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Distribution Channel and Middlemen

o

TONIT T AfCF T TRAGCPT ATF TN CSIGIT PG T TR ST TF | SR
TRl NG [T FCT TSNP ©fF T CSAAT FACR | CATP (T (FIT 29T CRAGT FgE
T OIF &I 5817 [T ZeTT [FOIT I 2T (SreIid FI0e (AR AT | ©12 T-ATTRat
G (TSI 04T (g 7 To7] FAIT G QI3 0Fe TC U05 | GO/ 7 [900T THERIRIIAT
fCerT 2y CRATT FCIAT A 2T (OIS FCF A | G MHTAC (OIGIHT FICR T TRIAIR FAT
(T BTN, TH©, Ffeo© afeqhPel g7 FF AT ToT T2 CA ECe TSl FCF |
SIS RI AN ST PTHISEET TIZATT & Y72 GF9T | (FIT N T TGS
PIaI@eTeT TSI S AeTCTOF! [TaE] T &I 617 FC | (I (FIAT JoT7
fsiaer fasg a7 =10fs & I fofer IB7 anece B 27 7fF SxeNEs g @FeT
Wy R F97 207 | [CT[ma &y [ 27909 569, (@Fe @ STavaT Qe T ©fF ToF
o7 T3 @FrNfaT RETFN 932 [T @EHE FPrars | (M5 FAT BT geeng AfedTers
ToF G0 (IR NEESl STl fHoR Fa 45r ([T eFed «T IR
AT CFACIT T beTRGTE TRG2 AFIST P IS G2 ST 7707 YJ JIILT 3 2
LT | T GG TONT G2 SIIITOT ICNTCTORICENT A e FCq TeP©I7 A2
TBT Qe o3y Fa0e 2T |
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(Nature of Distribution Channel)

IS
aZ Ay (1T WAfR-
B B O PO qTR PRGN TACH S N |

U IeReTeTA TEFRAT G TG FACS AR |
B 3% Qe HT STePTIR TGS QIR 1S Fa0o AR |
B 3B et e epfon gt fRuaae Face oo |

% et Stz (What is Distribution Channel)

TS 5 (AF FOITG (SIG! A [IRTFRIG [0 207 (MR e [eafers @R =t
TR TVBER ALK GG© G AT AfSHITTR ANBCE I el I T | SPICE 2efy Sesfifre
T (SIS (SR & | ©1F TerAire «4dy qomd 4@ (ore w0 71 (vifer wowd »{@ core
AT TAMT FICAT STy =l I T | NS T TRAMS o7 Fea FSiq T2l 7 970
AT | TAMCEF ATF TOIF (SISIF JCO A9 (AR (A TEIAT T | O TANFCE T5
oo wwet e 2@ @3 @9 William J. Stanton I, A distiribution channel
consists of the set of the people and firms involved in the transfer of title to a product, as
the product moves from producer to ultimate consumer or business user. I e
AT HFeTS] AP ST FC I8 TB Lol Tof | I eIl ST (AP (A AR
@, UTS: I LN TOGT @R TRAMCFE T Q@A I F0g | fasrz: wirens sifersia
WET FAR wor: ey oiw e [fey o BN QO GRS E A pede:
ASRGTSTACT T SHAMITT o IB 2T 2o KB 0 AT G LTS T0 ATt
Z(E FOPLTE VIR TR | NG I5 el @ o TCTeT (It =@ |

Trafie o SIgard, TeAmS Ay TRAMA I AR (SIEF G I T O TN Z AT |
TeoMied R0 TACE ARFIT AR AT @ ICF IR ARIAWA 6 (AF BT FRAAoNet
Sy We@T IR | AR LA FRAR 755 (AT AR (FORT AT T I ACF | GO
TR TACF (SIS FICE A A0© TF | 93 AlRE TIZIH2 I4 2 I57 ATl |

T &R Sy / @39 (Objectives/ Importance of Distribution Channel)

997 IBCT A T (& AT LfSHIT AT B LA AfF® 20T ACF | Tesiweaa Teonfrs
AT (SIGIMA T A0 FAT A GF GIFAG Q4T ARG | AT &N FORSTE STreIiP
T (@Y =07 R I el IR ZCT AMCF | I oA AR ST ey SeceToa
A1 ZE |

31 Zre TARM J® FA (To create place utility) 8 ZITe T jfBre 3B ot
ST~ SfaT AR | JRARST TAVCTA T (SIS QR TRAMCEH W0 A9 Jan 2I706R |
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B el AT AT qF TS TAITS #[el7 Sy TS (SIS TSR VIR FA©
S[CE | T IBCAR AT 1 SATANNR 98 20% |

AT TS A [f%5© 41 (To make product available) 8 I 2eEA a4 STy
0T (STST (@ AT FANCT A AT (TS A O Z F | QTG TECS AR
OFG (FOR TF TIFT N TS (AF 247 TG FAT TWIIF 7 | I AT (SIS
HIfRAr QSIS Aefh (ol AR CF A |

@ 3% T2 (To Increase sales) 8 TSI el AfSATol I AreT &= Tesmcra
LI AT A Aol Reww 0 | (12 It TS (631 0 W 3% 9 AfSHiT &=y
TR LT efforaifeT P I efositT e Iface eqg=if S »Ie T4 |

% AT A1 (To reduce distribution costs) § TOE 5 FICHE FH AACE Aely
(TR T QoA SyeT Gy | P I+ 7 AfSDT G B oM @ e
TB 4G AR FACA I =T | AGASTOFAS THFO] FSH LT F I L6
(OISR 76~y ¢RIt 787 |

R Af jﬁh‘W(To increase span of service) 8 TSI o7 TEA A w7
QR CTAT ST FCH | TAMCFA A 92 APe| PAT TR TN EIAT 7 | (ARG 6
- 39 T (TR ©I ©Itne FIN CRT AFRAIR IR ACF |

(@R ey 5ew (To achieve loyalty of customer) § #Ite7a &fs (@oiF Sgrey 72
B YA T G5 @IS Sy |~ @i} 8 2oy GTRT TR $9 2ol effs (@i
SIPIeT AR T AF | LN APTAT (SIS FRIFIE SAZIF I I0 2T &fS T
SPST G Sl SR AT I |

TS HRAR T4 (Quick delivery) 8 2147 To U IR O (SIEWA 0 (AR oy
T el fSDT a1 T ACE | 9T P el Aven [y e Tqrasacels 58! I
2qTF | AT I GO9I IR G AT (AT IB (W5 SARP (o Il = | AP TN NI
o B T W (Ol 2T |

JANAE AT (Business co-ordination) 8 TFNTE FE ARGIEAR T SRS
ffeg et T AT AR FACS T | TAMFA OFE ATF 9T AT W 7 |
TRAVHT ATT AT ARTAT @3 ANIER IS I A | [fSg 2ioFa e @reieaess
T TRAWHT AT AT FISHG A6 oA TS TLICT TS 20T (AT |

Afeeaifer 3f& (To increase competition) ¢ 7%+ et smnar fifey ©ica afscaifrom
I TR | LTSI AT AT SIAe JICST AT AACATST I FCS B | FCT Oy
(SIS Tl ©IF AN @ TS @ | F M TeAWMeE F @0 ST O

So | R¥® %9 (Extensive distribution) 8 IB7 AT o @FT Sy = Areww RS

TR T | ANSTIITST AP & JRACATO TLAAN TTF! 0T PeCS = | FC A7
@ oy Araree 27 e 3% 9! | 4T ARTF LRS! NI M4 FLe
Jrend wee 8 fEs 41 T8I 20T A |
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3 | (SIEF 78T (Customer satisfaction) § TOFWR ATF SRAMCHA A A AN
T I T Al | Tomeea ef o fotea TR Fier S0 AF | (@i Sivnd
wrolq, few, bifzwr, e Tonfe et Famfa 9% e Twonma W96 T
B | QAT AGTN B AL ML (GO g ey 7 2 |

3R | IARSE SAfS (Financial inability) 8 STHE ST SRS TG TG (&N SIA 35504
@ [{foq @0 TP M0 =g | e I Teolifre «[apg T Aeearesaa
A qEE @FAIRE AE A 93 BT WEE TOIIEAST @A AR
JreRETeFad A e AeE | e wifds spraifee! 7@ T390 & e @A 3%
TR ARITS! T A |

yo | AfSSiTR WFF{% jﬁm‘ (To increase organization's image) 3 IB7 I IR
&l Ty R0 AfSBICTR OIS e Tl | TB A AW WG A, IR
R (AT LSBT LTI AT TS I | IB LANAT AT I, WS, TIer
free! Torifra T efSpieTa aRewarre e I @3 A AR efeBimy o[ I
AR |

(Reasons of Using Intermediaries in Marketing)

TRl OIe e e fFg 91 TOZPRARIMA 780 (R0 (7 | SR f5g @i
S 247 [@ad 2t [REwsr TrgdaeE F0e W ¢ | afme Tk oy S
AN TIT® A F SR 267 TAWMCR (F0q SIAe @9 FARAN | 96 R TRAW, (SIS
AT S FIICACS THFFEARA AOTF G2 AT Ao KB I ACF | TOIFRANAD
IR I TRAMB AL LT A1, AL T QT ATAGTATST A G TP ACF | oy
fafeg nfer F v Raafs e st =T |

