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1.0 9fehT (Introduction)

SR % 4ol Tested & sifafer, fre fofer @ foreh s & sifqe w9 1 getea
TEh! % TH WA [Ha1 W1 7 IH SR TEIAHT el S 21 58 3cas
FrE STAR 1 Yhfoim 3R Ao ikt €1 78 Te Ui 3Tewash ¢ difeh Teh fiar
1 IR 3 Tafaretl & Icug ¥ f=1 TR oMY den 9 o= § ST W1 9 W
% U Sustiaar *1 ved ¥ € faea o9 fosha geern SE ArEl w1 9e At o

fern < 21

(Branding, Packaging and Labelling)
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2.0 594 (Objectives)
TH IS 1 ST A AR T THH Fohl-
() MU TH TSHE 1 A
(i) UL fFa THER B B T
(i) sToe =@ & & IR |
(iv) TS == Bt ©
(v) UmfST fhae 9obR &t et @
(vi) Sferet = e ©
(vii) et fohea TR & B ©
3.0 Tow= ST UEteRTOT

3.1 SUE WS SgHTeh okl 319 (Meaning of Brand and Trademarks)

Branding & NI SW&eh 37O %] i W IcAKHI St axgetli @ f9=1 X Tova
#1 78 foia o Hfaal 1 ©% Fecgel o ¥ AU § AW B Gl ¥y fes
Bl Tohdl B A1 T D VK B Tohd B AN I Welohl THATHRT U SR STl 2

Definition-American Marketing Association % STHR, “2<HI T sve & foraen
AR TR0 ] T T 1 iR TR HIH B A=HIG et ThAH foshar g €
ST ST Hehel 21"

WA & IR, G TS §US € 3N TH WhR 57H A VIS, of@ A1 3k iHel
% TS S==No B Thdl 1 SHH T w1 fesmEa o st €

SR TRATNA & SHN TR €H He Fehdl & b SIUST il G0 feman ST Tehell B 1ol
=1 wnfie 81- @ 91ve o A, s, fesiea an vk = 57 99 g oo T famar
1 o AR Ve Bl SHH Wi wt aeqE SR Yensli § e e ST wh|

Characteristics ( fagreand )
1. wvs uEw 9W, v, o a festA =

2. THH! 32T U foshdl T A1 TH T T a%geN Hi qfegwrn qen faaitned w1
Teqel @ fa=ran Seo= e 2

3. gl ove deurh T € dAfe |l deue ae A W €
4. oS 1 &5 Wi B el SSAT 1 & fawd B

S qAT TSUTeh T I

(i) ST (Registration) FMUE T ¥k, W, Fae fesme =1 57 Weam & o1 gan
T Ffme 7 AT 9 TR HET ® ST TSl w0 fen S © @ 9w
TSHF el 2l




(i) e (Copy) SUS ! Tehel 37 W SEA & GRI 1 S Tehdl € ifehl SSHIh

I Thel H A b T BEGET HT ST R § T IAY T FF 7 A
ST gkl

Reasons for Development of Branding : 71 %Rl & S1feT %1 A 921 § IR T
ferepTe g3 ©-

1.

2.

3.

4.

qEdt g2 graeai|

fo=Tee o1 T, T SR SRR W)W |
Tmfsm w1 fawm

SUSEFTIST H SV & Ui dgat SEehd

3.1.1 (Obhjective of Branding)

1.

2.

3.

4.

ST TGSt I U89 HEM & ol
AT TG BT SIS § WATHEA H1 = GaH & fau)

Ui & feom § 9% 9 98 & fau 5 3ue € S 9ad st § e
SR &1 et Seiel 3R SEvaEde w1 qU FL HhAl

uviert et e wfErt w1 a%g & an # 9= o T2

3.1.2 STUE ST SMTeRT (Types of Brands of Classification of Brands)

U 1 TR0 fafe=1 oTuml T R s Hekar &

L

WU @ MR W (According to Ownership) :-

(@) femiar =t sTUE (Manufacturer's Brand) :- SR 1 fHidr @ 91 S08
T HYA § 39 aegel % fau iR 9% I €1 S aes O ST 5
ot SRA - o9, TG AR, TH BIe, T8, TR AN T IS 1 HBL
ot B 2
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Principles of Marketing (b) weent v Fve (Middlemens Brand) : 59 ScUSed S0 SR W HIEL 6l
TG A TS-a &ieh S 1 FEhL AR SO gt o od & ST oregaii
%1 SR § 99d €1 36 ThR & SIUS | ARl o1 SUE %ed ¢

IL T:l'{i[)aﬁ I HE&AT o MU W (On the Basis of Number of Products) :

(@) urfiariier MU (Family Brand) : S8 T& 3cIReh G SCANRd i ST At
Gt et =1 T € S0 T 9§ dl Q@ 90 S i sve sed §
YReies SUE % IR - o, I, S, 22 T

@WWW%%WW ﬁ?@ﬁ"’lﬁm (Umbrella Brand)
T € € STelfeh HD 1 HEAl 8 Toh G § A= Bl B =R el & FATEAR
AR S0 1 AT og 9fe (Product Line) H fan < € S Iz
FUES 1 ITAM %] AT (Product-Mix) ¥ T S 2l

() EAfeTd sue (Individual Brand) : 519 T ScReh T T4 Sl & forg
SONT-3FCT SIUST ol SYANT H{dl € T SU SR SIUS Hed € Sy fEged
wier fafide oot g1 o™ =+ WAl S o, AheiE, T 8 W
w2l

Il SR &7 & 3R W (According to Market Area)

(@) T FUT (Local Brand) : 912 108 St T €1F ey W &) o6y © 39
A0S | T A0 FHEd B

(b) W= 91US (Provincial Brand) : St U T99 ¥ Yofad & 36 W= a1 T
A0S FEd B

(© &siT sue (Regional Brand) : S8 T&% S®REH TEHE WR & 3T AR hl
F% &l H 9 o1 § SR U &9 H T AMUST 1 IUAN B 7 @l 39
&5 SUg el S 2

(d T §vE (National Brand) : <19 3R 379 IcIRA & folt 9R T § TH
Bl SIUE 1 SUHIT HL € A SH UL SUS FEd €l

IV, WaIT & 3R UT (According to Use)

(@) e aTel SUS (Fighting Brand) : & SR ® iaaifiar aifues et @ o
S §RI T oo o o ST aRiR § =t STl B1 T YohN 1 g i
S H| S AT AUS Fed B

(b) wfc=r i SUE (Competitive Brand) : STd Toh 3cq&sh 1 9] ! U 311
ScATEeh! W BT ® AR S Wl Scaeh! i weqe | HiS fani SR el g
o U sraen ® gieEr wve wer S

3.1.3 3T<3 §US &t ﬁ'ﬁ'ﬂmﬁ (Essentials of a Good Brand)

T SCUEe W g i hiE 0SS S Wbl © TS1H 9% ST SeqeAl b forg wEm
FX Ghdl T T S HIN wE =EC foF ST g0 I 70 9ve T R T
SCEhT & GR ST § 7 AT S« &
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Tk T h1 3= e % forw IEH Foret O v B eTevee €
1. 7% TERY iR Hfaw g e
2. 9% 9 ¥ $TEM B =feu
3. 3 e @ TeEE ST 9|
4. I A W TR T Hh |
5. ¥ 9% % o R i % 9N H o el
6. ¥ TS & A A e
7. T fomrm w0 A gl w0
8. I Tt 'R =fsul
9. oY Telera 7 &

(Importance of Branding)

or
Advantages of Branding
or

Reasons for the Use of Brands

FUE YA A ael ST 1 98 3T BT AMET? U el Jwqsti & fag
HE! FHMA T HI AR Bl &1 SR FHMAAN el Wi ST (36 3R, T,
T-FY, THR & 91 | d U &1 Fed & TH B S| 3R SUHKT hi THh FUS
SN THA TS T ST F9E B § d 98 SUHH SU S8 & Scae
& T M| ITF AU 39 FUE H1 HE ASA T8I @ Sl

THT SUE 1 HS HIUA €, HF 19 €| THH! Hewd 30 ScARA (%) o gl
B\ TR hefet T8 FEIRa Sl B 1 SUHE ST 41 SIUS Sl Scdie SIS € o 36
AN W YA NN AU T T oAl B I SEh| IeqRA oSl Ol ® Al YA: TR
SH FUE HT IR TR T A= T

SR %] TSd G faeeehal & g foRd T weft <@ % 9R o wea @
3 T Sfed B a5 % SN e W e ST Wt SrEl Y qer il €1 3R o g6
T fherd € 4l o8 SR SHT SIUS i o] Tl © 31 TEl| ffetian o Scaeent,
ferhanal 3R SUHiRTSA %1 9 B 2

1. Tea TE==uT (Price-Control)

Teh SR SIUE T e & W91 SHeht god ot fwifa o <o 21 5w 9o
W € SH %] I SUHERNS (T HeEwel o1 fasharst ) i el 81 36 TN
Y 3UH od W FE=0 @ © R R & 50 e F SgrEn O W B 9
I e fohan ST

THY SUAKNES i W H Wl © HfE o S B ok {a9I9 91U T Hiad @
B
2. Turas ® feerar (Stability in Quality)

TS et TR HT Fafere! Feor et B1 THH GUR BT TRTEAT A1 81 Tl § T
fiRTee =t &1
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3. @ ug=rm (Easy Indentification)

U AT T H STEA T TGS ST R © SR AN HF B H FIE B
T B WUE T T W @ R S § ged o )

4. 9@ ¥ gfeg (Enhancement in Goodwill)
U STt Sege A HeAwl i e Tl 8 IR Ul 3R Scaeehi i off THeRT Ay
g B1 TEE WIUE % WA ThERT (Brand Loyality) T51 81 STt € e susiisr

S SUE Y e TR €, 3R 56 Uikl § Ui i AT FIAAiar 1w
of &1 1 g5

5. US ST USIeh{UT ¥ 19 (Benefit of Registration of Brand)

T HT TSHT BT o R Ig SSAE o Sl © 1999 HIE TH & Al
R SHHT Tohel el HL Hehdl|

6. W WET (Demand Stimulation)

U ¥ A R Wieded fierd §1 A Wi kel & A iR 9% % dehieh!
wegel § e e B

7. TRUET (Guarantee)

W= S0 oot SRt ol SEh! Uil & o) & RSl & St 21 At e
STATETE 7 B a&] 1 aRe A1 God I w1 STvErEA 5 S 81 9w
RO <A T HE B B

8. HeIwel hi Tt W SUcterdr (Easy Availability of Middlemen)

TS et Al & foru qeawy e o fiel W € SR SUs Al aegat i aee
% fau 5= FHvH T wRgfHF ot 1 0 T=a B

3.1.5 s Tafy=ra & &1 &7 (Methods of Branding)
frefafen wlw o sme ffeaa fvd o1 = € -

() fTouiar & 91 9T (On the name of manufacturer) : $9% A= fafa & 8 9
a5 H1 ave Ff=d HIT S 71 U Ggd U SIRAW 9N ¥ e ® W9 e
I T @, T A BT AH FEA B AW G B

(i) ferdve 4 (Special name) : S Frofan SToFT gt =1 fa9w I @ € S9-
FAEfee WEH o fugel gri i e W SemEd % Tm 9 yetea 8

(iii) feorsr ferg (Special mark) : 9% 3T<Fiq sk faury fowe =1 &1 9w Im o= s
B\ TSR SRt g et fare @l foRan ST @ @R 919 eraet = k) R
o 7%, 987 TOeE W ¢ i T8 HE SHEE SIS ©

3.2 YehfSiT AT 37t (Meaning of Packaging)

TS I 1 ST o SH A § 9gd S Uewl 8| SIS 1 ScAReh
U 1 ST SR S TR HI Ve, fosdl § &% wieh o/=al B 3 HE FHN
% T o o et €1 B2 I T fesal o U1 gen wr off @ | € o sw
(UK 1) FANT A BT SRR e 2




YRS oAl 1 T WHR © Fohd § b g ot et wered Wt 7 9, W 7
BN 8 ST S T % fau off sTavEe 81 9% SHERT U i S W6 § TErEd
I €, THY TS i WeAE T Wl o7 TE el S Hehdl € Tob Uehie Tl
% gfaeruias I ¥ Tk Hecqul R € S faue veret gRT gA fRar S g

qRATST (Definition)

TR fafeas & R & SR, YRS i g a3 [ feaet
F T e IR R ST wehan @ e fRw ovg @ o A S W
SAA F SR IR feoied a7 & FEfed 7

"Packaging may be define as the general group of activities in product planning
which involve designing and producing the container or wrapper of a product.”

Philip Kotlar % STTHR, "Packaging is an activity which is concerned with protection,

economy, convenience and promotional considerations."

ST RATISA & SR W 98 Hel S Wehel € Th Ufeim § =a&qati i ofded
1ol Toh W D 3R etfusy ot wnfer |1 Usbfe o aggent w1 guen, qfawn, wagy
T TR o Wit €1 THW hoe MMM O 9 T o1t WM € AR 3 sifeh S
frwfor oft wnforer 21 g eTetan T wifact @A, SO ST fesg AT o SHeR
T o It 2

3Td: B0 % Tohd & T Ui o & Feferd faawor wd ST = fau sums
T U % W S Td Sg3A i ST STHHIA | W a1 A & Ui § 9% H
Y T 2

Characteristics of a Good Package:

e o e § Frer P e st §

1. 9§ =AM STH{Yd A e T

2. I8 A Tk g SF W €, U AR F B, T8 fha
3. 9% 9rF-ger fed)

4, U 9USN & AR K@M § grawn e

5. fart 99 & 3RW I8 T= 7 3

6. THH! I@HA H H hIS HicTR 7 B

7. THH! TEEH HTA SEE B

8. W8 U H fFo X R fF 9% WA @R

9. I8 IUNEI h! STATAHAS o STEAR B
Objectives of Packaging :-

Y & Sevd T 2

1. 9% gRET (Protection) Y& whdT I

2. I8 gfaHn (Convenience) UM il &l

Principles of Marketing

81



Principles of Marketing

82

O © =N kW

-

9% fHaeaad (Economy) ardl 7l

I8 HasA (Promotion) H FETH Bl

I8 9% Bf9 (Product-image) FAIT B

g IUNIH HT A% hT ASHT h! a1 a1 B

TE T & oI B aR H | S B

IE I % ITANT & AR | fafy «ff Far

78 % fafs=iehto (Product-differentiation) H TEHE Bl

2.1 denfsi & Frefafaa @ @ (Functions of Packaging)

Containment:-

YRS Tk M YEH HC B FTEH SR 1 @1 STl €1 ISl B AN W
Foh - fird 1 U@ U fepan Sran € iR SR AW W W@ ST T WA i & fow)
e 1 UH & (cans) § TN M € A1k $= WA i | hicE 7 81| 36 0@
T gl HE TEgell B W HT S IE S

grar/«=nd (Protection)
e TSl ek g I 4, U, T, hiS ARl 9 o e | S g 21 St

T B I M § %] 1 T-T9 AN U h M 8 Sl g1 Yt ¥ e ue
Tl ¥ o= S Fhdl B

af=rar (Identification)

g feartt fafaret =t aegetl o g @M =R el g @ Ut <90 § e @l
YEEH | SR Bl 81 T YRS & G TH HiSAE © gl el St 2
UhfSiT B o 1 TEEM H W agd Sifesh gl gl §)

gfaer (Convenience)

o U S oTesl alE W Uk il B Skl @ R o W H glaen gt Bl 39 YR
YefSi o Iuwera iR Heedl JH Rl o TEET Bl

JTMHUTT (Attractiveness)

ThfS ¥ og 3@ =gl Tt B THY O 1 STRT 5 Sl 8| Yk Bl
oS, oorel St Yahs W o Eal €, B W, i, T 1 e s 9
el =T ST Bl ST IR STR{Ed Hid B

Hags yreT ( 3TieT ) (Promotional Appeal)

Y ST 3T TR Bl ST =fey, A v gee © S el b St STehten
Yhsl | T@1 A Vb 1 SfEd AHR, T AR G YHR 1 B Aen) G
T & o iR faenfaa it g W 8K {1 31: BH e Wehd § T Yshf
(Promotional appeal) Bt 2l

AT-FEATIATE

3% YT & HROT Tk ST W 3TF God F Wl HeA bl GEAEAT g St
& W oW wuE ¥ FeE B

T W :

Y & fasa @@ S 2

IE IYHIT F G B U SHardt =1 faasn w3t



T IR HI GR B AW H Wews gl Bl Principles of Marketing
3.2.2 UShST & w9 (Advantages of Packaging)

Y TS & o i g hion 9 e S wehan @)

1. fmfaet =t o

2. "Rl &l |

3. SUHERNE ® e

3.2.3 UafSm ot (Packaging Decision)
TR & T ¥ v B g S ol wEan 7
YRS & T H WR YR & i o Ted €l
1. Yo fesed
2. TS SR
3. Uk @rE
4, TS W

1. ekt fevmeT (Package Design)

zEht Y € T U fopd fesTga o1 oW e Wil S | qAnT fmen S
HIF-HH ¥ TN BT YA B S R F-F1 fer@n S| ove w1 fawe = el
T g A1 Al SR Sustieretl S Gfaen w1 off oA T S 3 gesh aR
¥ fofa o W e ol Yo festea fofa sweemmm)

2. Uehs AT (Size of the Package)

UYhST T SR 1 BN FE SUSHIA 1 v 1 H0 W R 0w 99 g Yebet
o oft oy o= o W ¥ iR B A 2R U off) 330 % fAU Clinic Shampoo
=1 9 1 o Ghs R 1 ol weerm 7

3. Uehst @ (Cost of the Package)

Yohsl W foam =@ &4 B, ¥ ol 99w, ana frofa e g1 T8 =g
FHH-Y-FH B ST 3 T A o 2= @ B Tk GReN i gfte W %iE fawdid
e 7 U]

4. Ukt wdreror (Package Test)

S frafar weet @9 gRR % fofa o <iar 7 A1 39 T 1 e off T vsda

® 3N 3 @ B € b SHeRt Tewe, MR SR e sfaa off ® =1 72| s "
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foIT 9 S TR ® TG0 HLE S| HHA-HH U TH0 HLar © IR fmad e
T SR # 98 oia @ A 38 Yo e ol wed €

3.2.4 YehfST o1 EfieRTuT (Classification of Packaging)
Packaging T siIeh0r 151 YR § fepann ST @

1.
2
3.
4

5.

o

Transit Packaging
Consumer Packaging
Product-Line Packaging
Multiple Packaging
Re-use Packaging

Tt Yk (Transit Packaging)

IS o T @ AT STHNT & T T o 9 & 7T o @l 1 UfhT 39 Wb
T H S T 9 A A TE B SR T E 22| T UHR BT R H A Y
Fed ol 39 forawor Y ff wer s 2

2. SUterT YRS (Consumer Packaging)
T e Yohs @ TSe Susie i a% W e 21 39 o ™ % fessl, wrw A

AIfE® & adell 3 I & BR-21 fesal w1 v fean S 21

w

Teg-Ufer YehfSAT (Product-Line Packaging)

TH ThR o Uenfe o qeft W R asgeti S i g 9 S €, T 8 9N
1 YekfStTT oh1 @i fopan ST 21 Ut Yt o1 wiikeiies YehfSin off e S 21

L

E-FRTE ekt (Multiple Packaging)

