa1 S & fora9 P Icue R A99d 81 Fob a1 A1 &
TE oI W B IRy f SuHieat wdey & forg dreRa € |

(iv) FER- Sarsii A1 Al &1 avg TS & Ui Igdhd JaRl S Rl $Hd I 371l 8
(v) #Hifae Qavor g7 axgell @ uRdes vd YoeR Harg o £ |
(vi) wHEIfRF Ao ufshan & qHIf |
2. TS, FATP TG AT o 99U & S BRI g 828
i faspa
(i) I
(i) gR@EA
(iv) T8
(v) faa
(vi) SRa|
(vii) ISR 1 G
(viii) GHTITHROT
3. TI, Ol B AR uvE & ufg & g2
() SIREH I
(i) HTA AT

"A marketing function is a major specialised activity performed in marketing." Tousley, Clark & Clark : Principles of Marketing , p.14

25

26 "A marketing function is an act, operation or service performed in the process of distributing goods and services." Converse, Huegy

& Mitchell. The Elements of Marketing, p.26
2 Edmund D. McGarry: Theory in Marketing, pp. 269-273, quoted from Marketing Management by Philip Kotler, p.557.
&8 Tousley, Clark & Clark : Principles of Marketing.

2 A.W. Shaw : Quoted from Marketing by Duddy & Revzan, p.21



(i) foT gg= BT
(v) fasma
(V) THATHIOT HRAT

4. m@%ﬂﬁmwﬁwwfﬂﬁmmﬁm%w'Facilitating
Agencies in Marketing' & JI=T31d 34 fauor el &1 va = & 8 S faqo &Rl 4 qof &1 Sl
21 39 Al § I 3131 BRI Bl Scoid [HA1 T & 91 HWR SI[HA, Tl Td Folld gRI 9 T
g ofde v 7dH & A fran axg o vd e 9 d S @ R 0 39 UBR 31egH $
ghm & fog & fAum ol # {9 gor @ ¥ §-

fauuE & ®rRt

(Functions of Marketing)

U ] BRI [ERI D]

(Managerial Activities) (Functional Activities)

1. e (Planning) 1. fauor= 31—:1?‘[9117-[ (Market Research)

2. e H (Organising) YASIERERINE (Product Planning)

3. T (Staffing) 3. shd (Purchase)

4. fAde (Directing) 4, T3 BT THIHIUT (Assembling of Goods)

5. e (Controlling) 5. ool Ta gETdqIeRoT (Grading & Standardization)

6. SIS (Branding)

7. U8 (Storage)

8. AT (Transport)

9. Y1 (Packing)

10. 4e9 MERT (Pricing)

11. f3d (Selling)

12. fa=IT99 (Advertising)

13. fa (Finance)

14. STRIA (Risk)

15. dISTR g1 (Market Information)

fauoE | yargea e

(Managerial Functions in Marketing)

1. Ao ®RAT1 (Planning): AUV & Ys=aii &rat § UM orf AT o)1 € | 38 e 3 aref
I TRIBT I B e 7rend F fauoE Sl ol ured fhar Sren g | 6 991 & I9e= & by aNld
B 2| g0 99 et # I fed gafay a¥e & gry # fofa oiex S g 2T B |

30 Cundiff & Still : Basic Marketing p.315
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[ Td qHAd HAl (Organisation and Co-ordination): fauE & g BRI H AIed Uh
HE<dqul S B | I8l Ao ¥ 1 39 ufshanr 1 g o faft= raf va &9 et W Horw afdaai
@1 el @I 39 USR ST FRA1 © I FaH BRIGRIAA Ud Aed[ & A1 S IR e
IATEH B TS | fIHT1 31 e & 7 AT BT 81 Irerd {1 ST Al § R 7 81 Teai a1 uifed
8 gha B |

I (Staffing): fIU0H Ua=d &1 = Ae<dqul BRI [9d Ua=ra], fama Faiel anfe &1 g,
gf3reror Ug ga+ onfe &1 eiRor 8 | fAUvre awers a8l dRid dei Ufshar iu=rar & S Afdaviia yawed
ERT JUAY I 2 |

Ware td fAdeE (Operation and Direction): 519 aied eiRa 81 S 8, faor qof o= foran siman
2, SHATRAT g Jaeahi o Fgfa o= & Sl 8, 99 I9 I9dR § Fare Ud FHaee &1 saegandl
B 2 | DI W AT <] 8l © Od A [ ISP YWD < A AR 7 far S |

fauo ®raf @1 fAI=01 (Controlling of Marketing Functions): 9I5TR &1 3raRemsii # uRad,
IUHTEIT BT AR 9T B H gRac, <9 o e agazen # uRadd snfe fauoe Jo # $drae
I IR A B | T8 Hpae fuur franeli & et =1 gR1 Al 51 G 8 | T a9 geerd
P AR fImg ug=g a1 fasha—aaiell & &l &1 yAia e (Standard performance) & 12T
T IR IR BT R AT A1y @ifds Ao vd faesor § arenrd 81 9 |

fharcae Bri

(Functional Activities)

fauur g (Marketing Reserach): 9o /@ anyfe I 4 faqo &1 Fa9d He<ayol
ST B T B | 39D AEIAN | T8 ST S Fehell & {6 U8 RN ared g, faa- A3, ot asd
& 1 a%g P UTSd & 81 H Ugd W1 & d1& 98 a¥g & (99 § 1 Qred & | Y HewdqUl deg daal
fIUor ST E1)1 21 Ul Feldl € St A9 a1 herar § Hewayqul AR (Contribtuion) U&TH &R
=

S<areH S (Product Planning): S%addd fauo 9 a1d WR SMenRd 8ral & f& &1 &el a®
SUHTET &1 ®fd, fIaR T AR B S # T B & 36T avg Bl FHT0 & § 9% 81 8 |
fIUor JIgE=T @1 WERIal | UTd dedi & TR Al & wU Vg fSWg &1 MeiRoy & den
3ATaTTID AT H I A P I Bl FRAT HRAT IeUEH (AT AT © |

%d (Buying): U&h IR & oIy $Ha 98d &1 Ae<dqUl el & | ST [Asha—aheldl 9@ 5
FIGET R R Tt 2 | B8l dd 98 WD B B B aRU P oI W HI IR Il 8, 39
W B IS ITAI DT Aherd] TR Bl & | fIU0M SrgHem gR1 ured Farii & MR IR & S
3o sha—AIfd (f¥erd S =1feq | 1 @RS &, Bd RIS & dU1 H8l | WIS &, & R0

T I h AT P JMaeIB Bl © |

9Rag (Transport): URTST & B a%g B UG Wil I SUFIEHI TP Ygar 8 | URds @l
AERIAT & BRI 2 g8 Scdred, ARTSIHRo g 98q aroiR <enfid 81 T & | Sudia & ff SuHRT
DI IR DI GAT g AAT H dlg PR Pl AWR RS Bl AT A 1 UT< 8371 2 |

Jofia_ v yHTGRRoT (Grading and Standardization): airenfires w=emsii & fory ga@T favy 7
I BI YR PV UGTd AT Pedl A BT HI—(AHT B dlell TRAT & o I8 b1 faey weg @
B © Hifh I U1 U ORE @ 81 8 | 591 a3 Pl ATIR B dlel ATART FADT THATHRT
PR D I8 ATT—37e A0l & AR AR B © | T899 (A TR 81 SNl & |




10.

11.

12.

13.

14.

15.

19

ST (Branding): &6 IR gR1 AT &1 S aTell axgeii @1 S7d ®I—T & AER W
STTT—3TeTT T ST Fehell © | Ue (i U+ avg bl SR AT Bl a%g A 3fefT Rl & fory 37ueit
g P R 99 T @ 2|

S\ W (Risk-taking): fauve @t # SiRew &1 W Wyl M 7| SRked siAfRaddr &
FHROT IO B B | O B SUTGH H IR Ifd SUHIG TF Tgam § qga—1 foramg o e
g | Rt SRes e ot 81 2 | SiRem & fafT dRor 81 Ad & S A1 B 371, 91, GEeHet
T AN e B, A1 Hf SIRaH A1t BT g B B, Al Hf J1 H aRad| 8 A B | 3 65
SiRgH W=t € R 1 & Areww | BF P S At B

TR AT (Market information): 9o % ST9IR FFAN 980 &1 Ae<wdqUl BRI &l € | IS IR
FATRI BT AURI & URT 397G & Al S AR R Fadhd 991d T Fadl © | A= ke
T, ARBR G 3 fARTE HeeIHi gRT a%] H UG g ITAN & -8 H GAAN Yhid I Sl
2| AR I AR & MR TR 30+ fJuoE A7 7 avg & Iaed d uRacd= aR ol @ iR
JRIfAT ufraet UTal & 31O ®I 9T ofdl § |

HfFHT (Packing): IXI311 P FAT—3TT Fi€ a1 & oY A I8 AT & I I & g I
UfHT BT DY ATILIDHAT BRI B | A BT ATBDT DI ASTT—Te] AIHT H G DI ATeIDhell gl & o7
PR T B A1 A3 7 U B Tedl B | 39S 3= sl d1 Ui & fog feadi, e,
grceti, Wi, SIRAT e AT & AT Bl ATTLIDBT TSl & TAT SUHIIIS DI B DI LT 3 IGDBR
HfpT & qman fHuiRa & o 2

fad (Financing): IUTEH 9 SUGIT & 1 9T &1 B! TR BT & | Iurac ff 9%g U<l o &
foTg Ugel | YA T8l HRal © | SET H dedl Jd, 7elH, I, Aolgy] 9 IS 3fa & forg +ff &9
B MATIHAT BT © | W1 8 IFH B, AR Tawaehdial, Sarsi &1 Ard & forg o &9 v
BT B | 99 9 ARG RTIa Maeavd a%g b1 ATTH SYHTG T Tga™ @ forg 8l ¥ fauvM & srid
o1 Rl FEar 2

Hea fAufRor (Price Fixation): TI® IUTEH B 30 IRGAT & Hod T LR 59 TRE F BT BNl
g 5 R S @ A< o 81 9 eI SuHia W a¥g & Uy 1o S @ A | A1 &
IUHIET & ol Jog MERl & A1F—we S oAid AR T4 Hedx ATRAT & forg 61 f=—fr=
fReiRor a1 2rar ¥ | arfes 9 W avg & Ao # gt i of | 39 srata faffiT areal &l &1 o
arel ge & ff fufkor g 7

fasraa (Advertising or Supplying Information about Goods to Customers): JTg®I &I EN*TjSﬁ D
v 3 S aIoiR # {9 &1 B 8, QU1 919 A1 81T | IcTGd DI SUHIGIIS DI AU IS, IHD
U1, Hed, YT I bl XA 3M1fe & favg H S Ya &Rl 81l & | [ {971 fash dwrg 78 & |
I8 BRI IS &) W ¥ e S B |

|UE (Storage): WIE I8 Ufha & 5 & ATedw | X3l BT SWANT 811 T 3161 BTeATd # SIY 3@
ST ¥ | I8 B SAGA 9T SUHET B 0 HH IR <l § |

fassa (Selling): fauor= # faspa w1 9ga & wewqul @ | aa 4, fJuvE &) MaRRen fama & 2|
afe awgell &1 f9oa 9 81 a1 fAuvE o & o/ S 1wl &1 <8 SR | a1 fassa & Scured &1
A 378 Il T ATe] Te1 AT Sl Fhdll © | [Aha 3 YT8D] BT U ST, I AT BT YIeATRd
BT, ITD] FATE <1 Yd SD] ATI—H—3Ted] a1 UG HA1, IS 37T 2 |

THAIHROT (Assembling): MEFH AT BT IL2T Bl B T THR B ST¥xd Q)T BT 2 | fagor
Y ST—3TelT Hdi ¥ A= UdR @1 9T (Good) THT HRal & AT SUATEIIS] Pl ST
FRIT B |
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fauor & Rygr=

I -2
fagu= faar

(Marketing Concept)

fauorE fad=aR &1 s12f va gRyrard
(Meaning of Marketing Concept and its Definitions)

g’ v fquore faeR’ ggier 981 € | a%ga: Qi § S 3R ¢ | faford o1 = fauvH faar’ wa
TquorE & dra 3R $Rd 8¢ fored ¢ b fauoe e’ ve <efF, iy sierar ameaniis = &1 qen
g | Safs g et fharstt @) e ufthan sirar anadfie Hiardl w1 AF 2 | W@rfde R W
ferae fafdy fomam & Wt &1 ey o=y 2 1

- I H, TAUvH—ega Ty 1 UARiare gl S R8T © | fIuv @ 39 9ed gU Hewd | s e
BI T 4 fawn <1 gR™ a1 @ Ry fauoe g’ &1 G=1 & 718 8| 974 8. devics 1 AU far’
B ‘IIATT S BT § P9 YBT S a1 fAyve fIaR’ gawr 1 98 <9 ® S fauor fhaneti @ Ani—geE
PRAT B | 3 Tl H, FauoH fqeR’ aEmisie—aniofe d=ftc & A W AR U Faid—aeid 8
S RS B W AUe ARl &1 o g M W 99 a1 217 39 foaReRT 9§ 9wfid ¢ wHE
aRTeTY FTgaR 8-

1.

3R 41, Bheed & IR fIuvr faar’ e o Rfd 8 S w9 Qv fahaneli & gaiaxor va
AT R g <ol B, arfds 3 fauor fhamt aven & o w1af o FAIford 81 9a iR H=el Srddret=
AIfFHTH T B IART & oI eI B UT HR A |3

faferad o1, T2 & AR T e H, AU fIaR 299 1 98 S99 B Sl UT8d ol ATTeIDHsi
D1 A BT HHN B AR BT NP Td AT AT A 8 | IROTHERY, HFAT & TR
ScreH, fayoe et wd faxfa ol &1 ve 95 deg a8 AgE &1 8 a1y fh
SUNTERIIST BT ATTLTIHATY T & IR I+ FMATADBIRA Pl I ATTSH @ A1 {6 TR T fda
ST b B [

& SR soifdgd wr, sFRET & fIuvr Sifdemefl & vl # &9 Ig orgWa axd & % fuve ua
JMIRYT AT &2 B | 3 S T YA MR, JTAR B & ARHIE! D] Bl WIHRAT T
AR &1 8 | fAU0H & 31 UTed U JMMUR U4 S fovg a9 Ol & | o9 aRi 3R ey

W. J. Stanton, op, cit., p. 12
"The Marketing Concept is a Philosophy of Business" — John E. Wakefield
"The Ten Cogs in Marketing for Profits" "Sales Management", Oct. 16, 1969, p. 3.

"The Marketing concept is a corporate state of mind that insists on the integration and co-ordination of all marketing functions
which in turn an welded with all other corporate functions for the basic objective of producing maximum long range corporte
profits." — Arthur P. Felton "Making the Marketing Concept Work". Harvard Business Review July-August, 1959, p. 55

"In its fullest sense, the marketing concept is a Philosophy of business which states that the customers-want-satisfaction is the
economic and social justification of a company's existence. Consequently, all Company activities in production, engineering and
finance, as well as in marketing must be devoted to first, determining what the customer's wants are and, then satisfying these wants
while still making a reasonable profit. W. J. Stanton, op. cit., p. 11.
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ol T o & @i & oY Tdd) DIl 81 e fe<ira smaR o/ wR fquor <2 smend
2, 98 I8 & o 39 far & o< uRam—faar 4 =&t afcd av—faar & 2

4. BfSh Ree Td A & IFAR "ol f[auore fIaR, a8 Jerg—aei[ 8 S 39 f9aR &1 U= arell
FHHAH @ A9 Yl & Yevy DI gagdrgdd YHIfad HRal B | 6

5. fhfora deer & ¥R, “faurH faR, fauoe gl & v yeee &1 <9 g 17

SUYa fdder & MR WR Y8 el Sl Al & (& “fIuvM =R, fauor fharei &1 Ari—aeie o=+ arer Y41

Ja=] S 2 Sl UEDIEI § AR Iuor |we o G8w b @I gaihd o Y Ifed a¥ieid IR ae
a1 2| 39 f9aR @1 ey A T B |

fagoE faaR ot A=aTg seEn faervany

(Assumptions or Characteristics of the Marketing Concepts)

TG A=Y el faRany fr=faRed &
1. o faoRyRT ‘aary’ Td ‘fAuv’ &1 GIRiarR) 997 © AR FaAR—ied &l fAuue Gied ¥
CEGASGIRS.

2. fquor faaR arifoie—anie dxfic & Rigrd W maRd fIaR 2 S aee—Jawie &I fauom—ufaba
1 ST A 2 |

o foar 9 &) 931 R 299 7 TR eI fahy R W &= a1 B

4, fquoM f3aR gablgd srerar GUidd fauod wR 9 <l 2 | 391 aedd I8 2 o fauoe fhaeii va
oot o1 v wven &Y e fhanatt gd fofat &1 2 anfey | saa arfaRed, fauom, fagos srfdierd
P ARAT § FaTed FISHAIHS U Y& B U 9 <dl & | 3T IE] H, I8 IRy dwer 3t fohamaii
BT THIHT B U9 ARAT g IS 9T & el § Yhoudm Mfid H R 9o <ol B |

fauoe faaR vd Sa@! favrydneti o1 =1 form 2.1 gR1 uef¥id fvan 1 wwan & | fo 2.1 sderan © & fauo=

IR 1 U™ a7l TRAT I Ugd TTedh] B! fAerd= Ud IRIfdd Sovdl 3R o1l &l SR Bl

2| AGURT ¥ & &Sl Ud AIEE] Pl &9 H [Gd gY WIIad JIoiR ARl &l MR Rl © | 59

91 fauvrE foraell & IREOR ARg Bl © | 396 uedrq MfHd Sarel vd darei &1 fquuE fear S 2

T ATEd] Bl Ffie AR HH B AW et A |

D g
18R] BT RN fauore erdany IS U9
fagara ug qgFN @7 vg  fagoers |daret @1
T Sl [P o — P> Frim | seurga g >
IR BRI W fagor
SIBEZE Sfaa TS

! ! ! ! 7

I UII—HfIaaRoT
o 2.1

Freed J. Borch "The Marketing Philosophy as a way of Business life, the marketing Concepts: Its meaning to Management". AMA
Marketing Series No. 99, New York, 1957, pp. 3-5.

Basically, the marketing concept is a philosophy of management that strongly influences the management of marketing efforts in
those companies adopting it." Cundiff, Still and Govoni op. cit., p. 16.

Phillip Kitler, op. cit., p. 12.
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fiforg dleer &1 Ad & f& "fAuoM fd=R 98 gawr 1fiRem= (Management Orientation) & S 9 9T @I
AT B b 6T BT W B (B FeT—aTaIR D ATTLIBAIAT, 0131 AR T BT R AT 2 |
qor gfaafeidl @1 go1 9 it g9ayel Ud driged e I difed Fadicdl Y& &R gg dsd @I
AIHA I B | 39 IR o ggRg Araang eforiad 88

1. oA &1 BRI {6l MR=d Ied T @ Mavgaarsii Ud 3eeisi & dwite $HIA1 Bl B |

2. e I8 WIGRA § b Aed 2816l & Afe & fol¢ VN Alhd AU HRIHH B ST Bl
2 Ol 377 SR & dR H SN Bl ¥&dl 2 |

3. TG DI FAT AT TbIgd fAqqoe Fa==01 &1 v el @ |
4. UTeh—g(e ATED] B! [T YT BRell 8, a9 Bl JRIERT BRI § 3R ATl I1e bReil 2 |

fauoE fdaR & w9
(Pillars of Marketing Concept)

"fIuoE fdaR aeqge: U ATEeIgl S0l & RO Uablgd faqure &l dHe| uTe & 3R e ded
TESH—AGRE & SR ASTHSG dAdl &1 Uit 2| 39 faar & =1 9 amaR w1 &

UEHE! afieHon

(Customer-Orientation)

fauur faaR ured BT FatuR AFEGR FeidT ® 3R 6=l BT Ued Pl afte I 3@ IR ge1 <l & | fauvE faam
DI Iz ETHWWWW (Product-oriented) W%ﬁ?ﬂm (Customer-oriented) 8 | I8 f9aR Ugdi
BT AT BT AfAS AT 8 R FSATHS a1 H S= FalgR ¥ <l 8 | 39 fIaRURT ®I 319« areft
FRITY HeA @ Nl g BRIpAT ST A0 35w 31 F= w5 91 B el & 01 UEdh! o wigdi gd
ATITTIDHISN H gY YRETHI & Y <t A (Product-mix) H IRET BRI 8 | Il: I8 LRV ATED
B YR W e’ § 3R WES g1 difed Sral & IV Bl Haifee Hewd odl © |

fquor fdaR & 39 TERIHE! IMYR W Pl FIeR 4 fhatfad w1 g F=ifdhd Hed ford o9 Sl 58—

1. qRAfA® Maegdal o1 AU [AUoE G &1 UUfie ded ATEd] & IRAfAd MTIHARN Bl
fuRe &7 9 IF=y gar © | Ife fAuore dxen gargdt 99cl ® 1 UaIdhi Bl I8 o o1 a1fey
& 9 arsdl 21 UG TR AT S 991 B © | IS FLRA T HUg J9ch] 3 Al I8 S a1y
% gue Tige 99 @ 2| IR SR & FWE 9 A FHE At 5 deed 9@ o <@
BT J9d] 8 1 TR 3R TFh 91 S X8 8 | 39 YBR, Scrg IT JdT f=<aqd: STHTRI &
f a1 S 2 SR IUHIG SHA T AR T 8, §7P] BRI UHIE! fehIor ol
IIeIRe ®U <9 H F8EISH Bl 2 |

2. ey wEl &1 RulRer: 59 fJuoe S3en SuHiedr &1 aR<fde maegdhd &1 FERe &) o)l 8, 9
IY ITR—fAufdTerRor o1 AfI—fT D1 UTHR I Fed—dqz] D! RYiRd B3 =12y | 59 T a8
gl ATEdl ® | R H fAfi~ aioiR—@vs gld € el srazaedry f=—fa= gl € &R o1
T IUTE §RT RT PRAT GG 81 811 & | ST AEHT & AT 81 wR Bl Ifre deg—aoiR
BT GG BRAT IRATGLIS Bl & AT AEHl $ FAM B R ‘IedTe [AfI&HROr (Product diversi-
fication) &1 AR~ BT U= BIeTT B |

B SIE Td F¥ YA 59 [Qqo dwen MeiRa ded dwel & foy Suga Sre a9 ol § a9

8 Phillip Kotler, op. cit., p. 14.
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HE FHI R YA ATH] H FE! 5 Td BT dTell IATE ATSHI O IgdT A1y | Jfa Ficrgei a1fe
6 8 Al SUG—fANSIHRT (Product differentitation) @1 AfT—NfT &1 TERT foram ST =i |

4. JYHIERIT IFALYTT HIA &AL ATHDTA T SUATRISI P IAIDHA T Wil & Y IS Bl
T I & oy fIuor Ao §RT SUHIERT STHeT BRI A WU ¥ BRd <81 d1fey | Afe Su«reR
3= FAATcell &1 avgell & Ui Ha Udhe PR W & Al S UIoRael] IcdTal dei S+ ugad Sl
P IR H T BFEN BB WA D IAEA Bl A I AS gAY |

T&Ipa faque (Integrated Marketing)

U AU &1 MR TR HH ] FISH AT H GRIT B MILIHAT DI Udhe Hdl & I8 W
fauoe HRl @Y IR TRl H alaRoT SR a1 S fauee dedt Uit a3 H SRR dRE R 9
A1 B | 39 & DI AUl I8 B fh S/ dd e @ il fanrT feax fo e fafdre sifter) & Jawa
H BRI T8l BN, 99 dh [Auo el @ it a1 B | $9fery, fauvr Sifdemdl & wdaw@ ud faw=or | dven
% 3 9T S Ieures, w1, faspa, ey, srga=am vd faer onfe fa9rT 81 =iy difes a8 srfdrem

qdleldh HUS

T HATh

HEI Ud¥h

d@W HH  ITUISA fggure fa AL S T IH GIEERIE] H19_97

EEEET EERCET R —— Tq famr EERET EERCET HARHR
ECRECT

Y@ 2.3

YEH—TIe P UAIAd B dTell T hamsll &1 Uaw 9ol YR IR Td | YhIpd [Juo Pl = Ju=
Il RN H TS+ A 4 ®U of FhaT § (SRag forr . 2.3)

faue et
qAET BH ITUIEHA fggure faa SERDIE] S IS afagwfia & 1H_97
PERSEY PERSK S EESrT RERCEAR PERSK PERSK TATEPBR
PERSEH
Y@ 2.4

THIGd fAU0H & SR K= DI AU dTell HLRA3N BT TS a1 &7 7. 2.4 ST B9 YTV HR Ahdl o—
ST S dedl d gfd BT MUR-UED AJfc

(Customer Satisfaction as Key to Organisational goals)

fIUU =R &1 TRRT SR W UTed A<Ifie 2 | UBd Agie &l AIodd dedi d gfd Td dAHrsi &
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IR & | safory, fagor fa=aR 1 MU= arell WS BT a1fey fb I Ued Bl Fad Ta! FHs, 3R I Aad
JITYE FATY & 8 TR e | Fehy & AR R P8l S Aahdl & [$ Ued Bl Fgfte $I [JuoH yami &1
Jed AT A1RY, AR AWM & o YIed Agfee Bl iAo 81 =1f2Y |

anygf® Ta R faure R 4 s
(Difference between Old and new Concepts of Marketing)
g fauu =R e g Yevg—aeiHl &l BRU—YRUMH 81 8 | YR fIeReRT a¥qd: sngfe o
AR @1 T=Y# B IR f[Aerrawer) € | g f[auvr Aifec 4 ‘Sre f[aer’ va Ao fdar & M 3 gar1
T 2| BB [IgM $8 ‘SURFE! fAuvH sficdror Jo [wagel fauoe sfiesror € wad 2 | mgh®
fIuoE R & A1 g9 SfedIvil &1 3R S 9 g4 ‘Sde—faar’ e fasd fiar’ &1 SiF o 1 e
g |

ITE faaR’ (Product Concept) IcTG®] BI fhATT BT FaH YRIHT ANIGLIS qAT A= &1 & | DICeR &
IR, IUTE [daR U1 Yee—3ATARRATI 2 Sl I HAIHR il © b ST 37 Td I BIAd dlel IedTal
D1 U1 T T & SR F=AwuE [l Tl A & oY Bl Pl 95 B [JUVH YA PR DI STR”d
g

fasraor faaR’ (Selling Concept) STGHT &1 fhamell & ARTEe &R fAg=vr @ fgdfi faameRT & 2
PITTR & AR, fAhy faaR” A1 e AU & Sl I8 AR doid] & b qai< fashavr 3R dag
TATHl & Td H SUNHIERT HFI Bl awgall B Afdd afkeror # T8 @ e |

fquomE &1 sy faaRaRT 3R S9a Sl &1 191 o 9 /8] dve ST S Fhdl g

fauor @1 qRIN &R T IR & R @1 91 =1 @1 FerId A AfAd e B Fdhd o

fago= ﬁﬂlﬁ—gﬂ*ﬁ fdoReRT (Marketing Functions - Old Concept)

Y

PRI (Functions) o1& (Objectives)
‘1 z¢ 3 ¢ 4 ¢
IE B feror @Rt fama Gaga ™ SIS
: L faspa
(Product) (Price) (Channels of (Sales 2l
Distribution) Promotion) (Profit through

increased sales

volume)
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fauos b9 fIaRYRT (Marketing Functions - New Concept)

Y

R (Functions) 1&g (Objectives)
TV SR frgor e ENEIEEICIN fasaare SICER e @ ATED
( @ Marketing @ aimd %3 Ja (After (Demarketing) [ ¥4 % gR
& Planning S drel i Sales Services) :
SICAEEZN Profit
3BT DI
) Through
1
Marketing A customer
Satisfaction
Research
(Ascertainment
of Customer
needs &
desires.)
3 4 5 6
SivIC EILE| faaqvor aroft faswa daga
(Product) (Price) (Channels of (Sales
Distribution) Promotion)

form 2.5 fauos fa=R (Marketing Concept)

SR o 4 I8 Wi 2 & & R & ugel wm1 3 fauvd & 1, 2, 3, 4 R [aRgRT &1 9q1d 8, o
T GE WM H 3, 4,5, 6 A1 R [IGRYRT & <TG fA90H Uae & H1d & 9 74 faRgR1 9 1,2, 7 @
8 B W fAUU Jaw & =TT o T & | R fIaRGRT H WEd] &1 32071 g AaTIHd] B o a1 a%g
T T o | oifhe 7S faaRuRT § 9 BT 99H B qd URDT B ATLIHAT MR 3T DI ST A1 B |
I o IRTE o 9 9amn 2 | R AaRgRT 7 353 iR S9! afg @ Sl off Jfd =8 faaraRT 4
S 1 J BT qargH AR Ao gataror ff Sire foran & s amiRe &l «ifde gfagsHe 81
2 | R fTemReRT 7 31fd® o g 4 afg w-e U fban Sirdn o oifdd sngfie faemmeRT H o o 927
F 918 RS 3l Agfe @ forg Ay & a8 Fan iR TR & 91l | 39 I6R SR &3 9 fauors @
R SR MYH faRURT & §9 & AAR BT T & FHS oI & |

fIuorE @1 QR fAeReRT AER AT R Ay gadd a6 ot | «ifed fauem @1 98 ferert s iR
Uac I 1 AT el 8 | ST Bad ®lg b haT 8l Fal off Sl oI fasha, fasma= siR faaror afes g+
faUuT YHIaHRoT BT B I SR veal # g fafie= amaiRe fohamell &1 UdHiakor SRl € | 3@ SifaH St
SUNTERIT B JTTIDBT AR F2B1 DI TG BRI © | Ufel AR (Paul Mazur) & AR I8 "Siad R dT ggail
g (The delivery of standard oflivig)lﬁwm'ﬂﬂv_m&ﬁ P H'gki BT, ST A3 FTOII BT AT HRAT
3R g3l § GIR BT, U0 IUHRT & TRIPT Pl gkl 8 AR AR S Silgd R DI IR © |
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fquor @1 g faeaRaRT & JFAR Yavg Pl W IAT & IdTa Bl & T8l Ara- ANy, Yo & AR
YIED Pl AT PR Bl W FaReM Al A1y | fJuoE @l 93 fFargRT &1 Fpy I8 @ & g8 ga U
= & o R IR RS fha gae: Rl @ |

QR ITEA Je faReRT “dar daem=” (Caveat Emptor) &1 SfedIvT oy gy o foaa arcad, ursd &
A B ALY, I P 991 S 918 [Ashdl BT PIs SRGINIE 8l | T IR UG [TaReRy b
AEY" (Caveat Vendor) fSTd®T d1cad 2 fashar &1 A@em™ &1 =1fey, fasdl a&g &1 99+ & a8 qoi
SR BT 2 | fgar &1 $ift Sewa ued @1 ST SR 2

ayfd ta RM fauoE faar | s=R
(Difference between old and New concept of marketing)

IUHIFT AYRE (Consumer Satisfaction) GRIT fI=RYRT Gl P IcUTGD I SUNIEIT Tb Ugar bl off
IR IHH A &I SRS T | i1 3Ngeh [aReRT § Syt &1 Agfte Aard & | dig 91 fHamar fae
SUHTET B Ffe & U FERe SRf 31 AfdF T9g TF T8l gl Fhdl © |

1M HHAT (Profit earning) G [AARYRT § A9 HHMT G B AT oAfdh 39 $1 fIARERT § UG
B AL PRD & 4 HHART ST FhT © |

fagoe wraf § 9RwRe w4 (Mutual relationship between marketing functions) ENEINECIRCING H
fquor & SR § URWRS T A1 AT A1 E S AT 980 BH AT Al Fd IR H fauoe &y
&3 B G ALIRAN & T8I dfed I AGD! A vd qHay Al a8 | 91 g9 vaieRer &
SYHTERTT Fgfie el B S qoheh! 2 |

SuTa-Harferd (Consmer-oriented) R fARERT aeg—anford o wifde T fIaRYRT SuHIa—danerd
g | 3A@! e T2 & fb R faarar | et &1 e avg & Sred W8 ed o AR fadwy &1 e

e HRd U olfdhd FdF fAaruRish d fHidRi &1 «aF Sudia R dfvad g | o SudTaei ol
JAMILIHATS] BT T AT ST § AR IR DI ST & IHY I Il 2 |

UG STJE=I (Consumer research) 19 fI@RERT IUHTERIT JTHEM WR YA T B W SR Gl
2 | Safd QRN faaReRT H S9! e 8l ol |

UG Hearl (Consumer Welfare) a9 faaReRT &1 Sedblele S IUFI HdI0T 8 STdfd YR
fIaRYRT H SHBT BIS WA 8] AT | SAfAY ST IEA—8H & WR Bl a1 3o BT STRGT AT faqure &
B HET ST R

ARG SRS (Social Responsibility) a9 faaReRT # ArfoTe SARERIE B 1 319 SITST ST o T
g Safe GRMI [AARYRT § SHBT PIg WU 71 AT | 39 I H AMITD SRR &1 31 & b faqoE
B FAI FETS DI ST Jo¥ R IFRAT ISR dl g < S A1 |

TIH 9 RN feReRT &1 1991 geR fF gR1 W fea S wedr B

R [EERR] fasa grr
— T — P . I
ICEIECIE oy gaga

@
REIN| PIEEZ fama PIEED
e [ T emwmeat | P S [T e [ T e gm

Td SR S
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cifeb g g 37 Tl W Aead T8l & AR SH1 Hel & & g fauor faemurT 9Rd d @1y 8l
2|3 9 U8 TP UK B © b (1) Tl 3T Scared d il & 91 axg a9 ¥ Jd SUHIaIsi &1 5201
g AEAIGATS BT Il I & | TAT §HD GG IUFTIRA DI 3L & ATHY IGH Bl @ | (2) faspg ot
RN BR & AT fdsha & d1e a1 Al < € | ST e 311 axggedi B TRvE) & ol & | gfe 99 MRE
Y H I TRIE Bl O] 8 A1 I I8l Sl & AT SAD! o AT D ST 2 | (3) SUHISRI Pl IeT—As
TR I8 & o A== 9 o [ Faea & BRI B ST 9 @NIed & forg fager fean o 2 | 9
g e @1 glaer <1 S 81 (4) I8 g FEiar € f=e o™ wifkd o1 S TAv1 g S a1 31 Seed
IS B |

ST Ul @& T B e H I@HR B 39 TpY R A & fF IR # engfe fauve faareaR <1t wu
H AN 2 | FE | A 9 STUEd aedd § Sl MYH® [TaRYRT & 31wy BRI B & offd TedHien
TET | IR SRA—oI R &1 TR, SAET Bl AedRvl, Ui afdd 3 # afg, @981 & R § gIR
3fe BIAT =ell SIRAT SR—81—d4 YR H Mg faRERT &1 AM=a gedl @rell S |

fduo= 9 fasa # =R
(Distinction Between Marketing & Selling)

3% fa fAuve @ faha § 31 R 781 &R € | 31 I IS TN TaRard] 9G] & w9 § &R & | I8
Sfad F&1 8 | ardd H qF1 W’ | fAar 7 | fauee wres a1 o fawaa & R fassa Y wnfie 7 | fasa &
HT geRll B 31f~a IuHTaT a1 fAT0T B arel) AR dd UgaT § wiafh fauer v a1 aRass § avg
& fEior o1 faR o & 9R™ 81 iRl 2 | fauers 9 fauos srgaea den oy R 9 R 9wy &
915 &) Farg W wfier & S 2| Feg F§ fAgeE 9 fasa # A oR ur oI g

1. fassa &1 & Aqfod SEfd fuod @1 &5 e favad g 2 |

2. fasra 9 1fdre faha wR 31 s fear Sirar 8 wafd fauoe & u1gd &1 agadhareli & udl o
7 3T AT P R 3P SR a7 o 2|

3. 9 B APS & H 98 Bl [dshT el S 8 clfdh [AUvH & =TI ATehi Pl I T JI Afe
ERIKIRCICRuCR

4. e ¥ 9%g WR &M Bfvad I8 & Said [QUoE H Aed I W |
fagoE fdarRyrt W=t fafa= sfeain

(Various views Regarding Marketing Concept)
faqoe & @1 v wdwH=r uRvTeT 7€ B | fauer @1 st fafr fag faft=t yer & o € | &9 39 gl
@ faari & =1 wdl 7 ol = wed -
1. a1 3R Harsli & faavor dwee fa=memT,
2 SYAIAT & ol Tl fdaReT,
3. S —RR UM R T [AaReRT,
4. Joel Sfteaior faameRT,
5
6

SUHTGAT Al I(?JﬂNHNI,

3 fIaRYRY |
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JIG3l IAR Faisl & faaver Rl fAERar
(The Distribution of Goods and Services Concept)

oo el fAaRi @1 W 37d gU §© fAg™i =1 fAuvrE § daa S+ foamsii @1 € affferd & &1 fdar

Frqd fhar g | S aeqgell Ud darsli o fafar @ SuHre ao ugam | &1 9 § | 39 ISR & g o $8

gR9TTY 791 TBR g—

1. TSV, FATdh Ud FATdh & AR, "FAUoE § g {1 9 fAe © 1 Il IR [amell & Wi
BRITRYN B YIfAT -l B R ifde fauore &) @razen &=d & 1"

2. S g Sl vd e & |q |, “fauer # 9 fhard e &1 Sl § S awgall 3R Adisl & e
@ SUHI qb B dETd A qHd & |

3. IR A ST TAIRIEH &1 aRurer |fifa @ /17 4, “faqor &1 srel =rdiRe fhasti a1 g1 ov
A 2| I8 fhareli &1 QR B 9 & | I8 A vl iR Jarsli &1 IcTad A IuHIE T G|
b & g81d Bl R HRA 2 |

U & &= # SUad fA=Ri B Udh o Bl dd A1l fHefdl I8 offdhd et 349 fa=Ri @ Jr=gdr FHre
B gal 2 IR 37! YR fIaRERT &1 Ucfies A1 S 2 | 391 91d 31 39 UHR W &8 9 ¢ (& I8 fdar
Faprorar forg gu 2 | o1 37 AR & 71 srrelres @) ot 8-

1. 59 9ol & agaR f4uor orl axg & AT 81 9 & 91e € URe Bid1 ® olfd arRafdaadl I8
2 f& 9%g &1 7707 98 Usel W & YR 8 O § R g8 W SN U4 AU sgeeE &
MR TR YHR IUATGN U qUvME igae™ o] oM, o fSorms, axy Ui gd avs
feriRor qen fasmaq vd fasha dags &1 i 39 uRuTyiel o aRfS # F&1 31rar ® Siefd sfoiad I8
I Bt fauoE & T "9 W B |

2. =9 fary™r ¥ fasa & a1g & S arell Janit & forg a1 e 78 € sefa a8 AT fAgve &
&= # TE I § S MY fAaRyRT # 98 Udh ARl SUIRT § |

3. 59 fIaRYRT & JMTATeHT 39 UBR &l Sl 8 b I8 f[I=aReRT 39 a1d ®R afd § 6 S @8 M
REICT §RT 9911 SIRAT 98 U181 §R1 Y HR (o1 SIRAT 31fiq I8 faaRERT axg—iagdl 2 |
JATSThe 1 IUATFI—AAGE fIARERT IRl STl & FoRe IeuTas ST Bl 6 Td ATqeIDHerali
% AR fHar S 7

4. g foarR S99 997 & forv Sfd 9 Sefd ST U9 R doun A< dr8d Ud gRdsd aeEi &l
e fabra &1 goTl o AT IUHIT Bl SaT—KR Ud D! 3T HH o |
5. 39 fIaRyRT § IS ARSI BT BIs WITH T8l & Sdih 3oidhd ATHING SR fagora

BT UE 37 99 T ¢ |
SYA #t FoF @ fdaRURT (The Creation of Utilities Concept)
§B fagMi &1 A4 © & [Auoe SUARIAIS 1 Ao - arell {51 8 | $9 USR &I 9 I R arel g
@ gRYTETY $9 UHR 2
1. P, B Sl Ud Hae & AR, AU siefera &1 a8 9 & fOrH 0, 99y Ud SifEerR Sui
@) SR BT eI fhar e g 17

2. Ras qafes & Aa 4, "Auve va T Gaida uomell 8 i1 1Y, UM, 999 U4 SMUHR SUATRIRA
@ Fold gRT a3l H o I~ el g ["°

Marketing is an integrated system of action that creates value in goods through its creation of form, place, time and ownership
utilities."

— Richard Buskirk : Principles of Marketing, p. 5.
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IR & FATIIR fJUvH U gomel! & Sif b avqgati § SUAIRGre & Ao gRT e I~ Bl © |
g IYAIRTAN =, g ofl S frae & SR (U™, 7Y Td ISR & ®Y #) 09 UHR &) el § ofdfd
RS qafes - w4 ITARET 31 3R Siie A1 B &R 39 UHR 976 IR STAIRKN IR YbR & el
2| arag #, fauer franel 9§, aRi geR @) IuAfard wwifad Bl 8 | 579 axqg &1 e vd faer fear
ST g a1 fauo & I8 fosan wu SuAfidn &1 o dRdl ® Safh geqgai @1 fafe w9 fafte e
RE R 999 & foU Iuae wx I ST |fod @ 9Rfl § | 396 uaR oo fhansil 3 59 a%g a1
I ART Y B AR gRT AU i 3 W oldl Sl 8 A1 I8 fohar axg] H 9 IUATHIT BT AT
&Rl 8 | fquor fhaell & oravia € avq & forg fasmoe vd fasea dae fan irar & | ot avg ¥ @it
SYAIAIT BT T B B |

IR<IG H, SHH PIg &I 74 T8l © (& [JuoE fa SuARiaell &1 G o) a¥gell § Jod S Bl & |
IETERV & oI, S H UG ADhS! Bl DIy SUATRI 81 8 oI Sd PIs BriraR (A IHD STl A U
FRD AT BIC—BICH Hol d FAI BT ©Y § odl § Al 98 dAbs! IUIRN 81 I & | AR 39 UBR 9 A
H I U B Il 2 | S UBR 9 a¥gy A & 81 IR—ANH @ SR Kb § ! & 2 Al S
A YA T B Sl 2 <A 519 I IuHTETT & U1 Ugd Il @ A1 S99 I SYAIR] Sca &l
ST B | 3 TR a%g Bl 999 & fory g S @i ST Sca wR B |

31 aR¥TEIST &1 I I8 B fh A Ao & daer e fhar o1 & @ad, aell € | g fhanel o) 9 e
T8 e M 2 | Wi B IuHTeT Iific Ud ArIiTd STRGIRI B BIs AT 39 UREIR § T &3 w2
21 39 BRI | I8 gRWY RN faeReRT @ A7 ST © |

Sa-R US™ B TR fAaRYRT (Delivery of Standard of Living Concept)

go fAgmi 7 fA9oe &1 3 Sigad—wR A R gREy =1 R & §—

1. Ui AR & SR, "fAUvM HHIST Bl SHaa—xR Y& &Rl © |

2. HodH HHTIR & Ad H, "fAU0 F1 ML SHa—wR BT Fold el T S U Hd 9 8 |7

3 gRYIIRI & TR, faUvH &1 BR, T ®1 SHaT—wR UG HRAT 8 | I8 TR SUHTa—fzd)
£ TN 9 91 WR 9l Qall & (b o013l &l Agfie 3faw &l S | 37h: g AT gqe Sf=aiid M1 Sl & |
qifd STgF—R Y& BR & [olY 31awad & fob FHIsl gRT AR ST arell avg] Ud axg—faeivamati &1 Sfera
ARAT B 1 |

o &1 a1} A B Y Sia—R &1 Ao BRA1 & | qor 4 37 T—T0 awaii &1 o7 eR 37
WM ¥ afg BT 2 | T 16T 1 AT A1 791 Sig9—%R A A I R SHaT—wR 3 GoR AT I 8l
P TAT Uh IR FATS Pl Sl Sd—&R e O SEH 3fgqfd = 8] S=ifd 8 a1y | $9d forw
Wﬁﬁﬂ(aggresive}ﬁ%’ﬂﬁﬁﬂﬁﬂ@ﬁﬁﬂﬁ?lWﬁﬂ?ﬂ—ﬂ?ﬂaﬁﬁiﬁqm?ﬁwm
e S =nfee | o aRaR & a1 «1f¥fe oM™ vd faanfyan @ awxgq urll ol € S91a1 Sa1 &
3fS® 98 IRIR Iea YET—Hed & VR P1 A Il 2 |

BN L], TAS B SNaT—WR Bl Hdl IS & (oY I3l B IUASK B IR ST ARy e oy Ui
Tfg—I1a G MER—IER | 9K U B =12y | f[GU0H & [P & ¥1d H AMINTEG R Bl Sl Te1 Sorl
ST AHdl 2| aRGd W, [AuvE & fad & 8 PR S Rl WH—RAF W UK B M 8§ 3R
TA—ATIRYT AfAH—A—NH awall BT SUANT TR T 2 |
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quielt gftepivr faamemT
(System Approach Concept)

JoTTell SfeaTo] =R &1 gR9YIY 396 UaR &— (1) Ul e & 4R, “fIuvs &1 sref 39 ureR®
ARG fhareii & T=ol Yollell W 8 Sl dg dH Ud FHIAd TT8dh] Pl D! Saegddl—a e Bl
TR AR Harel & IR H Ao 99, oI FeiRa &, Fag 3 1R AR &+ & fog &1 ol 2 7
(2) BivswH, Red Td 7@ @l [ 4, "fauvE ve @il ufhar g | s gRT awgali S 9eiRi & g
R ST B 3R @i evarRd by o 8 |10

9 fIaRYRT & Sr=id fauv | a1l @A &1 FRol Yollell | oWl ST & | $99 |1 raariae fharg
Afaferd @ Sl & Fife I8 A IRERE w9 A Th—ga 9 F=id ekl § a1 Th—gar &l gifad
IR 2| B fAgMl 7 gorell & wId R ufshan e &1 gAa fear 2 o fF vew vd Rea 7 fhan 2

IRTT H, 39 IR Bl [TaRURT Mg fIaReRT & =d il 8 3R fAUvME fea & &3 H g9 U
HEAYUl I 2 | 399 91 arawriie fansi @ afafod fean Srar @ @) 9 SdeT 9 gd a1 Sded @
q1€ &1 T B

Sudiae d=gfic fdaryrRT (Consumer Satisfaction Concept)

g fauer fagmei @1 39 B f Swdiaar dgfic faqore fanell &) snaR—fRren & | ord: S8 aR¥mmg
9 UBR &l o— (1) UL Hepredl & Jd 4, "ISusiac AR B ATeIhadisii & AJHU Icara ARIAIAT Pl FHRS
B DI AEATIHAT BT ATIRAT )T AT S aTell IR [JuoE Tt © 17 (2) o™ dieeR & IgaR,
"fquor wd el &1 e wiE & et At @1 glaureye td gol 999 @ oiR AR fean s
g1 (3) UI. &= DI X H, “fAU0H SuHIaRll B asrddell Ud STl @) Wi BRe Ud S Wil @l
Sl ® SR fhR S+ AT § afg @) oIl 2

ST T IRATIY Y fI=RERT BT el 8 | §7 AR (1) TG Bl UT8D| Bl IMATIBAISAT b
Y a1 I 2 | 39T 31 I B b R UBR &) 9%g TP a1 © I ISR B O TABR 3D
& el & 5 {6 S avgell @1 fafma YREgaR 81 9; (2) Ursd] &l Aaeaehdisl Td g2l Bl gdl
M & Y ST A1 WIS DI Sl &; (3) UTeD] & AT I U a1d Gd fdaRvll & AMER WR awiali
Td 1371 BT SATGH HRPb IS9P IU HRT ST~ P Sl 8 IR R 74 afg & &1 9 fhar S 2

R H, I~ <% H U8 I8 WISl Bl SNl & [ UTed {6 YR 1 a1 A1 a%g <18 &7 AP HRY| I8
g f% T8f ufa I o 31 2 | oI U® AR MYf1d 3 MY avqaii BI HI P AU AN
PHRAT AT B | 519 UTED] DI ATITABAIS] Td F2BIRAT BT Ul o SIrell & ol fh IA & 1w Ied IR
T B I B Y IR (ha1 S 2 o fIueE g f9spa Hag AEEl 9 IFa] A 96T BT 9T (a1
ST 2 |

39 faamuy # Iz 91q foit g8 ® f% Fmiar g1 am Sudied—awgfe & 9re 8 ura fan s | 8 | af}
Pl TR IUHIET < © Al A9 UK T8l [Ba1 51 b |

10 "Marketing is the business process by which products are matched with markets and through which transfers of owenership are

effected."

—Cundiff, Still & Govoni: Basic Marketing, p. 5.

1 Marketing is the set of human activities directed at facilitating and consumating exchanges."

—Philip Kotler: Marketing Management, p. 12.



fagve o 31

30 faaRyRIE (Other Concepts)

faf=1 afiepror &1 oiar A= fagl 3 fAuvm @ - faRyRE ) €1 &1 fage o1 fQuoe &
IARIS G Hadl B A BIs ATA™I & Y= &1 dRIdT 9ardl 2 | 391 YHR Ua [AgH Qe &1 arf g
I JA1d1 8 A1 OR1 fA90E @1 9fshan 9 € | 89 - e U 8 UgE aRERl $1 § I8 5

1. TH. of. 4 & Ad ¥, "FAUUH U@ JMURYT ATad g9 7 |12

2. HUC A & IR, T {5l R & e SR &1 aial & T4 Idd Asayul aards
oot g qof STFerY & A foran it § 6 g9 fofa &1 ared W Fan g g9 T e

3. 3. UW. U 99 &I I ¥, "fAUvE fdl awg a1 a1 Bl SR AR B R dRe SEH 98 Bl
JAIRT FA Td o WR <1~ Iy $1 fAdRd &t &) Ue ufesan g 1

4. did . IRTed & gAR, "fAUv &1 1 F9a @nfid w2 |7

ST A= foaRaRT & o1eaa | &9 39 Ay W ol € % oo o) @18 wdam= g =181 8 den

HPI0 AT QR fIARYRT BT 379 Blg F8<d el © | ATThdl a1 AP [TaRERT &1 HeedqUl & | SARI afte

H "fAUor BT 3fef IUHTGRIT B MDA b AJHY IcUIa HRD TG DI YA & foy FAT BT 8

R & STRIIRTl & I89—H8d & Wk H dfg 81 9o a1 ITHIE &1 F<gfe d §Y oM U fhd) S e |7

e R & ey - RgF 7 - ok & 2| s & @ wsagel gy

fafaRad 8-

1. faform 1. weved &1 [ ¥, “fAuvE e @rawniie g3 8, Sl I8 Ididl § b Aredi 6 sfaedad—afc
B 0 v & AR & forw anfefes vd It siifercy 8 | aRumaRasey Id1eH, Sol=1afeT ud
o den fauors =l Heel & 9 fhardhery aduem 39 91d @ forg wafia 8 =nfey f& gt
B AMTTIRATY F1 B IR TIear ST a1 FHA Y S MATIHAIS B Agfee. HIN a1y 16
(@1, e B I H (i) fAuve v araariie g9 1 (i) fh Svee @ s @1 anfdie vd
AMINTS S A IR I & oY U] B ATaIHA—ARIE MMaID ¢ | (iii) b FRA DI |l
fhaTd 9 91a &1 Ua1 oM & ol F9fta 81 A1 b TT8h] 1 ARy dii—dl= Al Ud fha
JHR B 87 (iv) FRIRI B I A4 HA gU 3 SMagIdhdis Bl d<ific Sl 12y |)

2 T. Beed & 4R, "fauvH fa=R ve <2 & Sil fb 1@ & arer 3 ar, {61 S &, [+ e
Tq ST B STAIHATS i HEaqvl Bl & | I8 ATITIDBATS AT & YD BT A FHKI
AT & o vt o Henferd el R deg go—FuiRa o Seeal &1 ura aer 1" 17

"Marketing is the fundamental business philosophy." —F.J. Borch

Marketing is a way of managing a business so that each critical business decision is made with full knowledge of the impact of that
decision on the customer". — St. Thomas

"Marketing is the process fo determining consumer demand for a product or service, motivating its sale and distributing it into ultimate
consumption of profit." — E. F. L. Brech

"The function of marketing is the establishment of contact." — Paul T. Cherington

"The marketing concept is a philosophy of business which states that the customer's want satisfaction is the economic and social
justifucation of a company's existence. Consequently, all company activities in production, engineering and finance, as well as in
marketing, must be devoted to, first, determining what the customer's wants are and thus satisfying their wants while still making a
reasonable profit."

— Stanton: Fundamentals of Marketing p. 11.

The marketing concept is a philosophy applied to the operation of a business in which customer and consumer needs will be uppermost
in importance. These needs will govern the separate planning of each functin of the business, as well as the overall plan aimed at
achieving its predetermined profit objectives."

— A. Felton
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(39 faarR § N QoA IR ®1 ge <29 a1 1 8 T1 TMEHT B SMaeghdisi ol Adiftid Agd
{1 TR1 B | U Beed & AR I8 JATTTIBATS FGARI DI FHKT I3 Pl Flford BRell & T
& qa—FwiRa amal @1 ura fasan 51 | 2 )

B. g1, 3R Ul Beed & A7a A [JuvME AR s aRass ol Ui g9 § S 9 [quvE sl &
UHIHRYI U4 FHGY R d il & | Ardeblel § fehad oW HHM BT ded UIad bR by I8 dRi
FA B 3T TG BT A S gY B |18
(39 foaR # 39 910 R 9R &1 1 8 16 @ oo & 9 1l # galawor gd a9 841 a1y
o o el 3 s1fdaad o4 &1 oeg ured fohan i a9 )

(. fBferT PIeeRr & SER, “fAyvH faar @Hied fuve gRT aafa wed S Bar § e
g YTEh Afe Iq~ bRl il 2, R b Fiercdsd dedi &l dfic & &1 | |"9)

(5. TCTUe Ve Weed @l |ifd I8 AR W1 el &1 raedadial & A<jfe R Afdd a1 aal & oy
& el @1 U fhan S 9 |)

ST |1 TRATIIRIT & eI PR W 84 9 By WR AT & 1 (1) 9o [GaRgRT 3§ Ured 9 SuHTa
U 2 | (2) D! IMTLIHARN D1 AIe URH AMaID = | (3) 871 aegdmdi—a=gfic & Afdmaq o™ 81
HHRIT ST Adhdl 8 | (@) 39 forg fauos § € Fa81 afeds caaama o 9 fhaneli § Uaiaor vd 9= 8191
NMILTF ¥ |

fagoe faaR va fago= 9 =R

(Distinction between the Marketing Concept and Marketing)

fagmi &1 7a ® f& Qo o vd faueE § s B | W1 weved & Ad #, AuvE feR e <9 8, @

RAY I v I b o B BT © Wi fAuvE ve ufhar ® A1 ey & BRI BRA B
T T 8 |20

39 UBR fAUuH U6 IR U@ faaR a1 g9 & S9fh k) iR S9! asiRe w4 B | I8 AGeiRe w4
37 ISP qII9D BRI A & FAT Iegall b1 [JuvE fhe UbR fhar e & |

§B fdgr <34 Td faemR § R HRd € AR d 39 M1 DI GFgardl &l A1 & | Sl Bl & b, "
U faRdd BT 8 S 9% I Sl dl Farferd va fFafesd oxdr & wefe R <39 $9 81 gr1
fetRa arare}or § $RI BT DI U A TRl & |72

fauor @1 wEE
(Importance of Marketing)

RE TG H A AR WA off 3R AFG STH—R o | 98 AU AaeIHT Bl aRG3AT DI W
g1 fordm et o1 | oifd 3ol STed 98d U\ IR e Siran ® S fo fdaa a1 wiRarRe SudiT & forg

18 "Marketing concept is a corporate state of mind that insists on the integration and co-ordination of all marketing functions which, in

turn, are welded with all other corporate functions, for the basic objective of producing maximum long-range corporate profits."

— Arthur P. Felton: quoted from the book, Fundamental of Marketing, written by Santon, p. 12.

"The marketing concept is customer-oriented backed by integrated marketing aimed at generating customer satisfaction as the key to
satisfying organisational goals" — Philip Kotler: Marketing Management, P. 17.

20 "The marketing concept is a philosophy, an attitude, or a course of business thinking, while marketing is a process or a course of business

action.” — Stanton : Fundamentals of Marketing p. 12.