S | TeAAMAIAT YfBCF (AF (From the view point of producers) 8 $eAwe Fre *fRHE==
CF@ OFG TS T (FE2 THBFAWS T (TSN 0T TG | THFFIERAANTR T
TRAMAFAT SIF 2T A A (TN (@S ASA GIfRWl, 7w, Sogw, G-wrel, efSrar
o7 TSI ITIF TS AFCS A | TP SRAVAFIRIE FACAT SQT [T, FLCAT et
fcar TeAme I Jor4 Jface TRTS! IR ACE | ORer o4y [ewes o wifre fr SeAmees
I AR AT I ACE | AT GF FF (AF I I VSEF AT FIF© ST,
SATSOFACIT AL FTTTS TACAT QR G [0 T FPor® Toeart 2 v I5%
YATTTS TPl ST AT I ACE | TSR S FIEFIIC 5 @08 #I0el7a 3B 2446
I ACF A TeAmeR fredrditer I N0 OCT | U=IS! TORFRIASET SifAl @3 @I
LT Y TR TAICT ALASF SIANT T I ANF | OF BITT AT Sifwr ol et oy
Tgg T (AF A GTF MO T FC | T A QT QR NN A4 SFACH WA @y
TeAmaes ey Ot MRIT ¢ MRS FAR | ASCE 26 4R o0 IRGS (FI GG 0]
O I NS e Beoliws A (I TR WK ANE, O T ey w@wew
I oI fofee 2@ A | T TOITFRSRT APNER (@ ove oy efslde Fare
(PITACE | AR FIACT TAWCTR T80 ©va @ @R eraremizre! ey e 3 =iieez |
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R | ST B (A (From the view point of consumer's)s GF& TAMST ey
TRAWS FACTS (SISRT eT03 AT AR ICH AGZF RPN 6 (AT | FC 73001 eAfeaes
(SIEIMT FAICHE FICZ T 0N THFFEFRIAT | (@S (@ SIvd ol NSy, Sifzmt, st
AR BT A @ TEERR;E s o T AR (oA TEFRSArT
(TR BIfRAT GTR A=W SR 7o) FIAR FACS #I1C | TFIFIE YIS A o0
ferrEe S AP | @I @I T [fey oFa TrEFEPee e $ew IR B FA0o Al
SR I O BN QIR B N AR NG (OIS I 0 A TR FACS
AT | ARGl IS TN T o7 TR FCH (SIS (SN0 (Abd I I A0S A ©iewd
GRTAR TE TFo I TRAS! AT F(F | THZIRFET T 9F ACSH 26CF &y
AT (Mr e (Sretm™ (S e sifsAteTst W SR | 7R (ot [fve e et
THFFRTE TR TSR 20T 0z | T IR ASRSSI (FF WS THZIRAGIT
BT BeIC® ARCR 1 |

© | A GBI (A (From the view point of society's)s IEETeH S Jfae
AR A THIIRAATE R FAIoed Ifa AR | 97 T N7 @34, f#fFs,
SRR (TIFT FPRFT M B R | TS @I TP aF60 72 Jafelde x|
ffeq T TR v e I R 8 e e 3 e o ey Jerees
@M AT ATF | TRAMCTT ARSI FCH TR Aely TeoAwee AfeHterst e siet
@R 2/l TeAMA Jfece TRAST FE A WO WA Ioce FRAS! FCA ACF | ARIGT TGFRIArTet
Aifes f[foy e SR I e ST AoE GNP AN | TS S
SAfAGITAR T TR SRR &pd L T AT TR G ARTS(Ce Ol o JPNEE @I
TRACTT ST o AT IS M5 SFACTF 7RICF oI IR |

8 | TR FIBCI (A (From the view point of transaction's) I% &l (ST
MR JPFACAT (R O AT AT T | T AN SO (FTARACTT IRA AT I
o | FFSIC TB QeI (FTeRees RN e ©f fycay forasr ARIcay (et =eeis

foa-= foa-«

© Al Tol T [l
I > TSl T | W > ToT
19 P> o T [

5@ 3 B el [FOI @I TANZT I

Source: P. Kotler & G Armstrong, Principles of Marketing 9th Edition-432.
TR for@ ‘T N (@I TGFIRAI A I AT (73 | OIF qFCH TRAMIE He (SIS
AT N FACo AR | Foqee TAMPE foq & (OISR AL @6 & 9 @A IS
TR | 947 e 4" e B AR RT (T ZCACR | O QT @A AR 20
3 | foree Teolme Wa foqa 3B eag A Q@I SR 99R OIF @RI Sfvers!
AR I R | G2SE THFFEAIA (T IS TRAFFIA Q32 (SIS TSAF T2 FACS
Zre! O “Af Sy foresz |
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3B Qe S (Distribution Channel Functions)

o7 TRAMCTT AT AT 997 (ST A I LT TT® 2AF 1 | Ao Teofwaaret @
et R[Sy ST 3B Aaea Toig TSI 20T 2108 | I Lo QLT IS 20 (SIS
IR 27 (. 71 | G=IST 3B el [fog e St 92 Face | 3B AR eqgd
FIARAPTIR 0y SNCAGAT F41 =CeTs

ol

R

9 |
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O FIRAR (Supplying information)s 359 ENTE SRZEIIA THFHPNAAN IS
TR QTSI ©AT @R 8 o I ANF | THFAPNAA TAME QAR (T ToqF2
OJ AFIAR B A | ASTSOFA TS ©T AR F1 ©OITd AT IS |

&R (Promotion)s Re J&d &5 797 T°F (Foitnd SRS I @R A4 @
@ /BT T4 IB AT LT e |

@M FAT (Contact)3 SEIKT (@l SPTFHIT QIR SITAF AT Q@AANTAE FIoAw Fes
B AT I AT | G T A 9B FC@ GIR WF G A TG (@Hfe =ty
e 3 e AT |

AP {9t (Matching)s (&SI SIfRwr SIgaId =iy Tea T 92 (T2 297 IS FT0h
@S 736 (g @SAT | AT B AT @I TR A1t I 3B e
Tl IS | GTG ORI IR TS 8 (FAFACIT FIEOTIR FCH AT |

ISt T (Negotiation)s *teid WA TWISET & A% Lo (FSIMd AN
@S A TG 77 [0 (@I M IB Qelefs TR B I A |

F®1e3%s (Physical distribution)s 7 #ff@=d @I eAmETeRACER To @t
IEREeTAT ARG TR IBT AR T TN 2 AT | (FOIT & 27
T P TASTA ANCH AL TG AGF BT (SRITT ST B ettt Tger
T I |

g (Financing)s TS @ (SIEma 9 TRRAIR I I8 QAT ey
IS FRIART TV I ACE | SRAMIH 2607 ST G, ST 2@ 21607 [q@wea wifrg
N AeF | AT ARFCS Aol7 TR IR (@FOTT N FB FRITST FACR | FCE SAT
W3R REFEE 3feqvs 2o “Iwtg |

3 oz (Risk taking)s I8 Lofeiig sworere [ifeg edm i I a2 @ A= |
OF Ty Aol oAfz@Rer JfF, ooy Tredaet JfF, oy Sifenr @R @R A ATIER 3,
fifeg wioar wfve I Toniv =ceT egperd | U2 7Fe I BT LRSS TN G918
I PO 27 |

@Rt @WiT (Providing senices)s SRS FICRTAT RGNS B eaid AT AW,
orel @R FTES iy St Gl avis T8 | (SIe @ [ifey 763 o2y avis I
TeAMe sifeRteTel e SiTeR (oufY cSTeTtra Iy Ten g1 Fea faerea sifawe i
FACE |
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(Types of Distribution Channels / Number of Channel Levels)

S[TNR B ettt RSy eI 7@ AT | AT eFaren G @RIER BoiF fea S #Iteli 35
FA AW | AT R AT G I ol FF AAS (O PN G GT67 I S
20O A | FOI™S #4 (SIS W26 (HARITIR &) IO THBPET 970 I YT ATOIFE
q3fB @ =G TN T | G IB LN B AR 8 AP (S (0T NG FT ZCA |

> | TSI AT 389 & (Channel of Consumer Goods) § YRS AR (ST & (T
A7 IAZS T SITE (ST #e7 T T | (S AT &y Ao oy feafre 3% epefat spree
AT | AN

F) TP TSRS A (Dircet marketing channels) 3 T 4@ TFIRQAINT
FERST T I 747 TAMCH 6 (A0 TP (SISF IR AT (AR 27 ©4F (72 67
T[IFT AP ASGOI AT T | WA (e FE IR oo SesAfre siely
freaE ST A e ereve St [Res 361 | 706 oraw T 2 @3fs @i g

foa ¢ sl ATETETeFAT Qe

< | B JIPAAT G 69 (Distribution through retaiters) § =<7 3% gfEATs T4
BT AT IR T I O OF B B I el 9o 27 | QA 2107 Besivera W6
(AT Lo TIANWS FF6 A T | (ST Yo AN W6 (AT 29l7 7@ I | ey
9% IB AT A0 AT (TN =TS

5@ 8 YEAT T[IAAT AT I

) AN F @ LGAT JIANT VLT %9 (Distribution through wholesaler and
retaiters) $ IBCTA CFCG TIF LBAT AP AT AL SARFIA FONG TRITST (7 27 ST
@12 IB [IZE “NZFIA TGN @ YGAT TSN AT T LA e 27 | QT (@02 53
AT T ABYE AE (T2 FRCT W I07 JAZE -8 [ 3BT it @0 =7 | @i
TS OIF 207 “MZFET FIPNNWR 6 (ATF 217 T I QR (ST YBAT JAATA 56
(AT 907 AR BCF | [T 92 %7 I A0 ACTe SoF2IF FaT ZC |

SeAmaeR | ARSI TR | o g p oS
5@ 3 YEar AR BRI MLICT 35

T | ARSI I TR, 8 LG IR M 354 (Distribution through wholesaler,
jobber and retailer) § Al o7 T4F M3, TRIT YR LHAT NG AT I FAT
T O (T2 I AAZNE ARSI 0N, TR 8 LG IPNANT TICT I 11 27 | QT
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AT FoTTT I% AT TGS AF (313 IR A3 el fom w1 [f*B eeliat qem =70 | @A
TRIT ST WAl A QTS5 T Fe I AE | [y @ 9319 Ao W08 (AT 2@t

