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Marketing Channels, Retailing, Wholesaling
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Value Delivery Network
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Channel Behavior and Organization
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Marketing Channel Design Decisions
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R S foefaet e il

@ b.8: el &efeTa oI ez TR PR

S. (OIFR siftmr KU (Analyzing the Consumer's Need and Characteristics): 35/t ey
T (SIGR & ARSI O] FRAR “&fod G oI+ | o oo &ters ¥ (Level) €2
Tafore RfSged o5 e Jce FEifere AtE | Soud [ gelifem fTends qr T
VT & 2ATS (SIGF AT @ BIfew 7ifFs o2y Mz, [eome gar s vifzwr fageie
A YL IE | (OS] AT (@I ARBIE I<= MR, (@ (&FF F (A AT FRREAR (IS
T, I AR o) TN FACO NS, @ITS A AL TN OO0, TG Aoy FAANRA
Ty AIFe [{eem sifmr, Pt @vay Tonfer s™iffe w2y Awend M g [Rosme Afds
T gaifer Fenacaa fof e e I | IR (OS] (@SI(F AN FER 5121, [Reteias
(SIGR bife SI ETOIE I 2elfeTa NG FEH SFie] enie Moo Fa0e =0F | @=: TP
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AT ST 2 T FACS TN &F | ATFRAE (ST BifEwr SRt Greng 3% eliferd
LT OFFE] YA FACS A |

Q. 54/ et Bower 4= (Setting the Channel Alternatives): o eelifem Srwiy
@I 23 O W97 FAE (OISR BifenT IR AR 8o fofe 03 | qrw@ Rereawier (oret
TS f[feg o oe S PR SReIT & O] IR SO A0 A A (OIS & IFL
(I SFF] AVITR J9Z FACS AN | ARSHIT AL el qaR I LeNfers T4y e
(T 8 IREETOreA @77 fofe 0a Remar 3% eelfer STz MéiRe 6 | (TR vifem™
AL ARSHITTT TFTS!, 2N 47, TG AP 41 € H2Gwrers!, A afsym a3 As
PR AR RCIDAT 0 FT© 67 Lolifera Seae=ly Iwifhe Praestz e w1 =7 |

©. 24T 35 eelifer RFgeTR =Frewae (Identifying Major Channel Alternatives): (ST& bifzwT
o q@R e Sowy Md@eeR o7 [RetemaRia wiftng 2T TP ARCEeR a4 54 gelifer
mw|mwmm—ﬂmw®mw,mﬂmw,—w,
wifger, T8 R FEET TREE ©U Mg ¢ Kot guw [y [{Ew ) @ akie wihe
TRAF LA FRNA JITF RATTFRNE TR NS (SIS Al FIAICET FAR4T aAIe I |
58 A AT Yo FPNICE TTE@e A1 ACAF (@ FI G2 &TATH |

F) TGy IQIEE 79 (Types of Intermediaries): RSy @7 NGy [P IR, IR Iy
THCER G 457 A a7 = | GAR (A*ET @ e I N0y foqel 77 41 T |
RS o7 AR TLF TPV (LT -

i) crifsg R A (Company Sales Force): =ef I%6caa &+ @i O e
R IR T WS /1T | GUHeE (@A O T rerses o w4y e i
oy s Rammesiiong wiftg emie ca | RSt (@i =18 ¢ e S e
et FR@ AREE 3 |

i) BT GUers (Manufacturer's Agent): Seom< ©F e @ qifest tofd 11 3
ST fACAT FACS 2MCF | O] ATSH Al AR GR FASTOI A FTHACTR (Fed ISP
T[S Al | [RSg o™ &= Sewl SETvl Gre™T e S @S A |

iii) M@ “fRt@=® (Industrial Distributor): Rfeg == a1 ftem w7 i< 4o @7
P W e T @ACS A, T GFPOI A IBCAF ARG AT B | <=1y
@A T AR 2R T[T, AR @3 AT FICST TR A |

