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Foreword

Sri Lanka is a multinational and multilingual country. Sinhala and Tamil are
the official languages and English is a link language. Those who are competent
in these three languages are limited among the population but have added
advantages because they can communicate with many in the country and
outside the country.

The ability to work other than the native language is considered an additional
qualification in the job market in Sri Lanka. Having identified the importance
of multi-language competency, the Sri Lankan government is encouraging
learning in trilingual languages, namely Sinhala, Tamil, and English through
modifying school and university curricula and providing additional increments
to government employees who can work in more than one language.
Nevertheless, trilingual subject glossaries are lacking in the country.

Having identified this gap, the Department of Agricultural Systems of the
Faculty of Agriculture, Rajarata University of Sri Lanka started producing
trilingual subject glossaries providing the meaning of keywords of the
concerned subject in English, Sinhala, and Tamil. These subject glossaries are
especially useful for university students who have studied in their native
language, employees who are communicating with multi-language
communities, and planners/researchers who are preparing documents such as
project proposals and research reports.

In 2022, the department is planning to issue four subject glossaries, i.e.,
Statistics, Agricultural Marketing, Agricultural Extension and Agricultural
Systems under the financial assistance of the Department, AHEAD project
funded by the World Bank. The glossary is available on the internet in
downloadable pdf and Word formats. Limited hard copies have been published
and made available in the university libraries and provided for those who need
to purchase them.

This Marketing glossary describes 400 key terms of agricultural marketing in
English, Sinhala, and Tamil languages clearly and concisely with examples
whenever necessary. The selected 400 words are widely used in the analysis of
agricultural marketing issues and hence this glossary is useful for academics,
planners, and policy makers.

Dr. AM.K.R. Bandara

Head of the Division

Department of Agricultural Systems
Faculty of Agriculture

Rajarata University of Sri Lanka
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@6VHIME @@ LICHAW Wmmid LTl & BILTGLW. Shi&GeTD WwHmiD
UL eRwemel 2 GHCWNMHLLTa QUTEN&ETT&HD ILBIH 6D R @)6n6uorliL]
QULMAWTSHAILD STl LGSR TS, QLTSS FarseHTan s Uiy GMILILIL L FeuGr
earm  QUTPsflaun S TarTalfsHermall. aIFHeT 2 6T gD
QeuefIBITLIgevlD 2 6Tem LIGVBLET QSTLIL Q&TETeT (LI 6T6TLISTEV Fo(hSH60
BEOTEMLNG6METLI QLI MIG 6T 6uT.

@evmiemswlar QsMLHe Fhensuled smMUALTEamwS Sl Galemev Q&FWIWLD
ammey  CHs SEHWTES &ORSUUGSRMS. U Qumgbls &Hmeofler
WERWSHSISME AHOLIWTTD &HeooT(HQ S TOT(HI6TET E)6eVBIens TEFMHISLD,
UMTLETemeY WMMID  LUSHVESNS LUTLSHIL LEGameT mmllening g,
R6TMI&EEG CUMHUL L Qryl&sefley Leowmmmeamiqul OTEFMhEIg 26rSlITE e
CLVEH Q&MTHLILIETESHEMET 6UPMHIGaISET 261 MeH FmiGerd, S WwHoin
QBEIHD R WwhenThseallan &HUms 2ah@&GalERHarmal. 6eflailn,
WM serflevmeor FHEVFQFT6L SHETEHR WL TETS BTLI60
LUMDHMMTEH G MUWIMEHG6 &Tetor LB eTmSI.

@eVmImE TRILL LsMmE&ENSESHar  alaismw  LTLg&ear  eleusmul
(PEMEMINGET FlemmWmers @6l GenLQaleflenwis SHeoTLmba, SLBEIS 6D,
Ariserd wHmibh sWp wBw Qumhseaile GMss siemm Fribs WERW
Qemmsefledr  QUTEMET  QIPBIGWL  WhALTEuilemar &g amm
561T(EH ) UITEI 560V 61T S, SWTl&E55 QMRS WS @6l SHEVEQFTM
SHETEFRWILDTETS, S8 STUALTHUIND SHM LVSHmMEVESHPS LTl T&HET, Liey
QULMAEF  FNHMBISGEPLET  QSTLILGQSHTETEHLD UesoflWmerg&seT,  HILL
weaTonmhlesedr WwHmiDh Spuie] NGESHEET GLITETM 2466007 IS 6T
swumfléegh  SlLd@uaissr wLHon  ITUFRWMTISGEHHE Waean
LW SDIETETS TS |6mLoW]LD.

2022 QLD SLEvOTIQ6D, 2 6u& eumIAUNeT BIGW ST AHEAD S LSH6r BIS
o gaflWllesr &b yemeflelugelwiey, elleusmw FhansliLBOSS0, elleugmul
allflaumgsid whHmibh alleusmu el G6T WGHU BTG LML SHeVFa&F T
sonehAWmiseflemer QeueflulL SO Q6TaTsIL6T @6  HMVEQFTE
HETEHFILDTEOTS E)emeTSH e SIallmeEHID QFUILSSIQU pdf IDHMID Q&FTe
allgamkigefled B &EReTME. auengwumssLUlL LIrSHser Qeusflullril @
LIV&H6M6VE SN BTeu&mhi&Herfley ReML_G&5 QEFWWLILG6USIL 6T,
QamemaueTellM&Ts: CHemallILHCaMHEHGLD QULPMHBIGLILIL 6)6TeTeoT.

@bs  yemeflallugeluwey  SHemeuFQaFmey  SemepFwinmers , eNleus
FHensLILMRSSHN6T 400 WNER W G WM& 6T QG6flaImsa|h &(HoELNME6|WD
G emaIWIMeT GLITRGHTID 6T(HSSIGH&HTL (H&EBL 6T LBIG 6D, FIBIGETID MHMILD
s Qumblseaflen alufla®earmal. CHIHASHGHLILLL 400 QFTMHSHEHLD
Ao FHEmSLULMRSSH0 FHHSMET LUGLUTIIS QFUWaIH6 LFaIemsLl
LWweTUR &5 L 1LI[H G eTmaTemn el UMEGLD. eTeorG6l, @) 6 &HeMeVEQEF 6D &[T TH W TeTS!
sevalwmeriser, S LOGUMTSHET WLHmID Q&METens  aIGLILTeTIS 668G
LIWLISDIGITETS T 3]6emLOWLD.

SHEVMBIS). 6.6TLD.C&H. . LIESOTLITIT
SIOMS SEO6VETT

AleUFTW (PEMMENLNGET Slenm
aflaugmw LT

@ 6VHINS TYTLL LIL&HD6VEHEHLNELD
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goLeny

WHVMUSHTSH, @b FhHaslUBSH0  QFTHHETEHF WS NSHS
swmflgs Qalafllheausne PSS apmISH Ul AHEAD S L &5 eor
e lWfsHErsE GbHS g BarmlEmas  0sflelssis
QEMETHCMET. @6 QFMMHETEFUISH T UETIFREHEG (D(DEUSIDTE
2 MIFMEOTWITS @HHS HHWLSFH WevaqT QUECTTT IeUISHEDHEHGLD
SLALD QumEeuwFLiLev 2 sallw @6V I & TeTLL
LeL&HmMeVHHN&EST 6T alleugmw LT sHer 2 el UG eumery SHms
HEVLIGTT BHLTET eUTSHEHSHGLD, 6Teotdl HeTmsHemens Q&iflels s
Q& MeTEHR CMmedT.

& WEHERWINTSE, BlIJams 2 5allseamer aIpBIGRIUL @e6unkiend TRl L
LIV GHHNGESH 6T alleugmw LfLGH 6T elleusFmul  (LemmenLn g6t
slempuiledt Semevall SHeUMHIH . 6MD.C5.94F.LIeorL My MHMmILD
@eumiems TRILL ULSHMVESNESHET  AHEAD S LSH6r
QamhlevEmIl LI QFWesESHeT  (0TS) usesofllumery  Gum&flwug
6TLD.6TE.GR.LY. GeoorggGenT WMHMID Saurs 2 fluUfHEREHG0D  6T60TSI
LDETOMIHS BT &6 Q& 16N5 518 Q& meiT8R 6oT G me6oT.

Gaild, @6 QEFTHHMEGBAWSEH T Gealeflufllgmasrmeor  @mis
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WasTWwsSSHa 2 galwmery HouE. o smeafll  SmeooTmysCeor
ARCWMTHEG HN&HS UTITL () &8e06m5 Qs flalliL&ev
QUBLRLDEIM LT TGMEIT. L 6L MU I aIeNNGEHEHME HeoTml H(H
pIulygistetn
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Absolute advantage (Boedmfs ©8¢) (Lwpleme Hereow): The
ability of an individual, company, region, or country to produce
goods and services at a lower cost than others. eess sondwmo
2008 8D JEOREWDO, PBOBDIXHO, YOLRWLDO ©wd SO

€38 ¥ e ¢8) BEO1wBI(Bwc®@BnT) Besecd®O e} 0B wod.
wrsmuilenin geoflBUl, Blomialerd, BT(H eveugl LITTHEHIWLD DMHMmeITEHen6rT
AL Gammbs QFallev QUITIHL G6T LnMMID CFaI&em6T 2 MLIGEH Q&I
S meor.

Action plan (w08 @1ce3®) (aswbmLib): A detailed plan with
specified actions needed to achieve a goal. @c@es= exfus
DOOB® wew Derddn Bwimom® ey 8dEncinOmd wmed
WOD R B EO. GNSS QVEESHMET ML HS QSHTETEBL (PE&HLOMTE

W 19CW FFmefleaasliul L QawumuUmTh&efleners 6 & TerL Q&M
aflifleumest &)L LD.

Added value (&z=n e 0829®) (Quowd GsFssiiulL). The
increase in the worth of a product or service because of a particular
activity. In the context of marketing, the activity might be packaging
or branding. «w® BHwdw ©Bs woedd o eED wews OB
D353 cCah 88, - BT ©wvy ooFIEF BIO ©F
0808w edd) e OO vvERTe nEE DI
O BBO evdensdd. e GUILLILL QEUDHUTLIGET ST

GNMSE @M QUTmBET g CFamaiulleT LHILIL SB&HEEILGS6;
FhHaslLRSS0 Sammuiley CHTHEGLCUTE, QUTHUIL6, allwumurgs
S H S60 CUIMTETMEME.

Advertising (y9cemw) (fetburliu@sse): A means of
communication for sales promotion of product or service.
BB 0wl 0K Oa® yOdmw ABO wewr @wics ®B)
CAD ©oBeDED Didu. 2 HUSHLI QUTBLHET S6LevE CaFemeus el
aflhLenet GIDLIH S SIS &HTET QS TLFLITL6V.

Advertising agency (000 em Bowd8m SIBHBID)
(fembupiiL@sse wseau): An agency that creates advertisements
for other companies or organizations. @wmz> ®o 05wz w¢Wo

edge ¢ Bid® BESremw mOD FwmBIG. Gaum Blmieuehselnasns
6D LIT IS 60 6T 2_(HeUTE @D (LN&6UT BlmIaIeTLD.




Advertisina campaian Aaribusiness

6. Advertising campaign (g&i6es Due06w) (efleribuy Wggemyb):
Advertising campaign is a series of advertisement messages that
share a single idea and theme which makeup and integrated
marketing communication. »# g¢wes sy e OB BB
¢ 9E8e OB GBID® DB W Il gecdmien
&ﬁ@@@qﬁ)w. afleribLy LNg&FFTID 6l6iTUS GSMSS SHBHSS Vgl
SOGLQUMHea6TL LS ®LD eflemburs QLS &6 QML Q5 MEGLIUTEGLD.

7. Advertising expenditure (g2.6es Bwe®) (efleribuy GFeeilerib):
Expenses associated with promoting an industry, entity, brand,
product or service. ewnm @, Ovsicwen, ©TITNOGH,

BEsocmrow 0vd 0D ydddmrw BEOO @YD Bwe®. Glss
M&ES S5 TS, Blmiaierid, alWmurysGn), . 2 mMUSH LI QUITIHL&6T 6veugl
GFemeUSH6T GGG SIH6V Q& TLITLITET Q&F6V6)&H6IT.

8. Affordable price (¢ om v 8c) (sLGULgWNET/ @UaEsniqw
allemev): Price that people have money to buy, most people buy.

o ©BHsIO &8 KRB0 v SE. ALEBLLLIMEVTET LO&SHETTE
QUIMMEIS @) W6V&E 19 elemev.

9. After sales service (sg Smen® ©@©ED0) (pumarssl NBSW
csemeu): Service received after the good or service has been paid.

R 0wl 0w OBe®sT vwd I ©¢m EOG. AUTEBLEET
3J6LeVEI CFemeEUGMET NI 6T Q&G LI6Ter T aULpMBISLILIRILD CFemealsaT.

10. Agent (Bewd&mwi) (wsear): A person who acts on behalf of
another person or a group. e®»s gdocesn el m»e3dtown®ny

e0NEDsT euB B35 HYLOE®BI. @ BUT LW @ GWeller FTyums
QFWeLLRID MG MTIH HLI.

11. Agribusiness (a8 ©x5e00) (efleusmw suemflssin): A sum of business
activities collectively associated with input supply, production,
processing, and distribution of agricultural products. =28 Bdese
©wed®, Bdencme, 1B wy 0 H 300 8e®asIR a8 D100
DOWD O O»nd. aasFrw . 2 HuUSHU QuUIEGLS6TflEr 2 6refl 6

QIPMIGE, 2 MUSH), QFWTHSED Wmmibh NBICWTSL  2L& el ML 65T
QBTLIL6mL I 6160015 L6 &HenSH ST 6T QFHTSS.
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Agribusiness management Agricultural farming systems

12. Agribusiness management (a8 £:5¢00 m»g @m0 enw) (afleusmw
aenlle wanamwssieuh): Application of management functions of
planning, organizing, directing, and controlling to the agribusiness.
1CH® BB, w-dmyw BB, BwostOmsIBBOO cuece 88 wy
aedFsenn BOO W) BDEOI®OT WTBwLsy a8 D1BLC BEHo
859 BBO. afleusF T euemllssld QG TLFLMET SILLLAL6D, R(OMISNLN5 56,

adliil®sssy LoHmib  SLEUUOSSIS pHU DTS Sel
QEWMUTHI&HET.

13. Agricultural commodities (28258 ©ied®) (eMeusmw
aun@Lssr): Commodities produced from crops and animals. ewde
w5 8@ ©8du e REB Bucdm wedd. uwlisdr wHmIb
oG &afelEhg 2 MUSH QFWIWLILGID QUTHLGET.

14. Agricultural economics (=8 @&8m» 8Besd) (Meusmuls
aur@ermgryin): Study of how producers, consumers and societies
use scare and natural resources in the production, processing,
marketing, and consumption of agricultural products. B&esiem &89,
208endBmBsy ©ww OOQ w8 B8sY 280882 woedd
BEscmrw, o8O, 0 ©88 w slewdsme wews 88n wy

0D @ ®idmn WOB Gundw BEIE v BBO.
QAMIWMIGSLILLL, @UMHeNs eU6eTHEIGET alleug Ml QUITIHL GeneT 2 MLISE)
QFIMSMHETEH 2 MUSHWTETISHET, HISFCTT MM  LGaum
FNSHBIGETTO) QFWITSHS, alBICWMHGS WwmHmID BI&FlMHG eeleal6re]
LweTLMSsLILGeus Lmmiw spule].

15. Agricultural entrepreneurship (2e82088z ©xdewmsIdw)
(Meusmw pwpBwremenn): The  process  of  identification,
evaluation, and implementation of agribusiness opportunities. za8
D100 gdEr wezN OO, OB, wy BwsOm BBO wm

BwodBw. eafleuFmw euenlle MULILGET SEOLWTETD & Temgey,
LHLUILTEH QFUIgS6 HMID QFWLIG SSISH60.

16. Agricultural farming systems (282088 ewiduc sddBsY)
(eNeusmw  uesoremetor wemmemin): A set of strategies to manage the
available resources to achieve economic and sustainable
agricultural productivity to meet the needs of the farm household.
80858 m DYOV/sHE ¢daum 99 W0 OB® wewr qd3m o
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Agricultural inputs Agricultural policy

17.

18.

19.

20.

558300 8088 HEEHIDWEY B S OOV BDAL ®sny

DED TS OBBe® 0w@i8®. afeusmuis SmmUNET CHemeusmaTL
LUIsH QFUasMHsETeE DL HH060LMIN aIeTHIGMET (P& QFUIS
QUTBETTHTY  WMmID  BlemewGummer  alleuFmw 2 MUSH S FHmeneor
TiIsIausm& W 2 G& &erflear Q&mGLIL.

Agricultural inputs (:82088» ewcd®) (fNausmw 2 drefGae6r):
Resources such as land, labour and machineries that are used in
agricultural production. 8088w Beswcry HwdEw ew

@wWc ®Y) CAD 98O, ®OW wY Wiy Wy OB BEecm wdur.
alatsmw 2 MusHUIleL LWaTUMSSLILUGML  Blevd, 2 eiplil] WmmiD
@\ WITHG) [T 6155 6T GLITEITM 6M6ITISS6IT.

Agricultural marketing (282088 @¢ecdmdenw) (alasTw
shesliuGsse): All the activities associated with distribution of
agricultural  commodities from producer to consumer.
BEsemwood 8O s8endBmw ¢fd ®a8m0d@%m niedd) oo
»180® BwdBwd awury B8ee® mbwwsy. 2 HussHwnarflLehsl

BIGETCMBHESG eleuFmw QuUTBLEaeT MBICWTHSHH QS TLTLIM6T
I|6M60TSH S [FL6ULY 5605 5561T.

Agricultural  mechanization (2282882 w@s¥gmSenw)
(Meusrw gup@rownrésed): Substitution of machineries in due of
labour in doing production and marketing activities. Use of combine
harvesters for harvesting and use of machines to pack and handling
are examples. Bdwsoes v gecdmoe mOgn BB3e0 8Bd g®w®
0N wiriendumoe »Idnw gpodn BIV. qeddr) e»HE® wewo
Fadd 4d0r) emED Wiy widm BI® ww ¢ed® BBOO ey
D 8B080 wrly D BEO cowden ©0. 2 HUSH wWLHmID
FHeOsLILUGSHN QFwWeLThEeflsy el 2omwliihe uHens
QUBHIBIGmET  LWeTLH S SIS56. 2 HMJEOTONG  6(HH G 606t HS
JmaemL @QUBSHImBIGmETL LWeTLRSS —Simelal QFulsey,
QUTHUILE @WIBHH JHIGEN6TL LIUI6TLH &SI%560 GLITEITM6T.

Agricultural policy (ma8m058x gyBsiBw) (fasmws asmerms):
Statements of guidelines with actions adopted by the government at
the national level. Gew 8857 oBm ©®OOBsY amyE@mw ®ST) CAD

Bemom® wu8n @bendsed® ym®am®@. HTFTHESH T CHHW
FHUIN6L AMBIESFGELUILLL LI &HNSHSHEBL60T Fnlql auldl& ML (hgevsserfleor
2|91 5560) 5 FH6T.

a



Agricultural production Agricultural value chain

21.

22.

23.

24,

25.

Agricultural production (82088m BEscm) (lausmw
o pusH): Produce of crop from plants grown in the land. 8w ne

D® OB eNI® REBT R HBIBN BEe0¢s). BlvsH 6 auaTiseILGELD
Lulgsserfler ellemerggev.

Agricultural productivity (22820882 8Ec8500) (efausTw
o pugsSsEmerr). The ratio of agricultural outputs to agricultural
inputs. It is an output per unit of input. EX. production per acre.
888 BO19® 5 0wcd® and arrnw/ewed® WO
Cleam BLmesy y&ime. 9R® admowBsl Eream BLsens
3®oenw C N0 TBA. eleugmw Qeuefluf@ et LH oD

2 arafseflh@emuflevmeor NHESID; AFTAUS R AVG 2 6Terfl 160
Qaueflui®); 2 smrerd: @ g&s&flar 2 MUSS.

Agricultural service (2082088 @ew) (eusmw Cxemer): A NON-
tangible input used in agricultural production process, such as
veterinary care, extension, and machinery repair. =888
Beesoes) BwodBEelde vdnm mon) CIAD 8@ ©edes 0de, a8
D188 0ddw wH 8 comden gD Bw BEO OB Luba we
@20 ©eE8D1DsY.  smemenL LUFTLFiL, BLigly wHobh uBS T
uwg Cumearm ellaugmuw 2 MUSH QFwmUTh&efley LweaTUGSSLILIHILD
QST B eTIWILWTSASTH 2 6Taf(®.

Agricultural supply (2820882 @=3@g®) (eleusmw aupmise):
Providing of a tangible input to produce agricultural products, such
as fertilizer, feed, and machinery. a8 Bdesicry Beed® ewewo
@WIC) ®B) CAD ©EWIC, &awIs, Wiy iy OB dube me vl
©@weyd®. o, Heaarh wLWOHOWD QUBESHTESHT GUTETM eleugmuil
QUTBLSMET 2 MUSH QFUasmsTar o defl Gl QUL &6
QULDMEIE H6V.

Agricultural value chain (2282088 aos ¢®w) (efasTw
cumw®& smBed): A set of interrelated activities that add values to
the product. Bgsicmed gows (D3mmER) dmn WO W8wwsy
ey BHwdBw. dasrw 2 HusHl QUTGLSEDHEG QUG
GFIHGLD R6TEMHTGEL MM QHTLILMLW QEweLITB&6rfler QameLiL.
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Agro-based industries Alternatives

26.

217.

28.

29.

30.

Agro-based industries (ma8 @8» ®E@is¥m) (feusmwib &y
omssasmidsdr): Industries that depends on agricultural products
as raw materials. An example is rice milling industry in which
paddy is used as raw material to produce rice. ma8m058z Bdesoem
a9cds eCEw DO WO WESTH. & ¢fcds @G ¥IBm I

BCE Bocded® »EDme condemed. aasmw 2 HusHL
QUTBLEMET eVLIQUTIHLEGEMTHS Q&M QUBIGL QFTLH6&HET.
o2 gngeoorons AR 2 ans@h smdedd QBaemarg R
2 HUSH GG VL IQUITHETTSHL LWeTUOSSLILGRMS!.

Aim (2c@es) (errésm): Purpose to achieve. The aim of the
agribusiness is profit. As an example, profit is an aim of agri-
business organization. gzl ®mOoBe® s6@EO®. ¢ewdesnn’

eC® a8 Onderd 8d@b0e wed. GMss @Tem
L FMSETar  CBTEHSHLD. el  ael&EsHar (GmlEEHMmeT
@eumUISL L6y, 2 HTJerinng, @eumuld  efedrug  efleugmuwl  eueofls
Bl M16160T8 B 60T GBS TGS LD.

Aim of planning (e1cu® BBe® ¢cGes) (B LSl CrT&sLD):
Improvement of the present situation. 8&»® »Efsfde D188y en
R3O, 5HEUTMSI Blenevenlnenll GLOLDLIEESISH60.

Allocation efficiency (e9z¥ B80® m8wee®500) (281680
aemarg®meir):  Allocation efficiency ensures when no other
allocation of resources would make producers or consumers better
off. Optimal allocation of resources. BEsemBIO  ovd
©080wdBmB5I0 ¢ u3® wywn: 8¢ Om ¢5Ic®0 wdur e0sy BIO.

w8®ur yaLdn ocs 0dx BOO. apsean® il RS&ESOEIL
SWTHILUTETISmeTCWT Hevevd BSTCaTIHmMeTCWT FmLiLm I
CuUMEl @SIGHL0H lnarsGHmerTars  qUSLULGSROIMS. S TaIg
QUeTRIG6rfleT 2 SLILMeT RFIGED.

