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Direct Marketing
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o o AT TFPTR AT FACO AR |

M Gfer B, T T WEBe, FBE TFBe, ST AT,
oferfese T, feas e
T * AT (Keywords)

= % grorw o1l s#ifFe «iFet (Concept of Direct Marketing)
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grerw el it e e ffeg st avig -

Philip Kotler & Gary Armstrong €S N0, “Direct Marketing involvs engaging directly with
carefully targeted individual consumers and customer communities to both obtain an
immediate response and cultivate lasting customer relationships” ¥R &er% o 2w
SIGHIFSITI G NSA &Y 8 ALCAAH (GFSI-TTF S Telf TOF I TS\ (SIGT 8 Tl
STCE AN A AT BT A |

Direct Marketing Association-93 &we %l “Direct Marketing is an interactive form of

marketing using one or more advertising media to affect a measurable response and/or
transaction at any location.” JLR ST AN ZEN @F @ IS f@arie o ar @

3 IIIfEF RS F-GT AT FERET JCTARTAHAE (FoF Y AR Fwme goifie
TS A |

AT AEBAT 8 AL ACHANE AOF AN Wmre (aBrate bire s q9-
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TSI AL TP 210 (SRS T TT;

 er Qo IeN ANy it swiem I | @I [Reve e dited @el-f[uaea

ST A 4T T 8 AT A (RN FTACE O T T |

AR I W (@, LOTF 90T e G GF0 ILEN T MG (FF THIAIARNNS AL RSI
TOB (TS 8 (SER Y ST @A dfedt I, T T Fe Arg/Afsiam e T e
AT (@FS-5F B9 40 789 2T |

eor® foaw-93 R4 (Advantages of Direct Marketing)
(OIER e, st 8 TEfET T o7 Fa [eritma i@y ~fapifere =1 Reseesrr [fegena
ZorF eeas Tealfire FE0s | O @fFwre [t AfRrater -

erors et gt
¢ * ¢
TSR AR R/ Ruerora iR @
S, RE ¢ FRYrEs 5. TERS AN o1 98 @ qe AT
3. TfeTe @7 2. T e e
o, g oy g w2 =1 f=oe o, ofs @ wwel I
8. Iy Al CIRIA ©y &1fe 8. TSl
€. SRS (e ¢ siewls €. T ST w1y emi
SRSl

5@ o.5: gorw fefeitaa JarmR
J) (@SR IR (AP FRYRET (Advantages from Buyer’s perspective)
). W& ¢ JR4iewe (Easy and Convenient): 5% Rodtaa IO (el & W& 8

ARLETTFON 2197 A G QZF FACS AT | QT (FSIF FIFI AT ATAS = A 4
Yo, faRrerer AT 2oy I2C=a AT RSI3IMTTS J07 TR 216l T FACS A |

3. & Ie TA(Private Buying): &er Roeag MGG (ol #14) T FAG AT OIS [
T ST FRIE AT 2F A | WKE Reare™ e e ot 41 giots (el feresia
fte T© ey @ FACS AN |
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9.

f?\@@ A7 TG WE K5 (Greater Product Collection and Selection): T&s! &ers
RIANTTT ML o1y T FAF T [ eR FREAR-F41 A [@ifee (<@el, =9, e @
ST O/ AGIE-ATRIL FC AT R AN (ATF 21y W57 FA0e 1107 |

. 77 ORI o i@ (Getting Information of Product or Services): &/ Roeltaa

AT (@S Aoy I CRIF O BTGNS Aol AFSIIE 8 FIRARFI AfSH, *Itel/ TeTy, eBi=el
TRfFS w2y, oy IR JE wfowe!, Afsrar afedimg i@ Terin TE vy 4@
L TS AN |

A= fraier ¢ oiewfas @I (Interactive and Immediate Communication):
@S] AT fAoOa TGN AL QAT FI2 FACS AT | #Ael] TIFS ©2 SF +1F
(! SIF TSI O 2R AT T[T GWIH FICS AN [FGET A7 @7 71 97 Praree azer
FACO AT |

TSR AR T 7{@ 8 ¥ (Creating and Maintaining Customer Relationship):
grorF R NG [Riarel IS8T 8 TR (FOn TIFe ©f MaR F 8 Oh A
IE TGN A |

7 8 IR (Reducing Cost and Risk): de5 [ A [rare @ G120 A7 8
fearaer a1 >89 =7 |

eor fow-9q SPff<4l (Disadvantages of Direct Marketing)
FO N o5 oIt vifzwr e e Ireters «a fog seffast @R | of ffmaet-

o

To7 T (New Concept): o5 oieq TSN AW IR N TALT 208 A (SIER
IR G G oo 930 Tom KT | @7 IR (O] NS AN To« I A A A28
e wNiag @Y qhe FACS AN |

eyfex o5 fWSaAeTel (Dependence on Technology): &erF et (@ oo @
(OIS TSARERE Y& F7ICF Tl AFTS 27 | ¥ ©I3 77, YT 92 2l o ko Fied
AR R ] J T |

oS wbers! (Complexity in Language): &or® Rertag ik Rerma@r [feg s
Gfrer 1 RO SR (W Teferl) AR FR; TS (SIS SCAF AN TFe =T 18 JRATS
AT |

. wfeafere w2y (Exaggerated Information): RoaaI<t &rer® Iet7a (@ (Tl Al (ST

P8 FAR T wfediere o A 2 (IR A | 4TS (FOI Ao ZIR FGRAT AN (WA
ey I TR &fs Sfofie ererii tofia TR (SIEH T HRIeICe ol (o T AT |

Foigrifes ot teFeitna W@k (Interest in Traditional Marketing): 7@ (&R 047
TeirifeFea RANTe @ ABIZ-ART F@ o7 T FACe @ TAZ AMF | SIHT IR LSTF
AT FRGT (TN ST 77 |

AR T AW @, &or® R 3R g oIk Aeers qoww T it @3l aafe [
TIF! | AR TR AT FIB Tore AT Feoid T ©iet [Tt <o T4 A |
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or® [Qomw-9g AR (Major Channels of Direct Marketing)
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9,

Gt MTEBR (Telemarketing): (GRIFIER I (@FoIF AL QNI FCI A7 FI-[Gx 341
XA

TR ©fF TFHR (Direct-mail Marketing): Tt 4 (FSITE 07 TF ST T
GITIF TS 207 (@Foid 776 AT T |

BT M (Catalogue Marketing): (@FST TIF A1 SWEsad WG [{UeFeId FHBET
@TL 2T O 2 FF |

. TRMR-Ter GEfesT AEBR (Direct-response Television Marketing): t&e! (Gffe=d

‘_
A 4
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/
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ferw W (Kiosk Marketing): 7% AT 0 *ifik @B AT =ifor seea wgdt o2 foxs
T Frow I RISt Nt B |

SENes WG (Online Marketing): 3SR JRRCEE NCNR-TNLE, ANEGE g
(TFF L7 NAQT STIF ARG ARCRCEFST (GO A oo i ARG 6 |

TRIR /& (Face-to-face Selling): 97 Iey [rarer s iFo e Pife Soifge
T @y Wl @ el (ST 732F IR (@FoiF TR Aely [y 33 |
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Online Marketing

@ =
qQ AT O AR

o TEIRA IO FTHCE LIFeT FACS AR
o SETIRA e (BT I FACS SA1Ew; @R
o SIS oo AT 8 SR TS AR |

BERGIAF N, SeT12 [G@r#ie, R, fFeear, ¢ FHeR(G |
4T * AT (Keywords)

= % SETiee e 7ifFe 4@l (Concept of Online Marketing)

= (e AYAPRCAT T FN-AMAET CFCA QAT T8 [ECTT [T R0 (I7© 20K |
IR ST I9Ce FHTHE, (WIS A O (AN 30 GO AL TOREs GHErs
FARA @ (@Ol-FeR T AT fE&e T @i @ o FRET g [T
G |

ST oo 7tE Philip Kotler & Gary Armstrong @ ¢Sl WF IEACRT O ZCEA- “Online
marketing is conducted through interactive online computer systems which link consumers with

sellers electronically.” S TR o0 FCEAT A7 fGariel Sees FF7R0R &, AT lapfes
TR (SIeIq A [Tl (@I=IIear <61 |

ST ANCEABT 8 FGa] (ATF Ao [ imies ([ Breter fbfze w1 T3-
 GFA Qo R AR TN @ TR RS H;
» SRS @ T STEFTH @R IO Fea 5929 41 23
T G e R [ (el W 2
(SIS 2T @ T (O AT AT THEN, [Tooepl g2 SR FNSHLe AHER FA0© 2I1TH;
SR e oW ANy Reanifer swfe W | @ [N W Aited (@wel-Rieew
ST QAT I T 8 2A4] A (AT FTIF O S A |

AT I T (F, A2 oo e @ Ny o @y 97 e [ewst 8 (@R T
AT FFAReT T2 FRATH 8 (IR GRS AIZT IR G- F1e F74g 40 2 |

Wﬁ"fﬁﬂ-ﬁﬁm (Advantages of Online Marketing)

