o7, RIS FS AU

Product, Service and Brand

Ay TS G (RS @RI AN (SIS WM G 57 FA0O AR B | (SIS @S
RITTE & eIt e A7 CRT 280 '8 FIRAR F(E A | G2 D =0 @ #TelF 477 G Ond
SR [y AR 8 TS AT AT (F*IeT B AT ZCACR | AAT AT, 91 B, AN &
8 ABACSN TAE B FAT ZECR | €3 AT TIRT TS BT F1 2R | 7O 210y, 21ely
PrafeTR I T R | PO 2y, GRS 2fSBIR [ FHFPTR 36 Facs R0 | 5od
A1y, ST @ A (FFPIR RIS ST ol ZCACR R AL A, TN Sl 470 R
TO o TR S SACEAG FAT ZCACR | A, T AT AN Geveara [foq ©a Tww
@i q=Er (e 2RR |

G iR o | 2S5 e ST TN v TR

«q FTfRBT AR

MI-0.5 : A 8 R

MI-b.R : A GR ORI TS Pz
MI-b.9 : ORI Kol FFPR
NI~ 8 : iR PR

AT-Y.¢ : TON A Sya (FET

AB-b.Y : A GG




A, G SIS

Product and Service
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What is product?

I *% “Producer” &S Product *I<f6 GTTCR | K R 2fO*[ar JE=TT #{6f | o) #I0o AN (PR @RI
[ (SrSInd (WM TGP =70 FACS HRIW FCH |~ 2, 9o g I= NLGCH (@] Il (O O
e ArIemE 88 FACO #AT GR A IJ9TF I [AITFE (SR G2 A4, SR 7gF o qR
IPTRE JER LTS AR |

Philip Kotler ST, “A product is anything that can be offered to a market for attention,
acquisition, use or consumption that might satisfy a want or need.” € =°F ==, (SrEW
AR SFE #CST G AR 2 I8, I HIRE Al (IR MG (SIS ©lF ARG 8
BIfRAT (ABICS 1T |

McCarthy I, “Product means the needs satisfying offering of a firm.” € 2fese
TSP [ @ NI IR @ LS S FASTIg] 6P A9 T |

o} FFTCS VY VI IR @A A1 IR A TG N0 I I8, GO, 47, &, g1, TRofoe
(ST, Wowel, wel, 6 ST QTR TRAFES SEYE | ([TRY (FICAT I8 2197 20O 201, O Sifznl
€ AT SRCIT TG APS IS, TR (SIFIMS BTS¢ A\TS TS GHITS T (ko I 8
ST (AT ST SAMIAE RN A | (@A GG (SIS O A GIRICEE & A, =777
G ol T 9 | s @8 G0 <1y, T ey (ore o [MiWE et (eI |

TN TR
Levels of Product

TP Ay Coft TR A RS MBS Aea BPTR NERe T STAG | AHH TPTR IS
ety SR [y it @RI @RICT G5 2T 361 SARIM (A0S AR A PO (OTS! T AL
8 7g3 ueaa afons Rera At B3tT | At T foaft St o a1 2@ I Ba vy @ @RI

{EACR-
S. T F AR[Er (Core benefit): T 2y I JRY IS ~ceha Sw@feiRe 1 A1 Towifrer A1 37T
AT AN FIOMCF @R | @ AFG (FO] P AEEH GF0o 217 T FAE?2 @R
ARAIGIR =TT, G0 T 361 R M (FIF @67 | fpferel S6=1taa S, “The core benefit

is the fundamental benefit or service that the customer is really buying.”
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. &F© 7T (Actual product): fasr
@ eeeee F& 2=, 7
Ay ARAE (SIS IR GO
TN qR HARE SAECe!
TAGAT 0| (OIS GG SN
T 9 AT oy SeAAI
Af BN 7T AT AL welre
TIPSy -l
NS IE | @ GO IR
FRAR YTE oreR I ey
fCengtaa, Waa, AWeq GR JT©
A ez e o 36 |

©. IS A9 (Augmented Product):
oIt (@FoMd A TEe
SR S R AT P ¢ AF© o b3+ A TR
Al M SRS S-SR
AT ¥ | el o107 WO, “Augmented Product is the additional consumer service and
benefits but around the actual and core product.” &fStIFIeRERE et Brd AFE T @R
R MY o W (orer bifnre fistra e o @ @RSt TP a97
SRR TG FAR BB AFCO (| G2 TR B AT Q7S WA SFIa2 (OfSF T8
G G AT T | (ST A0eeo] @ LS WA [AANTRIANCE AR TG g SS7S
Gl gl <09 2] |
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Product Classification

LT AFS @ (GFOT GG AT PO (ATY G2 KT T 4R A0 Bfo LI ©IC Ol Fell (S

AN | 98 M8 SICIF G0 0 (B9 Aely IR iR Figg =iy |

(O 297 AR {fog St o 41 @ A |

. (oM #%F (Consumer Goods): G 2167 MR@ q1 (@Il T3 efereoaad Reie JEHE

(ST A1 [ITF T AW, EIIETCS (ST 297 I T | (O I JIRIPIG! @ o0 G I TP
O IR AP | @A: B, TR, BT , AR, Glifexq Topiv | Izt fefets iy 2
o7 Site [Rew w1 T, T ©.2 ora @ ==-

) JRYEE 97 (Convenience Products): PR e (ST& 1 AP IO AR N0
FRSFIR AT (AT RO GTAERe [EE 9 FER & IR (68 I ENREIR J[Le
A TN R | PR AT FT LTS I AP @R [y sme a8 gaqoa w24l a/
OGS QORI A TGV BCA Y, W (ol HISANE R FACo AICT | eF«o@, T,
AR, AFWAG, Ofem T, AT Toiif | FRdews 2of 515 4 | 05 qne f[igqe e
m_
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i) SIS A (Staples Products): SIS GO elf WL WPl &7 Ol
IR 1T R ACY AL T I T FAF &) TSl b8 T IR TG St
ARPHA = I 1 IO 2 I | B2 P ANF NSRRI 20 T =7 | AR_E
fefepT YR SFL=f@ ST P AT T |

i) oieHfA® %W A9 (Impulse Products): @& 247 e [T Be-o/ar a1 F032
QAT AR GFF IR S EREE ST AW A9 [ ETSNT 2907 T | @ SO
ﬁ%WWWWW@&%WWWWﬂﬁWW|
QI (FEAICAT ([P, W (LT T HCRICED |

iii) &®fd =197 (Emergency Products): 9 €3d =1 2If{fgfoq IR TFfd ofelf =0e 71T |
G (BT G RO AT Gefd 2oty I A 1 | TR FCEL (@A 20N G2
VRS R Y O G AT W9 Al IR | TPl 2 ¢F0q Yo Ao f[eerg
(AT I (AL (@l O T B AT | SAIRICTH, GG (WoIANTH 5T Bl (ACF
PIACTT TN ZIT (5N @G SR belid W7 26 Ao fofy wefd fefare
2000 B! YA BRI oo BT e f[FaCe 14y 2 | (NBIBEH & O BRI
GG G 2/ | AR T TR O[F Gely G=p e Aely 7 |

