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Creating Brand and Addressing
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Creating Brand
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What is Brand?
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Philip Kotler & Gary Armstrong Jo(F T&IRN® IR A3S&, “Brand is a name,
term, sign, symbol or design or a combination of these that identifies the maker of seller

of a product of service.” IR 247 I FRT TAMASAT I Ki@re! =07 A1 @11 e a7 &=y
@ A I, BI, ALF®, 2SI Il T+ A QITR(GRA STt A I IR OIS JIS 0 |
Mccarthy and Perreault 95 NCS, "Branding means the use of a name, term, symbol or
design or a combination of these to identify a product.” SR “FifS T @A T, B,
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Branding Decisions
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What is Brand Equity?
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e oitere (@ol My AT SAHaw efsfeawr o T I | WA T @ TPRHT IR I
SRSt @ AT i =1 | Swreaer fRETa I AW exfE TS fie G (Apple) JICER 3336
I &I 20¢.¢ [T T8GA TeMF @R @97 (Google) UF JITC 33T Offe] dva.q [Rfere wem (@
TFRIT SEINRG) | [ATFRICE e 3330 I [0 27 IR @7 TG (SIEWMI WA ST
ife(el ST 12 1 AW IR SRS RAUTT SRS TP Ty 91 789 &F |

@ HATALHA:

IS AT (I 57, S, T, MW At GSIRIGRT AL, A1 Rorelwmidt af STl #ay At [t (2w
T TR T JIW I | IS Afed T M (ol ¢ Riwet Tuwz [fey Afvar o s
AT | ISR T T G ACE T @A 210 (AF AT FAE & ACFs, BF, T, i,
foenEs, a1 W (I LB [T TR L S e IR0 AN | Fifo-9 @R Frare
(TSN T CIRTE A - FIfGR, I ARATRE, I TN, JE @ 8 JS ATz Fas |
I 8 FfER 97 TG (SrEWAE Aol T &y efevia @ FfR4r (S T oIFe TS 3P2B
qCT |

BTG = BI-53



I ¥S 8 fSEIAST (TP

No—v. 2 EIASEREEN

Positioning Brand
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Competitive Frame of Reference
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Points of Diference and Points of Parity
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Brand Mantra
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Growth Strategies and Analysing Competitors
@ =
«q 2N I AHAfA-
o TRIH FE F HIIT FACS A

o ST RTze It I FACS ARCIT; @R
o ST RTANCIT LIPTR DA FACS AR |

R AP T GF SIFIT FNT AF N R AfeRqe g e s aa o
2fsHiee B A ey efsfime afstifirer T @re o | W3TR Afopme FifRs SE oo
A G GBI @R G2 T2 S 40 AT & Afscamiiong f[eeaer aea [{feg @ sqeme
S T |

AR @

Growth Strategies
ARSI (FTHET SRETHEE WG 9 AT 8 o Aoy 7 Af oD «F o@g= (AT T AES

TIBI (MR @S AT | 3G 3@ 9T RO A+ IR | Aele AfSHN @i Feid &y
wiEle g @ a7 FCe AT @AN- IS W I A, AR WPrS (Loyal) (@l 8
PBIRITA (Stakeholder) (O T, *fEIeT JITS &FS, Toa #4f AT AT T, ASET0F AT LATI*
3\93ﬁ|
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What is Analysing Competitors?

