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[bookmark: _Toc1009037]1: Introduction 
[bookmark: _Toc1009038]1.1: Research background
Advertising has stood out to be the most important platform for creating a brand awareness of products among the customers over the years. As many organizations are coming up with numerous brands of their commodities, advertising essentially creates a platform where they can connect maximum customers at a time. Advertising helps an organization formulate an idea about a product which is being marketed by the business organizations in the contemporary global podium. It can be seen that advertising acts as a behavioural approach for the consumers by the business firms in order to gain confidence about product specifications and various related information before purchasing it. Advertising helps in changing the attitude of customers towards a product, position a product and creates an awareness of the product (Rossiter, & Percy, 2017). This is significantly entailed as the brand management and advertising plays a vital role in this context. Today’s marketing tactics have been of versatile meaning for promoting a product. The concept of advertising polysemy has gained its significance since the business organizations has tried to focus on their marketing content of their product in different ways. The main content of advertising has denoted for attracting the targeted customers by aligning to their socio-cultural status to the economy of the product and this creates a perfect relation between advertising and brand promotion. Advertising polysemy in that respect is a prejudiced deciphering of an advertisement content which is basically shaped by the socio-cultural environment of the customers. In case of advertising polysemy, the meaning of the intended message remains to be the same, but it occurs in multiple meaning (Chang, & Tung, 2016). It can be interpreted that advertising polysemy has evolved out as a strategic marketing tool of a firm. Business organizations tend to use advertising polysemy so that it can impact on mass customization and the various advertising channels, especially the online forum can virtually serve for attaining specified goals of the customers in each demographic segment. 
[bookmark: _Toc1009039]1.2: Research Significance
[bookmark: _GoBack]Advertisers in contemporary business organization are always projected towards designing advertising content and messages so that they can be appealing to the consumers. But advertisers in recent world has also emancipated the fact that they can make the advertising  information not detailed as it can strategically avoid direct customer interpretation for a product of a business organization. It can be seen that main essence of advertising polysemy is indicated towards communicating and underlying the targeted customers to identify the core features of a brand in a concise means. Over the time, advertising polysemy has been to be strengthening the association of multiple brands of a company, thereby composing a more integration among the brand products of a company. The previous researches have entailed about the concept of advertising polysemy and its effectiveness as a marketing tool, but it is implicit to understand the efficiency of advertising polysemy through its impact on brand management (Dib, & Alhaddad, 2015). This is mainly because of the fact that today’s consumers are very much intended to evoke positive or negative feelings about a product through advertising promotions. It can be seen that today’s consumer generation is very much aware about brands and their idiosyncratic connotation. They feel that brands speak of their socio-cultural status and help to acquire a better social status among peer groups, friends and family members. Through advertising polysemy, it can be precisely identified that how brand perception differs from individuals and help a company to manage their brand presence of products in demographic segments of customers. 
[bookmark: _Toc1009040]1.3: Research Question
· What is the impact of advertising polysemy on brand management of business organizations?
[bookmark: _Toc1009041]1.4: Research aims and objectives
The aims and objectives of the research are as follows:-
· To understand the concept of advertising polysemy as a strategic marketing tool of business organizations.
· To underpin the effects of advertising polysemy on creating brand awareness among the customers.
· To evaluate effects of advertising polysemy on brand management aspects of business organizations.
[bookmark: _Toc1009042]1.5: Research Structure
The research will follow on an introductory chapter where background of research, research significance, positioning of research questions along with research aims and objectives will be furnished. In the second segment, various literary scholars’ depiction over the following topic research will be evaluated for critical interpretation. The third section will be the methodological sections where the researchers will select on appropriate research design, approach, research philosophy and approaches for data collection. The fourth chapter is the Data Analysis Section where data collected regarding advertising polysemy impact on brand management will be evaluated. The fifth chapter is the discussion segment where the researcher will observe a critical reflection of literatures and theoretical application along with the data collected from various evidences. The research will end up with a conclusive note with some suggestive recommendations over the following topic of research. 
[bookmark: _Toc1009043]2: Literature Review
In the current dimension, business marketers have emphasized a lot over advertising content and its impact on the consumers of the products by business organizations. Over the past years, it has been identified by Brown  et al., (2015), that trends in advertising copywriting has proposed towards identifying the frequency of messages and leaning the complexities of advertising messages. This has been assumed as a strategic tool for the marketers to make advertising more target oriented through modifying the content of the messages and make them more idiosyncratic in front of the customers. Advertisers often find difficulties in comprehending the proper meaning of their advertising messages. In this respect, advertising polysemy which defines for recurring multiple meanings to the consumers has been posed as a strategic tool for the marketers. Abbas, (2018), has observed that potentials of the advertising content becomes more effective and strategic when they convey multiple meanings of an advertisement of promoting or launching a new product for a business organization. The dominance of interpretation of advertising messages become more specific to targeted customers when marketers use advertising polysemy in market place for producing commercial messages of their intended products to the consumers. Advertising polysemy has been defined to be evolving from “strategic ambiguity” which helps the consumers to converge the messages in meaningful context and benefits the company to strategically position its product in front of the consumers. The strategic marketing tactic of a business organization is identified by Arora et al., (2015), to be successful when a business organization is able to design their advertising messages more interpretative for increasing the interest of the consumers towards advertising content and increase product appeal. 
