
evsjv‡`k Dš§y³ wek^we`¨vjq  †KŠkjMZ wecYb 

BDwbU 4  c„ôv-73 

 

 

eZ©gvb wek¦vq‡bi hy‡M evRv‡i †`wk-we‡`kx nvRv‡iv c‡Y¨i mgv‡ek i‡q‡Q| ‡Zgwb †mev`vbKvix cÖwZôv‡bi msL¨vI 

A‡bK| G AmsL¨ cY¨ ev †mevi fx‡o mwVK cY¨wU Ly‡uR †c‡Z †µZv‡K cÖwZwbqZ wngwkg †L‡Z n‡”Q| †µZviv 

ZvB cY¨ µ‡qi Rb¨ bvbv Drm n‡Z wewfbœ Z_¨ msMÖ‡ni ‡Póv Ki‡Q| †hgb-†Kvb GKRb e¨w³ hw` Uv½vBj kn‡i 

†eov‡Z G‡m Ôfv‡jv gv‡bi wgwóÕ µ‡qi Rb¨ KvD‡K wRÁvmv K‡ib Zvn‡j wZwb Zv‡K ÔRqKvjxÕi wgwó µq Ki‡Z 

ej‡eb| hw`I B`vwbs †ek K‡qKwU fv‡jvgv‡bi wgwói †`vKvb Zvi Av‡kcv‡kB i‡q‡Q| GKBfv‡e Kzwgjøvq wM‡q im 

gvjvB‡qi bvg Rvb‡Z PvB‡j wZwb Zv‡K ÔgvZ…-fvÛviÕ-Gi bvgB cÖ_‡g ej‡eb| GQvov fv‡jv eª¨v‡Ûi GKwU wUwf 

µ‡qi K_v fve‡jB cÖ_‡g †h bvgwU P‡j Av‡m Zvn‡jv ÔmwbÕ wUwf| †Zgwb RyZv µ‡qi †ÿ‡Î ÔG‡c·Õ I ÔevUvÕi 

bvg| Dc‡i ewY©Z cY¨¸‡jv me †kÖwYi †µZvivB ‡Kvb cÖKvi wØav-`›Ø QvovB µq K‡i _v‡K| KviY Gme cY¨ µ‡q 

Zviv fimv cvb| Avi G fimv cvIqvi g~j KviY n‡jv eª¨vÛ B‡gR| 

 

cÖkœ n‡jv eª¨vÛ Kx? eª¨vÛ n‡jv GKwU bvg ev cÖZxK hv GKwU c‡Y¨i cÖwZwbwaZ¡ K‡i| †Kvb c‡Y¨i eª¨vÛ B‡gR 

GKevi ˆZwi Ki‡Z cvi‡j cY¨ weµ‡qi Rb¨ Avi fve‡Z nq bv| G Kvi‡YB cÖwZôvb¸‡jv c‡Y¨i eª¨vÛ B‡gR ˆZwii 

Rb¨ w`‡bi ci w`b cwikªg I ch©vß A_© e¨q K‡i _v‡K| gvbyl hZ‡ewk AvaywbK n‡”Q ZZ‡ewk eª¨vÛ m‡PZb n‡”Q| 

†Kv¤úvwb¸‡jvI ZvB eª¨vÛ f¨vjy ˆZwi‡Z g‡bv‡hvMx n‡”Q| c‡Y¨i eª¨vÛ B‡gR ˆZwii cÖZ¨‡q Zviv c‡Y¨i weÁvcb, 

c¨v‡KwRs I cÖPvi Kv‡R cÖPzi A_© e¨q Ki‡Q| 

 

G BDwb‡U eª¨vÛ Kx I eª¨vÛ B‡gR Kxfv‡e †µZv m¤úK© m„wó K‡i †mB m¤ú‡K© cÖv_wgK aviYv †`Iqv n‡q‡Q| G 

BDwb‡U †gvU PviwU cvV Av‡Q| cÖ_g cv‡V eª¨vÛ m¤úwK©Z aviYv, eª¨vÛ e¨e ’̄vcbvi msÁv I cY¨ ev eª¨vÛ wPwýZKiY 

†KŠkjmg~n, wØZxq cv‡V ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbv, Z„Zxq cv‡V c‡Y¨i Kvh©KvwiZv I cY¨ †cvU©‡dvwjI †KŠkjmg~n 

Ges PZz_© cv‡V eª¨vwÛs wm×všÍ I eª¨vÛ wPwýZKiY †KŠkjmn †ek K‡qKwU ¸iæZ¡c~Y© wel‡q cwic~Y© Av‡jvPbv Kiv 

n‡q‡Q|  

 

 

BDwbU mgvwßi mgq  BDwbU mgvwßi m‡e©v”P mgq ỳB mßvn 

G BDwb‡Ui cvVmg~n 

 

cvV-4.1: eª¨vÛ e¨e ’̄vcbvi msÁv  Ges cY¨ ev eª¨vÛ wPwýZKiY †KŠkjmg~n 

cvV-4.2: ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbv  
cvV-4.3: c‡Y¨i Kvh©KvwiZv I cY¨ †cvU©‡dvwjI †KŠkj 

cvV-4.4:  eª¨vwÛs wm×všÍ I eª¨vÛ wPwýZKiY †KŠkj| 

 

 

cY¨ I eª¨vÛ e¨e¯’vcbv †KŠkj 

Product and Brand Management Strategy 
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   eª¨vÛ e¨e¯’vcbvi msÁv I eª¨vÛ wPwýZKiY †KŠkjmg~n 
Definition of Brand Management and Brand Identification 
Strategies 

 

 

D‡Ïk¨ 

 

G cvV †k‡l AvcwbÑ 

 eª¨vÛ Kx Zv eyS‡Z cvi‡eb 

 eª¨vÛ e¨e ’̄vcbvi msÁv ej‡Z cvi‡eb 

 cY¨ ev eª¨vÛ wPwýZKi‡Yi †KŠkjmg~n eY©bv Ki‡Z cvi‡eb 
 

eª¨vÛ Kx?   

What is a Brand?  

cÖvPxb bm© fvlvi kã Brandr †_‡K Brand (eª¨vÛ) k‡ãi DrcwË n‡q‡Q hvi cÖwZkã n‡jv To burn, A_©vr 

"`» Kiv"| AZx‡Z cï wPwýZ Ki‡Z Mig ‡jvnvi mvnv‡h¨ Zv‡`i Mv‡q `vM ‡`Iqv n‡Zv, hv‡K "branding" ejv 

n‡Zv| GB `v‡Mi gva¨‡g cï¸‡jvi gvwjKvbv kbv³ Kiv n‡Zv| GLvb ‡_‡KB eª¨vwÛs Gi aviYv G‡m‡Q| eª¨vÛ ej‡Z 

GKwU bvg, cÖZxK ev wPý‡K eySvq hv GKwU cY¨ ev †mev‡K mgRvnxq cÖwZ‡hvMxi cY¨ ev †mevi †_‡K Avjv`v K‡i 

¯̂Zš¿ B‡gR m„wó K‡i| †hgb- UvsMvB‡ji wgwó, Kzwgjøvi imgvjvB, mwb wUwf BZ¨vw` c‡Y¨i evRv‡i Avjv`v K`i ev 

eª¨vÛ B‡gR Av‡Q| Z_¨ cÖhyw³i e¨vcK cÖmv‡ii d‡j †Møvevj cY¨ µq Kivi †ÿ‡Î eª¨vÛ B‡gR ˆZwi Ki‡Z bv 

cvi‡j wek¦ evRv‡i wU‡K _vKv `y®‹i n‡q co‡e| Kv‡RB AvRKvj evRviRvZKvixMY †KŠkjMZ eª¨vÛ e¨e ’̄vcbvi cÖwZ 

AwaK g‡bv‡hvMx n‡”Qb| 

 

eª¨vÛ e¨e ’̄vcbv 

Brand Management 

mvaviY A‡_©, eª¨vÛ BKz¨BwU ˆZwi, cwigvc Ges e¨e ’̄vcbvi j‡ÿ¨ evRviRvZKiY Kg©m~Pxi bKkv cÖYqb I ev Í̄evqbB 

n‡jv eª¨vÛ e¨e ’̄vcbv| cÖwZwU †Kv¤úvwbi DwPZ AwZ h‡Zœi mv‡_ eª¨vÛ cwiPvjbv Kiv| Z‡e G‡ÿ‡Î  cÖwZôvb‡K GB 

eª¨vÛ cwiPvjbvi Rb¨ weÁvcb eve` cÖPzi A_© e¨q Ki‡Z nq| wewfbœ cÖmvi Kvh©µg, †hgb- weµq cÖmvi, weÁvcb, 

MYms‡hvM BZvw`i gva¨‡g †µZviv c‡Y¨i bvg cwiwPZKiY,  eª¨vÛ m¤ú‡K© Ávb`vb Ges eª¨vÛ cQ›`Ki‡Y mvnvh¨ 

K‡i _v‡K| A‡bK †ÿ‡Î weÁvcb QvovI AviI wKQz welq eª¨vÛ cÖmv‡i mvnvh¨ K‡i _v‡K| wb‡¤œ †m welq¸‡jv eY©bv 

Kiv n‡jv:  

 

1. ‡hvMv‡hvM (Communication): cY¨ cwiwPwZKiYB n‡jv e¨ªªvÛ e¨e ’̄vcbvi g~j D‡Ïk¨| Avi eª¨vÛ 

cwiPvjbvi †ÿ‡Î †hvMv‡hvM ¸iæZ¡c~Y© f‚wgKv cvjb K‡i _v‡K| KviY eª¨v‡Ûi Ae ’̄vb m¤ú‡K© †fv³v‡`i 

mv‡_ evi evi †hvMv‡hvM ivL‡Z nq| cY¨ m¤ú‡K© m‡PZbZv m„wó Ges eª¨vÛ AMÖvwaKvi I AvbyMZ¨ ˆZwii 

Rb¨ evRviRvZKvixMY cÖPzi A_© e¨q K‡i _v‡Kb|  

  

2. eª¨vÛ AwfÁZv (Brand Experience): weÁvc‡bi gva¨‡g Avgv‡`i eª¨vÛbvg ¯̂xK…wZ cvq Ges eª¨vÛ Ávb 

Ges eª¨vÛ AMÖvwaKvi m„wó Kiv hvq| Z‡e ïaygvÎ weÁvc‡bi gva¨‡gB cY¨‡K †µZv‡`i wbKU MÖnY‡hvM¨ Kiv 

hvq bv| GwU g~jZ eª¨vÛ AwfÁZvi gva¨‡g Kiv n‡q _v‡K| cÖhyw³i Dbœq‡b d‡j eZ©gv‡b †µZviv 

wewfbœfv‡e c‡Y¨i eª¨vÛ hvPvB‡qi my‡hvM cvq| eªª¨vÛ e¨env‡ii e¨w³MZ AwfÁZv, Ab¨ †jv‡Ki gy‡Li K_v, 

 

cvV 4.1 
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†Kv¤úvwbi †jv‡Ki mv‡_ K_vevZv©, †Kv¤úvwbi I‡qe †cBR BZ¨vw` A‡bK Dcv‡q †µZviv eª¨vÛ m¤ú‡K© 

AeMZ nq| 

 

3. ‡µZv †Kw›`ªKZv (Customer Centered): eª¨vÛ e¨e ’̄vcbv‡K eª¨v‡Ûi mwVK Ae ’̄vb MÖn‡Yi Rb¨ 

‡µZv‡`i wb‡q KvR Ki‡Z nq| †Kv¤úvbx eª¨vÛ B‡gR m„wó Ki‡jI Zv a‡i ivLvi g~j PvwjKv kw³ n‡jb 

†µZv mvaviY| ZvB cÖwZôv‡bi Kgx©‡`i‡K †µZvgyLx Kivi Rb¨ cÖwkÿY †`qv †Kv¤úvwbi ˆbwZK `vwqZ¡| 

B‡”Q Ki‡j †Kv¤úvwb Zvi cY¨ I †mevi e¨vcv‡i Kgx©‡`i g‡b M‡e©i g‡bvfve M‡o Zzj‡Z cv‡i| Gi d‡j 

†µZv‡`i mv‡_ †hvMv‡hv‡Mi mgq G g‡bvfv‡ei cÖwZdjb NU‡e| A‡bK †Kv¤úvwb Avevi G ai‡bi Kv‡Ri 

Rb¨ cwi‡ekK I wWjvi‡`i cÖwkÿY I Drmvn cÖ`vb K‡i _v‡K| 

 

4. Uxg IqvK© (Team Work): eª¨vÛ e¨e ’̄vcbv g~jZ D”P e¨e ’̄vcK‡`i m‡_ Kg©x‡`i GKwU UxgIqvK©| eª¨vÛ 

e¨e ’̄vcbv ïaygvÎ †Kv¤úvwbi eª¨vÛ e¨e ’̄vc‡Ki KvR bq| G e¨e ’̄vcK‡`i c‡ÿ eª¨v‡Ûi cwiwPwZ I mybvg 

e„w×i Rb¨ cÖ‡qvRbxq mewKQz Kiv m¤¢e nq bv| G Rb¨ `iKvi nq GKwU `xN©‡gqvw` †KŠkj| ZvB eZ©gv‡b 

A‡bK †Kv¤úvwb eª¨vÛ e¨e ’̄vcbvi hveZxq KvR m¤úv`‡bi Rb¨ e¨e ’̄vcbv Uxg MVb K‡i _v‡K| eª¨v‡Ûi 

cwiwPwZ I mybvg e„w×i Rb¨ `xN©‡gqvw` c`‡ÿc MÖn‡Yi Rb¨ e¨e ’̄vcbv Uxg¸‡jv KvR K‡i _v‡K| 

 

5. wbixÿv (Audit): e¨e ’̄vcK‡`i DwPZ n‡jv wbw`©ó mgq ci ci eª¨v‡Ûi kw³ I `ye©jZv wbixÿv Kiv| G 

KvRwU †ek mgq mv‡cÿ Ges e¨qeûj| GRb¨ wewfbœ cÖKvi Z_¨ msMÖn Kivi `iKvi nq| Z_¨ msMÖ‡ni 

†ÿ‡Î †h cÖkœ¸‡jvi DËi †LvuRvi †Póv Kiv nq †m¸‡jv n‡jv- 

 eª¨v‡Ûi Ae ’̄vb h_vh_ Kxbv? 

