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Executive summary 

 

This Report deals with the internet data product marketing strategies and the product 

communication preocess of Robi Axiata Ltd. Robi is the second largest mobile phone 

network operator in Bangladesh.  Axiata Group Berhad, of Malaysia, Bharti Airtel Limited, 

of India and NTT DoCoMo Inc. of Japan has the ownership shares of this company. 

The organization has many operational divisions such as Market operation division, Human 

resource division etc. and each divisions consists of few departments according to the needs 

of the operation. Market operation division is the only division who directly works for the 

direct revenue generation. There are multiple major departments or teams in the market 

operation division of which Data team deals with the Internet service of Robi. 

The Data team of Robi works on more than 35+ active internet products and packages. They 

built their own strategies and processes to market those products and sustain in the highly 

competitive external business environment. Like other departments the Data team also has 

their product information repository system in which everyday data of their product 

performance is being stored by the assigned people or third person company from which the 

team gets the necessary informations to analyze the performance of their products. 

A major part of the marketing process is to find out which product to promote in which area. 

The market of Robi Data department is segmented into area, region and division wise 

although the have many national offers for the customers too. For better performance 

customized products & packages are made for the segments and the regular analysis of 

customer, vendor and overall market feedback is needed to set the strategies and executing 

the business plan. From acquiring the feedbacks of the product performance and analyzing to 

decision making and executing the strategy there is a structured system they need to follow 

which is the major part of this report that is described. 

 

 

 

 

https://en.wikipedia.org/wiki/Axiata_Group_Berhad
https://en.wikipedia.org/wiki/Bharti_Airtel
https://en.wikipedia.org/wiki/NTT_DoCoMo
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Objective of the Report 
To summarize the practical observation during inetrnship period in a report so that the 

outcome from working in a realistic situation can be measured, exhibited and analized for 

different purposes.  The internship program helps a student in future career development. 

Scope of the Report 
The report is expected to be filled with the most updated informations about a particular 

functional process of a telecom giant in Bangladesh. While making the report, I had extensive 

discussion with the company employees and the supervisor I was assigned to which gave me 

the option to get in depth knowledge about transaction data analysis and product development 

process of Robi Axiata Ltd. 

Methodology of the Report 
The report inputs were collected from two sources: 

Primary sources 

• Practical observation 

• Conversation with  the VP 

• Direct observations through working 

• Conversation with employees 

Secondary sources 

• Reports of the company 

• Memos and Circulars 

• Websites of the company 

• Internet 

Limitations 
In preparing this report there were certain limitations we faced: 

• Lack of sufficient sources 

• The findings in this report may vary with some of the expert’s opinions in the relative 

field. 

• Using actual informations were prohibited in some places due to confidentiality 
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Chapter: 1 

Introduction of the Company 
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Chapter 1: Introduction of the Company 
 

Robi Axiata limited (Bengali: রবি), acquires the status of the second biggest mobile network 

operator of Bangladesh. Axiata Group Berhad, of Malaysia, Bharti Airtel Limited, of India 

and NTT DoCoMo Inc. of Japan made the joint venture to formulate this company where- 

• Axiata holds 68.7% shares 

• Bharti  airtel holds 25% shares and 

• NTT DOCOMO holds the remaining 6.3% shares 

The first ever merger in the telecom industry of Bangladesh has come into real with the 

beginning of the activities of Robi Axiata Limited as the merged entity on 16th November, 

2016. After the merger of airtel and Robi, the merged entity is now called as Robi Axiata 

Limited. After successfully completed the process of merger, Robi has currently doing 

business as the second biggest mobile phone operator in the country. The company now has 

very powerful nationwide network coverage.  

 

Technically Robi first started its operation in 1997 with the brand name ‘AKTEL’ as 

Telekom Malaysia International (Bangladesh). The company was re-branded in 2010 nd the 

new name was ‘Robi’. Robi is useing two brands, 'robi' and 'airtel' since November 2016, for 

customer services. ‘Airtel’ is Robi Axiata’s distinct product brand. Robi Axiata got spectrum 

on GSM 900, 1800 and 2100 MHz bands.  

https://en.wikipedia.org/wiki/Bengali_language
https://en.wikipedia.org/wiki/Bangladesh
https://en.wikipedia.org/wiki/Axiata_Group_Berhad
https://en.wikipedia.org/wiki/Bharti_Airtel
https://en.wikipedia.org/wiki/NTT_DoCoMo
https://en.wikipedia.org/wiki/Axiata
https://en.wikipedia.org/wiki/Bharti_Airtel
https://en.wikipedia.org/wiki/NTT_DoCoMo
https://en.wikipedia.org/wiki/Airtel_Bangladesh
https://en.wikipedia.org/wiki/Airtel_Bangladesh
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Background History 

On 15 November, 1997 Robi started its operations in Dhaka where they have started their 

business on 26 March, 1998 in Chittagong as “Aktel”. Mr. Zahiruddin Khan the ex-commerce 

minister was its founding chairman. It was a joint-venture between A.K. Khan Company and 

Telekom Malaysia. 

