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EXECUTIVE SUMMARY
Banglalink Digital Communications Ltd. (Banglalink) is one of the largest mobile operations in Bangladesh offering a wide range of 2G, 3G and 4G services. Banglalink’s network covers more than 99% population of Bangladesh, the world’s 9th most populous nation and one of the fastest growing economies in Asia. Banglalink had 33 million customers at the end of 2015. Comparing the external environment, BANGLALINK’s product is placed at the growth stage of its life cycle. Knowing this position will help to determine which strategy is to apply. Market share of BANGLALINK is growing at a positive rate in total market. That means the overall growth rate compare to overall market BANGLALINK is in the Growth Stage. 
Its Brand Name is Banglalink. Brand Tagline is “Jekhanei ache din bodoler cheshta, shekhanei ache Banglalink”. It has a catchy jingle that is memorable and likeable by its customers. Packaging and color is the combination of orange and black color. There are paid celebrities involved in long term contract with the brand, they represent and promote the brand. Worlds number 1 one day cricket all-rounder Shakib Al Hasan and his wife Umme Ahmed Shishir have been appointed as the brand ambassadors of Banglalink Digital Communication.
Banglalink follows Customer Based Brand Equity (CBBE) Model that has several steps like- Salience, Performance, Image, Judgment, Feeling, and Resonance. Bangalink has created a distinguish identity and that is proved by customers familiarity and favorability towards the brand. Banglalink has successfully attracted customers by its name, logo, jingle and core offerings. Banglalink has earned the trust and reliance by customers that customers purchase and use it with full notion. Banglalink is a colorful, enthusiastic, connecting brand. It is a culture oriented brand that reflects in its name, logo and other promotional activities. It is a brand that is reliable and worth trying. Banglaink has a culture where it performs corporate social responsibilities, no gender discriminations or biasness towards the internal customers, helpful, cooperative and learning working environment, maintain hygienic, safe and secure workplace, obedient towards labor law and Government. It is a culture oriented brand that reflects in its name, logo and other promotional activities. By using Banglalink, customers do not feel down. It’s a popular brand having a good image so they feel prestigious and valued. As there are many users of the brand, customers feel belongingness to the society. Premium customers of Banglalink (Banglalink Priyojon) can avail special treatments from Banglalink and they can enjoy that and may like to show off, they feel prestigious and special that gives them a good self image. Customers feel that Banglalink performs well. It offers good network, affordable to purchase, easy to purchase, affordable and convenient usage. 
Sometimes it struggles with the network facilities in some places but most of the places cover a good network of Banglalink. Customers are satisfied with its performance. It is involved in active communication as Bangallink believes that competition is between better and best and out of sight leads to out of mind! It follows both traditional and digital platforms of advertisement. It uses television, radio, bill boards, news papers, magazines for advertisement. It knows the value of digital marketing in recent years. It has active facebook page, youtube channel, instagram, website etc. it sponsors many events actively. Banglalink always try to set the price in a way that may support customers’ preferences as they just don’t want to have satisfied customers but to have delighted customers who are part of Banglalink family. It ensures customer satisfaction by both logic and emotion. It’s a well reputed brand that ensures quality and performance, on the other hand it origins from the name of our motherland, it does several emotional promotional campaigns that connects it customers emotionally. It gives privileges to its premium customers and makes them committed towards the brand. 
Banglalink applies content marketing. Like- in many concerts shows we see the name of ‘Banglalink’, celebrities’ say its name in several shows etc. it is done to mark its name to customers mind. It’s a great tool for customers’ emotional mechanism. 
Banglalink does rebranding in a way of minor modification. It is an established well reputed strong brand and sometimes it modifies its brand’s tagline like- from “din bodoler cheshtay Banglalink” to “ek desh ek rate” and now “tomar amar shobar beshi beshi dorkar”
Because of network and technological problem customers have to face different problems. These issues should be taken seriously and corrective action should be taken. More customer care centers should be established as it’s not sufficient according to customers’ needs. Constantly recruiting people, adding/deleting levels to the organ gram, sudden turn over all these issues should be taken care of for maintaining a good image. Premium customers should get more privileges for maintaining the customer loyalty. It should go for rebranding in a form of minor modification when it is necessary. 
Banglalink is the third largest telecommunication service provider of Bangladesh, serving millions of subscribers with its innovative and satisfactory quality service. Infrastructure and corporate culture are two important assets for the company. Their current branding strategy is effective and efficient. If they continue doing what they are doing right now properly, no one can stop them to remain a popular brand in customer’s minds.
Key Words: Brand Management
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INTRODUCTION





