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Marketing Program and Brand Equity

glﬁﬁil

TS TAWIE ZET AFG ToF SAM @IN- NI, T, TN, doiF T ©F A1 I @3 Jrocs e Fare
GR AR FIE AP A FACS AR B | GF TAMSET TS TPo GR TSI TG Cofs
GG S ACL | AA JITS ToAMTE FoFed éwe T et of IS TR Tofre e ofsmwt
RIS AR | ST IRISTATS THANGTHA SIevR TS [{oterey 2Afeaeeiz e Afiasa afrcs sima [t
FIREEE ARS8 FHER TH@s S ARTOT JTa FCACE | FfiAfod, effErs, Aeiafes 8 SETsrs,
ANGT ¢ ARFoT IR RS ARIR RESTLTT KA T 7EefF G 77 azd FACo 147
FACE | T SR IS JIGAT IR RS #4efy, = (=, 359 0@ 8 2P P qodr Afass
AT |

@2 TG 6 WG AT IR | AT AT I TAM TS SAMICT SF0oW, JTE TAWE WE=e T
e @2 JTE TAW 2w AT ATENTS! [T AT I 20 | @61 Ad e i, Fie N e
fReaey faw, S JTS TR @A IR JE AT GFg I T AT | PO 215 LSRG @GR TN 8
2SN RN (AT 8 Ty I T LA | 5oL #A1To JTS 5@, T 4R IRFR 70 ST T4 =L |
A2 AT TGB! AT AFCHOR @7 G, IR 7 Grwely 8 g, IR AR ARKTSTT Tt T F1
TRE | T A R o7 gigef, o6 @ R REwres el g SAReR e ST w4
TACR | A Ay W R @, T TR oS SfoNe SqMET, ofF] e i FERe ek =
FfoMeTor TR G A Z(ICT | ABH 2T I AT TP, AT fTET2, O B (RN, AT 5
T, SeeTIRs (e Torifir AT SICebe SR RCRCR | TN AT PR TR, Rt Wiee® SAReTR,
TPICICIR O elfepael NeeT, To G I=Ia IR TG O, v+ @117 IR e, qR G4
2T AT GfSPT I 4T TR | T #I100 (el TR SorpTaR, fara &7, 3085 e, TS
ARG, SRS oo @ S Mo [eifie S w4 2R |

TG sifess s TG FTifes ™ TN R ASR

% FTACHR TR

AG-b.S 1 S TATY

‘7”5—%&: JITS <%

AID-.9 : TGS |, TN AR LS
AF-L.8 : IS bfHAG, T @R IRFA
AG-Y.¢:  NCIIHA q ATCIER
AID-Y.b: 2T (FHEA

NI-$.q : T T

AIG-Y.b: I AR THT
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Brand Elements

\Jar)

Q A5 T -
o T THAME I O FICO ARC;
o TS ToAMICT ey esiren/Ree ¢ THEPRR TR FACS ARCI;
o IS oM e 17 fcizs SR 31 0o “ARE;
o T TAMIT 2ew AR I G FACS AR |

JE TAMYE TS PR TSF SAMFSTANS I AN JBHLEF ANE FA00 G SN TAH
W] AR ML OB 7 ARDT Tof I | 4T TS TAMNLCAR 0L AR JFICSF A,
TR, T, &oIF 1 o, vfv@, Jei@, i, f&eeet, «iafer, AReTer «dr 0ed Z Toifv |
JE TAMFSCEICD R S T PR SAMICTR “TReore!, SLeefel, ARamre!, Faeamiel,
SSRIGHCTST R FFHICATS] RCIb A0S = | JITS THAMIFTER T IR = FCH I
A @ = qR AFAT JIT TAGf© MT wete A A @G E oF arrdma A
TSRO I (X NICIAmMI e THAfgfs Wive Facs 7= 363 |

TS ST iy

What are Brand Elements?

S TAMTST =T GG JFCe A8 6g s, el afsfarre w@etsta Aewieed =i | 98 Somaete
GHT FEF T JE (AF A FE SR 9T GH(6 WFo ST J7 #ARifbfo emm Fea ar @il a1
AR afofRfag 03 | JT JIGARP GR TAMALTENE RIS GH@S FCH AN G0 FF*I Tl
A0S T T G0 *fe= e +Afoeaa fofeaea g 907 W GfbS AP T SRS IR ~T=ar
IR A |

IJE TAMICR el fcs ftd Kevin Lane Keller I, “Brand elements, sometimes called brand
identities, are those trademarkable devices that serve to identify and differentiate the brand”. IR, IS
TAMWGTE TS T2 GOy o 1 TAMHRTEE /W I JoHiE Ae FMe R
RSN A ARV FACS LTS I | P AWML FAFS FINE JIE N2 A IS
A58 T =T |

2T FT TAMFSTAR ML AR JPCTF AW, LSRG, TN, &8I A1 o, vfv@, Je=i@, e,
fercetet, sycaer, AT R e B 2o | arzs fofes o 23T rwe t2es 2 gl “Aea I
W, RATFRIME @I e SAmaeE &5 30 St @F O IS ApeTe! IATTS ANS;
G, SR R A IS TP 150 AR FACO #1103 GR 2 oIbF I T IR Lo
B TS AN | G0 JIE TAWE T S Fro THRTre @3 s wwmiw e, o Fme
TR AP 1 Al A5 Fea A |

AR T IR, O SAMARTE 26T TR JFCTT Sy W A1« e, q0ed 7, @eie
oyt JRE F@ R TR & G5 AN, TV GR T d6IF TofF I GR G
TAMNGCET @ (PAIfE TRIPRE T TP = | JFIC  TAMFLETR  Togqe! i+
2AfSTINAA TACF AT 20CS A FCH |
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Options and Tactics for Brand Elements

AR fewt | S NS Aee 68 *=ifs Jofaive zemm «ft @2 ooy @it St Tog =t g «ft e
PN TORTS HRAS! FACR | ANod g HfNE 9o g Tegeror" aR T Ji© ey
e | WRE @bt qFfo TR AT I 40 TR A O GR TRFFSF AN GS
RCER PR FAT TR | ARCACE, Spiofe IS WO TCoT AF-JTOLTACE bl PG G GIo
ACTY fDE IS IR I GHCOTHT LIS T TP QP! AT FCACR | ST [ o et
FEAR GO Aewerd FEbe Je TN Jre TFHRT Tofivs Sy SJmE IS HAF, 5% toufy
S JTC TAMIE HoFOI NERe 1 T ©f S TR TORTS HRIAN S ALTS #I1eF | e
o 4Ree JrTe THAMI N3 TRFEFE ST T J0=T8

> | ' T (Brand Name): JHICTF T FITS TP GG SAME I A6 @6 AN o [aag
FHWE TOE | TS N GH6 JHICTH ARBACE AP 8 &b IR | FICS AN AR GI6 IR
AP | WA G0 [F@T vo TUFT FAI & R GG [ 91 > T ol F&T 20O AT, BRI
Q2F > TUFCET W2 ST TN F FAC0 AT @R At 5 FIee 970 =, ¢ifve N IO
AT | GG ST TN AB(6 P T AT & GB(6 [CT BIICHT TCof [T TR AT 2ol S ewd
TP W] A FIO TOICT | TRY IS (IR T JITS W1, 6k (N o saapaea Woe
AR Gy IARL AT TR qEH DI | AT ST A T G2 I IS QRCPAT HRG2
OB FBIrs AT | oo, @96 IR WI2fF @3 Irel I8 fode eten «f62 Farg ¥R @t e siewa
[F HAfDS @ G2 gEe! TS ARRT FCEACR |

R | TG (URLs): T8RS (Uniform Resource Locators) ST SRRTATER WME SRy« -1 |
BTTRGT STIPNRCE JCTF OF WS SRS ZE Tl IF GR ACF YRS TOITN FWS
TN T | (FE WS TR T T 20O B0 (e OIF SR*I2 e FA0S 20T AR P12 2ORET
A0S BT Tte 203 | T [Retemaiar fees 1t ifed e e ST FCE TOIINes fFaes AR |
TN ST e e ZSRATTR IR TSN AGIRASC I TR | THf URLs
G A RS JITe TS RS 4TS AT | O TOLNe e A IR Mo @t
URLSs & (AR @@ ferg 7ife R 35929 900 ARCR | TN- SN2 https://www.apple.com/,
Q9T https://www.google.com/, SIRIEEH https://www.amazon.com/, RT3
https://www.microsoft.com/ 51w =& URLS @< SWIzde |

© | T @R &SIF (Logos and Symbols): AfHe JTed N AMRITS IS TR SAWE R
b =@ AT, I8 PINH SAMALTT WHA-TCo I doiPe JTo TR R Reow 73 Jre
AHSTS! NE Tore wFge| ST F 32 | Beoife, MfEremar, Sqesr qae Sy e v A
ZforpT fAeasl S TR0 I SfST FERCR | I A A6 R GG TS A1 (AR afefviag wam
Gy T TN PN THAMI | G IRFLOICT TS TF SAGAN FC | TCATST AT R, S SR
BrRerRTe Sy AR Tof Fh1 & GR S STl AR S TS SATH fogaifer Soigraia 1
=7 |

8 | % 5@ (Brand Characters): @ 5R@ IFCe AR IF6 RO R JT© LSIHCH [ A
A A AR G RHBTCEAS FO0A TO | IS @ JoTo [Ree=1taa M4pes emffs &7 «aR @t
G171 RIS 8 AT FFIT AR T SIS AT IR | NI I AW, JTE b =T A
LAMEr @R SARER GG RAR A GG P RIS I GR QRS WP NLCT OB A B
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https://www.apple.com/
https://www.google.com/
https://www.amazon.com/
https://www.microsoft.com/
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T | @6 G GG FIITIACE o I T RN 797, Trodly, A7 ¢ TRIF IFiie aR IS
FRFGIORCE R&@e 303 | Grrers «ft Jreha i TRt I=hd 3@, JTST T [
SR YR TNFeTd RANGTECS THES JeNcad A IS 0 | 92 IS 5R0ad (B e
T G ARG HCA GR IGICR TR T A6 | HTS SR@CR [ Wew SyIfNese v @we-
M, A @ g (T FIGe), 26w, GI6fF, 376, @ &5 (sao Fibme), ok fFg =it Il
PR@ - A OFTener (FERA ) QR THEG WGIBCSHITH O] S-S [ o |

@ | T (Slogan): T TR %Y AT A JFIE T 06 T SREAT RS ST NGes
AP SWPE FCH | TIPS WO e [R@[#4eey el AW, o dff Aeapfer @R il a1 Sy
FESCCOS GFQI QP! A | TS ©IR IS (e Ferqo TAMI R [ a1 = | -
PR e Ly qs [FHT A18” | TAFET WK 1S AR AR Wl Meaieee | =g,
GG FITS TN =0T GG TRIG IR N0 AT ACOT ACHA SR# 1 Gyoet 2 @D GG Focs MRewwee
G W QI T G 2RI JITS TR B | TS APHA, LS G H=CER [0 AR
AR “fog ©ltd o9 gosin |

Y | RFE (Jingles): IFR T TGS (TG B TR TAOTT ST | AYFCS THMEF NodRa ez
ARPIT 1Y TN T | I GR JHTS OGN P 9L 6 FRIPO! 0 T AP B QRIS P8
A R A QEFAT AACHIOTT TACE T | IS ©I2 O AT TS FASoTT T f2eoae
o 1 = | @S- Cpife Scese e [Kearity 9o =vel ‘o, wify o epife”, AU @A
SNCAR PIC ACH |

q | TSI AT *FICRRR (Packaging): TR ZET G5! AT KA Al TITF 7+ 8 TeoAme Fa[
TIfES FIE | Aol ARIZCAT AT VOB TS0 ANSTT, oS RGN T FRIAFCEF FIACE AW, F T TECTT
AT T T FACO 2R N8 PG | WL ST ACIER R GG AR AP ==
Tl Toft T GR ANPRG® Tl R SR T 58 “fiwfgre Seorgreer | «ff ww e s
S TAF T BF, TON JIEF e TS G JRFWE GREATE AFBICS AR FC | A
I ATCICR JITS TF HACS N TS R FRA Prae Fre 2eqms gor tTre Ad | WN=-
feraR 7 AR SRRt 31 fRrews toam B aFeits ~Fitsfer 31 & @ ©f 7=C& THET IR, AN
TS T AACS AT GR AR AT NP GG (0o IR |

ARTHTT T AW, TARE JE TAMLT 71 G =i o Jifde Fe «a @2 afsiia
T frena o el S{g| Cofd F0S Al |

Criteria for Choosing Brand Elements

JTC FCo AERI A @36 9%, =7, ©F, T I CRER G SRERE T e [earel A
fEGFSIABI Ay @ PRt e Fare q AfSEMiti TAF SItha SEWT A0S AR F |
SR I ToR AR T SIS T G GFf6 AN, T, 2SI, TS 711 I Sy A7 e
T GHG SANF TG FCE R ASCIT S ARSTANR TAF AW I | @6 Jeed 3 [feg
TAME T @fSTF TS FA0S G RSN TACF TRV FACS AR I ©12 20T TS SAM |
ARG G0 JE ToAmME &od F0F & =6 Aame IR | G2 s 1 AamesE =@
SRS, oS!, ARWCETS!, JARARTS!, SSRGSl G FTFITS! | 98 NATSCAIH
ToIa3 TR TRSTSIF SAGAT T 2013

BT v *Bl-Sbo



e TS fmfmyie TS [

|m®ﬁmﬂmﬂm@|

v
v v v v . v
A& oA A FfrES TEWE 992 AT || AenenE e Eeoit SIS O
Q9 IR
e AR | AR SATATGTETS ATE T e Gl AT S S EAEST
o=t cSteifere A= @
qAMNTSE TR Wi‘@'@ !

