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Marketing Functions: Concept and Importance
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Buying and Selling
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FRATHT TLAMCTR G &OIF T4 Ag® T | = FO# A9l SR (ST AWM GINefes
T ZrEe A AR 9T GIPETSGd QeTT CETE el FCF AT T | SHIRITTR, AFEE
@R, T 8 I LS Taroee “Afiee 270 | 2417 g Tara oA S0 (9I0eT A1 T oIt -5ee
I W A | 9T AT AR AT e ToF e Fare 7 | I Tove I Ao AN,
O QGTHAT TgW I AT LTS T | 9T, ISl AN, S (Wi Iepif wfiie siftmifafe
AT T fRIfiTe A e enINETeFAed RS | oW, (oleT Wi, Wy, e, 7Y, & Tehifen
G AT STHY (L I & T AR LTS | 2] (Tferorda wfposel «fie I
AW TSI IIRe AT T AN 2 QAINES FF ACS T | MLFIOATT FeTwe FIY
TeAA M, SAIEFIE, Yo WM, A7l 7] Tyl Fe e = |

Ay Rl ewnieresaced @9 (Importance of Warehousing in Marketing)

5. TS TATIM B (Creation of Time Utility): SCHF Aoy St Il 71 = Sesfifre =7 T,
IRCER O GIFIE @R Beolifre 20 AT | <126 @I =07 AT I=92 IR A9 LTASH 2T |
Aol FTHT FCH (NN MG TRAMH IRCIT A A JRRCET S 47 IR A | ©IR
TR AT FATIATS AT B =T |

3. fAafire 37971 (Regularity in Supply): TIPSR T (SER 7607 FRARR i
Ty CIPT-#07 SRAMCTT 211 el 41 Tfoe | [fog a<ia *p7, woll, sris Torifn s
T QWIS (I AT AR | ACHE 25T G37 (AN e, o, Wiy, w1 Topifong Aeaswet w0 Al
A | T YT TN QA G SIS IR (OGRS FNIRAR F41 78] 27 |

©. JIARE TIF-7o=T 7 (Reduction of Business Fluctuations): 77 &R ST
FANRE CYF-ASCT AfOFeTe! (NFICIE] FT A | TLF GIPTF TWl Be0e AF, ©IF Teofffne
o[el] I T ZCE O TRAMCAT ISHA oIf S SIES AT | GFTSE T AR 5zl Slged
T, ©IT AN (AT ST AR (=T e F=aarz 5 a7 |

8. =U f¥feRerer W7 (Stabilization of Prices): *¢7 T F(F SIfAl @ FIACEA Ny
TR AT T4 T | BT 8 FIRANE A AW A ACF S-S ZT 0, T [Ty

ﬁm Ol G AT |

¢. 7w Z9 (Place of Storage): 2SR AT JITT ALHCIT JI7F T4 ©H® A TRAMTES
oreta M Sftw et Gfeq Tay ARLEas 2 | AN RS B SRAFS A AT
AR P 7, AR TAI AR @R (OIS THRCT 8 TN LT 2/) AR T AT |
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b, RS AT ASF Ty (Proper care of Merchandise in Storage): “7ieIa @< Gy
GRS FF AT T O AT T T QTASH | 24907 S ST AT [ AR o
(OISR e (o1t ¢ =7 | 37, Sfwrs, Irem, A, 5%, RN GR Ao SR qB
JfF ZCS 2AAPINDT T T T 27 |

q. Aff9=T FIT X (Reduction of Transportation Cost): YRS el FeFTHT FAF ST
T N I AT o197 GFf@e F0F | FHF 297 F@R G W G0 FIIAIR AT T
AR T 2T | FR @ SAfTITe ooy iz T4 2 @ 2fS 37 IV =7

. IRFZT (Reduction of Risk): FAINLET ACFIAAIC Aely A= I 2l Wifers iferpieay e
Gioe Fom3 e 0T FACS AR | AT P e oy =l farers 7= 64 |

5. T I (Reduction of Prices): JTFI IIZ AP FCT TAMFA OftAd Whofqs oy
TRFHC TS B | GOIT FMEFHA GG AT Y KT TRTST I | ToAMS A0l Feol
AR AL (oI AfFed TeAMH Tolfes 27 | IH© TRAMEART T TN 9FF T 8 qFF
TETRPT AR |

so. kTR wifwl THIAT (Satisfying Future Demand): SRER Sifend e i <=l
Tesime SAfbifere & | Swe (Feaz, Reow w03 7o 797 Grad @@, SifEr 3R weeE 53y
Teoivie A0S T | ©1F T© e #14@ 5ifEwia Bu 711 27, ©© e =@ ely sTeger Tt weifaz |