2 R. Clifton Anderson & Philip R. Cateora: Marketing Insights, p. 12.
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T BIOR AL G JR—ITER ITART & forg 8Ia1 & | 301 &1 gRomH & 6 faf=t yer @ Aereli, uRaga
A1, Mer Glaensti, f[ama wer, f[asma vd famy Fag sfe R & &A1 S+ o § |

STl SYHTERTT fIaR B Mfed1e Ar=aar e 1 8 & e aRumm—wawy fauve &1 78w & 78
9¢ gl dfcd IUH Bifdmrl IR 9 81 @ |

31d: faqvr @1 s fauvE & forg € Ayl F&1 & dfed (i) T, (i) A, (iii) SuHre, (iv) sreiegaRen
@ forg Y W@yt 7

Wb @ forg fauvE &1 W@ (Importance of Marketing to Society)

1. SRR @ Gfaem (Facility of employment): fauvre & gRT ISR JAemd uae &l il 8 don
SIRI—oT fauoe fohamatl # afg 8l O 8 ISR U dTel aafdeal @) e | ft afg g el
2| WRd | 1951 # fqcRor fhAiali (distribution) § 78 &Rg Afd &1 8T o foriah! =m 1991 ¥ 9gaR
TR 2.13 RIS 81 TR B | U A © b Al axg & v A 5 afdd o € a1 4 afed sae
faor # o1 gu ¥

2. IE-H8 Bl WR U&™ BT (Delivery of standard of living): fIU0e SERATERT &7 Ffi—=7=01 Eﬂfﬁf
QU PR SHD VET—Hed & WR H g HAl 8 | 39 oY AR Bl TH—T1 awgeli al
TSR &1 & forq fIsmue va Ay Hag &1 AeR1 ol Sl § doil 396! a1l Sl § {6 a%w
I3 foTT fhd YBR 3MMaead Ud ASR—ID 8 | 519 SifSH1od Afdddl gRT SHG! HI fhar Srar ©
dl 9@ 89 | 4 afg B B |

3. JrefeaRen B A=l PHIA A TAT (Save the economy from depression): AU sefarazen &1
7 ¥ Al 2 | A awgell &1 faues 9 81 a1 wH A | 2 A1 UEdl gR1 S Hd 7 fHar S
Al Q9 ¥ #1 Brel 371 SR fordqe aRem gl 87 | dRE! H e Taiad 8 SR, 9o R
SRAT, RISHRI bl SR U4 ARPRI AR A 81 SR | $9 UHR NYHd f[JuoE ursdl 31
SILIGIS B AR TG BT IUET BR U ¥ DI Agawl Bl g9 UROTH F F9T 2 |

4. I 3 | afg  (Increase in national income): 5§ fAff= UHR & UTEHT B MATIHARN &
IR a¥gali b1 Mo fhar Sirar 8 O <9 @ @ avgai iR Jaril d afg Bl B e
IRUTHRERY I 1 H 7 afg Bl § | AT $F USHR B awgall MR Jarsli Pl Icriad I Sl
g O Y A HH & I B |

5. faaru arEl 9 & (Reduction in distribution costs): T 8 faaRor =qawen s P faaRor
AN H B BRAl & FoId aRTREaSRY %] @ oI H HH PR & SRl 8 T TSl arTad
&Il 8 |

afe I )T 39 &9 &1 FHIS I Fe1 Igardl SIial § Al 91 9R1eT S ¥ A H1ad 811 | SaTeRl
% forg, afe Ffdr s o™ &1 SHATRAT IR T ISUHIET FA=TE W AT 98] FH R I 9] faard
TN WR I P12 Al Al FAS AW BT & 3R SHB! 598 o™ 7 I & |

fAmter & ferg fago= &1 wg@ (Importance of Marketing to the Manufacturer)

1. e vd fAvfai § we”™E (Helpful in planning and decisions): U& A & forg fauo= &
Y Iy Ar) Fofg e e va ol o W dErae 2d1 8 dieide Scare aEel
i e AraeR T8 foran SIar ® {6 89 fhaw Sced #) 9ad € d9fcd I8 A forar Sirar 8
5 Sy e UdR &1 ax dredl 57 & Jm31 4 =redn 2? {9 Jod R =1edl § | g1 99 91l
@ MER R & A gr1 oy forn S @ & a8 o axg @1 vd fod | 9 Saed & | gl
91 DT T YR 91 B8 Fhd © b SUHGIRI B ST Td MTeIHasi & JTAR & Faarg H ok
fordy oimar 21
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2. 3 ST 1 9 W™ (Helpful in income creation): fAUUH &1 &3 g Fo- H HERI® il ¢ |
U aATd H M HHM BT IR fAqoE 39T &1 €1 81ar 8 | 39 v wR & aal & 3=
T fomT R <8d 2 | 3k oo v g1 a1 e (ot o foran s € a1 S foig @ s
B AT HRar B |

¢ faa=ur § Wer® (Helpful in distribution): fIUvH &1 sregg U& ATl &1 I8 9aar @ fb 9%
FH—H—HH AN TR AT AAH—H—31¥H Flagod b=l A SUFIERIA B hd UHR & HA1
LY | TSl & 59 UfAr g # @l i awa 8 daar g e f[Juom ara sa—d—a8
Bl 2 |

4, ?fFﬂGﬁ P IMEH-USH § FeId (Helpful in exchanging information): fduoe & gr1 €1 fafv=
YHR Bl georc gs RN @ gamg faqore vawue & it ugad ¢ | 3fe I8 a7 9 o’
dl BIS W JTAR HRAAAYAD el Il FDhdl © | AToldhdl AT Ud SYHIHRT GH1 Uh—ga I SOl
fhariey X € ora: 39 g & fAas &1 SR fAuve gr1 & faan S 2 |

SudIaRil & forg fduvE &1 78« (Importance of Marketing to Consumers)

SyHTFRN & forg W fIuom &1 w1 w8 & | UM B 39 e gomell &1 S+ 811 @y o fa
I8 U 3 7 | foF SR FA16] & SRM U Adard] U+ fagargul Ao & fog aga—0 ardi &1 SHaRI
PRAT B | A UBR TN D1 Al 9 B WIS & GAI [AUUE & IR § SIEdr) 81 A1y | f[aueE & 9
@ BRI & B IWJ ¥ [ YRT & SUHIGT AEHN AR H IR afg 8 @ B

oo &1 Ae 39 &fe 9 0 Afds 2 % Swiia & g1 S e & 11 @ S9! i 60 ufaerd &
¥ B AN & 91! 40 URerd axg H Ay &1 2 & | I8 BRY 2 b ST 89 9RA § gAdg gl
H QR U & | 379 STUTGH ITUAT UL e SyHIaaisli 3 dred ¢ | st fas fuvmE @ § & v avg
B AN HH B S Fob AAT SUHTGRIISAT Bl I HH oI TR ITAL PR b |

sefegawen H fayus &1 A8« (Importance of Marketing in the Economy)

TP <2 DI fawe] H fAUuE &1 U Hed Bl © | AT PIS < YU Sl DI S oI WS
FTfIE B ] SUTE BRI AT & Al g8 (A~ BT BT AERT T VAT FaReAT Bl & <lfch1 VA1 I
T fhar STrar 8 Safe Iaarll WReR & A1 F8ART BRA ) HIGHT Fal Gl 2 |

aéﬂﬁlﬁﬁﬂv‘miﬁ@"\’%@%Gﬁ&ﬁ@"ﬂﬁﬂﬁ@?GﬁW(urbanisation)EﬁfWﬂa?%T
g Jgf fauoe & TN—R IR’ G el 8 SR -1 AU &1 geed ft gedr @ 9 © |

fIuor & HE@ B S 8Y WIRA ARBR 1 A 1935 H Y fJuor FeassR Fga Ban o | aqE § 9Rd
WHR & P AT H T faqore va Feror e @ e wE e $fi fuoe dJadEaR §
I H W 3 UBR B A0 AU Ui 9 € | 39 T & IR THI—HT TR GISTRI 6T FAeTT B
2, 3ifhs UHMAd B & 9 II6IR B RIS DI A THR S {HIT 51 Al & 39 FY H ABR DI FeITd

T | WHR 7 G & MR R A= JbR & S a97a- Aaqore § Fgan o) 2|

gay $ TH b w9 | fago=
(Marketing as a Philosophy of Management)

3RIAT

g fauoe faomum & nuR ww
(Pillars of the Modern Marketing Concept)

oo @ 9 feRYRP @1 ya & <29 & wu A fAuoE ff @'d 2| e gm0 @1 e uew

2 "The marketing concept is a customer orientation backed by integrated marketing aimed at generating customer satisfaction as the key

to satisfying organizational goals." — Philip Kotler: Marketing Management, p, 81.
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fIaRYRT FEd € | fIaRYRT & IR W™ 79 9 86—
(1) SUHTFT—AHHE, (2) fAUvE gasraRor, (3), SUHIGT F=fe, (4) IUHIEI BTl
IuHIFT-AAgE (Consumer-orientation)

T A1 g fauoE faaRaRT a1 fIues gevy fOaRYRT &1 %9 JMER SUHTET © 59 aRi IR T
ARG fhaTd Fahy diedl © | 398 SUHTERT DI Boss T SIIdT &, fHiar @l F81 | gafely a9 &
TG H ITHIEIT Fa SR BIAT B o IRUTRISY SUHIEIs &1 AMaeIHais IR 9gd it 8 &
T ST B 3R ITHIRT Bl & F i @l 3R S=a1 ST 8 | 3961 W 312f I8 & o Sura 59 avgedi
IR 59 IMPR—UBR, I, ST, JMfS BT I a18al & I Bl A1 7 gR1 fwan S § iR afe
SUHIHRT B $2BT, [T, AT TS g8el I & o SaTa—hd bl W I AR dad faar ran 8 e
o a8 IuHTaT @l AEISRAre d g R Fqb |

39 B & forg fafar o SuHra @1 S smawadmanst @ aRyT Af¥ed wAl gl @ e a8 gt &
IR © | I8 SMMAP 81 8 b 39 BRI & I IuHIT BI U &1 NMaIDhal DI fordn S | SuHTaRT bl
D3 AGeIHAN A1 FEI @ GRSl ST Al & | $7 ATGLIDATSA] BT Yl oM & forg FHaid gRT SuHTer
A R AR 2 {51 ST 2 | I SR FA=T aRIeR I IG] Ugdl & e [ SuHIa &
Jaclll g8 SMATIHARI & IwU IUIG Pl FHARINIT fHa1 51 Fab |

T A1 {1 IIOIRI 3 a1 AR SR Hal HRd &1 bl W) FHiar & 99 721 € o {9 eIkl 3l
FABR B I AU el &1 faedR faman e 2 |

QU H8 THR & BId & gafery 9a fauor faarert § fawerets axgeli & Rigra R aa o1l € | g9
3l U g T faff=1 SusiarTiali @l &fte | T &1 UBR &I avgali 7 $o uRdc B &4 S & Sl 396 PR,
31, feore= onfe | w=fd Bid € s & S saegaarnsti @l gfd 81 9& | MRa # g™ ol fafics
ATE AT A G 370 3 IUTEH! & T H F& 7 AR © | §9 HHH & q8M & AgA s A
I I O 2 | O, ofighard, Y, forRer, fradd, aag anfe |

IUHTGI L [IRURT & fhaTe & =g 3 Ul fihforg dIeeR 7 31U+ Y¥id "Marketing Management"
H g8 gam 8 fb ve fFEiar &1 /9 IR ded SeM @nfey—

1. maegedar & IR¥T (Need Definition): HaRT Ugel fFHTaT 1 g8 aRWING =1 811 b a8 fobe
JMIRYT ATLIHAIBN BT Gl HIAT AT 7; oI, A1 T ABTg B AMaeIHaIsi d1 gl Had
8, 9 foHiar wifdd &1 seaaredn gl $Rd ©, BUS @ [T A B 31 B Shl DI AaeIdHal Yfel
B 8 Al |

2; ?*IFRJ-QT!E?' &1 gy (Target-groups definition): PTs W T U A1 I YR &1 SMaeIhdisli
@1 gl T8 PR FHAT © 3R T T WM TR T A1 Bl {1 S Fhahl 8 | A T (I DI A0
FeI—FHRI B URHINT BT 21T 579 W a8 g9 a1sdl 8 | 59 ol iR &l @us) | fawifora
PRAT BT | IRV & (7Y, BRI AT BT T8 TF HAT 811 {$ I8 SRIGRI B MaRIAHA DI G
M A1 el o e @i |

3. fadereres avqgt (Differentiated Products): a31 & UEd TP I &l 8 © 3fc: U Il Bl
=1 el W uger & oy fawaTds awg =i @1 AU gsdl & | [ JaR Jai ax Uh
B B 2 olfdhd 6 1, WY, fSoTe, Jd onfe & aneR W f=iar S &) & ol & R &
A= gPpR & TEdl B AR B Yfl B S T |
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4. JUHIF ITJE-IE (Consumer Research): 9 fIoRURT § SUHI JJEEM WR 4RI Y fba
ST & TR o SUMTERIT @1 Tawd el BT Ul T Sl ab | IRd ¥, J§ S aRIaR Fe]
RE1 2 | SHBT JiF BRYI I8 © b SUFIHRT B! daeldil §g MaTIBARAT d wferdl BT Udl T AT
D A B &1 AT RN 31 Icred Bl I bR gRkafda fean o a9 |

fagorE gastaRor

(Integration of Marketing)

YD fITRYRT BT I8 I W™ & | R f[IaReRT 3§ v fFafa & [Afvs v o, Sares, fas,
FHHARI, I AT @ 4553 311 STeT—3Telt T8l S & 3R S AT Fd2dh Bl o S 3q—370+
&3 H P B P WA J | [T I BT HR 93N Bl (A BRAT A1 | Afh g faReRT
= 9 faumTl A 999 €1 81 8191 =R afed I8 | US I BRI B A<id BRIRG B =1y | 39
IYHRY BI fAYo Yawerss a1 fAuor Harerd A1 3 g UBR &AM ¥ YHR Adhd T |

faqor & Tatavor # U GOl a1 SiR ot ® 6 avg, Wifies faawen, g 9 Haga # ff gewg g Ay |
Sy BB FRATY 370 T8l G UdHH & T UG] Bl Fol-l DRl & [oTIdh] S I H FHIud T4 BT
&1 RS T TaaRoT ST B B |

SEEICS IS |

(Consumer Satisfaction)

MY fARIERT B aRT W= SUHI] Ffie 8 | Suda Aadriis hamsii § wait HuR W& & R
ITP] A IR T | FGAR D QrHablel= ST Gl 8 il SUFTERI DI G 363 BRe & (o1 e Bl
2| 39 folt Haarll &1 $© G &1 A1 ISl 7; oiY, "SYHIadl Fal &1 |al & |* 3foidhel & it
YA ISR H g b ST D1 Fdfic &1 81N 9 qb I 19 HHA BIST BN | $HDBI BRI I8
& b ST 1 ATGHH AHT ST 2 | 37 A9 &1 agfies faaReRT # SuHTa I<gfte d-a &1 e S
ST ARy |

BT B AT Bles TUS HHHI ATHG AT (S {6 emianr # fawnfy wosR & forg uRig €) =1 oo
FHHATRAT B FRH—gRTHT # Fr=eRad a1di &1 el fHa1 8 S IUHIHRT I<fie B 3R &1 TR 8—
1. "84 Ay B DI AUETT UTED Pl YR X H D B 3@ & |

2 "I MRS I AT /AT DT AEDT DI AT B & oIy fA78a1 & 1 a4 of foran SR, SHi
el e SR de Id!T TS FR e SR |

3. B9 UAE TEH B Yo Iy a1 <4 & forg doe B |
IUHIRIT BT

(Consumer Welfare)

MY fIARYRT BT Ig T AT ™ B | $HD STJAR SUHIET B A 3R HH & Juore i
H I & IMaIH &1 § dfed I8 W MaedSd & & <rddra #§ SuqIadl & Hedror 1 W) & @ S
S o AT BT B A | 3MTST & T H AUV BT FHIST B0l H I el (bl Sl Ahdl & | TAD
T @1 I8 wda 8 6 TS dedmol ®l &9 | I | JfS U1 a1 fha1 T 1 AREGRI EXay [qeITdl
B SIRAT {991 99 TR qR1 Y9G IS | 31d: AMINTH GfEdHIvl B &1 H Ihax & g fhamg &1 S
a1RY |

23 Philip Kotler : Management, p. 12
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ATY-3

fagor= s
(Marketing Mix)

faguE-fAsmor ot faarRyar
(Concept of Marketing Mix)

ISP Efdr &1 SETF oY UT HRAT BT 2 | Ig oY S ST W 9 81T 3R Sudidl & I8 o9

TG U1 BT STd IeUTGD ISUATFIRAT DI UG & AJAR A BT IATGT DR D] AfThad Ffte IuaTe
BRI & | SUATEIT GISTR BT ST & (Consumer is the king of Market) 31d: a1 S=81 awqaii &1 A0 da
2 Sl SYHTERT @RS 2 | SUHIET gRT B S aTell U9E, 96 §RT & IR BT &, fhef) awg 1 Scare
Td oy B REiRd ST 8 | 39 ISR {5 9% &1 SR T SWIEH gRI a1 SN $8HT FeiRor SuHra
ST {1 ST 2 | ST 9 1 @RI+ Bl o faffis SeRi IR ARl & O a%g &1 diFd, axg Bl b,
X B Y H faehy g, ST e Y TSiT e | (i o sicafeie o A @ fo aoiR o) gHragel
S} =1 A1 BN | U8 aHl qwId © 19 T @l U wEe fquor ot @) SieR) 81 S fasha
# afg B wach B | oo fsror & Areem e 98 99 §8 o 96l 2 |

ISR & AHAdYdd [Ashd B & foY v wea fauos fsor & fFmior & A7 ouERh g | 98 3o
FwIfad aRomy & forv faffs fauoe & dci & SUANT &1 AT (combination) B, Al & forw fauos @1
Sty fafd fashy & Saues @ dadl @l 39 UhR TN BRI OTH 98 9 aFTd R SS9 q13] d6 JaR-H
faspa &= G ORI 98 SHT ars-1 oY U &R 9 | J f3hd IO &-4 a1t acd fauo fAsror &1 gfa
B B IR 39D F=Id T Td -

fagqur= Gﬂﬂﬂ?ﬂﬂ (Marketing Research)

IdqTE, J1S, Jdved 3nfe (Product, Brand, Label, etc.)

A (Price)

faaRor & A9 (Price)

fapa dag+ (Sales Promotion)

arfauorg (Demarketing)

fama & 95 @ [a (After Sales Services)
W%WWW%%WW$%MWWﬁWWHmN UHIHRUT BN | TAD T

ISR TCH BT ARSI 39 SR B & (6 Bl g Flad a9a 9 R § 39 Javen 4 99 31fdd
ST BHRT ST b | fquor fAsror & e H o fagmei | e gk ) g

1. Slo 3Ro TH SR & AR, Al & N1 I6iR # Fherdl U &3 & fofg YART &1 S+ aTell
AifcRt fauor fAsror @1 fFEior SRl 8

% DIl Ud ook & ITgAR “fauo s 39 a1 98t @t gfda &1 a1 2 foraat ureai & fh fae
R Pl HY PR D o1 URT B & I I P H AR S Fhll 2 |

N A T
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3. fohforT PIeeR & ITAR, "Tdh BH B I (U A0 =al & forg |atw fa=amd &1 @ior © I8
fa=am fauor fHs17 Hear 2 |

SRIFT 37} der gRITIRN & MR TR Ig Hel o Idhdl & b [Ahy § Thaldl T &R & ST A
Scared /fasan fafee ifert &1 fasror (Mix) &Ra1 8 | I8 fq9ore s (Marketing Mix) 68T 2 |

fago= s & a@
(Elements of Marketing Mix)

oo fisror 579 aci o1 5701 § 9961 U o=l ! [ASRid 81 9@ 2 | o W (Prof. Frey) & 34 A<l @I
|1 AR # favad fasan 2 (1) ggel St § 39 acl &1 afRaferd fHar & S aoiR # IRgd a1 S arel! awqgaii
I T G B | 379 ST, Ubol, g, P Td Ja1 gHaferd 2 | (2) 399 S ddi bl gHaferd fhar 8 o
fafSray qenm SuUHRTT | T W © | 599 fadRon, aifewy, Sfdad fasma, fasmue, fawmy daga affafed
gl

IR TG Pl ° fauur Iffsior & Tl ol G4 Sforai # faved fhar 8— (1) S vd a1 afdsor, (2) faaror
|fsoN gd (3) FaR A | ifdh §medi 9 @R @ (Four 'P') &1 d¥Texvl <d g fauvr fsor & awi | =1
Pl graferd far &

1. AT (Product)
2. I (Place)

3. dag (Promotion)
4 PIEd (Price)

Hp1ft @1 IR ® {6 Sl IIE, W, Faga Td S 9 Iy Il 9 g9Ifad 81 € | foraes wd sifef

q fauor fAsror o1 1 IR qwt &1 s A R

1. IS (Product)

1. faspa ot (Sales Conditions)

3. a1 (Distribution)

4. JAR (Communication)

9 USHR fauor fso1 & 9ga 9 O © | 9 WU ¥ fuoe adi - frefolad ol o e faan s

s

1. Sd1E (Product) — 3G RIS, IATE $I s, TT—wY, 9108, YIS, IMearad, Fal &I W)
JATGIHRYT Bl IATE & f=a SN fdHar S g |

() SwE RIS (Product Planning) - 3% MRS 9% Yaw &1 98 A1 & Sl 9% fadrd &l
HATETS BT R BT B AR f—{h gl &1 fquer vd S91a1 uReamt &= @ Aftea
HRAT & AT SATET Ufdd (Product line) BT T HRAT 4T SIS Ufdd § STGT BT ST
T TS AR B

(i) TS (Branding) — ST98 T I P AM, Ui, UG I S 311 a1 AfHsr & s
g1 i & Scurel a1 Jarel &l ugd (Identification) @Y STICH & AT S8 I BAT A 31T
B ST & | 9198 &1 I 9K DI UgAH I8 (Marks) R&d &% 811 & /e SeR )
YEd qeg B AR B G | ST HAG B 919 R AoHed &I 7 g€ BT ISR 2 |

(i) YBFT (Packaging) — STUTE B &M A Bl &1 &, AT & Ay § afg axar 8| I
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(Homogeneous) IATET BT UFrARIGT BT AT R H YD1 IR Terd ¢ | a@—%ﬁ?ﬂ'ﬁ
ileR HFIAT 71 ‘AR’ (Lux) AR ‘ATSHAT’ (Lifebuye) T & AT & Ui § URaci= dd
yfoeaet BT &1 AT e |

(iv) d¥g &1 IERIERRC RGN (Design & Size of the Product) — S e BNl ISSIES]
Td MHR W A B | T8 S @1 o1ef axg B v, I, FI—wy, T IS A B | MMBR
BT 31f TR D AP 2 | AT AP By UHR DI 81 Fhcll © | SH—BIC], TS AT T 3N |

%, I (Place) — IF & 3I<HId ST IR P, ST IOIR H UK[T HRA B FHRT AMAS DI SIA
2| 39® &7 # faavor e, faaxor arend, aiend & wrE, Ay uewn, uRagd, aied, swdes] WX all
HERUT 3MfE BT A BT STaT B | I SUST 7, X9 T w@ified SYATRGT (Utility) T&TH BRd
g | fadRo1 TS (Distribution Channel) fFHTTT & TN 6 Ucded, (Direct) & Al B, 1T 3THe]
3FIT] T SfR IUHIERT & 1 BB AR 81 Aehdl o—old 2T ATUR], FEdhR ATART AT | ATced
3rerfe AR HAT SR Yo avgeli @ faa=oT # ycuer faqor (Direct Marketing) BIAT ¥ | S99 HeaRey
T8 B S AT SUHIaT avgell SR— R ARl iR a1 & faaRor #§ weRell &1 ST faan
SITAT © | 3rfd e fauvE (Indirect Marketing) &1 S¥HTel fdvam SITaT 2 |

3. HagA (Promotion) — fIhd JIMHEERY [GARYRT & SIJAR IUFIET WA HIs K] FOIAR
(Voluntarily) &1 TRIGHT S TH B [Ashell & §RT OKJ & o & II=T A [y WY | $HD AII—A1S
ot g1 fAfia Scure s fst &1 89 WR WY SA@T fasa T8l fhan S Adar o9 d@ 6 St
Jagd 7 fear o fAw ¥ afg & forw dag (Promotion)WW%lﬂTW%lﬁW
(Advertisement), fdara fasma (Personal Selling) IR TaR (Publicity) P T | FagH (Promotion)
TYd B |
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fauor & Rygr=

(i) fasTaA (Advertisement) - 9% f¥IY & TN H SAMGRI <A1 A0 FEARI T | ST
IRYTYISH & SR WR I8 B8l o Al & b s ve Wi srafaas fasa wen & s
ue (R¥ed UATSTd (Identified) & §RT STUTGT, Harsii do faaRt @ a1 Sl 8 | 349 Jarsi
@ oy e Y fosan e 7

(i) =afd T faspa (Personal Selling) - I8 fdha o 98 I 8 Rrad sa—faswar e wu |

JMA—T BT & 3R I91a 419 fodt yapR @t iiiiforas 81 =181 &Ielt ® | fasvann oo+t avg &
Al T qH YR PRAT 8 AR DAl BT YUl AIE B Y Ja+1 Pl I BT ¢ |

B (Price) - fIUvE Aol 3 e &1 Aewyol W 8141 8 | TS ATTHIRIS SUHA 6 J& It
ATl P STfIHTH (Maximisation of Profit) ®RAT & | 39 32 &I UIftd a4l §9d ® STafd STRT B
HIAT STB] ANTT I D BT | TG BT BT SUHH DI fIhl, T B 7131, Scure =arer, faawor,
fasiroq den fasha a1 dramHl (Promotion Programmes) UX ﬂ%ﬁlﬁ[ﬁ AT STefal © |

31: Al BT MR 9 UHR a1 ST 2112y 6 Jod UM Bl Afded TRl = 81, |l Uik
¥ fed R I M U BR D AU TN 0N F N (U MY BT FAT T |
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A4
fagur= ggigRo

(Marketing Environment)

3T & 39 Ufcreaeicqsd o1 3 Ufiud 9&erd GafdRvl H§ R dx1 A S 78l © | Fherdl & avHhy
R UgI & ol I8 AaeTd & & f[Auomedl aadiiie gaiaRor & FHAR 81 3o Bl &1 e
PN | Id: U fAuorEedl & forv Ao gafaRor &1 ey STHT fAvelyor BRAT 3~ 3avUB & | IR0
A &b BB HEUl e [T B Hehd gi—

1. I & Ahel FdTe vq gataRel Reifd &1 i &3 |

4 TITaROT H R awRT BT WIS BT d1fp =01 A1efie fhamsli & fAerd & &= &1 udn o mar o
qb |

3. UITIROT B GRITLNTdl & IR H SIHToiF BRAT1 difdy GATaRvT gRT SUReId fhd S arel ufaRie
Td FAIfE] &1 ghraen B S 9 |

4. Iushd BI RIS B arel AR yafa ga faRyareli &1 s fan o |9 arfds fauoe &1
3TeIga SRMAT & A1l FHRAIST [T S | | AT 18 H YATARYT Bl FGAI & AHIH! G 8 T91a
STl ST b |

AG G IS Ay qaiaRer J faa= yifad 8l €, $H1 He<d 3fTSl & ga | R argwa b S <&
2, I Usel B &1 fdan TR | i STt I a1 QUi gTae) 81 TR B gatarer &1 e Siarvgsi
Td IFD! fhATel UR MRS YA ISl 8 | 379 U I Iodl © b TR & FIT? SHBI A Sila- gd
IS gRI FHIfad Bl S drell faf¥e e va amiie fshamsti | @ ey 27

TYTIRUT T FE! eI Gd 372 FHH & oIy 84 (Ecology) I HHSIAT B | hicloll I8 fAm & Sil Siary]
Td GYTROT & 3RO B AT Td fIgeryor Hre 8 |

TATROT Td SaTopelt @ MOl HeHi & I & [ TW SATERV AT U & WIe], A6, H1E, AT
SN | IYThTA § 89 S & fh MU & I Ul 3Hs! 81 Wl 2 a8l Blg Hei—Had ol § 3R
gg-1 ol 8, <Ifded SA—T Uil 9 B el 2 1 & el 2 A1 I8 W1 HH Bl el Sl § 3R
3T @ PR FATK B STl 2 | AT He o1 Ao I8 2 b $9a! Siiad goid: are & SH1d iR 90
T YE IR R R B | g8 Rfy el S wR steRen A g 8 | SR & AR ot ggtaRoer @
e W Uedfad gftad Td fasRid 81 € e TaiaRel & Ui B W $H 81 O § I1 YR < 81 o
=

ey wU H 89 I8 B8 G © (&b SIA19] P I BN Td A% H1 GAER I 9 G 2 | A DI
Tavd fharg {5 Siaq aeq o affafora 8 ve Hifded gafarer § &1 &=+ gsdl & | safav I8 foar=
AMGYgD Bl Sl & fob fohamell vd uglaror & MU el &l FHsT WU Ud S+l fawad favemor faban
ST |
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qgfaRor &1 31ef va gfRymen

(Meaning & Definition of Environment)

“TTIROT B I S FHKI RpAl 9 dedl Bl AT fbar Sirdr 8 S fahaneil o gaifad &xel © J1 591a
Tl gl B |

(Environment comprises all forces and entities which influence or have the potentiality to influence activities)

foran
QIR & ded) gfaRo
(Environmental A (Environment)

Forces )

o 4.1: waiaRo & 9 (Environmental Forces)
foran &) Fherar a1 faweran, daar a1 Rifderar g7 fdadl & upfa va faemmansi w R & g |
9gd ¥ I8 vaiaRer 4 daa are il &1 &1 AfFfea o-d © | 31 gaiarv &1 gk 98 71791 TaR
JTdE
“qgfaRol B9 9T vfdaAl 9 dedl Bl beEd & o fhedl wxen $ fhansi @ uwifaa wxa €, 1@ gwifaa
B B &Har wE=d 21
I8 GR|YT qAiaRel &1 gl qR¥TNT F&81 $HEl Sl Fabell Fifd TAS & Jdd A6 Td GRAT Bl IRD
fdTal 9 dcd ¥ B1d & MR Y M=IR® dcd Ud wrfdaai ) STa! fohameli &1 garfad &xd 2 |
fauom gatazor

(Marketing Environment)

fauoH qaferor & Sr=ria 98 wuRa vIfdadl vd dea affaferd f6A oira € o fosft dven &1 fago= fobarai
Bl guIfdd ®Rd &, Al g9Ifdd B B &H A B

(Marketing environment comprises all forces and entities which influence or have the potentiality to influence the

marketing activities of a company)
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qafaRor
SCESR
fgue (Environmental g f?ﬁtﬂ'(’
qafaroy Opportunity)
Marketi (Marketing
( 'ar eting Activities)
Environment)
(Environmental Threats)
o 4.2: gafaRor &1 9@ (Effect of Environment)
YITaRYT HT YHE
(Effect of Environment)

fquor garfeRer fauur fhansti @1 Jwaadn ] UbR 4 GHIfAd BRAT 8 | UH, gdhd WU H Al 3ra] ydd
3R AN Ufdaret U H 3fIid =1 914 | AT qAiaRvT &l Wi ga dea fshamsii & der # © a1 34 fohanaii
TR 3T AATd FHD YHTd TS 3R IfS qaiaRol &1 wfdadi g e fohansti & fajig 4 8 a1 fhamsii R g-1
I FEOTHS UHTa IS |

gaferofia AR

(Environmental Threat)

“gTERTT FARN Y U AU uspfar siera, faftne Sud—gad 8 W1 6 Iezaqul fquoe weq & amva 4,
HUAl B IUTE JT0S AT HU Bl F¥0l ReIf BT Jaard dgan dad! © |

(Environmental threat is a challenge posed by unfavourable trend or specific disturbance in the environment that
would lead in the absence of purposeful marketing action, to the stagnation or demise of a company, product or
brand).

TG TR JATaR0 § U uRadd &1 I8d € Ol 5l dudl & fauoe o 7 orakly SOd dRd § o
Pl AT Ao 9 81 Oy, SRERI A # Y91 uRadd f&ar Sy {6 wu+l &1 e & &3 § 99 7 S
D, PR 9¢1 T 1Y, UfoRTedl Hul o8] fhe H1 IR IoIR H T B, U & IUE BT HeH TA
B Y Mfe, gafaRer # 89 aret @1g W v gRacH S Sue fauoE wrf # SRy Soue gataRofi g
FHEARN | Ff fIUor gderes QA AT BT GdhIaell A & oy FHI I&<d IeId Had 9 Sord dl HUl
BT PIHT &Y BT bl & | TAT 37 I 9 W BRAT TS AhdT & | MR H AT SR & AHe] qaiaroiy
FAN & BB ygd Sl 1+ IRl 3 f W

aroft-4.1
iRy g 9RaGE ISTeR

(Environmental Threats - Indian Examples)

qAfeRvT FARN BT WEAT R dTel S/ IR AN fhat 2|

(Environmental Threat to Industry/Product) (From)

1.  afm, S, arsfed, Reem, g o1 Reawr| SeiRaEn, b den o= 7 & @l dlel drgd
2. gl HuUST ST Rrafed Sl & wus el anfa |

3. Ry <= cefifas

4. faa AN gifbRex Xfea |

Contd...
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5. UMIBE qAT ATHMIA IBTS | Y YHIeR, ¥, AAAR |

6. AFER g H gRadd Aadie deensi g el gRad/fR1ae, ggdrd, droed),
H 31w WG | | SRR, B T B DI Fafd A< Bl

Joofed e |

7. WA A foEn el glesy, U4, e, W | I @s< U |

8. oI, TSI, dhsl B WSS d I URFERIT U, BN 9 3T YFP ysAEl bl Ay |
Ul B g |

9. drR g Ndd & 9o, did B a0 | A Wl & 91 |

qgfaReiiy 3rawR

(Environmental Opportunities)

“TROT SR, fAUU qFfaRvr H 37 darel YA uRacE @l ded o, Rl U aRRerfoi S 81 SRl 8
b Ieegyol fAUo HeH IS WR, AHeIdl Bl AHEAN 96 Sl ¢ |

(A marketing environmental opportunity is a challenge to purposeful marketing action that is characterized by a

generally favourable set of environmental circumstances and an acceptable probability of success)

UeRvl IR 8 IR FHI—Hd UR fAUur aaR UaT SRl Rl 8, UReg, (b3l BU Bl 9o Aobetd
39 979 R R Bl 8 b Su=l S 1avRi A fhd=1 <y Se1 urch) 8 | fhdt o=t & foru fauoe sravR fa=
w9 H B Fhd B

- T ITE, ar, fadvor, aRvl dern fasa dagq @& Sur |

- PRIETHTT H GUR |

- yfoege! feraneil &1 dor |

- T ORI H fRAR T Taw B 9 |

- gforaet &1 i a1 B |

- e ARGRI NCRT |

- D B A U4 Hy ofda 7 afg |

TR BT R&TH I8 S & folq e S =12y 6 791 el dd oM ISR Sl Ahal © | @il gall
AR A0 g1 A | PRITSR Wfde (Theodore Levitt) & SR “3MMavIdhdl 8 APl 8 W AR
TE—dTOIR 8 F&Hdl 8 W U8d Toi—U8H 8 Fhdl § U fashal 7217, 9Rd H 980 I SIS d qawRil 3
JNMILIEHAT © (R TR d 3 T & [S71 S B ST 3T STAAET I B H 3G9 ©) AAT IR
T W UES ol | 3H PR 980 4§ IS d Jawsll & Ued & W famdr 71 | i qoiR # faswa saeR €
OR fIghar E | UH 3Tl IcUTa g AARI Bl S ¥ MMaeIdhdl & ([IUvH aaR 2) IR A18d AR Aadiid
AT @1 HHI B PHIROT AT U TAR] B A 8] B T AR qAR Well 7ol 9 € | §B AN+ Aqred
T ATIATRIG AT Bl & T8 MAART DI Ugd BB SIDhT A Sold & T Ahel IR g S & |

YR ggfaRor | faqoe s@wR
(Marketing Opportunities in Indian Environment)

BRA Hifd 7 IRA & AT IORT H SIS T a1sil & Ao fawRi # 987 dfg @ 8 | 33 ISR e Hifd
J1Td SN SN B fABrRT | WY TN SATehi H Al 3 & | Uoel T9d § UMV SHEE &1 31 Ud 6
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oIfde H afg §S B | ATeADd! Ud [Aqurepd! Tl i & SATaeIehe1al BT Ul ATDHR, SILIDATIAR SedTa
q IR fAUUH §RT 9R & a8 THI01 SI6TR B fdehd FHIEIS A o4 IST Hebdl € | ST & SR W
R BT AV II6IR A9 @ 915 [92a &1 SA-1 g1 |H1fad eIk 2 |

IRA & TN &A1 H MR G FeFad 1 9gdl gz O], I8 YA W IAE 9 HIRi B AN Idd B B |
IS UG I3l & Ay & 3i1ffie Ud 30 31a9R USTH B dicl Tchi Bl qui- fA=ferRad 2 |
Aot — 4.2
YRd ¥ fA9oF & fd® Td 38 IR YSH H¥A a1 9«
(Factors Responsible for Providing More and Better Marketing Opportunities in India)

uTH SRICECISCICI NG RERL SIS CR
(Factors) (Marketing Opportunities for Product and Services)

1. eRdl & 9gdl &) I, YF—UGIY, FHER UF 3 |
(Increasing rate of literacy)

2. Siled g H afg Qe uered, Wel, |eoll, 3N, TA1Y, HUS M |
(Increasing in longevity of life)

3. TG, & 9 TR #B e TR M B AEE I, TR, A1, AT af |
(Vast development of cities & Towns)

4. A & S99 wR ¥ afg BeiTeR, &, U, S, IS, YWhieNeR, Whey,
(Development in standard of living of people) Hrex amfe |

5. T SEr b e Feal A, 9 9 [USRVI, SHoll, TRae, fasred,
(Development of new industries) 36165, Wl_rﬁ, Ifb 1 don sy gdfdd S g

HaT |
qIfEaRl & HCH
(Environmental Factors)

TgTaRYT U faRdd Ud Sifedl SR & AT 3d! cd J91fdd &= 8 | I8 Ocd <, il Ud uRRefaai
P AMYR IR IRl B 84 § | TAfaRoT BT YHIfad BR- dTel Tcdhl Bl 80 R a1 H fauIioid &) Iad ©
St e foa @.3) § e = 2

A i TR, anfdfw, womel, I

afrenfies fifay
HHATIAR (Timewise) * CIRED (Non Economic)
gd gafaRo ATIRTS
ERLISAEPICI| > FE 4| e
s gafaRo BISSANED
* e

T gafaRor RIMAR (Spacewise)

& TgTaRoT

ISR TfeRvT

RIS TgTaRo

o 4.3 qafaRol uca (Environmental Factors)
3nfAe (Economic)
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Y ® qd e qATaRTT & Teh! H MUA H I<TfHAT (Interaction) BN &< 2 | 3rafq anfefe awar #
N el 1 UWIa BT B | 31 UBR SrffE dedl @ onfdie uet i B ¥ | IR (Spacewise)
JIIRTSEI YATeRT Pl GHIG I TR TR ISl & 91 31 HATAR TSR YRl D1 &3 qAiaRol
R AT &G YATERT BT R AR IR YHTG ISl 8 | $91 YBR Jd GIER0T &1 aeid IR AR IdAr
TITROT BT WA & YIaReT IR Y9 Tl R |

faqom qafarel & = T«

(Major Components of Marketing Environment)

9gd & g™l &1 98 He & & fQuoe gaiaRor & ol 98 aTal ged i & S fa fhel wush @t faore
feparall 1 UWIfad = 8 A1 g9Ifad &R Fahd © | B U ST H, DU & AISAHAD YATaR0T Pl
[iRaferd fa 2 | il B BT U1 ST<IRS FISATHS JATARYT IH HU & T GATARYT Bl T Heayol
AT B |

iii. a8d gAfaRor (Macro Environment)

ii. 96X YIIdRUl (Market Environment)
afefes gataRor, AEiTeG TaTaRYT, ISi-ae JafaRvl, b+l qafaRoT onfe

i. U B AARD (FTSAIHD) TATART

(Organisational Environment of the Co.)

B D AT SISICEIIE
T SIAG T, UaES
% eI 9 gROTY

HUA—SUTE /T

Company-Product/Service

o 4.4: fauos wataRor & & dd (Major Components of Marketing Environment)

@) P BT MIRP (FITSHIHD) GATAROT (Company's Internal Organisational Environment): f&i!
A HUN BT YA MRS TR I FAHET AT BT (1T T YATEARON) Sl B D ey
BT YMIFAT B & TP AEdYPl 1T BIAT & | ATIRS YITROT & T M & 519 Y9, Hael, Icaradh],
Foa] A1, [T T A1a S0, SHATRAT B Bl d BRI & Uid AMGia, HHaiRal B A4ed,
YD B HE], oI AR GRUMY IS |

(ii) IR gATaRo (Market Environment): dTSIR qIfaRoT FE ‘:IE?EI'CI;UII vifdd Bl ® S f fh=) woei
@ fagor fpaneli @1 gwifad wec) ® | R ngfie fRAgoe qrega: aoR W afad 8T 7 | aeiR
TATERY & Y Ied B —UT8Dh] Bl A, MY, Y &I, ALIDAR g $eBTY, Y e U4 IR
AR | TS HUN T YD IATE Pl FIOTR YATAR] 97 Bl & | I WRAFA—AH AT FHI—FHT
TR gEAd] X & | I8 YRac-Teie a1 AR Bial 8 3R $9e] GaIgAT oIl 98d HicH BIdl © |
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(iii) 98 YAERU (Macro Environment): J8d UATaRYT & 3= 3MYd YATGRYI, AHINTS 9 HID D
YITRUT, qeh=ilepl UATaROT, IToT-ifded UITaR0T 2 Ufregell gaiaRor 31 € |

(@) 3ifefe gafavor (Economic Environment): Wwwmmaﬁ%maﬁqﬁ
% ®U H Bl ® T i TRl & AYHR, RIS &1 W0y, SIFd JoTTell & Brifdfer
2| 3 R0 F @ W I DI IS FoTell B UPHfa golars! (F&daa dred), FArerara],
[yardy a1 fAfdd 8 Jad 2 |

TR B FRAAT B A T TS P AT, BRI eTHaT b1 g fhamet 7 faawor,
Yol 707 &1 W@y, AMUR &1 WY 7S M 8 | I8! gch o9 & e Ied a¥ Sii—H,
SN T HaRl § ARl (Equilibrium) 31Idl 3MATRICAT (Disequilibrium) yef¥id &Rd B | ?’I‘%ﬁ'&
iR e IS a1 & JThRYT I & BRI BT & | ATIR 3 3T ) a1 & e drdl
21 I8 A (9 <F, WaER) A & Y d qataRel Bl yRWINT dRar B |

3 TATaRY & BB URd dwd 5, Ra fauoe fhaell & sfear 4 ot w8« g, 98 ©
Ahd LT IS (GNP), I 3, ufa &fad o, afddard oma & fagyand (@RaRe
goic Bl A= A&l W gy &1 gfaw) ga1 gfd, a1 1 Jd, 1 Wi/ Adga gemg, faavor
IRPRI SHd YR d fIL9d onfe |

(@) Ta-lal gafaRor (Technological Environment): 311 D g # Safe A g9 H Bifaer)
fawrg vd uRad= o1 @1, dd-ia! gatarer § g i | aRad= 81 81 8 | Udh ITE & S
= BIl H B AbAId! fddbeu d URGd Bl Ol & | {B Icd1al & &3 H dl deb-ild] el
H gadma ESRIRE Bl & B b gaiaror gavsy (Environmental Turbulence) P Rerfd Sad &1
Tl—g 2| STV B forg efor ﬁg—d T3 Bl Id9 BRA B dhP] S (Technical know-how) H
fUe B B H UM IR f[AH™ goTl 2 | Y 8 (Vacuum Tube) I FIORER (Tranistor) A
[BIBRENENIS] IRPeH (Miniaturised Circuits) 3 ‘Tlsiﬁ ARSI *—I%9 (Mlicro-Miniaturised
Chips) ¥ 3iUfeda HIgaR (Optical Fibre) @ S+ ¥g uRace & 40 BRI & HUMAT & M
g far Al gRT AMfe® deM e ITHe™ WR dd, o+l H gRadd ol 95 ddb-id gd
TaEIdh & oY U AR & w9 7 el B |

(m wrafors va '\’-'IT\'?:‘faﬂv' qagfarol (Social & Cultural Environment): SIS Td AR
QATERTT & ST S, AFIAY, BT, A, B, WRERM, fd—Rarst 3R 98 99 &[an g
3T 3T & Sl A o |HIS] & Hed & ®Y § U I & | {O AecdYPl AHINTD d AP adh
Hed Sl fquoE fhansii 3 Afdd s gU & 98 © 89K g1ffid, IEIfeie 9 Sk do—dIER,
R, Hel anfe dor 39 SRRl W AU ST dTel ST 9 JaT, AR faars gorredl, e—g,
qgITEl, WRARR, RIER, S1H® A=A, AYad URAR, 37fe dd ahdnds vd fquor fharsi
BT AT o 2 |

=) o Ta W"fﬁ ggfavor (Political & Legal Environment): faE @ Iomfae H?I:Eﬁ
qITaRYT & Ita AHfoRad dw o &:

(1) RISTHI® TS (Political Organisation): AXDIR DT TS, X SHfae aiféat @ faamesT,
ATHRIME], ATABIATRIET I |

(2) WSTlde ReRAT (Political Stability): BT dwel o1 ReIfd, 0TS, r<_led, WR@R d
I BT WK, Dol TG YT ORBRI BT ReRar |

(3)  WRBRI FAIT (Govt. Policies): @R A, 3mard ifa, dewx i, anfdie Tegu= anfe |
(4) BT @ FAEIRGAT g ora, a9l qronel 4 91 @ &I |




48 o & Rigra
YR ¥ fagoE g WReR
(Government & Marketing in India)
JAP <97 FABRT HRAT A1=al & Tl TR Td s ffem, s iRar urd &= 9 31 & ANRSGT &1 Hellg
g Siae WR 9 GUR AT B T BRAT | 3R AT (Arthur Lewis) & TR Tl <1 &1 o11idiep faer

HHSER TRGR TAT Afhd TRBRNI G & {991 FHa 78] B | IROGR) 86y Td 9 S=a1 & faa & qen
e faera ufshar & 911 & ®©U § R fhar 9 g |

Tg I & FRUl
(Causes of State Regulation)

N (RPR) gRT e a fquoE fohamll & frwE, den fsm & f=faled aRo &

1. IJYYTRIT GRETUT (Consumer Protection): Ao fohamati o1 Terd fafSrai & SUMTHRIIRH BT TR Ua=
HRAT S—fActrae, 49 die, afear @, e s snfe |

2. 29 B FGAIYAl Pl "I 9 g9 (To Preserve & Conserve Country's Resources): s fasmg=
Y, HUSRYT AT & J9E H gaidl, IUe H qAEc] gRaci |

3. fageht R &1 A= (Regulation of Foreign Trade): YT ﬂﬂ?ﬁ P TY ® eI ¥ 3rerar fEfAd
ARl § 991 @ & fog o <9 & SRl & GRE & oy |

4, ArASIe T4 ol &3] H M $H HRA B (o1 |

5. ArSite faaror N g rawern, fgeh Fgan qon AEEr |
59 H fauve wefta fAem=

(Legislation relating to Marketing in India)

R ¥ fquoE ¥ Fafad 9gd 3 AREE € | f[UvH wiaRor 31 9 & Sfehivl A 8H §p T9 ARHRE]
Bl o %2 & o1 favaa faaRor sl fn w2 | fquvr fhanell & wafta g vy siafs Fefaked &

fawa sfaf T &1 AIm
1. @ma, S (9ff) 9 e el & e (i) omawId XY ST, 1955.
B JET H | (Essential Commodity Act, 1995)
(Regulation of Pricing Production & Distribution
activities) (i) TSGR Ud UfdemedTsd ke ggiadl, sifeafaaH

1959. (Monopolies & Restrictive Trade Practices Act, 1959).
(iil) 9T YRETT frm (Defence of India Rules)
(iv) 3Menfe faerT vad fame sfafe 1951

(Industrial Development & Regulation Act, 1951)

2. ufovqfodl & ®a vd fawa & wdg | yfayfa srgey e i@ m, 1956
(Purchase and sale of Securities) (Securities Contract, Regulation Act, 1956)

3. ofim uwfdsl & ey # Afim yefag e eifdfrm, 1952
(Regulation of Forward Contracts) (Forward Contracts Regulation Act, 1952)

4. @& uSEd H fdmEae & Gy H Ty ferge arRo s, 1954
(Adulteration in Food Products) (The Prevention of Food Adulteratoin Act, 1954)

5. 99 A & UAFIGRY & ady H qe U9 "= AfREH, 1976
(Standardisation of Weights & Measures) (The Standards of Weights & Measures Act, 1976)

Contd....
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6. TPl a¥Gel B Fey H R T RS e ifafm, 1958
(Regulation of Fake Products) (The Trade and Merchandise Marks Act, 1958)
7. Yoo vd defer & ddy # Yo avg emaw, 1975
(Regarding Packaging & Labelling) (Packaged Commodity Order 1975)

39 97 Td 7Y ARH, 1976 & g B AT B

(Now Icorporated in Packaged Commodities Regulation Order,
1976)

(1) PIHd, SUeq 9 faavur st &1 A=

() oImaead avg IfAATH-1995 (Essential Commodities Act, 1955): WRA el Fadi & ar<ia
HUAH 1939 H EB a3l & Ieqra Yfel Ud faarer R ufddy o M 9 S 30 fRAawR, 1946
TP AN RS | 37 UiIael Bl AR X& B AL DI WIHR B G ARPR o T T
% HEgH ¥ §P] ORI AT AR 5 AR BT WU AaId g ((RAR 1i¥dR) rfafraH
(Essential Supplies (Temporary Powers), Act, 1946) = foram | 39 31faf ™ &1 Sfia= @adt 1 3,
1947 T AT o1 Al THI—FHT TR 9D Sildd bl IGHAT I I8 Sl 3 H - 26 Fa],
1955 B FATG 1 7| oI SHSD! AMTLIHAT Bl WIHR H §Y R Ud JeATQ™ TRT B
ARBR - I A BRI Bl 1: UTed PR o1 | $ AT Bl A eI A% e
(Essential Commodities Act) 1955 =1 & foraT | I8 Af&fF=s 1 aid, 1955 ¥ AN A 11 g™
H I8 ST SRR o IR daa &1 991 & oIy o] fdhan T o Jfdh= 91g 9 sd! i
g1 fo= |

TS K] AAFTA F1 &7 Td ST
(Area & Scope of Essential Commodities Act)

T8 AR R 9 FER T BT BISHR Tl IRA § AR B 8 | 39 AT @) g1 3(1) 987 A
AUl § 3R I ST TG I DI SR 2 | TS IR I 4RI TRBR Bl I H I8 ST © b fhal
g D gl R G 1Y AT G Y A1 FEE AR e & fog Sfa o R 9w Suee 991 %8 A
9IRd B YR & forg A1 AT BRIATE] Pl BIAATgdd el & oy fhdl a¥g BT U<l BT AL © Al
U AT H Ul 9] & SedTed gfad Ud fIaRoT iR 96 AR WR Uiidy o Al & 1 SADT FR-HT PR
AHA 2 | 59 9 IR0 va Ifed Jea 9ga & Ayl g, I SHfRd § fH axg & Sfd Joa R F9H
IR @ MaTIHAT B A ARBR 3T AABR BT YA HR Al B |

AT TU:

9 gRIU TS YA AT S ¥ 37aedd & Sd] 59 ANTH H faedd Iy qard T 2 | fe=s
DI YR 2 (31) & JFAR 191 aGY 59D =TI 3Tl &

(1) SR} & WM aTell IRT 799 Wl g 399 Concentrates IMHAA g, (Z)WFIT 3) “\ﬁ Td 3l EIO_CI@
(4) @rer gt (frerest ud oo |f@d), (5) el v 33 ( sm%a'rﬁg‘s‘aﬁqﬁl%a) (6) BT (BTTS YaIfUie,
T 37R), (7) Ugiferd Td g9a e, (8) wedl g U4 fadel, (9) a8, (10) Feal Sie, (11) HAex redr
% Yol T4 I WERIS A, (12) 1 By 9] oTIh] g IRBR AMGeIH FHSI & Al T AL SR
PR IAD] W1 AP IKY A Fbell 2 |

ST BRI BT TINT IR Hald WRBR -1 39 9egall B1 A1 Aaegs 9iifd R &1 8—<amn, S & o
FHOS AT TIE, R AR, R fhen, urareld, e, A9, Rich & a1 dus I1 [SARIels, AMsfde & TRR
| 67 Ul WR I8 AMAFH AT B |
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P WPR B APR

SIT b IR IR 1T 8 Bl TRBR Pl AAID a3 & Ied1a YRl iR fIaRor anfe & g 7 uaie
JAAPR & AR BT AXDBR 7 MMABRI BT YAN B 8¢ DIs A1 QY & Fhdll © forqd FforiRaa ardi
D1 FaRAT Bl Hhell o—

(i) frdll JTmaeas 9% & IS I1 A0 DI A5Hw, WRAC I1 39 ¥l bR 4 PR &=, i) fH
I IR ETe Bl I7 31T UBR Bl Bl DI Wil B, (jii) NMILID 9%q & Y (93 &1 Jed [uiRa o
P Jd MR A1 (iv) 6 e a] &1 WsR, yRdes, faavv, 9! ured &1 &/ | a a1
ST Sl ATSHd WRIE I1 37 YR A Fafid &=, (v) f6 e avxg @l fash! & e & foy e
S (vi) Tl 0 <afdd 1 *ireer <11 6 98 o1 T a1 STe+ A1 Wikl |idl Scare IR1 I1 SAGT iy
AN B4 TRHR AT YR TRPHR I 39 BRI & YA &1 99 <, (vii) TH=d 3 @re gared a1 gt
T Y HeEd 371fies A1 oy Wig TR b T AT ST T BT, (viid) AT 71 & Ieed U
aftfa fredl 1 e ¥ FEfd FIAN A1 fidhs Thid A1 | (ix) e f1 afdd &1 51 fodl sawas avg &
Icqre, gfcl A1 faaRor | &M 81 Y I@ Ud Sh1 ATl DR AR FAAIS Bl o1 & fog Hel (x) fvedl
W HHM, STETST, HIex d18+, STHaR B Tl o= iR SHdT 319+ IfIeR § < 1 |

QUS (Penalty)

afe BIs e Iugad afvid (vii) g (ix) @ FaY H M DI JgA] HRAT & Al AP U I dP DI Foll
Tq ST far S A B |

SR aford (viii) @ (ix) B AR = AHAT 7 AT B IR HH A HH A A8 DI Aol & S Al
g g Em fl fan o Ao €| fde 59 gon @ srafd | a¥ a8 aadl B |

IS BIE AT S A A1 FIAAN < & Il SHDI ia ¥ 1 Foll A1 AT Qi 5 ST Fahdl © |
PRI TR 9% o1 B PR

39 ARARH B URT 12 T & =10 ST IRGR I JATBR a7 11 2 6 afe saa 3w 4 v Rafy
a1 81 7S ® o Scureq, gfid a1 faavr & 29 § SR AR W 17 9% © A1 98 59 MR Bl G SIEga1
ST B Al ® | Y RAfT 7 39 1fSeRT &1 SUANT U wer sioft & =mnefier & g1 fhar SR | foaa
U g4 db Bl Aol o BT DGR BT | oifb Ife =aranefier Ig s & fb 7 39 bR &1 8 fh gve
T Y 3 3fP DI Tl o1 BT & A1 d ATHA DI bR VAT ATQY & Abd & AGURIT (bl Wl TTd18 Bl G-
A g G D oy PR arf aR wad 2 |

e IR TR AR IR A B GAdTs BR T Jei A SAfed o] Foll AT &l ER 3 A 378D A1
1 Sl S 7d § A1 U IS & favg g ol el B o |hdll B |

PRI BT ITIRT
AR H U STUBRI & ST bl ARBR - 95 I AW SRI [BY § S Foifle Hugiel e 1962,

I PRI &1TQen, 1966 SaT8 (e FRIF0T) ae, 1970 Mgl &1 I ST (R FRIF0) 3ee, 1960 =Ry fd
e FFRIFT 3feer AN | 59 WHY 61 IS & Hag H 39 UBR & 3T SR [ T & |

THIYPR! Td Ufde~urcde AMike ggfaal AIfAfHaw-1969
(Monopolies & Restricted Trade Practices Act-1969)
9 AT B I 39 910 & oIy JAREd A1 & b <21 31 371 gorell AM fodl & faog i
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IIfdRT BT BITBROT a1 BT & AR VAT TRIBRT Ud Yfdeeedd ATIR® gl &l JAdb-1 & Sl SiHfed
% faog 2|

UHIABR ST AT, 1964 & RIHIRET & MR U I{fAf| 99 7 & S 998 g7 18 fadwR, 1969
DI UN BIax 31X 27 AR, 1969 B LU @ WHT & 918 TSR qAT Ufdareeid ATRe dghir

SR 1969 & WU # IR TRAT| I8 AATRH 1 TF 1970 | TR < F AN 8 71 2 | 39 g 3
T a1 2 |

(®)

UHIAPR dAT Ufda-ecHe ATIRE Ugiaal R @1 RATYAT (Establishment of Monopolies &
Restrictive Trade Practices Commission): g & sraid Udh JMRANT DI i B Bl
FaReyT B T B RTAd! AT T F 3 B 2 3R 31f® I 31fid 8 I 8 Adbdll B | 39% SifaRa,
SHHT U Aegel BN | 31 |1 Bl MYk iy AR Bl | 39 AT BT JAedel A1 a1 Ieaaq
TATAYT T S AT BT adqr= A1 Hadar =araneler a1 =araeiel &) J7gdT X&- aToll bls 91
i g1 ST bl @ | U Fgfdad 3 RN & AW b1 HRIbIe D A AfHd 5 v db ol
2l a7, FOTRIPT 3FTel Ui a8 & 7T 9g/T S Hobell B | oifb dis fl e 65 99 & 99 dob
B 3N & e & ©U H BRI B bl 2 |

9 A BT gRT 10 & IFAR I8 AN (1) WBT I AT (2) WRBR & JRIE W AT (3) STl
J7AqT SUHTHTT & RPRIAl R AT (4) RER, vfe=ecdd AaiRe ggiadi & AUs IR fedr 9§
gfierTs ATARS BRI S STd BT 3T < Adhdl © | 39 F98 H AN DI AT & TSR YT
2| 39 AN Bl I8 A If¥eR B P afe 98 S=fka & avasd \Hel a1 9ol Y8 AMUR &I dg BRI
T g1 S R a1 & 1T S9a TSI Bl X BR ¢ T ITH WL BT S T < | 9 RN Bl
ITOAT A, 1970 ¥ BI S Gl § | $HD 3fede Aied A Aa ¢ |

Q‘nb'lﬁﬁﬁﬁ IRe vafal w fRa=or (Control of Monopolistic Trade Practices): Ife ?l'flg URIIRRI
MRS Hafl (1) Ufowasl &1 H9 el 2 A1 (2) IR H aRGAT BT |G U1 HRAT 8 AT (3) aRGRAT
1 arsi & Yol H FR1Ee ardl 8 A1 (4) IRl & ol H (fafs Bl 8 A1 (5) I Frar Jar i
IcATE R4, faa=oT a1 gfd &1 AFTa # S & 9 afg Hell & 1 YHIUHR R[N al RwriRe
R AR gRI 5 YRR TR AMdeGP A TR ST Fhall 2 |

yfdemaree FaeRl Gadl w@usidl @1 foRSIE (Registration of Restrictive Trade Practices

Agreements): E1RT 33 & JIJAR VA A1 UlAaeTcHd FaeRi Gael FHiAl B IISRGLA BRI
AMMEaeTH g ol 91 # | {6 it R @ sroft 7 ema 2

(1) I ggsirar o fedl e O IO aafed a1 Afeaal w) ufidy of T doar 8 a1 ufddy o m 2d1 @
T2 AT 21 STl © A1 f1 ATl WRIGT ST © | (2) DIg GHSIal i1 hdl & ATl Eied 999 fael
3T AT Bl WIS B Id T B | (3) PIs FHIT ST hal Bl 370+ o & SR bl 3=
fashel & AT &1 AR HI W URIEE 1 2 | (4) DTS FHSIT SiT A1 ®1 AfvEd Jeg o= an el
TR BT A AT 999 & oy A1 HF B Tl & gRT {HA1 /1 2| (5) DS A ARSIl S FIgRI
A Rargd a1 Ffagr <7 & oy 2 5 9<, 8 a1 A e 2 | (6) DIs FHS Sl B 9% &
ITE A1 Yl Bl WAT HRAT B A1 S9 R AGe a1 g A1 7 B 91 @ forg &5 a1 IRl Bl
3MEfed HRAT B | (7) BIS FHSIT A1 A1l B G {0 R I8 o1t ovman ® 1 fashan g1 fufRa e
TR AT 991 SIRAT | (8) PIs FHSIT S AT & 991 # B a1d, FN= I1 Ufehan & o § 9 o+
BT & AT 396 TAN Bl U & a1 21 (9) IS F9HAl Sl ATl DI U o R 994 & oy
ST v gfcfar an gfaant & 9 SR &1 2 | (10) Dis WY FgHsian S SfeaRad UdR &1
Bl B | P IRBR UHTBRI AT b RIBIRe uR 3= goie # YHIfdd o Fad! © | 39 TR
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& TSI BT NG 1 37T BN | (11) BIg H FHSIT 1 IUYFd TSR & FHSI DI AN B
& forv fopam = 8y

RS B F9 (1) FHsid § IfAd uell & /M, 91 (2) F9sid @ I <1 ISP 8 | I8
IR T B fAfr 60 &7 ek W &_1 foran S =nfey | 9 |wsid o oHfed & favg &
DT V€ B AT ITH TN DR DI S 7 BT AfABR THIBR AR (MRTPC) Bl B |

anffd T B BTGB Bl bl (Prevention of Concentration of Economic Power): Jfc K]
AT 9aT IHRT 100 PRIS B0 AT 399 AfH & T 98 ARAT 319 I § 1/3 I Afdd 9T
B A B B, U FIIR &A1 arEeh) ® QIR fORaR | ST ) aeafy a1 Scared el H 85%
P fAafg BN & O 98 (U1 fORdR d9 I 781 R Fhdl & old db b dld IRBR sHd oIy
AR T 2 T | U SIgART T &1 SR Wi faR SR & gRomRasey 31 Il & B IRl
BT WG T8 BT |

S UBR 100 PRIS U  SATE] FHART dTell WM dwld TRBR Bl Y4 AFAf & R=A1MUT T8l 8l
Tl B 3R T A 8 Bl T |

REE faa e STREI P BT (Prevention of Maintaining Resale Prices): A B gRT 39
D ATAR DI W Al THT YAMIRT T FHSIT 37U ATh T HedhR [Abaall & AT T8l B Febell
g, FoRA <gAqH ed R Y 9] =1 1 $e1 T & | U1 FHSI] A1 U1 g A SR |

®rs M gidadl 39 MUR IR U a @ gfid I9 Afdd ®1 781 A 5994 44: fasha 9ea 4 oA
I WR Il &1 5 A1 39 gR1 I G [T A 4 Jod R 9] B &1 FH1eT 8 | Afd Ui
JRIFT BT $HH B a1 BT ADBR 2 |

?fFIT&ﬁ Bl U B Ud el B ﬁ'g‘cﬁ B Pl AABR (Power to obtain Information &
Appointment Inspectors): yfoafad amiRe ugioal & TR P PR & b g8 fsdr Y uer
A AN U R o Si1 o F9sid 7 o uel & iR o1 Fsiia &1 39 e & sraid forges
BT o1 Wfd &1 b 1 B |

D AR 9 B AERer A1 {49y e 4§ 6 H U6R & el B AHI—qHd TR T3l
B o7 B oY 3R T el 8 | e a1 ARBR DI I H Bl ITH THIEDHN! AT fa-ercdd
ugfordl § o gel B | A1 fh Sem W A 9’ &1 UUe R Y@ B | A1 98 U Sed @ i
@ forg e fgad o) Ao B

JTRTY Td TUS (Offences & Penalties): IS DI AfdT 1 AT 30 ST & AR FR ol 2
Al ISP Uoh G BY T SJATT a1 ST Havell 2 | S UDR AfS BI Afdd UAT 791 IerM RAfud
PR I © Sl T HEMAT Bl GRS 3 377 § A7 {997 Srgafcl & |Aiwsor A1 faery o ofdl & a1 U
I B U A YA T A BT ST el B i IS ST 18 1 WY oA I8 ©
dl 519 T SAURTY Feia] IBdl B 99 a% ga 9 ufafed a& Jai fan S ddar 2| 39 UBR
Ife ®Ig Al fodl qHeid @1 AR T8 HR1a1 & O 59 1fafm & srvia ISRER BRI o1
U AfAd R TP BOIR BUA P AT a1 ST Favall 2 | IS S0 918 41 STURTY Fefdl ¥l o
Al STd T JAURTY AN I8 U BUY Uiifas T AT AR fHa1 S Favan & | afe {60 i &
&R A TR gAY &1 &1 Il & A1 IFD] A9 A8 BI Fofl g &1 BOIR SUY AT IT a1 fbd
ST HHd & | AR TAd a1 SR 2 A1 6 A8 T B Aol I Uid BoTR S9d AT A1 1 fbd
ST T E |
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URT 39 T 40 & =<d Al g: fasha e N IR <& S ® a1 U9 @afad &1 < w18 @ o
A1 5 BAOR BUI qF BT AN AT QA1 BT S Fahd & |

(i) 9IRT GR&T [FF9 (Defence of India Rules): S FRBR DI WRd Gefl FAHT & A=<l 984
B TS SMTHR et gU 2 o AR WaR Gl f avg & i1, faaror, %y 9w, ge9,
TP 3MfC & FaY H 37T ToIC H YDA PR 39 BRI BT ITIRT IR Fohell 2 |

(ii) sirenfie AerT vq ([RFa= ifSfRg#-1951 (Industrial Development & Regulation Act. 1951):3%9
A & T BT G e Bl WRBR gR1 FEiRa sirenfiie i & $rRiey 3 gRord
AT & o {6 fF=afalRad et @ 1 9 |