IR o TEA oA IER 9P AOA FFR | GF VLGN GFMCF @N (FOPLRT TAF©
R, WNME KrFeree Suge R | fE (@l ¢ Kol Ter giREe wAF qwed Ko
YT ST FT - -
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s. JR4es @ (Convenient Buying): SWeT3s eds IZ¥ (@FoPTYRT Jifere 013 SIMa
JES AN @ FACe AT | T o [eifice IeqT T, Feveed effeawmmer,
farIeR SToR, #/d7 IR Pl 37 vE S JRUSHFOIT APTH T TS 211 |

R, WS @R oiewfaF (Interactive and Immediate): SeT3N {999 IZT (@Fol-
fAtersT Ar=ifae TeSIa AT N T FCS M | TCET OO oATF &F© S et 4l
TG T | SRl (FORNS SJIf*e 267 I T T TS 7 ATNT [ TS AT LT “fely
G 7 AR SIFNS i e 2113 |

©. N @ SedT AT (Save of Time and Money): STETZT RN LT GITAT AE [08F
OF I (AF T AT AIZIS TRAME I TIRARIIAIR AL TR T 4T AR | FCET
AN TR THCG AN AN Ao I | AQF LOIACOT 46 TofS I SN (FOlF AT 8
LT AT =T |

8. % ¢ [KFS (Wide and Large): I3 A q=elifs wrere o ¢ g | Awenide
TG (Tl OF ARWa 67 I CRIT [ReeF @@ SAWME I TRARIEF AL T
QNN FE GF IS AT | QT (FF THFHPNAG AT 2 | T OIS T
20O TS 6T AT |

¢. Q@R ARST (Change of Lifestyle): SFeT3s o ZR (el 90 072 f4fog oray
(ATF QTGN 27 L7 8 IR TG &l FA0o 217 | @ AfF 90 072, fememma
6 Tz AN TRTHT IZN I AR | T (GO 13T 35136 AT ST 72 27 |

Y. T&FSl- ™% i? (Creating Customer Relationship): T&FSIHa 0% ™% BT® AR
o1 I3 Srors eIl ISR | Seetred Ko FRZR R [T TSR (@Foima [sife
SISO Cofd FCF A TATGSGR (AT ATAMGAT O @R I ©IA AN AT I |
G TATGOIGIR GRRICI WYX (FOIAe 0o [ T4 T2 Tl 789 77 |

q, PRE-TH@N @@ (Individualized Communication): IST o0 BT 27
R Ty RO (I AIVECE ([RS8 (@S A1t 92447 &fels Ifetads @R @sa @re
A1 | SIF G5 SweTi2e el Mo Sifs T2ees F41 789 | SWeise [ ey ife T
Ve (@0 W ot Fiey agd 349 7 | @ afsit 5fe/mems o SHAtat St s
e (FIET Cofd 0 [orels S A5 41 07 |

v, Rereret W (Global Medium): SWET3s o «3fs fRetemer T4 e «fafve | faoes
@ (@I AT ZCE A TS ALBIS (OGN THRE, Irwza 1 {fdoas ;e @i
BT T AR | GTS FH-ROTIR (@FoIid S0z ef DI, 21607 A ORI TT90F O e 43l 8T
]|

5. T (Flexibility): SH-s123 @A MG oo F01oa Armem e e Far
I T | @M, FIBETT ACP0L-GF CF@ ST (@O 76 #A0ly, AT &0, @
TS O QFAF (2R FA A O A AR T4 AW A | T AARAT G A STF
ot C%@ ©f &S T sy 41 707 |

0. (FOIMT TATG-S®F It (of (Creating Customer Database): SweTigs [oreq g
ftare! 91 TeAmE e SBREAD 8 SEZS NCEH I PG SRR (GFSInd I T 51
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FACS THY T | GF T O (@O TATE @R I ©IF AR TSI ©-SIS TS
DTS I T, AN ARSI BIC AT (@ @~ BNl A0 |

ARCATT I T, TSN AV CFCq AR AT Gu G (@FIeT T WG GF W @ (@l
8 frrers Sfs wres SRR e s 97, S [Reres s w0 9 T2 @ afewy |

Seied [erT-93 SRt (Disadvantages of Online Marketing)

g ol R el o wFes)l Sfisl A Facere ¥ erelw a3is «ewe waferre! s
FACS THY A | AR oI SHiTST 9 AT FIeee (@ St e of ¢ I93E TPt
RO ooy 77 | [ Setiae foretas SRyt SIEo=) S 20eTl-

>, A MYF @S 8 @ (Limited Consumer and Buying): SWe3s o6 e qgaie
A8 N8 TS IS FHGET AARGE F0@ A | CEE JARFFNIE AKFHL G
ARACS VY@ O S G JIOfEeR IR | AR A I (@, BBRCAG IR L@
ST A%y TR 2JT Yol DTl I AR *OFA[ A 8 OFs| LT[ ST LT G A |

2. ST qFR TRIgE WF (e IRQFSREr FRoT fOge (Some how different in
Demographics and Psychographics): $@3 QRS 6 AR S FCe18 AR Sreyaiet
e fremace [Fger O Sw adR ayfe e Ree TW I 1 @@ 9Rel IR
YOS 8 FF5 6, Consumer electronics, NAF ERWIE gofin ooty sl zcens &
QIR Ael7 AT Qime (o S 97 |

o, fReET @ QT (Chaos and Clutter): IR NG TF 1% GAT A1Z5 FI&
QR ST O W ICH | G O gorHeHe, RAfKwe qdy (Sema Ty [msEr
TR 1 2| T FPNT-ARG @R [T THEEe (IR AN ATF Rl
FRZFFIIAT FITE YT TACH T | SHF I (FIF (FI ARG A @A (SIS Teiearat
SIFECT L R | SFOATE, GHT T A0l S 6 KT Ty YIR T AN G A |

8. farreiR el (Insecured): SeTes foeag wps SOl 20!, €T WU NS CoAToT
SAPTRE TS TR AW | (OISR GHA AR @A @ANT FRWEL A A, (oAl
fatrorre webaqfe ¢ ICIET @ Sre AT | ST AP AL G
AIFPIGIE TR B8 A 2T |

¢. AfeF = (Ethical Aspect): TSIl Glifers T RO o167 2T | SRR 20 IJRIFREWR
[IETS (AN O STIPTIGT AT AR (@ (@ AN @S Z0O AT | T
FRIFFAWR oTre! 92 27, T Wi = 0 AT 911 @ I NS TR
(SIS AT [T AR FCI 1 |

b, wFelT W} (Lack of Efficiency): Swe3 oot SIfEaiexl (@Feld wF 73 | GUF@ S1CoR
8 ZBREEE TF O T AF Tore e | f[F@ (@orge ¢ faafs i cou v =1
26T QFe AT FEGET 7 27 1 | AR [earst I [Adasidane Aded Ik SO
ST (S FACO NCTF AL ITHN T 1 | T A1 (o0 RGN L 27 |

AT I TR, IS AfSTTOF @ Jof Sweres [ @I oy Fo7 ez Faers aftg @ @
SRRl (72 ©F 7 | TARTS (FARTAICS Wi oot Syt A1 701 &% T4l AR | ©rF e @
0T @ YT I e 8 ARTENF T 7 40 7T |
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‘5( il dw AR (@ AR (AT IR IR AN T FACS AR 2

@ ALHA:

AR AT IECS TR FHTOE (GIAES T (AR GBI IR A (Fol-[@o
T AT e SNt Qe F6a oo SRGT To0g FACE (@RI | TeTiae o qox
TN wifor T T | FE [Reed [ Aite (@Fol-RIGoR AT @& T T @ 2/07
A CRI TF O TN T | ATENI [T (IR IR PR AR 2SN AR | G ZETT JR4ewe
T, AN GIR SICHAS (T, T 6 WL AT, WS ¢ [RFw e, Grai@ Ak
RETS!, TEel-THF IR, [G-SAAN @A B#Aw, Rreiel e, Fawsl, (@ gere-
TR T (O AR | T2 Rt (ol A1 (Ofe fFg TPTRS AT Tro AT | CTET
2eTle ATe AT (SIS ¢ @, Tafod qR T ifgs e (Are JaaREl [Fro! foges, e
8 TEINCE 9<g], farraRie!, o e v weid woT |

FJj IS THRF-30.%

Ao Setmm oieet B (V) o faw-
S| SwERS ot Jfdr @ Io?
) SIEHAF @i ) ooy e
) T e q) 27 eI
R IO AACT NI oo BT AT I I A el {52
%) Afe (orel 8 @7 ) AT
) ATNF T Q= =Y q) AT (@ Qe 2"

fSooa ThloB +ItT © - 8 T2 AT Ted -
el aew e G| fofy o agq @ERNT o cmafer W FEE Rerwa =y
TG FACRT | TS TS ©IF I T© APARIIT FIR CIFIING TR (oitR ee == |
O TS @I o et IR/RE FA 20ACR?
F) Bfereive )R BEIECRGEIH
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Planned Shopping Center

