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Consumer Market and Consumer Buyer Behavior
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3 | O&! &R (Consumer Market)

T SR FOT (SIS [0 45 27 SIte (OIe S 0T | 9+ O &0 AW, (SIS A
FTCEe OTF G0 ASE [ @F (@Ae [fog Tfear AfR@naa s e aaress
SIfItH B35 8 (PR @ ¢ AP | Philip kotler & Gary Armatrong I, Consumer
market consists all the individuals and housholds who buy or acquire goods and series for
personal consumption. TSI AESF & T (@S G2 A& AL ez =AfFe qrr zzifer A=y
o I AT AT T ey T I 58 TP TS Sy 217 T I A1 | (SIS ISR
s e Fesre wf*iEy srear arm:

i) OIS (S A1 IR [0 (oret qred AfFe | iR (@t fFreg aFe (@mE |
ii) TOIS! AT TAFI TCweHT 2147 T T 27 |
iii) @ ST o7 @ CTAT TS AT TG 8 AT A ARG 27 |

iv) TorERT RN Qe BfSra ANE I ACRETS FRGE LBAl R IS (Swi
FACS T |

V) TONS AEICH AR [Oee A ASAGTOFAT (AT AT FAC® TF |

ToUT, (e, AR a3 JRFIRT (@Ol FNrewma & cor M [IRIEE SHCAy Aoy I G T
FACT OIWACE (OIS IS AT consumer market 0 |

R | (& H599 (Consumer Behaviour)

TOST QR (@l WCHBR KA e 70 @F2 wed e F AT | O G ML G711
g #I1<<7 A0ACT | TN 07 A G T IR SIMACE (o] 0T QIR T 297 A1 FTAT (O IR
SIAE TS T T | RIS A (AT MR G P, RIONT A (ol 774 | g
7@ (12 W ARRIET do TF AW (Sl 9T | O3 WIS FoNCe FeT 0 (SIS | TG
ARG & (Fol G (SIEF 9F GCF (T 20 | 2P A GRS GCF A AFS (ot
T A FEA T IR AT G TP IIE AL TS 7T b (O[S SN
0 | Steven J. Skinner &<, Consumer behaviour is the action and decision processes of
people who purchase goods and services for personal consumption. SIGMCF, (T T &FO
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G A0 | 0T 7o0d (Sre = o (R 26 |
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foq 3 CoTeIg =B

TG (ATF I T, WL (ST ST Ael] TR AN T ES (SIS AT 7 IR T
T[E ER AP @ BT IR O (SIS AR ANSOIGE | T A0y 8 @Tar ATy
fafom, @FER AT azd, AV T QIR (S A JIYEF AT (SIS (@ N6 FF AF
TIPS (SE G F6 27 |

© | (SIS SRR AMBPTR (Characteristics of Consumer behaviour)
oS SbA GG wioe MRS afer | [y Some aer (oret Sivee @7k 7w A4 | 92

TafBPTR e T |

i)

S W57 (Motivational behaviour) ¢ TOIER S6ae 2CeT teFee ipae | ffog
IR AR TS (OISR o Ao [TUT I T (OISR N GF(6 AASTTR B =W
O (Sret fifey oI o7 afsfer e 36 |

Sfére =57 (Learned behaviour) § TSI®R @R o Sibae 20T e | (oret
fafeg ofaat @ @3 Sima Ty FEET (@ Freee I A | (CFF 13 e
e ©Ig @ Svaed B e i 0 |

IO TAMITTR e (Influence of internal factors) § TSI SHAT S TSF@AIT
TAMIE AR gelfe 7 | (Sre O orwd, i, S, S, Ifey, AR Tesv
BT oI 20 AT |

e TAMIET 2o (Influence of external factors) 3 oy o7 AT TAMT @r
(STel Wbl el =@ Ot | ARFlS, Toi-aAghe, e e, «fm, eof, fos
& W SV (Sl BT &9 F 2] BT FF AT |

ARISTANET (Dynamic)s TNER ARRSET AL L (SIS WD ARTST Afes =7 |
9Bt @« N7 9 afem a7 o7, w0, sifzw, ), agfe, aear sitesea s s
(SIER S6ACT Ao AfEtwe 27 |
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vi) 3ifeT ofit (Different roles)s (SreT SIHAeT RTETS (T AT UF2 /(G GIFIEF ST
AT FAR | GG (SG (FIT T LSRR, S, Prarewre!, (@l - (@eR
IR AT TR |

vii) Toteitem foq Wivad (Varied behavior)s U352 ARA0T @& (SIGR SHR0 S7y AFSH
AT G2 AT 9= I |

viii) ifeq @ B3 (Combination of various activities) *°7 TEF I (SIEH
SCFFAE T TE SRS Tee =W | R SARSEa, <oy o2y M@y, sy ey T,
fre =77

ix) WA AT (Mental process)s (ST& SIHAE Ie Z0T ACE GioeT N0 &f w2l | &
PT&ItSa QTS0 BE AEFSTAT TS AR S AN FHGT TS AT | T @B
@5 T elfr |

8 | (S IR W& (Model of Consumer Behavior)

T ROR (FI AT o1 TR TG | (SISl Aoa eAfees (@ ey fFrifre w6
(12 @feTd TS TN (OIS AGACT IC8eT e | & dfwwiee e [ifeg s e
@RI S T FAE; (OISR G2 (s REqete T Aeeresae FHee! a3 Rt
AT TN TG 1€ TCACRT R (TR O ASTSROFAT PG AfBITAG Lol TR |
Q@ &itx Kotler, Lilien & Moorthy 3¢9, Consumer behavior in models are based on
consumer behavior theory and then tested in the market place &= iif¥ 7 &=TS A
N Ay, o, Rt Wit Tonne dfe coreE fFe el MR SIReT Sy

AFSTANT T [T TIFIC AFCS AT | G2 G Ao 90 (STt

AR Afe @@ aAie B | [WE (SIe! bt GBfs TCee SoIgreia F1 2e13

RSO TFAT 8 AFT Gl=I TR IS AT [ ERI]
el weftafos [CaoE] [CaoE] AT AW
T e Te [SIRE: frare TS &7
Gl BlIGIICE] = Qe = SeTT sigw
GEIE] e afewa GO A

od 3 (e SR ACTeT

Source : Philip Kotler & Gary Armstrong, Principles of Marketing 10™ edition, 2004, P-179.