) TIFORPIAF IRAT (Number of Middlemen): RFsPTR FE6TTR (Fi@ W78 TPTRTIR TR

F© TJ Of oIS [d@e T 203 | @ & [oeasEes foafs aa [egear sace =31-

i) AP BT (Intensive Distribution): Retemadt 2 *fafers T© w7 78 @R AF
TEFEICS fcaiere e | R s Jfa Fae e G2 simfe a7 T 20 A0 |
FTSTATAGTRIT (S Ael] IR ALK FISIER SAAF I IFToF B (P 4= FC
A |

i) e BT (Exclusive Distribution): QT RAGTHIS TS TS T4y IR
Aoy IBCER WIRG AW I | G71 WS G R ool R qated SHFR (O I |
Wmﬂ—wrﬁrm\ﬁtwwwwmmwa G Y A= TN 27 |

iii) 40w 3B (Selective Distribution): #eId 9T @ Ffire IHBeg TR SRGCF
T = FEIo® 359 | QAT 47 I AT @ SAfEer T4y g 49eE I/ L AT
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QT T4Tg FPNAA 82 fmger a4t T | 9%, TR0, SETRG WP KL & @
RR “Talo a=e F 27 |
%) B9 eI IR MR (Responsibilities of Channel Members): 3% FTe P
THAWE TR G SRATMASAICS Ao Tene A0S JIER *1S R WR-wifg fNa@e Facs
I | GO PTG, R =S, IBpa (ool sigar, e, s o[ e g
Torfn e v+ q@em &1 @ geiffite SfiE A4S PHAl TGP IR
ATFIRNCE T DA (SIS 21 FRRANCA (< GMI 0K | 58 S4F AF Lol
[P e a1 AT @ BT G2 &RATH |

8. &y fFEeTLEd FURW (Evaluating the Major Channel Alternatives): &€ RFEoTgR
*NEHFACIT MG FANTFER 357 Gelifer €7 TIF QRS & | RSl *Mews T 3554

NFNE TAH TEHGE IR AR Srmee ARGEAR & TG FRFT 0 elifer
fdRe FCe =7 | I 3B ellfer [Teder # ey R eie Regpryzes wdtafes e
R, SSCATE A0SR SIS TR B0 | SLeaes Nneed (Economic Criteria) ST AT
e gl @, T, R oy fefere aue [egrmzes Jmre s =11 e
Feeed (Control Criteria) NEHTa eawasi@l W4rg TGP @ @R 2difFite GFige [
FCH AR TBRTS! B2 B | Rt e e =irar r afsfafig e @eie fmas
AfSDT FACS SR, TG IR 877 (7R Fog 2B T AASRT T8I A8 T® ATH |
T @Al Ifffore 3B eelifer ARTST AT IR ToF TWH IE FAF FAOLS
SfSwe (Adaptibility) IFWCed GG FHRE T4 =7 | [etemaia Arderiv piemraftre 3%
Aaifer 8 waE ofe f[fey sifenfie sme 3B ddiFits e M Qe ATrs A |
ACETSN YA, IEF TRES GR @A QRS ARSI [ Qelife AR (e
A Sy TR (oo 41 789 =7 |

3% efelifer/Retel eelifer g s FraeTr

Marketing Channel Management Decisions

B Qellferd TG (O T@E [RUF IR WIS Offe] FRIRNRA =0y [oelaIRT a1 Tew 35+ gelife]
tofire wPg oW TR | TN IB AT (T ACIEN Tl G AOFOF I+ &elife] Jagraiar
fAfroaad UI® ARG | IB9 Ao JIGHF e e e WEm, ARGERT, etdmer aaR
SR FIARFER TR TR TP @RI | 96 2ellfe] FOpe wFoR T Fier FACT ©f 6% eliferq
TR AIGNR €07 199 I | 05 el g Te@ie f[fog W S a1 == -

epelfer TR
eelfa SR 5 geliferd
b ARG @3-
fordiioeT P C » A T
5 br.@: IB Qellfer/fRstel epenfer o e FrareTz . e

