




Dear Members,

We live in the wonderful world of advertising. Brands across the world, no matter 
how big or how small, are using slogans to stand out. There was a time, going 

back at least 70 years, when all it took to be successful in business was to make a product 
of good quality. There is a market for quality products always; If you offer quality 
products the product will get a market automatically. And as long as you made sure 
that your product quality was superior to the competition.

In the 1950s, consumer packaged goods companies like Procter and Gamble, General 
Foods and Unilever developed the discipline of brand management, or marketing as 
we know it today, when they noticed the quality levels of products being offered by 
competitors around them improve. A brand manager would be responsible for giving 
a product an identity that distinguished it from nearly indistinguishable competitors.

The shift from simple products to brands has not been sudden or inevitable. You could 
argue that it grew out of the standardization of quality products for consumers in the 
middle of the 20th century, which required companies to find a new way to differentiate 
themselves from their competitors.

We are in a golden age for quality products. Today, it is much rarer to find cars that 
consistently break down or kiddie pools that leak. The electro mechanical devises, 
machineries and equipments are now developed with energy efficient and even some 
areas updated with IOT/ AI.

The 73rd Independence Day would be celebrated on 15th August 2019 at 8.30 a.m at our 
Association. I request the members to attend the flag hoisting and grace the occasion.

Meet you in next issue.

With regards,

V. Krishnakumar
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£õøu°À	JÎÂÍUPõPa	_hºÂmhÁºPÒ	AÁºPÒ.	

AÁºPÎøh÷¯	PvµÁÚõPa	_hº	ÂmhÁº	Põ¢v.

B¨¤›UPõÂ¼¸¢x	 C¢v¯õÄUSz	

v¸®¤Á¢u	 Põ¢v	 ªPÄ®	 GÎø©¯õÚx®	

¦xø©¯õÚx©õÚ	 J¸	 ÷£õµõmh	 •øÓø¯a	

öŒ¯À£kzvÚõº.	 AÁº	 ÁÍºzöukzu	

÷£õµõmh•øÓ	 C¢v¯a	 _u¢vµ	 Áµ»õØÔÀ	

©PzuõÚ	J¸	v¸¨¦•øÚ.	SßÓõu	©ÚEÖv²®	

]ÔuÍÄTh	 Áß•øÓUS	 Ch®öPõkUPõ©À	

GvºöPõÒÐ®	£USÁ•®	öPõsh	ÁÈ•øÓø¯	

ö©xÁõP	 ÁÍºzöukzuÁº	 AÁº.	 |õmiß	

GÀ»õ¨	£SvPÎ¼¸¢x®	öuõshºPøÍz	vµmi	

CøhÂhõu	£°Ø]PÎß	‰»®	JÆöÁõ¸Áøµ²®	

uÚUS	 {PµõÚ	 ]¢uøÚ¯õÍºPÍõPÄ®	 öŒ¯À	

ÃµºPÍõPÄ®	 £s£kzv	 ©õØÔÚõº.	 AÁ¸øh¯	

÷|õUP®	öÁÖ®	_u¢vµ®	©mk©À».	y#ø©¯õÚ	

Si°¸¨¦,	 y#ø©¯õÚ	 £ÇUP	 ÁÇUP[PÒ,	

GÀ»õøµ²®	\©©õPU	P¸xQÓ	y#ø©¯õÚ	Aß¦,	

ußÛøÓÁõÚ	 Qµõ©	 ÁõÌUøP	 GÚ¨	 £»	 EÒ	

AkUSPÒ	AÁ¸øh¯	÷|õUPzvÀ	EøÓ¢v¸¢uÚ.	

‘JÆöÁõ¸Á¸®	 JÆöÁõ¸	 ÷ÁøÍ²®	 uÚx	

umi¾ÒÍ	 EnøÁ	 Es£uØS	 •ßÚõÀ,	 A¢u	

EnøÁ¨	 ö£ÖÁuØPõÚ	 EøÇ¨ø£	 uõß	

ÁÇ[Q°¸UQ÷Óõ©õ	 GßÖ	 J¸Pn®	 Gso¨	

£õºzxÂmk	 øP	 |øÚUP	 ÷Ásk®’	 Gß£x	

AÁº	ö©õÈ¢u	J¸	•UQ¯©õÚ	Áõ\P®.	 _u¢vµ	

÷ÁmøP	GßÝ®	öŒõÀ¾US¨	¤ßÚõÀ	C¨£i¨	

£»	 ö£õ¸ÒPÒ	 C¸¢uÚ.	 AÁØøÓö¯À»õ®	

GßÖ® Põ¢v

AØ¦uU PÚÄ

GÊzuõÍõº	 £õÁsnß	 AÁºPÎß	 GÊzvÀ	

wµõ|v	 CuÈÀ	 CµshõskPÐUS	

Aa]À	 öÁÎÁ¢u	 Pmkøµ	 Cx.	 AØ¦u©õÚ	

CUPmkøµø¯	£øhzu	£õÁsnß	AÁºPÐUS	

|©x	 |ßÔPÒ.	 Põ¢v	 GÝ®	©Ûuº	C¢u	©õÝh	

S»zvß	 Jmkö©õzu	 ÁÍº]UPõP	 Psh	 PÚÄ	

©PzuõÚx,	 Esø©¯õÚx®	 Th.	 |®¤UøP	

x÷µõP[PÐ®	 AÁ|®¤UøPPÐ®	 \¢÷PP[PÐ®	

`Ì¢x	 ÷ŒõºÄÖ®	 ö£õÊöuÀ»õ®,	 ©õÝhzvß	

÷©À	 AÁº	 öPõsi¸¢u	 |®¤UøPø¯	 Gso	

©Ú®	Â¯UQÓx.	B®	 Põ¢v	 Pshx	 Kº	 AØ¦u	

PÚÄ	uõß,	Ax	öÁÖ®	PÚÄ	©mk®	uõÚõ?

Ax	 G¨£i÷¯õ	 |h¢xÂmhx.	 Áµ»õÖ	

vÓ¢x	 øÁzu	 PuÄ	 ÁÈ¯õP÷Á	 B[Q÷»¯ºPÒ	

Tmh®	 Tmh©õP	 Á¢uõºPÒ.	 öuõhUPzvÀ	

JÆöÁõ¸	 ]Ö	 \¾øPUS®	 ÷Põ›UøPU	

Piuz÷uõk	 ]ØÓµ\ºPÎß	 Aµs©øÚ	

Áõ\ÀPÎÀ	 Põzv¸¢uÁºPÒ	 Cµsk	 ¡ØÓõsk	

Põ»	 CøhöÁÎ°À	 ]ÖPa	 ]ÖP	 |õmøh÷¯	

øP¨£ØÔ	 BÒ£ÁºPÍõP	 ©õÔ,	 E›ø©PÐUPõP	

©ØÓÁºPøÍ	 vshõh	 øÁzuõºPÒ.	 ö©À»	

ö©À»	 ©UPÒ	 _u¢vµ	 ÷ÁmøP²ÒÍÁºPÍõP	

©õÔÚõºPÒ.	 |õmiß	GÀ»õz	 vøŒPÎ¾®	A¢u	

÷ÁmøP	 Aø»Ph»õPU	 S•Ô¨	 ö£õ[Q¯x.	

B[Q÷»¯ºPÒ	Bm]ø¯	J¸	•iÄUSU	öPõsk	

Á¸®	 ÷ÁP®	 ÷u\ö©[S®	 w¨£ØÔ¯x÷£õ»	

£hº¢x	ö£¸Q¯x.	 £»	 uø»ÁºPÒ	 u®	Áõ#¨¦	

Á\vPøÍ²®	ÁõÌUøP°ß	Cß£[PøÍ²®	xÓ¢x	

÷£õµõmhUPÍzvÀ	 CÓ[QÚõºPÒ.	 C¸Íhº¢u	
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It’s time to pay respect to our nation. Let’s think about prosperity & betterment of this nation.



u®	 B]µ©zvÀ	 u[Q°¸¢uÁºPÒ	 AøÚÁ¸®	

£°¾®£i	 ysiÚõº	 AÁº.	 J¸	 Põ¢v°ß	

ChzvÀ	Kµõ°µ®	Põ¢vPÒ	E¸ÁõÚõºPÒ.	|õmiß	

GÀ»õ¨	£SvPÐUS®	AÁºPÒ	öŒßÖ	Põ¢v°ß	

¤µv{v¯õP	{ßÖ	FUPzxhß	©UPøÍz	vµmi	

Âkuø»²nºÄÒÍÁºPÍõP	©õØÔÚõºPÒ.

•uÀ{ø»,	 Cµshõ®	 {ø»,	 ‰ßÓõ®	

{ø»	 GÚ	 GÀ»õz	 uÍ[PÎ¾®	 FUPzxhß	

EøÇUS®	 öuõshºPÒ	 B°µUPnUQÀ	

£i¨£i¯õP	 E¸ÁõÚõºPÒ.	 CßÖ	 |®•øh¯	

Bm]•øÓø¯²®	 ©UPÎß	 AqS•øÓø¯²®	

÷|›À	 £õºzuõÀ	 Põ¢vUS	 GßÚ	 ÷uõßÖ®?	

J¸	 |õÎß	 C¸£zv|õßS	 ©o	 ÷|µzv¾®	

AvPõµzøu²®	 Buõ¯zøu²®	 uÂµ	 ÷ÁöÓ¢u	

]¢uøÚ²®	 CÀ»õu	 Tmhzvß	 GÊa]	

AÁ›øh÷¯	 GÆÂu©õÚ	 GvºÂøÚø¯	

E¸ÁõUS®?	 ußÚ»®	 GßÝ®	 wµõu	 ÷|õ¯õÀ	

£õvUP¨£mhÁºPøÍ¨	£õºzx	GßÚ	EnºÁõº?	

u®	 ö£õ¸ÒPøÍ	 Áõ[PUTi¯	 öÁÖ®	

~PºÁõÍºPÍõP	 Qµõ©zx	 ©UPøÍ	 ©õØÔ	

øÁzv¸UQÓ	 £ßÚõmk	 {ÖÁÚ[PÒ	 ©ØÖ®	

uõ#|õmk	 {ÖÁÚ[PøÍ¨	 £õºzux®	 AÁº	

©Ú®	 GßÚ	 {øÚUS®?	 C¢u	 ©sqUS®	

u©US®	 GÆÂu©õÚ	 öuõhº¦ªÀø»	 Gß£x	

÷£õßÓ	 Gsn¨	 ÷£õUShß	 u®ø©	 ÷ÁöÓõ¸	

÷PõÎ¼¸¢x	 SvzuÁºPÍõP	 {øÚzxUöPõsk	

|h©õkQÓ	©UPÎh®	Eøµ¯õk®	Áõ#¨¤¸¢uõÀ	

AÁº	 Gøu¨£ØÔ	 Eøµ¯õhUTk®?	 C÷u	

©soÀuõß	 J÷µ	 J¸	 ÷Ámi	 xs÷hõk	

C¢v¯õÂß	‰ø»•kUöPÀ»õ®	Aø»¢x	v›¢x	

©UPøÍa	\¢vzu	©ÛuµõP	ÁõÌ¢uõº	AÁº.	AÁº	

GÊvøÁzu	SÔ¨¦PÐ®	AÁ÷µõk	£ÇQ¯ÁºPÒ	

GÊvøÁzu	SÔ¨¦PÐ®	©õö£¸®	¦øu¯ÀPÍõP	

|®	 •ßÚõÀ	 EÒÍÚ.	 JÆöÁõ¸	 Si©PÝ®	

Pmhõ¯©õP	£iUP÷Ási¯	£UP[PÒ	AøÁ.

E¨¦U	 Põ#a_®	 ÷£õµõmhzøuö¯õmi	AÁº	

|õmk	©UPøÍz	vµmi¯	Âu®	C¢v¯	Aµ]¯¼À	

•UQ¯©õÚ	J¸	v¸¨£®.	Ax	B[Q÷»¯ºPøÍ	

Gvºzu	 ÷£õµõmh®	 ©mk©À».	 ußöÚõÊ[S®	

Pmk¨£õk®	öPõsh	öŒ¯À•øÓ.	JÊUPªÀ»õu	

÷£õµõmh®	 EhÚi¯õP	 ]»	 |ßø©PøÍz	

uµ»õ®.	 BÚõÀ	 }shPõ»	 ÷|õUQÀ	 £»	

÷uøÁ¯ØÓ	 ¤ßÂøÍÄPøÍ÷¯	 Ax	 \‰PzvÀ	

ÂøÍÂUS®	 GÚ	 Põ¢v	 EÖv¯õP	 |®¤Úõº.	

E¨¦	 \zv¯õUQµP®	 |øhö£ØÓ	 Âuzøu¨	

£ØÔ¯	 SÔ¨¦PÒ	 Põ¢v¯¨	 ÷£õµõmh	 •øÓ°À	

Aø©¢v¸¢u	 EÒAkUSPøÍ¨	 ¦›¢xöPõÒÍ	

xøn¯õP	 EÒÍÚ.	 ÷£õµõmhzvÀ	 P»¢x	

öPõshÁºPÒ	AøÚÁ¸®	PÓõµõÚ	÷|ºPõnÀPÒ	

ÁÈ¯õP	 ÷uº¢öukUP¨£mhÁºPÒ.	 ö£Ø÷Óõ›ß	

AÝ©vUPiu®	 CÀ»õ©À	 G¢u	 CøÍbÝUS®	

AÝ©v	 CÀø».	 £[öPkUP	 Á¢uÁºPÎß	

Sk®£a`ÇÀ	 «sk®	 «sk®	 ÂÁõvUP¨£mh	

¤Ó÷P	JÆöÁõ¸Á¸US®	AÝ©v	ÁÇ[P¨£mhx.

ö£Ø÷Óõ¸US	 J÷µ	 ©PÚõP	 C¸¨£ÁºPøÍ	

Aø©v¨£kzv	 v¸¨¤¯Ý¨¤ÚõºPÒ.	

AÝ©vUS¨	 ¤ÓS	 £°Ø]PÒ.	 AvPõø»°À	

ÂÈzöuÊuÀ,	|øh¨£°Ø],	SÎzuÀ,	ÁS¨¦PÒ,	

v¯õÚ®,	EøÇ¨¦,	ö©ÍÚ®	GÚ	GÀ»õz	uÍ[PÒ	

Œõº¢x®	£°Ø]PÒ	uµ¨£mhÚ.

A¨£°Ø]°À	 ÷uº¢öukUP¨	 £mhÁºP÷Í	

|õmiß	£»	•øÚPÎ¼¸¢x®	A¨÷£õµõmhzøu	

•ßÛßÖ	 |hzxÁuØPõP	 AÝ¨£¨£mhõºPÒ.	

÷Áuõµs¯zvÀ	 |øhö£ØÓ	 E¨¦UPõ#a_®	

÷£õµõmhzøu¨	£ØÔ	GÊu¨£mh	¦zuPö©õßøÓ	

\«£zvÀ	 £iUS®	 Áõ#¨¦U	 Qøhzux.	 1950À	

÷Áuõµs¯zøua	 ÷Œº¢u	 Pìyº£õ	 Põ¢v	 Pß¯õ	

S¸S»®	öÁÎ°mh	¦zuP®.	A¨÷£õµõmhzøuz	

uø»ø©	uõ[Q	|hzv¯	µõáõâ	1935	B®	BsiÀ	

B[Q»zvÀ	GÊv	öÁÎÁ¢u	PmkøµUSÔ¨¦PÒ	

ö©õÈö£¯ºUP¨£mk	C¢u	¡¼ß	•uÀ£Sv¯õP	

CønUP¨£mkÒÍx.	 C¢v¯ºPÎß	 EnÂÀ	

E¨¤ß	 £¯ß£õmøh	 Enº¢u	 B[Q÷»¯ºPÒ,	

u®	 ÁoP¨ö£õ¸ÒPÎÀ	 JßÓõP	 E¨ø£²®	

JßÓõP	 øÁzxUöPõÒÍ	 •iöÁkzuõºPÒ.	

C[Q»õ¢v¼¸¢x	 C¢v¯õÄUS	 Á¢x	 ÷ŒºQÓ	

P¨£ÀPÎÀ	 Gøh°ß	 ö£õ¸mk,	 AizuÍz-

vÀ	 {µ¨£¨£k®	 GøhUPØPÐUS¨	 £v»õP	

E¨¦‰møhPøÍ	 AkUQ	 GkzxÁ¢x	

\¢øu¨£kzu	•¯Ø]	GkUP¨£mhx.	C[Q»õ¢x	

E¨¦	 ÂØ£øÚ°À	 •u¼h®	 ÁQUP÷Ásk®	

Gß£uØPõP	|õmk	E¨¤ß	ÂØ£øÚø¯	•hUPz	

vmhªmhõºPÒ.	 Auß	 ÂøÍ÷Á,	 PØ£øÚTh	

öŒ#¯•i¯õu	 AÍÄUS	 |õmk	 E¨¤ß«x	

ÂvUP¨£mh	 Á›.	 E¨¤ß	 EØ£zvUS	 BS®	

öŒ»øÁÂh	 £»©h[S	 Tku»õÚx	 A¢u	 Á›.	