 ‡fv³viv eª¨v‡Ûi Ae ’̄vb‡K mg_©b Ki‡Q Kx bv? 

 eª¨vÛwU h‡_vchy³ mg_©b cv‡”Q Kx bv? BZ¨vw`| 

 

6. cybt eª¨vwÛs (Rebranding): Pjgvb eªª¨vÛ¸‡jv cixÿv-wbixÿv †_‡K cÖvß djvd‡ji Dci wfwË K‡i 

A‡bK mgq eª¨v‡Ûi cybteª¨vwÛs cÖ‡qvRb nq| †µZv‡`i cQ‡›`i cwieZ©b I bZzb cÖwZ‡hvMx AvMg‡bi d‡j 

eª¨v‡Ûi Ae ’̄vb `ye©j n‡q †h‡Z cv‡i| GgZve ’̄vq, †Kv¤úvwbi cY¨ I †mevi Rb¨ m¤ú~Y© cybt eª¨vwÛs Kiv 

†h‡Z cv‡i| D`vniY ¯̂iæc ejv †h‡Z cv‡i †h, Iq¨vi‡jm †dv‡bi †ÿ‡Î Bell Atlantic Ges GTE Gi 

GKÎxKi‡Yi d‡j m„wó nq bZzb eª¨vÛ “Verizon Communication”| Z‡e cybt eª¨vwÛs Gi †ÿ‡Î bZzb 

eª¨vÛ bvg‡K cwiwPZ I cÖwZôv Kiv‡bvi Rb¨ eo ai‡bi wewb‡qv‡Mi cÖ‡qvRb nq| GRb¨ weÁvcb eve` 

cÖPzi A_© e¨q Ki‡Z nq|  

 

Dc‡ii Av‡jvPbv †_‡K ejv †h‡Z cv‡i †h, cÖwZwU †Kv¤úvwb Zvi cY¨ I †mevi eª¨vÛ‡K cwiwPZ Kiv‡bv I mybvg e„w× 

Kivi Rb¨ eª¨vÛ e¨e ’̄vcbv K‡i _v‡K| KviY †Kv¤úvwbi mdjZv A‡bKvs‡k wbf©i K‡i mwVK eª¨vÛ e¨e ’̄vcbvi Dci|  

 

cY¨ ev eª¨vÛ wPwýZKiY †KŠkjmg~n 
Product or Brand Identification Strategy 
 

eª¨vÛ n‡jv GKwU bvg, wPý, c`, cÖZxK ev we‡kl †Kvb wWRvBb A_ev G mKj Dcv`v‡bi mswgkÖY hv we‡µZv‡`i 

‡Kvb cY¨ ev †mevKg© wPwýZKiY ev kbv³Ki‡Yi Kv‡R e¨eüZ nq| eª¨vwÛs Gi g~j D‡Ïk¨ n‡jv cÖwZ‡hvMx cY¨ 

†_‡K †Kvb GKUv cÖwZôv‡bi cY¨‡K wPwýZKiY hv‡Z K‡i H cY¨‡K †µZviv ¯̂Zš¿ cY¨ wn‡m‡e fve‡Z cv‡i| cY¨ 

ev eªvÛ wPwýZKi‡Yi †ek K‡qKwU †KŠkj Av‡Q| †hgb-mywbw`©ó cY¨ eª¨vwÛs, wgkÖ ev hy³ eª¨vwÛs, cY¨ jvBb eª¨vwÛs, 
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K‡cv©‡iU eª¨vwÛs, cÖvB‡fU eª¨vwÛs BZ¨vw`| eª¨vÛ wPwýZKi‡Yi G †KŠkj¸‡jv wb‡¤œi wP‡Îi gva¨‡g Dc¯’vcb I eY©bv 

Kiv n‡jv:  

 

 

 

1. mywbw`©ó cY¨ eª¨vwÛs (Specific product branding): G †KŠk‡ji AvIZvq GKUv †Kv¤úvwbi hZ¸‡jv cY¨ 

evRv‡i _vK‡e Zvi cÖ‡Z¨KwUi Rb¨ c„_K c„_K eª¨vÛ (Brand) _vK‡e| †hgb- evUv myR †Kv¤úvbx Zvi 

Drcvw`Z mKj c‡Y¨ †hgb-evUv (Bata) RyZv, †gvRv, ‡eë BZ¨vw` cÖ‡Z¨KwU ‡k«wYi c‡Y¨i Rb¨ Avjv`v 

Avjv`v eª¨vÛ (Brand) _v‡K|  

 

2. wgkÖ ev hy³ eª¨vwÛs (Mix or combined branding): GB †KŠk‡ji AvIZvq †Kvb †Kv¤úvwb Zvi Drcvw`Z 

c‡Y¨i Rb¨ GKvwaK eª¨vÛ bvg (Brand name) e¨envi K‡i A_v©r GKB RvZxq c‡Y¨i Rb¨ wewfbœ brand 

bvg e¨envi Kiv nq| †hgb-‘RAHIM AFROOZ’ †Kv¤úvwb ‘LUCAS’ Ges ‘GLOBATT’ bv‡g Mvwoi 

e¨vUvwi evRviRvZKiY K‡i _v‡K| BnvB wgkÖ eª¨vwÛs|  

 

3. cY¨ jvBb ev mvwi eª¨vwÛs (Product line branding): †Kvb †Kv¤úvwbi mgRvZxq ev mg‰ewkó¨m¤úbœ 

KwZcq c‡Y¨i mgwó‡K cY¨ mvwi e‡j| G cY¨ mvwi †KŠk‡ji AvIZvq GKB cY¨ mvwii cY¨¸‡jvi 

e¨env‡ii D‡Ïk¨ Ges evRviRvZKiY wm×všÍ¸‡jv GKB n‡e Ges GK GKUv cY¨ mvwii Rb¨ GK GKUv 

Brand bvg e¨envi Kiv n‡e| A_©vr hZ¸‡jv cY¨ mvwi _vK‡e ZZ¸‡jv Brand bvg e¨envi Kiv n‡e|  

D`vniY¯^iƒc, emyÜiv MÖæc Zvi Drcvw`Z wewfbœ cY¨ mvwii Rb¨ c_K c„_K Brand name e¨envi K‡i| 

†hgb- emyÜiv wUm¨y, emyÜiv †ccvi, ‡gNbv wm‡g›U, B÷ I‡q÷ c«cvwU© ‡W‡fjc‡g›U (c«vt) wjwg‡UW 

BZ¨vw`|  

 

4. K‡cv©‡iU eª¨vwÛs (Corporate branding): K‡cv©‡iU eª¨vwÛs ‡KŠk‡ji AvIZvq GKwU †Kv¤úvwb me ai‡Yi 

c‡Y¨i Rb¨ GKUvB eª¨vÛ bvg (Brand name) e¨envi K‡i | D`vniY¯^iƒc ejv †h‡Z cv‡i- 

Grameenphone Zvi e¨emv‡qi eª¨vÛ Post paid, Pre-paid ev Business class Gi Rb¨ GKwUgvÎ Logo 

wPÎt eª¨vÛ wPwýZKi‡Yi †KŠkjmg~n 

wPwýZKi‡Yi 

wfwË 

mywbw`©ó cY¨ eª¨vwÛs 

cY¨ jvBb eª¨vwÛs 

K‡cv©‡iU eª¨vwÛs 
wgkÖ ev hy³ eª¨vwÛs 

cÖvB‡fU eª¨vwÛs 
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e¨envi K‡i| K‡cv©‡iU eª¨vwÛs Gi †ÿ‡Î cÖwZ c‡Y¨i Rb¨ Avjv`v Avjv`v eª¨vÛ bvg (Brand name) 

e¨envi Ki‡jI g~j Logo wU Aek¨B GKB iKg n‡e|  

 

5. cÖvB‡fU eª¨vwÛs (Private branding): G †KŠk‡ji AvIZvq †Kv¤úvwb Zvi Rb¨ GKwU c„_K eª¨vÛ bvg 

e¨envi K‡i| BnvB cÖvB‡fU eª¨vwÛs|  Private brand ‡K Avevi Retailer eª¨vÛI ejv nq| G †ÿ‡Î cY¨wU 

†Kv_vq Drcbœ nq Zvi Dci ¸iæZ¡ cÖ`vb K‡i bv| †fv³viv cY¨wU‡K ïaygvÎ eª¨vÛ bv‡gB wP‡b _v‡K| 

D`niY¯^iƒc ejv hvq †h, Pacific jeans ‘Wallmart’ Gi Rb¨ c¨v›U Drcv`b K‡i| wKš‘ Zv weµq Kiv nq 

‘Wallmart’ Gi  Brand bvg G| Avevi Pk jeans hw` Zv‡`i wbR¯̂ bv‡g (Pk jeans) cY¨ †`‡ki evRv‡i 

evRviRvZKiY K‡i Zvn‡j Zv‡K Retail brand e‡j|  

 

cwi‡k‡l ejv hvq †h, eªªvÛ wPwýZKiY GKwU AZ¨šÍ RwUj cÖwµqv| G cÖwµqvq cÖwZôvb¸‡jv Zv‡`i Drcvw`Z cY¨ ev 

†mev mvgMÖx cÖwZ‡hvMx cY¨ †_‡K Avjv`vfv‡e wPwýZ Kivi †Póv K‡i| cÖwZôvb Zv‡`i wbR¯̂ AeKvVv‡gv, Avw_©K 

mvg_©¨, cY¨ I †µZvi aib BZ¨vw` we‡ePbv K‡i Dc‡i ewY©Z †h †Kvb GKwU c×wZ e¨envi Ki‡Z cv‡i|   

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                        

 

 

cvV mvims‡ÿc  

eª¨vÛ n‡jv GKwU bvg, wPý, c`, cÖZxK ev we‡kl †Kvb wWRvBb A_ev G mKj Dcv`v‡bi mswgkÖY hv we‡µZv‡`i 

‡Kvb cY¨ ev †mevKg© wPwýZKiY ev kbv³Ki‡Yi Kv‡R mnvqZv K‡i| eª¨vwÛ Gi g~j D‡Ïk¨ n‡jv cÖwZ‡hvMx cY¨ 

†_‡K †Kvb cÖwZôv‡bi cY¨ ev †mev‡K wPwýZ Kiv hv‡Z H cY¨‡K †µZviv ¯̂Zš¿ cY¨ wn‡m‡e fve‡Z cv‡i|  

cÖwZwU †Kv¤úvwb Zvi cY¨ I †mevi eª¨vÛ‡K cwiwPZ Kiv‡bv I mybvg e„w× Kivi Rb¨ eª¨vÛ e¨e ’̄vcbv K‡i _v‡K| 

KviY †Kv¤úvwbi mdjZv A‡bKvs‡k wbf©i K‡i mwVK eª¨vÛ e¨e ’̄vcbvi Dci| eª¨vÛ wPwýKi‡Yi †ÿ‡Î †ek 

K‡qKwU †KŠkj Aej¤^b Kiv †h‡Z cv‡i| †hgb-mywbw`©ó cY¨ eª¨vwÛs, wgkÖ ev hy³ eª¨vwÛs, cY¨ jvBb eª¨vwÛs, 

K‡cv©‡iU eª¨vwÛs, cÖvB‡fU eª¨vwÛs BZ¨vw`| cÖwZôvb¸‡jv Zv‡`i wbR¯̂ D‡Ïk¨, cÖvwZôvwbK KvVv‡gv, Avw_©K 

mvg_©¨, cY¨ I †µZvi cÖK…wZ BZ¨vw` we‡ePbv K‡i Dc‡i ewY©Z †h †Kvb GKwU c×wZ e¨envi Ki‡Z cv‡i| 
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‡KŠkjMZ eªvÛ e¨e¯’vcbv  
Strategic Brand Management  