(i) 3R e &1 A -1 1 Ao mafiadrsi den deli & AR AEHl & Jare
Bl ATS <1, (ii) THIMUBR DI R G T 89 & Ba1gHR0] DI A1, (jii) I&d KR RN
DI gfaa Uil | oy R e B HRET S, (iv) T ST BT ISR AT B
% forv grearfea &)1, (v) faffa &= & sienfie faera &1 faaxvor iftie args w9 | AT,
AT (vi) AMAH SHISAT B AU HRAT Td AEYAS AT & T 3 I H qaheiiad] vd
Mfefer IR BT YA BRI © | I8 ARIH 8 7, 1952 ¥ BRI a1 & TAT 59 THI U8
ST Td hIHR Bl wfiel BRd §Y WU URA # @R BT 2| 39 A o e 9
f=faRaa 2

(1) SYPHI BT USHBRU] Td ATSHH

g AfRFH 9gd @ S 99, [d9Tell & I3, e+ I3, Wik, difhed, 99, BRI 9 TR,
JFT T, T, RITRE onfd R AR 81t 2 | 391 38 el &1 a1 $l IR I A8
g fhy = a1 Rfud foar S Adar 8 iR T & i1 B enfid gaE &1 fawr fear o
AHdl B | oifhd Al gdhrs &1 Rl wrRrdi (R, w9 vd awe 79 § fafam), 5 axrs
T B g ¥ G T B A IAD! WA & oIy AAA 7 DI MITeIRAT Tl 8 | DR
R ASHI < FHI FTN BI AU BT W Td 9 e gRT 7107 B S aredl a%g
D IMHR A & Fae 7 2t o Fhehl B | 121 B U e 5 989 awq &1 fmfor 981 o
Ahd © TP e 3! F81 e g |

i fell SUspH = AT auiF HRd BT TRAR I 899 o foram 8 a1 T ATsHd Bl IE B
P PR BT IRBR BT B[ (@RT 10 37) | S THR IS ARHT I R o9 B 96
UiRT T & =TT SUHH BT IATYAT F8] Bl 8 O Bl GRBR BT UG GRAT & ATsHd
P R PR 1 SHH IR BT BT PR 8| @RT12 )

(2) Iggfoa SEr A SiEfie SwHHl @ IR | Wb

@RT 15) SR WRBR ol 0 gfad e a1 iEifiie Sushd & IR § S B qohd! 3
STEfd (1) SH SUTEH B AT H HH! &1 Y&l § AT BHH B9 DI 3D § AT (2) SAD! dd1ferc]
H fiRTae 81 1 § 31 fRTEae 81 &1 MRl & a1 (3) 91 I dRoil & Ie! axg a1 Il
% I 9¢ 3B T AT 9g1 D IMMADI B AT (4) 5N I |1t bl &7 ) Maegaval g foaa
g ST IT SUYHH SYAN PY & 2 |

I I9 & 918 da AHR G © (& U SN A1 SUHA & IR ¥ e g o o
& Sured FRIfAT 81 o, va MR 81 9o, S9a e 81 9@, o MR 8 9@ @
faaRoT Fraff 81 9% a1 9 VA FRA BT PR B |

(3) W¥PR ERI U9 Y99 Td fAa=on

Ife fH< 3ienfie SH1E &1 Ydy Fdvod el € A7 98 Shls RG] 33 g fAdwt &
AT BRI & dI URBR VAT Dl BT (FU01 Ud Ydel 17 a9 & foTT 319 81 H of Ghall ©
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JIuH 39 IAfBR BT SUATT 5 99 TP & [o1¢ fhal IRAT | oifbs 39 91 Ufd a7 a¥ & forw
afg @ SRRN | s9a forg Sae @ WP o awd B (URT 18 )

foedl e SUhy & ey H AT d< IRGR & U 9T YHUT § o1 I8 991 g st
B W SUHH B IJOPR F of bl 8 | (URT 18 T)

@) axgeil & g, faavu, qea snfe w fAasm

gRT 18 S & AR DI TRBR Bl I8 AR B & 98 awqell & Sfud fadvr vd qeai &
Sferd WR 991 @ & oy S fam o Frafid vd Ffa o) @ | 59 fa () avgaii o
i 14 fam & forg Jeg MuiRa f6 o1 |@@d €, (i) aeas w_ffe onfe & faaror fan <
AHA B, (iii) 6T DI ABT A FHhAT 8, (iv) T Icd1aA (B gop [i¥ea aafda an |en &l J==
& foIg a1 1 wavdn B, (v) a%g G 3= AR a1 foxiia eraeri & Frafad faan s waan
2

(5) Tve

IfS IS AfdT U SUHH BT USIIDHRUT el BRI © AT DIy AT SUHHA AZHT el ofdl & Al
T g DI IS PR D AFART 78] oIl B AT 9 B IR Yfel vd He Aaell &y 1 e
BT YT 8] Bl § A U AT BT 6 A B Foll AT 5,000 TUF BT AT AT QA1 (B S
Thd 2 | Il BIS Afdd M B STa-TT RIAR Bl I8 & dl W Afdd T 500 B0 ufafe
T9 TP JAAT {1 S AHaT ® o9 I F 98 el @l gfid 7 v < |

Hﬁﬂﬁ GIjEfST fAa5 3IfAf3T9 (Securities Contracts Regulation Act, 1956): sr[%nﬂ%mi P qaYy
T Iraifod el Bl b, f[dhed JaeRi BT AT B T VA TRARTY ST+ & foIw ST 3raifed
IRGS P T By JR {1 Ale FeiRa FEl & gaR 2, g8 Aftfem a9 = 2|
39 A9 & gyl &1 aviE A UeR @

i) T fafa=ar o) HIFIAT (Recognition of Stock Exchanges): ?Fﬁ'g 0 oy A o o=
AXBR B ARG & BRI T8l DR Feball IR 7 DIg A1 Whe fAFHT =T ARBR B gd
STHRT & @Il S el B |

(i1) DT TR B &W(Powers of Central Govt.): JNATTH § DT IRBR DI foReqa
IHR T fFd M 2 | S TRGR ATl At < Faeht 8 | fafs geR @ gaem
AT Tl B | By AT o ydy afifd $8 999 & oy 98 <8 &7 oS § Aahdl B |

(iii) Al 7 WI] (Dealings in Securities): fa®hed 2daeR faufe aiffa &= &Y ™ T
doplel ARl &1 Fafid #=1 &1 ABR TWER & & |

(v) &hY fafraar @t &t goreft g% fAgEer (Control of the Working of Stock Exchanges): B
WRER AT & G 9 98 81 &1 G99 FuiRd R Fadl § | PRI 8RRl 9 980
B AT a1 FH BR Fhddl © | DI, elredl, AT anfe eiRe wr Al § |

(v) TERITT (Membership): ®13 M <afadd S 21 ¥ I & &1 & AT IR BT AFIRS &l 2
farferar & a1 I ORI B R &9 T JHRT B A7 S RIS AT IZAEN S forg afded
o 1 gt & a1 5 ufoferll & S1faRed o @R avar & 1 v aafad e fafa
® A &1 8l D |

(vi) 1239919 [dbarq @l Geaal &l SgReTvl: T Fexd Pl AaeID Ueolkd, diedi fobdrd anfs 5
ay qe gRIe x@ B |

31 gafae (Raa=1) ifaf3a9, 1952 (Forward Contracts Regulation Act, 1952): 3139 A&l &

o & forg ves ifafam e uifas (Frae) i, 1952 <91 9 o 2 | 39 ifafrm &
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It I AW ARl R yfiEy o @ S ol & favg 21 39 e & g uraw™
f=faRaa g

(@)

(i1)

(iii)

@iv)

g a7 3u fafaHar wr HICT (Recognition of Commodity or Produce Exchanges): a%] Il
U AT @1 1M IO MR &1 RHIRY R < WRGR gRI ARl U &)
ST B | Sael A ure ARl oR & 1 orgey & e {5 o 9ad © | R TRBR
AT &9 & Ty o oM Aol 8 | U IR A0l &1 & 915 el {1 fafsma a1 ar=ran
P B ARBR IO of Fhal § |

371 qISTIR ST @1 FITqT (Establishment of Forward Markets Commission): ST-1 HIERYT
& fRal @ e B 9 AR & AId AT UTa HEl b1 q@HTe R @ forg s
IIOTR MANT AT ot SR SR+ B3 A & 2 9 1fd & 31fdd 4 A 811 | 391
[T TRBR A B |

BRI GXBR D B (Powers of Central Govt.): 7 AT & T=Id el TRBR
P 19 APR I & (a) JIH YHAGT R AP A BT APR: DT TRBR DI
PR & T fsdt 1 uered a1 foiddl R\ R RBRI Toie #H A= SdHx J=adn ura =i
@ AW & 44 gy ydfdal & SifcRed 1 wifde] uR e ] | Sl Bl 39 UBR &
I yAfad ==y @Y emsn Mf¥aa yarer, ¥ wwat g Afed &3 @ forw € < S,
(b) LAY AR BT ANBR: BRI TRER THI—FHI R AN 9 qifies gfada A7
TFhdT B, IAT 39 AT B gRISH & Sooiod TR gvs ¥l el Il B, (¢) FaTedd
AT B BT ARTBR: Tl BT BRI Y49 FUSH] §RT FATIT ST 8 T Dl TRBR
T% fAfFFa &R 4 Fardd TF ARG R Gl © (d) FE § gRadd &1 iffaR: Jr
gt el & M, Sufad @ faur, enfe § gRad a1 aReR &1 orgafd & 781 81 |t
2| WeR W W faudl, fmt 9 su fmEt § aRads &) 9ad 8, ) fafra &
Y&t HUSA Pl YT B BT DR Yot HUSAH Bl IRBR gIRT U7 fha1 1 bl 2| T
AT 9T 6] Bl I IS AGAT DI B B A ABI S Fdhell 2 |, () TG BT 8
a1 Ud P B AR swwReid ARy gye wfde @1 s | ge o,
RIIRUY 42y Jyai gdfdal & Fada & I=id o A1 U Yl W yfade S
g fHh 1 wifas &1 99 9 g 39 ot &1 e R WRBR B B8N | TWBR gRT
31 weifa foell avg # b1 o1 Hahd & |

que g HrRIfaf: afe H1$ Afa ToId I AT IToAd LI <dl § qA Al U qei @
P e & SR AfH U=fae &Rar & A1 1A d & favg @18 dRf oxal © df S0
U URTY & fofY &1 §9R B0 d AT A1 T g9 b $I Aol AT AT A A1 A
2| g roRiy wR Ao 599 1fdd 8RN |

4. @rey Merrge [aror fSfF39, 1954 (Prevention of Food Adulteration Act, 1954): QT<] IEEICE
o1 AfAfH, 1954 BT 48 Iewd AMINTD §R18, Wrel uaredi H fAerae, o b1 Td Sl
D1 Y& TrE awGRll B a1 2 | 39 AfAfm o = 9 frefeiad @

(1)

FY a¥gall P 917 g §F 31l UR X Brg A Afdd T A QA g G, T a9, |
AT BN IR A fAaRa & &1 (@) dI3 Aaad! @ ueid &, (@) SIS 91”d darell 9108
a1 el et 21, (1) Big @ uere et 9w o) w@ed Af¥eR) gR1 IS o & T
B, (8) B3 fAemad axq 81, A1 (8) B8 @re uard e Ao & forg I8 rsd™ o
JMMITTF ¥ |
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(ii)

(iii)

(iv)

fauor & Rygr=

FT @e YTl @ SITIIT ¥ A Big Wl Al (F) AAad) @ uered, (@) aiE 9w 3
qrell 1€ Bl @rel ueted, (1) BIE el ugre) R MR & ol g o1 3w g,
(@) ®IE Qe U} 39 SIATH & urauEl & fa%g 1 Smard JE B |

@re] [ARIel Bl [Agfad va SEdR: dald A1 Ui WRBR TTSC H YHIRI BRd e
Rere! @1 Fgfaa R Fadl & T 3ffeR & b 9 fadl o1 fassan a1 09 =afda | <t
AT BT T BT & T o G © | 59 R & o @rel FRlerds, Siel <31 awgu o @l
g1 A1 GUE B T B A1 I T B g Fhdl B AR U K Bl THAT o Tl 8 AfebA
9 [oTY Hod <1 BN Sl b AT el 811 | $¥9a A1—A12] 98 YR<i] g [l Pl
A Feol H o FhdT ¢ | W AT Farer 29, 1955 & AR T ofd THI IHD! A
BT &[G S¢S ¥ & forg 220 el ofiex @ @ 79w & fay 150 U1 Bi% g 3
& forg 125 9 onfe & a_TER B =Ry |

T BT (G990 U GapaAr: AT FRIed =1 i1 AT fordT § 98 i fI9eiye (Public Analyst)
DI WS SR | fSge FYgfdd Sy WRSR AT Y=< ERGRI §RT B SR | I8 S
fazeiye MgiRa M W sot R < | Raé g e R afe I8 uran = b avg
fAemad! & a1 SFIA <IRITer § Johad1 IR AR Q1 SIRAT | <=11ed §RT U4 AMal § &F
H B 6 ATE Bl Tl IR A S T BOIR SUY | A ] 8N (AT ST Fehall © | b
g8 Aol A aY B ST Fhall & | FS A H B A A A A8 DI Foll 5! 2 a9 T
A foa ST et & 1 B9 | HH 500 TU HT A a1 S Tl B | AR I TRBR
ERT ARG R far S a1 gabad derg 7 W g off Add & | N Reafay # =mensher @
e Y IF B Tl a7 Bl SMASR BRI |

gIc U9 |19 A1 3fAfTH-1976 (Standards of Weights & Measures Act, 1956): 91¢ T4 A9 A4
A BT I£F Il Td AU & AT AU HRAT TAT Aled, AU F 31T AT Sl dAled, A9 AT
3p W I T fAdRT &) Tl & SHd TaRISAI ATIR AT 1Sy Bl Faffd &A1 8 vd 399

HAET R HRAT 2 | 39 SIURH B g 9 el €

®

(ii)

(iii)

(iv)

dIeT U9 A79 &7 B Y79 91 Ud 119 B YD Sbls High YoMell IR MeRd erfl | 39
T Hfex, fhalum, TRIRR, Sdlfad 3Nfe &1 &M d AT SIRAT |

iIN 919 g1, 919 A7 3k B AT TT S+h 91 G¥ Flage: R A9 & 1€ 9 919 b AR
R gfedy o feam =y 2

H1g W Ffea e ff axg & Jom & o 9a IR 79 & 97e d A9 T2 9 9 g,
9 B9 GhdT 8, 7 HIHE], e a1 9157 anfe 991 A B | Ife Big iRART, A a1 a¥idn
T B o A & S a1 1 avg @ AT @) S B A7 avg @ gy @l Sl B ar
9 UHR B AT A1 GYan g2 B |

IfS BIg AfdT g1, |19 IT 3(H DI 94701, Jad] AT fATRT BRAT & AT STdb! AT Bl
2 d SUP! 39 UbR B fAav0r fasha a1 av=d &1 Rers a1 2 |

AT BUBRVI| T HITTH: P AIF UR YA B PI JeR Al AP © | I8 e
ReiRa sifevor gr1 MuiRa w1 der o SReh | afe f5D 9 w® ger =8 o f 2
1 IHHT YANT fSid 2 | A1 TR | A dTel A1d1 9 1Sl R Yo (e 999 & 918 J&
ST A B |

WRBI] SEBINGT P SHfPIR: 37 FATIH & =i Fgard Fawre a1 SAD gIRT Al
B3 N A el N T e W SR G99 § g9 Fahal § 91 ard, "9 A1 S99 dfe
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T RBTS BT U ool H o Ahal § STl 39 IMfATIH & =T qUsHIT TURTE HIT HIH
P FIY § a1 S %81 8 1 6y S &) U9 B | AfS DI I did 9 719 & 91
IRy SR @1 S9P] S HR Bl ARPR P TRBR Bl 2 |

(v) Tve: Ife ors Afed FuifRd 719 & A1GT 9 91t &1 SUART F&1 Rl & I SHBT T U=
R 6 HIE qP DI Tl I U BOIR BYY T AT Q1 fbd ST Fahdl & | offp gl g
qIE & STURTET UR T 9 b D AT g AT fHAT S FhlT B | @RI 50) | AT BIS <afa
qIci g /1G] BT 9K FHT A DI &9 T8l Gdl & A SHD] 2 Y T DI Tl AT 5,000
SO H1 JAA a1 BRI S FHd © |

IR vq AIaIR® farg IfAfAaH-1958 (Trade & Merchandise Marks Act, 1958): Wﬁm
P Gollpx0l & foIU Uap ffSfm & el R vd auiRe e ifaf=aw, 1958 & A |
IHRA 2 | 519 d1g Hl Ffdr oo avg @) uga 318 forg a1 AW a1 @ & forw e s,
M, ¥, fESTET A1 590 WA J BIS 8 AT AW TR AU 9% W BIY <dl © A S
ST0S HEd & | <l ofd 39 H10S Bl Golldxvl 39 AW & raia &1 foram g a1 981 J1vs
STHID 81 ST © | S8 fHid a1 fashdr &1 & 81T 8 | 379 39 UBR & SSHID P Tdhd Bls
IR 8] PR Fhdl 8 3R 3B TANT BT THHA JfTBR USIhRUT BRI dled bl A Srar 2

HRA # 39 IATRH & =TI SSHID & ToNIdHRYl BT BRI Yeve fSOgd, SSHID, HEl-esid d43
P GIRT fHaT ST © ST 399 S1fSfd & S SSHTh INDRER BEATT & | $HdT 9 &1 Td
THAR BHeIbl, G 9 73 fQoell H B |
dpforT avq g sifafaaa-1976 (Packagad Commodities Regulation Order, 1976): YIRd
TRBR 7 18 T8, 1975 B WRA GREN ARTH & I=<d U e SN [har f5e AR
TP Yol R K Bl U B GHI Y& A1, MHaH Jed, 99 B IR Ud @ &1 M
Td U1 B STER & | I8 MM 1 SHaR] 1976 1 AT fha1 77 | $9 AW Bl 9M Jdbos a%]
e e7ree, 1975 (Packaged Commodities Regulation Order, 1975) 21 SIfh 131 1980 ¥ I8
MY 91 T4 A9 A9 AR, 1976 (Standards of Weights & Measures Act) P I BR T
T & e g faver 7 TaR 7
1. I 9 Afdd GGl B1 a2 & Y Uep T8 BRI g T b Yeddh Ufbe R U olfdel
o1 9Tl & 9y | F81 o < |
(31) Ufdhe & =R ax] B U |
(@) Ufde # & g8 ax] & AH AT g A7 A9 |
@) drRE o e Yfde GaR fan 8, A v 9¥ afa |
(@) Ufde @1 71|
2. ®Ig A1 Afad U Yfdhe &1 1 927, 7 f3aRa & &R 7 < o/ w) Suda 4 fordl g3
ard e B |
3. Ufde a1 Jfdd WR 1 I a1 T & SEY 31 Hod R BIs Al SIeR 99 I Bl T8
oI |
4. 9 Yfhe R A a1 Y% HA aTel &1 g1 AW Td 9T a1 BT |

5. ofed a1 Y wR S fAaRor 9o, |19 A1 TR @ 9R H a7 ® 98 A f veR 9w
afgd T8 8 |




58 oo & figra

g gU M R WRERI I =301 dF] 8 89 R R e 8 (Y SR |
e & Mou # I o e TE B |
e § 9vg & IO @ AT H IqD UBT A FT g e T8 BN |

gfe o< qTg Pl YR (Rapper) d1 3T U (Container) 9T ST & 89 NWR AT
T U UR UE LAY & SR |

10. afE Yfhe WR Fohal AT T o foRaT W I1 AATGEIRG B a1 Ufdhe & A1 b offdd
AT G- o & S 59 R Fdhel A1 9 g3 & B |

WRBR ERT SIRI (A= & AR ST MM 9 a3 R AR el Bl & Sl [BA I
H Bed HIel Al b ®Y § BH 30l & I AT Ufbe & U § 920 Sl 8 A1 d 9vgu Sl &
@ BM H 3T | g AW 9gd Bic Ufbel IR W1 A 21 11 2 | 9191 AR FRERI 59 371 Y]
B! A qIER © | TE A S aGRil IR AR BIAT 8 S M S & SUAN 1 IqQ & o
DIPI, TR, WM BT A, TR e, A, faape, JRve, =i &1 gy, Sarsd], Hicd J[e- awy
e |

9 QY & SR B SYHIRIT Pl BT (AT o9 TE1 AT © | SHBI BIROT I8 8 b ag W
S AEHTH o STt T & GHMER ST el 0P Yo WA BRI S M I a_el AT © |
|1 B FATAre 7 59 QY DI AN BF & GHI Sl oI O IFY Pel Af¥dhad Jed FEiRa
PR Y B | 59 PR I8 IS 4T & oI 31fdis Sy =81 81 ¥81 & I o8 doid a1 /19
@1 Rrerrdl # srawg o g8 2|

ArdsifAe faavor gomeh
(Public Distribution System)

A IR0 Yorell | 37l I YoITell | & FoTaH SuHIaRT avgall 1 Arasi-id WU A 39 UbR [aaiRkd
e e & 6 9 |9t Syl &1 MtRa qeai w Sfad A # Ui 81 9@ | 39 U0Tell § WRER) q8dnT
3MERISF Bl B q WHR gR1 FEiRa weawer fagar Vi awgail &1 Ay o= 8 | 39 USR 31 Yorelt 9
R faeat & o @1 A1 [¥Ed Bkl 8 | awgell @ ey e 0 Fifted e € 91 &8 a1 o1ffrs avg
@) fah TE B S FHN B | IS AR fagdher & fashdr 31 s &1 1 fRae—faae e vedn g !
FAI—THI R 19 WBHR MBI B I8 ¢ | Al ARt fAshd1 gR1 I I afidan &) 9l © a1 9
g SRS FHTIAE! o ST & forad IS SHM & DI 1 Faell & | IFd of 1 iR e o
ST AH B | TAT TR ORI H ¥ B G A & AR gve A e S et B |

YR H ArdoiAe fadavoer yomet

fgdi faea Y& & IR™ BF & T T ST aegall T [AaR01 IR 3 IRl ATAIRS AId—2ATdH, HEhR
faz arfe gRT AdTSTTeh WU Bl 8T o Afb g & Plcl H AU B Wrens, o, dil qol BT 31
1 39A gs | $81 URRARTIT # 19 Ia=e1 UR™ g | g, A9, A1 371fa UgTed b HAd AT H ARBR
gRT i &) A R B GHHE W IE B W e o | @ B awgell @ FH B Q-1 Hue
B HH N B TN | 59D oY W HUS DI GH ool @ oA A FREd Jou R ve Mi¥ea wman 4 sue
A e o1 | ST BT A1 95T AR A1 81 AT oY | =it w1 v wRie & foy e (W)
et o S MR R e AlREd o0 R &rre a1 S1foai ferd of |

IE FATK BF & U] R H WA I B WU g8 aRad H J8) 3 oI o dfg 3R Ja—TbIa BT
S Ry B & | U aRRefoi Soaa 81 it o fda @t & @t @1 S9a Shias fafe a avgei
BT AT BfeT 81 a7 | 39 944 gRRAfd # 99 yomenl ) W 99 TR | @renHi & ) TIIR e

© ® =
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AT 3R ST AT H WA A B MREd el R ¢ TRI H IRE B §HFI A HAGR a1 & AN
Pl gie BT Jd= Bl TSl |

X0 4 H AHI—Hd WR fhi—fedl awg 1 B4l Bl SR @ IR Se Iferd Jed SR Sferd /s # faaro
B Y9 HO AU SHE W BT U1 2 | BB F99d WEl &1 I A Hfed 81 /1 a1 g7 991 &
g W) e Bl GHH W HIAT TST | B aAfa €l IR HH W41 B Il B B 8l WA AT S Iwga
% FEIRT o W 9] BT gave A1 RE B §HH1 AT FB AT HMI R PRAT U |

IAH Ardoiae fadavor yomell ) fasivard

(Characteristics of the Present Public Distribution System)

AR H aqd Aot fAdRoT Jorell &1 g faevdnl 9 UsR &

@) Sfa < 1 YR 3| g‘dﬂﬁ (Fair Price or Ration Shops): AR < H Wl b1 Sfed T W CER|
qrell T2 Bl b & | T AT I IR A1 & | §9 bl UR 18, 18 A I+l g3 dvgu—atIe],
AT, goll, @ael a1 9 WReR gR1 MuiRa ol W IuHTaesli o1 I9H &6 & IR W UH
fAfead A # 92 S € | 39 §HE1 B ST Hed @ SH (Fair Price Shops) ¥l B&1 ST el 2 |
S SHMI TR ATTIHATTAR HHI—HH Il Al BT I, A1 SN BT dof 1 Iuare =
ST B |

(ii) AEHR] YA HUSR (Consumer's Cooperative Stores): TEPRI SUHTRT YUsR ) Ardif~ih
IR YoTell @1 T 37 B | 371 USRI H IUHIGIIRAT &I MATIBT B I3 & ATF—HTT HUGIA
DI GG D A1 fIeh) BT Ug BIT 2 | 39 FHI 585 Dewd IUHIR HUSR, IFd! 4,310 AT, 15,980
I U FEHR) AR, 21 IR SUHTRTT B[ $r ) I8 8, T8I 1983-84 ¥
1338 IRIS U & I & Al a1 2 |

iy AT Hus @t At @t gHF (Shops for the Sale of Controlled Cloth): T HUS B! GHHI B
[T I AP Bl & fbgg R W I8 B a2 & T 911 4 § | 39 §hMI R ARPR DI IK
FHYS B AT B AT 7 3T HUST AYH BT B MR U AT Il 2 |

(@iv) Jfae Bd fSU (Soft Coke Depots): 6%|ddl3ﬁﬁ6fﬁdﬂ§ﬂﬂ?ﬁ%ﬁ$éﬂﬁfﬁmwm
AT U< 1Al & U §9 I TRI H B IR I & 5101 TRAT 2.45 A & | 39 GBI BI TR
H o B TR AT | e e 2

) ?jCI'\’W(SuperBazar):Wmﬁ@ﬂw%@ﬁﬁa@—a@mﬁ@wglﬁm
H A1 IR SYIRT B1 T aRGU IUA BNl © | 39 T Y WUSR 125 & 9 © | I8l §{B I
D1 I3 oI, HUST, A, W 3t BT a9 B 2

gt & 9@ @ faswar (Kerosene Oil Retail Shops)

9 999 ) &1 a1 FRIFE 9wgell & ofciid i & g e & forg ot 9 o fashan § S TRaR

R FuiRd Hog R A & da1 &1 fasha ava 2|

Ardifae faavor gomelt d wfeasa

(Problems of Public Distribution System)

@) TRI g AfAd— 59 9T ST Ao {IAROT YOTTell BH BR &l & 39T RN ARl J7R]
T & AAT T | 01 & H IR B GHE A8l © | 57 & H ghH Pl UgA J Hfoasai A g |
3 TRI H gfd & oIy TRHRNT YUSR HI[E & | 39 9USRI A AT 831 & hMi B Gl HAT AR
B A T |
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(ii)

(iii)

@iv)

)

(vi)

fauor & Rygr=

rfior a3 & forg RufRa axgeit @1 mial § faaver 7 91— g@R, arv &3l & Fae o % 8
STH ol IR 4 TTer AR fHed €1 I8 & Jaid 9@ oy s IR 31f¥d Heg 31 gsdl
2139 P b3 W@ § Ogl G¥HR 7 o & TR A D B DIl fedar T Ya=s B @1 2, 98]
Rerfa 91 fafes & | 59 AWM & =719 T &1 $IeT € 9 108 & & A9 B 3 T H of SR died
| STfraR VT BT B 5 9 T o1fde Hou W A WER H 99 O & | @¥IE 3R I & Hed @
R DT AT 9 STl B |

I TRY3M B A M B AR A - I R DI gHAI A (GBI aTell aG3Ti B F=AT A
3IIR 31¥r IR Bl TSR SIS < AR B el © | $71 bl UR fdeb arell axgail Pl ARPR
P TIH H G B LTSN BT & 497 b I AT YOTTell 181 el ST A B |

gt HH B IR TG g ST I B B B B B H IR W o 91 2 | KT T @re=
@1 gfet w9 B & A1 39 GBI IR BIS aTell BT <419 980 G Il & AR FME o7 § "l o S
2| forg 919 Gol IOIR | U saggdarsti o gfef R o € iR efi—aft @ e @Y g
R A D1 BISHR AR fbefl qq B fAepl TET &l | 37 Gl bl {1 W f¥¥eblet1 GRebel T STl
g

f&w1 &1 g B ¥ FfRAE— S9 Yot I6IR H 9wy Herd € A1 AN Gl IR B 8l UHE B
g | T B GHEI I T8 RIS e Fifd Gl IR H I Bl B BT G R Bl AW
U ¥ Sl e B GHH WR G B |

Yol IR A BRI $R 2 Afdaal B FHE9— 39 911 B &9 § W §Y AGSI1D [IaR0T YoTTedt
P! O 9991 & oY 9 a1d WR 3R &_AT 91 WA ©§ (6 ol IR H BM B dTel Faxl
HFERI BT {5 YR 3 YoMl # AfRaferd @ foram S @1fds ST AT ISR # o1 € 98 o <8
IR YUITel 1 Il 99 ST iR awIu Jragnadl & el STHIHRT & Hard | & e 8 i S
IR TH W @1fdp T 7 B

ArdeifAe faaror gomell & srrer=En

(Criticism of Public Distribution System)

Ao fAaRoT Jomel) e8! § oifthd YRd oI <% # 39 % 8 § 3MHT & | 3Ta: SHD! elraT
JMERT TR B S &

()

(i)

(iii)

G AR BT WIS AGGI(eb [ITROT YOITell Teb THR I TR Gax] TR Bl ARDIRIDRY]
& | 9RA H UIGH ARSI BT 39 YW T8 © | A< I8 Fomell W AMuS WY A Tl b ghqH
BEER

IHAIIME — ARXBN) T H ABAIINE! 3D Teleh & | SATTY VAT G2 BHIT AP @Al g STl
B | I BRI BT g WY faaRd axqalt @ arTa # e fasan SR gafery “Ifd &) WR AW TEd
g W SO BT 9] I & W & el |

WHT 7 A wear— yedr H e Rierd 2maial & ddg 9 @1 SRl € 9 € 99 Rierd awar)
T3 & GHMERI el 99 [T | 311 T gHBT DI FHT0T T frem B | fo avggeli &1 Scare oA
I & d PIel IR H UG ST & | SRR I8 ol 1l & b i1 avgy gt 81 Sl & 9 GoR aolR
a1 S &R B gEH W A T e o 2
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fafa 9ag=

(Export Promotion)
afa daga @1

(Meaning of Sales Promotion)

“Frafa Faga 9 s T Uieare | o S § o frata afg @ fofw R Fafaasaisti @1 e 9dH
FrdGarel o fFafd &= @ forg mearfed foar Srar 8 17 () 39 forv S 79S8l &) Il 8 1 (i) St
A 70 Y& Y 9 € | (iii) B YOI Td I 3MMaadh AR+l 9 ded ATl Bl (Faid & 98l H T Hv
B AR AN B | (v) Pt & fg a1 I aTet 71T 9 ¥ M 9 Afad Wi # 8 & SRl 81 (v)
I AR aTel eIl B IMI—a) H BT § & oIl € |

wRd ¥ fRafa daga @ smavaean

(Need for Export Promotion in India)

TRd ¥ Fafd Gag &1 azgadr 4 R 9 796 B |

(1) Hﬁl’clg\_cl IR HQT'FI Pl B HH B forw (To lessen imbalance in Balance of Trade): aci=dl urfed
& UL WIRA H1 AR &I 81 Bl BISHR 2 FHT 991 § URTae (unfavourable) 8T © | 37d: 3RIGfeTa
TR B Agferd o= & forg fFrafa dagda o smaegaarn 2 |

(i1) fadsh ko1 YR B H° B B fAT (To lessen the burden of foreign debt): GRTQ"%IH facsh @R
Td 3N IRl & Ta1d J YR IRBR & oV MaeId B a7 fh a8 fage IR g IaRig
IRATFT I 0T of | I8 hH d91 dod= b SURT faeeh ol &) 931 feqi—feq gt =ell Wi 81 349
RO B A0 g AT 3ffe & YA & (oY mawasd & & Fafa dag= &1 i soar S |

(iii) e IR B Awadiil b folT (For the success of Development Plans): folg afg &
BRIy 81 [ABrRT JroRl @ forv masas 7Y 9 ATo—aooll AT &1 ST Fdhdl © | 37 fard
HIE 3T 2 |

(iv) BCI| Eﬂﬁaﬁ @ g @ foo (For the Export of New Products): Jfefes AR & I < B
3T TI—TY HRE UG BY & | SN <2 Bl A<IRD ARG D Yl & a1 +1aid dRe1 § dwed
B Wb | 3T g I B 2 P T4 gl W FRid & oy I8 UicareT Srishd (U S |

) rgerl rfaraRen 91 @ AU (For the Development of Self Sufficient Economy): <9 Bl fageh
ROl B IR A G faa™ gd AR a9 @ oy a8 araeas @ o fFafd 9er oI |

fAafa afg @ foT SRR gR1 U9 TR U™

(Measures taken by Govt. to increase Exports)

Tac=Iar UIftd & 915 | 8 9Rd IRAR 1 59 999 ¥y by € den sHe afffaai el & S—aRdren
AR 1949. fegen AT 1957, gaTferR QMM 1961, evs ARART 1970 ToIT Sciaoivey |AfT 1977 | 54
afafral @ Rl @ werawy g afg @ forv YR WReR 7 791 7T {5 €1

1. IR 9IS (Board of Trade): ¥ & <ol <R W Faftld Gomsli va Nl &1 el &= vd
TN FATE BT WRBR Bl o b 7 1962 H AMUR 9IS Bl RATTAT B T 2 |

2. fAata Waga aRee (Export Promotion Councils): fRITd MR § SUAISTRN, SATEH! Ud fAaidad
@ HEAW BT UK PR & oIy FFald gk i &1 T 2 | I8 uRys Sred! o Fafd afg &
foTQ Temme <l € | 3TSidhe 39 UBR BI 19 URYE 8 Sl Je—37eT agali & Ty & SIi— Iy, il
T, XM, ARG U1, Wel P A, Jel, THID, TSl 3T |
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10.

11.

12.

13.

14.

fauor & Rygr=

I%g AvSa (Commodity Boards): IRPR - HE I3 & T A7 defieb - eiud b
& ST B STUI—3Tu+ a%g & IcuTe fAdRT Ud R & oy S &_e1 8 | I8 9] 51, i),
ENIREIANCNICENIEI G

YR faesh =R dxmH (Indian Institute of Foreign Trade): T fecell § 1964 § IR fageh
MR WA & A4 I Teb AT AT 81 T 8 11 48 Hrd faeeh AR & oy driebdiai
®1 URIeToT <1 9 faqel AR & W9y H IR FdeT Ud IHLT BRAT © |

fafa fderor aReg (Export Inspection Council): a0 (st =01 wa ARYeqor ifdf=a), 1963
% I, fFafd FRleror aRyg a9l T 2 | g9 Bri Ffd & forg A1e dfre | g9 aRgsi Bl
fteror e & R & qanferd! o awqu & fafa & 9 |

AR fdBT \IAH (Trade Development Authority): $H AT &I WATUAT 18 HRAYI, 1971 H g
2 | ST B BIC Ud TegH AR dloll xRl & Arefdl o1 fafd & forw aRd axar dn S+a!
39 B & foTU aeDp ABTIAT USTH BHRAT ¢ |

fAata @@ vg mRed) fAam (Export Credit and Guarantee Corporation): Jg M 1964 # Jerfug
T a1 8 | 39T B fAaTd Fae SIRkaq &1 191 B)A1 vd fFataadist of 59 9y 1 3nfeie I
& R & 3|

YR AUR Aol Td yeei=l afRye den aforsde g=R fAe9mer™ (Indian Council for Trade
Fair & Exhibitions and Directorate of Commercial Publicity): URue Uh IR I=eq g e &R
<9 9 facer # fafd daga @ Seeg 9 fagel 9 Sienfie vd iR #el Ud ue=if Smarford &
2 ROy a8] &1 ST IRA agRil & IR H 9 99 | AR IRBR B aoegd Jar Hesneaa
Al 3H TRl IRAT B IR UH YRE RAT BT UIE QT BT & | 39 g1 fagen 7 o o
TeRIfFRl H R Aoy o © O AR Gl d1 R a1 S © | 9/ U8 P AR
MR Hell YIfIHROT (Trade Fair Authority of India) TE B |

i /@ (Export House): 1 JeTTg, 1968 ¥ WRBR & R I YW FRATAT Pl ARG YT Bl STcl]
2 o foatd & ol 8| 39 9t uT Gl B fauue faerd fAfS W WIReR g1 SH9d! 3d
foramett & foru anfdfe weraar ya™ @) S B |

v ufaeE ﬁ'ﬂfFﬁTﬁE s‘cb‘l?;ﬁ 3 “\gﬁi‘:ﬂ (Hundred Percent Export-Oriented Units): SHERT 1981
A APHR - AA-Red R R arell TR Pl FeTal a1 & oY U TSl R B & g
T 39 3HIEAl B At o & forg it v dwa glawmd ) o 2

YRR Yo e (Indian Institute of Packaging): Jg TR 1966 | El’ﬂ—if T erfua feam
2| 391 SR T Td omaRed A & USRI BT 3" o A & Ga <1 8 | 39 forg
gferor U 9 faRS) onfe @Y @R $9d gRT dI Il ® |

IR 9arad 9ReE (Indian Council of Arbitration): YR UoRId URYE 1965 H wI1fUd &1 141
2 e o auiRe faarei faoy wu 3 A R deeh faarei @1 e 2 |

Hﬂ'cﬁ a¥g fAata fasr W= (Marine Products Export Development Authority): 1972 H PraE |
[ 9% i e TR w@nfud @1 T Rrd w1 9qel 9% S & e, Fafdl $ &fe
 fI9y U & BT R |

fAata ufsas &3 (Export Processing Zone): 55 ¥ AI<ITshol, HIUSI, DIAIA, G, HIee] d AIYS]
H i ufshad & enfud fed 1 8 | 579 shrsal 1 9aeT 31 9 8 S+ 311 Id—ufaerd Sared
ferata e srfvart grar 2 |
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15.

16.

17.

18.

19.

20.

21.

YR 9 AR A9 (State Trading Corporation of India): YR ST YR IGUEECIRDIEE|
HS 1956 ¥ 8% © | SHD! AU Bl I I 931l Td Y1l H 3111 g +aid =1 & fiept oo
fAf¥ad & | IR IS AR A S B | T8 S dRE @ ol g e 8k wfed fad
T B | (1) IRATST T IUR 7, (2) BRI AT gRIHRel (Hard 9, (3) AR ®is], e,
T (4) ST R T4 ST 9, (5) AR 9 AR A | s9d ifaRed @feet garei & aen
H@Gﬁ % foru “afes ug CIGEEIIEIN T (Mines & Minerals Trading Corporation) PY IATIAT BT TS
=

ATIR® TSI (Trade Agreements): RT 7 98d ¥ QUi 9 fguelid 9 aguelig aamiRe w9l fad
g s worawy fafdl # afg g2 7|

ZRe gfafafa (Trade Representative): HIRd AXDIR = fafal 9 afg o9 & Sev 9 U 50 9
A 1fdre gaTaTdl BRIl § AMRS UfFRR—T @1 Fyfa &1 g | 57 ufaieEl & e S 9w |
HIE BR 39 1A BT U1 1 B b g8 9RA B b awgali o1 AT 81 Al o |

fAata = wafae &85 & w9 | = (Export Trade Recognised as a Priority Sector): fafa &=
aqTel HRATSAT BT UTAHBAT & IR R ARBR d Ro1d 9 gRT ARG FIAL Iuared Bl el 8 | I
Eﬁqa_\’tl—\’ml\_r[?ﬁ\_ﬁlﬁ}f%l%W@ftﬁawaﬁﬁlﬁ(Pre-Shipment&PostShipment) CRIRCH
I ye™ wxell € | Rord & 39 yaR & 1fiw g Foll R yAfda gaemd ye™ ol B |

fafa smama (Export-Import Bank): 1 STFa), 1982 @1 faid maTd §& &1 RATUAT & T B
e or faceh amuR # < gRum gem &< 2 |

fagors fawra fAf8 (Marketing Development Fund): YRT SRGR -1 Jalls 1963 H fquor fdewra
Y & T @ 2 | 39 A ° 9 99 9RO Sdedl g At o Ok g8 ug @Y S
2 S fagel § wRA el & | & oy uaet a2 |

3T JUTT (Other Methods): Fafd afg & fog &3 Su f&d 1 8 SN— (i) Frafa ufsean &1 w=a
M, (ii) AT @1 ST aTell axgell & oy Al R & AT Yo T AT fdedel | S,
(iii) BB TGN B T (AT AT A@eds = B, (iv) Fa & oy T9e gerar <1, i |

frafa afg & forg gema

(Suggestions for Export Promotion)

IRd & Fafd @R ¥ R afg aF & oy FefaRea gem A o &

(D

)

3)

(4)

e fauo= 313?1?11? (Export Marketing Research): HIRd XD, Re T 9 9Ra fageh
TR A NS Bl fAUUH JFHAI AT A1 AR $9 910 BT g1 1 anfey & fae= 4
fra—fa axgail @ A & 9 & 39 gaR &) awgell &1 Sared o= Fafa & s 9 |

3fd% TT Y9Ta AR (More and Effective Publicity): ¥R SR®GR 9 AMGIRAT &I fa<el § RO
R3T B1 AU Td geR A1 A1y ford b g8 R Iure 1 A1 S Bl Ao AR SHD! IRT
B fAAidl &1 gerar o I |

fafa sael @ fFw @ feoa 4 YUR (Improveemnt in Quality & Design of Export
Products): fI<=I1 3 UfRUgT I BT R B oY AR AR BT Tu=—37u=1 avgali B fde
g fESITgl 3§ GuR BT @12y Tl fhed R wR ARy o el =nfey oy s faefRmai &1
U SATRMST B ATwY I At A | 399 Al afg @1 Agran e |

a@@iﬂﬁmﬁﬁ(ReductioninCosts): ﬁﬁﬁﬁﬁﬂ?ﬂ&ﬁiﬁ ATTAT H BH BRAT ﬂT%QW
% IIU RIS ARl WR IR 81 Fab AR AN § Aheldl U R 9 |
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&)

(6)

(7)

fauor & Rygr=

e v ﬁ‘\rtrrrq (Incentives to Export Promotion): HIXd 9YHX 31 FaTd urcares & v iR
e IR N ARY | 59D AV (1) eI (2) AT IAVPR FY BRIR SRRART BT 31p1idDs
ST fhar ST Fhar B | FERIdl 9 12 uia & Ied @1 v [Rf¥aa gfoeg Matdeal @ 9 <
A B | AT SR H FaTcedl BT SHS gIRT 3fford fa<eil G&T B! A1 &1 b Hi¥ea ufcerd & o
1 aeG3N B AT & oY rgAfd © & el & |

faxia @ s=u YRAUW (Financial & Other Facilities): JIU FATT &= arel SR @I Rofd 4 @
3= fa<irg wverell g1 foRki eI & O R&1 8 offdhd fhx ) 399 TIfd o™ &) Sagadhe B | 39
JTfaRad 371 ST DI Boal T g faoTell JMfS BT W WAl & IR IR IuTE] BRI ST ATeY
R f I ravg UM R 9a AR fafa afg § «muen gof 9/ € | |

MRS AHE (Trade Agreements): 59 <2 7 a9l A1 & maTd WR Ufa= o 9 € S <9
A IR B fguelly g qguelly J9eid d- anfey o fb IR A1 98] Yael &R o AR o
frafa 9 9o |
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3ISATY-5
hdl GdER

(Consumer Behaviour)

ufR=r

(Introduciton)

Wl BT A2 I D HY I 1ol A 2 | I8 Bl &l YHR & 81 & — b Al d Sl a3l Bl dedl A1 S WU
H T P ©; O PRAM P A1feld R 9K M & oy Iwgall BT 5 B, T 9 1 Il 1 W@
SUHTFT & I 3 aRd & &1 Bl &1 Ff I SUHIGIS F B S I3l Bl Wd SUHT & T v dvd
g | faqor ¥ SuvTERT &1 AP b1 ggd g1 Hecd © | A DR 1Sl [JU0 IyHIal S9! (Consumer
Oriented) T 3R SUHTIIT Bl (The Consumer is King) TSTT HIAT STl g | fauoe @ yasd fhar & SuHreRT
BT YT HETYL! A & | SYATRIT AU feharmali &1 = fdwg 2 | A8l 9 |al a1 gfed yRem) &1 ur<
B D I W Ifa fquvE Hsor yem wRAr & fJuee Ofq A (Marketing Strategy) 1 31T\ 3899 &
Il FIER B JLII AUV AT TAT T BT IR BT & 3: el AGSR Bl JEIIAT A AR B |

Bl FaER Bl 37

(Meaning of Consumer Behaviour)

‘FagR’ AR AR 3feEl T’ BT e ¢ | 39 afc ¥ avgall Td AaRil &1 WIS & FHI Sl 3TER0T
el gRT fbar SITel ® a1 fhar S Gebe1 & | S hal WdeR &) =il &1 ol Fabdl ¢ | Ay & & fagri
P FEAl & fb — Bl FIER I8 Ulhar & Sl 5l o a1 o7 & By Tl (Rl o === &1 Farh 2 |
Td Jard W & R 0 wlie 9 gagR &1 gRomd B B, S al FdeR b8l ol Adhdl 8 | “Hel a1
SUHTHRT FI8R I 371 SUHTGIIST AT ATSHT B hd ITMadi, HI IR, T 7 9 HI YO & ITTT |
IR R

3N AT AARI BT HY BRI THI S TRV, FIBR T AADT 1l /IUATERIISAT & gIRT AT STl &
Bl YIBR 3T YN FIeR Pl 2 |

"SR TR H, SN FIER & A 39 IR 9Tl BT 1eTI fHa1 ST §—1. SUHTERIT & (When) 53 B
2? 2.%T DI (Who) BRAT 8?7 (3) SUHIRT B (How) T HRA 27 4. SUNIERIT B8 (Where) T BRI &7
1. SYHIFI $d BT B &2 (When Consumers Buy?)—faU0H Ja1dh 1 A Ugel I8 UdT 91 A12Y
o TR 9GP H9 HI B &7 T8l ‘B ¥ A T IqA1 § AT S 2 i AFH (Season), i
TTE BT A (The day of the week), 9 iii. f&F BT FHI (The time of the day) | $9 TIF1 &1 AU H HTH!
7 © | 581 @ gy fAuv gae &1 e fear s 2
HB aGU T Bl & Rat A fhe) @ w9 # 1ot 81 © | SaTeRvl & forg, o) & Haw 7 gl
g HISI P! AT, ST H A1, BB T Sl HIS B A1, THAT § IS UF ga1ef &) 7, 3nfe |
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A o & Gk el arel a7 & By BRd & | 3fe: AU gaves Bl 391 fasmo ged arel fad
H ygel It fad a1 gl ardl &A1 & ura:dTet A1 ged! arel faF a1 dRe @y |

fIuor # SUHIT & 3 & T9I W1 Aeayl @ | 99T 9 31 & 6 SunTe fhd w9 39 dal 3—Jds,
QIUER, U g A | 37K T8 HE Fahd ¢ b wwy, &7 den @m &1 fJuvE § s 7' B |

Y DI Pl 87 (Who does the buying?)—HT B BT BRI HIF HIAT & SHD T [+ A4 T<al
BT M B 2 i. IRAAD Y H B BIF BT 272 ii. 5 B BT (0RT I <1l 27 i, I BT IR<fads
?9 H WA § B a1 87 ARG 92l & ol hd S9d Ad—Ud1 & gRT far Sirar 8 | 9l &
fore o S\ 9fd & gR1 fean Sar 2| ufd o fofg W w9 g o 9ad © | Ue Riféa uRar #
I e oY, g=ai @ forg 9 ufd & forg Y g el 2|

fIuoM TR 39 919 BT UNE USdl © f B BIF BRAT 8?7 S HI B dlel B & S B g 9%
AR Sl 2 SR I B IR0 HIe Ul Sl B | S & AU WHK [A9uT Sk, s
a7dTed, fasmos rdl, ST 3R Seffas fagmd, e 6 S € e fagor Sifeai @ vor i srom
S 8 | I I Al g1 B Bl SRl & A1 U a9 9§41 071 811 <11 ST 9= <Ted & a1 s
% fasa gad= & <71 A1 U B =112Y Sl 99 db Ugd o |

SUHIFT B BT BRA &2 (How consumer buy?)—STHIFIT HA HI B & BT IR fauor foramait
TR TSl B | SYHIERT DY HT B & 39D =TI SUHIERIT B adl a2 FaeR (Habits & Behaviour)
P I b Sar B | I9IR | el = dRg @ B B |

EO Tha WS U< B & d §O SUR | AT AT UM IR YR o arell &1 G fdd &
FIArll B SR <7 P A (YA A1RY | AT VAT T B T @1 e oron Seedi W A%ha
TE BT | S UBHR Sl SUHTETT I U1 H 9g I A1 TS BRd & Sd] a%g I U H < S
(BT | FGATT H Fherdl UM & oY 2 fTadi Ud 8RRl & AR 9% Td o Aaeh Afaai FeiRa
P AN €, fAUvH SRisH 99 Sd 8, den uergarg Aok oy S 2 |

SYYIRIT Pl HY PI &7 (Whereconsumerbuy?)—%rq“ﬂ—c}?ﬂ BB HT B & B I<A—i. STHTHRIT HY
H &1 Fofa FEl o 2 @R i IRafdd ©U W I Bal A Bl 27 B AT fhar S 2 |

U I8 U1 TR © b SR B avgRll & G949 H I B Bl A0 30 URAR & AGRT b 1
TOHR BR TR B ol 8 | ST XS, THifae, Mfe |8 axgu &l @RI &1 Ao axa a%g bl 3 B
T8I S 2 dfcd IPI ST 9% ¥l FHM AT TR WR A T & SHDI HT B B 01 981 g
W ol 1 S | FB AHA! H HI BRI BT FOR AT EBR WR AT 8 oAb FUS Pl UH< G W Bl Bl
2| U Refd § axg @1 Yoo sreedl 8 =anfey | e i1 fan s =anfey oy Suvraai
PI IIG3I B F0S Bl AFGRI B AP AR ITPI AT R BN fbar 51 | |

IUHTERITAT BT (vl oI, FHiar va weasell & A v adl Aorai vd avg] wadl Aol o1 ysrfad
HAT B |

Bl YIER D AT B Hegd

(Importance of Studying Buyer Behaviour)

IATE AJFHRIIHROT (Production Oriented) fIUUH fAARERT & TIAR 8% ¥ 310H a1 Icare qei faavor
R ST AMRY | 39 f[IORURT & SR I A1el IR SQ 9@ Qe | IRy SR ARl
(Consumer Oriented) faRYRT & AR U & sraia Ife Yawerd ST “ﬂ‘g’fﬁf (Consumer satisfaction)
TAT STYHTIIT BT (Consumer welfare) @1 A% &1 &l AT I8 IIOTR 3 18R BR T SITYT | oSl & g
H @l STSTR BT RTSTT 8 (Consumer is the king) ST 6l TR & eI BT Aecd 1 81 W1l & | Fr=ferRad
a5 (Points) a1 TIER & AE@ Pl W HI g—
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1.  Te-®Ie 9T (Cut-throat Competition)—9I® I8 & 3T IaIGd G bl & | TAH IAGH
3O A% DI TSR H =1 AT 2 | SHfelY qroiR # g ufaaifan €1 =781, g Ten—are gfaarfian
g A fashar el avg B IUTEH AN § W FF HFd W fAHT B a1 B | 39 Fel Ui |
TE ITUTGDH AU AR TaY I Fhell & ST 37U Sellal & AGeR & AR U [qq0r BRI
3R el &1 fFraior fdba &1 |

2. fapa daga fAvta (Sales Promotion Decision)—d] & fapg afg & fore fawmy yad- deel i
T,/ SYHIETIRI & HI—ATER H Y A IP YHTAd BRI 2 | $9 ISR Bl FIgR B eqIT & a1
Iy Ao & UART I 81 Bl Wohdl ©; Jifd a%g DI WIS I8l 27 [had gRI1 axg WA Sff &
87 q%g B WRIG B A0 BT BIF guIfdd B Y81 &7 hall O D b FHI WIS W81 87 P8l A W
BT 27 3R ¥ TR @ 77 3nfe 91d fasha gaae dof JaR drRihHl & g91fad &l & | fasiod
(Advertisement) Jfddd fasha AfT—fT (Personal Selling Strategy) Faell 0T &al & IR & MR
TR 2 oY Sd B 37 Sl FIER BT AL T Jfard g |

3. Saare Hifaar (ProductionPolicies)—E_cClﬁT@?:i—si"fQﬁW—Tﬁﬁ?ﬁ?ﬁﬁ?ﬁ?ﬂﬁﬁwiﬂaﬂmﬁ
Rl B Y IFD! g FIGIR H (e fdepell 8, Al fAshell S avg o1 Ufh a1 3 o1 R fa=iy
& TR AP I B AT H dfeg PR FhT ¢ |

4. ﬂ?&*ﬁﬁﬂi(PricePolicies)—EHGﬂ'\’ﬁWaﬂﬁmﬁfﬁmmwmg%ﬁmﬁ?EI
Tl BT TS H AF—FHA G © | fashal U1 sl Pl 3 Afadh 3G Fahdll & STI—8BIR 3R STarexTd
BT Yo I8 38D B S HRY T & 39H] WIGA] & | IS 7] Jod g8 HH 81 Y Al g0 A7
HH B SR Rifd g1 a1 R a1 T8 @R | 5 YR g9l @ A (Gold) & IMYNOT TRIGH]
RIS XA ©, Al & 81, it W01 BT JI NS § T SHD IMMT0T Gg=1 = BT Uil BIal
2| ARG B UPRT qA1 39D AEIird Ry SHH @hie W g el B | 39 UHR gAY gferih
ol HRT HFd q faRe DR @& e § oar @aeR srugd 9gd ofde Iuar 8
FH 2 |

5. IR fA=ard (Market Difference)—?ﬁhﬁ ORI H e fA~ari 8l 8 | g9qfely TH—1 fauo
RAFRT—NRI 3R BRIHH 71 ITSTRI D1 SMTeIHAI3N B il el DR Fehcl © | AT dTSTRI Dl [T Taeraii
PI <@ §Y I8 el Hel S Ahdl [d 59 fashel a1 BH 7 39 9%g & [Aha H Fheldl U<l IR ol §
a8 fagar 1 ®H TR 9% & fAUeE H N A6 Br | R TJH IR F Bl fe—Tel 8 &,
IAD N—TAT IMATIHAR] T fIRward et 8 | UA® R H Hal BT FIER (Buyer Behaviour)
HQJTEFJW(BuyerMotive)ﬁ?—fﬁW%ﬁﬂT%ﬁW@WﬁﬂjWWW—WWW
& far S |ehdr B |

hdl-gdeR P [AYURe d«

(Determinants of Buyer Behaviour)

SYHTIT IT HA—ATER AT UH—] o] ¥&dT & | ST THI—T9 TR IR 8Idl I&d1 8, I uRaad fafa=
HCH] B HRYI BT & | 59 UBR Pel Sl ADl & b IUAIG AT SHall—FaeR $I FEiRd R arel 98d A
Heh 8|
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1. FAISS TTH

(Psychological Factors)

HAFART R fARN UfshaT (Mental Process) &1 SUS § 21T @&l JAAHE! (Goal oriented) BTcH & | AR JomTel!
DI AERYT AAIHATY, B T AR O T&T & A1egq 3 FHSTAT Sl Fahdll B |

a.  STYRYA IMATIHAIY (Basic needs)— el DI HB ATTLIHANG MERYT BIell & FSTAD] Hll AL TR
R TSI 8 | §71 SMATIDHATAT & YRT BRI & q1S & IHP] LA A ag3H IR STl & | T U, Al
D ITAR IE AEIHAN HAGAR 39 UHR I Rl o—i. INR-FISM  maeadag—s
JAMILTIHATY BTl & FTd] T HRAT AG S DI 91— 7@ & fofY IMaedd ©; oiv, @1, U1, |
M | ii. GREN IMTTABAN—ATSThd TJb k] ARIND GRE 1 @Sl & & b IAD A1 377
T AHIRTES YR W1 =TS © | iii. U9 MMAeIHAG—IISH Al 370 UIRATRS FaRI F YH $Ral 2 |
S gRaR & g fde U9 &1 ® G\ § S9al Sa 8 e ufrset B ' iv. e
JMAITHATN—YA b fdd TATS § AT AT ST a8l 8 | IS SABT A= ATl § =m gidr & d
S® A9 H EFAT B HIGA BR B ST 8 | ST AR IMHAIZarT DI UST HRal B | v. Wl geefareg
P AMTIGBAT— JMIIIHATY AfTHa et dm AT U R I Gafd 8l 8 |

b. Bfd (Image)—fHl vy & Heer # v afdd & aRdws § 91 B1U B ® SHD! Bfd Bed 2 | Bfd th
UPHR B TR & S Uh Afdd & ARIS § Bl 8 | $HH] YR R 81 VAT G aaRi IR §9d
T8I 8 | TP Sl BT FIER 39 B A % 8 YwIfId 81l & | B B UHR &1 Brell &, I 1. 3B,
ii. TRG—Bd, TF iii. TUS—BTY | i. MH-BfA—AH—BII U TEIR & 1 P Uep AR (U~ Hael H Il
2| fafa= afeqal o faft=r smer—sfawi @t 8 | g9t uwra fauoe fhamell R ugar 8 | S urswRy
e @ ALD Pl AIeR US [Jeafderners & WhHaR 3 7= 81 &, Rifdh a1 o MA—vfd f=1—fa=
2| a9 TRGAT Pl HI PRAT U< BRAN & (O D] Bfd IFD FMH—BII F A Sl 21 i
IG-BfA—TT9 Ve AR T a9 & IR H Al 2 1 Yo TR I AR 3 371 SR 2 $41 Pl aRg—Bfd
FEd B | U8 B Ue avg @ IN ff= afdaal # - Bl 3| 98 avg—ef ve afda 9 g
HY B B ISR TR YN STerel! 2 | iii. AT0S-BfA—Td (AT B Uh 1V & IR H T SUHTERIT il
BT 30 ARG H 9911 Il & 98 S17S—Bfd Hedkil 8 | I8 Bfd 91U & YA 3 a1 Afdadl & wen
J 7 T @ Tl | A1 o @ AR | A1 gIve & A 9 A7 s nfe & g B |

c. I (Learning)—Ud SUHIGT AT hell 9T8<) Thl & AIA—A1Y ARG bl A W) ga1fad erer 2 |
39 Tedi H WG (Learning) ¥l Uob ® | T Afdd &1 IRV ST fehameti o1 fce &=l 2 | 9 fbamd
ST I UROMS A HA W SN § BT T IR F SIDT AYe I gF=Ial Bl B |

AR H1 TS 3Jde (Conditioning) B | TR—TR eI g AFH WG H HSId 81 & | s
g Q1 UROMRAT R MR & | A} 9= Bl B IR0 & AR B AT I8 9D IR H WG I ® | A
S 9% IHD! IRV & AFAR &1 81 & D! AT H R T 8 | A U afdd & Il H ) ol
B o] 9HY G Aderdl ® A1 SAd! S99 Ao Ud S9 FHfdT &1 1 a1€ 9491 YEdT © S 98 fasmes
BT & 5 BT HO 39 QIH1 H AW < 161 B | 121 B {8 A B A AT (Learn) ST Havell
2 O TR AT TAIRA Sifhd e 3 qarsti &1 AW WRE] g Bl dI g4l @ O Al SHd] AIS
T @1 S FaHdT B |
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IS Bl Bl fdl 91 31 A18 B AT S9! g & IR 3§ W@ 8 A1 SAD] JAER I Bl of T
T B R 39 |ey H @ W T8 W § | 3 Wk W Sa—@aeR B ifad e 2 |

9 UHR 89 39 el R o1t € & Bfd ga s=1aen=e d2a & [ U@ ol & 9% $Ha I8k W
99T ISl 2 |

2. anfd®w Teh

(Economic Factors)

anfefe aeal & ST B9 dcal | & S SuHia &t e Rerfa | \afdd g, anfefe d@i & eraia frfarRad

i &1 afferd fear S 38—

i FfdTTa 3 (Personalincome)—mmmaﬁmaﬁEIEHHWT&K‘TW%IE’Jﬁﬁ'ﬁfm
g RgiRa a=xcll & & Sudiaa fod A a6 axgell den Faril &1 3 IR Fadl § | Afad 3l >
H 9fg UM S9d STHIT § afg Bl & 91 ) SHD ST H HH W) B <l & Rifd STHIRIT 379+
M B Uh 9T & I Bl & AT M BT AT 9N g9d & w4 H 9T 8 |

i uRaRP M (Family income)—TH IRAR B T ITD! §ad TG HI B B d=1d DI FATAT Bl
2 | afs wiRaR® amar it @ ufdd (Poverty Line) & <1 8 @1 SH®GT & 311 ¥ 31fdd 81T 3R ST
HI—FIER 31 AfdTAT ST T2l B TP 1 TR Bl Ui & w1 Al & |

ii. QUM |G (Consumer credit)—3afe fedl el B Eﬁl—sf EASESEIN e 3B © 1 SHPT FdBR B33l IR
BIA1 B | ifeh 919 9 s et g 1 ST FaeR B IR BT 3 | {IU0H H SuHTHRI—aRI U Fecdqul
SUBRY & T IR &1 [Jbr™ 9 Faga fBar S qaan 2 |

iv.  3ma &t 31T$1TQ (Income expectations)—??rf%(r ) afaa a1 DY AT e afosy & 819 &) smem g a1
AP HI—FIER OB W~ YHR BT BT | AILRO TAT AT AT B T2 b AR DI Wb HT BRA
B URT Bl & STafd Was § Mg P UG 7 8 W HH HY B 9raT I8! 2 |

V. = 3ma (Discretionary income)—@qﬁﬂﬂaﬁw JITTHAT3N ?ﬁtﬂ%‘f P dIg Ife SqD U
31T BT TS 9N FF B B folg 91 &1 & AT S DI &F W R FE © | O TH, HIS T FAhH
T I B 98 I HB 1 I8 © A1 9P U Gg0—4 fadbed B & R W F7 fBan 51 daan 2 |
TN 3 BT IR 3ifde I BIaT ® | g9 fausid Rfa § Suwiadr 3 &= Bl el AdhdT 8 |
Ife Bl qu Tefl= 317 8 1 B, U, UIR H{bR, AT DI I DR B (077 {ord1 ST el 2 37301
IR BHTeR, QR U g R YR HAHX F B I ST Fohd ¢ |

AMITS gch

(Social Factors)

AT AmHTS 9o (Social animal) B 3R SHGT TABR TAT SfChIV ATHINTG Tehi | YA Bl & oI
IRAR, AR, UM AT S BT & 711 |

IRAR (Family)—URdR T& Ifaemmel 2R € S 1 ®ad aafad & il o1 8 ywifad &=ar g dfed aRar
P T T @ o w1 ywifad wxar B | aiRarRe @@, Argol, 9T &ftcdhror Afdd @Y §19€  (Brand) ToI
grafediet @ iR oxa g |

I /e i (Occupation Group)—ﬁﬂfﬁ fdd faRY &1 U9/ 7 FGER DI YHIAT BT & | oI
TP P Pl FIER DI JATA! I AP P hall AdeR A faveTHB (Differentiate) fHAT ST Tl B | B
fafr=1 g o & forg erem & Af—NfT T F Fhehl B |
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AFISTE T (Social Class)—FHTol fafi=1 &R @1 SR (Status Class) 9 9€T g7 8 91 gear g, fRien
TqAT U B SMYR W fHar ST bl 2 | AfITAT BT A9 ¥ § I[G@7 TR/ § Sed, 7egq qoff =1 a7 | Sz o
@ I SIS, THT STl &l enfiel fhar T 8 | STaex Qe ddidd &1 #egq aif § @1 T § qf
1 T H B sAffe B a1 T B |

qIdrdrol gcdh

(Environmental Determinants)
Sl FAER dTel Tchi §IRT A1 YHIAT BT © | 9T6T Teh] b 3T, ST ReAd, T, Bl AT Sia
<Ih MM B |

qHE (Technology)—dd=ild] URE a¥] 3fdl IcdTa & AT H =T &1 <d 8 | SUHIa §RT Seflfdor
(Television), P¥YcX (Computer), AR BR (Motor Car) hd P AT TH-ND] fARITS B FeATg <l STl ¢ |
SHa= =16 (Life Cycle)—H I I 30T S BTt H =TR TaReI3I—aTedTasel (Childhood), JaTawel (Adolescene),
UIgTawl (Adulthood) 3R TETERAT (Oldage) H TSR UL B SRI—oI Siias agh § IR ATdT & 39 UBR
1 YR Bl FGBR B GHIFIT BT & 9 B A D wfe, Jafa a1 werffadrsi § W gRkeci= o SIran 2 |

Bl FIER TG Ha Ufshan

(Buyer Behaviour and Buying Process)
A Ulha1 gRT A Bl GER DI SIHT S AHl 2 AR Taghel [dUvH SRIGAT § T B 51 A
g % ufthar & smiferRad g a=oT ey U ¥ |

9 %y fAofa ufesan &1 ofreT Wve wu ¥ dfg =aRoll # ifa wR U Ared & w9 § URgd aR 9ad g |

Ha ufshar &1 A1
(Model of Buying Process)

=xul (Stages)
! I 11 v v
ATITIHAI IaE B =i faweai &1 wa Aot wa
® ggaE SH®RI/ Interest HATH ERESENE
Need & JATHYT Evaluation of IJeR
Recognition Attention/ Alternatives Output purchase
Product Decision and Post
Awareness Purchase
Behaviour
1. Jmaeadal @t gga (Need Recognition): T Ufhal &1 U8l TROT B ] Mawadhd &1 174,

Tdh BT AT DI SYFRT &1 FARI e Fgfic & a1 I91a S 8 ol |

2. STE Bt AFHRI S AMTHYT (Attention/Product Awareness): U I0dh AR k] The
AT ML Bl IMALIHAT H2gd Y OaH A 9 39 ®IF & M o H G9I & §9d 2 | 39
JAMILIHAT B IgA BIF & BRI 9 Al HT &4 ¥l ThHex, AlCY Alsfhd qdl HR $H R
JMHT 81 T8 W 8 AHhdT B 6 B Whex 9 Aiex Asfdhd gl &) SHD! TR 81, 39 FH1E!
BT WIHR P 8T I UishAT & Ugel g GAR TRV & 919 AR Bl a1 faensli # fe@mr .y 8 | S
TSR & 2RO § ITATEIT Bl UH IUTE DI SIADBRI BT © Sl SHD] FAIHAT GRI B Fhll 2 |
Ig TGN STATHRIT §RT T WISTh) YT dY s &1 1rdT fasbar dufai & a1 7earedi & fasmuA
a1 fdaTd fasa g1 firelt 81 |Jad 7 |
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3. ®fA (Interest): wf ARTES 7 Ia= g3 VAT R P H8d & Tafh IUNTERT DI U ATIDBAT
& Hed H U IART @ IR H TGN 81 | SYFIHRT B B HT A 59 91d 9 ol & o 98
IS B IR H AP a1 U<l DR b1 YA Rl & | VAl Reafcr 3 Suvre |fsha wu 4 3 ufshan
H e BT B 3R ST & IR A YR &I <1 2 | IS IFD! ®fY @A 81 S @ A1 SHBT &1
T SR T S 2 AR HI UfhAT &1 o 81 S & |

4. fa®eui &1 qeaida (Evaluation of Alternatives): 33 Ufhal &1 FTA =RV [AHed] BT HeATd
BT 2 | 394 A= fadedl & ol 3R SRl &1 Joaid fdar ST 2 | )R Farad fddhed & a9+
BT YA T ST 2 | 399 a1 # sl &1 91g9a 3 9, i o Aale, S & U gara, uiRarRa
AT P I 3MME 9Tl BT YHTG gl B |

5. iton-sa favfa Td a SIRT WaER (Output-Purchase Decision & Post-Purchase behaviour):
P o1, o gfhar &1 s ST 5 & 0T 92 %9 & 916 & FI8R & WU § Udhe Bl © |
IuAY IAE fhEH & JATHT & IWINI SUHTER [HA U F1Us & HI HI (Aol ol 2 | I
IYHIHRIT IS DI U2H IR HI DR &1 & dl FdER B GRehIv | I ofid 3 (Trial Purchase) &
FA SRR | IUHIERTT I I DI SIART A T BT SifdP I8 ITA A 8 |

IuiRT FaeR g Rigid

(Principles of Consumer Behaviour)

Bl g1 aER Hadl ¢ [aRi oIk gl W) 98U # g S iR I8 I 6 599 IuHramsi iR

NI TR B By G AR Bel db ARG B B | T Rigra fifea 8-

(@)  w@rIfde 9™ AR 8Y (Inherent vs. Learned)

@) HTaTHd g9 fdddyul (Emotional vs. Rational)
(@) SYHIERIT Td I G 9= fI9Yard (Consumer & Product Variables)
) ol Bfd &1 f3=R (Concept of Self Image)

©)

) I8 991d (Group Influence)
(3 <@fde I9M AW §Y (BHEE) ST

(Inherent Vs. Learned Motives)

3ITERYT IT TSR AL LT YO B SAFDBRI H Y6 eIl & | AU (Motivation) HT TR IH
gER Y 2 Sl P B afad o1 srafea smaegdarsi gRT URT & 3R $7 AGeIHATS DI GRT HR G
qrel Fedl B U B Ferferd slal 8 |+ $9 UPHR IMAURTT Yo < faReA13i drell ash (Three stage cycle)
B | U U eI, WS I1 $201 B & | I8 AMILIH "SR 81 Faehl B | (S 1 3z) srerar Ay
83 B (S b AT Uit & folg $981) SfTawdsdl & §RT 14 (Tension) I 81T 8, Si1 R eafd
DI AP B G AT ATE Faed] FABR IT AR H Sil {6 TG BT GESRAT SR Taaehal B gfd Hm,
ThHA AT & | AR TR, "ARIBAT DY YRl B arel et @) Wi’ 2 | I<rexond, U afad a1 My
S DI AGIDHAT & I8 IJMIIIHT TR 8 BRI BT AT BRAT Ud ORF & §Io], Sd¥b 3R SUBRN
BT GG BAT SURT BRI 2 | I8 dIo1 R 3R ID! g DI S@HTA IR AU A6 DI YT Hal & |

FAER HeH U Ure RIgid & SR a1 a1 98 o gafadl o) snenRd ekl 8, Sifds agsai § uriy

* Motivation may be defined as "Behaviour that is insitigated by needs within the individual and is directed toward goals that can satisfy
these needs."

