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Definition of Brand Management and Brand Identification
Strategies

@m

Q AT CNTT SAAf-
" S O JACS AR
" IS ARG AR A0S AR
= oy I T HiToTaced @FEPRR 364 FACS AR

TS J?

What is a Brand?

25 SEE *1% Brandr (2t Brand (@) *itw Teoife 2wz a9 dfe=w == To burn, e
TR T | OIS e HfFe FACS TN ENEF AR SICHF AT s TRedl =0ol, AT "branding” J&T
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Brand Management
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©. TSl @H{Fe! (Customer Centered): TS IAAAE JCST S YW AL &)
TFOAS 3G ST FCO 2 | (ST JTS 0 8 FACT8 O K0 AE FoT bifeia] *Ifes =eeTw
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8. BIW @& (Team Work): JF® I TS T JFAFIA ML FAE G35 SIeas | e
RGN VY@ (PG T JIGAFT IS T2 | @ JIGAFA ACF Jrieed ARDRS 8 JAm
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Product or Brand Identification Strategy
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. W 2y Ffer (Specific product branding): @ (FT=IETT WSS GF5T (FAI TOSTE )y

G AT ©OF ACSIHoa G 52 7=/ T (Brand) A | @N- 6T & (FAN O
TeAIfre =T #tely @N-A16T (Bata) !, (&, (36 2ojiW Areypis @ife At &=y =i
M TS (Brand) AT |

et 3t T IR (Mix or combined branding): U2 (FTER NGO (@ @i ©F Seoifre
AT & GIEF JITS T (Brand name) JIRF 6 SRR @2 SO 2TNF &= <fSq brand
N GIZF FA = | @F-‘-RAHIM AFROOZ’ @™I1fq ‘LUCAS’ ¥R ‘GLOBATT’ It ifea
FIoIE Ao Fa FC ACF | 222 T Fifee |

. o7 R A AT IR (Product line branding): (FIN (FNf ANGTOR AT ANCAHBTTIg

FROAT AT TABCE A7 N T | @ 207 A @HER NGO GFe 0] A 2T
@ Ty G RSO PTRBLTET G2 T(T IR GF GF6T oF TFF & GF qF6!
Brand S 92K I = | IR TORTA[ 2o AT AFI ©OLET Brand N JI2F F4T 2(F |
TARITIR, FIHAT &P O TeATre Sy o1y M &= 212 9" Brand name IR A |
@I PR AL, PR AR, Il oS, 25 SRt S9ifh oot (i) Ffioe
o |

FCoATEG JFfR (Corporate branding): TG JFifR FHER Sreor™ @ f6 @i 79 @weR

MAT & G612 JFTE W (Brand name) JIT IE | CARIOTFRA FA @ACO  ANI-
Grameenphone S JJPTEE JFTS Post paid, Pre-paid I Business class €3 &+ @3oN@ Logo
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JIRR I | FCATCES FifSe @7 CF@ &fs #Ateid &= Ml Sewl @ 919 (Brand name)
FIRA FACTS T+ Logo & =% @R 7% (7 |

€. 2iReeb FIR (Private branding): @ (PR WGSR (@I OF & @36 44T JE T
JA2T A | 222 ARCO6 JifSR | Private brand T SKIF Retailer JT©e I 27 | @ (F(g A0
(PR TeAY = O T @y &N A A1 | (OISR AGHR egliaq o Fiewg e A |
TWRAeRF I AR @, Pacific jeans ‘Wallmart’ U7 &= #77% SeAme 361 | 58 ©f f[ama w1 =7
‘Wallmart’ @9 Brand 9I1% @ | SIQE Pk jeans 3w ©itna e St (Pk jeans) o (M0*R et
qrereroRge FCL O Ol¢<F Retail brand T |

AR T T @, Jr© Tofeesadt @ wrore wibe afer | @ ey efsgmeteT s SeAifirs s ar
CRT AT AfSTAT Ay (ATF AAMred BiTe T B3 T | AV Owd ers SRFRIer, W
AL, Ay @ (FO K77 oy BT FCF TACF IS @ (@ G5 7@ GIRF FACO 2T |

Ay AR A
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Strategic Brand Management
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Definition of Strategic Brand Management

AR o, TS T (@ AN, @SIF, B 1 ez q am@r @ efsrart efsyie =ty A G r e
TP RO AT 2R B AT | PG A (T (BN ANGCF HZCE (5T TR | TN~ AR SR CFCG
Lux, IOIF &S Bata @R f5fea &oite Sony wrere T=iem e | @ e &fedr w1 el afems
[ (RS I [T (Strategic Brand Management) |

SR I AR @, THES JFE I I70S (T AV Ay I G JTS 2o 8, Sy a=,
et 8 fFREeTs A | IR T JRGEE @F FAT FIfS @7 AT FICSF I T ([@CS
HACH | (P G0 AACF S A0 (AT F TR G @ 6T, NFe, 9, 5% A1 9@ @ [f+2r
TG FRIR AN T[S FPeT DA JIER T |

