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Product: Concept, Classification and Levels

@ =

Q A T AR

AT THCF QI FACS AIE;

Atara fAfTster 3 Fare ARE;
CoTaoelT 8 TeigroITena Wody ANy el Fate eEe; @R
TR BTN JTRIT FACS 2R |

I
, , ToIIys{ey, Rigr=ely
T =T (Keywords) w w |

AT 419l (Concept of Product)

AT LTI, O LI AGB YT ITFA G 782 A7 R [Eo® | #1teha My A
TICER BifEmr A w el | G0 Aoy FIRIET N VAT APL© & /TASTCAGICA &S T |
TN, e, Hifb, FAeops, Gffexm @15, FfbR Torifm = gerue st Swrzad | YRS A9y
R PO G AT Q@ AR, AT A, ] A | S G NG ST AN A O e eI A |
ey FAR, VI QRS (IS AT R I T [FR SAT AR QN A AT A= 75
& PIR oy | O RCT S (1 5y I «=i-CrR AW A, g Sged F0 AW | SIS A,
T Sts, Frwcea Aow, Aoy (e, 26 (e o (e v o, R[iew o o6y dreed
3T ¢sfifera ot Tonifv 20 TR Swiae |
AIE W, A IECS AN ¢ APTA (TR [Gfas - T woq JR0ele ael @iy | @ oo
CRAte 4F6 A7 FE SIF S Aoy 0T | Sgfae Rereitas qieee (@ IfE, I, T @3
TevHe oy RETE SifefRe o | (@9 FAE T4F TPNEF STreey I 41 T (T FHASIF TG
O, fHR AF) O O W oy’ ReTE e 1 SRR (RIBT (R [T AR ARG (e
oI RO GG 21907 | (P AT AfS AR Mo AT v 3o Fa ooy e 3feams
TSR TGRS A & (T 76 SRR ARDITe 27 (et A eE o9 (Organizations
Marketing)<C |

foes ey oy w1eeat Srard e =Ce:

Stanton ReeRT (@ TRl eWIF FCEACRT ©F A, “A product is a set of tangible and intangible
attributes, including packaging, color, price, manufacturer’s prestige, retailer’s prestige
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Philip Kotler & Gary Armstrong @< W09, “A product is anything that can be offered to a
market for attention, acquisition or consumption. It includes physical objects, services,
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Consumer Products: Definition, Characteristics,
Classification and Considerable Factors in Marketing
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Industrial Products: Definition, Characteristics,
Classification and Considerable Factors in Marketing

@ -
Q oI5 T AR
o THFATNT AL TTCS ARCIT;
o fXgroers W*ET I FATT ARE;

o FégeITaT @fafere SMre ARG, @R
o PRIgTaT (@ [eeee eay RETPTR W Fh0e AR |

m JIGIE, SL-2FS 2647 @ FFI, S Fg-iifs, Sqafre qasiifs,
A A TERF AT, IPTEE GO |
(Keywords)

= % fégretely ST9IfFS 4@l (Concept of Industrial Product)

= T (I 219 T (O & 77 7T T GYIE A9 SFOFACT (IS T O OIS iy
“Hel] JC | AKTS ANFAGTOFAT Tl AT SRAMCTT FICH AR T T LT #/07 7R F41 27 |
- OISt T@AfS, FIHET T |

gy ite Ty (Characteristics of Industrial Products)
Aoy 7[T3 TRATACTA T T LA Ay T Tl = |
PRIt TR A foe o |

O3 AT AT (ol AP AP AR AT T A |
PRIt iRl (St 2Ited Sifewa So R faoaie |

. TRt 3% 2eNifer CSto AITE gEeIT (=I5 =7 |

gt @fafert (Classification of Industrial Products)
RN fefare FMgeene =aft e few i =3-

IS (Raw materials)

4-AF© Ay @ TG (Fabricating materials and parts)
oIt 7@-lifs (Installations)

g TFHS (Accessory equipment)