Alternatives (8=»>Ee) (ormam): Available possibilities. Consumer
can buy product from supermarket instead of rural fair. Buying from
supermarket is considered as an alternative. o o» ©(B 00
@80, 98w emeg eDNDD ®BendBmwid ¢838 edgewiCBs
»e3t) B8 on wB®6. 1808 edgcw R 88 VB® dmEFwwS.
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Annual marketing plan Attitudes

31.

32.

33.

34.

35.

QUGS FTHERILSFNGHET. BISHTCUTT ATl FHanssHGL LS euns
AliLgs sFheosulley (GLUUF WLIFSEQS&EL)  QUTHBLSHENET  6UMHISHEITLD.
FLILEF FHens U6 aUMBIGaIgS DMMHMTE HHSLILGSHMS.

Annual marketing plan (£:58» ¢ecdmden ©(C18®) (aBLTbS
sheslLGSS0 B Lb). A detailed report prepared annually that
explains the marketing efforts of a business in the coming year. 23
D8Bw wewr D10 GeCIDI e BwW@bn g Dudn i ©m
D890, THFUGLD  600TLq M & Te0T FHeGLILOSH T L BIG6T
allifleuras efleng e sWMHl&E&SLIUGLWD QUMBLTHS Nl &ens.

Assembling (9= desBBO/dmced BBO) (qarmmsess): Collecting
or bringing agricultural products to one place. =8 Bdeocr

gecde wewr O WO did BBE. alastw 2 HUSHI
QUL S&emeT RCT @LESH NG C&sflEH60 26V6vS 618 Meuor(h 6 ([HE V.

Assembly market (omced BBe® ocdogeomg) (@aTmsnLd
gheng). A trading place where farmers bring their small quantities

to sell. g© eedried BEuicy) eeEd ®OD BmIe . alausTulser
SHEIGT Al jerelleumar 2 MUSH&meT elMHLImeTsHE Q&M 6UdBLD
R0 UISHSS GLLD.

Asymmetric information (gx®®8m oem0n6) (FwE&rHm
saseue). Imbalance of dissemination of information. One party has
more information than the other in transaction. emdnc; eac
»8e® gudnBrmde. ®NecNEdE O @Endwed geBys
208RDBO D& D& @0 T; BO. ssaI16 LT gHmESTbe. @F

uflaifgssamearuiey @ &rleu ol LMmemTm Srldary S5s
5561606016078 G\ 856U LY. (1H & 55 6V.

Attitudes (eomFs) (weruumheser): Emotions, beliefs, and
behaviours — A set of feelings. ©(8®, 8&Dses sy e w88 - v BO
BQeE. o @fERSET, BLLIGMSSET  WLOHOD  BLSOSEHE
2 a6 &6rfledT Q&M@ LIL.




36.

37.

38.

39.

40.

41.

Backward relationship (sgesg ©@®ads3Qm00¢) (Narepréaew
@asmLiy): Maintaining relationship with predecessor of the value
chain. Relationship farmer with the input supplier is an example.
O30® ¢®ed yEDMIBwr BB wACH BOFD OB, ©vIDwo

a8cdr ©1By®mO B8O BORD BACHID CLHNVOWBR. QUIILHEF
FRIGONUNET (WPETCTTIYSHEELET 2 menalll CUEMIGH); 2 SHTJ6ornns
aflaugmull Lnmmilh 2 aTaf® auLpmIE B &SR L UleuTeT Q&TLTL.

Balance of payments (e0g® odzws) (asarn® Blaieme): A
summary statement of all international transactions made between
one country and the rest of the world in the given year. &&sw= ne
O 0O eCImed et CODE 8O® OB CAD BBBIHC OBHECH)
ODE 000G, QAHMTHGHSLILLL 60060 @@ BITLMerg 2 e&er LN

UGH&EH5HG @emLGW QEwwliil L 2| 6M60TSH S FIaUGsHT
Ulalys g 60 618 6rfletT & (H&H S 3IM&6m&.

Balance of Trade (edg¢ odsw) (afsss plassma): Difference
between the value of imports and exports in the given country. oz
GIBIWBD) 8&3@@ W FBBIWBD Gocd® @O @O, GMISHS BT MedTl6or
@M&EG WS HNID gHonGIL QUG &eflheE @ e ulleumer CeumiLim®.

Barter economy (ved® 906 &88mw) (usrLombol
aur@ermgryin): The economy in which the direct exchange of goods
and services takes place between two parties. e¢sodndws ¢nd
R YOG 8Bedm @bSww. OeDd 8w eiwmn OBemywm

an0 NODIGD ¢ evdemue 0. Gn srLfNaamLCW e® QUT®HST
VLGl CHFMEGESHETH G6TaIQWNM QUTHT HVevd GCFemeuuilenesr
GrIIQWme LMo QUITETTST L0

Basic needs (§E» @daum0) (@igliuamLg @gameausar): Things such
as food, shelter, and cloths that are necessary to sustain life. 8&»ed
OO0 gD@s &0, B, e® BICE® @8wW. aMpsmeEamWw
QMY ISH IR WILDTET 2_cmre)], 2 emmailLLd, 2 L GLITETMeEnE.

Brand (e®ege »9@s) (uearLs eolui®): Unique design, sign,
symbol, words, or a combination of these employed in creating an
image that identifies a product and differentiates it from its
competitors.  BLmcmew 08 mOwmcDsiensy o0z’ ™S
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Brand awareness Broker

42.

43.

44,

45.

46.

WENOD OB 88 BoE&renw e addBw 81en®n, ©owd,

oo BmBE, DO 09d dDr1068 oewd®wWal. @ 2 HUSHIL QUTEHET
SwimfliNemneor ser  GumligwmeryseflL®has CaumiBSH
L WTeTlILBSSID SH60flSSIaINTeT 6UlgelenLLIL], ML WITETLD, &edrerid,
QAUMTSMBHET 2V6VE! B 6UMMIET SeVenal.

Brand awareness (edege 520s B¢ ¢ m0sfvde) (usmLé
erlulsr eNdfuyemriey): A measure of how many people know about
your company and its products. s®»n® sy &8 Bdwocsy BERED

emu®en 88w ¢00 @8¢ wirim 88acd 8m®. @ Blmieuerd
MHMID ST 2 MUSHIL QUITIHL&6T Lhnlw QUMSn&serfler ojniley.

Brand loyalty (edge 0@ sfesnBsfowe) (uaris Goluler
ummig): The tendency of consumers to continuously purchase the
same brand. ©8eundBmBzY OO edge OB wBD WP
20380 B2 V(B ed® YO DOW. @6 UL GUIUlamer QSTLIbHS!
QIMTHIGLD BISTCaMl6r GLIMGHG.

Branding (edge 50@mcenas) (usrLs @nluiie): Process or action
of creating a strong positive perception of a product. B&esoecmos
8¢ aFBON W5nsom ¢deaddws ¢ BBe® FwdEw owd
Bwd. @B 2MHUSH QUTEGETET aualaTar CHILDEMDWITET &HEHMS
2 (HEUTEHESLD QFULNEMM B(606VSI GIF WLI6V.

Break-even- price (»280® 8c/e®ws 8c/0®@deder cHsed
8c) (@evru mL L yerafl): The price equivalent to the cost of a
commodity. Producer gets no profit at this price. wied@wzm 880w

8@ BR. 008 BRD BEemwO e 0NEIE. 2O
Qumperler allemevds & FLonme aflemey. @BS ellemeuuilev 2 MLIGSEH WITETIHE S
@6UITLILD H 0L HHMH.

Broker (»d®=c) (sysy): A person or firm who arranges
transactions between a buyer and a seller for a commission. eze8ed
Gees wewr OOWmOEdn ©Y ORO®OeDR &0 OWELY)
BEowe »om» ylocoewxw owd ©ods. ammbEGUAGBSSLD

aflhLUeneTWmeT(haH G @enLuiley Lflaussamears:ener gHUMH QFUIS SI&
LIcooTSHemeuT Ll QLM MIG Q&TETEBLD 625 HLIT 2606V S BlmIGU6TLD.




Budget Business market

47.

48.

49.

50.

51.

Budget (2wdiw) (aurey 0Fevayg S Lib): An estimate of income and
expenditure for a set period. Bwe®» mEw @ewr §1cw® w@w

Bwc® 8BEe ¢;E»e@ndw. e GOUUILL sTwsSHhamer
QIBLOMEOTLD LM MID Q&Feveilermigerflet GLILTE.

Bulkiness (8meside) (umwer): Requirement of more space to
keep products. Price is low compared to the size of the product.
Industrial products are less bulky as comparted to agricultural
products. Be&socs R OB eew OB 98 y®reww gdasw SO.
Beeocmoed y@rensd edmed 8 at) OO. a8 88 Bducs

OEO w1l Fed 88w BLewcr DanErDews’ gije. 2 HusHIL
QUMTBLEMET MalsEs Hs QLD CHamallil®GeugLer Qumerfler
earGaur®  @UU@WEUTE  afleme  Genmea. smalg  alleusFmu
QUTBLEEBLET RULIGWmEUTs QsMSlegienm QUTIHLEET (&enmelTer
LI(HLO GOTITEOTEIGL.

Bull market (o&ame 9 edegeomg »EFOw /| oren®@mc0s30
QG § edoece nFOe) (sramend sheans). A market where prices
are increasing. 8 v ws edDgee®E. (ABLILS Fhamsuld) alame
Fa(D 66T THTLILTTHGD FHens.

Business cycle (910208 &mw) (sflwrungd ssLGamlLib): The
pattern in fluctuations in business in line with the economic changes
such as demand and supply, consumer buying power, and consumer
willingness to spend. The four stages in the business cycle are
prosperity, recession, depression and recovery. oGc® @ @33®,
28eniBmiied 88 0 Be® awlBw ww 8wl BmBsy we®
BOOO g8 @D OB 288 0D WO DEO aREO D000
CODOmWITed 0D, D100 Oned §8wd ¥BHo HO w@addw,

@Dmm®6, ddBRAD®W Y YR OO. Caell WLHDID euPESE,
BISFTGeUTy QUMMHIGLD b:3:353) LMHMILD HIsTGeurflesr LIGuoT LD
QrevadliLgmasmer  efl@BLL CUTEIMm QUITHETTSTT LOTHMHISEHEHE
gL  ami&EsEHe ghudld gmhm @mesmiIsGar. elaolls  &pmFulle
BTeTG Blemeugermalenr QWL IBSBlemey, eSFFR wmmih 1SL&

Business market (£x0e006 edegeowmg) (aamls shang): A market
of selling products and services to other businessmen, whom those
products and services will either be used as a raw material for the

o]



Buyer Buying power

52.

53.

54.

55.

manufacturing of other products or resell them. It is also known as
B2B — Dbusiness to business. eoms woed®) Bdwmicme wewo
2GcOseE eC® 0¥l BNOD OB HE wewr D13 HBBIO Bdwocsd
¥ 0EDsY DRMe® edegeotog. OB0ewsy D50200wO
eecde.  gomerw awururfeseErss 2 HUSHL QUITGLEE WLHDID

Grameausamner allDLUemeT QFUIWWL FhHans, BS SWTHLSGET MM
GFEUGET IDMM QLITIHL GH6fl6r 2 MUSH &S @B eV IGLITIHETTS.

Buyer (o::®» &) (asmsteuereumery): The one who buys a product.
Bsemrowd 88 osion monsm. e® 20HusHl  QurGeer
QUMMEIGLIGT.

Buyers’ market (015)@mc0fed eDegeowsng) (Qsmerauereaumerifler
gheng ). A market in which buyers have an advantage over sellers
in price negotiations due to more supply than required quantity.
2D@s YO remwd D& ®wyg® 8 Bw B Boomw BZed

OOWCOBIO DeR®WGOBIO Dt o8l ¢ edgcowme.
Gamalllmear gemenal L 9H&E  aIphHIGH STIaronsg  allene
FLDUIBSLOTeT CUEFSHAUTTSH S Ul 6L &l (D L165) 60T LI TEIT [T 55 65) 61T il
QEMETEUETAUTETIHEG FMHHIDMTET FHeNS.

Buying (8c2 oB®) (esndreusray): The action of purchasing a
product that transfers ownership from one person to another.
Besemrow 88 0Be® FHwid. 988 Bdwiemed alBe Onf
gloceemens’ »O ylocewsmO ©08®. gpoarflLdebs

@eTQETTHBSHEG 2 fleanwenw wrHnl @ 2.MUSHL  QUTIHET
AUMHBIGLD QFUW6.

Buying power (8c8 o(Be® »Bw®i®) (asndausre aymmeé): The
amount of money having to spend to purchase goods and services.

B8 o 0K 88 VRO wewr D mE VB Yl YSreww.
QUTBLSET WMHMID CFeaISHMmeT AIMBIGASNHE QFalfless Galeriq
LI6DoT LD.
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56.

S57.

58.

59.

60.

61.

Capital market (g8 edgcowsog) (wosear /I wseo sHhams). A
market where buyers and sellers engage in trading of financial
securities like bonds, shares etc. @g®@»0, @m0 OB e
d®un eDEE® WO GIOWGOBY wY Oen®Wc D s
EDECOEM®ME. aMuIGUaFSHeT oo elhUaneTWmeTiseT  wWHlsET,
LIMI@&6T GUITeT BIH &M LSHIHIS6T 6 aufsssHsH 60 FHLUGLWD FHens.

Cash crops (206 ead®) (uewrts Lulgser): Crops grown to sell for

profit. Bmess G C GBE® @68&msT Do OB owle.
@eTuUSHM&ETE lmasliu@mn LullFser.

Cash market (8¢CE 90®6; 05 eDegcemg) (Lams shams): The
market where the exchange of commodities take place on cash
between buyers and sellers. ®15y@m 6057 ww» Snen®m60s3 8nd
§eBxY vwoedd) HO®IGD 8Bedm eDECEME. AMMBIGUATSHEESHELD

alpuaTsHER&HEGID @eLulléy LeTld ewpeld UMMM  HOLGQLIMILD
FHeS. @& 2 LaTNF FhHeng 6rare|ld AeMP&HELILGSHMSI.

Cash price (25780 8¢ 2ecd B80) (msLliueam alame): The price
paid for a product at the time of selling. woed@wxsl Sxyens

3D ede wredtle wewr erdy CIBD Y. albhuamearuiarGuTs
@@ 2 MUSHL QUTHEBHGS Q&MTHHSEILLL allene.

Centralized exchange (®@ano» ©2®16:9) (LWILESSIULL
uflurbmb): Buying and selling take place in a central place known
as a market. ex¥sIgw domreme 88 oB® vy DR HRE B¢ BO.

OO Fhmvw edgcomen oRn ¥wEsIed. Quraana @LSTH
QUITMEIGS6 MmN elMLIEMET HEMLQLMIGE; FHeNS 6160l HeMLP&H&LILIGID.

Channels of distribution (e@¢ ©Be® ©&bw) (aplewns
nrissmser). Distribution routes between the producer and final
consumer. wedws Bdowcmwed 8O gdwsl wBewdBmwo
¢ eRwds® @66, 2 HUSHLMMGSHGL  HHTCMTBESSLD
@enLuWilevmeor efBIGWTE 6Ll &6,
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Channels competition Commercial farmer

62.

63.

64.

65.

66.

67.

Channels competition (eecd ONlel) BO®®D)
(nrissnsalbheenullemeor  GUTLLY): Competition among

distribution routes. e@¢ ®8e® @& gmd ¢ Boww. aplews
aldlseflm&BenLulevmeor GUITLLY.

CIF (Cost, Insurance and Freight) (8¢, cfeen ww o2® oedy)
(smuum® slubhsTsE&sE G&eea). An abbreviation referring to the
total of costs of the commodity, insurance coverage and freight
charges to port of destination, included in selling price of the
commodity or product and paid by the buyer. ox®=ms; 883
OB € e erdE CIB OO BE, O GO
8 OOBNBIHEB WO WeFL) YD M OE GO DD wewsy

WO eI ewg®. QuTELadldar QLTSs CFmaser, ST G&
QB&MenNs MMID  LWEITD QFUIWE|6TET SIMWNESHMHETET  FJeGE
SLLeOTD SHwemenms GGG &HHS QFTL. @& 2 MmuUsSHILI
QUITHET 3jeveugl Qumperflest aflmLemeoruilev (]:3y7:3: ANINIM Q)
QIMMHBIGLAITTR QFGSLILGSRMSI.

Cold storage (&» oat» B30) (geaflje ceudiiy): Keeping the goods
in controlled temperature environment. s> ¢&den=® s8eadwm

eBE) ®A WS BV, SLELUBSSILULL QelllLuFlae  @ELeds
QUMTBLEHMET m6USH (H5S5H60.

Collateral (gemdw) (Nemeor): An asset that a lender accepts as
security for a loan. eswmd; ewws CA Ee®2 @ omoe Dnewsy

D OB CAD O WO. HLET APBRIGLET SHLEISSTE LNSISTLILINEG
SL6T QuoiLafILID ghHMISEQ&TETEHD QFTHS!.

Collector (mnmosizn) (Gssfluiumery): A person who purchases
and collects products from farmers. ewdsiewsy Bdwicm e

en® Oy WO® Yo dastuisaLlehs 2 HUSHIL
QUITBL&6meT Q&TaTaU6Te] QF WIS CFasfle@GIn HLUI.

Commercial farmer (20 @8 ®®vm0) (aamils elausmul): A
farmer who grows crops and rears animals to sell those products on
the market. eogcomoeg OB Ee® ¢689msY eaddv Do WO &wH

sy @B O 0md Swmn. Fhasuidn alpushets LulFeer
WLHoD aflevBiGHeameT alemTisGl alleugmud.
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Commodities exchange Competitive analysis

68.

69.

70.

71.

72.

73.

74

Commodities exchange (¥ed® 9D@6D) (ueirLmsarfler
uflummdoin): A physical centre where trading takes place. e®geo®

8Oy ovedm DABEGI®G. issED BOLOUDD @B QUTHS
6MLOWILD.

Commodities (edge woed®) (ussorLmisser): An economic good that
can be bought and sold. 8c8 om viB v BBww VB GESH
©IEHE). AUMMISHFIGW LOHOD AH&E&EHmIGL @M CQUIGATTSTIL
QUIMBHET.

Commodity market (voed®) edgeowmg) (uamLs shos): A
physical or virtual marketplace where buyers and sellers meet to
trade commodities. @GO ww BReRODGOS ©DEE®

8C® VYO oW owd aIHEhHE EDEECOBIE. AIMBIGLTSHET
WO NMHLIENETIWITETIEET LIGTLBIGHeeT aIJSSHID QFUIMSDHEHSHTSH
FHHEGID @@ QUTHS s QLUWIBSGET FHans.

Comparative advantage (eved=ie 9.8) (eUISGETTHS Sigigmeih):
Ability to produce a particular good or service at a lower cost than
other competitors. geoyms BSOSO D& &8 BEmO ©®

e 0wl 00 Bhwicmdrew BOe® ©Bw@D. wHD
curligumerisener L Genmbs allenevulled e G L QuTer
gl CFamalemll 2 MLISH QUL Hmeor.

Competition (mcww) (eumiig): The rivalry between two parties in
selling similar products and services. e®shBw Besies wo @
DR e®8 ecenlndw gmd @ O HOVNG. 955 2 DHUSHI

QUTBLSET wWwHmh GCFemeausener allDHUBe @k SrullarGsesGd
@enLCuw CUMLIqBlene.

Competitive advantage (m5®z»08 D8w) (Guriy mwib): Ability of
a firm to sell products cheaper than competitors. »ce= s 0z30 DX

G R0 DB HOD PWHDHWO B WD, CUNLIGWITETTEET
allL weda allemeuuiley 2 MUSHL QUTHLEm6T ML QFUIWWD R
BloI6I6T&ES)60T &) meoT.

. Competitive analysis (20208 SdeFsens) (GuTLigL

ueliumiey): A strategy that identify major competitors and study
their products, sales, and marketing strategies. An assessment of the
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Competitors Conjoint analysis

75.

76.

77.

78.

strengths and weaknesses current and potential competitors. gz
BHOODGOBY WENev® RPsTed BEwwem, eecdw wyw gocd
BBe® cenw @86 gWBwHIG WIB 0w L8MwWAR. mO¢ DEHzm

0 800D BHOVWGOBIed QBT w (SO neds; BT.
WESRAW GUITLIQUIMETISHE6T Sj6mLWMeTd Heoor(h 2jelfsefler 2 muSSHLI
QUL &6, allMLeneT WMmMID FhHanSLILGSSH0 2 GH&EmT AW @F
2 5%); HSOCUTNSW WHMID FTSHWINMET GUITLIQUITeTIS6 6T  Leuld
wHomih ueefarhigefler @F WHUILTE.

Competitors (mcw=m60s%) (Gurlqwmeriser): Those who are

selling similar products. e®z Bdwics eecd mo» ydocds.
R55 2 MUSHIL QUTHLE6T allMLmeT QFUILIOITSET.

Condition of viability of storage (o2& B8e® amsmd B8Eae
emsiedBe) (eFilussBar phusssamwulasT Blae): Selling
price of a storage product should be lowered or equal to the price of
the same product that is not stored. @& »o» edwm Dmen®
BC 9t evWE OO wmedled Dnen® BEO Db g8 ewd @i

B @gnwe. 6 GFlly oureelar albuemer  elleeuwineaa
CFUGHILLTE 8% QuI@elear elemeusE GmmamsHECaT 3jeeVg!
FLONTETSHTHCAIT @ (H&Hs Galsoor(hLlD.

Conflict of interest (e8civwsieod 09®) (s@mss8 Gaubmem):
Inconsistency in objectives between farmers and traders. Farmers
expect high price from traders who are willing to buy at low prices.
@057 8w edeges’ v 808D afinwsied ®9®. af) 8cO
»e3t) 88 B0 5 Beemm edegesiens’ emdsy gve Sen
DRI 5O, allausmuilsaT LHMID 6858 8 EH S8 6 L GUIWT6T
G &CsHTaTHeflar (pJeUT(h). Gemmbs ellemevulley eUMTHISH SWTTTH
@QEG afsssIsaflLllphs alasmTuilsar 9Hs allemey THTUMTLIL.

Conjoint analysis (220 SdeCsens) (am Gl uGliumie): A
statistical analysis used to understand how consumer value different
attributes or features of the product. Bewsocm wredRed S s en
8m)® 080nIBmwr OB $redw GNW I FamSW eB G® OB®D
B¢ OB 8010w dFeEvent. 2 HUGHL QuTmelar LG
LIEOOTL|SH6M6T VLG IDFHBIGen6T BISHTCAIMT ereleumm HEHMTIEH6T
et UflbaIQasmeterl LUwWeTUGSSILGL @  LeTeflalelr
UGLIumuiey.
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Consumer Consumer delighted

79.

80.

81.

82.

Consumer (2:8ewd8mw) (msrcaury): Individual who buys and
uses a product or service. e end edDrdsY BEO ev® ©HIBHWBO
OB YEOEW®I. @M 2 HUSHL QUTGET LS CFameaumW eUhIS
HwWeTU®SSID BUF.

Consumer Affairs Authority (CAA) (208euni8m m»0un 8¢
a@m8w) (m&feaury oedsds o@srgeeu).  The  apex
government organization mandated to protect consumers' interests
and ensure fair market competition in Sri Lanka. s8eund@m »0wn
8@20w  lewdBm gdoum @owvs BOO W @0
eDeECOME DOVWE WA BHOO ey § Comd nE 8HJD e
PNE® G GBHmHBB. @ommsuild BHEFCMTHET BHeeTaHamarTL

UMSI&M&HS|LD, BIWTWLOTeT Fhangll CUMLIgemU 2 MIS QFIwe|bh 2 6T6r
o wiflw 9rF SjeminliL.