5@ 3 N3, T @ Yot TAAT TLICT 5+ |

R | AR AT I8 o (Distribution Channel of Business Goods) 3 T 7Fe ey
HFRIT BT &y AT A: RFRER & @ 1 20 ©IE SICE [ A0y &7 =7 | (SIiy
offT ST G AT I QeI ALy (T A | AGRTS [IAT AT I @elfent (=fB
RO AT | 0 T #Aeelya ffeg 4ol T Amh® (T e |

) SRR 3B (Direct distribution) 3 SAVESIAT T4 (FIF TZFFIAIA RIGT FARIT 51
AR WIRRIRIR 785 o7 [T I ©4F OF TR 36 A& 0T | (e, o=
T, PG 2T (FC@ TG FIQRPIR [0 {7 T4 20T A0S | ey @2 ~mafeq «afo
T AT ZCAT |

G Sl o o S S— - [ e

fo@ 8 T T

4| g AT ReedIAioa M<re 357 (Distribution through industrial distributors) 8
@3 JB [IZW TAWFA AP IR 6 ooy [Ty F@ a1 ok g s
et SR @ 9RO {6 7 [R@ew @) Mg s @R g s
e mIAma 5 (AT 1oy e 67 | ey ot straeer @3 orafisiB aprast w4t Zge |

@ ¢ faig oieya fAreaeaATaa LIy 5+

) ofsffes I Rewr =@ T I%BF  (Distribution through manufacturer's
representative) 3 U3 JRI[ ST AWM ©IF fery alfsfafy Se@r R =T e 26y
@Y 3 | AT TAMS ©FF T3 7@ T AE & a3 “imfs Qe IF AET | &
T (G TorT R M T4 =10y Ry IR-ee A0 0T 27 I SoAmadiar fers
OIS M A4 [RET I | GFT TAWEFIRT GHOIZA Hga oy Acaesig Jel, @,
TEAfe Toim CII-F0T BT @ [T FACo AR AT Grers Wearr Face #Aeaw | foa
TR [T (ST JC |

BT p|  afeffy ar fama =t —p|  BE A= el
oa ¢ eifsfafy ar faess = Ty e
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) ofsRfs ¥ Rew M 8 Reameima ™ IBF  (Distribution through
representatives or sales branch and industrial distributors) ¢ 92 F@ T=oWF fery
@ =it wear efsfafam o fidin Afeeem Sitg Aoy (few | sReE e @eE
s o7 @ 303 | Gt 92 W {8 %9 el @0 27 | @ A5 ooy g g efsfare
A TN T R GFF T I (T2 A (@ 2 P I Lofelr FIR I &7 | QR
REpTes G SRS S ACS | Ny (B ACCTe MY G Awfofs (e e |

Tt || efsfaf ar e =t || g sieelis o —p| 5 e ot

fou ¢ efsfafyy e =l @ oAt LT 5

© | (AT % &R (Distribution Channel of Services) 3 TS IBF oA ST IFTNS
ATHA T2 ARG T | G 8 (I TRAMAFINNEE SR FTAT 8 (AT (SIS FIR LTI
AT 8 REETS] I (OTR & TPHE T T0o =T | 13 & Rl [eae T5a%r @ A%y
TRARIR [IZE I FCACZ | (ST 2147 QIR A #[tod I (50 (AR (QA¥IBTTe et
(e 98 B | NGy T 3B @eltena qefT (el ReA |

) dor® AEEesd (Direct marketing) 8 TR QY1 (AMFBTAR RN, GTAT SPBIIT @R
oIy | O QI 47 REFER & TR Beolivd R (Fold SoAfB3fed atae =3 | T o4
T TR CTAT @A S (0 T I LA A [ara T4 &7 | (@« HFy @FT, e
@TRT, ST o Fwsitn | facy fora faafs @i =g |

fom ¢ sl 9%

<) efsfafex e 3% (Distribution through agents) 8 TRl (19 (9 (F@ AT ©IF
T T @ACS R | U2 “M@fore [Rfey AT & S sitnd afsfafe [T 3@ A
GR GF T 67 AfeFAr afpifere =71 @w: Res 4w, R G, Giess arsf
gonifn | FRefotam I 93 AwfeB (AT =eA |

fou ¢ afsfafya Trayes 9%+ |
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S A

o TAMEA G (ATF FUIS (SIS I IRIEFER [P0 o7 (AT Ffere ¥ o=
NI TV T To® E AT AfSDITTR TABCE 3B LeleR &1 I |

o IB YA (SIEM 5 FISIT 2147 TATRITIG T JIS ST, FHANS ST @R
Tferstarre SHwm vfEre egesd 9N Al S |

o 7 AEIE AfSTAIfST AFOIR e &y oS T, ST B, AT =fely, Ad= “Af=ea
CARICT SRR | @B TFCE I eelten el SR A F |

o TIFIRAA, QIR (FO! TSAEE AN ATAGTAT U AIARANIZ FE A6 elfel | SIRer
IERESIA FIF TR~ O TR FANG AT A O P |

o AT e Jiad T A S (oI RS T, A9 T (FOIe A T G
ffoq oo 2R IR I T4 I8 AT AP FTo WY |

o ATNF T AT FLAT FCH TAMEH ST JoT4e @R 2T AT ofely @7 Fea vt
YETYCIR BIRAT 7 T | (FOAS AMFCS AT AR P (OIS AR e A |

o I (O] APTHI, GIR OICwd AICA A FHATa M [Rerez #ifwisy I w1 To
AT B T IR W (T WICH MY I ATl {<forar e sifodersra 72 v |

o I GACTT NI TOIS GRAMAPIAT AR (SIGIWR 755 A7 (TRITHT 3! ST
SITE TR IB eat I6 27 |

o o7 I AfFAT BYN@ YHAT I AIQF FACT OICF oA AIPAR ALICT I Al 9T
=7 ff*(8 3B T FeT 2T | QT NG G0 I ~TF AT |
I ZC OIS AR AANT LICT 5 94T fa-~w %2 3%y eeitait 71 27 |

o RN M (EFOIT A I QETT @ AT S0 I &l A= (R5 I Aefar
IR T W | 9 @w afsfafe, [Rara =it ¢ gy «iteli@ feei&t strpeT 3%
AT 41 2T |

o TRl Ao MYRA~T AT GIR WIOIey RSAR IR CTRAT I & [T 5770 a=e
AT | AT~ TN IB LA WG G @ [T 2 A |
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w5 Tawm oo B (V) foe ey |
s1 Ty fofs @ Sorcamifs 3%or saeT o =
F) AP ST 9) Fi® Tl
o) TS GAT q) TferwrereTe Socart
Q1 T QN (@O AN Tow
F) enIETeHA <) T
) AfaFEar q) TAHE 7 |
O | T LT AT R
3) Toret <) 13 A
) T q) TCT- I Tt
8| AN ASTCOIACT FORTE ~& ANF
) 7326 <) G
) TN < AT ) &0 &
el TS ST qfE FE
) HAfea=e ) @7 e
) SRS FT q) T
Y| I YA AT St Rl
F) ©F TR <) 3 azet
) IFT© IBF ) Sre- e QT |
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AT T et Frare
(Channel Design Decisions)

ﬂgm
@2 2T I -
B I QAR TR AT 8 el A5 ITITF eIt AS FACe AR |
B efeia Soey @3 STRare! MWewaces REanete SMrs AR |
B B el ey [T fofee @ f[sad sare Ak |
B ERASSFACT TLIZAIENA HLAT T 7T NS FACS AR |

B el AR WY T ST 2o 3R REafs e S0 SR |
B TN Y REFSTE e 419l 311 8 YR F0o A0 |

QO It &7 =% (Channel Disign Decisions)

ST AT G Ty @6 v @ A5 B et fRfoT Trers egesd | AREreFATe AT
AW AL I e T8 BT Sg® ACF | Tl [1I=eT, BIF GIR o0y I3 15 =207 °oF
TS A e I FACS 20 | IB LM @F Q0o [Ty | s o e 33 3%
AN AT A0S T | AW ATGT @b 4T N & A T O A AfSHI wheag
A | (T LA G5 TS ASGAeFA A CTA [t e [f# 8 3% erfett a4t
R0 ACE O IB A0 AT Jfan AT QR YO oA Aol @I P | Tt “Aeetya e
P (A | O IFF [T RCIoAT I I AN T 7T IO T | AR I6 A
TS T 3R g 2ot fofers o semree wace =7 | oy fRamefer s <t 2 |

> | (STSH eTe 8 S TS (Analyzing the consumer's need and characteristces)s
T QA D qqR T ST S T AR (SIS S @ (SIS &S A
QREPETR e 0 eeare | @3 GG (Foima (o R @ (e[ @R, I,
@, fFeitg Aefs (ot oIw W St o1 e, bifgwr, et Besifn fameten f[Keavar sace
2T | G faaen iy e et Sor Sienesre s eee |

F) @FER ARNT (Quantity of purchase) ¢ @orl & AR Aoy @& Fa3 o7 [kwwG
IB T O] 0 T | AN JRR GFF T A O LA (P TR (AT 07
T RIS | A S e oy T O GRIF AT I R0 IR I el
WA

¥) @ &P (Nature of market) ¢ ST &Ff© I At Toa o @@ I
A | (FORT FTST IR AT (AT F2W I A JF ¢ [N (@FY (AF 07 T FACS
W I FAAT BRI TCR fte v 303 71 [ erori 367 | I Fred Ficg TS
BT SCF ATHF I eI AR e =07 |

%) ST AT (Waiting time) 8 WHT S S (o1 =07 2ifd &y Swers Face Aifer
QITF T, OAF ST @ A5 (9ITS B | A (GO P AN YL A 2007 [eawer 37,
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9)

)

)

?)

