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ABSTRACT 

This comparative analysis explores the distinctions 

between generic and branded products across 

various dimensions, including price, quality, 

consumer perception, and market presence. 

Branded products typically command higher prices 

due to extensive marketing, established reputations, 

and perceived quality, while generic products offer 

more affordable alternatives with comparable 

functionality. The study highlights how consumer 

trust, packaging, and brand loyalty influence 

purchasing decisions, often overshadowing 

objective assessments of quality. Additionally, the 

research examines regulatory standards that ensure 

the safety and efficacy of both product types, 

particularly in sectors like pharmaceuticals and 

food. Ultimately, the analysis provides insights into 

the trade-offs consumers face and the strategies 

manufacturers use to position their products in 

competitive markets.[1] 

Keywords:Branded products , Generic products , 

Consumer behaviour , Price comparison , Generic 

products, Consumer behaviour , Price comparison , 

Brand loyalty, Market analysis . 

 

I. INTRODUCTION: 
Today’s competitive market, consumers 

are presented with a wide variety of product 

choices, among which branded and generic 

products are two of the most common categories. 

Branded products are typically produced by well-

established companies and come with a strong 

brand identity, premium pricing, and perceived 

superior quality. In contrast, generic products are 

often marketed under a store brand or no brand at 

all and are typically priced lower than their branded 

counterparts. Despite these differences, both types 

of products are available across various industries, 

including pharmaceuticals, food and beverages, 

electronics, and household goods. 

The decision between purchasing a 

branded or generic product often hinges on factors 

like price sensitivity, brand loyalty, perceived 

quality, and consumer trust. This comparative 

analysis explores the key differences between  

 

branded and generic products, examining aspects 

such as pricing, quality, consumer perception, 

marketing strategies, and the impact on consumer 

behavior. By understanding these elements, 

consumers can make more informed choices while 

companies can better position their products in an 

increasingly price-conscious market. 

In many areas, particularly in the food, 

consumer goods, and healthcare sectors, both 

branded and generic items are prevalent. Although 

both kinds of items fulfill comparable purposes, 

they vary in a number of ways, including cost, 

quality, promotion, and customer perception. The 

main differences between branded and generic 

products are compared and contrasted. 

There are many different types of items on 

the market, but two of the most popular ones are 

generic and branded. Although they meet distinct 

customer wants, preferences, and budgets, both 

have the same function. While generic items are 

usually made by manufacturers who do not engage 

substantially in marketing or brand building but 

offer identical functionality at a lower price, 

branded products are frequently connected with 

well . 

Customers, companies, and marketers all 

need to be aware of the distinctions between these 

two product categories. Generic products are more 

affordable without sacrificing necessary features, 

but branded products typically guarantee a better 

degree of quality, trust, and innovation. The choice 

between branded and generic goods is influenced 

by a number of variables, including price, quality, 

marketing impact, and brand loyalty. In order to 

identify the benefits and drawbacks of each, this 

comparative study compares the unique features of 

branded and generic products, looking at elements 

including cost, quality, consumer.Several important 

elements, which can differ based on the product 

category (e.g., pharmaceuticals, food, or consumer 

goods), affect the overall price differential when 

comparing the pricing of branded versus generic 

products. Below is a summary of the main 

distinctions. 
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Branded goods are usually more costly 

than generic substitutes. The increased value of 

packaging, customer service, marketing initiatives, 

and brand recognition is reflected in the 

premium pricing. For instance, because of 

research and development expenses as well as 

patent protection, branded medications in the 

pharmaceutical sector may be substantially more 

expensive than generics.Compared to branded 

equivalents, generic products are often 30–80% 

less expensive. These goods are promoted without 

incurring additional expenses for branding and 

advertising. Generics are frequently less expensive 

because of a lack of marketing and brand 

promotion, even when they are almost identical in 

terms of quality and formulation. Branded products 

often have high research and development costs, 

especially in industries like pharmaceuticals, 

technology, and consumer electronics. These costs 

are factored into the product’s final price. A 

significant portion of the cost of branded goods 

goes into advertising, promotional campaigns, and 

building brand loyalty.[2,3] 

 

1.1 Packaging & Design:  

Brands invest in distinctive packaging and product 

design to differentiate themselves from 

competitors. 

