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 wecYb Kvh©µg Ges eª¨vÛ BKz¨BwU  

Marketing Program and Brand Equity 

 

 

 

f~wgKv 

eª¨vÛ Dcv`vb n‡jv GKwU ¯^Zš¿ Dcv`vb ‡hgb- bvg, ‡jv‡Mv, ‡¯øvMvb, cÖZxK ev wPý hv evRv‡i GKwU eª¨vÛ‡K wPwýZ Ki‡Z 

Ges cÖwZ‡hvMx eª¨vÛ ‡_‡K Avjv`v Ki‡Z mvnvh¨ K‡i| GB Dcv`vb¸‡jv eª¨vÛ ¯̂xK…wZ Ges ‡fv³v‡`i Dcjwä ‰Zwi‡Z 

¸iæZ¡c~Y© Ae`vb iv‡L| cvkvcvwk eª¨vÛ Dcv`vb¸‡jv mwVKfv‡e wba©viY Kiv ‡M‡j Zv eª¨vÛ BKz¨BwU ‰Zwi‡Z cÖksmbxq f~wgKv 

ivL‡Z cv‡i| mv¤úªwZK eQi¸‡jv‡Z ‡Kv¤úvwb¸‡jv Zv‡`i evwn¨K wecYb cwi‡e‡ki wekvj cwieZ©‡bi ‡cÖw¶‡Z Zv‡`i wecYb 

Kvh©µ‡gi ixwZbxwZ I ‡KŠk‡ji ‡¶‡ÎI Avg~j cwieZ©b Avbqb K‡i‡Q| A_©‰bwZK, cÖhyw³MZ, ivR‰bwZK I AvBbMZ, 

mvgvwRK I mvs®‹…wZK Ges cÖwZ‡hvwMZvg~jK cwi‡e‡ki cwieZ©b¸‡jv wecYbKvix‡`i bZzb `„wófw½ Ges `k©b MÖnY Ki‡Z eva¨ 

K‡i‡Q| d‡j Zv‡`i eª¨vÛ e¨e¯’’vcbv Ges Avbylvw½K cY¨, g~j¨ wba©viY, eÈb cÖYvjx I cÖmvi ‡KŠk‡j bvUKxq cwieZ©b 

G‡m‡Q|  

GB BDwb‡U ‡gvU `kwU cvV i‡q‡Q| cÖ_g cv‡V eª¨vÛ Dcv`vb,eª¨vÛ Dcv`v‡bi cÖKvi‡f`, eª¨vÛ Dcv`vb wba©viY Kivi 

wbY©vqK Ges eª¨vÛ Dcv`vb cQ›` Kivi cÖ‡qvRbxqZv wb‡q Av‡jvPbv Kiv n‡q‡Q| wØZxq cv‡V eª¨vÛ bvg, eª¨vÛ bvg wba©vi‡Y 

we‡eP¨ welq, Kvh©Ki eª¨vÛ bv‡gi ¸Yvejx Ges eª¨vÛ bv‡gi ¸iæZ¡ eY©bv Kiv n‡q‡Q| Z…Zxq cv‡V BDAviGj  Ges ‡jv‡Mv I 

cÖZx‡Ki cÖv_wgK avibv I ¸iæZ¡ eY©bv Kiv n‡q‡Q| PZz_© cv‡V eª¨vÛ PwiÎ, ‡¯øvMvb Ges SsKvi wb‡q Av‡jvPbv Kiv n‡q‡Q| 

cÂg cv‡V ‡gvoKxKiY ev c¨v‡KwRs Gi avibv, c¨v‡KwRs Gi D‡Ïk¨ I ¸iæZ¡, Ges c¨v‡KwRs cwieZ©‡bi KviY e¨vL¨v Kiv 

n‡q‡Q| lô cv‡V wecY‡bi bZzb `„wófw½, cY¨ ‡KŠkj Ges weµ‡qvËi ‡µZv e¨e¯’’vcbvi Dcvqmg~n wb‡q Av‡jvPbv Kiv 

n‡q‡Q| mßg cv‡V g~j¨ wba©viY ‡KŠkj, g~j¨ m¤ú‡K© ‡fv³v AwfgZ Abyaveb, f¨vjy wbf©i g~j¨ wba©viY Ges g~j¨ 

w¯’’wZkxjZvi KviY e¨vL¨v Kiv n‡q‡Q| Aóg cv‡V eÈb cÖYvjx ‡KŠkj, cÖYvjx wWRvBb, cÖZ¨¶ eÈb ‡KŠkj, c‡iv¶ eÈb 

‡KŠkj, AbjvBb ‡KŠkj BZ¨vw` wb‡q Av‡jvPbv Kiv n‡q‡Q| beg cv‡V cÖmvi ‡KŠkj, wecYb ‡hvMv‡hv‡Mi Dcvqmg~n, 

‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡Wj, bZzb weÁvcb K¨v‡¤úB‡bi m¤¢ve¨ f~j, Av`k© weÁvcb K¨v‡¤úB‡bi AR©b,Ges GKvwaK 

cÖmvi Dcv`v‡bi f~wgKv eY©bv Kiv n‡q‡Q| `kg cv‡V wecYb ‡hvMv‡hv‡Mi Dcvqmg~n, weµq cÖmvi, B‡f›U ¯úÝikxc, eª¨vÛ 

cwiea©K, mgwš^Z wecYb ‡hvMv‡hvM BZ¨vw` wb‡q we¯ÍvwiZ Av‡jvPbv Kiv n‡q‡Q| 
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 eª¨vÛ Dcv`vb 
Brand Elements 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 eª¨vÛ Dcv`vb Kx Zv ej‡Z cvi‡eb;     

 eª¨vÛ Dcv`v‡bi wewfbœ cÖKvi‡f`/weKí I ‡KŠkjmg~n e¨vL¨v Ki‡Z cvi‡eb;  

 eª¨vÛ Dcv`vb wba©viY Kivi wbY©vqK mg~n eY©bv Ki‡Z cvi‡eb;   

 eª¨vÛ Dcv`vb cQ›` Kivi KviY e¨vL¨v Ki‡Z cvi‡eb|   

 

eª¨vÛ Dcv`vb¸‡jv ej‡Z ‡mme ¯̂Zš¿ Dcv`vb¸‡jv‡K eySvq hv eª¨vÛwU‡K mbv³ Ki‡Z Ges cÖwZ‡hvMx‡`i ‡_‡K 

Avjv`v Kivi gva¨‡g eª¨v‡Ûi Abb¨ cwiPq ‰Zwi K‡i| cÖavb eª¨vÛ Dcv`vb¸‡jvi g‡a¨ i‡q‡Q eª¨v‡Ûi bvg, 

BDAviGj, ‡jv‡Mv, cÖZxK ev wPý, PwiÎ, gyLcvÎ, ‡ ø̄vMvb, wR‡½j, c¨v‡KwRs, mvB‡bR Ges i‡Oi w¯‹g BZ¨vw`| 

eª¨vÛ Dcv`vb¸‡jv‡K wba©viY Kivi mgq Gme Dcv`v‡bi ¯§iY‡hvM¨Zv, A_©c~Y©Zv, cQ›`‡hvM¨Zv, ’̄’vbvšÍi‡hvM¨Zv, 

Awf‡hvRb‡hvM¨Zv Ges myi¶v‡hvM¨Zv we‡ePbv Ki‡Z nq| eª¨vÛ Dcv`vb¸‡jvi h_vh_ mswgkÖY e¨envi K‡i ‡h‡Kvb 

‡Kv¤úvwb GKwU kw³kvjx Ges AvKl©Yxq eª¨vÛ Dcw ’̄’wZ M‡o Zzj‡Z cv‡i hv ‡Kv¤úvwbwU‡K Zvi MÖvnK‡`i mv‡_ 

Mfxifv‡e mshy³ n‡q `xN©‡gqv`x evRvi Dcw ’̄’wZ wbwðZ Ki‡Z mvnvh¨ K‡i|  

 

eª¨vÛ Dcv`vb Kx?    

What are Brand Elements?     

eª¨vÛ Dcv`vb¸‡jv n‡jv GKwU eª¨v‡Ûi ev Í̄e wKQz w`K, MÖvnKiv cÖwZwbqZ ‡h¸‡jvi ms¯ú‡k© Av‡m| GB Dcv`vb¸‡jv 

GKwU eª¨vÛ‡K Ab¨ eª¨vÛ ‡_‡K Avjv`v K‡i Ges Ggb GKwU ¯̂xK…Z cÖZxK ev cwiwPwZ cÖ`vb K‡i hv ‡Kv¤úvwb ev 

c‡Y¨i cÖwZwbwaZ¡ K‡i| eª¨vÛ e¨e ’̄’vcK‡K GB Dcv`vb¸‡jv‡K Kvh©Kifv‡e GKwÎZ K‡i Ggb GKwU bKkv ‰Zwi 

Ki‡Z nq hv GKwU kw³kvjx eª¨vÛ cwiP‡qi wfwËcÖ Í̄i ’̄’vcb Ki‡e Ges GwU‡K MÖvnK‡`i Rb¨ AbyiwYZ Ges ¯§iYxq 

K‡i Zzj‡e|  

 

eª¨vÛ Dcv`v‡bi msÁv w`‡Z wM‡q Kevin Lane Keller e‡jb, “Brand elements, sometimes called brand 

identities, are those trademarkable devices that serve to identify and differentiate the brand”. A_©vr, eª¨vÛ 

Dcv`vb¸‡jv ej‡Z ‡mB ‡U«WgvK©‡hvM¨ wWfvBm ev Dcv`vb¸‡jv‡K eySvq hv eª¨vÛwU‡K mbv³ Ki‡Z Ges 

cÖwZ‡hvMx‡`i ‡_‡K Avjv`v Ki‡Z mnvqZv K‡i| eª¨vÛ Dcv`vb¸‡jv‡K KLbI KLbI eª¨vÛ AvB‡Ww›UwU ev eª¨vÛ 

cwiPqI ejv nq|  

 

cÖavb eª¨vÛ Dcv`vb¸‡jvi g‡a¨ i‡q‡Q eª¨v‡Ûi bvg, BDAviGj, ‡jv‡Mv, cÖZxK ev wPý, PwiÎ, gyLcvÎ, ‡ ø̄vMvb, 

wR‡½j, c¨v‡KR, mvB‡bR Ges i‡Oi w¯‹g BZ¨vw`| MÖvnK wfwËK eª¨vÛ BKz¨BwU g‡Wj ‡_‡K GB aviYv cvIqv hvq 

‡h, wecYbKvix‡`i Ggbfv‡e eª¨vÛ Dcv`vb¸‡jv wbe©vPb Kiv DwPZ ‡hb Zv eª¨v‡Ûi m‡PZbZv evov‡Z cv‡i; 

kw³kvjx, AbyK~j Ges Abb¨ eª¨vÛ G¨v‡mvwm‡qkb MV‡b mnvqZv Ki‡Z cv‡i; Ges BwZevPK eª¨vÛ ivq Ges Abyf~wZ 

m„wó Ki‡Z cv‡i| GKwU eª¨vÛ Dcv`vb hv ‡Kv¤úvwbi eª¨vÛ BKz¨BwU‡Z GKwU BwZevPK Ae`vb iv‡L, Zv wbw`©ó 

g~j¨evb G¨v‡mvwm‡qkb ev cÖwZwµqv cÖKvk K‡i _v‡K|   

cwi‡k‡l ejv hvq, eª¨vÛ Dcv`vb¸‡jv n‡jv ‡Kv¤úvwbi eª¨v‡Ûi Abb¨ w`K hv bvg, ‡jv‡Mv, i‡Oi w¯‹g, ‡ ø̄vMvb 

BZ¨vw` e¨envi K‡i ‡Kv¤úvwbi e¨emvi Rb¨ GKwU mvgÄm¨c~Y©, ¯̂xK…Z Ges Abb¨ cÖZxK ‰Zwi K‡i Ges GB 

Dcv`vb¸‡jv µgk ‡Kv¤úvwbi mewKQzi g‡a¨ m¤úªmvwiZ nq| eª¨v‡ÛW Dcv`vb¸‡jvi ¯̂Zš¿Zv ‡Kv¤úvwb‡K 

cÖwZ‡hvMx‡`i ‡_‡K Avjv`v n‡Z mvnvh¨ K‡i|  
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eª¨vÛ Dcv`v‡bi wewfbœ cÖKvi‡f`/weKí I ‡KŠkjmg~n 

Options and Tactics for Brand Elements  
Avgiv mevB Kg‡ewk A¨vc‡ji bvg ï‡bwQ| ÒA¨vcjÓ bvgwU e¨w³MZ Kw¤úDUv‡ii bvg wn‡m‡e e¨env‡ii ‡ek wKQz 

myweav wQj| A¨vcj bvgwU mnR wKš‘ kãwU mycwiwPZ nIqvq GwU GB cY¨ ‡kÖwYi g‡a¨ ¯̂Zš¿ wQj Ges GwU eª¨vÛ 

m‡PZbZv ‰Zwi‡Z mnvqZv K‡i‡Q| bvgwUi A_© ‡Kv¤úvwb‡K GKwU "eÜyZ¡c~Y© D¾¡jZv" Ges Dò eª¨vÛ e¨w³Z¡ 

w`‡q‡Q| Avevi GwU‡K GKwU ‡jv‡Mvi gva¨‡g „̀k¨gvb Kiv ‡M‡Q hv ‡fŠ‡MvwjK Ges mvs®‹…wZK mxgv‡iLv Ry‡o 

mn‡RB ’̄’vbvšÍwiZ Kiv ‡M‡Q| cwi‡k‡l, A¨vcj bvgwU g¨vwKb‡Uv‡ki g‡Zv mve-eª¨vÛ¸‡jv‡K Pvjy Kivi Rb¨ GKwU 

cøvUdg© wnmv‡e KvR K‡i eª¨vÛ G·‡Ubkb cÖeZ©‡bi ‡¶‡Î mnvqK f~wgKv cvjb K‡i‡Q| A¨vcj bvgwU ‡hgb cÖgvY 

K‡i‡Q GKwU mwVKfv‡e wbe©vwPZ eª¨vÛ bvg eª¨vÛ BKz¨BwU ‰Zwi‡Z D‡jøL‡hvM¨ Ae`vb ivL‡Z cv‡i, wVK ‡Zgwb 

Ab¨vb¨ eª¨vÛ Dcv`vbI mwVKfv‡e wba©viY Kiv ‡M‡j Zv eª¨vÛ BKz¨BwU ‰Zwi‡Z cÖksmbxq Ae`vb ivL‡Z cv‡i| wb‡¤œ 

wewfbœ ai‡Yi eª¨vÛ Dcv`vb wb‡q msw¶ß Av‡jvPbv Kiv n‡jvt  

 

1| eª¨vÛ bvg (Brand Name): eª¨v‡Ûi bvg eª¨v‡Ûi ‡gŠwjK GKwU Dcv`vb KviY GwU GKwU c‡Y¨i gyj welqe Í̄y‡K 

dzwU‡q ‡Zv‡j| eª¨vÛ bvg GKwU eª¨v‡Ûi cwiPq‡K cÖKvk I cÖPvi K‡i| eª¨v‡Ûi bvg ‡hvMv‡hv‡Mi GKwU Kvh©Ki 

gva¨g| ‡hLv‡b GKwU weÁvcb 30 ‡m‡KÛ ’̄’vqx nq Ges GKwU weµq Kj 1 N›Uvi g‡Zv ’̄’vqx n‡Z cv‡i, ‡mLv‡b 

MÖvnKiv 1 ‡m‡K‡Ûi g‡a¨B eª¨v‡Ûi bvg g‡b Ki‡Z cv‡ib Ges GwU wK Kv‡R e¨eüZ nq, ‡mwUI g‡b Ki‡Z 

cv‡ib| GKwU eª¨v‡Ûi bvg GKwU ‡Kv¤úvwb ev c‡Y¨i Rb¨ GKwU we‡kl U¨v‡Mi g‡Zv hv ‡Kv¤úvwb ev cY¨‡K Ab¨‡`i 

‡_‡K Avjv`v K‡i dzwU‡q ‡Zv‡j| ‡h‡nZz eª¨v‡Ûi ‡K›`ªwe›`y n‡jv eª¨vÛ bvg, ZvB ‡Kv¤úvwb GwUi mØe¨envi wbwðZ 

Kivi Rb¨ h_vh_ Awd‡m bvgwUi wbeÜb K‡i| cvkvcvwk Zviv AvKl©Yxq ‡jv‡Mv e¨envi K‡i hv‡Z MÖvn‡Kiv mn‡RB 

eª¨vÛwU‡K wPb‡Z cv‡i| ¸Mj, Gcj Ges bvBwK Gi g‡Zv eo cÖwZôvb ¸‡jv GwUB K‡i‡Q Ges GwU evRv‡i Zv‡`i 

e¨vcK cwiwPZ I MÖvnK wek¦ Í̄Zv AR©‡b mvnvh¨ K‡i‡Q|  

 

2| BDAviGj (URLs): BDAviGj (Uniform Resource Locators) g~jZ I‡qe‡c‡Ri wbw`©ó Ae ’̄’vb‡K eySvq| 

BDAviGj I‡qemvB‡U eª¨v‡Ûi Z‡_¨i wbw`©ó I‡qe‡c‡Ri ’̄’vb‡K wb‡`©k K‡i Ges G‡K mvaviYZ ‡Wv‡gBb bvgI 

ejv nq| ‡KD wbw`©ó BDAviGj Gi gvwjK n‡Z PvB‡j n‡j Zv‡K Aek¨B wbeÜb Ki‡Z n‡e Ges ‡mB BDAviGj 

‡c‡Z UvKv w`‡Z n‡e| ‡h‡Kvb wecYbKvix wb‡Ri ev ‡Kv¤úvwbi bv‡gi Rb¨ A_©e¨q K‡i ‡Wv‡gBb wKb‡Z cv‡ib| 

‡Kv¤úvbx¸‡jvi Av‡e`‡bi Kvi‡Y wbewÜZ  BDAviG‡ji msL¨v eZ©gv‡b bvUKxqfv‡e e„w× ‡c‡q‡Q| ‡Kv¤úvwb URLs 

Gi gva¨‡g wba©vwiZ eª¨vÛ bvg‡K myiw¶Z ivL‡Z cv‡i| ZvB ‡Wv‡gBb wK‡b bvg wbeÜ‡bi gva¨‡g ‡Kv¤úvwb¸‡jv 

URLs ‡K ‡Kv¤úvwbi GKvšÍ wbR¯̂ m¤úwË wn‡m‡e e¨envi Ki‡Z cvi‡Q| ‡hgb- A¨vcjt https://www.apple.com/, 

¸Mjt https://www.google.com/, A¨vgvRbt https://www.amazon.com/, gvB‡µvmdUt 

https://www.microsoft.com/ BZ¨vw` n‡jv URLs Gi D`vniY|  
 

3| ‡jv‡Mv Ges cÖZxK (Logos and Symbols): hw`I eª¨v‡Ûi bvg mvaviYZ eª¨v‡Ûi ‡K›`ªxq Dcv`vb wn‡m‡e 

we‡ewPZ n‡q _v‡K, ZeyI „̀k¨gvb Dcv`vb¸‡jv ‡hgb-‡jv‡Mv ev cÖZxKI eª¨vÛ BKz¨BwU Ges we‡kl K‡i eª¨vÛ 

m‡PZbZv M‡o Zzj‡Z ¸iæZ¡c~Y© f~wgKv cvjb K‡i| DrcwË, gvwjKvbv, Abyl½ Ges Ab¨vb¨ wel‡q ‡¶‡Î `xN© 

BwZnvm wb‡`©k Kivi ‡¶‡Î ‡jv‡Mvi f~wgKv i‡q‡Q| ‡jv‡Mv ev cÖZxK n‡jv GKwU eª¨vÛ ev ‡Kv¤úwbi cÖwZwbwaZ¡ Kivi 

Rb¨ bKkv Kiv „̀k¨gvb Dcv`vb| Giv msw¶ßfv‡e eª¨vÛ ‡K Dc ’̄’vcb K‡i| ‡jv‡Mv¸‡jv mvaviYZ is, AvKvi Ges 

UvB‡cvMÖvwdi Abb¨ mswgkÖ‡Y ‰Zix Kiv nq Ges cÖZxK ¸‡jv mvaviY fv‡e mijxK…Z Dcv‡q wfRy¨qvwj Dc ’̄’vcb Kiv 

nq|  

 

4| eª¨vÛ PwiÎ (Brand Characters): eª¨vÛ PwiÎ ej‡Z mvaviYZ GKwU we‡kl ai‡bi eª¨vÛ cÖZxK‡K eySvq hv 

gvby‡li ev ev Í̄e Rxe‡bi ‰ewkó¨¸‡jv‡K dzwU‡q ‡Zv‡j| eª¨vÛ PwiÎ g~jZ weÁvc‡bi gva¨‡g cÖ`wk©Z nq Ges GwU 

weÁvcb cÖvPvivwfhvb I c¨v‡KR bKkv cÖYq‡b g~j f~wgKv cvjb K‡i| Ab¨fv‡e ejv hvq, eª¨vÛ PwiÎ n‡jv gvbweK 

‰ewkó¨ Ges ¸Yvewji GKwU msMÖn hv GKwU eª¨vÛ‡K msÁvwqZ K‡i Ges MÖvnK AvKl©‡Yi gva¨‡g Zv‡K Abb¨ K‡i 

https://www.apple.com/
https://www.google.com/
https://www.amazon.com/
https://www.microsoft.com/
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‡Zv‡j| GwU Ggb GKwU KvVv‡gv‡K wb‡`©k K‡i hv ‡Kv¤úvwbi j¶¨, D‡Ïk¨, cY¨ I ‡mevi Advwis Ges eª¨vÛ 

AvwK©‡UKPvi‡K msÁvwqZ K‡i| GQvovI GwU eª¨vÛwUi ‡gŠwjK g~j¨‡eva¸‡jv‡K aviY K‡i, eª¨v‡Ûi Abb¨ weµq 

cÖ Í̄vebv Ges ‡gŠwjK welq¸‡jv‡K j¶¨w ’̄’Z evRv‡ii mv‡_ mshy³ K‡i| GB eª¨vÛ Pwi‡Îi ‰ewkó¨¸‡jv ‡Kv¤úvwb‡K 

mvdj¨ AR©‡b mnvqZv K‡i Ges evRv‡ii ‡kqvi g~j¨ evOvq| eª¨vÛ PwiÎ¸‡jvi wKQz Av‡Q A¨vwb‡g‡UW PwiÎ ‡hgb- 

gxbv, ivRy Ges wgVy (gxbv KvU©y‡b), nvjyg, UyKUywK, BKwi, Ges wkKz (123 wmwmgcy‡i), Avi wKQz Av‡Q ev Í̄weK 

PwiÎ ‡hgb- Ryqvb fvj‡`R (Kjw¤^qvb Kwd) Ges ‡ivbvì g¨vK‡Wvbv‡ìi g‡Zv jvBf-A¨vKkb wdMvi| 

 

5| ‡ ø̄vMvb (Slogan): ‡ ø̄vMvb n‡”Q ¶y`ª evK¨vsk hv eª¨vÛ m¤ú‡K© eY©bv ‡`q A_ev cÖ‡ivwPZ Z‡_¨i gva¨‡g 

MÖvnK‡`i AvK…ó K‡i| ‡ ø̄vMvb‡K gv‡S gv‡S weÁvc‡b ‡`Lv hvq, Z‡e GwU c¨v‡KwRs Ges wecYb Gi Ab¨vb¨ 

KvR¸‡jv‡ZI ¸iæZ¡c~Y© fywgKv iv‡L| ‡ ø̄vMvb‡K ZvB eª¨vÛ wbg©v‡bi gReyZ Dcv`vb wn‡m‡e we‡ePbv Kiv nq| ‡hgb- 

wmœKv‡m©i weÁvcb Ò¶yavZ©? GKwU wmœKvm© bvIÓ, ‡ ø̄vMvbUv Avevi K¨vwÛ ev‡ii c¨v‡KwRs‡qI ‡`Lv wM‡qwQ‡jv| A_©vr, 

GKwU eª¨vÛ ‡ ø̄vMvb  n‡jv GKwU ‡QvU Ges g‡b ivLvi g‡Zv ev‡K¨i Ask ev U¨vMjvBb ‡hwU GKwU eª¨vÛ‡K ms‡¶‡c 

Gi gvb Ges Abb¨ weµq cÖ Í̄vebv eySv‡Z mvnvh¨ K‡i| ‡ ø̄vMvb¸‡jv‡K AvKl©Yxq, cÖfvekvjx Ges mn‡RB g‡b ivLvi 

g‡Zv K‡i ‰Zix Kiv nq| ‡hgb- bvBwKi ‡ ø̄vMvb n‡jv ÒRv÷ Wy BUÓ, A¨vwWWv‡mi Ò‡Kvb wKQzB Am¤¢e bqÓ, 

A¨vc‡ji Òwfbœ fv‡e fveybÓ BZ¨vw`|  

 

6| SsKvi (Jingles): SsKvi n‡jv eª¨vÛ‡K ‡K›`ª K‡i ‡jLv m½xZgq evZ©v| mvaviYZ ‡ckv`vi MxwZKvi‡`i w`‡qB 

SsKvi wj‡L ‡bIqv nq| mykÖve¨ GB eª¨vÛ evZ©v¸‡jv eª¨v‡Ûi A_© I Kvh©KvwiZv my‡i my‡i cÖKvk K‡i MÖvnK‡`i AvK…ó 

K‡i Ges `xN©w`b MÖvnK‡`i gwY‡KvVvq ‡_‡K hvq| SsKvi‡K ZvB A‡bK mgq m¤úªmvwiZ m½xZgq ‡ ø̄vMvb wn‡m‡eI 

we‡ePbv Kiv nq| ‡hgb- W¨vwbk Kb‡WÝW wg‡éi weÁvc‡b ejv n‡Zv ÒZzwg, Avwg Avi W¨vwbkÓ, hv GL‡bv 

Avgv‡`i Kv‡b ev‡R|  

 

7| ‡gvoKxKiY ev c¨v‡KwRs (Packaging): c¨v‡KwRs n‡jv GKUv c‡Y¨i AveiY ev ‡gvoK bKkv I Drcv`b Kiv 

m¤úwK©Z KvR| cY¨ cwien‡bi mgq bvovPvovq ‡f‡½ hvIqv, ¶wZMÖ Í̄ nIqv ev msi¶‡Yi Kvi‡Y ¯̂v`, MÜ ev iO‡qi 

cwieZ©b ‡_‡K i¶v Ki‡Z c¨v‡KwRs AZ¨šÍ ¸iæZ¡c~Y©| GKwU eª¨v‡Ûi c¨v‡KwRs n‡jv GKwU c‡Y¨i evwn¨K Avei‡Yi 

bKkv ‰Zwi Kiv Ges cY¨msµvšÍ Riæwi wKQz Z‡_¨i mgwš^Z wKš‘ cwiKwíZ Dc ’̄’vcbv| GwU ‡hgb cY¨‡K evwn¨K 

¶wZ ‡_‡K i¶v K‡i, ‡Zgwb eª¨v‡Ûi cwiwPwZ Rvbv‡Z Ges MÖvnK‡`i aviYv‡K cvëv‡Z mvnvh¨ K‡i| cvkvcvwk 

Kvh©Ki c¨v‡KwRs eª¨vÛ ‡K ‡Pbv‡Z ev g‡b ivL‡Z Ges µ‡qi wm×všÍ wb‡Z BwZevPK cÖfve ‡dj‡Z cv‡i| ‡hgb- 

wbI‡Kqvi Gi ‡ewe IqvBcm ev wkï‡`i ‡fRv wUmy¨ Ggbfv‡e c¨v‡KwRs Kiv nq ‡hb Zv mn‡R ‡Lvjv hvq, ch©vß 

Av`ª©Zv a‡i ivL‡Z cv‡i Ges MÖvnKiv myweavRbK AvKv‡i G‡K wKb‡Z cv‡ib|  

 

cwi‡k‡l ejv hvq, Dc‡iv³ eª¨vÛ Dcv`vb¸‡jv Øviv GKwU ‡Kv¤úvwb Zvi eª¨vwÛs Ki‡Z cv‡i Ges cÖwZ‡hvMx‡`i 

‡_‡K wb‡R‡`i ¯̂Zš¿ evRvi Ae ’̄’vb ‰Zwi Ki‡Z cv‡i| 

 

eª¨vÛ Dcv`vb wba©viY Kivi wbY©vqK  

Criteria for Choosing Brand Elements  
eª¨vÛ ej‡Z Avgiv eywS GKwU bvg, kã, wPý, bKkv ev ‡m¸‡jvi GKwU mswgkÖY hv GKRb we‡µZv ev 

we‡µZv‡Mvôxi cY¨ Ges ‡mev¸‡jv‡K wPwýZ Ki‡Z Ges cÖwZ‡hvMx‡`i ‡_‡K Zv‡`i Avjv`v Ki‡Z mvnvh¨ K‡i| 

Avi eª¨vÛ ‰Zwi Kivi g~j PvweKvwV n‡jv Ggb GKwU bvg, ‡jv‡Mv, cÖZxK, c¨v‡KR bKkv ev Ab¨vb¨ ‰ewkó¨ wbe©vPb 

Kiv hv GKwU cY¨‡K mbv³ K‡i Ges evRv‡ii Ab¨vb¨ cÖwZ‡hvMx‡`i ‡_‡K Avjv`v K‡i| GKwU eª¨v‡Ûi GB wewfbœ 

Dcv`vb hv GwU‡K mbv³ Ki‡Z Ges cÖwZ‡hvMx‡`i ‡_‡K Avjv`v Ki‡Z mvnvh¨ K‡i ZvB n‡jv eª¨vÛ Dcv`vb|  

mvaviYfv‡e GKwU eª¨vÛ Dcv`vb wbe©vPb Kivi Rb¨ QqwU gvb`Û i‡q‡Q| GB wbY©vqK ev gvb`Û¸‡jv n‡jv 

¯§iY‡hvM¨Zv, A_©c~Y©Zv, cQ›`‡hvM¨Zv, ’̄’vbvšÍi‡hvM¨Zv, Awf‡hvRb‡hvM¨Zv Ges myi¶v‡hvM¨Zv| GB gvb`Û‡jv‡K 

wP‡Îi mvnv‡h¨ mnRfv‡e Dc ’̄’vcb Kiv n‡jvt  
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wPÎ: eª¨vÛ Dcv`vb wbe©vPb Kivi  gvb`Û  

cÖ_g wZbwU gvb`Û- ¯§iY‡hvM¨Zv, A_©enZv Ges cQ›`‡hvM¨Zv-wecYbKvixi AvµgYvZ¥K ‡KŠkj Ges eª¨vÛ BKz¨BwU 

‰Zwi K‡i| c‡ii wZbwU wbY©vqK- ’̄’vbvšÍi‡hvM¨Zv, Awf‡hvRb‡hvM¨Zv Ges myi¶v‡hvM¨Zv- wewfbœ my‡hvM Ges 

mxgve×Zvi gy‡L eª¨vÛ BKz¨BwU ‰Zwi I eRvq ivLvi Rb¨ GKwU cÖwZi¶vg~jK f~wgKv cvjb K‡i| wb‡¤œ G¸‡jv 

msw¶ßfv‡e eY©bv Kiv n‡jv:  

1| ¯§iY‡hvM¨Zv (Memorability): eª¨vÛ BKz¨BwU ‰Zwii Rb¨ GKwU cÖ‡qvRbxq kZ© n‡jv D”P Í̄‡ii eª¨vÛ m‡PZbZv 

AR©b Kiv| ‡hme eª¨vÛ Dcv`vb¸‡jv ‡mB j¶¨‡K cÖvavb¨ ‡`q, mnRfv‡e g‡b ivLv hvq Ges mn‡R g‡bv‡hvM 

AvKl©Y K‡i, ‡m¸‡jv  ‡KbvKvUv ev ‡fv‡Mi ‡¶‡Î ¯§iY ivLv ev ¯̂xK…wZ‡K mnR K‡i eª¨vÛ BKz¨BwU ‰Zwi K‡i | 

A_©vr, ‡h Dcv`vbwU MÖvn‡Kiv mn‡RB g‡b ivL‡Z cvi‡e ‡mwU w`‡q eª¨vÛ BKz¨BwU ‰Zwi Kiv mnR nq| D`vniY 

¯̂iƒc Lux, Lifebuoy, Nokia, Samsung Gme eª¨vÛ bv‡gi K_v ejv hvq, ‡h¸‡jv MÖvn‡Kiv mn‡RB g‡b ivL‡Z 

cv‡ib Ges Gme eª¨v‡Ûi bvg MÖvnK‡`i g‡b AvVvi g‡Zv ‡j‡M _v‡K| 

2| A_©c~Y©Zv (Meaningfulness): eª¨vÛ Dcv`vb¸‡jv eY©bvg~jK ev cÖ‡ivwPZ welqmn ‡h‡Kvb ai‡Yi A_© MÖnY 

Ki‡Z cv‡i| eª¨vÛ bvg¸‡jv gvbyl, ’̄vb, cÖvYx, cï, cvwL, ev Ab¨vb¨ wRwbm ev e ‘̄i Dci wfwË K‡i n‡Z cv‡i| 

eª¨vÛ Dcv`vbwU KZUv A_©c~Y© ev A_©en, Zvi `ywU ¸iæZ¡c~Y© gvb`Û nj:   

 cY¨ ev ‡mevi Kvh©KvwiZv m¤ú‡K© mvaviY Z_¨: eª¨vÛ Dcv`vbwUi wK eY©bvg~jK ‡Kv‡bv A_© Av‡Q Ges 

c‡Y¨i ‡kÖwY, Pvwn`v c~iY Kivi mvg_¨© ev mieivn Kiv myweav¸‡jv m¤ú‡K© ‡mwU wK wKQz civgk© ‡`q? ‡Kvb 

GKwU eª¨vÛ Dcv`v‡bi Dci wfwË K‡i GKRb MÖvnK eª¨v‡Ûi c‡Y¨i wefvMwU mwVKfv‡e mbv³ Ki‡Z cvivi 

m¤¢vebv KZUv? wbw`©ó cY¨ wefv‡M eª¨vÛ Dcv`vbwU‡K wek¦vm‡hvM¨ e‡j g‡b nq wKbv? 

 eª¨v‡Ûi we‡kl ¸Yvejx Ges myweav¸‡jv m¤ú‡K© wbw`©ó Z_¨: eª¨vÛ Dcv`vbwUi wK cÖ‡ivPbvg~jK A_© Av‡Q 

Ges wbw`©ó ai‡Yi cY¨ Ges Gi g~j c‡q›U-Ad-wWdv‡iÝ ev myweav¸‡jv m¤ú‡K© ‡mwU wK wKQz civgk© ‡`q? 

GwU wK c‡Y¨i Kvh©KvwiZvi wbw`©ó wKQz w`K ev eª¨vÛwU ‡Kgb e¨w³iv e¨envi Ki‡Z cv‡i, ‡m m¤ú‡K© wKQz 

civgk© ‡`q?  

GB cÖ_g welqwU n‡jv eª¨vÛ m‡PZbZv Ges mvejxjZvi GKwU ¸iæZ¡c~Y© wba©viK Ges wØZxq welqwU n‡jv eª¨vÛ B‡gR 

Ges eª¨v‡Ûi Ae ’̄vb MÖn‡Yi wba©viK| 

3| cQ›`bxqZv (Likability): ¯̂Zš¿ ¯̂iY‡hvM¨Zv Ges A_©enZvi w`K ‡_‡K MÖvnKiv wK eª¨vÛ Dcv`vbwU‡K 

bv›`wbKfv‡e AvKl©Yxq g‡b K‡ib? GUv wK „̀k¨Z, ‡gŠwLKfv‡e ev Ab¨vb¨ Dcv‡q cQ›`bxq n‡Z cv‡i? eª¨vÛ 

Dcv`vb¸‡jv mivmwi c‡Y¨i mv‡_ m¤úwK©Z bv n‡jI KvíwbKfv‡e mg„× Ges AšÍwb©wnZfv‡e gRv`vi Ges AvKl©Yxq 

n‡Z cv‡i|  

¯̂iYxq, A_©en Ges cQ›`bxq eª¨vÛ Dcv`vb¸‡jv A‡bK myweav ‡`q KviY MÖvn‡Kiv cÖvqkB cY¨ µq wm×všÍ ‡bIqvi 

mgq ‡ewk Z_¨ hvPvB evQvB K‡ib bv| eY©bvg~jK Ges cÖ‡ivPbvg~jK Dcv`vb m‡PZbZv ‰Zwi Ki‡Z Ges eª¨vÛ 

A¨v‡mvwm‡qkb I BKz¨BwU‡K mshy³ Ki‡Z wecYb ‡hvMv‡hv‡Mi Dci ‡_‡K Pvc Kwg‡q ‡`q|  

4| ’̄’vbvšÍi‡hvM¨Zv (Transferability): eª¨vÛ Dcv`vbwU bZzb cY¨ ev eª¨v‡Ûi Rb¨ bZzb evRv‡i eª¨vÛ BKz¨BwU‡Z Kx 

‡hvM K‡i, ’̄vbvšÍi‡hvM¨Zv Zv cwigvc K‡i| GB gvb`‡Ûi ‡ek K‡qKwU w`K i‡q‡Q|  
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 cÖ_gZ, jvBb ev K¨vUvMwi G·‡Ubk‡bi Rb¨ eª¨vÛ Dcv`vb KZUv Dc‡hvMx? mvaviYfv‡e, bvgwU hZ Kg 

‡kÖwYwbw`©ó n‡e, ZZ mn‡R GwU ‡mB ‡kÖwYi evB‡iI ’̄vbvšÍi Kiv ‡h‡Z cv‡i| D`vnY¯̂iæc,  Amazon Gi 

K_v ejv ‡h‡Z cv‡i| A¨vgvRb‡K GKwU eª¨vÛ bvg wnmv‡e ‡e‡Q ‡bIqv n‡qwQj KviY GwU `w¶Y 

Av‡gwiKvi GKwU wekvj b`x‡K ‡evSvq Ges ‰ewPÎ¨gq wekvj cY¨ ‡kÖwbi GKwU eª¨vÛ bvg wnmv‡e GwU 

Dchy³| 

 wØZxqZ, eª¨vÛ Dcv`vbwU wewfbœ ‡fŠMwjK mxgvbv Ges evRvi wefvM Ry‡o eª¨vÛ BKz¨BwU KZUv e„w× K‡i? 