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbv m¤ú‡K© Rvb‡Z cv‡eb| 

 ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbvi c`‡ÿcmg~n eY©bv Ki‡Z cvi‡eb| 

 

‡KŠkjMZ eª¨vÛ e¨e ’̄vcbvi msÁv 

Definition of Strategic Brand Management 
 

mvaviY A‡_©, eª¨vÛ n‡jv †Kvb bvg, cÖZxK, wPý ev wWRvBb hv Øviv GKwU cÖwZ‡hvMx cÖwZôv‡bi cY¨ ev †mev †_‡K 

‡Kvb we‡kl cY¨‡K c„_K Kiv hvq| eª¨v‡Ûi gva¨‡g †h †Kvb cY¨‡K mn‡R †Pbv hvq| ‡hgb- mvevb µ‡qi †ÿ‡Î 

Lux, RyZvi RM‡Z Bata Ges wUwfi RM‡Z Sony AZ¨šÍ RbwcÖq eª¨vÛ| G eª¨vÛ cÖwZôv Kivi wbqgZvwš¿K cÖwµqvB 

n‡jv †KŠkjMZ eª¨vÛ e¨e ’̄vcbv (Strategic Brand Management)|  

 

Zvn‡j ejv hvq †h, ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbv ej‡Z †Kvb cÖwZôv‡bi cY¨ ev †mevi eª¨vÛ B‡gR m„wó, Ae ’̄vb MÖnY, 

ev‡RwUs I wbqš¿Y‡K eySvq| A_©vr eª¨vÛ e¨e ’̄vcbv‡K GK K_vq Ôeª¨vwÛsÕ Gi hveZxq Kv‡Ri e¨e ’̄vcbv  ejv †h‡Z 

cv‡i| †Kvb GKwU cY¨‡K Ab¨ cY¨ †_‡K c„_K Kivi Rb¨ †Kvb cÖZxK, ms‡KZ, bvg, wPý ev Ab¨ †Kvb ˆewkó¨ 

ms‡hvRb Kivi mv‡_ m¤ú„³ mKj Kvh©vejx‡K eª¨vwÛs e‡j| 

 
G cÖm‡½ Kotler & Keller e‡jb, “Strategic Brand management involves the design and implementation of 

marketing programs and activities to build, measure and manage brand equity.” A_©vr eª¨vÛ BKz¨BwU ˆZwi, 

cwigvc Ges e¨e ’̄vcbvi j‡ÿ¨ evRviRvZKiY Kg©m~Pxi bKkv cÖYqb I ev Í̄evqb‡K †KŠkjMZ eª¨vÛ e¨e ’̄vcbv e‡j| 

 

Perreault & McCarthy Gi g‡Z, “Branding means the use of name, term, symbol or design or a 

combination of these to identify a product”. A_©vr GKwU cY¨‡K ¯̂Zš¿fv‡e wPwýZ Kivi Rb¨ †Kvb bvg, 

cwifvlv, wPý ev bKkv e¨envi Kiv A_ev G‡`i mgš^q mvab‡K eª¨vwÛs e‡j| 

 

cY¨ ev †mevi †KŠkjMZ B‡gR m„wói j‡ÿ¨ M„nxZ e¨e ’̄vcKxq Kvh©vejx‡K eª¨vÛ e¨e ’̄vcbv e‡j hv‡Z K‡i H 

†Kv¤úvbx cÖwZ‡hvMx cY¨ †_‡K c„_KxKiY myweavw` †c‡Z cv‡i| Dc‡ii msÁv¸‡jv we‡kølY Ki‡j eª¨vÛ e¨e ’̄vcbvi 

†h mKj ˆewkó¨ cwijwÿZ nq Zv n‡jv:  

 eªª¨vÛ e¨e ’̄vcbv n‡jv †Kvb bvg, cÖZxK, wWRvBb I wP‡ýi mswgkªY msµvšÍ Kvh©vejx| 

 eª¨vÛ e¨e ’̄vcbv n‡jv cY¨‡K ¯̂Zš¿fv‡e wPwýZ Kivi Kvh©µg| 

 eª¨vÛ e¨e ’̄vcbvi gva¨‡g c‡Y¨i AbyK‚j B‡gR ˆZwi Kiv nq| 

 eª¨vÛ e¨e ’̄vcbvi d‡j c‡Y¨i cÖwZ †µZvi e¨vcK mvov cvIqv hvq| 

 

Zvn‡j ejv hvq †h, †KŠkjMZ eª¨vÛ e¨e ’̄vcbv n‡jv eª¨vÛ m„wó, eª¨vÛ Ae ’̄vb MÖnY, eª¨vÛ e¨e ’̄vcbv Ges wbqš¿Y 

msµvšÍ hveZxq Kv©µ‡gi mgwó| †KŠkjMZ eª¨vÛ e¨e ’̄vcbvi gva¨‡g cY¨ m¤ú‡K© ‡µZv‡`i g‡b AbyK‚j aviYv m„wó 

nq|  
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c‡Y¨i ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbvi c`‡ÿcmg~n 

Strategic Brand Management Process of Products  
eª¨vÛ BKz¨BwU ˆZwi, cwigvc Ges e¨e ’̄vcbvi j‡ÿ¨ evRviRvZKiY Kg©m~Pxi bKkv cÖYqb I ev Í̄evqb‡K eª¨vÛ 

e¨e ’̄vcbv e‡j| eªªvwÛs Gi g~j D‡Ïk¨ n‡jv cÖwZ‡hvMx cY¨ †_‡K †Kvb cÖwZôv‡bi cY¨ ev †mev‡K wPwýZ Kiv hv‡Z 

K‡i H cY¨‡K †µZviv ¯̂Zš¿ cY¨ wn‡m‡e fve‡Z cv‡i| ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbvi g‡a¨ †ekwKQz AvšÍ:m¤úK©xq 

Dcv`vb AšÍfz©³ i‡q‡Q| †Kv¤úvwb¸‡jv Zv‡`i eª¨vÛ †_‡K m‡ev©”P cÖwZ‡hvMxZvg~jK myweav AR©‡bi j‡ÿ¨ Gme 

Dcv`vb¸‡ji g‡a¨ mwVK mgš^q ’̄vc‡bi †Póv K‡i| wb‡P ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbvi c`‡ÿc/Dcv`vb¸‡jv 

Av‡jvPbv Kiv n‡jv: 

 

 

 

 

1. ‡KŠkjMZ eª¨vÛ we‡kølY (Strategic Brand Analysis): ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbv ej‡Z g~jZ eª¨vÛ m„wó, 

Ae ’̄vb MÖnY, e¨e ’̄vcbv I wbqš¿Y msµvšÍ Kvh©vejx‡K eySvq| eª¨vwÛs wm×v‡šÍi cÖwZwU †ÿ‡Î †KŠkjMZ eª¨vÛ 

we‡kølY ¸iæZ¡c~Y© Z_¨ cÖ`vb K‡i| †KŠkjMZ eª¨vÛ we‡køl‡Yi g‡a¨ †h me welq AšÍfz©³ †m¸‡jv n‡jv- 

evRvi ev ‡µZv, cÖwZ‡hvMx, eª¨vÛ Z_¨ we‡kølY cÖf…wZ| 

 

2. eª¨vÛ BKz¨wU (Brand Equity): eªª¨vÛ BK ÿBwU ej‡Z †Kvb GKwU cY¨, †mev ev eªª¨v‡Ûi cÖwZ †µZv mvavi‡Yi 

BwZevPK g‡bvfve‡K eySvq| eª¨v‡Ûi f¨vjy †KŠkjMZ eª¨vÛ e¨e ’̄vcbvi cÖwZwU c`‡ÿ‡c BwZevPK ev 

†bwZevPK cÖfve †dj‡Z cv‡i| eª¨vÛ BKz¨BwU ¸iæZ¡c~Y© w`Kmg~n wPwýZ K‡i Ges eª¨vÛ f¨vjyi ¸iæ‡Z¡i 

¯̂xK…wZ cÖ`vb K‡i | 

 

3. eª¨vÛ wPwýZKiY †KŠkj (Brand Identification Strategy): ‡Kv‡bv cY¨ ev †mev‡K gvby‡li g‡b ’̄vb K‡i 

†`qvi Rb¨ M„nxZ KZK¸‡jv Kvh©µg‡K eª¨vÛ wPwýZKiY †KŠkj e‡j| eª¨v‡Ûi mv‡_ hy³ KZK¸‡jv ‰ewkó¨ 

wbav©iY Kiv ev eª¨vÛ †KŠkj m„wó I eª¨vÛ e¨e ’̄vcbv Kiv n‡”Q eª¨vÛ wPwýZKiY †KŠk‡ji D‡Ïk¨| ‡h †Kvb 

cY¨, msMVb, e¨w³ ev †Kvb wPý Gi mv‡_ mshy³ n‡q eª¨vÛ m„wó n‡Z cv‡i| Avevi gv‡K©wUs Gi mv‡_ 

RwoZ wewfbœ cÿ †hgb-wWjvi, cvBKvi, mieivnKvix BZ¨vw` e¨w³eM©I eª¨vÛ cwiwPwZKi‡Yi ‡KŠkj MÖnY 

Ki‡Z cv‡ib|  

 

‡KŠkjMZ eª¨vÛ we‡kølY 

eª¨vÛ BKz¨BwU 

eª¨vÛ wPwýZKiY †KŠkj 

mg‡qi †cÖwÿ‡Z eª¨vÛ †KŠkj  

e¨e ’̄vcbv 

eª¨vÛ wjfv‡iwRs 

eª¨vÛ ‡cvU©‡dvwjI e¨e¯’vcbv 

wPÎ: ‡KŠkjMZ eª¨vÛ e¨e¯’vcbv 
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4. eª¨vÛ cwiwPwZ ev Í̄evqb †KŠkj (Brand Identity Implementation Strategy): †KŠkjMZ  eª¨vÛ 

e¨e ’̄vcbvi G ch©v‡q eª¨vÛ cwiwPwZKiY I ev Í̄evqb cÖwµqvi Kvh©µg MÖnY Kiv nq| G Í̄‡i †Kv¤úvbx¸‡jv 

Zv‡`i cÖwZwôZ eª¨vÛ‡K evRv‡i †Q‡o †`q| eª¨v‡Ûi Ae ’̄vb MÖnY wee„wZ †_‡K Afxó †µZv‡`i eª¨vÛ 

cwiwPwZKi‡Yi mKj Z_¨ AewnZ Kiv‡bv nq|  

 

5. mg‡qi †cÖwÿ‡Z eª¨vÛ †KŠkj e¨e ’̄vcbv (Managing the Brand Strategy Over Time): eª¨vÛ e¨e ’̄vcbv 

GKwU RwUj cÖwµqv| Rxeb P‡µi m~Pbv Í̄‡i ïiæ K‡i c~Y©Zv Í̄‡i †_‡K cZb Í̄i ch©šÍ eª¨vÛ e¨e ’̄vcbv 

Ki‡Z nq| Z‡e eªª¨v‡ÛW cY¨¸‡jv mvaviYZ cZb Í̄‡i †cvuQv‡Z eû eQi mgq †j‡M hvq| G `xN© mg‡q 

D‡Ï‡k¨i mv‡_ mvgÄm¨ †i‡L I mg‡qi †cÖwÿ‡Z eª¨vÛ †KŠkj cwieZ©b Ki‡Z nq| eª¨vÛ kw³kvjx Kiv Ges 

eª¨v‡Ûi ÿwZ Gwo‡q PjvB n‡”Q G ai‡bi cwieZ©‡bi g~L¨ D‡Ïk¨| 

 

6. eª¨vÛ †cvU©‡dvwjI †KŠkj e¨e ’̄vcbv (Managing the Brand Portfolio Strategy): eª¨vwÛs wewfbœ cÖKv‡ii 

n‡Z cv‡i| †hgb- mywbw`©ó cY¨ eª¨vwÛs, wgkÖ ev hy³ eª¨vwÛs, cY¨ jvBb eª¨vwÛs, K‡cv©‡iU eª¨vwÛs, cÖvB‡fU 

eª¨vwÛs BZ¨vw`| †Kv¤úvwbi GK ev GKvwaK eª¨v‡Ûi mgwó‡K eª¨vÛ †cvU©‡dvwjI e‡j| Kvw•LZ mdjZv 

AR©‡bi Rb¨ †Kv¤úvwb‡K †cvU©‡dvwjIi AšÍfz©³ mKj eª¨v‡Ûi g‡a¨ mgš̂q mvab Ki‡Z nq| †Kvb GKwU 

GKK eª¨v‡Ûi cÖwZ ¸iæZ¡ bv w`‡q me¸‡jv eª¨v‡Ûi mgš^‡q MwVZ †cvU©‡dvwjIi Dci †ewk ¸iæZ¡ w`‡Z n‡e| 