THH Teh € UhTSIT § e TohTeAl Teh W1 Uk hi ST €1 BiS-DIet Teqa i ufeRT
% fou =9 R &t Yfsm &1 v fmen S R

ot

F: WA UehfST (Re-use Packaging)

Yok Tt gU IR =1 Tessl @rell 8 W 3N fonel g8 & e s 81 59 g wam
TS 1 9 o S 7

3.2.5 Uehst SEET (Changing the Package)

T TS aR-aR AT TS 1 el sgerdn iR <6 799 a9 T & YemfSn
FT AN H 2| AfRa T et ¥ 39 YRS @ sk savEd 8 S e

1.
2.
3.

ot =8 31 T

T g YRS TRe W
YA & STRY W

FER H qREd A1 W

F TMEHT I ARG FH ® faw)

TdeH YT F FwH B W & o)
T & IROTE H AN W R
TEHN R FT qed FE b faw)



3.2.6 YRA ¥ YehfSn (Packaging in India)

qrd & S oft Tga dSt @ W og @ € i WRdig S w e |
oSt @ gig B Wi ® qen e 1 TER off IS ¥ g 1 |1 39 Haw aios § 6 e
SR U i g % e 2l

YRS & e I @ g IR | g O G wnfyd & Wi § S Frafaen
e ferharatl sl SRt Yok TSI Hrermell THenel & el i W Fole € el 3l *esk 7
TAIC GTell Yhsl ST SATIHATIR STTeel shidmdl Bl
3.3 oifsret (Labelling)

et Tk o1 T&H FE arelt w= A1 e Sl € S Yk o g ot Bk R
o W oy & SN H 3N SR fahar & IR § GEAT Bt €1 Uk olfeet sdme © -

I FRE = )

3 el S T B

TEe fafv= 9/ #F-%F 9 7

THHT AN HY HET =YY

fmfor =t fafy

AT (Expiry) B T fafe

e e o R

S T T

& T AR, A

3 T Afaal & T 3 (Tags) 1 T&H 551 Sa1 € S Ybst & @ ot 8
& oiferet Yahst & Y gL 9N i HEd Bl
fryreT

faferm § e ¢ oifsret =%g o1 o8 9 & 5 W o =1 foghar (Fefan = qeesm)
% 9N H s g < S 1 A8 U Uk 1 9 1 Fehal € A1 9% T T
Y T T foae & &9 A © Hehar 21"

"The Label's is that part of a product which carries verbal information about the
product or the seller (manufacturer or middlemean). A label may be a part of a

package, or it may be a tag attached directly to the product.”
3.3.1 wifaer ot aiteRuT (Classification of Label)
et &t & ot o famfed e 51 g ©

1. S dfed

2. = wfea

3. fqoomes dfaa

1. MU Wfaed (Brand Label) : 59 wifee W 9Ug &1 9 & {21 ST €1 98 9ve
| =1 @ i 1 AW w ® AW e v, faee an fesme g R

2. &t Aferet (Grade Label) : @iaa & 1 s i o1 1R for@ wd © S o] 1
Fanferel A o (Qualityorgrade)WWW%Q@A,B,CW 1,2,3 &1 P-75,
YR-96 1 &1 SAfaer ot &t 7
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3. ToaRuneTes @it (Descriptive Label) : 39 YR & @fael ol Y=ARR! (Informative
Label) 9t 8d €1 0 TR o wfaet f5 oigell T o S €1 39 ifereti W e
TR i TG & ST B 59 TR T FAT A S el Rt St st
K

Afeet o SeareT i forsk oo | off weEa e 2

4.0 HRIT :

forqur # foreraen Susier I o Tk H FIUE T e Halitiew Feed & &
T ¥ T B I8 9 IR H Th SIS DA TH HIA 1 VS AT HT TIH Th HeTgol
fofar i 21 319 I off T 7 FehRd € SeRd A 3R e qo veet @ TRt 1 den
@l A e e, ST FA 99 AR WH W W B 3R T WY ThR
A 7T N[ST €| AT AT R SR B I Teh 5108 < Hehdl @ AU Gooish IR !
T fafere s1ve 9 % Tehd € 9RA o SR qen o feel 1 ISiE AR qen aue
og faws 2ifuf@m 1958" (Trade and Merchandise Act, 1958) & T HIA S 2
fSae T8 THAS AW & folU HEHT e 9 8 S g

nfSi foa w1 U0 Heaqul Teq ¢ N R G S Y Tl wIRT &%
o it it 1 T a5 W IR § e T Ul % HR 9gd U o IR
o fora & & ® fawel @ 21 a9 E-E YTt wrefirl oo | Suerst g1 % SR
T | AN @ g1 1 g wee €1 o8 T % o stevee § 9w ey
@ IR HT GGV KL, Tkl & AU GorEm €1, T wET STEH & Kl W
STIohel 39 10 T 9gd IR fean < @1 € ff Suam o on g bl o1 feem s
¥ foa ST W $HH SR a7 Bl

et T =g T & TN ST §3T Tae] © I8 SR b IR H T UAH hH
aret Tl Bt € 9 W Saees w1 AW, w6t fafer gE 9 w1 © 9o % A,
TaE e e w1 fafe, qea enfk e g @)

5.0 WEATTad qeeh (Suggested Readings)
() TE . S U g Wifecd Yo Ui ey SR
(i) TH. . sEEE : fqUE Yae : oud 19 gt &, 8 oot

(i) 3. TA. BEL! : AUUH YaE : ¢FYd T WS F. T8 el

6.0 T & fetT wew

(i) SIUE W Y A T B SIS T SSH | <N TIL HITSU| Th 3= 508
¥ F-F41 BT =R

(i) TS @ o sty 87 s & ol o1 faear o avi St
(iii) et © 9 F1 TG &2 0 IR dfaed § SR TR S
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Paper: BC-205(i) (Principles of Marketing)

Lesson No. : 7 Writer : Pawan Singla

T frafvor & seva, Hifaar qem wiwar

(Pricing Objectives, Policies and Procedures)

Structure ( TU@T) :

1. i
2. |
3. fowa-wrmdt w1 g
31 FIHA/ET AT
311 T & fovmae
32 wiHa/ged fuier s et
33 Hod FaRw &1 "
34 Yeg-Foig w1 geifod w3 ot Fed
35 WoF FuRe & sE
36 oA Hifqa W g i & TR
37 voF MR & ader
40 fremd
50 wEdfed g&
60 T & foaT ge

1, U= (Introduction)

PO T ¥ T FeROT T T S 31 o7 Tt e & forw A e, g
ol SuseRnA, Heoreeli e srefoewen w1 3fte @ off Heequl wE B ScUR % qod 9
e 1 Yfaegul emdr, ST 1 SRR el Heree st e g 71 steforaeen §
AXERITT T FEME Rl bl SR oI T Hel 71 37 qod Fufer & e
ifd wd o8 T g & forw R B

2. 3£ (Objectives)
HEAT 1 IEYA AT T T ot ST 3 ®
1. T ief ¥ et 72
2. Hoa faufcor &1 @ ared @2
3. ou- i 1 Hew 9 3Red HE A ¥,
4. T faofa & ®H-FF 9 9 gaifad #@ §
5. goa Hfifdal & YRR 9 god i & e w4 7
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3. Tawa-wmmi =1 WT*‘{'UT (Presentation of Contents):
31 1 foog- A 1 TR Fe 9hR 9 R S gk B
3.1 wa/ g & 3T

T Tl Mfeieh S W T8 ® N e YR % IRl TS Hened whi U shid
%1 1 SURl T Yeehl & oKl €9 S S }d €, U] ik qod €S9 o A dell
%1 g

Felich o IFER, “hid gt off o =1 W 1 TR 9o @, S g | wehe R
SN

WA % R o = R a0/ ST el HiS o= a5 v, foeet fereht
I 1 U H B STERTshdl TSl ¢

e o, qoo fordlt ot SR = W 1 9 Ak wfaea 8, S SW 9%y, o1 U
o wW & fed e S )

3.1.1 7o &t favraand
qod o1 A i g9E fagreand fre §
(1) IE et Searg =1 Ve 1 Aiisw g 2
Q) I% HifsH qou U | o1 Wik Yoo ol JEqel 5 gHEn S Tkl ¢
() To9 ® oF U9 | WA 7, S Tk SUNHI | WK FH P 9Kl ol 2

(4) U A T P oI W HE FH! KT AN WA B Tkt ¢ - fowma A =
T SR A1 Wl 1 o, 3K o W Y& HI AT el Hell T e, HR b Ao
At snf =61 qea

(5) Hod 3 AE QST S 81 S TR o ferg ferrn, wees &% faw fhwEn, gs
% fou = e7fs)

3.2 wwa/ g Treiver @ ared

oo f7uiter & aerd 59 %l | T foosh STgER et o= o w1 uea fruifa
foFan S 2

I god i 7% e w gfeman © foms sraia ot Soas = ¥ % ued
o1 Aifger w9 W Freifa feran Srar 21 =€ wiehen Seare =1 Qe i oo # forsh 2 el
F B I IR BT T T9 IR § Uod fuRer & 3w, qoF i gefad S At
TTH, SR h Hifsh o, g Afqar o w1 fFuifa fman s 2

3.3 Hog faeiver @1 wE
oo it & e 1 f YR @ T fovan ST ohe ©

(1) STTE Wt W : God FEA & IAWl k1 Wi h1 Feifta s €1 afg o= geensit
FT AT | TEA S SR T oI FH AT SR BN, A S B AT S 8
FH A AR BN



(2) TS WS WERAT ki @A : 3o qoa Afq U6 SeTaT Teh| hl ARG L
B I% e k1 GEAT o i STIohel RN =1 FTH0T Lt &1 o Hee =t @nfd
o1 i g 2

) Swres EmE : gou SArl 1w fuifa s §1 w9 6 Sara & fam
TS FE= BT 71 T8 YRR qod | A 91 /I ¥ Scqred k1w we e
fean S Hehar 21

(@) 3fea 9oz : 3fua Hifd Ta FEET & AEH ¥ ST F SR Stad o d
T IS B TN T

(6) e § Rewan ¢ Sfod oa Afa Td e ¥ Uk & qed § Al
AR T TEAT & HT TST B THY TR ol Tgferd 91 &l 2|

(6) TIRT TRIfer ST FTEEOT : oA TR qR S Rl Gl FIA T 3 Hod TR W
o= ek qs1 Thifa i Faf= e s g 7

(7) GHETEAT ST Yoot Treitor ; SceA & yqE w9 fE, 99, 9l TE s 1 SR
wiafaes =1 9fawa 9o R ¥ g e

3.4 7o Trota @t garfam & 9ot 9w

Ao FRor 0 99 3% Sl ®i A H @A Uedl B T Ikl wl A
o dfe < Hehar B

A. I<RSE TTH
B. 9@ <&
A. IR UeHh :

o Frafor & el oo o €, S Heen & ofiad SRoi ¥ S B §1 T
U % Y@ Frefeted € ¢

(1) SIS &t AWM : IR 1 AN HT ST Tod T TIG el gl ¢ o7
TAF N I SR H AN Hl qed TR F s § e e 2

(2) SaTE SaT-oreh : IR Sa-oh i STl IR & G il Jfad it
B S JOYT BT e § ool 60 & forw v god @i S ook 21 faew
SRy ¥ god D e ot S T )

(3) TAGATE WA : HagAEd T i ferfa v 39! arta - ge
TG FA T T FAGATH R I e 7§ 79 ged o sifue feif@
FH TEd 2

B. & Ue®
o Frufeor 1 gefad e a6t 9 sew e €

(1) IS ST HET : 3R HT AT T 95 & HeYvl ¥ ¢, S SR & qoo

Principles of Marketing

89



Principles of Marketing

90

1 goqIferd el 21 AT 1 T qened S SRR =i, SefEeR 9, qotd:
ArER 9 ¥ ged W - gere g )

(2) AT T TGN TS Wehid : Shal I H SR, AR, ThRI K shal et
& T7h IIER Td Wepid Yoo w1 T hid ¢ | G sharsti @ forg ween =i
%% FROT W - NenT qod Fifa w3 gsd )

(3) WHTEAT Wl N : SAR % oo § sHee G, 9@, g enfe et @)
TThT Wit T AT off TR & SRl & qod k1 g w7

(@) oreieeRer @t fafy=T rewaTy : siefodawen o oS, #LY, TH TR, T
Toom oMK § T IS +ff Svorwer B Wbl T SN T g T F 20 H q5T
stferr B0 ® Safsh Hel w1 e o god w9 W &

3.5 geg Traiwur & S99 (Pricing Objectives)

fau yer 1 weeA © T 9o fuRo 6 9 Ted 9o % S SEvd § S

Frerifia Y1 goa 29 € AniRe e € U Heen #i ged AifdE w1l qod seed &
e k1 eI ASe H Hod 1 Hewd < §1 stfuskier fafaet w1 sgwa
FAferad oY A Bl 81 A AR AW AUt o ST <A | g HHE S

Tkl €| Th SRS 5 God- 6o qrareft S29ai i qF hid 99T 9% 1 HT, 95
F foregioard, SHep! oTd, SEhT Toawor, SHeRt Siaaifiar, SEeh Susieres bt fargivan,
39 & AR TF ASHIaeh SERel i M | W 07 HE =ifen) T Hee &
qoa-Frefeor gt seva frefefad § @ i€ off & gaar 2

1.
2.
3.

SAfIRdH A HEAI
fuiRa wfawa =
- feerl

TR ¥ fewm

SfqATTar T HHAT SHET A1 F=E HE

Sl

(31) TS YA
(7)) fo=m

(9) 9T ST
(%) Haga

STfreham e AT (Maximisation of Profits) : Jea-f4itor & faw atfuartst
TreTd 3T 329 1 ST €1 A8 SEvd e HL ol B Tkt § i o o
off| F® HETd Y& ¥ Ued %Y WH %Y 1Y HAC T 3 Y SR i AT
1 Y31 el 1 T B THA T T SR H o S €l eifuss ged WS
TEA hl el 1 e S weenst i el § IS geen T o 5
et 37k faudia Hadl §1 9 YE A oIferd e W a&gen i St ® e fw
HAfuehad oy e U | UH @iy fehen S ® fop wfosr | ok wAl &% o 9
JFG@IRTT 9¢ SRRT O Jed HH i u=e



. Tuifta ufawer 2T (Targeted Rate of Return) : 3 =T T fafam w wi<
el < 1 32T A € A1 fashd W At gfaker <X 1| AR fafEm
= fruff <2 arelt Hifa sgemmEt § wE S 21 gEe gt fawa gea
%1 39 TR FFuifiq a1 € o Sget o fafam | wF < s1ava & 9w @
S| okt & feifa <X arelt Hifd Sl R o9 9 Fesh fasmharet g1 STaAmn
Einid

. 9o Teorar (Price Stabilisation) : 5 Hemd 35! off 329 a1 Hehel 71 ¥ Heerd
ST 3197 &5 H fIUU a1 (market leaders) Bl €1 39 Ted 39 FR & fuifa
feren < € fop 39 =afe =1 Wk Ffve oo q afited= #3 *1 sTavashar €
T w2 WE ifd w9 Feand an] wd € S 9N ¥ o1 TAfa S et
T T T SR YE H o o o B € A STl el | gt e
ST Heha

. o ® TEEET (Share in the Market) : 3 & YR ¥ & ¥ehal @ - Th, a1 o
1o feean o1 T oI 5|, oo feey o gfg hem o1 Te et gt u
AR ST T TAta/ehTam i o qvard 39 fet 1 1 W@ & fag qemeia
T © Ol S0 S odaE e o age # forn e et €1 uE e & faw e
TEeT 1 T IR BT R qga A HIAT T T

. @RI ST |IHAT ST A1 srea ST (To meet or prevent the competition):
HEATT ST e FruieT Shed 9o IRaifiar | | e o Jiaaiar 9 2
1 32T YT &1 FTernfirar =6t frer =1 A e 6 ored © ufefia & e En
T FHETN TIY AN 1 A 81 W@ ATl 399 9 A (market leaders) <p1
STTER fema STl %1 Ui sreme o Sevd oft Teey oToAwdt § T et e
S market leaders Bt €1 I Hod 3@ TR F feifd it ¥ fod wfaindt aem
o o1 ! W off T I 39 AT 9o 9 H $9 W W T

3T1: T8F oTeal 3R «ff 3293 € W g -Fruftor o gnfesf s 7

(31) e agelt (Cash Recovery) : F FEIT &% kT 1 Trdmes 3t T
7 Teemd god 39 TR Fruifia #cdt € fooe Sueie oiqu Ths Tl
¥ erferr ool fe@rd| 399 99% @R SUR & fau stert-stem 9o
fuif fva i )

() fa@R (Expansion) : % TT go9 56 YR @ fawifia st & foo
IR I T Afw 9 31ferk faR B 9| 38 AN 3 B TER AT
e Afqar off oA 2

(|) TR et (Social Welfare) Wﬁ@sﬂwﬁﬁ*ﬁﬁﬁm%

Tor foed Tt e fafed =11 37 Swensti & fore a1 fed Wi wee
T R

(¥) TaET (Promotion) : FF HEAT YT 3599 =g UfHd TG (Product line
promotion) Y@ B SUH Tod HH TN ST € dlieh SqHrer S el st
Hi BRI
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3.6 oA ifeal = gea Hfaat & Uehr™ (Price Policies or Types of Price Policies)

qog i o 329l o qveq 9o Hifaal W foer fan s § o) fifa i
A1 ST ® S SEeAl & Y Bl -l Sudine w1 sk Bl o eAe | @
S #1 g Afaal § ar-aR uftad w3 Sfea TeT GHen S TR SR FHie S
AT Tl € T5Ed o 0T % IR € 3R G & Seedl $i I e H AEH
<t @

Cundiff & Still & 3R, “ qea-+Hifer frder fagra #1 aml sufeem &l @ foas
st goa Afa-Hifa @ T iR 38 fmanfad %3 31 €1 Price policies provide

the guidelines within which pricing strangth is formulated and implemented."

g -Hifaat =1 = ao § e s gk § -

L  On the Basis of Flexibility:

(1) T&-Tea it (One-Price Policy)- 3% foghar @it haretl @ T & Hod a9a
FA B 3T SARA & fed, w9 fwifa qoa 1 e & fae @@ @
Toren Tl 21 U B W N el Tkt T SATHA TN S Tehal € S a3
% U Are-9me @1 e gedl

(2) wreramtet gea-ita (Flexible Price Policy) : 36H 3Tem-37em shaell o
ST~ 3TeNT Hod gl fha1 S @ fasdal & gR U Sced & fory) sod
HicT- 9T 1 TS @l 1 98 A 5wt seqet & fow yam § o S
Tkt & 5 e (standardised) &1 foRam ST Sehdl

TaH fashdl &1 @19 7 § & 9 Sl T & F IR I 9GS R AN
S 1 AIHTH ST bl &, T el il SH 9% HT Tl oA Tl weH
W ST Ty @ e B

IL  On the basis of Price Level ( o5 &R & 3R W)

(1) wfaanfiar faem =ifa (Meeting Competition Policy) : 38 fashar s1o frifirat
% T A H T@HL God 1 (U0 B T 9% ST 9] BT ged o1t
% A1 HH F A1 S I 3T Ffaant T Fd 71 UE S et & faw fran
S © fomen fore wfaequt siferes Brdt )




(2) TSR & 37 Sfifa (Under the Market Policy) — 39 =fifa & st=wfa foshar Principles of Marketing
TR ¥ 9 @ god § ST 9% 1 god w9 Fifia wiar ¢ T 9% safan
Al © Ik W8 S Al 1 & TS| Ul hich o oIS 8 370+ feed i
o forega = o 21