A‡bKvs‡k, GwU eª¨vÛ Dcv`v‡bi mvs®‹…wZK welqe ‘̄ Ges fvlvMZ ¸Yvejxi Dci wbf©i K‡i| ‡hgb -

ExxonMobil Gi g‡Zv AvcvZ A_©nxb, K…wÎg bvg¸‡jvi GKwU cÖavb myweav n‡jv ‡h ‡m¸‡jv‡K mn‡RB 

Ab¨ fvlvq ’̄vbvšÍi Kiv hvq| 

GgbwK kxl© wecYbKvixivI Zv‡`i eª¨v‡Ûi bvg, ‡ ø̄vMvb Ges c¨v‡KR¸‡jv‡K Ab¨vb¨ fvlv Ges ms®‹…wZ‡Z eQ‡ii ci 

eQi Abyev` Ki‡Z wM‡q gvivZ¥K Amyweavi m¤§yLxb n‡Z n‡q‡Q| ‡hgb- gvB‡µvmdU jvUwfqvq Zv‡`i wfmZv 

Acv‡iwUs wm‡÷g Pvjy Kivi mgq P¨v‡j‡Äi gy‡L c‡owQj,  KviY ’̄vbxq fvlvq IB bv‡gi A_©  `vuovq ÒgyiwMÓ ev 

Ò‡bvsiv gwnjvÓ| GB ai‡bi RwUjZv Gov‡bvi Rb¨, ‡Kv¤úvwb¸‡jv‡K GKwU bZzb evRv‡i eª¨vÛ Pvjy Kivi Av‡M 

mvs®‹…wZK g~j¨‡eva A¶ybœ ivL‡Z Zv‡`i eª¨v‡Ûi mg Í̄ Dcv`vb ch©v‡jvPbv Ki‡Z nq|   

5| Awf‡hvRb‡hvM¨Zv (Adaptability): eª¨vÛ Dcv`v‡bi Rb¨ Av‡iKwU we‡eP¨ welq n‡jv, mg‡qi mv‡_ mv‡_ 

cwiewZ©Z cwiw ’̄’wZi m‡½ Zv‡`i Lvc LvB‡q ‡bIqvi ¶gZv ev Awf‡hvRb‡hvM¨Zv| MÖvnK‡`i g~j¨‡eva, cQ›`-

AcQ›`, Pvwn`v wKsev gZvg‡Zi cwieZ©‡bi Kvi‡Y ‡ewkifvM eª¨vÛ Dcv`vb¸‡jv‡K Aek¨B AvaywbKvqb ev 

nvjbvMv` Ki‡Z nq|  eª¨vÛwU hZ ‡ewk bgbxq n‡e ev cwiewZ©Z cwiw ’̄’wZi mv‡_ hZ `ªæZ Lvc LvIqv‡bvi Dc‡hvMx 

n‡e, ‡mwU‡K AvaywbKvqb Kiv ZZ‡ewk mnR n‡e|  ‡hgb- eª¨v‡Ûi ‡jv‡Mv Ges A¶i¸‡jv‡K AviI AvaywbK, 

AvKl©bxq Ges cÖvmw½K ‡`Lv‡bvi Rb¨ Gbwmwm e¨vsK Zv‡`i GKwU bZzb ‡jv‡Mv I ‡ ø̄vMvb Pvjy K‡i‡Q|  

6| myi¶v‡hvM¨Zv (Protectability): eª¨vÛ Dcv`vb wba©viY Kivi P~ovšÍ we‡eP¨ welq nj Gi AvBwb Ges 

cÖwZ‡hvwMZvg~jK myi¶v‡hvM¨Zv | eª¨vÛ‡K myiw¶Z ivL‡Z wecYbKvix‡`i DwPZ-  

 AvšÍR©vwZKfv‡e I AvBbMZfv‡e msi¶Y‡hvM¨ eª¨vÛ Dcv`vb cQ›` Kiv,    

 Dchy³ AvBbMZ KvVv‡gvmn eª¨vÛ Dcv`vb¸‡jv‡K Dchy³ KZ©…c‡¶i Kv‡Q  cÖwZôvwbKfv‡e wbeÜb Kiv, 

Ges  

 Aby‡gv`bnxb cÖwZ‡hvwMZvg~jK wewa-weavb jsNb ‡_‡K ‡U«WgvK©‡K ‡Rviv‡jvfv‡e i¶v Kiv|  

Gm‡ei cvkvcvwk eª¨vÛwU cÖwZ‡hvMx‡`i nvZ ‡_‡K cy‡ivcywi fv‡e msi¶Y‡hvM¨ wKbv, ‡mB welqwUI ¸iæZ¡mnKv‡i 

we‡ePbv Ki‡Z n‡e| eª̈ vÛ bvg, cÖZxK, ‡ ø̄vMvb, c¨v‡KwRs ev Ab¨vb¨ ‰ewkó¨ hw` Lye mn‡RB bKj Kiv hvq,  

Zvn‡j eª¨v‡Ûi ¯̂vZš¿¨ bó n‡q hvq| ZvB wecYbKvix‡`i DwPZ m¤¢ve¨ bKj Ggbfv‡e cÖwZ‡iva Kiv ‡hb cÖwZ‡hvMxiv 

eª¨v‡Ûi wbR¯̂ Dcv`vb¸‡jvi Dci wfwË K‡i mnvqK ‡Kvb cY¨ Drcv`b Ki‡Z bv cv‡i|  

 

eª¨vÛ Dcv`vb ‡Kb cQ›` Ki‡Z nq?  

Reasons for Choosing Brand Elements  

eZ©gvb cÖwZ‡hvwMZvg~jK e¨emvi fx‡o wb‡R‡K Avjv`v Kivi Rb¨ GKwU Abb¨ Ges ¯§iYxq eª¨vÛ cwiPq ‰Zwi Kiv 

cÖwZwU ‡Kv¤úvwbi Rb¨B AZ¨šÍ ¸iæZ¡c~Y©| eª¨vÛ Dcv`vb¸‡jvi mwVK mswgkÖY e¨envi K‡i ‡h‡Kvb ‡Kv¤úvwb GKwU 

kw³kvjx Ges AvKl©Yxq eª¨vÛ Dcw ’̄’wZ M‡o Zzj‡Z cv‡i hv ‡Kv¤úvwbwU‡K Zvi MÖvnK‡`i mv‡_ Mfxifv‡e mshy³ 

n‡Z mvnvh¨ K‡i| wecYbKvixiv wewfbœ Kvi‡Y AZ¨šÍ mZK©Zvi mv‡_ eª¨vÛ Dcv`vb¸‡jv ‡hgb-eª¨v‡Ûi bvg, 

BDAviGj, ‡jv‡Mv, cÖZxK ev wPý, PwiÎ, gyLcvÎ, ‡ ø̄vMvb, wR‡½j, c¨v‡KR, mvB‡bR Ges i‡Oi w¯‹g BZ¨vw`‡K 

wba©viY K‡i _v‡Kb| wb‡¤œ Ggb wKQz KviY ms‡¶‡c D‡jøL Kiv n‡jvt  

 eª¨vÛ Dcv`vb¸‡jv ‡Kv¤úvwbi „̀k¨gvb cwiP‡qi wfwË wn‡m‡e KvR K‡i|  

 GKwU eª¨vÛ ‰Zwi Kivi mgq kw³kvjx Ges m½wZc~Y© Dcw ’̄’wZ Ges cwiPq cÖwZôv Kiv AZ¨šÍ Riæwi| Avi 

eª¨v‡Ûi Dcv`vb eª¨v‡Ûi cwiPq‡K mȳ úó Ki‡Z mvnvh¨ K‡i|   
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 cÖwZwU Dcv`vb cwi®‹vi eª¨vÛ aviYv ev Dcjwä MV‡b D‡jøL‡hvM¨ f~wgKv cvjb K‡i|  

 eª¨v‡Ûi Dcv`vb¸‡jv GKwU wbw`©ó eª¨vÛ‡K Ab¨ eª¨vÛ ‡_‡K ¯̂Zš¿¨ I Abb¨ K‡i ‡Zv‡j|   

 bvg, ‡jv‡Mv wKsev i‡Oi w¯‹g ‡_‡K ïiæ K‡i UvB‡cvMÖvwd Avi ‡ ø̄vMvb ch©šÍ cÖwZwU eª¨vÛ Dcv`vb GKwU 

eª¨v‡Ûi „̀k¨gvb fvlvq Ae`vb iv‡L Ges eª¨vÛwU‡K ¯̂xK…wZ‡hvM¨ K‡i ‡Zv‡j|  

 cÖwZwU eª¨vÛ Dcv`vb ‡Kv¤úvwbi mvgwMÖK eª¨vÛ m‡PZbZv e„w× Ki‡Z g~L¨ f~wgKv cvjb K‡i|  

 eª¨vÛ Dcv`vb¸‡jvi mdj ev Í̄evqb ‡Kv¤úvwb I eª¨vÛ‡K GKwU Abb¨ e¨w³Z¡ I Dcw ’̄’wZ ‰Zwi Ki‡Z mvnvh¨ 

K‡i|  

 GKwU eª¨v‡Ûi Av‡eMxq w`K¸‡jv „̀k¨gvb Dc ’̄’vcbvi evB‡i wM‡q MÖvnKiv Kxfv‡e ‡mB eª¨vÛ‡K Abyfe 

K‡ib Ges eª¨vÛwUi m¤ú‡K© wPšÍv K‡ib Zv wb‡q KvR K‡i| eª¨v‡Ûi Dcv`vb¸‡jv eª¨vÛ Ges Gi MÖvnK‡`i 

g‡a¨ GKwU Mfxi Av‡eMxq ms‡hvM ‰Zwi K‡i|   

 

 

mvims‡ÿc:  

eª¨vÛ Dcv`vb ej‡Z Ggb wKQz ‡U«WgvK©‡hvM¨ Dcv`vb‡K eySvq hv GKwU eª¨vÛ‡K Ab¨ eª¨vÛ ‡_‡K Avjv`v K‡i Ges 

Ggb GKwU ¯̂xK…Z cÖZxK ev cwiwPZ cÖ`vb K‡i hv ‡Kv¤úvwb ev c‡Y¨i cÖwZwbwaZ¡ K‡i| eª¨vÛ Dcv`vb¸‡jvi g‡a¨ 

D‡jøL‡hvM¨ n‡”Q  eª¨v‡Ûi bvg, BDAviGj, ‡jv‡Mv, cÖZxK ev wPý, PwiÎ, gyLcvÎ, ‡ ø̄vMvb, wR‡½j, c¨v‡KwRs, 

mvB‡bR Ges i‡Oi w¯‹g BZ¨vw`| eª¨vÛ e¨e ’̄’vcK‡K AZ¨šÍ mZK©Zvi mv‡_  Dcv`vb¸‡jvi ¯§iY‡hvM¨Zv, A_©c~Y©Zv, 

cQ›`‡hvM¨Zv, ’̄’vbvšÍi‡hvM¨Zv, Awf‡hvRb‡hvM¨Zv Ges myi¶v‡hvM¨Zv we‡ePbv K‡i eª¨vÛ Dcv`vb¸‡jv‡K wba©viY 

Ki‡Z nq| eª¨vÛ Dcv`vb¸‡jv eª¨v‡Ûi m‡PZbZv evOv‡Z cv‡i, kw³kvjx, AbyK~j Ges Abb¨ eª¨vÛ G¨v‡mvwm‡qkb 

MV‡b mnvqZv Ki‡Z cv‡i, BwZevPK eª¨vÛ ivq Ges Abyf~wZ m„wó Ki‡Z cv‡i, ‡Kv¤úvwbi `„k¨gvb cwiP‡qi wfwË 

wn‡m‡e KvR Ki‡Z cv‡i Ges eª¨vÛ I Gi MÖvnK‡`i g‡a¨ GKwU Mfxi Av‡eMxq ms‡hvM ‰Zwi Ki‡Z cv‡i| 
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 eª¨vÛ bvg 
Brand Name 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 eª¨vÛ bvg Kx Zv ej‡Z cvi‡eb;  

 eª¨vÛ bvg wba©vi‡Y we‡eP¨ welqmg~n e¨vL¨v Ki‡Z cvi‡eb;  

 Kvh©Ki eª¨vÛ bv‡gi ¸Yvejx eY©bv Ki‡Z cvi‡eb;  

 eª¨vÛ bv‡gi ¸iæZ¡ eY©bv Ki‡Z cvi‡eb|  

 

‡Kv¤úvwbi eª¨vwÛs ïiæ nq GKwU ¯̂Zš¿ eª¨vÛ bvg cQ›` Kivi gva¨‡g| eª¨vÛ bvg n‡jv eª¨v‡Ûi GKwU Ask hv A¶i, 

kã ev msL¨v Øviv ‡gŠwLKfv‡e cÖKvk Kiv hvq| eª¨vÛ bvg wba©vi‡Yi Rb¨ mvaviY wb‡`©wkKv wn‡m‡e ‡Lqvj ivL‡Z nq 

eª¨vÛ bvgwU h‡_ó cwigvY eª¨vÛ m‡PZbZv I eª¨vÛ A¨v‡mvwm‡qkb ev Abyl½ ‰Zwi Ki‡Z cv‡i wK bv| Ab¨w`‡K, 

eª¨vÛ bvgKi‡Yi Rb¨ av‡c av‡c eª¨vÛ e¨e ’̄’vcK‡K bvgKi‡Yi D‡Ïk¨ wba©viY Ki‡Z nq, bZzb bvg m„wó Ki‡Z nq, 

cÖv_wgK bvg hvPvB-evQvB Ki‡Z nq, cÖ Í̄vweZ bvg cix¶vwbix¶v Ki‡Z nq, P~ovšÍ bv‡gi M‡elYv Ki‡Z nq Ges 

me©‡kl bvg P~ovšÍ Ki‡Z nq| GKwU Av`k© eª¨vÛ bvg‡K ¯̂Zš¿ n‡Z nq, D”PviY Ki‡Z, wPb‡Z Ges g‡b ivL‡Z mnR 

n‡Z nq, Ges c‡Y¨i myweav Ges ¸Yvejx m¤ú‡K© wKQz mywbw`©ó evZ©v Zz‡j ai‡Z m¶g n‡Z nq| ‡Kbbv eª¨vÛ bvg 

MÖvnK‡`i g‡b eª¨v‡Ûi cÖ_g B‡¤úªkb ev Qvc ‰Zwi K‡i, ¯§iY‡hvM¨Zv Ges ¯̂xK…wZ‡K DbœZ K‡i Ges eª¨v‡Ûi e¨w³Z¡ 

I Ae ’̄’vb‡K cÖKvk K‡i|  

 

eª¨vÛ bvg Kx? 

What is a Brand Name?  

‡Kv¤úvwbi eª¨vwÛs GKwU ¯̂Zš¿ bvg w`‡q ïiæ nq| eª¨vÛ bvgwU GKwU ‡Kv¤úvwbi e¨emv Ges Gi MÖvnK‡`i g‡a¨ 

‡hvMv‡hv‡Mi cÖ_g we›`y wn‡m‡e KvR K‡i, ‡Kv¤úvwb I Gi cY¨ m¤ú‡K© aviYv MVb Ki‡Z mvnvh¨ K‡i Ges MÖvnK 

AvPiY‡K cÖfvweZ K‡i| eª¨vÛ bvg w`‡q eª¨v‡Ûi cwiPq I Kvh©KvwiZvi cÖKvk I cÖmvi N‡U|  

eª¨vÛ bvg m¤ú‡K© Kevin Lane Keller e‡jb, ÒThe brand name is a fundamentally important choice because 

it often captures the central theme or key associations of a product in a very compact and economical 

fashion. Brand names can be an extremely effective shorthand means of communicationÓ. A_©vr, GKwU 

eª¨vÛ bvg ‡gŠwjKfv‡e AZ¨šÍ ¸iæZ¡c~Y© GKwU cQ›` KviY cÖvqkB GwU GKwU c‡Y¨i ‡K›`ªxq welqe Í̄y Ges g~j 

A¨v‡mvwm‡qkb¸‡jv‡K Lye msw¶ß Ges wgZe¨qx Dcv‡q cÖKvk K‡i| eª¨vÛ bvg Kvh©Ki ‡hvMv‡hv‡Mi GKwU AZ¨šÍ 

msw¶ß gva¨g ev c×wZ n‡Z cv‡i|  

GB cÖm‡½ Bovee, Houston & Thill e‡jb ÒA brand name is the portion of a brand that can be expressed 

verbally, including letters, words or numbersÓ. A_©vr, eª¨vÛ bvg n‡jv eª¨v‡Ûi GKwU Ask hv A¶i, kã ev 

msL¨v Øviv ‡gŠwLKfv‡e cÖKvk Kiv ‡h‡Z cv‡i|  

eª¨vÛ bvg ‡h‡nZz MÖvnK‡`i g‡b ‡Kv¤úvwb ev cY¨ m¤ú‡K© Lye Nwbôfv‡e hy³ _v‡K, ZvB AZ¨šÍ mZK©Zvi mv‡_ eª¨vÛ 

bvg cQ›` Ki‡Z nq| h_vh_ M‡elYv I cix¶v-wbix¶vi gva¨‡gB eª¨vÛ bvg P~ovšÍ Ki‡Z nq| ‡Kbbv eª¨vÛ bvg 

cwieZ©b Kiv AZ¨šÍ RwUj I KwVb GKwU KvR|  

 

eª¨vÛ bvg wba©vi‡Y we‡eP¨ welq  

Factors to be Considered for Choosing Brand Name  

‡Kvb ‡Kv¤úvwb ev eª¨v‡Ûi eª¨vwÛs‡qi ‡K›`ªwe›`y n‡jv eª¨vÛ bvg| eª¨vÛ bvg ‡Kv¤úvwbi Ges eª¨v‡Ûi cwiPq cÖKvk 

K‡i| ‡Kv‡bv ‡Kv¤úvwb Zv‡`i ‡KvbI wbw`©ó cY¨ ev ‡mevi Rb¨ ‡h bvg cÖ`vb K‡i, Zv‡KB eª¨vÛ bvg e‡j| eª¨vÛ 

cvV-6.2 
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bvg‡K A‡bK mgq evwYwR¨K bvg I ejv n‡q _v‡K| eª¨vÛ bvg n‡jv cY¨ ev ‡mevi GKwU Abb¨ cwiPq| GwU 

MÖvnK‡`i g‡b eª¨vÛ m¤ú‡K© GKwU cwi®‹vi aviYv ‰Zwi Ki‡Z mvnvh¨ K‡i| KLbI KLbI ‡Kv¤úvwbi cÖwZôvZv‡`i 

bvgB eª¨vÛ bvg wnmv‡e e¨eüZ nq, ‡hgb- ‡gvUiMvwo eª¨vÛ Ò‡dvW©Ó Gi bvg Gi wbg©vZv ‡nbwi ‡dv‡W©i bvg ‡_‡K 

G‡m‡Q| Avevi AwaKvsk ‡¶‡ÎB ‡Kv¤úvwb¸‡jv e¨vcK evRvi M‡elYvi gva¨‡g eª¨v‡Ûi bvg P~ovšÍ K‡i _v‡K| 

‡h‡nZz MÖvnK‡`i g‡b c‡Y¨i mv‡_ eª¨vÛ bvgwU LyeB Nwbôfv‡e RwoZ, ZvB ‡Kvb ‡Kv¤úvwb PvB‡jB Lye mn‡R eª¨vÛ 

bvg cwieZ©b Ki‡Z cv‡i bv| eª¨vÛ bvg PyovšÍKi‡Yi mgq `yBwU wel‡qi Dc‡i ¸iæZ¡ w`‡Z nq|   

1| eª¨vÛ bvgKi‡Yi wb‡`©wkKv (Brand Naming Guidelines)   

2| eª¨vÛ bvgKi‡Yi cÖwµqv (Brand Naming Procedures)  
 

wb‡¤œ welq `yBwU wb‡q msw¶ßfv‡e Av‡jvPbv Kiv n‡jvt  

1| eª¨vÛ bvgKi‡Yi wb‡`©wkKv (Brand Naming Guidelines):  bZzb c‡Y¨i Rb¨ Kvh©Ki GKwU eª¨vÛ bvg wbe©vPb 

Kiv wecYb e¨e ’̄’vc‡Ki Rb¨ GKwU ¸iæZ¡c~Y© KvR| Z‡e eª¨vÛ ‰Zwii ‡¶‡Î eª¨vÛ bvgKi‡Yi KvRwU Zzjbvg~jKfv‡e 

KwVb GKwU KvR| eª¨vÛ bvg wba©vi‡Yi KvRwU GKBmv‡_ weÁvbm¤§Z Ges ‰kwíK n‡Z nq| eª¨vÛ bvgKi‡Yi ‡¶‡Î 

‡Kv¤úvwb‡K c‡Y¨i cÖK…wZ, j¶¨w ’̄’Z evRvi, MÖvn‡Ki aiY, wk‡íi cÖeYZv, evRvi cwiw ’̄’wZ Ges cÖwZ‡hvwMZvg~jK 

cwi‡ek BZ¨vw` welq we‡ePbv Ki‡Z  nq| Gi cvkvcvwk, bvgKi‡Yi ‡¶‡Î ¯§iY‡hvM¨Zv, A_©c~Y©Zv, cQ›`bxqZv, 

’̄’vbvšÍi‡hvM¨Zv, Awf‡hvRb‡hvM¨Zv Ges myi¶v‡hvM¨Zv, GB 6 wU mvaviY gvb`Û‡KB wewePbvq wb‡Z nq| eª¨v‡Ûi 

bvg wewfbœ iƒ‡c Avm‡Z cv‡i, ‡hgb- c‡Y¨i Kvh©KvwiZv wfwËK, wbw`©ó ‡KvbI cY¨ ‰ewkó¨ wfwËK ev m¤ú~Y© K…wÎg 

‡Kvb bvg| Z‡e bvgKi‡Yi ‡¶‡Î ‡`L‡Z nq ‡h eª¨vÛ bvgwU h‡_ó cwigvY eª¨vÛ m‡PZbZv I eª¨vÛ A¨v‡mvwm‡qkb 

ev Abyl½ ‰Zwi Ki‡Z cv‡i wK bv|  

(1) eª¨vÛ m‡PZbZv (Brand Awareness):  MÖvnK ‡Kvb cY¨ ev ‡mevi bvg KZUv Rv‡b ev ¯§iY Ki‡Z cv‡i, Zvi 

cwigvcB n‡jv eª¨vÛ m‡PZbZv| GwU n‡jv ‡Kvb cY¨ ev ‡mevi cÖwZ MÖvn‡Ki AvMÖn ‰Zwii cÖv_wgK Í̄i| GKRb 

MÖvnK ‡Kvb cY¨ wKb‡eb wK bv, ‡mB wm×všÍ ‡bIqvi ‡¶‡Î  Ges eª¨v‡Ûi mv‡_ `xN©‡gqv`x m¤úK© ‰Zwii ‡¶‡Î eª¨vÛ 

m‡PZbZvi ¸iæZ¡ mxgvnxb| mvaviYZ ‡hme eª¨vÛ bvg D”PviY ev evbvb Kiv mnR, cwiwPZ Ges A_©c~Y©, Ges 

c„_KxK…Z ev wfbœ, ¯̂Zš¿ Ges Abb¨, ‡m¸‡jv wbtm‡›`‡n eª¨vÛ m‡PZbZv evov‡Z cv‡i|  

 mnRmij D”PviY Ges evbvb (Simplicity and Ease of Pronunciation and Spelling):  mnR bvg ¯§iY 

ivLvI mnR nq| mij bvg ¯§„wZ‡Z msi¶Y Kiv I wdwi‡q Avbv mnR| mn‡R g‡b ivLvi Rb¨ wecYbKvixiv 

ZvB eo bvg‡K ‡f‡½ ev msKywPZ K‡i ‡m¸‡jv‡K ‡QvU Ki‡Z cv‡ib| ‡hgb- eQ‡ii ci eQi a‡i ‡KvKv ‡Kvjv 

"‡KvK" bv‡g cwiwPZ| Gi cvkvcvwk, wecYbKvixiv eª¨v‡Ûi bvg mn‡R D”PviY‡hvM¨ Kivi Rb¨ D”Pvi‡Y KóKi 

Ggb bvg Gwo‡q Pj‡Z cv‡ib| KwVb D”Pvi‡Yi eª¨v‡Ûi bvg D”PviY RwUjZvi Kvi‡Y MÖvnKiv Gwo‡q ‡h‡Z 

cv‡ib Ges Gai‡Yi bv‡gi cÖPvi Kivi ‡ek KwVb|  

 cwiwPwZ Ges A_©enZv (Familiarity and Meaningfulness):  eª¨vÛ cÖwZôvi ‡¶‡Î cwiwPZ Ges A_©c~Y© bvg 

LyeB Kvh©Ki| eª¨vÛ bvg ev Í̄e ev Aev Í̄e hvB ‡nvK bv ‡Kb, Zv hw` cÖ‡qvM‡hvM¨, iƒcK ev MÖvn‡Ki Rvbv‡kvbv 

nq, Z‡e ‡m eª¨vÛ evRv‡i ‡ewk cwiwPwZ cvq Ges MÖvnK‡`i wek¦vm AR©b K‡i ‡ewk| d‡j MÖvnKiv Zzjbvg~jK 

Kg cwiwPZ eª¨v‡Ûi ‡P‡q ‡mme eª¨vÛ‡KB ‡e‡Q ‡b‡eb| ZvB wewfbœ gvbyl, cÖvYx, cï, cvwL, e Í̄y, cÖZxK ev 

cwiwPZ Ro e Í̄yi bvg eª¨vÛ bvg wn‡m‡e e¨envi Kiv ‡ek ¯̂xK…Z GKwU c×wZ|  

 c„_KxK…Z, ¯̂Zš¿ Ges Abb¨ (Differentiated, Distinctive, and Unique):  hw`Iev GKwU mij, D”Pvi‡Y 

mnR, cwiwPZ Ges A_©c~Y© eª¨vÛ bvg wbe©vPb Kiv MÖvnK‡`i eª¨vÛwU‡K g‡b ivLvi m¤¢vebv A‡bK evwo‡q w`‡Z 

cv‡i, Z‡e eª¨vÛ ¯̂xK…wZ evov‡Z eª¨vÛ bvg¸‡jv‡K c„_KxK…Z ev wfbœ, ¯̂Zš¿ Ges G‡Kev‡i Abb¨ nIqv DwPZ| 

¯̂Zš¿ eª¨vÛ bvg¸‡jv MÖvnK‡`i cY¨ m¤úwK©Z Z_¨ ¯§…wZ‡Z a‡i ivLvi KvR‡K mnR K‡i Zzj‡Z cv‡i| GKwU 

eª¨vÛ bvg ’̄^Zš¿ n‡Z cv‡i KviY GwU ¯̂fveMZfv‡eB Abb¨, wKsev bvgwU ‡mB ‡kÖYxi Ab¨vb¨ eª¨v‡Ûi g‡a¨ 

Abb¨| ‡hgb-Apple ¯§vU©‡dvb ‡Kv¤úvwb¸‡jvi g‡a¨ wb‡R‡`i GKwU ¯̂Zš¿ I Abb¨ eª¨vÛ cwiwPwZ ‰Zwi K‡i‡Q 

Ges MÖvnK‡`i gy‡L gy‡L Apple eª¨v‡Ûi K_v ‡kvbv hvq|  
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 (2) eª¨vÛ A¨v‡mvwm‡qkb (Brand Associations):  eª¨vÛ A¨v‡mvwm‡qkb ev eª¨vÛ Abyl½ n‡jv eª¨vÛ Ges MÖvn‡Ki 

g‡a¨ ‰Zwi nIqv Av‡eMMZ, gvbwmK Ges AvPiYMZ GKai‡Yi m¤úK©| GwU ‡Kej cY¨ ev ‡mev wewµ Kiv bq, eis 

Zvi ‡P‡qI ‡ewk wKQz‡K Bw½Z K‡i| eª¨vÛ A¨v‡mvwm‡qkb MÖvnK‡`i mv‡_ ‡UKmB, Mfxi I `xN© ’̄’vqx m¤úK© M‡o 

‡Zvjvi GKwU Pjgvb cÖwµqv| eª¨vÛ A¨v‡mvwm‡qkb ‰Zwi Ki‡Z ZvB ‡Kv¤úvwb‡K h‡_ó mgq Ges cÖ‡Póv wewb‡qvM 

Ki‡Z nq| MÖvn‡Ki Pvwn`v, cQ›` Ges Abyiw³ cwieZ©‡bi mv‡_ mv‡_ BwZevPK eª¨vÛ A¨v‡mvwm‡qkb eRvq ivLvi 

Rb¨ ‡Kv¤úvwb‡K wbqwgZ cÖ‡Póv Pvwj‡q ‡h‡Z nq| eZ©gvb Zxeª cÖwZ‡hvwMZvg~jK evRv‡i mdjZvi Rb¨ kw³kvjx I 

BwZevPK eª¨vÛ A¨v‡mvwm‡qkb Acwinvh©|  

eª¨vÛ bvg ‡h‡nZz eª¨vÛ ‡hvMv‡hv‡Mi cÖwµqv‡K mnRZi K‡i, eª¨v‡Ûi bvgwU‡K ZvB GKwU ¸iæZ¡c~Y© ‰ewkó¨ ev myweav 

A¨v‡mvwm‡qkb‡K kw³kvjx Kivi GKwU Dcvq wn‡m‡e ‡`Lv ‡h‡Z cv‡i hv eª¨vÛwUi c‡Y¨i cwRkwbs ev Ae ’̄’vb ‰Zwi 

K‡i| wecYbKvixiv mvaviYZ k‡ãi A_©c~Y© ¶y`ªZg Ask ev giwdgm Gi mswgkÖ‡Yi Dci wfwË K‡i c×wZMZfv‡e 

eª¨v‡Ûi bvg¸‡jv D™¢veb K‡i _v‡Kb| Z‡e fvlvMZ ‰ewkó¨, ‡hgb- c„_K A¶i, A¶‡ii kã Ges nid BZ¨vw`I 

eª¨vÛ bv‡gi ‡¶‡ÎI f~wgKv ivL‡Z cv‡i| ‡hgb- MÖvnKiv cÖvqkB wek¦vm K‡ib ‡h, ‡Kvb Kvc‡oi jwÛ«  

wWUvi‡R›U‡K eª¨vÛ bvg ‡`Iqvi Rb¨ hw` ÒCircleÓ Gi gZ wbi‡c¶ bv‡gi ‡P‡q ÒBlossomÓ gZ GKwU bvg ‡`Iqv 

nq, Zvn‡j Zv eª¨vÛ bvgwU‡Z GKai‡Yi ÒFresh ScentÓ hy³ Ki‡Z cv‡i| ZvB Dc‡iv³ welq¸‡jv gv_vq ‡i‡L 

ch©vß mgq Ges mwVK wecYb M‡elYv Kg©m~wPi gva¨‡g eª¨vÛ bvg wba©viY Ki‡j ‡mwU me©vwaK djcÖmy n‡e e‡j a‡i 

‡bIqv hvq|  

2| eª¨vÛ bvgKi‡Yi cÖwµqv (Brand Naming Procedures):  eª¨vÛ bvgKiY n‡jv ‡Kvb ‡Kv¤úvwb, cY¨ ev ‡mevi 

Rb¨ GKwU Kvh©Ki bvg wba©viY Kivi cÖwµqv| GKwU Kvh©Ki eª¨vÛ bvg evRv‡i eª¨v‡Ûi B‡gR‡K kw³kvjx K‡i Ges 

kw³kvjx B‡g‡Ri eª¨vÛ¸‡jv MÖvnK‡`i cQ›`‡K cÖfvweZ Ki‡Z Ges GKwU wcÖwgqvg myweav w`‡Z cv‡i| eª¨v‡Ûi 

bvgKi‡Yi Rb¨ ch©vß M‡elYv, wPšÍv kw³ I ‡U«WgvK© wbwðZ Kivi cÖ‡qvRb nq| wewfbœ wecYb we‡klÁMY eª¨vÛ 

bvgKiY Kivi ‡¶‡Î wewfbœ c×wZi K_v D‡jøL K‡i‡Qb| eª¨vÛ bvgKi‡Yi cÖwµqvq wb‡¤œvwjwLZ c`‡¶c¸‡jv 

AbymiY Ki‡Z nq|  

(1) D‡Ïk¨ wba©viY (Define Objectives):  eª̈ vÛ bvgKiY Kivi Av‡M bvgKi‡Yi D‡Ïk¨ wVK Ki‡Z nq| eª¨vÛ 

bvgKi‡Yi D‡Ïk¨¸‡jv‡K QqwU mvaviY gvb`Û ‡hgb- ¯§iY‡hvM¨Zv, A_©c~Y©Zv, cQ›`‡hvM¨Zv, ’̄’vbvšÍi‡hvM¨Zv, 

Awf‡hvRb‡hvM¨Zv Ges myi¶v‡hvM¨Zvi w`K ‡_‡K wba©viY Ki‡Z n‡e Ges we‡kl K‡i eª¨vÛwU Kx A_© enb K‡i,  

msÁvwqZ Ki‡Z n‡e| bvgKi‡Yi D‡Ïk¨ wba©vi‡Y K‡c©v‡iU eª¨vwÛs ‡mvcv‡bi g‡a¨ eª¨v‡Ûi f~wgKv Ges GwU Ab¨vb¨ 

eª¨vÛ Ges c‡Y¨i mv‡_ Kxfv‡e m¤úwK©Z, Zv we‡ePbv Ki‡Z n‡e|  

(2) bZzb bvg m„wó Kiv (Generate Names):  eª¨vwÛs ‡KŠk‡ji mv‡_ mgš^q K‡i hZ¸‡jv m¤¢e eª¨vÛ bvg ‰Zwi 

Ki‡Z n‡e| bvg¸‡jv‡K AwfÁ Ges kw³kvjx Drm ‡_‡K wb‡j Zv nvjbvMv` nIqvi m¤¢vebv ‡e‡o hvq| bZzb bvg 

msMÖn Kivi m¤¢ve¨ Drm n‡Z cv‡i-  

 ‡Kv¤úvwb cwiPvjbv cl©`,  

 AwfÁ Kg©KZ©v Ges Kg©Pvix,  

 LyPiv we‡µZv,  

 mieivnKvix,  

 AwfÁ MÖvnK,  

 m¤¢ve¨ MÖvnK,  

 wewfbœ weÁvcbx ms ’̄’v, Ges  

 ‡ckv`vi bvg civgk©`vZv ‡Kv¤úvwb BZ¨vw`|  

GB av‡c nvRvi nvRvi m¤¢ve¨ bZzb bvg ‰Zwi n‡Z cv‡i|  
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(3) cÖv_wgK bvg evQvB Kiv (Screen Initial Candidates):  GB av‡c wecYb Ges eª¨vÛ bvgKi‡Yi D‡Ï‡k¨i 

wecixZ mKj bvg ev` w`‡Z n‡e| bvg evQvB‡qi Rb¨ KvÛÁvb e¨envi K‡i GKwU wbf©i‡hvM¨ ZvwjKv ‰Zwi Ki‡Z 

n‡e| cÖv_wgK bvg evQvB‡qi ‡¶‡Î wb‡¤œv³ ‡kÖwYi bvg¸‡jv‡K cwinvi Kiv DwPZ-  

 ‡h bvg¸‡jvi Awb”QvK…Z wØA_©‡evaKZv i‡q‡Q,  

 ‡h bvg¸‡jv BwZg‡a¨B e¨eüZ n‡q‡Q,  

 ‡h bvg¸‡jv we`¨gvb bv‡gi Lye KvQvKvwQ,  

 ‡h bvg¸‡jv eª¨vÛ cwRkwbs Gi ‡¶‡Î GKwU my¯úó wecixZ Ae ’̄’v‡b Av‡Q,  

 ‡h bvg¸‡jvi my ’̄úó AvBwb RwUjZv i‡q‡Q BZ¨vw`|  

(4) cÖ Í̄vweZ bvg cix¶vwbix¶v Kiv (Studz Candidate Names):  GB av‡c G‡m m¤¢ve¨ bv‡gi msL¨v 5 ‡_‡K 10 

wU‡Z bvwg‡q G‡b cÖvq P~ovšÍ K‡i ‡dj‡Z nq| Gici GB cvuP ‡_‡K `kwU bvg m¤ú‡K© AviI we Í̄vwiZ Z_¨ msMÖn 

Ki‡Z nq| MÖvnK M‡elYvi gva¨‡g cÖwZwU bvg m¤ú‡K© AviI we Í̄…Z Z_¨ msMÖn Kivi GB c`‡¶cwU LyeB 

mgqmv‡c¶ Ges e¨qeûj|  ZvB MÖvnK M‡elYvq cÖPyi A_© e¨q Kivi Av‡M AvšÍR©vwZK fv‡e ¯̂xK…Z e¨w³ ev cÖwZôvb 

w`‡q bvg¸‡jv cix¶vwbix¶v K‡i ‡`Lv nq|   

(5) P~ovšÍ bv‡gi M‡elYv (Research the Final Candidates):  GB av‡c G‡m Aewkó bvg¸‡jvi ¯§iY‡hvM¨Zv 

Ges A_©c~Y©Zv m¤ú‡K© e¨e ’̄’vcbvi cÖZ¨vkv wbwðZ Ki‡Z MÖvnK M‡elYv cwiPvjbv Ki‡Z n‡e| cvkvcvwk, cÖwZwU 

m¤¢ve¨ bv‡gi Rb¨ ‡Wv‡gBb bvg, ‡U«W gvK© Ges mvgvwRK ‡hvMv‡hvM gva¨g¸‡jvi mnRjf¨Zv cix¶v Ki‡Z n‡e| 

‡Kvb AvBwb ev ‡U«WgvK© mgm¨v Av‡Q wK bv, Zv wbwðZ Ki‡Z n‡e| A‡bK dvg© Av‡Q hviv cÖK…Z wecYb Kvh©µ‡gi 

AbyKiY Kivi gva¨‡g m¤¢ve¨ bvg¸‡jvi ‡¶‡Î MÖvnK‡`i AwfÁZv M‡elYv K‡i ‡`‡L| ‡m ‡¶‡Î wecYbKvix 

MÖvnK‡`i cY¨ Ges Gi c¨v‡KwRs, g~j¨ ev cÖPvi ‡`Lv‡Z cv‡i hv‡Z Zviv eª¨vÛ bv‡gi hyw³ Ges GwU wKfv‡e e¨envi 

Kiv n‡e Zv eyS‡Z cv‡i| ‡mB mv‡_ wecYbKvixiv AvÂwjK ev RvwZMZ Av‡e`‡bi cv_©K¨ Abyaveb Kivi D‡Ï‡k¨I 

MÖvnK Rwic Ki‡Z cv‡ib| GQvovI Zv‡`i eª¨v‡Ûi bv‡gi mv‡_ evievi G·‡cvRv‡ii cÖfve¸‡jvI Aa¨vqb Ki‡Z 

n‡e|  

(6) bvg P~ovšÍKiY (Select the Final Name):  GB av‡c Gm mnRjf¨Zv, ¯̂Zš¿Zv mn c~e©eZ©x av‡c cÖvß mKj 

Z_¨ I mvwe©K welq we‡ePbv K‡i cwigvwR©Z ZvwjKv ‡_v‡K P~ovšÍ bvgwU wba©viY Ki‡Z n‡e| ‡Kv¤úvwb e¨e ’̄’vcbvi 

DwPZ Ggb bvg wbe©vPb Kiv hv ‡Kv¤úvwbi eª¨vwÛs Ges wecY‡bi D‡Ïk¨¸‡jv‡K m‡e©v”P gvÎv w`‡Z cv‡i| bvg P~ovšÍ 

n‡q ‡M‡j ‡Kv¤úvwb h_vh_ KZ©…c‡¶i Kv‡Q GwU‡K AvbyôwbKfv‡e wbeÜb K‡i|  

fv‡eB wecYbKvixiv wewfbœ av‡c m~²vwZm~² we‡kølY I cix¶vwbix¶v K‡i eª¨v‡Ûi GKwU bvg P~ovšÍ K‡i hv eª¨v‡Ûi 

B‡gR I m‡PZbZv evwo‡q kw³kvjx evRvi Ae ’̄’vb wbwðZ Ki‡Z mvnvh¨ K‡i _v‡K| 

 

Kvh©Ki eª¨vÛ bv‡gi ¸Yvejx  

Qualities of an Effective Brand Name   
GKwU eª¨vÛ bv‡gi mdjZvi Rb¨ Gi g‡a¨ wKQz ¸Yvejx _vK‡Z nq| Philip Kotler, Gary Armstrong, John 

Saunders & Veronica Wong Kvh©Ki eª¨vÛ bv‡gi Kvg¨ wKQz ¸Yvejxi K_v e‡j‡Qb| Kvh©Ki eª¨vÛ bv‡gi 

¸Yvejxi g‡a¨ D‡jøL‡hvM¨ n‡”Q:  

 

1| GwU c‡Y¨i myweav Ges ¸Yvejx m¤ú‡K© wKQz mywbw`©ó cÖ Í̄ve Zz‡j ai‡e| ‡hgb- wK¬‡b· (wUmÿ  ‡ccvi) bvg ‡_‡K 

Gi cwi®‹viK ¸‡Yi GKUv aviYv cvIqv hvq|  

2| GwU D”PviY Ki‡Z, wPb‡Z Ges g‡b ivL‡Z mnR nIqv DwPZ| msw¶ß Ges mnRmij bvg ‡hgb- Wvf 

(mvevb),  jv· (mvevb), ‡bvwKqv (‡gvevBj ‡dvb) ¯§…wZ‡Z a‡i ivLv I cÖ‡qvR‡b g‡b Kiv mnR|  

3| eª¨v‡Ûi bvgwU ¯̂Zš¿ nIqv DwPZ| ‡hgb- ‡kj, ‡KvWvK, fvwR©b BZ¨vw` bvg G‡Kev‡iB ¯̂Zš¿|   

4| bvgwU we‡`kx fvlvq mn‡R Ges A_©c~Y© Dcv‡q Abyev` Kiv DwPZ| G‡KK fvlvq hw` bv‡gi A_© G‡KKiKg nq, 

Z‡e eª¨vÛwU wec‡` c‡o ‡h‡Z cv‡i| Ggb wKQz NUbvi D‡jøL Avgiv B‡Zvg‡a¨B K‡iwQ|  
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5| GwU wbeÜb Ges AvBwb myi¶vq myiw¶Z nIqv DwPZ| GKwU eª¨vÛ bvg hw` we`¨gvb eª¨v‡Ûi bvg¸‡jv‡K bKj ev 

j•Nb K‡i, Z‡e bvg wbewÜZ Kiv hv‡e bv| GQvovI, ïaygvÎ eY©bvg~jK ev civgk©g~jK eª¨vÛ bvg¸‡jvI Aiw¶Z 

n‡Z cv‡i|  

 

eª¨vÛ bv‡gi ¸iæZ¡  

Importance of Brand Name  

eª¨vwÛs GKwU ¯̂Zš¿ bvg w`‡q ïiæ nq| eª¨v‡Ûi bvgwU GKwU e¨emv Ges Gi MÖvnK‡`i g‡a¨ ‡hvMv‡hv‡Mi ‡K›`ªwe›`y 

wn‡m‡e KvR K‡i| eª¨vÛ bvg MÖvnK m‡PZbZv evovq, eª¨v‡Ûi B‡gR e„w× K‡i, Ges MÖvnK AvPiY‡K cÖfvweZ K‡i| 