FRITS APINAT (Operating supplies)

. IS R (Business services)

I Fgreely 7t fsifere o=y woet <&t =41-

3. FGIE (Raw materials): SICRSE oo Ao s1gger SRR @R g Foe It e
e sifeifre 27 @R TT eI, AR AT ATHOR AR TS Wy (@ T e
AfGrere w1 A PR AT FIONE 0 R | P AW, 9, TG A AT Q0T SO

A X6 LY

€ 8@y

TG A5 JB1- 54



GIHGART (e

SR NS AR | g AP AT SN SGS 20G | O3 fForeitag e e 1'%
A O O Tl A FA (F) FRAGTS FIGNE @ () AlFod FIGN | 9%, 41, bICeT, e,
SN, *Ph, P, A, JRAMTS 4% G2 e 7y, @9 vIvel, fox ¢ JIol vy Teyi FRere
FOET R WS 7, ¥, I I ¢ AYHF I IFoF FOME | eFoS FIBNETIR
feqen ararere w4 27 | FRETS FIGMCET TeAmed AT (rRmAr R s<gm w0 |
ST AR o AT SR ofly Ty T | AL PrAe 2ol bifRwAr S | Ll
FREre FIoE IRcaa [ReaT Rera GIaea Ty &7 web Goas SifAl Al 7292 S[IRS AT |
G ofely oA R | T AT TN G RIAT (Refrigeration)Tej=F | Hlaee
FIBICET TLAMCR AT ST 6 Y APOT LGA QTR T I TGFRIAI @ A 5
ANfeT LT | IS, AIFFoP BB CFCq QIS (5 5 Aife] =T w41 = |
e gEem N A WaeE RAME ¢ JAIRIRE IS R qrers @ferd
TEIAINT GIRT T4 2 | Rl @ Seiely R eAeeTs SR iz 7 F98 @+ 1l 1 |

Q. Wiq-aFe “07 8 FARA (Fabricating Materials and Parts): (PR ey po@ T
AR AR 27 R [P0 AfGaaeaaeeld 1 TeAMT LT a1 27 (T S4I-2FS
Aoy @ el TN ATPS | FIFNET T QLTEANS Ael] TAWHR S TP 2T 0 2 |
g SO @@ ARES WLZR JIX R, S CTRe W] SR T [ Al | IR
R QETEE TS AfGFAIeTe T4 27 | OF, B AT, @IS, $YEe A4y (Jo7), Fe,
s Topifv Sdl-ag® SItend TWRde | AFSE, BN, SOINRISER AhE, N 2l
ARCFCAR IR, WWWW@?WMWW@??@(Fm@WW
A2 QO 74) TeAMC RIT Tl T [SH-AFS 2167 @ T e AR @7 1 =7 |
g IR St Seoime g I T @SSR oIt @& sifasee @
FFHT IR | OAT AT NS [ IRRAIR T AEF I O q@eiifs ar sfere qaifaa
DR QTR BIfRW SgTed aNa% & | G LRCTE AP e Y78 Afsraifrere s =3 |
S TGS 21l TAMT 8 JRAFTFIRIG N FAA I6® = | MRS AT T 8
fatrel T9T ang CTE TR ol Tt wr-Prale &z a1 27 | Fifer e g =1 zeene
@%@@WW@PMWMWW|