Consumer decision-making (£:8ewd8= Bsew 0Be® HwdEws)
(mercarflar  Sromaran®sse): Process by which consumers
identify their needs, collect information, evaluate information, and
finally make a purchase decision. ©:8e®ni8m8s3 »® adasmn
VETNEOD, 0m0RT; ded I, OB emonc; g ed®0 & »J
adwimed 88 oB® Boemw OB BwidE®. msFGuNT ShIGE

GHMAUGMET SMLIIITETID &6toT(h), HHeUEHMTEF CFGIflH S, 5561605606
WHUTH QFLg, @mGHule aMBIGLD (Nigemal dH&GID QFWULNMm.

Consumer delighted (©08cwd8» &8» madBw) (msFeaumy
o aiema): Over satisfaction gained from purchasing a good or
service. Actual satisfaction is higher than the expected satisfaction.
Example is that freshness of fruit is higher than expectation.
BLE 0nd 0D RO O Bed®s Ceadn aldm madhae.
2edu8n mBB WO D& (@ mBBw6 9vg ©. 8gRd 88 KB

BER0 OC 5YO0D gedms BBOO D& 018 OO ¢ endemtR. e®m
QUGB S GE GCrFamalamll QITBIGAHN @Bhs dHILUTISS
FELHW ol 4Hs  HHLUSWL6Y 2 HTJeOrd LIPS S 60T
LS SIoTIER arHIumilienl el FHHIDMSG 2 6T6ms).

16 |



Consumer lifestyle Consumerism

83.

84.

85.

86.

87.

88.

89.

Consumer lifestyle (08e9d8zm 802 60D) (BI&STCuTH aMbhsHms
wenm): A pattern of attitudes and behaviour of consumers in living.

8end8mB8sied &0 Jed gmEs i »B3® Coud.
BIGTCaMfleT aIMp&Henss WenmMUIleT LOeTLILITETEnI WMHMID HL SN,

Consumer market (s:8eud8m edgecome) (majeans shams): A
market where consumers buy product from retailers. 83co

eDegsicsiensy bend 8mBsY wiadt) 88 vwrizn edegeowmg.
Fevevemm alwmurfleseafl_d®Ghs HBSTCMTT 2 MUSHI QUITIHL GHem6rT
AMBIGLD FHns.

Consumer price (s08e9d8m 8c) (maFcany alamev): Price paid by
the consumer to purchase a product. B&socmresl 88 oB3@ wewo

28endBmwo 885 00dm I 8C. oG 2MHUSHL QuTEGET
QIMMHIS BHICAIMT QFMSSIN ellanev.

Consumer research (208ewd8zm obodsen) (msicaumy
<rmigd): A systematic inquiry about consumer. es8ewnd@zmwo
O DOYRE OOBO. mHFCUNT LUDHMPIW @B WeNDWTET 65& 66w
/ SpU16).

Consumer surplus (s:8ewd8m eR8mw) (msfeurs Wos HS):
Amount of the value above the price paid for the product. Area
below the demand curve and above the price paid. B&esoemw wewo
@005 BE0 D& & B3O ¥y reww. 9EEE DPWD HEST &
eng 8O ow€xs @B yedrw. 2PHUSHI  QUIGLSIDS
QeEsslUl L allemeusE GG 26mem LGN  emey.  Camered
aleMETElGGS HCY WHMID QFGSLILLL allemessE GG 2 6rer LGS.

Consumer value (208e®d8z D350m®) (msicaurs wHY): A
benefit gained from the purchased product. 8c2 v Bdwcmrewsy
G¢ D83, ummBW 2 MHUSHL QUTEBLGefledmBS QUMOUILILL HeTemLo.

Consumerism (z08eundBmicw) (msiaudsmiy aumgh): A situation
involving large amount of goods being sold to individuals rather
than businesses. 8aoi vred®) y@rewwn D20e0DED DEd
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Consumption Core concepts of marketing

90.

91.

92.

93.

94.

95.

3loclsio OBRA® wdIBR »FOG. aalsmsmer el
SfBLIHERHEG 2AFH oemalled QUTBLEET almslUuBl  GGLBlenev.
QUi  QUIEBLSET QIPHIGUSHSL LWLaTUGSSSNGSG WImTS
SefBLIT&HEE5HE llMLemeaTuler @ emeuoriiL] [Blenev

Consumption (s8ewdsmw) (msiey): Use of a product.
Beeocm e 00mo BIO. i 2 HuSHL QurGeiear LweTund.

Contract farming (emsizps emdm®) (elubs efasmwib):
Agricultural production carried out based on an agreement between
the buyer and producers. ©m®@=m6; ww BEsecmBsy end &b

OO OO0 ©O©n EBw0d8m Bdwicme B BIO.
QITBIGLAIT WLOHMIMD 2 HUSHWTETTEHEHE R GUIWLITET  eLILIHE 5SS 60T
S litenLuiley CMmAS&TETTLILMLD elleusm 2 MHUSH.

Convenience foods (sweg @wad) (aeflsmer o coreyssear): Foods that
can be prepared quickly and easily. Example is a ready to eat food
such as fruit juice. @R sY wo BwEeEdsy wmed BE VB GIwsd.
COVCHmBE ORH 8RR Y8 OB amWOBO §m® WS &b
o0,  allempaunseyd  eeflgmaayh  SWNfleHs5HamIgul 2 60reyser.
2 HMJeord LIPFEFTM GUTerm UL SWMIne: 2 6767 2 6mre)|&H6l.

Conventional marketing channels (e0®yc8» gecdmoen
®&®) (urpbufu sHosLESS0 wLrFssmsdr). A multi-level
distribution channel in which members work independently of one
another. @@8m»8s7 OBemrymees’ EDIHD DR DOD Y-
©00e® e »Be® ®bw. 2 UIEISHT  ROBGHOSTHAT
FWTHTIONG Galemev QFWIULb L6 Blemew elBlCwms eulfl.

Cooperative (es@ws290) (sl Gmey): A business organization
managed by the selected members. endcoes e@0@8m&8zY S&8sY

DEONWMOT®E OB D100 8:8N®B. CHTHASHSSLILIL L
2 MIINeTIsemmey BlIFaUSRGSELILGWD R0 6U6ils BlmiaeTiD.

Core concepts of marketing (gecdmdemed YEm» wm»EH)
(sHeoslILGSSAar WsHW aeamarsamassar). Circle of interrelated
fundamentals in marketing. gecdmomed @sind ©wOIID
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Corporate social responsibility Cross price elasticity

96.

97.

98.

99.

gerbvvsed DS, R6TGMITE L T6dTm QSTLFLemLLI
FHeSLILMSH0 QLIS QFMT&HS.

Corporate social responsibility (CSR) (g8 m @®is DoR®)
(LG sopsn  oummiy): A management concept whereby
companies integrate social environmental concerns in their business
operation and interaction with their stakeholders. ©®o® »®
O10008m BwdBEed? dgTed bndmaDsy ©d®w asInd Hwo
BBe®8 ©®5 ©8:8m @ AL WOB WHEON®IH
eozD(E 3. BlMIITHRIGEHT SHIGET euenlls QFweLTBseflsd  Fens

FHMFGLLN IEHMMEMET R(HHIRNETSSH SBIGET LIMKIGSTTIEEHL 60T
QBTLIL Q&METHETN @@ (NHTENLNGSI6N 6T600TE00TE: & (h .

Cost leadership (8891 »wwem=dws) (cswas someemw): A
business strategy aiming at lowering cost of doing business than
COMPELItors. mSwm D530 e &8 BED1eB 5T D106 BE® @6 ey

DOOB D080 e 8w, GuTLQWTaTiSEameT ol  euewll&E
QFMEIE GOMLILING CBTHHEINTHS QHTEITL @@ alanles 2 55

Cost of production (B&msem 88Dw) (epus®s Qsevey):
Expenditure incurred for farm inputs such as labour, materials, and
machineries to produce a product. B&micmrws Bdesemw BB
Bew QOW, OB By WBIERIBWMOe B EMIDBE @wed® Bewo
O O Bwed. @B 2OHUSHI QUTGET 2 HUSGH CFLMSDHE

GHamalllmer 2 aplil], QU@L &6, MM @WBGHTmIGeT GUITeTMm
allaugmw 2 6eafh&HErEHEG AWGHD QFa.

Cost-based pricing (8881w s¢o® mdos Semoens) (asaaier
sigliuemLulemer eflemey Bljesorwib) : A strategic form of pricing
intended to cover the expenses of running business. ©xsoes0o
sOFDenn wed® & 830w Bwde® qcwdsl mom CI®

Ce@E8m Semden HOG. aamieagms  BLHSUSDHESTET
QFaEMET FHIQFUWILID @@ epCumumul allemey allemev.

100.Cross price elasticity (wced 8c »@u500¢) (lamesny GosE

ap@wp&d): Change in quantity demanded of a commodity with
respect to price of a substitute or complementary product. asedas
@I eYO® WD SC EOMEDOD wredWed wd® wiedtdwm
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Culture Customer loyalty

101.

102.

103.

9CC® yr;mw e DO. G WLMHm Slea BITULY QuTGsTeT
aflemevemlill QUTMIGEH @ 2MUSHL QUTBEBHSG CHenalliLi(GID
LIHOSH T 466y .

Culture (escedmaBw) (sevmemgib): A way of life people:
behaviours, beliefs, values, that they accept. 88gsiedd S0

0D0D: Y BEom cI» w8, Iddiwwsy, OIWO.
I0&G&6fl6T  QITDEHEMSE (WML :  JUTSHET  FHMISHCSHTETER 6T
LGNS 56T, BIDLNGmEHE6T, DS ILG6T GLITETM6oT

Customer (z0:8ewd8mwo) (umgsenswmerd): A person, group of
persons, or company purchases goods or services. ©oedd) ewnd
e 82 ory eI® yloceww, yloe medtowe®n owd
@00, QUTEHLHET S CFamauSHMeT MEIGH D @ BUF,
BLTSHET6 Gl {6V6uSl HlMialerTin.

Customer analysis (2:8ewd8» SdeCsenw) (aumgsmawmery
uslumiley): Process of analysing customers and their buying
habits. omecn®o@sl wy» @fsfed B8c8 oRBe® gog
dRoCvemw BZe® FHwdE®. amys@mswTaTise oo
Sarsafledr  Q&MeTalae] LPpS&MEI&GeT LUGLUTUe QFuun
QFWLLPEM.

104. Customer attributes (e08e9i8m ©ewic®) (aumgsamswimariler

uesorgser): Characteristics of customers such as age, education
and income that need to identify your customer. ®xsosaSwz
0800I Bmwo ez OO0 @ ms Dwes, GLBILBBIH 83 FICIHS

DB 08eni8mBTerd Em8eh. SHISGET 6T 80SH W TETeN]
SOLWITETID  &Hmeoor  Geuetoriql  ellg, &evall WMmMmID  eUIIBLOTETLD
GUIMTETM GUTLY.&H6M & UIMET &6 60T LI6voTL|&H6T.

105. Customer loyalty (e08e®d8z smfesiBsiow) (amgdsamswmery

daeumed/ upmm®): A customer’s likeliness to make repeat
purchases with a company or brand. =:8ewi8mewn B®vem
BEenem o0nd Om® 053500 @B Bdwocm 530n 53 0n 8ce
OBO0 B OB, 2 BlOaTSESHET SHVVS! QUTSSS BTLOGSS 60T
2 MUSHem! SeooT(RID  LSetor(HILD 6UITMHIGHEUSMETET 6UITLY.8 608 Wmer ifledr
N LD,
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Customer Relationship Management Customer value

106. Customer Relationship Management (CRM) (@:8ewd8»
ORYa [N ) DEOIDS W) (eumg&emawmery QsBTLILY
wsrmwsgab): Strategies, techniques, tools, and technologies
used by enterprises for building a long-lasting relationship with
customers. oxeEcH®OOE  ©wO®» EE®  ©ICHOR
@085 BO wew D1BDwsY D&Y Dm0 WO 0w abe, B

DO, CLDEO® w¥ DITBE®. QUTILEHMSWTETTSHEBLET [HevorLsmev
2 memal 2 (HalM&HSH BlMIGIETHIGETTE LWaTUMSSUIUGIL 2 SH &6,
Smallser WHMID QSTHEHIL LIBIGET.

107.Customer retention (208ewd8mBzsY Jeda »R  OBO)
(g seswnafloas sesmasso): Ability to turn customers
into repeat buyers. The process of keeping existing customers to
buy products continuously. oxyeemym®605 505 OO D53
P00 v BBe® »BwWD. sz BewiBmis aded)d

By &8 oB® e m  oBe®  HwdBe.
QMY SMG&WTETI&HM6T Levor(HD eooT(GILD  QUMHBIGLIAITSHETTS OMHMID
FMeT. SHCUMHIETAT  QUTIQHNSGWTATIHET QSTLIHS 2 MUSHILI
QUMTIHLG6M6T QUMTMHISG MEUHGID QF WM.

108. Customer satisfaction (@08e®wi@zm madBw) (aumgsamswmery
wer Blewmey): The provision of goods or services that fulfil the
customer’s expectations in terms of quality and service, in relation
to price paid. eog 8E0 wedsd dewdBmwied ¢ed®dsy

99 O 888 wredd) ¥ et QT OO 3BBO. AHTOSSHLILILL
aflemev  QBTLIUME ST wohmibh  GFemeuwller  ogliLiemLufey
My &eanaswmearilear aHIUMFlL&meT WISH QF WD QuUITHL 86T
I6V6VG CFMEUFHENET 6ULDMIEG 6.

109. Customer value (208ewd8zm ©O3z0®m®) (amgsamswery
w&y): Worthiness of the product to the customer. Benefits of the
product. ©08ewdBmwd Bdwcmewnsy Eeds DI0m»® vl
BEeocmrod 98w, angsmaswunaessiu 2 HusSHL Qumerler
5&5; 2. MHUSHUNET HeoTenLNG6T.
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110. Data analysis (¢5» 8deFsens) (sreys u@Lumiiey): A process
of cleaning, transforming, and modelling data to discover useful
information for business decision making. &6 Boen © RO
BEWIEHOE EMORC; eI OBO wew ¢n 838¢ BB,
s308n 0 BIO wn gl BESrens BEe® HwdBw. aealses

e umm WueaGUUSHGSHIW UWe6TeT SHHaleneud &evorLnlu|in
QEFWELPEM.

111. Decentralized exchange (8@axson ©0®16®D) (Lpaevméssiiul L
uflormdmid): Exchange of goods takes place on individual basis.
€8 YODGD BB BB ydoBrwcEdsy amc 8¢ BSO. safliiulL
LUl FeLQUMIR TN QUTGBL&6Tlerr Lfllommmid

112. Decider (B cy) (8rwneiitiueurs): The one who makes the final
decision to purchase a product. Bdeicmwes’ 8 0RO gDy
BCenw ©BIBN BB, @M HUSHL QUTHSMET G&TeTel6Te)
QFWISH&HTET GmIF (WDgemed erGLILIGU.

113. Delivery (e@¢ ©:8®) (@uuenciiy): The act of taking a product
to person or place. It is the process of transporting goods from
origin to the destination. B&ewem e ydoEweO ovd O
@®5) We® BFwd. BEecs) 80@wed 80 gdwme ¢l W€t
gD BBe® BHwdEw. oG 2MHUSHI QUTGDET GUSS
BUFLD Svevg QLESEDDEG dOHSEF QFLIND QFW; ST

&Mss QLSHNOBHE GMHHE @QMEGSHS QUTHLEET Q&Teor®
QFLNID QF WETNEMMWITEGLD.

114.Delivery month (e®¢ ©8e® ®esw) (eliumLésiul L orsibh):

The month of product delivery. Bdecm ed¢ ©8e® ©sew.
2 MUSHL QUT@BeT NBICWTH&ESILLL 0TS,

115. Delivery points (e®¢s 8@ &) (eUuamLsasliul L @Lhiser):

The location of product delivery. Bemocsy ed¢ ©8e® &dcom.
2 MUSHL QUTBL&EET ABICWTRGSLILLL  GLLD.

116. Delivery price (e®¢ ©83e® &) (aplewns elenev): Agreed price
by both parties to deliver the product. woedtdcs o 8® esewo
@¢e8@dwe® Ome § 8c. swrflimu awhs @G SrUfarh
RUL&HQ&TeTL. allenev.

22|



Demand Depression

117.Demand (eZc®) (csdre): Quantity of a product that consumers
are willing and able to buy at various prices during a given period.
@® 20E 88dedcw ne 58W 8E venst wder BBend sy

OB w» 8c & B0 B oW Y. B GMILLILL
STOLLUGHUND HB&EFCTT aIMmi&s @GO WMHMIMD G UIVETsIqU
afemeuGeflel QIMBIGSEIFIQU @@ QUITH6Tlar 6.

118.Demand curve (oCc® dmw) (esdel eaemerud): A graph
showing quantity demanded of a commodity at its varies price
levels. ¢® wed@wm B¢ vewsy 850 9CE® yeremw edn
3806, @® QuT@Gelar LTULL efme LLLSHL CHameaLlILGILD
QUMBEMETE SHTL(HLD euenFLILLD.

119.Demand side wholesaler (9Gc® ooy emo edegsie)
(ememell &my Qumss efwrumrdl): Wholesaler selling products in
demand areas. 9c® ©8» yodadc BEsics eeEd OB e

edegsI. Codel i@ swnmar @LEsald QuTGLeamer 6flHLemer
QFuwbh Qwrss eflwmuml.

120.Demarketing (gecdmcemwe ©vn O3®) (dbumers
sGUILGmoiiy): The process of reducing the demand for a product
or decreasing consumption. ¢@®RB& wiedRw wews B 9EE®

@ Bewddn y&iemw by BIO 8g »0» BwOEL. &6
QumerflaT GHamalaml eVevgl BSETaNlamaTs GmMMEEGLID QFWELNEM.

121.Demographic  segmentation (& 8Sm06 ©@290wWdesw)
(BussTass simrLnnssea). Dividing the market into smaller
categories based on demographic factors, such as age, gender, and
income. Dwes, 638 8618 BB wY GW® DB &) BWIRD 6L

OB 8¢5 ®0 eDeECeBIE W WBOREO 08O, B¢ Fhagamw
awgl, uUmedlerid WMHMID  eI@BLOMETD  GUTEIN  FaI&HOHTNHS
smyenfisefler g litemLuiled Al euemssemmasll LNiflg 6.

122. Depression (gdesoma) (eunmernsry efipsd): EConomic situation
where the economic down is more serious. Unemployment is very
high. Buying power is very low. Consumers are unwilling to
spend. AcsncE ecw @dSmwe svn D8e® HHFFDGE. dBw
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Derived demand Digital marketing

BygwBwe omn gweg «©. 88 0Be® aBe om af) .
©08ewdBmBs5T Bwe® BBOO e @Fensy 83. sab Sallymer
QUTBETTHTY efpFH Blemevemin. 10& AHsLOMeT  GoalemeuuileTemin;
N&ah GoOWbBSere G&metalere &85 B&TCaumflar QFee]
QFWeugMmaTer ellbLULl6TenLD.

123.Derived demand (dgests 9FcE®) (afeaps esdel): A
demand for a product is determined by a demand for another
product. Demand comes from demand from another. Example
demand for paddy depends on demand for rice.B&eocmres eewo
B 9C e Boemw Driesy edm s BEecmws wew O 9CE®
3D . 9CC® CEITTes e e¢wm CCORA. LNl
eCH® J wew 9CCO B¥E 9CEE® ©m d OB, em Gureler
Goetell LMAMTHm QUTGElTEHeTalWwme HFmalssluGEDS. e
2 HUSHI Qumperfli & meor Cxemeal LMD MITIH 2 HUSHII
Qummeflhasmer CHamauulledlBhHg 2 (BeUTHEHETMenNd . 2 HTFeuorLONS
QpevGETer  GHatellwmerg AFlFWeT  CHemauemWll  QUTMISS!
WTOILGSH .

124. Devaluation (¢2y®ienw) (uer welpiiy): Reduction of value
of local currency (Rupee) compared to other currency (Doller).
gy §¢E DRI(0thEIw) weded od@w Yo DI5m®
(ciBse) @8 B®. wHeopw  BILG  BIEUTWSSILET  (LT6u)
RUIEWLEUTE 2 6Tean[ BTeoorwSSHerr (eHUMU) HLIDLS &M SH6v.

125. Differentiated marketing (88@-8mdencs § aecdmCena)
(wepsuiLiiul L sheslu@sso): Any marketing strategy with
more than one target market. &= oo edgeesIEmO Déd
08 odgecomedE @ Aon® cecdmien (w®bnwe.
RETMISHEG CLMHULL @& FhHansWleners Qomal FhangLIL{ S5 60
2 55\ 56T

126.Digital marketing (880F eocdmcens)  (esreniio
shesluGSs0). Any marketing method conducted through
electronic devices. It is also known as e-marketing that is doing
marketing through internet. gecmeBm cumoe @8y &¢
WOB RER® Gm0wm ¢geCd Boe® B®. S-geCdWIwme @CH ¢
O 0 85TeD. el FISETRIGHT AP BLSSLILGLLD DTSS!
FHeSLILMBSH BLAIGSGMESHET;, @eVSHT6lUIC) &S0 BIGHesHL TS
1560) LG\ L1MI6) & 60T 6D @65 Ereofliicy FHen s LILIH S S 60 o)
O PEHELILGR BTN SI.
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Direct marketing Distribution channel

127.Direct marketing (e aecdmoenws) (CBry FHasILGSSM):
Selling products or services directly to the consumer without
middlemen. ¢50®Ewsy 02O BD Bdwocry end ewdds 0agd®

208098 mwWI0 DBRHE. @QELHSISIHHT @D GBI
BIGETCAIMIEEE QLML &HET evevgl CFemeldHener allMLemeT Q&FWIS6.

128. Discounted cash flow (DCF) (200@ m¢ 8¢ gdowvw) (serapulg
QFLwiLLL smel umiigse):. A technique that determines the
present value of future cash flows. Estimation the value of an
investment based on its expected future cash flows. ezvwo» ¢
yoovwsied OEn@im IO Ao OB DB TE.
eed8n avnon G o JO On 8¢mH®D el wm

D32 ® meds; BOO. afFsTr Lol UMiI&ESFe0er
SHCUTemSW WwHILemU  Blfeoruilsa@Gln @@ BLUD. aHIsTusSH 60
qRTUMTSESLIUGLD LTl UTFsededr  qlitenufley  e@m
WseSLI1geT WHLILTH.

129.Disorganized supply chain (a8 sf@m e5@® c®w)
(romsmwssiuLns dplcwrss smeed):  Absence  of
collaboration among actors in the supply chain. esg® c@ed

Bwumdsd g0 wwewdBmden 088 OO. dplcunss
FRIROUNET  hISBSHTHT@LCWL QFTLIL g @RSSIenLPLIL]
&5IT60OT LILIL_ITemLO.

130. Distributer (e®¢w3zs3m%) (afFlewnssvgi): A person involved in
business in supply chain. esg® ©®s nE D16 OE Byn
glocews. adplewrss em&duld aalasHe FEHULG 6T
RO

131. Distribution (e@¢ ©(8®) (sfi¥lewnsib): Physically moving goods
to various locations in the marketing process. eecdmoen
BwodBedd BB HLmOEO ovwelmd Bl ©OBWO.
FHOSLUILUGSHHV QFWLMTLILN LGN @LMIGHEHHES GUITIHL Hem6T
QUeTH&: FRWTS BHHITSSIS6.