 

7. eª¨vÛ wjfv‡iwRs (Brand Leveraging): ‡Kv‡bv †Kv¤úvwbi g~j eª¨vÛ bvg e¨envi K‡i bZzb cY¨ ev cY¨ 

mvwii cÖeZ©b K‡i eª¨vÛ †_‡K m‡ev©”P myweav MÖnY‡K eª¨vÛ wjfv‡iwRs e‡j| †KŠkjMZ  eª¨vÛ e¨e ’̄vcbvi G 

ch©v‡q eª¨vÛ wjfv‡iwRs Gi m‡e©v”P my‡hvM MÖn‡Yi gva¨‡g cÖwZôv‡bi Rb¨ hyrmB wm×všÍ MÖnY Avek¨K|  

 

cwi‡k‡l Avgiv ej‡Z cvwi †h, eª¨vÛ e¨e ’̄vcbv GKwU RwUj KvR| Bnv GKwU Pjgvb cÖwµqv| Kv‡RB eª¨vÛ 

e¨e ’̄vcbvi Dch©y³ c`‡ÿc ev Kg©m~Px¸‡jvi h_vh_ cÖ‡qvM I we‡ePbv Avek¨K|  

 

 

cvV mvims‡ÿc  

†Kvb GKwU cY¨, †mev ev eªª¨v‡Ûi cÖwZ †µZv mvavi‡Yi BwZevPK g‡bvfve‡K eª¨vÛ BK ÿwU e‡j| eª¨vÛ BKz¨BwU 

ˆZwi, cwigvc Ges e¨e ’̄vcbvi j‡ÿ¨ evRviRvZKiY Kg©m~Pxi bKkv cÖYqb I ev Í̄evqbB n‡jv †KŠkjMZ eª¨vÛ 

e¨e ’̄vcbv| eª¨vwÛs Gi g~j D‡Ïk¨ n‡jv cÖwZ‡hvMx cY¨mg~n †_‡K †Kvb cÖwZôv‡bi cY¨ ev †mev‡K wPwýZ Kiv, 

hv‡Z K‡i H cY¨‡K †µZviv ¯̂Zš¿ cY¨ wn‡m‡e fve‡Z cv‡i| ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbv wb:m‡›`‡n GKwU RwUj 

KvR| ‡KŠkjMZ eª¨vÛ e¨e ’̄vcbvi g‡a¨ †ekwKQz AvšÍ:m¤úK©xq Dcv`vb AšÍfz©³ i‡q‡Q| †hgb-‡KŠkjMZ eª¨vÛ 

we‡kølY, eª¨vÛ BKz¨wU, eª¨vÛ wPwýZKiY †KŠkj, eª¨vÛ cwiwPwZ ev Í̄evqb †KŠkj, mg‡qi †cÖwÿ‡Z eª¨vÛ †KŠkj 

e¨e ’̄vcbv,eª¨vÛ †cvU©‡dvwjI †KŠkj e¨e ’̄vcbv,eª¨vÛ wjfv‡iwRs BZ¨vw`| Kv‡RB †Kv¤úvwb‡K Zvi eª¨vÛ †_‡K 

cÖZ¨vwkZ myweav cvIqvi Rb¨ Gme c`‡ÿc ev Kg©m~Px¸‡jv mdjZvi mv‡_ MÖnY I ev Í̄evqb Kiv DwPZ| 
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 c‡Y¨i Kvh©KvwiZv I cY¨ †cvU©‡dvwjI †KŠkj  
 Product Performance and products Portfolio Techniques 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 c‡Y¨i Kvh©KvwiZv Dbœq‡bi †KŠkjmg~n eyS‡Z cvi‡eb 
 cY¨ mvwi †KŠkjmg~n m¤ú‡K© Rvb‡Z cvi‡eb 

 cY¨ †cvU©‡dvwjI †KŠkjmg~n eY©bv Ki‡Z cvi‡eb|  

 

c‡Y¨i Kvh©KvwiZv Dbœqb  
Enhancing Product Performance  
Afve c~iY I cÖ‡qvR‡bi mš‘wó weav‡b mÿg Ggb hv wKQz evRv‡i g‡bv‡hvM AvKl©Y, AR©b, e¨envi ev †fv‡Mi Rb¨ 

Dc¯’vcb Kiv nq Zv‡K cY¨ e‡j| cY¨ Dbœqb ej‡Z bZzb cY¨, cY¨ mvwi Ges †cvU©‡dvwjI Dbœqb‡K eySvq| cY¨ ev 

eª¨vÛ e¨e ’̄vcbvq cY¨ Dbœqb †KŠkj AZ¨šÍ ¸iæZ¡c~Y©| †Kvb †Kv¤úvbxi c‡Y¨i Kvh©KvwiZv Dbœqb †KŠk‡ji AšÍf©y³ 

wm×všÍ¸‡jv n‡jv-cY¨, cY¨ mvwi, cY¨ †cvU©‡dvwjI Ges eª¨v‡Ûi Dbœqb| c‡Y¨i Kvh©Ki Dbœqb GKwU avivevwnK 

cÖwµqv| cÖwµqvwU wb‡Pi wPÎmn Av‡jvPbv Kiv n‡jv: 

 

 

 

1.cY¨ mvwi †KŠkj 

evRviRvZKiY †KŠkj cwieZ©b 

2. cY¨ †cvU©‡dvwjI 

†KŠkj 

cY¨ QvUvBKiY 

bZzb cY¨ mvwi ms‡hvRb 

c‡Y¨i cwi‡ekMZ cÖfve 

cY¨ mvwi evwZjKiY 

cY¨ mvwii AMÖvwaKvi cwieZ©b 

bZzb cY¨ ms‡hvRb 

cY¨ e¨q n«vm 

cY¨ Dbœqb 

wPÎ: c‡Y¨i Kvh©KvwiZv Dbœq‡bi †KŠkj 
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(K) cY¨ mvwi †KŠkj (Product line Strategies): cY¨ mvwi n‡jv KwZcq c‡Y¨i GKwU †mU hv Nwbófv‡e 

m¤úK©hy³| c‡Y¨i Kvh©KvwiZv Dbœqb †KŠkj MÖn‡Y cY¨ mvwi †KŠkj GKwU ¸iæZ¡c~Y© welq| G †ÿ‡Î wb‡¤œi 

welq¸‡jv we‡ePbv Kiv †h‡Z cv‡i: 

 

1. bZzb cY¨ ms‡hvRb (Adding new products): cY¨ mvwi‡Z bZzb cY¨ ms‡hvRb Kivi gva¨‡g e¨e ’̄vcbv 

†Kv‡bv cY¨ ev cY¨ mvwii Kvh©KvwiZv Dbœqb Ki‡Z cv‡i| bZzb cY¨ n‡jv GKwU `ªe¨, ‡mev ev aviYv hv 

m¤¢ve¨ †µZv‡`i wbKU bZzb e‡j we‡ewPZ nq| GKwU ‡Kv¤úvwbi eZ©gvb †Kv‡bv c‡Y¨i eª¨vÛ B‡gR Kv‡R 

jvwM‡q bZzb †Kv‡bv cY¨ evRvivRvZ K‡i my‡hvM MÖnY Ki‡Z cv‡i| †hgb-BDwbwjfvi ‡Kv¤úvwb Zv‡`i 

RbwcÖq k¨¤úy ÔmvbwméÕ Gi eª¨vÛ B‡gR‡K Kv‡R jvwM‡q Gi mv‡_ bZzb bZzb cY¨ mvbwmé KwÛkbvi, 

mvbwmé Avgjv BZ¨vw` bv‡g wewfbœ eªªvÛ Zv‡`i mvwi‡Z ms‡hvM K‡i jvfevb n‡q‡Q| 

 

2. e¨q n«vm (Cost Reduction): cY¨ ev †mev ˆZwi Ges wecY‡bi †ÿ‡Î e¨q (Cost) GKwU ¸iæZ¡c~Y© we‡eP¨ 

welq| c‡Y¨i Drcv`b I wecYb e¨q Kg n‡j cÖwZ‡hvwMZvg~jK myweav cvIqv hvq|  A_©vr cÖwZ‡hvwMZvg~jK 

evRv‡i wU‡K _vK‡Z n‡j AwaK g~j¨ †hLv‡b evuav †mLv‡b e¨q wbqš¿Y K‡i evRv‡i wb‡Ri Ae ’̄vb kw³kvwj 

Kiv hvq| bZzb c‡Y¨i †ÿ‡Î c‡Y¨i wWRvBb cwieZ©b, Drcv`‡bi cwi‡ek AvaywbKvqb, Drcv`‡bi 

MwZkxjZv e„w×, GKK cÖwZ Drcv`b e¨q n«vm, wbqwš¿Z weÁvcb, mieivn e¨q n«vm BZ¨vw` †KŠk‡ji gva¨‡g 

e¨q wbqš¿Y Kiv hvq| evRv‡i w`‡K jÿ¨ Ki‡j †`Lv hvq †h, eZ©gv‡b A‡bK †Kv¤úvwb Ôe¨q  n«vmÕ bxwZ 

AbymiY K‡i c‡Y¨i Kvh©KvwiZv Dbœq‡b mÿg n‡q‡Q| 

 

3. cY¨ Dbœqb (Product Improvement): ‡µZvi iæwP I Pvwn`vi mv‡_ mwVK mgš^q mva‡bi gva¨‡g bZzb 

cY¨ Dbœqb wKsev cÖPwjZ c‡Y¨i AvaywbKvq‡bi gva¨‡g c‡Y¨i Kvh©KvwiZv e„w× Kiv †h‡Z cv‡i| 

evsjv‡`‡ki †ek wKQz †Kv¤úvwb Zv‡`i cÖPwjZ c‡Y¨i mv‡_ bZzb bZzb ˆewkó¨ I ¸Yv¸Y ms‡hvRb K‡i 

†µZv AvKl©‡bi †Póv K‡i mdj n‡q‡Q| we‡kl K‡i B‡jKUªwb· cY¨mvgMÖx †hgb- †Uwjwfkb, Kw¤úDUvi, 

j¨vcUc, †gvevBj †dvb BZ¨vw` cY¨ bZzbiæ‡c evRv‡i G‡j †µZv AvKl©Y e„w× cvq| Z‡e mKj c‡Y¨i 

†ÿ‡Î GB †KŠkj mgvbfv‡e KvR bvI Ki‡Z cv‡i| 

 

4. evRviRvZKiY †KŠkj cwieZ©b (Alter Marketing Strategy): cY¨ mvwi †KŠkj cÖYq‡b c‡Y¨i Rxeb Pµ 

GKwU ¸iæZ¡c~Y© Dcv`vb| GKwU cY¨ Zvi RxebP‡µi cuvPwU Í̄i AwZµg K‡i| †hgb-m~Pbv Í̄i, cÖe„w× Í̄i, 

c~Y©Zv Í̄i Ges cZb Í̄i| c‡Y¨i Rxeb P‡µi cÖwZwU Í̄‡ii weµq Ges gybvdvi cwigvY wfbœ nIqvi d‡j 

evRviRvZKvix‡K cÖwZwU Í̄‡iB c„_K c„_K †KŠkj cÖnY K‡i c‡Y¨i Kvh©KvwiZv Dbœqb Ki‡Z cv‡i| Z‡e G 

ai‡bi †KŠkj cÖ‡qvM Kivi mgq c~‡e© M„nxZ evRvivRZKiY †KŠkj Aek¨B we‡ePbvq ivL‡Z n‡e| 

 

5. cY¨ evwZj ev QvUvBKiY (Product Elimination): ‡Kv¤úvwbi D”P e¨e ’̄vcbv hw` g‡b K‡ib †h, Dc‡i 

ewY©Z †KŠk‡ji †Kv‡bvUvB djcÖm~ n‡”Q bv ZLb a‡i wb‡Z n‡e †h cY¨wU Zvi Rxeb P‡µi cZb Í̄‡i 

Ae ’̄vb Ki‡Q| G Í̄‡i weµq I gybvdvi cwigvY e¨vcKfv‡e Kg‡Z ïiæ K‡i| GgZve ’̄vq, D³ c‡Y¨i Rb¨ 

wewb‡qvM bv K‡i eis cY¨wU evwZj (Elimination) KivB n‡e ¸iæZ¡c~Y© wm×všÍ|  

 

6. c‡Y¨i cwi‡ekMZ cÖfve (Environmental Impact of Product): c‡Y¨i Kvh©KvwiZv Dbœq‡bi †KŠkj 

MÖn‡Yi Rb¨ ‡Kv¤úvwb¸‡jv‡K cwi‡e‡ki cÖfve we‡klfv‡e we‡ePbv Ki‡Z n‡e| we‡kl K‡i evwn¨K 

cwi‡e‡ki cÖfve ¸iæ‡Z¡i mv‡_ we‡ePbv Ki‡Z n‡e| KviY evwn¨K cwi‡e‡ki cÖfve wbqš¿Y Kiv hvq bv e‡j 