oafs Reage ST (7l TR ARSI TrloiF fFOI (Fol T AT FACT R ©fF
e fRfvE srer 2 2R | 9% ACCER SAMTTIR e TS 4T 2@ |

i) JAERETEFIT 8 I TwiAF (Marketing and other stimuli)s ISTIETEFIS TalAE
FECS AGACTSFAT AT GRS T GAMIT @- Ay, TeT7, IB 8 NACE AT AR |
G TS TR AEAETeRA NI frace A1 | ATt Shel TR0 AT @S W,
Tl AR LA AGTAGF P (FIHETE ML (SIS Aolfqe F0e Al | TR
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TR ARG FAe RARITR e AR | 13 SRR (@ (@I T (@I
FelfT® FACS 21T | YSTET AR NLCAToR, FIRA, Ao 8 ARFoF AR |

ii) (TR 9IS G (Buyer’s black box)s IEEeF TR [RSTOIT (@ ST
T LTI A | (o] O ferd [RTape G TR I | AFE (Fo] (AT T (GO
TR Fo 20T ATE (TG OId IE® (AR AR FRCT | GFGH (ol (FIT
[T RS BRI FAC© A AP W aFee (ol 92 f[@ree [Kafesa
TCT FACS AT | GRS (SIS Prale a=et feran A1 i Siveeics geife wed |

iii) TFelR AfSfeFar (Buyers responses)s ISIRSHIT 8 T TwlAF IR (FOR [
TG M (el ffey waee afefern are w1 @2 afsfemrnz Ffeans we@r

G-I

o OIS AT FEICe UTF GG ASRACE JIT @A (S [{fog e A st ey
ARSI OIFNTT 7T 8 CTRAFTIR T IR AT |

o DU (O «I IQIRFHA A2 (SIE qeiq Affe @z @3 «T A AP Srweey o/l
T IAIA

o Ol B AT T AT I (OIF AT [NOTw I ATRCTSFAT (LT Lol
FACS 27 |

o T AR 8 CRAIFT GER TN AFGH (G (T A FIAAMCT T I AT (T T
FIEA A TAFS e SAGAAE (SIS SAGAT I |

o Sy aom AT TrelE (SIER BuR eor Rud 0 T (OIER T 46 Aetoea 2
T 4R (ore ey eitg o afefat are 37 |

o TOGR SGAd OF TSTRAT TAMT FRT dSIfe = | (W: ©FF eroyel, oo, saey,
ST TS IR AW FIRGT TOTT AF | T BT G0 A7F fewar |

o ITAT ARRSCAT A AL (SIS G “AfFqed Afre =70 | @7 &I 5% %7 elfemwn w7
(SIS o RIS (@ PR FEie wBI EReEE ACFT SIS (el
SBRCER CCET 0 |

o JITRCTOFAT Twisld e AGRSTORA e o1 8% fma @wmg e, I&m, 3+ @
ABTRCE JATCAT =CACR |

o J(HASOFAY 8 T Tlo[d IR (FOR R FEHIHCT T (ol (@ fey wrpefe e
I I (FoF ST 0T |

o JETEEF TwAPNR fAfeqerd (ol W T At I | (ol o ey
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(Factors Affecting Consumer Behavior)

[ &
@R #{f5 ey -
B oS WIHACR BOF 9ol RS TSI @HERTR SN AR |
B @ Wb B e g A St fofee wre siea |
B g e s SR (SIS ABA0TE SPie [T FACO AR |

B gfere 8 Teifgs SAMATE & bR O9F [Feid el R I o
HACS AR |

B o e e ¢ wivatge Emefes eera JeniEe Fhee AR |

(Personal Characteristics Affecting Consumer Behaviour)
TSISIN @ BT TRFOF, ANGs, VE® AR ITSIGF (AT [0 (@IS de€e 27 |
Q3 ToveeTet fora (At el

AF oS e FfeTe TSIge
THoP TIRICT &5 T 8 QIR baF e | el
Tof-IFle QIERIE] ToPelT SOEL
e et it ¢ T | Wt o, Sk ooy
AT e, [y T
- TS

fou 3 (SIS Wb 2T KBTI TAMIT
Source: Philip Kotler & Gary Armstrong, Principles of Marketing, 10™ Edition, P-179.

R 9 R 7197 FEw oFa Srafis [ aor (B8R 30 | w5 [fey @ret @@a
e o fog oibae I A0 | U2 THAMPTR @FF oME AaRareT| FEacd ALE | 99
W% REefer RTavam Toay wieee =7 |

I) %S TAmA (Cultural Factors)s ToIS! b=t o ARFos TAM i @R
TSRO efe1q @I B0 | ©IR ARG oS THM TR fFONT (SIela wbacet o K@i v o
IERCTSIIAICE AT® AFCE T | GFG (SR T S50 [FOIa TAMT 771 eeifve g7 of
T ST 4T Zers

F) TF® (Culture)s TF® ICe NG oL ATAT TR | 9T (@FO! (@ AR
O TRFOCE ST FACO AT N | IR IRF® TR AT TS IR WD FICHC (I
2ol T | T Wvad @REFOrE FEF ag | 93 e IT 26T T AR AREE, @97
AfSHE, o1 e TR efSdiT (A CRfers Yemeary, Svae, ererwer Fwnifir fRrw e
Sg ICA | WA [T I AT AL NI SIS ST @G 4R_E A vifzwar 3w
(TR | RIS TS RTxiT e A@Reresiar Agos Afeaet fofee wa Fo7 ot
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@ Fa0q, el 1o i 963, @I Aoy @ wac Tosin AR R mos s e
fadifae =70 |

%) T 5iFS (Subculture)s s sgfore ey macT SoPgle TR | X, (1=, Famr,
SISy, I, W Ferifna Sow fefe e siegfors ey T wrgfere frew war @)
Ao Aghers ey e So-megfore Ree Far 71 | «oi fefare s «ae TA-o1rFfe
(4TS 2SN AW @N- T, 7Y, o9, @ [feg owR T@iE «F € @F o oE
sy AfEre 27| A wivR ST R «f 3 e qofa oidey eeR | ¢l S
PITITRT SFCA T AL T QR 4T FAce FRH@r o170 AT <12 7 | 2R To-oieghe e
(SIGR T AP Lolfe FC |