— Clifford T Morgan: Introduction to Psychology, p. 56
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S & | 37 fauored west faerydiell @ U gl 99T aRd 9 SR I8 <@l aRd O fh BiF Y faeyand
STd SATG] & I B JHIAd Bl ¢ | faeg I8 RIgT 1gul uifoTd gaml, i 399 I8 Wt =@l 8l |l
& i <1 = a1 <1 |z U gy Saural, grel, fAagmomi a1 9veRri & ufa faft= yeR & gfafdsan e
2 | 39 Rigra &) srgoian Jeua: 39 720 @& &R off & 2aer W e R &1 5 g4ra ugdl 8 S9!
ESNASEEIICCUI

39 /B I A HANGS AT 7§ FqWd a1 8 b A @geR araraRer deel (@rEr Al g8
azgHara | Al IR BN 8, A el afed YAIoHi A 81 | FRiQs, B89N 4o, U, TRING ARM,
AR 3R TERe el <fFiep Aaegerdy aga fRiemel &, fbwg S77ab SifaRad g9R) BB AHISTS AqeFHdR
ff Bl 2 O 5 e wiefa, Rad, ufoer wa wfed wmftg de6e smawaredrg | e € W g8 (o A
H) e, Iomifcs vd anfife smazaddrd Y farefier o ol 2 |

A HEEYUl 91 <A Bl A IaRI—1e WUl Fa8R (Instrumental behaviour) & N H & BHRT DB
AYF eR ol Fafd &1 e At R R R grar € Iareroned e Ry 4@ o R IR | I8
fohan &1 TES a1 1371 Ran gon W & | 91e A Ry I8 A S ® & A1 Ao i &1 wee § iR g4
UHR g (1) 31d U AGl 837 FagR a9 Sl ¢ | 1% 961 BF WR Afdd I 9 e Hae Fasr
D A A AMABIS YA B T 2 | STER0NY, IHS &1 [Iear (AT gafl d8R) Hid & SUG
BI YATTAT B B | S AHINNIEG JATS W SHS I, 3N, iR Had Hae] FIeR B RIT B o
2| fuvmedl & sfeamr 3 Al g8 (A1 $EM) Mavasar) @MIfae (A1 afed) ragadhdisii &I e
NfH AUl B Wbl & GIRD B & SR R o1 JAIoA & U w@rHrfded a1 faer 9 ala 9 9
Y S & | 31 fAuoHadrsll &1 I8 9l oM @1 Il Bl A1fey {6 $F ol 3R $HF Ak
F—egdeR ¥ fhar fbd yerR ywifad 8rell 2 | fbwg U |a TSl Bl ST IR eidg bRl WS J[Hd
I |

RICEI G G CEET |

(Emotional vs. Rational)

BT YAl DI HIAHS U9 fddegad § gic ol W IRFRT 81 & 9 UPHR BT JIhR01 3d | 50 a9 gd
1. 7l <. PIUeis B AR H UK AT A7 o1 HETHS TSl (Emotional Motives) H @, 9T,
et & forg o1, Jufades gu—gfaen, e, 2R, ufoe, Mka onfe afafera & | gfifere a1 e @
e a8 fa=fid oxar & f 99 I @/ & i & 3ol RacnfSal gR1 W= # JR Sl € | 3901 YR
SR YATE o el BH Fagdiadi I SRIE BRdl 8 fb IHD IATQT Bl TR PR AU ATHAISTD JATHYOT
H afg X | I 3TITI (Appeals) HATHS HT YAl H FafAT ¢ | fdddwgad el (Rational Motives) &
71 SarERY & By g fAdaRidn, ieereud, Suaifiar gfaen, favaaad gd srerdn adel o7 | Sarevone,
T R FHEET e FIET W a9 adl § | TAIG 99 drell Busl Afedi H (U F7s Bl favaaeiadn &
MRS <l B | A g1 [Iaswgaa vareHl | §afdd 2 |

AT A1 f[AdHgad Ha TAISTHl H WG B Bl dgudierd R F9I 9 &1 6 a8 A1 Sl Ha § il
W%WWW(Impulsebuying)aﬁwmﬁmww%mﬁﬁﬁ,m
T H AP S A1 TP THYLIHAT DI IJIARYT A1 Il 2, fbwg 9E PR &1 I8 YR IMIRTSTD 2 |
I&TERUTY Ueh Gidsl 3R =R WNIGER dgd Y 81 B IeUTe D1 6 B Bl (MvR of Favanl © | ¥y FAor
o IR ¥ @ o7 fIdegad & S8 31R, U Afdd Bl SR & 6 B | B! G9I oIl © adifd
I8 IR—IR IaR BT 801 & b 3P He B WIS H I FI1 AT (A1 ga) e T | F8i Hy o o
H BB T T Y N Y "WIaIAD” € PEARNT | T 31¥ich I AR T8 LI 81 Fhdll & Ol [ IS
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DI g =BT ANd W & I | It S A I EeR U@ A gE dRa &1 A @We a
IR BN, AN IAP] HT YA [qdpgadd HEARN | (F81 T # fazar=aa, fee Rereu anfe & 1or
|fafera 2 ) |

Pl 5 & QT B TS B Fahd © — WIS 1 Ud [Jadgad A | IaTevene, e AR UBR Bl AR
ML R ®1 o7 vt 81 Faar 2, fhg g Fadl Aoy fdemgad | /a9 i fs M U =18 e
RG] AT B, AT I8 T 4 URRue R 9@ | IR A U 63 97 o ©, Silfe SHd 1D YAToi
B QR BRI & | IROTMAERY, 391 A= giel 4 4 98 fade & MR UR <reldl g3i S9 Ay &7 &1 -
Siife Eredre § Faw A= AN dTell JEIE 81| ¥R [2 b fadeygad g @1 3R BT Bl
fdd@TeRoT (Rationalising a Purchase) 3R® fdaR 2 | fadegea ware Mfdfted vd et srgaifad dm
S & | Sl BN 9% & HI Bl Ifed S & oY Uoh fAdgad v a1 faar &Ral &, Sidfe g2
H 9G¥ fbel 9rareAs PR | @Yel ol | fahanTor 39 YR & gagR | uRfEd 8 g iR sdiferd
I fIsmomi § wa & ford faaes snenRd SRl & A1—w1e AaTaTd il W) URgd &1 oIl & | IaTexoned
AR & o) fa=i= # Ueh Mg N waa & ar Wl dR H I $IgdR &1 e F d1eR Mdbad g¢
PYD Y YNT H JaATd Yaed Pl [SITAT ST Aeball o | [Isios Ui 3§ g8 A1 H8l 71 81 Fabal & & 59
PR TG BT I AW 8, TURS g SaT 9 39 01 # gfean SRR &1 garT fovan @ 8 | fFreay
B Q9 A G9Ifad U1 Bl 310 A & FAJ@IBRoT” Bl R Y& B ¢ |

fauomadisl @1 afed & wAIeHl & Wardid 99 [Jddmgad auiiael & Gaodis ®I ! avs FHsT o |
g TR0 3 T2 PI GUT oIdll & b FIeR § I8 98 A YAIo1 $1 A el & | S AER Y1 949
H ST Tl B B | SEREN, U 718 BR Bl I Tea: M 3NfS A WGl )= & ol gae 9 uRkd g,
I U1 H g8 319 fAfR & wu § 9§ 81 Wehdll 8 | I8l db b U yie wu ¥ f4depyol =raer (G fUse
Y B ATSA YART HXAT) Hl AATHS SMITAGAIRN A SHURT Bl ST & | T2l el &1 Afdd FH Jaro (S
6 aRaR & ufd ¥18) It gy W1 fIoa wU 9§ SIaRY IR Fad © | Sa1exvne, U fUdn o1us arali & ford
JId A1l 9GTT 6 B W 9 <dl &, 9Idid gax {1 a8 |radn @ & ¥ 9 vd Radq i o
g, WIfPp B g2 "®IY B BIFT” THI bl 3R IID SN &1 GRRAFIAT b1 -1 H+ & fov mawad
ame YT B FH |

(Consumer vs. Product Variables)

STdfd A SUHIGT AdeR IMURT €, fhd T ar<fdd a9+ 1 A9Idsid g, Hal &1 Afddd AR IS
oI faRvarsi ¥ RgiRd 8 € | SR & o), o &fdd @ & fordy safery SART 81 waal € Fife a8
T & A1 A BT F9I B T 8, Ty 98 a1 &Il W, I8 9 UHR & AWURYT A RIS 8N | 98
G & oY B g Adhd1 8, Rifh I Feol 8 SUA ©§ A1 Hel W D AT © AT Bl G AT
TRAERT § AT BIS 3 BRUT W & Fhal & |

sl P1 Afdde (Personality of the Buyer)

IUHTFTRIT &) 3Ted, S0 Tselfad R 96 YIS $Hd & 9T I8 A~ TR I SR - IR faq9r
PR d ¢ | Jafa Afed fage oy gaRRefadl & 999 €71 9 & A8 HRar ©, 9 SgdT T Uy
A & PR PR © | IRVRERRY g FI8R & AR BH SYHIFIRI & =i ©8 a¥ a9 Fabd o—

(@)  ored MR die wad Sy &1 i
(Habit determined group of brand loyal consumers)

Sife fUed Ha, 6 T IdE A1 908 I T 8T A ¢ |




fauor & Rygr=
geTefiel UM &7 @ (Cognitive group of consumers)
Sf faaemyget Sgamonel | wwifad g 2|
P AT SYHTGIRN &1 a9 (Price congnitive group of consumers)
S qera: a1 fewrad F6E o & ER W AR o B
FIN SUHTERTIST BT Gt (Impulse group of consumers)
S Wi STRIE & MUR W 3 IR § 3R F7S M & Ui viera: sideeiet 8l 2 |
HITHS GBI BT a7l (Group of Emotional reactors)
S e Uil & 9fd Haaeiia B g &R ufadi a1 snewl & aga wwifaa € |
T SUHIGIS BT a7 (Group of new consumers)
fSRIM 3199 3MeRYT & ARG A (Psychological dimensions) @1 3T ReR =&} faham B |

Sa@e fA9war’ (Product Characteristics)

FO IAGI S AN U BT HT Fae FTER W AAII D 1 TSl © | A= i & Fa H Irai
& F=ifed & o {6y o |wad B

(®)

ufissT SUTE (Prestige Products): 9 8 Silfds 99 S © &1 @ddl I U B 1 JAfGdd Fael o1
DI AT B & aR IHD A1A ITBI AR AU BT ST 8 | I&TER0M, Yo TSGR BR Bl
I el Bl Wil A1 g A3 781 & aR Ahadl $1 el A 8 | 78l W, BAAd vy, {O
gf3rer gt St # e B |

JATHAT IS (Maturity Products): 9 8 f5778 el WU 3 Fagddi A AT @1 ST 8, Hifh
Fagghi b oY ST YA BRAT AT FAT & g BN | IRy, TH SRl Bl YRS
TN g SeITA ® fh Sua =1 Wiedl &1 U Mf¥ed wx ura # forn B | RiRe, $FR U=, IR
anfe =it ooft # wfeaford 2 |

Raa Sure (Status Products): 9 8 Siifdh 39+ GANTHAIRN R a9 fIRIY & AT A0 8 | /B
F1US el g I & Riifd ISl o1 g fdeard g i U gived g 3 awhardl, faet a1
3G VT JFEIRIMUT (Impute) FI & | HBI SN AHAT ¢ fd WIS IR 7AE" & IS &, STdid
2RI I AT B |

S8 SIS (Anxiety Products): 9 2 ST fooefl dufads a1 wmifors gwat & Farvr & ford g7 oia
213 ool 7 a1, okt ol Yor Affaferd fad o1 Add B | I SIS SIEHR B IET B B, Safh
gdaftid gt & IUTE PR H afg |

J@Ear! I@TE (Hedonic Products): d 8 Sil & grga: sfai @1 odlad R R 814 & | I8 i
qchiferd Bl 2 IR 9891 Fai % (Impulse buying) ®1 ST <l & | 39 01 # %A &1 7€, 3D
UHR & 9%, Aol R gwrmd eiig o (G & fSsms= a ) omd 2

FRfAS IS (Functional Products): d & a1 Aol A1 Aikdpld #ewd 3fcd il 2 |
SIHTeT IR WTeNT, el @ Afeotdi T 3Md SAR! AMRR 33 a7 # armelt & |

gformaicrs fauoe & <o # SART BT aiieRul 3Md BUl Aifaal Bl MUiRd ) ddhdr B
ITERONY, S8l SEBR AT (Ego) &1 fAd fhar S weban &1, 981 bl gis # SUHIR &) i
B_cCI'I_C{Eﬁ(PrOductimage)%WW%H&WW@%IWWW@%%%IW
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B F19€ 98 T | 3[: TEl IFEHR B A Hi[a 7, I8i fAdarsli &1 AMIRITSS fama (Motiva-
tional Selling) TR dgd ¥R T e |

"¥a-Bfd" Th AgeR RuRed & FU F (Role of self image in Behaviour Determination)

"a-Bfd" (Self Image) &1 MR IH D A & Nrad {6 o aafdd w@d &1 <@an 8 8k A1 8 ud U1 form
2 Sl (IS AAGEAR) 3 ARl o I9& aR H Hicdd 61 gaT & | {B AW a6 W Bid NG o= Aa=Td
Td TS A faRl @ (R 9o SR B 51 gar ) g9ifad 8a1 8 | SR & forg, U afad &
W@ Bfd w9 vd $iH e, wHaee vd A sravgdanst | gdifad gkl € | afdfe g SHifes gew
vd Ao g @ fRrward ff 9 wR uwra Srerdt €

IUHIFTISH B W—Bfddl Bl FEiRT PRAT AR 1 T8 2 AR 7 8 376 GURANT AR H @1 S Febell
2| faTdl o W@ Bfd U@ Sfcd O B iR U 390 IR faRied acal &1 wwraw 2§ | SR ud
AfZe Ahel Yo SR AN YU T BT T I, U1 Yo Td e MaAd F¥fl & wd H oI 2,
b SR 3R (U DI ATDHYD, GASSIA Td gre-1g Algern 1 A & | F&i 781, A= auf & wafd faff=
@ Bfaat @ 2|

afe I8 A1 B 9 & fda o @ Bfd &1 7, A1 9 dedi B Ao fhar 51 ddhdar & Sife 39 A @
BRI AR B & | fb] & 2 & o afad o1 W Bfd 84 $Hddl 31 aardl & b SHD “Fed” a1
2, I8 T8 qarch! B {5 Sua @ B ORfl A R 7 et faft aafaddl & @ sfawt - &t el
2| SUY Had g1 & IHs H gl el ® & A ooH IR # fafi W-ofadl wad € g9R1 v B
% =fad @ Bfd T 5, 39 U TR | 79 & §F I8 I AD b ITD A T & AR IR H IqPI
qER FIT BIM?

g 991 (Group Influence)

3T SN & W1 SUHIE & I Hae B & S SUHIG] & FIER H 9gd G 8 S SRl B | A
T AT Yol 8 3iR HIERO: YT | &1 Y&l | TRUTHESY AMINS T8 Hd Fa8] JqeR IR BTl
J9Tg STeldT 2 | I WG] H Jgi ART Aay AaH qHe RIgid (Reference Group Theory) ¥ & | I8 Rigid
AR ISPl §RT 980 T9I ¥ AT Sl J81 € | 39 IR 9 G $HI FdeR 39 Ha4 A8 I
guifad B & Rt {6 a8 g § a1 g 81 ARl 8 | 8 @l el (Group norm) Teh VY waH
3TERT I ST B Sifh Afdd & foIy Igavoiia 2 &R fey gai )1 a8 371U+ & fwIfd (Performance)
BT B BT 8 | BIs W Fofr o9 & gd 98 39 910 R R oxar ® {6 g9 uRRefo # saa a9
FIT HRAT AT S T8 U D &1 A (vl 9 oax fhedl gar &1 9 vl o, a1 S9! Wi 9 I |
T A | W 7 & AuvE yduel @1 9 ga @ MR B A1y Siifs Bic ded WE U9 9%
ARG 7 IUHETT & HI T FIER TR ITAT H ¢ |

Sl TR B IJTAT B S
(Techniques of Studying Buyer Behaviour)
IR A & 77 aR 1 8 o A {51 U 1 IR0 SIg=eeTe -1 & oy TRinT foban S |t @ |
o] o7 Bl PHI YROMY SI=- &1 AT a1 U9 FdgR & I & o I W) hed o |
g ddh-d

(Projective techniques)

Pl Y HI YRMRAT DI S+ & forv 39 A &1 g foar Sirar g | 59 fAf § a9 s@a! ROl & IR
H g8l ¥ A T8l UBT ol & dfed uel wd A Ul 7Y &1 wery forn ran € fo Sad q@a) s
TR AU AR AT HY YRV I DI WIcATRd 81 Sl 2 3R a8 319+ faaRi & dd & <al 2| 39
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fafey & a1 | 1Ry fovan S B o a8 Wi @1 fodl o wfad o Refa § @ o 98 qam & Swa

9 W 98 o Al 39 fAsu, a%g A1 3 I5mo &) 91 & aR H R AT A1 B | HH—BH Bl

H g Yoid: arforfed aRReIfT # e feR =raa &= @1 a1 Sl © | 39 fafd &1 o= | sl &) aRdfdad

A, UROMY 9 fdeardi &1 Sa fhan S dadn 2 | = YelH gfeay (Projective techniques) F g:—

1. for &1 sH-s wRRl ulerur (Thematic apperception test): TXIE0T @1 39 faf # o= @
TRINT BT © | 399 SR & Tl ®l Uh—UdH IR TN &l Sffell & 3IR S TR & ¥ H Ha)
JA & folQ el ST 8 | Sl BB Iqd §RT B Il © | SAD! U [aRIvs 3ifdhd PR oIdl & Sl a1
H 11 fITeIyU1 Rl 2 | B Sl {B SR, IR o dTel g1 AT ST & 98 IHBT W Bl 78] Bill
2 9fcd 98 SH TR ® IR # ¥ Sl SHH! HIAI8T Bl dd Bl § | S UIE0 B @7 DI o Bl
JMMHA—ETT T T (T. A. T) 1 SHed ¢ |

2. a19g gui uRIevr (Sentence completion test): S TXId H IR o1 dTel & FHE HB ATRI W S
2 3R AP W A & ol FHET A1 8; O, “H TR DIl BT TART HIAT & FND e
" Uh AfHT "B DIl SHGY TET PN TP oo | §1 a1 BT qRT PR TG T
AT U YROMAT DI URIT e 2 |

3. FISA eI (Cartoon test): 39 UGid H IR G dlel & FHE Y dicd 9 Y0l v 1 WKl &
3R SEYH I8 HEl Il © & I8 BIcA Pl oF vl 2¥d qrad Bl GRT HY | VAT B H Jg FqAsl
ST ® b a8 319+l S=dfRe UROMST P e B 8T ¢ |

4. IS-HANT YRI&0T (Word association test): I8 Th JHR &I W 1 B | 3H EAsS b T § Uh
Y& IS §IRT el S § 3R IR a1 dlel F T8 AUl Bl 11l 2 {6 98 I o Bl 9
S Ha¥ el ARISS § IR o @ fofg 3711 B | 39 IR o B folY BB Jdhvs B Y I & |

5. 'g"'l?l—f%ﬂ qRleror (Paired pictures test): TET0T & 3 &7 H dRI & ols &I TANT 8l & | SR
S ITel & e G TR W A € S Uh—g | A 2l B &R S99 @l o ® o g A
foell T @ IR H fewoh o | SR & foTT, U afdd & |HeT &1 O & Sl ® ST 9 Uh
TR A Yo Facll ety AT & 929 &l Wiewd! g fQ@rRil SiRll 2 iR gax 9 931 X$AT & ge
G 82 | 319 IAW D'l ol § S a8 37 9 5l 0 gadht & aR & 5 *2 | T e | $d
Ffadd P A=< IR0 BT IdT & STl 2 |

AP R db-ldh

(Interview Techniques)

UROTT A & §4 ORI $1 SYANT 98 3N fhal Sl & | $9H Wedhd! SR o dlel | [l ardrarol
H radrd HRAT B 3R S¥d gRT Sl |l 9™ STal & AT folkg o1 8 | SR 9 aTell dradid $Rd aH Y
TR ¥ 8 1T AT ITBT 1T Sl Fhdl 8 IIAT SR S dTel Bl SIbl Tal ofrdT | 39 Ugfad W U3 B
H RIS TF U Fhd & AT aRGRll B B Td Srcraisii &1 ff udr o A € | ST sHd! e
AIATHR YOIl W1 H5dl © | 39 Ui | Farel gU Fspy &1fde faearaus A S € | oifdh S99 szl
9 1A @1 2 &b Wewhdl 9gd € B 9 AEsiRe i1 A1y Oy {6 98 SR o drel & A1l ga—Ad
S 3R e FIAN U IR D |

YAl dPpidp

(Questionnaire technique)

TE TP URAIRNG a¥iaT & FOTaH @ U=l &1 gerdel a1 Sl § 3fR fhr S9&! |8 g1 87 SUHIadasi
P U 39 U @ 1 A9 e AT ® R 9 S uTdel ol R AR U S | HHI—HH SuHTRT 39 U
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P IR WO TS STl & AT I8 D Hol- H ®id el ofdl & 1 SHd! THST § Y9 & 781 1l a1 1 Reafay
H IS Bl WA B S SYAIGARI A =D AU HRAT =2y T FIAAN U Bl =1y |
IJHd T §H qPAD

(Experience and Knowledge technique)

fIuo SR &1 Ig9a @ 9 W HI UROTS BT U1 S B oY B H AT S Fhll 8 | d W B T8
RaiRa &= Fad € b Swia § w1 5y IR & 2 |

HI-UROT
(Buying-Motives)

‘SHO-URON’ W I
(Meaning of Buying Motives)

"ty UROT I8 TR & Sl Hall DI AU AMATIBIRA B Fgfee &g [Hl a%g AAal Jal bl W B UM
<t B | fafom 91, wewe A foran § {6 T IR0 S99 99T HI—UR0T 99 9 & Sf9 Afdd fB avg & P
ERT I UTKl B BT YIS BT & |” S, Ol SIRA & AR, "$Hd YRV 4 Y919 3feraT fdaR 8 St 6y
PR, BT BRA AA] GRS AT HAR_H B WG H gl Bl FeiRa B gg IR0 UaH B 2 | W 8
& ‘Ha—IR 98 WAfH, gvTE, fIaR, SEUH, A1erd Fal AT & i1 BaAll Pl D] ATTLIBAIA B FIE
zq faftre axgeli oiR Hareli &1 wRIe+ $I URon <l & "

HI-UROMSMN BT BT
(Classification of Buying Motives)

IS AT fded wafed 7 wfe @ are 81dl © IR W &) ST, |Ia-isl, e dreramsi, dmesr 3k
3fg & IHY AIER BT T | & BRI & & Auoe &= 4, fAf= goR 3 Ha—IRom iR Ha—asR
fe@rg <d 2 | fhaufgsd = T v ¥ foran 8 fF gl Ha—uRom fda € 7 a1 39 W & 74 8 3R
9 &1 USTaell WR |” o WR W1 ST [I9R 2 b 2R Al 1ol Fgiicdi Pl f¥ddd B dl U A3 giamal
STBT | SIURT BIdT 8 |2 axga: Hamil o JIRT & arell HI—URoMY A= IRon—gwi # favaa a1 <
Fhdl B— (1) AMBR BT $281 Ud AFAGA DI 3201, (2) B 817 BT 9I Ud AT B dI 370, TAT (3) <
P SUANT Ud YreT fawor B

1 91 1Y BT fIaR 2 & 9@, W, J9, 3991, 93, S8, 99y, IddT, AMITd U, U4, 31, IR,
A9 3R JAfdae gAf AT UROMY © 4 €. ST el @l Aradn & b aaeei @1 I=ific (Satisfaciton of
senses), STTA—3ReTYT (Preservation of Species), 9, ARMH IR TR, T4, fAewarRar (Sociability), facteroran
(Curiosity) Ud Y (Striving) W& HI—URMY & |5 fAfe™ ST, IR §RT TIR & T8 HI—UROM Jal aamil
g & "ga1 1w, IIfd—328T (Acquisitiveness), Fiigigdl, SR, W61, TUEVN AT URYE, A, fFHfor,
e, AFRNIS ARPI, WIERUI-FaRl (Approbativeness), F8<admIe, TR, 18, AMISTG U, A,

"Buying motives are those influences or considerations which provide the impulse to buy, induce action or determine choice in the
purchase of goods or services." — D. J. Durian

Kirk Patrick: "Salesmanship", p. 176, 1970.
Ibid., p. 176.
Charles B. Roth: 'Prefessional Salesmanship', p. 73.

v ES w )

E. J. McCarthy: Marketing : A Managerial Approach'.
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G, Ared—wferdl, A, Thel f[Aerord, T—evl, FegY(d, 3R (Gratitude), <RI 3MfS THE HI—UROMY
g I°
Afeqs 4. 2efdd o1 Ha—uRomeil & 9 |1 St | afiea fhan g

1. MAMAE HI-UOME (Primary Buying Motives)— 94 M1 g U1, g&, fAudid dmayvr, e
BT HTV], 9T T FR A G, A g7 D 281, AMITH 3Jares, araiyg fe o1 Affdferd fban

TR

2. Tor 3fRqaT WERIE HI-URUNG (Secondary Buying Motives)— 379 Hladroll, a1, o,
FrRIgErerdr, giaer, FriRdr, e, 2el, ded faeiiar, o, f[aaermr anfe o1 |t fear o
HHdl ¢ |

gfaen @1 aftc | Ha—IRonsli o1 FefaRad Sl § v fean s w@war e— (i) i, Adrd=ne g
AHINTS HI—IROI; (ii) ST T Srdail ha—IROM; (iii) SUTE Td HRETVT Hhd—URVR; (iv) UTarfie g
TIAHAD HI—URVR; (v) S Td Ga HI—URVRI UG (vi) [AdHTTd Td Ara-icdtd Ha—IR0R | I
B Sl 39 UPR B—

Wifd®w, A NdsnHe va AEIfore  Ha-URome
(Physical, Psychological and Sociological buying motives)

SYHTRI—AMAYRYT STHET BRI BRI dle] Al BT Bl & 1 SUHTGRI, TRING AT WIcTp, AATISID Ta
ARG HI—IROMST B UfTaa= (Response) YRIA B & | HA—aER A TG Rigrd A g7 IRomei
& HEwd B IfWdd B B | Hifde fhar IRomd g, @i, i, I, 3R Td Sita AdTel | g URoTai
P I FH afaferd sl 2 | FdeiNe HI—IR0R Aafdkdwe 8l © 3R s Td, ¥ Iffe IRt B
Afeafera far SITam 2 | AT HI—UROR aeHE vd e wrfore Refa &1 wwag IRomell &1 |z
Il © |

IR Ta 3r<iactl HI-90R

(Acquired or Inherent buying motives)

Y HI-URMSN @1 AT U SrIddl HI—UROMRA B a1 AR # fawaa fea o1 dwar g1 i
HI—UROTY, U YRV & S Al §8 (Learned) & 3iR @13l & aTdaRol I F=FUd 811 & | §75 TII0T 3frdT
EID HI—UROMR W H-T T & | SYHTERIT BT §9 HI—IRVNS &1 fIBRT BT BTl & | I I ATHINTD
gRIe Ud qTATeRe B SEHR g HI—UROMSH H1 fAbN R 2 | 39 HI—URoni § fAdegdn, g,
PRI, v, Tread], gadn, fow, favaa-ar a1 fiRa, died beF, ey, f[ader, amHfe
TS, AT 3ffa 1 ARAferd fBar ST Faa © | STHIEIIS ®I g4 fHel arell Ijfte & 39 UROTaii &I
e YR IR 21 39 HI—IR0MSl R Arfoe—anfe Refol ok fRen R w Ag<ayl ywa
STerd 2 |

3Iac] SHa—URO, WYY ORI & T W1 &1 Ul & | 39 [9uiid, A RO &% ol 3 o 9 & faemme
B B | 8% A fad 391 UROTISH & ST €1 ST ofdl § 31erdl Sd! fABRId BT B el & ST S
oIAT 2 | S UROTRHT | Hifcras, AT Td AT Aaedadisii bl Y1 HR+1 o ATaedd Il MR Harsii
B! WIS DI YIATRd B dTell UROMST HI Al fHam ST 2 | o/ Il # 93, W, =iie, 3R, e,
AI—UIR, FRef, HIST Td A=, IRAa—evl, IS &1 Sl M A TG IR0 I<Iadl Ha
IR E |

6

William G. Carter: "Sales Counter Craft", p. 111.
7 See for detail Malvin S. Hatvick: "How to Use Psychology for Better Advertising."
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Jerq H, IE HEN S ADhdT & b <Iach HI—URVRI Aewl Yd qf AT Yafrdi  (Basic human instincts) 3
T gl 8, STafd AfTd sha—URUm ardaraReT | FHId 8l 8 | 3addl hI—IRURI Ui UROm 8
IR rafe we €, ghfted 2| famg, oivta Ha—IRom o7 IRoR 2 QiR eMielid & W E |

SHE Td AREUT HI-UROTR
(Product and Patronage Buying Motives)

IS HI—UROMY, I YRV 8 ST fodl faRRree IcdTe &1 @i =g UicdTied &l & | Q4T icdTe S9 faftre
A @ WD Frdl FAIAAITD FTHYON A S~ BIAT & | O DI (SO, I, BR, fores, Yol sferan
P IS HI—URONSAT BT YR Bl T |

e IRV 9 WO § S arsi Bl frdt faftre fasar @ € ol H9 R BT drednfed a2 |
fagvaneti # foefan, ot @I, Hedx IR iR Heax fagar wt aftafera 8 8 | fasaret # fomiar, oe
IR, HEhR ATIRT 3R Fed [aaal T AT B & | Bidcivs fofad 8 b "SuHie 3R Jeave g
B T B Y S TSHI DI Al HEwd adl & Ofl [ Ydel ®U A aKGA A T T8 @ ©, gfcd d
famastt & W ro fUser srgwal Sl waq Wil ARl B GART 9 g B € | 39 gchi Bl Al
HRETUI-IROMTY FHET ST B | PlIvers & faRmgaR fagar o favaasiadr, ggai 3§ a9 &) are<), ggai
<o, el 9 Ul Igfte, i fhe iR favawssig aR=1d Jarsli @ 3=l Ua S 4 aed
2 Sl WU HI-UROMST B MR B P fhdufgs forad 1 & fAavar—sarsti &1 darl, gem o Rfa
(Location) faff=1 f& (Assortment), HHAR), TRRS HISTIT, Td HIAT & MYR TR YT & GHH A
ARV W B IR <d 8 | O HREUT Bha—URMY Bl Sl & P UeRie, Wollae, SR giaur, ared
Glemi, T8 gga, @R onfe M 9 gcd § S TReT0T I IRUMBH B AR TR T © |

[T H, Ig el I FHal ¢ b SUE HI-IROMY, IATE o) fARrwarsii R o | w2l € iR Ul
oI RIfQ, IT® g1 yad JaRil yd Gfaenati, A= i o Suafd), SAFeR] ok 39 famdrel & 28R
BT HART & MBIV R IFD! GHE A aI—HT B TSI Pl MR FH 2 |

yIafe Td IIATHS hI-URUMA

(Primary and Selective Buying Motives)

I HI—IRVIR, I HI—URVIR © Sl awgall & S AW HI &g UROT <l 8 ¢ IMERYT & forg i
3rerar SIfasTe d1ar SR 3rerar HiexTsioha S & Ha B WA Rd SR dTell IRV ‘WIAfHd Ha—URomy’
FHEAR © | T UV IIG3N D1 AHRI AT DI 9T aTell A1 TR 8 AR B F1vs IRy @ ©Rlg 7 URon
EEEGIE

TIATHS HA-UROM, I Yo & S et fafdree svs Y @Rig & ol &1 wnfaa o=l € 1 o= wrsl #
sl §Tv @) TWRIE BT YreHTied HR dTell YR, TI-THE HI—URUMT Hal Sl & | SETERvl & foly goial
HIeR ATgldhel AAAT TOlTol IHex AT 21 ATgfhel AT WIS & Y T WA DR alell UROT3H
B FIAHAD HI—UROTMY HEN M1 & | fbPpUled 1 a1t HI—IRVNAT & &5 PI ATYH 91 §Y SHH bl

H.R. Tosdal, "Principles of Personal Selling", pp. 106-107.

Lbid., p. 311

Kirk Patrick, op. cit., p. 178.

Lipson and Darling, "Introduction to Marketing : An Administrative Approach, "1971, p. 343.
Ibid., p. 343.
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S T BT & E, g fashar o @1 W afuford e R 9o R B 9 forad € 6 awee AR
SUHTERTT B F108 gF=<, W (FEE 3R/ A1 Bedx qd=<l Aal fasha—aafdd ga=l) B M
A B "

(Conscious and Dormant Buying Motives)

TR IRV, 9 IRoTS & RS2 sva fauvr fhamit &) werman & 991 € wedrgds ggam od € 8k
I HA B P 3 TRl H, FIdaR eRIAd R T2 srawaddrsii &1 gid g wansli @ @RIg Bl
AR R dTell Sha—IRUM “SIFTReh UROMY 8! Il & | A IRV Rch: B sherrafi & ARsh § Scq=] BIcil
TEH B | FTE TATaReT Bl MMITIRAT 3 URMRAT Bl Uy s fordy smerraa &9 21l 8 | fheg 918 arararl
Td fuoe SRisd g7 Ha—dromell § fgar ter w) a5 2 |

Ju HI—YRVMR," J IRV & 572 el SH F9Y T 8] Ugar Uld & oid deb fob fqor fehanaii IR Sebl
€T HI—UROTISN B AR FMHE T A1 SR | A YRV I SMaTIHTSA D1 Gl T AN BT &1 MNP
Pl & NFd aR # ol &1 W 8 &9 T8l 81 8 iR S e+ eRTde R faeme gl € |
faaercad vd YaATHS HI-URUA

(Rational and Emotional Buying Motives)

faadmrerd Ha—IRoTRI &1 e HA—UIoNY | BT 7T & | 39 HI-UONSH & e Jg "= © {6 afad
e A 2 iR e Sewdl @ gfif & ford eyl We & o1 vl B 98 S B WRedl B
ArF—FHSDPR (BT B A1 WIS & | a1 3R HaI3 B WIS B qHY I8 99, gfg Tdp—fad va
U AR BT -1 ST HRAl ¢ | WIS § A1 DI 98 BT WH 781 <dl 2 | 39 HAAT BT T8
A TE 2 6 ol @ &R e Adeed Bl 8 | agR H, e 9R dl |IaIsh H 9EdN ferdl
HIMAH SR G HF IR od ¢ | AR HI DI Ahdeyol gaam & forg g sRo ged =d B |
BA—FGBR D AP [TARYRT gl & b WRle HRad 9 [Hcqeaf¥ia, Rhreud, Hererd, Ferd Jarsi
D! I NS Tedhi Bl MR TG el I HI B © | ATIh ITaR], ARBRI &3, f[aavei Ta
RGN FLIR3I §RT B S arell W Quid: [dds—a=1a A T g 14 fofoad va SRfei 7 foran & &
fIddIcid HI—URVMR |EETI, TH—fR Vd W—agAeT ¥ S| s © | 59 URMAl H g8-1g gfaen
(Handliness), SUIRT § GRS § G, STAN H FRa1, favasia Aeraed dard, G9aR & IaEadr §
afg iR Ader) Ba a1 IuHFT SRAT SRRt B Affaferd fdar S g1

HIIATHD SHIA—UROTR’ I YRR & ST halladl Bl A1a=1ai ol faRie qegali st Jarsii o Wig gg el
g1 ¥ HI-IROY 39, gfg A1 T & IRRI W BRI & 3R A DI AEARA 4, IFD G A A
FRFY AU BT © | FITa Ud SRIGH & AR, "$9 HI—UR0Nsl H sfadl &l d=ite, Sii—Ievl, 93,
IR Qd ARG, T4, AE=Ral, ST/ B & U] Scgaal ffe URoTRIT &1 |faferd far S daar 2 |
TR AAHD  HI—URORAT DI DIy TN Gl 3fd Th dAR T8l dl g 8, . A 37 URomsii 4 ruforiaa
®1 ygEa: AfFfera fdHar S dadr 3—

Kirk Patrick, op., cit., p. 177.
Lipson and Darling, p. 343
Ibid., p. 343.

Kirk Patrick, op. cit., p. 178.
Lipson and Darling, p. 342.
Ibid., p. 342

AN R W N =



HAl FAER 81
gf~aat @1 ulRkeiwor

(Gratification of Senses)

faqorel gfal & aRAT Tl Ha—URoNsl @ U gq e, ®U, T, ¥ea Yd W] ol gl

AR DI ST HRA BT YA B © | HI—IUROTRN & §9 THE H TC: 4T DI Ajfee T Wreyvl 9o
DI 3OO, AR ARM, AT G DI ool 311 HI—IRONS Pl AfRferd fobar S Febel 2 |

FS—dg BT, Bel, YRR AT IS gl I<Ie 3R WA |, JHERIS & a4y redaras qax
Harsil B s TR AT A B | @, Do), RERe, el vd fama< @ avgqy, TaR—fasor anfe avgd
IS Fgfte, JrauT T @ Y& B Bl 9o ol & AR 8Dl Bl ITd] W b Iy URT Hal € |
dIoHEe @ AN H S @l 9 Ui R e 8¢ feerex @raardl aredi &1 941 € g droidsd
A TG B UG B P U0 < B |

S e, J—hH UGN G Ud Bleil, ok, U8, WRGSIYAY, dh JHR B NYER, Wiel, dR
AMHRICH IS I3l & YU RM Td JAgT IucTe TR & AT bR D3l Dl D] WIS
T UIAIed R4 & | AegHaI IR Ied—aiid il d1 9 a3l Bl fasha ST 4§ faan 51 |t 2 |

A G AT I A g SOOI, JATHIETA, Fecadienall Nfe o1 A<Yfe B ffafgd H arell Iy
I el & oY Ui GRa &1 A1EH B © | 31e1Y, grax 9%, IRR P 3MHYD 17 dlel SUBRY, ST,
Y, I, BMRee Alfecd, e & fasbar iR FEv, Sarsi &1 98mad Uad @ @I Iuafer b1
ST bR a3l D) WRIG &g Bl Pl IR HRd & | 37 T URNSAT Bl IyIfe H faeima= #ecayui
et f <2 2 | S1f¥reter fagos Are—a @ A gra Wit & foren @1 dem 3 AW wdiiel & W 7 aegaii
DI ISYAINISH BT YR BR 8 € | Dlp—ablan, RAfem, e RN, T dRRT HI9 T e dds Sob
% fIgmos 919 g=emel & il & He™ A1EHl & WU § 931 DI THT B I8 © IR HARI B FHFE IR 8
2| I 7 W U UE A UM G Sff ¥ET |

Shfa \xer

(Preservation of Species)

HAG—SIT 37T HRETUT Uq | [IbT &) Yaerad 3281 Wl © | 39 3981 @l Ui 8 A7 fadrs a=d 8 3iR
TS Bl TRl A= Y& B & | [Juored 99 awgall 3iR JAdiali & 3 & {7y il bl uredniad &R
Ahd 2 | foa Tl § Jaifdd Siias Ahaldl & H1 Fdq ©U 9 Feidl &l & AR Iedi &1 9ell ThR
TA-—dIY9T BT Y&l ¢ | fdare | qd dern fdarg & 91 da1fesd Sitas @ hedt vd ARl & forg aafaaat
BI AT SGF—ATAT BT b IGY WIGDHR Qi1 ISell & 3R Tl Bl IS IR 9 S gsell & | §9b
JfaRed g=ai & ufd & Aa—fUdar |4 S Iche T8 SR UH BT & SHD! W1 YR IA6R [Juoradi id
UHR & Raciq, [ergdl, [iwpe, [aefis, dur a1, Rievr anl, el S, B, e & Ha 8y Sl
B IR T AHd € |

WG AT GRE

(Fear or Safety)

g ¥ Gk Ud Rl A JRETT A DI GdAqH 9T Bl 8 Il A B G719 a3l AR Jarsdi &
HY T UIIed Bl & T 98 WI—Had 81 9o, TRl 9 9971 I8 9, 3R W Pl GI&T A7 IR I |
T8 BRI B T 31T [AuvHadi, 39 THRIHS b AT HI—URTN BT &R T AT ISTHR AT THR

D1 IRV ST H AHEAT BIRTA PR I © | IIMER0T B (ol 3R A G2 & folg el 921 71 I8 & | SHTell STasi
T gEHAI A g9rd & oy Ol < o1 <€) 2 | Sfell 1 R 4 9@ & ol < 991 vd URE 91 S %8 8 |
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I B YRET B o urSeR SR B9 9 1 W€l 2 | a1l ®1 IR T v 81 A g9 @ fog dd, 99
IS 991 T2 & | 7g P 918 URAR & FaRIT o1 GRel v 1 iferilsl 921 S I8 8 | 31T, gee die
3TEN I ofe & B arell afd &1 gl &g @mawaide dm1 ud, gee e 91 U 99 1 I8 8 | e}
ARfHA ATAD] DI THC 99 Sfl I8 2 | AELIS FHIART I 99 & forg PRI o 3 |1 991 o @
2| A | g9 A1 IRR—afg & oY ARSI 99 S 32 & | TR & forg faerfiq oo o @
& | 9Tl SRl 1 gfdl e aad AT a9 Sff W& 8 | 3 SRl | W § fob SIERET 91 =y Afddi
BT XA g R STATT SR Ygel HIUROMY E |

fasnfa

(Rest)

STHTRS STRTH HRT B 3261 B Afdd I B MR AL TAT JqER YT B W IAD! Gfl BT TITH Bl
2 | B [AUUHSHdl §8 A W1 DI SAD [AUUH BRIBH] BT IMYR GAIBR arsii Pl AR axgadi &
TRIE &g UITed R Fohd & | AATISID] 1 §9 o BI HI—IRVIHAT H Jegd: 7 sHha—URonaii Bl AfRAferd
far 8— (@) IRIRE 3 & gad &1 U, () TaH1e 1GRT (Leisure Opportunities) & ST B UM, ()
TARSH—g@ wIfid @t IRom, () fadig wrerell | Twg URom, d (9) BRe gE—Jgfasm IRom |

3 ARIRE 5 B 990 Td TR GE—JAgT Suafe 2q fauoaal 7 axgy 9= o1 & 3iR darsli &l
TR 2 UIATed R ol & | S&TeR0T & folq Herg feiprert @l 7, e, UeR &by, B, arfei w9,
ThHeR, DR, WISl 3 & TR WR g AT S S 2 | STABIRI—3TaERT BT GRI—YRT SUANT HR+, FAIRST Td
HANIAIE DR, TBTHIYT GR B TAT Hd S I g2 & o1y S, TIFored, TuRSTER, s, IR & a1,
<fafasH, Raciq, We—arai U ya1ef, RicH, (IR a3 3ffa e |IEFl & a8 sl dl Uieaned B
I T 8 | 311 U9 BRI—&hTd § dfg 89 & A1—a1 fashifa iR #9Ro= & ameqi o 1401 ff foid—a—feq
Jel I I B |

Amifore ufaset v d
(Social Prestige and Pride)

AT U AEIID Yol B 3R 98 Al § 371 U (AT wore 9 den Sfd 9=+ UM & fofg |ad
ITeNE JEC B | 98 Wad ATedl 51 © [ 37T N1 S9! U1 Y, SHBT A= Y AR I vffted afad
A, Y g8 91 UhR $1 U1 aeqgy WGl Rl 8 Sl S9! AMIfTh Uiasel 3 afg d_dl 8, 39
ARG Ve ITHA—FGE BT A8 PRI 81, AR IqD T H FIARI DRl Bl | FAIIH D] DT DT &
& STH 993, Ryaw, fCde, HalTAd TRV, S, 2 BAaR, YD [I5Tell & IUBRTI, BN, Hex Ml
FSIVEH, URY, ek, TIRGSIH ATfe a3l BT IUANT Afddd H T4 AR YIS &1 /ra=T1 YT el & AR
faTdl I @G g URT B 8 | A1gH, Bl gargdt, fexore, faftre ded vamwm v, S v
I diferd anfe axgy A1 HaRl §RT ARG MR AMHA-—AGE PI A1a=1 I TR SIRA © | 37ea,
fgursatsti &1 =1fRy {6 Hari o SHd dafddd wU, ORI & wU, WBdl 3R Bollcdd Dl P
W DI GERT B aTell a3 B WG o URT BN | IId: 37 HI—URVNAT & oI H faaran, i
IR gRuE @1 wreaTd fodl g8 2 |

e

(Sociability)

AR T AMIRTS T[0T & S &4 1] ST A3 3§ &R Fidd 3 M 8d1 8 | Afdd gavl &l oA
Bl JATHR JAER—AHR B DI 3281 WA ¢ | IRWRS ATl gd TSR & Faie & fog aafad




Bl FIBR 83

3P UBR B GGV @I B YR BIell 2 | 37cTqd, fIuvrehdl Harali o1 g9 A1 Pl ISR B gU I
IR, BIHTHI, [9IR, 1, Bl fage, w6d, RTRE, §a@], IH—9Td A1 3H aRGRIl B BIG I B
% forg YR o |dhd &, A1l I AHINTS AT—ilel 9¢1 G Hefolld g™ & foy g&idi, Rere oRR, ae
T, IRARAEH onfe gwqgall &1 i STArh uran S 2

SELI

(Striving)

A W@ | B Ae<adiel 11 8 | 98 Silad H $8 9 §B B AR I BT UARI BRAT 8 | IIERY & g
DI JIel I AR &, AN DI FIFBR, DI I 1 ATEAT B A1 BIS HATHR | DI Kl T8N G
el & d1 DIs R ARSI | BIS <RI 91 A1edl & I BIs RIcirs! | Pl =dl a-+1 aT8dl & al s A |
&R I BB 9 HFB 71 1 | R faRre Mgeran e1ia &1 =med & | fbg, Shad 9 |8 &1 @ oy
IR fFguren faRkre e &= aredl & | fog, Siiad 3 8 7 §8 &1 @ oy Fgordn s1id &= & forg
AP IUBRVN 3R ARAE B STexd Bl @ ! uifid & forv afdd aca der <8 8 | ufaard adiemsi
H 9o dTel gab—Yaierdl A FhR B Yaid WIS Pl Igd I8d ¢ | TRl RIcs—agls qei ure—s
DI GRS TRIGT B ATAAT I8! © | 1, AT, TRBIN, oRgah Mfe fARre afada &1 Frior w1 &1 934
PRI TEd © | 3vd fquuHmdisii @1 @y f 9 Sem 6 9 Sed 9raen & H HI—IROMS BT MYR §19 |
39 T H GG Ui (Social Achievement), JdTUTdT (Proficiency), Agadiell (Ambition), faf¥medn
(Distinctiveness), GJT:C[%'I'T (Emulation) 37f& sa—uxomaii &1 affaferd fbar S dadr 2|

PIgEe
(Curiosity)

DIfeel AT FTA W U W AFEIG 9Ta © Sl 9% Bl A= @il R wied a1, =1 eR
B AMIHR B R A~ Il & TRIeToT MR SUHIT et Bl IR Heell & | 3 |11 & T BT
T ¥ ghal Fd—g 9vgali BI WRIa ®I YR B & i 7 Dot d W@ Pl fARe gaqelr ga Al o
I3 B U B AT DI GR1 B MA—F<AN 9 U BR A | G [dshall, IRIGR fashal, TR
Feq, Fefers fFEidn, Racs a9 arell B U YEMs ¥l & Al 3R fadve® sarsii H diged UaT dxa
fama—afg w1 § Aherd U R B B |

SuE fade T 3 W 8 f$ Bl Aderdd iR qraaetd HI—uRonsi I YRT 8 & | dad [dbddbic®
31T DA HGATHAD HI—UROMY HA—FIBR] B WLIBRY o § HeM 78] 8 | B 8 B HI&I0l qaelid &
fb arell @ @de & 9o T & SR B IR0 Bl & |' S&R & o afe T gadb el UfAepT i
He o BT ol o 2 SR Juwand Sugad a%g ®1 WIS &g FaRed d fawid wY | P IR ygand ¢ |
3R oI @IS ol © | U Refa # Sl w¥ig & foig & 9raen © ok @di ufesan faae 2 | srva, a8
FE 2 31 T T 5 B A yeR 9 HI—IRVIRN ¥ T 3 UiedreT Ui B | 39 Rfd 7 @m
IRl ®1 HA-UROMAT DI DTS FRT U< HY ST a7l o™i & AR TR AR B DI U0 & 2 | W
MR BT TRa—fanfdad<eT (Benefit Segmentation) ®&T T B P

1. Kirk Patrik: op. cit., pp. 178-199.
2 Russel 1. Haley : "Benefit Segmentation: A Decision-Oriented Research Tool", Journal of Marketing, July, 1968, pp. 30-.35.
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I1ATI-6
CINICRCE IS Ea|

(Market Segmentation)

IoR faufddaxer | gART v fodl o A1 g€ & UTEh] dI S0 T Ui, widi, oI AR
JNMILIHATS & ATAR AAGITI I a1 WUl H (Homogeneous Groups) H Iiel & I TA®H TUS Pl
IS ARl @1 e # I@dHR S fofg gvaerelt fauvs srisma o g < |6 |

IR faufaqaxer &1 fIaR 39 910 ) eneamlRa B f a9k I (Homogeneous) 9 8Idx faifag
(Heterogeneous) B B | AHSTIIT ITSTR 3 3101 U9 A0iR 9 & Rorea# fonedl Scure o1 a%g @ <1 sharsit A
R sl H FW A H Q1 ARE ] UTS SRl 8 3fIid 9Td, U7 3R Ui @l &ftc | J 99 U
H B © | 39 QuRd fasnfo aeR | S 6l avg & |A1fad sharsll § A1 A™al 4 QUi SU 3 FH
T BN FATT shell 9T I Tbfcl Td U1 Bl I F Us 8l Bl 31 YBR U (A U UPR & ATehi
@ FIIE & foIY U UHR Pl G a1 2 | 3R TN TR & TEDH| & T& & [y TN ISR B | 34
YhR I8 70 IoTR Bl fafi= wvei § uford &R oidl & 39 PR BT WISIHRY IR faufadaor e
=

TRV, Ueh a AT S0 o1 SR 4141 Ureehi ol S e, Jo¥ 98 AR Tl d a9 H 9
IR YAD T B oIy dmd Ao, g=a MR faaver Y iR s Ny a SRisH IR &= g a
39 fa=oe v i qreiR faufadanor Afd—-fT w81 SIgn 3R I)d U g &1 6k @Us AFdR 3D
TR YU HRIHH 1Y S |

B IRV &1 Iooid AFER &

fihfeld PICeR & AFAR ‘T dIGIR DI UED] & FHGIITI YT H 91T fBa1 ST aroiR fwfagason
g ROrad f& 9 SUa &1 IR e A Al fauoE s & w1 99 d& ugdan o |96 |

Wed & ATAR IR faufadamvor &1 e fodl o & 990l f[ASfad aeiR @1 e SYaraRi a1
SUGETS] § 39 THR A9 &1 4 2 o Ixe SUGTOIR A1 IUUS § 941 AUl Ugeall § TR
Bl

IGC & IFAR “IINR fA9fdRTepRor fhdl IcTe & IR B sl | fa9ad de @l Afd—AIfd & a1 39 R
fasra e @ < 9@ |

IR UH SR & I H, ... ATEDHI BT FHEIHRN AT ISR DI Thel H dic 8 IR [J9faRan=or Heard
=

SR gRETIRI & fJ99 | I8 Udhe Bl 8 fF IR {6 axg & Sl & F9g & | 1] 37 Haril dl
T B B AT, [ Al AaeIHATY, WA, SRl g S 3 R BT J1fad d=- drel g
AT HY FABRI H FHFT 8] BT | 37d: U & bR & fAuor Tl W A YR & il TR Aheldl U
e DI ST Fhdll | U AT Tl el o, o1, SE, o saife & meR R fAed—gerd Jiedi A
HAT—3TT AT FATBR T AT Bl ARV AThAAT & ATl [IU0H YA Rl 2 1 5 qIolR
— faufadRTaxo & W= <7 2 |
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FIOTR—fAUfITAROT 3R IIoTR Wos H =R gl IoiR — faufadexor ua fhan & s g1 9ok @1 fafa=
Quel # IR favan ST 2 | 99TR WUs Gl JIoiR &1 Ud U1 91 & O/ 9 U8dh & Hha—AdeR
H EEar uRY e © |

IR fawfdas~o &1 98

(Importance of Market Segmentation)

ffaRad de aoR fufaaaxo & w8@ o1 We H-a &

1. 94t fduoe RieH (Effective Marketing Programme): U BEIGIRSER] ?TFCIUT ORI BT @uel ¥
faioTd wx A=—=1 g9 fauve SRi%T 991 |ahdT 2 3R UTEdh] &1 BF N IR 318! Jdl B
T 2 | RA~=—R= g9l srdha ¥ 31f gdd @S & 7T 1 —3rerT Ao srihd 99 4 & 3R
TE UHR IR WX I ured &) S Fehdl 2 |

2. YAl 1 Sfea Suam (Proper Utilisation of Resources): fafar @ g1 IoR foufdd @ emaR W
fIUvH—asie 1 IIgdR AMBTH 9 AR ST Fhal ¢ | O I R GGl & [dha B AT
T & 371 I BT AUvH—aoie I & AR HH @1 S 9o © | T a1 F U favar @ef &
A g9 AhAl & qAT AP AT HH b 2 |

3. A H Aged ATUd HAT: IR [HIATHROT AU Jawerei 1 A= aT6iR @ei B TeRTs I TS
H FERIAT PR © | YRVTHERY AT & Jagd AU g & oI AR IR & F0f sl & saaraii
& A # Sfd Ager wenfid R Fad 2 |

4. fa9oM @RI &1 UAT ST (Spoting Marketing Opportunities): dTSTIY fawfaaaxor v fEfar &1
U TR TA DI AHTGTIRI BT U T H HEIDb Bl © | O M W IR B 9 © g8 W
oo glaemasl # TR—BX IR IyHIFIS B e N [l gl S Fadh B |

5. AR 1 AFET AT TEE: IR [J9fadaror gr1 A= qroiR @l & fory gfawel & srgwu
-1 fquorm Afa—fT (Strategy) BT T TR UG BT FHTEGRTN &1 H AT fHa1 ST A
=l

6. T &3 B 9a1 AT (Find Out New Areas): STOTR f39fdTdHR0T B A7 &30 &1 U1 S HR 419 D
T ST Fhd & |

fIuor yaereh ol o @l f9hl & oy SR A © | SRI—SUHIaRTT BT HRNTTd &3 & MR WR Fiel

ST T © | TS IIOTR, IS JI9TR, AT I197TR 3R IT—UmHI0T 919TR 31fe WIRMfersd & & Srveiid 31

2| 9INTR BT HUSIHROT HIFH! T3V (Climate Conditions) P YR TR fhaT S Tl & SR B forg T,

TSI TAT IR & (Rainy Region) e |

B.  SHifdha@l MYUR (Demographic)—3My, 31T, {71 W&, R1eT, adr, Sitas =sh, &%, 91 T1 SIii 3ffa &
YR TR IR BT §SaRT SHITbD] ESIHRU HEA & |

a. T g (Sex)—foT & MR W N IR fAufadaxor faan o1 daar & w®iifd S iRk 7oy o
HIfcres, AHRI®, AATIIS TSI TAT AT H Igd AR YR ST & |

b. 3 (Income)—SSTHTHIT P I BT KR IR GSIHIYT BT A SATE] Fafeld w4 & i Th
Ffdd BT M ITB! HY Ifed (Purchasing Power)aﬁ fAgtRa &t B < ISP B AR
TTed! b1 A= 3 a7f # gier SIer & 91 1,000 %. | 6H 1M arel fad, 1,000-2,000 . 37
qrel e, 2,000-5,000 . 3 dTel Afdd MM | TH YBR BT WSIHRUT HIAG LR qT ST
fawr Aratew<d (Strategy)ﬁ AETIH BT B |
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c. I (Age)—3IRY B MMUR W A1 IR fqufadaor fBar 51 Fadn & R IR & <R & HROT
AR BT T, Hfd, 0T, JATIHATY AT Blll & T d—Ub I [T STeT—AeT AR
& DTSN B AT—3TT %\_rl'l'a':ﬁ T 31 & I AR | ST LS SI¥ Johnson & Johnson
HEAT 7 MY DI IR GBIV B YR A U A UBR & IUTE I9IR 3H IaR o 941
UI3sN (Baby Powder),é’@f AT (Baby Soap) 21 CEIRSIE! (Baby Oil) Eic

d.  f3em (Education)—f37eT & 3MER TR ¥ 9o faufddexor fhan 1 Ao & S—afes da fRen
T Ffddd, HTdd (Graduation) T 18T Ut <afad, dom S 216t ured I+ FTaeiR (Post-
graduation) I 1T U1 fdd & TTT—aTeT g 1Y ST Hahdl 2 |

e. T /U9N /G (Occupation/Profession/Business)—Siel/ @G /U9 @& SMIR TR Wl dOTR
favfaaaxor fhan ST AddT & Rfe T —Tel IR 9¥ & Afdddl &1 89—+, - iR
AR &1 TR T W IR B qID H I8 IR BT § | STA—ATIRY I3, HF I, IS
AT BN B Tl BT 9 NS | SIS, TDHIA, NLATYH DI UL B MR TR GSIHRIT BR TSR
# faorg gt & S Aol B |

f.  9RER BT AMMBR (Size of the Family)—TRIR & IMMHR I MR AFHR dIoTR GoIdRoT fhar S
JHal g1 O Blel gRaR (Small Family), g1 gRaR (Large Family) <=f1 ﬂ'ﬂ?lﬁ IRaR (Joint
Family) |

g. CERGEC | (Religion and Caste)—fHTar qe fasar QY gRRRefadl # a9 den Sra (Religion &
Caste) 1 WSIHRUT BT MR gAY fAA~ TPR & ITQ! &I A0 Brd 8 T 9oiR § Jd9
A B | fReg, gRem, R, $9E, q2m uR=Al (Parsis) 39 ISTER B |

faufaasvor & IerEvur

(Examples of Segmentation)

1.