TENH RATFIANE TFTOR @ WHOF MY (FOIMT N8B FAF & [{fSg (A0 IS QT FACS
| quReE AfS@IN TR, SE @ISl ¢ IR 2Pfe FHE REFeRE wNe ' 9R
AfSTAIMTAR AT NG [LIT 0 (T Qe FACe TR | O 71 A (@l efor@PNma @l «Fe o
AT | Qe ReesiRice Afetarl e wace =3 | aforart [ Rz afswriom e,
Ty, eI, *feE ¢ ude M egfe AieeTo w9 77 | eforarit e 2R SeeteT Feed
TE; TA- T Aforariom biee i, it Sy, @, *IfE 8 qierel i afsfaram @ wAfaser
T SRS (@I ARSRINTE BIeofs 21 2@, @ eforaiiee «few aredt 2@, @I AfSr@iee ergals
ORI T@ ARE @ AfS@PtE Siave Fh0e 203 ©f Fdfaer T30 | Jodie I A7, Afer@l [Reewe 2o
vdere! Rraraer 41 2, S@we 8 ST IR Gy TRE S_Erse 341 27 |

AfSrr fRearees qremR
Steps of Analysing Competitors
ARSI oo (@T*eT IR &y PG T e eAfer@ims [raad S0 27 ©f 7 v.: @
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>, SfSTAIN *EFa (Identifying Competitors): AfSTAIMNWT *Mre w2 Rzl figy @ e Tow
VR (ATFE [T FA A | @I g W@ @ PN OGN @A ey qp sfeyefe wysfer
T A G0 AT g Oite Afetariirer 0T | WK (OIS FiRw (A AfSrErt wire
PR ST JATT T ARFWT AF3 (LT QTG GBI | AfSTN e T T RT3
@{ferI® W AT (Category Membership) F€iae Fa0e 23 | @t 92 Freea sicea qifer
T RS T ST 8 AT el AT e 2oy IWMF AN P12 JTocE AfSriiie! Fa0e 2% |
TR, RFererrel, (e ToTI JITTF AN | ARF ARrFe [fog FoopT €z e T @
BI-{ ARG AT SIS FACe =W | I 7 AN SN A& *1 1 I
Q0 7T |
3. AP RTSY (Analyzing Competitors): AfSTRIMNMT *ME A *F [Reeaet I [T FACS
W @ AfS@Nma Sy, (@, WHerel, Yiere!l W elfefes €7 | e siemar 4t
f(?ﬂ‘_
F) oy AT S (Assessing Objectives) : JFFICALTS, T GIF A, AT 9H I,
TS (ToY, ORI (o9 TS ST S erore et aafs Srerey et
AF | G SR T SN @A genEeed @+ ewy ik o efspmes
TACe 2@ | OTe ST 182 W3R SR AfSiaaT TIF S 41 A |

q) e BfFe T (Identifying Strategies): JNTSIT (FET QZOFIA AfSHTETENT N0y
efsrirer @R 2 | @S- @9 feviT Ty gfermNer e SIraE G W WA
AT |

%) fSrNia gda @ Je AT AR (Assess Competitor's Weaknesses and Strengths):
Afstariar & F1e Fare #A1a 1 I el @aTs #I1a OB @RIF & fSPes ToFed
Aifstaifitrg *feelr ¢ g s Ay Face 230 | efedim Rste aitawelr s sAfsrermr
P O @R FACO A |

¥) ofSfeFaia <3 ARA I (Assessing Reaction Patterns): @ = afedi sRfqa
ffeq *meweom @fFce afswlt It waEs efsiar e Fare A1t | Afer@riiom Jde,
Ty, (P, T 8 TR U 79I Sl et Af St af it S 4t 912w 23 |

O, ST qIR GfSTH TR G ARSI 457 (Selecting Competitors to Attack and Avoid):
2fSHIT AfSN AT FAT 210 PTa® 77 I G NG FAE A FE ARG T | 9F 9F
LAFSTNHT TIZIR T2 FTSa e afodi R[S @ IeT wrere) w7 2 |
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J) ‘:ﬁﬁww efSTart (Weak versus Strong Competitors) : N<F CICRICEY Eﬁﬁ
AFSTNME NG FACS B FR TS FANCST TWRAT Q¥ A | O g3e efsraies
ST T LS ZCEAS A YT AN TR AT | O o elfevi «fexat afswrifiovns
IR FT Bo® 0T I FCF |