GKwU ¯̂Zš¿ eª¨v‡Ûi bvg ‡e‡Q ‡bIqv ‡Kb ¸iæZ¡c~Y©, Zv wb¤œewY©Z KviY ¸‡jv ‡_‡KB ¯úó n‡q I‡V:  

 cÖ_g B‡¤úªkb ev Qvc LyeB ¸iæZ¡c~Y©| GKwU ¯̂Zš¿ eª¨vÛ bvg GKwU `xN© ’̄’vqx cÖ_g Qvc ‰Zwi K‡i Ges ‡kl 

ch©šÍ cy‡iv eª¨v‡Ûi AwfÁZvi Rb¨ BwZevPK myi ‡hvM K‡i|  

 ¯§iY‡hvM¨Zv Ges ¯̂xK…wZ‡K DbœZ K‡i| GKwU Abb¨ eª¨vÛ bvg g‡b ivLv mnR| GKwU ¯§iYxq bvg ‡e‡Q 

‡bIqvi d‡j µ‡qi wm×všÍ ‡bIqvi mgq MÖvnK‡`i eª¨vÛwU ¯§iY Kivi m¤¢vebv ‡e‡o hvq|  

 cv_©K¨ ‰Zwi K‡i w`‡Z cv‡i| Ggb GKwU bvg P~ovšÍ Ki‡Z n‡e hv ‡Kv¤úvwbi e¨emv‡K cÖwZ‡hvwMZv ‡_‡K 

Avjv`v n‡Z mvnvh¨ K‡i|  

 eª¨v‡Ûi gvb¸‡jvi mv‡_ mvwie×KiY K‡i| eª¨v‡Ûi bvgwU ‡Kv¤úvwbi gvb, wgkb Ges mvgwMÖK eª¨vÛ 

‡KŠk‡ji mv‡_ mvwie× nIqv DwPZ|   

 eª¨v‡Ûi e¨w³Z¡ Ges Ae ’̄’vb‡K cÖKvk K‡i| mwVK bvgwU GKwU eª¨v‡Ûi e¨w³Z¡‡K cÖKvk Ki‡Z cv‡i Ges  

Zv D™¢veb, wbf©i‡hvM¨Zv ev eÜy‡Z¡i cwiPq enb K‡i|  

 wek¦e¨vcx Av‡e`b _v‡K| GKwU Kvh©Ki bvg D”Pvi‡Y mnR, mvs®‹…wZKfv‡e ms‡e`bkxj Ges wewfbœ fvlv I 

AÂ‡j ‡bwZevPK A_© ‡_‡K gy³ nIqv DwPZ hv‡Z AvšÍR©vwZKfv‡e gm„Yfv‡e we Í̄vi jvf Kiv hvq| 

 

hy³iv‡R¨i M‡elYv ms ’̄’v wgjIqvW© eª¨vDb GKwU mgx¶v Pvwj‡q cÖvß djvdj we‡kølY K‡i ‡`‡L‡Q ‡h, GKwU eª¨v‡Ûi 

bvg cwieZ©b I cÖwZ ’̄’vc‡bi d‡j Zvr¶wYKfv‡e eª¨vÛwUi wewµ 5 ‡_‡K 20 kZvsk ch©šÍ K‡g ‡h‡Z cv‡i Ges bZzb 

eª¨v‡Ûi B‡gR Av‡MiwUi g‡Zv kw³kvjx bvI n‡Z cv‡i| myZivs, ‡Kv¤úvwb¸‡jvi Kv‡Q GKwU Kvh©Ki eª¨vÛ bvg 

AZ¨šÍ ¸iæZ¡c~Y©| 

 

 

mvims‡ÿc:  

eª¨vÛ bvg n‡jv ‡Kv¤úvwbi cY¨ ev ‡mevi GKwU Abb¨ cwiPq| ‡Kv‡bv ‡Kv¤úvwb Zv‡`i ‡KvbI wbw`©ó cY¨ ev ‡mevi 

Rb¨ ‡h bvg cÖ`vb K‡i, Zv‡KB eª¨vÛ bvg e‡j| eª¨vÛ bvg‡K A‡bK mgq evwYwR¨K bvg I ejv n‡q _v‡K| eª¨vÛ 

bvg PyovšÍKi‡Yi mgq `yBwU wel‡qi Dc‡i ¸iæZ¡ w`‡Z nq| cÖ_gZ, eª¨vÛ bvg wba©vi‡Yi Rb¨ mvaviY wb‡`©wkKv 

wn‡m‡e ‡Lqvj ivL‡Z nq eª¨vÛ bvgwU h‡_ó cwigvY eª¨vÛ m‡PZbZv I eª¨vÛ A¨v‡mvwm‡qkb ev Abyl½ ‰Zwi Ki‡Z 

cv‡i wK bv| wØZxqZ, eª¨vÛ bvgKi‡Yi Rb¨ av‡c av‡c eª¨vÛ e¨e ’̄’vcK‡K bvgKi‡Yi D‡Ïk¨ wba©viY Ki‡Z nq, 

bZzb bvg m„wó Ki‡Z nq, cÖv_wgK bvg hvPvB-evQvB Ki‡Z nq, cÖ Í̄vweZ bvg cix¶vwbix¶v Ki‡Z nq, P~ovšÍ bv‡gi 

M‡elYv Ki‡Z nq Ges me©‡kl GKwU bvg P~ovšÍ Ki‡Z nq| GKwU Av`k© eª¨vÛ bvg‡K ¯̂Zš¿ n‡Z nq, D”PviY 

Ki‡Z, wPb‡Z Ges g‡b ivL‡Z mnR n‡Z nq, c‡Y¨i myweav Ges ¸Yvejx m¤ú‡K© wKQz mywbw`©ó evZ©v Zz‡j ai‡Z 

m¶g n‡Z nq Ges wbeÜb I AvBwb myi¶vq myiw¶Z n‡Z nq| GKwU Abb¨ eª¨vÛ bvg MÖvnK‡`i g‡b eª¨v‡Ûi cÖ_g 

B‡¤úªkb ev Qvc ‰Zwi K‡i, ¯§iY‡hvM¨Zv Ges ¯̂xK…wZ‡K DbœZ K‡i, eª¨v‡Ûi e¨w³Z¡ I  Ae ’̄’vb‡K cÖKvk K‡i Ges 

wek¦e¨vcx Av‡e`b ‰Zwi K‡i| 
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 BDAviGj, †jv‡Mv Ges cÖZxK 
URL, Logos and Symbols 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 BDAviGj  m¤ú‡K© ej‡Z cvi‡eb;  

 BDAviGj Gi ¸iæZ¡ e¨vL¨v Ki‡Z cvi‡eb;  

 ‡jv‡Mv Ges cÖZxK Kv‡K e‡j Zv Rvb‡Z cvi‡eb;  

 ‡jv‡Mv Ges cÖZx‡Ki ¸iæZ¡ eY©bv Ki‡Z cvi‡eb|  

 

BDAviGj (URL) ej‡Z BDwbdg© wi‡mvm© ‡jv‡KUi (Uniform Resource Locator) ‡K eySvq, hv GKwU I‡qe 

‡cR ev B›Uvi‡b‡Ui ‡Kv‡bv wi‡mv‡m©i wVKvbv ev Awfbœ Ae ’̄’vb‡K wb‡`©k K‡i| BDAviGj‡K ms‡¶‡c I‡qe 

wVKvbvI ejv n‡q _v‡K| eª¨vÛ Dcv`vb wn‡m‡e BDAviGj eª¨v‡Ûi cwiwPwZ e„w× K‡i, fv‡jv GmBI cÖfve ‰Zwi 

K‡i, wek¦vm‡hvM¨Zv e„w× K‡i, mnR ‡kqvwis myweav ‡`q Ges e¨enviKvix‡K DbœZ eª¨vDwRs AwfÁZv cÖ`vb K‡i| 

eª¨vÛ Dcv`vb wn‡m‡e BDAviGj Gi g‡ZvB ‡jv‡Mv Ges cÖZxKI LyeB ¸iæZ¡c~Y©| eª¨vÛ bv‡gi cvkvcvwk eª¨v‡Ûi 

mbv³Ki‡Yi wPý wn‡m‡e mvaviYZ ‡jv‡Mv Ges cÖZxK e¨envi Kiv nq| ‡hgb-‡KvKv-‡Kvjv, Wvbwnj, gvwm©wWR 

‡eÄ, A¨vcj, wKUK¨vU BZ¨vw` eª¨v‡Ûi ‡jv‡Mv Ges cÖZxK¸‡jv MÖvnK‡`i g‡a¨ ‡ek RbwcÖq| ‡jv‡Mv Ges cÖZxK 

eª¨vÛ‡K mn‡R kbv³ Ki‡Z mvnvh¨ K‡i, eª¨v‡Ûi cÖ_g Qvc ‰Zwi, eª¨vÛ cwiPq Ges cv_©K¨Ki‡Y mvnvh¨ K‡i, Ges 

eª¨vÛ‡K cÖ‡qvRbxq Awf‡hvR¨Zv ‡`q|  

 

BDAviGj  Kx?  

What is URL?   

BDAviGj (URL) Gi cyY©iƒc n‡jv BDwbdg© wi‡mvm© ‡jv‡KUi (Uniform Resource Locator), hv GKwU I‡qe 

‡cR ev B›Uvi‡b‡Ui ‡Kv‡bv wi‡mv‡m©i wVKvbv ev Awfbœ Ae ’̄’vb‡K ‡K ‡evSvq| BDAviGj Gi mvnv‡h¨ B›Uvi‡bU 

e¨envi K‡i ‡h ‡Kv‡bv I‡qemvBU ev wi‡mv‡m© cÖ‡ek Kiv hvq|  

 

BDAviGj‡K ms‡¶‡c I‡qe wVKvbvI ejv n‡q _v‡K| GwU mvaviYZ eª¨v‡Ûi wel‡q ev Zvi bv‡gi Dci wfwË K‡i 

‰Zwi Kiv nq hv ‡Kv¤úvwb‡K B›Uvi‡b‡U ‡kqvi Kiv ‡mB eª¨vÛ ev ‡Kv¤úvwb mswkøó welqe Í̄yi mv‡_ mshy³ K‡i _v‡K|  

BDAviGj‡K msÁvwqZ Ki‡Z wM‡q Kevin Lane Keller e‡jb, ÒURLs (uniform resource locators) specify 

locations of pages on the Web and are also commonly referred to as domain names.Ó A_©vr, BDAviGj 

(BDwbdg© wi‡mvm© ‡jv‡KUvi) g~jZ B›Uvi‡b‡U I‡qe‡c‡Ri wbw`©ó Ae ’̄’vb‡K wb‡`©k K‡i Ges G‡K mvaviYZ ‡Wv‡gb 

bvgI ejv n‡q _v‡K|  
 

‡Kvb e¨w³ ev ‡Kv¤úvwb GKwU wbw`©ó BDAviGj Gi gvwjK n‡Z PvB‡j Zv‡K Aek¨B BDAviGjwU wbeÜb Ki‡Z 

n‡e Ges GB ‡Wv‡gb bv‡gi Rb¨ wbw`©ó A_© cÖ`vb Ki‡Z n‡e| cÖhyw³ wbf©i eª¨vwÛs ‡KŠk‡ji Ask wn‡m‡e 

‡Kv¤úvbx¸‡jvi Av‡e`‡bi Kvi‡Y eZ©gv‡b wbewÜZ BDAviG‡ji msL¨v D‡jøL‡hvM¨ nv‡i e„w× ‡c‡q‡Q| BDAviGj  

wn‡m‡e cwiwPZ cÖvq cÖwZwU kãB B‡Zvg‡a¨ wbewÜZ n‡q ‡M‡Q Ges Bs‡iwR Awfav‡bi cÖvq mg Í̄ kã ev cÖwZ wZbwU-

A¶‡ii mswgkÖY BDAviGj wn‡m‡e wbewÜZ n‡q ‡M‡Q| hw` ‡Kvb ‡Kv¤úvwb Zv‡`i eª¨v‡Ûi Rb¨ I‡qemvBU ivL‡Z 

Pvq, Z‡e wbewÜZ BDAviGj¸‡jvi GB wekvj cwigvY ZvB ‡Kv¤úvwb¸‡jv‡K bZzb eª¨v‡Ûi Rb¨ bZzb D™¢vweZ kã 

e¨envi Ki‡Z eva¨ K‡i|  ‡hgb- hLb Andersen Consulting Zvi bZzb bvg wbe©vPb K‡iwQj, ZLb GwU 

AvswkKfv‡e D™¢vweZ "Accenture" kãwU ‡e‡Q wb‡qwQj KviY www.accenture.com BDAviGjwU wbewÜZ wQj 

bv|   

 

BDAviGj Gi ¸iæZ¡   

Importance of URL   
eZ©gvb Zxeª cÖwZ‡hvMxZvg~jK evRvi e¨e ’̄’vq, GKwU eª¨vÛ bvg wbe©vPb Kiv GKwU BDAviGj ev ‡Wv‡gb bvg wbe©vPb 

Kivi mv‡_ Nwbôfv‡e m¤úwK©Z| Dciš‘, BDAviGj wn‡m‡e D™¢vweZ kã Ges evK¨vsk¸‡jvi AZ¨šÍ D”P RbwcÖqZv 

cvV-6.3 
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‡`‡L mn‡RB eyS‡Z cviv hvq ‡h ‡Kb 2000 mv‡j D™¢vweZ cÖvq mg Í̄ ‡gŠwjK Bs‡iwR k‡ãi cÖvq 98% B wbewÜZ 

‡Wv‡gb bvg¸‡jv‡Z e¨eüZ n‡qwQj| B›Uvi‡b‡U ‡Kv¤úvwb¸‡jv Zv‡`i eª¨vÛ ‡cR ‰Zwii Rb¨ Ggb eª¨vÛ bvg ‰Zwi 

Ki‡Z eva¨ nq hvi ‡Wv‡gb bvg GLbI ‡bIqv nqwb|  

GKwU eª¨vÛ bvg Ges Abyiƒc GKwU BDAviGj ev ‡Wv‡gb bv‡gi Rb¨ mvaviYZ Q›`e× Ges my›`i k‡ãi bvg‡K 

AZ¨šÍ ¸iæZ¡c~Y© e‡j g‡b Kiv nq| ‡Kbbv Giƒc bvg ev ‡Wv‡gbwU D”PviY Kiv mnR nq Ges B›Uvi‡b‡U ‡Wv‡gbwU 

g‡b ivLv Ges Lyu‡R cvIqvI mnR nq| BDAviGj ev ‡Wv‡gb bvg wn‡m‡e Ggb bvg P~ovšÍ Ki‡Z, wecYb we‡klÁMY 

wb¤œwjwLZ c×wZ¸‡jv e¨envi Kivi K_v e‡jb:   

 AbycÖvm (Alliteration): ‡hLv‡b cÖwZwU k‡ãi cÖvi‡¤¢ e¨Äbe‡Y©i cybivewË N‡U, ‡hgb- Coca-Cola, Kit-

Kat, Tik-Tok BZ¨vw` |  

 ¯̂ivbycÖvm (Assonance): ‡hLv‡b ¯̂ie‡Y©i cybivewË j¶¨ Kiv hvq, ‡hgb- Ramada, Arawak, 

Consonance BZ¨vw`|  

Z‡e GKwU BDAviGj Gi Rb¨ GKwU D™¢vweZ kã ev kã¸”Q I evbv‡bi mnRjf¨ZvI ¸iæZ¡c~Y©| ‡Kbbv BDAviGj 

Gi ïay GKwU A¶‡ii Kg‡ewk ev ÎywU MÖvnK‡`i m¤ú~Y© wfbœ GKwU I‡qemvB‡U wb‡q ‡h‡Z cv‡i Ges mvgwMÖKfv‡e 

eª¨v‡Ûi aviYv‡K AviI Lvivc Ki‡Z cv‡i| ZvB eª¨vÛ Dcv`vb wn‡m‡e AZ¨šÍ mZK©Zvi mv‡_ BDAviGj cQ›` Ki‡Z 

nq| eª¨vÛ Dcv`vb wn‡m‡e BDAviGj Gi KvR n‡jv: 

1| cwiwPwZ e„w× (Increased Identity): GKwU mnR-mij Ges g‡b ivLvi g‡Zv BDAviGj eª¨vÛ‡K mn‡RB 

kbv³‡hvM¨ K‡i ‡Zv‡j|  

2| fv‡jv GmBI cÖfve (Good SEO Impact): Dchy³ wKIqvW© mg…× BDAviGj, mvP© BwÄb AwÞgvB‡Rk‡b 

(SEO) mnvqZv K‡i| d‡j MÖvnK AbymÜv‡bi mgq mvP© ‡iRv‡ë fv‡jv ev ïiæi w`‡Ki ’̄’vb cvIqvi my‡hvM ‰Zwi 

nq|  

3| wek¦vm‡hvM¨Zv e„w× (Increased Credibility): ‡ckv`vi Ges cwi®‹vi BDAviGj, e¨enviKvix‡`i gv‡S eª¨v‡Ûi 

wek¦vm‡hvM¨Zv evovq|  

4| mnR ‡kqvwis (Easy Sharing): ‡QvU Ges mnR BDAviGj ¸‡jv mn‡RB wewfbœ gva¨‡g ‡kqvi Kiv hvq, hv 

‡mvk¨vj wgwWqv Ges Ab¨vb¨ cøvUd‡g© eª¨v‡Ûi cÖPvi evov‡Z mvnvh¨ K‡i|  

5| e¨enviKvixi AwfÁZv DbœZ Kiv (Improved User Experience): GKwU fv‡jvfv‡e MwVZ BDAviGj MÖvnK 

Ges e¨enviKvix‡`i Rb¨ ‡mB I‡qemvB‡U ‡bwf‡MU Kiv mnR K‡i ‡Zv‡j|  

Gme Kvi‡bB ‡Kv¤úvwb‡K eª¨v‡Ûi Rb¨ Ggb GKwU BDAviGj cQ›` Ki‡Z nq hv Zvi eª¨vÛ bv‡gi mv‡_ m¤úK©hy³ 

n‡Z cv‡i| GKwU fv‡jv BDAviGj eª¨v‡Ûi cwiwPwZ I MÖnY‡hvM¨Zv eûjvs‡k evwo‡q w`‡Z cv‡i|  

 

‡jv‡Mv Ges cÖZxK ej‡Z Kx eySvq?  

What is meant by Logos and Symbols?  
eª¨vÛ Dcv`vb wn‡m‡e ‡jv‡Mv Ges cÖZxK LyeB ¸iæZ¡c~Y©| eª¨vÛ bv‡gi cvkvcvwk mvaviYZ eª¨v‡Ûi mbv³Ki‡Yi 

‰ewkó¨ wn‡m‡e ‡jv‡Mv Ges cÖZxK e¨envi Kiv nq| ‡hgb-‡KvKv-‡Kvjv, Wvbwnj, gvwm©wWR ‡eÄ, A¨vcj, wKUK¨vU 

BZ¨vw` eª¨v‡Ûi ‡jv‡Mv Ges cÖZxK¸‡jv ‡ek RbwcÖq| eû eª¨v‡Ûi ‡jv‡Mv Ges cÖZx‡Ki gva¨‡gB ‡mB ‡Kv¤úvwbi 

c‡Y¨i ¸bMZ ‰ewkó¨ Ges Zv‡`i Avbylvw½K myweav m¤ú‡K© avibv cvIqv hvq|  

wecYb e¨e ’̄’vcKMY hw`Iev eª¨v‡Ûi cÖavb Dcv`vb wn‡m‡e eª¨vÛ bvg‡K wb‡`©k K‡i _v‡Kb, ZviciI „̀k¨gvb 

Dcv`vb wn‡m‡e ‡jv‡Mv Ges cÖZxK eª¨vÛ BKz¨BwU I eª¨vÛ m‡PZbZv ‰Zwi‡Z ¸iæZ¡c~Y© Ae`vb iv‡L| ‡jv‡Mv 

we‡klfv‡e ‡jLv K‡c©v‡iU bvg ev ‡U«WgvK© ‡_‡K ïiæ K‡i m¤ú~Y©iƒ‡c ¯̂Zš¿ cÖK…wZi wegyZ© bKkvI n‡Z cv‡i|   

kw³kvjx kã gvK© wewkó K‡c©v‡iU bvg wPwýZ ‡jv‡Mvi D`vniY wn‡m‡e ‡KvKv-‡Kvjv, Wvbwnj, wKUK¨vU BZ¨vw`i 

K_v ejv ‡h‡Z cv‡i| Avevi kãgvK© wenxb wegyZ© ‡jv‡Mvi D`vniY wn‡m‡e gvwm©wWR ÷vi, ‡iv‡j· µvDb, bvBwK 
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myDk, Awjw¤úK wism BZ¨vw`| Avi  G ai‡bi kãnxb ‡jv‡Mv‡KB cÖZxK ejv nq| Z‡e A‡bK ‡jv‡Mv Av‡Q ‡h¸‡jv 

kã gvK© hy³ Ges kãnxb wegyZ© bKkvi gvSvgvwS Ae ’̄’vb K‡i ‡hgb- ‡iW wµ‡m›U, A¨vcj BZ¨vw` eª¨v‡Ûi ‡jv‡Mv|  

 

‡jv‡Mv Ges cÖZx‡Ki ¸iæZ¡  

Importance of Logos and Symbols 
‡jv‡Mv Ges cÖZxK n‡”Q GKwU eª¨v‡Ûi „̀k¨gvb Dc ’̄’vcbvi GKwU gva¨g| my›`ifv‡e bKkv Kiv GKwU ‡jv‡Mv eª¨v‡Ûi 

e¨w³Z¡, g~j¨‡eva Ges cÖwZkÖæwZ cÖKv‡ki Lye msw¶ß GKUv Dcvq wn‡m‡e KvR K‡i| ‡jv‡Mv‡K ZvB Abb¨ Ges 

Zvr¶wYKfv‡e kbv³‡hvM¨ n‡Z nq ‡hb GwU wb‡RB mswkøó eª¨v‡Ûi mgv_©K n‡q DV‡Z cv‡i| cÖZxK¸‡jv mvaviYZ 

‡jv‡Mvi cwic~iK n‡q Ges GKwU mymsnZ I GKxf~Z „̀k¨gvb cwiPq ‰Zwi K‡i| wb‡¤œ ‡jv‡Mv Ges cÖZx‡Ki ¸iæZ¡ 

ms‡¶‡c eY©bv Kiv n‡jvt  

1|  mn‡RB kbv³ Kiv hvq (Easily Recognizable): ‡jv‡Mv Ges cÖZxK ¸‡jv‡K mvaviYZ mn‡RB ‡Pbv hvq| 

d‡j mn‡R cY¨ Lyu‡R ‡ei Kivi Rb¨ G¸‡jv GKwU fv‡jv Dcvq n‡Z cv‡i|  

2| cÖ_g Qvc ‰Zwi (Creation of First Impression):  ‡jv‡Mv Ges cÖZxK MÖvnK‡`i Dci GKwU ¯§iYxq cÖ_g Qvc 

‰Zwi Ki‡Z, Zv‡`i „̀wó AvKl©Y Ki‡Z Ges GKwU eª¨v‡Ûi cÖwZ AvMÖn RvwM‡q Zzj‡Z AZ¨šÍ ¸iæZ¡c~Y© f~wgKv 

cvjb K‡i| 

3| eª¨vÛ cwiPq Ges cv_©K¨KiY (Brand Identification and Differentiation): ‡jv‡Mv Ges cÖZxK MÖvnK‡`i 

eª¨v‡Ûi mvigg© Ges g~j¨‡eva ¸‡jv‡K Kvh©Kifv‡e ‡hvMv‡hvM K‡i eª¨vÛ ¸‡jv‡K cwiwPwZ w`‡Z, evRv‡ii fx‡o 

kbv³ Ki‡Z Ges cÖwZ‡hvMx‡`i ‡_‡K Avjv`v Ki‡Z mnvqZv K‡i| 

4| eûgywLZv (Versatility): ‡jv‡Mv Ges cÖZx‡Ki Av‡iKwU eª¨vwÛs myweav n‡jv Gi eûgywLZv| ‡h‡nZz G¸‡jv 

mvaviYZ wjwLZ AvKv‡i Av‡m, ZvB ‡h ‡Kv‡bv ‡kÖwYi cY¨ ev ms®‹…wZ eivei G‡`i ’̄’vbvšÍwiZ Kiv hvq| ‡hgb- 

c‡Y¨i Dci e¨vcKwfwËK cwiwPZ Dc-eª¨v‡Ûi Aby‡gv`‡bi Rb¨ A‡bK mgq K‡c©v‡iU eª¨vÛ Dbœqb Kiv nq| 

5| c~Y© eª¨vÛ bv‡gi weKí (Alternative to Full Brand Name): A‡bK mgq eª¨v‡Ûi c~Y© bvg A‡bK eo nq| 

ZLb c~Y© eª¨vÛ bvg e¨envi Ki‡Z mgm¨v n‡j weg~Z© ‡jv‡Mv Ges cÖZx‡Ki e¨envi KivB myweavRbK nq| ‡hgb- 

b¨vkbvj ‡µwWU GÛ Kgvm© e¨vsK wcGjwm Zv‡`i cÖwZôv‡bi ‡jv‡Mv wnmv‡e AvqZvKvi cÖZxK e¨envi K‡i| 

e¨vs‡Ki bvgwU ‡ek `xN© nIqvi Kvi‡Y msw¶ß GB ‡jv‡MvwU e¨sKwUi kbv³KiY wWfvBm wnmv‡e e¨eüZ nq|  

6| msw¶ß ms¯‹iY (Shortened Version): ‡jv‡Mv‡K A‡bK mgq ‡Kv¤úvwbi bv‡gi msw¶ß ms¯‹iY wn‡m‡e 

e¨envi Kiv nq| ‡hgb- AvBweGg Gi ‡jv‡Mv IBM ‡Kv¤úvwbi c~Y© bvg International Business Machines Gi 

msw¶ß ms¯‹iY‡KB wb‡`©k K‡i|  

7| mnR Awf‡hvR¨Zv (Easy Adaptability): ‡jv‡Mv Ges cÖZxK¸‡jv eª¨vÛ bv‡gi g‡Zv Abgbxq bq| hy‡Mvc‡hvMx 

nIqvi Rb¨ Ges cwiewZ©Z cwiw ’̄’‡Z MÖvnK‡`i „̀wó AvKl©‡Yi Rb¨ ‡jv‡Mv Ges cÖZx‡K mn‡RB Kvw•ÿZ 

cwieZ©b Avbv hvq| Z‡e ‡jv‡Mv Ges cÖZxK cwieZ©b Kiv ‡ek e¨qeûj|  

cwi‡k‡l ejv hvq, ‡jv‡Mv Ges cÖZx‡Ki mvnv‡h¨ MÖvnKiv mn‡RB eª¨vÛ‡K wPb‡Z cv‡i Ges eª¨vÛ ¯̂xK…wZ, cv_©K¨ I 

g~j¨‡ev‡ai cwi®‹vi avibv cvq hv MÖvnK‡`i Dci ’̄’vqx cÖfve ‡d‡j Ges eª¨v‡Ûi mvd‡j¨ ¸iæZ¡c~Y© Ae`vb iv‡L| 

 

 

mvims‡ÿc:  

BDAviGj (URL) ej‡Z BDwbdg© wi‡mvm© ‡jv‡KUi (Uniform Resource Locator) ‡K eySvq, hv g~jZ 

B›Uvi‡b‡U I‡qe‡c‡Ri wbw`©ó Ae ’̄’vb‡K wb‡`©k K‡i Ges G‡K mvaviYZ ‡Wv‡gb bvgI ejv n‡q _v‡K| 

BDAviGj‡K A‡b‡KB I‡qe wVKvbvI e‡j _v‡Kb| eª¨vÛ Dcv`vb wn‡m‡e BDAviGj eª¨v‡Ûi cwiwPwZ e„w× K‡i, 

mvP© BwÄb AwÞgvB‡Rk‡b mnvqZv K‡i, wek¦vm‡hvM¨Zv e„w× K‡i, mnR ‡kqvwis myweav ‡`q Ges e¨enviKvix‡K 

DbœZ eª¨vDwRs AwfÁZv cÖ`vb K‡i| eª¨vÛ Dcv`vb wn‡m‡e BDAviGj Gi g‡ZvB ‡jv‡Mv Ges cÖZxKI LyeB 

¸iæZ¡c~Y©| eª¨vÛ bv‡gi cvkvcvwk eª¨v‡Ûi mbv³Ki‡Yi `„k¨gvb Dcv`vb wn‡m‡e ‡jv‡Mv Ges cÖZxK eª¨vÛ BKz¨BwU I 

eª¨vÛ m‡PZbZv ‰Zwi‡Z ¸iæZ¡c~Y© Ae`vb iv‡L| ‡jv‡Mv Ges cÖZxK eª¨vÛ‡K mn‡R kbv³ Ki‡Z mvnvh¨ K‡i, 

eª¨v‡Ûi cÖ_g Qvc ‰Zwi, eª¨vÛ cwiPq Ges cv_©K¨Ki‡Y mvnvh¨ K‡i, eª¨vÛ‡K cÖ‡qvRbxq Awf‡hvR¨Zv ‡`q, c~Y© 

eª¨vÛ bv‡gi weKí wn‡m‡e KvR K‡i Ges eª¨vÛ bv‡gi msw¶ß ms¯‹iY wn‡m‡e e¨eüZ nq| 
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 eª¨vÛ PwiÎ, ‡ ø̄vMvb Ges SsKvi 
Brand Characters, Slogans and Jingles 

 

D‡Ïk¨ 

GB cvV ‡k‡l Avcwb-  

 eª¨vÛ PwiÎ  m¤ú‡K© ej‡Z cvi‡eb;  

 eª̈ vÛ Pwi‡Îi ¸iæZ¡ eY©bv Ki‡Z cvi‡eb;   

 ‡ ø̄vMvb ej‡Z wK eySvq Zv ej‡Z cvi‡eb;   

 ‡ ø̄vMv‡bi myweavmg~n e¨vL¨v Ki‡Z cvi‡eb;    

 SsKvi m¤ú‡K© Rvb‡Z cvi‡eb;  

 SsKv‡ii mydj eY©bv Ki‡Z cvi‡eb|  

 

eª¨vÛ PwiÎ Øviv gvby‡li ev ev Í̄e Rxe‡bi ‰ewkó¨‡K aviY K‡i Ggb we‡kl ai‡Yi cÖZxK‡K eySvq hv eª¨vÛ‡K 

cÖwZwbwaZ¡ K‡i| eª¨vÛ PwiÎ eª¨v‡Ûi cÖwZ MÖvnK‡`i g‡bv‡hvM mn‡RB AvKl©Y K‡i, eª¨vÛ m¤ú‡K© m‡PZbZv m„wó 

K‡i, evRv‡i ‡Kv¤úvwbi eª¨v‡Ûi fv‡jv Ae ’̄’vb ‰Zwi K‡i Ges eª¨vÛ cQ›`bxqZv e„w× Ki‡Z mnvqZv K‡i| ‡ ø̄vMvb 

n‡jv g‡bv‡hvM AvKl©YKvix ‡QvU evK¨vsk hv eª¨vÛ m¤ú‡K© eY©bvg~jK ev cÖ‡ivPbvg~jK Z_¨ cÖ`vb K‡i| ‡ ø̄vMvb¸‡jv 

AZ¨šÍ `ªæZZvi mv‡_ eª¨v‡Ûi w`‡K MÖvnK‡`i g‡bv‡hvM AvKl©Y K‡i, Zvr¶wYKfv‡e wecYb cÖPvivwfhvb¸‡jv‡Z 

evowZ MwZ Av‡b, ‡Kv¤úvwbi eª¨vÛ ev cY¨ I ‡mev¸‡jv‡K `xN©mgq ¯§iY ivL‡Z mnvqZv K‡i Ges eª¨vÛ m‡PZbZv 

m„wó‡Z f~wgKv iv‡L|  wR‡½j ev SsKvi n‡jv GKwU ‡QvU myi ev Mvb hv eª¨v‡Ûi weÁvcb Ges evwYwR¨K D‡Ï‡k¨ 

e¨eüZ nq| G¸‡jv eª¨v‡Ûi mv‡_ MÖvn‡Ki Av‡eMxq ms‡hvM ‰Zwi K‡i, eª¨vÛ g‡b ivLvi ¶gZv evovq, eª¨vÛ‡K c„_K 

K‡i ‡Zv‡j Ges A‡bK mgq eª¨vÛ bv‡gi mgv_©K wn‡m‡e KvR K‡i|  

 

eª¨vÛ PwiÎ ej‡Z Kx eySvq?  

What is meant by Brand Characters?  

eª¨vÛ PwiÎ n‡jv GKwU we‡kl ai‡bi eª¨vÛ cÖZxK hv gvby‡li ev ev Í̄e Rxe‡b cvIqv hvq Ggb ‡Kvb ‰ewkó¨‡K dzwU‡q 

Zz‡j Ges GKwU e¨w³Z¡ ‰Zwi K‡i hv eª¨vÛ‡K cÖwZwbwaZ¡ K‡i| GB PwiÎ¸‡jv eª¨vÛ‡K MÖvnK‡`i mv‡_ Av‡eMNb Í̄‡i 

mshy³ n‡Z Ges eª¨vÛ‡K AviI cÖvmw½K I ¯§iYxq K‡i Zzj‡Z ‰Zwi Kiv n‡q _v‡K|  

GB cÖm‡½ Kevin Lane Keller e‡jb, ÒCharacters represent a special type of brand symbol—one that takes 

on human or real-life characteristics.Ó A_©vr, eª¨vÛ PwiÎ Øviv gvby‡li ev ev Í̄e Rxe‡bi ‰ewkó¨‡K aviY K‡i 

Ggb we‡kl ai‡Yi cÖZxK‡K eySvq|  

mvaviYZ eª¨vÛ PwiÎ‡K weÁvc‡bi gva¨‡g cÖeZ©b Kiv nq| GwU weÁvcb cÖPvivwfhvb I c¨v‡KR wWRvB‡bi ‡¶‡Î 

g~L¨ wba©vi‡Ki f~wgKv cvjb K‡i| eª¨vÛ PwiÎ¸‡jvi wKQz Av‡Q A¨vwb‡g‡UW PwiÎ ‡hgb- gxbv, ivRy Ges wgVy (gxbv 

KvU©y‡b), nvjyg, UyKUywK, BKwi, Ges wkKy (123 wmwmgcy‡i), Avi wKQz Av‡Q ev Í̄weK PwiÎ ‡hgb- Ryqvb fvj‡`R 

(Kjw¤^qvb Kwd) Ges ‡ivbvì g¨vK‡Wvbv‡ìi g‡Zv jvBf-A¨vKkb wdMvi|  

‡Kv¤úvwb‡K Zvi eª¨v‡Ûi Rb¨ Ggb PwiÎ ‰Zwi Ki‡Z nq hv mg Í̄ P¨v‡bj Ry‡o mvgÄm¨c~Y© nq Ges ‡Kv¤úvwbi Rb¨ 

Abb¨ cwiPq enb K‡i| Z‡e eª¨vÛ PwiÎ cQ›` Kivi ‡¶‡Î ‡R‡bwiK ev RvwZMZ PwiÎ Gov‡bv ¸iæZ¡c~Y©, ‡Kbbv 

MÖvnKiv G¸‡jv fy‡j ‡h‡Z cv‡ib| cvkvcvwk, eª¨vÛ PwiÎ ‡hb Lye ‡ewk bg« ev gm„Y bv nq, ‡mwUI ‡Lqvj ivL‡Z 

n‡e| ‡Kbbv GKwU gm„Y ev kvšÍ eª¨vÛ PwiÎ eª¨vÛwU‡K cÖwZ‡hvwMZv ‡_‡K Avjv`v n‡Z mvnvh¨ bvI Ki‡Z cv‡i|  

 

cvV-6.4 
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eª¨vÛ Pwi‡Îi ¸iæZ¡   

Importance of Brand Characters   
eª¨vÛ PwiÎ wWRvBb Kivi mgq AZ¨šÍ mZK©Zvi mv‡_ PwiÎ evQvB Ki‡Z nq| ‡Kbbv mwVK eª¨vÛ PwiÎ ‰Zwi Ki‡Z 

bv cvi‡j ‡Kv¤úvwbi Abb¨ Ae ’̄’vb AR©b m¤¢e n‡e bv| eª¨vÛ PwiÎ eÜyZ¡c~Y© n‡Z nq ‡hb MÖvnKiv Zvi mv‡_ 

‡hvMv‡hvM Ki‡Z Pvb, wek¦ Í̄ n‡Z nq ‡hb MÖvnKiv mwVK Z‡_¨i Rb¨ Zvi Dci wbf©i Ki‡Z cv‡ib, `¶ n‡Z nq 

‡hb MÖvnKiv Zvi Kv‡Q civgk© Ges wb‡`©kbvi Rb¨ ‡h‡Z cv‡ib, Ges DÏxcbv cÖ`v‡b m¶g n‡Z nq ‡hb MÖvnK‡`i 

Zvi cY¨ ev ‡mev m¤ú‡K© AeMZ Ki‡Z cv‡ib| wb‡¤œ eª¨vÛ Pwi‡Îi DcKvwiZv ms‡¶‡c eY©bv Kiv n‡jvt  

1| „̀wó AvKl©YKvix (Attention Getting): eª¨vÛ PwiÎ Zvi ewY©j I mg„× wPÎvejxi gva¨‡g wbw`©ó eª¨v‡Ûi cÖwZ 

MÖvnK‡`i g‡bv‡hvM mn‡RB AvKl©Y Ki‡Z cv‡i|        

2| eª¨vÛ m‡PZbZv m„wó (Creating Brand Awareness): ‡Kv¤úvwb¸‡jv eª¨vÛ ¸Yvewj ev ‰ewkó¨ eª¨vÛ Pwi‡Îi 

gva¨‡g AvKl©Yxq fv‡e dzwU‡q Zz‡j eª¨vÛ m¤ú‡K© m‡PZbZv m„wó Ki‡Z cv‡i|  

3| evRv‡i Ae ’̄’vb m„wó (Create Market Position): eª¨vÛ PwiÎ¸‡jv eª¨vÛ‡K evRv‡ii wek„•Ljvi ga¨ w`‡q GwM‡q 

‡h‡Z mnvqZv K‡i Ges evRv‡i ‡Kv¤úvwbi eª¨v‡Ûi fv‡jv Ae ’̄’vb ‰Zwi K‡i|   

4| cQ›`bxqZv e„w× (Enhance Likeability): eª¨vÛ Pwi‡Îi gvbweK Dcv`vb ev ‰ewkó¨¸‡jv c‡Y¨i eª¨vÛ 

cQ›`bxqZv e„w× Ki‡Z mnvqZv K‡i| 

5| eª¨vÛ Dcjwä m„wó (Create Brand Perception): eª¨vÛ Pwi‡Îi gvbweK mv „̀k¨ eª¨vÛ‡K gRvi I AvK©lYxq eª¨vÛ 

wn‡m‡e MÖvnK Dcjwä m„wó‡Z mnvqZv K‡i|   

6| eª¨vÛ m¤úK© MVb (Form Brand Relationship): eª¨vÛ Pwi‡Î gva¨‡g mn‡RB GKwU eª¨vÛ GKRb MÖvn‡Ki mv‡_ 

`xN©‡gqv`x eª¨vÛ m¤úK© M‡o Zzj‡Z cv‡i| ‡Kbbv eª¨vÛ PwiÎ gvby‡li g‡Zv eywo‡q hvq bv, ev G‡K e¨e ’̄’vcbvq 

evowZ A_©I jv‡M bv|   

7| mnR ’̄’vbvšÍi (Easy Transferability): ‰ewkó¨MZfv‡e eª¨vÛ Pwi‡Î ‡h‡nZz mivmwi ‡Kv‡bv c‡Y¨i Zvrch© _v‡K 

bv, ZvB eª¨vÛ PwiÎ‡K Zzjbvg~jK fv‡e mn‡R cY¨ wefv‡Mi g‡a¨ ’̄’vbvšÍi Kiv hvq|  

eª¨vÛ PwiÎ eª¨v‡Ûi mv‡_ Zvi ‡kÖvZv, ÁvwZZ¡, eª¨v‡Ûi gvb, ¯§iYkw³ Ges eª¨vÛ ¯̂xK…wZi mnRZvi wbY©vqK wn‡m‡e 

KvR K‡i| Gi d‡j Ab¨vb¨ cÖwZ‡hvMx‡`i Zzjbvq eª¨v‡Ûi Rb¨ GKwU cÖwZ‡hvwMZvg~jK gvb wba©viY K‡i, GwU 

MÖvn‡Ki Av ’̄’v ‰Zwi K‡i Ges AvbyMZ¨ AvKl©Y K‡i|  

 

‡ ø̄vMvb ej‡Z Kx eySvq?  