) TMREF @A (Social class)s AT ATSF TACTEE GG AMIEGE T FIOTAT AT | TS
fifey e e =Py «fefFe &7 aroe odF e oy 7y @y qae ed=er
TR | 92 e [T OfF T AGAET 099 Ao [T I AT | ARErS o7, ¢oir, e,
W, e TR Tefinee A e e 27 | ArRers e S w1t edics
S T AT | @NT TH Twie o, fF Swite o, Tw wae oy, F waie o9, Sw
forfare, fAm-fasfee ot | @3 /e eqa woay =, 5, (@, (oM, SRR Tosiva ovea
foFger o a1 AW | TH e T T T e A ot Farg o fE-fe ol ww

II) fEE AT (Social Factors)s & Toww e (SIFF @7 SI6A oIS 27 |
AT SAMITR A4 REAGTAT =0T &1, #Af7aE, AEF SN g3 W | AT @ et
THAME @R ARG (OISR T Wb FHFOE oo g7 ©iF UF6 ISREToF AT O
TR ASRSTOFA (I LR AT 92 e AW RTIoAT TS =7 |

F) 7o (Groups)s QI G ABAT AT F1, T ve 2141 doife 17 | @ wefes fe
it S I E12 MR AT O B Qe uR 0 A0E | 93 4A0 wel (el A |
RIS 7eT- A3t fFafire ¥ IMgRIFe S @EeeT 3@ | @@9- SifR@E, afe, T=est
Tohifv | e wers Aevd Sy fEfire St @ 2 9 A SR q@reiarr 2@ A |
@F- ¢ veT, Gu 2w Tonifnr |

ot weT (Reference groups)s ¥« @36 Wel (@G WfE S @ weg v o TS
AOTF A AWIFONT O WG S, LAY 7l el | e 7ol e (FIe
afsffagier [, (oM1fE I woe AT A B0 O (@I TG AASR, T QIR 6T
2SIfT® 2F | IRFNWCT GFE IS G JF JRNN 0 M {6 (K=10e B | (37 I A1
AN GFTR A (1R IS JIA SRR AL ST (FF QAN (72 | FCT o 7 et I
ME OFG TG (@I 4R AT FACI, (S 2Pl T =0, (FIF 70T AT ¥F Ty |

%) 2Aff (Family)s FHIF AR Twomee @S foret wret, ©iF, =T, &, T 390 aF
A T AL 2SR WA I AE | ARAT TR A e (OIS T TR |
JECee 3y Aoy @ea AMord SN (el AT A g Aol Foaw oved Fionw e o
T AR | A AT AGTT TF T O T o o1 e At | Sk I8 SATid
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I AT RIS A | T RGO Rq (WA AT [ey @t [ s
ASACTOFA (FTHT AR FACS X7 |

) ST @R T (Role and status)s RS ST IS BIRPATHR SN STIT S
e I T FAE ST T | @2 AE 92 M AR, FI9, AN, AT Toqify
JQUCETA AT FCS ATCa | oed f{ifey oFta oiw efiara foge! @l A% | @98 e I e,
FACA @, FAC A, FAE AP 0, A P Ao A SfSdl =f1er Face =M1 |
AT A ARES HRITA (AT FACE M I | 9IS B OF AWM Tl ST
oY TR FTIS Q2 I | OFT THAWE FAFSF DA 2 FHERAIw AEs vt fogera
T ST G A58 fOF T | GFTH THAWE FAFST AT (H (APNF [ F0T QR 910 A
AT O YfT G3R MR efozeetsy 9 |

II) (&S THAMT (Personal Factor)s e I5fex fery af*8y @ 201, S, (oM,
G & G €7, ey, [Nor-qea T 90w @il ©i7 @ Sivae geifs 27 |

T) ITT 8 TIN50 BT (Age and life cycle stage)s TG AER FIACT H7 43 G G
@ AT SAfREFS 27 9 TRAFE FAK AR (72 | GFG TG O SIS IR AlT g
TR 7 I | TR 1T, (IR 990 I IACT T 48 GE0R A7 4= I T | O G5
TSI BF T AGNF dIe I |

e GRTR T GIRAbiaa BRTIR (AT Zels

leiEn) 4T T 4T
g g faaifes ga/qat
fraifee fog @ 1% fraifze g sTer 12 sfqaiRe 3a/3ar
fTaifee W3R TSI =itg fTaifee W3R TSI =itg
o ¥® J@IT o v FRIT
o IS TN ABIT o IS TN ABIT
o e AT BT o oY IAF TSI
SIS fTaifze o iy /@ @2
SlTFS [FETIIT (72
TIPS QL TSI AT
SIS [F (oI TS (72

Source : Murphy & Staples, A modernized Family Life Journal of Consumer Research, P-16.

) ¢ (Occupation)s TG (M1 OF 77 UFR G FAE OIS IR | GFSH TG AR
OFGE NG AT A 5107 TF 9F T8N = 11 | (o7 foger Tt Tfe o, s, sifzar
o7 =@ AT | 9T TR 50 M ez 2147 € aFew Adias FHEIA 6 K@
o7 fETE SAfaifere 237 | T IS (M ST 797 A G T SN Ao [ F
T |

%) wffeF =<7 (Economic conditions)s TOIER SMAGTF S@FN (S WG AL
e W | W ~1o) IR @R I A #07 JIRE ToTo3 [eA SEF S fqoaier | I
R TG E (¥ IR FAT OB FACS AN | e QZ0HF 0 A TS (T TR
Tog Ao B I A | AW Lo T S @IS I O ASRSTSFIRICE ST AT
G AEETeRI (et [feg faa Aftasra *mowet fre =@ |
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¥) QT 415 (Life Style)s 4F& UET SR 41T SIF T ABINE LIS I | G AT
2T TR WET GRG0 Al OFF ISR AR R TOINCST AT AP 2 | 93
Tfeq 932 TA-Ffs, ANGF @T GTFF GFZ (17 T8 I SR 415 fogora Fie
B A1y ofFEfFe =7 | 92 o Remiieid fReecaa ey o6 8 (TR @R (R <14y
HAREFE 2T | IR AR SINICE (12 MCF (AR @0 O #[47 ST QOIS 2(A |

v) &Y qR &7 4I7eT (Presonality and self concept)s &g Fce Yo e ey
R AT [ET @F-g JA | GFGH & (AF T e oF Aoy W Siemr w4t
R | YT AT, AR, FOP IS AR, TJeaie, FnRr, I, Torews! ey
Tferea ey ey | 93 e @Y Tiew va eor [RE[ I | 9Fes e e
T AR [T 0T foFed T AT | VT BECa AL (S [Tor7 G0 700 AT |
QT e 4IRe Jfer frem TF Sqefe, [T ¢ eorsed T A | 936 HeriT
THAICF FROH A& 2 ST TN FACS AN | Re@r1t7 T 71567 (@ot «F3 ST derF
@ | OIR ACESIIANE AN ATRASFAET (F0q Bferea MY TiFe o gt
IR FACO A |