o@: T Tom o dioa T4 Twe
2% FoAfl qawes- “THeEre!, SRl YR AR TSl -RATHRI ST THe G- TS THRT
ol | R foaflt - geescers, SfermemEmrel iR sREETe- [feg Jem
AR I JTe IFRT Toff ¢ Iaqr IR G G3fs eforiEs ofisl A 3 | g et
TR I T4 =

S | "I (Memorability): I 237210 ToliR ey «fb ARG *16 2= T Bad IS HboTo!
TG FA[ | R P SAMNYE IR THIE I AT, AZETSIC] N AT I G A NI
S PR, PTG THAIBIO] A TSR THC@ 19l AT A AFfocs e v Jiw 2 tof Fea |
o], T SHAWIAED QAIRCIAT AR [ AT AR A0 Mo JiTe 320 Tofi T4l 7=er =7 | SwizRel
TS Lux, Lifebuoy, Nokia, Samsung &9 JiTS NICIS FAT o1 IR, TILTET JIROPAT AR(G2 WA ACS
AT R G TS TN AR N0 HIF NCoT 6o ACF |

3| wfer (Meaningfulness): 5% SRt IfARERE 1 AR [EPR WFH @R =g azd
FACS AT | TS ANSTAT MG, J, &1, o, Al 1 Sy f&Gfom a1 387 o fofe 0 20 A |
TS TAMG Foo] W= A1 w49, ©F 9fb ey Jme ==
V' o) ) PRE IRFITS! A MR 2 JS TAMFGT 6 Ifrers i g =g @3
“Atelra cefer, SIfRAT w7 S AN A ARIRAR TN F[RLE 7R Gife 16 g A e @
GG JIT TAMITR T=17 fofe I wem Ares JTF R [Korifs AfeFed sHe Fare A=
I Fob1? [WE Aoy freiee e ToAmMEGT RegRTeary Jee1 N =7 feare
v JFIted [Re ediRel @R AR[Qee 7 @Me o Jie TAmEne [ arEmane ol =g
R W «@TAR 2y IR I T AT -SP- TG T [T T @15 5 g o=t e
Gt & #Atenm sfsifter MMz fog e 31 el tom Ifesr Iz Fa0e i1, o 700 5
e Tz
% 2 Rt 20T T Aol GR ARERTOR G35 wPgsd MERe a3 feor wafs 2= e 2o
R FICTA Y Q=el G |
9 | ewarel (Likability): 798 @IS R TR T (0F AR [ e TAmEneE
AP SFEAR N A2 96T & 7re, TNRFSNI I WH THTH AR 20O 2?2 JTS
AN TP AT A TS 7 2076 FFFOINT A% <R TAR@O[] T R AT
(O A |
RN, T G AT TS TAMLTE S AN TR BT QAECHAT RHIR 210 &7 e weaa
SR T O ABIR AR FE A | I QR ADAFTE SAMN HHoOl Lo FAO AR TS
AR @ TFRGCF RIS T [0 T TA TACH BT FICH T |
8 | gAIBAMTS! (Transferability): TS SHMAG TOF ey I JFITTT & T G JHTC ITFHROCS I
T 0, GRS ©F AR HC | IR NARCSH (¥ FIP0 WS ACACR |
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V' QITS, FIZT I FIGEE GHETAT G TS SAWIT FO6! SN2 FMYRTST, NG T© F
wfifafes 209, oo warw «ft ™12 @i A30e geed 91 @S AT | SHRAEEel, Amazon dF
A T @O AT | AENF GFo FE 9 0MF [qer eq @em FEe ot vl
TP G0 E TS @RI @3 &barnm e s07 e st e 9w e ot
TS |
v fasiTrs, e Somes [fey torife Aue gk Irem Ko gue e 23T Feor 3w wear
SCTERE, 5 TS TAMICTR ARFOF [TTE AR OIS WA TR ST e | A -
ExxonMobil &7 T S#1e WL, Flaw FNet=y 93l 24w AR 20T @ T T=Oa
S SR G AT |
G A RAGTRIGNE SR HICSF NI, TN GR ATCPEECTCP ST O R TRESCS = 7
AR BN bie] a0 T BIICTar Y ~ICefeet, e g O 6% «iewe =g Ao @ A
“TARAT WEE” | 9B @R GOl GUIHE &), (RN GBio T AN IS Bl FAK ST
HRFOF FEHCAY g ACS SR FHICS TB TAMI ] SO 2 |
¢ | SfSEEErEre! (Adaptability): TS TAMTHT & @I {65 [T 2CEAT, TR AT AT
AfffSe ffgfon A oewa A7 B WSAR FO! I HCRGHRTS! | ARFAR A, ATH-
S, Bifewr fFedr Tomres AR IR @RS JT TAMELEE 2 SYfEeRe A
AT TS 2T | ST TS R TN 209 A AR Affgfon A 7 wre e Aneme S
TE, T APRE T4 TOE@™ MRS (J | TN JCSF 0N IR THFALTAND A8 AP,
SFEAT R PP TARICIR e 1T TRS ST (5 Tl THACAT 8 TN BT FCACE |
Y | JFFIEETS! (Protectability): IS TAME dma @@ yow [ewmy e =1 @3 widf @
ARSI FAFRMTS! | FTSCF FAFS AT [P Soo-
vV IR eFSd 8 FEFTSSI(F FRTFAN S A AW 347,
V. TS IS FRCARTR JTC SAMFTT TS FSATH Iz Afsvifeeng fasa w4,
R
v AR ferifrenEe RfS-Rda siee tAE GONRE (ORI T 4 |
TR ANt et Afermrdiitn 2e t2tE @[ o SFwery 41, ¢k e swpraE
B IS I | FE AN, AOF, TN, ATCHER A S LAMHBT M Y7 T&2 T F40 T,
IR JCS Arody 78 20 AR | ©I2 R Soe Wy e Ao 2fsry Fa1 @ afseer
FCT 57 TAMTTR B9 fofe FF FT=TF (B 29 TAW IS T I |

FTS TAWIN TP AR IO 7
Reasons for Choosing Brand Elements
I 2fSRIPIOFTE TR SICe Frats W F- & G35 Sy @R 1A% e Al tofd 4
2 TR TR oore g | JT TAMMETER oS T IR I WA A G
S IR TP TS TAS T e+ T FAAGE O Qe AN TORed RIS
O R I | e (e IR T Aode AT JHIC TAMNGTT ANT-JFICeH 1,
TR, T, o1 1 o, vf@, Jaoi@, T, f&eemt, iteer, ARae aR e [ Topivies
fdime 303 A | 90 @ g TR TRTHCo g T =0

V' T TAMIECE TR e wifnta fofe fawi e e |

v o3fF e Toft TR T *fee e Efee Tty vk Afiew efowr Fr Srore el | wiR

FFICTT TAMIE FICSA ARBACS T FACS ARG A |

B0 v B-3b)
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v &ffSfB Bome ARSI TS ArelT 1 AR 6T SRR SNFT AT 0 |

v T SAMFEE G WS JSE N JIC TAE ToF 8 q) F TOI |

v S, AT R q0ed H e oF I SRR W e e afefs e Seimi @t
ST I SRR S AL R FTOGCF AFROC FC TN |

V' effSfb JITe TAME TR AT T ool Ja FACO 1T S #AFH I |

V' JIC TAMRGTHR AT IR (S ¢ IS o owey ey ¢ Toifgfs Tofy Fars A=y
A |

Vv G0 FICST W@ ST I S AR I Q2w Frend R IS Weged
FEF IR FIEHF T B8 FCEF ©f W I I | IS SANLE IS GR GF ARII
T G5 TS SN AL TSfF 0 |

oy i

JTS TAME 0o I PR GO SAMECE A AT G5 O O TS TP AW F GR
G GG AFe SIS 91 Ao e T A1 TN 1 #Heelia Afefiag e | HT TAMTLCET Ty
TR TR JNST MW, ISR, A, oo A1 o, vfaw, Jasii@, e, fesmet, s,
LTS QR F0e T Tofi | TS FIGARS O TSI A SAMNLTH TS, Ssjefist
AZARTST, FARARTS!, SSRGS G JTFIRTS R FCH J® SAMFECE L=t
FACO T | JTS SAMAE JICSF FHoTo! TS ATCF, *SH, ST IR S TS QAT
0T RS FACS A1, FSABT IS AW IR T HT FACS #A1q, tHiifem i ~Afwcaa fefe
TR I FACS AT GR JTS 8 T YEHIR ML G0 TOIF SATIANT LA TOf FACO AA |

BT v BI-Sb0
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Brand Name

SRy

Q Ay N WS-

IS T | O FICS ARCIT;

1 ¥ fadaee ey EPRR 70T SIS AR
PR PTE FCIF BT I FACS AN

T FCH PG 641 FACS - |

IR JifSR oF & G0 ToF JC FN A=W I N | IS TN 0 JFCTT G0 O Jl o,
*r 1 IR R TR AP T A | TS W LR &y A<ret FNenfReT oot Taaet qrdcs =1
T NG T AT JITS AvoTS! 8 JFTC SHICNHAHT I Sqaet (ofd 0o A & a1 | S,
FHE TSI G LT LA TS GIGARST FABKCN Seor*ly F S0 20, oy 1 B w0 =7,
2R3 TN AGIR-ARE FACO =, GBS FN AFI T FACO =, FOB A A 00 &7 GR
AT A POTE FACS T | GG M JFS FINCF T0F 20O 2, THIRO A0S, HACS 3R WM AT FZe
(O W, GR AT LN IR AR TFF TR AAME ST 90T 4TS TH (O & | T IS A
ATRHCAT T JICSH 2= FCRFA T 77 T 6, RARTST 4R (o0 T R Gk IS J1og
€ Y[ LI A |

IS T Fr?

What is a Brand Name?

i Fifee @ To7 9N e oF = | e TN’ @I @ TR @R 9 QRIS
TR 2N 7 RO F16 0, A @ G 907 To0E (70T A0 IS AR FA G AEH
IABINT LSS BCA | T TN T JST AAf57 @ FEFITOT AFM™ 8 27 96 |

TS ¥ 373 Kevin Lane Keller I, “The 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 communication”. Sifie, @5
JE AN GO o8 wPgd I 2w IRY AR Gt G ot TaR [RRg 9 @
SCNPTCTFRTS {7 R GR ToGA ToATT &FH FC | JTS 9N IEFT @AACR G0 o5
RS YN T S 20O AT |

9% 2P Bovee, Houston & Thill 19 “A brand name is the portion of a brand that can be expressed
verbally, including letters, words or numbers”. Wﬁ, FE N 20 FOTT GF 0 N N FHh, =77 4F
TR BT CRIFSICT T F TACS 1A |

TS AN WY ARFWE N A A1 A0 T2 4F qPed & AT, OIR ToJe ToF o[ AL TS
TN e FACO T | AR I @ HAFI-NAFRA TR JE A 86 FAC0 T | TP JHIS A
ARS T To@ TioeT 8 Ffo IFfT FIe |

e I fdizea Reasy Rew

Factors to be Considered for Choosing Brand Name

TP TR AT IS FIGRTF R, N FS AN | FE T (A GR JICed AR6a wm
B | TP THAI orenst tle W Aoy 91 TR &) T FIN Wi 30, OiPe JS ¥ 0T | IS

BT v BI-5b:8



e TS fmfmyie TS [

AT WP T A AW 8 I =0 ACF | JITS A ZCE 260y A ORE Gi6 owey ARG | @it
AT T JTT T2F G0 AREFD G TR FI0S AR I | FINS FUNe @R efssrenwa
T2 T ¥ DN Iz 2, - o9l JE “TFe” «F 9N @7 fTfrer 2 tFeed 9 1AE
GECR | W SEBRA TH@R RS FIAT A IR MG IS NN RGOS e AP |
TP AEFWR T 2T AL TS NG Y42 PO Teo, B2 (I i 52 39 7e IS
AN ARTS FACS AT 1 | JITS TN GoeFace 371 92t A TAw vy e =7 |

> | JTE e T (Brand Naming Guidelines)

3 | JITS FwPaceR Afe (Brand Naming Procedures)

faes g w3fs fac sEFgea Siesser F41 20

S | I AR T (Brand Naming Guidelines): T9F #ltelF &) I @6 JITS W1 7157
A R0 RGN G G0 @l Pler | O TS Tof THE IS TTFACE FIE0 DT FTFoId
o GBI | JTS NN LRI FEB G2 [F@rre aiR HET 20 o | JFIS TNFAER T
A #teha &ghe, THige e, areed gae0, R exeer, e s o efsriferEs
“Afac Topivr [aw v FaCe = | GF AMAR, TNFACIR THC@ TR, LT, AAgwaizret,
AR, NSREHRETS! G FTFHEATS!, @2 Y & e Mavecee [ear Fre &1 | Jieed
7 fRfeq Hest WS #itd, @ AR dESifrel fofew, MM @me w0y ey fefes a1 i Hfaxg
THF I | O NS TH(G (A0 27 T S N0 AT AR JIE MooTel € FS AT+
I ST (O FACS A 7 |