From the beginning it was ranked as number two mobile operator and was behind the 

marker leader GrameenPhone in terms of both revenue and no. of subscribers who were 

enjoing the first mover advantages. 

Aktel began investing highly with the help of funds from Telekom Malaysia (the majority 

stake owner) so that they could expand their network in 2001.The investment was not enough 

in comparison with GrameenPhone’s mighty investments. But customer base was increasing 

day by day and theyremained at number two position. Before 2004, Aktel kept very low in 

promoting its brand unlike GrameenPhone. Aktel spent highly to promote its brand all over 

the marketing mediums from the end of 2004. It created a positive impact and the brand 

became well established. Chief Operating Officer Mr. Vijay Watson was given the credit for 

this fruitful step who is considered to be the mastermind behind success of this company. 

In the middle of 2008, people came to know that A.K.Khan & Company was going to sell its 

30% share and Vodafone and NTT DoCoMo were the potential buyers. Mr. AK Shamsuddin 

Khan, Chairman A.K.Khan & Company and Mr. Salahuddin Kasem Khan, ex-Chairman of 

Aktel and Managing Director of A.K.Khan & Co Ltd introduces themselves as the sellers. 
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The deal was completed On September 19, 2008. After months of negotiation NTT DoCoMo 

agreed to make the deal with A.K.Khan & Company for US $ 350million. 

 Axiata Group Berhad  

Axiata group is a promising giant in Asian telecommunication industries with significant 

market substance in Malaysia, Sri Lanka, Indonesia, Bangladesh and Cambodia. In spite of 

this, the Malaysian originated holding company got strategic mobile and non-mobile 

telecommunications activities and investments in India, Singapore, Pakistan, Iran, and 

Thailand. Axiata Group Berhad, together with its subsidiaries and associates, has almost 120 

million mobile subscribers only in Asian region. It is also listed on Malaysia’s stock 

exchange. 
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NTT DOCOMO INC   

NTT DOCOMO INC is one of the world’s top mobile communications company and the 

biggest mobile communications company in Japan. DOCOMO serves approximtely 57 

million customers which includes 44 million users subscribing to FOMA™, introduced as the 

first 3G mobile service in the world stand on W-CDMA in 2001. DOCOMO also provides a 

wide range of leading-edge mobile multimedia action which includes i-mode™, one of the 

most popular mobile e-mail/Internet service in the world, used by 48 million users 

approximtely. Including credit-card services and other e-wallet functions, DOCOMO mobile 

phones have become highly essential tools in normal life. With innovative offerings and 

cutting edge technology, DOCOMO is quickly becoming a preferred daily need of many 

people, continuously expanding its role in its users’ lives, growing globally not only in Asia 

but also in Europe and North America. NTT DOCOMO INC is also listed on the London 

(NDCM), Tokyo (9437) and New York (DCM) stock exchanges. 

 

Mission, Vision & Principles of Robi Axiata 

 

Vision 

To be a leader as a telecommunication service provider in 

Bangladesh. 

Mission 

EMPOWERING YOU: “We are there for you, where you want and in 

the way you want, in order to help you develop, row and make the 

most of your lives through our services.” 
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Principles 

Robi Axiata Limited employees hold themselves accountable to the following guiding 

Principles for the organization. 

1. Being respectful towards everyone. 

2. Being trustworthy by action. Being passionate and creative in all we do. 

3. Keeping things simple in the way we do things. 

4. Being ethical and transparent. 

5. Demonstrating individual and collective ownership. 

6. Practicing an open culture in communication and interaction. 

 

Products 

Robi offers different products to its customers. In spite of offering the fundamental pre-paid 

and post-paid mobile services, it also provides a wide arry of value-added products and 

services like, GPRS, SMS,  EDGE, SMS banking, Caller Ring Back Tone, international 

roaming, MMS, Voice Greetings etc. On 4th August 2008, they introduced call blocking 

service which gives the subscribers to control which call he or she receive or not. Robi also 

got the widest international roaming coverage in comparison with the other mobile opertors 

in Bangladesh. 

 

Customer Care 

• 20 Customer Care Centers and 430 Robi Care Points in 64 districts 

• 25,000 retail selling points 

• 100,000 voucher sales point all over Bangladesh. 
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Chapter: 2 

Organization Structure of Robi Axiata Ltd. 
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Chapter 2: Organization Structure of Robi Axiata Ltd. 