«Q &3 Kotler & Keller G519, “Strategic Brand management involves the design and implementation of
marketing programs and activities to build, measure and manage brand equity.” SRS W tefq,
AR G IR FACTHS ASRETODA! FIHIF T Ao 8 JRBIARACE (PI*ETS TS G4 ¢ |

Perreault & McCarthy @< tS, “Branding means the use of name, term, symbol or design or a
combination of these to identify a product”. iR @FH o7 Todend BiFe FK & @ «IN,
Ao, B 1 THIT JIRT FAT SR QAR A AT JFiSR 0T |

] I CRR (FHFTS FNG BT W JR© IJAGHIR IS I JIGA 0 ACS A @
T ST Aoy (AF SRBPA9 AR (TS 2 | TART TR REeel T FTS I
@ I (I3 “Ifse e =x ©f =
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Strategic Brand Management Process of Products

T TFR0 (o, AR GR IRGHTH #CH IGRGOFAT TP T AR 8 IRARNFE JITS
RGP 0 | IR @7 T Ty = SR Aoy (F @ AfSPIa Aol A GRS e w41 awe
IE @ AN (@SR TSF A TONI SRCS AT | TFHEATS JITC JIGATR T @IFR @I
THAMT SEPS AR | (FHATSCE ©Otnd JTC (ACF AR ANSIANSIFTH AL G FCF) G
TAMRRTER T AT AW FAT (BB I | [N (PES IS ARG AGCHA/SAMITTE
TGS - =

o.
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TS e T (Strategic Brand Analysis): TFFS TS G TS J7T0 JTS FfE,
S @, G 8 fEEe TR IR [/ | Jifer Prares afel owva @reere e
fReare wrgeld O M T | (ST Je ReEeen T @ 37 9 TW9e (et 2@ -
e <1 tepel, ST, e oy Read efpfs |

R. I T (Brand Equity): IS TFRIG IFCS &FF G0 2007, CRT I IS &ifS (@Fol ARCR

A0F AOREE [T | JCTT OfF] @HreTre IS JIGEER et “mMowes gfeqms
SIS doR FeCe 2MCH | J'® 220 g emR HiTs @ o JITT GFF eFrga
AFlS amr v |

©. I fHfFssad @ (Brand Identification Strategy): THIC! Ao I GRATF NGCIF N JIF I

TG 8

(TR & RS FORECT RGNS TS HTeFae! (=T =T | JICSH AL & FOFSC LA187
fevetfael a1 A1 S T B @ T JIGHA T4 200R TS HfFOae (FTa Trorely | T (1
e, TR, T(E I @ BT 47 AL RIS T IS YT 0O AN | SR NI G7 AL
Tioe f[feq oM F @-fCaR, AR, TAIEr 2oy Jfeaste Frre wAffbfomacd e gz
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Je e WA @*F (Brand Identity Implementation Strategy): (@ IS
FIYR @ T e ~fdfoFae 8 IEARE 2T IR a2t I = | @ &I @R
oR effoe JeTE AW (=T O | JITT [gF a0l [ s el (o e
A foPaces 71 O SRfZe FICl 27 |

AN (TS JPIS @ G (Managing the Brand Strategy Over Time): TS g1
G35 EbeT Af T | GBI oA B UF I Sl VR (AF od B~} Je gl
FACS T | OF JTT AL AATS 1o B (AR08 I=27 7N @6 IR | @ A 7w
TOr*1 AL NG (@0 8 IR (AFFCS IS (@ 2T FA00 27 | TS *fe=ar Fa1 @2
FrCed o ST 5112 =0 Q@ [0 ARSI STy |

JITS CABCFIENG @ I (Managing the Brand Portfolio Strategy): Jrifer fifeg asiza
O A | @FF- fWe =y e, iy A1 I& Jrifdr, =07 e i, FCAfEs Jfde, eidres
Fifee Topifvr | @ifTa @3 A @IS FCTT TEE J© AGCTIRS I | FIfeR® FAFeTo!
TG G (P (AGCRI1GT @9 Fhe! JHICTI N AT AT FACO 2 | (I GH(6
GFF JTF &S &Fg 1 fea TR JITea Ty 5 (AGTwifies o @ vy frts =3 |

J® FreIEfER (Brand Leveraging): TRICAT (MR o1 JITS TN JA=E I T9F =4l Il 2/ely
T AFET F(F TS (A I LT G2oNF JTE TR I | (e JS IR 9
0 e Freiafer @ T TR Q=R M fSHIt o TR e aze SR |