Ty

qQ AT O AR

o Sf5FfEe AN ToIE I FACS ARET; 4R
o Afpigre Ree-ua Ffdr ¢ e SIFTe AR |

m o (79, QY KRG I<E], TP #07 |
TRT *FMAI(Keywords)

% sAfafere e &7 77Fe 7@t (Concept of Planned Shopping Center)

= sAfzafgre s IS Joor o @ @6 [ore g | SAfsEe o gw @

R (ol 8 framel 2 ATHa Fd T $03 -RGET AR 7wy e [y Jrm-gfkdi 598 T4

o 1Hiffere fRolfd (FHeETe (@l OF AW FF (AR A 4F FF (AF T FA00 AT |

Al ol (FRetEte oF ¢ RGER Fe TRered ¢ AT FAK S I-FT F[LR SRS

R BT L T i 63 T A i T B i 1 g R 0 ) i B e 3 IS Tl (G R B SR

e A, ©its Afsfars ot @ e |

e AAfwige ft @ret Siyfae Tita 27 | [ oAfisee s @ua el s s

{CF[T_

»  Afsfge Reew @y @el-Ruwrer st o afstifirer Rwpg <41t | s/d 9@+ f[sifacs
GFIEF (Fore @ A, TNWE s [rarere A |

@30 e e @y [fog T «Itha G (240 |

»  AfilEre et @ 1 ¢ Rl DIt &y SIemT SRl [T & (@RI GF7 elfevimg
OIS T FA S |

v e e M Afisfare e @owe Tog [@fFE) o 1 T | 9Fo R @FgetEce
ey sgRyT HifeeRG o, Hiftt I, Sfy-FférR 7@, o e ¢ eFed R
1gfee fFarerer G A0 (O =W |

R4 IT IC 2T I AR QA ARSfEre o @5 e (ST W AAfREE, @ 9,
(FOIF AT, [Tar=rel, (Feima TH-4m Torif [eapaw @ |

" IR ARG, AR s g 9Re S [y gakise el mete g w9
BN

RS -REEE A Afisfae fGeoifd @gette [Rames 8 98 a9 27 1 9L

v AT w0 MGCRT G ATASIAT IR 7 =7 |

" QI TR0 PG (Fol, [Riare!, JOIFERI, T e SIF (e I AR et g
AfFe FACS AT ST Ty FHIZ! A 27 |
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AR I T, AfSlEe [T &% SrereyfEte Syey R @ma To W A a7 @ T [y
i3y R I TR GF RAITHE T @ (@I o (7 2@ =1F F90 AW | ol [oow
(FCHT QAP QBT QF (T (AT A ! Foed 20 I |

AfiafEre Reew-93 74t (Advantages of Planned Shopping Center)

g fqoretaa ot Afisfae [eew g 3 smrey s | vifisfars fGofd &g zte el ¢
fterer Toag e € AR (e Aew | [ @t ¢ i gt e siftwlae [ rme
HRYPTR ST 54T 20T

JF) FOPTYRCER 7B *e A4l (Advantages from the viewpoint of customers)

o

Agvae A4 & (Purchase of Likely Product): “f53fEre f[or 79 20e (@R Sitma
AR 20 WS TGS G IACO 2T | @ (FCY O 2IRW A9 &1 Aneqr I | @ «[7
&R W AW GFIT LT (ST S 1 B 21007 A A0 [T Tt O (FiF A
Jrericed AR« (Transport Facility): “fiEe o @@ete *=0@d aid @y 1 Sy« e
Frerre IF [T AT *ZTeAqTe 40T T | ©F (@ (T T O (@O e AEH3
oifer @0y AN IS A |

T 8 &Y (Reduction of Time and Labor): S{IESR 4 (FORT 29YT @ Al
TRETZT T A4 AT T FACS TS | T OIS AR TGN AT AT
QFT FF O T IACO BT | (ST LI 3533 “fFsfgre Ree @rma e Atz
W | @ (FYLTECS (GO LTSN AT #0l] QF8 FITT 26T T, ©f2 247 T oImd
AT @ &Y I XJ |

. TR Aif® (Service facilities): o7 T A=/ (R« ST IS TR G (TS I |

@A TS R 3%, [REAve, 96 FeoR Sy AWy, el #Aiffe-aq Jfar, Irwiom
CLET-EI F, TIPS A0 IR (RIT (=B GfT Togif | “AfSfgre el (Fem tereind Fifers
A T T FT A T |

TS o7 @if® (Collection of quality Product): <If7<fgre Reds @@etER [N @
IR & G NPTHS AT [ a0 =7 | @l A A sieeifes SerTs #fdy
@y 91 =27 | ©i2 (ot P50 Afisfars el @9 20e TFerTe #6y MaR Fe AN |

¥) RteFoima i3t 20e IR (Advantages from the Viewpoint of Sellers):

o

e {R&FT (More Sales): *fiafEe [Roft @ @3 30 (S o «Ita= e AT |
FrorITed AL AR GHIS! AT S 2607 AT & (ol [l ey TAfge =7 | wee
4 TSI AN TG G2 Wi [y oo 27 |

IR WS AU (Benefit of Large Sale Purchase): “f<fgre e ey [ sifzwe
T AN (TSI A 906 | Tl R« i =117 | (worena ot vifmie @free
frFsImaces SfaE AR 267 H@R FACO =T | AT GF ACF WL AR Ay T T4 70w
TR fadr, AR A, AR TEF ARLPTR T T97 FRET NS AT |

25IteF A4l (Advantage of Publicity): YF3a [fSq #Itehd MFH AEF I (@ GG
ol (@FF QI 77 TF Fco [AMTRY A3 FICET S AT AFHENS TEH TS |
TCE AN AT DI &) Ao LIRS ARG 208 =1 | O @x [oifeltdey Ao
BT T TR-TC TG [Ke@toitaze 77 341 27 |
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8. = ¢ =t Jf{«l (Facility of Bank and Insurance): S{& R0y IR =T RoE
[T 8 [T eFy T | vl o @ a1 ¢ e afedima s Semr s
I W, @A OFA AfSPPINR SIma *T AT T | 97 T AfRSe [ @y
FETRWACE 1T 8 AT 4T (TeqF &y A3 @S 27 7 |
¢. e IR« (Advantage of Security): ST o @FHa GE “fSFe [oew &g
e R ePrea Y [EHAT T4 = | @F! o @y e seRye PifweRl e,
5151 Tnear, Sfy FEee 9@, TEdt e 8 @RI JIR SiYfes farrer 4k e cote
Y | KR RIS @ (F@ e 98 341 27 |
AT T W, TARC® ARURTER FRCT IJONW ATFEe [T Qe aFmE @9 4R
T PR G ST T TIR, TS (ouf Rrgroriene Reifag e 1o e Sy
AR |

AfisfEre e tatHa IR« (Disadvantages of Planned Shopping Center)
g ey ofialee o @ma T R A= Tigs «F o g seikdne e | 39 w6 9
fRelfel (FReTet bR Sk 77 | ey siffere R @rma srifRarTR Seeibar S =0

S. WP YR drdew (Need of More Capital): “Rwfee [Reifd @mm @ @3 @R
TS @ 1 OISl AW &3 BIPl T FA0e =¥ | ©iRiel efelb @izt Aerresia fHiee 9w
T FAIF TG | T G o0 IR JPTATI AT AR [ ARS8, I 9T
AR GG ATF @A (ST TS BT |

2. WofeE IREE e 97 (More Costly Shopping System): “ffafge e &g
e AP 8 SgfE qEE-IRd NE AE | @gEeE Areres ffEe @ 36,
ferees, Sfy 1% T@, i@ S, A SefifvoTg i <@ S g A FRe @ Ko
(YT TOJ@ e G FAZI ifele 27 |

©. Sf§F #97 W (More Product Price): “f<fare Roft % Iu 7v *=wa afefoe = aa
M Ol ¢ GAE T AT 2 | SRS FAMI (F0F 8 (AP ASETes! I A8 A(LF
| G P TSRFOIEE MY QoT GG (@ 0o ATy [ w1 = 1 9ol Joena
PR AF (ot @ {Goifer @y Sece 51 =7 |

8. TR0 *xF € A= (Forrt e (Customers of Small Towns and Villages are
Deprieved): #f<(Ee @ (@t I8 @ 129 G AT GAFT NE T | @ FA (FB
(RIT *2F @ AITNF MY @ AT (T CRI (AF A0S 77 | O GHA (@FSPILRTI G o]
Hfre rez Tl Okl AfRfEre e @y et =1 |

¢. IHR® ETFme % (Gathering of Unwanted People): *i&Fe Goee &FHa aaiv I©
SRl T QR SIS TP (O THHI AT | NP AN (AT W, B@ TRCTT A
T (MO &) PR TRAF (76 T @ (FCY W0 | @ T w2 ETRGe &
(FRRTECS SOl T [l (@Frya AfET st wfoas 3 it |

AR o7 A, Afsfgre fGoife @FretE siyfas eoifla gt Smyes e zeere aftg St 8 @
oy wpffadl R | @ s7eT SpfRU Wy STeifE ofdy 6T, SRS (FIFEed fOU, AU Sice
@ai 3\9; ﬁ@‘_ﬂ\!)sll
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x S . :ZT@WWWWW@WWﬁ?WWW