[bookmark: _Toc15731713][bookmark: _Toc16153676]Chapter One: Introduction

[bookmark: _Toc15731714][bookmark: _Toc16153677]1.1 Introduction of the report
[bookmark: _Toc15731715]Brand Management is crucial for surviving in the long run. Brand managers must ensure that the products, services and product lines that fall under their domain resonate with current and potential customers. These professionals must continuously monitor marketing trends and keep a close eye on competitive products in the marketplace.
Banglalink Digital Communications Ltd. (Banglalink) is one of the largest mobile operations in Bangladesh offering a wide range of 2G, 3G and 4G services. Banglalink’s network covers more than 99% population of Bangladesh, the world’s 9th most populous nation and one of the fastest growing economies in Asia. Banglalink had 33 million customers at the end of 2015. It offers Banglalink’s services under the brand name of “Banglalink”
Comparing the external environment, Banglalink’s product is placed at the growth stage of its life cycle. Knowing this position will help to determine which strategy is to apply. Market share of Banglalink is growing at a positive rate in total market. That means the overall growth rate compare to overall market Banglalink is in the Growth Stage.
It’s a popular brand having a good image so they feel prestigious and valued. As there are many users of the brand, customers feel belongingness to the society. Premium customers of Banglalink (Banglalink Priyojon) can avail special treatments from Banglalink. It ensures customer satisfaction by both logic and emotion. It’s a well reputed brand that ensures quality and performance.
Banglalink is the third largest telecommunication service provider of Bangladesh, serving millions of subscribers with its innovative and satisfactory quality service. Infrastructure and corporate culture are two important assets for the company. Their current branding strategy is effective and efficient. If they continue doing what they are doing right now properly, no one can stop them to remain a popular brand in customer’s minds.
My report covers almost all the aspects of Customer Based Brand Equity (CBBE) Model which is followed by Banglalink Digital Communications Ltd. CBBE Model has several steps like- Salience, Performance, Image, Judgment, Feeling, and Resonance. Bangalink has created a distinguish identity and that is proved by customers familiarity and favorability towards the brand. Banglalink has successfully attracted customers by its name, logo, jingle and core offerings. Banglalink has earned the trust and reliance by customers that customers purchase and use it with full notion. Banglalink is a colorful, enthusiastic, connecting brand.
[bookmark: _Toc16153678]1.2 Origin of the Report
[bookmark: _Toc16151750][bookmark: _Toc16153679][bookmark: _Toc15731716]The internship program is an integral part for completion of the BBA program. When all the courses of BBA program are completed, every student requires a three months attachment with an organization followed by a report assigned by the faculty supervisor. It is important for a student to understand the functioning of an organization and understand the real world implications of the theories and learned concepts.
[bookmark: _Toc16151751][bookmark: _Toc16153680]I got the opportunity to do my internship in Banglalink Digital Communications Limited at its head office located in Gulshan. During my internship I have worked in the HR department where I was involved in the administrative tasks and employee recruitment process. I used to lead the other 52 co interns of mine and helped them in several administrative procedures. I was directly involved in the recruitment process of Banglalink. I witnessed the whole phase starting from screening to interviews and finally recruiting. Since I did dual major in both Marketing and HR, I wanted to do my report on marketing arena as I got the closure view of HR already and noticed and gathered information on brand management of Banglalink. I got utmost support for gathering information.

[bookmark: _Toc16153681]1.3 Objective of the Report

· [bookmark: _Toc15731717]Broad Objective: The broad objective refers to the ultimate motive of any research. It shows the aim for which the research is being conducted. For this report the broad objective are: 
· To fulfill the requirement for the completion of BBA program.
· To get an overall idea about Banglalink Digital Communications Limited 
· To understand the Brand Management of Banglalink

· Specific Objectives: The research should be split into different specific objectives for making up a proper direction to the project. In case of this report, the specific objectives for this study are- 
· Accumulating practical knowledge about brand management out of bookish knowledge.
· Identify the relationship between practical operations and theoretical lessons about any brand
· Understanding the necessity of Brand Management.  
· Understanding the whole Brand Management procedure of Banglalink Digital Communications.
· Understanding the decision making process in managing the brand.
· Identifying the possible alternation that can be done in the whole Brand Management process. 
[bookmark: _Toc16153682]1.4 Methodology
Picking an effective and efficient methodology for any report is very important in order to make an ideal report. I used both primary and secondary data in order to accomplish the paper. The ways of collecting information are presented below: 
Primary Data: 
· Three months practical participation in internship program with Banglalink Digital Communications Limited.
· A physical discussion with the respective manager, employees and staffs.
· Material reports and papers provided by the supervisor of mine.

· Secondary Data: 
· Relevant books, Research papers, Newspapers, Journals and articles. 
· Web and Internet.
[bookmark: _Toc15731718][bookmark: _Toc16153683]1.5 Limitations of the Report
As we know, nothing in this world is pitched perfect. Even though I have tried my level best to make this internship report a flawless one, still there are some limitations that prevented this paper from becoming the best one. Those limitations are as follows -
· The major limitation of this report was associated with the function of my assigned department. I was assigned in the HR department where the main function was administrative and recruitment based. As my major concentration is on Marketing, I was unable to prepare the report on the function of my assigned department that is HR, whose duties were HR based and were totally different from my internship report topic. For this reason I was unable to make in depth research which was based on my major concentration.
· Every organization has its own secrecy which they don’t want to be revealed to external world. There is no exception in Banglalink Digital Communications Limited regarding this case. My colleagues did not give me information which I needed for the sake of confidentiality of the organization. 
· Another big issue was the busy schedules of the employees over there. They were too busy to give me time for discussion about my area of concentration. Most of the time I did not get enough time and help from them which impacts in my overall preparation for the report.
However, despite all those limitations, I tried my level best to come up with an informative and analytical report.  I believe, for any further research regarding this topic, this report of mine will be really helpful.
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[bookmark: _Toc16153684]Chapter Two: Banglalink
[bookmark: _Toc16153685]2.1 Introduction
Banglalink Digital Communications Ltd. is one of the largest mobile operations in Bangladesh offering a wide range of 2G, 3G and 4G services. Banglalink’s network covers more than 99% population of Bangladesh, the world’s 9th most populous nation and one of the fastest growing economies in Asia. Banglalink had 33* million customers at the end of 2015. It   offers Banglalink’s services under the brand name of “banglalink” and “icon”. Banglalink has consistently been ranked as the most recommended operator in Bangladesh in terms of Net Promoters Score (NPS). 
[image: C:\Users\WIN\Downloads\bus498\Capture.PNG]
[bookmark: _Toc16153686]2.2 Overview of Banglalink
[image: C:\Users\WIN\Downloads\bus498\Capture.PNG1.PNG]Banglalink stands for positive change and aims to empower people with affordable communication solutions so that they can start something new in life. Banglalink’s relentless drive in acquiring new customers while maintaining the service levels for its existing customer base necessitated the need for consistent investment in the networks both to increase capability and enhance the experience. 
Banglalink are consistently investing in building an efficient and dependable network. Banglalink have more than 3,200 kilometers of optical fiber and above 8,200 microwave links throughout the nation. Banglalink’s International roaming agreements cover a number of countries in Europe, Asia, North America, South America, Australia and Africa. As of December 31, 2015, banglalink had active roaming agreements with 421 GSM networks in 160 countries and provided GPRS roaming with 312 networks in 115 countries, in addition to maritime roaming and in-flight roaming with Emirates Airlines and Malaysian Airlines.
[bookmark: _GoBack][image: C:\Users\WIN\Downloads\bus498\Capture.PNG2.PNG]Following a complete overhaul and deployment of a new GSM network, the company’s telecommunication services Banglalink re-launched under the brand name “banglalink”. Soon after banglalink began operations, its impact was felt immediately; overnight mobile telephony became an affordable option for customers across a wide range of market segments. 
Banglalink is a public limited company registered in Bangladesh under the Companies Act 1994. Telecom Ventures Limited, a fully owned subsidiary of Global Telecom Holding, owns more than 99% shares of banglalink. GTH is traded on the Egyptian Stock Exchange under the symbol (GTH.EY), and on the London Stock Exchange its GDR is traded under the symbol (GLTD LI). VEON Ltd. owns majority shares of Global Telecom Holding. VEON is headquartered in the Netherlands and traded on the NASDAQ Global Select Market.Banglalink witnessed a steady increase in its EBITDA (Earnings before Interest Tax & Depreciation) as a result of sustained revenue growth along with performance transformation initiatives.
Banglalink is more than 99.99% owned by Telecom Ventures Ltd. of Malta, which is a fully owned subsidiary of Global Telecom Holding s.a.e of Egypt. Global Telecom Holding is traded on the Egyptian Stock Exchange under the symbol (GTH.CA), and on the London Stock Exchange its GDR is traded under the symbol (GLTD LI). Global Telecom Holding is a member of the VEON Group, one of the world's largest mobile telecommunications providers by number of customers.
[image: C:\Users\WIN\Downloads\bus498\Capture.PNG3.PNG]