What is meant by Slogans?  
‡ ø̄vMvb n‡jv g‡bv‡hvM AvKl©YKvix msw¶ß GKwU weewZ hv GKwU eª¨v‡Ûi cY¨ I ‡mev cÖPv‡ii Rb¨ e¨eüZ nq| 

‡ ø̄vMv‡bi GB ‡QvU evK¨¸‡jv ‡Kv¤úvwbi g~j Kvh©µg, D‡Ïk¨ Ges mvgwMÖK j¶¨‡K Rbmvavi‡Yi Kv‡Q Zz‡j a‡i| 

‡Kv¤úvwb¸‡jv Zv‡`i eª¨v‡Ûi mv‡_ Kx mshy³ Ki‡Z Pvb ev Zv‡`i eª¨vÛ g~jZ ‡Kvb KvRwU K‡i, ‡mwU Zv‡`i 

MÖvnK‡`i Rvbv‡Z ‡ ø̄vMvb e¨envi K‡i _v‡K| GKwU AvKl©Yxq ‡ ø̄vMvb mvaviYZ MÖvnK‡`i AvK…ó Kivi Rb¨ cÖ‡ivPK 

Ges eY©bvg~jK Dcv`v‡bi mswgkÖY e¨envi K‡i|  

 

GB cÖm‡½ Kevin Lane Keller e‡jb, ÒSlogans are short phrases that communicate descriptive or 

persuasive information about the brand. They often appear in advertising but can play an important role 

on packaging and in other aspects of the marketing program.Ó A_©vr, ‡ ø̄vMvb n‡jv ‡QvU evK¨vsk hv eª¨vÛ 

m¤ú‡K© eY©bvg~jK ev cÖ‡ivPbvg~jK Z_¨ cÖ`vb K‡i| ‡ ø̄vMvb mvaviYZ weÁvc‡bB cÖ`wk©Z nq Z‡e c¨v‡KwRs Ges 

wecYb Kvh©µ‡gi Ab¨vb¨ w`‡KI ¸iæZ¡c~Y© f~wgKv cvjb Ki‡Z cv‡i| 

G cÖm‡½ Dirksen & Kroeger e‡jb, ÒThe slogan is a brief message crystalizing an important idea about 

the product or reason for buying the product which is expressed at greater length in the copyÓ| A_©vr, 
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‡ ø̄vMvb n‡jv GKwU msw¶ß evZ©v hv c‡Y¨i ¸iæZ¡c~Y© aviYv ev cY¨ ‡Kbvi KviY‡K my¯úófv‡e Dc ’̄’vcb K‡i Ges 

hv‡K weÁvcb Kwc‡Z wek`fv‡e e¨vL¨v Kiv nq|  

Ab¨fv‡e ejv hvq, ‡ ø̄vMvb nj GKwU ¯§iYxq evK¨vsk ev g~jgš¿ hv GKwU eª¨v‡Ûi D‡Ïk¨ Ges cÖwZkÖæwZi 

cybive„wËg~jK cÖKvk wbwðZ K‡i| eª¨v‡Ûi ‡ ø̄vMvb m¤¢ve¨ MÖvnK‡`i ‡mB cY¨ ev ‡mev ‡Kbvi Rb¨ c‡iv¶fv‡e 

cÖ‡ivwPZ Kivi D‡Ï‡k¨ ‡Kv¤úvwbi cÖ Í̄vweZ wRwbm¸‡jv‡K kÖæwZgayi Ges gRv`vi Dcv‡q eY©bv K‡i|  

‡ ø̄vMvb¸‡jv‡K cÖvqkB eª¨vÛ bv‡gi wb‡P ’̄’vcb Kiv nq| cY¨ µ‡qi mgq ‡Lqvj Ki‡j ‡`Lv hvq, cY¨ c¨v‡KwRs‡q 

eª¨vÛ bv‡gi wb‡P GKwU jvBb we‡klfv‡e ‡jLv _v‡K ev weÁvcb¸‡jv‡Z GKwU jvBb‡K we‡klfv‡e ejv nq| 

G¸‡jvB ‡ ø̄vMvb| ‡hgb- g¨vK‡Wvbvì‡mi weÁvc‡bi ‡k‡l ejv _v‡K ÒIÕm lovinÕ ItÓ| 

 

‡ ø̄vMv‡bi myweavmg~n   

Benefits of Slogans  
‡ ø̄vMvb n‡jv GKwU eª¨v‡Ûi weÁvc‡b avivevwnKfv‡e e¨eüZ nIqv GKwU evK¨vsk, hvi cÖavb j¶¨ nj ‡mB eª¨vÛ‡K 

cÖPvi Kiv Ges gvbyl‡K GwU ‡KbvKvUv Ki‡Z ev e¨envi Ki‡Z cÖjyä Kiv| ‡køvMvb eª¨vwÛs‡qi AZ¨šÍ msw¶ß wKš‘ 

kw³kvjx GKwU nvwZqvi| GwU eª¨vÛ bv‡gi g‡ZvB eª¨vÛ BKz¨BwU ‰Zwi‡Z LyeB Kvh©Kix f~wgKv iv‡L| eª¨v‡Ûi g~j 

cÖ Í̄vebv‡K A_©en K‡i MÖvnK‡`i AvK…ó Kivi Rb¨ ‡køvMvb GKwU Kvh©Ki nvwZqvi wn‡m‡e KvR K‡i| wb‡¤œ ‡ ø̄vMv‡bi 

myweavmg~n D‡jøL Kiv n‡jvt  

1|  `ªæZ g‡bv‡hvM AvKl©Y (Fast Attention Getting): fv‡jv ‡ ø̄vMvb AZ¨šÍ `ªæZZvi mv‡_, GgbwK K‡qK 

‡m‡K‡Ûi g‡a¨B, MÖvnK‡`i g‡bv‡hvM AvKl©Y Ki‡Z mnvqK GKwU kw³kvjx nvwZqvi wn‡m‡e KvR K‡i|  

2|  wecYb cÖPvivwfhv‡b MwZ Avbqb (Fostering Advertising Campaign):  GKwU fv‡jv ‡ ø̄vMvb ‰Zwi K‡i 

‡Kv¤úvwb¸‡jv Zvr¶wYKfv‡e wecYb cÖPvivwfhvb¸‡jv‡Z evowZ MwZ Avb‡Z cv‡i|  

3|  ¯§iYxqZv e„w× (Easy Memorability): GKwU m„Rbkxj ‡ ø̄vMvb gvby‡li g‡b `xN© mg‡qi Rb¨ ‡Kv¤úvwbi eª¨vÛ 

ev cY¨ I ‡mev¸‡jv‡K ¯§iY ivL‡Z mnvqZv K‡i|  

4|  eª¨vÛ m‡PZbZv m„wó (Creating Brand Awareness):  eª¨vÛ bvg‡K Kv‡R jvwM‡q wKQz wKQz ‡ ø̄vMvb eª¨vÛ 

m‡PZbZv m„wó‡Z mnvqZv K‡i| ‡hgb- NCC e¨vs‡Ki ‡ ø̄vMvb n‡”Q, ÒWith you. AlwaysÓ| A_©vr, MÖvn‡Ki 

mve©¶wYK e¨vswKs Pvwn`v c~i‡b Gbwmwm e¨vsK KvR Ki‡Q|    

5|  evRvi Ae ’̄’vb‡K kw³kvjx Kiv (Strengthening Market Position):  GKwU AvKl©Yxq eª¨vÛ ‡ ø̄vMvb eª¨v‡Ûi 

evRvi Ae ’̄’vb MÖnY‡K kw³kvjx Ki‡Z mnvqZv K‡i|  

6| weÁvcb cÖPvivwfhv‡b mnvqZv (Helps in Advertising Campaign):   ‡ ø̄vMvb A‡bK mgq weÁvcb 

cÖPvivwfhv‡bi mv‡_ Nwbôfv‡e m¤úK©hy³ nq Ges weÁvcb cÖPvivwfhv‡bi eY©bvg~jK I cÖ‡ivPbvg~jK Z_¨‡K 

msw¶ßfv‡e Dc ’̄’vcbvi Rb¨ U¨vM jvBb wnmv‡e KvR K‡i|  

7| eª¨vÛ cwiPq MVb (Creating Brand Identity):  ‡ ø̄vMvb¸‡jv eª¨vÛ cwiPq MVb Ki‡Z Ges G‡K gReyZ 

Ki‡Z GKwU ¸iæZ¡c~Y© f~wgKv cvjb K‡i|  

8| eª¨v‡Ûi cÖwZkÖæwZ‡K cÖwZôv (Establishing Brand Promise):   eª¨v‡Ûi g~j cÖwZkÖæwZ‡K msw¶ß I ¯§iYxq 

Awfe¨w³‡Z iƒcvšÍwiZ K‡i, ‡ ø̄vMvb¸‡jv eª¨v‡Ûi g~jZË¡ cÖwZôvi Rb¨ GKwU kw³kvjx nvwZqvi wn‡m‡e KvR 

K‡i|  

cwi‡k‡l ejv hvq, GKwU fv‡jv ‡ ø̄vMvb eª¨v‡Ûi ¯̂xK…wZ I ¯§iY‡hvM¨Zv e„w×i gva¨‡g MÖvnK‡`i mv‡_ eª¨v‡Ûi GKwU 

kw³kvjx I `xN© ’̄’vqx ms‡hvM M‡o ‡Zv‡j| fvjfv‡e wbwg©Z GKwU ‡ ø̄vMvb eª¨v‡Ûi g~j¨‡ev‡ai msw¶ß iƒc wn‡m‡e KvR 

K‡i, hv cÖwZ‡hvwMZvg~jK evRv‡i eª¨vÛwU‡K mn‡RB kbv³ Ki‡Z I ¯̂Zš¿ K‡i Zzj‡Z mnvqK nq| 
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SsKvi ej‡Z wK eySvq?  

What is meant by Jingles?  
wR‡½j ev SsKvi n‡jv GKwU ‡QvU myi ev Mvb hv eª¨v‡Ûi weÁvcb Ges evwYwR¨K D‡Ï‡k¨ e¨eüZ nq| SsKv‡ii 

kÖwZgayi myi I Q›` `ªæZ MÖvnK‡`i g‡bv‡hvM AvKl©Y Ki‡Z cv‡i Ges eª¨vÛwU‡K Zvr¶wYKfv‡e wPb‡Z m¶g K‡i I 

GKwU ’̄’vqx eª¨vÛ cÖfve ‰Zwi K‡i|  

¯§iYxq SsKvi ‰Zwi Ki‡Z ZvB m½xZ Dcv`vb¸‡jv‡K cÖvavb¨ w`‡Z nq| SsKv‡ii myi Ges kã¸‡jv AvKl©Yxq, 

mnR‡eva¨ Ges kÖæwZgayi n‡Z nq| GQvovI, SsKviwU‡K eª¨v‡Ûi mv‡_ BwZevPKfv‡e mshy³ n‡Z nq ‡hb GwU 

eª¨v‡Ûi wPÎ Ges Rbg‡Zi cÖwZdjb NUv‡Z cv‡i|  

SsKvi‡K msÁvwqZ Ki‡Z wM‡q Kevin Lane Keller e‡jb, ÒJingles are musical messages written around the 

brand.Ó A_©vr, SsKvi n‡jv eª¨vÛ‡K ‡K›`ª K‡i ‡jLv m½xZc~Y© evZ©v|  

GB cÖm‡½ wewkó eª¨vÛ civgk©K Paul Mills e‡jb, ÒJingles are short, catchy musical tunes used in 

advertising to promote products or brands. They create emotional connections, enhance brand recall, and 

differentiate brands, but overuse, cultural differences, and changing preferences can pose challenges. 

Marketers should always think beyond the tune.Ó A_©vr, SsKvi¸‡jv n‡jv cY¨ ev eª¨vÛ cÖPv‡ii Rb¨ weÁvc‡b 

e¨eüZ msw¶ß I AvKl©Yxq m½xZ myi| G¸‡jv Av‡eMxq ms‡hvM ‰Zwi K‡i, eª¨vÛ g‡b ivLvi ¶gZv evovq Ges 

eª¨vÛ‡K c„_K K‡i ‡Zv‡j| Z‡e AZ¨waK e¨envi, mvs®‹…wZK cv_©K¨ Ges cwieZ©bkxj MÖvnK cQ›` SsKv‡ii Rb¨ 

P¨v‡jÄ ‰Zwi Ki‡Z cv‡i| ZvB SsKvi ‰Zwii mgq wecYbKvix‡`i memgq my‡ii evB‡iI wPšÍv Kiv DwPZ|  

SsKv‡ii D`vniY wn‡m‡e W¨vwbk Kb‡WÝW wg‡éi weÁvc‡bi K_v ejv hvq, ‡hLv‡b ejv n‡Zv ÒZzwg, Avwg Avi 

W¨vwbkÓ, hv GL‡bv Avgv‡`i Kv‡b ev‡R| ¯§iYxq eª¨vÛ SsKvi¸‡jv mn‡R fy‡j hvIqv hvq bv| eª¨vwÛs‡qi ‡¶‡Î 

e¨emv cÖPv‡i SsKvi GKwU kw³kvjx Ges AZ¨šÍ cÖfvekvjx f~wgKv cvjb K‡i|  

 

SsKv‡ii mydj  

Benefits of Jingles   
SsKvi n‡jv GKwU msw¶ß Ges AvKl©Yxq m½xZ myi ev AwWI ‡ ø̄vMvb hv cY¨, eª¨vÛ ev ‡mevi cÖPv‡ii Rb¨ GKwU 

Kvh©Ki weÁvcb miÄvg wn‡m‡e e¨eüZ nq| SsKvi ¸‡jv‡K mvaviYZ evwYwR¨K weÁvcb, ‡iwWI ev wUwf weÁvcb 

Ges Ab¨vb¨ wecYb cÖPvivwfhv‡b eª¨vÛ ¯̂xK…wZ ‰Zwi Ki‡Z, eª¨vÛ evZ©v ‡Rvi`vi Ki‡Z Ges eª¨vÛ g‡b ivLvi ¶gZv 

evov‡Z e¨envi Kiv nq| eª¨vÛ Dcv`vb wn‡m‡e SsKv‡ii mydj¸‡jv n‡jvt  

1| eª¨vÛ bv‡gi mgv_©K (Synonymous to Brand Name):  eª¨vÛ bv‡gi cvkvcvwk SsKviI GKwU cÖavb eª¨vÛ 

Dcv`vb n‡q DV‡Z cv‡i| wKQz wKQz SsKvi GZUvB RbwcÖq n‡q DV‡Z cv‡i ‡h, ‡mme eª¨vÛ Zv‡`i SsKv‡ii mv‡_ 

mgv_©K n‡q D‡V‡Q| ‡hgb-ÒP‡jv mevB, Rxe‡bi Avn&ev‡b, mvg‡b GwM‡q hvBÓ wUwf‡Z evR‡Z ïiæ Ki‡jB `k©K-

‡kÖvZviv ‡bmK¨v‡di K_v fv‡eb|  

2| gvby‡li K_v Øviv wecYb (Word of Mouth Marketing):  SsKvi¸‡jv A‡bKUv fv‡jv Mv‡bi g‡Zv| ‡Kvb 

MÖvnK GKevi GwU ïb‡j Ges GwU Zvi fv‡jv ‡j‡M ‡M‡j, ‡m Zvi eÜy‡`i Ges cwievi‡K Gi m¤ú‡K© Rvbv‡Z 

cv‡i| d‡j, SsKvi Avm‡j gvby‡li K_v Øviv wecYb ev ÒIqvW© Ad gvD_Ó wecYb K‡i| 

3| mn‡R g‡b ivLv (Easy Memorability):  SsKvi¸‡jv mvaviYZ Lye cÖvYešÍ, nvwmi Ges Avb›`gq n‡q _v‡K| 

G¸‡jv gRvi Ges mn‡R ‡kvbv hvq e‡j Gme Mvb, KweZv, Q›` Ges ¯̂i c¨vUvb© mn‡R gw Í̄‡®‹ ‡Mu‡_ hvq| d‡j 

SsKvi g‡b ivLv mnR nq|  

4| eª¨vÛ m‡PZbZv e„w× (Increasing Brand Awareness):  SsKv‡ii g‡a¨ ‡Kv¤úvwbi eª¨v‡Ûi bvg evievi 

D”PvwiZ nq e‡j, G¸‡jv eª¨vÛ g‡b ivLvi ¶gZv e„w× K‡i| d‡j PyovšÍfv‡e eª¨vÛ m‡PZbZv e„w× cvq| ZvB hLb 

MÖvnKiv ‡Kvb cY¨ ev ‡mev µq Kivi Rb¨ cÖ Í̄yZ nq, Zv‡`i g‡b nq ‡h ‡Kv¤úvwbi eª¨vÛB me‡P‡q ‡miv|  
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5| mn‡R g‡bv‡hvM AvKl©Y (Easy Attention Grabbing):  SsKvi mn‡R MÖvn‡Ki g‡bv‡hvM AvKl©Y K‡i| 

eZ©gvb we‡k¦ B›Uvi‡b‡Ui e‡`Šj‡Z Z‡_¨i AvwaK¨ LyeB mvaviY GKUv welq| wecYbKvix‡`i ZvB m¤¢ve¨ MÖvnK‡`i 

g‡bv‡hvM AvKl©Y Ki‡Z K‡Vvi cwikÖg Ki‡Z nq| SsKvi¸‡jv MÖvnK g‡bv‡hvM AvKl©‡Yi GB j¶¨ AR©b Ki‡Z 

mnvqK me‡P‡q Kvh©Ki wecYb miÄvg¸‡jvi g‡a¨ GKwU|  

6| wewfbœ ‡hvMv‡hvM gva¨‡g e¨envi (Use of Multiple Media):  SsKvi wewfbœ ‡hvMv‡hvM gva¨‡g e¨envi Kiv 

‡h‡Z cv‡i| GKwU M‡elYvq ‡`Lv ‡M‡Q, kZKiv 63.1 fvM gvbyl ‡Uwjwfk‡b SsKvi ‡`‡Lb| ÷«xwgs cøvUdg© ‡hgb- 

YouTube Ges Hulu wØZxq me‡P‡q RbwcÖq SsKv‡ii gva¨g Ges ‡iwWI SsKv‡ii Z…Zxq RbwcÖq gva¨g wn‡m‡e 

we‡ewPZ n‡q‡Q|  

7| Abb¨ eª¨vÛ cwiwPwZ (Unique Brand Identity):  SsKvi ‡Kv¤úvwbi eª¨vÛ e¨w³Z¡‡K AvKl©bxq, m¤úwK©Z Ges 

wcÖq wn‡m‡e MÖvnK‡`i mvg‡b Dc ’̄’vc‡b mvnvh¨ K‡i| G¸‡jv cÖwZ‡hvwMZvg~jK evRv‡i ‡Kv¤úvwb‡K Zvi 

cÖwZ‡hvMx‡`i ‡_‡K c„_K Kivi Rb¨ GKwU Abb¨ Dcvq wn‡m‡e KvR K‡i| A_©vr, SsKvi ‡Kv¤úvwb‡K ev ‡Kv¤úvwbi 

eª¨vÛ‡K cÖwZ‡hvMx‡`i g‡a¨ Avjv`v n‡Z mvnvh¨ Ki‡Z cv‡i|  

8| weÁvc‡bi wfwË wn‡m‡e KvR K‡i (Foundation of Advertising):  SsKvi eQ‡ii ci eQi a‡i weÁvc‡bi 

wfwË wn‡m‡e KvR Ki‡Z cv‡i| ‡hgb- B‡›Uj ‡Kv¤úvwbi wmM‡bPvi ‡ ø̄vMvb ÒIn-tel In-side.Ó eQ‡ii ci eQi a‡i 

‡Kv¤úvwbi weÁvc‡bi ‡gŠwjK U¨vMjvBb wn‡m‡e KvR K‡i hv‡”Q|  

Dc‡iv³ Av‡jvPbvi ‡cÖw¶‡Z ejv hvq, SsKvi¸‡jv kÖæwZgayi, AvKl©K Ges ¯§iYxq| G¸‡jv ‡Kv¤úvwb I eª¨v‡Ûi 

wewfbœ wecYb j¶¨ AR©b Ki‡Z ‡hgb- m‡PZbZv ‰Zwi Kiv, eª¨vÛ ¯̂xK…wZ I g‡b ivLvi ¶gZv e„w× Kiv, Ges weµq 

e„w× Kivi Rb¨ e¨envi Kiv ‡h‡Z cv‡i|  

 

 

mvims‡ÿc:  

eª¨vÛ PwiÎ n‡jv GKwU we‡kl ai‡bi eª¨vÛ cÖZxK hv gvby‡li ev ev Í̄e Rxe‡b cvIqv hvq Ggb ‡Kvb ‰ewkó¨‡K 

dzwU‡q Zz‡j Ges GKwU e¨w³Z¡ ‰Zwi K‡i hv eª¨vÛ‡K cÖwZwbwaZ¡ K‡i| eª¨vÛ PwiÎ eª¨v‡Ûi cÖwZ mn‡RB MÖvnK‡`i 

g‡bv‡hvM AvKl©Y K‡i, AvK©lYxq eª¨vÛ wn‡m‡e MÖvnK Dcjwä m„wó‡Z mnvqZv K‡i, MÖvn‡Ki mv‡_ `xN©‡gqv`x eª¨vÛ 

m¤úK© M‡o Zzj‡Z mnvqZv K‡i Ges eª¨vÛ PwiÎ‡K Zzjbvg~jKfv‡e mn‡R cY¨ wefv‡Mi g‡a¨ ’̄’vbvšÍi Kiv hvq| 

‡ ø̄vMvb n‡jv GKwU msw¶ß evZ©v hv c‡Y¨i ¸iæZ¡c~Y© aviYv ev cY¨ ‡Kbvi KviY‡K my¯úófv‡e Dc¯’’vcb K‡i Ges 

hv‡K weÁvcb Kwc‡Z wek`fv‡e e¨vL¨v Kiv nq| GwU eª¨vwÛs‡qi AZ¨šÍ msw¶ß wKš‘ kw³kvjx GKwU nvwZqvi 

wn‡m‡e we‡ewPZ nq Ges eª¨vÛ BKz¨BwU ‰Zwi‡Z LyeB Kvh©Kix f~wgKv iv‡L| fv‡jv ‡ ø̄vMvb AZ¨šÍ `ªæZ MÖvnK‡`i 

g‡bv‡hvM AvKl©Y Ki‡Z cv‡i, eª¨v‡Ûi evRvi Ae ’̄’vb MÖnY‡K kw³kvjx K‡i, weÁvcb cÖPvivwfhv‡bi eY©bvg~jK I 

cÖ‡ivPbvg~jK Z_¨‡K msw¶ßfv‡e Dc¯’’vcbvi Rb¨ U¨vM jvBb wn‡m‡e KvR K‡i, eª¨vÛ cwiPq MVb Ki‡Z mvnvh¨ 

K‡i Ges eª¨v‡Ûi g~j cÖwZkÖæwZ‡K msw¶ß I ¯§iYxqfv‡e cÖwZôv Ki‡Z mnvqZv K‡i| SsKvi¸‡jv n‡jv cY¨ ev 

eª¨vÛ cÖPv‡ii Rb¨ weÁvc‡b e¨eüZ msw¶ß I AvKl©Yxq m½xZc~Y© evZ©v| SsKvi ¸‡jv‡K mvaviYZ evwYwR¨K 

weÁvcb, ‡iwWI ev wUwf weÁvcb Ges Ab¨vb¨ wecYb cÖPvivwfhv‡b eª¨vÛ ¯̂xK…wZ ‰Zwi Ki‡Z, eª¨vÛ evZ©v ‡Rvi`vi 

Ki‡Z,  eª¨vÛ g‡b ivLvi ¶gZv evov‡Z, gvby‡li K_v Øviv wecYb ev ÒIqvW© Ad gvD_Ó wecY‡bi my‡hvM ‰Zwi‡Z 

Ges Abb¨ eª¨vÛ cwiwPwZ cÖwZôv Ki‡Z mvnvh¨ K‡i _v‡K| 
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 †gvoKxKiY ev c¨v‡KwRs 
Packaging 

 

D‡Ïk¨ 

G cvV ‡k‡l Avcwb-  

 ‡gvoKxKiY ev c¨v‡KwRs m¤ú‡K© ej‡Z cvi‡eb;  

 c¨v‡KwRs Gi D‡Ïk¨ eY©bv Ki‡Z cvi‡eb;    

 c¨v‡KwRs Gi ¸iæZ¡ e¨vL¨v Ki‡Z cvi‡eb;   

 c¨v‡KwRs cwieZ©‡bi KviYmg~n m¤ú‡K© ej‡Z cvi‡eb|   

 

cY¨ Drcv`‡bi ci ‡_‡K ïiæ K‡i ‡fv³vi nv‡Z ‡cŠuQv‡bv ch©šÍ wewfbœfv‡e nvZe`‡ji mgq c‡Y¨i myi¶v wbwðZ 

Kiv, ¸bMZgvb msi¶Y Kiv, Avbylvw½K ¶q¶wZi nvZ ‡_‡K cY¨‡K i¶v Kiv, cY¨ m¤úwK©Z ¸iæZ¡c~Y© wKQz Z_¨ 

cÖ`vb Kiv, Ges MÖvnK‡`i Kv‡Q cY¨‡K AvKl©Yxq K‡i ‡Zvjvi Rb¨ Gi ‡gvo‡Ki bKkv Kiv, ‰Zwi Kiv Ges cY¨‡K 

gywo‡q ‡djvi mvgwMÖK Kvh©µg‡K c¨v‡KwRs e‡j| GKwU fv‡jv c¨v‡KwRs eª¨v‡Ûi cwiPq mbv³ Ki‡Z, cÖwZ‡hvMx 

Ab¨vb¨ eª¨v‡Ûi ‡_‡K cY¨wU‡K c„_K Ki‡Z, cY¨wU cwienb I weZiY‡K Sv‡gjvgy³ Ki‡Z, cY¨ mswkøó eY©bvg~jK 

Ges cÖ‡ivPbvg~jK Z_¨ MÖvnK‡`i Rvbv‡Z, Ges cY¨wU msi¶Y Ki‡Z mvnvh¨ K‡i| GQvov, cY¨‡K wewfbœ iKg 

¶q¶wZi nvZ ‡_‡K i¶v Ki‡Z, c‡Y¨i ’̄’vbvšÍi‡K mnR Ki‡Z, c‡Y¨i ¸bMZgvb msi¶Y Ki‡Z, ‡µZv AvKl©Y 

Ki‡Z, cY¨ ev eª¨v‡Ûi cÖmv‡i, bZzb evRvi Ask `Lj Ki‡Z Ges Abb¨ eª¨vÛ ¯̂xK…wZ ‰Zwi Ki‡Z c¨v‡KwRs Gi 

¸iæZ¡ Acwimxg| hw`Iev c¨v‡KwRs cwieZ©b ‡ek e¨qeûj e¨vcvi, wKš‘ bvbv Kvi‡YB Avgv‡`i c¨v‡KwRs cwieZ©b 

Ki‡Z nq| c¨v‡KwRs cwieZ©b K‡i m¤¢ve¨ D”P g~‡j¨i Bw½Z ‡`Iqv hvq, Kvh©Kifv‡e cY¨ weµq Kiv hvq Ges cY¨ 

mvwi ewa©ZKiY Kiv hvq|   

 

‡gvoKxKiY ev c¨v‡KwRs ej‡Z Kx eySvq?  

What is meant by Packaging?  
nvum-gyiMxi Lvgvi ‡_‡K wWg‡K hw` wW‡gi ‡U«‡Z ev·e›`x Kiv bv nq, Z‡e ‡m wWg LyPiv we‡µZvi Kv‡Q cwienb 

Kiv m¤¢e bq Ges P~ovšÍ ‡fv³vi Kv‡Q ‡cŠuQv‡bvi Av‡MB G¸‡jv ‡f‡O ‡h‡Z cv‡i|GKwU mv`v kvU© hw` c¨v‡KwRs ev 

‡gvoK Qvov cwienb I wewµ Kiv nq Z‡e G‡Z `vM co‡Z cv‡i| GKBfv‡e, ‡UUªv c¨vK bv _vK‡j Zij `ya 

GKw`b c‡iB bó nIqvi m¤¢vebv A‡bK ‡ewk| c¨v‡KR ev ‡gvoK n‡”Q GKwU AveiY hv w`‡q cY¨‡K myi¶v ‡`Iqvi 

Rb¨ ‡X‡K ev gy‡o ‡`qv nq| GB ‡gvo‡Ki bKkv Kiv, ‰Zwi Kiv Ges c‡Y¨i Mv‡q jvwM‡q ‡`Iqvi KvR‡KB 

c¨v‡KwRs ev ‡gvoKxKiY e‡j|  

cY¨ cwien‡bi mgq Zv ‡f‡O ‡h‡Z cv‡i, bvovPvov Kivi Kvi‡Y c‡Y¨i ¶wZ n‡Z cv‡i wKsev `xN©‡gqv‡` e¨env‡ii 

D‡Ï‡k¨ msi¶‡Yi d‡j c‡Y¨i is, MÜ, ¯̂v` BZ¨vw` bó n‡q ‡h‡Z cv‡i| ZvB cY¨ Drcv`‡bi ci cwienb ‡_‡K 

ïiæ K‡i wewfbœfv‡e nvZe`‡ji mgq c‡Y¨i myi¶v wbwðZ Kiv, ¸bMZgvb msi¶Y Kiv, Avbylvw½K ¶q¶wZi nvZ 

‡_‡K cY¨‡K i¶v Kiv, cY¨ m¤úwK©Z ¸iæZ¡c~Y© wKQz Z_¨ cÖ`vb Kiv, Ges MÖvnK‡`i Kv‡Q cY¨‡K AvKl©Yxq K‡i 

‡Zvjvi Rb¨ Gi ‡gvo‡Ki bKkv Kiv, ‰Zwi Kiv Ges cY¨‡K gywo‡q ‡djvi mvgwMÖK Kvh©µg‡K c¨v‡KwRs e‡j|  

G cÖm‡½ Kevin Lane Keller e‡jb, ÒPackaging is the activities of designing and producing containers or 

wrappers for a product.Ó A_©vr, GKwU c‡Y¨i Rb¨ ‡gvoK bKkv Kiv I Zv ‰Zwi Kivi Kvh©µg‡K c¨v‡KwRs ejv 

nq|  

cvV-6.5 
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Philip Kotler & Gary Armstrong Gi g‡Z, ÒPackaging is the activities of designing and producing the 

container or wrapper for a product.Ó A_©vr, c¨v‡KwRs n‡jv GKwU c‡Y¨i Rb¨ aviK ev ‡gvoK bKkv Kiv I 

Drcv`‡bi mv‡_ mswkó Kvh©µg|  

Dc‡iv³ Av‡jvPbvi ‡cÖw¶‡Z ejv hvq, c‡Y¨i aviK, AveiY ev ‡gvoK ‰Zwi K‡i cY¨‡K wbivc` Kiv, ¶q¶wZi 

nvZ ‡_‡K i¶v Kiv, ¸bMZ gvb wbwðZ Kiv, `xN©‡gqv‡` msi¶b Kiv, MÖvnK‡`i Riæix Z_¨ cÖ`vb Kiv Ges 

MÖvnK‡`i AvK…ó Kivi Rb¨ c¨v‡K‡Ri bKkv cÖYqb, Drcv`b Ges Dbœqb Kivi cÖwµqv‡K c¨v‡KwRs ejv nq| 

 

c¨v‡KwRs Gi D‡Ïk¨   

Objectives of Packaging   
Ab¨vb¨ eª¨vÛ Dcv`vb ¸‡jvi g‡Zv c¨v‡KwRs-GiI mg„× BwZnvm Av‡Q| Avw`Kvj ‡_‡KB gvbyl Lv`¨ I cvbxq 

cwienb I msi¶‡Yi Rb¨ Mv‡Qi cvZv I cïi Pvgov e¨envi Ki‡Zv| wLªóc~e© 2000 mv‡j ‡gvoK wn‡m‡e Kvu‡Pi 

‰Zwi cv‡Îi e¨envi me© cÖ_g j¶¨ Kiv hvq wgk‡i| cieZ©x‡Z d«v‡Ýi m¤ªvU ‡b‡cvwjqvb Lv`¨ msi¶‡Yi DbœZ Dcvq 

D™¢ve‡bi cÖwZ‡hvwMZvq weRqx‡`i evhyk~Y¨ c¨vwKs c×wZi D™¢ve‡bi Rb¨ 12,000 (ev‡iv nvRvi) d«v¼ cyi®‹vi ‡`b| 

G ‡_‡KB avibv cvIqv hvq, c¨v‡KwRs gvbe mf¨Zvi Avw`Kvj ‡_‡KB ‰`bw›`b Rxe‡b wewfbœ Dcv‡q Ae`vb ‡i‡L 

P‡j‡Q|  

c¨v‡KwRs ej‡Z GKwU c‡Y¨i Pvicv‡ki AveiY ev ‡gvov‡bvi DcKi‡Yi bKkv Kiv, DcKiYwU ‰Zwi Kiv I 

cÖ‡qvRbxq Dbœqb Kiv‡K eySvq| ‡Kv¤úvwb I MÖvnK Df‡qi „̀wó‡KvY ‡_‡K c¨v‡KwRs Gi ‡ek K‡qKwU D‡Ïk¨ 

i‡q‡Q hv wb‡¤œ D‡jøL Kiv n‡jvt  

 eª¨v‡Ûi cwiPq mbv³ Kiv,  

 evRv‡ii Ab¨vb¨ eª¨v‡Ûi ‡_‡K cY¨wU cv_©K¨ Kiv,  

 cY¨wU cwienb I weZiY Kiv, 

 eY©bvg~jK Ges cÖ‡ivPbvg~jK Z_¨ cÖ`k©b Kiv,  

 cY¨wU msi¶Y Kiv,  

 cY¨wU cÖPvi Kiv, 

 cY¨wU mwVKfv‡e e¨envi Kiv,  

 evWo‡Z msi¶‡Y mnvqZv Kiv,  

 cY¨ ‡Lvjv I cyYtwmj Ki‡Z mnvqZv K‡i,   

 cÖ_g e¨env‡ii ci wØZxqevi e¨envi Kiv,  

 cPbkxj c‡Y¨i b¨~bZg ’̄’vwqZ eRvq ivLv BZ¨vw`|  

wecYbKvix‡`i‡K Aek¨B MÖvnK‡`i cÖ‡qvRb c~iY Ges wecYb D‡Ïk¨ AR©‡bi Rb¨ c¨v‡KwRs-Gi bv›`wbK I 

e¨envwiK Dcv`vb wbe©vPb Ki‡Z nq| bv›`wbK Dcv`vbwU c¨v‡K‡Ri AvKvi-AvK…wZ, Mvb, welq, is, kã Ges 

MÖvwd‡·i Dci wfwË K‡i wba©viY Ki‡Z nq| DbœZ wcÖw›Us cÖwµqvi gva¨‡g GLb „̀wób›`b I AvKlY©xq c¨v‡KR 

D™¢veb m¤¢e n‡q‡Q| e¨envwiK KvVv‡gvMZ bKkv AZ¨šÍ ¸iæZ¡c~Y©| eZ©gvb mg‡q c¨v‡KR¸‡jv ‡Lvjv I 

cybtwmj‡hvM¨ Ges bKj cÖwZ‡ivaK K‡i D™¢veb Kiv m¤¢e n‡q‡Q|  

 

c¨v‡KwRs Gi ¸iæZ¡  

Importance of Packaging 

c¨v‡KwRs GKwU cY¨ ‰Zwi ‡_‡K ïiæ K‡i GwU m¤ú~Y©fv‡e e¨envi bv nIqv ch©šÍ ¸iæZ¡c~Y© f~wgKv cvjb K‡i| A‡bK 

wecYbKvix c¨v‡KwRs‡K wecYb wgkÖ‡Yi cÂg ÒPÓ wn‡m‡e AwfwnZ K‡i _v‡Kb| cY¨‡K wewfbœ iKg ¶q¶wZi nvZ 

‡_‡K i¶v Kiv, c‡Y¨i ’̄’vbvšÍi‡K mnR Kiv, c‡Y¨i ¸bMZgvb msi¶Y Kiv, ‡µZv AvKl©Y Kiv, cÖ‡qvRbxq Z_¨ 

cÖ`vb Kiv Ges cY¨ cÖmv‡i c¨v‡KwRs ¸iæZ¡c~Y© Ae`vb iv‡L| wb‡¤œ c¨v‡KwRs‡qi myweav¸‡jv D‡jøL Kiv n‡jv: 
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1|  cY¨ aviY Kiv (Contains the Product): AwaKvsk cY¨B cwienb, msi¶Y ev e¨enviKv‡j aviY Kivi 

cÖ‡qvRb nq| c¨v‡KwRs Gi gva¨‡g wbwðZ nIqv hvq ‡h Kvw•ÿZ cY¨wU cÖ‡qvRb Abyhvqx h_vh_fv‡e aviY 

Kiv n‡q‡Q|  

2|  cY¨ i¶v Kiv (Protects the Product): c¨v‡KwRs cY¨ Ges Gi ¸Ygvb, ‰ewkó¨, Dc‡hvwMZv BZ¨vw`‡K 

cwienb, msi¶Y Ges e¨enviKv‡j ¶q¶wZ ev `~l‡Yi nvZ ‡_‡K i¶v K‡i|  

3| cY¨ n¨v‡Ûwjs Ges e¨envi mnR K‡i (Aids Product Handling and Usage): mwVK c¨v‡KwRs cY¨ 

n¨vÛwjs‡q mnvqZv K‡i| GwU cY¨ cwienb, ‡cÖiY Ges GgbwK e¨envi Kivi Dcvq ¸‡jv‡K mnR K‡i 

‡Zv‡j|  

4|  cY¨wU‡K c„_K K‡i ‡Zv‡j (Differentiates the Product): c¨v‡KwRs MÖvn‡Ki Rb¨ cY¨wU kbv³ I Ab¨vb¨ 

cY¨ ‡_‡K cv_©K¨ Kivi KvRwU‡K mnR K‡i ‡Zv‡j| GQvovI AvKl©Yxq c¨v‡KR¸‡jv Avjv`v nIqvi Ges 

Abb¨Zvi gva¨‡g MÖvnK‡`i w`‡K AvK…ó Kivi ¶gZv iv‡L|  

5|  cY¨ wecYb ‡KŠk‡ji Ask MVb K‡i (Forms a Part of Product Marketing Strategy): GKwU AvKl©Yxq 

Ges Z_¨eûj c¨v‡KR cY¨wU‡K Avjv`v K‡i Ges cÖPvig~jK AvKl©Y ‰Zwi K‡i| GQvovI c¨v‡KwRs cY¨ cÖPvi 

Ges weµ‡qi P~ovšÍ ¯úk©we›`y wn‡m‡e KvR K‡i _v‡K| MÖvn‡Kiv A‡bK mgq c¨v‡KwRs‡KB weÁvcb wn‡m‡e 

‡`‡L _v‡Kb|  

6|  MÖvn‡Ki myweav cÖ`vb K‡i (Provides Customer Convenience): c¨v‡KwRs MÖvn‡Ki Rb¨ cY¨wU enb, 

cwienb Ges e¨envi Kiv myweavRbK K‡i ‡Zv‡j| d‡j MÖvnK Kvw•ÿZ cY¨wU myweavRbK AvKvi ev cwigv‡Y 

wb‡q myweavRbK ’̄’v‡b e¨envi Ki‡Z cv‡ib|  

7|  ‡hvMv‡hvM gva¨g wnmv‡e KvR K‡i (Acts as a Communication Medium): ‡j‡ewjs mn c¨v‡KwRs eª¨vÛ 

cwiPq, eª¨vÛ evZ©v Ges cY¨ I ‡Kv¤úvwbi Z_¨ MÖvn‡Ki Kv‡Q ‡cŠu‡Q w`‡Z mnvqZv K‡i|  

8|  bv›`wbK gvb ‡hvM K‡i (Adds to the Aesthetic Value): c¨v‡KwRs GKwU mvaviY cY¨‡K AvKl©Yxq ev GKwU 