HøÇ	 £nUPõµºPÒ	 GßÓ	 ÷ÁÖ£õiÀ»õ©À,	

©u÷ÁÖ£õiÀ»õ©À,	 |PµzuÁº	 Qµõ©zuÁº	

GßQÓ	 ÷ÁÖ£õkªÀ»õ©À	 GÀ»õz	 uÍzvÚ¸®	

A¢u	 Á›ø¯U	 Psk	 ö£õ¸ªÚõºPÒ.	 J¸ªzu	

÷Põ›UøPUS	 AÁºPøÍz	 u¯õº¨£kzu	 Ax÷Á	

uUP	 u¸n®	 GßÖ	 {øÚzuõº	 Põ¢v.	 |®	

PhÀ,	 |®	 E¨¦,	 |©US	 ÷Ási¯	 E¨ø£	 |õ÷©	

Põ#a]ö¯k¨÷£õ®	 GßÖ	 PÍzvÀ	 CÓ[QÚõº.	

µõáõâ÷¯õk	 A¨÷£õµõmhzvÀ	 £[öPkzu	

\¢uõÚ®,	 µõ©a\¢vµß,	÷ÁuµzvÚ®	BQ÷¯õ›ß	

Â›ÁõÚ	 PmkøµPÐ®	 Akzukzu	 £SvPÍõP	

EÒÍÚ.	µõáõâ°ß	øPøuz	öuõhº¢x	\¢uõÚ®,	

AÁ¸øh¯	øPøuz	 öuõhº¢x	 µõ©a\¢vµß	 GÚ	

Akzukzu	 uø»ÁºPÒ	 ©Úa÷ŒõºÂÀ»õ©À	

A¨÷£õµõmhzøu	 •ßÛßÖ	 |hzxQÓõºPÒ.	

JÆöÁõ¸	 øPøuz	 öuõhº¢x®	 ¯õº	 •ßÛßÖ	

÷£õµõmhzøu	|hzva	öŒÀÁx	Gß£øu¨£ØÔ¯	

vmh®	öuõhUPzv÷»÷¯	ÁSUP¨£mkÂkQÓx.

(öuõh¸®)

4

A
ug

us
t 2

01
9

SIEMA Magazine Celebrate the freedom & rejoice in the spirit of independent India. 
May this Independence Day fulfill your life with happiness and prosperity
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Branding has been around for countries as a 
mean to distinguish the goods are produced 

from those of another. Now a day’s lot of companies 
is producing various types of products and given 
as name, logo, symbol, term.package etc., through 
branding companies earning huge profit in the 
business.  Eventhough majority of the customers 
also purchasing branded oriented products.

Brand names themselves come in many 
different forms. There are brand names based on 
people names like Lakme,  Loreal cosmetics, Maruti 
Suzuki Automobiles, Indigo Airlines and names 
base on animals or birds, like  Dove soap and Apple 
computers, Shell gasoline and Aavin Milk and Milk 
products. Not just names but other brand elements 
like logos and symbols also can be base on people, 

places things and abstract images. In creating a 
brand, marketers have many choices about the 
number and nature of the brand elements they use 
to identify their products.

Brand versus Product
A product is anything we can offer to a market 
for attention, acquisition, use or consumption that 
might satisfy a need or want. Thus, a product may 
be physical good like a cereal tennis racquet, or 
automobile a service such as an airline, bank or 
insurance company: a retail outlet like a department 
store, specialty store or supermarket; a person such 
as a political figure, entertainer or professional 
athlete an organization like a nonprofit organization.

Brand 
ManageMent
– an Overview

Compiled by
Dr. S. Chandrakumarmangalam
Associate Professor & Head  
Department  of Management Studies 
Anna University Regional Campus 
Coimbatore - 641 046

Think about of our past and resolve to build over a better future for our country.
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A brand is therefore more than a product 
because it can have dimensions that differentiate it 
in some way from other products designed to satisfy 
the same need.

• Airlines is product but British Airways is brand 
name

• Cosmetics is product name but Lakme cosmetics 
is brand name

• Petrol is product name but Indian oil is brand 
name

• Insurance is product name but LIC Endowment 
policy is brand name.

The new competition 
is not between what 
companies produce 
I their factories 
but between what 
companies produce 
in their factories  but 
between what they 
add to their factory 
output in the form of 

packaging, services, advertising, customer advice, 
financing, delivery arrangements, warehousing, 
and other things that people value. 

Can Anything Be Branded?
Brands clearly provide important benefits to both 
consumers and firms, brand is something a that 
resides in the minds of consumers. Branding creates 
mental structures and helps consumers organize 
their knowledge about products and services in 
a way that clarifies their decision making and in 
the process provides value to the firm. Whenever 
and wherever consumers are deciding between 
alternatives, brands can play an important decision 
making role. Accordingly, marketers can benefit 
from branding whenever consumers are in a choice 
situation.

Physical Goods
Physical goods are what are traditionally associated 
with brands and include many of the best-known 
and highly regarded consumer products. like 
Mercedes Benz, Nescafe and Sony.

Business to business products (B2B):  The 
market makes up a huge percentage of the global 
economy. Some of the world’s most accomplished 
and respected brands belong to business marketers 
such as ABB, Caterpillar, FedEx, GE, Hewlett-
Packard, IBM, Intel, Microsoft, Oracle, SAP and 
Siemens.

High-tech Products
Many technology companies have struggled with 
branding. Managed by technologists, these firms 
often lack any kind of brand strategy and sometimes 
see branding as simply naming their products.

Services
Although strong service 
brands like Blue Dart, 
British Airways, Federal 
Express have existed for 
years. The pervasiveness 
of service branding and 
its sophistication have 
accelerated in the past 
decade.

Role of Branding with Services
One of the challenges in marketing services is that 
they are less tangible than products and more likely 
to vary in quality depending on the particular 
person or people providing them.

Professional services branding is an interesting 
combination of B2B branding and traditional 
consumer services branding.

Celebrate the freedom, celebrate the independence. 
Live freely & enjoy this freedom.
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Retailers and Distributors
To retailers and other channel members distributing 
products, brands provide a number of important 
functions. Brands can generate consumer interest, 
patronage, and loyalty in a store, as consumers 
learn to expect certain brands and products such as 
Pazahamudhir, Reliance fresh.

People and Organizations
When the product category is people or organizations, 
the naming aspect of branding at least, is generally 
straightforward. These often have well-defined 
images that are easily understood and liked for 
disliked by others.

Sports, Arts, Entertainment
A special case of marketing people and organizations 
as brands exists in the sports, arts, and entertainment 
industries. Sports marketing have become 
highly sophisticated in recent years, employing 
traditional packaged-goods techniques. Many 
sports teams are marketing themselves through a 
creative combination of advertising, promotions, 
sponsorship, direct mail, digital, and other forms of 
communication.

Branding plays an especially valuable function 
in the arts and entertainment industries that bring 
us movies, television, music and books.

Geographic locations/ Place
Increased mobility of both people and businesses 
and growth in the tourism industry has contributed 
to the rise of place marketing. Cities, states, regions, 
and countries are now actively promoted through 
advertising, direct mail, and other communication 
tools.

Branding countries to increase appeal to tourists 
is also a growing phenomenon, some recent success 
stories include Spain’s use of a logo designed by 
Spanish artist Joan Miro, the “Incredible India” 
campaign, and New Zealands marketing of itself in 
relation to the Lord of the Rings movie franchise.

Ideas and Causes
Finally, numerous ideas 
and causes have been 
branded especially by 
nonprofit organizations. 
They may be captured 
in a phrase or slogan 
and even be represented 
by a symbol, such as AIDS ribbons.

What are the Strongest Brands?
It’s clear from these examples that virtually anything 
can be and has been branded. Which brands are the 
strongest, that is, the best known or most highly 
regarded?

Twenty-Five Most Valuable  
Global Brands
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1 Coca-Cola 71,861 70,452 2% United 
States

2 IBM 69,905 64,727 8% United 
States

3 Microsoft 59,087 60,895 -3% United 
States

4 Google 55,317 43,557 27% United 
States

5 GE 42,808 42,808 0% United 
States

6 McDonald’s 35,593 33,578 6% United 
States

7 Intel 35,217 32,015 10% United 
States

8 Apple 33,492 21,143 58% United 
States

9 Disney 29,018 28,731 1% United 
States

10 Hewlett-
Packard 28,479 26,867 6% United 

States
11 Toyota 27,764 26,867 6% Japan

12 Mercedes-
Benz 27,445 25,179 9% Germany

13 Cisco 25,309 23,219 9% United 
States

14 Nokia 25,071 29,495 -15% Finland
15 BMW 24,554 22,322 10% Germany

16 Gillette 23,997 23,298 3% United 
States

17 Samsung 23,430 19,491 20% South 
Korea

Today we celebrate the land of the free and the home of the brave. 
Hope your Independence Day is monumental!
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18 Louis Vuit-
ton 23,172 21,860 6% France

19 Honda 19,431 18,506 5% Japan

20 Oracle 17,262 14,881 16% United 
States

21 H&M 16,459 16,136 2% Sweden

22 Pepsi 14,590 14,061 4% United 
States

23 American 
Express 14,572 13,944 5% United 

States
24 SAP 14,542 12,756 14% Germany

25 Nike 14,528 13,706 6% United 
States

Sources: Based on Interbrand. 
“The 100 Most Valuable Global Brands 2018”.

Branding Challenges and opportunities
1. Savvy Customers
Increasingly, consumers and businesses have 
become more experienced with marketing, more 
knowledgeable about how it works and more 
demanding. A well-developed media market plays 
increased attention to companies marketing actions 
and motivations.

2. Economic Downturns
• A severe recession that commenced in 2008 

threatened the fortunes of many brands.
• 18% of consumers reported that they had bought 

lower priced brands of consumer package
• 46% of the switchers to less expensive products 

said they found better performance than they 
expected.

• 34% of the switchers said they no longer preferred 
higher priced products.

3.  Marketing Brands in a Recession
It’s a mistake in a recession to b overly focused on 
price reductions and discounts that can harm long 
term brand equity and price integrity.

4. Brand Proliferation
Another important change in the branding 
environment is the proliferation of new brands 
and products, in part spurred by the rise in the line 
and brand detentions. Marketers of brands such as 
Coke, Nivea, Dove and Virgin have added a host of 
new products under their brand umbrellas in recent 
years.

5. Media Transformation
Another important change in the marketing 
environment is the erosion fragmentation of 
traditional advertising media and the emergence 
of interactive and nontraditional media, promotion 
and other communication alternatives.
6. Increased Competition
One reason marketers have been forced to use 
so many financial Incentives or discounts is that 
the marketplace has become more competitive. 
Both demand-side and supply side factors have 
contributed to the increase in competitive intensity. 
On the demand side, consumption for many products 
and services has flattened and hit the maturity stage, 
or even the decline stage, of the product life cycle. 
As a result, marketers can achieve sales growth for 
brands only by taking away competitors market 
share. On the supply side, new competitors have 
emerged due to a number of factors.
7. Increased Costs
At the same time that competition is increasing the 
cost of introducing a new product or supporting 
of existing product has increased rapidly, making 
it difficult to match the investment and level of 
support that brands were able to receive in previous 
years. In 2008 about 123000 new consumer products 
were introduced in the United States, but with a 
failure rate estimated at over 90%.
8. Greater Accountability
Finally, marketers often find themselves responsible 
for meeting ambitious short-term profit targets 
because of financial market pressures and senior 
management imperatives.
9. Brand Equity
It meant both good 
news and bad news to 
marketers. The good 
news is that brand 
equity has elevated 
the importance of the 
brand in marketing strategy and provided focus 
for managerial interest and research activity. The 
bad news is that, confusingly, the concept has been 
defined a number of different ways for a number 
of different purposes. No common viewpoint has 
emerged about how to conceptualize and measure 
brand equity.

Industrial Product, Fast Moving Consumer 
Goods (FMCG), Durable Product and Non Durable 
Product, Services, and Geographical Locations 
needed branding through branding, above 
mentioned products earning higher profits.    

On this special day here’s wishing our dreams of a new tomorrow come true! 
May your Independence Day be filled with patriotic spirit!
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CONSULTING / ADVISING / IMPLEMENTING / TRAINING 

Our Team 
With 20+ years of experience in not just Sales & Marketing but 
Process and Safety Management as well, the Team comprises of 
experts from diverse backgrounds. 

Our Services
Process Improvement | Training | Business Development | 
Marketing | Customer Service

Tubrahalli, Bangalore - 560066        +91 98451 66081         amit@raiseursales.com         www.raiseursales.com
Raise Ur Sales 

Business Consultants LLP

Rede�ning or improving process, 
using Toyota process improvement tools

Supporting UL/IEC safety certi�cations

Energy Audit and recommendations

Supporting to develop a culture of Kaizens

Training on mailing ettiquates and objective 
communication

Setting up labs as per ISO 17025

Give your organization the unfair advantage to elevate to the 
next level through expert guidance and consulting from Raise 
Ur Sales. While every organization invests in Sales, Marketing, 
Business Development and Process Management, among 
others, the challenge lies in integrating them seamlessly to 
achieve more. That apart, building Quality excellence is another 
tussle for any Management. With Raise Ur Sales by your side, 
rest assured to transform these challenges into opportunites 
that let you maximize sales, strategically.  

CERTIFICATION, 
QUALITY  & 

PROCESS IMPROVEMENT

              ENERGIZING 
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      & BUSINESS 

 TRANSFORMATION. 



11

A
ug

us
t 2

01
9

SIEMA Magazine

The prime reason for any business to develop 
starts from building the brand deliberately and 

this what, 77% of the marketers count on. Branding 
is constantly essential for any business entity as it 
creates matchless identity for the brand, enthralls 
sound voice and inspires consumer awareness 
about the corporate.

In today’s digital age, new age marketers make 
every effort to promote their businesses and take 
at most effort to transform their businesses into a 
persuasive and prevalent brand in the minds and 
hearts of the customers with the help of digital media. 
The intellectual knowledge about digitization, 
boundless commitment and the collaborative 
work with team spirit will make a brand to be built 
admirably and thus, will augment the triumph of 
the business for a long run.

India and Brand Building
India is abounding with brand-building prospects 
and they extend an eclectic gamut domains, from 
fast moving consumer durables, from healthcare to 
education, from events to personalities, there are a 
many different branding opportunities.

In fact, the Indian business leaders are forced 
to find out answers for the following tricky, yet 
very important questions as a part of their brand 
building exercise:

• What are the efforts to be taken to make people 
recognize your brand?

• How have you strengthened yourself to gain 
competitive advantage?

• How are you promoting your brand so as to 
reach the customer much easier and yet faster?

• Do people search for your brand through 
internet?

Key Drivers of Brand Building

Tactics for a Better Brand

• Strategic Harmony
Every company has a mission and it is necessary 
for them to link the message and the mission, quite 
often to achieve the desired outcome and obviously, 
that outcome reaps building brands successfully 
for any business.  For Example, Apple as a brand 
endured in harmony aligning with the mission of 
the company, which in turn led Apple to take away 
the word computer from their name.

Brand 
Building

Bracing the Paramount act to Prosper

“The purpose of business is to create a 
customer, and brands help businesses create 

and keep customers”
– peter drucker, Management Guru

Key Drivers of Brand Building 

 

 

 

Tactics for a Better Brand 

• Strategic Harmony 

Every company has a mission and it is 
necessary for them to link the message and 
the mission, quite often to achieve the desired 
outcome and obviously, that outcome reaps 
building brands successfully for any business.  
For Example, Apple as a brand endured in 
harmony aligning with the mission of the 
company, which in turn led Apple to take 
away the word computer from their name.  

• Focus 

The core idea of any business defines a brand 
to be the best, all the time. One or two words 
that precisely tell about a brand are what the 
focus is all about. To say a few, BMW is high 

performance, FedEx is reliable and Coke is 
life enjoyment. 

• Sophistication 

Enhanced brands acquire their information 
exactly. When the brand messages are 
precisely used and uphold a reliable brand 
experience, then it will lead the brand to step 
into the next level of growth and achievement.  

• Feedback 

Nonstop Collection of feedback about the 
progress of the business by themselves, 
employees, customers and the prospects will 
make a brand to be a leading brand and 
sustain in the market with latest technological 
advancements. Collecting consistent 
response from the stakeholders can support a 
brand retain its contemporary tactics or sign 
a need for refinement.  