Y. I st (Other Kinds of Importance): SIH8 S0 SIS #[efioF UG F41
AT : (F) IO Aoy (AT A, SINF, A=) T e [t SR A1 N1y eAfewqiz rezewel
T 0 T 71| @ 4T ARG SIS RE-FRE SAeAeE R A (4) =9
TAWTR ATTF SIS AfSTS SAM BIFTCR qreqm St 78K 77, [ 1 WA TS SSIq
SfRIe SIGITET g AR =5 @I () g fog =16y (G, SO @ e ofely) TesAmasier (4
T AT SR IFRTF A ACF |

'5( freidin dw GITAT ~Iol7 SRS T (] ATATCT?- AT T2 |

o7 e

T ey T=AAifre =7 ORI (A @ FIC 247 (O =7 OT B 20 NS Id Az e
Tt 9Yf% T | Teo (TF AT (@2 Ty Rfey e SR T9%e @, [ (F) T oA
(@ 8 LT 21Y), () T AR (oY ¢ AHE 712) @ (o) e 2ifsaes | e sz 493
QALY ACET AT ARRIZIT T QA & #1248 T4 e 27 | AR W4 (oot @ f[uarsia Tt
QT Ffre 27 | Wk, SifEnl 8 @R W0 ANERT AR & Kool sifiaes ewged o
AT I | TMWCE, QANSTORAT Il #0l] FFHe AT A8 @I ewes)d F1er | =AM 7=
PR TIRE R 8 TG T SANGoTqd TS THEM B I | Aoy Roperea
SNINSTSFACIT GPP=Ie TR ST TNTS TATA 32, fFafire Aoy seaarz, HeRe Tf-
TSt 2, e Ffeerel Wiz, Teafire wara #fos g, Az T2, e, T,
ofEyres bifRnl B @ W=y e e CFid Ofil T |
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TR afiresae @ sRifTesad

Standardization and Grading

@ =

Q A1y CITT oI
o AfOFAN FF QIR FACS ARE;
o o] RN AfNTSFATIT ¢F TIFACS RCIT;
o SfTeFA FF I FACS I
o oy ool ~RfTeaaeR ¢FY Tre ARCET; 93
o fiToFael @ “RIfTeFACI T4y LT TS 2AF= |

o
i e, e S, AR
4T * (Keywords) |

= % 2froTaCo IR (Definition of Standardization)

= Bl “Standardization” *w(5a wifexifae s efirowad T W Fdiwe | I 2T (Standard)
*fs (AF W iae ST Teoife | T 2@ @@ [6g7 @dlierd (Quality) @35 2wl | @3 Stay
ffes AF THASR (Uniformity) dRel | e *1tg W9 Ie0ce (@ JeIF AfRgs 1 e T
(Physical) I3 | AT 2[GLAIF GG, NS, T&gfe, T I 7, Y, {77 A Sy fZ5s &f*1Er
-9 TOGE | 2 TeFae BIOC A g A Ifeperng 7ifFs | afiresad 2wz oo Ffms
(Criteria) €Rer 371, T L AHERTT 2R e AP | N7 AMGS APTI=2 20l i | T4F @
G35 o[l efirosad T4 77, ©IT G qE JICT T (@ WS 0T A 2[Teia A R | WS Gire
PR FE0 IR, 2N M2 N ZF T2 T0R T WG 1 firsamae | oiHiaa Moo &HER 89a
fofe a@ W= e w4 =7 | e W 7 T2 21 21wy «fre s 27 |

e S0 sl e ¢ {aw I sfsHreTer Ffen Srweey AerAaE Jfe A WWHEeEE Tow
fofe @03 witenm W et w1 =7 | W W7o afirewaers 3 27 | efsfe MF Spia e
fifeq et Row Ta[ T “ifTesad | t@Fel 8 (SER 77 affewqe ¢ sHifrewae 378 v |
FIF Aely FAME T SR~ 20T (@R QP2 [TF A6y [q7 AR 7117 T FAcS AT |
TS SIF L, T 8 *Eq ToBT (@14 27 | elfiTeae TS AZEred A, IR G ST
TS #TeT [HRTS T2 *TS et emIT I AT | 2T ATl wefed ST ATE 0T FEZT AT |