Wang et al., (2016), has suggested that brand management is a concept which defines for acquired meaning of a brand in marketplace as a brand identity. Brand identity pave the way for brand awareness creation among the consumers as it creates an image in front of the consumers. The concept of advertising polysemy is built up over the idea which different consumers can generate imposing diversified meaning of the overall content for a particular sign conveyed through advertising content. The audiences perceiving this meaning of advertising campaigns mainly reciprocate their reliance various interpretive gathering and cultural backdrops. Therefore, it has been rightly suggested by Zúñiga et al., (2016), that advertising polysemy proposes for multiple interpretations resulting from various discrepancy between proposed code of messages and real code by the advertiser. In the contemporary world, with numerous advertising content is being conceptualized over a particular product promotion provides diversified meaning or content for different types of audiences coming from varied socio-cultural backgrounds. But the intent of the advertising polysemy intends for making the consumers feel the presence of their brand attractiveness through making the advertising content more visualized and less verbal. The focal attention of polysemy of advertising messages has been identified by Silveira, & Galvão, (2016) to be relying on innovative analysis of brand equity of products among the customers so that they can prompt for brand recollection by the customers. 
Advertising has been identified to e the main evocation of promoting a branded product and making them more attractive in eyes of the customers. By looking deeper into the advertisement polysemy, it has been defined by de Burgh-Woodman, (2018), that the result of multiple viewing and interpretations of advertisement messages is either positive ad-evocation feeling or he may formulate a negative brand attitude for the advertised branded product. The essence of brand management signifies for ensuring the sustainability of brand for a business organization so that they keep the promise of maintains brand loyalty in front of the customers. With the advent of attractive advertisement displays in front of the consumers, the demand has been shifted from characteristics of advertising content rather than intent of the messages perceived by the advertisers for promoting a product. The advertising polysemy is indicated towards designing a message which does not imply upon strategic implication, but to increase the customer’s interest over the brand. The impact of advertisement polysemy is identified by Abbas, (2018) to be indicated towards enhancing the customer’s appeal for an advertisement. It has been identified that polysemy advertisement helps in making an ambiguous message of a product more appealing to the consumers through breaking the social principles of suitability. 
[bookmark: _Toc1009044]3. Research methods
Research methods are procedures that will help the researcher to conduct the entire research in accordance to the selected philosophies and approach that will deliver proper results on the investigation or study. The entire study will be based on the impact on advertising polysemy on brand management and thus the relevant philosophies and research strategies applied are discussed within the research. 
Research Philosophy
Different philosophical approaches are entailed in this research for identifying proper evaluation and outcomes from the research. In order to assess the impact on advertising polysemy on brand management, the researcher will choose interpretivism philosophical approach where proper interpretation of the identified facts and information can be significantly made. This particular philosophy will derive proper significance and newer concepts and theories relating to the entire process of advertising and branding. 
Research Approach
There exists two important research approaches that can easily facilitate the research orientation and fetching proper inferences from the investigation. Deductive research approach deals with the mere deductions of important theories and application on the basis of the selected topic, but the inductive research approach always depicts about the perception and also inducements relating to the facts and progress of the research. In order to address the impact on advertising polysemy on brand management, deductive research approach will be highly feasible as proper identification and inferences can be fetched through perceiving the characteristics of advertising and branding techniques within an organizational context (Silverman, 2016). 
Research Design
Research design has ensured about proper aspects of research methods through which the application of the research exploration are identified. For assessing the impact on advertising polysemy on brand management, descriptive research design will be chosen in order to make proper description of the newer concepts and the theories achieved from the respective topic according to which the research will progress the research procedure. 
Research Strategy
Application of research strategy is considered to be important part of a research. Quantitative research strategy deals with the numbers and values considering the process of orientation of the research. Qualitative research strategy helps in identifying the discussion and qualitative understanding on the selected research area. Here the researcher will strongly choose both the research strategy to delineate the impact on advertising polysemy on brand management. 
Data Collection Process
In order to presume the quantitative analysis, the researcher will directly imply survey process by framing 10 research questions for the selected participants that are generally executives, managers of different organization engaged in advertising polysemy on brand management. The entire responses of these selected participants that will be 50 in numbers and thus by providing them survey questionnaires the data are collected. Qualitative data will be identified through evaluating secondary sources perceived by other research scholars with the help of peer previewed articles and information (Flick, 2015). 
Ethical Consideration
The data collected from the entire research should be authentic and from proper resources. The researcher shall take valid permission to the respective participants at the time of survey by maintaining data protection act. 
Data Analysis and Expected outcomes
The entire responses of these selected participants that will be 50 in numbers will be analyzed through statistical software MS Excel in order to achieve proper fact and outcomes. Qualitative analysis will be identified through evaluating secondary sources perceived by other research scholars with the help of peer previewed articles and information. 
[bookmark: _Toc1009045]4. Research Timeline
The entire research will be identified through following the time period identified below:
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