IV) PR FRREARFS A (Delivered Products): (@ F AU (SIS YR TR Fl A
CIYETIS PR TR A I 2 | 94, IRIAVAW, 9%, ¥F-9106 J9qiw @ i
ﬂmﬁ@‘mﬁm?ﬁﬁwﬁmwwmﬁ—wﬂwwﬂm

¥) % =197 (Specialty Products): PR (S97 #itq e @ bifewl (Sreivmd «aoT e

VG N6 GBI SRR (@, SRl ATSCE] FTSH &) TOFFOSIIR T FACS AR ACH | ¢
GO (S5 AU [T wely Mo o7 =7 | [T =itea @io Sy &2y 2@ T, ot
GBT T T & TGN [ 8 P Fa00 S A0S @R aF1S e 1 20 @3
g 7 @ I 9 | ROW @07 IS (I T 2075 Fp7) | SHNTaR e g,
7N ¢ AT fTensaf*E af, epneer, [Roeim Fees IR I Torlfes Fwy Sonf
%8 oftelrs 28 Trrzad |

%) #PR 7T (Shopping Products): (@ & (SI97 Aelf T FAIF A (S 2 EARIFA (reias

3TN0 =

ST (O I, & ﬂ@ﬁﬁwqﬁmwwmmﬁzﬁwmqwm\ﬂw
Tocifel, welad, we%ﬁem%wﬁhmwﬁmﬁmmw
@IWW“T?*{\ AN T | @ QA A0 DT (SIS AR AT [ I, TP 20
foq N0 T GR ARG T FACET FESF V2 A PIRS A0 T61E FACS M@LRY IR
T -G =, SPRReE, @Cs-Gife, IR, dreed, [fFemaoa, I,
SCOTCRIRA Topifn *Ifoi #ea Swieae | (B ooy SPIE =R 2[aE gqe 7fo
@fare o T 7 | I

PBl-be
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i) GRS 297 (Fashion Products): CNRES! AF€R0R F013e, I A6 [T AN0H T
T G | TR RIS MRTS[ Fof e, ARA(GS Mot T I TR SPA=ICe
GBI FCH | CTRTSR AT THRFS I8 IO (S AT R Aoy FT = |
@R~y fer Ay visibay, RFEe! 31 BI2 @Rl (FolF dfd I IR S T FACS
Tgm @ PR Ay GRS s1ey wiew <iffos | wPRReE, weeE, #fi o =) oA
fRigest R ~Atera Twrese |

i) @RI =9 (Service Products): GPR *IfPR #Itel g W¥ GR QEETR FXFTS! IET
IR & RIS A ASOR AT &7, GPIR 21CF C[T 5107 97 = | @ SO A
The @R 20 AT | @GR, WOTARIE, @Cs, GFfem qar Sy J=war
G AT SRR |

3. g =5 (Industrial Goods): PR =el] TP (O 91 IR FRE A HFOHACTA STl &
T4 = N (@ I 24 QLTS (B[] A0 O DS A& [ 2RO HI© = ©ICP gl ~Aely
T | @I DO, GRS, oiar, S &Fs ey 8 oA q@Hiifs 2o | =T fofers
g1 ~falycs =3 oI Row w4l =277 | [2:

F) IO (Raw Materials): PR g 2y HOR 2ftald el Rereq f[eafbs =1 @3 Al s,

)

M

)

®)

3TN0 =

AfRERT A1 TCHIOR FR4 Fore o (@A IR 2food aferere Far K OPR Ads
SO T 27 | PR AN, I, g 1A (AT SO TP AN IR | R AP Ay
JHMER GO AT | O oAt JRaed Qo= vt &4e ot St F41 I; T2 (F)
FRGMS FOMEE; @ N, 4, BIS, ©ell, OWF, =P, T, e, A o8 ar
UGS 777, @ 5o, f&F ¢ 16T Y Toji @R () AIFrod FOME; @: ATe G,
i, e TN ¢ AYHF W Tonin |

YT &®S “f 8 FAR* (Fabricating Materials and Parts): (& g oy pe® fteia
SRHRTH i 2 IR P01 AfRISTeFACIT 7 TAMCH 2T T4 = ETTE AT &FS
ey @ AT T ATRDS | FIHNTET T QEENS ) TLAWCT Gy FEPIE JA2F FA1 2T |
8 SO @A WFe TG IO W, A GO WGP S[RgR RS 7 Al |
FIREE &2 9P WHRE efrers 41 27 | ©oF, 57 o, ¢lane, s8ee oy
(o), orer, BIesFs Ty W4T 2@ ATeR SaiRgel | WHcs BRI, SCEICNRIRcER W61,
I 2%, AR T, ¥ (@O Tojifvr JFRET SW=de | P19 A=@F & (Form)
TS 1 IR PO ) T=AMCH =T 4 = |

iR TS @ 7§ (Installation): @ STOR g ~oly 4372 J=& @ W =W GR WY T
IR A = | 58 puUie #Atela wreed AT =7 71 1 o[l qgeiifs ¢ wife ey R e
fRee: () Wi ¢ gy (Building and Land Rights), : SR, QW€ YEAT (AP,
e fafes , 4fF Topifn R () &4 Fg=iifs (Major Equipment), @=: 1@ I& i, T2
fSremt gy, I, GiRd, e gBred (e, [@gfed @@, fifor @, pfa, @ifr
ST on! |

Y IS (Accessory Equipment): SR I@AIfs qF<@caa ey 21y, I Soimawa
TeAMA FICE RIS I 68 AT POl HCAT SRAMR & A1 | Sl F@elifeq (bra gafsrs
TEAFST Zreyifere S W A | BIRANSHR, TR 39, forase (if*e, (=6 ¢ @I,
LRI AT FI Eferq Tojin Segafsre Fgeifes Trrzad |

I AN (Operating Supplies): @R i Aoy e@e AerT TAMTIT S T A6
ARSI I TS I ANE AT AACF T 2T AZS AN | T§ NS N G
IRAFS T | PR A FHACTHARETS A (Rces (w3 afediag Ies TreonF 2rs
AT | A ARFTE (W, RO (o7, (PE 8 Eo*MIE, SICoiRoWe 2%, J=FN

Pl
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R AN TATRR |

5) JPNEE G (Business Services): TR ERICE [0 SrEm gy sy Rowa ooy w41
218 @it SE PO AeY Seee 7% | @RS W (Maintenance), (RIS SO (Tl
(Repair Services) «3R IR “RTTTH G (Business Advisory Services) J3RE GRAK
TEYS | P G LIRS B (SIS AT el = |