@ T

@ T (Y AR AT GG [Tz AR @ 3-Rews siqafe -y mwe
qF, ©oftF “fasfge el @x 0 fkefe R @w @or-Rirem St = afscifret
e A | IR 9F [ofre gFifes @ore @@ A4tE, Tt OFifeE [tarers A |
Afqafere [Relfe FRURTE - TgvTe 247 T, TSRTeT R[4, TN 8 &N Z&, PRl &ifes, I
e Ay dife, Sy qam, Jrarre @A), ol [, RS ¢ [N Ry 9 Rrerew
At | sifzlere e 3 SeifRdietE! ZE- SiEE s e, Seids R [T 97,
Y 2T, TRIG *2F 8 ATTHRTEH (T IS 8 RS FIFMa (9 |

Fb ANIET THRF-50.9

7% Tewa A B (V) o -
S 1 iR Afut, SrerigfeE (@ H-FIOR AR 8 ARAE W IECR (@I [ [Fofire?
F) AR TIH <) T3 B
o) FATTTS =B ) Afsfere faefaey |
1 Afsfare el Ifadr 2 foe @t
i) farem st
i)  onffe I
iii) == o
e @G A(ow?
I)ieii <) ii @ ii
) 18 i ) 1, ii @ iii
o Afaiere Relfag seifadr osa @ieio?
i) e JErde
i) el A e
iii) IR
foeoa oIS Iow?
I ieii <) ii @ ii
) 18 iii ) 1, ii @ iii
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*I->0.8 W B

(Chain Store)

@ e

Q AT T AR

539 EITITE K96 FA0O 2AGET; 992
53 (BF-U3F AR 8 SR SFCS 2RI |

T =¥ (Keywords)

TP Ay, T #Ififbfe, Jnmres @ |

= % (52 (BF-9F 4179t (Concept of Chain Store)

(b2 B I Refasen @7 w@w Jmwes Pl I efowi | @I AfFEETe

fTrEnfe  Fifs = MAI-(AFT TG @ (& FA ARG 270 | 9Fs INET oF e st Ay
TV FF TV 0 Zre qFTCH SfEE AR 21y @ FE QY A AefeTd SwitT oy
T T IR +ItF (e Sete SRf¥S “r-Fiead e ©of Ry 347 = | @3 N [(feg @
*-(AFIT (ACF (SIERT Sy 4077 A7 T FACS AT (1537 CHIET (FYITONE & @ [ReFgeid
@ 537 GBI Roerg taf+iey |

e (B TifFe 135 seser @It Srge T 20el-

Philip Kotler & Gary Armstrong @3 3¢S, “Chain stores are two or more outlets that are
owned and controlled in common have central buying and merchandising, and sell similar

line of merchandise.” ¥R 63 (B Z( 42 ql SCeIfMF MW A @F2 W= @ e
I, QTSI G 8 AR (A G O3 AR 2197 [eew 307 |

Boove, Houston & Thill @ T, “Stores owned and operated as a group by single
corporate organization are called chain store.” ¥R 3% RGN TSI @ SAfBreeT
G [efeless fRAferseT/ o3 @ qeeT |

90T (53 (B 1 [=ifelsTeTI CAfIBIIKfeT SICToe e ZeeTl-

QI * AT FIAER AT GF JIONEF TN RGN AfBifere 27 |
or-Romem [og B @IS 14T Qe T 2R AT 8 IIELA GFE FeATHET
AT A |

feoifersreng fafog I @2 @ 77 [ew S0 27 | IR @@ o IR 7 *RITS @
T ofel] Ry F1 27, ©f U2 AT 8 Y3 GAH T ANF |

Refere @y Jrred Loar TP efeBiE, O Al «pTR ARee 3T IT =@ T
(ST 27 |

foAfIeT IR (@ o0y TAm T 7 A1, I oy T qre AP TeeR 6 ey
IR Ry 12 Reifersiera e |
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o RN SR *PTRR R 498 98 F T | GR qI¥, e, Ae-ITest, I afew1r
ToTfva CFT@ e *TT GF2FHA [T 9B (N BT |

AT AT ST (FRT FET NSO G I MBS QAT AT A T AR AIIOIS
AraTe S Koy fAafare s s 2w |

» Ty B #oy Rer a1 2eere &fsfB =M AItelr Joy a3l A |

AT TeT T, oAfeT A (53T BREe ¥ @R ot T AT, ©98 «F Ty TR ToF
BT R | @ e W@ WG (@ (S (53T FBRICS RO S Yo (I ZCS
ST FACS AT | TRCFCA, AT 2o @9 9F q@eTa {oa I [N A[ AW 938
NPT QifeE =1t #Afaifere =7 |

539 (319-97 R4 (Advantages of Chain Store)

G2 NEFET @ fgendia [fSg 4 @R WO  F A @FIfes oy e Ferers afssies
TAABCE Al Io7 =W 1 @ «FEE JNEE G e 8 [Romee [ifog I =it Bioaa e
[ARE @ #Afavifere =70 | faeg @l ¢ Rrarsim giRwe zre [efasier a1 8F eotaa Jaafr
HCEAO 4T =CE1-

3. (@FOIF 7B J0© AT (Advantages from the Viewpoint of Buyers):

S. ¥ 8 &Y (Less Time and Labor): Refasece @3 3t @ifas Adpma «&K-Fdifre e
e F91 = | T (FOPLRE ST 2Ilgware J5t Q&= [eifel 2re wifss s @ ¥ 57 71 367
I TZIE2 T FACS AT |

R, WEFNRR WF T%F (Free from Bargaining): RefRIETS Mol v wity ey w41 =7 |
©IZ CFG ST AN [ e SRS (@I 0 AME | G IR S AT
(AT (Fol ¢ el TR [& AT |

O, TPre 747 7R (Collection of Quality Product): RESIFITS 77 53 Aepmre 7y A
A R | G FIACT ST P AP 9oz GE ([ AT B | ©CF AN GG ([ =TS
(el @l Reifd ZCo TS 24y (TS /1 |

8. AT A (Attractive Environment): Refdsens i s @ @ [{of zte
OFF AT | QLT (FOIR TH6 8! o8 AF 1, I AFCETS (T Ao 8 fqs¥eag o1
M AFE G T A T AR (N T 2 AN SRS IR/FHAE FRCTS
feiferseTs sifaca sdare =7 |

¢. AWES 7w gf& (Increasing Social Status): FGRET® tes wfeare @A cSreRe
feAfeTeTE Qe 20T ACHF | SIS AR MSracs 95 el SRS SEieH, S[l |
fFoffare o™ O3 Mteme AN SRE W@ /K@y @S| e @ T, [l
(OIS Ty ANET THMT I Segef® 32 =7 |

4. Reersta 73t 20e I (Advantages from the Viewpoint of Sellers)

. J© +faffe (Introducing Brand): Refseg S@+fe Fe T @38 TN, 4F3 A0S,
qFT T A7 [T 40 T | ©1F GUwE oD Fifee 2 | e Jifee 2@ @ @ afediem
oy efsifarery ard e B At 12w 27 |

R, @S IFES (Attraction to the Customers): AR TG (@Feitha WF 47 79
| S @@ [ 7re @ f[eifis 513, Siw, SiRres, e €79 Sonif fog w@wa
T AT | T KA G5 Tro@y AES (@O (Bt 411 70T «R Ol [eifasera e

SFE T |
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o, A &ARF Y (Creation of Permanent Customers): =N My e @@=
ifopiae Jrifer jE &x, (N~ T SF AFR (@OPTLRT F&T ARed e =7 | FRe
GFAR @ o 9F [ofd S o1 @7 T Aeice fofq o T fqefars sy e
G A0S B |

8. MW & (Cash Sales): #fEETe T 217 T @y Far =71 @ [eifdetEces @
SRECeE e AP [{iE Fa1 27 11 O IR AMER AT Zre @Fel Rl
G @ YE AF, AN (S F-ATIT T© e 23S (@Arwe @212 17|

¢. JTOT FEF AR (Benefit of Large Scale Purchase): [Refaeia swyoy (af#2r =em
FYge & IR [Regige @y | qreE@ [efeR seefe 7 el o aFfaesid «y
G AR | T G &R ARNCT A FF FAG QA G | A FIECT JRATO G
AR Wfere 2 | JRARST T JRAGCE] = I Y @, AT R, AR <
Z, TS TRF R S5 |

Y, g AT T (Less Promotion Cost): IS JIARE Sioite [ eed apd sAfawie o
T 340 = | g Reifeee e et 9w I A | @giore i @ [eifiete 9w =
NE B0, AN FER SALIRCT (BT TG | T o107 I A ARveTacd & Aemreis
AT IS QIS (ST LTS ZH T |