(5) 1S Aeveel (Brand Awareness): @2 (I 26 I THRIF SN 00T GG [ ™19 FHC© A, ©F
AR T J© Avoael | At ZC I Aof I PR 2fo A=Fa JeR (oRE ARl &1 | a6
&2 T A0y e 5 71, 712 Prare t7ead T R JFICTI AL AWK T Colid TFea IS
MEOTOR TG AN | AGRTS PR JE F THRG I 9 T 7S, oo qR wd=d, ar
PP 1 for, ToF GR T, TS NPTTCR TS oS! SIS /1T |

v e BHIRe @R I (Simplicity and Ease of Pronunciation and Spelling): =&t w1 ~1ef
NG IR T | I AN POre IRAHA I ¢ T A R | =G WA A G ATwIaa
OIE JG FNCF TOCH AT TEH© I CIITAND (R0 FACS A | WI- IZAF 7 I=F 4F !
THF" AN ARDS | @ APTAIR, [RoATF IR0 JFCTT AN T2CS SHIREAA I G SHIAC FBH
X Y G HACS A | FiIT SHRC JET TN THR SoTOR T Al G w@Wre
AT R QLR T B TR T3 B |

v AR g wdq=St (Familiarity and Meaningfulness): T afsd twea <ifafoe @3z sidsyef am
Y2 FRPT | TS qI¥ ] I QRS 2 T&F 9 T+, ©f IM LTALCT, T A1 QRCIFA ST
o, O T TS Jreled @ AfDIS A G e et siee S0 @i | 0 QRS peTEe
TN AR>S JITT T TPR JIECF2 A0 H63 | ©i2 [ifeg Wgm, i, =i, A, g, a6
“ffo® e Tga TN TS TN RETT G 41 @ TF© GG =l |

v W@, IoF R S+ (Differentiated, Distinctive, and Unique): 3IWedr 3G 3=er, Toace
e, “fdfbe qar S Jre A 6T T4 ARFR FIEHE N ARE TBRAT Ne e es
AT, ©CF P& AP TS S TNGECE LFPo Al o, T0F R G W=y 263 THo |
ToF JC FNETT ARFMT AT O O “AOCO KT A FECP TG A PO AN | G0
T TN ToF o AF TR G Foereendg swe, R Al 7R AR Sy Jeed 1
S | TAF-Apple TG (At Wy [raos 93 7o 8wy Jie «fkifble ot stz
AR QRIS X X Apple JFCST T T AR |

EXI DI -
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(R) F& SHCNFCEF (Brand Associations): T SHCNPIEHT A TS ST =0 JHIT G ATRCIFT
T TS TGN IS, TAOEF G2 ABANS GFGRICET T | «ofS e stely 31 orr [ Far 731, 3@
OF RIS @ FReE e A | I HICTPEE ARFR AN (GI12, TOF 8 AN TP (T
ORI 430 e &fel | JITT ST (o FCo ©I2 THAITE AT T @R &l [
FACO T | ARCFA HIFRAT, 217 AR AGANE AR A AL 20T FT AT I A
G TS il etpBT bifeea (are 27 | T8 Ol S IomET et FEerold &) =e= ¢
S5 J© TR Sofa |

T TN R JITS WA A ECE F=ered FCH, JICTI AM00F 018 G0 eFgeyel TAHBy A gt
SCAIRTRHCE * e TR G0 AT 2T Tl TS #I1Ta [ Jrefoa At =Afemifar a1 sge toff
0 | R e =t S FEey SR 1 WPt @ TR o fofe vt dmforee
TS NS TOIRA I ACI | OCF SO LAMBT, TA- 7S e, THCAA *0 IR 2% 29y/ne
TS O THCAS S A0S AT | AN AR g YR dES @, (I Ioieed iy
TEORCETH(E JTC TN KF & IM “Circle” @F T© R R B “Blossom” 6 &6 w1 TredT
T, OIRCA ©f I ANGre LR “Fresh Scent” Y& FACS A | ©IF TGS fRazatetl S w3
e I G AF et AtaRelr FHIoR W< TS AW e Fae i TS Teep] =209 0 @
TSI |

R | JIE qwAceR efférwt (Brand Naming Procedures): S S&¢ 01 T R, #fdy 1 ORR
T IS0 FRFA N @ FAF AR | 96 IS JIT AW IS0 JICST 2GS #SH I @R
S EENER JPOUET ARIIT *TWE oliqe Face R G AR JR«r ce == | Fiees
TFACR T 21 o, e *fe ¢ Gons Five w7 araee =% | [y et foemeese e
T AR e /oy afon T T IR | JHE FNpaces Afez Wemifeie smesatet
PR FACO 2T |

() Sty e (Define Objectives): TS TATFIT FAF AT AP Sy 0% F00 2 | IS
AP TCRTAICD RAG AR NS - IS, Lol *ew@mirel, Faeacaeie!,
SSRGS @R JFFRTOR TF e e Fare =@ @ [eeiw 3@ Jret F of 729 3,
RGN FACS A | NP Sowly feiacet S’ ifer T Wy Jeed ol @R «@ft Sw ey
TS G2 TN AL FreF THES | ©f 51 T8 207 |
(R) TN I 3 T (Generate Names): JFIER THFET AL T 0 TOLE T8I JHI© W TOf
FACS T | NSNS A(08e qR G T (A T ©F T & I TA0C T | T
T FAEF MR T 20O AF-
A ARG 15,
T FAFG! IR FIAGT,
LA e,
wfow ares,
TG AR,
fafeq st siegr, @3

v TR AN eRTTATST it Topi |
@R 4T R G IR T F¥ COfH 0O A |

AN NI N N N NN

EXI DI -y
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(©) &rRfF FIT AR FT (Screen Initial Candidates): €2 «ICo [T IR JIE ANFACER STHTAT
s et 1N AW fee 207 | W QIR T FIO@E FIEE FE G5 oy s toft Fare
(3 | RIS AN ARIREE TG mre @i Aetecs Ak w40 Sivo-

v T ST SRS el w,

v @ et BfeadrE RS TR,

v T NN e e 49 SR,

v e e Al @3 TR g3is iR e SRy e,

v T FNGTER qE N2 GibeTo! IR T |

(8) WIS T A[rwfar®t 41 (Studz Candidate Names): €% 4t G031 S8 I AT ¢ TAF S0
ore TG 9t & RO T = | G991 @ A6 A0S weIfG  TE Se [Rife 2y e
FAO T | AR TR WG AfefG Fw FE wiwe fge v Az 9w G2 Mo 992
ATACTF GR FIILT | ©OIR AR FIFA &fpd 5L T TR W07 @i foF o TFo I 3 affep
AT STrIeTeT AR S0 el 27 |

(€) SO N IFA (Research the Final Candidates): @R 4t G077 SR8 NG TGS
R LT FCF [P oyl [ihe FAce AR Tl ARG FHce 77 | A, et
SBIRY WTIE & TEICNR W, BT F IR AT A TMFRGER FLETS ] AT FACS 20 |
T SR A GO AT SR 77, ©f Ao Fa0e 703 | WA T W0 M P e S
TP FAE WK WY ANGE THGd APV N(owo] &0l FCF e | BT THhed [opeapiat
SIRPAT AT @R G SFCRER , FTF [ 261 TAITS 2I1Cd IS Ol IS Newet e @k «ft fFere 3=
FA1 (O TS /1T | P12 A RAFSRIAT el 1 eifons Sameea Adey SyiRe F9 Srai=rs
2T T FACO ANIT | GRTIS B[V TS TN A IRQE GHCATHIETT LSS TG FACO
TJ |

(b) =Y GO (Select the Final Name): U 4t @3 SREwTOel, TOHO! IR IIS! QT &I FPeT
w2y 8 AF my [eavar 3@ ~fawifers wifem taes yoe ab FéRe F9re =03 | i JagraR
Tfo® G 1% &6 F41 [T TR JrifeR @R [eeta St it T @l oS AR | 919 §uie
T T TR TR FEACHR Fl0R f5es Aqpiarend fmame #6d |

o1t Rl [fey qiee sprfer Reaad ¢ ARrwifars $0 Jeed 96 % §or 3 A IS
B0 8 Aol TR A= e S_Y [6S F0s AR FCI ATS |

ST TS O @A

Quialities of an Effective Brand Name

GG JIC TCF TFeTOR & @9 T4 F7 @ AFCs =7 | Philip Kotler, Gary Armstrong, John
Saunders & Veronica Wong IR&d JTC T I PR @oliFels FAT IR | IRFH JIC R
QORI WL ST 2R

> | @ff 2HTelr fqar @R @@ T o AANE e BT €1 | @N- s (B3 Torei) W T
93 ARFIIE QTOF GFBT Q7T 2N A |

3| @ft THEY FACe, Hare qR W AT TG e Tbw | MFFE qR ARSI TN @WNH- TS
(FTRI), =T (3TRA) , TR (TR CFI) “HOTS 40 AN @ STAGCT T el AR |

© | T TG ToF 2 B0 | [WH- TFT, TS, Sifer Tojiiv % QFAE2 To4 |

8 | NG et o sT=ter W3k o BA SeEm 41 Bfos | qrae SR A e Y GFFaI =,
S TG KA AT WS A1CH | 9 PR TOAR Srad SHT TSGR FAX |

B0 v *BI-5b9



e TS fmfmyie ffaa cermm

¢ | G T 3R SR I hwe A SIS | G0 IS TN AW W= JTST TNLTACE 76eT A
T I, O A R T4 A T | GRS, VY@ IFAETE AT AT JITS NS SREFS
(S AN |

JIS TR PG
Importance of Brand Name
Fife @G To7 T T v 2 | ST NG GG FPN 2 T ARFHF 04 TN TG,
T ST FC | P W =P AEOTOl ACH, PO N I I, IR ARF ABAUE L[S G |
GG ToF JISF W (A0 (W6A 3 @Gy, ©f fmafie FRe o (2ae =2 2w 9o
V' 2RI BT T R {32 g | G Tog JIS TN G5 AKGRT AN B To IR R T
A [T JrCeA Sfotrsld e 2663 I7 @I I |
vV IR @R APOCP TS A | OB AN IS AN N AR RG | GG HGAT AV TIHCR
NS T FRF TS (SR I QRFPE IS0 T I TSR (08 A |
V' APy Toft e S AR | @X GBI 5O TS J(F AT TR G0 AfScaifel (A
AT 2SR S |
v IS TR ML ARRESae B | PO NG @fem W, o g Awes e
THHTR A A7qa 16 Tvo |
vV JINTA Jeg qR S_GAE I I | oS TN @Hfs JIed Jfegre dFH A0S AT aR
ol TEIR, feawamire! 1 0 ARba 9= 94 |
v R Sicame A | @G SR T TR TRe, ARFewed FReame Gk Koy o ¢
ST CAMODS oY (AT Y& 2eq T6® A0S WREHoFS Preld KR =1re T I |

FSACEH AT TG NG JFCH G0 HIATFT BT &1 T [REETeT FCH TACAR W, G616 JFCS
¥ #S ¢ efogritas Tl SITHfiFed Frelba [ ¢ T 0 TR e FCN @S AT IR o7
JCST TE(E ACRBF 0o A T8 S AT | JoAR, TRANTHAR IR U6 FFT JIS A
OB GG |

@ APRCFA:

JITS T 2T TREAIR 207 I TR G0 S ARG | TR A ©itwd tdiwe [We =y 9 om
Gy (T AN 27 I, OlCP2 IS W I | JTC qNE P A JEn 9 8 1 203 ACF | IS
T GURFAC I 720 AR Tota ey ee =00 | &3ws, @ 9 NEReR &=y T«Re et
RO T A4Ce = I NG B AR S MeoTo! 8 JFIS AR I ST (ofF FACS
AE fF 1 | TSI, T TNFACIT & 42 4o IS JIGHAFE ANFACIT Sy @l Face =7,
T TN B TS =, AR T ABIZ-ARIR FACS T, RO FI Al 0o 2, [OIE FEHH
IR FACS = GR IR GG TN GO FACO 2 | G5 AW TS FNCF To8 20O 2, SHIRCT
0o, HACS YR T LTS T2& T0O T, AR [ @R @A 7S g ARWE ST 9 «q0e
N 2o 2 IR 9w ¢ W2 1w e 20 = | GG STy T W ARFR W T AT
BRI 3”7 TOR A, SISl G TPReCE THO I, JISH HIeg € G P I GR
A S Tofd 907 |

BT v Bl-Sbbr
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AN 2T, T R 2SI
URL, Logos and Symbols

\Jar)

Q A T -

o ITI[GH F™CF A0S ARET;
BTG G &g JTT FACS ARCIA;
AT AR &SI FICF 0 O TS AR
TN IR LS @G 6 FACS AR |

TSR (URL) J9Tce Sferst {0t titba (Uniform Resource Locator) T JR1F, [N &G €I
TE A THIRCAOT I ToNeR e a1 afey aqgee o 30 | I/AR[ETE TOHCA ST
fSIANe <1 =@ AT | FIE TAMMA e TewEGT Fieew Afffo Jfa v, o wiRe gqeR tofd
30, RegPTeeIrel e Fea, TRe TRIfR JRU T AR GIREFEICP TH JFICER Wfoeas] e B |
S TAMF R FOHRGT @7 WCOIR TN R SIPe Y98 @FQoyf | e [eR AR Jices
TNEHACI % RRETE MRS T 4R AT JIRR A 2 | WAA-TFB-TFET, Tiefzet, qifes
A6, ST, fFOH6 SO JITTT AT IR OIPRTAT ARFAT N0 (¥ S | T @R SoiF
FECF AE *E FACS AR A, JFCLF AT Qo TOf, T ARDT @R ALFIFAc 2R FCE, 4R
JECF A SASRETST THT |

SR e

What is URL?