(3) IR | HW Fifd (Above the Market Policy) - 38 ftfd & st=wia fashar
AT I% T God IR H I @ ed W offerh Tl ¢ I8 asft wead g
2 @ foshar 1 SN # sgd sTcafus U@ @ 3R g et #t st 9w

sAfereh TeqUl 2|

III.  On the Basis of Speciality :

1) WW&W—% (Bait Pricing Policy) - HE fashdl shal &l 3 THR &
T et gy farn & Tkt & H91 vl o8 %W G el o e © 5
S TR T F o R # S A T i e A e e
1 ® 3R W e el a5 S R0 I S S| THY shall Sfush G del a%]
Tl o for woey 1 ST 21 gt 59 A 1 e el ger A FEd
& i +1 goa ool el & g siferk g ol gl S S €

(2) 9e=-T@t Fifa (Price-Lining Policy) — 399 fashar 370+t ageti & 7o T
e o7 & TR R i war 1 S0 & o weh foshan et o
YA SRS BT JoF 100 T, 150 T, 200 97 3R 300 9 @1l TTH <R
@A ® T SR @ A9 SR A god Rl g 3 i i ged- e Hifa
Fed €
THN T H hal ST &1 % STIHR 81 9% G| 39 Hifq # Hia- e i
FEEAT B TRl eIl 36 WRR 1 A & SO Hed I §gd Wra- e Y
frefifea feran St 2

(3) uft ufem wem it (Full-Line Pricing Policy) - <@ fasha w& @ aifue
gl =l =TT 3R il © 39 foTy T o whi Tl T R
wfaT s B 21 Tkl 7 SRgal 1 Hod ST 7T ® AR i we
A1 T Reg GoF U i @ T 3gent 9ol v a9t Bt © SR e o
gts e 2l

(4) == 9o ifa (Leader Pricing Policy) - T foshal 3890 %3 awqsil &1 99
Wl 3R SThT God gd HH @l § a8 & ST faet g s 3R 9% orm
ST T i FR Th R 39 TeT hY goF W e SUered B €1 T Hifa
Y HT I ISR A HT GG qoh Ggu = gl

(5) WeIg SAR aTelt Yo Hifa (Skimning Pricing Policy) - 38 Hifq & sw=<wia
fashal gR1 ol 1 STl Tl S € difeh SAfecha® o W & Heh, 37
T8 Hifq 1 7eE Iar arelt Afq o wed €1 T8 Aifa auft T ST S Hedt
® ST G Wiqan STSIR § WereT el O o |

(6) wavTeh Yo THivuT Sitfa (Penetration Pricing Policy) - 38 Hifq & sw=wia
ferghan 3o SR o HoF 9gd W @A B U i e e ¥ yE e 9H,
forear &% 3R wfanfimal =t o o wae | UM % fou #Rar §1 T 9R SR
# 7AYo O W =9 39 A w o d g 2l 93




Principles of Marketing (7) wRTaRTTTeR e ifa (Psychological Pricing Policy)- 39 =ifd ® es &1
AR 2 o @ ST 1 Ureeh i 39 1 o1 foeard feermn s & & 5@
T HH oA A @1 ¥ 5 YRR A 2w, sfoear fafads gR s
ST R

(8) eRTe Ted ~ifer (Unit Pricing Policy) - =8 =fift % Y&k Y (Packet) W SHH
SRR A1 I o STTER oo ford S & oI T €1 ufq 3o g ot T
Twd &1 T; HH W Bl F HF oH § g &dl 2

IV. On the Basis of Geographical Conditions :

(1) Ueh 99 Ua gea ita (Uniform Delivery Pricing Policy) : 39 ifa o
Tt TRl ¥ TR S G o S ¥ 59 39 o Bl S IE Hed e © foR
Wl 39 & T W F SR XA 2| T 6 B ® R qea § 9w H ge
iR ftEe = T e g
T TR &1 Aifd § W gea i 59 9 ¥ S F.O.B. at the Buyer's
Location H& 8d &

2) WWWW (Zonal Delivery Pricing Policy) : T fasar o1
| 1 39 T B AR &850 § o1 31 © 3R UF &5 & fafe= uee
T U B AT ST R U Yo T H g TF & H g g &
3 T | e B 2

(3) smenfi@ &= oA Hfifa (Basing Point Pricing Policy) : S99 fasmar sar o
qod 31 %9 | TGl T B TEA S 9% 1 G Bl © 3N g fawdn &
M Y Bl & TIH % H BTN ST I BT WS & God o €1 Thien
T UG F% g AT hed 2

(4) ITES g god it (Basing Point Pricing Policy) : 8 ifq stfusraw
e gRI Y S B 3 A b i fosher seqe w1 ggE el
% A % HIA 7 3R el B M F el w1 o S SR ST F hell
WW%IWW@WﬁFactowPriceﬁﬁ%ﬁé‘l

(5) Tertram WG 9=t ~ifa (Freight Absorption Pricing Policy) : 59 Fifa % faghar

%D R &) @ 98 o € s 39 R g ae Hifd wed §1 Tw
ifd aeR-faER % g9 1T W @)

3.7 9 Trerivor =t a8t (Procedure for Price-Determination)

a&] * Hed FHufier #1 aden - geenst & fu=-fue gt §1 e ad
et U E SR AT T € Tkl Gl k1 AR-g e U S Tel gl geharl gt
1 T AR ¥ T SR e e e U e o1 9 |l weenstt # @ny Tt e
ST "eharl e off Fre1 wfwan &1 am] FE ged 2

1. SR &I g

2. SUNEKT % ISR 1 e SR ICAEA i AT T FATAE I
3. gfaantt wfafsansti 1 STHM eI
4

o4 FETferd SIS | oh7 o e



1.

3

@

5. woa Jfa-Hifa &1 fur s
6. T @t foqum Hfqe w= foer
7. faf¥re qe= w1 <A wE

SIS Skl TAAT (Selecting the Market) : T2/ =R01 # fIqui Yarash =i I8 A
B ® T o8 for Sudioanetl @ oF-39 S S @1 ]1 98 oK % UH A1 A
H T FhA & T W T IR I T god ol 3 9w & wEee
AR SHHEAE fasiaet ® R wam

YIS STTER T 7T AR AT AT SIHM ST (Studying the Consumer
behaviour and estimating the demand) : ST TV Jere: TSR & ST T FAE HT
Al § A S Y € SISN-3ATHH (market-research) el €1 TH TG
H 3Y 379 ISR-T1T (market segment) & IR H HE-H& SRS e St 7 IR
U IUGES 1 WA FH HT 3T (buying motives), Hed ASehdl (price
sensitivity), ¥ (location) IR SYHRRT F Attitudes & R H Tal = ST €

THSH UYEI OE SH %] B! AT H1 FLEA NG 1 Wi BT ATAF oH & forw

3 FHEH IS S FA ® -

(37) wruTferd Hed (Expected Price)
(3) fafy= H\F\’iﬁ R {93 3TTAM (Sales Volume at different Prices)

et qoa 9 g o8 © ff fordll o 1 7 qoa S8 Susfigar ST =1 SrsTH
# 3faq wwera 21 9% o7 Iod ® 59 3 9% & A g € = & wesi

"the expected price of a product is the price at which customers consciously or
unconsciously value the product; it is what they think the product is worth."

grifaa gea i e & foe srqveh ok o Feat foshareti & wvg@ o !
T@I T Hehell © 3R Sh1 T 91 Goal o1 S gt &, gleraifial i oeqgati & qed
1 SFeTelion Tehal ST Hehdl §; THEATHT ST o1 sharel ¥ S 9Ist 1 S
Tehell © 1 Tk Wi & W o] ol Skl SUNEAHA! B s W HEAET B ST
Tt B

T HT FIAH T F AU @0 wem ¥ © 6 fafae fawa-ae ) fawa @
STAM ST ST | 98 9%, St A ! arameierdn (Elasticity of demand) T 7R
FHT

YT WiafeRamaT ST STTHT @R (Anticipating the Competitive Reaction)—
qoa-Frefeor & WAt 1 SToen Heerqul T @1 odaE SR wfrs § € Al
wfceret st o 1 gafed w §1 g8 it f9 w9 A @ g @) vee,
A g W, O, STote ST W, 3R A, sreweteerd s
| 37 Yoo FERer i 99F FIqaii &1 Fishan &1 STFAN ol o 1oy

| STR-|IT ST TH&iT0T &0 (Establishing the Expected Share of
Market)— a5 1 Wia= Sfafwanssi &1 STTHM T & 9% SEIfad aTsiR Hi
ferfeor @1 1o =T @ Ay 59 9w @ @ e W fagar FEe s =@ 21
=1 U o el ST Wendl € T forghan et SR H @ b W W e e =
?1 7e i 1 & e frafar ot st i ammar, wive far &1 @ 3K
JraAifl § ew W T H AW W @A A
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®)

©)

™

e fa-+ifa et =T ST (Determining the Pricing Strategy) : Jeo-fgRom
H 37ren weH IR ¥ qod Afa-Aifd &1 g w21 7w Gfa-Afa FwE o fre
o | = Fahdt ¢ gfaafTn faem i, wend A aeft, goRTs we Hifq ok =%
Hfa-ifa o1 feior SHet ST See #i Yeid 3R sravashare W e s

FHE FT faque Afael W a9’ ST (Considering the marketing policies of the
Company) fawom =fifeet # (1) =g Hifqar (Product Policies) (2) ferawor Hifqar
(Distribution Policies) T (3) Fag =f@l (Promotional Policies) @it €1

o o A @ aR A fafa= Teeel WfemR S it e €1 eg i &
AR S o T ] AT SV SR S S F, TS T 1 S0 G
ST, gets | feraor <fifd & oR H, Fewt ud qeAwl i Yanst 3N S st
% an o ol o Haga fifa & erld dagh w1 g i g6 w9
Fife R fomargaes fomm o= s

fafyre gea a1 <A1 ST (Selecting the Specific Price) : Sofafad ol
foaR 3 & Ty fafitre e & f=-f9=1 Aiea It Jo & 9RgE T ST
% 3R Jery ST W I TH YoF Hied H1 A B A 1 T A1l bl IR B
YA I H1 T GHISF STAA HT 31698 & &4H § T Bl ¢

4.0 Tremd (Summary)

THY o, piEa frdlt off o = Y 1 SR ged 7, S g9 | yeRe fman S

?1 go fuitor 9 1 ud kA § forsh sl et SR a1 W1 % o i i
wu ¥ it forar ST 1 qod U UEn vew ©, S Fmid, g, Susie, TR
a1 |eft genfera B €1 ¢ 9mR foqur =1 g off efeIR sfefer we wmferk 3fte o 5o
weEyY &, fSa g

5.0 wEATIad qEIeh (Suggested Reading)

(1) Principles of Marketing - Ashok Jain
(2) Principles of Marketing - R.L. Naulakha
(3) Marketing - P. Kotler

(4) Marketing - E.F. Clark

(5) Principle of Marketing - S.P. Bansal

6.0 ‘rﬂﬁ @ g w9 (Sample Questions)

(1) o9 ¥ 9 1 THe 22 fauvm # qea-freior & sied e

(What do you mean by "Price' ? Describe the objectives of pricing in marketing.)
) v T &t fafs= fafvel =61 fae=m sl

(Discuss the various pricing methods.)
() Tea fruier T ey T T €2 qea FuRer #1 ufwar w1 9viF wifSu

(What do you mean by pricing? Describe pricing procedure.)

@) TFd 3R % qed faior &1 gefaa 3 e fafe= w2l & T ®9 5
RREIERY
(Clearly explain the various factors affecting pricing of a product.)

(5) fafe= qea fifcal T8 =pEme # giiw faeem Sl

(Discuss briefly the various policies and strategies of pricing.)
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Paper: BC-205(i) (Principles of Marketing)
Lesson No. : 8 Writer : Dr. Manohar Goyal

Haga Tagror - fagmo wrem

(Promotion Mix : Advertising Media)

Structure ( TU@T) :

1. 9qf"eh1 (Introduction)
2. ¥ (Objectives)
3. fowa =1 TIATRT0T (Presentation of Contents)
31 WIS gu & YER (Type of Promotion Mix)
32 foama @1 81 (Meaning of Advertising)
33 f99M\ % 3T (Objectives of Advertising)
34 fo9AMm & WreEm (Media of Advertising)
35 fa9mm #ri®d @1 fRSE (Planning of Advertising Compaign)
36 foRT @ GUEICHREHA HT qeAHA

(Evaluation of Advertising Effectiveness)
37 fo=mE 9fd (Advertisement Copy)
38 a9 & @9 (Advantages of Advertising)
39 fo99A % < T A=A (Disadvantages and Criticisms of Advertising)
40 HRY (Summary)
50 wEfad g (Suggested Readings)
6.0 ﬂ"ﬁ + o gom (Sample Questions)

1. 9faRT (Introduction)

AR W WA I % foIT et 3759 Hiel 1 Scae 9 T 7T €1 ST 7% wterd
e ICIE & SN H B, SHHR] (RIS, 7o TS & IR H oI 78] @l a9
T I8 39 &1 BT 39 fou Iusfian 1 aR-aR a5 & fawa o =g e s
® 1 o @A & TIU 4R fehan STt © 56 Wiena whi WelgH TH07 el ST B 36
st fasmam, safsara fosra, fasha Haga ©a W Twae weah i wmiva fear s
2l

o Haga fas 1 o) Teul ek § 39 5N WMeeh! i et T et
% AN § SFhN K 5% Tl & forw gRa e witee e s 21 famm g
aggetl w1 "I o gig 1 S qehdt © qun e Y enfa o o gfg e @)

2. 3£ (Objectives)
9 IS h1 3T i & EI% AT THH Hehl-
() wasd Ao & ) o
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(i) fommam @1 o7ef, SREAT q°M WeAH & IR H
(i) fammam freE @1 we@ qen fagmm ufa
(iv) o= & o = =it

3.0 fauw=r &1 UEdteRtuT (Contents)

3.1 Gag fastor & WK (Types of Promotion Mix)

T F SRA & 91K IThT AT T F ISR ST T T T ST
TN SH & BT T HA WHAEYTE Bl 5 10 SUHHRT il aR-9R o & favg §
7% feetm@n S § aen o @ied & foru Gar fewen Smar €1 g "=l o depreff
(McCarthy) 3 el € fh- “Susiiesi &t weft & faqom fagor &1 g <41, 991
FHIAT T AT KA TG B 32 2

oM & WelgA Wiha 1 9gd AT HEe T TH g SR § UE S et
TfcReTert T HIEAT fRaT ST Hehdl 71 TR I ST B e hi T BT Fag Hem
& G € A TRl ST Hehal B S % & IO 9 SyHia % &= wE qeA 3
T ¥| 3 9] % e 7 steavas 8 T © ok g fawma fwiar ifa dags fago
TH AT R G GHE-gHE W el & FIe-9ie SUNiel a6 UEd 9o

Yaga fagmr & swria ot faska famm, faswa gad, S g gehl &
INfHer fopan ST €1 8T WE1 o1 Wag fHE07 STer-3TenT 81 Hehdl © Tifeh Jodish Tee
H Iy et & o Sqet Hoge Mo eraeray € gush fou su aRferfae w seeat
% YR W Hagd g0 & skl & < sgufas faem &3 vsdr €1 ¢ sy
Targa faem” @ ove = © o afg “ werg fasmn (Promotion Mix) ® 1g it THRISH
T W A HEEE FEl AT faw § gig 7 % T 9 T8 Hhel Sl © foh Feen
HT A § GG fasn sReH ¢

3.2 o &T 319 (Meaning of Advertising)

SIS ATOT T Advertising 9185 Ife 9T & Advertere I16% § 3eq—1 g3 B forerent
a1l TgH (To Turn to) | il €1 Toqur o o vieg =1 a1ef Weehi b farferse et
TE Yt Y 3R Sk IR H BN IRt Higd @ feran S 21 R &% g T Ut
=1 i U foeme Ut s T T S @) faee ot i T e ot
%S Heaqol g Frefafed € -

1. STHRET AEhfeT THH & $TaR “foqma & eifvue uw afi=m o areses
TN TRl oAl =1 Wenedi 1 T SAfeRITd FEfeh<oT 9o Yo i & B W ©
SrEepT s feran S €1

"Advertising has been defined as any paid form of non-personal presentation and
promotion of goods services or ideas by an indentified sponser."

"Definition Committee of American Marketing Association."

2. HEA IR W % IER oo fae Sferen fashaehl @i fosha wen 217

"Advertising is salesmanship without a personal salesman." - Mason & Rath



3. Hiufee ek & AR “fameE oy | srertus gig & & ford, st @
WcHITEd e Segd W WHHN 3H 1 Gifes F=yEEd g1

"Advertising is a mass communication of information intended to persua buyer so
as to maximize profits. C.A. Krikpatrik.

4, faferm 1. B=a & o @R “foamm & siqia g 9+t fpand wnfger =1 s € <
o e o Wo =1 TR < fowa | foRelt wE 1 FIE SR, e T g
w9 ¥ YR 939 TR B O grafa €17

"Advertising consists of all the activities involved in presenting to a group of a
non-personal, oral or visual poenly sponsored message regarding a product, service
oridea." W.J. Stanton.

faferm 31 R &t e smfir wefen waifgiem g € T afam &1 uw
gau gal w5y & foEes STTER (Advertisement) Tor=ma TR e © 3R (Advertising)
WY I IR HA TS SR G TEAH i Aieh Bl 2

Tasmu= =t fagraar (Features of Advertising)
I IRATE B SR W e w1 T e @ smen w1 S g -

1. WHfEeh Hav@ET (Mass Communication) : fa=To a1 Hefe T HawmamsHi 9 grar
® S U SAfR % e dioeh NG SATREl i foma ST €l

2. T (Speed) : fa= e ifd S HRwETE il ® S U € THA H gkl st
Tk TETAl 2l

3. =T o (Commercial Information) : fI=TT T H3vETeA M 21T :
TSTeehT SETF o A1 Wl o1 Toha SgrehY W & Nl i =g el B

4. WYl (Persuasive) : foRTT ST I IR T FH & foaw URa e B

5. Tafyom fasmaeerat (Sponsorship) : T&F fommaa o1 ts fAfv=m fammamesat g
B faamm 1 Ted A ¥ SHRT T A ST TRl B

3.3 faqTu & 89T (Objectives of Advertising)
foammom & SEvE A 9§ e ST HHA § -
(1) 97 399 (Main Objects) :
1. T SORl % SR H S Fl THER SYerS HIA
2. SR Wt A H gig wEm
3. foa H wemEar sgan
4. IR AU AUE URON AT AT HE
5 T4 SOR &l SR § FeRT e
6. fTrafar =t =fa ¥ gfg &
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(2) TETSF 329 (Subsidiary Objects) :

. ST 1 IR % SYANT T
2. ARl il SR a9 @ farw foawt s
3. IUHEReST i AR e

4. IAEA TE Toa == H FH H

3.4 faqmo & Wremw (Media of Advertising)

foramae wreem @ SAfoyr 39 90t = fafy @ © T g faqroedl o1 west ureeh

T T €1 3 fafuat &1 wfera faoor e TR @ ¥ -

A. ¥ Taamu= (Press Advertising)
I foa ¥ s1foym Sl & fava § TAmem oS, gEeet § SHeit YR

T Q foran Srar 81 T =1 78 wieam qad tfueh dientyd Te yeied © o g
AR % SHSHE TN FAN TR ST Uehel €1 30 HD H&T S0 36 THR U T o

1.