o7 fIoet eftesacaa @9 (Importance of Standardization in Marketing)
» o[y fIoeTs LR Sy AfTSFACET AT AT @elfed, JFE, 8o« o5l SR «o7F [feg
ST Ofl 41 AT |
v B sifeegar azeas Mo afiressace Aty Wi ufae a1 =7 |
A R ool ST efNeRAcR TTT AE O T T I AFOICe T SN
SITCE R, AR, ReerwerR Foni sty srime a1 = |
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»  RASF TR 267 I AFE IR (@Fo! A (SIS ©IF AL 8 Fo A& 7y F1fow Fare
AN, T (ol Il (SEF TIB TS F41 7T |
n SN T [ife A ST e W, W S5 SR (efesaed CRd A 27 |

*Hifesa0 Wewt (Definition of Grading)

afToaae afe e Ffeorr I 7 70 =5 | afefoe MR ‘@w 390 = | 991 T A @8
fefere fafey emim FR=Er ¢ FEere s [Kfey @it Ree wa =01 gvgae! [@fFen fofere
TR A ferem efieies @ &7 s’iftreswe | sZF-difre @ sifrewaes ¥ fofe | Joar @t
oz, AHifTesa ¢ efforad gt worle A woe-  FoeE Tor I+ @ve | affewad Iore
sfifresad wdEw, coufd “Hifresqel Iete affewqel I AT R AT o6y vl wiF g
T IGFEHA @A TG AN (I TG AL AT AR O e Faiw @6 g == sAeera
FRTSTAT | TAIRICTTH/A, =] T WECF I Teoifg FF A1 i S@id feg oifice foe
FECO AT |

oy Rt siifresacis @9 (Importance of Grading in Marketing)

»  REEa A Aol ARiRresae wea et 1R SRl R e gaaEeed A=ee F0 I |
(@ST A (O [fSgea T 3 €A o107 W Sima AQIRE 88 I AW W | O
*IfRreFACeIR M<ye [Afeg (el 3t (ore [ifeq erare i vifewT s@er w4 T |
= o] ARIRISTHACIR 0 (ST 8 (SIS IR N ANTHIRT T/ Seet Rl Tl vt A |
»  gfreaael ST oy ARifTeFeR T Me [foget SRt A5 ey fufae war w7 27 |
" TR SRR TN AR 2R foFe! SRid o (Ofe FHIe I S FIC ] AR

I T

afeFa 8 Hfifresacia Wor idsT (Differences between Standardization and Grading)

AfreFae ¢ AARCFACE N4 @R AT ACACR ©F Wz AC=1foe el

S, e fafve Sevwe SR ooy I G @f 31 | afresaeits fofe s A [feges
@we fRdfae s dfeee afiresae | o 9% dfems Afrssae 90T |
T |

3. TFY afiresace T 2fedr T4 2 | FARFACT TH APINE GF 9F 4FF

ANTCF T 40 7 |

0. FEH &P | efeTad 9 e AT “AfeseT | AAivosae AR F1 27 AT
A Il | T |

8. T FICSE 47 ST AfeFaced e et | Affedared de 7NE 2q9 97
AT | Aifreaas 4 T |

¢. qoF ggfe | dfewaee Whe 1 few sw @ | cRffTesad St A =i s @
S T | TS T |

v, fofs A [feger, @ @REr,  wded | dfiresade fofe @ oRifresaer w4t
Borif SR efrewa w1 =7 | el
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afirezgel 1 7 fFeia?

9 |

81
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i) TorelR TSP

i) RTeR =W SPFIE

iii) TeFOI AIE WP
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)i eii <) ii @ iii
M) i 8 ii 9) i, ii @ iii
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Packaging and Advertising

@

Q A1F CITT oY
o (AMTFFAN TIF QKT S FACS A
o oy AT ST @FY SFS ARCI;
o G T T FACO AACERT; @I
o ~oy et GIaa @Y SFCS I |

IR, TIefeaeel, Aferaresad, (e fyfad, F=y-tarel, Yo<r
T Al (Keywords) | T, 0 G wifew 2 |

= % cefaceR et (Definition of Packaging)