SOSRE (URL) @9 2ol == 28feest [t toiteba (Uniform Resource Locator), I @36 €R
9% 1 TR (I [FENeR BFe I 9fSy TRgeie (& @RI | STARGET @9 AR I5R00
IR IR T THICAT SCIPNET AT R @t a1 T |

ECTAGETCF TRCFCA SRR RIS I =0T A | ¢ Fr«ere Feed [ A1 O Few S0 fofe ea
Tofd A1 = A THAINNCS FHIRCACE TR 41 1R JITS AT TN A2 Razagd el TRy 0 ACF |
BOSRGETCS IRGIRe F0o T Kevin Lane Keller 6=, “URLs (uniform resource locators) specify
locations of pages on the Web and are also commonly referred to as domain names.” SR, SESH«E
(TTfsf AT IR0 R) SFTS FHRCA SERCATER e SRges o 03 @R i3 FGRTS TOICe
I8 el =0 AT |

B I I @I G0 M TeTRGE @3 TFTE 20O 5120 OiF S92 OR[N [FTHe A0S
TE @R G2 OEF F0| & M o ave Fce Th | Ayfe 9T Frifer e S oo
TIATNGCETR SCIACTR SR TS e FCSRATT TRAT SR A I TAR0R | TG
2T ~Ifafos e efsfo ==i2 Fremyy TfFe 203 1otg W3 2fs FfeLtas &R 7% *i% 37 &fs fowfs-
SRR R 3SR f2rtd a2 TAltR | AW T A Oithd JiTTT G SRRPIR0 TS
B, O3 e FTHRMEETSTIR @R [T Al ©IR (RIHNSTES To7 JCSH & N9 Telo =7
FIRT FACO A A | @IF- T4 Andersen Consulting ©F o7 1 EH7 Feafeer, w47 «ft
IJM#Feg Tuife "Accenture" *Hfo (Acr AR FEe www.accenture.com SeRGED fafFe et
Gl

LTRGT GF oG

Importance of URL

TOAF OF A SEPTSIFE ISR A, G0 JTE ¥ 67 F1 96 LEARGET 1 TOITH F1 54
FAR AL AMFOIF THES | Toeg, TSR T TS =17 R IFTRHATER TST@ B GAATS!

BT v BI-Sbd
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AT RS2 JACS #IR[ IR T T 000 A TS & 3@ TN LA *THT AR db- % 2 e
TN FMGCEICS IS RCARH | TR (NS ST IS THS COfs & N S 1 Tof e
S AI4Y T AR TOICH ¥ GG TG J |
GG T TN IR G GH0 SCHRFGH Al TOICNF [CNF & HLRTS T G- JWd *H AP
o5 TG I WA A T | (A G I [ TSR Sooiae I ARG &Y QR ZHRCAG TS0
T AT GR {0 2SN XS ZF | TR T TTCH AN RO G T G8fe Faco , [eferey Resaezsiel
fEfie afout =™ T FA C:

v S (Alliteration): TR4ICH &fSis *T3d SR UG 2=a_fe 906, Wa9- Coca-Cola, Kit-

Kat, Tik-Tok %717 |
v @M (Assonance): WA FFAE JF@RMe ™% 4 [W, WAH- Ramada, Arawak,
Consonance 2917 |

O G0 FCHARGT GF G G5 TEIRS *7r T *NEbR ¢ I TGOS GG | (el TOAFGeT
R B GG STHEF A A G5 AreFerd i o «Hfh STRAIRG N @re Hiit 4R AT
FITST GROTEF JRE A FACS A | 12 JFS TAMI RO o Ao AL TTHRG AZW FACS
T | TS TAMI RO FEARGET GF F& RC:
51 ARMB & (Increased Identity): a6 FRG-"7ET GR T A O FTARGT JE(SF FAGR
*SCM] P TN |
3| ST @RS &®F (Good SEO Impact): 7R fFeqre 7w TewRae, 7> 2fem SFouReeea
(SEQ) =TSl FCH | FCH ARF WPTAHICAF T Ab RECT OlCe I 7 W g~ A ol
=7 |
o | fReearet I (Increased Credibility): TH=MIE @R =R TSR , FRBIKNCAT CH JFCSA
fEPTCRTEINST IO |
8 | & TR (Easy Sharing): (=I5 @R 26 TSR @t FxrerR [y e o’ 41 T, A
AT S @R S=FIy AGHCN ST A6 ABITS AR I |
¢ | JIRFFIAT Sfwst e Far (Improved User Experience): @36 SIS 1f5® TR A1es
IR FIRFFRIE o) TR SRRPTIRCE TAISCIG T IT2ST B0 TOI |
W FRCHE B FICS G G G5 TTARGT 72w T 2 A ORI T [0 A IS
TS AT | GF(0 OIE 2CHFAGT Jeed DS 8 azatarirs! g e wes i1t |

T R, ST Fe0S Y A2

What is meant by Logos and Symbols?

FTS THME RO TN @R €T ([ @Pgeyd | PIS T AR ALRAS JICSH TSI
232y Rt TEel e SO T Tl 2 | TWH-CHIPI-CFET, TAfee, Nife @, sy, om0
ot JTTT TN qR LSPTAT T3 TR | g JFICST N R OIFA MLTNL 12 il
AT TS (8T G SICAT SN F[LT I LI “A1e A |

ol g MG FHITSH AL TAM RETT JTE TS (Nome e AH, SRS e
T T A @R AT JTe TFRG 8 JIT MbeTel toRire e QW AL | AT
TR T ARG T T FOAE TS e T el ToF 2ipfodt e Th=ie 20 /e |

BT v *Bl-350
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oI, SAE 7T SO | IR @ AT 2R ECANCFS. LS T T | O AP AT ACR ST
* AP IS G *H2I (S TFF TR S FCH @N- @ (FEF5 , S+ Tl TS et |

TN R &SI oG

Importance of Logos and Symbols

T IR 21T TR (6 JICSH I SAGAAR GF6 TN | ARSI T T4 G5 0 Jh

Jferg, RN Ok 2dfeerfs eI 47 MFY GF61 TAR RETI IS I | TS ©I2 TG G

SISHIFONI A 2o = & Gf5 e MFB Jeed T @ Bars AT | SSIPT ALRerS

TR RS 7@ GR G35 IPRES ¢ GFge I #Afiba toff 36 | 710z el 9 2eid oy

IR I T =

S | RCER *Me F41 W (Easily Recognizable): T @3 SSIF LTS YIS FRCGL oAl IF |
T RS 2 TS 3T PR &) QT G(5 STl SR Z0O AN |

| &N M TS (Creation of First Impression): AT @3k A6 RFWR T2 GG 1A &2 =1
Tof A0, OIvE M2 WFEW FAO IR G0 JCSd &S e T 9ee Tore wwgl ofiw
AT 3 |

9 | IS AfT6T @R LTI (Brand Identification and Differentiation): T @3k &SIF S=FHR
FITTF AT, R NI ST FRIPAOII WA IR JTe <= ~fHble fre, e oe
*e FACS TR SN (A AW FIC© FROT A |

8| ITRST (Versatility): TN @R e[S @G G AR 2T @7 QYRS | TG Q@
AETS RS AFC A0, ©1R T THCA R A0y A1 FRFS 99 G0 e w1 A7 | TTN-
AR TR FFIofed ~fifoe TA-JITST AR o) AP I FCACIE TS Sl 41 =F |

¢ | 7 Jre Fiew W (Alternative to Full Brand Name): SIGa® % JICSR 1 919 SC& I@ 2 |
S S JIE AN G FACS TP JC [{YS I @R SN IR TR [ & | TN
T THEs a8 FART FIE el orna fSPIeT e e IReieR 29I [T A |
IR WG T3 AT T PR WS 92 NS IRF0o7 *Fresael [T e 39z =7 |

Y | WS FEFS (Shortened Version): TS SHE T @R AR RS RF 2o
T[RRI W | - R[N GF o 6291 TH{1f= =f 197 International Business Machines €
Y MFRIHE = I |

q| IR SfewEre! (Easy Adaptability): TTHT @R 2SR JFT FCHF NCOT SFANT T | FLATCA
REE T R ARICS ARGre aRamg g AFHAE T TN GR FONF FAGR FIeFO
ARTST ST T | I TAAT G LOIF 2GS F1 %! IS |

SfRTATT I AW, TN IR FSITHA AR ARFAN T2 JTECE Hecs #IMF Gk I TFfs, AT @

TR ARER Q] 2113 A ARICAT T G 2O T R FICSH AT v gl Sqmiw e |

@ APRCFA:

BouEE (URL) JFice 2ofaeest oot toiteba (Uniform Resource Locator) & I, A TS
SORCA  SERCOTEd [WWE Sy Mol 3@ dR GGF MYFIS TOCNs W8 & =0 A |
ETIRGTE SCACPR G 0PI T A | JTE TAMA R FewRee Jrices #fifvfs 3fa w7,
A6 g SFBIRTEI RISl B, Repiarrer Jw 30, 1e RIfR [ T @R JIRESRNCE
Tyo JIofer wfvws ane I | FE TAME NI TOARGT @9 O] TN R 2ASPe Y78
TG | JITS T AP JFCTT FASIACH I SAW KT T IR ST TS IHI2M6
T FHoTo] (olTe @G S AT | T R 6T JB(F NG *H& FACO AR I,
ST 2= Bl T, T ARG G ~A1dFraacel F=Ry I, JFOCd AREHR Sfoarere! W, 7
IS I P51 RO FI& F6 GR TS T IRFE TRE RO JI=7© = |

EXI DI -8
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JTS SR, TP GR IRIE
Brand Characters, Slogans and Jingles

@ =

@2 21y T A=
o IS @ FF FIS ARCI;
o IS B ¥y I FACS ARCI;
o TN FoCo & JA ©f F#I0e ARCI;
o TIMICR AYPTR T FACS “ACIT;
o PR I GACS ARCI;
o IRJICAA I I FACS 2AHCI |

T SR 7R TR I IR GG (QRBIE GR0 IE A9 [ @007 SO R A JTed
Afefafag T | P viia Fea &S GRIT AT HREL WL 0, PTG FFo0F Avool T
B0, G TP LT ST G COfd DA IR JIS 7] I A0 FRTS T | T
T AR PP TRIG IR T TS TIF IAFTS A ARG ©2F AW R | AN
TO% FOOR A JFCTT MiF ATHMA A AP E, SISHIFONT o0 BRAITSTNLETS
oS S ST, THEIE S A1 07 8 PIRIGTETS AT K ARCS FEAS] I G IS ACESTS!
SBCe N A | et A WP =N GG (=G A A AN A FIeed [ear g qfafens Sowmesy
RS T | T JFICT AL QRCF I IR TR 6, TS 0 AR FI0] G, HISCH 2
T TOIE R AP AN JTS N TANEF R It I |

T 5fiq 0o I [R?

What is meant by Brand Characters?

TS 5@ T G [ROHIT @R JTS ST Il TR AT AT G0 #A1S I G T LB FIowH
0 R G Frferg tofd e T Fes afeffag e | 2 sRiaetel JFTecs Q=pema M S B
TRIE O R JIT(F RS AP 8 "THAY A 90O 0o AT 2 A |

9% &CF Kevin Lane Keller 361, “Characters represent a special type of brand symbol—one that takes
on human or real-life characteristics.” SR, IE HfA@ TR MGIF AT IV G ARBIF GRS FCI
G O 40O SO JAT |

YRS FTT HRHAcE [T N 7o 341 =¥ | @b [F@T dpRfew ¢ 2Iiae e ovg
T2y T ST S 03 | P SRaetER g Sieg SifNeice sig - T4, qweg a3k iy (e
JGA), TN, TFEE, B, aR g (S0 FifmeeE), e 57 =it IR via @H- A oFe
(SR BfF) QR RS WSS NSl #I2S-F*Ie ol |

THAIfNCP ©IF T &GN 5@ Cofdl T = AN 3B HICRT Gre AN = @R (Il &ely
e I TR TR | OCF PTS HR@ W F THCG TECA P A S0 i qOre wwgsyel , theel
SR QU QLT TACS AT | AR, IS b 2 47 & W 1 Py 71 =, TIo'e TR Ao
I | TR GG P TS S B JTeGes AfSIFol (s Ml Z0S HR F18 FACO A |

B0 v B-553
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Importance of Brand Characters

T 2R THIT Sw SR S Y 7 Al | JIS bR g 2o = @F QRFA O AR

T Qe OF FICR 2R R fNOHEIE & WS AT, R Wl eIt TN 20O 23 T QRHIA

S 2y I PRI 0P ST A0 AN | 703 JiTS vlas Sozifs! Fewea 367 1 2008

5 | 9% WFEFR (Attention Getting): IS 5@ ©F I ¢ 7= foaeia e e Friees afs
SRR AT TRCE2. AP FACS A |

R | Jr© FAeeel Y (Creating Brand Awareness): TIPS S @e[feT A1 T2y o s
T WFEART O FOER 0 TS IICF ACGOTS] I8 FCS AT |

© | &I SR 3B (Create Market Position): TS bR@eTT FTecs e e 4y faca afict
TACS RS B(F R S TR JHICSF O TG Lol (A |

81 sgwawel 3@ (Enhance Likeability): e bfatas NARe THMN 1 LAFBecen siteha e
FEVO I FACS FRITS! A |

@ | TS T#¥#1f% 3 (Create Brand Perception): T biad WG M+ FTSCS TG @ AFIAT S
T QRS GG I[BCS FRITO! FA |

Y | P L 9457 (Form Brand Relationship): TS 5@ M4 72&2 G0 T & Q20 AL
AR IS TP T TS AT | (3 JHTS Ha Aad Neo! IS0 AR 1, A 9P I
refs s et =7 |

q | %%& geR (Easy Transferability): 23*25oreeit Ji1e bRt TR IR TRICAT 2T wiesd A
I, ©I% TS SRACE OIS ©ICF FRCE ) [RSICo My gaes 41 I |

FTS b FHIF I O o], wWifoy, TS M=, “TeHe g o Ao srerer s Reng

JE IR | 9T T S ARSI R JOTF & G315 afesraifonee Iw s a3, ot

STECFT NG TS FCH GR AFST FFL FCH |

[41RICKG ATl

What is meant by Slogans?