) 495 I @St &fSTPT (Close versus Distant Competitors) : ST T IR A
fAbey 2SN @TT AT FACS AN (SN HIS! ATSTAINCF'S e FACS A |

%) ©g I T ST ST (Well Behaved versus Distruptive Competitors): 2fStamars
AR T effopiT g @Eere FRAT AR | @- (5 HifHAr Iwce ARRS!, I@R @ Aoy
R afs wamie A T Afepe @rers FRdr (@ 0 A | 758 Ao
AfSTN fEw o w5 o2 W Afeviw oy fswaria Afiacs wfear afswrmom
@A A (R (T |

@ FICHA:

AR (P SRERE MG Toa AS € Toa o) T AP «F S_RB (AT ToF AT
SREI (MR @ A | W0 7307 «2 REwy SACE0Ar F4 TR0 | @a- & =l I 41,
ARG SIS (FoT 8 CHIRTN (o 741, e T 24Fe, Tod 207 A O[T TERE, NS feF
IS T o7l | efsrart [eeeer Rerama[r afsarima S, S, @, =fe=ie 8 gda
e efpfe RieToaT ST 27 | eforml e 20 St e AE; TA- Yo eforaries
fofre w1 SIva Swr, @M, *Wife ¢ el «3e dfsfeam @ o T SRel (@A
LAFSTINCE BIee T4 2, (@I AN @fSry e 23, (7 fS@NE wFea S|l L A
@ AfSTANE S T 20 ©f fqufaer 4 |
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Strategies of Market Leader
@ =

Q #Af5 T A
o IR (O (F ©f IS ARER; G
o JEE (VO (FTHETTIR W FACS ST |

fafey AfePims (e 2w ¢ FIfEn! F© SIS 79 FA0E, (W5 ISR 7o FF AT 7 T

0o % 0% 0%

5@ V.0 SAIE e SIS

IS 33 ST FIIC Tofd =7 | F5w L0 @ (AR TRCE GFTB IS FIOTH HALFTS S (ol IS
Afogar, AT PR @ AT T 74T fFe 27 | *RKS 2MILTAICS AT I AT Feiazermidr
TS TN FT ZCACE |

&R T F?

Who is Market Leader?

fAfE @ T SIS IET (O IS IR A @ T T 80% | A& (Ol (@ TolF
fefaer w0, P07 o 0, IB AT AANET (T AT S0 AT AFSN AfSHT ©F Fepiaer
T | A2 I (TO! AVWE NG FFE T AT | ISR (o OF NGB 4T ALE G ANGF
ST TR (P, AR I T (T @R IS CHIAF ITT2AF (PHIET S_eT=e 30 AN |

ISR (FOIF @It
Market Leader’s Strategies
IR TSl TR 40 I & (g foqs (@St @it «Ffo aze I M-
S, AT JreF =LY (Expanding the Total Market): 9 (&Sl SEPTRIF Al IS (FOIA
QM IR FAER AL (Fof ANLF IS TS I 217 |
F) TH (@S (New Customers): T« (ol Y& (FF I G (Tl AT AT qrena
TR FACS AT | GGy FoATs (T IR T4 (ACO IR | TA- (1) ST TI¥ (FIT;
(i) TG AT Horew T 8 (iii) CSANHTF A=A (T | GF (FHTSTE oM .8 @
IIfee SEDH T4 TRCE |
Q) QM FIRT (More usage): AfSHT YOI 2T I AT AL TP FACS AT |
[~ (IR AN @ JRRIER 99 | (i) IINA Af: elfeqim @+ wifasee 2w w4
Ty Tgm I ARSI 2T AT IS ALAR IS AR | @N- AR oy ey
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[IRE T FA0Z | (i) IRAET TY: TG @ o ToAew =1oyfs g7 w07 24y /2w
Iy AT T | - feare s eg e 397 79 = | 8 [SEe I9ed
(A Bl QYOI CTIE, AATEW, T, @FF, g @3 ey e ww teofy fuf? @fifar
P BCACR |