HaTER o (Newspaper) — I8 Fad 3iferh T 89 oiell d qeiel qeam
Fifer FAER 0 B, 58, 3R, T, =N, a4l HEard g ved )
R s fafr= e vl B 2

FHER W 3 B9 9 T B § 3d: SR FER E9e ®1 SHER T 6
&1 hTh1 Fogd S1a1 81 THER U 1 fa=oe o wiemt ¥ T el 81 YHER

T TR FHER T Bl UhR T ot & foau Sugea ue W #)

ufirerd (Magazines) — T e WohR i el &1 SIH Wwiifedh, Wifereh, Hifda,
Tl & o, gensti & for, dfecnstt & fod, a9 ufrerd, wmea i,
e U, Gl ¥ gt fheal § geted, e o gt o,
TN SHe o Y & o feTq sTetehel faire afsemietl w1 weher e € foed
TERTT S ST St SiTSar @ UEehi Tk 3191 WY Ul Hehd B | 7€ YTk
o 9 q fafe=1 IS g 9Et S 2

URET (Posters) - SUHIEKT SR & ol Gl o1 Sigd 3Aferes J&m e s 2
et fafe= 1 o BUE 89 % SR e fo=Tae 1 U |9 |ieE aed S
® 2, I gfaemen &el ot fausmn st g 21 frdt ffvem qen difa & o
oo T 1 TE 31D IUT THIET WEAH B| T W A9 o HH HEA TSl 2

B. sga fagma (Outdoor Advertising)
e T 1 a1ef SRl W fore T, T S TR Tt weE ¥ 7 S U <ol

AN w A A SR TR wa §) 39 e @ i fee S -

1.

|EA &€ (Sign Board) - 78 <191, =RM@l, Yofdl R, 99 Wl W= Td
Tl o STl & SEY TE ST €| 98 g i @i, e sie o1 fagd deel @
T W T SIS SR A oS 1 FA Fer Ted S @ § FiE 98




Hietl W e 98 W 81 99 3% 3kt &7 W T R S Wehel 1 T4 B
T TR U 3R o etk @1 S @)

T W foe M o 91y 9iira g wifet 9= ST Jordl o9 a1 BR W AT
H U | T% 3P T R YRR fwar S e

FIE B I B AN ft 5 TR H hRT A S BT SR BT GEAT A,
T H I I T T A B o FUS & IR BT TA TR eafursk g S
@ 2

. grarend faaTue (Transport Advertising) — 718 ARG % WAl & Hia A1 918
o W B1 o2 vl ¥ el % wed faee for wed B | A o gt
o= | S @1 =\ Ta-faa denet oAt 3 A g ¥ Jwhe #d €
9 HIEAH U WRY WA qef SehEw TN H foren gA1 =fed| had die A ol
g FE % o a8 95d & W W T

. 3TTERIYT 1@ (Sky Writing) — o€ STTf-eh A48 B| 300 ToaRl a2 oISl &9 &
T W fol G agHued o sifend ferd W ®| e ikl weiel fafy @ saferd
FH w | e 2

C. TR fagm= (Entertainment Advertising)
T8 et Tl ) et foRer S @ oo

. Tar (Cinema) - foR™1 THISH &1 W& TS dAishyd WeA 21 fad wiEs =
BR-BIE Tt & g7 foRa 63 Id &1 59 e 1 el W g 99 gedl
B G SOH SEEET 1 Tk DI W € HeR T S wehd B

. fsat (Radio) - 9% Wew@qUl Ud JIRIel TieH §1 {9k TANT o SuiE Scmi
o ol 56 e o1 WA Ak e Sl 21 WRa | fefeer W & T SR
1 TR Fal € HheTd T Sk SR hT TR0 HIA T 78 TeF 77 Tt
U T TH SRR | SUHET T 1 hd €U FARSH b Wy-wre fomme o
G T R

. offasT (Television)- fovel = faerfia v & soert v afire &1 w1 21 28R
9 A off SRR q o S Se R AR # T qon gnaEty o
=R gfig Bl W 21 BR 18 W TR S aren s S SRon S Wi 1 R
geferd YT §1 SAETS Al B I 1 AL B9 % HROT TH WeAT 1 FAN
FR=R ol S @ R

. eeh Ua @i kA (Plays and Musical Programmes) — JTEI0T Sl %l
wufe H & o witq wrEiwH w1 ESE fohar ST 81 Se-Sie e @Ry
AIHTEHRT & T & R A H1 THS HIh ST IR HT TAR Fohan ST 2

. W1 Us wEvitrEf (Fairs and Exhibitions)- =T 3 1 =& Ged Hiehl il 2
TR TN O A W W@ ¥, W] AdHH qHA § SO STen SEnll & g
TRYiFE T SIS fRA ST ©1 HRA ® Wi HeE T2 ool s gt
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1 Ueh THE el 8| TS a6 9 IS T IS FEIHT ot Wl B 36 Sy Tt
TR H off 3 TR 1 ST fRan S 1 S GRS T e Helll Sedesh
ST WAl 9 YERIFTA § ST9 SR 1 USRI UEH] Hl 3% 6 H & [
IR w E

D. STk §RT WA faaqmaT (Direct Advertising by Mail)

TH WY g UEehi | s fd i & fo sowfaa uesi =1 fasa d@ifee wa
3 SHHIAT STF g U STt 21 I8 HieaH itk el bl o9 o ford HTw!
SYART | ST B 1 3HH T sl enthae fRan S €

1.

fershar u (Sales Letter) — ST 93 & G WIEehi ol 31K o i & Tt gemergot
STIet T ST §1 37 T3 H STOvIshdIaR 3T FoIst shi THe fohar < Fehat
Bl D WH A FEfd w9 W 3 T %1 DuERt fHarkd s 2|

ufRux (Circular Letter) — ius it fashg i &1 9@ B4 &1 I8 05 STHARK T
DU EU B € a1 Sl e ot Wy # T g g1 5% ot fthg 9 9 weent
1 U foha < T 95 T 1 3 T SRl T g1 81 S € TE SitER u
FH H A @ 2

Yfertd (Booklets) — SIST STT-T % SR TH &AW 1 YA fohan S § Fifh
T YRRt % G S8 © ScTEl o1 Torga SN Uehi qeh I A S § 1 g
ot shafat =9 aream w1 sTcfus JAm St §1 5 gikentet o Sal B e,
goft, fesmga, g, Suam Ts g fofer =1 o weh W on St € e famme
e Td gEgel & S

Geit U (Catalogues) - T 7 +ff & Twi o B ©1 T9H SR o SIS, T,
T e, UfRT s & We-we wa gl fEml w1 Soer@ g R

hiced Ud U (Folders & Healflets) - 7% 3Tshush &9 ¥ feséd foha g3, IR
TS 38 BN W B W §)| feAfasH, wifem 7y, WS, whet sk e
U SCUIR = aTell eafTar 59 qreaw 1 stfesh T et &1 g8 gefod
FA H AfTE HA I § Hew gl I FW L

E. 3= "reg| (Others Medias)

ST W FeTEl H 3E A 1 TN TR S 2, S FHe G EE, A

Haae (Window Display) HelUex, =€, Toal de YHRde, el Hhelvel, 92, T 2,
Y, SEREl, TR, Aes St 3ol

Ya-eeh! 1 37 Tf WA B F ST IR & STIEY e gL &1 fagmad s

e

foaTuet & wream oA (Selecting a suitable Media of Advertising)

1.

2.

T (Cost) : F foha1 fammo =g Hed &t Tl 2|

Hreay oht Tt (Goodwill of the Media) : faaT= Wey, qraent qe UM i
M\ & &Y 7



3. 3T9F (Objective) : T1=AH HT FA1H Hd THA fo=Tae LAl 1 o =4 o &
e

4. 32 F UFT (Nature of the Product) : 3% o wig 2 & Semi W feram,
TR, SR, G e 3fera g afE oaeiR Ui =R R § o fear, SfafaeH
Ster e 2

3.5 fauTu wriehT T f=S (Planning of Advertising Compaign)

o foRaatl & WS, Ja T8 ware a9l el o [0 3T Hewequl ur
o B ¥, forent sreme fomae sy & Freiem & siqtfa faen sman ©1 39 siata
=1 yor & fofy o s © -

1. fawmoe st w1 fuivor (Determining Advertising Objectives)

forom redshn TS 1 98 Teell ereren B1 fom SRvAl w1 Frifa f63, foman mn
oI o sTuea /AT < ] Ufasrgt % 1 H Yl % gdE faque weEsy
STEHH & frshel & AR W AF B[ ¥ e Seedt 1 fefor geen & ame=
3=, feafaal, smaret aen onfeis <emeti & =M o Wd g T =ied|

Tk WA o1 TR ST e SEEEl W WA § wehel § S fha | gig we
SfaeTet s HET KT, T W gfg S, Thitueh R w1 fefq Yey e, ueeht
& T H gig FE, T & kT Bl STEH Il S| SHfe Tk %H & T
FRiEH 1 fruifa i 997 geuem foamm 3gwal &t ffvea s =ifea

2. fawmu= fafEis (Advertising Appropriation)

9% 3faria Te Tafved foren St @ fop fammom srefeal w foraeh it = =61 9,
=4 oo sote it Fed ©1 Tagraa aste w1 fraftor s s faqme s, fomme
e, Ha S, faA e w6 s ¥ wan s 2| T frafor @ ol
=1 e S8 W © ¢

(i) Tomma= 3=t &t iR &

(ii) fagmam Hifqai =1 fruifa e

(iii) fo=Tom || SRt AN T B

(iv) TR STEY =27 &1 SFTAM

(v) 31 faqmae = sl

formom fafeieT & for s fafurl o6t =aren 6t 6 21 3 fafeEl tw T 1
I

() R fafr (Affordable Method) : =€ fafi 38 Hr=ra1 W ameiia €
JI® FH hi foma | 3o € Ui @ S wifed oo sHst wme g
gRa § I8 oty we@ arfues gafora 21 Tk sig T wH Y amar S aen
% foaT W Tt 9 Siferk @e #R TRt 81 Wg 39 fafy | famm = ek
TR gore o T ol SAeEeE e fha STl SHfed g 9R GERl hi AN
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IS &Y W g Wl ¢l 3o 39 At oy o Tt fafy & Wy
7 e e

(ii) Tosha wfawra fafer (Percentage of Sales Method) : & Tsh W fafy 2
ST H THHT Faifersh T B 21 fowe auf & fowa 1 o o @
Goferd kel o1 STEM oAl W1 1 3 fashd i b1 U iy whaea
T W @ ) e S @1 faeo o A 9 SE B € e gereen
H Gy @ 2

(iii) wfcrewert wwar fafer (Competitive Parity Method) : 39 fafy & siavia T gz
A HAT foRTe W @ et @ TS i SHeRt Wi wH @ s 2
I gfeatt wHf & famr o sifs e & @ god e B of famre =
# gfg &t Tt 2l

(iv) Taf=mr weeama fafir (Return on Investment Method) : 59 fafar =1 orrar =
Tl 81 saferd faam aee {rHameds e =1fsd o w oad | fed ™ fammm
Al i AT ED T H e e S e g% faf et awyet A s
& 3R o) FHofEt g9 fafy & gr famrm =@t w61 fesm S st mefiesa
T ot B

I faferdi i =aren ¥ T gl § T geis faf & eve- o1 0 wE 1 )
sfer fauorerl te 9 Afues fafemi o1 gam ot famrem seie fuifta s g
B

. ToaTo Te9T UE WieRToT S & (Advertising Message & Mode of Presentation)

IR P IR H FN WY Hare i e S qen R w9 F wgEmEn S, g6
frefeor s foofar &t 7 fowr @it €1 ey fammm w3 SR S qen S
Flﬁf(AdvertisingCopy)aﬂﬁaﬂmwmaﬁwaﬂmé,m o
3= Yeurhi Rl I TR % TS A GoAHA BT B §1 AT HiEd i /ol
# qu feran W ©

() w9 1 fEior (Message Generation) : HS91 1 fmfor rf 9erer fammoe
T | AT A | 3Heh T fame st o faaue seva den Gfa ifae
% 9N H I SEHR % 3 =fed

(i) TSI WEIT T Yok T U T (Message Evaluation and Selection) :
U Uk W Stk fa=om SR R o ford < €1 aifek weiges 1 g TR
1 wer | fa=am S_e o1 qeare sieiEd, geehdl qe favesiad & SHR
TR H AM(EA| ST 32 B QT KL IH B A B A

(iii) HIIT AT TR (Message Execution) : T3¥1 fher €1 1=t &= 7 @1, Afg
39! TR 3o 8T B @ IR A fawat 81 S| sHferd wgfa erest
et frofa o B € (i) SR woE g o, (i) fomme wfa faew
Fredt ot (i) fammaa =t g i s gad fo santk)



4. ToaT " 1 I TH ST (Selection and use of Advertising Media)

o e 1 g S IHA FE SwEnt oft famrE freeE w1 e feem 2
e =7 @7 foran w1 @ for foeoe o’ foF9 YR @ SHA d 989 |1 ad
% | & H YA BT Al B

S HTEAH T AT BT AMMed S st hl A Rl SR H IR T AN
o gfg T g | faamm 939 37 Treadl | T W S eifushan gemfad meel a%
STTeha™ JHTERIC & | =[FqH AFd R Tgad Bl | 59 YR S &I FH 270
o iy 1 FeE w7 A1 98 Th JAeRelt oo wEwy 59 S §
e 9 s fomTee o %9 Bl € 3R fawa o gis gt 2l

3.6 TaTua & wyTETEehdr Wik (Evaluation of Advertising Effectiveness)

T ®H & g Temen T T e W qo oo SEv | 9w @I R, ST I
T € AR Y JSIcHRshdl T YAl el 81 <4 fa=H w1 w9 T fwa
ST € e THehT AN IS AT T e Sl W < ol hig! e g fomra
W @ A I B A fam ® geeeTRehar 1 e HT STevds 8 W ¢
Tue fordl e fafeml &1 Wi fren stan @ foment @it saren fre < i R

(1) feaska gfeg faverwur (Sales Increases Analysis Method) - 35 fafy 5 fammm &%
T ud 1 T W 9o foRoE & 1% T forsha w6 e fehan ST @1 foa
o fSaft gfg et €, S8 faa &1 g9 91 S €1 e 7 S % ford R
e Tifye wma o g8 fapa gfs fommoe & rol 9 @ =1 3 fnelt sror 9, 36
for & famme & Qe @relt Fa fafkd # Tohd & IR Mokl | ST T Tehdl
% & 9% W10 A1 H9 FW G AT SR I G T KA B e SH
e &8 Tl o H foh ht faswa #1 fohan s 57 o 6 gerdr e 7
T fafr & g T & &5 & SER i qoesiierd i w1 S Tl 81 S Th
TR § fomT e S € Safs g o 7€ 4 1 fawa qfen w6 o fomr
FT gATERIAA hi HR BT

(2) SusterT Her THEUT (Consumer Jury Test) — 78 9 Temr fafy 81 598 % <
B SUHERISA 1 Friiers ot oA ST €1 3% Wt SR bt wieE fearg
St ® SR 3Ed weifad weenl 1 efgea | fafi= ufaat @ afa stoedt wfafsmars
=R B % U e Sl 21 S wed oSt uid el Sut 1 g R S )

(3) wEwTH uiierut fafer (Recognition Test)- I faf¥y fommm & 1] ITeh! q@@ierd
1 1O % forT A 1 S} sud sy @ fomeE & v & 9§ ge
ST ® o 0 S 3™ fou 1 %@ A g R % A A P qecHER S1ead
T YAl 1 H9-fRa1 ST 2

(@) wrEwE wheur fafa (Association Test) - 8 i T e & ag &1 fofy )
9 qh&0 | IudreReT 9 faemed @ fam (Matter) SATR 399 3R @ M @
TR H BT W B| Sk TN TeId ST b qOIHE ST ® gR faR
TSR T HT ST 2
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(5) TA: TROT GHTOT (Recall Test) — 36 T&T fafy § Iusiaret ! fammod 9fa &
foawa = < arqrn S, afesk 39 9o S © fF S R o o e @ A,
% @ o <@ 21 Ak S fae & e o © o fomreE  wae qof /e
ST

(6) AT udterot fafer (Knowledge Test Method) — SHeRT AT 31 STA1R| bl Tor=iTal ol
TSP 1 S % fore fRar S §1 wesht | wH & fawa ¥ gt S © iR
fFL 39 ¥ ®H & SRl &l SaH & ToIT el ST 21 3 99l % S 9 T
1 greRiierdr =1 HIGT ST 2l

ToRTT 9Tl 1 A9 W T it o1 e o o T g @ T @ fafy
I foRTT W TR iR % ORI & 9R ¥ YrEcaehdl i AT 1w
w2

3.7 faqru= ufa (Advertisement Copy)

oA Wi § 3 99 T |fmfod R 9 © St faeree ® R W ©, 9 W%
Hifae & a1 79 = A1 3 FRR % #| T fmfn @ sifgr: fomr ufa w5 @R
FE ¥ fra s 21 s fou fastoast =) w3 of s wwdt =

3T R (Auto Kleper) & TR, faamm ufd & o1em, fagmam =1 39 fawg-ammit
T & TTE! wel 51 Wk | oo i TR i A gEerey ¥ WR % S B T

1. foqmm wfq =1 e
2. o= o1fs =61 g
3. fosmm gfa o1 stfg=ma)
4. foarmm ufa = sTE|
famma= ufe =t @@= (Writing of Advertising Copy)

Hiza formme & Tl wewerm e T uia a1 St 1 T i o o =1 =,
IS, WUNKHS IR, Ik, 9% 1 Jod e formmoe &<t &1 9m 31 g =nfeu)

faam ufa =1 =1 529 © R 9% w1 S, el W, 9= U R S iR
TR R FW fra S o g @ feEfated o en € -

1. fommam gfd =1 wfdes

2. SRR

3. SER H AW

4. IR FH U

ST i

6. TommA wal @1 AW T w@

=



faamaT ufa & WK (Types of Advertising Copy) Principles of Marketing
fafr= et & R R fafe= gm =+t fomms gfaar 9 s 2

1. goarde Ufa (Informative Copy)- S5 SIS & U1 o faqa SN &I St
2l

2. Toremug wfa (Educative Copy) — 5% SR ST & 3K ohd it & T frfam
foran -2

3. eAarEes Ui (Suggestive Copy)- SEH SIAT &1 3THF S d H & AT
gea fea S € i 97 SR %l % o e T

4. yyiETSE Ui (Appreciation Copy)- SHH hal i T S BT Sl hl SR Dl
STEYIshdl 1 TEHH HIH T T B S 2

5. A T Wit (Colloquial Copy) - =& formo ferail et afereh risTeh U
=k Bt &1 9fa & o - A 9o wfaawst w1 STE fHa S

6. WAt wearor Ufd (Human Interest Copy)- 3 Tfd ¥ sharall ol &t 9 f@mn
ST € o et merl w1 saren A S €)1 gRuTeeeEy S wEEred Rl 3R
Tl & T 9ita feen wman 21

7. WyAaTHek Ufa (Questioning Copy)- 38 fomaa ufd ® ekl ¥ T941 % I 5,
IR BT TAR T S 2

8. wHIuTwSt U (Testimonial Copy)- 39 fomm wfd o 37 =ifsrai 1 garen faan
STl ®, FeiH 56 SR 1 99Nt A |, S Surf.Excel & o=

9. ok Ufd (Comparative Copy)- S5H foRad &l 3T 31K i TR RN
1 qor H 93 wqel w1 WA il €, S Captain Cook A 1 Tor=aH|

10. T ufd (Goodwill Copy)- < T =gd [T 81 St © @i s1=at @nfa wrat
F AN T W o T S R uf H g erEe $iR @nfa w1 v 9
HAET I IR FT B & fow AR Flt 7

TaaTu= yfa & amavaek Ut (Essentials of Good Advertising Copy)

1. ST 39 7Yy <@ (People must see it)|

2. ST 3H 37E¥A UG (People must read it)!

3. A T 99F H 37 W@ (People must understand it) |

4. A famfya s%q St 3TEwd AT #R (People must demand the product)
zafe fammd fq e v 7 gaufat &1 o e e

1. fomm wfd &1 fome AR s3e/d | s =feu)

2. fogma &1 oR Hfaw s =feu

3. fommm A == s =nfew)
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Principles of Marketing 4. fammmm & fawai o1 fafy= i & fawfsa s =ife
5. < ufgaal & s sfEa om sie =ifsu
3.6 fagmu= uT fwam e = et =, fafe

(Money spend on Advertising in not waste but on investment)
3T
fagmus & @9 ud we<a (Advantages or importance of Advertising)

Fiart A H o= SuseRnet & wifad e a9 fowd der & fau ey
AN <l €1 FET RO & TR faard W fpen e o fafE g © o i) e
H ga gegul e € fommema g S @ sl e w9 e € foeeE gun wner g

8" (Where ever we are advertising is with us)".
T & Frfafaa e § --
L ScEehl skl @ (Advantages to Porducers)
1. “afHT SARl & A7 H ghe wE
2. S & fawa # gfg +m
3. TR HI AN Hl TR T

4, gfqEadt 1 FH HET AT GHAT HE

5 o2 UHM 1 SCARA HL SCUIRA AN I HH BN
6. TEq H wfd H gig wem
7. HeH & AR & v e
8. Toal H feerar @
9. IR UREdH T I I
10, foaeor ==t &1 %" w1
I T o oY (Advantages of Middleman)
1. 3T "Rl &l i g
2. fospanstt ®T WETET HEA

3. 3I0UEHI 9 foma wEet H Aeie! I Sl
4. g w1 FH HA
5. IR T ITSARIA i BRI 3
6. Toa &M@ * AWE T
ML SUSIeRTSTl sl @1 (Advantages of Consumers)
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3.