(53 (BF-97 SPff<4t (Disadvantages of Chain Store)
Lol TPIET Soice Je Afifs, (o e, gared @ Ryl oy o et swee
fefeeT Sitne g e FAce TEY Fere @ [elfdw ovtm @ ey wepfRdr ifafre =@ ey
fReAfersTret a1 (62 COIRR ST SCEAIbT T JeA:
S. YR ok (Lack of Capital): RfSIET o @ (STEE, 7oy @, R e
oy & @R AR YL ACIe = | SRS, JRAe J5aT TR RETT P 4
[ AR 38 (@ | T KAt CFea Je14ee o (el TRl el |
2. WoifEF AfBET 7 (More Operating Cost): IIIfF =R AT GFA JNRE IR
AfpifeTe 2 | IE are Mwifere FNmae af* e, s, WMo @oF Sojin (e
ATAG 2T | T [Afasietz «fasee a7 sresfis 27 |
©, % &7 (High Price): Si=y feifel 2re RHATNRIICS e Y07 @0 @ Al =7 | 9 0T
FHRCST (ol 9Fe Reifare SPre 51 97 | ©I% el A, 2t O 360 f[eifaserg a3fe
SEye SR R oy = |
8. &¥Mfe &ibsre! (Complex Administratlon): RefNER ¢F@ Q=R wibere! o7% F40
A | G2 AP Seer (I-faeas ey 3 asifss =iy sifspifere =71 w1 &g
SPUISTCTR A *ITT ePHTEes ey 98 20o AT 3R LS AT A¥PAfF SioeTel |
¢. TS FEFT Wi (Lack of Personal Relations): f=ifdwer afme Lot qreemw afowis,
8 THE (Fol ¢ Ko oy Jieere 7wieq s ~Afefre =3 | omi-Riemes ey g
R AT TR @ el et a1 Mfeema T (@O e TE AT S (I
AT A |
v, o ez s (Lack of Quick Decision): (FHige Praf@azeed SRt @ [Reifas
CFE FFe PTaeazeed Jonl (Rl (7 | SR A et S)kge eM e g 0o
VR AT TIZHER 20F o (TR Pas ool F1 789 &7 1 |
q, HITE IR (Possibility of Discredit): 319 % 55d1e Qe @ @Iv @36 =4 goiea=
JIRAE @ TIATCTS BT G (0 AT | @ Fieet [t wwsfe afsfs [eface somena
a9 T AWET | SRS GFH? JPNAT (F@ FANE FINE FANT TS
IFIeTe SgE S = |

SRG el 1= 3¢
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b. ANFe 9o (Lack of Flexibility): TvaITe! q@0e AR@HR Wt Affes afafzfen
A A AR (TWCE [/ | (@I sifgwre A1 ARea-+fafzgfon wwEe @9 @9 oF@
sely fRce AT A A Afe-Ffere Az =at s | 58 @Y 2o wwa oy FEaer sam
TIHTOR e} Ao g7 |

5. YRS (SSMT SR (Apathy of Ordinary Customers): SIf¥& ey, oA BT,
T Arer-ITest BeFivR FiCe @ eeAfel elfs At (@Feitme wiated ek @l T, AT ANE
O @ FIER G0 ST RISl RETE 767 =7 |

AT I AR, (52 RIS JRATO Yol [T 8 A GHIa (I fFg wepfer [y | @

SfILITET SR (53 (BRGNS LT ST TR (SN SALTST SIS T A |

K el

EATAC JNR© B B3 CHITER T forg T |

@ ATLHA:

RIfeIeT 20T Q9 OF GH0T oA JRATO TN T N GFE Nrwianr qifqs =i Afwifrs
=7 | Refee ey Jared 5d R afepE, o1 [l =R SEers 39 @ 7@ TS
ot = | fAfersieTs JReeTeT =0T AN 8 AN, R 200 T, TS 0] HaR, WFIa
A g3 g & ¥ | [Efere 5eTe e SRffRde TR | CISTET R YELCAR WO, Seifid
IR, TAATOR MO GF AL (SIEIF ] |

F[]j ANIET THF-50.8

w5 Tatma et B (V) o faw-
> % @R (537 EBIEs Twiae?
) € T ) TY! FFSHIF A
) T q) R0 (FE
2 R @G 539 EOIER SpffRdr?
3) T T ) o @
o) 5 &I T ) T YO ST
O (B3 EOIE #Adly fFeitg s Ats?
F) AR <) QAT
o) Seree ) TS
BTG v
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*1o-s0.¢ RREALEEE

@ o

Q AT T AR

Departmental Store

TCAIBTTOIE (BRPT™CE L9l TS AACE; AR
fCABTTDIET (BIF-9F 4T @ ST SIS AT |

T =T (Keywords)

LT AN, [T AIBAT, JA AT |

AT (B19-9F 4T (Concept of Departmental Store)
e feife «g AR &I ~AfRbifre ¢ ffae 3l Jzmrres Yoar I Ao |

g A SRES 98 Tl @ “Afpler [Kiey qaee 4y 52 2% e e ey w4 =
sie feri feifa et | sy At (e Kfoge SqElll ¥ «@e TP [oretE SFdaea
ST AMCF | ©IF (@Sl Al (SIS FHREWY AT PRI A WO o1e [q@RT & F40o AN |

ey fqoifa oo (reat gfo stear-

Philip Kotler & Gary Armstrong €3 S¢S, “Departmental store is a retail organization that
carries a wide variety of product lines.” € Ry Reife 2T @3 oA seorge Tt ey
AFICAR AT T TR A |

Boove, Houston & Thill €S TS, “Departmental store is a large general merchandise
retailer selling a wide variety of products at full price with full service.” € etz fF=ifq

ZCET G0 IR AR YEAT TR TS QD@ A= 2/ o1y 51f CrRrR R w1 =30 |

ez e fqoidia taf*Enafe Stes=r st Ze:

JRAST oAl [PR GIET ol Yoo (Sre e e eI BIfRAl “e (b8 a1 2 | @
FRCT PAT TGP RSA M8 Goe, T4, GF-[Ry  ofina dRed fCAGTTSle
(BRYRITTSCT 0T AIE |

OISR Ffe Sl T TRAGT IS SAM-STMSIE O e Fom e B e
[T S BT F1 7F, ©8 TS FFe [ (FUROT GFL FIZIAE AL
sifaifere ¢ fafae = |

freriy fife 20 @ @b Jrred Yoa1 T AfSBIH, T GF2 AT SHES AT | |
faeri feifeice (reima dgfe SeaT Al eghon SCE e Frers 4oy e o 31 27 |
9 et *0e #Alta- 7 e, afze fer, R frerst Teopifn | e weers egfe st
! e, e e, EoHaEt fors Tenivr [eiere AFrs i1t |

freiiy feifire (@t A1 st @R SEE e S@Ew [{feg ot o w4 zeEe
TSI F@ Afifs 27 |

BTG v BRI



GIHGART (e

" P (ARG JIARO 8 FR GFoq =, @ AT 0 I¢ *RE ARgrewa gy @t gifre
7|

» e i e faerliy fRefd sy e Sifssidt | S e [ereT-a)E,
fTSIGTETR AP S, (Foima TS S9N 8@ o3, Faeeraa &y «Ie srel Tonifn «
eifelts S=ey 8T «iT 7T |

RO feifom et iaw T Tiifrs =37 | M Fece f[(fee Wi 3T (©Rk6 FE, AFHR ITE,
Prrer F1e, AT FIE, foo T Tepimee R 27 |

e fRelfem oFee TS B0 20e T 40T 97 @R I GFE ARG [FGq FIAGH T

AT |
= 5T RO AFSHI 2T CEE QHA AIPNEAT CF(E G @ NG TR 7T Ao SIS
SPTRe FT 2T |

SRTTT IT T, FEABTToRT BRRweT as «3fs JRRred Yoar IR AfSvi (@ «FE Fiw iy
TS JrATTa T SIHd IPTRE FRGT T I T | NS RGN, (@FQ g, ey
eETes GF TS TTON (127 R oy = |

fABTToIe (B19-97 FR4r (Advantages of Departmental Store)

feABTrom B 31 e [Refd Jxrrred Yoar IR efSDi | S8 IR I (T 77 R4l
R 2w, ¢7 7 JfRdr @ Fefaw croas HAfetve 2 1 W @l ¢ Frrer gigce ze e
fiferz f<Rfer SICETo= 4T =T

3. (O B e (From the Viewpoint of Buyer):

. ¥ 8 T Z (Reducing Time and Labor): 432 WA I €33 F [T [eifer otw
T | 9wl [eifite (Sreme SiftnT To TR o6y 43 B[Sy et o e Rera sar 23 |
SR (@FSPIYReT SIS S AN G2 FN & I FC SIHF ARG HedZ FA0S ANE TF | ©IRe!
GF WY 797 [9fE 97 (@eitma win Nh=ees ooy e B 32 1N 98 F99 ATSe 27« |

2. Sf¥F FEF JA™ (Opportunity of More Purchase): Reri wife gte (FormyiRe Sifss
TR A Q= FACO A | GTFE [Sg o6 TR &[S GA07F AT M (A& TF | T,
fafey oae 2o @Ea ovon [y €@ JR9 emie 9 1 @ TR qefe J[ur aZe Ty
(TP S G TR 2T |