Q. ST CIFF T T4 (Protecting Market Share): (ARE (WO IS R FAGE Q@M ©f
SR ISR (T & Y72 @9~ | FRT I I @ ST TSN IS (T2
SN G (AR (T | Q&) (TOF SASRFHI T &2 I 2 | 136 SA Ireia <’
THR GO FG FACe HACE; T ARG [orew 8 SreRwEe [Joew | G @ 76 s
NGRS G
3) e RodT (Proactive Marketing) : =& &fSIN W07 0 ST ITST ZET (ST

TSR AL Ao AT | 7€ @R efep™ s [T Sgiew @ o/t @R
48 (Tl A e i ¢ Ry ey a7t 30 | (Fora e NGIEE
F@ o7 @@ma Reeq @ SR &1 - (1) MerEe R4 (Responsive
Marketing): GTH@ ARSI @I TS & ({7 FCT 932 ©F FFCR G2 IR | (i)
S ST 79T (Anticipative Marketing): SIS [dasiar 770 oRkace
UG R(A, (FOR QUY EG BN B8 A1 (i) FRAT ReAAT (Creative
Marketing): GT%@ @K AL (Fol SR KRBT @ SRS T AR{EHR

T | oA R Rt A& el A QTAe | W Are S
A, GIR T SGRCT FerwireTo] ARCTE Tl /el ST HleTieey 78 |

) SRFES AT (Defensive Marketing): I&H (FoICE e SR 47 AR &

BTf0 =7

GRS @ A7 T ARG & | oD Sregm=iges [Rore Fama I
AfSTaINmR I (AT e AfETe AR RIS T FA00 AT | FHm 0.8 O Y (o
S IrSREFI @I (ARG =0

<—

W%@@

<
GICER S

7 v.8: =T «@a efsa =

() SR fSTH (Position Defense) : I (VoI TP Y *f& Toft e e
SREFE HEA FACS AT | G&F (TONF GUTCS [T 2Tehd e Sgaey
FTACE T G TG #A°l] A BECS 27 | To @FT afs (@Foima wIrgl tofd =1
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[ SN I (0T (7% | §<F8 e+ A Mo e e ko
afsfre w4 Iz afeT i WS |

(i) M efsmreEe efSTF (Flank Defense): fSwIART FRTe o 73a BiCT
e I G ([FOICF 73 JIR Afs I e &

(iii) AT &fST™r (Preemptive Defense): @ I e (ol eferanl siee
T AR ST AN 1 2T | SO TS WGFE 24 TR AR
AGRTS @ (P JIRE FA R | (FN- o T w6, [earod few, it Tg wewe
TS, AR, I wwo! e ToJIM AT AN Tl I |

(iv) ofS-SIFTeiee afST=t (Counter-offensive Defense): QT ASTIMA STmae FACT
T ST AT SN IR | IS (Fo! ARSENE Yo T o1 Srraesrer
TS AN | fS-SFTAGT (FHCT WFTAFIA ToT G SN Tl A G0 T
QI T T G ST % 79 FIT (0T W | 72 I O IEIF (ST 7T
TR TS AT | GRCH@ IS TS TR, N S, Ao G (Foiens feesiiire
41, St Rerta WIRTere 7 Q= APl (FHIT R A |

(v) SN ST (Mobile Defense): ¥ (FTTE AR (ST TGH T GAFT =iy
R @ WA SRITe FI3R G (FF IR NG I SGRH FACe AN |
VRO I AfSTH T4 I | 2RATS, ST LA I | AT TOTT AT
I T QG FF 2AfS eFp ¢ 2 | fSiwrs, Ao W@v@ae +41 | are
TS AT AT FTHAFRI #{cly Lol a1 27 A 9 @Pp I =11 |

(vi) FRCIHTLETS &fSTHT (Contraction Defense): ATH@ I (T T [CGF A
S OIS A @R OSSR e S 7T FACS AN | QAR G AIZA
(AT v *fee B eaifers w27