†bwZevPK cÖfve n‡j Zv cÖwZôv‡bi Rb¨ gvivZœK ûgwKi KviY n‡Z cv‡i| ZvB †Kv¤úvwb‡K RbmsL¨vMZ, 
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A_©‰bwZK, ivR‰bwZK, mvgvwRK I cÖhyw³MZ cwi‡e‡ki cÖfve we‡ePbvq †i‡L c‡Y¨i Kvh©KvwiZv †KŠkj 

Dbœqb Ki‡Z n‡e| 

 

(L) cY¨ †cvU©‡dvwjI †KŠkjmg~n (Product Portfolio strategies): ‡cvU©‡dvwjI †KŠkj n‡jv †Kv‡bv GKwU 

GKK cÖK‡í wekvj cwigvY A_© wewb‡qvM bv K‡i eis GKvwaK cÖK‡í wewb‡qvM Kiv hv‡Z †Kv‡bv GKwU cÖK‡íi 

ÿwZ Ab¨ cÖK‡íi jvf w`‡q mgb¦q Kiv hvq| GwU g~jZ SyuwK mgš^‡qi GKwU Ab¨Zg ‡KŠkj| Kv‡RB 

†cvU©‡dvwjI †KŠkjwU c‡Y¨i Kvh©KvwiZv Dbœq‡bi †KŠkj wn‡m‡e ¸iæZ¡c~Y© f‚wgKv cvjb Ki‡Z cv‡i|  

wb‡P cY¨ †cvU©‡dvwjI †KŠkjmg~n eY©bv Kiv n‡jv: 

 

1. bZzb cY¨ mvwi ms‡hvRb (Adding new product or product line): bZzb cY¨ mvwi ms‡hvRb gv‡b n‡jv 

cÖPwjZ c‡Y¨i mv‡_ Av‡iv GK ev GKvw`K bZzb c‡Y¨i ms‡hvRb| G cÖwµqvq cY¨ mvwi‡Z AviI bZzb cY¨ 

ms‡hvM K‡i eZ©gvb eª¨vÛ myweav‡K Kv‡R jvMv‡bv †h‡Z cv‡i| †hgb-¯‹qvi MÖæc cÖ_‡g Ilya Drcv`‡bi 

gva¨‡g evRv‡i cÖ‡ek Ki‡jI eZ©gv‡b Zviv Lv`¨mvgMÖx, Km‡gwU·, †Kvgj cvbxq, gkjv  BZ¨vw` cY¨ 

mshy³ K‡i jvfevb n‡q‡Q|  

 

2. cY¨ mvwi cwieZ©b (Change Product Line): ‡cvU©‡dvwjI †KŠk‡ji G cÖwµqvq A‡bK mgq †Kv¤úvwbi 

cY¨ mvwi GZ wekvj nq †h, †Kv¤úvwbi c‡ÿ mdjfv‡e wbqš¿Y Kiv KóKi n‡q c‡o| Avevi †fv³vi iæwP 

wKsev cÖhyw³i cwieZ©‡bi d‡j cY¨ mvwi cwieZ©b KivI Acwinvh© n‡q c‡o| †hgb- SAMSUNG c~‡e©i 

†ewmK †gvevBj †mU I mvaviY iwOb wUwf Drcv`b Ki‡jI eZ©gv‡b Zviv ¯§vU© †gvevBj I LED ‡Uwjwfkb 

Drcv`b I evRviRvZ Ki‡Q| Gfv‡e cY¨ mvwi cwieZ©b K‡iI c‡Y¨ Kvh©KvwiZv Dbœqb Kiv hvq| 

 

3. cY¨ mvwi evwZjKiY (Delete Product Line): wewfbœ Kvi‡Y †Kv¤úvwbi Ae ’̄v Ggb Lvivc n‡q †h‡Z cv‡i 

†h, cY¨ mvwii cÖvq mKj cY¨B gybvdv Avbq‡b e¨_© nq| Ggb wK c‡Y¨i weµq e„w×i mKj †KŠkj A_©nxb 

n‡q c‡o| c‡Y¨i Rxeb P‡µi G Í̄i‡K cZb Í̄i ejv nq| G Í̄‡i †Kv¤úvwbi mKj cY¨  evwZj Kiv 

Avek¨K nq Ges cÖ‡qvR‡b bZzb cY¨ mvwi wb‡q cyYivq e¨emvq Avi¤¢ Kiv AwaK djcÖm~ nq| 

 

cwi‡k‡l ejv hvq c‡Y¨i Rxeb P‡µi Í̄i¸‡jv ch©v‡jvPbv Ki‡j †`Lv hvq †h, †Kv‡bv †Kv¤úvwbi cY¨B `xN©w`b 

evRv‡i ivRZ¡ Ki‡Z cv‡i bv| wewfbœ cÖwZK‚j cwi‡e‡ki Kvi‡Y c‡Y¨i weµq I gybvdvi cwigvY  G†Zv cwigvY K‡g 

†h‡Z cv‡i †h, ZLb Avi H cY¨wU evRv‡i a‡i ivLv m¤¢e nq bv| ZLb †mB cY¨ ev` w`‡q cY¨ mvwi‡Z bZzb cY¨ 

ms‡hvRb Avek¨K nq| ZvB c‡Y¨i Kvh©KvwiZv Dbœqb ‡KŠkj GKwU Pjgvb cÖwµqv|  

 

cY¨ ‡cvU©‡dvwjI Kg©¶gZv we‡kølY c×wZ 
Product Portfolio Performance Analyzing Method 
cÖwZôv‡bi Ab¨Zg g~j D‡Ïk¨ n‡jv g~bvdv AR©b Kiv| Avi gybvdv AwR©Z nq H cY¨ ev eª¨v‡Ûi m„ó Dc‡hv‡Mi 

gvÎvi Dci| c‡Y¨i cvidig¨vÝ cwigvc Kivi gva¨‡g cY¨ mvwii wewfbœ c‡Y¨i Dc‡hvM m¤ú‡K© aviYv cvIqv hvq| 

†Kv¤úvwb cÖwZwU †gŠwjK †KŠkjMZ e¨emvq GK‡Ki (SBU) Rb¨ Avjv`v †cvU©‡dvwjI e¨e ’̄vcK wb‡qv‡Mi gva¨‡g 

†cvU©‡dvwjI eª¨vÛ e¨e ’̄vcbvi Kvh©µg m¤úv`b K‡i _v‡Kb| eª¨vwÛs ev †cvU©‡dvwjI Kg©¶gZv g~j¨vq‡bi KvRwUI 

‡Kv¤úvbxi †cvU©‡dvwjI e¨e ’̄vcKiv K‡i _v‡K| cY¨ †cvU©‡dvwjI cvidig¨vÝ we‡køl‡Yi wewfbœ c×wZ i‡q‡Q hv 

wb‡¤œ wP‡Îi gva¨‡g Dc ’̄vc‡bi ci Av‡jvPbv Kiv n‡jv: 
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1. c‡Y¨i RxebPµ we‡kølY (Product life cycle analysis): c‡Y¨i Rxeb P‡µi cuvPwU avc ev Í̄i Av‡Q| 

avc¸‡jv n‡jv cY¨ Dbœqb, m~Pbv Í̄i, cÖe„w× Í̄i, c~Y©Zv Í̄i Ges cZb Í̄i| c‡Y¨i RxebP‡µi G 

Í̄i¸‡jv‡Z c‡Y¨i Ae ’̄vb m¤ú‡K© Rvbv _vK‡j evRviRvZKvixi c‡ÿ †Kv¤úvwbi Rb¨ evRviRvZKiY 

cwiKíbv cÖYqb Kiv mnR nq| bZzb cY¨ Dbœq‡bi m~Pbv Í̄‡i evRv‡i weµ‡qi cwigvY AZ¨šÍ axi MwZ‡Z 

ev‡o| cÖe„w× Í̄‡i evRv‡i cY¨wU‡K e¨vcKfv‡e MÖnY Kiv n‡q _v‡K hvi d‡j gybvdvi cwigvYI `ªyZ evo‡Z 

_v‡K| c~Y©Zv Í̄‡i cY¨wU AwaK msL¨K m¤¢vebvgq †µZvi wbKU †cuŠ‡Q hvq| ZvQvov cY¨wU cÖwZ‡hvwMZvi 

gy‡LvgywL nq| d‡j GB chv©‡q weµ‡qi cwigvY av‡i ax‡i Kg‡Z _v‡K| me‡k‡l cZb Í̄‡i c‡Y¨i weµq 

Ges gybvdv cwigvY DfqB n«vm cvq| G ch©v‡q A‡bK mgq cY¨wU evwZj Kivi K_vI fve‡Z nq| Kv‡RB 

cY¨  †cvU©‡dvwjI cvidig¨vÝ we‡køl‡Y c‡Y¨i RxebP‡µi Í̄i ¸‡jv‡K we‡kølY Kiv nq|  

 

2. cY¨ wMÖW we‡kølY (Product grid analysis): cY¨ cvidig¨vÝ we‡køl‡Yi Rb¨ c‡Y¨i wMÖW we‡kølY Kiv 

cÖ‡qvRb| G‡ÿ‡Î c‡Y¨i wMÖW we‡køl‡Yi Rb¨ `yÕwU wel‡qi cÖwZ we‡ePbv Kiv cÖ‡qvRb| †hgb: 

 b~b¨Zg Kvh©m¤úv`‡bi gvb`‡Ûi mv‡_ cÖ‡Z¨KwU c‡Y¨i cvidig¨v‡Ýi gvc †`qv| 

 ‡cvU©‡dvwjIi Ab¨vb¨ c‡Y¨i mv‡_ cY¨wUi mejZv I `ye©jZv g~j¨vqb Kiv| 

 

3. eª¨vÛ Ae ’̄vb wPÎ (Brand positioning map): GKRb evRviRvZKvixi Rb¨ jÿ¨vw ’̄Z evRvi wbav©iY Ges 

c‡Y¨i Ae ’̄vb MÖnY †KŠkj wbav©i‡Yi Rb¨ eª¨vÛ A_ev wP‡Îi gva¨‡g mwVK wb‡`©kbv cvIqv hvq| G 

c×wZ‡Z †Kv¤úvwbi eª¨v‡Ûi kw³kvjx Ae ’̄vb wbwðZ Kiv m¤¢e nq|  

 

4. Avw_©K we‡kølY (Financial Analysis): cY¨wU †Kv¤úvbx‡Z Avw_©Kfv‡e KZUv Ae`vb ivL‡Q Zv G 

c×wZ‡Z Rvbv hvq| A_©vr c‡Y¨i Avw_©K Kvh©m¤úv`b †Kgb Zv g~j¨vq‡bi Rb¨ Avw_©K we‡kølY Kiv 

cÖ‡qvRb| Gi gva¨‡g cY¨ †_‡K cÖvß gybvdvi cwigvY hvPvB K‡i jvf-ÿwZi cwigvY wPwýZ Kiv m¤fe 

nq| Avw_©K we‡køl‡Yi me‡P‡q mnR c×wZ n‡jv AbycvZ we‡kølY| G †ÿ‡Î wZb eQi AšÍZ AšÍi GKevi 

AbycvZ we‡kølY Kiv DwUZ| 

 

cY¨ 

†cvU©‡dvwjI 

Kvh©m¤úv`b 

c‡Y¨i RxebPµ we‡kølY 

eª¨vÛ Ae ’̄vb wPÎ 

cÖwgZ Z_¨ †mev 
M‡elYv wkÿv 

Avw_©K we‡kølY 

cY¨ wMÖW we‡kølY 

wPÎ: cY¨ †cvU©‡dvwjI Kvh© m¤úv`b we‡kølY c×wZ  
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5. M‡elYv wkÿv (Research studies): †cÖvWv± cvidig¨vÝ we‡køl‡Y c‡Y¨i cÖ‡qvRbxqZv †µZvi Kv‡Q 

Dc¯’vc‡bi Rb¨ M‡elYv wkÿvi cÖ‡qvRb| GKwU cY¨ e¨envi K‡i †µZviv wK wK myweav Ges Amyweavi 

m¤§yLxb n‡Z cv‡i Zv M‡elYv wkÿvi gva¨‡g Rvbv hvq| A_v©r, c‡Y¨i mejZv I `ye©jZv¸‡jv M‡elYvi 

gva¨‡g wb‡`©k Kiv n‡q _v‡K| 

 

6. cÖwgZ Z_¨ †mev (Standard information services): G ch©v‡q ‡Kv¤úvwb Zv‡`i †µZv‡`i Rb¨ Kx ai‡bi 

Z_¨ †mev wbwðZ Ki‡e wKsev †mevi gvb †Kgb n‡e †m wel‡q †µZv‡`i wbwðZ aviYv w`‡Z n‡e| A_v©r, 