AR A 0o AR @, JC JIG IO o IS | 22 G0 5o« A2 | FIere Je
TG TS AV T FIH T AR T 8 I S |

Vo7 o steree

(PN GG 219, GR1 A JIST &S (@l AR ISADF MASRCF JE IF0 0T | JIS IFRC
Cofs, AR G FIGATR SO IASAEGOIAT TP AP 2R € IBIRAL R (TS
AT | IR @7 ST Trwrely T AfSTRIN AAPIR (AF (@I AfSHITaR #1ey A G s w4,
TS IF(E & ANH (FORT TOF A 20T SR_CS AT | (RS IS G4 [0z 46 &ioe
JE | TS TS I N @Y TSR TAMT TWO& A | (TIPS JITS
e, e 2JH, JTe Hivesad @, Fw ARhfe Iware @, TEE @FF e e @
[AG TS (AGCFIRTS (FET TG e Frerafer Tonv | IMaR (@T=ife oF JTe (A
ST FRUT ANGAR G TR #MTHFA I FIIOISTE IFTO A 2”9 6 JRBIR T4 Bf>'S |
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Product Performance and products Portfolio Techniques
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Enhancing Product Performance

O[T 7 6 ACAGCT BB LT I G 1 PR AT FCAC W, A&, FARE T (S &y
A AT T OIS A0l 0T | 2M6l) SHIAT Fo00 o #fely, Aely A @3 (AGCTINS S R | 2/ely ¥
TS JIGAF 2 TN (ST 0f @Pgeyf | (S @A A IO TR (FTH SRS
PRIt ZCeT-9107, 2/F MR, o7 (NBrFifere @R T TFI | AT FIEFT Saw I (RIS
aifer | efefs ove foeere SieTser w1 2@

3.7 A &=
oy |— - sfoly RHTRFA
\
T #I°lF FRCAE — l SITelE ARTITS 2o
p——— /.\ T =1ly I TR
/o7 A SR Affasy
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(F) =7 A" @™ (Product line Strategies): #ioy FfE T Ffe7 *L@ @G @6 A IO
THRHLS | A PSS TR (T QA=eel ey AR @ G e R @ ov@ s
T REIoeT 41 TS A1

TG 8

. O Al A (Adding new products): 2I¢ly AfRTS T #fely IFRAEH FAR AL TIGI

CRICAT #fely AT A0 I PIEPIRTST T FACS AT | T Ao RN GI(T Gy, TR A L=l [
IR (FOIMR W6 T ¢ [Tabe =7 | G(6 (FAITT IO @I AT TS TEer FICe
ST e (FICAT /0 JEETS A AN &= FACO AT | (TF-ZCfeTOR THI Sens
G W] AAPE G JHE G ICE AN G AL T 9 Ay AP S,
S S doyin e f[ifeoy I win s TR S e AR |

AT (Cost Reduction): 7o I GRT ¢ofF @R fRieitas (Ft@ 57 (Cost) @0 wwged [y
7 | sfealrs Teoime ¢ fstas 5 S 20 eferironETs < ez T | widie eferironEe
e e APre R0 ALSF FoT @R 4T GIRICT 7 el e qrenea foees sy *fe=ife
AR | T AT (F@ AT ez Ao, TeAmeTa SR SR, SAmead
sifeaeTel 3far, 93 &ife Tesime A IR, fRifee e, FaaR 53 ZPT TS5 (T L
I el 41 A | A S TRy I (7 W @, JOACH S @A Jw 2T NS
PR FCR AR PO SHACH T ZCACE |

. #% BT (Product Improvement): T@eR T @ BIfEwR e AfdF TRT AT TLCT g

o] T fHRAT @pTS Arh SigReReTE W A IRl Jw T @O A |
JRECACHR (1 R (@I ©Itna @bfere #teli 3t 997 Tod M8y 8 wellad IREAGT FCH
(TS| FHCT (53T F(F e TACR | O A SERGNH 2P (@ (GRfese, FF>E5E,
TG, (NIRRT (F TN A TPNPea AN G (Pl FFET I #f1% | T T AN
(@ G (PR TSI IS 18 FACS A1 |

FrEFETeRAT (PR ARIST (Alter Marketing Strategy): #1¢F S& (T e “ATeTF G b
475 e TomA | @3B Aoy O GIRAbtar “1bfs B Sfoes H0a | @ANT-I0A B9, 3@ o,
ST B IR o T | AT G S 2lfofb v [ qar s@rwR 2w fog 2w o
TSI 2l VAR AT AT (T 2=e B AT FRPITS] TR FACS /10 | O &
RS (R QT 19 I [0S 92T AGIRIErohae (HieT S=12 [Cape A0S 2T |

o7 QST I YBIRFA (Product Elimination): TEPAIR 6 g I N I @, Tl
e (TR (PR Fo12P] ™R 7 O 404 e =7 @ A6 o G brara fow @
SRYH FACR | G WA R ¢ JAFR AR F[oFOIT FACO U F(A | GTO_G, TS A0 &y
Tt 71 % =R ~4e5f5 et (Elimination) F91% 23 ewgad Faie |

. R AR &°] (Environmental Impact of Product): “Tea IS SRACT @I

AT G (AT AR gl ool eaver dace 7@ | [ s afgs
AT Ao @Frga A v Fa0e 70 | IR RS A= o7 forzme a1 a7 0T
FSADF YOI 20T ©F AfSHITT T TGS TNFT I S AT | IR (@FANNCE GRS,

Pl
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iAo, AEiafed, AMEGS ¢ efee ARTIE goR [RTIBAT @0 T FRSBIST @
T 900 (A |