132. Distribution channel (ea¢ ©8e® @&vw) (fBlewns aser):
The path that products take from their initial production stage to
selling them to consumers. Be&socs el Gc@wm Bdsienm
208ed 80 ©8ewiBmBsI0 OB ¢ 1wy OB. 2 HUSHI

QUTBLSGETTEOTS  Saummler orbu 2 MUSEH  Bleavewuledmhal
BI&TCaIMHEEG ellMUamerT QFWWLILGLM LTen.
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Diversification Economic development

133. Diversification (88a-Bmcenc) (Lsarwaliu®sss): A corporate
strategy to enter new products or product lines, new services, or
new markets. 0 Bdesoes end BEsico evg, 0 EDrdsy ovd

5D edegeomgd e Jo® @wnBm e bnw. yHw
2 MUSHL QUTBLEET evevg 2 MUSHL QUTmeT alflengser, LG
CFMAIGET JVE LB Fhengsmefley Benpwl UWeTUGM @0
BlmiaIeT 2 LImuwiLD.

134.Domestic marketing (ed8w ecocdmoemw) (o dmriGe
sheslLU@GSs0).  The internal market or home market where
goods and services are bought and sold within a country. o= ne
©€dt) ¥ e B8 cvry ey CAD e¥WLBIHC el odBw
eDegee®mE. QUIGLSEET WLOHOID  GFameussT  aummsLIULG
AlHaLUULB U@l 2 6THTLG evewgl fLh&F Fheng.

135.Duopoly market (8x08@dm edegeomg) (@rleL
gscurswifleow shosliu@sse). A duopoly market is one, which
has only two sellers of a commodity. ©® woed®wz w@ewo

O eOWC105Y ecocons s 83 edegecome. GNSs
@@ UaLEHener @ reor( allhLUenerwimeriser L GG aflhLieneor
QFUIH6.

136. Dynamic (o8») (gume slene): Change over time. Example is
a marketing. moces ©O» odmnE B, FecEdHoTww
CONCGHBAR.  STLCUTSEHO WLTHDLOLSH . 2 HTJEIons
FHenS LM &S 6V.

137.E-Commerce (8-20én1as) (@eusBralwe aisssn): It refers
buying and selling using the internet. ex¥m8sEw ©wdn »OSxsY
Bg mom Oen® wy B8 9O, gmawsims LWETLGSS
AIMBIGSE WHMID eNhLeerT Q&FUige.

138.Economic development (g:88m @-d&dmw) (Qurmeattsmy
29el®s8): The process by which a nation improves the
economic, political, and social well-being of its people.
“xymded gdlm, ed@Em o ©8®s wHLD® DBy

BBe® HwdE®. @G BTG sl &S QAUITGSTTSTY, STewe
LOMHMILD Fepd HeLeUmMpemel GUUGISSID QF W6V m
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139.Economic efficiency (a88» moBdm®200w) (QummetTgmy
alemerg&mer): Optimal allocation of resources. A marketing
system would have to employ the methods of performing
marketing jobs that were the most profitable. e®ss yaes ece
005y BBO. geEdmien 8BGO DEBT® Covd eeEd®o e
mbwwsy B¢ BOe® O widmo BBO. aemslar 2 &b
RSBIGEDH. ST ) DIT&HEQSLIQB  SemIoLIL] & Ld
Q@ VMTUGSTLOMET FHeNSLILINSH) ColemeuSHen6Td QFUIWLLD LPemMEHEMETLI
LWeTUH SHSISH6V.

140. Economics (&:88m 8¢100) (eummeflwev): The study of how
people make decisions in the face of scarcity of resources. It is
also a science of choice. The study of the allocation of scare
resources. 88» w®ux »Yed BBeysl Boew ®BIZN GaIoW
gswme BEO. gblm 800, emdc ®RBe® BexdA. B88m

©®u 00y BB edvwmw BBO. aermseiar LHOTEGmDUID
IDGE6ET  eTeUaUMm (PG 6HeMeT  THSGRMIISET  etedrUg  UMMlw;
LIMHMITEGenmUITeT eueTmhisefler eaisSH Ui spiiey.

141.Economies of scale (®%0 =8&iem B838g®) (eemeflGé
fssearmaer). Reduction of production cost by increasing the size
of operation. Situation where cost per unit of output decrease.
Bwomnded y@remw 018 BBe®sy Bdewicr 830w a) Boe.
BOEG® Immwm 830w @8 O ¢dedGd. QFwdHUTLIGET SjeTeney

AH&FILLUSET eneuld 2 MLSH QFMalsH GHOMSHN; @R VG
Qeueflufi 96T allemeulTerTsl GemmealenL LD & LDBlemnev.

142. Economy (e:88mw) (aunmermgmyn): The state of a country in
terms of production and consumption of goods and services and
the supply of money. It is also the process of goods and services
are produced, sold, and bought in a country. ©ieda wo @
B v sBewndsme, ww §ed sug® 88ae 0m DA%
D FOB. SO DR ¥ @ Bewocmrw B, BB ey 82
OB® ) BwdEw ec® ¢ v8IDwW W®. QUITEBLSE WHOLD
Cremalseafleadr 2 MUSH, HISHTe| MM LI QILPHIGE 3L m 6T
S LIemLuley @@ BITLIQerE Blemeuenln; 6@ BTG QLITIHL ST
wHoih CFmeusefledr 2 MUSH, ellpueneT WOHOMID G &T6ETE6TEY
QF WL (LM SETTESLD.
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Effectiveness Entrepreneurship

143. Effectiveness (es8cm00w) (alemer®mer / uwanmi®): Ability to
achieve the desired output or result. Do the right thing. eed=8»
BO1YO ovd yBOCe Ca OBe® HBwd. BD0E of RBTE.

a@bliw Qelefluf®h <i6beVE (WDIgem6al DL EUSMHETET Hmeor; &fluimest
QEFWeN6L FHILILG.

144 Efficiency (z8wmfe®500) (efemers®mer): Maximum output
with minimum cost. Do the thing right. @©® 889(eB>sY ¢8®

BOEG® o S 0RO, mO» of »3wD BIO. GoOwHsULE
QFvaLar SBsLLSF Qeueflui(. Qswelemer FAlWMSHF QFUIS6.

145. E-Marketing (3-aecdmcenws) (@aussralwus shamsliubssed):
Marketing conducted electronically, usually over the internet.

a3 8HEw KO YERBEB O 8¢ D5 Wwredt) eeC DI TnE.
@ VST Tl 2 LITEuTmhI&G6T eneild FhensLliLBhSE60 HL 65608 Uley
FHUBSE, QUTSHIAITE @MTLUSH VLG @) 606 LS SH6TID
afluns pleswbh Qur@plseflear ellmLiemeor.

146.Enterprise  (owdenw) (fwrurngs @smblé): A business
organization. £x:0e3082 e30:8005)@. @@ euewlls el

147.Entrepreneur (osdwmowmwo) (@smbéd wwhSwmeary): AN
individual who creates a new business or shapes the existing
business. & semcwenl BE@renn o ewvd 8DAD Dsend
IROEOD YEOR®I. UHW aatlGQLTEmD 2 (BaTSEGD 46E!
JMHHEOTEA 2 6TeT aleml&H@MeTemM GUIDLIRSSID HLIT.

148. Entrepreneurship (&sdeowems0e) (wuhwreamomw): The
process of a starting up new business or developing an existing
business by searching, evaluating, and applying business
opportunities. £10e06 @D ewd®, @B wH ¥IDn BBy
DO Owdw §0®w BOe® ewnd OB Owxmdwx @y
BBe® HwdBEw. aafs armulysomers 6sOS0, WHLISE
QFIS6EH wWwOHmID UwaTUGSSIeUSET  epeuh  UBW  QsTleneus
QEMLMBIGSE VG gMHaTCal @ HHGID anHGEamE aIeTIE G
Q&F WM.

28 |



Environment Exchange

149.Environment (s8e@0@) (@wpe): Surroundings. ©2080®.
G MILILMTEISH6T.

150. Equilibrium Price (s@nE» 8c) (suopleme aflemev): The price at
which the quantity supplied is equal to the quantity demanded.

BBY® Y CCEO Yr®mwd Wi O gdEed &E.
CaEMULULL GComarelufledr ojemeumengl 6ULpMmIGEET Semallh@ &M
@BHEGID allemev.

151. Evaluation (&:08®) (0&ulf®): The systematic assessment.
D@ BE BWeEGD. wanpwrer LHUILTE.

152.Evaluation of alternatives (m»CEs @@8®) (wrbosserfler
nese): Assessment of advantages and disadvantages of each
alternative to select the best one. e®c® dm endds KB® wewo

O O OmE el D3 ww gl nFec; BBO. ApbHs eaT®DS
CHIHOsHESH @aIGaMMm WTHT BT WHMID  Senlnser
WH TG

153.Evolution of marketing (gecdmcemed Sminmw)
(spemsliL@ssdar uflaomin eueried): Development of marketing
over time. mocws ©@O» geEdmoee @ DIIM®.

STVLICUMER FhensliLubBss0e goupnd HNNmEsEH sl
LOTMHMLD.

154.Evolution of role of marketing (gecdmdesed mEwwadw
88e00w) (FHmslLOSSISL aBUmSET Uflarmn  aueTiES)):
Development of importance of marketing from equal function to
central function of an organization. @®» =mSwwm 8O
PBHDIND OWHIEB TBwW ¢ PWHDND GECIMOT®med

OO HO DEBe. R B 01621 60T 85 &) 63T FLOLOT6T
QEWOHUTR&6MOBHS W QFWMUTLIGEM&ETET  FHengLILI{HSSH60
slemwiler euerFFA et LiigGerfllIL.

155. Exchange (92®16:9) (uflwrmmib): Two or more people trade
goods or services. ydocws’ ecoceomnn ond 8 ecemnd and

o€Rt) ©wd @ eDEe® BIO. QU <M ASHEG CLHULL
BUFHET QUITHBLEET Vevd GCFemealsHemeT eIiEGs5&Mn QFluLD
Qammur@.
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Exchange functions External Analysis

156.Exchange  functions (x2®6; 8sesy)  (uflwrbo
aswmur@aer). Buying and selling functions that are involved in
transferring the ownership of the product. B&semed
B8 850w 50800 gcg 88 0RBe® wy DRHe® »OYR.

Qumefler 2 flennenul WTHMICUSIL GTTET UTBIGSA WHmID alhHmey
QFWMUT{H &6T.

157. Expansion of marketing functions (gecdmcen mbwwsy 3ocE
80) (speomsliL®sss aswpun@seisar elflamssn): Addition of
more marketing functions as a result of factors such as widening
of distance from producer to consumer, changing lifestyle and
urbanization. BEwscmee v BBewIBmwr amd ¢o KBS,
80 GO edmed 8O ©w m0dmieann OB 20D eWEDSY
eecdmien mbwwsy Onn . o MusS WO GHS!
51857 G6U M(H & & Meor SIS alfleyu@saIH60, LIHOLOELLLD
QIMPEMSE (P  LMHMID  B&STOWINTESES GUITETm  &ITyevofl&erfler
aflememalmss TS LILI[H S S 60 QEWMHUTH SHEm6T 5 &5 560
GUIMTETMEm6L.

158. Export incentives (gszws 3 802%) (ghaind casass05Tms):
Benefits such as tax reduction and tax holidays given to exporters
by the government to promote exports. gsmes &G B3O
e3¢0 0w D85 gumwmWSOBIO D¢ a8 BI® ww A SO OB
B e &e. ghounsHeal  2aHGa&EGh (WSLTS

JOOINHWTETIHEESHEG aprsliu@n  afl Gemliy wooib  eurfl
aflevd@E GUITETM HETEnLNGHET.

159. Exports (gsme») (ghowdsdr): Selling of products and services
produced or manufactured in one country to another country. &z=%
COm BEe0emw OB B¢ BEencs 8w 0Dy edmn JOmD
BRHO. @m BMLIGH 2 MHUSH QFLWILGL QUIMLESET MHmID
CFeameuGHemET MAMITH BILIGMHEG eNMLUET Q&FUIS6.

160. External analysis (2086 8deFeens) (Qaeaflusl uGLumiey):
Study of the external marketing environment, including factors
such as customers, competition, and social change.
OWECHWOOBT, BHOWETTOW 85w &8 DB OO OB ™

#RED MBS  gocdmden ©lwiw gnwme  RIO.
UMY HEMESWTETIHET, GUTLIY MmMID  Fepsd  Wwmmmn  CUmeTm
Qaueflliym FHenslILGSHH GLoeSaner plile] QFUIS6.
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161.External information (20806 e»0nc) (Caelwuss ssau6w):
Seeking information in the outside environment such as public,
media and store VisSitS. ®»&mm0, @as ww edege mwdd

(B h® DB DBS 88wienrsy em0nc; ewdd®. @QUNSINESET,
2ETL_GHMBIGET LOMHMID QUM EG&WITETT QI(Bens&6T GUTeTm GQauerfliiLim
GLp6dleT epeunmd: QUMLILIMGID SHHeU6VSHET.

162. Facilitative ~ functions (svgm® ©@80® mEswesy)
(usBwefsED QFEWHUTH&6T): Functions such as
grading/standardization, market intelligence and marketing
financing that are involved in supporting to undertake exchange
and physical distributions functions of marketing. eecdm»cesed
NO®GIO ¥ B DREWST e HCE® EwWwsT tEwo 83w
O OEBWmoens/yd®Bmiens, eDegecome ® wy

2eCdmien GRumoemw OB m8wwsy. srulle, BlWLMESe,

FHeng mevoreoorle] WHMID FHeSLILMSHL BIH CUTeTH GQLETH S
FRWle FhansliuGSEsey uUFlnmhohiGeamnear GCUMHAS&TETET 2 S b
SeMeooTd QEFWMUTHI&HET .

163. Facilitative role of the government (c&ed svgm® waBe®
8wwce) (ersmhsasar asdalésen ume). Provision of
infrastructure facilities such as road development and market
construction to smooth function of marketing. eecdmdes »Ogn)
s0geds 8¢ ABO® wew s 88 8¢ ®Om CIB v
©:D8AmW WY odogcome QRO DB WOnE WO
28O, of GubuTE wLOHDL FHog SLEWIETL  GUITETM

2 &L Lenll] aFFHEameT CULUMSSHFON TS FhHensgLILIGH S5S56)
QETLIUMeT Frmenr QFWMUTL NG 2 5H6|H60.

164. Financing (§esmdenw) (B1®uiieé): The process of providing
funds for business activities. ©ws06 »Owm w®ewo @c8eE

wB8e® BwidBw. aails BLOGGMGESErSEES BIH aIOEIGLD
QF W6V (M.

165. Fluctuation of prices (8¢ c2200mw) (Memevsaflar  emm
@mssmasdr). An irregular rising and falling of prices. ¢8&®xf
R PHEC WD BY YD DD BE ®s’. @WRSHM el
2 Wiey WwHmih efh&S.
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Focus group Forward Contract

166.Focus group (gddmde ew@d @O @ ®»eFHe®)
(powsiuessiulL alws Gw): A small group invited to
participate in guided discussions on the topic being researched.
sleodsen omedm ©mamd 8BEAe O uOm R

2 DBHOEO 6B OO RN WOB) CIB WEH WEFENOBO.
GHH5s ITUFs QsmLiumer abflaml Lassns: alanskigserfley
LUBIGHEMS emp&HasLiuGn il Guw.

167.Food marketing (a@wis gecdmdenw) (e QsMLFLTe
shesliLGSs0): Marketing activities that take place within food
system between farmer and consumer. e®»s8ws e® s8e®dmwo

gm0 Gl sdWBe nE Bedm recdmien ®OED. ealausmul
WMHMID BISTFCAMHEHESG @QeOLCW 2 eoleyd SLLeOWLUIL] QSTLIUMS
BHOLOUMID FhHenSLLUBHSH6D HL AU GHENSHSHET.

168. Forecasting (gedimmmw) (a8fey snmev): Calculation of future
events and performance in a market. ezvoned edegeowsig

51086 o8 B FOGsY 8BERed nemmw BIO. ess Fhanguler
qHI&HET)  BIHLESGET  IMHmID FhensWller Q& WM metleneor
WeTaTEMHEGCa 2 SS5MG60.

169. Foreign exchange (Seda 88®w) (eipplu semeuswi): Foreign

currency earned by a country. 6o cows Beda 8eE. o® BTG
FLGW QeueflBML (B HTevorwii.

170.Form utility (5968 ¢ esewei8m00) (ugeus Lwer): Processing a
product into a form that the customer wants. @:8ewsGmewmO

80®s 0wl Blwemen @ie. ®@M  QUITHeNaT
MY Sem&sWmeTy all(BLD aUIgeISHE) QFLICVTEHESH6)

171.Forward contract (988 &8g®) (warGarme&hw aisss
eluupsbn): An agreement between two parties to trade a specific
quantity of a product at a specified price on a future date. gzyon
Emwm BEDn SO wiedtlws 8O 0B® owd OB 5O wew
8@ e @m0 @ WSO OT) CAD BOY®. aBsTLs HeEHuld

GMs5s almouldy GMEs QFTMSHEG M OQUITHMET Va3
Cramaiemll aIlSESHED QFWUasnsETs @ SrlillarflhSenulens
CLMQ&TeTETLILIMGIWD eUILIBSLD.
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. Fragmented markets
Forward Price

172.Forward Price (983 8c) (wearcarms®w eofemev): The agreed
price of a product in a forward contract. 928 edge 88g@=’
©®5IR § wedum O § 8C. WwarGaTmé&RAW QML 2 6er
R Qummefler ghms&aasmararliiLl L ellemev.

173.Forward relationship (923 @®as3QRm00s) (wearearmésaw
@smLiy): Maintaining relationship with front buyer in the supply
chain. Relationship developed by the farmer with rice miller is an
example. Forward relationship with the seller. e&3g® ®ed
988ue O@WI 8®W wACH 8O OBO. ewdwr BYE

e®IF 8®w #1B ®OHE wOITVHOW ¢HN0wWR. alFCw s
FRIBOUIO  WeT  ammIGUeaBLET QsTLTMNemer  CLEmISH6.

2 gngeoronsds  Sfl  Quemev  WMHMID afleuamuils & emLulevmeor
Q&TLIL, 6l (D) L1 65607 UL IT6IT (1 L_ 60T [T60T (LD ESTGETTE: G LI Q&TLIL
GUITETMEM6L.

174.Four M's (M - 4 @omFesw) (4M wmiser): Money, Material,
Machine and Manpower - traditional framework for viewing the
resource available to a business, which can be useful when
designing a marketing plan. §¢E, ¢d», wsiy ww 8RS e -
edt) aecdMmiams BCy® Bie® adas O YBE» wdosn
@ D EO® wews Y w0®yeoldm Go@O. Lewid, QUTGBET, @WHHTLD
OHMID  WeflFealerh - @ 6Ia&HEHNEG HOLEHGSWM aeTHmGLI
umjlugsmamer  umyufll wenmend  , @& FheonsLliLbBSH60
FILIALeN6T CUME LIWSIETENSTH @) (HEHGSLD.

175.Four P's (P - 4 @ewmFse) (4P wrriser):  Four controllable
variables known as (marketing mix) used in marketing planning ;
Product, Price, Place and Promotion. eecdmdes wicy® B8
D50 MO Y Go@ ®BHC 0¥ ¥ 85Ied. b 5@ Bdwcm
$2-e3EH, dc, dOma(eacn H8®) wun yoSLm@.
FHenG LM &6V S [ Ts) [I)[5)) LweTU® &S LI LD HITEOTS
SLOUUMSSSHSIGW WMTMH&GTTer 2 mUSHILI QuUMmeT, eillemey, @LLD
WHmD CLLUMSSHN R FHaFLILBSHH HEVEnel.

176.Fragmented markets (def@mw § odgeowme) (smawulL
spemsset). INvolvement of large number of small groups which
are not connected in marketing system. g¢ec8 B3ed® sddBwd
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©B@IBTR 02005 W WEBENWO® BME WO BOITD §
e EeCemE. FHMFULOSSH AmLLN0 Gemeorsslurms uilw

eTeuoTevol |G em s Ulleumenr R & (W EG6rfl6T @)UIMnIGenss.

177.Franchising (ce ©:98®) (2fleowwelgsa): The selling of a
licence by the owner (franchisor) to a third party (franchisee)
permitting the sale of a product or service for a specified period.
BAEDD DI ©EH ¥eBw 0w 0D 85O0 BOma;
(0708ed) 88T nsidm bndwemO (IOB8) adwd ecmd
ACBn® OBMO. e GUUILL &HTWsHHEG @G 2 HUSHL
QUTHBET Ijvevg CFemaueml MG FLL 2 flingHener eNeTMTLD
SrlermeE allhugl.

178. Future market (az»non odgeomg) (afismu spoms): A
market in which traders purchase and sell futures contacts. Futures
are financial contacts that are saleable. e®egsiecs avnonn 88g®

8c2 conr D) cdogcowg. OBRMe B Y Bdyd.
US55 60T TR IHTLH 6L el LIemest QF WIS Fn1q U BH5
QBTLILSem6T auMmbi® allh@&Gh FHens.
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179.Global competition (eodBw md®w) (cesarmellu  GUTLI):
Ability to a country face with competitors in international trade.
BamsBIDC @DECE® HOHDSO 8w OO Fyew Eo® B
HBDD. FIUCHF QFHSHHH0 CUTLIQWTETIHEBLET @ BT enL
THTASHTETEBLD Heor.

180.Global marketing (e0dBs gecdmdens) (e esarmeaiw
sheslLGSs0): Marketing on a worldwide scale reconciling or
taking commercial advantage of global operational differences,
similarities and opportunities in order to meet global objectives.
endBw a0fen ©wyHE® wewr eriBw e®eny® eOHEW®O,
B8O 52 @DeIDBIE Dodnts®w Dol R MO wewr eCID

s38®rem 2eCOmOene. 2 qugermedll G &CEH TS
3L ISHMEHTSH 2 _eusermaill QEWmUTL(® CaumiLIm(H &6,
RMMIENLOGET DMHMILD UMULILISGEET FLOIFL QFUSHH VLS 6L6VSI
aleoolles  FHRWMSEL LWeTUGSSHL epeulnms: 2 eusermalll  jereiley
FHemSILMGSSID QEwmUT@H

181.Global products (eod@wc Besocs) (2 vsarmellu QUIEGLSET):
Products designed to meet global market segments. eod@cw

edgeng @m0d wewr dodvews’ BESrens S @B Bdwoen.
2 euseTmadl FHe S5 T MG EETE FOGULRILOSS
algaImLESILLL 2 MUSHL QUITIHLG&ET.

182. Grading (eg&on B8®) (sruu@sse): Placing the product with
similar standards into one group. ©=® y8Bews’ ¥ Besocrram
O DBIGODO 2 DO. @BF HISHETET 2 HUSHLI QUITHL SHemarT
®Cr GWald amaELILDBSSIH6.

183.Gross Domestic Product (¢cg odBw Bdowcmws) (Qurss
o et @ 2 mugs): The value of all goods and services produced
within a country in one year. Do ne 6O ne Bocds Buc®

©I€BE) ¥ EEDDE DINDO. Q@m QUGLEDH® @G BILigmHE&sT
2 MUSH QFWWLILGLL Semersg QUMBL&ET Wmmih CFeneuserfler
QUMSSL QUMING.
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184.Gross National Product (¢g &Bm Bdeocmra) (Qwnss csHw
o mug®): The market value of all goods and services produced
by residents of a country in one year including income from
abroad. Sedvwsiensy CedD §1cw® §ROD Dedx BE SO
852005 D85 Bdencmrw mOm) CIB BWE® wredt) v @
OC edgecsE O350m®. QaelBrligd @’hE eEBLTeTD 2 L UL

R0 QUBLSHO @@ BILIQErTT 2 MUSEH QEFUWLILUGL en6arssl
QUTBLSET WHmbh CFameuseaflar @mHF FhHeng WLHILIL.