G e
What is Services?
TS oo /TS AN AN P ARBI© AR WG G FIR ([0 be1er | ey wdifos
*SFAT A T[L QAT RN A GGG AT JAFT 27T 70 2ARGIere | GRr 1 AT *=i6 o
*=r Servitium Te IGTCR | G 26T REEE & SRS (@l SRR 7 e ==& F@E,
STETS, ST AR VTR TG | AGIAT Rpfers! SO O, Gl GIfo #1¢ly, ©Cq ©f eI
T, AN | W, TS (& SBFOCTR WO, SFTOIE =W ¢ SR (@ Je weq [ &
AW B, Tl BB G (FICAN AT AL F¥E T OF G T | GRS Sfed Fl A T AT
T4 T G (R I I 40 IR | (TR T-RGFER T (@A T80 F S LWee =3
| @ BT @ AW G Gl T & N [T FA0o 27 8 T I\I© (@A Sew = e
el =Y A1 | (AR L4 BIR(0 (IM*187 =ee1—
5. SN (Intangibility): CTRIS SRe &L (A48T 200 7 S*II=eT | (AT (el A1 =1 1 CRIAT
A, OF o] 41 T |
R. WemEms! (Inseparability): R SIEFG (37 2 Sfeere! | SR GRT AR=FIt 98 A
&S qve ERT (AT S=wT BT AR 1 |
©. ARTSTATS (Variability): CRR &G &35 20 [y T GRAR Wy Asy wpte
A W[IF GF6 e AT 98 (A 2l Gl [fog 1 [y 73 20« | TodqR G- AT
TP ARSI |
8. WEW SCAITS! Jr A5TAeTS! (Perishability): GRIF @3 wwgeyef (af#2r 2t @ =igesT | oidfix
GRS AR ST NG FC AT TR T |

o7 e

ey R G PR I MG (ol A (OIS O [WE dRewcs 788 Fa0o AT GR AN JIXF 6
AT (o M2 AT, S M@ e G IPTHE O AW AN | FTO A AFFS '8
(S| G0 F FIOT e G2 B AT QR AACE Jfo AL S0 O T @TS AT | @ G2
SR GG =R (S Ay IR g 2/ | (SISl AT JRRLFIIANL (S A%y @ _A TP (Sl ¢
R | IR fofers omy «o5c foq St e T4 T | 12 ) AR|eas 2d7, ) [/#2 0y ¢
) =R 2y | WHMCE @ Ay TP (O T P 2R AT AACHACT Srvr=ly @ A =W A &
e Al YIS (S 2felf (oA FICE OTF [ AT (IX© W O Rg Aely 07 | 2= =7
AT | T T) FHEE, ¥) ST 24ES =17 ¢ A, ) O IS ¢ e, 7) Wy q@f, o)
FRTSF A GR 5) FPNRE GRT | TEA L0 TBTS A A0 LTI SeeT® R ST GTaId
T ([@ATT2 BT | AFTWSIE NG 8 S @] Fie wod NG 7e? awe a6, J1 75ama
S (BT ST AL IS TSP GTAT 0 |

2T = Bl-bq



Q9

AR 17 IR G TS PR

Decisions related to Product and Service

@m

Q A T -
A GR ORI RS Sy et I S0 ARCET;
" o] T R Prale F#Ce ARCET; G
n AT R SR PR RIS SICve FCe AR |

o] GR CRT TS FraeR

Decisions related to Product and Service
R PR 2fSHT O IparTy @G [fiE 2oy fey et Fiaw o Fa0ers IR A e

AT TR TCO ACF | AT CFGE (AT T G2 JERFTOFAIT [y o7 8 @Il GiF AR A
AferITel T | @ G APREE Fged PraeR Wdwd FAR i [ETaRics A RyT, a3fs,
Sfely A @ Sfely Freela feamecees 72 = e 27 |

RoeeIar 210y gR @R e [fey P Ndwa s & foat waes [eav a6 | 3 foq6 '
R
Y. AFF A REE Prare

Q. o7 AfF REFE Pras
v, ffSg stz e @R Fas |

) T A IR G I PR

Decisions related to Single Product and Service)

G Aoy RN EREF T FG = (SISF TPHE TG I Al (OTSR ARG AR @i 47 |
RoeaRr it oy (&R MO (Oretd OF ArIeey Rl AW ¢ | A @87 Fce @
@A© W, REbeT, I518T, TR, T+ Topica @RI | e Aoy g o1 TRw® eyl Faeriz
@ v.© G T T -

AT

oa v.9: @FF 2497 ¢ GRT e

>. TR CIFBETR ERe (Setting Product Attributes): 77 ¢ GTAI SFatad (F@ I I ARl
(TSR eI T4 T(J, ©f [ERe TS 2 G SRS TRIAR FACS 209 | ARGt =zt
20O AT :

i. 2 (Product Quality): TR &A7® N (SGTNA IR IR eFGad THAMWIF | q=ITs
AR AN A RHAATBIRNCE (oIS 7 e =t bkl Jfad & To To7 TAmI,

TG = Bl-bbr
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ToIT TCeTE 3 foFe! Tog Fa0o = | IR Yo WS SR | 42w, [t 2eeia
T (Quality level) &2tw2 5% Fare =@ | fadiws, =miea qEIfEFS! (Quality
Consistency) €< TS 2(9 |

ii. #7 GAMBT (Product Features): “iteid (I*B7 I9CS @ eoiors TW, F6R0T, 35139, TR,
T Tefifoes @RIT | Afd afsfime o fTamea ¢ ey St < (e
VB A e ASTATOIETE HH e F0 AN |

iii. 5 3518 @ &R (Product Style and Design): (ST&I¥ 782 Ifa ¢ efstaifrerEia A
G SFR0 SAR RO A FB12% '@ Tz aqed 4l | FB12e Wl fTenngs y+1s o
T2 A | 2 MG HACE 1R A0 | MG (OIS T WA G I512e] e | (58
B2 M (OIS A (A (@FALFE Aefo FRA AR 1| AHweE Aoy feeza s/
(oorad 9 |

RIGIS IR A A RTINS (oI 72 G e bifRAl Jfad & T T SoHMI,

T fEees ¢ foger Togreid F30e =7 |

3. JFfR (Branding): «Fee RoeFIRE FRCGCT TFe1 Wl 20 S (o FAT € 4T AT | JS
T I AW, 16, A6 I FF AT QLT B, I IJEE I [earsl SF o7 A
CTRICE STCAR 2/6ly ([TF ST I | @A 9 Rearsiond 2oy A1 GRS wEmeid bfee
ARSI el (A 52T G/ QAP TP THFHTP JIR T | (SIS JTSCF A
BB el S RO W I GR TP CFCE IS ZCAEH IFRCOZ (DI A (OIS T
IR IR TNCE DS FCH HIRE FAF &0 | WS T (SIS ey AT @A7TS [
e RO &I e e w6 | Jfeeraa T (orel A frarer Tox %2 Toigo
T | PSR AT A @ AT e | FISR Al oy i 4R qrowy biFe Fea | wee
SPTS (@FoleElfel B 2 | @N: WGREE (Aarong) TN ECAR (ORI GF S [ FHAE B
T AW | M TR AT @eIoS M I e (FORT GIT W FAI 50 A (@
JHIR T AR TI2R P A |