 

The company is headed by the Chief Executive designated as the Managing Director who is 

responsible for overall operations of business of the organization and leading dynamically for 

the accomplishment of its purpose. In attaining the purpose of the organization, the Chief 

Financial Officer, General Managers & department Heads helps the Managing Director. Robi 

has a competitive and dynamic sales channel, which includes direct dealers and their own 

sales force. The company has an executive committee of Chairman, Directors, Managing 

Director, Chief Financial Officer and other General Managers. 

Robi Axiata Limited has 9 big divisions each contain several departments according to the 

opertional & organizational need.  

• Finance Division 

• Market Opertion division 

• Information Technology Division 

• Technical Division 

• Human Resources Division 

• Revenue Assurance Department 

• Regulatory Affairs Department 

• Internal Audit Department 

• Corporate Affairs Department 

• Corporate Strategy Department 

• Supply Chain Management Department 

• Credit Control Department 

• Legal & Compliance Department 

• Security & Safety Department 

• MD’s/CEO’s Office Page 
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Top mangement 

              

 

 

 

 

 

 

 

 

 

 

 

 

 

Mahtab Uddin Ahmed 
Chief Executive Officer 

Medhat Al-Husseiny 
Chief Technology Officer 

Pradeep Shrivastava 
Chief Commercial Officer 

Md. Shahedul Alam 
Head of Regulatory Affairs 

Shihab Ahmed 
Chief Digital Service Officer 

Md. Adil Hossain 
Head of Enterprise Business 

AKM Morshed 
Chief Supply Chain & 

Program Officer 

Asif Naimur Rshid 
Head of IT 

Md. Faisal Imtiaz Khan 
Head of Human Resources 

Ruhul Amin 
Head of Corporate Strategy 

Roni Thome 
Chief Financial Officer 
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Operational Organogram 

The organization is divided into many divisions such as Market operation division, Human 

resource division etc. which are further divided into several departments according to the 

needs of the operation. Every department consists of one or more than one teams.  

 

 

 

 

 

 

 

 

 

 

 

 

As mentioned earlier that teams are headed by a VP but sometimes one VP my hold the 

responsibilities of more than a single team. The Vice Presidents report directly to the division 

head but sometimes they can directly go to the top management if needed. Finally, divisions’ 

head who are considered top management officers follows business integration strategy 

themselves and reports to the CEO of the company. 

 

 

There is a head position in each team. Generally, the 

head of a team is called Vice president here. In an 

ideal situation there must be- General Manager(s), 

Managers, specialists, Graduate trainees and 

sometimes an intern working under the supervision 

of a Manager. So the reporting boss of the intern is 

always a Manager. The reporting bosses of the 

specialists are the Managers and sometimes General 

Managers too. Managers directly answer to the GM 

or the VP of the team. Managers are provided 

specific tasks, plans or analysis to be done. General 

Managers play as the bridge between departmental 

heads & employees. If there are multiple General 

Managers in a team then they are assigned in 

multiple projects by the VP. For example one GM is 

assigned for business promotion tasks and one GM 

is for the regional segmentation where both work in 

a same voice team of market operation division.  
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Market Operation Division 

Robi Axiata ltd. is one of the leading mobile netwok operators in Bangladesh.The market 

operation division of this company is very strong and filled with both vastly experienced 

employers and energetic fresh young graduates. Market opertion division is the only 

department in this company which directly works for revenue genertion. Pradeep Shrivastava 

is the devision head designated as the Chief commercial officer. There are 7 major teams in 

the market operation division of Robi.  

Voice team- Deals with the marketing of voice call related offers and strategies. 

Data team- Deals with the marketing activities of internet services of Robi. 

BP- Deals with the issues with brand promotion. 

CLM team- Support with the customer life cycle management services. 

VAS team- Works with the Robi’s value added services. 

Device team- Works with the marketing of specific mobile handset offerings by Robi. 

Alternate channel- Deals with the alternative areas of promotion. 

 

Data Team 

Data team brings about 21%-24% revenue of total Robi’s revenue. The activities of the team 

can be discussed in several steps. The main focus of the team is to offer the customer 

lucrative internet data packages with the most competitive yet profitable price.  

From making an attractive data package for the customers and commuinicate it with them 

there are many proceedings in between. There are many steps the team needs to follow in this 

process and employers of the team are given specific roles to play in the process.  

Mr.Avinash Mathur is the current Vice President of the data team supported by the two 

General Managers, Ariful Hoque and Md. Mamun. There are two managers in the team, 

Abdalur Rahman and Rabiul Miraz. Beside them there are four specialists, one GT and one 

intern under the supervision of Manager Abdalur Rahman are working in this team.  
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Role of the Intern 

There are some specific roles for the intern of the data team. Some of the tasks are there 

which is needed to perform regularly on a daily basis and others periodically. The main 

responsibilities of the intern are given below- 

• Analyse the data of customer’s specific internet package purchase daily. 

