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- Increase in brand loyalty= ((Investment effects on brand loyalty*Choice and de-
sire average*PSQ Effect/3))*(Loyalty gap/Loyalty Delay)
- (Direct Marketing Investment/Total Brand Investment)
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Direct Marketing Investment

20,000

15,000

10,000

Million Rial

5000

Time (Month)

Direct Marketing Investment : 0% ¢ 1 1 1 1 1 1 1 1
Direct Marketing Investment : Based 5 2 2 2 2 2 2 2 2

(1)
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Brand Loyalty

Percentage

32 4 =3 £4 ZD
Time (Month)
Brand Loyalty : 0% 4 1 1 Brand Loyalty : Based » P P
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Change In Market Share

Dmnl

Time (Month)
Change In Market Share : Increase 4 1 101 101 1 1 1
Change In Market Share : Decrease > > 2 2 2 2 2 2 2
Change In Market Share:Based 3 3 3 3 3 3 3 3 3

1. Brand Investment Percentage Base
2. Investment Increasing Percentage
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Total Brand Investment

30,000

22,500

15,000

Million Rial

7500

Time (Month)

Total Brand Investment : Increase 1 1 1 1 1 1 1 1 1
Total Brand Investment : Decrease 2 2 2 2 2 2 2 2 2
Total Brand Investment : Based 3 3 3 3 3 3 3 3 3
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Brand Equity

Percentage

Q 16 24 22 A0 A8 [V B4 i
Time (Month)
Brand Equity : Changed3 1 1 1 1 1 1 1 1
Brand Equity : Changed2 2 2 2 2 2 2 2 2

Brand Equity : Changedl™ 3 3 3 3 3 3 3 3
Brand Equity : Based 4 4 4 4 4 4 4 4 4
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Perceived Service Quality
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ol 16 24 22 40 48 [~ 84 i)
Time (Month)
Perceived Service Quality : Changed3 1 1 1 1 1 1
Perceived Service Quality : ChangedZ > > > > > >
Perceived Service Quality : ChangedI 3 3 3 3 3 3
Perceived Service Quality : Based 4 2 4 4 4 2 2
Brand Loyalty
[<5)
g
o
3
)
o
Q 16 24 22 40 A8 |~ a4 0

Time (Month)

Brand Loyalty : Changed3 1 1 1 1 1 1 1 1
Brand Loyalty : Changed?2 2 2 2 2 2 2 2 2
Brand Loyalty : Changed13 3 3 3 3 3 3 3
Brand Loyalty : Based 2 2 2 2 4 4 4 4
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Brand Awareness

2 2 2 2 2
41 41 41 41 4
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Q 16 24 22 40 48 =~ 84 i)
Time (Month)
Brand Awareness : Changed3 1 1 1 1 1 1 1 1
Brand Awareness : Changed2™ 2 2 2 2 2 2 2
Brand Awareness : Changedl™ 3 3 3 3 3 3 3
Brand Awareness : Based 4 4 4 4 4 4 4 4
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Total Brand Investment

40,000

30,000

20,000

10,000

Time (Month)

Total Brand Investment : Worst ¢ 1 1 1 1 1 1 1 1 1
Total Brand Investment : Best — » 2 2 2 2 2 2 2 2 2
Total Brand Investment: Bases 3 3 3 3 3 3 3 3 3
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Brand Equity

90

Percentage

8 16. 24 32 40 48. 56 B84 i)
Time (Month)
Brand Equity : Worst 4 1 1 Brand Equity : Base 3 3 3

Brand Equity : Best —2 2 2
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