AT TANT 4T A%T G FACS QT B | AAT TG QR 217 A7 (ARICe (@I P e
T (12 e 7% (@0 B et <o e 27 |

el WY (Quantity of purchase) 8 (@FoiF M7 AW &7 @ 77, (@o™r aw =T
@ B ATF G2 St Bifgw Affmie I @ =T ot 3% Qe Siwes wY 26
qITF | A IH (@O AT U T G2 @I ReEs A ©@ ANt (=15 T A |

IS ARG (Spatial convenience) §8 (FOIMA SN [{CIvAT 4[2 @9 | g
[Tel1R Difemt g g Waie @R At vk 5y 97 Weisice Sitra oifemr AitE = | e
2T G AT YT GFAFICS #eF Gifemia foFer (vt 7 | @2 wfer 3% fReawara e
QTS (A |

AF Q@b@ret (Product variety) $ TOIGRT M<@Te Ao sfawrd ¢ wfbaysef siens
TR (ATF AN TT FACS AW I | AF3 AT T L0 T, S0 Afvaaer
Tehifer oo R Bo e @i 3 | 2 faaaefer feas seee 2@ gee et
T |

@R FNLT (Service backup) 8 TEFSRAT =7 M-8 CAT @9 qF IAIAIR, Wt I,
RS AL, TP, I 8 Rerames @Rt Tonv aem= wca 6o | 7 gomt s
W@ (12 O i feemas Face 2@ | Glefexs, w2 oo, &, Tonifve cwea wrr swefs
(oI FICR Y32 @Il | YR AT e G (ox g 77 |

R | AT o @ At ffae (Setting the Channel Objectives and Constriints) 8
TEFOIA Aefiffe G T 8 =T [apa F 356+ eaaa Sy fdfas Fat Bfvw | =g
a3 @ (e e 2ol ERN QWitaR &y Ffesd IS [l 7 e @ aR (&
e o5 O/l em @ O 9w e @@ @3 oF@ I ACIne b
TIZIAICE 7% AACS BT | (SR eetiett Sraely gy i et @i e =7 |

F) ot @B (Product Characteristics) §8 2R @AFErre W gedin s TIfFs

Ra~gs el I | I e fiaeeR T 27 Se@E=g g ffee @fErmr s
AT S |

i) T°%I® ¢S (Physical nature) 8 TN TP &F© (AT oTH1TOl, (SN =T,
R, ST, AP, e, Tofifnt 77 elet K ~us 2eifs I | WA ey SAoearel
S & J© IR AIFN FACS T QIR AR & TP 367 537 ST | 25,
IR, A1 TSR SIfF TSI 2Iel7 T IBCa M [ea T T AT |

i) ¥R 4$f® (Technical nature) ¢ 77 FfEE eFfe T 71 7w @1 @=we
T | S R A RS A O (FI Goeror (B FeT | 7 A e W
Tioe 27 i o Ffefe e, G @3 5931, SfSeeeT Sonfia aaes =30 T 9%
LAAF eoIfTe T A |

jii) =17 f&F =S (The length of product line) 3 7 T Wy A0 @M 2T @I 2=
TR AW @R AT ©XT o I el ARl fre =@ | wives 3w Aoy At
Oy I (=I5 =W A1 G2 S0 AT T T T (T2 (HG G0 MG 3B A 7w I
A @ACTS A |
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iv) T S_ZT (Market position) § I AT ST I [fog TF0R 20O A1 |
I (e SN TS O AT I O ©IF AT AT 7 AfEH e 7w 5w
TGO A T FAC SIS S KT I (P Q= FACS 2 |

v) €3 &7 @ BifRAIF AR (Unite price and size of demand) 8 T 73 AR 455
T I GRR HIRAR #Afer @ S &y ITeF 3959 QAR ARRY TSAT A | @
AR, T, (T TR AT & BAT [P TR @ @TS 2R | Tenal Ao
LT APAA@H & Tod I AAZI RIS (T = |

q) @ iiffa @2 (Company characteristics) 8 I e v @eifa fifeg s
2O ~Ya I | 9T @FIT Te~Gie & @3z qaerel e s *fE qaR vETemz
2T Pralcw To[ derFelid gol [eud I | W3 CF@ e Ay ffvs ez
vt w1 ere |

i) @I A (Company's reputaiton) $ 930 @ I ASIE [T 7 27 o7
Siond o4y [ fe 33 9361 P11 92 =7 91 @t FreRiR qreie A (oe 7R |
QI IBT et e @IfeE $F @F6! o=y oRer Face =7 7 | g 3 i = =
AF O (ST AT THZF RSN AR 8 FARAre! fre =70 |

ii) =f¥® ==F (Financial Position) 8 &f$¥ItTa wiffs o<zt I el e g
e OfT AT | efeBitTR 3 ST S OF AMEF O T TSI AT I el
e TS AT | 5 T afsdicTs o o=gr Aol T O (7 30! T AIPCNS P AN
AL el 2R FACS 7T |

iiii) IIFTT Oeeet @ FT (Management experience and ability)s 3% g7 afediT =7
I ST QAR AN 2T (FIF TS| Ff 2T T LA fmaer w1 amia &y Fio
T AT | TS@OF TOIF s Toq AfSp wfoq TYAT =0T ©IF | Gyl et
ATIBTETHIR AFET FCA (4T T AFCEAG /ey IBCAT G AT Qe ATt fore 27 |

iv) e 9@ (The market control)3 IS FTFA Toa! I% eiiet Fraicsa Tow gro@
RUR TS @ | (@ T A SBH @R (TSR QNF AT F O IBCE BoF fieemons
fEet IRTS B | @ CF@ 93 e f DI AOrF IB Lo WIYT I A | @ A
ASHITT U2 4R TR A2 ST AT AT IR I |

v) @i qEReresqd (@¥e (The company's marketing strategies)s @it
ASACTEFA (P I LOATEANE LIS FACS IR | q@eoier (@FH1eT LAy e (@ HeeTa
AN FATGT (@0 SAF TAT IBCR PTa=g oz Face 27 | [ewroee 3 fvg [we ¢iwies
TR FE T O IS (T2 A Sprae FACo 1A |

%) TIFRIARIWA Q@8] (Characteristics of Middlemen)3 TGIFRANWR AGCAZ LLTS
AfSBITTR #I7 IBT T TF AT | T G0 [foq ww 3% e Fraieee ea=gpaf ofa
AT I, THIFEAAT TG~ fy-fofe aneta v sace 27|

i) TOFPRAINWT ARGt (Availability of meddlemen)s TGTFRAIINAR TATTIL
TS AFSHITTT o1y IB9 I @ AT | T ad ey g 3% gene®t Pracs
&l ST AT T | TFFEAN RS fy-ferfre et faeas Face =7

3T vt "[@T—WO
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ii) TUTIRIANTT G/ (Service provided by meddlemen)s e TGTFAAT G2
G G &I S0 A0 1 | A @riif (i e e pdere it o it
G2 R THFFFANTR o (AT A I | TAMCEFA W erSeF AT Sofat
ACF OF O QN THFIRIAR ST FACE AR GWSTreaae FRAT QWi Fao!
AR |

iii) Sf¥® < (Financial ability)s Sfd& ot @R “fawice Stae TR ARy
TRANST FCF AT | AT TGZIRAN QAT W, T AT 7007 T, A4 wAfteet
soly et TR e Sy Ry TREIfrer I AE | TIFIRANTR N
LN RIS B AR g I A |

iv) 23 AR (Costing)s THFFIR T T afodie s Kaafs v sars
A | THFFRAOAT T FI& [IRE T AW WeAifed 0T 470 o A1, o=
@I faceg oy s wifrg e

%) AfSTMT (Competitors)s fSTANT W@HTEIT Bos odly IB Aoa T 8 3 |
qEF AN (@I TASTS efSTANE ol STei=er I ACF | AT, T A
- T T 98 AT TLCT w70 | A AR AP (20 70 ffer 200z |
TR 2fSRPET SIMa TZHRATE ([ THe A AR &V FA02 | @S G1R
OFT LTI AT LT &AW FACO 7T | QAT ol farger I8 =6 1 |

8) @ e (Environmental Factors)s Titd 2Iftaiore Sagr 3%+ el Frac~e Saa
oI g A0S AN, M TMATST B A9 20 TRAMFFIA BT F 4G AT
AR fTe, (13 R Lol (=f5 20 GAR TS g et FRAr ¢ Gt qviE (@A
T AP | TEF AN AT TC AfSTFFS! I LA THAT oI [T T | FAII
TCAF AT W2 Lo I @ @F oo afswaifrer a5 Face #@ | SR @
W SIS AT IR BT TFPIT SN2e 1 ot qceg |

© | & RFFER *MeFa (Identify Major Channel Alternatives)s @T=ife= et
ooy TR ~7e] I6 2R &4 RFEPTR TG F40 | (@I Ty (@Foitnd FICE #47
(TR &7 SAPRTAT [TF5 ANT (ATF (T A6 B9 NS A4 FIEFA 0T 0 FACS
A1 | AT oA g AT 93 ST e | Wl e 3@ @i @b gfadreme
T N FAC (T8 QIAIG Q7o FACI | &4 RFFPTIR *reaed (Fd (@ [anete [eavar
T = ©f TG SO Fal JeAT |

