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Market Segmentation and Marketing Mix 8
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Market: Concept and Characteristics
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E% e FTIfFS 9@ (Concept of Market)
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@7 Philip Kotler & Gary Armstrong J[GIR (& @ Gl e IACRA ©F T, “A
market is the set of actual and potential buyers of a product or service.” R ISIF e
@ GG [0l I G &FS @ TP (O ANE |

YA Skinner 4 W09, “A market is a group of people who need and want a particular
product and have the buying power, willingness and authority to purchase the product.”
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Classification of Market
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Philip Kotler & Gary Armstrong TOI®RIGIET A&l I &, “Consumer market
consists of all the individuals and households who buy or acquire goods and services for
personal consumption” SR (SERAER T F1IF A& QR PR PRESRIOE e 45w
JRT A9 A G & I BST (SI0 Gy |

Steven J. Skinner TSI®RISR FCF 0, “Consumer market includes purchasers or
persons in households who plan to consume or benefit from the purchased products and
who do not buy products for the purpose of making profits.” SR TG ISR (Fome A
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g qrene-9 S1eeet (Definition of Industrial Market)
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Philip Kotler & Gary Armstrong fgRres kel Weaced @eitd, “The business market
comprises all the organizations that buy goods and services for use in the production of

BTG o BI-Yr



Teomme R @ e (RS 71@)

other products and services that are sold, rented or supplied to others.” SR S5 ey
G/l Teoive F [R@w, % gwid A Smd NIooRREaR F9 ACH AN 8 (ORI SIS
AAGTRTAT 708 AT e o1 |

RISt wegel e e Steven J. Skinner IS, “Industrial market includes individual
or groups that purchase products for resale, direct use in the production of other products
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CERER 8 FEREEd o AT (Differences between Consumer Market and

Industrial Market)
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Market Segmentation: Concept and Advantages
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o T RefEFal-qq e AT FACS AET; G2
* IR Refeaceid ToFIoRTE SiHre AR |

TR WA, 1 foter, fopere e, Resraifars s |
T *MAET(Keywords)

= % e [efewaraa €19t (Concept of Market Segmentation)

= T e, ISR [ofewael e wHed Y ALF [T Tewg & @ 2 e
SR IS 8 TR (! T (SIS (RIS (RGN [o® F1F (@R |

GG AFSHIT Aely BAWTRT ST T 2T ST MBI S 7T1F @0 (ore! s Fa 2amT 1 |
@ @I (SIER TS (OIS AfSHT ey 7, ©f [T A9 o7 (SIEwa aF3H7 @¥iEy
(- 37, BT, CIfRmel 1 S2eeT) SPTite e e el = | Gl THBT (A2 e [efemae
QAT e |

W@ T AT (@, 20T (ol A SR IR SR K-, GLita-CRIt [RFFeSE Sy 3G |
T (TSl qF QRN (FUQS ACE T | GRTNS, SIMF LTACH, HIfh G TH-SIAE OF TICAF 7 |
FCE AT TAWE A [T P JIRCPT W6 qF8 TATT 2] orelq Face AT 9 | IJPTF
Af SR ot wwors fo fog v | qrentag [fey St @ 5 @3 219w Ao [opels
T O T T2 IO | O3 A e AfSPe3 @ ST G T [ B IR
JEEd fog o S &4 T BB I | ISR A7 AHE 0 W IASF-9 I 8-
JERA(Segment) | (T ASF-NLH SETSICI 2Iy ool S0 AT OIS F1 M8, 2AFSHTTE BT =
Sol] IAAES FA &) T3> A IR | GTFCE Ol (T FIS(B I ©F ZCEAT AT Il wexete fofers
FF; TS I TGt W THRER 7 9F I 9FIfF =l 7 e I3 @3 o1 [y [ &ifve
G S BIfRAR SIS 2/ely Cofd A7 el whyfoaee aea | @B elfeies <= 27 wrelE
fqsiel (Target Marketing) |

s fref&saea st (Definition of Market Segmentation)
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FOIF FOor (BT ASIME IESG AR (Sub-markets or Segments) & TR (Srema @By
ST 2] AREISOFACIT ATHBT ST = | AARANS (SIS MACE S I3, [Fe@T I Sl o7
I SO (AT SPANT FEI6 ST Ol F1 T | ATSII0 O 9F G0 TA-IMGF IRISHF-ex
e #AfFve |