4.

5.

%4 el Principles of Marketing
=S Tt & SRl HT Al

U IE H G

Sfed W H gHR g

IV, |9 Ua I bl @ (Advantages to Society and Nation)

1.

2.

3.

4.

5.

6.

IR & WAl o s
SEECIREREEIE]

FHER 9 6 AT wErEl
foeft =R 1 FgrEn
EINCIISEICICaRECI

eI Yfqeqet 1 S|

3.9 Tagmu ux ferar T =@ =ret & (Money spend on Advertising is Waste)

AT

faeTuT & 219 ua omerem (Disadvantages and Criticisms of Advertising)

sMYfTeR 77 T 1 70 81 Tk B St 9] faghal foe R e 7 w59
HAYT T HIA 7| SCAEhR] F AR, TR0 @ GEM ST Bl A1 kT SIS 7O
B ¥ iR famom R R T o SRl ki HiEal ° 9fg wT ¢ TEfee 3 o
o1 =9 /A T 2| T & e g R

1.

2.

3.

&

9.

o =19 Hi9dl § gig W B

T TSR i 4 3 2

foramo feamsies 819 2

fomrem fvoler @l 1 e <4 B

o @ U e R SETE B B

fomrom Af Ta wE Wi qued ® S A B

e, T, den GOl R faes ¥ TR R g ' g
Frwa fade, i w1 sgrEn faem 2

ufean SRl i A= T HITTer HT S T

10. HFEE g | gis et 2l

ST T2 | T T § 6 O § 8T A9 © 8N 9% U e W = ©
T TETE W eI i R Ul T © o e QW arad | o & el ¥, afew
IO =hT TTefd TAIT i b B 1 TEAT 39 ¥R W fagmoa i &9 21 Sfea 78l afg

oo & 309 9 A S e i T Bl G eidl, W FE al Yl ¥ Hehgl o
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Aferh B I 7 3N 39H FH T 1 G off T T Aol wa 9 ® o fammeeet
I UH IUE L =T 6 famme 2w ed 8 oK sHs oy € oy wiw e "ol Tl
forque & fea & 21
4.0 99T

Georga fauur foeiomt g oegetl & oR | geret Ud <9 i Ukl qk qguH
% ToTT T & I S ©1 39 ST=rid 3 9} SRl Rl wniiel A ST © S 3
T HIT e & foru fhd W ®) Heg g § =R sew e 6 S € e,
Afgara fawa, foma Faga, 1 Ty enfs)

oo Tk USG9 3R % 9R W SR AeAHl o foRar S e
STATHITA FUTOT T | THRT ILLA AT FEIfaI WMeehl 1 o] & a1 § b <1
3= Tl % forw Ui e 81 U o= ud g famn o frefataa o o e
atfard B: (i) &AM SThitia T (i) foveara i e (jii) STEr o |9 | T (iv) I
® G arel g

oo o7 & I o TRER e Jed Wed Jafuy offs |rHitsieh 3e%al i
wiftd # ot el itk frad #)

TRl =1 TR UTeehi <ok U= % Terq o Hness Wi o e S & ot
ST 9 oo, e foRae A oo, Sk 51 Foaet fome efs st fond
Eicid

forme ferenal 1 gER 9 @ gl FH % AU e qeegl fofg o ged ©
S8 o seval 1 Frefon, fammm fafsm, faamm @io o wegfaemeon = @,
foRTT Hieam 1 e T SuE )

5.0 UaTfad geaeh (Suggested Readings)
() . IR FHE fqUUE g (SaRER feae #78d)
(i) ST TH. 9. sara fauomE qae ¥e9a 9 9fsafei S, T8 et
(iii) ST TH. W, S fquuH yer wifge Woe qleeeh e SN
6.0 T & forT uvw
0 TogA e @ oo ARwE ® 2 39 ST -k 9 S WIHe R S 27

What do you mean by promotion mix? Explain the types of promotion mix.

(i) Torqum @ g o wHed B2 fORIee 1 GuEicIRHd & A9 & T SaEn
¥ @ 9 9t fafa= alie! st e sifa)

What do you mean by Advertising? Discuss the various methods used for the

measurement of advertising effectiveness.

(i) T =61 aftenfua sifew) “ fammm = fomd s aren o faf@m © = o
39w St faa=m Fifsu)

Define advertising. "Money spent on advertising is either investment or waste."
Explain this statement.



B.Com. - II

Paper: BC-205(i) (Principles of Marketing)

Lesson N

0.:9 Writer : Dr. Manohar Goyal

Structure (

Jafemer fama, fara dags T deRuiag

(Personal Selling, Sales Promeotion and Publicity)

TORET)

1. 9qf"eh1 (Introduction)
2. ¥ (Objectives)
3. fowa =1 TIATRT0T (Presentation of Contents)

31
32
33
34
35
36
37
38

St foehd o ©

Jafeaer fasha 1 7@
Jferieh fosha =1 Twa/HE
St fasha wihan
Jfermeh fasha & o

gt fawa & I =1 dm
o Has

Ak gfafs T S

40 HN
50 wEdfed g&
60 T & foaT ge

1, gfHerr

(Introduction)

froet we e HogH g & 9N ¥ g % € iR ¥e 96w g% € % gagd

% =R TE

e ? foqmA, St fosa, foea deaea td ol sfafg) fagm & R

o, 70 fIER 9 e 2 g €| 319 39 WIS | GG fagu & a1kl Wkl i st

fora T R

T A1 €1 T2l 1 HA 3T Hdl S HHE SIS 1 T HEAT, hall hl

ot Teqe HE, Ak | Sl faht B TS TR H A 3 |

2. 399 (Objectives)

ELRREI]

1 TIT L B K 3T THH Th-

() Safsas fawa, fowa 9agq T9 Aafag & aR |,
(i) oEfHmh faa & wW9e td wee & R o

(iii) SrferTen forsha =1 afhan & an o
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Principles of Marketing (iv) Faferes oo & o e A @ SR o
(v) fosha Hagd & 32wl ug fafel & aR o
3.0 faw=r &1 UEAeRtuT (Contents)
3.1 Sufees fasha (Personal Selling)

Y% e § Safedeh o 1 Acfus Hed € Te o %1 9 fafy @ foad
Hal-fohdl Teaet T W S0 THA B1d &1 fohal 3197 ScUs 1 shell o qHET T bl
& R ol 1 YUl T A BU SR o= o1 A T B1 hE A 59 Torha el
(Salesmanship) =T T <4 § W Jafeh foera, faeha e o 1! aiferr =mae B

gftaTad (Definitions)
gt fasma 1 Tq@ TRawE Fe ®

1. SR Aot TAfauy™ & 3 ER, “I8 TH A Afusw wrdfad sarstl & ™
e & fosra % SieA & A wwqft 31

"It is an oral presentation of selling through discussion with one or more probable

buyer." — American Marketing Association

2. T wdfhe & FER, " afws fawa o foma © e e ogg & e
Al o feRr qeqe Tiya T St 817

"Personal selling consists of contracting buyers of product personalty."
—Richard Buskhirk

3. faferm 9. Qe & oER, “9afwes fowa o fawa © e tw fasa w=y
el BT € S ToToe fosha Wergs @ o7 Jadd SUHOn ® faada 21"

"Personal selling consists in individual. personal communication contrast to mass
relatively impersonal communiction of advertising, sales promotions and other
promotional tools." — William J. Stenton

4, wfveh Ud fod & oFER, “ JafFas fawa g 9 9 F9R &1 T fafy € s
SR B e AT, WEISieh sAeer ot Wit S €| Wedsh oAt S-S\
Tk TR g e g1

"Personal selling is basically a method of communication, it involves not only in
individual but social behaviour, each of the person in face to lace contrast, salesman
and prospect influences the other."

— Cundiffand Still
SR TR ¥ T g € o Jafws fowa e fawa 1 9w fafy 7 e
Fo U e o i € s g fosea fafeat & T @ 217
Safeaden fasha el faviwaTd (Characteristics of Personal Selling) :

IR IR B SR T ofwes forpa 1 e ot =1 =amen &t 1 @t
5
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&

Safeer s goe foa 1 deie 2l

S Tt T TR 3

el 7 fashar § Tt T B

Jafae fawa §aR F1 TF T 2

Jafeaeh fosha o A aer wiae g 2

Sferren fasha o forsha s Ol Snfet eian 81 58 TR-forsha shrdenm off wnfired Brl
B

Fafereh foha TTeehi 1 Tl & TR § TSR S, S, G, To T Suersd
HTT T TEH HT FEAGT forshradt 1 g wH H fafy g

STe hal-fashaehdl @ eHd & STl € d fasha b1 qul " St 2

3.2 Fafaaer fasha T 7g (Importance of Persnal Selling) :

Sferer forshar gl ol e 1 TaS AT TR €1 T Tl STOT ageti BT

stfuen fasha e =Rt € difsh wd =1 @fa ik o o 9fg &N gue o Safaaes aen
SfofeRrsh S YR o WA R W €| Saferaeh T <l 1O €1 T Heegel & )

1.

IuiaRTTelt i YUt W= (Maximum satisfaction of consumers)- 9 fafy o
el de foghar T W B 1 TEH T al fasha sharstl i SRSt BT wHIE
F g ToTha el B Ao T S ST STETAhHaaR S&gd 3o ol Hqfte eH
FH 2

Tagra o1 uuTEITet 31 (Effective tool of sale) - 39 fafur ¥ Fife 3cug e
1 fe@mn S € ST JA qen T e & faug | qof fgerer fEan S @ S
for fomam @ &Y fman s wehanl o1 fosha 1 T8 U yWEEnel qlie €l

FfEe shatsil sht SMeRRT (Solution of doubts) — 9 fafér & weyfer shareti ot
O T AEE B S ¢ (e faed e | e gl 2l

vae & o wewqul (Important for management)- sHe& Wem ¥ fafe=1 R
FT G THEAT BT ST Tehell € e aEge H SH & TEY IRE FE TEH
1 s1frh T fRa ST gk 21

e fagha sgawe (Elastic selling method) — o5 fosha erwen sifus Aol
el & Fiifer foasasdl sl I Aavahas 7% gasn) qen ufifefat =
FTER, SO YREdT T Fehell B

31 FaTd (Other Services) - Wi & - o8 fafy sgd Aewrqul 21 61 R0
g & T (i) o1& 1 T YOCH 1 TG Toman ST Tehal B (ii) STSIR TG &
F H QU HA I HHaT F1 (i) TG AU I HIE N FhA T, (iv)
IR HE W T TS HET 1 G fHA S FehaT T

3.3 Jafaaes faeha o1 T@aTa a1 % (Nature or Functions of Personal Selling)

Sferdeh foshd & 3T=1id Teh fashal &1 fasa &rd & sifaftem o= =/ Wt %% B

Tl S9-
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foreha ST (Making sales) : STRI o1 fosha 1 St o o 9&7 rd 21
fasha & T A1 T T4 TR waieh ® fag R W €

Héa'@aﬁwuwm (Advertise the new products) : 39 faf¥1 & g1 ekl &l
TE TE W T IR BT AR S 7 T STH! A 1 YR e s 7

Toera o1 TihiE W@ (Keeping records of the sales) : =& fosha &1 qu et
T § T SR W FEted Gt Siene i w1 STete Y 81 4% T fasmaenal
i fershashal € o SUh! KU & 3MHR W &l Wo e | o feman i 21

YoTHeR h1d (Executive Function) : 8! 3T STcTehifctsh a2 SehTioteh W
T USd | T8 A el 7 ferraeaiat o wikierer a1 81 oSk i aren feefy
% IR H Ykl 1 G 3d1 © 91 fg9ve wiceal # R w2

e St Tt ® gfeg A (Increasing the goodwill of the firm) : Safrss e
o fashashdl TMewh! H1 3THF THR T Hal HaT § TG HH storar Heen wt et
o ofg et 2

Safaden faeha & YRR (Types of Personal Selling)
St s & @9 T9@ YR 9F T €

1.

Trmtamait & ford forsrat ST (Selling for Manufacturers) : S&ferie Tkl o1 78
Ty fafsa yspfa aren 81 o fasasristi =i gR-gR SHhR, SATdIe geenst o
Tk ST Bl B S S= Hiel Sl B €1 e R asha Ueie a1 G
B &1 TR TR off =1 B R

Tk ST & Tora Tk e (Selling for Wholesellers) : i =it o
foshaehal ek, TEAST W STRYT T, ITeh! hicATRal hl T HTT, I TN 3,
K HE FE H T T8 FauvrTh SRl & T A W W §| 98 Yz g
Y HHIA & YR T HE Fd 2

TRt SUTET o ot fasra T (Selling for Retailers) : aafie fora &
TH ®Y F shal-fashdl S O B 1 fashdr SaR 1 R R €, wieagt
SCUTRl & qoTcHe oS-S9 o1 2| Torhd hid € 9o Seasl o T | eI
el T o FI €1 37 Hanel H ged: Yehfer, Te guett, W e ofs
% B9 H Bl 81 98 fahaehal oad 9N B §1 59 &5 § syl famhasmaien w1
FHHr T W T

3.4 Safeer Taera wferar (Personal Selling Process)

faha aferan faena s =1 Q0 3 1 s Seifeh fafu © oo e =1 sifershan

T YA & &Y, <IAH THF T AR W STHehad foshd & o1 Ja fohan s

B

fafsr= fogmi 3 Safeaaes e afwen & =Xl 1 S=Te 37erT- 376 YR 9 &1 2

HY4q 9 Jafadew fawa gfewan § =7 =201 8 9d ® o



1.

har3ti ol Uge T (Identifying buyers) : 5@ @eh fosharehat &t o8 Wl 7 =t T
IGh IR 1 hal DA 8 o8 I § fasa &l w Tehar Haet w1 g 9
ATYIE =& T AT © foR R G shel SR @RI 3R -1 Weh Rl @R
e fhe Ted R fovae1 I99 T =16

Thetell & IR H WHHRT Tehtad e (Collecting Information about buyers) :
HAeTl T TETH B P A% TH STTL hastt & v H SRR e HA gt
B TS SF=iia shal w1 3rewehal, f&q 9, sd SRON, HECiEA de Hqfe g
F 9N § THRR THEA HT S S

I foshael Ted ¥ ST S fF a1 FH-HF Gt SafTEr HCghar € foshar
Tl W € IHT T Tk T F31 7 3R foIha & Ahetdl &1 GeqaT 96
S 2

YtentuT T T (Planning the presentation) - 5 3TN | T 9@l
TR St € ok STER fasan Jafas faswa & wM F 9 F T 9 s
Y forerashal =1 f1e1 SR aTdl 1 M HET B R -

(a) FITE el T HF TN HT AR TS

(b) 37 Th! 1 AR T TSR SIHHR G sl oo™ o 9t L Fehall 1
(c) T WA i WAMHHAT & STER W FAT HLAT

(d) 3af= 1 FHEE HE

g (Approach) - I fasha & T <O H el % T TEAT S S| el B
T e ER e W T ;-

(i) et ug=r (Reference Approach) - fasasi wes & foet aftfaq =afaa 2
HAl B TH I3 for@n o T 3R TH T Bl AF o SH Bl B GH SO 2

(i) uftersr w€=r (Introduction Approach) — 5% sT=rid fosharshal Hren Hfoa
el o U STl € 3791 Ui ST € AR sl o ol § fob SHeht ween fep-fone

IcarRl 1 fasra w3 B

(iii) ST UES (Product Approach) — ST =TI fefshaidhal 319 UK i SR
TR el ¥ e §1 9% hal i SR fG@m € SR war afg oiEh W w9 yhe
HTl © d forrgerdl S8 ARG F SR o= H YA Fl B

(iv) SusiiarT o 9g=r (Consumer benefit Approach)- ST 3Tid forshar sl
%1 G ®Y U S SR B9 HH ¥ F-F1 o oM O § St s il
% @I Sl =1 I A HXA o Torw IRk =hear &1 <o oo o 39 fafer w1 wbn
ety e T 21

(v) WRATeRTUT (Presentation) — 59 fashaei 3iR el $THH-WHH B © 81X
farharehl Sl 1 AN W AT GET HH HT TS0 F Yohe hidl € Al
fasharerdl @1 =1fed fF g STT1 shal W STTI 7= T9E SIS AT STUR i Shell
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7.