TR 454 (Selecting Channel Members): BoRI& N€rg 511 11 el SAWoTyens SIPE w41
R & @30 e I | RAGTPIRT AN @R FISE AL e ATad Ay @R
WANfTS 7GR Ehrl 1S3 I | e (FC@ AT IR AN JICTF T8 oA IS I+ 2eliferd

FIRE w6 -0



Q9

ARG g FPTAMA TOS] 2N I a1 | 369 oo Toprd FEmea ovea
ek Ao 4 armem aR afel Targ FeNTe Sfeers!, «oF e 96, 39,
AR 15 P J(F |

Q. e WA ARG @R @@ @I (Training and Motivating of Channel Members):
THY JPTRN G5 FIRNED (OIS G ST AT TAMIIAG T @ENCAT NGy R
e 303 | AfSDI fers F5 A&7 T 3% @R Tenme ALHAT AN THT GRS
@ M IR TR | AP I o AT TSR A [oeltas sperol g
FE | @ G 07 AN TR AN ST IProF @ ATET AT e Spie]
TRRAR S T TRAST TR | @CRY AR FAAMRT elfSBITR 22 (o] O1R NS [ATHAT
TG PR A * S AR To1F N0 (Sl | TS e O] FIANRA (O SAF TS
G, A RARSR qR T TerEd TR T R Iw @ W Rend
Amazon.com-4 FAT F&1 TR | Amazon.com 297 FRIACE & Fedex, UPS AT AfSTeta
e SRAmIfR fefers Fe w6 |

©. I geiifeR WImTwa FHIRT (Evaluating Channel Members): S8 €It Rpeasiar 354
ooy TWITAR I T FHRCAR Awfe €m0 3 | FUReE oF@ [aw @io1, 1w
VSR T, QAMEOFS U ARV, FAEANZT ool §8 AR (FTOFO AT JIGHI,
ARSI RS Seearzet @R !, e ERr T Afwres e 14y I | T
TR S TRRAR QAT AGHE & TSR 2f¥rel | et R SRR “Tafe
fadifere =1 wIore dife st ReE e, e JRP-RYE s Tdws i
AV FACS T (AT AT RO TLHTIR AP GR (SIS FEE Aero 2 |

/G7 e

forel eelifer e T (@ RAITSRIE S (@ RERF-Reae G &% e F90s =7 | [
O SR (@ T Tl &y IB ellfe] Cofl FT SR J(A #(T NG JPNA A SIREISIF
FIAA | AN AT FFH 2o TRGIE Pram@ecs 2= T4 5. (SIS JREw ¢ &Ffo [eae, 2.
el eifer Sewy fdizer, ©. ey RIPTR *Fewad, dR 8. 4iF RSy PP FHRE |
TAMSA PR (AP ANGT (OTS FICR R & TS e[ AR CPT K8 elfet=T e
FCE ACEEN ellfe] FEI6CTE & FIGAICE Prare @42 FA00 27 | G397 Aol IBARCER T g
TP 2o TS T | G2 PG WY FECR-D. T Fo f 51, R, @elifeT Smomens ARDE,
©. AT IR ST AT S (2T AW =R 8. AT AR FETIR |

ZTfG =i *BT->0
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Retailers and Retailer Marketing Decisions

@ =
«q A CIeT =i
= BAT AP 8 LBAT AP F2H Q0o AR

" 53 JPNCER QOO ST ST FACS 2RI GR
»  BAT PN oo TR FaesTR 15T FACS AR |

53T AR 8 LR I

Retailing and Retailers

BT PR @ YBAT JRTA (Retailing and Retailers) 69 ool 4y (ST FRCGCA 76 5T PN
YA A | (ST AR (G LBAT APTNRIR (SIS AN AP FoIa &< fof | SeoAmamar qr o=y
TS JCS 24) T 0 PO (SIS 36 (M7 M IR FREH 54 HPI Al Retailing 36T | @
e YHA1 FPNEI TGCT 207 [T I Ot BT T AT Retailer I0T | ARFHCT T, ST,
Both Torifn Asar LoAT TR AfSDI | LBAT PN IR TR oAy [aww, ez, sweawe, s
TRY , I o=, JEF OA AR Al (TS Q7 I Serwdy |