) IERCE (Whole markets) GoItI TA-Irend A1 ofqoies [iew w3 afewies w7 [ofewae
Jrend oo™ (Market segmentation) I | <R RFa o 2, (AMF#8) qaz SHICER 894 fofe
FCE SIAce @fefqeyeT T afer e Refewad e #ifafve | |

IR efEwae Tt foxis Fewr QA Srad 4 Z0E-

Philip Kotler & Gary Armstrong I/&iq Refeaael el 1 W, “Market segmentation
is the subdividing of a market into distinct subsets of customers, where any subset may
conceivably be selected as market target to be reached with a distinct mix.” 2R aF

CIAE FED0 THAY (OFF GRS Sofeee F9 qIN2 AEF [efewmad, @A @
(FI TATIOCE IS TG, RO (W10 I Foq (ool el T2 T &0 F40
I |

Steven J. Skinner ST, “Market segmentation is the proess of dividing a total market into
groups of consumers who have relatively similar product needs.” 9t e Kefewe 2
Y ST FEAG (OIS ©f T AT ACATNCL QT[T Fwe] #{Telya HifRwm AR |

TFge. (&, IBION-a7 NS, “The process of dividing the total, heterogeneous market for a

product into several sub-markets or segments, each of which tends to be homogenous in all
significant aspects.” e (@ AT S ISR AL e A &S Tof-Arers
31 THfe frew w7 efees qre freree e |

ST S FRMCES AR OISR T[T SRIZ (TS A2 | #ATCRG FT (VT 2P 747,
PRI @I T IaT addad (Market Aggregation)-93 (@R ol feet | &€
e RrereTe e e Atere |

IR frefesaed o @ @5 @5 W @ e (o =7, oima aFfs So[G (e Topefaes
TV Z AT | 58 fel TR e A1 uFe wey (@AfEy fars e ety @ A,
Evpeyere STiaE e cote! e fifey At fefere war IreRETewaR fRded Fowts
Torelel I TA-ISIE O FAF2 IS [efewaer @7 27 |

T Refewaia Swifaer (Advantages of Market Segmentation)
e Refewad o bR ¢ @R (F@ @Il 999 MREEH | e [Fofewe okl @ 37
R 3T SIS A T EretET [ 3ffe 2@

S, YAMRYE gEanEe R (Comparative Analysis of Opportunities): &I
oG T AT Rraro! Kool A JR-RLRMT Yo (@7 T QTR GeanEmT
fRrewer Face =ia | farewE afswifer sfieifrre Ruast ares Saifen s ewameare
el T ongERT G eIE & AR Ahe! Sieics 21ed | [y afswifar e @
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Tol-feits QR ma SR AGRRE I {7, Wity ek w (12 To-AraEtE o
fers “iely qreaeTe AT G HEPE (T |

2. ool viftmifefes b @z (Adopting Programs based on Consumer’s Demand):
e ReETd @ Rrrots A0y ¢ Re- RS AT RGN T4y NGy [
FRITS! FC | AT 4R A=y (Potential) (STSNF G Y AF2 TG & GF0AIG oy
TP o 7w SAeens Reerel ey @faw core siftwl sfdemeas &= Sl sietms
[T T QR TS AT |

o, T FR@E gt wxwet (Facilitating Execution of Marketing Program) : %2 I&=
fF@1E (Market segments) 5ifzwr 77 witaa $o7 fofe I frare! o @ @ Aen
R IS AE | (@ o vifzwr @, Riaret @ e oy wifss sifasee wi¢f <95 Fce
AT |

8. uf¥® R@T (More Sales): & [Refewarid 7l @3 JEd S_FS (orema [feg Tmw
BIfEAT TIE wafEe e 77 | Tee [fvw weed wRfers f(fey weaa 217 Iied t=ee WMo 5
fercaa st Jia vl 789 |

¢. AT AW A (ore fBfFesad (Identifying Right Market or Consumer): I
Rl T TAMT ©IF AAPANA AfFF IS AT (ST (BT e Fare oI | e
Afsrafrenes e 2B @ #Teha SAF [y F4I 76 TF |

b, SIfW SRR 77 WE<AR (Delivering Product according to Demand): I Reeas
e et fifeg So-aram A Fh9 R A | QTSR OR (SIE SIfRw St
AT IS TSFACNT TIZT AT FACS 2T |

q. Reowife e (Specialized Marketing): Je9 [Refewacia T [edme afss
Reeraifire @ aefifae a1 81 | 9T YT (SISTMT A-NFRT, PH-CAbay So5iva T AfeF
Ty feeter T3fb ez 1 27 | e R FS IBIYIA QR WK TR 2 A |

b. JEE-A @ (Increasing Marketing Opportunities): e Refewaes M avew

Teomaeial [WME Wge (e Sife It g I | T SAMasRl e ARaeEa
AT AN ~Aely, (it ol ARRS T 37 o S @zt 19 27 |