185.Guaranteed price scheme for paddy (8 w@ews wwdm 8¢
owddsn DHOW) (ApagssTar 2 Gsrauns olameosg S L) S
Lankan government introduced minimum price for paddy in 1948
to protect farmers at harvest time and continue it to date. The
purpose of this scheme is to ensure an assured market to the paddy
farmers at harvest time and prevent a drop in market prices below
the guaranteed price. ¢ ¥ em g @DE0Hed evIdsY gadwizs
BBO wews & Comn 08w 1948 8 8 wewn ¢d® Bew wesden & a¢
e 0D OO, e®® ewldrn PHOed gofen & gen
8305 @BED ¢DEI1ed8 & 01dsI0 80 edgcotIgs wuwB®

BBO e wnBm SEO Dth edgecug Oc vunm D108 D1eOOB.
JmaemL  CBHISHe elleuFTuilsameTll UMSI&GETHESEaWD,  GLere|h
19489410 SLe00TIQ60 @)6UMEIENS: TH T QBVIIM&ETET GMHSLILF
aflemev PWELILQSSILULLE . @QbS HLLSEH6aT GBHTHESED QB
dasmillsersE smeael CHISHO @M 2 MIFITET FHeSHemU
2 MH QFWeg WLOHMID 2 55705 allemevenw el Fheng eleney
afpFRWemL_aiamss SHLILSTESLD.

186.Healthy foods (eweos @®@ssdm  @wd) (eyerré&Swinmer
2 eoreysar): Foods with nutrients needed to sustain body’s well-
being and retain energies. ®8ced w® ©5OF® 8O OB
w0y aFBe 8O0 B3RO gdas eudes 8dd wdm iwld.

2 L edleir 56VAUTLDEMA BleneuIBl MG 16U S M & LD L MHMELEHEMETS
HHHMULILSMG LD @& 6D 6ULLITeDT o6 | F&5SIHH6T Q@ & TevoT L
2_600T6Y SH61T.

187.Hedge (e»d) (@wuus smiugenr): Hedge involves taking a
position in the futures market that is equal and opposite to the
position one expects to take in the cash market, thus providing
protection against adverse price movements. 8¢ edgecose e
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Hierarchy of needs Import ban

©we®n el OB BB B&IB M PRI rdswn
3NOD EDECBE BE OB O gnd OB aBnmc 8¢

Oerwriens’ @oed w©used. uard Fhosuld e
THTUMTEGD  Bleneus@&GE FOWMET WMOMID  aTHFTMTEr R0
Bleneenll eHismeud Fhenguiey e@LUemS 2 6l &GHmnE, @l
UMS&Lmer allemey B&HFeUHEBEHEG qTHIMEH LMSISGTLML aIPBIGRMS.

188. Hierarchy of needs (¢0ansm0 Qc0dEw) (egameus Gamiun®): The
ordering of a person's needs based on their importance. In 1943,
Abraham Maslow developed the theory of hierarchy of needs by
classifying of an individual’s needs into five levels: physiological,
safety, social, esteem and self-actualisation needs. The most
essential need of a person is physiological such as food and
housing. gdocewmed @dasmn DE Do OB ©erm®D
Ryed gdann gB8EeDE0 wmed BB®. 1943 &, Jgud edecd
yglocewned @Danm 000 sumO OIBmiemw ROy
gDoum POOBw BEAe »w DLW WmE gnd T »HO;
ewelm, guoeen, w6 8w, ©wODBwW ©wy I iyl
g0@Bsm. Y{OCowRed gouOaBne goOBmO® DB GwId
ww Boow OB evedm oddE. @’ BUlar WsH WSS eSS 6
SigliLemLuwiley sjeups CaemeusemeT aflemEFlLBSSISHL. 1943 gyld
LTI 60, L LNTSITD DMLV 62(1H &6ufIBLIKl6T G 6mr6U&6m6T 2 L 606,
UMBIsTLL, &Fepsld, GQ&6ETI6al IMHMID 56TeTevsd GSemeld&H6T 6Tl BHSI
Bleneuserms  aansLlLMSSIUST cpeuh  CHemeudsertledr LI Blemevs
GamEMLUMLemL 2 (haumsRermy. e BUflar s SH TR CHenal
2 _eora| LMD 6fE CUMeTmeT 2 LaSlwim G5 emalsar QL&LD.

189.Horizontal integration (Bc& gm0adR0m0w) (BeLwmnar
eorSameoriiy): The acquisition of a business operating at the
same level. 9® ©000m FHwrFd®@m D Dxwcwen g ®C
O(B3®. &LO6OTT60T Blemevullev QEwmU@LD 66001 &5 65
MG WGSBS SIH6.

190. Implementation (BwiFem RBZO) (eswbpuGssd): Plan into
action. e;cy® FHwodd 5388, aswelheTear G LA 6.

191. Import ban (e ws nu»e) (@QsGwss saL): A prohibition
on the importation of certain products. s®w®»s B&wicsy gamdwmdB

RO 2@ BBO. A  QUTGLSETET GMEEGESHSTET SHeol
G
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Import quotas Inconsistent government polices

192

193.

194

195.

196.

197.

.Import quotas (e»ws scm) (@D&EELE UDLHILKIGSET):

Government imposed limits on the quantity that can be imported.
0w B85 amdemw mE B YOIHWHO B B B&r0sT.
QMEHEGLS S @IDSLILIBIGSHET.

Importer (e»eo»0) (@véswdwmery): A person or
organization that brings goods or services into a country from
abroad for sale. Bedawm 80 OO Wwredd) ewd e BAHE

B 0D OB YIOCEOWR 09I wDHWH. QeaelBTLge
@ BHS @ BTLILMHE QUTIHLHM6T 360605 CFamalGH6T allDHLI6TE S
Q& mevor(h) eUBHLD BT V6V S! [BlmIeU6DTLD.

Imports (ex»we») (@nsewdsdar):  Quantity received from

another country. e®m s cOBsY evsy D5 D VIt YOIT.
GauQMITH BT IS BHS QUMUILLL (QUT@H6feT) o6Tey.

Impulse buying (e0edo @5 8¢ & 0B®) (sassMEE ammhisa):
Buying a good without planning to do so. It is an unplanned
decision. @(cu® emwmd 8¢ »om ¢ 88 oB®. v oey®

08 BCRmeB. @M QUTHmMeT aumbiGegs UM S LdLns
QIMBIGS6; HILLIALLILULTS WDL6).

Income elasticity (@¢@® »Os2000) (a@wmarh &y
ap®wp&s): Consumer responsiveness to change in income.
Change in quantity demanded with respect to change in income.
&$8063e® eDme DO 8ewdBm B0 ¢BDO. Gatrwe® eOmes
D0 wieded 9CE® yimed 0dme BO. a@LIEEH0

LIHPSHHCHOHL  BIGFey LTYUESHEO. GLTEESHO  ghHUGLD
IOMMHMSSILET QSTLFL LW Gametedl mmmiD.

Inconsistent government polices (ezwocess el yBssA)
(Brow  operiissds  Qsmaasser): Contradictory policies.
Reduction of tariff at harvest time is an example. scedess 8esdd
gBeIB. aEOID emED ¢DEdedd Gmwm ity g HBO

queoé@&;oszﬁ. (LTEOTUTLITET Q&MeTen&ESH6T;  mielenl GBS H 60
TSNS EH (&M ESH60
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Inflation Input marketing

198

199

200.

201.

202.

203.

.Inflation (¢dQ®»w) (Lemefssin): An upward change in prices.

BE ®ens’ o¥E @I®. AMLSSOUMID UaTSsLar @ULIGEhEUNS
STLICUMER ghU@ alleney 2 Wifey

.Influencer (3cs:® mosion) (AFaanése asaussiuear): The one

who promotes to buy a product. Beeemws 8c8 B0
g@fﬁ@mw OB IBINBIDI. @ QUTHEN6T aUTHIS 2618 @GelliLe.

Infrastructure (sSn e swE®»®) (2 Lsl Lawiy): Facilities such
as roads, elevators, warehouses, trucks, processing plants, and
other structures or equipment needed to market products. B&wsocsy
3ecd ABO wew gdms 0DE, I8 ewdmm, ©ath, 9B
00, w®E® ®OVE Yy eOmE Dxwwsl ewd ceWoen gl

s0eg®. afflser, Wargnsasar, F6MEHF LIS 6T,
Qeurifl&aTr, 2 MUSH aLeneudeT, WMHmID LM &L LeNLIL&6T 6V6ugl
QUITIHL_&6T GLImedTmeu Ml emest FHaSLILOSSH GG 6maLLITeT

2 LIS 60T BIGET CLITETM 6UFHS6lT.

Initiator (e:6®wmw) (ghu®ssineay): The one who says there is

need for a product. mesRws ¢Das W@ Bws) BB, e’
2 MUSHILI Qumperflest G5 60)61 885 60T 6TGUOT600T &5 55) 60 60T
QaueflliLG S EILIaT.

Innovative marketing strategies (m»eddfeocyy aecdmoes
Bne®fwsy) (yaimbwrar FhosliL@SS0 2 uTwmger) : New
strategies used to make a change in marketing. eecdm»cemed

edme @B Ao wew aMOOD»W WOB® ew®8®. LyHW
FHens LU &S 60 2 55 &6 2 _GTJEOOTNMS, @65 & eofliLIcy
FHS LGS SH6V .

Input  marketing (ewcg® aocdmoemws) (odmwfiG
shenslILGSS0). Activities involved in buying and selling inputs
such as fertilizer and agrochemicals. @ie®s @ 28 S

OB 0wcd® B8c2 0RO wy OB ® @IV Hwimom®. 2 yib
WHmD alasFmTuUsHmHETor EIFmuUeThISGeT CuUTarm 2 eTtefh&emer
QAIMHIGaH eI allHUS D FRLUBG LD QEFWeLITHSHET.
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Institutional buyers Itinerant traders

204

205.

206.

207.

208.

209.

210.

.Institutional buyers (gwnB®» ©5)@®60Y) (Ploewerd sy

asmeteustraurrary):  Organizational buyers such as hospitals and

army forces. eddoE w» @e ¥ B GPBHBD HHO®SOBT.
LD (H & &1 61 LD 6D 60T & 61T LoMMILD [N LIEDL_ 6T GuITedTm
BloiauerhIgGeNH&TeH Q&MeTalaTe Q&FUWIGCaIMT.

Insurance (csenw) (smuym®): A way of transferring risk to
other party. ¢9¢»® e0m ®8ademO ©d; BB8e® nda.
SUSHmer Goum STUNRIGSE LTHOLD @F RUUBSLO

Intensive farming (89 e»:8m») (@edleys usimememr weom): A
type of farming system that uses high inputs to increase
productivity per unit of land. 2@ Smm e wewr OEerBm0D O
BBO 5300 ©€w PE @wWeH® ¥ITHI WOB EIDH BT BO®.

Intermediary (e»c®:8m ;) (@emufLmers): A person who acts
between producer and consumer in the agricultural value chain.
28080 06 HOeE Bdocmunr 9w 8ewvdBmwr ¢nd §wo

DO ydoEwo. eleugmuwiLl QUG F FRISNUI6
2 MUSHWIMETHEGLD BIsTCAMHEGLD @ uilsy QawmL@GILD BLT.

Internal analysis (gvxssins SdeFeenw) (2 damsl LGLLTLIY):
The study of a company's internal marketing environment to
assess its strengths and weaknesses. awmmwm @Bs o
¢80 ntedd BIO wewr 98 qwssIns gecdmoen 88eow
g BIO. @O BloIETISEH6ET 2 6616 FHamnsLILIOSS0 @& L0606
Leulh Lommith LieveiermigeneT WHLILNBHID S lli6y.

International marketing (gm0 gecdmiems) (siaucss
sheslL@GSs0).  The conduct marketing activities outside the

country. o3z 8O» g¢ecd BOed® »OWYR OIS, BILYHES
QeueflCGW Be _QLUMILD FHenSLILIHE 5560 HL6U1.560)5H 56T

Itinerant traders (e-0:6» @Degesy) (BLwr@b elwrurilgser):
Those traveling from place to place for purchasing. z8 oB3@
8¢ BT D 0O OB YIOEB5Y. QauaiGum @LESHEGL
QUL SGem6TE SMallF QFaTm ellMLI 6T Q&FWILIGUTSHET.
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Joint ventures Macro marketing

211. Joint ventures (»8c £15000) (sl 08 @smidevsser): Combining of
two or more independent business organizations. e8> 02300

83000 @ ewd 18 e Tadd OO. @reau® <idweoa
AHMHG GUMULL &FWTH6T 6leolls BlMeITHISG6T @ 6meahal C&TLley
L6 560556160 FF(HILIL6V.

212. Key Performance Indicators (KPI) (g2 m08w@e@ids cSam)
(ws8w aswunBmear GrsTLgser): Quantitative measures used to
evaluate the organizational performance. gwmBm w8 wodsrw
O8O e D WO YDreNOm cSnw.  Bloeuer

QEwmnilmeneor LHUNGSHS LweTL M SSLILM LD glerefl_(h
561119 8560) 8 S 6lT.

213.Law of demand (ec® BBw) (csdal alg): A relationship
between the demand and price of a product. ved®wm o FE® ew»

8e end ©AITTAOG. e’ AunGalbhaTar CHaTalsEL 26T
allemeud @b @emLullevmeor QG MLTL.

214. Law of supply (sizg® BBw) (Brbud «88): A relationship
between the supply and price of a product. mred@wm @1sy® oo
Be @m0 ©@IBTVmOG. @m QUGS BIFbUO OO g6
allem6vE & @)L UN6LITETT Q&ML L.

215. Liquidity (¢28cm000) (Braugsearmn): The amount of money
that an individual or corporation has on hand and the ability to
quickly convert assets into cash. gdocews ewd eoedDn g
B YeE y@rme ww OO OB Ged DO HGTe®
DD, @@ SlbUl 9Seug Blmieuerd m&suled @ ohaHELD
QFTS SIS &6 alleMTaMS: LIGTTLOMS LOMDHMILD HMedT.

216. Macro marketing (050 gecdmdens) (Guilar FhamslILESS60):
Focus on the entire process of marketing — holistic approach —
Value chain analysis is an example. gecdmdmed w®wsn
BwodEw 0medB® gdmw 0w BIO. gvw &® ddedvenw
CONCHBAR. FHMBLILOSSET PW QFWHWmDUIaID ST
QFENGHIIHH - (WPWEMLDWITET IEWGUMM - QUMIINGHEF FEIFH
UGLIUTeUTersl e T(Hh&HSIHHTL(D.
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Management Market demand

217. Management (mg®@sumoens) (wammwggeub): Doing things
efficiently and effectively. mo3z6® w0 908 eces mbuwsy
RBO. s@OHEGEm6T allenearsH el b LWSInSHULEID QFUIS60.

218. Manufacturers (B&esicm&8s) (2 pusBwrergedr): Businessmen
who make products using raw materials. ¢®¢d»s ewicevs

BEeoer) 0 O1003mB5Y.  apeliQUTGL&meT UWaTUGSS
2 MUSH LI QUTBL BT SWTHILILIGUTSHET.

219. Market (edegeemg) (sbeams): A place where two parties gather
to exchange of goods and services. woe3e) ®o ©edDr HODIGD e

30830 e »E O 6. QUIBLSET WHYD CFeN6EUSHE6T
UM &Q & TETeT Q& MeTaleTalTeT WMHMID ellMLem6TW e & G\
ST Fa@G b @LLD.

220.Market access (edDegecome yodnws) (shoms mewe): The
ability of a company to enter the market to sell goods and services.
edd) W o TBHD ey 0Degcoed RS DO

BDOOWO G HB@D. @ Bloeeioras &Mss Fhamgule
QUIMIBL_&6IT LnHMILD CFemauGHen 6 6l LIE 60T Q& U161SM & BHIet)LD6US M & Te0T
HmeoT.

221.Market area (cdegecome gedns) (shost ued): A
geographical area where buying and selling take place. 8c2 oB3®
2 OB O 8D YerdBw yodnw. QsmemeueTey HmLD 6flHLIe6T
@ LIQUMID LE&TeTl LGS

222.Market competition (eDegecomg mows) (shasl GUTL):
Competition due to prevalence of large number of sellers selling
similar products in the market. ©®%HBw BLscm gecd
DO DE wodsd 830 Bwo @B0m edegeotog
DHOWB. @Gy uMRAFlWTer QUITGBL ST ellMEGLD 6N HLIEw 60T WITETIE 6T
P\ 6Tev0T600118:60)85 U960 S5MenoTLILI(H)LD Blemevemin.

223.Market demand (edegcome 9CE®) (shemss Gserel): The
sum of the individual demand. It is an aggregate demand. gdoc
9CEe® dnd. du weEd 9Fce&. S DTH S5
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Market development Market participants

224,

225.

226.

227.

228

Q& METEUETEUTETTHETTIN Q& TaTEU6Te| QFWIWSSWTTTS G (HEHH6Tm
LILGaMILIL L Q5 Men& 566 nl (H&H6 ST .

Market development (eDegecomig w©DEI®®w) (sFHs
29a@s8): Entering into new market to sell existing products.

sOA By OBHR® wew D edogeowgd SO8e.
SHCLITSIGTET QUL &emeT allDLemeT QFUISH&HETS LB Fhensulle
BIEDLPG6.

Market entry (e®egecome yedns) (shoms mepey): Bringing
products to the market. B&wocm 0dgeemcEd eom JO.
QUMIBL&H6M6T FHenEHsH &G & Teoor(h 6l(HS 6.

Market integration (e®egecome Emdd BBO) (sHms
eom®ameoriiy). Organizing and coordinating the marketing
activities to reduce the operational cost. Market integration occurs
when prices between different locations fallow similar trends over
a long period. e®@ewny® 88Di¢ ¢f BE wevor eEdmow
®O@D wedmw BB o wOITBWmocmw BEO. edgesc
E0add B® Bedrienst 8O O gmd 8E nensy 8@ mcwme

8O YOZHDWH BOB®.  QgmApurligerer G&euellenes
GODLUUSNETE FHenSLLMSSH6 FLAISHMNEHEHET 6 (LSS H60
LOMHMILD 62 (HMHIG 6MEtoTS H6V. LI6VEEIMI @)L 6156555 60) L GUIUIT6T 6160)60 8561
Beoor &MusEHMHG @Cr wrGHflwmear CuMsGSHeaile afpd&HuwemLwlh
CUINMEl FHhemd (BT emeuorlIL] gHLGH M.

Market opportunity analysis (edegcemg  adwo
B8deCuema) (sbams amiliyl usliumie)): Discovering the
future business opportunities and evaluating the company’s
technical, financial, and competitive abilities to make use of them.
80O D000 DD 8w MR wH TDBsY yewdss oR®
3C® B3DINE® M, FEB ¥ HOWET W(BwIDSY FOB.
THITHMV 6Uetolls QUMUILILIGEMET &eooTMGHey LDMMID  [Blmi6eoTs S 60T
Qamdlevml L, BIH oMb CUTLIQES FmerseameT HLILIH QFuISHe6.

.Market participants (edegcomg wvIBDTDSY) (sHos

umiespunergser):  Individuals involved in business activities.
D100 WOGROEO w®ITD yloclsl. FHasLILGSSH
BL I &m&HSH6T60 FHLUGILD BLTSHET.
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Market penetration Market research

229. Market penetration (edgecsg 8838¢ wi®) (shemg carGmeuey): A
strategy used to sell more of an existing product within the current
markets. 08> edgesc ne 08D B OB y&rewmwen

BBHO wewr v WOD Ceow 8w, Fhmsuiéd gihaerGe
2 6T6m @F 2. MUSHL QUTHENET SFH& erevoreont|GHensdsuiley aflmLiemest
QFWSH&ETSH LWaTLRSSLILBGLD R 255

230.Market positioning (edegeeme Eomon BBO) (sHos
Bleoalu®sse). Creative competitive situation for a product.

Bwoemwn wcw § BE@renf®@m mO@mmd Damddens. @
SWMTHALL &M QL& Falnmer GUITL LY Bleneuenln.

231.Market potential (edgese Bwdw) (sHemss GsmeTeTeTey):
Maximum sales of a product or service in the given period. ee¢»

C¢ C B0 ne »WRem 0wl ewEdm cud® gocdw.
GM&s s&meullILGHUIe @M 2 HUSHIQUTHET evevg CaFemeuuler
AHSELLF el DLIex6or.

232.Market price (edegecome 8c) (smevs fleme): The current
price of a product that can be sold in a market. e®geemee

BB w 9B Hr1edw@m DEH®1x) BE. FHenzule allhesamqL @
QumerfleT HMHELITeMSW aflemev.

233. Market profile (edegeosig 18m) (shems eflugbn): A set of
characteristics of a target market. oc=» on edegeemig®
Cr8eh BPHB. R sE FhHamsuller Lieorygefler QsmELiL .

234.Market research (edegcomg sbeodsen) (shms armiusa): A
systematic process of collecting, analysing, and interpreting
information related to the given market. edegcesiemO aoe
@m0nc ded BBO, DdeCuens BB ww 8O Bouens BSe®
DOHE BwOEG. GNSS FHMS QSTLIUTET HHEILHDETE
Craflgsen, UGLUMIe Q&g Wommid elars&Gser GLImeTm
(LLEDMUWIITET G &F UIGOT(LDEM M 6.
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Market segment Marketing channel levels

235. Market segment (edegcowsig ©m0desw) (Fhamss SimLLb):
A group of people with common characterises. ewsog cmsen &3

glocdsl 83wBsl ©wOxdn edgeowme. QLTSI 6 TeoT
(& 600T TG & LI 560618 G\ 85T600TL L0&>5561T (& (L.

236.Market segmentation (edegecemig om0E B3O) (sHomss
sicLonése).  The process of dividing of potential customers
into similar groups. exmecn®o@s w1 DeFEHe® DEO
08e® HwdEG. AMYEMSBWTETIHDET &5 &WEHE6 TS LNfleED
QEFWL(LM.

237.Market share (edegeemg emd®) (shesl ukie): The
portion of a total sales in a market earned by a company. e®e@=
B85y cuwm ¢ eDECeEm O Omen® y&imod emdes.

GUISSQT®H Fhosuld GUSES Bloead FOUTHSS LSS
afhueneTuller LIGS.

238. Marketing (ezecdmcens) (shamsliu@ssd): A human activity
directed at satisfying needs and wants through the exchange
Process. 9@ HwdEw REZT adanmn 8y OO »asBOns

BBO wewo § ©nd Bwozmom®. uflrho QFWETLED eLEILDTES
Gpemausmer WMHmIh  el@pliubisamer SHOUSLILUGSSID @F wWeaflls
QEFWMUTQH.

239. Marketing Board (gecd @edtdcs) (shamsliu@sse o). A
compulsory marketing organization for certain primary
agricultural products, operating under government regulated
authority. cew B8z Bwdm»w WOm» E¢ ¢dBws wden
Bod@m O N0 HPO8m a8m0dem Bawacm wewo

8BEw@ 0 @eRED 3-:0WBYG. GNHS ST afluFTw 2 HLSHLI
QUTBLHEBHG WL STFTHIGSH T &L LT FhHensLILbH G560 eninliL].