©. GNP (Packaging): @35 TN @IS N SFFY ALCS G A TP [N STy
ey fodrorar Soiifer, M {9 FEREE R GR (FOMd 0 AP FCH (SRR
fafite e @ AT W=7 IJqTe W A O (CIFA 0 | A0 (MCHFACET AT
AT FTATS THE Y AT | TS (WTRFAT IR TH© I FRAGR (FOR VA ATl
FACS AT G (SIEE HE2 WS 0] *[HG FA0O 2T | TAF (TS AP (e 21 [G@=
TfoTa RETIe G FF | T AW I [{oeF&r 7o O 9 (SR NS A (Tl BY
(T AT A T IR | A (ERPACR (G 0305 [T 2= - #tel@ [w@rerer,
ARG goF, wded, oifefes, e I, Tody o, wnmeTeTaeR =%,
PRFTS BT, R, AP, SISOl 17 |

8. GTEFR (Labeling): “tehd T3 (=T ofelf ofeowacin @l ewmgad =9 | T =T 2R
SO 96 S Il #TCTR I IS (R AT (AT A IR o Ay Tends =ife g |
EEREE foqfs M Fetg | 34 (F) *Mea¢ (Identifying): GTCIET 297 TGS *FE FACO
RS FCF, () IFTF (Describing): TR SBSFRCIT W, 2FS o, S, 2T ToAWI,
JRRRAEN Toyifn 8 @EE IS ACE @R () &IF (Promoting): PRI ETCIT =AeF T
PRI 2RI =TT (F |
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¢. ST FRTE @& (Product Support Services): (SI& ERI i FETAR AMSH Z(T SCAPG
GFGIS ANPRGEE FT&lE | NS AT € G G T 2147 (A TS CRPTNR SPgoyd | @:
GF12f% (LED) Gfe*Iv (1 AL (ST&F 2ZWNCe! P FFSIE (AT TS, AR[ET «qar
YTAGAR SAPTYR AT T (O] FEfT G & WL @ Qo] | @ 0a 7REs ERpIes
Py LR GR T RS [REEHR R T4 = | A RiEieem TREe CRPTR 4t
el

%) 2 AR PR

Product line related decisions

ool R FCO 2 GFL LR (AHEIA NG AT FASTOR AT FNBCH (@R | Ao A e e
Ay 1 CRPTICRA FTaestet Gt [ReIeeT 1 =2 | FRE G SO 2167 I CRPTIR (OISTP GF {h
ARG AW I(E NN G2 (S ENE [T I 2 | AP O [997 JIF[e G2 = e 2T
TRINre o [E oifeq W e AE | arfiE /e @ afosm 3 207 fm g
FIAET BF FAETS RS TR GIIEF o7 ey (oreH fofers Iem afswiter (RlReR o STadr
o | T AR AR TgF T AR TR 8 O SCSRS A& Gy [ATPIANCS ToPOR AL
Aoy AT FraeTR a7 Face =7 | AN oy HfFF <y G (Determining Product line length)
FACS T | 2 AR A F#I0e PO #ay I G| [T Afice Sepe 2@ ©f @RIF | RremsRiE
TR @G PR ey =foy AR ordy FERe Sewe | [efampiaies 7@l 2e7 A [eee F@
2fSfs #Ited R I @R 2y MRE AFETT Wi [REsA F900 =7 | 907 A oy s
afsdie MiEE Sy e wffs Ay wwgd Sl «fFm 63 | Aoy ke oy e qft omafs
ffSq afsdm =R 03 A |

5. o A AT (Line Stretching decision): GCwtg 2fSP S T8I o A Afewag 2@
TO S A G NS @7 FF | AT @ FAFT Aoy AIET @7 I (@AM A3 AT
T B SIS A | G LN I FoT0 O LBl 2T

i. =R sy epTRe (Downward Stretch): SIS efS9IF @PCeR G RAGT 2107 IEHF
T A [T @0 T T I | 2T A R Aoy TooAme & T |
TR ey erivee fcaifene qexte oy i et Ardifrewae 6 |

ii. SEIA o7 PR (Upward Stretch): &2TT o Fenff® s Seomed =re e o
FIREC A SIfRWR e oF fiferm SwEnff*ie oy Seiva wF Fac of S
epTIRe e Afdfoe =7 |

iii. TSR &R (Two-way Stretch): T2 JEET TGTS! GG Y[ FCI (FICAT (@A 9fely
R TR AT THTA 2PTRe O T e WP Frate Q7o 03, O Ol SoAIA A [
T |

). 7 Ffe@ BB (Filling the Product Line): ey & ey fd=eex Sasio. € 205 A9y A
SAGFET | @ 4 efSHE SR IS Ay M AP [y T SAy @oF I | Ay A
SAGFAC G W Sewrely R Fre e ol JWwl, R e, wiks Seme
FAOR G, ARSI @14 G2 T P AfSHITTT FAT Sere | O [FATTIIACE T2
TOT AT FRTST R IS A0 ¢ G (AMFIBT 4T LTS J(I | qRIGT (PIAfecs a1 O #fely
A Sgfeae qR TFS (FFER TS R (I 4TS =1 |

1) * fie TR PR

Product Mix Related Decisions
3@'&!’3‘@ j‘é‘[—ho




A, G SIS

@F I oD I 24y A e 1 e g G 297 1 GRE Twe 4w | G5 s
TOYE 29y AT AT A (SIFHT IR [T T TAYAT I O TR Al ey et
AT NSDR I | @N JeHETeR @i A= [oy wreifys s Wit e 3@ A0 | 9356 afowmg
Aralra e e wrgryd PramTr =e-

Detergents Toothpast | Soap Shampoo
Biotex Close-Up Dove Clear
Breeze Mentadent | Lux Clinic
Minerva Pepsodent Lifebouy Linic

Uniilever Natural Citra _ Orga_nics
Omo Good Morning Sunsilk
Quix Pears Transparent Soap | TRESemmé
Rin Vindlia Thermasilk
Viso Vibrance
Wheel

@ v.8: BeffTeITa ey fSe (< https://ww.unilever.com/brands/)

S, =9 e 7 (Product mix length): 1o fited (i I910e FKCNT FORTET Aol AfSHT O Aoy
TR M TOYS FAF ©f @RI | (@: SEARTOR (@ T @R [CoRwers , for @1 PAT,
IS G QI 8 G FCA *T] ey Koo T | qUHa 2o el e i =5 + ©
+ 9+ b =29, A SR ©.8 TR SIfFTHR ToAFIF T4 (AR |

3. o feeR ST (Product mix depth): 27 ftad SeT 0o G ey T 6 F© @7
Ay G TG A IR A6 @RI | @N: ST @A 51 <979 Lifebuoy @R 19
R Lux AR {2 0 | G0t 2fSPits 2oy e ST 2 8 X R = b |

©. 27 e 8 (Product mix width): =1oF fSeees e Fece @reifa FoeET 260 Tt o <o
P OIS (@RI | AN ST ST “Aely e og IR, A Ol ©.2.2-9 (AT 2R |