0, G T FT=GATS (Expanding Market Share): ATFE I@F (oI OF I&E R

PR (B3] BT | WS ST =LA AT (ol Wed Jired [y e o3

I | OCF G CRF AR JAFCAPTS! G ©F 77 7 0 7 | (- IS R I

AT W AW Q@ T SR FAT S AT A | AT R TP (e DT

eI faaprg (23 IRTs 23-

F) @I JAJ (Unit Cost Decrease) : IS (1A Jia (oICT *ftelia Rewxr I A1ea | e
QB AT TAMT 20T AT 93F 2fS ToAW AT FACE TRHCE (PN #AreqT =01 |
€ I I ITCETS W G 7T A I, SR #1© O 06T F(J 6 |

¥) TFB TN A osfet (Offering Superior Quality Product) : &fS3 afStaalt wwomst
TP WTTR Ay el a1 T oy 41T FA0© 210 | O AW N Sy e 50 ([ 7T
SR T IR SR AfSBIT A 70T | TGN Q@ T A0 Amiwge wL W Sape
T T R AN | IS R I ST CHC (O BIAG AT ST (AT A0 (A |

) <GB Y (Monopoly Business): IE (FOIF e (AT Jfr Faic oy elfscarar
GO TN B &pBT RETT AT e Al | ©1F @ REqew (Torns e viE
CO RS |

¥) @& Rl et @11 (Wrong Marketing Mix Strategy : JI&i (<17 Jfaa ¢Fe@ et
(TSI f=tere fer (11T et R0® AN | GTe AR <RI I W18 (AT AT, 1 I cofeeme
S (TR T ASEHE 718 20® #IITF |

€) &I IR %"lﬁ'@ﬁ?@ IS O] (Effect of Actual and Perceived Quality): SN (ol
T IR W, AV (Tl @ ZET AAZE TWRASNE ERT A M T T | AT
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(TOICE S CIAIT =L I #T AFe ¢ Toeiago Nwa @ feaver wace
2T |

@ FICHA:

fAfi2 @I AT FICACS AR (TSIF AR R T @ A | ISR (TST SIF S_F 4
T T AT I TP (S, IS IR T (@ 93 AR R TR @
ST I AE | TS (ol AP Al TOAF (FOd @ IJRRA FAEF TLTT (T AN
ST AT FACO AT | ARG (TOIF IS T TG @ O Sl AT (o &y
Y8 el | TR ST ORI (@ RO ARSTAINAT AR (TSITPE. WA Gy (IR (7 | A&y
(TONF SGIFIR (FIT &2 FACS T | S, SR A (ST ST A (*IIF TR (B3T
BT | e TSR R@rw AR (B3 0 IS (ST AT ST TR FCH |

TG = B-d0%
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Strategies for Market Challenger
Ty

Q A T -
o T ATl (& ©f IO ARCIT; G
o JITH &forar PR I FACS AR |

IR el &7

Who is Market Challenger?

AR (o fTReoN AfSTArNE Zeel Aey effowal | IeF eforaa AfSrIPomERs @ SR FF
IS (TOIF G FCF | T JF AP A (TOIF el MPQTET (S SIS FACT QT AP
e ZCO AT | SIA ToT T AT A TSl Q&N | S ST T A (TN SN T
e o TSR T A (@G AP AT Aforar W@ TS NG | AN A
FICANTS ST 2T ©0% G 7T R AT |

e AfalT FEEPTR
Strategies for Market Challenger
R Aforad AfSERPTONRFET @F*EPTE TS Wb ST T4 XCeTl-

Y. TIPS Sreely W3R 2fSerF elfie ST (Defining the Strategic Objective and Opponents):
oRTNe I Aforae OF @ Sty 37 q ReifTe Fre 71 @RS (wE
AfSBIea Towely AT IS R I T4 | AW CRE Iaed o effowarcs eforrs I e
G FAE O 03 FCe 7(F | efowal foF e efSpes S@we F0e ANE-