©. Ot TFIfe 8 7§ (Installation): @ TR Ry 333 =2 @ Wl T W I ITF IR©
IR I | TG pOIS ATIF Wt Ao =7 91| okt I@eiife ¢ wife agiee g3 et
fqe%; (F) WeENS 8 Ty (Building and land rights) @3z (¥) @49 T@Mfe (Major
Equipment) | ST, $WE€E, {5AT @FE, S [Gfee, 4| Toiiv eRitaie srifeq Sneae |
T @ (RIS, TA- fEree e, e |, JIFo, FoE agred (MR, ([gfes (SeanT, &fee
@, v, @ifere fepr Benivn ot T@eiifer Swiggel MR 8 Ofy MEHW AN Jreere 0
G | U@ CFS 8 (ol 4@ T o7 8 Sy ST S-S I TH-FAF T
TG FF I 1 @ @A AT 22 AT ToTE MegeT | i3 ATordiog [t [raa
TR Ted gee AN | fag MW fdifae okt ggonfen o st faaw f[easar sace =3 | ot
T 47 T @7 A T 1 | QT " 2 A BT AME 06 7 PR 7Y 0B IFCA
A Fce W | [EGrIge JEge O eenfe Wi ¢ qme ji9 [Rewel [eaver w4
o IR ¢ Recaies orRr 3t Srgaay fqeee gy | o[ qgviifen foedma o Tn
ooy Ry IR TG | G AT [ TLRTs TSR Fors a0 27 =7
AR5 TRAWCRT T @R 20T BrETE (RHoraR Sifgwi fFght Temre o siftefEe 7
g HAfIce R 7T T S WSS RAFAT T 77 I @9 (WA T (1205 [o1etes
ATy Areere TEE (2 Wi fdiftre geiife Rewm oF @ 143 auers 31 S13F[ma ARE
@A T
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8. iy« TS (Accessory Equipment): SGa5E T@2I1fe GO “tf7 SHrge SoAMIRT Sl

T | QGTET OF AR ey T FRE SeAmama Seeime I MRSl F6F B 2 perw
FOoR WAMIF 7F A | O I@AfeR (o wiafre y@eifen eerife Wiy w1 BIRHRIRDH,
T3 7w, forREw @ffE, (@5 @M @FE, B @R T @f@gE T et
TR AT (ST AT T NSF TR HALFT TS T IO | (I (FIT (G ST
@ avfere (RO 03 @ 21T TTRG-[7 S AMCH BT SIRPTET AT FINC AT
), WK A TS OIS 1o GaTeR g 20T TEIRAIRT Gl (3= Fal
| @ @A Aoy AR WH-EiRe =7 0T RGEw e @ SE 7Re &7 | G
TRAMCER AT S | ©18 K@ =R T 17 7 |

. RS AT (Operating supplies): @R FHFAT oS 207 TAMITHT S 97 NG AfSHITT
FIE AT FACS FACS WT T AW, G NS I T AT ANAT | {G NI N0HT
QT IS T GIR QTAT JEALH RGBT 7 | G&TE A58 I-f4ifie 27 @3 afesis
AT T T @+ & | @97 AN FHATHARES I (Rced [ FQ@1 efesitag ik
TRITSETF T AR | (R AT I, RO 709, (oRPTE @ (B*IST, SARAWE 37,
AP ARHET AR, Qe |, TEER 6 SAfRFEs &Gfeee, T5-35, ewfe oF
Toin TRAE AR CARRY | I FRLE TS FNiE AR TRRE A (R we
THFANTF @ (ANCOWAF) WCFFIFE g AR @7 S0 2 | @I WPIRAT Afqresa
COPTHTATE T | QST (SN G (o] (& AT [ Fa0o A& AT T, Fre F9 S | IR
SCEAE @ TSI 2fE PR fferem@ 25 (Industrial Convenience goods) f&Ta Sifefze
IR ACE | A TS AR (AR TN 6 8 HLERTOre 87 (S (T & | #Nq 9FF
6, GEF AR Fgel ¢ RPN A TAMIE TIIRAIMT IR FCo o9
B | A TACR TR @ A 0T 1 foraifens A 2= |

. JIARE @/ (Business Services): TFNRF CRICE [RANT SR Mgy’ e ooy w4
Z(e18 GG S8 eis e (Finished product)-93 S@9& 77 | T@=1fS gl (Maintenance),
IS TS (T (Repair services) €3z IAAMREF sAHEF @R (Business advisory
services) IPNRF PRI TGYS | QI (AT FLTS §iE (AOIRF 2WiF T4 27 |