©. ©F® MR 97 (High Quality Product): e fqeifate Sge wtaw ¢y ey w41 =7 1 v
OFp @M FES TFe WEF AU (I (TR @FA [HAfire (FHFnT Fa0e TR 2 |
e qFWE @ SIMa -1 e 8 (@l 47 IRF T S W =y &few
FE, AVICE (FoRre aFe [Foifer 0o TFe M @ FTSeie el @ FA0S A1 |

8. o[ WA I (Little Possibilty of Fraud): Reri f#ifa efefoe ¢ wi@t epfen
FRARSS IR OB | ANCER efe G ARRES! ST | ARwed R @ [eifere
(SIS @ e #10) Ry a1 2 | @ Fice Ko e 2re 707 @ 90T (@oh<ReR
2ol 26T TR 472 I AT |

¢. IFENT AR (Attractive Environment): ey efia emor sfveg oo saeae
O JBITS | (GSIHT T 8 AFCF T 2141 AT o2 a0t = | J-1E foifacs vase
FAE Tre #E ARSI T I T | SR, R (I Ty 9930 A 7 | @ e [eifaw

- -3y
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e IO 7F, oY ¢ [EReoR e g TeTT Stid A8 ToJS O | @ IFe
e o Reifa s @ s |

¥) fteFeiw 73w 0 (From the Viewpoint of Seller):

5. JINT FF-R@EEs ARYT (Advantage of Large Scale Trade): erim fasifas cwea
JATS G- RIS NG TR | JRARO WA AL M T T 1T
arRe, AR I, ST A A @ I | ARG JRATS KR QLIS R DTS
TN A “Ae7 [@q, T «1el7 [y, Sfes A sy [esw gonif |

3. ITZA (Reducing Cost): €33 J AT 43 WA @xef f[oifd afsoe zeam swa s
REIBT A7 ST TV ALFOF A 8 | GFIEF AR 0o Al OGT ((MeTT @ ATl 537 =7
SR (BT NS SAF I 0 GF 16 A OISl (6N 7 TF | [T 958 HIZAF A
OFE FITT TP TSI B FAF SIS I ALI G [T 78T 27 |

o, R&T 3@ (Increasing Sales): P R#AfITe (FoRTILRTIR QISR 6T AAPIRAT e
T | ©i il R[Kfeg Reifire ar g Koy Reifite SieT 93 oI TR e ey T
T | 97wl ey R[efire Rem #fwie e «ivr | oot ek J@1w, Tre A0,
AR Al Teifva T @ Rl effs @roima Sieder @R Ats, w0 Raww Jfa oI |

8. w¥ AfRviEt s&fs (Efficient Operating System): Y32 FH (YT JIZHATR AL e
@ Afpifere zeny ey fFefag «AfsEmr afe 7w 2| oie ud fTeifite fifere
IO ([OTR T FR-RAT eWiT T 7, T SR W2 7 Tosgps 2 e e wifre
AT I | AR Tod FRWF AR AT I8 aF+ [eifice w1 271 9] e [eriw
feifer AfbTe weFsla =+ o1y S A |

¢. I ROEAT (Specialization of Worker): FMa X X FH WFe] NG FAE RO
e | Ry f[eifice sdfma el Sl FeetEce [feg [Rens o 3@ ¢»edt =31 e
T3 O (I F A FIer FICE FACS (12 IS A (12 @0t O % 208 T | o7 e
faer freitsr At Fice IR 7o 2@ TS I RCARTTIL. TN |

v. ¥ &F  (Creating Permanent Customers): e Refag i Ffr ==, @
fFoifoq T IOTE (FOME AT (FOR FART T AW | ATHT AW, AFAR AR,
FRge T Tofift ARUTER SR (@FoPTLRe Ko [Reifir I3 o7 @ I 5 1 |
T2 (@ (@Sl GFAT @ ARt 200 oo TF 3, O @7 I QS Afere =27 | FE QTS @ @I
AFSHITTT & TGS |

AT (B1F-9F SPIRYT (Disadvantages of Departmental Store)
IS [P AfSBI 2eqM TR GAGTror By oF@ @ [Fg qRd wew Faae aF7
feiferm Spffae g o5 737 | e faeria feifi sepfaamgz ST 41 2ges

5. WfF e (More Capital): P feifd grew @ ceraicis, =y @, R e
Foyiva Ty epd ST YT QTATE 2 | OTRIGY, JRATSS Yo FAT REAT & JACIT
ARS8 Q@M | Tt KoM [eifas (v JeT4ea So) el (77 |

SRG el Po1- 235



GIHGART (e

2

Tt #47 =1 (High Price of Product): S5« f=ifd 2w ez feifacs sty 3517 9o @
AR QW | G T AR (@or @+ [Keifidre wipe fagifTe @y w1 Ow T ey
oife qio Srres SPIfF«T RETE 67 =7 |

o5 tFF wo] (Lack of Direct Relation): @i faeoife afire o4t aromw, ©98 @isvg
@el 8 For Wy Jfere T Jer Afefre =) fqerm [ofd wifssma s
(FOTR 2OTT FIF T I (SI I ATE T | O KT e Mfre A awor
TRE 0T BITS AT |

. e AfFeET T (More Operating Cost): S IG ST IR SF© ASewF €T W

e feifem T FE «fmifre 23 | oerer, are Eifere S af e, stgfs,
TS (O 3GJ17 (SR LTS 21t | Teet oy [ofaq «fasies 57 srerfss =70

eifa® sfvere! (Complex Administration): e [eife (F@ ermifae wibers! o7 w41
| @ AR [Jiface ofsls e Toaei@ SitMa @ T Fa0e RS ez
el OHETR AF 1| 2 SHIF e (FF Praed wad & Qe of
STYICTR CHBT 41 ]F | 0T PTG Sfberord 38 =7 |

gHfea SR (Possibiltiy of Discredit): "< &% f§ad1% aistere @- @ @i o gofee
FRACT AR FINEE T gAN T ST | @ e [orin Reifaw wwsfe afels [erts
IR RECERT 9T F T | SRS GFA JPNE (F@ FLAS FIT8 A TS
SIFIR® S B 27 |

wojfie I (High Risk): Jzrred afss ream FEee [Reriy [eifire Jifen war srore
AT | TOJHF YL, IR TRAF ANF-FAGIEI, T NFER ARG 7 Togivr T=7 Fl=ce!
e faeifes sifaoee 3 Srore @ | SISl (Feoitnd Fb, T, T o5 Tofiva TR
« fyeifag e srors I |

AYET (SSWMT SN (Apathy of Ordinary Customers): “FTFET SIfF 26, ot
TRFI, ST AeTes! TeTivg TR @ foifag &fs g (@Feima Ttz Teik FR (7,
AT RO FPNRT QI o SR RRETR 1ol 27 |

AT T A, TN e Joor ey feifas seay ey e e corcens. @it fReifer sogfaane
€ (FF S IV AT | @ T G TG AT T o, TojEd e, i wiveret Teopifn
QO | § i o [ Ay (o Ty AT ST Z0T $Ite AR |

§( el ere | Rt R b w0 R e S o |
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@ T

G WETC FAMBO G2 WA ¢ ARDEa [fey waqea o 5295 2 e afe e s
T O R e 61 | coreima epfe SRl e oo AN M-S S I
Tog fer A F JHNE FHEET brT T 2, ©Ye RIFS e @l (@I @
F[IZAR WA “ifavfere ¢ fqafae =z | e feifas sgfunete g e 8 @m0, wis @Ew
R, TFS W Ay, ASAR AN I, WFHAT A, Jgawesy w-Raww qRkd, T
AR, Rawa I, W ~Afplerar omfe, I Reare ¢ 3/ aizs 2| ey [Reifiw @ fog
SRIfIYN8 (RS AOTF FH WO[, Tojgs AfGeEw 7, e<imifee wibee!, qafte IR,
T 8 AR (SIFIHT AN |

Hj TSI FR-30.¢

s e fsifas w3y e @imfe?
) fEorecs oy i SR CRIEICE RSO RS TR
) - TG ey [z q) #[telfa ffoget SeRidt ot et
2 e oo f[ifeg I Relfa s e w7 Reem 398 420 T OiF @I
Qe fqoifer 7= =70e
<) e fasifer <) /1T Ao
) T3 GBI ) =iy fsifer
| fENBTTBE CHIER NEFAl (FI Q0T T AF?
F) qPAIfeTET <) I
o) AT ) A
8| ferMy fsifa a3y zee-
) Tm e
i) Reuee @
iii) eYge R
e @B A(ow?

)i eii <) ii @ i
M) i 8 iii 9) i, ii @ iii
¢ fCoABTNT @oIg T© el ey ATF?