AT (Television)—< IS, I T FAfera Q1 SMaTIdHATS @1 Yfil BHRAT & | 37T TR R d—dS
& fawa # Tc arell Teel § oiax, W Ud el &1 o= o Fad ¥ | Telifde & UaR 9gd A
g I —=IP TUS ®IZC Toilfdoid, TH Selfdoi=, BIST ThIF dTel Tellfdot, 91 WhIF dTel Soilfdoid, A
TNfasH, 9871 Senfaor, Wel_d IICNE (Internet Television) fdd 3R B, TR 8, I 319 J=i
SRS @ ATE © | T YD Dl STeT—3Te §T08 TAT FKI 3R A Sellfdor e WRIG o |
B UED <P YIS R callldor TRIad & dl {B FH celifdod e ¢ |

g9l fAufaaevor &t fasivam

(Characteristics of Effective Segmentation)

IOIR & A8 A9TeT & ol Suge UTed [ARIaaisli o1 gH1d o= H fasvar &l Fifed wdl @1 gfd w g
ST =R

1.

A AT (Measurable): 3 T &1 MR J8 2 foh dar Tl faRmwareli & ar # fagar & g3 o
B AR | gUFIae 3Fd Hahdayge! fIRINag dxerar | A9 781 8 | Sarexoned, VH &R SRl &
AT P1 AU Bfod © 91 gEa: faetiar, R a1 qur gad iR 3 9Rkd 81 © |

G UET (Basily Asscessible): S I Bl MR I8 2 b ®H U+ fAuoe wamdi &1 g9 §U @l W
Tl WU 3 Bivad R H FHef B ARV | 39 Sfte 3 {9 & T4l SMER Sugeri el 8id |
IaTERONY I 31’1 B T fasmus vy wwfe syt (opinionleaders)aaﬁ@wﬁﬂwmm
FHfd 9 3 AT gqIfad B § (R 6 firew <ifdmian) R ofvad = S| fg I@i sfers




IR favfaaa=or 87

Iz B {6 waneli @l fasmom Aregw et wid a1 g9 Sl &) wienw |9 uHal & §He T8l e
2|

g fawafd (Substantial): 9 I BT M9 I8 & 6 S 9WIR @S 94 98 WIS §s 89 A=Y, dif
IS I & folg fAqo AN Udh—ueidh a1 AMSId 8 96 | TR UR1 H T 98 dgad sols
B AIfRY S U UIsh fAUvH BRIk 99 &1 gfte I 1aeiRe 81 | WS fauve g1 eiiet 8idn
g | Serevvne afe ge fatar d1 goul & forg fae ger @ el & e &1 v ax a1 s ga
AP @d IR b S AeT Bfed 8 Fhl B |

IoR fAufdaeso o Jegraar
(Strategies of Market Segmentation)

JEITAT 9o AU & ded d§ ST & forg 9 veR &) Aaied) 2t 2

1.
2.
3.

3= faUur (Undifferentiated Marketing)
41 fqUure (Differentiated Marketing)

@fad fAUvM (Concentrated Marketing)

3fa=1 fduvF (Undifferentiated Marketing): 31f%=1 fauo Arafes) § fawar A= @+t @1 weal @&
ARl & 1 A= T8 B | AW fQueE SiEH | w99 uEel @ oy ddd ta {5 @) awg
ST BT S & 3R IR H 991 Ol © | 9Rd ¥ 3MfSaier B 1= fagore drafec] &1 & SudnT
el B |

fa=1 fduor (Differentiated Marketing): =1 faU0 SJgwe § IR Ao od & SMgR W fafa=
UBR & AEH] H BId1 ¢ | fasar fafi= urge! & favree & fory fIfi= gaR &R fe @ awqu Sanfed
HRAT & 3R 991 B, UAd Ao & forg fafr= fauoe srded 991v 9d 8 8k SuaT fhy Wi 8

7

Bad IroiR =7 fosi No Segmentation only

o & / one market

o 1: afa= fago= ge¥ddl (Undifferentiated Marketing Strategy)

JuTo el Ud fuuH — & SIE a1 U &l Ic1g o=l (No Segmentation—one Marketing—one
product and one Marketing Programme)

@fad fa9u (Concentrated Marketing): ®f~d fauv drai€dy § faswar & T@m™ fauve e ah
1 378D TSR fadTerl 1 SR MR 8rd € | AR sl § %4 SHS [Auur st §8 g §Y aoiR

RQUTSTHI &1 TP Bfvgd BT © Sl Afd TSRS 8 Ahdl © |
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HRA § “INad YI” (Soft Drink) & fHTAT 1fa= fauore Arafde] @1 Syave oxd € S — UR{T Srell, o7 31,
77 A SN Hdel TP 21 WG BT AR T &1 9iddd B MMBR H 997 Sl © S REIRe & Hafar = fagos

fauor & Rygr=

BT TN R &, O fded Buved Mes Foid A= PR H Sue 8 | fheex arel, 991 fheex arel fafi=1
Yfp7T qroTR B wI § g fean Sirar @ — fAuoe gy ve a1 3ifde faursi @) 8k dfead grar g

(Market divided into segments — marketing effort concentrated to one or more segments)

v

fawTe 1 7
Segment 1 A

X XX

-

X X X X
XX XXX

faaror 4 | X X X X X
Segment4 [ X X X X X

T 000000000

000000000

000000000

fafr= sare faft= fage=
HTIHT

(Different product Different
marketing programme

TSI 2
Segment 2

e 3

Segment 3

o= 2: fa= fago= gexa-1 (Differentiated Marketing Strategy)

fure= 4

Segment 4

39 foure #
Pfvga fAuom T

e 1

/ Segment 1

‘\\\mmﬂ

Segment 3

e 2 —
Segment 2

o 3: afsea fAuom el (Concentrated Marketing Strategy)

faff=1 a1 & urEi @ forg faf=1 fbw oiiR fAfd=1 el # fAerd € | w4 g1 A€ & gara &1 (Aol d=em
Fg TChl W R 8, O BH & AId, a8 Ao, Sia=dsh § a%] Bl AaReT, IR Aol iR

gfereqat fauora & Frafee) |
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Sy faufdasor ggsa &1 =aa
(Selecting an Appropriate Segmentation Strategy)

591 A4 fagom il &1 9uie SR B T 8 I A Big R AT 2aER H - sl STaawd Bl
g b g1a &1 e €1 81 31 | 3Ad], DI A FAER H BHI—H] ga-1 Wedl A IFuYad s Sl ©
& g=ma oy 2w 1 Afoi T AT 81 SR | U FERY | & w9 § arddfde g-1d Bl fashdl, e
1 TR & fARre deror R ofik AfFa oxd € | fef) A faRiy & gamg & fou w9 geaygol gca

/T & — Ul UIYHE, SIS Uhwydl, Sidd dh, § ITTE—ITdRT, g9k Uhwudl iR ufawgd! fagos

fer |

1.

B T (CompanyResources):ﬁWﬂ%ﬂﬂfWﬁﬁ@ﬁaﬂ fIqaq R T9I BT T oY |
&l BH & I 3 Wi € 6 aoiR & 90t &9 W S 98 A S wadn, 981 @atad fauoe
& Uh aRdfdd fAdded 8nm |

SdIE THHUl (Product Homogeniety): SH®T Arcad Icare Fae fagiyameti @1 sraRad=iadr
AT ¥ B | SRV, JATHT IuHIART THb, T-Tei Sl JATEl axggall H Big 3R 81 awd, foray
U gl & forg wfea a1 dahfad f[Auoe Eve & qoy spifed fAuos @ E<em = &
31 w@rIfa® & | §ARI 3R HHRI, R O SARI & forg S fd agd & uRad+g e g, wiad a1
Fafd fago ofte Suge 2 |

Sftae =sp § SIS HTaRed (Product stage in the life Cycle): I8 HYch ﬁ ST arent fauor ifa a1
fIRyd: IR Faer SR IR Hafq d&e TRe Refodt § 9ga wwifaa w=ar 2|

9 DIg HUA IIOIR | A1 SUTe YAfrd dRdl & 1 Ui S I8 AT98IRD Udid F8l 8l & g
@ TP W AP ©Y vaferd B | Hu B wmAfAE 7 B e H ifde wfy & g, o 98 mifed
fagor @ T 31 Fafugea TwsRh © | Jofous NI T8 8 Fad § 6 S IOR & UE @S R
& oI IUTE BT f[AHTE BRI Y 37U YA DI I81 Adhiad PR & | STA—o I1& AU Sia =h B
HARNHRT BT R Bl R gl & A1 {90! T 7 HU Tg—s 3R R AMILIDHARBI BT T8
WISl 3TRY AR il B | 39 UHR IATE & Siia ash &) IRYFd 7aReqT § Hu=t #iad fauor @ fifay &1
STRIRYT R T &

IR Thwudl (Market Homogeniety): “STSTR Udhwudl’ &1 deqd S99 379 A & 579 I smasaamdisii
TeIfidrelt 3R fagryaretl @ <fic I TTEdl § T 81 | W IR BT TSR0 a9 & |HT § f6ih
I8l 9% fory U rgaa RAf Uar o &) Wy | s1rfd o @ 9 U v 81 | R aRa graw
TEd A=—F= mafAeard RIeRT #R o | AR UESad arel aoR] &1 fagred smfed fauvs &
RI FataH JeR A fhar 51 daar g, safe fafdgarma aomRi &1 wfed fauoe sierar |aafsa fagos
& g |

afdwuiers fago= i (Competitive Marketing Strategies): gfogericrs oo iferll &1 areosd
afaiEl & sRiea § | afe afcrifRl = |fha S fasan gan &, a9 w1 & oy smifad fauom
ST TR BT BiSw 81 | 3rfdreier et # S 71 @ ol | Sy 3R g wferanfie =1 emifed
fIuor sroTan 21, 99 wH |fhy fawfadeer @ ifd ) ged gy amfaa 8 |l &, faema: sefs
FB Y4 AT Tcd IAHT FHT TR dTet & |




90 g & Rigra
R faufdaeyo & ngR

(Basis for Market Segmentation)

TIOIR fAAfITHRT & JMMYR 980 H 81 Al © o} 3N, AHISTD, ASTIicrd, HTAA, SUHIERT B 311y,
31811, AR HRA BT &1, 8 BT WA, SUHIT BI AT A1 HvsHh IR Red 71 e IR 9 SyHTdR
IR & faufaaevor & forg A ey 99T 8 |

SYHIRT IR @ fAufdaesyo & snurR e IR & fAufdaeyor & snurR
1. SOHIE B A 1. o fee

2. SO B A 2. GHEI B B ARIDI

3. SyHrE &1 for 3. SUHIERT FI MHR

4. 4.

SUHTERT # TRISGRY a1 Rerfa

5.  SUHIT dOR & Hilifod IoiR- fawfaaao
6. SUHIE P fem

7. SUHTERIT BT e

Afp ey PleeR o1 aTeR fAufddaxol & 7191 JMER qa1Y 8 Sl Bivsh vd Red &I J&id & MaRI I
HEl 3w fewrs ad € |

BlceN o doR—fAufddeyor & = maR 9dr) &

Wmfere Ao

1. WMo SnuR: HIIfoIe JMMER H SHETA &1 b, 89, Siaary, &3 gia awdl bl FHTIE BId
g Armfore faufaaexor § 59 9fers &= &1 fReRr B sar g 5 fauve vewee Sdre a1 [t
@ folY e A © | S&TeR0NY, Hei—a AT & forg IR uf¥entl 9Rd & weR |4RNfel® aftc 9
HE<IYUl dIGR—EUS 8l Fohdl & Hifdh Tl H 39 YNNI &3 BT Sieraryg 3ffeidh ST 8l S ¥ T dusi
P 3D IMIIIhdT B! 8 | 39 ST H g Tl AfFdAl B TA Ud IRTA Bl Bl &a1= § @
gY A= TR & UTEd & o fdhd S1—a (IR HRe SUGHd A= Al §RT U SHeil—avd
e f9! ge1 F@ar 2 | g @1 sfc § 9 dmiferd @vel &1 980 Ae<d ¢ | fasuser &1
HIE JAAaT AIETH AU MY T IFD A qOIR—TvS] & A0l & THY 2 |

2. SIS MYR— SHIB®D] AR & I 1 dedi B TG fHam Sar 8 — 31, 31y, fof, uem,
f3reT, IRIR—MBR 3R SNaT—ah, g8 ITEIar AR FETSIS a7 |

SHIfhd! TR IR IroiR—faufadesyor & forw te a1 :1fde SHifhe! dal Bl MR A6) THSY ATeD

AE MEIRT {5 51 A6 € | ISRV Udh ge— 31T fBeiiRal P 1 iR Tus AR [quo g

R BRAT & dl I8 ITR—W0s o1 3R S8 O dcdl @ 3R WX B8 | 399 INTR—WUS & {3787, 3 senfe

IMYRT TR I UGS B1 1T fHa1 T Favell & iR TS @US & foly [TuvH—9am4ai & erveaar dreH

P ST Fhl | ARBTAT SOTR—TIUfITHROT Sifbad! dedl & MR WR Ry O B o/ dNIR

faraiiavor & ford TRINT 7 ford S aTel Aol SiHifdhat JneRT &1 fawad fadam g8t fan S sfad e |

i Ima— B N A & my IFH By Afad BT Wb 2 | FB awg QA Bl § Sl /1 Il g™
B 7 AR A | U IGRN DI BH IMYRYA SMaeIHAIsH D1 S0 7 AfHAferd ad 8 | s
AT aifdeie T falre sma—ani gr1 €1 w9 @1 SRl 2 | o i @1 39 e anf &
SETOT AT JMMATIHATST YR AT ST dbfvad HIAT 8IA1 © | 797 3 & & AT U o Aeral
DI UR D & <d € | I MY g & Al aegRll D oI, Aroi—qooll qfl AHIfTs gfcrsen
 AfdF yAIfad Bt 2 | 3fc: i @1 91 aFll & JIgU BIFd dTell axgell Bl fashd B =a1fey |
=1 sma—ant & forg fasmos, yaR, faaRor fAfe, Are—ason, Ufda don o= gaa S+9a w@va
Td Ui & JwU BN WR AU YART H ABAd] D FHEEAT 98 SR B |
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ii. 3MY— MY B FER W A IR—IHRIBROT PRAT A™G & | TTeAD, [HRIR, dg S WM, AT,
®Y T P AT H TR T I 2 | 37: ST TN JIoR S AR I g o
T B+ AMMRY | ISTEROTAT U CI—URe il STl &1 IR dferd fasmus e 9 ardi o
TG AR TG DT DI T8 AUA | Al DI THG AR IGI DI DI T8 AUIA | Al Bl WRIATIA
(Cavity) & T TAWE & ON W 3% TR 7|

ii. A 3fEl difid Ag— T U & AER W A IR [J9fddaor fan S waar @ w®@ifs & g
gy & I, AFRIS Td A aedadmdial, Fafcrll qeim AfoRe! # fAw=ar urg ol 2 |
saferg Rl g goni & forg fasmos &) omdiell &1 a1 § 9 uan S 2 |

iv. frem: Ren o e 9 M uEDl B e @vsl # fAfod e S Adar g | Serevene merfie
TR T6 Ue—ToRd A IR F1d® qA1 FIhR R1e U Al & T TFEHE I+1Y ST A
2 | fherl &1 AT &R arel afaddi & Rien—aR &1 &9 I@ax e &1 7 a-d § g
IOIR @oel &1 A0 B & AT IR sl &I A Rie—\R & SR A S 8 |
-3 R & Ffad dad gigoifaai & fory T S 21

v.  aar q: AIAT P gfte W W 89 UIEDh] Bl 3 gt H fAIiig e dad 8 | SereRund—aras
U9 99, ATIR] 991, YD a1 sl | 39 9 I & V8w, A 9T Wd BT b asidi § =l
CIERSISIR

3. HAIdSA® SMER: ATEDH] B FAGS D ALTdei o1 W FoTR—A9faIdm=or BT MR 91T ST bl
2 | ¥ AAIISD [ARNagmes & Afdda § FHd Bl &; S—oliad—3lell, Ieg—SU4NT 3T | BB
AR % IGAT & TN & ol TR & &, {B WHE F W6 81 ¢ AN TR Siad & I 81 oIl
g, {B W 9 ATEdl B 8 AT SHae H YR J1fal THRHAT Pl FfALTT FHSI § | 37t |l rfaat
@ ol U 8 YR &1 IS {9 TR - 3 fAYvE Tl | Ahetdl e &1 S¥a=1 &F 81 ST
2|

FIST BT Sa—3rel dn Sad & Ui SfedIon S9% Fa—qagRl Bl Y I dRal § | Shad—3rell 9
BART AU Ua afdd T feel avf & S, R SR S/adrl & ST $9 & dd | ¢ |
HYFT—TR JHARBI, B ST QT H SHaT—3ell & MMYR W FOIR—QUS] & ™Y [Juor yard
I 3P Fe<d QAT S & 2 | 39 <2 H S—a i S—awf &1 9 91 ol FERvI, bIFad
3R THY—T0T TR DI LI H I §U D B [ofQ AT UHR & 9 g [AeIT—H e (IR Bl
g | Sfad & 9fd afiepror N aR— ST J9Ifad Ral B | SAR <9 H B B 3R FHa Igdl o
BT ¢ | A R W e g & i $1 AR S1f¥e e < o g |

fdTcd FFl gTHi BT UG 3T Il 3R Fiel B fdh] IR Ugd <@l 1 © | {B SUb—d B
T TH AT F Idl o711 fb BIS 3R Rravele AevedRi & Ued! § Ffdded Ir=il =11 u1g Sl
2P BIS Alerk BR & Wl Wi, rcAfaardl, uRads & gfa dor, smal iR dedl” 8d 8; Siafd
B 3 |

4. fAUUF d@— IOIR T @ MR W ¥ IOk faufdaaxor far 1 dadr © | SeERvadr Ud
IR BT A TS TR H Al IeR—gvel # favad fear S 9edar g1 N () 9% el |

! Mark Hinan: "Life Styled Marketing"

(New York: American Management Association, 1972)

2 Franklin B. Evans: "Psychological and Objective factors in the prediction of brand choice: Ford versus Cheverlet."

Journal of Business, Oct. 1959, pp. 340-369
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g B9 dTel T8, (i) a%] [ | UHIad 81 dTel A8, (i) a% ¥ JHIad 819 dTel A8 | Uh
fafar @ 59 N7 IoiR—avel & AU et fAuvH v e+ d iffie Iwadr fid
Jhd B |

SN YA SX— TR, SR iR 9%g SUEN—aX W1 IR faMfIdavoT &1 MgR 81 Fadl 2 |
YT THI—ETAT BIF UR 4] 3R IUHTHI GR—Hd H wfel el G © 1 I B [olg I a8 T8l b
ST | | 31 AT U 81 Tl & T AR BT IRac SR A1) ATedh a1 ST Fehell © | fag@
Tl B 2 I B IfT MHT B & oY *1erT gdR @ fagor Af—f o= 2rft | avg @
QI &R IOTR—USIHRY] P b ATHERID MR Bl 8 | $9 JAMER W I 37T 9% IoTR Bl
A AR 3 e aR FahdT B | O A%, BT HH TN B dTel TTedh, MR RN e aTel T8 iR
WA A BRA dTel T8 | YANT 7 DR dlel WEhi Bl YA = 9 H fA9e fhar S A &
(i) SIS el AR (if) AwaTfaa sl |

SARIIfad sl ot # S9 AfdTal B A fhar SIrar ® S ST BT YART T8 Bl | gRiifad s
9 B AHd 8 S AAIISNG Ghrd & HRUT AN I NS Y Ioig A 3rerar s & sRor
IUE I 81 B & | W a1 & daredl & oIy I & IR # fawdd & oo, IR—aR fagm gri
T HDhId BT §X R B AR o= | 39 W fIsr uig o Al ¥ |

A B SMYR UR: 3ATh IYHIGT JHLTT A I8 S 53Tl © b DaT—awgall Bl A9—I1Ed & I 4
Y PIA & | D DAl b ATI—IT T HI—IRDbI (BuyingMotives)ﬁfﬁ?ﬁTWGﬁ%l Uh
31T FT0E Pl M FI DI dolg A I B @ | U bal—ai T W Ui 71 ST 39 9108 Bl 39D
fTefar @& o1 @) 9978 | HI FIAT ¢ | 7 Ud fAUUH Yewid Bl 3 fIuve Hagd HieH TR
PRI FAI T B FH IS B & H G G | SR R] H U [AUVH Y gRT U8D| & SIS
IRy o™ & ufa gepra Bl & H IGHR B IOR—IIUTRTHROT HRAT @MY AMh TS ITR—TS B
3r@e fauerH v fasan S | |

D] B fIRY AH—fg—uafl & TFAR IoR—fawfadaxer & § Fa¥ §81 Bfos I8 Ml & &
YEH H8 IR 3FH AH—IT & Ieedl I I DI HI AT B; A FAM AT ST dqTel U]
B AT T BfSH & ST & P

Hve-fA%er: famhar iU Bl &1 Fve—ST & MR W W afifd wR Fad g | fFHfar s adae frss
UTEhi I AYTARA BT Ul TNHR I Afdadl I ATED g1 Pl IBT B & o8 30 ThR Pl
fRTyaTt urg SRl 81 W= JE e IS FART g A & P g1vs o1 &1 U e geR o 9 |
Pg IR Jg W G F AT B fh S—91 H71 B UTED F1vS Dl WRISHT BlSd W 8, qvs—=saT
RIS 9 SN B, Hifd HH (S UTed J19S Bl Ugd Bled o | 3Td: STvS—a] JoiR—9vs &l dad
MR & AMT ST bl §

3

4

Paul E. Green, Arun K. Jain — "Benefit Bundle Analysis."

Ronald E. Frank: "Is brand loyalty-an useful basis for Market Segmentation".
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favea =l & v
(Application of Segmentation Variables
1

faufadsavor & Ho IR

(Some Examples of Segmentation)

Pl g & a9 axg D! fauor A Bl FEiRd PR & | 37 IToTR {9l &R q9Y 9% & aali
BT AT S1eb THR 3 A B o1 SI11 =Anfeg e b FuiRa deg I@ ugen o1 9@ 3R Sy &
HAT B A AT a1 S G | B9 S99 ARd BB SaTelT 7 W8 o

1.

HIex-Mf$AT (Motor-cars)—TdH AICI—HR BT AMIRT I RIS B MATIDHAT B FIfe HIAT 2 |
& IR | qod B o faffe fafarell o Arer—aR fafie mert vd fafes qeai & fierch € | g7
PR I8 © [ AT JMITIHANT FHTIei IR J9Td STefll & | Uh {AATdT BT 39 SMavhdiail &l eaT
H 3@ B B I3 BT A0 BT vl B | 3D ARG a1 @ 317 9 b wrAtos ReAfa w1 fY
&I @ AT © | et 3T | B 8] FeAdT & |

Te AT @ fagore oI ISR @1 gRON & 1%y 81 8l @1ey | Afe sar Il g ffdd Ia arell
PR AR & d BR T Bl T & SR BT 49707 HAT =127 |

af$di (Watches)—a<] &1 &4 ST el G99 a1 2 | I §8 Afad V4 8 § o1 & I8 =red 8
fh <1 T & A—w1Y &, TG 9 99 N 990 | §B U 84 © & dad 999 o & forg 8 =gl
ATEd B | HB WM & Wd W a7 B oIy FTex &4 arell Fred B @ §8 KId &9 arell | 339 ghR R
& oY <! & 1SST3 ¢o 814 & 1 Jou & AU §B | 37a: U °$! a1 dlell BH Bl g faderasi
BT U1 SMHR AU 9% Ufch & FFa=g H 017 o1 Anfey R {6 saegsargar S afedl &1
frfoT fobam S @ |

iR ad 9t Refdan (Aspirin)—va RR g8 @1 fefaran &1 smeRyd Seed RR &8 31 §E@R &1 ) &A1
g1 89 SO © [P 39 UaR dga—dl fefhamy fafts fefae gR1 a9rl SRl &; Si9, WRd 9 Aspro @
Anacin I8 a1 ffHATS |1 Srev—3fer FETsl gRT a1 g 901 STl © | 39 fefbamsii & wigs arel
R gd a1 gER AR et a1 ARIE e R HA dTet AT 3 UBR @ o AfH B T B |
wo fad a1 A Refaeit o ufifed o & ordl B 2 | o 39 fefdansli & fmianeli gt fauor=
O S 91al @1 eI @eR 8 feiRa @ o 2

Ra-Rem sue (Ready-made garments)—ﬁl?[—ﬁlﬂﬁ HUS] Bl qy BRI Ffdd DI 3D GRI=AT
q FaaR IR A1 SR f5Y U & dug U Rl & | I8 el §Y SUS 999, gad, Jafaal
q dg 9 & oY 81 Aahd @ ot Riel 8T BUS| & IR Bl BIC F2di, dedb—aSihal, Thal S aral
ASDH—TS(BAl, Plcisl I dTel Jab—Jdicrdi, Ae—fddre & AT Jab—Jgaiadi, g ag Jou g Rl §
faad aR IOIR &1 o9 U IR A 2 |

JfB WAt (Banking service)—<di &1 & I£¥F ST B & U UTH STHT HRAT 3R ST Dl
JMITIHAT b THI SYR AT & | Uh 9P BT 70+ fAqore Hfd b7 LR B 99 39 91 BT &7 G
Ul B & S1e—A—31fad ST I®! bl H 8l | 39S ol S §RT 37ed Fad AT, YA ATST1, ST
AT, ST DIt NS BT STUARI STl 8 | S UHR 0l &) 77131 de™ & forg dai rfdfde,
THE G, F, M BT WA B & |
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g fandievur faftsan va aoR favfdasso
(Product Differentiation and Market Segmentation)

R fAWETRYT fAf=IaT Td qIoiR Aufdessor a1 g RoT—-iicrll 8 foriel SuAnT fFaidmell gR1 foban S
g | I8 it S fAfaneii & gR1 Rl il 8 S IR—Hed iR w1 Ared € | g i R 84
A & oM W fASUE Ud A€ Ua IR B! 2 fhar S g |

"R RO—I @ g fAf¥ere # faemaeiepal #1 a¥g Ud Uil &1 axgall 9 3R fAdad $)+1 Td a8
@1 AT D1 A I ST 2 174 59 NI BT e IR—eg U & MIR R 19 g% o gferafiar
A AT EAT AR UTED] DI 9 d1d DI SIMBR] SR [T & & b Ia! 9 3= gfaiian s
D1 IR A 9§ 3R I 99 A ST © | A1 I8 A aige, RRe, 91, J1ter, Sfe 7 ol St
2139 NI & A H I BT AFIISNED MR TR 3= IART A1 2 Afd TdR WR T8 IR I 2
& qeq & wifde Td RAAfh oIl § PIg 3R e 8l & | HHI—bl A fA=rar e avq & Ufb a1 v
9 B & B 2 |

IIOIR faufdaeRor @1 A o= d FHidr @1 I8 gRonm 5 2 {6 IqHI Bl d9R Th— BICI—BIel
SHIAT A FAAB g1 & TAT TP Uh—) IHIE B AMATIHATE T4 =T fIATay T € | 81 YD ShIS
& forg Fe—fier agall a1 A fBa1 ST & | Sieiie awgell & W 3 9IoTR ffddasor I & Bt
ST BT & i Sl DI AR D AR AT fHA1 e 2 | e awgaii 9 A1 aroiR favfdaanon
foan ST Fdar ® | < H, STSThel dl $H®T AN 39 T § HIP] 81 &l © |

TOIR faufaTaxor aeg—Hsr01 & IR | A 2| 98 9 a1d WR ARG © 6 $o awgy I+l & foy

g |

o faudiexu fafdsran va sorR fRAufdaesor & swaR 91 seR W) fhar S Aol s—

1. Seva—a%] fAWdIaRvl fafisdr o1 Ie¥d Ush faId aTeiR &1 @l HRAT & Sfdid dTeiR [aufadavor &1
I T AAT IIOTR DI [ HaT BRA1 8 | 39 YBR X favaIe el & Siafdh aTeiR faufaeanson
YEDHE! 2 |

2. I—US IIOIR [AUATHROT BT T U ST Aebell © olfhl a1 3 Sid Ui 9 SRl & 99 %
e fafierar @ i Rl S wad 2 |

3. Hi-gfc ArieRE—aoIR fqufadaror § |46 &1 gid 9§ dmer e Sran g Siafe awqg fawerar | gfd
BT AR I AR (ISR Sl 2 | Sdfes avq] faweidor fawsran # gfdd &1 d4R1 3 Aoy I8 S
g |

4. QUSSR [AUIFTHRY 3§ YD WU U AT WUS AT ST 2 offbT g faieIepxor faffisrar 7 weqof
IGIR ®I TP & IR AMT ST 8 |

5. SRG-UfR-YE@—aeR fdaaRe & ia aRg—dfdd—n &1 IR b o & e 6 gl
gue & oy Fe—fe axgell &1 e &R gfd @1 S 9 | dfds avg fAudiaRo & s a%g
H e aR<fdd 9 Blex FAaiTe AfNE Bl 2| 59 UPR 59 axg—ufda—vn Aifa € IEdl
g1,

AEAYUl Ue
1. 99R faufaaeser vd Ao ofa R v fawad org falaw |

Write a detailed note on market segmentation and marketing strategy.

2. 9oIR faufaaeror 6 wed 87 3T fH MR R Riei—Riay ®usi & I9R &1 fawfaaaxor oar?

What is market segmentation? On what basis shall you segment market for ready-made garments?

"As a product strategy, product differentiation involves developing and promoting an awareness of difference between the advertiser's
product and the product of Competitors." — Stanton: Fundamentals of Marketing, p. 197
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A7
] e va faem™

(Product Planning and Development)

Sde faar
(Production Concept)

IATE T 2° I HIfad Ja 3R Fad f[davor 2 Sl arsll & oy agftc a1 M &1 AR I~ Bl
2 | SR WED] B UG &1 T8 HIfdd I1 AAaenie e o) rawe &1 I11 8 | B8 aeqail 1 WIfas dgfic
P1 HEd BIAT § Ol ), 96 AN Afhd B GG & AM § 9% BI AAd=G Gt B favdn &1
31O HEd BIAT & | ST’V & oIy -8 ATS!, BR IT UG Rars 3nfe urgd o1 Hifde & 781 a9idsite

Agfe f a0 2|

WHER 0 el 244 (Prof. harry L. Hensen) & ¥R g o9 dIoll ®1 del A 2 |
1. JRAfIE faRIyar — Sa! A 3R i |

3 TSB! BRI B B AT |

3. gAP] Ho¥od, I8, TsH® IR SHd A1 ol §Y 316eT AT I IS & Bid |

Y AET WA ﬂg‘cﬁ I W IAEH B2 (Product Image) I M ST € | M0 ffefd dIeeR (Prof. Philip Kotler)
T axg Ry &1 39 Wi § v fear 2—

1. Hd (@R<Ifde) a%] (Tangible Product)
2. EESIINN %] (Extended Product)
3. Yol 9% (Generic Product)

HAYLH I8 FHH 1 ATaIS & [ IR 2] & =N dbdel WIfdd IR oivi— &1, BUSI, a4, S 3T
B TE A I Harg A1 el B | Hawsii & i — dfh, uRasd, g=ar=a, R, |aad, gied o &1
HATIE BICT 8 | IS Tes bl fawdd Gd Haorol a1 1 il # aRwifda fam am 2 | el aef 3 Seure o
B MY F&eg 4Ifdd AR IS o [f2d ugam Ay snaid 4 2| fauvE o1 angfie faemer
1 e fFan o 2

TP IUHIET T 9] B T Al bl ST 2 f S99 9 & §B W8 T 8 © ol SUHIaIRi dl
AR B FYE HA & YIS TS HH IS fashd &1 S dell 8 | wel 81 I8 fRwrg < a1 78|
IETERNY, UH AT0S] ST fb HUS €9 BT a1 BT AT Bl & ST YhR TG fIhd & drd H Folie ¢ |
T JBR T Hedx [Aodl 39 dusi I 99 4, @] gelrs 98 dvs] B &l & | Is 91 BH, I fhell
S &1 fIha Bl 2 | IR H 39 UG $ Uh 9RT & ®Y H Jarell &1 A fdha Hell 2 | ord: fashar arda
# fed Saure &1 fauoE T8 o1 afed S A1egH I Wifdd T FATISIS Faryi b Auoe &xdl 8 | 39
T H STl e & [IaR Idei@i~ g & S781 7 SIE Bl HAIdEe a<itcdi Bl Ueb gforaT &el 3 |,
(Product is a cluster of psychological satisfaction)
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Idre Bt Ry

(Definition of Product)

g ®I aRuY = fagrei 7 =T geR 4 &1 € S99 9 §8 ugd aRvel 9 geR 8-

1. UeeRA & TR, TS 9% SRR B T TSI § o avg &1 i faervarg &R S9a e
P Jarg i ' (ST BIS Afdd T g @WIedr & d g9dT 31 U8 el € fh 98 < T #
dig & foru whie el © afed a1 d g fapdr & Golrg, 99 drell G¥efl & &1fd, €18 g+ el

T BT TR 3R T 7 379 TR arRel 1 gfaen ff @Rig @ ¥ | 31 axg BT 31 axg Y Aifadmar
8 el B dfed avg B SYAIRCT A A & S Fd=nte agfie <l © )
S BT iR A1fdd T Fxd Y faferas 9. e o1 9% @ a9 39 TaR & &

2 faferam 1. TeTved & #d H, 9% S Ud 1S [ARINdmali &1 v Afeasir & R Ui, 391, 9,
i @1 @i, geax fawar @l =i iR i vd hedR famdl gR1 &1 S arell 9 darg A
e 8, Tg SUHTERTT 37U+ JATTeIHIBN Bl A B D oY WHR B Fhal © |2 (39 TR
1. TIUFF & AR TR H IS AP g TARIMNSD &l 8 AMAA 81 © dlod AT Pl AfD SAeTor
A & | RIGT & STRIR ATTIBA—AgC T © | IITERVT & [ofy, (S BIS WD ST SOl 1A
T fafics, daed g)1 T ST Ries @) T &1 @ded & @ 597 3 © fb a8 o 72+
D AT A B I, Ay & 91g Fa1 9 SeR B @fa f @RI @ R )

3. IR U TR & ] 4, "TIuvM @l afte I a3 BT I il o1 gferaT A1 S Fahdll & Sl SuHTaRT
BT YR DI O & B |7

4. fhfeld PIceR &1 Y ¥, TP 9% Hal I Al 3@l JALW ge™ HR dTel Hifde dar gd
frer® fdarvil &1 gfer=r @ |

5. SISt e & AR, "avg FAId=D el ®1 gfer=r & |'s

Herg 3 Ty & dR WR HET ol Fohdl & b "IHUE 9 TeR Yd 3FER 0N BT FATSH & Sl ATEdhI Bl

SE—SIg o™i, STAAIRI, AFRTS daftcdl dem qaRll & Iudf w8 AR Sl g H ufadrs

B g 1"

IAIE BT HEd

(Importance of Product)

"q%g (Product) o fauur fbansti &1 d==-fawg 21" a1 axq & @13 0 fauor fban €l &1 webeh! € |
faspa, faemom, fasa dAag, anfe Jf axg o & R € | 9% o1 Jod, S [aaver vd Sad wwifae ifaai
I IR SmenRa B |

"A product is a bundle of utilities consisting of various product features and accompanying services".
—W. Alderson: marketing Behaviour and Executive Action, p. 274.

"A product is a complex of tangible and intangible attributes, including packaging, colour, price, manufacturer's prestige and
retailer's prestige and manufacturer's and retailer's services which the buyer may accept as offering satisfaction of wants or needs."

—William J. Stanton: Fundamentals of Marketing, p. 178.
"A product therefore may be regarded from te marketing viewpoint a bundle of benefits which are being offered to the consumer."
—R. S. Davar : Marketing Management, p. 197.
"A product is a bundle of physical service and symbolic particulars expected to yield satisfactions or benefits to the buyer."
—Philip Kotler: Marketing Management, p. 289.
"A product is a cluster of psychological satisfactions."

— George Fisk: Marketing System —An Introductory Analysis, p. 506.
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SURTER] T2 WL B o b [JUUH B qfte I ITE AAa] 9 & 1 AP HEed 2 | aIR<id | TS & (=1
quf @ (Buyers), famar (Sellers), fauve Uawrs (Marketing Managers), FHIST (Society) P forg SaTg P
ST HEwd © | AR Tl H ScUre & Heed dI [ ol | fauifora foban i |epar 8 |

1.

iv.

i

iv.

Bl & eI | (Buyer’s Point of View),

faar & aftedror  (Seller’s Point of View),

a9 gevaed & SfedioT 3 (Marketing Manager’s Point of View),
AHINTS &ftedIor | (Society's Point of View) |

Wl & PV A (Buyer’s Point of View)—dg Bl Bl AL, IHBT Sila- KR, AHRID Ffe U
JATILIHATS DI Gfel Pl YA BT © | STH I3 BT FIF U il b Silgd DI Al I & AT
RN BT T IEH STRMRT I~ el 2 |

Bl IISTRI’ DI AT 7 W) ATaATAS FRA & Siad H SUTGT & Hed DI 971 QAT © | aH= |
favg & SIfdPpaR T B fTAReR H TABTAT—IOIRI’ B RATH W ‘Sl ISR’ Bl WRATIAT B o N
2 | 59 IR & YRR, ‘Sl IRl Bl FHIC I Ol X861 & | MADHIR AfHaRIR UTeh ]
(Customer-oriented) Bl SIT Y&l § | Y fep fauor famerT & gadH IR Ud IERUfT S9B gRT
A fhY ST dTel STTRT BT STHTRIT—ARIE Bl BRI IR IR DI 19 TaeIdha] GHd PR ol
€ | 31 B9 B8 W © [ SIS ] I BT all B afCPIV ¥ 3f¥d 78 © |

fasvan @ aftedion A (Seller's Point of View)—fashdiaii @ aftc 31 i a%g $1%! A2aqUl & | a4 H,
%] faqor HRIHT B ST AR SRR 2 | {991 ag & 7 1 fqUo SrRIHH 99 Fohell & 3R
T 3E®! D] B T ® | 39 BIE i e ® 5 avg ) craenfie frarett @ uRfaie fasg
2| 9% R 8 (1) fawa <, (2) fasha Hagd fam, (3) fauos srgaeam wa faer, onf fosand smenRa
g |

IRAG ¥, I SR A1 9eg R & 9 AT fohard snenRd € | afe awg T8 2 1, 9 @1 avg B 97
aret el iR 71 avg & J9 § eIl &7 dTel HeAR | 39 UHR 9 d fAmadal 8 ok 7 uRass,
qusR, {1, anfe Jar yaT = el |

S UBR 519 9% &1 T8l © A, 7 A1 [A9moE 81 iR 7 Ay Hag A | o 9 fhareli § o arel
T B TATTHT &) Tal BN R 5H THR 5 131 B MaTIIHdT 7 819 B BRI fadR 8 81 BIT |

fduoe gemd & Ifedion F  (Marketing Manager’s Point of View)—Ud EE IECNERCERSCC|
TS AHATT T B & ofQ U SUHH & IS & 011 Y faRIaali uR if¥re—d—arerss e
S =R | 59 G H 'l W 1 © {6 Afe fquos &1 gord e /e Ui @l ST § Al GaR
fAaer 3o SeUTE B S B | Afe fhdl SuhH @1 ScaTe JrYyYl B A1 3fcd HY H 9ol €1 99 SUSHH
BT FHedl (A ST IR U SUHH DI QDT H JABeId] BT &1 8 S+ TSl © | 3 IUhA Bl
ABel g4 & oY U+l Icure & Uil 3iR Lol § FR=<R GIR _d &1 A1y | fquor yawerei
H1 I AMIID SIIE & 6 9 IART a1 3 gfid a9 d, SRl & 3Sfaa g RgiRd iR S
@ foret # firme 9 89 & |

amIfore Efedior | (Society’s Point of View)—AMINIG Gftedivl 1 W G &I 991 Hed 2 | UH
3R T8l IS A ST B ATTLIHATAT BI T Bl & T8l G AR IA&] B Iedrad, fa=mi,
fasha Hag-1 v faaror fohamsii § SISl drl &l ISR 9 fAa gai 2 |

fArepd

(Conclusion)

ITE B T faqere fhall &1 o g @ i 9 Saae @ g W fJuer foran wwoifea =81 @ o
Ao, a8 STe 8 A7 A, fasos 8 a1 Ay dagq, dea iR 81 a1 faavor | afe e sea
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H fhed) ATTTRIe SUHH Bl IR, IHD ¢ DI ged 3R II9TR BT Y Dl I US= &l S d1 59 91
A THRT T8l S Faball b IAE YR ARG IUHA BT Y01 BT 2 | f579 UBR U197 & W16 H TRR Td
S fAfI= o AREH 8 9 €, b SN YbR ATTHAS SUHH H AT IATE 7 81 1 ATaAIIb SUhH
P = 1 A1eF A 81 SR Riifeh S1e & 3T § wrEd Fifd, fasmu= va sy gag= e 8k faawor
A @1 FeriRer T%1@ 981 € | IR WU | Bl 3 9adl @ b IR 8 98 v 9 8 e IR iR a6
AT RIS ST AFhR Pledl Xedl © |

SATE-T BRI
(Product-Classification)
fquore @1 &fte | IURT DI ] TR IA1— SIS IUTE Ud IR SAG— 7 fa9ad fdham ST Had 2 |
T gHffeRor fauor Gven & Sdre—Jdr TR (Product-Service mix) @ fAEiRor # Suanl &dr &1 W

TATHROT Pl MR AR AT ITHIGI—IATG] Td 3MERd SG] & fauvE & fog ugrsm—ugd fquoe
At IR BRiwH a1 Fach 2 | fagoe =g adam 3 Scare—aftaxe & /1 wu # srafde yaferd 2|

JEfie-Swe

(Industrial-Product)

3N IcTe oA AT | 3N I I3l A & T ITANT §RT 3 IR ST D SIRAT & 3ferdT Hard
YGTH 1 S 2 | FR&T ATH ST TAIRIEH & 4R, “3ieifie AT, 98 AT ¥ S UEd: 3 axgeli &
ITE 3feral HIRIT o1 U & ST T & |5 $1 3l Iarel § HeforRaa wra affafera faan s
Hehell 2—

1. U 1 3[af) T HIH H A dTel Wdiel d8g AToi—Am™  (Large installations) ST & ifvad S

1 e 81 B 2 |

2. JTfaRad 31erar Ae™Id SYHRIT (Accessory equipment) - %W o1, forue, <, anfe St erf=as
ITE &1 e &1 8 B

3. I8 Pedl AT Sl b S1fs IeuTs Bl 4Ifas B 99a1 © iR RO UM (Processing) H IOkl
TSl ¢ |

4. Hoed 2R (Component parts) |

5. 9 3l Jard (Industrial Services) S fh Fa=1 @1 fhamali &1 g vd Jfagme gmd 2 |

31 Suge aftia s Sdrel @1 o fdgm Frefalad a9 s1ftrl § afied avd &

1. GTE H1 WA (Fabricating Materials): U 9 H S 931 &1 AT fdam SITam g ST a7
ol 3raeenali # IuHIadIsii & HTH T8l 37 UKl B 3727al qRI IxE ) a1 Bl & MR {52 Suarh a7 e
TG A1 A BB AT UlAfEa F Yo Bl 2 Al 3 a3 & Fach BRI & W 4 ol (a1
ST 8 | Y9, B, FeN digelR, UIgy, U2y, SR, faga A, onf} 1T @ aRgell & Hud SaTe’u
2 | AMR AR WR TETs $1 AMM YA Bl & 91 Al & (FHEIAn 312d] e S [aUve &g
SyNTERIT—fauor der i fauer @) sraRensii &I 3 ¢ |

2 SUHR0 STE (Equipement Production): U1 A9 # 91 93l &1 dffera fhan Sram & e
PA—PREM H IR AR TR 10a] U o) 31af & forg =enfid (Installed) fvam <mar & | #72fi,
SD WERIS SUGRU MM S PIfC H MM € | VA Ieus a1 g Wl fAerd € &R 318 fmfan sroen
faf¥rse araeaeddiali & TR g1 W AP & | HA—Yol, THIR BT AHMIG AHI Ugel I & g1

"Industrial goods are those destined to be sold primarily for use in producing other goods or rendering services...." — by committee
on Marketing Definitions in. "A Glossary of Marketing Terms," 1960, p. 14

5
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BTl TRIGT ST 8, T fITelt sreran anf~a—ifad HeaTeld 3q JTawid IUHRYT S &Hdl Bl &
# 3Ed gY@ AR W R O 2 | 3 9y offad avg & v € a9 2 |

3mgfd Iaare (Supplies Products): S I a3l b1 AiHAfera Al Sl § [ FeRl 9 |33
D1 TShATg =1 BT SIRT & 3R ST ff~H IeUTE B 2341 781 a7l & | I IRV SUBRI—IATGl bl
T H A AEEAT AT & | ISERYT B oIy, 3999 (S dige], dofie), a1 (Lubricants) ST
H BT 37 dlel] I IS BT W AYfi—Icaral # wfaferd fran S @adt 2 | 37 SR @l @dg
F$ T R B IR 8 IR WIE0 & 918 @ 9l © | 39 [9u0e g [JueHadl &1 Sraidd U
PR TN BN E |

Tl 9 AgfAfHd S (Raw and Semi-finished Product): I8 a8 Il ® 10! F8R™Iar & gab!
RGY T 2 3R 39 ARl B Ul | Yo uedl B |

SYNIHRIT-SUTS

(Consumer-products)

IR ATBIST TAIRIGIA & JFAR, "SUHIHRI—HTA, T8 Al & Sil f~d SUFITIsl a1 uRaRi & JANT &
oy a9 T ® QIR AT v H B 9N I aiftifus ufhar & U= | o S ghdr g |1 SuHTaRI—

SR BT Y@ SUFIERT Bl ATedl AR AAERE & MgR W FEfaRad Sio™i 7 aiiga fear o
GEDIRS

1.

gfaer-SwE (Convenience-products): GfAeT—IaTal A A2 I RGAT I & o8 UM e
SIS & A1 Y UYL | GRS 8 SR {51 fdavor €1 e W R fhar S € |
Ul g SUEIER §RT dRAER 6 Bl SRl & AR F7P! HI R qHI d JAMND JAAD
3T T8I DR © | T IGQ YT HH DA dTell Bll & R ATeD S WHIaae] WRiadl & Ul avgaii
DI DI W AAITIT SUHIRIISH DT ATH Tl © | AR I §H] HUBYT TEl PR ATTTIHATTAR
PR B © | U AN U1 Ud I Bl S | TEIUT Bl © o JAfEdHaR 9108 B MUR WX el
g | 37 a3l B faspd &3 A i uforgyl Bl @ o St U9 o] B | S~ B b
forg fa=mos Hag-TeTd SUTRT &1 AR o1 Usdl © | U4, YA, RAT81, ST, 9194, RRe, awia,
IS, AT, R, a—{U4, a7fe JlAa—Iwre] & HoH IaeR ¢ |

HIe1-SaE (Shopping-products): AIET—-IATGT W 3R I9 IGRAl H B ST YA ITdh] B,
fp, FESmE, 31, el 3Mfe SMMERT WR oIl PRSP WIS © | I&T8RVl & {1y, BeiieR, S, Ul &
T, AN B T, 3Mfe aY AIET—STE AT Sl & foTs TRIGd A9 ITHTERI a0 BIFd, T,
o, 31, 9rel), fedreud anfe smia Fervil &1 e # v@al 8 | e 39 avgell W SuHraeli ol
TP AP e HIAT ISl © | 37 aG3Al & I DI IRERAT Wl JfAGT IUET B Jol1 9 HH
B 2 | 39 axgell @ e & fo U g% d9-8IC TR # {99y 2 8 8, o oifft dd’
HET ST & | 39 e W ff= fmtansi &1 Are Suerer w'ar @ o Sugad @ # gfaen wEdh
21 3 aegell & AR S axgell @1 e @Ry & e off WY & Geax amREl @1 99
AP B |

faf¥rea-Saare (Speciality-product): fARTET—S@rRl I 3mery 39 a?ﬁsﬁ & R ufa Sore
F1 UE A9 ey B & 3R g @lies & forg 9 a9 vy &eet 2 daR 84 € | afsat,
RfPoRER, BR, AlcI—ATsidhel, [Aga—suaxv, Wa—amidl, REaR & awy, SR-UEA i
fafirea—sa@mK & @ IamERr € | W avgl 950 B IR TR O & R SuHiedl g9a 39 Bg
a2y v AR B | g4l g9l faaRvr Hifid urn S g | g9 fasbanati w1 wrwl goll @t
MMEATIHAT Bl & 3R I fAsmaIuRT=<1 Hareii (After-sale services) @I HI AT HIAT TSl RS
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3T IEG3TT B I TOr=A MR W &I MK & | 39 a¥gell 7 | AfABR A7 arefl (Branded) BNt
2 O SN SUSTel BR & foIU &ruTe fasu= &1 G8RT ol Usdl 2 |

Bl A8 AT AU el 81T b Bl U bl & fordl 31 a%q] faRre—sa@rg 81 Fadl 8 iR fodl o
el @ oy JAe—IiE |© sy, {o gl @1 I 4 [ARred—Idrel, de—sdral a1 glaa—IaKi 4
el TPR BT SR AT S T B, R fARred-Sare o= SR & Wl wReERam) 8 7 ga= o f
fauoe wrdwAi, Al Td S@a—Udl (Strategies) @1 &ftc A IATG—IHTHIYT JATIITD ¢ |

fewrs wa fedrs Sae

(Durable and Non-durable Products)

IT&T BT BRIV I YA TG SHa—dTed & MR WR AT fHI1 S APl € | 39 Sc F awgall bl &l
- fehre Afehrs; avgali & wu H fa9a fBa1 o gadl & | iehrs axgy d STe 8 Sl 3d IR YA
H N ST Fhh B 3R BT R GHI T B H A &N 2 | SFIRET AT vARiveRe @t uRvrer |fify
& AR, "[CHIS AT, 98 2T Al & Sl 3T IR JART H AT & |” IQTERV & o1y &, BeireR, 7L, U,
e, oiforer, <fofaoH, Yhre—erR 3nfe fears, Saml 7 affaferd fhd o Jod ® | 39 faid, sifewrs
SART ¥ AT S TR ¥ & 91 A U IR fMal HB IR TN H A & 918 F91 81 ol & |
STRE ATHST TAIRTYA &1 gRHTST Affd & IR, "IfedTs; At 98 < ATdl 8 Sl AMRId: U ieral
EB TAR H T B I 2 |” A1g, @re ugied, g9, Wel Bl 9, SI8I—RERE i ffedrs; drat &1 #1of
F AfeAferd fd S A 2 | AfSHTS,; STRT BT S AUATHT =T 37ed 81 © | AfSHTS, awqalt & faavor
&g A1US JUor A BT AT BN, DI W1 B I 811 IR TT8DT Pl FTe—SIFad a1 81T | fobeg]
feare awgell @ fou afem famy @1 gaven &1 W U ST FHAl B A™ B AT A
31fSre Y& ST Ad B | VY avgant & forg fasmaroRT=d rareii @ ol raRen wee use B |

JIE-1e0T Ao
(Product-Characteristics Classificaction)

IR B 3 IHR0T Pl [ABRAT B BT S WHaR fordl Tafd=aret (Leo Aspinwall) &1 f&am Sram 2 | S99
AT BT faBRid Bx=1 & Mo @rel Ufshar vd fAuoe G & 980 ury S dTel 9] 1 Jhe HRAT © |
Il ®I Giaw, Aial vd fARred Iral $1 SR H aiigd PR bacl hAl—FdeR Bl BRI 8l
fauoe@al &1 81 Ul 2 IR fAuvHadl I8 914 u1dl & & U sl fhel Scre a1 war a9y @) @t & forg
3 ITG] T ATl Bl JoA1 H AfD T T WE BRI 8 | [y I8 RERF IATG—aIHRT Sell Bl
Gro—ufshar iR fagore dfs & fra & avw @1 siferad a1 7 oAl IEdT B | 39 FART Bl §R e
& forg U1, fordl THfU=are 7 STTE—adhRvT B SUTG—aAeTv] Td FHMIR YTl G (Characteristics
of Goods and Parallel Theory) fIUvH Svd & ¥¥@ WA b & °

forll Tafeare - STR—aiaRo &g Ui Aewaqul Se—atervli Bl g1d fhaT & (i) UfiRente & (Replacement
Rate) (ii) Fdhel 3TN (Gross Margin), (iii) ARSI (Adjustments) (iv) SUHIT—HTA (Consumption Time) G
(v) TN &Tet (Searching Time) | FfREITIA SR $9 910 ®I IR & & B 98] IR H foa IR @<
IR Uga @1 Al 8 | Ahd AR YRS IUR—ANTd a1 3ff~<TH fAsha dFd & R ®I el ¢ |

9 W. Lazer, "Marketing Management: A Systems Perspective." 1971, p. 241.

7 Richard H. Holton, "The distinction between convenience goods, shopping goods and speciality goods," Journal of Marketing, Vol.
DXXIIL, July, 1958, pp. 53-56.

8 STo g 1 |duLH aTeH A 1956 #, 'Cost and Profit Outlook' by the consulting firm, Alderson and Sessions H, BT 2T,
fR¥A, Introduction to Marketing : An Administrative Approach, by Lipson and Darling, pp. 604-607.
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RIS UTE8h] B ATIBARA DI IUT F<Ifie 2 awGRil & Uit R BT & | SUHF—PI, SUHNT H S ared
A DI AT & | TATN—DIe, THI Td GI Dl I A1 DI el & T sl g% o W 2 @d dvA
&I TR & B |

3 Ui JeTol @ MUR WR forll Tafisarel 3 Saral & A avif § aified faan 2— ol (Red) STg, Urel
(Yellow) 3T TT AR (Orange) S<ATE | SATGT DT 9 31 <41 SR BT 3MYR THUaTe 7 TS SIS
TeT0T DT HATH (Score Value) U dxa e a1 8 | R I@IG] &1 Jedidwd -4l 81 S e e
srofl, 3T IUTRT BT JR&THA a1 81 I© Uioi—s<ars’ Siofl Jorn 9 STl 1 Joih= GAdH Ud Iearc
qRHAl & 1 H B I ARMN—IA1E’ S0 H 3@ W B |

IART BT oATel, TR & Ulell I B ORI died WR [JuorHesd glagydes fauoe iy va sfaua FeiRd
PR FHAl B | TAMTdId -1 9 g & drea—Sdral’ & fduos &g <" faavor gomell (Long Channel of
Distributin) Td @96 WRII AT BT MITIHIT AR IR (AT AMRY | Yroi—Scara] & fauoe & forg o1
faaRoT siger don U Hag TN ohi— Jufdad fAwa B uemT ARy | AR [ & Srel @ fauee
@ forg 7 a1 < 3R 7 2 BIE) fIaR01 siRgel 1 U= AMfRY ol Waw 3q fasmos vd Jafdas fawa adia
3! A ©u § =T ARy |

1. THUaTe & S99 GRhRYT Bl FEd Td A~ 9911 61 Seai@1d Hrd o fagmi =1 a1 g S e
3. i@ (Garden E. Miracle) der foqe= vd SRfe &1 yqaa: dffera faan s | 2| foues wd
SR 1 Icare—fAIvamell o = # |1d Feroi B affaferd far g0 — () Sar & o e &1 78 (i)
HI—UfhaT § Bal gRT & fhY S dTel F9I U G0 D1 A3, (jii) SATE aRaad, BIE 3rear wrenfiay
P SR, (iv) Al D &fte F IS B TH-ND] Siead, (v) Ais S THI U9 Al B 918 P MaeqdH ATV (vi)
IUR—HT Ud TIfad & qRERAT &, TAT (viii) SR &1 TG R va faf= STm | 39 |1 deon
DI IMYR TR fTTAT Td SRIHT 7 Ul STG—IFRI Bl FERT {1 2 3R I Fed0T Bl {ed UG B
T UrE ARl g9 € | SUHiRT—-SdTal & T § 991 T UrE 998 59 UPR B |

e 1: 399 RARE, $US! 19, IR <Is Ud $iHd Ug |afaferd f6d o aad 2 |

g 2 39 SR AN (SR A, A, dae A1 fes g @ uere onfl) gar, oY de—avqgy, U,
STl T ATET a¥=1 Bl Gfeaferd fhar i HahdT 2 |

AE 3 suH e, fofdem, e, 9fgat, enel SuaRv, Afte o, Wadms @ 9HF aftaford fed o
qaHd |

WE 4 3AH S [P & DWW, DR, DI BeieR, 316 Sde) vd FuiRa gagal |faford &1 51 dadl
g |

TE S $OH HHM, RIAT BHileR, I [ &I dollcdd avgu e Arferd &1 T Fabell o |

31 S Ufa IAG—TE] & AI—W1Y Ura gea Sfort ff ReaiRa & 72 21 9 39 veR & 1fa 91 (Very
Low), %1 (Low), #&I9 (High), S&d (High) Td 31fd S=a (Very High) | 39 SR # 314 aret Iaral & ford
AR ST arelt Ao NGl va wrispAl @ fafdgar iR ) <=1 fag™ ol 3 fadR 9 Uahrer STeft 2
I/ AU FTBROT B J=1 AT & B0 A A B & AR ITAR 2 & U g Ara—Icdra &of

o | 1965 ¥, 1. fiRea 7 vait-ara & RIgTT @1 910 3 AN Ie1T o | iRl 7 Ie—aevll &1 g2 9 § I$ 91 &
o7 3R IATE—TAThRv ?Tj Y i g9 A | See, G. E. Meracel, "Product Characteristics a Marketing Strategy." Journal of Marketing
(Jan. 1965) pp. 18-24.