IV) ¥7=ufgs TAMIT (Psychological Factors)s e @ Sivae @9 Aglos, Awifes,
TS TAWIT AT Aol 27 (o TBIfEs ToAm ware TfE eeifs 7re «iw | wfea @a-
2W BRG 2T TTIfgs Tl &kl aelfie =W, Qore 2R (@, aoyd, e, e s
A |

F) T (Motivation)3 (FIF &G T &S TEIB THCT Tif e F(q T SITF (2Telt
0 | ST Y3 GACTA ATAGH AN | (SIS LTS GIE QI T TG (7 (o 2wy,
fSaerer, =, SEReT Tenfe | o e TN TgE S 9T QTS Sged I | GFo!
ATAE ©TZ WA (motive) AR T T ©F (G 0 BT AT A TCST ST TS
FACS AR | (T G @ *f& T TFICE ARBIere @ @I MR [0 T3 T *IfE
@I | TR e ey TerTe emie Fes | O fNEe wedw g3t (ore farsmer
OFR ASRASTSFACIT T [T o 729 I |

FACSA @Fr ©F (Fread’s theory of motivation)s StaIfieea Sigmunel Freud I¢H, &
A TT~UEe LT LT AGF AT KT P QLT T A TS AN | O
T A ST TMA© T WCE ACE TG T | AR SIGHIGTE T (AT M (e A
e st w7 7| e o Afeed T [(feg ot | o ©rer F&ifte st ssday

AT (& ©F (Maslow’s theory of motivation) 8

f4T® @M Abraham Maslow, ¥ @&« 3o f[we e e e aar oifts =7 o=
AT eWITTR (BB FCACR | OF TS, T OF AACT P9 AN FAPTOSId A Hifgwr
SR FACS ACHE T | NI S AR 12 N G ¢ | OF (0o, T[S 936 SS9 o7
IR A AT T G TS AT 7l W2 | e fora s auaeas qaRifEEsr (et
T | QAT (&P QRIS T 9K WY el e Sqed 6 | 93 79 ANES, oFeid
AT QIR T TG A7l 20T THIFRAT LTS Seq I |
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(orga, fofestr, farerar, )

SR Qe
(g, P, =iy, TF)

fo@ ¢ APTCeTR oifgwr G o g
Source: Abraham H. Maslow, Motivation and Personality, edition 2™ New York, Harper of Row, 1970.

¥) gorwd (Perception)s o5 e T SHIACE WP O oiie 01 | I Foig
o T3 of o7 307 e @7 [Feim gors Fa® | 12 I 12 (@@ @fvs @
fog fog famm sate #Ita | ¥ R 13 o e To7 g2 399 ©itq 2¢Ol KB F90o AN |
GFE @ SJERe MR or e F0e AE O & GFOF RAeHT 0 Fa0e AlF |
ffey wies fas fKfegeits dorwd jfEq st =0 foxit oy efe |

4ifoe aeRIfT 26t (Selective exposure)s IFEH TG AR STy Stolta YOI
T | G e efeia 1te I [ - @7 AT 27 | AR 4fS SIF T et
WS I T | (FF SA TIRF A AFIT S0 FI07 o7 0 O TR, TS
SRE AR 8o | A fer «fs Glerfoxit e wqes 3 o @7 GlfextTs
@it gfe T 0@ | T ATECFIANE (SIS M AT & [ 53
PO TA |

fAdifoe Rpeaet (Selective distortion)s M Six ey 717 582 "gfere 1oz AT 1w
@ T PR Y 1w 3 Koy s 2 gfoxfe fogen =1 o M@ oF wfers
STl AT T AR TORF A ARCS AN O 1o giaet 7eet | (Blerfoxtas Foeta ferem
@7 (T @I (AF o 27 e @afs Jiees dfs 6T 3 el “teai™ (681 F9GF |

f4ifo® 4 (Selective retention)s SIwF Twtsid A 2lfs Wfea aT @ LTI ACACE ©IF
I P2 (T Q0 A | 93 (@ (T AP [T SIrd [T qaR MCATSRCE AL I (T AT
ST IO AR A LR FA QST (@ | (TR HG GIFA (<Gl vy SCey AT #{1ed | I
Ay Gl afs o7 vderer AE o7 (@ ©IF 2fedres REaee M= A (6B FA0 |

%) w9 (Learning)s e TOIG SI5ace @36 GRfE BAmIT | STore SOCeed ST
(OISR B ARReT w2 #a I0eT | WS R[Sy o[ To0 TRAT 20T Frvea o oF
AT T (=2 | [EF QAR o W02 Frrers a9 A7 [Rearem amtam T4 afes o
TCATSCE TS T A | A R TGN (FOI I Ageroyar 72 a1 0T AP | TOAR

3T I P19y
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AL AR T QTR AR TG N (0L ST {0 DR Ijf2 FCe AN |

%) T @R TR (Beliefs and attitudes)s SIS (@F I8, To41, 9 A1 [EF AT
Tt 912 =3 | 3 ¢ PR e fe e et ¢ TSt Sfi e’ | T @R e
T SAGIACE LIS I | (@I (FTING AT ATSAT TS (ST TGS T o8 fre
R | 9T IFT & T, ST ST Tolred o afsf?e | aemereda wity 2w afex
Wy T AfSdr Tt | W Aol TRF (ST G 4T TF (72 SR (6T AN TG TIFT
e 7@ | wwE TEeR Bk [T @I Q76 A [E AR g i R,
IS QIR ITST ST AT | AGINS, €3, WS, (AT, AWy, QR ofelr @R AR 71
AT TR AFBT TCASIF ACF | @ NCATSIF TR ML AN AF6T FIICAT O R AT AT
T @ R ez 99qt ERIF (0 [RE© A0S | [RCOHEP] 99 AR A2 AR(PHE 930!
TSR A2 AT FCF | BEF TATOIF 2fRTeq Fa1 (@ Tive BIey | Ao AR &y
e [FgA AT A | ACRGSIIAE TS IS A ST A TR TR (SIS
2 oqmT e todt 4 |