 

Brand Building – Stay Tuned Forever 

Build a strong brand is not as easy as it is said 
so. As Rome was not built in a day, brands 
cannot be built overnight. It takes immense 
amount of time, energy, intelligence, 
resources and a humble purpose to uphold a 
successful brand.  Brand Building is all about 
experiencing, with consistent rolling on the 
vibrant efforts to be continuously taken by 
the marketers with the immense use of latest 
communication technologies.    
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Dr. N.R. Alamelu, Principal, Sri Ramakrishna Engineering College
Dr. R. Mary Metilda, Professor & Head, SREC Business School

Mr. Grace Antony, Asst.Professor, SREC Business School

Let us celebrate the glory of Free India and uphold the Pride and Honor of being an Indian.



ÁÒÍÀ ö£¸©õß P›Œõø»ø¯ P›\»õ[Psoø¯ 

£aøŒ¯õPÁõÁx \ø©¯À •u¼¯ ÁøPPÎ»õÁx vÚ•® 

Esk Á¢uõÀ (A\Uu®) \Uv Cßø© }[S® GßÖ® 

Eh®¦ ö|k |õÒ C¸¢x •Uv Aøh¯ ÁÈÁSUS® 

GßÖ® ö|k[Põ»® ©PõßPÎhzvÀ Põzv¸¢uõ¾® 

P›Œõø»°ß Esø©ø¯²®, £¯øÚ²® AÝ£Ázøu²® 

öÁÎ°h ©õmhõºPÒ GßÖ® TÖQÓõºPÒ.

vßÓ P›Œõø» ÷uP® vøµ ÷£õUS®

vßÓ P›Œõø» ]Ó¢u |øµ ÷£õUS®

vßÓ P›Œõø» ÷uP® ]Ö¤ÒøÍ

vßÓ P›Œõø» ]øu¯õx CÆ ÁõUøP÷¯

GßÖ v¸‰»º TÖÁx® C[S {øÚÄTµzuUPx

CzuøP¯ A›¯ E¯º¢u ö£õ¸øÍ öÁÎ¨£kzv 

CÀ»Ózuõº EÒ£h AøÚÁ¸® £¯ß£k® ÁøP°À 

£vÂkQ÷Óõ®.

P›Œõø»÷»Q¯®

ö£õØÓø»UøP¯õß ŒõÖ

ö|¸g] ŒõÖ

]Ö Røµ ŒõÖ

ö£õkuø»a ŒõÖ

RÌUPõ# ö|À¼ ŒõÖ

öŒ¸¨£øh ŒõÖ

|õÁÀ £møh

Azv¨£møh

P¸[Põ¼¨£møh

öußÚ®§

ªÍS

ªÍPµøn÷Áº

AÄ› ÷Áº

^µP®

H»®

Qµõ®¦

áõvUPõ#

áõv£z›

S÷µõŒõo K©®

]Ö|õP¨§

PØPhP ][Q

÷Põèh® AUQµPõµ® Av©xµ®

uõÎ\¨£zv›

v›PkS

v›£ø»

÷uøÁ¯õÚ AÍÄ

ö|#, ÷uß, £_Âß £õÀ, £øÚ öÁÀ»®.

CøÁPøÍ •øÓ¨£i u¯õº öŒ#²® Esø© £õµ®£›¯ 

øÁzv¯›h÷©õ AÀ»x £mhuõ› ©¸zxÁ›h÷©õ u¯õº 

öŒ#x J¸ ©sh»® Œõ¨¤h PÀ½µÀ Œõº¢u AøÚzx 

÷|õ#PÐ® }[Q, øP PõÀ G›a\À ö£sPÐUS }º 

_µ¨¦hß Põq® PõÀ ÃUP®, ©¯UP® Áõ¢v, EhÀ Põ¢uÀ, 

‰»U Qµõo, £õsk, CvÀ C¯ØøP¯õP÷Á C¸®¦a\zx 

{øÓ¢v¸¨£uõÀ µzuU SøÓÄ w¸®. Põ©õø» öÁÒøÍ, 

öÁmøh ÷|õ#, |øµzu •i, ÷uõÀ ÷|õ#, }[Q EhÀ 

ö£õßÛÓ©õP ©õÖ® Gß£x vsn®.

P›\»õ[Pso°À

C¨£i J¸ A£õµ  ŒUv¯õ?

12

A
ug

us
t 2

01
9

SIEMA Magazine

• Focus
The core idea of any business defines a brand to be 
the best, all the time. One or two words that precisely 
tell about a brand are what the focus is all about. 
To say a few, BMW is high performance, FedEx is 
reliable and Coke is life enjoyment.

• Sophistication
Enhanced brands acquire their information exactly. 
When the brand messages are precisely used and 
uphold a reliable brand experience, then it will lead 
the brand to step into the next level of growth and 
achievement.

“Your brand is a tangible corporate asset”
“An organization’s emotional and 

psychological dynamics as a whole shapes 
the perception of its brand in the  

market place”
- robert c. lockwood

• Feedback
Nonstop Collection of feedback about the progress 
of the business by themselves, employees, customers 
and the prospects will make a brand to be a 
leading brand and sustain in the market with latest 
technological advancements. Collecting consistent 
response from the stakeholders can support a brand 
retain its contemporary tactics or sign a need for 
refinement.

Brand Building – Stay Tuned Forever
Build a strong brand is not as easy as it is said so. 
As Rome was not built in a day, brands cannot 
be built overnight. It takes immense amount of 
time, energy, intelligence, resources and a humble 
purpose to uphold a successful brand.  Brand 
Building is all about experiencing, with consistent 
rolling on the vibrant efforts to be continuously 
taken by the marketers with the immense use of 
latest communication technologies.

“Your brand is what other people say  
about you when you are not in the room.”  

– Words by jeff bezos, Founder, Amazon

Let be freedom in mind, soul & body. Faith in your words & pride in you nature.
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1. Consider your overall business strategy

A strong, well differentiated brand will make 
growing your firm much easier. But what type 
of firm do you want? Are you planning to grow 
organically? Your overall business strategy is the 
context for your brand development strategy, so 
that’s the place to start. If you are clear about where 
you want to take your firm, your brand will help 
you get there.

2. Identify your target clients

Who are your target clients? If you say “everybody” 
you are making a very big mistake. Our research 
clearly shows that high growth, high profit firms 
are focused on having clearly defined target clients. 
The narrower the focus, the faster the growth. The 
more diverse the target audience, the more diluted 
your marketing efforts will be. So how do you know 
if you have chosen the right target client group? 
That’s where the next step comes in.

3. Research your target client group

Firms that do systematic research on their target 
client group grow faster and are more profitable 
(see figure below). Further, those that do research 
more frequently (at least once per quarter) grow 
faster still.

Research helps you understand your target 
client’s perspective and priorities, anticipate their 
needs and put your message in language that 
resonates with them. It also tells you how they 
view your firm’s strengths and your current brand. 
As such, it dramatically lowers the marketing risk 
associated with brand development.

 4. Develop your brand positioning

You are now ready to determine your firm’s 
brand positioning within the professional services 
marketplace (also called market positioning). How 
is your firm different from others and why should 
potential clients within your target audience choose 
to work with you?

Brand 
Development 

Strategy

As India completes another glorious year of her Independence… 
Here’s wishing you a Happy Independence Day…
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A positioning statement is typically three to 
five sentences in length and captures the essence 
of your brand positioning. It must be grounded 
in reality, as you will have to deliver on what you 
promise. It must also be a bit aspirational so you 
have something to strive for.

5. Develop your messaging strategy

Your next step is a messaging strategy that translates 
your brand positioning into messages to your 
various target audiences. Your target audiences 
typically include potential clients, potential 
employees, referral sources or other influencers and 
potential partnering opportunities, to name a few of 
the usual suspects.

While your core brand positioning must be 
the same for all audiences, each audience will be 
interested in different aspects of it. The messages 
to each audience will emphasize the most relevant 
points. Each audience will also have specific concerns 
that must be addressed, and each will need different 
types of evidence to support your messages. Your 
messaging strategy should address all of these 
needs. This is an important step in making your 
brand relevant to your target audiences.

6. Develop your name, logo and tagline

For many firms, a name change is not required. But 
if you are a new firm, are undergoing a merger or 
are burdened with a name that no longer suits your 
positioning, a name change may be in order. Even 
if you don’t change your firm name, a new logo 
and tagline may make sense to better support your 
brand positioning.

Remember, your name, logo and tagline are 
not your brand. They are ways to communicate or 
symbolize your brand. You must live it to make it 
real.

And don’t make the mistake of showing the 
new logo around internally to get a consensus. The 
name, logo and tagline are not for you. They are 
for your marketplace and should be judged on how 
well they communicate, not how much the partners 
like them.

7. Develop your content marketing strategy

We could have called this step “develop your 
marketing strategy.” But we didn’t. Instead we call 
for a content marketing strategy.

Why? Content marketing is particularly well 
suited to professional services firms in the Internet 
age. It does all things traditional marketing does 
but it does them more efficiently. It uses valuable 
educational content to attract, nurture and qualify 
prospects.

Remember that your brand strength is driven by 
both reputation and visibility. Increasing visibility 
alone, without strengthening your reputation, is 
rarely successful. That’s why traditional “awareness-
building” advertising or sponsorships so often yield 
disappointing results. On the other hand, content 
marketing increases both visibility and reputation 
at the same time. It is also the perfect way to make 
your brand relevant to your target audiences. Case 
closed.

8. Develop your website

Your website is your single most important brand 
development tool. It is the place where all your 
audiences turn to learn what you do, how you do 
it and who your clients are. Prospective clients are 
not likely to choose your firm solely based on your 
website. But they may well rule you out if your site 
sends the wrong message.

Further, your website will be home to your 
valuable content. That content will become the 
focus of your search engine optimization (SEO) 
efforts so that your prospects, potential employees, 
and referral sources will find you and learn about 
your firm. Online content is central to any modern 
brand development strategy.

These days, professional services websites come 
in two varieties. The first is a branding site. Such a 
site tells your story and conveys who you are, who 
you serve, and what you do. In short it conveys your 
brand message. The other variety does the above 
and also generates and nurtures potential new 
clients. We call these High Performance Websites.

From Struggle… To Freedom… To Progress… India moves forward. 
Celebrating with you the pride of being part of a nation that is eternal and ever-new.
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9. Build your marketing toolkit

The next step in the process is to build out the 
remainder of your marketing toolkit. This might 
include one-page “sales sheets” that describe core 
services offerings or key markets served. In addition, 
there may be a brief “pitch deck” that overviews the 
firm or key offerings and an e-brochure about the 
firm. These are rarely printed pieces anymore.

Increasingly this marketing toolkit also includes 
videos. Popular video topics include firm overviews, 
case studies or “meet the partner” videos. Key 
services offerings are also very useful. If prepared 
appropriately, these tools serve not only a business 
development function but also are important for 
brand development.

10. Implement, track, and adjust

This final step in the brand development process may 
be one of the most important. Obviously a winning 
brand development strategy doesn’t do much good 
if it is never implemented.  You might be surprised 
at how often that happens. A solid strategy is 
developed and started with all the good intentions 
the firm can muster. Then reality intervenes. People 
get busy with client work and brand development 
tasks get put off… then forgotten.

What is

Building? 

There is no one definition that actually captures the essence 
of  brand building in its entirety.  Many people think that 
brand building is all about communicating and exposing your 
brand. That is just one side of  it. The best way we can define 
it is that it is a process of  creating value to consumers.  
It encompasses all things that consumers know, feel, and 
experience about your business in its entirety.

Having defined brand building, we shall now look at 3 
popular types of  brands and what they stand for :

Service brand This brand is built on knowledge, culture, 
and experience that one has with the 
service delivering agency/company/
people. 

Retail brand This brand is built on a mixture of  products 
and service experience. 

Product brand This is built on the experience that one has 
with a specific product.

That’s why tracking is so important. We strongly 
recommend tracking both the implementation 
of the plan as well as results. Did the strategy get 
implemented as planned? What happened with 
the objective measures, such as search traffic and 
web visitors? How many new leads, employee 
applications and partnering opportunities were 
generated? Only by tracking the entire process can 
you make sure you are drawing the right conclusions 
and making the right adjustments.

Brand building is an integral aspect of personal 
and business development. It not only increases 
the voice and consumer awareness of a brand, but 
it also gives it an identity and worth.  The advent 
of participatory and interactive platforms has given 
many businesses the chance to enhance brand 
awareness and equity. If you have been thinking 
of building a personal or business brand, then it 
is important for you to know that brand building 
takes a great deal of time and resources. In the 
section that follows, we shall define brand building 
and also look at different types of brands and the 
steps to create a successful brand.

Ask not what your country can do for you. 
Ask what you can do for your country!
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C¢v¯õÂß	ÁÈ	uÛÁÈ	GßÖ	{¹¤zx	Á¸QÓõºPÒ.

CxÁøµ	G¢u	|õk®	B#Ä	öŒ#¯õu	{»Âß	£µ¨¦.	

£»	ªÀ¼¯ß	BskPÐUS	•ß÷£	C¸US®	£õøÓPÒ	

{øÓ¢u	 £Sv...	 CxÁøµ	 ¯õ¸®	 Gmi¨£õºUP	•i¯õu	

ChzvÀ	C¢v¯õ		umi	£õºUP	÷£õQÓx!	uhÂ	£õºUP¨	

÷£õQÓx	!	EØÖ÷|õUQ	Bµõ¯¨÷£õQÓx.

Auß‰»®	 E»P®	 G¨÷£õx	 ÷uõßÔ¯x	 Gß£øu	

E»QØS	öŒõÀ»¨÷£õQÓx.

{øÚzx	 £õºUP	 •i¯õu	 E¯µzøu	 ÷|õUQ	 C¢v¯	

ÂsöÁÎzxøÓ	£¯ozx	ö£¸ø©¨£h	øÁzxÒÍx.

AÔÂ¯¼ß	¦xø©ø¯	E»QØS	öŒõÀÁx	©mk©À»	

C¢v¯õøÁ	£ØÔ¯	uÁÓõÚ	£õºøÁUS®	öŒ¯À	‰»÷©	

£vÀ	öŒõÀ¼	C¸UQÓx.	C¢v¯õÂÀ	ö£sPÒ	{ø»...	

©›¯õøu	 Qøh¯õx	 GßÖ	 ]»	 |õkPÒ	 öŒõßÚx.)	

AÁºPÐUS	Áõºzøu¯õÀ	öŒõÀ¾®	£vÀ	¦›¯õx.

C÷uõ	 ÁÛuõ	 •zøu¯õ,	 ›xP›uõÀ	 GßÓ	 Cµsk	

ö£s©oPÒuõß	ªP¨ö£›¯	C¢u	©õö£¸®	vmhzøu	

ÁÈ|hzv	 C¸UQÓõºPÒ.	 C¢v¯	 ö£sPÎß	 {ø»ø©,	

vÓø©,	BØÓø»	ÂÈvÓ¢x	£õºzx	¦›¢x	öPõÒÍmk®.

AÁºPÎÀ	 ÂgbõÛ	 ÁÛuõÄ®,	 Cì÷µõ	 uø»Áº	

]ÁÝ®	uªÌ|õmøh	÷Œº¢uÁºPÒ	Gß£x	uªÇºPÐUS	

Qøhzv¸US®	TkuÀ	ö£¸ø©.

¦Â°ß	 _ØÖÁmh¨£õøu°À	 vmhªmh£i,	 vmhªmh	 ÷|µzvÀ	 \¢vµ¯õß&2	 øÁ	 {ø»	 {Özv	

C¸UQÓõºPÒ.

Akzu	47	|õmPÒ...	ÂgbõÛPÎß	ŒõuøÚ¨	£¯n®	£i¨£i¯õP	öÁØÔ¨£iUPmiÀ	HÖ®.

§ª°À	C¸¢x	 {»ÄUS	 3	 »m\zx	 84	B°µzx	 400	 Q÷»õ	 «mhº	 yµ®...	 »m]¯zvß	•ß	Cx	

PsqUS	Gmi¯	yµ©õP÷Á	öu›²®.

Põµn®	G¢u	öÁÎ|õmk	EuÂ²®	CÀ»õ©À	•ÊUP	•ÊUP	EÒ|õmk	u¯õ›¨¦.	|õ©UPÀ	©õÁmhzvÀ	

Põn¨£k®	 ‘AÚõºuøŒm’	 ÁøP	 ©s	 •uÀ	 µõUöPmiÀ	 ö£õÖzxÁuØPõP	 ÷Œ»®	 E¸UPõø»°À	

u¯õ›UP¨£mh	‘ìöh°ßö»ì	ìjÀ’	Áøµ	AzuøÚ	ö£õ¸mPÐ®,	P¸ÂPÐ®	C¢v¯z	u¯õ›¨¦.