8. #9F ¥ AT (Product mix consistency): o AR Aol FTo efod o= R[Sy 2oy
A FO6T ANGTORONS G IR 577!, 4157, ofele, SeoAme @z S 4T T 30d,
S PP @R | #fely IR [0y T© @ AT ATF, 2ely (P e 31 oo @+ =e

2|
Gy e

I AR eSO SR pereIce (5 WM =1ely fea et e 9 T8 T AR A
AT AT FMTCS AT | RoAATFIRAT o1 @R G| e [fog Frae fFde sa7 & foa waes
RCIv 367 | 92 o9 B 2@ GFF A7 GFS @i, 67 A e Prae ¢ [foq «tiw e
TG &% | RAITFIACE AT e 8 foata FIAEw a2 T & AFF A7 @ G T™F (@
fog wwgef P fire 21| «3 FraemR 2er—+oy ReaEehnr, FifeR, EaFR, GIedeae ¢ Aoy
SERE G | 20 AN 0O 1T GF2 (A BT AABIG QT TGO AT FABCE (IR | 9{ely
A TGRS g PraesTR -1y 7w oy fMd@er @ sty Afa savwae | 3o efedm Toet=
Ay T I AV (STEAA IR [T & TAYN F0F O AIGETR TS Aoy et 0 ofeens
FaqutR 01 |~ it i wwrged Praieg 2eEt-ofy e gy, =y fSeeeR Telvel a3
Aoy Srgrer pifes ooty Aifsa e e |

BTG = BT-55
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@ =
q A T =i
" CRIF R0 (@FFPTRR 66 900 ARG |

CTRANFR AfSBITTR ool (FepTR

Marketing Strategies for Services

CRITTS (FEHIGTET KEs (FEPR R F6 (OTe BIfRnT ¢ WIS I S QAT | =
@IS #TTR TR ST CRIF {216 @ (@ ifRm 378 4 Fiow | FIae CRIFTE PR (OS] @R
G WA SO QT SRHRCAR TN R 8 & | 7T A8y G @ SRS ERIFT [0
fRelelta @4 priceTfer. e SRw RSl I SR CRT QWFBIRIT wel G TR JRM-RE™
TREFTOTOR 677 7 ICH | @ TIR e CRIFTP (Pt Siend FU61A1 A1 CTAT SRR TR (o
T3 #[TF1 \@oF WA & | OF eI IoneTs et e A e ERER @t AT
fCEIe (TS S<ere B AT |

[ v |
G e
TS TP TR AR
{Wﬁ;‘ﬁw BISEDl] }

B

od v.¢: CRANFRS 2fSBitaa e PR

. ORI AP @R (Service Profit Chain): Redtea SIf4s JTweToR #ICH; CRFS (@Il
ARSHITT A AL GTAT ARSI SR GR (SIS T (OIS AT G 56 | AfSDIeTa It
ST G TR G (O AT ANATST G RO ooy JMSAL | (@ ST AR GRT
AR AfSFPTE FHM GR (FOWT FEE [T G [T TS| FF A, SF G
AT (G2 I |

F. e P (Internal Marketing): @R e e afs@if o Seeae G
MBI IR T FACHR 2T 8 LTAWA! W FACF @RI | T&N ERI qWIE I Gy
fReleaRite dave e @i STeRdld 7 FRF (@I G IO J | (SIS Gl
MR &) (AT eMHPIIT (787 (AT TS OFF] TItd MH6o 26N GR (FOIGPo!
AT T AT 2T TR R T *1S |

ST =% PBl-53
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. S 9T (External Marketing): (ST&IVR & NG #10%) GTAT SAWH , &1 4=,
R AWITTE FIF G (SIFME (T TR Oz FAF G Ao oo Fifer fdzer,
B T 517 #17 Tpd T9d (P ST 8 IRARE ojIN AN FARFR TR A
oo 30T | Ay Rl SFTe (@A (A (@Ol T (SIS Srwe*ly ARG S0 = |

. oSsferE ar fRfERT o1 (Interactive Marketing): GRI =l (@FoR G KIS
wre T 2fY 97 @ O eWFPE € «R OF CRI eMad [Cad @ | GRl
ISR G (PO TS AT IO IR AT IPFET TLGCAL TeN G 8 2 |
SEsfaRAeT 3 fRfERT R 71 Ie77 20T Tew ORIl QWi R (SIS T8 TR Gy
ORI AWFFRT 8 (SR WA TPTHE 99 € (STFF O/ TAMIGR AZeAWE B
fRcifere w0 oRE eded Jfm FCe 207 | WREfEEETer T© @ I ST O @ e
oMl 8 T8N (Tl Cofd 17 Al oo =03 |

R. GR FRIF JIG (Service Differentiation Management): S efsaifier @R aa2 4aCT
PRIF NEFTSoR PR (FORT Sae Y [ G R #1467 FRCS 2T 71 | qUFed @A
ORI Rew I R (ol 8B T THN 2 7| @ G G KA ACH D (ol T8l werw
R T e &y ORI SRR FIG FACS 2 | (SIS FoTo @ W &y (e Gt
M T AT TR (AFERE RN 2B, T IR 9G] GR (@A e SRS Cofed
T CRT 7RI I PO 2 | T WS (@i et @y F0e (A0 Semmr R
Ao F7 | TWRA: [T G (RFL) @I Sina 253 oo 8y 5a1 JPNA™MI M4
(IR WA @ 0 1 IR e @512 (Bestbuy) SSHECHT AFLCA 7 LACI AT (GO
AfRdeme T [@T @ @R P2 A othoba.com-9F TGN @ (Slreld AfST ame 37 |
SR, TCelaTR (Novoair) WME #1267 B0 Rerm it Freraam Frfvew wiferm e
ffoq w4aT 317, (@05, TAORTS R ASTMISF JIFOR ATCIE [T I AT, IS (FORl IF
@RI (AT TrerR G BR6IR T 7GR ARG ERT (9T AT |

. CRIF T JIG (Service Quality Management): CRIF W W@ ¥R @ F1 I|T© AT
(AT TS AT G2 O | B G G2 G FIRT AP ARKLECT A0 AN i1 7ifFS
GfSETOlS SAfST 2 | UG (PRSI AP (531 T TH @o#1© A1 Cofea M= e Fare |
GFE (FO(F AP Gff Y& R AW 8 (@O SRR TOFOR A ANLF F @R (T8
Q2T | GRIGT AN AP SN CRIF @97Ts T KT, SIwd (A0 Tye @Ry AW
G o SRR e we@ qrdee =@ |