 

Generic Products: 

1.1.1   No R&D or Advertising Costs: Since 

generics don’t invest in R&D or marketing, their      

pricing is often much lower, focusing purely on 

production and distribution. 

1.1.2 Economies of Scale: Generics often benefit 

from economies of scale, producing large quantities 

at lower per-unit costs. 

1.1.3 Same Regulatory Standards: In many 

industries (especially pharmaceuticals), generic 

products must meet the same regulatory standards 

as branded products, ensuring similar quality but 

without the added brand costs. 

 

1.2 Quality: 

Several important aspects, such as 

components or materials, production procedures, 

consistency, and consumer perception, are usually 

at the center of a quality comparison between 

branded and generic products. Below is a summary 

of these areas: 

 

 

 

 

1.2.1 Ingredients or Materials  

1.2.2 Branded Product : Often use higher-quality 

or more expensive ingredients, which might lead to 

better performance or taste, especially in categories 

like food, cosmetics, and pharmaceuticals. 

1.2.2 Generic Products:  In many cases, generic 

products use the same ingredients or active 

materials as branded products However, sometimes 

the quality or concentration of ingredients might 

differ slightly, depending on regulatory 

requirements and cost-cutting measures . 

 

1.3 Manufacturing Process: 

1.3.1 Branded Products:  Branded products 

generally adhere to more stringent quality control 

measures and tend to invest more in ensuring 

consistency in production. This means the branded 

product might have more reliable performance over 

time. Generic products often use the same 

manufacturing standards, especially when they are 

produced by the same factories as branded ones. 

However, generics may not always maintain the 

same level of consistency due to differences in 

equipment, protocols, or adherence to standards.[4] 

 

1.4 Consistency: 

Branded Products:  Tend to have high consistency 

in terms of performance, taste, and appearance. 

This consistency is crucial for brand loyalty and 

repeat purchases. 

 

Generic Products:  While some generic products 

maintain good consistency, they can sometimes be 

more variable. There may be instances where the 

quality can vary batch to batch, which can result in 

uneven customer experiences. 

 

1.5 Packaging: 

Branded Products:  Usually invest significantly in 

attractive and durable packaging, which can 

improve the perceived quality of the product. 

Packaging is also often designed with features like 

user-friendliness, safety, and sustainability in mind. 

Generic Products:  Typically have simpler, no-

frills packaging. While the functionality of the 

packaging is usually adequate, it’s often less 

appealing or eco-friendly. This can sometimes 

affect the perception of quality. 

 

1.6 Regulatory Compliance: 

Branded Products:  Often have extensive 

regulatory compliance and are more likely to be 

tested for safety, efficacy, and quality. Well-known 



 

 

International Journal of Pharmaceutical Research and Applications 

Volume 10, Issue 2 Mar–Apr 2025, pp: 2754-2760 www.ijprajournal.com ISSN: 2456-4494 

                                       

 

 

 

DOI: 10.35629/4494-100227542760   Impact Factor value 7.429  | ISO 9001: 2008 Certified Journal Page 2756 

brands usually adhere to higher standards to avoid 

any public relation issues or lawsuits. 

Generic Products:  Must meet the same basic 

regulatory standards as branded products, 

particularly in pharmaceuticals and food. However, 

generics might not undergo the same level of 

scrutiny in terms of long-term testing or innovation 

. 

 

1.7 Marketing and Advertising 

In the competitive landscape of consumer goods, 

both branded and generic products are marketed to 

appeal to distinct consumer bases. This analysis 

compares how each category utilizes marketing and 

advertising strategies to position itself in the market 

and attract consumers. 

 

1.8 Brand Identity and Perception 

Branded Products 

• Emotional Appeal:  Branded products often rely 

on creating an emotional connection with 

consumers. This is achieved through storytelling, 

lifestyle imagery, and celebrity endorsements, 

aiming to make the brand a part of consumers’ 

identities. 

• Premium Perception: Brands typically 

emphasize the quality, status, and reliability of their 

products. Marketing strategies may highlight long-

standing heritage, superior craftsmanship, or 

innovative technology, reinforcing a sense of 

exclusivity and luxury. 

1.9 Consistency: 

 Brands maintain consistent messaging across 

various platforms (TV, social media, print) to build 

a reliable and recognizable identity over time. The 

focus is on building long-term customer loyalty. 