Types of retailers

TN oo e AR A AL LA JP 2fSPH @I WO 20 AT | (STSH SNAPTEEH

AT (R Y0 FIFE (A0F 2R T R =reire @3 S9® | Y5 TJPNER @ [eMes GRr ewitas

€2, 91 ARG T 8 TSST, TeFe o7 @2 (R AfSHIfe Feordw Sopifn (a2 ey oreat

7y | ffoq taficerm fefers Loar TRRcE o 11 23, T1 706 S5 41 =0T-

F. CRE “fefefes LAt IPT (Amount of service): ToF foF =teia oy foq foq «ifeme er=
LTS 7 | ©18 G ~AfRe fofers Yoa1 P foq s o -1 =7 | 72

. T-GR LFA IR (Self service retailers): @ 5T FPAT ARSI FUE (S e
LTS el FeTee Y& (@7 I FCF G W57 FAC0 2 OCF T-CR LG FPT I |
mﬁ‘?ﬂam@%mammwl

3. e @R YFAr BT (Limited service retailers): @ Y61 AP 2fSH FOR (SIS
oo’ M2 CF@ G AW I OICF Ao ERT LG IR AT | @ Rt (Sears) , &y
At (JC Penny)@ 4RG3 YBAT T |

9. "ﬁ CRVIFRIAT AT TP (Full service retailers): (@ e Y51 IR PUR (Or&tnd
ATAGN HF=T TN LW HCH S S ERMIBIAN Yo HIA 0T |

. oy AT fofes LAt I (Product lines retailing): =5 e fofere Lpar TMaCe Hmre Sier
Sl A1 AR | FA:

. R ot/ @ (Speciality stores): @ LA FRAT AN Aoy FAfF @< feowE
POIE (OISR G T ¢ OICH [ 2Tl (ATl T |

EURESI1 P50
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. e Reift (Deparmental stores): @58 AEIT SRS 8 WF2 IS 8 HIFENR i
ey Aoy 52 73 [eR G pere orer 79 Reem GIgPRIFe Pl TP
e f=ifet e | @==: Infinity Mega Mall.

©. AR MTFG (Super market): @ JEARSA BT FPTR ASBIF AMyerer 2oy Rfawa Ami=iif
SIS Sfey @ B AE OIS AR N6 6T | (@ AP GO, AR (Agora), T2
(Swapno) T J2R ARG |

8. R4 GBI (Convenience stores): (@ YbAT PN AfSH AXS ofely s T Jwrer
TGN Ay T A W qR IR SR_GE AGETS AQPE G FE IR = OF
ARG GBI 0T | @ FIfaIfeT WG (Family Mart) , GTCeH-20e10e+ (7Eleven) |

@. JARTBEA (Superstores): (7 JRARST A1 PN &SP AR THHT G IT W GR
by Amy 8 JEE 2T TR AN (72 ARSHIF FARCBIT I |

v, FoMfE = (Catagory killer): @ Remifre par Iy efod e sty sifsa o
AP TP TN T GRS ARG A Ael] ST¥H P14 Gl ACH SIS
FIGIR TR 0T | @: S2fF2 (IKEA), CPIBSG (Sports Mart)2esiw Fi5eif =114 |

A, OIS TR fofere 54T 1 (Retailing on the basis of related price): SRIR* b1 FIAT
Af B AR R AL TR #4F ¢ CRI IJIRR A A | 6 ToriFe Joia fofers o
[ EIfeifor 31 <1 == T-