(%) 7 cABTHIe @*FPTR (Product Portfolio strategies): TAGCFITS (FET BT (AT GH(6
G g3y i e o f[Kfver 91 3 R @Hifhs ey R w0 qce @i 936 eweam
o O GFCeR o M sy 1 W1 @6 Fro S TRER 9 wTrew e | FIeeR
CoABCFIfTIS G Atera SPIRS! Taaeea (et fReomed ewgeyd Sl s{fw Fare 21t |

fCh A9y CATGCRPITTS (FTHePTIR 90T 1T =EA:

S. g = A IREE (Adding new product or product line): TN ey A TG N =C=T
25TTS AT A AN G A G T AT FRCAE | @ LI A0 HACS WS Ty #fely
TR IE IOV IS FRUCF BICE AN @ACS AT | (@AF-FAF P AT SFH TATAC
TN N AT FAETS IOV O AW, PG, (N AT, SEAT Sopif ely
RIS F A FAE |

Q. 7 AR ST (Change Product Line): TAGCTIRNS (@M @ afay S Jug @ riifas
Ay AT @ T =7 @, @I 2I0F Ao g 41 F859 2T 20T | K (SFF T
&3 efe ~ARTSTTa T ey HfF ~AfRae Fane iR = It | @WF- SAMSUNG 7031
QP (RIS G5 8 ALFe Afew BfS Teoiwe Fae1e IS O[T NG (W[I2ET € LED Thfefe
T 8 JEFETS FACR | GOIF AT T 2T FA8 9itely FRFITS! Sefee 1 T |

©. 2y M7 qfeF7 (Delete Product Line): RfSg F1@te @mifag S@g @ 4R =07 @C® A
@, #fely A AR I AR YA T T & | G¥ 5 Aera [era e 751 @t ol
I MG | AT G L& @ TS 21O BT 1 2 | @ BF (@R 7 oo qifeet Fa1
TP R R ARG e ey A e o= 01 S8 Tl LS Tl T |

AR T TR 2N G S BIQE ALCAGAT I Al T @, @A @i o1 frdfo
e Arerg FEce e 7 | oy elfogeT wiftaren SR e e ¢ YreE A qcer s ey
@TS AN (@, O A & AT A 40 A 78 =7 T | O @12 #fly I e sty MAre Tge Aoy
RIS FF*TF T | Ol AT FRPITO! SFT (T G5 oo Al |

o] TGRS Farol [T 2wl

Product Portfolio Performance Analyzing Method

AFSHTT T o1 Srorely TCTT AT SErw 41 | F IR Aero M & Ay I JIR B SARTR
@ TAF | SOTT AT ARG SR NGCT #40ly T R[S #Aena SoIwamr 51 CI7elr «s2m ¥ |
@A At e (@PHrTTe JPT G (SBU) & SETMIT (ABCRIR1S IgoRe Meed M«
CoBCITS JITC HIGHAT PG T I AH | JIfeR A (AGTFIRIS FFTe! TR I@B'S
TIINR CNBCTIeTe JIGEFAT FF ATCF | A7 (NBeTiere ey [raeer feg mafe wwarg
= forad ST SAgaR 217 ST F41 ZCl:
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o faeee <:| |:> IS g foa

7 <

SOl ForT &firs w2y @

o@: ooy (oAb rTIfee S v f[Reage smafs

Y. T G_G6&F [TA= (Product life cycle analysis): 2T &9 5 S50 1o A7 B (X |

T =T A9y SR, Pl ¥R, o W, el B AR AST B | ST GIRAbCEA @
TAGTENCS AT Y T Gl AP AERTOFAE ACF (AT & AreRenesel
SRR 2o FA1 RS TF | TP Aty TFACTR I VA Arenica [zt e wrepe e sifers
T | e B A AP FTHFSICI Q= T A AP AR T AR A0S o Aece
A | ST B s Sfes M TR @orR 76 (fitg 7 | ormrer Ao efswifrer
A 2T | T R R R AR 4Itd &g F0o ACF | 0T Ao B #of [aq
G AT AT TSAR ZRPT AR | @ R A 377 A5 oo F9 FANS ST =7 | FIET2
oY (ABCPIETS AT RCCE 2N GG B TP [0 T 27 |

3. o7 B Res=et (Product grid analysis): =17 ARay™ {eamees & «itene 2w e s

TG | U #Ited e fesaees oy 1 e afs s s aeare | @ =:

> TN FETHAMCTE NS 0L TOIR0 AT AT T (7l |
> TAGCRIETSR SRy #[Telfd AR AeoF HReTol @ FEeTo! JyRe F |

©. I S[G & (Brand positioning map): «Few ATRETSFIRIT &+ T3S e et @R

A Y @2 (@ fgfacos e e w4 Sraw ey A5 fNeaeEr onem T @
AGSCS (FIIF JTSF *fe*e Sy oo F41 78 =7 |