5. foew e v 9T (Efficient usage of Marketing Budget): Ies Remea a=r
TR (SIER [(foq el S\Ye 41 W8T | T [AFFIar [{foq Aeia S bifal 8 wFg
SR ACSHALRT FACS AN | TS ICSB IBIYRAT 27 AR AT 578 (@14 F1 78K 27 |

so. [J@ 9 8 @57t (Advertisement and Promotion): I&F Aeea T twrorr oy
TSI B! SR S0 2N | @S W e vifitwe @fre Rieret o [eetew @
bIReR Prae fHre #I1ee |

TARES IO (AfFCS I AR (T, IS A I (@A [oferey F31fd v 2 &y
GG TG ICR(F AR ST o F41 &7 |

BTG b B-a8



Teomme R @ e (RS 71@)

§( e e TR FET (A IS [oIe S0 (@I (@i AT (S FI0R?

Vo7 e

N ASRACE ©fFf I A GANE A7 [0 e | A e T @ (@6 (@B N (6
IeE Roe 77, St 93 W9ET @@ FTfwe weml '@ AT | e Refewaem w5
fereiair g AR corr F6; A JRM-FR[R wearges [eagd, oreR vifnifefes 50 azd,
ot @Y gzt AREel, Wfe [ern, AT e O Sre e, sifar SEift oy TR,
Reerifire R, Irera-gear I, Ko e v TR 93 AF [ ¢ oo |

Hj ISR FEVIH-8.9

3 Tarm <Nt B (V) o -
S e efesars (af#Er @io?
) L T (BT AT ISR KOS <) Aol I

) AU TR q) oy e

31 fafeg e fefers reiats @ (@5 S ot 1 27 St fF qeeT?
%) Market ¥) Promotion
%) Segment 9) Distribution

O ISR EEFACE T Wb @I Fr KT I&T (T AF?
i) s qrea e
i)  ifenr S sy TR
iii) Qe e v IR
foeoa IS Iow?
F)ieii ) ii @ iii
) 18 iii 9) 1, ii @ iii
8| e (@i e e Refewad w4t 237

F) ool TN <) T@rel/ (SIER &HER [Kfegem Fae
o) #1eIy &I ) TFSl/ (SIS FH &y
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Bases for Segmenting Market

@ o

Q A N S
o (% JEF Refewmaces fefermz Ifar Fare #7ea=;
o fig JoH Refewariw fofemz wmre Reaw; ¥dg
o TP AT fefewared KAy RETemR [T FACS AR |

et fefeaa, eprefeles efewad, Treifge efew,
WW(Keywords) Tnadfefes fefeEwad |

éé ffeq Tolier ol afoBiv iaia ReTer SaCe #Ii | e Refem aF frefewrs e
soycem foy foq @3 &re Aa | MYRIe (SreRE™ (Consumer market) 8 fRigRIeR
(Industirial market)-93 & fRefeaareR fofe J=m TF0E W AT | T @3 ToU 47 ST
Refemares fofemz STeTsaT 54T =0T |

ToreRER Refewaria fofeT g (Bases for Segmenting Consumer Market)
TOEREE efewad
v
v v v v
Tt Geerifefes (g EIPERISIcES
frefewad frefewad frefewad frefeaer

5@ 8.3: (PRGN Refewad TAmMTNR

SreRIEE Refesad Tze SEaEry eifas, arriiefes, TREifges ¢ AbEyEs TAmTTIR
8.3 T fora e T4 TR | QAT TAMTAR T2 NS FT ZCEI-

S, (Oltiifes Ref&Fae (Geographic Segmentation): W3 AR e IERE (o ==
(I TeAree, = &=eet Beyif), (ot (I B, g, A Teiv), *rrad Swed ergfen
fofere fTow 341 27 | YSIF ASF RefEFAET TN N F41 W (@, ISIET BT &9fF fofe
T JreE RSl (Potentiallity) 8 oor=ifiFs a3 eifie 2@ 4@ | @ *m&fete PR
IEEEEEE FEoT T W @EE  (OIE SgitE W RIS JAeeEE €7 17 |
Sanfere seres fofers Rew Fa 9 @9 AfSP @F A1 GFIfF eI =y v Frars
e AT | S AR AT QeI (AT STgait AFm sifewr fFiae 35 |