>. BT @BIFA (Discount stores): @& Y531 AP ARSHITT I A= FIEFS P! SGCAA NICH
e “Afwrer «iey [fera e feaifere A o 8T GBI 0T |

Q. - LA AR (Off-price retailers): @ 5T PN ARSHE NI IEF T I
T DOTE (OIS b oy [Rawar B0 oIt S -2liZ3 o=l HIAEN 0 |

©. SWIRTE FIT (Warehouse clubs): @ LT JPT Ao O TWonme @t [ 2
P 2T IF STRRCE PIIF FICN IM A7, F19G, T@eiifs [ a1 ©itF SwRRCE FI9
JCT | QAN: SRR, AP (IO BT T RHIRRICE FIF |

¥, WA e ¢5ar FRIT (Organization based retailing): Y531 I &S e fSfare
sfavifere zwte Feftat wedl pfefefesr oar I afepicTm ke efefae Ifw «Asr | faes
ot fofers 5ar eI efeditas cfdfere (e =T

. fefm= (Chain stores): @ =1 ¥par IR afod @2 W ¢ fEndes 12 @
SO *IIF G T4 G2 G0N 2197 [ I ©Oiee KAl 36 |

»  (FRIFS (529 EBRA (Voluntary chain stores): (1 =1 Y531 A AR Ireif{ead
CTeCsy FAFTOSTT Ay @ e AGFASII FOTE (SIS a6 e 67 AT ©end
CTRIFTH (52 CBIPT 0T |

» TR LG [P (Retailer cooperative): (@ I AR LoAT JRNA TSI QA
T AT AfSdT FF @IS PO (SR i [ 8 IS AT AT @izl
FE OIS QY Y5 FPIA 6 |

. FEIF WA (Franchise organization): & BT IPTR SeAMAFET, ARIIF [erer, G
A Tenfia e «3fs Hie T ARTSIE @ AT GHIEF PR NP 8 ARGETT
AR #1[S PR O FIWIRE TRAS ICT |

b7

BTFG 5 o108



e epelifer, Yoat R, ARIIR R

©, MEERER @@ (Merchandising conglomerates): @ e [feq LGar R
TR Af5e FCATTHNE AESEfR GFAIFIT 0T |

8. I A (Multiple stores): e e @ sfisEeE modm [feg g =mar @
TAMAFIE TF O TATNS AATNR (SIGIWA 56 [Kera I 024 St Ig=mT o4t 3o |
N SACAR (A0 6T @ (@, 3511 PrifS<e, s Sauer (efrs) g Swnif |

8. AR LA TP (Non-stores etailing): LT AFE RIS I (SR 766 Aoy f@war w1 =7
T Ot AT Y5aT =PI A0 |

S. MR & (Direct selling): (FoR N6 AUPRES AT ©2F B 07 FAPIN Aoy [T
2f s PR Ry 41 o qrameresad o1 =7 | (@w: Koy 4q0Ta S =7 A€o
5T AN (T 756 TR ey ama 3 |

3. GR-EBR (Tele-marketing): GFTTFTRT MG (@FeHa AT @MIES afwws G-
A0 I+ =7 |

©, FEIEBF (SR (Automatic Vending): (Fol-RIGFSR W1y FfETS @M Iore T@w
TG #o R 99 Af e SEINbE (SR I | MRS 5T, i, (@I A1\ 2951w @
Tafors @ F41 27 |