 

Generic Products: 

• Value Appeal:  Generic products, on the other 

hand, focus on highlighting affordability, often 

using straightforward messaging that emphasizes 

―same quality, lower price.‖ Their marketing is less 

likely to appeal to emotions and more focused on 

the practical benefits. 

• Functional Positioning:  While generic brands 

aim to provide similar or equivalent performance as 

branded products, their marketing messages 

typically highlight basic, no-frills functionality 

rather than premium features or unique benefit.[5,6,7] 

. 

 

 

 

2. Methodology for Comparative Analysis of 

Branded and Generic Products 

The comparative analysis of branded and 

generic products involves a systematic approach to 

evaluate the differences and similarities between 

the two categories in terms of various factors such 

as price, quality, consumer perception, and 

effectiveness. Here’s a step-by-step methodology 

In today’s competitive market, consumers 

are often presented with a choice between branded 

and generic products. Branded products are 

typically produced by well-known companies that 

have established a reputation for quality, reliability, 

and trust, whereas generic products are typically 

produced by lesser-known or unbranded companies 

and often sold at a lower price. Despite the 

apparent differences in cost, consumers and 

businesses alike are increasingly interested in 

understanding the nuances between these two types 

of products, especially when making purchasing 

decisions. 

 

2.1 Define Objective and Scope 

Objective: Clearly state what the comparative 

analysis aims to achieve (e.g., comparing the 

quality, price, and consumer preferences of branded 

vs. generic products). 

Scope: Identify which products or categories of 

products (e.g., pharmaceuticals, food items, 

household goods) will be included in the analysis. 

 

2.2 Identify the Criteria for Comparison 

Select the key attributes to compare. These often 

include: 

Price: Cost comparison between branded and 

generic products. 

Quality: Evaluating the overall quality, durability, 

effectiveness, and performance. 

Data Collection 

Product Sampling: Select a representative sample 

of both branded and generic products within the 

product category. 

Survey or Focus Group: Gather insights from 

consumers to understand their preferences, 

satisfaction, and perception of both product types. 

Secondary Research: Review studies, articles, and 

reports comparing branded and generic products. 

 

Guidelines for Conducting the Comparative 

Analysis 

Objective: Ensure that the analysis is unbiased and 

based on facts and data. Avoid personal biases or 

assumptions. 
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Use Valid Data: Rely on reputable sources for 

product information, consumer surveys, and testing 

to ensure data credibility. 

Control Variables: Where possible, control 

variables that might skew results (e.g., testing 

identical product types under similar conditions). 

Ethical Considerations: If using consumer 

surveys or focus groups, ensure ethical guidelines 

are followed (e.g., informed consent, 

confidentiality). 

Account for Product Variations: Recognize that 

branded and generic versions of the same product 

may still have variations due to different 

manufacturers or formulations. 

Ensure Relevance: The products and criteria 

chosen for comparison must be relevant to the 

target audience and research goals. 

Clear Reporting: Present the results in a clear and 

structured manner, ensuring that all findings are 

easy to interpret and understand. 

By following this methodology and these 

guidelines, you can ensure a thorough, fair, and 

insightful comparison between branded and generic 

products.[8,9]. 

 

3.1. Understanding the Products 

3.1.1 Drugs Branded: 

These are drugs developed by a 

pharmaceutical company and marketed under a 

trademarked brand name. They are often associated 

with innovation, unique formulation, and a specific 

image or identity 

 

3.1.2 Generic Drugs: 
Generic drugs contain the same active 

ingredients, strength, dosage form, and route of 

administration as their branded counterparts but are 

marketed under their chemical name or a different 

brand name. Generic drugs are typically less 

expensive than branded ones 

 

3.2. Regulatory Considerations 

3.2.1 Branded Drugs: 

In most countries, branded drugs must go 

through extensive clinical trials, regulatory 

reviews, and patent approval processes before they 

can be marketed. 

Advertising for branded drugs is regulated by 

agencies like the FDA (Food and Drug 

Administration) in the U.S., and similar bodies in 

other countries. There are specific rules regarding 

direct-to-consumer (DTC) advertising, which 

include providing balanced information about risks 

and benefits.[10,11,12] . 

4. Marketing and Advertising of Branded vs. 

Generic Drugs 

4.1. Product Understanding 

Branded Drugs: Trademarked, developed by 

pharma companies, associated with innovation and 

strong brand identity. 