FRigrerely Reeeieey ey RET (Considerable Factors for Marketing Industrial Products)

S, (O ATIR 9oy P AT (ol ey I AME | 8 97 S (™6 =7 0
oI g U2 e ARG Fa0o 27 |

. M2 g fig et qes @urege AE, SR Reraae e gerer et 8o
TP (Y |

©. R “TeT SifEwT (Srely <ol BifRwR B fSaie |

8. TF *MNa W@ (@SR 2NNF W, Torifaret, Sze arere!, FRRAER frowe! Tenif
IO IR /el T A |

¢. R #ITeN3 ISR Ao ANMS | T TRAF (ol IR [t Afiee o6y iy w1 27 |

> G L

gy =itarw ¢ & v e |
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L (P A TR (SO T GIZ© 1 A GO ) SFOFAC JIR© T O OtF f4g ey
T | ARTS AFFATEFAT T AT SRAMCTT FICS HLANOR T @3 GRACIF 2] MR I 2T |
@F- S TFHAIfS, Feier o | IaRE fofare fgsene =l o o Far z7- FIHwE,
Y- FS 26y @ FFH, O IFANS, WGAE TFAlS, TS ~APTRAT, @I JIAME GRT | gy
AT Rt T IR KT RCIGA AT = | @N- (17 ATAT eI gy #ATel= (Fol IR
I ACF | ©IF @7 T (@0 7 I [FoeFRee fogeng a3 e Afve sae @ e
QETIFTR R #ATe I (FHIge QACF, ©iE et [ve @aeR Irews ToF @y ¢ |

Hj AIGT TATRA-¢.9

A5 Tatmg et B (V) o faw-
S1 (P g ofey?
<) fafx( oy <) AT Ay
) GRS ETT q) *Ifoe #Aely
Y1 PlEE Aoy (FIo?
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AT | A, emea et e oAl fage | feee st sifRve esf FPIe e
vifzmr f{eq 37 |

81 TPIN (I AT oreipisira
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.8 BRASERSERT
Product Life Cycle

@ =
Q AT T AR
® T GO I [ @RIT TNCS A=A

® TR QIRAGIE ~RIRPTR I FACS ARET; QIR
o ITOT HIINECEA (S 2R (FET FTIE «IFel FACS 2RI |

: , sl aife, searife
ST WA (Keywords) . e 1 h |

= % AT S50 7! (Definition of Product Life Cycle)

— AT (ol A (SIER BIfRAT 8 LTEw SR 2el) T AT 4TS FAK &« 2Il7 “Afga
T T | T ANC AN A T A &S (S T | @I TATL 907 SFA 2T 207 IS
9 @ 27 | @36 To o107 ISR R 2 @A To[es aHl I (@, ofoa [ oifqmner
TOEGT AT G I2M TS «f e B A/ | O Arere AfSdiT aF TR AFE IO
4 (@, (@ A3 HIFIET QIO AT WA FCR ACS AN - [ASF TR AT G TR-o1e
T ACE | [T @ AT TS ACEFT (q, AqTOF ATRE AF GI-b&F AR 19FB 2e0a
TIWIT OItF (@R AT AT 4i9 (Stages) To@w F00 W (12 ARNGEE AT &<99-5& (Life
cycle) I | oW @R AT CFC@ @ T, Jfa @R o Afefs ot A 9% ol At e
Ge-Jfa-AAfefen a2 sfneter TRl A | ETET FAR &0 IR, G 2ATCF TLAME 27 (AT WA I
oy R 2@ e A48 @R AT Wy e Qe 4iee ST R0 (A0S 7 OIS I = A
GIRIF-5F | QT AT GIAT-50&T FCIFIO HeGaT (AT ZCel:

ATF G5 (Product Life Cycle)
Sty @3B St ST AL A T ZCeAI-

Y. 97 &9 (Introduction): &T AT TEF-Ael A QCT T «IR OTF FATRT AIZFWA 6
o FAER T BT I SE &7 | 9 R [ sifase conq Q¥ = a7 @3z e
CFC@ YAIFS WG 2T Sfo AW | FRF NS CHEG TP QTFAEE &Y T | 27 eReqS S
el 4F6 OR AIRCFF IR NLwere! YFF F REFF YT FAe | SfWTe YAFF AT @
SR AT (iR elpa R w0 =7 |

. 3@ (Growth): *Toa GIRN-brera @S A0 #I0elya e A0y, T T4y #I00a 79 I
{3 T YAFR ARANE GO AF | ¢.8 T Bras efe 7 a1 el AR, aAFfaa e
ffi wfrer o sifsre I #itr W3R (12 *ifots FAETH A TR | AT b GIRCTa @
A efstaifar Sgeweas faedr I TR Ay e ISR ATa= FA0e AP | (@A &y
AT YAIPIT G587, O3 eferaifer Jfaa iR GB1 FAR wWedifs ewas I |

TG 5 ‘j‘é‘T— S0
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s T s D o el s ke
foae.8: 2T G &

o, Afeiif® (Maturity): @ i afsrifer S @t Sgea zre AT | T [Kfaga Al
T AT (oMted W] TR 20e AF IR O A I (@ FEerd 77w @ o
Afetaifam AT vy ATCR AP A, WIS AfSIA e TR T SCHCT Fo KO
afswifers @ 2T |

8. SIS (Decline): *To G=-5t@a GG < «rof | [ifewq Afawier S8 @97 (ot <t | et
T TR ST WS A T WS G €0 7 | A Ao Bieww i oo s wwE
(EFATE FIEFA (BT AMCFA T N T, SR 2Ao3foa sifes 906 |

TR QIw-beerd [y =K@ @R (Product Life Cycle Strategies)

G 5@ GF0 HeNI fG T | AT ST ATerF A2 B0 B AOGT FACO 2T (58 [FAATHIGT
I AT AT 2907 ToZroT Face T 2, OIET @ oS O Feiiie TRevd (AF RoT ure
AT | ©IF QF0 AT @qF OF FIbGE FFTS A (¥IF FACS AT (12 ACH [oATFIRNCE G5
@ [T (@ Q7 [ TR @7 TR PR (T RS ' | G 2N §IRE-50ad
FRGTAICS ARATITH AT (F*ITANCRA T2 SIS el JeT |
Y. &S A T @™ (Marketing Strategies in Introduction Stage): I3 (FF g
Sfely T IGIH RIGT & 2ol 27 ©4F2 &F T &7 | @ T I FEF eToiio
0T BeRCE (- AT, AT o7, 69 @ el Tojifn) T oAl fm @ fufaer
FACS ACE | B T 8 R PR [Reavar I, Rerasa [ s orf @ ee @
(PG IR FACS IMCH |

BTG “if>

we %R @ (Fast Market Skimming Strategies): € (%tq TH T Ay AT =Sl
M IR AAHCT TR 6T STTT T I SDCARTS! FM0ed &) I8+ ebIEs
g 0| AT @PTER (Marketing promotion)CoTRG @pF BIFT - I G AR
ST I3 ATHBT BIICAT = | A CFCG G (I HFeT (A7 1 |

w57 iR @ (Slow Market Skimming Strategies): 4 %@ S (& ~°7 IS
RO 7F; oY o5 I &t & SEEl =1 [T 475 SR Seey S5 §oF
QM (o A T AT | TR (@ A S SO @ (TR &= T 2T |

T© 2T3* @ (Fast Market Entrance Strategies): 92 f3=/q (@ITeT A0 & ACF
3 g bt Gy 5 T4 T 2B GBI | G (@ @ ST S Il 'Y @, epd
B @ TG LT WP AT JRGT WX WA Il T A AR (e [fq worerfore
(1B AP AR @ AT |