F) TPIFRART @4 (Types of intermediaries) 3 77 IBCTR T [ 40T Tz
sAfzerfre 27 | A erenad ey oy wifty 8 Iy I | WTvd DT 8 e iR
Ty foet %7 34 AT | ATFF GEE AT T ATRF G0 TIIIEAA SATI | ARG
o7 QTR TOFFFAAN 7T AT |

i) iR Rew RS (Company sales force)s =17 IBER & =T o ey
e AR 1t Terrs o | @3 R @I o e Rer el et e ey
IR T e o FTme wiRre emie F91 = | RSt @it =$ s
(AR S e e St AfReEar $0F |

ii) TAMIFT qter® (Manufacturer's agent)s TS ©iF fory @ aifzr «r qfew
TAMERIAT QTS e T @S 2N, T AT I @R qoend [eEms I o
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@IEE TSI AT (T I ORI ATHE IS 7eo F | [feg wama
Gy ST ST QTS QAT AT (@CO AT | o LA TGS ASASTSRACET Gy
fegfefes ara T T4 @t i |

iii) P “ffta= (Industrial distributor)s RSy @== A1 fig & “fs dt& @@
T, TR QFF ST 907 IBCHF WIS 2N | ST (@A @1 Afqeises e 3,
off e @2 QTIEE IS AW FAE | NS AN @ (S 9oy amaeE ooy
@ &7 @I Aty avie 31 27 |

<) TZFIAT 7T (Number of Middlemen)s Rz F-I6 (Fd TOZIRAIANTH 7Lt
F© T ©f @I e Fa0e 7 | 9w @i o faw foava saee 23 |

i) AT I8 (Intensive distribution)s TVEFIA 2 HSTE TOUT T @ TeIF
TrEFEICS Feaifere S | A Reem Ak 3fa s99 w0 @@ omfe gl w9
A | FTST- LT (SoAToe7 @2 LR FGITET GRAMAIIAAT AT I (FeIeT
A IE A | TAME PR TouF T @M FAF AFIET TAITT TG AR
(2T FACS BT (T (SIS G M@ 235 (AT =AM |

ii) Jfir® BT (Exclusive distriution)3 9T TAWMSE YT FTS 7T TTFFRANTR
Ael] IBCAF MR AW I | G1 GG 28 GTF 77 RSFE qF=d AR (S
T | NGRS Y7 AT @I THAT =94 AT (0@ @ G079 73T Q2 40 2T |

iii) 7 Hifo® 3BT (Selective distribution)s TN WF @R FfTe IBT @I RN
SREFE e 2 e 3B | QAT 37 @ AR ToEeRAd 997 I/ W A
TRIT Y I MRATFS THFFRA DI FA T A1 | QA TIF RN S foyzraet
R A | 4G, FIETHCACA, FCETRGNH G & G G0 “afo &7 Tl = |

%) BT AT ARTMI WP (Responsibilities of Channel Members)s 357 FIe 2SI
TR T G SRAVASIRIE T2 AR TN IS *6 G TR-wifrg fdiaer Face
@ | 92 e Nood et [Reaver 4T eeae |

i) SEAIfS (Price policy) 8 o 7=t f[ifey faw @it =R F900 =@ | AR T
e *Ieorrr Foifn faeam T Aaree =eq |

i) & ¥ (Conditions of sales)s QT TGFIFIANWI M EIET =672 5
T 7Y | s wtia o f[Feiea Afieay a4 7@, 9iRkfee «oy g3z 98 e e
WSat T =@, wbfe o o a9 @G =@ 3w e TaEeaRioE
b sTer ewie Tt 2 |

iii) IBTIAT SN P (Distributor's territorial rights)s &TSId T(rZFREIAT
O RGa Q=i FT0F S0e BIF, Sl (I (@I Qe [qeres afgsia i o
5 Fate T |

iv) A>T G/ ¢ Mg (Mulual services and responsibilities)s TRoAMF T @R
TFFRAAOR AR iy ¢ ERF +fRkfy [ve 2ea A | Some «ae
TEIRIAAA (& (FIF FS FACI, FE QT 5 ZF GIoTS ARME 26T TS |

BTG w BI-S0R



AEITETOF oA

8 | eI RFF @R T (Evaluating the Major Channel Alternatives)s #Teii
A4 RFgrTR e a7 7 G TR QIS | 9T @R Saete g e
AFCS AT | T8 @F LNAT @FfF O FEF T IQT FA | IR (@ LeAS @i
@rifRE AT Sy TR I @ @I @3 ot 5T 3907 1 92 S@Emw
Ao ez v e 23 |

3F) qdtafeF W me (Economic criteria)s ey e Rara st a3z 3w fafeg 7o
A ACE | @2 T A (e s 4= [easa dace 27 | 9w e (rite =@ @
geiarg Ty [Rereaa fame @ 2@ | @i @ g e Rt e F9e St
AT TBFA QTS LT o407 [T FA0O AT | NS AIZAF T FE [ AdRG ws|
IR AFFFTAT SGICT A7 (@ wAfe R 1 W91 | AT ACAE N FEF ATSCDF LI
@ sife [Rrn a0 8 IR 2 o) [Rew @ wfew | @ rifag e «ife T ate s
@G QAT 2@ GBS e [eeaa Afsie ©siw | [Ream s s 39 =@ aes
ARAIEE 203 TR 97 G T I e 203, [aew @ g RS e Jess =@
FRT @ T @I [T oAfae o emw Face 79 | [ e A @it 7o | o
SB IfTmie 717 @ 2o afedi Reraest s faern efefSfy @ @@= afs azet Face e | aw
fafera sifarer SB @3 513t 9 T 1 A&y afsfafy vz (g «famer SB w3 vi3te @ ==
O (@I e ST e F909 | GBI @I oy s 70 |

frerw alfsfify
e faar 3
e
<5
SB fertaa i

<) f@@e MM (Control criteria) 3 R@w afsfafy a1 oy g a7 Foaer st 7@ @3
e fog TR (TRIEE FAce =X | e afef iy ar rgaRese $o aaer a3t T
B I | G QTS JAFE CAT @ (T 0T AP | WA AT FAAT SACelr o qoa
T ACE A | SR NS TN A G787 I F0F 93 Ffew A6 B A | DIt
I ST T 78 7 | R efefafq oy ffadr aratere amag e = 91849 =1 7 | =+
e @R fery Reresiivr (@ fagests Tt AtE 91 | S0 (@Ee Reraaimd e
T TE® AMF T AR ST ATSHTT ([@OTgE FHO1ET ST SR AT O A [ 5
CRATSI TS[F (7T T |

%) SfSEEs TWe (Adoptive critera)s 2ToiF @FAfME AKCGRIM 3 @R TETOR
et oy sare 2@ | afediT o @i fer afsffim s v T=ww o e pfe v |
P8 9F I oF A (7T (@ TV LNA HCAF AOEHF, 93 (F AFSHI F FqNT N0 |
Qe AP ol AR pfewe afsffires am firs sree a1 i afsfy feamem
SIS Twe [CabaE [0 Soce 204 |
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A1 AT
T NN TFH AT CFCG G FIAFITS!, QNN AT, Gropsly, Azt
Fonifi fReet- 3 e 7w Wk e g et ffes ¢ e ware &3 |
QFFAIT 2197 TS AT FM T EIRIF AR 7 20T 9 FER AR @ 2ee @
sAfasiTe @ =3 |
A P T elrett et ol 3§ 0 AP | (@O (FF5F (AT (ACE A T
ST I [CHCH T 2el7 T I I (FT6T [TI5T T2 =07 |
AST (R (SIS RAEHT Z LARNCS T=T9& AreiRs AIFF Teifrer fore
TS BT I G5 [T e I |
ToF I A@ere TAITS AAPINRA TobT T @M TRATF (AR A TGw 8 (27
T ACS (SIS HIeA @ <0575 JIeed FI0R (TS 2/ |
fog g Teomasial WItR AT SRIFOSIC S =607 RGd & THFFRAIRNT TR I
A 9 G2 G AfSHTE 1ol RFms @wvzd AfeIa e 6 |
@A oima frers errails e 3w 300 «F 9T Reailie 13 9F G TF o &
T G QIR TR A (GO AN @A FACS AT |
T AT FE QIR WHF RIS NS (@A AT o1ely @] S oIl s
@ S 91 AT TeAWFFIRG QT e e 207 |
[T fofes BT IZ AT TACS A THFIPNNWACE FIRAR 8 Ty T2F Gt
VI HIE] FACS T | AP AN (@1 BATETS PICS AR FACS ] |
TR feareret, e ePTiR, 217 SRR, Rered @, & Toii @ emrs amete st
T et eeife 7T |
AT AR 2PlS SA AT ARG AR AT WG 20 I el et ererq fga
FE | AN e F0eT LTS eeNag FToTsar elf¥wer erepmt 33 |
TN A4 RFFTAT *IE I A G @F 4T (ACF R QAT (@A A Sy
TAGFOIE QT 27 @ @6 ettt g 403 |
@ afsfdfy famer s 2z oo o fagae a4 1) SR @3 wET afediv | s
RSt feyearst et Siwa Boiw < faraer efodr st @ |

AIIGT TR

e ey

A5 Tara “Areet B (V) o @ |

S| IBER ToF GO URSIA (SISF SAMIT (FIA
F) e &S %) BT IS
o) T dFfe ) A S

1 T QBT stel ZNa I%eaa 8o Qe farus aee
7) F¥T oFfo %) ersyifire Grar
oY) @rears offarsrer q) TFolq Afe

9 |

F) PO~ (o ) BIesfs (ot
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@ TCFIEAR : ARFIR @ Yot Reerst
(Middlemen : Wholesalers and Retailers)
[ &
G AT 1T -
B SEFIR TIRTT IR QA FAIAT IR IR 31 FAC 2R |
B fAfeq €@ ARSI IR @R G GFS ITACH ST AR |
B 5 IR IR QAR FIAFLT TCE QIR 31O T 2R |