8. wif¥e U™ (Financial Analysis): %55 @@AIice WffFeg FOI SV AT O @

TG 8

FErers Gl AR | SR AT N ST (@ O PR G WS [osEe w0
CATE | G TGN ) (AP S AP A AHIR A *o-Fhox ~Afe e w1 77eq
= | WS RER0eR TR0 =S s 0 SgoiTe [l | @ (Fid for I27 e Sed G
SATS RexEe w41 Sfts |

Bl-b8
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¢. NI T (Research studies): (ATSIF ARTIGE [ N SACGHTS! (FOR IR
TAGACTR &) IRl iR STaier | GG ey IRE I (@Rl 6 6 ffdr @3 weffe
YA 2CS AT O I REFR e &ia) IR | SR, AR TSl 8 TITOIte T ARl
TICS o= 41 203 A |

b, &fif® -7 @RT (Standard information services): @ 2T THFEAI SIAF (GFOIAT &) Pl KFCHH
2 ORI fF6® 03 f[F GRIR W9 (@9 23 ¢7 [0 @orwa e g facs 29 | weife,
(@SR Aol (AT I LN (1 AT GR CRF T (I J G F2F (@AM el fore
TH |

ARTAE T AW @, #Aof Fwarel [eaaee TR weeiive EeEts [Ruapar F0 =0 AE @R 99
A Ao [(fSq o o Resaeer e 2y 7o w@ge oo w41 79 21 |

o7 S APRCFA

SO T o1 Ty ZCT JAIFT G Pl | WA R WErS 27 @ #Aely I JIER B AR T@F
T | AT AT AR FHF WG ey N7 R[Sy AHely 57900 el sinean a1 | @i efefs cifes
@RS PR @A (SBU) &y S-WT (ABCFIRTS (Rge1F e Mo (ibeeifere e Igem[
JRGT T IR A | IR AT (ABTFINS AT TR @D AfSHes A5 wifre ragrosar
T AT | AT GRbE [, =107 e [eewer, e sy« ba, wifde [Reser, sicage #mer, gfire
O (T 71V 2I&fe FICS TN 20y (ATGCPITS ARFay™T [{eeaae 1 23 |

BTG 8 Bl-b e
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1>5-8.8 Fifer Fraie ¢ e Hiresad @

Branding Decisions and Brand Identification Strategy

)

Q AT CNTT A
" IR (T PTRITR T SeCe A=
S TN WO @ RS HARCE
» T DfTeaad (FE T (=6l e I AR |

Frifer e

Branding Decisions

ST SR (EAR @, FE N GG W, o, 6, R (e fTeigs a1 9 5wt TAmies 936
TR T CEFOAAE T 2 *EFICET FICE ARG DA | AP 0o JIS T G{6 (@i
2L AT T | IR JOT 210 K AfSHae (oxe (@I <= wE F0o =7 1 | IS T I @
T TR (50 IS =T @ A | 6 TS IGRGTOBIAIR 0S, “Products are created in the
factory but brands are created in the customer mind. SR =e7 tofd =7 FHFACS, 8 IS toF = (@O
WA FOSR | S It IS (ol Tl -G W | TR (I Y (ST SR Face = | e Jifer
(PR 2 PTATR  SNCbAT T 0T

(F) JTS =[G &= (Brand positioning): g afermt Frtes fore @orm vt R Friees Frend
MY O[-2 2T @ JICSF S{YE (Brand positioning) | AeRETewIART e feaba @ @ R eea
AT SIME JHICTF S_G [(fFel T AT | @ :

i, @dARRET (Attributes): IERETSHRT TR R “Aeha woRfeR fefere Jres g ufaet
FACS AR | G (@0 (FOIR B0 AT @[l 9ee 411 = | &9=- Sony Voice Control
Tv. SERT @, (FOR AT A6 eI Afe STohT WPE T | (Foell, OIEr A7 5 O 2=
#AralrR g wdRfE Snmce FopP [l rs 7% |

ii. JRYPTR (Benefits): TeFel ST G AGREGTORIANCD JHICCH OGN QARCH A e
TEIRY ARLPTR @17 FACS R0 | (@HA- AR G =R (ST 6 3 Hfr (ore 7i1ea of g
P @ACS A | TrRe TR/ I AR @, SWNCrF e e A1 oo far =eem “fererer” |
RGN O RGP0t 4aCR (7, “Seaf+ ez Bfe eaeiw 1”7

jii.  TRPT @R VRN (Beliefs and Values): HPT @ 314 R0 Aresrenepae ARG TGS
TAME | JT @7 e e azel [ive Fre T ITRETORRIE PTG SFCANEE
Rl RTIver F90e 203 | TEW @, SWAS CHE (OIS NI 74T golfFe 20 AT |

(¥) J5re 7w =46+ (Brand name selection): (@ S A7 2SI @1 9T (BT T ©I2 Z( JIT 91N | JTS

TACR AT AT TFeTo! AP ST | O (@ANNE G35 AFHA Jre 1 167 0o 27 |
O GG (P RS PG N | G5 18 SR AT - @ OIF TG e GG I AT BT,

BTG 8 PBl-brb



R TS i S IRGRICATE LD

(SN IFGH TAVFFIRT ST AT ST G5 JFE T FE6 S (55 <5 I A0 | @ &=
JERETSIIACE AT N, AT, o8 e Toyin ReE-R[esad Fce = | Ji© FewF e 44+ 7715
g &t | 32

5 | fRI5 (Selection): #1407 A1 G JrE W =607 (F0@ (@ 76T @elREl fTIb=T FA0S 2T @I
[BREE

Vi.