VYT AW @ (Slow Market Entrance Strategies): @ CF0@ TR T I 4 T4
2 R @ 2Pt ©re 476 Tl R W | @ Sy N o1y [T ARPOACE oIS e
@t AAfaree R T4 932 PRI T 476 IR IR A e F440 |
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. ﬁjﬁﬁ AT oo @& (Market Strategies in Growth Stage): o I “tee &t
Foga I A fog @ M (A4S fSraTEe AW A FACS AT | ©IE JATHE
TeAWCT T BTG @fo I I | T FHER AR @0 IR 1 @ ey e e
 FIE SR @RI S F0F QIR AT QT CAibay SR &7 A
B @I T Ted [eifere Ieita &t 7 |
" O T IB AT FIRICH S (T STHBT BT |
v Rt oo 8 W ARReT 77 |

o AfF A @A PR T I ACS N FIT 07 QAR AT T
Selifers T T |

G JEE-TLALARN (T TR T (TN O SO g Jqp w0
DTS AR | O I3 SR & NSRS 4A0A ARG =7 | (@ 2[aer =i e
Ifad O @ SR beife JAIFIR aAfo T 9P oM FCH | ©IF A07-SFAw, &b 8 I 2pd
9 A6 U e AT qqp FAG ACEST BT |

o, e ity fRerq @ (Market Strategies in Maturity Stage): €@ ¥ S=F
@I @R AR ey SR sferaie «dy (2re M Tou WSl ot afe e Ate | ot
N BE @, [T AT [HACE @ GBI F IR IR To AT AT QST ©leT Fel AN
T | O GFH218 (TR (MR (@, “ffeiale srars RSy @ Iz F0E IRIT AT 72T IS
T AR | @ 0T Roaaiat o7 &F[ @ /e SReme F0e -

»  JET ANty (Market Modification): @iy S o7 Fitea A9y IQTFRNT
(TTFCH IS IRIFF AT ) T AT @3 IJRIFFNWE a4l AfEF I
AfFIer AT AR AR TS FACS AT | B 8 LB LT TAJIZRF AT
RIS AfReTe Ba Toa e [T e Fa gR Al e I s
TG ST WIS (T S B IS TIRIFIIN AT I Tl 78T |

= oy sifFee (Product Modification): oM TZaal Sae Ty sfcfeienfeq /i
NT R Jfad & @AW #ieelia @HEPR SAfre a1 sifees e A0 Tgw (o
FE T IR TOAN GIREPRNT AT I i A | Qeive FofB TACH Sfeeny
AT 41 27, TA- ) oot Bz, ) &2 Sz, o) B1Rcea SFae |

»  foree-fieer Affweis (Marketing Mix Modification): f=ee-fiem fafeg Smmetsa
T4y 92 Iiod Afes g Feae eww Ifaa (o8 a1 A7 |

8. SIS Kt o @1\ (Market Strategies in Decline Stage): SfEciex «te@ f[fiea

AR TR TCAIfs AT | (@I (@ SR [ - J0R oifS T4, J-kIE (@018 779 |

@T *Fres @ WPTe +I@ F@T a6 e e see T=a TR 39 AFce 21 |

LR 2RI fATTe AMTHoRTR a2 I @0 A -

= & oy fofeesad (Identifying Weak Product): J3Z°A FACH AN FO7 e
vt sfeipete fofere w4 | qoymey @t @it et St o wwre «iw | Fffs ey
2o O M@ ICH G AT {TH (@ FACQ G SR AR &l I3 |