[bookmark: _Toc16153687]2.3 Parent Company
VEON is an international communications and technology company, headquarter in Amsterdam, and driven by a vision to unlock new opportunities for customers as they navigate the digital world.  Present in some of the world’s most dynamic markets, VEON provides more than 200 million customers with voice, fixed broadband, data and digital services. VEON’s heritage as a pioneer in technology is the driving force behind a major transformation focused on bringing the digital world to each and every customer. VEON offers services to customers in 14 markets including Russia, Italy, Algeria, Pakistan, Uzbekistan, Kazakhstan, Ukrain, Kyrgyzstan, Tajikistan, Armenia, Georgia, Laos, Zimbabwe and Bangladesh. VEON operates under the “Beeline”, “Kyivstar”, “WIND”, “Mobilink”, “Telecel”, “Djezzy” and “banglalink” brands. (Banglalink, 2018)
[bookmark: _Toc16153688][image: C:\Users\WIN\Downloads\bus498\Capture.PNG6.PNG]2.4 History at a Glance in Bangladesh



November 1996, banglalink was awarded a 15-year GSM license to establish, operate and maintain a digital mobile-telephone network for providing 2G services throughout Bangladesh. 
In 2004, Banglalink Digital Communications Ltd. was acquired by Global Telecom Holding. 
In February 2005, Banglalink launched and achieved one million consumers. 
In 2007, within less than two years after the re-launch, banglalink attained more than 7 million customers and became the 2nd largest operator in terms of customers. Ever since, banglalink retained its strong 2nd position in the 6-player mobile telecommunication market in Bangladesh.
In November 2011, the license was renewed for a further 15 year term.
On September 19, 2013, banglalink was awarded a 15-year license to use 5 MHz of 3G spectrum following a competitive auction process, 
In October 2013, banglalink launched 3G services and has witnessed impressive growth in data revenue
In May 2014, Banglalink issued 5-year USD300 million international bond, banglalink bond is the first ever international bond offering from Bangladesh (is listed at Singapore Exchange). 

[bookmark: _Toc16153689]2.5 Vision
To be a pioneer; working at the frontier to unlock new opportunities for customers as they navigate the digital world.
[bookmark: _Toc16153690]2.6 Values
· Customer-Obsessed 
· Banglalink has a passion for Banglalink’s customers - they are at the heart of everything Banglalink does 
· Banglalink is able to make difficult decisions when Banglalink knows it’s in Banglalink’s customer’s best interests 
· Banglalink keeps an eye on Banglalink’scompetitors but it’s Banglalink’s customers who are always front of mind 
· Banglalink is driven by Banglalink’s customer insight - all Banglalink’s digital innovations are borne out of customers’ needs. (Banglalink, 2018)

· Innovative
· Banglalink never stops. Banglalink is always moving, looking for the next disruptive digital ideas 
· Banglalink is adventurous and excited about trying new things 
· Banglalink is quick to bring new digital products and services to market, always driven by a clear customer need 
· Banglalink doesn’t follow the status quo, Banglalink are passionate about creating Banglalink’s own path. (Banglalink, 2018)

· Entrepreneurial
· Banglalink has an ownership mentality, demonstrating passion and taking responsibility of the business as if it were Banglalink’s own 
· Banglalink is agile and dynamic. Banglalink likes to push boundaries and explore what’s possible. Banglalink is not held back by a fear of failure and is always looking to develop new things
· Banglalink takes smart risks, but only when it’s in Banglalink’scustomers best interests 
· Banglalink leads by example - Banglalink does what Banglalink saysBanglalinkis going to do. (Banglalink, 2018)

· Collaborative 
· Banglalink brings people together, united by Banglalink’spassion for Banglalink’scustomers 
· Banglalink works with each other and Banglalink respects the time of others 
· Banglalink doesn’t look to blame, Banglalink looks for solutions to problems and Banglalink takes ownership 
· Banglalink partners with others in order to achieve more 
· When doing things together, Banglalink does them smarter and faster 
· Banglalink is a team 

· Truthful
· Banglalink is open, honest and demonstrate integrity and respect in all Banglalink’sdealings – both internally and externally 
· Banglalink is trustworthy, Banglalink keepsBanglalink’spromises and admitsBanglalink’smistakes 
· Banglalink is focused on upholding the highest level of ethics at all times 
· Banglalink sets clear expectations and communicates feedback in transparent and respectful way 
[bookmark: _Toc16153691]2.7 Departments and the People
There are four main departments in Banglalink digital communications ltd., mainly in Bangladesh headquarter. The four departments are as follows; Administratative, Marketing, Technology, Legal. This four departments are divided into different departments. Under Administratative department, there are talent management, HR operations, Human Resource, Corporate and Regulatory Affairs, Compliance. Under Marketing department, there are; Branding, B2B, B2C.  The people who are behind these departments and the management are given in the organogram below - 