• Communicate with the retailers and get feedback of current market needs of particular 

internet packages in a specific area (national offer) /region. 

• Communicate the analysis report and the retailer’s feedback with the product 

managers.  

• Offer internet packages nationally/region wise according to the analysis and feedback 

with product manager’s direction. 
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Chapter: 3 

Product Strategy of Robi Data Department 

 

 

 

 

 

 

 

 



22 | P a g e  
 

Chapter 3: Product Strategy of Robi Data department 
 

Data department of Robi works with the internet offerings which includes maintaining 

product portfolio time to time and making all the marketing strategies for their products. In 

this section we will focus on the product mix, channel strategy, acquisition / retention 

strategy, market research activities and pricing strategy. 

Product Mix 

All the internet data products and packages are divided into five segments according to their 

nature, modality and usability. The current different types of internet data products and 

packages are given. 

Category MRP Quota Validity 
(Days) 

 
 
 
 
 
 

Daily Packs 

3.65 TK 10 MB 1 

9 TK 32 MB 3 

10 TK 40 MB 3 

12.18 
TK 

45 MB 1 

19 TK 100 MB 3 

20 TK 200 MB 1 

38 TK 2 GB 2 

41 TK 3GB  
(2GB+1GB 4G) 

2 

 

Category MRP Quota Validity 
(Days) 

 
 
 
 
 

Weekly Packs 

49 TK 500 MB 7 

89 TK 1 GB 7 

101 TK    1.5 GB 7 

108 TK  4GB  
(2GB +2 GB 4G) 

7 

129 TK 6GB   
(3GB+ 3 GB 4G )     

7 

179 TK     4 GB 7 

199 TK 10GB   
 (7 GB+ 3 GB 4G) 

7 
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Category MRP Quota Validity 
(Days) 

 
 
 
 
 

Monthly 
Packs 

46 TK 120 MB  28 

119 TK 500 MB 30 

209 TK  1 GB  28 

228 TK   1.5 GB 28 

316 TK 3GB 30 

649 TK 7 GB 30 

911 TK 20 GB 30 

Category MRP Quota Validity 
(Days) 

 
 
 
 
 

Combo Packs 

13 TK 45MB+7Mins+100 SMS  1 

29 TK 150 MB+29Mins + 29 SMS 7 

58 Tk  600 MB + 30 Mins + 30 SMS  7 

98 TK 1 GB + 50Mins+ 100 SMS  7 

251 TK  2 GB +150  Mins + 150  SMS 30 

13 TK 45MB+7Mins+100 SMS  1 

Category MRP Quota Validity 
(Days) 

 
 
 
 
 
 

Social & 
Video Packs 

5 TK 40MB Facebook Pack 1 

5 TK 80MB Facebook & whatsapp Pack 7 

8 TK 200MB Youtube Pack 1 

27 TK 2GB Video streaming 
1GB/day 

Youtube & Mysports 

2 

49 TK 1GB Youtube Pack 7 

68 Tk 7GB Video streaming 
1GB/day 

Youtube & Mysports 

7 

18 TK 350MB IMO Pack  28 

18 TK 350MB Facebook & whatsapp Pack  28 



24 | P a g e  
 

Channel Strategy 

Robi data team has a very strong and effective channel strategy. Although they deal with 

digital products they maintain both One-tier distribution and Two-tier distribution strategies. 

One-tier distribution: One-tier distribution means when the customers directly purchase a 

product from the company’s own vendors. This can happen when the customer gets the 

product promotional SMS on their phone and dials the USSD code for the purchase of that 

particular product. 

There are national offers given on the website of Robi. People may see the offer from the 

website and purchase a product or at least they get the information from the company’s own 

channel. Again there are many Robi customer care offices in the market. Customers can get 

the informations from there too. 

To support the One-tier distribution the company use effective IT solutions, branding team 

and brand representatives. 

One-Tier Distribution 

 

Two-tier distribution: In two-tier distribution strategy, the data team uses their distributiors 

located across the country. The company gives commissions and sales percentages to the 

local distributors and they use their own promotional strategy to sale the product on their own 

territory. The distributors sometime ask for the redesign or customization of the product 

according to the local market need. 

Two-Tier Distribution 

 

 

Company 
Vendors

IT Partners, 
Brand 

Representatives
End Customers

Company 
Vendors

Distributors
Territory 

Representatives
End Customers
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Acquisition/Retention Strategy 

To bring new customers more specifiucally internet users on the network, the main challenge 

is to set impactful marketing strategy. It is the result of an integrated performance by all. But 

data team has their own strategies to acquire new customers. Some of them are- 

• Identifying non data users and promote customized packs to them 

• Making lucrative packages and promote effectively 

• Conduct practical campaigns into the market 

To retain the customers the team uses data analytics, performance measurement tools and 

many other strategies to understant the customer’s behavior and take steps accordingly. 