% G KA HL hal Dl AT TAAH T TAH [ T8 IR Hh ford foha
STANT B SR =h1 TR0 SIferieh fosha =l Teh HewaIqul 9T &) Fifes gaft
STl | shal i SR T, T@H T G F T T B 2

TR % T foshaendl o1 91 o =1 2 T =fed oo
(i) 3ITIEA Ht YAEw ITAAE HT U KA AN

(i) JEH ¥ IR sy @ R

(iif) ST YT W T foAsheshal 1 BT ied|

(iv) ITAE T TREH qA STATIRATIR Bl

(v) ST YR & 9% viwar | foasha I e =fed|

1T (Dramatization)- 39 37 | fashaehd! ek 1 Wifq ST HLdl ©
TSTER o hal Sca1% 1 SUAINT § WA Blht SCA1% i e 3 & fo1d AR
7 S| g Y T fasasl &l eaH o TE Aifed o Aes %ar &+t &9
% €Y T AU W W gU J91E 7 TR

T WA (Trial Close)- 9 sTo%e ¥ foshaesdl &l I8 HIgH %l =ifed o
HAl A SR HA B B A S A= | 1o el | 3W o 1 9 o & ford
foshorshal 1 shal | I8 Yo =ifed fob 3§ W1, feueA, disd, ®iHq o1ft 789=
& =1 7| AR SR TEREF B @ SR FT BEA F IR § IBAS FA! A

autwEt st famur (Handling Objections)- ST 3hal I 1 3 T & feafa
H & S A Wl SR THR TE A @ e fafe= yehn 7 smufaEt sem 2
T 3T Ud I fashashdl i safaai o wer =&t =nfed afee 1ot fasharshen
1 ST I AN Bl R HET Wi g wee | 3fie 9 5 SE e
ERIE IR

Hal 1 ATAraE & WehR 1 BNl © i-

@

(i)

W IMUE— S god 37U, SR ST, e 7afa, STawashar e i
Shell 37 S o] T2 &Y Y Tergherens shi oIl Sa €1 37 Tersharheli ol 3 Saraa
1 FaRY F&s 9E § FX 3 e TH H3 W 98 bl 1 6 i & o faaw
T Thal B, 3N AT & T Sad Tel YgH I ol S | Wehell €

31, fEsTe, SR T Teheiieh! G i AT I IfGH T =S o 3T ST
el

fodt g2 smuftai— wo vl o et © (9= uew T T w 21 o
ST TreTHeEeT ool STl Bl §1 ST : SevTShdl 59 9Id i § T Uigeh! i
frvoa &) feafa § o9 & fou faew = =nfea)

FHTTA (Closing) : SIS Hf =RUN 1 TR HT & 9% AR T8 910 !SIt
? T Uew B9 B & o R 2 % #IN 39 YR Toahd wEiE < 5|

I fosraendl foRell RO ¥ IO 9% 78T o 11 df 391 99 IRem =ad o
<l ST €1 9gd 9K Ueeh oq b i i To91 o4 Y a1 § T S N Ueh



10.

AU 3T W HF FH H1 T T8l Hdl UH 90 F fashasat w1 wiF g foawa aata
Tl 3R STUHL BT =1f8d T SR hi A<eh? o1 =nfed|

T (Follow-up)- =8 3T fafe=1 sroll | foan S € S wew &1 =91
SR % SR Tl ST T ford 59 W w1 feeodt ot AT w9 1 B
T =l Ffr AR Uewh wge @ @ Afasa § o v faer w1 gesre
T @ e famwashl i wfaw o eifus wwa T&f e ggm

THI-THT W TR U I T SR 1 &) Tk 9 @ 30 ek T fesharadt
T IR STR{dd TET B q A e T § A Al I H oo R 9 %7
T ARY 2 TR 21 T T T B @ R W B W B | S B g
forshaenit feaTe UTeshi b1 ot ¥t a1 Hehel 81 39 YR SfeRieh ke shi Wfehan
o 3 T 2

3.5 Jafeder Tagha & M9 (Merits of Personal Selling)

()

@

&)

@

®)

©)

™

aferr fasa o shar-fashdl oTHA-9H Bid &1 i fasha & e aw © o

TSt TMEehl AT U Tt € (Identifying Prospective buyers)— S&fss: e @
T MG AT TA TS A E S ST IR b AT A W@k & A Ig ASH aF S
| e fomma qon fosha Ford fopanstt gm0 e wea T 2

VichT3ll hT WHTST hial & (Meets objections) : SR fasha & g sharetl &1
1A T GHEE STad ahe W TR ST Gehd © a1 a9 B ford sSfad arderT
TR TR S wehdl © TS99 SRy U S § STEET 8 S S

WEFI‘WWT%‘ (Demonstrates the Product) — T8 ! o 1 TNHYE
9 SHH! B w1 faverd Kot & fod smavas © 5 SHeh! a%g 1 T Hd
o1 STEd TR 30 B ST TAR(eh YRYH Tehel ST T8 oRiferieh forehe o & woe
B T T

Taera wurfta o WeTaar a1 ¥ (Helps in closing the sale) - e fawa el
1 G T forsha = fod <aa eteran @1 fagree o fagha yed= o ot s i
%9 S B o UG HW €| A 98 39 tfeeh gorenelt et g e fo
Safees faeha| e fasna fasa i o gemes B B

T THSE (Time co-ordination)— ST foa & gR1 forsan TEft =rereen st
Thal ¢ o S ot off sl g 1 B9 FH % fod TR B0 © o foasasat 35
THA ST € Wl § 3R UEh i qed Well Y L <l €l

eI Gfaem Ye™ iar & (Provides communication)- foshashat 1 o5 & fasa
F g | 3G I W el 1 S oo e, wfaet G, deen w5
Hife = an o, ueeRi w1 ufdfward snfe) faskaehal 31 @ adl sl fwia 9
wgmar € e fafar eraeft o o aeged & v uRedT Y e € e
fosha &1 dem o ST et §)

T faera e T € (Performs non-selling functions)- fosast &1 gea wrd
forshar T el & fe o o1ot ok s o Ter-me o7 IR TR e sft sk
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® Y oSN TG BT, AOHA Well Y& AT, WEH! ot Rrehreral o1 e
Exoilc)I

(8) WIS YO YT ST & (Provides Social drive) — S fasa wees qen
faehaerl = <t T THsraT S SIS e o1 <1 @1 Teeeht aRom 7w el
® Top fersparenl &1 =R STRY fierd Td € 3R o 3194 Scam) i s=e | 9%l
FI1 W T

3.6 Safeden Taeha & <9 o1 WA (Demerits or Limitations of Personal Selling)

(1) 21freR T (More costs) — ST fasha o fashashwi =i MR T, =T =44,
I F 3 GrauE A Bl 81 SRt et FN IRt €l § S o i N i
1 3 B T AR ARG Tk -8R A1 St W e S € @
%1 vedl T

(2) @&t W U sufter g9 W wfed (Difficulty in reaching at right time) —
Jaferen forsha 1 Y HiSTE e et 2 o o fashaerdl yis TR & 719 359
T TS T U St Wesh kA Frret fof o @ feafa o @

(3) o= Tashaemmiialt ot 319Ta (Lack of good salesman)- 7= TormaamTietl 1 S
9 ST T S @1 i 39 fafy ¥ w1y o st famarkdient w1 tfuw
el B € 3 STeuleeRtad <30 § Wi fomhTenaia i Hu U S ¢

SRIF Jafdas fowa %1 %3 THE € W 7% T e § S fE ame § 5=
Tl B R f fwan s gean 1 Jafgas fawa § yE § ova sifue 81 gt ©
g WEh! W I G S SH F S8 T AR | HI®T HE A S S| g
Y & IARH B foqmE R off 77 w1 Afed qfk ek vwt ¥ & 9= B
F & ford I 7 o Jafss faska § oM el g ® S st

3.7 fasha WagA (Sales Promotion)

TeargA T o1 A weeh T g © fweht 31 foent 9 i ¢ @ € e
T ael 31991 ITeh! Ifg T FErI i Al Uk fohan steran o fosha HagH sear
® Torena werer o1 W SR Tk W § arretad gis e gu ween & Hrita fawa
A 1 Wi % feaw @1 Hed $en ¥ 9 {9k Taga & 7™ 9 S < 2

gR9TaTd (Definitions)
fosha Faga 1 w9 TgE TR fe TR 9 R

(i) T, T3 3R feei= (A.H.R. Delens) & 38R : “ faora Haga 9 19w faeea afg
o fore 53 T e o B 39 v 9 o1 fosha vt o ® S o et forka wel formmae
F ok § AR ek T A S S Jueeel s W weEe g €17

ST T fem THITEHE (AM.A.) & 3TTER

e Wage ® St fawa (Personal selling), fo=To & g & sifafem o
T IatHa fRard S8 Use (displays) fe@men we e, 989 (demonstrations)
ifs wfmferd o1 St € S Susiedr T AT 1 guresiie i diefed s 217



fasha Hagd 3 fFamd € SR 1 AT K 9K § §gd ¢

ST TRAWSH F TR W Tk Faga &1 Fefafad favman §)
(i) Torsha Geargs g1 Aol WEeh! 1 SRl 3R VAl i AR AreRTa TR S 2
(i) Torora Woge & Safees o, fommo" qen Y i wfmfaa &t fman sl
(iii) ToroRa Forg fomo To omfae foha = sifersk wveremedt S Al foRanst w1 g

B 3 YR IE To=9A TS offerien {orha & ot 1 @ i T ool o 2
Taera Hags o1 5299 (Objectives of Sales promotion)

Toreha Welg™ 1 S2va WA Tkl § ghg T a1 B A | W T Bl 2
fasha Haga = =1 2w #)
() T SR Hi IR H YO FH H FETEd TS
(i) & TS B T HI S SMHYT HIAT
(iii) Sfeaeh fasha wd fammm & aua zenfud e
(iv) Toreis Ao & woreeasd fawa % wH % HD AW q% QL BT
Taeha Hag & weh Ua Tafe@t (Types and Methods of Sales Promotion)

e WergH & at=aia tet fafera Soerg St @ 59 Sy ue sl g
1 € %4 2g INa fohan s € 8 st Ffafea fafuer s s §)

(i) SuerT HWagH faftat — soo swria faswa Tag &t 3 g fafiat
ftmfed € S Tl B9 9 SuHEdel o wrted 8| e fafs il s ® e
M W, SUH A R, Te-T9 1 GhH R = fman ST g € S a5

% T % Yhe YU S, HUF P WA T HH AHKT I A, SR Y SR TS
1 T 1 AR % AR T, G % W W, gl § FHH F 3R

(if) =AU G fafaar — foa Jaga 1 9wt a9 H & fau Suse Saga
fafeml & Se-w o To Gt ARl 1 o S | @ S =et S i
Wi 39, % 9 3, [ wF T, 22 3, A g2 enfwl

(iii) ST — =N G Toreh e Herga fafem — area  Susien HergH 3T
I HIgT Tk & foes ® 1 e § a1 UH-TR B ek 1 A Suwid bl fmE
o] 1 S H o ToTT FIR Y foran S fepeq forehen 59 o o1 30 g | w=ieh
HT H IR A B A foha Hage w1 Frgol A 3 B Tkl 81 SE IR AfE At
W AR GAGA T AISHl AN Fh 3% 9 9 1 @ik A & e Tar & off feran
ST g ST HAGH & 99 § ST 3T I% T hd AT BT 3T 37 A
oIS h T AR A S @ s uRom 9w Tk ¥

3.8 ¥k Wil U@ 9 9w (Publicity and Public Relations)

TH TS o ST AT T FEATST T Sl g1 S Wl faamn k1 €mae i
STt @ qen % hd B oTT sharstl, e G, WIS, R a9 9% & qfdshdien
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¥ g % g we ufafdd e wire 21 s fore gaeEmR-as, -t §
ey, BT, famro qon Safemma Feaen! 1 TEmar off S ¥ SO 78 Scafsd aegent
% o # a1 S Giaa fRa ST S| S SATIIS Geesd § SHaveh i i
TEE eI fEa S foheg ATk IehIv ATl e SETeh [a9RT i THed Sl
R A 2

SHweh faumt & @& (Functions of public relation department) — SFE™h fasm
% IF=rid fohd ST A ¥HE S Freteied €

() THER T & WY G - HHER U9 &1 9 e ad 9% & fau ° er=st
YT YEH BT
(i) TOR oA T G & fqquH | A= qo el YaR-s9%l & §N

TaR HET a9 @enfa o gfg s

(i) TR MR T faam=ehl 1 3T A YA HLAT a1 TS & foeg Al
1 T8 HI S Tl oo geenett o swerw Hifq % faard er=er a1 %
oIl T TR | 56 T i AFL 7 FH & A0 &6 a6

4. QIS :

St Tk fasha ot = faf & R sar-feshar Yorer 9 @ -9 e
&1 fIeha o101 I i hell F FHT T HIAT © S kil T Jof g T §U ST
AT 1 WA HLAT B Fekeh T AT el oh1 Afueh § Atk forehd she et
® ifr ®H 1 T iR o o 9fg el sEe foru dafeeh qun stoafweh S YN
% W R S E) St fosha sttt yefold daga ot € 5o U Sanl ®
T T ST W9 § gfE B § HerEan foerdt 71 i o9 sTia i et
1 Al TN Seh] VRT3 o1 STHA-WHA FHIEE el ST 2|

GoagH fasor & st g o famm, fasa dagq @ o gfafs 1 i
Tepen et 21 foee & W H fysd wie § v o g 2| T Weag 9 Rk e
& S SR BT T 1 SR A M H GerHdl il €| $E% g Wl UIeehi i aagel
AR FAT 1 IR ARG Tehal <1 Hehell | Tk FIATG F A= A & AR B
TR T A I SR E ST Hehdl Bl SHeh Tl WM TS, U ufsehisti e faf=
YHN & ENET FAN § W S §ehd 2l

5. AT Uwieh
() ©f TH . TEe : fouvE e a9 i e 8 fKeet

(i) S R FFE : ToE Yo (foprama Hed SRR

Gii) = @ . S faavE Yoy (EifEe o s g SIRT)
6.0 T & foT wvw

(i) AT fasha = &7 fauom § S Wed & A Sy

What is personal selling? Explain its importance in marketing.



(i) Torpt Horge @ P AT B2 SO IR etk Toha o 1=K i TR Ry

What do you mean by sales promotion? Clear the difference between sales
promotion and personal selling.

(iii) forpar wishan =1 foear © wwemsal
Explain the selling process in detail.
(iv) SR Y Y o qEed €2 fau § gHent o e 2l

What do you mean by public-relation? Explain its importance in marketing.
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Principles of Marketing B.Com. - II

Paper: BC-205(i) (Principles of Marketing)
Lesson No. : 10 Writer : Dr. Manohar Goyal

Distribution Channel

Structure (TU@T) :

1. 9fHehT (Introduction)
2. ¥ (Objectives)
3. fawa =1 TRl (Contents)
3.1 foaor "reem &1 27 (Meaning of distribution channel)
32 foa@or oreem & #E (Functions of distribution channel)
33 foaor " & YER (Types of distribution channel)
34 foauor wead i geifad ST 9
(Factors affecting distribution channel)
35 foawor Sfq (Distribution policies)
36 foawor faferm (Distribution methods)
37 faawor qreay gery T fof

(Distribution channel management decision)
4. 9O (Summary)
5. gEafad T (Suggested Readings)

6. T & faT oA

1, 9ffert (Introduction)

7Y foqu fagmr & T Teayul Heh! (U IR fHge ged, frufer fagm 9
farha Herga g, &1 fuset wiel ® 3aem o g% €1 w9 T o e B g €
o T 3= SR & foT shaet o= TN k1 B, T X 9§ &% A1 U TR B,
TE god B A1 TS0 AW €I € ST SR § ek yd B o fon waie e 21 S
1 TE THT SN T T W IUersd fhar S off savash § Fifer o T SR
SHeh! ATH SYHIH qh TEAMT el B| Fooeh THian ®H gare ae sHatee o
1 e ooeen St € s el foaor & "rerdt &1 s o ferar s R

2. 3299 (Objectives)
TH IS 1 AT % AR T FHH Hebil-
() foawor mream @ atef
(i) faaor oo & %@ @ TR
(iii) TSRO & WEAW & gAE i AT HH AT TA
122 (iv) Toazor grer=ft fifaan



3. fawa T UtRoT (Contents)

3.1 faavur "reaw @1 319 (Meaning of distribution channel)

ToIth T o ScIEH 1 Seyd SU A SYHISKT Tk YEEHI Bl B S ScAe B
M W B o1 @ TS I 1 F SR g At fawa 9 & 9w e fean
ST o1 W] SIGAH T W Selfeh Yeoioh o] i Scae o8 YA W feRan S ® o Seen
TG & TIR0T 1 1 U T T A HT | SRt i A SIS Tk Tga
o ToT Scueeh hi 311k HeAeedi oht Tl ot Tedl €1 FET Weeree TR e bl TR
F | T TEEd W TS F TR H gATICd 1 F G HA S FHha 2

Trawur & "remm st uftmeT (Definition of Distribution Channel)

(1) fofeam S =ved & AR, “oigetl & SR Wit &1 1<\ SUAERT a1
AT el q TEEH | S AR A STl €, 9% St e sheet B

"A channel of distribution for a product is the route taken by the title to the goods
as they move from the producer to the ultimate consumer or industrail user." —(W.J.