10 Lipson and Darling, op. cit., pp. 608-609.
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®1 Fac & fgdi, g v agef |qe offd Scrs S0l 9§ Uil S1RT B 201 & S I aTell axgaii ol
IJAATAT T TAT U9 FHE Ulell—S<aTg Bl S0 Pl el & | Sa- R W1 gHfu-are v foqa g SRiei &
IAE—TIHTHROT H T 7ol A=< I8 & b foqd 9 SRfeh & Sare—aifiaxvl H Uah o 3R I8 ¢ b foraas
g SR &1 TR0 Tafdarel & qiffexor & €if &fds 7 ST 1faefia | o1 W S U o 98
de el T o faoy d S Yedr 2| saferv forgas vd SRS &1 Sde aifiexor fauo=—Asr g
IAE—A & aRade ®I Fdq sMawad arar B foraw aven o gt Rerfay worgd o+t w8 7|

IYHIRIT S IR e I | =R

(Difference between Consumer Products and Industrial Products)

IR BT IR SEEIESIISRtICS e SR
(Consumer Products) (Industrial Products)

1. TEHT B TS ST IR & T8 AfTH ST i Ice & UTed Serafa A1 fFEi
g § | B § |

2. EHT B FE& SUHIHIT SR & TTEHI & AT 3D ANl SR & UIEHI B Al HH
eIl B | Bl B

3. 96 @ T SUHIET IE BI AR U w9 F Dl e IAe @ A U wU H B
Sl 2 IcI

4. 3are faeryor SUHIGT SIS & Hdl SRl & dufees | 3enfie S & sar ARl & anfds

ol &R el W well-wife uRfrd =€ ToNt @R 3ot & gRRYE & ¥ | o 9
B | 31 9 VAl ST Bl GART R A IR BT YA B H Ugal SHBT T8
Ugcl SHPT 3o+ Tedal 9 faveryor T8 faea & B |

H |

5. 99R &1 foaR SYHTERT IUTe] BT IoTR 3Mfde fawd JATENTS IUTET BT TR AUATH HH fawd
BT B | BT B

6. fagom Afa—nfa IUHIT TGl & IfE [ & fog 3irenfie Scarel @t 1fdrd fawt & forg ol
faaa fasmos sRisAT R s eam B A AT Tl R 3ed e e
[ERIES GRS ST B

Idre [ a1 e
(Meaning of Product Planning)

aa: fauorsat s Scural &1 ftor a1 faaRe aR, ITel &1 Wwy BT B, SR YW G ILTT R,
BH W O PR TIeled DR AT A BHT Bl AFARYT B, 3MM(< 3P YAl & FHIEH & P &3 Bl IATG

o P8t oI B

faforad oroR! 919 g™ A SR e 19 a2 o gaigar 9ddid §U S S Uad & 39 3
I gRWINT fhar 8 S GRAT &1 SAEH &THdT UG NERTd! Bl ATSH—HAT & A1d FTHARIIT Bl & 59 31ed
H, "I Ao SdTE Ua B I8 BRIT & RO1H S9 9uvd fhareti &1 guifase fear siar 8 o fa

11

W. Lazer, op. cit., p. 242.

12 S e wd Sk e gafgar T8 A 91 9ad | S e e RS B U@ S B a1 Sds ST,
SR Td fEoiae & g e 2 |
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IUTED U Hegeli ] SP] Sdre @R @ i den ke § gerar erdl ® |12

IATE RIS &1 faaR S &) fasha FvI1ea=el, dTd faeadharsty, faufr awrea=mel ik Sdred & o™
TRATIAIR DI U TR T T § A IS fIBRT DI TATIAT (Feasibility) BT IR0 et 8 | 39 afte
J 75 fagml 7 Scg FRe 3 S e & gsraerst & ko & oRafyd fear 7

Pl va. RITTA & AR, "T—T4 IARI B! @iol, S, b vd 99 SWRT &1 ARSIV, [aedH=
G BT FMGT AR FAHBRI A&l BT A0 IUe FRIeH 8 |8 RITTH @1 a9 & SR STs
RIS A MR- (i) T SART & [ABM H, (i) ITAH IedTa VIR H JIR B T, (iii) STATHBRI
IR & fIUoE 1 T B B |

I & SR "STE (FATST, SUHIRTISH Bl 3 $ee1al &I Gl B dlell 9ol Iedral § fashg—ara
Sire= arelt favryamt &1 fRiRer oA iR 39 fagrydneti &1 if<aw Screl § affaferd &xar 2 1" 3 fageard
UG & AHR—YBR, 3, SR, Jed, YD, RS, Fard offe F =g &l 2 |

ST f[aRi 4 W © $ 'S FReH” STR ya &1 98 1 & Sl I [APRT 31 GeTa1sl &l

faiRor ear 8, fba Scarel &1 Ao va fhar faciias &x=r 7, 59 Af¥ad oxar 8, iR faur= & o=

el SRl a1 faRwamel o e axe 9= oW Samel # wfwford axar 21 9@ wiw faean

ferferRaa g—

1. SdTE N Ue @ far ® s Sare faers 9o Sdre JaraR ] fhard affafera il
2| 39 SIS Y BT MMYR Pl Sl Ihdl 2 |

2. IcTE RS FRul fIuoM BRI BT URMIS 95 & T S1e fadrd &1 gwfadl & FiRo,
Sarel @ faer, faed Sare vl @ e U9 fa anfe & Wy 39T 2 |
3. ITE FRITSH UTBH—ART Bl AT B dTel IATG—aleTvl HI AlH PR A 7o 3H IeTal

FAIIE BT B HEdYU! BRI T | 9 WU 1, SWTE AT JId: U Th-Id! BRI 8 Sl Scara [aHRT
T IFHY S4 fadr faumT 1 ey 7 2 |

Sde fAAIeE &1 Hg<
(Importance of Product Planning)
Sare o @ Hewd @) 9 efediv & Yell—v4ifd qHen S Al 8—

1. TRMRE favg g8t — Scure RIS 99 Qo fhareadl &1 uRfS 85 819 & |qre—ae 98
g9 A1 B oA =R1 SIR B 1 qawd fhard gAl & € | 91 Searee HRAT 8, fha Seurae Rl
2, fr SRl @1 Aenfd B B, fh SRl Bl SUG—ET | UUd AT B, fhe T el &
e &= B, nf} aFie o U S e 9 93 8¢ © | 39 sifaRed ama R, sy
HagA, fagmE, fAaRv—sigensii &1 =9+ 3nfe fAqoe HrismH 9 St Fares | =Y 9S §U 8 | 98

"Product planning embraces all activitites which enable producers and middlemen to determine what should constitute a company's
line of productios."

— W. J. Stanton, op cit., p. 179.

"Product planning" may be defined as "the act of marking out and supervising the search, screening, development, and

commercialisaton of new products; the modification of existing lines, and the discontinuance of marginal or up-profitable items."
— Karl H. Tiet Jen "organising the product planning function," AMA Research Study, 59, AMA inc. New York, 1973, p.11

"Product planning" determines the characteristics of products, best meeting the consumers numerous desires, characteristics that add

saleability to products, and incorporates these characteristics into the finished products," Johnson, Sales and Marketing Manage-
ment. ed. 1957. p. 51.

W. J. Stanton, op. cit., p. 174
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FHROT B 6 39 ifiemae vd g uMma ST arell Y £ A4 a1 § S W@Hra | ddeal §
Jor Al @l gl FuRe € | Gfe BH B Aol Ud [Ahear e e R AR AR ©

arIfore Al @t gfid &1 wrem — AR FRISH Jaarg & dHifoid a1l Bl gfd B Ta S uH
AT 8| 8| IR B A1 STgdl Bl [ARERT qa™d 3 I8 et BRal § b a8
AT BT Yo AGUAN R, &Sl B M%ha 7 Blg, UeH—AIHROT Pl IGIHR AT UTE B, AT
HHANRAT DI ATPYD AR <, TS P AR DI AR P AR IUAL B, PRI DT Y
SHMERT W B TAT TTED| Bl Iod SiaTwiR Sue B | 39 qrdcai &1 Yfdl Iqre e & gRI
f4Uor R aTell B AE! ScTe, e WA W, e qHY H, Fel S| IR GAT HIH1 H UgeATHR HR
AHN ©; Fifds e AT U0 & A5q0] dRI—FHY & W H Fel SIS, Fel Il UR, Fel
I W, FEl TG 4 Wl g1l H, T A1 H Ugar BT BRI AT © ' T DR IAa—arer,
BH & IAMfFe—amiTe e @1 SN YR U= &Rdl & | 39 <fic W Sdre e vd faera
BIRIPHI Pl HEwd faAi—T g1 Sl &I & |

YIIBII Al BT IRAIS — IS AT JaHI ARAAmsi w1 aRads d Jedidhd aidl 2 |
gafery, fauo &5 & fagHi &1 ve1 & & 'S e &1 s e § gyawary fearferara=
BT RIS © 3R 3 RAfT B IR Fhd a1 8 fb Taa & S96 97T & R Bls a1 T
21" I8 BUF Il & fb e PIe B Saure e T8 dRell @ 1 I8 "1 SIRAT 5 S s
Y df Ud fade @ e | fearferan 8, 3R I Yavesd el @ DRI 781 & | I8 A, 39 91d
®I Al ghe BT & b O T8R1 & B8R A1 BIg o I g8 3[U ded UR 8] Ugd Ahdl, I! UhR
IaTe RS & M H Pig Ml BH ScTe N el BT U el BR Aol | 1AV, BH B T4 SeTaT
DI RER JfAYad TS TG B IR HH B gfcreaed] R 1 A1 d- 7 Sedra e
P AMALIHAT I H W B |

yfaadt R — STre FUISH & 8@ B Teldoivex $i U9 el s fagHi 7 S ufoadt
BRRIR P8 R Udhe Bl & |7 S faar 2 fo g uforael snyfe fauoe @1 v gz faerean
g9 Y B 3R TAHS Ud Sifed refeuarenat don iffafgd ufaarh Rafadi § w3 & siRdaa ol
ey T@ & oy Scure PRI SI Aewaqul ORI &1 YA Srquereiid a1 T 8 | $rd iRy,
IS ar, fasha vd s srisH onfe uforgdl 2raeRl & Ahatdl H Swre AN 2aeR )
iR =l 2 | erava IR @ fafd 71 & 1wy ST s & FHEia R @ forg Scare e

U4 fAerT SRIHH $I A Add d9gd1 off I8 2 |

S & — IE AT &1 &7 AfT AUe & KT Irs f[aer den IAR TFa[R oY Agwdqel
Ugel afferd Bid B | saferg Wt Scure e @l e dedl Sff & B | e &l FEl ® fh S
o ° 1 &= @ awg Aol o 9en arfsa & fRuiRer @ fhart afaferd g g—

1. @ QA& & A o S Ay don o 9 SAre W o arfRe?

TR DI S G Bl fORAR HIAT A1RY 374 ARATHRYT HRAT AR |

TS 9 B TI—TI SR HIF—DHIF A 8 qHhd &7

FI1 IAE B (B Fifod IR V& ITAN & AR 2 AT Ta1?

SRl & foly -1 g, UfHT1 vd otdel &1 AT Sidh I8e

Irel B g 3ol STeR—YbR, vd feur #§ faefid fhar SHr & e &9 9 37 9 9
BT IGANT Sh IB?

A S

W. Lazer, op. cit., p. 242.
Alexander, Cross and Hill, op.cit., pp. 17-34.
W. J. Stanton, op. cit., p. 174.
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7. Sdred 9= fha B9 a1faU 9o ST gl =T dar gnm?
8. SRl & Yod MR &4 fhar SRRM 9 g fovamn grm?

Sdre fadera @1 3

(Meaning of Product Development)

IcTE I 1 31 SWUE—{IaR @1 qreifde Scre 7 aRdfdd e A foran S & | I8 a8 ufshar 8 S
T Td fAUv emarsli Bl FAIRT Bell 2 AR IIAgE IHR] & JRATIA & wY § T I 3feral
FIMAT IS ISR H Y Bl © [

WeAd @ Y&l H "IATE IFHU SOlRANT Td SR Tl dab-ia] fharg, Iaare et deand © |
9 URHY & SR fdemT Scaral H GUR, Id!1 GASSIIS T 7o 73 IR Bl f[JHrt Bri ‘Sare faard
I affafera Brar B |

fToRIT U9 SR & IIea] H, "STE fAhtd a8 Ufshar & T, AM=Id: U a9 &1 Ued aadae & fov Sarg
G § 79 AR S O 8, F1e] UG &R O ¢ | IR Fenfad fasd s € @

ST gRaTrsi 3 W ® 6 Sare ey &1 st Iwre Y@ # 74 ITET B SIS, ale, Skl al
ST, JMHRI, ITHM, oIl U Uavol faRuarsli #§ GER B qoA1 faifed IART S UhH B 4 Bl © |
3 T&T H AR B aRAAd TRl DI GRI BRA 8 ‘IUE TIR PRAT IATG [JBI HEAT & 2

‘Ie-HIfa’, ‘Sure-FaeE’ @ Sae-fAe d§ aw= (Relation between "Product-Policy', 'Product-
Planning' and 'Product-Development') — ‘ScTG—I, ‘SATG—Ae U4 ‘Sare ey dF1 8 IRER g
wY W S U 8 3R SUE—dH & SUHRY & | 39 afte A IAR—Il, ‘SAe— 11T, oI S<are faara
{ HEl 8P F1ae fauor fhar 8 fad o M1 b |faferd 81 ol € | Sare—ifd &H & S 9m
9 BT FEROT BRA 8 AT SRR %H g1 fhar ST 8 T Sil |6 & 94! sfdadi gd faumi &1 o™
<Y YT Bl I B a2 B 3R SRR BReAl 8 | ‘SrE—AIo d ‘Ieare— e’ a1 81 Saara—ifd
@ 37 T4 A B |

SATE— A IAE—T & el Ud Seedi dl Ui & ot 9@ g1 MeiRor W1l vd wRi & R
IS FFE IO AR BRIPH TR HRAT & dAT 39 Icure Audiet &1 ek &rar 8 S SudTaeiy
3! fafag AT BT 9ol TR A B Fd | I SAE A B BRI dhAlh wY A 707 o 1 e
BTRIHHAT BT fIBM BT 2 | STR—AIT & eI T Il Bl UK &g A Bl Ic1e W™ ST BT a1y,
STH B ANGT ATTLID 8, TAT IUEG—AHT DI TR ATHIOATN 8 JfrdT T8I, AT U] S T
STE— RIS U BRIAT | [ATR [Ahr Iera FRIISH &1 1= 3T Bl 8 | a%d: Scae—arer
TS Afdd 8, STafd Iae—fder Udpfa | fhars s 2 |

"IATE—fapra” IUTe—RaeH & Aol B FaeR H§ HrRIwT USH dRE B folv Sdel I JHfRId Idlg
A, IUC— ST, To—IcUTE B Sl Adh-ilih [haTsli Bl T~ B DI UishdT © | I8 TlshaT

19 William Lazer, op. cit., p. 243. Rferas aor 71 Swe Rem #1 e A &1 gafgear a9 gy fawad sweff # wier 2|

20 W1J Stanton. op cit., p. 180.

2 "Product development involves the adding, dropping, and modification of item specifications in the product line for a given period

of time, usually one year."
— Lipson and Darling, op. cit., p. 626.
22 "The product development may be defined as devising a product to meet the exact requirement of the market."

— SV Kodvekar "Key Role of R & D Developing Products" as article published in Economic Times, Jan., 17, 1972, p.v.
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TGRAT BT Th-1Id! TG AU eTHdrRl bl aRdfdd w0 W AT DRl & dife ¥l 8 T¥Id AU 3eawr

BT Y IST TP | SATG—IPN, IS fITR Bl aRfdd IS H I+ J T IEGdT & | I8 SIS o
g1 AUiRd faQradrer @1 de-fe wU | SRl § FHIfdT Rl © |

FAG—A, ‘SR~ 14 SR o™ & fharddy Sy Jdedl & S1id AF T 2 |
STIRRIY Y IAE—11d BT (ERO B 8 | qAT IAR— TS Td IAE—TAh & qh+11dh! Ugcsli &l
ArfEe &R § | Il Seue—e Ud Sde—faam & Bt 31 G5 S & Q1R faRe gaeedl i)
g 7 |, R 399 wafRaa fota sir SRgAgel den e gwra arel B €, iy STy YeRId]
&1 3rgHIe o ST Skl 81l B |

Sdre fder & o«

(Elements of Product Development)

SATE—(IHT AEl IUTE DI FEl WU H Aal HIAA U Fel A1 H Fel WU W U 3 G G & 59
B} B R B I Saure fawr ufshan & f=felRaa 9 dwal @1 fasRya fear i g—

1. I FaraR (Product Innovation): AR &1 312f T faaRl @) WISl Ud SHd! ATHIS ‘;I'gﬁﬂ@
BT & | SUE AR B TSI SR DI IR GUS B IMATIGATSA & A0 11 Il &,
IAE—ET H T4 I1E AFAferd fhd S & iR S+ J1axersti &l @iel &l 9l 8 | RiFH oamvg
™Y T SAE] BT [AHRT U9 AU g=7a 817 © | B W BH 3R TG Jawdh qoar g
ReIferl # =1 IRl A A=< 781 I8 Fohdl, 9ol &1 d I U AMUE R A i | Jg BRI 8 b
IATE AArER AT T IR & [JHmT BT B A rfrmdd ya=rar Idaor uTe del i
el B |

ST TR & Hewd ®) fFr=ifeiRad geal & T # Heaifed far S daar 2—

1. SdF da-a! AMAHRI T SUARRIT &1 TR oM IoM & oy TR HrRishH PI U1
At 2 |

2. AT B fAfSpy SRieHar o1 STINT BT & flv Fa[R SN © |
3. 9ToIR UJ SYHIET |1 H 819 dTol IRTdHl & A1 FHRIS BR1 & ol TR a3 2 |
4, TR P HIUGT Td Il H dfg b oI TaeR RAEIRS 2 |

2. IS JUR (Product Improvement): 3G JER BT 31ef qIOTR—HAMT, B, EH—wfadl fe &
AR IATRT H I IO Bl Iq B H & Sl ST Pl AAHTH T ST IR T |
IR B 6w, arpfa, el, I, fSoms, Suam anfe faemaredi # f6y S arel aRad+ Ire
JuR # Afeaferd fed o 2 | geft Sre gurR shiRed qof 81an 8, fareg Scral & fawr a1 gor
H o9 SiRgwyol Brar 21 &R ®H @1 ufoieh Refd @1 a9 3@ & fog arHTawe B 2

3. R | JUR (Packaging Improvement): Hae B 37 El?ﬂ%ﬁ Pl &, Udel @Al 37 HeAd
H 39 UPR 9% B3 I BT 8 6 TEdh S M & UgdM Hd, of Sl A, IR 9 Fd, T&T—He
B T d UED DI YRTST Bl Uellb 99 b | FAeA a3 & Jod Ua {9l Bl gurfad e 2 |
IR IcTE favcepvor Sfaudi &1 U TguH SUSGRUI BIAT & | Haed Tl B 34 79 1 Wi
DI IIEES! Td SN F FAM & forg fdeier i H, 7RG o S g € | 9Rd H 1 81 &1 5 U
DI a1 o T 8 S fSai s1eran Yshel W I dTell el & ¥, IATGDh] D A, Ib] 7T,
I AMfe & IR ¥ Yol IR [AaR0T G711 FBIA MMaedh AW 2 | 91 Fa Rl 7 Hates gaR
DI 4G W IAG fAH Ufhan &1 Ve W@ dwd a1 34T B |
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Sare faera &1 98«
(Importance of Product Development)

Sare e o 70 aRRefaal & fmior va femm aRRefoal @ dofravor 3 w9 @ar 2 | gafer
AT B, FHIST 3R I & RSP0 I Ig A= Ae<dqul [AUv foha 8 | 59 Aewd dl e =gl
A T ST Fhal gi—

1. Jrenfie Rerdr & Wicares — ARG GRImRll & IR 6™ HrRisT IR @R & fRdR
TN e B & (oA fefegaRel H A—Yfe Afefd W&l 8, JISNIR & qAR] A HHI 8] Bl UKl
2 R uRvmawy anfdies ywifa & werf¥icd Jar B | $Hd Sflal Idiie WXLl & SIS
fafafre~or SriHd 1d I IR HRIHA el Wit I TddHSd Y& R ¢ |

2. WEh-I<N § afg — IS BT BH B Th-1d! Ud fAUoe eHarei ol 91Tk J51T & A1 39 bR
I BRAT & dlih BH D Icde ¥y Ay Arep—amaegsarsl & g fftemdd agfe
IUAE BRI Y PR G | TATEAR T IUTGT B [IBI DI ARG T & TAT FRADRIN IcAT& @I
B IS SCATT B G PR ATHI & IedIa I Bl [JdHY0] AT SUAE BRI ¢ | IS
gUR Ud Fa<A JUR ATEH] DI FHITD YRTST Td AAII=1D Agftec SUAE B & el el
g Pal Sl Fhdll 3 b IUE [JHrT Tqed—F=<IY H afg BT 8, TT8D] bl W g1 & 3R T
ORI &1 I oRar 2 |

3 W B anll | afg — SR e FRiEH BH & aMi H afg R & Fifh TaER BH @) [fkeg
&FAT B UYfAd Td o A & i Bl IuATR Pl 79 SRl B (9B §RT F¥d I &,
TATAIAROT A HH B AR BT QU1 AUAN BIal 8, [ARTEIaR0 9 w1 @1 =fd 9gdl © 3R
HRABRYT | BH B ATEHI BT AGUATT TR BTl & | §9 THR BH B Ufcreqell Ryl g i o1 7
H guR B 2|

JeY § T8 HeT S Fhdl & fb Sare f[aer 73 Sl © [AdRT §RI B4 & 9I6IRI & fddrT Bl 8, I8
HT) IS XI3Y R YHTeT STl 8, ST X131 & (AR AGa B qaelrdl &; i, [aha Fag-, A,
JATEEATAAT 3N R IATRT & UHT Bl YGTRIT PRT & 3R SM&I & IR AT Fae—q™ihd & MMERI &
fAPHRT BT AHSCT & | Vg ITe e Arasaiifie wxenel & fderi—faar, iRaw, fafarm w— e
R, Refd, SH—oRon v Jafdae R gergera dedi &1 Uikl A ST 8lF & BRI D] Sila- Iad Bl off
AhaT B |

aw-faera & Rigr<

(Principles of Product Development)

fagoe &3 & fRgmi 71 ag-—Rer & N7 Rrgra aar’)i € 91 sy wvg—fe™ & arimA & g v

AT W a9 g 2 | 37 Ragrai &1 fawad faaxon, 941 gaR 22—

1. yaTdeRor &1 fRIgT (Principle of Standardization): “JHTY € AIIGUS & Sl IR<(dd UROTH] &Y
Sire 8 JMMER U&TH B & |” 31 Teal H, "gardiesrvr 3 faRke i v Iramafie ol &1 wenfia
B D U1 8 Sl A Hal Bl gl & AMER B4 & | (@A & fdbrd § gaqiaxor 4 37 SHD
IMHR, w4, T, 74731, et g Aifde g e deoi 4 8 S U6 a%g 9 89 =1fRy |
AR H FATIIBROT B1 YR 1947 H 8 o | GoA H WRY A &GRI (Bureau of Indian Standards)
TG TRAT BRING © | 59 GRAT 7 31d TP, 15,800 HFH A1 y4q19 iR fHy 8 RS Suan vfow
8| FEl 12 BOR GRATY VA & Sfl AMD & SUANT bR & 1Y egd=1 Urel &Rl & Sl 4,000 RIS
I B I B awgal Bl Scare Uy w2 |
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fauor & Rygr=

WXeAIHRl BT RIGT (Principle of simplification): ARHRYT B RIGIT SF1aed® a%q =T,
MPR—YH, <, f&aired, anfe § S &Rl & | fAUvE HRIFH BT AR 911 & | 9OSR AR d
Icared q1 fAaRoT ANTEl | BH HRAT § AT aK] ATFAT SR H BRAT ¢ |

fafrStavor &1 RygT (Principle of specilization): ARTEIHYT &1 g axg—fae & &3 #
eI g fAfAENHRO1 B FAG B R SR <l & a1 fARre &3 4 = e $xar g f™
HHARY B HIA dgadl 7 U @R H AdeId g B 1 399 UEd B W if¥fean agfe
fyerht 21

Sudad A1 RIGTT Tel—3Te € <ifdh d Udh—g3N A 9f$ gV & | TRCAIhRUl & 347d | =1 a1 JHTdIavor 8l
AHAT & AR 7 FARMSIHR0T | 31 YHR YATIIGRN & FHTd H 7 Al EReAIDRYT 8l bl & AR T JHTHHR |
9 UBR el & e | g7 AH1 gl @1 &1 SR A S @y |

(Scope of Product-planning and Product Development)

TS Ud a—AbTA BT &3 BIB] ATID © | $AH A% A T A G AR 8; O™, I BT PR,
TR, ST, Jed, 3, 9108, HISTSA AN | A1 & & 4 ard Al 594 & & =< Al & o 9%

® IIOIR UR UHTG TSl © | 39D &3 H Jgaar 11 9 STl 8—

1.

a%g-fAvia (Product-decision): 1 aRg] &1 0T &= A Y& AT BT Ul I8 017 AT el
2 & a8 o awg &1 (A0 =1 ared & fSa o S & g |iEHl ®1 el S 9 | 39 UHR
aeg—fAofa i o vom A 2 |

] Pl fSoIT= 9 PR (Design and Size of the Product): d%] SRICEEEER qE] CARCNIES]
A AT 2 | F8T S8 & 31l H 9 9 BT oI, Wde, J—Y, T IS A 2 | PR Bl 371 g
DI ATH A & | T8 ATHI g TR DI 8l Fbhall 8; oid, BIC], I$1 9 AR AT & &5 4
g8 9l W AR E |

g%g @1 A (Name of the Product): 9% & IS U fddrd § o &1 719 9 371l 8 | 9% B
M A e G Bl A TF BRAN & I8 A U BI1 BASY FTADT STRA A YHRI Sl b, Y1e @[
ST | qAT S aR DI F@Ire! g A & A9 B USRid SRl 8 oY, o e, e U=,
YIRS e Anfe |

a%g 1 3 (Colour of the product): I IF HT TSR AT IR g T9 A1 {9, 3N BT &M @
P IMATIHAT o] & Ifh Al 3P fauRIa R 8 T ST &1 wfer &1 9 19 G 811 | IR
H, I 9 P 99 H 950 WIS Bl © | RA H IR I & T H ol i aeiR 8
2 Wf% B axgell & wrg # uRade grar faar) § @1 2

a%g BT G (Price of the product): I PT oI, TRI—AISTH H T 95 &l HecdyUl °CH © | AT
AT 3 BT Tl I 9 81 S 8 A1 FGARN BT ART GI G 81 Fhll © | 3 o
RIS B TG T B AR g S]], URTATRIT, ST Bl < &, a% Bl DRI
(gfaen, fa¥re g A o1 A1et) TR RIBT, I & Hod IR WRBRI Ulcrawe 3f1fe 1 a1 G ARy |

% 1 91vS, YD g Afdd (Brand, packaging and label of te product): aRG—FATS # a%g
BT A1US, IHBT YHTGT g olfdet W T HRAT ISl € | F1U8 Yeb YbR P fors & et YN 9 b1
M TG A & folg fdvan ST & R s T S99 a%g 1 S 9 U8 R 3 B G | IR
H 3G 80— ST’V fAed §; O, WoRk H1US STefe], avdfa o, fidel BTy Sai @ difers onfe |
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ST 9 DI AT—cI—T H G <, SHS WRIG B A g9, FeaReil §RT &1 S dTel) SiTerdron
DI ABT g 9 S A9 & U {5 S g | 9RA H ffehier gargdl dra o Rl a1 S
Red & fedi # I% o g3 A 2|

TRIAT TR TP Idel AR AT ST 8 TG IHD YT @ 9] H SAerdroll 7 dl 5 9 | I8 dfda
AIIROTTAT BT BT BTl & R avg & T, 36 el g8 avgell @ A, 91ve onfe &ur &1 2 |

7. a%g B T TART (New uses of the product): I & TI—TJ ISTIRN BT Ua1 11 A1 G —Farer
S &F H ol 2| T YN B A B A [FA—FA T Bril | o Al 57 39 B & forg
S T STl @ Sl SUHIel 9 axg &1 & g% H 8 Febell ¢ |

8. I%g P! MRS TG AA1 (Guarantee & Service of the product): TS &1 RIS Ig 3Af<H BRI
2 | SYHIRT BT TRET & A1l B 6 Afe 9vg SIeal ©R19 81 SN 1 98t & SIREf a1 S9a! Jud
AR B & ST | 39 UHR &) TR W U {1 8 Sl fAshd & 918 &) 9l © | TRCT Bl e
SUHIETT ®1 349 91 BT fIzar e & {6 sad qou &1 3faa ufiwa & < <&1 2 |

9 UBR IRI—ASH Td f[AhrI—a%g & a7 d 9o IR & FAIG o1 81 Sl & dfcdh SUHIa] bl Ifad A=<y
9 & forg g W o fbar S B |

arg-FaeE 31 Saraifa
(Responsibility of Product Planning)

RIS 1 ITRIME fhADT 27 SHHT IR AR B 6 I8 BRI GReA & AMfeld &1 8 | oAfdh o d
awgell F1 o FrafEl & g1 B o @ S 39 Rl &1 SIREIR B & Harad s $ B |
TSI ATTATID HIAY 57 BRI BT Yo HaTeAD DI AT Sl & AR I FATAD DI a—+1aroT Ud b
HATAD BEd & | HB AT e | FATerdh a1 Il 3R I8 H1d Ay Farerds o1 |6 <ol § 5afdh 7o
I8 BRI avq (RIS AfAfd & J1egq | Rl © | 98 AR U BRI Pl A PR b e I TAD A
& U S-S I Yaere ga R aell & 3R 59 UbR a%g 1T BT BRI ATT—3A a8 YT~
WR g ST 8 | ag— e Affd W@ 9 99 BRIl H A9ad SR 8 SR FaTdd—qvsd & foy STRar
&Il & |

(Organisation for Product-Planning and Development)

TI—Taree vd e & forg dere faft= wxenstt # fafi=1 yeR & 81 2, iR e &1 78 W fafi=
FaarRl & forg W A= UdR & 81 8 oifd 591 G984l § 8 FHMCS IR SRl 2 |

FIEROTAT 54 By IR FHA ST & A1 IAD] WP FIAR S Ja §RT Bl SRl ¢ | I8 IR b 0
R B I b AR H AT R®E G H IR B A H 8 Gl © | AR # Wiela fid S W
RG-S 9T gR1 IR™S Sira—dsdiel 31 Sl & R 9] T2 faRIvdmaii &1 g3 faan S 2 |
T8 ) LI SR favrT & g Afse 79M & forg a9 & Sl 2 | I8 fawm Ue dted g i
9T @1 9T < B | 31 FEioT 39T v 1 ofrst Al /3 H i el g AR aguR Ak A faueE
0T fIURT B TleTor 2 | <1 B | I8 faveT e FAfvad e W avg @) e axan € iR 39 w9 |
QU Ud FeaRell e @l &l gfifbarai o IfeaRad dral g iR 39 AR 3MaIdh HR—d8d &g
SRR fa9eT @1 fR gRac &= & oy we1 S 2 | ¥8 f3urT S99 uRRacd= &R ffor 3T @1 |y
A1 E Sl I R B AR & MR IR A0 FRaAT € | 8D Bl a%g S IR H § JHHRNI 9 I©
R & oY AT B & Ieed A (AU vd fashg dag [a9rT W Sriare] o_ar 2 | iR o H 9%
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SUNIERT TR Ugd Sl @ | Ife SUHIGal §RT 314 Al ajall § BR—dad & ALl Fad HI oIl § dl
R fAYUTT ST PR T8l ¥ AU ST 2 | Yo TRAT H ARG a¥g—-1a1oid gd fasr & fog e
JHR ST IS Ul STl g

| Marketing Director } :I Product Plannig I »! Engineering Research
A and Development
Marketing finding: A
Customer specification:
Perliminary Sales | Manufacturing |

estimation

Y
| Product Testing |

Marketing Research
A
Engineering for
Modification
L/
Sales Manufacturing for
| Customer | Advertising < Full Scale Production
Sales Promotion

3 A6 ¥ fAUvE yaeed Bl SARGRN ST T B e et & Q| T BT 2 | e 6N g9a forg
TR TGS gad A 8 | Sidfh FB ag— e |ffd |

9% gRad= fAvig
(Product-Change Decision)

U I & T8 99 aRG—IRad & o7 &1 arch 1l 2 A1 faf= ug el R AR &% &y S|l
A ¥ A T o7 o1 ISl € S 91d Bl 39 UBR Al B8 Ahd & b 9% Il Ao 9 UeR & 8
g — (i) axg e oty (i) avg aRem fof, (i) T aeg—frmtor ot |

U G P Siia- g $91 Al IR YHTG STl 2 | 9 agU Sl URudd 3fael § 8 S Usfoi d 3 UdR
H FIEA B B 01 o B IMaeFHal Bl & afd] 9 Gy SIS 7w WR Ugd gal & S5 U
FRG—TAHT I IR BT 7077 o1 B Il Bl @ Rifh d SAD! [d5h] S 9@ DI PIg TG T8
2| afcw g9a fauda S9a) e @ g T | g A & wrE 2| O grera # T avgy fAEior ae
&1 ot forar S A € |

-y 31 fAvfa
(The Product -Modification Decision)
Tl avg & Wifded &l I SqD YD H SIF—gHPR URads R DI 9% FUEF Ped o |2 I8
TRI—ANGT T aRAT H ARG 78] B © | T8 g IeT F1 I3l H TG L Bl B IRy w9 | S
TRGAT H &l 39D Ped Al d RIS UaTe] H Pl <R T8l © | S&TeR0] & ofg, AHRY FHET BT T AR

23

"A product-modification is any deliberate alteration in the physical attributes of a product or its packaging.

— Philip Kotler: Marketing Management, p. 452.
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H ‘ST g, 9Ra Ugiferad g g Ugifei AMe A9 991 BRIl g§RT IR a1 g 9= S 2 |
ifh s9d WIfdd TeTol § IS TR ol & | 31 U HIHAT § HATdSd IR g AvsIgionT I gRadd &x
fauor fear Smar 21

U AT AHI—FHT UR 9 910 Bl YT ST &1 & [ T Sl H FeNe PR AfAd A1 HHAT ST
HHAT T | I8 MG a8 & APR, WIE, A, B, SO, g el onfe 7 4 {60 v 5 a1 o3 3
e fed 1 dad 2

TS & 39 UfdaTeiiel T H 98— BRYI & Sl Ueb [T Bl 371 awgaii H AMee B & g fdasr -
T 2| R 6 o @1 99 @1 S G AT SHH dfg B ST 9P | T BRYT FfeiRad g

1. gfawagl (Competition): YRS Fad A8l Ud U HRUI B Sl 9% H GOg_ & forg qrey
BT B |

% Tl IHfA (Technical Progress): 3% ¥ Iid ddb-ild IUAY 81 & BRI W1 a%] H GeNg"
BT RS B ST 8 | SSTERY & oIy, STel 99 dTdl S | YRd # 98 IS g @1 I & 8
J oAb 3 WAl Wil & IuAE] & | 3T PR Ul AR S[SURTSe o oifhd 319 faotell &
ClERIgeY W) Suaie & |

3. fassa fARmac (Sales Decline): aH] P AR Eg IEEQ ER@—W%F[ P foro 9187 B <l B |

ITYFd BRI H T SR IR—FNG (BT S 5 RraH H91 A1 BT Ui a5 a1 S & a1 &

R AR PR AT ST 8 A1 F Semad T g UG BR & Il B | - A1 I9 avg D -1

Ated ufday e A o 2 | IR # MRR-IARTe, Rgw™ R’ 9 A% SR’ & Afed 781 SR

J yfoay a1 g8 v 95 ATt o € |

RI—JIR AT FNEF B gga—Al Qfd—NfrT & b g1 =1 A 8-

1. ﬁﬂﬂ-gﬂr\’ - (Quality-improvement strategy): 39 Jfd—NfT &1 ST qE] @ gfa fagam
Uq fCPhrau 3 afg -1 8 | I8 B axg DI AHH A1 SAD! AT qrdi H h—aael B (a1 Sl
2 3R 8 Y 99 Ay Rl Sl & Sfafes (i) fafan ufeanfiar & dre =2 <= arsan 2, 1 (i)
forafen s o arferd) & St & forw uiig & SfiR 379 et qa1ferd] & avg aTehR U Uil
=TEA1 B, AT (iii) A o= fJuer Ieedi &1 gl a3 amean 8 | I8 S fdl 9o 4 aroeh Refa
T 99 & forg B e B |

T8 N U =l T B I ¥ I8 B & (i) a%g ¥ uRacd 39 UaR fhan o & a8 uRad
AH—ATH A 2, TG (i) HARI B AT T a%G D fhed T T2 31 SeRl 9 R 8
afey |

2. ‘ﬁ?ﬁ-'\jﬁlﬂ Af3-AfA (Style-improvement Strategy): 39 Jfd—NA & =M H qu] H ey
) MY ISIAT SIdl & | pHAl gRT AT fSdl & Wil disd ufaay el o & 9 el
IR & BRI & fFebTel S 8 | offde T8 el TR 98— AHRIN I~ Rl © | T8
FHE1 BfcA & fb TN Al BT TEHT GRIT MU foran SRATT | 3 UHR IfE TN el 1 =gl o
fafor =1 g% B & A i QR el @ 9l 1 ScTed 9 @R QA1 © | 9T IR0 I8
B & & Aef—JarR AT & omm & A =g & [ o= | oo @il B
1 ¥ B |

3. Bt Tt R Af3-NfA (Functional featres improvement strategy): 39 Afa—Nfa &1 T2
JRfdds I Bfcad FAIFa—arHi § afg B 2| 390 ag—gUR 39 ISR fHar o & & a8
31T GraemsTe, BRI Td YR v | |
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STfad il Afa—foa! th—geR & W@ 2 «fdd @@er 7 98 i e ® {6 ot Swfed e o &
T |1 AN © | U T8 U o 2 & fhedl v Q- &1 wam 7 axa 39 Sfo—Nfodi & ffda
HY P TN & | T FAT Pl 9+ Fherarf Rerfdy 91 3@ & forg avg @ fave, el vd driicrss ger
Tl TS BT AUATT Y& AIRY |

Aifh aRG—HET FRA | SIRGA I8 B | 7 WM DI SIRGA T dTel ST W IR e ax o
1Y | SRIT HH B S Seed F IR A NG dR—EN a1 S a1 & | f[uor ga-are iR e A=
H Y PR G I THTdl BT Ul ST STl Aol & i 1 HeNfae avqaii & A1 YR axaii &l
A ITe] <=1 ST |hell 2 |

9] IRAAr &1 Aol

(Product Elimination Decision)

19 Qe ferHfan sroeit fFafo—arferst § 4 fodl avg @1 e < & o1 s9e] avg FaIf I a%g arg a1 93
IRTITT FE © | S I & gRT S Farell g3 a¥g &1 101 av1 = a1 e & | o, Afe {6 qarsai
& fHiar g)1 10 Sargdi &1 fFHior vd s fan S <@ § o o 999 918 98 9 Sarsdl &1 FHivr vd
fasha R & SR SHdl ga1 &1 (FHi0T Ud {4 g1 &R a1 8 o1 31 D1 89 9% Y A1 a5 IR Pl
I < 2 |

319 I8 YT Sodl & & avg—amifd a1 @ &1 Aok ve fafan g i foran Siran 27 a1 30 91 89 39 UaR
B8 AP © b U I DI T (07 o & fY 918 R dTel DIF—dbIF | BRI AT °Ih &7 Q4T F07g

oY b PR I "ch 7 B Jhd Bi—

1. fiReit g$ f@ (Declining sale): ST9 {30 a% &1 fahl ufcrad AR S <& 2 3R 9 I+ Bl
Bz A el 78 < & @1 e & fog avg |wfa @1 ol o @1 g Sfd et
R

2, iRl §¢ @ (Delining profits): I BN awg & o™l § aR1ER HHAI Bl Sl & AR TP IS
DI Plg TG Telid el B g A1 a%g aRem &1 ot foran 51 waan 2

3. fIRT @ (Declinig prices): Il 9% & A1 H RTEC A yaiy fewrdl <l 8 IR 9B b Bl
HIg I SfReTer el Bl & a1 fHidr & g1 axg—aai &1 oy feran S e 2 |

4. %] F1 Siiga-asb (Life-cycle of the product): HMI—FH¥ g BT Silgd g W1 a9 B TG H
HETID I 8 | STd g AU+ Siia-—ash H URUGad P aReAT H Ugd Skl & o BS A9 915 Fahd
qTell 3Tl UR™ 81 I § 3R o9 $H 8F o ¢ | Yl Reifd 7 o fFmian gR1 axg—fed a1
IR P 91 A S Fhdl § RS9 W vy o S At g

5. e I (Managerial time): Ife 51 9% & AU WR Yaedhi ®I 370 axgAl dI el |
A & <1 el & RTad 31 Il @1 aveaal f[aukid wu | ywifad 8kl & o o Reafa 4
I & IR BT Aoty foram S Awar 7|

6. TG o guTaEieral § F (Reduction in product's effectiveness): If< axg I Ieedi @ Yfcl &l
IR 1 38 B e fog 9 axg—a—ufad & wfie fan w1 on a Ot avg & uReam &1 fota
foran < e 2 |

7. gfarenfdd avg (Substitute product): URAUT 9] H1 3fef & T 9K R I K] BT WA o
o1 | <IfhT I8 AT S A fordT S & Sfafd 71 ufcrenfud avg ugel i &) avg 4 S=1a
g g1 A RIf 7 ugelt avg @ fmfar g1 S9d wR—ded a1 wAifd & IR # ol forn o
HHA B |
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T e ffdn R THa—aHT IR 37U awqgell @l |Hie @1 SRl © SR 5 awgall # S fo o s
TR BN e <4 € A S9e g1 A @ i W AR e fhan S Ay | e @ ot T werfy
& B % vaeH Wi &1 Aol of o =Ry | wwifia fFotg o 9 9d I8 < o @iy f @ avg HA
HINGF I TATEAR BR IFD] A, IFD A G 3 11 B JAMAR IR 1 1 Ahall 57 i T 1 dl
ggel I8 Aol o anfR | fh) U 99 avg § GUR &1 S/awR el § o) 9Eifd a1 vty sraw o foram
ST AR | fB=f 1 fen & SR el 1 o1+ I H 991 X1 Ifod 81 2 Fifh S TS A1e
i &1 GHIAN Bl 2 |

AR I8 ST S & b a1 9] & URSATT BT ORI I PI ST 2 MR T8 89T I8 TIT BRall
2 o aeg—eNg A1 A aRI—(IH™ BB &1 DM Il {1 S 3MR g BT RN 7 a1 S | 98 39
X P AU IRG—TAHOT | I AHY b G AT & O oA TP I8 el Al © | FHDT IROMH g BIell

2 (i) SS9 99 & AeE JEES U 9 foR I8 8 [H®1 3RF ¥ i1 o 9adl & IR a9 B 98T
ST AT €, (ii) S P AT HF 21 Sl 2, 3R (iii) HReAT 1Y 3[aeRi B! g1 | BIs <ol & |

39 TG B AN
(Cost of Weak Products)

q ¥y Sl B4 faepell € derm R o Al B €1 B § offd R fl 9 U a9y @Y axg—ufdd # &+l
& B g9 AU FHEA 2 |

U gy U gt & forg #EW d1e & wEH § 9iR g9 uRem &1 vty o forn s =nf | afee
FTAR VT &1 BRI & | I8 SIDI MU 9 Ufdd H q9 T (I I8 ® 59 dd U aeqgal 9§ ueer il
ST 3B & Y H fHerch 8ch 8 <ifdb 2adrll I8 Yol el @ b avg @l yeger ol e & sifaiRe
B 3 AT A B & R U g8—ard onfe 9 1 781 o g, o fol ari @ed © | I8 W
A B UchE NI B A YIS B =MLY | T I g3 T A g @ el g

1. gad IXgall & fa=mo gd fasd Faga IR oA aite ¥ 31fSd g AT Iedl 2 olfdh afd gal
B THH I Y I3 TR I B I AT NS AT ST O FhelT B |

2 e I3 @ A1 9 SD WD H FHI—FHI R YR HRAT Il & |
3. Ygh] Pl Aol IRl b IR H Ara W AAd FHY A BIAI Usdl B AR AfB & g
IS B |

4. ) Rl B BIRAT WMEdh S 7 H 99 S PR ol © [ AT 9] BT T T8l GIR 8T § 3R
39 ybR 39 fatdar @) ofd e @adl 2|

5. TP Gaol 9 P! SAGT—aTel H 980 T U4 €9 FI BIAT © | $HBT SRV I8 & b QAT =g I
STET—dTel ¥ 98 W9 Ud & Y BIdT © | $HDb] HRUT I§ & fob VAT g T Scuras JR—aAR A
TR B ol IAEA—ATA qR—IR T HA TSl 2 |

S UBR Gacl a3l & g9 X& H AN geal © d UReITIA aegall & §e H aX Rl 8 R aeg—Hsior

Agferd T8l I8 UTdT | |1 B N TADhR FRAT I HHGIR 81 IH & | 3 I FHI W 9% GRATT 1 i

3rae of foran ST =Ry |

R fAvfa 9 a9 & &R

(Reasons for not taking Elimination Decision)

T T I8 ST B 6 gl avq @l axg—ufadd 3 991 X@ | AT 9l &, O HH BId § | WIdY IToTIRiT
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R G9Td TS B, i R 1 a8 ST fU aRg—Ufdd H 911 IET & | 3R, TH. 3feldolvs: & Ad ¥, "SHqH]
q&I BRI WIGHdT & |” ARG 9 IR Aoy 9 o & 791 BRI 9aR)) Sl 8—

1. "ed! #§ gRaddH (Change in factors): Ja-di &1 I8 RN &1 2 b a%g @1 &F faeh! 988 g
& RO 2 SN AW & 98 SIRAT 3MR T FADR 3MMAH AT qIoIe b Mgl &l SRl a1 et
9¢ STRAN |

2. eg-Hele §R1 Uired (Boosting by product-modification): Uaw I8 Arad 2 o awg—de
& g1 faat &1 greanfea &= foram SRR |

3. fauos @wrRfeA | WA (Modification in marketing programme): Ud% g§R1 $HI—3H I8
A 1 2 {6 9% # 13 HH 81 2 afed Ig HH fAuvrE SrRimd o ® et S fan 5 g
2 T 3@ foly SeRi & Ureartad fhar S waar & | fasmue i § afg vd fsmos 3 aRad= axa
1 31 fIuoE "edi 7 AMeE aRe A B G S Fehell ¢ |

4. I Eﬂﬂaﬁ 3 f3t § Wermd (Helpful in the sale of othe products): T&H g‘siﬂ 9] P Al A
TR T ST Fhal & b IT 31 aegali &1 [ 3 Ferrn e &1 & | I8 9% Aear arell a%g
g foe f5 o avgell & uTed Hu o B |

5. SulRerdi &t uifki (Receipt of overhead expenses): 59 a%q @1 ! IURSAT &1 g1 HR <l
2 3R AT & urT ST AEFl BT B H Y @A BT 3AA AT e 3R BIS TE 2

6. HHaREl &1 f29 (Interest of personnel): Ff2d el & HRU W gda 9] P IR W T 2 |
e & R R R {8 W @fdd B E R I 3 avg R R 2 O avg—
Yeveeh, HHAR] G Ued | Il I%g DI gg Ul I Hebrel &A1 SR a1 S9! Sred v 8l W
ID! HaATE FHTE BR a1 SR AT IAH] B GGl B | HHI—HH FF9E AT 9% IRSITT o
o H U IRl Ued 99 ST B MR avg aut qe fAfar @ aeg—ufad § o+ wEch 7

7, FfAal I fSUMAT (Hiding of defeacts): I fdd i1 |6+ 4 & iR 5@ f2d awg uReam § gwifad
BT & J 9 D ST furd I8 8, O, axg B 5 UaR Ao R SureT & id H gdhd o
SEH Wi & (JaRT Yag Pl <1 AT 9 Gl qrdi DI Yo ST |

g aREm T @
(Product Abandonment Practice)

9] IRTATT BT Fa 3(<BT TRID1 31 T MUT el gl & | AERVAT I8 <@l Sl 2 b 9% aReAmT
D! BRIATE AF H I B U & IR WR B Il 8-

1. g‘cb_@ P YR W (On a piecemeal basis): WWWW@W@HWW—%W
ST 2 | I8 99 99 {1 S § Safe 9% &1 Jed fRar e S <@ g |

2 Hdhe B IMUR R (On a crisis basis): T I« B Gt I {FAA Tl A 8 1 AW Tl Fell
ST & 1 BT Il R AHT H W™ H Thd 8191 Y& 8l Sl & ol 9% RSN Bl 077 59
HPHT & YR W o fordl T & AR 9 Bl I JR= g8 DR QT SIel 8 | 39 YR % i
@ axg—ufad A Frder o 2 |
< ST M1 & W IR T8l 2 | SHBT BRI I8 7 b 9 3G et gg 1 fafar o
aeg—ufad # Ra=ch I B &R w1 i e 81 2|

3. wrafdes aeg wHien fafd (Periodic product review method): U JeudRerd TRIbT I8 81 Hahdll ©
o 31 aRqgati @1 e, fS7eb SiRId &9 &H 81 8 8, U MI¥ad A9Y & 3R IR AT PR ol SI1Y;
S, &R A AR @ T | I8 dRIB] 9e QU § Ueh HeH B SR U A 9§ avg @ R A Aol
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ST BT Y ALY 37 Il B AR IHD! STAAT 21 Sl FHhell 2 | $9 FHIT I T el B Bl gfd &l
S 8 — (i) 9ol g URRARE! & |4 # 59 awgell &1 a8 a1 MdTer 31 ragadhdn sl
B IFIPI U TSI B | S99 A= & ol H afeg e & el o) gfd 81 Faclt B (i) 9 1By
3 R fodll axg &1 SRERIE 2 &R afe 961 S o/s1 8 a1 S9d! URON & o Fahdl! 2 | g
UBR A HATRA & [dog HrAarel H & 51 Fdhehl 2 |

g IRr v &t s
(Stages of Product Elimination Decision)

TR URTNT H1 077 BIC FTARIT H Al JGARN WA of ol § i ¢ Iadr 4 39 v & forg e
AR g1 <) IR 2 et avg (edor afffcr ed € | 39 |l 4 S8 adr & o, Idres gd =g
T & SR B 8 | e Fgfad egaara &1 yew oram 2 | 519 $Is Affd 39 UHR 99 oI € A
R Iz |l o Ieeg MuiRa & gU axg & IR o oR o & forg T dRI &1 IR S|
fReiRor ot B |

R IR & 1 TRIDI 7 &l FHR B AT BRI 8 | HUR S FaIT T 8 T8 ATAHD ST HEARI
2| 39! 91 UaR quifn S dadr 2

g% freuor |fafa
TASTTHE  STaReATY
(Creative Stages)
T VTS B I
vd pri—fafy ko

TR AT DI FaATSA JARATY (Operational stages) HE HESER RS I R

9 ffs THA

A /
FHEIER U™

y
PEICEICCIVIY qedieH
(Operational Stages)

A4
A Dl H FAwer

\
Hfqat g Arorre
1 foHtoT

1. ] 3iips TP (Collection of product data): S 3fd¥_T H Ay 34 ERﬂsﬁ J AR sfids
TH3d fbd o & ) I 31 81 & 8 a1 a1 Weie dgdr Il Sl Xl © a1 59 o IR 61
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HAAT B BN S TE) 8 | T8 *ifhs A1 GaaTg ), a1, Jod 9 3= 91l 3 gefd fise &g auf
® B & oy & Jon o S 9 |

2. FHRIeY W (Computer Programme): I8 IR IFARAT 8 | SHH Uil faReAT H Sl AN Uahiaa
B TS § TP FFYER H ST Td & SR I axgedl Bl Bfed & o Wiy ¥ | 98 S ugdl 9 RuiRa
Rigrl & SR o ST 7

3 HedidA (Rating): S1d HFYSR S a3 &1 Gl U< 8 Sl § A1 R S9a1 P Mg &
MR TR a%] Freuvr AfAfaal gR1 Jeaia fhar Sl 8 | §90 oY U@ 3id 31 IR Id Gl 3H
TR far S 7

4. A sipi B WU (Review of indices): IR ST FAT 31 AR A1 1 & g fregor AfAfa
D MYR W I3l & RN &1 ol ot 2 |

5 Al a Arrnsii &1 AWt (Formulation of Policies and plants): STd a%3li & IRETT &1 Fofa

< foran Sman & @1 fR o # I il @ Arerisii &1 (AT S-A1 gsal 8 e SR a%g &1
RN b SR |

K B AN FHI b (AT D1 S a1d] Dl 91 &1 H g1 =1fey fb Sl gy 3@ b 941 & S o1y
Ioi ¥ TR IUT 81 H? SIelRi @ 3T & AT Pl AR (obligation) AT &I 57 &1 BIg 31 U1 AT
g Sl aRET &1 T a%g BT HI PR o ? A |

T4 a3t &1 [Efo

(Manufacture of New Products)

T g & A0 A FART o1 78 9] & [P 9 2 | T (i) 7Y ITE AR @ @i (i) =Rl &) s
(iii) 3MfY P AT (iv) TS BT YRS IUTEH (v) WRIETHS fA9v (vi) fauos, omrar g | 39 W) &1 favaa
faavor s g sreary # fhar w2 |

Idre $1 f[ae™
(New Product Development)

I8 U ol W I & fog I=on <7 € &1 9Fl # 91 o 9 B |
1. I ISP (General Incentives)

2, fa¥Iy® UR® (Specific incentives)

S e & forg A= IRS

(General Incentives For Product Development)

AT URP B A d TSh A & Sl IcuTe f[Aprd & v 98 v § Sfold &xd & | IRl 3 9ch

UiEdi H1 i H aRacH, e & foy =90 iR Tredi @1 Ha o don gav) 3R ufoeuyi &1 Reafd |

ReRar anfe 2 | eR fmiar &1 fawara 2 & auf a& Suvrer &) s26T geh 99 8 =3 iR o fmfan

T IUE & IeUE H g I B YR H wfd T81 ol Al U 98d B BRYT BRI FSRRT i 9 & e

B IR & § | RS 1 B

@) faem @ fou a=dia siaR@Te™T (Human Quest for Growth): #9d # wamifds gron 8 f&6 a8
faera, S+ ok wafg @medr 2| =it axg ) # N I' yafa Bt ® 5 9 s R @
31fer AT X | VAT R & forg 98 FROR g 9% &1 AT el @ iR 9T 9% B JoRA © |

g8 IE IHr™T &1 H8aqul HRT 2 |
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JAd &7 H HYUi T b el & | SRV & foly, ariiT Yoic §Sg] o 919 & A 4 € &
ISR 3R €I Bl fefdbar 7 faera foban | acar gaii aRel A1ge @l 3R & 3R ARG Ffekaird
Aol H 3R S1fNard WU I ST d e @ IR 9eq @) vafd el 2|

gfirad Rafd #1 YuR=1 3R 9910 @1 (To Maintain and Improve Competitive Position):
AA HT TF Heayul Afdasnel Seed o Wit & | fmrar oo gfawasdt Rerfa &1 a9 w@1 v
GURA &g S Al 3TUT Ud 98 & | 9 e iR e favm, aftrsaes ofR foh s <1
TAT UTEDI B MAIDAT AR TTHT BT IETTT B U Ahd P afg B BT Hd 8 | 39 B
P forg 9 e Mdeaw ufoval @ Sare SR fihan @ @d € 3R 39 ITMaR! &I 31U 318 &
faer @1 FRuiRd Bx=1 § SuarT #xd € | ufofsal & A= fhamit &1 T8+ ey &= J S99
Ide & fapa § afg B B | Hola: 31t oy 98 Srdl 8 | Rifh ufavaedi gR1 T St &1 9o
# 31 fIh! B B | 37U T Bl II9R § 9910 X9 & ol gde AT I99 oifdh o1l YR
P IUE B IUTGT B YART BT & | SRV & (1Y, O &1 f2g ofiar 7 garg a1 fefdbanr Ra
%1 fJem fHan a1 erel g1 qRA &1 iR H 370 9 ®1 991¢ W& & oy, 9@ gofls &1 fefe,
499 B IR H A1 TR |

DI B haeIfdd Td Maeddal (Purchasing Power and Needs of Customers): ST H df,
fRrem ¥ afg, 7fdl | T B IR OH AR AW BT B Afdd B afg § [IHRT 81 BT 8 | 39 9
IRFRERY TTEdH Bl wF 3R 719 7 0 aRad= gan 2 | o fivan &1 wfcreiiar v g & &
YTED] Bl YRATTLN IATIBAT Bl TP B B oY IeTe H JoIR AR g IcUG BT [P b
ST | ST SUHTERT g8 Sl & WM WR Uifde A1, APl @ BAeR & WRIF R BifesT wrdd
HHTER, ST, STell 3nfe wWrer ugreil &1 u¥ig &l 2 |

Sre Y@ # A9 (Leadership in Product Line): & ®UIT TTEdh] &1 AMGLIRAT DI IR B
% oy 718 IE & A7 &R R STe § GuR & foY 999 11 k8 H S1u1 TiRg FHSR © |
9 UPR B T T IAE H JBM iR R IAe H GUR B oy wfddemmenl dRom Sdqu
FAT B |

N1 Riems 93w fafr= goR &1 faf= Suar arel Ryarrs 93+l &1 ScreT Rl |

Tl uRass (Changes in Technology): il dd-Id!I # URadd dael YR G & ol &
IR H1 IR 7781 &xan, dfed |1 & guiaan T ScTe &1 401 R 7Y IR $T 911 © | o
TN T B WUF R AARCH T IR I & R R olld Y A, AR @S & U9 Yok &
R W fIEd VOR Ud R Vel &l |

Sare faer @t fafdre gvome

(Specific incentives for Product Development)

fafdre IRoY 9% fAerd & folg A= UROTRIT @1 TRE AT SUANT H T8l IRl offdd A fafi= safri
H faft=1 aRRIfET & SR M=—f=1 8kl 2 | B $9 UHR DI UR0U 39 UHR oi—

1.

2
3
4.
5
6
7

31fde T AT BT SUAT (Utilization of excess production capacity)

gfcreafeiai @1 g 3R gurl 8% a9 (New & improved product of competitor)

A Al | E[f%f % UM | AT (Inability to secure supplies from normal sources)
e I DI SYANT (Utilization of waste products)

IUIR® gaven (Trade Practices)

IRER 9 @R 931 (Govt. Regulation & control)

TS AT B q=I (New demand)
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8. > qa TR & oy Fed ATl b1 SYANT (Utilization of materials for a higher value use)
9. qoiR | g9 (Suggestions from the market)

10.  fIaRor Ny # aRac &) smaegsdhdr, S 31f8d Jul IATET Bl @l & 9B A Heh? IR Bl
[EREIDGI T"[ fdaRoT (Need for change in distribution policy i.e., Full line production resulting in economy
in distributions)

SdE F1 URMWG fAe™
(Initial Development of a Product)

T B aul ¥ Ao uicruel § s T3 IR Ag@ayUl HAIGAl Ieei@ 1 © | [ BI%! 9T 3371 & d1]
TRFDT §s & AT ¢ SRl b Ao, e g @it 31 R A e & T 2 | g9 =1 uRessl 4, 718
R BT [IHr™ BA Bl &, SHD AR DI 2 |

7 S9E @ faaRl @ 94
(Sources of New Product Ideas)

T AR & AHRT HT TG Bfod Wi 379 faRt o @i 2 | il o ogwa € & Rt o & 98
2 oifh om0 faami & &+l 21 95 9 98% 1Y faR <ot a1 aifiderh fig 2 2 | faft= 9ra & e &
T 9 @ [daR Fderd €, oiii—

1. DU B WY D AR, [T HHAR, FEu 3R by [ dor fauor srgder= fawm sife

(Co's own staff).

uforafear @ ER@Q (Competitive Products).

faaRurmdl — A FURY SR |HThHY IR (Distributors — Wholesalers & Retailers).
A STl 91 TEd | T (Suggestions from Customers & General Public).
IATE SO (Production Engineers).