Market Research Strategy 

It is very important to assess the market condition, customer demand and other external 

factors so that the company can sustain in the market beside strong competition. 

Doing a market research on a regular basis is very important specially when launching a new 

product strategy. It is important even when things are going well for the team. Robi is very 

carefull about this product strategy component. Each team maintains a schedule of regular 

market visit.The members of the data team also visits market on a regular basis. They visit 

different regional offices and the surrounding market to assess the environment. 

Pricing Strategy 

Robi strongly maintains the rules of the BTRC when setting a price of any product. It is 

difficult to make effective pricing strategy when the regulatory body supervision is that 

strong and almost all the companies of the industry need to maintain this pricing structure. 

Beside all these, Robi still makes it is possible to make effective pricing strategies by 

designing clever product packages.  
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Chapter: 4 

Transaction Data Analysis 
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Chapter 4: Transaction Data Analysis 
 

Robi has many internet data products in the market. New products are launched by the data 

team and some other products are discontinued and certain products sustain in the market for 

a long time. For this continuation, discontinuation and launching products, the team needs to 

make the appropriate decision. To make correct decision regarding their product offerings 

they need the supply of proper information. 

The company has its own strategy to get all the product performance related information from 

the market everyday. They have their data repository system in which everyday data of their 

product performance is being stored by the assigned people or third person company from 

which the team gets the necessary informations to make a decision. 

 

 

 

Robi has their own portal where a Business Intelligence solution company assists to provide 

all the needed information data files everyday. There are different types of files available in 

that portal which is being updated everyday to support the management activities. The team 

acquires the needed data from the portal and analyse them to figure out what should be their 

next step. But the team needs to follow a process to make the final decision. The process 

includes getting the relative information, analysing them, sharing the analysis with the team 

and finaly making proper decision about which products to promote in the market next day. 
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Chapter: 5 

Process of Product Offering & Communication Setting 
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Chapter 5: Process of product offering & communication setting  
 

From acquiring data of the product performance to offering products to the market there is a 

process the intern needs to follow and the total system can be descibed by using several steps.  

 

 

 

 

   

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

Acquire product performance data 

From retailes over email, 

phone or feedback portal 

Fom product purchase report 

provided by BI’s daily 

Analyse the report using various tools 

in excel like- Pivot, Vlookup etc. 

Find out the perfomance of products 

communicated in each area/region 

Shape the findings using tools like - 

bar charts, scatter diagrams etc. 

Present the findings to the product 

manager with 4 possible suggestions 

• Continue the same offer in 

specific area/region 

• Stop the specific offer for a 

specific area/region 

• Offer alternate products 

• Drive a particular product 

Make the product offering plan for 

each area/region 

Set the communication with the 

retailers and customers 

Repeat the process daily 

Considerations- 

• Time of offering a package 

• Day of offering a package 

• Time gaps of offerings 

• Relative offerings 

• New Product offering 

 

 



30 | P a g e  
 

Step1: Acquiring the data of product peformance. 

There are more than 40 internet products & packages under Robi’s data team. Most of the 

products are active and promoted regularly to the customer base. There are some inactive 

products  too which may be suspended for some time.  

 

 

 

 

 

 

 

  

 

Each of the packages offered in the market is considered a poduct. For each product everyday 

assessment is done by the data team. Basically hits are count everyday against all the 

products. Hit count shows that everyday how many packages are purchased by the customers. 

The performance is also evaluated by getting information from the retailers in the market. 

There are two main ways to gather the performance record of products- 

• Hits report provided by the business intelligence daily 

• Feedback from the retailers 

 

Hits Report by BI- 

There are a couple of reports delivered by the partner BI of Robi from which we can get the 

hit report of different Deno’s. The amount a product is cost is known by deno in this industry. 

The report is uploaded by the BI in a specific reports portal. Only the authorized person can 

get inside in these portals. The next step is to find the specific report and download it from 

there.  
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To download the report from the portal some key steps need to be followed: 

1. Select the specific repot from the report base 

2. Select the start date and end date from the title menu 

3. Select specific region or all region 

4. Download the file  

5. Extract in the MS Excel format 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

We can get national wise hits, area wise hits and region wise hits from this report in thee 

different sheets.  

• National hits data shows us the purchase rate of a particular deno throughout the 

country in days. 

• Region wise data shows us the purchase rate of a particular deno in a specific division 

or region in days. 

• Area wise data shows the performance of the product in a specific area of a region. 
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From the report the team needs to find out various kind of information. According to the need 

of the product managers the intern need to use the report. 

 

Feedback from the retailers- 

The other way of getting the performance repot of a product is to communicate with the 

retailers and regional agents and get their feedback. The communication can be done in many 

possible ways like- 

• Over phone call 

• Over email etc. 

