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@it (Merchandising )

@Y (Buying)

@ (Selling )

@i (Transportation)

G (Storage )

OrAE L3 L k8 fF1T (Standardization and Grading )

@@l (Financing ) |

@i (Communication )

Oralmfai (Risk taking)

@. R.F.Breyer, The marketing Institution, 1934.

@. F.E.Clark and C.P Clark, Principles of Marketing, 1947, P.12.

" @®. E.A.Duddy and D.A. Revzan, Marketing . An Institutional approach,
1947, P.109.
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@. E.A.Duddy and D.A.Revzan, Marketing

- An Institutional approach,
2nd ed., 1953, PP.46—48.
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"A. Functions of Exchange ' /

| 1. Sqlli_ng (demand creation ).
2. As;sémb]ing (buying )
B Functiér{s, of. Physical Supply
L3, Transportation
4, Stofagé
C. Facilitating functions
5. Financing |
6. Risk —taking
7. Market Information (its collection and interpretation ) -

8. Standardization
@. E.A.Duddy and D.A.Revzan, op.cit., 1947, P.2L
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@. E.A.Duddy and D.A.Revzan, op-cit., 2nd ed.,’ 1953, P.36.
@. Ibid., PP.38—44. o .
@. Ibid., P.53.
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@. 1id., chap.N. |
@). fﬁlfil;fJ .R.Commons, The Economics of Collective Action, 1951, PP.
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@ E.A.Duddy and D.A.Revzan, Marketing : An Institutional approach,
1947, P.105.

@9 R.F. Breyer , The marketing Institution, 1934, chap.[[and NN.
@ E.A.Duddy and D.A.Revzan, op.cit., P.106.
@ Ibid., P.117
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"R.F.Breyer, op.cit., chap. X.

E.A.Duddy and D.A.Revzan, op .cit., P. 417
Ibid., P. 418. |
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