Abb¨ cY¨‡K mvaviY ‡`Lv‡Z cv‡i| GwU GKwU ¸iæZ¡c~Y© bv›`wbK ¯úk©we›`y hv GKwU weµq cÖ‡Póv‡K mdj ev 

e¨_© K‡i w`‡Z cv‡i|  

9|  AvKl©Y e„w× (Increased Attention): eZ©gv‡b wPËvKl©K is, Qwe, b·v I AvKl©Yxq KvMR Øviv c¨v‡KwRs 

Kiv nq| G¸‡jv ZvB mn‡R eª¨v‡Ûi w`‡K MÖvnK‡`i AvKl©Y evovq, MÖvnK‡`i g‡bv‡hvM eª¨v‡Ûi c¨v‡KwRs‡q 

AvU‡K ‡d‡j Ges eª¨vÛwU µ‡q MÖvnKiv DØy× nq|  

10| eª¨vÛ ¯̂xK…wZ (Brand Recognition): cY¨ ev eª¨v‡Ûi c¨v‡KwRs ¸iæZ¡c~Y© Z_¨ ‡`q e‡j evievi e¨env‡ii 

gva¨‡g MÖvnKiv eª¨vÛ m¤ú‡K© ¯úó aviYv jvf Ki‡Z cv‡ib| d‡j c¨v‡KwRs eª¨vÛ ¯̂xK…wZ ‰Zwii ¸iæZ¡c~Y© 

GKwU Dcvq n‡Z cv‡i|  

11| eª¨vÛ G¨v‡mvwm‡qkb ‰Zwi (Brand Association): c‡Y¨i c¨v‡K‡R c‡Y¨i Dcv`vb, g~j¨, e¨enviwewa, 

DcKvwiZv, mZK©Zv, Drcv`‡bi ’̄’vb, Drcv`‡bi mgq, ‡gqv` BZ¨vw` wewfbœ Z_¨ cÖ`vb Kiv nq| Gme 

Z‡_¨i h_vh_ Dc ’̄’vcbvi gva¨‡g cY¨wU Zvi eª¨vÛ Abyl½ ‰Zwi Ki‡Z cv‡i|  

12| weµq e„w× (Increased Sales): A‡bK mgq GKB c¨v‡K‡Ri c‡Y¨ MÖvnK‡`i GK‡N‡qwg P‡j Av‡m| ZLb 

c¨v‡K‡Ri bKkv ev is cwieZ©b K‡i ‡mB c‡Y¨ cybivq ‡µZv‡`i AvK…ó Kiv hvq Ges Zvr¶wYK weµq e„w× 

Ki‡Z cv‡i| ‡hgb- "Häagen-Dazs" c¨v‡KR cwieZ©‡bi gva¨‡g Zv‡`i wewµi cwigvY 21% e„w× Ki‡Z 

‡c‡iwQj| jv· mvevb, niwj·, wfg Gi gZ eª¨vÛ ¸‡jv G Kvi‡YB mgq mgq c¨v‡KwRs‡q cwieZ©b Av‡b|  

13| bZzb evRvi Ask `Lj (Capturing New Market Segments): c¨v‡KwRs‡q wKQzUv bZzbZ¡ G‡b, ‡hgb- 

‡QvU, gvSvwi ev eo mvB‡Ri c¨v‡KwRs K‡i A‡bK mgq eª¨vÛwUi evRvi m¤úªmviY Kiv hvq Ges bZzb evRvi 

wefv‡M eª¨vÛwU‡K ’̄’vcb K‡i evRvi Ask `Lj Kiv hvq|  

14| cybe¨©envi (Reuse): A‡bK c‡Y¨i c¨v‡KwRs‡q Ggb wKQz DcKiY e¨envi Kiv nq, ‡h¸‡jv cybe¨©envi Kiv 

hvq| GiKg c¨v‡KwRs cwi‡e‡ki Rb¨ DcKvix|  
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fvj c¨v‡KwRs n‡jv hvi Kv‡Ri Dc‡hvwMZv Av‡Q, hv Gi cY¨‡K i¶v K‡i, m¤ú` msi¶Y K‡i Ges hv‡K 

Drcv`‡bi mgq R¡vjvwb mvkÖqx c×wZ I Ggb KvuPvgvj e¨envi K‡i hv Gi Kve©b c`wPý Kgvq| ZvB DËg 

c¨v‡KwRs ‰Zwi Ki‡Z Avgv‡`i Aek¨B m‡e©vËg bKkv, e¨enviKvixi myweav Ges Kvh©Ki DcKi‡Yi Dci ¸iæZ¡ 

w`‡q cwi‡ek evÜe c¨v‡KwRs wbwðZ Ki‡Z n‡e|  

 

c¨v‡KwRs cwieZ©b  

Changes in Packaging  
Avgiv Rvwb, c¨v‡KwRs cwieZ©b ‡ek e¨qeûj e¨vcvi| wKš‘ bvbv Kvi‡YB Avgv‡`i c¨v‡KwRs cwieZ©b Ki‡Z nq| 

Z‡e e¨q eûj n‡jI wVKfv‡e Ki‡Z cvi‡j Ab¨vb¨ wecYb e¨‡qi Zzjbvq GwU e¨qmvkÖqx n‡Z cv‡i| wb‡¤œ c¨v‡KwRs 

cwieZ©‡bi KviY¸‡jv ms‡¶‡c e¨vL¨v Kiv n‡jv: 

1|  D”P g~‡j¨i Bw½Z (To signal a higher price): ‡Kv¤úvwb¸‡jv A‡bK mgq Zv‡`i we`¨gvb c‡Y¨i g~j¨e„w×i 

K_v wPšÍv K‡i _v‡K| ZLb c¨v‡KR AvaywbKvq‡bi gva¨‡g Zviv m¤¢ve¨ D”P g~‡j¨i Bw½Z ‡`q|  

2|  Kvh©Kifv‡e cY¨ weµq (Effective Product Selling): ‡Kv¤úvwb¸‡jv mvaviYZ ¯̂í e¨‡q AwaK cwigvY cY¨ 

wewµ Ki‡Z Pvq| c¨v‡KwRs cwieZ©‡bi gva¨‡g bZzb evRvi wefv‡M cÖ‡ek K‡i GUv mn‡RB Kiv hvq|  

3|  cY¨ mvwi ewa©ZKiY (Product Line Expansion): ‡Kv‡bv ‡Kv¤úvwb Zvi cY¨ mvwi ewaZ© Kivi cÖ‡qvRb g‡b 

Ki‡j c¨v‡KwRs cwieZ©b Ki‡Z cv‡i| c¨v‡KwRs‡q wKQzUv bZzbZ¡ G‡b, ‡hgb- ‡QvU, gvSvwi ev eo mvB‡Ri 

c¨v‡KwRs evRv‡i Dc ’̄’vcb K‡i A‡bK mgq GKwU evRvi m¤úªmviY Kiv hvq, cY¨ mvwi ewa©Z Kiv hvq Ges 

bZzb evRvi wefv‡M cÖ‡ek Kiv hvq|   

4| bZzb cY¨ D™¢veb (New Product Innovation): ‡Kvb ‡Kv¤úvwb bZzb ‡Kvb cY¨ D™¢veb Ki‡j, we`¨gvb 

c¨v‡K‡Ri evB‡i c¨v‡KR cwieZ©‡bi ev cybtwWRvB‡bi msev` MÖvnK‡`i‡K mvaviYZ weÁvcb ev wgwWqvi 

gva¨‡g Rvwb‡q _v‡Kb|  

5| cyivZb c¨v‡KwRs ‡m‡K‡j ‡`Lv‡j (The Old Package Just Looks Outdated): c¨v‡KR bKkvq cwieZ©b 

Avbvi GKwU ‡gŠwjK KviY n‡jv cyivZb c¨v‡KwRs ‡m‡K‡j ‡`Lvq ev MÖvnK‡`i Kv‡Q GK‡N‡q jv‡M| ZLb 

MÖvnK‡`i ‡Pv‡L bZzbZ¡ Avb‡Z c¨v‡KwRs cwieZ©b GKwU Kvh©Ki Dcvq n‡Z cv‡i|  

 

eZ©gvb evRvi e¨e ’̄’vq Lye `ªæZMwZ‡Z c¨v‡KwRs-Gi cwieZ©b N‡U‡Q| ZvB wecYbKvix‡`i‡K c¨v‡KR cwieZ©‡bi 

mydj Abyaveb Ki‡Z n‡e Ges cÖ‡qvRb Abyhvqx c¨v‡KwRs cwieZ©b Ki‡Z n‡e|  

 

 

mvims‡ÿc:  

c¨v‡KwRs ej‡Z GKwU c‡Y¨i Pvicv‡ki AveiY ev ‡gvov‡bvi DcKi‡Yi bKkv Kiv, DcKiYwU ‰Zwi Kiv I 

cÖ‡qvRbxq Dbœqb Kiv‡K eySvq| c‡Y¨i aviK, AveiY ev ‡gvoK ‰Zwi K‡i cY¨‡K wbivc` Kiv, ¶q¶wZi nvZ 

‡_‡K i¶v Kiv, ¸bMZ gvb wbwðZ Kiv, `xN©‡gqv‡` msi¶b Kiv, MÖvnK‡`i Riæix Z_¨ cÖ`vb Kiv, Ges 

MÖvnK‡`i AvK…ó KivB c¨v‡KwRs Gi g~j D‡Ïk¨| cY¨‡K wewfbœ iKg ¶q¶wZi nvZ ‡_‡K i¶v Kiv, c‡Y¨i 

’̄’vbvšÍi‡K mnR Kiv, c‡Y¨i ¸bMZgvb msi¶Y Kiv, ‡µZv AvKl©Y Kiv, cÖ‡qvRbxq Z_¨ cÖ`vb Kiv, cY¨ cÖmv‡i 

f~wgKv ivLv, eª¨vÛ ¯̂xK…wZ ‰Zwi Kiv, MÖvnK‡`i GK‡N‡qwg `~i K‡i wbw`©ó c‡Y¨ cybivq ‡µZv‡`i AvK…ó Kiv, 

Zvr¶wYK weµq e„w× Kiv Ges c¨v‡KwRs DcKiY¸‡jvi  cybe¨©envi wbwðZ Ki‡Z AvKl©Yxq c¨v‡KwRs Gi ¸iæZ¡ 

Acwimxg| ‡Kv¤úvwb¸‡jv D”P g~‡j¨i Bw½Z w`‡Z, evRvi m¤úªmviY Ki‡Z, cY¨ mvwi ewa©Z Ki‡Z, bZzb evRvi 

wefv‡M cÖ‡ek Ki‡Z, bZzb cY¨ D™¢veb K‡i wecYb Ki‡Z Ges cyivZb c¨v‡KwRs ‡m‡K‡j ‡`Lv‡j c¨v‡KwRs 

cwieZ©b K‡i bZzb c¨KvwRs Pvjy Ki‡Z cv‡i| 
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 cY¨ †KŠkj 
Product Strategy 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 wecY‡bi bZzb „̀wófw½ m¤ú‡K© ej‡Z cvi‡eb;  

 cY¨ ‡KŠkj mgc‡K© we Í̄vwiZ eY©bv Ki‡Z cvi‡eb;  

 weµ‡qvËi ‡µZv e¨e ’̄’vcbvi Dcvqmg~n e¨vL¨v Ki‡Z cvi‡eb|  

 

mv¤úªwZK eQi¸‡jv‡Z ‡Kv¤úvwb¸‡jvi evwn¨K wecYb cwi‡e‡ki cwieZ©‡bi d‡j wecYbKvixMY wecYb Kvh©µ‡gi 

ixwZbxwZ I ‡KŠk‡ji ‡¶‡Î bZzb „̀wófw½ Ges `k©b MÖnY Ki‡Z eva¨ n‡q‡Qb| `ªæZ cÖhyw³MZ Dbœqb, MÖvn‡Ki 

¶gZvqb e„w×, HwZn¨evnx wgwWqvi fvOb, B›Uv‡iw±f Ges ‡gvevBj wecY‡bi g‡Zv weKí gva¨g ¸‡jvi e„w× Ges 

P¨v‡bj iƒcvšÍi Ges ga¨¯̂Z¡‡fvMx‡`i ev` ‡`Iqvi g‡Zv cwieZ©‡bi d‡j mgwš^Zfv‡e ‡fv³v I ‡Kv¤úvwb¸‡jv bZzb 

ai‡Yi m¶gZv jvf K‡i‡Q| GBme m¶gZvi mv‡_ mvgÄm¨ ivL‡Z wM‡q ‡Kv¤úvwb¸‡jv Zv‡`i cY¨ ‡KŠkj wba©vi‡Y 

AwaK hZœevb n‡q‡Q| ‡Kv¤úvwb¸‡jv kw³kvjx eª¨vÛ ‰Zwii Rb¨ ‡fv³vi Dcjä ¸bMZ gvb AR©‡bi j‡¶¨ Ggb cY¨ 

‡KŠkj cÖYqb K‡i hv cY¨ ev ‡mev‡K evRv‡i cÖPwjZ Ab¨vb¨ cÖwZ‡hvMx eª¨v‡Ûi Zzjbvq mvwe©K we‡ePbvq GwM‡q 

iv‡L| GQvovI weµ‡qi ci ‡µZv‡`i cY¨ ev ‡mev ‡fv‡Mi AwfÁZv hv‡Z myLKi I ¯§iYxq nq, ‡mUv wb‡q KvR 

K‡i _v‡K| ‡Kv¤úvwb¸‡jv Zv‡`i weµ‡qvËi ‡µZv e¨e ’̄’vcbv wbwðZ Ki‡Z e¨envi wb‡`©wkKv, MÖvnK ‡mev Kg©m~wP 

Ges AvbyMZ¨ Kg©m~wPi Dci ¸iæZ¡ w`‡q _v‡K|  

 

wecY‡bi bZzb `„wófw½  

New Perspective on Marketing  
mv¤úªwZK eQi¸‡jv‡Z ‡Kv¤úvwb¸‡jv Zv‡`i wecYb Kvh©µ‡gi ixwZbxwZ I ‡KŠk‡ji ‡¶‡Î bvUKxq cwieZ©b 

K‡i‡Q, ‡Kbbv ‡Kv¤úvwb¸‡jv‡K Zv‡`i evwn¨K wecYb cwi‡e‡ki ‡¶‡Î wekvj cwieZ©‡bi gy‡LvgywL n‡Z n‡q‡Q| 

A_©‰bwZK, cÖhyw³MZ, ivR‰bwZK I AvBbMZ, mvgvwRK I mvs®‹…wZK Ges cÖwZ‡hvwMZvg~jK cwi‡e‡ki cwieZ©b¸‡jv 

wecYbKvix‡`i bZzb „̀wófw½ Ges `k©b MÖnY Ki‡Z eva¨ K‡i‡Q| GB cwieZ©b¸‡jvi g‡a¨ D‡jøL‡hvM¨ n‡jv: 

 `ªæZ cÖhyw³MZ Dbœqb,  

 MÖvn‡Ki ¶gZvqb e„w×, 

 HwZn¨evnx wgwWqvi fvOb, 

 B›Uv‡iw±f Ges ‡gvevBj wecY‡bi g‡Zv weKí gva¨g ¸‡jvi e„w×, 

 P¨v‡bj iƒcvšÍi Ges ga¨¯̂Z¡‡fvMx‡`i ev` ‡`Iqv,  

 cÖwZ‡hvwMZv e„w× Ges wk‡íi ‡gjeÜb m„wó,  

 wek¦vqb Ges Dbœqbkxj evRvi¸‡jvi `ªæZ  cÖe„w×,  

 cwi‡ekMZ, m¤úª̀ vq wfwËK Ges mvgvwRK D‡ØM e„w×, 

 ¸iæZi A_©‰bwZK g›`v,  

 ‰ewk¦K gy ª̀vùxwZ BZ¨vw`|  

 

GB cwieZ©b ¸‡jv mgwš^Zfv‡e ‡fv³v I ‡Kv¤úvwb‡K bZzb ai‡Yi m¶gZv G‡b w`‡q‡Q| wb‡¤œ Ggb wKQz m¶gZv 

D‡jøL Kiv n‡jv: 

K) ‡fv³v (Consumers): 

1| ‡µZviv D‡jøL‡hvM¨ cwigv‡Y ¶gZv cÖ‡qvM Ki‡Z cv‡i|  

2| ch©vß cwigv‡Y wewfbœ ai‡bi Dcjä cY¨ I ‡mev µq Ki‡Z cv‡i|  

3| cÖvq mewKQzi m¤ú‡K© ch©vß Z_¨ ‡c‡Z cv‡i|  

cvV-6.6 
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4| AW©vi ev digv‡qk ‡`Iqv Ges MÖnY Kivi ‡¶‡Î wecYbKvix‡`i mv‡_ AviI mn‡R ‡hvMv‡hvM Ki‡Z cv‡i|  

5| Ab¨vb¨ MÖvnK‡`i mv‡_ ‡hvMv‡hvM Ki‡Z Ges cY¨ I ‡mev m¤ú‡K© gZvgZ Zz‡j ai‡Z cv‡i| 

 

L) ‡Kv¤úvwb (Companies):  

1| ‡Kv¤úvwb Ges cY¨ m¤ú‡K© Z_¨ cÖPvi Ki‡Z Ges wecyj ‡fŠ‡MvwjK GjvKvq ‡cŠuQv‡bvi Rb¨ GKwU kw³kvjx 

bZzb Z_¨ Ges weµq P¨v‡bj cwiPvjbv Ki‡Z cv‡i|  

2| ‡Kv¤úvwbi evRvi, MÖvnK, m¤¢ve¨ MÖvnK Ges cÖwZ‡hvMx‡`i m¤ú‡K© c~Y©v½ Ges mg„× Z_¨ msMÖn Ki‡Z cv‡i|  

3| cÖwZôvb Zvi MÖvnK Ges m¤¢ve¨ MÖvnK‡`i mv‡_ wØgyLx ‡hvMv‡hvM mnRZi Ki‡Z Ges ‡jb‡`‡bi `¶Zv DbœZ 

Ki‡Z cv‡i|  

4| ‡hme MÖvnK I m¤¢ve¨ MÖvnK AbygwZ ‡`q Zv‡`i Kv‡Q B-‡gB‡ji gva¨‡g weÁvcb, Kycb, cÖPvi Ges Z_¨ cvVv‡Z 

cv‡i| 

5| ‡Kv¤úvwb cÖ‡Z¨K MÖvn‡Ki Rb¨ Zv‡`i cÖ‡qvRb Abyhvqx cY¨ I ‡mev Ac©Y Ki‡Z cv‡i|  

6| ‡Kv¤úvwb¸‡jv Zv‡`i µq, wb‡qvM, cÖwk¶Y Ges Af¨šÍixY I evwn¨K ‡hvMv‡hv‡Mi Dbœqb NUv‡Z cv‡i|  

 

G mKj wbZ¨b~Zb m¶gZvi cÖfv‡e eª¨vÛ e¨e ’̄’vcbv PP©vi ‡¶‡Î wecY‡bi bZzb „̀wófw½ Lye ¸iæZ¡c~Y© n‡q D‡V‡Q| 

GKwesk kZvãxi bZzb wecYb cwi‡ek wecYbKvix‡`i‡K Zv‡`i cÖPwjZ wecYb Kvh©µ‡g ‡gŠwjKfv‡e cwieZ©b 

Avb‡Z GKcÖKvi eva¨ Ki‡Q| 

 

cY¨ †KŠkj  

Product Strategy 
cÖwZwU mdj eª¨v‡Ûi †cQ‡b i‡q‡Q GKwU mdj cY¨| GKwU eª¨vÛ‡K †fv³viv wKfv‡e MÖnY Ki‡e Zv wba©vwiZ nq 

c‡Y¨i ¸bv¸b Øviv| Kv‡RB eª¨vÛ wecY‡bi c~e©kZ© n‡”Q Ggb fv‡e cY¨ ‰Zwi I mieivn Kiv hv †fv³vi cÖ‡qvRb I 

Afve c~iY K‡i| eª¨vÛ AvbyMZ¨ ZLbB ˆZwi nq, hLb c‡Y¨i ¸bv¸b †fv³vi AvKv•ÿv‡K Qvwo‡q hvq A_ev AšÍZ 

AvKv•ÿvi mv‡_ wg‡j hvq| GKwU kw³kvjx eª¨vÛ ˆZwii †ÿ‡Î ZvB h_vh_ cY¨ †KŠkj wba©viY AZ¨šÍ ¸iæZ¡c~Y©| 

mwVK cY¨ †KŠkj wba©viY GKwU eª¨vÛ†K Zvi cÖwZ‡hvMx eª¨vÛ¸‡jv †_‡K GwM‡q ‡i‡L Kvw•ÿZ j‡ÿ¨ †cŠu‡Q †`q|  

 

mwVK cY¨ ‡KŠkj wba©vi‡Yi ‡¶‡Î wb‡¤œv³ welq `yBwUi Dc‡i ¸iæZ¡ w`‡Z nqt  

 

(K) Dcjä ¸YMZ gvb (Perceived Quality): GKwU cY¨ ev ‡mevi mvwe©K ¸YMZ gvb m¤ú‡K© ‡fv³vi g‡b ‡h 

aviYvi m„wó nq ZvB Dcjä ¸YMZ gvb ev Perceived Quality| G‡¶‡Î ‡fv³v mvaviYZ evRv‡i cÖPwjZ weKí cY¨ 

ev ‡mevi mv‡_ Zzjbv K‡i GKwU wbw`©ó cY¨ ev ‡mev‡K ¸YMZ gvb we‡ePbvq GwM‡q iv‡L| ‡h‡nZz mg‡qi ‡cÖ¶vc‡U 

cÖwZwU e¨emvq cÖwZôvb Zv‡`i c‡Y¨i ¸YMZ gvb DbœZ Kivi ‡Póv K‡i, hv GKB mv‡_ ‡fv³v‡`i AviI fv‡jv cY¨ 

cvevi AvKv•ÿv‡K evwo‡q ‡`q, Kv‡RB m‡šÍvlRbK Dcjä ¸YMZ gvb AR©b KivUv ‡ek KwVb GKUv KvR| G‡¶‡Î 

wfbœ wfbœ M‡elYvq ‡ek wKQz gvb`Û D‡V G‡m‡Q, ‡h¸‡jv Dcjä ¸YMZ gvb AR©‡b mnvqZv K‡i| ‡hgb- ‡Kvb 

GKwU c‡Y¨i Dcv`vb, Avbylvw½K ‰ewkó¨, wek¦vm‡hvM¨Zv, ’̄’vwqZ¡, ‡mev cÖ`v‡b m¶gZv, ÷vBj Ges wWRvBb 

‡fv³v‡`i Kv‡Q m‡šÍvlRbK e‡j cÖZxqgvb n‡j ‡fv³viv ‡mB cY¨‡K ¸bMZ gvb m¤úbœ cY¨ wn‡m‡e g‡b K‡i| 

Kv‡RB kw³kvjx eª¨vÛ ‰Zwii c~e©kZ© n‡”Q ‡fv³vi Dcjä ¸bMZ gvb AR©‡bi j‡¶¨ Ggb cY¨ ‡KŠkj cÖYqb Kiv 

hv cY¨ ev ‡mev‡K evRv‡i cÖPwjZ Ab¨vb¨ cÖwZ‡hvMx eª¨v‡Ûi Zzjbvq mvwe©K we‡ePbvq GwM‡q iv‡L|    

 (L) weµ‡qvËi ‡µZv e¨e ’̄’vcbv (Post-purchase Customer Management): eª¨vÛ B‡gR ‰Zwii GKUv myeY© 

my‡hvM n‡”Q weµ‡qvËi ‡µZv e¨e ’̄’vcbv| A‡bK ‡Kv¤úvwbB GB welqwU‡K h_vh_ ¸iæZ¡ bv ‡`qvi Kvi‡Y GKwU 

kw³kvjx eª¨vÛ ‰Zwii ‡¶‡Î wcwQ‡q c‡o| AvaywbK wecY‡bi hy‡M ‡Kvb cY¨ ev ‡mev weµ‡q ‡hgb kÖg ‡`qv nq, 

‡Zgwb weµq cieZ©x mg‡q ‡µZv‡`i cY¨ e¨env‡ii AwfÁZv, mš‘wó ev Awf‡hvM BZ¨vw`‡KI mgvb ¸iæZ¡ ‡`qv 

nq| GB welqwU‡K wecY‡bi fvlvq ejv nq After Marketing| G ch©v‡q weµ‡qi ci ‡µZv‡`i cY¨ ev ‡mev 

‡fv‡Mi AwfÁZv hv‡Z myLKi I ¯§iYxq nq, hv cieZ©x‡Z `xN© mgq e¨vcx ‡µZv‡`i g‡b `vM ‡K‡U _v‡K, ‡mUv 

wb‡q KvR Kiv nq|  
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weµ‡qvËi ‡µZv e¨e ’̄’vcbv cY¨ ‡KŠk‡jiB GKwU Ask hv cY¨ ev ‡mev weµ‡qi ci ‡fv³v‡`i ‡fvM AwfÁZv‡K 

mnR I Dc‡fvM¨ K‡i eª¨vÛ BKyBwU ‰Zwi‡Z mnvqZv K‡i| Kv‡RB eª¨vÛ ‰Zwi I e¨e ’̄’vcbvi ‡¶‡Î weµ‡qvËi ‡µZv 

e¨e ’̄’vcbvi Avjv`v ¸iæZ¡ Av‡Q| Gevi ‡`‡L ‡bqv hvK ‡Kv¤úvwb¸‡jv wKfv‡e Zv‡`i weµ‡qvËi ‡µZv e¨e ’̄’vcbv 

wbwðZ K‡i|  

 

weµ‡qvËi ‡µZv e¨e ’̄’vcbvi Dcvqmg~n  

Ways of Post-purchase Customer Management 
weµ‡qvËi ‡µZv e¨e ’̄’vcbvi ‡¶‡Î wb‡¤œv³ wZbwU wel‡qi Dci ¸iæZ¡ w`‡Z nq| 

 (K) e¨envi wb‡`©wkKv (User Manuals): GKRb ‡µZvi ‡fvM AwfÁZv A‡bKvs‡kB cÖfvweZ nq cY¨ ev ‡mevi 

e¨envi wb‡`©wkKv Øviv| hš¿cvwZi ‡¶‡Î ‡Zv e‡UB, mvaviY c‡Y¨i ‡¶‡ÎI e¨envi wb‡`©wkKv Riæix| GKwU ‡fv³v 

evÜe e¨envi wb‡`©wkKvi Afv‡e ‡fv³vi ‡fvM AwfÁZv m¤ú~Y© weiƒc n‡q ‡h‡Z cv‡i| nq‡Zv cY¨ ev ‡mevi Abb¨ 

‡Kvb ‰ewkó¨ wQ‡jv, wKš‘ e¨envi wb‡`©wkKv bv _vKvi Kvi‡Y ‡fv³v ‡mUv Rvb‡ZB cvi‡jv bv| GgbwU NU‡j Zv eª¨vÛ 

‰Zwii ‡¶‡Î ‡bwZevPK cÖfve ‡dj‡e|  

mvgvwRK ‡hvMv‡hvM gva¨‡gi GB hy‡M cY¨ ev ‡mevi e¨envi wb‡`©wkKv wWwRUvj Ges m¤¢e n‡j gvwëwgwWqv nIqvUv 

AZ¨vek¨K| G‡¶‡Î B-Kgvm© mvBU daraz.com Gi c‡Y¨i mv‡_ wfwWI wUD‡Uvwiqvj GKwU fv‡jv D`vniY| ‡fv³v 

evÜe e¨envi wb‡`©wkKv weµq cieZ©x ‡fv³v mš‘wó AR©‡b mnvqZv K‡i hv eª¨vÛ ‰Zwii Rb¨ ¸iæZ¡c~Y©|  

(L) MÖvnK ‡mev Kg©m~wP (Customer Service Programs): weµq cieZ©x MÖvnK ‡mev Kg©m~wP weµ‡qvËi ‡µZv 

e¨e ’̄’vcbvi GKwU Ab¨Zg Abyl½| Gi gva¨‡g ‡µZv mš‘wó Ges Av ’̄’v AR©b m¤¢eci nq| MÖvnK ‡mev Kg©m~wPi 

gva¨‡g Lye KvQ ‡_‡K ‡µZv‡`i cY¨ ev ‡mev m¤ú‡K© AwfÁZvi e¨vcv‡i e ‘̄wbô Z_¨ msMÖn Kiv m¤¢e nq hv 

cieZ©x‡Z AwaKZi fv‡jv cY¨ Ges MÖvnK ‡mev wbwð‡Z f~wgKv iv‡L| Avevi ev‡R MÖvnK ‡mev cY¨ ev ‡mevi eª¨vwÛs 

Gi ‡¶‡Î cÖavb AšÍivq wn‡m‡eI ‡`Lv w`‡Z cv‡i| Kvh©Kix MÖvnK ‡mev Kg©m~wP‡Z wewb‡qv‡Mi eûwea myweav Av‡Q| 

Gi d‡j mš‘ó MÖvn‡Ki gva¨‡g bZzb ‡µZv Ry‡U ‡h‡Z cv‡i hv cÖKvivšÍ‡i ‡Kv¤úvwbi cÖmvi e¨q Kgv‡Z f~wgKv iv‡L|    

(M) AvbyMZ¨ Kg©m~wP (Loyalty Programs): ‡Kv¤úvwbmg~n AvbyMZ¨ Kg©m~wPi gva¨‡g Zv‡`i ‡µZv‡`i‡K cybtµ‡q 

DØy× K‡i hv eª¨vÛ ‰Zwi‡Z Kvh©Kix f~wgKv cvjb K‡i| AvbyMZ¨ Kg©m~wPi gva¨‡g ‡µZv‡`i AwZwi³ wKQz myweav 

cÖ`v‡bi gva¨‡g Zv‡`i AbyMZ ‡µZv‡Z cwiYZ Kiv nq| ejv n‡q _v‡K, bZzb ‡µZv ‡LvuRvi PvB‡Z cyi‡bv ‡µZv 

a‡i ivLvUv ‡ewk jvfRbK| AvbyMZ¨ Kg©m~wPi gva¨‡g weµq cieZ©x mg‡q ‡µZv‡`i mv‡_ ‡hvMv‡hvM Ae¨vnZ ivLv 

nq| G‡Z K‡i eª¨vÛ BKz¨BwU ev‡o| mviv we‡k¦ Gqvi jvBÝ ‡Kv¤úvwb ¸‡jv Zv‡`i AvbyMZ¨ Kg©m~wPi AvIZvq GKB 

MÖvnK‡K cybt µ‡q DØy× K‡i eª¨vÛ BKz¨BwU evov‡”Q| 

 

weµ‡qvËi ‡µZv e¨e ’̄’vcbvi ‡¶‡Î GB Dcvqmg~n mwVKfv‡e Kv‡R jvwM‡q GKwU kw³kvjx eª¨vÛ ‰Zwi Kiv m¤¢e|  

 

 

mvims‡ÿc:  

mv¤úªwZK eQi¸‡jv‡Z ‡Kv¤úvwb¸‡jvi A_©‰bwZK, cÖhyw³MZ, ivR‰bwZK I AvBbMZ, mvgvwRK I mvs¯‹…wZK Ges 

cÖwZ‡hvwMZvg~jK cwi‡e‡ki cwieZ©‡bi d‡j wecYbKvix‡`i wecYb Kg©m~Pxi ixwZbxwZ I ‡KŠk‡ji ‡¶‡Î bZyb 

`„wófw½ Ges `k©b MÖnY Ki‡Z n‡q‡Q| Gme cwieZ©‡bi g‡a¨ i‡q‡Q `ªæZ cÖhyw³MZ Dbœqb, cÖwZ‡hvwMZv e„w× Ges 

wk‡íi ‡gjeÜb m„wó, wek¦vqb Ges Dbœqbkxj evRvi¸‡jvi `ªæZ  cÖe…w×, cwi‡ekMZ, m¤úª`vq wfwËK Ges mvgvwRK 

D‡ØM e„w×, ¸iæZi A_©‰bwZK g›`v, ‰ewk¦K gy`ªvùxwZ BZ¨vw` hv mgwš^Zfv‡e ‡fv³v I ‡Kv¤úvwb¸‡jv‡K bZyb 

ai‡Yi wKQz m¶gZv G‡b w`‡q‡Q| Gme m¶gZvi mv‡_ wgj ‡i‡L cwiewZ©Z evRvi e¨e¯’vq wU‡K _vK‡Z 

‡Kv¤úvwb¸‡jv Zv‡`i cY¨ ‡KŠkj cÖYq‡b mZK©Zv Aej¤^b Ki‡Q| Kv‡RB kw³kvjx eª¨vÛ ‰Zwii D‡Ï‡k¨ eª¨vÛ 

e¨e ’̄vcKMY ‡fv³vi Dcjä ¸bMZ gvb AR©‡bi j‡¶¨ Ggb cY¨ ‡KŠkj cÖYqb K‡ib hv cY¨ ev ‡mev‡K evRv‡i 

cÖPwjZ Ab¨vb¨ cÖwZ‡hvMx eª¨v‡Ûi Zyjbvq mvwe©K we‡ePbvq GwM‡q iv‡L Ges weµ‡qvËi ‡µZv e¨e¯’vcbvi Ask 

wn‡m‡e cY¨ ev ‡mev weµ‡qi ci ‡fv³v‡`i ‡fvM AwfÁZv‡K mnR I Dc‡fvM¨ K‡i eª¨vÛ BKz¨BwU ‰Zwi‡Z 

mnvqZv K‡i| ‡Kv¤úvwb¸‡jv Zv‡`i weµ‡qvËi ‡µZv e¨e¯’vcbv wbwðZ Ki‡Z e¨envi wb‡`©wkKv, MÖvnK ‡mev 

Kg©m~wP Ges AvbyMZ¨ K©gm~Px‡K mwVKfv‡e Kv‡R jvwM‡q GKwU kw³kvjx eª¨vÛ ‰Zwi K‡i| 
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 g~j¨ ‡KŠkj 
Pricing Strategy 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 g~j¨ m¤ú‡K© ‡fv³vi AwfgZ Abyaveb Ki‡Z cvi‡eb;  

 g~j¨ m¤ú‡K© ‡fv³v‡`i AwfgZ we‡ePbvq g~j¨ wba©vi‡Yi c×wZ¸‡jv eY©bv Ki‡Z cvi‡eb;  

 f¨vjy wbf©i g~j¨ wba©vi‡Yi we‡eP¨ Dcv`vb¸‡jvi eY©bv w`‡Z cvi‡eb;  

 g~j¨ w ’̄’wZkxjZvi KviY e¨vL¨v Ki‡Z cvi‡eb|  

 

wecYb wgkÖ‡Yi g‡a¨ g~j¨B GKgvÎ Dcv`vb hv ‡Kv¤úvwb‡Z A‡_©i AvMgb NUvq Ges GKwU kw³kvjx eª¨v‡Ûi Ab¨Zg 

cÖavb myweav n‡”Q Gi gva¨‡g ‡Kv¤úvwbmg~n AwaK g~j¨ wba©viY Kivi my‡hvM cvq| Kv‡RB g~j¨ wba©viY ‡KŠkj 

mivmwi eª¨vwÛs Gi mv‡_ RwoZ| G ch©v‡q Avgiv Rvbvi ‡Póv Kie, GKwU kw³kvjx eª¨vÛ ‰Zwi Kivi ‡¶‡Î cY¨ ev 

‡mevi g~j¨ wba©viY ‡KŠkj wKfv‡e f~wgKv iv‡L Ges ‡fv³viv ‡Kvb cY¨ ev ‡mevi g~j¨ m¤ú‡K© Kx aviYv ‡cvlY 

K‡i| GQvovI g~j¨ wba©vi‡Yi wewfbœ c×wZ ‡hgb- ‡iRi-‡eøW g~j¨ wba©viY ‡KŠkj, wd«wgqvg g~j¨ wba©viY ‡KŠkj, 

ÔhZUyKy e¨envi, ZZUyKy g~j¨Õ ‡KŠkj BZ¨vw` Ges Gm‡ei Dci cªfve we Í̄viKvix wKQz Dcv`vb wb‡qI Av‡jvPbv Kiv 

n‡jv hv mivmwi eª¨vÛ BKz¨BwUi ‰Zwii mv‡_ RwoZ| me‡k‡l, g~j¨ w ’̄’wZkxjZvi KviY e¨vL¨v Kiv n‡q‡Q|  

 

g~j¨ m¤ú‡K© ‡fv³vi AwfgZ Abyaveb   

Understanding Consumer Price Perceptions  
‡fv³viv wKfv‡e GKwU cY¨ ev ‡mevi g~j¨ wm×v‡šÍ ‡cŠuQvq ‡m wel‡q we Í̄i M‡elYv n‡q‡Q| KviY mdj wecY‡bi 

Rb¨ GwU Rvbv AwZ cÖ‡qvRb ‡h ‡fv³viv wVK Kx cwigvY g~j¨‡K h_vh_ g‡b K‡i Ges µq wm×v‡šÍ ‡cŠuQvq| eª¨vwÛs 

Gi ‡¶‡ÎI ZvB g~j¨ m¤ú‡K© ‡fv³vi AwfgZ we‡klfv‡e ¸iæZ¡en| ‡fv³v‡`i µq wm×všÍ wbf©i K‡i g~jZ cY¨ ev 

‡mevi g~j¨ m¤ú‡K© Zv‡`i wbR¯̂ Awfg‡Zi Dci| G‡¶‡Î ‡fv³viv `ywU Drm ‡_‡K g~j¨ m¤ú‡K© aviYv wb‡q _v‡K- 

1| Af¨šÍixY Drm (Internal Frames of Reference): Af¨šÍixY Drm ej‡Z Avm‡j ‡fv³vi g‡bi g‡a¨ GKwU cY¨ 

ev ‡mevi g~j¨ m¤ú‡K© ‡h aviYvi Rb¥ nq ‡mwU‡K ‡evSvq| ‡mUv wewfbœ fv‡e ‡fv³v g‡b Ki‡Z cv‡i| n‡Z cv‡i 

‡mUv b¨vh¨ g~j¨ (Fair Price) m¤ú‡K© ‡fv³vi e¨w³MZ gZvgZ| me©‡kl ‡fv³v ‡h `v‡g GKB A_ev mgRvZxq cY¨ 

wK‡bwQj, ‡mB `v‡gi Dci wfwË K‡iI ‡fv³v g~j¨ m¤ú‡K© GKUv wm×v‡šÍ Avm‡Z cv‡i hv Zvi µq wm×všÍ‡K 

cÖfvweZ K‡i|      

2| evwn¨K Drm (External Frames of Reference): evwn¨K Drm ej‡Z ‡fv³v wewfbœ gva¨g n‡Z cY¨ ev ‡mevi 

g~j¨ m¤ú‡K© ‡h Z_¨ cvq ‡mwU‡K ‡evSvq| ‡Kv¤úvwb wb‡RB Zvi cY¨ ev ‡mevi g~j¨ cÖPvi K‡i _v‡K| Ab¨ GKRb 

‡µZvi KvQ ‡_‡KI ‡fv³v g~j¨ m¤ú‡K© aviYv ‡c‡Z cv‡i| GKRb ‡fv³v evwn¨K Drm n‡Z cÖvß Z_¨ Ges wbR¯̂̂ 

gZvg‡Zi wfwË‡Z P~ovšÍ µq wm×všÍ wb‡q _v‡K|  

kw³kvjx eª¨vÛ ‰Zwi Kivi ‡¶‡Î g~j¨ wba©viY ‡KŠkj wb‡q KvR Kivi mgq g~j¨ m¤ú‡K© ‡fv³vi AwfgZ‡K cÖfvweZ 

Kivi my‡hvM Av‡Q| G‡¶‡Î `¶ eª¨vÛ e¨e ’̄’vcKMY weKí I m„Rbkxj ‡KŠkj wb‡q KvR K‡ib| ‡hgb- ‡Kvb ‡mevi 

evwl©K mvew¯Œckb 500 UvKv wKQz ‡fv³vi Kv‡Q D”P g~j¨ wn‡m‡e we‡ewPZ n‡Z cv‡i| ‡m‡¶‡Î GwU‡K ‡QvU ‡QvU 

BDwbU ‡hgb gvwmK wfwË‡Z wba©viY K‡i ÔcÖwZ gv‡m 50/- UvKviI KgÕ wn‡m‡e Dc ’̄’vcb Ki‡j Zv ‡fv³v‡`i µq 

Ki‡Z DØy× K‡i| ‡ewkifvM g~‡j¨i ‡kl AsK 9 nIqvi GUv GKUv eo KviY| ‡hgb ‡Kvb c‡Y¨i g~j¨ 1000/- 