Generic Drugs: Bioequivalent to branded 

versions, marketed by chemical name, focus on 

affordability and accessibility. 

 

4.2. Regulatory Considerations 

Branded Drugs: Undergo extensive clinical trials 

and regulatory review. Subject to strict DTC 

advertising regulations (e.g., FDA). 

Generic Drugs: Must meet bioequivalence 

standards. Advertising is minimal and usually 

targets healthcare professionals.[13,14] . 

 

4.3. Marketing Objectives 

Branded Drugs: 

Brand Loyalty: Build long-term customer trust. 

Differentiation: Highlight innovation, unique 

features. 

Education: Invest in awareness campaigns for both 

consumers and professionals. 

Generic Drugs: 

Price Sensitivity: Promote lower cost without 

compromising quality. 

Trust Building: Reassure on FDA approval and 

safety. 

Tactical Offers: Use volume discounts and 

promotions to influence healthcare providers. 

Advertising Channels 

Branded Drugs: 

DTC Advertising: TV, print, social media in 

countries where allowed. 

Physician Outreach: Sales reps, samples, sponsored 

education. 

Patient Support: Discount cards and assistance 

programs. 

Generic Drugs: 

B2B Marketing: Focus on healthcare providers, 

pharmacies. 

Educational Support: Medical conferences, 

literature. 

Retail Promotions: Highlight cost savings via 

pharmacies.[15,16] . 

 

5. Key Marketing Differences 

Branded Drugs: Emotional appeal, storytelling, 

testimonials, innovation focus. 

Generic Drugs: Practical messaging on value, 

safety, and regulatory approval. 
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Challenges 

Branded:Patent expirations and regulatory 

scrutiny. 

Generic: Gaining trust and market share without 

consumer advertising. 

 

Flowchart: Branded Product Launch Process 
1. Identify Market & Consumer Need 

2. Develop Product Concept 

3. Conduct Market Research 

4. Develop Branding Strategy 

5. Define Features & Differentiators 

6. Design Product & Packaging 

7. Create Brand Identity 

8. Set Pricing Strategy 

9. Manufacture Product 

10. Create Marketing Plan 

11. Launch Advertising Campaign 

12. Plan Promotions & Distribution 

13. Monitor Market Response 

14. Adjust Marketing Strategy 

15. Build Brand Loyalty & Engagement 

 

6. A Consumer Perception 

Consumer perception of branded vs. 

generic products is influenced by a variety of 

factors, including price, quality, trust, and 

marketing. Here’s a detailed breakdown of how 

consumers perceive these two types of products 

Consumer perception plays a pivotal role 

in shaping purchasing decisions, and it varies 

significantly between branded and generic 

products. While both types of products serve 

similar purposes in the marketplace, their consumer 

perceptions are often influenced by various factors 

such as brand reputation, quality expectations, 

price sensitivity, and personal values. Branded 

products, which are often associated with well-

known names and logos, tend to evoke feelings of 

trust, quality, and prestige. On the other hand, 

generic products, typically characterized by their 

lack of branding or the use of store or unbranded 

labels, are generally perceived as more affordable, 

but may be seen as lower in quality or less 

desirable compared to their branded 

counterparts.[17,18] . 

 

Brand Recognition and Trust 

Branded Products: 

Familiarity and Trust: Consumers often 

trust well-known brands because they have built a 

reputation over time. Branded products are seen as 

reliable and consistent in quality. 

Perceived Value: The brand itself can be 

associated with higher quality, even if the actual 

difference in product quality isn’t significant. 

Consumers may also assume that branded products 

are backed by stronger customer service, 

warranties, or support. 

Marketing Influence: Major brands invest 

heavily in marketing and advertising, which shapes 

consumer perceptions and reinforces their status as 

―premium‖ products. 

Premium Pricing: Branded products are 

often priced higher, and many consumers are 

willing to pay the premium because they trust the 

brand and believe they are getting superior value. 

 

Generic Products: 

• Lack of Familiarity: Generic products are less 

likely to have widespread brand recognition, which 

can lead to skepticism. Consumers may question 

their quality, especially in categories like 

pharmaceuticals, food, or electronics. 

• Trust Issues: Without a brand name, consumers 

might not feel confident about the product’s 

reliability. They may fear poor quality, safety 

issues, or unverified manufacturing processes. 