Generally a product manager does the communication with the retailers but sometimes te 

intern does the task too. 
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Step 2: Analyzing the report. 

After getting the daily product performance report the next thing we need to do is analyzing it 

to see the specific data deno performance. It might be required to see the performance for last 

one day or few days to see the trend.  

To analyse the data we extrct the data file into MS Excel format. We use differend types to 

tools to analyse the data. But in most of the occation Pivot table is used to find out the 

performance of a specific data deno. 

 

 R 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

When we work on Pivot table we use different sheet 

so that the main data remains unchanged. Then we 

sort the field keeping the Data deno in the report 

filter so that later we can select different deno to see 

the results of the packages. 

The picture shows the Pivot table field setting for the 

national offers. Same way we set the field for Region 

and Area wise offers. Using this tool we can find out - 

• Specific deno performance on a specific 

date 

• Specific deno performance on a specific 

region 

• Specific deno performance on a specific 

area anywhere in the Robi network zone 

• Compare the performance of different 

denos 

• Can see the sale amount of a specific 

deno too if required. 
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Step 3: Find out the perfomance of the products in each 

Region/area. 

To analyse the region wise deno we select the region data and put it on the row levels in Pivot 

table field. Here we get the hits count of all the products region wise.  

 

 

Next, to find out the specific deno hit counts we select the deno for example- we need to find 

out the performance of 101tk product in Chittagong composite regions. So we can selrect the 

deno and then from the row column we select just Chittagong composite regions and fom 

column lebels we select the specific dates of which we want the hits. 
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Step 4: Shape the findings. 

After analyzing and finding the specific data the next step is to present the data to the product 

manages. It is required because without proper presentation it is quite difficult to understand 

and compare the performance of the products. The intern has the responsibility to sort the 

data in a presentable way and communicate with the managers. 

To make the data presentable we need to use various tools depending on the requirements and 

the person to whom the presentation will be submitted. For general purpose we use these 

tools in MS excel - 

• Bar charts 

• Pie charts 

• Scatter diagram 

• Stock diagrams 

• MS Powerpoint 

Powerpoint presentations are mainly done when the top executives or the managers of the 

department wants to see the report. To make the data presentable fistly we need to know what 

the manager wants to know particulaly. 
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Generally we need to analize the data those are currently active and regularly offered. So it’s 

a regular job for the intern to find out the hits for those denos and make a presentation on 

them everyday. For example if we want to present the 27tk product offer for particular aeas 

of Barisal then we have to select the data from the Pivot table as shown in the picture. Then 

we can select the bar chart option from the title menu if we want to present it with bar chart. 

 

 

 

We can present the deno perfomance on scatter diagram or other forms too based on the 

requirements. But it is easier to understand with the bar chart if we want to see the trend 

analysis of a particular deno. For exmple if we want to see the hits of 101tk deno pack for the 

last ten days then we may use bar chart. 

Most of the times the product managers want to see the comparison of similar kind of deno 

on a specific region wise. In that case we have to prepare the diagrams separately and then 

copy the diagrams in to a power point files to show the differences. It is also a job for the 

responsible intern to write a short explaination and a summary of the findings when asked. 
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Step 5: Present the findings to the product managers 

There are approximately 30 active products in the data team of Robi. Whenever the team 

launches a new product in the market they assign a product monitor for it who will be 

responsible for regulating and checking the performance of the product and he/she will also 

need to report to the superiors about the performance. The product monitor can be a team 

specialist or the manager themselves. 

Generally the intern needs to present or deliver the findings to the product monitor or the 

manager. One specialist may monitor 5-6 products at a time. After getting the data they take 

the decision about the promotion or about the future of the product. Usully product mngers 

tkes severl decision regrding the product ccording to the performnce dt. The decisions cn be-  

 

❖ Continue the same offer in specific area/region- If the hit reports are 

positive for one or mny regions for the specific products, it is normal to 

continue the promotion of those products the same manner. It means that the 

customers of those areas are taking that offer and using the products. If they 

use it in the same manner for some time period it will be much profitble and 

the revenue taget will be achieved from the product. Sometimes the team sets 

a target to run specific product promotions on a regular basis on a specific 

region. For example- It is decided to promote 101tk package in Barisal for the 

next 10 days. Within these 10 days if the product gets less hits still they will 

promote the product for the next 10 days. After 10 days, it is required to do a 

trend analysis to understand the fluctuations in the hits and the nature of the 

customers on tht particular region.  
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❖ Discontinue the same offer for a specific region- If the anlysis shows that the 

product hits are falling for some reasons then the product manager may take a strategy 

to stop or discontinue the promotion of that offer on that particular region. There can 

be many reasons behind discuntinution of a product. 