UvKvi cwie‡Z© 999/- UvKv wba©viY Kiv nq hv‡Z ‡fv³viv gb Í̄vwË¡K fv‡e ‡mwU‡K Kg g~j¨ wn‡m‡e g‡b Ki‡Z 

cv‡i Ges µq wm×v‡šÍ DcbxZ n‡Z cv‡i|  

cvV-6.7 
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g~j¨ m¤ú‡K© ‡fv³v‡`i AwfgZ I g~j¨ wba©viY 

Consumer Price Perceptions and Setting Prices 
g~j¨ wba©viY ‡KŠkj eª¨vÛ BKz¨BwU ‰Zwii ‡¶‡Î GKwU Ab¨Zg cÖavb welq| ÎywUc~Y© g~j¨ wba©viY eª¨vÛ BKz¨BwU ‰Zwii 

AšÍivq| Acic‡¶ GKwU ‡KŠkjx Ges cÖwZ‡hvwMZvg~jK g~j¨ wba©viY eª¨vÛ‡K K‡i AviI kw³kvjx| g~j¨ wba©vi‡Yi 

wewfbœ c×wZ i‡q‡Q hv wbf©i K‡i bvbvwea Dcv`v‡bi Dci| G ch©v‡q g~j¨ wba©vi‡Yi Dci cÖfve we Í̄viKvix wKQz 

Dcv`vb I g~j¨ wba©vi‡Yi wewfbœ c×wZ wb‡q Av‡jvPbv Kiv n‡jv hv mivmwi eª¨vÛ BKz¨BwUi mv‡_ RwoZ|  

1| Drcv`b I weµq e¨q (Making and Selling Cost): g~j¨‡K mivmwi cÖfvweZ K‡i Ggb Dcv`vbmg~‡ni g‡a¨ 

Ab¨Zg n‡jv cY¨ ev ‡mevi Drcv`b I weµq e¨q| cY¨ ev ‡mev Drcv`b I Zv ‡fv³vi Kv‡Q ‡cŠu‡Q ‡`qvi mv‡_ 

RwoZ e¨qmg~‡ni Dci wbf©i K‡iB cÖv_wgK fv‡e g~j¨ m¤ú‡K© GKUv wm×v‡šÍ ‡cŠuQv‡bv hvq|  

2| cÖwZ‡hvMx eª¨v‡Ûi g~j¨ (Prices of Competing Brands): evRv‡i cÖPwjZ cÖwZ‡hvMx cY¨ ev eª¨v‡Ûi `v‡gi 

DciI ‡Kv¤úvwbi cY¨ ev ‡mevi `vg wbf©i K‡i| ‡m‡¶‡Î Drcv`b I weµq e¨‡qi PvB‡ZI cÖwZ‡hvMx eª¨v‡Ûi 

Zzjbvg~jK `vg AwaK we‡ePbvq wb‡q g~j¨ ‡KŠkj wba©viY Kiv nq|  

3| g~j¨ m¤ú‡K© ‡fv³v‡`i AwfgZ (Consumer Price Perceptions): AvaywbK wecY‡bi hy‡M g~j¨ wba©vi‡Y 

me‡P‡q ‡ewk Avg‡j ‡bqv nq g~j¨ m¤ú‡K© ‡fv³v‡`i wbR¯̂ AwfgZ‡K| GKUv cY¨ ev ‡mevi ‡¶‡Î evRv‡ii 

mvaviY `vg Í̄i we‡ePbvq ‡fv³viv ‡h g~j¨‡K h_vh_ g‡b K‡i ‡mwU‡K gv_vq ‡i‡LB cY¨ ev ‡mevi ¸YMZ gvb I 

g~‡j¨i g‡a¨ mgš^q Kiv nq| g~j¨ wba©vi‡Yi G ai‡bi ‡KŠkj eª¨vÛ BKz¨BwU evov‡Z mn‡hvwMZv K‡i|  

4| Dcjä ¸YMZ gvb (Perceived Quality): GKwU cY¨ ev ‡mevi mvwe©K ¸YMZ gvb m¤ú‡K© ‡fv³vi g‡b ‡h 

aviYvi m„wó nq ZvB Dcjä ¸YMZ gvb| G‡¶‡Î ‡fv³v mvaviYZ evRv‡i cÖPwjZ weKí cY¨ ev ‡mevi mv‡_ Zzjbv 

K‡i GKwU wbw`©ó cY¨ ev ‡mev‡K ¸YMZ gvb we‡ePbvq GwM‡q iv‡L| GB ¸YMZ gv‡bi Dci wbf©i K‡i ‡h g~j¨ 

wba©viY Kiv nq Zv‡K ejv nq f¨vjy wfwËK g~j¨ wba©viY hv eª¨vÛ‡K kw³kvjx Kivi ‡¶‡Î AZ¨šÍ djcÖm~|  

5| ‡iRi-‡eøW g~j¨ wba©viY ‡KŠkj (Razor-Blade Pricing Strategy): GKwU RbwcÖq g~j¨ wba©viY ‡KŠk‡ji bvg 

n‡”Q ‡iRi-‡eøW g~j¨ wba©viY| GB ‡KŠk‡j cÖv_wgK ev g~j c‡Y¨i `vg A‡c¶vK…Z m Í̄v ‡i‡L mnvqK c‡Y¨i `vg 

‡ewk wba©viY K‡i gybvdv AR©b Kiv nq| G‡Z ‡fv³viv A‡bKUv eva¨ n‡q ‡ewk `v‡g mnvqK cY¨ ‡K‡b| ‡hgb- 

evsjv‡`‡ki evRv‡i Gillette Zv‡`i ‡iR‡ii GKwU Dc-eª¨vÛ Gillette Guard Gi `vg A‡c¶vK…Z Kg ‡i‡L Gi 

‡eø‡Wi D”Pg~j¨ w`‡q gybvdv wVK ivLvi ‡Póv K‡i‡Q| GKBfv‡e wcÖ›Uv‡ii g~j¨ Kg ‡i‡L Gi ‡Uvbv‡ii g~j¨ ‡ewk 

wba©viY Kiv, GB ai‡bi g~j¨ wba©viY ‡KŠk‡ji D`vniY|  

6| wd«wgqvg g~j¨ wba©viY ‡KŠkj (Freemium Pricing Strategy): GB g~j¨ wba©viY ‡KŠkjwU mvaviYZ bZzb 

eª¨v‡Ûi ‡¶‡Î ‡ewk cÖ‡hvR¨| G‡Z cÖ_g w`‡K ‡fv³v‡`i Kv‡Q wd« ‡mev Dc ’̄’vcb Kiv nq Ges cieZ©x‡Z ‡mev 

cÖ`v‡bi Rb¨ g~j¨ avh© K‡i| GB ‡KŠk‡j cÖ_‡g ‡fv³v‡`i ‡mev MÖn‡Y Af¨ Í̄ Kiv‡bv nq Ges cieZ©x‡Z ‡mevi Rb¨ 

g~j¨ Av‡ivc Kiv nq|  

7| ÔhZUyKy e¨envi, ZZUyKy g~j¨Õ ‡KŠkj (Pay-as-you-wish Pricing Strategy): GB g~j¨ wba©viY ‡KŠk‡j 

‡fv³v‡`i ¯̂vaxbZv ‡`qv nq| ‡Kvb GKwU cY¨ ev ‡mevi ‡cQ‡b Zviv KZUyKy A_© LiP Ki‡e Zv Zviv wb‡RivB wVK 

K‡i wb‡Z cv‡i| ‡gvevBj ‡dv‡bi B›Uvi‡bU WvUv c¨vK GB ai‡bi g~j¨ wba©viY ‡KŠk‡ji GKwU cÖK…ó D`vniY|  

GK K_vq, g~j¨ wba©viY GKwU RwUj cÖwµqv| eª¨vÛ ‰Zwii ‡¶‡Î ZvB AZ¨šÍ mZK©Zvi mv‡_ g~j¨ wba©viY Ki‡Z nq 

hv‡Z K‡i ‡fv³viv wek¦vm Ki‡Z cv‡i ‡h eª¨v‡Ûi Rb¨ ‡h g~j¨ avh© Kiv n‡q‡Q Zv h_vh_| G‡Z ‡fv³v‡`i g~j¨ 

m¤ú‡K© AwfgZ, cY¨ ev ‡mevi gvb, Drcv`b I weµq e¨qmn Ab¨vb¨ bvbvwea  wel‡q RwUj mgxKiY gv_vq ‡i‡L 

g~j¨ wba©viY Kiv nq hv w`b ‡k‡l eª¨vÛ BKz¨BwU ‰Zwi‡Z D‡jøL‡hvM¨ f~wgKv iv‡L|  

 

f¨vjy wbf©i g~j¨ wba©viY 

Value Pricing 
f¨vjy wbf©i g~j¨ wba©vi‡Yi g~j D‡Ïk¨ n‡jv c‡Y¨i gvb, e¨q I g~j¨ Ges ‡mB cY¨ n‡Z ‡Kv¤úvwbi cÖvß gybvdvi 

g‡a¨ GKwU ‡UKmB ‡mZzeÜb iPbv Kiv hv GKwU kw³kvjx eª¨vÛ ‰Zwi‡Z BwZevPK f~wgKv cvjb K‡i| GB KvRwU 

Kivi ‡¶‡Î wZbwU Dcv`v‡bi g‡a¨ GKwU mylg mswgkÖY NUv‡Z nq| Dcv`vb wZbwU wb‡P Av‡jvwPZ nj- 
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1| cY¨ wWRvBb I mieivn (Product Design and Delivery): f¨vjy wbf©i g~j¨ wba©vi‡Yi cÖ_g kZ©B n‡”Q cY¨ 

wWRvBb I mieiv‡n DrKl© mvab| ‡Kej GKwU DrK…ó gvb I wWRvB‡bi cY¨B cv‡i ‡fv³v‡`i‡K D”P g~‡j¨ cY¨ 

‡Kbvq AvMÖnx K‡i Zzj‡Z| DbœZ gv‡bi cY¨ mieivn e¨e ’̄’v ‡mB c_‡K AviI myMg K‡i ‡Zv‡j| Apple Inc. Gi 

cY¨ ¸‡jv ‡fv³viv me mgq D”P g~‡j¨ wKb‡Z cÖ ‘̄Z _v‡K ‡Kej GB Kvi‡Y|  

2| cY¨ e¨q (Product Cost): cY¨ e¨q Kgv‡bv f¨vjy wbf©i g~j¨ ‡KŠk‡ji AviI GKwU ¸iyZ¡c~Y© Dcv`vb| G‡¶‡Î 

P¨v‡jÄ nj c‡Y¨i ¸YMZ gvb wVK ‡i‡L e¨q n«vm Kiv| G cÖwµqvq AcPq n«vm, AvDU‡mvwm©s, KvuPvgv‡ji weKí Drm 

AbymÜvb Ges Drcv`b cÖwµqvi AvaywbKxKi‡Yi g‡Zv AYyNUK mg~n wb‡q KvR Ki‡Z nq hv‡Z K‡i cY¨ e¨q 

Kgv‡bv m¤¢e nq| cY¨ e¨q Kgv‡Z cvi‡j ¯̂qswµqfv‡e Zv f¨vjy wbf©i g~j¨ ‡KŠkj‡K mnR I djcÖm~ K‡i ‡`q|  

3| cY¨ g~j¨ (Product Price): ‡Kvb gv‡bi c‡Y¨i Rb¨ KZ UvKv g~j¨ wba©viY Ki‡Z n‡e Zv eyS‡Z cviv f¨vjy 

wfwËK g~j¨ ‡KŠk‡ji Z…Zxq ¸iæZ¡c~Y© Dcv`vb| G‡¶‡Î ‡fv³viv GKwU wbw`©ó gv‡bi c‡Y¨i Rb¨ wVK Kx cwigvY 

UvKv e¨q Ki‡Z B”QzK Zv Mfxifv‡e ch©‡e¶Y K‡i g~j¨ wm×v‡šÍ DcbxZ nIqv hvq| Gi d‡j GKB mv‡_ ‡fv³v 

mš‘wó Ges gybvdv wbwðZ nq|  

 

g~j¨ w ’̄’wZkxjZvi KviY 

Reasons for Price Stability 
weµq evov‡bvi Rb¨ bvbvwea cÖmvig~jK g~j¨ wba©viY ‡KŠkj _vK‡jI A‡bK ‡Kv¤úvbxB g~‡j¨i w ’̄’wZkxjZv‡K ‡ewk 

¸iæZ¡ ‡`q| Gi ‡cQ‡b ‡ek wKQz KviY Av‡Q| ‡hgb-   

 cÖmvig~jK g~j¨ PjvKvjxb weµq evo‡jI GwUi ‡gqv` ‡kl nIqv gvÎ nVvr K‡iB weµq Zjvbx‡Z ‡b‡g 

hvq hv eª¨v‡Ûi Rb¨ ¶wZKi| G‡Z K‡i Drcv`b cÖwµqv ‡_‡K ïiæ K‡i Bb‡f›Uwi e¨e ’̄’vcbv Ges gvV 

ch©v‡qi weµq e¨e ’̄’vcbv fvimvg¨nxbZvi m¤§yLxb nq hv ‡h ‡Kvb eª¨vÛ‡K AbvKvw•ÿZ SyuwKi g‡a¨ ‡dj‡Z 

cv‡i|  

 Avevi GKwU wbw`©ó GjvKvi Rb¨ cÖmvig~jK g~j¨ ‡KŠkj ‡bqv n‡jI wbqg ‡f‡½ Zv Ab¨ GjvKvq weµq 

Kiv n‡j eª¨vwÛs Gi g~j D‡Ïk¨ e¨nZ nq|  

 m‡e©vcwi g~‡j¨i ’̄’vqxË eª¨vÛ Gi ‡UKmB ¸YMZ gv‡bi wbðqZv m¤ú‡K© ‡fv³v‡`i g‡b GKwU Av ’̄’vi RvqMv 

‰Zwi hv eª¨vÛ‡K K‡i ‡Zv‡j AwaKZi kw³kvjx|  

GB mg Í̄ Kvi‡Y A‡bK ‡Kv¤úvwbB m‡PZbfv‡e g~‡j¨i ’̄’vqxZ¡ ev w ’̄’wZkxjZv eRvq ivL‡Z Pvq|  

 

 

mvims‡ÿc:  

wecYb wgkÖ‡Yi g‡a¨ g~j¨B GKgvÎ Dcv`vb hv ‡Kv¤úvwb‡Z A‡_©i AvMgb NUvq Ges GKwU kw³kvjx eª¨v‡Ûi 

Ab¨Zg cÖavb myweav n‡”Q Gi gva¨‡g ‡Kv¤úvwbmg~n cY¨gv‡bi mv‡_ mvgÄm¨ ‡i‡L AwaK g~j¨ wba©viY Kivi my‡hvM 

cvq| GKwU kw³kvjx eª¨vÛ ‰Zwi Kivi ‡¶‡Î cY¨ ev ‡mevi g~j¨ wba©viY ‡KŠkj ¸iæZ¡c~Y© f~wgKv iv‡L Ges 

‡fv³viv ‡Kvb cY¨ ev ‡mevi g~j¨ m¤ú‡K© Kx aviYv ‡cvlY K‡ib, eª¨vÛ e¨e ’̄’vcK‡K Zv Rvb‡Z nq| g~j¨ wba©vi‡Yi 

wewfbœ c×wZ i‡q‡Q ‡hgb- ‡iRi-‡eøW g~j¨ wba©viY ‡KŠkj, wd«wgqvg g~j¨ wba©viY ‡KŠkj, ÔhZUyKy e¨envi, ZZUyKy 

g~j¨Õ ‡KŠkj BZ¨vw`| Gme c×wZ‡Z g~j¨ wba©vi‡Yi mgq Drcv`b I weµq e¨q, cÖwZ‡hvMx eª¨v‡Ûi g~j¨, g~j¨ 

m¤ú‡K© ‡fv³v‡`i AwfgZ Ges Dcjä ¸YMZ gvb BZ¨vw` Dcv`v‡bi cÖfve we‡ePbv Ki‡Z nq| g~j¨ wba©vi‡Yi 

f¨vjy wbf©i c×wZ‡Z c‡Y¨i wWRvBb I mieivn, cY¨ e¨q, Ges cY¨ gyj¨ ¸iæZ¡c~Y© fywgKv iv‡L| Z‡e g~j¨ 

‡KŠkj‡K mdj n‡Z n‡j g~j¨ w ’̄’wZkxjZv eRvq ivLv AZ¨›Z Riæix| 
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 eÈb cÖYvjx ‡KŠkj 
Channel Strategy 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 cÖYvjx wWRvBb m¤ú‡K© ej‡Z cvi‡eb;   

 c‡iv¶ eÈb cÖYvjx eY©bv Ki‡Z cvi‡eb;  

 cÖZ¨¶ eÈb cÖYvjx e¨vL¨v Ki‡Z cvi‡eb;   

 AbjvBb ‡KŠkj m¤ú‡K© Rvb‡Z cvi‡eb|   

 

GKwU cY¨ wKfv‡e ‡fv³vi Kv‡Q ‡cŠuQv‡bv n‡”Q, Zv ‡mB cY¨wUi eª¨vÛ BKz¨BwU I weµq mdjZv‡K e¨vcKfv‡e 

cÖfvweZ K‡i| Kv‡RB cY¨wU ‡Kej ¸YMZ gvb m¤úbœ n‡jB n‡e bv, cvkvcvwk GKwU ‡µZv evÜe eÈb cÖYvjxi 

gva¨‡g ‡mwU‡K ‡fv³vi Kv‡Q ‡cŠu‡Q w`‡Z n‡e| eÈb cÖYvjx n‡”Q ci¯úi wbf©ikxj wKQz cÖwZôvb ev e¨w³i mgwó 

hviv ‡fv³vi Kv‡Q cY¨ ev ‡mev ‡cŠu‡Q ‡`qvi Rb¨ KvR K‡i| G‡`i‡K wecY‡bi fvlvq ga¨ ’̄’e¨emvqx ev 

ga¨m^Z¡‡fvMx ejv nq| ‡hgb- cwi‡ekK, cvBKvix we‡µZv, LyPiv we‡µZv, ‡eª¨vKvi BZ¨vw`| eÈb cÖYvjx ‡KŠkj 

n‡”Q Gme ga¨ ’̄’e¨emvqx‡`i ‡KŠkjMZ e¨e ’̄’vcbv msµvšÍ KvR hv eª¨vÛ BKz¨BwU ‰Zwi‡Z mnvqZv K‡i| c‡iv¶ eÈb 

cÖYvjx ej‡Z Ggb GK ai‡bi eÈb cÖYvjx‡K eySvq ‡hLv‡b ga¨¯̂Z¡‡fvMx‡`i gva¨‡g cY¨ ev ‡mev ‡fv³v‡`i Kv‡Q 

‡cŠuQv‡bv nq| Avi cÖZ¨¶ eÈb cÖYvjx ej‡Z Ggb GK ai‡bi eÈb cÖYvjx‡K eySvq ‡hLv‡b ‡Kv¤úvwb Zvi wbR¯ ̂

Kg©x‡`i gva¨‡g mivmwi ‡fv³v‡`i Kv‡Q cY¨ ev ‡mev Ac©Y K‡i|  

 

cÖYvjx wWRvBb  

Channel Design 

eÈb cÖYvjx wewfbœ ai‡bi n‡Z cv‡i| cÖv_wgK fv‡e eÈb cÖYvjx‡K `yB fv‡M fvM Kiv n‡q‡Q- cÖZ¨¶ eÈb cÖYvjx 

(Direct Channel) I c‡iv¶ eÈb cÖYvjx (Indirect Channel)| cÖZ¨¶ eÈb cÖYvjx Ggb GK ai‡bi eÈb cÖYvjx 

‡hLv‡b ‡Kv¤úvwb Zvi wbR¯̂ Kg©x‡`i gva¨‡g mivmwi ‡fv³v‡`i Kv‡Q cY¨ ev ‡mev Ac©Y K‡i| GwU n‡Z cv‡i 

‡gBj, ‡Uwj‡dvb, ‡mvk¨vj wgwWqv ev Ab¨ ‡h ‡Kvb Dcv‡q| GK K_vq GB cÖwµqvq Z…Zxq ‡Kvb c‡¶i mn‡hvwMZv 

‡bqv nq bv| c‡iv¶ eÈb cÖYvjxi ‡¶‡Î Z…Zxq c¶ ev ga¨¯̂Z¡‡fvMx ‡hgb, cwi‡ekK, wWjvi, cvBKvix I LyPiv 

we‡µZv, G‡R›U, ‡eª¨vKvi BZ¨vw`i gva¨‡g ‡fv³vi Kv‡Q cY¨ ev ‡mev ‡cŠuQv‡bv nq|   

cÖK…Zc‡¶ eÈb cÖYvjx ‡Kgb n‡e Zv wbf©i K‡i Zzjbvg~jK gybvdv I ‡µZv mš‘wói Dci| ¯̂í e¨‡q Ges mn‡R 

‡µZvi Kv‡Q cY¨ ‡cŠu‡Q ‡`qvUvB eÈb cÖYvjx wWRvB‡bi g~j K_v| mvaviYZ ‡h mg Í̄ c‡Y¨i ‡¶‡Î cY¨ m¤úwK©Z 

Z‡_¨i ¸iæZ¡ ‡ewk, cY¨ Kv‡÷vgvB‡Rkb cÖ‡qvRb ev c‡Y¨i ¸YMZ gvb wbwðZ KivUv AZ¨šÍ Riæix, ‡mme ‡¶‡Î 

cÖZ¨¶ eÈb cÖYvjx AwaK djcÖm~| Aciw`‡K c‡Y¨i cwigvY cÖPyi n‡j, evRvi ‡kqvi ‡ewk n‡j Ges weµq cieZ©x 

‡mev ‡ewk ¸iæZ¡c~Y© n‡j c‡iv¶ eÈb cÖYvjx ‡ewk Kvh©Ki| Z‡e A‡bK ‡¶‡ÎB ‡Kv¤úvwbmg~n GKBmv‡_ cÖZ¨¶ I 

c‡iv¶ eÈb cÖYvjx e¨envi K‡i| ‡fv³v‡`i eÈb cÖYvjx AwfÁZv mivmwi eª¨vÛ BKz¨BwUi mv‡_ m¤úwK©Z|  

 

c‡iv¶ eÈb cÖYvjx 

Indirect Channel 
c~‡e©B ejv n‡q‡Q ‡h, c‡iv¶ eÈb cÖYvjx Ggb GK ai‡bi eÈb cÖYvjx ‡hLv‡b ga¨¯̂Z¡‡fvMx‡`i gva¨‡g cY¨ ev 

‡mev ‡fv³v‡`i Kv‡Q ‡cŠuQv‡bv nq| GB ga¨¯̂Z¡‡fvMx‡`i g‡a¨ i‡q‡Q cwi‡ekK, wWjvi, cvBKvix I LyPiv we‡µZv, 

G‡R›U, ‡eª¨vKvi BZ¨vw`| Z‡e eª¨vÛ BKz¨BwU ‰Zwii ‡¶‡Î mg Í̄ ga¨¯̂Z¡‡fvMx‡`i g‡a¨ ÔLyPiv we‡µZvÕ me‡P ‡ewk 

¸iæZ¡c~Y©| KviY GivB P~ovšÍ ‡fv³v‡`i KvQvKvwQ _v‡K| ‡m‡¶‡Î ‡fv³v‡`i cQ›`, AcQ›`, Awf‡hvM, mš‘wó 

m¤ú‡K© LyPiv we‡µZvivB wbf©i‡hvM¨ Drm wn‡m‡e cÖZxqgvb nq| Kv‡RB eª¨vÛ BKz¨BwU  ‰Zwii ‡¶‡Î LyPiv 

we‡µZv‡`i ¸iæZ¡ w`‡q ‡KŠkj cÖYqb Kiv nq|  

cvV-6.8 
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1| cyk I cyj ‡KŠkj (Push & Pull Strategy): LyPiv we‡µZv‡`i gva¨‡g ‡fv³vi Kv‡Q cY¨ ‡cŠuQv‡bvi ‡¶‡Î 

‡Kv¤úvwbmg~n `yB ai‡bi ‡KŠkj Aej¤^b Ki‡Z cv‡i| cÖ_gwU nj cyj ev Uvbv ‡KŠkj hvi gva¨‡g ‡fv³v‡`i cY¨ 

m¤ú‡K© Rvbv‡bv I µ‡q AvMÖnx K‡i Zzj‡Z wewfbœ Kg©m~wP nv‡Z ‡bqv nq Ges ‡m D‡Ï‡k¨ e¨q Kiv nq hv‡Z 

‡fv³viv wb‡R ‡_‡KB LyPiv we‡µZv‡`i Kv‡Q wM‡q cY¨ ‡Kbv wbwðZ K‡i| G‡¶‡Î ‡ewk ¸iæZ¡ ‡`qv nq mivmwi 

‡fv³v‡`i Dci|  

wØZxqwU nj cyk ev ‡Vjv ‡KŠkj hvi gva¨‡g ‡Kv¤úvwbmg~n g~jZ eÈb cÖYvjxi m`m¨‡`i we‡kl K‡i LyPiv 

we‡µZv‡`i bvbvwea Avw_©K, Abvw_©K my‡hvM myweav cÖ`v‡bi gva¨‡g ‡fv³v‡`i Kv‡Q cY¨ wewµ wbwðZ Ki‡Z Drmvn 

‡`q| G‡¶‡Î g~j j¶¨ _v‡K LyPiv we‡µZv‡`i myweav cÖ`v‡bi gva¨‡g ‡fv³v‡`i Kv‡Q cY¨ weµq Kiv|   

Z‡e Colgate, Tide, Ges Folgers Gi gZ eo gv‡ci ‡Kv¤úvwbmg~n `¶Zvi mv‡_ hyMcrfv‡e cyk I cyj ‡KŠkj 

cÖ‡qvM K‡i Avm‡Q hv eª¨vÛ BKz¨BwU ‰Zwii ‡¶‡Î AwaK Kvh©Kix|  

2| cÖYvjx mnvqZv (Channel Support): eª¨vÛ B‡gR ‰Zwi‡Z eÈb cÖYvjxi ga¨¯̂Z¡‡fvMxiv ¸iæZ¡c~Y© Ae`vb ‡i‡L 

P‡j‡Q| Kv‡RB ‡Kv¤úvwbmg~n cÖYvjx m`m¨‡`i bvbvwea Dcv‡q mnvqZv cÖ`v‡bi gva¨‡g GKB mv‡_ Zv‡`i Drmvn 

cÖ`vb I weµq e„w×i ‡Póv K‡i _v‡K| GiB Ask wn‡m‡e ‡Kv¤úvwbmg~n ‡Uvj-wd« bv¤^v‡ii gva¨‡g mivmwi ‡fv³v‡`i 

Z_¨ mnvqZv w`‡q _v‡K hv cÖYvjx m`m¨‡`i Dci Pvc Kgvq| I‡qemvB‡Ui gva¨‡g cY¨ m¤úwK©Z Z_¨ I e¨envi 

wewa Dc ’̄’vcb GB GKB D‡Ï‡k¨ ‡Kv¤úvwbmg~n K‡i _v‡K|  

B`vbxs AR (Augmented Reality) Ges VR (Virtual Reality) cÖhyw³i mvnv‡h¨ LyPiv weµq‡K‡›`ª ‡fv³v‡`i µ‡qi 

c~‡e©B cY¨ ev ‡mev m¤ú‡K© AwaKZi ev Í̄e m¤§Z aviYv cÖ`vb Kiv m¤¢e n‡”Q hv LyPiv we‡µZv‡`i Ges m‡e©vcwi 

‡Kv¤úvwbi weµq e„w×‡Z e¨vcK Ae`vb ivL‡Q| ‡hgb- wbD BqK© wfwËK ‡cvkv‡Ki ‡Møvevj eª¨vÛ Rebecca Minkoff 

Gi AR Mirror Ggb GK cÖhyw³ hvi mvg‡b `vuov‡j bZzb ‡Kvb ‡cvkv‡K ‡fv³v‡K ‡Kgb gvbv‡e ‡m m¤ú‡K© GKwU 

wÎgvwÎK aviYv w`‡q ‡`q| Gi d‡j GKRb ‡fv³v Zvi Rb¨ me‡P gvbvmB ‡cvkvKwU mn‡RB Lyu‡R wb‡Z cv‡i|  

GQvov cÖYvjx m`m¨‡`i cÖwk¶‡Yi gva¨‡g cY¨ ev ‡mev m¤ú‡K© Z_¨ Rvbv‡bv Ges cÖ‡qvR‡b Avw_©K mn‡hvwMZvi 

gva¨‡g e¨emvq cÖmv‡i mnvqZv cÖ`vb Kiv ‡h‡Z cv‡i| G meB w`b ‡k‡l weµq e„w× Ges eª¨vÛ BKz¨BwU ‰Zwi‡Z 

Ae`vb ivL‡e|  

3| LyPiv cY¨ wefw³KiY (Retail Segmentation): LyPiv cY¨mg~n aib Abyhvqx Avjv`v Kivi cÖ‡qvRb c‡o hv 

‡fv³v‡`i mn‡RB Kvw•ÿZ cY¨ Lyu‡R wb‡Z mnvqZv K‡i| LyPiv c‡Y¨i wecwY ¸‡jv‡Z ‡Zv e‡UB, AbjvBb wi‡UBj 

mvBU¸‡jv‡ZI LyPiv cY¨mg~n ¸YMZ gvb, g~j¨, eª¨vÛ f¨vjy BZ¨vw`i wfwË‡Z wefw³KiY Kiv nq hv eª¨vÛ BKz¨BwU  

‰Zwii ‡¶‡Î mnvqZv K‡i|  

4| ‡hŠ_ weÁvcb (Cooperative Advertising): A‡bK mgq Drcv`bKvix I LyPiv we‡µZv ‡hŠ_fv‡e c‡Y¨i 

weÁvcb w`‡q _v‡K| G‡¶‡Î LyPiv we‡µZv ‡h Drcv`bKvixi cY¨ weµq e„w×i Rb¨ weÁvcb ‡`q, ‡mB 

Drcv`bKvix Zv‡Z kZKiv wn‡m‡e (mvaviYZ 50%) weÁvc‡bi e¨q ‡hvMvb ‡`q| Ges GB A_© mvaviYZ LyPiv 

we‡µZviv Drcv`bKvixi Kv‡Q ‡_‡K ‡h bM` A‡_© cY¨ µq K‡i Zv ‡_‡K wbe©vn Kiv nq| ‡hŠ_ weÁvc‡bi gva¨‡g 

GKw`‡K ‡hgb LyPiv we‡µZv jvfevb nq, Aciw`‡K ‡Zgwb Drcv`bKvixiI cY¨ weµq e„w× cvq|  

 

cÖZ¨¶ eÈb cÖYvjx  

Direct Channel 
Avgiv Rvwb ‡h, cÖZ¨¶ eÈb cÖYvjx Ggb GK ai‡bi eÈb cÖYvjx ‡hLv‡b ‡Kv¤úvwb Zvi wbR¯̂ Kg©x‡`i gva¨‡g 

mivmwi ‡fv³v‡`i Kv‡Q cY¨ ev ‡mev Ac©Y K‡i| ‡hgb- ‡gBj, ‡Uwj‡dvb, ‡mvk¨vj wgwWqv ev Ab¨ ‡h ‡Kvb Dcv‡q 

‡Kv¤úvwb Zv‡`i Afxó ‡µZv‡`i Kv‡Q cY¨ m¤ú‡K© Z_¨ Dc ’̄’vcb K‡i weµq cÖ‡Póv Pvjvq| Gevi cÖZ¨¶ eÈb 

cÖYvjxi aib Ges Gi mv‡_ RwoZ eª¨vÛ BKz¨BwU m¤úwK©Z welq mg~n wb‡q Av‡jvPbv Kiv hvK| 

1| ‡Kv¤úvwbi wbR¯̂ ‡÷vi (Company-Owned Store): cÖZ¨¶ eÈb cÖYvjxi Ab¨Zg Abyl½ n‡”Q ‡Kv¤úvwbi wbR¯̂ 

‡÷vi| A‡bK eo eo ‡Kv¤úvwb cÖPwjZ eÈb cÖYvjxi cvkvcvwk Zv‡`i wbR¯̂ ‡÷vi Pjgvb iv‡L| ‡Kv¤úvwbi wbR¯̂ 

Kg©x Øviv Gmg Í̄ ‡÷vi e¨e ’̄’vcbv Kiv nq| eª¨vÛ B‡gR ‰Zwi Ges mivmwi ‡fv³v‡`i mv‡_ ‡hvMv‡hvM ’̄’vcb 
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‡Kv¤úvwbi wbR¯̂ ‡÷vi ev ‡kv-iæg Pvjy ivLvi g~j D‡Ïk¨| Gi d‡j ‡Kv¤úvwb wKQz myweav ‡c‡q _v‡K| ‡hgb Gi 

gva¨‡g ‡Kv¤úvwb Zvi me ai‡bi cY¨ cÖ`k©‡bi my‡hvM cvq hvq c‡iv¶ eÈb cÖYvjx‡Z m¤¢e bvI n‡Z cv‡i| GQvov 

bZzb cY¨ cwiwPwZKiY I wecY‡b wbR¯̂ ‡÷vi kw³kvjx f~wgKv cvjb K‡i|  

wbR¯̂ ‡÷vi e¨e ’̄’vcbvi wKQz AmyweavI Av‡Q| A‡bK mgq LyPiv we‡µZv‡`i gZ `¶Zv, ‡jvKej ev ‡hvMv‡hvM 

‡bUIqvK© bv _vKvi Kvi‡Y ‡Kv¤úvwbi wbR¯̂ ‡÷vi e¨e ’̄’vcbvq mgm¨v ‡`Lv ‡`q| wKQz wbR¯̂ e¨e ’̄’vcbvq cY¨ weµq 

Kiv e¨qeûj n‡q ‡h‡Z cv‡i hv eª¨vÛ BKz¨BwU  ‰Zwii ‡¶‡Î evav n‡q `vuovq| GQvov ‡Kv¤úvwbi wbR¯̂ ‡÷vi Ges 

cÖPwjZ eÈb cÖYvjxi m`m¨iv ci¯úi mvsNwl©K Ae ’̄’v‡b P‡j ‡h‡Z cv‡i hv eª¨v‡Ûi Dci gvivZ¥K ‡bwZevPK cÖfve 

‡dj‡Z cv‡i|  

2| ‡`vKv‡bi ‡fZi ‡`vKvb (Store-within-a-Store): wbR¯̂ ‡÷v‡ii cvkvcvwk ‡Kv¤úvwbmg~n wefvMxq wecYxi 

(Departmental Store) ‡fZi wbR¯̂ eª¨v‡Ûi ‡`vKvb ev ‡÷vi Pvjv‡Z cv‡i| evsjv‡`‡ki ‡cÖ¶vc‡U ej‡Z ‡M‡j eo 

eo kwcs g‡ji ‡fZ‡i fvovi wfwË‡Z ‡Kv¤úvwbi wbR¯̂ ‡kv-iæg I weµq ‡K›`ª ’̄’vcb Kiv‡K ‡evSv‡bv n‡”Q| Gi 

gva¨‡gI ‡Kv¤úvwb Z…Zxq c‡¶i mvnvh¨ QvovB Zv‡`i ‡fv³vi Kv‡Q cY¨ ‡cŠu‡Q w`‡Z cvi‡Q| G‡¶‡Î ‡Kv¤úvwb eo 

kwcs g‡ji wbR¯̂ eª¨vwÛs Gi myweav cvq| G‡Z K‡i `ªæZ cwiwPwZ ev‡o Ges weµq e„w× cvq|  

3| Ab¨vb¨ Dcvq (Other Means): mivmwi ‡fv³v‡`i Kv‡Q cY¨ weµ‡qi Av‡iKwU Dcvq n‡”Q ‡gBj, ‡Uwj‡dvb ev 

AbjvB‡bi gva¨‡g ‡fv³v‡`i mv‡_ ‡hvMv‡hvM ’̄’vcb Ges cY¨ weµq Kiv| Gi d‡j wbR¯̂ ‡Kvb ‡÷vi e¨e ’̄’vcbvi 

cÖ‡qvRb ‡bB Ges AwZ `ªæZ mivmwi ‡fv³v‡`i Kv‡Q eª¨vÛ‡K ‡cŠu‡Q ‡`qv hvq| eZ©gv‡b ‡ewkifvM eª¨vÛ GB gva¨‡g 

cY¨ weµq cÖ‡Póv Pvjv‡”Q Ges mdj n‡”Q| G‡Z K‡i AbjvBb we‡kl K‡i mvgvwRK ‡hvMv‡hvM gva¨g‡K Kv‡R 

jvwM‡q `ªæZ eª¨vÛ‡K cÖwZwôZ Kiv m¤¢e n‡”Q|  

 

AbjvBb ‡KŠkj 

Online Strategies 
‡Kv¤úvwbi ‡kv-iæ‡gi cvkvcvwk AbjvBb gva¨‡g cY¨ weµ‡qi myweav GLb me©Rbwew`Z| GLbKvi ‡µZviv AZ¨šÍ 

e¨ Í̄ Ges m‡PZb| hvi Kvi‡Y A‡b‡KB AbjvB‡b ‡KbvKvUvq mv”Q›`¨ ‡eva K‡ib| A‡b‡KB GUv cQ›` K‡ib ‡h 

wZwb wb‡R wM‡q cY¨ wb‡q Avm‡eb bv, eis ‡Kv¤úvwb AbjvB‡b AW©vi Kiv cY¨ Zvi ‡`vi‡Mvovq ‡cŠu‡Q ‡`‡e|  

w`b w`b AbjvB‡b ‡KbvKvUvi GB welqwU RbwcÖq n‡q DV‡Q| hvi Kvi‡Y A‡bK eª¨vÛ mivmwi cY¨ weµ‡qi 

cvkvcvwk AbjvBb gva¨‡gI cY¨ weµ‡qi my‡hvM ivL‡Q hv eª¨vÛ BKz¨BwU  ‰Zwi‡Z Ae`vb ivL‡Q| ‡hgb- Apex 

Footwear Limited ‡`ke¨vcx Zv‡`i ‡kv-iæ‡gi cvkvcvwk www.apex4u.com Gi gva¨‡g RyZvmn Ab¨vb¨ cY¨ 

weµq I eª¨vwÛs K‡i Avm‡Q|  

 

 

mvims‡ÿc:  

eª¨vÛ BKz¨BwU  Ges eÈb cÖYvjx ‡KŠkj G‡K A‡b¨i mv‡_ Mfxifv‡e m¤úwK©Z| cÖZ¨¶ eÈb cÖYvjx ‡fv³v‡`i 

mv‡_ mivmwi ‡hvMv‡hvM ’̄’vc‡bi gva¨‡g eª¨vÛ BKz¨BwU  ‰Zwi Kivi ‡Póv K‡i| Aciw`‡K c‡iv¶ eÈb cÖYvjxi 

gva¨‡g e¨vcK cwim‡i cY¨ weµ‡qi d‡j eª¨vÛ‡K mKj ‡fv³vi gv‡S Qwo‡q ‡`qv m¤¢e nq| GKwU Kvh©Kix eÈb 

cÖYvjx ‡KŠkj eª¨vÛ BKz¨BwU  ‰Zwii c‡_ ‡Kv¤úvwb‡K GK avc GwM‡q ‡`q| c‡iv¶ eÈb cÖYvjx ej‡Z Ggb GK 

ai‡bi eÈb cÖYvjx‡K eySvq ‡hLv‡b ga¨¯̂Z¡‡fvMx‡`i gva¨‡g cY¨ ev ‡mev ‡fv³v‡`i Kv‡Q ‡cŠuQv‡bv nq| c‡iv¶ 

eÈb cÖYvjx‡Z cyk I cyj ‡KŠkj, cÖYvjx mnvqZv, LyPiv cY¨ wefw³KiY, Ges ‡hŠ_ weÁvcb ‡`Iqvi my‡hvM 

BZ¨vw` welq we‡ePbv Ki‡Z nq| Avi cÖZ¨¶ eÈb cÖYvjx‡Z ‡Kv¤úvwb Zvi wbR¯̂ Kg©x‡`i gva¨‡g mivmwi 

‡fv³v‡`i Kv‡Q cY¨ ev ‡mev Ac©Y K‡i| cÖZ¨¶¨ eÈb ‡Kv¤úvwbi wbR¯̂ ‡÷vi Ges ‡`vKv‡bi ‡fZi ‡`vKvb 