AR T 7, IARFOS, ANGS, [ET© AR TIBIeT TAMIT AOTF R AT Lo
P (ST B ARG o7 T AR | GF WY AP SR Mo e oo e
Y | OI2 AGRGSFAE T2 @3 AP AT Ao I (SIEwa AR(H T8
AVITTR & 2f°l7 IR @V I8 FACO 2I1CH | AGAGOIAT AW 9T T SARTTICRA 78 T
FACS {1 T A (TAW A TIZIT I 43R A GBI TFeTe! e F TG T(A |

AT

o TYRI® (I (SIGH T AR S ¢Fw ©fF Ffod, [fere, Afes  ar
TGS TAMIN [IAFOIT o fTug e |

o 4% TAMINGTT WRSRAZ AGHereda frEy Aege i qe Reawa w@
RGO FA PRI LTI FACS 2 |

o MRFFET ToMI R - ARFOT, Topiglo ¢ e oIl 7@l (oreT wived feerd
SIfTe 2 O ATRSCFIANE SRS AFCS 2T |

o RIS A AEF TECAIE, ier, o, SvE-sivaet, fogy wen, wfvem Tonifrm wfifde
F

o ¥, TRLWIY, TORSIAY, THhifva Tor fofe Fq qawer Mqeas o<y FAN-eneard, s A
YT 21T ToTeT ©Itre TA-7eS A0 |

o OB ANTE ITAFTHAT LA JSA NCHT SRR, B 6=, JECAI, qigeix o
TAMITPTIZ 2T G2 40T Z0E OIS AIG (s @ forea fofee war =7 |

o TMIGE TomE @N o wel, «ffaE, ANEE o a3 i Tenfn wEr (oreR
KA ol 17 |

o U weT qeTce (i efsffrgie wfe, ¢iifs @ wets g v @It oy e erel
TECATY R DT el =7 |

o TN Wfed orT QM @ I, (oM, S, ATFTWIEIE T [T S @ Spae
eeifas 2 |

o e TMNATT TF @ W, NE B, TG, A, GIHTSl, JMd T o7 ToiwT
(OIS T JRBACE AP &Aoo T |

o T URGE oMY A T, gorwd, e, qaR Te ¢ T (SR @ winace
oo ~ga 3 |
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TSTSIE M ANSHAT 4R T TRT ANCH G190 TS FAC© 20 |
TG AGACIT PP JHCS 2 |

@FofF Praie oz elferi @5 (Stages of Buyer decision Process) 8

(OIER oA [Reee 3o wfoa af | oreR @ e e A AfREsieT | (e
T I A [ TR RS AT @I Foas TR | R TRAF (OreT ey emiT
FCE AP T 2SI TFeTo! o© ICACR | 93 RANGEAR 2O ¢ ARFeT W[l Eq FGIea
TG FE(R | 92 TGICT A (@] (ST FOIE O T e a2 F90e =7 | QA
AT S I (SR T-SfP!, @ s v fifer e @ s gzt
T BFTR |

I) SI& @F 9fi@t (Consumer Beying Roles) 8 @3 2Te1d ISRSTOFAICE Gice 2 (T,
OFB 2 FET AT @FF @ @S Tioe AT | T AT 92 A9eT Jfeq ey 7g
SN AT | (@Fol (& G107 7RC&3 JACe AT T @2y e | g T ~[FFama 2iqiey A
AR g @ WeEme ik Qe | W9iE g @@ ARKIER @EIRmE Ay @l T
TR @I oy TER CF@ AARRIET T @ Ahme S AeE | e fe @ 1 e
A (T T ST AT 3 ©F [ ot Sorgrom e ey v =

BLRIRREl

goi REHFIKT

Frare azeiwET

3
|

GASET

R[FRT

o s (oreR @ ofS |
Source: P.Kotler & G. Armstrong; Principles of Marketing,5" ed. Prictice-Hall 1991, P-145.

A5 (Initiator) § AREE, TRo6T w2t fNTem A9RIET & A4 B | @I Ko ety
N O TEF T AW [ 5w 357 it | Fof wiee 1w siarrwreT 2 e Fa0e 21w |
QSRR FIA (Influencer) 3 IFT & (FIF G o7 TER Prae go @ReR e
S AR T A | TS T FT@ITS ©IF TolTe A~ Fg0T 218 ep =17 |
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e aeA (Decider)s 9o (& @7 @B 77 FEF (FA TOE Frareaiar e
OB AT FACS AT | T R (A (1 I B, 6 (o1 209, AT (PRI (1 R0
AR FSf pors Frals oz 36 |

ST (Buyer)s (T &S T FIG(B T I | 8F© TIIE TS T CF@ 7 8 o1
ST T I Sefae g Frars fre #i1ea |

IR (User)s T 215 1 GG (ot a1 39219 303 |

GFE e T P Q7 TAES QST FACO AR | (@D (@1 QPR (SR ©f
fAfee z0 O St ez« [REweita s i Prae fre 2@ | @ faamefe o =t
I ASISTSFIANT ATF WFOF AN ASASTOFIN FH(5 AT I AGIAT (I 1 |

ii) TF Pralt"w wvaee @fifert (Types of Buying Decision Behaveor) 8 =it foge
IR (@O T s AT 27 | e [eg 26y qearg AmE T4 7 W 2w @w9- A,
AT TENW | T R 2907 TR AR o OGS I @NA- AR WA FATRG | 9T AT
AN G @ (B I @ Pra~e fegeid =7 | Henry Assael (SIS @ Wb b6
4R B P | N 9 @ASTE (I RE:

Y T o] A G
TCTFT JTANE G DA | SIS G e

o ¢ B <RI T BT
Source: Henry Assael, Consumer Behavior & Marketing Achion, Boston, Kent Publishing Co.1987, P-87.