 

➢ A data offer may have been around in a particular region for much time and have 

been profitable in its initial stages and even for some long period however, that 

does not assure that it will be so indefinitely. If the mangers anlyse the track of a 

product's financial performance, they may find that its purchase and profitability 

is declining over period, sometimes at a very rapid rate. At this moment managers 

need to start analyzing other factors to see if the product has any other supportive 

effect on the business or not. If it is not then the managers may decide to 

discontinue the product. 

➢ It is costly for the company to promote a product in the market. So it is very 

important to calculate if the revenue generated from the product is higher than the 

marketing expenses. If the calculation shows the negative figure then the manager 

must stop the promotion of that product immeditely. 

 

 

 

➢ Managers need to keep in mind whether there are enough variety of products 

available or not to satisfy their customer's needs.It is easier to drop a product if there 
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are enough products available since other products will help retain current customers 

and potentially fill the gap of the dropped product. While discontinuing a particular 

product, managers my think to use other offerings to test them on that particular 

market.  

➢ A product can not survive in the market if it is not improved regularly according to its 

company’s image. Every product needs a makeover eventually. It is necessry to 

understnd if an offer no longer fits the brand image. Managers may discontinue an 

offer if it is no longer aligning with the company’s image. 

➢ Changing customer demand is the most importnt factor and the most sensitive one to 

consider whenever deciding if the promotion of the product needs to be continued or 

not. If the product offering no longer attrcts to the customers, then it has no value in 

the market and also in the business. At this point, managers may discontinue a product 

so that it can make room for other successful offerings to flourish.   

➢ In some unique situtions a product may be forced to offer further by the Bangladesh 

Telecommunication Regulatory Commission (BTRC). In those cases there are no 

option but discontinuing the product promotion.  

 

❖ Offer alternate products- It is a very common strategy in the market to offer 

various products to the customers. In the telco industry, there are several 

voice and internet packages designed for the customers from which they can 

choose their fvourite package.  
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In the picture, we can see there are four different packages available for some particular 

regions of the country. Sometimes, managers decide to promote different products each day 

to particular area’s customers. This strategy is profitble sometimes because of many reasons 

like-  

➢ It gives the customers the freedom of choice form the various products 

➢ The team can easily make an assumption about what type of packages are preffered in 

the particular area’s people 

➢ Offering different products helps to aquire different class of people 

➢ Decreases the risk of dependency only in few packages 

➢ Increses the competitiveness in the market 

➢ Different area’s people expect different offerings in the package. So, it is important to 

customize the products according to the nature of the local people. 

On the other hand, if only one type of product is promoted everydy in a particular region then 

people will feel annoying and may permanently leave the operator which will be the biggest 

loss for the team. Keeping these things in mind the managers try to switch the product 

promotions in the same regions. 

❖ Drive a particular product- Drive is a corporate term in this industry which 

actully means boosting up an offer for a particular region. It is a very important 

strategy because the success rate of this strategy is directly related with the 

proper timing and placing of using it. 
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Using a drive for a product needs approval from the higher authority because it requires 

lot of money to boosting up in this system. The system of driving a product is quite 

simple and it is done by the team basically in two different reasons. 

 

System- We know that the retailers get commissions to sale each unit of package to the 

customers. For example- If the retailer sales a 101tk package to the customer he 

gets 10tk commission for that. In the drive days, it is informed to the retailers that if 

they sale 101tk package for the next two days then they will get 30tk commission 

for that which is 20tk more than the normal days. After getting the news, the 

retailers promote only that offer in their region so that more people buy that offer. 

This is how that particular 101tk product gets huge amount of hits suddenly in that 

particular region.  

 

Reasons- There are basiclly two reasons why and when a drive is used in a product. 

 

➢ When a new product is launched in a region 

➢ When the hits of a product is falling dramatically and needs a lift up 

 

In the picture it is shown the hits for a particular deno was falling day by day lst few 

days. The managers decided to drive the product for 11/2/2018 and 11/3/2018 so 

that they can raise the hits for that product. The result of the drive can be seen in 

the picture that how dramticlly the hits were going up and the impact of the drive 

can be seen after the drive days also. The hits after the drive days are also very 

good which is the result of retailers efforts on that deno.   

 

So after presenting the findings to the product managers, they may take one of these above 

discussed decision for the product for coming days. If the intern is quite capable of 

understnding the needs then he/she my also suggest one of these options to the managers for 

review.  
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Step 6: Making the product offering plan for each area/region. 

After analyzing the findings the managers decide which product to promote further and in 

which region. Based on the business experience, managers take the decision and provide 

direction to the intern so that he/she can make a sample promotion plan for the upcoming 

day. After making a sample plan the intern delivers it to the product manager agan. Product 

manager then forwards the plan to the General Manager of the team adding the logics and 

resons behind the plan.  