Stanton)

@) Tl % oHER, ‘SRS ¥ UM a1 qEenstl 1 I off w9 fwd W
T HeoEel & I SIh! hiE Hf G&N B GEdl ©, o " weand 21

" Any sequence of institution from the producer to the consumer, including one or

any number of middleman, is called a channel of distribution." (-McCarthy)

(3) THfTT FeeR & AR, “I® IcaReh fafv=1 faqum merer &1 St wd & aedt
1 HeTTH BT W YU HId B, TER S i BT a1 8| fqaure qeeei o1 7
g & faqum Ant e 1"

"Every producer seeks to link together the set of marketing intermediaries, that best
fulfil the firm's objectives. This set of marketing intermediaries is called the marketing

channel." (Philip Kotler)

T, “foeRor WTeH SRqIA o T &A=l 1 A © SR T9H e Sl
TEet ol wieer feran STam & S oRqetl o Taiied g&=oT H FWedn il © qen fa
Tepelt aferd Tenel oreqati o1 Safvaw SusierRTst =1 i SuAnT Saisd e Tgard 21"

3.2 Taawur wregw & @1d (Functions of Distribution Channel)

aEqell & T & ford faa Jreem & gR ore % fhd S §, T T
eAH % HEd HET § TIhT AR TH TRR § -

(1) o= Traftor T (Fixing price) - STHROGET I8 A Sl @ o Fafar & g
IE HT HIHd AR Gy § Fele Tl 9 off St © R sif<m susern
ST AR b1 Fohae W o X Hehdl © ATk WRAEl 1 STSIR hl 3ol SIehrt
B § 3% G 9gd &1 3 U9 gHAHRA 81§

(2) SusraETeN W WaT HET (Serving the customers) — fereXor #reaH & g7 3fea
g W, 3fd a5 3 T W den 3t 9o R IUded A S Hehdl T
YN kT HieAEal H 5= AeEE ¥ FA S "R B
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3

@

®)

©)

™

®

Trutat st femerg, T (Routinization of decision)- 3% SR # =% fah w1
2SI IS TeEY ST W= % ToTy S0 e TR TE =Edl § ql o ST SR
Frefen &1 ST 3t Fofs i Freweg 3 Sehdl B1 39 YR HETel i wer
Y ot o o foska fehan S wehar 81 U 9R foawor wieem wenfd 8 e 9 A
1 yaIed % § =9 9t HH e 2

o=t yeer AT (Managing finance) — T & I H Ucieh 0 i o st st
B 2| Taawor wream fod yaey o1 o | a9 9 B ©

(i) SCUhI i 3T 30 THF A GFfe Siorht ST ol TErEE % B (i)
T YA b1 TG G T hieh T8 ST Ff foxita wew i €

% IR TRy o faedl g Wl 9 Hid © FTHE SRS i s W A
Bl ST €1 SE YRR SIS 1 o= oh1 AR W i & o oft qeey
ICARH F T ST T U e (Security) & 9 § 5H U9 © for@d
SEeh! Tt werra & St 2

WagA A (Promotional activities)- SciReh Aeweli & 3R fasha HagH
el 1 QU FA T AR AT TR HT STOUIEAl H TGS R USEH hih
o 1 S R §| HE AR TR ST T H AR 6 W Swaifae o
1 €1 S Q3w A W sufeerd TEY ® wehdn o1 fame v foska gearg
% fod 39 Tl &1 & 9arg o B €

HIR ¥ WeTaar e (Aiding Communication)- foaRor #rezm Sar gfaen o1 «f
1 Y §| 98 e S ferd fiar 1 g%y Sed € 9% e i B aem
et gEe ot 39 Ted € e i st 1 1gs 9 SAEvEsa & 3HER
IeaEA H Y el Hidl @l § SR HEATER SR Y AW A B

HiEl it e ¥ Ut T (Minimizing number of transactions)- fawor wrezm
el GeA ¥ HH Ahd € o foaor o § ot wH e Sl @1 Al
T 7 B A U Shal HI ST Hrel grash At § Tenfad s m, e
fereRoT A B 9 S% UET T hT Uedl © 3R o "Rl & HieAw 9 o
THE BT H A B

ATYUR FEATERUT T 1 (Function of transferring the title)- faawor Aream
TSN TG SEAR0T h1 TEE T §1 SR el 1 % - fasha
qen fafem =t fraeti & g foan S 21

H9 o, 7 Fremd freverar 2 T 3faa wom @ w8 w0 o, 3feq sigdl w9 o

o aeqet i e o SRSl a% TEEE Gl "ead 6 YqE S 2

3.3 faavur wtsa™ & W (Types of Distribution Channels)

oM & ftehio W oRqd WHREE < w4 | Siel S g {5 T i SusieR

a&TH o I 1 i o wed &1 ]l TR T gt i SRS 9% Tgen %
ford faf=1 wreml &1 & foren S © 5= faawor @ & 9eRR e B



A. SusiierRT Tgel & e faawor wremm & yew

(0]

@

&)

@

(Types of Distribution Channel for Consumer Products)

Trafar-susfiear (Manufacturer-Consumer)- 8 gfa o 0 101 8191 Sc1%
W srfem SUAIGRNS &1 o= Wi @ 36 ford et o weEm e o
el :

(i) A9t gFM ¥ (Own Sales Shop)

(i) @d & fosa Fateti @ (Own Salesman)

(iii) ST & WEAH ¥ (Mail Order)

(iv) <R % =199 | (Telephonically)

(v) 9ga fashaenemd =1 sJ@e 9UeR (Multiple Shop on Chain Shop)
(vi) fasha =9 § (Vending Machines)

WW@,WW@WMWW(Craftlnanship)gmmm
Bl SHH Hal fadl 1 9 H T@w oH-39 B B

fatar — TeEhT fearshar — SustaaT (Manufacturer-Retailers Consumers)-
7 fafy & frofar ot SRl =1 faka Ge famarett &1 e o = 81 78
fafyr 9 Sl o fordl oga Swant B T Grawses Sl i St | wan S wehdl
HAEERECIR: el Brok i i

Ttar — o fashar — Feax, fasar — susieRT (Manufacturer —
Wholesellers — Retailers — Consumers)- 59 fafyt o a5 o foshal 9 Fea
farehal o WTeTH W SUNIERT A% Tge! B € SUHIER ScATEl 1 S ol Hed Gl
e yaferd TR B B st #® fo aw mrem et 3 € it o faswar
foriar wer o T 39 #

Truiar — wfafafer — susiedT (Manufacturer — Selling Agents — Consumers)
- 39 fafy & sysii o Fmfa & o faw © Aoy B @ e ¢ fawa faff
A o arfershier TonE o Hiad wEne e w5 faf w5 gE e #) weied
TS IR HI A & Faiar o g6 ot w1 wEm e €
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() friar — fawma ufafqafa — THeEh faghar — SudieaT (Manufacturer —
Selling Agents — Retailers — Consumers) — 3§ faft1 &1 33T 36 w7 foan
ST © S R ST SR B SUA R TH R Sersd w1 =edl §) fawa
WAt STO-3TT &5 % Fehl famaistl i el i gUET | § SS9 Afw
IUeTiRTST T o= 71 3 fafa | fawer @ ot #9819 g

(6) Fmiar — fasra wfaffy — ok fashar — Tt faghar — ST
(Manufacturer — Selling Agents — Wholesellers — Retailers — Consumers)-
=9 foaor Arem | i AT SR H1 S TAE T W STAR FIH B
T T B IYHRT SRS H1 fasha ST w1eam 51 A < ¢

afrenfiter Sanal o fa@wur wresm (Distribution Channels for Industrial Product) -
STRfiTer Scursl = kst =i HEm %Y Bt § 9o 9% ffvea T W wf=d o ©
e T w1 g fepen e € o

(1) fruiar — ArenfiteR har (Manufactures — Industrial Users)- I8 Tsh T
Tereror wrezm 2| ored 3MeifiTes wret & sha Qo AT & HeA IS HeTed e gl
S waIe H H@m H9 7 @ T8 WeAm 3 Wl B

(2) fmtar — o faskar — si=fies ®ar (Manufacturer — Wholesellers —
Industrial Users)- =9 Wieaq o fofar o fagar 1 98 9 9 SO
HArefirer Sastt o 9=d &1 TY i St werel # eEd € s ol w'
ey HTRT Sfed €)1 98 Hiead 39 g9 Sfed | S § S sl A=t g
W % gl

() fmiar — fasra ufafafay — siEfies s (Manufacturer — Selling Agents
— Industrial Users) — 38 HI=2H SOe HIEIH SIE &1 © 36H offs forhd & T
R fawa gfafify gy o1 F14 FW T 3% TG SR i <=9 F1 SIIHR gl
? U9 SR W faftre yaia & € s ford 7€ wew staa wen S )

(@) fmtar — fasa afafafa — 9w fashar — sieifies Sar (Manufacturer —
Selling Agents — Wholesellers — Industrial Users) - o8 T fo&qd @mead 7
THHT FAT S SR} o Tordl tfereh e ST @ T Sieifites shell a-sIR % e
& T 9% IR T B R

3.4 Tqavor AreEm A weTfaa o 9 O

(Factors Affecting choice of distribution channels)

ot areg & faqor ® foraor weam o1 9 SEd € Hecqul il €1 of: U Tt
B forer wread & g w1 o Hd 99 f weel & sem § @ =il



m Y N oW »

F.

frofar et (Manufacturer's Consideration)
I T (Product's Consideration)

ISR Fr=ft (Market's Consideration)
Hezee gt (Middlemen's Consideration)
TN Gt (Government's Consideration)

37 914 (Other Consideration)

A. Twiar @it (Manufacturer's Considration)

fmfar =1 ST9a TS A, 39! faaRor merg &1 faf=a w3 &t 3581, e
T T MG 34k o1 SIS Teaeor Heom o A 1 Gl et 81 frant
S T YRR W E

(1) THwiaT ST 3R (Size of the manufacturer)— 5 AR #1 3MHR w2

BT 2 ST STl A, T UE YR A o Sife B o) ofd: et
Henal g Siel fIawr HiesH SO S

(2) WTeAw i TAE=AUT ST @t 3237 (Desire to control to channel) - af% o

HeAw A Fre § @A ed ® @ o8 S /e 1 WA S| a8
I HT FHM % G AT ST fashasmistl % R "I 1 foshd T Tehal
B A tw @ 9 T =& o gfg o @ S 2

(3) VIR IREAT UE 19 (Managerial ability and experience) - afg i

H Yarh i ATl U 3N § Al T ol 9% weeeell W e R o 3
fomfen 9rr: S WY Srawen o stfres ezl s WM B € TEE i § THR
fawia afe et & a v fquuE sEe € 9 9 g fadoe o
off T Tkl B

(4) WY %I Tfa ug entder feafa (Goodwill and financial position of the firm)

_ fordlt off Heen 1 @nfa 9! 7= Hfaal T el feufa & IO At ®
R e 1 TNl SHP ToaTor A F g It 21 FH i @i =
B A I ST SSE W Tl WA w1 = Y Wehdl | e Ul
et g i s 1 T R A Y e e 3

B. S@TE Wl "2k (Product's Consideration)
SR ! Fepia T o7 ot Toewor weEm & g ol w1 gt e @ c S
(1) TSTETEET (Perishability)- ST ScI% @M IHfd & 810 € ST fold et

TerRoT Hieam S1ere Bl HieAH € Stad @l B 39 foada 4 sar o
i 1 € O T 9 aferen gl w1 faawor aeam o wnfher fan S wehar
? S g1, wat, Wil & ford weaet Tk, saifen Seftfasm, wist, sifgar anfg
% foma & o fasa wfafafy aen Feme el s Jrem o wnfia fopar S
el B

(2) I (Weight) - f% IR it a9 1 © 99 shien df fafar & g @i €

SNt SRl S1ere SUMIERT 1 /Il SEl ST Hehdl € TR UH S B
TEIROT | Sk ST 3Tl 81 59 foriia 757 Scurel a1 oS/ & &1, SR
Bl B S o ol fereor WeAm b1 A fheA S Hehar 2l
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3

@

®)

©)

Arfreh Wehfer (Technical Nature) — 4% ScUI% <igd &1 dif=1eh Tepfd =1 € qen
FTaw forsh & 1% Tl St SAEwashal Ugdl € O UH Scag o1 fersha Forafan bl
W & g S1Yd] Uk el &1 el ¥ i =ifed af fawa & oK &t 9a
A W YIH R Th N W, WX RfRA, FR, TR I

yfea=im@ar (Competition) - fofar &1 39 @@ &1 war ff o =nfed fo
iR wH o g SH-E fo T STORT TR § 39 SR W 89 ST
IR} & Wl faawor wremm w1 i s g B

ITE okt Ui TeRTE ahiwd (Selling price per unit) - 3 ICRT &1 Ifd SHE
1T Y ¢ S Fone, wifem, e df o foraeor aream g fosha s 3fea
R Fifh s sifush @ o sarsl % UgEl ST gE SR A IR HY
Hfq TS T IR = © 59 FH F S, IR e, wR, e stk
q Y gezEell & R fad 1 71 @

yurfura St (Standardised Products) — S 3¢91€ THIUK YR & B ©
37 fordl o faaron arem stafq e fafy %1 g foan < = ® 39
fawda afg Icas emawr | fafda g9 € o weae faaRor Areaw 61 A St
&I

C. IR W&l w2k (Market's Considerations)

3R R ® U S ool aRfeafaat ot faakor wrean & g ) gefad st
g, 98-

()

@

3

@

®)

ettt & SuWieAT SR (Industrial and Consumer Market) — Tiar 1
I, ST TEnTeR g S e S @ o st SRS % g U
qea ot foraeor Hieaw w1 T T § TEEd i 81 A i 3O €,
@ Teey Toraeor Hem steren | HesrEedl w1 qA Sted R SR S SR
IO € o e el ST WA TR i Ann | ghg |

TEeh! it & (Number of customers) — IS WEH! ! e e € @
forawor & aferer weareelf oY Qanel 1 WA TR ST GehRan 21 3 foradia afg
Eh 1 G HH Tl JoIel [ qeAn w1 g femen S wehr 2

QT ST (Regional concentration)- JfS 3T & shal HTH! 98 &5
o e g3 € O Frein o6 etfirek Wl @t SEd ot IS, e favda At
e T B WM W Bfsd ¢ @ Fofa @ ot a1 o w2 g 2

TMEehl Tt 3HT 3TMEd (Customer's buying habits) - T8 &1 F7 A=_d
foreor wream o g e ® S A% st $i SR SUR o # € 3R
Tormien SUR 39 w1 Teorfa ® 71 @ 4l S9 oo SAWIREl & 31 Hemreell i werE
A BT S 3R 37§ wef 7| 36 faudid AR shal THE hA HA H T A
@A B o e Toawon HieEm 1 A S =ied |

AT hT TR (Size or orders) - AR R TG-St A1 § TN F/B &
T # A P ST O R T §1 Tee i At e # e
g A Bl © SR A0 R el ® o HeAeedi & g ufd e stea e
B1 36 WohR Y of wrems A ol ot goifea e €1 59 Te qeAl ol e
¥ @ wE Ao At ol faa e 1 A e el



D. Wewell Wil geeh (Middlemen's Consideration)

Teqel & G § e UH ad © i forawor wremm & fofg w1 gefaa s ©
9

1. v st Hard (Services of middlemen) : 5@ T = el B fovig
R 1 Ta ot HSH A B Al SU HeTel hi Akl YSdl €1 3a: e
Tl W1 B G HIT A6 S S aRId Janstl &l I&H & H T0E 7|

2. Tasra o GrraAd (Sales possibilities) : 59 foawor arem & g1 foa 3fg
FT FAEE 1 81 IH foaar AreAm 1 gAE R Afed| ofehd 39 9
1 f A W@ el TR i &1 gee W seeas e 9 @

3. SUeEEr (Availability of Middlemen) : T i1 &1 579 TR o Hezweli ot
AEYIHAl Bl € SU SH YRR & e fHer =ifed S At ue i
THAE I R fasa 31 =medr 7 SR 39 T eyt T faerd df 39 ot
ot st s g -t feian w1 o e g Tl Hifqar meeed
HT TR T S A T eTaen o mereedt %1 g9 i 8 S g

4, T (Cost) : 5 Al & foa¥or @Fa *H USA & SAHR! AT S
=ifed| <ifers = & garstl ©d wet &t ot eam o W S afEa)

E WK 9@l 92 (Government Considerations)

3TN & GASERT T H THRI-T9 R a9 & fau T 36 ue giqe faifa
T el & TRt T fwiar w6 faawor aream w1 fuior s w99 e we
Bl €1 S <arga, Yo s S, Snfavrarsh, WA wered o & o e &
fau fashar & T AT 1 T STEvIH 71 Td: T a&gell % fmiar w1 e
foraRor Jem A0 WHE 59 91G 1 B @A BN TR el & U St aee
31999 Bl| 3 YohR YIRS ot gE=qu fashar & g € Sl S Wkl B 1 gHferg
fraf=a axgati & oo @M &1 9AE i 999 TR A S 3TEvd ured
feran <t =nfea

E 3= e (Other Consideration)

fararo Areamt & T SWEd qeAl % die-ane enfedd, A qen oA
T H oft A H T e B S A % qeE W wH o ol oA SR asi
% U § o e w1 AN fRA S gt €1 39 yhR faa qreaw % e
T e & 3feeehiol &l o = | W =ifed e for 39 a%g W e | A
| faawor Aream Teen & ST B =fed | faawer Wy ereRr g wifed 9
STENIAHATTHR HSAT ST TG ST Fehel B AL TH1 81 FS9e 57 SqHier s
STEM ¥ 91 ST T |

3.5 faawur Fifaat (Distribution Policies)

faaor & @ikl (Distribution methods) & T § fofa o= & g faawor =fifaat
e ot Sl @ difer g9 Aifqal & ey T & alie Tive e <1 weh | T
it =1 ®
(1) wemT yfarfae ifd (Policy of exclusive agency) - S5 @ 3c% & fasa
& ford wezrey & WY forfaa Ters e © fop Foofan & Scarl o1 ek iy &
T fosha T T AIBR hael U AR 61 B0 WY & 922 & ford wk Ffv=a
AET W a1 TR O B v ot ST B 3o W9 98 v of e @
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for fasa Haga & fod weey ot &t fifoal & ST79R * d wom 39 & |
fratar = g0 fvdt o 9ohR | S off fowa fan Sam S9 W 9%y i HHvHE
T A TR S

(2) Tawga faawur itfa (Policy of extensive distribution)- 5 #ifq o fafar st

IS S Wl HeAwel i e % foft TR @l € S SHeR! o i ael =ed
&1 W Tershareti 1 919 T W Teed Sh1 een feerfa w1 gafte eavd T o
=& | WHROTTE F8 =ifa Graurse scmel & fod 9 S 21 59 i o foa
T T dE&dt § SR WMeehl 1 W & A< o] SUersd 7 Sl T

(3) =TTk famwot Sfifa (Policy of selective distribution)- o8 i Iww =1

Hifeet = fagor @ o @) 3@ Hifa & foaazeni =1 I foFa S € 9w € v
# U o e faaek ot € whd B 59 i o wan T g & Fetane g,
fagd STHI TN it FHfE & gR etfusk fRar S 7

3.6 faawor faferat (Distribution Methods)

T FiaT = gRT ST SR} BT SUHRetl % TgeH & fort i fafea sy

e ST ® o

. gy faawor @eam (Direct Distribution Character)

. 39el faaeor Ared (Indirect Distribution Character)
Il JEY faao |9 (Dual Distribution Channel)
wemer faavur aremm (Direct Distribution Channels)

faaRor 1t 7% 9T yomeht € foew frfar ot aegett 1 1o & gl o wmenei
= ettt SfE & aream @ den € SR q% YgE 81 36 ford e arem
T AN feRAT S ® -

(i) Trmtar & Hiem SumeET 9k (Manufacturer direct to consumers)- 39 fafyr &
fomfer eTae SRy w1 e IusRT I fasha wI B 9 faka @ w5 gHE
% g, TEA®H g, Tk GRI, 3 TR § TU fehan ST Hehall 2|

(i) Trmfar & SuwieaT St fashaerais & gRT (Manufacturers through salesmen
to consumers)- 39 faf1 # fmiar & fosraendl STB-S8 99 &< sharel ¥ o
T HE 1 T ed B 39 Tafer o1y € et o g e St
% 73 fafu 1 wam 37 SRl & fordt sifuss foRan ST @ S g@ sEm & o
Fod AT T B

(ifi) STUTEH | IUHTERT hl HIA TN WUET T (Manufacturers through
salesmen to consumers) - & g Al 307 IARS &1 fowva FH & i
TS TEA U ST M el 34 €| SRl W U SRS hT A ferehan 7
7z fafy weT Rl 21

v faauur qream & oy (Advantages of Direct Selling)

(1) SuwTeETT % Y (Advantages to the consumers) :- FI&1 forawor yomett o
Iusieret 1 e o E E -



() FO HAT W I I S Principles of Marketing
(i) g &1 gA &9 | fia S

(i) i qoar W awg ur g

(iv) FarsT &t Ifea oFaEen g

(2) fmfar st @ (Advantages to the Manufacturer)- g faaor gonett o
fefar =t f oe e €

() T fEe=mn FE erEr g 2
(i) =TSR T fearfa 1 o 99 @@ B
yegeT Teaur wurelt & S (Disadvantages of Direct Selling)
(1) Susirer =ht BT (Disadvantages to consumers)— Weiaf YOG hi ST
= =ifef ©
() =G | IO FE N SO T e
(i) Frafar g fif gea g&m v 2
(iil) TH IR FHF F T TS T I IZ HT ST &l Sl

(2) Tmtar & o= &1t (Disadvantages to manufacturer) — TeI&1 omett & =
0T -

() sifues w=ffeht fafir 21
(i) I SIS o fasha Wiad i Fefea o o o ot 21
(iii) T Sfem s it fmfa e Tedt 2

I1. 3myeaey foravor e (Indirect Distribution Channel)