F) 9 q) 73
o) few/ o1 q) ®
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Ry e
@ Sen

Q AT T AR

Super Market

AR TG TACE LR FACS ARCIT; G2
AR ACR6-AF FLT @ RN SCS A |

4T * (Keywords)

AR WD, YW ey, Reedige @, (@hgs [ |

% AR TEFB-9F 41797 (Concept of Super Market)

STAATE WCHG =TT JRATTOT Y631 T &l SBT FTT I @ AMISTSr #/eimay, FfEriely @3

FeTyel [ 341 =Y | 9% QA0 Kol (el 91 (e Ruare TRy =ieiR Sits A [fey gace=

T G FC AT |
AR TIT TR (IR AT [T Srariag-

Philip Kotler & Gary Armstrong €3 CS, “Super market is a large, low cost, low margin,
high volume, self-service store that carries a wide variety of food, laundry and household
products.” IR T AES T @7 GF(6 JATeT AfSBH @AMH I Y00, I ARG
TR RS Afowa fZera R[fey o 4wy, wfg ¢ o e 36 |

Boove, Houston & Thill @5 XCS, “Super markets are stores that sell primarily food items
with selections wide enough to meet most customers’ grocery shopping needs.” R AR

NCFS ZCET 99 @Ffo Foifel (@A ergrers 4wy STt R =it @eira W 2o e
(BT et 7fe 2oy fems a1 =7 |

0 oI TCFCHH CAMHBITR TG 4T R I-

AR ACROT AL (AT T, @ [eifeice gaiwe I s ammamr ey e &g
&g T 2T |

JRATOR (AR QST QAT AR YL STAS = | ORIQl Sfge e & ¢ e
TR @ I Af ST JRATOCTR 7T A= Tl A |

AR IHCE ReFAIge @ 4R (AP KR 7o Sprd 340 27 |

S I A Z0O AR IO ST FoF 95 @ AT & | 97 T AR (@t 77
P8 AT EWaE oy TR G WA SRS 27w 3, Ol @@ fqeifilte ST «ae
SR 2R AN & IR (0 T |

IR e~ T I WIS A1 WS FIeT el Jferea At &7 | S qeens sy R
FAT |
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TS WS MEe F9I1F s S+ CAMTEIT KBS | S TN [T G970, 9F2 AT
AOTAT 2% T TG AT, (T ee S @ e =g I, FaTad &
e St Fepifr @ fsifera seey ey @i o

" R SICRT ST (BT T (TR FRE A QI S TIN5
(S QT FACS AT |

" IR WICRCER e R 907 T 1 ] | W Jerce [[(fRe @i Al (O FE, IF6H ITC,
oo Fre, A1fa FIe, oo T Topts JIM =T |

= 5T RN AfSDI RSN ACGE FAR BT @7 8 KRG O T AT 16 FIFST
IR LT |

AT & AT, JIAS YBA AT oA BT TARES (A Bttt JoA M-aF TG AT |
«Q I CIAMRCETA SATACE @ IR TRAGTCS ST LT I Z0© FIGE 7J-F T4 I |

AT NF6-9F F[4t (Advantages of Super Market)
AR B J2ATST LoA! I AT | ©IR IS PN (T A JR-R«T Regsiay aes &7
e -G 9 ReAfer cwias AfEtre 27 | ey (el ¢ Ruarela qiEcsia *0e F#A ICHee <!
NGRS TGS
S. IN¥ 8 ¥TZA (Less Time and Labor): ¥ Reifdte (erems vifznime @ Aoy 938 F
fafeg e S o Rerg <91 T | ©IF (@FSHILFs 9IS S5 TN Q9 T &N [ F0E Sl
AP MeAT FACO ML T | SIRTT, OF AT =el7 [T T (@Foina A =R &=y qrefe
o1 @ I 98 19 AE 2 7 |

3. ©F® R #47 (High Quality Product): 71K TG TF© WA =07 K@ F41 27 | WIN @Fp
QP ZET8 T WTF 107 (oI (@RI aF+ [oifeq afe Twomfze =3 | fRramerrer asis
AN SR A-ITS e 8 (@Fol G0 A & SFe Td Aoy RfE @, S
(FerTgRTe aF fFoife 2o TFe T @ SSa /el T Fhre AE |

©, O FWIRAT I (Little Possibilty of Defrauding): 3=« N6 FAT pfon Jgarres
TP Af DT | AT @fe qmME VREEmS! SEE | AF WIAEed Fd @FA [{fire
(SIS 8 APTTS 0] [TET T 27 | @ FRC AR TFo 0O A0l T FACET (GO PILRER
2ol 6T TR 4F2 I A |

8. IIFENT AR (Attractive Environment): J°IIF TG [T ARTHTN STor@ 5IHF @2
JBITTS | (GFOPTYRCET AN 8 LA Gy 21 AR o2 Jr4r 27 | S [=ifeies sense
FAE S8 A AT T A W eRel, aF [efiw e o wE, o 8
TGRSR @l T | T2 SIMF IIAS TOTS O | § e IR AT TCHoA AR @
SFEAT |

¢. T AT (Reducing Cost): €2 I @F [oifd afsfre zeam swe s faasam swa
A [ AL A T8 | AIIEF AR o7 Il OISl (AR (@ AR [ 77, ©F G
AANES SHF FA A G0 G P OISl (6 M8 1Y | AR IF28 HIZATH & 92
FI AP KO Bl FAR SIS I ALIGCS [{AG 78T 27 |

b, &7 3% (Increasing Sales): 71 TCFT (S (@FOPNLET SIAT ACASTAT AT Jf AR
T FACe AT | o2 ot ey [oifiate 91 g3 et [eifelte St uag Sima eaieeiy =iy @&
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T | GF FCT PR O RFerw AR o | SRl Geke Jaw, Mprs . 26,
AN Afea Topifng s @ [eifera afs (et sieder @ AT, T ey e =3 |

wF Ao *afe (Efficient Operating System): €32 JF (@RI AIZIE LI FFeT
FE BT 2T JAF ACHBA ARGERT e 7% &7 | SR, qF [eifdre fifas
FNE @OTIR T -G @i F1 =7, 0o Sl e W Tosgs 2w fw fye wifrg
AT I | TR Toq FNWE AR A IITNe 9 [eifire w1 =571 97 [Wfere o
B ARBITT el —I7f &%) 1 7 |

FA dkF Y (Creating Permanent Client): JAR NHG WES6 A4l zear @ Refes
TG TN (TR FRAT (T FH FAT I | 2N T, AFHAT 2, (Farge T
Torr ARG TR (FOHALRET AT ARG ~THT T FAC0 XRWEL I | Ol2 @
@Sl GFAF @ [l 2re 217 @7 F@, O7 @7 AT ARCE A 2 IR Q4RE @ @
AFSHITT Ty T |

Ay ToTe @rerRTe RISTAr sifwr s7ee = JAR MF-97 RS ZETe AR o1
Zro et FAREAT ARG o0 FACS AME@T | @ FAFe LT IR IOACH JAF AE6-9F I
sIfafy e ey 3 =Amee= |

AR NG 97 94t (Disadvantages of Super Market)
ey (F@ IR WE0-9F R4 MW AFET8 @7 pffRdie o I | 9@ P9 TEF6-9q
SRR SHTEGAT 4T ZCEl-

o.

Gf§F e (More Capital): J71F NF5 BIoF, (CHCA, o147 @ 3oyl &=y @ps sAfee
LT AT B | STRIGT JRARS Y51 FAT G Sy SR @ [N AR 208
A #TT | T FIR ACIBF CFE N AN FALCI WO (AT (7 |

Tt 747 3= (High Price of Product): i1« f#ife 2® oA W6 2[telya &0 935 @
AR T | T T NG (@O @i e qETe 5 W1 SR <@l AR, T Y6 9w
feifa qis Sryes Spffaar ReTE o6y =23 |

ojf4F #AfF5ET T (More Operating Cost): SHF I@ ST @3 SFe AerTeed W47 W
IR CPBH TS P Afifere 27 | orRrel are feifere wfiomce affEed, “trigfs,
TS (Fo7 395 (SRS TG AT | T @ AT 2AfFe@ 3 Sresfs 270 |

. oyf§® fF (More Risk): JRAe 2fSHIT 1T FEC AR N I @ o5 [ |

eIf4F EL, I TAT ANE-FAGE!, A AP ARG 57 Togifa Tt Fiacer @ [oifeq
ARG T o @ | OIRTl (Foird T, T, T TSy Tofi AR IR @
fasifer <ife 3 coite =ifea |

IR (@FSIMT SR (Apathy of Ordinary Customers): SI&S 2[A73eT, Jfo@r Ao,
el AeTe Beiin FRc @ f{eifag @fs st (@eoime Siag AieE 491, T AwNas o
RN GG STros SRyfT fReed ooy 27 |

AT I T, AYFE SoTS AR FCE-9F A1 BIfEAT AFCETS G AT TS SIS T
T | G T SRR T S AT 6T, WoiE ARG 7, Wepfes I Toxifen Sy |
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§( el | el DT ofb iy g |

@ ATLHA:

AR AFD 20T JRATST LoAT I 2SO (@A ISR w3y s 340 & | JAR Ao
2 BT Ter, @ eifelre adiTe ammarTR fTer-araea fafeme ey T < 19 €@ [l
ARLIST ZCETS TN 8 AT Z, TFS T AT, LA FAGRAT F, SAFHA AT, I ALHIB,
ey e, 7w ARG *afe @ FRT &A= 92 | FHAF IFET R SPIfAare TR ¢ WKP Jor4w, T
HOTIETs, SIS ARG T3, To5feF YT @ YT (FoImd = |