B ey «a0el Yol FRAT QR AT AP FACH TS AR |
B ARSI 9RO [T AT G JeAS TS AR |

ZFIA TR (Wholesaling) 8 ISTT JRAET AT TG SRAVASIANR TF T
ol AT (FTA A MO AR LB RFSIWR T4y 3% I WL T | TAWCH AT I
A AR I T ARPIT TN | TS, AAPIEF, QTG A T T (ATF AT
FIRAPRIR (735 27 fawar T A0 wivs M- 2 79 I 1 efevit IS M2
T[N 0T | @ PR Steven J. Skinner 0T, Wholesaling includes all the marketing

activities of channel members that sell products to retailers and other organizational
customers but not to ultimate customers. SFOIA J&AT AR, T AT A7 [T FA9 &0

ST JEHE IRRET 0 4T A CRT T I SIS [0 2147 A I [FEs 796 4
FARMETR AEFIE FRAET VS | ARSI HI TN IR YGAT TIAACAR L TR
FAT FE 2 A CRIF TRAMT 8 IBAT FIGCE RS 8 AGHT FE (I | MLIFTS Aely
TV @2 (SIETMA IR 24T B0 IICw 2NZFIT Tl sfe A | Beer- e
SCEB (ATF 2RI e -y fofre @3y o s o

o AR TN @FIN GE AT AfeHT 2re AT |

o TRIS YOAT AP, 7: RETSIA1 A1 PR ARSI (780 7/ely Rerar ¢ |

o AR TR 247 (ST QIR (SIFWR N HTS AT 7 |

o RFIR I TAMS QAR (SISIF AL PTGIFA (2T IS A |

o TRAWMS R Ty THFFRARIWE G 22 APTIAT AGL FIE T FC A |

AR IIPNEF FE (Functions of wholesalers)s
NIPIT FRAK 2I47 IBCAF T A P SR AT I | TAWE QAR (SIS LT
T RO Fle I | TN JRATSS T ¢ e oo TeAm R (1T Weey
ARSI TGFe! [P RET ARF o To5=g eqgad IRH Mo I | 9w
PG T TAWS, Yo T AR (oIS [Kfey oieg Toge =3 | ©iF 1331 T
e FEfECS fouiG 7R (At SCETH= S A |

> | AR &S AR 7T FIRET (Functions to producers)
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F) AT SIS (Marketing the goods) 3 TRAMCFA TLoAIre 7oy ATRGTOFACT GFF
TP A4 AT ARPIR TN | @77 Teomeaa G (AT @pa #AfieT =fdy @ 3 a3
s fafeq TrEFRARITE {0 e T 19 a7 I |

%) o7 MFTF (Storing the goods) § TEWIFT fFG (AT 07 T FF NI [P ©IF
ey SWITT QT SIG! FT GWITT 94T TeTFS I | T OAWS AT ALTHET YO (AF
TF AT |

) TeoiWee =TT (Aid to production) § ANIFIF FIATIT TAWVCER =% (AT 07 Rz
IO I AT I | FCE SeAmPAT v weg afys SesimeTa &fe T zee
AT |

¥) SifRnr @R @R SISy T FA (Balance between demand supply) 8 @i
RPN YORT [T FMCT A BIRAT TF Ao AT GR TAVRCE (18 Ol
o[y AW FACS A | AR TGS QeI (AT WG PR 2/°07 FIR F¢a HifRmr @R
TS T P A |

8) W (Financing) 8 AR TRTRN SAMPIE GO 9T ST S @eirer (7
TR e 20N S @2 PS8 TN [oeT AT Aoy @M T @7 e | @3
ST AR FLRF @7 =il SR /o1 IR AT |

) #itii@ & ¥R AL (Price stabilization) 3 “N33IfT o R[Sy weeter iee= wifzwr
TR TRAMECE TG e AT | TAWME (12 O #el7 T=AM 43R AR ICF AT |
T (FIF G FORS #TT =, A AT 17 Zfower AT TTeT emiT I |

%) IFZ (Reducing risks) § 2147 TAMETT 27 (ATF (ST THIST Q6 TeT- AT T
AT SARFIC ToFi JFFTAR ~EFIR [ T2 I AT |

&) I =LA (Market expansion) ¢ “EFRorT ey g ooy evpdel, fearei emie, Yot
[T TRFer e R [y awsm M Tmea st viftal I 8 Jw=
TRLARCIT (B3 R | T(ET AR 2ITF A LTI RS 2T R (GFO S 2T |

R) YA FPNNR &S FERAT (Functions to retailers) 8 ARFRATIT 4ot wot ZCeT Lo
FIRANT | Lo IR &ATT AT (FC@L A0l MATRA G ARSI AR o fqomaiiet
AT 4 YEar PR &lfs “N3FfT Ieiior g v Wity 201t | ey fagete st
0 R |

) @¥ ofSffe (Purchasing agent) 8 “I3FRH Yot IFARITMT @7 efeffy o f[feg

TT (AT 247 TG FCI AGW AICH | YBAT FRARAONT SIHF LTAS AR (ORI AT
AEPIRAT TG (ATF 207 TeAT FACS AT |

¥) Aff3=T [T (Reducing transportation cost) § TSI A ABHIRoN OIw fere
SRR TOCT BT TR 780 2fef7 (HMeg T AT | T Lo FRIARTR 20l7 MR
FACS (I SAYT LA @R A0l AR A6 A1 |
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) wnETeFd (Warehousing) § {531 FRIAR TG 0] AR ACF AR A
o&ffe SR 2oy GAIMES FC | FCT YHAT TITRMCE F2F Ol 0 SANGS FAC© 27 1 |
TS T O ARSI [0 (AT MR I (7T |

¥) wiféfe W=7 (Financial aid) § RS GF@s L6A1 TR ARSI F12 (Q0F AT
ST AR ICH AP | T oAl FRARTT FIIBAT T4 A6S AP 7 | Yot A
T AL AT TG AT |

8) O FFIAIR 8 AT (Supply of information and advising) 8 ANEFRET ol T=AWH,
THRAIR, NGW WieT g, o7 e~ a7, oitaia [Rerares ¢, oo a3R &b RE~g
fafey fawa oar TS At emie 03 A |

B) AT € @edeae (Grading and packaging) § “I3F TPNT LT TN
LTS START #F [OF (aATT O @ YR ATAMGAT MG 8 HAFIN (GCF el

®) 7 &F9® (Returning goods ) 8 “I3FIR NIt 5T AT 6 (ATF ool @R
RIS 247 (@IS (T | FCET LB BIPMNAWR Aol Repzetars e 1 |

®) 7w @R (Miscellaneous) § “13FIfT I LG APMAmAE [(fey gw R @t
VIF IR AT | @I [REARCE T AW, SR IGT W, SR AN eI 371 |

©) e &S ~ARFI WPTAT SN (Functions to society) 8 2SI IR o1 T
T AR ST | S SR AN JTS @3B AN AT | AR M -
fafe wapoif-mifee sl Fifre =0 241t |

F) TFeNtRa A7 FFRAZ (Supplying quality goods)s “I2FI IR SFONTRR Hely
TR B (SIS GTR (O GRAI@IT T S Koo STl #AT ¢ | Gt AR
TN AGE wifres #fifers =70 |

<) ST ST st (Fulfill public demand) § SATFIRAT AZFIH TTT ©AT Ae@T I
(SIS oS HIfEAl SR #o7 SeoM Q3R FAIANCEE FIZ IR | T Sl Bifzmr
SRR 2T (S FACS AN |

) F & AU Srt (Product consume at minimum cost) ¢ AEFIRE GF AL SCAF 7ely
T I AT | T TAMAPIAANG JRARAST TAWC TSNS R | 47 FCA A GFF 17
I QR WWWWCW%I

¥) IO % (Employment) 8 “N2FI T RIS SR AL @0 SR
@S R TT® ARCE | @ A FIALFICT FCE (@I T fFZ0T Z0eT8 a9 F0og @
TS fEfeRie wagl e w0z |

®) T AU (ST ARG (Advantages of new product consume) 8 *IEFRTT AT A
foor@ 8 IR@ @ 77 T HT TeAAie =7 ©F IGR A qR TS o IwE
TR =7 |

5) WS T (Economic development) § AR T 2/¢l7, SR TR, FHRZ,
BifEwr 32 F0 AF A e SRARSF e ST AT |
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ARSI I @RS (Classification of Wholesalers)s

AR [P A ARSI IR [og @0 7 AT | ASReredae ARAeR AReEa
A MAS @TY ~NZFI NI SMF FRAEAR A I AMF | AR o1 oy
TR (@tF efTer w1 A | oy [feg e ARt aerc = 3o w4t 2T |

> | TEB AR TPNA (Merchant wholesalers) § T 7 213N I AT ©I@
ferers et ffacar s e a=eem MG T ARG 30 Ot WHT AR 0T | oS
AR 52 N7 S < A |

%) Af crRmESR AR T (Full-service wholesalers) § T & #1233 I

i) S ATH “1RFF (General merchandise wholesalers) 8 @31 RIS TLST,
oleiely, tagpfes e, Ffom, TEeife, Saqsm, FANGT Toxf WoAbTAT ST @
RIIET TR I TR I | G 12 LT Q@M 2R 2oy [T 363 AT |

ii) Afre 7 “N2FT (Limited line wholesalers) 8 @ <JTI STl ANZFEL AR AT
ARFT ACIFH I AT IR IN AT 207 0T QT I | 9T ARG Joaiely,
COATAIS &gfe *(foir 1oy '8 AT ey e S ¢ |

iii) RTIT “ItF “12F1F (Specialist wholesalers) § @31 YF2 FPRAT e [Twe @FfH
O I 1el7 0 SR 0 | (@ AR (FF @ =, B, A Tonfer fqeg das
TS A |