[bookmark: _Toc16153692]2.8 Company Organogram
The organizational chart of Banglalink Digital Communications Ltd. is shown below -
Organogram
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[bookmark: _Toc16153693]2.9 Corporate Social Activities	
From the very beginning, Banglalink is aware about its corporate social responsibilities. Banglalink is a responsible corporate citizen in making a difference in the socio-economic development of Bangladesh. It undertakes many projects each year for community welfare and environment preservation. These initiatives enhanced Banglalink’s reputation. Banglalink’s social activities include the following initiatives:
· Cox’s Bazar Sea Beach Cleaning Project and International Coastal Cleanup Day: 
Since 2005, Banglalink has been cleaning world’s longest sea beach, cox’s bazar. Under this project, 26 female workers clean the 3 km long beach 363 days a year in 2 shifts. There is another team of 7 male workers who support to move all heavy dirt and rubbish from the beach. To create awareness and hype, especially among youth, Banglalink observes ’International Coastal Cleanup Day’ since 2005. Almost 500 volunteers from prominent universities, colleges and different organizations from Dhaka, Chittagong and Cox’s bazaar join hands to clean the beach which makes this the largest voluntary initiative.
· Donating Blankets to Orphanages: 
Since 2009, to help underprivileged children, Banglalink has taken this special initiative to distribute blankets among the orphan children of many orphanages around the country which are in great need for it during winter season.
· Special Arrangements for Hajj Travelers at the Hajj Camp:
 Since 2009, Banglalink took several initiatives to provide free services to hajj travelers at hajj camp where they gather to depart for hajj. This includes arranging air-conditioned busses for travelers, water distribution zone, phone counter for making free phone calls, free charging units etc. Other than these, to further aid the travelers, Banglalink provided them with trolleys, signage, information through vas & a hajj guide booklet to facilitate quick and easy understanding of hajj rituals.
· Water and Date Distribution and Iftar at Orphanage during Ramadan: 
Since 2009, Banglalink distributed free water and dates for the fasting people who got stuck at major traffic points of selected metro cities around iftar time during Ramadan. Banglalink also took initiative of arranging regular iftar & dinner in different orphanages around the country.
· ICT Support for Underprivileged Children: 
To remove the curse of illiteracy from society and to enlighten the students who will become the hope of tomorrow, Banglalink has successfully set up computer labs in 270 underprivileged schools at different parts of the country in 2011. The computer labs are equipped with pc, laptop, internet modem, multimedia projector, speakers and microphone.
[bookmark: _Toc16153694]2.10 SWOT Analysis
The word “SWOT” refers to Strengths, Weaknesses, Opportunities and Threats of a business organization. At present, Banglalink is holding a strong position in the telecommunication industry. It is bringing satisfactory amount of revenue and also increasing the number of subscribers. Here I have tried to prepare of SWOT analysis of Banglalink-
· Strengths:

· The operation process: 
The operation process itself is the biggest strength of it as it provides matching or desired mobile numbers to customers. Telesales department will continue for a long time and even once telesales can be the most vital department to sustain in the market for Banglalink.
· Trained and motivated work force: 
Employees working there are very motivated because of attractive compensation package and secured and friendly working environment.
· Capital investment:
Banglalink is financially stable organization and it is able to invest in the business whenever its required. Financial stability makes a company stronger.
· Tight control over sales process: 
Many people in the industry do not have clear idea about the sales process as it is dealt by their distributors and dealers. However, with the Direct Sales Booth, the people involved know the sales process intimately and are responsible for achieving the sales target and project implementation, thus giving the company a strong control over the process.
· Quality Service:
Banglalink is providing quality service with their improving network system, affordable offerings, and good customer service. It is customer centric and it fulfills its promises.
 
· Skilled Employees:
Banglalink recruits high professional employees and experts and give them training to make them more competent. 
· Customer Service: 
Banglalink has both online and physical customer care service for its customers. The valued customer can solve problems over mobile phone dialing 121. It has also customer care service all over the country mainly in the city areas. Customer care executives are very much patient and cooperative towards its customers.
· Weaknesses:

· Network: 
Customers complain about the network as in some places it cannot give powerful network system. Banglalink is trying its best to solve this crucial problem.
· Unorganized structure: 
They are constantly recruiting people, adding/deleting levels to the organ gram. Thus, the environment is constantly chaotic, with many people not knowing who to contact or whom to report to and who is responsible for what. This takes away time and energy.
· Business Development Officers (BDO):
Though the BDOs play a very vital role in telesales but they are from third party recruiters and they do not have enough training I think.
· Lack of IT instruments:
Sometimes callers face problems regarding their IT instruments and they do not get supply of those products promptly.
· Limited customer care centers:
Customer care centers are too limited to meet the huge demand. Recently Banglalink is expanding its customer care centers and upgrading its quality. Banglalink is committed to meet the customer demand and problem as soon as possible.
· Opportunities:
Banglalink created a strong buzz when it entered the market. It has created a strong image in customer minds. Customers have faith and expectations from it so it can surely exploit this trust in an effective manner.
Others opportunities are-
· Economic growth of Bangladesh.
· New and better interconnection agreement
· Huge need of telecom services
· Declining prices of handsets
· Future privatization of the fixed network
· New international gateway
· Demand for inter-city communication
· Growth in other operator will give more connection
· Growing middle class population
· Possibility of further network expansion
· Developed Infrastructure    
· Innovative Ideas
· Nationwide network coverage    
· Planned investment
· Affordable call rate
· Renowned media partners
· Government support

· Threats:

· More rigid government regulations
· More influence of competitors on the fixed network
· Change of government might lead to competitors having more clout
· Devaluation of Taka
· National catastrophes
· People tend to switch more now a days 
· Price wars with competitors
· New entry of other telecom companies

[bookmark: _Toc16153695]2.11 Product Life Cycle
Strategic planning is the process of developing and maintaining a fit between an organization’s goals and the dynamic environment. Marketing strategy is the way by which a marketing goal can be achieved under the observation of the position of the product. Today understanding customer is crucial, but it is not enough. Under the marketing concept, companies gain competitive advantages by satisfying target consumer needs better than competitors do. Thus, marketing strategies must consider not only the needs of target consumers, but also the strategies of competitors.
Comparing the external environment Banglalink’s product is placed at the growth stage of its life cycle. Knowing this position will help to determine which strategy is to apply. Market share of Banglalink is growing at a positive rate in total market. That means the overall growth rate compare to overall market Banglalink is in the Growth Stage. 
Company’s objective must be profitable growth. Since marketing has the main responsibility to achieve profit and lay down strategies for capturing them, Banglalink has followed the same technique in the operations. The company position dictates the company’s growth strategies.