Cì÷µõ uø»Áº v¸ ]Áß

›xP›uõÀ ÁÛuõ •zøu¯õ

Let everyone be free as a bird. Let not cage that bird. Let everyone enjoy this freedom.
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Á
Íºa]uõß	 ÁõÌUøP!	 •¯Ø]uõß	 öÁØÔ!	

ÁÍºa]USz	÷uøÁ	CøhÂhõu	•¯Ø]²®	

uÍµõu	 ußÚ®¤UøP²®.	 Ps‰izuÚ©õP	

•¯Ø]UPõ©À	 Gøu²®	 ]¢vzxz	 vmhªmka	

öŒ#Áx	 •UQ¯®.	 AøuÂh	 vmhªmhÁõ÷Ó	

öŒ#x	 •i¨£x®	 •UQ¯®.	 vmhªmka	

öŒ¯»õØÖÁuÝhß	 |Ø]¢uøÚ,	 |ØöŒ¯À,	

|À¾ÓÄ	BQ¯	‰ßÖ®	J¸Á¸øh¯	ÁÍºa]US	

Ai¨£øh¯õÚøÁ	GßÓõÀ	Ax	ªøP¯À».

Gøua	 öŒ#uõ¾®,	 AxSÔzx	 •u¼À	

wÂµ©õP	]¢vUP	÷Ásk®.	AuõÁx,	AaöŒ¯ø»	

GÆÁõÖ	 öŒ#Áx	 GßÖ®	 AuÚõÀ	 HØ£k®	

¤ßÂøÍÄPÒ	 GßöÚßÚ	 GßÖ®	 ]¢vUP	

÷Ásk®.	 •¯Ø]	 öŒ#x	 öPõs÷h	 C¸¢uõÀ	

uõß	 |®	 ¦»ßPÐ®	 ¦zv²®	 x¸¨¤iUPõ©À	

C¸US®.	 x¸¨¤izxz	 ÷u#ÁøuÂh	 EøÇzx	

E¯ºÁ÷u	 EßÚu©õÚx.	 •¯Ø]PÒ	 uÁÔÚõ¾®	

•¯Ø]	öŒ#¯z	uÁÓU	Thõx.	öÁØÔPÒ	|®ø©z	

÷uiÁµõx.	 |õ®	 uõß	 öÁØÔø¯z	 ÷uia	 öŒÀ»	

÷Ásk®.

|®•øh¯	 JÆöÁõ¸	 öŒ¯¼ß	 ‰»®	

£i¨£i¯õP	E¯º¢x	öPõs÷h	C¸UP	÷Ásk®.	

Sk®£®,	 öuõÈÀ,	 \•uõ¯®	 GßÓ	 AøÚzx	

{ø»°¾®	 •ß÷ÚØÓ®	 C¸UP	 ÷Ásk®.	

Axuõß	 Esø©¯õÚ	 ÁÍºa].	 Gsn[PøÍ	

÷|ºø©²øh¯uõPÄ®	 Tºø©¯õÚuõPÄ®	

C¸¢uõÀ	 HØÓªS	 öÁØÔPøÍU	 SÂUP»õ®.	

HöÚßÓõÀ	GÀ»õÁØÔØUS®	Gsn®uõß	Âøu.

JÆöÁõ¸Á¸øh¯	 ÁõÌUøP²®	 AÁ¸øh¯	

Gsn[PÍõÀ	 E¸ÁõQ	 öŒ¯ÀPÍõÀ	 •Êø©	

ö£ÖQÓx.	öŒ¯ÀPÎß	¤ßÂøÍÄP÷Í	J¸Áøµ	

|À»ÁµõPÄ®	 w¯ÁµõPÄ®	 C¢u	 E»QØS	

Aøh¯õÍ®	 PõmkQÓx.	 ]¢vUS®	 BØÓ÷»	

BÓõÁx	 AÔÄ,	 Aøu¨	 £¯ß£kzv	 Gøu²®	

]¢vzu	 ¤Ó÷P	 öŒ#¯	 ÷Ásk®	 Gß£øuzuõß	

Gso¨	 £õºzxa	 öŒ¯À£kÁvÀø».	 ÁÒÐÁº	

‘Gsoz	xoP	P¸©®’	GßÓõº.

©ÚvÀ	 ÷uõßÖ®	 Gsn[PÒ	 GxÁõ°Ý®	

AÁØøÓ	 £ß•P©õP	 Gso	 Bµõ#¢u	 ¤Ó÷P	

öŒ¯»õUPzvØS	 Gkzxa	 öŒÀ»	 ÷Ásk®.	

Euõµn©õP	 ö£m÷µõø»²®	j\ø»²®	{»zvÀ	

C¸¢x	 öÁmi	 GkUQ÷Óõ®.	 BÚõÀ	 AÁØøÓ	

A¨£i÷¯	 ÁõPÚzvÀ	 FØÔ	 Kmh•i¯õx.	

_zvP›¨¦	 öŒ#x,	 AvÀ	 EÒÍ	 PÈÄPøÍ²®,	

©õ_øÁ²®	}UQ¯	¤Ó÷P	E£÷¯õQUP	•i²®!

AÆÁõ÷Ó,	 |©x	 ©ÚvÀ	 ÷uõßÖ®	

Gsn[PøÍ	A¨£i÷¯	öŒ¯»õUP®	öŒ#¯õ©À,	

AÁØøÓ	 £»÷Põn[PÎÀ	 Gso	 Bµõ#¢x	

y#ø©¯õÚuõPa	 öŒxUQ	 ^µõUQ¯	 ¤ßÚ÷µ	

öŒ¯À£kzu	÷Ásk®.

AÆÁõÖ	 öŒ#uõÀ	 |©US	 |©x	 öŒõÀ»õ¾®	

öŒ¯»õ¾®	 xß£®	 ÷|›hõ©À	 PõzxU	 öPõÒÍ	

•i²®	Gß£xhß	ÁÍºa]°ß	vøŒ÷|õUQ	|©x	

ÁõÌUøPø¯a	öŒ¾zu	•i²®	Gß£x	EÖv.
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]¢uøÚU PÂbº

hõUhº PÂuõŒß
C¯USÚº	©ØÖ®	uø»Áº, 

©ÛuÁÍ	@©®£õmkz	xøÓ 
¹mì	{ÖÁÚ[PÒ,	@PõøÁ

ÁÍºa]uõß 
ÁõÌUøP

•¯Ø]PÒ uÁÔÚõ¾® •¯Ø] 

öŒ#¯z uÁÓU Thõx.

Thousands laid down their lives so that our country is breathing this day. Never forget their sacrifice.



ÁõÌUøP°À	 ÁÍºa]	 Gß£x	 ©¢vµzuõÀ	

Á¸ÁvÀø».	 öuõhºa]¯õÚ	 |ØöŒ¯ÀP÷Í	

Œõuõµn	 ©ÛuøÚ²®	 ŒõuøÚ¯õÍÚõUSQÓx.	

GÆÁõÖ	 J¸	 öŒi	 |õÐ®	 |õÐ®	 ]Ö]Ö	

uÎºPøÍz	xÎºzx¨	£»	BskPÐUS¨	¤ßÚº	

ö£›¯	 ©µ©õQ	 ÂkQÓ÷uõ,	 Ax÷£õ»zuõß	

JÆöÁõ¸	|õÐ®	ÁÍºa]ø¯	E¸ÁõUS®	]Ö]Ö	

öŒ¯ÀPøÍa	]Ó¨£õPa	öŒ#²®÷£õx	•ß÷ÚØÓ®	

uõÚõP	HØ£kQÓx.

J¸Á¸øh¯	öÁØÔUS	AÁ¸øh¯	EøÇ¨¦	

©mk÷©	 ÷£õuõx.	 AÁ¸hß	 ÁõÌ£ÁºPÎß	

JzxøÇ¨¦	 ªPªP	 AÁ]¯®.	 ©ØÓÁºPÎß	

JzxøÇ¨ø£¨	ö£ÖÁuØS	•u¼À	AÁºPÎh®	

|À¾ÓøÁ	 ÁÍºUP	 ÷Ásk®.	 £»›h•®	

£USÁ©õP¨	 £ÇPz	 öu›¢uÁºPÒuõß	 GÎvÀ	

¤Ó¸øh¯	©Ú[PÎÀ	Ch®	¤izx	AÁºPÐøh¯	

JzxøÇ¨ø£¨	ö£ØÖ	E¯ºQÓõºPÒ.

uÚUSzuõß	GÀ»õ®	öu›²®	GßÓ	BnÁ¨	

÷£õUS	|À¾ÓøÁz	uPºzxÂk®.	GÀ÷»õ¸US®	

HuõÁx	 öu›²®	 GßÓ	 Gsnz÷uõk	

GÀ÷»õ¸US®	©v¨¦U	öPõkzx¨	£ÇP	÷Ásk®.	

¯õøµ²®	 Euõ^Ú¨£kzuõ©À,	 AÁºPÎß	 ©Ú®	

©QÊ®	Âu©õPa	öŒ¯À£õkPÒ	C¸UP	÷Ásk®.	

GÀ÷»õ¸®	HuõÁx	ÂuzvÀ	•UQ¯©õÚÁºP÷Í	

GßÓ	 Gsnz÷uõk	 |©x	 öŒ¯ÀPøÍ²®	

AqS•øÓø¯²®	 £s¦øh¯uõP	 Aø©zxU	

öPõÒÍ	÷Ásk®.

|©x	 AÔÄ	 ÁÍµ	 ÁÍµ	 AÔ¯õø©	 C¸Ò	

Â»S®.	AÔ¯õø©	AP»	AP»	öuÎÄ	öÁÎa\®	

EÒÍö©[S®	 £µÁz	 öuõh[S®.	 Auß	

‰»®	 AøÚÁøµ²®	 HØÖU	 öPõÒÐ®	 ©Ú®	

E¸ÁõS®	 |À»	 ©Ú÷©	 EÓÂß	 vÓÄ÷PõÀ.	

Esø©°À	 ÁõÌUøP°ß	 öÁØÔ÷¯	 EÓøÁ	

ÁÍ¨£kzxÁvÀuõß	C¸UQÓx.

EÓÄPøÍ	 ÁÍº¨÷£õ®!	 E¯µ[PøÍ	 GÎvÀ	

öuõk÷Áõ®!	 öÁØÔ°ß	 Â»õ\®	 ÷|õUQ	 |©x	

öŒ¯ÀPøÍ	Aø©¨÷£õ®.
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Contribute towards the perfection of your country.
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On	 the	occasion	of	73rd Independence Day, we bring you 
the list of slogans that are gifted to us by our freedom 

fighters and leaders who whole-heartedly sacrificed their 
lives so that their fellow Indians could live in a free nation! 

1. ‘Jai Hind’ 
– Netaji Subhash Chandra Bose 

One of the most influential 
leaders of his time, Subhash 
Chandra Bose, popularly 
known as Netaji. This was the 
first	 commemorative	 postmark	
of our independent country, 
now used as a slogan and 
salutation almost everywhere 
in India. 

2. ‘Vande Mataram’  
– Bankim Chandra Chattopadhyay 

A poem from Bankim Chandra 
Chattopahyay’s novel Anandmath in 
1882,	 written	 in	 Bengali	 and	 Sanskrit.	
Being a praise to the motherland, it 
has played a vital role in our freedom 
movement. 

6. ‘Inquilab Zindabad’
– Synonymous with Bhagat Singh, 
coined by Muslim leader Hasrat Mohani 

This slogan 
a w a k e n e d 
the feeling of 
patriotism in the 
youth of India 
during those 
days. The urge 
to lay their 
lives for their 
motherland and 
to get her free from the clutches of Britishers, this slogan 
embarks	an	 important	 event	 in	 the	 fight	 for	 freedom.	

10 Most Inspiring Slogans
of Our Freedom Fighters 

that still carry huge significance

On this day let’s salute the martyrs for their sacrifices and thanks them for giving us a bright today.

3. ‘Swaraj Mera Janamsiddh adhikar 
hai, aur main ise lekar rahunga” 

– Adopted by Bal Gangadhar Tilak 
A popular slogan adopted by Bal 
Gangadhar Tilak was coined by Kaka 
Baptista	 in	our	 fight	 for	 independence.	Not	
only did this slogan motivated people to 
fight	 for	 their	 rights,	 but	 also	provoked	 the	
love for country in the hearts of thousands 
of people. 

4 ‘Jai Jawaan, Jai Kisaa’ 
– Lal Bahadur Shastri 

This is a slogan that awakens the inner-
most sentiments of ‘Jai Hindustan’ in 
the hearts of Indians even in todays era. 
Acknowledging the efforts of our soldiers 
and farmers, this slogan gave a new 
dimension to our freedom struggle. 

5. ‘Satyamev Jayathe’ 
– Popularized by Pandit Madan 
Mohan Malaviya 

“Truth alone triumphs” is the literal 
meaning of the above slogan. It has 
not only been adopted as the national 
motto of India but is also inscribed 
in script at the base of our national 
emblem. 

7. ‘Sarfaroshi Ki Tamanna, 
Ab hamare dil mein hai’ 
– Ramprasad Bismil 

A patriotic poem by Bismil Azimabadi, 
later used as a slogan by Ramprasad 
Bismil in the struggle challenged the 
authority of British rulers. Enlightening 
the need of the hour, this slogan urged 
people	 to	 fight	 for	what	was	 right.	

8. ‘Dushman ki goliyon ka hum samna 
karenge, Azad hee rahein hain, 
Azad hee rahenge’ 
– Chandra Shekhar Azad 

The Jallianwala Bagh Massacre, that left 
hundreds of unarmed innocent people 
dead, lead to a profound effect on 
Chandra Shekhar Azad that made him 
use	 this	 slogan	and	 fight	 for	 his	 country.	

9. ‘Araam Haraam hai’ 
– Jawaharlal Nehru 

Not a single sigh of relief did our 
freedom	fighters	 took	 till	 they	 freed	 their	
motherland from the claws of British 
Government. 

10. ‘Tum mujhe khoon do, mai tumhe azaadi doonga.’  
– Netaji Subhash Chandra Bose 

Urging the youth of India to join the Indian National Army 
in the struggle for independence of India, Netaji Subhash 
Chandra Bose used this slogan. This inspired thousands of 
young	minds	 to	 sacrifice	 their	 lives	 for	 their	motherland.
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Our Products
Bearings, Blocks, Sleeves, Lubrication
Liner Bushes, Clutch Bearings, Belting Products 
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PÂøu
	 ö£õ¸mPøÍ £¯ß£kzx[PÒ

÷|]UPõwºPÒ.... 

©ÛuøÚ ÷|]²[PÒ 

£¯ß£kzuõwºPÒ...

	 £õøu CÀ»õu ÷£õx®

Eß £õu[PøÍ £v¯ øÁ...! 

¦v¯ £õøu BPmk®...

	 PÂøu°ß

•uÀ ö©õÈ 

SÇ¢øu°ß ©Çø»... ‘® ©õ...’
	 ö£õ®ø©PÐhß

ö£õ®ø©¯õP ©õÖ® 

AÇSö£õ®ø© SÇ¢øu

	 ÷Põ£zvØS

C¸US® ©›¯õøu 

¯õ¸® ¦ßÚøPUS 

öPõk¨£vÀø»...

uzxÁ®
	 §÷Áõk C¸¨£uõÀ •ÒøÍ 

¯õ¸® Â¸®¦ÁxªÀø»..... 

•Ò÷Íõk EÒÍöußÖ §øÁ 

öÁÖ¨£xªÀø».....

	 |® ¤µa\øÚUS ©ØÓÁºPÍõÀ

BÖuÀ ©mk÷© uµ•i²®..... 

AuØPõÚ wºÄ |®ªh÷© 

EÒÍx.

	 EøÇ¨£ÁºPÎß 

Fv¯ö©À»õ® Â¯ºøÁ÷¯õk 

Pøµ¯ 

FÇÀ öŒ#QßÓÁß ÁõÌUøP 

GÀ»õ® ©õi ÃkPÍõP 

ÁÍº¢xUöPõsi¸US.