8. (R BeAmaRieTor FIGAT (Service Productivity Management): ¥ afewifel vk Fgfas
sifed AL ©OF WFEC 51 & Reeaeions Tl SemaRieTel Jw S 2UhBR ARCS =W |
TeAMTARETS! e S Gy AR FoTO o (@eaa Ames e #Aca | @aws, e 7o @
wfow A R Mo 21t SRE IETE IR ARFFFER MG A TSLAMTHY FF T 9ETCS
o | oS, GRIR T g CafEr e S Terima I TR0 AT | PoITS, Fou 2y AT
T AW IS Y FACO AN | YT [RAGTIANCE Aol I GR TLAA ATD FACA
A AT (STEF @B & A Mos [eawe Face =207 |

oy G

TR FAM CRI T GILACA SN R, a1 @ e (wrel By A T B AR Sl
AfsciProrE e Bt AT G ERFTE (@Nete R @ S@eTm S A0 | T4 GRl
AT T, CTAT SIS JIGAN, CIRIF T [ 8 G GoAAealeTol JIG=AT | T I
(PR (G opeare e, g et @ Ssferaraier ar e foem egsd |
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Branding strategies

@m

Q AT O AT
" T O] FCS ACET; G
T T B (PR RISl SACEIhA SO AR |

IS 2
What is Brand?
IS T (AT TN, %S, AT N F= AT G TR, q1 929 I [eawer ©iF 2497 I GRS

TR A9 (ACF AW I | @I T [eemg Sy 1 ERIE SEmrei] e w afsmiitag
A9 (AT 5L CRI ANPTR TSI SAGANCP ISR 0T |

Philip Kotler & Gary Armstrong JTS(3 M&IR®© AN €24, “Brand is a name, term,
sign, symbol or design or a combination of these that identifies the maker or seller of a product
or service.” S A A1 G TAWSAT A1 Rearel 77 1 R FHfee Fa= & @ 771 71,
B, e, 2SI AT T NN G2 HIAPRA (Tl T1 2R I Ol TS 0 |

Mccarthy and Perreault-4<1 TS, “Branding means the use of a name, term, symbol or design or
a combination of these to identify a product.” SR JFfR =T @A w=, R, FCFo A
e I @1 e, I @0 s e I oy I59%e =7 |

(OISR PHTOCF AT GHfo GG SR RRETI M I AR AP CFCG JHTC FCACEH PIACEIZ (PICAN Ay
(OIS T IE IR TFCF AR(MDS I IR FAE G | 0T MGTIR GI(B oy A G T
AR (SIS A (FOIF IR AT T T | TOUT, U6 JFCSH MLTIAR IS0 24 I (R 1 57 (ol
[ (FOR FICR A AT |

JifR PR

Brand Strategy

oPIaa PR AR TROE G By T 88 AR JITS OfF (SIEmd IR ol [rafve
| JTS FO Y AT AR &M AR 7 IR Gf5 AfSBIET (SR X IR BRI |
G3f6 el e ol FAT & A% 2T e TFRT | Ie /T T G =T dered
QR | GBI AT TS AN 7 ~Affoe 2eaw FRed % #eld GR 97 Rl e IR dfe
ST IR (FCE (OIS N (@ 7JLPIpa0 o] (Differential effect) F& B SILFE FTO JE IFM
0T | G0 BT YT AN A= TPIRMT ACE T (ORI 8% JIOH &AfS ooy IR AR AF
o ARSTIACAT IR | IS TFRA ATLCAR TS G5 2[Telf (OIS WSl , 2w G Srey 2Ifs
T | @RY I 2R (CIFR A JE THES (REF IR, RARFRIE TP T @,
@IS N, o1 g1 NG| @R (SIER AN IPFRE T AAGE JTT 2P Cofid BB AFCS
| JE TG CORE BB ARTS = | IS RGeS TR PR T | IR T

T TEMHE TH JAF IR (ST TP 31 fofe |

TG = BT-58
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AT IS o

Building Strong Brands
Tex I T J Cofd I IR RS A I TIIEH O[YS 4@ AT {oapIaa &y F0e

It FERER @6 | IS 2T G ARSHITTT T FACEE FASRH T @R RAGTHIACE T
TOSFOR AL GG I JIG Y PO JF | TP JITS B (FHEPTRA WL Srox ZeeTl-

TR TS JBTATT ST S T TS T
. e * THAMIAIE | ¢ TIJO AN | ¢ Afg AMopqs | * Fiesa 4w
* AT * e e * ST 2falf * J© IFeHaet ERERIRET)
* FBEF TS AR &y * |WIIC * JH0TT 54
STEITAT | » To o Ty &=
* TS Ay * R IJ© Bl
RS JIS 91
* AfSFITT
JfEre e
I
@ v.u: FifeR PR

. IS 9SG W&E® Brai® (Brand Positioning Related Decisions): Reea@isice a=iewe e

T =03~y IA4Re B =@ A Aenfoa Jre effewr w41 73 1| 7 @i el s Aenfs e
T T, S RANFRANE (SIFIAT T P T AT GI9ell (ofa1 0 209 | 7M0F Jie
YRl O Gy (OTSITnA 2Iely CAfBT, #itali AR, AR Syie] IR WP [RHFT @ SRS
T TERS TS A ACS (O[S OF EEC~d A JLT AP FHT IO AT |
ARMCS, (PN #TTT T 8 A0S (0T TeAMP '@ AP 2pa o [fcar sacs =30 |
TG LSS AT S S S8 (6 [Rercad At Igemee! oS 20 |

3. IS PeAs B (Brand Sponsor Decision): T SHACTH & SLAMAPAR IS SATACH

Y GR BARIFOR (F0 foqis K8 TR | A F. TR oF fcers Jifer 92 Face
A, AT TRAMCHT TS T AR | 2. TAMS T4rg FPTRNCE JS A &+ TS 2, T
GO TS 1 IBFE JTS N AR | 1. (I A T feers a7 A CoqFo #4¢ly 1
G =N S AR JTS T G [fwea Kewa S Re™ (M3 O Ot S20™ e
T |

©. JTE ¥ @@ (Brand Name Decision): f#i€ta S/ A Good name can greatly to a products

3TN0 =

success. «ft @36 Sfe=ffoe e TN, AFSHTTT TS/ FHIA T2 | @FF @ TS T
ST TN HACL ANEPTIS CTETeT ST CFCq TP I8 FC | GF& SAMTIE 0 Y
T R FE R vRG (@HER @RI I92E FH0S A | 960

3. @He @ 3 2itae e W FERe F0E 9FF JI® W A Individual brand
name J&1 =T | (FIN GFIEF Aoy T I TOTF AN & fog o Je W
4w Tare AT |
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Y. GG TAMB AT AT G IR JITS N JI=E F401 Ol Blanket family
= |
A @I S’ [y agfen oo Teriva uar eters #Aficas &=y fog fog am 7=
FACT O ATSIP #{°ly SR G 72 T T 10 = |
T, UoIF AT 93 JHS TN A (@IT F¥ oo 1 26 ©iCF (@FAE GE
TR L GF A%l TR el (@Fr*eT Foll = | GTea @iz AN FIRICE 20
TS T~ TR (58 T4 =7 |
8. JT (@ @ (Brand Strategy Decidion): 2f$¥IN & (FMET SR FK (Fq IAfSfes,
SRS @ ST PTG A SAGT IACo A | G0 @i [fey @ =t e
CPT*IeT (T FTal® Q7e SRS AR | QT ReA-
3. a5 M IfESF (Product Line Extension): Ireta @bl Fieed wgfs =fes,
Toq TeAM e, ATCIE 2w oo (AFE AfREeq F41 =01, ©OF #Aoy AR
e T = |
¥, JPE ISP (Brand Extension): @A ToF ey TG &y IO bl
IS T IR FACE, ST JTC IFoFae! (I I =7 |