240.Marketing channel levels (gecdmcen ©8o ©208)
(sHeosiL@ES60 LIFSSHSET Blenasar): A number of
intermediaries in a channel. Direct marketing (producer to
consumer) refers as zero level channel. eecdmden @5vwm 83
am001BwsY ®enm. way ¢eCOWIwewe gm0 1EwWsy ®enn PBS
@d. WLMISGHESHMETET L @LSHTHTH6T. GBI FHensLILbSH60
Gurfliumery W&o HSTCAMT alemy) eeTUg WEFRAW  Blemey
FHensLILGISSH6V LDMI&HSOMSLD.
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Marketing channels Marketing efficiency

241.

242.

243.

244,

245.

Marketing channels (aecdmces ©bw) (sHsLILESSH
wrissmes). Routs or ways of distribution of products from
producer to consumer.: Bsocmwoed BO @8ewvdBmwse 23D

BEwoem 0d¢ ©8e® @bo ound »®. swurfliumaflLdebs
BI&TCAIMIHEEG SWTILILGameT llBlICWTRGGLD auldl 6T

Marketing Commission (g¢ecdmces omBssy ©wd)
(sBemslIL@EsL apemams&w). A compulsory organization for
certain primary agricultural products, operating under government
regulated authority. c&ed Bwi@me m6» ¢ 8298w wdes!
BodOm O ©8ONC OB a8miGm BEwsocr wewo
8B8B ©:0mB. IF ADSTISHT Sip QUEIGL GSUILLILL
(WG eTemnD efleudF MWL QUUITIHL & @658 & 60T &L LITW 2{emLoLIL].

Marketing communication (gecdmces wIBedem®)
(sBemslL@sSse GsmLFumLe): Process intended to persuade
buyers to accept the seller’s message and master it. 88 eqa®»d0d
8006 8Eewnm 9w yne B0 0m@mc0sY 5 01 3de®
B0DBw. ealpuemearumerflear Q& LHaWw HmesasTam® 26l bler

QMY & WTaTI&H6fleneT  QUBHGGMT  CHM&HEHINTHS GG TeoTL
Q&FWETLHEM.

Marketing concept (¢ecdmces wm»Esw) (FHaslILOSSH
aaorergs@).  1he philosophy that focuses on needs of their
customers and then make decisions to satisfy those needs, better
than the competition. ¢es mowwm»c @50 Déd eIy »®
ORELHWTOTed gD@Bm eWEdHB FDIW ©@wWE WS OO

gDaum RO BHBOO Boew oxIzn cdamae.  Gumligamw
ANHHEH SHIGET QUTILHSGWTETISH 60T CHmaussefle) Halard QFaISE)
SleuFsefler G emelUdsemnerT LWisH QFuw (e sameT f(h&HGWn @F
Q& ITETEN .

Marketing efficiency (eecdmoe 80 8©500)
(sBemsliL@Ess omars@mer). The ratio of market output
(satisfaction) to marketing input (cost). edgecug BOWY®
(2B Be®) v geEdmoe ewe® and axnwime (830(w).
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Marketing expenses Marketing functions

246

247.

248

249

ghens GQeueflufligm@&h & EGLS) FHansLILMSSH0 2 drafl 1gm@&Lh
(QFevay)) @emLullevmer eNRSLD .

.Marketing expenses (eecdmden Bwed®) (sFHaELILOSSO

ageeysar): Finance required for undertaking marketing activities.
2eCOdWoem oYy B¢ BB wewr gdes §eE. FHhoslILGSSH6H
BLAIGSMSHHMET CLMHOSTETUS MG LIWaT UG SSLILGID BIS).

Marketing extension service (eecdmcen On38 ©e&DD)
(sHemslIL@Sse BUigliy Gsemeu). EXtension service in which
extensionists advice farmers on marketing decisions such as what
to grow, when to grow, where to sell and what price. ®= oo
DE 9GRE, O WE Yoen WS, 0Bl BEWO O
OB ww gen wm eegd Boen BEDCH DusdB BElsy By

@D cuect ¢ owhd. alagsmuilsallear eeaumlener
erliCUME LWIHHse, 6mIGsH allmueemeT QFUISGS6, erearar allemens G
aflbuener QFUIS GUTETM FHenSLILGSH [HL I8 60556 lemesr
Gromeolliusneg  aeausmuillseEersE  aPBIGLLGILD  LC6VTF 6T
CFemUSHAT.

.Marketing firm (eecdmde @enm3) (FHOSILOSSO

Bloeerih): Any company that assists a business with creating,
implementing, and sustaining marketing strategies. eec8mden
cw 8o BE@rens BEO®, Bwd®m BB wy sdFDrevm
@®  ©@eWy OO W DB d5n®  ©@®e®:xs.

FHenSLILHSH0 2 SHEMET 2 (HaUTHEGHN, QFWOLLMBSSSIS DMHMILD
ugmflssey CUTETM HLOUIGSHMBHETNEQTLTS aUenSESEHNHEG 2 S b
5] 0161 60T 61 S 61T.

.Marketing functions (g¢ecdmden st sy) (FHamslILESS0

aswpur®aser): All the activities involved in distribution of
products and services from producer to consumer. B&socmsied
8O =BewiBmwr ¢ Bdeacry v e e »8e® Buwg
Bwomom®. swurAuunamflLlGhs DISTCMTGBESES LML SET

wHmih  CFameusemeT  ABIGWTHLILHL FHULBETET  eneTshS!
QFWELLITH&EHLD.
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250

251.

252

253

254

.Marketing information system (¢ecdmdens emond; 8dBw®)

(sHemslILGSs0 ssa wemenn):  Systematic  collection,
analysis, interpretation, storage, and distribution of information.
DCHED O VOO, SdeCeenw, ald Bowens, O

BBO @ 05070 e »BO.  wapwrar s&Hak GFsFILL,
Uslumile], elerésd, CFLALIL WHMID S&H6160 elBICUIMSLD.

Marketing innovation (eecdwmoen  meddFwicmw)
(spemslILGSs6 USsTHe0): Implementation of a new marketing
method that differs from the existing one. s08» mn®x:d D&n
edm »HO gocdmit PO Hw®m BBO. sHELMSIETET

weanuilad@has Camu@lh UBW  FHSLULGSSH0  (penmenul
QFWMLMSSIS6V.

.Marketing intelligence (eecdmcem gd&s) (FHaELILOSSO

meeoriiley): Aawareness about the market condition that includes
supply, demand, prices, customers, and competitors. es=@®,
9CGCE, Bc vy, ©lewniBmEsy wy oW FRED
edegcomg nHOw BEICD ¢} )0 ®. Gadel, BIFbL6,
aNemeu&ar, 6UITLY.& 60 & LLITEIT [T & 6iT LOMHMILD GUITLIQ WITEITT&60)6T
2 drenL_&&HW Fhens Bleneveninger Limmluw elyliL|eoorFe.

.Marketing management (eecdmden DEOBNDOCEB®N)

(sBemslILGSS0 wamamgsiab): The art and science of choosing
target markets and getting, keeping, and growing customers
through creating, delivering and communication superior
customer value. eeamon edeogeemgdE emdd OB® w@®»
cwed ©8ewiBm D3O BoErems BI®, e ©B® wH
5 Bedeme RnET ICHDOD 0DegCeEdE I HBY,

8O0 9B® @ DEXHIWG S HBe® WEIDO 5w DD, GoEHEGEF
FHNGEHMTES CHIBASHHSH, GUTIQHMEWTETIHET 2 (HeUTSHGH6,
QIPHIGSH6V MHMID QSTLTLGQS&TETEUSET eNeud FNMBHS 6UITI.E 608 WITETT
WH UL QUMIGH, SH&H& mealSSH6 MHmID all(pSH QFUIgSe CLITETm
WP&TMNSSIa QEFWMHLIMTH &H6T.

.Marketing mix (eecdmoes Bgenw) (FHmsLILOSSM Soema):

A strategy of combination of Product, Price, Place and Promotion
known as ‘4Ps’. ‘4 & oecwm weulom Blwem, 8¢,
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255

256.

257.

258.

BOmw(eac ©8O) ww YOELD®B BB WWED e Dbnw.
2 MUSHL QUTGB6T, ellemey, @LLD Mo CbLBH SH60 L8 w6l m et
2 55

.Marketing objectives (g¢ecdmoe @08ew) (FHOELILOSSO

epmesmser).  Measurable purposes of marketing activities
expected to achieve given in a marketing plan. Increase sales,
increase market share, and increase repeated buyers are examples
for marketing objectives. @ecdmces @icEed ne @B
2eCODOen BwmmimOOE &Bw vih godudn ¢d¥e. Oner®
018 BB, 0DgesE emde D18 BT vy gRB) OOWCOBY
08 RBOO® gocdmnoew gofen wewr Coowden  ©d.
FHsLILRSSH HILLEHO 2 6eTLGSEULGIL  FhensliLb SEHe0
BLaIgSGm&ESHTler ATl &amlqwl  ChTHSMBIHET. 2_&TIJesor 0N
albuenetenl, &FHengll LnkiRemer HH&ESH0 WHmD LWeor@ b
LS6v0T(HILD QUITMBIG LIGU TS 6T B &Il 560 CLITETMEm 6.

Marketing opportunity (eecdmces @Dedad) (FHamsl LG SS60
amiiyssdr): Unmet  demand.  @dc ez 9Ec®.
L WINIUITS CoHeTell 6.

Marketing plan (@ecdmdes u1C1&®) (FHhamslLGSS60 S LLD):
An operational document that outlines the marketing strategies
and activities designed to achieve the objectives. @& ex eozmfworsy
D0 OO wewo B1CH® WO #B ecdWmie ¢w 8o wY

Bwomom® gnes BHwommd oCImE. @’ BloeuarsHer
G HCHTEATHDMET SMLASMNEHETH QI amNGSELILLL FhHensLiLb S50
2 HH&HET  WOHMID  QFWOHLUTHS&EMETE Q&mer®ereT  QawmUml®
31,61 600TLD.

Marketing programme (gecdmoes DB ODD))
(sheosliL@ssse SULb). A coordinated and well-designed
activities to achieve marketing objectives. ¢ecdmcen ¢o8 e
ooy S OO wewr eIV WmIew® w1 0v8sT wiEH®
WO ¢ Bwmom® ©@ww. FHoSLLOSHO GBTESBIS6T

ILasHGFIL @RMmBEIGaHS WOHMID BTG 6UgelennSSLILILL
QFWMUTH &HET
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259

260

261.

262.

263.

.Marketing research problem (gecdmden sbeldeen ©vOGED)

(FHEMBLILESSH <WITUEFR  FhubBswLTEr  NTFanerser): A
marketing issue to be researched. s&edsen me gn gecdmdem
®OOED. QTTUER QFWIWILILIL Geuevoriq Ul FHensLILIH &S0
FLOUBSLOMET LI J&F 60601861 .

.Marketing research (gecdmcen sboldsem) (sHmsLILESSH

aurmigs): A systematic inquiry about marketing issues.
2eCOdWoem HOO BEACD »OmmE SO8L. FhoslLGSSHH
FlUbsLmeTr LFEFenersseT LMW (e mulmeoT 6X& T yemeor.

Marketing risk (eecdmden ¢DcomH®) (FHamsILESSH WLSS):
The potential of losses and failures of marketing. This includes
risks related to pricing, product development, promotion,
distribution, branding, customer experience and sales.
3eCOmOHmed g w1 @wdimIDwsy wews ¢l Swda.
wedt) O BT, woedd) 08D, yOEIHW, ©RWBO, eDEe
NOWO w6, 380G B v OB €R® wO®IBTL DO

0w nes ©d. FHMmSLILESSH QBTLILITET @WLILGE HDID
Gamevallsefler Frg&lwin.  elemev BIFewrwDd, 2 MUSEH  Culbum@),
aflemibuirid, efECWmsL, alwWmUTTs &N, aUTILGHEENSGWTETT < sILIaID
MHMID eNMHLIENET QG ITLITLITEOT & LITUIMIG6T 2_6T6TL 51860M5.

Marketing strategy (zecdmdes ceiw @8ns) (FHhas LB S50
o umwib): An approach/guideline given in a marketing plan. eecd
BCEO® e @B ewdsednme.  FHmsLILGSHH
HLLEHO QsTHEHSEILL G 6T el wenm/ auflamiLg .

Markup price (ore® 8O dnn ®E ¢vw aBEs )
(gevruefs eflemev): Difference between buying price and selling
price. It often expresses as a percentage to the buying price. 82
O Be® B ww Onen® BE a0 edm®. Ow eahewd DO V1er®
G yBanwe oc® ym® mOB. ammeh wHmib eflbuemer
alemevs@emLuileumer CaumiLim@p). QUEBLUTIND eUTHIGD  ellemevueor
GSIUIL L F5efswnns QalslliLuhssHms!.
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264.Mass  marketing (©s®dn» gecdmcens) (Gouser
sheslu@GSse).  Selling a product for the entire market.
e GO edogeomg ®ew® IBHE. o QUGS
IOTH G FHenSWIaID FHenSLILIG SH60.

265. Media (@) (ear_&sim): Any paid communication channel
including television, radio, posters etc. c;@28Bw, @dx=¥

BeBw, ©udEddd gand @51 ® erd® wdn BBedDD Dodse.
QTGS TLE, eaumQermed, &SHauQUmLlgser GCUTerm &L Lewrid
QENHSLILILL SMETSES HH6U6 QSTLTL jenevalflengser.

266.Micro  marketing (Syge aocdmcemw)  (mevmeniu
shemslIL@Ss0). Focus on marketing activities separately-
Piecemeal approach. @0z ed»® gecdmoes ®»OWR TS
gD @ BIO. - 220 005 EOHO® e I Ee®
DOed¢w. salldsalluns FHEmsLILMGSSH60 BLIGSMES6 60 HeleTLd
QFNGHSIH6- Sl Sl6voTLMeHSLILLL (LfehuLleh) 9@ wenm.

267.Middlemen (g»c®8wsl) (@eLssres): A person who
undertakes marketing activities between producer and consumer.
Bwoemwo ©w BendBmws and enc®@ cecdmiends
Bwesy 99 mOB J{OCeWwR. 2 HuUSHWTET) LHQD BISTCTT
QL CW FHemsLILIHSSH6 LU 860 EHM6T GLMGSMETLIGU].

268.Mission statement (e®e®»ds gmoamw) (uatls smm): A
concise explanation of the organization’s reason for existence. It
describes the purpose of the organization. e-8amed s:053@0
odnd B8Ec BEdn 18 BRI, dw w-dmed doges
BedmO OB, BlmeueTsH 6T @ LILSHETET &TI60TSHS 60T & (55 L0meT
afeTE&D. @) BlmiaeTsH e CHMeEHSms elauflGEHmg.

269.Modern marketing (8»/myp» cocdmiens) (mefer
shenslILGSs®).  Customer centred marketing. 08ewnd@=
o¥ew gecdmJiens. amysmswunaflana  @bWlLGSHW
FHenG LB SHSH6V.
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Money Negative demand

270. Money (8¢) (uewrin): Medium of exchange in the form of coins

and notes. =08 @y 530y gimdews’ PO, BBE® Sedwds.
SITET LMHMILD BTeooTS & MM &erler aulgeugsHevmevmest LIFIDTMHM 2erL_sL0.

271.Monitoring role of the government (¢8=fseww BBe® Lol
8@B®I0i)  (samsraolidhesrar  orermssSear  Ukisefiy):
Evaluating of marketing activities and making corrective actions.

3eCOdWoem WO #OBO wy BO0E BBe® Hw@be eBe®.
FHenSLILHSH) BHLallSHmnSBSHeneT HLILTEH Hmb HHESD QF IS0
QSTLIUMeT QEWmUTHI&ET.

272.Monopolistic  competition (983298 mcews) (seflwflainl
curig): A market situation where many sellers sell similar
products but not identical. ©®@%Bw dews dBRem O @D
edd) geCdmOen ©0ewd INMOIWMOTens’ wdIDH

edgeng »BOG. U  eldueneTWmeTIS6T @Gy  Lm& Flwimeor
QUL GemET elMHEG LD FlEeMS @ LDIBleme6v.

273.Monopoly market (8208298 edgese) (salufeamn spaoms): A
market situation where there is only one seller of a commodity &z¥
e0ge weRw e O DBRO®moed u®em 83m

eDECEeME. M UTLSHDG RCT @ elbhuenerwmery WLGGW0
B BHEGLD FHeNs GLOBlen6y.

274.Necessary condition (gd@s oemiedBw) (sieSwworer
Blubsener): One that must be present to occur other. Consumer
willingness is a necessary condition for demand. &= e¢es @B
B® wewr BIe @rn gemd 0ce. 9CEO wewr bewnidm
O @das eomstedBwd. GNsSs Plehe FlahashHE
G5 6m6U U TeoT LM MITIH SITIT6u0T. BISTGeUT aN@LiLTeTSI
B5606U5HE& 1L SEUF WILDITEDT [B]LIH S 6M60T W MG LD.

275.Need (aD@xswnn) (Gsemar): Something that you must have to live.
glocowemd S0Fd® wewr gdasewns’ 08w @n odoc.
QAIMPAISNE 3155 WTeUFILILDTET 660TMI.

276.Negative demand (saemos’®m 9EE®) (aBfwem Gsdmei):
Situation where consumers are unaware of or uninterested about
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Negotiation Oligopoly market

the product. :8ewdBmBsY Bdweene (Hreddde) ®15) ©@50¢sIBN
@I OB 0NBOB BBO®.  BISFEUTT 2 HUSHILI
Qumperflementl LM NIWITE VLG 3L TaULAEVEVTS G LDIBlem6.

277.Negotiation (8209) (cussangsens). Discussion aimed at
reaching an agreement. =@ m00= &8 6 OB 868 IO

8302000, @b 2 LeTUMLIQ6meT 6TUigelensd CHhME&INMGES 68 TeuoTL
856015 S160) T WITL6V.

278. Netpreneur (e¥m>8%c ©IODHEGSY B e®m»d)
(@marwgarsB . mear agmifls wwodwmrary): An individual who
delivers their product or service via the Internet. ez¥m&scas

WO BO WIeBRB e EEID C ©¢B YIOCEWS. @emruLd
eLNGVLD BBIGET 2 MGG QLITIHET 2606V Sl GFenalen L QILPMBIGLD SeoflBLIT.

279.Niche market (Bexd»s edgecomg) (wsHw shas): A Very

specific segment of a market. edgecemeE o Budn emDend.
@ FhensWler W&sea|nh &ML 9fley.

280.Nonprice competition (8c ©290» »ows) (eameuicem
eurmiy): Use strategies other than price to attract customers.
Advertising, credit, delivery, and displays are examples.
20800 BmBs5Y ermsens WS OO wewr SR w0 @O ¢ eow
®8® 900 BBO. 00ge V0O, w6, @& 8O wy yebam

C N0 0. aMYSHMEWTETIHmeT FILUUSHSTS alenseamns sely
Gauml 2 HH ST LWeTLBhSSIH0; eleTburh, &Ler, alBlGWmsLD
WHMID STESweninliL] GLTETMem6 .

281.Objectives (268 en) (en&csmdsdr)): Something to achieve. It
should be measurable. eozfers 6 OO0 DEIemedizin O
@O, O OB vB B YR®. LW alEGLUD W6 g
QVEG. @S ML &8I UISTE @)[HEHH60 Caleor(hD .

282.0ligopoly market (m0sw@m08 edgcomig) (Aamramns
smemg). A market comprising of few firms with market power.
edgeng ACHW @B 9@n® ABuvwBs] w@sIdn edgcowg.

GNES FHOSUIO UIAITET IVVE WHEHD FNSSID Fev
6] MIGGUT MBS 60)6IT 2_6TeTL_ &R FHenS.
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283. Operational efficiency (e®eny® m8wmfe®500) (aswhur’ @
alemerg@®meir): Allocation of resources such as land, labour, and
capital in an optimal way. @80®, @®ws &y HdRmE OB wdss

yaED GO RE 005 BBO. Blod, 2@Pll, ENEOSEILD
GUIMTETM CUETHISHEN6T 2 5B (LNenMUIel R&516HB QFUIS60.

284.0utput marketing (BeE® cecdmoms) (QaalufiGé
sheslUGSs0). Activities involved in marketing of products.
BEeldn geCdmoemud ©@axd BHwimom®. 2 pHusHIL
QUTGBL ST FHenSLILIOSSIUE QSTLIUTET QFWHLTH&ET.

285.0utsourcing (98deudDsdme/@BS 0dDd)  (Qeuefleauarl-
eumiens):  Getting certain business activities done outside
companies. 80&Em0 ©@n® DEsY @® Dxmdm mOWn B¢ WS

OoB®.  Qevell BloITHISEHLTS Fl6V 6U6(H  [HL6UIGENSHSHN6T
CLOMQGHTETEHH6V.

286. Over supply (#8» e13@®) (YWems auprusen): A larger supply of
a product and services than is needed. w38 ewnd ey adas

3@ emwd D& B0, CHMmasE AHSWLNS 2 HUSHL QLITHBST
WmHmib CFeanauserfler LMl eNmBlGWIMsLD.

287.0wn price elasticity (e9we 8¢ »Os00w) (sw efleve
ap®wp&d). Change in quantity demanded of a product with
respect to its price. w® woedRwm SEO wedWed OF 9EE®

5@eme edme 8. e unGeilar alamaumull QUTDISS 56T
Caetalluiler ojemeiley gMUGID LDTMHMLD .

288.Packaging (eci®@mcenws) (aurmduiie): A set of activities
involved in designing a proper cover for a product. B&esocmyemO

BE @ddenss 1Cy® BOO wd®dTR Bwomom® suvwe. @
2 MUGH  Qumefledr  Fflwmer gLl  allgaIeOLILIS 6
FHUL Q6T QW mUTH &serfletr Q& m& L.
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Packing Perishable products

289.Packing (aiggo® RB8®) (eurBwnés): Act of covering the
product to protect it from any damage. Be&=ocey DEO 8¢dnm

DBOEET goowles BBO wews Bdewocrd qddens BIO.
ST CFSHS5FH N BHSID LMSHHTES 2 MUSH L QUTIHL &6 e ILD
QEFWevL.

290. Penetration pricing (8838¢ wie® Bemdencs) (ca® mee aflemev):
Accepting a lower profit margin during the introduction of a
product. Bdewerwxm eI 2002 a8 v @B
BEwR®. e 2hussll Qur@alamer Hfpsh QFUIWLD GUTS
SMDES G EVITLISH 6MET 6D MIdHG &HTETEHS6V.

291.Perfect  competition (g&ew W2 edDegeemog)
(Pemmeur & sheng): A market structure where many buyers and
sellers are present, and all are engaged in the buying and selling
of the homogeneous products at a single price prevailing in the
market. ©12®6053 v 8 en®m 5053 BmE -@18w@d B3>
an0 B80CEREI® ©®HBw Bdwier IO SEemO OBwe® o
8c2 0Bed® Bon O 0degcotE DFN®G. LG AIMMBEIGLITSHEELD

eflHLEIF&EEb @BHEGD R FHENG SHEMIDLILYSS TS TG RGT
TS W meT QUITHL 60 6T &Fhenguiley Blevayld G elemeuuiley 6uIThIG 60
WHmih eNHLUB FOLULBH6TET FHens.

292. Periodic market (00568 edgeome) (sres spang): Market
that functions periodically such as designated day/days per week.
8 BemO DO WO C¢ SwWE owd 8 DR Buwrd@m O

eDEcemE. anrsHear GUlss Brer / Brisefld s GullllL
&Tev @enLGeuafluley QFWMHUBLD FHens.