T =T AT PP Wwe Gt [{afe T @G FICSF A @ TRl &BIRT & 97 2 |
TR @2 TRIG IRFNTE (AR o FRGEA, Sr*ly IR NS TP SPTILRCR IR 90T 4T |
TEPAITNT OIna JICSF L P IS FAC0 I Al ST IS T (P IIEs IR, PG S
AR QIFICS T TIRT I AP | G5 AT T GRS ARFA WFE PG G DS
R JAATE SAMICTR el 9= A |

«@g e Kevin Lane Keller 39, “Slogans 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.” SR, TIH_ =1 (RIG IIRH I S
A AT T LRGSO W B | TN AT [FERoa2 emiie 27 ©F Asfer @R
ol SRR S MRS srged Of el ARTH S0 /1 |

«q &9t Dirksen & Kroeger 3659, “The 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 copy” | Si<e,
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TN =0T @G FRFEFY ST AN HATeTT @PQed QIREl AT Ao (AR PP BT TGN FCH QR
e e Sfoice Mg T F41 23 |

SO I AW, TN = GO TAN AWRA A PN A G FIeSH Towy @R Afoepon
FRETFTE g HFoe | oS TP W ARICA GIR A N PRI TP G ATIFSIC]
2R IR STwTHT TRIE R G Petais 2PRovyg O TE&WE SATCR 441 I3 |
TIPS AR IS 0N (7906 G Fa1 = | 5107 SRR TN T A0 Tl TR, 219 2FICF s
IS TR W @6 T [Eeg Tl AE A R@PFetiees «Iio Aeace [eRed 0 =F |
QETEIE T | (- YIRPCCFSER [G#[tad T Fo1 ACE “I'm lovin” It” |

[S4RUCEREENIEDE

Benefits of Slogans

TIPS 2T G0 ST @A (RPN GIR© S GF(6 IR, T Y T 2T G2 JIecd

25IF A qR WA GG (HABIOT FACO Jl JARF FACS & 1 | TN FIfGRE wroge e 58

e @ =form | «ff Jre FTR Arold I TFRL Tofire Y[8 IEFA ST AT | JITSH

LRI TLIR FCH AR WP T & A G5 FiEa A9 R T 36 | e T

HRYPTIR TreTe F4T =AM

31 BFS WA |FEd (Fast Attention Getting): STl TN o8 FOOR AN, qIHF IS
T L2, ARIAR A AFE FACS TS G306 *Ife1er 2fsa7 2o s w61 |

| e eeEifeae ofS siwa (Fostering Advertising Campaign): @5 ST T Tofd 6
TNt SIewaFe 9T arRifeametETe Irefs 4fe S=rs At |

© | TS 3fa (Easy Memorability): @96 SJeeiieT CaI=IS NIaeas 0 A e &y i e
I A5 8 TS T A0S ARRAOT LA |

81 JIo Jeoeel ¥ (Creating Brand Awareness): IS e Feq e g g i e
THOTO! B TR T | TANT- NCC FRFA TN =, “With you. Always” | SR, 1=CHT
AR R SIfRT s Al RS Fer F0E |

¢ | G SRYECE A= S0 (Strengthening Market Position): @5 SIFEa1T IS T TS
G S A=F > FAcS AR (A |

v fq@re gpRifeatT st (Helps in Advertising Campaign): T S SE o
GRS AL T TS =GR [G@4T PRITSATT I ¢ RGAFTE STH
RS TAGNIG &y GIIo 113 AN et A |

q| e AR6T A7 (Creating Brand Identity): TIANETET @ 25T 107 TS AR AT TGO
FACS G5 TG SH A ¢ |

b | ISR efSefor @fedt (Establishing Brand Promise):  Jted T afeepfors fwe ¢ =iy
SfSTETe FARRS F@, TR JeF Frog fepR & «3fs «fe 2fers o e
el

SR T A, GG ST TN ST AN ¢ Aol I VLT Q=P AL FHIe G356

G 8 KA I TG TOIT | SRTOI S G T JITed FHCANE TRwS Fof Zona Fie

I, A LSO A PO ARER *G TS ¢ TOF F( Lo FTS T |
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What is meant by Jingles?

& A1 IRFE 2T GO =G T AT AW A JCTd [ g Afdfens Srme IJaze 2 | IRIIES
ST 7 € TW 7o QRFVA NCAC P FACS AT R JOHE oI oFeg bars 11 I3 8
G0 ZA IS &oF TofF 1 |

AR I TO FACO OIR T© SAMASTICE 24 T 27 | IRIIE 7 IR =G AL,
RGN G *PFoNF 20O =T | YRONS, IIADCE JICSF A 2 eABFeF NIE 2o & @ «ft
T oG G TaNCed AfoT THITS AT |

IRFRCE W& Face P Kevin Lane Keller I, “Jingles are musical messages written around the
brand.” SR, IRFE T JIS(H (G I R IO e |

W2 opew [(E e «@F Paul Mills I, “Jingles 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.” S/, IRFRTAT T 2447 I TS LBICTT & G210
FIZe MFE 8 AFIA T F | Q& AN IR TR BF, JTS N AF FIol AR @R
FISCF 74T FCI TONET | OC A 4F 2, RFFoS AILF G RO A[2SF A2W IRPIE G
BITEIG Tof A0S 2I1TH | SIR IRBIF COA T TSR AT a7 qrecae ol a1 8w |
RPN Crrzgel R Cife Secese Wi [qeoitas S0 =1 T, @A =1 2ol “ofv, =i =i
T, A QAT ANCHF P CH | “TAT IS IRFELTE 20T el A AR A | FIGTR TR
A ABICH IRPIF G5 G GR TS 2SI QP AT B |

ARFICIA T
Benefits of Jingles

PR TE G0 R @R TFEAT TS K T WG TN Tl 944y, IS I PRI BT & A0
IR e TGN RENT 9o = | DR QIS AR Jifafens e, @ies 31 e [Kearea
GR ST 1o PRI e T Toft T, T A TR MO IR Y T AL FI0!
JTICS [IRF F41 2 | TS TN RO IRPIIF T 203

S | JT® FieE FMEF (Synonymous to Brand Name): T TG SA=lif* ks «@fo o4 o
AW = BITS #ACH | g PR TR GOHIR T T TICS #ITF W, PR I ICWR IR A
LT 20T TR | TWN-“BCAI T2, S0 A, ANG Afieg A2 fGfere qrews v Facez wis-
THTOIAT TRTRIICRS LT Ol |

Q| PR A =& o (Word of Mouth Marketing): IRFRSTT SCRPGT ST ATH TCoT | TR
2T GFIF Ao STE G A@fS OF S A T, 7 O IF @R ARRRE 93 FT0E S
AT | T, AP AP NHCRT P QT {20 1 “ 8¢ o A8 [Gopelq 37 |

O | FZCE WC AT (Easy Memorability): IRBIATET AILRTS (9 218, R @R S 2 A |
QGTET TEF R FTRCE CHIT T 0T @9 o1, IO, B9 G TF AT A0S Nees e T | e
PP ¢ AT 7= 2 |

8| JI® Aol qﬁm‘ (Increasing Brand Awareness): IRJIIF LT T e 9N IR
THITS 27 T, QT JIE T A Ol I 0 | T GRBONT JIS AGSTo! I oI | O 7
SR T ) [ TR T TR &) AFO A, SO N0l T T THAINR JFTSL FIACHC T |
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@ | S AR SFE (Easy Attention Grabbing): 3IRFE (& ARCFT AR SAFHT F |
TS 0% SHRCADGT NS SR LT 472 AR @67 {777 | [RANTFRNve ©I2 FWRT QEHid
AT AFE TS FCIR AT FACO 2T | ILFREE AR WA AL G2 775 A& FACS
SERF FACHC IR [T SRS LTAR N G0 |

v | RSy wmiTErt e 42T (Use of Multiple Media): 3SR RfSq w@Hicae e 9= F0
TS AT | GG AITNT THAT TR, *SFAT L©.S B VT HRATSHTN AHIF TAC | Hifre AT -
YouTube €<R Hulu faSTa SRS Seifer ARPIcaa M4y G TACe WP PO Twied TG e
facafoe 2@z |

q | 97 JiTe Ao (Unique Brand Identity): 3RFE (I8 T Hiegra SNFEqT, TIPS @3
forr forld Qi AN TAFPLT ARRT I | et efer@ferERe @ @A oF
ARSI TACF AT A G G0 Ty TAR RO Frer B | AL, IR AN A1 cwriferat
FECF 2SR T T 20O HRRY FACS AN |

v | Remitr fofs R F1& F@ (Foundation of Advertising): IR ILEF 2K IF A0 @A
fofe fReTE Fe FACo AT | WAF- 200 @Nfg PHtasE @ “In-tel In-side.” IRCIF 24 2 40
IR Rearitag Glifer Srerres e S S IR |

TS AR (RS T TR, IRFRTE Floqgd, AT G T | Q&teT i 8 Jed
fafog e =79y we FCe @R~ FvoTo! tofi T, FIS PO ¢ W AR ol I F1, Gk [
I S G TR A TICS AT |

/o7 e

I 5T T G0 [T @0a JIE A0 A TEF A AR G0 #1SA IR G TP LB
FHE T IR GF16 Fieg tofi IR A Jrecs Afefiag 63 | Ie vl Jriced dfs T=res ArFoms
TR T PO AR I GR JTE SRAE GrTTRoIC FRCE ey RS W<y gaes T4 I |
T 20T G5 TR ST A AT wPgelel el T Aoy THAR FRACE THBSN TAG T I GR
IF R e [emeng e a4 =71 Ot Jiferm o RFY *g «fe e s afem™
ferTR Refbe =1 uR Jrie 2T Tofire &8 IR O AMTH | O T Tofe 7S AR
A AT FACO A, IS IS G 2= =t 33, [Kearw eeRifeaag I o
ARG S TRFFIST TAGAR & Hif7 #M2e RO IS 307, IS 57 07 T A=Y
FE GR JIER T Afoerfors M ¢ TRATOF efen] FA0e TR IR | IRFRASTEN = 2
T SBIER & RGat Iz WS ¢ AT oo Aol | IFR S ARers Jifafens
R, wies 31 f5fe R ase sy Rem avrifeas e AFhe tof Facse, TS AT tommE
A0S, JTC A AR FTo! TS, TCAF P F-T 2T 1“8 T A8 AN A Tofare
3R S e RIS afed Fare =Ry I ATF |
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Packaging

\Jar)

Q AT T -

TG T 2FICRIER FH IFCS ARCI;
AT @7 oy 0T FICS A

o ATHER G @FPg T FACS AR

o ATHER ARTECH FRAPTIR FHE IS ARCI |

Aol TLAMCAR #7 TP F A TOISA RICO AR e [fogeird zreamesr @ sfeel 7=l oo
FA1, QTS FFFT T, AT FAF0A O (AF AN T FA1, 7o FrIFe ewgad vy o2
AT T, GIR JRIAF FICR 21NCF AFLNT FCI CORE & G TGLHT = T, T T AR 2AATE
PR TR AT FEE ATCRCR 0 | G0 ST 2FHOR JCTF ARG F& I, AfSoNT
S JCSH TP AGHS 22 T, 20 e ¢ Koo ATHEILS Fa0e, 20 WREHE =T
R AABAETS O ARPCAR SN, R AT IRFH FACO AR B | G=Gl, A [{feg 7m2
TFIHNOF TS (AE TH FACO, AT FARAS XS FACO, AT GFNGA TRIH IFACO, Tarol SNl
FACS, A T JFICLT AT, TP AT ¥ WL FAO IR T JE PO COfF FACS AJCHIER I
g AR | TGN ATCER ARTET T3 I3<ee JHAR, 78 T TR AR ~FICpier “AfFaes
FACS T | AR ATTS FC TG T YT 25 edl I, FRFASIC Ay Fewz Fa1 I @GR Aoy
A Iffoae 1 AT |

TR [ IR F#TCS I T2

What is meant by Packaging?