AT @R AT (Benefiots and qualities): T T @ 263 T6© AR NLICT (ORI ATHF 4T
3R W FCH QIR 1S FACS AT | @N: Lux, Sandalina sandal Soap “ACS JHICS «CI RUAIEY
AL G2 T FTICF QR #1S F[ D07 |

FEEANGT (Easy): IS TN AN 267 TS TS (SIEHT ©f F20e THEY 0o A1ed, fofes Fare
A G2 T ARTS AT | @A AW, (&2, fafer, sy Tomifer |

woFe! (Distinctive): JFTE TG ToF REAN TH® | (@1, W JFTS FCHF AL AN =T
(oAl fREifen PR 20S IItF | OTRST TS FHRIEE ©F 20O AT | O3 JS 0N Foqo! AF
SRIF | (TN SERGH 2T 710 ST JFCeF I =6eT- WALTON € PHILIPS.

Ref® (Extendable): e G @x 2ear The @ ©f @@ TP =7 | wdie sRare e
& fegfo T AT |

SR SARM (Translateable): TSN TN S SEM SAEET 20 209 | wAfR, Jre wfb
ON R Tfo® 7 A RO SR SAW 41 AR T | @F- Lux IS FH{0 e, S=ar 1 &
@ (I ORI RS W 41 I |

R '@ T (Registration and legal protection): =& WEFCOI & @ I F I
G TS T 157 Fa0e 203 | LR I @ (@ AT T 1 1 27 |

Q| @ (Protection): SN WG 77 (@IS ©f TTFE T A2NOSI(F 7 FACO 2F |
555 TR ATCES A PG WA (A0 TS NI R I FCACE |

(1) JITS ABTARFST (Brand sponsorship): T TAMAFIANE G b <A0R R afs 7o
Prae azd Fco 27 | T

TG 8

i, TeAMTFIAT IS (Manufacturer’s brand): SAMFFET A1 oAt 2fed T2+ ez Jrre

TERE T, NS oS e @R e TesAifre o1y @ (R @ IS T2 Jraearesae
IET O ST TAMADET JE IET | @ PUF Bovee, Houston & Hill I, “A
manufacturer brand is designated, owned and used by the manufacturer of the product.” Siffe |
TAMABIAT JITE JC AT TAMAPIAr @ikl TEIfs, MEREET @R IS J1E | Tad
T Sony, IBM T9If% FI0eT FIN B T[T QTS AT | | TE, @ JFSS GO JEe F
7|
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V.

J&S FIE (Private brand): T @A TTIFRRIE JTS TR F(F S OIS Jfe1© JE
T 1 @ &ee, Philip Kotler & Gary Armstrong <S¢, “Private brand is a brand created and
owned by a reseller of a product or service.” SRR 2T T (FF JFCSF =07 1 ET
TR (A R TR #7S A O ©I(F HISS IS 0T | (STS TS TeRA Bl (%1
PN 2018 TONCH A ST IRl JCTF MYTT A9 T (T ISR O FACR | (-
Wall Mart 21l RTa Siares @Rl @36 Fie o IS 1 |

IR (Licensing): = I CTAT SAMAFIET T4F S (FI 2AfSHITR IS AR fHrer [
Coff I GIRA FCA ORI ©OLF FARCIPR 0T | Q@ &k McCarthy & Perreault 0o,
“Licensed brand is a well-known brand that sellers pay a fee to use.” SRR, T2 JFS T
G AR PRI JITS A JRRER G [t F e Fars 2 | Sagel w671 =0 I
@, SICwE (aee el T ‘Ponds” =il (RTIceT RS «@eer #iely JrerFemesse SR |

T FifeR (Co-branding): T4 K5 @M1 @IS 247 IGRETOFACT G52 IS I I
O O @ JITS 0T | G ePTeet Philip Kotler @32 Gary Armstrong 69, “Co-branding is
the practice of using the established brand names of two different companies on the same
product.” e, @ JTS T 716 fog @ 393 492 ~teiR efofoe e T IR
SR | (- IO AT (TR ST THICAN 6 S PI &BSF® “Coca-Cola”
TG TGP GFE T @GO FACE |

(}) JT® BFaq @*F (Brand development strategy): @36 @I e THF CF@ ARG 5
GHCTR (PRI IR PR ACP | FITSCT Ch TG FCH SACABAT F1 =1