UHBIY 3R A S-edd (Magazines & Research Journals).

fasma Toidl (Advertising Agency).

faeafaerery iR WHFT YIRS (Universities & Research Laboratories).
ARBRI GJﬂQ?‘ETF[ YARTTATY (Govt. Research Laboratories).

W 20 R 5 R w

R H WRGR R ATHU FANTRIAT & A= fIgm iR daeiiep! &3] 9 “d=1i+ed 1d irenfiie srgagr
gR¥E" (Council of Scientific & Industrial Research) (f1.99.3ME.3MR.) 78 facelt & w7y =01 § orf o
& g =T &l 3 STHETRIA FITUT &I 7S © | U SIHET ARG AR H T IUG & (AP & Heayol
AT § | 3T A g vy sufafad &

1. T A SFZR??IFT o, A% feeel (National Physical Laboratory, New Delhi).

RIS AT ST, g1 (National Chemical Laboratory, Pune).

Pl STl Y AT, gqdTq(National Fuel Research Institute, Dhanbad).

Pl T U RIRATRT 901 FRA, deTdhl, (Central Glass & Ceramics Research Institute, Calcutta).
DI WTET Yd Theild! SN HReM, fRI\’ (Central Food & Technological Research Institute, Mysore).
NEAREC GRS ERCIERICIE \_rl'*:l?\l?g'\’ (National Metallurgical Laboratory, Jamshedpur).

PIY TaTs MY TR, TGS (Central Drug Research Institute, Lucknow).

T A R
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8.
9.

10.

11.

12.

PRI TS Y R, AET (Central Leather Research Institute, Madras).

b1 fIERig goNfaRaT ey Herd, U (Central Electronics Engineering Research Institute,
Pilani).

DT HBADB SOlART e TR, g'YR (Central Mechanical Engineering Research Institute,
Durgapur).

&= 2Ny I 9T U IREIT, \fl”j\dé\l ga]Idig, Y2a¥ (Regional Research Laboratories — Jorhat,
Jammu Tawi, Hyderabad & Bhubaneshwar).

PIg IEMHd Zb_(vl'gﬁ {64, TSTe (Central Scientific Instruments Organisation, Chandigarh).

FWR B TRATAT B AR s IFALT TS © o1a! il {7101 Feenafi, Jel iR ARBR B TRl A
BN & | S gWh{d TR (Hafkin Institute), 9% ST SiabT oI @1 ga, RISRT iR gER e e awqgali
BT ATHU BN © | Py (A2l FERIAT UKl HIS+ HRAY, TA18], SONINRT q21 H-Rl & I & H

SgAeT e gy g g 2 |
¢ Swre fad™ @ =Rl

(Stages in New Product Development)

Hr e = o s gwiar ® b Sare & fhaw faar w@iom, pfa &=, difsie 9 fauoll oy &= gen
eI B B I8 TIT ST IToTR H G STl 2 |

SO S

o Zeme fa (Mew Produect ldeas)

—~ 450 Ideas
~ ®B450 | A
B =, | f"\ b . ,.
B o5 4001 1 150 Faarest e 3w i fereero & ferg e @
T 2 350 ' "'-\ (150 [deas Accepted far further Research
= g \ )
E Z 300 Y and Analysis)
> 22507 ® a8\

= [ 8\
- g 4 P (Pilot Preduction)
- 5 g -
T d v = 2 = 3

5 maff E g =2/ £ 3 foom

5‘0 i - \?{ umy - Markc[in
ff‘r‘ S _,1_ | ; —ﬁ‘_——_ﬁ{_ g)

| il I v V VI HTH(Time)
sy faeen  giegrss faeE

o 7.1: T SR e & =)o
T IATE ARl @Y Wit (Search for New Product Ideas)
IEEINE:ARIREIR] (Screening of Ideas)
anfefe fageryor (Economic Analysis)
IATE BT ARG STe+ (Experimental Pilot Production)
WRITHD a9 (Test Marketing)
fauuE (Marketing)
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1. T Sare fIaRi @ @ (Search for New Product Ideas)— STUIE dfg &1 Usell A% AT &I =
I B W fIaRT o) G | afg w1 | 1€ Bl =il B See B ARl @ e e | Hu
P T a1 I T IaTe [ &1 faera Hx= § Bfe 8l 8 3R 9 S U sa+ a1eH 8l 8ld 8 &b
3 DT faprg Y | i ) foaR 999 wu & 31w &l 81l | 59 UbR, Sdie dfg ufshar & 3
qeie=1 gd fotg daelt yert f afaferd 8 oid € | faRt &1 Bied @) ugell smavern 7 “whif |

2. Rt @ sEa= (Screening of Ideas)- BHEF B 32 P BRI @ gt F 39 IR
faoRi &1 g2 BT =, S b A1 1 U= B ST W 31AdT HU B U] I IR B | T IS
T YT Th—Udh HRP foIU S & 3R Ugell B1H I8 Udl o1 8 b a1 yRaifde Sdrg wu=l
T AT B ATHY T | FUN B I T & Ahd & o, Iy Reran, s afg iR Fue Bfa
anfe | Ife uara 39 9 fadl Y S22 | I 9 QT B, A1 S Wl Bridrel | et <=1 =Ry,
9ol Bl 31 IERAT I IFD| YA NI B | TART BT I8 Ul N1 & fob AT ITUTE DU & YA
(IM, B! =i, Hifcrep Glaemd i) | i Edr & | afe g7 9 {61 A1 yames &1 @41 81,
R 7' ued Yol 9l & 991 98 3fad are W e daar 87 399 9 {50 W ge &1 SR A8 |
P W IR 31 FTell A # Infie F&81 far SR |

A IR '_——_—-<vi
famg v =1 | . [
Eiti | <aﬁ
i l L]
*35?3 <*431'
= 3 o , , 4]
a3 a
Fmavi dww | f
sy fat g [ L
) FUE F T ¥
HEATHE T L]
%‘fﬂﬂ%l
M sEwE | W
fer gl ?61‘-[
frota ' ~ Frda
A AR Fae fEm
} Frall srEen £ Bz

F=
e 7.4: Rl @ sEEA &) Al (A Screening Method)

Sre dedl faaRi @ $a Ruiko 3 g
(Product Idea Rating Devices)

3T faaRi @ Berg BHdA A & gR1 81 SRl 2, foeg S 4 Uia 31afd) H o ael vt § IeTs faarR
UTE] R & S AR Ueh 1 FHRAT 4T 3T & S YKATal Bl Heed AR ¥ H I+ I WAl g, Alfch Busl
U & 30 ¥ ATHYS AT AT Sl A | 59 RN & fIY YGerdhi Pl G A FiRa dH arer e
FIRY | T4 B AT H IUE ATl Bl FARYA B & oy Hufi Sia Jferdi 9gd T4 ddl 8 | b
IS HUN §RT S Y J&ATH- H G Jdhfeqd e [ari @ o Refd & 9 o arfea g1 faamn
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Jf&w ST HHIP (Summary Product Ranking)

-1 A B ATHA AT

RIS IH 3 soafe | 9gd oruard

(Very Good) (Good) (Fair) (Poor) (Very Poor)
fagpar AT v
wfvefir v
= q UBR
NERICIRRSSER \
UeT RETv \
Ped Al \
I IR \
T @ ary \
T AqI \
GASEIRG
ERLIEESRIC]
W g9Ta

AR 7.2
DHE—2 A wU Y GlRe T
g I SiER| uala | 9gd ruard

(Very Good) (Good) (Fair) (Poor) (Very Poor)
fagsr afRmTol v
R A v
BEc
[CRIE IS NN \
ST JRefol \
Fed AT \
SeTE AR v
T B At v
TE AqA \
GAGICAUEERE IR
IARI R 99E
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T 8 | g4 Al HEwayul Bee] Bl fauR # forn W 8 | 3R UAd @1 e iR ve i fig YA @ SrgaR
BT TR B | UBll URKITd AR WU W de R SR §HRT UKId MR w0 ¥ Hfdde Refiy faxaman 2 |
Ife 8 A forn Sy f 9 A ges aRIeR H8ed @ €, 1 W< B YOH UK G, UK Bl 3fuel S
2 | Ife vl &4 sifaarel gid), d %y Mg dae) oty Biew 81 Sirar q2n &g Wi &= arell doild
ST ATITIH BN |

gRYIHE a3

(Quantitative Checklist)

SIRIF STE el Bl IUE UKEl & Aifhed A FERY B I § I8l ST AHAT © | $HBT Y STV
R &Y TS ATMADT H U 2 | ATeipl & R} R g | iR 95d U dab [afdet el &1 due
S & 99N Uh IRE a5 o1ifdhe S (S 0 91 o max 10 & ) faan 721 8 | 9l oIk 39 geai & gaiag
o T 2 S % SR @) BEdE § AEaqul 999 T § | Ife fdl ged & Had H uRana 3l 0 37 firet,
dl SAPT AR T8 & fb BUN I HCh Bl afte | 984 8 JYTERIel Al famr a6 R 3 1.0 &1
3w e, @1 wuel @) AwIfa 9 gca o) afic | 9ga gvTaRell BRft | STe &) SISdT &1 U Tdhall JaraR
ADBIP UKl B 7 9R FEiRd a= fF 9 &, R I8 A1 81 91Y &b I &1 A%erd H IS b
BT AETD HEd 1 & | U I&ERVN § g9 U 9R o € b1 gl kg 1.0 Bl 2 |

e Frfer ged & ame Fiae € (V) B R 3ie 9t @E H o 8, o {6 St g § Sl @
qITId T FaIH A 81 | Goqeard Ud e & idh o B Sa +1ad R F o7 {6 Siran 2 iR
iR owe sifc @ # forg faam Sman 2 | &iftm @™ & sidl 1 Sirgl ST ® iR ANThd @1 I8 B
NS Sredl & gad B w9 H YA fHAT S Haar ¥ |

HTH YT (Rating Scale) 0.00-40 AT, 0.41-0.75 3T 0.76 -1.00 I | IGAM FAqH WP &%
0.70 |

S I faaR | qftedl & oAl e & forg srafdsd sguyad & SHa fa ur<is 0.00 3R Sl F4!

gftedl ¥ Sl & fae & oy arufde Iugad & S9a §gat wid 1.00 &1 | fa=mR Wefd & fog sue

U B AMRR RIUT $R <l 8 | O 6 SuYa arfeldl & i @Rl T 8 | Ffd 59 Hioud Sarevvl d

IS fa=aR @1 0.720 37 el 8, sHfely 39 Wiepfa el SIRAM iR fhv I8 3FTell ofaRen 3§ ugd SR |
areft 7.3

(Ecaluation Matrix — Product Appropriateness)

wid Frta | (30)] '

LSl mieE | ) T 290F 4 e
(Sphere of | W | Di 1]2]a]a]sTs] 7] 8] s[roj@x9)
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(Economic Analysis)

S L] P I 3eFI g ATV TR Ig Ul T & [ 3 IS [IaR &I draffad w1 du
& foru gvg (Feasible) Ud &MM&r® (Profitable) =

1.

anffe |wifaar (Economic Feasibility): I8 S &R-IT SIc & o yaifad Saure,/|dT & faqor=
% o fovael &9 &1 rawasdhdl BRN? 59 AN H IR Td Id Yoil &1 &1 AGeIHarg drdferd
B, R I8 <@ 911 © b a1 Ui U AT T 31 Al | HIE YT PR g1 Goil Yebiard
PR FHAl 8?

anfd el (Economic Viability): 311fd &1 39 9019 3G &1 STG d fdhd S dI
TGS BIT? 3 Tl § U Afde awamafd & SR fasd, arTd iR ol & & JwIfad & |
T AT HRIATES F 5 AT & WG Bl 77 ISR I e a1 8 “5d 84 g 9 faar
U<l Il €, T4 89 U aId Aisd 991 & | Afel oardhH daell 1 Rigial IR a=ram ST
2 forg o g9 fom ufafes & eRideml § AN xd YEd & | 599 ol 8 afde o SR oI fob
3NMIeIH FHol YT |ufadi (Total Operating Assets) 1A 81 SR | Fed AT, HATRYT U, HER
3R forars Hdeft ol & SIgAT W ot AN AR w81 Sl ¥ | 399 fashd AT vl aven
SURSTY TISaR Gl [Ahd AN 9 PR ol SRl & | Jisel § diFd iR aReAmgo] Fae) sfids 1
et o forl ST 8 | a1fds Terer ael faf i & ot o = B Hab......faveiver # 5 o "
(S @1 gHYT™ Ud fadr AR qul 819 H S arell §9T TAT Aheldl &1 GUIaR) W dfdferd
PR o I 2

31 |9 TRE W 3BT B gU W 37T SR favetvor” # RO SR HAF H A9 1 8, U gaad
g, S I8 ® fb 9 o9 71 &1f fawelvor (Break Even Analysis) IT 3MT X fawetyur (Rate of Return
Analysis) # (Slifes TR¥qR HEfT 2 1) 3 BH AU @R SR A & GerTare |6y B Yol It
2| fog U FId b vd Uah fAshd s & wU | fAauoe g S QreR) yfie A g, s9
39 faveiyor # orgey B WfAd &xA1 a1ty | favvd: e sriagd 1 sy fb Sdre &1
fauore e & ddfeud N et o aReE! &1 ST 37a%d 8 I | (B4 TG I8 U IETER0T
RT3 FHSTAT ST |

9 @M, 9 g favawer” (Break Even Analysis) % U8l ®eH I8 AJAM Al & fb ATl &1
WS B oIy fhd™ SHISAT 94T SMATIP BT | SHISAT BT THT AT BT “F ¥, F 8 gRHA0T”
(Break Even Analysis) &8 Sl @ | U URHATYT &1 AFAM M 2g I <1 8191 b fafsr fasa
GiRATOT R G T TR Bl AT b4 il fSIeATd 8 | |el 3 (Total Revenue, R) &1 AU
e faeiy fasear aRReror R 39 aRATT &R @1 o0 & PR | T | T8 DS oI B dead
I gDl Hed I & Sl b e Y, ffaed A3 3 9 iR 491l A1 & oy ge &1 AHRIGH B
herd & | ot 3T &1 IO A1 TR 8 fdbegg AN 1 VAT H HiSATg Bl &, Rifds ST IcueA
HIAT A 3F—Rge Fae (Non-Linear Relationship) & | f gasiRes afte I Teb XRgeh el T Bl
BT TANT AT GATE 27 | ol AT ReR (Fixed) AR IRGcRNS (variable) STl &1 A1 81T 2 |
" @™, 7 ' gRETT (Qb) R §e 3 (R) Fd aFTd (C) & a-TeR Bl 2 | fheg Gl 1 w4
(Qb) 3R (P) & UG & aRIeR, T Bl ARG “ReR ARG (F) AR uRac=eiid T (V) aei
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™, 5 B gRA & YOFEA §7 SF1 B AN 2 | oty H—

R = C
PQb = F+VQb
or Qb = F
= P-V

JET P-V “BHa” iR gdh1s IRac-elid dFTd &7 TR & iR ReR drTal @ ufd S®IE Aa™ (Unit
Contribution to Fixed Cost) dhgcTdl =

TETERV— 3, §, | SAdCI =T HUT Sl SIFOREX Td Falldh (ST g1 8, SeaTe Ufdd § afg dx &
I T I FoIdel<ih IcUGl b THET dR H A g | VI Th 9uIfdd SdTe Blel dicdd
TURSIER & | BT & # 919K 3 BIT, a9 <U Rerex WRgd gV & | 3R 71 200 0 I 500 B0 TH
@ dr9 HedR [y [Ha1 S J8T & | Sl & 9o JIgAEE—{39 5 a6k &1 94 {61 ok uar
R fh 39 78 § AN BT I Bfd B |

9 IAE B [T AHGRISA R IR R & o] Suil - SR Affd Fgad &1 8 | Iaares faum
1 3gA & [ faRne T are—dsan &R gfaenii § $u 31 6,00,000 Fo fAFFRT B BT | Torl
fARINT 1 SR Sl 5 99 81T | <IETehH A9 &1 a1 & AR FerId Jiaemst, fhRr, &,
BRIATED] B da Yol DI AN IS & Hod DI 9RUTE B oY I BT Yfaay 2,60,000 To & AR
SURSR 1 R [ 819 | fauo v &1 gema & 6 S & fasms & forg 2,00,000 To iR
faa=or & forg 3,00,000 $o URMAE TRMH & FdR goic # I T | 399 I8 W Fatrg ) ® &6 o
180 %o (F.O.B.) hac¥l @ SIY T iy AMUIRS Ge 7 a1 oY | 3id H, faffs y=res f@aur &
A & b T e WR ygel AWl IR 29 AN & wU H 100 o Ul gdbls Fg B |

I AFA A YD H 918 b 1 U Bl 59 T IUIQ BT [dDHT HRAT @12Y AR a1 g
fquor {38797 (Proposed Marketing Mix) SUga &7

" A, T B ATy’ & AR, B9 FauH “F o 7 g1 ulRHATor” &1 SIHM ST A1y | A8l
IRITHIN AFTAT BT 100 To Ui sHhrs IR ReR A foram 7 B | 39 SarexvT # 4741 Rer ard &)
T 2| 9 BT & AN (AR YE@T Ugid & MR WR) 1,20,000 To & | 7T 3G WR 2,60,000 To
@ A SYRSAT (Normal Overheads) &1 a1 ¥R B | 39 AR U BT &R a8 2,00,000
o fasmu= 3fR 3,00,000 Fo fIGRTT TR & HRA 811 | 39 THR ReR AN (1,20,000 + 2,60,000 +
2,00,000 + 3,00,000) = 8,80,000 %o g8 & | I8l P-V (180 %o - 100 %0 ) 80 To B | Held: = &4 = &I
gRATT” (Qb) = 11,000 SHIST (Fo 8,80,000+Fo 80) =, DI daHR ReR AR I BI ST Febdl |

I8 gAPI @12y & Qb @1 ReR (Constant) T A §¢ fAUve 8101 & gcdi &1 B AM | VAT
FHSH WR 98 (Qb) IUE HY 3R fIuvH garg &1 IR & R uRafid (Variable) 81FT:

_ %0 1,20,000 + %0 2,60,000 + A + D  %0380,000 + A + D
P—%o 100 P—-%0100

Qb
STEl
P= % sl &1 @13 Ay 41
A = fIguq 9oie
D = fquu= dvie

A @1 il W U8 W B SR T o™, 7 81 aRarer f[auoe fsor deaet Mo | 9ga
gifad & 2 |
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fafs o= s & forg wwfda fassa aRwmor @ 9 @, 9 @1 9w &t gamn

(Estimated Sales Amount and Break Even Point under different Marketing Mixes)

fagm|  fawoe fusw | ey (" | A @ el @
#FH | (Marketing Mix) | T3 [9fmm | g aft | rAR
-P -y D | KLY H‘-ﬂf—ﬁ
¥. 5| ' r g &5
l | i iy
) [l [ Ob | O 0-0Ob
1. 160 | 100000 100,000 | 9667 1 244K} 2733 | 163980
2, 1o | 1,060,000 5,000,000 | 1333 185000 | 2167 130020
3.0 [160 | 500000 1L,00,000 | 16333 15100 1233 |-73,980
4, Tod) | 5,00, 0000 5,00, 000 | 23UKNK 22600 -4} - 24000
3. ;L’f-ﬂ] 100 (RN T O EKD i 41431 5500 1357 1,89.980
6. (240 {100,000 5.00000] 7000 8200 | 1200 | 1,68000
7. 1240 | 500,000 1,00,000| 7000 6700 300 | 42000
8. 240 | 500,000 500,000 9857) 10000] 143 J 20,020

*Z = (P-V) (Q-0b) ¥ v = g&rd sfiadasiia amma

8191 | & ST Ul DI 1 A9 7 B GRATT & HY H 9,667 <U RPIex 991 Usd &, A0 5 &
A dad 4,143, A0 4 & AT D! 23,000 <Y RBIEX 9 @ 9 &1 R0 @ $9 H 997
B 2| 39 UPR B9 < & & b fauor fsmor o1 sroaman siran g | saar fHofg 9 oy, 9 =iy
aRRATT” Bl 95 YHITAT BRAT B | T8 Ueh U1 T § ol g4 Suert TEl Bl ARy |
TR, fafe faqor fHsro1 7 waa @ 9 @9, 81 alkarol” @1 e #R)d 8, a-q I8 A1 Jahe
P & fb "Hmﬂgﬁqﬁﬂm”ﬁgq “fderei” (Deviations) ® Uf A &Y Hdgeierdn Ha—a=
Bl 2 | STTERNY, 8101 8 &1 S Hed, $d Uadd 9" aTell 19919 (The High Price, High Promotion
Character) = @4 = 81 URATYT & WR 9 gV faaemi & fog orfdie g1 (s1erar <1fdre o) @l |vra
TR Bl | 5701 8 @ 31=id ReR oG 31fdieh 3l &, fhe] Usp aR A aget 81 <114 a fR srfaiRam
IRATT 3 I & HRYT T80 NMA—IEEH BT |

AN UG o4 fqeeiyor = anfdies emveradd

(Demand & Profit Analysis = Economic Viability)

eI [IUvE I=<Teld & Ugd & ol “F A 9 81 favelvor” e udia o+l © | I8 59
919 BT A B 2 {7 a1 TRATT 9T = 2 | fdegg, a1 9RATIT U 819 1 H1aT 8, 9! AT
e <Y | I”l I a1 &1 gt 2 & fquoe fasor & e e e & arafde gk @1 e
RE yHIfad B |

ST HUN Pl MITIHAT B U AFN—THIHR0 B orad [ &1 7o, fagmme, fiawo «nfe geat
F o[ & W H fQ@mn 81| @i Idrel & forg Uiieifie sfids Sudre B gU 41 ofd U
THIHRT 99 BT B 8, 99 4 SUTe o & U FHeRvl 9991 a1 3iWd 1 8, Hife I8
Ve s Sudel B &1 ued € T8 2 | fR f S fQuoe gaen sag) 8 9o Sl & MR
R HRIAEH § UdS AU s & forg e «1f¥e Fwifaa 9 aiRHAT (Q) &1 1AM o
% forg we =1fey | SR dIfedT & Uied @M H 39 UBR & IgATd [ aiRHAmT ary 1
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| SFAM I A9 1 AT o “fash aRHAToT e ) faukid faem # iR e+ @ faare—aaai
@ FAF e | Foran 2 | fag e afg & werawyd faswa aRamr § gedl g8 ) 9 afg 89 @
HHTET B |

319 BH ISP 3ol & fofg Fwifad aRAToT (Q) iR “F &4 1 81 uRATT” (Qb) B T R Ahd
21 U o 9 91 gV fdge (Deviation) drfeldt @ B @M # uelRid &y w1 8 | 999 e
arfaRad aRETT (Q-Qb) fAsvi—1 & sravid Ut &ien @ | fareg arfaRad afRkeTor € waraw st &1
T Gad el @ | AfaRad aRATeT &l $a1g o (P-V) 1 0T fHa1 S =12y R®iifd U 9 o
aren fAsor (@1 & Brer sifaRed aRATT ue™ &) e Al dmd aret s 3 (S 6 ve faema
rfaRad afRHATOT Ua™ o) 156 81 FHAT € | 39 UHR, TS B89 & oy Z = (P-V) (Q-b) &I 70T
B! BT B | SR S gRomA (@) Ml 82 diferdl @ &ifow @™ # @ (S f6 g1 Sad
IETERT A fhar ®) S o Bl et wiitd fafys fauoe fson & 89 &1 \wraer & gRT AT &
2| s 5 i amw—g9TaT Edr B | 39 s § 39 91 &1 Hahd © fh ST B Hdl died
TR ATS Yad= T & gRT 997 SR | I8 I VAl T2 § (9418 Sl 8, ST pul &l 59 a1
1 fazard 8 b IHD IUE B g7a [N H §s 8 | 3R 98 YI—d—Ya [ |

IeorEIg & b AIfad o drorae @l fa<ig syl &l U TeUdhlel= AI9d & | dfds $97 o,
gferfird, anfdfe SaR—agE anfe & dey § Srefereis yakral o faar § F&1 forn ®, saferw ug
Ud STHBT A9d el 8 ddhdl | i Hufdi o1 ft sreudreld Fura-sii § fa9y sfa g 7|
TEY H, ATaATRID fATeTToT ARyl &l ST HUA & ST R FAEF H FIfT G Tl [AaRT
SMIPR BRI Y FHIAT SR Ud STUETIDd BT ALl I fA9elvor &R 2 | 39 8 Nl Ud
IR & JMPHR g W[AE & ATy 7 fawqa o U< & el 2, gAfory Scde dtervl va fauom
sl & faffs Reedl & fo orga™ e =18y | Fa JoiR A8 & [91fad a4 &1 39 U
& AT &1 IR 990 2 fb Hul B T IUIe BT fAdra w1 anfew a1 =7 |

IdEl 1 yrfe fAfor
(Experimental-Pilot Production of Product)

S fIaR e afiedivr | Sib Udhe gU & S 314 AL 3R f[AHrI—aurT & garel far S daar
2| U8 TP AEayol bed B, FITd (1) 39 §RT SIS &1 Uh o JU1f 1 gd ®Y 9 &1 ygell Y
ST 2 | 31 A, 98 Bad U faR H1F o 1fF A 31fdd ST & w9 § I8 8N | (2) g9 forg Wiy R
FRAT BT B, O o URfAS SraRermsit # 5y T i @ g W Uh S B IS B, U (3) 39 B |9
99 9% &1 a9 e g & w1 faR daiial gd i gfte 3 te Suad Sadare § g fbar o
TqPHal & | (@ T T8 a1 S FHem 8, @ BN A @ dF o AT fhar a8 H9 et 8 W g )

IIE AT e 3§ Sl BRIAE! B SR 98 Sre &l Uhid & JgaR fafds gl | Sarsvoned, Afia
e A1et a2 H SONTR) URIedl 1 ARy #ewd B, Safd ARE SuHiad] AT &1 G H $H1 A1gel!
e BT 8, 3% A8 & SUNIER Sfa—mRIemsil &l | Swre & e g ot fafie frard o 8l 32
3T AHSITAT ST & |

1. el WUl @1 fadrT (Developing Prototypes): ffia feare; #rar @ <o # S faaR ey
fgeryor o) 3aver B UR IR bl & 4 3Mae WUl & [JHMN g SolaRT ¥Rt &1 |y & s
2| I TP VN 3MGY WU W U ® o fb HfoaE qad =1, faeafiar & fffa far s awar
1 3IR ATEPI DI G dTell 81 | U AR B W Uga & fofg 3 A wui IR AR a1 gsar
g | 79 BEl TP AdIYE WY Pl I 8 Uil § |

2 SuyHIaT S 98’ (Consumer Preference Testing): U HTe@M Ul ATl o141 b U @
IS B G H IS FIHRT DY 1aRqT H IUHTERTT Sfo—uRlensli @ et e e & | 3761 S
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2 SR @1 &ftc | fafig Scre e @ Jaid fdreyd FArT gar o e | Sol=sy g
IR U AERY YAGRI 9Tl B, 3R 961 Se¥d ddd I8 JHRed &1 8 6 wg foy T
STE &Y SUE & wY H GRIET g FuHTids wd 3 FHHT 81 o |

AR Pl I IUHTRT Bfe W S/ ofdl & d1fds I I & ST Pl HlTH Wk Ul aa
SIIY | BeTTetd] &1 fHTaT ST & Fo9 &1 |Fatad W) Odl o' SR W@rer il & Ufdhe & forg Yo
M gren FHtar sHa! watan Arers A &R & folg Iyt Sfer wem i &var 8 | 39
T A # AT U A9y Scre—aer & e Wi @ fore SuMrall @ sfer™i 1 fadRor S
BT JIS BRAT & R B T THBRI ITH SATE & fABRT BT MR 99 S 8 | SUHIG Sier
1 fATROT ATGH &R & oy A= &1 31U S €, SI—g™ gl (Paired Comparisons) a8 it
BIc (Multiple Choice) Td sHH feriRo—fafer (Ranking Procedure) |

AT AT A 7
Tl @ faerd If‘q‘mqm
fararil @1\l I T 3 farem F CEED
Wi U A ~ | wm P Ay f—
W w
T AT 1l T .
1. Fodt =5 by | 1 3R, frem ELi] @iy Al
‘EHﬁE\TR Fﬂﬁﬂ%am e
A weml &
sl
ﬁ -
wE T i 1 §H 4 s )
Fawerm &l =" | mwad s o ET] atz @A
I LA TR R
FI WA FL A
o
ghaforafin wiad e, fawra
efifard, Fum v LR Gl Gl ) i
s vl it * | fagrs 1 54 Sl TE @Iz Zifat
T Farys & Afen FaTEl wE A
# fare =il gedavgw it | *T
Hiftr 3 v qilanars fvee = faamn &t \
wid fagme —_— |FnaaE e e | fmm | @i iR
o Ff@ . Tl st H & ol am  f——
- Erakd TH |97
- m - -
W A Eif aforwfim T 3 W |
| s gl 7w | vl w3 #1 fadl = | Fagor sien | 5 s dfe
famm & ferdt et | gyl 3T # | A | HAE f—
TR IAF CEE R Y 1 B wer
- t fercieft 2
'n i -——.——»_.[ m
e scssar
T |

7.5 T SR & fAem & g=fa [l ko

(Decision Process relating to New Product Development)
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U a9 ScTe—ateror & fory Bfe faaRor (Preference Distribution) ST &R @M & €1 BH & I8 01
TR B & b 98 5 IR T 9 99 Al AIadl & W1 a1 B A © | I TgAd”
YH (Majority Fallacy) ¥ 921 A2V (SHH] Iooid 89 IR — [A9fIdado & w78 § &R g @)
Iuferd Wel IR &IF < Fahdl 2 | o ¥ 8, fafde et § dwifad It ofik s9d! Ja1 B &) AR
1 A SR B I8 FTad PR Fobdll & [d DI AT IOR TS Fa AMIS & AR TEIAR &
U ITE BT FABTH BR Ahl B |

3. P anfe: SUR—AE™ # o= fhard ft w0 Bl 8, SR—Ua i feomgH, fasmu=—ariss &1
o, STs—m &1 gara, YTH 3R S WgSH & oY MMIe HA1, fS | 37 Faa! IR e
(T AfFde) uie & g4 & B o+l =A1ey | 39 AT H 31Tl 3fedri ¥ AlAwWR YHTel STell T4 ¢ |

RiefrHB-fagor
(Test Marketing)

WIEHS [JUUH & g8 rave & OraH Jyvl Icure iR [Iuv SRIsH Ugell IR 37ed AT 3 A1aer A g
T AR fama ardraRer | SremRn S B | faeg W wufl wierers fagore @ ant T8 g 2
TRIATHS Yo B A1 9 B BI (07 59 970 R R 2B & {6 7 aoR | ffar &1 feaen fawar
g | 919 SIRTY b Uep faRIY Aol H 1AM oWl TR & b dRieqeid fauore W 1,00,000 o e B | A4
AT (@U BT A & fF) Il I SRIte 2, @1 S &l IAHTH 20 ARG To & B B Ahell 2 |
If yavad U8 A fb §9 ST & 3RIhd B 61 [HIEA1 100 3 T 8 A1 deblal 81 AY0l 9ok & forg
U R | FHTfad 81 20,000 o BT (=20,00,000 x 1/100) RN <11 foh tletTcqas fauor o= o &1
®1 BF dtell 1,00,000 To B FR=a g1 &1 1/5 2 | I yaedi 31 I8 59 & A%l & IR Had 50%
g, a1 9eTHd fauvE & 1T 1,00,000 o &7 [ IS Sfad 819, difd HU-I U Nfed go! 3T F 319+
f&d @1 e & forv Usp oI AR & W FRAl B | 39 UBR, WETHS AU U UHR A SRaH 307 &
BRI BT ® |

AT H—IUv &1 FarT e awg fFmfarel o smen Susied axq fFtarei g1 «ifds fasan e 2,
R i axg Al ®1 U e & Ui sarell @1 giifhar sFv=mRe i 4 € ual ad Sl
HRAT B | SSTERONY, 59 U i B fHdl 70 Sre &l faerT oxcll ® a1 9 9wy gfaf=fe s (73
IS ) FHIT ATEDI & b YR FHE & U of S &, Alfds g1a] WAy AT &1 | | 9887 d
qIATelTd & SR U AR IR goira o1 91 & b S fR Suel &l Icure Gaedl Sugead Feied o+ H J9ed
FKI & | 514 BN 39 91 A G 81 oY b gaie |1 § |AHIfd U18d IcTe DI AdHaH w0 H U8 B,
Al HUN IUTE DI U AT AU H Ao R oIl § AR IFqD AUS [Aha & oy TR aall ¢ |
9 UBR, 3NeNfie &3 § wWiened fQuue te “qroR—iid” (Market Probe) & Tl 81T |

fbr U SUHTGRI—SUIa] BT WIedD fquo B8l At FUfSd AR FAREYV! Bl & | §9 R BB Y
BT 8 39 ST 3 6 fAffe 2R ®1 A1 ST 8 3R 6 W8 I IR 2 I O (Sl G ShI—aR Bl RTI1
& forg mawae gl 21) el Ferdl B |

WiefHe fauoE & 1Y a1 BROT

T IAE B WA fAYUF gRT HUH DI b 19 B9 I AT B N B, A—

1. TRIET BT MAAG Se¥T (Primary Motive) HHIIT ST fasha & 9R # S 991 € | IfS atem |
ORI § TG @) et =1 o 9 &1 gR|or” | W e R S1Y, @ S Arae 81 SRRl | 39
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UHR Th B TRIFI T HRP I8 0T Dl ATYH IATE AHAd] & IR Y 3R WA F g1
o B

AR J£ 2T & Ihfodd fAUu=—ATSIIei BT Id GRIETT ST | SaTevone, A 1960 H Hiehle umaiifera
HUN 7 U T YA BT GRIETHD (U0 B 7 IR H ¥ YD e H (S e AgvE—adia
ST B ol | I IR UBR B AUl i o

(@1) of|d A H fasmuA, et § Fged T9A1 &1 gR faavo |

@ W fasmE, | H T W

(@) 3irad A H Ao, A H S 9 ol T e 6, Ud

@) ofr\a amn # fagme, a1 fodl favy aRegeTers v @ |

Sl TRIETTHSD U0 A Bierile U DI Ig Yol =Iell fh TR f[dded & herawd wdi<d fdhl g3
21 39 UPR IY fauore Mol & Amfére Tor Sl & aR H STArf Seer el |

O I 9 A B B, SRI—
@) FHH—pW U B I B W QY BT YAl el Il 8, S b Icarg e sraen § 39
&I | g T o |

@ OO ®R & TRARH & IR H HUHl BT AdqUl GRI A Fad © | ST IHd Hoahd
T8 ST Adhd & b Aeo 73 Sare & ufay Sl ufaforard fexgerna € den o S &ifcm argai
BT J9d £ | I8 T, IR H Gfed fafe wEl @ aR 7 W S B 1fdd IHHER U &
S 8 | Belvasad HU & foTg 19+ fAuv Hrishd & A uggell o1 Afdd Al Bied H ol
|G B I B |

Nemee fauuE @5t fhanfafd

I I T DI YT HRAT &, Al BT DI A1 6 Tierreqd U Jommi 99 # aemeifad 9 | S99
HATE YT PN | GRIeTTHAD 9o 2ol | e 99 &1 ©U U807 Hxal Sff J81 & AAd] BH 9 HH 98 D
I fid @t a1 & 81| 79 91 Sull -1 9ga orgwa |fad &) forn 8, 9 U el wRien AR gg
B 91 ol 8, fobeg H Wl dufal |qrErga: fasmo gorf~aa, AR deseRi s 991 fquor
Jarsit (O & MRS # Ao Hu) R fR 81 axcll B | T Ttories fauoE & fofg raerg S areft
forarfafsy deg % f=uer &

1.

e & forg g9 9 aral weRl @t W &1 vy w¥En A iR wRieel 3 g & g g
T TER| B AT 9gd e <l g 2 | 9¥ien & oy fhd we’i @1 g el Afey, g9 day |
& R fAaRUR & —gfaReud! T o | gUiaael 3 ARV Ueh goR & fauid =rercll € | ol
SN 9fared e R 9o, R «1ftre ufafafde g SR, wiifes sifiRed 3er dusi 3l 3ifde s
TR S R Rfid &, 1fdid ddfeud Affdsion (Rretal) @ uien &=+ iR &= faaanei
% oY a7fde g A WIS SR H T g6 ¢ | fbeg WERl B AT b AII—A1Y FaReAT 3R
JTHETT B I W 9gd S & | 3 T8 <=1 A1y b uie § ua AfdRad &R &1 fie &+ o
S S BT 98 9 R ¢ dTcl g B JoA1 | 3fAd B | AHIa: Audh [ gR1 a1 gt
g1 & JUTaT 81 Jbfeud Ao Arstrell @ Ra= a<! et 81, ersa—faffeartt @ fra= aifde
=1 &1, rff¥Eaar R o1t 81 8fik ufaairy g1 asien o = 31fde faeT us &) |q4ran
21, WIeT g g S dTel TERl &) et IaA1 & 991 B9 @Ry |

e & forg g fba ol B g WU? YR H IS P WER Bl & GR <9 I AE B
g T8l B A, fhg 2TER U & 1 9yl IS faRISiali ol o= 2exi dl fuet 31fdids Jreet
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I7E ufafafed o) Fad 2 | o T Ie’ WS QuerEl & fog 9gd arsfia 81 1 § S—qE,
a5, YR AT | TIEl g g1 S dTel 2R g UHR & AeTo] d1cl 81, 39 IAd HUl Dl W
& gRIT w1 anfey | ura: gema | fifha deron @1 e #§ Tae Suarht -

() s SN B faeEET,

(i) ofraa gferaran,

(i) AT G H SGeAT WSRI Bl SURAT,

(iv) ST Bl SATTHS Yaf,

(v) SUJE HGT R arel AR,

TS IUG & foTq ATIROTG: ST ST A0l dTel eR FA B & |

TRIeT HE TPb FA AMRYL: AOR WIER B FEM A oTbx D dul deb SRI <@l T8 & | qRIeTehlel
1 frora wen @) aRRfET & SgaR favn Sran & | F @1 oW Tl W =R far 5 2, iy
/1 A9 gcai o1 R e I =11Ry: id YHd die, dfawai Feael Refd ok oiemets
fauor @ |

3iraa Y:5hd BblIcl (Average Repurchase Period) &1 TR S T8I BT afS I 8 o fb a1 gR1
TS DI Y: TP bR A Jd HIEROI: Fild Bl & | 71 IeU1E U (Agedh T & WU H AT Febell
2 31T NG WIS ST Fhdl & IT SAD $hI B [o¢ fa9y a1 foar o1 Aad1 & | 3961 YA
PR O B 98 Aed A B! I YT IS el TRIG & oy Uchlen & b1 Iferd fddved T8l
g | U B JH:3hd 3afd B! § S GaY H A1 Plg THRIT T8l © ofbd ddl gA:ha qAJevT Hiors
A gIT BT B | T §i€ & U R & JAN & d18 TS 3T YR 7S Bl Y: WIS Fhell 8, MM
SFI B AT BR b, JUAT &l IR IR BIG & 918 94 IATQ A A[AY FJHT B 5T IHD| BIS
AHAT 2 | 37T I8 8- BT & Sraciia] &1 o3 YA STafddl da SN <=am oy | o1 agali
B! :3HY Al BISI B I8 Fay H A1 DIz GHT el © i ddl JA:pAEEAT arel 74 TRl
& G9Y H Py YAHY AR Tb ATATHT R Bl (VR U a1 FHWT I SICT 2, difch DUl Dl
TET BRI b AT &1 qU1 P STR) G TS FHhd] § 1Ad] S AR AP R R R X841 81 |
TRT YHTd STef dTell Bedh 8 UfaRae &1 <201 | Yeb Bl I8 d1 A1l fob qIoTR IRl g1 qeamafe)
TP SR G SR {6 ST G 9T B A9 81 Ao, fbg 59 9IS Pl g8 ga1 ofal T8l
G AT, & 59 G GRRT W TR BIR AoTR H AT ST | FEl FHIAE S Ual 1 Fagd b
BT T 2 |

ARRT AE@AYUl GHTIHR) b, Sl dIoR GRIET &l Sraae bl FeiRa dxdr 2, o1 1R 377+ arell
AR & | TRIETHS fIUvH &) ol Il BTl & 1 Joded ®U | gRafiid 8l § | fol armdi # fasa
GO} BT 3fdeT0] HRA B Yo IR TS D @IS S - Al Afferd 8d 8 8, S b o
& Taferd 1 B B TawR AT W Afafora gl € |

TR & oY g ST dTel WERT &1 W@ & A H Fuigd & GeRg SRA gfaer uRgd g § O

1 gfagn uiedre fd B H Bl 8 | WIetdTel I o @1 SIRA, 9RieT & IRmH I 8

JNH FaAUS 811 fheg A1 & W AN 9 SR |

THen o @y A T I 3B P AR WRE?: HA IR Wenr & oY IoHR 9 TH

e @1 g8 vl Sy =1fey b - IcUre & 01 |9 61 Jedih B+ 8q a1 Ay Td 3

AT JMALIE B | AU SH 4 ol & UHADI & foIg Huil & faqor orgaen fawmT iR qra

qIoTT® Ja1el I FaRART BT ARV | I FaRAR fifdhd g—

() e & el W9t 3idpe: 54 T ICTh B (oY AUIRAT B TR 31T 8, T ST IS Pl
S T ST 2 | 31d: AI<ifed T & s Beax [Ahd & R & AV H {8 Fa1 Iuaed
HR FPh E—
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(1)

(i)

@iv)

WﬁW(StoreAudits):WﬁﬂﬁiﬁaﬂﬁﬁiﬁWﬁ@(W&ﬁﬁﬁ?@ﬁ?)%ﬁ’ﬁ
P forg I8 TN BT B 6 Amlie deR idervl @), aRe &N | 98 a1 O fha afia
qIferge a1 | RuId @Rig Al & 1T fa9y sidervr & oy arawen o) Aol 7 | Ruid &
T fovet giel & forg woer fawa ok were Amel |eet dfera e & Bl 2 39
T BT WIATHS fauoe & fory v WNfAd START 8 BT §, Riifd Y a1 I8 fdhero &
TR HEH A1 ] 478 fRar S 8 ok RUiE w8 gl 9e e ot 8 | R, I8 RAiE st
fIRIYdTeli & 9 H BIg UBrRT Fe1 Sleidl ol b I8 721 qardl fob S1e” arel il &1 e
H Y ARl BT U R |

SYigaT GAfAAT (Consumer Panels): ST T3 3A1E $1 SYHTIIT AR & AT §RT TWRIGT
ST 8, A1 HH—FH et faeraarsli Fae SUARN a1 U &1 571 Favell 8 | TS Fad 3+
g s, B, fadiy Glaem anfe & IR # AcIfEd G Aordm | 37 bl A BU Tg Ul
T EH & D g€ @ fha fam Qrevrs o <& 7, {6 el § 39 U fd ) € iR
forT 5 a8 UTEd W W@ B, T g A fH9 TeR B Ued I99 31fde ofy fawr <= 8, anfe anfe |
S IR & MR IR HUT ISR H U+ 9T 9IS BT qaTgA &M Fahel! o |

sl [IEIT (Buyer Surveys): T STUTG & Ufd Sl Yakrdi 3R Afifshamell & IR 3 yuet &=
TS R+ 8 B YRIFERTEY FB T ATSD] & A9 HIPR ITH HETHR D (ol Fael HR
Fhdl B | 1 AIEchRI & gRT el fayarsil 9o S J=ferd S & favy § A= ud 7d
I & favy § faftre ufofrard s & o A& 2|

A g B b woer Rraen 1fde durg ox o fl, 98! v o9 @ 1Rt Saot €1 98 S
IR 1T & AT 1 9 I © | 3T A Bl Tl A iR et &1 ot qRierare o
% eI, IOIR SIRGAT IR a1 ARl & MR W fbar S anfdy |

5. Ten @ qE FN B B ARQ?: T WeATsd [AgoE goi 81 Sy a9 R <ifow ot o g
B | IOTR TRIeTT & uRvmd & He¥ § &9 Bs fdded Sy« BId &, o fb fora 7.6 % uef¥id fod

=

A i
H----__-‘ ||r(-‘l {—m rvr\mn"’l.\ ﬁg’y III
i P , |
™ \K %

— ‘:‘i:wm '-.‘ F’- -Nﬁr;m j a'f j
3 R " Rl 4
w."g Fogt L /,I !.- by 4 i -
"hf_f"'"'e o ' I.L_uu cial Sale) j‘f Mf‘:;
P —"_'__F LA A T /_,--" Good't
T i M \ . e
N iw nu-*f"‘ i J'I*vork Vg . A v
A

e . A
\ ?::m“u l;/ *‘?’/ [ wowwea
\\ mi =

t A“""’iﬂ Teating) -,
\ flmrxmc

' 7

p t g Lk -

f =ifts s *Pm(luq_,.l’,f }'{Imp.:.-.(;j u:( ¥ ‘w:
T nmkmm kbmu f o ! !

* (Sales on Com- |~ # ‘n wmt L‘

t' mn.num 4‘ s :
]A Y Tl (Leave the ldey) §
[ ™ \;{} :::5:_55%// 1_': ~
" / o I
!

arwh fiosd !

(Good Sale) |

| L}

| wree (MARKET TESTING) |

e —r——d

o 7.6: FAvia gg-goIR WNenm & 91€ Jofous fAvla

(Decision-Tree-Decision After Market Testing)
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i IR ORIE 3 Ul el b f4e0) 37cg<i 8, A1 89 WY T SIS Pl AAIRS WU I G DR
&1 o o 9 2 |

Ife IR TeT A el It b {461 Hrobl oreedl ®, 1 89 A1 A1 U 718 dToIR WRIET & foTg raRen
1 107 o Fehdl & | 1Al Y4 TR gRIen A 5 GuRT &1 MawaehdT Weild 8 8l S& dxd T I
PI ARG Y H UK B B R o Aehdl 8, 3124al I8 41 8 Ahdl & [ 89 IUG 4 GoIR IR,
R g%l AIoTR URIET o &1 4977 & | fobg 89 are @1 =fey b gl udier o &1 Hdeld ©
SART & T BT | 3 SARI WIS o & AHIAT A1 1R STARET Tl Bl Ae A T bRl
1T, 31ar U fddbou U8 Y 81 Febd ® 6 T Icure Hae) =R &1 |gden € vie <, Hife faw
D P! AT B (T8 < IT YA Te) vl o sy =fey, Arg a8 A A Bl | v @
IR $RAT S T8I Bl & STdich gUIIdel FagR 3§ U1 &8Il 8 | U1 89 3ffcrd Aol o 4 o
P4 2 R FHa & R B ABINS I UM R 96 o7 o B | Hovdey Sl I 81 ol @
IqD Ff T B AMAHT B T |

If TenHd fauo | udl Tl {6 [ i a1 sRidSi=G 8, d 89 93 S Bl fdaR |den
TN el & | 3FdT SFH IR WRIET §RT S GIR BB Y: GIOIR URIel o BT oy R Fabad
2| 39 fauRId &9, Y91 i 919 9ad & {6 Sl aoiR wRien ot 18 o 98 Swad a1 favaw T8
off 3R ST WRIeT &3 BT IRT [TVl FRAT T 5 IR URIET o1 AMaH © |

T4 T IAE & TR BT Fof 81 91, 1 Swdad fagore weesh @1 Aok w2 | fagore weesh
Faef ol aoR olen & urd gEe W nenRa B ARy |

fa9ur (Marketing): ST &1 ARTS HU A TR B H BIH! B HIAT 211 2 | T§ U Agedqol
U3 B | T 91l b AII—1 HUH! P SATEH B THK AeT0N 3R Jdbol Bl 3ifdH w9 <7 Bl 2,
T Aol G g 3 GIAUTU U $31 H g9 Bl AR &1 gsar g, aifd ag THE IR e
|¥g B 9o | [Img sHaRal @ |9Isll &1 IS &3 Tedl § IR A= vd dag wadl gof
HRIHH g1 B11 B | 39 99 BRIt § g aof I fbd 9§ 3R g9l I & T o1 db & gt
@ IR T2 A B | 39 FT B foIQ & Je™ 7G YR U BT Ga&T 9TOTR B IROT o+ TSl § |
AMI: SIS MEATY TR IR U & IR 3§ YK o1 (b1 ST, a1 I8 U8l & dIoiRl H U
forar SITar § 8fR fhR 3™ ¥ fgdimed s T aclids 9IoTRT | 3 oreal 3, g aoiR fawR
P N T Sl B | IR aoR fadR @ 1fd) @ 8N I8 &8 "edl W R B | afe weers
faqor & aRvMH 980 STEYTE § 3R I8 Wiid Bidl & [ Ic1e Td a1 SuTei= S 1 Adas B
IS BT T B3 YR TR TR BT | I 39 I1d B FH1E1 2 b TRl |1 Srs &l Fde
STeg B PR o Al B BRIBH B JJAR UK B oY T8 Afde g 8 SR | fdbwg Huel o
|rel g1 FgiRa 7 | &1 a1 T80 9 FHl | R I8 A1 U © & 98 oo Icure gfaensii
B fRAR fha= T F R Fhal 8 3R 1+ fAsha HHarRAT &1 fhaw STedl ulRiféa &R dad! 8 |
9 91 31 A T © o 9ifd R 9 IR fORIR & oy vaife i &1 gaRen -1 §4d 81T
a1 TE |

51 wufral @1 oue T3 Scare # gof favar 8 ¥ 9 9o 7 il i & gaer ween g o
FRA U I U B BT AT B @ fog o Affa = a1 i &1 € are aRall 2

FTE HU AT AT IATE AT TR B fqal Y T WR R, S &1 ST H I8 MMaeTH
g &b a8 STe & aiforiue URGIaRvl & o W9y dIfere! Haem= 3 991 | aTforioeor Jravel

H Sl Harel f3haTg &1 SR & S Feol T AR UHHUH & o) 78 I97d MRS Ud J9 STRIfer
ThThl DI YA BT G BIdl ¢ |
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STae = &1 YRS T et Jaweiali | 8?7 STUE Bl AR 9gNd I8+ & Ieed I AFiGed
B DU DI ATTLID AT 7077 o BT | FHI—FHT W 9 Al | gRac BRd 81 81 | i
TIOR8 A A Fber ud |
IAE JUR
(Product Improvement)
IS IR IT IR SBTGAR HAf0H 07 I1 9% & A 9 uRacH g | 919 Sais & faswa § w1 el
2 I1 98 I Sl @b H1 URUGEd] Bl faRel H Ugeri] § a9 SIs GUR Afdd A Bl © | {H I3
@ G H, SN e MR Fedt A # e ff yeR & aRads 1 A & | afed B avqgett #
31 URTTH iR I\ Hifdd ol § JoR P &1 Bl 8, & AeayUl °CH &, Sl A Bl IFD! I
GIRT & fIU AR AR © |
1. 3 dh-id! faera (New Technology), IR

2, ufcgeicTd Magadhal (Competitive Necessity)

39 UBR THH fFHfArst &1 da-ita] gRad= dei Iiaafeidl §R1 9] uR 61 Grfad JARTaaIh HAT Tgdl
21 d g8 W IR oxd € P Icure yRad & 997 AMUR H ¥ BT AT T8 |

IAE § {B AR IS U7 81 & e gRafdd foean Sirar g | 991 G, 30 eR, Mdhd, @ie i
@1 faRwaT, < anfe |

AMI: IATE R & folg A gR1 A IR @1 9% GuR Ardiaw<] &1 SUANT a1 S @ | I8 Araia=l
o1 e, &7 iR SMafa # gurR 2 |
IS IR B I I AR 7L 3 a9 & Afere afg iR fedpreud 7 afg o= 8 | &0 9 uRacH
PRI BT ILTY Aigd AU BT B U b JJAR BRAT 8 | HICIDR, ITHeR, AShd H a% IR AfDHan
BT GIR B AT 1 iR fzarae § B g | WIo B 9egall H gl GUR |9d T8 eIl a8l §dwed &1 §
QR fHan S 2 |
Ul (&1 MBI A IR B BT I
RS AT $2FH IUHIRTIS DI [T 7T A DT IS & Td AT H dleg DA 8 | ST AP AR <1, e,
EHAT I I TG DI AR PRAT | IKJ IR TED] & [GHNT 3 I Bl g IRV IUH PR & [oQ {ham
ST B | 3R MY JAH TR BI gs a3l & ol = T& B TAN b S 2 | oy graemmet!
fasos &1 e e 8 | S =g fade em, =1 guR %, T e wefm, swed mgee 7, Reifes
HUS] P IATEH qABA BT |
S fdera vd ISuHIeRT TRl

(Product Development and Consumer Adoption)
JuHIa IFTHRoT ufshan
(The Consumer Adoption Procewss)

IUHTE 3NN Ufhal g8f | Y% Bl & T8l {6 Su+l &1 Sie e S @ 81T 2 | $9d! dead 59
ufshar I 8 9 gRT GUIfad UIed ) ST & IR § S ofd 8, S 3O & IR v 3 § Sadre
BT AT AN SNBR PR ol & 31AdT SRATBR |! T AT &1 339 S wRor ufshar &1 S 8191 1Ma9a® &, dlfds

i) "It deals with the process by which potential customers come to learn about the new product, try it and eventually adopt or reject
it." — Philip Kotler, Marketing Management, p. 342
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T8 ST T IR STSTHIRN YART &1 A 98 81 991 b | STafh SYHTaRT o Ufthan &1 68 7Y SIS

& fodfar 9 2, d9 SuHraa fset ufshan o1 ddy wenfid Sare & fAEiar 9 81dr 7 | ord: SF § Aeayel R

=

1. AR & fAMrSadl (Innovation's Divisibility): Tar@R & favrerar sifiaxv—ax & g™ #
HE® BT & | IR SFMBR0T H arell &) Jorl 7 faerd & SFfieR ax arel & ifdies favrera
P IMMATIRAT TS Ahahl ®, Rifd d 31fdd SNRaT 1d B |

2, FarER $) AUorefierar (Innovation's Communicability): S TR SER1 W UeRid fd ST dad

2 SThI TR G H Seal 81 STl © |

I fRIvIR I@rg & feoTeH, IWa iR fauvH sftedl | i Ayl € | w4 &1 79 Sde &
faeryareli W fFRIF0 B 2, fhg dad §B AMRl & o | S & fSusd & oy Iwre
faRTSdetl BT ANTEe I8 ® fh B @1 Uk TH SUTE BT Aol- HRAT A1y Ty 9 Sag IR S
gfReTg= fhar S 8T 8 ifhds Amufdie o 81, R B+ ardll & e & a1 Mfedad
3TRRUAT 81 U4 =IATH STicard 81 | gaigas ¥ faRvar 9841 te g & fAwia SriEfid el &, o
e Sfaauwic o1 afftid R ST ST Al § fdbwg VAT B H SAD] SIcedl 9¢ Sl
2l
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STETY-8

Il Ygdld
(Product Identification)

== Tl gR1 MG 9% U €1 STHR—USR, 01, I—K4 U4 G B Bl & dl YD a1 I8
=Edl 2 fb IHD! axg W Bl B, fde, e a1 s ypR & fbar & 9 a9 {6 Sy S9 81y,
e a1 oifdd &1 SR I9 G Bl AT § Ugd 9 | W RIgid &1 SR J10ST; (Branding), TR
a8 (Trade Mark), Y& (Packaging), eI <IfAfe T (Labelling) franail gR1 qR1 faan Siran 2 | Scare—vgam
P 39 UfhaT B B ‘SATE U8 (Product-Identification) B8 ST 2 |

FOST 3R ¢SATS (Branding & Trade Mark)—3Mg M TR § T Gl IHR &1 I3l & oIy 9108 &1
v e S 8-

ST9S 1 & I3 U Usd (Identification) & &1 1A B | ST 9 Saliall ®1 A PR D! ©, 34

TG DI DAl IW TN T B MIR W AN IR TS R IAEAG 39 AN DI T IR TS |

g1US 9 g & ag ¥ A= fagei 7 - oRvmed & € ) 39 w9 | @ g aRkvmeTg

fferiad g—

1. IFRIPA ATBET TAIRITYA & IR F198 o =M, e, e a1 fSSiIs A1 $9a1 U afisior 8
R Ited Uah fashdl a1 U g & fasarsli & ATl a1 |areli $1 yga- g iR ufaaifili & A
T ARl & WSl FHRAT B |

9 YPR AIUS H 4 8l Tl 8, BV I 8l Fbdl &, U [SOlIg 81 APl &, Ul 31 Agh] HeTHR T
H1US IR ST bl © | AR 3 G108 BT YA IMYHH F8 1 drel Al & gR1 fBa1 S &;
O, g iR fafics, g9g &1 @SR BY Siofsl HI', TAIRIges dMve Ha &1 U 4L Al
e |

2. IAR® ArdfeT TAIRTIH & 9d H, “ISHIS Ud J1vs & forde! Jurf=ie Ixefor < fear w8 wife
SAD] BT & AN DHad YHAE fAshdl §RT YA S AhT & |

3. BUAvs & f[JaR #, "SAd b1 fhll Faovd, fored, udie, R a1 Rl & uRyifvd fhar S aawdr ©
ST el avg & I T WA DT ITA & AT IR Pl ISAD! q@lfere] A A= R & 3R FHM I
gq S8 YANT &1 3 Bl FHH AR S 8l Bl & |

4. ICUEA B IR H A TSHTD TS & SR 39 UBR S8 d I, oG IT 3id A & Hd1 Swaror
B Ahdl € | 399 TR &1 feormga f wnfae g 1

SUYa Jarv1 A 89 9 (1spy WR I € b 91vs 4 I8 ARy il Sfrell 2 1 ¢ 1. 9198 &l 9, v, fored

g fSSITE 2| 2. SHDI I T Aehal AT FLRAT B aK31 Bl Gga==11 a1 Ui aegeli | fA=Iar =

BT 2 | 3. T 9108 TSHTH T8l & oifhd I gSHId §198 A O 8 | 4. I108 &1 &7 JIfAd 8 Sidfd deqdh
Bl & favad B |
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HAUS (ATl Td AR e
(Brand and Trade Mark)

HIUS | MR (Meaning of Brand)—sT0€ (A1) U favad a1 aretl vreg ® R 31 e, 9, forg, feoimg=
37 forar 31erdT 591 Aad fH07 BT Ffefera fhar ST § | $dT Y- fHHATar srerar qeaRell & gIRT 319+ Sera)
DI TIRI b IAET ¥ =1 @ & fog fdan i 2|

AR forg | MR (Meaning of Trade Mark)—51d f) 21eR, =14, forg, feomga a1 for srerar 391 daa sty
BT B B I, Ui BT o1 Sl & A1 39 MR 28 $ed © | aTd H AR &8 Sl Rl
I 108 &) 8 o9 $Ig iar fafa= Sarel &1 Sdre &rar ® a1 98 = Sael & for fA=—fa= grost

BT TN B Fhdl & oAb 39 Jdh! foIv T & IR g &1 T3 B 8 |

AMIRI 9198 & A1 ST ATSTT g Pl Yeb 9T BIll & | SRS AIBICT TAIRITIH & AR 9108 I
& v, 9M, foeg a1 areE an e affsor | aRwifta e o1 waan &, < fRwfan @ e g saa
IS IT AT DI YA S oY STIRT H AT S 81 AR R fFraiansti g1 FHiHd awg S =0 718 a1 Jard
ST BT TS S H AT Udbe B B {70 SUART H o1y o g |7

TR U U G DI TAT 3R TTOIR H I AfRATERT &1 9% A T Q@ & 5201 I8 § | 9%
H1 ggAT & ol o Aeaget ugfa & O a1 w1 ofran 2 | 399 avg & e W forg onfe faan e
2 | SR Pl AU U BT (963 [IHTI BT o MER B © | SIS D o HUAT Bl Tzl AR G
@1 RN Bl 2 | FIST §RT BUAI 39 FHIId T DI fa=d= iR g s yacd= & amei g1 I8
A1 Al 2 fh I8 BRI SIS B AR S99 Bli—Hell 0T & 01 IR & o8] STal § I8 37 ¢ | Ed
IIoR H VAT o I ¥Te & usa ofd © adife 9 a9 3 gis a1 fore onfe <@ gY B © A1 Bu B
gfaffol & s IR § gA ga B 2 | Al SYHIEd] aegell W &) §ie S an Sral @ dfd 39 Qi
(aci v W) el avgell W o gis o @l afd # afyg g8 2|

3B TS M DI fawrwa

(Characteristics of a Good Brand Name)

T MRS A 38T A1 )1 8 Al B, 98 fawa # afg a1 Sdhae o= aadr 8| Ua 310 gie § fr=

faeryam Bl B |

(1) STARU HIA H WA & (Easy to Pronounce)—Hii{dh HRd § B 501 & Al Hf¥ed eaf i a1 smarst
H T A1 Fabdd AR AT B - 9 B Mi¥ed &l b1 FE e H1 981 BR UK | 39 BRI
g Ul g3l Bl BT H AgEK © | 9IS AM VT BT @12y [ ARl 9 STRYl {5A1 S 9 |

(2) RO (Memorable)—-TH IS B 1Y B IT ATE B H XA & |

(3) 9 BICT 8 (Small)—BTc] ATARE TH SR R ATE B H TR BT & | T8 S ATHR I HH ST
H forgr &1 |1 g1 99 erel, I, 9%, Sc e |

(4) W€ Td IS (True and Suggestive)—UTED DI (R & IR ) Hel o1 a1l A1V | &R GHY TS
ATRE A AT 8, I AT B 3R {8 A1 I ST AT § 9@ IR § T 37QTST oI Il ¢ |
S QTS BT I B A FEl FART BAN AMZY, S BB & {7 "R |

A brand may be defined as any letter, word, name, symbol or device or any combination there of which is adopted and used by a
manufacturer or merchant to identify his goods and services, and to distinguish them from these manufactured, sold or, in the case
of services, performed by others.”