	 Fø©¯õP÷Á C¸¢x Âhõ÷u

ÁõÌUøP EßøÚ 

FÚ©õUQÂk®...

	 |õøÍ.... PÚøÁ ÷£õßÓx

CßøÓ¯ {ázøu µ]zvk.

|øPa”øÁ
	 PnÁß : “i¯º CßÛUS 

µõzv› GßÚ i£ß?”
©øÚÂ : (Pk[÷Põ£zxhß) “J¸ 

h®Íº Âå®”
PnÁß : “K ÷P i¯º. |õß Áµ 

öPõg\® ÷»mhõS®. } Œõ¨¤mk 

£kzxU÷Põ.”
	 “©¢v›¯õ÷µ Hß AÁøÚ 

AiUQÕ[P?”
“©ßÚõ, |®© µõqÁ µP]¯zøu 

öÁÎ°» öŒõÀmhõß.”
“|®©Qmhuõß µõqÁ÷© 

Qøh¯õ÷u...!”
“Aøuzuõß öŒõÀmhõß.”

	 Â©õÚ® JßÖ µõUöPmøh¨ 

£õºzx ÷Pmhx, “÷í...} G¨£i 

CÆÁÍÄ ÷ÁP©õP £ÓUQÓõ#”
µõUöPm öŒõßÚx AÇQ¯ 

Sµ¼À: “÷£õhõ[[[öPõ#¯õ.... 

EÚUS ¤ßÚõ» w öÁaŒõ 

öu›²©hõ... w.....”
	 “|õß ÁÚáõøÁ »Æ £sÓ 

Âå¯zøu Fº» C¸UPÓ 

GÀ»õºmh²® öŒõÀ¼m÷hß”
“A¨¦Ó® Hß ÷ŒõP©õ C¸U÷P?”
“CßÝ® ÁÚáõQm÷h 

öŒõÀ»ø»÷¯?”
	 “C¢u ªa\º £õUöPm GßÚ 

Âø»?”
“£zx ¹£õ.”
“¿_ßÚõ GÆ÷Íõ?”
“GÀ»õ¸US® J÷µ Âø» uõß£õ”

©¸zxÁ®
	 ~øµ±µÀ \®£¢u©õÚ ÷|õ#PÒ 

Sn©õP öÁØÔø»a ŒõØÔÀ 

Cg] ŒõØøÓ ÷Œºzx Sizx 

Á¢uõÀ |À» £»ß QøhUS®. 

	 GÒ, GÒÎÀ C¸¢x Á¸® 

|Àö»sön#ø¯U öPõkUP 

EhÀ CøÍ¢xU Põn¨£k£ÁºPÒ 

÷uÔ, EhÀ Gøh AvP›US®.

	 ÷Pµm ŒõÖ® ]Ôx ÷uÝ® £¸Q 

Á¢uõÀ Pº¨¤o¨ ö£sPÐUS 

Áõ¢v ©mk¨£k®. 

	 G¾ªaøŒ £Ça ŒõØÔÀ µ\® öŒ#x 

Œõ¨¤mhõÀ Eèn®  SøÓ²®. 

	 PkøP Aøµzx Á¼²ÒÍ £Sv°À 

÷£õmhõÀ Á¼ SøÓ¢x Âk®.

BßªP® AÔ÷Áõ® 
	 |õUQÀ ÷|ºø© C¸¢uõÀ Cu¯•® ÷|ºÁÈ°À öŒÀ¾®.

	 J¸ öŒ¯ø» öŒ#¯ Â¸®¤ÚõÀ Auß •iøÁ Gso¨£õº, 

Eß ]¢uøÚ°À •iÄ |À»uõP C¸¢uõÀ Aøu öŒ#. 

	 JÊUP•ÒÍÁÚõP C¸ ©UPÎÀ }÷¯ ]Ó¢uÁß. 

	 ÷£õxö©ßÓ ©Ú¨£õßø© EÒÍÁÚõP C¸ ©UPÎÀ }÷¯ 

|ßÔ²ÒÍÁß. 

	 EÚUPõP Gøu Â¸®¦QÓõ÷¯õ Aøu÷¯ ©ØÓÁºPÐUS® 

öŒ#¯ Â¸®¦.

ThoughtsThe diversity of India, of our civilization, is actually a thing of beauty, 
which is something we are extremely proud of.
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No. 30, Bharathi Nagar Main Road, Ganapathy, Coimbatore - 641 006.
Ph: 0422 - 2511506, Mob: +91 9677778677, +91 9025550506,
Email: vaman.automation@gmail.comPower & Measures

Va Vaman automation
Authorised Channel Partner for VIZ MFD Capacitors 

Approvals:
ISI  |  CE |  RoHS Compliance

Features:
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Surveillance 
camera
– an Overview

(Part - II)

Compiled by
Dr. C. Vimalarani
Associate Professor 
Department of Information Technology 
Karpagam Institute of Technology 
Coimbatore – 641 105

Introduction
This second part will provide an insight into recent developments in 
the CCTV (Closed-Circuit Television) systems.

IP and Analog CCTV Systems
One of the most significant technological changes in the CCTV 
market is the advent of the so called “IP cameras. With the choice 
between IP and traditional analog CCTV one tends to lean on the 
traditional analog system is two primary reasons: complexity and 
price.

Analog CCTV System
As with any imaging device, the analog CCTV camera has a sensor 
which captures the video image. The resolution of the sensor varies, 
but is limited to 720×575. This is 720 pixels across the screen 
(horizontal resolution) and 575 up and down (vertical resolution). 
The video is captured at 60 intervals called “fields” and transmitted to 
the receiver. Two fields together are called a “frame.” This is called 
interlaced transmission. The structure for an analog CCTV system 
is as follows. A single coax cable and power cable (12v or 240v) 
connects the analog camera to the DVR and power supply. The 
length for coaxial cable between the DVR and the camera may be 
over 700m. The signal is sent to the DVR (Digital Video Recorder) 

Fig-1: Analog CCTV Structure

where it is recorded on a hard disk. The DVR 
is capable of transmitting the video signal live 
on a monitor connected to the DVR and if there 
is an internet connection one can transmit the 
signal over internet to any device with internet 
access for remote viewing. The image below 
(Fig1) shows the latest structure for Analogue 
CCTV systems.

Analog video is a universal standard and 
has been for several decades. Virtually any 
analog CCTV camera can be plugged into 
any DVR, regardless of brand. While there 
are regional varieties of analog video (NTSC, 
PAL and SECAM), cameras available in a 
region conform to that region’s standard. Many 
analog cameras and DVRs work with any of 
the standards. So CCTV literally is as simple 
as plugging a cable into the camera and into a 
DVR. However, that simplicity is accompanied 
by significant limitations.

May this tricolor flag always fly high and higher & touch the sky.



30

A
ug

us
t 2

01
9

SIEMA Magazine

IP CCTV SYSTEM
An IP camera has an image sensor much like the analog camera. 
However, once it has captured its image, it transmits it as “data” 
over a network connection. That data is in the form of compressed 
video frames sent over standardized networking protocol used for 
computer applications which is where it gets its name. “IP” stands 
for Internet Protocol which is the low-level language used to transmit 
data between computers in the home and the Internet. What this 
implies then is that the IP camera is like a little computer that 
connects to access the video. Indeed, IP cameras are computers 
and run operating systems not all that different from the PC.

In theory, one could now have any resolution we wanted. We 
could as easily envision a camera with 10,000x2000 pixels as we 
can 800×800. As the resolution climbs above broadcast level, the 
sensor type will always be progressive.

By convention, IP camera companies advertize the resolution in 
“megapixels.” To arrive at megapixels, simply multiply the horizontal 
resolution by vertical and divide by one million. If a camera has 
1280×720 resolution, it would have 0.9 million pixels but this is often 
rounded to one megapixel.

A useful feature of some cameras is the ability to capture a 
subset of sensor data. Since an IP camera tends to have a lot more 
resolution than its analog counterpart, one can still have ample 
resolution left for the “area of interest,” allowing users to save hard 
disk space in the recorder.

IP CCTV Structure
The structure for IP CCTV is slightly more complex then analog 
CCTV. IP CCTV requires UTP cable i.e. Cat 5 or Cat 6 cable. UTP 
cable connects the IP camera to the POE switch (Power of Ethernet) 
Maximum distance of 100m. The POE switch will power up the 
camera. The camera itself compresses and encodes the digital signal 
and then sends it to the NVR via IP (Internet Protocol) The NVR then 
records or copies the actual video file from the camera and as there 
is no conversion between digital and analogue and back there is no 
loss in picture quality. Instead of an NVR a server computer may be 
used with management software for detailed surveillance. Once the 
recording station is connected to the Internet authorized users may 
access the cameras live at any point in time at any location as long 
as internet is available. Figure 2 shows a typical IP CCTV layout.

Emerging Trends
As CCTV surveillance systems continue to evolve, here are six 
emerging trends that industry players can expect:
1. Increased use of data for video analytics
2. Internet of Things (IoT) for systems’ integration
3. Deep and machine learning
4. Increased cloud-to-cloud integration
5. Cord-free CCTV cameras
6. General Data Protection Regulation (GDPR) and Cyber-security

Fig-2: IP CCTV Structure

1. Increased use of data for video 
analytics

Security systems are becoming more 
complex by the day. It is therefore vital that 
organisations become proficient in using data, 
including video, in establishing the latest 
patterns in their organisation.

Surveillance video will be essential 
for upholding security as well as identifying 
trends and patterns, which will ultimately 
be financially beneficial to their business. 
Therefore, this means that organisations 
are set to increasingly adopt granular video 
analytics apps to help them in their decision 
making.

2. Internet of Things (IoT) For 
Systems’ Integration

The Internet of Things (IoT) and cloud 
computing have arguably been the greatest 
trends in recent years.

IoT, in particular, has played a significant 
role in the simplification of operations and has 
made sending and receiving of data over the 
internet much easier.

I’m proud and feel honored to be a free Indian of this peaceful and free nation.
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ANALoG CCTV SySTeMS IP CTV SySTeM

Analog CCTV systems are often less expensive overall
Analogue CCTV products are at this point in time still cheaper than 
their IP counterparts – NVRs can be twice as expensive as a DVR 
for example. The installation of an analogue surveillance system 
can also be less expensive because they are quicker to install with 
minimal network set-up and configuration.
However in some situations a single IP camera can be installed in the 
place of a number of standard analogue CCTV cameras therefore one 
recommends looking at both options before making a final decision.

Analog CCTV systems are easier to maintain
Overall analogue systems need little maintenance once installed. It is 
recommended to perform a basic check once a week to confirm all 
cameras are recording and footage can be retrieved from the DVR.
Since an analogue system is not attached to the business or home 
network it won’t be at the mercy of network issues. Large file sizes, 
limitations to the bandwidth, viruses or too many devices trying to use 
the network (congestion) are just some of the challenges facing the 
installation and ongoing maintenance of an IP system.

Longer cable runs with analogue CCTV cameras
IP camera cable distances are limited to 100 metres between the 
camera and network switch by structured cabling regulations. It is 
possible to run Cat5 cabling that will allow analogue cameras to be 
mounted up to two kilometres away from the DVR.

Mix and match analog surveillance products
Virtually any analogue CCTV camera will plug in to any DVR allowing 
us to easily customise and upgrade ourr system. An IP megapixel 
surveillance system is set up specifically to work with the network 
protocol it is designed for. This means different IP camera and NVR 
brands may not be compatible.

View analog footage in true real time
Because the image from an analogue CCTV camera is processed 
and compressed at the DVR (not the camera) it can be viewed live 
with no delay. IP cameras can experience ‘lag’ for up to 2-seconds 
which can cause issues in some situations.

IP CCTV systems offer far superior image quality
The biggest advantage with a megapixel CCTV system is much, 
much higher resolution pictures. Today IP cameras range from 1.3 
megapixels to 5 megapixels and this resolution is retained by the NVR. 
This means that we will see the same level of detail when we play back 
our recorded footage and take stills from it. An analogue CCTV system 
can produce a maximum of 700 TVL which is equivalent to around 0.4 
megapixels.
Older technology DVRs record in CIF gives about a quarter of the 
detail we got from ourr old, non HD TV. Today’s DVRs record in 4CIF 
which gives about the same level of detail as that same non HD TV. 
To get resolution that is similar to a HD (high definition) TV we need a 
megapixel IP camera system.
It is very important to take the time to consider the issue of image 
quality very carefully.

Megapixel cameras cover a much wider area than analog 
CCTV cameras
An IP camera can cover a much wider area than a standard analog 
CCTV camera – for example a single megapixel camera can often 
easily cover the same area we would need up to four analogue cameras 
for. This means in some situations installing an IP surveillance system 
is actually more cost effective plus we get the benefit of much more 
user-friendly footage from a single camera.

IP systems offer much more powerful search functions
Another advantage with an IP system is the playback and search 
functionality is much better than even the most advanced analogue 
DVR. An NVR will include such features as object search – if an 
object goes missing one simply draws a box around the space it 
was in and the NVR will automatically search out activity in that area. 
When considering a CCTV system for a warehouse or a busy retail 
or restaurant environment it is likely the users will often need to refer 
back to recorded footage. Don’t underestimate the time (and money) 
savings possible with an IP system’s back-end functionality – it can 
make a big difference.

IP systems offer superior expansion and wireless 
opportunities
An IP camera can be simply wired in to the nearest network switch 
where it uses the existing network infrastructure to take the video 
signal back to the NVR. This means some IP system installs require 
less wiring than an analogue system would. Analogue CCTV cameras 
also need to be wired directly back to the DVR which can limit the 
ability to install them in some situations (or make the installation very 
expensive).
IP cameras can also be integrated with a wireless network allowing 
almost unlimited expansion. Analogue wireless CCTV systems are 
fraught with problems, particularly from interference on the radio 
frequency band they transmit on (this is becoming more and more 
prevalent).

IP systems are likely to be the future of CCTV
The reality is we now live in a high definition world. More and more 
companies (and home owners) are upgrading existing analogue 
systems for IP. Eventually IP systems will be the standard for CCTV 
installation. The technology is changing so quickly that there is always 
a newer and better option six months later in for both analogue and 
IP products. However, IP will provide us with a longer term solution.

IP VS Analog – A Comparison

I will always be a true & loyal citizen of this country. 
I will love my country & make it a better place to live in.
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With IoT, sharing of video data using smart devices will become 
easier and more secure.

IoT systems will also be integrated with CCTV Surveillance 
Systems to provide relevant information for the operational and 
business needs of an organisation.

Video analytics such as people counting and heat mapping will 
increasingly be applied with the help of IoT systems to strengthen 
security and offer more business intelligence.

3. Deep and Machine Learning
Deep learning and machine learning have long been theoretical 
concepts by scientists.

However, we are at a stage where the full benefits of these 
concepts will be realised and appreciated.

With the explosion of data generated and the need to store it, 
there is an increased demand for intelligent systems and algorithms 
that can analyse the data efficiently.

With deep and machine learning, the development of apps and 
systems with predictive features is on the rise.

This will come in handy solving traffic issues, terrorist incidents, 
shoplifting, and other security threats.

4. Increased Cloud-To-Cloud Integration
The cloud has continued to play an important part in IT infrastructures.

Most IT companies have used the cloud in recent years as their 
preferred integration point rather than an on-site system.

Cloud-to-cloud integration will be beneficial to 
many organisations since it will significantly reduce 
the need for in-house IT services, therefore, reducing 
operation costs.

The use of cloud in CCTV surveillance systems 
will additionally guarantee the security of the feeds 
compared to storing it on disks.

5. Wireless CCTV Cameras
Network cameras have already indicated the 
potential of wireless CCTV surveillance systems.

These systems can now be monitored and 
managed through mobile devices which helps within 
the integration of these systems as well as reducing 
the maintenance costs.

Additionally, wireless CCTV surveillance 
systems are less stressful to install and will continue 
to simplify operations.

Exploded view of a CCTV camera

6. GDPR and Cyber Security
The enhancement of cyber security is a never-ending task, and this 
trend is set to show strong demand.

This will help in sealing loopholes that cybercriminals may 
exploit in CCTV surveillance systems.

General Data Protection Regulation (GDPR) requires that 
every organisation comply with the regulations put in place for the 
unification of data protection.

Conclusion
Hence, the selection of the system really does depend on the specific 
needs, and priority of the user. It also depends on the sophistication 
of the people who are going to use it. If the user requires a small 
surveillance system, then analog CCTV system is the best solution, 
it will be cheaper, easier to set up and maintain.

Analog cameras are stable and mature and have a well defined 
history and roadmap and purpose. Analog cameras will continue to 
make more sense in most applications as indicated by its continued 
market share dominance. However, If a network structure already 
exists and the requirements are of a larger demand and high definition 
is a must, then an IP setup would be far more ideal. One thing we 
shall bear it in mind that today’s models will be quickly replaced by 
higher quality, more efficient, feature-rich, less expensive and more 
reliable products. Therefore, a more cautious attention is required 
while selecting the system.

May you live an independent life forever. Wish you all a very happy Independence Day.
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frog ahead of the legacy model of individually owned internal 
combustion Indian vehicles that are utilised by only 5 per cent 
of the people, he said.