R, GRANfefes Refesae (Demographic Segmentation): €%+ [efewatad Ty [feg awa
GeeTeArfefes BaAme, Tt I3, 7% (Gender), SRR e, o3, oM, NI Si<w-
b, Trerre! 3efig Toiw fofe Fa TN ST IS0 A O F41 2 | ANIGE @
fefares o Referat =@ | T % [Ued @ @ ANG 9 AR @ 940w,

BTG b By



Teomme R @ e (RS 71@)

fefqcen @ema O AN @ 9 TWRE 9 | JRFmd [(fog @oite [eoee $99 F @
GRS ERCAMINGT Y2 S | @ I FiFe, Geprerifefed Somitas Aty aRdma
LTS, SIfEAT 8 “1-JRNET 2 IO FHFES | @ Ele, @ SAMTIET AT SARITTI
NI AR T e |

©. T oifges [Refesae (Psychographic Segmentation): (S[IMa &R TifF© 3613 (Life
style) @ FfeTea MftFR TR fofe I e [Reiem +41 20 ©itF Tsifgs [Refewad @
T | G2 GPRYITSies werge @Temd Wiqy [y a9iEe Tasifgeesme [RQe Fa0e /1t |
GIRAEIG TR (Ol R $91F & 2o RER 0 | SHIRFrTRe, Iew I HARTEIA
GIRAERIY 8 qFCH IRE Al (- GIREEN qF 7 | ©f2 qI6H el (SIema

8. InAdfefes Refewa+ (Behavioral Segmentation): (FOIM A9y THFS W, NAOF 8
AT TR fofere e Refewad w41 20 ©f Svgefefes fTerem i «fdfow | wwe
R T SR @, AT SHMIFTR I [fog S e w1 & T T |
EIGIE

F.  AU-TEST GIN (Season) I ToAr (Occasion): 5w, Foer @ foNRT-9F 7o A
ST MRG0 SEGT 8 WISk FC d5d T I T | (FICF (@A SHF-513%
PRI (@ qoIfefes foree (Occasion segmentation) IR ¢ ACF |

¥,  oofifre Toifaet (Benefits Sought): @36 2147 (ATF (ol F & TowifaeT eyt
Ew, o fofere dw fefewaem afete Tralfteifefes ere  (Benefit
segmentation) SN AfRb® | Sfswe PACCET (F0q G “Mafo FIRF F41 27 |

9. IRQYIFIRAT BIGRT (User Status): T (FOIAAE SRS AT-JIQT TS ST

¥, #o7-39ER T (Usage Rate): (F€ (FC 207 37 @ 5727 77 (Heavy users), (5
(@ TGN AT LT 6 (Medium users), WA (B (FC Sgrag AR 772
3 (Light users) 199 AM-GIRNCIT CIT fofere Iow [efesas T4 & ©IF
TN IR ed AeR Kore &1 27 |

PrgRrets Refesaria ez (Bases for Segmenting Industrial Market)

fRgraTeTa Mgty YezEAima (Industiral users) AT e | @ (R JITTFIATAS ey a2y
IAC; oS e e qrF-«i=el, e, SAReEa T St TR M IR AT | oI
fEREREe FHFTER Ko w4 I | (SERER 8 FgRes [efewaas Ty 4 ow g 133
R TAMIT AR 41 28 PigRiein fefewit fog wfsfae Teoivig fqwaoar a1 &) Waffes

T3 @ Fecel (Wind and Cardozo) Pigatens Refewarem ey fa-4i+ (Two stage) afed A
PCACRA | N QT Fro2F CAMRICET T fofe wea e [RePiR (Macro-segements) J9S FHCO

T(J | CAMFBPTIR RCAI-

. QO RIS e (End Use Market);
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V‘.@.ﬁ‘.—"v.ﬁr

[0 TIRE (Product Application);
&P @ A (Purchase Volume);
cotenferd s @g (Geographical Location);
#[97 TR S (Usage Rate) @

AMaISfE SIS (Organization Structure)

oS T e S CACE e fofe w0 oS SIS e whe wiEE from s
R fre 203 | QT f[{eaey [RFEPTR e

F. e (@37 (Personal Characteristics);

4 MG Py (Perceived Product Importance);

A AR i’Ir_ A (Attitudes towards Suppliers);

9. (lenfer S (Geogrphical Location);

6. @¥-Pras W@ (Buying Decision Criteria) 251 |
IS e Refewaca Reasy ReTZ (Considerable Factors for Effective Market
Segmentation)

o.