LA JPTAR o RS Praiestig

Retailer Marketing Decisions

(OIS AT (FOIMA & RAITIIGR ALHONT Toa Tod [ANT (FET = qemae @R G I 3T
e | RRTET @ 0 AT (OGT TG TG R (O[S Srey T T T SfoeT | GIPI
AT T o ARSI, It [eifeifee, agfeers Tqae, 7% FIFHER b+t , Sfs [z @ Sy
8 RS (R AREITe! Tofifn SR LBAT JPT R (AF SAS @ e 8 e AR
B QR | THRCOT TR Jad A L ASFT € AT @S A ABIR QR 20 IRACRT & 57
S TN AL SR WIHF, (SIS &y IS ARTOC A 8 FCACR | G I b= JPTNACD
ol IR FTRETIR Y7 TOPOR A ST [ IO LTSI R0 ATTCR | YbT FPAAG AT
il RGe Praeet = AeE [Refesad (Segmentation), #THIF (Targeting), GORE/MIBIT
5 (Store Difterentiation), SiRg Cofd (Positioning) @Rk = e sR@®@ (Marketing Mix)

PEPTIR fadiRe |

%) Refewad, s, AT qR S (SAFT (Segmentation, Targeting, Difterentiation
and Positioning): Y531 IR AT F[ET TN 2N ISACE (ION 8 IWRT (FOF NGB )
Tofe I@ @FF @ S o7 [ F909 ©F T A1 (Target Market) e w41 | @afo
AT TS e ¢ fofe T Par FPNER SRIFT GR SqG el TGS
PR 92 =3 | IR (SISIvd bIfiRv G TS Sl YGA1 FPI AT 8GRI 78I,
Aoy T AN, AP AETCE], G, HFTEA IR G ARG G @7 KR R
ST PR N4 S0 | (SIS LA GR (SIS IR S oAl TP G NRCeRA
1 e R F@ 0 | I IR AP 7 T MRS FTRETR (SIS 2o
TS | 5T JPNNT @A e azeew 31 fofe zen s qrem =mmme w1« e

FIRE w6 Si-voc
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) el e ke FaiesTR (Marketing Mix Related Decisions):

o .

TG o5

AR 8 (AR Fraies TR (Product mix and service related decisions): Y5aT 5P *fely
TRGE PaeTed N PR nsse, CRR e ik (s “if7eifE s
TR 2| [{asy G930 | oepsR Mmesaced ¢wg sTHifrs e A1 BTt ICHod oy
ORGP LY TS A | (DTSRI APTR [ To5Toe 8 THONCA ey GR FFe &0
IS T |[oF NRGETSrS! AT F(A | Q T AIPWIIR TOITol R &F IR ovea
fifeq @fEpmig, Bge wire W, AfSr@mitna S19P®E TS SyE f[ravar 40 efTare |
AIPBIER FoFoR A AN AT CRR fEd GI2F IS YHal FPNA (@Fol SFEA
CofH FACO A | @N: (@FOICP & (ATF 2% T, ©icetl [RPgPR ew«, IR (+Aite (e,
o] (PTG IRGFE TP FOOR A AT FAT TOJW | TS S SATASTH A0 TR
G SO IR0 € SRS (AT AW e (OTS[F HEE R 797 I3 F1 7 | AR08
A FPNEE COF A (PR A g Wiee Tow te 2@ | «3ee (ot
AP AeeTes!, NN ARG € TS @FNPOR JIGCE SR e FH GR
AP CR@ AT TR AR A ARCICR & (O IRAR [ME ADIE ({TF oo T
o TTEe =W AfSINT (AF TT ACAFOR A8 | SHRITIHRA JRFHCH 526
IS T T AW | @3 [fog = AR AR, TR GRgE, TG0
AP, W% TP @ S ARG G ST ASHCAT |

T TRE® Fraie (Price related decisions): 9F&w BAT AIAR T IRGFE AR P&l
ARSI Fre R FHATTF ARER @*7 fofe I a7 Fa00 = | A T S
ST (TS TS GR {erCa ARTS SPHeCd Resae S Ae 27 | q=IONe ¢ T
fedaces SR fRCaoaT e oA HIPAEN 2y o7 e e | @w: @G (Walmart)
, T2 (Swapno) CST ARG 2T TP [RGaI={tas SRl R e ed | ‘efofe
FRCECT I A6 (NS TG O GBI (GOl AP Iy IR (SIS A1y 40 AN
(581 A |