Tgeel Torawor wieem o et w1 el o gRI SUuieR Ok YgeEl Wl g1 78
ey (i) T wfaff, (i) o foshan, (i) Bead foshdl & &9 9 w1 od 2l
TH AN 1 WA 3k YRR § R S ®, S- (i) Sk W Hiul hewt
TR W, (i) SR Fedh AT I ok ARAT R (i) SEH o
e SATRE! &l fawamaiet Ml

e faavuT qreay o oy (Advantages of Indirect Distribution Channel)
(1) ST Rl TN (Advantages to Consumers) :

() SUTFRNST Y TGS B =TI FE T AR A S | A3 BT o
off T ST Fhel B

(i) Tafa= axgsti =1 <e @ SudiEl & 99 ° gig e 8
(2) frmfar =t w9 (Advantages to Manufacturers) :

() Trofar =i forsna goa @ geannl el ST €1 o8 319 &4 377 STl i
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(i) 3Tforsh ISt <hT 3Tevashar €l Tl
(ifi) aEE 1 fI=R w6 H ST w7
(iv) Tl = | S o 2l
2Tyeey faauT Aread & 21w (Disadvantages of Indirect Distribution Channel)
(1) SYHEReT =1 BT (Disadvantages to Consumers)
() TS stferes Tvoee B0 S ©, 9% o1 hiea Sa-t g1 3Afueh gidl St 2|
(i) foeteR enfg 1 Hurem o St 2|
(iii) =g T gfd & I B S B
(iv) ar fasar § dren graey T&f @
@ @+ o e foao 7| & 3w

(Disadvantages for the Manufacturers)

(i) Tefa 1 SuRS w1 TN, AevERare, T, WY ud wiaEi
31 =1 o1 A var el =erar A1 fRY R 30 W wew 2

(i) Tara =i 1 3 STAE TET @ FehdaT q ISR ki gRfeerfat o ey
ot 7TET 331 Hehell|

I11. Srg faaver wreaw (Dual Distribution Channel)

S T i ToIs o e S faawe gonfert s U W FA wan ©
T goTelt < faeRer Wi wheedl ¢ THE <Al yonter & oy fHe S )
A g9 H faque fearett & fomr & fau 7 gonelt aga € SwEnh € aen
ASThel Yedeh Talar & ford SAravarehal ot ST W@ €1 56 YUICH i A9
TG 38y T w1 SA9e ST €1 T 39 WA H oo o feir #5 wied
Bl ST € o fohet eI & TR womeft skt Wi fepen TR 39 e okt el g
Tied g, fastell & ST NfE aAH el et % g stk Rl S 2

3.7 Taaur uregm warer wearedt ot (Distribution Channel Management)

Sl ] 1 SR T ol Hel foao wie & ey & fave o frofa e ©
@ WA i SHeT ol e g | Sl ol o e B

(i) oo A & T 1 A (i) TEAR- TR Rl U (iii) T T T
LEIES

T Friar & foreRor arem ey o g g9 R e gRffaai akem 9 ufted
BT Tedl §1 37: 37 el g2 IRl & HRO ’eAE | GIEE Hi A€ 8 Sl
B zEfeT Tk Fir 38 FeE- T R faawor grem o qitedE 9 STl i Tl =eT
fSen eT=ia SfeTa Teeell sl W@ A1 82 o1 (01, foIqu Jmesm ot 5o = a5
o1 fot, faaRor i wogof gomelt & weiem e w1 ol wfte fRe ST wehd €



Teror e weael ot foqum i@l we foque sEma o guited S 8| SHh
a1ef 712 & o i forawor mreem =i favom Hfqat o faaom sedsd suw erEy a1 e
S| SR 38 Arer-wet faawor Areem greet fofi § off sRadefea et =mfew)
ik STEATIHAT TG W U foraXur Hreasl w1 Jeaiehd T ITeh! el &l gL foham o1
b

4.0 |9

TereRoT AT g % T T %1 A ¢ e farsitern e i et
feran ST € S ScAEeh] k1 HIel SRSt i Wied % foe fafa= geR % wEl @
fouTe ed B Tt & wreew Tt off sHetae ween & faqur Sevel 9 @l &
Wi ¥ Heegut gfawt fFad § 3 SR % THT TH, W qen gaen g
YA 1 G Fh THHT W TF God 1 GG & | THIC Toaor wreas 1 o
Tgd & Heyu el € SR 3Ush1 T whid qu i gl ao, Seas wrrelt ae
FOR T T, ThR Tl qell 1 &4 | W@ =it

T i % g 19 STHRl i SHIEIST 9% UgAN % ferw = fafes w5y
Tean T ® (i) Toer-Teror wieem (i) eTwedet TR |eEm (i) R e A,
At T Ty o o QU foreen st ffesa w1 S § A 3 Ak B
%Y famw & T ffv=a e s 9=

5.0 yaTfed g ¢ (Suggested Readings)
(i) 3. . BEel, fqUUE e ; ¥Fad 79 TE &, 7% oot
(i) 9. R, HFe, fTUH e : fFum Aed saRER
(iii) TE. H. S fqU0F gy : Fifed Wad qfstm e SR
6.0 T & foT wvw

() faawor mrerg w1 aftrn s faaor greem & ==F 1 geifaa s are fafi=
TSHI HT AU HITTT

Define the term distribution channel. Explain the various factors that influence the
channel choice.

(i) Torqum & forawon o1 Aream o1 0 Hew ¥ ?
What is importance of distribution channel distribution?

(iii) foreRor e | enveRt Fo AT B2 wieml W grated oAl w1 qew T
Eais

What do you mean by distribution channel? Explain the importance of channel

decisions.
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Paper: BC-205(i) (Principles of Marketing)
Lesson No. : 11 Writer : Dr. Manohar Goyal

Physical Distribution of Goods

Structure (TU@T) :

1. 9qf"eh1 (Introduction)
2. ¥ (Objectives)
3. fawa =1 TRl (Contents)
31  ifcer feremor wr aved
32 fifaer famor % 2w
33 ifcer TRROT Yo T Hew/SYAT
34 ifaer faaor o faaon & mem § gy
35 W g o
36 Hem: gt fuim
37 AWEE & A
38 HURY W T MM
40 AW
50 yEfed gEe
60 T & foaT geA

1. 9fiaRT (Introduction)

froel o6 § &9 9 & "eAEl o R W e Y gH Bl oAfhd o6 a%h
SCIR] o1 SCUTEA % W ST &l 9k A&l o S 9, 79 qe foque &1 gfe 9
w® o Tl e Teha faqur fasive & WA wHe g S © o owgel %l U e
Y T T R R el T 9 ) el kel W ISR T8 94N S STl i qfd
yiterar § foFg YRR ot ST 3711 39 WIS § fenell oft Seqg qen Qe & ofifeen feewor @
Hag fafer=1 Teqsti 1 SR & T 81 59 I o ifae faawer 1 32w A, TR,
qUER Tel g 1 foeror fan = 2

2. 3£ (Objectives)

9 18 I 1A & A% 379 HH Thi-
() sifaes foaor =1 s1¢f wd 3R9A
(i) “ifce ToaTor o st Su=TTar qon foawor weaml @ e
(iii) T TRt o

134 (iv) AT o GEH TS USRS



3.0 faw=ar &1 UEAeRtuT (Contents)

3.1 ifaer faawor whr 21ef (Meaning of Physical distribution)

iferer Toreeor ¥ sy Sfaa T9 T8 M W, Stad 760 § oa%qsl ® wgan 9
feren S ©) fooom &5 o, wifaes faawor =i fagmi 3 9EiEr s Seri-+i, gites,
qUERYT, YR, SHa) Hgia o @ qrafem o 2

iferen forawor =1 @ afamd Frefeted €

(1) et A, fomy & SFER,  difes faaon =Eam G5 w1 e €, e gw
3o o, Sferd wen o SW T W SUCe 1 ST € SRl SHeR! I IUere el
Bl 36 WK, Aifden foawor fmfor e | gom i o= &1 yq@ @ 21"

Q) WA & IR, ‘TR b Hifak gETE H Yo SR T8 Yol h1 The v
SHehT HaTer Hifas e | wftsfer)”

() ®ve® 9 fied & oER, “aigell & IR & 9% dAfh U W Eet IHHT
ek &9 H Tk T T TR H R 1 9 IS FHEAT sifeeh & & armfa
o 71"

@) Tl % AR, “Jafwes B % o) Ud faaRr yonfadt & @y At w5
HRATTS SSHI-*RAT T8 Hated sifas faawor 21"

I gttt | frokd fasherar € f
(i) e Toreor saTefer S9LOT 1 fomma 2|
(i) “ifaer faawor fofor sik win gom & o= 1 9@ w<! B

(iii) AR TereRoT e, SHEuT o 3T T BT h1 SR oh1 T R B W -w
TS & TS T AT AT BT T T

(iv) “ifaer feaRor smifera qon fifHa seqefl 1 Wi, Tewsieor Serft-+[{, YR,
i, TenfSi e godl e onfe ¥ TRy @l B

3.2 iifaer fomvuT & ST (Objectives of Physical distribution)

fifeer foeror & Iea & F=of o fhfers sieer foad ¥, ¢ siferspior wmfar difas
oo 1 32X FH ¥ FH ATl R 3ed axget i Sfad M W g wOE At
&1 T T8 WE & ¥, i faquM Yereehl il U€ SEY9 Sk YRR W W g9 e
F TGN " STEdfaRd @ g8 2 fh RIE ot R sifchan Teeh Wa 3R = faao
TN % 3294 1 Tt Toh THT H Toh A T HL Fehell iR o I 32T Th- TR
% foQeht B rfucha UTesh T 1 SEY9 WET W T€ AW W@l ¥ o ween wgd wet
Toidl-shaiel Tl 3T TUHl W 9USK e W 3R Famdt < W uftewd @ wfsha afg
T fopan T A TRk Sensd | Rl B S e ek e 8l fHe uian 39 YK,
fiferer oo 1 32T TH UHR 1 R TIR0T Yol hi T T AT HE
afeq, S F=iRa W W0 1 SATEE FAGH T8 Hal AP 0 69 o Heh | ek
HaArsTl H1 =IAqH HAl AR T FHS T Feh |
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faferm o1, Rued & SER, “ difes & o gaeel ®1 =1iey 6 wa o 31
e T % Y SR T T | Tesh o)/l & STsherad &R
&1 Ui & fau Ak o oifus @< 9 & 98 @t off fwan s =nfeu)”

fFfer hleer & oER, “Yoi% wEET gN AT Wifde T sqeeen

RT/aed ffe wa gma frefafad wiger w1 e w1 TaE fear S =
Sew for feiRa o U &1 80 <Aad e Ardl 9 61 ST 9|

=
D=T+Fw+w+8
D &1 37 = Txilfae JUlell ! |l 9ol Arml
T &1 372 = JEATIH YOMel! &1 Hel qREEd vl
Fw @1 372 = YA JOTell & USRI i €15 ANl
Vw &1 1Y = J&iIfaeh JUTell & ISR i Hdl =e ard|

S W1 31} = YR JUMER & <A ST qfd § A9 4 & HRO @ls S At
eIkt =kt sRel @I

3.3 Hifaer faawur vary &1 wEe/SuRET

3T & TH eI g H A8 90T 1 & 1 713 wifaewrt aRed it o genfad
Bl @I 8| Teh sl HF W Tk oq 1 AT hdl € o S o8 %] qehTel THer =)
A% 9 YhN ! Uesh 1 Teeh Jarstl =1 Sqam, difaen faawor & fae fvar o ot s99
fefar 1 ©nfa s]TW iR uewl w wxie fheri s § Afifqew fawor w5
TEcl/3TEN fafe=1 R | fohan S dehar 2

() Toawor @mT o e
fifqer faaeor fpaett & Huer go @ faaoyaml o s 1 <1 g6t 7, 99
&5 YUSR T8l ! TG i WUSRU I WG hl HH Thal <1 FWehel 2|
(i) Taerar gfg o TweaT :
iferer fereRoT Yol % YhR & Toshd g § WeAl YEH H Hahdl €, 9 =i
TET St TeTe 1 Y i fasha i wEE BN W = S Hehdl © qe shal
Tfie & T 1 f T T S Gl €| FHEier Hifdeh foeRor gonedt & gr
Haretl & MR el i BI HIH T =ik FI FH FHAT S Ghal © S 5T
HROT T TG Hl hast Ak W/ T2 I fokl H gig w1 ST g 21

(iii) TTATATT WY W AR | RAET
oo foru e 1fa & = aTe a1 Qe w6 et T AR geifed 39

R I 37K 1 FAN fohan <1 Fehar 81 38 e e <4 ®1 g 61 ST
F e fHan foel o1 sikeror e sft AdE WAl § R E ST g 2

(v) TaaRur sy@en & THufor @ garfad &

T Y foraeer sf@ensi i gE 1 i s o wewyel s w5 €S-
g HET ST TUSH T 1 TR € A oo AT & T T Hehl
faharsti @ g SRl i w1 S Wbl 2|




v wa ferar o wgrEar

wAifcer TIaoT YOTell =i USR] oereen TS e feransti o feerar oM o weam
Toretan €1 Se Terelt oreq 1 gfd TR § 2tfurek &g STt ® o fehan Wi w1 qfd o
TG B A 39 IRl Y9SN el ¥ @] i Teerdl o F8A 2d 7

TG T HH B TIH W INTET Fewdl & SRS Fl TEATRL HIHA i Sl A
U Uep1 S el B

(Vi) FHT T T ST R G

fiferer feraRor Jumel 1 X TEwul fEast R HeTEd W SUATT 1 G I S
TRl B HUSRO! T R i st & gr AeHt seqel & e Seard ol
Ti% HTh R AFH 70 R Il TS g )

T A, Suge Tavet o @ = ek feherar € o wifaes oo yomelt Freferfaa
FET & G A0 AT 1 T I A TG Hqe H § T I&H Ll
® -

() T TAM 1 MURO qo ISR YUel ht T FHh |
(i) T ISTR-+RT Rl TTIAT 91 FaTe T Hw|
(iii) TS, Soier S WXEAHT & HE|
(iv) 3T wfafeas ugfaai ot Tore | graf-d s
3.4 difaw Taavor @ faavor & wem | TRy

ifcren forawr =1 fopaneti =1 wfee ey faaeor-meam 9 §) g o oeq fmtor %
A | el I TR0l Al & 5N Ugd! €1 59 S & forw fmia o weeer <,
o gRI Wieh Tl Sl 1 ST ST Rgati k1 STawaehal & foTu feohar & GUsh =hiar
? S olir forghal 1 ARV @ T AR 8 A Wik w T A WA & fow off fafa
STRYT X1 7 qT SR K1 YR & TeTw e den uer gawnsii s gered ot S ¢

frrafar sqeni & T &1 g q T & forg i o ° st i s
qUSR 8 % affafe fafe=1 oMl % 9USR e W ugen @ ¥

iferer TeraRoT Tt AT oReq T T | i el €1 Wifeh ferawor e ferque
HT T T Y AT T T T TR i FAH AN & T Hegut o o
Ted B S fera Wi e TH W @ 2

i faavor wweredt ot

Aifqes foreor fenansti o1 THATT SEYA ATH e Tqfe =[Aa9 ATl W R
B 1 21a: Wifdes faaRor deme o e ghR & fofg ford S ® | =@ faofa f g
* B B

(1) ¥ =1 THR

(2) WUSR TE
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(3) uftered

(4) SR 1 A<M
(5) 3T T AHR

(6) ST &1 G A i fafa
Ridh & MER

TR & Aifqer TR & =g fofa o &1 3 o oRgedl & 3faa swa % fau faa
Wi W@ SH? 36 T AFN & Ghd T -

(i) STferehad SRR, (ii) =LAaH 3R

sAfereham =1 eTerd feRdt fwiifed o a Ig 1 =ik T S Hehdl © IR =Aam
Y A € T forelt off oo o9 o o1 Wik 5@ i € 9 &9 =& e = eu)

Wik 1 Wit foawor T & T 36 W o FE B S SHH o S W S
1 BT, STHT ST HAT BN =ik & AR & a1 § 0T od T99 Ja= 6l
T w1 w1 o sfud sAm W =feu

A P Wi HT T T YA A @, FoIH F g QA Al H G TH adHT
ST ST Hehdll 8- (i) NG @ik G 9 (i) i Wiw Ao e wi
T H TOE A B T W WIh gt go a5 & STER IR B SR T
Tl STl B 1 oAfen ATt Wish A1 HYF el segeAl & forg g S ?)

II. 9YUsT

iferer forawon & fory sReqafi o1 WUSR i g Aoy B e Aevasha & THe
AR T U A 1w | AR g F IR FwEl W TR @7 e e
fae € -

(i) Rl & o= 1 SHF T
(ii) D WUER faauor &M W

Yareh i B fashedl W folg o g SR STe w1 e Tl o1 ol forn
S qt T T vl e i fe -

(37) 9UeR T8 fFA A | B, (F) Wl | ot R & o Awew # ¥8 gl
I HT S, (F) T8 ISR GE & A & a1 ™ &1 ¥H: Y8R 0" ThK
% T ©-

(1) Tt woer
St fett =afaat =1 Feenst & g 3T "’ WA 6 fo e e 9 9 Wi
g 3% fefl 9ver @ed 2

(2) GTEStR WIS

J qUER 92 WEd | BN §1 T S B g U W SN[ ¥ 3 wer §
T g1 iR ook feren ST 21 3ot Stee Fsft, Wieisi e Sl & &9



W %E ot € Hoval B TE HUSK & WHROT 92 AT Sl ¥R & B B Principles of Marketing
HYRO G G THR 1 Tl T ST Gehdl 8| Safn faoy o faviy weref & @
SIRcEr ]

(3) TRt WUSR

I JUSK HN 3Tg TRl Tenell & g wenfyd ue Hented fohd i €1 I8
YUER T TR & Bd 81 (i) T Horet T 721ef €1 W@ = €, (i) o
S B g W Wl T S g 2

(4) SR YUSK

F YUSR & S WHR h1 3T A& WUSK | W A W, RN 3T S
FX I W IS WA €, TF qUSR F8 A T T T BT G GIHE
el & SER B 21 39 WUeRl | oeqd 56 UH a% @l Wdl § 9 a%
o 3TeR Tl 37 R FT H PIAH TE B 301 T8 TE aeR H fa A
T Tl ok gehdl €1 39 YR & MMl § Hel ARl i S W e
T S €1 39 TR % 9qUeR FE fRAR W U 9 € 9 e divee
9USR hed €| T Aol To| W A w A €, Ry ¥ I € 5 queR
o W 5o a1 31 STAmeRal & B R ST R I W I ST IR R
ST 2

(5) haeT YUSK :
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5. YwaTtad qeaeh (Suggested Readings)
() S TH H. Terd : auoH ger : oead 39 qfetyi . 8 et
Gi) = TE =@ 59 : fauvE e wifec o dfermerd 7 ool

(iii) 3. T BESl : fAIUE Y ¥9d T WS F. T8 fSeat
6. T & fore wew
(1) sifqer forawor =1 qRefoa HifSQ) s & 9 I2XA 1 A Sy
Define physical distribution. Discuss its scope and objectives.

@) sifaes faaor 9 o9 =0 grgd €2 9d9H o 39 95d 5T Hec 1 G|

What do you mean by physical distribution? Describe the reasons of its
increasing importance now a days.

() WUET ® 1 AU §? WLl o HUSR 1 HieA & Aifeh foawor # wew
EnER]

What is meant by storage? Discuss the importance of storage and warehousing
in physical distribution of goods.