FAN I T IR TS (O IR TR SR QT TOCS A0S AN 1916 AMT *I15 [(W AFCIer T
e Tol “fiaes 8 (e T =7 ©@ Gre A7 2ITre 2 | GF2O, Tohl F « AP O 74
QM 2[(AZ 78 RS MR NP T | ST 9l AT 2R (6 SN10! AT UG AT 7] e[
Gy TOCF A WG AT W | AR TG Pl 0, Tofd Pl IR AT G AT TSR FIercR
ATCHIER I TR 0T |

Aoy AR T ©f TO0s WO AT, WG] I PR 2TNF Fho 2o AT R AT JI=I0ET
TIWTHT TRITFCOR T AT TR, T, M 2951w 78 2T WO AT | O2 90 TLAMCRT 17 A7 1AF
w2 0 [AISHONT Treqmeeid T AT 7 NF6® T, eFo e Mo F1, AEIPe FIwhed 2o
TAE 2T T T4, o TS ewgrf TR O avF F41, IR AR FICT I AFA IR
TSR & O TAGIH T3 T4, TR A e AT YT AR ANAF FIEGFACE 2FICF R 0 |

¢ &Tesr Kevin Lane Keller 3659, “Packaging is the activities of designing and producing containers or
wrappers for a product.” IR, @G #INTT T AMCF FF*IT FT 8 O Lo T FRGACE ACHCR F4
_q |
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Philip Kotler & Gary Armstrong €< St®, “Packaging is the activities of designing and producing the
container or wrapper for a product.” IR, *FCFER 2 IF0 AN & (7 A TS 9+ 4T 3
TRAMCAR AR FRFE TG |

TN SCEBHE (@0 F6 TR, AR 49, SR TGS Cofd DA AACS W19 F1, FITHhod
T[S TAF T T, ¢NTS N [HES FA1, WECRW T I, ARFOR Gl ©2F e FAT G
AT AFE TR G ~TICRCGR TP @R, TAW IR T T4 AP ~FCPIeR I+ = |

AR G BTy

Objectives of Packaging

S FE TAWE ST WOl ATCHER-GRS 7w Zo2PT &R | W TUHE NG A5 8 AT
AR @ ITRIHCAF & ACRT TSl 8 [ HING[ I F0o! | {485 2000 AT TGS RETI BiCva
T ~AER IR I L 7%y I AR T | 2O FIE TG THCATTI QM7 IR T A
TR Al o [edicns IRHer A7 fafeq TERTTR & 32 000 (A FEH) FIF T A |
Q TACPL (2SN AR, 2FICRIeR T MOoid AN (AHE e Qe [(fog ST S/qwie &ed
BCICR |

AR FTCO GBC AT SIIATCHT WA AT TG BTN T3 1, TG Tofd a1 8
AT ST FACS T | I ¢ s TORR R 1UF IR @7 @ IR0 S
e Al R B T =0

SR AT JICSF A s ALy 4,

e3fS e 8 foae w1,

AT IR ATABATTS 27 ew+a 41,

AT SRR

Ael3fG b 4T,

Ao AP A= F1,

JCTTS TR AR 4,

oy T @ #{eiseT A0S FRIIST A,

RIS ST N GRS & AT Ty |

PRI 1R AP ARG A7 R AT Tty e &) ATCHeR-GF W 8
GRS Tom Eivs Face = | TWAE TAMEG SFIewes WHR-AFhe, AW, W, ®, W 9R
Aifcem Tow fofe wa Wdme Face =01 Ty At afeam N i feawe ¢ S8 Aree
TERE T AR | JIARE FOCATS 7+ o8 wrge| | ISAM AT I T 3
AP G T+ AFSTAGF IH TR F1 78I TACE |

IR G PG

Importance of Packaging

AR GG #fely TofF TP W ea Uff eIt T =1 ReAN 1 wwgeid Ofs AP I | W
IR ATCHETE fotere e #iew “P” Rems wfefe wa Atae | 21es [fey 7w wasfog 2re
T T T, AT GRS T2 FAT, 2N GO TRTT 1, (ROl WFHe 37, ATIEAT ©LF
2T AT G ] PTICH ~ITPTeR @Gl @i Y | 0 ATCHerRta™ JRanetet ey 1 e

AN NI NI N NI NN Y N N N

BT v BI-Sobr
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S| A s FA (Contains the Product): SIS AiE #Raee, MFHe A GIRGRIE G IR
ARG = | IR G T (6 26 T T FIEFS AT 2rem SRl TARASE 4=
Pl 2CACR |

| o I A (Protects the Product): “ICIfeR 2[4y @R = @™+, CIMHIEy, TPl Toyifncs
AR, A GR HIRFPICH IO I IO TS CAE T A |

O | o SRR GR IJIQT T I (Aids Product Handling and Usage): M0 siicrfer =oy
Freferta TR I | @t Aoy AREE, eRd 9 AT JIEE TR TAR QTACE LS IR
TOICT |

81 “brs 5% T TONT (Differentiates the Product): ATCHER QRIS & ATG *H1e @ W1y
Ay TACF AT AR IEOE TARS FCH TOCT | RGNS NFHA ATCFEGIC W REAH R
SIS NI YRS A SPE S 5] A0 |

@ | 29 R0 T S A0 I (Forms a Part of Product Marketing Strategy ): @36 Stisdam
R SR 2 “GTE S FC IR GRS NHE0 TofF ICH | GRS IR 2/°ly 51T
R e o iy RET F1a 3@ AT | ARCF WS TR 2FIeRera? [ Zerg
Tacy QI |

Y| QR RA @WiF T (Provides Customer Convenience): *FITReR A(Fa &+ 215 72,
AR GR IR B ARLEHF B TOICT | T Q2 dlfewe A4l e S AT 2ifsee
e SfLIe g TR FACO A |

Q| TAMTEM g A Fe I (Acts as a Communication Medium): THGARR 72 ATCHRR IS
{53, PTG ST G3R #/°ly @ THAR 02 &I=ea FIee toiite Mes T=re! 767 |

b | WP A @ I (Adds to the Aesthetic Value): 7R @G LR el SFEAT A 46
Ay P AR TARICS AR | @t 9o ey amfas = a1 ol Rera @oeies et A1
4 33 fves A1 |

51 WISE I (Increased Attention): I8N oEFdd R, 2, T ¢ WFEAR FoIer @€l ~FICHER
F R | QUG OIS JICTA MCF AFnd A TR, ARFR WA JFCSH AR
G THC R JiTSfb @y A=<l Tga 77 |

S0 | T[S (Brand Recognition): = 1 JHICLH IR @Pgeld O TH 0T IEEE IR
TGN ARTA JHIS ITAE 8 IRl #7[® TS ACAT | FCT AR P& AFho Tofem wmpgeyd
GG T2 =0 AR |

3 | I® GIeNEE o (Brand Association): =R 2FItHCe 2CNR SAMA, T, HIRARM,
T, ToFel, TAMITE e, TAMCTR TN, TRV 29 f[{feg o5 awe 1 =7 | @R
SRR IR TAGANE NG TG O TS Segwst Cofdt FACS AR |

5% | R&T & (Increased Sales): STCF T AFR FLFCHS N AT GFCICAN BCT AT | O
FCFCE T T TR RS T IR A0 A TFOra NP2 Tl IR IR OIeH(s e I
FACS AT | - "Haagen-Dazs" “BIFe “RKSCTR Wex wens i« 23 % I dace
TATRTET | A AR, T, FON 47 T© JT ST @ FRCHL T AT ATCR ST 28T =AM |

59 | 99 AGIF SRH W (Capturing New Market Segments): TS ERT [FR6T Toag T, TAN-
=I5, TR I IC MECER SATCI R FCA AP TN PSR AT TP FAT R AR o ST
et BT goa S ST O e 1 T |

38 | AT (Reuse): A AT ACHGLT G TR Toieael G2 1 2T, WL AFII2T 40
IR | GTF AR AR T ST |
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OfF AR T IR IICGE SISl SR, I GF S TH FH, WM RITHI I GRS
AWM T Gl AR oEfs @ NN JONE FIRE FE A GF FEE AMDT I | IR Tew
HCFER TOf FAMO AN AR ACIGT T, FIRAFIAT FU G FEFA TAGACHE T wzrg
e sifac IR ATser e e 73 |

ICFfeR ARIST

Changes in Packaging

SR Gife, SFICRieR ~S (3 ke HIAR | 68 T4l FIACAR A ATcHier AR Face 2 |

O3 I I TTe RFeid Ta0e AR Sy [ 50w o «ft et =0 #iied | s Ao

ARG BIRAGT IR T T A

51 T B oS (To signal a higher price): TR et Sitas 7= wicwd [RApse =t e
21 5R1 0 AP | O ATCFG AYABRCTT NG O I T JC=hH 2fero v |

| IO oy @ (Effective Product Selling): TR AqRers Tg 0T NS AfRer 2y
ffer wace OI | Ancafer ARRSR MG Tow e Rees et T GbT T=&E F41 A |

© | = AT IfFSHF (Product Line Expansion): TG TN ©F lely Aifd s a0 efcare <o
FAC AR IS FACS IR | AR [FRoT Ty U, WI- (=G, IR 31 I FA30eR
PR ST TAGAT B AP AT GH0 JEF T2PES F40 AR, 2folf A I Fa1 T[T @R
Tor & fICey T el T |

81 wgd Ay TERT (New Product Innovation): TIF I 9« TR Aoy TBRE FaC=T, KAy
ATCICER IRE ATCFS AR A TSI AW ARIAACE AqFers [ 3 fufeam
G ST A |

€| RS ATIRR THIE W (The Old Package Just Looks Outdated): #FtaFer T=I 2faas
AR 4B TR FEE 20 ST AFCHR T WA I AEHIF FICR I AMCT | S
SRR THICY TG WS 2R ARTST GG PP TAR 20S A1 |

IO &R FIG Y& FONeCS 2FFonR-« RS o0 | B2 RATFIRATRE e AfTSa
e SR FACO QA G ARG S #ACRIer e T 2(J |

@ HPRCFA:

ATCPOR IO G0 2[NT HIRATHT WA Il TSR SHABACCRT «P#T Fal, SABIeG (ofd a1 8
ARG TFAF FACE I | AT (7, SKE [ TAGS o DA CE [7a=v 1, Frwhod 2o
T T F, gPre N WP T, AR TRIH 6, ARIVR Gl O &WH I, GR
ARFA S[PE FAIR PR G o1 =y | Aycd oy 70 Fawlon T© A T F41, A0
FARACE N2 FT, AT QTS IRIH FT, TGFO] AP FA[, TG ©F W FAT, 407 AT
SfT AR, o AP Toff 41, ARIMT GHCIRN 7 I B #0717 (@Folena WiFe 1,
SR R T GR AR TopaeeteTa 71929 oo Fare Wy Aealer aa owg
SAREN | TR B Jod 2fre Mre, IeR TR F9ce, #df AR IfFe Face, Toq IaH
oI eI FICO, T o TVRE I [ FACO @R TS 2FICHR PIIE A ATCIOR
ARSI T ATFIER BIe] FACO AT |
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Product Strategy

\Jar)

q 18 1T -
o RN TR TSl S TS “A=CIT;
o o] TR AR I I FACO 21R0T;
o RErCaed Terel G TARPTR TR FACO ARCI |

ArAfoF IRAUTECS HINGTER S Koo AREeR AR T [RerapEee [T e
RIS @ HHET TH@ T YiEeF IR T 2= FACo I R | Fo Y@ TR, AR
AR I, Aoy WG ored, THICATS R TR [eeta weel [Reg My et Jfa @k
BICRT SR IR NHIGEeMACA AW TSR Aol ARTECTR FCo AATOSI (OGS € THA ST Toa
RO ITHFTO] #1S ICACR | 3G IFFAS[A AT NG ANCS FHCA (BN oiewg Aoly thiiet fadizee
fF THA TRCE | RN * e e ToRkE & TOMGR Toffd @moIe N[ SGag 7% G 2y
TP 2o ¢ [N 247 I TR G AbfeTs Sy A JHieed goey Aie [eawa afi
AL | GRIGTS RNGFER #F TSR =/ I I TOICR Soees! TS JIF 8 R =, P61 e e
R Serey FIBF Tola ey ey A |

fReteicea wew gt

New Perspective on Marketing

Arefod IRARTENTS TFAINGT oitnd e IR@EER Afedifo ¢ FHER THh@ qodR Ao
PECR, TP RIS SItnd Ay [ #faeaea owa [eier ~fiasta e 20o 200 |
g, agfenre, Aetafos ¢ WEFTS, ANGT ¢ ARF T Gk AfsrifrornF R Rasaure
fRAAIRITTE T vl G W Q=el FACO AW FACR | G2 ARKOTSTET 4y SR =C=T:

7o &S T,

afezyare) Nieam orew,

U R TR f={eitra Wl gt M &t I,

IR FATRR R TGAGEOINCAF M TR,

afecaifrer i aar Fem teEs 32,

R @R ST AR o 2,

Affcarre, T fefes qR ANIfeas Srael I,

v wFed gtafes I,

v e wrEife Ter

R RIS STl INRCOIT OS] € (HNET Toa LRI I=Fol Gty meaee | ey axe vy 7ol
T AT AL

<) Torel (Consumers):

S | TSI ST SAfSICe o] 2T TS A |

3 | o sifsee f[{fSq <@ Toea oo 8 ORI @ IS A |

© | 2 PRI T 2R O TATS 2I1TF |

ANANA N NN NN

TG v -0
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8 | JCIF I FANCH THETT R A= A (@ [FANTFIATA L N8 AT NI FACO AT |
@ | ST ARPCAR AL AT FACS R A € T IS TS[TS W KR0S AN |

%) A (Companies):

S | TR @3 2fo ICF O b FACS R 2@ TSIl o TRt &y «fo =ife@r
Toe O R R BIICeT ARG F9Co 103 |

3 | TR AR, AR, TG A2 AR ARSI T 25 GR Y O IR FACS /1T |

o | 2B O aS QE\WWWQWWWWWM\WWW
IS 2 |

8 | TIPY QTS '8 TR TP TNS THH SICAT FICE I-TNRCE NN [, o, BT R O ADTS
AT |

€ | TR STorP AIRCHA G SIS LTS S 7ely 8 Tl Sofel FICS ANH |

Y | TN SItw @, e, affrrd e Sreredid @ g TP S 961TS A |

«q I FSTTon THTOR &I T I SOF T oeItar o qigeler 37 ergad =0a $uore |
aﬁ\wmﬁaﬁﬁﬁwﬁmﬁﬁwﬁmﬂmaﬁvﬁﬁwwmﬁﬁﬂ
TS GFLAFT 14T FACE |

Ao (FTT

Product Strategy

2SS T JITST (TR AR GFB T A0 | G0 JOCF (Sl Forg azd F4c9 of [difse =5
AT S B | S TS A0 26 200R X ©IF 79 Tl ¢ FHAR Tl Al (OTSIF ATAE '@
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Understanding Consumer Price Perceptions
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Consumer Price Perceptions and Setting Prices
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o B T eIl ABRITSACT FEI TR T FACS NI
o G wmH REreE ebRIfeAT w0t F WiErs =7 ©f FIS ARCE;
o GIEP AN TAMICT QT T FACS AR |

o1 TR TR ! PR SAT F0a0R | fotel WIEIRIes s adees 8o f2eta [earmee [eas
T A€ A TARGENS - Jiew [aww, Rew 209, Ge oo, s Ieibe, 30o0 MR,
R, ARERIG ¢ ARFe Remm Tov tha [eie Sie ePgrd 1@ Sore A | IS TPRB
tofiTe wETEE I SRR TR o7 efGuese [P Fe I ©f WA 9 afwead
T TAF ST AR | R AT o7 R TR 90w oS =7 - $#ifefls, e sieset, ey, e
T, ST 3R B2 | @2 RAG 41 FPSIF T 20T O 200 AT AT 2 3R AT A2
TR &S BSABF MO B I AN IS TFIRIT CoR FF=TS |