. Rl epim R@F® PR (Promotion related decisions): @RS Loa1 FIAE

ASTFOI( PIAFTS FRGT A AT = RIS AT TLAMABIRNT 2P PG & |
58 PNCET €3, (SIG[ bifent, AN (@ IR IeE e AP &5 Fo+ Joof
LBAT IR G eie, [ &, TPl dor [Raaal e G o5 o
Toyiv Ry T IR IR LPARETS SRR T I | SPICEE CF( TR0 Al
Target Market-« (If¥37 @R T IR (SIS IR (NRITHF FEGH T 0F (@9 FA12
AL FE | RG] AR IR SRR ANGPTe!, (orel K@i 7 1 uR &R TRE® I
@F Ve Srmey e G RS ARIEw ¢ TR Aate a7 IR A JAE
cofR el R ey =3 |

mﬂi@mﬁm@ﬂﬂﬁ(mace related decisions):WmWﬂ%Wﬁéﬁq@W
GibeT R IFILT TG | (@I O FCA (AP A GOR FAFR (ol AN I @R SNl
o TR D WA | LG IR @Y TS (SIS &y #1ey Ry eq, o2 [fere
YT GO JIoIF (FOIiA & F[FLIEwE e {5 91 {61 FC7 (A0S (S | g 601 CFea
(OISR SRG, [, T, WO ARSI =G, @RI I9g, (Ore] ey
40, STETH YA N To710 (77 IFOIT AL FC Frafe @zed w0 27 |
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/Gy e

BT PR 8 LG eEr (Retailing and Retailers) 3%+ &elife® Seay (STe™ SRR w6 LGAT
W@rwﬂwm (S AR C(FC@ Y5 JPTARIR (OISR AN AP g dae fofe |
TAMASIAN AT S BT 20O # T I HUTE (SIER 5 (MR MG G FAREE 51 L4l
A AT Retailing 0T | (@ JTE 5T FPNEE MLCT #felf [KRGFq 03 St L1 IPT T Retailer
31 | ey e fofers Yo FPIRCS O S & | IA0: F. G SAfAreifefes goar TP <. 7y
e fofes ar TP o, TRmEe Tona fofers 45ar IpTR RS fofers gpar FRAE ©.
IffRE Loar TP TG0 | 5T IPTACP [ TGS AR 4 ToFOF I TG PO
= | YpA JPTAR AL oo TS et 2= ed [efesae, (Segmentation) @ Ty,
(Targeting) GBRE/@=P Wﬁ (Store Difterentiation) ==g¥ ¢tof¥ (Positioning) @3z ==
fimel sk@e (Marketing Mix) (@T=eprR fd=e |

BTG w6 599
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PRCIRUIRN  ~121 P 8 ~IRTI IR o0 Teerrs ez

Wholesalers and wholesalers marketing Decisions

@ =
Q AT T A
 ARHI TP @ ARHI JPR TACE TS ARCE;

" ARSI JPICET ARSI T DA A0S AR GR
" ARSI FPICE R TR PR H FHCS AR |

AR TP 8 AR

Wholeselling and Wholeseller

Y531 [IARAT FCO! AR ool @elifera gl Targ I | oA IPNARI 2TGT pOTe (OIS
G fera 963, S 121 PR 0 Gy ¢ ERT 77 Reea 31 THRS e JIRES R
FIr R FAF @RT | @ & N3 JPNEE TG 260y [y I3 Ot AZBIF A Wholesaler
| SARFE SAMASET AT RoATFERT (ACF ARG & 6 BT TP A1 R s 6o
R 07 | AR ARAS TP (AF NGF AR Aol T FC TG T O Fea LR 97 Al
e e e | ARSI TP SREER o SRy *e-oer vikar i, e,
“Afeaes, TFw | Afeae @ Ao, (edeae, LR, I a7, O TRAR, I CRT 8
A W Topif |