[bookmark: _Toc16153696]2.12 Environment, Health, Safety and Security
Banglalink ensures following aspects to its concern-
· Environmental Safety 
· Medical Support Services for Employees Health 
First Aid Coverage (Medicine)
· Safety Measures
· Emergency Evacuation Drill Evacuation Plan
· Vehicle Diagnosis
· Safety Awareness
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[bookmark: _Toc16153697]Chapter Three: Brand Management of Banglalink
[bookmark: _Toc16153698]3.1 Brand
A brand is simply an identity. It includes name, term, design, symbol or any other features that identifies one seller's good or service as distinct from those of other sellers.
[bookmark: _Toc16153699]3.2 Brand Management
It involves activities that supervise the promotion of a particular brand of goods.
Brand managers must ensure that the products, services and product lines that fall under their domain resonate with current and potential customers. These professionals must continuously monitor marketing trends and keep a close eye on competitive products in the marketplace.
There is countless importance of branding but some of the crucial ones are-
· Branding gets recognition
· Branding creates business value
· Generates new customers
· Improve employee pride and satisfaction
· Create trust within the marketplace
· It supports advertising
[bookmark: _Toc16153700]3.3 Brand Management of Banglalink
There are various functional areas in any organization that help organizations for achieving business objectives. Brand management is under the marketing area. It has influence over other areas like-
· Finance: When you have a strong brand it gets easier to invest and have loans from various sources.
· HR: When you have a strong brand its easier to attract talent and can have satisfactory recruitment process.
· Production: In case of a strong brand, the capacity will be higher that leads to better sales and lowers the per unit fixed cost.
· Research and Development: Strong brand is comfortable, spend in research and development and explore their potentialities.
Hence, Brand management has a long term impact on every other functional area.
[bookmark: _Toc16153701]3.3.1 Pre requisites 
Before handling a brand there are few prerequisites which are discussed below-

· Business Model: It’s a road map to make profit. In case of Banglalink, Banglalink sells its sims to customers and get monetary return.

· Segmenting, Targeting and Positioning:
· Segmenting is grouping customers based on some common characteristics. Grouping can be geographic, demographic, psychographic, behavioral etc. Under segmentation there are mass marketing, tailored marketing,target marketing etc. In case of Banglalink, it follows mass marketing where everyone is considered as customers. The market is huge but price competition is high.
· Banglalink targets public of Bangladesh and not some specific targeting as it follows mass marketing.
· Positioning includes placing a product in customers mind. For positioning, differentiation is must. Differentiation is a continuous process. There are four types of differentiation and Banglalink successfully meet these differentiations-
· Product Differentiation: It includes technical nature, quality, performance, design, feature etc. Banglalink provides a good network service, affordable to for anyone, has colorful, relevant and inciting designs and features.
· Service Differentiation: Banglalink’s customer service is helpful and effective. It strives to give customers the best of service and the fastest solution. In order to do that they have a state-of-the-art call center that serves customers 24 hours 7 days a week. Banglalink's Customer Care is always happy to help the clients with a service that is second to none. They have dedicated account managers to assist telecommunication needs and also to communicate regular events and appreciation programs that value relationship with corporate clients. Banglalink help centre is there to help customers online.
· Personnel Differentiation: Customer care representatives of Banglalink are very well behaved and helpful towards their clients. They perform their roles effectively.
· Image Differentiation: Customers believe that Banglalink is a trust worthy brand and they have both favorability and familiarity towards Banglalink. Banglalink earned a good image by customers.
[bookmark: _Toc16153702]3.3.2 Branding Challenges
As there are other telecommunication service providers in Bangladesh, offering same category products and benefits, Banglalink face branding challenges. It has adapted new techniques that are suitable in this modern era. Traditional marketing tools are less used but new marketing tools are more in concern like- search engine marketing, corporate social responsibility, social media advertisement etc. they always try to be upgraded over time. They believe that differentiation is not a static process so they need to be upgraded and adaptable with changes. 
[bookmark: _Toc16153703]3.3.3 Brand Elements
· Brand Name: Banglalink
· Brand Tagline:
“Jekhanei ache din bodoler cheshta, shekhanei ache Banglalink”
[image: ]
· Brand Logo: 