"India's low per capita car ownership affords the chance to 
pursue a different model from the western world. Our emphasis 
must be shared, connected electric transportation,".

He said to create a unique eco-system to enable ''Make 
in India'', and drive the movement for manufacturing in India, 
the country will require a phased programme across the entire 
value	chain,	an	efficient	fiscal	impact	structure,	and	size	and	
scale aligned to the country's ambition to produce world- class 
vehicles for domestic and international markets. 

"With batteries accounting for almost 40 per cent of total 
cost of EVs today, domestic battery manufacturing is a massive 
market opportunity for India to rapidly enable the transition to 
EVs," Mr Kant said.

"New battery technologies like solid state lithium ion 
battery, sodium ion battery, and silicon based batteries are 
underdeveloped. India needs to vigorously pursue research 
and development and have a clear road map for manufacturing 
on a mega scale," he said.

To facilitate charging infrastructure, Mr Kant said newer 
models should be explored and start-ups must be facilitated 
in this area. He said new cities like Dholera (coming up near 
Ahmedabad) should allow maximum number of EVs. 

Talking to reporters on the sidelines of the conference, 
Chief Secretary JN Singh said Gujarat is poised to lead in the 
field	of	e-mobility.	

"Dholera is emerging as a very important township for this. 
A big company will announce investment in Dholera in lithium-
ion battery manufacturing for EVs....We plan to develop a 
5,000-MW	solar	power	plant,	and	250	MW	plant	will	be	ready	
soon," Mr Singh said.

"We are in the last stage of discussion with Tata Chemicals 
for lithium-ion battery manufacturing plant. The battery is vital 
for e-vehicles and comprises 40 per cent of car cost.

Addressing a conference on sustainable mobility, Amitabh 
Kant, Niti Aayog CEO said the country's EV focus should 

mainly be on two-wheeler and three-wheeler vehicles and 
public transport. 

NITI Aayog CEO said the focus will be on two and three-
wheelers in particular.

Ahmedabad 
India has put in place a game plan for electric vehicles (EV) 
and its components like batteries to ensure clean cities, reduce 
imports and utilise solar power, NITI Aayog CEO Amitabh Kant 
said on Saturday.

The domestic battery manufacturing for electric vehicles 
provides a "massive market opportunity", and also quickens 
the transition to such environment-friendly transport, which 
is vital for the country to help combat pollution, congestion, 
strengthen energy security and create jobs.

Addressing a conference on sustainable mobility through 
video link, Mr Kant said the country's EV focus should mainly 
be on two-wheeler and three-wheeler vehicles and public 
transport.

"We have a game plan to drive electric vehicles, particularly 
two and three-wheelers, public transport and manufacturing of 
batteries	in	India.	Our	objective	is	that	we	should	first	work	on	
about 80 per cent of components of two and three-wheelers 
and buses and also push manufacturing of batteries in India," 
Mr Kant said.

"Our objective is to clean up cities, reduce imports, and 
utilise the sun and its energy for driving electric vehicles," the 
said.

"From the perspective of energy security and competitive 
advantage, new mobility solutions will reduce oil import costs, 
lower	India's	trade	deficit	and	limit	our	vulnerability	to	oil	supply	
disruptions," Mr Kant said.

With	low	per	capita	car	ownership,	which	currently	is	20	
vehicles per 1000 people, India has an opportunity to leap 

India has Game Plan for 
Electric Vehicles

To other countries, I may go as a tourist, but to India, I come as a pilgrim.
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Si’Tarc is NABL Accredited Laboratory and having the latest Testing facilities in Electrical Engineering, 
Mechanical Engineering, Chemical Engineering, and Metrology. 

We are glad to inform that Si’Tarc is now emerged with a new added facility of 

 “WATER TESTING IN NABL APPROVED LABORATORY” 

We have world-class equipments in our lab for testing water samples like, 

 Mineral Water
 Effluent Treated Process Water

 RO Water
 Packaged Drinking Water

 Bore well Water
 Waste Water

 Rain Water
 Raw Water etc,.

• All Tests are Conducted as per National/International Standards

• We collect the samples from your doorsteps and provide you the results on-time.

For More Details Contact:
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Ph/Fax: 0422 – 2562612, 2560473. 
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Sri V Krishnakumar, President, Sri K V Karthik, Vice President attended the GST Day 2019 
at Office of the GST & Central Excise, Coimbatore on 1st July 2019

Technical Committee Meeting on  17th July 2019
at our Association

Press meet on IESS 2020- India Engineering Sourcing 
Show by Shri Rajesh Shaw Chairman, Mr Suranjan Gupta, 

Executive Director, EEPC India

The Joint Memorandum on Reduction of Property Tax 
handed over to Shri J Sravan Kumar, I.A.S., Commissioner, 
Coimbatore Municipal Corporation by the Office bearers of 
Industry and Trade Associations of Coimbatore on 2-8-19

2nd Managing Committee Meeting on
17th July 2019 at our Association

Workshop on ‘Export & Import Procedure’ jointly organized by SIEMA and EEPC INDIA 
on 24th July 2019 at our Association



Coindia aCtivities

sieMa Congratulates the newly elected Coindia office Bearers for the year 2019-20
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COINDIA 15th AGM held on 22nd July 2019 Section of Members during 15th AGM of
COINDIA held on 22nd July 2019

Energy Clinic-4 in the topic ‘Best Operating Practices and 
Energy Efficiency in Compressor Air System’ was held on 

17th July 2019

COINDIA New Office Bearers elected at first meeting of 
COINDIA Committee held on 22nd July 2019

Congratulations

Shri Jayakumar Ramdass
President

Shri R Gautham Ram
Vice President

Shri K V Karthik
Vice President
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Âkuø»¨ 
÷£õµõmhzvß 
÷Põµ©õÚ 
Áµ»õØÖz 
uÍ[PÒ

If there is one place on the face of the earth where all the dreams of living men have found a home 
from the very earliest days when man began the dream of existence, it is India.

C¢v¯õÂÀ	¤Ó¢u	JÆöÁõ¸Áµx	ÁõÌÂ¾®,	

©Úv¾®	{ø»zx	{ØS®	J¸	|õÒ	C¢v¯õ	

_u¢vµ®	 Aøh¢u	 |õÒ	 uõß.	 B°µUPnUPõÚ¨	

¦µm]¯õÍºPÎß	 Ãµ•®,	 v¯õP•®	 Áµ»õØÔß	

\›zvµ¨	£vÄP÷Í.	C¸¡Ö	BskPÍõ#,	öŒõ¢u	

|õmiÀ	 Aiø©¨£mkU	 Qh¢x	 xoa\¾®,	

QÍºa]²®	 öPõsk	 öÁØÔ	 ö£ØÓ	 C¢|õøÍ	

G¢uÍÂØS	|õ®	÷£õØÖQ÷Óõ÷©õ	A÷u	AÍÂØS	

CvÀ	 CßÝ°º	 }zu	 ÃµºPÎß	 ©v¨ø£²®,	

AÁºPÎß	CÖv¨	£¯n®	•iÄØÓ	Chzøu²®	

Th÷Á	 {øÚÄ	 Tº¢x	 £õºUP	 ÷Ásk®.	 A¢u	

ÁøP°À,	 C¢v¯	 Âkuø»¨	 ÷£õµõmhzvß,	

÷£õ›ß	÷Põµ©õÚ	©Ö£UP®	öPõsh	uÍ[PøÍ²®	

÷|õUS÷Áõ®.

©o¯õa] µ°À {ø»¯®
J¸	]»º	 ©mk÷©	AÔ¢u	C¢u	 ©o¯õa]	 µ°À	

{ø»¯®	SÔzx	AÔ¢xöPõÒÍ	÷Ásk®	GßÓõÀ	

Th÷Á	 Áõg]|õuß	 SÔzx®	 AÔ¢x	 öPõÒÍ	

÷Ásk®.	 Âkuø»¨	 ÷£õµõmh	 ÃµºPÎÀ	

J¸Áº	uõß	C¢u	Áõg]|õuß.	B[Q÷»¯ºPøÍ	

Gvºzx	|õk	•ÊÁx®	|hzu¨£mh	÷£õµõmh®	

Ea\Pmh	 {ø»°À	 C¸¢u	 ÷£õx,	 ©o¯õa]	

µ°À	 {ø»¯zvÀ	 CÁº	 öŒ#u	 v¯õP®	 GßÖ®	

©ÓUPõ©À	÷£õØÓ¨£h	÷Ási¯	JßÖ.

1911	áüß	17	AßÖ	©o¯õa]	µ°À	{ø»¯zvÀ	

A¨÷£õx	 B[Q÷»¯ºPÎß	 øPUT¼¯õP	

C¸¢u	 v¸ö|À÷Á¼	 Bm]¯º	 Bèxøµ	 uÚx	

Sk®£zvÚ¸hß	 öPõøhUPõÚ¾USa	 öŒÀ»	

µ°¼À	 A©º¢v¸¢uõº.	 A¢u	 ÷|µ®	 A[S	 Á¢u	

Áõg]|õuß	uõß	öPõsk	Á¢v¸¢u	x¨£õUQ¯õÀ	

Bèxøµø¯	_mkU	öPõßÖÂmk,	uõÝ®	_mk	

uØöPõø»	 öŒ#x	 öPõshõº.	 BskPÒ	 £»	

Ph¢uõ¾®	 CßÖ®	 ©o¯õa]	 µ°À	 {ø»¯®	

Áµ»õØÔß	•UQ¯zxÁ®	ö£ØÓuõP÷Á	EÒÍx.

£õgŒõ»[SÔa]U ÷Põmøh
18	 B®	 ¡ØÓõsøha	 ÷Œº¢u,	 ©xøµ	

|õ¯UPº	 Aµ]ß	 £õÍ¯UPõµµõP	 ÂÍ[Q¯,	

£õgŒõ»[SÔa]	 ©ßÚß	 Ãµ	 £õsi¯	

Pmhö£õ®©Ûß	 Pmk¨£õmiÀ	 C¸¢u		 

÷Põmøh	 uõß	 £õgŒõ»[SÔa]	 ÷Põmøh.	

B[Q÷»¯ºPÐUS	 P¨£®	 Pmh	 ©Özu	

PõµnzvØPõPÄ®,	 AÁºPÐUS	 GvµõP	 öŒ¯À	

£mhuØPõPÄ®	 GÚ	 ÷Põmøh	 ¤ßÚõÎÀ	

B[Q÷»¯ºPÍõÀ	øP¨£ØÓ¨£mhx.

£õgŒõ»[SÔa]	 ÷Põmøhø¯	 B[Q÷»¯º	

£øh	 SÔøÁzx	 uõUQÚº.	 A[Q¸¢x	

u¨¤¯	 Pmhö£õ®©ß	 ]Ôx	 Põ»zv÷»÷¯	
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B[Q÷»¯ºPÍõÀ	 ]øÓ	 ¤iUP¨£mhõº.	

÷Põmøh°ß	 J¸	 £Sv°À	 C¸¢u	 ©µzvÀ	

yUQ¼h	 u¯õº	 öŒ#¯¨£mh	 {ø»°À	

Pmhö£õ®©Ý®,	AÁµx	EhÛ¸¢u	\÷PõuµºPÐ®	

u[PÐUS	 uõ[PÍõP÷Á	 yUQmk	 Ãµ	 ©µn®	

G#vÚº.	 CßÖ®,	 ÷Põmøh°ß	 J¸	 •P¨¤À	

Pmhö£õ®©Ûß	 {øÚÄ	 E¸Áa	 ]ø»	 P®¥µz	

÷uõØÓzxhß	Aø©¢xÒÍx.

÷Põmøhø¯	 øP¨£ØÔ¯	 Fø©zxøµ	

Pmhö£õ®©Ûß	 ©øÓ÷Áõk	 ÷Põmøh	

Áµ»õÖ	 •i¯ÂÀø».	 B[Q÷»¯ºPÍõÀ	

£õøÍ¯[÷Põmøh	]øÓ°À	AøhUP¨£mi¸¢u	

Pmhö£õ®©Ûß	 \÷Põuµº	 Fø©zxøµ	 1801&À	

£õgŒõ»[SÔa]	 ÃµºPÍõÀ	 «mP¨£mhõº.	

£õgŒõ»[	 SÔa]U	 ÷PõmøhUS®	 ¦zx°º	

Qøhzux.	 A¨÷£õx,	 Fø©zxøµø¯	 øPx	

öŒ#¯	 Á¢u	 B[Q÷»¯º	 ÷©áº	 ö©UPõ÷»	

÷Põmøh°ÝÒ	 öŒÀ»	 •i¯õ©À	 ÃµºPÍõÀ	

uõUP¨£mhõº.	¤ß,	AÁµx	uø»ø©°À	©õö£¸®	

£øh	÷Põmøhø¯	•ØÖøP°mk	øP¨£ØÔ¯x.

÷Á¿º ÷Põmøh
16®	 ¡ØÓõsiÀ	 ÷Á¿º	 ÷Põmøh	 Âá¯|Pµ	

÷£µµ_	 Bm]°ß	 ÷£õx	 ]ßÚ	 ö£õ®ª	

|õ¯UPµõÀ	 Pmhø©UP¨£mhx.	 17&B®	

¡ØÓõsiÀ	¤áõ¨§º	_ÀuõÚõÀ	øP¨£ØÓ¨£mh	

CU÷Põmøh	 ¤ßÚº	 ©µõmi¯ºPÍõ¾®,	 vÀ¼	

öuÍzPõÚõ¾®	 øP¨£ØÓ¨£mhx.	 Cuß	

¤ßÚº	BØPõk	|Áõ¦PÎß	ö£õÖ¨¤ØS	öŒßÓ	

÷Põmøh	1760	B®	Bsk	¤›miè	QÇUQ¢v¯	

P®ö£Û°Ú›ß	 Á\®	 öŒßÓx.	 v¨¦	 _ÀuõøÚ	

öÁßÓ	 B[Q÷»¯ºPÒ	 AÁ¸øh¯	 ©PßPøÍ	

CU÷Põmøh°ÝÒuõß	]øÓ	øÁzv¸¢uÚº.

÷Á¿º ]¨£õ# P»P® 

]¨£õ#	 P»P®	 GÝ®	 •uÀ	 C¢v¯	 _u¢vµ	

÷£õµõmh	 GÊa]	 C¢u	 ÷Á¿º	 ÷Põmøh°À	

uõß	 |øhö£ØÓx	 Gß£x	 SÔ¨¤hzuUPx.	

CuÚõÀuõß	 CßÖ®	 Áµ»õØÔÀ	 •UQ¯zxÁ®	

Áõ#¢u	_ØÖ»õ	A®\©õP	C¢u	÷Á¿º	÷Põmøh	

Aø©¢xÒÍx.	1806	B®	Bsk	B[Q÷»¯¸US	

GvµõP	 CU÷Põmøh°À	 C¢v¯	 ÃµºPÒ	 P»P	

{PÌa]ø¯	 |hzvÚº.	 C¢{PÌa]ø¯,	 ÷Á¿º	

]¨£õ#	GÊa]	GßÖ	Áµ»õØÔÀ	SÔ¨¤kQßÓÚº.

áõ¼¯ß Áõ»õ£õU
Â›ÁõP	 öŒõÀ¾®	

•ß÷£	 AøÚÁµx	

PsPÐ®	 \ØÖ	 AP»	

Â›UPøÁUS®	 Kº	

{PÌÄ,	 uÍ®	 uõß	

áõ¼¯ß	 Áõ»õ£õU.	

C¢v¯	 Âkuø»¨	

÷ £ õ µ õ m h z v À	

|øhö£ØÓ	 ©õö£Ö®	 £köPõø»	 |øhö£ØÓ	

Ch®	 áõ¼¯ß	 Áõ»õ£õU.	 CßÖ	 §[PõÁõP	

©õØÓ¨£mkÒÍ	C[S	Âkuø»¨	÷£õµõmhzvß	

÷£õx	B°µU	PnUPõÚ	©UPÒ	GÆÂu	£õS£õk®	

CßÔ	_mk	ÃÌzu¨£mhÚº.

áõ¼¯ß	 Áõ»õ£õU	 £köPõø»	 £gŒõ¨	

©õ{»zvß	 uø»|PµõÚ	 Aªºu\µ]À	 C¸US®	

áõ¼¯ß	 Áõ»õ£õU	 GßÓ	 §[PõÂÀ	 1919&B®	

Bsk	 ¤›miè	 AµŒõ[P®	 C¢v¯õÂÀ	

{PÌzvÁ¸®	 öPõkø©PÐUS	 GvµõP	 Aø©v	

ÁÈ°À	 ÷£õµõh	 Ti¯	 B°µzxUS®	 AvP©õÚ	

©UPÒ	öáÚµÀ	h¯º	Gß£Á›ß	EzuµÂß	÷£›À	

_mk	£köPõø»	öŒ#¯¨£mhÚº.