) Afire ERMASIA 23T I (Limited service wholesalers) § T 33 ARSI
T[N 2T TR TP Q2o FACAS ABFAWA HFE PN AL FIAAET AW I 1,
SIMACE NS CRMIFSIAT “NEFE T TF | 93 T ASIENT 207 TAIR, A egd, Tqm
e fEe, AeReresad vy Terift Fitew e wife A 771 ey @3wmA AR R
QINTSIT TG T ZCAIS

i) ¥ “I2F (Cash and carry wholesalers) $ (@ 35 213 PN LGAT FNRTR
s T T #1oly R 03 SIMacs 99 ARSI 0T |

ii) §F NI (Truck wholesalers) § T JFe ARSI JEN ATe AR o7 T2 c=7
ferT ofi@zee A1 (ClTeit MR T (@O W06 247 TR I SIMAcE i N3P
T | ;O T TSI AT |

iii) G2 P71 (Drop shippers) $ 93 AFTE ST @I F AT ooy T FR@T I | @A @
A4S e Figae s @S e g a1 AT o SAweEa SwitT? (@0 (A |
AT & [T ETAI (A2 T=itfre 23 |

iv) B} #ff=e (Mail order wholesalers) 8 @31 SIFITT AT GRATHFIE &l TCR @I
(O fF6 TIFICAT Aol NS W | (FOIT Stena FHBIETs (Ao A1 Reesies e
SHof] TTE (S SUFAAN “ARFIER FICT TG (W |
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v) TF &7 (Rack jobbers) 8 T (@ =7 Q3T &7 0T GT G7 #A0e0F & G AT (@ Wi
FE ACS TE 247 wq FAT T | @ FIACHIE QR DIF SART I T | @37 (@FSInd [ Fgor
s CTAT 2T BB 4 |

vi) TeAMTSIRATR TN ANS (Producers cooperatives) § FRES el TeAmwR FaFa1
oI TeAAire Aoy R & IF@eIT 133 AT 210 TOET | 97 GFAN 0o
tofaa ey ffeg Loar IR 6 o1y ey 36 |

%) fig 3BT (Industrial distributions) 8 T 7% 2P AT LHAT FRAKWR FF6
o7 A@FT T I TAVEFIAT (6 A7 s e @R T AifFee 7oy [emw 3, ooy A=,
T CTAT AW I O T IR 0T | QT AR PG T TS FIGIET @
RIS 8 TS TS iy AfSHITT AR I ACF | 93T YBAT FRAR 786 =17 s
IE A QR (G LI (ST 77 70T ST I 0|

©) WiETE Ok fSAfY “18FF (Brokers and agents wholesalers) 8 @ & “ARIFAT AT
TP AR I A 5 TrEIEARNTE SN 21T I Siwac Afeffy v wwere 71 = | e
v ey e wee ¢ Afsf iy sn3sia @l T | @

F) WETE (Brokers) ¢ T #7 @ KR TUEFEAINT SR AT 01 (68 AT Ay awd
FEAI SRS AT I | QAT @G0 2R S *FoTced (0 (A0 WieTer S=ar
M (oI AT |

%) efSfif¥ (Agents) 8 T 7T ARTR (@l W [Ruaro A hrites fefere 2907 @ o
I ST Ay Io7 7 | A Repaasta ey sy e Jga9q =z efeffy
e w4 =3 | ey g afsfafy @y aiw | e Seoivicea afefsfy, e afsfafy aae
e fefes o |

8 | T NZFE (Manufacturers wholesalers)s (@ JFe1 N3 TNA AW
LOTF OERYITT QR VT ARDITS =7, SIAaced TeAME 213 1 7 | (@wg fKawa
T @R Rerzr =i |

¢ | R A8 (Special wholesalers) 3 S@ie 13T M Tons 5y [{eaw @R

AR (A A |

) f ARSI (Auction wholesalers) 38 @31 @5 A2 JT Teiwwa ey enw wicsa
BISEARISHE!

) SmifA-7@if 2SI (Import-Export wholesalers) 8 (@ e A3FR #[t7d =M 8
AR AT AL ST A | S SAmif-FRif {131 e |

LT AT (Retailing)

el TGO efSDITTIRE TC4F LRI PRI IR AT 8 T (14T wFe~f aAfoviT | por-g
(ST 55 7ol AT TR REER *afors ot AT AT | (@@ 75T [ A1 AfeH Az
[T, TAWE AT O (@I T (ACF ALE AR Aol7 T I FOIS (SIS HIfRw Srgard
TRAAIZ I SIMA PR@ICE YBAT [N A0 | W.J. Stantan @3 @ Retailing includes all
activities directly related to the sale of goods or service to the ultimate consumer for

3T vt "[@T—Ho
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personal, non-business use. PR F& I MIFIT TN, TAWE AT I (T ST (AT
oY T IE VNS 8 TP VI &) AR 70T FF FF I ©Id @196 [@w@a
RS FAAFTE YA SRR A0 | 5T TR o ferfere BT «iheam 217 |

o OA FIAGHN I OF AT THZIAT |

o BT IR TOR (I A, AT AfSHT |

o oA TIPTARI O™ (SISIMA W6 7ofy e I |

o oA TINAT LLTS SARFITIR [T (ATF AT 7T I |

o  TIIRAIAR TCLT YBAT WA TRATT FACHE @ |

o YOS A A U~ A FACT 41 |

BAT FIFAIES FHEET (Functions of Retailing) ¢ 5AT I3 3B aielq AT IS
S @ AT AT IB0T @9l SRR AT I | G @A A @ K@ W Am
AE A IR A A e I A Wew AT | Ty (oar IR Seg@edriy
FIfeT et orear zea

51 9 @ (Purchase) $ A IRAAWMI A4 IS TN (@FMR vifwr, o (e
TRAWS, ARFIT A O (T (FIF JIF (ACH 2107 T Al @R T4 |

3 | R (Selling) ¢ 7T A7 FMEF FTICH AT (FoTva 6 Aoty Rarw T8 o=t [T
QY ey |

© | AfRRZS (Transportation) 3 ST BT (ATF 47 Me@Z TR T LGAT ARNAWE T
AR 7T A 27 |

8 | wnNeTeFaT (Warehousing) 8 T&FoITHa HIfAT SRR #fef7 New AT QR FLF=HCAR T
ATITS BT 3B A GRS LI P |

@ | (e (Packaging) 8 &SI BIfAT SIATRT A9TCF @& 8 e fefers oy % T
O o 0 (TSI T | 9T FCET (@O T SR I AT |

Y | 17 fxfae (Price determination) § 2R @R J[CENR AT LG TP ©FF TS Jaree!
Y FE AT e feyfaer ¢ | 717 foaifae Lot TR wes eqgrd F1e |

9| SRF (Financing) 8 TCREE 4ITA =07 A1 ARFCE 247 TARER IR | NS 07
SIEFIR 7D (AT T 0T A @ R S BifRwl =7 e |

v | & a2 (Risk taking) § T@FeIma & G31 [feq «@0Ta IF a7 @ | QTR 0 15
SAfqaSs, ifzwr “fqass, Aoy 78 ¢ =i Tonifir |

5| R&es @@ (Post sales service) § (TFOIMA AR e TTIIRIAAT 0N BAT
RO | T LA FIRAAWR [fSg qa0aw ReFwares Gt v F40e 27 |

o | T T (Accounting) § YFAT FRARNTR IS 20 oow THPNER 0 T @R
AR A TeAMER f=IAIF=@ Aot vl |

3 | AT Fe (Promotional activities) $ &BT® IR TF 2147 TIF (O ST
TR L TS | GRITT YBAT [P [RERER (Fig e R S A1 63 A |
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3| IHF O FFIAR (Supply market information) 3 @Y AT IJETNE (FOIA
IO FICZ AT TCT 29T T0F (FOIAT TOINS, FSE Iohf AR I Seoiwas it
AMIFIET TS AR I |

9 | BTt 8 A (Suggestions and advice) 8 7ol 6w, ey IEW7, AHely @, o7 IR
o fARE BT TR (@S SATH @ = e A= |

YBAT AR 4FCeA (Types of Retailing) 3 oaamiaft seeamdia wifewr =7t @3k 737 8 G

TRAAIR FAR LA TR effopie | Fo [ee [ifog wiwm sl ¢ To «@e a1 TR

AF @R Sime ey edfice ew war o | e Loar eer [feg v gaot e s

A1 =0 |

S | TRl AitE AT (Amount of service) 8 [Rfoq @R itoiw &y [fey w@eew ¢
ATAT 2T | CRIF AR fefere oar I foaft @ifits o 321 27 |

F) T-0T o JIT (Self service retailers) 8 T Yo TAT Al (Formacs e
ARG #47 FTEma & @ IS 2 OF T-0RN LA [P I | (@[ AR
WCFBET G L0l Yo T[T |

%) RfT® ERT LA JFT (Limited service retailers) 8 @3 @TF Y51 TGRCIT (F0T FOI7T
(SIS Ffo~T e (F@ CRT GV 00 2 | 93 AfSDITRTE 2o Al ~oy Kaw
IEN

) 7 GRMAIET LEAT P (Full service retailers) 8 T3 7 LBAT [T FOI~8 (SISTR
ATAGA AT FTAT e I SIMACE = CRMESA LOAT I 30T | 93 [araasrar
TR (@SR IR Feifers @i |

R | 7y iz fofere gpar 11T (Prodeut line retailing) ¢ =7 M7= fefers ywar T
fafeg cqice ot =1 7w | e awa fa@e (e zger |

) Rf¥® “tw @ (Speciality store) 3 T BT RN S @ 267 e 50w I
Ot [ St @IS 0T | @ DI (A [feg T BIesT A |3 @t e
SIS NG FIA19 ¢ A |

%) Reria 4 (Department store) ¢ W32 oA @ “AfEEAR [Kfoq aFF =47 *=2F F
@R e Lo Reas 9% 1 2@ oitd [ori [elfF I6r 2 Qs | At
a3 wed (@I ey fefy @2 |