· Brand Jingle: It has a catchy jingle that is memorable and likeable by its customers.
· Packaging and color: Combination of orange and black color
· Person: There are paid celebrities involved in long term contract with the brand, they represent and promote the brand. Worlds number 1 one day cricket all-rounder Shakib Al Hasan and his wife Umme Ahmed Shishir have been appointed as the brand ambassadors of Banglalink Digital Communication.
[bookmark: _Toc16153704]3.3.4 CBBE Model
CBBE stands for Customer based Brand Equity Model. It has various steps-
· Salience
· Performance
· Image
· Judgment
· Feeling
· Resonance
A Strong brand resides in customer’s mind that impacts customer experience. There are five dimensions of customer mind to interpret customer experience-
· Thinking or thoughts
· Feelings
· Image
· Perception
· Attitude
Banglalink possesses great concern about these dimensions as they value customer experiences.
· Thinking or thoughts: It includes evaluation that comes from logic, whether customers find the brand and its activities logical or not! In case of Banglalink, customers find relevance in this brand and customers consider its activities, offers logical and effective.
· Feeling: It includes emotion. Emotions can control customer’s action. In case of Banglalink, customers are emotionally connected with the brand as it has the word ‘Bangla’in its brand name that connects customers with their identity that is ‘Bangladeshi’ and their mother land ‘Bangladesh’. It has a symbol of royal Bengal tiger that is our national animal that represents our motherland. Banglalink has successfully attracted customers by presenting emotional advertisements. 
· Image: It includes overall impression of customers towards a brand. Continued positive perception may convert in positive image. Image is stronger than perception. Banglalink has a reputed and trust worthy image by customers. Customers rely on Banglalink.
· Perception- It mainly includes sensory impressions. Perceptions of customers can be right or wrong but brands need to create positive perception in customer mind. Banglalink has successfully created positive perceptions of customers by their performance and commitments.
· Attitude: It includes liking or disliking of customers towards a brand. Attitude and perception always go hand in hand. At first, brands need to create positive perception then they can create positive attitude. Positive perception leads to positive attitude. Sometimes exceptions are there! One must have negative perception about something but still like it! For example- people know smoking is injurious to health but some may have positive attitude towards it. If brands face such situation where perception is not up to the mark it must create a positive attitude towards the brand. Customers use Banglalink vastly and find it a reliable brand so customer have positive attitude towards Banglalink.
Brand Duality:
It’s a combination of logic and emotion. It includes both thinking and feeling. Both are needed for creating a strong brand. Banglalink emphasizes in brand duality. It’s always try to offer logical convenient offerings to its customers and besides that it is concerned about customers emotions and their promotional activities always emphasize customer emotions. Customers find Banglalink convenient and connect with the brand emotionally.
[bookmark: _Toc16153705]3.4 CBBE Model of Banglalink
[bookmark: _Toc16153706]3.4.1 Salience
It refers identity. It answers the questions like what is the brand is all about. Brand needs to create unique identity through differentiation. Identity is a cumulative concept. It is dynamic not static. Through familiarity identity can be created. Only mere identity cannot create a strong brand, a unique identity can create a strong brand that can be achieved over time. Bangalink has created a distinguish identity and that is proved by customers familiarity and favorability towards the brand. Salience has two concerns- Depth and Breadth
· Depth: It answers the question that how easily customers can recall the brand. Clarity of category makes it easier for customers to recall easily. If customers are not clear about the type or category of the offerings they will not remember the brand and will fail to recall the brand. Depth enhances customers recall ability. Banglalink has successfully attracted customers by its name, logo, jingle and core offerings. It has successfully achieved both familiarity and favorability.
· Breadth: It includes trial intention of customers, whether customers consider to purchase and consume. Customers may have idea or know a brand but may not have the intention to purchase or try. Knowing is not everything. Customers need sufficient information, knowledge about a brand that may lead to trial intention. They need to have faith, reliance towards a brand before they invest. Banglalink has earned that trust and reliance by customers that customers purchase and use it with full notion.
Brand Identity Prism:
It includes identity criteria. Identity is a complex concept; it cannot be made within one day. It takes time to create an identity. Unique identity is made over time. Brand identity is a dynamic process. It has six dimensions-
· Physique: It is a basic element that is tangible. In case of Banglalink, the sim card itself is under this section. Customers buy Banglalink sim cards and use it via their mobile. Banglalik sim card is orange in color and Banglalink is written over the sim card in black color.
· Relationship: Identity of a brand is not about sales, it’s about creating an image. Building and maintaining a good relationship is must for creating an image. Banglalink always try to involve in activities where they can connect their customers for example- recently they have launched a theme song called “Bangalink e beshi beshi, everybody khushi khushi”, starring the famous artists Shakib Khan and Nusrat Faria. They encouraged customers to dance in this theme song via TIKTOK APP and they will post those customers dancing video in Banglalink theme song in their official facebook page. By this initiative, they wanted to make a connection with their valuable customers and let them feel that they are valuable Banglalink family members. Customer care executives are always well behaved and help customers by their best. Banglalink offers special offers to their premium customers segmented by “Banglalink Priyojon”. 
· Reflection: It answers the question that how customers view the brand. In case of Banglalink, customers view Banglalink for all not for some specific genre like young or old people. It’s for all that can meet up customers’ needs. It’s a colorful, enthusiastic brand that connects people.
· Personality: It includes characteristics of a brand that are appeared to customers. Just like a human being a brand has its own personality. Banglalink is a colorful, enthusiastic, connecting brand. It is a culture oriented brand that reflects in its name, logo and other promotional activities. It is a brand that is reliable and worth trying. 
· Culture: It answers the question that how is the culture of the brand. Banglaink has a culture where it performs corporate social responsibilities, no gender discriminations or biasness towards the internal customers, helpful, cooperative and learning working environment, maintain hygienic, safe and secure workplace, obedient towards labor law and Government. It is a culture oriented brand that reflects in its name, logo and other promotional activities.
· Self Image: It answers the question that how customers feel by using the brand. By using Banglalink, customers do not feel down. It’s a popular brand having a good image so they feel prestigious and valued. As there are many users of the brand, customers feel belongingness to the society. Premium customers of Banglalink (Banglalink Priyojon) can avail special treatments from Banglalink and they can enjoy that and may like to show off, they feel prestigious and special that gives them a good self image.
[bookmark: _Toc16153707]3.4.2 Performance
It ensures favorability of a brand. At first brands need to create favorability and then it get the familiarity. Brands need to have effective design and performance. If they fail in proper design and performance then no other tools can save them in the long run. In case of Banglalink, customers feel that Banglalink performs well. It offers good network, affordable to purchase, easy to purchase, affordable and convenient usage. Sometimes it struggles with the network facilities in some places but most of the places cover a good network of Banglalink. Customers are satisfied with its performance.
[bookmark: _Toc16153708]3.4.3 Image
It ensures familiarity of a brand. After ensuring a better performance that leads to favorability, familiarity can be established. It includes sustain impression.
Communication is crucial in creating familiarity. Communication can be active and passive. Passive communication is not enough. Only word of mouth cannot create a familiar brand in this competitive market. In active communication, good amount of money is invested in promotional activities. There are active advertisements and promotional campaigns. Active communication is mandatory in this competitive new era of branding. 
In case of Banglalink, it is involved in active communication as Bangallink believes that competition is between better and best and out of sight leads to out of mind! It follows both traditional and digital platforms of advertisement. It uses television, radio, bill boards, news papers, magazines for advertisement. It knows the value of digital marketing in recent years. It has active facebook page, youtube channel, instagram, website etc. it sponsors many events actively.
For having a sustain impression, communication is mandatory. Communication is for target customers. Customer profile and background are prerequisites of communication. Customer profile like region, age, gender, income, preference etc must be analyzed before communicating with customers. In case of Banglalink, it knows its customers. It serves people of Bangladesh regardless of age, gender, income etc.
Group Perceptions Popularity:
It ensures being in a group. Companies create fashion, trend in a way that people follow those trends and fashions and if some people miss out from those trends and fashions they feel left out. In case of Banglalink, it has excitement, colorfulness, youth based trends and fashion, emotions, patriotism etc and all these features connect customers to use Banglalink and have these features in common. Premier customers of Banglalink are labeled as ‘Banglalink Priyojon’ and they get special treatment and other customers desire to be a ‘Banglalink Priyojon’. 
Purchase and Usage situations:
· Type of channel- Banglalink sim cards are sold in several stores all over the country, in their own customer service office so the type of channel is broad and convenient.
· Specific stores- Banglalink deals with several stores in several regions all over the Bangladesh where sim cards are sold. They deal with popular, well reputed stores to sell their sim cards.
· Ease of purchase- customers can buy from several stores, customer care office by cash, cards or other mediums like Bkash. It ensures ease of purchase.
· Time- during special time like Eid, Pohela Baisakh, new year and other occasions Banglalink provides special offers to customers to enhance their usage.
· Location- they have several customer care points all over Bangladesh.
· Context of usage- for example, in ‘Friendship Day’ Banglalink provides special offers to both you and your favorite friends and family (FNF).
Personality and Values
Just like human beings, brands have their own personalities. It answers the question that how a brand appears in customer mind. Banglalink has its own individual personality-
· Sincerity- it includes commitment to purpose. Bangalink is committed to its purpose. Its been serving its customers effectively. It’s a sincere brand.
· Excitement- it includes activeness and entertainment. Banglalink is perceived an active and entertaining brand by its customers as they follow active, exciting, spontaneous, colorful, trendy promotional campaigns.
· Competence- it includes ability. Banglalink is able to serve its customers effectively and efficiently.
· Sophistication- it includes sense of class. People having different classes and statuses use Banglalink, it’s for all.
[bookmark: _Toc16153709]3.4.4 Judgment Dimension
It focuses on value that means worthiness. Value concept is subjective, differs from person to person. Often customers reject brands in the judgment step even if the previous steps are satisfactory as competition is between better and best and that particular offering must be worthy to customer needs.
· Value VS Price
Some may think that both are similar but they are not. Value means worthiness, whether it can fulfill your needs or useful to you. Price is the cost customers have to pay for availing the offering. So, value is not equal to price.
· Value, Price and Customer Satisfaction
These three elements are connected. According to customers, if price is higher than the value they become dissatisfied. If price is equal to the value they are satisfied and if price is lower than the value they are delighted as they can avail their valuable things in fewer prices. Customer satisfaction is subjective as several customers have several preferences.
In case of Banglalink, it offers affordable price of their sim cards and reasonable offerings and they provide good network system along with many other conveniences that fulfill customers’ needs and expectations. In that way customers are satisfied with Banglalink as it matches their preferred price and worthiness. Banglalink always try to set the price in a way that may support customers’ preferences as they just don’t want to have satisfied customers but to have delighted customers who are part of Banglalink family.
· Value Competition VS Price Competition
Usually weak and average brands have intense price competition. But strong brands always focus on value competition. They want to offer different and better than their competitors as competition is between better and best. Strong brands sometimes come into price competition but never for a long period. They do it only for a short time. In case of Banglalink, it focuses on value competition mostly. It thinks big and focuses on customers mind.  It focuses on quality and performance that ensures worthiness or value. It believes that value needs to be created in image dimension rather than judgment dimension as when customers have a good image towards a brand they will find it worthy to invest and will take purchase action. Banglalink try to give better network and offers to customers and give privileges to premium customers and make them to remain with the brand.
· Brand Credibility
· Expertise: it includes competence. Customers do believe that Banglalink is a capable organization and they can serve its purpose.
· Trust worthiness: it cannot be created in one day, it takes time. For gaining trust Banglalink ensures effective performance and quality. It ensures good customers handling and maintain a great public relationship.
· Likeability: it has many dimensions and it is subjective. Bangalink is a popular brand and it’s the third largest cellular service providers in Bangladesh.
· Relevance: it answers the question that whether the brand is relevant to customer context or not. If it’s not relevant no one will buy it. Relevance ensures value.
· Superiority: it answers the question that whether the brand provides superior differentiation or not. Banglalink always try to be upgraded with new trends. It closely observes its competitors and ensures other competitors should not be the only one who offers something different. They always come up with new things.
[bookmark: _Toc16153710]3.4.5 Feeling Dimension
It includes customers’ emotion. Ultimate outcome of branding is brand loyalty that can be ensured when customers are emotionally attached with the brand. Often customers switch from one brand to another even after they have said yes in the judgment dimension just because of lack of emotional attachment or brand loyalty. If there is no emotional attachment customers will switch whenever they will find something better. Brand duality is important here. Customers must have both logic and emotion. At first customers need to be logically convinced and then emotional attachment can be build that will make them loyal to the brand and they may not switch to another brand. Sustaining customers in this dimension is difficult.
Bangalink ensured brand duality as we have discussed earlier. It ensures customer satisfaction by both logic and emotion. It’s a well reputed brand that ensures quality and performance, on the other hand it origins from the name of our motherland, it does several emotional promotional campaigns that connects it customers emotionally. it gives privileges to its premium customers and make them committed towards the brand. Some aspects of feelings dimension are-
· Warmth- it includes sense of closeness. Banglalink in their promotional campaigns always try to connect people with the brand. They portray people of Bangladesh uses Banglalink, its for Bangladeshi people, it shows its culture orientation, content of advertisements mostly include families, friends and close ones. 
· Fun- it promotes happiness and fun. Most of the content of advertisements includes fun and joy.
· Excitement- it is a colorful, fun, enthusiastic and inciting brand. 
· Social approval- it is a socially acceptable and loved brand. “Banglalink Priyojon” gets privileges and others want to be privileged by being the premium customer.
· Self respect- it is a well reputed brand and people don’t feel down using the brand.