†µZviv cY¨ †_‡K Kx myweav †cZ cv‡i Ges †mevi gvb †Kgb n‡e †m m¤ú‡K© †Kvv¤úvwb‡K aviYv wb‡Z 

n‡e| 

 

cwi‡k‡l ejv hvq †h, cY¨ Kg©¶gZv we‡køl‡Y Dc‡ii Av‡jvwPZ welq¸‡jv‡K we‡ePbv Kiv n‡q _v‡K Ges Gi 

gva¨‡g c‡Y¨i wewfbœ w`K m¤ú‡K© we‡køl‡Yi gva¨‡g c‡Y¨i mwVK Ae ’̄vb wbwðZ Kiv m¤¢e nq| 

 

 

cvV mvims‡ÿc  

 

cÖwZôv‡bi Ab¨Zg g~j D‡Ïk¨ n‡jv g~bvdv AR©b Kiv| Avi gybvdv AwR©Z nq H cY¨ ev eª¨v‡Ûi m„ó Dc‡hv‡Mi gvÎvi 

Dci| c‡Y¨i cvidig¨vÝ cwigvc Kivi gva¨‡g cY¨ mvwii wewfbœ cY¨ m¤ú‡K© aviYv cvIqv hvq| †Kv¤úvwb cÖwZwU †gŠwjK 

†KŠkjMZ e¨emvq GK‡Ki (SBU) Rb¨ Avjv`v †cvU©‡dvwjI e¨e ’̄vcK wb‡qv‡Mi gva¨‡g †cvU©‡dvwjI eª¨vÛ e¨e ’̄vcbvi 

Kvh©µg m¤úv`b K‡i _v‡K| eª¨vwÛs ev †cvU©‡dvwjI cvidig¨vÝ g~j¨vq‡bi KvRwUI cÖwZôv‡bi †cvU©‡dvwjI e¨e¯’vcKiv 

K‡i _v‡Kb| c‡Y¨i RxebPµ we‡kølY, cY¨ wMÖW we‡kølY, eª¨vÛ Ae ’̄vb wPÎ, Avw_©K we‡kølY, M‡elYv wkÿv, cÖwgZ 

Z_¨ †mev BZ¨vw` c×wZ Kv‡R jvwM‡q cY¨ †cvU©‡dvwjI cvidig¨vÝ we‡kølY Kiv nq|  
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eª¨vwÛs wm×všÍ I eª¨vÛ wPwýZKiY †KŠkj  

Branding Decisions and Brand Identification Strategy 

 

D‡Ïk¨ 

G cvV †k‡l AvcwbÑ 

 eª¨vwÛs †KŠkj wm×všÍmg~n m¤ú‡K© Rvb‡Z cvi‡eb 
 eª¨vÛ bvg wbev©Pb †KŠkj eyS‡Z cvi‡eb 

 eª¨vÛ wPwýZKiY †KŠkj m¤ú‡K© aviYv AR©b Ki‡Z cvi‡eb| 

 

eª¨vwÛs wm×všÍ 

Branding Decisions 

Avgiv Av‡MB †R‡bwQ †h, eª¨vÛ n‡jv GKwU bvg, wPý, cÖZxK, we‡kl †Kvb wWRvBb ev G mKj Dcv`v‡bi GKwU 

mswgkÖY hv we‡µZv‡`i†K ‡Kvb cY¨ kbv³Ki‡Yi Kv‡R mnvqZv K‡i| M‡elK‡`i g‡Z eª¨vÛ n‡jv GKwU †Kv¤úvwbi 

cÖavb ’̄vqx m¤ú`| KviY eª¨v‡ÛW cY¨ weµ‡q cÖwZôvb‡K †Zgb †Kvb cwikªgB Ki‡Z nq bv| Kv‡RB ejv hvq †h 

mKj m¤ú‡`i †P‡q eª¨vÛ n‡jv †ewk g~j¨evb| GKRb weL¨vZ evRviRvZKvixi g‡Z, “Products are created in the 

factory but brands are created in the customer mind.A_©vr cY¨ ˆZwi nq d¨v±wi‡Z, wKš‘ eª¨vÛ ˆZwi nq †µZvi 

g‡bi wfZ‡i| Z‡e c‡Y¨i eª¨vÛ ˆZwi Kiv mnR bq| G‡ÿ‡Î †ek wKQz †KŠkj Aej¤^b Ki‡Z nq| wb‡P eª¨vwÛs 

†KŠk‡ji cÖavb wm×všÍmg~n  Av‡jvPbv Kiv n‡jv:  

 

(K) eª¨vÛ Ae ’̄vb MÖnY (Brand positioning): wewfbœ cÖwZ‡hvMx eª¨v‡Ûi wf‡o †µZviv GKwU we‡kl eª¨vÛ‡K Kxfv‡e 

†`‡L Zv-B n‡jv H eª¨v‡Ûi Ae ’̄vb (Brand positioning)| evRviRvZKvixiv wb‡¤œv³ wZbwUi †h †Kvb ‰ewk‡ó¨i 

gva¨‡g Zv‡`i  eª¨v‡Ûi Ae ’̄vb wbav©iY Ki‡Z cv‡i| †hgb: 

 

i. ¸Yvewj (Attributes): evRviRvZKvixiv me©wb¤œ chv©‡q c‡Y¨i ¸Yvewji wfwË‡Z eª¨v‡Ûi Ae ’̄vb wbav©iY 

Ki‡Z cv‡i| Giƒc †KŠk‡j †µZv‡`i wbKU c‡Y¨i ¸Yvewj Zz‡j aiv nq| ‡hgb- Sony Voice Control 

Tv. D‡jøL¨ †h, †µZviv c‡Y¨i mKj ¸Yvewji cÖwZ Z‡ZvUv AvK…ó bq| †Kbbv, Zviv hv Pvq Zv n‡jv 

c‡Y¨i wbw`©ó ¸Yvewj Zv‡`i‡K KZUzKz myweav w`‡Z mÿg| 

 

ii. myweavmg~n (Benefits): ‡µZv AvKl©‡Yi Rb¨ evRviRvZKvix‡K eª¨v‡Ûi Ae ’̄vb MÖn‡Yi cvkvcvwk c‡Y¨i 

m¤¢ve¨ myweavmg~n †hvM Ki‡Z n‡e| †hgb- mvevb e¨env‡ii Øviv †fv³viv wK wK myweav †c‡Z cv‡i Zv D‡jøL 

Kiv †h‡Z cv‡i| D`vniY ¯̂iƒc ejv hvq †h, Avgv‡`i †`‡k fj‡ev Mvwoi we‡kl myweav n‡jv ÒwbivcËvÓ| 

IqvjUb  Zvi weÁvcb † ø̄vMv‡b Zz‡j ai‡Q †h, ÒAv‡qwk MÖvn‡Ki wUwf IqvjUb|Ó 

 

iii. wek¦vm Ges g~j¨‡eva (Beliefs and Values): wek¦vm I g~j¨‡eva n‡jv evRviRvZKiY cwi‡e‡ki g‡bv Í̄vwË¡K 

Dcv`vb|  eª¨vÛ Gi kw³kvjx Ae ’̄vb MÖnY wbwðZ Ki‡Z n‡j evRviRvZKvix‡K wek¦vm Ges g~j¨‡ev‡ai 

welqwU we‡ePbv Ki‡Z n‡e| D‡jøL¨ †h, A‡bK ‡ÿ‡Î †fv³viv Av‡eM Øviv cÖfvweZ n‡q _v‡K| 

 

(L) eª¨vÛ bvg wbev©Pb (Brand name selection): †h bvg ev cÖZxK Øviv cY¨‡K †Pbv hvq ZvB n‡jv eªªvÛ bvg| eª¨vÛ 

bv‡gi Dci c‡Y¨i mdjZv A‡bKvs‡k wbf©ikxj| ZvB †Kv¤úvwb‡K GKwU AvKl©Yxq eª¨vÛ bvg wbev©Pb Ki‡Z nq| 

Z‡e GwU †Kvb mnR KvR bq| GKwU wkï R‡b¥i ci gv-evev †hgb Zvi mšÍv‡bi my›`i GKwU bvg cÖZ¨vkv K‡ib, 

cvV-4.4 
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†Zgwb GKRb Drcv`bKvix Zvi c‡Y¨i fv‡jv GKwU eª¨vÛ bvg wbe©vP‡b A‡bK wKQy we‡ePbv K‡i _v‡Kb| G Rb¨ 

evRviRvZKvix‡K c‡Y¨i gvb, myweav, Afxó evRvi BZ¨vw` wePvi-we‡kølY Ki‡Z nq| eª¨vÛ bv‡gi mv‡_ cÖavb `yÕwU 

welq RwoZ| h_v: 

 

1| wbev©Pb (Selection): cY¨ ev †mevi eª¨vÛ bvg wbev©P‡bi †ÿ‡Î †h mKj ¸Yvejx we‡ePbv Ki‡Z nq †m¸‡jv 

wb¤œiƒc: 

i. myweav Ges gvb (Benefiots and qualities): eª¨vÛ bvg Ggb nIqv DwPZ hvi gva¨‡g †µZviv c‡Y¨i myweav 

Ges gvb m¤ú‡K© aviYv jvf Ki‡Z cv‡i| †hgb: Lux, Sandalina sandal Soap c‡Y¨i eª¨v‡Û bv‡gi g‡a¨B 

myweav Ges gvb m¤ú‡K© aviYv jvf Kiv hvq|  

 

ii. mnR‡eva¨ (Easy): eª¨vÛ bvg Ggb nIqv DwPZ hv‡Z †fv³viv Zv mn‡R D”PviY Ki‡Z cv‡i, wPwýZ Ki‡Z 

cv‡i Ges g‡b ivL‡Z cv‡i| †hgb: mwb, †Kqv, wjwj, jv· BZ¨vw`|  

 

iii. ¯̂Zš¿Zv (Distinctive): eª¨vÛ bvgwU ¯̂Zš¿ nIqv DwPZ| †Kbbv, Ab¨vb¨ eª¨vÛ bv‡gi mv‡_ mvgÄm¨c~Y© n‡j 

†µZviv weåvwšÍi wkKvi n‡Z cv‡i| ZvQvov G‡Z KwcivBU f½ n‡Z cv‡i| ZvB eª¨vÛ bv‡g ¯̂Zš¿Zv _vKv 

Avek¨K| †hgb: B‡jKUªwb· c‡Y¨i `yÕwU Avjv`v eª¨v‡Ði bvg n‡jv- WALTON I PHILIPS. 

 

iv. we Í̄…wZ (Extendable): eª¨vÛ bvgwU Ggb nIqv DwPZ †hb Zv we Í̄vi Dc‡hvMx nq| A_©vr fwel¨Z cÖ‡qvR‡b 

Gi we Í̄…wZ NUv‡bv hvq| 

 

v. Abyev` Dc‡hvMx (Translateable): eª¨vÛbvg we‡`kx fvlvq Abyev` Dc‡hvMx n‡Z n‡e| A_v©r, eª¨vÛ bvgwU 

Ggb nIqv DwPZ bq hv we‡`kx fvlvq Abyev` Kiv hvq bv| †hgb- Lux eª¨vÛ bvgwU evsjv, Aviex ev wnw›` 

†h †Kvb fvlvq-B mn‡R Abyev` Kiv hvq| 

 

vi. wbeÜb I msiÿY (Registration and legal protection): mn‡R AvBbMZfv‡e wbeÜb I myiÿv Kiv hvq 

Ggb eª¨vÛ bvg wbev©Pb Ki‡Z n‡e| A_©vr eª¨vÛwU †hb †Kvb c‡Y¨i bKj bvg bv nq|  

 

2| myiÿv (Protection): eª¨vÛbvg wbev©P‡bi ci †Kv¤úvwb‡K Zv myiÿvi Rb¨ AvBbMZfv‡e wbeÜb Ki‡Z nq| 

1911 mv‡ji c¨v‡U›U AvBb Abymv‡i Avgv‡`i †`‡k eª¨vÛ bvg wbeÜ‡bi my‡hvM i‡q‡Q| 

 

(M) eª¨vÛ c„ô‡cvlKZv (Brand sponsorship): G‡ÿ‡Î Drcv`bKvix‡K wb‡¤œv³ Pvi ai‡bi weKí c×wZ m¤ú‡K© 

wm×všÍ MÖnY Ki‡Z nq| h_v: 

 

i. Drcv`bKvixi eª¨vÛ (Manufacturer’s brand): Drcv`bKvix ev Drcv`bKvix cÖwZôvb hLb wb‡RB eª¨vÛ 

D™¢veb K‡ib, gvwjKvbv jvf K‡ib Ges wb‡Ri Drcvw`Z cY¨ I †mev H eª¨vÛ bv‡gB evRviRvZKiY 

K‡ib ZLb Zv‡K Drcv`bKvixi eª¨vÛ e‡j| G cÖm‡½ Bovee, Houston & Hill e‡jb, “A 

manufacturer brand is designated, owned and used by the manufacturer of the product.” A_v©r, 