ToAmieTa SAfFreiEeTe (Measurability of Elements): I&F Refewacid & Ie@d
gghorem [y e THMIT IR T S = | (@ (S [efewaes owm fofe
TR e el /T I (@S AN | T (Senfefes ar [erifefers e e |
IR TPReTees Refewactd cFa I3, S, (o™ To5if Tamecs fofe e g <4
| AW T-2 [IRE T QT TN (@, Of A2 ARTATANT 26T F*F | SHIRAeTTHw T,
(ST, T2, S oI AT SoAWIF | Jred Ko Ta%e SAMARIR A=y 77 2
RSl Eae AT S=l7 7T -8 ZC® A |

STITAMTST (Accessibility): @IS T geiifer, ear Ar<ge, KT 2T Topifn T <470,
HORCWIE MY @R I A5 2fslB Tol-qrae @y e TE | NI [efewad fTows
IR @ ¢ T AfFere =7 |

FIERIfST (Actionability): &fSft SoI-AEIACE AFEANT I QIR CIRT LRI T FIEF
(AT COSF AN R T 2@ | @, G (25 @ AR @A sofb oifizs @6
fofee o7 | fog @a TR TRAT ¢ (IO TRAT OGN T G =L 7S AT e
QO TS TS AT |

. BA-qreicas fR@eTet (Largeness of Segments): RSf&Tarea M40y (@17 SRS 32 T &

CTeTeT FeTroeitd IR RN AT | TR S-Sy qrerenrs w1 T [oreiaiar
STSETE TAICT G FACS AT N1 | O T ARG (F, st fpeierey sfeelyq agpfos
Ty frSaralter | Rigr=ieetrar Sor-arens BT Fres ARG @14l 2 0 #{1ed | 6E Ty
Tof-EICR ARCHS TR ACLE T RO G et o1t A0 1 |

et (Differentiability): TS -l Ty Ae-[et (AF foF TvG=
(S @ | Tl RoTee weed] 201 7 | @F: @6 PR red [Kaifze ¢ siaifze wizemr
I QFEHA TT (¥, SICE QWAE w96 [oits ew w41 207 91deia |
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‘§( Rrefla e | GO R corleely 6 Rl arai Rew e |

@Wm

e feew A [Refeaaria mafs serem fog fog g zre 1@ o Iwe [efewret
ST, srefeies, el 8 SbTrET TAMTNE IIE T4 TRCR | 63T 8 FAecE!
g fAefewad oy fa-«ief mafeq o Fcares; T -ANES ¢ qEs | IRETOE e
FIAATAINST, SA-IEIER f[ETST 8 AL |

FJj ISR FEITA-8.8

o

R |

9 |

8 |

#fo5< Tara A B (V) o -
(@I #ITeIF SISO TNy ASACE [[ISg TGO S ©if 14 &ferar Zeels
%) W= fadizet <) G S FhA
o) e frefewa ) 4 fqere
e @R (ot IER RefewarT fofs o age?
F) (Stoifers @aI ) SRR
) NS ol ) TATIT AT
F) AT [IRIA q) SR
) T AT q) TATR AT |
Tole R [efemaced fefemig Fa6 it ot F41 TR1?
7) 36 )8 o
) oft T e
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Marketing Mix: Concepts and Elements

@ o

«q 2Ny CNTT A
o o Te AL IRETe ARCT;
o TNl Ao SAMIT T HAPTR T I FACS ARE; QR
o ool fRTel ol REFFIRT SAMIFITIR JIRTT FACS SRR |

ST *HAET (Keywords)

éé 1ol fSvezer 37egat (Definition of Marketing Mix)