Types of Wholeseller
TR SeAAifre oy ARSI TGP LB JPNNF LT PO (SIS W6 ST FF
A | e R (AP ARSI TS &7 Siest o1 1 A7 | 906 ©F o1 1 20—
. T SR FA (Merchant Wholesalers): (@ 1 IR 2121 50T AR Sl
AR I R #ITF IO JF Q7o FAR AL AL €8 20T Y51 TP A1 P eI
0 AT 07 OCF TH5 ARFIR T 0 | NCHD ARIIE JPIACE G2 ©ICe! O I I |
TT:

3. o cRmMTRRr “N8FIfF FPIA (Full-service Wholesalers): @ 71 1831 J[omaam
AR TR AR T+ AF[ CRT QW IR O 7S CRMIFR AZHIR JPIAT 6T |
@: 2l Jgwaae , Afece [, ey Faae 40 |

¢, Hifire ERMIA ARSI FA/ (Limited-service Wholesalers): (@ 5T “2F1fF <1840
AT WS TS FACEE 2RI I TN SR @ S0 FEEATE, Al &I, W
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Wholesalers Marketing Decisions
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g o RFR ARFEmiET qR SRTEed e oo, FPRE [Eee, TR @R
RS IR I | TONF IO ([@FOPICR (AT D JAF TSR A ARSI G
TES 8 AR epra ST azd T GHE N |

q. I04/sqgH 4ioH k& PraeTg (Place related decisions): “RFIR AR AT SR
fadibter TR e T3 FTIFS ACF | JRL AT 2/ T FET GR A G g
QMNETOHA Y[, AR I9Y 8 (ol HIfRAT (WMSI(FP TR Y[ TS COAIF ARG AT |
AP JPNER Y G et g« &5, «tqes 377, offers Smw, T3
T, 2 TREF CRAPTIR OR FFOOR AN FRIARI &) P [RF-[ae Fea arzel
FACS TA |

/o7 e

AT FPTAHA Aol PR o oo wwge| g o | {R1 JPTIEA ~TGT  pOle
e (a0 [ 3@, S “AIRBIR [P 0o AG3T € G|l 23 [ a1 FP1ie e
FIERFRIR IR N7 FAE @RI | @ JF AR TPNCETF TG #4o {7 07 OIS “A2FA
31 Wholesaler I¢1 | “1&IfH GACTF ST W04y STy JeT—{eelist vifemr 2, faww, oifeze,
TTw , eff e ¢ Ao, (MeRwae, LR, I a=d, O THRER, TG ERT S A7
we Fopin | [/fey iR @At ARSI TP o S Ol Fr AW | TA: ST ARSI
[P, AAFA @R efSfy IR 0. BAWMABIET 8 YBAT PTG AT G SREPHE | ~AEHIE
FPNEE R e T 2e—qer Refesad qa TR sRPead @R S[gF jE 9
ot el siRepie ez |

TTFT @G 1380



F]j EGTIACCER SR

Totele eenfer 1 3% eelfer e [ovelw eenfer ey 3@ T |

T/ Qolife] AR Gy ST 4R Bl AT e

ST (5GP IR AR SAEIH T2 |

2T I eIfe] Fh2 (OTIT @ FRIg AT AT I elifer a1 T2 |
AT 5 2ellfer Fre HETR (1T AT ATAF I efifer 671 T2 |
TR 2Itel= 35 olifer TR HIHAT T2 |

CRICAT 2], G2 IR IDCAT Gy IS AT TP SNTAGA PP |
CRICAT #felf, G2 BIeT IBCAF Gy AT LATGTHAT TP SACAGA 5P |

. GTAT 2[Tl5E 5 elifet 15T P |

S0, AT FFIT o PRI IR SAICETH S |

5. TR ARG PTaeeTIR SCTIoe T2 |

3. ey @t T fGo1el “afe e e |

39, A0 QellfeT 7 SACIBAT BePe |

38. ToTY @ RN {70l Aafon qeay Ay T |
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