[bookmark: _Toc16153711]3.4.6 Content Marketing
It’s a type of marketing that does not explicitly promote a brand but is intended to stimulate interest in its products or services. The message is covered by the content. It is not sales oriented, it is brand oriented. For example- when we see some certified doctors refer any toothpaste or some medicine of some company or some guests in the talk show name a particular brand all these are content marketing.
Banglalink applies content marketing. Like- in many concerts shows we see the name of ‘Banglalink’, celebrities’ say its name in several shows etc. it is done to mark its name to customers mind. It’s a great tool for customers’ emotional mechanism. 
[bookmark: _Toc16153712]3.4.7 Resonance Dimension
It includes repeat purchase from customers. Under this dimension, customers keep coming back and become a loyal customer. Previous activities must be continued. Consistent and continuous branding effort is mandatory.  Other activities must be completed effectively to come to resonance level and for maintaining that too for example if design and performance is absolute, survival is absolute. Some aspects under this dimension include-
· Attitudinal attachment: In this step, customers love the brand and feel pleasure and proud to use the brand. Banglalink has a large customer base that uses the brand with pleasure and pride.
· Sense of community: It includes friendly attachment. It covers both kinship and affiliation. Kinship is more intense than affiliation. Customers using same brand feel close and have a sense of being in a same community. Bangalink users belong to Bangalink family.
· Active engagement: Brands need to be actively engage and associated. It may have fan club, making a platform for existing and potential customers for exchanging information, experiences with the brand. Fans of a brand never tolerates negative views against the brand, they spread word of mouth and become a promoter of the brand. Bangalink is active in its Facebook page, instagram, youtube and other social platforms to create these opportunities for customers. 
The challenge in resonance level is to face all the challenges in previous level and solve them effectively.