= AR A, ESIFFAT ZCEAT AT oAy TR T 2w A EIeS-14E [T I |
fRigere “te (FE (MeS-q14IR W4T A | PR At Wy ARERe vy, We-N s
A1 I (efereites ) [Rew 390 | (GG [AET TS (AT T G A7 27fee T4 27 =71,
ANCF (ST A TRYFFINT F5 LA FE (SIS (GIFFAER TSN STorly | TR, (NGfFHeT
TE AR MBI Fewwel, +iides 8 Feq 2© (AF TF FAF & AN (NS [74iel, THFe,
TR @ AT AT AR A SG® AP BICS AN |

sty fot tefesacds @9 (Importance of Packaging in Marketing)
" IR NIHICT AR N @ @S (f¥BY Aol T 78 27 |
" AT TGRS AT AR AfSFeT RIS |, ¥, SREAGie 78 To5ivr TNl (ATF AT

T 41 T |
" SO RN T, A2, B TIUT AT (ST 8 (SIEF AT T[T A 8 FAZLE A Fl
qA |

D (WTE AN A ATGNE O (ST AF; @A AT €T, TAFAe, q9d fJfy,
TRAABIET TOJIW | GTFCET TEFeT € (SIS 2/6] FTE HZCE TIN0e AT |
" O] (SR FET OF B (ATF AEE I SA0l7 A2 T4 7% 27 |

fReereita seeat (Definition of Advertising)

@ 27 ¢ eRIE ew 3fae o I GRS =AY ¢ ORT TEee v g
(e, afedmes s s wfifoe s o @3 @M M AR e TR = [T
T I | eIy TAMT FACTL TRAMABIA IS (T T AR A1 | Tl #Aoly Gapsicet fas Rawa
T Ty Ay THIFS IF71-37 St w66 (RICAT AT | Geafel IR 2[7 T e AR
©YNE SIAS K A9 G-T0R] SIS | F-20-] ST SPAIRCT N0 FGIT-TFOIA B = | ool
AT (FOI TR MY (OIS AFS (FOIT HATRT® T &y ©y=)ef AFEN orayy Fwfere Kearey
(IR T4 Q| P P G0 GO [ e #tea qrens e Fa wpiey @3 [y sieeye e
TRAIRS IR MHF-ToITS SAToBIEeTy IS AR |
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AT I A, AT affe Gt W8 S Srweey (@i Afedi A1 SR e welfed,
TS, TR, TRF-R[E AT ST (BT STKIRee A [ioq TR TR 9 <10 o
@i e ~Ifafoe =70 | Rearem [ e CF@ a9 G0 @R TF AR SeATre ey FtH
GECS THRS TG T SIS ©F A0 @0 TADe Tl A 1T T, [e@raiey Reer 72w
TAST AT 8 TFSH AN SN HLAF (FAIFCE (@I oy AT G TN g St | Rearoy wifzwr
BT AYH S | GF AR TPIAE 0 8 ORI FoE NARS F4I TH, ST 04 TR 202 |
COTeT I G3R STAFOII SR I AfSHITT SRS 9T 47T 2 |

“te7 fopeit Reet=itie @9 (Importance of Advertising in Marketing)
» R T T (FO B FA |
» Rl oy @ TR bIfRwl JfEre e SRS ST 5 |
= R RS IC A4y ¢ R bifRwT Iy F AR |
» G Tou ST el ISR QR A& AT IR | T (SIS T9d #0y [Face oy

BN
» e [y eI Atea ARSI A oA T b I A0S (@Ol (i F$ e =
o[} T FACS AT |

» RGN (FOIE A9 @ etAib® F; T [RGq Jia A |

n (RIS SeeN e e [ e - L qoieleS #{eelia af o wea i
sAfrrer i w4l |

= el efStRifTeT GIPIeT eror FRHe! 6 |

5( [REIRIEEIIC] wefee 8 e b I ey o1y |

/o7 e

(TSTFT ZCAT AT S & 07 A7 A (NTF-4IE FAIF AP IS | TSR NI
AT TF 8 QTS (BT ATl T T T | A0 (NSFFACIT FCE OF FIT (AT AEE JIA AT
SRR AT RS & | PO elfS Gl WigE FAE STy (I AfSvi 1 [FERTe witeira wead,
Toiforet, SIS, TIRR-RIY I S5y (@) SRR e [fog TrIea TRy 9e K70
O R e e =1 [Ger ToT TgF (@R 2 T | RGN @enSE Ay Wy ArAive
T T T g o

Hj ISR FEVHA-0.4

w5 Tatag et B (V) o faw-

S TACRFACeR T 2T (T M0 IS LT ARCS AT 2
T) G <) weos T
o) ST ) 2af#2y
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