F) ISR FOIE AFT (Attack the Market Leader): I&1H gfswar &R ((FOITE SR

)

M

T (@R [0S SR | (FOltE S FAF JoT Sr*ly TR (e Aol Jreia (i weeT
T | A (VO &R FA Y (@ AFCETS G FCST AP TS (@41 | O qrFed
e 7S R0 g AfSTAPTSIETs A4l AT S | AN~ ol AR & S L5
T QG I GFE YT AL G AICTR AN L |

TA-TSE AfSHTE S (Attack Firms of its Own Size): IS (TSI TTST @
TN @M 7eW (@O ARifte T oM =W ©iR afewa few w-wred
AFSHTYTENT NG FACS AN | PICHCE A7 &fowar TSI (@Feivnd @Rl fce A
T 31 eI gEeT aT AfSHT TG I S FEE AFT ZCS AN |

QB AT I AT AfSDINE T (Attack Small Local or Regional Firms): It
(TR oEee @ A @R YT @ A ferar =T TN G Akl feDie S
IS A | R ATQRFIR O (@ AT 1 ©i2 renia Afoqal 7ee 271 TR @
2F | A 2ifoqaId (2T 8 A AfSHIFE TG I T Sroly A AT (A ST=A
AT A (R W 1 T |

Q. YRS NG (@ AW I (Choosing a General Attack Strategy): S0y 8 efesr®
THTOIE e T4 9 Ao Afowar ST e SRR FE w6 | aferar ¢t @
S FACS AT | (067 B@ v.¢ 9T IGTT O AT =0E-

BTf0 =7

"j@‘f— y09
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@ v.@: AL ST FI*IeT

F) TR @I (Frontal Attack): ACF@ &R efowal efs@g =y, [ee==, = ar

)

M

)

BTf0 =7

IBT YEBR AR AN [T I AfSr@ite g Si@we 303 | 2T afowar
AFSTNT G T W@ I ¥ BT AT I | G NS T (@
ST 8 (FRTOSIE T @FIFE (o MR @ AF | SR dfs@T Gy
gfsrag T Sgr {7 @ OfF TEe @ CA0EE @ IASAT TR 27 | G=es
AfSTRIMNT ST 2y AT ST elferag TAF =G AFBT Irare Tars =IF | o3 egfe
e @ FACe &F | A9, T, I A [G@od @ 9 @A T @ afswar
ARYETS TRZIC AT G2 GFER NG [erore AT |

Ar-SII@T (Flank Attack): @ &I ol JCARR Siwel 97 a0« e efstarim
VS SRl T I NG I IR A TG a7 IR | A gfo @S
e (F ARt e AAE- (i) SIeNfEd (Geographical): OTF@ ARSI @R
TSN GBI QAT TSI o I SRR 9 (PR BT afewar ASIF 7w
AR 5B I | (i) OMISeS (Segmental): @ e aforal ISR To7 To7 vifzwr
fofere wea f 7R (o8 3Ca | dforara o NfTe =0T @ @I TAA GR GTS SRR
TR & |

@B @ (Encirclement Attack): €3 @It dfewal wa@e efswria [feg e
S @A IR SIE MR I T =7 | elforral efor@riia orx wifdFeng =fe=iar
A T S T oid S T T T | 2 G T ARSI & AT e
(T AT eIt St T 068 =W | TR AfSrie uie es okt aforar
T FCF (T |

AT AT (Bypass Attack): AT AEFSL AFSRINE T@we 31 27 | AfStaaies
QST I AT I A2 G N ST FA1 2T | [oTSIT IR SAwarel I A |
- (i) 99T && (New Technology): @ FI¥TA AT ey wrejigfa ayfe
TR I oIy Tl @ el FA1 =7 1 (i)  FIFRT AT (Irrelevant Product): @ (T
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ARSI (@ «FwR =Aely ot Fea, elforal SIF AN TR 207 Jrened 7 <ot | (i)
T CSIeAfe e IS (New Geographical Market): &feaal @¥7 (oitifers Jreied #fey
T@a T I, (@A Afsra [Rery a0z 1 |