‡KŠk‡ji cÖ‡qv‡Mi gva¨‡g ev Í̄evqb Kiv hvq| 
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 ‡hvMv‡hvM ‡KŠkj 
Communication Strategy 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 wecYb ‡hvMv‡hv‡Mi Dcvq mg~n m¤ú‡K© Rvb‡Z cvi‡eb;   

 ‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡Wj eY©bv Ki‡Z cvi‡eb;  

 GKwU bZzb weÁvcb cÖPvivwfhv‡bi m¤¢ve¨ fyjmg~n e¨L¨v Ki‡Z cvi‡eb;  

 GKwU Av`k© weÁvcb cÖPvivwfhv‡bi d‡j Kx AwR©Z nq Zv ej‡Z cvi‡eb;   

 GKvwaK cÖmvi Dcv`v‡bi f~wgKv e¨vL¨v Ki‡Z cvi‡eb|  

 

wecYb ‡hvMv‡hvM ‡KŠk‡ji ‡ek wKQz Dcvq i‡q‡Q| wecYb ‡hvMv‡hv‡Mi cÖavbZg Dcvq wn‡m‡e weÁvcb‡K we‡ePbv 

Kiv n‡jI Ab¨vb¨ Dcvq¸‡jvI ‡hgb- e¨w³K weµq, weµq cÖmvi, ‡U«W cÖmvi, wWwRUvj gv‡K©wUs, B‡f›U gv‡K©wUs, 

¯úÝiwkc, cvewjwmwU I cvewjK wi‡jkb BZ¨vw` ‡¶Î we‡k‡l AwaK ¸iæZ¡c~b© n‡q DV‡Z cv‡i| eª¨vÛ BKz¨BwU 

‰Zwi‡Z ‡hvMv‡hvM ‡KŠkj wba©vi‡Yi ‡¶‡Î Z_¨ cÖwµqvKiY wKfv‡e KvR K‡i Zv ‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY 

g‡Wj ‡_‡K Rvbv hvq| GB g‡WjwU g~jZ QqwU av‡ci mgš^‡q MwVZ nq h_v- Dcw ’̄’wZ, „̀wó AvKl©Y, ‡evaMg¨, mvov 

`vb, AwfcÖvq Ges AvPiY| GB QqwU avc myôyfv‡e m¤úbœ n‡j Z‡eB wecYb ‡hvMv‡hvM mdj nq Ges GKRb MÖvnK 

eª¨v‡Ûi cÖwZ BwZevPK g‡bvfve cÖKvk K‡i hv eª¨vÛ BKz¨BwU  ‰Zwii c~e©kZ©| 

 

wecYb ‡hvMv‡hv‡Mi Dcvq mg~n  

Marketing Communication Options 
Avgiv B‡Zvc~‡e© ‡`‡LwQ wKfv‡e cY¨, g~j¨ Ges eÈb ‡KŠkj eª¨vÛ BKz¨BwU  ‰Zwi‡Z f~wgKv iv‡L| Gevi ‡`Lv hvK 

wecYb cÖmvi Z_v ‡hvMv‡hvM wKfv‡e eª¨vÛ BKz¨BwU  ‰Zwi‡Z Ae`vb iv‡L| wecYb ‡hvMv‡hvM Ggb GKwU Dcvq hvi 

gva¨‡g ‡Kv¤úvwbmg~n cÖZ¨¶ ev c‡iv¶ fv‡e ‡fv³v‡`i eª¨vÛ m¤ú‡K© Rvbv‡bv, µ‡q cÖ‡ivwPZ Kiv Ges ¯§iY Kwi‡q 

‡`qvi KvRwU K‡i _v‡K| Kv‡RB GKwU eª¨vÛ ‡fv³v‡`i g‡b KZLvwb RvqMv `Lj Ki‡Z cvi‡e Zvi A‡bKUvB 

wbf©i K‡i ‡mB eª¨v‡Ûi wecYb ‡hvMv‡hvM ‡KŠk‡ji Dci|  

G cÖm‡½ Kevin Lane Keller e‡jb, ÒMarketing communications are the means by which companies 

attempt to inform, persuade, and remind consumers—directly or indirectly—about the brands they sell.Ó 

A_©vr, wecYb ‡hvMv‡hvM ej‡Z Ggb Dcvq¸‡jv‡K eySvq hvi gva¨‡g ‡Kv¤úvwb¸‡jv cÖZ¨¶ ev c‡iv¶ fv‡e 

‡fv³v‡`i cY¨ ev eª¨vÛ m¤ú‡K© Rvbvq, µ‡q cÖ‡ivwPZ K‡i Ges g‡b Kwi‡q ‡`Iqvi KvRwU K‡i _v‡K|   

wecYb ‡hvMv‡hvM ‡KŠk‡ji ‡ek wKQz Dcvq i‡q‡Q| evRvi cwiw ’̄’wZi Dci wbf©i K‡i ‡Kv¤úvwbmg~n hyMcrfv‡e 

GKvwaK Dcvq Aej¤^b Ki‡Z cv‡i| G‡¶‡Î ‡hvMv‡hvM ev‡RU Ges Zvi Abycv‡Z K‡ZvUv ‡hvMv‡hvM j¶¨ AR©b 

Kiv m¤¢e, ‡m wn‡me gv_vq ivLvUv Riæix| wecYb ‡hvMv‡hv‡Mi cÖavbZg Dcvq wn‡m‡e weÁvcb‡K we‡ePbv Kiv 

n‡jI Ab¨vb¨ Dcvq¸‡jvI ‡¶Î we‡k‡l AwaK ¸iæZ¡c~b© n‡q DV‡Z cv‡i| weÁvcb QvovI Ab¨vb¨ ‡hvMv‡hv‡Mi 

Dcvq ¸‡jvi g‡a¨ i‡q‡Q e¨w³K weµq, weµq cÖmvi, ‡U«W cÖmvi, wWwRUvj gv‡K©wUs, B‡f›U gv‡K©wUs, ¯úÝiwkc, 

cvewjwmwU I cvewjK wi‡jkb BZ¨vw`| eª¨vÛ BKz¨BwU ‰Zwi‡Z wecYb ‡hvMv‡hvM ‡KŠkj cÖYqb GKwU RwUj KvR| 

wecYb ‡hvMv‡hv‡Mi Dcvqmg~n‡K ‡KŠkjMZ fv‡e Kv‡R jvwM‡q GKwU cÖwZ‡hvwMZvg~jK ‡hvMv‡hvM ‡KŠkj cÖYqb 

eª¨vÛ BKz¨BwU ‰Zwii c_‡K mnR K‡i ‡`q|  

 

cvV-6.9 
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‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡Wj 

Information Processing Model of Communications  
eª¨vÛ BKz¨BwU ‰Zwi‡Z ‡hvMv‡hvM ‡KŠkj wba©vi‡Yi ‡¶‡Î Z_¨ cÖwµqvKiY wKfv‡e KvR K‡i ‡m e¨vcv‡i mg¨K aviYv 

_vKvUv Riæix| G e¨vcv‡i aviYv bv _vK‡j ‡hvMv‡hvM ‡KŠkj ‡_‡K Avkvbyiæc djvdj cvIqv hv‡e bv hv eª¨vÛ 

BKz¨BwU ‰Zwii ‡¶‡Î evavi m„wó Ki‡e|  

‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡Wj g~jZ QqwU av‡ci mgš^‡q MwVZ| wb‡P GB QqwU avc m¤ú‡K© we Í̄vwiZ Av‡jvPbv 

Kiv n‡jv- 

1| Dcw ’̄’wZ (Exposer): wecYb ‡hvMv‡hvM Ggb nIqv DwPr hv‡Z GKRb e¨w³ (Target Audience) ‡mUvi Dcw ’̄’wZ 

‡Ui cvq| e¨w³ ‡hb Zv wVKfv‡e ïb‡Z A_ev ‡`L‡Z cvq|  

2| „̀wó AvKl©Y (Attention): ‡hvMv‡hv‡Mi welqwU ‡hb GKRb e¨w³i „̀wó AvKl©Y Ki‡Z mg_© nq| ‡hvMv‡hv‡Mi 

gva¨‡g ‡h Z_¨ cÖ`vb Kivi ‡Póv Kiv nq ‡m wel‡q ‡hb e¨w³i g‡bv‡hvM AvKl©b Kiv m¤¢e nq|  

3| ‡evaMg¨ (Comprehension):  ‡hvMv‡hv‡Mi welqwU ‡hb e¨w³i Kv‡Q mn‡RB ‡evaMg¨ nq| Zv bv n‡j 

‡hvMv‡hvM e¨_©Zvq ch©ewmZ n‡e|  

4| mvov `vb (Yielding): e¨w³ ‡hb ‡hvMv‡hvM cÖ‡Póvi cÖwZ BwZevPKfv‡e mvov w`‡Z m¶g nq| 

5| AwfcÖvq (Intention): ‡hvMv‡hvM Ggb nIqv PvB hv‡Z e¨w³ ‡hvMv‡hv‡Mi wel‡qi cÖwZ ‡Rviv‡jv AwfcÖvq cÖKvk 

K‡i|  

6| AvPiY (Behaviour): Ges P~ovšÍfv‡e GKRb e¨w³ ‡hb ‡hvMv‡hv‡Mi cÖwZ Zvi BwZevPK AvPiY cÖKvk K‡i 

Z_v cY¨wU ‡K‡b hvi gva¨‡g ‡hvMv‡hv‡Mi D‡Ïk¨ AwR©Z nq|  

GB QqwU avc myôyfv‡e m¤úbœ n‡j Z‡eB ‡hvMv‡hvM mdj nq Ges GKRb e¨w³ eª¨v‡Ûi cÖwZ BwZevPK g‡bvfve 

cÖKvk K‡i hv eª¨vÛ BKz¨BwU  ‰Zwii c~e©kZ©| ‡hvMv‡hvM ‡KŠk‡ji Dcvqmg~n wb‡q KvR Kivi mgq GB Z_¨ 

cÖwµqvKiY g‡Wj hv‡Z mwVKfv‡e cÖwZdwjZ nq ‡m e¨vcv‡i mZK© _vK‡Z cvi‡j Z‡eB GKwU eª¨vÛ mdjfv‡e 

‡fv³vi wb‡Ri eª¨vÛ n‡q D‡V| bZzev ‡hvMv‡hvM ‡KŠkj e¨_© n‡q hvq| GB QqwU av‡ci ‡Kvb GKwU av‡ci 

Abycw ’̄’wZ ev e¨_©Zv mgMÖ ‡hvMv‡hvM ‡KŠkj‡KB ûgwKi gy‡L ‡d‡j w`‡Z cv‡i| ‡h‡nZz eª¨vÛ ‡hvMv‡hv‡Mi me‡P‡q 

cwiwPZ gva¨g n‡”Q weÁvcb, ‡m‡nZz GKwU bZzb weÁvcb K¨v‡¤úB‡bi ‡¶‡Î GB QqwU av‡ci Abycw ’̄’wZ Kx cÖfve 

‡dj‡Z cv‡i Zv cieZ©x Av‡jvPbvq ‡evaMg¨ nIqvi K_v|  

 

GKwU bZzb weÁvcb cªPvivwfhv‡bi m¤¢ve¨ fyjmg~n 

Pitfalls in Launching a New Advertising Campaign 
weÁvcb cªPvivwfhv‡bi ev K¨v‡¤úB‡bi ‡¶‡Î ‡h m¤¢ve¨ fyj¸‡jv n‡Z cv‡i Ges Zvi d‡j ‡h ‡bwZevPK djvdj 

Av‡m Zv wb‡P Zz‡j aiv n‡jv-  

1| GKRb ‡fv³vi Kv‡Q weÁvcb ‡cŠuQv‡ZB cvi‡e bv hw` weÁvc‡bi gva¨g wbe©vP‡b fyj nq| 

2| weÁvc‡bi Dc ’̄’vcbv hw` weiw³Ki ev GK‡Nu‡q nq A_ev m„wókxjZvi NvUwZ _v‡K, Zvn‡j Zv ‡fv³vi „̀wó 

AvKl©‡Y Amg_© n‡e|  

3| ‡fv³vi Kv‡Q GKwU weÁvcb ‡evaMg¨ bvI n‡Z cv‡i hw` ‡m weÁvc‡b cY¨ m¤ú‡K© Z‡_¨i AcªZzjZv _v‡K ev 

‡mB eª¨vÛ `ye©j nIqvi Kvi‡Y ‡m m¤ú‡K© gvby‡li aviYv Kg _v‡K|  

4| weÁvc‡b hw` cY¨ m¤ú‡K© AwZiwÄZ I fyqv Z_¨ ‡`Iqv nq Ges weÁvcbwU hw` c‡Y¨i mv‡_ AcÖvmw½K nq 

‡m‡¶‡Î ‡fv³viv BwZevPK fv‡e mvov w`‡Z Z_v cY¨wU µq Ki‡Z Abxnv cÖKvk K‡i|  

5| weÁvcb hw` ‡fv³v‡K cY¨wUi cÖ‡qvRb ‡evSv‡Z Amg_© nq Zvn‡j ‡fv³vi g‡a¨ ‡mB cY¨ ‡Kbvi AwfcÖvq 

‰ZwiB nq bv| Ges ‡m cY¨wU ‡K‡b bv|  
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6| ‡kl ch©šÍ ‡fv³v hLb ‡Kvb cY¨ µq wm×všÍ wb‡Z hvq ZLb hw` weÁvc‡bi wKQzB Zvi gv_vq bv _v‡K Zvn‡j 

Ab¨ A‡bK c‡Y¨i fx‡o ‡fv³v nvwi‡q hvq Ges weÁvcbwU ‡Kvb BwZevPK djvdj e‡q Avb‡Z cv‡i bv|  

G mg Í̄ fy‡ji NUbv NU‡j ‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡W‡ji QqwU avc e¨_© n‡q hvq Ges GwU ‡hvMv‡hvM 

‡KŠk‡ji gva¨‡g BwZevPK djvdj wb‡q Avmvi ‡¶‡Î evavi m„wó K‡i| d‡j eª¨vÛ BKz¨BwU ‰Zwi e¨vnZ nq|  

 

GKwU Av`k© weÁvcb cªPvivwfhv‡bi d‡j Kx AwR©Z nq?  

What an Ideal Ad Campaign Would Ensure?  
GKwU Av`k© weÁvcb cªPvivwfhvb g~jZ ‡hvMv‡hv‡Mi ‡¶‡Î Z_¨ cÖwµqvKi‡Yi QqwU av‡cB myôyfv‡e BwZevPK cÖfve 

‡d‡j| Av`k© weÁvcb cªPvivwfhv‡bi d‡j ‡fv³vi Kv‡Q mwVKfv‡e cY¨ m¤úwK©Z Z_¨ ‡cŠuQvq hvi d‡j ‡fv³v 

P~ovšÍ ch©v‡q cY¨ µq wm×v‡šÍ DcbxZ nq| wb‡P Z_¨ cÖwµqvKi‡Yi avc wfwËK Av`k© weÁvcb cªPvivwfhv‡bi 

Ae`v‡bi Dci Av‡jvKcvZ Kiv n‡jv-  

 

1|  GKwU Av`k© weÁvcb cªPvivwfhvb mwVK ‡fv³vi Kv‡Q mwVK evZ©v mwVK RvqMvq mwVK mg‡q ‡cŠu‡Q ‡`q|   

2|  Av`k© weÁvc‡bi m„wókxj ‡KŠk‡ji Kvi‡Y ‡fv³viv weÁvc‡bi evZ©v Z_v c‡Y¨i e¨vcv‡i g‡bv‡hvMx n‡q D‡V|   

3|  GwU ‡fv³vi ‡evSvi m¶gZv Abyhvqx AZ¨šÍ mnRfv‡e evZ©v Dc ’̄’vcb K‡i hv‡Z ‡fv³v AwZ mn‡RB cY¨ ev 

‡mev m¤ú‡K© Rvb‡Z cv‡i|  

4|  ‡Kvb cÖKvi AwZiwÄZ Z_¨ cwi‡ekb bv K‡i GwU cY¨ ev ‡mevi Ab¨ c‡Y¨i mv‡_ ‰emv „̀k¨ I mv „̀‡k¨i 

e¨vcv‡i e ‘̄wbô evZ©v cÖ`vb K‡i hv ‡fv³v‡`i Av ’̄’v AR©‡b mnvqZv K‡i|  

5| G ch©v‡q weÁvc‡b AbycÖvwYZ n‡q ‡fv³viv µq wm×všÍ ‡bqvi e¨vcv‡i fve‡Z ïiæ K‡i|  

6|  me‡k‡l GKwU Av`k© weÁvcb cY¨ ev eª¨v‡Ûi e¨vcv‡i ‡fv³v‡`i G‡ZvUvB AvMÖnx K‡i ‡Zv‡j ‡h ‡fv³viv 

P~ovšÍ fv‡e µq wm×v‡šÍ DcbxZ nq|  

 

GKwU Av`k© weÁvcb cªPvivwfhvb Gfv‡eB Z_¨ cÖwµqvKi‡Yi QqwU av‡c KvR K‡i GKRb m¤¢ve¨ ‡µZv‡K P~ovšÍ 

‡µZv ev ‡fv³vq cwiYZ K‡i|  

 

GKmv‡_ GKvwaK cÖmvi Dcv`v‡bi e¨envi  

Role/Use of Multiple Communications 
GKwU cY¨ ev eª¨v‡Ûi Kvw•ÿZ cÖmv‡ii ‡¶‡Î KZ¸‡jv cÖmvi Dcv`vb Kv‡R jvMv‡bv DwPr? wbtm‡›`‡n GwU GKwU 

RwUj cÖkœ GK K_vq hvi DËi ‡`qv m¤¢e bq| GKwU ‡Kv¤úvwb GKmv‡_ wVK KZ¸‡jv cÖmvi Dcv`vb e¨envi Ki‡e 

Zv wbf©i K‡i ‡ek wKQz wel‡qi Dci| Z‡e mevi Av‡M ‡f‡e ‡`Lv `iKvi ‡h Kx cwigvY cÖmvi ev‡R‡Ui wecix‡Z 

Kx cwigvY wiUvb© Avm‡Q| AcwiKwíZ cÖmvi Kvh©µg cÖvqkB ‡Kv¤úvwbi A‡_©i AcPq NUvq hv Kvg¨ bq| G‡¶‡Î 

cÖmvi ev‡RU Kx cwigvY n‡e Z_v ‡Kvb ‡Kvb cÖmvi Dcv`vb Kv‡R jvMv‡bv n‡e Zv wba©vi‡Y wb‡Pi welq mg~n 

we‡ePbv Ki‡Z nq- 

 

 eª¨vÛ ev cY¨wU Zvi Rxeb P‡µi wVK ‡Kvb av‡c Ae ’̄’vb Ki‡Q| mvaviYZ m~Pbv av‡c GKvwaK cÖmvi 

Dcv`v‡bi cÖ‡qvRb nq| 

 ‡Kv¤úvwbi e¨emvwqK D‡Ïk¨| 

 ‡Kv¤úvwbi Avw_©K m¶gZv|  

 c‡Y¨i ‰ewkó¨| ‡fvM¨ c‡Y¨i ‡¶‡Î GKvwaK cÖmvi Dcv`vb e¨env‡ii cÖ‡qvRb ‡`Lv w`‡Z cv‡i|    

 cÖwZ‡hvMx ‡Kv¤úvwb mg~‡ni cÖmvi ‡KŠkj| 
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wKQz wKQz ‡¶‡Î Avewk¨Kfv‡eB cÖmvi ev‡RU ‡ewk cÖ‡qvRb nq Z_v GKvwaK cÖmvi Dcv`vb e¨env‡ii cÖ‡qvRb 

c‡o| ‡mme ‡¶‡Î ‡Kej GKwU cÖmvi Dcv`v‡b wewb‡qvM weµq e„w×‡Z Lye GKUv Ae`vb ivL‡Z cv‡i bv| GKvwaK 

cÖmvi Dcv`vb e¨env‡ii ‡¶Î¸wj n‡Z cv‡i wb¤œiƒc-  

 

 eÈb cÖYvjx `ye©j n‡j|  

 wecYb Kvh©µ‡gi evievi cwieZ©b NU‡j|   

 ‡fv³vi Kv‡Q evZ©v ‡cŠuQv‡bv KóKi n‡j|  

 ‡fv³v µq wm×všÍ cÖwµqv RwUj n‡j|  

 c‡Y¨i cÖKvi‡f‡` AZ¨waK ‰ewPÎ _vK‡j|  

 ‡fv³vi cÖ‡qvR‡b AZ¨waK ‰emv „̀k¨ _vK‡j|  

 

GKvwaK cÖmvi Dcv`vb cÖ‡qv‡Mi ‡¶‡Î AZ¨šÍ mZK©Zvi mv‡_ Dcv`vb wba©viY Ki‡Z nq hv‡Z K‡i AcPq bv nq 

Avevi cÖwZwU Afxó ‡µZv ‡hb cÖmvi Kvh©µ‡gi AvIZvq Av‡m| G‡¶‡Î GKRb `¶ eª¨vÛ e¨e ’̄’vcK GKvwaK cÖmvi 

Dcv`vb cÖ‡qv‡Mi myweav Kv‡R jvwM‡q eª¨vÛ BKz¨BwU  e„w×i c_‡K myMg K‡i ‡Zv‡jb|  

 

 

mvims‡ÿc:  

eª¨vÛ BKz¨BwU  ‰Zwi‡Z wecYb ‡hvMv‡hvM ‡KŠkj cÖYqb GKwU RwUj KvR| wecYb ‡hvMv‡hv‡Mi g~j Dcvq wn‡m‡e 

weÁvcb‡K we‡ePbv Kiv n‡jI e¨w³K weµq, weµq cÖmvi, ‡U«W cÖmvi, wWwRUvj gv‡K©wUs, B‡f›U gv‡K©wUs, 

¯úÝiwkc, cvewjwmwU I cvewjK wi‡jkb BZ¨vw` ‡¶Î we‡k‡l AwaK ¸iæZ¡c~b© n‡q DV‡Z cv‡i| wecYb 

‡hvMv‡hv‡Mi Dcvqmg~n‡K ‡KŠkjMZ fv‡e Kv‡R jvwM‡q GKwU cÖwZ‡hvwMZvg~jK ‡hvMv‡hvM ‡KŠkj cÖYqb eª¨vÛ 

BKz¨BwU ‰Zwii c_‡K mnR K‡i ‡`q| eª¨vÛ BKz¨BwU ‰Zwi‡Z ‡hvMv‡hvM ‡KŠkj wba©vi‡Yi ‡¶‡Î Z_¨ cÖwµqvKiY 

wKfv‡e KvR K‡i Zv ‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡Wj ‡_‡K Rvbv hvq| ‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡WjwU 

g~jZ QqwU av‡ci mgš^‡q MwVZ nq h_v- Dcw¯’’wZ, `„wó AvKl©Y, ‡evaMg¨, mvov `vb, AwfcÖvq Ges AvPiY| 

‡hvMv‡hvM ‡KŠk‡ji Dcvqmg~n wb‡q KvR Kivi mgq GB Z_¨ cÖwµqvKiY g‡Wj hv‡Z mwVKfv‡e cÖwZdwjZ nq ‡m 

e¨vcv‡i mZK© _vK‡Z cvi‡j Z‡eB GKwU eª¨vÛ mdjfv‡e ‡fv³vi wb‡Ri eª¨vÛ n‡q D‡V| ‡Kv¤úvwb¸‡jv 

A‡bKmgq GKBmv‡_ GKvwaK cÖmvi Dcv`vb e¨envi K‡i _v‡K| mvaviYZ eÈb cÖYvjx `ye©j n‡j, wecYb 

Kvh©µ‡gi evievi cwieZ©b NU‡j, ‡fv³vi Kv‡Q evZ©v ‡cŠuQv‡bv KóKi n‡j, c‡Y¨i cÖKvi‡f‡` AZ¨waK ‰ewPÎ 

_vK‡j wKsev ‡fv³vi cÖ‡qvR‡b AZ¨waK ‰emv`„k¨ _vK‡j eª¨vÛ ‡hvMv‡hv‡Mi Rb¨ GKvwaK cÖmvi Dcv`vb e¨envi 

Ki‡Z nq| 
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 wecYb ‡hvMv‡hv‡Mi Dcvqmg~n 
Marketing Communication Options 

 

D‡Ïk¨ 

G cvV †k‡l Avcwb- 

 wecYb ‡hvMv‡hv‡Mi cÖavb Dcvqmg~n m¤ú‡K© Rvb‡Z cvi‡eb;   

 Kvh©Ki weÁvcb K¨v‡¤úBb wWRvB‡bi Dcv`vb mg~n eY©bv Ki‡Z cvi‡eb;  

 weµq cÖmvi Kx Zv ej‡Z cvi‡eb;  

 B‡f›U ¯úÝikx‡ci ‡hŠw³KZv e¨vL¨v Ki‡Z cvi‡eb;  

 eª¨vÛ cwiea©K m¤ú‡K© ej‡Z cvi‡eb;  

 mgwš^Z wecYb ‡hvMv‡hvM Kvh©µ‡gi gvb`Û ¸‡jv m¤ú‡K© ej‡Z cvi‡eb;  

 mgwš^Z wecYb ‡hvMv‡hvM wba©vi‡Yi gvb`Û Kxfv‡e e¨envi Kiv hvq Zv eY©bv Ki‡Z cvi‡eb|  

 

wecYb ‡hvMv‡hv‡Mi eûj e¨eüZ PviwU Dcvq n‡”Q weÁvcb I cÖmvi, wg_w¯Œqv wecYb Ges B‡f›U I AwfÁZv Ges 

‡gvevBj wecYb| weÁvcb ej‡Z GKwU wPwýZ D‡`¨v³v KZ©…K A‡_©i wewbg‡q aviYv, cY¨ I ‡mevi ‰be¨©w³K 

Dc ’̄’vcbv I cÖmvi‡K eySvq| Avi weµq cÖmvi n‡jv ¯̂í‡gqv‡` cY¨ ev ‡mevi weµq evov‡bvi Rb¨ ‡Kv¤úvwb KZ©…K 

M„nxZ wecYb Kvh©µ‡gi mgwó| wg_w¯Œqv gv‡K©wUs Ggb GKwU cÖwµqv hvi gva¨‡g mvgvwRK ‡hvMv‡hvM gva¨g, AwWI, 

wfwWI, Z_¨ wPÎ, ‡Mgm, eøwMs, B-‡gBj BZ¨vw`‡K Kv‡R jvwM‡q eª¨vÛ Ges ‡fv³vi g‡a¨ GKwU wØcvw¶K 

‡hvMv‡hv‡Mi cø¨vUdg© ‰Zwi Kiv nq| wecY‡b B‡f›U ej‡Z g~jZ we‡kl ‡Kvb NUbv, Drme ev ‡gjv BZ¨vw`‡K 

‡evSvq ‡hLv‡b ‡Kvb eª¨v‡Ûi mv‡_ ‡fv³v‡`i m¤úK© AviI wbweo Kivi cÖ‡Póv Pvjv‡bv nq| Aciw`‡K wecY‡b 

ÔAwfÁZvÕ Kvh©µ‡gi gva¨‡g ‡fv³v‡K ‡Kvb GKUv we‡kl KvR nv‡Z Kj‡g Kwi‡q eª¨v‡Ûi mv‡_ Zvi ‡hvMm~Î 

’̄’vc‡bi ‡Póv Kiv nq| GQvovI ‡h‡nZz ‡fv³v‡`i nv‡Z nv‡Z ¯§vU©‡dvb ‡cŠu‡Q ‡M‡Q Ges ¯§vU©‡dvb ‡fv³v‡`i 

‰`bw›`b Rxebhvc‡bi Ab¨Zg Abyl½ n‡q D‡V‡Q ZvB ‡gvevB‡j weÁvcb eª¨vÛ e¨e ’̄’vcK‡`i Kv‡Q AZ¨šÍ RbwcÖq 

n‡q D‡V‡Q| weµq cÖmvi ‡fv³v cÖmvi Ges ‡U«W ev evwYwR¨K weµq cÖmvi n‡Z cv‡i| eª¨vÛ cwiea©K n‡jv wKQz 

wecYb ‡hvMv‡hvM Dcv`vb hv MZvbyMwZK cÖmvi Kvh©µg Z_v weÁvcb, weµq cÖmvi, e¨w³K weµq BZ¨vw`i cÖfve‡K 

AwaKZi Kvh©Kix K‡i Zzj‡Z mnvqZv K‡i| GwU `yB ai‡bi n‡q _v‡K-RYms‡hvM I cvewjwmwU ev cÖPvi Ges IqvW© 

Ae gvD_ wecYb| wecYb ‡hvMv‡hvM D‡Ïk¨ AR©‡bi Rb¨ ‡KŠkjMZfv‡e wecYb ‡hvMv‡hv‡Mi mv‡_ RwoZ wewfbœ 

Dcv`vb, c¶, Kb‡U›U, P¨v‡bj Ges djvdj e¨e ’̄’vcbv Kiv‡K mgwš̂Z wecYb ‡hvMv‡hvM e‡j| mgwš^Z wecYb 

‡hvMv‡hvM ‡cÖvMÖv‡gi QqwU gvb`Û i‡q‡Q hv ms‡¶‡c 6Cs bv‡g cwiwPZ| G¸‡jv n‡jv Coverage (cwiwa), 

Contribution (Ae`vb), Commonality (mv „̀k¨), Complementary (cwic~iK), Conformability (msMwZc~Y©), 

Ges Cost (e¨q)|   

 

cÖavb wecYb ‡hvMv‡hvM Dcvqmg~n   

Major Marketing Communication Options 

wecYb ‡hvMv‡hv‡Mi me©vwaK e¨eüZ PviwU Dcvq n‡”Q weÁvcb I cÖmvi, wg_w¯Œqv wecYb Ges B‡f›U I AwfÁZv 

Ges ‡gvevBj wecYb| wb‡¤œ GB weKí¸‡jv wb‡q ms‡¶‡c Av‡jvPbv Kiv n‡jvt  

1| weÁvcb I cÖmvi (Advertising & Promotion) : GKwU wPwýZ e¨emvqx D‡`¨v³v KZ©…K A‡_©i wewbg‡q aviYv, 

cY¨ I ‡mevi ‰be¨©w³K Dc ’̄’vcbv I cÖmvi‡K weÁvcb e‡j| weÁvcb GKwU GKgyLx ‡hvMv‡hvM e¨e ’̄’v hvi gva¨‡g 

eZ©gvb Ges m¤¢ve¨ ‡fv³v‡`i Kv‡Q c‡Y¨i mwVK evZ©v ‡cŠu‡Q ‡`Iqvi ‡Póv Kiv nq| GwU GKwU kw³kvjx wecYb 

cÖmvi Dcv`vb| hw`I eª¨vÛ BKz¨BwU ‰Zwi‡Z Gi Ae`vb cwigvc Kiv KwVb, Zey GKwU eª¨vÛ‡K ‡fv³v‡`i Kv‡Q 

cwiwPZ Kivi ‡¶‡Î Ges cieZ©x‡Z eª¨vÛ B‡gR a‡i ivLvi ‡¶‡Î weÁvc‡bi weKí ‡bB|  

weÁvcb I cÖmv‡ii ‡ek wKQz gva¨g i‡q‡Q| Gme gva¨‡gi Dci wbf©i K‡i weÁvcb K‡ZvUv djcÖm~ n‡e| weÁvcb 

I cÖmv‡ii gva¨g ¸‡jv wb¤œiƒc-  

 ‡Uwjwfkb 

cvV-6.10 
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 ‡iwWI 

 wcÖ›U wgwWqv  

 mivmwi ‡hvMv‡hvM (B‡gBj, I‡qemvBU, ‡Uwj‡dvb BZ¨vw`i gva¨‡g) 

 ’̄’vbwfwËK gva¨g (wej‡evW©, ‡cv÷vi, mvBb‡evW© BZ¨vw`i gva¨‡g) BZ¨vw`| 

AZx‡Zi b¨q GL‡bv ‡Uwjwfkb GKwU RbwcÖq weÁvcb gva¨g wn‡m‡e we‡ewPZ nq ‡hLv‡b AZ¨šÍ AvKl©Yxqfv‡e cY¨ 

I ‡mev m¤ú‡K© wewfbœ evZ©v Dc ’̄’vcb Kiv hvq| Kv‡RB eª¨vÛ BKz¨BwU ‰Zwii ‡¶‡Î ‡Uwjwfkb weÁvc‡bi Ae`vb 

Ab¨Zg| ‡iwWI eZ©gv‡b Aw Í̄Z¡ msK‡U _vK‡jI GK mgq GwU AZ¨šÍ RbwcÖq weÁvcb gva¨g wn‡m‡e cwiwPZ wQj| 

wcÖ›U wgwWqvi cwiwa Av‡Mi Zzjbvq m¼ywPZ n‡q Avm‡jI cwÎKv¸‡jvi B‡jKUªwbK fvm©b (e-paper) GL‡bv GwU‡K 

Kvh©Ki ivL‡Z m¶g n‡q‡Q| GQvov mivmwi ‡hvMv‡hv‡Mi gva¨g wn‡m‡e B‡gBj Ges I‡qemvB‡Ui gva¨‡g weÁvcb 

cÖ`v‡bi ‡KŠkjwU eZ©gvb Z_¨ cÖhyw³i hy‡M Ab¨Zg cÖmvi ‡KŠkj wn‡m‡e we‡ewPZ n‡”Q| me ‡k‡l wej‡evW©, 

‡cv÷vi ev mvBb‡ev‡W©i gva¨‡g ’̄’vbwfwËK weÁvcb cÖ`k©‡bi aviYvwU GL‡bv Kvh©Ki Av‡Q hv eª¨vÛ BKz¨BwU ‰Zwii 

‡¶‡Î Ae`vb ‡i‡L P‡j‡Q|  

weµq cÖmvi n‡jv ¯̂í‡gqv‡` cY¨ ev †mevi weµq evov‡bvi Rb¨ †Kv¤úvwb KZ©„K M„nxZ wecYb Kvh©µ‡gi mgwó| 

weµq cÖmvi n‡jv Ggb GKwU ¯̂í‡gqv`x Kvh©Kjvc A_ev Dcv`vb hv cybtwe‡µZv, weµq Kg©x ev †fv³v‡`i Kv‡Q 

cY¨ µ‡qi Rb¨ mivmwi cÖ‡ivPbv, Advi, DÏxcbv ev f¨vjy ms‡hvRb wn‡m‡e KvR K‡i| Zvi gv‡b, weµq cÖmvi 

GKwU DÏxcK miÄvg hv ¯̂í‡gqv`x weµq e„w×i Rb¨ e¨eüZ nq| MÖvnK‡`i µ‡qi Kvib ˆZwi Kiv hw` weÁvc‡bi 

jÿ¨ n‡q _v‡K, Z‡e weµq cÖmv‡ii jÿ¨ n‡jv cY¨ †Kbvi Rb¨ MÖvnK‡`i g‡a¨ GKwU DÏxcbv ˆZwi Kiv| weµq 

cÖmvi cÖavbZ †fv³v ev evwYwR¨K weµq cÖmvi wnmv‡e Pvjy Kiv †h‡Z cv‡i| weµq cÖmv‡ii †fv³v cÖ‡Yv`bv n‡Z 

cv‡i bgybv, Kzcb, webvg~‡j¨ Uªvqvj Ges cÖ`k©b BZ¨vw`; evwbwR¨K ev e¨emvwqK cÖ‡Yv`bv n‡Z cv‡i g~j¨ n«vm, 

webvg~‡j¨i cY¨ Ges fvZv BZ¨vw`; Ges weµqKg©xi ev `‡ji cÖ‡Yv`bv n‡Z cv‡i m‡¤§jb, †UªW †kv, weµq Kg©x‡`i 

g‡a¨ cÖwZ‡hvwMZv BZ¨vw`| 

2| wg_w¯Œqv gv‡K©wUs (Interactive Marketing) : Z_¨ cÖhyw³i P~ovšÍ DrK‡l©i GB hy‡M eª¨vÛ BKz¨BwU  evov‡bvi 

‡gv¶g GKUv Dcvq n‡”Q wg_w¯Œqv gv‡K©wUs| wg_w¯Œqv gv‡K©wUs Ggb GKwU cÖwµqv hvi gva¨‡g mvgvwRK ‡hvMv‡hvM 

gva¨g, AwWI, wfwWI, Z_¨ wPÎ, ‡Mgm, eøwMs, B‡gj BZ¨vw`‡K Kv‡R jvwM‡q eª¨vÛ Ges ‡fv³vi g‡a¨ GKwU 

wØcvw¶K ‡hvMv‡hv‡Mi cø¨vUdg© ‰Zwi Kiv nq| Gi d‡j mivmwi ‡fv³v‡`i KvQ ‡_‡K eª¨vÛ m¤ú‡K© Zv‡`i fv‡jv 

jvMv ev g›` jvMvi e¨vcv‡i Rvbv m¤¢e nq hv eª¨vÛ‡K AviI kw³kvjx Kivi im` ‡hvMvq|  

eZ©gv‡b cÖvq cÖwZwU eª¨v‡Ûi mvgvwRK ‡hvMv‡hvM gva¨‡g d¨vb ‡cBR i‡q‡Q hvi gva¨‡g mivmwi ‡fv³v‡`i Kv‡Q cY¨ 

ev ‡mev m¤ú‡K© Z_¨ Dc ’̄’vcb Kiv m¤¢e n‡”Q Ges GKB mv‡_ ‡fv³vivI Zv‡`i gZvgZ, AvMÖn, mgv‡jvPbv BZ¨vw` 

cÖKvk Kivi my‡hvM cv‡”Q| Gfv‡eB wg_w¯Œqv gv‡K©wUs eª¨vÛ BKz¨BwU ‰Zwi‡Z mnvqZv Ki‡Q|  

3| B‡f›U I AwfÁZv (Event and Experience) : wecY‡b B‡f›U ej‡Z g~jZ we‡kl ‡Kvb NUbv, Drme ev ‡gjv 

BZ¨vw`‡K ‡evSvq ‡hLv‡b ‡Kvb eª¨v‡Ûi mv‡_ ‡fv³v‡`i m¤úK© AviI wbweo Kivi cÖ‡Póv Pvjv‡bv nq| B‡f›U 

AbjvBb Ges AdjvBb `ywU gva¨‡gB n‡Z cv‡i| eZ©gv‡b B-Kgvm© mvBU ¸‡jv‡Z gv‡S gv‡SB wewfbœ B‡f›U ‰Zwi 

K‡i eª¨vÛ ¸‡jvi cÖmvi Ki‡Z ‡`Lv hvq| G‡Z eª¨v‡Ûi mv‡_ ‡fv³v‡`i ‡hvMv‡hvM e„w× cvq hv eª¨vÛ BKz¨BwU ‰Zwi‡Z 

Kv‡R jv‡M| Aciw`‡K wecY‡b ÔAwfÁZvÕ Kvh©µ‡gi gva¨‡g ‡fv³v‡K ‡Kvb GKUv we‡kl KvR nv‡Z Kj‡g Kwi‡q 

eª¨v‡Ûi mv‡_ Zvi ‡hvMm~Î ’̄’vc‡bi ‡Póv Kiv nq| Gi d‡j ‡fv³viv eª¨vÛ AwfÁZv‡K `xN©w`b g‡b ivL‡Z cv‡ib hv 

eª¨vÛ BKz¨BwU ‰Zwi‡Z mivmwi cÖfve ‡d‡j|  

4| ‡gvevBj wecYb (Mobile Marketing): mv¤úªwZK mg‡q eª¨vÛ ‡hvMv‡hv‡Mi PZz_© GKwU aiY ‡ek RbwcÖq n‡q 

D‡V‡Q Ges fwel¨‡Zi eª¨vÛ ‡hvMv‡hvM e¨e ’̄’vcbvi Ab¨Zg wba©viK n‡q DV‡e e‡j aviYv Kiv hvq| GwU n‡jv 

‡gvevBj wecYb| ‡h‡nZz ‡fv³v‡`i nv‡Z nv‡Z ¯§vU©‡dvb ‡cŠu‡Q ‡M‡Q Ges ¯§vU©‡dvb ‡fv³v‡`i ‰`bw›`b 

Rxebhvc‡bi Ab¨Zg Abyl½ n‡q D‡V‡Q, ZvB ‡gvevB‡j weÁvcb eª¨vÛ e¨e ’̄’vcK‡`i Kv‡Q AZ¨šÍ RbwcÖq n‡q 

D‡V‡Q| wecyj cwigvY MÖvnK eZ©gv‡b cY¨ ‡KbvKvUv Ges `vg cwi‡kv‡ai Rb¨ ‡gvevBj e¨envi Ki‡Qb| A‡bK 