%, I IS @™ (Multibrand Strategy): GF2 SO TN GFIEF W FIQT FACT

S IR JITS (1T el = |
¥, 97 IS @*F (New Brand Strategy): o« “TIF T97 IS 7N 276 Fal =T,
SICP ToA JITS (I el = |

¢. IS T g« P (Brand Repositioning Decisions): e @G T eI ST
TG AR FACETS 2RAST AN (PN @ IS SR Aafeaer Face 27 | Afsrm afedw
IR T (T FRIBIR IS AT SAGAT FACeT (A ST == A (2t IR AT
(ORI T SRS TS AN | OR TS JSA &S (FOm A6 Gk ATy 0
AT G o o JFCSH A0 I SAG T d (Priifefcs veifo e =g gz
T bRl T4 The | (T «Ieel o Rics Jiced ok »ifswg i fAdie s =63 | ofiacs
el Frel A 20 91 T IS IR IR AfTFgI Cofd Fa0o =T |

TR, R afeflb €t 9w G el TR 7Y FREEH IFICO T | 96 IS ITFed
3l *feel RO T (OFT YR (STSIMA N S O[S «F A & fTorags (=il a7 @
FRIAGAR TR @ LEH |

o7 e

(OISR JIECP A G5 eFGeyd SR fRETw M I IR AP (@ TS NG AR A
A (ST T F(F A TNE AEIDS I(F JITF I G | IS 2T (I TN, *1S | SIF T 7311
SR QTR IR, AT GIRE B [raFol OF #A0lf 1 GRS S A0y (TP S+l IR | @A
31 ReeForma =1 A OIS WEmreld Hize wa efSr@mieas A9y (AF 58S CRl PR T9Told
TGN PR 0T | 7T IS B (FTHEPRRT T A0 AT S O IR Fale, e
BART FTalS, T I F1ame, IS @ Far qi IS 47 TRg@Fae e |

TG = Pl-pY
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New Product Development Strategy

@m

Q A T Soif-
O A T (TP A SO AR GR
" JoF 2fo) SR elfedl ROt SCHb 0o AR |

AR A0l SeEe T

New Development Product Strategy

QT IR T qR R (Globalization) &®R (Sreid 7&E RUaa & RodwweiE
frorge Aoy, el By AR GTAT TRE™ TS T | ARG =Y e Tow 2y Jreca SAg=ie
FAR | T 2y FCS S (PIANS (@A TG 2o F IF A (@R | T9 A fomeres I« =i
R | AATS, (AT TN (PN T, (PICAT AT TG @ [ TEEIOR AR LT ool 7elf ‘S AT |
W,ﬁmﬁmﬂwwﬂﬁwwmmwﬁmcwm|ﬁa—,ﬂﬁﬁ%ﬂﬁ
SR Ay TS T (BTN A0 ITRCAE FCE SICPS Toe Aelf FN AMF | IO AT WO ~AfTee,
Toe @ol@e IRYSHA, AACT T (BICA] TS TFANE T Ay R 20y =7 |

WW&%&W@W@WWWE@WWWW@@WWW@@
S[IS] S A O R | Tl #f¢ly AT viferarife Rong Fra w03 | 9 fsl 72 «afs
e TR A AR (A [T 20 AT N (OIS N QR T | T AR ST I
G 2 COfF FCA (AT | SAFACE, APl 26l (OISR G Sl [o5aod APIF AN R Frer
I | AYETS TTT QR IR Y (DTS HfoPH @ 2RTST Toa AoTe T, Tod 247 SITS (SSH
GII@l FRETSF A AT |

T A e afer

New Product Development Process

IS T Aoy TR &g 8 ARGAITS! SFF [FG T 0 THIA (AP (I AT 8 TRPACATF
W|meﬁmﬂwmm®@mmmm@wﬁ%ﬂmwmﬂﬁ
G TP el SATPFA GR TR @ (STSFUT T Ay TR elfeww ol Ao A | G
(T SANCAIACATAT =] e 2y THIR FA[ 78 2 |

e Tow #idf T Afel [RRIfoSIta SICeb 4T 70

3. 9RF Gl AR (New Product Idea Generation): T LI MRACRA AL T« ACEHT T
of e oF = | T AR Ww\amﬁﬁ@wsrm, @: efedicTa aﬁ@%e et 2T,
SrEe, AN 2197, RAATFIRT GTEFHT, FIBINET TREAAZFIA G- AT |

Q. I I=RZ (Idea Screening): GIFET ARR 247 IS T SPRAT Tod Aol CIFCAT (ACF AT
TG AT G A0S (I I GRS ARENGTANS ST T | Q= AR T AfSoieaa
(SIe! Bifewl, I, L @ PG 9Yfes Teerrere! [RuasaT T4 &7 |

2T = *Bl-59
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©. 4 ¥ (Concept Development and Testing): F8RF g ) Rl A[rF (AF @ =A@
G TG AT Qe A concept GIR AT OIS CofF AT = | A IFel A concept =
e} GRET (A [RIRS #0f (OTSR JIZA SR IR CofF T R GHo WWE (SfeT e
TR AT LRI 2 T = |

8. fare @ W (Marketing Strategy Development): €Rell Sfw @ “fFwe =&l FTo
FICHTI O T Aolf (Rl 06 (FF FAT T GR_ ARIST AIC71 6% [T (R Roieleas ey <o
fFeifee R e R @ fewss &1 27 |

¢. & [{EaF (Business Analysis): &R RTeel F90e G0 247 (R TIRT JPT P -
AR e T4 =1 @ A TS ot 7, Ker [T ¢ ofkiae Tahel aR A IS
[SEISSRICERIE Rl

Y. 7 BFEW (Product Development): STHE CH@ (T TR AT AT 8y FINCH-FAC SAN_7
AP | @ A I RO ST AT Aely QRO B A0 FARA GR (SIS
IR TAEPN I TRAAC RIS I |

q. AIFFETS [T (Test Marketing): ARFFFTe R A T Aoy IR 99 & RIS [ofelw
@RI WM G SO (OTSTR 5 Wi e AR 31 =T |

v. AffErRFIE (Commercialization): @57 2062 T« A4y SFACTA 0T 417 | HAFIFTIOIT G0
A} N QST 27 AT W (SIERT AAE @42 T (7 o Aoyt qifefens fofere Seaime
I AEE (RC ST = | Q2T @ e [ReIva 341 2 ©f @349 2970 Jecs 269 |
A BT (T, FIT SCWT*T BS 2(J G Iold ZUCS T(J |