TG 8

A ST (Line extension): &R R Jrces AfEr <t 2o sy [@se stoy
®ITS VPR JFT FACR T Ao ST ST =0 OICF AN I(Fodae (@1 0T | @ et Philip
Kotler & Gary Armstrong €< O[T, “Line extension is extending an existing brand name in new
forms, colours, sizes, ingredient, or flavors of an existing product category.” wRife fy Fffoad
el (o e 2y Forfice 9v8 e T Afofie WZET @ IR FFTo[ AT HIRA
A, ANF- T9F N, WD, R, CAME | TARARHA I AT @, WNCF el FeffTeR
PG I fog for TRt S0t A A (=UeeR |

JiTe e (Brand extension): TS GO (@ (@A T (B #/0lf IS SAGI"a
T TSN BT JIS T I FCF | @ &3 Philip Kotler & Gary Armstrong 3619, “Brand
extension is extending an existing brand name into new product categories.” SIf® T G
AT T JFISTW FIZT FANE P& GO 0 | @ 4RO TS LSV AT (@ ARG | (@TA:
Proctor & Gamble FIIfN Swa fCHRTET “Itofd CFi@ @t JS IFSFA (FeT 92 I
T TEACR |

R I (Multi brand): T @I TUF G2 SO ACT IFIEF FIEF JIRF I A
PC O OF IR JT 1| @IS F Philip Kotler & Gary Armstrong I,

“Multibranding offers a way to establish different features and appeal to different buying
motives.” SRR, ILIIE BT GF7 GF6 THRF I[ NG “eeha f[fog [F#em Tmm i [feg

Bl-brr
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T STWCHT S A T | @ (@ @ [T AN IR ©f TN G0 JS (@ PR I =0T
TG ST Pl A0S | [ [UTe af$SE Proctor & Gamble &I @ (@G e
F[IRF A A |

Toq P& (New brands): TOF AT & (FAI @ T IS TV G I(A ©I(F To TS
JET | @NN: GACEE (@AW Panasonic @32 National Iopfw sy oy fog @ifem ey
RO FA(E | (FOWT N NFLCENT T S AN (FIATNSTAT G (et gzet
T | T JTC SFa TILT TS (S FT& I @ (G WL 1L |

T SR @RS M AR, @ @ @A e e @FE SqRed WK Srors
(FOAT 6 ROIITST (AT A | TS T (FTIT 20T& I AT @R JrefB Aew Aed weife
0 TITS A |

e e Ry e

Considerable Factors of Brand Identification
GG @RI T SPged (FHETRTER N0 Sox GHfo AL STyl =0 T Afoosae A1 TS

fofresad | e Afbfosae @ I TN 2@ 21 bfessaed @ | e ARl @ &ba
A | B (FCAT IFF I[E T IR AP FICGF NS | G0 Fd JIE ¥ QL FAI9F o
AR FFACIR Sy [otel, 2PTa, ATSER , P FRIQMET, (P QoR 8 JRAR TR HIGARI
IR IF 2 | TARTE [anetE gore e ARbiosae @FHER Swee (@ FEwt alifer T
AT | V= I BT FT 26

). I AARReFa GIReF WP (Extending the brand identification concept): IS 2R US>
TN, 2fSI% 1 oz A @G e sfycs efsriig =fdy (T WMy SAGIt FRITS! A |
JTE AR oTAR T @F*FrPre 1Y AeR weeR | 7 e sRibfesad @ik Ty
ST b 4T =

TG 8

TS R 797 (Brand as a product): TG 7T 072 IS T RGTF Srwes A&
Ty 40 T | @N- 157 &7, NS PIers, A AR, O TR (971 29517 |

e ReI &SP (Brand as an organization): ey efedeg wrge ¥ @@
TAgfre e SN2 FIT 0N NSRS | @NF- PFA, TCAAGT IPATOR, *JTNeT
AR, JTIF-d0 Tojln |

I R IfF (Brand as a person): I§Te e Wi faar feg [om g« wee 3
R | @N: 2 [, 5 e @i, s afw, & @@, @awh Tonf |

Jre RewF efeF (Brand as a symbol): IR T 5 2t e e a1 o
AR | AT I A qCere Sfefee Fa M | o Ay ARDoFe @i
2SI9e Jrre 2end et =1 @W- IRA [t a8ie @1, el e
o7 281 TefB [, 1 W (06 Brg A1 217F 61 FAvMT T (ST &SI
FHAWI W' ey |
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3. Opie AT (Value proposition): THICHT =4 T IS I 4R A AL QW FACR O
ref RO (@Felts SAee T & Sy RAfde a1 A | Ko 0 Aela wers o, 7,
SifeTer ¢ MARIeS REaate SogHia T AT @A S Teafde Fars A |