[bookmark: _Toc16153713]3.4.8 Criteria for Choosing Brand Elements
· Memorability: Brand name must be memorable by the customers so that they can easily recall that. It should be small, easy pronunciation etc. Banglalink is a small, easily utterly word that can be remembered easily.
· Meaningfulness: Brand name must have some meaning. In case of Banglalink, it means a connection or a link that connects Bangladeshi people. 
· Likeability: Customers like the name of Banglalink as it is memorable, meaningful and connecting to its customer base.
· Protectibility: Brand name must be legally protectable. Banglalink’s name, logo, slogan, jingle and other brand elements are legally protectable.
· Adaptability: It reduces the chance of being obsolete over time. Strong established brands don’t change their brand brand elements easily. Banglalink’s brand elements are adaptable.
Brand elements of Banglalink support its perception that helps in positioning. They are consistent with its positioning. Brand elements of Banglalink are visible, simple and communicative.
[bookmark: _Toc16153714]3.4.9 Brand Hierarchy
It includes corporate brand, individual brand, family brand, modifiers. 
Bangalink falls under individual brand. It includes one brand, one product.
Individual brand: Banglalink falls under this category.
[bookmark: _Toc16153715]3.4.10 Rebranding
It means repeat branding process. After giving the utmost branding effort, if no outcome or return has been earned then rebranding is needed. It is for both weak and strong brands. For weak brand it is mandatory and for strong brand it is crucial for maintaining the position in the industry. It can be done in two ways-
· Comprehensive rebranding: Comprehensive rebranding means major change or we can say branding totally differently. Everything will be changed and major change will take place. It is mostly done by weak brands. 
· Minor modification: Under this, minor changes will take place like modifying the tagline, logo etc. it does not change the positioning. 
Banglalink does rebranding in a way of minor modification. It is an established well reputed strong brand and sometimes it modifies its brand’s tagline like- from “din bodoler cheshtay Banglalink” to “ek desh ek rate” and now “tomar amar shobar beshi beshi dorkar”
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[bookmark: _Toc16153716]Chapter Four: Finding of the Report

Finding and Analysis
· Network coverage in some places is not up to the mark
· Limited customer care centers comparing to customer needs
· Customers like to watch promotions of Banglalink and it does affect the sales volume
· Constantly recruiting people, adding/deleting levels to the organ gram, sudden turn over affect the reputation of the company
· Privileges for premium customers are less comparing to the competitors.
· Banglalink follows the ‘Customer Based Brand Equity’ (CBBE) model.
· It has been great in safety, security, environment and health arena.
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[bookmark: _Toc16153717]Chapter Five: Conclusion

[bookmark: _Toc16153718]4.1 Recommendations
· Because of network and technological problem customers have to face different problems. These issues should be taken seriously and corrective action should be taken
· More customer care centers should be established as it’s not sufficient according to customers’ needs.
· Constantly recruiting people, adding/deleting levels to the organ gram, sudden turn over all these issues should be taken care of for maintaining a good image
· Premium customers should get more privileges for maintaining the customer loyalty
· It should go for rebranding in a form of minor modification when it is necessary












[bookmark: _Toc16153719]4.2 Conclusion
Banglalink is the third largest telecommunication service provider of Bangladesh, serving millions of subscribers with its innovative and satisfactory quality service. Infrastructure and corporate culture are two important assets for the company. The Administration Division ensures success of the organization and involves experienced people for the maintenance tasks. Network coverage is the issue they have to take it as a concern, though they have improved in this arena and continuously making effort. Banglalink follows CBBE Model in its brand management and they have been great in their journey. Recently they did rebranding in a form of minor modification and in their advertisement they hire Bangladesh’s most popular actor ‘Sakib khan’ and ‘Nusrat Faria’ and it excites people a lot and it does affect the sales volume. Their current branding strategy is effective and efficient. If they continue doing what they are doing right now properly, no one can stop them to remain a popular brand in customer’s minds.
Throughout my internship period in Banglalink, it amazed me with its variation of work for interns. Banglalink gave me a taste of professionalism. This internship opportunity gave me a solid chance of application of what I have learned in my four years of UIU Business School education. The internship experience at Banglalink Digital Communications Limited had been a great learning for me. I am glad that I could add value to the organization. Throughout my internship program I was able to observe and gain knowledge about the work of my team members which diversified my learning experience. I will always cherish the memories of my internship experience in Banglalink. 
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