£õxPõUP¨£k® uøh¯[PÒ &	 _u¢vµ	

÷£õµõmh	 Áµ»õØÔÀ	 ÷Põµ©õÚ	 Ca\®£Á®	

|øhö£ØÓ	áõ¼¯ß	Áõ»õ£õU	§[PõÂÀ	uØ÷£õx	

Th	 A¢u	 x¨£õUQa	 `miß	 uh¯[PÒ	 _u¢vµ	

©UPÎß	 £õºøÁUPõP	 £õxUPõ¨£kQßÓÚ.	 |®	

ÁõÌ|õÎÀ	J¸•øÓ÷¯Ý®	|©UPõP	E°º}zu	£»	

v¯õQPÎß	 {øÚÁõP	 C¢u	 §[PõÄUS	 öŒßÖ	

ÃµÁnUP®	öŒ¾zv	Áµ	÷Ásk®.	

Põ»õ£õo ]øÓaŒõø»

Põ»õ£õo	 ]øÓaŒõø»	 A¢u©õß	 wÄPÎß	

uø»|PµõÚ	÷£õºm¤÷Í›À	Aø©¢v¸US®	C¢u	

]øÓa	Œõø»US	_ØÖ»õ	öŒÀ¾®	GÁ¸®	C[÷P	

£i¢v¸US®	 |®	 ÃµºPÎß	 CµzuU	 Pøµø¯	

Enºa]¨	 §ºÁ©õPU	 Põn	 •i²®.	 £º©õÂÀ	

C¸¢x	öPõsk	Áµ¨£mh	öŒ[PØPÒ,	©µ[PøÍU	

öPõsk	 HÊ	 ¤›ÄPÍõP	 Pmhø©UP¨£mkÒÍ	

C¢ua	 ]øÓa	 Œõø»°À	 uõß	 B[Q÷»¯ºPÍõÀ	

øPx	 öŒ#¯¨£mh	 £»	 uø»ÁºPÐ®,	

¦µm]¯õÍºPÐ®	 uÛø©¨	 £kzu¨£mk	

]zuµÁøu	öŒ#x	öPõÀ»¨£mhÚº.

For to be free is not merely to cast off one’s chains, 
but to live in a way that respects and enhances the freedom of others.





¥
 è©¨ £õmhÚõº PÍzvÀ ÃÌ¢x Âmhõµõ®.  

CÛ, uõ[PÒ PÍªÓ[Pz uøh Hx® CÀø»! 

GßÓ öŒ#vø¯U ÷Pmk J¸ Pn® Avº¢xÂmhõß 

Pºnß.  AÁÝÒ ©QÌÄ®, x¯µ•®, ©õÔ©õÔ Aø» 

£õ#¢uÚ.  uß |s£ß x›÷¯õuÚÝUPõPU PÍªÓ[Q, 

öŒg÷ŒõØÖU PhøÚz wºUPÄ®, uø»¯õÚ Gv›¯õÚ 

AºáúÚøÚ¨ £ÈwºUS® Áõ#¨¦® Qmi¯uØS 

©QÌ¢uõ¾®, ußøÚ ‘Aøµz ÷uºÃµß’ (Aºzu 

µuß) GßÖ CPÌ¢u ¥è©¨ £õmhÚõ›ß \›Ä H÷Úõ 

AÁÝUS ©QÌøÁz uµÂÀø».  Esø© ÃµµõÚ 

AÁº uÚUS ÁµÂ¸¢u AµøŒ uÚx ]ØÓßøÚ°ß 

Áõ›_PÐUS ÂmkU öPõkzu÷uõk ©mk©À»õx, 

uÚx CÀÁõÌøÁ²® v¯õP® öŒ#xÂmi¸¢uõº.  

Ax ©mk©õ?  uß _P xUP[PøÍ ©Ó¢x uÚx 

ÁõÌUøPø¯÷¯ AzvÚõ¦µ Aµ]ß |»zvØPõPÄ® 

Aº¨£ozx Âmhõº.  uß A¸ø©¨ ÷£µºPÒ 

£õshÁºPÐUS GvµõPU Aµ_U PõÁ»ÚõPU 

PÍ® CÓ[Q, uÚUS¨ ¤iUPõu öPÍµÁºPÐUPõP 

AUPÍzv÷»÷¯ ÃÌ¢x £mhøu²® SÔzxa ]Ôx 

PÈÂµUP® öPõshõß.

G¨£i ¥è©¨ £õmhÚõº CÓ¢uõº?  A¢u ©õÃµøµ 

ÃÌzv¯x ¯õº? GßÖ ÂÚÂÚõß.

Aµ÷Œ!  AÁº CßÝ® CÓUPÂÀø».  A®¦¨ 

£kUøP°À QhUQÓõº! GßÖ £Pº¢u yxÁß ÷©÷» 

öuõhº¢uõß.  Pºn¨ ¤µ¦÷Á!  Cøn¯ØÓ ÃµµõÚ 

AÁøµ ¯õº öPõÀ» C¯¾®?  Bsø©¯ØÓ ]Psi 

AÁøµ¨ ÷£õ¸US AøÇzx, PønPøÍz öuõkzuõß.  

]Psiø¯¨ ö£s GßÖ P¸x® ¥è©¨ £õmhÚõº 

J¸ ö£sqhß ÷£õ›kÁx ñzv›¯ÝUS AÇPÀ» 

GßÖ ÂÀ¼À |õ÷nØÔ A®ø£¨ ö£õ¸zu ©Özx 

Âmhõº.  ]Psiø¯ •ßÛ¸zv, ¤ßÚõ¼¸¢x 

AÁº Ehø»a \À»øhU PsPÍõPz xøÍzx Gkzx 

Âmhõß AºáúÚß.  ‘]Psi²hßuõß }[PÒ ÷£õ›h 

©õmjºPÒ, AºáúÚÝhß ÷£õ›h»õ÷©!’ GßÖ 

x÷µõnõaŒõ›¯õº •uÀ £»¸® Gkzxa öŒõÀ¼²®, 

‘]Psi •ßÛ¸US®Áøµ ¯õ›h•® ÷£õ›h 

©õm÷hß!’ GßÖ ©ÖzxÂmhõº.  ¡ØÖUPnUPõÚ 

A®¦PÒ Eh®¤À øuzx, •ÒÍ®£ßÔø¯¨÷£õ»U 

Põm] AÎzu AÁº, JÆöÁõ¸ A®ø£²® uhÂ¨ 

£õºzx, ‘Cx ]Psi°ß A®¦ AÀ»;  A¢u¨ 

÷£i°ß A®¦ Gß |PUPsPøÍUThz xøÍUPõx.  

CøÁ AøÚzx® AºáúÚÛß PønPÒuõß.  Gß 

PÁ\zøuUTh AøÁ ¤Í¢xÂmhÚ÷Á?’ GßÖ J¸ 

Esø©¯õÚ ÃµÚõP, AºáúÚÛß ÷£õºzvÓø©ø¯ 

ö©a]Úõº.

GÆÁÍÄuõß AÁµõ¾® u[P C¯¾®? 

xøÍ¨£uØS ÷ÁÖ Ch® JßÖ CÀø» GßÝ® 

AÍÄUS Ehø»U PønPÒ xøÍzuÄhß {ØPz 

vÓÚØÖ A¨£i÷¯ R÷Ç Œõ#¢xÂmhõº.  C¸¢u÷£õx®, 

AÁº EhÀ ©soÀ ÂÇÂÀø» ¤µ÷£õ!  A®¦PÒ 

AÁøµz uõ[Q {ØQßÓÚ.  ÷©¾®, AÁµõPz uß 

E°øµ ÂmhõÀuõ÷Ú Esk?  A¨£i¨£mh Áµzøu 

AÀ»Áõ AÁº ö£ØÔ¸UQÓõº!  um]nõ¯nzvÀ 

E°øµ ÂhUThõx GßÖ Ezvµõ¯nzøu Gvº÷|õUQ, 

A®¦¨ £kUøP°À ÷|õß¤¸UQÓõº GßÖ •izuõß 

yxÁß.

AºáúÚÚõ CzuøP¯ ÷£izuÚ©õÚ öŒ¯ø»a 

öŒ#uõß?  AÁÚx Ãµ® G[S ÷£õ°ØÖ? GßÖ 

EÖªÚõß Pºnß.  ußøÚ CÈÄ öŒ#uÁºuõ÷Ú, 

G¨£i¯õÁx öuõø»¢x ÷£õPmk® GßÓ Gsn® 

CÀø» A¢u ©õÃµÝUS.  ¥è©øµU öPõÀÁuØPõP 

ÃµzvØS CÊUS Á¸® öŒ¯ø»¯õ AºáúÚß ÷£õßÓ 

©õÃµß öŒ#uõß GßÓ ©ÚUS•ÓÀuõß C¸¢ux.

¤µ÷£õ!  AºáúÚÚõP ©Ú•Á¢x AaöŒ¯ø» 

öŒ#¯ÂÀø».  ªPÄ® u¯[Q¯ AÁøµU P£h |õhP 

`zvµuõ›¯õÚ Psnßuõß CzuøP¯ CÈöŒ¯¾USz 

ysiÚõº.  ‘¥è©¨ £õmhÚõøµ ÷£õ›À öÁÀ» 

EßÚõÀ C¯»õx.  ]Psi¯õÀuõß ŒõÄ GßÓ 

Áµ® öPõkUP¨£mkÂmhx.  GÚ÷Á, ]Psiø¯ 

•ßÛ¸zv, AÁÝUS EuÄÁx ÷£õ»¨ ÷£õ›k.  

Cxuõß J÷µ ÁÈ.’ GßÖ PÒÍ ÁÈ PõmiÚõº.  

£»•øÓ £õmhÚõº «x £õn® öŒ¾zu¨ £õºzv£ß 

©Ú® uÍº¢x {ßÓ÷£õx®, AÁøµ CøhÂhõx 

FUSÂzux® Psnßuõß!

A¨£i¯õ?  uÁÓõÚ ÁÈ°À öŒßÓuØPõP, ©õº¤À 

Pøn HØÖ ©i²® Ãµa ŒõøÁ AºáúÚÝUS |õß 

uµ©õm÷hß.  öÁØÔUPõP AÓ® uÁÔ¯ A¨÷£i°ß 

uø»ø¯ Gß |õPõìvµzuõÀ xsizx, AÁß 

Ehø» •sh©õUQ, AÈ¯õ¨ £Èø¯ AÁÝUS 

HØ£kzx÷Áß!  Cx EÖv!  GßÖ Ãµ •ÇUPªmhõß 

Pºnß.  ¥è©¨ £õmhÚõ›ß «x C¸¢u ]ÔuÍÄ 

©ÚUP\¨¦® }[Q, AºáúÚøÚ¨ £ÈÁõ[P÷Ásk® 

GßÓ öÁÔ÷¯ ö£›uõP AÁÝÒ GÊ¢x {ßÓx.

¥è©Ý®  
PºnÝ®
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Gß E°º |s£ß x›÷¯õuÚÛh® öu›Â, 

|õß AÁøÚ¨ ÷£õºUPÍzvÀ \¢vUQ÷Óß GßÖ, 

GßÖ yxÁøÚ AÝ¨¤¯ Pºnß ]Ôx ]¢vzuõß.  

GßÚuõß ußøÚ CPÌ¢x ÷£]°¸¢uõ¾®, ©õÃµµõÚ 

¥è©¨ £õmhÚõ›h® ÁõÌzx¨ ö£ØÓ ¤ßÚ÷µ ÷£õøµ 

ÁÈ|hzu ÷Ásk® GßÓ AÁõ AÁÝÒ GÊ¢ux.  

uÂµÄ®, uß ©ÚvÀ ¦ÊÁõPU Søh¢x öPõsi¸US® 

J¸ ÷PÒÂUS¨ £vø» AÁ›hª¸¢xuõß öu›¢x 

öPõshõP ÷Ásk® GßÓ Â¸¨£•® AÁøÚ A®¦¨ 

£kUøP°À QhUS® ¥è©¨ £õmhÚõ›h® |hzva 

öŒßÓx.

A®¦¨ £kUøP°À A¯º¢x Qh¢uõº ¥è©¨ 

£õmhÚõº.  AÁµx uø»ø¯ ‰ßÖ A®¦PÒ 

uø»¯øn¯õPz uõ[Q {ßÓÚ.  A¢u {ø»°¾® 

AÁµx •PzvÀ Aø©v¯õÚ Ãµ JÎ ªÎº¢x 

öPõsi¸¢ux.  öPÍµÁºPÐ®, £õshÁºPÐ® 

AÁøµa _ØÔ {ßÖ öPõsi¸¢uÚº.  AøÚÁ›ß 

•P[PÎ¾® öŒõÀö»õnõa ÷ŒõP® Si öPõsi¸¢ux.  

PºnÛß ÁµøÁU Psk x›÷¯õuÚÛß •P® \ØÖ 

©»º¢ux.  |s£øÚ ©õº÷£õk ÷Œºzx Bµz uÊÂ 

Áµ÷ÁØÓõß.

¥è©¨ £õmhÚõ÷µ!  µõøu°ß ©PÝ®, 

x›÷¯õuÚÛß E°º |s£Ý®, A[P |õmk 

Av£Ý©õÚ Pºnß, u[PÐUS Gß ÁnUPzøuz 

öu›ÂzxU öPõÒQ÷Óß.  u[PÍx Ãµ ŒõP\[PøÍ 

÷|›À Psk PÎUS® Áõ#¨¤À»õ©À ÷£õÚx GÚx 

xº£õUQ¯®! GßÖ £oÄhß Án[QÚõß Pºnß.

|»•shõPmk®.  |ÀÃµÚõPz vPÌÁõ¯õP! GßÖ 

AÁøÚ ÁõÌzvÚõº ¥è©º.  PºnÛß •PzvÀ 

Fhõi¯ Enºa]PøÍ EØÖ ÷|õUQ¯ ¥è©º, |õß 

PºnÛh® ]Ôx uÛ¯õP¨ ÷£\ ÷Ásk®.  }[PÒ \ØÖ 

Â»Q C¸¨¥ºPÍõP! GßÖ AøÚÁ¸US® Aß¦U 

PmhøÍ Âkzuõº.  Aøµ ©Úxhß AøÚÁ¸® 

APßÖ {ßÓÚº.

GßÚõÀ C¯ßÓ AÍÄUS öPÍµÁºPÐUS®, 

AzvÚõ¦µ Aµ_US®, PõÁ»ÚõPÄ® £øhz 

uø»ÁÚõPÄ® C¸¢x Gß Phø©ø¯a öŒ#xÂm÷hß.  

AÔ¯õa ]ÖÁÚõÚ x›÷¯õuÚÝUS CÛ } PõÁ»ÚõP 

©mk©À»õ©À, E°º |s£ÚõPÄ® AÔÄøµ öŒõÀ» 

÷Ásk®! GßÖ ö©¼¢u Sµ¼À Aß¦U PmhøÍ 

Cmhõº ¥è©º.

£õmhÚõ÷µ!  A¨£i÷¯ öŒ#Q÷Óß.  C¢u¨ 

÷£õ›À öÁØÔ ÃµÚõPz vPÇ ÷Ásk® GßÖ GßøÚ 

ÁõÌzx[PÒ! GßÖ ÷ÁsiÚõß Pºnß.

\ØÖ Aø©v¯õP C¸¢u ¥è©º, Pºnõ!  J¸Áº 

÷£õ›À öÁÀ» ÷Ásk©õÚõÀ ©ØÓÁº ÷uõØÓõP 

÷Ásk®.  £õshÁºPÐ®, öPÍµÁºPÐ® GÚx 

÷£µºPÒ.  A¨£i C¸UøP°À, AÁºPÎÀ ¯õº 

©i¢uõ¾® GÚUSa \®©u©õS©õ?  £õshÁºPÒ 

CÓ¢uõÀuõß } öÁØÔ ÃµÚõPz vPÌÁx vsn©õS®.  

} öÁØÔ ÃµÚõPz vPÇ ÷Ásk® GßÖ GßÚõÀ 

G¨£i ÁõÌzu C¯¾®?  C¢u¨ ÷£õº |hUPõ©À 

C¸UP GzuøÚ÷¯õ •¯Ø] öŒ#÷uß.  ÷uõÀÂø¯÷¯ 

uÊÂ÷Úß.  EÚU÷P öu›²®, £õshÁºPÒ £UP®uõß 

{¯õ¯® C¸UQÓx GßÖ.  x›÷¯õuÚß Eß E°º 

|s£ß.  } J¸zußuõß AÁÝUS AÔÄøµ öŒ#x 

C¨÷£õøµ {Özv S¸v¨ ¦ÚÀ ö£¸UQhõ Ásn® 

ukzx {Özu •i²®!  CøÓg]¯x AÁº SµÀ.