©. I AfRfbfswaan fes TR (Brand identity option): Jie ~fifbfewacem fes TR
TS (FEA #elf I FT T FIRET [ (@A TAR L& @@ FACE @RI | IS 300
AfSe T T @I (@FIET GFIEE TAm AT A | ©1R (@FHAINE (@O AT
(PR TR fySd W1 w0 R 8 THRILTICS Fw SN A YT Face =9 | e
f*ErTR @R e e AfRbieFaed @t ST 41 2e:

i, f@® ser JfeR (Specific product branding): T @ @ifa &S sitora o=y
ATE (@I FE T FIDT FE O OF WS Aoy e 6T | @N-TTP qE
T (I (@ QU (07 180, e edm Aifba o |

ji. =7 MR IR (Product line branding): 77 AfF ISR @F=eT G2 @I THFTS
FOLT AF IFE JHIT T (A T | QAR IS (@ (@SN 276 I = | O
Aoy A AP A I e N JB FAC© e AN | @N- [ [UrS (e’
BT R JTE I o o FAPT A (VT | @- (FPEAG W (=25,
@ECT GCSHT  (FRBOER, (FFAD G (XAIGER, @ECT oS F6,
(PTG A QIR (G ST IO |

jii. ARG F®R (Corporate branding): TG Ffee 2T @ R JfeR @
@AM FEA SF TF AT FS N 2T FCATEE T JI2E I | (@H- A,
TrRFeErE, ST, fwf, @ifer, [Rastefs® Tenfv |

iv. TY Jf® (Combination branding): T Fifee @F=e1 Fre afedina Sefrs
ICAPLTAT AN &+ O fOF TN JI2R FE @A 947 @32 F¢Afeab JfeTF 9F FF
T T | @N=- *efir (Xisomi or Mi) GIRIE (@I el @R #iteliq @ Jrifee I3
(TRIEH (15 SIS AR | O G2 S (ACF G A2 Y G MG (FF AR TR
G2 OTTAR ST T *nef aR G (T ST |

V. Jfes R (Private branding): Tfe e Jrfers war Riarer Fnfer qere wfefes
T T | IR GGRER JIGR (@0 AT R afSdmeta =127 Jfoe @G
TAMTFIT FIR (ACF 219 G I +767 TS e {7 707 | Agora [y @riifem
oy e 018 PR #AT CFCE ORI GRS JS RETT I9-E FC | (@~ Ol
TN FIR (A (AT BT G d Qe ifmmw, aeaman ffess, aneanr
Tiferezs Tonfn a1 ey Rera Face A | GF3SNT s 2fede ATH FR (@F
AT G R (SR JS Y I I AT |

8. Affofe IWIT (Identity implementation): THISTE 2=t T TN GR TT& B F9
(T &=e | ATISICO AAFIFTS B oy FAF A7 AfAfEnFes T& JHIocs ARAT 4
CPET 2= IR AT | O3 IS IRAR (FICAT 9P F[&r 7 IR G AN NAPSCE [ oep e

TG 8 ‘j’é‘T—bo
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AF | @- JS ARMDSTT @, TAGT w7, AR SRfAe SAmpTR Topifr | ©I2
AT JiTe 2o IR @i 2erie @iy e [Keavar Face =7 | @=:

v 4RSS ¢ i Sifes wiF-terer fufae Face i3

v RfiE @R Sowrly f=oe Sace It

v RfiE @R Sowrly f=oe Face It

V' ORI @ TRCGR A4 TR H[UPTR i sacs =i |

AR I TR, Jre ~fRifbfomad @ @ afsvnm e 36 swgrd Jw 1 efsoraa wrewif
NFTOI TG *1S | ©2 TS ~AfHDFoTae (e IR T G (@RI SARG et Ao
b Reaersd s F9re 23 |

/S7 TR

TRFhe, wtafod AR AffTe Topin Sred e GIGATH (g ¢ HArge-9q T3 GHel
GO g | IAOF T ¢ i 29 Y @R O eFfed o (O ik A HIS AHST
TR | T AGRETeFIET AfSTTETHT #Iteiid e efedra T 2w Soog | 58 frarsita =reir wens
ST U2 GFT Aoy 1 Jro Ao Tee 70 | TWge FHel W AW (@, GIARER SRIEE GG oA
PRER NPT NS HIS TG (ofF FACS 1 (AT T TeAMeRal wersiy ey e S
IR FAR (BB FAE | IICG2 JTS AfSDT F1 4T GO =& IS 77 |

Q TTCE ST JICST TG, (TS IS G, 2007 A1 IS DioTaqed @, [rTe IS
BT sRFm [raacar g smafe, Jifee @ Fraemz aiR e Hiewe @ i
fRfie ST SRR | SR T 2T 2o GF0T e Pl (SR e ERT #elf R 9= 367
R AR SR @ 2R 8 SFHIR 4 | I (AR JTS o Fea of Bieew ardcs et afev=
AR e &7 |

BTG 8 BI-55



JREICA Tes e

a9 et

Hj TG Tex o

FTE IS FI @RTT?

iR @ FT=EPTE 36T 9 |

JTS JIGFI FTCo R @RR?

S [IGANE SHA TR 5T T2 |

T JRGAR ARCHIITR [ 39 |

e} (B CPIere Fwael [rae wafs 61 T2 |
e oo ey ey 96w |

TN PP SFIA (PHEPTR 0T T |

. e Fraw #0s F @rRiE?

0. 7o) I JT® Dol (FHEPRR I T |

YysLehrropry
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