“fRope el *fs @ Ir a7t afspia R Faem [feg S+me a1 seomres So
PP AV IR G J9TS 2 | AfSHE @1 2T 55 (Marketing Variables) -7¢7 (Product), &7
(Price), @R (Promotion) @ I%9 (Place) - JIRTT A, CIENSE oo el Fiesy Sfefze 4
T 193 TAMNEE 4P (TR ) I67 =201 o7 ¢GRI oo SRl agqd fog A e |
OA] FRER T047 ACACR ST W, (87, e, faen, R opie, QiRs-ora, stomecaer, sifers!-
T, AR, Tguead Feii | @ FEecT (FIN61E [ivzgend vere Ang 71 et v 9o
TAME AT HARCE SRCLE I TE O SAMAE FE T (@CS A | ANAFOIE @I SAM/5e%
2SI el faeper e <ifafow |

Tt el srifde uft sl

Philip Kotler & Gary Armstrong fR=1elq fS{teidt seeal 579(& 0, “Marketing mix is the set

of controllable tactical marketing tools- product, price, place and promotion- that the firm
blends to produce the response it wants in the target market.” e oo el 2w

@I @FeTere oo 2fSTR- =49y, 3Ty, 3% 8 PIF-9F (16 T (@I 2fSDiT o2 I
STI*S G 2/ Sy e T |

Dalrymple and Parsons “IRGI0 &l M@eS GO, “The Marketing mix is the specific
collection of actions employed by an organisation to stimulate acceptance of its ideas,

products or services” SR o e zren afors war feaifere fxffas widew = @
AFSHITT (eI, =107 A1 T @zt Fare Sgelifars 6 |

THAR StETsa fefers o T @, oo fier 2o af ot sEt gy Sawi ar saced
B | QT ZCEAT: A0l o1, I QR IR | Gete Sgafecs biF 7 e Afdfos |

el fiitets TS (Elements of Marketing Mix)
AfSIPIeEs ISRCETERE AT (SeF 92 eFsd SAPCTR IR [oem I@eE 77 f7g
OreE fIE wRfee 27| afefs efsp™ orem wib-swel, viftw, TF-wHre!, JRa-srjfRar egfe

3T 5 "j'é'T—b‘o
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PRSIt Reeel Fea fvel b el 63 @R RRivter e wecaat tofd 3 | fRevtel e aowtet
TAMIT FACR TAGTER (Sre dfs 7% @ dwd w41 =71 o2 aresi afevnag e e
(STSIA BRI 79 SIS €S FAIT & [T (Nferd beTpetens e wrore wwrpsyel | e
e RSy SR FC SCEDar 540 20 -

il kg

- Z?ITW n @ﬂ%@ﬂ'w

] e u ?I@T

] = T

= RfET Ao Y

" e TS

" R

= oF B QR
e L IEOgE G

L [

o e CIACCn)

»  gfes Rew " Tegw A

" G = RES G|

o

fo@ 8.0: fs1e fee SAmMTR

AT (Product): 7Y RCET (I PN A AT @l AT (I S N LTRSS L FHC©

AT | ASASTOFG AT I AT (ol Il (SIS LTS (7T “Ael] &S FF QR
T IR B | 5 Aely eeers ey wrp=el Somiaetel S sl =eetl-

. 3fo@ (Variety): R&b@ Iece (@ 2147 I CRIE [(og &7 (@of Al (OF 7E8

<.

TR T RAISFOIE ToAZIoT T (@0 |

T (Quality): FF 27T N FCe #teha iy, Feawmirer, wifer, FEwfer,
CRTSEETe! To5ia AABE (@RI 27 |

T (Design): 7T TCAPYE TH*IT FAF AT 070 PR 8 QT G2
I COlET T

M35 (Features): &fSFISR G AUCE AT TG & [RATTIE T@T T
3] T& FF ATNT ARATITO! ST (B3 I |

J® T (Brand Name): @ 7 I CRIE fFesacid JRag s [oeasar
AR @ Ll TN, 21, W, o Toyitn Wi Jyie T I3 I |

e (Packaging): TSRFFACRT TG RAAGTFIET 2T T SFFe AR 2 TR7
BIERT | GRGIS 20 AeTHe, FIFS, Az, R@w e 8 TN oo Fa19
T8 (VT IR 41 =T |

3. & (Price): 9% a7 frdfavers Sr<pear fRtecar sfiweny e 41 79 | (@I AN TR T @
A1 9 (T AT (OIS RATTFIRICT QAT T, St Joy 07 | Tl (Fo] FOF [FONT ang
wifef [T | T, (@l A (SIeT FRER IR Ty @@= SoAWIE | I el Jeel ool
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FRTe GG TAME A AT TN ST FACS 10T | QR (@GFolF Lofr=i, AT 8 #/teia
AT AL Y AN AL (Tl A T Face WAL & | o ffaces A
TRHYS AT ZeeAroiferal-3e (List Price ), 8T (Discount), B¢ (Allowance), #fRT*TTad
T (Payment period) @3 Jifece e =S (Credit terms) |