= e @ €= (Determining Marketing Strategies): @ @ F9+% [Foi@
SRR PG SO T (T AIF® (it et w2 |
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TR QIO TSR &ToIF I ST FACZ 9N GFo
K Fwda T STty T o |

oS A

e RG]
sefeteifen o
STt o

/o7 e

GF AT T SIF (@R 2T A 417 AFS@H TS W (12 ALARTENS AT FA-5& 0 |
AT G ST SR 4ot qCE; IS, e, eferenfe ¢ srarfe | ey QRwbir Gt
AT QFF AT oo (@FeieT azet FA0e T | a]7ew 4y «ifafFfe wgadt ». we B @,
2.7gH (Rl @1, ©. o ot (@i, 8. g LTI (s W@ Il =Y | WA, e sifiewe
foq foq @ aza a1 | Jforefen e e >, IwE AfFweE, 8. o6y A, ©.
forem-fier Afem @ @eq T | KN, Sedife [ T vie oy hfresaer o«
(I IGICOIE, =el7 RDaFae (e Tonifnr aze T4 @ M7 |

FJj ISR FEVA-¢.8

w3 Sawm o 5 (V) fo -

>, T AT GRA6@E AR G 93 5&F K AT (FETR2 433 I8N ¥ | 92 IG5 5 7e5?
3, R oy <, A Tey
. *Ca{f weTey g, Soltaa (@G B = |

2. OB AT ATIR GIRAGGE FIT F T2
. IR SFAEF T q, (I ARIT AT

o, SRIFRES IEEeTeTd A 9. Al A |
©. JiffETREICE GO (I AL L el FT 2

. YO <. e
oY, sjefor g, Sgifs |

8. SF YT #07 ICH (RCT KT BT HIZ T @I6T F <HC7 (PIeIer?
5, O AT <, 4T A
5. e R q. @ QS |

€. STeNF AN I G ABRNE FN, O3 IIF AT Ao fF IF 28T 513?
. (=0 4, IG
o, TR 9. (@ (P9 777 |
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ey et : e, S s omfe

Price Determination: Concept, Objectives and Methods

@ o

Q A T AA-
o =y feyyfacers (iell I T ST
o [Ty ffRTeR SrTEIATe SRGE; @R
o &y fufares imfe Wy FACS AR |

IRT *e (Keywords)

& 7RifF 4elt (Concept of Price)
= Stafes ©g SR & (Price), SENE (Value)s Soiaifrst (Utility) *R>R e

w3157 (Concepts) | SIS 2l (I fGRNeR @ @3f6 @ 21 Neaa sifzar sifaeger Fcs 75 |
LT ZCEAT (@ G 737 FES A JeH e [T 26z @rirsi@ (Worth) sRre@ #Afsi= |
AR IS SN @, GG FONE e S S e | g onwar g1y [N (Barter) ot
IR IJgE SR T QPR | SR @3 94E (Money) EBNIGR Ar<Re s a1 femifeta
eI 4@ T | @ &R Sl e Si@r AT @7 (Price) | BRA-#10, TR A ~TS-2ifef
I TG o7 B 0 A | (T 0T I (W bfere, (37 [N AT Yoy &p el ]F |

7@ ¢.¢: YN A TATIST @ AT FF

GRS (T A9 I CRF AINCS SN @ STl I R o 6 A | wdie (ol @ [Reret 749 73
IR NG (PN A I CRE GG AN A FeHH (G TG OIF Wl 0T | GFE (OS] GI6T Aely
(ST LT A (FIF CTAT A= WO (@ AR (et @R o7 [y @ aifzwner 9 wrens eme w1
St W17 A0 | R Ty @0 9N G0 [T I AT R0 =¥ @RI [eawet @ A siedq
e 1oy 2 e i v 3T, (@ 55 g3 siftme od v Face aifE A |
William J. Stanton (¥ A<l &nI§ FICRY ©F (N, “Price is value expressed in terms of
dollars and cents or any other monetary medium of exchange.” SR TR, 75 A & (&I
wifde R -9 e Ty 31 0T |
Philip Kotler & Gary Armstrong-9s Y09, “Price is the amount of money charged for a
product or service.” W1 T&T5 R ST 7¢Il (RIF &= GRIF© W AR |
TR, ARE SR #°lf AT (GRS (T AR L S F41 2, OIS el 0T |

BTG > *BI- ot
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ey fRdaee SrmeirRfer (Pricing Objectives)