293. Perishable products (e=eBsy o 05 Bdedn) (wiwss
salqw / sflwssss). Goods likely to spoil or go bad in short time.
Fruits and vegetables are examples. @3 micem ne 0= O

ond 5028 DO Q&) &8 wredd). BEDI Y OEDD ¢ WIew ©D.
GORW STVSHHO LIWSHOLUSE FnlQll QUITIHLEET. 2 HTJeorONs
LILPTBIG 6T IDMMILD &ITUIS M &H6T.
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294.Personal selling (gdoB» BB&®) (seflwmer / sefliulL
alpusmer): An oral presentation in a conversation with one or
more prospective purchasers for the purpose of making sales.
OBHO wew godm8n o®@WoOr O gewm ownd BB
ety ©O® odicwmE Ddm @80us BBO. e sias
AHMHG CLMLLL THFTHT6VL QUITIY 8608 WITETT& @B L 60T eI Lomylufevmest
2 TWITLEY WMmmID NaTGE&HEEETLAWLTE alhuener GLDMUGSSH0
BLAIGG&UNG FHILIL6V.

295. Personality (esecisw) (ewepenw): Pattern of thinking, feeling
and behaving. 88e®, ¢Be® v »B3e® c0d. . Apsamer,
2 ETIe LOMMILD BLSHENS LPEmD.

296.PEST analysis (PEST B8dedsess) (PEST uglumiey): A
strategic business tool used to examine how external factors such
as political, economic, social, and technical affect the business
activities and performance. edaesies, @&S8m, ©®isBw o
D€ OB DBO wodwm Owelm Bwomom® ®o mabw
AW eWE0H ewesd AEB ¢8 8ims BBO wewr @wrtd ®B)

CID ¢33 8B D1318390 EPDEOA. &L L HoID &HMIEFSL6
SITT60 & 60)6TEF GFTLILIGET epeuld PEST UGLILIMUIeer eflifleunmssssin.

297.PESTLE analysis (PESTLE 8deFwsens) (PESTLE uGUUMiley):
Expansion of the PEST analysis by adding legal and
environmental factors. eezmBz ©1 288 R dwmn BBe®zY
3OC@ w0 @¢ PEST BdeCuenw. FlL LOHDD &HHOEFEL06H
SITTe00 1 & 6m6mTE GFFLILIGET elneuld  PEST UGLILmIeler eflifleumgasin.

298. Place utility (g0 csewd@s09) (gL uwearur®): Supply of
products to the place that consumer wants to buy. 8ewd&mw@id

8c2 oBOO gdans dOrnwd Beecs 5B, mSTCTT uTmhsS
AN@BUOLUD GLEHL QUITIHL 56M6T GULDMIGHE6V.

299.Planning (eice® RBB®) (BLLdie): Doing things
systematically. Planning is a first function of management. It
involves developing vision and mission statements and strategies
to meet mission and Vvision. m&wesy HRInHED BBO. 1cE®
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BBO mePrumiened 8gf mbvw ©d. @®ewdd v (B® wmed
BB w5 O gfen O OB ey 0w @80 08D BHBO
80 gmes ©d. sTHlWRGET  WWMDWTSHF  QFUIHN;

WEHTMNSSHUSRHET (NHVMUE  QFWOHUTH. @& QSTmeCHITHGS
Uenllds  Samom WwooIh  wHobh  Sjeumnilener  eTlSieugs M s eor
2_LIMLIMBIGEN6T 2_(HeUTEH @GNS 2_6TeTL &R IS

300. Possession utility (88z96 ¢sewed8500) (2 el Lwerun@):
Legal ownership of a product. When the product is purchased, the
person has a right to use the product. Bdmscmrwm cemBm
388w, vwedtdw SO o 80 88 ydHE WO OO BeesacHws Wm0
BB B aldBwe. e urmelear FlLliLia 2 flow. SigTaug
QUTmGEMET eUMRGL GCUMsl, BS BUGHS L QUTHETL
LweTU®SSID 2 flemin.

301. Post-harvest losses (zg @0z ©0B) (cimaoLssl LbSW
@wiiysar): Quantity discarded in different stages of supply chain
after production. Bdesiemevsy sg ©@® o@ed 882 ¢ddd
D8 90m ¢80 8¢dm Bdwocm ydrewse. 2 HuSHEGL LIDG

ABICWNsF srROuNdT QeauciGam Blemeusefley o6 2 HUSHI
Qumerler BIFTs&EslLmLD Si6mey.

302.Post-purchase evaluation (8c2 oRBedsd ©y &0d0)
(esmerauseller Wereormenr W LLSE): Comparing the benefits of
purchased product with expectation. 8c2 o= Bdwicmred yBcw

geded w®w wowsiems BEO. aHFurly LHOID euTESW
QuMBerfletT HetTemngGemer ILNH S6.

303.Potential customer (Sv® ©8ewd8mw) (sms@winmer
QUMY &S WITATT): Person who could become a buyer.
OO0 8w B YIOEWI. AMBIGUAITTE DTMHEFIGU BUF.

304. Potential market (8»® edgeemg) (srsdwoner shang) Part of
the market that can be captured in the future. eznoned@ gfus’

™SO o  »B  edgcemel  emdwnd. THTEHTVE B
& LILIMMET QW FHengUNeT @b LGS
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305.Potential productivity (B9w® ©Ee8m00) (srsSwinmer
o musBsSmerr): Ability of obtaining maximum productivity on
the filed under the given technology. e¢» ¢ mimsens woon
Beodnedd cud® 90850 @ OBe® H»BwWD. GNsS
QaTHIl LSH6ET G SF&ULF 2 HUSHSHmenerll QLMD Hmeor.

306.Price (3c) (efemev): The monetary value of a good, service or
resource. The amount of money paid to acquire a given product or
Service. e @ m, eE8DDm evd BB FE1w® DI5NHO. W
R 0wl 0w A OB wewr evdm ¢ §ed

Y®remw. 2. MUSH g CFMUQWTTMIMHSTer Lievor & W meor
QUMINE). ST 2 HUSHIVVG CFenealQumermlenerll QLUMHMIS
Q&TETUSMNSHTSH QFGHSLILIG LD Liesor FH Wimer QLUMING.

307.Price discovery (8c ew@iwo oB3®) (alewevsd mlfewrwib): The
process of determining the price of a commodity through
interactions between buyers and sellers. ox®@m60s @
O eR®@m0105Y gm0 axInd Bwimbnadw s’ wieddwm e
Boeww RBe® FHwdE®G. aMbEEGUATGERSGD 6ilDHLMTSERSED

@emLwlevmer QsTLILG&eM6T epevld @ Qumeflear  ellemeveniu
Bl FeooT U &G LD Q& W6dTLNEm .

308. Price flexibility (8c »®»u500w) (sfeme ap&psd): Change in
price with respect to change in quantity. The ratio of quantity to
price. y@rmed ednum ©8O® BeEH edme BO. y@rhw ¥ B

gm0 gO®B. . Semelledr WLWIHPSOBL QUIMSS ellemevuiley
WIMHMLD; ellensy LLMHMID 3i6TeY eTedTLeumM M &HemLulevmer al&RSLD.

309. Price policy (8c yBoxfBw) (demevs asmetens): Intervention to
price for price stabilization. 8¢ e&@mcenw wewr B0 ©&wxy
5®. ealemev Blenel LB SSN &SI afleneuuiled Hensvuf@.

310.Price risk (8 @Deyx®) (efemev yuiggn): Decline in prices due to
factors such as change in consumer preference, over supply and
sudden imports. @08ewdBm @mnsws’ edmel B8O, wr® D&
8O wy w8 wwmwm OB wdm o¥neds’ O swvn 100.

H&EICuTT AGLUSH WwMHmL, HAFe AFCWTSL WHmIh Hied
@M&EGLS CUMETM S&Trenilsmarme elleneusefley ghLmID Fifley.
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311.Price skimming (8¢ owve ¢8®) (dme gl Geomsse): Price
set relatively high to generate a high profit margin. eve @
I BDBE cemIe BOO wews weded gue O Bw®
RBO. B GemTu earbhel 2 BHTHEGUSHE UL Leraley
H&10Ms BlFeorul&asLILL L eflemnev.

312.Price spread (8¢ s6m0w) (aflsmev Lipeusv): Price spread is defined
as the difference between the price paid by consumers and the
price received by the producer for an equivalent quantity of farm
produce. It is expressed as percentage of consumer's price. ©»®
5@wed emduE BEcmHwn W dewiBmws O&sY
@®ndE) CIB BC w1 Beenemwid Cedm 8c ansd a8 ednes.

O bewndBm Beocs’ yhanww ocws OB, alame LT
eTebTLIg Fln oemailevmer efleusmwl  eNeneTQUMTBL&EH5HEG BH&ETCaITT
QFENIGSILD aNlemevs @& 2 MUSHWTETTTL QUMLILL L elemeud@&Lh 2 _6Tem
ANSHWMTEFLD 6TeT UenTWMISHLILGSRMSE. @5 HosTCaurilar allemevullet
F56i50Ms QalallILMSSLILGH DS

313. Price strategy (8¢ ¢eow) (eflemeuuiey 2 umwin): The method of

pricing for a product. B&mcmrws’ wews B Bw® BZe® H®w.
2(H QUITHEHEHE allemev BIFeoorid QaUIwLd Wenm.

314.Price supports (8¢ swws?) (elemev @usraysar): Price maintained
by the government to support both producers and consumers.
BeesoemBsIO @0 8euwdBmBs0 wvw OO wewr S D8xY
B0 0B WY CAD OC. 2 HUSHWNETHEET LHOLD BISFCTT

@\ (BaUHEGLD &160)600T QFUIWLD alenauiley S| TG MHIG S STV
BlFeoorul& LG alemev.

315.Price volatility (8c ¢2:00mw) (eflemev wmmiflwery):  Price
fluctuation — price going up and down in a short period. e=»3
MCRS BE BC ove BVE GI®. e SaThuUd - @G GoSW
&MeuSH 6L allemevuiley LB gHmellm&sLD .

316. Primary data (5008» ¢5») (wseé plenes srey): A type of data
collected from original sources through surveys, experiments etc.
wOsen, sOFeen wes 85T §C ywdursiensy dmn OB ¢
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edm.  splieyser,  UCFTHmaTHET GUTETDEIMIET epeULD  epey
a6t hIG6TIBHE CoFsfleaaLILLL 6| alemss.

317.Primary market (g008» eodgecome) (wse Plows sHms):
Markets located in the producing areas. Commaodities produced in
nearby areas are bought and sold in these markets. woed& Becdn
yodn O sO50m CIB® 0DEceomedE. ¢dd ygoden O
BeEeocmre m0D medd) 0®® edgeceweEe ©c2 ennm B 5O
8Be WOy CEd. 2pHusd QFLWL UGHSNL SWLBHSIETET
FHeNGH6T. BB 6TET LIGH&aflev 2 MUSH QaFIILIHLD QUITIHLG6T
QbS FHenGSH6Tley aummISLILL G eNha LG &eTmeot.

318. Primary processing (5008 @»80) (\searamnsg QFwenssib):
An operational process of cleaning and sorting etc. 83&¢ B3® o
o¥3® wrNe 0Pewvy® HwWOE®. &HsL GFLSH WLHOID
aflenFlLOESIS6 CUTETM (B QFWMUTL(H FL6UL.&H0N&HSHET .

319. Processing (es1»8®) (wemliu®sss): A value added activity for
customer satisfaction. se8ewnd Gz madBw wewr avw dmn B3
B 0200 ®. QUMY GSWITETT HBLUHESETEr QUG  GFFLIL
QFWMUT®H.

320.Procurement of role of the government (s&ed 8c8 vBe®
D8we®cw) (Qsndesrelley ipermasgsSar umseafliiy): Purchase
products by the government when market does not work well.
e0EcemE Fwmbdw B8 o 8¢ 05005 8O J¥w sy
B 88 0O, Fhong BaTDTE QWERSGTS CUNSI STEFTHIGLD
QUTGBLSMET Q& meTel6aTe QWD QewdHUTh .

321.Producer price (Bdsiwcm 8c) (epusswmeary eflemev):  Price
received by the producer for a product. B&es@mes (eaddows)

wews Bdwmemwo »0 B8 on 8. ROM QUTHEHES
2 MUSHWITETTTEL QUMLILLL aflemev.

60 |



Producer surplus Product differentiation

322.Producer surplus (Bdsem @88nw) (e pusBwreari Wems
®g): Value received by the producer above the marginal cost.
The area above the supply curve covered by the sale price.
gosIBm BB8DwO D& BEwsemwd C@en 095w, @1ey®
Owd 9vEs @B OBRW® Socy’ WOi;mwe OB yYoldrs.
6TLEmELIBlemeVF QFevemal el swmiflliumeTlermed QUL L QUML)

ANBICWTE: auameTeys@& GG 2.6Tem LUGH elmlemer  aleneullme
e UL (b eTerngl.

323.Product concept (Bg=0en wemFss) (ehusds smeeser):
Focus on improvement of product. B&w€n :88wen BRSO
@08 DY @@ BBO. 2 HUSHL QU6 GG &E6060
FHEUETID QFNGSIH6 .

324.Product decline (Bd=0en swn 9(30) (e puss ofipgd): The
fifth (last) stage of the product lifecycle. This is the period that
sales decline and the product becomes obsolete. B&esiem S0z
Omed 8805 (¢Dwin)) @8wdB. e®® ME® D ® vHB D1EOD
gm0 BEmnw oG 81 Ge mEed. @& 2 husHL urerler
QAUMPGHM&EEF &HCHTLLEHT BbHsTaIgS (HLF) Blemev; alldLiemeor
GOMbBSI, QUITHET aupsHQ&THIHS CUMEGLD &TeulD.

325. Product development (B&=si€m w-08dmw) (2 puss almss):
This is an initial stage of the product lifecycle. This is the period
when new product ideas are generated, operationalized, and tested
prior to commercialization. e®w B&wen 805 dped ac®wm
2DBWB. DO emnwd 080 DO BEenm gewed ¢Bem$ WO
BodOm 0 88w OB ®EW. @& 2 HuUSHL Qurerler
QUMD &M &G &FHCMITL L &BHetr ST &L LI0MGLD.
QG IWINTESNGG (WeT LHW GCUTFT&HeT 2 (BeumshsUiul @),
QEWMHLRSSLILGLWD HmID CFTH&ESELILBILD &HTeVlD G SIeUTESLD.

326.Product differentiation (Be&w€» Bedemdya) (opuss
caumu@ssev): Distinguish a product from competitors by making
changes such as product features, performance support services
etC. Benm Emsen, BB I 0 OB eOHEDO

8¢ w08 mSwmcD5Iensy Bwmemwr 005y BBO. 2 husHL
Qum@efler AUIUDLFHEISGET, QFWMHMMET wFTe CFemnaldmar GLIMeTm
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IDTHOBIGMETEF  QFUIGET epeuld @M 2MUSHIL  Qumberlener
GumiguimerFsefO®H S CoumiLi(BSSISH60.

327.Product differentiation (B&=i8n cmees) (2 busSHL QuT@eTer
fimuubsmsar): The physical characteristics and appearance of a

product. Besened eveBm e wy eBn®. @m QuTeTer
QUETH S LIsorL| 56T LoMmmith GSHTMHMmLD.

328.Product growth (Bden EQm»w) (2pus®l Qurerer
aerggd): This is the third stage of product lifecycle. This is the
period that the product is accepted by consumers and lead to more
and more consumers. e®w Bdeln 80 Dped BB &ewod.
008 ®EW BNE BEln BewiBmBysl B8y BEwnsizn end

8 O fewsy lewiBmidsl edn ew J®. @& 2 HusHL
QU6 UTLDG &S &MHCMTL L SGH6T eLnaTmmalgl Blemev; 2 MUSHIL
QUITIHET B&SFCAUTTTEL FHMIGHE G TET6T L (H P& L0TeoT
HISTCauMflener QUMILD &TeuLD.

329. Product introduction (B&=i€s ©€538®) (2 huseL Qurerer
aiflwsb): This is a second stage of product lifecycle. This is the
period that a new product is introduced. e®w BEwen 8D
Omed @cdm 88wdl. O BEw@nwE HerIdr ¢ mE®. gsl
2 HUSHL QUITEBETT aUMPHEM&ESF &HFHCMHTLLSHET @) JesorLmh
SLLIMGWL. &® UHW 2 musHl Qurpeflaner SimlwsliLbhSsIn
SITeVDITGSLD.

330.Product lifecycle (Bdesen 80 Omw) (e bussl aumnmerler
ampsamas &neori Lin): The length of time of a product from its
inception to remove from the market comprising five stags:
product development, introduction, growth, maturity, and decline.
It is product planning tool that parallels the stage of human life.
BEenlmwen go®voed 80 edgeomoegs’ 90 BIOO 0nOm
DB, BEwdnm  wdbdme, »85389, DleIAL 1P
38 mIDB Y 8N OO0 eE® D8 eOE SHRST @D
©D. 00w ORE WO @ ITHOD wm BEewem ©1eH®
eROEEA. 2 musHl aurmelear mss, APfwsh, eauaTiEs,

wWwHFe| LHMID Fifle] WHU BB BEOVEHMET 2 6TaTLSERW 2 HLSH
QEMLESID FHans Ul @BHE LILMUILGSS6 alenTumer CHIWL. @l
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weflls aUThEmEUN6T BlemaudE @enemorwimer SWTflliy S L6
SHeNWMTGLD.

331. Product maturity (B&=@» ©8emn®idw) (2-hussL Qureter
w8&rey): This is the fourth stage of product lifecycle. Also, the
period that consumption becomes maximum. e®w B&es€nm &0z

Omed 800x @lwod. ulowddme cul® O wE B0&.
2 HUSHL QU6 aUMpE&Eam&EE &HEMTLLSH 6T HITTHTalS Blen6 ;
BI&HT6| AHSELULFIDTS @) (HSHELD SHTevlh.

332.Product positioning (B&ws@s dmon BE) (e pusSl
aur@mer BlemeuliL@sse): Present the benefits of a product to the

market. w® medRwm yBEw edegeosed 9edus BBO. e
QUIMTH66T [HEITEM LN G606 FHen G5 U6V (LD EITEm 61 & &6V

333.Product strategy (B&een o03®8ne) (e hussl aunmsT
o umwib):  Improvement of product further. Be&wen »OecOs
0188y BBO. 2 HusiH L QuUGETener GLaID CLLLIG SHSIS6.

334.Product (B&g=ens) (epusdl aurmst): A thing produced.

BEeocmHres OB RE $e3d) v 0. @B 2HUSH GFwwliulL
Li6ooT L_LD.

335.Production flow (B&mcm gdoww) (2pus® @LLib):
Distribution of products from producer to the ultimate consumer
through market participants in the supply chain. es@® eo@ed
edegcomg wuIBOTHEY Vo Bdwcmwed 8O gdwm
©08ewdBmwr ¢ BEedn 0 ©8O. aplewnss Fm&eiulsd

Fhensll UBICHHUTTI&ET epeld o musHwmerfldGhs o
BI&ETCaAIMHEEG SWTILILGener ellBlIGWTH S5 6v.

336.Production oriented farmers (Bdmicme ocwm m»Jos
0m85Y) (2. huss srins elaugruissr): Those who cultivate easy
crops and look for market after production. sw®ey e@d® D@ S

@y Bvcmewsy vy 0dgecug owws ©mdxsy.  eefgmer
LUulgsemer LUIFILG 2 MUSHHGL L16T FHensemls G5 (h LI TH6T.
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337.Profit (eowe) (@evrub): Income remaining after reduction of
expenses from revenue. gococe®sy Swe® af) BBe®xT gy 983
O3 g2 ®.  ELTASHOGHSE QFwaSGMs: GamnHs LIDNG
185 (L ETET QB Ten .

338.Promotion (gobamw) (cubu®Gssed): Activities used to
communicate the product, brand, or service to the customers.
W, EOEE 5NOW 09I DD Bend B0 wsIBedemrw

BB ©8m0 OB Hwomndm®. 2 HuSHL QUIEET, eNwmuTTs
&M Ses  CrFamalml  alM&GOSWTNI&HEREGS sflalsaLl
LweTUBLWD QFWmHUTH &ET.

339. Prosperity (easominsw) (agfliy): Situation where the economy
is growing and business opportunities are high. a:88mw d&dm e

D) DD emwE ©w D0d3m gD gwe »BO®W. QFbiy
QUTBETTSTY aIeTIER LMmmIh alenlle eumUILILISG6T SIFHIME @)[HEELD
GLhbleme.

340.Psychological pricing (@ex8eszom e Bwe® HBIO)
(2_emeweb FBUNL aflemevudlev): Setting prices slightly lower than a
whole number. ¢ @00 D&n »OON @& cowBsy

meRem 8@ Crea BIO. ww aaumean allL FHCH GemMeus
AN 6m6LEHEMET SIMIDG 6.

341. Pull marketing strategy (aom&zéhe gocdmoen ¢srs@bnas)
(@wsss sHpamslILGSS0 2 LTwih): An attempt to bring customers
to the product. Market driven production is an example. (Factors
to attract) =8ewdBmRBsy Bdwdn 0dn @ GBOD vs¥zn
CB@N®. eDEComE 8O WOnE BEem® EONOHREA.
(aoSeens S OGBE® W) . QMLEMSWTETISHMET 2 HLISHIL]
QuUTBem6T CBITHEH Q&TeoT(H eI (PWMHE). 2 STTernns Fheng FMJbHs
2 MUSH). (HeULD &TT6e0ol156T).

342.Push marketing strategy (oGg #BBe® gocdmnoem
c0@80w) (saransa shaoslILGSS0 o umwih):  An attempt to
bring products to the customers. Production driven marketing
approach is an example. (Factors to leave). ©08evi8m8s 0dn
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Beedn nFE BIOO os¥vn ¢5fwrns. BEuicms o¢m® »oos
GECOMOH® CONOHRBHE. AMYSHOESLTATIHEDSHE 6LITBL-Sn6T
Q&Tar(® CFIGGIL WWOHH; 2 HusSH FTibES FHSLILGSSHE
2|6 G WM (QaU6flFQ&FaSMNETET &ITT6eul&H6T).

343. Recession (ed@imw) (npsslenev): Situation where the rate of the
growth in the economy decreases. It occurs after prosperity of the
economy. 8Smed 26Xm edow @i dO. Ow &g drieny
388med ©8®adBewsy ©gd ¢. QUTEBETTSTISS T aeaTjFe afgib
SO LD Blemev. QUTGBETTSTTSH 6T QaWllilNhEL LeTumeT Blanev .

344.Recovery (gBwidmw/wmn n5ded oxfd®) (Sre): Situation
where some economic indicators such as employment and
purchasing power increase while others such as savings and
investment may stay low or even decrease. d8wo @ 88 oBe®
QB8 OB 90O wdSm dm N8 O gmd eRGR3O ww

$0wdss) OB W ¢t 00D BOA® owd at) OO. Came
QUMULIL HmILD Q& meTeueoTe] Q&FWILD Hmedr CUIMETm Flev QUITIHETTSTT
GOSTLIH6T SBsflemauld CFlLy whmb wWwseSH CumeTmene
&6DMEUD L_GH6V.

345.Regulated markets (Bw@me »om G odegeosg)
(rmeu@ssILLL shassdr):  Markets in which business is
done in accordance with the rules and regulations framed by
the statutory market organization. Dedicated economic centres
are example for regulated markets. ©19&G8n edegeowsig
By D85Y wmed WO g BB w @0nEI8 OEO amHEO
O10200 8¢ emedm edogeome. Joddn ablm Wsedm

Bwo®@56 OB ¢ 0DOECOME BEYI COWoenes. FlLliuje
FHens S|eLnLILIT6Y 2 (HaUMG&LILL L IRET DM MILD
RUBIGMMEEEEHEE gol el QFLWlUGLL  FHensoerT.
2 _SMIesorong JLLenll&a UL L QUITIHETTSTT 6mLOWIBISGS6T GLIT6TMeoT .