Drcv`bKvixi eª¨vÛ n‡jv c‡Y¨i Drcv`bKvix Øviv D™¢vweZ, gvwjKvbvaxb Ges e¨eüZ eª¨vÛ| D`vnY 

¯̂iƒc Sony, IBM BZ¨vw` eª¨v‡Ði bvg D‡jøL Kiv †h‡Z cv‡i|| D‡jøL¨, G eª¨vÛ‡K RvZxq eª¨vÛI ejv 

nq|  
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ii. e¨w³MZ eª¨vÛ (Private brand): hLb †Kv‡bv ga¨ ’̄Kvievwi eª¨vÛ D™¢veb K‡i ZLb Zv‡K e¨w³MZ eª¨vÛ 

e‡j| G cÖm‡½, Philip Kotler & Gary Armstrong e‡jb, “Private brand is a brand created and 

owned by a reseller of a product or service.” A_v©r cybtwe‡µZv hLb †Kvb eª¨v‡Ûi cY¨ ev †mev 

D™¢veb K‡i Ges gvwjKvbv jvf K‡i ZLb Zv‡K e¨w³MZ eª¨vÛ e‡j| e¨w³MZ eª¨vÛ D™¢veb Kiv †ek 

Kómva¨ n‡jI eZ©gv‡b A‡bK cÖwZôvb Giƒc eª¨v‡Ûi gva¨‡g cY¨ ev †mev evRviRvZKiY Ki‡Q| †hgb-

Wall Mart n‡jv we‡k¦i Ab¨Zg †miv GKwU e¨w³MZ eª¨vÛ bvg |  

 

iii. jvB‡mwÝs (Licensing): cY¨ ev †mev Drcv`bKvix hLb Ab¨ †Kvb cÖwZôv‡bi e¨eüZ jvB‡mÝ wb‡Ri bv‡g 

ˆZwi K‡i e¨envi K‡i ZLb Zv‡K jvB‡mwÝs e‡j| G cÖm‡½ McCarthy & Perreault e‡jb, 

“Licensed brand is a well-known brand that sellers pay a fee to use.” A_v©r, jvB‡mÝ eª¨vÛ n‡jv 

GK ai‡bi mycwiwPZ eª¨vÛ hv e¨env‡ii Rb¨ we‡µZv‡K wd cÖ`vb Ki‡Z nq| D`vniY ¯̂iƒc ejv hvq 

†h, Avgv‡`i †`‡k we‡`kx eª¨vÛ ÔPondsÕ Giƒc †KŠk‡j wewfbœ ai‡Yi cY¨ evRviRvZKiY Ki‡Q|  

 

iv. ‡hŠ_ eª¨vwÛs (Co-branding): hLb `yÕwU †Kv¤úvwb †hŠ_fv‡e cY¨ evRviRvZKi‡Y GKB eª¨vÛ e¨envi K‡i 

ZLb Zv‡K †hŠ_ eª¨vÛ e‡j| G cÖm‡½ Philip Kotler Ges Gary Armstrong e‡jb, “Co-branding is 

the practice of using the established brand names of two different companies on the same 

product.” A_v©r, †hŠ_ eª¨vÛ n‡jv `yÕwU wfbœ †Kv¤úvwb KZ…©K GKB c‡Y¨i cÖwZwôZ eª¨vÛ bvg e¨env‡ii 

Abykxjb| †hgb- eZ©gv‡b Avgv‡`i †`‡ki Avãyj ‡gv‡bg wjwg‡UW Av‡gwiKvq cÖ ‘̄ZK…Z “Coca-Cola” 

mdU wWªsKm GKB bv‡g evRviRvZKiY Ki‡Q| 

 

(N) eª¨vÛ Dbœqb †KŠkj (Brand development strategy): GKwU †Kv¤úvwb eª¨vÛ Dbœq‡bi †ÿ‡Î mvaviYZ Pvi 

ai‡bi †KŠkj e¨envi K‡i _v‡K| †KŠkj¸‡jv wb‡P Dc ’̄vcb K‡i Av‡jvPbv Kiv n‡jv: 

 

i. mvwi ewa©ZKiY (Line extension): evRv‡i we`¨gvb eª¨v‡Ûi ˆewkó¨ cwieZ©b n‡j A_ev we`¨gvb cY¨ 

†kÖwY‡Z GKB eª¨vÛ bv‡gi bZzb cY¨ evRv‡i Qvov n‡j Zv‡K mvwi ewa©ZKiY †KŠkj e‡j| G cÖm‡½  Philip 

Kotler & Gary Armstrong Gi fvlvq, “Line extension is extending an existing brand name in new 

forms, colours, sizes, ingredient, or flavors of an existing product category.” A_v©r mvwi ewa©ZKiY 

n‡jv GKwU wbw`©ó cY¨ K¨vUvMwi‡Z GKB eª¨vÛ bv‡g AwZwi³ AvB‡Ug †hvM K‡i mdjZvi mv‡_ e¨envi 

Kiv, †hgb- bZzb MÜ, AvKvi, is, Dcv`vb| D`vniY¯^iƒc ejv hvq †h, Avgv‡`i †`‡k BDwbwjfvi 

Km‡gwU· †Kv¤úvwb wfbœ wfbœ ‡døfv‡ii K‡qKwU mvevb evRv‡i †Q‡o‡Q|  

 

ii. eª¨vÛ ewa©ZKiY (Brand extension): eª¨vÛ ewa©ZKiY †KŠk‡j †Kv¤úvwb bZzb †Kvb cY¨ evRv‡i Dc¯’vc‡bi 

Rb¨ eZ©gv‡b cÖPwjZ eª¨vÛ bvg e¨envi K‡i| G cÖm‡½ Philip Kotler & Gary Armstrong e‡jb, “Brand 

extension is extending an existing brand name into new product categories.” A_v©r bZzb K¨vUvMwi 

c‡Y¨i mdj eª¨vÛbvg e¨envi Kiv‡K eª¨vÛ ewa©ZKiY e‡j| G ai‡Yi eª¨vÛ cÖZxôv Kiv †ek mnR| †hgb: 

Proctor & Gamble †Kv¤úvwb  Zv‡`i wWUvi‡R›U c‡Y¨i †ÿ‡Î Giƒc eª¨vÛ ewa©ZKiY †KŠkj MÖnY K‡i 

mdj n‡q‡Q|  

 

iii. eû eª¨vÛ (Multi brand): ‡Kv‡bv †Kv¤úvwb hLb GKB RvZxq c‡Y¨ GKvwaK eª¨vÛbvg e¨envi K‡i evRv‡i 

Qv‡o ZLb Zv‡K eû eª¨vÛ e‡j| eûeª¨vÛ m¤ú‡K© Philip Kotler & Gary Armstrong e‡jb, 

“Multibranding offers a way to establish different features and appeal to different buying 

motives.” A_v©r, eûeª¨vÛ n‡jv Ggb GKwU Dcvq hvi gva¨‡g c‡Y¨i wewfbœ ˆewk‡ó¨i Dbœqb Ges wewfbœ 
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µq D‡Ï‡k¨ Av‡e`b Kiv nq| G †ÿ‡Î †h myweav cvIqv hvq Zv n‡jv GKwU eª¨vÛ †Kvb Kvi‡Y e¨_© n‡j 

Aci eª¨vÛ¸‡jv Kvh©Kix _v‡K| wek¦ weL¨vZ cÖwZôvb Proctor & Gamble †Kv¤úvwb G †KŠkjwU me©cÖ_g 

e¨envi K‡i _v‡K| 

 

iv. bZzb eª¨vÛ (New brands): bZzb c‡Y¨i Rb¨ †Kv¤úvwb †h bZzb eª¨vÛ bvg cÖeZ©b K‡i Zv‡K bZzb eª¨vÛ 

e‡j| †hgb: Rvcv‡bi †Kv¤úvwb Panasonic Ges National BZ¨vw` bv‡g wfbœ wfbœ †kÖwYi cY¨ 

evRviRvZKiY Ki‡Q| †µZv‡`i g‡bv‡hvM AvKl©‡Yi Rb¨ A‡bK mgq †Kv¤úvwb¸‡jv Giƒc †KŠkj MÖnY 

K‡i| bZzb eª¨vÛ Dbœqb e¨qeûj n‡jI †Kv¤úvwbi B‡gR e„w×‡Z G †KŠkjwU AwaK Kvh©Ki| 

 

Dch©y³ Av‡jvPbvi †cÖwÿ‡Z ejv hvq, †h †Kvb †Kv¤úvwb kw³kvjx eª¨vwÛs †KŠkj Dbœq‡bi gva¨‡g Afxó 

†µZv‡`i wbKU MÖnY‡hvM¨Zv †c‡Z cv‡i | G‡Z K‡i †Kv¤úvwbi B‡gR e„w× cvq Ges eªª¨vÛwU ax‡i ax‡i RbwcÖq 

n‡q DV‡Z cv‡i| 

 
 

eª¨vÛ wPwýZKi‡Y we‡eP¨ welq  
Considerable Factors of Brand Identification  
GKwU †Kv¤úvwbi me‡P‡q ¸iæZ¡c~Y© †KŠkj¸‡jvi g‡a¨ Ab¨Zg GKwU cÖavb D‡`¨vM n‡jv eª¨vÛ cwiwPZKiY ev eª¨vÛ 

wPwýZKiY| eª¨vÛ cwiwPwZKiY †KŠk‡ji Aci bvg n‡jv cY¨ wPwýZKiY †KŠkj| eª¨vÛ cwiwPwnKiY GKwU RwUj 

cÖwµqv| Bnv †Kv‡bv GKK KvR bq eis A‡bK¸‡jv Kv‡Ri mgwó| GKwU my›`i eª¨vÛ bvg evQvB Kivici Zv 

cwiwPwZKi‡Yi R‡b¨ weÁvcY, cÖmvi, c¨v‡KwRs, Avbymw½K Kvhv©ewj, †KŠkj cÖYqb I ev Í̄evqb msµvšÍ e¨e ’̄vcKxq 

Kvhv©ewj Avek¨K nq| Dc‡iv³ welq¸‡jv QvovI eª¨vÛ cwiwPwZKiY †KŠk‡ji AšÍf©y³ †ek K‡qKwU †gŠwjK welq 

i‡q‡Q| wb‡¤œ †m¸‡jv Av‡jvPbv Kiv n‡jv: 

 

1. eª¨vÛ cwiwPwZKiY aviYvi m¤úªmviY (Extending the brand identification concept): eª¨vÛ n‡”Q GKwU 

bvg, cÖZxK ev wPý hv GKwU wbw`©ó cY¨‡K cÖwZ‡hvMxi cY¨ †_‡K Avjv`vfv‡e Dc ’̄vc‡b mnvqZv K‡i| 

eª¨vÛ cwiwPwZKi‡Yi Rb¨ †KŠkjMZ `xN© cÖ‡Póvi `iKvi nq| wb‡P eª¨vÛ cwiwPwZKiY †KŠk‡ji AšÍfz©³ 

welq¸‡jv Av‡jvPbv Kiv n‡jv: 

 

i. eª¨vÛ wn‡m‡e cY¨ (Brand as a product): bvghy³ mKj cY¨B eª¨vÛ hv weµ‡qi D‡Ï‡k¨ evRv‡i 

Dc¯’vcb Kiv nq| †hgb- evUv myR, AvwKR wm‡g›U, jv· mvevb, Zxi mqvweb †Zj BZ¨vw`| 

ii. eª¨vÛ wn‡m‡e cÖwZôvb (Brand as an organization): wewfbœ cÖwZôv‡bi bvghy³ Ges evRv‡i 

Dc¯’vwcZ mKj cY¨B eª¨vÛ bv‡g AwfwnZ| †hgb- emyÜiv, BDbvB‡UW nvmcvZvj, k¨vgjx 

cwienY, my›`ieb-10 BZ¨vw`| 

 

iii. eª¨vÛ wn‡m‡e e¨w³ (Brand as a person): eª¨vÛ wn‡m‡e e¨w³ wKsev e¨w³Z¡ we‡kl ’̄vb `Lj K‡i 

Av‡Q| †hgb: nvwRi wewiqvwb, Uwg wgqvi †iwmwc, gvgv nvwjg, wg. †eKvi, †KGdwm BZ¨vw`| 

 

iv. eª¨vÛ wn‡m‡e cÖwZK (Brand as a symbol): evRv‡i Dc¯’vwcZ mKj c‡Y¨i wbR¯̂ cÖZxK ev wPý 

i‡q‡Q| A‡b‡K GK g‡bvMÖvg e‡jI AwfwnZ K‡i _v‡K| Z‡e cY¨ cwiwPwZg~jK †h‡Kv‡bv 

cÖZxKB eª¨vÛ wn‡m‡e we‡ewPZ nq| †hgb- evsjv‡`k wegv‡bi cÖZxK ejvKv, †m‡fb wism 

wm‡g‡›Ui cÖZxK mvZwU wis, Miæ gvKv©v †XD wU‡bi cÖZxK Miæ wKsev iƒcPv`v mqvweb †Z‡ji cÖZxK 

iƒcPv`v gvQ BZ¨vw`| 
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2. f¨vjy msMwVZKiY (Value proposition): ‡Kv‡bv cY¨ ev eª¨vÛ Kx ai‡bi my‡hvM myweav cÖ`vb Ki‡Q Zv 

evZv© wn‡m‡e †µZv‡K AewnZ Kivi Rb¨ f¨vjy msMwVZ Kiv hvq| we‡kl K‡i c‡Y¨i ¸YMZ w`K, g~j¨, 