TRefels TR T TR

Marketing Communication Options

ST Zrors{ed TACR fFOICT 219, T @R I (1 JTE IPR0 TOfes 9Nl A0 | G Tl TS
fsfaie @i o il @I fFored Jre 3HRfb tofire s A1 | R Qe s 93f6 S 3=
AT THAITR SOF 1 AR Ol TOMSIR JITC FIE THIC!, T RIS FT G TR0 FRCA
AR FIEG FCH AT | PGR GG IS TSRS 0 PO GRET AL FACS 2RI O WCAP6IR
o 03 TR e [wiels QI tHiee S |

g e Kevin Lane Keller 3w, “Marketing communications are the means by which companies
attempt to inform, persuade, and remind consumers—directly or indirectly—about the brands they sell.”
o, P AN IR0e O TARRTANE I AF WG AT S I S@rs S
TSR 2197 1 JIT TP G, T A0S FCE G T IR RS FEM6 I A |

TRt e e T R e wieacR | e Afkfgfon Teiw fea wta tfeR oisieend
GFIET TR SR FACO 2T | GUHCE A ACE6 G SR SGATS ICOI0T A #155 Sere
A I, T 2R R AIGT GReal | e @R dkiees B Rt e [Keavar w4
e W SARES TR [RTete S w@ged =07 Tore Iitd | [RGeiw 2ere Syay Wi
THR ST W AR e [aww, Ry &, e opiie, fefabrer st 3oes MR, et
ARRR ¢ Rf fiema Tonfn | e 32T Tofrs et i e gom a3 ibe e |
Rl PRI SARPRREE (RS Ot FICq I G35 S TorEe I & eere
T 220 TORE #ACE T7E I T |

3TEE v -0
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Information Processing Model of Communications

JTS TG TORTS WM TR [EReR T o el Feid Jer F O J1ACH T3 (=6l

FIGT TP | @ AT [T AR AT TR (/G AP Foqree] 23 AE 1 T S

2HE(G Tofam Twea 14 I FNCA |

TR ©27 elfeareae e oo TA6 4Ieod STuacy e | e @B =G «ret s7ies s s

1 =TI

S | SHATEfS (Exposer): e WIeAET @7 263 TR AT «Few 1e (Target Audience) BB B3
59 o1 | e & ©f PFSNT ST NI THATS AT |

| 7 i (Attention): WA KRG @ «vam wfew 72 i Face e =7 | WAECR
ST ¥ O AW FAIK (631 Bl & 07 [0 [ JIeR NCAICAT AFH B 789 27 |

© | T (Comprehension): WAAICT [RRG @9 Jfex ditg F=Ce2 @Ly = | ©F 9 2
I Fdor *REPTe =6 |

8 | eT Wi (Yielding): 5T W QAT 28R Al Ffeqbwed el fMre %y =7 |

@ | SIS (Intention): THITAM N7 RS B1E TS & WA KRR @fis TaaieT Sfoe® e
I

Y | W59 (Behaviour): U JUESIE U6 e X RMEICR afs oF 2feqns Sivae e
ORI A5 TR AR NLGTT AT SCor*ly SAere = |

a2 =G 417 PO T A OCI2 WA T 2 GR GG Jie Jeed 2fs 2fsqms wre”
AP I A PO PTG Tl S | WA TFHETE THARPRR I FiE w9 TN 9 w1y
2 T ACS FAdFond AfoTiTe =0 BT T ToF AFCO AR ©E2 IF0 IS FAFTOIS
OER feR JE 20 T | Todl WEA e I =TT I @2 T 4o & @6 4o
SfEfs A1 el TN WA TPHEPe QNP R THE Mee AT | TR IS W FE
ARo® N<rw =20k @i, Tiag @b Toa [E=q FTHRET THha U2 &0 Gl Sgei{gfe I ao]
TTACS AANF ©f AFT! B A ST F2 |

G5 T e ABRISACT Ty TR

Pitfalls in Launching a New Advertising Campaign

o 2BRITSAITR A TR TR @ TG FICE 20O AT G OIF (e ([ MO0 TeA[e]

T O foTh 9T 4@ =TI

> | GG TSR FICR G2 T RIS AR o1 7 fearsitaa g fo6e oo =37 |

3 | T SAgee I Reafewss a1 e = SRAT EAeTeR wibfe AE, SR ©f TSR g
e P =07 |

© | TOTS BCR U0 K@= (4o 918 20 #A1tF AW 7 K@= 2/6ly (S SR Sigerel AP i
1R JITS T3 TER FRCA T 70 N e T AT |

8 | fRaroita afer el 7ot Sfeafere 8 Tar O el =X @3 [@em afwr (e s siemiee &%
TG TSGR 26T Ot AeT rs ol 21515 @7 F90e T2 &FH |

¢ | @ I teets BT e [HRITS SPd = OReE (OISR WK (IR A7 (FaF S’
TofRZ = A1 | R T AT TR T |
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Y | T AT TS T TR 2oy @ Prai® fWre A w3 3 et f6p2 oF AAw A1 A Sr=es
I AP AT OIT TOIG! R AR W3 [Reao=T i 2605 Tre 6T A0S 26 1 |

Q B GLEF o OCe AN ©2F Afaaas qeeek =it qiof I =7 I @3 «ft et
THTHICT MG 2S5 P o ST THed 14 92 0 | 0T TS FHIR6 0o TIRW 2F |

G5 v Reer=i efprifeRiTT T F St =3

What an Ideal Ad Campaign Would Ensure?

G5 v fRer= T AFRIFSA ST PRI THh@ o2 Afereaed 2afb «IeeiE e 2feans aor
T | v garo e SPRIfSAIR T toeR Fte AT Ay WHFS w2 TR I9 T (ol
RO G “o @ Praie TNe =@ e o dferieacen @i fefes s feersie eprifeamcT
SRR SR AT FT R(1-

S 1 3B v Rear=ia bR T3S Tore™ FI0r T3S ST HoF SR oS Fea TfeR 7w |

31 v st SRR TR IR TOISTRT RGTHiaa ISl = #(elist JJTATCH SCACIN Z0H BT |

© | «ff TOER @RIF THTS! SRR Nof@ ARSI ST TAYF FCH TS (oS S® FRCGR 2/l A
TR ICF QIS 2/ |

81 T GIIF afediere O AR W Fe «ff oy A R T AT AL TP ¢ AN
IR TS ST QA A T TSGR WG] TS FZST A |

€| @ A Ret Sfere =0 TOeRl @1 FTaie TR FI#Ita I_CS ¥ I |

Y | RO G W RGaIo sfdy 7 JITSF FANE TOMSMA ToIBIR WA& R TSI [ TOISAl
B0 St @ FTaItE Toae =7 |

GG S e ARSI qoItd’ oy AfEIsaces = Qe F6 01 GFE IBI (OIS FOre
Tl 91 TS Ifere |

Role/Use of Multiple Communications

GG o) N JPICST JIGFS SPICR THCE PO ZPTR SAM JIC& HAICAT Sfbe? fagmcwer @it «is
G o @ FAT I T&F Al 89 3 | G0 N G 5F TRt 2P BAMIE 5929 F4d
of o7 0 3 PR RAGR T#iF | o3 TR ST TO Tl VR T IR @R Arcensd Kot
I A {EH =P | SeifisEe oo SRET AR R Sl =6 I617 T I 79 | qUFEa
AR ACEH I AR ZI U T T AR THAME FCG AT I ©f Ewee s [ww g

vV FE 3 A SR GRE 5rad 0F T AT SR IR | GRS AT A GIIEST &
TAMITTR QRS = |

v BPAIR GIS Sow |

v @R i e |

V' STelR TAMRIEBT | TSI e TR IRIES &I S ICad Aee el fies #IF |

v AT AT TCRR & TR |
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ACY | TP TFCE (9T AF(6 &1 Somiee Rfaears e Jfacs 39 G061 S@mie A0S #4ed o | G4
2RI B MIN IR TFaefeT 20o A NEmel-

v % O e 20 |

v 3o SEGER IERE AT O |

Vv TSGR FICT AT TR FBRT =0T |

v oM @ Prare afew wifve 20 |

V' AR SBECS NOJ (4 (Aba AR |

vV TSGR U SIejfiE LA AR |

GHEF AR THAWIF AT THE NS TOPOF A TAM LR FACo =7 AT IR W2 1
R 2fSfs STo18 el W TR FRGCNT NGO ST | qUHG IFGH T JPTS G GIEF PR
THAMI SCACA LT D& =T o IR I AL AN 0 TOE |

/o7 e

IE IR0 Tofire e @i e e 3l afber wie | e @miess 1 So e
=Rt ARG ¢ oiRfe fem Tonfn tea [eay sfds ewmga =@ Bits A [erw
AT ToRPTRIRCS CHFPIe Ot Dleer e @0 efSifIorETa @i tHe o J5e
3735 TofE 2RIE Tew F0 ™ | e 32T Tefre wEiE e e thea w2y afeae
P IIe I ©F WA ©2F 2T [T TACF S TR | AT O B AT+
o @b QR AN ofe =@ T2 THifefs, uiE S, @iy, el wie, Sfedm @R SIba |
TN TR SHRPTIR foT0a Fe T 71 % OR &lfeaI7ael e+ A0S ToFerd efswfre & of
PRI TSF YRS AR OE2 GG T FAFTONS (OFR «od e =T Teo | et
AR (FAY IFIEF A TAME R ICE ACE | RIS I+ o] aeT =6, [qopels
FRGER IR TS TO0E, TSGR IR I8! TARC F8FF 20, AT FRCSW TGIEF 13ba
A fFRAT TSGR A TSI (EF LA A JHS WA & GHIEF 2P THAme F=
PICS T |
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Marketing Communication Options

\Jar)

Q AIF T -

fRoIeley CAIAICACo 24 TARPTIR 7 SIS “H=CIw;

FPA a1 FICIE FCHECTR S TR I FACO ARCI;

R 2P Y o I90S AKE;

30T R [l AT FACS ARCIT;

TS ARRELS F2IF 0o ARET;

NS o0 TN FEGCNT TS ST T 0O AT

NS fster T NRee v e FIF FAA T S 6 FACS AR |

RO TP 29T 920 BED SATT T0bR [ee*i= 8 &7, fRifERir st «3e 2res 8 Sfewer «ag
WEIEE e | Rears =ee 3 e Smel wgs wwdt Rivwe gr=en, «97 ¢ oRE twifes
TG 6 ePIRCS T | W {ar @PTIR =T TR 249 I T [ A &=y (i $9
2T feiely wiferca iR | e W avw (6 e am Sy sTifes @i Wy, Wi,
fofbe, oy fom, torm, 3, T2 THvcs FE AT JFT GR TSR N0 @3 o
TR Ao Tofd 1 = | R 20oh 0o o R T 9041, TS| A Tl 2ejies
TR WL T JICST AL TOST 7T% A8 [T Fa9 68T SE = | SR [
wfotrs] IGR TG TOMSF (HIF G061 [T e FCO I FRICA JIOSH AN OF PPf@
YA 8 T | qRTIS XY (OTGMA RCS TS WO AR TR G “HGCFA (OIS nd
=0T Trotz | REw opTR Tore 9T @k BT T Ififens Ra 9o 2o A | e AfRads 2T 5y
1o T AW [ SFoIifed oPie FR@Ew ol i@, e &7, Jifes [ Torive e
R PP A 0O HRAS! I(A | Uff Y R0 0 ACP-GEPREM 8 ARG A1 bR R GG
S e oA | el AT oy S e TPETIreeitd oo e s e sive oy
TAMIE, o, IACOT, BT AR FATH I FACS MA@ ool TN 0T | Ao ool
T (eEeTd R e J0R A RCHCA 6Cs A RS | @ete == Coverage (7RfY),
Contribution (S&¥I), Commonality (317=I7), Complementary (Af@5g%), Conformability (Frafe=),
qJR Cost (I79) |

