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ANHUSINNIZAIVD9 Brand (Brand DNA)

) ¢ UAUEI5U9 Brand (Brand Essence)
* qmﬂsziw ‘Ijﬁ’gfﬂﬂl@\‘l Brand (Brand Core Benefits)
) ¢ Qmﬂ"ﬁlﬂﬁ Brand (SBrand Value)

) ¢ BRI NUAYD9 Brand (Brand Attributes)
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* ‘].c!ﬂaﬂslli’)fl Brand (Brand Personality)

W omanyaiuad Brand (Brand Identity)
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¢ l¥msaeaIMsAMANUUATUIAT (Integrated Marketing

Communications)

¢ lymsgalavimnviaagiuny

* WHiamsdemsnldademnnary uazililydemsanary
(Mass Media and Non-mass Media Communications)
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(Above-the-line and Below-the-line Communications)
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Product
Attributes
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Five-Star Brand DNA for
Communication Industry

Programs

Presentation

Positioning
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Stages of the Customer Life Cycle

Extend the relationship, by presenting
Additional targeted buying opportunities

Leverage

Cement the relationship, by delivering e
Superior offerings and customer service s

Retain

Secure the relationship, by delivering the
Right message to the right prospects

End the

Attract relationship
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The cultural web of an organization

SYMBOLS

POWER
STRUCTURES

MYTHS

AND STORIES
PARADIGM

ORGANIZATIONAL
STRUCTURES

ROUTINES

AND
RITUALS CONTROL

SYSTEMS
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Effective Television Model

Production
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Looking to the Future:

1.Forms of enhanced Television

2.Benefits

3.Matching Program to needs

4.A Springboard for learning
5.Involvement

6.Integration of Educational Content
7.Complementarity Among Components

8.Cognitive load




Everyday Spaces of People’s Time

1.The World of Home

Spaces of
People's Time

2.The World of office 3. The Worlds Peer and Leisure
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Dimensions of Television Experience

L. Fuctional : TV as an activity

1.1 accessiblility, convenience

1.2 targeting strategies earmark time slots and

products for different kind of audiences

1.3 program schedules
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. TV as a symbolic form
2.1 budget constraints
2.2 capitalization of popular trends
2.3 pace accommodating ‘flow’
2.4 multiplicity of material to capture target
audiences

technical wizardry
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. TV as a storyteller

3.1 episodic series favored for commercial

efficiency

3.2 stereotypes and formulas used for
expediency

3.3 topics and message need to have

broad, non provocative appeal
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. TV as an ideologic messenger
4.1 commercialism, consumer, capitalism
4.2 democratic idealism

4.3 cultural
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