AvwfRvZ¨ I g‡bv¯ÍvwËK welq¸‡jv Dc¯’vcb Kivi gva¨‡g †Kv¤úvwb f¨vjy msMwVZ Ki‡Z cv‡i| 

 

3. eª¨vÛ cwiwPwZKi‡Yi weKí Dcvqmg~n (Brand identity option): eª¨vÛ cwiwPwZKi‡Yi weKí Dcvqmg~n 

ej‡Z †Kv¤úvwbi cY¨ ev eª¨vÛ bvg e¨env‡ii weKí †Kv‡bv Dcvq Ly‡R †ei Kiv‡K †evSvq| eª¨vÛ B‡gR 

cÖwZwôZ Kivi Rb¨ †Kv‡bv †Kv¤úvwbi GKvwaK Dcvq _vK‡Z cv‡i| ZvB †Kv¤úvwb‡K †Kv‡bv GKK 

†KŠk‡ji Dci wbf©i bv K‡i †mB weKí Dcvq¸‡jv‡K Kv‡R jvMv‡bvi my‡hvM m„wó Ki‡Z n‡e| wb‡P 

ˆewkó¨mn †Kv¤úvwbi weKí eª¨vÛ cwiwPwZKi‡Yi †KŠkj¸‡jv Av‡jvPbv Kiv n‡jv: 

 

i. wbw`©ó cY¨ eª¨vwÛs (Specific product branding): hLb †Kv‡bv †Kv¤úvwb cÖwZwU c‡Y¨i Rb¨ 

mywbw`©ó †Kv‡bv eª¨vÛ bvg e¨envi K‡i ZLb Zv‡K wbw`©ó cY¨ eª¨vwÛs e‡j| †hgb-‡ebmb GÛ 

nv‡Rm †Kv¤úvwbi †ebmb †i¸jvi, †ebmb jvBU, G¨vWfvÝ wKsev cøvwUbvg BZ¨vw`| 

 

ii. cY¨ mvwi eª¨vwÛs (Product line branding): cY¨ mvwi eª¨vwÛs †KŠk‡j GKB †Kv¤úvwbi m¤úK©hy³ 

KZ¸‡jv cY¨‡K GKB eª¨vÛ bvg †`qv nq| Gai‡bi eª¨vÛ †KŠk‡j †Kv¤úvwbi LiP Kg nq| Z‡e 

cY¨ mvwii mKj cY¨ mgvb eª¨vÛ B‡gR m„wó Ki‡Z bvI cv‡i| †hgb- wek¦ weL¨vZ †Kvj‡MU 

Uz_‡c÷ GKB eª¨vÛ bv‡g wfbœ wfbœ Uz_‡c÷ evRv‡i †Q‡o‡Q| †hgb- †Kvj‡MU g¨v· †nvqvBU, 

†Kvj‡MU G¨vWfvÝW †nvqvB‡Uwbs, †Kvj‡MU †UvUvj †nvqvB‡Uwbs, †Kvj‡MU G¨vKwUf më, 

†Kvj‡MU nvievj Ges †Kvj‡MU K¨v‡fwU cÖ‡UKkb| 

 

iii. K‡cv©‡iU eª¨vwÛs (Corporate branding): K‡cv©‡iU eª¨vwÛs n‡jv Ggb ai‡bi eª¨vwÛs †KŠkj 

†hLv‡b †Kv¤úvwb Zvi mKj c‡Y¨i eª¨vÛ bvg wn‡m‡e K‡cv©‡iU bvg e¨envi K‡i| †hgb- Av‡cj, 

g¨vK‡Wvbvìm, U‡qvUv, wWRwb, †bvwKqv, weGgWweøD BZ¨vw`| 

 

iv. ‡hŠ_ eª¨vwÛs (Combination branding): ‡hŠ_ eª¨vwÛs †KŠk‡j g~jZ cÖwZôv‡bi Drcvw`Z 

A‡bK¸‡jv c‡Y¨i Rb¨ wfbœ wfbœ bvg e¨envi K‡i †hLv‡b cY¨ Ges K‡cv©‡iU eª¨vwÛs‡K GK K‡i 

†djv nq| †hgb- kvIwg (Xisomi or Mi) †gvevBj †Kv¤úvwb bvg Ges c‡Y¨i †hŠ_ eª¨vwÛs K‡i 

†gvevBj †mU evRviRvZ K‡i‡Q| Zviv GgAvB 1 †_‡K Gg AvB 6 ch©šÍ ¯§vU© †dvb evRv‡i G‡b‡Q 

Ges Zv‡`i c‡Y¨i Mv‡q kvIw Ges GgAvB †jLv Av‡Q|  

 

v. e¨w³MZ eª¨vwÛs (Private branding): e¨w³MZ eª¨vwÛs‡K LyPiv we‡µZvi eª¨vwÛs e‡jI AwfwnZ 

Kiv nq| KviY Gai‡bi eª¨vwÛs †KŠk‡j LyPiv weµq cÖwZôvb¸‡jv cvBKvi e¨wZZ †KejgvÎ 

Drcv`bKvixi KvQ †_‡K cY¨ µq K‡i wbR¯̂ eª¨vÛ bv‡g weµq K‡i| Agora wewfbœ †Kv¤úvwbi 

cY¨ weµq Ki‡jI wKQz c‡Y¨i †ÿ‡Î Zviv G¨v‡Mviv‡K eª¨vÛ wn‡m‡e e¨envi K‡i| †hgb- Zviv 

Drcv`bKvixi KvQ †_‡K †Lvjv Pvj µq K‡i G¨v‡Mviv wcÖwgqvg, G¨v‡Mviv wgwb‡KU, G¨v‡Mviv 

bvwRikvBj BZ¨vw` bvg w`‡q weµq Ki‡Z cv‡i| GKBfv‡e A‡bK cÖwZôvbI AvDU †mvwm©s †_‡K 

cY¨ µq K‡i wb‡R‡`i eª¨vÛ bvg e¨envi K‡i _v‡K| 

 

4. cwiwPwZ ev Í̄evqb (Identity implementation): ‡Kv¤úvwb¸‡jv cÖ_‡g eª¨vÛ bvg Ges B‡gR m„wó Kivi 

†KŠkj MÖnY K‡i| cieZx©‡Z cixÿvg~jK Í̄i AwZµg Kivi ci evwYwR¨Kfv‡e D³ eª¨vÛ‡K ev Í̄evqb Kivi 

†KŠkj MÖnY K‡i _v‡K| Z‡e eª¨vÛ ev Í̄evqb †Kv‡bv GKK KvR bq eis Gi mv‡_ A‡bK¸‡jv welq AšÍfz©³ 
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_v‡K| †hgb- eª¨vÛ cwiwPwZKiY †KŠkj, msMV‡bi D‡Ïk¨, c‡Y¨i AšÍwb©wnZ Dcv`vbmg~n BZ¨vw`| ZvB 

†Kv¤úvwb¸‡jv‡K eª¨vÛ cwiwPwZ ev Í̄evqb †KŠkj cÖYq‡b †ekwKQz welq we‡ePbv Ki‡Z nq| †hgb: 

 

 cÖv_wgK I gva¨wgK Awfó `k©K-‡kÖvZv wbav©iY Ki‡Z cv‡i 

 cÖv_wgK †hvMv‡hv‡Mi D‡Ïk¨ wbev©Pb Ki‡Z cv‡i 

 cÖv_wgK †hvMv‡hv‡Mi D‡Ïk¨ wbev©Pb Ki‡Z cv‡i 

 ‡µZviv †hb mn‡RB cY¨ msµvšÍ myweavmg~n wbav©iY Ki‡Z cv‡i| 

 

cwi‡k‡l ejv hvq, eª¨vÛ cwiwPwZKiY †h ‡Kv‡bv cÖwZôv‡bi Rb¨ GKwU ¸iæZ¡c~Y© KvR hv cÖwZôv‡bi `xN©‡gqvw` 

mdjZvi Rb¨ kZ©| ZvB eª¨vÛ cwiwPwZKiY †KŠkj ev Í̄evqb Kivi Rb¨ †Kv¤úvbx‡K Dc‡iv³ welq¸‡jv mwVKfv‡e 

wePvi we‡kølYc~e©K cÖ‡qvM Ki‡Z n‡e| 

 

 

BDwbU mvims‡ÿc  

eZ©gv‡b µgea©gvb cÖwZ‡hvwMZv, cÖhyw³i e¨envi, wek^vq‡bi cÖfve, †µZvi m‡PZbZv, AvšÍR©vwZK m¤úK©, AvBb, 

ms¯‹„wZ, A_©‰bwZK cwi‡e‡ki cwieZ©b BZ¨vw` Kvi‡Y wecYb e¨e ’̄vcbvq abvZ¥K I FYvZ¥K-G Dfq ai‡Yi 

cÖfve co‡Q| A_©‰bwZK Dbœqb I wkÿvi nvi e„w× Ges Z_¨ cÖhyw³i cÖfv‡e †µZviv AwaK gvÎvq eª¨vÛ m‡PZb 

n‡”Q| d‡j evRviRvZKvix cÖwZôvb¸‡jv c‡Y¨i eª¨vÛ cÖwZôvq gwiqv n‡q D‡V‡Q| wKš‘ wek¦evRv‡i nvRv‡iv c‡Y¨i 

fx‡o `yB GKUv cY¨ ev eªvÛ cwiwPwZ mnR bq| D`vniY ¯̂iƒc ejv hvq †h, Uv½vB‡ji RqKvjxi PgPg A_ev 

Kzwgjøvi gvZ…fvÛv‡ii g‡Zv eª¨vÛ B‡gR ˆZwi Ki‡Z bv †c‡i Ab¨vb¨ Drcv`‡Kiv mgRvZxq wewfbœ eª¨vÛ bvg 

e¨envi Kivi †Póv Ki‡Q| Kv‡RB eª¨vÛ cÖwZôv Kiv Lye GKUv mnR KvR bq| 

G BDwb‡U Avgiv eª¨v‡Ûi msÁv, †KŠkjMZ eª¨vÛ e¨e ’̄vcbv,cY¨ ev eª¨vÛ wPwýZKi‡Yi †KŠkj, ‡KŠkjMZ eª¨vÛ 

e¨e ’̄vcbvi c`‡ÿcmg~n, wbw`©ó c‡Y¨i eª¨vÛ e¨e ’̄vcbv,c‡Y¨i Kvh©KvwiZv Dbœq‡bi †KŠkjmg~n, ‡cÖvWv±  

†cvU©‡dvwjI cvidig¨vÝ we‡køl‡Yi wewfbœ c×wZ,  eª¨vwÛs †KŠkj wm×všÍmg~n Ges eª¨vÛ wPwýKiY †KŠkj m¤ú‡K© 

we Í̄wiZ Av‡jvPbv K‡iwQ| Av‡jvPbvi g~j K_v wQj GKUv cY¨‡K Kxfv‡e †fv³vi g‡b †miv cY¨ wn‡m‡e ’̄vb K‡i 

†bqv hvq Zvi †KŠkj cÖYqb I g~j¨vqb Kiv| KviY GKevi e¨vÛ ˆZwi K‡i Zv wUwK‡q ivL‡Z cvi‡j cÖwZôvb 

`xN©‡gqv‡` jvfevb nq| 
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BDwbU DËi g~j¨vqb  

 

1. eª¨vÛ ej‡Z Kx ‡evSvq? 

2. eª¨vwÛs Gi †KŠkjmg~n eY©bv Kiyb| 

3. eª¨vÛ e¨e ’̄vcbv ej‡Z Kx ‡evSvq? 

4. eª¨vÛ e¨e ’̄vcbvi Dcv`vbmg~n eY©bv Kiæb| 

5. eª¨vÛ e¨e ’̄vcbvi c`‡ÿcmg~n we‡kølY Kiæb| 

6. cY¨ †cvU©‡dvwjI Kg©¶gZv we‡kølY c×wZ eY©bv Kiæb| 

7. eª¨vÛ wPwýZKi‡Y we‡eP¨ welqmg~n eY©bv Kiæb| 

8. c‡Y¨i Kvh©KvwiZv Dbœqb †KŠkjmg~n eY©bv Kiæb|  

9. eª¨vwÛs wm×všÍ ej‡Z Kx ‡evSvq?  

10. cY¨ ev eª¨vÛ wPwýZKiY †KŠkjmg~n eY©bv Kiyb| 
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