 

Quality Perception 

 Branded Products: 

• Higher Quality Perception: Branded products 

are often perceived to be of higher quality due to 

their reputation. Even if there is no noticeable 

difference in quality, the brand’s marketing often 

reinforces the perception of superiority. 

• Consistency: Brands are expected to provide 

consistent product performance and quality across 

purchases, creating a sense of security for 

consumers. 

 

Consumer Perception and Behavior 

Branded Products:  

Emotional Attachment: Strong brands often 

create emotional connections with consumers. This 

connection can be based on factors like prestige, 

luxury, or nostalgia, which makes branded products 

more desirable. 

• Social Influence: Branded products are 

sometimes seen as a status symbol. Social circles or 

influencers might heavily influence consumer 

decisions to purchase branded items, particularly in 

sectors like fashion, technology, and automobiles. 

• Convenience and Availability: Well-established 

brands are often widely available and easily 

accessible, further reinforcing their dominance in 

the market.   
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Generic Products: 

• Practical Choice: Generic products are often 

seen as the practical choice for those who don’t 

need the emotional satisfaction or prestige 

associated with branded products. 

• Perception of Inferiority: For many consumers, 

there is a bias toward generic products being 

inferior, regardless of their actual quality. This can 

be especially true in categories like clothing or 

beauty products, where appearance and personal 

identity are more directly tied to the brand. 

• Increasing Acceptance: In some markets, 

consumers are becoming more accepting of 

generics, particularly when they realize that 

generics often offer similar or identical 

functionality to branded products at a significantly 

lower cost.[19,20] . 

 

II. CONCLUSION: 
The comparative analysis of branded and 

generic products reveals a complex interplay of 

factors that influence consumer behavior, market 

dynamics, and product value. Branded products are 

often associated with consistent quality, innovation, 

and consumer trust. Companies invest heavily in 

marketing, packaging, research, and customer 

service to differentiate their brands, which in turn 

allows them to command higher prices. Consumers 

who prioritize brand reputation, perceived quality, 

and after-sales support may gravitate toward 

branded options, especially in sectors like 

electronics, fashion, and luxury goods. 

On the other hand, generic products, while 

often lacking the branding and high-end packaging, 

frequently offer comparable quality at significantly 

lower prices. They fulfill the essential functions of 

their branded counterparts and appeal to cost-

conscious consumers or those less influenced by 

brand image. This is particularly evident in 

industries such as pharmaceuticals, grocery items, 

and household goods, where generics can meet the 

same regulatory or quality standards as branded 

items. 

Furthermore, the rise of informed 

consumerism, online reviews, and transparent 

ingredient labeling has empowered buyers to 

evaluate products beyond brand names. In many 

cases, the only major difference between branded 

and generic goods lies in marketing and 

presentation rather than actual performance or 

value. 

Ultimately, the choice between branded 

and generic products depends on several variables 

including budget, product category, intended use, 

and personal preferences. A balanced approach—

evaluating products on quality, price, and 

necessity—can lead consumers to make smarter 

and more efficient purchasing decisions. Both 

branded and generic products have their place in 

the market, and understanding their differences 

allows consumers to better align their choices with 

their values and needs [21,22] . 

 

REFERENCE 
[1]. Luga AO, McGuire MJ. Adherence and 

health carecosts. Risk Management and 

Healthcare Policy. 2014; 7:35-44. 

[2]. Alpert, J. I., &Kamins, M. A. (2007). ―The 

Influence of Brand Name on Consumer 

Product Evaluations, ‖ Journal of 

Advertising Research, 47(1), 43-52. 

[3]. Sundararaman T, Ranjan A. Achieving 

Sustainable Development Goal 3 in the 

Indiancontext. In: Govinda R, Poornima 

M, editors. India’s Social Sector and 

SDGs. India: Routledge; 2019. p.129-141. 

[4]. Kanavos P. Do generics offer significant 

savings to the UK National Health 

Service?. Current Medical Research and 

Opinion. 2007;23(1):105-16. 

[5]. Shafie AA, Hassali MA. Price 

Comparison between Innovator and 

Generic Medicines Sold by Community 

Pharmacies in the State of Penang, 

Malaysia. Journal ofGeneric Medicines. 