‡Kv¤úvwb ‡gvevBj ‡dv‡b AW©vi ev `vg cwi‡kv‡ai Rb¨ we‡kl Qvo w`‡q weµq e„w×‡Z mdj n‡q‡Q|    
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Kvh©Ki weÁvcb K¨v‡¤úBb wWRvB‡bi Dcv`vb mg~n 

Factors in Designing Effective Advertising Campaign  

weÁvcb K¨v‡¤úBb wWRvB‡b g~jZ `yB ai‡bi ‡KŠkj‡K Kv‡R jvMv‡bv nq| cÖ_gZ cwRkwbs ‡KŠkj ‡hLv‡b 

weÁvc‡bi gva¨‡g cY¨ ev ‡mev m¤úwK©Z we‡kl wKQz Z_¨ ‡fv³v‡`i Rvbv‡bvi ‡Póv Kiv nq| Gi gva¨‡gB Avm‡j 

evRv‡i cÖPwjZ cÖwZ‡hvMx eª¨vÛ ‡_‡K ‡Kv¤úvwbi eª¨vÛ‡K Avjv`v Kiv nq| wØZxqZ m„Rbkxj ‡KŠkj hvi gv‡b n‡”Q 

wKfv‡e Ges K‡ZvUv AvKl©Yxqfv‡e weÁvcbwU ‡fv³v‡`i Kv‡Q Dc ’̄’vcb Kiv hvq| GB `ywU ‡KŠkj‡K wN‡i i‡q‡Q 

‡ek wKQz Dcv`vb hv weÁvcb K¨v‡¤úBb wWRvB‡b e¨eüZ nq| John R. Rossiter Ges Larry Percy Gi g‡Z 

GKwU Kvh©Ki weÁvcb K¨v‡¤úB‡bi Dcv`vbmg~n wb¤œiƒc-  

1| eª¨vÛ BKz¨BwU ‰Zwii Rb¨ cwRkwbs ‡KŠkj wba©viY (Define Positioning to Establish Brand Equity):  

 (K) cÖwZ‡hvwMZvg~jK ‡idv‡iÝ ‡d«g (Competitive frame of reference): 

 -cÖwZ‡hvwMZvi aib -Afxó evRvi  

 (L) mv „̀k¨g~jK ‰ewkó¨ ev myweav (Point-of-parity attributes or benefits):  

 -K¨vUvMwi -cÖwZ‡hvwMZvg~jK 

 -cvi¯úwiK m¤úK©  

 (M) ‰emv „̀k¨g~jK ‰ewkó¨ ev myweav (Point-of-difference attributes or benefits):  

 -Avkvbyiƒc  -‡cÖiY ‡hvM¨  

 -cv_©K¨m~PK  

2| cwRkwbs ‡hvMv‡hv‡Mi Rb¨ D™¢vebx ‡KŠkj wPwýZKiY (Identify Creative Strategy to Communicate 

Positioning Concept):  

 (K) Z_¨wfwËK ‡KŠkj (Informational (benefit elaboration)):  

-mgm¨v I mgvavb -cÖ`k©b  

-cY¨ ZzjbvKiY  

-cY¨ m¤ú‡K© wbi‡c¶ cÖksmv  

 (L) iæcvšÍi ‡KŠkj (Transformational (imagery portrayal)):  

 -MZvbyMwZK A_ev D”PvKv•ÿx e¨envi Ae ’̄’v  -MZvbyMwZK A_ev D”PvKv•ÿx cY¨ e¨enviKvix  

 -eª¨vÛ cvi‡mvbvwjwU  

 (M) ‡cÖlYvwfwËK ‡KŠkj (Motivational (“borrowed interest” techniques)):  

 -‡KŠZzK`xß  -DòZve¨ÄK 

 -‡m· A¨vwcj  -m½xZ 

 -fq -we‡kl cÖfve  

g~jZ GB Dcv`vb mg~nB GKwU Kvh©Ki weÁvcb K¨v‡¤úBb wWRvB‡b e¨eüZ n‡q _v‡K hv weÁvc‡bi gva¨‡g eª¨vÛ 

BKz¨BwU ‰Zwi‡Z Ae`vb iv‡L|  

 

weµq cÖmvi 

Sales Promotion 
weµq e„w×i Rb¨ cÖ`Ë¡ ¯̂í‡gqvw` cÖ‡Yv`bv‡K weµq cÖmvi e‡j| GwU `yBfv‡e cÖ`vb Kiv ‡h‡Z cv‡i| mivmwi P~ovšÍ 

‡fv³v‡`i wWmKvD›U, GKUv wKb‡j GKUv wd« RvZxq Adv‡ii gva¨‡g cÖ‡Yv`bv ‡`qv hvq| A_ev P¨v‡bj m`m¨ Z_v 

ga¨ ’̄’e¨emvqx‡`i Avw_©K ev Abvw_©K cÖ‡Yv`bv ‡`qv ‡h‡Z cv‡i| `yB ‡¶‡ÎB D‡Ïk¨ _v‡K wKQz evowZ myweav cÖ`vb 

K‡i weµq evov‡bv| Kv‡RB weÁvcb ‡hLv‡b ‡fv³v‡`i mvg‡b cY¨ ev ‡mev µq Kivi ‡hŠw³K KviY Dc ’̄’vcb K‡i, 

‡mLv‡b weµq cÖmvi cÖ‡Yv`bv cÖ`v‡bi gva¨‡g wewfbœ c¶‡K weµq evov‡Z DrmvwnZ K‡i| Gevi weµq cÖmv‡ii `ywU 

D‡jøL‡hvM¨ aib m¤ú‡K© Av‡jvPbv Kiv hvK|  
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(K) ‡fv³v cÖmvi (Consumer Promotion): weµq cÖmvi Kvh©µ‡gi AvIZvq hLb mivmwi P~ovšÍ ‡fv³v‡`i wewfbœ 

Dcv‡q cÖ‡Yv`bv ‡`qv nq ZLb ‡mwU‡K e‡j ‡fv³v cÖmvi| eûj e¨eüZ ‡fv³v cÖmvi Kvh©µ‡gi g‡a¨ m¨v¤új 

weZiY, wWmKvD›U, wd« cY¨ Advi, widvÛ ev K¨vk e¨vK Advi BZ¨vw`| 

‡fv³v cÖmv‡ii gva¨‡g g~jZ ‡fv³v‡`i wKQz evowZ myweav cÖ`v‡bi wewbg‡q Zv‡`i µq wm×všÍ, cQ›`, µ‡qi 

cwigvY, µ‡qi mgq BZ¨vw`‡K cÖfvweZ Kivi gva¨‡g eª¨v‡Ûi weµq evov‡bvi ‡Póv Kiv nq| ‡hgb wWmKvD›U ev 

g~j¨ Qvo Advi Pjv Ae ’̄’vq A‡bK ‡fv³viv cY¨ ev ‡mev ‡Kbvi B‡”Q bv _vK‡jI ‡Kej wKQz evowZ myweav cvevi 

Avkvq ‡kl ch©šÍ µq wm×všÍ wb‡q ‡d‡j| G‡Z K‡i GKw`‡K ‡hgb weµq ev‡o, ‡Zgwb GKB mv‡_ eª¨v‡Ûi cwiwPwZ 

e„w×i d‡j eª¨vÛ BKz¨BwU ‰Zwi nq|  

(L) ‡UªW ev evwYwR¨K weµq cÖmvi (Trade Promotion): ‡UªW cÖmvi n‡”Q GK ai‡bi Avw_©K myweav hv wewfbœ 

Dcv‡q cwi‡ekK, wWjvi, cvBKvix I LyPiv we‡µZv Ges Ab¨vb¨ P¨v‡bj m`m¨‡`i ‡`qv nq hv‡Z K‡i Zviv GKwU 

wbw`©ó eª¨v‡Ûi weµq e„w×‡Z KvR Ki‡Z AvMÖnx n‡Z cv‡i| ‡UªW cÖmvi Kvh©µg wewfbœfv‡e m¤úbœ Kiv n‡q _v‡K| 

‡hgb Avw_©K cÖ‡Yv`bv, cY¨ cÖ`k©bx, cÖwZ‡hvwMZv Av‡qvRb, cÖwk¶Y cÖ`vb, cÖ‡gv` ågY, ‡UªW ‡kv BZ¨vw`| ‡UªW 

cÖmvi eª¨vÛ BKz¨BwU ‰Zwi‡Z we‡kl K‡i bZzb eª¨v‡Ûi cwiwPwZKi‡Y we‡kl f~wgKv cvjb K‡i| P¨v‡bj m`m¨MY 

Zvu‡`i e¨emvwqK myweavi K_v gv_vq ‡i‡L bZzb eª¨vÛ‡K ‡fv³v‡`i Kv‡Q BwZevPKfv‡e Dc ’̄’vcb K‡i| G‡Z 

‡fv³viv bZzb eª¨v‡Ûi cÖwZ AvMÖnx n‡q I‡V Ges GK ch©v‡q µq wm×v‡šÍ DcbxZ nq| 

Aciw`‡K ‡UªW cÖmvi Kvh©µ‡gi Abycw ’̄’wZ bZzb eª¨vÛ cwiwPwZKi‡Yi ‡¶‡Î weivU evav wn‡m‡e Avwef©~Z nq| cÖ_g 

evav Av‡m ¯̂qs P¨v‡bj m`m¨M‡Yi KvQ ‡_‡KB| ‡h cY¨ weµq Ki‡j P¨v‡bj m`m¨‡`i myweav cÖvwßi Avkv Kg, ‡mB 

c‡Y¨i e¨vcv‡i AvMÖn Kg _vKvUvB ¯̂vfvweK| Kv‡RB eª¨vÛ cwiwPwZKiY Ges eª¨vÛ BKz¨BwU ‰Zwi‡Z ‡UªW cÖmv‡ii 

f~wgKv Ab¯̂xKvh©|  

 

B‡f›U ¯úÝikx‡ci ‡hŠw³KZv  

Rationale of Event Sponsorship 
B‡f›U ¯úÝikxc ej‡Z ‡Kvb GKUv we‡kl B‡f‡›U ‡Kv¤úvwb ev eª¨v‡Ûi ¯úÝikxc µq‡K ‡evSvq hvi gva¨‡g ‡mB 

‡Kv¤úvwb ev eª¨vÛ D³ B‡f‡›Ui m‡½ RwoZ Ges AvMÖnx eû msL¨K eZ©gvb I m¤¢ve¨ ‡fv³v‡`i j¶¨ K‡i Zv‡`i 

cÖmvi Kvh©µg cwiPvjbvi AwaKvi AR©b K‡i| B‡f›U ¯úÝikxc GKwU RbwcÖq I djcÖm~ cÖmvi ‡KŠkj| wb‡P B‡f›U 

¯úÝikx‡ci ‡hŠw³KZv ev KviY mg~n Av‡jvPbv Kiv n‡jv-  

1| we‡kl ‡kÖwYi Afxó evRvi (Particular Target Market)t cÖwZwU B‡f›U GK GKwU we‡kl ‡kÖwYi Afxó 

evRvi| ‡hgb wek¦Kvc dzUej ‡Ljvi `k©Kiv mvaviYZ µxov ‡cÖwg, AviI wbw`©ó K‡i ej‡Z ‡M‡j dzUej ‡cÖwg| 

Kv‡RB GB B‡f›UwU µxov ‡cÖwg Z_v dzUej ‡cÖwg ‡fv³v‡`i wb‡q MwVZ GKwU Afxó evRvi hv ‡¯úvU©m eª¨vÛ¸‡jvi 

Rb¨ AwZ ¸iæZ¡c~Y©|  

2| eª¨vÛ m¤ú‡K© BwZevPK g‡bvfve m„wó (Positive Brand Perception)t ‡Kvb we‡kl B‡f‡›U AvMÖnx 

‡fv³viv ‡m B‡f‡›U ¯úÝiKvix eª¨vÛ¸‡jvi e¨vcv‡i GKUv BwZevPK g‡bvfve ‡cvlY K‡ib hv cieZ©x‡Z eª¨vÛ 

BKz¨BwU ‰Zwi‡Z Ae`vb iv‡L|  

3| eª¨vÛ B‡gR ‰Zwi‡Z myweav (Creating Brand Image)t B‡f‡›Ui mv‡_ eª¨v‡Ûi bvg RwoZ nIqvi d‡j 

B‡f‡›Ui cvkvcvwk Lye mn‡RB ‡fv³viv ¯úÝi eª¨vÛ ¸‡jv‡K ¯§iY Ki‡Z cv‡i| G‡Z eª¨vÛ B‡gR ‰Zwi mnR nq| 

‡hgb wek¦Kvc dzUe‡ji ‡h ‡Kvb Avm‡i ‡Kvb ‡L‡jvqvi cwieZ©‡bi wPÎ Kíbvq G‡jB wek¦weL¨vZ myBm Nwoi eª¨vÛ 

Hublot Gi K_v gv_vq Av‡m| KviY Hublot `xN©w`b a‡i wddv wek¦Kv‡ci UvBg wKcvi ¯úÝi wn‡m‡e KvR K‡i 

Avm‡Q|  

4| µq wm×v‡šÍ cÖfve (Influencing Purchase Decision)t ‡Kej B‡f›U wcÖq, ZvB ‡m B‡f‡›U ‡h eª¨vÛ 

¸‡jv ¯úÝi K‡iwQ‡jv, ‡Kvb cY¨ ev ‡mev µq Ki‡Z ‡M‡j Afxó ‡fv³viv ‡mB eª¨vÛ‡KB µq wm×všÍ MÖn‡Yi 

cÖwµqvq GwM‡q iv‡L| ZvB B‡f›U ¯úÝikxc ‡fv³v‡`i eª¨vÛ µ‡qi ‡¶‡Î AvMÖnx K‡i ‡Zv‡j|  
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5| G·‡cwiqvÝ gv‡K©wUs Gi Ask (Part of an Experiential Marketing)t B‡f›U GKB mv‡_ 

G·‡cwiqvÝ gv‡K©wUs Gi Ask wn‡m‡e KvR K‡i| KviY cÖwZwU B‡f›U ‡fv³v‡`i Rb¨ GK Abb¨ AwfÁZvi gva¨g 

n‡q `vuovq| Kv‡RB ‡m AwfÁZvi mv‡_ RwoZ eª¨vÛ‡K ‡fv³viv `xN©w`b g‡b ivL‡Z cv‡i|  

6| mvgvwRK Dbœq‡b Ae`vb (Promoting Social Development)t A‡bK mvgvwRK Dbœqb ev mgvR 

m‡PZbZvg~jK Abyôv‡b eª¨vÛ¸‡jv ¯úÝi K‡i _v‡K| G‡Z K‡i Rbg‡b ‡mB eª¨vÛ m¤ú‡K© BwZevPK aviYv M‡o I‡V 

Ges ‡fv³viv Zv‡`i Av‡e‡Mi mv‡_ eª¨vÛ‡K hy³ K‡i ‡d‡j| G‡Z eª¨vÛ AviI kw³kvjx n‡q I‡V|  

7| ‡fv³v‡`i we‡kl myweav cÖ`vb (Entertain Key Clients)t A‡bK ‡¶‡Î eª¨vÛ ‡h B‡f‡›U ¯úÝi K‡i, 

‡mLv‡b D³ eª¨v‡Ûi ‡fv³v‡`i Rb¨ we‡kl myweav cÖ`vb Kiv n‡q _v‡K| G‡Z K‡i ‡fv³viv eª¨v‡Ûi cÖwZ AviI ‡ewk 

Av ’̄’vkxj Ges AbyMZ n‡q c‡o hv eª¨vÛ BKz¨BwU ‰Zwi‡Z mnvqZv K‡i|  

8| Zvr¶wYK weµq (Triggering Instatnt Sales)t A‡bK B‡f‡›U ¯úÝiKvix eª¨v‡Ûi cY¨ ev ‡mevi 

Zvr¶wYK weµq m¤úbœ n‡q _v‡K| ‡fv³viv AvMÖnx n‡q D³ eª¨v‡Ûi cY¨ ev ‡mev Zvr¶wYKfv‡eB µ‡qi wm×všÍ 

wb‡q _v‡K|  

G mg Í̄ Kvi‡YB B‡f›U ¯úÝikxc‡K GKwU Ab¨Zg Kvh©Kix I djcÖm~ cÖmvi gva¨g wn‡m‡e we‡ePbv Kiv nq|  

 

eª¨vÛ cwiea©K  

Brand Amplifiers 
eª¨vÛ cwiea©K n‡jv wKQz wecYb ‡hvMv‡hvM Dcv`vb hv MZvbyMwZK cÖmvi Kvh©µg Z_v weÁvcb, weµq cÖmvi BZ¨vw`i 

cÖfve‡K AwaKZi Kvh©Kix K‡i Zzj‡Z mnvqZv K‡i| GwU ỳB ai‡bi n‡q _v‡K- 

(K) Rbms‡hvM I cvewjwmwU ev cªPvi (Public Relations and Publicity): GKwU ‡Kv¤úvwbi cY¨ ev eª¨v‡Ûi 

e¨vcv‡i Rbmvavi‡Yi gv‡S BwZevPK aviYv ev B‡gR ‰Zwii Rb¨ MYms‡hvM I cvewjwmwU Kiv nq| GwU wewfbœ 

ai‡bi n‡Z cv‡i| ‡hgb ‡cÖm wiwjR, wgwWqv B›UviwfD, ‡cÖm Kbdv‡iÝ, wdPvi AvwU©Kvj, wbDR ‡jUvi, d‡UvMÖvd, 

wdj¥, evwl©K cÖwZ‡e`b BZ¨vw`| Gi d‡j g~jZ weÁvcb ev weµq cÖmvi ai‡bi Kvh©µg‡K AviI ‡eMevb Kivi ‡Póv 

Kiv nq|  

 

Kotler & Armstrong -Gi g‡Z, ÒPublic relations (PR) is building good relations with the company's 

various publics by obtaining favorable publicity, building up a good corporate image and handling or 

heading off unfavorable rumors, stories and events.Ó A_©vr, Rbms‡hvM (PR) n‡jv †Kv¤úvwbi wewfbœ 

Rbmvavi‡Yi mv‡_ fvj m¤úK© ˆZwi K‡i AbyK‚j cÖPvi jvf Kiv, GKwU fvj K‡c©v‡iU B‡gR ˆZwi Kiv Ges cÖwZK‚j 

¸Re, Mí Ges NUbv¸‡jv‡K ~̀i Kiv| 

 

Belch & Belch-Gi g‡Z, ÒPublicity refers to nonpersonal communications regarding an organization, 

product, service or idea that is not directly paid for or run under identified sponsorship.Ó A_©vr, cÖPvi ej‡Z 

GKwU ms ’̄’v, cY¨, †mev ev aviYv m¤úwK©Z Ggb GKwU Ae¨w³MZ †hvMv‡hvM‡K †evSvq †hwUi Rb¨ mivmwi A_© cÖ`vb 

Kiv nq bv ev wbw`©ó D‡`¨v³vi Aax‡b cwiPvwjZ nq bv|  

GQvov mvaviY gvby‡li Kv‡Q eª¨vÛ‡K BwZevPKfv‡e Dc ’̄’vc‡bi gva¨‡g eª¨vÛ B‡gR I eª¨vÛ BKz¨BwU evov‡bvi cÖ‡Póv 

Pvjv‡bv nq| ‡Kej BwZevPK B‡gR ‰ZwiB bq, MYms‡hvM I cvewjwmwU eª¨vÛ m¤ú‡K© ‡h ‡Kvb ai‡bi ‡bwZevPK 

cÖPviYv, ¸Re, AccÖPvi BZ¨vw` iæ‡L w`‡ZI Kvh©Kix f~wgKv cvjb K‡i| 

(L) IqvW© Ae gvD_ ev gy‡Li K_vq wecYb| (Word of Mouth): GKRb ‡fv³v ‡Kvb eª¨vÛ e¨envi Kivi ci 

fv‡jv jvMv ev g›` jvMv mvaviYZ A‡b¨i Kv‡Q cÖKvk K‡i| GB welqwU Ab¨‡`i gv‡S ‡mB eª¨vÛ m¤ú‡K© GKUv 

mvaviY aviYv ‰Zwi K‡i ‡`q hv eª¨vÛ B‡g‡Ri mv‡_ mivmwi m¤úK©hy³| mvaviY ‡fv³v‡`i gy‡L gy‡L eª¨vÛ m¤ú‡K© 

‡h gšÍe¨ Ny‡i ‡eovq ZvB n‡”Q IqvW© Ae gvD_ ev gy‡Li K_vq wecYb| ‡fv³viv ‡h ‡Kvb cY¨ ev ‡mev m¤ú‡K© 

Rvb‡Z PvB‡j cÖ_‡gB cwiev‡ii m`m¨ A_ev eÜy‡`i ¯§iYvcbœ nq| Kv‡RB GB ‡kÖwYi Kv‡Q eª¨vÛ m¤ú‡K© BwZevPK 

aviYv ‰Zwi KivUv GKUv P¨v‡jÄ| 
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hw`I IqvW© Ae gvD_ ‡Kvb A_© cÖ`Ë cÖmvi gva¨g bq, Zey AvaywbK wecY‡bi hy‡M G ‡¶‡ÎI A‡_©i ms‡køl j¶¨ 

Kiv hvq hv‡K ejv n‡”Q Influencer Marketing. Gi gva¨‡g mvgvwRK ‡hvMv‡hvM gva¨g e¨envi K‡i hv‡i d¨vb 

d‡jvqvi ‡ewk Zv‡`i gva¨‡g eª¨vÛ m¤ú‡K© BwZevPK IqvW© Ae gvD_ Qwo‡q ‡`qvi ‡Póv Kiv nq| wewbg‡q Zv‡`i 

Avw_©K myweav ev wd« cY¨ cÖ`vb Kiv nq| B-Kgvm© mvB‡U eª¨vÛ m¤ú‡K© A‡bK mgq ‡cBW Kv‡÷vgvi wiwfD ‡`qv nq 

hv‡Z K‡i Ab¨ ‡fv³viv cY¨wU ‡Kbvi e¨vcv‡i AvMÖn ‡eva K‡i|  

 

mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi gvb`Û  

Criteria for Integrated Marketing Communication (IMC) Programme 
mgwš^Z wecYb ‡hvMv‡hvM Ggb GKwU cÖwµqv ‡hLv‡b ‡KŠkjMZfv‡e wecYb ‡hvMv‡hv‡Mi mv‡_ RwoZ wewfbœ c¶, 

Kb‡U›U, P¨v‡bj Ges djvdj e¨e ’̄’vcbv Kiv nq hv‡Z wecYb ‡hvMv‡hvM D‡Ïk¨ AwR©Z nq| mgwš^Z wecYb 

‡hvMv‡hvM ‡cÖvMÖv‡gi QqwU gvb`Û i‡q‡Q hv ms‡¶‡c 6Cs bv‡g cwiwPZ| wb‡P G m¤ú‡K© we Í̄vwiZ Av‡jvPbv Kiv 

n‡jv-  

1| Coverage (cwiwa)t cwiwa ej‡Z wVK Kx cwigvY `k©K ev ‡kÖvZv wecYb ‡hvMv‡hv‡Mi AvIZvq G‡jv ‡m 

welqwU‡K ‡evSv‡bv nq| GKwU wbw`©ó ‡hvMv‡hvM gva¨g Øviv Kx cwigvY ‡fv³vi wbKU evZ©v ‡cŠuQv‡bv m¤¢e ‡m 

welqwU ¸iæZ¡ mnKv‡i we‡kølY Kiv nq| GwU mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi GKwU Ab¨Zg gvb`Û|  

2| Contribution (Ae`vb)t Ae`vb ej‡Z GKwU wecYb ‡hvMv‡hvM cÖ‡Póvi gva¨‡g ‡fv³v‡`i gv‡S wVK Kx 

cwigvY BwZevPK cÖfve ‰Zwi Kiv m¤¢e n‡q‡Q ‡m welqwU‡K ‡evSv‡bv nq| G‡¶‡Î ‡h ‡hvMv‡hvM gva¨g hZ 

‡ewk cÖfve ‡dj‡Z cvi‡e, ‡mwU ZZ ‡ewk Kvh©Ki e‡j MY¨ n‡e|  

3| Commonality (mv „̀k¨)t wecYb ‡hvMv‡hv‡Mi wewfbœ cÖKvi‡f` Av‡Q| wKš‘ mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi 

GKwU Ab¨Zg gvb`Û n‡”Q wecY‡bi wewfbœ cÖKvi‡f‡`i g‡a¨ eª¨vÛ m¤ú‡K© GKwU GKK ‰ewkó¨ ev wgj _vK‡Z 

n‡e| G‡Z K‡i ‡fv³v‡`i g‡b eª¨vÛ m¤ú‡K© GKwU ¯úó wPÎ ev ’̄’vqx aviYv ‰Zwi n‡e hv eª¨vÛ BKz¨BwU ‰Zwii 

Rb¨ Riæix|  

4| Complementary (cwic~iK)t mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖvg n‡e G‡K A‡b¨i cwic~iK| GLv‡b hZ¸‡jv 

wecYb ‡hvMv‡hv‡Mi Dcvq e¨envi Kiv ‡nvK bv ‡Kb, cÖwZwU Kvh©µg Ab¨vb¨ mKj Kvh©µ‡gi mv‡_ mgš^q I 

mn‡hvwMZvi k‡Z© KvR Ki‡e hv‡Z ‡fv³v‡`i Kv‡Q eª¨vÛ m¤ú‡K© GK I Awfbœ evZ©v ‡cŠuQvq|  

5| Conformability (msMwZc~Y©)t GKwU mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖvg Ggb cÖK…wZi nIqv `iKvi hv mKj 

‡kÖwY ‡ckvi ‡fv³v‡`i Rb¨ mgvb fv‡e Kvh©Kix I msMwZc~Y© n‡Z cv‡i| wKQz ‡fv³v nq‡Zv Av‡M ‡_‡KB eª¨vÛ 

m¤ú‡K© ‡R‡b _vK‡Z cv‡i| Avevi wKQz ‡fv³v cvIqv hv‡e hv‡`i wbw`©ó ‡Kvb eª¨vÛ m¤ú‡K© ‡Kvb aviYvB ‡bB| 

GB `yB ‡kÖwYi ‡fv³v‡`i K_v gv_vq ‡i‡LB mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖvg nv‡Z wb‡Z n‡e|  

6| Cost (e¨q)t Av‡Mi mg Í̄ gvb`Û ZLbB h_v_© e‡j cÖZxqgvb n‡e, hLb mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi e¨q 

ev LiP n‡e h_vh_ Ges Li‡Pi wecix‡Z djvdj Avm‡e Kvw•ÿZ gvÎvq| h_v m¤¢e ¯̂í e¨‡q AwaK msL¨K 

‡fv³v‡`i Kv‡Q eª¨vÛ m¤ú‡K© evZ©v ‡cŠu‡Q ‡`qvB mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi g~j j¶¨|  

 

mgwš^Z wecYb ‡hvMv‡hvM wba©vi‡Yi gvb`Û e¨envi  

Using IMC Choice Criteria   
mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖvg wWRvB‡b Av‡jvP¨ gvb`Û c_ wb‡`©k‡Ki f~wgKv cvjb K‡i| G‡¶‡Î `ywU avc 

i‡q‡Q- 

1| ‡hvMv‡hv‡Mi weKímg~n g~j¨vqb (Evaluating Communication Options): cÖ_‡g mgwš^Z wecYb ‡hvMv‡hv‡Mi 

‡h weKí gva¨g ev cÖKvi‡f` i‡q‡Q ‡m¸‡jv g~j¨vqb Ki‡Z n‡e| g~j¨vq‡bi ‡¶‡Î wewfbœ weKí ‡hvMv‡hvM gva¨‡gi 

e¨q, cÖfve, kw³kvjx I `ye©j w`K mg~n we‡ePbv Kiv ‡h‡Z cv‡i| Gme wel‡qi Dci wbf©i K‡i me‡P‡q Kvh©Kix 
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‡hvMv‡hvM gva¨g ev gva¨gmg~n wba©viY Ki‡Z nq| cY¨ ev ‡mevi aib Ges ‡fv³v‡`i ‡kÖwY Abyhvqx ‡h ‡hvMv‡hvM 

gva¨g‡K AwaKZi djcÖm~ g‡b n‡e, A‡bK¸‡jv weKí ‡_‡K ‡mB ‡hvMv‡hvM gva¨g‡KB ‡e‡Q wb‡Z n‡e|  

2| AMÖvwaKvi I fvimvg¨ cÖwZôv (Establishing Priorities and Trade-offs): ‡hvMv‡hv‡Mi weKí mg~n g~j¨vq‡bi 

ci m¤¢ve¨ weKí¸‡jvi ga¨ n‡Z AMÖvwaKvi wfwË‡Z GK ev GKvwaK ‡hvMv‡hvM Dcvq‡K ‡e‡Q ‡bqv nq| ‡h‡nZz 

weKí mg~n G‡K A‡b¨i mv‡_ m¤úK©hy³, Kv‡RB weKí mg~‡ni g‡a¨ GKwU fvimvg¨g~jK wm×v‡šÍ Avm‡Z nq| 

G‡¶‡Î ‡hvMv‡hvM D‡Ïk¨, ¯̂í I `xN© ‡gqv` BZ¨vw` we‡ePbv Kiv nq| fvimvg¨ cÖwZôvi ‡¶‡Î wZbwU m¤¢ve¨ weKí 

n‡Z cv‡i- 

 Ômv „̀k¨Õ Ges Ôcwic~iKÕ mvaviYZ wecixZfv‡e m¤úK©hy³| 

 ÔmsMwZc~Y©Õ Ges Ôcwic~iKÕI wecixZfv‡e m¤úK©hy³| 

 Ômv „̀k¨Õ Ges ÔmsMwZc~Y©Õ Gi g‡a¨ ‡Kvb AvšÍtm¤úK© ‡bB|  

‡hvMv‡hvM wba©vi‡Yi gvb`Û mg~n we‡ePbvq wb‡q h_v_©fv‡e mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖvg ev Í̄evq‡bi gva¨‡g eª¨vÛ 

BKz¨BwU ‰Zwii ‡Póv Kiv nq| 

 

 

mvims‡ÿc:  

wecYb ‡hvMv‡hv‡Mi me‡P‡q RbwcÖq Ges me©vwaK e¨eüZ nvwZqvi¸‡jvi g‡a¨ Ab¨Zg n‡”Q weÁvcb I cÖmvi, 

wg_w¯Œqv wecYb, B‡f›U I AwfÁZv Ges ‡gvevBj wecYb| wbw`©ó D‡`¨v³v KZ©…K A_© cÖ`Ë Dcv‡q cb¨, ‡mev ev 

aviYvi ‰be¨©w³K ev Ae¨w³K Dc ’̄’vcbv‡K weÁvcb e‡j| Avi weµq cÖmvi nj GKwU cY¨ ev ‡mevi µq ev 

weµq‡K DrmvwnZ Kivi Rb¨ ‡Kv¤úvwb cÖ`Ë ¯̂í‡gqv`x cÖ‡Yv`bv| wg_w¯Œqv wecYb n‡jv wewfbœ mvgvwRK ‡hvMv‡hvM 

gva¨g, AwWI, wfwWI, Z_¨ wPÎ, ‡Mgm, eøwMs,  B-‡gBj BZ¨vw`‡K Kv‡R jvwM‡q eª¨vÛ Ges ‡fv³vi g‡a¨ GKwU 

wØcvw¶K ‡hvMv‡hv‡Mi cø¨vUdg© ‰Zwi Kivi GKwU cÖwµqv| wecY‡b B‡f›U ej‡Z g~jZ we‡kl ‡Kvb mgv‡ek, NUbv, 

Drme ev ‡gjv BZ¨vw`‡K ‡evSvq ‡hLv‡b ‡Kvb eª¨v‡Ûi mv‡_ ‡fv³v‡`i m¤úK© AviI wbweo Kivi my‡hvM ‰Zwi nq| 

Aciw`‡K ÔAwfÁZvÕ n‡jv ‡fv³v‡K ‡Kvb GKUv we‡kl KvR nv‡Z Kj‡g Kwi‡q eª¨v‡Ûi mv‡_ Zvi ‡hvMm~Î ’̄’vc‡bi 

Rb¨ M„nxZ Kvh©µg| Gm‡ei cvkvcvwk mv¤úªwZK mg‡q ‡fv³v‡`i nv‡Z nv‡Z ¯§vU©‡dvb ‡cŠu‡Q hvIqvq Ges 

‰`bw›`b Rxebhvc‡bi Ab¨Zg Abyl½ n‡q DVvq, ‡gvevB‡j weÁvcb eª¨vÛ e¨e ’̄’vcK‡`i Kv‡Q MÖnb‡hvM¨Zv 

‡c‡q‡Q| eª¨vÛ weÁvcb wcÖ›U, ‡iwWI, ‡Uwjwfkb Ges wWwRUvj wgwWqvi g‡Zv wewfbœ gva¨‡g cÖ`vb Kiv hvq| 

Kvh©Ki weÁvcb cÖPvivwfhvb cwiPvjbvi Rb¨ cwRkwbs ‡KŠkj I m„Rbkxj ‡KŠk‡ji mgš^‡q Kg©m~Px MÖnY Kiv nq| 

weµq cÖmvi cÖavbZ ‡fv³v ev evwYwR¨K weµq cÖmvi wn‡m‡e Pvjy Kiv ‡h‡Z cv‡i| B‡f›U ¯úÝikx‡ci gva¨‡g 

we‡kl ‡kÖwYi Afxó evRvi ‰Zwi Kiv hvq, eª¨vÛ m¤ú‡K© BwZevPK g‡bvfve m„wó Kiv hvq, eª¨vÛ B‡gR ‰Zwi Kiv 

hvq, µq wm×všÍ cÖfvweZ Kiv hvq, mvgvwRK Dbœq‡b Ae`vb ivLv hvq Ges Zvr¶wYK weµq my‡hvM m„wó Kiv hvq| 

eª¨vÛ cwiea©K n‡jv wKQz wecYb ‡hvMv‡hvM Dcv`vb hv MZvbyMwZK cÖmvi Kvh©µg Z_v weÁvcb, weµq cÖmvi 

BZ¨vw`i cÖfve‡K AwaKZi Kvh©Kix K‡i Zzj‡Z mnvqZv K‡i| GwU `yB ai‡bi n‡q _v‡K-Rbms‡hvM I cvewjwmwU 

ev cÖPvi Ges IqvW© Ae gvD_ wecYb| Rbms‡hvM ej‡Z ‡evSvq Ab¨iv Kxfv‡e GKRb e¨w³, eª¨vÛ ev ‡Kv¤úvwb‡K 

‡`‡L Ges Abyfe K‡i ZviB mdj e¨e ’̄’vcbv| Avi cÖPvi nj mivmwi mgq Ges ’̄ ’v‡bi Rb¨ A_© cÖ`vb bv K‡i 

wgwWqv‡Z evwYwR¨Kfv‡e D‡jøL‡hvM¨ msev` ’̄’vcb K‡i GKwU eª¨vÛ, Advi ev e¨emv m¤ú‡K© ‡hvMv‡hvM|  Ab¨w`‡K 

‡fv³v‡`i gy‡L gy‡L eª¨vÛ m¤ú‡K© ‡h gšÍe¨ Ny‡i ‡eovq ZvB n‡”Q IqvW© Ae gvD_ ev gy‡Li K_vq wecYb| wecYb 

‡hvMv‡hvM D‡Ïk¨ AR©‡bi Rb¨ wecYb ‡hvMv‡hv‡Mi mv‡_ RwoZ wewfbœ c¶, Kb‡U›U, P¨v‡bj Ges djvd‡ji 

‡KŠkjMZ e¨e ’̄’vcbv‡K mgwš^Z wecYb ‡hvMv‡hvM e‡j| mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi QqwU gvb`Û i‡q‡Q 

h_v- cwiwa, Ae`vb, mv`„k¨, cwic~iK, msMwZc~Y©, Ges e¨q| 
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BDwbU DËi  g~j¨vqb  

 

1. eª¨vÛ Dcv`vb Kx?    

2. eª¨vÛ Dcv`v‡bi wewfbœ cÖKvi‡f`/weKí I ‡KŠkjmg~n eY©bv Kiæb|  

3. eª¨vÛ Dcv`vb wba©viY Kivi wbY©vqKmg~n we‡kølY Kiæb|  

4. eª¨vÛ Dcv`vb ‡Kb cQ›` Ki‡Z nq?  

5. eª¨vÛ bvg Kx? 

6. eª¨vÛ bvg wba©vi‡Y we‡eP¨ welqmg~n e¨vL¨v Kiæb|   

7. eª¨vÛ bvgKi‡Yi cÖwµqv Av‡jvPbv Kiæb|  

8. Kvh©Ki eª¨vÛ bv‡gi ¸Yvejx eY©bv Kiæb|  

9. eª¨vÛ bv‡gi ¸iæZ¡ Av‡jvPbv Kiæb|  

10. BDAviGj Kx?  

11. BDAviGj Gi ¸iæZ¡ eY©bv Kiæb|    

12. ‡jv‡Mv Ges cÖZxK ej‡Z Kx eySvq?  

13. ‡jv‡Mv Ges cÖZx‡Ki ¸iæZ¡ Av‡jvPbv Kiæb|  

14. eª¨vÛ PwiÎ ej‡Z Kx eySvq? 

15. eª¨vÛ Pwi‡Îi ¸iæZ¡ Av‡jvPbv Kiæb|  

16. ‡ ø̄vMvb ej‡Z Kx eySvq?  

17. ‡ ø̄vMv‡bi myweavmg~n e¨vL¨v Kiæb|    

18. SsKvi ej‡Z Kx eySvq?  

19. SsKv‡ii mydj eY©bv Kiæb|  

20. ‡gvoKxKiY ev c¨v‡KwRs ej‡Z Kx eySvq?  

21. c¨v‡KwRs Gi D‡Ïk¨  eY©bv Kiæb|  

22. c¨v‡KwRs Gi ¸iæZ¡ Av‡jvPbv Kiæb|  

23. c¨v‡KwRs cwieZ©b Gi KviYmg~n e¨vL¨v Kiæb|  

24. wecY‡bi bZzb „̀wófw½ we‡kølY Kiæb|  

25. cY¨ †KŠkj ej‡Z Kx eySvq?  

26. weµ‡qvËi ‡µZv e¨e ’̄vcbvi Dcvqmg~n eY©bv Kiæb|  

27. g~j¨ m¤ú‡K© ‡fv³vi AwfgZ Abyave‡bi Dcvqmg~n eY©bv Kiæb|  

28. g~j¨ m¤ú‡K© ‡fv³v‡`i Awfg‡Zi wfwË‡Z g~j¨ wba©vi‡Yi c×wZ I we‡eP¨ welqmg~n eY©bv Kiæb|   

29. f¨vjy wbf©i g~j¨ wba©viY cÖwµqvi Dcv`vbmg~n e¨vL¨v Kiæb|  

30. g~j¨ w ’̄wZkxjZvi KviY we‡kølY Kiæb|  

31. cÖYvjx wWRvBb ej‡Z Kx eySvq?  

32. c‡iv¶ eÈb cÖYvjx e¨vL¨v Kiæb|  

33. cÖZ¨¶ eÈb cÖYvjx e¨vL¨v Kiæb|  

34. AbjvBb ‡KŠkj ej‡Z Kx eySvq?  

35. wecYb ‡hvMv‡hv‡Mi Dcvq mg~n eY©bv Kiæb|  

36. ‡hvMv‡hv‡Mi Z_¨ cÖwµqvKiY g‡Wj Av‡jvPbv Kiæb|  

37. GKwU bZzb weÁvcb cªPvivwfhv‡bi m¤¢ve¨ fyjmg~n Av‡jvPbv Kiæb|  

38. GKwU Av`k© weÁvcb cªPvivwfhv‡bi d‡j Kx AwR©Z nq?  
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39. GKvwaK cÖmvi Dcv`v‡bi hyMcr e¨env‡ii ‡¶Î¸‡jv Av‡jvPbv Kiæb|   

40. cÖavb wecYb ‡hvMv‡hvM Dcvqmg~n eY©bv Kiæb|   

41. Kvh©Ki weÁvcb K¨v‡¤úBb wWRvB‡bi Dcv`vb mg~n eY©bv Kiæb|  

42. weµq cÖmvi ej‡Z Kx eySvq?  

43. B‡f›U ¯úÝikx‡ci ‡hŠw³KZv we‡kølY Kiæb|  

44. eª¨vÛ cwiea©K Kv‡K e‡j?  

45. mgwš^Z wecYb ‡hvMv‡hvM ‡cÖvMÖv‡gi gvb`Û¸‡jv wb‡q Av‡jvPbv Kiæb|   

46. mgwš^Z wecYb ‡hvMv‡hvM wba©vi‡Yi gvb`Û e¨envi wb‡q Av‡jvPbv Kiæb| 
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