346. Regulative role of the government (Se&ed Bwi®@z m8we®ade)
(ersrmssssar ewrieFBwmear urisefliiiy): Making regulations to
avoid anti marketing activities such as hoarding stocks. The
maximum retail price for rice is an example for regulation. exs®
0cdr » OB OB gecdmien deddd Hwimom® OEsT
NER® wecwr 00QEI8 wwmed BIO. wE wew cud® 8EFE0 8¢
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@qomé@awﬁ. LI & &Hem6rT WAL meulILIgl GumeTm
FHenSLILHSSHSNGS 6T [T Teor 5L_6)19 556005 60 6ITSS L \bE: Yz
ANB (DM EHENET 2 (HOUTEHEGSH6. 2. SMIeord : R &EHETT HPHELULF
Fevevemm allemev .

347.Relationship marketing (3@ Dm30 eeCdmiemnw)
(esmLrurLe spesliLGSs). Building close relationships with
customers. @o8eundBm8xsT w®w 8 wACH @R B HB.
QUITLY 8560 & WLITET & @B L_60T QB BHBIGIL 2_M6)56M6T 2_(HeUMTE G 56,

348. Repeat purchase (532» 82 oB®) (Sear®b aummGse / e
@smeteustrey): Buying the same product continuously. Repeat
purchase are made by existing customers. ®=® Bdesocrres
30380 88 vBO. OB B8enIBmEsy B8t 53 Om 53OS
82 0B 8¢ BTO. @6y AUTGETS QBTLIHS UTEGSE.

JHHOTCO 2 66T UTIQSHMSWTETISTTe Weor(Gh Weoor@Gb GNS5S5
QUITIHET Q& MeTeU6Te)| QFWIWLILI(RSH6 .

349.Research  methodology (s8edsen »Oedew) (e
aswearwenpuiwe): Methods of collecting and analysing data in
research. sfedses OE ¢¥m ded BBe® v BdeCsens BBe®
DO®.  TUFRAWL sresaar GFsflsg LGUUMTLE Q&
Pt S&H6IT.

350. Retail market (8Ecc edgeosg) (oo eflwununys shHas):
A market comprising of retailers and consumers. 8cEco

edogsiesy ©ww lendBmBTensy wd®sIDn edgcome.
Fevevenm elWMUM&G6T WMHMID BISTETTE Q& TeuT(H 6TeT &FhHens.

351. Retailer (8 cs edegsie) (Rshwamm alwrumrd): A buyer selling
products to consumer. 8ewdBmwd BEw@n decd mOD

OO BISTCMHEG QUTHBLEGmeT allDUemer  Q&uluh
eNwimrumil.

352.Sales oriented traders (Bme®0 QST ©DecyY)
(Mpumaruiener CrrEsTe: QsmarL auisssiser). Traders who
focus on sales but not customers. oxecny®G D5 eDedH 50D

OBHE® omedd gdumwe 0w wo»  edeges’.
AUMYHMSWTTIHT CFeneuuiley Hoaleres QFNGHTS  ellDLemeTulley
DL (LD H6UETID QFVGSILD UTSHSHSHTHET.

353. Seasonality (m98>%09w) (Lmer Blemevenin): Periodic fluctuations.
The presence of variations that occur at specific regular intervals
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less than a year, such as weekly, monthly. =mci55:8
CODOODWHY. whemr, 8O OB @dcdemO al) WICHH

nE eOEWO B¢ BO.  ouLIGUTSTET FHD QDESHBIGEHT JSTEUS!

QMITHSD , WLISTHSL CUTETH @M IMBLEHMHGID Gemmeu et
GO L GenLQalefluley gmUG LD mmiImH &6.

354.Secondary data (¢888» ¢o¥») (@rerLmb plevevs srey): Data
that have already been collected through primary sources. goo®z=
§Cog »TWr OO O WO B CID. WNBETEND SGTIHIGET
epevld gmserCeal CF&FlGaELILLL STy

355. Self-sufficiency (ed9woeed8mwpidw) (searaflamear): Ability to
produce or make everything that needs. @oaxs 8eFc Bdsiemw

BBEO owd @800 g B wd. BDEG GFE0n6UWIT6r
IMETSHMS WD 2 MLIGH QFUILILD 3]6V6VGI 2 (HAITE G LD HMeT.

356.Selling (88®) (abuser Gswse): The activity of
transferring of a product to another for money. vwed@ @z eOm =
gldoceousO §eE wewr ©i0; BBe® Fwimdm®. e QUT®BmET
GaUfILLIABH S ) 6T 6T TIHe[HEHE LIS HME&TS IMHMID QEwmUT®H.

357.Selling concept (8Ben® womEsw@) (MbHUaT eTaTamssm):
Selling concept focus on making every possible sale of the
product, regardless of the quality of the product or the need of the
customer. BEen@med @enFOmpide eund dewdBmwied
3DOBOB @BNBEE N8 B ©:® aylsI® Bdwemed

gecdw B8RO udenn ¢Dmw 0w BIO. aun@esar s
gl Mg EmGWTeT el CHemelemull HalaTHH) G &T6TeTTS,
R6IQ6UTH FMSEHWMeT ellMLiemeTuilenin &HealeTd QFNISSIS6.

358. Situation analysis (50 8deCsenw) (GpBlamal LGUUTLIY):
The analysis carried out to identify the strengths and weaknesses
in the present system. 255057 »Oed @AY wo EDED vEsYN

OB® wewr 8Bg WO B¢ DFeCrent. SHEUTMSW &L LI
2_aTer Leuld LOMMILD LI6V 6 60T 161 & 6 61T S|6MLWITETLD &5 T600T
CLMA&meTemLILI(BL LGLILITUIeY.
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Small-scale production Stakeholders

359.Small-scale production (m&» ©8&ien BEswemw) (BPw
siemellener 2 pugs): The production of a commodity on

smallholdings. m&» ©n ne vIedd v e Bdsiemw BIO.
P0CsTHe WWHRUIILTEH @ QUMTHeTler 2 MUSH.

360. Societal marketing concept (e®8s cecdmoen womEB®)
(Fevs shaslILGSS6 aamamsam): 1he business focuses on how
to fulfil the needs of the customer without affecting the
environment, natural resources and focusing on society's well-
being. s8edw, e0vidm w®us v w®ited WO emeds
DO 02005 g153¢8sT BewdBm gdanno wycBe B8Eaed

10300 WO DR @6 0wl BIO. &HyEFEGL6H, @WhHans
GUEIT I &5 6T LOMHMILD FeLn & 5 G eor 56VATLDEM A UMH & S5TIN60
QMY S&WTaTHlaT CHemelsemeT elalalmml BlemmGaimmialgl 6TeTLIGH6
SHAUGTID QFVISSILD 60U HL 61 &6M&.

361. Specialization (Sed8msencs) (Bluemsaiaun): Concentration on
activities that person has talent and skills. Farmer who has skills
and talent does farming. Hunter who has skills and talent does
hunting. gdocewn ©n Pemdw 1 HBBDE &xd
Bwomom® B¢ BIO wewo gdmdw 0wl BIO. ¢wemde ®o
OB D @B @008wo @08m s WO8B. ¢WemDG W WwBWD B
QWO ¢W® OB . e® BUF &b HoULGS CHIFR Qe
QewpUT@Sefler Heuarld  QFNGHSISH6. aleugmwid  QFWwd
Fmenwowjerer  efleusFmul efleusmwid QFWRMIT. Coul 60L& &Tyeor
Call emL Q&F WIS MIT6oT.

362.Spot market (s08>» edgecowme) (eLans speas): Selling
commodity at delivery time. It is also known as cash market.
Wedt) ¢ 9 8e® dEed wiedt) DBHE. dw §ed
edegcomg eE® ¢ »&sied. QUMEIG LI & EBSHGL
alhuaiseEps@Gh  @ealulley alFlCwns GCHISHe QUITIHL &6
alMHLemeT QFUISE @& LITTTEF FHemns 6T6iTe)|lD SeM&SLILIGR MG

363. Stakeholders (s08002605Y) (eissammwentcwry): People who
are interested or benefited from the business. ®xsse06w emedd
COTOR OB 0wl YA CID YeHoRBsY. aalasHear s
GHOM QFNSSID 0&GH6T LNflay.
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364. Standardization (g88mcenw) (Blwwliu@sse): The process of
developing and promoting an established standard such as size,
colour, and origin of the product. Bg=s@med Sacsdws, DEesws
@ GEoddww OB F8n wnwer DEIme BZe® 0o
yo8dmw BBe® HwdBw. o pusBular oemey, BIDL WLHDID

oMo  GumeTm Bloyeulill L BlUILDKISGEEHL T8 2615 G el &G LD
QF WL (LPeM.

365.Storage risk (0a&n @Dex»®) (csluy ewugs): Loss quality
deterioration due to natural hazards such as fire, wind and floods,
and pest attacks. 8x¥», ge® ©» ©-Onc OB BDowadm ceed
@y  sgeadddwmwesied 9B odneds’ oath Bl
QeI 0D BB woe® gdem®. &, &MHm HmILD GeusTerDd

LOHMID LFFR STEHEGSH0 GUTEIM GUMDeNs ILLSSIHETT SHISH60
gHUBL GmmUT@.

366. Storage (o280 B3®) (e¢siuy): Keeping of goods in a special
place for use in the future. eznomed wIOmw wewo wIedd Sodds
OB DD OO, aRFHETVSH LWATLRSSID CHTHHO QR
FLILTET @)L SH 60 QLITIHL G606 606155 (H5H6V.

367.Strategic planning (¢©0e®88m wcy@moens) (apGamumu
& LdLev): Process of setting goals and objectives, analysing
internal and external business factors and formulating long term
approaches to meet the goals and objectives. gca=m w1 ¢o@ e
B8O, gOBBIHO B DB D008 oW SdeEBeny BEE
@ QWD W g0Yen wyHE® wewr 8@ WED® YedRWsY
B8O, GevEHEGSHET DHMID GM&CEHTETHEET HMNSSHE, 2 6T IoHmILD
Qeuefl euetlla &myevildeneT LGLLMIGE QFUSH LHMID @ 6VEHESGH6T

WOHMID GSMHECHTHTHMET el HeooTL HTeV  3I6IE (LD HEM6T
2 ([HEUTEEGHEH6V GLITETM Q&I (LN M E6IT.

368. Subsistence farmers (@g® e»8=Y) (ampansry elausmulser):
Farmers who focuses on cultivation for own consumption.

»OsIed sBowndsmw wewr DvDs 8¢ OB emdsy. QFTHs
BI&Te&H&TS LWITE QFllansuile FHuU@GD efleugsmuiser.
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369. Sufficient condition (y@iewox®m emisiedBw) (Gunsibmer
Blupsener): Condition that requires to things make happen.
Necessary condition is not sufficient to things make happen.
Willingness is a necessary condition and income is a sufficient
condition for demand. me8wwsy 8¢ B0 y@ IO BB DWY.
Bwwsy 8¢ 80 8Dan® HFDWsY 8O Y Iwds em0ed.
CCO® wew gDEB® HFOWG W OPID OB @m0 $6w® & rendrsy

BEDG/00me 0. GMsSs aLWnsEmeT BaLWeamlLG S0
Blenev. Ggemaulmeor el LIMBISGET HenL_GLIMG G5 et6UUTeoT Bl LITHS 606018 6T
Gumsmenn . &@LU TS @@ SeUGIWILDTET BlLHSHeM6T MM
QIBLOMETLD 6TaTLIGS C&6Tail&as Ter GLIMSILOITEOT 6] LITH S 6M60T.

370.Supply  Chain  Management (SCM) (e3@®  ¢®
DEOWCemn) (MBlcwnss smB waToLSsen). The
managing the supply chain through design, planning, execution,
control and monitoring of its activities. s;cg® B3O, Hwr¥®©nm
BBO, memw RBIO wy adFsams BEO HES wvy® eed

Bw00m® WmE@mumieme BEO. agamnssn, HLULEL6D,
QFWMLMSSIS6, SLOLLUBSSIH, F600TS el 1S H60  GLITedTm
QEWMHUTGSET eneuld alBlICW NS FmiS edenl (NS MM Q&FUIS6.

371.Supply chain (s1s9® ¢0®w) (sMplewunss sm&el): The sequence
of process involved in the production and distribution of
commodity. woedt) BEsacmrs o 0D 98O 8B HwdEed

anB8EeDE. QuNeL s 2 HuSH LHD ABCWTHESHH FELUGLD
QEweTnenmaerflear eufleng.

372.Supply side wholesaler (e:34® 518 om0 edegsIe) (aprisan
emg @wmss efwrumdl): Wholesaler purchasing products in
production area. Bdwswcy yedned BLen 8ce omy EI®
@m® eDeEsI0. 2 HUSH QFWWL @LSHNGHS QUTGL Seflenar
QMG QTsSs elwmumiyl.

373.Supply (esre33®) (supriissev): Amount a product that a producer is
willing to supply at each price. Bdscmoewxs O o= SE®»O
©B800 OB BLwln y&rews. @G 2 husHwrery GuiuilL
aflemeuuiley apMmEIgG FUWMTTS @ HEHGLD R GLIMHErT6T 2j6Tey.
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374.Tangible  products (&dsda =m»e o  Bdsln)
(esm_@emrrssmqw Gum@Lser): Products that can be seen and

touched. ¢iBs w1 o dobn me v Bdoocs). UNTEEESIQW
LMD QBHTLEFIQU QUUITIHLSHET.

375. Target market identification (pc=» edgecesig v OBO)
(@euéa@ek &F1b60) 5 Ul emeor QJGNI_U_IHGTTI'EJHSFI'@.IQSGU): The process of using
income, demographic, and lifestyle characteristics of a market and
census information to identify the most favourable locations.
EDEECOMED WO, ©BB) DR ® 5 8B 0O BT 85Y
B EMORN0; OBsT edgecoig wews D& B e
HEHN OO,  UGLTEID, WLEHHEHTOSTOS HMILD CUTHEENSLPEND

LeoorL|&emeTll LweTU(hSS HISFCaumflar Qsm@GHeanl BFmefls@Ln
Q&FWeTLHEnM.

376. Target market (pca» edogeowsig) (@uées shams): A group
of potential customers to whom a company wants to sell its
products and Services. ©@oex 88z Bw Bdwwcm o @@

3ecd RBOO wBwWd B ®8endBmésy 88e. e Bloauerd
STl 2 HUSHL QUITELSET WLHoD CFameausemer allms ell@ELLh
QUITLY & 60 & WA T 85 6rTl6dT (& (L.

377. Targeting (ocs» B3O) (awse omassa). Breaking a large
market into smaller segment to concentrate on a specific group of
customers. B@ESn 08ewIBm@sY medthw®@ emeds ¢dimw

@w® B3O wewr SR eDeECeBIeH WD 00 DEO W B®.
&M 55 LNfla FHenNG AT &N WTETTSHET LSS &Hal6TD Q&M &5 eSS TH
Quflw FHanssemar Al FHengsemmsll LS 560.

378. Tariff (o> a> wedn) (Sremar): A tax imposed on the goods and
services imported. gomy@mw OB @ W) Wo @D BEWI BB

G¢ @¢. @AWSGLS QFUWILGLL QUIGLSEHT IDHMID CFMEISHEHEHS
A& &s LG eurfl.

379. Technical efficiency (mifenm m8eme®@m0w¢) (agmdaul u
aemers®mer). Reduction of cost of performing a marketing
function. g8 880wBsY gecd BBe® mEwwsy 9g RBBE.
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Technology Ultimate user

FHasLLRGS QFwdUThSsellhaTar Qsmblel Lih Q& MLFLUTer
QF V6 EHEMETE H6DMEHH6V.

380. Technology (msfsenws) (asmdan uih): Scientific knowledge
generated from experiments. 3=z es 98T “ormw OB B¢
8@)3353”@263 SO, GEMHDETSHE eLN6EVLD 2 [HEUMSSLILIGBILD 6lE5EhmeoTd
Fnyhs Sinfle)

381. Time utility (=8> csewed@m90) (emru uwearun®): Satisfaction
created from supply of a product at the time customer wants.
0800I Bmwid @D@s @DEIVD wredtwn w1Be®s CABTHH §

DaBBG. QUMTLSHMSWTNHSESG @M QUTmeneT FHWMeT GCBIsSSH e
QULPMBIG IS TE) Rt &G0 HHLIS.

382.Trade policy (edege yBodBas) (ajssss asmdms):
Intervention to imports and exports for managing imports and
EXPOILS. @z o BBHWBD BEOIWO W ey O18ws I®.

@M&EGLS LOMHMILD ghminGlenil WasTaLLUHSSILD
Q&F WGP MWITELD.

383.Traders (edges¥) (arsssiser): Persons who buy and sell

go0ds. wes®) Be cvs Omens yEORHsY. QAUMEBLH®ET UMhHE)
M@ BLITSET.

384. Transaction (omyecn?) (uflaugsseer): Result of the exchange.
OG0 yBIR®. uflrHosSear efllenerey.

385. Transportation (goww»w) (urseearss):  Distribution of
goods from one place to another. &= &@dimwm 80 »ds

BB O e e V8O, @B QLSHOGHE @ETOTTH
@LSESHMG QUL &erfleneT G mTeror(hG&F 60606V

386. Ultimate user (g¢dez s88cmad) (@@ uwerrary): Consumer-
An individual or organization that buy products for own
use/consumption. (208e®vdBmwr) »OTed® wadnmw/sdewdsnrw
wewy BEwmem B2 oxfon yglocewm owd grunm@s.

BI&ETCAMT- Q&FMHS 2 LUCWTHESHNGTH/BISHTOGHHETS GCLIMIHL &6
QIMMHBIGLD @@ S6oflBLT VLS BlmIGIGTLD.
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387.Un-tangible products (&=de »me oo Bdedn)
(esm_@enry wriywrs Qu@mLsar): Services that cannot be seen and

touch. eonesemm ©w Bdudn e e B eeddsy UTFHSs
WUWIMTS WMHMILD QSITL (WDIQWITEH CFemeUH6T.

388. Urbanization (z»e8mdenws) (rsrwwnrésa): Growth of rural

areas into cities. ©8®s yeode »vd DO DEImw .
STTOLILMMBEISET HEHJEIGETITS 6U6TIEF LML 56V.

389.User (288cmws) (uneuemerwmeri): The one who uses or
consumes a product. B&=een ez’ ©8m mO ewd sBewdsniw
OB BB . @ QUTHEn6TL LWeTLUGSSILIeUT.

390. Utility (csewed@=99) (uwerun®): The satisfaction that a person
gets from a product or service consumed. Bdenwxs ovd
0D RES ylocewn CIB mdBw. maIuMT BISGTLILGLD

@M 2. MmusHL Qummefledmbs 9evevgs CFaeuuNBHE &6mLh
SeUH.

391.Value added products (gwe omn me¢ Bdsen) (Quawd
GsissLLLL Qum@mLsear):  Those that change of the original
products. Examples are paddy into rice, rice into flour, fruit into
fruit juice and fresh vegetables into dehydrated vegetables. &
Bwned 00me amd. O, wncE 900 un 80, wwd, wud 83
DO o OO, B8ENTL, 8RR Y& DEO ©H B YO DD, BEE»®W
DE OOV DO o DO eowden ©D. 2 HUSHILI QAUITGBE 6TTaT6oT
ST  QLGEHMME. 2 GMTFeorong  QBevedamer flFwns,

A Wlemer WMaITE , LWPSHeneT LPFFTMTSH, &TUIsMN&se6rfleneor
QUMMEVGEITTE LOMMHMIGEV GLIMETMEmEM.

392. Variability of product quality (Bde@» gessfded 50E1sm00)
(eepus®l aunmeflar srs®ear wroun@): Change in product
characteristics such as freshness, size, and length with producers.
Bescmrod 53020, y@iemnw @ 2o OB BEwldn Cmeem
edm»ed 8®. @@ 2 MHUSHLI QUITHETTES LSS ewrie)], Si6me] Mmi
Berid GumedTm UetorL&erfledr g liLiemlulev 2 mugsHwmeril bl mhgl
LOTMILI(HS6V.
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393.Variable costs (89c»s 889iw) (bwmmib seeyser): Costs that
change over the quantity of production. Example is cost of
packing materials varies with volume of production to be packed.
Beoem y@reww gm0 odmed 05 83016, conieme oG
#1801® O ey O B8O @30i® e @ BEsoem 8800
Z2)[3) Dl ©d. 2 pusHWIET JeTemel WLMTHMID QLTS LINUELD
Q&F6V6|Se6T. 2 HTeorons: QUTHUILe QUL seaflar  allemev
QUTHUILLILL Geuetrigwl 2 MLIGSH U6 Sjememelll QUITMISS LmmiLIBID.

394.Vertical integration (86 Smadd BIO) (BleomevsEssmer
eom®ameuriiy). Combination of activities such as production,
processing, distribution, and marketing in the supply chain.
183@® ¢®ed Bwicmrew, 8O, 0 (8O wy geEdMTTw®
OB Hwomom® &mmAcL BOO. alFlcwnss Faielule 2 HUSH,

QF WSS, aBlGWMasL  WMHMID  FHasSLULGSSH  CUITETM
Q&FWeLLIT(H G660 62 (H I G emeuorLiL].

395. Wants (¢0®»%») (efmriumser): Wants are something that you
wish to have to meet your need. Red rice is a want, and the rice
is a need. Want is specific and need is general. ®e8 @dasmo
8300800 @D 0B ecwB. 0 HE OOV OB gnd wHE
3OOBOBR. cOOBN Bddm O gm0 gO@BDO® 30@rzN0s
@ewR. 2 MmHET CHmaGMETL LISH QFuw Brasdr ef@GLyn
Am&FSH6T. Falil HF e Aplud; S e Cxamel. G el
S|DETAUBHSHGLD QUTSICUTETSI; 26016y eil(HLILILD LmmiLIBID.

396.Wholesale market (emo odgeemg) (Qurss eNwrurys
smens). Buyers are wholesalers who purchase large quantity for
resale. emn odoges? B8 7 O» BBE® w®ewy B

5@renews’ wedd) 82 oxizn e,  wmelbhumearssts
Quflw siemeiléy QLOME S ellMLIEETUITET J&H6T aUMhIGLI M@ @LLD.

397.Wholesale price (em» 8c) (awnss eflenev): Price paied by a

wholesaler. om0 cdeogsioen B8z cvdm 8@. CwMss
AN MLIENETWITETTTL QFSSLILIGID eflemev.
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398. Wholesaler (em00 edegsic) (aumss eflwrumfl): A person or
company that sells goods in large quantities mainly, to retailers.
g Dnews’ 8FEO 0DegsIesI0 SaE Drewsy wiedd) eeEd

OB ylocowm @®d ©@00®2. Flevevemm
AN MHLIENETWITETI&H @B &8 MSH QILIMTIBLSHen 6T 3H & emalley ellhH@Lh e@® BT
S|V6VE! BlMIGUEDTLD.

399. Wholesaling (e»®) (ewngs edwruryin): Selling in bulk. eswe
DRnewrsy OBMO. QLSS alHLM6T CFUIS6.

400.Yield (egdost») (afemergser): Amount of a crop produced per
unit of land (Acre, hectare) 92® Smmw wews Beedm E¢
eIl §reme. @B VG BlUsHH (&6, Qas&CLF CUTaTD)
2 HUSH QFWWlIL@LD Ludfler ojemey
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