A A T ToPTR
Major Marketing Communication Options
N PRI S_IE 7o SRD S 20k & 8 oo, SRR e aR 3tob 8 Sfews!
QR TNRIZT =10 | foyes @3 fgatetl e SIRTeeest Seb=T 1 =013
> | R @ eFF (Advertising & Promotion) : @35 e I=oE Sowire F9s weda [ «=er,
A @ TRE LAIES SAGAT 8 AT [earaie e | [@ero @G @FA e 9 I N
JEA IR Y TSIGIA FICR AT AIF AréT TR thea 681 F1 =7 | At @6 =fem@t forers
AT Tome | Tfre e 22T Tefire «a W Aol T FlI, O @I JEE OIS IR
AR TR THG IR RIS JITS SIS 4T AR T [earoites {7587 T2 |
RS @ &R T30 PR W™ ARCR | @1 NG T o7 03 [R@r=1w (b1 F1eh] =09 | [@rw
8 PR LT T foTmhol-

v oo

TS5 © *P1-238
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v Efes

v T ffear

v SRR TN (20N, STIIAIRG , BT 2o A<IesT)

v gEfefed SN (REGEIS, TIPSR, ARTEC So5lWa STew) 51 |
OIS T QA THefo* qfo Tmiem e A fZemd [Ehbe =7 W@ So/e AFEameid ey
8 TRl S feg A8l THgree a1 A3 | FeaR 1o THRG Cof T ol Reamtas samie
TSN | (A8 TSN NG FIHE AFCAS @F 7% «ff oy Tafey f[eersi wrapw &g Affoe fe |
fers fafeam fdfd S oo Tgo® 2 APETe ATHTER SERGE P (e-paper) GCAT GfbtE
RS AACS TN TR | GRGT T AT N BT SN G SRPARIGT NG {earofw
VI (PTG ToNw o effes oo e & e 2o [afoe w1 T it [Eare,
TARBHR T MEACECET M Ffefes Ream et <Rt @ sies =g 31 e 3930 tof@
TG ST (A0 BECR |
R @1 20T FRCNACA {6l AT ORI RF AOAR & (T 93 8 Rofel S 7wiE |
T TR 20T O9 G5 TGO SR SREF THAWE A Sfeearel, [y FIA A1 (SEnd IR
el TR G TAPI ATABAT, R, Sw#a1 I OFfe] FREAGH (RO I I | OF A, [ &=
T Tt TGN A THOR! K e & G0 2 | QRB G P (O w4l W Rearoieerat
T T ACF, OCF @ AR T T Al (K o) QRPN @6 Swrror Cof a1 | e
2PTR e (orel A1 Aifdfens R @i 2oMtd ol 391 @O A | [ ePMitEd (Sle! erewel 20o
AT T, A9, RANET GRIE IR em=q Reyifm; Afafers a1 F01RS Atamar =6s AT T I,
AR #foy @R ©rel Foifn; e RETFE A1 AR &Teval J0S A T, GE o+if, [ewa S
Wy efstaifare Twhifv |
| frRifERT MEBR (Interactive Marketing) : ©2F 6= TOE Sea0dq W 0 JITS EFHI0  ACTAR
T q0] T 7oor TRifERT Ieefbe | il Sty «se «aft e a9 e siifess wmirs
T4, Sfee, fofee, oy o, T, PR, 2 SofWes 0T AMIT T AR TOER WL GF o
A WETICR 5T (o F41 T | U TC TRPIN (OIS IR CACF JTS T0H Oltvd SIteT
ST T SK AT S 98] 2 A PSP NS (G S 0 M |
TEACH & ol FITea AT AT TG T THRS IR A NI TP TOMS T IR Aely
I TR I0E O A T T8I TR R G2 A TOERNG SV TS, AT, ANEG 26710
AP A A IR | oL R IFHr Jre 3B Tofire Tl F40T |
© | 8(o% @ SfS®we (Event and Experience) : oot E0e% 0o Fo1o R{T*¥ T q641, SR A1 T
EGMCE QR LI (B JFCTT AL TOMSE % A8 e FA9 63T SR &7 | 3090
TETISH IR TR Yo NHITNS 20O AAF | IO 2-FIPT AR5 WTACS WA Weae [feg 2red o
A PHTC ST AR FA0© T IR | TS FIICLA A TOMSCA AT I A1 I Je 2R Tofee
FICE A | AR [T S owol TG NG TOIGF (I GF0] [ FIE TCO P P
T AN O TP@ FIATTA (58 T4 T | T 0 TOGRI JTS NSO G N0 A4S ACI [
1S 252G Tofirs FAPIE dolq T |

8 | TARIZE =19 (Mobile Marketing): Jrefes I JFE WATACHR 59 @36 «@e @ Teiey &3
TR R SRS T WA JIFNE TUox W 207 ©IF =T 41 31 T | «fS =eem
TIRIZA R | WEg (OMEd TTe T[T ECEH TAE % IR WOEH (SIGd i e
Trotg | o =i Qe IS #Aay TFAPIOT IR VN AR & RIS JI2E PR | AP
TR TARIZT T TG 1 A Al &y Koo 2o frea e giaes /e zeaee |
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Factors in Designing Effective Advertising Campaign

Jearm FC=ET e FTTo 98 @0 (PHEFECE ICer A =7 | dRwe Afemifer e @it
@it ML Aoy A1 PRI TS [y g O TS SRIC Th8T 41 23 | G TILITIL P
eI DTS ARSI TS TACF TR HIOCS Sl 1 27 | OIS Fereraliet =it I AT R
FOT YR FCBT AFATENF [0 TOrSIMa TR T2 1 I | ¥2 76 (e fed a0
3= fag Tomi A e Fcigs fTeidty II92® = 1 John R. Rossiter €3 Larry Percy €3 SCS
(o A eI FICHZCA TAMPIR fmeiot-

> | TS TR0 Tofim Ty AAfemifer TR 4= (Define Positioning to Establish Brand Equity):

() AfscaItrorERe Tt & (Competitive frame of reference):

() AT Caf*i8y A1 Jf<Er (Point-of-parity attributes or benefits):
R IRIE] -AfscaifrorE

(°1) TP Lai8T a1 < (Point-of-difference attributes or benefits):
ST TEel TN
-ANLFPT

3| AR NI &5 SeRAr e BfFeead (Identify Creative Strategy to Communicate
Positioning Concept):
(F) wRyfefed T (Informational (benefit elaboration)):
ST @ AT -
Al IR
—Aely ST TR eIl
(¥) TR T (Transformational (imagery portrayal)):
-TO[oifed AT THIBIER JI2E OG-S oF A CHIBER! “/elf AP
TS AR
(") Teefefe P (Motivational (“borrowed interest” techniques)):

R ST -SRORIGP
T ST TS
=7 e g

Wa%@wmwﬁﬂﬁmﬁ@mw&@ﬁmwmmmﬁ@mmmm
23 Tofre S A |

Rerw P

Sales Promotion

e 3fae o ang g eamaIee R & A0 | @t 92 gni 1 TS HId | TP 5
TOTEMR fCIBICT , GF5T 0T G5! fF SO SIFIER NLICT AW THAT T | AT BIITeT Ao =
TP A14F T LT AT AT THCS 2I1TF | G2 THCas Sroly 2t g Arefs FRr awiw
TR G AT | FCH2, G2 R TSGR AN =0 I PT G PR Wihed PR ST I0d,
TRITH @ &1 oM @witeas < [y s [ qreice Teiifre w6a | 3R e @ieas vt
TR & TP NGB T[T |

3TMG v -DY
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(F) TSI &AIF (Consumer Promotion): &R &3 SR SNSRI T4 IR §UT8 toreitnd f[foy
T Tl TRl T O P00 A6 TOIG &K | 201 JI2© (OS] &K FIRGCNE N0 T
fToqd, feIes, fF oo S id, e 31 Ty I Ieia 2951w |

TOG AR NG FTo toreind vy Aefe Rl awicam [faw oo @ Prae, “'w, @cE
AR, TR TR e ol FIF TN JICTF R ASICAR THBT 41 & | AN fCASCT A
T RIC S o1l SR AP TS Ay T RN T 0% T ARETS Thae (w6 Aefs {4l AR
IR T 78 G Praie [0 0T | G0 F(F G T [ 0T, ToNT e T JTed A7l
I T IS TFRIG Co = |

(¥) @Ee I Iffens [eFw &@9F (Trade Promotion): G® A TR «F (A0d SIS Jf«r ar [feg
A A, AR, ARSE 8 Lol [Rio! qR ST BT Tenid Tl 21 IS I Ol Gfs
fafve Fees e Jface e Fare waEl 0o AT | BT &N IR [feqend i T 207 A |
T W eemar, Aoy avel, efsraifier sicares, aff e emiw, amim 3w, Ge il i | Ge
TR JI® 2R Tolite R @ To7 JTeR ARibiowacd [Reaw S “F M 03 | Bitae Aworael
OIMA FPNRS ARLE T MAR @CE T9 IS OGS II(7 SFSABIONI TAGAT FCF | T
TSGR o7 TS &ifs T 2T G0 IR IF A T Fae TArs 27 |

TS (G 2P S Sl T e Afibfowaran twea [Rarb a4 et wifkee 21| a2y
14T ST TR BICTET APTACER PR TACHS. | T 219 G T BIICet TTwoiend Al Aife St 1, 712
AT FHAE DR I ARG AOE | Fe2 JE ARDIowad G I TFHI0 tolrs G AT
S S |

J0ST RN [WifeFo!

Rationale of Event Sponsorship

B[S “RRA O (B G061 [THT B0SCT TR A1 JITST F TS @RI TG MG P12
I T S TF 2SO A TGS R TE I AT IOV 8 Y OG5 I S
2R SR ARBGETTR SHFR G FCE | TST PR G5 G @ Tep] &K e | s 2reb
AR SO! Il BIRO AR S5 FT -

> | Rew wifdw wSi® e (Particular Target Market)s afsf 2reb us «afb e wifas <o
R | TN o FHT TR TSN MRS @rel @y, sas [ I e it Foae w@lf |
IMEL G2 O el @i O FH3e @i torers A ofde «afs Sei8 Ire™ J1 TGN TR
Gy o sPga |

| IS FHF Sqpe WAreR ¥ (Positive Brand Perception)s o e 2cert Wi
TSGR T 2[00 PRI JFOSTER JHAE GF0! 2fSIABF AR 2T FE T RIS IS
237210 Tofare SwiH Y |

© | T 3o tofire {4t (Creating Brand Image)s 2retod At e 919 Sies 1eT[ T6
ST AN Y7 IRCGR TOGR “PP1E TS STNE T FACS A | (0O JS S Lol 7RG [ |
AN 1ol FOICER T T PR (I AR AR foa gy « ez ffeirs 7297 wfes e
Hublot &3 32T IR ST | F1 Hublot A «tar el Regiesia 518 i pw RRemd 3w 363
SRR |

8 | @¥ P gei (Influencing Purchase Decision)s &3 3tet fof, ©IR 07 3ot W@ IS
QE TR AR, THE AT A TR T FACS A o128 (OER! T2 JOCF2. &F PTale q=0ed
i Gfie Y | O TCST I TG TS GCIF TG ST CF TOICE |

2B v e
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¢ qeeffas Wb @7 s= (Part of an Experiential Marketing)s 3tes @38 e
THCATTI Ao 97 Se* RO F& 367 | IR 2lfSs ST (OSA &) I ) Sfoseod I
(I MICR | PGS T AO@OF Y TG JO(H TOIGH AW A TS #ATCF |

v | e BEes @ miw (Promoting Social Development)s Sitai@ Aifers Saae AT e
NESTOFTE TIITCH BT 34 R 2ACF | GO I G (12 JITS I 66T A=l 1T \90o
R TG SICHA DA AN JTS(S I& A T | TS TS TS *f G 207 €9 |

q| Terema RO Rt ems (Entertain Key Clients)s Stae T T @ 2S00 PR 34,
TR T JFTSR TSGR G [REE T eie 1 2 A | U ICF TOIS [ JICTR &fis e T3
TG G SPS ZCF AT A IS 20 Cofre TERel I(F |

v | orewie @ (Triggering Instatnt Sales): Stae 2ot PRIEN JHCST o7 A PREA
SICHOF R 97 =T AT | (OISR R T OF JICTF A I T SICHOFONIE T PTalS
e e |

«Q B FECIR ZOSD PRRAACS GH6 Ty SRS 8 F2P] F N4 fRered [eavar w41 =3 |

IS ARG

Brand Amplifiers

T ARREE 20 g oo @i Somie T reiefes opie dew ool [earm, e oo Topifra
AT AT FAPA! DA o0 TRITSl A | GfF 9 R0 =0 ACP-

(F) SPRAM 8 ARG I A6 (Public Relations and Publicity): @36 (@i 27 I Jced
AT SPNRCIT WA EFSA6P (el T 2CNG Coied &y PR 8 AREOG w41 =7 | «ft Koy
QAR 20O AAICE | TN o f&iferer, fifan SRS, tet Fawica, feom wifbwe, S oo[F, ThEre,
T, T afotama Fonfn | @ Tt JoTe Rearie A1 Aer eI 4aees SN0 Wie (R9R S T8l
4 =7 |

Kotler & Armstrong -4 ¢S, “Public 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.” SI€e, GPREM (PR) e @riifea [(feg
GEAIGIRCER A ST o Cofs B =T ABIF +11® 41, G0 ©FFT FCATAT J0G Cof Tl IR &AfoFe
G, T GR OGS v 4T |

Belch & Belch-49 S¢S, “Publicity refers to nonpersonal communications regarding an organization,
product, service or idea that is not directly paid for or run under identified sponsorship.” SR, &6 TS
GG ARG, AU, (AT I G FIFS @ @36 TFTEIS @ETAPE @RIT @a e TKeife < ewie
31 =7 A1 31 [ Soayrel w&ie #Afvife =1 41

G AT NI IR JOCE 2SABFOIE TAGHA N IS 20T 8 TS IF2T SR &T52T
BRI 27 | (399 3fSAbF 300G Lof2 7, PR @ ARG JE FoNF @ TFH G071 (oo F
G, W&, WoALbR To7i FTH ros T QNP AT 3 |

(%) ¢ &7 AT I T T 9T 1 (Word of Mouth): GFE TSI&! (HF JIE IR I
ST FA AT N AT A PICR AP 3 | 92 [l S ond M 18 S T 967
AR (R TS AT T JIS SCACER AL AP ITARYS | G TOSA 4 0 IS T
W & @ [@UR Ol IR A6 SF W8 I IF FAR [0 | oSl W A 2607 I PRT T
QTS BIZCET ATNE 2RI W SR AR TN 22 | DICe2 2 o II0g JiTe 70 Efeans
qIFell Tof FAGT G067 BT |

TS5 © PT-3br



e TS fmfmyie TS [

IS S o7 [T (B = AW &R W 7, 6 WNYfed [ofeitaa ool @ Thiae =dd IR o567
0 AR A I == Influencer Marketing. 9 ST AN INT MY IR FCI AT T
T W SIAd N0 TS T 2FeA6F ST O Y B v o8l w4 2 | [ we sima
T AT A1 TF #Iy W T T | Z-FAR AL JFTS TR A T TR JIEH R [eS e =%
(TS P N TOr T AelB THaIE FICT DR &Y 6 |

IS e TN Rt e

Criteria for Integrated Marketing Communication (IMC) Programme
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