e b5 65wl b ST g b sl Ll s

*‘_;)w,yl |)L~.» ‘\@b)ssl.c

100>

A9 G2l g igd (o 45,8 il 5 il )l b Ly 5 Gl gtz DY pamo (6 IS i GLL L ool slo I T S
e o}l SNy Ul 13 5T oI5 507 o 5% 45 355 s ] syt 55 537 i T ke 5]
oolacw] pue U5 (V5 fpame joolizu] puc &yg0 j0 48, Cavs ] alio () il Jloin] jommo dus o wlio L5 silin] sl o
loled 0 (res (ool G ST (o) pp St b Sl iagly oty K T ool UL o T e el (F 1o I
Spp Slyie Sl 5 Ggedo b g, SaS 4 485 Djg0 (slo oy jl e ) S Cnl slo ST 5 b ST
a5 &l 8 Colg o 57 85 8 ey 090 (Sl (slo il plo 5 (silre Slrio o Wil g pip ALT O T i
ol eip Jlel b Wi pU j0 0)lei] jloolien)) ST ) F  lolid a4 yoeio a5 Wi loeii] sin )57 oo oolii] wlpo b siilen]
o it s ] 253 e 3l i b Cenlas il 5l s el Sy i s 3,535 3]
(o wolai 0l iyl ( S0l il (5 0z il () ST F 5 (loj OB s by s o lse 0 Gl
oS

g Judod (ol ‘u.,.ub.m ol reuls sWwojlg
Review:

One of the main challenges for marketers is to name new products that will be commercialized
and marketed for the first time. In this research, a new strategy is presented under the title of
loss-making strategy, one of the main applications of which is in naming new products. The
deterrence strategy is based on three pillars: ') the lost benefits of not using the product; ') the
disadvantages of not using the product; ) the feeling of fear, worry, or insecurity about a
phenomenon. The aim of this study is to investigate the harm loss strategy and try to identify the
tactics and techniques of this strategy. . The aim of this study is to investigate the harm loss

strategy and try to identify the tactics and techniques of this strategy. After reviewing the content
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