) AT MFS (Super market) § AR NCFT F0AT WCFFIFES JRARSCN S JAFCSTA LT
FRAET F-011 fofes @3t afediy ar wfys 2ftmie Rerre 4wy e o s 3@ 1 @
O AfSDN AVFEINAIT TS FZOT ACF | QT (FI [T q AF T a2 FOoIR
o A Afeeirg Face = | AT @Fe wed (I AR TR (2 |

) PSS @oIT (Convenience store) 8 T7 FHIew Lo A1 efedimete foavifre s
e T g [@aeamy sy f g Saifes | eReEns e GoR T |
93 TSI YA AT 2AfSHITTE A= AWy AAT [ T AT |
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8) T @BIF (Super store) § I GO R U6 FFA AfSHIT AT e AWy TANRATL 77
TR (ol fafireeitd (@ 717 (e, *Ifor ar e «67 e AE ©f 192 [ife 3@ A= |
QT (@S ARSI AT HFE AT TGW Al T | ARSI QT (@oind MG fifwe,
G IR, @B F ToTva 7! AT |

) R fFena (Category killer) 3 @ fRramifirs Yot amz afedicet Rosm ory stifa o
Aoy I BT FF AR NG TR AT TP 24T T 21T I A0 Sl
FomfE fFe 3 |

© | SFAER YU fOfere (Far T (Relative price) 8 AR goar I afevis
relfTe o fofaet S G AR AT 267 GR G TR 30 | ARE 5 efowiT T o1
T W AT WIS I | FC QS qeena fefers Yoar JeeE [Kfey e s A
3l e ST T =CET |

¥) {ewI®S EBRE (Discount stores) § U2 TTSIT YBAT FIAINAT FACTSIT AelT SI; (AP
ST GEARETS I 0T [ 6 | QAT @R oA R e @t Seieas er
AR

q) oF AT LA JPN (Off price retailing) 3 T T o1 TN AfSHT TeoAmwa
TAGS 2[d7, GO AT, (TS 247, Wofie TeomaaiTe Aoy fGrsies =T (@Feitnd Fs
A Bea (12 SfeTes o1 2T Yol PN 940 =7 |

8 | Mo fofere Yot FIFAT (Organization based retailing) § L TN ARSI
T fefers «ifavifers zrens Ffitat w2 pfefefer Yoar Tt afias e afsfars
I #{eoz | e @ T YoaT TR RSy e (A =eEs

3) (539 @BIF (Chain store) 8 T63 GBI Ff6 JRARASCTA oA FRAT A GFL NETH @
A [fey 2w afele Fovere Rer (@ma e @2 g@eaa 7907 e v =30
IFETR (3 @ 93 T oS |

<) Y AZ& TS (Franchise organization) 3 T 5T AT Seomepia, A3 Aty
T AfSS Torifve A @36 e T FRTOIE @ A GFIfHE @I T 3
ARG TS AP 7S T ONF GRS NI 0 | (@NF: SR (TSRS (FIPI-
T SR (AT FITPTRCEE TLICT 207 TLAMT 8 ASASTS FCF AT |

%) MeBReR 9P (Merchandising conglomerates) $ &% Wfewmz fAfeg gwar
AR T AfF® T TogiRfen aaiamaes 71 =7 |

¢ | f=ifS R 452 I (Non-Store retailing)s

F) T [T (Dircet selling) § (@ e LA TN (@FSIII AN TR Sl =
oy [T I Ot TP Ry 0T | S (et g, SR, =S, Aedweg geifi
CRQ TR @ ot A |

q) GFMIEDL (Tele-marketing) § ATECI FHET GRTFCER NG TF T4
efes (Bl MTHBL 0T | Gt (@Foitna e @EcEe e o7 emg Far = |
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) GRS @ AR (Television home shopping) &8 THRITSTT #fd7 e FaT =7 WJR 7ely
TG~ (o7 O 9T & T | A ORI GBI i T [RI@ 217 T Wi 7 | 92
Af e Gfrfoxm @ AR I |

) - 46A1 TNT (Online retailing) ¢ Jffens o= =2F TR agd @ (@Fo&T
FETOIET NG T N 2T FACT O o o1 LGAT JPNT 0T | (Fodr Web
page (ATF O AR I(A TFEA SN W ICH | IOACT FRSF, 00T, WA a=eFIar
2AfSHITTA 43/ 2T ETTme 717 TR |

A ATT

o T A AMIFNFRIMA [FF6 (AT SAfKF AR 07 G5 T I LA G0 76
e T ARSI SRR A [P0 9T 1F |

o NEIITE AT G FULPTS FC AT, (O bl I FCa, Ay wEmiT @R
TR IF I, (SIER BIfzAr 7 I, A T ST B AT A |

o W I ARII T IPNER ARSI FOTHMT IR AF Sioaed 7 @ i
ARHIF AT |

o AfT® AT 2NIFIF ALT AT SABHT AT FIAAF 8 I AR 297 ez F=aia
A |

o T T SR THNA MRgeicena N3FfT ey Feaifere siwaes féig =1l IBaerar
ARHIT AT |

o T A ARIF LAl GPNANWA 76 T2 T Irore AfFcs 07 [y I a1 aae {oar
[T A e ey (offrg mrea mife azet I T SIeF 997 2NZFF 0 |

o TV AF (A ARIIT TGN 917 ATRSASF, AT Fewel, Gifgwr @ @oieea
My Ao, IR, WL A 735 T+ (%7 Tovifn FerTR I A |
TEITS!, A0y (TS, 2 NN, [fqd o Tonfn FIermz I A |

e DUITT (OMER A0 717 A (AT R “afore YBar AN 0T | “13FIF AT v o5
T (AT #07 MeAR IR IR FOITC (OPIFIN W26 1el7 R 37 |

o f@ma oy RSy w@uem o7 MaT ¢ TFeAcId I ARGy Tive s, AfFcs ey

o IABfeTS @ TG AT FIF (TFOIMA SN YR A0S T g F419 & &AvH, [, 3
FeT REER IS Yo TFIAMRCE T FACO 27 |

o T Al TIW BT (FOImade *1F & @F I FEAT & 77 fidaer Face =7,
EIETEICE F-To71 YGAt 3T AfSHIT o1 27 |

o GG A SAZS GFE TP @R ARGl [y e o6y =2 4w Ko T
LBt R@ER 3Z T4t 2@, oIt o [T 7= 23|

o T R ¥R o1 AfSBITTR TS =R, WFF AT T AT AT I 972 47 I
WIT 27 AR I, CTTETS el @A Y5t I I 27 |

o ¥ JOT ORI TN AfSOITGT (T o1efy, Al ofefy, [T oy @3 M= Tosifn
I 272 NG I CIRTEANT T GO 0 |

o ¥ e YBAT FPTNER QTS NS I SICF AR MO A |

B A *B1-398



e Fel ST

AITIGT
TeT oy
Ao Tawa et B oz e
S1 el M TGS Yol AT @A
) foes e ) TR LT AT
) AR COR ) F-0T oA P
31 ey Tifa Yoar R fofe 7
) AT AT ) ST @
) AAcesa offasrer q) Tre- e Ffaete
| faer e =z
F) 9 e ) T e
o) SR TR q) AR AfIS
81 IR TR YT {3 Sror =07 w27 |
%) g #Aey ) -l ST oy
o) AT TSI =iy ) TR 27
¢l PG TAMER AT KT TGS
) fetrs oz <) AT
) effsffy ) @ =it
Y| I QAT AT Aol G ofely @zel I N ST ZES
F) Afeffy <) Teomesa efefwiy
) Vet v) i@ afsffy

BTG BT-39¢



faf@eT et

Waﬂﬁﬁr
B T TR o | IB el AR ST/ TP SNESAT TG |

1 T YAACS TRABE AT FIAAET DT T | @I (@ 3% ot 929
E- AT A |

o I LA ITIIT I | (B9 91007, AP AT @ GTAIF % elienar et ey |

81 e fEeIZT A T AT AT FACHA AFS FIH AR THHT Lo AAwfooTIR Brgrd
I

¢ I LARTR QYT [FETR FOT T FAaF? I QA 9 [Fgpmig [Fena
I F T O FI |

v IRFE TR 2 ARSI TN ool IR v g Wk [ ey @R
AZFIR ETNER I o7 |

Q1 oA e g o | ey e Loat FieiEs w6 |

Wﬁmamﬁ
T N IeTCe fF A
21 3% el PR fafey e S v e |
o1 T e [y e e I ¢ efeit o[l i #i |
81 T LN AP FIIQIET SCEHAT G |
¢l T @ I AR IR IR A I |
Y| TR Ao FCe ¢ A |
QI IR AT I e I e |
bl TR 2T I et e o |
51 OISR Ol e Pl [uaae 41 23 5T I |
So|  TBALAAT ST WIR Ameld {aaft {eeaer T |
31 I AT Ui TR e 397 |
321 QTR 2 RFEeTIR [FeItd e 41 =03 (16T Are5 g |
So i ARSI [ &S ¢ BT WAL T |
381 S CRMESR AP 3904 7 |
sel TS ERIMTFIRA ABFEI AT AT F |
Su 1 BRI I G A FIARfR faqet e |
sa1 TR WG fefere Lot i it faerer g |
Sor i T AR R TR fefere et SRR 9 e |
ss 1 Teif @9 yoar FaEs a4 eme 757 |

AT T 35 5. F, 2 F, 9. 4,8, 7, ¢ Y, |,
AIGT THIT 3 5.F,2.F.9.9,8.4,¢. M, 0T
AIGT T 39 3.9,2.9,9.F, 8.9, ¢. 9,0 7

o hsas