—Marketing Definitions: A Glossary of Marketing Terms: American Marketing Association, p.9
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(5) USligd (Registered)—J8 BN AR W GRIAT B @113V | DTS ST A4, WRIfords, Ve a1 31
PIS AT ST AR RN gRT AT 312 H Y- H 1T STl 8, 3599 SN S81 891 91feV | oI TSI,
T, TIRER, doHed 3Mfe | fFHfamRl R s Bfaex A &1 AT faear SIrar 8 o 9%, TR,
3T, I TR |

TE W AUIRS T & FHGE HY URI DI AR HAT S 81| 59 HH ARG s I wu A
TS MBI H Usiipd eIl & d9 T8 SHID A I S Sl 8 | 39 JHR $SHIG UG ARSI
2| I8 SAE B ARG 1 B | 59 d91d araetl § SYANT fhar Sar & 99 S 99 Oirdl © |

aroft 8.1
BB AP d S Ugd HRII SIS (Successful Indian Brands)

>

ERICHCH Whel AR 1S

(Product Category) (Successful Indian Brands)

1. |gd WIS, da9, g9, =i |

2. WA BHER e |

3. &d AvH 9 U Plerile, faT®I, BRE, SIeR &d Hold, Jollel &d Aol |

4. T A STeel, 3, URTHA, AYRA |

5. S @ uifer o, wrd, o |

6. arsd, I Fi |

7. AFEA I, I |

8. T qTeT, oI |

9. fea fihforeq, RWI, g9, 7R |

10. = go qvs, fored, dreMsd, vs ofdd |

11. T§ ST |

12. TISWRISCSR Mrevsl, YA=Te, BRI, oid |

13. CRR S, UHARUE., QUIdl, o |

14, <fafas= PR, AUSH, A, D1, dach, SHARI |

15. fiaa T fore Ticewie, S9a Wad, o U, YR Pl |

16. HUS dF & UR[SS b, =T

17. ®HER g, Jroigd, fasr gur, o= |

18. fawme UTet TS@IST, thdboid, et Sifer, HRM |

19. S9a AN Are, faerfrn |

20. g Sig, dif¥rET, e, e, TaRel |

21. wTsfera eI, LUET. |

22. °f$Al TAUEEL e, W |

23. UF faed, dHfe, daaR, WM |

24. FUS Ahdare, = dferdl, a9 SR, S faqa, e,
IR, X, Herdrst, TAE. |
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ke e
(Trade Mark)

YIRS M 3R ¢S ATD B ARG Uh SAR & YAIAr] & w4 § SUART fHa1 Sl 8 | J&fy g9 drel
T 3R B | §€ 7 H1 31 o Owd w9 3§ ITANT a1 Sra1 2 | S 9% & YHR S 911 & | I8 U fAmfar
ERT ST Uh UbR & fa9Y A &I adidl B |

S AT foddl A @1 faf¥re @1 & forag | WY 999 <Ireq &, S qren sfvsar fafaes ar qrer an o &
forg | AIERUTTAT I108 T SSHTD H PTs (TR el HIHT ST § <ifh= aread § a1 § 3R & &l & 3rf =1 § |

MNP BT TAIRITINE & 90 H "SSHTS Udh 108 8 FOrad] denfe arefor © & ™ § wifd sad!
B B A DHact UHHF fAshdl gRT & AR S FHell & |2

PIUVS & (TR H "CSHID B! fHdl Foa, forg Ui, s1eR 1 1R | gRIfd fasan S Adbar & S fo
9 B S I1 AT P G & TAT I Pl IFDb] 1S A A= Rl & AR A I & I TN
BT 3T B T AfTBR Y= T8l B o |”

}WeA & IG] § W TSHTS F10S & 3R 39 UPR §94 d IS oG IT (P IMAA & NPT SR 81 Fhal
2| 398 dER &1 feome A wfiat 2 |

YRA H ¢SHTH & INTLIE @ oIy IR U9 ITE foeg 31fSf9 1958 (The Trade and Merchandise Marks
Act, 1958) B fOTI® Il IVRSH 81 91 R 9 g, 9, v A1 fSSisd @ WA &7 UHHTS SfdR
RISESRIA BRI aTell | Bl el S 2 | 9RA H 59 GAeT &1 91T 95d AT WAV BT 8, O qa1g a1
qrell HUHT ARTTS BB DI SQUIBB JAMTHRITS 30T folfics AGFA S hIel Wi daTel BaRT BT g+l
2, IMgde wasM fafics, SeagR g1 MfHa g 819 STl §d Ao |

ST fqaR0T 3 &4 39 1py WR ofd € & die 4 =1 faeivamd a8 Sl &

(i) §TS Ud M, ¥, g g ST B | (i) TS S5 Ueh {aehar A1 AT &1 I3l Bl UgaT1 el Hfani
TRI3N A =11 I BAT 2 | (1ii) T 7S AP T8l & offhd T SSHID 1S A I © | (iv) TS Bl
g Hifd B Safe gede @1 e fawad B

AU (AThi) Td AR e A R

(Difference between Brand and Trade Mark)

Y. 9. 1514 qIvs AR fre
(S. No.) (Basis) (Brand) (Trade Mark)
1. USRI (Registration) HUS BT GOl BT SMAIS Fal 8| AR g BT GOl A I ard g |

2. A WREV (Legal Protection)  §T9€ @ Adhd 3= Ufowufdal gR1 & @mUR forg @) Advel d-e aTel ufafiat
S WAl § 3R e fIvg BRIAEl B 3%g il RIAE wxed goli

M & B S FhA B T far o1 \war 2|

3. &}ﬂ(SCOpe) oS BT &7 g 2 IR e &1 &7 favad B

4. U8AM (Identification) FUS ¥ SR B O DI ggAA TES AR IR | RS Sum
B 2 ¥ ggaE Bl B

5. WM (Nature) T §vs IR fog J8 8 | fl @R foeg gve B9 2

“A brand which is given legal protection because under the law it has been appropriated exclusively by one seller”

— American Marketing Association
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STUS YNI&0]
(Brand Testing)

St foefar d fagsar sTUs BT AT HRAT AEd § 9 D] B H oF A gd 39 91 BT gdl I ared 8

& FTUs | TBR W SUGH © AT T8l | 39 BRI B oY F1vs (AW A1 &%) &1 Wievl IR © | 59 Wil

H 9 Ui @9 STUHRI I B—

(1) ARU1 gderoT (Memory Test)—URIETTT & 9 &7 H SUR S ¥ 3T ad PR+ Bl el Sl
%Sﬁ_\’ﬁm:ﬁq?ﬁmmmﬂmm(ﬁrstpreference)aﬁfﬁﬁ%wﬂmfbﬁma&)m
g foram e 2|

(2) Tl ger (Preference Test)—URIETY & 59 &1 H IURT SEHST ¥ MW 2 R DI el
SITAT & 3R 511 A/ P o1 fakedll §RT UM aRIIdT (first preference) & STl & ST A9 &1 §108
@ fog g foram <iman 2 |

(3) 3If T8e0T (Learning Test)—39 Rid ¥ A= M1 & S=aROT 9 IMRAN A foRaT &1 ATAT (measure)
ST ® | 5799 9 @1 e :1fde Afdddl gRT 98l @ 1 | SR fhar Siar g a8l 9§08 &
forg g forar <man 2 |

(4) HATTH GETT (Association Test)—SHH FT0€ AT B IR THI—HHIT B Ugax GT &1 o 2
I1 Pre IR forgdy e fear ordn 8 3R 916 # S9a ARdss § O 9 Ugd 310l & S9d] fore &
forw wer Sar B 1

(5) oFr@El 9erul (Uniqueness Test)—3H URIET0T ¥ ISURIT AT DI U IR §108 A1 qard ST
2 IR I I8 W 91 Wil ® 6 9 39 uxanfad i 9 fAed—gerd o g1ve A1 @l ford | 599
fAmfar @1 a8 yar @ ST B {6 S|l wRanfad svs {1 §1vs A (S Ugel W 9ok H ') Confuse B
APl ® 3R 3 UHR 59 WV & MR R 3faa fvfg forar S dwan 2

v i g1vs 9 d1 wRa GHa Sudad & § 9 B W I B o1 Hahdl § | 98 SEa A1 g
Flen W R 2| -5t U <1 7 SR S S BT IR ST B 3R W1 sy watw et o
2 9 9198 & forg g foran 97 2 |

SUE & Y A1 H1US B HE
(Advantages or Importance of Branding)

FUS /I JRAT ¥ 1 ¥ fAff= Wari 1 o9 Bl 8 | $751 o4l Bl 9198 & Hecd & vy H A waflRid fear
ST Hohdl 2| BB fagm 31 Al B oS 3 & BRe f dEd 1 3 Al @ emEe O wal @
MR TR B Thd o—(I) SHTEHI DI oY, (1) FERAT DI 14, (II1) SIHTFRIIST DI 14 |

(I) STEHI B
(Advantages to Producers)

(1) g A=A (Price Control)—T® AT §1vs MREd B & AIP—1 I q108 BT Jd A1 FiREd o=
3T & RO W 39 avg BT SuHTaISl Bl (FeaRedli Ud famaddiell gRY) 91 ST 8 | ST 1 Fg g
o wezRey A1 fashaddl gl 3§ A T8l IR Fad © AR 39 THR I8 FHid 3ol a% & [9ha Jed
R = 9 AqHdT B |

(2) IR =01 (Market control)—sT08 fAf¥ad 8 A 9ok W fAg=v1 fan o d&ar g g
FHTar 57 IIoTRT H o 1 9971 18T § I8 dIGIRI H IFB! 99 Fhdl 8, T H 721 | I IqD! I
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(3)

“4)

&)

(6)

(7)

fauor & Rygr=

W PIS FIUS T8l © Al 9K P! ARAT §RT Fol AT I91 ST Fhal @ OTAd] Ual IHD] T8l o Febell
g |

fasea % werI B WIATEA (Help in Sales)—Jf< UT8d F1US dTell avg A T & 1 S ] Bl I
RIS | T B ¥ ;- fashy ol icdrssT fieran € | afe 9 910s drell 81 § A1 §hraR S a%g &
FATK B IR T IHD! GHM R 7 81 & BRI T K] S 0] IR & FHhdl 8 AR T4 THR
UEl 9] & A1 R IR Al T |

gfafiar | g3 (Saves from Competition)—sTvs EI ERﬂeyﬁ P el | g8 & Ufd IhIer! U
Bl STl & O 4 S §1U8 B a%g DI Y DR & | SAD! g e (i Bl gferaifiiar § a9 € |

ARl Bl A A SR (Easy availabilty of middlemen)—sIT0S dTcil qE] P I & oIy HeReT
AT 9 A O 2 | |12 81 31! 919€ aTell 9% 1 99 & oy 39 #egwedi &l uiRsifie W &8 <1
Il B
fasmow =i 9 g (Economy in promotional expenses)—ST0S dTcil Eﬂﬂ(‘:ﬁ % Ty ¥ A,
T & # & &9 & B & Jifd 91U & A1 A & 1 Il ol 2 91 &1 U fag &9 e
R © |

3= @ (Other advantage)—T0€ ¥ U AT &I SWa 4l & ARTRE (31) 9 gga &1 M,
(8) IV BT USHHRY 89 & Thal 9 89 & o9 WY &t o £ |

(II) HeTRAT Bl Y
(Advantages to Middlemen)

g1vg o MU W HeRell Bl THSTH H ST, BH SR, Yad- &1 aeahdl 7 81, U IRg dfg & o
e B

(1)

()

(3)

“4)

UTED] B A | AT (Easiness in consumers’ understanding)—svs fafdad 8 9 AeRedl @
37T YTEDT B FHSI H AT I&] © | FHROAT I8 <@ Il & b T8 W 1 39 a9 Bl AR
ZU AT B | AR I g 1 AR gY 7RI W1 31 & a1 318 &Ifd I fFHie o) avg & forg S o
Y 4 B AR e fhar T Havd 2 |

P9 AIREH (Less risk)—310S dTell a3l @ oI H OCl—a¢! 980 & $HH Bl © 37 AR B o
P Tel—9e) T SIReT W) HH IEdT B

JIgT B AP 9 B0 (Less need for promotion)—sTvs qred! El?ﬂ&ﬁ P oIy 9eRell §RT Hag+
Y HR DI IMALIH] el I8 & i F108 dTell a3l BT a9 vd Aagd SR a1 W HEidn
gR1 & fbar 7 € iR O fAsiuAl & S99 weare &1 9 9 &7 ke § | dH—a "Ry W) Gagd
2 PR <1 & olfb 3T FAT B &Yl I g & A0 gRT R &1 Sl 2 |

A § afE  (Increase in goodwill)—S1 #EIReT 3128 wIfA wra fATarsii @ s1vs aTelt avgail &1 a9
2 I ARg gIoiR H 99 S © |

(II) SYWTIRN B 1

(Advantages to Consumers)

RIS R 90 g BH & HROT IUHTGARA DI F@rfere] ReRdr, Hed ReRdn, RS, ¥ YgdH Td 370
BRI & @ e £

(1)

Farferdt § ReRET (Stability in quality)—5T0S arell aegell @1 FaTferd! ReR & § | ST AHEI]
fiRTae 721 ol 2 | afs |=1a Bra1 & O ST GuR 2 {51 S & | U1 819 3 UM B 1< Jdtfere]
B % A B |
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(2) Heu RRIRAT (Fixed price)—sT0S dTell axgell & Hoa fafar g1 Afdad fd S € ok S+ Heat # fAafar
gR1 URad 9gd & &9 fhan Srar B | wegeell &1 gl #§ uRadd - &1 AfdmR T8 B § | $Hd
aRe™ 18 BraT © % Jeal B aTos - BT AMRarT a1 e 8 | U9 B | SuHIaial Bl g e
Farfere! @ fierel 8 | I8 TIRUST §1HF1 &1 B 6l € |

(3) TIRUS} (Guarantee)—ATAIT FTUS ATl X1 Bl ITd] IUARIAT & IR H TRUST {1 &1 oIl 2 6 I
X H BT SUARAN 7 2 A1 9 DI IS I IAP] Hod aTId B Pl AR 1 A1l © | Ul
B ¥ IUMIIsl B %] el q@tfere] ol el § | I8 TRUS §1F1 & BH B B |

(4) Y™ 9gaH (Easy identification)—5T0S dTell 9% I AT | TSI Sl Fohdll 8 AR IR HI R
H gfaen & 2 | Afe axg 91vs arell T8l Bl & d 99 Q@ Ud IS R H AT H FHI A Fehdll
g

(5) 78T YD (Good packaging)—ATIRUCIT I8 UIIT ST & b 7T FT08 B aGRAT Dbl Yo WY 31eaT
B § o avg GRIEa I8 € | I axg W1 9 99 SRl 2 A1 SHS] ST UBRT § BI) o drdt
dH AT S Al B |

1 SUS AR Sfiedhio 9 Sfaa 27
(Is Branding Socially Desirable?)

HT U P SUAN AHEID afe | IR 87 I8 U U1 TR 8 541 B T IR 81 81 |qepell |
g® fdgmi @ afic & sHH IUART wden A © wifd (1) SUEIERT Bl FA1d B H AT &l B |
(2) ARl §RT I dfg T8I &1 Sl Fhdll 2| (3) T gRI GIEdTS B FHEAN W1 HH 81 Sl © | (4)
HehR o AR ReR & & | (5) FAiar &1 9 sl avg &1 qarferd] H Rerar k@l usdl & o SuwTe
B1 FaTfeCI—a%] el & 2 |

< o fagm aws & wam 1 arifore efic 9 Sfaa 6 9Ma € iR S99 R I8 a9 Ugd (Y
ST 2 f (1) 108 IuTeaT Bl fa9HE (irrational) I41 IA1 & 3R 6T 9] SUAY B WX Wl I8 AT IR
BT IYANT & B I 2 | (2) TAH SHBI 37U & BT I Ifithet =181 et uran 8 R Sl a%g &1 qarferc]
D1 oI H NS oI <1 gl ® | (3) S fFEicn a1 faar gR1 U@ 91vs & fawg 9 ufifg o = < S
2 Al 98 SHD! qalfeic! B AR AfAH &I 81 <l B | (4) WA H IS §RT g dfeg B D o9 HHA
B W fhar S ®

B W i 9 2 b I8 1 3R 2 8 fh Al a1ve & v R | S afdes o SR a1 SuHra
IR BT A IR SUINT ATHITD Sfechiv] | W ao-1g 8 difd 399 FATSl Bl oY 79y 8l Hold 8 |

Fve fAfdad w1 &1 S
(Methods of Branding)

Fvs MREd &1 & Pz WD ©, offbd 47 5—1. AT & 99 W), 2. Ry 9M, (3) favy f=re |

1. i @ M R (On the name of the manufacturer)—Hg-’ﬁ—@T [REINIECER ERYECAREILS] SEEESIC
R fAREd PR o € | 39D 80— IRV 4R H fHerd §; Si¥, U Sd Ud Iwe g dTell Bl
@ |l aRIU 9eT S M I yaford €| 39 PR I8 1T HHA Bl 9108 2 |

2. a9 9 (Special Name)—&¥—aH1 AT 3191 M &1 9108 & fo 81 g dfod o= & =1 11
B, UIR F{HR e S & 9 A JAfd © |
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3. fa9iw e (Special Mark)—%® AT 3o+ Samel & sve @ forg st fawy fome &1 971 o €
SIA—oRR ATdT ©Y, 3T ATw1 I, A A1h1 A4l Bl del A1 |

S0 BT BRI IPAAT HUS B YBHR
(Classification of Brands or Types of Brands)

108 Bl TRl fAff=~ SMeRi UR fbar 11 bl %ffﬁoﬂ g YR = € —

4 4 4 J
3. W & AER W[ | 9 dOIR &3 & FEUR R . IR B G P AR W[ [ T TE B MR W
(Ownership Basis) (Market Area Basis) (Number of Products) (Use Basis)
¥ J l 1
1. fFfar &1 s 1. I 908 1. RaR& Fve 1. I drel 91Us
2. AERell BT IS 2. UI<g 9708 2. fdaTd §vS 2. wfoarh gve
3. 83 9108
4. 9108

I. WA & MR TR (On the basis of Ownership)—wﬁfa P IMYR TR Fv8 Bl 4 9 F dieT o
Al 8—

1. fA=fan &1 9198 (Manufacturer’s brand)— AT §RT YA faban ST atert svs fHHTAT S10€ dgerdl

g, o, fhforss wva=l g1 ffifa fea, 99, gifSRex, anfe WR Philips @1 BT ot I&h 81 T
A, A e g1 g dfve )R ALC.C. B BT R O 2 |

2. HeRedl &1 §1US (Middlemen’s brand)—STd AT 31071 ITTEAT R fh¥l UHR &1 BTY AT e Bl
TN 81 BRal 8 Al go—ds AT ATIR] YT bR AMURT I IAGA IR U1 108 Bl &
g1 BIY MHR 99 & Al 39 PR DI I198 B AR F10S Hed & |

[I. 99R &8 P 3MMYR UR (On the basis of Market Area)—

i, U 9198 (Local Brand)—dg §TUS fOTAdT YA RTIY 919TR & oI fham SiTar 8 i 910s
PEd T |

ii. W= S8 (Provincial Brand)—dg8 S1U€ ST Ush 1oy A9 § & yaferd & SHdI U= AT ISy
§TUS (State brand) BEd ¢ |

i, ﬂ?ﬁ'&EITUZ‘,'(RegionalBrand)—\_rI_szEﬁWW@W@W@W@W‘#W%%@?
ISP &F § TN FIUSl BT GANT BT & d SHAB! g FIUSl Bl &Y F0€ Hed ¢ |

iv.  TERI 9198 (National Brand)—3T8 STUS 7T 9108 ) SEerch) ® | 519 o fHTar a=gol 39 & forg
PaA TP Bl FU8 BT YA HRAT 8 Al D! Th F08 IS HEAK & |

v. 3~IRISH 919 (International Brand)—<Td ®Is M RIS TR & folU 31991 SUTE BT Uh
B F1US TN HRaT 2 Al 39 RIS 108 $ad o |

[II. SOIEl B AT D MYR G (On the basis of Number of Products)—I%&IT & 3MYR TR 19 9T |
qiel S Ahdl 28—

1. 9RaR® S0 (Family Brand)—STd BTS ATAAIRIS SUHH 07 FH UHR & IATGT & oY Tdb
B U8 &1 TN FA1 B A1 S UIRAIRS J108 FHEd &, IS8R0 & oy Ioiel gU & gRT A
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IV.
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[T ITET SIA—Ted, TYFETSE, 3R, TIRTR, Wher 3 & o1y I977e1 wres &1 YT fan s
2| IRAIR® 1€ BT A STUS (Blanket Or Umbrella Brand) ¥l &&d & |

fdTd 198 (Individual Brand)—<Td TS TG SUHH 0= A4} STa] & forg f—fae=
F98 BT TIRT BRAT 2 A1 S KA F0€ Ped © | IqERY @ oy, g™ e fefics &
ERI U A= YR & T8 & A1 & oY ATSHaTY, ST, NG, 3T JT0S] BT TANT fhaT
ST B |

I91e Ufdd S1U€ (Product Line Brand)—Sd ®ls ATdAI® SUHH fA~—f4~ THR & IS
Tl & fory == YR & F10ST BT T BRIl 8 A1 39 IUTE U §19S Had & id—aTadfd
ol 3 e ufad & foy Srerel, fSexorT useR & S ufdd & folg gur 9w offa |

AT & SR R (According to Use)— U & YR TR FUS| Bl Al YHR A NHd (b ST Fehell a—

1.

S aTell 919 (Fighting Brand)—S1d ISR # UfoRagi S1f¥d 8kll & A1 FHfan &1 g &1 I
H IR H UGd B & | U IR B F10S Pl & e dTell A0S Hudl © | ISRV & folg s,
A ). forfics 3 31a & ¥ RRe & 91" fhoex fha 9108 &1 doIR # T dTell d19€ & WU
# ywd o B |

gfaarft s10s (Competitive Brand)—<Td fafi=T fafareli @1 Se&T & SMHR—THR 0T Td e 37T
H B3 a9y orax FE1 BiaT a1 a1 fReiaeii @ 39 yeR & STl & 9108 B ufadni gvs
HEd ¢ | SAERY & o, HUS €9 & AIgA1 § S—AIEl g, 555 A1, 37 |

(Brand Policies and Strategies)

Frog Ml iR Afd—ferdi &1 e = el & et Fied fan <1 A& 23—

rfeell @11 o ST aTeh a1 A v G-,

I §RT UATg T4 aTet 9108 Aifadi g Afc—fai, don

=g groe Aol v Afc—Afai |

fAafarst gwi 3ATS WM drell ®vs Hifaan QH JQfa-fa=n (Brand Policies and Strategies
adopted by the Manufacturers)—s=4 fr=feiRad svs Hifcai va Qfa—foat o1 affafera fean sran

I.

II.

I11.

I.

=

1.

fAafar g1 SN Svs @ Ir=ta fAgu BRAT (Marketing under Manufacturer’s Own Brand)—g4d
Af—NfT & Sria AT o STUTET DY 1w 9T & A | 990 & | 390 fory d—i. fadd
d198 (Individual Brand); ii. 3<UTS gfad svs (Product Line Brand); iii. qiRaR® §Tvs (Family Brand);
iv. R §108 (Local Brand); v. TS €108 (State Brand); vi. PRI (Provincial Brand); vii. ?T@??I
d19g (National Brand); viii. BHFRXF@'J U8 (International Brand); ix. a@ﬁ qrell §vs  (Fighting
Brand); Td x. EIRRIRTEIRS] (Competitive Brand) anfe # 9 farsdt Y grvs Afa—-Nf &1 799 B A
g |

TH—FTUE B 59— DI 9= A—i. FFafar & wifa 9 afg B 8; i, Saurel & fasio= vd faspa
HIG BRIBAT H G I& ©; iii. SHGT B Jodl H RATIE a1 BT ©; iv. IR FR=07 H 70
& B; Ud v. STe 31 § Herdn e g
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I1.

I11.

fauor & Rygr=

TR—39 -7 &1 wigza < I8 © & v Aegme o fAEian & 91vs & Skl @ fasha o dredrfad
T8 B © | ST aR] AR TAR U9 IS99 Pl SRTeR S 841 Uedl § A1 FdTfere] WiR Hl 91 a9
T TSl 2 |

2. Rl B HIUS B IF=d fAYvE BRAT (Marketing under Middlemen’s Brand)—g4 Qf—nfa &
=TT AT ool STRT @ forg foedl 9Tve &1 WA 81 &t srifq i o=l Iaral &1
a1 fosl) JTvs & HeIRell dl 99 < § | U Reafd #§ AeRer 199 9108 9 & 31=avid ScTal Bl
Jad B |

A—TUE &1 39 Q- BT =™ A—i. (AT BT 1+ SUTET & fAuvre R 31U« a1 dfegd &l

FHRAT g, ii. FrATar 1o awgel et B gEnT 9IS SWed B @ foly wR el § |

R—39 - &1 7@ I I8 & & 599 FMiar &1 JeaReli @ Ut &fte W iR 811 uedn B |
Ife AeRell 1 ¥ g FHTaT @1 SR 9 Jed IR A Sl 8 O 9 R i &1 STTg o 1 a1
IR d 2 o @ fmiar o Refd s gaeig 81 ol 2 |

HRAl ERT AR SIH drefl §19s Hifadl (Middlemen’s Brand Policies)—U® FeIReT & gRT 7+
gos ARl § A B0 BT G S A1 8 MR AT ST Fhal ©

1. Had fAAfasl @ SIS &1 YA BRAT (Use of Manufacturer’s brand only)—3dTEMRUTTAT CIBEE]
AR 31 N DI UATT B | 39 A § TP AR ARl & 910 &l 81 99d1 & 3R 39+
108 e Pl T AU 8 | 3APT A I8 8 fH T8 9l 91vs M 4 bl &1 g F1 fasa
TE FRATR |

AH— AR & gvs A 8 & $ROT ANS AT A 96 Skl 8 3R S9! 31es el

BN | A H afg B Ol B, Jefl ™ @l % 9gd $H el § |

F—39 AT 31 7= S I8 T 5 53 Aezrell & o AR &1 faery &1 8 |

2. fAafar @ gve Td HERY B FIUS BT ARM-FIA AT (Joint Use of manufacturer’s Brand and
Middlemen’s Brand)—39 fd—-1fd & 1=vTa Feuve] ALl & J1vs & ST & A1—A1e) WY
B gIUS B IAET BT W I B |

AH—39 AT BT A F—i. "HezRell & o IRTT &1 A Brar B, i gfd Aeawell & A
F08 B IART & I BH BId & AR D! IATGI A 1 & 9108 o Iral o gor 3 faey

R |1 81 B, 39 BN fddheiial SUHIa Fearell & §1Us Bl 3R AHNd Bl ©, Ud iii. 399
AegRell Bl I8 =X W e f& faiar g1 S9e 3 S T oy o @Y Rerfa & 9 @ ae?

R—39 AR—AfT &1 v v 78 ? & ura: fAafar 1 qemeelil &) < 781 oxa a1dife g4
AR—AT & srta fafar & g & el o s &1 2l 2 |

314 1S At (Other Brand Policies)— %31l & §1US & G+ H GO 3 wiifcrdi A1 € Sl {7+ TR &:

1. sgamws A (Multiple Brand Policy)—J8 g8 Ifd & foRH U F9M awgall d fdwi & forg
JT—3TT TUS] BT IuAN fhan e & o {6 = ol @) fafv= fassa srdiat &t
| a1 o 9 | A fagmi &1 &e 2 {6 I8 A fauos 8 @1 Sugad &, W= SiReeyl
=
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2. mg—%@n O A (Product-line Branding Policy)—3dg Y I FResli gIRT AR STl @ S
Py G DI IKIU IR & | $9H d UAD W1 & oY Ueh ag—@T F10eH iy 3ol 2 |

YHTSITT BT M Tg gRYry
(Meaning and Definition of Packaging)
RIS g B I fARIvarsti ol a7 Rl 8 9 b SudIaiali o 3R g2l 3l |di<d <71 4
U1 {1 11 e, a3l H I AFIar Bl SISl S |ab 3R I fARIvarei &l daR axjsii 4 wnfie faan

ST D | ﬁ?ﬁmaﬂ (Product)ﬂ%ﬁﬁﬂﬂﬁﬁ@@%ﬁﬁ'ﬂ Al & fb ST (Consumers)?ﬁ E?Eﬂi’rﬁ
BT |qAfaH T A DA R T 1 FHe 2 |

U ST aRg— Ao | Awfd § I8 9 & gRIE Ud SUINT & AU (Containers) g Ue+T (Wrapping)
% A M U4 a3l Bl I JAEFUE H G I e & YRl 3 a7 1 I F=Hd © |

IpforT @t afRwm
(Definition)
U1 1 o1ef F—T fagMi = f=i—f=1 YR 3 &R 8 | 39 9 W 8 YgRI URWTG 7 UdhR §—

1. . faferm 9. e & Jg9R, “USfST o qvg—1aIo &1 S5 A= fharei & aqg &1 alRkviiid
far ST Add & fSaH fdl 9 & oy ofUes I1 SMeUE &1 IAEH HRA 3R IAD] fSSI8 I
q g g 1

2. WL IR, TH. SR & vl H, Y 98 defl iR/ g 8 Sl U axg @I fodl ey # 9=
PR T AU Pl G S FISA & UG 1 o AR, ST 3R AT—Fooll & [IHT 7d TART
q FHEfd © oy avg faaRor & fafer= sravensii &1 oRd @99 Iof w0 | YRIEE = [

3. 99 9 A S AT H, “IMUFEUH g e Tl A BT SYART YT & s offdd o= @ air
f enfiet & ROt 9 GRIET T2, S9! Il & 7 Feral el dei 99 a¥g 31 SR & §RT B4
H oM ¥ gfaen = |”

3= aRYTYIST I I8 91 We 81 Sl 8 fb YSRIT # Memurs g ofUed drel T4 81 A8 31 dfod ST

fH1T0T BRAT 91 31T B | 39 a1 a1l @ AfaRed s fde I, SEm=uTE @1 f$SieH 9911 4 3BT ATl

Y enfiet B

Yool P e 1 fadwang

(Characteristics of Package)

TSR A e R PrfiRed -

1. o & = Ste faaror o) A= sravensii & \HI STE B GRIET Uga B |
2. Ufw arl (et wd vudd) @ i den feef den Sl & e | wwfia 2
3. UBfS & orid erdfer vd i @l fharg o wnfiet € |

4. HfeT YT o & o 7|

5. UEP b FF H IO B U Bfr SO~ HRAT B |

6. UTEd BT UG A YT BRIl %|



146 fauor & Rygr=
(Packaging Activity and Policies)
‘YBAT A S (Meaning of Packaging)—{IuvH & & # UYSRTT Ta a1 FagR den 31'3?[ HIGATHD
dHAID © [ faforam 9. e @ ol 7 "Uafoi & I@re (e a1 fhansll & 39 am g ¥ uRyifa
B Sira wad & 5 IeTe & oy e R Jferal NOR &1 4101 Ud et |faford eidm 8 | 99+ wd
A D G H, "B A SR IS (Container) Td e Tl (Wraper) AT foRTH <ifdel o= ga
FSTHT AT & & ST ¥ © dlfd SedTe YR Y8, SHo [y H weridr i, 3R Sde JaI 3§ SuHied]
BT GAem W@ [ IR g IR TSR & w@] # "UBRiT a8 Hell R A1 9 & S Ua I &1 feh

FeR H T8 B I Bk DI SG B BT & SUGa a1 =g A, Rt va suawon & faer
TN SUIRT W AT § Alfd [IaR0T @1 =1 sravensii & SR I yoid: gRiga B |

ST RAI ¥ W & & "I v ¥t Tl vd fage & o S @ gRi&a faavor ga suHm

2g SUYH F<Ad IR W TM H AT ST Bl [ FeAd H I P W G @Al 217 U

@ 7 fRar 9 daR 2—

(1) YR v fasm= B

2) Ui I PRI &1 S fhaeli & Tz 8 S U amdl siriq s gd Xo™ & fHior e
o ok avgell & fdw < wwafa & 2|

(3) U va Ufhw 5 1R B | Ufh T aqar: el Bl BN Td XU™ H 96 HRAT 81 § SIdih GO
H e Tg YU b1 AT dor SuAn Aftaferd g 2 |

4) YBRT H orafer va §if$T & fhard wa: & affera 81 Sl € Jife ofee &Sl IR o i SIrar §
qAT F1US U oldel TR ol 81l B |

(5) USRI &1 g I AR @1 A= sravensii & SRM a%] B YR UgAMT AR TEDH Bl
START—JAYR] T HRET0T ATeqRIA Y BT B 2 |

B & Sewm

(Objectives of Packaging)

U ST BRIGHT BT T Seed BH & ¥l H dieg BT, AN H B BHRAT 7 AR UTSDI Pl g% ARET0T T

SUAN H JAER IuaTel HRAT BIdll 8 | YD & Jq@ Ieed AR € e

1. SYHIERI STERAl B QR BRAT—UDB ST §RT IYHHRIIAT D1 GI—ARET0T T ST —J (e Tl STRavci
TR DI S & | SUHIRT U AT I TR I WR 9% DI ALYdd SAI—al ST 41 =18 8 | IS8R

& forg fUeffe 1R S gU SN IoRex I1 Yble—ldR o STl dTedl, 31dT HART of Sl @il |
STH A THId I X B Fahell B, Safds Yot uRagd vd S9d RM ge—the ¥ 9919 N |

2. FHA SUHIFT-AN § afy He —RAqoe WRen @) afic ¥ USRI &1 Iy a%g @ A B g B
T | UBTT & gRT 39 Se¥T & gfl 9ol FBR B O Fahell & | YHRAT IE—uRay Ia1 § T IS

Cundiff, Still and Govoni op. cit., p. 268.

W.J. Stanton, op. cit., p. 228.

Mason and Rath, “Marketing and Distribution”, p. 286.
R.S. Daver, op. cit., p. 280.

W.J. Stanton, ot. cit., pp. 229-230.

Based on R.S. Daver, op. cit., p. 281.

® N o wu AW
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& TR H YIEDH] DI TGN BT & | 3 GRATA HT We HEl 2 & 89 auf | daer Yba—uRad=
B PR GD © | USOT fI5ha F<e1 UTed] T Ugandl & AR I I MU o § FEAN Rl & o1
SUHTRIT—HT g 8 |10

3. faerEma SuiEEr A $1 Sgde JAGARl SRAT-UBNHT BT T I fhdl TR & Iedre 1 ARad
TS ST B GURAT T4 fIEMM AT B 107 Sdrel AR BT ) BIal ¥ | 39 322 & Yff &g =19,
MEHYH Td G TN ot & # ford o 2|

4. faarur & SRM IR ARV TG AT H FH BRAT—ITH TSI IUE Bs A SUAIRI—b5] qh
] b URTET § o bl I GRE BRAT 8, I g, I, T4, Plgi—Hprel Td fAereae I g4 & 3R
e W IP] g9 BRI & b g WRIG 78] Bl 8, BIST 781 81 UKl 8 AR el IT IFD! DA
H HH) T8l Bl Tsdl 8 | F g fAaRor artd # HH B <<l B

5. S Afdd@ P AT BHAT—UBISHT BT 3 Ae@qVl Ie¥d IUG AfdIcd Bl AT BT 2
3R ST B BIG P Y~ G918 | I8 & < Y d1d & (b YBISHT Bl BRI IeU1e & ke
H1 AT BRAT 21 & | 59 TR I Aed—I91e U Jrax asd! & Afddd bl MR <d § S99
UHR, I UG I B Bid T IFd Afddd Pl AcHd fhw] TR ¥ Uga=—arg wd 4
sifegad FR < B |2

Yoe & Prd

(Functions of Package)

Yol | MR IATE—IET DI AGI & T HreR AT NOR I for1 St © S g10s—ugad UeT -+ UG 991
@G H weyul AT I HRal B |2 AU & § S8l W—Hal & YR WR HA B FaRl FuR qeiRI
DI AT & 9 @ AIT—ATY qll ol &1 8, I8 Ul fasma—ufaffdy sieriq fasmhdieli &1 e 78 axd
ST R® © | 3 Hedx qUSRI A1 gl W A fasasdl 4 ugdl Yaet wmedi 9 Ha—siid a4 fawrs od © ¢
9 Reafd 1 U6 1 fohareqss et § gRad &1 IR R Q1 8 IR Yos & &R fashaei & ol
BT AT T-UT B o B | 31T Yol VAT fashall SH1e ST &7 © SR SUHTGe & a1 fofl T enfud
B BT M@ 91 38T 8 R R AR & Jaaa qof (=101 39 Aad § | 39 UaR Uasl Sdre 8fd 74
fdeTcd & Y& BT RATGID BRI HR R8I & | Ul & 3 IRERNG BRI (TR &—

1. ¥REU (Protection)—Udol IUGH sl ddb IRl @ URTET & ARM, I9D U & AAHY 3IR TSP
& TR H TAT D A SUNT G A1) SUANT ot Rerferdi # I7a1 A=eror e ® | Yol awgaii @ v
Bl 9g1 <l & IR ffar, dve vd ured avf &1 onfdfe o Sucter &ar B |

2. gfAem (Convenience)—U&sl a3 DI ATT—el—SI, WIAT—d& B, IS—E 3N B FHI I,
faoR®] d uEdl B JAuR IuAY B B |
3. YgaH (Identification)—U®ST T8 UG ISUHIETRN & IR H SAE—Ugd™ S~ &Rl & 30N

gl awgell & AR BI AT B BRI AT 8 | 39 THR Yol [T BT 1 BRl & |

Libson and Darling, op. cit., pp. 641-642.

10 Cundiff, Still and Govoni, op. cit., p. 268.

ISRV & forg il & Yae, A A Fw & Uael, Id A1 B B NRA, g 5 89, wnRes—Afer
H g G-l & UBS  aegell & WUSRY & BM | A © | Ued a%g D HI D GHI Yol I P
Y ariar 2 |

Ernest Dichter “the man in the Pakage” vid the book, “Readings in Marketing Management” edited by Harper W. Boyal, Jr. and
M.C. Kappor, 1967, p. 309.

Lipson and Darling, op. cit., p. 641.

Ernest Dichter, op. cit., 307.




148 oo & figra

4. fav&ierur (Differentiation)—UdHST Th B & Scaral &I 3 vfovueff waf & Sarel I < Udbe aral
2| T8l IR 0T, ¥ Ud MHR ¥ Yo FAM 81d & g8l Udhol fH=idl &1 UK Uedh—Hd Aoiai &1
YR T 8 | TST BRI & 6 T Yol ABerdl & A1l Hiawue $vd gU s <d 8 31k Svs— g
H1 AEayel FHTF A | TR od 2 15 Y da—fade afonfiar # weaget sPaR &1 &1 F=an
=

5. fasa WE™S (Helps the Selling)—Uas fashl—ufdhan § don gHMI 4R fIsmua # axsli & Syl B
9eT ol © 3R IAe—a¥di g S TN &I Afddl & aR § faave! vd SuHrasi o1 Riferd o= 2 |
IRTREa®Y fasha—yfhar § Yool fam! Tafd § T8drT &ral & 39 bl &l 9] 1 vd FagAaredis
PRI BBl ST Fhell © |

YforT wa Ufda | o=
(Distinction between Packaging and Packing)

UTg: AR Yo iR U @1 U &1 A © Td Q1 Bl 99 fdf H €1 SN A © | fbeg 59 gl |

3R 8 | UfHT (Packing) § STUTGT BT SMETHUTHT (Containers) TAT TTUCHT (Wrapping) § 978 $RTT 81T 8, STdfh

YBFT & g1 SMaTUral d21 oiiedl &1 fuior vd Sy ¥ affafera 2 | ora: Ufew arca 5 Y &1 &

3T B |

IBRRT & a4

(Advantages of Packaging)

YR & Al @ A9 9T H aiied fhar S addn gi—

1. FEeT @1 v—i. JREM—UBISTT a%g Bl WG Bl A gardl & G20 IqD! qarferc] § 3R el 377
a1 | ii. fAetae # drae—avgsil # ferae @ FREY BF 8 S 2 | il fasa saga—Uai 9
eI B U9 9 W F08 B H A W& © Sl A9 FaEd B BRI BT B | iv. WUSR H
Gla—axg 31 e T6 & T79 T A | WUSR faT S Fadl 2 | v. @i afg— et YT
i @1 wnfa 9 afg @=ar g |

2. ARl Bl a—i WoSR A gRw—aerell o ISR @1 dreR wve # gfawr e 2 i ARt |
Flaen—axq3i &I Ve WU F A WA IR Ao H Gagn & ¢ | il Trgd bl fam § srari—ursai
B = 3 o JEd B | iv. W s —ares1 Yo axg &1 W3 &1 fasmus oar & fosy S9!
g 99 # e &h 2|

3. SUNMITENSH B dAH—i dM § RIS SuHEel B oM H gien ueE wRa 2 | i fAemae
[T HA—IUHTEI Bl aGU Jol w0 H fHercll & 3R IS4 fHefrae &1 F#rae o4 81 Sl @ |
iiil. AATE—UD ST & A1 BUT Gl ANfe SYFIHRT DI 9% B AT YA B T8 ol & oI ITHTRIT
IABT RI—YT AT IST ol ¢ |

afort Hifaa wa dfa-hHfaan

(Packaging Policies and Strategies)

U @1 B ygE Af—fdl 741 JeR g—

1. Yol gRad+ (Changing the Package)—4T:: HFITT 3T ST DI I HY < 3R SUHTIARA Efﬁﬂ@%
zg Yoot gRacd &1 AfR—NfT &1 AFERV BRA 8 | T /U A FHR §RT Udbsl aRaa 19 &1

15 Lipson and Darling, op. cit., p. 642.
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raRensli H o Sirar g—1. fasa 7 &1, T 2. T UIEd Al DI MBI IR IR AR BT |

9@ AR T4 HF D1 U [T Yot 4 BIg Q1Y fAxag o1 ol 1 91 98 IH JIRA 3g IR
31 o7 of Il 8, S—Udhol 9aT< ga1d+< (Air Tight) 81 & 31T Wie & Ugdlq a8 R (Leak)
AT |

2. Ire-ufdd Yafor (Packaging Product Line)—U HF BT I8 ol o gsdl g f& a8 o Sauret
% o1y = fAamRId B drel Ydsil &1 YART & 3fd] == UeR & Ide] & forg f=—fa=
fa™ aret Udssll &1 UART &Y | UIRATRS AT G Uil (Family Packaging) & 3T=d T4 ScdT&1
% T A USRI 2 sferar 91 Yavst R o A faRIdrel A1 d&vll &1 U fean
ST © | GRIFAT U ST 1 TART R | R 14 I8 Il © fob a1 Scaral bl Al QR IedTal Bl YT
B ™ e STl B, A1 8 UIEd] & folg 7 & SUTGT &Y Ugde HRAT IRl 81 ol & | 519 Saret
& o aeigan Ui @ Af—AfT &1 9T fFar SR 9 w2 @l &fte | GafEd iR a9 fos &
B |

3 g-: mﬁiﬁ'ﬁiﬂ(Re—usePaCkaging)—ﬁ_cF}ﬁrWaﬁWﬁﬁ[—;ﬁﬁfaﬁW@WWWWW
g Sl IS BT ITIN B & LA 1 30 BRI H Jgad (61 S 6, SiA—sTerel IR I €l & s
9 & TR & geEr W BRI H o 9 @ § wgad Ry O 2 | 39 Qfa—Afa & 3t v fem
ST A1f2T ST 9@ §RT ATED] UR I YHTG STAlT Sff 9 b = STfaRed avTd & ufdwa # srfaRed
o 1 ST el %€ 2 | A € AN A g g D1 Grearsd e =iy, st g g
H 3+ arel Yot foatar & forg omue g 21 8rm |

4. El'g’-?fcﬁl's‘ﬁ'cl\?ﬁrh(MultiplePackaging)—Elg—?gﬂo—lg BT B Afa—fT f B! vaferd 8 | EASEY Jr=d
Uebsl H ST B P gH1d] ! Sl € | b IcU1al & g H I8 Afa—Afa <@ a1 e g,
S—dTeN, e, 9, Beves U4, < a1 Mew W @l 1<, i NS | 9g—3F1s YafiorT 4
ST B ol [depd 3R gb1s fasha § afg gl ® 1 3 Qfd—Afq gr1 =dH Scurel & forg argei ot
WP o Het # w1y Ferar e 2 |

afor v
(Packaging Decision)

RN TE] H UBRT & a9 H 01T o1 YT wearar g | fawad oreel § Yoo ol & wiid I
SIGIER (Package Design), YBHS MMBR (Package Size), Y AIRTd (Package Cost), YepoT TRIRTOT (Package Test)
IR EARIRCICIN (Packaging criteria) Fael ol forg oma € 1

1. Yool ST (Package Design)—Udo & fSoiigs & Wag § i YR & foi oy S 8—
i U & o fhE YBR & AT BT GAN BRAT A1MRY?
i. U B fesrsT | e
iii. Yol R T [ B gART fBAn ser?
iv. Yoo R 1 forar an <wiian Sm?
v. Ude R 91U $1 T U4 ARG g a1 8rm?

S8 AfIRE Yoo & feoies & Gy # ol o A FeeRell ofiR SuHIadmeli @ giaen & 1 e
H G 11 ® f o Scures @l IS @ H agfadn 7 81 | Yodl & ($o1ea & vl &l 9 3
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ueh A1 gHIfdd BRd & SIRI—IcdIa Bl W@HTd, AN, Ydferd Jed, AR, fasius gd S gfdaw
e |

2. B IMBR (Package Size)—SE & YHol & MHR B o7 IR gRT SWE & HI & ST
Tl 71T IR AR AT B, S —RIRe, UT: 2T$] 7131 § WIS Sl © | Sl 396 Udbol ATERUTT
1031 20 RERE & BT © |

3. ﬁ?f}'\‘rl?*lTTl'a(PackageCost)—GT‘CI'I_CIEﬁmiﬁﬁﬁﬂéﬁﬁmiﬁmﬁqﬁWﬁmWI
Ul B AN & Fag H o7 o ARy IUTE B1 JRET Ud SUHTRI Bl ha—2afad d1 A1 a1+ H @1
=118 |

4. Yo gRNEU1 (Package Test)—UdHol & Fae H IURIGT 077 o1 & a1 Yool RO A I8 @1 STl
2 &b Ui ol Ifer 8 a1 181 | 39 ol IR UabR & el by S 8—

i e wNeau—Uas fSHET Sde @ gRenm @ fog S © serar Ei?
i SfteTa 9REu— UaS q@H Bl afte | grav 3MR AThYD © Ul TEI?
iii.  WeARY GRleTU—HeRell & qftelv | Yool Sfed & srerar e

iv.  SUHIG TREU—SUHIET 39 Udsl B A< B © AT a1 ?

I BIg Yol TIETUT &1 39 IRT BT IR WRT SARAT & A1 S99 Il & dag § 31feqw ol o foran
ST B, 3rerdr Y Aoty &Y ufthar &1 fhr Srexrn Sirdr 8

5. BT SMYR (Packaging Criteria)—U®hol IATG BT Hal YRR B Tell B9 AT | 59 LRI
gcdh Pl & H IE] BT GfaeT (Convenience), U IR (Adaptability), el 37f< TITD [ENEGIE
P A1 WR P Bl (Image of Status) IR fiRar e fagawaan (Dependability)$ TTﬁ P W YT ¥
Afaferd fbar ST =fey |

Afafer

(Labelling)
YBT3k F1v8 & Y dfdd b1 Gfss ey Bdl & | AEROGAT I8 Udbsl &I & b 91T Bl & |
Fi-—Ffl Ifda & fow Scue & T ¥ e § TS e o o) @ I B awg @ A1 famar &
IR H I IR S IR H YR I & g8 Bl 2 | O U A1 e R I8 gEe ) g8 Bl § S9 offdd
BET |
faferam 9. Rvest (William J. Stanton) & ITAR, “fde IS &1 98 91T B fo9 W) IeU1= IR fagvan (Fefan

AT HeGR) & Y H AIRGD FAAT &l TTg Bl 8 | Y oIt Yol BT 1T 81 Ahdl § I SUIQ & A1l TIel
HY H o= &) T8 U e & ®U § 8 el & |”

¥ TG A (Meson and Rath) & TR, “aIfde Ja1 <+ drell e, U aTell SIS a1 Wid 8 Sl S|
I YST & AT ST g B B[

SIRIFT GRATIRN & fAgeyoTetd ieae & IMYUR TR U8 HEl ol Adhdl ¢ (& ofdd, Sare, Saa ffar a
fadar & dy § ga < aren fe Bkl @ S ST A1 99 Yael & A1 o B B | Afdd ofves aret
BATST AT WA B w0 § Al 8 G 2 |
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dfddil & 9bR

(Type of Labels)

AfSell & BRI &1 FHiaxor fFrifhd R oisail & sraia fear S Ao 8:i—

1.

A1US AfdA (Brand Label)—ST08 Wfdal § dHacl I & F19€ Bl M 8l AT ST 8, STA—FD FUS
P ToTHEA 1Y | T8 IATE TT ITP Ubol UR IIIT SITdT 8 3fATd 9108 Ifded & foTq o1 | dls e
Her= T8 &) Sl | VA Al & TTEdh] Bl IS & Fde H BIS a1 Ta1 el | $9 BRI 7Y ATghi
DI AMHYA &1 fhar 51 Adbal |

3t 3rerar Ao} Afd (Grade Label)—H¥9 Ud I & Ad 9 olfdal H BT ¥, 3, I1 31eR ford I|d
ﬁwaﬁaﬁﬁmmaﬁ(Qualityorgrade)aﬁﬂﬂf?hiﬁ?f%l@@Wgﬁmﬁﬁm%ﬁé@,
FHAD -1 FHT T8 FUT' 9108 & 1 A a8 g 374 ¥l FIeIS] & AMER TR AR BT 8 3R
B89 UX Prima, Deluxe 9 Continental & oIfddl oY 38 %I

faaroTHs Afdea (DescriptiveLabels)—f[ammgﬁwﬁmﬁiﬁaﬁﬁwﬁw
T 2 | 3% §B A FIAIHAS odfded’ (Informative Labels) ¥ &8 & | foheg GaTcoAd oifded I
IATE M & IR ¥ AR FHE TSR <d & | Fd18d1 9911 aTell R FIER: f[davomeds vd
LIS e BT TN AR 2 |

HAT AfIH (Combination Labels)—3 9 offded 81 & T4 Sudad afofd dHl UbR & oifded & dal
Bl U F Afafrd HRd & | W Afded BT Taerd ol W §adT Sff ¥&l 8 |
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3TT-9

SIS Sildd dh
(Product Life Cycle)

IWIE a9 ash BT AEd
(Importance of Product Life Cycle)

I, U3l Ud Us—urei @l |ifd IATRT &1 W Siia—ash el © | Scarg A1 S ofd &, JaTaRel 9 Udel Bl
2, 9% B © JlR 31~ 7 BT UK B © | 3 faffie sraRensii & |1l B dTell e S99 Siid dl
A%herdl b1 feiRer wrar 8 2 gl /3 o Hifa afe sare e i @re | wfed &1 S9R wd d9a T8
HRal ® A1 gRYFadr (Maturity) @ &l H S Aherd] ATUfES BY A AfE—) 8 Sl 8 | S+ qHar
B gY ¥l ST & Sia-—=sh Ud AMd & Siia-—ash § §Y AUl Wi gl & | 999 E fAear
I8 BT 2 T U A 3N 50 W 70-75 a4 T SifAd &l 8 | fbwy, A & Shad—adbrel dl wifd fondl
IATE BT 7 A1 AT Sia-—dhTdd Bl & IR 7 8 39 fads & nmaR R [ fhan s daan g B afe &1
SATE] BT SHia-—dTel [Hi¥ad N H=A1 A a1 I8 d Slid-—ash UAd SIS & A1 I TeTT—3Tel T BIdl
g o9 o fafes Ts—digi vd ugeil &1 Slia—aTdl JTe—3Te BT & | 39 IR, STe Siiad—ash dl
[IERERT A4 Slia—dgh @ [AaRYRT &1 -1 1 16! Tl A1 Bl © | 371 IR WY, A1 Sila ash B i
IATE SgI—=ash Bl eI [IU0H Jard] B e TGN IuaTe] B H FdRT Bl B | 39D AETIT
A Gl & Sfias &1 Ifaeiiad Ue™ & 5 |ddl 8, Ui Rfd &1 a9 <@ S dadt 8, Al a1
qafgA™ R ST Whdl &, I G IRIAHRY & FHI DI Tgal Sl Fahall © Yd A0 HRIBAT B
FaTa—ql WU U A S | B |

IS Sid9-ash | IR
(Meaning of Product Life Cycle)
IATE—UFINDHROT H TIhR ITTR—UTATEGRN TP IUTG A6 BT A 'S Siiad—ash’ Hel ol © | fohfor
PlceR B <l §, IS SidT—dsh, Ide & (A sfagrd ¥ fAfdne srawensti &l ugam=- &1 Ud YINT ¢ |

1 fama Sfier IR SRl § gax [ordl & e gwdadiaxvl, faer, aRudadr Td uad & T/ 9 Sl
ST B P

foras g SRfe & vl d, 'S SaT—ah I IR IIOR—IHIO] B S R A g o9 tsh
I A FIGIR YR TBRYT I T BR AT FIIR—IRKIN DRV, ITTR—[ADhT, ITR—AE, IoTR—Id Td

! Lipson and Darling, op cit., p.614

2 W.J. Stanton, op. cit., pp. 186-187 and Lipson and Darling, op. cit., p. 614 For a very perceptive discussion analysis of the life cycle

of market offerings which is a wider term than the "Product life cycle", See Theodore Levitt, "Exploit the Product Life Cycle,"
HBR. Nov. Dec., 1965, pp. 81-94.

Arch Patton, "Top Management's Stake in a Product life cycle". Management Review, June 1959, pp. 9-14 & 67-71.

"The Product Life Cycle is an attempt to recognize distinct stages in the sales history of the product...the sales histories pass through
four stages, known as introduction, growth, maturity and decline." —Phillip Kotler "Marketing management," p.429.
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(1) IS IS BI, AT, Yg—urell Ta 3 WIfordi a1 Hifd v Sfas—sA 8Iar 8 |

(2) U SaF—%H &R IUE b IIR—IREI AT TRNBROT I YR Bl & AR IIR—IH™ 7
JIR—YRIGEd] DI Tavel ¥ oIkl 3Tl SHD! IIR—AG DI ALy I UgdHY FATG BT 2 |

() UG Sa—a% o fAfe sravenell # Sre & o @l i # fAwar g 2|

(4)  SHTS MW fAGrITaRen | Iaofl 9 984 & IR uRugadr & sraven # uforue! gardi & HR RS o
2| s W WY uRudaar &) sraxen # I A gt & 2

(5) TveIal | uRadd BF & -1 SR & A% [d]led gg Sdg & Silad—dsh $I e
SFARRATIRI & SR SToITIRAT g AFA, Iedra fquor va =i friror fapaneti § aRed= #=ad
g IRATGYTS Bl ® |

IS SNig9-3ash &l ARARI UG ITBT U+
(Stages of Product Life Cycle and Their Management)
IS SNa—as%h B ARG gt I 71 TR sraRemsii # favad fdar S aadr &

L TIOTR URIHHRUT 37aRAT (Market Introduction Stage): SIS SaT—=sh Pl YR IATE Bl qIOIR
H UK B D A1 BT § | 5 fARAT P STHART a1 URFATER Hl B8l Sl © | $9 JfaReqT
H AN IS BT I Jof T R el 8 AR fAuore BRI 9 ol ®R R f[AeRd v fhartaa
By S € | 39 s/Ewen &) yqE fRNaRi 39 UaR &
(1) w1 P ARG &1 A1 T8 BT gedl ® R®ife ufoarh Sxemd sifoefra aoR # uawr =81
PR U & | FAAR B drell BH B FR0T ST A ST B |

(2) UTEDH] TG SYHIFIRN Bl IS P! ATIH DRI &1 8l 8 a0 RN AEdl v SuHrasi
P IATE B THEGRT Beh & 9 W IR HIT H FhIg Hd 2 |

(3) w1 AT & A faaRer &R Ul § &R o @) A 9R—R ggd |

(4) R BB S & B | BH DI faqd s U9 Fagareid YATA] 61 ST BT ITIeTdHl
sl & | IRV ANTdl H afg Bl & iR I8 afave SIRgqqel a9 SRl 2 |

(5) WG], 39 JqRAT H YR JHAM Bl & Hifd 1 B A= YA Bl & AR AdgAcAD
AT gl 8 | 39 R W) Af fdl ERen @ {5 A BIaT § 1 98 1% BH & BT 8, 39D
faudia, afe fodl B9 & IcuTe & S UTed WHR0T Ud ATH—SIdRI UK Bidl & dl 34
3faer H IATE Bl AT Yf] I 9 Tl © | fbg I8 Refd 98d &5 w41 @1 & Iuared 8 url
2|

IR & TR TRINDHROT B AT H YU gaerapi 1 Agwaqul AT Ifeia & agdl
2 Hifdh 39 3rawen ¥ & S DI Aheldl AT Ahelar urd el 8 | 39 afte I fauor gewerat
®1 AR b 9 fawTa Ao T2 Hag-cqd YR Bl AUATDHR YIIDRT &I FHITAS B HH
B BT YA BN | 39 AT H JHDH] gRT A SUTE BT TR0 BRI—B] Afd—Ifel BT T

3 "Life Cycle of market offerings — Stages of Market acceptance through which a market offering passes in a market offering's life

cycle are market introduction, market growth, market saturation, market decline, and market death,"

— Lipson and Darling, Op. cit., 812

6 Also See, Arch Paton, op. cit.
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IR & HI—AhT TR TOIR A-—a A1d 110§ 9 & i [Iemu+ Ud fasha Hag - wardi
A UEH] Bl IUE B TFHRI TIPS THM IR M A 8 9T d IUTE WIHR B A 8 |
S 3aReAT H A dad fAhg IR g o A 98 © | STed], [Idv®! Td hed) @i,
TN ® M F gar § afg 89 el 8 | I YarR vd o @R ) S o Tl § |
AH S 1 AN $I IR § Jd9 B TG NPT P &, UV U4 YA <d & |
IRUMAER?Y J U 8 U B & | TR eem: e 819 ol & | i s Rerfd
Tb g B S B b Ife pareil o1 396! o< &l 9108 IRdT I 9 el a1 9 399 9198 3
P A B |

3 HEayul ol 59 3raRen H for 9 8 | Sii—faRiy faoRoT S@en & =9, 9ok faRiR
Bq g, g iy Anies= anfe & w=fba o |

S JAARAT ¥, UG DI BIAT BB A 81 ORI & Yfb Ugel AT fAshd gRT T fIcRor Are
IJH W W & d1 915 § gfame] & faeg fama fear o g |
IAIE B ST dh BT 59 I[ARAT H Ya=hi dl a1y fb 9 f=farRad &l av—

() SR @ 5 @ ST T O S FHGY TAT ATBR T ATHT R &9 < | I8 el B
JfgmaR RAfdl 3 Uredh IUTe @ fdebraraRen # fawq (Uneven) e @ o Wl WHR
IR o T | IR SIS & (S 9™ & B SEH! g1 fhed gd A1 SF1 W & e
ST ¥qaid Xedt g 17

(i) N R BT W BRI D WF R W FUS WRI&I (Buy my Brand) $ fASm0H wd
TagATHD HIfd BT AR |

(i) ®H B IUEA UG AR HRIGR BT 91 Jfd 59 @Rl § fAUvE Aherdt & forg
U] BRIGRIl He Ul U Bl @ I°

I11. oIk gRuaadr 3raren (Market Grown Stage): IdIq ST b B AR JTERAT BT IR
FERAT PEl ST & | {O A8 39 Al 3/’ (Saturation Stage) 1 B8l © | G S AA=AT
# 21 Refoat o= Bt & | IR Reafd &1 “aRagaar vd gearqadt Rfa o1 w@fer araxen #@
ST & |

gRaeEer 3raRe H—(1) IR gg ol ® iR ufcarf eifadat ol &1 &1 &1 ol © | (2) faseg geah

8% o)1 9 951 2 | fI%d & 9gd 51 R W BH b o RA o § Hifd Scares vd sy @) sifded &

HROT IR FAQ B o7l 2| (3) Gl A B o1 3§ el IR AfP B ol © 3R At Bl g™
TR HIGATHS T fhd ST & HROT ART-Weded (Demand Stimulation) U9 @ITIRY 94 (Dealer Support)
LD B ST & | (4) DA FRA STl 2 iR [Juoe 2 9g+4 o 2 | (5) 39 aell & |4l A1 guid:

7

Arch Paton has rightly pointed out that the extent to which a product at this stage, provides real consumer satisfaction will largly

establish quality climate in which product will remain in later stages of its life cycle-See, Arch Paton, op. cit.

B Cundiff, Still and Govoni, op. cit., p. 133.
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