Fb TSI FRA-30.9

Ao Sam oieet B (V) o faw-
S IR TCHB 2APTR 5 40T =207
F) GFE LR Q) T YT 27
) AT < 9) L@
21 R @ e EG wgrifEe A
) w5 <) AT TSI TR
) SFS #fely v) Sreifes Jfs

Roa TRl te © - 8 T AT Tew fams
fawre RfSy M0 79T FET TIT A0 ALK BIFIF QFo SAFRAT FIT AR TEo
AFSHT FTI | N AT #1l] w7 Zrere A AR Aoy [Raw Arecs A |
o e @I g e AT
i) SR A
i) e WCTg Ay
iii) el cfo|
faeoa oIS Iow?
F)1ieii <) i 6 iii
) i 8 iii ) 1, ii '8 iii
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5-50.9 REARUSIH
Green Marketing

@
Q AT T AR

o O B 77ICE YTl FACe AET; @
o O MFbe-U7 AT TS AT |

AT T, T &Afw, 2 REws Avoaef |
T =T (Keywords)

= & FB-«@3 =t (Concept of Green Marketing)

= AT MEDe-aa 4N Ssbo (AT TWATST e FATe AF | @3 [T q7elTS AT
AfSHITT fRrel S AT A ARRCE 93P QU <71 TACR | QAT AR Fe1ce eFfe wAfaea,
@A -, TR, I, A=A, GG T TR 0% | GFE A0 T2 Aifes #Afaea=,
@ AW, WIS, [fey efedm enifia iR ot <@ 2wz | 2T M- agfes @ smifes
T @ AREeR dfs e =t [T @ ARG F6 =7 1@ [T weaim sifaea
e [afs Teew @ e e 77, (1R et & TeBe 0 |

o EHed Reaa@r Ko FEEEE T FIOSF (Fa AR TTFT 8 THIF & FIS I | ([TN-
AY] GBS FAIT AN ARCIGFI 2107 TAMT Ao I, 2197 Afazs, (efeaad, AT Qe
BT MY AR @ o 9 7 Ced 7% A1 T | oo IS ARE[_ET 98 2=
FRCT R [T @ F90e 27 | S e =67 I GRF o8 (T FIRCT ([0S I |

s MFbe-93 areTe! (Importance of Green Marketing)

e EHe @ @I e A Toqm (@R 207 [ForetT oFv@ AREem Farerer ¢ oAfeaee
SROCNE R0 ARG @ ey sdl =1 | e 29 Miibe-ud o A1 ATSmre! SICEsaT S
BGIH

s. feres To3ima BFE (Developing Marketing Concept): 2« Jt0e 2 STorpifess o
TOAMA ST TFAT | QT [ 64y 2T, [T FRGE 71 (I S_qBres ARIe™
o4 F4T TF 1 |

3. Trome afea Af@$T (Changes in Production Process): s foieitag ar <5 At @t
AW R [T Taa S AR | (@ FIRLAF I€ B!, FIRAAAR vfre #{if a1
T T - T STERAR T (e, IR Feaifere wfis-wimm w0y @ A T
Ao e Togifv CRCAfR R SR (I ST B T |
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. SRNEHSFACIT CFE el (Importance in - Warehousing System): @wrereaae
A A0 I G0 AT IS | NS 2] SR T HTHET & WS Srofar e |
OFA SIo@l THF G PTOFHT 2507 e =7 a1 AREeR oy ove wfows | (78 @ T @
Seiferefere @ AfrIarRa 1 2w, SIReeT of AfTAei Ty 2N 4 0 |

. iz T9ZT SIS (Advancement inTransportation System): #RERFT 7T
TIZE TFAC O TFH2-GF GFY (FIF LT I 7 | IR AT ARG (o AI-FI6 CofF T4
QI IO N (FC6 (-2 7T w1 @pfo owew sAfae erdem s s o ¢ee
ISRE

. R 59919 T3 (Development in Advertising System): 25 STHG-a7 T [@zrom
TRIFE ST AL TN TACZ | FOACAAT AL QI SFACT Tl [zt oweq Afqe=t
T oy ¢ Af Sy fFerg Al T Fd Fw Fae KA oy T2 26 791 27 |
TN &b, e T R Jfad oFeae o A1 *W @ 9N (TN {@HT ed W 77, A
AT T T (0T s ATF |

. *Iffz™ @ ¢St (Contribution in Preserving Environment): A3 5w @ wf
SR I IPTR R (TR e Newfor-a a1 afosimy x| @ siewy e Siesf-aa
I SAely ToNwe, Fewel, e, [z 716a (%@ AR [Rerew Fidaw gz 340
Y | T, 26l (ees Feeite ¢ wifefis s smicd wfee «¥w engfes smid e« At
STST AN SHI LIS THAMIC Lo (WMTF G-I T4l R |

. “Afda Rags seeaet Toft (CreatingA wareness about Environment): 29 Sit@Geastey
RATHIACE ARCRIHIT G TR MR A AL AT (ol I CRT ARICPS A
T ST AGST FE (S 2 | 2RI TFAT 8 S AT (S S TANNE NG
T (ST Ty (o7 RGN ST ALt &2 FC | TR FAPIN 207 MLITNS (FSIna At
T pon I@ (O 2R | @N: (o7 ATIE (Iocd @)l AFe“ IR 79 SftRs wext
QI TG T 717, “GAfR @ oig #Aeie”, “sAfea " 90 gl w g oy
wFfoaa” Topifn apeifae NCFBLIFE S=miw |

x Rredia are R #Affbe @RRT NRFH FEeE T T R T oy
' GRS FIAET FTH o4 |

@ ATLHA:

@ fste Team A A Jaafs S @ e e 7@, G713 e e wefoe qeeT |
Q@ ToW U AT o107 &F© FAF TN ARCIHRITI 2107 TAM Mgl I, A7 79z,
TSRl FTRael QTR S{BIRETE TR ARG (@ w10 1 &7 (e a7 e | By b «@ree

AT FRIHC ST AT QIR Galceld Tegy #Af7ea=! [ags svee! Tofd 367 |
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TR R AR el WzRetE IfITS @t Ut @ T A 20f5 [ afedr wEe |
fifeg @rnfag Kfeg qiees Sge 747 77 [efite a3 Tifs SR 3@ (/G 6@ | T o =P
FFeT] i AT | [P AP A0 TS DIl *1R0a o o [ oot fye 72 2 e
TG ooy REEe [Rae gz 6 |

F. SRS AIHOL FI?

o, e eBe AR Ay e SeoTifEs Fea - R A |

F, W AT T (P QR oA T T |

q. Twics S TR R TR0 TR Prareia It e w6 |
Wﬁﬁ_
fdr, wfaer ¢ fsfrefmremg fom =aA1d | or=T oreraR Aot (e @ Tt Ay tofa
TR | ST TR AN S «@Ta FoioE AA CofF I | AT TN @I #[eq “Afifbleg &=y
SR STAIANZGT ML [y (@Feima M @ FF | AT S [T GT A | IOTN ST
I I ~Mfvifre ¢ fafae yrar R afediem [feg =mice wima tefage #dy i
Praie e |

0 06 LU v

3. oorF o Jl? >
4, “OREIRA TCHBL G NLTT I SATIRN @I 1 " — [T T | 3
. TwIoIE Sl ST T (@I A0 oo 7ot efswfers 2re- amd FF | ©
. “9e3 I[FET SAmifte ¢ fTafge yoar fofa afesime [fey =mite 2907 seazg e
AT PR Bfl AT — (oat fofes <@ Srare= 3 Rrewe 3 | 8

o—w e

NG TITA- 50.5 1 5. F 2.4 °.F 8.3

AITET TTR- $0.3: 3. F .o ©, 4 8. o

I FEAT- 0.0 : 3. ¥ 2T ©. o

ACIGT JE- 0.8 : 5. o L7 ©. 9

SATET TETRA- d0.¢ : 5. ¥ .3 °.F 8.9 €. ¥

MIGT THRA- do.b: 5. 9 3.7 ©. 9 8.%

TG FEFA- $0.9: 5. ¥ . °.F 8.9

ST e

(SIS AR &Afe AT GF TS (BB P | T A
YT PACO TG O 54T FCF AT (OIS Rpey/ AT T FAIT (HT
TF PI FAPO e/ AT (0T IGFT Vot X7 BT | I Pl
AT JZT P G R I ANGT AFCE AT | AP
el @I AIPGRT AP A (VTP JIRIT FACET [Feer (F ©Fr
Gie JI2F F9 (A [FO A | (SIGImT e @ 4F0TT
AFISTT FIFC 7 4FCAT [[oATRE 97 AT o I AT
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Bovee, C.L., Houston, M.J.& Thill, J. V.Marketing, McGraw- New York.

Kotler, P. & Armstrong, G. Principles of Marketing. USA. Pearson Education.

Kotler, P. & Keller,. K.L. Marketing Management. India. Pearson India Education Services.
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