©. &9 (Promotion): &Sl Il (SIGFA Y NSRRI 4T FCAT P11 | PCER
fifeq TAMITa N [aaa&r (@l A (SIE[ IR 2147 THF O e I0F, 2147 T
TR AW FRAIR 2] T AT M FEAE A | 2 vifzwr Tofa Facs, sifent €03 qr4ws,
q3e efsrifer Bt AR o [ifey aoragee FRGER A [Reeaa[ e AF | 9I_
FRGER M IR [T (Advertising), K& @971 (Sales Promotion), /eI (Public
Relations) €3} I5f&w @ (Personal Selling) |

8. I%+ I I (Distribution or Place): %97 IBa MU [orawiar AT (ol A (ST FI0R
TP A5 Yena [ 210 aife f[{fve a0 | efsmifrer e Roead v sorelfe
AT 76 ooy (=TS M7, ©F T R Ria ey T8q 6@ 1 otena %9 I3
e et =@ ARRes @ (efereidt (Transportation and Delivery), =5 364 eeife
(Channels), ©imngerge @& < (Coverage), ATHT FNCI* (Assortments), W<ZW (Locations),
e AT (Inventory) 8 IB-RE [T (Logistics) |

ool fite Beiw gor RS SoimiePTR (Factors Affecting Marketing Mix)

fatem effspitra amreas A oF ey [T F1f emd Fa/ T gFem R [{fog
4R WD *feITeas (Behavioral forces) @f® o AT 27 | @I *ifeq AL NS ({0
el e TifFe Frare azd Fare =7 IRAdTeics TomEg dfeifrones e foae Fare
| o’ (e afsfa, e sftet ek afscafren fsagfe Teonf fametes fyers
AT TS [OR-AEea F@ rate =F | s e aeifte w1 A4ite v sfooy g
T 1 RO

3. CEMY @F A (Consumers Buying Behavior): #97 @ (@O WER;T@ORET
I ;TSR TSI @ 44 RIS OF R TSN @ FNol Tojin erps)ef
TAMITTIZ QIR TGO R/Tore R @ SiTbRel fifae =3 |

3. IR W57 (Business Behavior): I31R& S(ipae @it e e geiie 237 | 3R
@ Iodl [N W67 [ GRS Ab=ees 2 | 98 IS vl @[ Somi
AT T ETE ZET JPTNWR AT; ST G ST, FIEAES 8 NS @2
P FIANT ARIS R <= |

o, fSEMITMT SR 3R SF (Competitors’ Conditions and Behavior): ISIE €F8 2T
(@ (@ AT AR SR FOpF 4T QIR O vl sy, o Tor el e
FAT STIeeet e 07 | AN =gl @ v fFEie SAmMPRE adr eeifs 23
RTER PO @R G A Al T eferfiong w1y @ =i =ife; g Riee
(Concentration); 2ArF efew@ifaer (SMyFy #[tfd); *Md SRRANZI A HIfAR T4,
afsariior afswifrer fofe (Tifefes afswifrer ar wmyey fofe); eyfere qaz e
foery, T @M @ Sifen “ffaes 9o1Te /17 Tosifv |
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8. WFSIE Wb (Government Behavior): Rtz ey “Hiey s=ew f@erEm< w80+ a1
o et geifie @ AF | ALReTS T AN ToiF @1 BAT @t sietics «a
©f R St T fEet; Ay-eena Hn fwael; afetaifreryes srfmfen Toa faae @3
Reaoe @ @ &oER 8o faae |

‘§( TR | el e SommerET s 5 o7 S 99 |

Vo7 et

fsterey el 2T Afodita St FREeIw@eEy SAME T 5o [SAMINTE ZCetl- 2160y, T, I59 @2
27 fetel fipers SfaRe 86 Samie ore afs % @ e 591 271 afedieR e
St ot ffercar st S eome s T 9e [Reesieies Koy gqee Svgegre =feea
2fs 7% TS =T 1 [T e gors @ 2wl o (BT 0 | CetE T (SIFIhd &&F
6T, [ONRE SAF, ASINTIT ST QR T B |