/Gy e

T 7o OB IR (S TORR & T AR TR GR eSS IEICH (ST T8
ST TG 22 (O PR | IS BT AT TIR SRE[ (AT (@FHfe ofely Jifre @ 7oy foz
T O RGP TP 26l ([ | IO AT MO ARTOT, Fge @elfoe HIGHA!, AoGCH o
(I FICS TRAS N A REOWI 2 I | (SIST Ao A ANPHIS ST &=y
AfSHCE G5 *fEHF Tga =1 e GR RN ¢ e T T o e effewr tofa
FACS W | TP Ay TER AfFACE GG AL O 1 A | -z g A Gl T, Qi=el =i
A, QAT T R O, ool (@ e, It [{eaaet, ooy SRR, AKwEe o 8
Fiffersreae |

S5 = PBl-db
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Product life cycle

@m

Q 215 T AT
" ST GIREDEE ECO B Ol IO ARCIT R
= AOTH GIRADCGA TR I FACS A |

o] Giqber

Product Life Cycle

THF Ay AECH HNTRCA A7 KoATBIRT A TP 518 @ A5 I Ay @ Ao [T =S
FFS | (P ACTE WG ISR (50 AT 1 | SR {oeapar FS TR A Aehq GIRaboara Jieat
ST JAET DS AT 2 |

AR GRAGE TS G0 2T AR 50 AT 78 [T @ TR fofere TAM-sretwa @ it
SOy B ACE O (@RI T | @O Ay T e et Fea e qex &g e o |
GFT ST AR IR GBT 2T GO AR (TP R = IR | Afofb #Itela S ([T a8 I3
T 9 qR bR Ry €itet ARaStas A Rerx e ¥k efswifrer sfsvie »fiifee = < |

AT DT QI7PTR foeh foras NIEge (e = |

et Ak et wedife al
5@ v.q: T GiIvEF

S. 2T ©FEW ©F (Product Development): To= ¢ LRelT aE @3 EI6 (AF AT QIR0
P ¥ | [Eibe Rl (A0F T =07 Sim I AKRe® @ R/ #AfRpifre 27 | Repdaet
TeAMSIRT 2fSDT 2oy TFae «icet Swaia [ w6 A |

. I+ I (Introduction stage): @ *RItT TN ey ISICT TAGIT T T AR HHOTONFTF [l
@ A SPTLETS S0 VLGN W (@olens 2ty bifemr I, Afdfowa Tom srfa
AfDER 1 = | Rt qEre G518 AtehT GRbiart @/ K14 | B VR A Rer g
TAFR R IR AN ACE GR GAFTPCIC [0, TA , & 8 Sy N[ frs 47 (T
T | (OIS W T GR I TS A LIS forbarer w12 FoT Frer e o1y 27 |

o. &Y% 31 TS B (Grawth stage): b1 B 21 Q=R Ay Wl B MG OIS 2o 2
TS TR 27 | RATTRIAT 461y I oS FEfP Wi T 27 O TS I @ffw B T
A | Q2R SHeel R G e Ifad A0 AL T o Afscaifier wife g3 et

TG = PBl-55
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AT fAFoeace et Fgq T (@ IR F0a Al TerEe [ (Competitive
advantage) e b8 =0 A |
8. 7fer A «Affee B (Maturity stage): T ¥ *toh eRfEd =E I (oS ATF @R R @
TR A AT =71 aferriiom Sifay, Toa T 26y (@ 7R W@ G AT
YRS BTG A BIRATT 0T GFCH 0T B Al e G e 2ifewel Fce AP |
U FANTHIR Ao ST (AR HRI-SIRAT 0 2 |
@. o9 & (Decline stage): “TF QIR FICHT 4= ZCo1T o+ ¥ ' Decline stage | 7T &7
(A T RET qR JFE T FACS ACEF AR @ A G0 Ao TGE T AfSHT &=y
SEOEE J(A #CY | AP (A T (1T € JAGATR 271 '8~ Reierel iy T4y 79 & 1
TR GFRITH Aol SR (A e 2 T |
THAEIG SCEADA! (AF GF ™8 W @, oTSRIE end gitng €03 el G TE T Tewq
TAfSICS 31w #fely ©Ffe] TP GR T T (OIS (F*T AT FACS RS |

JEUIT ST AN (UG GO (Gl PIPS] (NI, FPIT ST Sbr 4FC NoFTF @G, 123 [P (P [ 3PT-
wI5F 21T {old 6 (NGFETO FHIF T Y& 6 %o TR PIICRT | T IR (Her, Fi5T N5, T,
Wl @ SETIREE (GRS W) G, @ISI NEAGT (PG 8 SBF, G WEHT NG 8 T, PIBI W6
IreTeRIe, LT SIBIF, (P57 @ BILI, WWIF SIBIF 8 TN, AT (PT, NeTHROR (T G SIIGT
NTCIF | &9 FATE TNNTN [FF @i Efoqcyy . I Qg
TEife e3fe ¢ & =T Feq ey fefece [fog «eag
SETF T, (PTG, T, SIBIF Foqifv [T SRR (AR | (oreT
NS T el COfT 8 ST P JIRIT P AT 0T G/ AP
ST | Jifafene fofere (oreT #Hea =S (RS 8 T ©Oft® (e
YT GG 8 ST [FSTOr FNCT | A WA (PG (@
TR, (AT G5 AGTANT 297 | ¥ TeHAIfre (T AR wo
OIS BT T | ST Pl CARCET TABCIT T ¢ (AP q 1o |
NI (/ICF RS COTIT A O A GASTORACNT NIGTT S B¢ 727
PE T PA WG T ST (@Y PRI B | P, elferArene
CoTRIer MR-fo7 I77 AT T B AT | TS AUHFT oIS SR @ FNANANSTST FACA T | GY O TH
CRIEETT GIRIF-IFT, 7 6 @S 7S FFg AP | GFLOIT TP, BI5I A6, NAPR &) P A5G (T4
FET T | (T IRTICIT O (3 YT G5 T3, © CEIe &Y(@ 8 Aafe JIRF P (R, P, PIST JA5,
AT TS T GO PRI NGO Y P T | G PACPI VI AN AGAS [ 2 |

@ ST ATRCE , 2 ST, FoF 0205 B https://www.pikrepo.com/

Gy e

AT GIITbE 0o G 2T WS TN AR [ IR TR AR[eaE @R | afsl ote=
GG TS A 417 4R el it @3 R G AR T 8 7fod Al & | T2l A
T, 7o 51, &3, “iforeife ¢ o % |

TG = ->oo
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ECCIASERGEC

YL E R ®G LY

v v v v v v
ARG L v O

. ey T2 AT BPTIR IHHT 90T |

GG el Srrad CH #ICel BPTR S0 e |
Atela Efafer KR SeeTmeT Fee |

TARROPTR *IfPR AT &N I T |

TR AT SPRTSN ST 2 |

Aoy PR 971 T2 |
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