200 1. 

[6]. Dureja H, Kumar D. Pharmaceutical 

Excipients: GlobalRegulatory Issues. 

Indonesian Journal of Pharmacy. 

2013;24(4): 215-221.8;6(1):35-42. 

[7]. ‖Kotler on Marketing: How to Create, 

Win, and Dominate Markets‖ by Philip  

Kotler 

[8]. ―Marketing Management‖ by Philip  

Kotler  and Kevin Lane Keller .Tonin FS, 

Aznar-Lou I, Pontinha VM, Pontarolo R, 

Fernandez-Llimos F. Principles of 

pharmacoeconomic analysis: the case of 

pharmacist-led interventions. Pharmacy 

Practice (Granada). 2021;19(1):2302. 

[9]. A classic text on marketing that covers 

both branded and generic products, with 

strategies related to consumer behavior, 

advertising, and brand development. 

[10]. Zeithaml, V. A. (1988). Consumer 

perceptions of price, quality, and value: A 

means-end model and synthesis of 



 

 

International Journal of Pharmaceutical Research and Applications 

Volume 10, Issue 2 Mar–Apr 2025, pp: 2754-2760 www.ijprajournal.com ISSN: 2456-4494 

                                       

 

 

 

DOI: 10.35629/4494-100227542760   Impact Factor value 7.429  | ISO 9001: 2008 Certified Journal Page 2760 

evidence. Journal of Marketing, 52(3), 2–

22. 

[11]. Grabowski, H. G., & Vernon, J. M. 

(1994). The returns to research and 

development in the pharmaceutical 

industry. The Journal of Political 

Economy, 102(5), 1044-106 

[12]. Choi, S., & Kim, H. (2007). The effects of 

brand name and price on consumers’ 

product evaluations: A comparative 

analysis of branded vs. generic products. 

Journal of Retailing and Consumer 

Services, 14(1), 15-27. 

[13]. Ailawadi, K. L., Neslin, S. A., &Gedenk, 

K. (2001). Pursuing the  value-conscious 

consumer: Store brands versus national 

brand promotions. Journal of Marketing, 

65(1), 71-89. 

[14]. Dodds, W. B., Monroe, K. B., & Grewal, 

D. (1991). Effect of price, brand,and store 

information on buyers’ product   

evaluations. Journal of Marketing 

Research, 28(3), 307-319. 

[15]. Grabowski, H. G., & Vernon, J. M. 

(1994). The returns to research   and 

development in the pharmaceutical 

industry. The Journal of Political 

Economy, 102(5), 1044-1065. 

[16]. Choi, S., & Kim, H. (2007). The effects of 

brand name and price on consumers’ 

product evaluations: A comparative 

analysis of branded vs. generic products. 

Journal of Retailing and Consumer 

Services, 14(1), 15-27. 

[17]. Ailawadi, K. L., Neslin, S. A., &Gedenk, 

K. (2001). Pursuing the value-conscious 

consumer: Store brands versus national  

brand promotions. Journal of Marketing, 

65(1), 71-89.. 

[18].  Zeithaml, V. A. (1988). Consumer 

perceptions of price, quality, and value: A 

means-end model and synthesis of 

evidence. Journal of Marketing, 52(3), 2–

22. 

[19]. Choi, S., & Kim, H. (2007). The effects of 

brand name and price on consumers’ 

product evaluations: A comparative 

analysis of branded vs. generic products. 

Journal of Retailing and Consumer 

Services, 14(1), 15-27. 

[20]. [2:49 PM, 3/22/2025] Prityyadav: 

Ailawadi, K. L., Neslin, S. A., &Gedenk, 

K. (2001). Pursuing the  value-conscious 

consumer: Store brands versus national 

brand promotions. Journal of Marketing, 

65(1), 71-89. 

[21].  [2:49 PM, 3/22/2025] Prityyadav: Choi, 

S., & Kim, H. (2007). The effects of brand 

name and price on consumers’ product 

evaluations: A comparative analysis of 

branded vs. generic products. Journal of 

Retailing and Consumer Services, 14(1), 

15-27. 

[22].  Alpert, J. I., &Kamins, M. A. (2007). 

―The Influence of Brand Name on 

Consumer Product Evaluations,‖ Journal  

of Advertising Research, 47(1), 43-52.000 

 

 

 