3) &b & W59 (Complex buying behavior) 8 (@l T4« @ AR A[TAFSIT SAI=ed
I, AR PP Toda I (T Q@SR A:LAF IO OILF S0 F 6 0 | I,
sy PAea (O T Wb AT R | G R S0 WA R (SO IR TN
KT 2ITC | 92 APET 2O JIT MACH (FOR Y7 @R @S 79 | 92 FFe] AAT T SInd ©2F
AR QIR TR AfFAT SR FCe JF | Qe (@O YRS S Eireed @ w0
AqCF | qred ey qema NS qee | 9ves e 799 9T (@I BT oo NG @ T3 o4
OIF Tbe @ AGACR T A0 | 7€ ¢ 7% B Joee N T oF@ @ [fecs oot
SO SR T 2ITTe T 7 |

¥) P & W59 (Reducing buying behavior) 8 AifS o7 @3z 3fFsyef oitel &@Eme
oy (el T | W N @R GRfeT Tenz e ¢ Il | o @ e o
GfrfenT T IR I AT | T (@Ol T4 IR A7 GR I off TF I ERITT W
I AT IV ACE ©IT OF (@O S T SHA 0T | G2 (@ TN AT 4T,
ACISTSHINE [IZ! A2 FACS T |

%) SepETe @ W67 (Habitual buying behavior) § 3 A #To (F@ (Fold e
AT QTFAIZ I A | O3 TFE Aol T (ST TSTE 20 2T | I A AT (L@ (FO
T IRER IR JEIRACR STATG ATT = | (7 T (AT NS 2B N Qe (@i (Acs Aefe
T T4 T, PO T @ GIR T [AE O 23 Q7T R At | 9% 7 =t
CFE (TR TGS T B AREFe =7 | MRS 797 AT 07 @ (e, AR,
(12 TG TSI AT THG (@FOTIT TSTS G A6 Wi |
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¥) 3o & W57 (Variety seeking buying behavior) 8 Q41T (@Feld JfF I A, Aely
TRA GFF T N QR A IR (@Ol S5 AT | IR (FCG (O[] [P TO® ] (TS
T AT wFe Mo [REIor 03 | A ebfere #1oltd T (o T1ifeF JT [eaoaw
e ST o3 (@oime Riva @ wivad AfREFe 27 | GFEs (@Ol (@9 T3 ASF ©AT
@R TR QOIR R Soin fofe eag afe vt [%5 @ o, a1 fof cofts s emrae
FE AP | AFTS! AN QFCIN AR T & (o Sy JI0TH 207 TF T AT | 92
TP AN (F@ AN (AR W o Afecaitrer ¢t a7 a9y [fey s
BRI AR (AT LTI FCH (FOIR 4T AR (531 F1 ]F |

iii) &% Frar-u gz afera $R (Stages in the Buying Decision Process) ¢ e
(@I AT A CIRAI POIS ATE S S T AFG (Fo] T PTalS Q2 I | qFG (FSIH
gfe T @R @ e aze sace =7 | [eiwe @ fFrale azd a3t @fbe afer | @
foraie TeTe 197 IR 2 @SR §9F | & Praie a3 smaferre [aw | (@ol siaeefr di«r
@ I pUIT T FTaite ity US| I3k aR JfFod e oy Prare azet afewr
GiBeT 0 AT O I AR 8 I IS Ao ¢Fea @ Frare e affeaa SR a9 @
qTF | TG @ @ AT Ty wiew @ e [ e, @ e 3o @ o
B QTR T e a2t Af T OiFe (9T T6F ANST §J RS 2F 6 |

TSTSIT T P8 FPR F(6 Bomie N e | (OIS W Al T W S (A0S
UF T QIR FET A8 FECS ATF | OF AFGH (S S @3 FIY 797 e g “Apfo 87
e F6F AT | [F ora (OreF @ el TCeafs (rear Zee:

NG PRI ETTRAT frare e
fou 3 (@Fora @ efewn

Sources: P. Kotler & G. Armstrong, Principles of Marketing, 9™ edition, P-193.

I) 507 e (Problem recognition) 38 SFTT AFGFe W45 M (o & afewm o
T | (@S AT G0 TPDIE e I | (e fous [Kifog Tns 7/l ©2 ot Tws &
S O STGHT o (T | (ST §3 O SAely GCa QT O[S FACS A | TP: TS~ G
AT QT AfFART (@O T T S LG Tgo 27 | @F- F4l, 9, i, zonifn
N ST TSGR TG | AP TR (S RS JeT T | G QI & G2 AT
TS o5 | faofg: AT ewem: twrold e o AT~ @ qE o
S{CT | T OF AP LRGN ANCH IS A 58 TS AR O re s See e |
G (M0Y GFE TEFelF AT TEF AR TS Z0S AT | AR e 200 90T 399
G TR AP ARET TS FACO AT | o Wi GFE ML GFG (@FOlF LT
TG TS ZCS AN | @AN- ©FF ARRICTT & FCRI, 1S, Glefeony wa 3 @16 EieR
AT TS FACS A | 9T (ATF NI LT FACS QA (OISR 5 4h0q T390
TS 70 R fFeite T 2ir W3k fFeite of f[iea sifza sfiee 2o |

<) ©7 SEE (Information search) 3 (SR @7 e afeae Sk s 2wk <7 A
R G S SPTH T | (@O ATAG A 4I2 O T OI4T (@Sl A AN ©2F
PR RS T I A1 | ARSI 207 A7 (ol JTe IR (0T A (G2 (L@ (ol
T SPTHIT ACACH T A1 | 25T ST [ T FToF IR (T FRIAE 374 A fofF @612
AR FACI | O Qe 0 ST @ FFopel sfeeis (e oy e wrors @@ | Aiify,
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Gferfe= =T FToR TF CF@ O AT AREHIS! (Tl (AT | (TS FOLF @R ©F

MR FAI ©f (59 I ©F RS CIFoId ToIF, S AT @ &z @erer $oiF | (AT

R @ 2N@-o1AF 7 7@ (e T WO | @Fe (el 2 fFfe B7 (@At o207 (its

A |

o Jf&r® T (Personal sources) § 7RIS, IFAF3, afsta, sifafvwe 2ot |

o 3JfAfETF ¥ (Commercial sources) $ &=, @ I, 217 awdfw, oo, o,
S[IEFI ST Lo I |

o AR TS (Public Sources) 3 7 ML, (SIGTABL AT, TR AT |

o SfSTEsiq T (Experimental Sources) § 7°T AGIHIS!, o7 A0S, <47 427 oA |

Trgfie THGferd Ty (ol (SN T (AT ©AT AR I ©f 17 FA0T AT oFfo a3
(OIE BIfVIT SIFe T9IF | (SIE! Srafe TLETR AIGTE TN AT AT FCF O @R FACS
A |