Qj AT THR-8.¢

w5 Tag et B (V) o faw-
S oo e Somm a2
F) 2 ) 8 &
M) o 9 ¢
21 T @rafs Aol Rt wey wwesd
) tafoaer ) T
o) e AT T) T

o Hf5F #Arelid e RIFs =rely A1 G ife 3t AR e wins & qeer?
) A°ly <) T
o) &y ) eI

@ T T

STEAT &F- S

‘AR ST @ e W6 ageear afewi | afsdia Twmie, Tw Tuie 8 Twike faw
(Feitma w2 fowr aca fifeg wreer ¢ [Rfeg aieg Nfe SeAme ¢ Ireaeresaed 7 | T g IR
Ty AfSBTG AR Tl TS I 7T | (TSRS G (@il =11 2= e (@ Ao |

F. (OGRS J? 5
¥, PIERISIER W AT I — IR | 2
., TS AfSHING (I AT T oAy ool T2 IR T | ©

¥, forEis e Rerecrs oy qram Refewaes @ fofe a7er s ©f & 7w? Torre e | 8
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“BIFT FE @A YRTHG (TS TR O] @ I | 9 e T SR FEIACT 8 A6ACH Hrww 57 tofd

T, T FRre-fFriame Fitg 473 Tl | I8 Sk (e I[WeR @eme I 58T I 9 wmd

oo tofa va7 e oz |

ooy T2 >

“ (OIS IEIAT ATST NOJ@ AT — AT T | R

TS SIS “BIl F© (@R (@ IS (@Fol? JRTT 720 | ©
8

A2 s

“TeAN efemlt @ fofer Boim wwry iy A Refesad wats v ©f Tore @ifes”
S 5 @ [Ew eawe? [ReEs 4 |

qm%eiﬂ-\')
‘o BACELS NI R PACIPE AT GTACR | IR & SICE0-FWA (J< FACDS (@ TR,
ouf FCIR-fFeARITRT Tre TR W q06d FACRT | TR G O TR Wited TRl
TP GACHT | @ FRIGHCAT T AN 754 (@& (SIS SR SItne aRecA=reT I (AR |
G2 AT I At T g Rews =R, Fee a3 afs o a9 @ jfE = 2R
&IRCFT A |

3. MgaeR F

¥, (ol FEE FoCe N (QRA? I FP |

o, ‘o BACAGST PO SfEre S AT IS [o@ F0%? AT T |

q. T ACECE e RefeTarid e TRe o |

awﬁlae&r—s
e AT *=qies wifemer 79 e e e afeods | e 57 Soecs @y
fIfNET oima dfelb AT 49 ¢% BT WIF FCF G2 T9F To« “eIF AN WO | aTe Ll W
f Bt e 20% I (e |

5. ARSI FICF 02

4, e fefeaad Frera e [re Rt FE? AT 304 |

F. (e fETNbT (I IS SR Sl R e et Fee |

9. ¢% TG &AVF IR Refewaem @i fofeq e werfosyef? Rusae 3w |

0w (G L v

® G LU v

e &AY- @
oree ftes o1 S | @ SRt N rad TR it ZeE-

[RREERECE

| ! !

T B A

F. R fefere e Fei ow?

g, AN ARF GIRT A0S F (@R W F |

o, FIET ICIT SN0 AT F |

¥, forg Sfgfie faafoa orib TomINg S (@Forsae? Tox F40F I e |

0w (G L v
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MIGR TERA- 8.3 : 5. o, 2., ©. 9, 8.9,
& Y- 8.2 : 5. 9, 2., °. 7, 8.7, e. o
& JEIRA- 8.9 : 5. %, 2.4, . T, 8. ,
CITGR ATI- 8.8 : 5. o, 3.9, . T, 8.,
SMIGH - 8.¢ : 5. o, 2., o, 4,
SIS e

JETACH QT &R RFJ-AAO (FO] 8 (Ol (TR | @ 404 I&F
I AT (AT (0 IR & S ST I Ty SAIAN 2/l
oo I i ohR | @, TrIEbts @or o= bfeEe
fafey ™2 wdm < | o [fey afeos waffae oy siweg | @
HFI-NEST 8 FFT TFF & AL A FACS THA, S ABAENR
oo I RTapr S67 [Afeg Aoy Q3= IETWR IS ARGy |

I, @&, e geat ool A0 AR, T
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