Sometimes, if the intern is capable enough to add the justifiction behind the plan then he/she 

may add the detailed reasons with the presentation of the plan. If the General Manager 

approves the plan then the team can promote the products for the next days. A sample 

regional promotion plan is given below: 

 

 

In the picture we see the strategy was to offer alterntive products in the regions. It is said 

earlier that the promotion can be done area wise, region wise and nationally. If the promotion 

plan is set for the national promotion then the customer base is divided in to ARPU wise 

which is for example- customers who prefers to purchse 1-20tk productsa nd customers who 

prefers 21-50tk products are segmented in two different bases.After segmentation, 

customised offer plan is set for those different bases and promoted accordingly. But there are 

many varibles exists which the managers need to take into account before they make a 

promotion plan. The important considertions are given below- 
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1. Time of offering a package: It is one of the most important considertion when 

planning for the promotions. If a product is designed to use for four hours from 

8pm-11.59pm and the promotion sms goes to the customers mobile phones at 

9.30pm then all the effort will become meaningless. Again if the customer gets 

the sms 1am at night it will be so nnoying for them.  

    

 

The managers first see which product is designed for daytime or night time and the modality 

of the product then according to the nature of the modality the promotion plan is given to the 

executers. 

2. Time gapes - It is also need to be considered that same customer base never 

gets so many promotionl texts in one day. If the customers get disturbed then it 

may cause negative impact on the company. 

To avoid this, the team makes a record book which includes these things- 

• List of the products 

• How many times a particular product can be promoted in one month 

• What should be the time interval for promoting a particular product 

• Which broadcsting portal will be used to promote a particular 

product 

• Hit records for each product 

It is one of the core jobs of the promotion executer to maintain a file showing when, where 

and how often a product is been promoted so that the time gaps can be made easily. 
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3. Day of offering a package- Weekend days promotions are different from the 

promotions in the normal office days here. Again if there is any govt. holidys or 

any special days coming the team make customied products and promotional 

texts to utilize the momentum. According to the occation the usage of internet 

data differs from customer to customer. Generlly there are special packages 

designeda nd promoted on these days- 

• Weekend days 

• Government holidays 

• Special event days like- Cricket/Football world cup matches 

• Internationl events 

• Popular movie release days 

• Normal office days 

 

 

So it is very simple if the coming day is a specil holiday or weekend day then the manager 

plans to promote the realted offers to the mass customer bases. And when it is normal 

days they can promote their regular offers to the segmented bases. 
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4. Relative offerings- The manager needs to consider whether the product 

promotion conflicts with the other team’s products or not. For exmple- on a 

particular date, both the CLM &Data team wants to promote 49tk offer although 

the package is different but it may cause confusion among the customers. In this 

case one team needs to sacrifice their promotion for that deno. Good 

communiction among the teams is needed to avoid this kind of situtions. 

 

5. New Product offering- If the team is set to lunch new products then they need to 

consider some vriable components both internal and external in the market. 

Before that to lunch a new product in the market the team needs to go through a 

process. Without following it they can’t promote it. The process includes- 

 

 

 

 

 

 

                                            

 

  

 

 

 

 

 

 

 

 

 

  

Need assessment for a new 

package 

Presenting the concept in the 

team meeting 

Getting team VP’s approval to 

develop a new product 

Developing a business case and 

designing product modality 

Presenting the BC to the Finance 

dept. and get approval  

Getting thea pproval of the COO of 

market operation division 

Test the product doing UAT before 

launching 

Launch the product in the market 

when the time is suitbale 
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Step 7: Set the communication. 

Once the promotion plan is set the next job is to execute the plan. The executer uses a couple 

of portals to broadcst the SMS communictions. The executer needs to be very careful when 

setting the communiction in the portal because a simple mistake can have a huge impact. For 

exmple- if the sms goes to the wrong base or the wrong sms is set then the team may face big 

loss and the customer care service deprtment has to pay for it at the first place by taking the 

complains of the people.  

Robi owns some very expensive broadcsting softwares and porta0ls which are used by the 

tems of Robi for promotionl purposes.  

 

 

Step 8: Repeat the process  

Once the communiction broadcst is done in the market, both in the customer and the retailer 

base, the process of daily communiction become successful. But this is a continuous process 

so after broadcsting the SMS the next day starts from the step 1. 

The next day first job is to see the hits for the denos that are promoted lst day. Then report it 

to the product managers and the circle goes on.   
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Conclusion 

 

While working as an intern in this Data team I observed how perfectly all the process is 

maintained by the officers of the team. To sustain in this vastly challenging market 

environment the company needs high professionalism from its employees and agility in every 

action. The telecom industry in Bangladesh is small but there are few giant companies who 

are trying to beat the others by their aggressive marketing strategies. Robi has developed their 

operational strategies to compete in this market and the Data team works as a big part in this 

strategy.   
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