) k¥ 7R TEFF (Evaluation of alternatives)s

LTS ©2F AT 77 (o [4foqy g TR e I | «3 (Fq 933 Bl (THIrs 7%
Tl R T ~A°ly TG TRAJR® 27 TR F1 & | (o Feia gy Jre T a0 of
e 3l Fge SR AR @AIET 2@ | GFew Jfew GlifoxT o e g o
SERE AT (RITAT ZET | S0 S AT B0 JICe (GfIfeH o7 OF 730 IR | JTSTr
TN F, A, A, T | ATOIF0] JIOCF do AT (FCA JoF I TR | fofv Glerfexitam ¢ faem
ToiF IS e AWH IR | (@NFE BRE W, 6T, Gl Amie, SAES, wiwe | e
farer (AT Zeems

Ofefess | »a WS | T Bl | SACET | RN
KISy

T 5 > q Y ¢

9 So 5 b Y Y

¥ q Y b b ¢

q Y Y q q 8
wRfesm s e(®)  + .8(r) + .99 + L) 4+ .3e) = ».e
wfesT e e(d0) + .8(3) + .oF) 4+ L) + MY = N
wifesT s ¢(qd) + .8(Y) + .ob) + () + .5e) = 0.8
wRfenm gy ev)  + .8(¥) + .97) + () + 38) = 5.9

©% TOfRE (A Al W AW (el (@9 @6 [T Toiw eFe M @ SAEB, $@ G A

I AW A | (ST W TG T {67 0 01 4 Ji© 67 FA FIA QAT A7

(AP T 4T ofe wrere e |

@3 fraaeter e

o Y @R 4T (Purchasing benefit)s QAT TN e RAFBPRR ey war 271 @2
CFE @6 Jeed Ao Maelrs oo @ =7 GRifexima oF@ 3 2@ TF, @71,
SRS, ¥, B! “[@fs, AR Tosiiv [RETefT Jeze 6 |
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o ATYF @A (Product Attributes)s U2 (Fq (o @b JRes [EF @07 @ |
GRSt CFta SAPe *[, AT BT AeE A0 @ ey e A | [fog e
(@FoT SIre eI Af4rema s it o |

o o fRAPTf® (Creation of brand trust)s *I7 IV (ATF (CFOR T Jre 09T 72 27 |
@ fee A0S @ @ 93RO (@FSITMT OF TF IfSABF TSNS (AT FCEF | (@il
T @Z N (T 40T AT (B3 I |

o THTAM (Utility)s #I°l3 SETIRC (ATF (@Sl @F LR SAW &© ¢ | (SIS (@ N6 @7
FCE T =07 (ATF G TEF SN 71 I |

IV) @& &it™% (Purchase decision)3 277 foqs 417 TMINGFONT TOGFS T GFGH
(@l pelseld @ P e A1es | [fey ey IR Fenrees T @ Jreft (oret sizw
FIE Of TEF P 942 I | T Praiced Ty (o [aw e (@oi geoifis Face 21
TR (ST O @ TS AfTSN FaCe I | (SIS @ Pralces Ty 12 1w wwee A |

o SMWA WS (Attitudes of other)s JTMA TSR &I (Fold Faw geifie zre
AR | (FOR LTI O3 BRI TR (F@ (\@sqbF oo eniF Face 21ed | fof
@AY 92 R R o2 o «3 TolTe (el $9F @ deo) KB Fare AN |

o SIS “AFNF TAMT (Unexpected situational factors)s &% e sigresfe fag
AT oy adl geite & | AR oifRe o, eenife &, o6 're die
aresifare AT ToTIf RIS FC (@Ol (PIT 47 TR SB-T CoAMIT ICH | 2607 R 70T
GfeTfe=tTa o7 feeT :¢,000/- BT | & > A0 #It@ T4 7 2106 @7 Fare [Foice Toifgs
T O T T FASTIRS ST I (T 0e,000/- BIFT TACR | U2 (F@ fofy GRafexm
T =5 B FACS A& |

T1- e ez 3 792 Efeane =7 o8 @ FTaiS pote O (R A (@l (@ 5316 &

ol Prae ofass, Ffresad S @7 e (AF T P O Sorfa i (Perceived
risk) 7RI oI =T | 7 TR TN ey w@wmw Toeth YT O eeiie Fare AE | @
(ST fTRMPGIRITSR QTS “ANd | S fS Afr =/efy, JAN SewEr 2/¢07, JAT TeaFa @O,
MR I& 247 TR A (Tl S Tl JFJT FACS AN |

V) @RS A5 (Postpurchase behavior)s T&S! TORSITT 207 @AF AT AL ATHT &I

AT IS O 0T AR Al | 07 T FAF A7 LA 007 (o I HIREE °F (OIS (@ vt

A T OIF TG AT 0 | 0 T R AR 7 (GO AEE AT €8

s wmee 2@ | @3 Bom fofe o (@Fer RISt F@w sAfpifere 271« 136 faw

TT® AT |

o WY A (Pospurchase satisfaction)s 4TS (SIF 7B WS T O eroyri
O AT TF AT 93 CFE 21 T AIf St I o N 2 O (SreT e
7@ | ifed ARG I doIE G FN W @ (O SPTEE ' R difed ARkt @

A5 #ir Aol
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TZE (ATF SNPRG ™ ©2F HeAE I |

TGS G (Post Purchase action)s @GR 73ft e =itz | 3 (et Taf2 et
FE O (T I (GO GR OIF ARDS T2 U7 2B ToITe AP FACo 217 | @
0 ST R I @ B0 Torme R eRiEs I6 I AT | AWce A (@wol
TGS T O @ Toig a2 It S $oF el doiq ere 21 | (@il
@fFre f[Jfog <A1 *MCF NTe @ | (FOR! 92 €01 *WeF 0o «E | qeve 5
SMCHA-TEFSIT AT AN Af oD s efeai pidre 2itg wiear 3 <ot afedi
SInA dfe @ f M3t @R fera wgere 3! Mre /1| | S_R TRl e/
AT AIZCSE AL (TN (SIET ARG IO T A WS (o TS oM |
RSIags 2ETSH AVCH I3 (FOFT ANHT T I FCA el AT [N IF I7F0 FeT | AR
oY TF IFR Al AAfRBS T2 TEF e e |