@ o 142 Afofes Sy AT 1% B! ARVFSIE M T4 T 91 | T L @@e @2
A TS | 77 37 T 2032 ool o e a7y 9% wea fve 27| [fey afsdies et
W1y e Soeely ey @ai =0 AN | 05 &4 24 STereTeRd B St el Reel -

o

et 7 6 f[(fera ©ow W2 J7%T <& (Achieving Target Return on Investment or
on Net Sales): RGN a1 76 Rertza Tom T2 o 2 T S &= (@ =-afode
STArE Ty [NE R TS AT | G G YAER R 9L 79 ARCS ANR; O [Kfwe Aela
sifIITer F-3fad ST AL (5 YA AR TS 7 | SN™E (qrte I8 gL
FARCR AT G STorely AR & St AT el el 67 |

oy f¥feReTst @™ (Stabilizing Prices): #teid I FfeRerst Iamw @ee Ry @ sew
fog fog afevitma o7 fMdfacem o | @R g il 29 99, aT9fF N A [oFed
TN B, PR fiEE Sefe 3z TR SimA o fNdwre fgfefeet ey e o
FE | W1y e REfoAere! Ie AE 24T FiRer =0 351 & (Price war) AR w40 | I=1-
T& IS @R ey efeitns ey ANSTORT 2Toia Jo- 0 & e Fa17 efforairon
fore =@ |

JeF SRy AT A #f7ET 90 (Maintaining or Improving Share of the Market): 9
TR IS T SRR DR TF CF0E o7 R e a7 RRETa IS weatige I
SrRY AR (BB IR [T I Iy e ge Fa @i &7 | @36 afoviv Feps e
R e weg of [(feg ol ey wace N o7 W (e (@, I8 IS IqT ARCS
ST ©IF & JCAB | OCF (T QNI AN Yoy el Face »iiea @ o e [y =1
BTN

. *@7 &3f& (Increasing Sales Growth): =tes ffewa “ifmier g Fare Yoy e werox

Sty | Sk (@R Reww 3fa w0 e oo o fMéRed oy etwel SE | S
XTI Yo7y e v Ace ofeea e gfw A7 |

fSIfSt NFiRET It @fSze Far (Meeting or Preventing Competition): SIt& @f D,
Sf 7§ @1 (26 A @F 1 (@, $EN@ AT (NFIRET TR G AT #ATNF 67
et 0 | @2 TOR 2y Teomed Afswifer afszs wm Swrly e S Afed
TR o1y EiRer 03 AT |

% 3fa T (Maximizing Profit): Sk =/l AT TG Sy Wewe efouia #{teld Jo17
el <@ | o MR 7% et 9k @ W7o S AREE 6 I/ANTE 0Ly
@ AR @ e TS |

oi-Rafere efscaifret 3 st (Increasing Non-price Competition): efstaifar wcs
CR@ T A N e [ Al IfGea [ Iwd B v | ©fF 2rers (@R
@8l T Tfow «wei JAte 0% b, Ae S aferiiom T-Réfee aferafres
(NIFICIE 41 7189 T |

AT I ANGE GRS (AT S TF 0T ACACP G A FCF AN | ©IR & [T AL
SRETH Tl AT | Yoy Eeela o7 ReAN Tow erera #Atelia S Y1l (4 =1 v AAFeig 71
ST THR YA I T | WS TAMS (BT AR e #T0wy SlosR WAy g Aoy [Ker e
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i T3 QRF AT T | AT QRS AT G A efoe qiE (7 G ©f @ F | T
ARSI efoBita YA Jfa =17 |

ATHA wﬁvﬁm "MT%’FR (Methods of Determining Price)

e 4o T Afovim 9 giEer (e o st fofeyer afest e | B cmfewtE R
A0 TGS Forol (it o 41 A7 | 1 viEefe 2e-

5.  Jafefes gigefs ar «iitais (Cost basd pricing)
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