8) CAfSET ST (Guarilla Attack) : &fswad Sifde S AfSEITT G TEe =0 @ @I
G T @S O | Gre Afsrarix [feg qreiw Ko 2or 2o e #9171 93
ST T Sy A AT I8 A 8 WA ZT 41 12bTo 8 WeABfeTe St
TR (IR SEFael ST =7 | @ [FfETe Aol R, R, =W (el gopifir |

©. AWM S@ETd @F 9®W FF (Choosing a Specific Attacking Technique) : RTINS
aferacs SRe oy JAMe (T SREmT TS A | - TAMT T Z, T 8T, AT
R, 0 WIS 2fely, Ope] P17 fofes =1oly @ @Tr, 357 TUIRe, 1o e eba Teopifir |

@ HATALHFA:

e (ol febew Atz xeet e afewdt | e dfewa eferifonETe @ e SReTE
IR IR (TOIF A@e ICF | Foai ST eiforil SNl FR ACF | AT, @IS Sy R
2fSorF T T4 GTFE@ TR dferaie O @S S R A el dEre TA |
e (v AfSBieTa Sy ATE A R e 4T | eSS, AR Sl @I 1w s
Sy @ efesr P=gend MR T4 <[ e aforal #{f6 AT SAEwel e TGN IS I |
@3 FECHACE, FAWE G FIET AT W F4T |

BTRE = - Soe
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Strategies for Market Follower and Market Nicher

oy

Q AP T AR
o I PN (F 8 IS NPT (T I FACO ARCIT; 93R
o JTE fTHIT (& ¢ IS FIF-9T (FIeT D FACS SATCET |

e TP 2
Who is Market Follower?

8 TR (TONF PR I ST IS AN I | IS ISR AT 0% ST SPAR AT
AT | AR AP aAfsrifarers HrF AT Ty e @FHe @ S<em 30 A0S |

Market Follower’s Strategies
e S efetarreryers s &= 32 91 =7, Eivcs 712 e Sgaees =12 fre faee =1 | e
AR @FTECE BIF ©ICs! Sl 4T [ | JA-
S, TFEFIA (Counterfeiter): ATFIA FPTA AST (FOIF 914, (G, MW, Tz Fonfi Fvet e
FIETRISIR fCRma ey [RET 0 | T@N9- T (A, [0, 9{1tea e, B, Tw6 e
TP AT (@ @ AT AR (7 T |
3. SR (Cloner): TTHA T 57 SFael w1 I, AT (O Ay, W, NI, (NeF 3951
FE A @ g 00 (7l T |
©. ISR (Copier): UTF TPAA AR (Toi7 65w Foe1 w7, o8 g g v roq
IGR AL | @A (TS, T, R AT qR FF 9 CFCG 2L (T a2 367 | Ao
T (FTONF G N T S (ST AT T =T s 7 |
8. SfSTIE (Adapter): SSEIGH I (FTOF 0] 8 Sj«y IASRETOFAT FAOF AL A=
LG T T ST FF FIT FC | GTS IS (TONF AT T A et Aoy [eweqq (o3t
! W | O AT SiEite (Toik efewar e Fres afsre ware «iiw |

B CRIENe

Who is Market Nicher?