¥è©¨ £õmhÚõ÷µ!  |õß J¸Áß ©mk® 

CÓ¢uõÀuõß C¨÷£õøµ {Özu C¯¾® GßÓõÀ 

AøuUTh ©QÌÄhß öŒ#÷Áß.  }[PÒ öŒõÀ¾® 

AÔÄøµø¯ & x›÷¯õuÚÛh® |ßÔU PhÝ®, |m¦U 

PhÝ® £mi¸US® GßÚõÀ GkzxøµUP C¯¾©õ?  

C¨÷£õº |h¢xuõß w¸®. GßÖ uß C¯»õø©ø¯z 

öu›Âzuõß Pºnß.

C¨÷£õº |h¢uõÀ AÓ÷© öÁÀ¾®.  }, 

x›÷¯õuÚß, x÷µõnõaŒõ›¯õº Em£h {øÓ¯¨÷£º 

Ãµ _ÁºUP® G#xÃºPÒ.  GÚ÷Áuõß öÁØÔÃµÚõPz 

vPÌÁõ¯õP GßÖ EßøÚ ÁõÌzu •i¯õx 

÷£õ#Âmhx.  C¸¨¤Ý®, EÚx Ãµ® CÆÄ»P® 

EÒÍÁøµ AøÚÁµõ¾® ¦PÇ¨£k® GßÖ |õß 

ÁõÌzxQ÷Óß, GßÓ ¥è©›h®, |õß Aøu AÔ¢x 

öPõs÷hß! GßÖ u¯[Q {ßÓõß Pºnß.

Pºnõ! Pøh]¯õP EßÛh® öŒõÀ»÷Ási¯x 

CßÝö©õßÖ® C¸UQÓx!  £õshÁºPÒ Ao°À 

AºáúÚß J¸Áßuõß EÚUS®, GÚUS® Cøn¯õÚ 

ÂÀ»õÎ¯õÁõß.  AÁøÚ Gvºzx¨ ÷£õ›h J¸ 

¥è©÷Úõ, AÀ»x J¸ Pºn÷Úõuõß öPÍµÁºPÒ 

Ao°À C¸UP ÷Ásk®.  Axuõß ²zu uº©©õS®.  

J÷µ \©¯zvÀ |® C¸Áøµ²® Gvºzx¨ ÷£õµõk® 

{ø»US AºáúÚøÚ Em£kzxÁx Auº©©õS®.  

öPÍµÁºPÎß £øhzuø»ÁÚõPz ÷uº¢öukUP¨£mh 

|õß & ²zu uº©zøu GßÖ÷© «Óõu |õß & G¨£i 

Aøua öŒ#¯ C¯¾®?  C¢u ÂÍUPzøu AøÚÁ›ß 

•ßÚ¸® öŒõÀ¼, ÷£õ›À P»¢xöPõÒÍ÷u GßÖ, 

öPÍµÁºPÎß £øhzuø»ÁÚõP  EÚUS |õß G¨£i 

Bøn Ch •i²®?

GÚ÷Áuõß, Gß ©ÚøuU PÀ»õUQUöPõsk, 

ö£¸® ÷uºÃµÚõQ¯ (Avµuß) EßøÚ, Aøµz 

÷uºÃµß (Aºzu µuß) GßÖ CPÌ¢÷uß! }¯õP÷Á, 

‘C¢u¨ ¥è©º ÷£õºUPÍzvÀ C¸US®Áøµ |õß 

÷£õ›h©õm÷hß!’ GßÖ `ÐøµUPa öŒ#xÂm÷hß.  

AuØPõP, C¢uU QÇÁøÚU Pøh]Áøµ ÃµøÚ 

CÚ® PsköPõÒÍ C¯»õu P¯Áß GßÖ •iÄ 

öŒ#xÂhõ÷u Pºnõ!  GßÖ uÊuÊzu Sµ¼À 

÷ÁsiÚõº ¥è©º.

A¨£i÷¯ ö|QÌ¢x ÷£õÚõß Pºnß.  ¥è©¨ 

£õmhÚõ÷µ!  Gß ©Úøu¨ ¦ÊÁõPU Søh¢x 

öPõsi¸¢u ÷PÒÂUS Âøh AÎzxÂmjºPÒ.  

G¨ö£õÊx GßøÚu u[PÐUS Cøn¯õÚ Ãµß GßÖ 

öŒõßÜºP÷Íõ, A¨ö£õÊ÷u Gß ©Ú® ö£¸ªuzvÀ 

vøÍzx, ©QÌa]U Ph¼À vUS•UPõkQÓx.  

u[PÎhª¸¢x CøuÂha ]Ó¢u ÁõÌzx ÷ÁöÓßÚ 

QøhUPU Tk®?  ÃµÝUS ÃµÚõP GßøÚ }[PÒ 

E¯ºzv¯x, C¨¤ÓÂ°À GÚUSU Qmi¯ ö£¸® 

÷£÷Ó BS®.  |õß ¦P÷Çõk Ãµ ©µn® G#x®£i 

ÁõÌzx[PÒ! GßÖ ÷Ási {ßÓõß Pºnß.

C¸ Pµ[PøÍ²® E¯ºzv AÁøÚ ÁõÌzvÚõº 

¥è©¨ £õmhÚõº.

AÁøµ Án[QÂmk, uõß ÃÇ¨ ÷£õS® 

÷£õºPÍzøu ÷|õUQz öuÎ¢u ©Úxhß |h¢uõß 

©õÃµß Pºnß.
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SIEMA MagazineIndia has no dearth of brave young men and women and if they get the opportunity and help then 
we can compete with other nations in space exploration and one of them will fulfill her dreams.



What the 
Media 
says?

Daily Thanthi (07-07-2019)

Dina Malar 
(06-07-2019)

Dina Mani 
(06-07-2019)

Dinakaran 
(06-07-2019)

Dinamani 
(08-07-2019)

Tamil Hindu 
(06-07-2019)The Hindu 

(06-07-2019)

The New Indian Express 
(06-07-2019)

Trinity Miror 
(07-07-2019)
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SIEMA Magazine With a feeling of patriotism and respect to the nation, 
join hand in hand and celebrate the day.



Cu¯ ÷|õ# Gß£x •xø©°ß Aøh¯õÍ©õP÷Á 

©mk®  CxÁøµ |©US AÔ•P¨£kzu¨£mk 

C¸UQÓx. BÚõÀ C¢u öPõi¯ ÷|õ#,  «øŒ 

A¸®¦® £¸Ázv÷»÷¯ xÎº Âh Bµ®¤UQÓx. 

I®£x AÖ£x Á¯x Põ»zvÀ uõUQ öPõsi¸¢u 

C¢u ÷|õ#, CßÖ C¸£x •¨£x Á¯x 

CøÍbºPøÍ²®, Hß ö£sPøÍ²® Th I]² (ICU)
ÂÀ Amªm öŒ#xÂkQßÓx. AÖ£v¾® GÊ£v¾® 

B£÷µåß öŒ#xöPõshÁºPøÍ «sk® «sk® 

©¸zxÁ©øÚUS  CÊzxa öŒÀQÓx.

Põµn® GßÚ ?

Av |ÃÚ ©¸zxÁ •øÓPøÍ ÷ui Aø»¯ öu›¢u 

|©US Bv Põ» EnÄ ©ØÖ® EhØ £°Ø]PøÍ |õh 

©ÚvÀø». £¿ß ]QaøŒ, ø££õì AÖøÁ ]QaøŒ, 

©¸¢x ©õzvøµ°À ‰ÌQ¯ |©US, CøÁ {µ¢vµ 

wºÄ AÀ» GßÖ AÔ¢xöPõÒÍ BøŒ CÀø». CøÁ 

CßøÓ¯ ©¸zxÁzvÀ AÔÄÖzu¨£kÁx® CÀø». 

¯õ¸US® ÷|µ•®  CÀø».

wºÄ uõß GßÚ?

Áõmì A¨¤À  Á¸® £» öŒ#vPÎÀ ]» Esø©PÐ® 

C¸UP uõßöŒ#QÓx. £ßÚõmk öuõÈÀ {ÖÁÚ[P÷Í 

|õ® GßÚ Esn ÷Ásk® GßÖ {ºn¯UQßÓÚ. 

£søh¯ Põ»zvÀ öŒõßÚ £» EnÄ •øÓP÷Í 

|©US ÷|õ#PÎÀ C¸¢x £õxPõ¨¦ AÎUQßÓÚ.  |õ® 

|õØPõ¼°À •h[Q |õmö£õÊøu PÈUS®  ÁõÌUøP 

•øÓ²®, |õ® Â¸®¤ EmöPõÒÐ® A¯À|õmk 

EnÄ •øÓ²®  |®ø© BmkÂUS® Áøµ°À |©US 

ÂiÄ CÀø». Cøu ©õØÓ¨  ¤Ó¢u÷u PSG HARP (PSG 
Heart Awareness and Rehabilitation Program).

¯õ¸UPõP?

B£÷µåß öŒ#x®, ©¸¢xPÒ Esk® C¸u¯ Á¼ 

wµõuÁºPÐUS ©mk® C¨÷£õx PSG   ©¸zxÁ©øÚ°À 

£zx |õmPÒ C¢u £°Ø]PÒ AÎUQ÷Óõ®. BÚõÀ 

CßÝ® ]» Áõµ[PÎÀ, Pmk¨£hõu Cµzu 

AÊzu® ©ØÖ® \ºUPøµ EÒÍÁºPÐUS®, £µ®£øµ  

£µ®£øµ¯õP C¸u¯ ÷|õ¯õÀ uõUP¨£k£ÁºPÎß 

Sk®£zvÚ¸US®, EhÀ Gøhø¯ SøÓUP 

Â¸®¦ÁºPÒ, uß Ehø» ÷|õ°ßÔ øÁzx öPõÒÍ 

BøŒ £k® AøÚÁºUS® |õ[PÒ C¢u £°Ø]PøÍ 

AÎUP C¸UQß÷Óõ®.

CuØS •ß©õv› Eshõ?

|õØ£x Á¸h[PÐUS® ÷©»õP Dean Ornish ©ØÖ® 

Esselstyn Cøu ªP AØ¦u©õPÄ® AÔÂ¯À 

§ºÁ©õPÄ® öŒ#x öPõsk Á¸QßÓÚº. E[PÒ 

©ÚvÀ J¸ ÷PÒÂ GÇ öŒ#²®. Hß öÁÎ|õmk 

ÁÈ•øÓ GßÖ?! AÁºPÒ ¤ß£ØÖÁx |® |õmk 

£søh¯ •øÓPøÍ÷¯ !!

A¨£i GßÚ öŒ#¯ ÷£õQß÷Óõ® ?

Esq® EnÂÀ ©õØÓ®... I÷¯õ!!... Á°Ö £]US÷© 

GßÖ {øÚUP ÷Áshõ®. ö£›uõP EnÄ AÍøÁ 

SøÓUP ©õm÷hõ®. BÚõÀ EhÀ £¸©ß SøÓ¯ ÁÈ 

ÁS¨÷£õ®. Fmha \zx Tmk÷Áõ®, ÷¯õPõ öŒõÀ¼ 

öPõk¨÷£õ®. EhÀ £°Ø] öŒõÀ¼ öPõk¨÷£õ®. 

FUP® öPõk¨÷£õ®. ©ÚAÊzu® SøÓ¯ ÁÈ PØÖ 

u¸÷Áõ®. AÁµ\zvØS EhÚi EuÂ Basic Life Support 
(BLS) GßÚ öŒ#¯ ÷Ásk® GßÖ® PØÖzu¸÷Áõ®

¦vuõP H÷uÝ® £›÷ŒõuøÚPÒ Eshõ ?

Psi¨£õP Esk... |® Cµzu |õÍ[PÒ |®ø© Bmi¨ 

£øhUP Põµn©õÚ Gs÷hõw¼¯zvß öŒ¯À •øÓ 

Psk¤iUS® £›÷ŒõuøÚ, C¸u¯ ©ØÖ® ~øµ±µÀ 

öŒ¯ÀvÓß £›÷ŒõuøÚ.

SÊÂÀ ¯õº ¯õº ?

C¸u¯ {¦nº, EnÂ¯À {¦nº, EhØ£°Ø] {¦nº, 

÷¯õPõ ©ØÖ® C¯ØøP ©¸zuÁ {¦nº, EÍÂ¯À 

{¦nº, AÁ\µ •u¾uÂ ]QaøŒ {¦nº.

Cx ¤.Gì.â  ©¸zxÁ©øÚ°À C¸u¯ |» 

xøÓ°ÚµõÀ |hzu¨£kQÓx

G¨÷£õx? G¨£i £vÄ öŒ#Áx?

AÔ¢xöPõÒÍ/£vÄ öŒ#¯ 82200 13330, 87540 22880 

GßÓ GsoØS T¨¤k[PÒ &

Cøn÷Áõ® Cu¯® PõUP

AßøÓ¯ EnÄ 
GßøÓUS® ©¸¢x...
•ß÷Úõº •øÓ°À 

Cß÷Úõº Cu¯®

43

A
ug

us
t 2

01
9

SIEMA MagazineOn this day remember the sacrifice and struggle of those who fought for us and 
gave us a beautiful gift of Independence.
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Our activities 
during July 2019

Thoughts

OFFICe SPaCe aVaILaBLe FOr rent
at SIEMA Building, Ground Floor with Parking Facility

FOR FURTHER DETAILS PLEASE CONTACT 
9842831147

GST DAy 2019
Sri V Krishnakumar, President, Sri K V Karthik, Vice 
President	attended	the	celebration	of	GST	Day	2019	
organized by The Commissionerate of GST & Central 
Excise,	Coimbatore	on	1st	July	2019	at	GST	Bhavan,	
Coimbatore.

AGM of IPMA
Sri V Krishnakumar, President, Sri K V Karthik, Sri 
Mithun Ramdas, Vice Presidents Sri N Ravichandran, 
Sri D. Ramakrishnan, Managing Committee Members 
and Sri P Ramesh Technical Committee member 
attended the Annual General Meeting of Indian Pump 
Manufacturers	Association	(IPMA)	on	5th	July	2019	at	
Pune.

Inauguration of Agri Intex 2019
Sri K.V Karthik, Vice President attended the 
Inauguration	of	Agri	 Intex	2019	on	13th	July	2019	at	
CODISSIA Trade Fair Complex.

Governing Council Meeting of PSG STeP
Sri V. Krishnakumar, President attend the Board 
of	Governors	 on	 22nd	 July	 2019	at	PSG	College	 of	
Technology – Science &Technology Entrepreneurial 
Park, Coimbatore

AGM of CoINDIA
Office	bearers,	Past	Presidents	and	members	attended	
the	15th	Annual	General	Meeting	of	COINDIA	on	22nd	
July	2019	at	our	Association.

Workshop on “export & Import Procedure”
SIEMA jointly with EEPC INDIA organized a full day 
Workshop	 on	 “Export	 &	 Import	 Procedure”	 on	 24th	
July	2019	at	our	Association.

Chamber AGM
Sri V. Krishnkumar, President and Sri K.V. Karthik, 
Vice President, attended the 85th Annual General 
Meeting of Indian Chamber of Commerce and Industry, 
Coimbatore	on	24th	July	2019	at	Chamber	Towers.

Managing Committee Meeting
The	 2nd	Meeting	 of	 Managing	 Committee	 was	 held	
on	 17th	 July	 2019	 at	 our	 Association.	 The	 minutes	
of the meeting was already been circulated to all our 
members.

eePC SR Meeting
Sri V Krishnakumar, President and Sri KV Karthik, Vice 
President attended the EEPC India, Southern Region 
Meeting	on	29th	July	2019	at	Chennai.

Technical Committee
Technical Committee Discussed the following subjects 
during the month.

l	 Agenda	 of	 the	 28th	 Meeting	 of	 the	 Rotating	
Machinery Sectional Committee - ETD 15

l	 Revised	 Draft	 IS	 9283	 'MOTORS	 FOR	
SUBMERSIBLE PUMPSETS — SPECIFICATION'

l	 Revised	 draft	 of	 IS	 14582	 'Single	 Phase	 Small	
a.c. Electric Motors for Centrifugal Pumps for 
Agricultural	Applications	—	Specification'.

l	 Proposed	 revised	 draft	 for	 IS:8789	 'Values	 of	
Performance Characteristics for Three-Phase 
Squirrel Cage Induction Motors with Degree of 
Protection	Ip-2x'

Meet young India emerging with flying colors, dynamic and versatile in every manner. 
Let the world know, we are back with a bang!