TE (SR BB W ARSI ML (ATS7 477 e 2@ @R (12 o @7
2SI FACe T | (PSR (A 47, S TR A (SIS A AL S
AT ATe XA |

AEE A (A (@O @ e Aoh 39 ¢l T | ATSF0 FA2 TR T
SFGI | LTSI BF ATCTOBIA oy g ST AT | I3 FAGT Af5F BN 2oz
IS (A |

AT
TG (I 7 A G &F FAE (T TF (T Fas Qe I, ©f (@ A1 e =0y
T O (O Prals o i 71 27 |
T 3 2 540, 75 @0 40 203, o @ 391 2@ Nl (@A @ FA 2 o e
Tar~e I pore s e 61 A |
W IfE 2[47 A1 G TR IR OfF JIIFE 6T | 93 Fof IS 247 A1 G porseid
Cor! T AR I AT |
(PO Sl UM T (P (I QAT AT TR ©f (W6 20 7ty feenssy g, are
DfEedae @I LTI AT 2SI @I LT Fa0o 27 |
T (FORI T Prated Ay geteloed aite AtE gk oy Jed T eFesd
ARIFIRTE TIF TS AF, TIF ST ToeT T G &I I |
IEF AN (FORT IS &fS TGS T A TSNS (@R AT T I ACF | €93 CF@q
(O TSNS T G AP FA |
TOI WAb@We & (@il A9 @Ed A% SO Tee « ZET8 Jed ANLFy
SPPINRPICH I FCH O Sl (AT T B & 5 |
T TNEIACAT MG (FOR G AfGAN F T | AT (FST qIF6T PN ST 30T
NG I |
ATASH (BT 2T AN ST & (ol AT TP 61 | Ffears, Afifene, ARfs,
IfCTOIF T (ATF (FS! OFF AT Ty ©F @R FACo H |
@] O MORT® SAPTIR TR I GTR Q2o JRACT L0 (ol [Fe Jeea 0y
(O SIF ARV Ao 0% ([{F I |
ey g JomR TR TG @ JoH (S 27 F ©f TEE e 479 I |
QT (Tl T AfSLT QR &F Prare ey faw a7t geifvs 2z +ia |
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o T TS DAY R (FoIT P azet afeww aFfs 81 @A (ored sing @ At
TEET TR ST B AT TR TSt FIET &= I AT |

ATIGT TN
e o
o T et B (v) o o
S| O PRI diffens S (@it
3) oIfqa= <) fraasit
) TR qTET ) eIy
Q1 S I I 2T O & A9 T
F) TSNS <) tafoaw
) &iver )T A%
O oy giFet R Seiew e fof gt
) I <) frre azawiat
%) TIFR T) &) f[~gaiar
8 | Henry Hssael (ST&R SI5RCeF A 43¢ BT ICACRA?
3) RIS q) =6
1) 73f% ) Aefo
¢ EaTE SRR GFE e S A
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@ R o elferat (Product Adoption Process)

[@w
G 2N T SrAfe-
B TR @R elfe e [REifie Sie e Fee SR |
B O ST (R (O PRI @R elfer TN GIEell oS FECS AR |
B SO Al SRR R BT #fify fefa wace AT |
B QR QI AR oY AT ST AR FACO AR |

T #TNF (@ (Fold Praie @z efeF =t (Buyer Decision Process for New Products)s

T 27, PR W27 LIFACE TSR (ST T I NG IR SICF T9e #of7 JeT! A | QFT6 T 7el7
G A A9 S 2 @ A AN | 4FS ATF (FOT F9F g o407 &z dfer=lc aefe
T et | 9B~ SREET G- 477 AT (AT [US g e GFe [T
ARG B WO FACO R | AR A0 QIR TS ST 1 RCATT |

) axd 2féFIT 417 IR (Stages in the adoption process)s

ol R | TURET Py ARy AR

fomr 3 a=e e qr7PTiR

I) S (Awarness)s 92 IR @G Al TF w@e 27 58 f@ifae w25 e 1)
fResto ST Rl ToMa T (@FeT 2197 F0F qeTe ZET A |

I) R (Interest)s W2 TR (FST A7 TF [(foy ©27 etz w2 27 | Afoa M=t e
TF TR TR &I A |

III) =T (Evaluation)s #oif67 ffey ag F79F (@l ToORE I | Ao06 a=er 4T
IoE 2T 5l GT6T @ RIS @ | AT T (o 2foaba MATSIET O G |

IV) BRI (Trail)s @2 B A0S g0 «AfFsee a2t I e 62 I | A% @ 2re
FHAC 2 A | (@R TS BT e 23S S fw |

V) &2 (Adoption)s AGI2 efGa I (el 7@ =T O @ @ <o ad 63 Wk fafresiE
IR & el (77 |

TrER® WAL (ATF @l AW @i Jfe aferan sfoay s (ot T =7 @ Frare aze
I AT | AGRGOF AT MG (Fora w=ifs 2 Fare #Afea w2t R qraren
TS B FACS A | ACHT AT A BT BT (CFOInd AR i3 Tl T | AT
Ty AW SRTFES TZOR Y] IR (FOIR AqEeT IS (odt T4 A | @ 2AfFAT ereraiv
=g PO (@I AR F4! T Of AGRSSIIE SCo 2(J |

) TG 0T SFER AT JE© #1477 (Individual differences in innovativeness)s
TG (I 91617 AR (LG AT (ST AN TS ANCE = | ToT AT G20 (F0d S (AT
HIGTS AT T T A | QAT I TRATF (1T T 207 & I A @3 At i v
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QITF | TAT QZCAT AT T @ T ST AT AF AASTOIT SAel7 AT TS AT G
*o3foa BifRwl @SSt ZFT (7lte A1tE | E.M. Rogers To 7¢7 @20 ToiF @fG icqaelt
3 | fofF o aicawey fAfSy (r&ifa sees ezt efes w@o ey e | A o7 s
I [T (Foitre f[ifey B9 a3 OIme «{oy &=el (AT e |

ATSTFIRT
2.¢%

o@ ¢ Tod SR A= & 7
Source: E.M. Rogers, Diffusion of innovations. 4th edition, New York, Free Press, 1983, P-247.

) &SR (Innovators)s T AT T=IF 2T T =T @R AN I/ET I T
QPG ST | g oy ST WA A L AAE. GBICE a7 IR A | AR Q> I
ST ATSTIA T R | TG &R .¢% O Gl @ T TBYS | FO[qTOE qTad
T 4T I | @2 T W 7T IS = aR T g a7t F0e OoFT {2 TR W@
AF | 92 [T @R HfFFs qae Tt B CINR 20 ACF | ASAER T TS P
AT AN ST St 2f7res ewe e ea Tow 2<% @ e |
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