T AT (@9 ARSH e qreng o e B o w07 @6 [eaw weeeia S sjzarsfa e
U oI (FSIE HEE FACS A2 ANF SIMACE AR (T4 03T | (W AR AN So% S
I Wt T AT | @B G0 ST qea (ot AT aferrima e eferifren weiaze wE
SR @M @Y (TN FOO! TETANTOIE SFT T (L TE8 T4 IR | 4% (R efevite =i
ST AFS S A |

e T F-9F e

3O = 9[@‘[—)0\‘:
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Market Nicher’s Strategies
A (@O I T ASET Y (FIOACE T I A 00F AT | (FIoIET Fiey fouiv; Tl- (&6
(B 1, TN T @ T T | AT (FIHIRE (T TR R OIS g ey [oewe =
e I8 @ TR FICS I | TG (HIBIRE 1T FoHI0E SIS il ==
S, OIS JIFIE KU (End User Specialist): I G (FIOIR TOE IIRFFRICE W56
s f2rR Afifbfs Ao Fre I |
. Te9 ¥ RS (Vertical Level Specialist): S 8 3% AT (@ (@I A GII{5F SR
afsHi Rreaees! SIe FACe AN |
©. TSl SFee {T*¥e (Customer Size Specialist): TG ATSMNMT 6 ©O0T ¢FW =T 71 @7
(BB ARSI (FSIR (FHIR CTRT &V F0 A |
8. fAfM2 (et RU*¥ee (Specific Customer Specialist): (@B ©F FF e 4T I FESO
afsdita e @ Fare A |
¢. S RUeEes (Geographic Specialist): 2 @< I TG w2ew, et A B AfediT
SIF ey @ IS A1 |
b, 27 Ay AT [T (Product or Product line Specialist): &9 @36 fRrerg stery ify
“Hely I AT AWM FACS AT |
q, o7 a8 Re"ee (Product Feature specialist): W2 @ 21y 1 oy 38y S=otme
AFSHIT TFoT S FACS I |
b. S¥-*] RU4TS (Job-shop Specialist): fSHIT ATEF (@O T (@S IfRwT TAA iy
Tl FACE AT | (@F- GFe T I (@SR =™ S 12 ez w7 ey
X
. - RS (Quality Specialist): @fSP SHATTR oty Twrey [wrw Face =17 At Ay
AR #1ely Ty ooy s Face #1a | S, B [ Ay @ @It “6ew @t fce #i1e7 |
So. TR TS (Service Specialist): (I RN €0 G AWitea (wg Afed [orae zre
SICF | [T oy elfeviaetar fos = |
53. &aiife RTITS (Channel Specialist): 936 M@ B LolifeT I T GRT AR (F0q ST
e Sew F0e AT |

/G7 e

Y @ I (TONF AP FF SIAACE G SPTE ICET | A SPTRE (ST B SIeer oot
A T | TUA- TR, TGS, AR 8 ASTASH | T A (@R oD 70 A&
S 0 o1 9 I @S0 [ReaT Serd T @S Tt W oo (it TS FACe 76
el Sed e, e (el [Rueiwes, (ot [eraes,  o¢y af =y 1 [eraes, sy t3afEy
e, w1 [Reees, -1 [Keaaes, t[l [Roeae ¢ gefer fraes |

BTRE = *B1- 309
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IS F? JHifee Fraresg 3@ w0 |

JC TFF20 I SUIRAPTZ AT I |
AT @ O (A F AT F |

AT fNTss [ 8“1t o1 ATfafS Sedy sy forg |
JC T 7 GF TAES! o1 |

TS TF R (! JICTT TSRS T T SHIRETAIN @ (@O AT T2 |
2AFSOITTT ERRE (FIT FT AT 26 |

Aforarl [eae Fr? efewarl Reeeas QPR b S |
. TR (@I R (e @ Afsraat [esmer vt 277 391 3520 |
so. G (T (F? AT (FOIF @R AT T |

Y. AR (TOIF L STHT (FHIET TG F26 |

R, I (TOIF ST CHIF TRAR (e o1 T2 |

o, A elferal (72 IR efeTae @ TR I T |

38. e ORI SN (FIHTTIR ST T8 |

3¢, ISR APAE (& 8 AT SPIAF (@I T T |

S, I T (& 8 ST T 19-9F (FIET SIS T2 |

Y2 ERPG LY
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